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1. IlosicHuTEIbHAS 3alIMCKA

1.1. Heap ¥ 32024 TUCUMILJIMHBI

Henap mucuuniamubl - OCHOBHOHM LENbIO Kypca sBiISETCS (POPMUpPOBAHUE y CTYJIEHTOB 3HAHUN B
00TacTH MapKETHHTOBBIX HCCIEJOBAaHUN TOTpeOHTeNel, BBHIPA0OTKAa MPAKTUYECKUX HABBIKOB
CUCTEMHOI'O YIPaBJIECHUS MIPOLIecCaMu TPOABMKEHNS OpeH 1a B paMKax pbIHKA IPOAYKTOBOM KaTEropuu,
HAy4YUTh CTYIEHTOB IOJH30BATHCS MHUHUMAIBHO HEOOXOAMMBIM NPAKTUYECKUM HHCTPYMEHTapUeEM,
9T00BbI, paboTas B KOMIIAHWM M TOJYYHMB 3a/a4y OPTraHU3alUud M TPOBEACHUS MapPKETHHIOBBIX
HCCIIEIOBAaHUI CXEMBbl MOTPEOUTENHCKOIO BbIOOpPA, CIIyIIAaTedb CMOI Obl CAaMOCTOSITEIBHO IPOBECTU
JaHHYI0 pabOTy ¢ MHUHUMAaJbHBIMU (DMHAHCOBBIMHM 3aTpaTaMH, B MaKCHMaJbHO KOPOTKUH CpOK,
KaueCTBEHHO U 3(PPEeKTUBHO.

HpaKTI/IKYM 10 UCCJICAOBAHNIO CXEMBI HOTpe6I/ITeJ'II>CKOFO BI)I60pa SABJIACTCA IIOJIMTOHOM IJIsL OTpa6OTKI/I
HAaBBIKOB U yMGHPIfI, CBA3aHHBIX C OIMMPOCHBIMU TCXHOJIOTHUAMHN U3MCPCHUS IMPOHUKHOBCHUSA 6peHz[a B
CO3HaHHE NOTPEOUTENs, COBEPIIAIOIIETO CBOW MOKYyHaTedbCKUW BbIOOP. MeponpusiTus B paMKax
MapKCTHHIOBBIX I/ICCJ'ICILOBaHI/Iﬁ HOTpe6I/ITeJ'I$I npeamnojgararoT U3y4€HUC BCEX JJICMCHTOB BHENTHEH H
BHYTpPEHHEH cpesibl MPeanpUsITHs, U3ydeHNEe MEXaHU3MOB IPUHSTHS PElIeHUH NOTpeOuTeneM, aHaau3
u 00paboTKy NOJIyYEHHBIX HaHHBIX O (QaKTopax IOKYNaTeIbCKOro BbIOOpa, MOUCK Haunboiiee
3¢ deKTUBHBIX CIIOCOO0B U pa3pabOTKy pEKOMEHIALUH [0 YCUIEHUIO MaPKETHHT OBBIX MEPOTIPUSATHI IO
MOJJIEPKKE MPOIBIKEHUS OpeH 1a 1IeIeBON ayJUTOPHH.

3axaum IMCHUINJINHBIL.

. 03HAaKOMJICHHUE CTYJICHTOB C OCHOBHBIMH MOHSITHSAMHU B 00JIaCTH MapKETUHTOBBIX
Wccaea0BaHuM OTpeOUTENCH, NX BUIAMU,

. (hopMupOBaHNE HABBIKOB MCITOJIH30BAHUS METOJIOJIOTUHA U METOJ0B MapKETHHTOBBIX
HCCeI0BaHUHN TIOTPEOUTEINEH;

. o0ydeHue crerudruke IPUMEHEHHUS Pa3IUNIHBIX BUAOB MAPKETHHTOBBIX UCCIICIOBAHUN IS
aHaJIM3a CXeMBbI MOTPEOUTEIIHLCKOTO BHIOOPA;

. (hopMupoOBaHNE HABBIKOB TPUMEHEHHUSI METOI0B 00pabOTKK MH(POPMALIUH, TOTYICHHOHN B X0/Ie
MPOBEACHUS MAPKETUHIOBBIX UCCIIEAOBAHUI CXEMbI IOTPEOUTEIHCKOTO BEIOOPA;

. 03HAaKOMJICHHE ¢ METOI0JIOTUEH n3MepeHus OpeHI-(hakTopa;

. MOJITOTOBKA CIICIIMAIUCTOB, CIOCOOHBIX, HA OCHOBE IMOJTYYEHHBIX 3HAHUH, TBOPUYECKH H

OTepaTUBHO MPUHUMATh 0O0CHOBAHHbBIE PELICHUS 10 BOIPOCAM MAapPKETUHTOBBIX UCCIIEAOBAHUM
MOoTpeOuTeNel C yueToM CTpaTeruu pa3BUTHS OpraHu3aluu (MPeAnpusThs).

1.2. IlepeyeHb MVIAHMPYEMBIX Pe3yJIbTATOB 00y4YeHHs 110 AMCHUILIMHE, COOTHECEHHBIX C
HHIUKATOPAMH IOCTHKEHUS] KOMIIeTeH LI

Komnerennus
(Ko 1 HAMMEHOBAHUE)

HNuaukaropsl
KOMIIETeHI M
(K01 1 HAMMEHOBAHUE)

PesynbTaTsl 00yyeHus

IIK-1. Cnocoben
npo8oouns
MAapKemuH2o8bie
uccne008anus u
MApPKemuHe08blll AHAIU3

IIK-1.1. Paspabamvigaem,
opeanuzyem u npogooum
MAapKemuH208ble
uccneoo8anus

3namys. IPUHIMIIBI U METOBI
IIPOBEJCHUS MapKETUHIOBBIX
UCCIIeIOBaHUH MToTpeOuTeneil B
paMKax pa3JIMYHbIX IPOJYKTOBBIX
KaTeropui;

Ymemns: onpenenars 3anaun
MapKETUHIOBOT'O MCCIIEN0BAHUS
CXeMBbI OTPEOUTENHCKOTO BBIOOPA,
BbIOpaTh HanboJiee MoAXOISIIYI0




METOJI0JIOTHIO, TIOTOTOBUTH
UHCTPYMEHTapHii, 000CHOBATH
KpPUTEpHH 0TOOpa PECTIOH/ICHTOB,
MOJITOTOBUTH BBIBOJIBI U
pPEKOMEHAALNY [T OM3HEeC-peleHUN
Brademb: HaydUTHCS TPABUIIBHO
UCTIOJIb30BAThH PA3IMUHbIE METOAUKH
cOopa M aHanM3a JAHHBIX JJIs
onpeneseHus opeHa-paxropa.

1IK-1.2 Paspabamvisaem 3uams:

nan u npo8ooum TEXHOJIOTUU U CpeJICTBA coopa U
MApKemuH208blil AHAIU3 00pabOTKH MapKETHHTOBBIX TAHHBIX O
BHewHel U GHympeHHeu cXemax MoTpeOUTeNbCKOro BhIOOpa
cpeobl opeanuzayuu Ymems:

paboTath CO CrienuaIu3upOBAHHBIMU
pOrpaMMaMU JJTs yITPaBJICHUS
MapKETHHTOBBIMY JTAHHBIMU;
Bnaoemyw: HaBbIKaMU TPOBECHUS
KOJIMYECTBEHHBIX M KQUeCTBEHHBIX
MapKETHHTOBBIX UCCIICIOBAHUH JUIS
OCYIIIECTBIICHUSI MApPKETHHTOBOTO
aHajn3a MoTpeOUTETHCKOTO
TTOBEJICHUS LIEJIEBOU ayIMTOPUHU

1.3. MecTo TMCUMIJIMHBI B CTPYKTYpPe 00pa30BaTeIbHOM MPOrpaMMbl

Jucuunnuna «[IpakTUKyM MO UCCIeTOBAaHUIO CXEMBI TOTPEOUTENHCKOTO BEIOOPa» OTHOCUTCS K
yacTu, GopMUpPYEeMOil ydacTHUKaMU 00pa30BaTEIbHBIX OTHOIICHUIA.

Jly1g OCBOEHMSI TUCIUIUIMHBI HEOOXOIMMBI 3HAHUSI, YMEHUS U BiIaJeHUs, CQOPMUPOBAHHBIE B
XO0Jle M3y4YCHHs CIEAYIOUUX TUCHUIUIMH W TPOX0XkAeHus npaktuk: Mapkerunr, Comuosorus,
[lcuxonorusi, MapkeTuHroBble  ucciefoBanus, [IpakTuka 1O  MOMYYEHUIO  MEPBUYHBIX
podeccoHAbHBIX YMEHUN U HABBIKOB.

B pesynbrare OCBOEHHS JUCHMIUIUHBI (OPMUPYIOTCA 3HaAHHS, YMEHUS U BIaJCHUS,
HEOOXOIUMBIE [UIsl M3Y4YEHUs CICAYIONIMX JUCHUIUIMH W TPOXOXKACHUS MpakTHK: Meroauka
MpoBeJieHUs] y4eOHO-HAy4HBIX uccieoBaHuii, CrTpaTernyeckuii MapKEeTUHT, YIIpaBlIeHYECKHE
peuieHus, YnpapieHue MapkeTunroM, [Ipenaumninomuas npakTuka.

JlucuunivnHa npenojaeTcsl Ha aHIJIMICKOM SI3bIKE.

2. CTpyKkTypa IMCUHIJIMHBI
O6mas Tpya0EMKOCTh AUCHUIIIMHBI COCTABISET 2 3.€., /2 aKaJIeMUYECKIX YacoB.

CTpyKTypa AMCUHUILIMHBI 1JIs1 04HOH (opMbI 00yUeHH st

O6beM muCHUIUIMHBI B (OpME KOHTAaKTHOM paboThl OOydarouuxcs C MeJarornyecKuMu
paboTHUKaMU | (WJIK) TUIIAMH, TIPUBIIEKaEMbIMH K peann3aiii 00pa3oBaTeIbHOM MPOrpaMMBbl Ha MHBIX
YCIOBUSIX, IPH MPOBEIEHUN YIeOHBIX 3aHATHH:

Cemectp | Tumn yueOHBIX 3aHATUI KonnuectBo
4acoB
5 Jlexiun 8
5 Cemunapsbl/mabopaTopHblie pabOoThI 20
Bcero: 28
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O0beM quCHHILTUHBL (MOTIYJIs1) B (hOpME CaMOCTOSTENILHON pabOThl 00YJAIOIIUXCSI COCTABIISET
44 akaieMHUYECKUX YacCOoB.

CTpyKTypa IUCHHUILINHBI VIS 04HO-32049HOI (hopMBI 00yUeHH s

O0beM mUCIUIUIMHBI B (OpME KOHTAKTHOW pPabOTHI OOydaromuxcs C MeJarorH4ecKuMu
paboTHUKaMU ¥ (WJIN) TUI[AMH, TIPUBIICKAEMBIMH K peaTH3aIlii 00pa30BaTeIbHOM MPOrpaMMBbl Ha HHBIX
YCIIOBUSX, IPU MPOBEACHUN YICOHBIX 3aHITHINA:

Cemectp | Tum yueOHBIX 3aHITHIA KomnnuectBo
9JacoB
5 Jlexum 8
5 CeMuHapbl/1ab0paToOpHBIE paOOTHI 18
Bcero: 26

O6beM qucUUITMHBL (MOyJs1) B GOpME CaMOCTOSATENbHON paboThl 00YYaIOIIUXCsl COCTABISAET
46 aka/JIeMHUYECKUX 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

O0beM AUCLHUIIJINHBI B (bopMe KOHTAaKTHOH Da6OTBI 06y‘laI-OH_II/IXC$I C IIegarormtyeCKuMu
paboTHUKAaMH U (WMJIN) JTUIAMH, IPUBJICKACMBIMH K peajii3aliii 00pa30BaTeIbHON IPOrpaMMBbl Ha HHBIX
YCJIOBUSAX, IPHU TPOBCACHUN y‘le6HBIX 3QHSITUI:

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. Coaeprxanue JMCUMIIMHBI
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Pazgen 1. MapKeTI/IHFOBbIe HCCJICA0BAHUA HOTpeﬁl/ITeJIeﬁ

OcHOBHBIC TEPMHHBI U ONPEICIICHUS: PHIHOK, OM3HEC — Ccpela, KOHKYPEHTHI, MOTPEOHUTENH,
CerMeHTalus, EMKOCTb PBIHKA, IIeJIeBasi ayIuTOpus, TUIbl peiHkOB, B2C, B2B, uccnenoBanus peiHka u
npyrue. MapKeTUHIOBBIC WCCICIOBAHMS, IEeIM © 3aJadu  ux npoBeAcHus. Kiaccudukanus
MAapKETUHIOBBIX UCCIEAOBAHUM IO PA3JIMYHBIM OCHOBAHHMSIM.

Oco0OeHHOCTH MapKETHHTOBBIX HCCJICIOBAaHUN mMOTpeOuTeneil. 3amad  MapKEeTHHTOBBIX
Hccae0BaHuM OTpeOuTeNei.

Ka6I/IHeTHI)I€, Ka4€CTBCHHBIC U KOJIMYCCTBCHHBIC UCCICAOBAaHNA. Hx PpOJib, 3aga4u, OCHOBHBIC
¢dbopmarsl.

HeobOxomuMocTh NpoBeieHHs MapKeTHHTOBBIX HccliefoBaHui mnorpeduteneid. [IpoBenenue
uccheoBaHUN  moTpeOuTenelt COOCTBEHHBIMH CHJIAMH. MapKETHHTOBBIE HCCIIEA0BATEIIbCKUE
koMranuu. O011as XxapakTepucTHKa UCCIIEI0BATENIbCKOrO phIHKa B Poccuu. JlocTOMHCTBA U HEIOCTATKU
pa3IMYHBIX BAapUAHTOB OpraHM3alMu HuccienoBaHuil. [lpuHsTue Ou3HEC-pelIeHH € ydeToMm
pe3yJIbTaTOB MapKETHHIOBBIX MCCIEI0BAHUN MOTpeduTenel. MapKeTUHIOBbIE MCCIEI0BaHUS Kak
CTaThsl OrO/KeTa MapkeTuHra npennpustus. bpud na uccnenosanue. Ilpennoxenne Ha npoBeAcHNE
WCCIEA0BAHUS U €r0 CTPYKTYpa.

