MapkeTnHrosaga MHdopmaLus

- NHpopMaUusl, HeobxoanmMas anst NPUHATUA MapPKETUHIOBbLIX PELLIEHUIA
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Search Engine Market Share (August 2011)
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MapkeTuHroesasa nHdopmauunga
HY>XHa MapKeTepy 4119 TakKnx peLleHnn Kak

naoeHTndpurkaumsa npobnem notpedutenen
BbISIBIIEHME PbIHOYHbLIX BO3MOXHOCTEN
MNPOrHO3MpoOBaHNE N OLIEHKA rpaHnL, U1 pasMepoB pbiHKA

MapKETUHIoBbIE MNMporpamMmmbl U NniaHbl

reHepMpoBaHne anbTepHaTUB PELLIEHWI
OLleHKa anbTepHaTuB
peanusauusi nporpaMm 1 nNnaHoB

oTclieXxnBaHmne Xxoga BbINMOJIHEHNA peLueHvu7|
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MapkeTuHrosasa nHgopmaunoHHaa cmctema u
MapKeTMHroeaa cpeaa

MapkeTuHrosasi UHpopMaLMOHHasi cUCTeEMa — CUCTEMA reHepPUpoOBaHuS,

XPaHeHUs1 U pacnpocTpaHeHust tHdopmaLmm, HeobXxoaAnMOon Ans
MapPKETUHIOBbIX PELLEHWIA.

MWNC komnaHuu BKNOYaET:
1.MCTOYHUKK NHPOopMaLInK,
2.KaHarnbl nepegayn,
3.meToabl cbopa, ob6paboTku,

XpaHEHUS1 N NCNONb30BaHUA
NHpopmaLnu

MapkeTuHrosagd
cpena

MapkeTunHrosas
NHdbopmaumoHHas
Cucrema

Marketing information system (MKIS) -
A set of procedures and methods for the
regular, planned collection, analysis, and
presentation of information for use in
making marketing decisions.

MapkeTtep

http://www.marketingpower.com/_layouts/Dictionary.
aspx?dLetter=M 2008



MapkeTuHroBas nHcopmauus; BUAbl

1. OOBEKT (notpebutenu, KOHKYpeHTbl, 4 P)

2. ICTOYHUKHN

* BHELLUHAA external
* BHYTPeHHAa internal
onbIT, B, aKcn. oueHkn, moaenn)

3. AKTUMBHOCTb Noucka
° OTClieXXxmpaemasd
* 3arnpalLumBaemas

4. OTHOLWEHME K NCCneaoBaHuIo

e BTOpMYHas (secondary data),
e niepBuyHaga (primary data)



dopmmpoBaHme nHpopMaLMn MapKETUHI-MEHEeIKePOM

apKeTUHr-meHemxepbl 1 apyrue ydactHmkn MUC opraHmnsaumm
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[eHepaumsa MapKeTUHroBou MHdopmauum
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MapkeTnHrosas N— MapKkeTnHroBble
pasBeqka nccregoBaHus
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MapKeTl/IHI'OBaFI cpena. uenesble pbIHKA, MapKETUHIOBbIE
NOCPEeaHNKU, KOHKYPEHTbI, d0akTopbl MaKpocpeabl




MapKkeTnHroBoe nccrnegoBaHune

(marketing research) — doopmanmsoBaHHOE CPeacTBO
nonyyeHnsa nHpopmauymn, HeooxoanMou Ang NMPUHATUS
MapPKETUHIOBbLIX peLeHNN B KOHKPETHOU PbIHOYHOW CUTYaL M.

Marketing research is the function that links the consumer, customer, and
public to the marketer through information -- information used to identify and
define marketing opportunities and problems; generate, refine, and evaluate
marketing actions; monitor marketing performance; and improve understanding

of marketing as a process.
http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=M 2008

Buabl MU (no uenam):
* [lpegBapuTensHoe, nnun passegbiBaTenbHoe (exploratory)
« OnucarenbHoe, UnNn geckpmntneHoe (descriptive)

* [lpnunHHoOe (causal)
10
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Explorator y
Research

Possible
causes of
the problem

Descriptive
Research
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Type and Nature of Services
customer-buyer / design / user/s

Customized - Work with individual clients (ad hoc)

Omnibus - several topics for several clients

Syndicated Routinely collect information on several
different issues and provide it to firms that subscribe to
their services (e.g., ACNielsen TV index, Gallop pool
(public opinion )

Standardized

— Projects conducted in standard, prespecified manner
and supplied to several different clients. (e.g., Starch
readership surveys) TNS, Synovate, ACNielsen online,
AC Nielsen Global Consumer Confidence

Marketing Research

7th Edition © Aaker, Kumar, Day



Syndicated Research

e A research study which is conducted and funded
by a market research firm but not for any specific
client is called a syndicated research. The result of
such research is often provided in the form of
reports, presentations, raw data etc. and is made

available in open market for anyone to purchase.

