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1. MosicuuTeNLHAA 3alIHCKA
1.1. Heanb u 320294 AUCHUILIHHBI

Heap aucummiamubl - OCHOBHOM LENbI0 Kypca ABiseTCs (OpMHpOBaHHE Yy CTYACHTOB 3HAHUN B
00JIaCTH MapKETHHIOBBIX HCCIIEJOBaHUN TMOTpeOuTeneld, BbIpAOOTKAa NPAKTUYECKUX HABBIKOB
CHUCTEMHOIO YINpaBJeHHs IMpolieccaMu TMPOJABIKEHHsS OpeHJa B paMKax pbIHKa IPOJTYKTOBOU
KaTeropuu, HAY4YUThb CTYIEHTOB IIOJIb30BAaThCSI MHHHMAJIbHO HEOOXOAMMBIM IMPAKTHYECKUM
MHCTpYMEHTapueM, 4ToObl, paboTas B KOMIIAHMM U TOJYYHB 3a/ady OpPraHU3allMd U TMPOBEACHUS
MapKETUHTOBBIX HMCCIIEJOBAHUN CXEMBl TOTPEOMTENBCKOrO BBIOOpA, CIymaTelb CMOT OBl
CaMOCTOSITENIbHO TIPOBECTH JAaHHYIO paboTy ¢ MHUHHUMaJIbHBIMA (PUHAHCOBBIMU 3aTpaTamMH, B
MaKCHUMAaJIbHO KOPOTKHH CPOK, KAUeCTBEHHO U 3(P(PEKTUBHO.

[IpakTuKyM 1O HCCIEAOBAHUIO CXEMbl IMOTPEOUTENHCKOTO BHIOOpA SBJIAETCA IOJUTOHOM JUIS
0TpaOOTKH HABBIKOB M YMEHHH, CBSI3aHHBIX C OMPOCHBIMU TEXHOJIOTUSMHU U3MEPEHUS TPOHUKHOBEHUS
OpeHZa B CO3HaHHE MOTPEOUTEINsI, COBEPILIAIOLIETO CBOIl MOKYMaTelabCKUil BbIOOp. MepompusaTtus B
paMKax MapKETHHTOBBIX MCCIIEJOBAHUN TOTPEOHUTENs MPEAINONaraloT M3y4eHHE BCEX 3JIEMEHTOB
BHEIIHEH ¥ BHYTPEHHEH Cpeabl MPEANPUSATHS, H3YyUYEHHE MEXAaHU3MOB MPHUHITHUS pEIICHUN
notrpeduTeneM, aHaiu3 U 00padOTKY IMONYyYEeHHBIX TAaHHBIX O (PaKTOpax IMOKYMaTebCKOTO BBHIOODA,
nouck Haubonee d(PDEeKTHBHBIX cmoco00B U pa3pabOTKy pPEKOMEHIAUH 10  YCHICHHIO
MapKETUHTOBBIX MEPOIIPUATHH T10 MOAIEPIKKE MPOJBIKEHUS OpEeH/Ia 1IeTI€BOI ayAUTOPHH.

3agauM JUCHMIIMHBI

. 03HAKOMJICHHE CTYACHTOB C OCHOBHBIMH MOHATHSAMHU B 00JIaCTU MaPKETHHTOBBIX
UCCIIeIOBaHMM MOTpeOuTenei, ux BUAaMH;

. (dhopMHUpOBaHKE HABBIKOB UCIIOJIb30BaHUSI METOI0JIOTUU U METOI0B MAPKETHHT OBBIX
HCCIICI0BaHUI TIOTPEOUTEIICH;

. oOydeHne crenu(puKe IPUMEHEHUS PA3INIHBIX BHIOB MAPKETHHTOBBIX HCCIICIOBAHUHN JIIIst
aHaJlM3a CXeMbl OTPEOUTEIHCKOTO BHIOOPA;

. (dhopMUPOBaHNE HABBIKOB MPUMEHEHHS METOA0B 00pab0oTKM MH(POPMAITUH, TIOTYICHHON B XO/C
MIPOBEICHUSI MAPKETUHTOBBIX MCCIIEIOBAHUN CXEMBI TOTPEOUTENBCKOTO BEIOODA;

. 03HAaKOMJICHHE C METO0JIOTUEH u3MepeHus: OpeH-(hakTopa;

. MOJTOTOBKA CIEI[HAIMCTOB, CIIOCOOHBIX, HA OCHOBE TOJyUEHHBIX 3HAHUH, TBOPUECKU U

OIepaTUBHO MPUHUMATh 0OOCHOBAHHBIE PEIICHHUS 10 BOIIPOCAM MapKETHUHIOBBIX UCCIIEAOBAHUN
noTpeOuTeNneil ¢ yueToM CTpaTeruu pa3BUTUSL OpraHU3alMy (IPEATPUSTHSA).

1.2. Hepeqeﬂb IVIAHUPYEMBIX PE3yabTaTOB oﬁyqenml o TMCHUMIIJIMHE, COOTHECCHHBIX C
HHIUKATOPpAMM JOCTHXKCHUSA KOMIIeTeHIInii

KoMmnerenuus Nuauxaropsl Pe3yabTaThl 00yueHust
(Ko 1 HAMMEHOBaHUE) KOMIIeTeHIU
(K01 ¥ HANMEHOBAHUE)




IIK-1. Cnocoben
npoeoounv
MapKkemuHzo8vle
uccne008anus u
MAPKEMUH208bll AHAIU3

1IK-1.1. Paspabamvieaem,
opeanuzyem u nposooum
MapKemuHaosble
uccnedosanus

3Hamb. TPUHIIKAIBI K METOJIBI
NPOBEJCHUS MapPKETHHTOBBIX
UCCIIEIOBAaHH TOTPEOUTETHCKOTO
BBIOOPA,

Ymemn: onpenenars 3a1a4u
MapKETHHTOBOT'O HCCIIEA0BAHNS,
MPOBECTH aHATTUTHUYECKYIO padoTy,
HOJTOTOBHUTH BBIBOBI M PEKOMEH AN
JUtsl OM3HEC-peLIeHUM

Bnaoems. HaBBIKAMH UCTIOJIb30BAHUS
TEXHOJIOTUH MapKETUHTOBOTO
UCCJICJOBAaHHS U aHAIIN3a
NoTPeOUTENHCKOTO BBIOOpA.

IIK-2. Cnocoben
Peanuzo08uleams QyHKYUU
KOMNJIEKCHO20
MapKkemuHaa opeaHu3ayuul

1IK-2.4. Ocywecmensem
peanuzayuro cmpamezuu
NPOOBUNCEHUS MOBAPOS
(venye) opeanuzayuu

3Hamb: IPUHIUIIBI U METOIBI
U3MEpEeHus posiu OpeH/a B
OTPEOUTETHLCKOM BBIOOPE;

Ymemow: onpenensate 6peHa-hakTop

JUIS1 KOHKPETHOM LIEJIEBOU Ay JUTOPUH
IIPY NIPOJIBUYKEHUH TOBAPOB UJIU YCIIyT
Braoemw: HaBBIKaMU HCIIOJIb30BaHUS
OIPOCHBIX TEXHOJIOTUH U1
KOJINYECTBEHHO! OLEHKHU poJiu OpeHja
B CX€M€ MOTPEOUTEIBCKOT0 BEIOODA.

1.3. MecTO AuCHUNJIMHBI B CTPYKTYpe 00pa30BaTe/JIbHO MPOrpaMMbl

OnextuBHas aAucuumiuHa «l[IpakTHKyM 1O HCCIEIOBaHUIO TOTPEOUTENHCKOIO BbIOOpa»
OTHOCHUTCSI K 4acTH, (hopMUpyeMOl ydacTHHMKaMH OOpa30BaTeNbHBIX OTHOIIEHHH OJoKa JUCHUIUINH
y4eOHOro IJjiaHa.

Jlis OCBOGHMS JAMCLUIUIMHBI HEOOXOAMMBI 3HAaHUS, YMEHUS U BIAJCHUs, CHOPMHUPOBAHHBIE B
XO0JIe M3y4YeHHUs CIENYyIOIMX AWCUMIUIMH W MPOXOXKAEHMs MNpakTuk: BBeaenue B mnpodeccuro,
Coumonorusi, MHpopmanmonuslii  MeHemkMmeHT, [loBenenue  morpeburteneil, MapkeTuHr,
MapkeTHHroBbIE HCCIIEI0BaHUsA, bpeHI-MEHEKMEHT.

B pesynbTare ocBOeHMS IUCLUUIUIMHBL (M0OYas) (HOPMUPYIOTCS 3HAHUS, YMEHHsS M BIaJICHUS,
HEOOXOUMBIE JUIsl U3Y4EHHUs CIEAYIOUIMX TUCHUIUIMH U MPOXOKICHHS MPAKTUK: YTpaBlIEeHUYECKOE
KOHCYJIbTUpOBaHue, [IpenaunioMHas pakTuka.

2. CTpyKTYypa AUCHMIIUHBI

06111351 pr;lOéMKOCTB JUCHUIIIIMHBI COCTABJIACT 2 3.€C., 72 AKaJICMHUYCCKUX 4aCOB.




CTpyKTypa AMCIMILIMHBI 1JIs1 04HOH GopMbl 00yUeHust

O0pveM pucuuIIMHBL B (hopMe KOHTAKTHOM paboThl OOydaroHmMXCsl C MeJarorn4ecKuMu
paboTHHKaMu W (WIM) JHIIAMHU, TPUBJICKAEMbIMH K pealu3alii 00pa3oBaTEeIbHON MPOrpaMMbl Ha
UHBIX YCIIOBUSIX, TP ITPOBEACHUH YUEOHBIX 3aHATUI:

Cemectp | Tum yueOHBIX 3aHATHI KonnuectBo
4acoB
7 Jlexuun 12
7 CemuHapbl/J1a00paTOpHBIE PAOOTHI 14
Bcero: 26

O0beM nucHMIUIHHBI (MOIYJIS) B (hOpME CaMOCTOSITEIbHON PabOThl 00YYAIOIUXCS COCTABIISET
46 akaIeMHUUYECKUX YACOB.

CTpyKkTypa IMCUMIJIMHBI JIS 04HO-32049HOI opMbI 00yUeHMsI

O6bem guctuIiuHbl B (OpME KOHTAKTHOM pPabOThl 0OydYaromuxcsi ¢ TMeAarormiecKuMu
paboTHuKaMu | (WJIK) JHUIAMH, TPUBIEKaEMBIMH K peaju3aluu 0O0pa3oBaTENbHON MpOrpamMMmbl Ha
MHBIX YCIIOBUSIX, IPU MTPOBEICHUH YICOHBIX 3aHSATHH:

Cemectp | Tum yueOHBIX 3aHATHI KonnuectBo
4acoB
8 Jlexum 4
8 CeMuHapbl/1a00paTOPHBIC PAOOTHI 12
Bcero: 16

O6beM aucUUIUTUHBL (MOyJis) B hOpME CaMOCTOSITENIbHON paboThl 00YYAIOIIHUXCS COCTABISET
56 akaleMHYECKUX YacoB.

The total labor intensity of mastering the course is 2 credit units., 72 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 8
5 Seminars/ Laboratory works 20
Total: 28

The volume of the discipline (module) in the form of independent work of students is 44
academic hours.

The structure of the discipline for part-time education

O6bemM guctUIIMHBI B (GOpME KOHTAKTHOW pPAabOThI OOyYaromuxcs ¢ TeAaroruaecKuMu
paboTHUKaMu ¥ (WIK) JHUIIAMH, TPUBIEKaEMBIMH K peaau3aliu 0Opa3oBaTENbHON MpPOrpamMMbl Ha
WHBIX YCJIOBHSX, IPH MTPOBEICHUH YICOHBIX 3aHITHIMA:

Term Learning format Number of
hours




5 Lectures 8
5 Seminars/ Laboratory works 18
Total: 26

The volume of the discipline (module) in the form of independent work of students is 46
academic hours.

3. Conep:xxaHue TUCUUILTAHBI

Paznen 1. MapkeTuHIroBbIe HCCI0BAHUS MOTpeOUTE e

OcCHOBHBIC TEPMHHBI U ONPEIEICHUS: PBIHOK, OM3HEC — cpela, KOHKYPEHTHI, MOTpeOUTENH,
CEerMEHTAIUs1, EMKOCTb PhIHKA, 1I€JIeBask ayJUTOpHs, TUIIBI peIHKOB, B2C, B2B, nccienoBanus pelHka 1
npyrue. MapKeTHHIOBBIE UCCIICOBaHMS, eI © 3aJadyd uXx npoBeacHus. Kiaccupukanus
MapKETHHTOBBIX HCCIICIOBAaHUH IO Pa3IMYHBIM OCHOBAHHSIM.

OCOOCHHOCTH MAapKETHHIOBBIX HCCIEOBaHUN moTpeOuTeneil. 3agauyl MapKETHHTOBBIX
HCCIIE0BAHUIN TTOTPEOUTEIICH.

KaOuHeTHBIC, KaYeCTBCHHBIC M KOJIMYECTBCHHBIC UCCIIeoBaHus. VX pob, 3a/1a4i, OCHOBHBIC
dhopmatsl.

HeoOxomuMocTh TpoBeeHUST MapKETHHIOBBIX HCCIIeoBaHM morpeduteneii. [IpoBenenune
UCClleIoBaHUM  moTpeOuTeneil COOCTBEHHBIMM CHJIaMH. MapKeTHHIOBBIE HCCIIE0BATENIbCKUE
kommanuu. OOmas XapakTepUCTHKa HCCIIEOBATENbCKOTO phiHKa B Poccum. JlocTtomHCcTBa M
HE/IOCTaTKU pPa3IMYHbIX BAPMAHTOB OpraHu3aluu HccienoBaHuil. IlpuHsaTne Ou3HEc-peleHHN ¢
Y4ETOM pe3yJbTaTOB MAapKETUHIOBBIX MCCIIEOBaHUI noTpeduTeneid. MapKeTUHIOBbIE UCCIIEIOBAHUS
KaK cTarhs OlojpkeTa MapkeTHHra npenanpustus. bpu¢ Ha wuccrnepmoBanue. Ilpennoxenue Ha
IIPOBEJICHUE MCCIENOBAHUA U €TI0 CTPYKTYpa.

