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CALENDARUL UNIVERSITAR
Academic Calendar
Axademuyeckuil KaieHoapo

Anul de Activitati didactice L,
.. ’ Sesiuni de examene .. Vacante
studii Jluoaxmuueckas Stagii de ’
Ok3amenayuonnvle ceccuu L Kanuxyne
Too desimenbHOCmb . practicd .
. . Exam sessions Holidays
00OyueHus Teaching activities IIpaxmuxka
Year of Sem. I Sem. II Sem. I Sem. II Internships Iarni Primivara Vara
study Sem. [ Sem. 11 Sem. 1 Sem. 11 Winter Spring Summer
Cem. 1 Cem. 11 Cem. 1 Cem. 11 3uma Becna Jlemo
Anul I septembrie- februarie decembrie iulie-
1To0 decembrie - mai — ianuarie mai - iunie Sem. I1 . . aprilie august
. ianuarie
Year 1 cenmsopo- despans- Oexabpb- Mati-uroHd Cem. II anpenv uronb-
N AHBAPD .
dekaobpw mat AHEAPb May — June Sem. Il Janua April aszycm
September- | February - | December — "y July-
December May January August
Anul II septembrie- februarie decembrie aprilie iulie-
1l Too decembrie - aprilie —ianuarie p Sem. IV ianuarie Mai august
anpenb .
Year 2 cenmsopo- pespans- Oexabpb- April Cem. IV AHBAPL maii uionb-
Jdexabpo anpens AHBAPb P Sem. IV January May ageycm
September- | February - | December — July-
December April January August
Anul 111 septembrie- | ianuarie - martie-aprilie .
. . R . . Sem. Vsi VI . . -
1l T'oo noiembrie martie noiembrie mapm-anpens Cont V;4 VI ianuarie aprilie
Year 3 ceHmsaopo- AHEAPb- HOS6Pb March- April o AHEAPb anpens
Sem. V& VI .
HOA0pb Mmapm November January April
September- January -
November March
Total
saptama
ni
Hroro 40 34 9 8 17 8 3 18
Hejleb
Total
week
PLANUL DE INVATAMANT PE ANI DE STUDII
IIJIAH YYEBFHOI'O IIPOLIECCA 110 I'OJAM OFYYEHUA
Study PLAN ON YEARS OF STUDIES
Numirul de ore pe tipuri
o de activitati/
Numair de ore §
Konuuecmeo uacos no uoam R
Konuuwecmeo uacos =
Number of Hours 0eﬂmeﬂbnocmu/ . 2
Number of hours by types of S )
activities s 3 wn rﬁ
Z35 | £
Cod/ Denumirea unititii de curs/modulului S % § g = 2
Kool Haumenosanue yueonoii edunuywi/ Mooyis - S . =S8R '§ E - KTI § =0
Code Course/ Module g Eg RN 2 g £ 2% =32 E T
Total £33 | 5% 3 =5 | 28i| Eg= 5 Q
Bcezo SiE :§§§ ES £Q _‘j§‘§ S & “ 3
Total g8 | £53| 3 Es | 38| = S
= 3 = P 2 ZI 283 3
SsS | EEx < = | gs- >
X
ANUL I KYPC 1 Istyear
SEMESTRULI CEMECTP I @' Semester
F.0.01 Teorie economica I examen
Oxonomuuecxas meopus 1 180 90 90 30 60 oK3amen 6
Economic theory [ exam
G.0.02 | Limba strdina in afaceri (limba
engleza/franceza)
U 1l examen
HOCMPAHHbIIL A3bIK 6 6u3vHece 150 74 76 74 I 5
(anenuiickutl/ppanyy3zckuil) exam
Foreign business language (english
/french)




F.0.03 | Moneda si credit examen
Bantoma u kpeoum 120 60 60 30 30 oK3aMeH 4
Currency and credit exam
F.0.04 | Dreptul afacerilor examen
IIpeonpunumamensckoe npago 120 60 60 30 30 aK3amen 4
Business low exam
F.0.05 | Management examen
Menedocmernm 150 76 74 46 30 IK3aMeH 5
Management exam
F.0.06 | Matematica economicd examen
DKOHOMUYECKas MamemMamuka 180 60 120 30 30 aK3aMeH 6
Economic mathematics exam
G.0.07 | Educatia fizicd evaluare
Qu3uyeckoe socnumanue 30 30 30 O”e::zga"
Physical education evaluation
TOTAL SEM. I
Bcezo Cemecmp I 930 450 480 166 254 30 30
Total I*' Semester
G.0.08 | Limba roménd de comunicare (pentru
studentii alolingvi)
KommynukamugHuolii pymotHCKut A3bIK (015 evaluare
CMYOeHmo6, He AGNAIOUUXCSL HOCUMENAMU 90 46 44 - 46 - oue;:ezean 0
A3bIKA) evaluation
Communicational Romanian language (for
non-native speakers)
SEMESTER II CEMECTP II 2™ Semester
F.0.09 | Teorie economica II examen
Oxonomuueckas meopus 11 150 76 74 30 46 oK3ameH S
Economic theory 11 exan
G.0.10 | Tehnologii informationale de
comunicare
examen
HnghopmayuonHo-KOMMYHUKAYUOHHbLE 120 60 60 60 B 4
mexHonozuu exam
Information technologies of
communication
F.O.11 Finante examen
Dunancol 120 60 60 30 30 aK3aMeH 4
Finance exam
F.0.12 | Bazele contabilitatii examen
OcHogvl byxzanmepckozo yuéma 150 76 74 30 46 oKk3amen 5
Basics in Accounting exam
F.0.13 Statistica Economica examen
DKoHOMUYecKas Cmamucmuka 150 74 76 30 44 oK3aMEH 5
Economic statistic e
F.O0.14 Marketing examen
Mapxemunz 150 74 76 30 44 oK3aMeH 5
Marketing exam
SP.0.15 | Practica de initiere in specialitate*
examen
O3HaK0MumeJle*a}z NpaKmuKa no 60 %42 18 i 2
cheyuanbHocmu Gai
Speciality initiation internship *
Total Sem. II
Bcezo Cemecmp 11 900 420 438 150 210 60 30
Total 2" Semester
G.0.16 | Limba roména de comunicare (pentru
studentii alolingvi) ,
KommyHuxamuenolii pymMolHCKUL A3b1K (014 :V:H?‘ae‘;z
CMyOeHmMOo6, He AGNAIOUSUXCA HOCUMENAMU 90 46 44 - 46 - # e
A36IKA) evaluation
Romanian for Communication (for non-
native speakers)




Total Anul I

Bcezo Kypc 1 1830 870 918 316 464 90 0 60
Total number for the Ist year of study
Anul II KYPC II Second Year
Semestrul INl_CEMECTP III 3 Semester
S.0.17 | Cercetari de marketing examen
Mapkemunzosvie uccnedosanus 150 76 74 30 46 oK3aMeH 5
Marketing researches exan
S.0.18 Logistica examen
Jlozucmuka 180 90 90 46 44 oK3aMeH 6
Logistics s
S.0.19 | Comportamentul consumatorilor examen
Ilosedenue nompebumeneil 120 60 60 30 30 oK3ameH 4
Consumer behavior exam
S.0.20 | Marketingul serviciilor examen
Mapxemunzosvle ycnyeu 180 90 90 46 44 oK3ameH 6
Marketing of services exam
S.0.21 | Comunicare si tehnici de vorbire in
public
€xamen
Kommynukayus u mexHuxu nybauyHo2o 120 60 60 30 30 xaen 4
8bLCMYNNEHUS X
Communication and public speaking
techniques
U.A21 Integrare economica europeand
Eeponeiickas axkoHoMuYeckas unmezpayusi
European economic integration
Psihologie
U.A.22 | IIcuxonoaus
Psychology examen
Istoria si cultura civilizatiei europene 150 74 76 44 30 IK3aMeH 5
U.A.23 | Hemopus u kynemypa e6poneuckou exam
yusunuzayuu
History and culture of European
civilization
U.A.24 | Sociologie
Coyuonozus Sociology
Total Sem. 111
Bcezo Cemecmp 111 900 450 450 226 224 30
Total 3" Semester
Semestrul IV CEMECTP IV 4" Semester
S.0.25 | Merchandising si tehnici de vanzare examen
Mepuendaiizune u mexHuka npooaoic 120 60 60 30 30 okzamen 4
Merchandising and sales techniques exdim
S.0.26 | Antreprenoriat sustenabil social
european (ODD)
o “ examen
Eeponeiickoe coyuanvroe ycmouyugoe 120 60 60 30 30 S 4
npednpunumamenscmso (ODD) s
European Sustainable Social
Entrepreneorship (DDO)
S.0.27 | Analiza activitatii economico-
financiare
« . €xamen
AHnanuz sKkoHOMUYeCKOU U YUHAHCOBOU 120 60 60 30 30 p—— 4
OesimenvHoOCmMuU exam
Analysis of economic and financial
activity
5.0.28 | Achizitii examen
3axynku 120 60 60 30 30 aK3aMeH 4
Acquisitions exan
S.A.29 Marketing industrial o
o €xam
IIpomviuinennviti Mapkemune 120 60 60 30 30 i 4

S.A.30

Industrial Marketing

Logistica stocurilor

exam




Jloeucmuka 3anacos
Stock logistics

SP.O.
31

Practica de specialitate*
Ipaxmuxa no cneyuanoHocmu’* 300 *210 90
Speciality internship*

€xamen
3K3AMEH
exam

10

Total Sem. IV
Bcezo Cemecmp IV 900 300 390
Total 4" Semester

150

150

30

Total number for the 2nd year of study

Total Anul II
Bcezo Kypc 11 1800 750 840

376

374

60

Anul Il KYPCIII 3" Year

Semestrul V. Cemecmp V 5" Semester

S.0.32

Marketing strategic
CmpamezuuecKuii MapKemuHz 120 60 60
Strategic Marketing

30

30

examen
3K3ameH
exam

S.0.33

Tehnici promotionale (Proiect de an)
Texnuxu npoosudcernus (I'00osoi

npoekm) 120 60 60
Promotional techniques (Project of the

year)

30

30

examen
3K3ameH
exam

S.0.34

Negocieri de afaceri in marketing
Henoguie nepezogopel 68 Mapkemunze 120 60 60
Business negotiations in marketing

30

30

examen
IK3AMEH
exam

S.0.35

Logistica transportului si a comertului
exterior

Jlozucmuxa mpancnopma u eHewnetl 120 60 60
mopeoénu

Transport and foreign trade logistics

30

30

€xamen
JK3aMeH
exam

S.A.36

S.A.37

S.A.38

Merceologia si expertiza marfurilor
Mepyeonozus u mosapras sxcnepmu3a
Goods merchandising and expertise
Tranzactii Internationale
Meowcoynapoonvie coenxu
International Transactions

Fiscalitate

Hanozoobnoocenue

Taxation

120 60 60

30

30

€xamen
3K3aMeH
exam

SP.0.39

Practica de integrare profesionald*
IIpakmuxka n{:od)eccuOHaﬂbHou 300 210 90
uHmezpayuu

Professional integration practice*

€xamen
9K3ameH
exam

10

Total Sem. V
Bcezo Cemecmp V 900 300 390
Total 5" Semester

150

150

30

Semestrul VI 6% Semester

S.0.40

Sisteme informationale in Marketing si
logistica

Hugopmayuonnvie cucmemot 6 90 46 44
MapKemunze U 102UCIuKe
Information systems in Marketing and
logistics

