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Kartanor anextuenbix gucumnnmx O «7M04105-MapxetnHr »/ BEB «7M04105-MapkeTuHr » Tangay naHaepitiy kaTanorey

Catalog of elective disciplines of the EP «7M04

105 - Marketing»

Ha 2022 r.n.
Koa npepexaunaural
Koo amcumnnmuHsy uTkI ECTS/ -
Ne | TMeHHIK kogLi/ Ha3sanue aucunnamne Monnin araysi/ EK:;: KpeauTTep/ Mpepexsuaurrin Onwucanmne gucuMnnuns MNauKiy cHnaTramacoy Description of the discipline
Code of discipline Hame ol disciine ECTS credits FoRRH Code of
prerequisite
1 cemectp
SM 2089 MapkeTuHrossie uccnegosaxus AvcuyunnrHa nossonser W3YYMUTh NONHBIA Mo mapkeTHHMIK 3epTTeynepiiH ToNbIK UAkneH | The discipline allows you to study the full
(NpoaBMHyTEIR Kypc)! MapKeTHHTiK UMK MapKeTHHIOBbIX MCCNea0BaHMA; OT 3epTTeyre MymKiHaiKk Gepegi: sepTTeyaiy cycle of marketing research: from
sepTreynep (xeTingipinrex kypc)/ Marketing onpeaeneHns yenei n macwrabos MaKCaTTapel MeH aykeIMLIH avbikTayaan Gacran determining the goals anc scope of
research (advanced course) MCCNeA0BaHUA A0 NPAKTUKMA NPOBEAEHWUA; HYPrizy Texipubecive gediH; 3epTTeynepdiy research to the practice of conducting;
BbIGUPATL KOMMYECTBEHHBIE W KAYeCTBEHHbIE CaHiblK xaHe canansik a4icTepiH XeHe onapawH |choose quantitative and qualitative
METOAb! UCCNE0BaHI U X OTNHYMTENLHLIE |epekLle epexiwenikTepid TaHaay; onapasiy 6ac research methods and their distinctive
1 5 0COBEHHOCTY, NNaHnMpoBaTe M OMPEAeNATE  DIMBIHTBIFBIHBIY ipiKTeyiH xocnapnay xaHe features; plan and determine a sample of
8bI50pPKY MX reHepansHow COBOKYNHOCTH; aHLIKTaY, MApPKETUHITIK 3epTTeynepai Kyprisy their General population; distinguish
panu4aTh MeToAb! NpoBes eHnA 8/ICTEPIH 2XBIPATY XSHE ONapabl MaKcaTs| methods of conducting marketing
MADKETUHMOBLIX HCCNEAO0BaHKA W NPMMEHATE |BoRsHWa KonaaHy. research and apply them for their
MX MO HA3HAYEHMIO. intended purpose,
SM 2100 [w3ais mapkeTHHrossx npoexToal AucymnnuKa nozeonaet chopMMpoBaTE Maw ep Typni KelameT cananaps! yWwiH koiibinFal | The discipline allows you to develop
Mapkeruurtiv xobanap ansaitHsl DCesign of NPaKTUYECKWE HABLIKK COINAHWA M |MaKCaTTapALl ECKEPE OTLIPHIN, MADKETHUHITIK practical skills in creating and
marketing projects peanusaunu MapKeTWHroBOro npoexTa ¢ koGaHb Kypy mekHe xysere BchipYAbiH implementing a marketing project with the
YHETOM NOCTABNEHHEIX Uened ANA pasHsix  |TexipuGenik AafAbINapsiH KankinTacTeipyra goals set for different areas of activity;
chep LeATENLHOCTH; MHTErpUpoBaTsH MymKiHgik Gepegi: KoAbInFaH MiHaETTEPAI ecrepe integrate specifications and briefings with
2 5 cneyupukayun u 6puds © yyeTom OTeIpBIN, CneunduKkaumsnap Med Gpudusrrepgi the goals set; synthesize the algorithm for
NOCTaBNeHHbIX 331aY; CUHTE3npoBaTL WHTErpaymAnayra; MapkeTuHrmic xoSanapgsi organizing and conducting marketing
ANropuTM OpraHM3alyn U NpoeeeHns YAbIMAACTLIPY MaHe xypriay anropuTMiH projects.
MapKeTHHIOBLIX NPOEKTD., CvHTe3geyre mymkiHaik Gepegi.
SM 2101 MHTErpupoBaHHbIe MaPKETUHIOBbIE [Avcuunnuka Hayenewa ua nonyyetne lMeH marucTpanTTapakiH GipikTipinren The discipline is aimed at obtaining
komMMyHukaLmw/ BipikTipinreH mapxeTtuHrTik MaruCTpaHTaMq IHaHWA W HaBLIKOB NO MapKETUHITIK KOMMYHUKaUMANap BodbiHwa Gimim knowledge and skills on integrated
KoMmyHukayuanap/ Integrated marketing MHTEIPUPOBAHHLIM MAPKETHHIOBLIM MEH Aafabinapasl anyra xaHe onapasi marketing communications and their
communication KOMMYHHUKSLMAM ¥ UX NPUMEHEHNUS B KOMMNaHWAHBIH NPAKTUKANLIK KbISMETiHAE application in the practical activities of the
NPaKTHYECKOR JEATENBHOCT KOMIMEHIM. ronganyra GareirranraH. Mex GipikTipinren company. The discipline allows you to
OucuymnnuHa nossonsier 0606WaTE 3HaHNA 1 |MAPKETUHITIK KOMMYHUKaLUWANap SodsiHwa generalize knowledge and skills on
HaBbLIKK N0 MHTEMPMPOBAHHLIM Binimgep mew ABfAbiNapabl XMUHAKTAYFE XKoHe integrated marketing communications
| MADKETHHIOBLIM KOMMYHUKALIMAM W KX Onapabl KOMNAHWAHBIM NPaKTUKANLIK KeiaMeTiHae |and their application in the practice of the
NPUMEHEHNUA B NPAKTMYECKOA ASATENLHOCTH ¥onaauyra mymkinaik Gepeai; GipikTipinres company, develcp a strategy for
3 5 KoMnaHwwk, paspabarsieaTs cTpatermio luapnemurriu KOMMYHUKAUWANAPAbIH, integrated marketing communications:

MK,

MHTErPUPOBAHHLIX MAPKETUHIOBLIX
KOMMYHWK3LMIA, CUHTE3WPOBATL KOHLIENLMIO
WHTENPUPOBAHHBIX MAPKETUHIOBbIX
KOMMyHUKaLuiA (MMK), oyesusaTs atanst
NPUHATHA PELLIEHHS O NOKYTIKE Ha AenosoM
PbIHKE, ONPEAENATL OLEHKY 3ChheKTHBHOCTH

cTpaTervAckiH ssipneyre; GipikTipinrex

| MBPKETHHITIK KOMMyHUKaLMANEpALIH (EMK)
TYHbIPEIMAGMACHIH CUHTe3aeyre; iCKepnik
HapbIKTa CaTLIN any Typans! WweiwiM kabsingay
weseHaepis Garanayra; BMK tuivginirin
Saranayabi aHbIKTayFa MyMKiHLIK Bepeai,

synthesize the concept of integrated
marketing communications( IMC);
evaluate the stages of making a purchase
decision in the business market:
determine the effectiveness of the IMC.




SM 2102

|Bpert-merenmenT/ Epeng-meregmment/
Brand management

MNpuobpeTenue amanui g oBnacty
COOTBETCTEYIOWNX KOHLENLWMA U MeTog0s

GpeHp cTpateruit. Qucyunnuna nossonser

METOAMKI DPraHu3aUmmn n nposeeHua
MEPKETUHIOBLIX WCCNEA0BaHHA Npu
paspaGoTke Gpenga; nepecMaTpueaTs
CTPYKTYDY M pasHosuHOCTH Gpenga;
OLEHMBaTL NOANLHOCTE Bpexg
MEHEJXMEHTE N CTPETErMM ynpasneHna
Spergom.

