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1. IlosicHuTEILHAA 32T CKA
1.1. Heapb u 3272494 AMCHUTIMHBI

Heas aucnuniauebl - OCHOBHOW 1ENbIO Kypca sBIsieTcs (POPMUPOBAHHE Yy CTYIEHTOB 3HAHUU B
o0JacTd MAapKETUHIOBBIX HCCIEAOBAHUN MOTpeOuTeNiel, BbIPa0OTKAa MPAKTUUYECKUX HAaBBIKOB
CHCTEMHOT'O YIpPAaBJICHHUS NpOIeccaMH MPOABIDKEHHUs OpeHJa B paMKax pbIHKA MPOAYKTOBOM
KAaTeropud, HAyYUTh CTYACHTOB IOJb30BaThCS MHUHHUMAJIbHO HEOOXOJUMBIM MPaKTHYECKUM
HHCTPYMCHTAPHUCM, T-ITOGI:I, pa60Ta51 B KOMIIAHUMU W IIOJIY4YHMB 3aJja4y OpraHu3aliiu W IMPOBCACHUA
MapKETUHTOBbIX HCCIEJOBAaHHM CXEMbl IOTPEOUTENHCKOro BbIOOpa, cCiymiareab CcMOr  Obl
CaMOCTOSITENIHO MPOBECTH [aHHYI0 pabdOTy ¢ MHUHHMAaJIbHBIMH (DMHAHCOBBIMHU 3aTpaTaMH, B
MaKCHMaJbHO KOPOTKHM CPOK, KaueCTBEHHO U 3((HEKTUBHO.

HpaKTI/IKYM II0 HCCICOOBAHUIKD CXCMbI HOTpe6I/ITCJILCKOI‘O BBIGOpa ABJICTCA ITOJIMI'OHOM  JJId
0TpabOTKU HABBIKOB U YMEHUH, CBA3aHHBIX C OMPOCHBIMU TEXHOJOTHSIMHU U3MEPEHUS TPOHUKHOBEHUS
OpeHza B CO3HAHHE MOTPEOHUTENS, COBEPIIAIONIETO CBOM MOKYHATEIbCKH BBHIOOP. MeponpusTus B
pamMKax MapKETHHTOBBIX HCCIEAOBAHUN MOTPEOUTENs MPEANnoiaraloT HU3y4eHHE BCEX JJIEMEHTOB
BHEIIHEHW W BHYTPEHHEW Cpeipl MNPEIIPUATHSA, H3YyYECHUE MEXAaHW3MOB NPHUHATHS PEIICHUI
noTpeduTeneM, aHanu3 U 00pabOTKy MOJYYEHHBIX JAHHBIX O (paKTOpax MOKYHaTeIbCKOro BHIOODA,
nmouck Hambonee d(PDEKTHBHBIX CMOCOOOB W  pPa3pabOTKy pPEKOMEHIAIMHA TI0  YCHIJICHHIO
MapKETUHTOBBIX MEPONPUITUIN MO MOAJIEPKKE MPOIBUKEHUS OpEeH/1a 1IEeIeBON ay JUTOPHH.

3agaum AUCHUIIHHBI:

. 03HAKOMJIEHHE CTYJIEHTOB C OCHOBHBIMU HNOHSATUSAMU B 00J1aCTH MapKETHHIOBBIX
HCCIe0BaHUHM OTPEOUTENCH, UX BUAMU;

. (dbopMHpOBaHNE HABBIKOB UCIIOJIb30BAaHUS METOAOJIOTUU U METOJJOB MAaPKETUHI OBBIX
HCCIIEI0OBaHUM moTpeduTeneit;

. oOyueHue crennrke NIPUMEHEHUs Pa3IMUHbIX BHJIOB MAPKETUHIOBBIX CCIEIOBAHUMN /IS
aHaJIM3a CXeMbl OTPEOUTEILCKOTO BHIOOPA;

. (dbopMHpOBaHNE HABBIKOB IPUMEHEHUS] METOI0B 00pabOTKM MH(pOPMALIKH, ITOJIyYCHHOH B X0/1€
IMPOBCACHUA MaPKECTHUHI'OBBIX I/ICCJIGI[OBaHI/If/'I CXEMBI HOTpC6HT€J’IBCKOFO BI)I60pa;

. 03HaKOMJIEHHE C METOJI0JI0THel u3MepeHus OpeHa-(pakropa;

. MOJIrOTOBKA CHEIMAINCTOB, CIIOCOOHBIX, HA OCHOBE TOTYYEeHHBIX 3HAHUH, TBOPYECKH U

OIEpPAaTUBHO MPUHUMATh 00OCHOBAHHBIE PELLICHUS IO BOMPOCAM MapKETUHTOBBIX MCCIIEJOBAHUI
OTpeOUTENel C y4eTOM CTPaTEruu Pa3BUTHS OpraHu3auuy (IpeanpusTus).

1.2. IlepeyeHb NJIAHUPYEMBIX Pe3yJIbTATOB 00y4YeHHsI N0 JUCHMIIJINHE, COOTHECEHHBIX €
MHIMKATOPAMU I0CTHKEHHUS KOMIIeTeHH i

Komnerenuus Nuaukaropsl Pe3yabTaTsl 00yyeHus
(K0 1 HAUMEHOBAHUE) KOMITeTeH U
(K0J1 1 HAIMEHOBAHUE)
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IIK-1. Cnocoben
npo8ooOUms
MapKkemuHzoebvle
uccneo0o8anus u
MApPKEemuH208blil AHAIU3

IIK-1.1. Paspabamwvieaem,
opaanu3zyem u npoeooum
MAapKemuHeo8ble
uccneoo8anus

3namb: MPUHIAIIBI U METO/IBI
MPOBEJICHUS MAPKETUHTOBBIX
UCCIICIOBAaHHUH MOTPEOUTEITHCKOTO
BbIOOpA,;

Ymemn: onpenensaTs 3a1aun
MapKETHUHTOBOTO MCCIIEIOBAHUS,
MIPOBECTH aHATUTHYECKYIO PadoTy,
MOJITOTOBUTH BBIBOJIBI U PEKOMEH JAIHH
JU1s1 OM3HEeC-PeIICHUH

Braoemw: HaBBIKAMU HCTIOTH30BAHUS
TEXHOJIOTUH MapKETHHIOBOTO
WCCJICTOBAHMSI U aHATH3a
MOTPEeOUTETHCKOTO BHIOOPA.

IIK-2. Cnocoben
peanuzo8vleams yHKyuU
KOMNJIEKCHO20
MapKkemuHea opeaHu3ayuu

1IK-2.4. Ocywecmenaem
peanuzayuro cmpamezuu
NPOOBUICEHUSL MOBAPOE
(vcaye) opeanuzayuu

3namu: TPUHIMIIBI U METO/IbI
U3MEpeHUs poJiu OpeHsa B
MOTPeOUTETLCKOM BBIOODE;

Ymemsw: onpenensts OpeHa-(axrop

JUIs KOHKPETHOM 11eJIeBON ayUTOPUHN
IIPU NIPOJBUKEHUH TOBAPOB MM YCIIYT
Brademw: HaBBIKAMU MCIIOJIb30BaHUS
ONPOCHBIX TEXHOJIOTUH JIIst
KOJINYECTBEHHOM OLIEHKHU poJjiu OpeHa
B CXEMe€ MTOTPEOUTENHCKOr0 BIOOpA.

1.3. MecTo iucuMIIMHBI B CTPYKTYPe 00pa3oBaTeIbHOM NPOrpaMMbl

OnextuBHas auctuiminHa «[IpakTUKymM 1O WHCCIEAOBaHUIO MOTPEOUTENHCKOTO BBIOOpay
OTHOCUTCS K 4YacTd, (GOpMHUpPYEMON yJaCTHUKAMH OOpa30oBaTEIbHBIX OTHOIICHUW OJIOKA TUCIUTIINH
y4eOHOro IJaHa.

Jlnst ocBOEHMS AMCIUIUIMHBI HEOOXOAMMBI 3HAHWSA, YMEHUS U BiaJIeHUs, CHOPMHUPOBAHHbBIE B
X0/l M3y4YeHHUs CIEAYIIIUX AUCHUIUIMH U TPOXOXKICHWs MpakTUK: BBemeHue B mpodeccuro,
Couuonorusi, Wudopmarmonnsiii  MeHemxMmeHT, I[loBenenue  morpebuteneit, MapkeTuHr,
MapkeTuHroBble HcciieJoBaHusA, bpeH1-MeHeKMEHT.

B pesynbrare ocBO€HUS TUCHUIUIUHBI (M0O0Y7) (POPMHUPYIOTCS 3HAHUS, YMEHUS U BIIAJCHMUS,
HEOOXOUMBIC ISl U3YUEHHUs CIEAYIONINX TUCIUIUIMH W MPOXOXKICHHs MPAKTUK: YTpaBIeHYECKOe
KOHCYNbTHpOBaHue, [[penaumioMHas mpakTuka.

2. CTpyKTYypa THCHUTLTHHBI

OO0mas TpyI0EMKOCTh TUCIUTUTHHBI cocTaBisieT 3 3.¢., 108 akageMudecKkux 4acos.



CTpyKkTypa IMCUMIJIMHBI JIS 04HOI opMbI 00yUeHM I

O0beM IUCHUIUTMHBI B (OpME KOHTAKTHOM pabOoThl OOYYAMOIIUXCS C MeJarormyecKuMu
paboTHUKaMU W (WJIM) JIMIIAMHU, TPUBJICKACMBIMH K pealu3allii 00pa3oBaTEeIbHOM MPOrpaMMbl Ha
WHBIX YCJIOBHSIX, IPU MPOBEJACHUH YICOHBIX 3aHATH:

Cemectp | Tun yueOHBIX 3aHATHIA KonnuectBo
4acoB
5 Jlexuun 20
5 CeMuHapbl/1ab0paTopHbIe pabOTHI 22
Bcero: 42

O06beM TUCHUIUTMHBI (MOTYIIs) B OpME CaMOCTOSTEILHON pabOThl 00YIAOIITUXCSL COCTABIISET
66 akareMHYECKUX YacoB.

CTpyKTypa JUCHUIIMHBI 1JI51 04HO-3204HOI (popMBbI 00yUeHUA

O0beM IUCHUIUIMHBI B (OpME KOHTAaKTHOM paboThl O0OyYalOIIUXCS C MeJaroruyecKuMu
paboTHUKaMu ¥ (WIK) JHUIIAMH, TPUBJICKAEMBIMH K peaTu3allid 00pa3oBaTEIIBHON MpOrpaMMbl Ha
WHBIX YCJIOBHSIX, IPU MPOBEACHUH YUEOHBIX 3aHATUH:

Cemectp | Tun yueOHBIX 3aHATUI KonuuectBo
4acoB
5 Jlexuun 8
5 CemMuHapbl/1abopaTropHbie paboThI 16
Bcero: 24

O0beM JUCHHUIUTUHBI (MOJTYJIs1) B JOPME CAMOCTOSITSIILHON paOOThI 00YYAFOIIMXCS COCTABIISAET
84 akameMHyeCcKHUX 4acos.

The total labor intensity of mastering the course is 3 credit units., 108 academic hours.

The structure of the discipline for full-time education

The volume of discipline in the form of contact work of students with teaching staff and (or)
persons involved in the implementation of the educational program on other conditions, during training
sessions:

Term Learning format Number of
hours
5 Lectures 20
5 Seminars/ Laboratory works 22
Total: 42

The volume of the discipline (module) in the form of independent work of students is 66

academic hours.

The structure of the discipline for part-time education

O0beM JUCHUIIIIMHBI B (I)OpMC KOHTaKTHOM Da60TBI 06yqa101u1/1xc;1 C negarortdcCKuMu

paboTHUKaMu | (WJIK) JUIAMM, TPUBJIEKaEMbIMH K peajau3aluu 00pa3oBaTENbHON MporpamMMmbl Ha

HWHBIX YCJIOBHUAX, IIPU ITPOBCACHUU y‘-IC6HLIX 3aHATHIH:

Term Learning format

Number of
hours




5 Lectures 8
5 Seminars/ Laboratory works 16
Total: 24

The volume of the discipline (module) in the form of independent work of students is 84
academic hours.

3. Coeprxanue U CUUIIMHBI

Paznen 1. MapKeTHHFOBbIe HCCJICI0BaAaHUA HOTpeﬁl/lTeHeﬁ

OCHOBHBIE TEPMHUHBI W OINpPEACIICHUs: PHIHOK, OM3HEC — Cpela, KOHKYPEHTHI, MOTpeOuTenu,
CerMeHTallus, EMKOCTh PBIHKA, IIeJIeBasi ayIuTopusi, TUIbl peiHkoB, B2C, B2B, uccnegoBanus peiHka u
apyrue. MapKeTHHTOBBIE HCCICIOBAaHUSA, LEIW W 3aJadyd WX TnpoBeneHus. Kraccudukanuys
MApKETUHIOBBIX UCCIEAOBAHUI MO PA3TMYHBIM OCHOBAHHUSIM.

OCOOCHHOCTH MAapKETHHIOBBIX HCCIICJOBaHUN moTpeOuTeneil. 3agauyd MapKETHHTOBBIX
HCCIIEIOBAHUHM TTOTPEOUTEIICH.

KaOuHeTHbIe, Ka4eCTBEHHBIC M KOJIHMUYECTBEHHbBIC MCCIIeA0BaHus. VX poib, 3aa4, OCHOBHBIC
dbopmarsl.

HeobxonumMocTe mpoBeleHUs] MapKeTHMHIOBBIX HccienoBaHui norpebureneil. IlpoBenenue
UCCIIEIOBaHUM moTpebuTeniell COOCTBEHHBIMM CHIaMH. MapKeTHHIOBBIE HCCIIEOBATEIbCKUE
komnaHuu. OOmas xapakTepuUCTHKa MCCIIEOBaTeNIbCKOro pbhlHKa B Poccun. JlocTromHcTBa M
HEJOCTaTKM pa3jIUYHbIX BapUAaHTOB OpraHu3aluu uccienoBaHuil. [lpuHsATHE OM3HEC-pElIeHHN C
YYETOM pe3yJIbTaTOB MapKETHHIOBBIX MCCIEIOBAHUN MOTpeduTenae. MapKeTHHIOBbIE MCCIIEJOBAHUS
KaK cTarhsl OIO/pKeTa MapKeTHHra upeanpustus. bpud Ha wuccremoBanme. Ilpennoxenue Ha
IIPOBE/IEHUE UCCIIEJOBAHUS U €r0 CTPYKTYpa.

Paznen 2. MeTpuku npoABHKeHUsI OPeHI0B B paMKaxX MPOAYKTOBOH KaTeropuu

bazoBble MmokazaTenu HNPUCYTCTBUS OpeHsa Ha PbIHKE KaTeropuu. MeTpUKH KOHKYPEHTHBIX
MOo3ULIMKA OpeHaa.

[TpodunupoBanue neneBoi ayauTopuu. McciaenoBaHus MO CerMeHTallMU IMOTpeduTenell B
pamKax 00OCHOBaHUS CTPATETUH.