46

€xamen
IK3aMeH
exam

S.0.41

Marketing digital
Lugpposoii mapkemunz 90 46 44
Digital marketing

28

examen
3K3amMeH
exam

S.0.42

Marketing direct
[upexm - mapxemune 90 44 46
Direct marketing

26

18

€xamen
9K3AMeH
exam

S.0.43

Cultura afacerii i etica profesionald 90 44 46
enosas kynomypa u

26

18

examen
IK3AMEH
exam




npogeccuonanvHas smuxa
Business culture and professional
ethics

S.A.44

Leadership si managementul resurselor

umane
JIuoepcmeo u ynpaenenue
Yeno8euecKuUMuU pecypcamu
Leadership and Human Resource

Management
S.A45 | Marketing inovational

Innovative marketing

Hunosayuonnviii mapkemune

120

54

66 28

26

examen
3K3aMeH 4

exam

SP.0.46 | Practica de cercetare*

Research internship*

Hccneoosamenvckasn npakmuka*

150

150

evaluare
oyeHueaH
ue
evaluation

Teza de licenta

Licentiate thesis

Baxanaspckas ounnomuas paboma

270

270

€xamen
3K3AMEeH
exam

Total Sem. VI
Bcezo Cemecmp VI
Total 6" Semester

900

234

666

108

126

30

Total Anul II1
Bcezo Kypc 111

Total number for the 3" year of study

1800

534

1056

258

276

60

TOTAL
BCETro
TOTAL

5430

2156

2812

950

1114

90

180

*Notd: orele de contact direct pentru stagile de practicd sunt pentru activitatea studentului la entitate

*Note: direct contact hours for interships refe to the student’s activity at the host organization

*[Ipumeyanue.: KOHMAKHbIE YACHL NPAKMUKU OMHOCAMCS K OesimeNbHOCmU Cmyoenma Ha 6aze npakmuxu (8

opeaHuzayuu)

PONDEREA UNITATILOR DE CURS / MODULELOR iN PLANUL DE INVATAMANT

VIEJIbHBIH BEC YYEBHBIX JUCIIHIITUH / MOIYJIEH B YYEEHOM I1JIAHE
WEIGHT OF COURSE UNITS / MODULES IN THE CURRICULUM

Functia in formarea
pgj:,i:;?f Total ore Nr. credite Pondere, %
e an—. Obwee konuyecmao ¥acos Kon-60 kpeoumos Hons, %
Total Hours Number of Credits Share, %
noozomoske
Role in Professional Training
F 1470 49 27
G 270 9 5
U 150 5 3
S 2430 81 45
SP 810 27 15
TL 270 9 5
Total 5400 180 100




STAGIILE DE PRACTICA
TIPAKTHYECKHE CTAXKHPOBKH

INTERNSHIPS
Durata Numar
. I . An df TIpodonoicumensHOCmb . ECTS/
Cod/ Tipul stagiului de practicd studii Sem. Times Perioada Kon-60
Kon/ Tun npakmuxu T'oo Cewm. Saptamani o Iepuoo Kpeoumo
Code The internships Year Sem PIAIIAN re Period 6 ECTS/
Heoenu Yacwl ECTS
Weeks Hours Credits
SP.0.15 | Practica de initiere in
specialitate C
O3HaKOMUMeNbHAsA NPAKMUKA mal, lunie
I 11 2 60 Mmati, uloHb 2
no cneyuaibHoCmu M Hiite
Internship of initiation in Y,
specialty
SP.0.31 | Practica de specialitate mai, iunie
Tpaxmuka no cneyuanbHoCmu 11 v 5 300 Mmati, uloHb 10
Internship in specialty May, June
SP.0.39 | Practica de integrare :
- . Septembrie,
profesionald .
IIpaxmuxa npod)eccuouwlbuoﬁ actambtie
I v 5 300 cenmsbpb, okmabpo 10
unmezpayuu
Professional integration September,
; Octomber
practice
SP.0.46 | Practica de cercetare Aprilie, Mai
Hccnedosamenvckas npakmuka I VI 5 150 anpenv, Mai 5
Research internship April, May
Total
Bcezo 17 810 27
Total
FORMA DE EVALUARE FINALA A PROGRAMULUI DE STUDII
®OPMA HTOI' OBOH OLIEHKH Y YEEHOH ITPOT'PAMMBI
FINAL EVALUATION
Numir de
Forma de evaluare finald a studiilor Termep e eredife
Nr. A . organizare Kon-60
dopma umoz080u OYeHKuU YuebHbIX OOCMUICEHUU
ki Form of final evaluation of the tudies ilegioo Kpeduniods
oJmn @ Studl Period Number of
Credits
Teza de licentd Tunie 9
1. Bakanaspckas QuniomHas, paboma Hione
Bachelor’s thesis June




UNITATI DE CURS/MODU

LELE LA LIBERA ALEGERE
VYEEHBIE EQUHHLbI / MOQYJIH I10 BBIEOPY
COURSE UNITS / FREE CHOICE MODULES
Numirul de ore pe
tipuri de activitati/
Numir de ore Konuuecmeo uacos z “
Konuyecmso 4acos no euoam 2 3
Number of Hours dessmenvHocmu / e 3 S
Number of hoursby | 52| B
Cod/ Denumirea unititii de curs/modulului types of activities g 3 28
Koo/ Haumenosanue yuebHoil edunuyol/ Mooyns g 3 il 5
Code Course/ Module st E8E N sle. | ¢ g gg
Total }_:§§f§°~§ 2| =& §§.‘§;°§’Zs
Bcezo E§m'€§§ ES g4 ﬁ§~“'§ g
ceolzsd iy &S| 25|z $ H
€35 288 gl £ 21£87 S <
IS B ) S o 8~
ofl 2 3% R S|ES
/5] ’§ ~ Q B
<
Anull Kypcl 1™ Year
Limba Italiand/Engleza/F rancezd/Germand
LA 01 I/Imaﬂbﬂnvcxuﬁ, anznuiickuti, opanyy3ckui, 120 60 60 60 E 4
HemeyKul
Italian, English, French, German
Limba Italiané/Englezé/Francez’a/Germanﬁ
LA 02 HmaﬂbﬂHf'Kuﬁ, anznuiickutl, ppanyy3ckut, 120 60 60 60 E 4
HeMeyKul
Italian, English, French, German
Protectia civild
L.A.03 Tpadicoanckas 3auuma 60 15 45 15 E 2
Civil protection
Anul 1T Kypc Il 2™ Year
Managementul schimbdrilor
L.A. 04 Vnpasnenue usmeHeHusMu 120 60 60 30 30 E <+
Managing of changes
Economia Circulard
L.A.05 [Juknuynas IKOHOMUKA 120 60 60 30 30 E 4
Circular Economy
Anul 111 Kype Il 3™ Year
Logistica serviciilor
L.A. 06 Jlozucmuka ycny2 120 60 60 30 30 E 4
Logistics of services
TOTAL
BCEIO 660 315 345 105 90 120 22
TOTAL




MINIM-UL CURRICULAR INITIAL
VYEBHBIH HAYAJIbHbIF MUHHMYM

CURRICULAR PREREQUISITE
Numarul de ore pe
Nuiiile de-ore tipuri de activitati/
Hamruedhign aEos Konuuecmso yacos no 35
Number of Hours gudam OesmenvHocmu / e 8
Denumirea unititii de Number of hours by i |ea
Cod/ curs/modulului fypes of activities E g 16 E
Kon / Haumenosanue y4ebHol - g " . E 3 § :; =
Code ‘edunuybl/ Modyns sip ER v NIEBEE =32 | ED
C Total RS 2 AR 2| 5| cgg| ea=|32¢%
ourse/ Module Beezo S s Z 8% 23| 23 258l &% “ 3
B s3=| BEs| A9 EL| 28 < S
otal | £2S| 383| ©¢| &% £8% 3
388 S3 8 S| 25| €83 £
S§S| B E| f| 4|
s
Teorie economicd I examen
M.0.01 Sxonomuueckas meopus I 180 90 90 30 60 oK3amer | 6
Economic theory 1 exam
Management examen
M.0.02 Meneoocmenm 150 76 74 46 30 9K3aMeH | 5
Management exam
Teorie economicd I1 examen
M.0.03 Dronomuueckas meopus Il 150 76 74 30 46 aK3amer | 5
Economic theory 11 exam
Finante examen
M.0.04 Q@uHaHCwl 120 60 60 30 30 oK3amer | 4
Finance exam
Bazele contabilitatii examen
M.O.05 g{c:nfzb’ Oyxzarmepckozo 150 76 74 30 | 46 el
Basics in Accounting
Marketing examen
M.0.06 Mapremunz 150 74 76 30 44 oK3ameH | 5
Marketing exam
Total 900 452 448 196 256 30
NOTA EXPLICATIVA

Prezentarea succintii a profilului specialitatii, precum si a domeniului de formare profesionala
si domeniului general de studii. Profilul specialitatii Programului de studii — 0414.1 Marketing si logistica
corespunde domeniului fundamental al stiintei, culturii i tehnicii - 04 Stiinte sociale; domeniului general
de studii - 041 Stiinte economice; domeniul de formare profesionald — 0414 Marketing si publicitate.
Programul este elaborat in corespundere cu Nomenclatorul domeniilor de studii si al specialitailor in
invatamantul superior, aprobat prin Hotérarea Guvernului nr.412 din 12 iunie 2024 si Plan Cadru pentru
studii superioare de licentd (ciclul I), de master (ciclul II), si integrate, aprobat prin Ordinul Ministrului
Educatiei si Cercetarii nr. 510 din 07.04.2025.

Durata studiilor - 3 ani invatimant cu frecventd

Credite de studiu - 180 credite ECTS, 1 Credit ECTS - 30 ore

Forma de organizare - Invatimant cu frecventa

Scopul programului de licenta consti in formarea competentelor profesionale viitorilor specialisti in
vederea insertiei pe piata muncii in economia nationald. De asemenea, de a oferi absolventilor cunostinte
bazate practica si intelegerea marketingului si proceselor de logisticd, precum si pentru a califica
absolventul in analiza, evaluarea si reflectarea asupra problemelor legate de aceste domenii; de a gestiona
sarcini complexe in ceea ce priveste relatiile cu clientii §i comunicarea de marketing.

Obiectivele programului de studii, inclusiv corespunderea acestora misiunii universitatii,

10



racordarea programului de studii si a continuturilor din Planul de invitimdnt la tendintele
internationale din domeniu

Obiectivele programului de studiu Marketing si logisticd sunt:

- evaluarea problemelor contemporane referitoare la oferirea posibilitatii dezvoltarii personale,

intelectuale si profesionale a studentilor, pentru activitéti ce tin de marketing la general;

- identificarea tendintelor, caracteristicilor si tehnicilor de marketing in particular, utilizarea

metodelor si tehnicilor de analizi a pietei de desfacere;

- oferirea cunostintelor tehnice si mijloacelor necesare dezvoltarii si elabordrii proiectelor de

marketing in scopul maximizarii performantei activitatii organizatiilor;

- analiza, evaluarea si oferirea de solutii pentru probleme complexe in domeniu, etc.

