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General information

Summary

The course is aimed at students acquiring knowledge and skills in multi-level strategic marketing
planning in business organizations, developing portfolio, competitive and marketing strategies, tactical
and operational marketing planning, monitoring and analyzing the effectiveness of the company's sales
activities. In the process of studying the discipline, students learn to evaluate the attractiveness of
strategic business directions, research the competitive behavior of firms in product markets, apply
quantitative methods and MS Excel tools to analyze and forecast demand, optimize the parameters of
marketing activities.

Course objectives and goals

The purpose of the course is to provide theoretical knowledge and the formation of competencies in the
management of marketing activities in business organizations. The main goals of studying the discipline
are: 1) knowledge and ability to perform such typical functions of marketing management as market
analysis and demand forecasting, planning at the strategic, tactical and operational levels, management of
the implementation of developed plans, control and analysis of the effectiveness of marketing activities;
2) knowledge and ability to use the tools of marketing management to assess the attractiveness of
strategic areas of business and market segments, differentiation of the product offer and its positioning,
provision of competitive advantages, selection of product, price, distribution and communication policies,
control of marketing activities, etc.


https://www.kpi.kharkov.ua/ukr/
https://web.kpi.kharkov.ua/marketing/viktor-zaruba/

Format of classes

Lectures, practical classes, consultations, self-study. Final control in the form of anexam.

Competencies

GCO1. Ability to abstract thinking, analysis and synthesis.

GCO2. Ability to search, process and analyze information from various sources.

SC03. Ability to apply modern marketing methods and tools, digital technologies, resources and
economic-mathematical methods and models in scientific and pedagogical activities.

SCO07. The ability to identify and formalize patterns of development of subjects of market relations on the
basis of fundamental and applied research, development of recommendations for increasing the
efficiency of marketing systems.

Learning outcomes

LO03. Formulate and test hypotheses; use appropriate evidence to substantiate conclusions, in particular,
the results of theoretical analysis, experimental studies and mathematical and/or computer modeling,
available literature data.

LOO06. Plan and carry out empirical and/or theoretical research on marketing and related
interdisciplinary areas using modern tools and observing the norms of professional and academic ethics,
critically analyze the results of own research and the results of other researchers in the context of the
entire complex of modern knowledge regarding the researched problem.

LO08. Apply modern tools and technologies for searching, processing and analyzing information, in
particular, methods of analyzing data of a large volume and/or complex structure, specialized databases
and information systems.

Student workload

The total volume of the course is 150 hours (5ECTS credits): lectures - 32 hours, practicalclasses - 32
hours, self-study- 86 hours.
Course prerequisites

Knowledge of the basic courses of Higher Mathematics and Economic Informatics at the bachelor's level

Features of the course, teaching and learning methods, and technologies

When teaching the discipline, such modern educational technologies as problem-based lectures during
lecture classes, mini-lectures and work in small groups during practical classes are used. Problem
lectures have a problem-setting nature, are held in close contact with the audience, and allow students to
control their understanding of the educational material. During the problem lecture, the problems that
must be solved by the students are clearly formulated. The lecture material is presented in such a way
that, instead of direct answers to the questions, such information is highlighted that the student could use
in solving the problem. Mini-lectures provide for the presentation of educational material in a short
period of time, are characterized by a significant capacity and are conducted as part of a practical lesson
in the form of lectures-instructions. The instructional lecture precedes the performance of practical
classes using computers, is conducted with the aim of directly preparing students for their performance,
reveals the content and sequence of their implementation, theoretical and applied aspects of its results.
When working in small groups, students are invited to form groups of 5-6 people and present their vision
and perception of the material at the end of the class. Work in small groups should create opportunities
for the participation of each student in the work on the subject of the lesson, ensure the formation of
personal qualities and experience of working in professional teams.

Program of the course

Topics of the lectures

Topic 1. Understanding marketing management

1. Concepts and functions of marketing management. The concept of holistic marketing. Integrated
marketing, socially responsible marketing (ethics, ecology, law, society), internal marketing, relationship
marketing.
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2. The marketing process of creating and providing consumer values. Phases of the process of creating
and providing values. Value chain and value system concepts.

