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NOTA EXPLICATIVA

1. Prezentarea succinti a profilului programului de master, precum si a domeniului de
formare profesionalii si domeniului general de studii. Profilul Programului de master — Studii n
marketing, corespunde domeniului fundamental al stiintei, culturii si tehnicii - 04 Stiinte sociale;
domeniului general de studii - 041 Stiinte economice. Programul este claborat in corespundere cu
Nomenclatorul domeniilor de studii si al specialitatilor in invéatamantul superior, aprobat prin Hotararea
Guvernului nr.412 din 12 iunie 2024 si Plan Cadru pentru studii superioare de licentd (ciclul I), de
master (ciclul 11), si integrate, aprobat prin ordinul MECCM nr. 120 din 10.02.2020.

Durata studiilor - 2 ani invatamant cu frecventa;

Credite de studiu - 120 credite ECTS, 1 Credit ECTS - 30 ore;

Forma de organizare - Invitamant cu frecventa.

2. Obicctivele programului de studii, inclusiv corespunderea acestora misiunii universitatii,
-acordarea programului de studii si a continuturilor din Planul de invatamant la tendintele
internationale din domeniu. _

Scopul programului constd in formarea competentelor profesionale viitorilor specialisti n
vederea insertiei pe piata muncii din economia nationald - capabili de a cerceta, analiza, evalua, reflecta
si gestiona problemele legate de activitatea de marketing a unei entitati si realizarea unui Invafamant
flexibil si dinamic, bazat pe necesitdfile socictale, adaptabil la solicitdrile ulterioare de specializare.
Caracteristica esentiald a programul de masterat, consté in disponibilitatea programului de perfectionare
a standardelor de elaborare a curriculum-urilor si a noilor metode de predare — invatare centrate pe
student: lucru in echipd, proiccte, invitare bazatd pe probleme (PBL), co-predare cu profesori din
universitdtile partenere.

Obiectivele programului de master Studii in marketing sunt:

- asigurarca masteranzilor un nivel inalt de cunostintelor de specialitate si intelegere, competente
inalte, care si le permita integrarea cunostintelor la asigurarea complexitatii activitatilor de marketing,
formularea argumentelor si comunicarea concluziilor mediului profesional;

- dezvoltarea capacititii de a actiona independent/in echipd si creativ in abordarea si solutionarea
problemelor complexe in domeniu de marketing ale entitatii economice, utilizdnd abilitatile strategice,
analitice si tehnice, asuméndu-si responsabilitatea pentru decizile luate;

stimularea interesului teoretic si practic a masteranzilor asupra evolutiei entitdtii economice din
perspectiva structurii produselor si/sau serviciilor ce vor fi solicitate, a programelor de cercetare-
dezvoltare necesare credrii de noi produse, punandu-se accent pe utilizarea metodelor intercative;

- formarea capacitatii de elabora proiecte de marketing, utilizind cercetérile de marketing,
marketing digital si Social Media, in scopul maximizarii performaniei activitafii entitdtii economice;

- dezvoltarea unei atitudini critice prin utilizarea si interpretarea coerenta a teoriilor, modelelor in
domeniul de marketing;

- formarea si dezvoltarea de abilitdti superioare de cercetare independenta si utilizarea eficientd a
informatiei.

Aceste obiective corespund misiunii Universitatii de Stat din Moldova, sunt desprinse din
necesitatea de formare in domeniul ,,Studii in marketing” si sunt corclate cu urmatoarele documente
strategice institutionale: Planul Strategic, Strategia de cercetare si inovare, Plan strategic institutional de
internationalizare.

3. LEvaluarca asteptirilor scctorului economic si social (studierea cerintelor Cadrului
National al Calificirilor, precum si al celui European; studierea fiselor de posturi din institutiile
potential angajatoare, evaluarea pietei prin metoda chestionarelor etc.). La elaborarea programului
de studiu s-au luat in considerare buncle practici europene cu referire la continuturile ofertei
educationale si s-au valorificat in cadrul programului prin includerea unor unitéti de continut in vederea
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asigurdrii compatibilitatii programelor si a mobilitatilor academice reciproce. De asemenea,
continuturile planului de studii sunt racordate la tendintele internationale a noii paradigme: marketing
holistic: marketing prin continut, marketing bazat pe date, marketing Social Media, pastrand functia
traditionald a marketingului tranzactional si valorificand, mai amplu, marketingul interactiv, aplicand
metoda bazati pe proiect/problema (PBL). Extensiile tehnologice utilizate in marketing pentru a creste
dimensiunea interactivi dintre vAnzitor si cumpdritor permite stabilirea unei interactiuni durabile prin
cybermarketing si database marketing, utilizand diverse refele populare in randul studentilor.

in vederea realizirii unor studii calitative si relevante, in mediul real au fost realizate o serie de
activitati metodico-stiintifice, cu participarea reprezentantilor sectorului real si social prin rezultatul
cirora sunt reflectate necesitatile si tendintele de pe piata muncii in domeniul ,,Studi in Marketing”.

4. Consultarea partenerilor in procesul de elaborare a programului de studii
(angajatori, profesori, absolventi, studenti etc.). La nivel facultate, in cadrul Comisiei de Asigurare a
Calitdii este inclus cite un reprezentant al pictei muncii pentru fiecare domeniu de formare
profesionala. In cadrul sedintelor de lucru al Comisiei sunt discutate continuturile planului de
invatamant, tipurile de sarcini pentru lucrul individual, metodele de petrecere a lectiilor practice cét si
corelarea unititilor de continut pentru disciplinele predate si alte subiccte. Au fost analizate fisele de
post a urmitorilor potentiali angajatori: Cricova S.A., SRL Volta, Hotel Ambassador, Courtyard by
Merriott Hotel, SRL Dulcinella, SRI, Wine International Project, SRL Ergo-Enterprises, in vederca
determindrii calificirii necesare a unui specialist din domeniul marketingului si identificarii necesarului
de cunostinte, abilitti si competente ce vor fi asigurate prin realizarea programului de master.
Semestrial, masteranzii sunt chestionati cu privire la calitatea si relevanta disciplinelor predate.
Chestionarele sunt prelucrate de cétre responsabilul de calitate din cadrul departamentului, sunt
discutate in cadrul sedintelor de departament, consiliului facultatii si sunt luate in calcul la elaborarea
continuturilor pentru anul urmator al admiterii. De asemenea, sunt analizate si luate in considerare
opiniile partenerilor de practicd cu referire la comptentele dezvoltate de program, atunci cind
masteranzii isi realizeaza stagiul de practica.

Ss Relevanta programului de studii pentru piata fortei de munca consta in integrarea
subiectelor ce tin de digitalizare, brand si analize in fiecare unitate de continut. Gradul de noutate a
programului rezidd in utilizarea preponderentd in procesul didactic a  metodei bazatda pe
proicct/problema (PBL). Aceasta metoda oferd posibilitatea masteranzilor de a-si demonstra abilitatile,
capacititile de solutionare creativa si responsabila a unor probleme reale ale activitatii de marketing din
cadrul entitatilor economice partenere ale universitdtii. Interac{iunca activitatii masteranzilor cu cea a
companiilor, ajutd pe acestea din urma, in crearea de valoare prin buna intelegere a nevoilor clientilor
sdi si prin suportul in sfera promovarii/dezvoltdrii noilor produse/servicii. Criza economicd actuala si
dezvoltarea tehnologiilor informationale au schimbat modelele actuale i viitoare privind implementarea
marketingului la companii si au demonstrat importanta majord a aplicarii principiilor de marketing in
aclivitatea entitidtii in vederea perfectiondrii activitdtii de ansamblu a acesteia si formarea continud a
specialistilor din domeniu in spiritul progresului cunoagterii si al educatiei permanente.

6. Posibilititile de angajare a absolventilor; corelate cu CORM si ESCO. Absolventii
Programului de master Studii in marketing au capacitatea: sd demonstreze abilitagi cognitive
(cunoastere, infelegere, aplicare, analizd, sintezd, evaluare) in urmatoarele domenii: Marketing,
Managementul marketingului, Cercetari si analizd de piatd, Branding si comunicare de marketing, Audit
de marketing etc.; s demonstreze abilititi de inifiere a afacerilor in domeniile activitatii de marketing;
sa asigure desfisurarea activitdfilor in conformitate cu cadrul normativ national si international; s
adopte decizii optime, rentabile si eficiente n condifii de certitudine, incertitudine, risc; sa comunice
eficient, folosind terminologia specificd domeniului in limba roménd; sé elaboreze si sd coordoneze
realizarca proicctelor din domeniul marketingului. vanzérilor; sa propuna solutii la diverse probleme din
domeniul marketingului, vanzérilor, auditului de marketing.

In conformitate cu Clasificatorul ocupatiilor din Republica Moldova, absolventii acestui program
pot activa in calitate de: 132401 Coordonator/coordonatoare  transportare a marfurilor; 132405

Director/directoare import/export marfuri; 132407 Director/directoare  intreprindere micro-,
micd (fard icrarhic manageriala) in domeniul aprovizionarii, transportdrii, depozitarii si distributiel de
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marfuri; 132408 Director/directoare logisticd si distributie; 132409 Dispecer-sel in aprovizionare,
transport, depozitare si distributie de marfuri; 132412 Manager (sef/sefa) aprovizionare; 132413
Manager (sef/sefd) aprovizionare si distributie; 132414 Manager (sef/sefd) distributie; 132415 Manager
(sef/sefd) import/export; 132418 Manager (sef/sefd) in transporturi; 132419 Manager (sef/sefa) logistica;
132420 Manager (sef/sefd) relatii cu furnizorii; 122104 Director/directoare de intreprindere micro-, mica
(fard ierarhic manageriald) in domeniul véanziri si marketing; 122203 Director/directoare de
intreprindere micro-, mica (fara ierarhic manageriald) in domeniul publicitdtii si relatiilor publice;
122105 Dircctor/directoare vanzari si marketing; 243105 Manager in publicitate i marketing.

