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OB30p AEKLMM

1 MEeXAYHOPOAHbBIM MEHEAXKMEHT U
AODAAM3ALLMG

1 MN3BpaHHble acnekTbl BHELLIHEM TOPTOBAM

1 MeXAYHAPOAHbIE CTPATENMM KOHKYPEHLIMM U
CO3AQHUNA MATEPUAAbHbBIX LLEHHOCTEM

1 MeXAyHapoAHOE BeAeHMe Br3Heca

1 ITMKA M COUMAABHOSY OTBETCTBEHHOCTDL B
MEXAYHOPOAHOM DOU3HECE

1 MHTEPHALMOHAAMIALMA MAABIX U CPEAHMX
NpeAnpPUITUA




MeXAYHApPOAHOE BeAEeHHue
OusHeca




OpraHusauums

1 Cucrtematmyeckoe yrnpaBAeHune
PECYPCAMM MYTEM PACMPEAEAEHUS
30AQH M CneumaAmsaummer

1, Opranmsauma’ KOopAMHUPYET
PACNPEAEAEHNE 3AAAY Y MOTUBMPYET
MCMOAHUTEAEMN




OpraHusauums

1 OPraHM3auUMOHHAY CTPYKTYPC
NPEACTABAIET COOOM COBOKYMHOCTb
OPTrAHM3ALMOHHbIX MPABUA MPEANPUATUS

1 POPMAABHAA OPT. CTPYKTYPA
1 PAKTMYECKAA OPT. CTRYKTYPA
1 CyObeEKTMBHAS OPr. CTPYKTYPO




Operations Management

1 COBOKYMHOCTb AEATEABHOCTH, KOTOPYIO
OPraHM3aALUMA MCMOAB3YET AAS
TPAHCAOOPMUPOBAHMA PA3ZAMNYHbBIX
BXOASLLIMX MEPEMEHHbIX B TOBAPLI M YCAYTU

1 MexayHapoaHbi Operations
Management:

1 TO >XXE& CAMOE AN MEXAYHOAPOAHbIX
NpeAnpPUATUM




[fpouecc MeXAYHAPOAHOTO
Operations Management

Crpartermieckmm KOHTEKCT

[TpOU3BOACTBO
[MomnobpeTteHme AOMMCTUKA
PECYPCOB
PelLueHmne o

MECTOIMOAOXKEHNM




ynpasAeHUe npon3BOACTBOM

1 Supply Chain Management

1 COBOKYMHOCTb MPOLLECCOB, KOTOPYIO
NOEANPUATUE UCMOAB3YET AAT MOAYYEHMUS
AOCTYNA K PA3AUYHBIM PECYPCAM,
TPEDOYEMbBIM AAA MPOOM3BOACTBA MPOAYKTA

1 [MepBbiv LLUAT B pa3paboTtke CTpaTermm
Supply Chain:

1 ONTMMM3ALLMG BEPTUKAABHOM UMHTETPALMM

1 ,,Make or Buy"




