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1 Passport of the educational program

1.1 The purpose of the educational program: “Marketing and brand
management in the market of goods and services” is to prepare a marketing specialist of
a new formation who is able to conduct marketing research, possessing broad
fundamental knowledge, initiative, possessing the ability for scientific search and
creativity, adaptation to the changing demands of the labor market and technology,
which corresponds to the overall mission of the university.

The objectives of the program are as follows:

- participation of graduates in the conduct of comprehensive research of national
and international commodity markets in order to obtain information for making
management decisions;

-identification of consumer requirements for the quality characteristics of goods
and services, the formation of consumer demand and forecasting sales volumes;

-participation in the development and economic justification of operational and
start-up plans for the enterprise at the national and international levels;

- to reveal modern approaches to the organization of marketing activities in
various industries and fields of activity.

The ultimate goal of the educational program is the preparation for the educational
program “Marketing and brand management in the market of goods and services”, which
implies a clear orientation to the future, which is manifested in the possibility of building
your education with regard to success in personal and professional activities that meets
the requirements of employers.



2 General characteristics of the educational program (relevance, features,
competitive advantages, uniqueness, stakeholders, etc.)

The educational program “Marketing and brand management in the market of
goods and services” 1s designed on the basis of a modular learning system that forms
general cultural, special language and professional competencies.

A marketer is a specialist whose duties include the analysis and study of
preferences, customer demand and, as a result, the development of a strategy that will
help increase the competitiveness of the company’s products, increase its turnover and
profits. It is up to the marketer to continue the success, popularity and level of sales of
the products promoted, since it helps the manufacturer to understand and satisfy the
needs of the consumer as much as possible.

The specialty assumes that the marketer is engaged in research and analysis of the
consumer market, competitors' activities, develops and implements the company's own
marketing strategy, actively promotes and successfully sells goods and services. The
marketer analyzes the information received, draws conclusions and makes the best
decisions. Based on the results obtained, he develops a marketing mix, uses the most
effective methods, techniques and technologies in order to more fully and qualitatively
meet the needs of customers and ensure the profitability of the company’s activities.

The advantages of the educational program are as follows:

- preparation is conducted in the Kazakh, Russian and English languages;

-the use of interactive teaching methods (interactive lectures, case studies, role-
playing and business games, presentations and business projects;

- in-depth study of a foreign language;

-the passage of research practices in leading companies;

-High percentage of specialist employment.

The master's program is aimed at training highly qualified specialists who are able
to form ideas about the modern theoretical and practical problems of marketing,
management, economics and business.

The training program is focused on training professionals who effectively solve
marketing problems, are able to make non-standard solutions that ensure the
competitiveness, successful and sustainable development of the company. The master
program allows you to update and expand knowledge, improve your professional level
and acquire additional analytical and research competencies.

Much attention is paid to the study of the development of the market of goods and
services in Kazakhstan, advertising, strategies to promote goods and services to the
market and much more.



3 Competency model (portrait) graduate
3.1 Professional activities

The sphere of professional activity of the master of the educational program
"Marketing and brand management in the market of goods and services" can perform
various functions in the implementation of management, business, commercial and
research activities of economic entities. During the implementation of the sales and
scientific and technical activities, the masters study the marketing opportunities and
environment of economic entities, conduct marketing research, select the target segment,
predict consumer demand and position products for the selected segment, develop
policies in the field of product management, price, sales and communications, designed
to meet the needs of consumers and generate income, develop strategic and current
marketing plans and control them.

3.2 Types of professional activity

Types of professional activity:

-organization and conduct of the scientific, educational process in educational
institutions by profile;

- accounting of business operations at enterprises of various organizational and
legal formations of economic sectors;

-experimental research activities;

- the rational organization of their financial and economic relations;

- assistance in protection of economic interests and property of individuals and
legal entities.

3.3 General Education Competences

Know:

-principles and structures of the organization of scientific activity;

- types of scientific results: a single fact, an empirical generalization, model, law,
theory and law;

- psychology of cognitive activity of undergraduates in the learning process.

Be able to:

- to carry out marketing research in any areas for subsequent strategic decision
making by business entities in the field of market segmentation;

-to summarize the results of analytical work;

- successfully carry out research and management activities;

-to apply the knowledge of psychology in their professional activities;

- think creatively and creatively to solve new problems and situations.

