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MpumeHeHne metona SERVQUAL ans aHanu3a v coBepLlUeHCTBOBaAHUA CEPBUCHOM NONUTUKM (Ha
npumepe OAO «Poctenekom», r. KemepoBo)

WWadpuh B.I"., k. 3. H., doyeHm, 3asedyrowuli kagpedpoli «MapkemuHa» ®IEQY BINO Kemeposckuli
mexHo10au4YecKuli UHCmumMym nuuwiegou npoMbILWIeHHOCMU,

e-mail: viadii@mail.ru

r'eywee A.B., cmydeHm ®60Y BI1O Kemeposckuli mexHoo2u4eckuli uHcmumym nuuiesou
npombiwneHHocmu, e-mail: aleksei-gneushev@mail.ru

B ctatbe paccMOTpeHbl METOAMKA M pe3ynbTaTbl aHanm3a CEPBUCHONM NOMUTUKM AN1S NOCNeayoLero
YCOBEPLUEHCTBOBAHUS AEATENbHOCTM TENEKOMMYHUKALMOHHON KOMNaHWN.

[ns aHanu3a kadecTtBa ycnyr npumeHeHa metognka SERVQUAL, paccMoTpeHs! ycrosus ee
npakTuyeckoro BHeapeHus. [peacTtaBneHbl AaHHbIE O NokasaTensax kayecTsa yCcnyr u ux AMHamuka 3a
Tpu roga.

KnroueBble crnoBa: MapKeTUHT, CepBuc, kKayecTBo ycnyr, metoanka SERVQUAL.
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Application of method SERVQUAL for the analysis and improving the service policy (on an
example of open society «Rostelecom», Kemerovo)

Shadrin V.G., Candidate of the economic sciences, Assistant professor, head of the department of
economy of Kemerovo Institute of Food Science and Technology,

e-mail: viadii@mail.ru

Gneushev A.V., student Kemerovo Institute of Food Science and Technology, e-mail: aleksei-
gneushev@mail.ru

The article describes the methodology and results of the analysis of the service policy for further
improvement of activity of the telecommunication companies. For the analysis of the quality of
services used the technique of «<SERVQUAL», reviewed the terms of its practical implementation.
Presents data on the indicators of the quality of services and their dynamics for three years.
Keywords: marketing, service, quality of service, the methodology «SERVQUAL»
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OuBepcucmkauma Kak OCHOBa JOJITOCPOYHOro yCTOMYMBOrO pa3BUTUA

3umuHa T.B., 3. 3. H., npogheccop kaghedpbi «Obuwjas IKOHOMUYECKasi meopusi» Yparnbcko2o
edepanbHO20 yHUBepcumema umeHu nepeoeo lpe3udeHma Poccuu

b6.H. EnbyuHa, e-mail: ziminal964@yandex.ru



MepkywuH A.B., pykogodumernb omdena mapkemuHea 3AO « TypuHckul LIE3»,e-mail:
sbyt@tcbz.uraltc. ru

CoBpemeHHoe pa3BuTMe Noboro NPomM3BoACTBa HEBO3MOXHO 63 NOCTOAHHOrO COBEPLUEHCTBO-BaHUS
BbIMyCKaeMoW NpoayKLUN, OCBOEHUS CMEXHbIX MPOU3BOACTB M BbIXOA4A Ha HOBbIE PbIHKK. JTO TpebyeT
TWATENbHOro M BCECTOPOHHErO y4eTa NoTpebHOoCTeN cnpoca, 0CO6EHHO Ha BbICTPOPAaCTYLLMX PbIHKAX,
BO3MOXXHOCTEWN CamMoro npovM3BoACTBa N PUCKOB.
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Diversification as basis of the long term sustainable development

Zimina T.V., Doctor of economics the Ural federal university, e-mail: ziminal964@yandex.ru
Merkushin A.V., The head of a department of marketing the closed joint-stock company of workers
Turinskyi pulp-and-paper factory, e-mail: sbyt@tcbz.uraltc. ru

Modern progress of any manufacture is impossible without constant perfection of let out production,
development of adjacent manufactures and an output on the new markets. It requires the careful and
comprehensive account of demands of demand, especially in the fast-growing markets, possibilities of the
manufacture and risks.

