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BCTYII
PoGoua mporpama (PIT) naBuanpHOi mucuumiaian «bpeHIUHT» po3pobiieHa Ha
O0CHOBI1 «MeToIMYHNX peKOoMeH a1l 1o po3po0ieHHs 1 oopMIleHHs: poOo4oi Mporpamu
HaBYaJIbHOT JTUCIMIUTIHK JICHHOI Ta 3a04HOi (JOpM HaBYAHHS», 3aTBEP/KECHUX HAKa30M
pekropa Bixm 29.04.2021 Ne 249/01, Ta BiAMOBIIHUX HOPMATHBHUX JTOKYMEHTIB.

1. IOACHIOBAJIBHA 3AIINCKA

1.1. Micue, MeTa, 3aBJaHHA HABYAJIbHOI JTHCIHILTIHH.

Miciie: naHa HaB4alibHa AUCIHIUIIHA € TEOPETUYHOIO Ta MPAKTUYHOIO OCHOBOIO
CYKYIHOCT1 3HaHb Ta BMiHb, III0 GOPMYIOTH PO isib GaxiBisg y poO3yMiHHI OCOOIMBOCTEM
[HTepHeTy 1 cienuiky 3A1MCHEHHS MaPKETUHIOBUX 3aX0/(1B Y MEPEXKI.

Metoro OBOJIOIIHHS TEOPETUUHUMHU 1 0A30BUMHU 3HAHHSMH, 3aCBOEHHSI TECOPETUUHUX Ta
NPaKTUYHUX OCHOB OpEH/MHTY, PO3BUTOK KIIFOUYOBHX KOMIICTEHIIIM B 00JaCTi CTBOPEHHS Ta
YIPaBIIiHHS OPEHI0M, OBOJIOAIHHS HABUKAMH COITIONOTTYHOTO aHAI3Y OpEHTy SK COIATBHOI,
KOMYHIKaTUBHOI, CEMIOTUYHOI Ta MapKETUHIOBOI KaTeropi€i, HABYMTH MPUAMATH €(PEKTUBHI
CTpAaTeriuH1 Ta TAKTUYHI PILLIEHHS 1[0JI0 CTBOPEHHS Ta PO3BUTKY OpeHy.

3aBIaHHAMH BUBYEHHS] HABYAJIBHOI IMCHMILIIHHM €:

-HajaTH 0a30Bi 3HAHHS MIOJI0 CYTHOCTI OpeHIy, WOTO CTPYKTYpH, 3HA4€Hb Ta
PO3YMiHHSI OCHOBHMX KOMYHIKATUBHHMX  IPOIIECIB IO CTBOPEHHIO Ta YIPABIiHHIO
OpeHIoM;

-[I0Ka3aTH CYTHICTb, (GOPMHU Ta MeXaHI3MU (OPMYBaHHS KOMYHIKAIli OpeHay sK
IHTerpajdbHOi KaTeropii, OpPIEHTYBATHUCS y COLIOJOTIYHUX Ta KOMYHIKaTUBHHX BHMipax
OpEHIUHTY;

-HABYMTH TOJIOBHHUM ITiTX0J]aM Ta OCOOJIMBOCTSIM TUITAHYBaHHS Ta  MOJICITIOBAHHS
PO3pOOKH IAEHTUYHOCT1 OpeHY;

-3aCBOITH HABUKM AHANITUYHOI, KPEaTUBHOI Ta IHHOBALIWHOI AISUTBHOCTI SIK TO
CTBOPEHHIO TaK 1 TI0 yNPaBIIHHIO OPEHIOM.

1.2. Pe3yabTaTH HABYAHHA, AKI [Aa€ MOXKIUBICTH JOCAITH HaBYAJIbHA
JTUCHHUILIIHA.

- BusHauatu (yHKIIOHANIBHI 00JACTI MAapKETUHIOBOI MISJIBHOCTI PUHKOBOTO
cy0’ekTa Ta iX B3a€MO3B’SI3KHM B CHCTEMI1 YIpaBJIiHHS, PO3paxOBYBaTH BIJAIMOBIIHI
MOKa3HUKH, K1 XapaKTEPU3YIOTh PE3YJIbTaTHUBHICTh Takoi AisuibHOCTI (ITPH6).

- 3acTOCOBYBAaTH IHHOBAIIMHI TIIXOIM IIOAO TMPOBAKEHHS MapKETHHI OBOT
TISUTBHOCTI PUHKOBOTO Cy0’€KTa, THydYKa aJalTyBaTHUCA [0 3MIH MapKETHHIOBOIO
cepenosuia (ITPHS).

- VYMITH BUSIBISTH PO3YMIHHS CYTHOCTI KOHIICTINI CYYacHHX COI[aJbHO-
PUHKOBUX KOMYHIKAI[id, TPOBOAMTH aHalli3 3B’S3KIB 31 CIIOKMBAa4YaMH, aHaJII3yBaTH
0COOJIMBOCTI MOBEAIHKH CIIOXKHMBAYIB 1 iHIIKUX puHKOBUX cy0’ekTiB (ITPH 22).

- IlporHo3yBaty MIATOCHPOMOXHHMN TIONMT, BHU3HAYMTH MEPCIEKTUBHI IUIHOBI
CErMEHTH CTIOKHMBAayiB, OOIPYHTOBYBATH 1HHOBAIIHI METOIM YIIPaBIIiHHS TOBAPHOI, I[IHOBO,
30yTOBO1, KOMYHIKAI[IHHOI MOMITHK MianpremMcTBa Ha Beix Thnax puHkis (IIPH23).
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1.3. KomneTeHTHOCTI, fIKi 1a€ MOKJIMBICTH 3100yTH HABYAJIbHA TUCHUILIIHA.

- 31aTHICTh BUPILIYBAaTH CKJIaJIHI CHelliajli30BaH1 3a/a4l Ta MPaKTUYHI MPoOIeMH y
chepi MapKeTHMHTOBOi [isIbHOCTI a00 Yy Tmpoleci HaBYaHHS, 10 Tmepeadayae
3aCTOCYBaHHSI BIATOBIIHUX TEOPil Ta METOJIB 1 XapaKTePU3YEThCS KOMIUIEKCHICTIO Ta
HeBusHaueHicTio yMoB (IK).