Pa3nesn 2. MeTpuku nNpoJABU:KeHNsI OPEH/I0B B paMKAaX MPOAYKTOBOIi KAaTeropuu

ba3oBble TMMOKaszareiay MPHUCYTCTBUS OpeHIa Ha PBIHKE KaTEeropuu. METpUKH KOHKYPEHTHBIX
no3uiuii OpeHaa.

[IpodpunupoBanne ueneBoit ayautopun. McciaemoBaHusi MO CerMeHTAIMU MOTPEOUTENEH B
pamKax 00O0CHOBaHUS CTPATETUU.

[Tonsitne mozunmonupoBanusi. KirtoueBsie OpeH bl B Kateropuu. [locTpoeHne kapT BOCIIPUSATHUS
B (popmare kauecTBEeHHBIX HccleaoBaHui. [locTpoenune kapT BocpusTHs B popMaTe KOTUIECTBEHHBIX
uccneaoBanuii. opMbl BOMPOCOB HA COOTHECEHUE CBS3M OpeHA-aTpuOyT B CO3HAHUU MOTPEOUTEII.
Anamus cootBercTBHii (Correspondence analysis). ANTOpUTMBI MHTEpPIpETAIIMH KapT BOCIPHUATHSA,
MOJIy4aeMbIX C TIOMOIIBIO aHajdM3a COOTBETCTBUS.  AHAmU3 OCTaTKOB M TIIOCTPOCHHE KapThl
CBOMCTBEHHOCTH/HECBOMCTBEHHOCTH aTPHOYTOB KIIFOUEBBIM OpeH 1aM.

HccnenoBanne KOHKYPEHTOCIIOCOOHOCTH OpEHJOB KaK YacTh KOHKYPEHTHOTO aHalu3a.
O6ocHOBaHME CTPATETUU MO3UIIMOHUPOBAHUS.

KocBenHble MeTOABI OIIEHKH BXKHOCTH (haKTOpPOB BhIOOpa OpeHaa B KaTeropuu. Jlkakkapi-
aHallu3 Kak OOBbEKTHUBHBIA CIIOCOO PaH)KMPOBAHUS BaXKHOCTH aTPpUOYTOB MOTPEOUTENHCKOTO BBHIOOpA.
KomrmuiekcHbIM MOX0/1 K BU3yalld3aliii O3UITMOHUPOBAHUS KITIOUEBBIX OPEHI0B B KATETOPHUH.

Pasnen 3. KosmmuecTBeHHbIE H Ka4eCTBEHHbIE HCCJIEI0BAHHUS MPUBBIYEK M NMPEANOYTeHU
norpedurenen

®opmaThl  KOJMYECTBEHHBIX  HccienoBaHuil. Buasl  ompocoB. Ilonsitue  BbIOOpKH.
PenpesentatuBHOCTD BHIOOPKH. CilydaiiHble U JleT€pMUHUPOBaHHBIE BEIOOpKU. CTpaTuuIMpoBaHHas
BbIOOpKa. ['pynmoBas (kiactepHasi) BeIOOpka. OCHOBHBIE IPUHIIUIIBI OMPEeIeHUs 00beMa BHIOOPKH.
TeppurtopunansHas BeiOopka. [lorpenrHoct pe3yiabTaToB onpoco (moneit). [lpubnmkennas gpopmyna
3aBUCHMOCTH CJIy4allHOM TOTPELIHOCTH pe3yJIbTaTOB olpoca (joneil) oT pa3Mepa BBIOOPKH.
CrnyuaiiHas 1 cucTEMaTHYeCcKasl IOTPEIIHOCTb.



N3mepenne TmokaszaTeneil  MOTpPeOMTENbCKOro  TOBeAeHWs. M3MmepeHue  mokaszaTenei
MOKYTIATeNIbCKOr0 TMoBeAeHusl. PakTopsl BblOOpa MpoaykTa W OpeHJa Ha KOHKYpEeHTHOM (oHe.
Meroasl OLEHKH MPUOPUTETHBIX (AKTOPOB BBIOOpPA NpPU TOKYINKe. V3yueHHe MCTOYHHKOB
nH(bOpMAIHY JJIS TOTPEOUTENBCKOTO BEIOODA.

TumnoBas Gpokyc-rpynma s U3y4eHHs CXeMbI TOTPEOUTEIBCKOTO BEIOOpA. Poitb KauecTBeHHBIX
MCCIICIOBAaHHH MPH BEIOOPE KOMMYHUKATUBHOH TUIAT(GOPMBI IpoaBKeHUs1 Openaa. Llennoctu Openia
Y [IEHHOCTH I1€JI€BOH ayJUTOPHH.

Paznen 4. IlianupoBaHMe MAPKETHHIOBOI0 MCCJIEJIOBAHUS CXeMbl MOTPEOMTENbCKOIO
BbIOOpa

[IpoekTHas cTpaTeruss MapKETUHIOBBIX UCCie0BaHUi. OpraHu3anus UCCIeq0BaHusl.

[Ipouecc MapKeTHHIOBBIX HcciienoBaHui. Ero ocHoBHBIE 3Tankl. [locnenoBarebHOCTh 3TaoB
MpOLIECCa MAPKETUHIOBBIX MCCIIEJOBAaHUN.

HcenenoBarenbCKuil IPOEKT, €ro OCHOBHBIE ITapaMeTpsl. [InanupoBaHue UCCiIe10BaTENbCKOIO
npoekrta. [loHdarne naHa MapkeTuHra kommnaHuu. IIporpammHas crpaTeruss MapKETHHIOBBIX
uccienoBanuii. OmnpeneneHne BUAOB HEOOXOIUMBIX HccienoBaHui. OmnpeneneHue NepUuoaNIHOCTH
MpoBeACHUs uccienoBanuil. lccienoBaTenbckas MOAAEPKKA CTPATErHYECKOTO W ONEPATUBHOIO
MapKETHUHTA.

TunoBol miuaH HCCIEIOBAHUS CXEMbl MOTPEOUTENHCKOTO BHIOOpPA C MOMOIIBIO OMPOCHBIX
TEXHOJIOTHIA.

Pazngen 5. HNucTpymeHTapui KOJIHYeCTBEHHOI'0 HCCJIeI0BAHUSA (¢pakropos
NOKYNAaTeJbCKOI0 BbIOOpa

[TocTpoeHHe aHKETHI MO MPHUBBIYKAM M MPEIINOYTCHUSM B KaTeropuu. OCHOBHBIC pa3Jeiibl
aHKeTHI 110 mpuBbIukaM u npennoureHusM (Usage and Attitude).

3HaHue Mapku M ero uaMepeHue. CroHTaHHOE 3HAHWE MAapKHU M y3HaBaHHE (3HAHUE MapKu C
MoJ/icka3Kkoi). 3HaHue pekiaMbl. M3yueHue Menua npeanouyTeHUi noTpeouTenei.

TumnoBast aHKeTa M0 UCCIIEOBAHUIO MMOTPEOUTENHCKOTO BbIOOpa. CTpyKTypa MoTpedieHus u ee
napaMeTpbl: YacToTa TMOTPEeOICHUS, KOMMYECTBO (MHTEHCHUBHOCTH), MPEANOYTEHHUE TMOABUIOB
npoaykTa. CTpyKTypa HMOKYIIKH M €€ MapaMeTphl: 9acToTa MOKYIKH, MECTa IMMOKYIIKH, pa3Mep pa3oBoi
MOKYNKH, cpenHuii yek. Pakropel BbiOOpa Openma/mponaykrta. bpena-daxtop. bpenaunr u ero
rapaMeTpsl: 3HAHUE MapKHu (CIIOHTAHHOE W IO TOJCKAa3Ke), YPOBEHB MPOOKI, YPOBEHBb MPEIITOUTEHHUS,
OTHOIIIEHHE K OpeHy (uepe3 mpuBs3Ky k aTpubytam). Mctounuku uadopmamnmu o npoaykre. Meaua-
npeanoutenus. CouuanbHO-AeMOrpapuIecKuid MpoPuilh.

Pa3nea 6. IlpezeHTauus pe3yibTaTOB HCCIeI0BAHUA CXeMbl IOTPe0UTEIbCKOI0 BHIOOpa

CrpykTypa oOTuYeTa ¥ IPE3EHTAllMM PpEe3yJbTaTOB  KOJWYECTBEHHBIX MApPKETUHIOBBIX
nccnenoanuil. Llenn m 3amaum, METO0JIOTHS, OCHOBHBIE pe3yJIbTaThl, BBIBOABL. [IpaBuia HariasgHON
IIPE3EHTALMY PE3yIbTAaTOB ONpPOCOB. [IpUHIMIIBI BU3yaIU3aliui JaHHBIX.

Tursl auarpaMm JJisi BU3yaJiM3allii OITPOCHBIX JAHHBIX, WX 3aBUCUMOCTH OT THIIA
HCIIOJIb3YCMBIX IIKaJ. prrOBBIC U JuHeHuJaThie AuarpaMMbl. KOMMCHTI/IpOBaHI/IC r pa(bnqecxnx
HpGSGHTaHHﬁ OIMPOCHBIX JTaAHHBIX. TouHOCTH I_[I/I(i)pOBBIX AaHHBIX U CTaTUCTHYCCKAad IMMOIrpECIIHOCTD.

Pa3nes 7. Anaan3 posn OpeHaa B cxeme NOTpedUTEIbCKOr0 BbIOOpa

Baxxnocts OpeHza kKak ogHOro 3 (hakTOpOB IMOKYNaTeabCKOro BblOopa. Tumosmorus cxem
MOKYTaTeIbCKOTO BHIOOpPAa B 3aBUCHMMOCTH OT poyin OpeHna: b-cxema m g-cxema. KonmmuectBeHHas
MeTpuka posd OpeHga B HOTpeOuTenbckoM BbiOOpe: OpeHa-daxtop. CalfTbl-arperaropsl,
PEKOMEHAaTeNbHbIE CEPBUCHI MEHAIOT TPAIULIMOHHYIO CXEMY BBIOOpa MPOIYKTa U pojib OpeHa B HEi.



Mo’HO cKka3aTh, 4TO 37€Ch MPOSIBJIAETCS CABUT TPAIULIMOHHON MOJIENH MMOKYNaTeIbCKOT0 BEIOOpa Mot
BIMSIHUEM IU(POBU3AIMH SKOHOMUKA W B YacCTHOCTU PACHpPOCTPAaHEHHUsS PEKOMEHIATEIbHBIX
uHTepHeT-cepBUcOB. Co37aHre KOHUENTyaJdbHOW 0a3bl Ui ONTHUMAJbHOTO  pacHpeesieHUs
MapKETUHTOBBIX MHBECTHUIIMH, B YACTHOCTH ONTHUMH3AIMA COOTHOLICHUS WHBECTULUI B OpeHI U B
OTHOIICHUS C KaHajamMH. JTa 3ajaya SBISIETCS OCOOCHHO aKTyalbHOM B YCIOBUSX OrpaHUYCHHIA
MapKeTHHTroBoro Orokera. OJMH TOMIOC TPEJCTABICH PACIPOCTPAaHEHHOW CXEMOM, Korja
MOTPEOUTENh «HIET 32 OpPEeHIOM», TO €CTh MpPEeabsABISEMBbIi UM Habop TpeOOBaHUI K MPOIYKTY
JAHHOM KaTerOpHUH OH COIOCTaBISIET C MpPEUIOKEHUsIMH (atpulyramu) OpeHIOB, JOCTYNHBIX B
npojgaxe. IIpoucxoauT mnpoMexyToyHbIH BBIOOP — BbIOOpP OpeHna, B HauOOJIbIIEH CTEHEHU
COOTBETCTBYIOLIETO OXHIAHHUAM IOTPEOUTEINs, U YXKE€ B paMKax MPOAYKTOBOTO MPEJIOKEHHS OT
BBIOpAaHHOTO OpeH/1a MPOUCXOAUT «TOHKAsl HACTPOHKa» - BIOOP HanboJiee MOIX0/SIIET0 KOHKPETHOTO
MpOayKTa. DTy CXeMy MOXKHO Ha3BaTh b-cxemol (0T cioBa «brand»). Kode, curapersi, yaii,
aBTOMOOMIIN Yallle BCEr0 BBIOMPAIOT 10 3TOM CXeMe.

