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1. GENERAL INFORMATION ABOUT THE EDUCATIONAL COMPONENT
	1. 
	Title of the Educational Component
	MARKETING BUSINESS NETWORK

	2. 
	Faculty / department 
	Faculty of Economics and Management / Department of Marketing and Logistics

	3. 
	Status of the Educational Component
	Elective

	4. 
	The educational component may be offered to (to be completed for elective components)
	Educational and Professional Programme “Marketing”. Educational and Professional Programme “Management”.
At the second (Master’s) level of higher education under specialty 075 “Marketing”
within the field of study 073 “Management and Administration”
Qualification: Master of Marketing, Master of Management

	5. 
	Semester and Duration of Study
	2, 1-15 weeks

	6. 
	Numbers od  ECTS Credits
	5 

	7. 
	Total Number of Hours and Their Distribution
	Contact Hours (Classroom Instruction)
	Independent Study


	8. 
	
	Lectures
	Practical classes
	laboratory
	

	9. 
	
	30
	30
	-
	90

	10. 
	Language 
	english

	11. 
	Teacher / Coordinator of the Educational Component
	Makarova Viktoriia 

	12. 
	Conracts
	viktoriia.makarova@snau.edu.ua  

	13. 
	General Description of the Educational Component
	The course предусматриває the acquisition of methods and tools for building long-term relationships with the company’s key partners

	14. 
	Purpose of the Educational Component

	to form students’ understanding of the fundamentals of the theory and practice of marketing business networks; to develop practical skills for the consistent and purposeful formation of a system of effective partnership relationships in a customer-oriented company.

	15. 
	Prerequisites for Studying the EC, Its Relationship with Other Components of the Educational Program
	1. The educational component is based on the study of such disciplines as: Psychology of Marketing and Advertising.
2. The educational component serves as a foundation for: Social Responsibility, Communicative Management

	16. 
	Academic Integrity Policy

	All course assignments must be completed independently. Work compiled through copying, reproducing original texts without proper citation, or assembling text from pre-existing source materials will be graded as “unsatisfactory.” All written assignments are subject to plagiarism checks. In cases of detected cheating or academic misconduct, the student’s work will be annulled.

	17. 
	Link to the course in
MOODLE
	https://cdn.snau.edu.ua/moodle/course/view.php?id=2118 

	18. 
	Key words
	partnership relations, key partners, loyalty, loyalty program, consumer club



3. CONTENT OF THE EDUCATIONAL COMPONENT (COURSE SYLLABUS)
	Topic and list of issues to be considered within the topic
	Distribution within the total time budget
	Recommended literature


	
	Classroom work
	Is
	

	
	Lc
	Pc
	lab
	
	

	Topic 1. Introduction to the course. Concept and essence of marketing business networks
1. Definition of marketing business networks
2. Key characteristics and elements of networks
3. Differences between networks and traditional market structures
4. Role of relationships and interactions
5. Importance of networks in modern marketing
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3


	Topic 2. Evolution of network interaction theories in marketing
План 
1. Development stages of marketing network theories
2. Relationship marketing concept
3. Industrial marketing and IMP approach
4. Key theoretical models of interaction
5. Influence of digitalization on network theories
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3


	Topic 3. Typology of marketing business networks: horizontal, vertical, integrated
1. Classification criteria of networks
2. Characteristics of horizontal networks
3. Features of vertical networks
4. Integrated network structures
5.  Advantages and limitations of each type
	2
	2
	
	6/6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Topic 4. Partnership relations in marketing: strategic alliances, franchising, clustering
1. Essence of partnership relations
2. Strategic alliances: types and mechanisms
3. Franchising: concept and models
4. Clusters: definition and functioning
5. Benefits and risks of partnerships
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3


	Topic 5. Network effects and their impact on business development: 
1. Concept of network effects
2. Types: direct and indirect effects
3. Positive feedback loops in networks
4. Influence on market growth and competition
5. Risks and limitations of network effects
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3


	Topic 6. Marketing ecosystems and platform business models
1. Definition of marketing ecosystems
2. Structure and participants of ecosystems
3. Platform business models: characteristics
4. Value creation in platforms
5. Examples of ecosystem-based companies
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3


