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AHHOTAIIMS PABOYEHN ITPOTI' PAMMbBI JUCIUTLIIMHBI

b1.B.03 Crparernyeckmnii MapkeTuHr (Strategic marketing)

Astop: Crapumii npenojasarenb, K.3.H. SInOynarosa O.1O.
Kon n HanmeHOBaHHe HANIPABJIEHUS MOATOTOBKH, MPoduJis:

38.04.02 MenemxMeHT, " YipaBiaeHUE MEXIYHAPOAHBIMU MTPOEKTaMu. MexTyHapoIHast
aHIIOsA3bIUHAs Marucrparypa "

KBanudukanus (creneHs) BbINYCKHUKA:
Maructp

®opMa 00yueHHsI: OUHAs

Ilenb ocBOeHUS AMCUMIIIMHBI:
CdhopmupoBarh KOMIIETEHIIMIO - (OPMUPOBAHHE CTPATETUIECKOTO MBIIIICHHUS U PAKTUIECKUX
HAaBBIKOB B PEIICHUH CTPATETMYECKUX MAPKETUHIOBBIX 3a]1a4

Ilan kypca:

Tema 1. Bugenue, Muccusi M CTpaTernyeckue HeJm kKommnaHum. Poab crparermueckoro
MAPKETHHIA B YIIPABJICHUHN KOMIIaHUel

Crpaterust: MOHIATHS U TEPMHUHBI. PONb cTpaTeruu B ympaBJIEHUH COLMATBEHO-3KOHOMHUYECKUMHU
cucremamu. Crpaterndyeckoe minaHupoBanue. Crparerus: «S[I» mo I. MunHnbepry.
Crparernueckuii MapKeTUHT Kak (QYHKIHUS yrpaBieHus. [Ipupoja u HCTOUHUKHA KOHKYPEHTHOTO
npeumytiectBa. CtpaTerndeckuii Be10Op. CTpaTernuecKuii MapKETUHTOBBII MPOIECC: OCHOBHBIE
stanbl. Mepapxus crparermii B opraHuzanuu. MeTonudyeckue OCHOBBI (OPMUPOBAHUS
CTpaTernyecKux 1eneu opranunzanuu. Buasl neneit u ux npuopuretHocts. SMART - npunnmmn.
B3aumocBs3b cTparernyeckux meneid. CTparerndeckue KapThl./

Topic 1. Vision, mission and strategic goals of the company. The role of strategic marketing
in company management

Strategy: concepts and terms. The role of strategy in the management of socio-economic
systems. Strategic planning. Strategy: "5P" according to H. Mintzberg. Strategic marketing as a
management function. Nature and sources of competitive advantage. Strategic choice. Strategic
marketing process: the main stages. Hierarchy of strategies in the organization. Methodical bases
of formation of strategic goals of the organization. Types of goals and their priority. SMART -
principle. Relationship of strategic goals. Strategic map.

Tema 2. CtpaTeru4eckuii aHaJIM3 BHEIIHEH M BHYTPEHHEH Cpeabl.

HCJ'II/I, 3aJla4i, HAITPaBJICHHA W OTallbl CTPATCTHYCCKOI'O aHAJIN3a BHEIIHEH U BHYTpeHHeﬁ CpCabl
KOMIIaHHWH.

CrpaTernueckuii aHajau3 Makpocpeabl U OKpyx eHHs. PakTopbl BHEUIHEW CpEbl: COLUAIBHO-
neMorpauuecKkuii, TEXHOJOTUYECKHH, HKOHOMUYECKHH, JKOJOTUYECKUH, TMOJIUTUYECKUH,
MpaBOBOM W OSTHUYECKHE. JIMHaMHKa M HEONPENeJIeHHOCTh (AKTOPOB, M HMX BIHSHUE Ha
JIeSITeIbHOCTD OpraHU3aIHH. NucTpymeHTHI aHaJIn3a. Konmenmun  MapkeTuHra,
OpPUEHTHUPOBAaHHBIE HA CO3/laHHE IIEHHOCTH. L[ermoykm u CeTM LEeHHOCTEW: IEHHOCTH,
co37aBacMble KOMITaHMEW U ee maptHepamu. Mogens [loprepa: aHanu3 u3gepKeKk U HEHHOCTH.



CunbHple U cnaOble cTOpoHbl KommaHuu. SNW-anamu3. Meromuka SWOT-ananuza. GAP-
aHanus./

Topic 2. Strategic analysis of external and internal environment.

Goals, objectives, directions and stages of strategic analysis of the external and internal
environment of the company.

Strategic analysis of macro environment and environment. Environmental factors: socio-
demographic, technological, economic, environmental, political, legal and ethnic. Dynamics and
uncertainty of factors, and their impact on the organization. Analysis tool. Value - oriented
marketing concepts. Value chains and networks: values created by the company and its partners.
Porter's model: cost and value analysis. Strengths and weaknesses of the company. SNW-
analysis. The method of SWOT-analysis. GAP analysis.

Tema 3. IlopTdenbHblii aHAIN3 TUBEPCU(PUIUPOBAHHON KOMIIAHUM.