* TNS global syndicated media projects - TV
Index, Radio Index, Web Index,
Marketing Index, Poccunckun NHoekc
LleneBbix ['pynn Ipsos Comcon

13



Custom study Omnibus
study

IS cross between a s';/nd'i.ca"ced étudy

and a custom study. It offers the advantages
of syndicated research in that multiple clients
share the cost, however, it also allows
participating clients to insert the questions of their
choice, similar to a custom study. In addition to
the questions inserted by clients, most omnibus
studies contain a set of standard demographic
qguestions. All of the custom questions, as well as

the corresponding data, is strictly proprietary.



OMHMBOYCHbIE nccneaoBaHms

* Bcepoccumckmmn OmHnoyc GfK | GIK Russia
'2016 1'5:| BOJ1HA ( Nmnoxesble nccnegosaHus * NsyuyeHne ayantopum -

3putenen / nonb3oBarenen/ notpedbutenen / knueHtoB * CounanbHble UCCregoBaHns
LleHoBbIE NccnegoBaHus

* |psos Omnibus Surveys (gauge public opinion on a multitude of
issues * test advertising campaigns * set benchmarks and measure
awareness and usage of brands & services * estimate and profile
demographics of market share

» forecast trends * track reactions and opinions on specific issues

» Forrester Consumer Technographics® Omnibus

(Consumer Technographics North American Online Omnibus Survey)

° (testing new product concepts, gauging market demand, tracking brand health, and
gathering competitive intelligence)

15



The Marketing Research Process

Define the problem
Develop research plan

Collect information

Analyze information

Make
decision

Present findings

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall



1. OnpegenexHne Npodrnembl U

nocTaHoOBKa ue;m

[MpoBegeHme npeaBapuUTENbLHOrO UCCNeaoBaHUs
(n dopmynmMpoBaHMe TUNoTe3s)

\/

3. PaspaboTtka nnaHa wuccnegoBaHUs

\/

4. AHanus BTOPUYHOU
n cbop nepBuUYHON MHOpMaLUn

\/

2.

5. WHTepnpeTtauus gaHHbIX
N Npe3eHTauus pesynsraTtoB UCCNeaoBaHus

[1lpouecc MapKeETUHIOBOIo UccrneaoBaHus
17




Step (2): Develop the Research Plan

1. Data 2.Research
Sources Approach

3.Research 4.Sampling

Instruments ' Plan

5.Contact
Methods

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall



Data Sources

Internal External

Secondary Data
(Already Exists)

Primary Data
(Freshly Gathered
For A Specific Purpose)

Copyright © 2009
Pearson Education,

Inc. Publishini as



Research Approaches

Ethnographic

Survey

Behavioral Data

Experimentation

Pearson Education,
Inc. Publishing as
Prentice Hall



Focus Group In Session

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall



Research Instruments

Questionnaires

Qualitative Measures
Technological Devices

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall



Question Types—Dichotomous

In arranging this trip, did you contact
American Airlines?

Yes No

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall



Question Types—Multiple Choice

With whom are you traveling on this trip?
No one
Spouse
Spouse and children
Children only
Business associates/friends/relatives

An organized tour group

Copyright © 2009 Pearson Education,
Inc. Publishing as Prentice Hall
4-24




Question Types—Likert Scale

Indicate your level of agreement with the
following statement: Small airlines generally give
better service than large ones.

Strongly disagree
Disagree

Neither agree nor disagree
Agree

Strongly agree

Copyright © 2009 Pearson Education, Inc. Publishing
as Prentice Hall 4-25



Question Types—Semantic Differential

American Airlines

Inexperienced

Old-fashioned

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall



Question Types—Importance Scale

Airline food service is

Extremely important
Very important
Somewhat important
Not very important

Not at all important

Copyright © 2009 Pearson Education,
Inc. Publishing as Prentice Hall
4-27




Question Types—Rating Scale

American Airlines’ food service is

Excellent
Very good
Good

Fair

Poor

Copyright © 2009 Pearson Education,
Inc. Publishing as Prentice Hall
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Question Types— Intention to Buy Scale

How likely are you to purchase tickets on American
Airlines if in-flight Internet access were available?

