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AHHOTAIUS

[IporpamMma comep>xXuT mmepedeHb TeM (BOIPOCOB) MO MUCHHUIUIMHAM 0a30BOi
JacTH Mpo()ecCHOHANLHOTO IMKJIa y4eOHOro IUIaHa ITOATOTOBKH OakaliaBpoB II0
HarnpasieHuo 38.03.02 «MeHea:kMeHT», BOIIEIIINX B COAEPKaHNE TECTOBBIX 3aJaHUH
BCTYITUTENILHOT'O UCIBITAHUS B MarucTparypy.

BceTynurensHOe UCIBITaHUE, OIICHUBASTCS 11O CTOOAJITLHOM ITKaJie U COCTOUT U3
TpeX OJIOKOB:

- MeHemHKMEHT.
= MapxkeTuHr.

= MHKpOBKOHOMHKa.

Pykosomurens OIT / % H.C. Jlykamesnu

CocraBuTreu:

JloneHT N.M. 3aitueHko

JloneHT h%@._b_—}—A H. Kimmmun

Jlouent . ////;« M.I". JluBumIOBa
JloueHt / ' H.C. JlykamieBuu
JloneHT ’ A.b. Tecng

[Iporpamma paccMoTpeHa 1 peKOMeHI0BaHa K U3JaHUI0 METOANYECKUM COBETOM

HUIIMDuT (mportokon Ne 4 ot «18 » okrsops 2023 .).



1. JUCHMIIJIAHBI, BKIIOYEHHBIE B IPOTPAMMY
BCTYNUTEJBHBIX UCIIBITAHUM B MATUCTPATYPY
1.1.MeHeKMEeHT.
1.2.MapkeTuHr.

1.3.MuKpOIKOHOMHUKA.

2. COAEPKAHUE YYEBHbIX JUCHUIIJIMH

2.1. MeHemxKMeHT

Tems (BorIpochl):

1. Uctopus pazButus menexmenTa. [llkomer MenepxMeHTa.

2. OObekTUBHAsE ~ OOYCIIOBJIEHHOCTh  MOSBJICHHS  YIpaBJIEHUS,  Kak
000c00JIEHHOTO BU/IA ACITENbHOCTU. DYHKIUU U 33]]7a4l MEHEIPKMEHTA

3. Pazeutne ynpasnenus B Poccun.

4. CoBpeMeHHbIE HaIlpaBJICHUSI U KOHIEMIIMN Pa3BUTUSI MEHEIPKMEHTA (KOHEII
XX B. - Hagasio XX1B.).

3. VYnpapnenne, kKak WHOOPMALMOHHBIA MPOIECC, CYOBEKT U OOBEKT

yrpaBiieHus], PYHKITUS yIIpaBICHUS.

6. BHyTpeHHss 1 BHEIIHASA cpefa NPEATIPUSITHUSA.

7. OcHOBHbIE TIPUHLHUINBI yIpaBieHUs. CHUCTEMHBIE 3aKOHBI B YNPABJICHUU
HPEAIPUATHEM.

8. VYpaBiieHue colanbHO-3KOHOMUYECKUMU CUCTeMaMu (OpraHu3aIusIMm ).

0. [Tomutuka npeanpusarus. [lupamuaa yrnpasieHus.

10.  OpranusanumoHHas KyJbTypa IPEATPUSATHUA.

11. HWHrerpanuoHHbIE TIPOIIECCHl B MEHEKMEHTE. D(HPEKTUBHOCTH MPOIIECCOB
WHTETPallui U JUBEPCUBUKAIIIH.

12. MopenupoBaHue YIIPABJIECHYECKUX CUTyalun u pa3zpaboTka
YIIPaBJICHYECKUX PELICHUM.

13. TumoBsle Momenyu mpoliecca 00 IyMbIBaHUS TTPOOIIEM.

14. Boisinaenue u aHanu3 npo0OieM. Peanuzanus yrpaBieHUECKUX PEIICHUH.

15. Pacmpenenenue pecypcos. ['padudeckuii MeTo.



16. Marematuyeckass NOCTAaHOBKA 3a/Jauyd pacuera NapTUM B YCJIOBHUAX
HEOIPEACTICHHOCTH (C Y4ETOM IIeHbI / 0€3 y4eTa IIeHBbI).

17.  OueHka pucka Npyu OPUHATHU YIpPaBICHUYECKUX perieHuil. Jlenenne pucka.
Metop BETBEN U TPAHULI.

18.  DxcmepTHbIe METOIbI BBIpAOOTKH pelieHui. PamxupoBanue.

19.  PeWTuHr npeanpusaTus, peUTHHT cTpanbl. CUCTEMa MOKa3aTeNe.

20. Crparernueckoe IUIaHMpoBaHue. Pa3zpaboTka cTpaTeruii mpeanpusTus.
Bune! ctparernil pa3Butusl.

21. Bugel mmanoB B MeHemxkMmeHTe. [IpuHimmnel mmanupoBaHud. OIleHKa
KadyecTBa MJIaHUPOBAHUS.

22. Tumbl TJIAHOBBIX CTpaTerwil (IMCKpPETHAs, OCTAaTOYHAas, CKOJIb3sIlas,
BO3BpaTHAas1, 30HAJIbHAs, CMEILIaHHAS ).

23.  JleneHue BIACTH II0 YPOBHSAM YyIpaBiieHUS. KOJJIEKTUBHBIE OpraHbl
yIpaBJICHHUS.

24.  OpraHu3alMOHHbBIE CTPYKTYPHI YIIPABICHUS MPEANPUITHEM (JOCTOUHCTBA U
HenocTaTku). [IpUHIUOIBI ¥ METOABI TOCTPOCHUS OPTaHU3ALMOHHBIX CTPYKTYP
yYIPaBJIEHUS NPEANPUITHEM.

25. MotuBauus AeSITeIbHOCTH B MEHEI)KMEHTE.

26. ConepxxarenbHble Teopun MoTuBaruu (A. Macnoy, K. Ansaepdepa, .
MakKnennana, ®@. Xepnoepra, [{. MakI 'peropa).

27. llpoueccyanbHble TEOpUKM MOTHBALMU (Teopus cnpaseauBoctu B. Bpyma,
teopust MmotuBaruu [l. I[Toprepa-3. Jloynepa).

28. PerynupoBaHue W KOHTPOJIbL B CUCTeME MeHemkMeHTa. DOpMbI U CTaIUU
KOHTpOJIsi. KOHTPOJUIMHT U ero 3a1ayu.

29. Omnpenenenue ouepeAHOCTH paboT (01HO pabouee MecTo).

30. VYnpasnenue kauecTBOM. bepexiuBoe mpon3BoAcTBO. COKpallleHUuE MOTEPh.

31. JluHamuKa rpyII U JIUJIEPCTBO B CUCTEME MEHEI)KMEHTA.

32. I'pynmbl Kak 0OBEKThI YIIPABICHUSI.

33.  OcobeHHOCTH ymOpaBieHHs HePOpMaNbHBIMM TpyHIaMu: HPUYUHbI

o0Opa3oBaHMsl, XapaKTEPUCTUKHU, IPUHIIUIIBI YIIPABICHHUS.



34. Tloaxonp! k nuaepcTBy. CUTYallMOHHBIE MOAENIH B TEOPUU JIMAECPCTBA.

35. VYmpaBiieHHE YEJIOBEKOM U YNPABJIEHUE TPYIIION.

36. OOmue NpUHLMUIBI yNpaBieHUs nepcoHaioM. OpraHuzanusi yHpaBJiICHUS
nepconanom. Crucrema 3aay.

37. MarepualibHOE U HEMATEPUAIIBHOE CTUMYJIMPOBAHUE TPYA.

38. @dopmanu3zoBaHHAas aTTeCTalUs epcoHama.

39. PykoBoxacTBO: BIAacTb M NapTHEpCTBO. Tumbl Biactu. J[lenmermpoBaHue
MOJIHOMOYHIA: TOCTOMHCTBA U HETOCTAaTKU. Y POBHU JI€JIErUPOBAHHUS.

