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TEOPUA U METOOOJNIO'NA MAPKETUHI'A
MARKETING THEORY AND METHODOLOGY

BunonsipHaa mogenb NoBefeHUsi NOTpPeouTens U MeTod onpeaerieHUs CTeneHn NONSAPHOCTH
noBepeHUA Nnokynartens

PamazaHoe U.A., 0. 3. H., npoghbeccop, 3asedyrouuli kaghedpoli opeaHU3ayuU U mexHonoauu
kommepyuu PIFT3IY, e-mail: iaramazanov@mail.ru

PaccmoTpeHbl noaxoabl kK U3y4eHuio noBeaeHust noTpebutens ¢ no3vumin COBMECTHOMO BINSIHUS
3KOHOMMYECKMX M KOTHUTUBHO-MCUXONOrMYecknx daktopos. MNpeactaBneHa GunonsipHasi Mogersb
noBefeHns NoTpebuTens, NpeariokeHbl Noka3aTenu OLEHKU NOMSIPHOCTU NoBeAeHUst oTpebutens un
METOAMKM KX onpeaeneHus. [JaHbl OCHOBHbIE XapakTepUCTUKV NoBeaeHUs noTpebutenen npu
pasnMyYHbIX 3HAYEHNAX KO3IMMDULIMEHTOB MOMSPHOCTU UX NOBEAEHUS.

KniouyeBble crioBa:; noBefeHve NoTpebutens, nokynaTenbckoe noBegeHue, prospect theory, mogens
noBeeHns NoTpebuTens, paunoHanbHoe noBeaeHve, ppauvoHansHoe nosedeHne, cTeneHb
BOBJIIEYEHHOCTM MOKyNaTens B NOKymKy.
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The bipolar model of consumer behavior and the meth od of the polarity degree determination for
the buyer’s behavior



Ramazanov I.A., head of the Department of "Organization and technology of Commerce" RSUTE, Doctor
of Science, Economics, e-mail: iaramazanov@mail.ru

Different approaches to study consumer behavior from the point of view of joint impact of economic and
cognitive-psychological factors are used. A bipolar model of consumer behavior is presented, indicators
of behavior polarity evaluation and methods of their definition are proposed, main characteristics of
consumer behavior at different values of consumer behavior polarity coefficient are described.

Keywords : consumer behavior, buying behavior, prospect theory, a model of consumer behavior, rational
behavior, irrational behavior, degree of involvement of the buyer in the purchase.
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MAPKETUHIOBbIW UHCTPYMEHTAPUUA
MARKETING TOOLS

OKOHOMUKO-MaTEMaTUYeCKasi Teopus MmeguansaHMpoBaHuA
Uimamoe I'.A., k. chus.-mam. H., C. H.Cc., Ypanbckul ¢pedepanbHbili yHugepcumem,e-mail: sga36@mail.ru

B cTaTtbe nanaraloTcs MeTo40NorMsa 1 TEXHOMNOrMsa NNaHMpoBaHUSA peknaMmHou kamnaHun. MNpusoaarcs
NPVHLUMMBI 9KOHOMUKO-MaTeMaTU4eCKon TeoprMM MeguannaHupoBaHus, NO3BOMNSAI-LLEN pellaTb 3agayn
yrnpaBneHus 1 onTMMM3auny peknaMHoro oomkeTa npu pasmMelleHmmn peknamsl B CMU.

KnroueBble cnoBa: MeauannaHupoBaHue, peknama, MyrnbTUMeaMnHOCTb, ONTUMMK3aL S,

3 PEKTUBHOCTD.
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The economic-mathematical theory of media planning
Shmatov G.A., Senior Researcher, Ural State University, Candidate of Physics and Mathematics, e-mail:
sga36@mail.ru

In article the methodology and technology of planning of an advertising campaign is stated. The principles
of the economic-mathematical media planning theory are presented which give the opportunity to achieve
the advertising budget optimization when placing advertisements in the media.