MNAHUPOBEHWA M OL|EHKY CTRaTEMWi Gpenaa,
NOBEILUBHWS AONTOCPOYHOR peHTaBensHoCTH

0606WaTs 3HaHKA e obnacTy NNaHKposaHua
¥ OLeHKM CTpaTeruii Spewpa; cuHTeIMposaTs

Bpexa cTparteruanapbiH Kocnapnay weHe
Oaranay canaceHga, THICTi TyXbipsiMaAaManap
MEH cTpaTeruanapasii GpeHaTepiHiy yaax
MepaiMai pedTaBensginiris apTTeIpy anicTepike
caikec Ginim any. MeH Gpewg CTPaTermAChHIH
Mocnapnay xeHe Garanay canacuiHgars Sinimai
HuHakTayra mymiiHaic Gepegi; Spenari a3ipney
KE3IHAE MaPKETUHITIK 3epTTeynepal
VALIMABCTLIPY XaHe Xyprisy saicTemecin
cuHTeaneyre; GpeHaTIH KypsinbiMel MeH TYpnepi
KaitTa xapayra, GpeHaTi Backapy cTparerusics:
MEH MeHeLxmeHT DpeHAIKIH aganguifbii
Baranayra Mymringik Gepegi.

Acquisition of knowledge in the field of
planning and evaluating brand strategies,
relevant concepts and methods for
improving the long-term profitability of
brand strategies. The discipline allows
you to generalize knowledge in the field
of planning and evaluating brand
strategies; synthesize methods for

organizing and conducting marketing
research in brand develocpment. review
the structure and varieties of the brand;
evaluate the loyalty of brand
management and brand management
strategies.

2 cemecTp

SM 2103

MapreTuHr uHHosaymi/ WHHoBaymus
|MapkeTwhrif Innovation Marketing

Aucuymnnuia nayenexa wva nanyyexwe
MErNCTPAKTaMIU 3HaHWUA M HABLIKOE No

YEnyru Ha peiHoK; paspabaTuiears
CTPATeNMi0; NPOBOANTSL JMArHOCTUKY
WHHOBALUMOHHOTO NOTEHUMana, npoyecca &

NOBEAeHWA NoTpeBuTeNner Ha phiHke
MHHOBaLWMN,

NPOABMKEHUIO HHHOBALWMOKHOID TOBapa M

KOMNaHuU, Take BLIABNEeHWE 0coBeHHOCTENR

HEMECE KLIIMETTI HaPLIKKA XbUTKLITY BOibIHLLE
Ginim MeH parasinapasl anysiva: cTpaternsamsl
83ipneyre; KoMNaHWALAFS! HHHOBALIMANGIK

CoHAaR-aK MHHOBALMANaP HapkifsiHga
TXTHHYLIGIAPALIH MiHE3-KyNbIK epekwenikTepiH
aHbIKTayra BarbiTTanfaq.

MeH MarucTpanTTapasik WHHOBAUMANLIK Tayapas!

aneyerTi, npouecri AWarHocTukanayas xyprisyre,

The discipline is aimed at obtaining
knowledge and skills for undergraduates
to promote an innovative product or
service to the market: to develop a
strategy, to diagnose the innovative
potential, the process in the company, as
well as to identify the characteristics of
consumer behavior in the innovation
market,

SM 2104

MapketuHrosoe ynpaneque

Tayapnap meH KBI3METTEPA IH Bacexkere
xabineTTiniriK mapreTuHrTiK/ Marketing

management of the competitiveness of
goods and services

KCHKYPEHTOCNOCOGHOCTLIO TOBAPOE M yenyr/

Avcuyunnuxa nossonser chopMKpoBaTh
NOHUMAHKE METOA0MOMW MAPKETUHMOBOMD
perynuposaHmusa kOHKypeHTocnocoGHoCTY,
paspaboTky cTpaTeruyeckoro
MapKeTMHIOBOID yNnpasneHus
hopmupoBaHuem u paseuTrem YCTORYMBbIX
KOHKYPEHTHBIX NPENMYLLECTE KOMNaHKI,

ajicTemeciu TyciHyai Kane|nTacTuipyra,
KOMNaHuAnapAbiH TypakTsl Gacexkenecrik
SPTBIKLULINGIKTAPbIM KANLINTACTLIPY MeH
ASMLITYALI CTRATErMANGIK MAPKETHHITIK
Gackapynw s3ipneyre MymuiHaix Gepeai.

