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1. HosicuuTeILHAA 3aNMUCKA
1.1. llean 1 32294 AUCHUILIHHBI

Heas mucuumaunbl - OCHOBHOW IENBI0 Kypca siBisercs (OPMHUPOBAHHE y CTYJICHTOB 3HAHUU B
00JIaCTH MapKETUHTOBBIX HCCJICIOBAaHMI MMOTPEOUTENeH, BBIPAOOTKA TPAKTUYECKUX HABBIKOB
CHCTEMHOI'O YIpaBJICHHsS] MpOLECCaMH TPOJBIDKCHUsT OpeHJa B paMKax pPbIHKA IPOIYKTOBOM
KaTeroOpuu, HAYYHTh CTYJICHTOB IIOJIb30BAThCS MHHHMAJIBHO HEOOXOJWMBIM IPAKTHUYECKUM
WHCTPYMEHTAapHeM, 4TOObI, paboTas B KOMIIAHMM W TIOJyYMB 33ja4y OpPTaHH3alUH ¥ MPOBEICHUS
MapKETUHTOBBIX  HMCCICAOBAHUNH CXEMBI TMOTPEOUTEIBCKOTO BBIOOpA, CIIylIATElb CMOT OBl
CaMOCTOSITENIFHO TIPOBECTH [aHHYI pabdOTy ¢ MUHHMAJIbHBIMH (PHHAHCOBBIMH 3aTpaTaMH, B
MaKCHMaJIbHO KOPOTKUN CPOK, KAUECTBEHHO U 3(PPEKTUBHO.

[IpakTHKyM TIO HCCIICIOBAHUIO CXEMbI IMOTPEOMTENBCKOrO BBIOOpA SBISCTCS IOJUTOHOM JUIS
0TpabOTKK HABBIKOB M YMEHHH, CBSI3aHHBIX C OMPOCHBIMU TEXHOJIOTHUSMHU U3MEPEHUS] TPOHUKHOBEHUS
OpeHaa B CO3HAHHME TMOTPEOUTENS, COBEPIIAIONIETO CBOW MOKYNATENLCKH BBIOOp. MeponpusTus B
paMKax MapKETHHTOBBIX HCCICIOBAaHHMI TOTPEOUTENS MPEIIIOJIaraloT HM3yYeHHE BCEX 3JEMEHTOB
BHEIIHEH ¥ BHYTPEHHEW Cpenbl MPEONpPHUSATHS, HW3yYeHHE MEXaHW3MOB TMPHHATHS pEHICHUH
noTpeduTeneM, aHanu3 U 0OpabOTKY MOJYYEHHBIX JAaHHBIX O (PaKTOpax MOKYIAaTeIbCKOro BBIOOpa,
nouick Hambosee A(PDEKTUBHBIX CIOCOOOB U  pa3pabOTKy PpPEeKOMEHIAHWA 10  yCHIICHUIO
MapKETHHTOBBIX MEPOTIPUSATHH 10 MOAICPIKKE MTPOABIKEHUS OpeHIa [ENIEBOM ay TUTOPHH.

3agaun AUCHHUIJIHHBI:

. 03HAKOMIICHUE CTYJCHTOB C OCHOBHBIMH MOHSTUSMH B 00JIACTH MaPKETUHTOBBIX
MCCJICIOBAHMI IOTPEOUTENCH, UX BUIAMU;

. (hopMHpOBaHKE HABBIKOB UCIIOJIb30BAHUS METOA0JIOTHH U METO/I0B MaPKETUHI OBBIX
UCCIIEIOBaHU TOTpeOUTENEiH;

. oOydeHune crienu(uKe MPUMEHEHUS PA3INYHBIX BUJIO0B MAPKETHHTOBBIX MCCIICAOBAHUMN ISt
aHaJM3a CXEMbI TOTPEOUTEILCKOTO BBIOODA;

. dbopMUpOBaHNE HABBIKOB MPUMEHEHUS METO0B 00pab0OTKH HH(POPMAITUH, TOTYICHHON B X0
MIPOBEACHUS MAPKETUHTOBBIX UCCIIEIOBAHUN CXEMBI OTPEOUTEIILCKOTO BBIOODA;

. 03HAaKOMJICHHE C METOJI0JI0THEN n3MepeHus OpeHa-pakTopa;

. MOJATOTOBKA CHEINAIMCTOB, CIIOCOOHBIX, HA OCHOBE TOJYyUYEHHBIX 3HAHUHN, TBOPUECKU U

OIICpaTUBHO IMPUHHUMATDH 000CHOBaHHEIE pEeUICHUS IO BOIIPOCaM MAapKCTHUHTOBBIX I/ICCJ'ICILOBaHI/Iﬁ
MOTpeOUTENCH C YIETOM CTPATETHH Pa3BUTHS OpPTaHU3aIuu (TIPEIIPUSATHS).

1.2. llepevyeHb NJIaHMPYEMbIX Pe3yJIbTATOB 00yUeHHs 10 JUCHUILINHE, COOTHECEHHBIX C
HHIMKATOPAMH JOCTUKEHHUS] KOMIIETeHIIUI

KoMmnerenuus HNuauxaropsl Pesynbrarsl 00y4yeHus
(Ko 1 HANMEHOBAHUE) KOMIIeTeH M i
(Ko ¥ HAMMEHOBAHUE)
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IIK-1. Cnocoben
npo8ooUms
MapKemuHz08vle
UCCne008anus u
MAPKEMUH208bII AHAIU3

IIK-1.1. Paspabamvisaem,
opeanusyem u npogooum
MapKemuH208ble
uccneo0o8anus

3Hamb.: TPUHIUITEI X METO/IBI
MIPOBEACHUS MAPKETUHIOBBIX
UCCIIEJOBAaHUN OTPEOUTETHCKOTO
BBIOODA;

Ymems: onpenensaTs 3a1auu
MapKETUHTOBOTO MCCIICIOBAHHUS,
MIPOBECTH aHAJTMTHYECKYIO PadoTy,
MOJrOTOBHUTH BBIBOJIBI M PEKOMEHIAIIMH
1151 OM3HEeC-peIeH

Bnadems: HaBBIKAMH MCIIOIH30BAHUS
TEXHOJIOTUH MapKETHHTOBOTO
UCCJIEJOBAaHUS U aHAIIN3a
OTPEOUTETHCKOTO BBIOOpA.

IIK-2. Cnocoben
peanuzosvieams GyHKyuu
KOMNJIEKCHO20
MapkemuHea opeanu3ayuu

IIK-2.4. Ocywecmensem
peanusayuio cmpameuu
NPOOBUINCEHUS TNOBAPOS
(venye) opeanuszayuu

3Hamb.: IPUHIMITEL ¥ METO/IBI
u3MepeHus poiu OpeH/a B
OTPEeOUTETHCKOM BBIOOPE;

Ymemsn: onpenenste OpeHa-GakTop

JUISl KOHKPETHOM LEJIEBOU Ay IMTOPUU
TIPY IPOJIBI>KEHUU TOBAPOB HITH YCITYT
Braoemyv: HaBbIKAaMH UCIIOIB30BAHUS
OTIPOCHBIX TEXHOJIOTHH JIJIs
KOJIMYECTBEHHOW OIICHKH POJIH OpeHIa
B CX€Me OTPEeOUTEIHCKOTO BHIOOPA.

1.3. MecTo AUCHMIIIIMHBI B CTPYKTYpPe 00pa30BaTe/IbHO NPOrpaMMbl

OnextuBHas aucnuiuinHa «[IpakTHKyM 10 WCCIIEOBAaHWIO TOTPEOUTEIBCKOTO BEIOOpa»
OTHOCHUTCSI K 4acTd, (GOpMHUPYEMO yJaCTHUKaMHU OOpa30BaTEIIbHBIX OTHOIICHUHN OJIOKa JUCIUILIHH
y4eOHOro IJIaHa.

JIist OCBOCHHMSI TUCIUTUTMHBI HEOOXOJAMMBI 3HAHUSI, YMEHUS W BIaJICHUS, CHOPMUPOBAHHBIE B
X0JIe HW3YUYCHHUS CICAYIOIMX IUCHUIUIMH W TPOXOXKIACHHUS MpakTUK: BBemenwe B mpodeccuio,
Commonorusi, HWMuHdpopmanmonusli  MeHemxkMeHT, [loBenenue  morpeOutenedd, MapKeTuHT,
MapkeTuHroBbIE UcCleIOBaHus, bpeHa-MEHEKMEHT.

B pesynbrare oCBOEHUS NUCHMIUIMHBI (M00Y/s) POPMUPYIOTCS 3HAHUS, YMEHUS W BIIJICHUS,
HEOOXOJMMBIE U M3yYEHUsS CIEAYIONIMX TUCIHUIUIMH U MPOXOXKICHUS MPAKTHK: YTpaBlIeHYECKOe
KOHCYJIbTUpOBaHue, [Ipeaaumniomuas npakTuka.

2. CTpyKTYypa A¥ CHHIIHNHBI

O61mast TpyA0EMKOCTh TUCIUIUTHHBI cocTaBsieT 3 3.¢., 108 akageMuyeckux 4yacos.



CTpyKTypa AUCHHMILINHBI VI 04HOH GopMbI 00y4eHust

O0beM nmucHUIUIMHBL B (OpME KOHTAaKTHOM pabOThl OOYyYarOIIUXCS C MeJarorndecKuMu
paboTHUKaMH U (WJIM) JUIAMM, IPUBJIEKaEMBbIMU K pealu3aluyd o0pa30oBaTEIbHOM MpOrpaMMbl Ha
UHBIX YCIOBHSIX, IPH MIPOBEACHUHN YUEOHBIX 3aHATHIL:

Cemectp | Tun yueOHBIX 3aHATHIA KomnuectBo
4acoB
5 Jlexnun 20
5 CemuHapbl/1ab0paTopHbIE paOOThHI 22
Bcero: 42

O0beM TUCHHUTIUTHHBI (MOTYIIs) B hOpME CaMOCTOSATEILHON PabOThI 00YUYAIOITUXCS COCTABIISAET
66 akaJeMUYECKUX YaCOB.

CTpyKTypa QM CHUIIMHBI VISl 0YHO-3204HOH ()OpMBbI 00yUeHUus

O0beM nmucruIUIMHBL B (GOpME KOHTAaKTHON pabOThl OOyYarOIIUXCS C MeJaroruuyecKuMu
paboTHUKaMH U (WJIM) JMIAMM, IPUBJIEKAaEMBIMU K peanu3aliyd o0pa30oBaTEIbHOM MpOrpaMMbl Ha
MHBIX YCJIOBUSX, IPU MPOBEICHUH YUEOHBIX 3aHATHI:

Cemectp | Tun yueOHBIX 3aHATHIA KommuectBo
4acoB
5 Jlexun 8
5 CemuHapbl/1abopaTopHbIE padOTHI 16
Bcero: 24

O0bemM muCcHHUIUIHBL (MOIYIIsI) B hOpME CaMOCTOSTEIBHON paboThl 0OYYAIOIITMXCSI COCTABIISIET
84 akageMHUYeCKUX 4acOB.

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

OO0beM JUCHUIUTMHBI B (OpME KOHTAKTHOM pabOThl OOyYaromuxcsi ¢ TeAaroru4ecKuMu
paboTHUKaMH U (WJIM) JUIAMH, TPUBJIEKaEMBIMU K peanu3aliid 0O0pa3oBaTEIbHOM MpOrpaMMbl Ha
WHBIX YCJIOBHSX, IPU MPOBEICHUH YUSOHBIX 3aHSATHI:

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. Coneprxanue U CUUILIMHBI

Paznen 1. MapkeTuHIroBbI€e HCCJIeT0BAHUA NMOTPedUTE el

OcCHOBHBIC TEPMHUHBI U OIpPENEICHUS: PBIHOK, OM3HEC — cpela, KOHKYPEHTHI, MOTpeOUuTeN ,
CerMeHTaIlus1, EMKOCTh PBIHKA, IIeJIeBas ay IMTopusi, TUIBI peiHKOB, B2C, B2B, nccnenoBanus peiHKa 1
apyrue. MapKeTHHTOBbIE HCCIICIOBAaHUS, MMM W 3a7aud ux mpoBeAcHUs. Kiaccudukarnus
MAapKETUHT'OBBIX UCCIIEA0BAHUMN 110 PA3JIMYHBIM OCHOBAHUSIM.

OCOOCHHOCTH MAapKETHHTOBBIX HCCIEOBaHUN moOTpeOuTeneid. 3ajaun  MapKETHHTOBBIX
HCCIICIOBAHUM MOTPEOUTEICH.

KabuHeTHble, KaueCTBEHHbIE U KOJIMYECTBEHHBIE HccienoBanus. X ponb, 3aaun, OCHOBHbIC
(dopMaThl.

