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MAPKETUHIOBbI UHCTPYMEHTAPUN
MARKETING TOOLS

SWOT-aHanums: cyuiecTBylowWwmMe MeTOAMKU U NYTU UX COBepLUeHCTBOBaHUA
Fony6koe E.I., 3acnyxeHHbIl 0esimernb Hayku P®, 8. 3. H., npogheccop Pocculickol akademuu
HapodHo20 xo3sticmea u eocydapcmeeHHoU ciyx6bl rpu lNpe3udeHme P®,e-mail: red@dis.ru

B cTaTbe KpuTMYecku paccMoTpeHbI CyLecTBYOWne MeToguyeckne nogxoabl kK nposegeHuio SWOT-
aHanusa. NpoaHanuanpoBaHbl pasnnyHbie YPOBHU €ro NpoBefeHUs, HauMHasa ¢ MPOCTOro BbISIBIIEHUSA
¢aKkTopoB, BXoAdALLMX B YeTbipe rpynnbl SWOT-¢hakTopoB, 1 3akaHunBas hopMynmMpoBaHneM cTpaTerym.
MpenonoxeHa meTtoanka npoBeaeHns SWOT- aHanu3a, passuBaroLLas CyLLecTByoLLMe NoaxXoabl B
CTOpoHY Bonee TwaTtensHoro otéopa SWOT-hakTopoB ANd Nx AanbHenLwero Ncrnonb308aHns npu
dopmynunpoBaHun ctpatervi. lNpeanaratoTca NOAX0Ab! K OLEHKe BbISIBIIEHHbIX CTpaTernii ¢ Lienbto
BblBopa 13 ux yncna 6onee apPEKTUBHbIX.

KnioueBble cnoBa: SWOT-aHanus, BHyTPEHHsS cpeaa, CUIbHblE CTOPOHBI, Criabble CTOPOHbI, BHELLHSISA
cpefa, BO3MOXHOCTM, Yrpo3bl, CTpaTternm, CUTyauMoOHHbIN aHanns, CUTyaunoHHbIN NnaH.
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SWOT-analysis: existing techniques and approaches for their improvements
Golubkov E.P.,HE Doctor of Economics., Honored Worker of Science, Professor, Academy of National
Economyand Public Serviceat the RF President, e-mail: red@dis.ru

Critical considers methodical approaches to implementing SWOT-analysis. Analyzing different levels of
its realization. Technique of SWOT-analysis is proposed developing existing approaches. The technique
is based on more elaborated SWOT-factors and strategies estimations.

Keywords: SWOT-analysis, environment, microenvironment, strength, weaknesses, opportunities,
threats, strategy, situational analysis, situational plan.
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CpaBHUTeNbHbIM aHan1M3 MeToAo0B UCCIeAOBaHUA KOHBIOHKTYPbI PbIHKa
TpoueHko A.H., accucmeHm kaghedpbl MapKkemuHaa, KOMMepPUUU U 102ucmuku [asibHe8ocmoyHo20
gedeparnbHoO20 yHUBepcumema, 2. Bnadusocmok, e-mail: anastasiya_troce@mail.ru

B ctatbe npegnoXeHa TMnonorna OCHOBHbIX METO40B UCCeaOoBaHUA KOHBHOHKTYPbI PbIHKA. [ana
CpaBHUTEIbHAA XapakTepUcTnka OCHOBHbIX METOAOB UCCeaoBaHNA KOHbHOHKTYPbI PbIHKA. BblogeneHa
obnactb NnpUMeHeHnsA Kaxkaom rpynnbl METOOO0B, onpeneneHbl X JOCTOMHCTBA N HEA4OCTAaTKN.
KnioueBble cnosa: KOHBIOHKTYpPa pblHKa, MeToabl UCClleaoBaHNA KOHBIOHKTYPbLI PbIHKA, MeTOdbl
aHanm3a gOKYMEeHTOB, Ornpoc, HabniogeHune, OKCNepUuMeHT, 3KCnepTHble MeTodbl, MaTtemMaTn4yeckme
MeToAdbl, MeToAdbl CUICTEMHOIO aHanmsa.