[TonsTue nozunonuposanus. KimtoueBblie OpeH bl B kaTeropuu. [loctpoeHue kapT BOCIpUATHS
B (popmare kauecTBEHHBIX HcciaeaoBaHui. [locTpoenune kapT BocpusaTHs B popMaTe KOJTUYECTBEHHBIX
uccnenoBaHuii. @opmMbl BOIPOCOB Ha COOTHECEHUE CBSI3U OpeHA-aTpuOyT B CO3HAHUM MOTPEOHUTENS.
Ananu3z cootBercTBuid (COrrespondence analysis). AJNTOpuTMBI MHTEpPIpETAIMH KapT BOCHPHUSTHS,
MIOJIy4a€MBbIX C IIOMOLIBKO aHaJIM3a COOTBETCTBHUA.  AHalIM3 OCTaTKOB M IIOCTPOEHHUE KapThl
CBOMCTBEHHOCTH/HECBOMCTBEHHOCTH aTpUOYTOB KIIIOUEBBIM OpeHIaM.

HccnenoBanne KOHKYPEHTOCHOCOOHOCTHM OpEeHJI0B Kak 4YacTh KOHKYPEHTHOTO aHajH3a.
O60ocHOBaHME CTpaTETUU MO3UIIMOHUPOBAHUS.

KocBeHHbIE METO/BI OIIEHKH BaXXHOCTH (haKTOPOB BbIOOpa OpeHaa B KaTeropuu. Jxakkapn-
aHaJIN3 Kak OOBEKTUBHBIA CMOCOO PaH)XKMPOBAHUS BAXXKHOCTH aTpUOYTOB MOTPEOUTEIHCKOTO BBHIOOpA.
KommiekcHbIi MOAX0/1 K BU3yaIH3alMy MO3UIIMOHUPOBAHUS KIIIOUEBBIX OPEHI0B B KATETOPHUH.

Pa3nen 3. KosinuecTBeHHBIC M KaYeCTBEHHbIE HCCICI0BAHUS IPUBBIYEK U MPeANoYTeHU I
norpeduTes e

@dopmarel  KOJIMYECTBEHHBIX  HccienoBaHuil. Buasl  ompocoB. [loHsitTue  BBIOOpKH.
PemnpesentatuBHOCTh BBIOOpKHU. CllydaiiHble U J€TepMUHUPOBAaHHBIE BBIOOpKU. CTpaTuduuupoBaHHas
BbIOOpKa. ['pynmoBas (kiactepHas) BbIOOpKa. OCHOBHbIE MPUHIUIIBI ONpe/eeHs] 00beMa BEIOOPKH.
Teppuropuanshas BeiOopka. [lorpenrHoctu pe3ynbTaToB onpocoB (nosei). [Tpubnmxennas popmyna
3aBUCUMOCTH CIy4aliHOM MOTPENIHOCTH pe3yJabTaToB olpoca (fosiei) OT pa3Mepa BbIOOPKH.
CrnydaiiHast M cucTeMaTH4ecKasi TOrPeIHOCTb.
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N3mepenne mokaszateneil  moTpeOUTENbCKOro  moBeleHus. M3mepenue  mokazatelneit
MOKYTMAaTeIbCKOro MoBeneHus. @DaxkTopsl BeIOOpa MpoaykTa U OpeHJa Ha KOHKYPEHTHOM (oHe.
MeToapl  OIEHKH MPUOPUTETHBIX (AKTOPOB BHIOOpAa TMpU TMOKYyNKe. l3ydeHne HCTOYHUKOB
nH(popManuu JyIsl TOTPEOUTEIIBCKOTO BBIOOPA.

TunoBast pokyc-rpyrmna At U3y4eHHUs CXeMbl TOTPEOUTEITHCKOTO BBIOOpa. Pob KauecTBEeHHBIX
HCCIIeIOBaHMM MpU BEIOOpE KOMMYHUKATUBHOM mi1aTdopMbl NpoaBKeHus 6penaa. Llennoctu 6penaa
Y LICHHOCTH LIEJIEBOU ayAUTOPUHU.

Paznen 4. [lnaHupoBaHMe MApPKETHHIOBOI0 HCCJIEI0OBAHHMS CXeMbl NMOTPEOHTEIHCKOIO
BbIOOpa

[IpoexTHas cTpaTerusi MapKETUHTOBBIX HCCieioBaHui. OpraHu3anus UccieqoBaHusl.

IIpouiecc MapkeTUHrOBbIX uccienoBanuii. Ero ocHoBHbIe 3Tamnsbl. [lociaenoBarenbHOCTh 3TanoB
MpOLECCAa MAPKETUHTOBBIX UCCIICTOBAHUM.

HccenenoBarenbCKuil IPOEKT, €r0 OCHOBHBIE MapaMeTpsl. [InmaHupoBaHue ncciie10BaTenbCKOro
npoekra. IloHsTMe naHa MapkeTMHra KoMmaHuu. lIporpaMmHas crpareruss MapKETHUHTOBBIX
uccinenoBanuii. Onpenenenue BUIAOB HEOOXOIUMBIX HccienoBaHuil. OmnpeneneHue NepUuoAUYHOCTH
MpOBEICHUsT HucclienoBanui. HccienoBarenbckas MOAAEPKKA CTPATETMUYECKOTO M ONEPATUBHOIO
MapKeTHHTIa.

TUNOBOW IUIaH MCCICIOBAHUS CXEMBI TMOTPEOUTEIHCKOTO BBHIOOpPA C IOMOIIBIO OIMPOCHBIX
TEXHOJIOTHM.

Paznen 5. HNucrpymenTapuii KOJM4YeCTBEHHOT 0 HCCJICeTOBAHUS dakrTopos
NOKYIIATEJbCKOr0 BbIOOpa

[TocTpoeHre aHKETHI MO MPUBBIYKAM W TIPEANOYTCHHSIM B Kareropuu. OCHOBHBIC DPa3aeiibl
aHKeThI 10 mpuBbIukaM u npeanourenusiM (Usage and Attitude).

3HaHue MapKu U ero usMmepeHue. CIIOHTaHHOE 3HaHWE MAapKU U y3HAaBaHUE (3HAHME MapKH C
MOJICKA3KOH ). 3HaHUE peKiaMbl. M3yueHne Meana npeArnoYTeHuii moTpeOuTeneii.

TumnoBas aHkeTa MO UCCIIEOBAHUIO MTOTPEOUTENBCKOT0 BbIOOpa. CTpyKTypa MoTpebaeHus U ee
napaMeTpbl: YacToTa NOTPeOJIeHHs,, KOJIUYECTBO (MHTEHCUBHOCTH), IMPEANOYTEHUE IOABHI0B
npoaykTa. CTpyKTypa MOKYIIKH M €€ IapaMeTphl: 4acTOTa MOKYIKH, MECTa IOKYIIKH, pa3Mep pa3oBon
MOKYNKH, cpenHuil yek. Pakropbl BblOOpa OpeHpa/mponykra. bpenn-daxrtop. bpenaunr u ero
napaMeTphl: 3HaHUE MapKH (CIIOHTaHHOE U IO MOACKa3Ke), yPOBEHb MPOOBI, YPOBEHb MPEANIOUTEHHUS,
OTHOIIIEHHE K OpeHy (uepe3 NpuBs3Ky K atpudyram). Mctounnku nadopmanmu o npoaykre. Menua-
npeanourenus. ConuanbHo-aeMorpaduyeckuii mpopuib.

Pa3nen 6. [IpeseHTanus pe3yJIbTATOB HCCJIEOBAHUS CXeMbI NOTPEOUTEIHCKOr0 BbIOOpa

CtpykTypa oOT4eTa ¥ TPE3CHTAIMH PEe3yJIbTAaTOB KOJMWYECTBEHHBIX MapKETHHTOBBIX
uccienosanui. Llenu m 3amaun, METOIOIOTHS, OCHOBHBIE PE3YJIbTaThl, BEIBOALL. [IpaBuna HarisaHoM
MPE3EHTALNK PE3YJIbTATOB ONPOCOB. [ [pMHIIMIBI BU3yanu3aluuu TaHHBIX.

Tunel auarpamMm Ui BU3yalU3allMd OIPOCHBIX NaHHBIX, UX 3aBUCHUMOCTb OT THIIA
ucnonb3yembix Mmkan. KpyroBele u nuHeiiuateie auarpammbl. KoMMeHTHpoBaHHE TpaduiecKux
MIPE3EHTAIMI ONPOCHBIX TaHHBIX. TOYHOCTh MU(PPOBBIX JaHHBIX U CTATHCTUYECKAsl OTPEIIHOCTb.

Pa3nen 7. Ananu3 poJin OpeH/ia B cxeMe MOTPeOUTEIbCKOro BhIOOpa

Baxnocts OpeHIa Kak OJHOTO U3 (DaKTOPOB IOKYIATENLCKOTro BbIOOpa. Tumonorust cxem
HOKYIaTeIbCKOTO BHIOOpa B 3aBHCHUMOCTH OT posid OpeHnma: b-cxema m g-cxema. KommuectBeHHas
MeTpuka poinu OpeHga B HOTpeOUTENbCKOM BbIOOpe: OpeHa-(akrop. CaliTei-arperatopsl,
pPEKOMEHIaTebHBIE CEPBHUCHI MEHSIOT TPATUIIMOHHYIO CXEMY BBIOOpA MPOIYKTa U POJIb OpeHIa B HEW.
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MOXHO CKa3aTh, YTO 37IeCh MPOSBIISIETCS CIBUT TPATUIIMOHHON MOAEIH IMOKYMATeILCKOTr0 BEIOOpA MO
BIMSIHUEM [U(PPOBU3AIMM SKOHOMHUKA W B YacTHOCTH pPACIPOCTPaHEHHs] pPEKOMEHIATEIbHBIX
uHTepHeT-cepBucoB. (Co3maHne KOHIENTyadbHOHW 0a3bl Ui  ONTHMAJIbHOTO  paclpe/eleHus
MapKETUHTOBBIX MHBECTHUIIMIA, B YAaCTHOCTH ONTHUMH3AIMS COOTHOIICHUS WHBECTUIUI B OpeHI U B
OTHOILICHHUS C KaHaJaMH. JTa 3ajada SBISETCS OCOOCHHO aKTyaJbHOW B YCIOBUSX OTPaHUYCHUN
MapKeTUHTOBOro Orkera. OIMH TIOJMIOC TPEACTABICH pPacHpOCTPAHEHHOW CXEMOH, Koraa
noTpeOuTeNs «UAET 32 OpEeHAOM», TO €CTh MPEIbSIBIAEMBII UM HaOOp TpeOOBaHMHA K MPOIYKTY
JAHHOW KAaTerOPHUH OH COIOCTAaBJISIET C MPEUIOKEHUsIMH (atpuOyramu) OpeHIOB, OCTYIHBIX B
npogaxe. [IpouMCXOaUT NPOMEKYTOUYHBIA BHIOOP — BEIOOP OpeHIa, B HAWUOOJIBIICH CTETICHH
COOTBETCTBYIOIIETO OXHIAHHSIM IOTPEOUTEINsI, U YK€ B paMKaxX MPOAYKTOBOTO MPEIIOKEHHS OT
BBIOPaHHOTO OpeHIa MPOUCXOIUT «TOHKAsI HACTPOIKay - BBIOOP HauboIee MOaX0AAIIer0 KOHKPETHOTO
MPOJAYKTa. DTy CXEeMy MOXHO Ha3BaTh b-cxemoit (ot cnoBa «brand»). Kode, curapersl, uai,
aBTOMOOWJIM YaIlle BCETO BHIOMPAIOT 110 3TOU CXEMe.

Ha mnpoTHBONOJIOKHOM TIOJIOCE paclojlaraeTcsi cxema BblOOpa MpPOJYyKTa, BOBCE HE
yUUTBHIBaIomas OpeHa. Mbl CTOJIKHYJIHNCH C MpeoOIaJaHueM 3TOW CXEMbl, IIPOBOJSI THIOBbIE (POKyC-
IPYIIIBl C MOTPEOUTEISIMA KAaTErOPUH «PaAMOCTAHLIUWY. BBIICHUIOCH, YTO y4acTHUKU (DOKYC-IpymIl
HE OCBEJIOMJIEHBI O MapkKax B JIaHHOM KaTeropuu (He 3HAIOT HA3BaHUU PaJMOCTAHLIUN, KOTOpbIE
ciywatoT). [Ipouecc BbiOOpa MpoJykTa y HUX ONOCPEAOBAaH MCIOJIb30BAHUEM arperaropa (Takoro,
kak Snnexc.Pamno mim SHpexc.Mys3bika), Ti€ OHH HANPSMYIO MPEIBSIBIAIOT HA0Op TpeOOBaHUH K
IPOAYKTY (HAacCTpOEHHE, XapakTep MYy3bIKH, KaHajla U T.I1.) ¥ IOJY4aloT HENOCPEICTBEHHO
ONTUMAJILHBIA MPOAYKT, COOTBETCTBYIOIIMI YKa3aHHBIM aTpuOyTaM. DJTa cXxema BBIOOpa MpOIYyKTa
MOKeT ObITh 00O3HaUeHa Kak g-cxema (OT cioBa «generic»). B aToil cxeme, B oTinuue OT
pPacCMOTPEHHOHM BHINIE b-CXeMbI, OTCYTCTBYET IPOMEXYTOUYHBIH STam BBIOOpa MPOAYKTa, KOT/AA
[IOKYIaTeIb BHaYaJle ONpeesiieT COOTBETCTBYIOLINM ero 3anpocoM OpeH, U JIUIIb 3aTeM IPOU3BOIUT
«TOHKYIO HAaCTpPOHKY» BBIOOpa B paMKax HPOIYKTOBOTO TMPEUIOKEHUsT BBIOpaHHOTO OpeHna.
[lokynatens — B JJaHHOM cCllyyae C IOMOLIbIO CalTa-arperaropa — HEMNOCPEICTBEHHO COOTHOCHT
aTpuOyTHI TIpeAaraeMoro MpoayKTa ¢ Mpo(duiIeM CBOEro 3ampoca; OpeHja SBHO HE YYacTBYET B
nporecce BeIOopa, HO, €CTECTBEHHO, MOSIBIIICTCSI aBTOMAaTUYECKU B pe3yibTare. I1o 3Toit cxeme yacto
BBIOMPAIOT PaIMOCTAHIMN, TYPUCTUYECKHAE MPOAYKTHI, B LIEJIOM T€ MPOIYKTHl U YCIYTH, I/Ie BEIHKA
POJIb CaTOB-arperaTopoB U peKOMEHAATEIbHBIX CEPBUCOB.

[Tpumeps! 3HaueHu OpeHA-pakTopa, MOJYyYEHHBIX B pe3yibTare ucciaenoBanuil [IA O6pennos
Pa3IMYHBIX IPOJYKTOBBIX KaTETOpUH.

Section 1. Consumer Marketing Research

Key terms and definitions: market, business environment, competitors, consumers,
segmentation, market volume, target audience, types of markets, B2C, B2B, marketing research and so
on. Market research, research objectives and goals. Classification of the marketing research types by
various criteria.

Specifics of the consumer marketing research. Key objectives of the consumer research.

Desk research, qualitative and quantitative marketing research. Comparison of their role,
objectives, typical frameworks.

Why one needs to conduct consumer marketing research. Do-it-yourself consumer research.
Market research agencies. Overview of the Russian market of marketing research services. Pros and
cons of different business models for the market research implementation. Business decision making
accounting for consumer market research. Budgeting the marketing research in a company or
organization. Research brief and its structure. Research proposal and its structure.

Section 2. Brand performance metrics within the product category context

Key indicators of brand performance on the product category market. Metrics of the brands
competitive positioning.
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Target audience profiling. Research on consumer segmentation as part of the rationale for the
strategy.