Keywords : media planning, advertising, multimedia , optimization, efficiency.
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mail: Sergeeva.ea@rea.ru

B cTaTtbe paccmaTtpusaloTca MeTod0norMsa U 0cobeHHOCTU UccreqoBaHUs y3KocneumManuampo-BaHHbIX
pbIHKOB. MpuBOAUTCA NOAPOGHOE onMncaHue NPoBeAeHHOrO UCCIEA0BaHUS MO PbIHKY OKCcMaa CBUHLA U
rneTa, JalTCA OCHOBHbIE pe3ynbTaThl 3TOro uccrneaoBaHus. OnMcbIBalOTCA BO3MOXHbIE BapUaHThI
MPOEKTHLIX rPYNn U Heobxoaumas KBanuguKauus Ux y4acTHUKOB.

KnioueBble crnoBa: MapKeTUHI, MapKeTUHIOBbIE UCCNEeaoBaHNs, KabUHETHbIE UCCNeN0BaHNSA, PbIHOK
OKCWO0B CBMHLA, NepepaboTka akKyMYnATOPHbIX 6aTapen, y3kocneunanuanpoBaHHbIe pbIHKN.
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The article discusses the study methodology and characteristics of niche markets. A detailed description
of the study of the market lead oxide and singlet, we give the main results of this study. Describes the
possible project teams and the necessary qualifications of the participants.
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LEHOOEPA3SOBAHUE
PRICING

CtpaTterum LeHoo6pa3oBaHUA B CMeLUaHHOW LlenoYvKe NOCTaBOK NP MHPOpPMaLMOHHON
acummeTpum 3aTpar

Ban Y., Yai L., macucmpaHmb! kaghedpbl «MHOycmpuarnbHbil UHXUHUPUHE U MeHEeXMeHm, KOXHO-
Kumalickuli yHusepcumem mexHonoaud, e. 'yaHwxoy, Kumat

OcnaHoea K K., mazucmp Hayk 8 obnacmu meHedxmeHma, e-mail: ko77ok@gmail.com

B naHHoOI cTaTbe cpaBHMBAOTCA TPAAULIMOHHBIA U MHTEPHET-KaHanbl cObiTa; UCNOMb3ysA Takue akTopbl,
KaK LieHa, cepBuC 1 NoTpebuTenbckoe NprM3HaHue, NocTpoeHa pyHKUUS cnpoca; ChopMrUpoBaHa Mogesb
LTakensbepra ¢ AOMUHUPYHOLLEN POSIbI0 PO3HMYHOIO NpoAaBLa Ans aHanu3a NoBeAeH s YreHOB
LieNoYKM NMOCTaBOK M UX LLIEHOBOW MOSIMTUKM MPU pasHbIX CUTyauuUsX MHPOPMaLMOHHON acuMMeTpuin
3atparT. [Mony4yeHHble pesynbTaTbl CBUAETENLCTBYIOT O TOM, YTO, KOrAa PO3HUYHbIN NpoaaBel, UMeeT
MHpOPMaLIMOHHOE NMPEBOCXOACTBO, OH He BOyAeT NraTb O CBOMX 3aTpaTtax, TOr4a Kak Npou3BoauTesb Npu
MHOPMaLIMOHHOM MPEBOCX0ACTBE OyAeT NpeaoCTaBnsATe HEBEPHYIO MHGOPMaLWIO Anst TOro, YToBbI
YBENUYNUTb CBOIO NPpUBLINb, HO Takoe ero noBeAeHve NpPUBeaeT K CHKEHWUIO MPUGLINN PO3HUYHOIO
npoAaBua 1 LienoYky NocTaBoK B LienoM. [1oaToMy nokasaHbl AeTanu, KoTopble Hy)KHO y4ecTb Npu
NPOEKTUPOBAHUW KOHTPaKTa 0 CTUMYNPOBaHUM o6MeHa MHdopmaLlmen.

KnioueBble cnoBa: mogens LUtakensbepra, MHbopMaLMOHHas acMMeTpUs 3aTpar, LieHoBasi MoNUTUKa,
CMeLlaHHble KaHanbl cobiTa, Lernoyka NocTaBok.
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Research on pricing policies of hybrid-channel supp ly chain based on asymmetric cost
information

Wang Q., Cai S., Master's Degree Students of the Department of Industrial Engineering and
Management,South China University of Technology, Guangzhou, China

Ospanova K., Master of Management ScienceWritten under supervision of Associate Professor Tang
Dongping,South China University of Technology, Guangzhou, China,
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Through comparing the difference between the traditional channel and Internet channel, using some
factors such as price, service and consumer acceptance the demand function was created. A retailer-led
Stackelberg game model was established to analyse Supply Chain members’ lying behaviour and pricing
policy under many cases of asymmetric cost information. The results indicate that when the retailer has
information superiority, he won't lie. When the manufacturer has information superiority, he will lie to
improve his profit, but this behavior will reduce the profits of the retailer and the Supply Chain. So some
details were shown which should be considered while designing an incentive contract to promote
information sharing.