Ucnonb3yemMble UICTOYHUKN
1. bensesckul M.K. MapkeTuHrosble nccrnefoBaHus : y4eb. nocobue. — M., 2002.
2. bensesckuli N.K. CTtaTncTuKa pbiHKa TOBapoB u yenyr : y4ebHuk / N.K. Bengesckui, .. Kynaruna,
A.B. KopotkoB 1 ap.; nog pea. U.K. bensesckoro. — M. : ®MHaHChl u cTaTUCTUKA,1995.
3. lony6bkoe E.[1. MapkeTUHroBble UCCNegoBaHWS: TeEOpUsi, METOAO0MNorMsa u npaktuka. — M. : duHnpecc,
2003.
4. Manxompa H.K. MapkeTuUHroBble nccneaoBaHus : npakTnieckoe pykoBoacTeo. — M. : Msgatenbckui
noom «Bunbame», 2002.
5. Hockosa E.B. MeTtogudeckoe obecrneyeHne nccnenoBaHnsi U NPOrHO3MpOBaHUST KOHBIOHKTYPbI PbiHKa
HeaBWXMMOCTU : MOHorpadms. — BnagusocTok : N3g-so TIAY, 2011.
6. lMempuuwes FO.B. Pa3Butne MeTogosniornn KOHbIOHKTYPHOIO aHann3a ToBapHbIX PbIHKOB B CUCTEME
npeanpvHMMaTenbCTBa @ ANUC. ... KaHA. 9KOH. Hayk. — M., 2004.
7. PomaHosa U.M., TpouyeHko A.H. TeopeTndeckne nogxodpl K onpegeneHunto NOHATUS 1 NoKasaTenemn
KOHBIOHKTYpbI // MapkeTuHr B Poccum u 3a pybexxom. — 2012. — Ne 5. — C. 3-10.
8. CanpbikuHa E.B. KOHbIOHKTYpa MMPOBOIO pbiHKa PbiOHbLIX TOBApOB Kak hakTop pas3BuMTUS pbIOHOM
NPOMbILLIIEHHOCTH IMPUMOPCKOro Kpas : ANUC. ... KaHA4. 3KOH. HayK. — BnagmeocTok, 2003.
9. CeemyHbkog C.I. MeToabl MapKeTUHroBbIX uccneaoBaHun : yd4eb. nocobue. — Cl16. : N3g-8o «AHK»,
2003.
10. CeméHos E.FO. ToBapHas KOHBbIOHKTYpa pblHKa 3HEPropecypcoB : OLieHKa 1 NPOrHo3npoBaHue: auc.
... KaHA. 3KOH. Hayk. — NpkyTck, 2001.
11. ApHbix 3.A. IHbopMaumoHHasa MHpacTpykTypa U CTaTUCTUYECKUA aHanM3 pbiHKa TOBAPOB U YCIYT :
yyebHuK. — M. : duHaHChl u ctaTucTuka, 2004.

Comparative analysis of research methods of market situation
Trotsenko A.N., assistant of chair of marketing, commerce and logistics Far Eastern Federal University,
Vladivostok, e-mail: anastasiya_troce@mail.ru

The typology of the main methods of research of market condition is offered in the article. The
comparative characteristic of the main methods of research of market condition is given. The scope of
each group of methods is allocated, their merits and demerits are defined.

Keywords: market situation, methods of research of market condition, methods of the analysis of
documents, poll, supervision, experiment, expert methods, mathematical methods, methods of the
system analysis
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Mcnonb3oBaHue MeTOAOB KOTHUTUBHOIO MOAENMPOBaHUA NPU OLIEHKe NOTPEObMTEeNbCKNX
npeanoYvYTeHM B OTHOLWEHUN 6e3arnKkorosibHbIX HaNMTKOB

3aeopoxuHa H.B., k. m. H., OoueHm kaghedpbl mogaposedeHusi U IKCriepmu3sbl

Yparnbckozao eocydapcmeeHHO20 SKOHOMUYECKO20 yHUBepcumema, skcriepm-deaycmamop, e-mail:
degustator@olympus.ru

B cTaTbe paccMoTpeHbl BO3MOXHOCTM KOTHUTUBHOIO MOAENMPOBaHNA NPy BbIABMEHUM NPeanoYTEeHMiA
noTpebuTenei B cucteme «npeanoyTeHUs — MOTUBaLUS K NOKynke». MNpeanoxeHa Moaernb
CYObEeKTUBHbIX NokasaTenei kKayecTBa 6e3anKoronbHbIX HaNMTKOB, YYUTbIBaIOLWMX CTeneHb
YOOBETBOPEHHOCTM MOKynaTenei, KoTopasi MOXXeT UCMOJIb30BaTbCs MPU OLIeHKe
KOHKYPEHTOCMNOCOGHOCTM HamnnTKOB.

KniouyeBble crioBa: KOrHUTMBHBIA, MOAENMPOBaHKe, NpeanoYTeHNs!, CEHCOPHbIN, YAOBNETBOPEHHOCTb,
MOTUBaLUS, MOTPeGUTENb, NOKYMKa, KAYecTBo.
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Using the methods of cognitive modeling at an assessment of consumer preferences concerning
soft drinks

Zavorokhina N.V., PhD., docent to chair « Merchandizing and examination» The Ural state economic
university, the taster-expert, e-mail: degustator@olympus.ru

In article possibilities of cognitive modeling are considered at identification of preferences of consumers in
system «preferences - motivation to purchase». The model of subjective indicators of quality of the soft
drinks considering degree of satisfaction of buyers which can be used at an assessment of
competitiveness of drinks is offered.

