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BCTYN

MapkemuHaoee O0CHIOXEeHHS - Ue cucmeMamuyHe 8U3Ha4YeHHS
Kona 0aHux, HeobXiOHUX Yy KOHKpemHUX MapKemuH208UX
obcmasuHax, wo cmosimb nepeo nidrnpuemMcmeom,

ix 36upaHHs, aHanis ma 3eim rpo pe3yrbmamu

®. Kotnep

B ymoBax CbOrogeHHsi BaXKO OLUIHUTU pPoSfib MapKeTUHroBUX
OOCNIgKEeHb B PO3BUTKY Cy4aCHOro PUHKY. Peanil akTUBHUX PUHKOBUX
nepeTBOpeHb B YKpaiHi, AKi rmnboko 3MIiHIOTb BCHO CUCTEMY BiAHOCUH
MK Oep)XaBolo Ta nignpuemMmcrteBamMmu, nignpueMmctBamMmn Ta crioxmpadamu,
BMMaralTb 3aCTOCYyBaHHA HOBUX THYYKMX MigxoA4iB A0 YynpasniHHA
nignpuemMmcTBamun. YcCniWwHICTb OYHKUIOHYBaHHSA Oi3Hecy 3anexuTb Big
TOro, HackKifibkM MOBHOK € iHopMaLia NPOo 30BHILLHE cepenoBulle, sKi
nosuuii Ha PUHKY 3alUMaloTb KOHKYPEHTW, 4YM 34aTHa npoaykuisa
nignpuemcTea 3200BOJIbHATH OCHOBHI BUMOTU CNOXMBauiB.
MapKeTUHroBi AOCNIKEHHA SABMATLCA OAHIEKD 3 TONMOBHUX (PYHKLIN
MapKETUHIroBOl  AisnbHOCTI  Oyab-akoro  nignpuemcrBsa. BoHu
3abe3neyyloTb  TOM-MEHEKMEHT  iHdopmauiero aAna  MPUAHATTH
YyApaBniHCbKMX  piweHb. Yumm  Ginbll  OOCTOBIPHOK, TOYHOK i
onepaTtuBHoto byae us iHhopmauiqa, TMm BinbLue WwaHciB y nignpuemMcTaea
Kpalle 3a4oBOSfIbHUTU NOTPpebM cnoxuBadiB, BUNEpPeauUTU CBOIX
KOHKYPEHTIB i, TUM caMuMm, OOCArTKU YycCnixy Ha pPWHKY. Has4arnbHo-
HayKOBUW MOCIOHMK CKNagaeTbCs i3 TPbOX YacTWH: 4YacTuHa 1 —
aHrMINCLKMW BapiaHT | YaCcTMHa 2 — YKpalHCbKUW BapiaHT, SBMATb
cobolo HaBYanbHO-METOAMYHY YacTMHWM MocibHMka. YactmHa 3 —
MapKETUHIoBi  OOCMIQKEHHA  acnipaHTiB  Kadeapn  MapKeTuHry i
mixkHapogHol Toprieni HYBIl Ykpainw.

MeTolo BMBYEHHS OUCUMMAIHW € OBOJSIOAIHHA TEOopPeTUYHUMU
MeTogaMu i NPaKTUYHMMKM HaBMYKaMW OpraHisauil Ta npoBeaeHHS
MapKeTUHroBmnx JocnimkeHb. MixgucumnniHapHi 3B’13ku:  gucumnsiiHa
«MapkeTUHroBi AocnimkeHHs» 6a3yTbCs Ha BUBYEHHI €KOHOMIYHUX i

couianbHuUx  aucumnnid:  «MapkeTuHry, «MapKeTuHr NoCnyr»,



«MapkeTnHroBa ToBapHa nonituka», «lHpacTpykTypa pPUHKY»,
«KOHKypeHList | KOHKYPEHTOCNPOMOXHICTb MigNPUEMCTBY», «YNnpasniHHA
MapKEeTUHIOBOK AianbHICTIO», «JloricTMka B MapkeTuHry», «EkoHoMika
nignpuemcTtB», «MapkeTuHr 3akyniBesib», «[lloBefiHka crnoxueayay,
Towo. HaByanbHMM MOCIOHMK MOKMMKAHMW HagaTtu axisuam, ski
npauloTe y cepi MapkeTUHry, HeobXigHMX 3HaHb 3 oOpraHisadil
MEeTOAIB, TEXHOMOrIN eMMNipUYHNX OOCHIOXKEHD.

Pobota MapkeTMHroBuM [OCIIOHMKOM € [OyXe TBOpPYOK Ta
noTpebye HassBHOCTI HECTAHAAPTHOIO MUCNEHHS. LIto TBOpYICTb BUXOBYE
ranysb Ta gucumnniHa, ska 3as3Hae BenmyesHux 3MmiH. Ocobu, ski
NPUUMaloTb pPIiLLEHHS Ta BUKOPUCTOBYIOTb MAapPKETMHIOBI OOCHIIKEHHS,
BUMaralTb MOKPALLEHHS 1X SKOCTi, npuwBmnaleHHs nepebiry HaykoBO-
gocnigHmMx  pobiT  Ta iHTerpauil Oyab-akol  3ibpaHol  iHGhopmaLii.
[MpoMncnoBa KOHKYpeHLis 3pocTae cepef noctadanbHUKIB iHopmauil,
KOHCYNbTaHTIB 3 YyMpasriHHA, aHanitukis 6a3 paHux KhieHTiB Ta
nocrtadasnibHUKIB HeJOopOrnmx OnuTyBaHb, LWO BUKOPUCTOBYIOTL HOBI
TexHonoril. [OCnigHWKM MapKeTUHry TMOBMHHI BMIiTM COpaBfsaTUCa 3
TEXHIYHUMM  npobrnemMamu npu  NnNaHyBaHHi, 300pi, aHanisi Ta
iHTepnpeTauii iHdopmauii. BoHn noBuHHI yceigomnoBaTtn npobnemu, 3
SAKUMW CTUKAETBbCA UINMA psg  ocid, ki npuruMaroTb  pilLEeHHA Ta
OOBIpPAKTL 0OrpyHTOBAHUM MapPKETUHIOBUM AOCHIAXKEHHSM.