40. KoupauktHOCTH B ynpaBieHuU. [I[puunHbl, UICTOYUHUKH U TUIBI KOHQIIUKTA.

41. CrpykTypa u 3Tanbl pa3BUTHS KOHPIUKTOB.

42. CnocoObl ¥ 3THKA pa3pelIeHHs] KOHPIUKTOB.

43.  Ctpeccel B IpoLIECCE YIPABICHUS.

44.  Crunp MeHeKMEHTa U PakTopbl 3P(HEKTUBHOCTH MEHEIHKMEHTA.

45.  Crunpe meHemxmenTa. @OpMUPOBAHUE UMUJKA PYKOBOIUTEIIS.

46. Omnenka 3¢ pexTuBHOCTU PabOTHI MEHEIKEPA.

JIuteparypa 11 OATOTOBKHU:

1. Eropmun, Anexcanap IlerpoBuy. CTpaTernueckuii MEHEI)KMEHT: YUYEOHUK ISt
CTYJICHTOB BY30B, OOYyYarolIUMXCsl MO HAmpaBiieHUAM «MeEHEKMEHT» U «YIpaBieHHE
nepconanom» / A. Il. Eropmin, U. B. I'ycekoBa. 2-e u3a., nepepad. u gon. Mocksa:
NH®PA-M, 2018. 290 c.

2. IlerpoB, A.H. Menemxment B 2 4. Yacte 1. : y4eOHHK Il BY30B /
A. H. IlerpoB; otBercTBeHHbli penaktop A. H.IletpoB. 2-e wu3m.,, wucnop.
norn. Mocksa : M3gatensctBo FOpaiit, 2021. 349 c.

3. Menemxment B 2 4. Yactp 2. : yueOHuk s By30B/ A. H. IletpoB [u mp.] ;
oTBeTCTBEHHBIN penaktop A. H. [lerpoB. 2-e uza., ucnp. u non. Mocksa : M3narenscTBo
FOpaiit, 2021. 299 c.

4. Daft Richard L. Management 9th ed. Cengage Learning, 2009. 704 p.



2.2. MapkeTuHr

Temsl (BOIIPOCHI):

1. [Tonsitne mapkernnra. KoHuennuu, HampaBlICHUs, MOJEIN MapKETHHTA.
MapkeTuHr-Mukc (cuctema «4P).

2. Crparernueckuii u oneparnmonnbiii MapkeTusr no JK.-K. JlamGeny.

3. BHemHsis v BHYTpEeHHsIsI cpela MapKeTuHra. MHKpo W Makpocpena.
Mapketunrossiii ayautr. SWOT - ananus.

4. Pa3zButne (opm MapkeTuHra: MPOW3BOJCTBEHHAs, TOBapHas, COBITOBasd,
MAapKETUHIOBasl,  XOJHMCTUYECKUM  MApPKETUHI:  COLMAIbHO-OPUEHTHPOBAHHBIM,
BHYTPEHHHI, HHTETPUPOBAaHHBIN «4P»-«4Cy», relationship marketing

3. Konrenuus MapkeTUHra pe3yabTaToB: NOTPEOUTEIbCKUN KanTajl, KamuTal
OpeHJa, COUATbHO-OTBETCTBEHHBIM MAPKETHHT.

6. Onpenenenue peiHka. Crpoc, npeayioxkeHue, eHa. Tunsl peiHKOB. CIBUT
KpUBBIX CIIpOca MW MPEIJIOKEHUS T1OJ] BIUSHHUEM HELEHOBBIX  (haKTOPOB.
['eorpaduueckue u ToBapHbie peiHKU. EMKOCTB pbinka. Joms peinka. @opMyIibl pacyeTa
JIOJIM PBIHKA.

7. OKCTEHCUBHBI W HWHTEHCUBHBIA IIyTH YBEIWYEHUS JIOJU DPBIHKA.
[Ipocreiimas ¢opmyna BBIYUCICHUS €MKOCTH pPbIHKA Il TOBAapOB ILIMPOKOTO
noTpebieHusi. MeTo bl MPOTHO3UPOBAHUS EMKOCTH PHIHKA.

8. PbIHOK Kak COBOKYNHOCTh Pa3HOPOAHBIX Nokymnareneid. CerMeHTanus
ppiHKa. HanpaBnenuss cermenranuu Ha pblHKax B2C m B2B. lleneBoii pBIHOK.
PeiHOYHOE OKHO. PpiHOUHAs HUIIA. ONTUMANIBHBIA CETMEHT.

0. Huddepennmanus. Hanpasnenus nuddepenunanuu. [lo3uimonnporanue
- pasnmuHsble onpenenenus. Kanpar «llena-kauectBo» BapraHThl MO3UIIMOHUPOBAHUS,
npenaraemsie J. Paiicom u /. TpayroMm. Buabsl MapkeTrHra 1o cerMmeHTalnH.

10. Konkypenmusi. KoHKypeHTOCIOCOOHOCTh (PUPMBI M TOBapa - pas3jinyHbIC
onpenenenus. KoHkypeHTHble mnpeumymiectBa. (CTpaTrermyeckue  IMoOKa3aTelnu
KOHKYPEHTOCTIOCOOHOCTH (DUPMBI B IIEJIOM M HaIlpaBiCHUs €€ OleHKU. Kitodyesbie
KoMmneTeHInHA. CTpaTErM4ecKoe U ONEPALMOHHOE CTPATETHUECKOE MPEUMYILIECTBO.

11.  Cunbsl koHkypeHuun no M.Iloprepy. Crparternueckue HarpaBiIeHUS



KOHKypeHuuu 1o [loprepy.

12.  Crparernueckue pemeHuss B Mapketunre. Jluepcudukamms. Matpuia
«tpoaykT/peiHOK» U. Arcodda. Tumsl oTpacneit.

13. Kareropuu cy0ObekToB pbiHKa. [10TpeOuTENbCKUI PHIHOK U PHIHOK TOBAPOB
npomMbinuieHHOro Ha3HadyeHus (B2C u B2B). [IpuHuunel MapkeTHHra 0 OTHOILIEHHUIO K
noTpeouTENO (TTOKYIATEIIO).

14. Mogens ¢GakTopoB, BIMSIONMX Ha MOBEICHHUE MOTpeOUTENed Ha PBIHKE
B2C no @. Kotnepy.

15.  ®axTophl KyJIbTYpHOTO IOPAIKA, ONPEACIIAIOINE TOBEACHUE TOKYIATENIECH
Ha notpedutenbckoM peiHke 1o @. Kotnepy. KynbTypa, HeHHOCTH, CyOKYJIbTYpBHI.
@akTOppl COLHMAIBHOTO MOPAJKA, ONPEACIAIOIMME IOBEACHUE TNOKyNaTeled Ha
HOTPEOUTETBCKOM PBIHKE.

16.  ®akTOphI JIUYHOTO MOPSAKA, ONPEACIAIONINE OBEAECHNUE TOKYIIATEeIEH Ha
notrpedurenbckoM peiHke o @. Kotnepy. Jranbl )KU3HEHHOTO LIMKJIA CEMBHU.

17. ®akTopbl NCUXOJOTUYECKOIO MOPSAAKA, ONPEACISAIOIINE IIOBEJICHUE
nokyrmnaresieid Ha norpedurensckom poinke @. Kotnepy. [upamuaa norpedHOCTEN 110
A. Macnoy. Mojenb «BOCIIpUSITHE - YCBOCHHUE - YOCKICHHUE - OTHOIIIEHUE).

18. Ilcuxorpadus u Mmoaenu ctuis xku3Hu. Moaens VALS2.

19. Tumsl npenmpusituii-norpedbuteneir. Tumbsl  3aKynmok OT  WMEHHU
MPEANPUATUNA. XAPAKTEPUCTUKHU PELICHUN U1 pa3HbIX TUIIOB 3aKyNOK. KoMIuiekTHbIe
TOPU30HTAIBHBIE W BEPTUKAJIBHBIC NPONAXKHA JUISl NPEANPUITHH-TIOKYIIATEIIECH.
3aKyHOYHBIN LIEHTP HA NPEANPUATAN. Y YACTHUKHU 3aKyIIOYHOTO LIEHTPA.

20. Mogens (HakToOpoB, BIMSIONMIMX Ha IOBEICHUE MOKyHaTejaed OT UMEHU
npennpustui. [Ipouecc npuHATUSA pelIeHU O 3aKyIIKaXx.

21. MapkeTuHTOBBIC HWCCIEAOBaHMS mOoTpeduTeneld. Tunmbl MapKETHHTOBBIX
uccienoBanuil.  I[Ipenmer  MapkeTMHroBbIX — HcciaenoBaHui. (Cxema  3TamnoB
MapKETUHTOBBIX HCCJIEIOBAaHUI IO H3YYEHHIO MOTpeduTeneil (OCHOBHBIE 3Tambl U
MOJIPTAIbI ).

22. llenu MapkeTUHTOBBIX HcciienoBaHui. Tumnsel neneit. TpeGoBaHUS K LIETSM.