The concept of positioning. Key brands in the category. Building perception maps in the format
of qualitative research. Building perception maps in the format of quantitative research. Forms of
questions to correlate the brand-attribute relationship in the mind of the consumer. Correspondence
analysis. Algorithms for interpreting perception Maps obtained using correspondence analysis.
Analysis of residuals and building a map of the attributes / non-properties of key brands.

Research of brand competitiveness as part of competitive analysis. Justification of the
positioning strategy.

Indirect methods for assessing the importance of brand selection factors in a category. Jacquard
analysis as an objective way to rank the importance of consumer choice attributes. An integrated
approach to visualizing the positioning of key brands in a category.

Section 3. Qualitative and quantitative consumer usage and attitude research

Formats of quantitative research. Types of surveys. The concept of sampling. The
representativeness of the sample. Random and deterministic samples. Stratified sampling. Group
(cluster) sampling. Basic principles for determining the sample size. Territorial sampling. Errors in
survey results (percent shares). An approximate formula for the dependence of the random error of the
survey results (percent shares) on the sample size. Random and systematic error.

Measurement of indicators of consumer behavior. Measurement of indicators of buying
behavior. Product and brand selection factors against a competitive background. Methods for
assessing the priority factors of choice when buying. Study of information sources for consumer
choice.

Typical focus group for studying the scheme of consumer choice. The role of qualitative
research in choosing a communication platform for brand promotion. Brand values and target audience
values.

Section 4. Planning the marketing research project for consumer choice research Project
strategy of marketing research. Organization and implementation of the study.

Marketing research process. Its main stages. The sequence of stages of the marketing research
process.

Research project, its main parameters. Planning the research project. The concept of a
company's marketing plan. Program strategy of marketing researches. Determining the types of
research required. Determination of the frequency of research. Research support for strategic and
operational marketing.

Model plan for researching a consumer choice scheme using survey technologies.
Section 5. Quantitative research tools for evaluations of consumer choice factors

Developing a questionnaire on usage and attitudes in the category. The main sections of the
usage and attitude questionnaire.

Brand awareness and its evaluation. Spontaneous brand awarensss vis-a-vis prompted brand
awareness. Advertisement awareness. Evaluation of consumer media usage.

Keystone survey questionnaire for consumer choice research. The structure of consumption and
its parameters: frequency of consumption, quantity (intensity), preference for product subcategories.
Purchase structure and its parameters: frequency of purchase, places of purchase, volume of a one-time
purchase, average spend. Brand/product selection factors. Brand factor. Branding and its parameters:
brand awareness (spontaneous and prompted), trial level, preference level, attitude towards the brand
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(through brand/attribute correlations). Sources of product information. Media preferences. Socio-
demographic profile.

Section 6. Consumer choice research report preparation and presentation

The structure of the report and the presentation of the results of quantitative marketing
research. Goals and objectives, methodology, main results, conclusions. Rules for visual presentation
of survey results. Principles of data visualization.

Types of charts for visualizing survey data, their dependence on the type of scales used.
Pie charts and bar charts. Commenting on graphical presentations of survey data. Accuracy of survey
derived data and statistical error.

Section 7. Analysis of the role of brand in consumer choice scheme

The importance of the brand as one of the factors of consumer choice. Typology of consumer
choice schemes depending on the role of the brand: b-scheme and g-scheme. Quantitative metric of
brand role in consumer choice: brand factor. Aggregator sites and recommendation services are
changing the traditional product selection scheme and the role of the brand in it. We can say that this is
a shift in the traditional model of consumer choice under the influence of the digitalization of the
economy and, in particular, the spread of recommendation Internet services. Creation of a conceptual
framework for the optimal distribution of marketing investments, in particular, optimization of the
ratio of investments in the brand and in relations with channels. This task is especially relevant in the
face of limited marketing budget. One pole is represented by a common scheme, when a consumer
“follows a brand”, that is, he compares the set of requirements for a product of this category with the
offers (attributes) of brands available for sale. There is an intermediate choice - the choice of the brand
that best meets the expectations of the consumer, and within the framework of the product offer from
the selected brand, "fine tuning" takes place - the choice of the most suitable specific product. This
scheme can be called a b-scheme (from the word "brand™). Coffee, cigarettes, tea, cars are most often
chosen according to this scheme.

At the opposite extreme, there is a product selection scheme that does not take into account the
brand at all. We encountered the predominance of this scheme by conducting standard focus groups
with consumers in the “radio station” category. It turned out that focus group participants are not
aware of the brands in this category (they do not know the names of the radio stations they listen to).
The process of choosing a product for them is mediated by using an aggregator (such as Yandex.Radio
or Yandex.Music), where they directly set a set of requirements for the product (mood, character of
music, channel, etc.) and directly receive the optimal product that meets the specified attributes. This
product selection scheme can be referred to as a g-scheme (from the word "generic™). In this scheme,
in contrast to the b-scheme discussed above, there is no intermediate stage of product selection, when
the buyer first determines the brand that matches his request, and only then fine-tunes the choice
within the product offer of the selected brand. The buyer - in this case with the help of an aggregator
site - directly correlates the attributes of the proposed product with the profile of his needs; the brand is
not explicitly involved in the selection process, but, of course, appears automatically as a result.
According to this scheme, they often choose radio stations, travel products, in general, those products
and services where the role of aggregator sites and recommendation services is dominating.

Examples of brand factor values obtained as a result of consumer survey research on the target
audience of brands of various product categories.

4. Oopa3oBaTe/ibHbIe TEXHOJIOTHH

JInsg mpoBeAeHUs 3aHATHNW JIEKHMOHHOTO THIIA 1O JUCHUIUIMHE IPUMEHSIOTCS TaKue
o0pa3oBaTeNnbHbIE TEXHOJIOTMH KaK MHTEPAaKTUBHBIE JIEKIIUHU, IIpoO1eMHoe oOyueHue. st mpoBeneHus
3aHATUN CEMUHAPCKOTO TUIIA UCITONIB3YOTCS IPYIITOBBIE TUCKYCCHH, POJIEBBIE UTPBI, aHAIIN3 CUTYALNI
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Y MMHUTAIMOHHBIX MoOjeiel. J{Jsi KOHTPOJIS M MOMOIIM OOydYalomIMMCs B CAMOCTOSITENIbHOU pabore
MIPOBOJATCS] KOHCYJIBTUPOBAHUE U IIPOBEPKA TOMAIIHUX 3aJaHUI MOCPEACTBOM 3JIEKTPOHHOM MOYTHI.

B nmepuon BpeMEHHOro MNPHOCTAHOBIEGHUS TOCEHICHHS] OOYYarOIIMMHCS TOMEIICHUH U
tepputopuu PI'TY st opranusamuu yaeOHOTO mpoliecca ¢ MPUMEHEHHEM 3JIEKTPOHHOTO 00yUeHUs U
JUCTAaHIIMOHHBIX ~ O0pa30BaTEIbHBIX TEXHOJIOTUH MOTYT OBITh HCIIOJIB30BAHBl  CIIEAYIOIINE
00pa3oBaTeNbHbIC TEXHOIOTHH:

— BUJICO-JICKIINH;

— OHJIAMH-JIEKI[UU B PEKUME PEATBHOTO BPEMEHU;

— DJIEKTPOHHbIE Y4EOHUKH, YUeOHBIEC TOCOOUs, HAYYHbIC U3/IaHUS B AJIEKTPOHHOM BHJIE U JOCTYII
K MHBIM 3JIEKTPOHHBIM 00pa30BaTeIIbHBIM pecypcam;

— CUCTEMBI JIJIs1 SJIIEKTPOHHOI'O TECTUPOBAHUS;

— KOHCYJIbTALIMU C UCIIOJIb30BAHUEM TEJIEKOMMYHHUKAIIMOHHBIX CPEJICTB.

5. OnleHKa JIAHKUPYEMBIX Pe3yJIbTATOB 00y4YeHUs

5.1 CucreMa oueHUBaAHUA

[Tpu oLleHUBaHUU YCcmHO20 Onpoca U yuacmus 6 OUCKycCuu Ha CEMUHApaxX yUUTHIBAIOTCS:
- CTEeNEHb PAaCKpbITUs TeMbl BeIcTymieHus (0-3 6amna);
- 3HaHHWE COAEp)KaHUS OOCYXTaeMbIX MpoOJIeM, YMEHHE WCIIOJb30BaTh paHee W3YyYCHHBIH
TeopeTudecKuii Mmarepuai u TepmuHosioruto (0-2 6amia).
- CTHJIb Y JIOTHKA U3JI0KEHHS MaTepualia, rpaMoTHOCTh peun (0-1);
I1pu onieHke pepepamos u nayyHvIx OOKIAO08 YIUTHIBACTCA:
- MOJIHOTa U TOYHOCTH PACKPBITUS WCCIIEJOBAHUS, MPABHILHOE OIpENeeHue 00beKTa M IpeaMeTa
uccnenoBanus (0-5)
- CTETIeHb CTPYKTYPHPOBAHHOCTU MaTepualia U HaydHOCTH u3nnoxkenus (0-2)
- opopmiieHre pabOTHI (HAIM4YKME BBEACHUS, 3aKITIOUEHHsI, OCHOBHBIX Pa3J/IeoOB, CIIMCKA JIUTEPATYPHI)
(0-2)
Kputepun o1ieHKH OTBETOB IIPH MeCmMUpO8aHUUL:
- IpaBUWJIbHBIN OTBET — 1 OasI.
- HenpaBWIbHBIN 0TBeT — 0 GaIsIOB.

dopma KOHTPOJIS Makc. Kolnu4yecTBo 0aJljioB
3a ogHy Bcero
pabory
Texkylui KOHTPOJIIb:
- y4acTHe B IUCKYCCHUU 3 G6ayioB 9 6anmnoB
- OIIPOC HAa CEMUHApe 5 6annos 20 6anos
- Hay4HbIN JTOKIa 10 6amnoB | 20 Ganos
- TECTUPOBAHUE 11 6ammoB 11 6amnoB
[TpomexyTouHas aTTecTaus 3a4eT 40 GaLIOB
Toro 3a cemecTp (AUCHUILINHY) 100 GansoB

[Tonmy4eHHBIM COBOKYIHBIN pe3yabTaT KOHBEPTHUPYETCS B TPAIUIIMOHHYIO KAy OLIEHOK U B
miKaity oueHok EBponeiickoil cucreMsl nepeHoca u HakorieHus: kpeautos (European Credit Transfer
System; nanee — ECTS) B cOOTBETCTBUU C TaOIHIICH:
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IITxana
100-6ammpHas mkana | TpaguninoHHas nikana ECTS
95 -100 A
83 o4 OTJINYHO B
68 — 82 XOPOIIIO 324TEHO C
56 — 67 D
5055 YJIOBJICTBOPUTEIIEHO E
20-49 FX
0_19 HEY/IOBJICTBOPHUTEILHO HE 3a4TEHO F

5.2 Kpurtepuu BbICTaAB/IEHUS OLEHKHU 1O JUCIUIJINHE

Banaepl/
Ixana
ECTS

Onenka no
JTUCHUIIINHE

Kpurtepnn oneHKkHu pe3yabTaToB 00y4eHHUsl 0 AUCHUILINHE

100-83/
AB

OTJIMYHO/
3a4TEHO

BeicTaBisieTcst 00ydaronieMycsi, eClii OH IIyOOKO M IIPOYHO YCBOWII TEOPETUYESCKUI U
NPaKTUYECKUI MaTepHall, MOXKET IPOAEMOHCTPHPOBATH 3TO Ha 3aHATUSAX U B XOJIE
NPOMEXKYTOYHOU aTTECTaLUH.

OO0y4aromuiics HCYEPIBbIBAIOIIE U JIOTHYECKU CTPOHHO M3JlaraeT y4eOHbIH MaTepHall,
YMeEET yBSI3bIBATh TEOPHIO C ITPAKTHKOM, CIIPABISIETCS C PEILICHUEM 3314
npodeccroHaIbHOIN HANPaBJIEHHOCTH BBICOKOTO YPOBHSI CII0)KHOCTH, IIPABUIILHO
00OCHOBBIBACT IIPUHSATHIC PEIICHUS.

CB00OIHO OpUEHTHPYETCS B yueOHOM 1 NpohecCHOHANIbHOM TUTepaType.

OreHka Mo JUCIUILIMHE BBICTABISIOTCS 00ydaomeMycs ¢ y46TOM pe3ysIbTaToB
TEKYIIEeH W IPOMEXYTOYHOH aTTeCTAITIH.

Kommnerennmu, 3akperuiéHHbIC 32 TUCIUIUIMHON, COPMHUPOBaHBI Ha YPOBHE —
«BBICOKHI.

82-68/

xoporro/
3a4TECHO

BeicraBnsercst oOy4aromeMycs, €Cii OH 3HAeT TEOPETUIECKUH U MPAKTHIECKAH
MaTepHall, FPaMOTHO U 10 CYILECTBY M3JIaraeT ero Ha 3aHATUSAX U B X0
MPOMEKYTOYHON aTTECTALlUU, HE IOMyCKasl CYIECTBEHHBIX HETOUHOCTEH.
OOyuaronuiicst MpaBMIILHO IPUMEHSET TEOPETHYECKNE TTOJI0KEHUSI IPU PEILICHUH
MPaKTHYECKUX 3a/1a4 Npo(hecCHOHAbHOM HANPaBISHHOCTH PAa3HOTO YPOBHS
CII0)KHOCTH, BJIa/IeeT HEOOXOAUMBIMH JJIsl 3TOTO HABBIKAMH U MPUEMaMH.
JlocTaTOYHO XOPOIIO OpPUEHTUPYETCs B y4eOHOH 1 podecCHOHANbHOM TuTepaType.
OrieHKa Mo JUCLUIUINHE BBICTABIIIIOTCA 00y4aromeMycs ¢ y46TOM pe3yIbTaToB
TEKyLIeH U IPOMEXYTOUHOM aTTECTALIMHU.

KomnereHnny, 3aKperuiéHHbIe 3a JUCHUIIIMHOMN, COPMUPOBAHBI HA YPOBHE —
«XOPOIINIY.

67-50/
D,E

yIOBJIETBO-
puUTEIbHO/
3a4TCHO

BricTaBnseTcs oOydaromemMycs, €CIH OH 3HAeT Ha 0A30BOM YPOBHE TEOPETHUCCKUHA U
MPaKTUIECKUH MaTepHa, JOIMYCKAeT OTIeIbHBIC OMTHOKU IIPH €T0 U3I0KEHUH Ha
3aHATHAX U B X0J1€ IPOMEXYTOUHOM aTTECTALIUH.

OOyJaronIuiicst UCTIBITEIBACT ONPEeIEHHBIC 3aTPYAHCHHUS B IPUMCHECHUH
TEOPETHICCKUX TTOJIOKEHUH MTPH PEIICHUH MPAKTHYECKUX 33134 MPO(ecCHOHaTFHON
HaIpaBJIEHHOCTH CTaHIAPTHOTO YPOBHS CIIOKHOCTH, BJIaJIeeT HEOOXOIUMBIMH IS
3TOro 6a30BHIMM HaBBIKAMH U MIPHEMAMHU.

JleMOHCTpHpYeT NOCTaTOYHBII YPOBEHb 3HAHUS YUeOHOI TUTEepaTyphl MO AUCIUIUINHE.
Or1ieHKa Mo JUCLUIUINHE BBICTABIISIIOTCA 00ydaromeMycs ¢ y46TOM pe3ylIbTaToB
TEKyLIeW U IPOMEXYTOUHOM aTTECTALIMHU.