HeoOxoaumocTh mpoBeneHUsT MapKETHHTOBBIX HCCieNOBaHM motpeduTenei. [IpoBenenue
UCCIIEIOBAaHUM MOTpeOuTeneil COOCTBEHHBIMU CHJIaMU. MapKETUHTOBBIE HCCIEA0BATEIbCKUE
koMranuu. OOIas XapaKTepuCTUKa HCCIeA0BaTeNIbckoro pblHKa B Poccun. JlocTomHcTBa M
HEJOCTaTKM pPAa3IMYHbIX BApUAHTOB OpraHu3aluu ucciaenoBaHuil. [lpunsrtue OuzHec-pemieHHN C
Y4EeTOM pe3yJNbTaTOB MapKETHHIOBBIX MCCIEAOBAHUN MOTpeduTeneil. MapKkeTHHTOBbIE HCCIeI0BAHUS
KaKk CTaThsl OIO/pKeTa MapKeTWHTa mnpeanpustus. bpud Ha wuccnemoBanue. [IpemnoxeHue Ha
IIPOBEJICHUE UCCIIEIOBAHUS U €0 CTPYKTYypa.

Pa3znen 2. MeTpuku npoaBu:KeHUsi OPEH/IOB B paMKaX MPOAYKTOBOH KaTeropumn

ba3zoBbie mokazaTenu NPUCYTCTBUS OpeHNa Ha PbIHKE KaTeropuu. METpPUKH KOHKYPEHTHBIX
MO3UIHNK OpeHaa.

[IpodunupoBanue neneBoil aymutopuu. lcciemoBaHus MO CErMEHTALUU IMOTpeOUTeNeil B
paMKax 000CHOBAHUS CTPATETHH.

[Tonsitue no3unmonuponanus. KiroueBbie OpeH bl B kKaTeropuu. IlocTpoeHue kapT BOCIpUSITUS
B (hopmare KauecTBEeHHBIX HcciaeaoBanuil. [loctpoenue kapt BocnpusaTus B popmMare KOJIMIeCTBEHHBIX
uccnenoBanuii. GopMbl BOIPOCOB Ha COOTHECEHHUE CBSI3U OpeHA-aTpuOYyT B CO3HAHUM MOTPEOHTENS.
Amnamu3 cootBercTBHii (correspondence analysis). AJropuTMbl MHTEPIPETAMU KapT BOCIPHSTHS,
MOJIy4aeMbIX C TIOMOIIbIO aHajdh3a COOTBETCTBUA.  AHAIM3 OCTaTKOB U TOCTPOEHHE KapThl
CBOWMCTBEHHOCTH/HECBOMCTBEHHOCTH aTpHOyTOB KIIFOYEBBIM OpEHIaM.

HccnenoBanne KOHKYPEHTOCTIOCOOHOCTH OpEHIOB Kak dYacTh KOHKYPEHTHOTO aHajH3a.
O6ocHOBaHME CTpaTEruy MO3UIIMOHUPOBAHUS.

KocBeHHbIE METOBI OIIEHKH BaKHOCTH (DaKTOpOB BbIOOpa OpeHna B karteropuu. J[xakkapn-
aHaM3 KaK OOBEKTUBHBIA COCO0 PaHKHPOBAHUS BAXKHOCTH aTpHOyTOB MOTPEOUTEIHCKOTO BHIOOpA.
KommuiekcHbIi oaXo/ K BU3yalln3aluy MO3UIUOHUPOBAHMSI KITFOUEBBIX OpPEHIOB B KATETOPHUU.

Pa3nen 3. KosinyecTBeHHBIE M KaUeCTBEHHbIE HCCIE0BAHMSA NPUBBIYEK U MPeANOYTeHUH
norpedouresne

@dopmMaThl  KOJMYECTBEHHBIX  HcciefoBaHuil. Buasl  ompocoB. IloHATHe  BBIOOPKH.
PenpesentaruBHOCTh BBIOOpKH. CilyuaiiHble ¥ A€TEpPMUHUPOBAaHHBIE BEIOOpKU. CTpaTuuUIpoBaHHAs
BbIOOpKa. ['pynmoBast (kinactepHasi) BbiOopka. OCHOBHBIE MPUHLIUIIBI OMpe/esieHUsl 00bemMa BHIOOPKH.
TeppurtopuanbsHas BeiOopka. [lorpemHocTu pe3ynbratos onpocos (noineit). [lpubmkenHas popmyna
3aBUCUMOCTH CIY4YalHOM TOTPEIIHOCTH pe3yJbTaToB ompoca (Joneil) OT pa3Mepa BBIOOPKH.
CrnyuyaitHas ¥ cucTemMaTuyeckas MOTrpeIHOCTb.



8

N3mepenne TmokazaTeneid  MOTpEeOMTEIBCKOTO  TMOBelAeHHUsA. 3Mmepenue  mokazarenei
MOKYTMAaTelbCKoro moBeneHus. DakTtopsl BeIOOpa MpoayKTa W OpeHJa Ha KOHKYPEHTHOM (QoOHE.
MeTtoabl OIEHKH TNPUOPUTETHBIX (AKTOPOB BBIOOpa MpH TOKyNKe. M3ydeHHe HMCTOYHUKOB
uH(popMaluu A1 HOTPEOUTENHCKOTO BBIOOPA.

Tunosast pokyc-rpyrmnmna s U3y4eHUs CXeMbl TOTPEOUTETHCKOTO BbIOOpa. Pobh KauecTBEHHBIX
MCCIIEIOBaHU MTPH BHIOOPE KOMMYHHKATUBHOM miaTdopMel poasrkeHus Openaa. Llennoctu Openaa
Y LICHHOCTH LEJIEBOU ayIUTOPUH.

Paznen 4. [lnaHupoBaHnMe MAPKETHMHIOBOr0 HCCJIEIOBAHHUS CXeMbl NMOTPEOHTEIHCKOIO
BbIOOpa

[IpoekTHas cTpaTerus MapKETUHTOBBIX UCClIeIoBaHUN. OpraHu3anus UCCIeI0BaHus.

[Iponecc MapKeTUHIOBBIX HUcClieOBaHUM. Ero ocHOBHBIE 3Tamnsbl. [locnenoBaTenbHOCTh ATAIOB
MpOoLECcCa MAPKETUHT OBBIX UCCIIETOBAHUM.

UccnenoBarenbckuil MPOeKT, €ro OCHOBHBIE MapaMmeTphl. [ImaHnpoBaHue nMccien0BaTebCKOro
npoekra. [loHsaTue maHa wmapkeruHra KommaHuu. lIporpamMmHas cTpaTeruss MapKETHHIOBBIX
uccienoBanuii. Omnpesenenre BUAOB HEOOXOAUMBIX HUccienoBaHuil. OmnpejesieHne MepuoaudHOCTH
MpoBeNIeHUsT HucclienoBanui. MccienoBarenbckas MOQAEPKKA CTPATETHYECKOr0 U OMEPATUBHOIO
MAapKETUHTA.

TUMOBOW TUIaH HCCICIOBAHUS CXEMBl IMOTPEOUTEIHCKOTO BBEIOOpAa C TMOMOIIBIO OMPOCHBIX
TEXHOJIOTHH.

Pasnen S. HNucrpymenrapuii KOJIHY€CTBEHHOI'0 HCCIe10BAHNUSA (pakTopos
MOKYNATEeJbCKOI0 BbIOOpa

[TocTpoeHne aHKETHI MO MPHUBBIYKAM M MPEANOYTCHUSIM B KaTeropuu. OCHOBHBIC pa3Jeibl
aHKeThl 0 mpuBbkIuKaM u npeanourenusm (Usage and Attitude).

3HaHME MapKu U ero uzMepeHue. ClIOHTaHHOE 3HAHME MApPKU U y3HAaBaHME (3HAHHME MApKHU C
MOJICKa3Koil). 3HaHue pexsiaMbl. M3yueHne Meaua npeanoyTeHuit moTpeduTenei.

TumoBas aHKeTa MO UCCIIEAOBAHHIO TTOTPEOUTENBCKOTO BbIOOpa. CTpyKTypa MOTpebIeHus U ee
apaMeTpbl: YacToTa MOTPeONeHUs, KOJWYECTBO (MHTEHCUBHOCTH), MPEANOYTEHHUE IOABUIOB
npoaykTa. CTpyKTypa MOKYNKH M €€ IapaMeTphl: YacTOTa MOKYIKH, MecTa MOKYIIKH, pa3Mep pa3oBOi
NOKYIIKH, cpeaHuid uyek. Dakropbl BeIOOpa Openna/mponykra. bpena-dakrop. bpenmunr u ero
napamMeTphsl: 3HaHHE MapKH (CIIOHTaHHOE M IO IMOJICKa3Ke), YPOBEHb MPOObI, yPOBEHb MPEIAIIOYTEHUS,
OTHOILEHHE K OpeHy (uepe3 MpHBs3Ky K arpubyram). Mctounnku nHpopmanuu o npoaykre. Meauna-
npeanoureHus. ConuanbHo-aeMorpaduueckuii mpopusb.

Pa3zges 6. [Ipe3enTanusi pe3yJbTaTOB HCCIAEA0BAHMS CXeMbI OTPEOUTEILCKOI0 BbIOOPa

Crpykrypa oOT4eTa M TNPE3EHTALUU pE3yJbTaTOB  KOJWYECTBEHHBIX MAapKETHHIOBBIX
uccienoanuii. Llenn u 3agaun, METOJ0IOTHsI, OCHOBHBIE pE3yJbTaThl, BBIBOABL. [IpaBuia HarmsaqHOM
IIPE3CHTALMH PE3YJIBTATOB OIIPOCOB. [IpUHIMIIBI BU3yaIn3alliy JaHHBIX.

Tunsl quarpamMm Uil BU3yalM3allMM OINpPOCHBIX JaHHBIX, MX 3aBHCHUMOCTb OT THUIA
UCTIONB3yeMbIX IKal. KpyroBele u nmHeWwarele auarpamMMbl. KoMmMeHTHpoBaHMe rpaduyeckux
Mpe3eHTAlMi ONPOCHBIX NaHHBIX. TOYHOCTH HM(PPOBBIX TAHHBIX U CTATUCTHUYECKASI TOTPEIIHOCTb.

Pa3nen 7. AHasm3 posn OpeHaa B cxeme NOTPeOUTENIbCKOT0 BbIOOpa

BaxHocTh OpeHaa Kak OAHOTO M3 (PaKTOPOB MOKYIMATENbCKOro BbIOOpa. Tumojorus cxem
HOKYIIaTeJIbCKOTO0 BHIOOpa B 3aBHCHUMOCTH OT poy Openna: b-cxema m g-cxema. KonmdectBeHHas
MeTpuKa poiu OpeHaa B HOTpeOUTenbckoM BbIOOpe: OpeHa-(akrop. CaifTbl-arperatopsl,
pPEKOMEH1aTeNIbHBIE CEPBUCHI MEHSIOT TPAAUIIMOHHYIO CXeMY BBIOOpa MPOAYKTa U poJib OpeH/a B HEll.
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Mo’HO cka3aTh, YTO 3/1€Ch MPOSBIISAETCS CABUI TPAJULIMOHHON MOJIENN MOKYATEIbCKOT0 BbIOOpA MO
BIUSHUEM [U(POBU3AIMN IKOHOMHUKM M B YACTHOCTH PACIPOCTPAHEHUS PEKOMEHIATeIbHBIX
uHTepHeT-cepBucOB. (Co37MaHrMe KOHIENTyanbHOW ©0a3bl Ui ONTHMAIBHOTO  paclpenesieHus
MapKETHHTOBBIX WHBECTHUIIMH, B YaCTHOCTH ONTHUMH3AIUS COOTHOIICHUS WHBECTHIIMA B OpeHI W B
OTHONICHMsI C KaHalaMH. DJTa 3a/aya sBISETCS OCOOCHHO aKTyallbHOM B YCIOBHSX OTpaHHUYEHUN
MapKeTHHroBoro Oropkera. OJWH TOMIOC TIPEACTABIIEH PACHPOCTPAaHEHHON CXEMOW, Korja
MOTPEOUTENh «HIST 3a OpEeHIOM», TO €CTh NPEIbABISEMBIA UM HA0Op TPEeOOBAaHHWH K MPOIYKTY
JAHHOW KaTerOpUU OH COMOCTAaBJSIET C MpeUIoKeHHsIMH (aTpubyTamu) OpEeHAOB, JOCTYIHBIX B
npofaxke. IIpoucxoautT mpoOMEKyTOUHBIA BBHIOOP — BBIOOP OpeHAa, B HauWOOMbIIEH CTENeHU
COOTBETCTBYIOIIECTO OXHJIAHUSAM TOTPEOHTENS, W YK€ B paMKax IMPOJYKTOBOTO TMPEIIOKECHHUS OT
BBIOPAHHOTO OpEeH/1a MPOUCXOIUT «TOHKAsk HACTPOIKa» - BBIOOP HAaMOOJIee MOAXO0ISIIEer0 KOHKPETHOTO
OpPOAyKTa. DTy CXEeMy MOXHO Ha3BaTh b-cxemoi (oT cnoBa «brand»). Kode, curapersi, uyaii,
ABTOMOOWIIN YaIlle BCETO BBIOUPAIOT IO 3TOM CXeMe.