YinbHe Micue y nNOCIBHUKY BiABeOEHO BUBYEHHIO KOH'OHKTYpU
puHKY. Marictp, acnipaHT MOBWHEH YCBOITW, WO OOCHIOAKEHHSA
KOHIOHKTYPU PUHKY — L€ He TiflbkM BU3HA4YEHHA WOro CcTaHy, ane,
rOSIOBHMM YMHOM, MPOrHO3YBaHHSA HarnpsMiB Ta TeHOEHUIn 11 pO3BUTKY.
Ona Toro, wob O6yTm edeKTUBHUMU, KOH'IOHKTYPHI OOCHigKEHHS
BMMararTb HaykoBoro nigxoay. Haykosun nigxia nepenbayae cnupaHHs
Ha 06’ekTMBHY iHdOpPMaLito, NOriYyHy CTPOriCTb i HecynepeynmBeiCTb
CYIKEeHb, HasIBHICTb HeOobXigHOI TOYHOCTI  OUiIHKM  napameTpiB.

O6’ekTMBHICTb O3Ha4vae, WO AO0CNiMKEHHS npoBoaAaTbCsa 6e3 6yab-aknx



3MilleHb | BpaxoByKTb BCi dpaktopn. BUCHOBKM | TOYKM 30py He
dopmyntoTbCsa OOTW, AOKM He B6yayTb 3ibpaHi i npoaHani3oBaHi BCi
MOXNMBI AaHi. BUMora TOYHOCTI CTOCYETbLCS BCiIX METOAIB | IHCTPYMEHTIB
pocnimkeHHsi.  KoH'IOHKTypHe OOoCHigXeHHA MNOBUMHHO MPOBOAUTUCS Y
BiANOBIAHOCTI 3 OCHOBHUMW MPUHUMMNAMUM CUCTEMHOro nigxoay: 1)
LlinecnpsiMOBaHICTb; 2) KOMMMEKCHICTb; 3) rHy4YKiCTb; 4) 6e3nepepBHICTb.
Hansaxnueilumm 3aBaaHHAM Oyab-sKOro AOCHIOXKEHHS KOH'HOHKTYpWY, Bid
yCrixXy pO3B'A3aHHSA SKOro 3anexaTtb He nuwe rimbuHa OXOMNSIEHHA W
'PYHTOBHICTb aHanidy, a W TOYHICTb Ta MPaBWUNbHICTbL MNPOrHO3Yy i
PO3BUTKY, €. @) BU3HAYEHHS 3HAYEHHS, CUNN BMIINBY OKPEMUX (pakTopiB
Ha (bopMyBaHHS KOH'OHKTYpU; 0) BUSBNEHHS MNPOBIAHUX (PAKTOPIB, LUO
BM3HAYalOTb KOH'IOHKTYPY B KOXHUA OKPEMWUA MOMEHT i Ha Hambnvxuy
nepcnexkTuay.

HaByanbHMn NOCIBHUK MICTUTb OWAAKTUYMHMIA MaTepian y BuUrnsai
PUCYHKIB | Tabnuub. HanpukiHui nocibHMKa po3MmilleHi nicnsamMoBa,
CITOBHUK TEPMIiHIB 3 MAPKETMHIOBOro AOCHNIIKEHHS Ta Ao4aTKMW.

ABTOpM  HaB4YanbHO-HAYKOBOrO  MOCIOHMKA  WMPO  BASAYHI
peueH3eHTaMm, npodecopam, OOKTOpaM EKOHOMIYHMX Hayk 3axapyyky
OnekcaHgpy Bacunsosudy, Tkauyky Bagumy AnaToniesunyy, [lopodeey
Onekcangpy BiktopoBuyy, a Takox PoaroH lpuHi HOpiiBHin,cTapuomy
BUKNagadvy kadenpw aHrnincbkol ginonoril 3a 1x ¢axoBe peLesyBaHHA
nocidHuka.
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NMpumiTtka: 3BepHYyTN 0CcOGNMBY yBary !

AKicHIi MeToaM MapKETUHroBOro AOCHIAKEHHS MalTb Ha METI
BUBYEHHA nornaais, BiQHOCWH, OYMOK Ta IHTepeciB crnoxuBadis. BoHU
CcnpsIMOBaHi, Hacamnepen, Ha aHania Agin cnoXxusadiB, 1X KymniBenbHY
peakuilo, HDPK Ha KifnbKicHe 11X onucyBaHHA. Cneuundika SAKICHUX
OOCNIMKEHb nondrae B TOMY, LWO BOHW [O3BOSISAOTH 3PO3YyMiTU
CUTyaUil0 Ha PUHKY, a came TrOfIoBHE, MNOBEAiIHKY chnoXxuBada 6e3
NigTBEPOKEHHA CTaTUCTUYHOK iHopmauieto. o sKicHMX meToais
HanexaTb CMOCTEPEXEHHS, eKCNEPUMEHT, MUONHHE IHTEPB’t0, NaHerb,
dokyc-rpyna, aHania npoToKony, MPOeKUinHi MeToan, eKCnepTHI
MeToau.