MNeH Bacexere kaBineTrinikTi MaPKETHUHITIK peTTey

The discipline aliows you to form an
understanding of the methodology of
marketing regulation of competitiveness,
the development of strategic marketing
management for the formation and
development of sustainable competitive
advantages of companies.

SM 2105

MapkeTrHr NnapTHepCKMX OTHOWEH WA/
CepikrecTik MapkeTuHri/ Partnership
marketing

FaHKas ancuymnniHa nossannT
MarkcTpaHTam M3yYuTb KOHUENUWo
NapTHEPCKAX OTHOLLEHWIA 1 e OCHOBHbIE
HanpasneHusn; paccMoTPETL NPUHLMMLI
KOHLIENUWW NapTHepCKrX OTHOLLEHMA;
GAENaTe 8HANKI BIAaMMOERCTEWR
OprannsaumMu co cTerkxonaepamu
komnakuuu, paspaborate nporpammy
NapTHEPCKMX OTHOLLEHWIA C KNWEHTAMMN 1
KIOYEBLIMK NOCTABLUKAMM.

ATanfaH neH MarmcTpaHTTapra CepikTecTik
KATLIHACTAP TYKbIPLIMAGMECHIH OHE OHBIH
Herian GareTapuH 3epieneyre: cepikTecTik

Kapayra, yAbIMHbIH KOMNaHKAHLH

| MacayFa; KNMeHTTepMEH MaHE Hariari
XeTKisyWinepMen cepikTecTik kaTbiHacTap
Barpapnamaceix eaipneyre my iHaik Gepegai.

KATLIHACTAP TYXKbIPLIMAAMAChIHLIH KaFaaTTapIH

CTeAKxanaepnepivMen e3apa ic-xuMbinsiHa Tanaay

This discipline will allow undergraduates
to study the concept of partnerships and
its main directions; to consider the
principles of the concept of partnerships;
fo analyze the interaction of the
organization with the stakeholders of the

|company; to develop a program of

partnerships with customers and key
suppliers.




SM 2108 Graphic Design Tools/ Graghic Design [ucuunnnHa nossonser nepegats Hasoix MNeH mapxeTunr ecentepin Ly yiis The discipline allows you to transfer the
Tools/ Graphic Design Tools NOCTpoeHWe rpaciuyeciux Matepuancs SKNApaTTbiK TEXHONOTUANAP Kypanaapbimen skill of building graphic materials using
CPEACTBaMMU MHDOPMALMORHLIX TEXHOMNOMH rPacbukanely Marepuanapgsi KYPY Aafapinapbid  (information technology to solve marketing
ANA pPelleHnA 3aay MapkeTuHra. Hasbik *eTiiyre MymKinaik Gepegi. Aarasl Heriar problems. The skill of using computer
NPUMEHEHIWe KOMNEIOTEPHBIX CPeACTB ANs KBIIMETTE aKnapaTTsl exgey xeHe YChIHY tools to build images, diagrams for

4 NOCTPOeHKE M30GpameHui, Cxem Ans (xocnapnay) yuwix Geinenepai, cynbanapas Kypy developing and presenting information
pa3paboTku u npescTaeneHus WHbopMaLuu |yuwin KOMNeKTepnik Kypangapas Konagasy, (planning) in the main activity.
(nnaHuposakue) B ocHoBHGH AEATENBHOCTH.

SM 2107 HelpomapxeTuHr (NpoABMHYTLIA Kypc)/ |Aucymnauna nossonser nayuute pasnuuHuie [MaK HepPOMaPKETUHMTIK 3eprreynepain epTypni | The discipline allows you to study various
HedpomapkeTtunr (xetingipinrex kypc)/ B bl HEMPOMEPKETHHIOBLIX necneaosaKnia, [Typnepiu, TYTeiHYWEINAPALIH 8PTYPNI types of neuromarketing research, the
Neuromarketing {advanced course) | Puanonormyeckyo Peakymio notpebutenei |mapketuHTik bIHTanaHAkIpynapra physiological response of consumers to
HE PAINUUHLIE MAPKETUHIOBLIE CTUMY I, buanonornansik PEAKUMACHIH, Ce3iM opraHgapsl  [various marketing incentives, methods of
METOAbl BOSAEWCTEMA HA NpoLiect NPUHATUA [3PKBINGI TYTBIKYWBIHBH WeLliM kabuingay influencing the consumer's decision-