Keywords: Stackelberg game; Asymmetric cost information; Pricing policy; Hybrid-channel; Supply
Chain
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KAHAIbI CEbITA
DISTRIBUTION CHANNELS

Knaccudmkaums BHemarasmHHbIX ¢hopm TOproenu

Ykanoea O.B., 0. 5. H., npogheccop, 3as. kaghedpol KomMmepyecKol OessimesIbHOCMU 8 mopa0erie U
obwecmeeHHoM nnumaHuu, Huxezaopodckull 2ocydapcmeeHHbIl yHusepcumem um. H.U. Jlobavyeackoeo,
e-mail: ochkalova@ fup.unn.ru

PaccmatpurBaloTcsl U CUCTEMHO aHanNM3NpyloTCs BHEMarasuHHble opMbl Npoaaxu ToBapos. MpeanoxeH
noaxoA K KnaccudukauumM OaHHOro CeKTopa TOproBnn. PackpbliBatoTca XapakTepuc-TUKM OTAENbHbIX
BMOOB BHEMarasuHHON TOProBnux, NoKa3aHO COCTOSIHME M TeHAEHUUN UX pasBuTUs. PaccMoTpeHsl
TUNUYHbIE OLWMBKKX Npu ynoTpebneHun psaa dopmMaToB BHEMarasmHHON TOProBIu.

KntouyeBble cnoBa: krnaccudguvkaums BHemMarasmHHbIX oopM TOProBn, NpsiMble, AUCTaHLMOHHbIE,
NUYHbIE NPOAaXW, ONPEKT-MAPKETUHT, MPSIMOI MapKETUHT, MOChINIOYHAs TOProBIsi, TefieMarasvH,
WHTEPHET-TOPIOBIIS, UHTEPHET-CalT, UHTEPHET-BUTPUHA, UHTEPHET-MarasuH, TOproBasi UHTEpPHeT-
cuctema.
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Classification of non-store forms of trade

Chkalova O.V., doctor of sciences in economics, professor, head of chair "Commercial activity in trade
and catering”, Lobachevsky State University of Nizhni Novgorod,

e-mail: ochkalova@ fup.unn.ru

Reviewed and systematically analyzed non-store ways of selling goods. There is an approach to the
classification current trade sector. Revealed the characteristics of individual forms of non-store selling,
author shows the status and trends of their development. The article shows common mistakes in the use
of a number of formats non-store selling.

Keywords: Classification of non-store forms of trade, direct selling, distance selling, personal selling,
direct marketing, mail-order trade, teleshopping, online shopping, website, Internet-shop window, online
shop, online trading system.
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MAPKETUHIOBbIE KOMMYHUKALIUN
MARKETING COMMUNICATIONS

LleHHOoCTHas moaens MHTErpMpoBaHHOro MapKeTUHIOBOrO NpeasioxXeHust
Tau E.I"., npernodasamernb Kaghedpbl MapKkemuHaa u mopaogoeo Oena, KybaHckul eocydapcmeeHHbIl
yHusepcumem, e-mail: lentyan@yandex.ru

CTaTbs NoceslleHa UCCreaoBaHuWio LLIEHHOCTHOrO BOCNpuATUs noTpebutens. Paccmatpueatotca
LIEHHOCTHble (bakTopHble Modenu. MpeanaraeTca aBTopckas LEHHOCTHAs MOAENb MHTErPUPOBaH-HOIo
NpeanoXeHusl.

KniouyeBble crioBa: MapKeTMHIOBOE NpeanoXeHue, MHTErPUPOBaHHOE MapKETUHIOBOE Npeasioxe-Hue,
LIEHHOCTHOE BOCMpUSATME NMPOAYKTA.
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The value model of integrated marketing proposal
Tyan E.G., Lecturer of department marketing and trading business, Kuban State University, e-mail:
lentyan@yandex.ru

The article is devoted to research consumer perception of value. Considered value factor models. Offered
author's model of integrated value-proposition.