	Topic 7. Communication management within marketing business networks
1. Communication processes in networks
2. Types of communication channels
3. Information exchange mechanisms
4. Barriers to effective communication
5. Role of trust and transparency
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Topic 8. Digital transformation tools for networks: CRM, big data, AI, blockchain
1. Role of digital technologies in networks
2. CRM systems and customer relationship management
3. Big data analytics in marketing
4. Artificial intelligence applications
5. Blockchain in network coordination
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Topic 9. Social media as channels of marketing interaction
1. Role of social media in marketing networks
2. Types of social media platforms
3. Tools for audience engagement
4. Content strategies and communication models
5. Risks and challenges of social media use
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Тopic 10. B2B and B2C business networks: differences and management specifics
1. Definitions of B2B and B2C networks
2. Key differences in structure and processes
3. Decision-making specifics
4. Relationship management approaches
5. Communication and marketing strategies
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Тopic 11. Network branding and consumer communities
1. Concept of network branding
2. Brand communities: definition and types
3. Consumer engagement mechanisms
4. Loyalty programs and retention strategies
5. Role of user-generated content
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Topic 12. Analysis of the effectiveness of marketing business networks: indicators and evaluation methods
1. Concept of effectiveness in networks
2. Quantitative performance indicators (KPIs)
3. Qualitative evaluation criteria
4. Methods of performance analysis
5. Tools for monitoring and improvement
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Тopic 13. International marketing networks: globalization and intercultural interaction
1. Nature of international marketing networks
2. Impact of globalization
3. Cultural differences in communication
4. Adaptation of marketing strategies
5.  Cross-cultural management issues
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Тopic 14. Risks and challenges of marketing business network functioning
1. Types of risks in networks
2. Sources of conflicts between partners
3. Legal and ethical issues
4. Risk management strategies
5. Role of trust and control mechanisms
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Тopic 15. Practice of creating and developing marketing networks
1. Stages of network formation
2. Partner selection criteria
3. Development and scaling strategies
4. Management and coordination tools
5. Case studies of successful networks
	2
	2
	
	6
	Main sources: 1; 2; 3
Additional sources: 1, 2
Methodological support: 1, 2, 3

	Total
	30
	30
	
	90
	



4. TEACHING AND LEARNING METHODS

	Learning outcomes
	Teaching methods (activities carried out by the instructor during classroom sessions and consultations)
	Learning methods (types of learning activities to be performed independently by the student)

	1.Identify the key success factors of relationships in the business environment.

	Verbal methods: lectures, discussions, explanations, and educational debates
	Method of ready-made knowledge

	
	Visual methods: presentations
	Method of developing skills and abilities

	
	Practical methods: case studies, practical assignments, individual comprehensive tasks, and the PRES formula
	Problem-based and exploratory method

	
	Innovative methods: simulation and game-based modeling, mind mapping
	Contextual learning

	2.Conduct a strategic analysis of consumers’ purchasing positions; forecast consumer behavior.
	Verbal methods: lectures, discussions, explanations, and educational debates
	Method of ready-made knowledge

	
	Visual methods: presentations
	Method of developing skills and abilities

	
	Practical methods: case studies, practical assignments, individual comprehensive tasks, and the PRES formula
	Problem-based and exploratory method

	
	Innovative methods: simulation and game-based modeling, mind mapping
	Contextual learning

	3. Identify scenarios for the future development of relationships with customers, partners, and competitors.
	Verbal methods: lectures, discussions, explanations, and educational debates
	Method of ready-made knowledge

	
	Visual methods: presentations
	Method of developing skills and abilities

	
	Practical methods: case studies, practical assignments, individual comprehensive tasks, and the PRES formula
	Problem-based and exploratory method

	
	Innovative methods: simulation and game-based modeling, mind mapping
	Contextual learning

	4. Develop a strategic relationship marketing plan
	Verbal methods: lectures, discussions, explanations, and educational debates
	Method of ready-made knowledge

	
	Visual methods: presentations
	Method of developing skills and abilities

	
	Practical methods: case studies, practical assignments, individual comprehensive tasks, and the PRES formula
	Problem-based and exploratory method

	
	Innovative methods: simulation and game-based modeling, mind mapping
	Contextual learning