Keywords: diversification, SWOT- analysis, sanitary-and-hygienic products
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KAHAJIbI CBEbITA
DISTRIBUTION CHANNELS

Po3HM4YHbIE TOProBble CETU Ha PbiHKe ObITOBOM TeEXHUKMU I. BnaguBocToka
HukynuHa T.A., cm. npenodasamerns kaghedpbl « MapkemuHa, kKommepuusi u
noaucmukaxJansHegsocmo4yHo2o ¢hedeparibHo20 yHUsepcumema, 2. Bnadueocmok,
e-mail: nikulina_vladivostok@mail.ru

OGBEKTNBHOM 3aKOHOMEPHOCTBIO Pa3BUTUSA NOTPEOUTENBCKOIO PbiHKA SABNSETCS POCT AONMW CETEBbIX
TOProBbIX KOMMaHUM B PO3HUYHOM TOProene. 3HaYUTENbLHYIO POrb CeTEeBble TOProBble KOMMNaHUN UrpatoT
TakKkKe U Ha pbiHKE ObITOBOM TEXHMKU U SNEKTPOHMKK. B cTaTbe npuBeaeHa knaccugumkaums po3HUYHbIX
TOProBbIX NPEANPUATUA U PO3HUYHBLIX TOPrOBbLIX CETEN Ha pbiHKE ObITOBON TEXHWKM I. BriagmMBocToKa.
Takke B paboTe npefcTaBneHa XxapakTepucTka PO3HUYHbBIX TOPrOBbIX CETEN Ha pbiHKe ObITOBOW
TeXHWKN r. BnagmsocToka.

KntoyeBble cnoBa: pbiHOK ObITOBOM TEXHMKUN N 3NEKTPOHUKN, PO3HWUYHbIE TOProBbIE CETW.
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Retail distribution networks in the market of household appliances of Vladivostok
Nikulina T.A., Lecturer in Marketing , commerce and logistics Department of
Far Eastern Federal University, Vladivostok, e-mail: nikulina_vladivostok@mail.ru

Obijective regularity of development of the consumer market is growth of a share of the network trading
companies in retail trade. The network trading companies play a significant role as well in the market of
household appliances and electronics. In article classification of retail trade enterprises and retail
distribution networks on the market of household appliances of Vladivostok is given. Also in work the
characteristic of retail distribution networks in the market of household appliances of Vladivostok is
presented.

Keywords: market of household appliances and electronics, retail distribution networks
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Mpopatowme croraxbl
Berusi M.N., busHec-mpeHep, ncuxornoa, AMT-KoHcanmuHe epynn,e-mail: m61759@mail.ru

B cTtaTbe aHanu3npyeTcsa peknaMmHoe Bo3gencTBMe Ha noTpebutens nocpeacTBOM CroraHoB UMMUMKa U
cnoraHos nectu. lNpuBoaaTca faHHbIE OAHOro UccneaoBaHUs B MOCKOBCKOM peknamHon pupme.
HenaeTtcs BbiBog 06 MppaUMOHaNbHOCTY BOCIPUATUA pekrambl noTpedutenem.

KniouyeBble cnoBa: peknaMHoe BO34eNCTBMe, CNoraH, UMMUaX, nectb, adheKTUBHOCTb, NOTpebneHue,
MaHunNynMpoBaHve, peknamMHbIil TEKCT, KOMAOpPT, MOTUB, PbIHOK, Maccmeaua.
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Selling slogans
Benija M. I., The business trainer, coach, AMT-CONSULTING of groups,e-mail:m61759@mail.ru

The article analyzes The advertising impact on the consumer through slogans image and slogans-flattery.
Data are presented of a study in the Moscow advertising firm. The conclusion is made about the
irrationality of perception of advertising of the customer.

Keywords: advertising impact, slogan, image, flattery, efficiency, consumption, manipulation, advertising
text, comfort, motive, market, mass media.
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O HeKOTOpbIX COBpeMeHHbIX MeToAax NpoABUXXeHUs TOBapoB
Mawymun C.B., 0. buon. H., e-mail: sergepashutin@yandex.ru

PaccmoTpeHbl Takme coBpeMeHHble NonynsapHble MeTOAbI NPOABMKEHMSA TOBAPOB, KaK NUTepaTypHbIN
product placement, CTOHCOPCTBO W anaTa)XHbI MapkeTUHr. [NpuBoAATCSA NPUMEpPbI NCMONb30BaHNUS
AaHHbIX MHCTPYMEHTOB MpU NPOABMXEHUN Pa3nNUYHbIX NPOAYKTOB Kak 3a pybexom, Tak n B Poccun.
KntoyeBble cnoBa: MapKeTUHT, MpoaBKeHne ToBapos, product placement, CnOHCOPCTBO, anaTaxHbIN
MapKeTUHr, peknama, 6per,, N3BECTHbIE NepPCOHbI, peKnamMHoe areHTCTBO, 3TUYECKUN MEHTanuTeT.