Keywords: cognitive, modeling, preferences, sensory, satisfaction, motivation, consumer, purchase,
quality
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WHHOBALIMOHHbIA MAPKETUHI
INNOVATIVE MARKETING

MoTpebutenbckas oLeHKa COBOKYNHOM LIeHHOCTU MHHOBaLWOHHOIO NpoAyKTa B yCNOBUAX
YCKOPSAIOLWMUXCA PbIHOYHbIX U3MEHEeHUN

Tau E.I"., npernnodasamernb Kaghedpbl MapkemuHaa u mopaosoeo Oena Kybl'y, e-mail:
lentyan@yandex.ru

Cratbs nocesileHa npobrneme notTpebuTenbckoro Bbibopa MHHOBALMOHHOIO NPOAYKTa.
PaccmaTtpuBaloTca MapkeTUHIoBble Mogenu noTpebutensckoro Beibopa MHHOBALMOHHOIO NPoAyKTa, a
Takke LeHHOCTHbIe noTpebutensckne addekTbl, onpegendowmne noTpednTensCKylo COBOKYMHYHO
LeHHOCTb HOBOrO MPOAYKTa, OLEHKa KOTOPOW, B CBOK o4epenb, onpeaenseTt noTpedbutenscknii Beloop
HOBOrO NPOAYKTa cpeam ApYyrMx aHanorMyHbIX NPOAYKTOB, NMPEeACTaBMEHHbIX Ha PbIHKE.

KnrouyeBble croBa: noTpeduTenbckue LeHHOCTHbIE 3dEKTbI, OLEHKa BOCNPUHNUMAEMON COBOKYMHOM
LEeHHOCTU NpoayKTa, MHHOBALMOHHBIN NPOAYKT, NOTPEOUTENBCKUA BbIOOP MHHOBALIMOHHOIO NPOAYKTa.
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Consumer estimation of cumulative value of an innovative product in conditions accelerating
market changes

Tjan E.G., applicantdegreeCandidateof SciencesEconomy, Lecturer of department marketing and
trading business, Kuban State University, e-mail: lentyan@yandex.ru

Article is devoted a problem of a consumer choice of an innovative product. Marketing models of a
consumer choice of an innovative product, and also the valuable consumer effects defining consumer
cumulative value of a new product which estimation, in turn, defines a consumer choice of a new product
among other similar products presented in the market are considered.

Keywords: consumer value effects, the assessment of perceived the total value product, innovation
product, consumer choice of innovation product.
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MAPKETUHIOBbIE KOMMYHUKALIUA




MARKETING COMMUNICATIONS

AHanus npoaBMXeHUsA BU3HEC-KOHCaNTUHIOBbIX YCNYr HA POCCUACKOM pPbIHKe
Waiixnucnamoe B.A., acniupaHm Mockogckoao eocydapcmeeHHO20 yHUBEPCUMEMa3KOHOMUKU,
cmamucmku u uHgopmamuku (MOCH), e-mail: v-a-sh@rambler.ru

[laHHasi cTaTbsl MOCBsILLEHA U3YYEHUIO Pa3fNYHbIX CMOCOBOB NPOABMKEHUS HA PbIHKE OM3Hec-
KOHCaNTUHIOBbLIX ycnyr. B Hen paccmaTtpumBaloTCa OCHOBHblE 0COBEHHOCTU 1 TPYAHOCTU B NPOLBWKEHUN
KOHCaNTUHIOBbLIX YCINYr HAa KOHKYPEHTHOM pbiHke. Ocoboe BHMMaHMe yaenseTcsa pa3BUTnio OTHOLLEHUI
MeXOy KOHCaNTMHIOBOW KOMMaHWEN N 3aKa34yMKOM.

KnrouyeBble crnoBa: KOHCANTMHIOBbLIE YCIYTX, NPOABWXEHNE, MAPKETUHT OTHOLLEHWUIA, MHTErpauus.
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Promotion analysis of business consulting services on Russia market
Shaykhlislamov V.A., postgraduate of Moscow State University of Economics, Statistics and Informatics
(MESI), e-mail: v-a-sh@rambler.ru

Annotation: In this article key types of promotion on the business consulting market are described. Key
peculiarities and difficulties of promotion on the competitive consulting market are highlighted. Special
attention is paid to development of relationship between consulting company and its client.