Ocupatii tipice conform ESCO: 1221 Manageri de vanzari si marketing; 1222 Manageri de
publicitate si relatii publice; 1324 Conducitori de unitéti din domeniul aproviziondrii si desfacerii de
marfuri; 2421 Analisti de management si organizare.

7. Accesul la studii a titularilor de diplome obtinute dupd finalizarea respectivului
program de studii.

Absolventii programului de master, care au obtinut titlul — Master in Stiinfe economice au
urmitoarele oportunitdti de continuare a studiilor:

e Scoala doctorald — nivelul 8 ISCED, la una din specialitatile:
a) 521.01 - Teorie economicd si politici economice;
b) 521.02. Economie mondiald; relatii economice internagionale;
¢) 521.03. Economie §i management in domeniul de activitate;
d) 521.04 Marketing si Logistica.

e Programe de formare continud pe tot parcursul vietii.

8. Competentele generale si profesionale asigurate de programul de studii. Acest
program vizeazi dezvoltarca competentelor profesionale in domeniul Marketing. Planul de invatamant
este axat pe discipline generale, socio-umane, fundamentale si de specialitate, dezvoltand competente
profesionale generale si specifice.

Competentele Generale (sectoriale/transsectoriale) (CG) dezvoltate In program sunt:

CG1.Utilizarea conceptelor si teoriilor economice fundamentale;

CG2.Elaborarea strategiilor si a deciziilor de asigurare a dezvoltarii durabile a entitatilor;

CG3.Fundamentarea si propunerea de solutii pentru probleme economice concrete, aplicand
metode de cercetare $i analizd;

CG4.Organizarea activititii conform cadrului juridic specific domeniului de activitate.

fn corelatie cu CNC, prin discutii in cadrul sedintelor Comisiei de Asigurare a Calitatii si
comunicdrii cu reprezentantii pietei muncii, absolventi, personal academic si studenti, au fost stabilite
urmitoarele competente profesionale (CP):

CP1. Planificarea procesului de cercetare in marketing;

CP2. Organizarea si evaluarea procesului de cercetare in marketing;

CP3. Conceperea si realizarca programelor si a proiecte de orientare spre piata;

CP4. Organizarca departamentului / serviciului de marketing din organizatii si intreprindert;

CP5. Planificarea strategicd a activitdtii departamentului / serviciului;

CP6. Conducerea personalul de vanzari si marketing;

CP7. Gestionarea operatiunilor zilnice ale organizatiei privind marketingul si vanzdrile;

CP8. Organizarea activitatii de achizifii;

CP9. Organizarea activititii de transport, depozitare si distributic a bunurilor;

CP10.Organizarea activitatilor de publicitate, relatii publice si de informare publicd;

CP11. Gestionarea campaniilor de comunicare ale organizatiei;

CP12. Monitorizarea contextului creativ in realizarea activitatilor de marketing;

CP13. Realizarea controlului activititii de marketing (audit de marketing) al intreprinderii /
organizatiel;

CP14. Eficientizarea activitatilor de marketing;

CP15. Planificarea, organizarea si realizarea cercetarilor stiintifice.
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in corelatic cu CNC, prin discutii in cadrul sedintelor Comisiei de Asigurare a Calitatii si
comunicirii cu reprezentantii pietei muncii, absolventi, personal academic si studenti, au fost stabilite
urmatoarele rezultate ale invatarii:

1. a elabora programul general de cercetdri in marketing al organizatiei, pornind de la obiectivele
stabilite si problemele trasate (studiu de caz), estimand bugetul aferent cercetdrii de marketing;

2. a aplica metodele de cercetare in marketing si prezenta rezultatele cercetarilor prin diverse
rapoarte elaborate, aplicand tehnologii informationale;

3. a propune / prezenta programe si proiecte de orientare spre pia{d, contribuind la dezvoltarea
sustenabild a Intreprinderilor/ organizatiilor;

4. a elabora/propunc cea mai optima organigrama a functiei/departamentului de marketing din
organizatic, regulamentul de activitate si sistemul informational de marketing;

5. a determina obiectivele de marketing ale intreprinderii, strategiile aferente si continutul
politicilor de marketing: produs, pret, plasament, promovare, personal si bugetul necesar;

6. a prezenta procesul de recrutare si angajare a personalului din sfera marketingului si a
véanzarilor si stabili criteriile de evaluare a performantei acestora;

7. a stabili obiectivele la nivel operational si prezenta prin simulare implementarea strategiilor de
marketing si vinzari in organizatic

8. a prezenta procesul de organizare a achizitiilor, pornind de la strategiile, politicile, planurilor de
achizitii aprobate, utilizand tehnologii informationale;

9. a descrie procesul de organizare a distributiei, pornind de la strategiile, politicile, planurile de
stocare si distributie aprobate, utilizdnd tehnologii informationale;

10. a planifica activitatile de publicitate, relatiile publice si de informare publicé ale organizatiei
atit in mediul online, cit si offline, estimand bugetul de comunicare in marketing, prin tehnologii
informationale;

11. a planifica activitatile la nivel operational, pornind de la strategia de comunicare aprobatd,
implicit responsabilititile zilnice ale angajatilor privind elaborarea continuturilor de comunicare, de rand
cu realizarea in timp a acestora si plasarea in mass-media;

12. a prezenta argumentat idei si strategii noi in domeniul marketing si logistica, urmarind spiritul
creativ, unic, modern, inconfundabil, atat la nivel strategic, cét si operational,

13. a descrie procesul de control al functiei de marketing in organizatie pe sub-sisteme (prin studiu
de caz), utilizind tehnologii informationale:

1. Baza sistemului — departamentul de marketing.

. Subsistemul de informatii de marketing.

. Subsistemul de planificare si finantare a marketingului.
. Subsistemul de realizare a mixului de marketing

. Subsistemul de logistica comerciald

. Subsistemul de comunicare inversa si control

7. Subsistemul de apreciere a eficientei activitatii de marketing

14. a clabora propuneri de eficientizare a activitdtilor (prin studiu de caz), pornind de la rezultatele
auditului de marketing, utilizaind tehnologii informationale;

15. a realiza activititi de cercetare stiintificd in cadrul unor proiecte universitare / institutionale,
elabordnd lucrari si articole stiintifice, participdnd la conferinte, forumuri stiintifice nationale si
internationale;

oL N
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FXPLANATORY NOTE

1. A brief presentation of the master's program profile, as well as the field of professional
training and the general field of study. The Master Program profile -"Marketing Studies” comply
with the fundamental domain of science, culture and technology 04 Social Sciences; the general domain
of study 041 Economic Sciences. The program is developed in accordance with the Nomenclature of
fields of study and specialties in higher education, approved by Government Decision no. 412 of June
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12, 2024 and the Framework Plan for bachelor's (cycle 1), master's (cycle 1I), and integrated higher
studies, approved by MECCM order no. 120 of 10.02.2020.

Studies duration - 2 years of full-time cducation.

Study credits - 120 credits ECTS, 1 credit ECTS - 30 hours.

Organization form- [ull-time education.

2. The objectives of the study program, including their alignment with the university's
mission, and the adjustment of the study program and curriculum content to international trends
in the field.

The aim of the program is to train professional skills of future specialists for the labor market
integration in the national economy - able to conduct researches, analyzes, evaluations, reflections
capable to manage problems related to the marketing activity of an enterprise and to achieve a flexible
together with dynamic education process based on societal needs, adaptable to subsequent specialization
demands. The essential feature of the Master’s program consists in the availability to improve standards
of developing curricula and new teaching methods - student centered learning: teamwork, projects
elaboration, problem-based learning (PBL), co-teaching with professors from partner universities.

The objectives of the ’Marketing Studies” program are:

- ensuring the masters students with a high level of specialized knowledge and understandings,
high skills, that will allow them to integrate the obtained knowledge in the complexity of marketing
activities, to formulate arguments and to communicate conclusions within the professional environment;

- developing the ability to act independently / as a team and act creatively in approaching and
solving the complex problems in the organization’s marketing domain, using the strategic, analytical
and technical skills, assuming responsibility for the decisions taken;

- stimulating the masters theoretical and practical interest on the organization’s evolution, from the
perspective of the products and/or services structure that will be requested, of the research-development
programs necessary for the creation of new products, focusing on the use of the interactive methods;

- forming the capacity to elaborate marketing projects, using the marketing researches, digital
marketing and Social Media, in order to maximize the organization’s activity performance;

- developing a critical attitude, using and interpreting coherent the theories, models in the
marketing domain;

- training and developing of superior independent research skills and the efficient use of
information.

These objectives corresponds to the mission of the Moldova State University and relate to the
following strategic documents: The Strategic Plan; The Research and Innovation Strategy; The
Institutional Strategic Plan for Internationalization.

3. Assessment of the economic and social sector's expectations (analysis of the National and
ECuropean Qualifications Frameworks, review of job descriptions from potential employing
institutions, market assessment through surveys, ete.). During the study program preparation there
were taken into consideration the best European practices with reference to the contents of the
educational offer, and were utilised in the program by including some content units to ensure
compatibility of programs and reciprocal academic mobility. The contents of the study plan are also
linked to the international trends of the new paradigm: holistic marketing: content marketing, data-based
marketing, social media marketing, preserving the traditional function of the transactional marketing,
and harnessing larger the interactive marketing, applying the project / problem-based (PBL) method.
The technological extensions used in marketing to increase the interactive dimension between the seller
and the buyer allow to establish a lasting interaction through cybermarketing and database marketing,
using various popular networks among students. In order to achieve qualitative and relevant studies in
the real environment, there were carried out a series of methodological-scientific activities, with the
participation of the representatives of the real and social sector reflecting the labor market needs and
trends in the field of “Marketing Studies”.