Ha mnpoTuBOMONOXKHOM TONIOCE pacroyiaraeTcsi cxema BblOOpa TPOJIyKTa, BOBCE HE
YUUTBIBAIONIass OpeH. MBI CTOJKHYJIHCH C TpeoOiIaJaHueM 3TOW CXEMbl, TIPOBOJISI THUIOBBIE (OKYC-
TPYMIIBI C TOTPEOUTEISIMA KAaTETOPHH «PAaTUOCTAHINNY. BBISICHHIOCH, YTO yYacTHUKU (hOKyC-Tpymin
HE OCBEJIOMIICHBI O MapKaxX B JIaHHOW KaTeropuu (HE 3HAIOT Ha3BaHWUU paJMOCTAHIUH, KOTOPHIE
cinymatot). [Iporecc BbiOOpa mpoAyKTa y HUX OMOCPEAOBAH MCIOJb30BaHUEM arperaropa (Takoro,
kak Sunexc.Pamno wim SIHpexc.Mys3bika), T1e OHH HANPSMYHO MPEABSIBISIOT HA0Op TpeOOBaHUI K
MPOAYKTY (HACTPOCHHUE, XapakTep MY3bIKM, KaHajlla M T.I.) M TOJYyYalT HEMOCPEACTBEHHO
ONTUMAJILHBIA MPOJYKT, COOTBETCTBYIOIIMI YKa3aHHBIM aTpuOyTaM. DTa cxema BbIOOpa IpPOAYKTa
MOXKeT ObITh 00O3HaUeHa Kak g-cxema (OT ciioBa «generic»). B a3Toil cxeme, B oTimuue OT
pPacCMOTPEHHOM BBIIIE b-CXEMbI, OTCYTCTBYET IPOMEXYTOUYHBIA 3Tam BbIOOpa MPOAYKTa, KOT/AA
MOKYTIaTeIlb BHAYAJIE ONPEENIIeT COOTBETCTBYIONINI €ro 3alpocoM OpeH/I, ¥ JIUIIb 3aTEM IPOU3BOHT
«TOHKYIO HACTPOWKY» BbIOOpa B paMKax IPOJYKTOBOTO TMPEIJIOKCHUS BBIOPaHHOTO OpeHna.
[TokynaTens — B JaHHOM Cllydae C IOMOUIBIO CaidTa-arperaropa — HEMOCPEICTBEHHO COOTHOCHT
aTpuOyTHl TpeAIaraeMoro MpojaykTa ¢ NnpoduieM CBOEro 3ampoca; OpeHj sSBHO HE y4YacTBYET B
nporecce BbIOOpa, HO, €CTECTBEHHO, MOSIBIISICTCSI aBTOMAaTUYECKH B pe3yibTare. [1o 3Toit cxeme yacTto
BBIOMPAIOT PAIMOCTAHIIMU, TYPUCTUICCKHE MPOAYKTHI, B IIEJIOM T€ MPOMYKTHI U YCIYTH, TIC BEIUKA
POJIb CAalTOB-arperaropoB U PeKOMEHIATEeIILHBIX CEPBHCOB.

[Tpumeps! 3HaueHui OpeHa-(akTopa, MONMYUYEeHHBIX B pe3ynbTare ucciepoBanuii LA O6pennoB
Pa3IMYHbIX IPOJYKTOBBIX KATETOPHUH.

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. Odpa3oBaTe/IbHbIE TEXHOJIOTHH

I[J'ISI MMPOBCACHU A 3aHATHH JICKIMOHHOI'0 THIIA IO AJUCHUIUIMHEC TMPUMCHAIOTCA TaKUC
O6p8.30BaTeJ'IBHI)Ie TEXHOJIOTMHU KaK HHTCPAKTUBHBIC JICKIIUH, HpO6HeMHOG 06yt1eH1/1e. ﬂﬂﬂ IMPOBEACHUA
3aHATUH CCMHUHAPCKOI'0 TUIIA UCITOJIB3YIOTCA T'PYHIIOBBIC NTUCKYCCHUHU, POJICBLIC UT'PbI, aHAJIN3 CI/ITyaI_[I/Iﬁ
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W WMHTAIMOHHBIX Mojeiei. [ KOHTposi M MOMOIM OOyJaronuMcsi B CaMOCTOSTEILHON paboTe
MPOBOJATCS KOHCYJIbTUPOBAHUE U IIPOBEPKA IOMAITHUX 3aJaHUI TOCPEACTBOM JIEKTPOHHOM MOYTHI.

B nmepuonm BpeMEHHOTO MPHOCTAHOBICHUS TOCEHICHHSI OOYYAIONIMMHUCS TOMEIICHUH U
tepputopuun PITY s opranuzanuu yueOHOro mnpoiiecca ¢ IpUMEHEHUEM JJIEKTPOHHOTO 00YUYESHHS 1
JTUCTAHIIMOHHBIX ~ O00pa30BaTEIbHBIX TEXHOJIOTUHW MOTYT OBITh  HCIIOJB30BAHBI  CICTYIOIINE
o0pa3oBaTeNbHbIE TEXHOJIOTHH:

— BUJICO-JICKIINH;

— OHJIAWH-JIEKIIUH B PEKUME PEAIBHOTO BPEMEHH;

— DJIGKTPOHHBIE YUYEOHUKH, YIeOHbIC TOCOOMS, HAYYHBIC U3/IaHUS B SJICKTPOHHOM BHJIC U JOCTYII
K MHBIM 3JIEKTPOHHBIM 00pa30BaTelIbHBIM pecypcam;

— CUCTEMBI JIJIsl SJIEKTPOHHOT'O TECTUPOBAHUS,

— KOHCYJIBTAIIUH C MCIIOJIb30BAHUEM TEJIEKOMMYHHUKAIIMOHHBIX CPE/ICTB.

5. OneHka NJIAHUPYEMBIX Pe3yJIbTATOB 00y4eHus!

5.1 Cucrema oneHUBaHUSA

[Tpu oLleHUBaHUU YyCmMHO20 ONpOCca U yuacmus 6 OUCKYCCUY Ha CEMUHApaX YUUTHIBAIOTCS:
- CTEeNEHb PAacKpbITUs TeMbl BelcTymieHus (0-3 6amna);
- 3HaHHWE CoAep)KaHUS OOCYKHaeMBIX MpoOJIeM, YMEHHE HCIOJIb30BaTh paHee W3yYEHHBIH
TeopeTudecKuil Mmarepuai u TepmuHosioruto (0-2 damia).
- CTHJIb Y JIOTHKA U3JI0KEHHS MaTepualia, rpaMoTHOCTh peun (0-1);
I1pu onieHke pepepamos u nayyHvix OOKIAO08 YIUTHIBACTCA:
- MOJIHOTa M TOYHOCTH PACKPBITUS WCCIIEJOBAHMS, MPABHILHOE OIpENeieHue 00beKTa M IpeaMeTa
uccnenoBanus (0-5)
- CTETIeHb CTPYKTYpPHUPOBAHHOCTH MaTepualia U Hay4yHOCTH u3noxeHus (0-2)
- opopmiieHre pabOTHI (HAIM4YKME BBEACHUS, 3aKITIOUEHHSI, OCHOBHBIX Pa3/IeoOB, CIIMCKA JIUTEPATYPHI)
(0-2)
Kputepun oieHKH OTBETOB MIPH MeCmMUpO8aHUlL:
- IpaBWJIbHBIN OTBET — 1 Oas.
- HenpaBWIbHBIHN 0TBeT — 0 GaJIJIOB.

dopma KOHTPOJIS Makc. KoJIM4ecTBO OaJIJIoB
3a ogHy Bcero
paboty
Texynmii KOHTPOJIb:
- y4acTue B IUCKYCCUU 3 6anos 9 6amnoB
- OMIPOC Ha CEMUHApe 5 6amioB 20 6anoB
- Hay4YHBIA JTOKJTa]T 10 6amtoB 20 6ayutoB
- TECTUPOBaHUE 11 6amnoB 11 6amnoB
gigr;:{};Tquaﬂ aTTecTalus 40 6aIL10B
MToro 3a cemecTp (IUCIUIINHY) 100 6amioB

[TomyueHHBI COBOKYNHBIN PE3yIbTAT KOHBEPTUPYETCS B TPAJAUIIMOHHYIO IIKAJTy OLICHOK U B
mKany oneHok EBporelickoil cucreMsl nepeHoca u HakorieHus kpenutos (European Credit Transfer
System; nanee — ECTS) B COOTBETCTBUU € TaOJIHIICH:
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[Mkana
100-6anmnpHas mkana | TpagunuoHHas mKana ECTS
95 —100 A
8394 OTJIMYHO B
68 — 82 XOPOIIO 3a4TEHO C
56 — 67 D
50_55 YJIOBJIETBOPUTEIHHO E
20—49 FX
0_19 HEY/IOBJICTBOPUTEIILHO HE 3a4TEHO =

5.2 KpnTepnn BBICTABJICHHUA OLCHKHU IO TUCHHUIIIMHE

Bananl/
HMIxana
ECTS

OueHka nmo
AUCUUILINHE

KpuTepun oueHku pe3yabTaToB 00yUeHHs 10 JUCHHUIIIUHE

100-83/
AB

OTJINYHO/
3a4TEHO

BricTaBisercs o0ydaroneMycs, eCly OH TIIyOOKO U IPOYHO YCBOWII TEOPETHUECKUIT U
MPAaKTUYECKUI MaTepua, MOXeT IPOJIEMOHCTPUPOBATh ITO HA 3aHATHAX U B X0/
MIPOMEKYTOUHON aTTeCTallUuu.

OOyJaronuicst NCUEPIIBIBAIONIE U JIOTHIECKH CTPOWHO M3NIaraeT y4eOHbIH MaTepHa,
YMEeT yBSI3bIBaTh TEOPHIO C MIPAKTHKOMH, CIIPABISIETCS C PEIICHUEM 33124
npodeccroHaNFHOI HAaNpaBICHHOCTH BBICOKOTO YPOBHS CIIOKHOCTH, TPABUIIBHO
000CHOBBIBAET IPHHSATHIE PELICHUS.

CB00O0OIHO OpHEHTHPYETCS B yueOHOH M Mpo(hecCHOHATBHOM IUTEepaType.

OrieHKa Mo JUCLUIUINHE BBICTABILIIOTCA 00yUaromeMycs ¢ y46ToM pe3yIbTaToB
TEKyLIed U IPOMEXYTOUHOM aTTECTALIMHU.

KomnereHuuny, 3aKperui€HHbIe 3a TUCHUIITMHON, COPMUPOBAHBI Ha YPOBHE —
«BBICOKHI».

82-68/

Xopomio/
3a4TEHO

BricTaBisiercs 00ydaronieMycsi, €ClIi OH 3HaeT TEOPEeTHUECKUIl U MpaKTHUeCKUit
MaTepual, FPaMOTHO U 10 CYILECTBY U3JIaracT €ro Ha 3aHATHIX U B XOZE
IIPOMEXKYTOYHOH aTTeCTalluy, He JOIyCKas CYIECTBEHHBIX HETOUHOCTEM.
OOyuaronuiicst MPaBUIILHO IPUMEHSET TEOPETHYECKHE TTOJIOKEHUSI IPU PEIICHUH
MPaKTHYECKNX 33/1a4 IpO(eCCHOHATLHOM HANPaBICHHOCTH PAa3HOTO YPOBHS
CJIO’KHOCTH, BJIaZieeT HEOOXOAMMBIMHE IJISl 3TOTO HaBbIKaMU M PUEMaMH.
JlocTaTo4yHO XOpOII0 OpUEHTHPYETCS B yueOHOH U podeccHoHaNBHOI auTeparype.
O1eHKa 10 AUCIMIUIMHE BBICTABISIFOTCS 00yUaronieMycs ¢ y4éToM pe3yIbTaToB
TEKyLIeH U IPOMEXYTOUHOM aTTECTALIMHU.

KomnereHuuny, 3aKperui€HHbIe 3a JUCHUILITMHON, COPMUPOBAHBI HA YPOBHE —
«XOPOILHIA».

67-50/
D,E

yIOBJICTBO-
purenbHo/
3a4TCHO

BricTaBnsiercs oby4aromemMycsi, €Clii OH 3HAaeT Ha 6a30BOM YPOBHE TEOPETHUECKUN U
MPAKTUUECKHUA MaTepHal, TOMYyCKAaeT OT/ENbHBIE OUTMOKH MPHU €T0 M3JI0KEHUH Ha
3aHATUAX U B X0JI€ TPOMEXYTOYHOM aTTeCTalUH.

OOyuaronuiicst HCTILITHIBAET ONIPEACTIEHHBIE 3aTPYTHEHNSI B IPUMEHEHUN
TEOPETHICCKUX TTOJIOKEHUH MTPH PELICHAH MPAKTHYECKIX 33134 MPO(ecCHOHaTFHON
HAIPaBJICHHOCTH CTAaHIAPTHOTO YPOBHS CIIOKHOCTH, BIIa/leeT HEOOXOIUMBIMU IS
9TOro 6a30BBHIMU HABBIKAMH U PUEMAMHU.

JleMOHCTpHpYEeT TOCTaTOYHBIN YPOBEHD 3HAHUS YICOHOH TUTEPaTyphl IO AUCITUTLIAHE.
O1eHKa M0 JUCIUILUIHHE BBICTABISIIOTCS 00yJaroIeMycsi C YI6TOM Pe3yIbTaToB
TEKyLIeH U IPOMEKYTOUHOM aTTECTALIUH.

Komnerenum, 3akpeniéHHble 3a JUCIUTUTMHON, cOPMHUPOBAHBI HA YPOBHE —
«JIOCTATOYHBIN».

49-0/
F,FX

HEYJIOBJIEeT-
BOPUTEIHHO/
HE 3aUTEHO

BeicraBnsiercst oOyuaroneMycs, €Clu OH He 3HAaeT Ha 6a30BOM yPOBHE TEOPETHUECKUI
U TIPaKTHYECKUI MaTepHuall, TOIMyCKaeT TPyOble OMMOKH MPH ero M3I0KEHUH Ha
3aHATUSIX U B XO/I€ IPOMEXYTOUYHOHN aTTECTaLUMU.

OO0y4aronuiicst UCTIBITBIBAET CEPhE3HBIE 3aTPYTHEHUS B IPUMEHEHNH TEOPETUIECKUX
MIOJIOKECHUH TP PEIICHIH MPAKTHIECKUX 3aa9 IPOoQeCcCHOHANEHON HAPaBIEHHOCTH
CTaH/IapPTHOTO YPOBHS CII0KHOCTH, HE BJIajieeT HEOOXOIUMBIMH JUIS 3TOTO HaBBIKAMH 1
IpUEMAMH.
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Baaasl/ | Ouenka nmo Kputepun oueHkn pe3yaibTaToB 00y4eHUsI 10 JUCUUIJIMHE

HMIxana | gucHUIIAHE
ECTS

JleMoHCTpHpYET (pparMeHTapHbIC 3HAHUSA YICOHOU JINTEPATYPHI IO TUCIUILIMHE.
OreHKa Mo JUCHUTUINHE BBICTABIIOTCS 00ydaromeMycs ¢ yI4ETOM pe3yIbTaToB
TEKyLIeW U IPOMEXYTOUHOM aTTECTALIMH.

