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INTRODUCTION 
 

Course Training Program on «Socially responsible marketing» is developed based on the "Me-

thodical guidance for the subject course training program", approved by the order № 249/од, of 

29.04.2021 and corresponding normative documents. 
 

1. EXPLANATORY NOTES 

 

1.1. Role, goal and objectives of the academic discipline 

 

Role: this educational discipline is the theoretical and practical basis of the set of knowledge and 

skills that form the profile of a specialist in the field of marketing. 

 

Main goal to study the subject "Socially responsible marketing" is the formation of seekers' 

competencies in solving problems related to company management from the standpoint of socially re-

sponsible marketing. 

 

The objectives of the discipline are: 

- mastering the essence, principles, methodology and techniques of socially responsible market-

ing; 

- mastering practical skills in meeting consumer needs and ensuring effective company activity 

using socially responsible marketing. 

 

1.2. Learning outcomes the subject makes it possible to achieve 

Demonstrate knowledge and understanding of the theoretical foundations and principles of mar-

keting activities (PLO1). 

Apply acquired theoretical knowledge to solve practical tasks in the field of marketing (PLO3). 

To be responsible for the results of one's activity, to show entrepreneurial and managerial initia-

tive skills (PLO13). 

Perform functional duties in the group, offer reasonable marketing solutions (PLO14). 

To meet the requirements of a modern marketer, to raise the level of personal professional train-

ing (PLO16). 

Be able to demonstrate an understanding of the essence of the concept of modern social and 

market communications, conduct an analysis of relations with consumers, analyze the peculiarities of 

the behavior of consumers and other market subjects (PLO22). 

To forecast the solvent demand, to determine prospective target segments of consumers, to justi-

fy innovative methods of managing the product, price, sales, and communication policies of the enter-

prise in all types of markets (PLO23). 

 

1.3. Competences obtained through the academic discipline 

Ability to learn and master modern knowledge (GC4). 

Knowledge and understanding of the subject area and understanding of professional activity 

(GC6). 
Ability to apply knowledge in practical situations (GC7). 

Ability to correctly apply marketing methods, techniques and tools (PC5). 

Ability to conduct marketing research (PC6). 

Ability to analyze the behavior of market subjects and determine the peculiarities of the func-

tioning of markets (PC11). 

 

1.4. Interdisciplinary links 

This discipline is based on the knowledge of such disciplines as "Marketing", "Social and market 

communications", "Sociology", "Enterprise`s economics" and is the basis for writing a qualifying di-

ploma thesis and passing training. 
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2. PROGRAM OF THE ACADEMIC DISCIPLINE 

 

2.1. Content of the academic discipline 

The educational material of the discipline is structured according to the modular principle and 

consists of one educational module №1 “Theoretical and methodological principles of socially re-

sponsible marketing", which is a logically complete, independent, integral part of the curriculum, the 

assimilation of which involves a modular test and analysis of the results of its implementation. 

 

2.2. Module structure and integrated requirements for each module 

Module №1 “Theoretical and methodological principles of socially responsible marketing" 

Integrated requirements to the module №1: 

know: 

- conceptual foundations of the development of socially responsible marketing; 

- the place of SR in the management system of the organization; 

- peculiarities of social responsibility of various subjects of social development; 

- principles of fair competition, ethical behavior of companies in relation to partners and socially 

responsible marketing; 

learning outcomes: 

- to identify, analyze and rank the expectations of the interested parties of the organization from 

the positions of the SR concept; 

 - to summarize analysis materials for the formation of proposals for improvement of SR pro-

grams; 

- apply the basic principles of making ethical management decisions; 

- collect and evaluate information from the SR for decision-making and the formation of pro-

posals for the organization's development programs; 

 - on the basis of the organization's information policy, disseminate information about SR; 

- analyze the social reporting of the organization and prepare the necessary information for its 

formation; 

- develop and implement social audit procedures; 

- analyze non-financial risks associated with the organization's activities and develop measures to 

prevent or reduce them. 

 

Topic 1. The concept of sustainable development and the concept of social responsibility 

Development of the sustainable development concept. Principles of sustainable development. 

Implementation of the sustainable development concept. Concept and essence of social responsibility. 

Scientific approaches to determining the essence of social responsibility. Types of social responsibil-

ity. Principles of social responsibility. Roles of the enterprise in society. Formation of a system of rela-

tionships between interested parties in the process of implementing socially responsible business activ-

ities. Basic theories of socially responsible business management. Corporate social responsibility. 

Topic 2. Standardization of relations in the field of social responsibility 

Models of state regulation of social responsibility. Global agreement on social responsibility of 

business. Legislation of Ukraine regulating the sphere of socially responsible marketing. Law "On Ad-

vertising", Law "On Protection of Public Morals", Law "On Protection of Consumer Rights". Peculiar-

ities of the legislation on the regulation of the activities of producers of "socially dangerous goods". 