4. Consultation of stakeholders in the development process of the study program (employers,
professors, graduates, students, etc.). At the Iaculty level, a representative of the labour market for
cach field of professional formation is included in the Quality Assurance Commission. During the
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Commission working meetings there are discussed the contents of the cducation plans, the types of tasks
for individual work, the methods of spending practical lessons and the correlation of content units for
the taught subjects etc.

There were analysed the job descriptions of the following potential employers: Cricova J.S.C.,
LLL.C Volta, Hotel Berd’s, LLC Telemar, Hotel Berd’s, LLC Dulcinella, LLC Wine International Project,
LLC Ergo-Enterprises in order to determine the necessary qualification of a specialist in the field of
marketing and to identify the need for knowledge, skills and competences to be ensured through the
implementation of the Master Program.

Semestrial, master's students are questioned about the quality and relevance of the taught content.
The questionnaires are processed by the quality manager of the department, are discussed during the
departmental meetings and the faculty council and are taken into consideration at the time of the
contents elaboration for the next year of admission. Also, the opinions of the practice partners with
regard to the skills developed by the program are analyzed and taken into consideration, when the
master's students complete their internship.

5. Relevance of the study program to the labor market. The relevance of the "Marketing
Studies" program is the integration of the topics related to the digitization, branding and analysis in each
content unit.

The program novelty lies in the predominant use of the project / problem based method (PBL) in
the educational process. This method offers the possibility of masters to demonstrate their ability, the
capacities of creative and responsible solution of marketing activity real problems within the
university’s organizational partner. The interaction of the master’s activity with the company’s one,
helps to create value through a good understanding of the client’s needs and to support companies to
promote/ develop new products/services. The current economic crisis and the development of
information technologies have changed current and future models for the marketing implementation in
companies and have demonstrated the importance of applying marketing principles in the company's
activity in order to improve its overall activity and the continuous training of marketing specialists in the
spirit of the progress of knowledge and lifelong learning.

6. Employment opportunitics for graduates; correlated with CORM and ESCO. Graduates
of the "Marketing Studies" program are prepared: to demonstrate cognitive skills (knowledge,
understanding, application, analysis, synthesis, evaluation) in the following areas: Marketing, Marketing
Management, Market research and analysis, Branding and Marketing Communications, Marketing audit
cte.; to demonstrate skills in business initiation in the marketing areas; to ensure that activities are
carried out in accordance with the national and international regulatory framework; to take optimal,
profitable and effective decisions in conditions of certainty, uncertainty and risk; to communicate
effectively using domain-specific terminology in Romanian and in a foreign language; to develop and
coordinate the implementation of marketing, supply and sales projects; to propose solutions to various
issues in marketing, sales, marketing autit ete.

According to the Occupational Classifier from Republic of Moldova, the graduates of this
program can activate as: 32401 Ireight coordinator; 132405 Goods import / export manager; 132407
Director of micro, small enterprise (without managerial hierarchy) in the field of supply, transportation,
storage and distribution of goods; 132408 Logistics and distribution manager; 132409 Chief dispatcher
in supply, transport, storage and distribution of goods; 132412 Procurement Manager; 132413
Procurement and distribution manager; 132414 Distribution manager; 132415 Import / export manager;,
132418 Transport manager; 132419 Logistics Manager; 132420 Supplier Relations Manager; 122104
Director of micro, small business (without managerial; 243105 Advertising and Marketing Manager.

Typical occupations according to ESCO: 1221 Sales and Marketing Managers; 1222 Advertising
and Public Relations Managers; 1324 Managers of Supply and Distribution Units; 2421 Management
and Organization Analysts.

7. Access to further studies for holders of diplomas obtained after completing the respective
study program.

The graduates of the master program that obtained the title - Master in Economic Science have the
following opportunities to continue their studies:



o Doctoral school — level 8 ISCED, at one of the following specialties:
a) 521.01 - Bconomic theory and economic policies;
b) 521.02.Global economy; International Economic Relations;
¢) 521.03. Economics and management in the field of activity;
d) 521.04 Marketing and Logistics.
e Lifelong continuous training programs.

8. General and professional competencies ensured by the study program (list). This program
aims to develop professional skills in the field of Marketing. The study plan is focused on general,
socio-human, fundamental and specialized disciplines, developing general and specific professional
skills.

In the correlation with the National Qualifications Framework, but also during the discussions in
the working session of the Quality Assurance Commission, composed by the labour market
representatives, graduates, academic staff and students, were established the following specific
competencies: General Competences (sectoral/transsectoral) (GC) developed in the program are:

CG1. Use of fundamental economic concepts and theories;

CG2. Developing strategies and decisions to ensure the sustainable development of entities;

CG3. Substantiating and proposing solutions for concrete economic problems, applying research
and analysis methods;

CG4. Organization of the activity according to the legal framework specific to the field of activity.

In correlation with the CNC, through discussions during the meetings of the Quality Assurance
Commission and communication with labor market representatives, graduates, academic staff and
students, the following professional competencies (PC) were established:

CP1. Planning the marketing research process;

CP2. Organization and evaluation of the marketing research process;

CP3. Designing and implementing market-oriented programs and projects;

CP4. Organization of the marketing department/service in organizations and enterprises;

CP5. Strategic planning of the department/service activity;

CP6. Leading sales and marketing stafT;

CP7. Managing the organization's day-to-day marketing and sales operations;

CP8. Organization of the procurement activity;

CP9. Organization of the activity of transport, storage and distribution of goods;

CP10. Organizing advertising, public relations and public information activities;

CP11. Management of the organization's communication campaigns;

CP12. Monitoring the creative context in carrying out marketing activities;

CP13. Carrying out the control of the marketing activity (marketing audit) of the enterprise /
organization;

CP14. Streamlining marketing activities;

CP15. Planning, organizing and carrying out scientific rescarch.

9. List of learning outcomes. In correlation with the CNC, through discussions during the
meetings of the Quality Assurance Commission and communication with labor market representatives,
graduates, academic stafl and students, the following learning outcomes were established:

1. to develop the general marketing research program of the organization, starting from the
objectives set and the problems outlined (case study), estimating the budget related to the marketing
research;

2. apply research methods in marketing and present the results of research through various reports,
applying information technologics;

3. propose/present market-oriented programs and projects, contributing to the sustainable
development of enterprises/organizations;

4. 1o elaborate/propose the most optimal organizational chart of the marketing function/department
in the organization, the activity regulations and the marketing information system;
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5. determine the marketing objectives of the enterprise, the related strategics and the content of the
marketing policies: product, price, placement, promotion, personnel and the necessary budget;

6. to present the process of recruitment and hiring of personnel in the field of marketing and sales
and to establish the criteria for evaluating their performance;

7. Establish the objectives at the operational level and present through simulation the

implementation of marketing and sales strategics in the organization

8. to present the procurement organization process, starting from the approved strategies, policies,
procurement plans, using information technologies;

9. describe the process of organizing distribution, starting from the approved strategies, policies,
storage and distribution plans, using information technologies;

10. plan the organization's advertising, public relations and public information activities both
online and offline, estimating the marketing communication budget, through information technologies;

11. plan the activities at the operational level, starting from the approved communication strategy,
implicitly the daily responsibilities of the employees regarding the development of the communication
contents, along with their production in time and placement in the media;

12. to present new ideas and strategies in the field of marketing and logistics, pursuing the
creative, unique, modern, unmistakable spirit, both at strategic and operational level;

13. Describe the process of controlling the marketing function in the organization by sub-systems
(by case study), using information technologies:
. The basis of the system — the marketing department.
. Marketing information subsystem.
. Marketing planning and financing subsystem.
. Marketing mix realization subsystem
. Commercial logistics subsystem
. Reverse communication and control subsystem

7. Marketing efficiency assessment subsystem

14. develop proposals to streamline the activities (through case studies), starting from the results
of the marketing audit, using information technologies;

15. to carry out scientific research activities within university/institutional projects, developing
scientific papers and articles, participating in national and international conferences, scientific forums.

SN D L —

NOSICHUTEJLHOE HPUMEYAHUE

1. Kparkoe upejacrasienue npoQuisi MarucTepekon MporpaMmbl, a TakKe obsacTH
npodeccHoNaMbNOI MOATOTOBKH M 0GIEro HANPABJICIHMS 00y UCHHSI.

[Ipoduib  Markcrepckoil mporpammbl  «MapKETHHTOBBIE  MCCICA0BAHUAY — COOTBETCTBYCT
OCHOBIIOMN 06JIACTH HAYKH, Ky/IbTYPbl M Texinkn — 04 Colnasiblble nayKi; odueH obJsiacty 0dyuelusl
—— 041 Dxonomuueckue nayku. Ilporpamma pazpaboraiia B COOTBETCTBHH C Homennarypoit obnacrei
obyucuns M CcllelHajlbHOCTeH B BbicHieM — 0OpasoBaliny, yreepiietnoil  [locranossienuem
[pasutesnnberea Ne 412 ot 12 mronst 2024 1., 1 PamMOUlBbIM I1JIalOM BBICIICTO obOpaszoBaHust Ha ypoBHE
Gakanappuara (wukn 1), maracrpatypbl (uit II) M MHTErpupOBAIHOM YPOBHE, yTBECPIACHHLIM
npuxazom MECCM Ne 120 or 10 ¢espans 2020 r.

1P oA0/EKHTEALIOCTD 08y ueHHst — 2 10j1a 04HOr0 00y eHHsI;

Yuebupie xpeanrst — 120 kpeanros ECTS, 1 kpeant ECTS = 30 1acos;

®opma obyuenust — ounast Gpopma 00yueHHUsI

2. llenn  o6pasoBarejibloii  NPOrpaMMbl,  BKJIIOYAsl  HX  COOTBCTCTBHC  MHCCHH
YIHBEPCHTETA, 2 TAKIKC COIVIACOBAIMC HIPOrPAMMBI 00yUCHHS H COACPIKAIIHSI yuceOnoro mjana ¢
MEZKYHAPOAHLIME TEHACHIHSIMI B A0 00acTH.

