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B cTaTbe 1M3y4YeHbl OCHOBHbIE NMOAXOAbI K ONPEeAeSIeHNI0 MOHATUS «3KOHOMMUYECKasi KOHBIOHKTYpa»,
paccMOTPEHbI BUAbl 93KOHOMWUYECKOW KOHBIOHKTYPbI, UCCIIe[OBaHO COBPEMEHHOE MOHSATUE KOHBIOHKTYPbI
pbIHKa, BblAeneHbl BUAbl KOHbIOHKTYPbI pbiHKA B 3aBUCMMOCTMW OT COOTHOLLIEHMS CNPpOCca U NpeasokKeHNs!.
KnioyeBble crioBa: 9KOHOMUYECKas KOHBIOHKTYPA, BUAbl SKOHOMUYECKOW KOHBIOHKTYPbI, KOHBIOHKTYpa
TOBapHbIX PbIHKOB, BUAbI KOHBIOHKTYPbI PbIHKA.
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Modern approaches to understanding of market condit ion

Moissyeenko I.V., assistant of the chair of marketing, commerce and logistics Far Eastern Federal
University, Vladivostok, e-mail: gold4232 @mail.ru

Noskova E.V., Cand.Econ.Sci., associate professor of the chair of marketing, commerce and logistics
Far Eastern Federal University, Vladivostok, e-mail: noskovaO5@mail.ru

The main approaches to concept definition «an economic conditions» are studied, types of an economic
conditions are considered, the modern concept of market situation is investigated, types of market
situation depending on a supply and demand ratio are allocated.

Keywords: economic conditions, types of an economic conditions, situation of the commodity markets,
types of a market situation.
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MapKeTUHroBbIi UHCTPYMEHTapumn
Marketing tools

SWOT-aHanms: cyuiecTByloWMe MeTOAMKU U NYTU UX coBeplueHcTBOBaHuA (OkoH4YyaHue. Havyano B
Ne 1 3a 2013 r.)

Tony6koe E.I1., 3acnyxeHHbIl 0essmerib Hayku P®, 9. 3. H., npogheccop Pocculickol akademuu
HapodHoe20 xo3siicmea u eocydapcmeeHHoU ciyx6bi rpu NpesudeHme PO,

e-mail: red@dis.ru

B cTaTbe KpuTMYecku paccMoTpeHbl CyLecTBYOWne MetToguyeckne nogxoabl kK nposegeHuio SWOT-
aHanusa. NpoaHanuanpoBaHbl pasnuyHbie YPOBHU €ro NpoBeAeHUs, Ha4uMHasa ¢ MPOCTOro BbISIBIIEHUSA
dakTopoB, BXOAALMX B YeTbipe rpynnbl SWOT-(akTopoB, 1 3akaH4YnBasa (popmMynupoBaHuemM ctpaTerumn.
MpennoxeHa metoanka nposegeHna SWOT-aHanmsa, passMBatoLLas CyLecTByoLWwmne noaxoasl B
CTOpoHY Bonee TwaTtensHoro otéopa SWOT-hakTopoB ANd Nx AanbHenLwero Ncrnonb308aHns npu
dopmynunpoBaHum ctpatervi. lNpeanaratoTca NOAXOAb! K OLEHKe BbISBIEHHbIX CTpaTernii ¢ Lienbto
BblBopa 13 ux yncna 6onee apPEKTUBHbLIX.

KnioueBble cnoBa: SWOT-aHanuns, BHyTPEHHsS cpeaa, CUIbHblE CTOPOHbI, Criabble CTOPOHbI, BHELLHSIS
cpefa, BO3MOXHOCTM, Yrpo3bl, CTpaTerum, CUTyaumMoOHHbIN aHanns, CUTYaLNOHHbIN NnaH.
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SWOT-analysis: existing techniques and approaches f  or their improvements (The termination.
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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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PelATUHIr MapKeTMHroBOM MOBUITLHOCTY NPeANpPUATUIA

lMonkoea E.T., 0. 3. H., npogheccop kaghedpbl «Muposasi 3KOHOMUKa U 3KOHOMUYECKasi Meopusi»
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B cTaTtbe npeacTaBneHbl OCHOBHbIE acMeKTbl aBTOPCKOro perNTUHIra MapKETUHIOBOM MOOUIBHOCTM
npeanpusTus. Metoamnyeckoe obecneyeHne penTuHra 6asmpyeTcsa Ha Tpyaax OTEYECTBEHHbIX U
3apy0eXXHbIX S3KOHOMMCTOB U BKITOYMAET pacyeT LWECTU Py nokasaTenen: CanT, NOUCKOBbI MAapKETUHT,
coumarbHble CETU, pekriaMa, MapKeTUHT 3NTEKTPOHHOM NoYTbl 1 6nor.