Keywords: consulting services, promotion, marketing relationship, integration
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HdeBATb MUPOB O POCCUNCKOM OpeHaUHre
BensHckasn 0.10., dupekmop PR-azeHmcemea «®abpuka Hosocmeli», e-mail: pr@nfactory.ru

CTtaTbs NOBECTBYET O COBPEMEHHOM COCTOSIHUM BpeHanHra B Poccum u 0 TUNnYHbIX npeaybexaeHnsax
3aka34umKkoB 0 paboTe ¢ BpeHauHroBbIMM KoMMaHusiMu. Moa 6peHanHrom B Poccmn 4acto noHMMaroT
TONbKO BM3yarnbHble 00pa3bl Mapok. CepbesHble nccregoBaHus B o6nactn OpeHamHra nposogaT
eguHuubl. O npobnemax OpeHauHra B Poccumn pacckasbiBaloT SKcrnepTbl OpeHANHIOBOW KOMMaHUK
Freedomart (www.freedomart.ru).

KnioueBble cnoBa: 6peHanHr, 6peHanHroBoe areHTcTBO, bpeHaMHroBas KoMnaHus, passuTne
©peHanHra B Poccuu, Freedomart, MapkeTUHIOBblE KOMMYHWKaLUK, TOrOTUMN, CTOMMOCTb BpeHaunHra,
3pheKkTMBHOCTb BpeHnamnHra, 3aTpartbl Ha OpEeHONHT.

Nine myths about the Russian branding
Belyanskaya O.Y., News Factory pr-agency, general director, e-mail: pr@nfactory.ru

The article narrates about a current state of branding in Russia and about typical prejudices of customers
about work with the branding companies. Branding communications in Russia is often understood only as
visual images of brands. Serious researches in the field of branding are conducted only by a few
companies. Experts of the Freedomart branding company tell about branding problems in Russia.
Keywords: branding, brending agency, the brending company, branding development in Russia,
Freedomart, marketing communications, a logo, efficiency of branding, costs of branding.



PervoHanbHbIM PbIHOK MO3HAaKOMWUIICA U NPUHAN YaCTHYH TOProByr MapKy

lbixmuxa U.H., k. m. H., doueHm Kaghedpbl MEHEXMeHMa U UHGOpMaUUOHHbIX mexHo1oaul 8
aKkoHomuke MOU (HayuoHarnbHbIl uccrnedoeamernbckuli yHusepcumem), ¢hunuan 6 2. CmoneHcke, e-mail:
pihtina@yandex.ru

B cTtaTtbe nokaszaHO MeCcTO YacTHOWM TOProBOM MapKu B TEOPUN U NPaKTUKe MapkeTuHra. Ee
ncnonb3oBaHue B chepe putenna: B MMPOBOW NPaKTUKE, HA POCCUMCKNX PbiHKaX B LLEeNoM 1
pervoHarnbHbIX B YACTHOCTU. YCTaHOB NEHO, YTO permoHarbHble pbiHKW 6ornee anacTuyHbl K LEHOBBIM
peLUeHusIM, fyylle 3HaT «CBOUX repoeB», NO3HAKOMMUMUCh U NPUHSMM YaCTHYO TOProByo MapKy. ABTOp
npeanaraet, UCNOMb3Ys ONbIT PA3BUTbIX SKOHOMUK, CEANTb 3a «340POBbEM>» TOProBbIX MapoOK Mo
TEHAEHLMN U3MEHEHNS MapOYHOro Kanutana. BaxeH He CTONb MEeToA OLeHKN, CKOMbKO hakT
NOCTOAHHOIrO MOHUTOPWHra, T. €. ByayLlen cuTyaunm — pacteT NpU3HaHWe MapKku UM oHa yBsaaeT.
KnioyeBble cnoBa: YacTHble TOProBble Mapku, OpeH, permoHarnbHbIN PbIHOK, pUTENNEpHI,
MapKeTUHIroBble UCCIeN0BaHNs, MapOYHbIV KanuTan.
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The regional market has accepted the private trade mark
Pyhtina I.N., Cand., assistant professor menezhmenta and information technology in the economy MEI
(National Research University), a branch in the city of Smolensk, e-mail: pihtina@yandex.ru

The role of private label in the theory and practice of marketing and it use in the retail (in the world, the
Russian markets in general, and in particular regional) has been shown. It has been found that regional
markets are more elastic to price decisions, has known better "heroes" goods, get acquainted with private
label. The author proposes that the experience of the developed economies, monitor the "health" of
brands on the trends of brand equity. The method of assessing is not as important as the fact of constant
monitoring, that is, the future situation - growing brand or fade.