3. Enterprise strategies and the process of strategic marketing management. Corporate (generally
organizational), business and functional levels of strategic marketing planning.

Topic 2. Development and analysis of the company's portfolio strategy

1. Marketing growth strategies. Growth matrices of . Ansoff. Possibilities of intensive, integration and
diversification growth according to F. Kotler.

2. The task of developing the company's portfolio strategy. Ensuring synergistic effects between different
spheres of activity and strategic flexibility of the portfolio of strategic spheres of business.

3. Competitive forces according to M. Porter. Possible threats from manufacturers of analogue goods,
manufacturers of substitute goods, new enterprises on the market, suppliers, consumers.

4. Evaluation of the attractiveness of the strategic business area (SBA). Potential economic efficiency of
activities on the market. Correspondence of SBA to resources available to the enterprise Threats from
competitive forces.

5. Matrix methods of corporate business portfolio analysis. BCG (Boston Consulting Group) and GE
(General Electric) methods.

Topic 3 Marketing planning at the business and functional levels

1. Planning the activities of a non-diversified enterprise (business unit). Strategies of competitive
advantages according to M. Porter. Cost leadership, wide differentiation, optimal costs, focused low-cost
strategy, focused differentiation strategy (market niche strategy).

2. Development of a competitive strategy at the business level of planning. Solutions and research in the
development of a competitive strategy. Strategies of undifferentiated, differentiated and concentrated
marketing.

3. The general structure of the marketing plan at the functional level. Marketing strategy, action
programs, budgets, control.

Topic 4. Tactical marketing management. Control, operational management and analysis of marketing
activities

1. Tactical management of marketing as the formation of influence on the market. Direct, indirect and
feedback links of the firm with the market.

2. The structure of the company's product offering. Distribution channels. Group and individual offers.
Trading service.

3. The essence and directions of marketing control. Analysis of marketing activities.

4. Control system and principles. The principles of strategic focus, results orientation, appropriateness,
timeliness, flexibility, simplicity and economy.

5. Marketing control over the implementation of annual plans. Analysis of sales potential, analysis of
market share attributable to the enterprise, observation of customer relations and analysis of the ratio of
marketing and sales expenses.

Topics of the workshops

Topic 1. Analysis and forecasting of demand

1 Concept of forecasting and demand forecasting methods. Time series analysis methods.

2. The method of direct modeling of the trend. Trend modeling with preliminary series smoothing.

3. Regression models and their application in demand forecasting. Theoretical and sample regression
models. Linear models of paired and multivariate regression. The method of least squares in building a
linear model of multivariate regression.

4. Quantitative calculations of demand time series trend models. Discussion of the content of the
calculation task.

5. Calculations of parameters of linear one-factor two-parameter regression models of demand time
series using MS Excel.

6. Typical functions for trend modeling (regression functions).

7. Finding the values of the parameters of the nonlinear one-factor regression model of the time series of
demand in the MS Excel environment.

8. Use of MS Excel tools for forecasting time series of demand taking into account the seasonality factor
Topic 2. Decision optimization models at the functional level

1. Modeling programs for implementing a set of marketing activities.

2. Finding the critical path and time reserves for non-critical work.
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3. Model for choosing advertising distribution channels.

4. Quantitative calculations of the optimal allocation of the advertising budget.

Topic 3. Behavioral strategies of firms in oligopolistic commodity markets

1. Strategic static games in the study of the oligopolistic market. Multi-person actions situations affecting
the action environment.

2. Principles of management optimality in games with non-opposite interests.

3. Models of achieving equilibrium in the oligopolistic market

4. Quantitative calculations of sales volumes and prices for goods of firms in the process of achieving
market equilibrium.

Topics of the laboratory classes

Theplandoesnotprovideforconductinglaboratoryclasses.