KnioueBble cnoBa: MapkeTMHroBasi MOOGUIbLHOCTb, PEUTUHT, IHTEPHET, CanT, MapKeTUHT.

Mcnonb3yemble UCTOYHUKM
1. NHpexc umtupoBaHus Beb-canToB [QnekTpoHHbI pecypc] // Bukunegus: ceobogHasa sHUMKNoneans.
Pexum goctyna: http://ru.wikipedia.org/wiki/IHaekc _unTupoBaHus_Beb-canToB (gaTta obpaleHus
31.10.2012).
2. IHTepHeT-MapKkeTUHT [OnekTpoHHbI pecypc] // Bukunegus: ceoboaHast sHUmknoneams. Pexxum
poctyna: http://ru.wikipedia.org/wiki/IHTepHeT-MapkeTuHr (aTta obpatieHns: 31.10.2012).

3. MpocmoTpel cTpanuL. MNoceleHus. MNocetutenn. Google Analytics [QnekTpoHHbIN
pecypc]//MNpoekTupoBaHmne canta, UAEU MHTEPHET-MapKeTUHra, aHanuTnka. Pexum goctyna:
http://www.pronauku.com/prosmotry-stranits-poseshcheniya-posetiteli-googleanalytics (gata obpalieHus:
31.10.2012).

4. YTo Takoe BUPYCHbIN MapKeTUHT (MapTU3aHCKNA MapKeTUHr)? [ONeKTPOHHbIN pecypc]//Pexum goctyna:
http://www.genon.ru/GetAnswer.aspx?qid=c4c789e6-b211-4f3e-b01le-ca652ebcel8f (qata obpaleHus:
31.10.2012).

5. 6 components of a successful marketing strategy [Electronic resource]: Access mode:
http://aspireid.com/aspire-id-blog/integrated-emarketing/6-components-ofa-successful-online-marketing-
strategy/(dare of reference: 31.10.2012).

6. 8 Components of an Internet Marketing Strategy [Electronic resource]: Access mode:
http://myvarocks.com/2012/02/6-month-marketing-plan/#.UJD3mHVLN1Q (dare of reference:
31.10.2012).

7. Alexa: the web information company [Electronic resource]: Access mode: http://www.alexa.com/(dare
of reference: 31.10.2012).

8. Define Online Marketing [Electronic resource]: Access mode: http://reference.
yourdictionary.com/word-definitions/define-online-marketing.html (dare of reference: 25.10.2012).

9. Internet marketing 101 [Electronic resource]: Access mode: http://homebusiness.
about.com/od/marketingadvertising/a/IMarketing101.htm (dare of reference: 25.10.2012).

10. Learn internet marketing [Electronic resource]: Access mode:
http://www.interleado.com/learn-internet-marketing.php (dare of reference: 25.10.2012).

Marketing business mobility rating
Popkova E.G., Doctor of Economics, Professor of "International Economics and Economic Theory",
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Khokhlova S.V., Fourth-year student, the specialty "Global Economy", Volgograd State Technical
University; e-mail: svetlana08.09@mail.ru

The article presents the main aspects of the author's marketing business mobility rating. Methodical
provision of rating, based on the works of Russian and foreign economists, includes the computation of
indicators, consisting of six groups: website, search engine marketing, social media, advertising, e-mail
marketing and blog.

Keywords: marketing mobility, rating, Internet, website, marketing
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AHanu3 ce3oHHOCTU 3NIeKTPOHHOW TOProBnun

Ulumoea KO.FO., 0. 3. H., K. cou. H., npogheccop, MexxdyHapodHbili yHUsepcumem

npupodsbi obwecmea u Yyeriogeka «/L]ybHa»

CmpokuHa 0.9., cmydeHmka, MexdyHapoOHbIl yHUgepcumem rpupodbl obwecmsa u 4Yesiogeka
«/[ybHa», e-mail: lesya.s@bk.ru