KoMmnereHnuy Ha ypoBHE «JOCTaTOYHBIN», 3aKPEIUIEHHBIE 34 JUCLUILIUNHOM, HE
chopMHpPOBaHEHI.

5.3 OuneHouHble cpeaAcTBa (MaTepuajbl) IS TEKYIIero KOHTPOJs YyCIeBaeMOCTH,
NMPOMEKYTOUYHOM aTTeCTANNH 00y4AIOIINXCS M0 AUCIHUIIIHHE

Konmpoavnwie sonpocwl no ()ucuunﬂune:

ocoarwhE

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.

Yro Takoe MapKETUHTOBbIE UCCIICIOBAHUS?

Uto Takoe ueneBast ayguTopus?

KakoBbI OCHOBHBIE 33/1a41 MAPKETUHI'OBOTO UCCIICIOBAHUS?

KakoBbl 0OCHOBHBIE (POPMBI OpraHU3alMi MApKETUHIOBBIX UCCIIET0BAaHUMA?

B gyem cnenmdrka MapKEeTHHTOBBIX HCCIIEIOBAHUHN MTOTpeOUTENeH?

KakoBbl OCHOBHBIE BH/IbI MAPKETUHIOBBIX MCCIIEJOBAHUHN, TIPOBOAUMBIX B MTOJIEPKKY
MIPOABIDKEHHS OpEeHIa B paMKax MPOIYKTOBOW KaTerOpuu?

B uem npeumyniecTBa 1 HEIOCTATKH OPraHU3alMU MapKETUHIOBOI'O UCCIIEIOBAHUS Yepe3
MapKETUHIOBOE areHTCTBO?

Kakue pecypcel MO>KHO 3a7€iCTBOBATh Jis1 ayTCOPCUHIAa MAPKETUHIOBBIX HCCIIEI0BAaHUI
MOTPEOUTEIKIA?

Kakne MeTo1p1 MapKeTHHIOBBIX MCCIIeIOBAaHUN MCTIONIB3YIOTCS Ha KX 101 (aze pa3paboTKu 1
pean3ani MapKETUHIOBOM CTpaTeruu?

KaxoBbl OCHOBHBIE 3Talbl MAPKETUHIOBOT'O UCCIIEI0BAHUS?

Kak oprann3oBbIBaeTCsl MApKETUHIOBOE UCCIIE0BaHUE?

Uto Takoe MpOeKT Ucciae10BaHus?

Yro Takoe pa3BeJOUHOE HCCIIEI0OBaHUE?

Kak u3yuarorcs oTHOIIEHUS TOTpeOUTENs ¢ OPEHIOM U C KaTeropueit?

Yro Takoe Kay3aJbHOE UCCIIEI0OBAaHUE?

Kak oprannsoBbIBatoTcsi KaOMHETHBIE UCCIIEIOBAHUS?

Kax oprann3oBbIBatOTCS NOJIEBBIE HCCIIEIOBAHUSA?

KakoBBI 0COOEHHOCTH, OCHOBHBIE 33/1a4M KQUECTBECHHBIX MCCIICIOBAHMMI ?

KakoBbl 0cOOEHHOCTH, OCHOBHBIE 331a4l KOJIMUYECTBEHHBIX UCCIIEJOBAHUI?

Kakue nccnenoBanus Aar0T CTaTUCTUYECKH TOCTOBEPHBIE PE3yIbTAThI?

Uro Takoe BEIOOPOYHBINA METO?

Uro Takoe penpe3eHTaTuBHas BbIOOpKa? 3aueM OHa HyXHa?

UYro Takoe ciyyaiiHas U CUCTEMATHUYECKask OTPEIIHOCTD B JAHHBIX OMPOCOB?

KaxoBbl 0cHOBHBIE (POpPMATHI KAUECTBEHHBIX MAPKETUHTOBBIX UCCIIEJOBAHUN?

KakoBbl 0OCHOBHBIE (POPMATHI KOJIMYECTBEHHBIX MAPKETUHTOBBIX HCCIIEIOBAaHUN?

Kak 00beM BBIOOPKH BIMSIET Ha YPOBEHb CIyUalHOM MOTPEIIHOCTH Pe3yIbTaToB orpoca’?
KakoBbI HCTOYHUKH CUCTEMATHYECKON OLIMOKH B JaHHBIX OIPOCOB MOTpeOHUTENeH?

Urto Takoe Bropu4Has nHbopmarus?

KakoBbI OCHOBHBIE HCTOYHUKH BTOPUYHOM MH(OpMarn?

Kak oprannsoBbIBaeTcsi MOMCK BTOPUYHON MH(popMarun?

KakoBsl mpenmyecTBa paboTsl o c60py BTOpUUHOM HHpopMarumn?

KaxoBbl HErocTaTKu paboThI 110 cOOpY BTOPUUHON HHPOPMAIIH?

Kaxk oprann3oBbIBaeTCs MpOBEPKA JAHHBIX, OJTYYEHHBIX U3 BTOPUUHBIX HICTOYHUKOB?
Urto Ttakoe 6pud Ha uccienoBaHus?
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[IpuBenuTe mpuMepsl UccaeaoBarebekoro opuda?

KakoBbI OCHOBHBIE BH/IbI OIIPOCOB MOTpeOHUTENEH?

Uto Takoe neaaepuHr?

Urto Takoe nHCauT?

Uto Takoe u3MepUTEIbHbIC IKAJIbI?

Urto Takoe BEIOOPKA B MAPKETHHTOBBIX HCCIIEIOBAHUSIX MTOTpEeOUTENICH?

Uro Takoe reHepaibHasi COBOKYITHOCTh M KaK OHA OMpeyieseTcs?

Uro Takoe anpuopHas U arocTepruopHasi CerMEHTAIUs oTpeOuTene?

Uto Takoe KJIaCTEPHBII aHaIN3 U KAaKOBO €Tr0 MPUMEHEHHE B aHAIM3€E OMPOCHBIX JAHHBIX?
Uro Takoe nicuxorpadus?

KakoB 0cHOBHOM NOJIX0/] K CETMEHTAIMH MOTpeOuTeNel Ha OCHOBE OIPOCHBIX TaHHBIX?
KakoBbI METO/IBI MCCIIEIOBAHUS TIO3UIIMOHUPOBaHUS OpeHaa?

UYro Takoe KapThl BOCOPUATHS OpEeHI0B?

Kak crpositcst kapThl BocnipusiTust Ha (hOKyc-rpymnmnax?

Kak ctposiTcst kapThl BOCIPUSTHS ¢ TOMOIIBIO aHAIN3a COOTBETCTBUMN?

Kak uccnemyercs BaxXHOCTh (aKTOpOB BbIOOpa OpeHaa?

KaxoBbl 6a30BbIe TTOKa3aTENN MIPUCYTCTBUS OpEH/Ia HA PHIHKE KaTeropuu?

Uro Takoe MoTpeOUTENLCKAS TaHEeNb?

KaxoBbl OCHOBHBIE BU/IbI ITaHEJEH, TPUMEHSIEMbIE B MAPKETUHIOBBIX HCCIIETOBAHUAX?
Kakue BubI mOKa3aTesneit NCIOIb3yIOTCS B MAPKETUHIOBBIX HCCIICTIOBAHUSIX?

Kak npoBoauTcs uccneoBaHue CXeMbl TOTPeOUTEIbCKOro BeIOOpa?

KakoBbI KOCBEHHBIC METO/IbI OIICHKH BaXKHOCTH ()aKTOPOB BBIOOpA OpeHaa MOTpeOuTeIsIMU?
Kaxos npunnun /xakkapa-ananusa npu paHKupoBaHuu GakTopoB BeiOOpa OpeHaoB?
Kak cTposiTcst KapThl KIIFOUEBBIX TPEUMYIIIECTB OpeHia?

Kak omnpenenuTs pa3nudus B BOCOPUITUHA OPEHIOB MOTPEOUTENIMU Ha OCHOBE OMPOCHBIX
TEXHOJIOTHI1?

Kak omnpenenuts kapTy MO3ULIMOHUPOBAHUS OPEHIOB MOTPEOUTENSIMU Ha OCHOBE ONPOCHBIX
TEXHOJIOTHI1?

Kak ctpoutcs TunoBasi aHKeTa 10 MPUBBIUKAM U MIPEANOUTEHUSIM OoTpeduTene?
KakoBBI OCHOBHBIE pa3/ieibl aHKETHI 110 MMPUBBIYKAM U TIPEIIOYTSHUSAM ITOTpeOUTEIIeH ?
KaxoBbsl mapaMeTpbl CTPYKTYpbl MOTPEOICHUS U CTPYKTYPhI MOKYIKH B paMKaxX TUIIOBON
AQHKETHI 110 MPUBBIYKAM U MIPEIMIOYTESHUSIM TOTPEOUTENCH?

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 questionnaire? What are the main sections of the
guestionnaire 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?

IIpumepnvie memvl 6bICMYNICHUN _HA CEMUHAPAX:
1. Meronbl cOopa MapKEeTUHIOBOM HH(OpMALIUU
2. Dramsl npoliecca MApKETHHIOBBIX UCCIIEIOBaHUN
3. OmnucarenbHbIE HCCIEAOBAHUS
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Kay3anbHble nccnenoBaHus
Merob! onpoca
OKCIepTHBIE ONPOCHI
@oKyC-rpynIbl
I'myGuHHBIE OIPOCHI

COop BTOpUYHBIX TaHHBIX

. COoop nepBUUHBIX TaHHBIX

. KonmmyecTBeHHBIE METO/IBI HCCIIEIOBAHUI

. KauecTBeHHbIE METO/IbI UCCIIE0OBAHUI

. MeTpHKu NpOHUKHOBEHHUSI OPEH/Ia B UCCIIEJOBAHUSAX OTpeOuTeNeit

. AHKeTHpOBaHUE KaK MEeTOJ1 cOOpa JaHHBIX

. OTKpBITBIE U 3aKPBITHIE BOIIPOCHI B aHKETUPOBAHUHT

. [Ipocras ciyvaitHast BEIOOpKa

. CtpartudunmpoBanHas BHIOOpKa

. Knacrepnas BeiGopka

. O6Bem BBIOOPKH

. TenedonHsle orpocsl

. Onpocel B UHTEpHETE

. JKakkapi-aHaJau3 B MApKETUHIOBBIX UCCIIEIOBAaHUAX IMOTpeOUTeNeH.
. AHaTM3 OCTaTKOB B MAaPKETUHTOBBIX HCCIIEIOBAHUSIX TOTPEOUTENEH.
. Busyanu3zanus onpocHbIX 1aHHBIX: HOMHHAJIbHbIE IEPEMEHHBIE.

. Busyanu3zanmsi onpoCHBIX JaHHBIX: MIOPSIKOBBIC H METPUIECKHE TIEPEMECHHEIE.

Data collection methods in marketing research
Stages of the marketing research process
Descriptive marketing research

Causal marketing research

Survey methods

Expert surveys

Focus groups

In-depth interviews

Secondary data collection

. Primary data collection

. Quantitative methods of marketing research

. Qualitative methods of marketing research

. Brand penetration metrics in consumer research
. Questioning as a data collection method

15.
16.
17.
18.
19.
20.
21.
22.
23.
24,
25.

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

Stratified sample

Cluster sample

Sample size

Phone surveys

Online surveys

Jacquard analysis in consumer marketing research.
Analysis of residuals in consumer marketing research.
Visualization of survey data: nominal variables.
Visualization of survey data: ordinal and metric variables.

Temwl Hayunvix 00K1a008 U (unu) pepepamos:
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Kaxxapiii cTyIeHT nony4yaeT HHANBUAYATbHBIN BapUaHT AJIs pa3pabOTKU HAYYHO20 OOKNA0A UlU
Hay4Ho2o pegepama vV TPOBOAMUT UX MPE3CHTAIMIO B IIpoliecce o0ydyeHus. IIpumepHbie TEMBbI
JIOKJIaJI0B:
1. Tunel pecioHIEHTOB
2. KoHTpomb pe3yabTaToB UCCIICIOBAHUS
3. Metoasl 06paboTKu coOpaHHOM HH(pOpMaUU
4. Amnanu3 TaHHBIX HCCIIEI0BaHUS
5. O0beM reHepanbHOI COBOKYITHOCTH
6. Twunbl BEIOOPOK
7. Pa3paboTka aHKETBHI
8. OTtyeT 0 MPOBEACHUH MCCIICIOBAHUM
9. Twumnsl Auarpamm Ui BU3yalTu3alliH OMPOCHBIX JTaHHBIX
10. I'padpuueckoe npeacTapneHue pe3yabTaTOB UCCIIEOBAHUIMA
11. I'apanTust KOHQUICHINAITBHOCTH K aHOHUMHOCTH OTIPOCOB
12. Xonn-Tect Kak BUA MapKETHHTOBOTO HCCIIEA0BAaHUS
13. IToneBoe uccaenoBanue
14. MapuipyTtuzanus onpoca
15. CrangapTHbIC HCCIEAOBATEIIbCKUE TEXHOJIOTUN
16. O6muit 0630p mpoaykroBoii kateropuu (Market View)
17. UccnenoBanue NpuBbIYEK U MPEANOYTEHUN OTPEOUTENEH HEKOTOPOM MPOTyKTOBOM
KaTeropuu.
18. Tumonorus cxem MoTpeOdUTENHCKOTO BEIOOPA
19. Konnenus 6pena-paxropa

1. Types of respondents

2. Monitoring the results of the study

3. Methods of processing the collected information
4. Analysis of survey data

5. Universe size

6. Sample types

7. Questionnaire design

8. Research report

9. 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

6. YueOHo-MeToquYecKoe U MHPOPMALMOHHOE O0ecreyeHue TUCIUTLINHBI

6.1 CnHMcoK HCTOYHHMKOB U JIUTEPATYPhI

Hctounuku
OCHOBHBIE
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3akoH PCOCP ot 22 mapta 1991 1. Ne948-1 «O KOHKYpEHIIMU U OTPaHUYCHUHU
MOHOITOJIUCTUYECKON JeSITeIbHOCTH Ha TOBAPHBIX phIHKaX» (B pexd. 3akoHa PD ot 02 despans 2006 r.
Ne(019-@3).