Have skills:

- research activities, solving standard scientific problems;

-professional communication and intercultural communication;

-processing economic data in accordance with the task, justify the results.

3.4 Basic Competences
Know:
- The main teachings in the field of national economy;
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- features of the organization of marketing activities in various industries and
fields of activity;

- features of the marketing mix in some areas of activity;

- specifics of marketing research for various industries and fields of activity;

- features of the commodity, pricing, distribution and communication policy of the
enterprise of the selected industry or field of activity;

- approaches to the development of marketing strategies and marketing
management in industries and fields of activity.

- methods of regulation of international trade, the system of currency regulation
and control in Kazakhstan.

Be able to:

- apply the theoretical concepts, ideas and methods of classical marketing to solve
specific practical problems in certain sectors of activity;

- make effective decisions about the prospect of improving the position of an
enterprise in the market based on an analysis of the internal and external environment;

- use the basic theories of modern marketing to solve applied problems;

- apply the knowledge to choose the optimal strategy of the company based on
market conditions in a particular field of activity.

Master:

- knowledge about the development of society, the diversity of cultures,
civilizations, forms of social experience, the place of Kazakhstan in the world historical
process;

- modern methods of assessing the market situation;

- the main methods of situational analysis of the position of the enterprise in the
market space, in relation to the specific features and objectives of the use of marketing in
certain industries and areas of activity;

- skills of analyzing the external and internal environment of the enterprise in
various industry markets;

- information technology for solving applied marketing tasks.

- the practice of international commercial transactions, the conclusion of the
contract of sale and maintenance.

3.5 Professional competences

accounting and economic activities: the collection, processing and preparation of
baseline data to reflect the facts of the economic life of organizations; preparation of
initial data for the calculation of economic and socio-economic indicators characterizing
the activities of economic entities in the marketing field;

control: verification of marketing reports of business entities in order to establish
the reliability of its performance and compliance of their activities with the provisions of
current legislation; participation in the audit of financial and economic activities of
organizations of all forms of ownership and its objects;

analytical and research: the collection and analysis of data required for specific
economic calculations; processing of economic data, analysis, evaluation, interpretation
of the results and justification of the findings; conducting statistical surveys, surveys,
questionnaires and the initial processing of their results; participation in the development
of design decisions in the field of professional activity, the preparation of proposals and
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measures for the implementation of the developed projects and programs; analysis of
business entities;

organizational and management activities: participation in production and sales
and scientific and technical activities; bachelors study marketing opportunities and the
environment of business entities, conduct marketing research, select the target segment,
predict consumer demand and position products for the selected segment, develop
policies in the field of product and price management , sales and communications, aimed
at meeting the needs of consumers and making a profit, develop strategic and current
marketing plans and control their implementation.

4 Base professional practice (all types of practices)

Research practice is held at Astana Line Service LLP, Food Contract Corporation
JSC, Yasmin LLP, RSE NPT Astana Branch, Alua NS LLP, B.S Astana LLP,
Zhaltyrsky Elevator LLP, Nura-KB Kyrylys LLP, Sepe-2012 LLP.



5 Structure of the educational program of the magistracy in the profile

direction
The total complexity with a typical
Ne | The name of the cycles of disciplines and activities training period of 1 year .
In academic In academic
hours credits

1 2 3 4

1 Theoretical training 750 25

1.1 | The cycle of basic disciplines (BD) 300 10
University component (UK) 180 6

1) Foreign language (professional) 60 2
Management 60 2
Psychology of management 60 2

2) Component of choice (CC) 120 4
Quality and competitiveness 120 4

1.2 | The cycle of the main disciplines (MD) 750 25

1) University component (UK) 180 6
Interactive marketing 150 5
Component of choice (CC) 120 4

2) | Marketing logistics 150 5
Marketing management 150 5

3) | Production practice 300 10

2 | Experimental research work 390 13
Experimental research work of a graduate student,

1) | including the internship and the master's project 390 13
(ERWM)

3 | Additional types of training

4 | Final certification (FC) 360 12

1) | Design and defense of the master's project (DDMP) 360 12
Total 1800 60
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Application 3 Description of the disciplines of compulsory and university
components

1. Basic information about the discipline:

Name of the discipline | Management

2. Amount of credits 2

3. Prerequisite: General education disciplines, Economic theory, Microeconomics,
Macroeconomics

4. Post requisites: Writing the dissertation, future professional activity

5. Competences: As a result of studying this discipline, students should:
Know:

-the essence of management, the development of views on management and
management approaches; the role and place of the manager in the
organization;

-the essence of management decisions and the technology of their preparation
and adoption; answers to questions about linking processes, control functions,
group dynamics and leadership; modern methods of change management.