Paznen 2. MeTpuku npoABHKeHNsI OPEHI0B B paMKaXx NMPOAYKTOBOI KaTeropuu

ba3zoBble Mmokazarenn NMpUCYTCTBUS OpeH/Ja HAa pbIHKE KaTeropuu. MeTpUKH KOHKYPEHTHBIX
MO3UIHH OpeHa.

[IpodunupoBanne mneneBoi aymutopur. MccrnemoBaHWs MO CEerMEHTAIMK TIOTPEOUTENEH B
pamKax 000CHOBaHUS CTPATETUH.

[Monsitne moszunmonupoBanus. KiroueBsie OpeH bl B Kateropuu. [locTpoeHue KapT BOCHPUSTHS
B (hopMaTe Ka4yeCTBEHHBIX HccieoBaHni. [locTpoeHre KapT BOCHpUATHS B (popMaTe KOJTHMUECTBEHHBIX
uccaenoBanuii. @opMbl BOIPOCOB HA COOTHECEHHE CBS3U OpPEHA-aTpuOyT B CO3HAHWUU TMOTPEOUTEIIS.
Anamu3 cootBeTcTBHii (correspondence analysis). AJIroputmsl HHTEpPIpPETAUUA KapT BOCIPHUSATHS,
MOJIy4aeMbIX C TIOMOIIbIO aHAJI3a COOTBETCTBUSA.  AHAIM3 OCTAaTKOB M TIOCTPOCHHE KapThl
CBOMCTBEHHOCTH/HECBOMCTBEHHOCTH aTPUOYTOB KIFOUYEBBIM OpeHIaM.

I/ICCJ'IGI[OBEIHI/IG KOHKypeHTOCHOCO6HOCTI/I 6peH,I[OB KaKk 4YaCTb KOHKYPCHTHOI'O aHaJIn3a.
O0ocHoBaHue CTPaTCrun NO3MIUOHUPOBaHU.

KocBeHHble MeTO/IbI OIIEHKH Ba)XKHOCTH (PAKTOpPOB BbIOOpa OpeHna B kareropuu. Jakkapi-
aHaJIM3 Kak OOBEKTUBHBIN CIIOCOO PaHKUPOBAHUS BAKHOCTH aTpUOYTOB MOTPEOUTENHCKOTO BHIOODA.
KoMrnekcHbIi MoAX0/] K BU3yallu3aluy MO3UIMOHUPOBAHMSI KIIFOUEBBIX OPEHIOB B KATETOPUU.

Paznen 3. KosimuecTBeHHbIEe H KaYeCTBEHHbIE HCC/I€I0BAHUS MPUBbIYEK U MPeANOYTeHUH
norpeounTesiei

dopmarel  KOJIMYECTBEHHBIX HccienoBaHui. Buasl  ompocoB. IloHstue  BBIGOPKH.
PenpesentatuBHOCTh BbIOOpKU. CilyuaiiHble U JeTepMUHUPOBaHHbIE BEIOOpKU. CTpaTtuduupoBaHHas
BbIOOpKa. ['pynmoBas (kinactepHast) BeIOOpKa. OCHOBHBIE MPUHIUIBI ONpeeeHnst 00beMa BbIOOPKH.
TeppurtopuansHas BeiOopka. [TorpemHoct pe3ynbTaToB onpocos (posieit). [pubmmkennas Gopmyna
3aBHCHUMOCTH CITy4aifHON MOTPELIHOCTH Pe3yabTaToOB ompoca (J1oJeil) oT pa3mepa BeiOopku. CiydaiiHas
U crUcTeMaTHyecKast OTrPeIHOCTb.

N3mepenne mokasareneil mOTpeOUTENbCKOTO  TOBeneHus. M3MmepeHue  mokazarenei
MOKYIATeNbCKOTO MoBeaeHus. DakTopsl BEIOOpA MPOIyKTa U OpeH1a Ha KOHKYpEeHTHOM (GoHe. MeTo1bI
OIICHKU MPUOPUTETHBIX (PAKTOPOB BBIOOpa MpU MOKymNke. M3ydueHrne MCTOUHUKOB MHGPOpPMAIUU IS
MOTPEeOUTENHCKOTO BBIOOPA.
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TunoBas Gokyc-rpyrma st U3y4eHUs: CXeMbl OTPEOUTEIHCKOTO BbIOOpa. Posb KauecTBEeHHBIX
WCCIIEIOBAaHUI MPH BEIOOPE KOMMYHUKATUBHON TUIATGOPMBI IpoABIKeHNs Opena. Llennoctu Openna
Y LIEHHOCTH LIEJIEBOU ayJUTOPHUH.

Pa3znen 4. IlnaHupoBaHue MAapPKeTHHIOBOI0 HCCJIEIOBAHHMS CXeMbl MOTPEOHTENHCKOrO
BbIOOpa

[IpoexTHast cTpaTerusi MapKETUHIOBBIX HcciaeioBaHuil. OpraHu3anus UCCie10BaHus.

[Ipouecc MapkeTHHIOBBIX HccieaoBanuidi. Ero ocHoBHBIE 3Tankl. [locnenoBaTeibHOCTh 3TAaoB
MpoLEecCca MAaPKETUHTOBBIX UCCIICIOBAHUM.

HccnenoBaTenbCkuil MPOEKT, €r0 OCHOBHBIE MapameTpsl. [ITaHupoBaHrEe HCCIIEI0BATENBCKOTO
IIPOCKTA. IlonsTe 1TaHa MAapKCTHHIa KOMIIaHUH. HporpaMMHas[ CTpaTrerud MapKETUHIOBLIX
uccinenoBanuil. OmnpeneneHne BUIOB HEOOXOIUMBIX HccienoBaHuil. OmnpeneneHre NepUOAUYHOCTU
IpoBeJieHUs] uccienoBaHuil. MccrnenoBaTenbckas MOAJAEPKKA CTPATETHYECKOIO W ONEPaTHMBHOIO
MapKeTHHTa.

TumoBoil IIaH HMCCIENOBAHUS CXEMBI MOTPEOUTETHCKOTO BBHIOOPA C TOMOIIBID OMPOCHBIX
TEXHOJIOTHH.

Pasznen 5. HNucTpyMeHTapuii KOJIN4eCTBEHHOT 0 HCCJIe0BAHMS ¢akropos
NOKYNATEJbCKOr0 BbIOOpa

[TocTpoeHune aHKETHI MO MPHBBIYKAM M IMPEINOYTCHUSM B Kareropuu. OCHOBHBIC pPa3JIEIibI
aHKeTHI 1o mpuBblukaM 1 npeanouteHusm (Usage and Attitude).

3HaHue Mapku U ero uzMepeHue. CrioHTaHHOE 3HaHHWE MApPKU U y3HaBaHUE (3HaHUWE MapKHU C
MOJICKa3KoM). 3HaHue peKkiIamsbl. M3ydeHue Meaua npearnoyTeHui moTpeOuTenei.

TumnoBas aHKeTa M0 UCCIECOBAHUIO TIOTPEOUTEIBCKOTO BhIOOpa. CTpyKTypa MOTpeOIeHus U ee
napaMeTphl: YacTOTa MOTPEOICHUS, KOJIMYECTBO (HHTEHCUBHOCTB), IPEANIOYTEHHE ITOABHIOB IPOJTYKTA.
CTpyKTypa MOKYIKM M €€ IMapaMeTphl: YacTOTa MOKYITKH, MECTa MOKYIIKH, pa3Mep Pa3oBOi MOKYIIKH,
cpenumii uek. DakTopbl BeIOOpa OpenHaa/mpoaykra. bpena-dakrop. BpeHIUHT U ero mapaMeTpbl: 3HaHHUE
MapkH (CHOHTAaHHOE | TI0 MOJICKa3Ke), YPOBEHb MPOOBI, YPOBEHB MPEINOYTCHNUsI, OTHOIIICHHE K OpeHy
(uepe3 mpuBs3Ky K arpuOyram). McTrouHuku WHPOpPMAIMU O MPOAYKTE. Meaua-npearnouTeHHs.
CoumanbHo-aeMorpadudecKuid mpoub.

Pa3nen 6. IlpeseHTanus pe3yJIbTATOB HCCJIEI0BAHUSA CXeMbl MOTPEOUTEIHLCKOTI0 BbIOOpa

CprKTypa OoTue€Ta W IM[PE3CHTAIUHU  PE3YJIBTATOB  KOJIHWYCCTBCHHBIX MAPKCTUHI'OBBIX
HUCCIICIOBAHUH. I_[eJ'II/I " 3a7la4u, MCTOHOJIOTUA, OCHOBHBIC PC3YJIbTAThI, BHIBObI. HpaBI/IJ'Ia HarJasgHoi
MpEe3CeHTAaluU pE3YyJIbTATOB OIIPOCOB. HpI/IHLII/IHLI BU3YyAJIN3allUN JAHHBIX.

Tunbl nuarpamMM Ui BU3yaldM3allUd ONPOCHBIX JIAHHBIX, MX 3aBUCUMOCTb OT THIIA
ucrnoab3yeMblx Immkaid. KpyroBble u mnuHeWwatele auarpammbl. KomMMmeHTHpoBaHuEe Tpadudeckux
MIPE3EHTAIMI ONPOCHBIX TaHHBIX. TOYHOCTH HU(POBBIX JTAaHHBIX U CTATUCTUYECKAs MOTPELIHOCTb.

Paznen 7. Ananu3 posin OpeHaa B cxeme NOTPeOUTEIbCKOr0 BHIOOpa

BaxHocTh OpeHa Kak OJHOrO U3 (DaKTOPOB MOKYyHaTeabCKoro BbIOOpa. Tumosorus cxem
MOKYMaTeIbCKOTO BBHIOOpPAa B 3aBUCUMOCTH OT poiid OpeHna: b-cxema m g-cxema. KonuuectBeHHas
MeTpuKka posin OpeHIa B MOTpeOUTENbCKOM BblOOpe: OpeHn-gaxtop. CalThI-arperaTopsl,
pEeKOMEH/IaTeNIbHbIE CEPBUCH MEHSIOT TPAIUIIMOHHYIO CXeMY BbIOOpa MPOJYKTa U pojib OpeHa B HEM.
MO’HO CKa3aTh, YTO 3/1€Ch MPOSBISIETCS CABUT TPAJUIIMOHHON MOJIETH MOKYNATeIbCKOTo BEIOOPA MO
BIMSIHUEM LM(POBU3AIUHN SKOHOMUKH M B YACTHOCTH PAaCIIPOCTPAHEHHSI PEKOMEH/IaTeIbHBIX UHTEPHET-
cepBucoB. Co3aHue KOHLENTYaJbHOW Oa3bl sl ONTUMAIbHOIO paclpesieieHUus] MapKeTHHTOBBIX
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MHBECTHUIIMH, B YaCTHOCTU ONTHMH3AIMs COOTHOIICHHMS WHBECTUIMH B OpPEeHJ W B OTHOILICHHUS C
KaHaJlaMu. DJTa 3aja4a SBJISETCS OCOOCHHO aKTyaJIbHOW B YCJIIOBHSIX OTPaHUYCHUH MapKETHHIOBOI'O
Oromkera. OMMH TONIOC TMPEICTaBICH PACIPOCTPaHEHHOW CXEMOU, Korja TMOTpeOUTeNnh «UAET 3a
OpeHIIOM», TO €CTh NPEABABISEMbI MM Ha0Op TpeOOBaHW K MPOAYKTY JAHHOW KAaTErOpHH OH
COIOCTABISIET C TPEATIOXKEeHUsMHU (atpubyramu) OpeHIOB, MOCTYNMHBIX B mpojaxke. IIpoucxoaut
POMEXYTOYHBIA BBIOOpP — BBIOOp OpeH/a, B HauOOJbINECH CTENIEHU COOTBETCTBYIOIICTO OXKUIAHHUIM
noTpeOuTENs, ¥ YK€ B PaMKax MPOJYKTOBOTO TPEIIOKEHHS OT BBIOPAHHOTO OpeHJa MPOUCXOJUT
«TOHKasi HACTPOWKa» - BBHIOOP HamboJiee MOIXOAAIIET0O KOHKPETHOTO MPOAYKTA. DTy CXeMY MOXHO
Ha3BaTh b-cxeMoii (oT cioBa «brand»). Kode, curapersl, 4aii, aBTOMOOMIIH Yallie BCETO BEIOUPAIOT T10
ITOM CXEME.

Ha npoTuBOMONIOKHOM TMOJIOCE paclojlaraercsi cxeMa BblOOpa MpOJAYKTa, BOBCE HE
yuuThIBaroias OpeHs. Mbl CTOJIKHYIHCH C MpeoliaJaHueM 3TOM CXEeMbl, IPOBOJIsS TUIOBbIE (POKyc-
IPYIIIBI C TOTPEOUTENSMU KaTETOPUH «PaAUOCTaHIINI». BBISICHUIIOCH, UTO YUacCTHUKU (OKYC-TPYII HE
OCBEIOMJIEHBI O MapKaX B JAHHOM KaTeropuu (He 3HAIOT Ha3BaHUM PalMOCTAaHIIUMN, KOTOPBIE CIIYILAIOT).
[Ipouecc BbIOOpa MpOAYKTa y HHUX OIOCPEIOBaH HCIOJIb30BAaHUEM arperatopa  (Takoro, Kak
Annexc.Paguo nnu Annexkc.Mys3bika), rlie OHU HaIIPSIMYIO PEAbIBIIAIOT HA00P TPEOOBAHUHN K IPOAYKTY
(HacTpoeHue, XapakTep MY3bIKH, KaHaja U T.II.) ¥ TIOJY4aroT HEMOCPEACTBEHHO ONTHUMANIbHBIN IPOAYKT,
COOTBETCTBYIOIIHMI YKa3aHHBIM aTpuOyTaM. DTa cxeMa BhIOOpa MPOyKTa MOXKET ObITh 0003HaUEHA KaK
g-cxema (OT cijoBa «genericy). B a3Toil cxeme, B OTIWYHE OT PACCMOTPEHHOW BHINIE b-CXEMBI,
OTCYTCTBYET NPOMEXKYTOUYHBIM 3Tam BbIOOpa MpPOAYKTa, KOTJa MOKyHaTeilb BHayaje OMpeesnseT
COOTBETCTBYIOIIUN €ro 3ampocoM OpeHJI, U JIMIIb 3aTeM MPOU3BOIUT «TOHKYIO HACTPOMKY» BbIOOpa B
pamMKax MNpPOAYKTOBOTO IMpeaaoKeHus BblOpaHHoro Openpa. Ilokymarens — B JaHHOM ciydae C
MOMOIIBIO CaifTa-arperaropa — HEMOCPEACTBEHHO COOTHOCHUT aTpUOYTHI MpeagaraéMoro MpoJyKTa ¢
npoduIeM CBOETO 3ampoca; OpeHI sSBHO HE Y4YacTBYET B IIpoIlecCe BbIOOpa, HO, €CTECTBEHHO,
MOSIBJISIETCST  aBTOMaTHYecku B pesyabrare. [lo 3Toi cxeme dYacTto BBIOMPAIOT paAMOCTAHIMU,
TYPUCTHYECKHE MPOIYKTHI, B LEJIOM T€ MPOAYKTHI U yCIYTH, TJ€ BEJIMKA POJb CAUTOB-arperaTopoB U
pEeKOMEHAATEIbHBIX CEPBUCOB.