Ananus BHYTPCHHUX OTYCTOB, BHCINHHUX HMCTOYHHMKOB MW BHCIIHHUX YCJIOBI/Iﬁ Ipr



noctaHoBke uened. Ilnan uccnemoBanus. I'eHepanbHasi COBOKYMHOCTh M BBIOOpKA.
MeTtoabpl KOMMYHUKAMUA. AHKETa JjIsl cOOpa TaHHBIX. TUIIBI BOIPOCOB.

23. Onmnpenenenue ToBapa. Tomapel u ycayru. Krnaccuduxarmus ycmyr.
JIByxcTopoHHUI MapkeTUHT B cpepe ycayr. Tpu cios Toapa. Knaccudukanuu ToBapoB
(6a3oBast M TOTIOJIHUTEIIHLHAS ).

24. bpena. [lBoiicTBeHHass CyHIHOCTh OpeHga: OpeHJ Mg MPOU3BOIAUTEIS
(mponaBia) u OpeH 1 mokymnarens (morpeoutens). Moaens «4D Openaunar» T. ['aaa.

25. Mapounoe Ha3zBaHue. Mapounblii 3Hak. Jlorotun. ToBapHbI 3HAaK.
Paznuuneie onpeaenenus OpeHaa.

26. Mapounsle noauTukd. Ilpumepbl (upM, HCHOAB3YIOIUX pa3IUYHbIC
MapOYHbIC MOJUTUKHU. JIOCTOMHCTBA U HEJOCTATKU PA3IMYHBIX MAPOUHBIX MOJIUTHK.

27. VYmnakoBka. Tpu cinost ynmakoBku. CepBUCHOE 00CITyKMBaHUE.

28. ToBapHbIi  aCCOPTMMEHT W  HOMEHKJIATypa.  XapaKTePHUCTHUKH
aACCOPTMMEHTA U HOMEHKJIATYpbl. AHAJIN3 aCCOPTUMEHTA. [lonsitTue  Gu3Hec-
noptders.

29. Crparernueckuil snement OusHeca. Matpuuna BCG B crparermuyeckom
ananuze. ABC ananus. Ce30HHOCTb.

30. JKu3HeHHBIM LMK TOBapa. OJTambl JKU3HEHHOIO LHKJIAa TOBapa.
XapakTepuCTUKH JSTaloB JKA3HEHHOTO IMKJIAa TOBapa. Pa3HOBHIHOCTH KpPHBBIX
YKU3HEHHOT0 LIMKJIa TOBapa. DTanbl pa3pabOTKH HOBOTO TOBapa.

31. KoHKypeHTOCIOCOOHOCTh  TOBapa. EnuHnuHblE  CpaBHUTENBHBIE
NO0Ka3aTeIM KOHKYPEHTOCIIOCOOHOCTH MJIM KadecTBa  MpOAyKUuu. WHTerpanbHbIN
(KOMIUIEKCHBIN) aJJIUTUBHBIA TMOKa3aTelb KOHKYPEHTOCIIOCOOHOCTH WJIM KadecTBa
IPOIYKIUU.

32. Onpenenenue LEHBI. Otanbl IIEHOO0Pa30BaHUA. Crpareruu
1eHooopazoBanus. Llenu u 3amaun 1ieHooOpazoBanus. [Ipumepsl menei.

33. DnacTUYHOCTH crpoca o mneHe. opmylia 3MaCTUYHOCTH B MHTEpPBAIIE U
IIPU NPEEIBHOM Iepexoie. Buapl 37aCTUYHOCTH.

34. B3auMocCBs3b pa3MepOB BBIPYUKH M 3JACTUYHOCTU. [[namazoHbl 1IeH U

3aJiava rmpoaasliia.



35. Cebectoumoctb. IlocTOsiHHBIE W TE€pEMEHHbBIE H3AEPXKKU. Bripyuka.
[Tpubbuib. Touka Ge3yObiTouHOCTH. lleneBas mpuObuib. LleneBoit o6beM mpomax B
HATypaJbHOM BBIPAKEHUU NPHU W3BECTHOM LIEHE M LeneBoil npuOpun. OnpeneneHue
3aTpaTHOM LIEHbl HA OCHOBE LEJIEBOM NMPUOBUIM IPU M3BECTHOM OOBEME MPOJAX B
HaTypaJbHOM BBIPAKEHUU.

36. PeHTabenpbHOCTh W3JEPKEK U PEHTAOENIBHOCTHh Mpojax. OnTumasbHas
1I€HA IIPU 3JJACTUYHOM CIIPOCE.

37. Buasl KOHKYPEHUMH C TOYKHM 3pEHUsA KOJMYECTBA IPOJABIIOB,
mud¢epeHrany 1 KayecTBa TOBAPOB, YPOBHEH LieH. B3auMOCBA3b 101M pBIHKA U
pazmepa npuObLIH.

38.  Mogenp  ycTaHOBJIEHHUS BO3MOXHOU 1eHbl. Kiaccudukauus meTonoB
IEHO0Opa3oBaHus. 3aTpaTHble METO/Abl. MeTO b, OCHOBAHHbIE HA MO3UL[MOHUPOBAHUU
(KkOHKYypeHTHbIE). MeTo/ibl, OCHOBaHHbIE HAa HW3YYEHUM MOBEACHUS MOTpeOUTENeH.
CMmeniaHHbIe METOIbI IEHOOOpa30BaHuUsl. Y CTaHOBJICHUE OKOHUYATEIIBHOM 1ICHBI.

39. CrpykTypa KaHaJOB pacHpeiesieHUus TOBapOB IIMPOKOT0 MOTPEOIEHUs U
TOBapOB MIPOU3BOICTBEHHOI'O HA3HAYCHHUS. KomMOuHupoBaHHbIE KaHAJIbI
pacnpeneneHus. BepTukanbHas U rOpU30HTaIbHAs MAPKETUHIOBBIE CHCTEMBI.

40. Tunbsl KaHaNOB pacHpeAesieHus IO KOJUYECTBY MAPKETHHIOBBIX
nocpenuukoB. @opmyna oxBara pelHKA. THITBI TOProBRIX TO4YEeK HA pbiHkax B2C. Off-,
on-trade Touku, HoReCa.

41. MapkeTuHroBas JOrucTrKa (ToBapoBuxeHue). OyHKIUN MapKETUHTOBOM
JIOTUCTHUKH.

42. CocrtaBHble YacTU  KOMIUIEKCAa  MPOJBIXKEHHS  (MAapKETHHIOBBIX
KOMMYHUKa1uii). OcHOBHBIE (TJIaBHbIE U BTOPOCTENCHHBIE) U JOMOJHUTENbHBIE YaCTH
KOMIIJIEKCA COIJIaCHO KJIACCHYECKOMY cocTaBy. VMHTErpupoBaHHBIE MapKETHHIOBBIE
komMmyHukamuu. ATL, BTL, TTL peknama [3].

43. Crparermueckue  (aKTOpPBI,  ONPEACIAIONIME  COCTaB  KOMILIEKCA
MapKETUHTOBBIX KOMMYHUKAIHK (6 (GakTopoB).

44. OmnpeneneHue JUYHOM TpoAaxku. Buabl JIeITEIBHOCTH TOProBOIO

nepcoHaia. JTarbl MPoIecca MPOAAKH. DTallbl YIIPABICHUS TOPTOBBIM IIEPCOHATIOM.



45. HopMupoBaHU€ U KOHTPOJIb IEATEILHOCTH TOPrOBOTO MEPCOHANA.

46. OpraHu3alMOHHbBIE CTPYKTYPhI YIPABICHHUS TOPTOBBIM IIEPCOHATIOM.

47. Omnpenenenue peknambl. Pemienuss B oOnactu pekiambel. Cucrema
pekiiaMHOro  Bo3feHcTBUA.  ODddexkTuBHOCTH  peknambl.  Tpu  mokazarens
KOMMYHHKAITHOHHOM 3()(DEKTUBHOCTH PEKIIAMBI.

48. CpenctBa peknambl (ATL u BTL, CMU u ue CMN). Cocrag. /locTouncraa.
Henocratku. O0nacTb IpUMEHEHHUS.

49. Pexmamublii Orojpker. DakTOphl, BIHSAIONIME HA pa3MEP PEKIAMHOIO
Oromxera. MeToibl onpeieleHus BETMYUHbBI PEKJIAMHOTO O0JKETa.