- 31aTHICTh 70 aOCTPaKTHOrO MUCIEHHs, aHanizy Ta cuHTe3y (3K3).

- 3IaTHICTh BYMTHCS 1 OBOJIOIBATH CydacHUMH 3HaHHsIMHE (3K4).

- 3JaTHICTh JIOTTYHO 1 MOCHIJOBHO BIATBOPIOBATH OTPUMAaHi 3HAHHS NpPeIMETHOL
obnacti mapkerunry (@K1).

- 31aTHICTh BUKOPUCTOBYBAaTH TEOPETHYHI TOJIOKESHHSI MApKETUHTY TS IHTepHpeTaii
Ta MPOrHO3YBAHHS SABMIII 1 IIPOIIECIB Y MapKeTHHroBoMy cepezouiii (PK3).

- 31aTHICTh MPOBAHKYBATH MAPKETUHTOBY JISUTHHICTH HA OCHOB1 pO3yMIHHS CYTHOCTI Ta
3MICTY T€OpI1i MApPKETHHTY 1 (PYHKIIOHATIBHUX 3B'I3KIB MiX 1i ckiaioBumu (DK4).

- 3IaTHICT PO3YMITH OCOOJMBOCTI TOBAPHOI MOJITHKU MIANPUEMCTBA, (HOpPMYyBaTH
ONTUMAJIbHUA aCOPTUMEHT, aHaTi3yBaTH Ta MPOCKTYyBaTH €(QEKTUBHI (Ii€Bi, JBOCTOPOHHI)
KOMYHIKaIii 31 CHoKMBayaM{ TOBapiB Ta IOCIYT, PO3yMITH, IUIAHYBAaTH 1 OpraHi3OBYBaTH
MMOTOKOBE YIPABJIIHHS JIAHI[IOTaMH TTOCTABOK TOBApIB 1 MOCIYT, IPUHAMATH ONTUMAJIbHI PIllICHHS
10710 MPOLECIB YIIPABIIIHHS €I€MEHTaMU KOMILJIEKCY MAapKETUHTY Cy0’ €KTIB TOCIIOapIOBaHHS,
K IPALIOIOTh HA BCIX BUAAX PUHKIB B cydyacHux ymosax (PK19).

1.4. MizkaucuMILIiHAPHI 3B’ A3KHU.

Jana mucuuriiHa 0a3yeThCsl HA 3HAHHSAX TaKd JUCHUIUIIH, AK «MapKeTuHT
nocnyr», «[loBeniHka cmnoxuBada», «MapKeTHHTOBI KOMYHIKarii», «MapkeTuHr B
aBiamii», «MapKeTHHT pO3MOILIY.

2. MPOTPAMA HABYAJBHOI JUCHHUILIIHA

2.1. 3micT HABYAJBLHOI AMCHHUILIIHT

HaBuanpHuil MaTepian JUCHMIUTIHU CTPYKTYPOBaHUH 3a MOJYJIbHUM HPUHIUIIOM 1
CKJIa/Ia€TbCs 3 OJHOrO HaB4YaabHOro moayiass Nel «Komywikamii Openay», sikuil €
JOTIYHOI0 3aBEPIICHO0, BIIHOCHO CAMOCTIMHOIO, IUTICHOIO YAaCTHHOIO HAaBYAIBHOI
JMCLUIUTIHY, 3aCBOEHHS KOi Iependayae MpoBEAEHHS MOAYJIbHOI KOHTPOJIbHOI poOoTH
Ta aHaji3 pe3yabTaTiB 1l BUKOHAHHS.

2.2. MoayibHe CTPYKTYPYBAHHSA TA IHTerpoOBaHi BUMOIH 10 KOKHOTO MOIYJIsI
Moayab Ne 1 «KomyHikaumii Openay»
InTerposani Bumoru moay.as Nel:
3HATH:
- CTPYKTYpY, 3MICT,CYTHICTb Ta OCHOBHI TEXHOJIOT'1i CTBOPEHHS OpEHY;
- 3MICT KOMYHIKaTUBHOI MPOOJIEMATUKU Ta il MPOSIBU y MPOIECI CTBOPEHHS Ta
(byHKITIOHYBaHHS OpeHTY;
- PO3BUTOK OpeHIIB Yy IPOCTOPI Ta Yaci i CXeMH iX aHaTi3y;
- KyJIbTYPHI Ta MEHTaJIbH1 0COOIMBOCT1 OpeHY;
- IpO POJIb Ta 3HaYeHHs €()eKTUBHOCT1 OPEHIOBOTO BILUIUBY Y KOMYHIKATUBHOMY

TICKYPCI;
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- OCHOBHI TEH/ICHIIi1 PO3BUTKY CY4aCHOTO OpEHIIHTY.

BMIiTH:

- aHaTi3yBaTH OpeHj Ta OpeHJIHT 3a JOMOMOIOI KaTeropid, MOHSITh, TEPMIHIB
KOMYHIKaTUBICTUKH;

- 32CTOCOBYBAaTH Ha TPAKTHIll palliOHaJIbHI CTparerii Ta TAaKTUKUA YIPaBIiHHA
OpeHIoM;

- aHaANII3yBaTH OpeH 1 yepe3 npu3My (GopMyBaHHS JIOSUIBHOCTI Ta IOBIPH

- aHAJII3yBaTH 1HAUBIIYaJbHICTh OpEHIy, CErMEHTYBaHHS Ta  IO3ULIIOBAHHS
OpeHnys;

- INIAHYBATH, OPTaHi30BYBAaTH Ta MPOBOJUTH Pi3HI KOMYHIKaTHBHI KOMMaHii Mo
noOya0B1 OpeHy;

- OIIIHIOBATH PO3BUTOK OpEeHAY Yy IIPOCTOPI Ta Yaci.

Tema 1. 3micT Ta arpudyru Openay. CTpykrypa Ta pisHOBHIH OpeHIy
Crtpykrypa noptdens OpenaiB. OCHOBHI NPUHIUIK (HOPMYBAHHS apXITEKTypH

OopenniB. Kiacudikamis OpenniB. CaMocTiiiHI TOBapHi OpeHAM Ta 30HTHYHI
(acoptumentri) Openau. Pomi OpenaiB y moptdeni. KoMyHIKaTHBHI BIIACTHBOCTI
atpubytiB Openay. Moxaens OpenaoBoi JIHK. Apxirextypa OpenmiB. MeraGpena ta
MactepOpena. Mapounuii noptdens. OepOpeHauHr. MynbpTiOpeH Ta “30HTHYHUN”
openn. Cy00pens.