®enepanbHblil 3ak0H 0T 13 mapta 2006 r. Ne38-D3 «O pekiiamey.

3akoH P® ot 7 deBpans 1992 r. Ne2300-1 «O 3amute npaB nmoTpeduTeseii» (¢ n3MEHEHUSIMHA
o1 02.06.1993 r., 09.01.1996 r., 17.12.1999 r., 30.12.2001 r., 22.08, 02.11, 21.12.2004 1.,
27.07.2006 r., 25.11.2006 r., 25.10.2007 1.)
JOTIOJTHUTEbHBIC

3akoHogarenscTBO Poccun o 3amure npas norpeduteneii: COOpHUK HOPMAaTUBHBIX aKTOB. —
W3zn-e 5-e, mepepad. u gom. / MexxayHapoaHas KoHdeaepaius oomecTs morpedoureneii. M.
Opunnueckas pupma «JIETAT», 2003. — 288 c.

Jlureparypa

bensesckuii, . K. MapkeTuHroBoe ucciiejoBanue: HHPOpMaIusl, aHallu3, IPOTHO3 : yueOHoe
nocobue / U. K. benseBckuii. - 2-e uza., nepepad. u gor. - Mocksa : KYPC : UTHD®PA-M, 2020. - 392
c. - ISBN 978-5-905554-08-7. - TekcT : anekrponHusiid. - URL:
https://znanium.com/catalog/product/1054208 (nara oopamienus: 21.06.2023).

Jensros, B. B. Mukposkonomuka B 2 1. T. 1. Teopus norpedurenbckoro noseaenus. Teopus
¢bupmbl. Teopust peIHKOB : yueOHUK A1 By30B / B. B. Jlensros. — 4-e uza. — Mockaa :
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6.2 Ilepeuennb pecypcoB MHGOPMALMOHHO-TeIeKOMMYHUKAIIMOHHOH ceTn « AHTEpHET).
Heobxo0umo oobasums mo, umo HeobXo00UMo 01 u3y4erust OUCYUNTUHbL

HarnuonaneHas sekrponnas oudauorexa (HOB) www.rusneb.ru
ELibrary.ru Hayunast snektpornas 6ubanoreka www.elibrary.ru
Onekrponnas oudianorexa Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR
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marketinga/ - caiit kadenpbl MapkeTHHTa (aKyiabTeTa YMpaBiICHHS, HHCTHTYTAa ASKOHOMHKH,
yopasienuss u npasa PITY. Cailit co3man g mHGOpMHUpPOBaHMS CTYAEHTOB U IperojaBaresei,
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JIOBOJIBHO 0>KHUBJIEHHBIN (hOpyM.

www.esomar.org — caiit EBponeiickoro obmectBa mapkerunra (World Association of Opinion and
Marketing Research Professionals), mogmepxuBaercs Ha aHriauiickoM si3bike. Kartajor myOmukariuit
COJZIEpKUT aHHOTALIMU: CEPHUHM MOHOTpaduii, psaa MeXIyHApOAHBIX HCCIEeIOBaHUN, MH(OpMAIUIO O
KOHTpeccax U KOH(PEPEHIIUAX dTOH OpTraHU3aIlHH.

www.marketing.spb.ru — caiit, He 0€3 OCHOBaHMI MMEIOIMA Ha3BaHUE «DHIMKIONEIUS
MapkeTuHray. OnMH U3 HanboJee HACBHIIEHHBIX CAaWTOB IO MapKETHUHTOBOW mpobiemartuke. 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/
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pa3BuThiii hopym. Illupoko mpencraBnena «bubnmnoreka MapkeToiaoray. MHOTo pyOpHK, HHTEPECHBIX
Y HaIOJIHEHHBIX MOJHOLCHHBIMU TeKcTaMu. [lone3nas pyopuka «bubnmorpadus».

www.marketologi.ru — caiit ['minbauu Mapketosnoros. [1y0nukyer TOJBKO pabOThl MO MapKETHHIY
yneHoB ['mnpauu. Ecth Qopym. Bceernma MOXHO TO3HAKOMHUTBCS C TIOBECTKOW JHS OUYEPETHOTO
3acemanmsi [ 'Wiapauu, y3HaTh O €€ ycTpemyieHusax W wieHcTBe. OnybmukoBan kpatkmii (3000
TEPMHUHOB) CJIOBApb [10 MAPKETUHTY.

6.3 IIpodeccnonaibHbIe 0a3bl JAHHBIX H HH(YOPMAIHOHHO-CIIPABOYHbIE CHCTEMbI
Hoctym k mpodeccruoHanbHbIM 6a3aM naHHBIX: https://liber.rsuh.ru/ru/bases

NudopmannoHHbIe CIIPABOYHBIE CHCTEMBI:
1. Koncynpranr [lmtoc
2. Tapanr

7. MaTepuaJbHO-TeXHHYECKOoe o0ecneuyeHue TUCIIHIIINHBI

Jnsa  obecrieueHuss ~ TUCHUIUIMHBI  HUCHOJB3YyeTCsl ~ MaTepUalbHO-TEXHHYECKas  0aza
00pa30BaTEeNLHOTO YUPCSKICHUS: yIeOHBbIC ayAMTOPHH, OCHAIICHHBIC KOMITBIOTEPOM U MPOCKTOPOM
JUISL IEMOHCTPAIMK Y4eOHBIX MaTepHAIIOB.

CocraB MporpaMmMHOIo oOecIieueHu:
1. Windows

2. Microsoft Office

3. Kaspersky Endpoint Security

4. SPSS Statistics

8. ObecnieyeHue 06pa3oBaTeJHLHOr0 NMPOIECCa IJIsl JIMI] ¢ OTPAHUYEHHBIMU BO3MOKHOCTAMU
310pPOBbSI M HHBAJIHN/I0B

B xome peanusanuu JUCLUIIIMHBL MCIOJB3YHOTCSA CIACAYIOIIHME JOMOJHUTEIBHBIE METOMAbI
o0y4YeHusl, TEKYyIIEro KOHTPOJSI YCHEBAEMOCTH M IPOMEXKYTOUYHOH arrecTaluy OO0y4arouuxcs B
3aBUCUMOCTH OT UX MHIMBHUIYaJIbHBIX OCOOEHHOCTEM:

® /Ui CJEMbIX M CJIA0OBUIAIUX: JIEKIUH O(GOPMIISIIOTCS B BHJIE 3JIEKTPOHHOI'O JJOKYMEHTa,
JOCTYITHOTO € TOMOUIbI0 KOMIIBIOTEPA CO CIELHUAIM3UPOBAHHBIM IPOTPAMMHBIM OOECIIEUEHUEM;
IIUCbMECHHBIE 3a/aHHs BBIIIOIHAIOTCA Ha KOMIIBIOTEPE CO CIELMAIU3UPOBAHHBIM ITPOrPaMMHBIM
o0ecrieueHneM WJIM MOTYT OBIThb 3aMEHEHBbl YCTHBIM OTBETOM; OOECIEeUMBAETCS WHIUBUAYaIbHOE
paBHOMepHOe ocBelieHue He MeHee 300 JOKC; s BBINOJHEHMs 33JaHUs IpU HEO0OXOAMMOCTH
MIPEIOCTABIIAECTCS YBEIMYMBAIOIIEE YCTPONCTBO; BO3MOXKHO TaKXK€ HCIIOJIb30BAHUE COOCTBEHHBIX
YBEJIUYMBAIOLINX YCTPONCTB; MMCbMEHHBIE 3aJaHUs 0(OPMIIIOTCS YBEIMYEHHBIM HIPU(TOM; SK3aMEH
1 3a4€T MPOBOJATCS B YCTHOM (pOpMeE MM BBIMIOJIHSAIOTCS B MMCbMEHHOM (pOopMe Ha KOMIIBIOTEPE.

o [UIsl TIyXUX U CiIaOOCIHbIIAINX: JEKIUH OQOPMIIIOTCS B BHJE 3JEKTPOHHOTO JOKYMEHTA,
au00  MpeaocTaBiseTcss  3BYKOYCHJIMBAIOIIAS — anmapaTypa HMHAWBUAYAIBbHOTO  MOJb30BAaHMUS;
MMCbMEHHBIE 3aJ]JaHUSl BBINOJIHSIOTCS Ha KOMIIBIOTEPE B INMHCHMEHHOH (opme; 3K3aMeH M 3auér
MIPOBOJISATCS B MUCBbMEHHOM (hopMe Ha KOMITbIOTEPE; BOZMOKHO MTPOBEICHUE B (pOpMe TeCTUPOBAHMSL.

® /Uil JIMIl C HapyIIEHUSIMHU OIOPHO-JBUTATENBHOIO ammapara: JISKIUUH o(GOopMIISIOTCS B BHJE
JJIEKTPOHHOI'O0 JOKYMEHTa, JOCTYIIHOTO C IIOMOIIBI0 KOMIIBIOTEPA CO CHEUUATIU3UPOBAHHBIM
MPOrpaMMHBIM  OOecrieYeHHeM; MHCbMEHHbIE 3aJaHHsl BBIMOJHSIOTCS Ha KOMIIBIOTEpE CO


http://www.marketologi.ru/
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CTCIMAM3UPOBAHHBIM IPOTPAMMHBIM 00ecTieueHIEeM; SK3aMeH U 3a4€T MPOBOSTCS B YCTHOH (opme
WJIH BBITIOJTHSIOTCS B MMCEMEHHOM (popMe Ha KOMIIBIOTEpE.

[Tpu HEOOXOMUMOCTH TIPETyCMaTPUBACTCS YBEITUYCHUE BPEMEHH ISl TIOATOTOBKH OTBETA.

[Tpouienypa mpoBeACHUS MPOMEKYTOUHOW aTTECTAlMU I OOyYaIOIIMXCs YCTAaHABIMBACTCS C
Y4ETOM MX MHIUBHIYaTBHBIX MCUXO(U3NYecKX ocobeHHOCcTel. [IpoMexyTouHast arTecTaiusi MOXKeT
MIPOBOJIUTHCS B HECKOJBKO JTATIOB.

[Ipu mpoBeseHWW TPOLEAYPHl OLEHHBAHUS PE3YJIbTaTOB OOYYCHHS IPEIyCMaTpHBaeTCs
WCIOJIb30BAaHUE TEXHUYECKUX CPENICTB, HEOOXOAMMBIX B CBSI3M C MHIUBUAYATHHBIMH OCOOCHHOCTSIMU
oOydJarommxcsi. OTH CpEACTBA MOTYT OBITh MPEJOCTABICHBI YHUBEPCHUTETOM, WIH MOTYT
MCTIOJIb30BaThCsl COOCTBEHHBIE TEXHUUYECKUE CPECTBA.

[IpoBenenue mporeaypsl OICHUBAHUS PE3YJbTaTOB OOyUEHUS JOIMYCKAETCS C MCIOJIh30BaHUEM
JTUCTAHIIMOHHBIX 00Pa30BaTeIbHBIX TEXHOJIOTUH.

ObecneunBaeTcss J0CTyNl K HMH(POPMAIIMOHHBIM W OuOIMorpaduueckuMm pecypcam B CETH
WuTepHeT Uit Kaxaoro odydaromierocs B (hopMax, aJlaliTHPOBAHHBIX K OTPAHHYEHUSIM UX 3[I0OPOBBS U
BOCIIPHUATHS HHPOPMALIUU:

® Ul CJCNBIX W CIA0OBUISIIMX: B TEYaTHOM Qopme yBelu4eHHbIM mpudToM, B (opme
AJIEKTPOHHOTO JIOKYMEHTa, B (hopMme aynnodaiina.

® JIUIs TIIYXUX U CJIA0OCIBIIIAIINX: B IE4aTHOU (opMe, B (OpME AIEKTPOHHOTO JOKYMEHTA.

® JIJIsl OOYYAIOIIMXCSl C HAPYIICHUSIMU OMOPHO-JBUIaTeIbHOTO armapara: B Ie4aTHOH Gopme, B
(dhopMe ATEKTPOHHOTO JOKYMEHTa, B hopme ayanodaiina.

VY4eOHble aylIUTOpUU AJIi BCEX BHUJIOB KOHTAKTHOM M CaMOCTOSITENbHOM paboThl, HayuyHas
OubnMoTeKa M HHBIE MOMELIEHHsI i1 OOYy4YEeHHs OCHAIEHbl CIEeHUaTbHBIM O00OpYJAOBaHUEM U
Y4eOHBIMH MECTaMHU C TEXHHYECKUMH CPECTBAMU OOYUCHHS:

® JUIsl CJIENBIX U CJIA0OBUSIIMX: YCTPOMCTBOM JJIsi CKAaHUPOBAHUS U uTeHUs ¢ Kamepoil SARA
CE; nucnneem bpaiinsg PAC Mate 20; npunrepom bpaitng EmBraille ViewPlus;

e Ul TIyXUX M cHaboCiplIIalMX: AaBTOMAaTHU3MPOBAaHHBIM pabouyMM MecTOM [yl JroAed ¢
HapyIIEHHEM CIIyXa U CIa0O0CTBIIIANINX; aKyCTUIECKAN YCHUIIUTENb U KOJIOHKH;

e i1 OOyYarOMMXCS C HApyIICHWSMH OIIOPHO-ABUTATEILHOTO armapaTa: IepeaBHKHBIMH,
peryaupyeMbIMi 3proHomudeckumu naptamu CH-1; KOMIbIOTEpHOM TEXHUKOW €O CIEHUAIbHBIM
IIPOrpaMMHBIM 00ecTIeYeHUEM.

