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Introduction

Exam process: Oral
Format: Offline

The final exam will be held orally. The undergraduate takes the exam offline by
answering the questions of the exam ticket. The undergraduate can take 10-15 minutes
for preparing. The duration of the exam is exactly 2 hours. Each ticket contains three
questions that need to be fully answered.

Undergraduate’s guide

1. At the scheduled time the undergraduate comes to the university.

2. The undergraduate should bring an ID card.

3. Tickets prepared for each undergraduate and contain different unrepeated
questions.

4. The exam Begins at the scheduled time after signing by the undergraduate the
attendance list.

5. It is not allowed to use smartphones and other devices. Using these prohibited
tools may be a reason for stopping the exam.

Clicking on the link below are possible to read in detail the rules of passing the
exam - https://www.kaznu.kz/ru/22185/page/

Content of topics included in the final exam:
The essence of territorial marketing and its concepts.
Territorial marketing environment.
Country, region, and city marketing.
Strategies for territory marketing.
Image of the territory: essence, forming, measuring.
Market segmentation and territory positioning.
Digital territories and digital inhabitants.
Territorial analysis: approaches of concepts.
Territorial analysis: modern application.
10 Use of integrated marketing communication tools to promote the territory.
11. Territory Branding: The Essence and Principles of Geobranding: Basics of
internet marketing.
12. Modern factors of formation of competitive advantages of territories.
13. Clusters as a tool for the economic and social development of the territory.
14. Intellectual capital in territorial marketing.
15. The infrastructural complex of territories.
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A detailed description of topics

1. The essence of territorial marketing and its concepts: Introduction to
territorial marketing. Key methods of marketing. Basic tools for evaluation of
territory marketing.

2. Territorial marketing environment: External and internal environments of the
territory. Macro-environment factors analysis. Microenvironment factors assessment.

3. Country, region, and city marketing: Levels of country marketing.
Methodological approaches for the evaluation of territory. Application of the strategic
approaches for the development of country marketing.

4. Strategies for territory marketing: Strategic aspects of territory marketing.
Four approaches of the strategies. The assessment of the attractiveness of the strategy.

5. Image of the territory: essence, forming, measuring: Basics of territory
marketing. Methods of image marketing for the territory development.

6. Market segmentation and territory positioning: Approaches of the
segmentation. Positioning map. Application of the development map.

7. Digital territories and digital inhabitants: Advertising. PR. Personal selling.
Direct marketing

8. Territorial analysis: Promotional marketing tools. Techniques of promotion.
Sales promotion ways.

9. Territorial analysis: Promotional marketing tools. Techniques of promotion.
Sales promotion ways.

10. Use of integrated marketing communication tools to promote the territory:
Brand and branding. Keys for building a brand. Main brand attributes.

11. Territory Branding: The Essence and Principles of Geobranding: Basics of
internet marketing. SMM. SEO.

12. Modern factors of formation of competitive advantages of territories: Engine
optimization. Content marketing. Social media marketing.

13. Clusters as a tool for economic and social development of the territory:
concept, objectives, targets, and technology. Types of merchandising. Techniques of
merchandising.

14. Intellectual capital in territorial marketing: Principles of relationship
marketing. Techniques of RM. Focus point. Rule of pegs.

15. The infrastructural complex of territories: status and development trends:
Identification of strategy features when entering the foreign market. Strategic aspects
of international marketing. Methods and steps of global marketing.

Criteria for assessing undergraduate’s compliance / non-compliance

For each question in the ticket, from 30 to 40 points are awarded (1 and 2
questions with 30 points each, as well as 40 points for 3 questions). A score of 100
points (excellent) is given if the undergraduate is fluent in the material of the
examination test, supports the answer with knowledge of sources on the topic of the
question, sets out in writing alternative scientific versions and hypotheses on the main



problems of the ticket topic, indicates places where you can reasonably object to the
knowledge reproduced in the mandatory literature; clearly presents the weak points
of the answer; easily navigates within the field of knowledge and science in General;
applies the knowledge gained in the study of other subjects of the curriculum.
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