Tema 2. TexHoJiorii OpeHIMHTY

bpenaunr sx mpakTtuka po3poOku, peanmizailii Ta po3BUTKY Openma. Dimocodis
Opennunry. KoHKypeHTHHI aHali3 Ta CErMEHTyBaHHs croxuBadiB. Po3poOka
imenTuyHOCT1 Openay.bpenaose iM’s, popmanbHi Ta 3MICTOBHI BUMoru Ao iMeHi. CiMm
¢byHKIIii OpeHA0BOTO IMEHI.

Tema 3. Bpena cTopi

bpenninr sk mpakTuka po3poOku, peanizaiii Ta po3BUTKY Openma. dimocodis
Openainry. KonkypeHTHUI aHami3 Ta SApo LUIbOBOI ayauTopii. Po3pobka i1eHTHYHOCTI
openny. Ilcuxomoriuyni MeTomuku mpu po3podIi imeHTHIHOCTI OpeHmy. bpenn cropi.
Bbpennose iM’s, popmanbHi Ta 3MicTOBHI BUMOru a0 iMeHi. CiM ¢yHKIii OpeHIOBOTO
iMeH1. CriocoOu yTBOPEHHSI Ta €Talu CTBOPEHHS IMEH1 OpeH/Ty.

Tema 4. @opmyBaHHs iMiTKeBUX cTpaTeriii OpeHay

Imimx Tta crepeotunu y Openuinry. Teopis imiypky JA.Oriei. Tunwm
KOMYHIKaTUBHUX CHUTYyalllif, SKI BH3HA4alOTh BUOIp IMIIKeBHX cTpaterid. Ilpupona
LUTICHOTO €MOI[IHHO-00pa3Horo 3MICTy IMIIpKy Openny. Imimx OpeHay Ta ‘30Ha
ncuxojiorivnoro komdopry”’. Tumm acomiamiif, ski (HOPMYIOTH IMIDKEBI CTparterii:
(yHKITIOHANIBHI O3HAKH, ’M’SIKi pUCH’,eMOIifHI 3B’s3kH. Kpirepii OIlIHKH acolliamii
Openny. CTBOpeHHs IMIKY OpeHly sIK TeXHOJIOT1uHui npouiec. KoMmyHikaTuBHI edekTu
IMIIKY OpeHza Ta ix ocHoBHI kputepii. Teopis XK.boapiiisipa o B3aeMHHax JIOJUHU Ta
“peut”. [lonarrs “MinbroH- Moneni”. Teopis“Bammipismy” P.PuB3a. Ecretuka Openmy.
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Tema 5. bpenauHr HAIOHATBLHUX aBiaKOMMaHii

Crpareris  mpocyBaHHS  aBiakoMmmadiii.  American  Airlines:  cioraH,
MO3UI[IOHYBAHHA JIiIepCTBAa Ta IMepeBaru, AKUEHT Ha pPO3UIMPEHHI 1 YKPYINHEHHS
KOMIIaH1i., TepuTOpiajbHa MPUB'A3Ka 1 BIACWIAHHA 1O MaTpiaTU3My, JIOTOTHI, JIiBpes 1
¢bipMoBuii cTunb, yHipopma GopTnpoBinHuKiB. British Airways: OpenauHr aBiamiHii no-
AHTJINACHKH: €MMHUN (HIPMOBUH CTWIIb, pEKJIaMHA KaMITaHis, HEBJaJe TMO3HMIIIOHYBaHHS,
cTroapaecu. bpenn aBianiniii Emirates: no3uiionyBaHHs OpeHly B pI3HUI Yac , JIOTOTHII,
JiBpes Ta ¢pipMoBuii ctriib. bpenn aBiaminiit MAY.

Tema 6. CyyacHi KOMYHIKATHBHI cTpaTerii CTBOPeHHsI HOBUX OpeHiB

OcHOBHI TeHAEHIII OpeHAIHTY y CY4acHOMY CBIT1 - 3IUTTS 1 TOTJIMHAHHS.
KoHcomigaris perioHaqpHUX Ta HaIllOHAJBbHUX OpeHIIB y TIo0OaabHI. 3MiHA CTPYKTYpH
CIIOKMBYMX MOTPeO 1 MiABUIIIEHHS PiBHA o4ikyBaHb. Mojens Ilina ta T'immopa “5 |
ineHTudikanis — iHpopmalis — yaBa - 3aHypeHHs - 1HTpura. KomyHikatusHi O6ap'epu y
BIIHOCMHAX MDK OpEeHJOM Ta CIOXHBaueM: OaraTOKaHaJIbHICTh; pPO3(OKYCYBaHHS
IIOBIIOMJICHB; SIBHI 1 HESIBH1 CEHCH.

AmHaii3 CTBOpEHHS Ta yIpaBiIiHHSA OpPEHIOM C TOUKH 30py Teopii cucteMm. Monemnb
ctpareriunoro openaiary Keeina Kemnepa. Mojaens Opena-nmigepcrBa Aakepa i
Moximmrraiinepa. Moienb cTBOpeHHs iHTerpoBanoro 6pensy Jlecni ne UepHaroHa.
AmepuKkaHO-€BpoTeiichKa Ta a3iaTChKa MOJEI1 Cy4aCHOTO OpEH/IIHTY.

