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SYLLABUS ANNOTATION 
 

Strategic marketing 
 

Author: Daniil Vladimirovich Muravskii, PhD 
 

Name and code of education profile:  
38.03.02 Management, International management 
Graduates’ qualification: Bachelor 
Education form: offline 
 
Goal of the course: 
The formation of deep theoretical knowledge and practical skills in developing a marketing strategy as 
part of the business strategy of a modern commercial enterprise. 
 
Outcomes of course completion: 
Knowledge level:  

˗ Distinguishing between goals, types, and criteria for choosing marketing strategies, as well as 
methods for evaluating their effectiveness; 

˗ knowledge of the principles of marketing management in the organization, as well as methods of 
analysis and decision making; 

˗ defining criteria for assessing the competitiveness of goods and organizations. 
Skills level:  

˗ Choosing marketing strategies that ensure the effective functioning of the organization;  
˗ independently making decisions and evaluate their optimality;  
˗ determining the competitiveness of goods and organizations;  
˗ analyzing markets and designing marketing strategies that can increase the competitiveness of the 

company and its attractiveness to consumers;  
˗ analyzing markets and marketing practices from the perspective of socially-oriented and ethical 

marketing. 
Abilities level:  

˗ Possession of the conceptual apparatus of marketing and marketing strategic planning; 
˗ possession of strategic, tactical and operational decision-making methods in the process of 

preparing and implementing a marketing strategy; 
˗ skills in presenting the analysis results in written and verbal form, including using graphic 

material. 
Course content: 

Topic 1. Market orientation. Market definition. Market potential. Market Development Index. Product 
life cycle, market demand and profit. Consumer analysis and value creation. The concept of strategy. 
Company's mission. Market segmentation and customer relationship marketing. Customer Orientation 
Strategy. Competitive analysis and sources of advantages. 
Topic 2. Marketing effectiveness. Marketing effectiveness. Customer focus and profitability. Customer 
satisfaction as a key performance indicator. The effect of retaining customers on profits. Profit for the period 
of cooperation with the client. Customer loyalty. The impact of marketing strategies on profit. 
Topic 3. Marketing mix strategies. Product positioning in the market and assortment strategy. The multi-
attribute product theory of Jean-Jacques Lambin. Portfolio analysis. Anzoff model. Product diversification 
strategies. Strategies for introducing a new product to the market. Market pricing and pricing strategies. 
Marketing channels. 
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Topic 4. Brand strategies and communication strategies. Brand value. Brand strategies. Brand 
expansion strategies. Repositioning: restyling, rebranding, renaming. Joint branding. Digital marketing 
communication. Social media marketing communication. Stimulating the actions of potential buyers. 
Communications of push and pull types. 
Workload: 3 ECTS, 36 academic hours. 
Forms of control: 
Current control - the solution of cases and exercises in practical exercises, tests. 
The exam is carried out in two stages: verification of theoretical knowledge via final test and defense of a 
group project. 
 
Main literature:  

1. Best, Roger J. "Market-based management: Strategies for growing customer value and 
profitability." (2009). 

2. Dann, Stephen, and Susan J. Dann. Competitive marketing strategy. Pearson Education Australia, 
2007. 

 
 


