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1. Ilepedyenb MIaHNpPyeMbIX Pe3yJbTATOB 00yUeHHS MO0 JUCIUIINHE, COOTHECEHHBIX C
MJIAHUPYEMBbIMH pPe3yJIbTaTaAMH 0CBOEHHS MPOrPaMMbl

1.1 Muciumuinaa b1.B.JIB.02.01 I'noGanbHhenii ctpaternueckuit mapkerunr (Global Strategic
Marketing) oOecrieunBaeT oBnaicHHe CICTYIOIMMI KOMIIETCHIIUSIMU C Y4ETOM dTara:

Kon HanmenoBanue Kon srana ocBoenus HanmenoBanue srana
KOMIETEHINH KOMIETEHINH KOMIETEHINH OCBOCHHSI KOMIIETECHIINH
YK OC-1 Cnoco6HocTh YK OC-1.2 CriocoOHOCTB K CHHTE3Y.

IPUMEHSTh
KPUTHYECKUM aHAIN3 U
CHCTEMHBIN MOJIXOA JJIsS
pereHus
npodeccuoHaTbHBIX
3aja4
IIK OC-12 Cnoco6HocTh I[IK OC-12.2 CnocobHOCTh pa3pabaThiBaTh
OLICHUBATh TUTaHBI pasBUTHS
KOHKYPEHTHYIO Cpeny U KOHKYPEHTOCIIOCOOHOCTH;
pa3pabarsIBaTh
MapKETHHIOBYIO
CTpaTEruio
PEANPUATHS
1.2. B pe3ynprare 0CBOCHHUS JUCUUIUIMHBI Y CTYACHTOB JOJKHBI OBITH CHOPMUPOBAHBI:
OTDO/TD Kon srana Pe3ynbpTarhl 00ydeHus
(npu HanUUUU OCBOCHUS
npodcrangapra)/ KOMIIETECHIH
npoeccuoHaIbHbIE
JEUCTBUSA
YK OC-1.2 OOyuaromuiicss yMeeT HCIOJIb30BaTh abCTpaKTHOE
MBIIIUICHUE TPU PELICHUU MPOoOsIeM, BOSHUKAIOIIUX
IpU  BBIOJHEHUH  HMCCIIEOBATENbCKUX  padoT,
HaBBIKAMU OTCTAaMBAHUS CBOEH TOUKH 3PEHHS.
TakTuueckoe I[IK OC-12.2 OOyuatomuiicss ymeer  pa3zpabaTbIBaTh CTPaTErHU
yIipaBJicHUE Pa3sBUTHS KOHKYPEHTOCTIOCOOHOCTH.
poreccaMu
OpTaHU3aALUH
[IPOM3BOJICTBA.

2. O6beM U MecTO TUCHUILTHHBI B cTpyKkType OIl BO
O0beM THCHMILINHBI

O0bem nucriuinnesl: 144/4 108/4
KonrakTHas padora: 28/21
Jlexuun 14/10,5

JlaGopaTopHbie paboThI
[Mpakrrueckue 3anstus 14/10,5
CamocrostenbHas padora 116/87




Mecto qucuuninnsl B ctpykrype OII BO

uHAeKC U HamMmeHoBanue aucuuruinHbl: b1.B.JIB.02.01 I'moGanbHBIN cTpaTerudecKuii

mapkerunr (Global Strategic Marketing)

Kypc(bl), cemecTp(bl) WK TpUMeCTP(bI) €€ OCBOCHHS B COOTBETCTBHUHU C YICOHBIM TIIAHOM: 2

Kypc 3 ceMecTp

AUCHUILIMHA PCATIU3YCTCS ITOCIC N3YUCHU .

b1.5.05 Mertoasl uccnenoBanuii B Mmerempxkmente (Analyzing International Digital Data)

b1.5.02 Cospemennsiit Menemxment (Global Public Management)

