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Explanatory note 

Priority direction of entrepreneuria l acti ity of Belarusian enterprises 1s to 

increase the competitiveness or the products. old and expand the market. 

This applies equal ly to both the dome tic and foreign markets. Multivector, 

implemented in economic activity, involves the implementation of a differentiated 

approach to the formation of marketing strategics. 

In this regard , the academic discipline 11 Management of Marketing 11 is one of 

the main disciplines that form the necessary professional knowlcdg in the marketing 

activities of the enterprise. 

The aim of the course - to reveal the essence of marketing management to form 

the master students skil ls of practical usc of the acquired knowledge in the practice of 

economic activity of enterprises . The tasks that face the study of the discipline: 

• to familiarize the undergraduates with the subject, goa ls and tasks of studying the 

discipline; 

• show the specifics of the subject in the marketing course disciplines; 

• master the methods of marketing management. 

As a result of studying the discipline the student must 

Know: 

• subject objectives and tasks of studying the discipline; 

• content of marketing activ iti es of enterprises Marketing tools; 

• basic methods for as essing the economic resu lts of implementing marketing 

strategies by enterprises. 

To be able to: 

• apply methods of market research and marketing management; 

• apply decision-making skil ls in marketing management; 

• evaluate the economic results of implementing marketing strategies of 

enterpri es. 
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The academic discipline "Management or Marketing" is based on the 

knowledge of the basics of marketing, marketing communications and marketing 

research. 

184 hours are devoted to the study of the discipline "Management of 

Marketing", among them: classrooms - 60 hours, including 30 hours - lecture 

classes, 30 hours - practical classes, independent work of undergraduates - 124 

hours. 

The form of the cu1Tent certification is the exam. 
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CONTENTS OF EDUCATIONAL MATERIAL 

Topic 1. MANAGEMENT OF MARKETING IN THE MARKETING 

MANAGEMENT SYSTEM 

The relevance of marketing management for Belarusian enterprises. Basic 

concepts and categories in the system of marketing management. Goals and 

objectives of marketing management. Relationship with other academic 

disciplines, their mutual influence on the development of methods of marketing 

management. The influence of legal regu lation on marketing management. 

Topic 2. MANAGEMENT OF COMMERCIAL ORGANIZATIONS IN 

THE CONDITIONS OF MARKET DYNAMICS 

Content and main tasks of marketing management. Modem concepts of 

intrafirm management. Existing approaches and options for managing the 

company, taking into account market trends and trends. Factors in the successful 

organization of modern business. Foreign and domestic experience of successful 

organization of company management. 

Topic 3. COMPETITIVENESS IN THE MANAGEMENT OF 

MARKETING 

The concept of competitiveness. Competitiveness of commercial 

organization and goods. Interrelation and interdependence of competitiveness of 

the organization and the goods. Relationship of competit iveness of the organization 

with its position in the market. Substantiation of the need to change the 

competitiveness of goods and organization. Economic effect of the 

competitiveness of goods and organization. Maintaining the competitiveness of the 

goods at the level of relevant consumers. 
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Topic 4: MARKET OPPORTUNITIES OF STRATEGIC BUSINE S 

UNITS 

Assessment of the conjuncture and prospective capacity of commodity 

markets. Formalization and graphical representation of processed information on 

commodity markets. Evaluat ion of the parameters of the product life cycle curve. 

Relationship curves of the product Ii fe cycle and economic growth of the 

organization. Comparison of the curves of the life cycle of goods in different 

markets. Influence of market trends on entrepreneurial activity of organizations. 

Assessment of the economic and financial potential of the organization. Rationale 

for the application of marketing tools and strategies on the market , taking into 

account the conjuncture, the objectives of the organization and its potential. 

Topic 5. PLANNING AND EV ALUJ\ TION OF TRENDS OF MARKET 

DEVELOPMENT 

Determination of trends and dynamics of development of markets. 

Quantitative assessment of capacity and competition in the markets. Quantitative 

and qualitativ indi cators of market dynamism. Evolution of consumer preferences 

and periods of change. Estimation of the periods of renewal of the commodity 

nomenclature on the market. Factors affecting the activity of enterprises in the 

sales market. Quantification of the curves of the product Ii fe cycle in different 

markets. Influence of competition and marketing strategies of organizations on 

changing the shape of the product life cycle curve. Substantiation of the possibility 

and necessity of changing the product Ii fc cyc le. 

Topic 6. SELECTING MARKETS FOR BUSINESS IN BUSINESS 

ORGANIZATIONS 

The concept of justi tication or the choice of markets. Criteria for choosing 

markets. Valuable, quantitat ive and qualitative assessment of barriers to entry to 

the sales market. 
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Expenses of the organization to increase the market share and promote 

goods. Comparison o1 costs of penetration and promotion of goods on the market 

taking into account the prospects for market development and the economic 

potential of the enterprise. A systematic approach to determining the level of 

presence in certain markets. Relationship of market activity of the organization 

with the purpose of its development. Methods of justifying the value of th market 

share of the enterprise. 



I 
I 
I 
I 
I 

Educational-methodical map of the educational discipline 
« Mana ement of Marketin » for daytime education) 

C/l 
u 
·o. 
0 _, 

...: C/l 
Cl) Cl) 

..0 Ul 
E C/l 
:::; ~ 
c u 
c 
0 
..... 
(.) 
Cl) 

(/') 

1. 