Aceste obiective corespund misiunii Universitdfii de Stat din Moldova si sunt corelate cu
documentele strategice institutionale: Planul Strategic, Strategia de cercetare si inovare, Plan strategic
institutional de internationalizare.

Racordarea programului de studii §i a continuturilor din Planul de invatimint la tendintele
internationale din domeniu. La elaborarea programului de studiu s-au luat in considerare bunele practici
europene cu referire la continuturile ofertei educationale si s-au valorificat in cadrul programului prin
includerea unor unitdti de continut in vederea asigurérii compatibilitatii programelor si a mobilitatilor
academice reciproce. De asemenea, continuturile planului de studii sunt racordate la tendintele
internationale din domeniu: pozifionarea marketingului ca factor determinant in economia digitala. in
prezent, Marketingul reprezintd imperativul categoric al transformdrii pe baza unei moi paradigme:
marketing holistic. Noua paradigmd combind ceea ce are mai bun marketingul traditional cu noile
posibilititi pe care le are tehnologia digitald. Marketingul holistic presupune: marketing relational,
marketing intern, marketing integrat si marketingul receptivitatii sociale. Prin urmare, la elaborarea
continuturilor educationale la programul Marketing si Logisticd au fost incluse noi discipline, dar si
continutul celorlalte au fost racordate la aceste tendinte.

Evaluarea asteptirilor sectorului economic si social (studierea cerintelor Cadrului National al
Calificirilor, precum si al celui European; studierea fiselor de posturi din institutiile potential
angajatoare, evaluarea pietei prin metoda chestionarelor etc.). La elaborarea programului de studiu s-
au luat in considerare bunele practici europene cu referire la continuturile ofertei educationale §i s-au
valorificat in cadrul programului prin includerea unor unititi de continut in vederea asigurdrii
compatibilititii programelor si a mobilitatilor academice reciproce. De asemenea, confinuturile planului de
studii sunt racordate la tendintele internationale din domeniu: pozifionarea marketingului ca factor
determinant in economia digitala.

In prezent, Marketingul reprezinta imperativul categoric al transformdrii pe baza unei noi paradigme:
marketing holistic. Noua paradigmd combind ceca ce are mai bun marketingul traditional cu noile
posibilitati pe care le are tehnologia digitala. Marketingul holistic presupune: marketing relational,
marketing intern, marketing integrat si marketingul receptivitatii sociale. Prin urmare, la elaborarea
continuturilor educationale la programul Marketing si Logistica au fost incluse noi discipline, dar si
continutul celorlalte au fost racordate la aceste tendinte.

Consultarea partenerilor in procesul de elaborare a programului de studii (angajatori,
profesori, absolventi, studenti etc.) Procesul de consultare la ciclul I are loc in cadrul perfectionarii
programului de studii, in cadrul organizirii practicii de productie si de licenta (forma acordurilor
corespunzitoare), in timpul sustinerii examenului de licentd (forma participativa).

in vederea realizirii unor studii calitative si relevante in mediul real au fost realizate o serie de
activitati prin rezultatul carora sunt reflectate necesititile si tendintele de pe piata muncii in domeniul
_Marketing si logistici”. La nivel facultate, in cadrul Comisiei de Asigurare a Calitdtii este inclus céte un
reprezentant al pietei muncii pentru fiecare domeniu de formare profesionala. In cadrul sedintelor de lucru
al Comisiei sunt discutate continuturile planului de invatamant, tipurile de sarcini pentru lucrul individual,
metodele de petrecere a lectiilor practice cét si corelarea unitatilor de continut pentru disciplinele predate si
alte subiecte. Au fost analizate fisele de post a urmatorilor potentiali angajatori: Cricova S.A., SRL Volta,
SRL Telemar, SRL Dulcinella, SRL Wine International Project, SRL Ergo-Enterprises, in vederea
determinarii calificirii necesare a unui specialist din domeniul marketingului si identificarii necesarului de
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cunostinte, abilitati si competente ce vor fi asigurate prin realizarea planului de studiu.

Relevanta programului de studii pentru piata fortei de muncii. Pietele se schimbi repede, dar si
tehnologiile pe care se sprijind acestea, sunt in continui dezvoltare. Cresterea si diversificarea ofertei, mai
ales in domeniul serviciilor de marketing, schimbdrile in structura demograficd, precum si aparitia unui nou
tip de consumator, mai exigent, mai informat, obliga entititile economice si géseasca noi modalitati de a
atrage clientii §i a-i pastra. in contextul intensificarii concurentei globale, entitatile economice au nevoie
de: strategii de marketing, comunicare cu publicul, furnizare si schimb de valori, mentinerea si dezvoltarea
relatiilor cu clientii, satisfacerea nevoilor consumatorilor, cercetarea pietei, crearea retelelor de distributie,
organizarea logisticii marfurilor si a transportului. Gradul de noutate si relevanta prezentului program
rezida in faptul ci activitatea de marketing ajuti entitdtile economice in crearea de valoare prin buna
intelegere a nevoilor clientilor sai si oferindu-le produse si servicii inovatoare.

Posibilititile de angajare a absolventilor; corelate cu CORM si ESCO. Absolventii programului
Marketing §i logisticd sunt pregatiti: sa demonstreze abilitati cognitive in domeniul marketingului si
logisticii, sa demonstreze abilitati de initiere a afacerilor in domeniile activitatii de marketing; sd asigure
desfasurarea activitétilor in conformitate cu cadrul normativ national si international; si adopte decizii
optime in activitatea de marketing si logisticd; sd comunice eficient rezultatele activitatii; si elaboreze si sd
coordoneze realizarea proiectelor din domeniul marketingului, aproviziondrilor, vanzarilor; sd propuna
solutii la diverse probleme din domeniul marketingului, aproviziondrilor, vanzarilor etc.

in conformitate cu Clasificatorul ocupatiilor din Republica Moldova, absolventii acestui program pot
activa in calitate de: 243101 Analist/analista in publicitate §i marketing; 243102 Analist/analistd studii de
piatd; 243103 Brand manager de produs; 243104 Copywriter (textier/textierd) publicitate; 243105Manager
in publicitate si marketing; 243106 Merchandiser; 243107 Planificator/planificatoare media; 243108 Social
media manager; 243109 Specialist/specialistd  in achizitionarea spatiului publicitar; 243110
Specialist/specialista in marketing (marketolog/marketologd); 243111 Specialist/specialistd in prefuri;
243112 Specialist/specialistd in publicitate; 243113 Specialist/specialistd marketing in retea; 243114
Telemarketolog; 432302 Agent/agentd de predare a marfurilor la punctul de frontierd; 432303
Agent/agentd de verificare a incarcaturilor si bagajelor; 432304 Agent/agentd in transporturi; 432311
Coordonator/coordonatoare operatiuni de transport de pasageri; 432312 Diriginte/ diriginta oficiu
transporturi; 432313 Dispecer in transporturi; 432314 Expeditor—logistician/expeditoare-logisticiané in
transporturi; 432315 Functionar/functionard documente expeditie, documentatie tarifard si documente de
transport. Ocupatii tipice conform ESCO 08: 2421 Analisti de management si organizare;

Accesul la studii a titularilor de diplome obtinute dupa finalizarea respectivului program de studii
Absolventii programului de studii, care au obtinut titlul — Licenfiat in Stiinfe economice au urmatoarele
oportunititi de continuare a studiilor:

e Programe de master — nivelul 7 ISCED in domeniul Studii in marketing;

e Programe de master — nivelul 7 ISCED in alte domenii cu acumularea minimului curricular;

e Programe de formare continua pe tot parcursul vietii.

Competentele generale si profesionale asigurate de programul de studii (lista). Acest program
vizeaza dezvoltarea competentelor profesionale in domeniul Marketing. Planul de invdtamant este axat pe
discipline generale, socio-umane, fundamentale si de specialitate, dezvoltand competente profesionale
generale si specifice.

Competentele generale dezvoltate in program sunt:

CG1. Utilizarea cunostintelor fundamentale de teorie economica in domeniul de activitate

CG2. Aplicarea principiilor, teoriilor, metodelor si instrumentelor necesare pentru analiza si
desfisurarea activitétilor economice

CG3.Colectarea, prelucrarea, analiza i interpretarea datelor, aplicarea indicatorilor, strategiilor si
politicilor adecvate domeniului de activitate

CG4. Utilizarea software si a sistemelor de calcul si operare a datelor specifice domeniului de
activitate

CGS5. Organizarea activitatii conform cadrului juridic specific domeniului de activitate.

in corelatie cu CNC, prin discutii in cadrul sedintelor Comisiei de Asigurare a Calitatii si comunicarii
cu reprezentantii pietei muncii, absolventi, personal academic si studenti, au fost stabilite urmitoarele
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competente:
CP1. Realizarea cercetirilor de marketing
CP2. Conceperea si realizarea programelor si a proiecte de orientare spre piatd
CP3. Realizarea politicii de marketing a intreprinderii
CP4. Valorificarea potentialului creativ in abordarea problemelor profesionale
CP5. Realizarea activititilor de achizitionare
CP6. Realizarea activitatilor logistice
CP7. Implementarea politicii de comunicare in marketing
CP8. Elaborarea continutului publicitar
CP9. Monitorizarea indicatorilor de performanta in marketing si logistica
CP10. Evaluarea performantelor in marketing si logistica

Lista rezultatelor invitarii:

1. a rezolva probleme intdlnite in diverse contexte profesionale, aplicand principiile, normele si
valorile fundamentale ale stiintei economice;

7. a evalua factorii mediului intern si extern si impactul asupra functiondrii organizatiei/ ramurii/
economiei nationale, aplicAnd masuri preventive pentru a minimiza riscurile;

3. a analiza procesele micro $i macro economice, identificAnd instrumentarul de cercetare, in functie
de obiective si obiectul de studiu, utilizand tehnici si instrumente digitale;

4. a realiza cercetarea de marketing in baza surselor relevante si obiective de informare, cu scopul de
a interpreta si prognoza tendintele actuale si de viitor ale pietei, utilizand tehnici si instrumente digitale;

5. a elabora programe si proiecte de orientare spre piata, contribuind la satisfacerea nevoilor
consumatorilor;

6. a ajusta activitatile operationale conform intereselor consumatorilor/publicului-tinta, asigurand
realizarea proiectelor de orientare spre piafa;

7. a aplica prevederile cadrului normativ asociat functionarii eficiente a entitéii, respectand

inclusiv codul deontologic al marketerului, existent la nivel national si international;

8. a elabora un plan de activitate in domeniu marketingului, stabilind obiectivele, responsabilititile,
costurile, riscurile

9. a aplica instrumentele aferente realizdrii politicii de produs;

10. a evalua sensibilitatea cererii fati de pret, propunind programe de stimulare a vanzdrilor si
urmirind realizarea conforma a distributiei produselor: transportare, depozitare, stocare, receptie;

11. a aplica instrumentele si tehnicile de promovare adoptate in intreprindere / organizatie;

12. a utiliza tehnici creative pentru identificarea solutiilor in domeniul marketingului, implicit cu
ajutorul competentelor de comunicare si muncd in echipd si cu utilizarea softurilor specializate;

13. a identifica instrumentele / modalitétile de implementare a strategiilor, politicilor, planurilor de
achizitionare, prin utilizarea sistemelor informatice complexe;