Lens npozpammsr — TMOArOTOBKA 1POPECCHONANILUBIX HABLIKOB OYJyUIMX CUEUMAIMCTOB JUIA
BLIXOJIA HA PBIHOK TPYJA B HAIMOHANBHOH DKOHOMMKE — CIIOCOOHBIX HCCIIC/I0BATD, AHAIM3HPOBATD,
OlICIUBAT, OCMBIC/IHBATE M YIPABISTL BOMNPOCAMH, CBSI3AHUBIMU C MapKETHHIOBOH JCATCIBLHOCTHIO
npeinpusTUs, a Taoke obeclicuuBarth MOKOC M JIMHAMUYIIOE obpazoBarne, OCHOBAHHOE Ha
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norpebHocTsX obliecTsa M aJanTHPYeMoe K [OCIeAYIONMM  3anpocaM Ha  CHCLHAJIM3ALKIO.
CyliecTBeHHON 0COOEHHOCTHIO MAarkMCTEPCKOM I1POrpaMMbl  SIBJISIETCSL  BO3MONKHOCTL  [OBBIILCHHM
CTAHIAPTOB Pa3pabOTKH y4eOHLIX IUIAHOB W BHCJPENNs HOBBIX MCTOJOB obyuenust — o0yuenue,
OPHEHTHPOBAHHOE 1A CTYJENTa: KOMaHnas pabora, POCKThI, IPOCKTHOE 00yUCHHE WK npobJeMHO-
opuentuposannoe obydenne (I100), cosmecrroe npenojapanue ¢ IHpCrofaBaTeliAMu - 13
YHHBEPCHUTETOB-11APTHEPOB.

3aa9l MATHCTEPCKOIT IPOrpamMMbl 110 Mapremun2o6bim ucciedOGaAHUsLM:

- 06eCIIeUnTh MarkCTPANTOB BLICOKUM YPOBHEM CIEHHAIM3MPOBAIHBIX 3HAHUH U IIOHUMAHUIL, a
TAKKE BBICOKAMM HABBHIKAMH, KOTOpHIE II03BOJISIT MM HHTErPHpOBaTh 3HAHMs B obecreuenue
KOMIUIEKCHOCTH MapKETUHIOBOM JICATEILIOCTH, (POPMYJIUPOBATE apryMEHTLI U JIOHOCHTB BLIBOJLI J10
poecCHOHANBHOM Cpelibl;

- Pa3BUThL CHOCOOHOCTH JCHCTBOBATL CAMOCTOSITEILIO/ B KOMAILIE M TBOPUCCKH MOJIXOMHTL K
pCUIEHHIO  CHNOXKIBIX 1poGiieM B cepe MapKeTuiira  XO3sHCTBYIOUIETO cyObeKTa, MCIOJIL3YSI
cTpaTernueckue, aHaJMTHUECKME M TEXHHUYCCKMC HABBIKM, IpHHIHMAs Ha ceOst OTBETCTBEHHOCTDL 3a
[IPHHAMAEMbIE PEIICHUSI;

- CTHMYJMpPOBATL TEOPETHUCCKUH M IIPAKTHUECKHH WHTECPEC MAruCTPaHTOB K OBOJIOLMH
XO3stiicTBYIOMmEro cyObeKkTa ¢ TOUKH 3PCHHsS CTPYKTYPbl BOCTPEOOBAHHBIX TOBAPOB W/Wid  yCIyr,
[POrpaMM MCCIIeI0BaHUH U pa3paboToK, HEOOXONUMBIX ISl CO3/[aHMs HOBBIX [POJYKTOB, ¢ AKICHTOM
Ha HCIIOJIG30BaHNE HHTEPAKTHBHBIX MCTO/I0B;

- Pa3BUTH CIIOCOOHOCTH pa3pabaThiBATh MAPKETHHIOBBIC MPOCKTDI, UCHOJIB3Ysl MAPKCTHHIOBLIC
ycclieoBalus, LU(POBOM MapKECTHHI M CONMAJILHBIC CETH, JUIl MaKCHMU3AIHH (P PEKTUBHOCTH
JCSITENLHOCTH X03sHCTBYIOIIEro cyOheKTa;

- pa3BUBATh KPUTHUUYECKOE MBIILICHUE [OCPEJCTBOM I10C/IEAOBATE/ILHOO HCIHOJIL30BAHMI 1
WHTEPIpETALIMKE TCOPUIt 1 MojeIeH B 06JacTH MapKeTHHTa;

- ofyyemue M pasBUTHEC  BLICOKOKBAIM(MIMPOBAHHBEIX — HABLIKOB CaMOCTOSITEIIbHOH
NCCIIEIOBATEIBCKOM PABOTHI M 2()(PEKTUBHOIO UCIIONL30BAHMS HH(OPMALIHH.

DTH 1elH COOTBETCTBYIOT MHccnu [ocyapetBenHoro Yuusepenrera MosjloBbl, BLITEKAIOT U3
HCOOXOMMMOCTH [I0JIFOTOBKH KajipoB B obsacti «Mapkemuieo6oix ucciedoGanuiy 1 cOoTHOCATES CO
CHENYIOMMMH  CTPATEIHUCCKUME  JIOKyMeHTaMu  yupesgienns:  Crparernicckuit - miai, Crparerust
CCIIe0BaNH ¥ MHHOBALIMIL, MICTHTY IMOHANBLHBIH cTpaTertiecKuid mial HiurTeplannonainsalim.

3. OnenKa 0KUAANNIT HKOHOMHUECKOT0 M COUHMAJBLIION0 ceKkTopa (usyuenue TpedoBanmi
Hannouansnoit Pamkun  Kpanunduraumii, a Takke Esponeiickoil; anaans  A0JDKHOCTHBIX
HHCTPYKIMIT B Oprauusalusix  — HOTCHUHAJLIBLIX  padoTosaTe/sIX, OUeNnKa  peiika ¢
HCHO0JIB30BANMEM METO/Ia ANKCTHPOBAHMS M JIP.).

[Ipu paspaGoTke yueOHOH NPOrpamMMbl YUHTBIBAJIMCH [ICPEIOBLIC €BPOICHCKUE INPAKTHKH,
KACAIOLMECS. COIePIKAHMS 06PAa30BATENLHOrO [IPEJUIOKEHUS, U OHM OBbLIM BIJIOYCHDI B HPOrpamMmy
ITyTeM BKJIIOUEHHs HEKOTOPBIX TeMaTHUCCKMX MOJJICH julsi obecneuents COBMECTUMOCTH IPOrpaMM U
R3AUMHON aKajeMuueckoil MoGunsHocTH. Kpome Toro, coziepikatue yqeOHOro Iulana COOTBETCTBYCT
MCKIAYHAPOMIBIM TCHACHIMSIM HOBOH TapaJiMIMbl:  LEJIOCTHLIH  MAPKETHHI:  KOHTCHT-MapKCTHHL.
MapKETMHI Ha OCHOBE JaHHbIX, MAPKETHHI B COLUAIIBILIX CETAX, COXPAIICHHE TPAJMIIMOHHON (PyHKIKH
TPaH3aKUMONNOro Mapkernhra ¥ 0ojice MIMPOKOE HCIOJNL30BANKE HITCPAKTHBHOrO MAapKCTHIa ¢
pUMEHEHHEM  MPOCKTHO-OPHEHTHPOBAHHOrO/IPOOIEMHO-OPHEHTHPOBAHHOrO  METOAA (IT00).
TexXHOJIOrHUCCKUE  PACIIMPCIIHS, HCIIONB3YEMbIC B  MapKeTHHIe Uil  yCHJICHHS HWHTCPAKTHBHOTO
H3MEpCHHS MLy TPOJIABLIOM M [IOKYIATENICM, MO3BOJBIOT YCTAHOBHTL YCTORIMBOC B3aHMOJICHCTBHE
[OCPENCTBOM KuGepMapKeTUHIa W MapkeTHHra Ha OCHOBC 0a3 JIaHIIbIX, HCIOJL3Ys PasilMutbIe CCTH,
[OIYJISIPHBIC CPEIM CTY IEHTOB.

JIist TPOBCJACHMS KAUECTBCHIBIX M AKTYANBHBIX MCCHC/OBaHMi OBl OCYUICCTBICH  Psiil
METOJMUECKHX M HAYHUHBIX MEPONPHATHI B PCAIBHBIX YCIOBHSIX €' y4acTHEM IpeJCTaBuTeleH
PEaIbIIOro ¥ COLHAIBIONO CEKTOPOB, Pe3yJbTaThl KOTOPBIX OTPAKAIOT II0TPEOHOCTH M TEHJCHLMM Ha
philiKe Tpy/a B 06nactu «Mapremuizo6o1x uccieo8anuin.