NHTepHeT-ToproBns ABNSETCA NepcrnekTUBHLIM BUAOM TOProBIM, U ONS AOCTWKEHUS ycrexa B 3TOW
cdhepe HeoBXoOMMO YUNTbIBATb BHYTPEHHUE U BHELLHME (DaKTOpbl, KOTOPLIE OKA3bIBAIOT BIMSHUE Ha ee
pa3sutue. B ctaTbe nogHMMaeTcs BONPOC 0 MeToJax aHanuaa 3ekTPoHHOM Toproenu. MNpoBeaeHo
nccrenoBaHye 3aBUCUMOCTY MeXAy YACITOM MHTEPHET-NONb30BaTeNel, KOTOpble COBEPLLAOT MOKYMKA B
NHTepHeTe, 1 NepnoaoM, a Takke BbiSIBIIEHbl 3aKOHOMEPHOCTU pasBUTUSI SNTEKTPOHHON TOPTOBIIN.
KnioueBble croBa: aHanms, aNeKTpoHHasa TOProBIs, KOPPensuus, perpeccus, aKCTpanonsauus,
CEe30HHble KonebaHus, TeHAeHUMsl, MOAeNpoBaHue, NPOrHo3.
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Analysis of e-commerce seasonality

Shitova J.J., doctor of economic sciences, candidate of social sciences, professor, International
University of Nature Society and Man "Dubna”;

Strokina O.F., student, International University of Nature Society and Man "Dubna",

e-mail: lesya.s@bk.ru

In the conditions of development of modern economy special value gets that e-commerce is the
promising market. It is necessary to consider internal and external factors, that influence the development
of this area, for success. In this paper, we raise the issue of the some approaches to the analysis of e-
commerce. The correlation between the basic indexes of a condition number of the Internet users, who
make purchases on the Internet and the period of time is researched. The mechanisms of development
are obtained too.

Keywords: analysis, e-commerce, correlation, regression, extrapolation, seasonal fluctuations, trends,
simulation, forecast.
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MapKkeTUHroBble nccrnegoBaHus
Marketing research

KonuyecTBeHHbIN aHanu3 npouecca MHHOpMaLMOHHOro obecnevyeHMsa MapkeTuHra B UT-
KOMMaHUAX

Cmpex B.M., Mmazucmp 3KOHOMUYECKUX HayK, crieyuarnucm rno MmapKkemuHay
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lMapxumeHko B.A., K. 3. H., doyeHm, 3agedyrouuli kagpedpoli akoHOMUKU YO «BI'YUP»,

e-mail: parkhimenko@bsuir.by

PaccmoTpeHbl pesynbTathl BelbopovHoro obcnenosaHus 6enopycckmx UT-komnaHuii, Lienblo KOToporo
SAABNSANOCb KONMYECTBEHHOE OnucaHmne npouecca MHhOPMaLNMOHHOIro obecnevyeHnss MapkeTUHIOBOW
nedarenbHocTU. B 4yacTHOCTH, pacCMOTPEHbI BHELLIHME U BHYTPEHHME UCTOYHMKN MHCpOpMaLIUK,
cofepxaHme MHopMaLun «Ha BXOAE» U «Ha BbIXxode», MeToabl ee obpaboTkm 1 aHanusa, popmar
npeacTaBneHnsi U ee OCHOBHbIE NoflydaTenu n notpebutenu.

KnioueBble cnoBa: MapkeTuHr, UT-komnaHun, MapkeTMHroeas MHOoOpMaLnoHHas cucTema.
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The quantitative analysis of marketing process info rmation maintenance in IT companies

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

Results of the sample observation of Belarusian IT companies are being described. The aim of the
research has been to make a quantitative portrait of marketing information process in such companies. In
particular external and internal sources, input and output information, methods of processing and
analysis, presentation format and receivers and users of marketing information are being analyzed.

Key words: marketing, IT companies, marketing information system
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B ctatbe paccMOTpeEHbI OTpacleBble 1 MApKETUHIOBbLIE 0CcobeHHOoCTH (*)OpMI/IpOBaHI/IFl KNneHTckon 6asbl
SKCI'Ie,EIMTOpCKOIZ KOMMNaHnn. I'Ipe,qno>KeHb| NPUHUMNbI OpraHn3aun KOMMYHUKaTUBHOIO npouecca Mexay
npogaBsUoM U I'IOTp66I/ITeJ'IeM, 4yTo O6yCJ'IOBMT noBbllWEeHne pe3ynbTaTUBHOCTU OAEATENIbHOCTU NpodaBLa.
I'Ipep,CTaBneHa aBTOpPCKaA TpaKTOBKa LLEHHOCTU B3aUMOAENCTBMS.
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Marketing aspects of forming the client’s base of t he inner-port forwarding company
Botnaryuk M.V., Docent, Candidate of economic science, department of “Economy and management”
Admiral Ushakov state maritime university, e-mail: mia—marry@mail.ru



Branch and marketing peculiarities of forming the client’'s base of forwarding company are considered in
the article. The principals of communication processes organization between seller and buyer, that will
stipulate the results of seller’s activity raising, are offered. Author’s treatment of value of the cooperation
is offered.