Ha npoTuBOMONOXKHOM IIOJIOCE pacloyiaraeTcst cxema BblOOpa MpOJIYyKTa, BOBCE HE
yuuThIBaroass OpeHa. Mbl CTOJKHYJIHCh C MpeoOsiajJaHueM 3TOM CXEMBbl, MPOBOAS THUIIOBBIE (hoKyc-
IPYMIBI C TIOTPEOUTENSIMU KaTErOpUN «PaAMOCTaHIIUN». BBISICHUIOCH, YTO YYaCTHHKH (POKYC-TPYIII
HE OCBEIOMJICHBl O MapKax B JaHHOW KaTeropuu (He 3HAIOT HAa3BaHUN pPaaAMOCTaHIUI, KOTOpbIE
ciymatot). [Iporecc BbiOOpa MpoayKTa y HUX ONOCPENOBAaH MCIIOJIb30BAaHHEM arperaropa (Takoro,
kak Snnexc.Pamno mmm Snnexc.Mys3bika), Iie OHM HAamNpsMYIO MPEIbsIBISAIOT HaOOp TpeOOBaHMMA K
OPOAYKTY (HAacTpoeHHe, XapakTep My3blKM, KaHaja M T.I.) M [OJy4alT HENOCPEICTBEHHO
ONTUMAJILHBIA MPOJYKT, COOTBETCTBYIOIIUI yKa3aHHbIM aTpuOyTam. DTa cxema BblOOpa MHpOIyKTa
MOXeT ObITh O0O3HaueHa Kak g-cxema (OT cloBa «generic»). B »Toif cxeme, B oTiaMuYue OT
pPAcCMOTPEHHOH BHINMIE b-CXEMBI, OTCYTCTBYET INPOMEXKYTOUYHBIH ATam BBIOOpAa TPOIYKTa, KOT/a
MOKyIIaTeIb BHaYaJle ONpeiesisieT COOTBETCTBYIOLINM €ro 3arpocoM OpeH 1, U JIUIb 3aTeM IIPOU3BOIAUT
«TOHKYI0O HACTpOHKy» BBIOOpa B paMKax IHPOIYKTOBOTO TMPEIIOKEHUs BBIOpaHHOTO OpeHna.
[Tokynarens — B JaHHOM cClyyae C IOMOIIBIO CalTa-arperaropa — HEHNOCPEICTBEHHO COOTHOCUT
aTpuOyTHl MpEeAJaraeMoro MpoayKkTa C MpoduieM CBOEro 3ampoca; OpeHJl SIBHO HE Y4YacTBYeT B
npoiiecce BbIOOpa, HO, €CTECTBEHHO, MOSBISETCS aBTOMAaTHYECKH B pe3ynbrate. [1o 3Toii cxeme yacto
BBIOMPAIOT PATMOCTAHIINN, TYPHUCTUIYECKUE TPOMYKTHI, B LIEJIOM T€ MPOIYKTHI M YCIyTH, TJI€ BEIHKa
pOJIb CAaliTOB-arperaTopoB M peKOMEH1aTeNIbHBIX CEPBUCOB.

[Tpumeps! 3HaueHuit OpeHa-(hakTopa, MOIyUYeHHBIX B pe3yibTare uccienoBanuii LA Opennos
Pa3INYHBIX TPOIYKTOBBIX KaTETOPHIA.

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. Oopa3zoBarejibHbIe TEXHOJIOTHU

I[JISI MMPOBCACHU A 3aHATHH JICKHUOHHOI'0 THIIA 10 AJUCHUIIMHE T[MPUMCHAIOTCA TaKUC
06p330BaT6J'H)HBIe TEXHOJIOTMHU KaK MHTCPAKTUBHBIC JICKIIUH, HpO6J'IGMHO€ 06y‘-I€HI/I€. I[J'I?I IMPOBCACHUA
3aHATUH CEMHHAPCKOT'O TUIIA UCITOJB3YIOTCA I'PYIIIIOBLIC AMCKYCCHUU, POJICBLIC UI'PbI, dHAJIU3 CI/ITyaI_II/Iﬁ
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U UMHUTALMOHHBIX Mojenel. JlJis KOHTPOJIs U MOMOIIM OOydYarolMMCs B CaMOCTOSITEJIbHOM pabote
MPOBOSATCS KOHCYJIBTUPOBAHKE U TIPOBEPKA TOMAIIHUX 33JaHUI MTOCPEICTBOM AJIEKTPOHHON MOYTHI.

B mepwonm BpeMEHHOrO WPHUOCTAHOBJICHUS TIOCEHICHHUS OOYYArONIUMHUCSA TOMEUICHUN U
tepputopuu PITY st opranuzanuu yueOHOTO mpoliecca ¢ IpUMEHEHUEM 3JIEKTPOHHOTO 00yUYeHUs U
JUCTAHIIMOHHBIX 06pa3OBaT€.HBHLIX TEXHOJIOTUH MOTYT 6LITB HCITIOJIB30BAaHbI CJICOAYIOIINC
00pa3zoBaTeNbHBIE TEXHOJIOTHU:

— BHJICO-JICKIINH;

— OHJIAIH-JIEKIIUU B PEKHUME PeaIbHOTO BPEMEHHU;

— JJICKTPOHHBIC y‘IC6HI/IKI/I, yLIe6HBIC HOCO6I/I$[, HAaY4YHBIC U3JJaHUA B DJICKTPOHHOM BHUAC U JOCTYII
K UHBIM 3JICKTPOHHBIM 00pa30BaTeIbHBIM pecypcam;

— CUCTCMBI IJI 3JICKTPOHHOT'O TCCTUPOBAHUSA;

— KOHCYJIbTallH C UCITIOJIb30BAHNEM TCICKOMMYHHUKAIUOHHBIX CPCACTB.

5. OneHka JIAHMPYeMbIX Pe3yJbTATOB 00y4eHHs

5.1 CucremMa oneHUBaHUSA

[Tpu OoLlEeHUBAHHUH YCMHO20 ONPOCA U YUACUs 8 OUCKYCCUY HA CEMUHAPAX YUUTHIBAIOTCS:
- CTENEeHb PacKphITUs TeMbI BhIcTyIUIeHus (0-3 6amna);
- 3HAHME COJEpKaHHs OOCYXJaeMbIX TpoOJIeM, YMEHHE HCIOJIb30BaTh paHee H3YYCHHBIN
TEOPETHUECKHI MaTepual u TepmuHosioruto (0-2 6anna).
- CTHJIb M JIOTHKA M3JI0KEHHUS MaTepualia, rpaMoTHOCTD peu (0-1);
ITpu onieHke peghepamos u HayuHvlX OOKIA008 YIUTHIBACTCS:
- TOJIHOTa U TOYHOCTH PACKPBITUSI MCCIEIOBaHMSA, MPABHIBHOE OINpeelieHne 00beKTa M IMpenMeTa
uccnenoanus (0-5)
- CTETEHb CTPYKTYPUPOBAHHOCTH MaTepralia ¥ HaydyHOCTH u3siokeHus (0-2)
- odopmieHue paboThl (HAIMYUE BBEICHMS, 3aKIIOUEHUSI, OCHOBHBIX PAa3/IeOB, CIIUCKA JIUTEPATYPhI)
(0-2)
Kputepuu o1leHKH OTBETOB MPU MeCcmupo8aHulL.:
- IPaBUJIBHBIN OTBET — 1 Oam.
- HEMPaBWIbHBINA OTBET — () OAJIIOB.

dopma KOHTPOJIA Makc. KoJIn4ecTBO 0aJIJIoB
3a osiHy Bcero
paboty
Tekyuii KOHTPOJIb:
- y4acCTHE B JUCKYCCUU 3 dayuioB 9 GaoB
- OIIPOC Ha CEMUHAape 5 6ansos 20 Ganos
- Hay4HbIH J10KJ1a] 10 6amnoB | 20 Gamios
- TECTUPOBaHUE 11 Gannos 11 6annos
[IpoMexyTouHas aTTecTauus 3a4eT 40 GaIIoB
HToro 3a cemMecTp (AUCUMILINHY) 100 GamnoB

[losrydeHHBII COBOKYNHBIN pe3yabTaT KOHBEPTUPYETCS B TPAJAULIMOHHYIO LKAy OLICHOK U B
mIKaiy oneHok EBporeiickoii cucremsl iepeHoca u HakoruieHust kpeautos (European Credit Transfer
System; manee — ECTS) B cCOOTBETCTBUU ¢ TaOJIUIICH:
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100-6annpHas mkana | TpaguruoHHas mkana Lé[gjalfISa
95— 100 OTJINYHO A

83 -94 B

68 — 82 XOPOIIIOo 3a4TCHO C

gg : gg YIOBJIETBOPUTEIHHO [E)

20-49 FX

0_19 HEYIOBJICTBOPUTEIHHO HE 3a4TEHO F

5.2 Kputepuu BbICTaBJIeHHS OIEHKH MO TUCIHIIJIMHE

Bbanasl/

Ikanaa
ECTS

Ouenka no
TUCIHUILINHE

Kputepnu onieHKH pe3yabTaTOB 00y4YeHHS 110 JUCHHILIAHE

100-83/
A,B

OTJINYHO/
3a4TEHO

BeicTaBisiercst 00yuaromemycs, € OH IIIy0OKO ¥ IIPOYHO YCBOWII TEOPETUUECKUH 1
MIPaKTHYECKUI MaTepHal, MOXKET MPOJIEMOHCTPUPOBATH ITO HA 3aHATHAX U B XOJIC
MIPOMEXKYTOYHOH aTTECTaLUH.

OOyuaronuiicst NCUEPIBIBAOLIE U JIOTHYECKH CTPOWHO M3JIaraeT y4eOHbIH MaTepual,
YMEET YBS3bIBATH TCOPHIO C IIPAKTHKOM, CIIPABISCTCS C PEIICHHEM 3a1a4
npo(heCCHOHAIBHON HATIPABICHHOCTH BBICOKOTO YPOBHS CJIOXKHOCTH, PABUIIEHO
00OCHOBBIBACT NPUHATHIC PEILCHUSL.

CB0060OHO OpHEHTHpPYETCS B yueOHON U MPO(eCCHOHATBHON TUTEpaType.

O1eHKa [0 AUCHIUIUIMHE BBICTABILIFOTCS] 00YJaoMIeMyCsl ¢ yIETOM PE3yIbTaToOB
TEKYLIEH U IPOMEKYTOUHOM aTTEeCTaLMH.

KomneteHuuy, 3akpersi€HHbIe 32 JUCHUIUIMHON, COPMUPOBaHBI Ha YPOBHE —
«BBICOKHI.

82-68/

XOopo1io/
3a4TEHO

BeicraBisiercs: 00yuaromemMycsi, €CIi OH 3HAeT TEOPETUIECKUH U MPAKTHYECKU I
MaTepuall, FpaMOTHO U IO CYILECTBY M3JIaraeT €ro Ha 3aHATHAX U B X0JE
MPOMEKYTOUHON aTTEeCTallly, HEe JIOMyCKas CYIIECTBEHHBIX HETOYHOCTEH.
OOyuaronuiicst paBUILHO IPUMEHSET TEOPETUUECKHE MTOJI0KEHHS IPU PELICHUH
MPaKTHYECKUX 33124 NPo()eCCHOHAILHOM HAlPAaBJICHHOCTH Pa3HOTO YPOBHS
CJIO’KHOCTH, BJIaJieeT HEOOXOANMBIMH JJIsl TOTO HaBBIKAMU M IPUEMaMH.
JlocTaToyHO XOpOIIO OPUEHTUPYETCS B Y4eOHOH M po(hecCHOHAILHOM JINTepaType.
Ot1eHKa 10 AUCIUIUIMHE BBICTABISIFOTCS 00YJaIoeMycsi ¢ y4ETOM pe3yibTaToB
TEKYLIEN U IPOMEXKYTOUYHOM aTTECTALUH.

Komnerenmmn, 3aKkperui€éHHbIE 32 TUCIIUIDTHHON, COPMHUPOBAHEI HA YPOBHE —
«XOPOLIMN».

67-50/
D,E

yJIOBJIETBO-
pUTEIHHO/
3a4TEHO

BeicTaBisiercs oOy4aromemycs, €CIM OH 3HAaeT Ha 6a30BOM ypOBHE TEOPETHIECKHH U
MIPAaKTHYECKNI MaTepHall, IOMyCKaeT OTACIbHBIE OMMOKH IIPH €TO U3JIOKCHNUH Ha
3aHATHAX U B X0/I€ IPOMEKYTOUHON aTTeCTaIHH.

OOy4aroUTHiAcs UCIIBITHIBAET ONpeIeNIEHHbIE 3aTPYJHEHUS B IPUMEHEHU N
TEOPETHYECKUX TOJIOKEHHUH MIPU PELICHNH MPAKTHYECKHX 3a1a4 NpodecCHOHAIBHOM
HaNpaBJIEHHOCTH CTAHIAPTHOTO YPOBHS CIIOKHOCTH, BIa/leeT HEOOXOAUMBIMU IS
3TOro 6a30BBIMU HAaBBIKAMM U MPHEMaMHU.