Kommerenmum, 3akperiéHabple 3a JUCIUTUTMHON, cOPMHUPOBAHBI HA YPOBHE —
«J1OCTaTOYHBINY.

49-0/
F,FX

HEYJIOBJIET-
BOPHUTEIHHO/
HE 3a4TCHO

BericraBnsiercst oOyuaroneMycs, i OH He 3HaeT Ha 6a30BOM YpOBHE TEOPETHYECKHI
W NIPaKTUYECKUI MaTepHal, JI0IycKaeT rpyOble OIIMOKH IIPU €ro M3JI0)KEHHH Ha
3aHATHUSIX U B XO/1€ IPOMEKYTOUHON aTTeCTallUH.

OOyyaronuics NCTIBITHIBACT CEPhE3HBIE 3aTPYAHCHHS B IPUMEHEHUN TEOPETHUECKUX
TIOJIOXKECHUH TTPH PEIICHUHN NMPAKTUYECKHUX 33J1a4 MPOoeCcCHOHATBHON HAIPaBICHHOCTH
CTaH/IapPTHOTO YPOBHS CII0)KHOCTH, HE BJIaJieeT HEOOXOIUMBIMH JUIS 3TOTO HaBBIKAMH 1
IpUEMAMH.
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Banapl/ OueHka nmo Kputepuu oueHku pe3yjbTaToB 00y4eHUsl 10 JUCUUIJIMHE

Ixana | AucOMIINHE
ECTS

JleMoHCTpHpYeT (parMeHTapHBIC 3HAHUS YI€OHOW TUTEPaTyphl 10 AUCIUILUINHE.
O1eHKa M0 AUCIMIUIMHE BBICTABILIFOTCS 00yJaromeMycs ¢ y4éToM pe3yabTaToB
TEKyLIEH U IPOMEXKYTOUHOM aTTECTALIMH.

KomnereHnuu Ha ypoBHE «JOCTaTOUHBINY, 3aKPEIUIEHHBIE 3a JUCLUIUIMHON, He
c(OpMHUPOBaAHBI.

5.3 OueHounblie cpeacTBa (MaTepuajbl) JIsI TEKYHIEro KOHTPOJISI yCIeBaeMOCTH,
NPOMEKYTOUYHOM aTTeCTAUMHU 00y4aIOIIUXCS N0 JUCHUITIHHE

Konmponvhvle sonpocwl no c)ucuunﬂuHe:

ogakrwdE

10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24,
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.

Urto Takoe MapKEeTUHTOBbIE UCCIIEIOBAHUS?

Uro Takoe ueneBas ayaguTopus?

KaxoBbl OCHOBHBIE 3a/1a4l MAPKETUHTOBOT'O UCCIICOBAHUSA?

KakoBbl 0OCHOBHBIE ()OPMBI OpraHU3aIMHA MAapPKETUHTOBBIX UCCIICAOBAHMUIT?

B yem cnennduka MapkeTUHTOBBIX HCCIIEIOBaHUN OTpeOuTenei?

KakoBbl ocHOBHEIE BUJIbI MApPKCTUHTOBBIX I/ICCJIGIIOBaHI/If/'I, IMPOBOAMMBIX B IMMOAJACPIKKY
MIPOJBMKEHHS OpeH/ia B paMKax MPOAYKTOBOM KaTeropuun?

B yem npeumyiecTBa 1 HEIOCTATKH OPraHU3alMU MAPKETUHTOBOTO UCCIIEIOBAHUS Yepe3
MapKETUHIOBOE areHTCTBO?

Kakue pecypcsl MOKHO 3a7€iCTBOBATH AJIs ayTCOPCUHTa MAPKETUHIOBBIX UCCIIEI0OBAHUMN
MOTPEOUTEIKIA?

Kakue MeToapl MapKeTUHTOBBIX HCCIIEIOBAHUHN HCTIONB3YIOTCS Ha KaXKIou (haze pa3paboTKu U
peain3ali MapKeTUHTOBOM cTpaTeruun?

KaxoBbl OCHOBHBIE 3Tanbl MAPKETHHTOBOTO MCCIIEAOBAHMUSA?

Kak oprann3oBbIBaeTCsl MApKETUHIOBOE HCCIeA0BaHNE?

Urto Takoe MPOeKT Uccae10BaHus?

UYro Takoe pa3BeJOUYHOE HCCIIeI0OBaHUE?

Kak n3yuarorcst OTHOIIEHUs TOTPeOUTENs ¢ OPEHIOM U C KaTeropuei?

Yro Takoe Kay3aJbHOE UCCIeJOBaHUE?

Kak oprann3oBbiBatoTCs KaOMHETHBIE HCCIIeI0OBaHUsA?

Kak oprann3oBbIBatoTCS MOJIEBBIE UCCIIETOBAHUA?

KakoBbl 0cOOEHHOCTH, OCHOBHBIE 331a4l KaUE€CTBEHHBIX HCCIIEIOBAHNN?

KakoBbI 0cOOEHHOCTH, OCHOBHBIE 3a7a4H KOJIMYECTBEHHLIX UCCIIEI0BAHUI?

Kakue nccnenoBanus Jar0T CTaTUCTUYECKH JOCTOBEPHBIE PE3YIIbTATHI?

UYro Takoe BEHIOOPOUYHBIN METO?

Uro Takoe penpe3eHTaTuBHas BbIOOpKa? 3aueM oHa Hy>KHa?

UYro Takoe ciydaiiHas U cuCTeMaTHYecKasi MOTPEeIHOCTh B JAHHBIX OMPOCOB?

KakoBbl 0OCHOBHBIE ()OPMATHI KAYECTBEHHBIX MAPKETUHIOBBIX HCCIIEIOBAaHUN?

KaxoBbl 0cHOBHBIE (hOPMATHI KOJTMYECTBEHHBIX MAPKETUHTOBBIX UCCIIETOBAHUI?

Kak 00bem BHIOOPKH BIHSIET HA YPOBEHb CIIy4aifHOW MOTPEIIHOCTH PE3yJIbTaTOB orpoca?
KakoBbI HICTOYHUKH CHCTEMATHYECKOW ONMTMOKU B JAHHBIX OMPOCOB MOTpeOuTenei?

UYro Takoe BTopuuHas HH(Gopmarus?

KakoBbI OCHOBHBIE UCTOUHUKH BTOPUYHON HHGOpMAITHH?

Kak oprann3oBbIBaeTcsi MIOMCK BTOPUYHON MH(pOpMariu?

KaxoBsl npenmytiecTa paboTsl 10 cOOpPY BTOpUYHON MH(pOpMauu?

KakoBbl HerocTaTku paboThl O cOOpy BTOpUUIHOM MH(DOpMaIn?

Kak oprannsoBbIBaeTCs MpoBepKa JaHHBIX, TOJTYYEHHBIX U3 BTOPUUHBIX HICTOYHUKOB?
Yro takoe Opu¢ Ha uccienoBaHus?
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[IpuBenuTe mpUMeEpbI UCClIeA0BaTENBCKOro Oprda’?

KakoBbI OCHOBHBIE BU/IbI OITPOCOB MOTpeOHUTENCH?

Uro Takoe jeanepuHr?

Yo Takoe nHcanuT?

UYro Takoe U3MepUTENbHbIE IKAIIbI?

Urto Takoe BEIOOPKA B MAPKETHUHIOBBIX MCCIIEIOBAHUSAX MOTpeOuTeNnei?

Uro Takoe reHepanbHasi COBOKYIIHOCTb M KaK OHA ONpeUIeseTCs?

Uro Takoe anpropHas U anocTepruopHasi CerMeHTaIus noTpeduTenen?

UYro Takoe KJIACTEPHBII aHaJIU3 U KAKOBO €T0 IPUMEHEHHE B aHAIM3€E OIIPOCHBIX JAHHBIX?
UYro Takoe ncuxorpadusi?

KakoB 0CHOBHOI1 MOIX0/] K CErMEHTAIMH MOTPEOUTENIeH Ha OCHOBE ONPOCHBIX JIaHHBIX?
KaxoBbl METO/IbI UCCIIEIOBAHUS TO3ULIMOHUPOBaHUs Openaa?

Yro Takoe KapThl BOCIIPUATHUS OpeHI0B?

Kak crpositcst kapThl BocripusiTust Ha GoKyc-rpymnmnax?

Kak ctposiTcst kKapThl BOCHPHSTHSI ¢ TOMOLIbIO aHAJIN3a COOTBETCTBUM?

Kaxk nccnenyercs BaxxHOCTh (pakTOpoB BeIOOpa OpeHma?

KaxoBbl 6a30BbIe TIOKa3aTEIIA IPUCYTCTBUS OpeH/Ia HA PBIHKE KaTeropuu?

Uro Takoe nmoTpeOUTeNnbCKas MaHenb?

KaxoBbl OCHOBHBIE BU/IbI ITaHEIEH, TPUMEHSIEMbIE B MAPKETUHIOBBIX HCCIIET0BAHUAX?
Kakue BuabI mokazareneil HCIOIb3YIOTCS B MAPKETUHIOBBIX UCCIIEIOBAHUSIX?

Kak mpoBoaunTCs nccineoBaHue CXeMbI TOTPEOUTEIECKOTO BEIOOpaA?

KaxoBbl KOCBEHHBIE METO/IBI OIIEHKU BaKHOCTH (haKTOPOB BbIOOpa OpeHaa noTpedutensamu’?
Kaxos npunnun /xakkapa-ananusa npu paHKupoBaHuu (pakTopoB BeiOOpa OpeHa0B?
Kak ctposiTcst kKapThl KJIFOUEBBIX MTPEUMYIIeCTB Opena’?

Kak onpenenuts pa3nuuus B BOCIIPUATAN OPEHIOB MOTPEOUTENSIMI HA OCHOBE OIPOCHBIX
TEXHOJIOTH1?

Kak onpenenuts KapTy MO3UIHOHUPOBAHHS OPEH/IOB MOTPEOUTEISIMA HAa OCHOBE OMPOCHBIX
TEXHOJIOTHi1?

Kak cTpontcs THIIOBasi aHKeTa M0 MPUBBIYKAM H MIPEAIOYTCHUSM TOTpeduTenei?
KaxoBbl OCHOBHBIE pa3/iesibl aHKETHI IO MIPUBBIYKAM U MPEAIOYTEHUSIM MOTpeOuTeNnein?
KaxoBbsl napaMeTpbl CTPYKTYphI IOTPEOJIEHNS U CTPYKTYPhI MOKYIKH B paMKaX THIIOBOM
AHKETHI 110 MPUBBIUKAM U MIPEINOYTEHUIM ToTpeduTemneit?

What is marketing research?

What is target audience?

What are the main objectives of marketing research?

What are the main forms of organization of marketing research?
What are specifics of consumer research?

What are the main types of marketing research conducted in support of brand promotion within

a product category?

What are pros and cons for outsourcing the marketing research to research agencies?
What resources can be used to outsource consumer market research?

What methods of marketing research are used in each phase of the development and
implementation of a marketing strategy?

What are the main stages of marketing research?

How is marketing research organized?

What is a research project plan?

What is exploratory market research?

How the relationship of the consumer with the brand and with the category is studied?
What is causal market research?

How is desk research organized?

How is field research organized?
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18. What are the features, the main tasks of qualitative market research?

19. What are the features, the main tasks of quantitative market research?

20. Which types of market research provide statistically significant results?

21. What is a sampling method?

22. What is a representative sample? Why does one need it?

23. What is random and systematic error in survey data?

24. What are the main formats of qualitative market research?

25. What are the main formats of quantitative market research?

26. How does random error in survey data depend on the sample size?

27. What are the sources of systematic error in consumer survey data?

28. What is secondary information in market research?

29. What are the main sources of secondary information?

30. How is search for secondary information organized?

31. What are the benefits of collecting secondary information?

32. What are the disadvantages of collecting secondary information?

33. How is verification of data obtained from secondary sources organized?

34. What is research brief?

35. Please provide an example of research brief?

36. What are the main types of consumer surveys?

37. What is leddering?

38. What is insight?

39. What are measuring scales?

40. What is sampling in consumer marketing research?

41. What is the universe and how is it defined?

42. What is a priori and a posteriori consumer segmentation?

43. What is cluster analysis and what is its application in the analysis of survey data?

44. What is psychography?

45. What is the main approach to consumer segmentation based on survey data?

46. What are brand positioning research methods?

47. What are brand perception maps?

48. How brand perception maps are built in focus groups?

49. How brand perception maps are built using correspondence analysis?

50. How the importance of brand choice factors is evaluated?

51. What are the basic indicators of brand presence in the category market?

52. What is a consumer panel?

53. What are the main types of panels used in marketing research?

54. What types of indicators are used in marketing research?

55. How is the consumer choice scheme research done?

56. What are indirect methods for evaluating the importance of consumer brand choice factors?

57. What is the principle of Jacquard analysis when ranking brand choice factors?

58. How brand key benefit maps are drawn?

59. How to identify differences in consumer brand perceptions based on survey technology?

60. How to define a consumer brand positioning map based on survey technologies?

61. How is a typical usage and attitude survey guestionnaire? What are the main sections of the
questionnaire on consumer habits and preferences?

62. What are the parameters of the structure of consumption and the structure of purchases within
the framework of a keystone questionnaire on consumer habits and preferences?

IIpumepHvie membl 8bICMYNIEHUI HA CEMUHAPAX:
1. Meroabl cO0pa MapKeTUHIOBOM HH(pOpMAIK
2. Drambl poriecca MapKETHHTOBBIX UCCIIETOBAaHUN
3. OmnwucarenbHbIe UCCIIEIOBAHUS
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4. Kay3anbHble ucciaea0BaHUs

5. Metonp! ompoca

6. DKcmepTHBIE OIPOCHI

7. @DOKyC-rpyIIIbI

8. I'myOuHHBIE OIIPOCHI

9. COop BTOPHUYHBIX JAHHBIX

10. COop nepBUUHBIX TaHHBIX

11. KonuuecTBeHHbIE METO/IbI HCCIIEIOBAHUIN

12. KauecTBEHHBIE METOIBI UCCIIENOBAHUI

13. MeTpuky NpOHUKHOBEHUS OPEH/Ia B UCCIIEIOBAHUAX TTOTPEOUTENCH
14. AHkeTupoBaHHE KaK METOJ] cOOpa JaHHBIX

15. OTKpBITHIE U 3aKPBITHIE BOIIPOCHI B aHKETUPOBAHHUU

16. IIpocras ciyuaiiHast BHIOOpKa

17. CrpaTudunupoBaHHas BHIOOpKa

18. Knacrepnast BeIOOpKa

19. O6bem BBIOOPKH

20. TenedoHHBIE OMPOCHI

21. Ompocsl B UHTEpHETE

22. Jlxakkapa-aHaJIM3 B MAPKETUHTOBBIX UCCIIEAOBAHUAX IOTPEOUTEIICH.
23. AHanu3 OCTaTKOB B MAPKETUHTOBBIX UCCIIEIOBAHUSIX MOTpEOUTENCH.
24. Busyanmzanusi ONpOCHBIX JIAHHBIX: HOMHUHAJILHEIC IEPEMCHHBIE.