Keywords : inner-port forwarding, business partnerships, relationships marketing, value of the
cooperation
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BpeHONHr eCTb CYLWHOCTb, pa3BMBalOLWAsCA BO BpeMeHU
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KpacHocno6oduees A.A., k. 3. H., cm. niperiodagamerib Kaghedpbl «YrpasneHue nepcoHanom u
MapkemuHaa» Tamboecko20 2ocydapcmeeHH020 yHUgepcumema um. I.P. [JepxxasuHa,
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MeHedXMeHmMa, NPOOBUXXEHUS U yrpas/ieHUsT MapOYHbIM KarnumasioM Ha moeapHbIX pbiHKax, e-mail:
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B cratbe paccmaTpumBaloTcs noaxoabl, onpegensiowme KoHuenuun bpeHauHra. AHannampyoTcs
CyLLEeCTBYIOLLME KyNbTypbl 6peHanHra, BbIAENATCSA YPOBHM GpeHaa U ONUCLIBAOTCSA 3aKOHbI YCMNELIHOro
OpeHaunHra.

KnioueBble cnoBa: 6peHa, 6peHaVHr, KOHUENUUS, KynbTypa, NOAX0A, MOTUB, NoTpebutenbckoe
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Branding is the essence developing over time

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

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

Director of the Research Centre on the problems of industrial brand management, promotion and
management of brand capital at the goods markets,

e-mail: aus_tgy@mail.ru

The article examines the approaches, defining the concepts of branding. Existing cultures of branding are
analyzed, brand levels are specified, and laws of successful branding are described.

Keywords: brand, branding, concept, culture, approach, motive, consumer’s behavior, purchase,
consumer, value.
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Be3 BUHbI BUHOBaTble... YYyBCTBO BMHbI U peknama
Wknsap TJ1., eeHepanbHbit dupekmop SAO «"PAHI nonuepagh», ncuxonoe-KoOHCyIbmaHm,
npenodasamenib MUPBUC, e-mail: tth@mail.ru

Wccnenys noseaeHve notpebutenen n pasnuyHble MOAENU NPUHATUSA peLLeHUd, aBTop npuLlen K
BbIBOAY, YTO CO3jaHNe BHYTPEHHEro MMnynbca Unu MOTUBaLMM Ha AanbHENLL YO MNOKYNKY BO3MOXHO 3a
CYeT CUMbHbIX 3MOLMIA, B TOM YMCne YyBCTBa BUHbI. B JaHHONM cTaTbe paccmaTpmBaeTcs, Kak, UCNnorb3ys
pasnuyHble acnekTbl YyBCTBA BUHbI, CO3[4aTb peknamMy, MOTUBUPYIOLLYIO NOTpebuTenen Ha aansHenwmne
JOencTBus.

KnroueBble cnoBa: peknama, YyBCTBO BMHbI, MOTUBALUS, KOMMYHUKaLNS, MApPKETUHT.
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Wrongfully accused... The feeling of guilt and advert ising
Shkljar T.L., The general director of Joint-Stock Company «GRANP a polygraph», the psychologist-
adviser, teacher MIRBIS, e-mail: tb@mail.ru

Investigating behaviour of consumers and various models of decision-making, the Author has come to
conclusion, that creation of an internal impulse or motivation on the further purchase, is possible at the
expense of strong emotions, including feeling of fault. In given article it is considered, how using various
aspects of feeling of fault, to create the advertising motivating consumers on the further actions.

Keywords: advertising, feeling, guilt, motivation, marketing, communication
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O KOMMep4ecKon aKcnyaTauum 3HameHuTocTen, unum celebrity marketing
Mawymun C.B., 8-p. 6uon. Hayk, e-mail: sergepashutin@yandex.ru

PaccmatpuBaeTcs, kak BNIUSIOT 3HAMEHUTOCTU Ha NPOABUXKEHNE NPEeCTUXHbIX ToBapOoB. Moka3saHo, uTo
NCNonb30BaHUe N3BECTHbIMU NEPCOHAMU TakMX TOBAPOB NOPOW OKa3biBaeT bGornbllee BNUAHMUE Ha Cnpoc,
yem ux noTpebutenbckue ceoncTea. [pyrmmu cnosamu, B cTaTbe peydb UAeT O PONn 3HaMEHUTbIX
nn4yHocTen B MapkeTuHre (celebrity marketing).