[Ipumepsr 3HaueHuit OpeHa-(akTopa, MOTYICHHBIX B pe3yibTaTe uccieaoBanuii [{A OpeHmoB
Pa3IMYHBIX IPOJTYKTOBBIX 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.

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
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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
(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.
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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. O0pa3oBaTejibHbIE TEXHOJIOT MU

Z[J'ISI IMPOBCACHUA 3aHATHH JIEKIIMOHHOIO THIIA II0 JIMCLUILIMHE MNPUMCHSAIOTCA TAKUC
O6paSOBaTeJ'II>HI>Ie TEXHOJIOTUH KaK UHTCPAKTHUBHBIC JICKIIUH, HpO6HCMHOC O6y‘IeHI/Ie. I[J'I}I MMPOBCACHUA
3aHATUH CECMHHAPCKOTO THUIIA UCIIOJIB3YIOTCA I'PYIIIIOBBIC NUCKYCCHUH, POJICBBIC UI'PLI, dHAJIN3 CI/ITyaI_II/Iﬁ
U UMHUTALIMOHHBIX MOJEIICH. I[J'ISI KOHTPOJISI U TIOMOIIHN O6y‘{aIOHlI/IMCSI B CaMOCTOSTEIbHOM pa60Te
MMPOBOAATCSA KOHCYJIIBTUPOBAHUC H ITPOBEPKA NOMAITHUX 3aJIaHUM nocpeaACTBOM BHCKTPOHHOﬁ IIOYTHI.

B nepuoa BpPCMCHHOTO IIPUOCTAHOBJICHUA MOCCHICHUS O6y‘-IaIOH_II/IMI/IC$I IIOMEIICHU U
TCPPUTOPUUN PITY pnsa OpraHru3aln y‘ICGHOFO nponecca ¢ IpUMCHCHUEM JJICKTPOHHOT'O 06yqu1/I;[ )51
JAUCTaHIIMOHHBIX 06pa30BaTCJ'IBHBIX TEXHOJIOTHU MOTYT OBITh  MCIIOJIb30BaHbI CJICOYHOIIUC
O6pa3OBaTCJ'ILHBIe TCXHOJIOTHUH:



— BUJICO-JIEKIIUH;
— OHJIAIH-JIEKLIUU B PEKUME PEAJILHOIO BPEMEHU;
— BIIEKTPOHHbIE YUeOHUKH, yueOHbIE TOCOOHS, HayYHbIE U3/aHUS B DJIEKTPOHHOM BUJIE U JOCTYII

K MHBIM 3JIEKTPOHHBIM 00pa30BaTEIIbHBIM pecypcam;

— CUCTCMBI IJId 3JICKTPOHHOTO TCCTUPOBAHUA,
— KOHCYJIbTalluU C UCITI0JIb30BAHUCM TCICKOMMYHHUKAIIMOHHBIX CPEACTB.

5. OneHka JIAHMPYeMbIX Pe3y/JIbTATOB 00y4eHHUs

5.1 CucreMa oleHUBAHUA

12

dopma KOHTPOJIS Makc. KoJIH4ecTBO 02/ 1J10B
3a oany Bcero
padoty

Texymuil KOHTPOJIb:

- cobecedosaHue 10 6annos 30 b6annos
- OuY-onpocwvl 5 bannos 15 6annos
- yyacmue 8 OUCKYCCUU Ha ceMuHape 5 bannos S bannos
- 00K1a0bl U peghepamol 10 b6annos 10 b6annos

[IpomexyrouHas aTTecTanus 40 6annos

(3auem)

Hroro 100 6annos

3auém

[TosrydeHHBII COBOKYITHBIH pe3y/IbTaT KOHBEPTHPYETCS B TPAAUIIUOHHYIO IIIKATy OIICHOK H B
mIkay oneHok EBporneiickoii cucteMbl epeHoca u HakorieHus: kpeauTos (European Credit Transfer
System; ganee — ECTS) B cOOTBETCTBUHU C TAOJIUIICH:

100-06annpHas TpajuImoHHas WKaa Ixana
IIKaja ECTS
95 -100 A

8304 OTJIMYHO B

68 — 82 XOPOIIO 3a4TEHO C

56 — 67 D

50 55 YIIOBJIETBOPUTEIHLHO E

20 - 49 FX

0_19 HEY/IOBJICTBOPUTEIILHO HE 3aYTEHO =

5.2 Kputepum BbICTaBJIEeHHS OLEHKH O TUCIUIIMHE

Bamasl/ | Ouenka no Kputepuu oueHKH pe3yabTaToB 00y4eHHUs MO AUCHUIIINHE
IIkana | AMCHMILIMHE
ECTS
100-83/ OTJIMUHO/ BricraBisercss 00yJaromeMycs, eclid OH TITyOOKO B TIPOYHO YCBOMII TEOPETHUCCKIHA 1
AB 3349TEHO MPaKTHYECKUI MaTepHral, MOXKeT NPOAESMOHCTPUPOBATh 3TO Ha 3aHATUSX H B XOJIE
)

MIPOMEXYTOUHOM aTTeCTal1H.

OOyyarommuiicst NCUEpPIBIBAIONIE U JIOTHIECKH CTPOWHO M3J1araeT yaeOHbIH MaTepual,
yYMeEET YBS3bIBaTh TEOPHIO C MPAKTHUKON, CIIPABIIAETCS C PELICHUEM 3a1a4
npodeccoHaNbHON HAPaBIEHHOCTH BBICOKOTO YPOBHS CIIO’KHOCTH, TTPABUIIEHO
00O0CHOBBIBAET NPHUHSTHIEC PEIICHHUS.

CB00OZHO OpHEHTHpPYETCS B y4eOHOH 1 IpohecCHOHATBLHON JIUTEpaType.
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Bananl/

Mlkana
ECTS

OueHka nmo
MUCHUILINHE

Kputepnun oneHku pe3yabTaToB 00y4eHHUsI 0 TUCHHUILVIAHE

Or1eHKa 10 AUCITUTUTAHE BBICTABIISIOTCS 00yJaIomeMycs ¢ YIETOM Pe3yiIbTaToB
TEKYIIEeH U MPOMEKYTOUHOMN aTTeCTALUH.

Komnerenmmu, 3akperi€éHHbIC 32 JUCIUILINHOM, ¢(hOPMHUPOBAHEI HA YPOBHE —
«BBICOKHID».

82-68/

X0poro/
3a4TEHO

BricraBisercs oOyuaromeMycs, €ClIi OH 3HAeT TeOPETUUECKUH U IPaKTUUECKUi
MaTepHall, TPaMOTHO U I10 CYIIECTBY U3J1araeT €ro Ha 3aHATHAX U B XOZE
MIPOMEKYTOYHOH aTTECTAllMH, HE JIOITYCKas CYIIECTBEHHBIX HETOYHOCTEM.
OOyuaromnuiics NIpaBUILHO IPUMEHAET TEOPETHUIECKHE MONOXKEHNUS [IPU PEICHUH
IPaKTUYECKUX 3a/1a4 POo(eCcCHOHAIBLHON HAIIPaBIEHHOCTH Pa3HOTO YPOBHS
CIIO>)KHOCTH, BJIajieeT HEOOXOAUMBIMH AJIsI 3TOrO HaBBIKAMM U IPUEMaMHL.
JlocTaTOuHO XOPOLIO OPUEHTUPYETCS B yueOHOH 1 podhecCHOHAIBHON JTUTEpaType.
OueHka 10 JUCHUIUINHE BBICTABILIOTCA 00y4aloIeMycs ¢ y4ETOM pe3ysIbTaToB
TEKyIeH U MPOMEeXYTOYHOMN aTTeCTaIIH.

KoMmnerenuuy, 3akperiéHnble 3a JUCHUIUTMHON, ChOPMUPOBAHBI HA YPOBHE —
«XOPOLIHH».

67-50/
D.E

YIOBIIETBO-
purenbHo/
3a4TEHO

BeicraBnsiercst oOy4aromemycsi, €Ciid OH 3HaeT Ha 0a30BOM YpOBHE TEOPETHYECKUN U
NPaKTHYECKUI MaTepual, IONYCKaeT OT/eNIbHbIC ONIMOKH NPU €ro U3JI0KEHHH Ha
3aHATHSX U B XOZ€ IIPOMEXYTOYHOM aTTECTALUMU.

OOy4aroUIMiCst UCTIBITBIBAET ONPEACIEHHbIC 3aTPY/AHEHHS B IPHMEHEHUH
TEOPETUYECKUX TIOJIOKEHUH MPU PEelIeHNH MPaKTHYECKUX 3a1a4 MpodeccroHatbHON
HAaIpaBJIeHHOCTH CTAHJAPTHOI'O YPOBHSI CJIO)KHOCTH, BJIaJIeeT HEOOXOIUMBIMH ISt
3TOro 0a30BBIMU HABBIKAMH W MIPUEMAMH.

JleMOHCTpHpYeT AOCTaTOYHBII YPOBEHb 3HAHUS YUEOHOM JINTEPATYPHI 10 AUCIUTUINHE.
O11eHKa 10 IMCIUTUIMHE BBICTABISIOTCS 00y4aronieMycst ¢ y4€ToM pe3ysIbTaToB
TEKYILIEH U IPOMEXYTOUYHOU aTTECTALMH.

KomrmereHyu, 3akperuiéHHbIe 3a IUCUUILTMHON, C(QOPMHUPOBAHbBI HA YPOBHE —
«JIOCTaTOYHBIN».

49-0/
F.FX

HEYIOBJIET-
BOPUTEITbHO/
HE 3a4TCHO

BeicTaBnsiercst o0y4aroliemMmycsi, ciii OH He 3HaeT Ha 0a30BOM YPOBHE TEOPETUUECKHIA
Y MPAKTUYECKUH MaTepHall, A0MyCKaeT IpyOble OMIMOKH IPU €ro U3JIOKEHUH Ha
3aHATUSAX U B XOJ€ IPOMEKYTOYHON aTTECTALINN.

OOyuarommuiicss HCIIBITHIBAET CEPHE3HbIC 3aTPYIHEHHUS B IPUMEHEHUH TEOPETHYECKUX
TIOJIOXKEHHH TIPH PEIICHUN PAKTUYECKHX 3a/1a4 NPO(eCCHOHATLHON HAIIPaBISHHOCTH
CTaH/IapPTHOTO YPOBHSI CIIOKHOCTH, HE BJIJIeeT HEOOXOJJUMBIMH JIJIsl STOrO HABBIKAMU H
npuéMamu.

JeMoHcTpupyeT (parMeHTapHbIC 3HAHHS YIeOHOI JIUTEpaTyphl 1O TUCIHUIUIHHE.
O11eHKa 1Mo AUCIUTUIMHE BBICTABISIFOTCS 00yYaoIeMycsi ¢ y4ETOM pe3yiIbTaToB
TEKYIIEH U IPOMEXYTOUYHOMN aTTECTALUH.

Komnerenmuu Ha ypoBHE «IOCTAaTOYHBIN», 3aKPEIUIEHHBIC 32 TUCHUILUTHHON, HE
c(OpMHPOBAHBIL.

5.3

Ouenounsbie cpeacTBa (MaTepHaybl) ISl TEKyUero KOHTPOJS YCHEeBaeMOCTH,
NMPOMEKYTOUYHOM aTTecTAIMU 00YUYAIOIIHUXCS N0 JUCIHHIJINHE

KOHmpOJZbele 60npocevl no ducuunﬂuﬂe:

curwNE

UYro Takoe MapKETUHTOBbIE UCCIICOBAHMS?

Yro Takoe LeneBas ayAuTOpHs?

KakoBbI OCHOBHBIE 3a/1a4ll MAPKETUHIOBOT'O UCCIIEAOBAHUSA?

KakoBbl 0CHOBHBIE ()OPMBI OpraHU3allMi MApKETUHTOBBIX UCCIET0BAHHI?

B yem cnenmdurka MapKeTHHTOBBIX UCCIIE0BAaHUI MOTpeduTenen?

KaxoBbI OCHOBHBIE BUJIbI MAPKETUHIOBBIX UCCIIEIOBAHUM, TPOBOAUMBIX B MOAJIEPIKKY

MPOJBIDKEHHS OpeH/1a B paMKax MPOAYKTOBON KaTerOpHH?

7. Buem npeuMymeCTBa U HEAOCTATKH OPraHUu3alilui MapKETUHI'OBOT'O UCCIICAOBAHUA YCPEC3
MapKCTHUHI'OBOC areHTCTBO?




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.
35.
36.
37.
38.
39.
40.
41.
42.
43.
44,
45,
46.
47.
48.
49,
50.
51.
52.
53.
54,
55.
56.
S57.
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Kakwue pecypcsl MOKHO 3aJ1€ICTBOBATH IS AyTCOPCHHTAa MAPKETHHTOBBIX MCCIICIOBAHUI
MOTPEOUTEIIKIA?