Trade-offs pewweHus i
Make-or-Buy

[MOKOCTb
Kanmrtaa
Puck
KOHTPOAb
POCXOAbI

Y I




PeLueHe 0 MeCTOMNOAOXEeHUU

1 OKpy)XeHMe B CTpAHE

1 OKpy>xeHme no npom3BOACTBY

1 TToAMTHUKA / PEryAMPOBAHME

1 OPraHM3auMOHHOE OKPYXEHME




MeXAYHAPOAHASA AOTUCTUKC .
NPOTUB OTE€YEeCTBEHHOM

1 TPAHCNOPTHbLIE NYTH

1 TPAHCMOPTHbIE BO3MOXHOCTH
(KOAMYeCTBO)

1 KOMMAEKCHOCTb M CAOXXHOCTb

PETYAMPOBAHMS




MeXAYHapoAHoOe
YyNpPAaBA€HWE NEPCOHAAOM

1 TpeOOBAHUA K MEXXAYHOPOAHOMY
NEePCOHAAY

1 Bbibop 1 moabop
1 TPEHMHIMA

1 NamepeHmne pe3yAbTATOB M 30PA0O0THAY
NAQTO

1 OTHOLLEHMA COTPYAHMKA - PODOTOAQTEAS




Human Resource
Management

1 BkAtoyaeT B cebd AeITEABHOCTb MO
Mnoodopy, PA3BUTUIO M MOAAEPKAHMIO
TPEOYEMOTO YPOBHA PADOYEN CUADI




rre——

MeXAYHAapoAHoro HRM Ha
npumepe HAUMOHAAbHOTO
TPYAOBOro npasa

1 HOUMOHAABHOE TPYAOBOE MPABO
NPEACTAOBAIET COOOU BAXKHbBIM OAKTOP
PACXOAOB U TMOKOCTH

1 OCHOBHblE MPABA
1 TpyAOBQS 3ALLMTA
1 lNNpeTteH3nn Ha oTnyck
1 YBOAbHEHME
i
0

3anper AMCKPUMMHALMM
3ALLMTA MATEPMHCTBA




TpeboBaAHMA K
MEeXAYHAPOAHOMY
NepCoOHAAY

1 OCHOBbI MHTEPHALIMOHOAMN3IALLMM
1 DKCMNOPTHbIE OTAEADI
1 MeXAYHOPOAHbIE OTAEADI
1 FTAOBAAbHbIE OPTraAHM3ALMM

[TOOM3BOACTBEHHbIE AMHMM [/ ACCOPTUMEHT
[ToodoecCMOHAOAbHbIE CMTOCOOHOCTU
MHAMBUAYOABHbBIE PbIHKM

[AODAABHOS CTPATETMNS
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Levels of International Marketing

Domestic Export International Global
Marketing Marketing Marketing Marketing

* Least * Limited » Substantial Extensive
international international international international
commitment commitment commitment commitment

» Domestic * Involves direct * Focus on Focus on

focus or indirect individual segments,
export countries or rather than

regions countries or

* Ethnocentric )
regions

* Polycentric or
Regiocentric Geocentric




Ethnocentric Orientation

Guided by domestic market extension concept

Domestic strategies, techmques and personnel
are perceived as superior

International customers are considered as
secondary

International markets are regarded primarily as
outlets for surplus domestic production

International marketing plans are developed
in-house by the international division



Polycentric Orientation

Guided by the multidomestic market concept

Focuses on the importance and uniqueness of each
international market

Likely to establish businesses 1n each target country

Fully decentralized, minimal coordination with
headquarters

Marketing strategies are specific to each country

Result: No economies of scale, duplicated
functions, higher final product costs




Regiocentric Orientation

Guided by the global marketing concept

World regions that share economic, political, and/or
cultural traits are perceived as distinct markets

Divisions are organized based on location
Regional offices coordinate marketing activities



Geocentric Orientation

Guided by the global marketing concept

The world 1s perceived as a total market with
1dentifiable, homogenous segments

Targeted marketing strategies aimed at market
segments, rather than geographic locations

Achieve position as low-cost manufacturer and
marketer of product line

Provides standardized product or service
throughout the world



PUck “KyAbTYPHbIU LLOK”

1 CAOXHOCTb MPM CTOAKHOBEHMM YY>KOM
KYABTYPbI M OTEYECTBEHHOM.

1 [lcuxmyeckme peakumm:
. Crpecc m3-30 HArpyskm (aaantawmg)

. OwyLeHmne NoTePIHHOCTM B OTHOLLIEHMM
APY3EUN, CTATYCA, NPOFECCUM U T.A.




PUck “KyAbTYPHbIU LLOK”

3. OLLyLLEHME OTBEPXKEHHOCTH

4. HEenoHAITHOCTb COOCTBEHHOM POAM,
POAEUN APYIMX, COOCTBEHHbIX YYBCTB U T.A.

5. YAMBAEHUE, CTPAX
6. OwyLleHmne 6eccmams




PAa3bl KYABTYPHOIO LLUOKQ

A MeAOBbIN EVIKY/\bTypHOCTb [TOBTOPHAOA
MECHL AAQMNTALMS
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OnpeAeAeHue pe3yAbTAaTOB

1 OCHOBHbIE MYHKTblI PAOOTHI
1 N3y4yeHme BpeMeHU 1 NepeABMKEHMM
1 [1oKQ3ATEAU MPOLLALIX AET
1 [MpoBAEMATUKA PACXOAOB




OnpeAeAeHue pe3yAbTAaTOB

1 OnpeAeAeHne cyObeKTMBHOM U
OOBbEKTUBHOM PADOTHI

1 PaBoTta B KOMAHAE

1 [ToOU3BOAMTEABHOCTb KOMOHADI
1 OUEHKAO KOMAHADI




30A04YU OLLEHKU PE3YABTATOB

1 OBpaATHAOY CBA3b JOAKTMYECKAS PADOTA =
MHAOOPMALLMG

1 OCHOBOHME AAG PACYHETA 3APADOTHOM
MNAQTbl = MOTUBALLUS

1 OnpeaeAeHne NotTpebHOCTM B TODEHUHTE =
MHJOOPMALLMS

1 OnpeaeAeHmne NPoBAEMHBIX OBAACTEN =
MHADOPMALMS