KnroueBble cnoBa: 3HameHUTOCTU, celebrity marketing, pecepeHTHas rpynna, ToBapbl «MHOKC»,
peknamHasl kamnanus, 6peHa, notpebutens.
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Commercial exploitation of celebrities or celebrity marketing
Pashutin S.B., Dr.Sci.Biol., e-mail: sergepashutin@yandex.ru

Consider influence of celebrities on promotion of prestige products. It was pointed out that famous
persons influence very much on demand of such products in the frames of celebrity marketing.
Keywords : celebrities, celebrity marketing, reference group, luxury goods, advertising, brand, customer.
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PeknamMHbIn 06pa3 v CTUNb: peanbHOCTb U aGCTPAKTHOCTb
BeHuss M.U., busHec-mpeHep, Koyd, ncuxonoz, AMT-KoHcanmuHe epynr,
e-mail: m61759@mail.ru

CrtaTtbs paccmaTpuBaeT cneumduky BO3AENCTBMS Ha YenoBeka co3aaBaeMbiX peknamor obpasos.
AHanu3npyTcsa pearnbHOCTb M abCTPaKTHOCTL 0OpPa30B, CNOCOObl 3aKPENEHNsT UX B MCUXMKE YenoBeka.
PaccmatpuBatotca noHsaTue, cneunduka, ocobeHHOCTN CTUAS Kak OQHOro U3 pbl4aroB co3aaHusa obpasa.
B cTaTtbe nokasaHa 6€CnoMOLLHOCTb YesloBeKa nepes HaTUCKOM PEKITaMHOM MHAOopMaLUK, CTUIER n
06pas30B, CO34aBaeMbIX UCKYCCTBEHHO CpeACTBaMMN MaccoBON MHopmMaumm.

KnroueBble cnoBa: peknama, UMNaK, aHTpononormyeckme LLeHHOCTU, KOMMYHUKauumn, nHpopmaums,
abcTpakuus, peanbHOCTb, 06pas.
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Advertising image and style: reality and abstractio n
Benija M. ., The business trainer, coach, AMT-CONSULTING of groups,
e-mail:m61759@mail.ru

The article considers the specifics of human exposure created by advertising images. Examines the
reality and abstract images, methods of fixing them in the human psyche. Consider the concept, specific
features and peculiarities of the style, as one of the levers of creating an image. The article shows the
helplessness of the man before the onslaught of advertising information, styles and images, created
artificially by the media.

Keywords: advertising, image, anthropological values, communication, information, abstraction, reality,
initrd.
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MapkeTuHr B Henpon3BoacTBeHHoun cdepe
Marketing for non-productive sphere

PaspaboTka pekoMeHAALMA NO pa3BUTUIO IKONOro-coLManbLHOro MapKkeTuHra Ha npumepe
lNMeH3eHCcKOM obnacTu

Mansbiwee A.A., k. 3. H., doueHm Kagpedpbl «MapkemuHa u aKoHoMu4eckass meopusi» NeH3eHcko20
eocydapcmeeHHoO20 yHUgepcumema apxumeKkmypbi U cmpoumersibecmea,

e-mail: alekseymalyshev27@rambler.ru

3y6punuHa E.A., cmydeHmka NeH3eHCKO20 20cydapcmeeHHO20 yHuU8epcumema

apxumekmypbl U cmpoumernbcmea, e-mail: elena_zubrilina93@rambler.ru

CTaTbs NocBsilLeHa NepPCrekTMBe pasBUTUS SKONOr0-coLManbHOro MapkeTuHra B MNeHseHckoi o6rnacTy
Kak cpeCcTBa 3KONorm3aumm cosHaHusl HacesneHns. B Heil npoBoanTCst NccrnefoBaHe OTHOLEHWS



xutenew NeHseHckon obnacTu K aKoNorm4eckum npobremam B permoHe, a Takke UX roTOBHOCTM K
COAENCTBMIO MO YIYYLUEHUIO 3KOMNOornyeckomn obctaHoBku. B cOOTBETCTBMM C pedynbTaTamu
NpOBEeAEHHOrO UCCMNeA0oBaHMs NpeanaraTcs MeponpUSTUS NO PasBUTUIO IKOMOro-CoOLMarnbHOMo
MapKeTUHra B pernoHe, oxeaTbiBaloLue BCe PakTopbl, BMSOLLNE HA SKONOrMYECKYHO KyNbTypy
HacerneHus N 3KoNornyeckyto o6¢cTaHoBKy B [1eH3eHckon obnacTu.