5 peleHua notpebutenem yYepea opranb npoLeciHe acep eTy apicTepin, keagiy moBunsai  Imaking process through the senses, the
YYBCTB, MeToguKy MoBUnbHOrO TpekuHra TREKUHTIHIH SaicTemeciH, ZMET, apomapketwsr | method of mobile eye tracking, ZMET,
mas, ZMET, apomamapkeTikr 1 ap. *eHe T. 6. 3epTTeyre Mymkingix Gepeai. aromamarketing, etc,

SM 2108 MNpuknagroi mapxeTunr/ KongarGanm MpuoBpetenme npakTuueckix Hasbikos B Mapketunr xsne caty TEXHONOMMACK, Acquisition of practical skills in the field o
MapkeTuHr/ Applied marketing 0BNacTi MapkETHHIE U TEXHONOTUS NPOAEX, |KSCINOPLIHAGE MAPKETUHITIK KEIMETTI marketing and sales technology,
OpraH13auMy MapkeTHHIOBOR AERTENLHOCTH YHbIMAACTBIDY CanacelHaa NpakTUKansiK organization of marketing activities at the
Ha NPeanpuATAn. [lucuwnnuKa nosecnseT ASFALINApabLI MeHrepy. MoH kecinopLiHgars: enterprise. The discipline allows you to
NPUHAMETL MADKETHHIOBLIE PeLIEHWA Ha MapKeTUHITIK WewiMaepai kaboingayra; make marketing decisions at the
NPEeAnpUATUM; NPUMEHATE METOLMKN MapKETUHITIK Taniay Kyprisy anicremeciy enterprise; apply methods of marketing

& NPOBEASHMA MAPKETUHIOBOIO aHanuaa; KONAEHYFA, KOMNEHWAHLIH MyMKIHAIKTEDI MeH analysis; master the skills of using
CBNajeTe HaBbIKAMK NPUMEHEHUS HOTWXENINIriH eCkape oTbipbIN, MEPKETHHT marketing iools, taking into account the
WHCTPYMEHTOB MapKETHHIE ¢ yJeTOM K¥YPanaapbii KONAaHy Aaf bINapLIH Mexrepyre company's capabilities and performance.
BO3MOXHOCTER KOMNAHMN 1 MyMKIHaik Bepegi,

PE3YNLTATUBHOCTH.
3 cemecTp
SM 2109 MapkeTtunr MeHepxMeHT/MapkeTuHr |Oucyunnusa noseonser yrnyGuTe MeH MapkeTuHrT Gackapy canaceiHaars! kecibu The discipline allows you to deepen

MeregxmenT/ Marketing management | NpoheccnoHanbHsle 3Hanua B oBnacTu Ginimaepai TepeHAETYre, MapKETHHITI Gackapy professional knowledge in the field of
YNPABAEHNA MaPKETHHIOM, COpPMUPOBaTE SAicTepi MeH Tacingepix cayaTTsl Konaady marketing management, to form an idea
NpeacTaBnenne o ToM, Kak npu nomMoLm APKLINGE KOMMEHAAHSIH THIMAI AaMybiHa Kon of how to use marketing management
FPaMOTHOrO MCNOMNLIOBAHMA METOLOE I XEeTKi3e OTbipbin, caTein anyWeHLIH Ka3ipri methods and techniques correctly to help
NPUEMOB YNPasneHua MapKeTuHrom KEKETTINIKTEPIH KAHaFATTaHALIDYFE KaHe meet existing and form new customer

YAOBNETBOPEHMIO XaHanapeiH KANLINTACTLIPYFa bignan €Ty Typansl |needs, while achieving effective

CYLIECTBYIOLLUX W (DOPMUPOBEHMIO HOBbIX TYCiHiK KanbinTacTeipyra MyMKiHgik Bepegi: development of the company; master the
noTpebHocTel nokynatens, qobueasce Np¥  |KOpNOpaTUBTIK, GyHKUMOHANALIK, acnanTeiK skills of marketing management at the
3ToM 3heKTUBHOrD paseuTus KOMNaHWW,  |AeHreidinepae MapkeTuHITi Backapy Aafaeinapei, [corporate, functicnal, and instrumental
CBNajeTk HABLIKAMM yNpasneHns KBCINOPLIHHBIK Tayapnsix, Garansik, 6Ty waHe levels, the skills of managing the
MEDKETUHIOM Ha KOPNOPaTHBHOM, KOMMYHMKSLUWANBIK CARCaThiH Backapy company's product, price, sales, and