JleMOHCTpHUpYET NOCTaTOUHBIN yPOBEHb 3HAHUSI YUEOHOH JIMTEPATypPHl 110 JUCIUILTHHE.
O1eHKa 1o IUCIUIUIMHE BBICTABIISIOTCS 00ydaromeMycs ¢ y46TOM pe3ysibTaToB
TEKyIlled U IPOMEXYTOUHON aTTEeCTallUH.

Kommnerenmu, 3akperuiéHubIe 3a TUCIUILIMHON, ¢(hOPMUPOBAHEI HA yPOBHE —
«JIOCTaTOYHBII».

49-0/
F.FX

HEYJIOBJIET-
BOPHUTEIHHO/
HE 3a4TEHO

BricTaBnsiercs oOydaromemycs, €CIM OH He 3HAaeT Ha 6a30BOM ypOBHE TEOPETHUECKHI
Y IPaKTUYECKUI MaTepHa, AOIycKaeT rpyOble OMMOKH MPHU €T0 M3JI0KEHUH Ha
3aHATUAX U B XO€ IPOMEKYTOUHON aTTeCTAlHN.

OOyuaronuicst UCTIBITBIBAET CEPHE3HBIE 3aTPYJHEHHS B IPUMEHEHHH TEOPETHUCCKUX
TIOJIO’KEHUH MPH PEIISHUN IPAKTUYECKHX 33Ja4 MPOecCHOHATBHON HAIIPAaBIEHHOCTH
CTaHAAPTHOTO YPOBHS CI0KHOCTH, HE BIIa/Ie€T HEOOXOAUMBIMH JUIsl 3TOTO HAaBBIKAMH U
IpUEMaMHU.
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Bamabsl/ | OueHka mo Kpurtepun oneHkn pe3yJibTaTOB 00y4eHHUsI N0 AUCHUILINHE

Ikana | aucouIJInHe
ECTS

JleMoHCTpHpyeT (hparMeHTapHBIE 3HAHUS YIeOHOM IUTEPaTyphl M0 AUCIUILTHHE.
O1leHKa M0 JUCIUIUTHHE BBICTABISIOTCS 00YYatoneMycs ¢ y46TOM pe3yiibTaToB
TEKyIIeH U MPOMEKYTOYHOM aTTECTAIHMH.

KomreTeHIuu Ha YPOBHE «I0CTATOYHBINY, 3aKPEIIEHHbIC 33 JUCIUILTHHON, HE
c(hOpMHPOBAHBL.

5.3 OueHouHble cpeacTBa (MaTepHajbl) /JIsl TeKYyIero KOHTPOJISA YCIeBaeMOCTH,
NMPOMEKYTOYHOM ATTeCTAlUM 00y4AIOIIUXCS M0 JUCHUIINHE

ROHI’I’ZDOJZbele 60npocovl no ducuunmme:

SoukrwnE

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.

UYro Takoe MapKETUHIOBBIE UCCIIEIOBAHUS?

Urto Takoe ueneBas ayaAuTopusi?

KaxoBbI OCHOBHBIE 33JJa4l MAPKETUHIOBOT'O UCCIIEIOBAHUS?

KakoBbI OCHOBHBIE (POPMBI OpraHU3alUN MAPKETHHTOBBIX UCCIICTOBAHMIA?

B uem cnenuduika MapkeTHHTOBBIX UCCIEAOBAHUN OTPEOUTENCH?

KakoBbI OCHOBHBIE BU/Ibl MAPKETHHT OBBIX MCCIIEJOBAaHUM, TPOBOJUMBIX B MOJACPKKY
IIPOJBMKEHMS OpEHJIa B paMKax MPOAYKTOBOM kareropun?

B yem npeumyiecTBa U HeJOCTATKK OPTaHU3AIMH MAPKETUHTOBOT'O MCCIIEIOBAHUS Yepe3
MapKETHUHIOBOE areHTCTBO?

Kakue pecypchl MOKHO 3a€iCTBOBATh JJIsl ay TCOPCUHIa MAPKETUHIOBBIX HCCIIEI0BAaHUI
MOTpeOnTEIKIA?

Kakue MeTo/1bl MapKeTHHTOBBIX HCCIEIOBAHUI HCIIONIB3YIOTCS Ha KaXI0H (a3e pa3paboTKu U
peann3alnuy MapKeTUHIOBOM cTpaTeruu?

KakoBbl OCHOBHBIE HTarbl MAPKETUHIOBOTO HCCIIEI0BAHUS?

Kak oprannzoBbIBacTCSI MApKETUHIOBOE MCCIIEN0BAaHUE?

UYro Takoe IpoeKT UCCIIEOBAHUS?

UYro Takoe pa3BeoYHOE UcClieJoBaHuEe?

Kak n3yuarorcst OTHOIIEHUS TOTpeduTeNs ¢ OpeHIOM U C KaTeropuei?

Yro Takoe Kay3aiabHOE UcclieJoOBaHuE?

Kax oprann3oBbIBarOTCSl KAOMHETHBIE UCCIICIOBAHUS?

Kak oprannzoBbIBatOTCS MOJIEBBIE UCCIEIOBAHMS?

KakoBEI 0COOCHHOCTH, OCHOBHBIC 33/1aUM KAUCCTBECHHBIX HCCICIOBAHNM ?

KakoBEI 0COOEHHOCTH, OCHOBHBIE 3a/1a4M KOJNUECTBEHHBIX HCCIICIOBAHUIA?

Kakwue nccnenoBanus al0T CTAaTUCTUUYECKU JOCTOBEPHBIE PE3YIbTAThI?

Yro Takoe BEIOOPOUHBINH MeTOA?

UYro Takoe perpe3eHTaTUBHAs BbIOOpKa? 3aueM OHa Hy)XHA?

Uro Takoe ciiydaifHas U CUCTEeMaTUYeCKasi HOTPEIIHOCTb B JAHHBIX OMPOCOB?

KakoBbl 0cHOBHBIE (POpPMATHI KAUECTBEHHBIX MAPKETHHIOBBIX UCCIETIOBAHUNA?

KakoBbl 0cHOBHBIE (hOpMAaThl KOJTMUYECTBEHHBIX MApPKETHHTOBBIX UCCIIEOBAHUN?

Kak 06beM BEIOOPKH BIMSIET HA YPOBEHD CIy4YaifHOM MOTPEIIHOCTH PE3yJIbTaTOB orpoca’?
KakoBbI HCTOUHUKH CHCTEMATUYECKON OIMIMOKY B IJAHHBIX OMPOCOB MOTpeOHuTEnen?

Urto Takoe BropuuHast uHGOpMaIus?

KakoBbl OCHOBHBIE HCTOYHUKH BTOPUYHOM MH(DOpMaun?

Kak oprannzoBbIBaeTCs MOMCK BTOPUYHOM HH(pOopMarun?

KakoBbl penMy1iecTBa paboThl 10 cO0py BTOpUUHON HH(OpManuu?

KakoBbl HerocTatku paboThl o0 cOOpy BTOPHUHOI HHpOpManuu?

Kak oprannzoBbIBaeTCs IPOBEPKA JaHHBIX, IOJYYEHHBIX U3 BTOPUYHBIX UCTOYHUKOB?
Yro Takoe Opu¢ Ha uccienoBanus?



35.
36.
37.
38.
39.
40.
41.
42.
43.
44,
45.
46.
47.
48.
49.
50.
51.
52.
53.
54.
55.
56.
57.
58.
59.

60.
61.

62.
63.

ok wdE

o N

10.
11.
12.
13.
14.
15.
16.
17.

15

[TpuBenuTe mpuMepsl UccienoBareabckoro opuda?

KakoBbI OCHOBHBIE BU[IBI OTIPOCOB MOTPEOUTENEH?

Uro Takoe jieaepuHr?

Urto Takoe nHCanuT?

Urto Takoe U3MEpPUTENbHBIC IITKATBI?

Uto Takoe BEIOOPKA B MAPKETUHTOBBIX MCCIIEIOBAHUSIX MTOTpEOUTENEH?

UYro Takoe reHepalibHas COBOKYITHOCTh M KaK OHA ONPEIeIIIeTCs?

Uro Takoe anpuopHas U alloCTepHOpHasi cerMeHTAIHs TOTpeOuTeneit?

Uto Takoe KJIaCTepHBIN aHAIHU3 M KAaKOBO €ro MPUMEHEHHE B aHAIN3€ OMPOCHBIX TaHHBIX ?
Yro Takoe ncuxorpadus?

KakoB 0CHOBHOM MOX0/T K CErMEHTAIIUU TOTPEeOUTENIEH Ha OCHOBE OITPOCHBIX JIAHHBIX ?
KakoBbI MeTO/IbI UCCIIEIOBAHMS TO3UIIMOHUPOBAHUS Opera?

Yro Takoe KapThl BOCIpUATHS OpeHI0B?

Kak crposrcs kapThl Bocnpusatus Ha Gpokyc-rpynmnax?

Kak ctposTcs KapThl BOCOPUATHS C TIOMOIIIBIO aHATN3a COOTBETCTBHIL?

Kak uccnemyercst BaxxHOCTH (pakTopoB BeIOOpa OpeHa?

KakoBbl 6a30BbIe NMOKa3aTeau NPUCYTCTBHSI OpeH/la Ha phIHKE KaTeropuu?

Uro Takoe moTpeduTenbCcKas maHens?

KakoBbI OCHOBHBIC BU/IBI TTAHENICH, IPUMEHSIEMbIC B MAPKETUHTOBBIX UCCIICIOBAHUSIX ?
Kaxue BupI mokazareneil HCIOJIb3YOTCS B MAPKETUHI OBBIX MCCIIETOBAHUAX ?

Kak npoBoauTcs riccienoBaHue CXeMbI MOTPEOUTENHCKOT0 BEIOOpa?

KakoBBI KOCBEHHBIE METO/IbI OLIEHKH BaXKHOCTH (DaKTOPOB BBIOOpa OpeH1a moTpeOouTe siMu?
KakoB npunnun /xakkapa-ananusa npu paHxupoBaHuu (HakTopoB BbiOopa 6peHaoB?
Kak cTposTcs kapThl KIFOYEBBIX IPEUMYILECTB OpeHaa?

Kak onpenenutsb pa3nuuusi B BOCIPUATAN OPEHIO0B MOTPEOUTEISIMI Ha OCHOBE OIPOCHBIX
TEXHOJIOTHI1?

Kak onpenenuts kapTy MO3UIIMOHUPOBAHUS OPEHI0B MOTPEOUTEISIMI Ha OCHOBE OTPOCHBIX
TEXHOJIOTHi1?

Kak crpoutcst THIIOBasi aHKETa 1O MPUBBIYKAM U TIPEIIOYTEHUSAM TOTpeOuTene?
KakoBbl OCHOBHBIE pa3/ieibl aHKETHI 110 MPUBBIYKAM U MPEANOYTEHUSIM [TOTpeOUTENeii?
KakoBbI mapaMeTpbl CTPYKTYPBI MOTPEOICHUS U CTPYKTYPhI MOKYTKH B PaMKaxX THIIOBON
AHKETHI TIO0 MPUBBIYKAM U TIPEIIIOYTCHHSIM ITOTPEOUTEIICH?

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
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?

Ipumepnvie memui 6blcmynieHull Ha CeMUHApPaAx:
1. Meronsl c6opa MapKETUHTOBOI MH(pOpMALIUN
2. DTarmbl mporecca MapKETHHTOBBIX UCCIICIOBAHHIMA
3. OmnmcarenbHbIE UCCIIEN0OBAHUS
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4. Kay3aibpHbIe UCCIIEIOBAHUS

5. Meroas! onmpoca

6. DKcrepTHbIE ONPOCH

7. ®oxyc-rpynisl

8. T'myOuHHBIE OMIPOCHI

9. COop BTOPUYHBIX JaHHBIX

10. C60p mepBUYHBIX JAaHHBIX

11. KonnyecTBEeHHBIE METOBI HCCIICAOBAHNI

12. KayecTBeHHbBIE METO/IbI MCCIIEIOBAaHUN

13. MeTpuku NPOHUKHOBEHUS OPEH/Ia B HCCIIEIOBAHUSIX TOTPEOUTETCH
14. AnkeTupoBaHU€ KaK METOJT cOOpa JaHHBIX

15. OTKpbITHIE U 3aKPBITHIE BOIIPOCHI B aHKETUPOBAHUU

16. Ipocras cimyyaitHas BEIOOpKa

17. CrpatudunupoBaHHas BHIOOpKA

18. KnacrepHas BeIOOpKa

19. O6wem BBIOOPKH

20. TenedoHHBIC OIIPOCHI

21. Onpocsl B IHTEpHETE

22. Jlxakkapa-aHaJIu3 B MApPKETHHTOBBIX UCCIICIOBAHMSIX IOTPEOUTEICH.
23. AHaNIM3 OCTaTKOB B MAPKETHHIOBBIX HCCIIEIOBAHMSX ITOTPEOHTEINEH.
24. Buzyanusanus OnpoCHbBIX JaHHBIX: HOMUHAIIBHBIC IEPEMEHHEIE.