KnroueBble cnoBa: 3KONOrMYEeCKM MapKeTUHT, 3KONormdeckas akumns, aKonornyHasa npoaykLums,
coumanbHbIi MapKETUHT.
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Working out the recommendations for ecological and social marketing development on the
example of Penza region

Malyshev A.A., Ph.D., assistant professor of marketing and economic theory, Penza State University of
Architecture and Construction, e-mail: alekseymalyshev27@rambler.ru

Zubrilina E.A., student, Penza State University of Architecture and Construction,

e-mail: elena_zubrilina93@rambler.ru

The article is devoted to the future development of the ecological and social marketing in the Penza
region as a means of ecologization of consciousness of the population. It is the study of the attitude of the
Penza region to environmental problems in the region, as well as their readiness to promote the
improvement of the environmental situation. In accordance with the results of the carried out research it is
proposed programme for the development of the eco-social marketing in the region, which includes a
number of activities, encompassing all the factors affecting the ecological culture of the population and
ecological situation in the Penza region.

Keywords: ecological marketing, ecological action, ecological production, social marketing
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CrtpaTterns ynpaBneHusi NOTPeOUTENbCKMMM PEKOMEeHAaUuusiM1 Ha pbiHKe TYPUCTUYECKUX yCnyr
AnukuHa E.B., npenodasamerib kaghedpbl obuie2o0 MeHedxMeHma, HayuoHanbHbIl
uccrnedosamersbckull yHusepcumem Bbicwas wkona skoHoMuku — [Nepmb,

e-mail: ZabegaevaEV@hse.perm.ru

B cTaTtbe onucaHa CyLHOCTb CTpaTerum, OCHOBaHHOW Ha pekoMeHAauusax KNMeHToB, NpBeaeHb!
KOHKPETHbIE LIarn 1 Mepbl, KOTOpblE AOMKHA NPeANPUHATbL KOMNaHWs, YTOObl JOCTUYb NOCTABIEHHBLIX
nepen cobon uenen n aEKTMBHO peann3oBaTb OYHKLUUN MapKETUHra, HarnpaBneHHOro Ha ycuneHme
ponu noTpedbuTenbckux pekomeHgaunn. CtpaTterns paspaboTaHa Ha OCHOBE MCCreaoBaHUs
noTpedunTENbLCKUX PEKOMEHAALNIA Ha PbIHKE TYPUCTUYECKMX YCIyr, npoBeaeHHoro B 2012 r. B I. [Nepmu.
KnioueBble cnoBa: NoTpebutenbckme pekomeHaaummn, pekoMeHaaTenbHbI MapKETUHT, cTpaTerns
KOMMaHWW, PbIHOK TYPUCTUYECKUX YCIIYT.
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Strategy for manage consumers recommendations in th e touristic services market
Alikina E.V., National Research University Higher School of Economics — Perm, Lecturer of General
Management Department,

The paper describes the essence of the strategy based on the recommendations of clients, concretes
steps and measures to be taken by the company to achieve their goals and effectively implement the
functions of marketing, aimed at strengthening consumer recommendations. The strategy was developed
on the base of a study of consumer referrals in the tourism market, conducted in 2012 in the city of Perm.
Keywords : customer recommendations, referral behavior marketing, company strategy, tourism market.
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KoHKYypeHTOCnoCcoOBHOCTb
Competitiveness

BusHec-moaenb KoMnaHuu, 6asnpylollasics Ha NOTPeGUTEeNbLCKON LIEHHOCTH
HepemuHa E.A., 8. 3. H., npogheccop ®EOY BlMO «Mopdosckuli 2ocydapcmeeHHbIL
yHusepcumem um. H.l1. Ozapesa», 2. CapaHck, e-mail: ch.marketing@econom.mrsu.ru