1 hyHKUHMOHANBHOM, MHCTDYMEHTANEHOM ASFABINGPLIH, KOMNAHWA BHIMAEDIH CermexTTey, |communication policies, the skills of
YPOBHSAX, HABblkamu yNpasneHua TosapHoR, TapreTTey »sHe NosMuMAnay GoibiHwa KYMBLIC segmentation, targeting, and pasitioning
UeHoBOR, cOLITOBOMN HOMMYHUKBLMOHHOA  [xyprisy A3FABINEPLIH, KOMNAHKUA KnuWeHTTepimeH  |of the company's products, and the
NONUTHKOR NPEANPUATHA, HaBBIKaMM THIMAi KBPbIM-KaThIHAC KYPY TEXHONOTMACKHIH technology for building effective
NpoBefeHus paGoTel N0 CErmMeHTUPOBaHMIO, Mexrepy. relationships with the company's
TapreTHpOBaHUID W NO3IULHOHMpOBAHKIO customers.

NPOAYKTOB KOMNaHWM, TEXHONOMER
NOCTPOEHHA 3PDEXTHEHBLIX OTHOLUEHMI C
KNUEHTAMW KOMNaHM
—




SM 2110

FnoBanskeiit MapkeTuHr! ahangbik
MapkeTunr/ Global marketing

Uene gaucuyunnuse: nayvenne Teopuu

|MBPKETWHE MEXAYHAPOAHLIX KOMNaHUA, 3

TaKKe OCBOBHME NPAKTUKN KX
MEPKETUHIOBOR AEATENBHOCTH, HALIENEHHOM
Ha (hOpPMUPOBaHUE U YKpenneHue
KOHKYPEHTHLIX MOMUMA Ha MWPOBbIX
TOBAPHbIX PhIHKAX, Aucumnnuxa nossonser
OBNafeTk COOTEETCTBYIOLMM
KATETOPUANEBHLIM aNNapaToM, 3HaHUeEM
COBpemeHHbix hopM 1 MeTogos
MaDKETUHIOBOR 0BATENLHOCTY,

MeHHI{ MaxcaThi: Xaneikapansik KOMNaHKuAnap The purpose of the discipline to study the|
MBDPKETUHTT TEOPUACKIH OKY, COHBIMEH Karap theory of marketing of international
snemaik Tayap HapsiKTapeiHia Bacexenecrik companies, as well as to master the
No3nUMAnapa sl KankiMTacTbiDy MeH HeiFadTyra practice of their marketing activities
GarbiTranran onapabi MAPKETUHITIK KeizMeTiHIY  |aimed at forming and strengthening
Taxipubeciu wrepy. Mex Twicri KETEFOPUANGIK competitive positions in the world
ANNAPATTL! MEHrepyTe, MaPKETHHITIK KbIIMETTiH commeodity markets. The discipline allows
3amanayu Typnepi me sgictepiu Ginyre you to master the appropriate categerical
MyMkikgik Gepegi. apparatus, knowledge of modern forms
and methods of marketing activities.

SM 2111

Digital pexnama/ Digital xapnama/ Digital
advertising

Uens - cauakomuTe ¢ MHCTpYMEHTaMU
VHTEPHET-DEKNAME! H BOIMOKHOCTAMM UX
MPUMEHEHIUA B NPaKTUHECKOR ACATENLHOCTH.
[OucuyunniuKa noasonser paznuyaTte
WHCTDYME@HTLI UHTEpHET-pekNaMbl 1
BOIMOKHOCTAMU WX NPUMEHEHMA B
NpaxTuieckol feaTensHocTH: -
paspabateisate MurepreT-cTpaterui Aans
Pa3NU4HbIx CErMeHTOB B2C-puiHKa;
NNEHMPOBATE  OPraHWIOBLIBATL
KOHTEKCTHYIO pekramy, SEQ-onTumusaymio,
SMM-peknamy; ouexmsaTe adpbexTMeHoCTL
MHTEpHET-PeKNaMbi.