Keywords: private brand, regional market, retailers, marketing research, brand equity.
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Kakou oH, ycnewHbIn pyuenTtop?
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B cTatbe npeanpuHUMaeTcs NnonbiTka OTBETUTL Ha BOMPOC, KakuMu NpodeccroHarnbHbIMK U



NNYHOCTHBLIMU KayecTBamMu HeobxoamMMo obnaaaTthb, YTODbI CTaTh YCNELLIHbIM pUenTopom. Kakosbl
BHYTPEHHME U BHELUHUE (hakTopbl, BNUSAOLLME HA NPO(EeCCUOHaNbHY YCNeLWHOCTb CneunanucTos.
[aeTtcsa kpaTkuin 0630p cneundmrkn puenTopckon AeaTenbHOCTU. PaccmaTpuBaloTcsl MOHATUS
«CKIMOHHOCTb» U «CMOCOBHOCTb» K TOW UM MHOW AeATeNbHOCTU. AHanmM3mpyeTcs BnusiHne ocobeHHocTen
dopmMarnbHO-AMHaMMUYECKON cdhepbl IMYHOCTY Ha YCNELLHOCTb B pUenTopckon aeatensHocTu. [laeTca
nNpodeCcCUoHanbHO-NCUXONOrMYECKUIA NOPTPET YCMNELLHOMro puenTopa.

KnroueBble cnoBa: Ncuxonorus, ycnewHocTb 4eaTeNbHOCTU, HEABUKUMOCTb, TEMINEPaMEHT,
CKIMOHHOCTb, CMOCOBHOCTb, (hopMarbHO-AMHAMUYEeCKMEe CBOMCTBA MHAMBUAYANIbHOCTU, MOTUBALIUS
OOCTUXKEHUS YyCNEXOB, MHTEPHAIbHOCTb, 9KCTPaBEPTHOCTb.
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What it, successful rueltor?
Benija M. I, The business trainer, koy4, AMT-CONSULTING of groups, e-mail:m61759@mail.ru

This article is an attempt to answer the question of what professional and personal qualities a successful
realtor should have. What internal and external factors affect realtor’s professional performance? In this
article we describe special features of realtors’ working activities and introduce concepts of inclination and
aptitude for different activities. We also analyse the way formal-dynamic characteristics of an individual
influence realtor’s performance and describe a professional and psychological profile of a successful
realtor.

Keywords: psychology, successful activity, real estate, temperament, inclination, aptitude, formal-



dynamic characteristics, motivation for achievement, internality, extraversion.
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KynbTypHble npeanocbiniku hopMUpoBaHUA NOTPEeOUTENbLCKUX NPeAnoYTeHUI

CepaueHko U.A., cmydeHmka 5-20 kypca P3Y um. I".B. lNnexaHoea, chakyribmem MapkemuHaa,
Kaghedpa mapkemuHaa, cmydeHmka 2-20 Kypca BLUI (MHecmumym) npu PAH, ghakynbemem ricuxonoauu,
e-mail: Sergienko.bi.rey@gmail.com

PaccmatpuBatoTcst 0co6eHHOCTU NoBeaeHus NoTpeGuTenei, OCHOBaHHbIE HA UX KYNbTYPHbIX pas3nnmumnsx.
MokasaHo, Kak KyrnbTypHble KOHLEMNLMM MOMOratoT BbIiBUTb 3aKOHOMEPHOCTM, CNOCOGCTBYOLLIME
NpUOBPETEHNI0 TEX UMK UHBIX TOBapoB. OxapakTepnsoBaHbl NCMXONOrMYecKMe TEOPUK, Nexatumne B
OCHOBE NOTPEOUTENBCKUX NPeanoYTEeHNNA.

KnoueBble cnoBa: KynbTypa, KpOCC-KyNnbTypHbIE pa3nnuumsi, ToBapHas NnonuTuka, apxeTun,
noTpebuTensckme npeanoYTeHusl.
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Cultural preconditions of consumer preferences formation

Sergienko I.A.,student of 5th year REU them. GV Plekhanov, School of Marketing, Department of
Marketing, student 2nd year IDT (Institute) at Sciences, Department of Psychology, e-mail:
Sergienko.bi.rey@gmail.com

Article is intended for all who is interested in features of behavior of consumers who looks for ways of
improvement of the knowledge by means of allocation of unnoticed aspects of the studied phenomenon.
Article will be useful in studying of the psychological theories underlying consumer preference, and also
to all those who is fond of the theory of behavior of consumers.

