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CTpaTernqecxoe YHPABJICHHUEC CTOUMOCTBI0 MAPKCTUHI'OBbLIX
AKTHBOB NIPCANPUATUSA

Ilepsas uwacmo

MAPKETHHI'OBBIE AKTUBbBI B CUCTEME CTPATEI'HYECKOI'O
MEHE/KMEHTA NPEAIIPUATUEM

TIOCTUH]Iy CTPHAJIbHBIC TIPEATPUSTHS;

TEHJICHIIH TOCTUH/TY CTPHAIILHOTO Pa3BUTHUS PHIHKOB;

MHUKPOIKOHOMHKA: OT YKOHOMHUKH «BBITAIKUBAHUS K YKOHOMUKE «IIPUTSIKECHUS,
AKTUBBI M OTHOIICHHUS YYACTHUKOB COBPEMEHHOTO TPEATIPHSITHS.

v/ CTpaTerM4ecKuii MapKETHHI MEHEKMEHT;

v’ aKkTyaJbHBIE TPOOIIEMBI COBPEMEHHOTO CTPATETHYECKOTO MEHEPKMEHTA:

- pazpabotka u Gpopmanuzanusi OU3HEC CTPATETHH;

- c0aJaHCUPOBAHHOCTH JOJITOCPOYHBIX U KPATKOCPOYHBIX IIETICH;

YV VYV

- OCOOCHHOCTH JIC3MHTETPAINN YIIPABICHUS MPOU3BOICTBOM, PUHAHCAMH U
COBITOM;
v/ IpeoIoJeHNe KPU3UCa MOJIEIH MAaCCOBOIO MAPKETHHTa,;

v/ CTparernyecKuii MapKeTHHT MCHEKMEHT - MAPKETHHT MEHEKMCHT, OPMEHTHPOBAHHBIN Ha
[IEHHOCTH;

v/ aKTyaJbHbIE MPOOIEMBI OLIEHKHU YIIPABICHHS MAPKETHHIOM, OPHEHTHPOBAHHBIM Ha
CTOUMOCTBH OM3Heca.

» MapKETHHTOBBIC UHBECTUIIUH B AKTUBBI MHHOBAITMOHHOTO TIPETPUSITHS,

» BIIMSHUE CTPATETHH HA MAPKCTHHTOBBIC MHBECTHUIINH IIPESATIPUSITHS;

» DKOHOMHUECKAs MPUPO/Ia HEMATEPUATBHBIX AKTHBOB HHHOBAI[HOHHOTO TIPEATIPHUSITHS;
» kinaccu(uKanus ¥ uepapxusi MApKETHHTOBBIX AKTUBOB B SKOHOMUKE TIPEATIPHSTHSI.

Bmopasa uacmyo

METO/IbI YIIPABJIEHUS PBIHOYHON CTOUMOCTBIO MAPKETHHIOBBIX
AKTHUBOB ITPEAITPUATHUSA

OLIEHKA M YIPaBJICHHUE CTOMMOCTBIO TOTPEOUTEINEH;
MOTPeOUTEN KaK IEHHEHIIINI pecypc MOCTUHY CTPUAIIBHBIX MPEITPUATHI;
CTPAaTCruAa v NOJUTHUKA JIOAJIbEHOCTHU HOTpG6HT€J'I€fI B paMKax MapKCTHHTa OTHOHIeHHﬁ;

aHaJM3 U OI[CHKAa MAPKETHHTOBOTO aKTHBA JOSUIbHOCTH IPH YIPABICHHN CTOMMOCTBIO
noTpeouTes.

YV VYV

v/ OLICHKAa CTOMMOCTH OpEH/Ia;
v\ ympasieHue GpeHIoM;
v/ yd4eT, OlleHKa CTOUMOCTH ¥ 3()(PEKTUBHOCTU OPEH] KaITUTAaJIa.



OLICHKA APYTHX MAapKETUHIOBBIX AKTUBOB IPEATIPUATHS;
MapTHEPCTBA, KAK MAPKETUHTOBBIM HEMaTepHaIbHBIN aKTUB MPEIIPUATHS;
yTpaBJICHUE CTPATEIMYECKIMH MAapKETHHTOBBIMU TTAPTHEPCTBAMH TI0 TOBAPOBIKEHUIO
U TIOCJICTIPOIAXKHOMY O0CITy>KMBAaHUIO TIOTPEOUTENCH;
» ydeT, aHaJIu3 ¥ OIIEHKA CTONMOCTH MapTHEPCTB;
»  MapKeTHHTOBBIE HCCIIEIOBATEIbCKIAE aKTHBHI;
»  cTpaTermyeckas pojib MapKETHHI MEHE/HDKMEHTA B MHBECTUIIMOHHON NPUBIIEKATEILHOCTH
MIPEIIPUSITHSL.
v’ OlleHKa MAPKETHHTOBOTO OM3HEC MHTEIIEKTA TIPEATIPHUSITHS;
v/ MapKETHHTOBBIH ayIHT;

v MOJEIU OIIEHKH MapKETUHIOBBIX PE3YIbTaTOB M MAPKETHHIOBOI'O BKJIAZa B CTOMMOCTh
OousHeca.
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STRATEGIC VALUE MANAGEMENT OF THE COMPANY
MARKETING ASSETS

The first part

MARKETING ASSETS IN THE SYSTEM OF THE COMPANY
STRATEGIC MANAGEMENT

post-industrial enterprises;

trends of post-industrial markets development;

microeconomics: from "push" to "pull" economy;

assets and relationships between participants of modern enterprise.
v’ strategic marketing management;

v' current problems of modern strategic management:

- development and formalization of business strategy;

- balance of long term and short term goals;

- special features of the disintegration of production management as well as
finance and sales management;

v’ overcoming the crisis of the mass marketing model;
v’ strategic marketing management - the value-oriented marketing management;
v’ current assessment problems of business value-oriented marketing management.
» marketing investment in the assets of innovative enterprises;
» the impact of strategy on company marketing investment;
» the economic nature of intangible assets of innovative enterprises;
> the classification and hierarchy of marketing assets in the company economy.
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The second part

MARKET VALUE MANAGEMENT METHODS OF THE COMPANY
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MARKETING ASSETS

assessment and value management of consumers;
consumers as the most valuable resource of post-industrial enterprises;
customer loyalty policy and strategy in the framework of relationship marketing;

the analysis and assessment of loyalty as a marketing asset under value management of
consumers.

v"  the brand value assessment;
v’ brand management;
v accounting, value and efficiency assessment of brand capital.
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evaluation of other marketing assets;

partnerships as the marketing intangible asset of the company;

the management of strategic marketing partnerships of distribution and after-sales
customer service;

accounting, analysis and valuation of partnerships;

marketing research assets;

the strategic role of marketing management in the company investment attractiveness.

v’ the assessment of the marketing business intelligence of the company;
v" marketing audit;
v’ the evaluation models of the marketing results and marketing contribution to business value.