Tema 7. EMoniiinuii acniekt OpeHay

3a/10BOJIEHHS] SIK OJWH 13 TOJIOBHUX MOTHUBIB CHpPUHHATTA OpeHny. Marpuis
YOTHPHOX BHUAIB OPEHIOBOrO 3aJ0BOJICHHS. XapakTEPUCTHUKA 11€0JOTIYHOTO BHIY
3aJI0BOJICHHSI OpeHJoM (CHCTeMH TepeKOHaHb CrokuBaya). [loTeHIianbH1 11€0J0T14H1
nepeBard 1 HEJOJIKU. XapaKTepUCTHKA TMCHUXOJIOTIYHOTO BHUAY 3aJI0BOJICHHS OpeHIoM
(BukoHaHHsS TocTaBlieHUX IMinei). [loTeHmianpHI TCUXONOTIYHI MepeBaru 1 HeIOIKH.
XapaKTepuCTUKa COLIONOTIYHOTO BHIY 3aJ0BOJICHHS OpeHIOM (pO3yMiHHS TPYMOBO1
imeHTnyHOCTi, ToTpebu y comiamizamii). [loTeHmianbHI COIIOJNOTIYHI TiepeBaru i
HeloMIKM. XapaKTepUCTUKa KYJIbTYPHOTO BHIY 3a/J0BOJIEHHS OpeHnoMm (oOpa3He
3aJI0BOJICHHS, KyJIbTypHA IiHHICTD). [loTeHITIanpH1 KyIbTYpHI IEpeBary 1 HeJAOIKH.
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2.3. TemaTuyHuii mjia”

OO0csr HaBYaNBHUX 3aHATH (TOJI.)

Henna popma 3aouna popma
HaB4YaHHS HaBYaHHA
Ne Hazsa temu = =
op (TEMATUYHOrO PO3LIY) ol | E ol | &
5| B §| 9| 5| Bl §| ©
20 5 9 S 2 Bl 9O
21 & g O 8 & ¢
(=9 o,
= =
1 2 3/4| 5|67 |89 10
Moayasb Nel «Ynpap/iiHHS MAPKETHHIOM HA €JIEKTPOHHOMY PHHKY>»
6 cemecT 6 cemecTp
11 3MmicT Ta arpubytu Openay. CTpykTypa Ta 2
" | pi3HOBUIM OpeHIY 15 2 |2 7 |11 1| - |10
2
2
1.2 | TexHomnorii OpeHIUHTY 15 2 |2 7 |12 2 | - |10
2
1.3 | Bpenz ctopi 12256 7 1] 6
o ‘ 2 7 cemecTp
1.4 | ®opmyBaHHA IMIJKEBUX cTpareriil Openay | 15| 2 |2 7
2 16 | - 1|15
1.5 | BpenauHT HallIOHAIPHUX aBiaKOMITAHIN 13| 2 22 7 |18 1|2 |15
. . . 2
16 CyuyacHi KOMYHIKATHBHI CTpaTerii 17 2 51 7 1191 11216
CTBOPEHHSI HOBUX OpEH/IIB 2 5
9 2
1.7 | EmMouiitanii acnext OpeHmy 17 5 2| 7 |18 1|1 ]|16
2
1.8 | JlomamiHe 3aBaaHHS 8| -|-1]8 - - - -
1.9 | MonynbHa KOHTpoJbHa poboTta Nel 8|1 |- |7 |- |- 1|-/|-
1.10| KonrposbHa (gomanins) podota (3OH) - -|-/-18]-1-18
ITincymkoBa cemMecTpoBa KOHTPOJIbHA poboTa
111 3 - 11| 1 10
Yceboro 3a moayJiem Nel 120 19 | 38| 63 |120| 8 | 6 |106
Ycboro 3a HaBYAJIbHOIO Ill/lCIIHlIJIiHOlO 1201 19 | 38 63 |120| 8 6 1106
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2.4. JloMaIllHE 3aBIaHHSI.

B moctoMy cemecTpi CTyA€HTH BUKOHYIOTh AoMallHe 3aBaaHHs (/13), BIANOBIAHO
70 3aTBEP/UKCHUX B YCTAHOBJICHOMY TOPSIKY METOJMYHUX PEKOMEHJAIlI, 3 METO0
3aKpIMJICHHS Ta MOTIHOIEHHS TEOPETUYHUX Ta MPAKTUYHUX 3HAHb Ta BMiHb, HAOYTHX ¥
MpoIIeCi 3aCBOEHHS HABYAIBHOTO MaTepiany TUCIHILTIHY.

Konkperna mera /I3 monsrac B OTpUMaHHI YSBJICHHS MPO OCHOBU Ta OCOOJIMBOCTI
OpeHAMHrY 1 Ta (OpPMYBaHHS Yy CTYIEHTIB YMIHHS 3aCTOCOBYBATH L€ IHCTPYMEHT Ta
y MPaKTUYHIN A1SJIbHOCTI.

Bukonanus, odopmienHs Ta 3axucT JI3  3mIHCHIOETBCS  CTYIEHTOM B
IHAMBITYaTbHOMY MOPSIKY BiIIOBIAHO 10 METOAUYHUX PEKOMEHIAIIIH.

Yac, noTpioHU# 11t BUKOHaHHS /I3, — 10 8 ToAMH camMoCTiitHOT poOOTH.

Has crynentiB 3®H — 3aBgaHHsA /11 BHKOHAHHS KOHTPOJBHOI pOOOTH
pO3pO0ISIOTECS aBTOPOM pobOovoi mporpamu. HapyanbHl Matepiaiv 3aTBEPIKYIOThCS
MPOTOKOJIOM 3aCilaHHs] BUIYCKOBOi Kadeapu, MJOBOAITHCA 1O BiOMa CTYJEHTa
IHIUBITYyaIbHO 1 BUKOHYIOTHCS BIAIMOBIIHO A0 METOAUYHHUX pekoMeHpaarii. Hampuknan,
HOMEp BapiaHTy TEOPETUYHOI YACTHHU Ta MPAKTUYHOI YACTHHHU BU3HAYAETHCS 32 MEPIIO0
JITEpOr0 TpI3BUIIA Ta OCTAHHBOI LU(POI0 IHAMBIAYAaTbHOTO HABYAJIBHOTO IUIAHY
CTY/ICHTA.

2.5. llepenik nmuTaHb AJA MIATOTOBKH A0 MiJAICYMKOBOI KOHTPOJIBLHOI
po6oru (y Bunaaky nudepeniiiiioBanoro 3amiky 3OH).

[Tepenik muTanp Ta 3MICT 3aBJaHb JJIS MIATOTOBKH JO MiACYMKOBOi KOHTPOJIBHOT
pobOTH, PO3POOIAIOTECS MPOBITHUM BHUKIAJadyeM Kadenpu BIAMOBIAHO A0 pobOOUOi
porpaMu, 3aTBEPKYEThCS Ha 3acijaHH1 KadeIpu Ta JOHOCUTHCS J0 BiJoMa CTYCHTIB.