Mcnonb3yembie ICTOYHUKH

1. http://www.adme.ru/celebrity-marketing/

. http://www.exlibris.ru/media/news/detail.php?ID=2570

. http://english-cards.ru/Cards/ig_greeg/celebrity

. http://www.creativestudio.ru/articles/cindy_crawford

. http://www.peoples.ru/art/cinema/actor/beart/

. http://mwww.adme.ru/tribune/mariya-motomaria-sharapova-predstavilatelefon-4186/
. http://www.theplace.ru/Cameron_Diaz_mod7.html

. http://www.benediktxvi.ru/index.php?option=com_content&task=view&id=692

. http://www.sostav.ru/news/2008/08/28/rol2/

10. http://lurkmore.to/Product_Placement

11. http://professionali.ru/noway.html

12. http://www.dv-reclama.ru/russia/analytics/reclama/4755/romir_monitoring_rossiya 2006 g /
13. http://mediascope.ru/node/625

O©oOO~NOOOTDWN



14. http://www.placement-
tv.ru/news_text/osobennosti_product_placement/chernij_yashik__stoit_li_sponsirovat_teleperedachi/
15. http://www.advlab.ru/articles/article732.htm

16. http://www.sostav.ru/articles/2003/03/07/razv070303/

17. http://lwww.e-xecutive.ru/community/articles/712249/

18. http://lwww.e-xecutive.ru/wiki/

19. http://www.advlab.ru/articles/article746.htm

20. http://bezumno.ru/news/4610-v-izraile-otkrylsja-pervyjj-seks.html

About some modern tools of product promotion
Pashutin S.B., Dr.Sci.Biol., e-mail: sergepashutin@yandex.ru

Consider such modern popular tools of product promotion as product placement and sponsorship. Article
includes a lot of implementation examples of different products promotion in abroad and in Russia on the
base of considering tools.

Keywords: marketing, product promotion, product placement, sponsorship, advertising, brend, celebrity

persons, advertising agency, ethical mentality.
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KOHKYPEHTOCMNMOCOBHOCTb
COMPETITIVENESS

JocTuxkeHne KOHKYPEHTHbIX NPeUMyLLECTB C NOMOLLbLIO YNpaBNeHUsA pacxogamMu Ha AernoBble
nyTewecTBus

CanaxymaduHoe B.H., npedcedamerb ripasneHuss AMepukaH Okcripecc baHk,pykosodumernsAmerican
Express e Poccuu

B cmamee paccmampusaromcsi pe3yribmamsi nepgozo 8 Poccuu uccrnedosaHus 8 obnacmu 0esio8bix
rnoe3dok U KopriopamueHbIx pacxodos, npogedeHHo2o komraHuel Ernst & Young no 3akasy American
Express. B Hem nipuHsAnu y4acmue pykogodumernu KpyrHbiX KoMmnaHudl, eedyujux dessmenbHOCMb Ha
meppumopuu Poccutickol ®edepauuu. UccrnedosaHue ompaxkaem MHEHUE rpogheCccUOHarnbHbIX
pykogodumernel O nepcriekmugax pocculickoeo busHeca, posu denoebix nymewecmeul 8 e2o
passumuu u nodxode K onmumu3ayuu KopropamusHbIx pacxo0os. Takxe 8 cmambe npuesooumcs
CcpasHUMesbHbIU aHanu3 Cyu,ecmeayouux Ha ce200HSAWHUL deHb UHCMPYMEHMOo8 ornmumMu3ayuu 8
obracmu dennoeo02o0 mypusma.