(bopma(bl) IPOMEKYTOUHON aTTECTAIIMK B COOTBETCTBHH C YUCOHBIM IUITAHOM: 3a4eT

3. Conepixanue ¥ CTPYKTYpa IHCHHUILIMHBI

Ounas popma ooyuenusn

Ne n/m HaumenoBanue tem O0beM auCIMILUIMHBI (MOIYJIs), Yac. ®opma
(pasneuioB), Bcero KonrakTHas padora Ccp TeKymero
00yAIOIINXCSE ¢ wourporst
ycneBaeMoCTH™ ™,
npenogaBarejieM TIPOMEIKYTOUHOi
10 BH/JIaM y4eOHbIX 3aHATHH arTecTanuu*
J/90, JIP/ 90, 13/ 90, KC
A0T* J0T* JOT* P
Tema 1 | Principles and 215 A3 16/12 I, K
concepts of global
marketing
Tema 2 | Forces and trends 215 215 20/15 I, K
affecting global
business
environment and
target market
selection
Tema 3 | Making a strategic 21,5 215 20/15 I, K
decision to go
global and choosing
target markets
Tema 4 | Market 2/15 2/15 20/15 I, K
Segmentation,
Targeting and
Positioning
Tema 5 | Global market entry 215 2115 20/15 I, K
strategies and
alliances
Tema 6 | Developing the 4/3 2/11,5 20/15 I, K
global marketing
mix: Brand,
Product, Pricing,
Communication
[IpomexxyTounas 3aver




aTTecranus
Bcero: 108/3 14/10, 14/10,5 116/ | 4/3
81/3 5 81
*Ipumeuanue —oucnym (/]), xetic (K)
Coaep:xkanne IUCHUNIMHBI
Ne HaumeHnoBaHue TeMbl Conep:xanne
Tema 1 Principles and concepts of . Value creation and stakeholders
global marketing . Single-country vs. Global marketing
decisions.
. Management orientation and
marketing moves
. Sources of competitive advantage of
nations and businesses
. Digital revolution: platform economy
and ecosystems
Tema 2 Forces and trends affecting . Economic, social, culture, political,
global business environment | legal, financial, technological
and target market selection . Product quality, development and
transportation costs
Tema 3 Making a strategic decision to | ¢ Strategy evolution and decision-
go global and choosing target | making frameworks for going global
markets . Scorecard for pre-selecting attractive
markets
. Estimating market potential and size
of addressable market
Tema 4 Market Segmentation, . Foreign Market ~ Segmentation,
Targeting and Positioning Selection, Targeting and Positioning
. Choosing value proposition
0 Price/value/brand mapping
0 Assessment of entry barriers
Tema 5 Global market entry strategies | ¢ Choosing the market expansion
and alliances strategy
. Deciding on market entry strategy
. Key success factors for building and
manaaina alliances




Ne HaunmeHnoBaHue TeMbl Conep:xanue
Tema 6 Developing the global . Global Branding Objectives and

marketing mix: Brand, Strategy

Product, Pricing, . Product development strategies for

Communication global markets
. Global Pricing Objectives and
Strategies
. Global Distribution Objectives and
Strategies
. Building global supply chains
. Global Marketing Communication
Objectives and Strategies

4. MarepuaJbl TeKyliero KOHTPOJIsl yCIIeBaeMOCTH 00y4aroIuxcs 1
(oHI OLIEHOYHBIX CPEACTB MPOMEKYTOUYHOM aTTeCTALMH N0 JUCHUIIIHHE

4.1. ®opMbl W MeTOABI TEKYWIEr0 KOHTPOJISI YCIIEBAEMOCTH, O0Oy4YalOIIMXCHA M
NPOMEKYTOYHOM aTTeCcTaluu.

411. B xoge peaau3anuM [IMCUMIUVIMHBI MCHOJb3YHTCS CJeIylOlIMe MeTOAbl
TeKYIero KOHTPOJIsl YCIIeBaeMOCTH 00y4aroMXCs

IIpu npoBeneHnH 3aHATUHN JIEKLIHOHHOTO THIIA. TUCITYT, KEHC
IIpU IIPOBECHUN 3aHATUN CEMUHAPCKOTO THIIA: JUCITYT, KEUC

4.1.2. Jx3ameH (3a4eT) MPOBOAUTCSI C MPUMEHEHHEM CJISTYIOIINX MeTOI0B (CPeICTB):
3adet B popMe TPYIIIOBOI MPE3CHTAIIUN

4. 2. MartepuaJibl TEKyLIer0 KOHTPOJISI yCIIeBAeMOCTH 00yYar0LIUXCS.

