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Management and Marketing in International Business

Department of International Economic Relations and Project Management,
Faculty of International Relations

4th year, 7™ and 8™ semesters, 2024/2025 academic year
Iryna Kytsyuk
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Associate Professor, PhD in Economic Sciences.

Fields of interest: international economic relations, international business,
international management, corporate governance, sustainable development,
corporate social responsibility, non-financial reporting.

Fluent in English and Polish.

Lectures, seminars

7
Credit (7™ semester), Exam (8" semester)
The academic course final control is carried out in the form of credit (7"
semester) and exam (8" semester). The maximum number of points awarded
to student during the credit/ exam is 60.
The maximum number of points awarded to student during the entire
study of the academic discipline is 100, including:

- 40 points for participation in discussions (lectures and seminars,
Independent Research Task);

- 60 points for the final module control.
Necessary minimum for successful completion of the course — 60 points, that
is formed as the sum of points for the current assessment (40 points) and the
final control assessment (credit/ exam) or assessment for module control (60
points).
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Attending seminars is a mandatory component of the assessment, for which
points are awarded. Missed seminars can be worked out as individual
assignments if there is a serious excuse for the missed class. Students who
miss seminars without a good reason get lower points.

Students must adhere to the principles of academic integrity.

All forms of cheating — on the credit/exam, homework, assignments, module
control, independent research tasks — are unacceptable.

Also, one of the greatest violations of the standards of academic life is
plagiarism.

The general purpose of the course "Management and Marketing in
International Business™ is to study the key terms, concepts, goals, methods,
tools, classificational and essential features of the processes that constitute the
basic principles of management and marketing activities in international
business; as well as studying the development of international management
and marketing in the context of the challenges of the new economy.

The program of the course has a problem-theoretical nature and is amed to
give the student basic information about the main aspects and trends in the
practice of management and marketing activities of enterprises, taking into
account the specifics of the international market environment.

COURSE DESCRIPTION

THE COURSE IS DIVIDED TO 20 TOPICS TO BE STUDIED DURING TWO SEMESTERS

No.
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TOPICS

The essence and objectives of international management. Stages of strategic management and features of
enterprise strategy formation.

Analysis of the internal and external environment of the enterprise to make effective management

decisions.

Development and selection of strategic alternatives. The model of a balanced scorecard (BSC) as an
effective technology of strategic management.

International management in the focus of the challenges of the new economy.
Sustainable Development as a Challenges for Management.

Prospects for management in the digital age.

Problems and prospects of management during the COVID-19 pandemic.
Content and tasks of marketing in international business.

Marketing environment in international business.



10.
11.
12.
13.
14.
15.
16.

17.

18.
19.
20.

Segmentation and selection of foreign target market.

Models of the company's entry into foreign markets.

Commodity policy in foreign markets.

Sales policy in the marketing system in international business.

International marketing communications.

Pricing policy in the marketing system in international business.

Management of international marketing activities of the enterprise.

Features of the implementation of the principles of international marketing in international business in

Ukraine.

Fundamental trends that form marketing.
The latest approaches to marketing in the digital economy.
Tactics of marketing in the digital economy.
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STUDY EFFECTS

Effects

Appropriate
criterion code

Competences

Special (professional, subject) competencies

Ability to identify features of the functioning of the environment of international
economic relations and models of economic development.

Ability to conduct research on economic phenomena and processes in the
international sphere, taking into account causal and spatio-temporal relationships.
Ability to constantly improve the theoretical level of knowledge, generate and

effectively use them in practice.

Ability to analyze the structure and features of the international marketing policy of

the enterprise, to understand and implement various forms of international

marketing, methods of entering foreign markets for goods and services; understand
Lo . : 21

and use the institutional and information tools and management methods of a

modern international company, including financial, HR, operational, logistics and

other types of management.

Ability to identify forms of manifestation of objective economic laws in certain
industries and in the enterprises of different forms of ownership, to use traditional
and modern methods of business organization and resource management, to
optimize economic processes in the enterprise, to analyze and summarize the results
of operating, accounting, customs brokerage and investment activities of the firm, to

develop measures to improve the efficiency of its work.
General competencies

Ability to learn and be modernly trained.

Ability to plan and manage time.

Ability to abstract thinking, analysis and synthesis.

Ability to communicate with representatives of other professional groups of
different levels (with experts from other fields of knowledge / economic activities).

Ability to work in a team.

Knowledge and understanding of the subject area and understanding of professional

activity.

METHODS AND NORMS OF WORK

@K 3, 11, 16, 19,

3K 3,4,8,10,11, 12

ECTS credits (1 ECTS = 30 hours of student’s work) 7

Total hours 210
Lectures 62 (26/36)
Seminars 48 (20/28)
Consultations 14
Independent work 86

. Number of

Components of student’s independent work hoUrs
reading literature for classes 15
constant review of the press and other media 5
realization of design works
conducting research 21
selection of research tools
data collection 10




data analysis and interpretation

10

preparation for IT classes

fulfillment of errands and homework

group work outside the classroom

inter-semester tests

final test

inter-semester written tasks

final written task

10

preparation of a report / presentation

10

preparation of a written report

final exam

Total hours

86