Knroyesnie cnoesa: Business Travel Account, kopriopamugHbie pacxo0bl, KOpnopamueHbIl KpedumHbIl
cuem, deriosbie nymeuwecmaus, aceHmcmaea 0es108020 mypu3ama, KOHmMpOosib Had pacxodamu.
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Achieving the competitive advantages on the base of business travel cost management
Salakhutdinov V.N., CEO at American Express Bank LLC, Country Manager of American Express in
Russia

In article results of the research first in Russia in the field of business trips and the corporate expenses,
spent by company Ernst and Young by request of American Express are considered. Heads of the large
companies conducting activity in territory of the Russian Federation have taken part In it. Research
reflects opinion of professional heads on prospects of the Russian business, a role of business travel in
its development and the approach to optimisation of corporate expenses. Also in article the comparative
analysis of tools of optimisation existing for today in the field of business tourism is resulted.
Keywords:Business Travel Account, corporate expenses, corporate credit account, business travel,
business travel agency, control over expenses
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UHTEPHET-MAPKETUHI"
INTERNET-MARKETING

TeHOeHyuu pazeumusi MapKemuH208bIX KOMMYHUKauull pocculickux oHsaliH-naowadok
lMbixmuna WU.H., k. m.H, BoueHm kaghedpbi «MeHedxMeHmM u UHGPOPMaUUOHHbIE

mexHOosI02uu 8 IKOHOMUKe», chunuan HNY MOU e 2. CmoneHcke,

e-mail: pihtina@yandex.ru

KnuHkoea [j.B., cmydeHmka c¢unuana HNY MOU e 2. CmoneHcke,

e-mail: Dafunchik@yandex.ru

HHmepHem criocobcmeyem pa3sumuro MUpo8020 pbiHKa U obecrieyusaem npucoeduUHeHUe K Hemy ece
HoebIx rokynamesnel u npodasyos. Peknama e VlIhmepHeme cmaHosumcs gce 6osiee nonynsipHbiM
criocobom 3as:8umse 0 cebe u ceoeli npodykyuu. Cemp npednazaem c80UM r0/1b308aMENSIM €€
pasHoobpasHbie sudbl. B cmamee npugodsimcs pelimuHe caMbix dopo2ux MUPO8bIX U POCCUUCKUX
OH1alH-rmowadok, a makxe 6r00XXembl pea2UuOHalIbHbIX PEKTaMHbIX KaMraHul. YcmaHo8/1eHo, 4Ymo,
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In article the essence of branding of the territory is analyzed. Author's definition of a brand of territory is
formulated. Problems and contradictions of modern branding of territories of the Russian Federation are
considered.
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®dopmupoegaHue MapkemuH2080lU cmpamea2uu rMPood8UXeHUs1 CaHamMoPHO-KYPOPMHbIX yCily2
Hanuadxu T.A., K. 3. H., OoueHm kaghedpbl «MeHedxmeHm u mapkemuHa»@BOY BlNO «KabapduHo-
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B cmambe paccmompeHbi npobriemsl ¢hopmuposaHusi cmpameauli npoo08UXXeHUs CaHamOopPHO-
KypopmHbix ycrye. OnpedenieHbl OCHO8HbIE Uenu U 3adadyu ux rnpodsuxxeHusi. PaccmMompeHb! 80poch!
rno3uyuoHUposaHusi bpeHOa caHamopHO-KypopmHo2o y4pexdeHus. [lpedcmaeneHbl pe3ynbmamel
rnpogedeHHO20 uccriedoBaHuUsl KOHKYPEeHMHbIX cusl, delicmeyoujux Ha caHamopPHO-KypPOPMHbIe
opeaHu3ayuu KBP, Ha ocHoge npuMeHeHus MoOesiu namu cusn KoHKypeHuyuu M. Nopmepa.
Knrodesnble crnioea: cmpameaus, npo08uUXeHUe, CaHamopHO-KypoOpmMHbIe ycryau, bpeHd,
M03UYUOHUPOBaHUE, KOHKYPEHMHbIE NpeumMyuiecmsa.
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Formation of marketing strategy of sanatorium-and-spa services
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In the article the problems of forming strategies promote spa services. The main aims and objectives of
promotion of spa services. Address brand positioning sanatorium-resort Center. Presents the results of a
study of the competitive forces operating at the Spa of the CBD on the basis of the five competition forces
model M. Porter.
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MAPKETUHI” B COEPE OBPA30BAHUA
MARKETING IN THE EDUCATION SPHERE