4. Koncyaprupopanue napraépos B npomecce paspadoTku o6pa3oBareibHoil nporpamMmbi
(paboroaaTesn, HPENOJABATE/I, BHILYCKHMKH, CTYJACHTBI H JP.).
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Ha Qaxynsrerckom ypoBHe B coctan Komuccuu 10 00eCHEUEHHIO KavyeCTBa BXOJIHT OJIHH
Npe/ICTABMTENb PBINKA TPyJa 10 KXol creunansnoctu. B xoue pabounx 3acejlanmnii Komueeuu
0BCYIJIAIOTES CONEpIKAIINE yueOHOoro 1iana, BUbl 3a/[@ini JUis MHINBHLY IO paboThl, METO/(b
[IPOBC/ICHHMST  NPAKTHUCCKMX  3allsITWH, a Taioke COOTHCCCHHE  COJCPKATCIBHBIX  CAMIHIL - ¢
MPEroaBACMbIMH JIMCLIMIUTHHAMH W JIPYIHMHM  (IPCAMETaMu. Bblin 1poaHajlu3poBatbl  ONHcalius
BAKAHCHH CJIEAYIOMIUX TOTEHIIHAIBHBIX pabOTO/IATEeIICH: Cricova S.A., SRL Volta, Hotel Ambassador,
Courtyard by Merriott Hotel, SRL Dulcinella, SRL, Wine International Project, SRL Ergo-Enterprises, ¢
LeJIBIO  OlpesesicHus HeOOXOAUMOH  KBaIM(UKAUNK  CHCMalNCTa [0 MapKCTHHLY M BbIABICHH
HEOOXOMMMBIX 3IAHUH, HABBIKOB M KOMIIETEHIMH, KoTOpble OyayT IPHOOpPETEHLI MO 3aBEpUICHHH
Marucrepckoil mporpammbl.  IKaxiblii  ceMecTp IIPOBOJMTCS OHPOC MArHCTPAHTOB  OTHOCHTCILHO
KAuecTBA W AKTYaBHOCTH IIPCHoaBaeMblX MpejMeToB. AHKEThl 00padaThIBAIOTCS MEHEDKEPOM 10
KayecTBy B pamKax JlerapramMenta, 00CY)NIAIOTCs Ha 3ace/laHusixX JiCrapTamMmeHra, (paKyJIbTETCKOM
CoBETE M YUHTBIBAIOTCS TpPM Pa3paboTKe COCPIKAHHS NPOrpaMMbl Ha CICIYIOMMH Toj 00yueHus.
Taroke aHaAIN3UPYIOTCS MIEHHS! IAPTHEPOB 110 [IPAKTHKE OTHOCHTEIIBHO KOMIICTEHLIHH, NpUOOPETEHHDIX
B paMKax MPOrpaMMBbl, H KOTOPBIE YUHTHIBAIOTCS [IPH [POXOIKACHHH CTAKMUPOBKH MarkCTpaHTaMH.

5. AKTYyaJbLHOCTHL YUCcOHOH HPOrpaMMbl JIUIsI PLIIKA TPYJAAQ 3aKIII0YACTCsl B HHTCrpallky TCM,
CBS3aHHBIX ¢ UM(poBM3anMeil, OPEHIMHIOM M aHajnu30M, B KaIOH EIMHHUIE Kypca. Hosusna
IPOrpaMMmbl oOyciioBiieHa rpeodiiazialonium HCITOJIL30BAINEM [IPOCKTHO-
OPHCHTHPOBAHHOI0/1IPOOJIEMIIO-0PHEHTHPOBAIIONO METO/1A (I100) B yuebHom tpotiecce. ITOT METO/L
NPC/IOCTABIISICT MArkeTpanTaM BO3MOXIIOCTh HPOJCMOHCTPHPOBATE CBOW  HABBIKH, CIIOCOOHOCTH K
TBOPUYCCKOMY M OTBETCTBEHIIOMY PCUICHHIO pPeaiiblbIX 1pobiieM MapKETHHIOBOW JESATEILHOCTH B
NapTHEPCKUX — HKOHOMMUCCKHX — cyObexrax — yHwsepentera.  BsauMosjeicTnue  ACSTCILHOCTH
MaruCTPaHTOB C JIESTENLIOCTLIO KOMMNAIMKA 110MOraeT MOCJICUIHM CO3/1aBaTh HCHHOCTH, Guiaronapsi
XOpolleMy [OHUMAHMIO IOTPEOHOCTEH CBOMX KJIMEHTOB M [OJICPXKKE B cepe npoJBHIKEHHS/
paspaboTkn  HOBBIX upoaykros/ yciyr. Tekyuui — 9KOHOMMUCCKMH — KPU3HC M pasBHTHC
HH(OPMALMOHHEIX TEXHOJNOTHIl W3MEHHMJIM  CYHIECTBYIOLWME 1 Oyiyllne MoJein  peajusalini
MapKETHHra B KOMIAHHSX M HPOJEMOHCTPHPOBAJH  TIGPBOCTEHEHHYIO  BAKHOCTE  IIPHMEHCHHS
NMPUHIMIIOB MAPKETUHIa B JICSTEILHOCTH CyObeKTa Julsl MOBBIICHHUS 5((peKTUBHOCTH €ro paboThl B
LEJIOM H HEIPEpbIBHOIl 1OArOTOBKH CICHMAJIMCTOB B 9TOH 00JlacTH B JlyXe nporpecca 3HaHuH W
HEINpephIBHOrO 00pa3oBaHMSL.

6. BosmoskiocTH TPYA0ycTpoiicTBa BuIycKInKoB; B kourexere CORM u ESCO.

BBITyCKHUKM MarucTepckoil Iporpammbl 100 MapKeTHHIOBBIM  HCCIIC/IOBAHUSIM obnazaror
Cre/lylONUMHI  CIIOCOOHOCTSIMM:  JIEMOHCTPUPOBATh  KOIMHMTHBIILIC  HABLIKH (3uanus, NOHHMAHMUE,
[pHMEHCHME, AaHalu3, CHNTE3, OlCHKA) B  CleAylomuX o0JNacTsX: MapKETHHI,  YHPaBICHHC
MApKETHHIOM, MCCIICJOBAHKC W aHalM3  pbIKa, OPEHIMNII M MAPKETHHIOBBIC  KOMMYIHMKAIMH,
MapKETHMHIOBBI  ayAuT W Jp.; JIEMOUCTPHPOBATL HABLIKH  MIMUMHPOBALUS ouszneca B cdepe
MAPKETHUTOBOH  JesTenbiocty;  obecneuuBarb — pasBUTHE  JICATENIBHOCTH B COOTBETCTBUM - €
HALMOMANBION M MEXJIYHapoAHOH  HOpMaTHBHO-IIPaBOBOH  0a30i; NpPHHHMATL  ONTHMAILHLIC,
SKOHOMHUYCCKH  d(exTHBHble M JeHCTBEHHbIC — pelieHHs B YCJIOBHAX — ONPCACJICHHOCTH.
HEOTIPEIENEHHOCTH U pUcKa; 9D (EKTHBHO 06LIATLCS, HCITONB3Ys! ClICHMHUECKYIO Ul Janioi odJracty
TEPMHUHOJIOTHIO Ha PYMBIICKOM $3bIKC U Ha HHOCTPAIHOM A3BIKE; pazpabarbIBaTh ¥ KOOPAHMHUPOBATH
peaM3alMIo MPOEKTOB B 06JacTH MapKETHIIa, ITPOJAX; IPE/IaraTh peuICHus pasiniHbIX npobiuem B
06J1acTH MapKETHHTa, MPOJIaK, MAPKETUHTOBOIO ay/IMTa.

Cornacuo  IKacenm(uraunn  npodeccunit  PecryGnnin  -Mosyjiosa, — BBIIYCKHUKH JTaHHOM
[pOrpaMMbl MOTYT paGoTarh 110 cieyiomum jobknocTsam: 132401 Koopiunatop rpy3onepesosox;
132405 Jlupextop 1O MMIOPTY/3KcroprTy Tosapos; 132407 JlmpekTop MUKpPO- WM Maloro
npeanpustus (6e3 ynpapieHdueckoil uepapxuu) B cdepe cHadKeHus, TPAHCHOPTHPOBKH, XPAHCHUs H
pacnpejenenus ToBapos; 132408 Jlupexrop M0 JIOTMCTHKE H  pacpe/iCiIeHuIo; 132409 I'naBHblid
juenieruep B cdepe ciaGen s, TPANCIOPTHPOBKE, XPAHCHHs ¥ Pacipejie/icnus TOBapos; 132412
PyxoBosuTens  (HadaiblikK) — OTC)A cua®kenus: 132413 Pykopojurens (HayajbHMK) OTAc/A
crabxenust 0 pacupenencius; 132414 Pykosoaurenn (HavaibliuK) OTIAENA Paclpe/lesCHusy; 132415
Mernepkep 1Mo umnopry/skcnopty; 132418 Meuepkep 1o Tpancropry; 132419 Meunemkep 10
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noructuke; 132420 Menemkep 1o csizaM ¢ mocrasikamu; 122104 Menepkep 10 npojiaxKam |
MApKCTHHTY MHKPO- HWIIM Majioro upeinpusitus; 122203 Menejpkep 110 pewiaMe W CBA3M €
0BILECTBEHHOCTBIO MUKPO- MIIM MAJIOro npenpusitus; 122105 Menepkep 1o npojiaxam  MapKeTHiry;
243105 Meuejpkep 110 peKjiaMe U MapKeTuury.

Tunnunsie npodeccun no wiaccudukanun ESCO: 1221 Menemkep 10 npojaxam 4
mapkeruury; 1222 Menemkepsl 110 perjlaMe H CBS3sIM ¢ obiectsennoctoio; 1324 Meunemxepsl 110
LeroyKaM 1mocTaBok; 2421 Anaautuku B 001acTH YIIpaBJICHUs! U OpraHu3aliu.

7. JloeTyn K o6y4qennio st 06/1agaTeseii AHILIOMOB, Oy MCHIILIX 110 3aBeplicii aannoi
00pa30BATCABLHON HIPOIrPAMMBI.

BbillyCKHMKH MarucTepckoi porpammbl, HONYUMBIIME 3BauHe «Maeucmp OKONOMUMCCRUX
HAYKY, UMCIOT CIICLY IOLIME BO3MOIKIIOCTH JUlsl IPOJIOIDKCHHSI 00y UCHHsL:

« Jlokropantypa — yposetb 8 ISCED, 1o onioii 13 crieluajiLHOCTCH:

a) 521.01 — DxoroMuueckas TCOpHsl 1 IKOHOMHUECKAs MOJUTHKA;

6) 521.02. MupoBast 9KOHOMHKa; MEXK/1y HAPOJ[HBIC IKOHOMUUCCKUE OTHOLICHHMS
B) 521.03. DKOHOMHUKA K MCHEJDKMENT B cepe JIesTeIIbLHOCTH;

r) 521.04 MapkeTuHr u JIOruCTHKa.

« [IporpamMmbl HenpephIBHOro 0OpasoBaHusL.