Kakue MeTop1 MapKeTHHIOBBIX UCCIIEIOBAHUN MCIIONIB3YIOTCS Ha K01 (ha3ze pa3paboTKu U

peaM3ani MapKeTUHTOBOM cTpaTeruun?

KakoBbI OCHOBHBIE ATallbl MAPKETHHTOBOT'O UCCIIE0BaHUS?

Kax opranuzoBbIBacTCsi MAPKETUHIOBOE HCCIIEIOBaHUE?

UTO Takoe MpPOEKT UCCIIECIOBAHUS?

Uto Takoe pa3BeI0UYHOE UCCiIe10BaHue?

Kak u3yuarorcst oTHOIIEHMSI TOTPEOUTENS ¢ OPEHIOM U ¢ KaTeropueit?

Uro Takoe Kay3aibHOE UCCIEeI0BaHUE?

Kax opranmnzoBsiBatoTCsi KAOMHETHBIEC UCCIICTOBAHUS?

Kax opranuzoBbIBatoOTCS MOJIEBBIE UCCIICIOBAHUS?

KakoBbI 0COOCHHOCTH, OCHOBHBIE 3a/1a4M KQUECTBCHHBIX HCCIICIOBAHMMI ?

KakoBBI 0COOEHHOCTH, OCHOBHBIE 331a4M KOJIMYECTBEHHBIX HCCICAOBAHUI?

Kaxkue nccienoBanust Jar0T CTATUCTUYECKU JOCTOBEPHBIC PE3YyIbTaThI?

UYrto Takoe BIOOPOUYHBINH MeTO1?

Uto Takoe penpe3eHTaTuBHAs BbIOOpKaA? 3aueM OHa Hy)XHa?

UYrto Takoe ciayyaliHas U CHCTEMAaTHYECKasi HOTPENIHOCTh B IaHHBIX OITPOCOB?
KaxoBbl ocHOBHBIE (hopMaThl KAU€CTBEHHBIX MAPKETUHTOBBIX UCCIICTOBAHMIA?
KaxoBbl ocHOBHBIE (hOpPMAThI KOJTUYECTBEHHBIX MAPKETUHTOBBIX HCCIICIOBAHUN?

Kak 06beM BBIOOPKH BIHUSET HA YPOBEHB CIy4allHON MOTPENTHOCTH PE3YJIbTATOB OIpoca?
KakxoBbI HCTOUYHUKH CHCTEMATHYECKOM OIMMOKY B JAHHBIX OMIPOCOB MOTpeOUTENEH?
Uto Takoe BTopuuHas uHGopMarus?

KakxoBbI OCHOBHBIE HCTOYHHKH BTOPUYHOHN MHGOpMAITHH?

Kax oprannzoBsIBaeTCsl TOMCK BTOPUYHON HH(MOpMAIuu?

KaxoBbl mpenmyiiiecTBa paboThl 10 cOOpy BTOpHUUHON HHDOpMAaIum?

KaxoBbl HEOCTaTKH pabOTHI 10 COOPY BTOPUYHON MH(OpMaIum?

Kak opranusoBbiBaeTcsi mpoBepKa TaHHBIX, MTOTYYEHHBIX U3 BTOPUYHBIX HCTOYHUKOB?
Uto Takoe Opud Ha uccienoBaHus?

[IpuBenuTe mpuMepsl Uccaea0BaTeIbcKoro opuda?

KakoBbl OCHOBHBIE BUJIBI OITPOCOB MOTPEOUTENEH?

UYto Takoe neanepuHr?

Yro Takoe uHcanuT?

UYT0 Takoe U3MEpPUTENbHBIE IIKAJIbI?

Urto Takoe BHIOOpPKA B MAPKETHUHIOBBIX HCCIEA0BAHUAX TOTpeOUTENCH?

Uto Takoe reHepaibHas COBOKYITHOCTh U KaK OHA OMpeIensieTcs?

Uto Takoe anpuOpHas U arnoCTepuopHasi CerMeHTaIUs oTpeduTeneii?

UTto Takoe KJIaCTEPHBIN aHATU3 U KAKOBO €ro MPUMEHEHHE B aHAIHM3E OMPOCHBIX TaHHBIX?
Uro Takoe ncuxorpadus?

KakoB 0cHOBHOM MOJIX0J] K CETMEHTAIH MOTpeOUTeNel Ha OCHOBE OMPOCHBIX TAHHBIX ?
KakoBbl MeTO/IbI MCCIIEIOBAHUS TO3UIIMOHUPOBaHUS OpeHaa?

Uto Takoe KapThl BOCIPUITUS OpeHI0B?

Kak ctposiTcst kapThl Bocnpustus Ha (GoKyc-Tpymmnax?

Kax cTposiTcst KapThl BOCTIPUATHS € TOMOIIBIO aHAIN3a COOTBETCTBUM ?

Kak uccnenyetcst BaxxHocTh (akTOpoB BeIOOpa Openaa?

KakoBsl 6a30BbIe MOKa3aTeNH MPUCYTCTBHS OpeH/1a Ha PHIHKE KaTETOPHH?

UTto Takoe MoTpeOUTENbCKas MaHeb?

KakxoBbl OCHOBHBIE BU/IbI TAHENEH, TPUMEHSAEMbIE B MAPKETUHTOBBIX UCCIEA0OBAHUAX?
Kaxue Buibpl nokasarenei UCMONb3YIOTCS B MAPKETUHTOBBIX HCCIIEIOBAHUSIX?

Kak mpoBoauTCs UCClie[OBaHUE CXeMbI TOTPEOUTENBCKOTO BEIOOpA?

KakoBbI KOCBEHHbBIE METO/IbI OLIEHKU BAXKHOCTHU (PaKTOPOB BbIOOpa OpeHaa NoTpeOuTensIMu ?

KakoB npuniun JI>xakkapa-aHaau3a Ipu paHXKUpoBaHUH (pakTopoB BEIOOpa OpeHI0B?
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Kak cTposiTcst KapThl KIIFOUEBBIX TPEUMYIIECTB OpeHaa?

Kak onpenenuTs pa3nudus B BOCIPUITHN OPEHIOB MOTPEOUTENSIMU HA OCHOBE OTIPOCHBIX
TEXHOJIOTHi1?

Kak onpenenuTs KapTy MO3UIIMOHUPOBAHUSI OPEHIOB MOTPEOUTENSIMU Ha OCHOBE OIPOCHBIX
TEXHOJIOTHi1?

Kak ctpoutcst TUTIOBast aHKETA IO MPUBBIYKAM H MIPEIIIOYTESHUSM TIOTpeOuTeneii?

KakoBBI OCHOBHBIC pa3/Ielibl aHKETHI 10 MMPUBBIYKAM U TIPEIIOYTSHUSAM MOTPeOnTENeH?
KakoBsI mapaMeTpsl CTPYKTYPBI MOTPEOJICHUS U CTPYKTYPBI TOKYIKH B paMKax THITOBOH
AHKETBI 10 MPUBBIYKAM H MTPEANIOYTESHUSM OTPEOUTENCH ?

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?

What are the features, the main tasks of qualitative market research?

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

Which types of market research provide statistically significant results?

What is a sampling method?

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

What is random and systematic error in survey data?

What are the main formats of qualitative market research?

What are the main formats of quantitative market research?

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

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

What is secondary information in market research?

What are the main sources of secondary information?

How is search for secondary information organized?

What are the benefits of collecting secondary information?

. What are the disadvantages of collecting secondary information?
33.
34.
35.
36.
37.
38.
39.

How is verification of data obtained from secondary sources organized?
What is research brief?

Please provide an example of research brief?

What are the main types of consumer surveys?

What is leddering?

What is insight?

What are measuring scales?
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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?

IIpumepnvie memol gblcmynieHuti Ha ceMuHapax.

Mertomapl cO0pa MapKeTUHTOBOY MHGOPMAITUI

Dransl npoliiecca MapKeTUHIOBBIX UCCIIeI0BaHUI

OnucarenpHble HCCIEIOBAHUS

KayzanbHble uccienoBanus

Mertobl onipoca

DKCIepTHbIE OTPOCHI

DoKyC-TPYIIIbI

I'myOuHHBIE OITPOCHI

COop BTOPUYHBIX TAHHBIX

10. C6op nmepBHYHBIX JaHHBIX

11. KonuyecTBeHHbIE METOABI UCCIEAOBAHUN

12. KauecTBeHHBIE METO/IbI HCCIIEIOBAHUI

13. MeTpuku NPOHUKHOBEHUS OpPEH/Ia B UCCIICOBAHUAX ITOTPEOUTEIICH
14. AnkeTupoBaHHe KaKk MeTO]l cOopa JaHHBIX

15. OTKpBITBIE U 3aKPBIThIE BOPOCH! B AaHKETUPOBAHUI

16. IIpocTas ciyuaiiHas BEIOOpKa

17. CrparudunupoBanHas BbIOOpKa

18. KnacrepHas BeIOOpKa

19. O6wem BBIOOPKH

20. TenehoHHBIE OMPOCHI

21. Onpocsl B MHTEpHETE

22. Jlxakkap/a-aHallu3 B MApKETHHTOBBIX UCCIIE0BAHUIX MOTPEOUTEEH.
23. AHanu3 OCTaTKOB B MAPKETHHIOBBIX HCCIIEIOBAaHUAX OTpeOUTENEH.
24. Buszyanuzaius ONpoCHBIX JAHHBIX: HOMUHAJIbHBIE IEPEMEHHBIE.

wCoNoOR~ WM E
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. BI/I3yaJII/I3aI_[I/ISI OIMPOCHBIX JAHHBIX: NOPAAKOBBIC U MCTPUUCCKUC IICPECMCHHBIC.

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. Open ended and closed questions in a survey questionnaire
16. Simple random sample
17. Stratified sample
18. Cluster sample
19. Sample size
20. Phone surveys
21. Online surveys
22. Jacquard analysis in consumer marketing research.
23. Analysis of residuals in consumer marketing research.
24. Visualization of survey data: nominal variables.
25. Visualization of survey data: ordinal and metric variables.

©CoNr N E
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Tembl Hayumblx 00K1A008 U (Unu) pedhepamos:
Kax b1 cTyJIeHT NoJy4aeT HHIUBUAYaIbHBINA BApUAHT I Pa3pabOTKH HAYYHO20 O0KIA0A Uil
HAy4Ho20 pehepama v MPOBOIUT UX MPE3CHTAIHIO B mporecce o0ydeHus. [IpumepHbie TeMbl
JOKJIAJIOB:
1. Twumnbl pecrioHACHTOB
2. KoHTpoJib pe3ynbTaToB UCCIICIOBAHMS
3. Metoapl 06paboTKu coOpaHHOM HHPOPMAITUH
4. AHanu3 JaHHBIX UCCIICIOBAHMSI
5. O0beM reHepaibHON COBOKYITHOCTH
6
7
8
9

Turmbl BEIOOPOK
PazpaboTka aHKeThI
OTuer 0 NpoOBEJEHUN UCCIIEI0BaHUN
Tumnbl tnarpaMm A8 BU3yaJln3aluy ONPOCHBIX JaHHBIX
10. I'paduueckoe mpeacTaBIeHUE Pe3yabTaTOB UCCIIEI0BaHUN
11. I'apanTus KOH(PUIEHINATBHOCTH M AHOHUMHOCTH OIIPOCOB
12. Xonn-Tect Kak BUJ MapKETUHIOBOT'O UCCIIECOBAHUS
13. IToneBoe uccnenoBaHue
14. Mapmpytu3zamus onpoca
15. CrannapTHble UCCIIEI0BATENBCKUE TEXHOIOTUU
16. O6mwuit 0630p nmpoaykToBOii Kateropuu (Market View)
17. UccnenoBanue MpUBBIYEK U MPEANOYTECHUH OTpeOUTENeH HEKOTOPOM MPOIYKTOBOM
KaTeropuu.
18. Tunonorust cxemM NOTPeOUTENHCKOTO BBIOOPA
19. Konnenus 6pena-daxropa
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Types of respondents

Monitoring the results of the study

Methods of processing the collected information

Analysis of survey data

Universe size

Sample types

Questionnaire design

Research report

Chart types for survey data vizualization

10. Graphical presentation of research results

11. Guaranteed confidentiality and anonymity of surveys

12. Hall test as a type of marketing research

13. Field research

14. Poll routing

15. Standard research technologies

16. Product category overview (Market View)

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

18. Typology of consumer choice schemes

19. Brand factor concept

CoNooR~LNE

6. YueOHo-MeToAUYecKOe U HH(OPMALIMOHHOE o0ecTiedeHne T CIUTITHHbI
6.1 Cnucok MCTOYHUKOB U JIUTEPATYPHI
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3akoH P® ot 23 centsiopst 1992 r. Ne3520-1 «O ToBapHBIX 3HaKaX, 3HAKaX 0OCTy)KUBaHUS U
3HAKaX CTPaHbl MPOUCXOKICHUSI TOBAPOBY.

3akoH PCOCP ot 22 mapta 1991 r. Ne948-1 «O KOHKYpEHIIMH ¥ OTPAaHUYCHUHN
MOHOTIOJINCTUYECKOM JEATEIHLHOCTH Ha TOBAPHBIX phIHKaX» (B pen. 3akoHa PD ot 02 derpans 2006 r.
Ne(19-D3).

®enepanbhbiil 3ak0H OT 13 MapTa 2006 1. Ne38-D3 «O peknamer.
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VY 10BIETBOPEHHOCTH MOTPEOUTEINS. DMITUPUIECKUE UCCICIOBAHUS M TPAKTHKA U3MEPEHUS
monorpadus / mox pen. O.K. Oiinep. — Mocksa : UHOPA-M, 2020. — 220 ¢. — (HayuHnast MbICHIB). -
ISBN 978-5-16-016299-7. - Tekcr : anektponnsbIit. - URL:
https://znanium.com/catalog/product/1094555 (nara o6pamenus: 09.04.2022).