14. a identifica instrumentele / modalititile de monitorizare si ajustare a strategiilor, politicilor si
planurilor de stocare si distributie, prin utilizarea sistemelor informatice complexe;

15. a elabora strategia de comunicare in functie de obiectivele stabilite, inclusiv prin utilizarea datelor
generate de diverse site-uri, platforme, contribuind la cresterea notorietatii si a vizibilitaii companiilor,
brandurilor in cadrul pietei;

16. a identifica instrumentele / modalitatile de implementare §i coordonare a campaniilor de
comunicare in marketing, consultand diverse rapoarte si soft-uri;

17. a elabora continuturi publicitare i determina criteriile de validare a acestora;

18. a elabora media-planuri, bazindu-se pe clasamentele de rating generate de softurile specializate in
domeniu;

19. a determina si analiza indicatorii de performanta prin care poate fi evaluat marketingul si logistica

20. a prognoza indicatorilor de performanta in contextul planificarii strategice de marketing

71. a evalua rezultatele activititilor din marketing si logistica, pentru a contribui la eficientizarea
activitatilor si cresterea competitivitatii intreprinderii/organizatiei, implicit prin instrumente digitale de
generare a datelor primare si rapoartelor.
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MNOSICHUTEJIBHOE IIPUMEYAHHUE

Kparkoe wu3jiokeHHe mnpoduIsi CHENHAJIBHOCTH, a TAaKXKe HANpaBJeHHs MNPodeccHOHAIBHOI
NOAroTOBKH M 00mue HanpasjeHuss obyuenusi. IIporpamma obyuenus — 0414.1 MapkeTUHI M JIOTHCTHKA
COOTBETCTBYIOT (yHIaMEHTAIbHON 06NacTH HayKHd, KyJbTypbl M TeXHHKH - 04 OOwiecTBeHHble HaykH; obLuee
HanpaB/eHHe MOArOTOBKU - 041 DKOHOMHYECKHE HAyKH; HampaBlieHHe MpodeccHOHanibHON moarotoBku — 0414
Mapketunr 1 pekiama. [Iporpamma pazpaGotana B cooTBeTcTBHM ¢ HoMeHKIaTypo# HanpaBieHHH NOATOTOBKH H
CreLHabHOCTEH BBICIIEro oOpa3oBaHus, yTBepkaeHHoi [loctanosnennem Ilpasutensctsa Ne 412 ot 12 HioHs
2024r. u PamounsiM ruiaHom juis Gakanaspa (uuki I), maructpatypsl (uuki II) ¥ MHTErpUpOBaHHOTO BBICLIETO
o6pa3oBaHus, yTBEPKACHHBIH mprkazoM Munuctepctsa O6pazosanus u Mccnenosanuii Ne. 510 ot 07.04.2025.

IIpooonsicumensrocme ofyuenus - 3 rofa 04HOro oOyyeHHs

Yueonvie kpeoums: - 180 xpenuroB ECTS, 1 kpenut ECTS - 30 yacos

Opzanuzayuonnan gpopma - OuHoe o6y4eHue

IJensio npozpammel Gakanaspa ABJISETCS NOATOTOBKA MPOGECCHOHATBHBIX HABBIKOB OyTyIIMX CIELMATHCTOB
C LEABI0 MX MHTErpallid Ha phIHKE TpyJda B HALMOHAIbHOH 3KOHOMHKe. Taroke mpeaocTaBieHHe BBITYCKHHKaM
TNPAKTHYECKUX 3HAHUI M MOHUMAaHHE [IPOLIECCOB MAPKETHHIa H JIOTHCTHKH, & TAloke KBATH(QHULMPOBATH BBIITyCKHHKA
B aHAJIM3€, OLIEHKE M PasMbILIJIEHAM HAJl BOMPOCAMH, CBS3aHHBIMH C JAHHBIMH O0JIaCTAMM; YNpaBIATh CIIOXKHBIMH
3aJa4aMH B 00J1aCTH OTHOIIECHHUH ¢ KIIMEHTaMHU U MapKETHHIOBHIMH KOMMYHHKALIUSMH.

Ilenu yuebnou npozpammsl, 6KNIOHAA UX COOMEEeMCMEUE MUCCUU YHUBEpCUmema, coomeemcmeue
YueBHOIl nPOZPaMMBL U COOEPIHCAHUA YHeOHO20 NIAHA MEHCOYHAPOOHBLM MEHOCHWUAM 6 OAHHOU o0nacmu.

Ienu yuebnoii npozpammer Mapkemunza u 102UCmuKu:

- OlIEHKa COBPEMEHHBIX MPOOJIeM, CBA3aHHBIX C MPEIOCTABJICHHEM BO3MOXHOCTEH JJIS JIHYHOCTHOTO,
MHTEJIIEKTYaIbHOrO M MPOGECCHOHATBHOTO Pa3BUTHS CTYIEHTOB JUIA NEATEBHOCTH, CBS3aHHOM C MapKETHHIOM B
LeJIoM;

- BBISABJIEHHE TEHIECHLIMM, XapaKTepPUCTUK U METONOB MapKETHHIa, B YaCTHOCTH, MCIOJIb30BAHHE METONOB H
NIPHEMOB aHaJIN3a PHIHKA;

- TpPENOCTAaBIEHME TEXHMYECKMX 3HAHHM M CPEICTB, HEOOXOMMMBIX [y pa3spaboTKH H  PasBHUTHS
MApKETHHTOBBIX MPOEKTOB C LIEJbI0 MAKCUMU3ALIMH 3 DEKTUBHOCTH NEATENBHOCTH OpraHu3allHii

- aHQIU3, OLIEHKA M MPEIOKEHHE PEILEHUH CII0XKHBIX Mpo6yieM B JaHHOH 00J1acTH | T.A.

OTH LeIM COOTBETCTBYIOT MHCCHH [ 0CynapcTBeHHOro YHHMBepcHTeTa MOMNIOBBI M COOTHOCATCHA ¢
MHCTHTYLIHOHANBHBIMH CTpaTErMYeCKUMH JOKyMeHTaMu: CTpaTeruueckuM IiaHom, Ctparerviedl McciiejoBaHui 1
MHHOBaLUM, MHCTUTYIIMOHAIIBHBIM CTPAaTErHYECKUM IUIAHOM HHTE€PHALMOHAU3ALIUH.

Ipusedenue yuebnoii npozpammsl u co0epHCanus yuebHO20 NIAHA 6 COOMEEMCMEUE C MeHCOYHAPOOHBIMU
menoenyuamu 6 ymoii obnacmu. Tlpu paspaborke y4eGHON MpOrpamMmbl ObLTH YHYTEHbI JIy4LIME EBPOMEHCKHE
NPaKTUKM B OTHOLICHHH COAEPKaHHsA OOpa30BAaTENBHOIO TMPEUIOKECHHS, a TaKXKEe MCMOJIb30BaHbI B pamkax
MPOrpaMMbl MyTeM BKJTIOYEHHS €IMHML COACPXKAHMS Ui OGECredeHus COBMECTHMOCTH NPOrpaMM M B3aMMHOM
akajeMuyeckod MoOWiIbHOCTH. Kpome TOro, cozaepkaHhe TNPOrpamMMbl COOTBETCTBYET ~MEXIyHApOAHBIM
TEHJIEHIMSIM B 3TOM OONACTH: MO3MWLMOHMPOBAHME MApKETHHIa KaK Ompejensiomero ¢akropa B Lu(poBOii
skoHOMHKe. CeroiHs MapKeTHHI MpeACTaBiIseT cOOON KaTeropHYecKui HMIeEpaTHB TPAHCHOPMALMH Ha OCHOBE
HOBO# MapajIMrMbl: XONMCTMYECKOro MapkeTuHra. HoBas mapagurma codetaer B cebe Jiydliee U3 TPaIHLHOHHOIO
MApKETHHIa ¢ HOBBIMH BO3MOXKHOCTAMH LM(POBBIX TEXHOJOTHH. XOIUCTHYECKHH MapKETHHI BKJIOYACT B cebs:
MapKETHHT B3aHMOOTHOIIEHUH, BHYTPEHHMH MapKETHHT, HHTETPHPOBAHHbIA MAPKETHHT M COLMAJIbHO-PEAKTHBHbIH
mapkeTrHr. [10sTOMy MpH pa3paGoTke 06pa3oBaTENbHOrO KOHTEHTA MPOrpaMMbl « MapKeTHHI W JIOTHCTHKa» ObLiH
BKJIFOUEHBI HOBBIE TIPEIMETHI, HO COJEP)KAHHE APYTHX MPEIMETOB TaKkke ObLIO MPUBEJCHO B COOTBETCTBHE C 3THMH
TEH/ICHLIUAMH.-

KoHcy/JbTanuu napTHEPOB B mpomecce pa3paloTku y4eGHOH mpOrpamMmel (paGoToaareJiei,
npenojaparteieii, BLIYCKHHKOB, CTYA€HTOB H T.1.). [Ipouecc KOHCYIbTalMi Ha MEPBOM LMKJIE MPOMCXOIHMT B
paMKax COBEpUICHCTBOBAHMs y4eGHOH MpOrpamMMBl, B paMKaX OpraHM3alli¥ NMPOW3BOACTBEHHOH M GakanaBpCKOH
MPAaKTHKH (COOTBETCTBYIOLIME IOTOBOPBI), BO BPeMs cllaun GakalaBpcKoro sk3ameHa (MapTHCHNIATHBHOM ¢dopmel).

JUis NpOBEeNEHHS KAYECTBEHHBIX W AKTyalbHBIX HCCIEOBAHMH B peaibHOH cpene Obul MPOBENECH psL
MEpOTIPHATH, OTPaKAIOUIMX MOTPEGHOCTH W TEHACHIMH pBIHKA TpyJa MO HanpapieHuio «MapkeTHHr H
noructuka». Ha ypoBHe (aKyJbTeTOB B COCTaB KOMHCCHM IO MPOBEPKE KAueCTBA BXOIMT MPEACTaBUTC/Ib PbIHKA
TpyJa MO KakIOMy HampasjieHHio MoarotoBkd. Ha paGoumx 3ace/laHMSX KOMHCCHH OGCYKIAlOTCS CONEpiaHHe
yueGHOTO IUIaHa, BUbl 3a[aHuil /I CAaMOCTOATENbHOM paboThI, METOAMKA NMPOBEICHUS MPAKTHICCKHX 3aHATHUH, a
TaKkKe COOTHOIUEHHE COJCPIKATEIBHBIX OJNOKOB MpENOAABAEMBIX JMCLMIUIMH M JIpyrHe BOMpOCHl. bBbuiu
TPOAHATH3UPOBAHBI JIOMKHOCTHBIE MHCTPYKIIMH CIIEIYIOIMX MOTEeHUMAIbHBIX paboToaaTenei: Cricova S.A., SRL
Volta, SRL Telemar, SRL Dulcinella, SRL Wine International Project, SRL Ergo-Enterprises, ¢ Le/bio onpeeieHus
HeOOXOAMMON KBATM(HKALMH CMELMATUCTA N0 MAPKETHHTY W BBIABJICHHS 3HAHWH, HABBIKOB W KOMMETEHLMH,
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KOTOpbIe OyayT MOTy4YeHbI B pe3yJIbTaTe pealn3alii y4eGHOro riaHa.