25. Buzyanuzanusi ONpOCHBIX JaHHBIX: TOPAIKOBBIE U METPUUYECKUE TIEpEMEHHBIE.

1. Data collection methods in marketing research

2. Stages of the marketing research process

3. Descriptive marketing research

4. Causal marketing research

5. Survey methods

6. Expert surveys

7. Focus groups

8. In-depth interviews

9. Secondary data collection

10. Primary data collection

11. Quantitative methods of marketing research

12. Qualitative methods of marketing research

13. Brand penetration metrics in consumer research

14. Questioning as a data collection method

15. Open ended and closed questions in a survey questionnaire
16. Simple random sample

17. Stratified sample

18. Cluster sample

19. Sample size

20. Phone surveys

21. Online surveys

22. Jacquard analysis in consumer marketing research.
23. Analysis of residuals in consumer marketing research.
24. Visualization of survey data: nominal variables.

25. Visualization of survey data: ordinal and metric variables.

Tembl HayuHbIX 00KIA008 U (Uiu) pedhepamos:
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Kaxnplif cTyIeHT nodyvyaeT HHIMBUAYATbHBIA BapUAHT Ul Pa3pabOTKU HAYUHO20 OOKAA0A Ul
HAayuHo2o peghepama v IPOBOJHUT UX MPE3CHTAIMIO B IIporiecce 00ydeHus. [[pumepHbIe TeMBI
JOKJIaJI0B:
Twurbl pecrioHIeHTOB
KoHTpomnb pe3yabTaToB HCCIeJOBAHUS
Mertoapl 00paboTKH coOpaHHOM HHGOPMAITII
AHanm3 JaHHBIX UCCIEI0BAHUS
O0BeM reHepaibHON COBOKYITHOCTH
Tunsl BEIOOPOK
Pazpabotka ankeTs
OTyeT 0 MPOBEACHUH UCCIIEIOBAHUIM
Turbl guarpaMm st BU3yau3aiuy ONPOCHBIX JTaHHBIX
. I'paduueckoe npeacraBieHne pe3yabTaToB HCCIEI0OBaHUN
. FapanTust KOHQUICHINAILHOCTH K aHOHUMHOCTH OTIPOCOB
. X0JI-TeCT KaK BUJ MApKETUHTOBOT'O UCCIICAOBAHUS
. [loneBoe uccnenoBanne
. MapmpyTtu3zanus ornpoca
. CtanapTHbIC UCCIIEIOBATEIBCKUE TEXHOIOTUH
. O6mmmit 0030p npoaykToBoii kateropuu (Market View)
. UccnenoBanue NpuBBIUEK U MPEANIOYTCHUN TIOTPEOUTENeH HEKOTOPO TPOTYKTOBOM
KaTeropuHu.
. Turmosiorust cxem MOTPEeOUTEIBCKOTO BHIOOPA
. Konnenust 6pena-gpakropa

CoNoO~wNE

el
N RO

el el
~No U~ W

[l
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Types of respondents

Monitoring the results of the study

Methods of processing the collected information

Analysis of survey data

Universe size

Sample types

Questionnaire design

Research report

Chart types for survey data vizualization

10. Graphical presentation of research results

11. Guaranteed confidentiality and anonymity of surveys

12. Hall test as a type of marketing research

13. Field research

14. Poll routing

15. Standard research technologies

16. Product category overview (Market View)

17. A study of the habits and preferences of consumers of a certain product category (usage and
attitude survey).

18. Typology of consumer choice schemes

19. Brand factor concept

CoNoR~ LN E

6. YueOHo-MeToqMYecKOe M MHPOPMALMOHHOE O0ecTeueHue TUCIUTLTNHBI

6.1 CnucoK HCTOYHHKOB U JIUTEPATYPHI

HUcTounukn
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«[lutep» mnpencTaBieHbl AaHHOTALIMM HECKOJbKUX JECSATKOB KHHUI IO MapkeTuHry. JleicTByer
JIOBOJIBHO O>KUBJICHHBINH (OpYyM.

www.esomar.orqg — caiit EBpomneiickoro o6mecta Mapkerunra (World Association of Opinion and
Marketing Research Professionals), momaepxuBaercss Ha aHTIMKUCKOM si3bike. Katanor myOsimkarimii
COJICP)KUT aHHOTAITUU: CEpUU MOHOTpadui, psaa MEKAYHAPOIHBIX HCCISIOBAHUN, HHPOPMAIHIO O
KOHTpeccax U KOH(PEPEHIIUIX 3TON OpraHu3alllu.

www.marketing.spb.ru — caiit, He 0€3 OCHOBaHMII MMEIOIMK Ha3BaHUuEe <« DHIMKIONEIUS
MapkeTtuHray. OnuH U3 Hambosiee HACBHIIICHHBIX CAaWTOB IO MapKETHMHrOoBOM mpobiiemaruke. EcTh



https://www.rsuh.ru/education/ieup/structure/faculty-of-management/structure/kafedra-marketinga/
https://www.rsuh.ru/education/ieup/structure/faculty-of-management/structure/kafedra-marketinga/
http://marketsurveys.ru/
http://www.4p.ru/
http://www.esomar.org/
http://www.marketing.spb.ru/

21

pa3BuThlil popym. IlIupoko mpencrasnena «bubnuoreka MapkeToiora». MHOro pyopuK, HHTEPECHBIX
Y HaTllOJTHEHHBIX MOJTHOIEHHBIMU TekcTamu. [lonesnas pyOpuka «bubaunorpadusiy.

www.marketologi.ru — cait ['minpauu mapkerosioros. [1y0nukyer TOJNBKO pabOTHI M0 MapKETHHTY
yieHoB ['mabaunu. Ecte Qopym. Bceerna MOXHO NO3HAKOMHUTBCS C TOBECTKOW JHS OYEpEeIHOTrO
3aceqanHus ['miapauu, y3HaTh O €€ ycTpemieHusix M wieHcTBe. OnyOnukoBan kpatkuid (3000
TEPMHUHOB) CJIOBAPb 110 MAPKETHHTY.

6.3 IIpodeccuonanbHbie 6a3bl JAHHBIX H HHPOPMALMOHHO-CITPABOYHBIE CHCTEMbI
Jloctyn Kk nmpodeccruoHanbHbIM 0a3am qaHHBIX: https://liber.rsuh.ru/ru/bases

WHdopmanoHHbIE CIIPABOYHBIE CUCTEMBI:
1. Koncynbrant Ilmoc
2. Tapanr

7. MaTepI/IaJIbHO-TeXHI/I‘IeCKOC o0ecneyeHue JAUCHHUIIJIMHBI

Jus  obecriedyeHuss  TUCIHUIUIMHBI  WUCIOJB3YEeTCS ~ MaTepUANBbHO-TEXHHYECKas  0asa
00pa30BaTENBHOTO YUPEKICHUS: yueOHbIE ayAUTOPUM, OCHAIIEHHBIE KOMIIBIOTEPOM U MPOEKTOPOM
JUTSL IEMOHCTpAIMU y4eOHbIX MaTepUasoB.

CocTaB mporpaMMHOT0 00eCTICUCHHUS
1. Windows

2. Microsoft Office

3. Kaspersky Endpoint Security

4. SPSS Statistics

8. Obecneuenne 00pa3oBaTeJLHOr0 MpoIecca AJisl JHI ¢ OrPAHUYEHHBIMH BO3MOKHOCTSAMH
310POBbSI H HMHBAJTHI0B

B xome peammzammu JUCIHUIUIMHBI HCIIONB3YIOTCS CIEAYIONIUE JIOMOJHUTEIBHBIE METOIBI
oOyueHusl, TEKYIEro KOHTPOJSI YCIEeBAaEMOCTH U TPOMEXKYTOUHOM aTTecTalud OOYyYaroIIuXCs B
3aBUCUMOCTH OT UX UHAUBUIYaTbHBIX OCOOCHHOCTEH:

® ISl CIIETIBIX M CIA0OBHUISIIMX: JIEKIUU OGOPMIISIOTCS B BHUAE DIIEKTPOHHOTO JTOKYMEHTa,
JOCTYITHOTO C TIOMOIIbIO KOMIIBIOTEPA CO CIEUUATH3UPOBAHHBIM IMPOTPAMMHEIM OOECTICUEeHUEM;
MACbMEHHBIC 3aJ]aHWsI BBITIONHSIIOTCS HAa KOMIBIOTEPE CO CHEIHAIM3HPOBAHHBIM IPOTPAMMHBIM
o0OecrieueHreM WM MOTYT OBITh 3aMEHEHBl YCTHBIM OTBETOM; OOECIeYMBACTCS WHANBUIYaTbHOE
paBHOMepHOe ocBerieHue He MeHee 300 JrOKC; Il BBIMOJTHEHHUS 3aJaHUsl MPU HEOOXOIUMOCTH
MPEIOCTABIIACTCS YBEIMYMBAIOIIEE YCTPOIMCTBO; BO3MOXKHO TAaKXKE€ HCIOJIB30BaHUE COOCTBEHHBIX
YBETMUMBAONINX YCTPOUCTB; MUCHbMEHHBIE 3aJaHus OPOPMIISIFOTCS YBEITMICHHBIM MIPpU(TOM; dK3aMeH
1 3a4€T MPOBOJATCS B YCTHOM (pOpMe MM BBITIONHSIOTCS B MMUCEMEHHOM (hopMe Ha KOMIIBIOTEPE.

o [UIsl TIIYXUX W CIa0OCIHBIIIANINX: JICKIHH O(GOPMIISIOTCS B BHJIE JJICKTPOHHOTO JOKYMEHTA,
Tu00  TPEIOCTABISETCS  3BYKOYCWJIMBAIOIIAS — alliapaTypa HWHIUBUIAYaJIbHOTO  ITOJIb30BAHHS,
MMMCbMEHHBIC 3aJlaHUsl BBIMOIHSIOTCS HAa KOMIIBIOTEPE B MHCBMEHHON (QopMme; dK3aMeH U 3a4éT
MIPOBOATCS B MUCBMEHHOM (JopMe Ha KOMITBIOTEPE; BO3MOXKHO MPOBEICHUE B (JOPME TECTUPOBAHHMSL.

® ISl JIUI[ C HapYIICHUSIMH OIOPHO-JIBHUTaTEIILHOTO amnmapara: JeKIUU OQOpPMIISIOTCS B BUIE
JNIEKTPOHHOTO JOKYMEHTa, JOCTYITHOTO C IIOMOIIBI0 KOMIIBIOTEpPA CO  CHEIHATIM3HUPOBAHHBIM
MPOrpaMMHBIM ~ OOECI€YeHHEM; TMHCHMEHHBIE 3aJaHMsl BBIMONHSIOTCS HAa KOMIBIOTEPE CO


http://www.marketologi.ru/
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CIELUANTM3UPOBAHHBIM MPOTPAMMHBIM 00ecrieueHHeM; K3aMeH U 3a4€T MPOBOIATCA B YCTHOU (opme
WM BBITIOJTHSIOTCS B INCHbMEHHON (OopMe Ha KOMIBIOTEPE.

[Tpu HEOOXOMMMOCTH MpEeyCMaTPUBACTCS YBEITUUYEHUE BPEMEHHU ISl TIOATOTOBKU OTBETA.

[Tpouenypa mpoBeneHHs MPOMEXKYTOYHOHM aTTeCTalMu sl OOyYalOIIMXCS YCTaHABIMBACTCS C
y4€TOM WX WHAMBHUIYAIbHBIX TCUXO(PU3NUYECKUX 0COOCHHOCTEH. [IpoMexxyTouHas arTecTanusi MOXKeET
MPOBOIUTHCS B HECKOJIBKO 3TAIOB.

IIpu mpoBeseHWM TPOLEAYPHl OLEHHBAHUS pPE3YJAbTaTOB OOy4YeHHs IpeaycMaTpHBaeTCs
UCTIONIb30BaHNE TEXHUYECKUX CPEACTB, HEOOXOIMMBIX B CBS3M C MHMBHUIYaJIbHBIMH OCOOCHHOCTSAMHU
oOydJaromuxcsi. OTH CpEeACTBA MOTYT OBITh MPEJOCTABICHBl YHUBEPCUTETOM, WIU MOTYT
UCTIONIb30BaThCsl COOCTBEHHBIC TEXHUUECKUE CPE/ICTBRA.

[IpoBenenune mpoueaypsl OLCHUBAHUS PE3YJAbTaTOB OOYyUYCHHS JOIMYCKAeTCS C UCIOJIb30BaHHEM
JMCTAaHIMOHHBIX 00Pa30BaTEIbHBIX TEXHOIOTHII.

ObecneunBaercs AOCTYN K HH(GOPMAIMOHHBIM W OubmmorpaduyeckuM pecypcam B CETH
Wuteprer i kaxaoro odyyaromierocst B (hopMax, aJanTHPOBAHHBIX K OTPAHUYCHHUSM UX 3/I0POBBS U
BOCTIPHUATHSA UHPOPMALIUH:

eIl CIENbIX M CIa0OBUAALIMX: B IEYaTHOH (opme yBenuueHHBIM MpUPTOM, B (opme
JJIEKTPOHHOTO JJOKYMEHTa, B popme ayanodaiina.

® JUIS TIIyXUX U CIa0O0CHbIIIAIIKX: B IEYaTHOH (hopme, B hopMe IIIEKTPOHHOTO IOKYMEHTA.

e U1 00YYAIOUIMXCS C HAPYIICHUSMH OIIOPHO-ABHIATEIFHOTO anmapara: B Ie4aTHOH ¢opme, B
(bopMe IEKTPOHHOTO TOKYMEHTa, B popme ayanodaiina.

Y4eOHble ayIUTOpUU Al BCEX BUJOB KOHTAKTHOM M CaMOCTOSITENIbHON paboThl, HaydyHas
OnOIMoTeka W WHBIC TOMEIICHHUS IS OOYYEeHHS OCHAIIEHBI CHEIHAIBHBIM O0OPYJIOBaHHEM U
y4eOHBIMU MECTaMH ¢ TEXHHUYECKUMHU CPEJICTBAMU O0yUEHUSI:

® JIJIsl CJIETIBIX U CIA0OBUASIINX: YCTPOMCTBOM Ui CKAHUPOBAHUS U UTEHHUA ¢ Kamepoil SARA
CE; nucruteem Bpaitis PAC Mate 20; npuntepom bpaiinsg EmBraille ViewPlus;

oIl TUIYXMX M CJIA0OCIHBIIIAIINX: aBTOMATU3MPOBAHHBIM pPabOYMM MECTOM IS JIFOJeH ¢
HapyIICHUEM CITyXa U c1abO0CIHbIIAalINX; aKyCTUYECKII YCUIIUTENb U KOJIOHKH;

o Uisi OOyYarOMIMXCsS C HAPYIICHUSMH OIMOPHO-IBUTATEIILHOTO armapara: TepeIBUKHBIMHU,
perynupyeMbiMud 3proHoMuueckumu naptamu CHU-1; KOMIBIOTEpHON TEXHUKOW CO CIEIHAIbHBIM
MIPOrPaMMHBIM 00eCTIeYeHUEM.

9. MeTonnyeckne MaTepHaJIbl

9.1 Mnanbl ceMUHAPCKUX/ MPAKTHYECKHUX/ J1a00PATOPHBIX 3aHATHIA

Tema 1. MapkeTHHroBbIe HccaeI0BaHus noTpedouTeseir. Consumer Marketing Research

Ilesb 3aHATHA: U3YUYUTh OCHOBHBIE BU/IbI U THITBI MAPKETHUHIOBBIX UCCIEIOBAaHUN, MOKa3aTh
0c00EHHOCTH KaOMHETHBIX MCCIIEIOBAHNHN, KAUECTBEHHBIX HCCIIEIOBAHUI M KOJINYECTBEHHBIX
HCCIeJOBaHUH.