Topic 3. Business ethics in Ukraine and foreign countries  

Concept of business ethics. Reasons for unethical activity. "Code of Conduct" of the enterprise. 

Ethical norms in the activities of the organization. Business ethics in Ukraine and foreign countries. 

Ethical norms of interpersonal relations in the team. Manager's value system. Theories of work motiva-

tion (Porter-Lawler model). Behaviorism, exchange theory, equity theory, symbolic interactionism, 

impression management theory, psychoanalytic theory, etc. 
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Topic 4. The essence of the socially responsible marketing concept  

Evolution of the socially responsible marketing concept. The position of the modern concept of 

socially responsible marketing. Principles and approaches of socially responsible marketing. Compara-

tive analysis of approaches to understanding the role of socially responsible marketing in the enter-

prise. Differences between the concept of socially responsible marketing and traditional marketing ap-

proaches. Macro- and micro-regulators of socially responsible marketing. Socially responsible con-

sumer behavior. The main ethical problems of marketing activity. Code of Ethics of the Ukrainian 

Marketing Association. 

Topic 5. Socially responsible enterprise management, features for enterprises in the avia-

tion industry 

Peculiarities of the management of a socially responsible enterprise in the aviation industry. Re-

lationship of social values and goals of the enterprise. Models of socially responsible management. 

Principles of managerial decision-making. Formation of relations with stakeholders of the enterprise. 

Relations between aviation business and civil society. Socially responsible behavior of workers. Regu-

lators of socially responsible behavior of workers. Formation of loyalty. 

Topic 6. Socially responsible decisions in the process of marketing research 

Conducting research on satisfaction of consumer needs. Types and methods of marketing research. 

Marketing research: the distinction between marketing research and direct marketing. Socially responsible 

decisions in the process of organizing marketing research. Issues related to consumer respondents. Problems 

related to customers and suppliers. ESOMAR International Code of Practice for Marketing and Social Re-

search. 

Topic 7. Tools of socially responsible marketing 

Problems of commodity policy. Social responsibility in the process of "seller-buyer" relationship. 

Product safety issues and product change issues. Impact of the product on the environment. Marketing pric-

ing. Problems of price fairness. Pricing methods and tools that mislead consumers. Illegal pricing methods. 

The company's sales policy. Problems of impact on the final consumer. Relations of the enterprise with oth-

er enterprises. Company reputation (principles, problems and solutions). Assessment of threats to the com-

pany's reputation. Branding. Marketing communications. Manipulation of the consumer as the main source 

and prerequisite for the emergence of ethical problems in product promotion. Low-quality advertising. Man-

ifestations of sexism in advertising. 

Topic 8. Evaluation of the enterprise`s marketing activity effectiveness taking into account so-

cial responsibility 

The concept of overall efficiency and its interpretation. Interrelationship of benefit, utility and good in 

the company's activities. Peculiarities of evaluating the effectiveness of socially responsible marketing 

measures. The relationship between the benefits of the enterprise and the costs associated with the imple-

mentation of socially responsible marketing. The influence of the company's behavior on the market situa-

tion. The connection between the socially responsible actions of the enterprise and its financial efficiency. 

The main indicators of the result of socially responsible behavior of the enterprise. Effects of socially re-

sponsible behavior of the enterprise. Methods of evaluating the effectiveness of socially responsible market-

ing activities of the enterprise. The method of measuring the strategic benefit of the enterprise in relation to 

socially responsible marketing activities. Means of maintaining a dynamic balance between competing and 

conflicting interests of social groups. Ethical contexts of performance. 

Topic 9. Social marketing and social projects 

Concept of social marketing. Socially significant problems and methods of their detection. Marketing 

based on solving a socially significant problem. Essence, principles and methods of implementation. Forms 

of interaction between an enterprise using marketing based on solving a socially significant problem and the 

external environment: sponsoring, fundraising, social branding. "Green Marketing". 

Topic 10. Social reporting and audit of enterprises` social responsibility  

Concept of social audit. Development factors of social audit in the world. Object, subject of so-

cial audit. Social audit standards. International standards of social reporting. Forms of social reporting. 

Development of non-financial reporting in the world. Factors motivating companies to conduct non-

financial reporting. A typical structure of non-financial reporting. Stages of social audit. The structure 
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of the audit of the human resources management system. Possible actions based on the results of an 

independent audit opinion on non-financial reporting. 