2. 

ec ti on title. theme 

2 

\llanagcment of Market ing in the Marketing[ 
Management ystem 

\llanagement of commercial organization in j 
rhc condition of market dynamism 

3. Competitiveness in marketing management 

4 . Market opportunities of strategic bu iness 
un its 

5. Planning and evaluat ion of devel opment 
d . I k tren s 111 tie mar 'et 

6. The choice of markets fo r en trepreneurial 
activities of commercia l organizations 

ln total 

The number of class hours 

C/l 
11) ,_ 
:::; ..... 
u 
Cl) 

......J 

3 

4 

4 

4 

6 

6 

6 

30 

I 

I 

' 

I 

4 

4 

4 

4 

6 

6 I 

6 
I 

30 

>-. 
,_ Ul 
0 Cl) 
..... C/l 
fl:S C/l 
- w o_ 

..0 u 
w 

i ......J 

5 

0 

0 

0 

0 

0 

0 

0 

6 

0 

0 

0 

0 

0 

0 

0 

I 

,_ 
Cl) 

...c 

6 

7 

Presentat ion Power Poin t 
[ 1-16] 

Presen tat ion Power Poin t Market 
situation 
r 1-16J 

IPre entation Powcr Poin t Market situation 
! (I -1 6] 

Presentation Power Point Market si tuat ion 
[ I - I 6] 

Presentati on Power Point Market si tuation 
[ 1-1 6] 

Presentation Power Point Market 
situation 

[ 1- I 6] 

8 

Interview 

Interview. di cussion of 
the market situat ion 

Interview. discussion or 
the market si tuation 

nterview. discu sion of the 
market si tuation 

Interview. discussion of 
the market situa ti on 

Interview, di scussion of 
the market si tuation 

The Exam 



(/) 

. ~ 
0. 
g 
...: (/) 

Cl) 0 
..D (/) 

E ~ 
:::l -c u 
c 
0 

u 
v 

i (/) 

I. 

.., 
-'. 

4. 

5. 

6. 
I 

l 

Educational-methodical map of the educational discipline 
«Mana ement of Marketin for extramural s tudies 

ection title. theme 

2 

Management of Marketing in the Marketing! 
Management ·ystem ! 

Managemem of commercial organizations in I 
the condition of market dynamism I 

! 
i 

Competitiveness in marketing management 

The number of class hour 

(/) 
Cl) ,_ 
:::l ..... 
u 
v 

....J 

3 

4 

2 

(/) ..... 
('1 (/) 
c Cl) ·- (/) r lfl c ('1 
v­

(/) u 

4 

2 

2 

2 

>-. 
'- (/) 

0 0 ..... (/) 
('1 (/) 
..... ('1 o _ 

..D u 
(rj 

..J 

5 

0 

0 

0 

6 

0 

0 

0 

:.... 
Cl) 

-5 
0 

7 

Pre entation Power Point 
I_ 1-16] 

Pre entation Power Point Market 
ituation 
11-16 J 

iPresentat ion Power Poin t Market situati on 
I 

i l 1-16] 
I 

g 
Cl) 

c ':)/) 
0 -0 
u Q) 

:...... 
3 0 

r 0 

E c 
~ 

0 
~ 

8 

Interview 

1 
Interview. discus. ion of 

the market si tuation 

Inter iew. discu. ion of 
the market si tuat ion 

Market opportunities of strategic bu sine s 
units 

4 4 
0 0 

:Pre entationPower Point Mark t si tuation hnt rview. di -cus ion of the ' 

Planning and evaluat ion of developmclll 
trends in the market 

The choice of markets for entrepreneuria l 
activities of commercial organizations 

In total 

2 

2 

16 

2 

0 

I ; 

2 ! 
i 

0 I 

)4 0 

; l 1-16 l market situation 

I 

I 
I 

i I 

0 
;Pres ntationPower Point Market si tuation ' Interview. discussion of 

l 1-161 i the market si tuation 

I 
! 

i I 
Presentation Power Point Market I i 

I Inter iew. dis ussion of 
I 

I 
0 ituation the market ituation 

[ 1- 16] 

0 The Exam 



8 

INFORMATION-METHODICAL PART 

GUIDELINE FOR Tl-I E STU DY OF DISCIPLINE 

The acqui ition or knowledge or the di ·cipline i · an important stage of independent work 

of tudents. Recommended budget time for independent work on average 2-2.5 bours on 2 class 

hours . 

The main areas of students' independent work are: 

initially a detailed introduction to the program of the discip line: 

familiar ization with the li st of recommended books on the subject as a whole and its 

divisions. its pre ence in the li brary and other available sources. the stud of relevant 

literature on tbe . ubject. the se lection of secondary I iterature: 

exploring and expanding teacher lec ture material at the expense of special literature, 

consultations: 

preparation for practical and semi nars on specially developed plans with the study of basic 

and additional literature: 

preparation for the implementati on or diagnostic monitoring forms (tests, colloquiums, tests, 

etc.); 

• work on the implementation of the abstrac ts: 

• preparation for tests. 
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Protocol of the study program for the study of educationa l discipline with 

other specialty disciplines 

The name of The name 
discipline, which department 
require approval 

of the Suggestions for The decision, which 
changes in the was adopted at the 
content of the department, 
training program for establish a training 
the study discipline program (with the 

date and protocol 
number) 

Price policy Department of o o bjec ti ons 
logist ics and pricing ;#-

N2 8 Protocol on 
09.03.20 17 

------- -po_li~Y- - - - -- - -------7-- - ------------------· J 
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Additions and changes to the study program for the study of educational 
discipline 

on ________ academic yea r 
- --- ---·-------------------~ 

N~ _______ 6clclitiQ~~ ani_~b~ng~-~-- _ _ Base 
Addition ' and changes arc not presen t 

The study program is rev iewed and approved at a meeting of the Department of 
Marketing (Protocol N~ __ of 20_ ) 

Head of Department 
Dr. Econ. Sciences, Professor IL Akulich 

----------

APPROVED 
Dean of the Faculty of Marketing and Logistics 
C. Econ. Sciences, Associate Professor 

-------
AA Tsygankov 