®opma npoBeneHus: codece1oBaHNe, OIUI-OIPOC

Bonpocul ona uzyuenus u oocyscoenus:

1. Mecro u posb, 33124l NIEPBUYHBIX U BTOPUIHBIX MAPKETHHTOBBIX UCCIICIOBAHMIA
XapakTepHble 0COOCHHOCTH KOJIMYECTBEHHBIX MAapKETUHTOBBIX UCCIIEI0BaHUI OTpeduTeneit
XapakTepHble 0COOCHHOCTH Ka4eCTBEHHBIX MapKETHHTOBBIX UCCIICIOBAHUH MMOTpedHuTenen
KommiekcHble ucciae1oBanus noTpeOuTeneit

Knaccudukanms MapKeTHHTOBBIX UCCIIEIOBAHUM Ha OCHOBE PeIIaeMbIX 3a7a4

© 0 bk~ D

MapKeTI/IHFOBLIC HUCCICI0OBATCIBCKHEC KOMIIaHUHA.
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7. OO61mas xapakTeprCcTUKa HCCIeI0BaTeIbCKOro pbiHKa B Poccun.
Konmponvhwvie 6onpocwi 011 bauy-onpoca:

OCHOBHBIE HICTOUHUKN BTOPUYHON HH(POpMALTUU

Bb100pouHBIii METO/ U TPAHULBI €TI0 IPUMEHUMOCTH

[TonsTHE penpe3eHTaTuBHON BBIOOPKH

OcHoBHbIE (OpPMAThl KAYECTBEHHBIX HCCIEI0BAHUN OTpeduTenen

Crenuduka SKCIEPTHBIX HHTEPBBIO

© 00k w D P

Aytcradunr kak Gpopma opraHuzalid MapKEeTHHIOBBIX HCCIel0BaHui noTpedutenei. Ero
TUTIOCHI 1 MUHYCHI

Z[OCTOI/IHCTBa " HCAO0CTAaTKU IMPOBCACHUA I/ICCJ'IG,I[OBaHI/Iﬁ CWJIaMH1 OpraHu3aluu.

8. Ilpunarue Ou3HEC-pEIICHUH C YIETOM Pe3yIbTaTOB MAPKETHHIOBBIX UCCIIEIOBAaHUN
noTpeoOuTene.

9. MapKeTHHTOBBIC HCCIIEIOBaHNS B 000CHOBaHNE KOHKYPEHTHON CTPaTEeTHH MPEIIPUSTHS

Objective of the seminar: get hold of key kinds and types of marketing research, learn the specifics of
desk research, qualitative research and quantitative research
Learning format: discussion, express-survey

Topics to discuss:

1. Role of primary and secondary market research
Specific features of quantitative marketing research of consumers
Specific features of qualitative marketing research of consumers
Combined methods of consumer research
Marketing research classification by research objectives
Market research agencies.

N o g bk~ N

Overview of the Russian market of marketing research services.
Test questions for express survey:

Main sources of secondary data

Sampling method and its scope of validity

The concept of representative sample

Main formats of qualitative consumer research

Characteristic features of expert interviews

© a s~ w D PE

Outsourcing as a model of implementation of marketing research in a company. Its pros and
cons.

~

Pros and cons of DI'Y marketing research.
8. Business decision making accounting for the results of consumer marketing research.
9. Marketing research to support competitive strategy of a business.

Tema 2. MeTpuKH NPoABHKeHUs OPEHI0B B paMKaXx NMPOAYKTOBOI kaTeropuu. Brand

performance metrics within the product category context
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Lean 3aHATHSA: U3YYUTH OCHOBHBIE ITOKA3aTeNId, XapaKTEPHU3YIOIINE YPOBEHb TPOHUKHOBEHUS
OpeHJa Ha PHIHOK MPOAYKTOBOM KaTerOPUHU M €r0 KOHKYPEHTOCTIOCOOHOCTh B CPAaBHEHUU C IPYTHMHU
OpeHgamu
®opma npoBeeHus: codece10BaHNe
Bonpocwt onsa ouckyccuu:
1. Ilnan mapkeTuHra
Opranuzanys MapKeTHHTOBBIX HCCIEA0BaHUN
DTanbl MAPKETUHTOBOTO UCCIICI0BAHMUSL.
Kaxk onpenensiercs HeoOXOAMMBIA BUI UCCIIECOBAHUIN?
KTo ocymiecTBisieT opraHu3aluio U IpoBEACHUE UCCIIETOBaHUMI?

Hoquy BaXXHa I10CJICA0BATCIbHOCTDL 3TAIIOB I/ICCJ'IG,I[OBaHI/IH?

N o gk~ DN

[TnanupoBaHKe KcciIea0BaTeNbCKOro npoekra. bpud Ha uccnenopanue. [Ipemioxenne Ha
MPOBE/ICHUE MCCIICIOBAHUS U €r0 CTPYKTYypa.

Busyanuzanus npoOHUKHOBEHHS OpeH/1a Ha PHIHOK

Onpeznenenue BUA0B HEOOXOIUMBIX HccienoBaHui. OnpeneneHrne NepuoJuuHOCTH
IIPOBEACHUS UCCIIEIOBAHUMN.

10. UccnenoBarenbekas OICPIKKA CTPATETUIECKOTO MaPKETHHTA.
11. UccnenoBatenbekas MOAACPAKKA ONEPATUBHOTO MAPKETHUHTA.

12. HpOGKTHaH CTpaTerus MapKCTHHI'OBBIX HCCHCHOB&HHﬁ. OpraHmauI/m HCCIICAOBAHHA.

Objective of the seminar: to study the main indicators characterizing the level of brand penetration in
the product category market and its competitiveness in comparison with other brands
Learning format: discussion

Topics for discussion:
1. Marketing plan
Organization of the marketing research
Stages of marketing research.
How is the type of market research determined?
Who is responsible for market research planning and implementation?
Why is the sequence of research project stages important?
Planning the research project. Research brief. Research proposal and its oultine.
Visualization of brand performance on the market.

© o N o gk~ DN

Choosing the optimal type of research. Defining the timing for research projects.
10. Research in support of strategic marketing.

11. Research in support of tactical marketing.

12. Project strategy of marketing research. Organization of the research.



25

Tema 3. KoanuecTBeHHBIE 1 KaUeCTBEHHBIE HCCJICT0OBAHUA MPUBBIYCK U leeZ[HO‘lTeHI/Iﬁ
norpeduTeneii. Qualitative and quantitative consumer usage and attitude research

Lean 3aHaTHS: U3yduTh posb ucciaenoBanuii Usage and Attitude B omenke mpoaBkeHus: OpeHia Ha
PBIHKE KaTeropud W HAy4WThCs pa3pabarhiBaTh THIIOBBIC AHKETHI ONpPOCAa [0 MPHBBIYKAM U
[PEIIOYTEHHUSIM.

®opMma npoBeeHHs: TUCKYCCHsl, OJIUI-0Ipoc
Bormpocs i quckyccuu:
1. OcHoBHBIE 6JOKH BOIPOCOB TUIIOBOW aHKETHI 110 MPUBBIYKAM U TMPEATIOYTECHHSIM
CrpykTypa 1 nokas3areiau NoTpeOaeHuUs.
CrpyKTypa 1 nOoKa3aTeny MOKYIKH.
CtpykTypa 1 nokaszarenu OpeHnHra.
MeTtpuku 0CBEIOMIIEHHOCTH: 3HaHUE OpeHJia , CIOHTAHHOE U C MOJCKa3KON
MeTpuku npeAnoyYTeHus: ypoBeHb NpoObl OpeH1a U YPOBEHb IMOKYIKHU «Uallle BCEro»

Omnpenenenue KpUTeprueB BEIOOPA MPOIYKTa B ONPEICTICHHON KaTErOpHH.

O N o g B~ WD

[IpsiMble ¥ KOCBEHHBIE METO/IbI BBISIBICHHS BAKHOCTH KPUTEPUEB BEIOOpA B ONIPOCAX
noTpeduTene.

bruy-onpoc:

Yro Takoe CHOHTAaHHOE 3HAHUE MApKU?
Yro Takoe 3HaHUE MAPKH C NOJCKA3KOM?
Kak usmepsitorcst kinroueBble pakTopbl BoIOOpa OpeH/1a B KaTeropuu?

Kak usyuatot couuanbHo-gaemMorpaduyeckuii npodusasb norpedurenein?

o > w0 -

KakoBrsl pa3aciibl THUIIOBOM aHKETHI 110 IpUBBIYKaM U NPCAINIOUYTCHUAM HOTpe6HTeHeI>'I
HEKOTOPOU MPOLYKTOBOM KaTeropuu?

6. s 9ero ciayKUT COIMATbHO-AeMOrpaduIecKuii OJI0K BOIPOCOB B aHKETE?

7. C Kaxoil [ebI0 B aHKETY BKJIFOUAIOTCS BOIPOCHI O MeUa MPEANOYTEHUSIX oTpeduTeneii?
Objective of the seminar: explore the role of Usage and Attitude research in evaluating a brand's
promotion in a category market and learn how to design sample survey questionnaires on habits and
preferences.

Learning format: discussion, express-survey
Topics to discuss:
1. Main sections of typical usage and attitude questionnaire

Consumption pattern and indicators.

2
3. Purchasing behavior pattern and indicators.
4. Branding structure and indicators.

5

Awareness metrics: brand awareness , spontaneous and prompted awareness
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6. Brand preference/ association: brand trial, brand purchased most often.
7. Defining the consumer choice criteria in the certain product category.

8. Direct and indirect methods to reveal importance of choice criteria via consumer survey.

Questions for express survey:

o & w0 DN PE

What is spontaneous brand awareness?

What is prompted brand awareness?

How to evaluate key brand choice factor in a product category?

How is the consumer socio demographic profile studied?

What are the typical sections of the usage and attitude questionnaire for purchasers of a certain
product category?

What is the purpose of including socio demographic questions into the survey questionnaire?
What is the purpose of including questions about consumer media preferences into the survey

questionnaire?

Tema 4. IlnannpoBaHue MAPKETHHIOBOI0 MCCJIeI0BAHUS CXeMbI IOTPEOUTEIHLCKOI0

BbIOOpa. Planning the consumer choice research project

Hennb 3aHATHS: BHIPAOOTATh y CTYACHTOB HABBIKM MPUMEHEHHsS OCHOBHBIX METO/IOB HCCIICIOBAHMS
MO3UIIOHUPOBAHUS OpeHIa.

dopma mpoBeaeHusi: codecenoBaHUe, OIMUI-ONPOC, 00CYKICHHE MOArOTOBICHHBIX HAYYHBIX TEKCTOB
(moxIaoB, pedeparon).

Bonpocul ona uzyuenus u oocyscoenus:

1.
2.

© N o g &

Bunsl xapT BoCcipUsATHS.

Awnanu3 cootBercTBHs (COrrespondence analysis).

Brand Promise — wuccriemoBarenbckas TEXHOJIOTHS IMO3UIIMOHHUPOBAHUS OpeHJa Ha OCHOBE
aHaJIN3a HCYJAOBJIICTBOPCHHBIX HOTpe6HOCTeI71 B KaTreropmuu

KiroueBble 6peH,£[BI B KaTCTOpHUH. HCCJ‘ICI{OB&HI/I}I KOHKYpCHIIMU 6peHI[OB.

[TocTpoenue kapT BocIpUATHS B popMaTe Kau€CTBEHHBIX UCCIIEIOBAHUM.

[TocTpoenue kapT BocripusTHS B popMaTe KOJUUECTBEHHBIX UCCIIEIOBAHUI.

CDOpMLI BOIIPOCOB HA COOTHECCHUC CBA3U 6peH,£[-anI/I6yT B CO3HAaHUH HOTpe6I/ITeJ'I}I.
I/ICCJ'IC,Z[OBaHI/IC KOHKypeHTOCHOCOGHOCTI/I 6peH,Z[OB KaK 4YaCTb KOHKYPCHTHOI'O aHalin3a.
O6ocHOBaHME CTPaTETUU MO3UIIMOHUPOBAHUS.

HccnenoBanuss B 000CHOBaHHE MapKETHMHTOBOM CTpaTeTMU: CETMEHTHpPOBAaHHUE, TapreTHHT,

MO3UITUOHUPOBAHUC.
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bruy-onpoc:

B yem HE0OX0AMMOCTB TOCTPOCHUS KapT BOCIIPUATHUS?

Kak ocymecTiseTcs IOCTpOEHUE KapT BOCIIPUATHSA?

Kak uHTEpIpEeTUPYIOT KapThl BOCIPUATHUSA, IIOJYyYEHHBIE C IIOMOILBIO AHAJIN3a COOTBETCTBUS?
Uro Takoe aHaIM3 OCTAaTKOB. Kak MOCTPOUTH KapTy CBOWCTBEHHOCTHU/HECBOWCTBEHHOCTH
aTpuOyTOB KITFOUEBBIM OpeHAaM.

KakoBbl KOCBEHHBIE METO/IbI OLEHKH Ba)XKHOCTU (aKTOPOB BbIOOpa OpeHaa B kareropuu. Yro
Takoe Jlxakkapa-aHaiaus?.

Kak moctpouTh KapTy KOHKYPEHTHBIX IPEeUMyIIecTB OpeHa?

Objective of the seminar: to develop students' skills in applying the main methods of brand positioning
research.
Learning format: discussion, brief survey, discussion of prepared scientific texts (reports, abstracts).

Topics for the discussion:

1.
2.

© N o g &

o ~ W e

o

Types of perceptual maps.

Correspondence analysis.

Brand Promise — standardized research methodology of brand positioning based on the analysis
of unmet needs of category consumers

Key brands in the product category. Studies of brand competition.

Building perceptual maps via qualitative research.

Building perceptual maps via quantitative research.

Survey questions to relate brands to attributes as per the consumers’ view.

Study of brand competitiveness as part of competitive analysis. Justification of the positioning
strategy.

Research to support marketing strategy: segmentation, targeting, positioning.

Brief survey:

What is the purpose of building the perceptual maps?

How are the perceptual maps built?

How to interpret brand perception maps obtained via correspondence analysis?

What is analysis of residuals. How to build the map of intrinsic attributes to competing brands.
What are indirect methods of evaluation of importance of choice criteria in a product category.
What is Jacquard analysis?.

How to build a brand competitive advantage map?
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Tema 5. I/IHCprMEHTapI/Iﬁ KOJUYECTBCHHOI'0O HCCJICI0BaAHUA (l)aKTOPOB MOKynaTeJIbLCKOro

BbIOOpa. Quantitative research tools for evaluation of consumer choice factors

Heas 3aHsATHA: U3y4UTh OCOOEHHOCTH OpraHU3allUM, IPOBEACHUS M UHTEPHPETALUN JaHHBIX
ucciIeJ0BaHUi (PakTOPOB MOKYIATEILCKOTIO BEIOOpA.
®opma npoBeeHus: codecej0BaHNE, OJIHMII-ONPOC Ha CEMUHAPE

Bonpocul ons uzyuenus u oocyacoenus:

1.

2
3
4.
5

TectupoBanue B popmare KOJINIECTBEHHBIX UCCIIETOBAHUMA.

TectupoBanue B popmMare KaueCTBEHHBIX UCCIICAOBAHHM.

OcHOBHBIE TapaMETPBI BOCTIPUATHUS KOHLICTILIAH.

HopmaruBHas 6a3a napaMeTpoB BOCIIPUSTHSL.