50. CrumynupoBaHue cObITa. J(BOWCTBEHHBIH XapaKTep CTUMYIHUPOBAHHUS.
HanpaBnenust ctumynaupoBanusi. MeToibl CTUMYJIMPOBAaHUSI KOHEYHBIX MMOTpeOUTENEN.
Knaccudukanuss MeTosoB CTUMYJIHMPOBAHHUS KOHEUHBIX MOTpeduTeneld. MeToasl
CTUMYJIMPOBAHUS TOPTOBJIH U COOCTBEHHOI'O TOPrOBOIO MEPCOHAIA.

51. DddexTuBHOCT, CTUMYIMPOBAHUS Mpoaax. Tumbl konebaHuii 0ObEeMOB
IpoAaK MpU CTUMYJIMPOBAHUU. BI0/KeT Ha MepONpUsTHSI IO CTUMYIHpoBaHuto CocTa
3aTpaT Ha CTUMYJMPOBAHUE.

52.  OrmpeneneHue cBsizell ¢ OOMIECTBEHHOCTHIO. PONb M MECTO CBs3eM C
OOILIECTBEHHOCTBIO B JEATEILHOCTH (PUPMbL. BaKHOCTH CBsi3eil ¢ 0OIIECTBEHHOCTHIO
JUISL IPEANPUATUN Pa3InYHbIX BUAOB JAEATEIBHOCTH. MeTo/ibl BeACHUS JIEATEIbHOCTH

10 CBSI3SIM C OOIIECTBEHHOCTHIO.

JIuteparypa 1 HOATOTOBKHU:
1. Jlamb6en XK-XK. MenemkMeHT, OpueHTUPOBaHHbBIN Ha peIHOK / [1ep. ¢ anri. Ilox
pen. B.b. Konmuanosa. — CII6.: [Tutep, 2016. 720 c.
2. Kotler P., Armstrong G. Principles of Marketing. 17th. ed. Global Edition.
Pearson, 2017. 736 p



2.3. MHuUKpPOIKOHOMHKA
Templ (BOIpocCHI):
1. IlonaTHe anbTEpHATUBHBIX U3AEpkKeK. KpuBas npon3BOACTBEHHBIX

BO3MOKHOCTEH. 3aKOH YBCIMYCHUA AJIbTCPHATUBHBIX U3ICPIKCK.

2. O PexTUBHOCTD U IKOHOMUYECKHH pOCT. DKOHOMHUYECKast 3P PEKTUBHOCTD
nio [lapero.
3.  PeiHOuHBIH cnpoc u npemioxkeHue. lleHa u HeneHoBble (PaKTOpHI,

ONpPEAEISAIONIME CIIPOC U MpeJiokeHne. PrIHOUHOE paBHOBecUE. IHIMBUTyalbHbBIN U
PBIHOYHBIN CIIPOC.

4. I'ocynapcTBeHHOE peryivpoBaHue ieHooOpa3oBaHus. BinsiHue BBeeHUS
HaJIOroB, (JMKCUPOBAHHBIX LIEH U JIOTAMH Ha CIPOC U NpeioxkeHue. DPQPEeKTUBHOCTD
rOCYAapCTBEHHOT'O PETYIUPOBAHMSL.

5. [lonsiTue oOel u npenenpHoil noje3Hoctu. IlorpeduTtenbckuii BEIOOP U
CHpOC, paBHOBECHE MOTPeOUTENs (MPAaBUIO MAKCUMU3ALUU MTOJIE3HOCTH MOTPEOUTENS).

6. [lopsnkoBass (OpAMHAIMCTCKAsl) TEOpUSl MMOTPEOUTENBCKOIO BBIOOpA.
KpuBblie 6e3paznuursi 1 O01KEeTHOTO orpaHudeHus. ONTUMYyM MOTPeOUTEs.

7. BrnusHue u3MeHeHUs 1IeH Ha onTUMyM moTpeOutens. KpuBas “nena-
notpebsienne”. Kpusas cnpoca.

8. Dddexr moxoma. Kpusas “moxon-nmorpebnenue”. KpuBble DHrens s
pa3IuYHBIX BUJOB TOBAPOB.

9. DNacTUYHOCTh: MOHATUE W BUAbL, (GopMmyibl pacuera. CBs3b MEXIY
LIEHOBOM 3JIaCTUYHOCTBIO CIIPOCA U BBIPYUYKOM.

10.  IIpousBoacTBo U TEXHOJIOT L. @DakTopsl IIPOU3BO/ICTBA.
[IpousBoacTBennass ¢yHkuus. M3o0kBaHTel W ux cBoicTBa. llpenensHas HopMma
TEXHUYECKOTO 3aMelleHrs. Turbl N30KBaHT. PaBHOBECHE MPOU3BOINUTENS.

11. KparkocpouHbli W  #OATOCpOYHBIM mnepuod. DukcupoBaHHBIE U
nepeMeHHbIe (PaKTOPhI MPOU3BOJICTBA.

12.  Kpartkocpounass mnpou3BoicTBeHHas ¢yHkiua. OOmui, cpeaHuii u
npeesbHbIN MPOTYKT NEPEMEHHOT O dakropa. 3akoH YMEHBIIECHUS

IPOM3BOAUTENLHOCTH IIepeMeHHOro (haktopa. I'paduueckas nitocTpalys oCTPOSHUs



KPHUBBIX 00I11€T0, CPETHETO U MTPEACIIBHOI0 MPOAYKTa. DIaCTUYHOCTD BhITycka. CTaauu
1 (ha3wl KPATKOCPOYHOU MPOU3BOACTBEHHON GyHKIINU. 3MeHEeHe TPOU3BOACTBEHHOM
byHKIUH.

13.  Jonrocpounass mpousBojacTBeHHass (yHKuus. IddexT pocra macmTada
npou3BOACTBA. Buael >(pPexkToB W TNPUYMHBI WX TPOSBICHUS. JIACTUYHOCTH
3aMENICHUS.

14.  3arpatsl Ha Mpon3BOACTBO. CIOCOOBI U3MEPEHUS 3aTpaT Ha TPOU3BOJICTBO.
Bunbr npuObutm.

15. W3nepxku GupMbl B KPATKOCPOYHOM TIEPHOJIE U JOJTOCPOYHOM MEPUOIaX.
Buapl u mocTpoeHne KpUBBIX U3ACPKEK (PUPMBI B KPATKOCPOUHOM U JOJITOCPOUYHOM
nepuojiax. JKOHOMUS OT MacITada.

16. Munumuzamuss 3aTpaT Ha  nOpou3BoAcTBO. M3okocta.  YcnoBue
3 PEeKTUBHOTO MPOU3BOJCTBA C MHUHUMAJIBHBIMH 3aTpatamu. IlyTh pacumpeHus
MPEANPUATHS.

17. IloHATHE PHIHOYHOW CTPYKTYPBI U TUIIbI PHIHKOB. XapaKTEPUCTUKH TUIIOB
pbIHKOB. [IoHsTHE PRIHOYHOM BiIacTH. MICTOUHMKH PHIHOYHOW BJIACTH HA PA3HBIX THIAX
pbIHKOB. [loKa3arenn OLIEHKU CTENEHU KOHLIEHTPAUUHU pbIiHKAa. HIEKCHI MOHOIIOIBHOM
(ppIHOYHOI) BIaCTU (PUPMBL.

18.  PwiHOK coBepiieHHOM KOHKypeHIuu. KpatkocpouHoe paBHOBeCHE (DUPMBI.
Makcumuzanuss npuObUTd  (MUHUMU3AIMS ~ YOBITKOB) KOHKYPEHTHOW  (PUPMBEL.
VYObITOuHAsT pupmMa HA PHIHKE COBEPIICHHON KOHKYPEHUUU. Y CIIOBUE MPOJAOTIAKEHUS U
mpeKpamieHus: Mpou3BoAcTBa. KpuBas mpemiokeHUss KOHKYPEHTHOW (DUPMBI.
DNaCTUYHOCTh KPUBOM TmpemsiokeHus. DakTopbl, BIUAIOIMIME HA  MPEAJIOKEHHE
KOHKYPEHTHOU (PUPMBI.

19. JonrocpoyHoe paBHOBecHue (DUPMBI M OTpPACIM HA PHIHKE COBEPIICHHOMN
KOHKYpeHIMU. V31epKKU 0Tpaciii Ha TOATOCPOYHOM MEPUO/IE.