25. Busyanusanus ornpoCHBIX JaHHBIX: TOPSIIKOBBIE M METPUYECKHUE 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 gquestionnaire
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 00K1A006 U (Unu) pedhepamos:
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Kaxxaplit cTyIeHT nosty4aeT UHAUBUAYAIbHBIN BapUaHT AJIsl pa3pabOTKU HAYYHO20 OOKAA0Ad UlU

HayuHo2o pegepama M MPOBOAUT UX MPE3EHTALIUIO B Mpoiiecce o0yueHus. [I[pumepHbie TeMbl

JIOKJIaJI0B:

Turmel pecrioHIeHTOB

KoHTponb pe3ynbTaToB uccaea0BaHus

Mertopl 06paboTku coOpanHO nHpOpMaALIUU

AHaIM3 JaHHBIX UCCIICIOBAHMS

O0beM resepatbHOM COBOKYITHOCTH

Turnsl BEIOOPOK

Pa3zpaboTka aHKeThI

OTtuer 0 MpOBEJECHUH UCCIIEA0BaHUN

Tunsl guarpaMm JUist BU3yalu3alliy OMPOCHBIX JTaHHBIX

10. I'paduueckoe mpeicTaBICHUE PE3yIbTATOB HCCIIC0OBAHUN

11. T'apanTus KOH)UISHIHATBHOCTH 1 AaHOHUMHOCTH OITPOCOB

12. Xonn-Tect Kak BHJI MAPKETHHTOBOTO HCCIIEIOBAHUS

13. IoneBoe nccnenoBanme

14. MapupyTtuzaius onpoca

15. CranmapTHbIE UCCIEI0BATENLCKIE TEXHOIOTUI

16. O6mwmit 0630p mpoaykroBoi kareropuu (Market View)

17. ViccnenoBanre MPUBBIYEK U TIPEIITOYTCHHUI OTPEOUTENICH HEKOTOPOM MPOTYKTOBOM
KaTeropHH.

18. Tumosnorust cxem nNOTpedUTENHCKOro BEIOOpa

19. Konneriiust Opena-dakropa

LCoNoOAEWDNE

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-MeTOAMYecKOe M HH(POPMALIMOHHOE 00ecnedeHne TUCHUTITUHBI

6.1 Cnucok MCTOYHUKOB M JIUTEPATYPhI

HUcTounukn
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COJICP)KUT aHHOTAI[UU: CEpUU MOHOTpadui, psaa MEXTyHAPOIHBIX HCCICIOBAHUN, HHPOPMAIHIO O
KOHTpeccax ¥ KOH(EPEHIUIX ITOH OpraHU3allHH.

www.marketing.spb.ru — caiir, He 03 OCHOBaHMI WMEIOIMA Ha3BaHUE «DHIMKIONEIUS
mapkeTuHray. OnuH u3 HauOoJjiee HACHIIIEHHBIX CAHTOB MO MapKeTWHTOBOH mpobiemartuke. EcTb



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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pasButhiid hopym. [llupoko npeacrasnena «bubianoreka Mapkeronoray. MHOTO pyOpHK, HHTEPECHBIX
Y HATIOJTHEHHBIX MOJTHOIEHHBIMU TeKkcTamu. [lonesnas pyOpuka «bubmamorpadusy.

www.marketologi.ru — caiitr ['mnpaun mMapkeronoros. [lyOnukyeT TONBKO pabOTHI MO MapKETHHTY
yieHoB ['minpauu. Ecth ¢opym. Bceerma MOXHO MO3HAaKOMHUTBCSI C IOBECTKOM JHS OYEpPEIHOIO
3acemanusi | Wiapauu, y3HaTh O €€ ycTpeMieHusx W wieHctBe. OnyOmukoBan kpatkuii (3000
TEPMHUHOB) CJIOBaph 110 MAPKETUHTY.

6.3 IlIpodeccuonanbHbie 6a3bl JAHHBIX U HHPOPMALMOHHO-CIIPABOYHBIE CHCTEMbI
Joctyn k mpodeccuoHaTbHBIM 0a3am naHHbIX: https://liber.rsuh.ru/ru/bases

WudopmaninoHHbIe CIPABOYHBIE CUCTEMBI:
1. Koncynbrant Ilmtoc
2. Tapanr

7. MaTepHaJIbHO-TEXHHYECKOe o0ecnevyeHue TUCIHIINHBI

Just  oOecrmieueHuss  MUCIHUIUIMHBI — HUCIONB3YETCSl ~ MaTepualbHO-TEXHHUYECKas  0Oasa
00pa30BaTeNbHOr0 YUPEKICHUS: yueOHbIE ayJAUTOPUU, OCHAIIEHHBIE KOMIIBIOTEPOM U MPOEKTOPOM
JUISL IEMOHCTPAIMK Y4€OHBIX MaTEPHAIIOB.

CocraB MporpaMMHOT0 00ECTICUCHHUS:
1. Windows

2. Microsoft Office

3. Kaspersky Endpoint Security

4. SPSS Statistics

8. Ob6ecneuenne 00pa3oBaTEeIbHOr0 MpoLecca JUIsl JHUIl ¢ OTPAHUYEHHBIMH BO3MOKHOCTSIMU
310POBbSl U MHBAJINI0B

B xonme peanuzanuu AMCHUIIIMHBI HCHOJB3YIOTCA CIEAYIOUIME JOMOTHUTEIbHBIE METOJIbI
0o0ydeHus, TEKYyIIEro KOHTPOJsSI YCIHEBAEMOCTH W MPOMEXKYTOUHOM aTTecTaluu OO0y4aromuxcs B
3aBHCHMOCTH OT X WHIMUBHUIYIbHBIX OCOOCHHOCTEH:

® ISl CJETBIX U CIA0OBUISAMIMX: JIEKIUU O(OPMIISIOTCS B BUIE AJIEKTPOHHOTO JIOKYMEHTa,
JOCTYITHOTO C TMOMOIIBI0 KOMIBIOTEpPA CO CIENHATHN3UPOBAHHBIM TMPOTPAMMHBIM 00ECTIeUeHUEM;
MACbMEHHBIC 3aJ]aHUS BBITIOJHIIOTCA HA KOMIBIOTEPE CO CIEHUATU3HUPOBAHHBIM MPOrPAMMHBIM
o0OecrieueHneM WM MOTYT OBbITh 3aMEHEHBl YCTHBIM OTBETOM; OO€CleYMBAETCs WHIMBUAYyaTbHOE
paBHOMepHOe ocBelieHre He MeHee 300 JrOKC; A7 BBIMONHEHUS 3a/laHUsl MPU HEO0OXOTUMOCTU
MPEOCTABIISCTCS YBEIMUMBAIONIEE YCTPOWCTBO; BO3MOXKHO TakKKe HCIOJIb30BAaHUE COOCTBEHHBIX
YBEIMUYMBAIOIINX YCTPOUCTB; MUCbMEHHBIE 3aaHus OPOPMIISIOTCS YBETUYEHHBIM MIPU(TOM; IK3aMEH
1 324€T MIPOBOJATCS B YCTHOU (hOpME MITH BBITIOJIHSAIOTCS B TUCEMEHHOM (hopMe Ha KOMITbIOTEPE.

® ISl TIYXUX W CIA0OCHBIIIANINX: JIEKIIUA O(QOPMIISIOTCS B BUJIE DJIEKTPOHHOTO JTOKYMEHTA,
aub0  TpenocTaBisSeTCsl  3BYKOYCHJIMBAIOIIAsl — ammaparypa HMHIWBUIYaJbHOTO  IOJIb30BAHMS,
MUChMEHHBIC 3aJ]aHUs BBIMOJHSIOTCS Ha KOMIIBIOTEPE B MUCHMEHHOW (opme; sk3aMeH H 3a4éT
MIPOBOJATCS B MUChbMEHHOM (hOpME Ha KOMITHIOTEPE; BOZMOXKHO MPOBEIEHNE B (POpME TECTHPOBAHMS.

® [UIsl JIWIl C HApYLICHUSMH OMOPHO-IABUTATENIBHOTO ammapara: JeKIUH OQOpMIISIOTCS B BUIE
AJEKTPOHHOI'O JIOKYMEHTA, JOCTYITHOTO C TOMOIIbI0 KOMIIBIOTEPA CO CHEIUATU3UPOBAHHBIM
MPOTpaMMHBIM ~ 00€CTICYCHHEM; THCHbMEHHBIC 3a/laHdsl  BBITIOJHSIIOTCA HA KOMIBIOTEPE CO


http://www.marketologi.ru/
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CIEeLMATU3UPOBAHHBIM IIPOrPAMMHBIM 00€CIIEUEHUEM; K3aMEH U 3a4€T MPOBOJATCA B YCTHOM (opme
WIIH BBITOJIHAIOTCS B MUCBMEHHOH (pOopMe Ha KOMIIbIOTEpE.

[Tpu HEOOXOIMMOCTH MpelyCMaTPUBACTCS YBEIMUEHNE BPEMEHH ISl TIOATOTOBKU OTBETA.

[Tpouenypa mpoBeneHuss MPOMEXYTOYHON aTTecTalMM sl oOy4aroIIMXCsl YCTaHABIMBAETCS C
y4€TOM UX MHAMBHUIYaTbHBIX NCUXOPU3NUYECKUX 0coOeHHOCTEN. [IpomMexyTouHas arTecTarust MOXKeT
IIPOBO/IUTHCS B HECKOJIBKO 3TAIlOB.

[Ipu npoBeneHuMU MpoOUEAYPHl OLEHUBAHUS pPE3YIbTATOB OO0ydeHHUs IperycMaTpUBAeTCs
UCIOJIb30BaHHE TEXHUYECKUX CPENICTB, HEOOXOAUMBIX B CBSI3U C MHIUBUAYAJIbHBIMH OCOOEHHOCTSIMU
oOyyJaromuxcsi. OTH CpEACTBA MOTYT OBITh IPEJOCTABIEHBl YHUBEPCUTETOM, MIH MOTYT
HCTIOJIb30BaThCsl COOCTBEHHBIEC TEXHUYECKHE CPEICTBA.

[IpoBenenue mpoueaypbl OLIEHUBAHUS Pe3yIbTaTOB OOY4YEHHUs JIONYCKAETCs C MCIIOIb30BAHUEM
JMICTaHIIMOHHBIX 00Pa30BATEILHBIX TEXHOJIOTHA.

ObecneunBaercs AOCTYHn K HWH(GOPMAIMOHHBIM W OuOMMOrpaduvyeckuM pecypcaMm B CETH
WuTtepHeT Ui Kaxkaoro oOyuaromierocst B popmax, aJanTHPOBaHHBIX K OTPAHUYEHUSAM UX 370POBbS U
BOCIIPHUATHS HHPOPMALIUH:

e UIsl CIENbIX M CHAa0OBUIAIIMX: B T€UaTHOW QopMme yBeludeHHbIM Hpudrom, B dopme
AJICKTPOHHOTO JIOKyMEHTa, B hopme ayauodaiina.

® /ISl TITYXUX U CJIa0OCIBIIAIIUX: B IEYaTHON Gopme, B GopMe JIEKTPOHHOTO JOKYMEHTA.

® 1151 O0Y4YarOLIMXCSl C HAapyIIEHUSIMH OIIOPHO-ABUraTeIbHOIO ammapara: B IedyaTHoH ¢gopme, B
(bopme FIIeKTPOHHOT0 JOKyMEHTa, B opMe ayanodaiina.

VYueOHbIC ayAUTOPUU Ui BCEX BHJIOB KOHTAKTHOM M CaMOCTOSITEIbBHOW pabOThl, Hay4dHas
OuONMMOTEeKa W WHBIE MOMEIIEeHUs A OOyuYeHHUs OCHAIICHBI CIEeNHaTbHBIM 000pyJAOBaHUEM H
y4eOHBIMUA MECTaMH ¢ TEXHHYECKUMU CPEJICTBAMU O0yUCHUS:

® ISl CJICTIBIX U CIA0OBUIAIINX: YCTPOMCTBOM JJIsi CKAHUPOBAHUS M YTEHUs ¢ Kamepor SARA
CE; mucnineem bpaitns PAC Mate 20; npuntepom bpaiins EmBraille ViewPlus;

oIl TUIyXuX M Cia0OCHBIIANINX: aBTOMAaTU3MPOBAHHBIM pPabOYMM MECTOM ISl JIFOJEH C
HapyIICHUEM CIyXa U CIIabOCHBIIIAIINX; aKyCTHUYCCKUN YCHIIMTENb U KOJIOHKH;

o UIsl OOYyYarONIMXCsS C HAPYIICHUSMH OIOPHO-JBHUTATEIBHOTO ammapara: TepeIBUKHBIMU,
peryiupyeMbiMi 3proHomudeckumu napramu CH-1; KOMOBIOTEPHON TEXHHKOW CO CIHElHalbHbIM
MIPOrPaMMHBIM 00€CTI€YCHHEM.