[IprMeHeHrne KaueCTBEHHBIX U KOJIMYECTBEHHBIX METOI0B TECTUPOBAHNUS B 3aBUCUMOCTH OT
CTaauH pa3padOTKU M KOJIMYECTBA TECTUPYEMBIX BEPCUH.

CxeMbl TeCTUPOBAHUS IPU HAJTMYUHU HECKOJIBKUX 00pa3ioB. Heo6xoaumMocTs poTanuu.
MoHazHas cxema TeCTUpOBaHUs NPoaAyKTa (KoHUenuu). Ee npeumyIiecTBa 1 HE1OCTATKH.

ITocnenoBaTenprHass MOHAHAS CXeMa TECTUPOBAHUS ITPOAYKTA (KOHI_ICHI_[I/II/I). Ee
NpeuMynieCTBa 1 HEJOCTATKH.

[Tapuoe cpaBuenue. [IpenmyriecTBa u HEAOCTATKU IO CPABHEHHUIO C MOHATHOW WU

MocJIe0BaTeIbHOM MOH&I[HOI71 cxeMon TCCTUPOBAHMUA.

bruy-onpoc:

1.
2.

© N o o

Kakwue BUIbI OITPOCOB MPUMEHSIOTCS ITPU TECTUPOBAHUU?

YeM 0oTIIMYAIOTCS KAY€CTBEHHBIE TECTHI OT KOJIMYSCTBSHHBIX ?

B uem npeumMynecTBa U1 HEAOCTATKU KAYCCTBCHHBIX MCETOAOB IPU TECCTUPOBAHUHU IIPOAYKTA

WU KOHIIEMIINN?

B uem npeuMyneCTBa 1 HEJOCTATKHN KOJIMUCCTBCHHBIX MCTOAOB IIPU TECCTUPOBAHUHN ITPOAYKTA

IV KOHLIEIIAN?

Yro Takoe HOpMaTHBHas 06a3a mapaMeTpoB TECTUPOBAHUS?

OX&paKTepHSYﬁTC OCO6CHHOCTI/I, npeumMynieCTBa U HEAJOCTATKU XOJUJI-TCCTA.

OxapakTepu3yiite 0COOEHHOCTH, IPEUMYIIECTBA U HEJJOCTATKA XOYM-TECTa.

OmnpocHblif MeTo1 u3MepeHus OpeHa-haxkTopa

Objective of the seminar: to study the features of organizing, conducting and interpreting data from
studies of consumer choice factors.
Learning format: discussion, brief survey at the seminar
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Topics for the discussion:
1. Testing in a quantitative survey.
2. Testing in a qualitative survey.
3. Main parameters of perceptions of the concept.
4. Normative base of perceptions parameters.
5. Use of qualitative or quantitative testing methods at a different stages of NPD and number
of variants.
Testing schemes in case of multiple samples. Purpose of rotation.
Monadic scheme of product / concept test. Its advantages and disadvantages.

Sequential monadic scheme of product / concept test. Its advantages and disadvantages.

© o N o

Paired comparison. Advantages and disadvantages or paired comparison vs monadic and
sequential monadic scheme.

Brief survey:
1. What survey types are used in testing?
What is the difference between qualitative and quantitative tests?
What are advantages and disadvantages of qualitative approach to concept / product testing?
What are advantages and disadvantages of quantitative approach to concept / product testing?
What is a benchmark base of parameters in testing?
Please describe features, advantages and disadvantages of hall test.
Please describe features, advantages and disadvantages of hall test.

O N o ok~ w D

Survey approach to brand factor evaluation

Tema 6. Ilpe3enTanus pe3yJibTATOB HCCJIEOBAHUS CXEMbI MOTPEOUTEIHLCKOr0 BHIOOPA.
Consumer choice research report preparation and presentation
Leab 3aHATHSA: PacCMOTPETH BOIPOCHI, CBA3aHHBIC C AHAINW30M, TPE3CHTAIMEH M BU3yaln3aIuei
OIPOCHBIX JAHHBIX MPH U3YYEHUH CXEMBbI ITOKYIATeIbCKOTO BEIOOpa
®opma npoBeIeHNs: TUCKYCCHUs, OTIPOC HA CEMUHApE.
Bonpocul ona uzyuenus u oocyscoenus:
1. KadecTBeHHBIE HUCCIIEIOBAHUS CXEMBI IOTPEOUTEIBCKOTO BBIOOpa
2. Mertpuku ponu OpeHa B TOTPEOUTEITHCKOM BBIOOpE.
3. TlpaBuia mpe3eHTanny TaHHBIX KAYeCTBEHHBIX HCCIIEIOBAHUI CXEMBI TOTPEOUTEIIHCKOTO
BbIOOpa
4. TlpaBuia npe3eHTalUH JaHHBIX KOJTMYECTBEHHBIX UCCIIEIOBAHUI CXEMbI TOTPEOUTEIHCKOTO
BBIOOpA.
5. 3aBucuMocTb OpeHI-paKkTopa OT MPOTYKTOBOIN KaTeropuu

KOHWZPOJZbele eonpocsl.
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KakoBbI 0OCHOBHBIE TPEOOBAHUS K OTYETY MO KAUECTBEHHBIM HCCIICIOBAHUSAM?
OcHoBHBIE 3Tanbl HOPMUPOBAHUS OTUETA IO (HOKYC-Tpynam?

KakoBbl OCHOBHBIE TPEOOBaHUS K OTYETY 110 KOJMYECTBEHHBIM UCCIIETOBAHUAM?
Korzma npumeHstoTcs KpyroBble AuarpaMMbl TIPH ITPE3EHTALUH OTIPOCHBIX TaHHBIX ?

Kax HariisiiHo MpE€aACTaBUTh PE3YJIbTAThl OIIPOCa B Cl1yda€ HOMHUHAJIBHBIX HepeMeHHBIX?

S A

Kak HarnsaHo npeacTaBuTh pe3ysibTaThl OIpoca B Cllydae NOPSAIKOBBIX IEPEMEHHBIX ?

Objective of the seminar: consider issues related to the analysis, presentation and visualization of survey
data when studying the scheme of purchasing choice
Learning format: discussion, poll at the seminar.

Topics for discussion:

1.

2
3
4.
5

Quialitative research of the consumer choice.

Metrics of role of the brand in consumer choice.

Rules of the qualitative consumer research data presentation.

Rules of the quantitative consumer research data presentation.

Brand factor dependence of product category.

Brief survey questions:
What are main requirements for the qualitative research report?
What are the main steps of producing the focus group report?
What are main requirements for the quantitative research report?

1

2

3

4. Where are pie charts appropriate to use for presentation of survey data?

5 What is the best way for visualization of survey data for nominal variables?
6

What is the best way for visualization of survey data for ordinal or metric variables?

Tema 7. Ananu3 posiu GpeHIa B cxeMe MoTpeduTeIbCKOro Bhioopa. Analysis of the role of

brand in consumer choice scheme

]_Ie.]'ll) 3aHATUA: BI)Ipa6OTaTB Y CTYACHTOB HAaBBIKM IMPUMCHCHHA OCHOBHLIX MECTOAOB OIMPEACIICHUA
OpeHa-¢paxTopa.

dopma mnpoBeneHHsi: COOCCEOBAHUE, OIPOC, OOCYKICHHE MOATOTOBICHHBIX HAyYHBIX TEKCTOB
(moxnanos, pedeparos).

Bonpocwt ons uzyuenus u oocyscoenust:

1. Kak u3ydarb BaXXHOCTh OpeH/Ia Kak OJHOTO 13 (haKTOPOB MOKYMATEIbCKOTO BBIOOpA.

2. Yro Takoe b-cxema noTpeOUTEIHCKOr0 BeIOOpa?

3.

Urto Takoe g-cxeMa MmoTpeOuTenb»CKoro BEIOopa



AN

31

KakoB 1rana3zoH BO3MOXHBIX 3HaYeHUN OpeHI-pakTopa?

KaxoBo 3nauenue OpeH-pakTopa B b-cxeMe moTpeOuTea»CcKoro Beioopa?

KakoBo 3HaueHue OpeHi-pakropa B §-cxeme MmoTpeOuTeIbecKoro BeIoopa?

Konmponvuvie gonpocwi:

Kak npoucxoIut riaHupoBaHKUE HCCIICA0BAHMUS IOTPEOUTENICH C BBISBICHUEM OpeH I-(pakTopa?

[lpuBeauTe mnpUMEp CHTYAIMW/TIPOAYKTOBOW KaTeropuu ¢ mpeodiagaHueM b-cxembl
noTPeOUTENHCKOTO BEIOOpa?

[lpuBeauTe MNpHUMEp CHTYAlUU/TIPOAYKTOBOW KaTErOpUM C MpeoOsialaHueM (-CXeMbl
noTpeOUTENHCKOTO BEIOOpa?

KaxoBo BimsiHuE caliTOB-arperaTopoB Ha pojib OpeHaa B MOTpeOUTEIbCKOM BbIOOpe?

Kak 3aBucut BbiOOp push- wim pull-crparerun mpoaBuxeHus: OpeHIa OT BEIUYMHBI OpeH/I-
(hakTopa B cxemMe MOoTpeOUTENHCKOTO BhIOOpa?

Objective of the seminar: to develop students' skills in applying the main methods for determining the
brand factor..

Learning format: discussion, poll at the seminar, discussion of prepared scientific texts (reports, essays).
Topics to be discussed:

o a s~ e

o ~ w D oE

How to study the importance of the brand as one of the factors of consumer choice.

What is b-scheme of consumer choice?

What is g-scheme of consumer choice?

What is the range of values for the brand factor?

What is the value of brand factor in b-scheme of consumer choice?

What is the value of brand factor in g-scheme of consumer choice?

Brief survey:

How is the planning of consumer research with the identification of the brand factor?

Give an example of a situation/product category dominated by a consumer choice b-scheme?
Give an example of a situation/product category dominated by a consumer choice b-scheme?
What is the impact of aggregator sites on the role of the brand in consumer choice?

How does the choice of push- or pull-strategy of brand promotion depend on the value of the
brand factor in the consumer choice scheme?

9.2 MeTtoanyeckue peKOMeHAAMH MO MOATOTOBKE MHChbMEHHBIX padoT

Hayunoe cooOmienue Ha 6a3e nokiaga Wi pedepara sBiseTcs KBaTU(PUKAIMOHHON paboToi

CTYACHTAa W IMOABOAWUT HTOI'M €ro TeOpeTI/I'-IeCKOI\/II u HpaKTI/I‘-IeCKOI\/’I IIOATrOTOBKH IIO H3y‘IaeMOI\/’I
mucuuruirHe. [Ipu moAroroBke Hay4yHOTo JIOKJIaja CTYAEHT JOJDKEH MOKa3aTh CBOM CIHOCOOHOCTU M
BO3MOYKHOCTH TI0 PELIEHHUIO pEalbHBIX MPOOJIEM, MCIOJb3Ysl MOIY4EHHBIE B Ipolecce OOydeHHs
3HaHUs. MeToanuyeckue yKa3zaHHsl MO3BOJISIOT 00eCNeUnTh €AUHCTBO TPEOOBAHUMN, MPEIbIBIIEMBIX K
COJIEp’KaHUI0, Ka4yeCTBY U O(POPMIIEHUIO MUCbMEHHBIX padoT.
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[Tpy BBINOJIHEHNU MUCHMEHHBIX PabOT UCHOIB3YIOTCSA BCE 3HAHUSA, MTOJyYCHHbIE CTY/IEHTAMHU B
XO0Jle OCBOCHMS JMCHMIUIMHBI, 3aKpEIUISIIOTCS HaBbIKM O(QOpMIICHHS pe3yJbTaTOB  yueOHO-
MCCIIEIOBATENILCKOW PabOThl; BBIABISIOTCS YMEHHUS YEeTKO (OpPMYIUpOBaTH W apryMEHTHPOBAHO
00OCHOBBIBATh MPEUIOKEHUS U PEKOMEHIAIIH 110 BEIOpaHHOMU TeMe.

Bremonnenne  paboThl  mpeAnosiaraeT  KOHCYJAbTAIMOHHYIO — TIOMOIIbL CO  CTOPOHBI
npernojasatens. B xone BbiogHEHUs pabOThI CTYJEHT JOJDKEH I0Ka3aTh, B KAKOW Mepe OH OBJaJAel
TEOPETHUYECKMMHU  3HAHUSAMM U [PAKTUYECKMMM  HABbIKAMM, HAay4YWiICsd CTaBUTh HAy4HO-
HCCIIeI0BATEIbCKUE TPOOJIEMBI, 1€1aTh BBIBOABI U 0000IATh OJTY4YEHHBIE PE3YJIbTaThI.

[ToaroroBKa MUCEMEHHOW PabOTHI UMEET HEIBIO:
® 3aKpeIUICHUE HABBIKOB HAYYHOI'O UCCIIEAOBaHUS;
® OBJIQJICHUE METOJUKOMN UCCIENOBAHMUS;
e yrIyOJieHWEe TCOPSTUUECKUX 3HAHUH B MPUMEHEHHH K KOHKPETHOMY HCCIICJIOBAHUIO;

e [IPUMEHEHHE 3HAaHUM IIPpU PEIICHUMM KOHKPETHBIX 3aJa4y  YIpPaBICHYECKOU
NEeATEIbHOCTH;

® BBIICHEHHE IOATOTOBJICHHOCTH CTYAEHTAa K CaMOCTOSITEIbHOMY PEIICHUI0 MpolieMm,
ces3aHHbIX ¢ npeametrom «IIPAKTUKYM I10 MCCIIEJOBAHUIO ITOTPEBUTEJIBCKOI'O
BBIBOPA .

Obwue mpebosanusi.

Jlist ycrienmrHoro M KadeCTBEHHOTO BBITIOJHEHUS NMHUChMEHHOW HAy4yHOW pPaOOTHI CTYIEHTY
HEe00XO0IUMO:

® UMETh 3HAHUSA 10 U3y4aeMON TUCHHUILITHHE B 00beMe nporpammsl PITY
® BJIAJAECTh METOJAMH HAYYHOT'O UCCICIOBAHUS;

® yMETh HCIIOJIb30BaTh COBPEMECHHBIC CPEJCTBA BBIYMCIUTEIBLHOW TEXHHUKH, B TEPBYIO
ouepelb TEPCOHANBHBIC KOMITBIOTEPBI KaK B TIPOIECCE BBIOJIHEHHS, TaK M B IPOIECCEe
opopmiieHus padoTHI;

e CBOOOJHO OPHEHTUPOBATHCA IMpPU MOJOOPE PA3TUYHBIX MCTOYHUKOB HH(OpPMALUU U
yMeTh paboTaTh CO CHEeNMaIbHOIN JTUTepaTypoii;

® yMETh JIOTUYHO, TPAaMOTHO U HAay4YHO OOOCHOBAaHHO (POPMYJIUPOBATH TEOPETUUYECKUE U
MIPAKTUYECKUE PEKOMEHIALNH, PE3YJIbTAThl aHAIN3A;

e kBaMU(UIUPOBAHHO O(OpMIATH  rpaduueckuii  Marepuan, WUTIOCTPUPYIOIIUN
cojiepkaHue paloThI.