8. O6ue u npodeccuonaIbIbIe KoMIeTenmH, GopmMupyembie yueonoii porpaMMoi.

Jlanias rnporpamMma Hanpasiiciia Ha pa3sBHTHE NPO(eCCHOHANBLHBIX KOMIICTCHIIMH B 00J1acTH
mapkeTunra. YueOHpli mian opuenTuposan na ooline, Couualbio-ryMaiuTapHbIe, (yujamenTalbHbIe
M CHelMaIM3HpOBaHHble JIMCUUIUIMHBL, pa3BuBas obue H  crelnpuIeckye npodeccuonansnbie
KOMITETCHLIUH.

B pamkax  OporpaMmbl  pasBHBAIOTCS  CIC/yIOMHC ofumue  KOMICTEHH
(orpaciessie/mexorpaciesbie) (CG):

CG1. [pumerenue (yiaMenTaibHbX JIKOHOMUUCCKHX KOMICILHH U TCOPHIi;

CG2. PazpaGorika cTpareril 1 petieHni s obecieyetus yCToH4MBOro passuTHsl cyOBEKTOB;

CG3. O6ocuoBanue W 1PEJUIOHKEHHE pPEUICHHH KOHKPETHBIX IKOHOMHUCCKHX npobjiem ¢
pUMeHeHHEeM METO0B HCCIIC/IOBAHMS 1 aHaJIn3a;

CG4. Opramusaius JICSTCILHOCTH B COOTBETCTBHHM C IPaBOBOMH Gasoit, creuupUIHON JuIsl
JIAHHOM cpepbl eI TENILHOCTH.

B corpyauuuectse ¢ HaiuonasibHbiM COBETOM 110 00pa3soBaHMIO, B XOJIC obCcyieHui Ha
sacenanugx Komuceny 110 obecrieueinio kauecTsa M OOIICHHs C 1IPEJICTABUTEIISIMU pBIHKa TPyJa,
BLITYCKHHKAMHU, IPEIOJaBaTe/bCKHM COCTaBOM M - CTyJICHTaMH ObUIM  OIIPE/ICIIEHDbl  CJIEJLyIOlHe
npogeccuonaipibie Komnerenuuu (CP):

CP1. ImanupoBsanue npoiecca MapkeTHHIOBBIX HCCIICI0BAHMHI;

CP2. Oprauusaiust 1 oleHKa 1pelecca MapKeTHHIOBLIX UCCIe/I0BaHMH;

CP3. PazpaboTKa 1 peajn3alyst IPOrpaMmM H IMPOEKTOB 110 PhIIOUHON OpHEHTALINH;

CP4. Opranumsanust MapkeTHHIOBOIo 0T/1e1a/ City)KObI B OpraHU3alusIX i IPSAIpUsTHAX;

CP5. Crparernueckoe MmiamnpoBarie JCTelbHOCTH OT/iela/ iy KObI;

CP6. YnpasieHue epcoalom oT/iea pojiaXk 1 MapkeTuira;

CP7. Yupasjienue IOBCCALEBHOI JICHTCIBHOCTHIO OpralM3aiu B 00J1acTi MapkeTuira u
[1POJIaK;

CP8. Opranusaiiust 3aKy104HON JICSITEIIHHOCTH;

CP9. Opranusaliust TpanclopTUPOBKH, XPAHEHUSI ¥ PACIIPENEIIEHHs TOBApOB;

CP10. Opranusanus pexiamMHbix, PR n MH(OPMAIMONHBIX MCPOIPUSITHH;

CP11. Ypasienue KOMMYHUKALMOHHBIMYI KaMIIAHUAMU Opratu3alnm;

CP12. MOHHTOPHIIT KPEATHBIOTO KOHTEKCTA IIPH MPOBEICHUH MAPKETHHIOBBIX MCPOTIPUSTHH;

CP13. OcyLlecTBICHHE KOHTPOJISI MapKETHHIOBOH JICSATEIILHOCTH (MapKETUHIOBBIH ay/IuT)
IPENNPUsITHS/ OpraHu3al; ’

CP14. Onrumusaiids MapKeTHHIOBOM A€ TCIIbHOCTH;

CP15. [lianupoBaiue, opraimsamys 1 IpoBeieHue HayUiblX HCCICI0BAHUH.
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B corpyaunuecrse ¢ HPK, B xoje obcyxenuii na sacenanmsix Kompucenn 110 00ecreuenmio
KauecTsa ¥ OOLIeHHMs ¢ [PCJICTABUTCISIME  PbIHKA TpyJla, BbIIYCKHUKAMM, [PCIOAABATCILCKUM
COCTABOM M CTYJ(CHTaMH, GBI YCTAIOBJICHBI CIIC/IYIOUUE PE3YIbTaThl 00y CHHUS:

1. PaspaGotarh 0o6LLyIO 1POrpaMMy MapKETHHIOBBIX HCCIICJOBAHUH Opranu3alin, UCXod U3
yCTaHOBJICHHBIX [leJIeH 1 0003HaUeHHBIX 1POOIIeM (TeMaTHIecKoe HcclieloBalue), ¢ OLCHKON OlomKeTa
11a MAPKETHHIOBBIC UCCIIEOBANHS

2. TlpuMmensath MeTOJbI MApKETHHIOBBIX —HMCCICAOBAHME M [PEACTABISTL  Pe3yJIbTaThl
HCCIEIOBAlNH B BUAE PA3MUHBIX MOJFOTOBICHIBIX OTYETOB C MCIOJL30BAHMCM MH(OPMAIMOHHDIX
TEXHOJIOTUH;

3. Ilpemiarats/ NpPEjCTAaBISTL — PHIHOMHO-OPHCHTHPOBAHIILIC  [POIPaMMBbL M HPOCKTLL,
CII0COBCTBYIONIHE YCTOHUMBOMY PAa3BHTHIO IPETPUSTHH/Opra1iin3aiui;

4. Paspaborarh/ NpEUIOKHUTH Haubojiee ONTHUMAIbUYIO OPraHW3alMOHHYIO  CTPYKTYPY
MapKeTHHIOBOH (yHKLMKM/ OT/eNa B Opraiu3aliy, mpaBuiia JIesaTeIbHOCTH 1 CUCTEMY MapKeTHHIOBO
HHpOPMALIIH;

5. Onpeieiuth MapKeTHITOBBIC HEJIM  HPCUIPHSITHS,  COOTBETCTBYIOUIHE  CTpAaTCruyd M
cojiepiKaHue MapKETHHIOBOH IOJIMTHKH: NPOJYKT, Lela, PasMCIICHHE, [IPOJIBIIKCHUE, lEpeotiall 1
HEOOXOIMMBIH OIOKET;

6. IlpeacrasuTh nporece nopbopa u Haiima liepconana B cepe MapkeTuura u npoiax u
YCTAHOBUTH KPHTEPUH OLEHKH WX 2 (eKTHBHOCTH;

7. VeranaBauBaTh LEIH 11a ONepaTUBHOM YPOBHE W 1IPEJICTABIISITL 1IOCPEACTBOM MOACIHPOBAlin
peau3alMio MAPKETHHIOBBIX H COBITOBLIX CTPATEIH B OPralin3alikiy.

8. IlpeicrapisTh IpoLECC Opraiu3alldd  3aKyIOK, HCXOMs K3 cTpareruil, MOJUTUK U
YTBEPIKACHHBIX [JIAHOB 3aKy 10K, C HCTI0JIb30BanHeM HH(OPMaLHOHHbIX TEXHOJIOTHH;

9. OnucpiBaTh [POIECC Opraiu3alun AUCTPUOYIMM, HCXO/s M3 CTpaTerui, MOJIMTHK H
YTBEPIKACHIBIX IUIAHOB  Xpatelust W paclpejie/ienus, ¢  HCIOoJIb30BanHeM nH(OPMALHOIHBIX
TEeXHOJIOMUH;

10. Ilmaumposarh periamuyio, PR- 1 uHpOpMaLHOHIO-IIPOCBETUTEILCKYIO  ACATCILIIOCT,
oprammsalli Kak B OHJaiin, Tak W B oduaiiH-cpese, OUCHHBAS OIO[KET  MapKeTHHIOBLIX
KOMMYHHKALMH ¢ TOMOLILIO HH(DOPMALIMOHIBIX TEXHOJIOTHH;

11. IlnanuposaTh JICSTCABLHOCTL 114  OLECPATHBHOM  YPOBHE, HCXOJSt M3 YTBEPIKACHHOMH
KOMMY HHKAIIMOIION CTPATCIik, a TAKIKE OHPEICISITh EKEUHCBIBIC 00A3aHHOCTH COTPYUHHKOB 110
pa3paBoTiKe KOMMY HMKALMONIOrO KONTEIITa, €10 CBOCBPEMCHIION pean3aliii i pasMeIICHAIo B CMU;

12. Tlpejcrasisith W 00OCHOBLIBATL HOBLIC MJICH M CTPATCIUK B objacTH MapKeTHHra u
JIOPMCTUKH, CTPEMSICh K TBOPUYCCKOMY, YHHKANLIOMY, COBPEMEHIIOMY ¥ HCIIOBTOPUMOMY JIyXYy Kak Ha
CTpaTeruyeckoM, TaK M 1a ONepaTHBIOM YPOBIAX;

13. Onucarh Npolece yIpasieHusi MapKeTHHIOBOH (yHKILMCH B Opralu3aiii Lo MOJACHCTEMAM
(Ha IIpUMEpe KOHKPETHOrO CIlyUast) C MCIoJIb30BalneM HH(OpMaLMOHHbIX TCXHOJIOIMH:

o OcHOBa CHCTEMbI — OT/EII MAPKCTHHTA.

o [lojcucrema MapKeTHHIOBOH HHpOPMALH.

o [lojcucremMa MAPKETUHIOBOIO [UIAHMPOBAIIMS M (PUHAHCHPOBAHHSL.

o [loxcucrema peannsalliy MapKETHHIOBOIO KOMILICKCA.

o [loncucrema KOMMEPUECKOM JIOTHCTHKH.

o [loncucrema oOpaTHON CBA3M U KOHTPOJIS.

e IloxcucreMa oueHkH d(PPEKTUBHOCTH MAPKETHHIOBOM JIesITE/ILHOCTH.