9. MeTtoanueckue MaTepHAaJIbI

9.1 IlaHbl ceMMHAPCKUX/ MPAKTHYECKUX/ J1a00PATOPHBIX 3aHATHH

Tema 1. MapkeTHHIOBBIE Hccaeq0BaHus moTpeouTeseil. Consumer Marketing Research

Henb 3aHATHSA: N3YYUTh OCHOBHBIE BUJIBI M TUIIbI MAPKETUHIOBBIX UCCIIEIOBAHMM, MOKa3aTh
0C06€HHOCTI/I Ka6I/IHeTHBIX HCCJIC,Z[OBaHPII)JI, Ka4€CTBCHHBIX I/ICCJIGI[OBaHI/Iﬁ 1 KOJIMYCCTBCHHBIX
HCCIICIOBAHNM.

dopma npoBeaeHus: codbece0BaHUE, OJIUIT-OITPOC

Bonpocbi 015 uzyuenus u oocyscoenus:
1. Mecro u ponb, 331a4l MEPBUYHBIX U BTOPUYHBIX MAPKETUHIOBBIX HCCIIEI0BAaHUIN
XapakTepHble 0COOEHHOCTH KOJMYECTBEHHBIX MAPKETUHIOBBIX MCCIIEOBaHUN OTpeduTenei
XapakTepHble 0COOCHHOCTH KaueCTBEHHBIX MAPKETUHTOBBIX UCCIICAOBAaHUI NOTpeOuTenen

2

3

4. KowmruiekcHbIE UCCIeIOBaHUs MTOTpeOuTeneit

5. Knaccuduxarys MapkeTHHTOBBIX HCCIIEIOBaHUI HA OCHOBE PEIIaeMbIX 3a7a4
6

MapKeTI/IHPOBBIe HCCICA0BATCIbCKUEC KOMITAHHUH.
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7. OOmias xapakTepucTHKa UCCIIeIOBATEIHCKOTO phIHKA B Poccuu.
Koumponvnvle gonpocwl 011 bauy-onpoca:

OcCHOBHBIEC ICTOUHUKH BTOPUYHON HH(OpMAIHH

Br160pouHbIif METOT ¥ TPaHUIIBI €70 MPUMEHUMOCTH

[TonsiTue penpe3eHTaTUBHON BBIOOPKU

OcHoBHBIE (pOpPMATHI KAUECTBEHHBIX UCCIICAOBAHUH MOTpeduTeneit

Crenuuka S3KCIIepTHBIX UHTEPBBIO

© o0 bk w D P

AyTtcradduHr kak popma opraHuzalii MapKEeTUHIOBBIX HCCIeI0BaHuM noTpeduTeneid. Ero
TUTFOCHI U MUHYCBI

~

JIOCTOI/IHCTBa 1 HCIOCTATKU ITPOBCACHUA I/ICCJ'Ie)IOBaHI/Iﬁ CuJiIaMH OpraHu3anunu.

8. IlpunsTne OM3HEC-PEIICHUH C yYETOM Pe3yIbTaTOB MApKETUHTOBBIX UCCIIEJOBAaHUN
noTpeOHuTeseH.

9. MapKeTHHTOBBIC UCCIIEIOBAHNS B 000CHOBAHNE KOHKYPEHTHON CTPATErHH 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 a k~ w 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

o g s~ w DB

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 NPOIABUKeHNsI OPEHI0B B paMKaXx NPOAyKTOBOi kateropuu. Brand

performance metrics within the product category context
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Heab 3aHATHSA: N3YIUTH OCHOBHBIC ITOKA3aTENI, XapaKTEPU3YIOIIHE YPOBEHb TPOHUKHOBEHUS
OpeH/1a Ha PHIHOK MPOTYKTOBOW KaTErOPUH M €r0 KOHKYPEHTOCTIOCOOHOCTh B CPAaBHEHUU C IPYTHUMHU
OpeHaaMu
dopma npoBeneHusi: cobece0BaHNe
Bonpocut ons ouckyccuu:
1. Ilnan mapkeTrusra
Opranuzanusi MApKETHHTOBBIX MCCIICIOBAHUN
DTanbl MAPKETUHTOBOTO UCCIIEI0BAHMS.
Kaxk onpenensiercss HeoOX0AMMBIN BHT MCCIEIOBaHU ?
KTo ocymiecTBiseT opraHu3amnuio 1 MPoBEACHUE UCCIIEIOBaHUH ?

HOquy Ba)XHa IMOoCJICA0BATCIbHOCTDh 3TAIlOB I/ICCHG,Z[OBaHI/IH?

N o gk~ N

[TranupoBanHme UCCIeIOBaTeILCKOTO IpoekTa. bpud Ha uccnenopanwue. [pemioxenne Ha
MIPOBEJICHUE UCCIIEIOBAaHUS U €0 CTPYKTYpa.

o

Busyanuzanus npOHUKHOBEHHS OpeH/1a Ha PHIHOK

9. OrmpeneneHne BUIOB HEOOXOIUMBIX UcClieoBanmi. ONpeIeIeHre TePHOIMIHOCTH
MPOBEJICHUS UCCIIEOBAHMIA.

10. UccnenoBarenbckast HOIIEPkKKA CTPATErHIECKOT0 MapKETHHT .
11. UccnenoBarenbekast mOAAEPKKa ONIEPATUBHOTO MAPKETHHTA.

12. IlpoekTHas cTpaTerus MapKeTHHTOBBIX HUcClieJoBaHUi. Opranu3anus UCCciIeJOBaHMUs.

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.

© © N o g &~ w N

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. KonnuecTBeHHBIE M KauyeCTBEHHBIE HCCJICA0BAHMSA NIPUBBIYCK U l'Ipe)ll'IO'-lTeHI/lﬁ
norpeouTeneii. Qualitative and quantitative consumer usage and attitude research

Heaw 3ansaTHsA: M3y4uTh poib uccienoBanuid Usage and Attitude B omenke npojpmkeHus OpeHaa Ha
pbIHKE KaTeropuM M Hay4WuThCsl pa3padaTbiBaTh TUIIOBBIE AHKETHI OIpoca IO MPUBBIUKAM U
IIPEATIOYTCHUSM.

®opMa npoBeAeHMs : TICKYCCHsi, OJIHI-0IpPOC
Bonpocs! 1t iuckyccuu:
1. OcHoBHBIE 0JIOKH BOIPOCOB TUIIOBOM aHKETHI 110 MPUBBIUKAM U IPEIIOUYTEHUSIM
CtpykTypa 1 noKa3aresu NoTpedIeHHs.
CrpyKTypa 1 oKa3aTelu NOKYIIKH.
CtpykTypa 1 1oKa3aresan OpeHInHTa.
MeTpHuKH OCBEIOMICHHOCTH: 3HaHUE OpeH/a , CIIOHTAaHHOE U C MOJICKa3KOM
Metpuku npeanoyTeHus: ypoBeHb IpoObl OpeHia 1 ypOBEHb IMOKYIKH «Yallle BCEro»

OHpe,Z[eJ'ICHI/IC KPpUTCPUCB BLI60pa MMpOAYKTa B onpeneneHHoﬁ KaTCropuu.

O N o g B~ w D

priMI)Ie N KOCBCHHBIC METObI BBIABJICHUA BAXKHOCTU KPUTCPUCB BBI60pa B OIIpoOcCax
noTpeOuTENeH.

bruy-onpoc:

1. UYro Takoe cnoHTaHHOE 3HAHHE MapKu?
UYro Takoe 3HaHUE MapKH C MOJICKa3KOi?
Kak u3zmepstorcs kiaroueBble (pakTopbl BbIOOpa OpeH/ia B KaTeropuu?

Kak u3yqaror conuanbHO-AeMorpaduaecKuii mpoduib MoTpeOnuTenei?

o &

KakoBbl pa3ziesnsl THIOBOW aHKETHI MO MPUBBIYKAM U MIPEIMOUYTEHUSIM OTpeOuTenen
HEKOTOPOW MPOJYKTOBOM KaTeropuu?

6. Jlyisg 9ero cioy>KuT colManbHO-AeMorpadudeckuii 010k BOIPOCOB B aHKETE?

7. C Kako¥ IeNbI0 B aHKETY BKJIFOYAIOTCS BOIPOCHI O MeIUa MPEAMOYTCHHUSIX ToTpeduTeneii?

Obijective 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

2. Consumption pattern and indicators.

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 B~ w0 D

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. [l1aHMpoBaHUE MAPKETHHIOBOI'0 HCCJIEOBAHUA CXEMbI OTPEOUTEIHCKOT0
BbIOOpa. Planning the consumer choice research project

Henb 3aHsATHA: BBIpAaOOTaTh y CTYJCHTOB HABBIKM NMPUMEHEHHSI OCHOBHBIX METOJIOB HCCIICOBAHUS
MO3UIIMOHUPOBAHHUS OpeHa.
dopma npoBeneHusi: codece0BaHNe, OJUI-ONPOC, 00CYKIICHHE TOATOTOBICHHBIX HAYYHBIX TEKCTOB
(moxmamoB, pedeparos).
Bonpocul ons usyuenus u 0ocyscoenus:

1. Bunas kKapT BOCIIPUSATHSA.

2. Amanu3s cootBercTBus (Correspondence analysis).

3. Brand Promise — wuccremoBaTenbcKasi TEXHOJIOTHS IMO3MIIMOHMPOBAHUS OpEHIAa Ha OCHOBE
aHallM3a HeYyIOBJICTBOPEHHBIX MMOTPEOHOCTEH B KATETrOPUH
KiroueBbie Openipl B kareropuu. MccnenoBanus KOHKypeHIIMU OpEHI0B.
[TocTpoeHue KapT BOCHPHUATHS B opMaTe KaueCTBEHHBIX UCCIICAOBAHUN.
[TocTpoenune kapt BoCIpusATHS B opMaTe KOTMIECTBEHHBIX UCCICAOBAHMH.

(I)OpMBI BOITPOCOB Ha COOTHECCHUC CBA3U 6pCHI[-anI/IGYT B CO3HAaHUH HOTpC6I/ITCJ'I}I.

© N o 0 &

HccnenoBanue KOHKYPEHTOCIIOCOOHOCTH OpEHJOB Kak 4YacTh KOHKYPEHTHOIO aHajIu3a.
ObocHOBaHME CTpAaTETUH MO3UIIMOHUPOBAHHUS.
9. UccnemoBanust B 000CHOBaHHWE MAapKETHHTOBOH CTpaTeTHH: CErMEHTHPOBAHWE, TApTeTHHT,

MMO3UIIUOHHUPOBAHUC.
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bruy-onpoc:

B yem HE0OX0AMMOCTH MMOCTPOECHUS KapT BOCHPUATHA?

Kak ocyiecTBisieTcs oCTpOEHHE KapT BOCIIPUATHSA ?

Kak untepnperupyrot KapTbl BOCIPUATHUS, TIOTYyYEHHBIE C IOMOILBIO aHATN3a COOTBETCTBUS?
Yro Takoe aHanM3 ocTaTKoB. Kak MOCTpOUTH KapTy CBOHCTBEHHOCTH/HECBOWCTBEHHOCTH
aTpuOyTOB KJIFOUEBBIM OpEHAAM.

KakoBbl KOCBEHHBIE METOJIbI OLIEHKH Ba)XKHOCTH (haKTOpPOB BbIOOpa OpeHna B kareropuu. UYro
takoe Jlxakkapa-ananusz?.

Kak moctpouth KapTy KOHKYPEHTHBIX ITpeUMyIIecTB OpeHaa?

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 &

SRR S S 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. MHCTpyMeHTApUil KOJIMYECTBEHHOI0 HCCIeA0BaHUsA (AKTOPOB NOKYIATEIbCKOI0

BbIOOpa. Quantitative research tools for evaluation of consumer choice factors

Heap 3aHATHA: U3Yy4yUTh OCOOEHHOCTH OpraHU3alluM, IPOBEIACHUS U UHTEPNPETAlUuMN JIaHHBIX
HCCIIeIoBaHUH (PaKTOPOB MOKYIATEIbCKOTO BHIOOpA.
®opma npoBeaeHusi: codece0BaHuEe, OIUI-OMPOC Ha CEMUHApE

Bonpocwt onsa uzyuenus u oo6cyscoenus:

1.

2
3
4.
5

TectupoBanue B hopmare KOJTUIECTBEHHBIX UCCIIETOBAHHM.

TectupoBanue B hopMare KaueCTBEHHBIX MCCIICIOBAHMIA.

OcHOBHBIE TapaMeTPbl BOCTIPUATHUS KOHIIETIIIHI.

HopmaruBHas 6a3a napaMeTpoB BOCIIPUATHSL.

IIpuMeHeHne KaUeCTBEHHBIX U KOJIMUECTBEHHBIX METOJ0B TECTUPOBAHUS B 3aBUCUMOCTH OT
CTaJUH pa3pabOTKU U KOJIMUYECTBA TECTUPYEMBIX BEPCHH.