In class assignments (examples):

1. Assess external forces and company’s strengths. Develop criteria for choosing attractive
markets for a company planning international expansion.

2. Explain reasons for failure of a multinational company. What are the reasons for failure?
Suggest a corrective action.

3. Suggest strategic options for a company entering developing markets. What should be its
value proposition and elements of the marketing mix?

4.3. OueHoYHbIE CPeACTBA A5 MPOMEKYTOYHOI aTTecTaluu.

4.3.1. ®opmupyembie KOMIETEHIIUH

Kon HaunmenoBaunue Koz srama ocBoenus HanmenoBanue 3Tamna
KOMITIETEHIIU U KOMITIETEHIIU U KOMITIETEHIIU U OCBOEHUA KOMIIETECHIINU




YK OC-1 Cnoco6HocTh YK OC-1.2 CrocoOHOCTB K CUHTE3Y.
NPUMEHSATH
KPUTHYECKUM aHAINU3 U
CHCTEMHBIW MOJXOJ JUIst
pemieHus
npodeccHoHaTbHBIX
3amad

I1IK OC-12 Cnoco6HocTh I[IK OC-12.2 CnocobHOCTB pa3pabaThiBaTh
OLICHHUBATh TUTaHbBI pa3BHTHS
KOHKYPEHTHYIO Cpeay U KOHKYPEHTOCIIOCOOHOCTH;
pa3pabarbIBaTh
MapKETHHIOBYIO
CTpaTeruio
NPEATPUSATHS

4.3.2 TunoBble OLlEHOYHBIE CPEACTBA
Exam Team assignment:
1. Develop a market entry and marketing mix strategy for a company expanding into new
markets. Prepare a final ppt presentation.

IIxaJjia oneHUBaAHHA.

Ioka3are/ib OLleHUBAHUA Kpurepnii onennBanus

OOyuaronuiicss yMeeT UCIoJIb30BaTh 1. He ymeer

a0CTpaKkTHOE MBILIUICHUE [TPH PELICHUN 2. B memom  ycmemHo, HO  He
po6JeM, BOSHUKAIOUINX IPU BHITIOTHEHUT CUCTCMAaTUICCKHU OCYIICCTBIIACMBIC
HCCIIEIOBATENIbCKUX padoT, HaBBIKAMU YMCHHA

OTCTanBaHUs CBOECH TOUKU 3pEHUS. 3. B uenom ycreminsie, HO COZCPKAIIHe

OT/AEIbHBIE MPOOEITBI YMEHUS

4. B uenoM ycmeuHble, HO COJepXKallue
OTJeNIbHBIE MTPOOEIIbI YMEHUS

5. CdopmupoBaHHOE YMEHUE

OOyuaromuiicss ymeeT paspabartbiBath | 1. He ymeer

CTpaTeruu pasButug |2. B menmom  ycmemHo, HO  He

KOHKYPEHTOCIIOCOOHOCTH. CHCTEMAaTU4YeCKH  OCYILIECTBIsIEMbIE
YMEHUS

3. B menom ycmemssle, HO coaepKamue
OT/AEIbHBIE MPOOEITBI YMEHUS

4. B uenoM ycrneuiHble, HO COAepXKallue
OTJIeNIbHBIE TPOOEIIbI YMEHUS

5. CdopmupoBaHHOE YMEHUE

Bbanabl Onenka

(peHiTHETOBOM TpeOoBanus Kk 3HAHUAM




oreHku), %

100-81

51

«OTIIUYHO»