20.  DddexTUBHOCTH PHIHKA COBEPIICHHON KOHKYPECHITUH.

21. Mounononusi. bapbepsl Ha BXx0oA B OTpaciab. Buasl MOHOMOJIHIA.
MoHomnonsHOEe 1IeHOOOpa3oBaHWE B OTCYTCTBUM pEryJupoBaHus. MakcuMmuzanus

HpI/I6BIJ'II/I, MHWHHMMMH3al U Y6BITKOB. MoHOMoausT ¢ HECKOJIbKMMH 3aBOJaMMH.



EcrecTBeHHass MOHOMOJIHS.

22. PaBHOBecHE€ MOHOMNOJBHOM (UPMBI B JOJTOCPOYHOM IMepuone. OueHka
3¢ (HEeKTUBHOCTH MOHOTOJIBHOTO PHIHKA. Y1IIepO OT MOHOIIOJIHH.

23. lleHoBasi JUCKpUMHHALIUS HA MOHOMOJIBHBIX pbIHKAX (Tpu BUAA). LleHoBas
TUCKPUMHHALUA U 3PPEKTUBHOCTD.

24. Metoapl WU3MEPEHHs] MOHOMNOJBHOM CHIIBI (UPMBI U MOHOIOJIU3ALUU
oTpaciu. PerynupoBanue MOHOIIOJIBHOTO PBIHKA.

25. PbIHOK MOHONOJMCTHYECKOM KOHKYpEeHIMH. KOHKYpEeHTHBIE CTpareruu
¢upm. KpaTrkocpoyHoe U JOJTOCPOYHOE paBHOBECHE (UPMBI Ha  PbIHKE
MOHOIIOJUCTUYECKON KOHKYpeHIIMH. OueHka 3()eKTUBHOCTH PHIHKA.

26. PpIHOK onMronojuu. XapakTepUCTUKU pbIHKA H  ¢Gupmbl. [loHsTue
cTparerndyeckoro noseneHus. PaBHoBecne Homa. LleHBI Ha pBIHKE OJMIOIIOIMM.
Mopens tjoMaHoi kpuBo# cripoca. Monens Kypro (ayononust). Moaens beptpana.

27. Mojenn UEHOBOrO JUAEPCTBA B ONMronoymu. Mojenb  pbIHKa
JOMUHAHTHOU (pUPMBI.

28. Koonepuposannas onmurononus. CroBopsl. Kaprens.

29. PwiHOK (haKTOpPOB MPOM3BOACTBA. B3anmoseicTBre phIHKOB MPOJYKTOB U
(aKTOpOB MPOU3BOJICTBA.

30. PwiHOk Tpyna. Ilpennokenue Ha poiHKE Tpyna. DPQexTsl 3amenieHus u
0X0/a, 00yCIOBICHHBIC N3MEHEHUSIMU B 3apa00THOM TIJIaTe.

31. Cmopoc Ha pecypchl: OTpacieBOod W pbiHOYHBIM. CHpoc Ha pecypc B
KpPaTKOCPOYHOM U JIOJITOCPOYHOM Teprojax. DakTopsl, BIUAIONIKE HA CIPOC U 00beM
CIpoca Ha peCypcChl.

32. DKOHOMHYECKOE PABHOBECHE W YCJIOBUS €r0 JOCTHUXKEHHS. DIJIEMEHTHI
Mozenn oOuiero paBHoBecus. DakToOpbl, 0O0YCIOBIMBAIOLINE YCTaHOBJIEHHE OOIIETO
paBHOBECHSI.

33. Jluarpamma DmxoypTa. IdHEKTUBHOCTH B TOTPEOICHUN 1 OOMEHE.

34. PaBHOBecue MOTpeOUTENCH U MPONU3BOIUTENCH HA KOHKYPEHTHOM PBIHKE.

35.  DOddexktuBHOCTP UM 00lIEe HSKOHOMHYECKOE pPaBHOBECHE. Y CIOBHUE

onTUMU3aIMU pacnpeaeneHus pecypcon (o [Tapero).



36. OOmectBennple Oisara. Tunosorns oOmecTBeHHBIX Osnar. CBoiicTBa
obmectBeHHbix Onar. KpuBas cnpoca Ha oOmectBennble Omara. I[IpoGmema
«(ppupaiinepar.

37. IlpoBamel peiHKa. Baemmnwme >¢dekte, Knaccudukanus BHEIIHHX

s pexroB. OnTUManbHBIA 00EM MPOU3BOACTBA 0Jara ¢ y4eTOM BHEIIHUX 3(PPEKTOB.

JIuTepaTypa i OATOTOBKU:

1. MUKpOIKOHOMUKA : Y4eOHUK U MpakTUKyMm i By3oB / B. T. UBanos [u np.];
noa HayuHol pegakuueit B. T. FIBanoBa, A. A. CokonoBckoro. Mocksa : M3narenbcTBo
Opaiit, 2021. 440 c.

2. JleBuna, E. A. MUKpPOPKOHOMUKA : Y4EOHUK U MPAKTUKYM JJIsi BY30B /
E. A. JleBuna, E. B. IlokatoBuu. Mocksa : M3narensctBo IOpaiit, 2021. 673 c.

3. MukposkoHOMHUKA: TpakThyeckuil moaxos (Managerial Economics): YueOHuk
/ Ilox pen. A.T'. I'psiznoBoii u A.FO. FOmxanosa. M.: KHOPYC, 2017. 688 c.

4. Baye Michael R., Prince Jeffery T. Managerial Economics and Business

Strategy 9th ed. McGraw-Hill, 2016. 576 p.



3. KPUTEPUU OHUEHUBAHUSA BCTYIIUTEJIBHOI'O UCTIBITAHUSA
MEXIUCHUIIIMHAPHOI'O DK3AMEHA) B MATUCTPATYPY
1O HAITPABJIEHUIO 38.04.02 <MEHE/KMEHT»

TecT npencraBnseT cob6oit HAOOP TECTOBBIX 3aJITaHUN, OTPAKAFOIINA BOTIPOCHI TIO
OCHOBHBIM pa3jiefiaM TpeX AUCIUIUIMH, pe/IcTaBlIeHHbIX B [I[porpaMMe BCTYyNHUTENbHBIX
HCTIBITAaHUW B MarucTparypy 1o HanpasiieHuio 38.04.02 « MeHeKMEeHT»:

— MenemxmenT (610K 1).

- Mapxketunr (070K 2).

— MukposkoHomuka (010K 3).

TecToBble 3amaHus BBITIONHIIOTCA 0€3 UCIOJIB30BAHUS BCIIOMOTATEIbHBIX

y‘{e6HBIX MaTcpraJIoB, B IMCbMCHHOM BH/IC.

Tunsl TeCTOBBIX 3aJaHUM

[lo cnocoOy oTBeTa TECTOBBIE 3aJaHHSI MOTYT OBITH CIEAYIOIIMX OCHOBHBIX
THUIIOB:

— 3aKpBIThIE TECThl C OJHUM MPABUIBLHBIM OTBETOM, B KOTOPBIX HEOOXOIUMO
BBIOpaTh U3 MPEJIOKEHHBIX BAPUAHTOB TOJILKO OJIMH MPABUILHBIN OTBET;

— 3aKpBIThIE TECTHI C JABYMsI U OoJiee TPABWIHHBIMH OTBETAMH, B KOTOPBIX U3
MPEJIOKEHHBIX BApUAHTOB HEOOXOJUMO OTMETUTh HE MEHEE JIBYX MPaBUIbHBIX
OTBETOB;

— OTKPBITBIE TECThI, B KOTOPHIX OTCYTCTBYIOT BapHaHThl MPABUIbHBIX OTBETOB,
aOUTYPUEHT OJDKEH JIaTh €IMHCTBEHHO MPABWIBHBIA OTBET CAMOCTOSATEIBHO.

TecToBbIE BOIIPOCHI MOJPaA3ICIATCS Ha TpH OJI0KA.

Baok 1. Iucuuniauaa «MeHeaKMEHT.

KosnmdecTBo TeCcTOBBIX BONIPOCOB — 10, B TOM unce:
—  3aKpBIThIE TECTOBBIC 3aJIaHUS — §;
—  OTKpBITBIE 3aJjaHUs] — 2.

Baok 2. lucuuminaa « MapKkeTuHI».



KosnmdecTBo T€CTOBBIX BOPOCOB — 10, B TOM UncCIe:

—  3aKpbIThIE TECTOBBIC 3aJaHUS — §;

—  3axpvimvie mecmosvie 3a0anusi 1 yposus cnooxcnocmu — 4,
—  3axpvimvie mecmosvie 3a0anusi Il yposns cnoscnocmu — 4

- OTKPBITBIC 3aJaHHUA — 2.

baok 3. Jucuuminaa « MUKpPOIKOHOMUKA.
KosmmdecTBO TeCTOBBIX BOIIPOCOB — 10, B TOM uncie:
—  3aKpBIThIC TECTOBBIC 3aJIaHUS — §, B TOM UHUCJIE:
—  3axpvimvie mecmosvie 3a0anusi 1 yposus cnosxcnocmu — 4,
—  3axpvimvie mecmosvie 3a0anus Il yposns cnoscnocmu — 4

- OTKPBITBIC 3aJaHHA — 2.