Keywords: marketing proposal, integrated marketing proposal, valuable consumer perception of the
product.
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dakTopbl, BNuswLlue Ha chopmupoBaHue 6peHaa ropona

Mpowee U.B., 0. 3. H., 0. ncuxon. H., 3acnyxeHHbIl Oessimenb Hayku P®, npogheccop, npopekmop
Tambosckozo eocydapcmeeHHO20 yHuUsepcumema um. I.P. [lepxasuHa,

e-mail: aus_tgy@mail.ru

CmenaHbiyesa E.B., K. 3. H., cmapuwuli npernodasamerb kaghedpbl «YrpasreHue nepcoHanom u
MapkemuHaa» Tamboecko20 2ocydapcmeeHH020 yHuUgepcumema um. I.P. [JepxasuHa, e-mail:
aus_tgy@mail.ru

B ctatbe paccmaTpuBaloTcs 0co6eHHOCTM hopMMpoBaHnst bpeHaa ropoaa, BblaensioTcs TPU OCHOBHbIE
KaTeropmm ero LeHHoOCTen. AHanM3npyTCcs KoYeBble XapakTepucTrkn bpenaa ropoaa, a Takke
NPeACcTaBNsTCSA N ONUCLIBAOTCS COCTaBMAIOLLME NCUXONOrMYECKON CTPYKTYPLI ropoAckoro bpeHaa:
cTatyc, 06nuK, «ayLa» ropoaa.

KnioueBble cnoBa: 6peHa, 6peHanHr, ropod, KOHUENUus, KynbTypa, noaxod, notpebuTens, LEHHOCTb.
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Factors influencing the city’s brand formation

Groshev 1.V, Doctor of Economics, Doctor of Psychology, Professor, Honoured Science Worker of the
Russian Federation, Pro-rector, e-mail: aus_tgy@mail.ru

Stepanycheva E.V., Candidate of Economics, Senior Lecturer of the Staff Management and Marketing
Department of Tambov State University named after G.R. Derzhavin,

e-mail: aus_tgy@mail.ru

The article scrutinizes the peculiarities of city’s brand formation; three main categories of its values are
highlighted. The key characteristics of the city’s brand are analyzed; also components of psychological
structure of the city’s brand are presented and described: status, image, “the soul” of the city.
Keywords: brand, branding, city, concept, culture, approach, consumer, value.
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KOHKYPEHTOCMOCOBHOCTb
COMPETITIVENESS

BepTukanbHasa MHTerpaumsa v NoBbllleHMe KOHKYPEHTOCNOCOBHOCTH Npon3BoauTenen B
COBpPEMEHHbIX YCNOBUAX
lneweHko B.U., k. 3. H., Ha4danbHUK ynpasneHus OYl «[o3Hak», e-mail: v_pl@mail.ru

Ob6ecneyeHne JONTOCPOHHOIO U CTabUNbHOro pexmma OyHKLMOHUPOBaAHUSA NPOM3BOACTBA SABMSETCA
BaXKHOW YaCTbO0 KOHKYPEHTHOM cTpaTerun npeanpuatnd. OgHNUM u3 nyTen, BeyLnx K AOCTUXEHUIO
[aHHOro pesynbTaTta, SBnsieTcs BepTukanbHasa nHrerpaums. lNpy Bcex BO3MOXHbIX HEFaTUBHbIX
adppekTax, ConyTCTBYHOLMX AaHHOMY BapuaHTy pa3BuUTUS KOMMAHWU, B YCIOBUSAX BCTYMNEHUS
Poccuiickon ®epepauumn B BTO yBennyeHne 3KOHOMUYECKON KOHLEHTPaLUUKN B paMKax AeACTBYHOLLMX
Lenen NocTaBokK NpeAcTaBnseTcs HeobxoaMMonm MepOo, CMOCODCTBYIOLLEN COXPAHEHMIO
KOHKYPEHTOCNOCOBHOCTM OTEYECTBEHHbBIX MPOM3BOAUTENEN.