Keywords: culture, cross-cultural differences, product policy, archetype, customer’s preference, cognitive
dissonance.
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PEFTMOHAIBbHbIN MAPKETUHI
REGIONAL MARKETING

PaspaboTka moaenu 3KonorM4eckoro MapkeTMHra B permoHe

Bensikoga H.A., nomMowHUK pykogodumernsi Llenmpa koHcynbmauyut rno passumuro busHeca «llpuduHa»,
e-mail: nat.and.belyakova@gmail.com

Manbiwee A.A., K. 3.H., [leH3eHCKul 2ocydapcmeeHHbIU yHUgepcumem apxumeKkmypbl U
cmpoumernbcmesa

B mapkeTuHre BblAeNnnock OTAeNbHOE HanpasneHne, KOTOPOe NMEHYETCS SKONOMMYECKUI MapKeTUHT.
Ero cylHoCTb 3aknioyaeTcs B CO34aHUN KOHCTPYKLMM B3aUMOOTHOLLEHUA Mexay noTpebutenem,
npoussoguTenem v obLecTBOM, KOTopas BKMoYaeT B cebs Takon JOMONMHUTENb-HbIA 3NIEMEHT, Kak
3alMTy OKpyKatoLwen cpeabl.

KnrouyeBble cnoBa: 3KONOrMYEeCKMn MapkeTUHI, MOAENb 9KOMNOrMYeckoro MapkeTuHra, MHCTPYMEHTbI
yrnpaBneHus, CybbekTbl ynpaBneHus 3KONOrM4ecknm MapKeTUHIOM.
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Developing a model of environmental marketing in the region

Beljakova N.A., Assistant Director of the Center for Business Development consultation "Cause"”, e-mail:
nat.and.belyakova@gmail.com

Malyshev A.A., Ph.D. in Economics, Penza State University of Architecture and Construction

In marketing to obtain a separate area which is referred to as environmental marketing. The essence of
environmental marketing is to create a structure of relationships between consumers, producers and the
public, which includes an additional element, such as environmental protection.

Keywords: environmental marketing, marketing model of environmental management tools, subjects
control environmental marketing
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MapKkeTUHr permoHa: AUCKYCCUOHHbIe BONPOCHI MeTOAO0NOrMU U MEeTOAUKU
®ponoe A.11., 9. 5. H., npogheccop, 3asedyrouull kaghedpol MapkemuHaa u peknamesl,Boneozpadckuli
2ocydapcmeeHHbil yHugepcumem, e-mail: ecodev@mail.ru

B cTaTbe npefcTaBneHbl aBTOPCKUE BapuaHTbl OTBETOB Ha AMCKYCCUMOHHbIE BOMPOCHI TEOPUM U MPaKTUKK
pervioHanbHoro mapkeTuHra. MNpeanoxeHa TpexypoBHEBasi MOAENb codepKaTernbHON AepuHMLMM
MapkeTuHra Tepputopuii. O6oCHOBaHa MHCTUTYLIMOHABHO-3BOIOLMOHHAS KOHLENLUst NoTpeGneHus
TeppuTOpUanbHbIX TOBAPOB U MOJEeNb UX KOMMOHEHTHOW CTPYKTYpbl. PaspaboTtaHa npoleccHas Modernb
3KOHOMMYECKOro MexaHuama peanunsaumm permoHanbHoM MapKeTUHIOBOW cTpaTermu.

KnioueBble crioBa: MapKeTVHI pervoHa, MapKkeTUHIoBasi CTpaTerusi, Toeap Tepputopuu,
WHCTUTYMpPYIOLLME TOBapbl, CTEMKXONAEPbl, MEXaHN3M PErMOHaNbHOrO MapKeTUHra.
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Regional marketing: discussion on methodology and techniques
Frolov D.P., HE Doctor of Economics, professor, head of marketing and advertising,Volgograd State
University, e-mail: ecodev@mail.ru

The article presents the author's answers to discussion questions in the theory and practice of regional
marketing. Three-level model of definition of place marketing is proposed. Institutional-evolutionary
concept of consumption of place products and model of its component structure are grounded. Process
model of economic mechanism of the implementation of a regional marketing strategy is developed.
Keywords: marketing of region; marketing strategy; place products; instituting goods; stakeholders,
mechanism of regional marketing.
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MAPKETUHI" 3AKYIMNOK
MARKETING OF PROCUREMENT

AxTyanbHble BONpOChI B3aUMOAeMCTBUA NOTpebuTenen n NnocTaBLINKOB B YCIOBUSIX AeNCTBUSA
nonoxeHun ®eaepanbHoro 3akoHa ot 18 utona 2011 r. Ne 223-®3
lneweHko B.U., k. 3. H., ®I'YT1 «[03Hak», Ha4anbHUK yripasneHusi, e-mail: v_pl@mail.ru