Kpurtepun onennBanus
biaok 1 (MeHeaKMeHT) 3a Ka)KJ10€ MPABUILHO PEUICHHOE 3aKPbITOE TECTOBOE
3aJjaHHe ¢ OJAHMM IIPABWJIBHBIM OTBETOM IpHCBauBaercs 2 0ajuia. Eciiv B 3aKpbITOM
TECTOBOM 3aJJaHMU € ABYMs M 0o0Jiee NPABUJIbHBIMU OTBETAMH aOUTYPUEHT OTMETHUIT
HE BCE BEPHBIE BAPUAHTHI OTBETOB - 3@ TECTOBOE 3aJjaHue pucBauBaercs 1 6aJw.
Bbaok 2 (MapkeTHHI) NpaBUJILHBINA 0TBET HA 3AKPbITHIN BONPOC:
I ypoBens crnoxkHocty — 2 0aJjuia.
IT ypoBeHb ciioxHOCTH — 3 DaJiia.
baok 3 (MUKpPOIKOHOMHMKA) NPABWIbHBIA OTBET HA 3aKPbIThI BONPOC:
I ypoBeHb CiioXkHOCTH — 2 OaJia.
IT ypoBens ciioxHOCcTH — 3 OaJa.
3a KaX/10€ MPaBUJIHLHO PEIICHHOE OTKPBITOE 3aJaHHe PHUCBANBACTCS:
biok 1 (MenemxxMeHT) — 5 6aJL10B.
bnok 2 (Mapketunr) — 8 6a/110B.
bnok 3 (MukposkoHOMEUKa) — 9 6aL10B.

Oo6mas cymma 6aioB — 100 6ansios.



Eciu B OTKpBITOM Te€CTE, HECMOTPSI HAa TIPUBEJCHHBIN a0OMTYPUEHTOM aJITOPUTM
peIIeHUs, OTCYTCTBYEeT OKOHYATEIbHBIM M €IWHCTBEHHO BEPHBIM OTBET — OajuIbl 3a
TECTOBOE 33aJ]JaHHE HE MPUCBAMBAIOTCH.

OTMETKH O TpaBWIBHBIX BapHaHTaXx OTBETOB JENAIOTCA aOUTypHUEHTOM
pa300puuBoO.

Hepasz0opunBbic OTBETHI HE OILICHUBAIOTCS.

Ecnu B TeCTOBOM 3a/1aHUM BCE BAPHAHTHI OTBETOB OTMEUCHBI KaK BEPHBIC —

OaJIJIBI 32 TECTOBOE 3aIaHHUC HC ITPHUCBANBAIOTCA



4. TIPUMEP TECTOBOI'O 3AJJAHUA

Cankr-IlerepOoyprckuii mosmmrexnudeckuid yaupepcuret Ilerpa Besmkoro

I/IHCTI/ITYT MNPOMBIINIJICHHOI'0 MEHE/I’KMECHTA, JKOHOMUKH H TOProBJin

YTBEPXJIAIO
PykoBoautens Ol

H.C. JIykameBuu

« » 2023 r.

BCTYIIUTEJBHOE UCIIBITAHHUE

10 HANIPABJCHHUIO IIOATOTOBKH /06p33OBaTeHLHOﬁ nporpamMmme

38.04.02 «MeHexKMeHT»

Koo u naumenosanue nanpagienus nodzomosku / 06pazoeamenbHoll npocpammbl

If an existing product has to grow in an existing market, what should be the
strategy:

A. None of these

B.  Product development

C. Market penetration

D. Market development

When demand for a product is , an increase or decrease in the price of a
product will not significantly affect demand for the product.
A. derived

B. inelastic
C. responsive
D. elastic

The cost function of the company is TS = Q? - Q + 3, where Q is production
volume. The market price for the company's product is 7 units. Calculate production
volume, which maximizes the profit of the company.

Q=4



The profit maximization condition for a firm in a market with monopolistic
competition is the following (MR is marginal revenue, MC is marginal cost, P is
price, ATC is average total cost, TR is total revenue):

A.MR=MC

B.MC=P

C.MR=ATC

D.TR to be maximum

Calculate the average fixed cost (AFC), for a level of production Q = 20,
knowing that the total cost function is TC = 200 + 3Q +2Q?

A. 1060

B. 200

C. 20

D. 10

Which one of the following is a key to build lasting relationships with
consumers?

A. Price of the product

B. Need recognition

C. Customer satisfaction
D. Quality of product
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1. SUBJECTS INCLUDED IN THE INTERDISCIPLINARY EXAM

PROGRAM
1.1. Management.
1.2. Marketing.
1.3. Microeconomics.
2. CONTENT OF SUBJECTS

2.1. Management

Topics (questions):

1. Management development history. Management schools.

2. Objective conditions for management as an independent type of activity.
Management functions and objectives.

3. Management development in Russia.

4. Contemporary areas and concepts of management development (end of the
20th century - beginning of the 21st century).

5. Management as an information process, management subject and object,
management function.

6. Internal and external environment of an enterprise.

7. Key management principles. System principles of enterprise management.

8. Social and economic (organizational) management.

9. Policy of an enterprise. Management pyramid.

10. Organizational culture of an enterprise.

11. Integration processes in management. Effectiveness of integration and
diversification processes.

12. Modelling of management cases and management decision-making.

13. Typical models of problem solving process.

14. Problem identification and analysis. Implementation of managerial
decisions.

15. Distribution of resources. Graphical method.

16. The mathematical formulation of batch calculation in case of uncertainty
(taking into account the price / without taking into account the price).

17. Risk assessment during management decision-making. Risk division.
Branch-and-bound approach.

18. Expert methods to develop managerial decisions. Ranking.

19. Ranking of an enterprise, ranking of a country. System of indicators.

20. Strategic planning. Development of strategies for an enterprise. Types of
development strategies.

21. Types of plan in management. Planning principles. Planning quality
assessment.

22. Types of planning strategies (discrete, residual, sliding, recurrent, zonal,
mixed).



23. Power division according to management levels. Collective management
bodies.

24. Organizational enterprise management structures (advantages and
disadvantages). Principles and methods of building organizational enterprise
management structures.

25. Motivation of activity in management.

26. Content theories of motivation ( of A. Maslow, C. Alderfer, D. McClelland,
F. Herzberg, D. McGregor).

27. Process theories of motivation (V. Vroom's expectancy theory, D. Porter
and E. Lawler's theory of motivation).

28. Regulation and control in management system. Control forms and stages.
Controlling and its objectives.

29. Definition of work order (one workplace).

30. Quality management. Lean production. Loss reduction.

31. Group dynamics and leadership in management system.

32. Groups as management objects.

33. Peculiar features of informal group management: the formation causes,
characteristic features, management principles.

34. Approaches to leadership. Situational models in leadership theory.

35.Human management and group management.

36. General personnel management principles. Personnel management
organization. System of objectives.

37. Material and immaterial division of labor.

38. Formalized personnel certification.

39. Leadership: power and partnership. Types of power. Authority delegation:
advantages and disadvantages. Delegation levels.

40.Management conflicts. Causes, sources and types of conflicts.

41. Structure and stages of conflict development.

42. Ways and ethics of conflict resolution.

43. Stress in management process.

44. Management style and efficiency factors.

45. Management style. Formation of the image of the head of an enterprise.

46. Evaluation of a manager's performance.

Study Literature:

1. Eropmun, Anexcanap I[lerpoBuu. CTparerndeckuii MEHEIKMEHT: YYCOHHK
JUIslL CTYJIEHTOB BY30B, OOYyYalOIIUXCS IO HampaBieHUsIM «MeHemKMEeHT» u
«Yupasnenue nepconagom» / A. I1. Eropmun, U. B. I'ycekoBa. 2-e u3n., nepepao.
u gon. Mocka: MH®PA-M, 2018. 290 c.

2. IletpoB, A.H. MenemxmenT B 2 4. Yacte 1. : yueOHUMK IJisi BY30B /
A. H. IlerpoB ; otBerctBeHHbI penaktop A. H.IlerpoB. 2-¢ wu3n.,, uchnp. u
nom. Mocksa : M3gatensctBo FOpaiit, 2021. 349 c.