3a [O0onoMOrol SAKICHMX MapKeTUHrOBUX [OOCHIMKEHb MOXHa
AeTanbHO BUBYATU MOTMBW, OYMKW, MNOrMNggM CrnoXueadiB OO0
npuadaHHA TUX YM TUX TOBapIB, 3PO3YMITU IXHIO NOBEAIHKY, YCTAaHOBKM
nig Yac Kynieni, gisHaTUCA NMPO LIHHOCTI Ta YABMEHHSA, OYiKyBaHHS Bif
KynneHux ToBapiB Ta iH. Pe3dynbTaTn AKICHUX OOCHIOAXKEeHb MICTATb
OYMKW, MipKyBaHHS, Onucu, acouiauil, obrpyHTyBaHHA, apryMmeHTn, a
TaKOX NPUNYLLEHHS, igel, npono3uuii Towo. Y Aeskux sBunagkax sKicHi
OaHi MOXyTb OyTW NepeTBOpPEHi B KifbKiCHi, ane ue nepeabayae

3aCTOCyBaHHS crevjanbHUX npoueayp.
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HABYAJBHO-METOIUYHA YACTHHA
I. AHI'VIOMOBHA

Chapter I. INTRODUCTION TO MARKETING RESEARCH

LEARNING OBJECTIVES:

After learning this chapter you should understand:

o The essence, nature and role of marketing research in the process of
decision making

o The difference between definitions “market research’ and “marketing
research”

e How differ academic and practitioner’s marketing research

o Who to provide marketing research

o The importance of marketing research industry

o The difference between marketing research of problem-identification
and problem-solving

o The types and roles of marketing research suppliers

o Types of market size and methods of their calculation

1.1. The role of marketing research

The role of marketing research can be better understood with usage the
basic marketing paradigm with is illustrated in Figure 1.1.

Figure 1.1. — The role of marketing research in marketing system

In order to define customer needs and to implement marketing strategy
and plans, which aimed to satisfy those needs, marketing managers need
different information about competitors, customers, and other forces which
impact to a marketplace.

As consumers become richer, more discerning, and fastidious, marketing
managers need more and more information on how they will respond to new
marketing offerings. In the condition of such intensive competition, managers
need information about the effectiveness of their marketing tools. Du to such

rapidly changing environment, marketing managers need more timely
12



information to deal with the impact of changes.

The role of marketing research in the process of decision making can be
summarized as helping to:

e describe the nature and scope of customer group;

e monitor and analyze past successes and failures in marketing decisions;

¢ understand the nature of the forces that form customer groups;

¢ understand the nature of the forces that form the market’s ability to
satisfytargeted customer groups;

e test individual and interactive marketing mix variables.

1.2. Marketing research by academics and practitioners

Both practitioners and scientists are involved in marketing and marketing
research. Scientists and practitioners’ views of marketing research differ in many
ways,but at the same time they have much in common.

However, there is a key difference in their target groups. Scientists
conduct research almost exclusively for publication in academic journals. On
other hand, the target group of practitioners is a client whose needs and
standards include relevance, practicality, generality, and timeliness of
understanding. On the other hand, journals often emphasize methodological
rigor and consistency. Academic journals are often difficult to read and
understand, while practitioners’ reports need to be easy to read.

Scientists and practitioners differ greatly in the use of methods and their
focus on them. Practitioners have adapted and improved some methods, such as
cluster and factor analysis, that were originally developed by scientists. While
for scientists, the method’s elaboration is often the main research’s purpose.
Practitioners are more concerned about the value of using specific methods.
Research standards also differ. The clear principles and professional conduct
promoted by ESOMAR and the Australian Society for Market and Social
Research (AMSRS) mainly guide the practices of practitioners. Universities and

schools sometimes impose standards on data collection and analysis, but they
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usually do not have the level of detail advocated by ESOMAR or AMSRS.
Interestingly, many practitioners claim that their methods meet academic
standards, but scholars never claim that their methods are based on practitioners'
standards.

In addition to these differences, there are also many common features. For
example, qualitative measurement of research indicators is a priority for both
scientists and practitioners. In addition, scholars and practitioners should be
interested in each other's work. After all, scientists can learn a lot from the issues
that practitioners have encountered, while practitioners themselves can benefit
greatly from understanding the tools, methods, and concepts that scientists

develop.

1.3. Marketing research definition
The term "marketing research" has many definitions, but most of them are

related to support for marketing decisions.

ESOMAR - an international organization for market, consumer and social
research, defines marketing research as:

Systematic collection and interpretation of information about people and
organizations. It uses statistical and analytical methods and techniques from the
applied, social, behavioral and data sciences to generate ideas and support
decision- making by suppliers of goods and services, governments, non-profit
organizations and the general public. (ICC / ESOMAR International Code of
Markets, Opinions and Social Research and Data Analysis 2016).

MARKETING RESEARCH - systematic collection and interpretation of information about
people and organizations, which uses statistical and analytical methods and techniques
from the applied, social, behavioral and data sciences to generate ideas and support
decision- making by suppliers of goods and services, governments, non-profit organizations
and the general public.

Marketing research can be any of the following:
efast, in the sense that it can be done quickly.
egood, in the sense that the results can accurately reflect reality.

echeap, in the sense that the researcher can choose a less expensive design
14



amongcomparable research projects.