5. ASSESSMENT WITHIN THE EDUCATIONAL COMPONENT
5.1. Summative assessment
5.1.1. To assess the expected learning outcomes, the following are provided:
	№
	Summative assessment methods
	Scores / Weight in the overall assessment
	Data

	1. 
	Practical work 1
	30 /30%
	Before 5 week

	2. 
	Module assessment (multiple-choice test)
	20 /20%
	before 7 week

	3. 
	Practical work 2
	30 /30%
	before 9 week

	4. 
	Module assessment (multiple-choice test)
	20 /20%
	before 14 week


5.1.1. Assessment criteria
	Componet
	Unsatisfactory
	satisfactory
	Good
	Excellent 

	Practical work 1
	0- 9 scores
	10-15 scores
	16-26 scores
	27-30  scores

	
	The practical work has not been completed or has been completed incorrectly
	Not all tasks have been completed
	The tasks have been completed with minor errors; the student demonstrates insufficient understanding of the theoretical material
	All tasks have been completed; the student demonstrates a good understanding of the theoretical material

	Module assessment (multiple-choice test)
	0-7 scores
	8-10 scores
	11-16 scores
	17-20 scores

	
	Depends on the number of correct answers in the test.
	Depends on the number of correct answers in the test.
	Depends on the number of correct answers in the test.
	Depends on the number of correct answers in the test.

	Practical work 2
	0- 9 scores
	10-15 scores
	16-26 scores
	27-30  scores

	
	The practical work has not been completed or has been completed incorrectly
	Not all tasks have been completed
	The tasks have been completed with minor errors; the student demonstrates insufficient understanding of the theoretical material
	All tasks have been completed; the student demonstrates a good understanding of the theoretical material

	Module assessment (multiple-choice test)
	0-7 scores
	8-10 scores
	11-16 scores
	17-20 scores

	
	Depends on the number of correct answers in the test.
	Depends on the number of correct answers in the test.
	Depends on the number of correct answers in the test.
	Depends on the number of correct answers in the test.



5.1. Formative assessment:
	№
	Elements of formative assessment
	data

	1
	Completion of practical assignments
	5 week, 9 week

	2
	Completion of a module assessment (multiple-choice test) with feedback from the lecturer
	According to the schedule of the educational process

	3
	Completion of tests after studying each topic for self-assessment of knowledge
	Regulated by the student independently