KnrouyeBble cnoBa: KOHKYPEHTOCNOCOBHOCTb, KOHKYPEHTHbIE CTpaTernu, BepTukanbHasa nHTerpauus,
BepTUKaNbHbIE COrnalleHns, SKOHOMUYecKas KOHLEeHTpaums.
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Vertical integration and the competitiveness of pro ducers in modern conditions
Pleshchenko V.1., Ph.D. in Economics, FSUE «Goznak», Head of department,
e-mail: v_pl@mail.ru

Ensuring long-term and stable operational mode of production is an important part of the competitive
strategy of enterprise. One of the ways of achieving this result is vertical integration. When all possible
adverse effects associated with this version of the company's development, in conditions of entry to the
Russian Federation in the WTO, increased economic concentration in the supply chain is a hecessary
measure to preserve the competitiveness of domestic producers.

Keywords: competitiveness, competitive strategy, vertical integration, vertical agreements, economic
concentration.
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EzpawuHn A.B., 2ceHeparbHbIl Qupekmop azeHmcmea eeb-koHcanmuHea Red and Red, e-mail:
ceo@redandred.ru

Korga nHTepHeT-MapKeTUHT 3110. TpU XU3HEHHBIX NPUMeEpa O TOM, Kak He [JoMmKHa BecTy cebs Balua
KOMMaHUS, eCMN He NPUHATO pelleHne NoTepsaTb AeHbrM U penyTauuio.

KniouyeBble cnoBa:; Be6-koHCanTUHI, GpeHanpoBaHne, No3nLMOHMPOBaHWE, PEMNMO3NLNOHNPO-BaHME,
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Internet-marketing: mystering creature who will eat all your resources
Egrashin A.V.,CEO & Founder Red and Red — Agency of web-consultingRed and Red, e-mail:
ceo@redandred.ru

When internet-marketing is evil. Three real life examples how your company should not do if not decide to
lose money and reputation.
Keywords: Web consulting, branding, positioning, repozitsionirovanie, advancement, target audience.
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PernoHanbHbIN MapKeTUHr B AencTBun: cnyvyam Bonrorpagckom obnacrtu

®ponoe A.11., 8. 3.H., npogheccop, 3asedyrouwuli kaghedpoli MapkemuHaa U peknamsl, Bonzozpadckuli
2ocydapcmeeHHbil yHugepcumem, e-mail: ecodev@mail.ru

Uluwkoe B.A., s3koHOoMucm o byxaanmepckoMy y4emy U aHanu3y xo3ssticmeeHHoU dessmenibHoCmu,
Boneoepadckuli 2ocydapcmeeHHbili yHusepcumem,

e-mail: marketech@volsu.ru

CucrtemaTtnsmpoBaH 1 NpoaHanM3vpoBaH OnbIT BHEAPEHWUSA KOHLENUMN TEPPUTOPUANBHOIO MapKkeTUHra B
Bonrorpaackoii o6nactu. BelgeneHsl aTanbl U (oopMbl 3TOrO NpoLecca, AeTannampoBaHbl TUNUYHbIE AN
pervioHoB Poccum npobnemsl cTpatermyeckoro MapKkeTUHroBoro nnaHuposaHus. MNpeanoxeH Habop
NpaKTUYECKUX pekoMeHaaLuit No paspaboTke 3TaNOHHON perMoHanbHoOM MapKeTUHIOBOW CTpaTermu.
KnioueBble crioBa: pervioHasibHbIi MapKeTUHI, MapKeTUHIoBas cTpaTerusi, pebpeHauHr, CTerkxonaepsi,
MapKeTVMHIOBble KOMMYHUKaLUN.
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Regional marketing in action: case of Volgograd reg ion

Frolov D.P., Doctor of Economics, Professor, Head ofmarketingand advertising,Volgograd State
University, e-mail: ecodev@mail.ru

Shishkov V.A., economist accounting and business analysisactivities, Volgograd State University,e-mail:
marketech@volsu.ru

Experience of introduction of place marketing concept in Volgograd region is systematized and analysed,
stages and forms of this process are allocated, typical for Russian regions problems of strategic
marketing planning are detailed. Practical recommendations about development of basic regional
marketing strategy are offered.