Unfortunately, each research project can have only two of these three
characteristics. If a research project is good and fast, it will not be cheap. If it is
good and cheap, it is impossible to spend it quickly. Finally, if it's fast and

cheap, you can hardly get accurate results.

1.4. Market research and marketing research

Consider the application of the terms “marketing research” and “market
research”. Marketing research is a process used by businesses to collect,
analyze andinterpret information that is used to make informed business decisions
and successfully manage business. By comparison, some define “market
research” as a subset of marketing research, using the term to refer to the
application of marketing research to a specific market area. For example, the
Marketing Research Association (MRA) defines “market research” as the
process used to determine the size, location, and / or composition of a product or
service market. Having made this distinction, it can be concluded that these two
names are used interchangeably by many practitioners, publications, industry
organizations, and scholars.

1.5. Marketing research development

At the beginning of the XX century, there was an increase in both the
number of universities and the number of academic fields taught. These new
disciplines, includingpsychology and sociology, have been interested in applying
scientific methods to socialproblems in a way that helps explain human behavior.

However, in the same period of time, in the field of business, marketing
research has become a recognized professional field. During this period of
economic history, enterprises began to move from small local or regional
companies to larger national companies. Due to the need to sell their products in
a wider geographical area, it became more difficult for companies to identify
their customers and understand their needs. Automakers have faced such an early
marketing problem. They needed to know how to use advertising to reach

additional consumers.
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Market researchers soon discovered that in addition to surveys and
sampling, they could also borrow other methods from the social sciences. In
1931, Marketing Research Technique — the handbook for marketers described
not only how to use surveys, but also surveys and focus groups as ways to
conduct marketing research. Due to the successful use of these new methods,
interest in marketing research continued togrow during the 1930s. Thus, the first
textbook on marketing research was published in 1921, and in the 1930s,
universities began teaching the first courses in marketing research.

After the end of World War II, when the old methods of selling no longer
allowed selling the required number of goods, sellers tried to find additional
customers and therefore began to focus on satisfying consumer desires for
products. Now to determine these desires need marketing research, and
specialized marketing organizations that provide services for the development
and implementation of custom marketing research. As a result, universities
began to teach marketing research as an academic discipline to train the
necessary professionals. Academic research still continues to play a significant
role in the development of marketing science to solve management problems.

The 1970s and 1980s are often referred to as “the golden age of consumer
research”. During this time, marketing research methods have become more
scientific. Computing power has made data collection and analysis faster, easier,
cheaper and more accurate. Companies have invested heavily in marketing
research to better understand the market, the consumer and the decision-making
process.

In the late 1990s and early 2000s, a shift in marketing research began.
Decision makers not only wanted to support marketing decisions, but also for
researchers to explain what the data meant. A simple description of potential
markets, consumer characteristics and the decision-making process was no
longer enough. Decision makers wanted to understand why consumers make
specific choices and how the results of marketing research can provide a better

understanding of best strategies andtactics. Market researchers are no longer just
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data providers. They were supposed to help provide an understanding of the

situation in the market.

Now marketers are being asked to help develop a marketing strategy. This
means that researchers need not only a deep understanding of marketing
research; they must also have a deep understanding of marketing, especially
marketing planning and strategy. Figure 1.2 highlights the stages of
development of marketing research.

Figure 1.2. — History of marketing research development

1.6. Marketing research functions
There are four main functions that perform marketing research in the

organization:

exploratory

descriptive

diagnostic

predictive

The exploratory function of marketing research arises when researchers
have limited understanding or no information about the marketing situation or
specific outcome. For example, a company may lose customers or sales may
decline, but managers do not know or sure what is causing this. Marketing
research can be conducted to examine possible causes of loss of sales or
customers. Alternatively, thecompany may consider offering a new product in a
category in which it does not havesufficient experience. In this case, marketing
research can be used to deeply study the consumer to uncover some hidden
reasons or thought processes that influence the decision to purchase a product.

Marketing research often performs the descriptive function, which
includes collecting and presenting information about a marketing phenomenon
or marketsituation. For example, marketing research can be used to describe the
main consumerof a product, such as Kia cars or iPone mobile phones.

The diagnostic function of marketing research is useful in many situations.
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Here,data analysis techniques are used to study the relationships and phenomena
within thedata collected through marketing research. The diagnostic function is
important for marketers because it allows them to identify relationships between

data.

The predictive function of marketing research allows you to use data to
predict the results of marketing decisions or consumer actions. Retailers use
predictive research to determine what items a consumer can purchase together
so that this information can be used to create effective promotions and drive
sales. With the help of marketing research, you can also assess the impact of a
coupon or other promotionaloffer on sales. It is often used to assess market share,

to expand a brand, or to introducea new product.

1.7. Marketing research providers

Most marketing research is conducted by internally specialized
departments or individual specialists who are entrusted with this function. In
larger organizations, market research is usually conducted by a separate division
of the marketing department. Sometimes this unit is associated not only with the
marketing department, but also with other organizational functions, such as
corporate planning or sales. Many large organizations even have a separate
marketing research department. In recent years, the situation is becoming more
widespread, when the marketing function is increasingly shifting to other
functions within organizations.

External providers of marketing research are a powerful economic force.
They either provide a wide range of services or are highly specialized.

Full service providers are large companies that specialize in marketing
researchand provide syndicated data and personalized services.