Definitely buy
Probably buy
Not sure
Probably not buy
Definitely not buy

Copyright © 2009 Pearson Education, Inc. Publishing
as Prentice Hall 4-29



Question Types—Completely Unstructured

What is your opinion of American Airlines?

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall




Question Types—Word Association

What is the first word that comes to your mind
when you hear the following?

Airline

American

Travel

Copyright © 2009 Pearson Education,
Inc. Publishing as Prentice Hall
4-31




Question Types— Sentence Completion

When | choose an airline, the most important
consideration in my decision is:

Copyright © 2009 Pearson Education,
Inc. Publishing as Prentice Hall
4-32




Question Types—Story Completion

| flew American a few days ago. | noticed that
the exterior and interior of the plane had very
bright colors. This aroused in me the following
thoughts and feelings.” Now complete the story.

Copyright © 2009 Pearson Education,
Inc. Publishing as Prentice Hall
4-33




Question Types—Picture
(Empty Balloons)

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall



Question Types—Thematic Apperception
Test

Make up a story that reflects what you think is
happening in this picture.

Copyright © 2009 Pearson Education,
Inc. Publishing as Prentice Hall
4-35



Sampling Plan

e Sampling unit: Who is to be surveyed?

e Sample size: How many people should be
surveyed?

e Sampling procedure: How should the
respondents be chosen?

Copyright © 2009
Pearson Education,
Inc. Publishing as
Prentice Hall




KOHTaKT C peCnoHOEeHTaMMW (1-nnoxo, 4 — ommauyHo)

XapaKkTepucTukm BapuaHTbl KOHTaKTa
KOHTaKTa
WHTepHeT | Tenecpon | Jnunas MNouTa
BCTpe4a TpaanumMoHHas

3aTpaThl 4 3 1 3
CkopocTb cbopa 4 4 3 1
NHOopMaLNK
YpoBeHb (gons) 3 3 3 2
OTBETOB
KoHTponb BbIOOPKK 1 4 3 2
KoHTposib BNUAHUSA 3 2 1 4
NHTEpPBbLIOEPA
[MBKOCTb 3 3 4 1
KonunyectBso K 2 4 3
cobupaemon
nHdpopmauummn 37




Primary Research on the Internet

E-mail Surveys
Web-based Surveys
On-line Focus Groups

Marketing Research

7th Edition © Aaker, Kumar, Day



Metoapl cbopa | MeToapbl MNnaH MIHCTpYMEHTbI
MHQOOPpMaLUNn nccreagoBaHun4d
bopmall KOHTaKTa BbIGOPKY A
EavHnua
Onpoc NMNYHbIV BLIGOPKY AHKeTa
- Paamep BbIOOpKU
HabnogeHne TenedOoHHbIN (MeToabl onp-s OIEKTPOHHO-
CATI pasmvepa) MexaHu4eckme
SRR |10 0E
3KCI'IepVIMeHT Assisted Weg Bb|60pK|/|
Interview) (penpeseHTaTMBHOCT;
MouTa Bbl6opka -criydanHas/
s . HecnyyanHas)
e-mail

PewieHnsi o cbope nepBuUYHON MHMPOpMaLnK
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BapnaHTbl METOA0B BbIOOPKU

1. Cny4vanHas (BepOsiTHOCTHad) Bbl6opKa

[MpocTas cnyyanHas
Bblbopka (Simple random
sample)

Kaxxabl YneH nonynsumm MMeeT U3BECTHbLIN 1 PaBHbIN LWaHC ObiTb
Bbl6paHHbIM. Hanpumep, kaxabin 20-n 9NeKTPOHHbIN agpec u3 obluero
cnucka agpecos pa3amepom 10000. Bruibopka paBHa 500.

CtpatnduumnpoBaHHas
cnyyanHas Bblibopka
(Stratified random sample)

[Monynauma pasgensercs Ha CcTpaTtbl MO KAaKOMY-NMO0o Kpnteputo (YPOBHHO
aoxoda, obpasoBaHuI0, 3aHATUIO, MECTOPACMONOXEHNIO). 3aTEM B KaXXaown cTpaTe
dopmupyeTca criyqanHas Bolbopka. Hanpumep, B . Mocksa - 400 cnyyarnHo
BblGpaHHbIX pecrnoHaeHToB, B I. CaHkT-lNeTepbypre - 200. Boibopka pasHa 600.