SIBNsAACH 3aKOHYEHHOM CaMOCTOSTEIbHONW HAyYHO-UCCIIEI0BATEILCKONU pa3pabOTKOM CTYy/IeHTa,
MMChMEHHAas paboTa JOHKHA OTBEYaTh OCHOBHBIM TPEOOBAHUSIM:

1. AKTyanbHOCTbH TEMBI UCCIIEOBAHHUS.

2. IlpenmeTHOCTb, KOHKPETHOCTh U OOOCHOBAHHOCThH BBIBOJIOB O COCTOSIHUM pa3pabOTKU
MIOCTaBJIEHHOM MPOOJIEMBI.

3. CoorBercTBUME YpOBHS pa3pabOTKU TEMbl COBPEMEHHOMY YPOBHIO HAay4YHBIX
pa3paboTOK, METOJAMYECKUX TOJIOKEHUNW M PEKOMEHAAINi, OTPaKEHHBIX B COOTBETCTBYIOIICH
JIATEpATYypE.

Hpe)]naraeMaﬂ CTyACHTaM TCMaTHUKa pa60T SIBJISICTCA HpHMepHOﬁ 1 HE HCKJIIHYAE€T BO3MOXHOCTH
BBITOJIHEHUST Pa0OTHl MO TMpolsieMe, MPEeAOKEHHBIM CTyneHToM. llpu 3ToM Tema noibkKHA OBITh
coriacoBaHa ¢ pykoBoauteneMm. [Ipu BbiOOpe TeMbl HEOOXOAMMO YUWTHIBaTh, B KakoH Mepe
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paBpaGaTBIBaGMBIC BOIIPOCHI o0ecreUYeHbI HCXOJAHBIMH JaHHBIMH, JIATCPATYPHBIMU HWCTOYHUKAMU,
COOTBCTCTBYIOT HHAWBUAYAaJIbHBIM CITOCOOHOCTSAM U HHTEpECaM CTYACHTA.

Tpebosanus k cooepaicanuio u CmpyKmype mekcma

[Ipensaraemass mpuMepHass TeMaTMKa  OXBAaThIBACT WIMPOKUNA Kpyr BompocoB. I[losatomy
CTPYKTypa KaxJ0i pabOoThI IOJDKHA YTOUHSATHCS CTYISHTOM C MPEMOoAaBaTelieM, HCXO/I U3 HayJHBIX
HMHTEPECOB CTYJIEHTa, CTENICHH POPa0OTAHHOCTH JAaHHOM TEMBI B JIUTEepaType, HaIW4Yus uHpopmanuu
U T.II.

Opnako KakJasi MUCbMEHHasi HaydHas padoTa JOJIKHA UMETh:
- TUTYJIbHBIU JIUCT;
- OIJIaBJICHUE;
- BBEJCHHE;
- TJIaBBI W/WiK naparpadsr;
- 3aKJIIOYECHHUE;

- CITMCOK HUCIIOJIb30BAHHBIX HMCTOYHHKOB H JIMTCPATYPHI.

9.3 UHble MaTepHuaJIbl

MeToauueckue PEeKOMEHIANHA JJIsI CaMOCTOSITEIbHOI paGOTI)I CTYAECHTOB

CamocrosiTenbHas paboTa sIBJISETCS OAHUM U3 BUIOB YUeOHbIX 3aHATUH. Llenb
CaMOCTOSATENILHOIN paboThl — MPAKTHYECKOE YCBOCHUE CTYACHTAMU BOIIPOCOB pa3pabOTKH CTpaTeruit
MIOBEJICHUSI PHIHOYHBIX ar€HTOB HA OCHOBE 3HAHUS OMOJOrMYECKUX OCHOB SKOHOMUYECKOTO ITOBE/ICHUS
MHJUBUAYAJIBHBIX U IPYNIOBLIX IOTpEeOUTENEH.

Ay,Z[I/ITOpHaSI CaMOCTOATCJIbHAsA pa60Ta IO AMCHUIITIMHEC BBIIIOJIHACTCA Ha y‘Ie6HBIX 3aHATUAX
oA HEIMOCPCACTBECHHBIM PYKOBOACTBOM IMPETIOAABATCIIA U 110 €0 3a1aHUTO.

BHeay,I[I/ITOPHaSI CaMOCTOATCIIbHAA pa60Ta BBITIOJIHACTCS CTYACHTOM 110 3aIaHUTO
npenoaaBareisd, HO 0e3 ero HEMMOCPCACTBCHHOI'O y4aCTHUs.

3aga4n caMOCTOATEILHOM Pa0dOTHI CTY/ICHTA!

- pa3BUTHE HAaBBIKOB CAMOCTOSATEIbHON yUeOHOM paboThI;

- OCBOECHHE COJIEP’KAHUS JUCIUILINHBL,

- yrayOreHne colep KaHus U OCO3HaHNE OCHOBHBIX NOHATUN AUCIUIIINHBL;

- UCTIOJIb30BAHUE MaTepraa, COOPaHHOIO U MOJYYEHHOTO B X0JI€ CAMOCTOATENIbHBIX 3aHATHH
11 3 (HEKTUBHON MOATOTOBKU K SK3aMEHY.

Bujabl BHEAyTUTOPHOI CAaMOCTOATENbHOI PadoThI:

- CaMOCTOATECIIbHOC U3YUCHUC OTACIBbHBIX TEM AWCHUILINHBI;

- IOArOTOBKA K II0JIEBOMY UCCIIEIOBAHUIO, TBOPYECKUM TUIIOBBIM 3aJaHUSM;
- BBITIOJTHCHUE JOMAITHUX BaJIaHI/Iﬁ 110 3aKpPCIJICHUIO TEM.

I[J'I}I BBIIIOJIHEHUS JTF000T0 BHJIa CAMOCTOSTEIIHLHOMN pa6OTLI HCO6XO,Z[I/IMO HpOI>'ITI/I CJICAYIOIIHUC
OTaIllbI:

- OIIpCACIICHUEC L CIIN CaMOCTOSTEIbLHOMN paGOTBI;

- KOHKpE€TU3anus IM03HABaTCIILHOM 3aJa4u,
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- CaMOOIIEHKa TOTOBHOCTH K CAMOCTOSITEIbHON padoTe;
- BBIOOD aJIeKBaTHOT'O CI0c00a JeCTBHS, BEIYILEro K PEIICHUIO 3a/1a4H;
- IJTAaHUPOBAHUE PAOOTHI (CAMOCTOSITEILHOM MITH C TIOMOIIBIO TIPETIOAaBaTeNs) HaJl 3aJaHHEM,

-OCYIIIECTBIICHNE B IIPOLIECCE BBINOJIHEHUS CAaMOCTOSITEIbHON paboThl CAMOKOHTPOJIS
(TPOMEXXYTOYHOTO ¥ KOHEUHOT0) Pe3yJIbTaTOB pabOThl M KOPPEKTUPOBKA BBITOTHEHHS PaOOTHI;

- pednekcus;

- Ipe3eHTanus padboThl.
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IIpunoxenne 1. AHHOTAITHS
paboueil mporpaMMbl JTUCIUITTHHBL

AHHOTAIIUSI PABOYEH ITPOTPAMMBI JIUCHUTLIAHBI

Jucnummna «Workshop on consumer choice research» («IIpakTHKyM IO HCCJIEI0BaHUIO
CXEMBI MOTPEOUTEIBCKOr0 BhIOOpPA HA AHTIIMHCKOM SI3BIKE») SIBISICTCS DJICKTHBHOW JMCIMIUTMHON
BapHAaTUBHOW YACTH JUCHUIUIMH y4deOHOro 1uiaHa. JluciumuimHa peanusyercs Ha (axkyabTeTe
yIpaBiieHUs Kaeapoil MapKeTHHTa.

Hesas qucuuniaunbl - OCHOBHOH IENBIO Kypca SBIsieTCsl GOPMHUPOBAHUE Y CTYICHTOB 3HAHUI
B 00JacTd MapKEeTHHTOBBIX MCCIEOBaHUI mMOTpeduTeneld, BhIPaOOTKA MPAKTUYECKHX HABBIKOB
CHCTEMHOTO YIpPAaBJICHHS NpOIecCaMH MPOABIDKEHHS OpeHJa B paMKax pbIHKA MPOIYKTOBOMH
KaTeropuu, HAYYUTh CTYJIEHTOB IIOJIb30BAaThCS MHUHUMAJIbHO HEOOXOJMMBIM MPAKTUYECKUM
WHCTPpYMEHTAapHeM, YTOOBI, paboTass B KOMIAHMHM M TOJYYHMB 3a7ady OpPTraHU3aIlMd M MPOBEIACHUS
MapKETUHTOBBIX MCCIIEJOBAHUH CXEMBl IOTPEOUTENBCKOrO BBIOOpA, CIyImIAaTedh CMOT OBl
CaMOCTOSITEJIbHO TPOBECTH JaHHYI pabdOTy ¢ MUHHMaJIbHBIMH (DHHAHCOBBIMH 3aTpaTaMu, B
MaKCUMAaJIbHO KOPOTKHH CPOK, KAUECTBEHHO U 3(P(PEKTHUBHO.

[IpakTHKyM TIO MCCIICIOBAHHIO CXEMbI TIOTPEOUTEIHCKOTO BHIOOPA SIBJISICTCS MOJIMTOHOM JUISI
0TpabOTKH HABBIKOB M YMEHUH, CBSI3aHHBIX C OMPOCHBIMU TEXHOJOTHSAMHU U3MEPEHUS TPOHUKHOBEHUS
OpeHzla B CO3HAHME MOTPEOUTENS, COBEPIIAIOINIETO CBOW MOKYNATEIbCKHI BHIOOP. MeponpusiTus B
paMKax MapKETHHTOBBIX HCCIIECOBAHUI TOTPEOHTENsI MPENNojaraloT M3y4eHHE BCEX JIIEMEHTOB
BHCIIHEH ¥ BHYTPCHHEH Cpelbl MPEIIpPUATHS, HW3YUYCHHE MEXaHW3MOB TMPHHSATUS PEIICHUH
notrpeduTeneM, aHaiu3 U 00pabOTKY MOIYYEHHBIX JAaHHBIX O (PAKTOpax IMOKYMAaTEeIbCKOTO BBHIOOPA,
nouck Haubonee 3P EeKTHUBHBIX CcMOCOO0B U pa3pabOTKy pPEKOMEHJAIUi IO  YCHIICHUIO
MapKETUHTOBBIX MEPOIIPUATHH I10 MOAIEPIKKE MPOJBIKEHUS OpEeH/Ia 1IeTI€BOI ayIUTOPHH.

3agauyu AUCHUILINHBI

. O3HAaKOMJIEHHUE CTYACHTOB C OCHOBHBIMM IOHSATHSIMH B 00JIaCTU MapKETHHIOBBIX
UCCIIeIOBaHUM OTpeduTeNneil, ux BUgaMu;

. (dbopMHpOBaHHE HABBIKOB HCIIOJIB30BAHMSI METOJOJOTHH W METOJ0B MapKETHHIOBBIX
HCCIIeIOBaHMI MOTpeOuTeneit;

. oOyueHue cnenupuke MPUMEHEHNs Pa3IUYHbIX BUJIOB MapKETHMHIOBBIX MCCIIEIOBAHUI
IUIsL aHAJIM3a CXEMBI OTPEOUTENBCKOTO BBIOODA;

. (hopMHpOBaHNE HABBIKOB MPUMEHEHUSI METO/I0B 00pabOTKH MH(pOpMaIK, OTy4YEHHOU
B XOJI€ TPOBE/ICHUSI MAPKETUHIOBBIX UCCIIEIOBAaHUN CXEMBI TOTPEOUTENHCKOTO BEIOOPA;

. 03HaKOMJIEHHE C METO/I0JIOTHeN n3mMepeHust opena-paxkropa;

. MOJIFOTOBKA CIELUAINCTOB, CIIOCOOHBIX, HA OCHOBE MOJYYEHHbIX 3HAHUN, TBOPUECKU U

ONEpaTUBHO INPUHUMATh OOOCHOBAHHBIE PELIEHHS IO BOMPOCAM MAPKETUHIOBBIX HCCIEAOBAHUN
noTpeOuTeNneil ¢ y4eToM CTpaTeruu pa3BUTUS OpraHU3alMy (IPEATPUSTHSA).

PesyabTaTnl 00yueHus
3HaTh:
1. npUHUMIIBI U METOJIbI TPOBEAECHUS MAPKETUHIOBBIX UCCIIEAOBAHUM MOTPEOUTEIBCKOTO BHIOODA;
2. TIPUHIMITBI U METO/IbI H3MEPEHHUS POJIA OpeH/ia B TIOTPEOUTEITHCKOM BBIOODE;
Ymers:
1. onpenensaTh 3a1a4M MApPKETHHTOBOTO UCCIIEIOBAHHS, TIPOBECTH aHATTMTUIECKYIO paboTYy,
MOJITOTOBUTH BBIBOJIBI M PEKOMEHIAIINH Il OU3HEC-pelIeHu i
2. ompenensats OpeHI-GpaKTop ik KOHKPETHOU IeTICBON ayAUTOPUH TIPH MPOIBIKEHUHN TOBAPOB
WIH yCITYT
Baaners:
1. HaBbIKaMM HUCHOJIB30BAHUS TEXHOJIOIMHA MapKETUHIOBOTI'O UCCIIEIOBAaHUS U aHAIHM3a
MOTPeOUTENHCKOrO BhIOOpa
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2. HaBBIKAMU HCIIOIH30BAHUS OMPOCHBIX TEXHOJIOTHIA /IS KOJTMYECTBEHHOU OIICHKH poJik OpeHaa
B CXeMe MOTPeOUTETHLCKOTO BBIOOpa
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ABSTRACT OF THE DISCIPLINE

The discipline "Workshop on consumer choice research” is an optional discipline of the
variable part of the disciplines of the curriculum. The discipline is implemented at the Faculty of
Management, Department of Marketing.

The purpose of the discipline - The main goal of the course is to develop students' knowledge
in the field of marketing research of consumers, develop practical skills for system management of
brand promotion processes within the product category market, teach students to use the minimum
necessary practical tools so that, working in a company and having received the task of organizing and
conducting marketing research of the consumer choice scheme, the student would be able to
independently carry out this work with minimal financial costs, in the shortest possible time,
efficiently and effectively.

The workshop on the study of the consumer choice scheme is a testing ground for developing
skills and abilities related to survey technologies for measuring the penetration of a brand into the
mind of a consumer making his purchasing choice. Activities within the framework of consumer
marketing research involve the study of all elements of the external and internal environment of the
enterprise, the study of consumer decision-making mechanisms, the analysis and processing of the data
obtained on the factors of consumer choice, the search for the most effective ways and the
development of recommendations for strengthening marketing activities to support the promotion of
the brand of the target audience.

The course objectives:

» familiarization of students with the basic concepts in the field of marketing research of
consumers, their types;

« formation of skills in using the methodology and methods of consumer marketing research;

* training in the specifics of applying various types of marketing research to analyze the scheme
of consumer choice;

« formation of skills for applying the methods of processing information obtained in the course
of marketing research of the consumer choice scheme;

« familiarization with the brand factor measurement methodology;

» training of specialists capable, based on the acquired knowledge, creatively and promptly
make sound decisions on consumer marketing research issues, taking into account the organization's
(enterprise's) development strategy.

Learning outcomes

Know:

1. principles and methods of conducting marketing research of consumer choice;

2. principles and methods for measuring the role of a brand in consumer choice;

Be able to:

1. determine the objectives of marketing research, conduct analytical work, prepare conclusions
and recommendations for business decisions

2. determine the brand factor for a specific target audience when promoting goods or services

Own:

1. skills in using marketing research technologies and consumer choice analysis