 

 

2.3. Thematic plan 

№ 

 
Topic 

Academic Hours 
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1 2 3 4 5 6 7 8 9 10 

Module 1 ‘”International marketing” 

1.1 
The concept of sustainable development and the 

concept of social responsibility 

8 semester  

13 
2 

2 

2 

2 
5 - - - - 

1.2 
Standardization of relations in the field of social 

responsibility 
10 2 

2 

2 
4 - - - - 

1.3 Business ethics in Ukraine and foreign countries 11 2 
2 

2 
5 - - - - 

1.4 
The essence of the socially responsible marketing 

concept  
11 

10 

2 

2 

2 

2 

2 

2 

5 

4 

 

- - - - 

1.5 
Socially responsible enterprise management, fea-

tures for enterprises in the aviation industry 
    - - - - 

1.6 
Socially responsible decisions in the process of 

marketing research 
11 2 

2 

2 
5 - - - - 

1.7 Tools of socially responsible marketing 11 2 
2 

2 
5 - - - - 

1.8 

Evaluation of the enterprise`s marketing activity 

effectiveness taking into account social responsi-

bility 
6 2 2 

2 

 

 

- - - - 

1.9 Social marketing and social projects 6 2 2 2 - - - - 

1.10 
Social reporting and audit of enterprises` social 

responsibility 
9 2 

2 

2 
3 - - - - 

1.11 Homework 1, Homework 2 16 - - 16 - - - - 

1.12 Modular test №1 6 2 - 4 - - - - 

1.13 Test (home) work (Part-time) - - - - - - - - 

Total for the module №1 120 24 36 60 - - - - 

Total for the subject 120 24 36 60 - - - - 

 

2.4. Homework, assignment for control (home) work (AC/HW) 

In the eighth semester, higher education seekers complete two homework (HW) in accordance 

with methodological recommendations approved in the established order, with the aim of consolidat-

ing and deepening the theoretical and practical knowledge and skills acquired in the process of assimi-

lating the educational material of the discipline in the field of socially responsible marketing. 

The content of the HW consists in the analysis of the social responsibility management model of 

the organization (the organization chosen by the seeker): 

HW 1: the image of the organization, its business reputation, the factors that formed them; for-

mal and informal ethical norms of the organization; compliance of the organization's internal docu-

mentation with the requirements of international standards in the field of social responsibility; 
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HW 2: state of interaction of the company with external stakeholders; expectations of interested 

parties from the standpoint of the concept of social responsibility; environmental responsibility 

Verification and protection of the HW allow to control the knowledge and skills of the seekers, 

to properly organize the research work, to formalize its results and to show readiness to perform the 

final work on the specialty. Completion of the HW should contribute to the in-depth learning of the 

lecture course and the acquisition of skills in the field of solving practical problems. This requires not 

only knowledge of general and special literature on the topic, but also the ability to conduct economic-

mathematical, expert and other research, to connect theory issues with practice, to make generaliza-

tions, to form conclusions and proposals. Execution, registration and protection of the HW is carried 

out by the seeker individually in accordance with methodical recommendations. 

The time required to complete homework - up to 16 hours of self-study work. 

 

2.5. List of questions for exam  

The list of questions and the content of tasks for preparation for the exam are developed by lead-

ing teachers and approved by the minutes of the department meeting and brought to the notice of seek-

ers. 

 

3. TRAINING MATERIALS FOR THE DISCIPLINE 

3.1. Teaching methods 

The teaching methods of the discipline "International Marketing" are methods of joint activity 

and communication between the teacher and seekers of higher education, which ensure the develop-

ment of positive motivation for learning, mastering the system of professional knowledge, abilities and 

skills, the formation of a scientific worldview, the development of cognitive powers, the culture of 

mental work of future specialists in the specialty 075 "Marketing". 

Depending on the source of knowledge, the following teaching methods are used during training 

sessions, both practical and lecture: verbal (explanation, conversation, discussion, dialogue), visual 

(demonstration, illustration, case, presentation), practical (solving problems, business games, brain-

storming). 

According to the nature of the cognitive activity, when studying the discipline "International 

Marketing", the following are used: explanatory and visual problem statement; partly search and re-

search methods. 

Depending on the place in the structural activity, the following are used: 

- methods of organization and implementation of educational activities that combine verbal, vis-

ual and practical methods; reproductive and problem-searching; methods of educational work under 

the guidance of a teacher and methods of independent work of seekers; 

- methods of stimulating and motivating educational work, combining educational games, educa-

tional discussions, modeling of role-playing situations, creating situations of success in educational 

work, presenting requirements and the method of encouragement; 

- methods of control and self-control of educational activities: methods of oral and written con-

trol; individual, thematic and systematic control. 

 

3.2. Recommended literature (basic and additional literature) 

 

Basic literature 

3.2.1. Князєва Т.В., Алексеєнко І.М. Маркетингова стратегія розвитку соціального 

підприємництва. Проблеми системного підходу в економіці. Вип. № 1 (81), 2021. С.86-92. 