9. MeToauuecKkue MaTepHuaJibl

9.1 IInanbl ceMUHAPCKUX/ MPAKTHYECKHUX/ J1a00PATOPHBIX 3aHATHIA

Tema 1. MapkeTHHIOBbI€ HcC/Ien0BaHus moTpedouTeneii. Consumer Marketing Research

He.]'lb 3AHATUA: I/ISy‘II/ITB OCHOBHBIC BUAbI 1 THUITBI MapKeTI/IHl"OBI)IX I/ICCJ'[G)IOBaHI/II\/'I, IIOKa3aThb
0COOEHHOCTH KaOMHETHBIX MCCIEA0BAHNN, KAY€CTBEHHBIX UCCIIETOBAHMI U KOIHYECTBEHHBIX
HCCIICIOBAHNM.

®opma npoBeeHus: codeceoBaHne, OIUI-O0MPoC

Bonpocul ons uzyuenus u oocyscoenus:

1. Mecto u poib, 3a1a4l TIEPBUYHBIX U BTOPUYHBIX MAPKETUHTOBBIX UCCIIECIOBAHHMA
XapakTepHble 0COOEHHOCTH KOJTMYECTBEHHBIX MAPKETHHTOBBIX HCCIICIOBAHUH TOTpeOnTEIeH
XapakTepHble 0COOEHHOCTH KaueCTBEHHBIX MAPKETUHTOBBIX HCCIIEIOBAaHUIN OTpeOUTENeH
KommiekcHbIe riccenoBanus moTpeOuTenei

Knaccmbmcaum{ MAapKCTHUHTOBBIX HCCIIeJOBaHHI Ha OCHOBE peuracMbIX 3aaa4

o ok w D

MapKeTI/IHFOBBIe HNCCICIOBATCIbCKHEC KOMITAaHHUH.
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7. OO6mias xapaKTepuCTHKa HCCIIeIOBATEIHCKOTO PhIHKA B Poccum.
Konumponvusie gonpocwt 0ns 6auy-onpoca:

OcHOBHbIE HICTOYHUKHU BTOPHUYHON MHDOpMALINH

Bp160pouHBIi METO/ ¥ TPAHUIIBI €r0 IPUMEHUMOCTH

[TonsiTHe penpe3eHTaTUBHON BEIOOPKH

OcHoBHBIE (POpPMATHI KAYECTBEHHBIX HCCIEIOBAHNIN OTpeOUTENCH

Creuunguka 3KCrepTHBIX UHTEPBBIO

o g s~ e

AytcradguHr kak popma opraHu3aluu MAPKETHHIOBBIX UCCIIeI0BaHM oTpeduTeneit. Ero
IUTIOCBI 1 MUHYCBI

~

I[OCTOI/IHCTBa 1 HCAOCTATKU MMPOBCACHUA I/ICCJIGI[OBaHI/If/'I CHJIaMH1 OpraHu3anunu.

8. IlpunsTue OM3HEC-PELICHNUH C YyYETOM PE3yJIbTaTOB MApKETHHTOBBIX UCCIIEIOBAaHHH
norpedurenei.

9. MapKeTI/IHFOBBIe HCCIICOOBAaHUA B 000CHOBaHHE KOHKypeHTHOﬁ CTPATCTUH NPCAIIPUATHUA

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

© 0k~ w D P

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 NpoABHKeHHs OPEHI0B B paMKax NPoAYKTOBOii kateropuu. Brand

performance metrics within the product category context



24

Iesb 3aHATHA: U3yYUTh OCHOBHBIE MIOKA3aTENH, XapaKTEePU3YIOLINE YPOBEHb IPOHUKHOBEHMSI
OpeHzia Ha PHIHOK MPOAYKTOBOM KaTETOPHH U €r0 KOHKYPEHTOCTIOCOOHOCTh B CPABHEHUH C JPYTUMHU
OpeHIaMu
®opma npoBeaeHus: codeceoBaHNE
Bonpocut ona ouckyccuu:
1. TInan mapkeTuHra
Opranuzanys MapKeTUHIOBBIX MCCIIEA0BaHUN
Oransl MApKETUHIOBOI'O HCCIIEIOBAHNUS.
Kak onpenensiercss HEOOXOIUMBIHN BH]T HCCIIEIOBAHUN ?
KTo ocymiecTBiseT opraHu3aluio U IpoBEIEHUE UCCIIEJOBAHUI?

HO‘IGMY Ba)XHa I10CJICA0BATCIbHOCTD 3TAIlOB I/ICCJIGI[OBaHI/IH?

N o g bk~ D

[InanupoBaHue ncciaenoBaTeNbeckoro mpoekra. bpug na uccienosanue. [Ipeanoxxenue Ha
IIPOBEJICHUE MCCIIE0BAaHUS U €r0 CTPYKTYpa.

o

BHSyaJII/ISaHI/IH IMPOHNKHOBCHUA 6peHz[a Ha PBIHOK

9. Omnpenenenue BUAOB HEOOXOIUMBIX HccienoBaHui. OnpeaeneHue NepuoauIHOCTH
IIPOBE/ICHUS HCCIIEIOBAHUM.

10. UccnenoBaTtenbeckas HOAAEPAKKA CTPATETHYECKOTO MapKETHHTA.
11. MccnenoBarenbckas NOJIEPIKKA ONEPATUBHOTO MAapKETHUHTA.

12. TIpoekTHas cTpaTerus MapKeTUHTOBBIX HCCIeq0BaHni. OpraHu3aiys NCCIIeTOBAHMS.

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.

© 0o N o g &~ D

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.
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Tema 3. KoanuecTBeHHBIE 1 KaYeCTBEHHEIE HCCJIeI0BaHUA MPUBBIYCK U npemque}mﬁ
norpedureneii. Qualitative and quantitative consumer usage and attitude research

Henwb 3anaTHSA: U3y4uTh poiib McciaenoBanuii Usage and Attitude B orienke mpojaBrKeHuUsi OpeHIa Ha
pBIHKE KAaTEeropud W HAYYHTHCS pa3padaThiBaTh THUIOBBICE AHKETBI OMpOca IO TPUBBIUKAM U
MIPEANOYTEHUSIM.

®opma npoBegeHNs: TUCKyCCUs, OJIULI-0IPOC
Bomnpocs! i nuckyccuu:
1. OcHoBHBIE 6JOKH BOIPOCOB TUIIOBOW aHKETHI 110 MPUBBIYKAM U TPEATIOYTECHHISIM
CrpykTypa 1 mokaszaTesu noTpedIeHus.
CrpyKTypa ¥ oKa3areiau NOKyIKH.
CtpykTypa U nokas3areiau OpeHInHra.
MeTpuKH 0CBEJOMIIEHHOCTH: 3HaHUE OpeH/1a , CHOHTAHHOE U C MOACKa3KOon
MeTpuku npeArouTeHNUS: YPOBEHb IPOObI OpeHa U YPOBEHb IMOKYTIKH «YaIlle BCETOY»

Omnpenenenue KpUTeprUeB BEIOOPA MPOIYKTa B OMPEICTICHHON KaTErOpHH.

O N o g B~ WD

[IpsiMble ¥ KOCBEHHBIE METO/IbI BBISIBIICHHS B)KHOCTH KPUTEPUEB BEIOOpA B OITPOCAX
noTpeduTene.

bruy-onpoc:

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

Kak usyuaror cormanbHo-aeMorpaduueckuiit mpoduiib notpedureneii?

o > w0 NP

KakoBrsl pa3aciibl THUIIOBOM aHKETHI 110 IpUBBIYKaM U IPCAINNOUYTCHUAM HOTpe6HTeJIeI>'I
HEKOTOPOU MPOLYKTOBOM KaTEropuu?

6. Jlus 9ero ciayKUT COIUATBHO-AeMOrpadnIecKuii 0JI0K BOIPOCOB B aHKETE?

7. C Kakoi 1IeTbI0 B aHKETY BKJIFOUAIOTCS BOMPOCHI O MEUa MPEANOYTCHUSIX MOTpeOuTenen?
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:

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?

o & w0 DN PE

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

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

questionnaire?

Tema 4. [l1aHupoBaHNe MAPKETUHIOBOI'0 UCCJIEI0BAHNUS CXeMbI MOTPEONTEIHLCKOT0
BbIOOpa. Planning the consumer choice research project

Lens 3aHATHS: BBIPAOOTaTh y CTYJCHTOB HABBIKM IPUMEHCHHUS OCHOBHBIX METOJIOB HCCIICIIOBAHUS
HO3HULMOHMPOBAHMS OpeHIA.
®dopma mpoBeaeHHsi: cOOECEOBAHUE, OJHI-OMPOC, 0OCYKACHHE MOATOTOBICHHBIX HAYYHBIX TEKCTOB
(moknanos, pedeparos).
Bonpocul ona uzyuenus u oocyscoenus:

1. Bwunsl KapT BOCIPUSATHSI.

2. Amanu3s cootBetcTBUs (COrrespondence analysis).

3. Brand Promise — wucciienoBarebcKasi TEXHOJOTHS MMO3UIIMOHUPOBAHUS OpeHJa Ha OCHOBE
aHaJIM3a HEeY/IOBJICTBOPEHHBIX MMOTPEOHOCTEH B KATETOPHH
KiroueBsle OpeHnbl B kKareropuu. ViccnenoBanusi KOHKYPEHIIMH OPEHIOB.
[MocTpoeHue KapT BOCTPHUITHS B popMaTe KaueCTBEHHBIX HCCIICIOBAHUM.

[TocTpoenue kapT BocrpusATHS B popMaTe KOJUUECTBEHHBIX UCCIIEJOBAHUM.

cDOpMI:I BOIIPOCOB HA COOTHECCHUC CBA3U 6pCH,Z[-anI/I6YT B CO3HAHHUH HOTpC6I/ITeJ'I$I.

© N o g &

HccnenoBanne KOHKYPEHTOCIOCOOHOCTH OpeH/IOB Kak 4YacTh KOHKYPEHTHOTO aHajH3a.
O6ocHOBaHME CTPaTETUU MO3UIIMOHUPOBAHUS.
9. UccrnenoBanuss B 00OCHOBaHWE MAapKETHHIOBOH CTpaTeTWH: CETMEHTHPOBAHHE, TApTeTHHT,

MO3UITUOHUPOBAHUC.
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bruy-onpoc:

B yem HE0OXOIMMOCTH TIOCTPOCHUS KapT BOCIIPUATHSA?

Kak ocymecTBisieTcs IOCTpOCHUE KapT BOCIIPUATHUSA ?

Kak uHTEpIpEeTUPYIOT KapThl BOCIPUATHSA, IIOJYyYEHHBIE C IIOMOILBIO AHAJIN3a COOTBETCTBUS?
Uro Takoe aHaIM3 OCTAaTKOB. Kak MOCTPOUTH KapTy CBOWCTBEHHOCTH/HECBOMCTBEHHOCTH
aTpuOyTOB KIIFOYEBBIM OpeHIaM.

KakoBbl KOCBEHHBIE METO/bI OLIEHKH Ba)XKHOCTU (haKTOPOB BBIOOpa OpeHaa B kareropuu. Yro
Takoe Jlkakkapa-aHanusz?.

Kak moctpouTh KapTy KOHKYPEHTHBIX IPEeuMylIecTB 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 &
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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/IHCTPYMCHTapI/Iﬁ KOJUYECCTBCHHOI'0O HCCJICI0BaAHUSA (l)aKTOI)OB MNOKYNnaTeJIbCKOro

BbIOOpa. Quantitative research tools for evaluation of consumer choice factors

Hens 3aHsATHA: U3YyYUTh OCOOEHHOCTH OpraHU3allMM, IPOBEICHUS M WHTEPHPETAlUU JAHHBIX
uccaen0BaHui (PaKTOPOB MOKYHATEILCKOTO BEIOOpA.
®opma npoBeaeHus: codece1oBaHKE, OJIUI-OMPOC HA CEMUHAPE

Bonpocuvl ons uzyuenus u oocyacoenus:

1.

2
3
4.
5

TectupoBanue B popmare KOJINIESCTBEHHBIX UCCIIETOBAHUMA.

TectupoBanue B popmare KaueCTBEHHBIX UCCIICTOBAHHMA.

OcHOBHBIE TapaMETPBI BOCTIPUATHUS KOHLICTILIAH.

HopmaruHas 6a3a napaMeTpoB BOCIIPUSATHSL.

[IprMeHeHrne KaueCTBEHHBIX U KOJIMYECTBEHHBIX METOJ0OB TECTUPOBAHUS B 3aBUCUMOCTH OT
CTauH pa3padOTKU M KOJIMYECTBA TECTUPYEMBIX BEPCUH.

CxeMbl TeCTUPOBAHUS IPU HAJTMYUU HECKOJIBKUX 00pa31oB. Heo6xoqumocTs poraui.
MoHazHas cxema TeCTUpOBaHUs NpoaAyKTa (KoHuenuun). Ee npeumylectsa 1 HEAOCTATKH.

[TocnenoBarenbHast MOHaJHAsI cXeMa TECTUPOBAHUS MPoayKTa (KoHuenuu). Ee
IIPEUMYIIECTBA U HEJJOCTATKH.

[Tapnoe cpaBuenue. [IpenmyriecTBa U HEAOCTATKHU IO CPABHEHUIO C MOHATHOM WIIH

MocJIe0BaTeIbHOM MOH&I[HOI71 cxeMon TCCTUPOBAHMUA.

bruy-onpoc:

1.
2.