Keywords : regional marketing; marketing strategy; rebranding; stakeholders; marketing communications.
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MEXOYHAPOOHbIA MAPKETUHI
INTERNATIONAL MARKETING

Be3onacHasa cmeHa Megua-KaHanoB: CTPYKTypHas OCHOBa Al UHHOBaLUMn

AyHkaHn Caymeeilim (Duncan Southgate), arnobasnbHbiti dupekmop o yugposomy 6peHduHay Millward
Brown,

HxoH CeeHdceH (John Svendsen), enobanbHbil dupekmop rno medua 6peHduHeay Millward Brown

[MOCTOsIHHO NOSIBNIAOTCS BCE HOBbIE M HOBbIE MeAMa-KaHarnbl, 1 MapKeTOSIory YacTo He 3HatoT, Kak
npaBuIbHO caenaTb BbIOp Mexay HUMK. PaccmaTtpurBaeTcs BO3MOXHOCTb NMPUMEHEHUS NPUHLIKNG
70/20/10 B Ka4ecTBe OCHOBbI 1151 Pa3BUTMUS UHHOBALMOHHOW AEATENbHOCTU U ONTUMU3aLMn
pacnpegenenuns meguna-otaxeToB.

KnioueBble cnoBa: mapkeToror, 6peHa, kpeaTuB, Megna-kaHan, megna-6tookeT, pacnpeneneHue,
npuHumn 70/20/10, onTumusaumsi.

Mcnonb3yemble NCTOYHUKU

1. www.mb-blog.com.

2. http://www.millwardbrown.com/Libraries/MB_POV_Downloads/Millward
Brown_POV_Digital_Share.sflb.ashx

3. http://www.wpp.com/wpp/marketing/branding/brand-building-along-the-medialongtail

4,
http://www.millwardbrown.com/Libraries/MB_POV_Downloads/MillwardBrown_POV _Integrated_Planning
.sflb.ashxw

Safe change of media channels: a structural basisf  or innovations
Duncan Southgate, Global Director ofDigitalBrandingMillward Brown
John Svendsen, Global Director ofMediaBrandingMillward Brown

New media channels are emerging all the time, and marketers are often unclear how to choose among
them. There is no automatic driver that encourages the adoption of new media channels. Consider the
application of a 70:20:10 allocation model for optimization of media-budget allocation.

Keywords: marketers, brand, creative, media-channel, media-budget, allocation, 70:20:10 model,
optimization.
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Mopenb pacnpegeneHus megua-6roaxetTa B aBTOMOOUNBLHOM oTpacnu
Huk Bynn (NickBull), pykosodumens denapmameHma asmomoburibHo20 pbiHka, Millward Brown

PaccmaTtpuBaeTcs BO3MOXHOCTb NPUMEHEHNST MOAENN pa3MeLLeHMs peknambl Ha Meana-kaHanax.
Mopenb BkntovaeT: 30Hy komdopTta — 70%; 30HY MHHOBaLMI B NpoBepeHHble naen — 20% 1 30HY HOBbIX
passuBatoLLmnxca kaHanos — 10%.
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Marketing cars: change media gear
Nick Bul, Head ofthe automotive market, Millward Brown

Car marketers need to take some risk with their media placement and ensure that new channels are
tested, using a 70:20:10 allocation model. The model includes: the comfort zone - 70%; innovating
around what works - 20%; the unknown zone - 10%. Consider the application the model to marketing
cars.

Keywords: marketers, car marketing, car market, risks, creative, media-channel, allocation, 70:20:10
model.
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Kak BaXXHO ObITb 3aMeTHbIM, OTIIMYUTENIbHBIM U 3HAaYNMbIM
Mxow Camroanb (Josh Samuel), dupekmop esponelickozo [JenapmameHma passumusi, Brand
Equity/Millward Brown

PaccmatpuBatoTcsa Takme dakTopbl ycnexa 6peHaoB, Kak nx 3HauMmMoe NpenmyLLecTBo, 3aMeTHOCTb U
OTINIMYHOCTb OT OKpPYXeHus. ManaraoTca pesynbTaThl peanvsasmm NUoTHOro NpoeKTa, CBA3aBLUero
OTBETbl PECMOHAEHTOB C UX (PaKTUYECKMM NOKyNaTenbCKUM NMOBEAEHNEM, a TaKKe C
HenpoM3nMONorMYeckMMn gaHHbIMU. OTO NCCreAOBaHNE MO3BOSUITO BbIABUTE Hanbonee adpeKTUBHbIE
Crnocobbl OLEHKN 3HAYMMOCTM, OTIINYUTENBHOCTU U 3aMEeTHOCTM BpeHaOoB.