3. MenemxmenT B 2 4. YacTp 2. : yueOHuK 111 By30B / A. H. TletpoB [u ap.] ;
oTBeTCTBeHHBbIN penakTop A. H.IlerpoB. 2-¢ wu3a., ucnp. u gom. Mocksa :
N3parensctBo FOpaiit, 2021. 299 c.

4. Daft Richard L. Management 9th ed. Cengage Learning, 2009. 704 p.

2.2. Marketing

Topics (questions):

1. The notion of marketing. Marketing concepts, areas and models. Marketing
mix model ("4P").

2. Strategic and operational marketing according to J.-J. Lambin.

3. External and internal marketing environment. Micro and macro
environment. Marketing audit. SWOT Analysis.

4. Development of marketing forms: production, commodity, sales, direct,
holistic marketing: socially oriented, internal, integrated "4P" and "4C", relationship
marketing

5. The concept of performance marketing: consumer capital, brand equity,
socially responsible marketing.

6. Definition of a market. Demand, supply, price. Market types. Shift of supply
and demand curves due to the influence of non-price factors. Geographical and
commodity markets. Market capacity. Market share. Formulae to calculate market
share.

7. Extensive and intensive ways to increase market share. The simplest
formula to calculate market capacity for consumer goods. Methods to forecast
market capacity.

8. Market as a set of heterogeneous buyers. Market segmentation. Areas of
B2C and B2B market segmentation. Target market. Market window. Market niche.
Optimal segment.

9. Differentiation. Areas of differentiation. Positioning. Definitions. Price
quality matrix. Positioning options offered by E. Rice and J. Trout. Marketing types
according to segmentation.

10. Competitiveness. Competitiveness of a company and a product. Definitions.
Competitive advantages. Strategic indicators of the competitiveness of a company
as a whole and areas for its evaluation. Key competences. Strategic and operational
strategic advantage.

11.Competitiveness forces according to M. Porter. Strategic areas of
competitiveness according to M. Porter.

12. Strategic decisions in marketing. Diversification. I. Ansoff's Product-
Market matrix. Types of industries.

13. Market subject categories. Consumer market and industrial commodity
market (B2C u B2B). Principles of marketing with respect to the consumer (buyer).

14. A model of factors that affect consumer behavior in the B2C market
according to F. Kotler.

15. Cultural factors that determine the behavior of buyers in the consumer
market according to F. Kotler. Culture, values, subcultures. Social factors that
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determine the behavior of buyers in the consumer market.

16.Personal factors that determine the behavior of buyers in the consumer
market according to F. Kotler. Stages of the family life cycle.

17.Psychological factors that determine the behavior of buyers in the consumer
market according to F. Kotler. A. Maslow's hierarchy of needs. The "perception-
assimilation- belief-attitude" model.

18. Psychographics and lifestyle models. VALS2 model.

19. Types of consumer enterprises. Types of purchases on behalf of enterprises.
Features of decisions for various types of purchases. Utilized horizontal and vertical
sales for enterprise buyers. The purchasing center at the enterprise. Participants of
the purchasing process.

20.A model of factors that affect the behavior of buyers on behalf of
enterprises. Decision-making process related to purchasing.

21.Marketing consumer studies. Types of marketing studies. The subject of
marketing studies. The scheme of stages of marketing consumer studies (basic stages
and sub-stages).

22. Aims of marketing studies. Types of aims. Requirements for aims. Analysis
of internal reports, external sources and external conditions during aim setting. Study
plan. General population and sample. Communication methods. Questionnaire for
data gathering. Types of questions.

23. Definition of goods. Goods and services. Classification of services. Two-
way marketing in services. Three layers of goods. Classification of goods (basic and
complementary).

24.Brand. Dual essence of brands: brand for manufacturer (seller) and brand
for buyer (consumer). T. Gad's 4D Branding model.

25.Brand name. Brandmark. Logo. Trademark. Definitions of brand.

26.Brand policies. Examples of companies that use various brand policies.
Advantages and disadvantages of various brand policies.

27.Packaging. Three layers of packaging. Service support.

28.Commercial variety of goods and nomenclature. Features of the variety of
goods and nomenclature. Analysis of the variety of goods. The notion of business
portfolio.

29.Strategic business element. BCG matrix for strategic analysis. ABC
analysis. Seasonality.

30. Life cycle of goods. Stages of the life cycle of goods. Features of the stages
of the life cycle of goods. Variety of curves of the life cycle of goods. Stages of
development of new goods.

31.Competitiveness of goods. Single comparative indicators of
competitiveness or quality of products. Integral (complex) additive indicator of
product competitiveness or quality.

32. Definition of a price. Stages of pricing. Pricing strategies. Pricing aims and
objectives. Examples of aims.

33. Elasticity of demand depending on the price. Formula of interval elasticity
and elasticity at the upper limit. Elasticity types.

34.Interrelation of proceeds amounts and elasticity. Ranges of prices and the
6



role of the seller.

35.Cost price. Fixed and variable costs. Proceeds. Profit. Break-even point.
Profit target. Target sales volume in kind at a known price and target profit.
Determination of cost-based prices on the basis of the target profit and a known
volume of sales in kind.

36. Profitability of cost and profitability of sales. Optimal price in case of elastic
demand.

37.Competitiveness types from the point of view of a number of sellers,
differentiation and product quality, price levels. Interrelationship of market share
and the amount of profit.

38. Possible pricing model. Pricing methods classification. Cost methods.
Positioning-based (competitiveness) methods. Consumer behavior study-based
methods. Mixed pricing methods. Final pricing.

39.The structure of consumer goods and industrial commodity distribution
channels. Hybrid distribution channels. Vertical and horizontal marketing systems.

40.Types of distribution channels according to a number of marketing
mediators. Market coverage formula. Types of sales outlets at B2C markets. Off-,
on-trade outlets, HoReCa.

41.Marketing logistics (commodity movement). Functions of marketing
logistics.

42.Components of the promotion (marketing communications) complex. Basic
(main and secondary) and complementary parts of the complex according to the
classic composition. Integrated marketing communications. ATL, BTL, TTL
advertising.

43.Strategic factors that determine the composition of the marketing
communications complex (6 factors).

44. Definition of personal sale. Types of activities of sales force. Sale process
stages. Sales force management stages.

45.Rating and control of sales force activities.

46.Organizational structures of sales force management.

47.Definition of an advertisement. Advertising-related decisions. Advertising
influence system. Advertising effectiveness. Three indicators of communicative
advertising effectiveness.

48.Means of advertising (ATL and BTL, mass media and non-mass media).
Composition. Advantages. Disadvantages. The scope of application.

49. Advertising budget. Factors that affect the amount of the advertising budget.
Methods to define the amount of the advertising budget.

50.Sales promotion. Dual nature of promotion. Promotion areas. Promotion
methods aimed at end consumers. Promotion methods aimed at end consumers
classification. Sales promotion and the company's own sales force incentive
methods.

51. Effectiveness of sales promotion. Types of fluctuations in sales volumes
during promotion. Budget for promotion and incentive measures. Composition of
promotion costs.

52. Definition of public relations. Role and position of public relations in the
.



company. Importance of public relations for enterprises of various types of activity.
Methods of conducting public relations activities.

Study Literature:

1. Jlam6en XK-)K. MenemxmMeHT, OpueHTHPOBaHHBIN Ha pbIHOK / Ilep. ¢ aHrm.
[Tox pen. B.b. Komuanosa. — CII6.: ITutep, 2016. 720 c.

2. Kotler P., Armstrong G. Principles of Marketing. 17th. ed. Global Edition.
Pearson, 2017. 736 p

2.3. Microeconomics

Topics (questions):

1. The notion of opportunity costs. Production-possibility curve. Law of
increasing opportunity costs.

2. Efficiency and economic growth. Pareto efficiency.

3. Market supply and demand. Price and non-price factors that determine
supply and demand. Market equilibrium. Individual and market demand.

4, State pricing regulations. Introduction of taxes, fixed priced and
subsidies for supply and demand. Effectiveness of state regulations.

5. The notion of general and marginal utility. Consumer choice and
demand, consumer equilibrium (the rule for maximizing utility of the consumer).

6. Ordinal theory of consumer choice. Curves of indifference and budget
restrictions. Consumer optimum.

7. The influence of changes in prices on consumer optimum. Price-
Consumption curve. Demand curve.

8. Income effect. Income-Consumption curve. Engel curves for various
types of goods.

0. Elasticity: concept and types, calculation formulae. The relationship

between the price elasticity of demand and proceeds.