Syndicated data is data collected in a standard format and not specifically
collected for a single client. This data, or data-based analysis, is then sold to
many customers. Large firms specializing in marketing research mostly collect
syndicated data because they have the resources to both collect large amounts of

data and be able to further distribute the significant costs incurred during the
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research to a large number of customers. In contradistinction to full service
providers, who conduct almost all marketingresearch, limited service providers
specialize in one or more services and usually smaller companies. In fact, many
specialized marketing research companies are self-employed, and the owner
(after an internship or academic career) offers specialized services. Although
there are many different types of limited service firms, we will focus on only
three of them: those that focus on segmentation, field services, and specialized
services.

Field research companies focus on surveys, sampling, sampling, and data
collection. Some of these companies also translate questionnaires into foreign
languages or provide addresses and contact details.

Specialized service firms are a general term for those companies that have
specific technical skills, so I can focus only on specific products or their
characteristics, such as marketing research of taste and smell. Specialized firms
may also focus on several very specific marketing research methods, or on one or
more highly specializedmethods of analysis, such as time series analysis, panel
data analysis, or quantitative text analysis.

The choice between these full and limited range of services of marketing
research firms boils down to a compromise between what they can provide (if
there isa need for highly specialized research, you may not have much choice)
and the price of these services. Also, if you need to combine multiple studies to
gain a further understanding of the market situation, full-service businesses may
be a better option for you than multiple limited-service firms.

When choosing an external agency - a separate company that provides
marketingresearch services - you should study the degree of need to deepen the
knowledge of this agency and the activities involved in your company and your
industry as a whole;and the skills of the agencies in the typical research to be
conducted. External agenciesoften need more weeks of training or briefing on a
company and its marketing problem than they can understand what the client

requires. There are 10 stages the process ofchoosing a research firm (Fig. 1.3)
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1. Check sources for finding names of research

2. Compile a list of firms and decide on two or three that appear to be the
3. Contact the research firm in writing, giving as full a description as possible of

4. Arrange an interview with the research firm, preferably

5. Find out more about the research supplier and about its

6. Explore how the research firm prefers to work

7. Ask for a written

8. Come to a clear understanding that further discussions may change the
proposal in some

9. Agree about who will be the prime contacts between client and

10. Make it clear to a firm submitting a proposal that proposals from other
firms are also

Figure 1.3. — Process of choosing a marketing research firm

1.8. Marketing research classification

ESOMAR identifies two key reasons for conducting marketing research:

1. identification of opportunities and problems

2. generating and improving marketing activities.

This difference formed the basis of a marketing research classification,
and divided them into two groups: research that finds a problem and research
that solves aproblem.

Linking  thisc lassification to the  basic marketing paradigm,
problem identification research can be related to: describing consumers and

the size of their groups, understanding the nature of the forces that shape
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group consumers, and the marketer's ability to meet these target consumer
groups. Problem-solving research can be related to: testing individual and
interactive variables of the marketing complex, as well as to monitoring and
analyzing past successes and failures in marketing decisions. Research that
specializes in problem identification (problem-identification research)is
conducted to help identify problems that may not be obvious but still exist

or may arise in the future.

Examples of problem identification research include market potential,
market share, brand or company image, market characteristics, sales analysis,
short-range forecasting, long-range forecasting, and business trend research.
This type of researchprovides information about the marketing environment and
helps diagnose the problem.

For example, declining market potential indicates that businesses are
likely to have difficulty achieving goals related to market share growth and
sales. Similarly, there is a problem if the market potential grows but the
company loses market share. Recognition of economic, social or cultural trends,
such as changes in consumer behavior, may indicate key challenges and
opportunities.

Research that specializes in solving a problem (problem-solving
research) is conducted when there is a clearly defined problem. The results of
such research are used to make management decisions and to solve specific
marketing problems. For example, segmentation research determines the basis
of segmentation, establishes market potential and response to different segments,
and selects target markets.

Research to identify problems and research to solve problems go hand in
hand, often complementing each other.

1.9. Marketing research divisions

Marketing research has a large number of broad divisions that cover a wide
rangeof issues that managers have to deal with and help them make a variety of
managementdecisions (Table 1.1).
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Table 1.1 - Marketing research divisions

Marketing provides information on:
research
Customer * market size and market segment

» market trends that can be used for forecasting
* brand promotions

* characteristics and motivation of the client

* shares of competitors' brands

Promotion « the most appropriate way to promote

* the most suitable substitute product and campaign
material

* the most suitable media for use

* the effectiveness of communications in achieving
goals

Product  opportunities to develop a new product

» product design requirements

« comparative efficiency in relation to competitors'
proposals

* packaging

Distribution « appropriate distribution methods
 relevance of channel members
« the best place for warehouses and outlets

Sales « effectiveness of sales methods and techniques
« establishment of sales areas

 adequacy of remuneration methods

* sales training requirements

Marketing * political influence
* economic impacts

environment ..
» social influences

* technological influences

1.  Consumer research or market research may provide data on certain
consumer markets and their segments, such as market capacity in value and in
kind. Ifsuch data is collected over a period of time, it allows you to identify
trends and helps predict future sales. It can also provide information about the
location of customers, the structure of their costs, the amount of their earnings
and creditworthiness. This study may also explain why customers prefer one

brand to another and what price theyare willing to pay. Market research can also
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provide information about the market shareof all companies in this market as a
whole or in a specific segment.

During market research, marketers identify an important indicator for
analysis -the market size (capacity), which helps to establish the potential
volume of consumption and is used in operational and strategic marketing

planning.

MARKET SIZE is the volume of goods or services that the market is able to consume overa
period of time under certain conditions.