Self-study

The independent work of the applicants consists in studying the lecture material (30 hours), preparing
for practical classes and studying their material (30 hours), completing an individual task (16 hours),
preparing for tests and assessment (10 hours). The individual task from the educational discipline
"Marketing Management" is: the calculation task "Search for linear trends of time series of sales volumes",
which must be completed from the 8th to the 15th week of study. The necessary calculations are
recommended to be carried out using MS Excel. The assessment for the calculation task takes into
account the correctness of the results and compliance with the recommendations of the methodological
instructions.

Course materials and recommended reading

Basic materials

1. MapkeTuHroBuii MeHepkMeHT: [ligpyunuk / @. Kotaep, KJL. Kennep, A.®. [laBsieHko Ta iH. - K:
BupaBHuuTBO «XimaxkecT», 2008. - 720 c.

2. MapketuHrosui MmeHexkMeHT / B. B. Poccoxa, O. B. T'ymenHa, K. B. [liuuk, H. B. Pomanyenko. - Kuis:
HHII IAE, 2014. - 224 c.

3. MapkeTHHI0Ba [iSlJIbHICTb NiATPUEMCTB: cydacHuM 3MicT. / Ilig pea. H. Kapnenko. - K.: LleHTp
HaByaJbHOI JiTepaTypu. - 2019. - 252 c.

4. T'opb6avenko C., Kapnos B. AHas1i3 Ta MporHo3yBaHHAPUHKOBOIKOH IOHKTYpU.-KoHop. - 2019.-320 c.
5. EkoHOMeTpuKa B eJIeKTPOHHUX TabIMLsX: HaBY. noci6. / Bacuabera H. K., MuponeHko O. A,
Camapens H. M., YopHa H. O.; 3a 3ar. pea. H. K. Bacunbesoi. - [lninpo: bina K. 0., 2017. - 149 c. ISBN 978-
617-645-249-2

6. 3apy6a B. {. KinbkicHi MeToiu B yripaBiHHI MapkeTHHTOM [EneKTpoHHUH pecypc|: HaBY.-MEeTOJ,
noci6Huk / B. . 3apy6a, L. A. [TapdeHTenko ; Hau. TexH. yH-T "XapkiB. moJiTexH. iH-T". — EJIEKTPOH. TEKCT.
JaHi. - XapkiB, 2020. - 106 c. - URI: http://repository.kpi.kharkov.ua/handle/KhPI-Press/48093.

7. BikTop 3apy6a, IpuHa [lapdeHTeHko. MaTeMaTHYHE MO/IE/IIOBAaHHSA B YIPABJIiHHI MAPKETHHIOM.
HaBuasbHUM noci6HUK. — GlobeEdit, 2022. - 77c¢. ISBN: 978-620-0-63101.
https://drive.google.com/file/d/1RKkBDrHbHLT2shXEMxrZy9FVnbSPowZKo /view?usp=sharing

Additionalmaterials

8. Teopis irop: ocHOBHY Ta 3aCTOCYBaHHSA B €EKOHOMIIli Ta MeHeKMeHTi. HaB4a/ibHUH MOCIOHUK. —
Binnungs: BHTY, 2009. - 164 c.

9. TEOPIA ITOP: KYPC JIEKLIIM HaByanbHuit noci6HUK. JI. B. BapaHoBchbKa. EeKTpoHHE MepeskHe
HaByasibHe BUuAaHHA. KuiB: KIII im. Irops Cikopcbkoro. 2022.

10. Kanaiitau T. B. KoaTpoustinr. HaB4. moci6HUK, 2-e BUJIaHHS. - JIbBiB:«HOBUM CBIT-2000», 2019. -
252c.

11. llly6ina C.B., Mipomnuk O.10. CTpaTeriynuii aHasi3: npakTUKyM. HaBuyasibHUM noci6HUK. JIbBIB:
«HOBHH CBIT-2000», 2020. - 218 c.