B ycrnoBusx AMHaMU4YHOrO M3MEHEHUsI KOHKYPEHTHOrO NaHAawadTa Ha pbiHke ycnex nioboro 6usHeca
3aBUCUT MNpeXae BCEro oT yMeHusi B3aMMoaencTBoBaTh ¢ notpebutensmu, boictpee 1 acpdekTuBHee
pelaTtb UX NpoGrieMbl B CPaBHEHUM C KOHKypeHTaMu. B pamkax npeacTaBneHHol B cTaTbe GUsHec-
MOZEeIIM pacKpbIThl COAepPXKaHNe, COCTaBsoLLMe NOTPEBUTENbCKOWM LEHHOCTH, ee BUAbl, TUMbI
noTpe6neHns 1 agekBaTHble MM 06pasLbl NoTpebuTenbckoro noseaeHns. Ctatbs npeacTaBnaeT
MHTepec ANs opraHusaumnii, opMUPYIOLLNX KITMEHTOOPUEHTUPOBAHHYIO MOAENb YNPaBreHus.
KnioueBble cnoBa: 613Hec-Moferb, KOMMNaHus, NoTpebuTenbckasi LEHHOCTb, CTPYKTYPHbIE
cocTaBsnsoLLmMe, Knaccudukaumsa noTpebutenbCckux LieHHOCTel, 06pasLibl NOTPeBUTENbLCKOro NoBeaeHus,
COBpPEMEHHbI NoTpebuTenb, MapkeTuHr 3:0.
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Business — company model based  on consumer value
Neretina E.A., Doctor of Economics, Professor of «Mordovian State University
n.a. N.P. Ogarev», Saransk, e-mail: ch.marketing@econom.mrsu.ru



Summary: In the conditions of dynamic change of a competitive landscape in the market the success of
any business depends first of all on ability to interact with consumers, quicker and more effectively to
solve their problems in comparison with competitors. Within the business model presented in article the
contents, components of consumer value, its types, types of consumption and models of consumer
maintaining adequate to them are opened. Article is of interest to the organizations forming customer-
oriented model of management.

Keywords: business model, company, consumer value, structural components, classification of
consumer values, examples of consumer behavior, modern consumer, marketing 3:0.
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PopmMuUpoBaHNe KOHKYPEeHTHOW No3nLMu TOBapoB 0Cco60ro cnpoca (aBToMmo6unen npemMmym-
knacca) B Poccuu

TannacxaHnoea E.O., doueHm kaghedpbl «MeHedxmeHm u mapkemuHa» KabapduHo-basikapckoao
2ocydapcmeeHHO20 yHuUsepcumema, e-mail: tappazliza777@mail.ru

Mycmadbaeesa 3.A., npogheccop kaghedpbl «MeHedxmeHm u mapkemuHe» KabapduHo-barnkapckoao
eocydapcmeeHHO20 yHusepcumema, e-mail: 18zema03@mail.ru

Jluzudoe P.M., doueHm kaghedpbi «MeHedxmeHm u MapkemuHa» KabapOuHo-barnkapckoeo
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B nocnegHue rogel B Poccun HabnogaeTcsa ycTonumBas TeHAEHLUMS YBENMYEHUS pbiHKA TOBApOB
ocoboro cnpoca, B TOM Yucrie asBTomobunen npeMmmyM-knacca. [llostomy nccrnegoBaHne 4aHHOTO pbiHKa,
BbISIBITEHNE OCHOBHbIX TEHAEHUWI €ro pa3BuUTUSA NPeACcTaBnsAlT ANs SKOHOMUYECKON Hayku
onpegerneHHbIN nHTepec. B ctaTbe gaHa xapakTepucTrka pbiHKa ToBapoB ocoboro cnpoca.
PaccmoTpeHbl OCHOBHbIE KOHKYPEHTHbBIE NMO3MLMK aBTOMOOMIEN NpeMryM-Knacca 1 0COBEHHOCTU MX
dopmMmnpoBaHNA Ha POCCUNCKOM pPbIHKE.

KnroueBble cnoBa: ToBapbl ocoboro crnpoca, achdekt BebneHa, mapka, asTomobunm npeMmmym-knacca,
KOHKYPEHTOCNOCOBHOCTb, KOHKYPEHTHasi NO3ULLUS, LIeHOBas KOHKYPEHLINS,, CEPBUC, peknamMHas cTparterus
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Forming a competitive position of special products (premium cars-class) in Russia

Tappaskhanova E.O., Associate Professor of Management and Marketing, Kabardino-BalkariaState
University, e-mail: tappazliza777@mail.ru

Mustafayeva Z.A., Professor of Management and Marketing, Kabardino-BalkariaState University, e-mail:
18zemaO3@mail.ru

Ligidov R.M., Associate Professor of Management and Marketing, Kabardino-BalkariaState University,e-
mail: ligidov75@mail.ru

During recent years, Russia has witnessed a steady increase in market demand for particular products,
including premium cars - class. Therefore the study of the market, identifying the main trends of its
development is for economic science of interest. The paper presents the characteristics of the market of
goods much in demand. The main competitive edge premium car - class and features of their formation in
the Russian market.