Berynuswimi B cuny B 2012 r. ®eagepanbHbivi 3akoH oT 18 utons 2011 r. Ne 223-d3 «O 3akynkax ToBapoB,
paboT, ycnyr oTaenbHbIMY BUOAAMU HOPUONYECKUX NULL» CO3aan HOBYHO peanbHOCTb AN 3HAYMTENbHOro
yucrna npegnpustuim B Poccum, npuyeM kak anst HeNoCpPeACTBEHHbIX OUIypPaHTOB yKa3aHHOro 3akoHa,
TaK u 4ns ux 4enoBbix NapTHEPOB. ABTOPOM pacCMaTpUBAOTCS BOMPOCHI, CBA3AHHbIE C MOCTPOEHUEM
[OJTTOCPOYHbIX OTHOLLIEHWI B UBMEHUBLLUNXCS YCINOBUAX, HEOOXOANMOCTBIO OnpeneneHuns HayarnbHom
(MakcumanbHORN) LieHbl OroBopa, a Takke Npobrembl y4acTUsi MHOCTPaHHbLIX KOMMaHWUIA B 3aKyNMOYHbIX
npoLenypax.

KnroueBble cnoBa: ®enepanbHbint 3akoH Ne 223-O3, 0onrocpoyHble OTHOLEHMS!, HaYarnbHas



(MaKCI/IMaJ'IbHaFl) LeHa AoroBsopa, 3akyno4Hblie npouenypbl, 3aKyrnka y MHOCTPaHHbIX KOMMaHWMN.

Ucnonb3lyemMble UICTOYHUKN
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2. MNMoctaHoBneHue lMNMpaButensctea P® oT 21 noHs 2012 r. Ne 616 «O6 yTBEpXaeHUN nepeyHsi ToBapos,
paboT 1 ycnyr, 3aKynka KOTOpbIX OCYLLECTBNAETCHA B 3NEKTPOHHOW hopMe».
3. Mpobnema npospayHocTn // BegomocTtu. — 2012. — 4 nex.

Actual questions of consumers and suppliers interaction according to statutes action of The
federal law Ne 223-FZ
Pleshchenko V.1., Ph.D. in Economics, FSUE «Goznak», Head of department, e-mail: v_pl@mail.ru

Which came into force in 2012, Federal Law No. 223-FZ "On procurement of goods, works and services
to certain types of legal entities" created a new reality for a large number of enterprises in Russia, both for
the direct subjects of this document and their business partners. The author discusses the issues
associated with building a long-term relationship in changed circumstances, defining the initial (maximum)
price of the contract, as well as problems of participation of foreign companies in the procurement
procedures.

Keywords: Federal Law No. 223-93, long-term relationship, initial (maximum) price of the contract,
procurement procedures, purchasing from foreign companies.
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MHTEPHET-MAPKETUHI
INTERNET-MARKETING

MpoaBuxeHne TOBapoB B COLManbHbIX CETAX
Lllecmakoea E.B., k. 0. H., 2eHeparnbHbil Oupekmop OO0 «AKmyarsnbHbIl MEHEDXMEHM», e-mail:
shestakova.ekaterina@gmail.com

B HacTosiLee Bpems Bce OorblUe KOMMAHUI NPOABUIaloT CBOM TOBApPbl U YCIyrn B cOLUManbHbIX CETAX, U
3TOMY eCTb pa3ymMHoe 0ObsCHEHUWE: B NOCNeAHee BpeMs BCe Yallle opuandeckme u pusmyeckne nuua
ULLYT HeobxoauMble TOBapbl 1 YCRyrn B coLmManbHbIX CeTAX, Bonblue BpeMeHn 3aHMMaeT BUpTyanbHoe
obLeHne, aaxe obLieHMe ¢ Apy3bsMMI, KONneramu, U NOUCK CNyTHUKOB XU3HW NPOXOAUT Yepes
WHTepHeT. [10aTOMYy 04YEeHb BaXXHbIM MapKETUHIOBbLIM XOA0OM SIBISIETCA NPOABMXKEHME YCNYr U TOBapoB B
NHTepHeTe.

KnrouyeBble crnoBa: NpoABMKEHNE TOBApPOB, MPOABWKEHUE YCIyT, counarnbHble CETU, opugndec-kme un
dmsmnyeckme nuua.
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Promoting goods in social networks
Shestakova E.V., The candidate of jurisprudence , the general director of Open Company «Actual
management», shestakova.ekaterina@gmail.com

Now more and more companies are promoting their products and services in social networks. That
process has a reasonable explanation: in a recent times LLC and individuals looking for goods and
services in social networks. Virtual communication takes more time, even spending time with friends,



colleagues. A lot of people are looking for the boy-fiend or girl-friend in Internet. Therefore a very
important marketing step is to promote goods and services in Internet.
Keywords: promoting goods, promoting services, social networks, LLC and individuals
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OPrAHU3ALINA MAPKETUHIA
MARKETING ORGANISATION