KnroueBble cnoBa: 6peHp, nokynaTenb, LLEeHHOCTb BpeHaa, yHUKansHoe ToproBoe npeanoxeHue,
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The power of Being meaningful, different, and salient
Josh Samuel, Director of the European Department of Development,
Brand quity/Millward Brown

It was shown that successful brands are meaningful, different, and salient. Marketing research opened
how these brand qualities act on the minds of consumers to affect purchase decisions.

Keywords: brand, buyer, brand value, unique selling proposition, awareness, pilot project, meaningful
brand, different brand, salient brand.
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PbIHKW: COCTOAHUE U PASBUTUE
MARKETS: STATE AND DEVELOPMENT

MNepcnekTuBbLI pa3BUTUA pPbIHKa NepenenvHoro Anua n msica B Poccun

lenepanoea C.B., 4. 3. H., npogeccop, Capamosckuli 2ocyGapcmeeHHbIl yHugepcumem um. H./.
Basurnosa, e-mail: ssau-generalova@yandex.ru

Psiboea A.U., acnupaHm, Capamosckuli 2ocydapcmeeHHbil yHugepcumem um. H.U. Basunosa, e-mail:
RJ.alyona.1881@yandex.ru

B cTaTbe npeAcTaBneH KpaTkuii aHanmn3 POCCUINCKOro pbiHKa nepenennHoro anua u msaca v onpeaeneHbl
nepcnekTvBbl ero pa3euTusi. OxapaKkTepu3oBaHbl OCHOBHbIE CYLLECTBYIOLLME CEerMEHTbI NoTpebuTenei
npoayKuMn nepenenoBoacTtea. [peAcTaBneHbl OCHOBHbIE HanpaBeHNs MPOMbILLIIEHHOTO NMPUMEHEHNS
nepenenvHbiX SuL 1 Msca.
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Prospects of the quail's egg and meat market develo  pment in Russia

Generalova S.V., Doctor of Economic Sciences, Professor, Saratov State Agrarian University in honor of
N.l. Vavilov. Russia, e-mail: ssau-generalova@yandex.ru

Ryabova A.l., Post-graduate Student, Saratov State Agrarian University in honor of N.I. Vavilov.

Russia, e-mail: RJ.alyona.1881@yandex.ru

The brief analysis of the Russian quail’ egg and meat market is presented and the basic prospects of its
development are defined in the article. The basic present segments of quail breeding industry consumers
are characterized. The basic directions of industrial use of quail eggs and meat are presented.

Keywords . quail breeding industry, segments of consumers, development tendencies.
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CocTtosiHue pblHKa Bbicllero npodgeccuoHanbHoro obpasoBaHus Poccum u nepcnekTuBbl ero
pa3BuTuA

LlesyeHko [].A.,0. 3. H., npogpeccop, 3agedyrouuli kaghedpol MapkemuHaa U pekrnambl Pocculicko2o
e2ocydapcmeeHHO20 2yMaHUmMapHo20 yHueepcumema, e-mail: shevm@rggu.ru

B craTtbe cTaBuTCA 3agaya NpoBECTU MApPKETUHIOBLIN aHanu3 pa3BMTUS COBPEMEHHOTO PbIHKA BbICLLETO
npodeccuoHansHoro obpasoBanus (BMO) B Poccun, BbISIBUTb OCHOBHbIE TEHAEHLNW, C KOTOPBIMMA
CTONKHYTCS BY3bl B Onvbkanwime natb neT.

KnroueBble cnoBa: gemorpaduyeckasa cutyaumusa B Poccum, ctoumocTb peiHka BIMO, sapnnata
npodeccopcko-npenoaaBaTenbCKoro coctaBsa, TeHaeHUun Ha peiHke BINO, notpebutenu n onepatopsbl
pbiHka BIMO, cnpoc u koHkypeHuus Ha pbiHke BI1O, ueHbl Ha pbiHke BI1O, nepcnektuBbl peiHka BI1O.
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State of the market of higher education in Russiaa  nd prospects of its development
Shevchenko D.A., doctor of economic sciences, professor, head of marketing and promotion of the
Russian State University for the Humanities, e-mail: shevm@rggu.ru

The article seeks to conduct a marketing analysis of the market development of Higher professional
education in Russia (HPE). To identify the key trends that universities face in the next five years.
Keywords : the demographic situation in Russia, the market value of HPE, salary PPP, market trends
Higher professional education, consumers and market operators HPE , demand and competition on the
roar of HPE, market prices HPE, market prospects HPE.
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