CxeMbl TeCTUPOBAHUS IPU HAJIMYMU HECKOJIBKUX 00pa3oB. Heo6Xxo1umMocTh poTarui.
Monannas cxema TecTupoBaHMs poIykTa (koHuenuun). Ee npenMyiiecTBa 1 HETOCTATKU.

[TocnenoBarenbHas MOHaAHAs CXeMa TECTUPOBAHUS MPOAyKTa (KoHUenun). Ee
IIPEUMYIIECTBA U HETOCTATKHU.

HapHoe CpaBHCHHUC. HpCI/IMYH_ICCTBa N HCAOCTATKU 110 CPABHCHUTO C MOHAJIHOMN MIH

MOCJIEA0BATEIbHON MOHAHOW CXEMOU TECTUPOBAHMUSI.

bruy-onpoc:

1.
2.

© N o w

Kakue BUIbI OIPOCOB MPUMEHSIOTCS TPU TECTUPOBAHUU?

UeM oTIHYaIOTCSA KaY€CTBEHHBIC TECThI OT KOJUYECTBECHHBIX ?

B uyem npeuMymeCTBa U HCAOCTATKU KAYCCTBCHHBIX MCETOJOB IIPU TCCTUPOBAHUU ITPOAYKTA

WA KOHLENLU?

B uem OpenMylICeCTBA U HEAOCTATKHU KOJIUYCCTBCHHBIX MCTOAOB MPU TECTUPOBAHUUN NIPOAYKTaA

WA KOHLENINU?

Uro Takoe HOpMaTHBHAs 06a3a mapamMeTpoOB TECTUPOBAHUSA?

OxapaKTepI/I3y171Te OCO66HHOCTI/I, NpeuMyIlIeCTBa U HEAJOCTATKH XOJIJI-TCCTA.

Oxapakrepu3yiite 0COOEHHOCTH, IPEUMYILECTBA U HEJJOCTATKN XOyM-TECTA.

OmnpocHblif MeTo1 u3MepeHust OpeHa-hakropa

Obijective 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.

O N o a B~ w 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. Hpe:;eﬂTauml PE€3yJbTATOB UCCJICA0OBAHUA CXEMbI HOTpeﬁl/lTeﬂbCKOFO BblﬁOpa.

Consumer choice research report preparation and presentation

Heap 3aHATHSA: PacCMOTPETH BOIPOCHI, CBSI3aHHBIE C AHAIM30M, IMPE3CHTAllMEd W BU3yalH3aluei
OIIPOCHBIX JAHHBIX MPH U3YYEHUH CXEMBI TOKYIATENbCKOTO BEIOOPa
®opma npoBegeHus : TMCKYCCHsl, OIIPOC Ha CEMUHApE.

Bonpocwt ons uzyuenus u oo6cyscoenus:

1.
2.
3.

KavecTBeHHBIE HCCIIEIOBAHUS CXEMBI TTOTPEOUTEIHCKOTO BRIOOpa

Metpuku posin OpeH/1a B MOTPEOUTEITHCKOM BBIOOpE.

[TpaBuia mpe3eHTalMK JaHHBIX KaUe€CTBEHHBIX UCCIIEOBAHUN CXEMBbI IOTPEOUTENIHCKOTO
BBIOOpA

[TpaBuia mpe3eHTalMK JaHHBIX KOJTMYECTBEHHBIX HCCIEIOBAHNIN CXEMBI TOTPEOUTENHCKOTO
BBIOOpA.

3aBucuMocTh OpeH-(pakTopa OT MPOLYKTOBOM KaTeropuu

KOHmpOJleble 60Nnpocyvl.!
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KakoBbl 0OCHOBHBIE TPEOOBAHUS K OTYETY 10 KAUECTBEHHBIM HCCIIEI0BaHUAM?
OcHoBHBIE 3Tanbl HOPMUPOBAHUS OTUETA MO (OKyc-Tpynnam?

KaxoBbl 0OCHOBHBIE TpeOOBaHUS K OTYETY MO KOJIMYECTBEHHBIM UCCIIEIOBAaHUAM?
Korna npuMeHs0TCs KpyroBble TuarpaMMbl IIPU MPE3EHTAlMK ONIPOCHBIX TAaHHBIX?

Kak HarjiagHO NpEACTaBUTE PE3YJIbTAaThl OIIPOCa B CIIy4Ya€ HOMUHAJIbHBIX nepeMeHme?

© ok~ 0w N oE

Kak HarsIAHO MPEACTABUTL PE3YyJIbTAThI OIIPOCA B CIIYUAC MOPAAKOBBIX HepeMeHHHX?

Obijective 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. Ananau3 posu GpeHia B cxeme noTpeduTesbeckoro Boioopa. Analysis of the role of
brand in consumer choice scheme

He.]'[b 3aHATUA: BI)Ipa6OTaTI> Y CTYACHTOB HAaBBIKM MPUMCHCHHSA OCHOBHBLIX MCETOHOB ONPCACIICHHA
Opena-dakropa.

dopma mnpoBemeHHs: CcOOCCENOBaHKME, OINMPOC, OOCYXKIEHHWE TOATOTOBICHHBIX HAYYHBIX TEKCTOB
(moknamoB, pedeparon).

Bonpocwt onsa uzyuenus u oocyscoenus:

1. Kak u3yudaTs B&XXHOCTh OpeH/1a KaK OJJHOTO U3 (PaKTOPOB MOKYIATEIbCKOTO BEIOODA.
2. Yro Takoe b-cxema moTpeOUTEIBCKOTO BhIOOpa?

3. Uro Takoe g-cxema nmoTpeOuTEeNIbCKOTo BEIOOpa
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e

KakoB quana3zoH BO3MOXHBIX 3HaUeHHUM OpeHa-(pakTopa?

o

KakoBo 3Hauenue OpeHa-pakropa B b-cxeme moTpeOUTENbCKOT0 BeIOOpa?

KakoBo 3HaueHue OpeHa-paxkTopa B §-cxeMe moTpeOUTeahCKoro Beiobopa?

Koumponwvhvle 6onpocwi:

1. Kak mpoucXoauT IJIaHUPOBaHUE HCCIICIOBAHUS MOTPEOUTENEH ¢ BBIsIBICHHEM OpeHa-dakTopa?

2. llpuBemute TpUMEpP CUTYAIlMU/TIPOIYKTOBOM KaTeropuu ¢ mpeoOiaaHueM D-cxembl
OTPEOUTETHCKOTO BhIOOpa?

3. IlpuBeaure mpuMep CHUTYyalWMW/MPOJYKTOBOM KaTerOpUHM C TpeoOiagaHueM J-CXEMbI
MOTPEOUTEIBCKOTO BbIOOpA?

4. KaxoBo BIHMSHUE CAaTOB-arperaTopoB Ha POJIb OpeHa B MOTPEOUTEIHCKOM BhIOOpE?

Kax 3aBucut BbIOOp push- wmu pull-crpaternn mponBrkeHUs OpeHAa OT BETMYMHBI OpeH.-
¢axTOpa B cXxeMe MOTpeOUTEILCKOT0O BEIOOpa?

Obijective 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:

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?

© o~ w D

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?

o &~ e

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 MeToauueckue PEKOMEHIAIHUH 110 MOATOTOBKE MUCHbMECHHBIX paﬁoT

Hayunoe cooOmienne Ha 6a3e mokiana win pedepara sBiseTcsl KBaTU(DHUKAIMOHHON paboToi
CTyIEHTa M IOJABOAUT HUTOTU €r0 TEOPETUYECKOM M IPAKTUYECKOM IIOATOTOBKU II0 H3y4aeMOM
mcnuruinee. [Ipu MoAroToBKE HAyYHOTO JOKJIA[a CTYACHT JNOJDKEH IOKa3aTh CBOM CIIOCOOHOCTH M
BO3MOXXHOCTH TIO PEUICHHIO pPeaJbHBIX MpoOJieM, HCIOJb3ys IMOJy4YeHHbIE B Ipolecce oO0yudeHus
3HaHUsA. MeToanyeckue yKa3aHHus MO3BOJSIOT 00eCIeUnTh €JMHCTBO TPeOOBAaHUH, MPEIbIBISAEMBIX K
COJIepKaHUI0, KaueCTBY U 0(OPMIICHUIO MIChbMEHHBIX PadoT.
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[Tpu BBINOTHEHUH THUCHbMEHHBIX paOdOT KUCIOJIb3YIOTCS BCE 3HAHUS, MMOJIyYEHHbIE CTYICHTaMU B
XOJIe OCBOCHHUS AWCLUUIUTUHBI, 3aKPEIUIAIOTCS HABBIKM O(OpMIIECHHS pEe3yNbTaToB  y4eOHO-
MCCIIEIOBATENbCKONW pabOThI; BBIABIAIOTCS YMEHHMS YeTKO (hOpMymupoBaThb U apryMEHTHPOBAHO
000CHOBBIBATh MPEUIOKEHUS U PEKOMEH JAIINH 110 BEIOPAHHOM TeMe.

Brmonnenue pa6OTBI npeamoJaract KOHCYJIbTAIUOHHYIO IIOMOIIIb CO CTOPOHBI
npenoaaBaTeIs. B XO0J€ BBIIIOJTHCHUA pa6OTLI CTYACHT HOJIKCH I1OKa3aThb, B Kakoi MCPEC OH OBJIAACIT
TCOPCTUUCCKUMHU  3HAHUAMH U IPAKTUUYCCKHUMH  HAaBBIKAMH, Hay4IHJICA CTaBUTb  HAYYHO-
HCCIICIOBATCIBCKUC HpO6J'IeMBI, JAC€J1aTh BBIBOAbI 1 O606H_IaTB IMOJIYYCHHBIC PE3YyJIbTATHI.

HO,I[FOTOBKa IMMChbMEHHOM pa6OTBI UMCECT I CJIbIO:
® 3AaKpCIICHUEC HABBIKOB HAYYHOI'O UCCIICOOBAHNA,
® OBJAACHUC MGTOHHKOﬁ HUCCICA0OBAaHUA,
® yrny6neH1/1e TCOPCTUUCCKUX 3HAHWUH B IMPUMEHCHUHN K KOHKPETHOMY HUCCIICAOBAHUIO,

® [pUMEHEHUWE 3HAHUW TpU PEHICHUHM KOHKPETHBIX 3aJad  YIpaBIECHYECKOU
JIeITEILHOCTH,

® BBIICHEHHE MOJATOTOBJICHHOCTH CTYAEHTAa K CaMOCTOSTEIBHOMY PEIICHUIO MPOOieM,
cBs3annbix ¢ npeameroMm «IIPAKTUKYM I1I0 UCCIIEJOBAHUIO I[IOTPEBUTEJIBCKOI'O
BbIBOPA».

Obwue mpebosanusi.

JUis ycHemHoro M KadyeCTBEHHOTO BBIMOJHEHHS MHCbMEHHONW HayyHOW paboThl CTYICHTY
HEOOXOIUMO:

® UMETh 3HAHUS 110 U3y4aeMOU TUCIUIUIMHE B 00beMe nporpammsl PITY;
e BJAJCTh METOJAMU HAYYHOI'O UCCIIEI0BAHUS;

® yMETh KCIIOJIb30BaTh COBPEMEHHBIC CPEACTBAa BBIYUCIUTCIBHOW TEXHHKH, B IEPBYIO
ouepellb TEpPCOHATbHBIE KOMIBIOTEPHl KaK B TMPOIECCEe BBIMOIHEHHS, TaK M B TIPOIECCEe
odbopmiieHns paboTHI;

e CcBOOOJHO OPUEHTHPOBATHCS NpPHU MOAOOpPE PA3NMUYHBIX MCTOYHUKOB WHGOpMAIUU U
yMeTh paboTaTh CO CIIEUATBLHON TUTEPATYPOIA;

® yMeTh JIOTUYHO, TPaMOTHO U HAay4YHO OOOCHOBAaHHO (pOPMyIHpPOBATH TEOPETHUECKUE U
MPaKTUYECKUE PEKOMEHAIMU, PE3YIbTAThl aHAIN3;

e KBaMM(UUUPOBAHHO OQOPMIIATH TpapUUecKuil  MaTepuas, WUTIOCTPUPYIOMIUN
coJiepkaHue paloThI.

SIBISsACH 3aKOHUEHHOM CaMOCTOSTEIbHOM Hay‘-IHO-I/ICCJICIIOBaTeHLCKOﬁ pa3pa60TK0171 CTYACHTA,
INUCbMCHHAas pa60Ta JOJI’)KHA 0TB€YaTh OCHOBHBIM Tp€6OBaHI/I$IMI

1. AKTyaJ'IBHOCTL TEMBI UCCIICAOBAaHHN .

2. IlpenmeTHOCTh, KOHKPETHOCTh U OOOCHOBAaHHOCTH BBIBOJIOB O COCTOSIHUM pa3zpabOTKU
MIOCTaBJIEHHOW MPOOJIEMBI.

3. CooTBercTBHE YypOBHS pa3pabOTKH TEMbl COBPEMEHHOMY YpPOBHIO HAay4HBIX
pa3paboTOK, METOAMYECKUX MOJOKEHUNW M PEeKOMEHIAlMi, OTPaKEHHBIX B COOTBETCTBYIOIICH
JuTEepaType.