There are two approaches to determine market size:

1). Market size is calculated on the basis of data on production
capacity:

E=V4+ V=V,

E - Market capacity
V4 - the volume of goods or services produced by domestic enterprises. V;
- the volume of imported goods from other territories

V.- the volume of exported goods outside the study area

2).  The calculation of market size is in terms of consumption:
E=CXN

C - The number of target audienceN - Consumption rate

Market size can be calculated in kind (in pieces), cost (in different
currencies)and volumes of goods (kg, m, 1, etc.).

Market size can be (Fig. 1.4):
1)  Potential - the size of the market is based on the maximum possible

demandfor the product

2) Actual - the size of the market is based on the current level of

Available marketD Actual Potential
market size

demand.

Figure 1.4. - Varieties of market capacity
3) Available - the size of the market can be claimed by a particular firm

23




with itsavailable product, or the level of demand that can meet this firm entering

the market with its product.

2. Advertising (promotional) research measures the success of
advertising campaigns - whether the planned goals have been achieved as a
result of theirimplementation. It also helps when choosing advertising to find the
most appropriate advertising tools and methods that can provide the best results.
Advertising research can provide campaign-specific information about which
tool is most likely to reach itstarget audience. It also provides information on
which messages the target audience ismost likely to like. Experiencing limited
advertising, these studies also help in the process of pre-assessing the likely
impact of the campaign. Thanks to such research, you can monitor the
effectiveness of the campaign at all stages of its implementation.

3. Product research helps to find additional uses for existing and
potential products or services. It also helps in case of product development to test
the concept of the product with potential users and buyers before starting the
costly process of productdevelopment. If the concept of the product is justified,
this study will help test the product on potential users before launching mass
production. This information can be used to eliminate obvious design flaws.
Product research helps to provide an effectiveassessment of the strengths and
weaknesses of a product or service compared to competitors. Research can
also provide information about the packaging of a product,helping to design it in
such a way as to enhance the image of the product (or service).

4. Distribution research helps to find the best distribution channels for
the product and helps in choosing the participants of the distribution channel. In
terms of physical distribution, the study makes it possible to identify the best
places forwarehousing and retail outlets.

5. Sales research helps to evaluate and measure the effectiveness of various
sales methods and techniques. It helps to find ways to ensure that sales are
roughly equivalent in size and that sales staff do not have unfair discrimination

in setting sales targets. This type of research provides information on what
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methods of promotion and to what extent will motivate sales. Research also
applies to sales training and can provide good feedback on the quality with which
sales staff present goods to the buyer.

6. Marketing environment research examines the political, economic,
social and technological factors that may influence marketing operations.

As for the political aspect of the environment, changes in government can
have a significant impact on trade conditions, so they need to be anticipated. The
direct impact of the economic climate in which the business operates is also
obvious. This effect can be temporary or more permanent. These studies help to
assess the impact of political and economic factors that are necessary when
planning the activities of the enterprise.

Social factors can also have a significant impact on businesses. Thus, the
level of unemployment or population decline directly affects the demand for
certain goods. These studies provide information about what factors are important
and how they affectthe organization.

Technological factors can have a sudden and drastic effect on the state of
business. A sudden technological breakthrough can make products and processes
obsolete in a very short period of time. These studies will help monitor

technological progress and notify new developments in advance.
QUESTIONS

1. What is the role of marketing research in the marketing paradigm?
2. What is the role of marketing research in management decisions?
3. What is the difference between the perception of marketing
research bypractitioners and scientists?
4. What is marketing research?
Describe the history of marketing research.
What are the functions of marketing research?

5

6

7. Who are the performers of marketing research?

8. Who are the full performers of marketing services?
9

What is syndicated data?
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10.
11.
12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.

What research is done by specialized service firms?

How to choose an external agent?

Describe the process of selecting a research firm.

What are the main reasons for conducting marketing research?
Describe the studies that specialize in identifying the problem?
Describe the research that specializes in solving the problem?
What are the types of marketing research?

What is market capacity and how is it calculated?

What is ESOMAR?

Describe the history of marketing research

When was the first scientific paper on marketing research written?
What is the actual market capacity?

How is the potential market capacity determined?

How to find available market capacity?

What information can research products provide?

What determines the study of the marketing environment?

What helps evaluate sales research?
EXERCISES

Exercises 1

Calculate the potential, actual and available capacity of the market for

men's shaving products, if it is known that according to statistics, men over the age

of 14 - 51 million persons, and those who use shaving products at this age - 37

million persons, and 29 million persons in large cities at the age of 30-55 years

buy a means of shavingof average cost. It is also known that men over the age of

14 use an average of 10 bottles of shaving per year. Men aged 30-55 living in

large cities use 12 vials. The bottle contains 200 ml, a single portion - 10 ml. It is

also known that the actual averageprice of packaging for a group of men over 14

years - 90 UAH; for men living in large cities aged 35 to 55 - 70 UAH. The

current price is optimal for the market.
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Exercises 2

Calculate the market capacity if it is known that the number of consumers in
thesegment is 3,000; the level of consumption per capita in the base year was 50
units peryear; if prices rise by 1%, there will be a reduction in demand by 3 units.

It is plannedto raise prices by 10%

Exercises 3

Calculate the market capacity and determine whether it is appropriate to
createan enterprise for their production in the region, if you know:

number of consumers - 2 million people; onsumption rate - 15 units. /
people. per year .;capacity of local enterprises - 25 million units; exports per

year - 20 million units; imports per year - 3 thousand units.