3. HABYHAJIBHO-METO/UYHI MATEPIAJIA 3 JUCHHUIIJIITHA

3.1. Meroau HaBYaHHS

[Ipy BUBUYEHHI HABYaJIbHOI NHWCIMIUTIHM BUKOPHUCTOBYIOTHCS HACTYIHI METOIU
HABYaHHSI: CJIOBECHI (TMOsSCHEeHHs, Oecija, MUCKYCis, JIajior), IOsSCHIOBAJIBHO-HAOUYHI
(meMoHCTpaIlisg, UTFOCTparis), MpakTU4Hi (pIiIeHHs 3aja4, AUIOBI irpu), YacTKOBO-
MIOIIIYKOB1 Ta TOCIITHUIIbKI METOH.

3.2. PexomenioBana Jireparypa

ba3oBa Jirteparypa

3.2.1. «bpenn-menemkMenT» Hapuanpuuii mociOauk/ Yimanm.: C.D.Cmepidues-
cekuii, C.€. [lerponaBnoBcbka, O.A.Pamuenko. — K.: Bun-Bo Harr. aBian. yH-ty «HAY-
Ipyk», 2018. — 48 c.

3.2.2.«bpenn-menemxment» [Ipakrukym/ Yiman.: C.€. IlerponaBnoBebka, O. B.
Xwmenpaunbka. — K.: Bug-Bo Ham. aBian. ya-ty «HAY-npyk», 2018. — 48 c.

3.2.3. llIsenus O. O. Ponb OpeHauHry B 3a0€31€UeHH] YCIIIITHOIO () YHKIIOHYBaHHS
mnpueMcTBa : aBtoped. auc. ... kKaHa. ekoH. Hayk : 08.00.04 / IlIsenp Onena
OnekcanapiBHa ; XepCoOH. Hall. TEXH. YH-T. - XepcoH, 2017. - 20 c.

3.2.4. Tlaneputok T. Sk nbBiBCchbkHil OpeHn «Aiaris ['amuuuHu» 3apoliisse Ha
o531 3 iHHOCTAMHU. https://ain.business/2022/02/15/aviacziya-galychyny-story/
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3.2.5. lerponasnoBebka C.€., Tkauyk M.IO. 3actocyBanHs OHIAH-OpEHIUHTY Y
CTBOpPEHHI IMIIKY MicTa. [IpobieMu CUCTEMHOTO MIIX0AYy B €KOHOMIIlL. Paxosuti 30ipHux
Haykogux npays. Exonomiuni naykux. 2019. Ne 2(2). C. 156-161.

3.2.6. IlerponaBnoBceka C.€., Tkauyk M.IO. "I'eokynbTypHUII OpEeHIUHI MICT.
Hayxroeo-npaxmuunuii scypuan "Exonomiuni cmyoii”. 2020. Ne 3(29). C.83-91.

3.2.7. «ComianbHi Mefia SK IHCTPYMEHT YTIPABIIIHHS JOSJIBHICIO CHOKMBAYiBY. —
[Ipobremu cucTeMHOro miAXoay B eKOHOMImi: 30. HaykoBuX mpamb. — K.: HAY, 2018. —
Bum. 1(63). — C. 166-174.

3.2.8. «3acTocyBaHHs OHJIAMH-OPEHIMHTY Y CTBOPEHHI IMIKY MicTay. — [Ipobnemu
CHUCTEMHOTO IiIX0y B eKOHOMII 30. HaykoBuXx mpaib. — K.: HAY, 2019. Bum. Ne2(2).
— C. 156-161.

3.2.9. «Oco06auBOCTI Ta OCHOBHI BIIMIHHOCT1 KOMYHIKaIliiHOT moriTuku Ha B2B ta
B2C punkax». — CxigHa €Bpona: eKOHOMIKa, Oi3HEC Ta YNpaBiiHHA : 30. HAYKOBHX
npanb. — [I.: Enexrponne maykose Bumanus, 2019. Bun. Ne 3 (20). — C. 327- 334.

3.2.10. «BmmB BHOOpPY coOIllaTbHOT MEpeki Ta KOHTEHTY Ha e(EeKTHUBHICTH
B3a€MOJIIT Ta 3aJy4€HOCT1 IUIbOBO1T ayauTopii». [Ipna3zoBChkuii €KOHOMIYHUN BICHHUK. —
Opeca: IIpu4opHOMOPCHKUN HAYKOBO-AOCHITHHUI IHCTUTYT €KOHOMIKM Ta IHHOBAIIiH,
2020.— Bum.6(23). — C.134-141.

3.2.11. «'eoxynpTypHUil OpeHmuHr MicT» Exonomiuni ctymii — JI. : JIpBiBChKa
exoHoMiuHa ¢yHaamis. 2020. — um. Ne3(29). — C. 83-92.

JlonmomixHa JiTteparypa

3.2.12. Cyxapescbka I'. B. KomyHikamiliHi TEXHOJIOT1l y MpPOCYBaHHI JakKuepi-
OpeHniB : aBTOped. aUC. ... KaHI. HAayK 13 coll. komyHikamii : 27.00.06 / CyxapeBchka
I'anna BononumupisHa ; Kuis. Hau. yH-T iM. Tapaca IlleBuenka, IH-T kypHamicTUKH. -
Kuis, 2017. - 16 c.

3.2.13. Cryninceka I'. 5. TeopeTuko-MeTom0NOT4HI 3acaau OPEHIUHTY B CHCTEMI
YIPaBJIIHHS KOHKYPEHTOCIIPOMOXKHICTIO HAIIOHAIbHOI €KOHOMIKH : aBToped. AucC. ... -
pa exoH. Hayk : 08.00.03 / Crynincbka ['anmna SkiBHa ; Onec. Hall. MOMITEXH. YH-T. -
Ouneca, 2017. - 38 c.

3.2.14 T1lappenuyx L 0. Bbpena-opientoBane yIpaBIiHHS
KOHKYPEHTOCIIPOMOXKHICTIO HIANPUEMCTB Yy CHCTEM1 HAIIOHAJIBHOTO TOCHOJApCTBa :
aBroped. nuc. ... kaua. exkoH. Hayk : 08.00.03 / Ilappenuyk Inna OnexkcannpiBHa ;
JIHITPOTIETPOB. IEpK. arpap.-ekoH. yH-T. - {ainpo, 2017. - 20 c.

