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ueﬂb OCBOCHUSA NUCHMUIIJINHBI:

Kon Haumenosanue Kon sTama ocBoeHUA HaunmenoBanue >Tamna
KOMIETECHINHU KOMIIETCHITUHU KOMIIETCHITUHU OCBOEHUSI KOMITETCHITUU
YK-1 Cnocoben YK-1.2 OcymiecTBisieT
OCYILIECTBIIATh CTpaTeruyeckoe
KPUTUYECKUH aHaJIN3 MIJIAHUPOBAHME.
MPOOJIEMHBIX CHTYAIIHiA
Ha OCHOBE CHCTEMHOT'O
MOIX0/1a,
BbIpaOaThIBaTh
CTpaTEruio NEUCTBUI

IIK -6 CnocoGHOCTB IIK -6.2 CnocoO6HOCTh pa3padaThiBaTh
OIICHUBATh MJIaHBl PA3BUTHUS
KOHKYPEHTHYIO Cpeny U KOHKYPEHTOCIIOCOOHOCTH;
pa3pabarbiBaTh
MapKETUHTOBYIO
CTpaTeruto
NpEATPUATHS

ILn1an kypca:
Ne HanmenoBanne Tembl Copnep:xanue
Tema 1 Principles and concepts of | Value creation and stakeholders

global marketing
[TpUHUMIIBI ¥ KOHLETIHT

I7100aTbHOTO MapKETHHTA

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

Co3naHue [EHHOCTH W 3aHHTEPECOBAHHBIE CTOPOHBI
WupuBuayanbHbIC U TI00aIbHBIC MAPKETUHTOBBIC PEIICHUS.
OpueHTalus Ha MCHEIKMEHT ¥ MAPKETUHTOBBIC XOJIbI

HcTOouHUKY KOHKYPEHTHOTO MPEHMYIIIECTBA HAIU U Ou3Heca
Hudposas pepomonus: miarGopMeHHAs IKOHOMHKA U IKOCHCTEMBI




Ne HanmenoBanne Tembl Copnep:xanue
Tewma 2 Forces and trends affecting | Economic, social, culture, political, legal, financial,
global business technological
environment and target Product quality, development and transportation costs
market selection Co3aHne IEHHOCTH U 3aMHTEPECOBAHHBIC CTOPOHEI
Cuiel 1 TEHACHIH, WHnuBugyansHbIe U I100aIbHBIE MAPKETHHTOBBIE PEIICHHS.
BJIUAIOIINE Ha FﬂO6aHLHyI() OpI/IeHTaHI/IH Ha MCHCKMCHT Y MAPKCTUHI'OBBIC XOIbI
Gu3HEC-Cpey 1 BHIGOD HcTouHMKY KOHKYPEHTHOTO IIPEUMYIIIeCcTBa Hanuii n Ou3Heca
ITudposas peBomronys: miaThopMeHHasT SJKOHOMUKA U 9KOCHUCTEMBI
LIEJIEBOTO PHIHKA
Tema 3 Making a strategic Strategy evolution and decision-making frameworks for going
decision to go global and global
lc_[hoosmg target markets Scorecard for pre-selecting attractive markets
UHATHE CTPATETNIECKOTO Lo . .
p p Estimating market potential and size of addressable market
peLIeHHs 10 BBIXOMY Ha .
- DBOJIOLNS CTPATErMU M OCHOBBI IPUHSTHUS PELICHUH 1S BBIXOJA
MHPOBOH PBIHOK M BEIOOD .
Ha 100aJIbHBII ypOBEHb
LIENIEBBIX PBIHKOB N
Cuctema nokasaresieit u1s mpeBapuTeIbHOTO BEIOOpa
MIPUBJICKATEIILHBIX PBIHKOB
Or1eHKa pHIHOYHOTO MOTEHIMAIA U pa3Mepa JOCTYITHOTO PhIHKA
Tema 4 Market Segmentation, Foreign Market Segmentation, Selection, Targeting and
Targeting and Positioning | Positioning
Cermentanus poinka, Choosing value proposition
TapreTiHr 1 Price/value/brand mapping
HOSHLHOHMPOBAHNE Assessment of entry barriers
Cermenranus, BbIOOp, TAPTETHHT U MO3UIHOHIPOBAHNE BHEITHETO
pBIHKA
BbI160p [IEHHOCTHOTO MPETOKEHUS
CormocTaBiieHHe IIeHbI / CTOUMOCTH / OpeHia
OrneHka BXOIHBIX 0apbepoB
Tema 5 Global market entry Choosing the market expansion strategy