TASKS

Task 1. Fill in the crossword:
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AcCross:

1. What is the name of the function of marketing research, which
manifests itself when researchers have limited understanding or do not have

information about the marketing situation or a specific result?
2. Marketing research which is aimed to collection.

4. What is the name of the marketing research division which provides

information on appropriate distribution methods?

6. What is the name of the marketing research division which provides

information on market size and market segment?

7. ___is the science of studying, creating and providing value for a
productor service to meet the needs of the consumer in order to make a profit.

12. What is the name of the marketing research division which provides
information on the effectiveness of communications in achieving goals?

13. What is the name of the marketing research division which provides
information on political influence?

Down:

3. What is the name of the marketing research division which provides

information on adequacy of remuneration methods?

5. What is the name of the marketing research function, where data

analysismethods are used to study relationships and phenomena?

8. What is the name of the marketing research division which provides

information on comparative efficiency in relation to competitors' proposals?
p Yy p prop

9. What is the name of the data that is collected not specifically for a

particularcustomer, but for sale to many customers?

10. What is the name of the process of systematic collection and

interpretationof information?

11. What is the name of the international organization for market,
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consumer andsocial research?

12. What is the function of marketing research uses data to predict the

results ofmarketing decisions or consumer actions?

Task 2 — Fill in the diagram of the types of market capacity:

1. Is it true that:

"In 1931 in the guide for marketers" Technique of marketing research "
YES/NO

2. Is it true that:

"The first textbook on marketing research was published in 1921"
YES/NO

3. Is it true that:

"In 1930, universities began to teach marketing research as an academic
discipline to train the necessary professionals."

YES/NO

4. Is it true that:

"The diagnostic function of marketing research arises when researchers
have limited understanding or no information about the marketing situation or a
specific result."

YES/NO

5. Is it true that:

"Syndicated data is data not collected specifically for one client"YES/NO

6. Is it true that:

"Segmentation specialists do not focus on a specific industry, but on the
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type ofcustomer."

YES/NO

7. Is it true that:

"In potential capacity, the size of the market is based on the current level
of demand"

YES/NO

8. Is it true that:

"Available capacity is the size of the market that can be claimed by a
particular firm with its available product, or the level of demand that can be met
by the firm entering the market with its product”

YES/NO

9. Is it true that:
"In actual capacity, the size of the market is based on the maximum

possible demand for the product"

YES/NO

10. Is it true that:

"ESOMAR identifies two key reasons for conducting marketing research:
identifying opportunities and challenges and generating and improving
marketing actions"

YES/NO

11. Market capacity is calculated on the basis of data on production
capacityby the formula:

AE=Vy+V,=VB. E=Vy+V;+V.C.E=CXN

12. The calculation of market capacity is in terms of consumption
by theformula:

A E=Vy+V,=VB. E=Vy+V;+V.C.E=CXN

13. Apply ___ approaches to determining market capacity:
A.3
B.2
C.4
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14. The size of the market is based on the maximum possible
demand forthe product - it is:

A.Potential

B. Actual

C.Available

15. The size of the market is based on the current level of demand -
that is:

A.Potential
B. Actual

C.Available

16. The size of the market for which a particular firm can claim with
the goods available to it, or the level of demand that this firm can meet by
entering the market with its goods - is:

A.Potential

B. Actual

C.Available

17. The period 1970-80s is often called
A."The Golden Age of Consumer Research"
B."golden age of research"

C."Golden Age of Marketing Research"

18. Identify_the main functions that perform marketing research in
theorganization

A.3

B.2

C.4

19. The process of choosing a company to conduct marketing
research has

__stages:

A5

B.6
31



C. 10

20. Consumer marketing research collects information about:
A.market trends that can be used for forecasting

B.brand shares

C.product design requirements

D.the effectiveness of sales methods and techniques

21. Promotion marketing research gathers information about:

A.The most suitable commodity substitute and campaign material
B.brand shares

C.product design requirements

D.the effectiveness of sales methods and techniques

22. Product marketing research gathers information about:
A.The most suitable commodity substitute and campaign material
B.brand shares

C.product design requirements

D.the effectiveness of sales methods and techniques

23. Distribution marketing research gathers information about:
A.The most suitable commodity substitute and campaign material
B.brand shares

C.product design requirements

D.the best place for warehouses and outlets

24. Marketing sales research collects information about:
A.The most suitable commodity substitute and campaign material
B.brand shares

C.product design requirements

D.the effectiveness of sales methods and techniques

25. Research on the marketing environment collects information on:
A.The most suitable commodity substitute and campaign material
B.technological influences
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C.product design requirements

D.the effectiveness of sales methods and techniques

26. International Organization for Market, Consumer and Society
Research -

27. Systematic collection and interpretation of information about people
and organizations, using statistical and analytical methods and techniques of
applied, social, behavioral and data sciences to generate ideas and support
decision-making by suppliers of goods and services, governments, non-profit

organizations and the generalpublic Is

28. Large companies that specialize in marketing research and provide

syndicated data and individual services are

29. The volume of goods or services that the market is able to consume

for a certain period of time under certain conditions is

30. The size of the market that can be claimed by a particular firm with
its product, or the level of demand that can meet this firm entering the market

with its product - is

Chapter Il. MARKETING RESEARCH PROCESS

LEARNING OBJECTIVES:

e After learning this chapter you should understand:

o The process of marketing research and its stages,

e How to determine the desired structure of the study

o The difference between examples, descriptive and causal studies;
o The basis of ethical aspects of marketing research

o Obligations of the researcher to clients

o [ssues of ethics in marketing research

e Main trends in marketing research

o The importance of creativity in marketing research
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Application of marketing research

The role of marketing research in management decisions

Information sphere in marketing research

Ways to obtain information

2.1. Marketing research process definition

The process of marketing research is based on understanding the marketing
decisions and needs that arise in the process of making them. From this position the
goals and objectives of the study are formulated. And to achieve them, an approach
toresearch is established. Next, the relevant sources of information are identified and
theset of data collection methods is evaluated for compliance, forming the structure
(design) of the study. Data are collected by the most appropriate method; they are
analyzed and interpreted, and conclusions are drawn. Further, conclusions and
recommendations are provided in a format that allows you to use the information to
make marketing decisions and respond directly to it.