3.2.15.Tepemyk M. 1. BbpeHauHroBi TexHOJIOTIi y peami3amii HalloHAJIbHUX
iHTepeciB aepkaB LleHTpanpHo-CximHOi €Bpony Ha MDKHAPOHIA apeHi : MoHorpadis /
Tepemyk Mapuna IropiBHa ; YH-T exoHomikm Ta mpaBa "KPOK". - KuiB : YH-T
ekoHoMikH Ta npasa "KPOK", 2017. - 152 c.

3.3. Inpopmaniiini pecypcu B InTepHeri

3.3.1. www.er.nau.edu.ua

3.3.2.Ilincymkn  pobotu  asiaramy3si  Ykpainm B 2021  pomi.  URL:
http:/www.uvidpustku.com.
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4. PEUTUHIOBA CUCTEMA OLIHIOBAHHSI HABYTUX CTYJIEHTOM
3HAHDb TA BMIHb
OLiHIOBaHHA OKpPEeMHX BHJIIB BHUKOHAHOI CTYJEHTOM HaBYajJbHOi pPOOOTH
3I1MCHIOETHCA B Oanax BiAmoBiaHO 10 Tadn.4.1.

Tabaumg 4.1
MakcumajibHa KUIBKICTH 0atiB
Jenna ¢gopma | 3aouna ¢popma
HABYAHHS HABYAHHS
Bua HaByanbHOI po6oTH Moayas Nel
6 cemecTp 7 cemecTp
BukoHaHHS paKTUYHUX 3aBIaHb
20 20
BukonanHas Hackpi3zHOi 3a1adi 20 20
JloMaIiHe 3aBIaHHS 30 -
Bukonanss Ta 3axuct KOHTpodasHOI podoTn (3PH) - 30
s 0onycky 00 6UKOHAHHS MOOYIbHOI KOHMPOJIbHOL 42 anu i
pobomu Nel cmyoenm mae Habpamu He MeHuLe
BukoHaHHS MOyTbHOT KOHTPOJIbHOT poboTu Nel 30 -
ITizcymKoBa ceMecTpoBa KOHTpOJIbHA poboTa (3DH) 30
¥Ycboro 3a moaysasimu Nel 100 100
Ycboro 3a AMCHUILTIHOKO 100

3anikosea penmunzoea ouinka BU3Ha4YaeThcs ( B Oanmax Ta 3a HallOHAIBHOIO
IIKaJ00) 3a pe3ydbTaTaMd BUKOHAHHS BCIX BHWJAIB HaBYaJbHOI pOOOTH MPOTATOM
ceMecTpy.

4.2. BuxoHaHi BUAM HABYAJIBHOI POOOTH 3apaxOBYIOTHCS CTYICHTY, SKIIO BiH
OTPUMAB 32 HUX MO3UTUBHY PEUTHHIOBY OLIHKY (lonaTok 3).

43. Cyma pEUTHHTOBUX OIIIHOK, OTPUMAaHHUX CTYJACHTOM 3a OKpeMi BHUIU
BUKOHAaHOT HaBYAJIbHOT POOOTH, CTAHOBUTH MOTOYHY MOJYJIBHY PEHTHHTOBY OIlIHKY, SIKa
3aHOCUTHCS 10 BIZIOMOCT1 MOJYJIBHOTO KOHTPOJIO.

4.4. B Bumagky audepeHHiioBaHOro 3ajiky IiJCyMKOBa CEMECTPOBA
pEUTHHTOBA OIlIHKA, IEePEepPaxoOBYETHCS B OIIHKY 3a HAITIOHAJTBHOIO IIKAJIOK Ta ITKAJIOI0
ECTS (lomatox 4).

4.5. TlincymMKoBa ceMecTpoBa PEHTHHIOBa OIliHKa B 0ajax, 3a HalllOHAJILHOIO
mkanoo Ta mkamor ECTS 3aHocuThcs 10 3a1IKOBO-CK3aMCHAIMHOI BIIOMOCTI,
HaBUYaJbHOT KapTKA Ta 3allIKOBOI KHWIKKM CTYACHTA, HAmpukian, Tak: 92/Biom./A,
87/Moope/B, 79//oope/C, 68/3a00s6./D, 65/3a006./E To1110.

4.6. [lincymkoBa peHTHUHTOBA OIlIHKAa 3 JUCHUIUIIHM JOPIBHIOE ITiJICYMKOBIN
CEMECTpPOBIA PEUTHHTOBIN OIIHII. 3a3HauyeHa MIACYMKOBAa pPEUTHHTOBA OI[IHKa 3
JTUCIMIUIIHY 3aHOCUTHCA 10 JlogaTky 10 Auruioma.
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INTRODUCTION

The Course Training Program of the academic discipline "Branding™ was
developed on the basis of the "Methodological recommendations for the
development and execution of the syllabus of educational discipline of full-time
and part-time forms of training”, approved by rector’s order No. 249/roz. of
29.04.2021 and relevant regulatory documents.

1. EXPLANATORY NOTE

1.1. Role, goal and objectives of the academic discipline

The role of the discipline is a theoretical and practical basis of a set of
knowledge and skills that form the profile of a specialist in understanding the
features of the Internet and the specifics of marketing activities on the network.

The goal of the course is the mastering theoretical and basic knowledge,
mastering the theoretical and practical foundations of branding, developing key
competencies in creating and managing a brand, mastering the skills of
sociological analysis of the brand as a social, communicative, semiotic and
marketing category, learn to make effective strategic and tactical decisions to
create and develop a brand.

The objectives of the discipline are:

v' to show the essence, forms and mechanisms of formation of brand
communication as an integral category, to be guided in sociological
and communicative dimensions of branding;

v" to teach the main approaches and features of planning and modeling
the development of brand identity;

v’ to master the skills of analytical, creative and innovative activities
both in creating and managing the brand

1.2. Educational outcomes of the academic discipline

- To determine the functional areas of marketing activities of the market
entity and their relationships in the management system, to calculate the relevant
indicators that characterize the effectiveness of such activities (PLO 6).

- Apply innovative approaches to marketing activities of the market entity,
flexibly adapt to changes in the marketing environment (PLO 8).

- Be able to show understanding of the essence of the concept of modern
social and market communications, to analyze commercial relations with
consumers, to analyze the behavior of market participants in the traditional and
electronic market (PLO 22).