MaKcaThl-uHTepHeT-*apHama kypangapeimen The goal is to familiarize you with the |
MBHE ONapAbl NpaKTUKaNsIK Kbi3MeTTe Kongawqy toals of online advertising and the
MYMKIHAIKTEpiMar TaHbICTBIRY. [aH uHTepHeT- possibilities of their application in
KapHaMa KypanjapsiH XeHe onapas practice. The discipline allows you to
NPaKTHUKANLIK Kbi3METTE KOnAgHY MymKikgikTepiH distinguish between the tools of Internet
aXuipatyra MyMKiHAik Gepeai; - B2C-HaphixToiy advertising and the possibilities of their
BPTYPNi CermexTTepi yLin MutepHer- application in practice; - develop Internet
CTpaTeruAnapas s3ipney; KoHTexcTik XapHamaHel |strategies for various segments of the
Hocnapnay waHe yrbiMaacTsipy, SEO- B2C market; plan and organize
OHTaRNaKA bIpy, SMM-xapHama; MHTEpHET- contextual advertising, SEQ optimization,
KapHEMaHEIK THiMainiriH Saranay. SMM advertising; evaluate the
effectiveness of Internet advertising.

SM 2359

ViichopMaLMOHHBIe TEXHONOTMN B
mapkeTurre/ MapkeTuHrreri aknapatToi
TexHonoruanap/ Information technologies in
marketing

AucyunnuHa nossonsaert HIYYHUTE
BOIMOKHOCTH MEDKETUHIOBLIX
MHDOPMALMOHHLIX CHCTEM: npuMeHeHue
MHTEDHET-TEXHONOIMA 8 MapKeTUHIE:;
MCNONBL30BaTE KOMNBIOTEPHbIE TEXHONOMU B
PEKNaMHbIX K MapPKeTHUHIDEbLIX
nccnenosaHuax, obpabarwieaTts W
SHaNU3upoBaTL MapKETHHIOBYIO
MHOPMaUKID, MCnonb3ceaTs Baakl AaHHbIX
B PeLEHHN MAPKETUHIOBLIX

334284, MCNONb3CBATE MAPKETHHIOBbLIE
WHTEPHET CEPBUCHI;

MNeH MapkeTukrTiK aKnapaTTeiK xyienepaiy The discipline allows you to explore the
MYMKIHAIKTEPIH 3epTTeyre MyMKiHZIK Gepepi: possibilities of marketing information
MApKETHHITE WHTEpHET-TEXHONOMMANapabI systems; the use of Internet technologies
KONA2HY, XapHaMarbiK XeHEe MapKeTUHITIK in marketing; use computer technology in
3epTTeynepae KOMNLIOTEpiK TeXHONOruanapas! advertising and marketing research;
naiiganaqy; mapkeTuHrTik aKNaApaTTLl eHaey xeHe |process and analyze marketing

Tanaay; MapkeTWHITIK MiHgeTTEpAI wewuye information; use databases in solving
ACPEkKOpnapasl naiganaHy; MapkeTHHITiK marketing tasks; use Internet marketing
UHTEpHET-CepeucTepai naiganany; services;

Paspeﬁoranoﬂ(ypacmpnnﬂ?ompiled by:
Mporpamm-nugep O «MapkeTuHrs/ «MapketuHrs BB nporpamm-nuaepl/ Program Leader of EP «Marketing»

Cornacosawol Kenicinren/ Agreed by:
HAexan Wkonbi MenegxmenTa/ MeHeaxmenT MexTeBitiy Aekaubl/ Dean of the School of Management

AupexTop Ynpaenenus akagemuseckoro NPEBOCXOACTBE U MeTOACAOMMW
Akagemuansi webepnik xeHe ajicTeme 6ackapMachiHbiy AWpeKTOps! /
Director of the Office of Academic Excellence and Methodology

MpopekTop no akagem WHECKOMY PasBMTUIOf AKageMURMbIK Aamy xeHiHger
npopekTop/ Vice-Rector for Academic Development
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3. Opaaranuwesa/ E.Orazgaliyeva
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