- OreHKa «OTIMYHO» BBICTABIISIETCS CTYACHTY, €CIIH OH
DIyOOKO ¥ TPOYHO YCBOWJI TPOTPaMMHBIA Marepua,
MCUEPIIBIBAIONIE, TOCIEA0BAaTEIbHO, YETKO M JIOTUYECKU
CTPOWHO €ro wu3jaraeT ero Ha 3K3aMeHE, yMEEeT TECHO
YBSI3BIBAaTh TEOPHUIO C MPAKTUKOW, CBOOOTHO CIIPABISIETCS C
3aJa4aMy, BONPOCAMU U JAPYTMMH BUAAMHU TPUMEHEHHUS
3HAaHUH, TMpUYEeM He 3arpydHsercs ¢ OTBETOM IpHU
BUJIOM3MEHEHUN 3aJJaHUM, HCIIONB3YeT B OTBETE Marepuall
MOHOTpa(pHUUECKON JTUTEPATYphl, MPABHUILHO 00OCHOBHIBACT
MPUHATOE PELICHHUE.

- VY4eOHble JOCTHXKEHHS B CEMECTPOBBIA MEpuoi U
pe3ynprataMi  pyOEeKHOTO  KOHTPOJIA — JE€MOHCTPUPYIOT
BBICOKYIO CTETIEHb OBJIA/ICHUS IPOTPAMMHBIM MaTepHATIOM.

80-61

4, «xopomo»

- OneHka «XOpoIIo» BBICTABISETCS CTYAECHTY, €CIIM OH
TBEPZO 3HAET MaTepuall, FPaMOTHO U IO CYIIECTBY M3JIaract
€ro, He JIOMYCKasi CyIleCTBEHHBIX HETOYHOCTEH B OTBETE HA
BOIIPOC, MPaBUIbHO IPUMEHSAET TEOPETUUECKUE TOJI0KEHHUS
IIpY PELIEHUU IPAKTUUYECKUX BOIPOCOB M 3a/ad, BIIAJEET
HEOOXOIMMBIMU HaBBIKAMH U MIPUEMAMU MX BBIITOJTHEHHUS.

- VY4deOHble AOCTHXKEHHS B CEMECTPOBBIA MEpUoI U
pe3ynprataMi  pyOeKHOTO  KOHTPOJIA — JE€MOHCTPUPYIOT
XOPOUIYIO CTETIEHb OBJIAICHUS IPOIPAMMHBIM MaTEpUAJIOM.

60-41

3,
«YIOBJIETBO-
PUTEIBHO»

- Onenka «yIOBJIECTBOPUTEIILHO BBICTAaBIICTCSA
CTYIEHTY, €CIM OH HMEET 3HaHHUA TOJIBKO OCHOBHOIO
Marepuaja, HO HE YCBOWJI €ro JACTalel, JAOIyCKaeT
HETOYHOCTH, HEJAOCTATOYHO MpPaBWIbHBIE (DPOPMYIUPOBKH,
HapyLIEHUs JIOTUYECKOH OCIIEI0BAaTEIbHOCTH B U3JI0KEHUH
IIPOTPaMMHOI0 MaTEpHalla, UCIHBITHIBACT 3aTPyJHEHUS IIpU
BBITTOJIHEHUH MTPAKTUYECKUX padoT.

- VY4eOHble AOCTHXKEHHS B CEMECTPOBBIA MEpUOI U
pe3ynprataMi  pyOEeKHOTO  KOHTPOJIA — JE€MOHCTPUPYIOT
JIOCTAaTOYHYIO (YIOBIICTBOPUTEIBHYIO) CTEICHb OBJIAJCHHS
IIPOrPpaMMHBIM MaT€PUAJIOM.

40-0

2,
«HEYIOBJIET-
BOPUTEIBHO»

- OneHka  «HEYIOBJIETBOPUTEIBHO»  BBICTABIISAETCS
CTYAEHTY, KOTOpPBIM HE 3HAET 3HAYUTEIBbHOW 4YacTH
MPOTPAMMHOIO  MarepHayia, JOMYCKaeT CYLIECTBEHHbIC
OMMOKH, HEYBEPEHHO, C OONBIIMMHU  3aTPYTHEHUSIMU
BBITIONTHSIET MpakTHueckue paboThl. Kak mpaBwiio, OlleHKa
«HEYIOBIIETBOPUTEIBHO» CTABUTCS CTYACHTaM, KOTOPBIE HE
MOTYT MPOJAOJDKUTH O0y4eHHE 0e3 TOTIOTHUTENbHBIX 3aHATHI
10 COOTBETCTBYIOLICH NUCLIUILIMHE.