Bbopoakun, ®. M. CounanbHble HHANKATOPHI [ DNEKTPOHHBINA pecypc| : yIEOHHK I CTYJICHTOB
BY30B, 00yUarOIUXCs MO CIEHaTbHOCTH «CTaTUCTHKA» B JPYTUM SKOHOMHYECKHM CIECIIHATBHOCTSIM
/ ®. M. boponkun, C. A. AliBazss. - M.: KOHUTU-JIAHA, 2012. - 607 c. — Pexxum noctyna:
http://znanium.com/bookread2.php?book= 394294

Tropun, /1. B. Mapkerunrossiii ayaut : yueonuk / J[.B. Tropun. — 2-e uzn., non. — Mocksa :
NH®PA-M, 2020. — 285 c. — (Bricmiee oopazoBanue: bakaiaBpuar). —
www.dx.doi.org/10.12737/856. - ISBN 978-5-16-006440-6. - Tekcr : anekTponnsiii. - URL:
https://znanium.com/catalog/product/1070529 (mxara obparuenus: 09.04.2022).

6.2 Ilepeuenn pecypcoB HHGPOPMALMOHHO-TEIeKOMMYHUKANIMOHHOH ceTH « UHTEepHET».

HanunonaneHhast anextponnas 6ubnmmorexa (HOB) www.rusneb.ru
ELibrary.ru Hayunast snextponnas 6ubinoreka Www.elibrary.ru
Dnextponnas 6ubnmuorexa Grebennikon.ru www.grebennikon.ru
Cambridge University Press

ProQuest Dissertation & Theses Global

SAGE Journals

Taylor and Francis

JSTOR

https://www.rsuh.ru/education/ieup/structure/faculty-of-management/structure/kafedra-
marketinga/ - caiiT kadenpel MapkeTuHra (axKyiabTeTa YIpaBICHHS, WHCTUTYTa OSKOHOMUKH,
ynpasienust u npasa PITY. Caiit cozgan s MHPOPMHUPOBAHUS CTYJEHTOB U IperojaBatelnei,
B3aMMOJICHCTBHUS Mexay HUMHU. Ha caiite myOnmMKyroTcss MaTepHalibl, KacaroIluecss MapKeTHHTOBOMN
TEMAaTUKHU.



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/
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marketsurveys.ru — caift, coepKaruui psiJi OTKPBITBIX ITyOIHUKaIHii, HEMajIo 0030pOB MAPKETHHIOBBIX
HCCIEA0BAaHUN POCCUNMCKUX U MUPOBBIX TOBAPHBIX PHIHKOB, HO 3 ILIATY.

WWW.4P.rU — calT 3JIEKTPOHHOIO >KypHaja IO MapkeTHHry. Ectb «Marasud uccienoBaHui» ¢
AHHOTALMSMU OTYETOB O HUX, HH(MOPMAIHS O PsiJie TPSAYLINX CEMHUHAPOB (pyopuka «OOpazoBaHUE»).
JloBoIbHO  OOCTOsITENIbHBIE TyONMKamMuM pasMmenieHsl B pyOpukax «[Ipaktnka u  Teopus»,
«HccnenoBanusy, «Mepuanaaiizuar» u ap. B « KHuxHOM 1aBKe» COBMECTHO ¢ U3AaTENbCTBOM «lIutep»
IIPEACTABIICHBl AHHOTALIMA HECKOJIBKMX JIECATKOB KHUI IO MapKeTUHry. JleMCTByeT JO0BOJIBHO
0>KMBJICHHBIN (POpyM.

www.esomar.org — caidt EBponeiickoro obmectBa mapkerunra (World Association of Opinion and
Marketing Research Professionals), momnepkuBaeTcs Ha aHIIMKACKOM si3bike. Kartamor myOmukanuii
COJICPKUT aHHOTAIIMU: CEPUH MOHOTpaduii, psga MEXITyHApPOIHBIX HCCIeNTOBaHMHA, MH(pOpMAIUo 0O
KOHTpeccax U KOH(PEPEHIUAX STONW OpTraHU3aIHH.

www.marketing.spb.ru — caiit, He 6€3 OCHOBaHH UMEIOIINI Ha3BaHHE « DHITUKIIOTICTUS MApPKETHHTaY.
OpauH u3 HanboJsiee HACHIIIEHHBIX CATOB M0 MAapKETHUHIOBOM mpobiieMatuke. EcTh pa3BUTHI GopyM.
lupoko npexncrasieHa «bubinorexka Mapkerosiora». MHOro pyOpHK, HHTEPECHBIX M HAIOJHEHHBIX
MOJTHOIIEHHBIMU TekcTamHu. [lonesnast pyOpuka «bubmuorpadusiy.

www.marketologi.ru — cait ['mabaun MapkeTosoroB. [IyOnuKyeT TONBKO pabOThI MO MAapKETHHTY
wieHoB ['wnpauu. Ecth ¢opyMm. Bcerma MOXHO MO3HAKOMUTBCS C TOBECTKOM JHS OYEpPEIHOIO
3acenaHus [ mibanu, y3HaTh 0 ee yeTpemiieHusX U wieHcTBe. OnmyonukoBan kpaTkuit (3000 TepMUHOB)
CJIOBaphb 110 MApKETHHTY.

WWW.Sostav.ru — caiiT mocBsiieH npooieMaM MapKeTHHTa U pekiiaMmbl. Ha HeM npeicTaBieHbl HOBOCTH
MapKETUHIa U BEAETCS COAepKaTeNbHbIN cloBapb. CoaepKHUTCs 00JIBIIOE KOTUYECTBO aHATUTHYECKUX,
HCCIIEIOBAaTENIbCKUX MaTepuanoB. AKTUBHO Benetcs ¢opyM. Ero wacro mocemaror wiens! ['mipaun
MapKeTOJIOTOB.

WWw.cfin.ru — caiiT «KOpHopaTHBHbIH MEHEPKMEHT» HWHTEPECEH MPEXkKAe BCEro TeM, YTO Ha HeM
MPUBOJATCA TOYTH Bce myOnukanuu XypHaioB «Mapketunr B Poccunm u 3a pyOexom» u
«[IpakTryeckuili MapKeTUHI», a TaKxke KypHaloB «CekpeT hupmbi» u «bocey.

7. MaTepuajJibHO-TEXHHYECKOE o0ecnevyeHue TUCIHIIINHBI
Jna  oOecrneueHuss  JUCHUIUIMHBI ~ HUCHOJB3YETCS  MaTepUAIbHO-TEXHUYECKAs ba3a
00pa30BaTENILHOTO YUPEKICHUS: yueOHbIe ayIUTOPUHU, OCHAIIIEHHBIE KOMITBIOTEPOM U MPOSKTOPOM ISt
JEMOHCTpAINK YueOHBIX MaTepPHAIIOB.

CocraB IporpaMmMHOI0O obOecreueHus:
1. Windows

2. Microsoft Office

3. SPSS Statisctics

4. Kaspersky Endpoint Security

8. Obecneuenne 06pa3oBaTEJHLHOI0 Mpolecca JJIs JHUI ¢ OTPAHUYEHHBIMH BO3MOKHOCTSIMH
310POBbSI M1 HHBAJIU/I0B

B xone peam3aliu OTUCHUIINIMHBI HCIOJB3YHOTCA CICAYIOIIUC JOIIOJHUTCIBHBIC MCTOIBI
O6y‘~IeHI/I${, TCKYHICTO KOHTPOJIA YCIICBACMOCTU U HpOMeH(YTOqHOﬁ aTTeCTallun 06yqarou11/1xc;1 B
3aBUCHMOCTHU OT UX UHANUBUAYAJIbHBIX 0COOCHHOCTEIA:


http://marketsurveys.ru/
http://www.4p.ru/
http://www.esomar.org/
http://www.marketing.spb.ru/
http://www.marketologi.ru/
http://www.sostav.ru/
http://www.cfin.ru/
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® Ui CIENBIX W CIA0OBHUISAMINX: JEKIUU OQOPMIISIFOTCSI B BHJIE SJICKTPOHHOTO JOKYMCHTA,
JOCTYITHOTO C TIOMOIIBIO KOMIIBIOTEPA CO CIEHUATH3UPOBAHHBIM IMPOTPAMMHBIM OOECTICUCHUEM;
MMMCbMEHHBIC 3aJaHMsS BBINIOJHSAIOTCS Ha KOMITBIOTEPE CO CIHEMUATH3HPOBAHHBIM TPOTPAMMHBIM
oOecrie4eHreM WM MOTYT OBITh 3aMEHEHBI YCTHBIM OTBETOM; OOCCIICUYMBACTCS WHIUBUAYAIBHOE
paBHOMepHOe ocBemieHne He MeHnee 300 JIOKC; Juisi BBITIOJIHEHHS 3aJaHHS MPU HEOOXOIUMOCTH
MPEJOCTABISIETCS YBEIMUYUBAIOIIEE YCTPOMCTBO; BO3MOXKHO TaKXK€ HCIIOJIB30BaHUE COOCTBEHHBIX
YBEJIIMYUBAIOIIUX YCTPOUCTB; MUCHbMEHHBIC 3aaHusI O(POPMIIIIOTCS YBEIHMYCHHBIM MIPU(TOM; IK3aMEH
1 324€T MPOBOJIATCS B YCTHOU (DOPME MM BBITIOJHSIOTCS B MUCbMEHHOM (DOpME Ha KOMITBIOTEPE.

® JUIS TITYXUX U ca00CIBIIIANIUX: JIEKIUU 0(OPMIISIOTCS B BUJIE JIEKTPOHHOTO JIOKYMEHTA, JIN00
MPEIOCTABIISICTCS 3BYKOYCHIJIMBAIONIAS armapaTypa HHIWBUIYATBHOTO IOJIb30BAHUS, MUCHMEHHBIC
3aJlaHUsl BBITIOJHSIOTCS Ha KOMITBIOTEPE B IMHUCBMEHHOW (opMe; IK3aMEH W 3a4éT MPOBOIATCS B
MMCbMEHHOU (popMe Ha KOMIIBIOTEPE; BO3MOXKHO MPOBEICHUE B (JOPME TECTUPOBAHHSL.

® Ul JIUI[ C HAPYIICHUSMH OIOPHO-JBHTATSIILHOTO ammapara: JISKIUA O(QOPMIISIFOTCS B BHJIE
AIIEKTPOHHOTO JIOKyMEHTA, JIOCTYIIHOTO C TIOMOIIBI0 KOMIIBIOTEpA CO CIIEIHAIN3UPOBAHHBIM
MPOrpaMMHEIM ~ 00eCIIeYeHHEeM; TIHCHMEHHBIC 3aJaHUS BBIMOJHSIOTCS HAa KOMITBIOTEpE CO
CHEIMATM3UPOBAHHBIM IPOTPAMMHBIM O0ECTICUSHUEM; dK3aMeH M 3a4€T MPOBOATCS B YCTHOU (hopMme
WJIH BBITIOJTHSFOTCS B TUCBMEHHOU (popMe Ha KOMITBIOTEpeE.

[Tpu HEOOXOTUMOCTH MPETYCMATPUBACTCS YBEITMUCHNUE BPEMESHH TS ITOJTOTOBKH OTBETA.

[Ipomenypa mpoBeACHUS TMPOMEKYTOUYHOM aTTeCTaIlldu I OOydJarolIUXCsl YCTaHABIIMBACTCS C
YIETOM MX HHJIUBHIYATBHBIX TCUX0(U3HUECKUX 0COOeHHOCTEH. [IpoMexyTouHas arTecTalus MOXeT
MTPOBOIMTHCS B HECKOJIBKO ATAIOB.

[Ipn npoBeAcHWHM TPOIEAYPHI OICHWBAHUSA pPE3YIbTAaTOB OOYyUEHUS IPEIyCMaTPUBACTCS
WCIIOJIb30BAaHUE TEXHUYCCKHX CPENICTB, HEOOXOTUMBIX B CBS3H C WHIUBUIYATHBIMH OCOOCHHOCTSIMU
oOydarommxcs. DT CPeICTBa MOTYT OBITh ITPE0CTABICHBI YHUBEPCUTETOM, FITH MOT'YT MICTIOJIb30BaThCS
COOCTBEHHBIC TEXHHUYECKHE CPEICTBA.

[TpoBenenue mporeypbl OICHUBAHUS PE3YIBTATOB OOYy4YEHHs JAOMYCKAeTCsl C MCIOJIh30BAHUEM
JMCTaHIIMOHHBIX 00Pa30BaTEILHBIX TEXHOIOTHHA.

ObecnieunBaeTcsi JOCTYN K HMH(POPMAIMOHHBIM W OuOIMorpaduueckuM pecypcaMm B CETH
WuTepHeT st Kaxoro odydaromierocs B GopMax, aJalTHPOBAHHBIX K OTPAHUYCHUSM UX 3I0POBBS U
BOCHIPUATHS HHPOPMAIIHH:

® Uil CJCTIBIX W CIIA0OBUISAIIMX: B TIEYaTHOH Qopme yBenudyeHHbIM mpudtom, B (opme
ANIEKTPOHHOTO JTOKYMEHTa, B (popMe aynnodaiina.

® JUUIsl TITYXUX W CJIA0OCIBIIIAIINX: B Te4aTHOU (hopme, B (hopMe 3JIEKTPOHHOTO TOKYMEHTA.

® JUIsl OOYYaIOIIMXCSI ¢ HAPYIIECHHSIME OMOPHO-JBHUIATEIBHOTO armapara: B Ie4aTHOH gopme, B
(dhopme PIIEKTPOHHOTO JOKYMEHTa, B hopMe ayauodaiina.

VY4eOHbIE ayIuTOpUU 1 BCEX BHJIOB KOHTAKTHONW M CaMOCTOSTENIbHON paboThl, HaydHas
OMOJIMOTEeKA M MHBIC TOMEIICHHUS I 00YUSHHSI OCHAIIICHBI CIICIIMAIbHBIM 000PY/I0BaHHEM H YYCOHBIMH
MECTaMH C TEXHUYECKUMU CPEJCTBAMU O0YUCHUS:

® JUIs1 CJICTIBIX U CIA0OBUISAIINX: YCTPONUCTBOM JJIsi CKaHMpOBaHUs U uTeHus ¢ kamepoit SARA CE;
mucruieem bpaiing PAC Mate 20; npunaTtepom bpaiinsg EmBraille ViewPlus;

e Ul TJIYXUX W CIa0OCIHBIIIANINX: aBTOMATH3WPOBAHHBIM pPa0OYMM MECTOM i JIOJEH C
HapyIIeHUEM CIyXa U cIa0O0CIHbIIIANINX; aKyCTHUECKUIM YCUIIUTENb U KOJIOHKH;

o Ui OOYyJarOIIUXCS C HApPYIIEHUSMU OIMOPHO-ABUTATENLHOTO ammapaTa: MNepeaBUKHBIMU,
perynupyeMbiMu dproHomudeckumu napramu CH-1; KOMOBIOTEpHON TEXHUKOW CO CIEHUaTbHBIM
MPOrPaMMHEIM 00ecTIeueHHEM.