KnacTtepHas Bbibopka
(cluster sample)

Monynsauuna pasbuBaeTcs Ha ogHOPOAHbIE FPYNMbl — KNnacTtepbl. CryyanHo
BbIBMPaOTCS HECKOMBbKO KNacTepoB, M3 KOTOPbIX ONATb CryYanHO
dopmupyetcs Boibopka. Hanpumep, n3 Bcex 300 wkon ropoga X
cnyyanHbiM o6pasom BbibMpaeTcs 10 LWKOM, B KaX40W U3 KOTOPbIX 3aTeEM
cnyyanHbiM obpasom otompaetca 20 yyeHukoB. Beibopka pasHa 200.

2. Hecny4yanHass (HeBepoOSITHOCTHasl) BbIOOpPKa

Bbibopka no npuHumuny
yaobcTea (convenience
sample)

BeibmpatoTcs Hanbonee yaobHble ona goctyna pecnoHaeHTel. Hanpumep, -
NPOXOXWe Ans YSIMYHOrO NHTEPBLIOMPOBAHMUSL.

Bbi6opka Ha ocHoBe KBOT
(quota sample)

MccnepoBartenb ULLET 1 onpaluvBaeT NpeanncaHHoe KONMuMYecTBO Noaen B
KaXKQoW U3 HeCKosbKMUX kateropmin. Hanpumep, kBoTbl — 50 cTygeHTok 1 50

CTYAEHTOB npeacTtaBndaloT NponopLUnio yHallnxca XXeHCKOro n My>CKoro nona
n vauurancriiTaTe Ruihnonra narua 100

40



Pa3mep BbIOOPKM
1. ApOuUTpakHbln nogxon —

% oT obLyero kon-ea notpebutenen, Hanpumep, 5%
2. TpaAuUMOHHbIN NOOXO0M, OCHOBAHHbLIN Ha HOpMax

(Hanp.1000 Yen — nyn onpoca MHEHUI HaL-ro MacluTaba)
3. OcHoBaHHbIN Ha 3aTpaTtax (6omkeT M/ cT-Tb 0QHOW aHKeThI)

Hanp. 200000 py6/ 400 py6 = 500 yern.

4. lNogxon Ha OCHOBE MUCMONb30BaHUA OOBEPUTESIBHOIO MHTEPBArna,

N — pasmep BbIOOPKK
P — BEPOATHOCTb HacCTyMNNeHUA MHTEPECYHOLLLEro COObITUSA
q =100% - p

O — CTaHOapTHOE OTKMNOHEHNE, COOTBETCTBYOLLEE BbIODpAHHOMY
O0BEPUTESNTBHOMY YPOBHIO
00bIYHO — foBepUTENbHBIN YpoBeHb = 95%, cooTBeTCcTB /U O = 1,96

ecnimt =50% un q=100% - 50% = 50%, TO



Pasmep BbIOOPKM Npn HEOONBLLLOM YKCIE NOTEHL-X
KIMeHTOB/pecnoHaEeHTOB ( reH- coB-Tn), Hanp. B2B

cnonb3yeTtca npenenbHbIv MynsTUNInNKaTop

rae n* - CKOPPEKTUPOBAHHBLIN pa3mep BbIOOPKU;

M — npeaernbHbIN MYNBTUNINKATOP;

N - pasmep reHepanbHOW COBOKYMNHOCTM

Hanpuvep —
4YMCno NoTeHuManbHbIX Nokynatenen 6bmusHec-NO - 868 komnaHuK
HY>KHO ONPEeAENUTb YMUCIO U3 HUX C NOSTOXUTENBbHBbIM OTHOLLEHUEM K MPOAYKTY

N HET OPUEHTUPOBOYHbIX OLIEHOK 3TOW BESTMYUHBI =>
p =50%. 4 =100 -50 =50% wn npu poBeputero+Hom viriTepaane 95% o6 = 1,96

© AszoeB, Muxannosa, M, 1999, ¢.58-59, Edunmora, Obw Teop C1-kn 1997, ¢.169 42




Participants in marketing research activities

Information Users

General management

Planning
Marketing and sales managers
Product managers

Lawyers

Information Suppliers: Information Suppliers:
Marketing research department Research consultants
Sales analysis group Marketing research suppliers

Accounting department Advertising agencies

Corporate strategic planning

Marketing Research
7th Edition © Aaker, Kumar, Day



MIHTEepHEeT-onpoChkl, CanThbl

http://www.google.com/google-d-s/intl/ru/spreadsheets/,

http://www.surveypirate.com,

http://www.esurveyspro.com
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