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®opma 00yueHHs: OUHas

Ileab ocBOEHUS AUCHUILIUHBI:

ChopmupoBaTh KOMIETEHIIUIO:

ITK-3. CriocoOHOCTE OCYIIECTRIISTh CTPATETHYSCKOE YITPABICHUE PUCKAMU OpTaHH3aIHH
[IK-3.2. OcymecTBisieT KOHTPOJIb  PE3yJAbTaTUBHOCTH M COLUAIBHO-3KOHOMHYECKOU
3¢(GEeKTUBHOCTH CHCTEMbI yIpaBICHHs pUCKaMU Ha YpPOBHE KpPYIHBIX OpraHu3anui
PErMOHANBHOTO, HAIIMOHAIBHOTO M OTpaciaeBOro Macurada

Ilnan kypca:

Tema 1. Buaenune, Muccusi M crparermyeckue nejau KoMmnaHum. Posib cTparermyeckoro
MAapPKETHHIa B YIIPaBJIeHUH KOMIIAHU el

CTpaTCFI/IHI IOHATUA U TCPMUHBI. Poms CTpaTerun B YIPaBJICHUHU COLOMWATIBHO-3KOHOMHYCCKUMHA
cuctemamu. Ctparernueckoe r1ianupoBanue. Crparerus: «SII» mno I.  Munoepry.
CrpaTernveckuii MapKeTHHT Kak (QyHKIMs yrpaBiieHus. [Ipupoa 1 HCTOYHUKHA KOHKYPEHTHOTO
npeumymectBa. CtpaTerndeckuii BoIOOp. CTpaTernyecKuii MapKETHHTOBBIN MTPOIIECC: OCHOBHBIC
stanbl. Mepapxus crparerumii B opraHu3anud. MeTOJMYECKHE OCHOBBI (OPMHUPOBAHUS
CTpaTEruyecKux liesed opranu3anuu. Buasl neneit u ux npuoputetHoctb. SMART - npuniumm.
BsanMocBs3b cTpareruueckux reineii. Ctparernueckue 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. CTpareru4eckuii aHaJIu3 BHELIHell U BHYTPEHHel cpeabl.

HeJ’II/I, 3aiavy, HAIIpaBJICHUA U 3TAIlbl CTPATCTHUYCCKOI'0 aHaJIn3a BHEIIHEH U BHYTpeHHeﬁ Cpeabl
KOMIIaHHH.

CTpaTel"I/ILIeCKI/Iﬁ AHAJIN3 MAaKpOCPEAbl U OKPYKCHUA. cDEIKTOpI:I BHEIIHEHN Cpeabl: CONHUAJIIBHO-
neMorpaguueckuii, TEXHOJOTMYECKUM, HSKOHOMUYECKUH, DKOJIOTUYECKUH, TOIUTHUYECKUN,
HpaBOBOﬁ U DTHHUYCCKUC. I[I/IHaMI/IKa U HCOIPECACICHHOCTb (baKTOPOB, U HUX BIHWJAHUE Ha
ACATCIbHOCTD OopraHu3saiuu. I/IHCTPYMGHTLI aHaJin3a. KOHI_ICHI_II/II/I MapKCTHHIQa,
OpPUCHTHPOBAHHBIC Ha CO3JaHUC LCHHOCTH. L[CHO‘-IKI/I U CETHU HCHHOCTCﬁZ OCHHOCTH,
CO31aBac€MbIC KOMIIAaHHUEH U ee IMapTHEpaMHu. MO,Z[CJ'IL HopTepa: AHAJIN3 U3JCPKCK U ICHHOCTH.



Cunpable U cnabbie cTtopoHbl koMmmanuu. SNW-anamm3. Meroauka SWOT-anammza. GAP-
aHamms./

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. IlopTdenbublii aHaIN3 TUBepPCHPUIIMTPOBAHHON KOMIIAHUH.

Cytb u MeToa noptdensHOro ananusa. Beibop kputepues. TeopeTnueckue MoJ0KEHUS METOTUK
noptdenpHoro ananusa. Kiaccudukamuss wmojenei mnoptdenbHOro aHanusa. Mertoauka
npuMmeHeHust u ocodennoctu marpuiisl BKI', marpunel GE/McKinsey, marpuiist 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. Ctparerudeckuii Bb1oop. PazpadoTka MapkeTHHIOBOM CTpPaTernu.
Crparerndeckuii BbIOOp: HAOOp aJIbTEPHATHUB, KPUTEPUU OLIEHKU U BbIOOpa. MaTpunia AHcodda.
[TpuHIMIBI 1 METOIMYECKHE OCHOBBI (hopmupoBanus ctpareruu. CorjacoBaHue M B3aUMOCBS3b
CTpart eruit KOpIopaTuBHOT'O YPOBHA co CTpaTerusiMu YPOBHA onsHec- CANHUIL n
MapKETUHTOBBIMHU CTPATETUSIMH./

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. Peasm3zanust MApKeTUHIOBOI CTPATErHN.