9. MeToanueckune MaTepHuaJibl

9.1 InaHbl ceMUHAPCKUX/ MPAKTHYECKHUX/ J1A00PATOPHBIX 3aHATHIA



23

Tema 1. MapkeTuHTroBBI€ HccenoBaHus norpeduTeneii. Consumer Marketing Research

I_[e.m, 3aHATHUA: U3YUIUTb OCHOBHBIC BUJIbI U THUIIBI MAPKECTUHI'OBBIX HCCHCHOB&HHﬁ, IIOoKa3aThb
0COOEHHOCTH KaOMHETHBIX HCCJIGI[OBaHHﬁ, Ka4C€CTBCHHBIX I/ICCJIGI[OBaHI/Iﬁ U KOJIMYCCTBCHHBIX
HCCIIEN0BaHUN.

dopma npoBeeHusI: codeceioBaHne, OIUI-0IPOC

Bonpocul ons uzyuenus u oocysrcoenus:

1. MecTo 1 poib, 331a4U MMEPBUYHBIX U BTOPUYHBIX MAPKETUHTOBBIX UCCIICIOBAHUI
XapakTepHble 0COOCHHOCTH KOJIMYECTBEHHBIX MAPKETHUHTOBBIX HCCIICIOBAHUN MOTpeOUTEICH
XapakTepHble 0COOCHHOCTH Ka4eCTBEHHBIX MAPKETHHTOBBIX UCCIICIOBAaHUN TIOTpeOUTEIeH
KommutekcHbIe ccetoBaHus OTpeOuTeNeH
Krnaccudukarus MapKeTHHTOBBIX UCCIICIOBAHMI HA OCHOBE PEIIacMbIX 3a]1a4

MapKeTI/IHFOBBIG HCCICI0BATCIbCKHUEC KOMIIaHHH.

N o gk~ D

OO6mast xapakTepuCTHKA UCCIIEI0BATEIHCKOTO phiHKa B Poccum.
Konmponvnvie 6onpocel ons bnuy-onpoca:

OcHOBHbBIE UICTOYHHKH BTOPUYHOM HHDOpMaLINK

Bb160pouHBIif METOI ¥ TPaHUIIBI €r0 TPUMEHUMOCTH

[TonsiTHe penpe3eHTaTUBHOMN BBIOOPKH

OcHoBHbIE (hopMaThl KaUeCTBEHHBIX UCCIICIOBAHUN MTOTpeOUTenei

Criennurka SKCIEPTHBIX HHTEPBBIO

© a0 s~ w e

Aytcraddunr kak hopma opraHu3alui MApPKETHHTOBBIX HCCIIeoBaHui oTpeduTeneit. Ero
TUTFOCHI I MUHYCBI

~

JIoCTOMHCTBA M HEIOCTATKH MPOBEJICHUS UCCIICIOBAHNI CHJIAMH OpPraHU3alIiy.

8. IlpuHsATHE OM3HEC-PEIICHUH ¢ YIeTOM Pe3yIbTaTOB MAPKETHHIOBBIX HCCIICIOBAHUN
MOTPEOUTEIICH.

9. MapKeTI/IHFOBBIe HCCIICIOBAaHUA B 000CHOBaHHE KOHKypeHTHOﬁ CTPATCTHUH IPCAIIPUATHUA

Objective of the seminar: get hold of key kinds and types of marketing research, learn the specifics of
desk research, gqualitative 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 o kM wbd

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

=

Main sources of secondary data
2. Sampling method and its scope of validity
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The concept of representative sample
Main formats of qualitative consumer research
Characteristic features of expert interviews

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

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

Tema 2. MeTpuKH NPOABUKEHHUsI OPEHI0B B paMKaXx NMPOAyKTOBOi kaTeropun. Brand

performance metrics within the product category context

eapb 3aHATHSA: H3YIUTHh OCHOBHBIC TIOKA3aTENIA, XapaKTEPU3YIONTUE YPOBEHb MPOHUKHOBEHUS
OpeH/1a Ha PHIHOK MPOAYKTOBOM KaTeropuu 1 €ero KOHKYpPEHTOCIIOCOOHOCTh B CPAaBHEHUU C IPYTUMHU
OpeHmaMu

®opma npoBeaeHns: codeceIOBaHNE

Bonpocwt onsa ouckyccuu:

1.

N o g bk~ N

[Inan mapkeTnHra

Opranuzanusi MapKeTHHTOBBIX UCCIICIOBAHUI

DTanbl MAPKETUHTOBOT'O UCCIIEIOBAHUSI.

Kax onpenensiercss HEOOXOAMMBIN BU HCCIICTOBAHUH ?

KT0 ocymecTBisieT opraHu3anuio U NpoBEICHUE UCCIEAOBAHMIT?
[Touemy BaxkHa MOCIEAOBATEILHOCTD 3TANIOB UCCIEAOBAHMS?

HJ'IaHI/IpOBaHI/Ie HCCIEA0BATCIbCKOI'O IIPOCKTA. BpI/I(l) Ha HUCCJICAOBAHUC. HpennomeHI/Ie Ha
IIPOBCACHUEC UCCIICA0BAaHUA U €T0 CTPYKTYypa.

Busyanu3zanus npoHUKHOBEHUS OpeH/1a Ha PHIHOK

Omnpenenenre BUI0B HEOOXOIUMBIX HccaeaoBanuii. OnpeneneHue nepuoImIHOCTH
MIPOBECHUS UCCIICTOBAHMM.

10. HccnenoBarenbckas MOAACPIKKA CTPATCITUICCKOI'O MApPKCTHUHIA.

11. HccnenoBarenbckas MOAACPIKKA OIICPATUBHOTO MAPKCTHUHIA.

12. HpOGKTHaH CTpaTerusad MapKCTUHI'OBBIX PICCJIGI[OB&HH?I. OpFaHI/ISaI_[I/ISI HCCIICIOBAHUA.

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.
2.
3.

Marketing plan
Organization of the marketing research
Stages of marketing research.
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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.

Choosing the optimal type of research. Defining the timing for research projects.

. Research in support of strategic marketing.
11.
12.

Research in support of tactical marketing.
Project strategy of marketing research. Organization of the research.

Tema 3. KosimuecTBeHHbIE U Ka4eCTBEHHbIE HCCJIEI0BAHNS NPUBBIYEK U NPEANOYTECHUM

norpeouTeseii. Qualitative and quantitative consumer usage and attitude research

Heap 3ansiTHsA: U3y4nTh POJh MccienaoBanuii Usage and Attitude B orieHke mpojaBrKeHHs OpeHIa Ha
PBIHKE KaTCropuv W HAYUYUTHCA paSpa6aTI)IBaTB THUIIOBBIC AHKETBI OIMpoCa IO IIPUBBIYKaAM U
IMPEAIIOYTCHUAM.

®opma npoBeeHHUsI: TUCKYCCHsI, OJIHII-0IPOC

Bomnpocs! a1 muckyccuu:

1. OcHoBHBIE 6JIOKH BOTIPOCOB TUIIOBOW aHKETHI 110 MPUBBIUKAM U MPEANOUYTEHUSM
CrpykTypa U Mmokasareiu NoTpedieHusl.

CrpykTypa U MoKazareiau MOKYIKH.

CrpykTypa U nokasareian OpeHIuHTa.

MeTtpuku 0CBEIOMIIEHHOCTHU: 3HaHHE OpeH/a , CIOHTAHHOE U C MOJCKa3Kou
MeTtpuku npeAnoYTeHHs: YpOBEHb MPOOBI OpeHAa U YPOBEHb MOKYIIKH «YaIlle BCETO»

Omnpenenenre KpUTEpUEB BEIOOPA MPOIYKTA B OMPEICIIEHHON KaTerOpUHu.

© N o o M w0 DN

HpHMLIe 1 KOCBCHHBIC MCTOAbI BBIABJICHUA BA)KHOCTHU KPUTCPUCB BI>I60pa B OIIpocCax

MMOTPEOUTEIICH.

bruy-onpoc:

o~ 0D

YT0 Takoe CIIOHTAHHOE 3HAHUE MapKH?

UYto Takoe 3HaHME MapKH C MOACKa3KOM?

Kak n3mepsirorcs kimoueBble (pakTopbl BHIOOpa OpeH ia B KaTeropun?

Kak n3yuarot conuanbHo-aemMorpapudeckuii npoduib norpedureneii?

KakoBbI pa3zesnsl TUIIOBOW aHKETHI 110 MPUBBIYKAM U MPEANOYTEHUSAM MOTpeOuTenei
HEKOTOPO MPOTyKTOBOW KaTEropuu?

I[J'IH YCro CIIy>KUT COI_[I/IaJ'IBHO-ILCMOl"pa(I)I/I‘-IeCKI/Iﬁ 0JIOK BOIIPOCOB B aHkeTe?
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7. C KakoH IeNbI0 B aHKETY BKIIIOYAIOTCSL BOIPOCHI O MEIHa MPEANOYTEHUSX NOTpeOnTeneit?
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.
Purchasing behavior pattern and indicators.

2

3

4. Branding structure and indicators.

5. Awareness metrics: brand awareness , spontaneous and prompted awareness

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?

A e A

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. [l1aHupoBaHUE MAPKETHHIOBOT0 UCCJIEOBAHMS CXeMbI NOTPEOUTEIHCKOI0
BbIOOpa. Planning the consumer choice research project

Ileap 3aHsATHA: BbIpaOOTaTh y CTYJACHTOB HABBIKM MPUMEHEHHS OCHOBHBIX METOJIOB HCCIIEIOBAHMS
MO3UIIMOHUPOBAHUS OpeH/ia.

®opma nposeaeHus: codecejoBaHue, OIMI-ONPOC, 0OCYKJEHUE MOATOTOBIEHHBIX HAyYHBIX TEKCTOB
(moxnanos, pedeparon).

Bonpocwl ons uzyuenus u oocyscoenus:

1. Bugasl KapT BOCTIPUSATHS.

2. Amnamus cootBeTcTBUs (COorrespondence analysis).
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Brand Promise — wuccnenoBaTenbckass TEXHOJIOTHS IO3MIMOHMPOBAHUS OpeHIa Ha OCHOBE
aHaJM3a HEeyIOBJIETBOPEHHBIX NOTPEOHOCTEH B KATETOpUHU

KiroueBbie Openbl B kKareropuu. VcciaenoBanus KOHKYPEHIIMH OpeHI0B.

[TocTpoenue kapT BocpusATHS B GopMaTe KaU€CTBEHHBIX UCCIEA0BAHUMN.

[TocTpoenue kapt BocpusaTUs B GopMaTe KOJIUYECTBEHHBIX UCCIIEI0BAHUM.

@®opMBbI BOIIPOCOB Ha COOTHECECHUE CBSI3M OPEHI-aTpUOYT B CO3HAHUU NTOTPEOUTEIS.
HccnenoBanne KOHKYPEHTOCIIOCOOHOCTH OpeHIOB KaK YacTh KOHKYPEHTHOTO aHAJIN3a.
O60ocHOBaHUE CTpaTETUU MO3UIIMOHUPOBAHUSI.

HccnenoBanuss B 000CHOBaHWE MAapKETHHIOBOM CTpaTeTHH: CETMEHTHPOBAHWE, TapreTHHT,

MMO3MITUOHHUPOBAHHE.

bruy-onpoc:

B uem HE06X0AMMOCTH IOCTPOEHUS KapT BOCIIPUATUS?

Kak ocymiecTBisieTcst mnocTpoeHue KapT BOCIPUSATHS?

Kak unTepnperupytor KapThl BOCIPUSITHSA, TIOJydEHHbIE C TTOMOIIBIO aHAJIN3a COOTBETCTBHS?
Uto Takoe aHanmm3 OCTaTKOB. Kak MOCTpOMTH KapTy CBONCTBEHHOCTH/HECBOMCTBEHHOCTH
aTpuOyTOB KIIFOUEBBIM OpEHIaM.

KakoBbl KOCBEHHBIE METOJIbI OIICHKH BaXHOCTU (haKTOPOB BbIOOpa OpeHaa B kKareropuu. Uto
takoe Jlkakkapa-aHanusz?.

Kak moctpouth KapTy KOHKYPEHTHBIX TpeuMyIlecTB 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.
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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.
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8. Study of brand competitiveness as part of competitive analysis. Justification of the positioning

strategy.

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

Brief survey:

o &~ w N oE

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?.

o

How to build a brand competitive advantage map?

Tema 5. UHcTpyMeHTApHIi KOJMYECTBEHHOI'0 HCCICA0BAHUSA (PAKTOPOB MOKYNATEIbCKOI0

BbIOopa. Quantitative research tools for evaluation of consumer choice factors

Leap 3aHATHSA: W3YyYUTh OCOOCHHOCTH OpraHM3allMM, TPOBEICHUS W WHTEPIPETAluH JTaHHBIX
HCCIIEJIOBaHNH (haKTOPOB MOKYMATEIHCKOTO BHIOOPA.
®opma npoBeaeHns: codece0BaHNEe, OJIHI-ONPOC Ha CEMHHAPE

Bonpocul ons uzyuenus u oocyscoenus:

1. TectupoBanue B popmaTe KOJIUUECTBEHHBIX UCCIECIOBAHUMA.

2. TecrupoBanue B popMare KaueCTBEHHBIX UCCIIETOBAHHIA.

3. OcHOBHBbIE MapaMeTPbl BOCIIPUATHS KOHLICTIIUI.

4. HopmaruBHas 6a3a nmapameTpoB BOCIIPUSATHSI.

5. IlpuMeHeHue Ka4eCTBEHHBIX U KOJIMYECTBEHHBIX METOI0B TECTUPOBAHUS B 3aBUCUMOCTHU OT
CTaJIuu pa3pabOTKH U KOJMYECTBA TECTUPYEMBIX BEPCHIA.

