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Explanatory note

The purpose of teaching the discipline: to study the marketing information system
of the organization and to instill in undergraduates the knowledge and skills in the field
of marketing methodology and their use in the practical activities of enterprises.

In this context, the discipline "Intellectual data analysis in marketing" is one of
the main, forming the necessary professional knowledge in the field of marketing for
undergraduates. Her study gives undergraduates the necessary knowledge about the use
of data in the marketing activities of enterprises.

The key objectives of the discipline to explore: elements of a marketing
information system, the use of Internet technologies in marketing, software for data
analysis in marketing.

The subject of the discipline "Intelligent data analysis in marketing” is the
definition of information support for marketing decisions for the formation and
management of a marketing information system.

Undergraduates should have an idea about the problems and prospects in this field
of activity.

The logic of the discipline is based on the study and practical use of analytical
procedures that ensure the market orientation of the enterprise in international
competition.

The discipline "Intellectual data analysis in marketing™ is based on knowledge of
the basics of marketing, management, higher mathematics and information technology.

As a result of studying the discipline "Intellectual data analysis in marketing", the
following competencies are formed: to be able to carry out data analysis to solve
economic, managerial, and research tasks (UPK-5).

As a result ofstudying the discipline, the undergraduate must:

know the content of marketing information support;

be able to use the knowledge gained in practical marketing activities;

possess the skills of research work in this area to develop the ability to implement
innovative methods and approaches in the practice of enterprises.

Form of education full-time. In total, there are 100 hours in the discipline, out of
which there are 44 classroom hours, including 22 hours - lectures, 22 laboratory lessons.

The form of education is by correspondence. There are 100 hours in total in the
discipline, of which only 10 hours are classroom hours - 10, including 4 hours - lectures,
laboratory classes - 6.

Form of control - offset.



CONTENTS OF EDUCATIONAL MATERIAL
Topic 1. Methodological foundations of data mining in marketing

The essence of data mining in marketing. Data mining concepts. Analysis of
data related to the activities of the enterprise. Intelligent analysis of customer
related data. The use of data mining in marketing management.

Topic 2. Methods and technologies of data mining in marketing

Data mining methods. Association. Classification. Neural networks. Fuzzy
logic. Clustering Prediction Sequential models. Decision trees Combinations
Processing with filling.

The remaining steps of the data mining process in marketing. Data analysis
tools. Application analysis of data in marketing.

Topic 3. Database Intelligence

Information support for making marketing decisions. Database. Formation
of databases. The main stages of database mining. Selection of data. Cleaning up
Enrichment (adding information). Coding. Detection and extraction of knowledge.
Message.

Marketing activities based on database mining (Database marketing).

Topic 4. Mathematical and data mining software in marketing

The essence of data mining software in marketing. Main software products.
Data mining. Data mining technologies; Application software Data Mining. The
use of Data Mining for solving marketing problems. Using Data Mining in
Customer Relationship Management with CRM (Customer Relationship
Management).
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Educational and methodical map of the academic discipline
for the specialty 1-26 80 05 ""Marketing"'

Section title, theme

Methodical foundations
of data mining in
marketing

Methods and
technologies of data
mining in marketing

Database Intelligence

Mathematical and Data
Mining Software in
Marketing

Total

Lectures

SN

12

Workshops

Profile ""Event Marketing'

(full-time higher education)

The number of class hours

3 Guided independent

8 & work of students
:‘g o
& g Lectures Workshop
é S

4 2 2

2 2 2

4 2 2

2 4 4

12 10 10

Other

Presentation
Power Point
[1-13]

Presentation
Power Point
Market
situation
[1-13]
PresentationPo
wer Point
Market
situation
[1-13]
PresentationPo
wer Point
Market
situation
[1-13]

Form of control
knowledge

Laboratory
protection

Laboratory
protection

Credit



Section number, topic:

classes

Educational and methodical map of the academic discipline

for the specialty 1-26 80 05 "Marketing"

Profile "Event Marketing"

Section title, theme

Methodical foundations of
data mining in marketing

Methods and technologies of
data mining in marketing

Database Intelligence

Mathematical and Data
Mining Software in
Marketing

Total

Lectures

(extramural studies)

The number of class hours

Workshops

Seminar classes

Laboratory classes

Guided independent

wok o students

Other

Presentation
Power Point
[1-13]
Presentation
Power Point
Market
situation
[1-13]
PresentationPow
er Point Market
situation
[1-13]
PresentationPow
er Point Market
situation
[1-13]

Form of control
knowledge

Laboratory
protection

Laboratory
protection

Credit



— Section number, topics,
classes
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Educational and methodical map of the academic discipline
for the specialty 1-26 80 05 ""Marketing"
Professionals ""International Marketing” and ""Marketing in Business"

Section title, theme
8
j—
2
3
-
Methodical foundations
of data mining in 6
marketing
Methods and
technologies of data
mining in marketing 4
Database Intelligence
6
Mathematical and Data
Mining Software in
Marketing 6

Total 22

Workshops

(full-time higher education)
The number of class hours

Seminar classes

Laboratory classes

10

22

Guided independent
work of students

Lectures

Workshop
s

Other

Presentation
Power Point
[1-13]

Presentation
Power Point
Market
situation
[1-13]
PresentationPo
wer Point
Market
situation
[1-13]
PresentationPo
wer Point
Market
situation
[1-13]

Form of control
knowledge

Laboratory
protection

Laboratory
protection

Credit



Educational and methodical map of the academic discipline
for the specialty 1-26 80 05 "Marketing"
Professionals "International Marketing" and "Marketing in Business"
(extramural studies)
The number of class hours

g

2 .
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L O Q % [

2 9 P 5 = 3B Form of control

E & Section title, theme o & = o2 Other knowledge

(<) " g © g\ S v
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1 Methodical foundations of l-l Presentation

data mining in marketing Power Point
[1-13]
2, Methods and technologies of Presentation Laboratory
data mining in marketing 1 Power Point protection
Market
situation
[1-13]
3. Database Intelligence PresentationPow
1 3 er Point Market
situation
[M3]

4. Mathematical and Data PresentationPow Laboratory
Mining Software in 1 3 er Point Market protection
Marketing situation

[1-13]

Total 4 6 Credit



GUIDELINES FOR THE STUDY OF DISCIPLINE

The acquisition of knowledge of the discipline is an important stage of independent work
of students. Recommended budget time for independent work on average 2-2.5 hours on 2 class
hours.

The main areas of students' independent work are:

« initially a detailed introduction to the program of the discipline;

o familiarization with the list of recommended books on the subject as a whole and its
divisions, its presence in the library and other available sources, the study of relevant
literature on the subject, the selection of secondary literature;

» exploring and expanding teacher lecture material at the expense of special literature,
consultations;

» preparation for practical and seminars on specially developed plans with the study of basic
and additional literature;

» preparation for the implementation of diagnostic monitoring forms (tests, colloquiums, tests,
etc.);

» work on the implementation of the abstracts;

* preparation for tests.
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