CooTBercTBHE Y4eOHOH NpOrpamMmbl pBIHKY Tpyaa. PBIHKH OBICTPO MEHSIOTCS, HO M TEXHOJIOTHH,
JieXalye B UX OCHOBE, TAaKKe MOCTOSHHO pa3BHBalOTCs. PocT U nuBepcudukaims npemioxkeHus, ocobeHHO B chepe
MapKETHHIOBBIX YCJIyT, H3MEHEHHs B AeMOrpapHu4eckoil CTpyKType, MOsIBIEHHEe HOBOro, Gosiee TpeGoBaTesbHOIO,
Gonee MHHOPMHPOBAHHOTO MOTPEOUTENS 3aCTABISIOT OH3HEC HCKAaTh HOBBIE CTIOCOOBI MPUBIECYEHHS U yAEPIKaHHs
KIMeHToB. B ycnoBusax obGocTpeHus rnoGanbHOM KOHKYPEHLMH XO3SHCTBYIOUIMM CYOBEKTaM HEOOXOAMMBI:
MapKETHHIOBbIE CTPaTertH, oOIIeHHe ¢ OOLIECTBEHHOCTBIO, MPEAOCTABICHHE U OOMEH LIEGHHOCTSMH, MOepP)KaHHe U
pasBUTHE OTHOLIEHHWH C KIHEHTaMH, YAOBJETBOPEHHE MOTpeOHOCTe moTpebuTeneil, MapKEeTHHIOBbIE
UCCJIEIOBAaHHs, CO3JaHHE CeTeH paclpeleseHHs, OpraHu3alys JIOTHCTHKHA TOBapoB W TpaHcmopTa. HoBusHa u
aKTyaJIbHOCTh JAQHHOM IMpPOrpaMMbl 3aK/IIOYAeTCs B TOM, YTO MApKETHHI TOMOraeT SKOHOMHYECKHM CyOBeKTaM
CO3/1aBaTh CTOMMOCTb, NMOHHMAas MOTPEOHOCTH CBOMX KJIMEHTOB M Mpelaras MM WHHOBALMOHHBIE MPOLYKThI M
yCITyTH.

BosmosknocTH TpyaoycTpoiicTBa AJisi BhINYCKHHKOB; Koppeaupylr ¢ CORM u ESCO. BoimyckHHKH
nporpaMmbl « MapKeTHHTI M JIOTHCTHKA» FOTOBBI: IEMOHCTPUPOBATh KOTHUTHBHBIE HABBIKH B 00JIaCTH MapKeTHHTa U
JIOTHCTHKH, IEMOHCTPUPOBaTh HAaBBIKK CO3JaHHs Ou3Heca B cepax MapKETHHIOBOM AEATENLHOCTH; 00ecreyrBaTh
OCYILLECTBIIEHHE JIEATENbHOCTH B COOTBETCTBHMM C HALIMOHAIBHOM M MEXIyHapOJHOW HOPMATHBHOW G6a30ii;
NPUHUMATh ONTHUMAJIBHBIE PEIICHHS B MapKETHMHIOBOH M JIOTUCTUYECKOH NeATENbHOCTH; 3(G(PEKTHBHO TOHOCHTH
pe3yJIbTaThl JESATENbHOCTH; pa3pabaThiBaTh W KOOPAMHHPOBATH pPEATH3aLHIO MPOEKTOB B OOJACTH MapKETHHra,
MOCTaBOK, NMPOAAX; MPEIaraTh PEIICHUs pa3IMuHbIX MpobieM B 06J1aCTH MapKeTHHTa, IOCTaBOK, MPOJaX U T.J.

CornacHo Knaccudukauum npodeccuii Pecry6nuku MongoBa, BBITYCKHHKH JaHHOW MPOrPaMMbl MOTYT
pabGorate B kauyectBe: 24313101 AHanuTHK MO pekname W MapkeTHHry; 243102 AHIUTHK IO HCCIIEIOBAHHIO
peinka; 243103 Menemkep no 6peHnoBbiM npoaykram; 243104 Pexnamublii konupaiitep; 243105 Menemxkep no
pexyiame U MapkeTHHry; 243106 Mepuennaiizep; 243107 Meauaruianep; 243108 Menemkep no couuanbHbIM Meana;
243109 Cneupanuct no npuoOpeTeHHIo pekiaMHbIX riomanei; 243110 Cneunanucr mo mapketwHry; 243111
Cnemnanuct mo ueHooOpasoBanuio; 243112 Crnemmanuer no pewiame; 243113 Cneunanuct mo ceTeBoMy
MapkeTHHry; 243114 Tenemapkeronor; 432302 AreHT mo AocTaBke TOBapOB uUepe3 MOrpaHUYHBbIA MyHKT; 432303
Arent no odopmieHuto rpy3oB u Garaxa; 432304 TpancnoptHsiii areHT; 432311 KoopauHaTop maccaXupCKUX
nepeBo3ok; 432312 Menemxkep TpancniopTHoro oguca; 432313 Tpancnoprhslid qucneryep; 432314 TpancnopTHbii
nucneryep-noruct; 432315 CnenuanucT no oTrpy304HbIM JOKyMEHTaM, TapU(HOM JOKYMEHTALMH U TPAHCTIOPTHBIM
JNokyMeHTaM. Tunuunwvie npogpeccuu 6 coomeemcmeuu ¢ ESCO 08: 2421 AHaIWTHKUA TIO YINPaBJICHHIO U
OpraHu3alyH.

Joctyn k o0y4eHHio s objiagareliell AUNJIOMOB, MOJYYeHHBIX MOC/Ie 3aBepLIIEHHs] COOTBETCTBYIONIEH
y4eOHoii mporpaMmsl. BrirmyckHHkH yuyeOHOHM mporpaMMel, MoTyduBiIre 3BaHue «bakanaBp 5KOHOMHKHW», UMEIOT
CJIeYIOLIME BO3MOXKHOCTH [UIsl JaJIbHeHIIero o0y4eHus:

- Marucrepckue nporpaMmsl - yposeHb ISCED 7 B 0611acTH MapKeTHHIOBBIX UCCIIEOBaHHIA;

- Mmarucrepckue nporpammbl - ypoBeHb ISCED 7 mo apyruM HampaBieHHsSM ¢ HabOpOM MHHHMMAaJIbHOrO
yueOHOro I1aHa;

- [IporpamMmel 00y4YeHHs B TEUSCHHE BCEH KU3HH.

O6mmue u mpodeccHoHANbLHbIE KOMIETEHIHH, ofecrnedynBaeMble y4eOHOH mporpamMmoii (mepeveHb).
JlaHHas mporpaMma HarpaBJ/ieHa Ha pa3BUTHE NMPOQeCcCHOHABHBIX KOMITETEHIMI B 00/1aCTH MapkeTHHra. Y4eOHbIH
IUJIAaH COCPeJOTOYEH Ha OOLIMX, COLMAIbHO-TYMaHUTApHbIX, (YyHAAMEHTAIbHBIX M CHELHAIU3UPOBAHHBIX
npeaMeTax, pa3BUBAIOIIMX OOIHe U KOHKPETHbIE MPOEeCCHOHAIBHBIE KOMIIETEHIIMH.

OO6muMH KOMIEeTeHIIUSIMH, Pa3BUBa€MbIMH B PAMKaX IPOTrPaMMBI, ABJISIOTCS:

CGl. Ucnonb3oBaHue GpyHAaMEHTATBHBIX 3HAHWI 3KOHOMHYECKOH TEOPHHU B cepe IesTeTbHOCTH

CG2. TlpuMeHeHHe NPHHIMIOB, TEOPHM, METONOB W HMHCTPYMEHTOB, HEOOXOAMMBIX JUIS aHaiu3a H
OCYLIECTBJIEHHUS] 3KOHOMUYECKOH e TeTbHOCTH

CG3.C6op, obpaboTka, aHAJIW3 U MHTEPIIPETALMs JaHHBIX, IPUMEHEHHE ToKa3aTeNel, CTpaTeruii U NOJIUTHKH,
COOTBETCTBYIOLIMX chepe AeATeTbHOCTH

CG4. Hcnonb3oBaTh NMporpaMMHoe OOecreYeHHEe M CHUCTEMBI I pacyeTa M ONEPUPOBAaHHs JaHHBIMH,
XapaKTepHbIMU IS cephl AeSITETbHOCTH

CGS. OpraHu30BbIBaTh CBOKO JEATEIBHOCTh B COOTBETCTBMM C NPABOBBIMM PAMKAMH, XapaKTEPHBIMH JUIs
JIaHHOH 06J1aCTH AESTETbHOCTH.

B coorBercTBur ¢ CNC, myTtem ob6cysxaeHus Ha 3aceqaHusx Komurera o obecrneyeHHIo KauecTBa H OOILEeHH s
C TMpeINCTABUTENSIMH pBIHKA TPYyJa, BBIMYCKHHKAMH, aKaJeMH4YeCKHM IMEPCOHAJIOM M CTyJEeHTaMH, OblLiu
YCTaHOBJIEHBI CIIEAYIOLHE KOMIeTeHIIHH:

CP1 IIpoBeneHne MapKeTUHIOBBIX UCCIIEOBAHUMN

CP2. Pa3paboTka 1 pean3alus MporpaMM U NPOEKTOB, OPUEHTHPOBAHHBIX Ha PBIHOK
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CP3. Peanu3zanust MapKeTUHIOBO# IMOJIMTUKH MTPEANPUATHS

CP4. Hcnionib30BaHHE TBOPYECKOrO MOTEHLIMANA MIPU PELICHUH MPOGECCHOHANIBHBIX 3a/1a4
CPS. OcyiecTBieHue 3aKyOYHOM OeSITENBHOCTH

CP6. Peanu3anius TOruCTUYECKON NEATENBHOCTH

CP7. Peanu3auus MOJIMTHKHA MapKETHHIOBBIX KOMMYHHMKALIUA

CP8. Pa3paboTka peK1aMHOr0 KOHTEHTa

CP9. MonuTopuHr noka3satesne 3¢ (heKTHBHOCTH MapKETHHIA H JIOTUCTUKH

CP10. Ouenka 3¢ peKTUBHOCTH B MAPKETHUHI€ U JIOTUCTHKE

CuHcoK pe3y/IbTATOB 00y4YeHHSI:

1. pemats Mpo6aeMbl, BOSHUKAIOIKE B PAa3IMYHBIX NMPO(PECCHOHAIBHBIX KOHTEKCTaX, MPHUMEHSS NMPHHLIHUIIBI,
HOPMBI U yHIaMEHTaJIbHbIE LIEHHOCTH SKOHOMHKH;

2. oueHuBaTh (PAKTOPbI BHYTPEHHEH M BHELIHEH Cpelbl M UX BIUSHHE Ha (QyHKIMOHMPOBaHHE OpraHM3aLuu/
oTpacyii/ HAHOHATBHON SKOHOMUKH, TPUMEHSATh IPEBEHTHBHBIE MEPHI 11l MUHUMM3aLHH PUCKOB;

3. aHaJM3MPOBaTh MHKPO- U MAaKpPOIKOHOMHYECKHE MPOLECCHI, ONpENesiss WHCTPYMEHThI MCCIENOBaHUS B
COOTBETCTBHH C LIEJAMH U OOBEKTOM MCCIIEIOBAHHUSI, MCTIONB3Ys LM(POBbIE METO/BI K HHCTPYMEHTBI;