Cytb u Meton noptdenbHoro anaiausa. Beioop kputepuen. TeopeTndecKue MOJIOKEHNUsT METOINK
noprdenpHoro ananm3a. Kiaccudukamus wmozeneit moprdenbHOro aHamuza. MeTtoauka
npumeHenus u ocooennoctu Marpuisl bKI, marpuiet GE/McKinsey, matputist ADL/LC./

Topic 3. Portfolio analysis of a diversified company.

The essence and method of portfolio analysis. Selection of criteria. Theoretical positions of
portfolio analysis techniques. Classification of portfolio analysis models. Methods of application
and features of BCG matrix, GE/McKinsey matrix, ADL/LC matrix.

Tema 4. Crparerudeckuii Boioop. PazpadoTka MapKeTHHI0BOI CTpaTerum.

Crparernueckuii BbIOOp: HaOOp anbTepHATUB, KPUTEPHU OLICHKH U BbIOOpa. Matpunia Aucodda.
[TpuHUMIIBI 1 MeTOAMYECKHE OCHOBHI (popmupoBaHus cTpareruu. CorinacoBaHHe U B3aUMOCBS3b
CTpaTeruii  KOPIOPAaTUBHOTO  YpPOBHS CO  CTPAaTeTHUsIMM  YPOBHS  OHM3HEC-€AMHHUI] U
MapKETUHTOBBIMU CTpaTerusiMu./

Topic 4. Strategic choice. Development of marketing strategy.

Strategic choice: a set of alternatives, evaluation and selection criteria. Ansoff Matrix. Principles
and methodical bases of strategy formation. Coordination and interrelation of corporate level
strategies with business unit level strategies and marketing strategies.

Tema 5. Peasmm3zanua MapKeTHHIOBOM CTpaTeruu.

OpraHuzanus peajqn3aiuy CTPATerHi: OCHOBHBIC 3TAIlbl Peai3allii MApKETHHTOBOM CTPATETUH.
[IpoGnema paspbiBa MeEXIy 3asBICHHON cTpaTerued U pesyinpTaraMud. HHCTpyMeHTHI
00ECIIeYeHUsI CIMHCTBA CTPATETHUECKONW M ONEPAMOHHON JeaTeIbHOCTH. OIeHKa JOCTHKEHHS
CTPATCIrHNYCCKUX uenef/'l. ITokazarenn kak HHIAWKATOPBI AOCTHXKCHUA CTPATCTHYCCKUX IICJ'ICfI.
Omnepexaroniye M 3anas/plBarolime nokaszarend. KoHnenmun cOalaHCUPOBaHHBIX TOKa3aTelei
(Balanced Score-Card) wu wmoueBsix mokazareneit dpdexruBHocTH. [IpeobpazoBanue
OpraHU3aIMOHHON KyIbTypbl. CTpaTerndecKuii KOHTPOJIb.

Topic 5. Implementation of marketing strategy.

Organization of strategy implementation: the main stages of marketing strategy implementation.
The problem of the gap between the stated strategy and the results. Tools to ensure the unity of
strategic and operational activities. Assessment of achievement of strategic goals. Indicators as
indicators of achievement of strategic goals. Leading and lagging indicators. The concept of
balanced scorecard (Balanced Score-Card) and key performance indicators. Transformation of
organizational culture. Strategic control.



@opMBbI TEKYLIEr0 KOHTPOJISA M MPOMEKYTOYHOM aTTeCTallUu:
B xome peamuzauumm pucuuruiabl b1.B.03  «Crparermueckuil MapKeTHHI» HCIIONIb3YIOTCS
CJIEIYIOIINE METO/Ibl TEKYIIIETO KOHTPOJIS YCIIEBAEMOCTH 00Y4arOLINXCsI:/

During the implementation of the discipline b1.B.03 «Strategic marketing» the following
methods of current monitoring of students ' progress are used:

- IIpY POBEICHUY 3aHATUH JIEKIIMOHHOTO THUIIA:

IPU YTEHUU JIEKIUH HCMONb3yeTcss OOBSICHUTENbHO-UUTIOCTPATUBHBI METOJ] C 3JIEMEHTaAMHU
poOJEeMHOT0 H3MIOXKEHUST Yy4eOHOM HMHpOpManuu (MOHOJIOTHYECKOH, IHUAJOTHYECKOM WU
ABPUCTUYECKOM);

- IIpY POBEICHUH NPAKTUYECKUX 3aHATHI:

Jcce, AUCIYT, AeaoBas (poseBas) Urpa;

- IIPU KOHTPOJIE PE3yIbTATOB CAMOCTOSTEIHHON pabOThI CTYIEHTOB:

BOMPOCHI JIJIsl CAMOIIOJITOTOBKH./

during the classes lecture-type:
when lecturing is used the explanatory-illustrative method, with the elements of a problem
statement of educational information (monologic, Dialogic or heuristic);

- in the conduct of practical classes:
essay, dispute, business (role) game, tests;

- when monitoring the results of independent work of students:
self-study questions

DK3aMeH MPOBOAUTCS B YCTHOM (opme ¢ pa300poM THIOBBIX CUTYyaIui./
The exam is held orally with the analysis of typical situations
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