© N o o

Kakwue BubI OITPOCOB MPUMEHSIOTCS ITPU TECTUPOBAHUU ?

YeM 0TIIMYAIOTCS KAY€CTBEHHBIE TECTHI OT KOJIMYSCTBSHHBIX ?

B uem npeumMynecTBa U1 HEAOCTATKU KAYCCTBCHHBIX MCETOAOB IIpU TCCTUPOBAHWUU IIPOAYKTa

WU KOHIEMIINN?

B guem npeumMynmecTBa U HEJOCTATKHU KOJIMYCCTBCHHBIX MCTOAOB IPU TCCTUPOBAHUHA ITPOAYKTA

WA KOHIIEIIIAHN?

Yro Takoe HOpMaTHBHAs 06a3a mapaMeTpoB TECTUPOBAHUSA?

OxapaKTepI/ByﬁTe OCO6CHHOCTI/I, NpeUMyIHICCTBA U HEAOCTATKU XOJUI-TCCTA.

Oxapakrepu3syiite 0COOEHHOCTH, MPEUMYIIECTBA U HEJJOCTATKU 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.

© © N o

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

Brief survey:

1.

© N o ok~ D

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.

Survey approach to brand factor evaluation

Tema 6. Hpe3eHTalll/Iﬂ Pe3yJbTAaTOB UCCIICA0OBAHUA CXEMbI HOTpEﬁlflTeJIbCKOFO Bblﬁopa.

Consumer choice research report preparation and presentation

Iens 3aHATHSI: pPacCMOTPETh BOIIPOCHI, CBSI3aHHBIE C AHAIN30M, INPE3CHTAlMEd W BU3yalu3alyen
OTIPOCHBIX JAHHBIX ITPU U3YUYEHUN CXEMbI MIOKYNATEIbCKOTO BbIOOpa
®opma npoBeeHHs: TUCKYCCHs, OITPOC Ha CEMUHAPE.

Bonpocul ona uzyuenus u oocyscoenus:

1.
2.
3.

KayecTBeHHBIE HcCIeI0BaHNS CXEMBI TOTPEOUTENBCKOTO BEIOOpa

MeTtpuku posii 6peHzia B IOTpeOUTENIHCKOM BBIOODE.

[TpaBuia mpe3eHTay JaHHBIX Ka4YeCTBEHHBIX UCCIIETOBAHUIA CXEMBI TOTPEOUTEITHCKOTO
BbIOOpa

[IpaBuia mpe3eHTay JaHHBIX KOJMYEeCTBEHHBIX UCCIEIOBAaHUN CXEMbl TOTPEOUTEIHCKOTO
BBIOOpA.

3aBUCHUMOCTh OpeHA-(pakTopa OT MPOAYKTOBOM KaTeropuu

KOHmpO]Zbele eonpocsl.
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KakoBbI 0CHOBHBIE TPEOOBAHUS K OTYETY 110 KAYECTBEHHBIM HCCIICIOBAHUSAM?
OcHoBHBIE 3Tanbl (OPMUPOBAHUA OTUYETA O (POKyC-Tpynnam?

KakoBbl 0OCHOBHBIE TPeOOBaHUS K OTYETY 110 KOJMYECTBEHHBIM HUCCIIET0BAHUAM?
Korpma npuMeHstoTcs KpyroBble AMarpaMMbl TP MPE3EHTALNH OTIPOCHBIX TaHHBIX ?

Kax HarjsiiHo MpE€aACTaBUTh PE3YJbTaThl OIIpOCa B Cllyda€ HOMHUHAJIBHBIX HepeMeHHBIX?

S A

Kak HarnsaHo npeacTaBuTh pe3ysbTaThl OIpOca B CIy4yae MOPSAKOBBIX 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. Qualitative research of the consumer choice.
2. Metrics of role of the brand in consumer choice.
3. Rules of the qualitative consumer research data presentation.
4. Rules of the quantitative consumer research data presentation.
5. 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 GpeHa B cxeMe norpeduteabckoro Beioopa. Analysis of the role of
brand in consumer choice scheme

Hennb 3ansiTus: BbIPpaOOTATh Y CTYACHTOB HABBIKM MPUMEHEHHS OCHOBHBIX METOJOB OMpEHETICHHUs
Opena-daxropa.

®opma mnpoBeneHusi: cobeceloOBaHME, OIMPOC, OOCYKISHHE TIOATOTOBICHHBIX HAYYHBIX TEKCTOB
(moxmamoB, pedeparos).

Bonpocwt ons uzyuenus u oocyscoenust:

1. Kak u3y4arh BaXHOCTh OpeH/a KaK OJTHOTO U3 ()aKTOPOB MOKYIATEIHCKOTO BHIOOPA.
2. UYrto Takoe b-cxema moTpeOUTEIHCKOTO BBIOOpa?

3. Uro Takoe g-cxema MmoTpeOUTENbCKOTO BEIOOpa
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KaxoB amanazoH BO3MOXHBIX 3HaUCHHI OpeHa-pakTopa?

KakoBo 3Hauenue OpeH-paxTopa B b-cxeme noTpeduTenbcKoro Beioopa?

KaxkoBo 3Hauenue OpeHi-hakTopa B §-cxeMe MmoTpeOuTebckoro Beioopa?

Konmponvnwvie 6onpochwi:

Kak mpoucxoauT miaHupoBaHUE UCCIICAOBAHUS MOTPEOUTENEH C BhIsIBICHUEM OpeHa-(akTopa?

[IpuBenuTe mNpUMeEp CHTYalMH/IPOAYKTOBONH KATETOPUH C MpeodsiagaHueM D-cXeMbl
MOTPeOUTENTLCKOTO BBIOOpA?

[IpuBenure npUMEp CHTYAIIUW/TIPOAYKTOBOM KaTeropuu C mpeoliaaHueM (J-CXeMbl
MOTPEeOUTENTLCKOTO BBIOOpA?

KakoBo BnusiHHE CaiiTOB-arperaTropoB Ha poJib OpeH/1a B TOTPEOUTEIHCKOM BBIOOpE?

Kaxk 3aBucut BbIOOp push- wmu pull-crparernn npoaBuxeHnsi OpeHIa OT BEIUYUHBI OpPEHI-
¢akTopa B cxeme NoTpeOUTEIHCKOro BeIiOopa?

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 a0 k~ w D PE
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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 MeToanyeckne peKOMEHIAMH N0 NOAr0TOBKe MUCbMEHHBIX padoT

Hayunoe cooOmienne Ha 6asze nokiana win pedepara sBisercs: KBaTH(pUKaMOHHON paboToi

CTyJEHTa M TOABOJUT HUTOTH €ro TEOPETHMUECKONM M NPAaKTUYECKON NOATOTOBKM IO H3ydaeMoOu
mucuumiuHe. [Ipy moAroroBke HayyHOTro JOKJIafa CTYJEHT JIOJDKEH IMOKa3aTh CBOM CIHOCOOHOCTH U
BO3MOKHOCTH TI0 PELICHHUIO pealibHBIX MpOoOJIeM, MCIONB3Ys MOJIYy4YeHHBIE B Ipolecce 00yueHUs
3HaHUA. MeToauueckre yKa3aHusl MO3BOJISIIOT 00eCTIeYUTh €IMHCTBO TpeOOBaHUM, MPEABABIIEMbIX K
COJIepKAHUI0, KAaYeCTBY U O(hOPMIICHUIO TUCbMEHHBIX paloT.
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[Tpu BHINMOIHEHUH MHCbMEHHBIX padOT UCIIONB3YIOTCS BCE 3HAHUS, MTOTYUYEHHbIE CTY/IEHTAaMH B
XOZ€ OCBOCHHUS IUCHMIUIMHBI, 3aKpEIUISIOTCS HAaBBIKM OQOPMIICHHS pe3yibTaToB y4eOHO-
UCCIIEIOBATENbCKOM padoThl; BBISBISIOTCS YMEHHS 4YETKO (OpMYJIUPOBaTH M apryMEHTHPOBAHO
00OCHOBBIBATH MPEJIOKECHUS U PEKOMEHIAINH 110 BBIOPaHHON TeMe.

Beimonnenne  pa®oThl  mpexmnosiaraeT  KOHCYJbTALMOHHYKO — IOMOIIb  CO  CTOPOHBI
npernojasaTens. B xone BoimonHeHUS pabOTHI CTYyIEHT JOJDKEH MOKa3aTh, B KAKOW MEpe OH OBIIAZEN
TEOPETUYECKUMH  3HAHWAMHU M  NPAKTUYECKMMU HABBIKAMM, HAy4MJICS CTaBUTb HAY4HO-
UCCIIEI0BAaTEIbCKHUE IPOOIIEMBI, AEIaTh BHIBOBI U 0000IIATh OITy4YEHHbIE PE3yJIbTaThI.

[ToaroToBKa MUCHbMEHHOM PaOOTHI UMEET IENBIO:
® 3aKperUieHUE HAaBBIKOB HAYYHOI'O UCCIIEIOBAHUS;
e OBJIaJIcHUE METOIUKOM HCCIIEN0BAHNS;
e yriuy0OJICHHE TEOPETHUYCCKUX 3HAHUH B IPUMEHEHNH K KOHKPETHOMY HCCJICIOBAHMIO;

e [IPUMEHEHHE 3HAHUM IIPpU PEIICHUMM KOHKPETHBIX 3aJad  YNPaBICHYECKOU
JEeATEIbHOCTH;

® BBUICHEHHME IOATOTOBJICHHOCTH CTYACHTa K CAaMOCTOATEIHHOMY PEUICHHIO MpobiieMm,
cem3anubix ¢ npeametrom «I[IPAKTUKYM I10 UCCIEJOBAHUIO TTOTPEBUTEJIBCKOI'O
BbIBOPA».

Obwue mpebosanusi.

JIns yCOENmHOrO M KA4eCTBEHHOTO BBIMOJHEHHS MHCbMCHHOW HAYYHOW pabOThl CTYICHTY
HEe00X0aUMO:

® UMETh 3HAHMS 110 U3y4aeMoi TuciuIuiiHe B 00beme nporpammsl PITY;
® BJIAJIETh METOJAMH HAYYHOT'O UCCIIEIOBAHMS;

® yMETh HCIOJIb30BaTh COBPEMEHHBIC CPEJICTBA BBIYHUCIUTECIBHON TEXHHUKH, B TEPBYIO
ouepesb IMEPCOHANBHBIC KOMITBIOTEPHI KaK B MPOIECCEe BBIOJHCHHS, TaK M B IPOIECCEe
odopmiieHus: paboOTHI;

e CBOOOJHO OPHEHTUPOBATHCA IMpPHU MOJOOPE PA3IUYHBIX MCTOYHUKOB HH(OpMaIuu U
yMETh paboTaTh CO CHEIHAIbHON TUTEPaTypoii;

® yMETh JIOTUYHO, TPAMOTHO M HAy4YHO OOOCHOBAHHO (POPMYJIHMPOBATH TEOPETHUYECKUE U
MPAaKTUYECKUE PEKOMEHALNY, PE3YIIbTATHI aHAIN3A;

e kBAMU(UIUPOBAHHO O(OpMIATH  rpaduyeckuii  Matepuan, HIUTIOCTPUPYIOLIMH
coJiepkaHue paboThI.

SBIsIsACh 3aKOHUEHHOM CaMOCTOSATEIbHOM Hay‘lHO'HCCHC,HOBaTCHBCKOﬁ p83p36OTKOﬁ CTYACHTA,
IIMCBbMCHHAas pa60Ta JOJIXKHa 0TB€YaTh OCHOBHBIM Tp€6OBaHI/I$[MI

1. AKTyaJ'ILHOCTB TEMBI UCCIICJOBAaHUSI.

2. TlpenmeTHOCTH, KOHKPETHOCTh U OOOCHOBAaHHOCTH BBIBOJIOB O COCTOSIHMH Pa3paOOTKH
MOCTaBJIEHHON TIPOOIEMBI.

3. CooTBercTBHE YpOBHS pa3pabOTKH TEMbl COBPEMEHHOMY YpPOBHIO HAY4YHBIX
pa3paboTOK, METOJUYECKUX MOJOXKEHUH W PEKOMEHIAIUH, OTPa)XKEHHBIX B COOTBETCTBYIOILEH
JauTeparype.

Hpe;mar acMasd CTyACHTaM TCMATHUKa pa60T ABIIACTCA HpHMepHOﬁ N HEC HCKIIYAaCT BO3MOXHOCTH
BBITTOJTHEHHU A pa6OTBI 1o np06neMe, MNPpCATOKCHHBIM CTYACHTOM. HpI/I 9TOM TEMa IOO0JIXKHa OBITH
corilaCoBaHa C PYKOBOJUTCIICM. HpI/I BBI60pC TEMBI HCO6XOI[I/IMO YUUThIBATh, B Kakou MEpe
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paspabarbiBaeMble BOMPOCHI 0OecleYeHbl HCXOIHBIMU JaHHBIMH, JIUTEPATYPHBIMH HCTOYHHKAMHU,
COOTBETCTBYIOT UHIUBUIYaTbHBIM CIOCOOHOCTSIM M HHTEpPECaM CTY/ICHTA.

Tpebosanus k codepaircanuto u CmpyKmype mekcma

IIpemyiaraemass nmpuMepHass TeMaTUKa  OXBAaThIBACT IWIMPOKUHM Kpyr BoIpocoB. [loaromy
CTPYKTYpa Kax10i paOoThbl JOKHA YTOUHATHCA CTYACHTOM C IpenojaBaTeeM, UCXOsd U3 HAayYHBIX
MHTEPECOB CTYJICHTA, CTETIEHN MPOPAOOTAaHHOCTH TaHHON TEMBI B JINTEpAType, HATUYHS UHPOPMALUU
U T.IL.