10.  Production and technology. Production factors. Production function.
Isoquants and their properties. Marginal rate of technical substitution. Isoquants
types. Manufacturer equilibrium.

11.  Short-term and long-term period. Fixed and variable production factors.

12.  Short-term production function. Total, average and marginal products
of the variable factor. Law of diminishing marginal productivity of the variable
factor. Graphical illustration of curves of total, average and marginal products.
Output elasticity. Stages and phases of the short-term production function. Change
of production function.

13.  Long-term production function. The effect of production scale growth.
Types of effects and their causes. Elasticity of substitution.

14.  Production expenses. Ways to measure production expenses. Types of
profits.

15.  Short-term and long-term costs of the company. Types and construction
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of the company's short-term and long-term costs curves. Saving because of the scale.

16. Minimization of production costs. Isocost. Condition for efficient
production with minimum costs. Ways to expand the enterprise.

17. The notion of market structure and market types. Features of market
types. The notion of market power. Sources of market power of various markets.
Indicators of the assessment of market concentration degree. Indices of monopoly
(market) power of the company.

18. Market of perfect competitiveness. Short-term equilibrium of the
company. Profit maximization (loss minimization) of a competitive company.
Unprofitable company at the market of perfect competitiveness. Condition of
continuation and suspension of production. Supply curve of a competitive company.
Elasticity of supply curve. Factors that affect supply of a competitive company.

19. Long-term equilibrium of the company and industries at the marker of
perfect competitiveness. Long-term industrial costs.

20. Effectiveness of the marker of perfect competitiveness.

21. Monopoly. Barriers to entry to the industry. Monopoly types.
Monopoly pricing in case there is no regulation. Profit maximization, loss
minimization. Monopoly with several factories. Natural monopoly.

22. Long-term equilibrium of a monopoly company. Efficiency assessment
of monopolistic market. Damage caused by monopoly.

23. Price discrimination at monopolistic markets (three types). Price
discrimination and effectiveness.

24.  Methods to measure monopoly force of a company and monopolization
of the industry. Regulation of monopolistic market.

25. Market of monopolistic competitiveness. Competitiveness strategies of
companies. Short-term and long-term equilibrium of the company at the market of
monopolistic competitiveness. Assessment of market efficiency.

26. Oligopoly market. Feature of the market and companies. The notion of
strategic behavior. Nash equilibrium. Price at the oligopoly market. Kinked demand
curve. Cournot competition model (duopoly). Bertrand model.

27. Models of price leadership in oligopoly. Model of market of a dominant
company.

28.  Cooperative oligopoly. Collusions. Cartel.

29. Market of production factors. Interaction of markets of products and
production factors.

30. Labor market. Supply at labor market. Substitution and income effects
conditioned by changes in wages.

31. Resources demand: industrial and market. Short-term and long-term
resources demand. Factors that affect demand and volume of demand for resources.

32.  Economic equilibrium and the conditions for it. Elements of general
equilibrium model. Factors that condition achievement of general equilibrium.

33. Edgeworth's box. Effectiveness in consumption and exchange.

34.  Equilibrium of consumers and manufacturers at a competitive market.

35.  Effectiveness and general economic equilibrium. Condition for

optimizing resource distribution (according to Pareto).
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36. Public goods. Types of public goods. Properties of public goods.
Demand for public goods curve.

37. Market failure. External effects. Classification of external effects.
Optimal goods production volume taking into account external factors.

Study Literature:

1. MukposkoHOMHKA : YUeOHUK W TpakTUKyM Juis By30B/ B. T. BanoB [u
np.]; mox HaywyHoil penakmued B. T. MBanoBa, A. A. CoxonoBckoro. Mockaa :
N3natensctBo FOpaiit, 2021. 440 c.

2. Jlesuna, E. A. MUKpO3KOHOMHUKA : YYEOHHK M TPAKTUKYM IS BY30B /
E. A. JleBuna, E. B. IlokatoBuu. Mocksa : M3narensctBo FOpaiit, 2021. 673 c.

3. MukposkoHOMHKA: mMpakThueckuid moaxoa (Managerial Economics):
VYuebnuk / Ilog pen. A.I'. I'pszroBoit u A.JO. FOnanosa. M.: KHOPYC, 2017. 688
C.

4. Baye Michael R., Prince Jeffery T. Managerial Economics and Business
Strategy 9th ed. McGraw-Hill, 2016. 576 p.
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3. CRITERIA FOR EVALUATING THE ENTRANCE TEST
(INTERDISCIPLINARY EXAMINATION) FOR MASTER'S PROGRAM
IN DIRECTION 38.04.02 “MANAGEMENT”

The test is a set of test tasks reflecting questions on the main sections of three
disciplines presented in the Program of entrance examinations to the master's
program in the direction of 38.04.02 “Management”:

—Management (block 1).

—Marketing (block 2).

—Microeconomics (block 3).

Test tasks are completed without the use of auxiliary educational materials, in
written form.

Types of test items

According to the method of answering, test tasks can be of the following main
types:

— closed tests with one correct answer, in which you need to choose only one
correct answer from the proposed options;

— closed tests with two or more correct answers, in which at least two correct
answers must be marked from the proposed options;

— open tests in which there are no correct answer options; the applicant must
give the only correct answer independently.

Test questions will be divided into three blocks.
Block 1. Discipline “Management”.
Number of test questions — 10, including:

— closed test tasks — 8;

— open tasks — 2.

Block 2. Discipline “Marketing”.

Number of test questions — 10, including:

— closed test tasks — 8;

— closed test tasks of level I complexity — 4;
— closed test tasks of level 11 complexity — 4;
— open tasks — 2.

Block 3. Discipline “Microeconomics”.
Number of test questions — 10, including:

— closed test tasks — 8, including:

— closed test tasks of level I complexity — 4;
— closed test tasks of level 1l complexity — 4;
— open tasks — 2.

Evaluation criteria
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Block 1 (Management) for each correctly solved closed test task with one
correct answer, 2 points are assigned. If in a closed test task with two or more correct
answers the applicant did not mark all correct answer options, 1 point is assigned for
the test task.

Block 2 (Marketing) correct answer to a closed question:

I level of difficulty — 2 points.

IT level of difficulty — 3 points.

Unit 3 (Microeconomics) correct answer to a closed question:

I level of difficulty — 2 points.

IT level of difficulty — 3 points.

For each correctly solved open task, you are awarded:

Block 1 (Management) — 5 points.

Block 2 (Marketing) — 8 points.

Block 3 (Microeconomics) — 9 points.

The total score is 100 points.

If in an open test, despite the solution algorithm provided by the applicant, there
1s no final and only correct answer, no points are awarded for the test task.

Notes on the correct answer options are made legibly by the applicant.

Illegible answers will not be scored.

If all answer options in a test task are marked as correct, no points are awarded
for the test task.
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4. EXAMPLE OF THE INTERDISCIPLINARY EXAM

Peter the Great St. Petersburg Polytechnic University
Institute of Industrial Management, Economics and Trade

APPROVED
Supervisor of the Educational Program

Lukashevich N.S.
« » 2023

INTERDISCIPLINARY EXAM

field of study / educational program

38.04.02_30  PasButue  MeXAyHapoAHOro  Ou3zHeca  (MeXAyHapoJHAs
oOpa3zoBarenpHas mnporpamma) / International Business Development
(International Educational Program)

Code and name of the field of study / educational program

QUESTIONS

If an existing product has to grow in an existing market, what should be the
strategy:

A. None of these

B.  Product development

C. Market penetration

D. Market development

When demand for a product is , an increase or decrease in the price of a
product will not significantly affect demand for the product.
A. derived

B. inelastic
C. responsive
D. elastic

The cost function of the company is TS = Q? - Q + 3, where Q is production
volume. The market price for the company's product is 7 units. Calculate production
volume, which maximizes the profit of the company.

Q=4
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The profit maximization condition for a firm in a market with monopolistic
competition is the following (MR is marginal revenue, MC is marginal cost, P is
price, ATC is average total cost, TR is total revenue):

A.MR=MC

B.MC=P

C.MR=ATC

D.TR to be maximum

Calculate the average fixed cost (AFC), for a level of production Q = 20,
knowing that the total cost function is TC = 200 + 3Q +2Q?

A. 1060

B. 200

C. 20

D. 10

Which one of the following is a key to build lasting relationships with
consumers?

A. Price of the product

B. Need recognition

C. Customer satisfaction
D. Quality of product

14



