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EXPLANATORY NOTE 

The curriculum for the academic discipline "Marketing of Global 
Companies" is developed for higher education institutions of the Republic of 
Belarus in accordance with the requirements of educational standards of higher 
education for the specialty 1-25 81 03 "World Economy". 

The purpose of the educational discipline "Marketing of Global 
Companies" is the formation of deep knowledge about the functioning of the 
marketing system of global companies aimed at explaining marketing phenomena 
in the international market, as well as on the theoretical and practical aspects of the 
role of global companies as the most important trend of the world economy. 

Tasks of the academic discipline: 

• formation of knowledge about the essence and national specifics of global 
companies among undergraduates; 

• formation of knowledge about the place of marketing in the system of its 
management of a global company among master's degree students; 

• deepening of knowledge about the world practice of international marketing 
policy of a global company and the role of innovation strategy. 

The academic discipline "Marketing of Global Companies" is based on the 
study of economic theory, the international economy, the world economy. 

The specialist should be able to: 

• be able to apply basic scienti fie and theoretical knowledge to solve 
theoretical and practical problems; 

• have system and comparative analysis; 
• have research skills; 
• be able to work independently; 
• have an interdisciplinary approach to problem solving; 
• have the ability to interpersonal communication; 
• be able to work in a team; 
• develop options for management decisions and justify their choice based on 

the criteria of socio-economic efficiency; 
• orient in the basic provisions of economic theory, apply them taking into 

account the market economy, methods of economic evaluation of scientific 
research; 

• organize their work on a scientific basis, independently assess the results of 
their activities; 

• use global information resources. 

As a result of studying the academic discipline, master's degree students 
should: 



to know: 

• theoretical foundations for the development of global companies; 
• approaches to building a marketing system for global companies; 
• methods for assessing the effectiveness of marketing policy; 
• world practice of forming an international marketing policy. 

to be able to: 

• evaluate the effectiveness of marketing policies of global companies; 
• substantiate decisions on the formation of marketing policy; 
• choose the directions of marketing policy based on the assessment of 

specific conditions on the foreign market. 

to have skills: 

• basic scientific and theoretical knowledge for solving practical problems; 
• research skills to analyze current trends in the development of global 

companies; 
• system and comparative analysis to assess the effectiveness of the company's 

marketing system. 

The form of higher education is the second stage of higher education. 

In accordance with the curriculum of the specialty 1-25 81 03 "World 
Economy" the curriculum is designed for 66 hours, of which only 30 hours of 
classroom for the daytime form of training, 16 hours of classroom for 
correspondence courses. Distribution by the type of occupation for the daytime 
form of training: lectures - 18 hours, seminars - 12 hours. Distribution by type of 
occupation for extramural studies: lectures - 14 hours, seminars - 2 hours. 

The form of control is academic credits. 



CONTENTS OF DISCIPLINE 

Topic 1. Global companies in the global economy 

Subject of the academic discipline. The concept of a global company as a 
phenomenon of modernity associated with the most important trends in the 
development of the world economy. Highly integrated business structures. Global 
value chains. 

Hypercompetition and its impact on global companies. 
Factors of external and internal environment affecting global compames. 

National specificity of global companies. 
Global companies and the problems of modem international relations. The 

impact of a global company on the national economy. 
Positive and negative aspects of global companies. 

Topic 2. Global marketing policy 

The concept and essence of a unified marketing system. Globalization as a 
driving factor in the marketing policy of global companies. Stages of global 
marketing development. 

Non-traditional types of marketing. Innovative marketing. The concept of an 
"interactive market place." 

Modem structures of marketing management: cloud computing. 
Glocalization. The social role of marketing of global companies. 

Topic 3. International marketing strategy: a comparative analysis of 
approaches of global companies 

Strategies of marketing po! icy of global companies in relation to foreign 
markets. Strategies of marketing policy of global companies regarding the product. 

System approach to the study of world markets. Country portfolio. 
Features of marketing of global companies of developed countries (USA, 

Japan , 1-.lJ countries). Features of marketing of globa l companies of developing 
countries (China, South Korea, etc.). 

Techniques to support the processes of making marketing decisions. 

Topic 4. Methods for evaluating the effectiveness of the marketing policy 
of a global company 

Stages of analysis of the marketing system of a global company. Purpose, 
objectives and information system for each of the stages. 

Methods for analyzing the effectiveness of the marketing policy of a global 
company. Evaluation of the synergistic effect. 

The main problems of marketing of global companies. 
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Educational-methodical map of the educational discipline "Marketing of Global Companies" 

for part-time forms of higher education 
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INFORMATION AND METHODICAL PART 

Methodical recommendations on the organization of independent work of master 's 
degree students in academic discipline 

11 Marketing of Global Companies 11 

In mastering the knowledge of the academic discipline, an important stage is 
independent work. The main directions of independent work are: 

• initially a detail ed introduction to the curriculum; 
• acquaintance with the list of recommended literature on the discipline in 

general and its sections, its availability in the library and other available 
sources, the study of the necessary literature on the topic, the selection of 
additional literature; 

• studying and expanding the lecture material of the teacher at the expense of 
special literature, consultations; 

• preparation for seminars on specially designed plans with the study of basic 
and additional literature; 

• preparation for diagnostic monitoring forms (tests, control work and the 
like); 

• preparation for academic credits . 

List of recommended competence diagnostic tools 

1. Oral forms of diagnosis of competencies: interviews, oral presentations at 
seminar classes, reports at conferences, evaluation based on discussion. 

2. Written forms of competence diagnostics : tests, quizzes, test papers, 
essays, abstracts, publication of articles, reports. 

3. Oral-written forms of competence diagnostics: reports on classroom, 
practical exercises with their oral defense. 

4. Technical form of competence diagnostics: electronic tests. 

Normative and legislative acts 

1. National strategy of sustainable social and economic development of the 
Republic of Belarus for the period until 2020 I Nat. Commis. on sustainable 
development of Republic of Belarus; ed. L.M. Aleksandrovich [and others]. -
Minsk: Unipack, 2004. - 202 p. 



2. Program of social and economic development of the Republic of Belarus 
fo'r 2016-2020 I The National Legal Internet Portal of the Republic of Belarus. 
Official site [Electronic resource]. Mode of access: 
http://www.pravo.by/documeµt/?guid=387 l&pO=P3 l 600466 . - Date of access: 
8.04.2017 
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