12.3apy6a B.{. EkoHOMiKO-MaTeMaTU4YHe MO/Ae/I0BaHHS MapKEeTUHTOBUX CTpaTerii nignpremcTs //
BicHuk KuiBcbKOro HallioHaJIbHOTO TOPrOBeJ/IbHO-eKOHOMIYHOro yHiBepcuTeTy. — 2005. - Ne1. -C.88-95.
13. 3apy6a B. {1, [lappenTtenko 1. A. MeTo 1 BUKOPHUCTAHHS BeOCANUTIB B iHTErpOBaHOMY MPOCYBaHHI
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https://ela.kpi.ua/bitstream/123456789/49092/1/Teoriia_ihor.pdf

6i3Hecy opraHnizarnjiii. EkonHomika npomucsioBocTi. Ne 2 (94), 2021. C. 125-140. DOLI:
http://doi.org/10.15407 /econindustry2021.02.125.

14. 3apy6a B.fl. Mozesti moromxyBaHHs BUPOOHUYHMX PECYPCIB MiINMPUEMCTBA 3 TIOTOYHUM IOIMMTOM Ha
npoaykiito / B.A. 3apy6a, l.A.llapdenTtenko // UHdopMalioHHasA 3KOHOMMKA: 3TAlbl Pa3BUTHUS, METO/IbI
ylpasJieHus1, MoJesu. MoHorpadis / [log pei. JOKT. 3KOH. HayK, mpod. B.C [loHOMapeHKO, JOKT. 3KOH.
Hayk, npod. T.C.Kiie6aHoBOMH, OKT. 3KOH. HayK, pod. H.A.Kuzuma. - bpatuciaBa-Xapbkos, BILIIM -
XH3Y um. C. Ky3Henga, 2018. C. 469-481c.

15. 3apy6a B. 4., [lappenTenko U. A. YpoBHU pediiekcuu ynpaBaeHUs1 CUTyaLUsIMU GU3HeC
nesteabHocTy // CydacHi mpo6JeMH MOJe/II0BaHHS COI[ia/IbHO-eKOHOMIYHHUX CUCTEM.— MyJIbTUMe/liHE
HayK. eJIeKTpOH. BU/J,. —bpatuciaBa-Xapkis, BLIEM-XHEY im.C.Ky3Hens, 2020. ISBN 978-80-89654-65-9.

Assessment and grading

Criteria for assessment of student Grading scale

performance, and the final score structure Total National ECTS
The assessment of the discipline for mastering its points

educational material is given according to the final 90-100  Excellent A
rating or the result of the exam. In the final rating 82-89 Good B
assessment, the report on the performance of the 75-81 Good C
calculation task "Finding linear trends of time series 64-74 Satisfactory D
of sales volumes" (up to 60 points), reports on 60-63 Satisfactory E
individual tasks given in practical classes (up to 20 35-59 Unsatisfactory FX
points), as well as answers to questions from the (requires additional

lecture material in two control papers conducted at learning)

the end of the study of the 1st and 2nd modules of the 1-34 Unsatisfactory (requires  F
discipline (up to 20 points) are taken into account. repetition of the course)

During the exam, the quality of answers to the main
questions of the exam tickets and to possible
additional questions is taken into account.t

Norms of academic integrity and course policy

The student must adhere to the Code of Ethics of Academic Relations and Integrity of NTU "KhPI": to
demonstrate discipline, good manners, kindness, honesty, and responsibility. Conflict situations should be
openly discussed in academic groups with a lecturer, and if it is impossible to resolve the conflict, they
should be brought to the attention of the Institute's management.

Regulatory and legal documents related to the implementation of the principles of academic integrity at
NTU "KhPI" are available on the website:http://blogs.kpi.kharkov.ua/v2 /nv/akademichna-
dobrochesnist/

Students are obliged to attend classes according to the schedule. In the event of an absence, students will
be required to complete all assignments to make up for missed classes. Participation in practical classes
requires preliminary preparation and early processing of the necessary materials for productive work
during the class. Written assignments must be submitted by the established deadlines.

Approval
Approved by Date, signature Head of the department
Diana RAYKO
Date, signature Guarantor of the educational
program
Oleksandra KOSENKO
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