14. PaspaGoTka TNpe/UIOKEHNH 110 OITUMH3AIMK JICATCIBLHOCTH (112 OCHOBE TCMATHUCCKHX
Mecre/oBaHni),  MCXOJs M3 PE3yJIbTATOB  MApKETHHIOBOrO  ayjura, ¢ MCHOJIL30BANKMCM
MN(POPMALIHOHHBIX TEXHOJIOTHH; ,

15. [Ilposesiciue  HayuHO-MCCIEAOBATEALCKAX — paboT B pamKax YHUBCPCUTETCKUX/
WHCTHTYLMOHANILHBIX  1IPOCKTOB, NOArOTOBKA HAYUIbIX crated 1 nyOimkauui, —yqactne B
KOH(EPEHLHSIX, HAIMONAILHBIX U MENC/LY HAPOJUIBIX HayHbIX (opymax.

LISTA COMPETENTELOR SI A REZULTATELOR INVATARII
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Competente generale si profesionale

Rezultate ale invatarii conform nivelului CNC

Absolventul/candidatul la atribuirea calificarii poate:

CG1.Utilizarea conceptelor si teoriilor
economice fundamentale

CP1. Planificarea procesului de cercetare
in marketing

I.elabora programul general de cercetdri in marketing al
organizatici, pornind de la obiectivele stabilite si
problemele trasate (studiu de caz), estimand bugetul
alerent cercetarii de marketing; o

CP2. Organizarea si evaluarca plocesulm

de cercetare in marketing

2. aplica metodele de cercetare in marketing si plC/Lnl'l
rezultatele cercetdrilor prin diverse rapoarte elaborate,
aplicand tehnologii informationale;

CG2. Elaborarea strategiilor si a

deciziilor de asigurare a dezvoltérii

durabile a entitatilor

CG3. Fundamentarea si propunerea de

solutii pentru probleme economice

concrete, aplicAnd metode de cercetare si

analiza

CP3. Conceperea si realizarea

programelor si a proiecte de orientare
_spre piatd

3. propune / prezenta programe si proiecte de orientare
spre piatd, contribuind la dezvoltarea sustenabila a
intreprinderilor/ organizatiilor;

CG4.0Organizarea activitatii conform
cadrului juridic specific domeniului de
activitate

CP.4 Organizarea departamentului /
serviciului de marketing din organizatii
si intreprinderi

4. eclabora/propune cca mai oplimd organigramd a
functici/ departamentului de marketing din organizatie,
regulamentul de activitate si sistemul informational de
marketing;

CG2. Elaborarea strategiilor si a
deciziilor de asigurare a dezvoltarii
durabile a entitatilor

CPS5. Planificarea strategica a activitatii
departamentului / serviciului

5. determina obiectivele de marketing ale mucpunduu
strategiile aferente si continutul politicilor de marketing:
produs, pret, plasament, promovare, personal si bugetul
necesar;

CP6. Conducerea personalul de vanzari
si marketing

6. prezenta procesul de recrutare si angajare a
personalului din sfera marketingului si a vénzarilor si
stabili criteriile de evaluare a performantei acestora;

CP7. Gestionarea operatiunilor zilnice
ale organizatiei privind marketingul si
vanzarile

7. stabili obiectivele la nivel operational si prezenta prin
simulare implementarca strategiilor de marketing si
vanzdri in organizatie

CP8. Organizarea activitatii de achizitii

_aprobate, utilizind tehnologii informationale;

8. prezenta procesul de organizare a achizitiilor, pommd
de la strategiile, politicile, planurilor de achizitii

CP9. Organizarea activitdtilor de
transport, depozitare si distributie a
bunurilor

9. descrie procesul de organizare a distributiei, pornind
de la strategiile, politicile, planurile de stocare si
distributie aprobate, utilizand tehnologii informationale;

CP10. Organizarea activitatilor de
publicitate, relatii publice si de
informare publicd

10. planifica activititile de publicitate, relatiile publice si
de informare publici ale organizatiei atit in mediul
online, cit si offline, estimand bugetul de comunicare in
marketing, prin tehnologii informationale;

CP11. Gestionarea campaniilor de
comunicare ale organizatiel

I1. planifica activititile la nivel operational, pornind de
la strategia de comunicare aprobatd, implicit
responsabilititile  zilnice ale angajatilor  privind

_claborarea continuturilor de comunicare, de rdnd cu
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realizarea In timp a acestora si plasarea in mass-media;

CP12. Monitorizarea contextului creativ
in realizarea activittilor de marketing

12. prezenta argumentat idei si strategii noi in domeniul
marketing si logisticd, urmarind spiritul creativ, unic,
modern, inconfundabil, atdt la nivel strategic, cat si
operational;

CP13. Realizarea controlului activitétii
de marketing (audit de marketing) al
intreprinderii / organizatiei

13. descrie procesul de control al functiei de marketing 1 in
organizatie pe sub-sisteme (prin studiu de caz), utilizand
tehnologii informationale:

1.Baza sistemului — departamentul de marketing.
2.Subsistemul de informatii de marketing.

3.Subsistemul de planificare si finantare a marketingului.
4.Subsistemul de realizare a mixului de marketing
5.Subsistemul de logisticd comerciala

6.Subsistemul de comunicare inversa si control
7.Subsistemul de apreciere a eficientei activitafii de
marketing;

CP14. Eficientizarea activitatilor de
marketing

14. elabora propuneri de eficientizare a activitatilor (prin
studiu de caz), pornind de la rezultatele auditului de
marketing, utilizdnd tehnologii informationale;

CP15. Planificarea, organizarea si
realizarea cercetarilor stiintifice

15. realiza activititi de cercetare stiintifica in cadrul unor
proiecte universitare / institutionale, elabordnd lucréri si
articole stiintifice, participand la conferinte, forumuri

stiintifice nationale si internationale;

LIST OF COMPETENCIES AND LEARNING OUTCOMES

seneral and Professional Competencies

~ Learning Outcomes According to the NQF Level
The gr a(luula/culull(lufe Sor the award 1)/ the quullflultl()n
will be able to:

CGl. Use of fundamental cconomic | 1. Develop the organization's general marketing research
concepls and theories | program, based on established objectives and identified
CPI. Planning the marketing research | problems (case study), including an estimated marketing
process research budget;

CP2. Organizing and evaluating the | 2. Apply marketing research methods and present the findings

marketing research process

through various reports, using information technologies;

CG2. Development of strategies and decisions
to ensure the sustainable development of
entities

CG3. Justifying and proposing solutions to
specific economic problems by applying
rescarch and analysis methods

CP3. Designing and implementing market-
oriented programs and projects

3. Propose and present market-oriented programs and p10|ccts
contributing  'to  the  sustainable  development  of
enterprises/organizations;

CG4. Organizing activities in accordance
with the legal framework specific to the field

of activity
CP4. Organizing the marketing

department/service within organizations and
enterprises

4. Develop/propose the optimal 0153a|1|za1|onal structure of the
marketing  function/department, including the internal
regulations and the marketing information system;

CG2.  Development of strategies and
decisions to ensure the sustainable
development of entities
CPs. Strategic ~ planning  of  the

department/service activities

5. Define the enterprise’s marketing objectives, the
corresponding strategies, and the components of marketing
policies: product, price, placement, promotion, people, and the
necessary budget;
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CP6. Leading the sales and

personnel

marketing

6. Present the recruitment and hiring process for marketing
and sales personnel, and define their performance evaluation
criteria,

CP7. Managing the daily operations of the
organization in terms of marketing and sales

7. Set operational-level objectives and  simulate the
implementation of marketing and sales strategies within the
organization,

CP8. Organizing procurement activities

8. Present the procurement organization process, based on
approved strategies, policies, and procurement plans, using
information technologies;

CP9. Organizing transport, storage, and | 9. Describe the distribution organization process, based on

goods distribution activities approved strategies, policies, and storage and distribution
plans, using information technologies;

CP10. Organizing advertising, public | 10. Plan advertising, public relations, and public information

relations, and public information activities

activities of the organization both online and offline,
estimating the communication budget using information
technologies;

CP11. Managing the  organization’s

communication campaigns

I'1. Plan operational-level activities, based on the approved

communication  strategy, including employees' daily
responsibilities for content creation and timely media
placement;

CP12. Monitoring the creative context in the
implementation of marketing activities

12. Present well-reasoned new ideas and strategies in the
ficlds of marketing and logistics, emphasizing a creative,
unique, modern, and distinctive spirit at both strategic and
operational levels;

CP13. Conducting marketing  control
(marketing audit) of the

enterprise/organization

13. Describe the marketing function control process within the
organization by subsystems (case study), using information
technologies:
I. The system base — the marketing department;
2. Marketing information subsystem;
3. Marketing planning and financing subsystem;
4. Marketing mix implementation subsystem;
5. Commercial logistics subsystem;
6. Feedback and control subsystem;
7. Marketing performance assessment subsystem;

CP14. Increasing the efficiency of marketing
activities

CP15. Planning, organizing, and conducting
scientific research

14. Develop proposals for improving marketing activities
(case study), based on marketing audit results, using
information technologics; .
5. Conduct scientific  research  activities  within

university/institutional projects, producing scientific papers
and articles, and participating in national and international

scientific conferences and forums;

NEPEYEHBL KOMIIETEHIMA U PE3YJILTATOB OBYUYEHUSI

Pe3ydnTaThl 00yUcennst B COOTBETCTBHH € ypomlem CNC

O6urue u npodgeccHonanbubie
KOMIeTenuHn

Hocne nonyuenus Keuuurayuu 6o yCeKnur/ Kanoudam
Modcent: B

CGl. INpumenenue GpyHaaMmeHTalbHbIX
HKOHOMHUECKHX KOHLETLNH U TEOpHi;
CP1. lNnanuposanue npotecca
MAPKETHHIOBbIX HCCJIEA0BaHHH

I.  PaspaGorarh  oO0lLyl0 — NporpaMmy — MapKETHHIOBbLIX
WccneI0Balnil Opranu3aliK, HCXo/s W3 YCTAHOBJIEHHbIX Lesied
u o6o3naueHHbIX Npobiem (TeMaTHUECKOE HCCeloBatine), C
olelikoi 610/pKeTa Ha MAPKETHHIOBbIC MCCIICA0BAIIMSL;

CP2. Opranu3zaius 1 ouenka 1potecca

MAPKETHHIOBLIX neeneaoBanini.