MapkemuHzaoeasi oyeHKa CO80KyNMHO20 UHHOB8aUUOHHO20 o6pa3oeamesibHO20 nNpodykma e
ycrioeusix kiacmepa
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Cmambs nocesiueHa rpobrieme nompebumerisCko2o 8bI60pa COBOKYMHO20 UHHOBAUUOHHO20
obpazoeamesibHO20 nPodykma Kriacmepa ¢ 8bICoKoU 0obasrieHHOU cmoumMocmbko 8 obriacmu 51eCHO20
Oena. Paccmampusaromcs MapkemuHaoablie nodxodkl nompebumernsckoz2o 8bibopa, a makxe
cmpyKkmypa UHHO8aUUOHHO20 0bpa3osamersibHO20 MpodyKma U e20 UeHHOCMHbIe nompebumernbcKue
aghgheKkmbl, OCHOBHbIE MPUHYUMbI U 3a0adqu co30aHuUsi UHHO8aAUUOHHOZ0 podyKma, MHO20CIIOXHbIE
yHKUUU UHHOBaUUOHHO20 Knacmepa. NpednoxeHa Modesib OUeHKU COBOKYNHOU rnompebumernbckol
UeHHOCMU UHHOB8aUUOHHO20 0bpa3osamesibHO20 NpPodyKma.

Knroyeenie csioea: cmpykmypa CO80KYMHO20 UHHOB8aUUOHHO20 06paszoeameribHO20 rpodykma, 51ecHol
Knacmep, nompebumernbcKue UeHHOCMHbIe 3¢h¢heKmbi, MOOesib OUEHKU 80CIPUHUMAEMOU UeHHoCmu
UHHOB8aUUOHHO20 npodykma, nompebumernbckuli 8b160p 0bpa3ogamesibHo20 rnpodykma.
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Marketing evaluation of a joint innovative educational product in the context of the cluster
Bolshakov N..M., Doctor of Economics, Professor, Honourary President, Syktyvkar Forest Institute
(branch) of the federal state government-financed educational institution of higher vocational training
“Saint-Petersburg state forest technical university named after S.M. Kirov”, e-mail: institut@sfi.komi.com
Zhideleva V.V., Doctor of Economics, Professor, Syktyvkar Forest Institute (branch) of the federal state
government-financed educational institution of higher vocational training “Saint-Petersburg state forest
technical university named after S.M. Kirov”,e-mail: wz@sfi.komi.com

The article is devoted to the problem of consumer choice of a joint innovative educational cluster’s
product with the high added value in forestry issues. Marketing approaches of the consumer choice, as
well as the structure of innovative educational product and its value-conscious consumer effects, basic
principles and targets in innovative product creation, complex functions of the innovative cluster are
considered. A model of joint consumer value of the innovative educational product is suggested.
Keywords: structure of a joint innovative educational product, forest cluster, value-conscious consumer
effects, model of evaluation of a perceptible value of the innovative product, consumer choice of an
educational product.
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OueHka aghgphekmusHOCMuU MapkemuH2080U dessmenibHOCMU 3KcnedumopcKoli KoMnaHuuU 8
KOHMeKcme meopuu mpaHCaKyUOHHbIX U30epxKeK
Bomnaprok M.B., K. 3. H., doueHm Kaghedpbl « IKOHOMUKa U MeHedxmeHm», ®IEOY BIMO



ocydapcmeeHHbIlU Mopckol yHUsepcumem umeHu admupana @.®. Ywakoea,
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B cmambe paccmMompeHbl OCHOBHbIE MOHSIMUS, @ makXe 0CoObeHHOCMU MapKemuHa2080U
dessmenbHOCMU 8 3Kcriedumopckol komnaHuu. [pednoxeHa Mampuua oueHKU aghghekmusHocmu
MapKkemuHa0o80Ul OessmesibHOCMU Ha 0CHO8e demarnu3ayuu mpaHCcaKyUOHHbIX U30EPXKEK, BHEOPEHUE
Komopol no38os1um u3y4umse 8Ce MapKemuHa08ble pacxodbl KoMnaHuu Haubosiee demaribHo.
Knroueenble cnoea: skcrieGumopckasi KoMaHus, mpaHcakUUOHHbIe U30EePXKKU, MapKemuHaoeasi
OesimeribHOCMb.
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Estimation of marketing activities effectiveness of forwarding company in the context of
transactional costs theory

Botnaryuk M. V., Docent, Candidate of economic science, department of “Economy and management”
Admiral Ushakov state maritime university,

e-mail: mia — marry@mail.ru

Base notions, as well as peculiarities of organization of effective marketing activity of forwarding
company are considered in the article. The matrix of estimation of organization effective marketing
activity which will give the opportunity to study marketing costs in detail is offered.

Keywords: forwarding company, transactional costs, marketing activity
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