4. NpOBOAMTH MApPKETHHIOBBIE MWCCIIEIOBAHMS Ha OCHOBE AaKTyaJbHbIX M OOBEKTHBHBIX MCTOYHHMKOB
MHGOPMALMKM ¢ UENBI0 HMHTEPIPETAMd M MPOTHO3MPOBAHHS TEKYIIMX M OyMylMX pBIHOYHBIX TEHIEHLHH,
UCTOJTB3Ys U(PPOBBIE METOABI U HHCTPYMEHTHI;

5. paspabaTbIBaTh OPUEHTHPOBAHHbIE HAa PBIHOK NMPOrPaMMbI H MPOEKTBHI, CIOCOOCTBYIOIIKE YAOBIETBOPEHHIO
notpeGHOCTEN MoTpeduTeNei;

6. KOPPEKTHPOBaTh OINEPALMOHHYIO EATeJHHOCTh B COOTBETCTBHM C MHTEpecaMu MOTpeOHTeNeh/ueneBbiX
ayJMTOPHiA, oOecrieunBas peau3alyio NPOEKTOB, OPUEHTHPOBAHHBIX Ha PHIHOK;

7. IPUMEHSATH MOJIOKEHHSI HOPMATHBHO-TIPABOBOM 0a3bl, CBA3aHHBIE C 3P(OEKTHBHBIM (QYHKIHOHUPOBAHHEM
opraHusauuH, co0Jrofas, B TOM YHCJIe 3THYECKHH KOJEKC MapKeTosora, CyMIECTBYIOLIWH HAa HALMOHAIBHOM H
MEXIYHapOJAHOM YPOBHE;

8. COCTaBJIATH IUIaH JeATEIbHOCTH B 00JIaCTH MapKeTHHTa, ONPEAesss LeJH, 003aHHOCTH, 3aTPaThl, PUCKH,

9. IPUMEHATh HHCTPYMEHTBI, CBSI3aHHbIE C peau3alMeil TOBAPHOM MOJIMTHKH;

10. OLIEHMBATH LIEHOBYIO YyBCTBHMTEJIBHOCTB CIIPOCA, MpearaTh MpOrpaMMbl 0 CTUMYJIMPOBaHHUIO CObITa
obecrieunBaTh paclpefelieHHe TMPOAYKLUHMM B COOTBETCTBHHM CO CJENYIOIMM: TPAHCIIOPTUPOBKA, XpaHEHHE,
CKJIaUpOBaHKe, XPaHEHHE, IPHEM; '

11. NpUMEHATH HHCTPYMEHTBI M METO/IbI [PO/IBIDKEHHS, IPHHATHIE HA MPEANPUATHH/OpraHu3aLuH;

12. KCTIOB30BaTh TBOPYECKHE METOABI AJIS MOHMCKA PEIleHHWH B 00aCTH MapKeTHHra, B HESIBHOM BHJE C
MOMOIIBIO HABHIKOB OOIIEHHS M KOMaHAHOW paboThl, a TaKKe C HCIMOJAb30BAaHUEM CIELIMATU3UPOBAHHOIO
MPOrpaMMHOro obecreueHus;

13. ompenmensiTh MHCTPYMEHTHI/CTIOCOOBI pealM3allii CTPAaTerHi, MOJUTHKH, TUIAHOB 3aKYIOK, HCIONB3Ys
CJIOXKHBbIe HHPOPMALIHOHHbBIE CHCTEMBI;

14. onpenensTs HWHCTPYMEHTHI/CIIOCOObI MOHHMTOPHHIa M KOPPEKTHPOBKM CTpATerui, MOJMTHK, MJIAHOB
XpaHEHHs M pacrpeesieHus], UCIIONb3Ysl CI0XKHbIE HHPOPMALMOHHbIE CHCTEMBI,

15. paspaGaTbiBaTh KOMMYHHKALIHOHHYIO CTPaTETHIO B COOTBETCTBHMH C MOCTABJICHHBIMU LIEJISIMH, B TOM YHCIIE
C MHCIIONB30BAHHEM JAHHBIX, TEHEPHPYEMBIX Ppa3IMYHBIMH BeO-caiiTamMH, MIaTGopMamu, CroCOGCTBYHOLMMH
MOBBILIEHHUIO OCBEIOMJIEHHOCTH M Y3HABaeMOCTH KOMIIaHUH, OPEHIOB Ha PHIHKE; ‘

16. onpenensTh HHCTPYMEHTBI/CIIOCOOB! peann3alyi U KOOPAWHALWKM MapKETHHIOBBIX KOMMYHHMKALMOHHBIX
KaMIaHMi, KOHCYJIBTHPYSCH C Pa3IMYHBIMK OTYETAMHU U IIPOrPaMMHBIM 00€CIIeYeHHEM;

17. pazpabaTbiBaTh peKJIaMHbI KOHTEHT H ONPEAENIATh KPUTEPUH €ro MPOBEPKH;

18. paspabarbiBaTh MeIMalUIaHbl, OCHOBBIBAfCh HAa PEUTHHraX, COCTAaBJICHHBIX CINELMAIM3HPOBAHHBIM
MPOrpaMMHBIM 00ecIIeYeHHEM;

19. onpezensTh U aHATM3HPOBATH MOKa3aTeNH 3QPEKTHBHOCTH, 1O KOTOPHIM MOXKHO OLCHMBATH MAPKETHHT
JIOTHCTHUKY

20. mporHo3upoBaTh TMoOKazaTeld d(P(MEKTHBHOCTH B KOHTEKCTE CTPATErHYECKOro MapKETHHIOBOro
TJIaHUPOBaHHUS

21. OlEHHBATh pe3yNbTaThi MAPKETHMHIOBOH M JIOTMCTHYECKOH JEATeNbHOCTH, 4TOOBI CHOCOGCTBOBATH
pALMOHATH3ALMU JEATENHHOCTH M TOBBIICHHIO KOHKYPEHTOCTIOCOOHOCTH MpPEANPUSTHS/OpraHU3allky, HEIBHO
MCIIOJB3Ys [M(POBBIE HHCTPYMEHTHI 1Sl CO3/1aHMs MIEPBUYHBIX JIaHHBIX U OTYETOB.
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EXPLANATORY NOTE

Brief presentation of the specialization profile, the field of professional training, and the

general field of study. Specialty’s profile of the study program 0414.1 Marketing and Logistics comply
with the fundamental domain of science, culture and technology 04 Social Sciences; the general domain of
study 041 Economic Sciences; professional formative domain 0414 Marketing and advertising.
The program is developed in accordance with the Nomenclature of study domains and specializations in
higher education, approved by Government Decision No. 412 of June 12, 2024, and the Framework Plan
for Bachelor (Cycle 1), Master (Cycle II), and Integrated Studies, approved by Order of the Minister of
Education and Research No. 510 of April 7, 2025.

Studies duration - 3 years of full-time education, 4 years of reduced frequency education.

Study credits - 180 credits ECTS, 1 credit ECTS - 30 hours

Organization form- Full-time education, reduced frequency education

The aim of the bachelor program refers to the future specialist’s professional skills formation for
labor market integration in the national economy. Furthermore, to provide graduates with knowledge-based
practice and understanding of marketing and logistics processes, and to qualify the graduate in analyzing,
evaluating and reflecting on issues related to these areas; to handle complex tasks in terms of customer
relations and marketing communication.

The objectives of the Marketing and Logistic program are:

ethe evaluation of contemporary problems regarding the possibility of students personal,
intellectual and professional development, for general marketing activities;

ethe trends, characteristics and marketing techniques identification in particular, the methods
and techniques usage concerning market analysis,

ethe provision of technical knowledge and necessary resources for the marketing projects
development and elaboration in order to maximize the performance of the company’s activity,

ethe analyzes, evaluation and solutions provision for complex problems in the field, etc.

These objectives correspond to the mission of the Moldova State University. They are related to the
following institutional strategic documents: The Strategic Plan; The Research and Innovation Strategy; The
Institutional Strategic Plan for Internationalization.

Alignment of the study program and curriculum content with international trends in the field.

The development of the study program took into account European best practices regarding the
content of the educational offer, which were integrated into the program by including specific content units
to ensure compatibility of programs and mutual academic mobility. Additionally, the curriculum content is
aligned with international trends in the field, notably the positioning of marketing as a key factor in the
digital economy. Today, marketing has become a categorical imperative for transformation based on a new
paradigm: holistic marketing. This new paradigm combines the strengths of traditional marketing with the
new opportunities offered by digital technology. Holistic marketing includes relationship marketing,
internal marketing, integrated marketing, and socially responsive marketing. Consequently, the educational
content of the Marketing and Logistics program was revised to include new disciplines, while the existing
courses were also aligned with these trends.

Assessment of economic and social sector expectations. The consultation process at Cycle I take
place within the framework of the study program improvement within the organization of the production
and licensing practice (the form of the corresponding agreements), during the bachelor's examination (the
participatory form) and the elaboration of study programs at employers ordering. An effective method of
employer’s collaboration is to evaluate the practical skills of graduates on the study case solving proposed
to the graduates by employers. An effective method of collaboration with employers is to evaluate students'
practical skills based on the case scenarios that are proposed by employers.

Stakeholder consultation in program development. In order to achieve qualitative and relevant
studies in the real environment, a series of activities were carried out, that reflect the needs and trends in
the Marketing and Logistic labour market. At the Faculty level, a representative of the labour market for
each field of professional formation is included in the Quality Assurance Commission. During the
Commission working meetings there are discussed the contents of the education plans, the types of tasks
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for individual work, the methods of spending practical lessons and the correlation of content units for the
taught subjects etc.

The job descriptions of the following potential employers: Cricova J.S.C., LLC Volta, Hotel Berd’s,
LLC Telemar, LLC Dulcinella, LLC Wine International Project, LLC Ergo-Enterprises were analyzed, in
order to determine the necessary qualification of a specialist in the field of marketing and to identify the
need for knowledge, skills and competences to be ensured through the implementation of the study plan.

Program relevance to labor market. Markets are changing rapidly, but the technologies that
support them are constantly developing. Increasing and diversifying the offer, especially in the field of
marketing services, changes in the demographic structure, as well as the emergence of a new, more
demanding, more informed type of consumer, forces economic entities to find new ways to attract
customers and loyal them. In the context of increased global competition, economic entities need:
marketing strategies, public communication, supply and exchange of values, maintenance and develop
customer relationships, meeting consumer needs, market research, creation of distribution networks,
logistics organization of goods and transport. The novelty and relevance of this program lies in the fact that
the marketing activity helps organizations to create value by understanding the needs of their customers in
order to offer them innovative products and services.

Employment opportunities aligned with CORM and ESCO. Graduates of the Marketing and
Logistics are prepared: to demonstrate cognitive skills in the field of marketing and logistics, to
demonstrate business start-up skills in the fields of marketing activities; to ensure the activities process in
accordance with the national and international normative framework; to make optimal decisions in the
marketing and logistics activity; to effectively communicate the results of the activity; to develop and
coordinate the implementation of projects in the field of marketing, supplies, sales; to propose solutions to
various problems in the field of marketing, supplies, sales, etc.