Be able to:

-define a system of organizational goals, develop a strategy and tactics for
their implementation; to identify and characterize the factors of internal and
external environment of the organization;

-analyze and design the organizational structure of management; develop
and justify options for effective management decisions and choose the best
of them;

-to select and apply a leadership style that ensures the effectiveness and
efficiency of the organization.

Master skills:

- setting management goals and developing strategic plans for the
organization; analysis and selection of effective management decisions;

-the use of methods and techniques of work that mobilize personnel to achieve
organizational and personal goals; development and construction of effective
organizational structures;

-the use of various methods and styles of conflict resolution.

6. Course author Department Management
7. Literature 1. MeckoH u ap. OcHOBBI MeHeKMeHTa. - M.: U3natenscTBO «BuiabsiMey»
2006.

2. Buxanckuii O.C., HaymoB A.W. MenemxkmeHT: YueOHUK. - 2-€ u31. - M.

«OKOHOMUCTBY», 2014.

3. dadt P. MenemxmenT. 8-¢ uza./mep. ¢ anri. nox pexa. C.K.Mopaosuna. -
CII6.: ITutep, 2009.

4. Buxaunckuit O.C., HaymoB A.U. [Ipaktukym mo kypcy «MeHEIHKMEHT.
M.: «DxoHOMUCTBY, 2004,

5. AxmeroB K.I'., CarunmukoB E.H. OcHOBBI MeHeIKMEHTa: y4eOHUK
AxToGe-Ypanbck: A-ITonurpadus, 2005.

6. Kap6erosa 3.P., KapOetoa III.P. MenemxmeHT: YueOHUK — AnMaThl:
TOO «Kanus-nonurpady, 2014.

7. KoBanenko b.b. OcnoBsl MenemxmenTa: Kypce nekuuit. Yacts I: yueOHoe
nocobue M3narensctBo:Cankr-IletepOyprekuit HUU, 2015.

8. AkmaeBa P.M. MenemxmenT: yueOnuk — M.; bepnun: [Iupexr-Menua,
2018.

9. EdpumoB A.H. Menemxment. Ilpaktukym: ydeOHOe mnocoOue ams
CTY/IGHTOB BY30B, OOy4aroImuxcs MO0 SKOHOMHYECKHM CIEIHATIbHOCTIM —
M.; JOHUTHU-TAHA, 2015.
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8. Content of the

discipline:

Characteristics of the organization and management. The evolution of
managerial thought. Internal and external environment of the organization.
Social responsibility of business and manager ethics. Communications.
Making management decisions. Planning. Organization as a management
function. Motivation. Control. Group dynamics. Leadership: power and
influence. Leadership styles. Managing conflict and stress. Change
management.

1. Basic information about the discipline:

Name of the discipline

Psychology of management

2. Amount of credits

2

3. Prerequisite:

Philosophy, Sociology, General psychology, Higher school psychology

4. Post requisites:

Pedagogical practice, research practice. Psychological support of
management activities; methods of working with functional states in
activities
manager

5. Competences:

As a result of mastering the discipline, the undergraduate must:

Know:

-social-psychological content and structure of management; and
management functions; psychological personality characteristics of the
leader; psychological patterns of joint activities to achieve organizational
goals;

-the basic approaches to solving managerial tasks and the rules for their
solution under the conditions of actually operating production structures,
methods of working with functional states in the activities of a manager,
optimization of managerial processes.