2. l]l)l/ll\'lbll}llb MCTO/LI  MAPKETHHI'OBbLIX HLL']L[IOBE‘IHHH 141
[peacTaBJisiThL peE3yJIbTATbI ncciieaoBalm W e Buiae [BREMIZIRIFINS
OTUCTOB, |)}13|)‘d60'l‘%ll 1HbIX C UCITQJIL30BAHKHCM

l4|l(l}91§j}/!'¢llll10lIllle FC\H_OJ_IOLHAI‘;I, T




CG2. Pazpaborka cTpareruii u peuienui
Jutst obecrieueHus yCTOWUUBOrO Pa3sBUTHs
cyObeKToB

CG3. O6ocHoBaHMKE M NPEUTOKEHHC
peLeHni KOHKPETHBIX DKOHOMHUYECKUX
npoGnem ¢ NPUMEHEHHEM METCLOB
vccienoBaHus W aHajinza

CP3. PazpaboTka 1 peajinsalist pbiHOUI0-

OPHCHTHPOBAHTHBIX nporpaMm u rpocKToB

o)

3. llpemnaraetr/ npeicTaBlsCT PbIHOYHO-OPUEHTHPOBAHHBIC
MporpaMMbl M [POEKTbI, CHOCOOCTBYIOLIME yCTOHHUBOMY
Pa3BUTHIO TPCANPUITHI/Oprain3aunii;

CG4. Opranuszauus ACsITC/ILHOCTH B
COOTBETCTBHM C MPaBoBoH Oasoi,
cneun(ruoii st AaHHOR cepbl
JCSTEeNLHOCTH.

CP.4 Opranmsauus otaesna Mapkeruira/
cay)kObl B OpraHu3aumsix v npenpusTHax.

4. Paspaborarh/ npeioOKMTL  Haubosiee  ONTHMANbIYIO
Opraln3alMotiyl0 CXeMy MapKeTHHIOBOH (yHKiwu/ otiena B
OpraHM3almMi, [paBuna  OCYLIECTBIICHHS  ACATEILHOCTH W
CUCTEMY MapKCTHHIOBOH HiipopMaLuy;

CG2. PazpaboTka cTpaTeryit v npuHsTie
peienuit st obecneyeHus ycroiumMBoro
pasBUTHS OpraHu3aLmMi.

CP5. CrpaTeruueckoe rjianuposarime
NEATENLHOCTH OT/1es1a/CIyKObI.

5. OnpeueJlm‘b MapKETHHIOBbLIC LCJTH KOMITaHWH,
COOTBETCTBYIOLUE CTpATCIHH W coJiepxkaHne Mal)l(CTHI'IFOBOP‘l
MNOJIMTHKK:  TMPOAYKT, LCHAa, pazMeLlICHHeE, [POABHIKCHHE,
nepcoHain u llCO6XO}lHMbIFI 6]0[1)KCT;

CP6. Yrpasienue nepcotajom oT/iesna
[POJIAK U MAPKETHHIA,

6. [peacrasuts npolece noaGopa W HaiMa nepconana B cepe
MapKeTHHIa W MPOAK W YCTAHOBMTL KPUTEPUH OLCHKH HX
paboTbl;

CP7. Ynpasnenue NoBCeAHEBHOM
ACSTENLHOCTLIO Opraiin3aiiin B 06J1acTm
 MapKETHHTa W NPOJIAXK, o

7. YcraHoBUThL LiG/IM Ha ONepaTHBHOM YPOBHE W NPEACTABUTL
IIOCPECTBOM MOJICIIMPOBAIIKS PealM3alliIiOo MAPKETHHIOBLIX W
cOLITOBLIX CTPATCIHH B Opratmn3aliym, o

CP8. Opratin3atims 3aKynoHiion
JICSITENbHOCTH

8. Onucarsb npotecc opranmsaunn  3aKynok, HavuHas ¢C
YTBEPIKACHHBIX CT])Z’I'FCFHﬁ, NOJIMTUK W T[U1aloB 3aKyIoK, ¢
HCIOJIL30BAHHWEM l/lll(l)O[)l\/laLlHOl'lllhIX TCXI’IOJ‘IOI‘Hl‘:l;

CP9. Opranun3zaliust TpaHcrnopTHo-
CIJIAJCKOM ¥ paclipeaeuTesILHOM
JIESITENBLHOCTH TOBAPOB.

9. OnucbiBaeT Mpoliece OpraHu3alnm JUCTpUOYLUMH, HauuHas
CO cTpaTeruii, MOJIMTUKH, YTBEPIHKACHHBIX TUIAHOB XPaHCHHs H
pacnpejiefietinsn, ¢ MCI0Jb30BaHHEM MH(OPMALIHOHHbLIX
TEXHOJIOTHH;

CP10. Opraumszauus pexiamioi, PR- u
UpOPMaLMOHHO-NIPOCBETHTENILCKOM
JCSTENibHOCTH.

10.  nnanupyer  pexiamiyio, PR u unopmaunonio-
NPOCBETUTENLCKYIO ACSTE/ILHOCTL OPraHM3aLlii KaK B Olakt,
tak W B o(alin-cpeae, oueHusas OI0/KET MapKETHHIOBLIX
KOMMYHMKALMH ~ C  MCNONL30BAHMEM  HIH(hOPMALMONHBIX
TEXHOJIOTUH;

CPI11. Ynpasnenue KOMMYHHKALMOHHbIMH
KaMIaHHsIMK Opraln3almy.

| 1. Tlnanupyer JesiTesibHOCTL Ha ONepaTHBHOM YPOBHE, Ha Gase
YTBEPIK/ICHHON KOMMYHHKALMOHHOH cTpaTeruy, "
NO/pasyMeBacT paciipeaesnetie eKeAHeBHbIX 00s3aHHOCTeH
COTPY/UIMKOB 110 pa3paboTKe KOMMYHHUK. KOUTENTa, a TaKoKe
Cro CBOCBPCMENIIOMY CO3/AHHIO M PA3MCLICITHIO B CMH;

CP12. MonuTopHHT TBOPHECKOr0
KOHTEKCTA 1PH NPOBEACHHH
MapKETHHIOBLIX MEPONPHSITHH.

12. Tlpencrapisith HOBbIC HiEH W
MapKeTHira M JIOPMCTHKH, [IPU/ICPKUBASCH  TBOPUECKOrO,
YHHKAJILHOr0, COBPEMEHHOrO W HEMOBTOPUMOrO JlyXa Kak Ha
CTPaTCrHiCCKOM, TaK M Ha ONepaTHBHOM yPOBHSIX;

crparerut B obJlacTu

CP13. OcyuiecTBiieHHE KOHTPOJIsl 32
MapKETUHIOBOM AESITEALHOCTHIO
(MapKETHUHIOBbIHA ayHT)
NPEANPHSITHA/OPraln3aimu.

13.  OnwucbiBacT NpOLECC  YNPaBieHUsl  MapKETHHIOBOH
(ylKkumMei B opranusauMu ¢ TOMOLILIO  noacucTem  (11a
npUMepe  KOHKPETHOrO — cilydast) ¢ MCIHOJIb30BaHHCM

MH(OPMALIMOHHBIX TCXHOJIOTHHA:

|. Cucremnasl 6aza — OTACN MapKETHHTA.

2. lMoscHerema MapkeTHHIOBOH HH(OpMaLIKK.
3. [logcucreMa  MapKETHHMIOBOrO  rUIAHWPOBaHUs "
(prHamcupoBanusl.

4. lojpcucrema peanunsatiiy MapKETHHI'OROIO KOMIJIeKCa.
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5. [loacucrema KOMMEPUCCKOW TOIMHCTHKH.

6. lloacucrema oOpaTHOM CBI3K U yIIpaBJIEHHSI.

7. Tlopcucrema oueHky  3(P(PEKTUBHOCTH  MaPKETHHIOBOH
JICSITCIIbHOCTH;

CP14. OnTumu3atims MapKeTHHIOBOM
JeSTeSIbHOCTH

14. Pa3])ﬂ601'ﬂ'l"b NPeAJIoKEHUst NO ONTUMU3aALNK ACITC/ILHOCTH
(Ha OCHOBEC TCMATHUCCKHUX PlCCJ]C}lOBﬂl—IHﬁ) C HUCIIOJIL30BAHHEM
MH(I)Opl\’laumOllelX TEXHOJIOIMIH Ha OCHOBE peE3ynibTaToB
MApPKCTHUHIOBOI'O ayaAnTa;

CP15. I'nanuposanme, opranvsatius 1
MPOBE/ICHHC HAYUHBLIX HCCIIEJIOBAHKH.

15. OcylecTsasTs Hay4HO-UCCIEA0BATENbCKYIO AESITEIbHOCTD
B paMKaX YHWBEPCUTETCKMX/ WHCTUTYLUHMOHAIbLHLIX MPOEKTOB,
pa3pabarbiBaTh HayUHbIC CTATLW U MYONHKALMH, YHACTBOBATL B
KOH(pEpPEHILHsX, HALMOHAJILHBIX W MEICLYHAPOMHLIX HAYUHbIX
(opymax.
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