[Ipennaraemasi cTyfeHTaM TeMaTHKa palOT SBISETCS NPUMEPHOW M HE MCKIIOYAeT BO3MOXKHOCTHU
BBIMOJIHEHUST Pa0OTHl MO MpolieMe, MPEeATOKEHHbIM CTylIeHTOM. lIpu 3ToM Tema noDKHA OBITh
coryiacoBaHa c pykoBoauTeneMm. I[Ipu BbIOOpEe TeMBI HEOOXOOMMO YYHUTHIBAaTh, B KaKOW Mepe
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pa3pabaThiBaeMble BOMPOCHl 00ECHEUEHbl HCXOJHBIMH JaHHBIMH, JUTEPATYPHBIMU HCTOYHUKAMU,
COOTBETCTBYIOT MHIMBUIyaTbHBIM CIOCOOHOCTSIM M HHTEpPECAM CTYICHTA.

Tpebosanus k cooeparcanuto u Cmpykmype mekcma

IIpennmaraemass mpuMepHass TeMaTHKa  OXBAaThIBACT IIMPOKUK Kpyr BompocoB. [lostomy
CTPYKTYpa Kax/J0i paboThl JOKHA YTOUHATHCSA CTYJEHTOM C MPEnojaBaTeieM, UCXOAsd U3 HayUHBIX
MHTEPECOB CTY/ICHTA, CTETIEHU NPOPaOOTAaHHOCTH TaHHOW TEMBbI B IUTEpaAType, HATUYHUS UHPOPMALUU
U T.II.

OpHako Kak/Jas MICbMEHHAs Hay4dHasi paboTa J0HKHA HMETh:
- TUTYJbHBIHN JIUCT;
- OIJIABJICHHE;
- BBE/ICHHE;
- IJ1aBbI W/WJH naparpagsl;
- 3aKJIIOYCHHE;

- CIIMCOK HUCIIOJIb30BAHHBIX HMCTOYHHKOB H JIUTCPATYPHI.

9.3 Huble MaTepHajbl

MeToauueckue PECKOMEHIANNH IS CaMOCTOSITETbHOM paﬁoTl)l CTYACHTOB

CamocTosTenbHas paboTa sBIseTCS OJTHUM U3 BUJOB yUeOHBIX 3aHATUH. Llenb
CaMOCTOSITENILHON PabOThI — MPAKTUYECKOE YCBOCHUE CTYIEHTAMU BOIIPOCOB pa3pabOTKU CTpaTeruit
MOBE/ICHUS PHIHOYHBIX ar€HTOB HAa OCHOBE 3HAHMS OMOJIOTHYECKMX OCHOB SKOHOMUYECKOTO TTOBEJCHUS
VH/IMBUYalIbHBIX U IPYNIIOBBIX OTpEOUTENIEH.

Ayl[I/ITOpHaH CaMOCTOATCIIbHAA pa60Ta 10 JUCHUIIIIMHEC BBIITIOJIHACTCA Ha y‘{e6HI>IX 3aHATUAX
noa HEMOCPECACTBECHHBIM PYKOBOJACTBOM IIPENOAaBaTEIA U IO €TI0 3aaHHIO0.

BHeay,I[I/ITOPHaH CaMOCTOsATCIIbHaA pa60Ta BBIIIOJHACTCA CTYACHTOM I10 3aJaHUIO
npenoaaBareiid, HO 0e3 ero HECMMOCPCACTBCHHOT' O Y4aCTH:.

3agaum caMoCTOAATEILHOU PadOThI CTy/AeHTA:

- pa3BUTHE HABBIKOB CAMOCTOSITEJILHON yueOHOIl paboThI;

- OCBOEHHE COJICPKAHUS AUCIUTIINHBL;

- yrayOJieHHe CoJepKaHusl M OCO3HAHUE OCHOBHBIX MOHATHHA JUCIUTUINHBL,

- HCIOJIb30BAHKE MaTepUaa, COOPaHHOTO U MOJYYEHHOI'O B X0JI€ CAaMOCTOATENIbHBIX 3aHATHH
2t 3 PEKTUBHOMN MOATOTOBKH K 3K3aMEHY.

Bujbl BHeayITUTOPHOI caMOCTOSITeIbHOI padoThI:

- CAaMOCTOSITEJIbHOE U3yUYEHHUE OTJICNIbHBIX TEM JAUCLUILINHBL;

- IOATOTOBKA K ITOJIEBOMY HCCIIEI0BAHUIO, TBOPYECKUM THIIOBBIM 3a/1aHUSM;
- BBIIIOJIHEHUE JIOMAILIHUX 33/IaHUi 110 3aKPEIJICHUIO TEM.

Jlns1 BBITOSTHEHUST JTF0OOT0 BHJIa CAMOCTOSATEILHON pabOoThl HEOOXOIUMO MPOUTH CIICAYIONINE
JTaIbI:

- OIpCACIICHUC LICIU CaMOCTOSTEILHOMN paGOTbI;

- KOHKpETU3auus IM03HABaTEILHOM 3aga4u,
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- CaMOOIIEHKa TOTOBHOCTH K CAMOCTOSITEILHOM paboTe;
- BBIOOD aJIEKBaTHOTO CrIoc0o0a ACMCTBHS, BEIYIIEro K PEIICHUIO 3a1auu;
- IJITAHUPOBAHUE PaOOTHI (CAMOCTOSTENILHON MITH C MIOMOIIIBIO TIPETIOAaBaTessl) HaJl 3aJaHieM;

-OCYIIECTBJIEHUE B IIPOLIECCE BBINOJIHEHUS CaMOCTOATENBHON pabOThl CAMOKOHTPOJIS
(MTPOMEXYyTOYHOTO ¥ KOHEUHOT'0) Pe3yJIbTaTOB PabOThl M KOPPEKTHUPOBKA BHIIOIHEHUS PAOOTHI;

- pepnexcus;

- Ipe3eHTaIus padoThI.
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IIpunoxxenue 1. AHHOTAIUS
paboueii mporpaMMbl AUCHUTIIAHBL

AHHOTAIIMA PABOYEN TPOT'PAMMBI JJUCHUILIUHBI

Hucuurmua «Workshop on consumer choice research» («IIpakTHKyM IO HCCIIEIOBAHUIO
CXEMBI MOTPEOUTEIBCKOTO BhIOOpPA HA AHTIIMHCKOM SI3BIKE») SIBISICTCS DJICKTMBHOW JMCIUILTHHON
BapUaTUBHOW YacCTH JAUCLUIUIMH YydyeOHOro maHa. JlucnumiunHa peanusyercs Ha (axyiabTeTe
ynpaBieHus Kapenpoil MapKeTHHra.

Heasb aucuunaunbl - OCHOBHOMU LENBIO Kypca sABJsieTcss GOPMUPOBAHKE y CTY/IEHTOB 3HAHUH
B 00J]acTH MAapKETHHIOBBIX HCCIIEOBAaHUM MOTpeduTenell, BBIPAOOTKAa MPAKTUYECKUX HaBBIKOB
CHCTEMHOI'0 YIIpaBJIEHHUs] MpoOIeccaMH MpPOABIKEHUS OpeHJa B paMKaxX pbIHKa MPOAYKTOBOM
KaTeropuy, HayuyuTb CTYAECHTOB MOJb30BaThCS MHUHHUMAJIbHO HEOOXOAUMBIM IPAKTHUUECKUM
MHCTPYMEHTApHEM, 4YTOObI, paboTas B KOMIIAHUU M IOJIYYMB 3aJady OpPraHU3alMd U IIPOBEICHUS
MapKEeTHHIOBBIX ~HCCIIEOBAHUI CXeMbl IOTPEOUTENBCKOTO BBIOOpA, CHOylIaTedb CMOT  Obl
CaMOCTOSITENIFHO TPOBECTH [aHHYI pabdOTy ¢ MUHUMAJIbHBIMH (DUHAHCOBBIMH 3aTpaTaMH, B
MaKCHUMaJIbHO KOPOTKUH CPOK, KAYECTBEHHO U 3(P(HEKTHBHO.

[TpakTUKyM MO HCCIEIOBAaHHMIO CXEMBI MOTPEOMTEIBCKOIO BBIOOPA SBJISIETCS MOJIUTOHOM st
0TpaOOTKM HABBIKOB M YMEHHM, CBSA3aHHBIX C OMPOCHBIMU TEXHOJIOTUSMHU U3MEPEHUSI TPOHUKHOBEHUS
OpeH/ja B CO3HAHHE MOTPEOUTENs, COBEPLIAIOIIETO CBOM MOKyMaTelbCKUM BbIOOp. Meponpusarus B
paMKax MAapKETHHIOBBIX HCCIIECAOBAHUI IMOTpeOUTENs MpearnoiaraloT HM3y4deHHE BCEX HIIEMEHTOB
BHEUIHEM M BHYTPEHHEW Cpeabl MPEANPHUATHS, H3YyUYEHUE MEXAHU3MOB IIPUHSATHUS pELICHUN
norpedurtesneM, aHaiau3 U o0paOOTKy MOMYYEHHBIX JAaHHBIX O (pakTOpax MOKYyMNaTeiabCKOro BhIOOpa,
nmouck Hambonee dP(EKTUBHBIX CHOCOOOB W  pa3pabOTKy pPEKOMEHJAMK 10  YCHIICHHUIO
MapKETHHTOBBIX MEPONPUATHIH 10 MOAJEepIKKe MPOABIKEHUS OpeHIa 1eNIeBOM ay TMTOPUH.

3agaum M CUMIJIMHBI:

. O3HAKOMJICHHE CTYJICHTOB C OCHOBHBIMH TOHSTHSAMH B OO0JACTH MapKETHHTOBBIX
MCCJICIOBAHMI MTOTpeOUTENeH, X BUIAMU;

b q)OpMHpOBaHI/Ie HAaBBIKOB HMCIIOJIB3OBAHUA MCETOJOJIOTMHM M MCTOAOB MAPKCTUHIOBBIX
HCCIIeIOBAaHMM TIOTPEOUTEIICH;

. oOydeHue crenugpuke TPUMEHEHUs PA3IMYHBIX BHJIOB MAPKETHHTOBBIX MCCIICOBAHHIMA
JUTSL aHAJIU3a CXEMbI TOTPEOUTETHCKOTO BHIOOPA;

. (dbopMHpOBaHNE HABBHIKOB MPUMEHEHHUSI METOJIOB 00paboTKu MH(GOPMAIINH, TTOTYyYECHHON
B XO0JI¢ TIPOBE/ICHHSI MAPKETUHTOBBIX UCCIICIOBAHUN CXEMBI MOTPEOUTEIBCKOTO BHIOODA;

. 03HAKOMIICHUE C METOI0JIOTHEH u3MepeHus: oOpena-daxropa;

. MOJITOTOBKA CIICIIUAIMCTOB, CIOCOOHBIX, HA OCHOBE TOJYYCHHBIX 3HAHUH, TBOPUYECKU U

OTepaTUBHO TPHUHUMATh OOOCHOBAHHBIE PEUICHHS MO BOMPOCAM MApPKETHHTOBBIX HCCIEIOBAHUN
MOTpeOUTENEH C Y4ETOM CTPATErvy Pa3BUTHS OpraHu3aluu (IPEeINPUSATHS).

Pe3yabTaTrsl 00yyeHus
3HaTh:
1. TPUHIMITEI U METOIBI TPOBEACHUST MAPKETHHTOBBIX UCCIIEIOBAHUH MTOTPEOUTEITLCKOTO BEIOOPA,;
2. TPUHIMIIBI U METO/bI U3MEPEHUS POJIN OpeH/ia B MOTPEOUTEILCKOM BBIOODE;
Ymersn:
1. ompenensaTh 33724l MApKETUHTOBOTO UCCIICOBAHMSI, TPOBECTH aHATUTHYECKYIO PadOTYy,
HOJIrOTOBUTH BBIBOJIBI U PEKOMEHJALIMHU 1J1s1 OM3HEC-pelIeHn i
2. ompenensath OpeHa-(pakTop A1 KOHKPETHOH 1eJIeBO ayAUTOPUH MPH MPOBHKEHIH TOBAPOB
WIH yCITyT
Baanersn:
1. HaBbIKaMM HCMOJIbH30BAHUS TEXHOJIOIMHA MApKETHHIOBOI'O UCCIICOBAHMS U aHATTN3a
OTPEOUTEIHCKOr0 BbIOOpA
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2. HaBBIKAMU HCIIOJb30BaHMS OITPOCHBIX TEXHOJIOTHH JIJI1 KOJIMYSCTBEHHOM OLICHKH POJIH 6peHz[a
B CXEMC HOTpe6I/ITeHLCKOFO BLI60pa
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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
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