Keywords: special goods demand, the Veblen effect, brand, premium cars - class, competitiveness,
competition on price, competitive position, service, advertising strategy

Sources
1. English economists promise: dollar millionaires in Russia will be three times more than now. [Electronic
resource]. - Mode of access: URL:http://www.kp.ru/daily/25688/892713/
2. Audi to overtake Mercedes for the first time on sales. . [Electronic resource]. - Mode of access:
URL: http://000100.ru/index.php?showtopic=24928
3 Afanasyev Premium - class: life-and-death struggle. [Electronic resource]. - Mode of access:
URL: http://kp-avto.ru/article/7650
4. BMW TOYOTA and began working in the field of ecology. [Electronic resource]. - Mode of access:
URL:http://bmwpower-msk.ru/bmw-za-rubezhom/bmw-i-toyota-nachali-sotrudnichat-v-oblasti-ekologii.

5. For how many it is possible to get premium - class. [Electronic resource]. - Mode of access:
URL.:/http://dengi.ua/clauses/90888_Za skolko _mozhno_priobresti_avto_premium-klassa.html

6. How will sell more cars in 2013. [Electronic resource]. - Mode of access:

URL: http://aktualno.ru/view/2/3149
7. Kolesnikova E.V.Rostu selling luxury goods hindered by a lack of infrastructure. [Electronic resource]. -
Mode of access: URL: http://www.advertology.ru/article12690.htm
8. Konkurentosposobnost goods. [Electronic resource]. - Mode of access:
URL: http:/capri.urfu.ru/Marketing/product3.htm
9. Lexus makes its German owners happiest. [Electronic resource]. - Mode of access:
URL.:.http://auto.newsru.com/article/03Nov2011/adac
10. Mikhant'eva M.Strategii cars - luxury in Russia. [Electronic resource]. - Mode of access:
URL: http://www.dv-reclama.ru/others/articles/detail.php?ELEMENT _ID=8528
11. Review of Audi A8/ Audi A8. [Electronic resource]. - Mode of access:
URL: http://autorating.ru/cars/audi/a8
12.Centre for Humanitarian Technologies. [Electronic resource].-Access mode:
URL: http://gtmarket.ru/news/2012/10/04/5020

MNoBbIWeHne KOHKYPEHTOCNOCOGHOCTM TOProBOro NpeanpusaTUsA
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B cTatbe NpoBeAeHo uccnefoBaHne KOHKYPEHTOCNOCOGHOCTY TOProBOro AoMa «[aHnmoBCKMn».
Mcnonb3oBarca MeToa «TakHoro nokynaTtens», Ans KoToporo 6bina cneuuansHo paspaGoTaHa aHkeTa.
MpoBeneHo cpaBHEHME UCCIieayeMOro TOProBoro AomMa ¢ ABYMs yHMBepmaramv U o4HUM TOProBo-
pasBrnekaTenbHbIM LLEHTPOM. B Liensax noBbIlLeHUs KOHKYPEeHTOCNOCOGHOCTY NpeanoXeHbl MeponpusiTus
MO COBEPLUEHCTBOBaHWNIO MapKETUHTOBOM AeSTENbHOCTY TOProBOro AoMa «[JaHWIOBCKUIA.

KnouyeBble croBa; KOHKYPEHTOCNOCOGHOCTb, TOProBbIN AOM, METOA «TalHOro MOKynaTerns», MapKeTUHr,
aCCOPTUMEHT, LieHa, NPOABWKEHUE, peknama, CTUMYNMpoBaHue cobiTa.
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Improving competitiveness of retail enterprise

Golubkova E.N., the professor of chair of marketing of REU of G. V. Plekhanov;
e-mail: red@dis.ru

Poljanskaja I.V., The deputy the dean of faculty "Marketing", the senior lecturer
Schukin Y., The student, of REU of G. V. Plekhanov

Considering the results of competitiveness investigations of department store “Danilovsky”. It was used
mystery shopping technique. Competitiveness of two department stores “Danilovsky” and

“ Dobrininsky” was compared. For competitiveness improving of department store “Danilovsky” the
definite marketing actions were proposed.

Keywords: competitiveness, department store, mystery shopping, marketing, assortment, price,
promotion, advertising, sale promation.
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