3.2.2. Князєва Т.В., Радченко Г.А. Теоретичне підґрунтя формування інструментарію мар-

кетингового забезпечення розвитку концепції «зеленої» економіки. Інтелект ХХІ: науковий 

економічний журнал. Вип. 2, 2020. С. 85-90. 

3.2.3. Концепція національної стратегії соціальної відповідальності бізнесу в Україні. 

[Електронний ресурс]. – Режим доступу: http://kbs.org.ua/index.php?get=14&id=5817. 

3.2.4. Колосок А. М. Соціальна відповідальність: конспект лекцій. Луцьк : ПП 
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«Поліграфія», 2016. 88 с. 

3.2.5. Колосок А. М., Герус О. А. Еволюція та сутність поняття «Соціальна відповідаль-

ність бізнесу». Вісник ОНУ імені І. І. Мечнікова. 2016. Том 21. Випуск 9(51). C. 112-114. 

3.2.6. Колосок А. М. Соціальна відповідальність: методичні вказівки до практичної та са-

мостійної роботи. Луцьк : ПП «Поліграфія», 2016. 54 с 

3.2.7. Коленда Н. В., Черчик Л. М., Колосок А. М. Соціальний діалог у системі забезпе-

чення соціальної безпеки: теоретико-прикладний аспект : Монографія. Луцьк: Терен, 2017. 156 

с. 

3.2.8. Охріменко О.О., Іванова Т.В. Соціальна відповідальність. Навч. посіб. НТУ 

«Київський політехнічний інститут». 2015. 180 с. 

3.2.9. Олійник О.О. Соціальна відповідальність: Навч.посібник. Рівне: НУВГП, 2017. 222 

с. 

 

Additional literature 

3.2.10. Dergachova V., Smerichevskyi S., Kniazieva T., Smerichevska S. Tools for formation 

and development of the environmentally friendly food products market: regional aspect in Ukraine. 

Environmental Economics, 2020. 11(1), Р. 96-109. 

3.2.11. Kniazieva T., Dielini M., Kovalova M. Conception of Social orientation of Marketing on 

Macro and Micro Level in Accordance with International Standards // Scientific development and 

achievements: collective monograph. London: Sciemcee Publishing London. 2018. Р. 396-407. 

3.2.12. Kolosok А. М., Strichenez O. M. Establishing environmental responsibility of business 

in Ukraine. Actual Problems of Economics. 2016. № 5 (179). Р. 215-220. URL: https://eco-

science.net/downloads/  

3.2.13. Відповідальний маркетинг: Гайд для компаній. Київ : Адеф Україна, 2012. 40 с. 

 

3.3. Internet information resources 

3.3.1. Відповідальний маркетинг. Режим доступу: 

http://csrukraine.org/library/відповідальний-маркетинг/  

3.3.2. Глобальний договір ООН (UN Global Compact, 2000). Режим доступу: 

http://globalcompact.org.ua 10    

3.3.3. Журнал «Стійкий бізнес» [Электронный ресурс]. Режим доступу: 

http://csrjournal.com/   

3.3.4. Керівні принципи ОЕСР для багатонаціональних підприємств. Режим доступу: 

http://www.oecd.org  

3.3.5. Корпоративна соціальна відповідальність: не вшир, але вглиб. Режим доступу : 

http://kontrakty.ua/article/34079 

 

4. RATING SYSTEM OF KNOWLEDGE AND SKILLS ASSESSMENT 

 

4.1. Assessment of certain kinds of seekers academic work is carried out in accordance with ta-

ble 4.1. 

Credit graded rating is determined (in points and on a national scale) based on the results of all 

types of educational work during the semester. 

 

4.2. Executed kind of training is enrolled to seeker if he received for it a positive assessment of 

national scale. 

4.3. A sum of a rating estimations got a seeker for the different types of the executed educational 

work presents a current module rating estimation that is brought to the list of module control. 

4.4. The final semester rating in the semester in which the graded test is provided is converted in-

to a grade according to the national scale and the ECTS scale. 

4.5. Final Semester rating score entered into the record book and educational card seeker, for ex-

ample: 92/Excel./А, 87/Very Good/В, 79/Good/С, 68/Satisf./D, 65/Sufficient/Е etc. 
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Table 4.1 

 
Max grade 

Full-time Part-time 

8 semester 

Kind of Academic Activities Module №1 

Performing of test tasks during practical classes 

8 semester - 

20 

- 

- 

- 

Problem solving, answers to theoretical questions during 

classroom work in practical classes 
20 - 

Preparation and defending of HW1 and HW2 20 (sum) - 

For carrying out module test № 1, a seeker must receive 

not less than 
36 points - 

Module test №1 20 - 

Total for the module №1 80 - 

Exam 20 - 

Total for the subject 100 

 

4.6. Final rating score in points on discipline equals to total rating assessment for semester. Final 

rating score on discipline is entered to diploma Annex. 

  