- Y4eOHbIE JOCTUXKCHHS B CEMECTPOBBIA TEPUOI U
pe3ynbTaTaMu pyOeKHOTO KOHTPOJIS IEMOHCTPUPOBAIH HE
BBICOKYIO CTEIIEHb OBJIAJICHHUS MPOrPaMMHBIM MaTepHaIOM
110 MMHUMAaJIbHOM IIAHKE.

45-100

3auer

- Kypc mnonHocTthto ocBoeH. CTyneHT noOKa3bIBacT
XOpOLINK CTaHAAPTHBIM ypOBEHb 3HAHUW BCEX AaCIEKTOB,
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UCIOJIb3YeT TEPMUHOJIOTHIO M CJIOBOOOPA30BaHUE U XOPOLIO
IIPUMEHSIET TEOPUIO K PEILIEHUIO 3a1ay.

- CTyneHT HE NOArOTOBIEH M HE MOXKET I0Ka3arb
JOCTAaTOYHOIO 3HAHUs Marepuaia Kypca.

0-44 Hezauer

4.4. MeToanyecKkue MaTepuaJibl

Final grade will be determined on the basis of your performance in the following categories:

Class Attendance 20%
Frequency and Quality of Participation 30%
Exam Case 50%
TOTAL 100%
S. MeTtonuueckne yKazaHus J1Jisi 00y4aIOUIMXCS 110 0CBOSHHIO TUCIUTLTHHBI (MOITYJIsA)

Teaching approach will include assigned readings, lectures, discussions of homework and
cases and exam project. Students are expected to read assigned chapters and cases in advance
and be ready to discuss the homework problems at the period that they are assigned.

6. Y4eOHas MTEpaTypa M pecypchbl HH(POPMAIMOHHO-TEJIeKOMMYHHKAIIMOHHOM CeTH
"UHTepHeT'', BKJIKYasl MepeYyeHb Y4eOHO0-MeTOAMYeCKOro odecrnedeHus s
CaMOCTOSITEJIbHOI PadoThI 00y4aOLIMXCsl MO AUCHUTIIINHE (MOTYJIIO)

6.1. OcHOBHas JuTEpaTypa.

1. Warren J. Keegan and Mark C. Green, Global Marketing (9th Edition), Pearson, 2016

2. Global Marketing (9th Edition) by Warren J. Keegan and Mark C. Green, 2016

3. Global Brand Strategy: World-wise Marketing in the Age of Branding by Jan-Benedict
Steenkamp, 1st ed. 2017 Edition

6.2. JlonoJHUTENbHAS TUTEpaTypa
1. Jan-Benedict Steenkamp, Global Brand Strategy: World-wise Marketing in the Age of
Branding, Palgrave, 2017

6.3. YuebHo-MeToqruecKoe o0ecreueHue CaMOCTOSTEIbHON paboThI.
6.4. HopmaTuBHbIE IPaBOBBIC JJOKYMEHTHI.

6.5. aTepHeT-pecypchl.

6.6. MlHBIC HCTOYHUKH.

7.  MarepuaJibHO-TeXHHYeCKasi 0a3a, HH(POPMaLMOHHbIE TEXHOJIOTHH, IPOrPaAaMMHOE
ol0ecrieyenne 1 HHPOPMALMOHHBIE CIIPABOYHbIE CHCTEMbI

Jnist mpoBeieHNs JICKIIMOHHBIX U MPAKTUYECKUX 3aHATHI HE0OX0AUMO CIEAyIoIee
00Opy0BaHUE: T0CKA, MapKePbl, KOMIIBIOTEP U MIPOEKTOP.