Be able to:

- apply the knowledge gained during the course; free to operate with
psychological concepts; use psychological knowledge in explaining
phenomena in the field of management psychology and group processes; to
analyze the professional activity of the manager in terms of ensuring his
psychological effectiveness;

-to apply methods and techniques aimed at developing the professionalism
of management personnel, the personality of the manager and increasing
the effectiveness of the management system.

Master skills:

- professional skills of psychological analysis of professional activities of a
manager, phenomena in the field of work and joint activities to achieve
organizational goals;

-practical skills of psychological support of management activities;
methods of working with functional states in the activities of the manager;

- skills in the use of developmental technologies aimed at improving the
professionalism of management personnel and team management.

6. Course author

Zhusupova A.A., Sagaliyeva ZH.K., Shakhmetova DS, Seylkhan G.I.

7. Main literature

1. Cronsapenko A.Jl. «Ilcuxonorus ynpaienus» PoctroB — Ha — JloHy
«®enuke» 2007.

2. Cromspenko A.J[. «llcuxonorust nenoBoro OOLIEHHSI W YHPABICHUS»
PoctoB — Ha — Jlony «®enuke» 2008.

3. Bonkoronosa O./1., 3y0 A.T. «YmnpaBieHueckas Ncuxoyorus» Mocksa
NI «@opym» - Undppa — M 2007.

4. Hemos P.C. «Ilcuxonorus» Mocksa uzn.ueHTp «Bmagoc» 2010.

8. Content of the
discipline

The essence of marketing from a psychological point of view. Marketing
management problems. Phases of marketing development as a basis for
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understanding its psychological aspects. Competitors and other market
partners: psychological aspects of interaction. Personal values of the
consumer as the basis of psychological segmentation. Brands as sources and
conductors of empirical experiences. Model of global life styles.

1. Basic information about the discipline:

Name of the
discipline

Foreign language (professional)

2. Amount of credits

2

3. Prerequisite:

Level Al, A2, B1

4. Post requisites:

Writing the dissertation, future professional activity

5. Competences:

Know:

- the lexical and grammatical minimum in the amount necessary for
working with foreign language texts in the process of professional
(economic) activity;

-realia of the country of the studied language.

Be able to:

-read and translate foreign texts of professional orientation;

-to take and process in accordance with the intended purpose

various information in English, obtained from printed, audiovisual, sources
within the professional sphere of communication (radio and television
broadcasts, phono and video recordings);

-perform translation with a dictionary of texts of varying degrees of
difficulty from English to Russian and from Russian to English within the
professional sphere of communication.

Master skills:

-the necessary skills of professional communication in the framework of
the topics covered in a foreign language;

- lead the conversation in English, participate in the discussion, speak
publicly in the business and professional communication sphere; use
speech etiquette correctly;

- to re-speak orally and in writing in English English-language printed
materials within the framework of business and professional areas of
communication;

-pell in writing in English questions and problems related to the specialty.

6. Course author

Department of Foreign languages

7. Literature

1. ABanecsan JK.I'. AHIIUIACKUA SA3BIK U1 SKOHOMUCTOB/ABanecsH JK.I'. —
9-e uzn. , crep. ((Kypc unoctpannoro si3eika). —M. : Omera-JI, 2014.

2. Arabeksn W.I1. Aurnuiickuii si3bIK 1711 MeHekepoB [TekcT] : yuebHoe
nocobue/M.I1. Arabeksn. —(Bpiciiee o6pa3oBanue). —Poctos H//I. :
®ennkce, 2014.

3. AkomisiH A.A. Aurno-pycckuii cnoBaps/TpaBkuna A. J[. —(crpaBouHoe
u3ganue). -Mockaa : [Ipocnexr, 2013.

4.BuHokypoB A. M. AHIO-pyCCKUI U pycCKO-aHINIMKHCKUM cinoBapb: 100
TBIC CJIOB, CJIOBOCOYETaHUH U BhIpaxkeHHi / A.M. Bunokypos. —-M. :
Maprus, 2013.