To predict effective demand, to define perspective target segments of
consumers, to substantiate innovative methods of management of commodity,
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price, sales, communication policies of the enterprise in all types of markets
(PLO23).

1.3. Competences obtained through the academic discipline

- Ability to solve complex specialized problems and practical problems in
the field of marketing or in the learning process, which involves the use of
appropriate theories and methods and is characterized by complexity and
uncertainty of conditions (IC).

- Ability to abstract thinking, analysis and synthesis (GC 3).

- Ability to learn and master modern knowledge (GC 4).

- Ability to logically and consistently reproduce the acquired knowledge of
the subject area of marketing (PC 1).

- Ability to use the theoretical provisions of marketing to interpret and
predict phenomena and processes in the marketing environment (PC 3).

- Ability to conduct marketing activities based on understanding the essence
and content of marketing theory and functional relationships between its
components (PC 4).

- Ability to form a system of information support for marketing activities of
the enterprise and apply online tools, methods and algorithms for collecting and
processing information necessary for market analysis, behavior of consumers,
competitors and market participants, including aviation enterprises in modern
market conditions (PC 19).

1.4. Interdisciplinary links

This discipline is based on knowledge of such disciplines as “Marketing of
Services”, “International Markets and World Trade”, “Consumer Behavior”,
“Marketing Communications”, “Marketing in Aviation” while is the basis for the
study of further disciplines, namely: “Public Relations”, “Industrial Enterprise
Marketing”, “International Marketing”, “International Economic Integration”,
“Marketing Audit”.

2. PROGRAM OF THE ACADEMIC DISCIPLINE

2.1. Content of the academic discipline

The educational material of the discipline “Branding" is structured on a
modular basis and consists of one educational module “Brand communications”
which is a logically complete, relatively independent, integral part of the
curriculum, mastering of which involves a module test and results analysis.
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2.2. Module structure and integrated requirements for each module

Module 1 “Brand communications”

Integrated requirements for module 1 -

to know:

- structure, content, essence and basic technologies of brand creation;

- the content of communicative issues and its manifestations in the process of
creating and operating a brand;

- development of brands in space and time and schemes of their analysis;

- cultural and mental features of the brand;

- the role and importance of the effectiveness of brand influence in
communicative discourse;

- main trends in the development of modern branding..

be able:

- to analyze the brand and branding using categories, concepts, terms of
communication;

- to apply in practice rational strategies and tactics of brand management;

- to analyze the brand through the prism of building loyalty and trust;

- to analyze the individuality of the brand, segmentation and positioning of
the brand;

- to plan, organize and conduct various communication companies to build a
brand,;

- to evaluate the development of the brand in space and time.

Topic 1. Content and attributes of the brand. The structure and

varieties of the brand

The structure of the brand portfolio. Basic principles of brand architecture formation.
Classification of brands. Independent product brands and umbrella (assortment) brands. The role
of brands in the portfolio. Communicative properties of brand attributes. Branded DNA model.
Brand architecture. Megabrand and masterbrand. Vintage briefcase. Overbranding. Multibrand
and "umbrella” brand. Subbrand.

Topic 2. Branding technologies

Branding as a practice of brand development, implementation and development.
Philosophy of branding. Competitive analysis and consumer segmentation. Brand identity
development. Brand name, formal and substantive requirements for the name. Seven functions of
a brand name.

Topic 3. Brand story

Branding as a practice of brand development, implementation and development.
Philosophy of branding. Competitive analysis and the core of the target audience. Brand identity
development. Psychological techniques in developing brand identity. Story brand. Brand name,
formal and substantive requirements for the name. Seven functions of a brand name. Methods of
formation and stages of creating a brand name.

Topic 4. Formation of brand image strategies

Image and stereotypes in branding. D. Ogilvy's theory of image. Types of communicative
situations that determine the choice of image strategies. The nature of the holistic emotional and
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figurative content of the brand image. Brand image and "psychological comfort zone". Types of
associations that form image strategies: functional features, "soft features”, emotional
connections. Criteria for evaluating brand associations. Creating a brand image as a
technological process. Communicative effects of brand image and their main criteria.
Baudrillard's theory of the relationship between man and "things". The concept of "Milton
model". The theory of "vampirism" by R. Reeves. Aesthetics of the brand.

Topic 5. Branding of national airlines

Promotion strategy of airlines. American Airlines: slogan, leadership positioning and
advantages, Emphasis on expansion and consolidation of the company, territorial attachment and
reference to patriotism, logo, livery and corporate style, uniform of flight attendants. British
Airways: airline branding in English: unified corporate style, advertising campaign, unsuccessful
positioning, flight attendants. Emirates brand: brand positioning at different times, logo, livery
and corporate style. Brand of Ukraine International Airlines.

Topic 6. Modern communication strategies for creating new brands

The main trends in branding in the modern world are mergers and acquisitions.
Consolidation of regional and national brands into global ones. Changing the structure of
consumer needs and raising expectations. Pin and Gilmore's model "5 I": identification -
information - imagination - immersion - intrigue. Communication barriers in the relationship
between brand and consumer: multichannel; defocusing messages; explicit and implicit
meanings.

Analysis of brand creation and management in terms of systems theory. Kevin Keller's
strategic branding model. Aaker and Yohimsteiler brand leadership model. Leslie de Chernaton's
integrated brand creation model. American-European and Asian models of modern branding.

Topic 7. The emotional aspect of the brand

Satisfaction as one of the main motives for brand perception. A matrix of four types of
brand satisfaction. Characteristics of the ideological type of brand satisfaction (consumer belief
system). Potential ideological advantages and disadvantages. Characteristics of the psychological
type of brand satisfaction (fulfillment of goals). Potential psychological advantages and
disadvantages. Characteristics of the sociological type of brand satisfaction (understanding of
group identity, the need for socialization). Potential sociological advantages and disadvantages.
Characteristics of the cultural type of brand satisfaction (figurative satisfaction, cultural value).
Potential cultural advantages and disadvantages.