6. Cxembl TeCTUPOBaHHMSI MPU HATMYUH HECKOJIbKUX 00pa3ioB. Heo0X0AMMOCTh poTalUu.

7. Monagnasi cxema TeCTUPOBaHUA MPOayKTa (KoHIenuun). Ee mpeumyiecTBa 1 HEJOCTATKH.

8. TlocnemoBaTenbHast MOHA/IHASI CXeMa TECTHPOBAHUS MpoaAyKTa (KoHienuun). Ee
MPEUMYILECTBA U HEAOCTATKH.

9. Tlapnoe cpaBuenue. [IpenmyriecTBa U HEJOCTATKU MO CPABHEHUIO C MOHAIHOMN MIIH
MOCJIEI0BATENbHON MOHA/IHOW CXEMOM TECTUPOBAHUS.

bruy-onpoc:

1. Kakue BHJBI OITPOCOB MIPUMCHSIOTCA ITPpU TeCTI/IpOBaHI/II/I?

2. UYeM oTIM4arOTCS Ka4E€CTBECHHBIC TECTHI OT KOJUYCCTBEHHBIX?
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B yem npeumyiiecTBa 1 HEAOCTATKU KaUECTBEHHBIX METOJI0OB IIPU TECTUPOBAHUY MPOJAYKTa WU
KOHLIEIIUH?

B 4yem npeunmyiiecTBa ¥ HEAOCTATKU KOJIMYECTBEHHBIX METOJOB IIPU TECTUPOBAHUU ITPOIYKTa
WU KOHUETIUN?

Uro Takoe HOpMaTUBHas Oa3a mapaMeTpoB TECTUPOBAHUS?

OxapakTepu3yiTe 0COOEHHOCTH, IPEUMYIIIECTBA U HEJJOCTATKU XOJI-TECTA.

OxapakTepu3yiTe 0COOEHHOCTH, IPEUMYIIIECTBA U HEJOCTATKU XOyM-TECTA.

OmnpocHelil MeTo1 u3MepeHus OpeHa-paxkropa

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

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.
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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
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Tema 6. Hpe3eHTaunﬂ PE3yJbTAaTOB UCCJICA0OBAHUA CXEMbI l'[OTpeﬁI/ITeJ'ILCKOFO BblﬁOpa.

Consumer choice research report preparation and presentation

I_[e.m, 3aHATUA: PACCMOTPCTL BOIIPOCHI, CBA3AHHBLIC C AHAIN30M, HpG3€HT3.I.IH€I>i u BI/I3yaHI/I3aHI/I€I71
OIIPOCHBIX JAHHBIX MMPU U3YUCHHUU CXEMbI ITOKYIIATCIILCKOI'O BbI60pa
(I)opMa MpoBEACHUSA: IMCKYCCHUA, OIIPOC HA CEMUHAPEC.

Bonpocul ons uzyuenus u oocyscoenus:

1. KauecTBeHHBIC HCCIICIOBAHUS CXEMBI IIOTPEOUTEIILCKOTO BEIOOPA

2. Mertpuku poiu OpeHaa B MOTPeOUTETLCKOM BEIOOPE.

3.

[IpaBuna npe3eHTalMy JaHHBIX KaU€CTBEHHBIX UCCIEA0BAHUNA CXEMbI TOTPEOUTENHCKOTO
BBIOODA
[IpaBuna npe3eHTalMy JaHHBIX KOJUYECTBEHHBIX UCCIIEJOBAHUM CXeMbl IOTPEOUTETHCKOTO
BbIOOpA.
3aBUCHUMOCTh OpeH-(hakTopa OT MPOAYKTOBOM KaTeropuu
Konmponvnvie eonpocui:
KaxoBbl 0CHOBHBIE TpeOOBaHUS K OTUETY MO0 KaU€CTBEHHBIM HCCIIEI0BAaHUSAM ?
OcHoBHbI€ 3Tarbl GOPMUPOBAHUS OTUETA 110 POKYC-Tpynnam?
KakoBbI 0CHOBHBIE TPEOOBaHUS K OTUETY 110 KOJMUYECTBEHHBIM HUCCIIET0BAHUIM?

1

2

3

4. Korna npuMeHstoTcst KpyroBble JuarpaMMbl IIPpH MPE3EHTALMH OTIPOCHBIX TAHHBIX?

5 Kak HarnsaHo npeacTaBuTh pe3yabTaThl OIpoca B ciydae HOMUHAIbHBIX TEPEMEHHbBIX?
6

Kak HarnsaHo npeacTaBuTh pe3yabTaThl OIIPOca B Cllydae MOPSAIKOBBIX IEPEMEHHBIX ?

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

Topics for discussion:

1.

2
3
4.
5

Quialitative research of the consumer choice.

Metrics of role of the brand in consumer choice.

Rules of the qualitative consumer research data presentation.
Rules of the quantitative consumer research data presentation.
Brand factor dependence of product category.

Brief survey questions:

1. What are main requirements for the qualitative research report?

2 What are the main steps of producing the focus group report?

3 What are main requirements for the quantitative research report?

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

Tema 7. AHaim3 poJiu GpeH/ia B cxeMe MoTpeduTeILCKOr0 Bhioopa. Analysis of the role of

brand in consumer choice scheme

Lleab 3ansiTHA: BEIPAOOTATh Y CTYJACHTOB HABBIKK IPIMEHEHHSI OCHOBHBIX METOJIOB OTIpEIeNICHUsI OpEeH/I-
daxTopa.

dopmMa mnpoBeneHHsi: COOECEIOBAHKME, ONPOC, OOCYKICHHE TIOJrOTOBICHHBIX HAYYHBIX TEKCTOB
(moxnanos, pedeparon).

Bonpocul ons uzyuenus u oocyscoenus:

o gk~ w b E
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Kak n3yuaTh BaKHOCTH OpeH/Ia KaK OJHOTO U3 (JaKTOPOB MOKYIATEILCKOTO BHIOOPA.

Uto Takoe b-cxema nmoTpedUTenbCKoro Beioopa?

UTto Takoe g-cxema MmoTpeouTebcKoro Beibopa

KaxoB nuanazoH BO3MOXHBIX 3HAUeHHM OpeHa-hakTopa?

KakoBo 3nauenue Open-¢akropa B b-cxeme noTpeOUTENHCKOro BoIOOpa?

KakoBo 3Hauenune OpeH-¢pakropa B g-cxeme NoTpedUTeNbCKOro BeIoopa?

Konmponvnwvie 6onpocoi:

Kak mpoucxoanT miaHMpoBaHUE UCCIIEOBAHUS IOTpeOUTENEH ¢ BhIsBIEHUEM OpeHa-(akTopa?

[MpuBenuTe mpUMEp CHTYAI[MH/TIPOJAYKTOBOW KAaTeropud ¢ mpeoOnamgaHueM D-cxembl
MOTPEOUTENHCKOTO BBIOOpA?

[lpuBemuTe npUMEp CHUTYaIUU/TIPOAYKTOBOH KAaTErOpuM C MpeodialaHueM (-CXEMBbI
MOTPEOUTENHCKOTO BBIOOpA?

KakoBo BiusiHuE caiiToB-arperaropoB Ha poJib OpeH/ia B MOTPEOUTENHCKOM BhIOOpe?

Kak 3aBucut BbIOOp push- mmm pull-crpateruu mpoaBmwxeHus OpeHma OT BEJIWYHUHBI OpeH]I-
(hakTopa B cxeme moTpeOUTEIHLCKOTO BhIOOpa?

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

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

o g k~ w b PE

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?
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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~ w

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 PECKOMEHIANNA 110 IOATOTOBKE MMCbMEHHBIX pa60T

Hayunoe coobmenne Ha 0aze pokiana win pedepara sBiIseTCs KBAUTM(PUKAIMOHHON paboTOM
CTYIGHTAa W TOJBOJAWT HUTOTH €ro TEOPETHYECKOW W TPAKTHYECKOH IOATOTOBKH IO HM3y4aeMOM
mucuuminbe. [Ipyu moAroToBke Hay4yHOro JOKIJIaja CTYAEHT JOJDKEH MO0Ka3aTbh CBOM CHOCOOHOCTH U
BO3MOXHOCTH MO PEUICHUIO pealbHBIX MpoO0JieM, HCHOJIb3ysl MOJIyd€HHBbIE B Ipolecce oOydeHus
3HaHMs. MeToau4ecKue yKa3aHusl MO3BOJISIIOT 00eCIeYnTh €IUHCTBO TPeOOBAaHUM, MPEABABISAEMBIX K
COJIEp’KaHUI0, KAUYeCTBY U O(POPMIIEHHUIO MHUCbMEHHBIX padoT.

[Ipu BBINOSHEHUH MHUCHbMEHHBIX pa0dOT MCIOIB3YIOTCSA BCE 3HAHUS, MOJYUYE€HHbIE CTYJIEHTaMU B
X0Jle OCBOGHMS JUCHMIUIMHBI, 3aKpEIUISIOTCS HAaBBIKK O(OpMIIEHHS pe3yabTaToB  yueOHO-
HCCIIEIOBATENIbCKOW pabOThl; BBIABISIOTCS YMEHUS YEeTKO (OpMyIupoBaTh U apryMEHTHPOBAHO
000CHOBBIBATh MPEUIOKEHUS U PEKOMEHIAINH 110 BEIOpaHHOM TeMe.

BrimonHenue paboThl peArnoaaraeT KOHCYJIbTAIIMOHHYIO IOMOIIh CO CTOPOHBI IMPEToAaBaTeNsl.
B xone BeImosHEHHs pabOTHI CTYIACHT TOJDKEH MOKa3aTh, B KAKOW MEpe OH OBJIAJIENT TEOPETUUCCKUMHU
3HAHUSIMHU M TIPAKTUYECKUMH HABBIKAMH, HAYYWJICS CTaBUTh HAYYHO-HCCIICIOBATEIBCKUE MPOOIEMBI,
JIeNIaTh BBIBOJIBI M 0000IIATh MOJTYYCHHBIC PE3YIIBTATHI.

[ToaroroBka MUChbMEHHOM pabOTHI UMEET IEIBIO:
® 3aKpEIUICHHE HAaBBIKOB HAYYHOTO HUCCIIEIOBAHUS;
e OBJIaJIcHUE METOJUKOMN HCCIIEN0BaHMS;
e yray0OJeHue TEOPETUUCCKUX 3HAHUHN B IPUMEHEHUH K KOHKPETHOMY HCCIICIOBAHHUIO;
® TpUMEHEHHWE 3HAHUW IIPH PEIICHUH KOHKPETHBIX 33/1a4 YIIPABICHUYECKOU JIeATEILHOCTH;

® BLIICHCHHE IIOATOTOBIICHHOCTH CTyAC€HTa K CaMOCTOATCIIBHOMY PCIICHHUIO HpO6J'IeM,
CBsA3aHHBIX C IIPECIMETOM ((HpaKTI/IKYM 10 UCCIICAOBAHUIO CXCMBI HOTpe6I/ITeHbCKOFO BBI60pa».

Obwue mpebosanus.

Jlsisl yCTIEIIHOTO M KAYeCTBCHHOTO BBIMOJIHECHHS IHCBMEHHOW HaydHOW pabOThl CTYACHTY
HEO00XOIUMO:

® UMETh 3HAHMS [0 U3y4aeMOU TUCIUILINHE B 00beMe nporpamMmbl PITY;
® BIJAJECTh METOJaMH HAYYHOT'O UCCIENOBAHMUS;

® yMeTh HCIIOJIb30BATh COBPEMEHHBIC CPE/ICTBA BBIYMCIUTEIBHOW TEXHUKH, B TIEPBYIO
oyepe/b MePCOHANBHBIE KOMITBIOTEPHI KaK B ITPOIIECCE BHIMIOIHEHHS, TaK M B TIpoliecce 0(OpMIICHUS
paloThI;

e CBOOOJHO OPHEHTHPOBATHCA NPU NOJAOOpPE PA3IMUYHBIX HCTOYHMKOB HH(pOpMAIUU U
yMeTh paboTaTh CO CHEIHATbHON JINTEPaTypOi;

¢ YMCTb JIOTUYHO, TPaAMOTHO W HAYYHO 000CHOBAHHO (pOpMYJ'II/IpOBaTB TCOPCTUYICCKHUE U
MPAaKTUYCCKUC PCKOMCHAAIINH, PC3YJIbTAThI aHAJIN34a,
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e KBaM(UIMPOBAHHO O(GopMIATh TpaduuecKuil  MaTepual, WUIFOCTPHPYIOLIHIA
coziepkanue paboThI.

SBAsISICH 3aKOHYEHHOW CaMOCTOSITEIFHON HAayYHO-HCCIIEI0OBATEIbCKON Pa3pabOTKON CTY/ICHTA,
IIMCBbMCHHAasA pa60Ta JOJIDKHa OTB€YaTh OCHOBHBIM Tpe6OBaHI/I$IMI

1. AXTyaJlbHOCTbH TEMBI UCCIIEOBAHHUS.

2. TlpenmMeTHOCTh, KOHKPETHOCTh U 0OOCHOBAHHOCTh BBIBOJIOB O COCTOSIHHU Pa3pabOTKU
[IOCTABJIEHHOM MPOOIEMBI.

3. CooTtBeTcTBHE YPOBHS Pa3pabOTKH TEMbI COBPEMEHHOMY YPOBHIO HAyYHBIX pa3paboToK,
METOJMYECKUX MOJIOKEHUN U PEKOMEHAAINN, OTPAKEHHBIX B COOTBETCTBYIOIIEH JIUTEPATYpE.

[Ipemaraemas cTyiIeHTaM TeMaTHKa paboOT SBISETCS IPUMEPHOM U HE HCKITIOYAET BO3MOXKHOCTH
BBITIOJIHCHU L pa6OTBI 10 np06neMe, MNPpCATOKCHHBIM CTYJACHTOM. HpI/I 3TOM TEMa JOJDKHa OBLITH
corjacoBaHa ¢ pykoBoauteneMm. I[Ipu BbiOOpe TeMbl HEOOXOJMMO YYHUTHIBATH, B Kakoil mepe
pa3pa6aTBIBaCMBIC BOITPOCHI o0ecrieyeHnl HUCXOJHBIMU JAaHHBIMU, JHUTCPATYPHBIMU HWCTOYHHUKAMH,
COOTBCTCTBYIOT MHAWBHUIYAJIbHBIM CHOCOOHOCTSIM U HUHTCpCCaM CTYACHTA.