According to the Occupational Classifier from Republic of Moldova, the graduates of this program
can activate as: 243101 Advertising and marketing analyst; 243102 Market research analyst; 243103 Brand
product manager; 243104 Copywriter advertising; 243105Manager in advertising and marketing; 243106
Merchandiser; 243107 Media planner/planners; 243108 Social media manager; 243109 Specialist in
purchasing advertising space; 243110 Specialist in marketing (marketer); 243111 Specialist in prices;
243112 Specialist in advertising; 243113 Network marketing specialist; 243114 Telemarketer; 432302
Agent for delivery of goods at the border point; 432303 Cargo and baggage check agent; 432304 Transport
agent; 432311 Passenger transport operations coordinator; 432312 Transport office manager; 432313
Transport dispatcher; 432314 Forwarder-logistician/forwarder-logistician in transports; 432315 Clerk
shipping documents, tariff documentation and transport documents. Typical occupations according to
ESCO 08: 2421 Management and Organization Analysts.

Further study opportunities. The graduates of the study program who obtained the title— Graduated
in Economic Science have the following opportunities to continue their studies:

e Master Programs - level 7 ISCED in Marketing Studies
e Master programs - level 7 ISCED in other areas with additional credit accumulation.
o Lifelong continuous training programs.

General and professional competences developed through the program. This program aims to
develop professional skills in the field of Marketing. The study plan is focused on general, socio-human,
fundamental and specialized disciplines, developing general and specific professional skills.

The general competences developed in the program are:

CG1. Use of fundamental knowledge of economic theory in the field of activity

CG2. Applying the principles, theories, methods and tools necessary for the analysis and conduct of
economic activities

CG3. Collecting, processing, analyzing and interpreting data, applying indicators, strategies and
policies appropriate to the field of activity

CG4. Use of software and systems for computing and operating data specific to the field of activity

CGS. Organization of the activity according to the legal framework specific to the field of activity.

In the correlation with the National Qualifications Framework, but also during the discussions in the
working session of the Quality Assurance Commission, communication with the labour market
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representatives, graduates, academic staff and students, there were established the following competencies:
CP1. Conducting marketing research
CP2. Design and implementation of market-oriented programmes and projects
CP3. Implementation of the company's marketing policy
CP4. Harnessing creative potential in addressing professional problems
CPS. Carrying out procurement activities
CP6. Carrying out logistics activities
CP7. Implementation of the marketing communication policy
CP8. Ad content development
CP9. Monitoring of performance indicators in marketing and logistics
CP10. Evaluation of performance in marketing and logistics

Learning outcomes:

1. to solve problems encountered in various professional contexts, applying the principles, norms and
fundamental values of economic science;

2. to assess the factors of the internal and external environment and the impact on the functioning of
the national organization/branch/economy, applying preventive measures to minimize risks;

3. to analyze micro and macroeconomic processes, identifying the research tools, depending on the
objectives and object of study, using digital techniques and tools;

4. to carry out marketing research based on relevant and objective sources of information, in order to
interpret and forecast current and future market trends, using digital techniques and tools;

5. to develop market-oriented programmes and projects, helping to meet the needs of consumers;

6. to adjust operational activities according to the interests of consumers/target audiences, ensuring
the implementation of market orientation projects;

7. to apply the provisions of the regulatory framework associated with the efficient functioning of the
entity, including the Marketer's Code of Ethics, existing at national and international level;

8. develop an activity plan in the field of marketing, establishing the objectives, responsibilities,
costs, risks

9. to apply the instruments related to the implementation of the product policy;

10. to assess the sensitivity of demand to price, proposing sales incentive programs and pursuing the
proper implementation of the distribution of products: transport, storage, storage, reception;

11. to apply the promotional tools and techniques adopted in the company/organization;

12. to use creative techniques to identify solutions in the field of marketing, implicitly with the help
of communication and teamwork skills and with the use of specialized software;

13. to identify the tools/ways of implementing strategies, policies, procurement plans, through the use
of complex IT systems;

14. to identify the tools/ways to monitor and adjust storage and distribution strategies, policies and
plans, through the use of complex information systems;

15. to develop the communication strategy according to the established objectives, including by using
the data generated by various websites, platforms, contributing to increasing the notoriety and visibility of
companies, brands within the market;

16. to identify the tools/ways of implementing and coordinating marketing communication
campaigns, consulting various reports and software;

17. to develop advertising content and determine the criteria for its validation;

18. to develop media-plans, based on the rating rankings generated by specialized software in the
field;

19. to determine and analyze the performance indicators through which marketing and logistics can
be evaluated

20. to forecast performance indicators in the context of strategic marketing planning

21. to evaluate the results of marketing and logistics activities, in order to contribute to the efficiency
of activities and increase the competitiveness of the enterprise/organization, implicitly through digital tools
for generating primary data and reports.
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LISTA COMPETENTELOR SI A REZULTATELOR INVATARII

Competente generale (GC)
Competente profesionale (CP)

REZULTATELE INVATARII (RI)
Absolventul/candidatul pentru obtinerea calificarii poate.

CGl1. Utilizarea cunostintelor fundamentale de
teorie economica in domeniul de activitate
CG2. Aplicarea principiilor, teoriilor, metodelor
si instrumentelor necesare pentru analiza si
desfasurarea activitétilor economice

1. rezolva probleme intdlnite in diverse contexte
profesionale, aplicdnd principiile, normele si valorile
fundamentale ale stiintei economice; ,

2. evalua factorii mediului intern si extern si impactul
asupra functionarii organizatiei/ramurii/economiei
nationale, aplicind masuri preventive pentru a minimiza
riscurile;

CG4. Utilizarea software si a sistemelor de
calcul si operare a datelor specifice domeniului
de activitate

CP1. Realizarea cercetérilor de marketing

3. analiza procesele micro i macro economice,
identificand instrumentarul de cercetare, in functie de
obiective si obiectul de studiu, utilizdnd tehnici si
instrumente digitale;

4. realiza cercetarea de marketing in baza surselor
relevante si obiective de informare, cu scopul de a
interpreta si prognoza tendintele actuale si de viitor ale
pietei, utilizand tehnici si instrumente digitale;

CP2. Conceperea si realizarea programelor si a
proiectelor de orientare spre piata

5. elabora programe si proiecte de orientare spre piata,
contribuind la satisfacerea nevoilor consumatorilor;
6. ajusta activititile operationale conform« intereselor

consumatorilor/publicului-fintd,  asigurdnd realizarea
proiectelor de orientare spre piata;
CG3.Colectarea, prelucrarea, analiza si 7. aplica prevederile cadrului normativ asociat

interpretarea datelor, aplicarea indicatorilor,
strategiilor si politicilor adecvate domeniului de
activitate

CG 5. Organizarea activitatii conform cadrului
juridic specific domeniului de activitate

CP3. Realizarea politicii de marketing a
intreprinderii / organizatiei

functiondrii eficiente a entitétii, respectand inclusiv codul
deontologic al marketerului, existent la nivel national si
international;

8. elabora un plan de activitate in domeniul marketingului,
stabilind obiectivele, responsabilitatile, costurile, riscurile
9. aplica instrumentele aferente realizdrii politicii de
produs;

10. evalua sensibilitatea cererii fatd de pret, propunand
programe de stimulare a vanzarilor si urmarind realizarea
conformd a distributiei  produselor: transportare,
depozitare, stocare, receptie;

11. aplica instrumentele si tehnicile de promovare
adoptate in intreprindere / organizatie;

CP4.Valorificarea potentialului creativ in
abordarea problemelor profesionale

12. utiliza tehnici creative pentru identificarea solutiilor in
domeniul  marketingului,  implicit cu  ajutorul
competentelor de comunicare si munca in echipa si cu
utilizarea softurilor specializate;

CPS. Realizarea activitatilor de achizitionare

13. identifica instrumentele / modalitatile de
implementare a strategiilor, politicilor, planurilor de
achizitionare, prin utilizarea sistemelor informatice
complexe;

CP6. Realizarea activitatilor logistice

14. identifica instrumentele / modalitatile de monitorizare
si ajustare a strategiilor, politicilor si planurilor de stocare
si distributie, prin utilizarea sistemelor informatice
complexe;

CP7. Implementarea politicii de comunicare in
marketing

15. elabora strategia de comunicare in functie de
obiectivele stabilite, inclusiv prin utilizarea datelor
generate de diverse site-uri, platforme, contribuind la
cresterea notorietdtii i a vizibilititii companiilor,
brandurilor in cadrul pietei;

16. identifica instrumentele / modalititile de
implementare si coordonare a campaniilor de comunicare
in marketing, consultind diverse rapoarte si soft-uri,
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CP8. Elaborarea continutului publicitar

17. elabora continuturi publicitare si determina criteriile
de validare a acestora;

18. elabora media-planuri, bazindu-se pe clasamentele de
rating generate de softurile specializate in domeniu;

CP9.Monitorizarea indicatorilor de performanti
in marketing si logistici

19. determina si analiza indicatorii de performanti prin
care poate fi evaluat marketingul si logistica _

20. prognoza indicatorilor de performanti in contextul
planificérii strategice de marketing

CP10. Evaluarea performantelor in marketing si
logistica

21. evalua rezultatele activitatilor din marketing i
logistica, pentru a contribui la eficientizarea activitatilor si
cresterea  competitivitdtii  intreprinderii/organizatiei,
implicit prin instrumente digitale de generare a datelor
primare si rapoartelor.

CIIMCOK KOMITETEHIIUMI ¥ PE3YJIbTATOB OBYYEHHUS

O6une komnereHunu (CG)
IIpodeccHoHanbHbIe KOMIETeHIHH (CP)

PE3YJIbTATBI OBYYEHWUS (RI)
Abumypuenm/xanoudam na nonyuenue Keanuguxayuu modxcem:

CG1. Hcnonb3oBanue yHIaMeHTAIBHBIX
3HaHHUH S9KOHOMHYECKOH TeopuH B chepe
JEATENBHOCTH

CG2. TlpumeHeHue NPUHLMIIOB, TEOPHi,
METOJI0B U HHCTPYMEHTOB, HEOOXOAUMBIX VTS
aHaJIu3a U BEJICHHUs] 5KOHOMHUYECKOK
JEATEbHOCTH

1. pewars npo6neMsl, BO3HMKAaIOIME B pPa3TMYHBIX
NPO(ECCHOHATBHBIX KOHTEKCTAX, NMPUMEHSs NPUHLIUIIBI,
TpaBHIIa H QyHAAMEHTaIbHbIE IEHHOCTH S5KOHOMHKH,

2. ouenuBaTh (GhaKTOPBI BHYTPEeHHEH M BHEIIHEH cpebl U
ux BIIMSIHHE Ha (byHKIMOHHpPOBaHHe
OpraHM3aLMKH/HALMOHANBHOM  OpraHM3alHH/3KOHOMKKH,
NIPUMEHSAS  NPEBEHTHUBHBIE Mepbl IS MHHHMH3ALMU
PHCKOB;

CG4. Vicnonk3oBaHKe MpOrpaMMHOT0O
obecrieyenus, cucTeM 06paboOTKH NAHHBIX U
OTNEPALMOHHBIX CHCTEM, CIICLU(HYHBIX TS
JaHHOH cdepbl AeSTeIbHOCTH

CP1. [IpoBeneHne MapKeTHHIOBBIX
HCCIIeI0BaHU M

3. aHaNM3UPOBATh MHKPO- M MaKPOSKOHOMHYECKHE
NIPOLIECCHI, OMpeNessds WHCTPYMEHTHI HCCIEIOBaHUS B
COOTBETCTBMM C LEISIMH H OGBEKTOM HCCIIE0BaHMS,
MCIIONIB3Ys UM(POBBIE METObI U HHCTPYMEHTSI;