MapkeTuHrosble ponu B UT-komnaHum

Cmpex B.M., mazucmp sKOHOMUYECKUX HayK, npernodasamerib kaghedpbl meHedxmeHma YO «bI'YUP»,
crieyuanucm o mapkemuHay OO0 «[DxkeHepalwH-lNu KoHcanmure», e-mail: V. Strezh @gp-sol.de
lMapxumeHko B.A., k. 3. H., doyeHm, 3agedyrouwuli kaghedpol akoHoMuku YO «BI'YUP», e-mail:
parkhimenko@bsuir.by

BoHdapeHko M.H., dupekmop o npodykmy GP Solutions GmbH, e-mail: m.bondarenko@gp-sol.ru

PaccmatpuBatotca uenb, 3agaym u yHKUUMK MapkeTuHra B VIT-koMnaHnsiX B pamMmKkax aBTOPCKOM
TPEXypOBHEBOM Knaccnukaumm MapkeTUHroBomn gearenbHocTu. ONMCcbIBalOTCA MapKeTUHIOBbIE PO,
BbINOMHSAEMbIE Pa3fMYHbIMU CrieLManmcTamm KOMNaHMm He3aBUCUMO OT UX PaKTUYECKOWN OOIMKHOCTH.
KnroueBble cnoBa: MapKeTUHT, MHPOPMaLIMOHHbIE TEXHONOMMN, NporpaMmMHoe obecnedeHue,
MapKeTUHroBble YHKLUN 1 POnN.
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2. NapxumeHko B.A. KoHuenunsa kayecTBEHHOM HEOAHOPOLHOCTUN N epPapXMYHOCTN MapKETMHIOBOW
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Marketing roles in the IT Company

Strezh V.M., master of economic sciences, teacher of chair of management of UO "BGUIR", marketing
expert of JSC Generation_P Consulting, e-mail: V.Strezh @gp-sol.de

Parhimenko V.A, Candidate of the economic sciences, Assistant professor, head of the department of
economy of UO "BSUIR", e-mail: parkhimenko@bsuir.by

Bondarenko M.N., director for GP Solutions GmbH product, e-mail: m.bondarenko@gp-sol.ru

Marketing in IT-companies is analyzed concerning its aim, tasks and functions within the framework of the
three-level model. Marketing roles of personnel are described unaffected by actual job titles.
Keywords: Marketing, IT, software, marketing functions and roles.
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NPABOBOE PEINYIIMPOBAHUE MAPKETUHIA
LEGAL REGULATION OF MARKETING

NocTtaHoBneHue npaButenbcTBa Poccumckon Penepaumm ot 20 gekabpsa 2012 r. Ne 1346 «O6
yTBEpPXKAEeHUU NONOXKEHUs1 0 FTOCyAapCTBEHHOM HaA3ope B 061acTu peknamMbi»



The governmental order of the Russian Federation from December, "20th, 2012 Ne 1346 «About
the position statement about the state supervision in the field of advertising»
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MAPKETUHI" 3A PYBEXOM
MARKETING ABROAD

PasmbIWwneHnsa no otaenbHbIM MapKeTUHIOBbLIM BONpocam
MapmuH JTuHdcmpom, ceHeparnbHbil dupekmop MARTIN LINDSTROM COMPANY LTD

B ny6nvkyembIx MaTepuanax usnaratotcs pesynbraTbl HAabnoAeHNs 3a UCNONb30BaHWEM CPEACTB
MapKeTWHra, B YaCTHOCTM BpeHauHra, B AeATeNbHOCTU COBPEMEHHbBIX 3apy0eKHbIX KOMMaHWiA
NpevMyLLEeCTBEHHO Manoro 6usHeca. MapTuH JIMHOCTPOM SIBNSIETCS M3BECTHLIM CMELMANMCTOM B
obracti 6peHauHra u YrieHoM peAakUMOHHOTO COBETA HaLero XypHana.

KnioueBble cnoBa: 6peHa, 6peHauHr, peknama, npoussoauTenb, noTpebuTens, norotun,
MapKeTWHIroBbIA NNaH.
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Speculation on some marketing questions
Lindstrom M., eeHeparnbHbili dupekmop MARTIN LINDSTROM COMPANY LTD

This paper is dedicated to the results of observation for using of marketing tools, particular branding, in
activities of modern foreign companies including small business. Martin Lindstrom is famous specialist on
branding. He is a member of Editorial Board of magazine “Marketing in Russia and Abroad”.

Keywords: brand, branding, advertising, producer, consumer, logotype, marketing plan.
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