2.3. Thematic plan of the academic discipline

Academic hours
Full-time study Part-time study
Ne ]
%) > 17, >
nop Topic = | 8| 8|5 < 8 §|3
5 | 2| 5|2 8 3 5|9
~ S| S| || 8 S| =
1 2 3 4 51678 9|10

Module 1 ""Brand communications"

6 semester 6 semester
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. 2
Content and attributes of the brand. The
1 structure and varieties of the brand 15 2 g fpup - 10
2
1.2 | Branding technologies 15 2 |2 7 1122 | - | 10
2
1.3 | Brand story 12 2 g 6 | 71| - 6
_ _ _ 2 7 semester
1.4 | Formation of brand image strategies 15 2 |2 7
2 16| - | 1| 15
1.5 | Branding of national airlines 13 2 22 7 1181 2| 15
o . 2
16 Modz_arn communication strategies for 17 2 >l 71101121 16
creating new brands 2 5
5 2
1.7 | The emotional aspect of the brand 17 5 2 | 7 118 1|1 | 16
2
1.8 | Home task 8 -8 -] -] - -
1.9 | Module test Nel 8 1 - 7T -] - -
1.10 | Test/ Home task (PTS) - - - -1 8 - - 8
1.11 | Final semestral test (PTS) - - - - 11| 1| -] 10
Total for Module 1 120 | 19 | 38| 63 |120| 8 | 6 | 106
Total For Academic Discipline 120 | 19 | 38|63 |120| 8 | 6 | 106

2.4. Home task, assignment for test (PTS)

In the sixth semester, students complete homework (HW), in accordance
with the approved guidelines, in order to consolidate and deepen the theoretical
and practical knowledge and skills acquired in the process of mastering the
material of the discipline.

The specific purpose of HW is to get an idea of the basics and features of
branding and the formation of students’ ability to apply this tool in practice.

Executing, registration and defending of HW is carried out by the student
individually according to methodical recommendations.

The time required to complete a HW is up to 8 hours of self-study.

For students of PTS - tasks for tests performance are developed by the
author of the working program. Educational materials are approved by the minutes
of the graduating department meeting, brought to the notice of the student
individually and performed in accordance with the guidelines. For example, the
variant number of the theoretical part and the practical part is determined by the
first letter of the surname and the last digit of the student's individual curriculum.
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2.5. List of questions for exam and final / module test (in case of graded
test for PTS)

The list of questions and the tasks to prepare for the exam are developed by
the teacher of the department in accordance with the work program and
communicated to the students.

3. TRAINING MATERIALS FOR THE DISCIPLINE

3.1. Teaching Methods

Standard teaching methods:

— practical exercises using active and interactive technologies,

— written or oral homework,

— individual work of students, which includes the development of
theoretical material, preparation for practical training.

Teaching methods using interactive forms of learning:

— disputes in groups,

— analysis of situations based on the case method,

— business and role-playing games,

— work in small groups,

— discussion of essays prepared by students, reports of presentations,

— project-based learning.

3.2. Recommended literature

Basic literature

3.2.1. Deneen Allen, Mark Campbell, Sheree Johnson, 360° Brand Story Building,
http://www.storytellings.com/images/StoryTellings_360_Brand_Story Building.p
df

3.2.2. Marty Neumeier, The Brand Gap: How to Bridge the Distance between Business
Strategy and Design (AIGA New Riders, 2006), 28.

3.2.3. Stephen Brown, Brands and branding, 2016, SAGE Publications Ltd, 276.

3.2.4. The essentials of branding from The Big Book of Marketing McGraw-Hill, 2010.

3.2.5. Michael Johnson, Branding in Fife and Half Steps, 2019, 267.

3.2.6. Yan Truong, Geoff Simons, Branding strategies for high-technology products: The
effects of consumer and product innovativeness, July 2016, Journal of Business
Research, 70.

3.2.7. Tim Jones, ‘I Believe in Gaming Your Brand’, in Nick Kendall, ed., What is a 21st
Century Brand? (Kogan Page: London, 2015, 65-69).

Additional literature

3.2.8. Branding and extroversion handbook: a guide for SMES, Project No. 2015-1-
HUO01-KA202-013605, 78.

3.2.9. Diana Fayvishenko, Formation of Brand Positioning Strategy, Baltic Journal of
Economic Studies, Vol. 4, No 2, 2018, 245-248.

3.2.10. Marketing and Branding a Practical Guide, Small Business Development
Corporation, 2018, 43.

3.3. Information resources on the Internet
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3.3.1. https://ru.scribd.com/document/494713790/390245737-7-Types-of-
Communicative-Strategies

3.3.2. https://en.wikipedia.org/wiki/Rebranding

3.3.3. https://blog.smarp.com/10-ways-to-measure-brand-awareness

3.3.4. https://blog.smarp.com/using-analytics-to-measure-your-employee-
advocacy-program-success

3.3.5. https://www.slideshare.net/synaxis/understanding-strategies-tactics-and-
measurement-3675206

4. RATING SYSTEM OF KNOWLEDGE AND SKILLS ASSESSMENT
4.1. Evaluation of certain types of work done by students of the points made
in accordance with Tables.4.1.

Table 4.1.
Kind of Academic Activities Maximum Grade
Full-time study ’ Part-time study
Module 1 “Brand communications”
2 semester 3 semester
Carrying out of tasks during practical classes 20 20
) . 20

Execution of a cross-cutting task 20
Homework 30 -
Carrying out and defense of test (PTS) - 30
For carrying out a module test Nel a student must .

. 42 points -
receive not less than
Carrying out a module test Nel 30 -
Final semester test (PTS) - 30
Total for module 1 100 100
Total for the semester 100 100

A Semester Grade is determined (in points and in the National Scale) as a
result of performing all kinds of educational work during the semester.

4.2. A student is considered to have passed the module if both his/her Current
Module Grade and Module Test Grade are positive.

4.3. The sum of rating assessments received by the student for certain types of
completed educational work is the current module rating assessment, which is
recorded in the module control.

4.4. The Total Semester Grade obtained by the student based on the results of
the course work carrying out and defense in points of the National Scale and the
ECTS scale is entered in the module control, as well as in a student’s record book
and Diploma Supplement, for example: 92/Ex/A, 87/Good/B, 79/Good/C,
68/Sat/D, 65/Sat./E, etc.
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4.6. The Total Semester Grade of the subject is determined as the arithmetic
average grade of the total semester grades in points (for the fourth semester for this
subject) with its further transfer into the National Scale and ECTS Scale. The
indicated Total Semester Grade of the subject is entered in the Diploma

Supplement.
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