4. MIPOBOJMTH MApKETHHIOBBIE MCCIIEOBAHMS HA OCHOBE
PENIEBAHTHBIX M OOBEKTUBHBIX HCTOYHHKOB HH(OPMALHH
C LEJbIO MHTEPNPETALWH U NPOrHO3UPOBAHHUS TEKYIHUX H
OyAyIKMX PBIHOYHBIX TEHICHLMH, MCMIONB3ys LU(POBbIE
METOJIbl U HHCTPYMEHTEI,

CP2. PaspaboTka u peannsauus nporpamm u
NIPOEKTOB, OPUEHTHPOBAHHBIX HAa PBIHOK

3 pa3pabaTbiBaTh MIpOrpaMMebI u MPOEKTBHI,
OPHCHTHPOBAHHBIE ~ HA  DBIHOK,  CIOCOOCTBYIOLIHE
YIOBJIETBOPEHHIO MOTPeOHOCTEMH MoTpeduTeneii;

6. KOPPEKTHPOBATH OIEPALMOHHYIO ESTENbHOCTh B
COOTBETCTBHH C MHTEpPECaMH NOTpeGuTeNneil/LieneBoii
ayIMTOpHH,  ObecrieuMBas — peau3audio  MPOEKTOB,
OPHEHTHUPOBAHHBIX HA PHIHOK;

CG3.C6op, o6paboTka, aHaH3 U
UHTEprpeTanus JaHHbIX, IPUMEHEHHE
TNoKa3aTeJieH, CTPaTEeruii U MOJIMTHKH,
COOTBETCTBYIOLIMX Cepe AesTETbHOCTH

CG 5. OpraHu3oBbIBaTh A€ATENHHOCTD B
COOTBETCTBHHM C MPAaBOBBIMH paMKaMH,
XapaKTepHBIMH JUIs Cepbl NeSTENLHOCTH

CP3. OcyecTBasATs MAPKETHHIOBYIO TIONUTHKY
NPEANPHATHSA/OpraHU3auu

7. IPUMEHAT TIOJIOXKEHHUSI HOPMATHBHOM 6a3bl, CBA3aHHOIN
¢ 2(QeKTHBHBIM (DYHKLHOHMPOBAHHEM OpraHH3ALUH,

BKJTIOYast 3THYECKHUi KOJIEKC MapKeToJiora,
CYWIECTBYIOLINH Ha HALMOHAILHOM H MEKIYHAPOIHOM
YPOBHE;

8. cOCTaBnATe mIaH MapKETHHrOBOH JEATEIBHOCTH,
OnpeJess Le/u, 0043aHHOCTH, 3aTPaThl U PUCKH

9. NPUMEHATh HHCTPYMEHTBI, CB3aHHBIE C peanu3auuei
TOBApHOM MOJIUTHKHY;

10. oueHMBATH LIEHOBYIO YyBCTBHTENBHOCTH CIIPOCa,
NpeasiaraTe NporpamMsl 10 CTHUMYJMPOBAHHIO MPOJAXK H
CJIEIUTH 3a MIPaBHJIbHBIM OCYILIECTBICHUEM
pacnpeneneHus MIPOIYKLIHH: TPaHCIIOPTUPOBKa,
XpaHEHHe, CKIaIMPOBAHKE, XPAaHEHHE, TIPHEM;

11. NpUMeHATs MHCTPYMEHTbI M METOMBI MPOBIDKEHHS,
NPUHATBIE B KOMIIAHUHW/OpraHU3alliy;
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CP4.Mcnonp3oBaHue TBOPYECKOro MOTEHIIHAIIA
NPH PELIEHUH MPO(eCCHOHANEHBIX PobJieM

12. ucnone3oBaTh TBOpPUYECKHE METOABI IS IOMCKA
MapKETHHIOBBIX DPELIEHHI, B TOM YHCJIE C IIOMOLIBIO
HaBBIKOB OOLIEHWS W paboTbl B KOMAaHAE, a TaKKe
UCIIOJIb30BAHMS  CHIELIMAJIU3UPOBAHHOTO POrPAMMHOIO
obecrnieueHus;

CP5. Peanusauus 3aKynoyHoi qesTeIbHOCTH

13. Omnpenenars HHCTPYMEHTBI/CIIOCOOBI — peaH3aluu
CTpaTerui, TIOJINTHKH, TUIaHOB 3aKyTMoK c
UCIIOJIb30BAHUEM CJIOKHBIX MH(POPMAIIMOHHBIX CHCTEM;

CP6. Peanusanys JOrHCTHYECKUX MEPOTIPUATHIH

14. OnpenensTs HHCTPYMEHTHI/CIIOCOGEI MOHHTOPHHTA M
KOPPEKTHPOBKM  CTpPaTerHid, TMOJHUTHKM W  IUIAHOB
XPaHEHHs U PaCIpeNeeHHs C UCTIONb30BAHHEM CIIOMKHBIX
HH(OPMALIMOHHBIX CHCTEM;

CP7. Peanu3anus noJMTHKA MAPKETHHIOBBIX
KOMMYHHUKaLUH

15. paspabaTeiBaTh KOMMYHHKALMOHHYIO CTPATErHIO B
COOTBETCTBMM C TIOCTAaBJICHHBIMH LEJISAMH, BKJIKOYas
MCTIO/Ib30BAHUE JIaHHBIX, TCHEPHPYEMBIX pPa3JIHYHbIMH
BeO-calitamu, IuaTrpopMaMu, CrOCOGCTBYS MOBBILIEHHIO
OCBEJIOMJIEHHOCTH M y3HAaBa€MOCTH KOMIIaHHi, GpeHI0B
Ha pBIHKE;

16. ompenensTb HHCTPYMEHTBI/CIIOCOOBI pealn3alMH M
KOOPJMHALIMM  MAapKeTHHTOBBIX  KOMMYHHKAIHOHHBIX
KamraHui, ofpamasch K pa3/idiyHBIM  GTYETAM M
pOrpaMMHOMY 06ecieYeHHIO;

CP8. PazpaboTka pexJlaMHOTO KOHTEHTA

17. pa3pabaTbiBaTh pEKJIAMHBIH KOHTEHT M ONpPENENAThH
KPUTEPHH €T0 MPOBEPKH;

18.  paspabarpiBaTh  MeIMalUlaHBI HAa  OCHOBE
PEHTHHTOBBIX OLIEHOK, (bopMupyembIxX
CIELIMAJIM3UPOBAaHHBIM [TPOrPAMMHBIM 00€CTIeUeHHEM;

CP9.MonuTopuHr nokazaresneii 3ghekTuBHOCTH
B 00/1aCTH MapKETHHI'a U JIOTHCTHKH

19. onpenenaTb M  aHAIM3UPOBATh  MOKAa3aTeNId
3 (}EKTHBHOCTH, MO KOTOPbIM MOXXHO OLIEHMBATh
MapKETHHT U JIOTHCTHKY

20. mnporHo3upoBaTh moKa3zaTeNd 3SPPEKTHBHOCTH B
KOHTEKCTE CTpPaTeru4eckoro MapKETHHI'OBOT'O
TUITAHUPOBAHHUS

CP10. Ouerka 3¢ (heKTHBHOCTH B MAPKETHHTE U
JIOTUCTHKE

21. oueHuBaTh  pe3ynabTaThl  MapKETHHIOBOH W
JIOTUCTHYECKOH AeATeNIbHOCTH, YTOOBI CHOCOGCTBOBATH
palMOHAIM3alMK  JEATEbHOCTH W TIOBBILIEHHIO
KOHKYPEHTOCIIOCOOHOCTH  NpEeANpPUATHSA/OpraHU3aluy,
HESBHO HCMONB3Ys LU(POBBIE HHCTPYMEHTHI is
MIOJTy4EHHUS IEPBUYHBIX IAHHBIX M OTYETOB.

LIST OF COMPETENCIES AND LEARNING OUTCOMES

General Competencies (GC)
Professional Competencies (PC)

Learning Outcomes (LO)
— Upon graduation, the holder of the qualification will be
able to:

CG1. Use of fundamental knowledge of
economic theory in the field of activity
CG2. Application of principles, theories,
methods, and tools necessary for the analysis
and conduct of economic activities

1. Solve problems encountered in various professional
contexts by applying the principles, norms, and core
values of economic science;

2. Evaluate internal and external environmental factors
and their impact on the functioning of the
organization/sector/national economy, applying
preventive measures to minimize risks;

CG4. Use of software and data processing
systems specific to the field of activity
CP1. Conducting marketing research

3. Analyze microeconomic and macroeconomic processes
by identifying appropriate research tools based on the
objectives and subject of study, using digital techniques
and tools;

4. Conduct marketing research based on relevant sources
and information objectives, aiming to interpret and
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forecast current and future market trends, using digital
techniques and tools;

CP2. Designing and implementing market-
oriented programs and projects

5. Develop market-oriented programs and projects that
contribute to meeting consumer needs;

6. Adjust operational activities according to the interests
of  consumers/target  audiences,  ensuring the
implementation of market-oriented projects;

CGa3. Collection, processing, analysis, and
interpretation of data; application of appropriate

indicators, strategies, and policies for the field of

activity

CGS. Organization of activities according to the
legal framework specific to the field of activity
CP3. Implementation of the
enterprise/organization’s marketing policy

7. Apply the provisions of the regulatory framework
associated with the efficient functioning of the entity, also
complying with the marketer’s code of ethics at both
national and international levels;

8. Develop an activity plan in the field of marketing,
setting objectives, responsibilities, costs, and risks;

9. Apply the tools related to the implementation of
product policy;

10. Evaluate price elasticity of demand, propose sales
promotion programs, and monitor the proper execution of
product distribution: transportation, warehousing, storage,
and reception;

11. Apply the promotional tools and techniques adopted
within the enterprise/organization;

CP4. Valorization of creative potential in
addressing professional issues

12. Use creative techniques to identify solutions in the
field of marketing, including through communication and
teamwork skills, and by using specialized software;

CPS. Carrying out procurement activities

13. Identify tools/methods for implementing strategies,
policies, and procurement plans by using complex
information systems;

CP6. Conducting logistics operations

14. Identify tools/methods for monitoring and adjusting
storage and distribution strategies, policies, and plans by
using complex information systems;

CP7. Implementation of the communication
policy in marketing

15. Develop a communication strategy based on the
established objectives, including through the use of data
generated from various websites and platforms,
contributing to increased awareness and visibility of
companies and brands in the market;

16. Identify tools/methods for implementing and
coordinating communication campaigns in marketing by
consulting various reports and software;

CP8. Development of advertising content

17. Create advertising content and determine the criteria
for its validation;

18. Develop media plans based on rating - rankings
generated by specialized software in the field;

CP9. Monitoring performance indicators in
marketing and logistics

19. Determine and analyze performance indicators
through which marketing and logistics activities can be
evaluated;

20. Forecast performance indicators in the context of
strategic marketing planning;

CP10. Evaluation of performance in marketing
and logistics

21. Evaluate the results of activities in marketing and
logistics in order to contribute to improving efficiency and
increasing the competitiveness of the
enterprise/organization, including through digital tools for
generating primary data and reports.
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