strategies and alliances
Crtpareruu BeIXOAa Ha

I100abHBIN PHIHOK H
aJIbSTHCHI

Deciding on market entry strategy

Key success factors for building and managing alliances

Be160p cTpareruu pacmmpeHus pblHKa

Be160p cTpareruu BeIxoJa Ha PHIHOK

KiroueBbie hakTopsl ycrexa 11st CO3AaHus alIbsTHCOB M YIIPABICHHS
UMH




Ne HanmenoBanne Tembl Copnep:xanue

Tema 6 Developing the global Global Branding Objectives and Strategy
marketing mix: Brand, Product development strategies for global markets
Product, Pricing, Global Pricing Objectives and Strategies
Communication

Global Distribution Objectives and Strategies

Building global supply chains

Global Marketing Communication Objectives and Strategies
enm u cTparerust rmobOaabHOTO OpEeHAMHTA

Pa3paborka rio6anbpHOTO
KOMILJIEKCA MAPKETHHTA!
OpeHI, MPOAYKT, LICHBHI,

KOMMYHUKAIHH
Crpareruu pa3BUTH IPOAYKTOB IS TTI00ATBHBIX PHIHKOB

I'nmobannHbIe LS U CTPpATCrun HeHOO6pa3OBaHI/I$I

]_[eJ'II/I " CTpareruu NI100aIBHOTO pacnpoCTpaHCHUA
HOCTpOCHI/Ie [1100aIbHBIX LCIIOYECK ITIOCTAaBOK

]_[eJ'II/I " CTpareruu no0anbHOM MapKeTHHFOBOﬁ KOMMYHUKalUU

@DopMbI TEKYIIEr0 KOHTPOJISA U POMEKYTOUHOM aTTeCTANMM:

B xone peammzarnuu guctumimael «b1.B.J[B.02.01 'moGanbHbIN cTpaTernyecKuit
mapkeTHHr (Global Strategic Marketing)» ncnonabp30BaIiCh CIEAYIOUINE MaTepHalbl TEKYIIETO
KOHTPOJISI: TUCIYT, Keic

[TpomexyTouHast aTTecTanus MPOBOAUTCS B popMe 3adeTa (rpynmnoBasi mpe3eHTanus)
OcHoBHas JuTeparypa:
1. Brock, S. At the Intersection of Education, Marketing, and Transformation / S. Brock. —
Brighton: 2017. — 159 c¢. — ISBN 978-1-61811-312-2. — TekcT: anekTpoHHbIit // Jlanb:

ANEKTPOHHO-OMOIoTeyHas cucrema. — URL: https://e.lanbook.com/book/104166
2. Global Marketing (9th Edition) by Warren J. Keegan and Mark C. Green, 2016



		2022-03-16T17:34:55+0300
	Москва
	ФЕДЕРАЛЬНОЕ ГОСУДАРСТВЕННОЕ БЮДЖЕТНОЕ ОБРАЗОВАТЕЛЬНОЕ УЧРЕЖДЕНИЕ ВЫСШЕГО ОБРАЗОВАНИЯ "РОССИЙСКАЯ АКАДЕМИЯ НАРОДНОГО ХОЗЯЙСТВА И ГОСУДАРСТВЕННОЙ СЛУЖБЫ ПРИ ПРЕЗИДЕНТЕ РОССИЙСКОЙ ФЕДЕРАЦИИ"
	Подпись документа