Tpebosanus k codepaircanuio u CmpyKmype mekcma

[Ipemmaraemass npuMepHas TeMaTWKa  OXBAaThIBAeT IIMPOKMA Kpyr BompocoB. [loaromy
CTPYKTYypa Kaxa0i paOOThl JOJKHA YTOUHATHCA CTYJEHTOM C IpernojaBaTesieM, UCXO0/d U3 HaydHBIX
MHTEPECOB CTYyJIeHTa, CTENeHH IPpOpabOTAHHOCTH AAHHON TEMBI B JIUTepaType, HAIUYUs UHpopmanuu
U T.II.

OpHako KakJaas MIUCbMEHHAas HayyHas paboTa JOHKHA UMETh:
- TUTYJIbHBIN JIKCT;
- OIJIaBJICHUE;
- BBEJICHHE;
- IJaBbl W/uM maparpadsi,
- 3aKIIIOYEHHUE;

- CIIMCOK HUCITIOJIb30BAHHBIX MCTOYHHUKOB U JIUTCPATYPHI.

9.3 HMHbie MaTepuabl

MeToanyeckue peKOMeHIAIUH IJIsl CAMOCTOATEILHOH PadoThI CTY/IEHTOB

CamocrostenbHas paboTa sIBJISETCS OHUM U3 BUJIOB yUeOHBIX 3aHATUH. L{enb camocTosITenbHOM
pabOThl — MpPaKTHYECKOE YCBOEHHE CTYAEHTAMHM BOIIPOCOB pa3palOTKU CTpaTeruil MOBEICHUS
PBIHOYHBIX areHTOB Ha OCHOBE 3HAHMsS OWOJOIMYECKUX OCHOB SKOHOMHYECKOTO TOBEICHUS
WH/IMBUYAJIbHBIX U FPYNIIOBBIX MOTPEOUTENEH.

Ay,Z[I/ITOpHaH CaMOCTOATCIIbHAA pa60Ta IO AUCHHUITNINHE BBIMIOJIHACTCA HA y‘le6HLIX 3aHATUAX T10/]
HETIOCPEACTBCHHBIM PYKOBOJACTBOM IIPCIIOAABATECIIA U 11O €T0 3aJaHUIO.

BHeay,[[I/ITOpHaH CaMOCTOATCIIbHAA pa60Ta BBITIOJTHACTCS CTYACHTOM 110 3aJaHHIO
npenoaaBareiid, HO 0e3 ero HCIMOCPCACTBCHHOI'O YUACTHA.

3aga4m caMoCTOAITEIbHOM Pa00ThI CTY/ICHTA!
- pa3BUTHE HABBIKOB CAMOCTOSTENILHONW y4eOHOM paboTHI;

- OCBOCHHUC COJACPKaHUA NUCHHUIIIINHBI;
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- yriyOneHue coiep KaHusi ¥ 0CO3HAHUE OCHOBHBIX MOHATUN JUCIUILINHBL

- MCIIOJIb30BaHKE MaTepHaia, COOpPaHHOTO U MOJYYEHHOTO B XOJI€ CAMOCTOSITENIBHBIX 3aHATHI
st 3 PEeKTUBHON MOATOTOBKH K SK3aMEHY.

Buabl BHeayIMTOPHOI caMOCTOSITeIbHOI PadoThI:

- CaMOCTOATEIILHOE U3YYEHHUE OTIEIbHBIX TEM JUCLUIUINHBL

- IOJArOTOBKA K ITOJIEBOMY MCCIJIEIOBAHUIO, TBOPYECKAM TUIIOBBIM 3a/1aHUSIM;
- BBITNIOJIHEHUE JOMAIIHUX 33JaHUN I10 3aKPEIICHUIO TEM.

JIJis. BBITIOJTHEHUS JIIOOOTO BUAA CAMOCTOSITEIILHONW pabOThI HEOOXOIUMO MPOUTH CIICTYIOIINE
STaIbI:

- OIIpeJIeIeHNE LIEIH CaMOCTOSTEIbHON pabOThI;

- KOHKpETHU3aIlus Mo3HaBaTeIbHOM 3a1a4H;

- CaMOOIIEHKa TOTOBHOCTH K CaMOCTOSITEJILHOM padoTe;

- BBIOOp a/IEKBaTHOTO criocoda IeHCTBUS, BEYILETro K PEIICHUIO 3a/1auH;

- IJIAaHUPOBaHUE PabOTHI (CAMOCTOSTENBHOM UITH C TIOMOIIBIO MTPENoJaBaTelis) Hajl 3aJaHUEM;

-OCYIIECTBICHUE B IPOLECCE BBINOJHEHHS CAMOCTOSATENIBHOW paboThl CaMOKOHTPOJIS
(IpOMEXYTOYHOTO U KOHEYHOTO) Pe3yJabTaTOB padOThl U KOPPEKTUPOBKA BBIMOIHEHUS PabOThI;

- peduiexcust;

- TIpe3eHTaIus paboTHI.
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[Ipunoxenne 1. AHHOTALIUS
paboueli mporpaMmbl JUCITUTUTUHEL

AHHOTAIIAA PABOYEH TPOT'PAMMBI JJUCHUTLINHBI
AHHOTANUA JTUCHUIIJINHBI

Juctumuinia «[IpakTHKyM 10 UCCIISIOBAHUIO CXEMBI TOTPEOUTEILCKOTO BhIOOpa» («\Workshop
on consumer choice research») smBisercs ¢GaxKynbTaTUBHOW AWCIMIUIMHON BapUaTHBHOW YacTh
JTUCIMIUIMH y4eOHOTO TuTaHa. JlucimimHa peanmsyeTcs Ha (akyiapTeTe yrnpaBiieHUus Kadempoi
MapKETHHTA.

Heap mucuuniamubl - OCHOBHOM 11ENIbIO Kypca siBNsieTcsl (GOPMUPOBAHUE Yy CTYACHTOB 3HAHUI
B 007aCTH MapKETHHTOBBIX HCCIIEJOBAHUN TOTpeOUTENel, BBIPAOOTKA IMPAKTHYECKHX HAaBBIKOB
CHCTEMHOTO YIIPaBJICHUS MPOIECCaMU MTPOABIKEHUS OpeHIa B paMKaxX PhIHKA IMPOIyKTOBOW KaTErOpHH,
HAyYUTh CTYIEHTOB TOJB30BATHCS MHUHUMAIBHO HEOOXOIMMBIM NPAKTUYECKUM HHCTPYMEHTapHUeEM,
9T00BI, paboTas B KOMIIAHWM W TOJYYHMB 3a/a4y OPTaHU3AI[MM W TIPOBEICHHS MapKETHHTOBBIX
HCCIIEIOBAaHUI CXEMBbl MOTPEOUTENIHCKOIO BbIOOpA, CIyIIATEedh CMOT Obl CaMOCTOSITENILHO MPOBECTU
TaHHYIO PabOTy ¢ MHHUMAJIBHBIMHA (DHHAHCOBBIMH 3aTpaTaMH, B MaKCHMaJIbHO KOPOTKHHA CpOK,
KaueCTBEHHO U 3(PPEeKTUBHO.

[IpakTUKyM MO HCCIEIOBAHUIO CXEMbI NMOTPEOUTETHCKOTO BhIOOpA SBISIETCS MOJUTOHOM JUIs
0TpabOTKH HABBHIKOB U YMEHHA, CBSI3aHHBIX C OTIPOCHBIMH TEXHOJIOTHUSMHU U3MEPEHUS] IPOHUKHOBEHHS
OpeHJa B CO3HaHHE MOTPEOUTENs], COBEPILAIOIIEr0 CBOIM MOKyHaTelbCKUi BbIOOp. Mepompustus B
pamMKax MAapKETHHTOBBIX HCCIEAOBAHUNA MOTPEeOUTENs MpPEANoJiaraloT H3y4eHHE BCEX JJIEMEHTOB
BHEIIHEH ¥ BHYTPEHHEH Cpelbl MpEANpusATUs, HU3y4YeHHE MEXaHU3MOB TMPHUHITHS peIIeHun
noTpeouTeneM, aHajau3 U 00pabOTKY MOJYYCHHBIX JaHHBIX O (DaKTOpax MOKYMATeIbCKOTO BHIOOpA,
nouck HanboJsiee F3(HEeKTHBHBIX CITOCOO0B U pa3pabOTKy PEKOMEH AN TI0 YCUIICHUIO MAPKETHHT OBBIX
MEPOTIPUATHI 10 MOIEPIKKE MPOABHKEHUS OpeH/ia LIeIeBOU ayTMTOPUH.

3agauu AMCUMILIMHBI:

. 03HAaKOMJICHHE CTYICHTOB C OCHOBHBIMU TOHSATHUSMH B OOJACTH MapKETHHIOBBIX
Hccaea0BaHuM OTpeOUTENCH, NX BUIAMU,

. (hopMupoBaHNE HABBIKOB HCIIOJIB30BAHUS METOJIOJIOTMH M METOJ0B MapKETHHTOBBIX
HCCIIeI0BaHUH TIOTPEOUTEINCH;

. oOydeHue crienudrke MPUMEHEHHs Pa3IMYHbIX BUIOB MapKETUHIOBBIX HCCIEAOBAHUI
JUTSI aHAJIM3a CXEMBbI TOTPEOUTEITLCKOTO BBIOODA;

. (hopMupoBaHNE HABBIKOB MIPUMEHEHHUS METOJIOB 00pabOTKH MH(pOpMAIUH, TOTYICHHON
B X0JI¢ MPOBECHUS MAPKETUHTOBBIX UCCIEIOBAHUI CXEMBI TOTPEOUTEIHLCKOTO BBIOOPA;

. 03HAaKOMJICHHE C METOI0JIOTHEH n3MepeHHs OpeHI-(hakTopa;

. MOATOTOBKA CHEIHAIMCTOB, CIOCOOHBIX, HA OCHOBE MOJYYEHHBIX 3HAaHUH, TBOPUECKU U

OTIEpAaTUBHO TMPUHUMATh OOOCHOBAHHBIE PEILIEHHS IO BOMPOCAM MApPKETUHIOBBIX HCCIEAOBAHUN
MOTpeOUTeNel C yueTOM CTpaTeruu pa3BUTHS OpraHu3aluu (MPeAnpusTUs).
JucuunnuHa HanpaBieHa Ha (JOPMUPOBAHUE CIIEIYIONIUX KOMIIETEeHIIUI:

Komnerenuus Nupukaropsl PesynbTaTsl 00yyeHus

(Ko ¥ HANMEHOBAHUE)

KOMIIETEeHIM I
(Ko 1 HaUMEHOBAHNUE)

IIK-1. Cnocoben
npo8ooUms
MAapKemuH208ble
uccne0o8anus u
MAPKEMUH208bIl AHAU3

IIK-1.1. Paspabamvigaem,
opearuzyem u nposooum
MapkemuHeo8vle
uccne0o8anus

3namb. IPUHLIUIBI U METOBI
IIPOBEICHNS MAaPKETUHIOBBIX
UCCIIeIOBaHUH MTOTpeOuTeneil B
paMKax pasIu4HbIX IPOITYKTOBBIX
KaTeropui;

Ymemyw: onpenensats 3a1a4un
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MapKETHHTOBOTO MCCIICI0BAHMUS
CXeMBI OTPEOUTENHCKOTO BBIOOPA,
BbIOpaTh HanboJIee MOAXO IS0
METO/I0JIOTHIO, TIOATOTOBUTH
UHCTPYMEHTapHii, 000CHOBATH
KpPUTEPUH 0TOOPA PECIIOHICHTOB,
HOJITOTOBUTH BBIBOIBI U
PEKOMEHIAINY ISl OU3HEC-PELICHU I
Bnadems: HayduThCS PABUILHO
UCII0JIb30BATh PA3JINYHBIC METOJUKH
cOopa M aHanM3a JAHHBIX JJIS
onpeneseHus oOpeHa-paxropa.

1IK-1.2 Pa3pabamuvieaem 3uams:

nan u npo8ooum TEXHOJIOTUH U CpeJICTBa coopa U
MApKemuH208bll AHAIU3 00pabOTKH MapKETHHTOBBIX JTAHHBIX O
BHewHel U GHympeHHeu cXemax MoTpeOUTebCKOro BhIOOpa
cpeobl opeanuzayuu Ymems:

paboTaTh CO CreruaIn3upOBAHHBIMU
POrpaMMaMU JJTs YITPaBJICHUS
MapKETHHTOBBIMH JTAHHBIMU;
Bnaoemyw: HaBbIKaMU TPOBECHUS
KOJIMYECTBEHHBIX M KQUeCTBEHHBIX
MapKETHHTOBBIX UCCIICIOBAHHUM JUIS
OCYIIECTBIICHHSI MAPKETHHTOBOTO
aHajn3a MoTPeOUTEIHCKOTO
MIOBEJICHHS 1IEJICBOH ayTUTOPHH

[To mucrumnirHe MpeaycMOTpeHa MPOMEKYTOUHas aTTecTamus B Gopme 3adeTa.
OO6m1ast TpyI0€MKOCTh OCBOCHHS TUCIUIUIMHBI COCTABIISIET 2 3a4€THHIC €MHUIIBL.
JlucuurnHa IpernojacTcsl Ha aHTJIMHCKOM SI3bIKE.

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;
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» 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
conducting market
research and market
analysis

PC-1.1. Develops,
organizes and conducts
marketing research

Knows: principles and methods of
conducting marketing research of
consumers within various product
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.

PC-1.2 Develops a plan and
conducts a marketing
analysis of the external and
internal environment of the
organization

Knows:

technologies and tools for collecting
and processing marketing data on
consumer choice schemes

Able to:

work with specialized software for
managing marketing data;

Master: skills in conducting
quantitative and qualitative marketing
research to carry out marketing
analysis of consumer behavior of the
target audience

The discipline provides for intermediate certification in the form of a test.
The total labor intensity of mastering the course is 2 credit units.
Discipline is taught in English.
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