OpraHI/ISaI_[I/I}I pcaiursanuun CTpaTeruu: OCHOBHBIC 3TaIllbl pCaln3alun MapKeTHHFOBOfI CTpaTeruu.
[IpoGmema paspeiBa MeXAy 3asBJICHHOW CTpaTerHWedl ©  pe3ynbTaTamu. HHCTpYMEHTHI
oOecrieyeHus CANHCTBA CTpaTeFquCKOfI n OHepaHHOHHOﬁ ACATCIbHOCTH. OI_[eHKa JOCTHUXXCHU S
CTPATCTUYCCKUX ueﬂeﬁ. IToka3aTenn Kak HHAUKATOPBI JOCTHXXCHHUA CTPATCTUUCCKUX ueneﬁ.
Onepemaloume 1 3alia3JbIBAarOmIue IMOKa3aTCJIn. KOHHCHHI/II/I C6aJ'IaHCI/Ip0BaHHBIX nokasarejie
(Balanced Score-Card) u rmoueBbix Tmokaszareneii  sddextuBHoctu. IIpeoOpasoBanue
OpraHI/ISaHHOHHOfI KYJBTYDBI. CTpaTeI‘I/I‘IeCKI/Iﬁ 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.

DopMbI TEKYILIEI0 KOHTPOJIA U MPOMEKYTOYHON ATTECTALUN:

B xonme peammzamuu aucuuiuineel b1.B.03 «CtpaTterndeckuif MapKeTHHI» HCIIOJIB3YIOTCS
CIHEYIONMEe METOJAbl TEKYIIero KOHTPOJsl ycmeBaeMocT oOywaromuxcs:/ During the
implementation of the discipline B1.B.03 «Strategic marketing» the following methods of
current monitoring of students ' progress are used:

- IIpHU IpOBCACHUU 3aHATUU JICKIHUMOHHOT'O THUIIA:



IpU YTEHUHU JIEKIUH HMCHOJB3YeTCs] 00BACHUTEIbHO-UUTIOCTPATUBHBI METOJl C 3JEMEHTaMH
MpPOOJIEeMHOTO W3JIOKEHUsT ydeOHOUW wuHpopMammu (MOHOJOTHYECKOW, IUATOTHYECKON WIH
IBPUCTUUYECKON);

- IIpU POBEACHUM PAKTUYECKUX 3aHATUM !

Jcce, JUCIYT, 1en0Bas (pojeBas) Urpa;

- IpY KOHTPOJIE PE3Y/IbTATOB CAMOCTOSITENIbHON pabOThl CTYICHTOB:

BOIIPOCHI JIJIsl CAMOIIOITOTOBKH./

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 MPOBOJAUTCS B YCTHOH (hopMe ¢ pa300opoM THUITOBBIX CHUTYaIHid./
The exam is held orally with the analysis of typical situations

OcHoBHas1 iuTEeparypa:

1. ®okc [xebdpn Kax crarp BommeOHWKOM mpojax: I[lpaBuma mnpuBiedeHUS U
yAepKaHUs KIUEHTOB [ DneKkTpoHHBIN pecypc]/ Doke [Jxedhdpu— DaekTpoH. TEKCTOBBIE
nanable.— MockBa: AnsnuHa busnec byke, 2019.— 170 c.— Pexum npocryna:
http://www.iprbookshop.ru/82889.html.— 3BC «IPRbooks»

2. Maiikn Cremnep KoHTeHT-MapkeTHHT [DIJIEKTPOHHBIH pecypc]: HOBBIE METOMIBI
MpUBJICYCHUST KIUEHTOB B anoxXy MHTepHera/ Maiikn Cren3Hep— DJIEKTPOH. TEKCTOBBIC
nanHele.— MockBa: ManH, MBanoB u ®depbep, 2013.— 282 c.— Pexum nocryna:
http://www.iprbookshop.ru/39246.html.— 3BC «IPRbooks»

3. Performance-mapkeTHHT: 3acTaBbTE MHTEPHET pabOTaTh Ha Bac [DIIEKTPOHHBIN pecypc]/
I'.B. 3arpeGenbHblii [1 1p.].— DIEKTPOH. TEKCTOBbIC AaHHBIC.— MOCKBa: AJbIHHA
[TabGmumrep, 2020.— 272 c.— Pexum JOCTyTa:
http://www.iprbookshop.ru/93031.html.— 3BC «IPRbooks»
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