5.Bcs rpaMMaTika aHMIMHACKOTO si3bIKa: yueOHoe nocodue / [lonp
Jlappeiia u ap. ; nep. Ha pyc. Kyrymunoit O. A. -M. : ACT, 2013.
6.'aparyns C.11. Aurnumiickuii 361K U1 qenosoro o6menus/C. 1.
I"aparyns. — (Bsiciiee o6pa3oBanue). Pocros v//] : ®enukc, 2014
7.I'apby3oBa T.M. Ilpaktuueckas rpammaruka. Bce o BpemeHax B
anrauiickoMm s3bike: kaura / T. M. 'apOy3oBa. PoctoB n/J1: ®enukce, 2014.
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8.JlenoBoe 0OIIEHHE MO-aHTIUICKH: pe3loMe, IMEPerucKa, MepPeroBOPHI:
yuebnoe mocobue/MI.M. OpumnnukoBa ; B.A. JleGemeBa. —M.:
YHuBepcurerckas kaura, 2014

8. Content of the
discipline:

The specificity of oral speech and the norm of pronunciation: the orthoepic
norm of the English language. Semantic, structural and communicative
integrity of the text, its units. Lexical and grammatical features of the
genres of scientific style and presentation in oral and written varieties.
Study reading skills. Constructions with impersonal verb forms.
Subjunctive mood. Foreign language terminology of major industries.
Speech models of the description of structures and systems, definitions,
argumentation. Polysemy prepositions in the English language. Work on
translations by specialty. Polysemy prepositions in the English language.
Work on translations by specialty.

1. Basic information about the discipline:

Name of the

discipline

Marketing management

2. Amount of credits

5

3. Prerequisite:

Marketing, Marketing management

4. Post requisites:

Writing the dissertation, future professional activity

5. Competences:

Know:

- principles of construction, characteristics, factors of choice and
transformation of business models of companies in management
strategies;

- know the basics of the evolution of business models, classification
criteria, typology;

-main approaches to the development of strategies and tactics of
commercial organizations, the role of the corporate center in these
processes.

Be able to:

- to establish the connection of business decisions with the company's
strategy;

- apply various tools and procedures for identifying the use of business
models;

- identify promising (strategic) directions for the development of
commercial organizations of a corporate type, including through the
implementation of merger strategies.

Master skills:

-technologies and design algorithms for an innovative business model;
-practical skills and technologies of using the balanced scorecard in the
development and implementation of organizational strategies;

-the methods of conducting analytical work on the functional subsystems
of commercial organizations.

6. Course author

Department Marketing and service

7. Main literature

®.Kotnep, K.JL.Kemnep. Mapkerunr-meHemxmMeHT — 14-e u3ganue —
CII6.: ITutep,2014r.

CaBuyk I'.A., VmpaBneHue MapKeTMHIOM Ha NPEANpPHUATHH, ydeOHOe
nocobue, CaBuyk I'.A., Mokeposa 10.B., M,2014

II. Hoiine., ®.IlrepH. MapkeTUHI-MEHEIKMEHT W CTpaTeruu. 4-e
m3nanue — M.: [lurtep,2007

8. Content of the
discipline

Theoretical foundations and the concept of marketing management.
Marketing research in the marketing management system. Methodological
bases of the analysis of the marketing environment. Market segmentation
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in marketing management. Analysis of consumer behavior of consumers.
Organization of marketing services. Marketing management of enterprise
product policy. Marketing management pricing policy of the enterprise.
Planning as the main function of marketing management. Marketing
management at various levels (at the macro level, at the corporate level, at
the micro level).

1. Basic information about the discipline:

Name of the
discipline

Interactive marketing

2. Amount of credits

5

3. Prerequisite:

Marketing, Marketing management

4. Post requisites:

Writing the dissertation, future professional activity

5. Competences:

Know:

-the basic principles and methods of interactive marketing.

Be able to:

- independently and correctly choose the tools of marketing activities for
conducting an effective advertising campaign of enterprises on the
Internet.

Master skills:

- skills of collecting, processing, analyzing and interpreting the necessary
data for effective marketing activities on the global Internet.

6. Course author

Department Marketing and service

7. Main literature

1. KuroBa O.B. Vmopainenue 5>(HPEKTHUBHOCTBIO MapKETHHTA:
METOJIOJIOTHSI M TIPOEKTHOE MOJeNIMpoBaHue: YueOHoe mocobme. - M.:
NHOPA-M, 2013.