	4
	Feedback from the lecturer during practical work assignments
	Throughout the entire semester



6. LEARNING RESOURCES (LITERATURE)
6.1. Main sources
Textbooks/manuals
1. Balabanova L.V. Interaction Marketing: Textbook. Donetsk: DonNUET, 2015. 348 p.
2. Makarova V.V. Relationship Marketing: Textbook for Master’s Degree Students of the Specialty 075 “Marketing”. Sumy, 2020. 234 p.
3. Vynohradova O.V., Pysar N.B. Consumer Loyalty Management: Textbook. Kyiv: State University of Telecommunications, 2021. 154 p.
4. Fedorchenko A.V. Internal Marketing of an Enterprise: Theory, Methodology, Practice: Monograph / edited by Doctor of Economics, Professor A.V. Fedorchenko. Kyiv: KNEU, 2015. 230 p.
5. Lesko O.Y., Pryshchak M.D., Zalyubivska O.B. et al. Business Relations Ethics: Textbook. Vinnytsia: Vinnytsia National Technical University, 2011. 309 p.
Methodological support
1. Makarova V.V., Ustik T.V., Rymar N.O. Relationship Marketing. Methodological Guidelines for Practical Classes for Master’s Degree Students of Knowledge Areas 05 (C), 07 (D), 12 (F) of Full-time and Part-time Study Modes. Sumy, 2025. 68 p.
2. Makarova V.V., Ustik T.V., Rymar N.O. Relationship Marketing. Methodological Guidelines for Independent Work for Master’s Degree Students of Knowledge Areas 05 (C), 07 (D), 12 (F) of Full-time and Part-time Study Modes. Sumy, 2025. 79 p.
3. Electronic course “Relationship Marketing” in the Moodle Learning Management System:https://cdn.snau.edu.ua/moodle/course/view.php?id=2118
6.2. Other sources
1. Holovchuk Yu.O., Dybchuk L.V. Relationship Marketing as an Important Element of Competitive Marketing Strategy. Black Sea Economic Studies. 2019. No. 43. P. 89–92.
2. Kusyk N.L., Rudinska O.V., Bahdikian S.V. Partnership Relationship Marketing in the Field of Higher Education in Ukraine. Problems of Systemic Approach in Economics. 2019. No. 2(2). P. 133–138.
3. Kuzmynchuk N.V., Kutsenko T.M., Terovanesova O.Yu. Theoretical and Methodological Aspects of Consumer Loyalty Assessment as an Objective Condition for Entrepreneurship Development. Problems of Economy.2019. No. 1(39).
4. Harkusha I.R. Customer-Oriented Marketing of Enterprises in the Entertainment and Recreation Sector.Educational and Innovative Interactive Platform “Entrepreneurial Initiatives”. Kyiv National University of Technologies and Design, 2019.
5. Shcherbak V.H., Harkusha I.R. Implementation of Customer-Oriented Marketing at an Enterprise in the Entertainment and Recreation Sector. Current Issues of Innovative Development of Cluster Entrepreneurship in Ukraine. Kyiv National University of Technologies and Design, 2020. P. 85–91.
6. Yurchuk N.P. CRM Systems: Features of Functioning and Analysis of the Ukrainian Market. Scientific Bulletin of Uzhhorod National University. P. 141–147.
7. Makarova V.V., Makarenko N.O. Peculiarities of Customer Loyalty Management in Small Business Trading Enterprises. Scientific Bulletin of Uzhhorod National University. Series: International Economic Relations and World Economy. Issue 42. 2022. P. 90–95.
8. Makarova V.V., Mushtai V.A. Insight Technology in the Formation of Consumer Buying Behavior under the Implementation of Relationship Marketing. Agrosvit. 2022. No. 1. P. 20–26. Available at: http://www.agrosvit.info/pdf/1_2022/4.pdf
9. Makarova V.V., Nechyporenko V.V. Customer Loyalty as an Object of Marketing Management. Economy and Society. Issue 34. 2021. Available at: https://economyandsociety.in.ua/index.php/journal/article/view/1005
10. What Is Internal Marketing and Why Is It Needed? Available at: https://info.nic.ua/uk/blog-uk/shho-take-vnutrishnij-marketing-i-dlya-chogo-vin-potriben/
11. Budnyk L.A., Blazhei I.O. External and Internal Marketing of an Information Security Company. Modern Economics. 2020. No. 21(2020). P. 19–23.
12. Customer Satisfaction: Why Measure It and How to Do It. Available at: https://business.rayon.in.ua/news/337380-zadovolenist-klienta-navishcho-vimiriuvati-i-v-iakii-sposib-blog
13. Vlasiuk N. Transactional Marketing and Relationship Marketing: Advantages, Differences and Examples.Available at: https://marketer.ua/ua/transactional-and-relationship-marketing/
14. Osadchuk O.O., Skryhun N.P. Signals of Non-Verbal Communication as a Reflection of Hidden Thoughts. Available at: http://dspace.nuft.edu.ua/bitstream/123456789/11823/1/signals%20of%20communication.pdf
15. What Is LTV: Why You Need to Know It and Increase It. Available at: https://buduysvoe.com/publications/shcho-take-ltv-navishcho-yogo-znaty-i-zbilshuvaty
16. How Three Types of Implicit Metrics Can Help You Evaluate the Effectiveness of Brand Investment.Available at: https://gazette.com.ua/edu/yak-tri-tipi-neyavnikh-metrik-dopomozhut-vam-otsiniti-efektivnist-investitsij-v-torgovu-marku.html
17. Serhskykh N.S. Strategies and Tactics of Negotiations in Consulting. Collection of Scientific Papers of Tavria State Agrotechnological University (Economic Sciences). 2018. No. 2(37). Available at: https://core.ac.uk/download/pdf/225577679.pdf
18. Complaint Handling: 6 Simple and Effective Tips to Turn Complaining Customers into True Promoters.Available at: https://www.questionpro.de/uk/umgang-mit-beschwerden/
19. A Complaint as a Gift from Heaven. Available at: https://strategi.com.ua/event/skarha-iak-podarunok-nebes/
6.3. Software
1. Microsoft Office software package
2. Social networks
3. SendPulse UA
4. GetResponse