OpHako Kaxaasi MMCbMEHHAsl Hay4YHas padoTa JI0JIKHA UMETh:
- THUTYJbHBIH JNCT;
- OIJIABJICHHUE;
- BBEJICHHE;
- IJaBbl W/niM naparpadsr;
- 3aKJIIOYCHHE;

- CITMCOK HUCIIOJIb30BAHHBIX HMCTOYHHKOB U JIMTCPATYPHI.

9.3 HNHble MaTepHuaIbI

MeTtoauyeckue peKOMeH/AMHU JJIsl CAMOCTOSITEIbHOI PaGoThl CTYIeHTOB

CamocrosTenpHas paboTa sIBJISETCS OJHUM U3 BUIOB YUeOHBIX 3aHATHH. Llenb
CaMOCTOSITENIbHON pabOThI — IPAKTUYECKOE YCBOCHUE CTYI€HTaMH BOIPOCOB pa3pabOTKU CTpaTeruit
MIOBE/ICHNS PHIHOYHBIX ar€HTOB HAa OCHOBE 3HAHMS OMOJIOTMYECKUX OCHOB SKOHOMHYECKOIO IIOBE/ICHUS
WH/MBUYalIbHbIX U IPYIIIOBBIX MOTPEOUTENEH.

A}’III/ITOpHaFI CaMOCTOATCIIbHAA pa60Ta IO JUCHMITIIIMHE BBINIOJIHACTCA Ha y‘-IC6HI)IX 3aHATUAX
noxa HEIMOCPCACTBCHHBIM PYKOBOACTBOM IIPCTIOAABATCIIA U 110 €0 3aJIaHUTO.

Bueayautopnast camocTosiTenbHast paboTa BBITOJIHAETCS CTYJIEHTOM IO 3a/1aHUIO0
npernoiaBaTensi, Ho 0e3 ero HemocpeICTBEHHOTO y4acTHsL.

3agauM caMoCTOATEIbHOI paGoThI CTyAeHTA!

- pPa3BUTHE HAaBBIKOB CAMOCTOSITEIEHON Y4eOHOM padoTHI;

- OCBOCHHEC COACPIKAaHUA JUCHUITIINHBI;

- yriryOsieHre coepKaHus M OCO3HAHNE OCHOBHBIX IMMOHATUH JUCIUITIIHHBL;

- UCTOJIb30BAHUE MaTepuaa, COOPaHHOTO U MOJYYEHHOT'O B XOJI€ CAMOCTOSATENBHBIX 3aHATHI
11 5 PEKTUBHOM MOATOTOBKH K 3K3aMEHY.

Bujbl BHeay1UTOPHOIT caMOCTOSITeIbHOI PadoThI:

- CaMOCTOSTENBHOE U3YUYE€HUE OTIENIBHBIX TEM JUCLUIIINHBL;

- IOITOTOBKA K MOJIEBOMY HCCII€0BAHNIO, TBOPYECKUM THUIIOBBIM 3aJ[aHUSIM;
- BBIIIOJIHEHUE JIOMAILIHUX 3a/IaHUM 110 3aKPETIIEHUIO TEM.

JI1s1 BBIMOSTHEHHUS JTI000TO BUJIA CAMOCTOSATEILHON PabOThl HEOOXOIUMO TIPOUTH CIICAYIOIINE
STaIbl:

- OIMpECACIICHHUE L CITN CaMOCTOSTEIILHOMI pa60TLI;

- KOHKpCTU3anuus IMO03HaBaTeIbHOM 3aga4u,
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- CaMOOIIEHKAa TOTOBHOCTH K CAaMOCTOSITEIILHOM padoTe;
- BBIOOD aJIEeKBaTHOTO CII0Cc00a NEHCTBHS, BEIyIIEro K PEIICHUIO 3a/1a4H;
- INTAaHUPOBaHUE PAOOTHI (CAMOCTOSITEIIHHOM MM C TIOMOIIBIO MPEToAaBaTes) Hal 3a/IaHHEM;

-OCYIIIECTBJICHNE B IPOLIECCE BHIMOJIHEHUS CAMOCTOSITEIbHON paboThl CAMOKOHTPOJIS
(IpOMEKYTOYHOTO U KOHEYHOT'0) Pe3yJIbTaTOB pabOThl M KOPPEKTHUPOBKA BHIMOJIHEHHS paOOTHI;

- peduiekcus;

- Ipe3eHTaIus paboTHI.
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ITpunoxenune 1. AHHOTAITHIS
paboueil mporpaMMbl JUCIHIUTHHBI

AHHOTAIIUS PABOYEM ITPOT'PAMMBI JIACIHUILIAHBI

Hucnummaa «Workshop on consumer choice research» («IIpakTukym 1Mo HCCIEIOBaHHIO
CXEeMBbI TIOTPEOMTENLCKOTO BhIOOpA HA AHTJIMHCKOM SI3BIKE») SIBISICTCS AJICKTUBHOM JHCIHMIUIMHON
BapUAaTUBHOW YACTH JAUCHUIUIMH Yy4yeOHOro IuiaHa. JlucnumiumHa peanusyercs Ha (axKyiabTeTe
ynpaBieHus Kapeapoid MapKeTHHIa.

Hesasb aucuuniaunbl - OCHOBHOH IENBIO Kypca SBIsIeTCsl GOPMHUPOBAHUE Y CTYICHTOB 3HAHUI
B 00JacTM MapKETUHIOBBIX MCCIEOBaHUI moTpeduTeneld, BbIpaOOTKAa NPAKTHUYECKUX HABBIKOB
CHCTEMHOTO YIPaBICHHS NpoOIeccaMH MPOABIDKEHHs OpeHJa B paMKaxX pbhIHKa MPOAYKTOBOM
KaTeropuu, HAy4YUTh CTYJEHTOB II0JIb30BAaThCSl MHUHHMMAJIbHO HEOOXOAMMBIM MPAKTUYECKUM
MHCTpYMEHTapueM, 4ToObl, paboTas B KOMIAHMM M TOJYYHB 3aqady OpPraHU3alMM U IMPOBEICHHS
MapKETUHIOBBIX MCCIIEJOBAaHUN CXEMbl IOTPEOUTENBCKOIO BBIOOpA, CIylIaTeldb CMOI  Obl
CaMOCTOSITENIHO TPOBECTH [aHHYI0 pPa0OTy ¢ MUHHMAaJIbHBIMH (MHAHCOBBIMH 3aTpaTaMH, B
MaKCUMaJIbHO KOPOTKHH CPOK, KaUeCTBEHHO U 3((HEKTUBHO.

[IpakTUKyM IO MCCIIETOBAHHIO CXEMBI TOTPEOUTEIHCKOTO BBIOOpA SIBISETCS TOJMTOHOM IS
O0TpaOOTKH HABBIKOB M YMEHHH, CBSI3aHHBIX C OMPOCHBIMU TEXHOJIOTUSAMHU U3MEPEHUS TPOHUKHOBEHUS
OpeHza B CO3HAHWE MOTPEOHUTENS, COBEPIIAIONIETO CBOM MOKYMATEIbCKUI BBHIOOP. MepomnpusiTus B
paMKax MapKETHHIOBBIX MCCIIEOBAHUN MOTPEOMUTENs] MPEANOJIaraloT H3yuYeHHE BCEX 3JIEMEHTOB
BHEUIHEN M BHYTpPEHHEH Cpelabl MPEANpUSATHS, H3yUYEHUE MEXAHU3MOB NPHUHSITHUS pelIeHUN
notrpeduTeneM, aHain3 U o0pabOTKY MOJNyYEHHBIX JaHHBIX O (aKTOpax IMOKYNaTebCKOro BBIOODA,
nmouck Hambonee d(PDEeKTHBHBIX CrmOcoOOB W pa3pabOTKy PEKOMEHJANUKA 10  YCHUJICHHUIO
MapKETUHTOBBIX MEPOIIPUATHUH 110 MOAAEPHKKE MPOJBIKEHUS OpeH/1a 11eJeBOI ay AIUTOPHUH.

3agayu AMCHMILINHBIL

. O3HAKOMJICHHE CTYJEHTOB C OCHOBHBIMU MOHSTHSMH B O0JIACTH MapKETHHTOBBIX
HCCIe0BaHUHM TOTPEOUTENCH, UX BUAMU;

. (hopMHUpOBaHKE HABBIKOB HCIIOJB30BAHHMSA METOJOJIOTHH U METOJOB MapKETUHTOBBIX
HCCIIeI0OBaHMM nmoTpeduTeneit;

. oOydeHue crenudpuke MPUMEHEHUs PA3TUYHBIX BHJIOB MAapPKETHHTOBBIX MCCIICJOBAHMIMA
JUTSl aHAJIM3a CXEMBI TTIOTPEOUTETHCKOTO BBIOODA;

. (dhopMHpOBaHNE HABBIKOB MPUMEHEHUSI METO/I0B 00paboTKH MHGOPMAIUH, TTOTyUYEeHHON
B X0I€ HpOBCI[CHI/ISI MapKeTI/IHFOBI)IX I/ICCJ'IGI[OBaHI/Iﬁ CXCMbI HOTp€6I/IT€J'II>CKOFO BBI60pa;

. 03HAaKOMJIEHHE C METO0JIOTHEN u3mMepeHus OpeHa-pakropa;

. MOJITOTOBKA CIEIHAIMCTOB, CIIOCOOHBIX, HA OCHOBE IMOYYCHHBIX 3HAHWUW, TBOPUCCKHA U

ONEPATUBHO TPHHUMATh OOOCHOBAHHBIE PELICHHsS IO BONPOCAM MAapKETHHTOBBIX HCCIEIOBAHUMN
OTpeduTeENel C y4eTOM CTPaTeruu pa3BUTHS OpraHu3aluy (IpeanpusTus).
JucuumnirHa HarpasieHa Ha pOPMHUPOBAHUE CIEIYIOIUX KOMIeTeHIMIi:

Komnerennus NuaukaTopsl Pe3yabTarbl 00yueHust
(Ko 1 HAMMEHOBaHUE) KOMIIeTeHIU I
(K01 ¥ HANMEHOBAHUE)
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IIK-1. Cnocoben
npoeoounv
MapKkemuHzo8vle
uccne008anus u
MAPKEMUH208bll AHAIU3

1IK-1.1. Paspabamvieaem,
opeanuzyem u nposooum
MapKemuHaosble
uccnedosanus

3Hamb. TPUHIIKAIBI K METOJIBI
NPOBEJCHUS MapPKETHHTOBBIX
UCCIIEIOBAaHH TOTPEOUTETHCKOTO
BBIOOPA,

Ymemn: onpenenars 3a1a4u
MapKETHHTOBOT'O HCCIIEA0BAHNS,
MPOBECTH aHATTUTHUYECKYIO padoTy,
HOJTOTOBHUTH BBIBOBI M PEKOMEH AN
JUtsl OM3HEC-peLIeHUM

Bnaoems. HaBBIKAMH UCTIOJIb30BAHUS
TEXHOJIOTUH MapKETUHTOBOTO
UCCJICJOBAaHHS U aHAIIN3a
NoTPeOUTENHCKOTO BBIOOpA.

IIK-2. Cnocoben
Peanuzo08uleams QyHKYUU
KOMNJIEKCHO20
MapKkemuHaa opeaHu3ayuul

1IK-2.4. Ocywecmensem
peanuzayuro cmpamezuu
NPOOBUNCEHUS MOBAPOS
(venye) opeanuzayuu

3Hamb: IPUHIUIIBI U METOIBI
U3MEepEeHHs posid OpeHa B
OTPEOUTETHLCKOM BBIOOPE;

Ymemow: onpenensate 6peHa-hakTop
JUIS1 KOHKPETHOM LIENEBOU ay JUTOPHUH
[IPH MPOJIBUYKEHUH TOBAPOB WJIH YCIYT
Brademw: HaBBIKaMU HCIIOJIE30BAHUS
OTPOCHBIX TEXHOJOTHH IS
KOJIMYECTBEHHOH OLIEHKH poiiu OpeHa
B CXE€Me€ MOTPEeOUTENHCKOTro BhIOOpA.

[To pucuMmIMHE MpPELyCMOTPEHBI

clIeayromue BHABI

KOHTPOJIA: TeKyH_II/Iﬁ KOHTPOJIb

yCIeBaeMoCTd B (popMe YCTHBIX M TMHUCBMEHHBIX OJMII-OMPOCOB, WCCIIEAOBAHHM, MPOMEXKYTOUHAS

aTTeCTanus B (l)opMe: 3a4CT.

OO0m1ast TpyJ0€MKOCTh OCBOCHHSI TUCIMIUIMHBI COCTABIISIET 2 3a4€THBIC €IUHUIIBIL.
JucuunnmHa npenogaercs Ha aHIMMCKOM SI3BIKE.
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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.

The course is aimed at the formation of the following competencies:

Competency Indicator of Competency Results of learning
PC-1. Capable of PC-1.1. Develops, Knows: principles and methods of
conducting market organizes and conducts conducting marketing research of
research and market marketing research consumers within various product
analysis categories;

Able to: define goals of marketing
research of the consumer choice scheme,
to choose the most appropriate
methodology, to prepare tools, to
substantiate the criteria for selecting
respondents, to prepare conclusions and
recommendations for business decisions
Masters: efficient use of various data
collection and analysis methods to
determine the brand factor.
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PC-2. Able to implement PC-2.4. Carries out the Knows: concepts and methods of brand

the functions of complex implementation of the role quantification in consumer choice;

marketing of the strategy for promoting Able to: assess the brand factor for

organization goods (services) of the specific target audience for marketing a
organization product or service

Masters: techniques of using survey
approach for quantification of the role of
brand in the consumer choice scheme.

The course program provides for the following types of control: current monitoring of
academic performance in the form of oral and written blitz surveys, research projects, intermediate
certification in the form: credit.

The total labor intensity of mastering the course is 2 credit units.

Discipline is taught in English.