2. CamenkoBa T.M. OCHOBBI MNPAaKTHYECKOTO MapKeTWHra. M.:
OKOHOMUCTE, 2012.

3. Cauyk T.B Teppuropuansubiii mapketunr. CII6.: [Tutep, 2011. - 368 c.

8. Content of the
discipline

New direction of work with end users, involving the direct participation of
the consumer in the advertising campaign. The use of the huge
opportunities of Internet resources: games, contests, social networks and
other related services. the online distribution of a compelling brand image.
Supply of goods on the market based on information technologies that
integrate marketing activities in the internal and external environment of
the enterprise.
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Application 4. Description of elective disciplines

1. Basic information about the discipline:

Name of the discipline

Marketing logistics

2. Amount of credits

5

3. Prerequisite:

Marketing, Marketing management

4. Post requisites:

Writing a thesis, the future professional activity

5. Competences:

Know

- models of behavior of economic agents and markets;

Be able to

- to manage the development of the organization, to analyze and
develop the strategy of the organization on the basis of modern
methods and advanced scientific achievements;

Own

-qualities of quantitative and qualitative analysis for making
management decisions.

6. Course author

Department Marketing and service

7. Literature

1. Masmikuna E.M. Mapketunr B oTpacimsix U cdepax
nestenpHOCTH: yaeOHuK/E. M. Masunkuna. — Pocros u/]l: denukc,
2012.

2. Mapxketunr: ydeOnuk/Haymos B.H. - M.: HUL] UHOPA-M,
2016.

3. OcHoBbl Mapkerunra: yueOnuk/FO.H. Eropos. - 2-e wu3n.,
nepepad. u gon. - M.: HUL] UHOPA-M, 2015.

8. Content of the discipline | Basic concepts of marketing logistics. Logistic system of the

enterprise. Procurement logistics. Production logistics. Sales
system of the enterprise. Distribution (marketing) logistics.
Logistics warehousing. Inventory logistics. Transport logistics.
Service in marketing logistics. Management of the flow of finished
products flowing in the direction from the manufacturer to the
consumer.

1. Basic information about the discipline:

Name of the discipline

Quality and competitiveness

2Amount of credits

4

3.Prerequisite:

Psychology of management, Marketing management

4.Post requisites:

Writing a thesis, the future professional activity

5.Competences:

Know

-the basic concepts of quality management and competitiveness, their
interconnection and interdependence;

-place management competitiveness in the system of scientific
knowledge

- the basis of modern approaches to the development of the
organization on the basis of competitiveness management;

- sources, ways of formation and development of competitive
advantages, and on their basis the formation and implementation of
competitive strategies;

be able to:

-use the knowledge system in the field of competitiveness
management;

- apply the knowledge gained about competitive advantages in order to
determine the real state of the organization and the prospects for its
development;
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- identify problems in the analysis of specific situations and suggest
ways to solve them in the field of competitiveness management;
-systematize, summarize information when analyzing the
competitiveness of trade organizations, goods and services.

own:

- methodological approaches for conducting competitive analysis;
-methods of practical work in the field of competitiveness of the
organization;

- the basis for the development of measures and ways to conduct
competition;

- methods of bibliographic search for the necessary materials on the
quality and competitiveness of trade organizations, goods and services.

6. Course author

Department Marketing and service

7. Main literature

1. JIupuy .M. KoHKypeHTOCIIOOOHOCTh TOBAapOB M yCIYyI: y4eOHUK
st 6akanaBpoB/M.M.JIudwun/3-e uzg. nmepepadboranHoe u gom. —M.:
IOPAWT, 2014.

2. IlapamonoBa T.H. KoHKypeHTOCHIOCOOHOCTh NIPEAIPUSTHUS
po3HnuHO¥M TOproBiu: yueO. mocobue/T.H. IlapamonoBa, W.H.
Kpacrox/I'pup YMO. —-M: KHOPVYC, 2017.

8. Content of the
discipline

Place and role of product quality management in the system of market
relations. Principles of quality assurance and product quality
management. The evolution of product quality assurance methods.
Quality management functions. The main methods of measuring
product quality. The procedure and methods for assessing product
quality. Competitiveness of goods and services as a measure of
enterprise profits. Statistical methods of quality control and
management. Legal basis for certification in the Republic of
Kazakhstan.
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