Thus, the process of marketing research is a set of six stages that formulate the
tasks to be performed during marketing research (Fig. 2.1). These include problem
identification, problem approach development, research project formulation,

fieldwork, data preparation and analysis, and report generation and presentation.

MARKETING RESEARCH PROCESS - is a set of six stages (problem identification, problem
approach development, research project formulation, fieldwork, data preparation and
analysis, and report generation and presentation) that formulate the tasks to be performed

during marketing research

1. Problem 2. Problem’s 3. Development of
identification - approach = research design

development

\%
4. Field work or 5.Data 6.Preparation and
data collection preparation and presentation of

analysis the report

Figure 2.1 — Marketing research process
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Step I —problem identification The purpose of this stage is to understand the
nature of the marketing problem, to solve which it is necessary to conduct research.
After accurately identifying the problem, the researcher can confidently move on to
further planning and conducting research.

Step II —problem’s approach development This step is aimed at identifying
factors that affect the structure of the study. Its key element is the selection,
adaptationand development of an appropriate theoretical framework that would form
the basis ofthe research project. Understanding the interrelated characteristics of the
nature of thetarget respondents, the questions they should be asked, and the context
in which this should occur relies on a "basic" theory. It helps the researcher decide
what needs to bemeasured or understood and how best to interpret and transfer the
measurements or knowledge gained. Deciding what exactly should be measured, the
researcher also develops techniques by which the collected data will be analyzed.

Step III — development of research design Research design is the basis or
plan for conducting marketing research, which describes in detail the procedures
required to obtain the necessary information. Its purpose is to create a research
project that willeither test hypotheses or identify possible answers to the questions
posed by the researcher and, ultimately, provide the information needed to make
decisions. Also part of the research project can be: the use of certain research
methods; precise definition of variables to be measured; development of appropriate
scales for measuring variables. At this stage, you need to decide how to obtain data
from respondents (for example, through a survey or experiment).

Step IV - field work or data collection The fourth step begins with a process
of careful collection and analysis of secondary data sources. Secondary data is data
previously collected for some other purpose. They can be stored in the organization
asa database that describes in detail the nature and frequency of customer purchases.
Passing this stage avoids re-work and, using previous experience, make adjustments
inplans and in the choice of what should be measured, as well as to determine which
methods to use (quantitative or qualitative). Secondary data collection and analysis

cancomplete the research process. So in the case when during its implementation it
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turns out that there is sufficient information to interpret and formulate conclusions
and management decisions. Secondary data form a vital basis for primary data

collection.

SECONDARY DATA is data that was previously collected for some other purpose and canbe
stored in the organization as a database.

Step V - Data preparation and analysis Data preparation includes editing,
encoding, transcription and data validation. The process of data preparation and
analysis is essentially the same for both quantitative and qualitative methods; for
both data collected from both secondary and primary sources. Data analysis is not
considered after data collection, but is an integral part of the process of determining
the approach, developing a research project and implementing certain quantitative or
qualitative methods. If the data to be collected is of good quality, the analysis
process may take place during the data collection, long before all observations or
interviews have been completed. An integral part of quality data preparation and
analysis is training researchers and identifying ways to interpret what is seen and
heard.

Step VI - Preparation and presentation of the report The whole project
should be formed in a written report, which is devoted to specific identified research
issues, describes the approach, design of the study, data collection and procedures
for their analysis, presents the results and main conclusions. The results of research
should be presented in a clear format so that they can be easily used in the
decision-making process. In addition, to enhance clarity and impact, an oral

presentation should be madeto management using tables, figures and graphs.

2.2. Researcher’s obligations to clients
In addition to ethical obligations to respondents, researchers also have a
numberof obligations to their clients, including:
1). Accurate representation of the methods used and the results obtained. While
the process of obtaining and analyzing data, researchers must use effective research
methods. It is also mandatory to inform customers when they submit research requests

recklessly (it is fashionable to do without them). The researcher must also inform the
36



client of any critical deficiencies or limitations of the data collected, especially those
that could lead to serious errors in the future.

2). Keeping customer information and research results secret. Any actual or
potential client who applies to a research firm can expect that all information provided
under this relationship is confidential.

3). Previous innocents were carried out, as this would obstruct the confidential
character of the client.

Enterprises that specialize in marketing research also have ethical

responsibilities toward research participants.

2.3. Ethical considerations in marketing research

Every society has standards that it expects its members to meet. Sometimes

these standards are quite precise and there is almost no controversy over their

meaning, however, the standards are quite general and can be interpreted differently.

Of concernis the attitude to the ethics of participants in marketing research. Thus,

the abuses that occur in this area are usually divided into three broad categories:
invasion of privacy, deception and impositions.

1. Invasion of privacy — this problem is very common in marketing research, as

well as found in many other aspects of business. However, it can be difficult to actually

determine when there is a threat of intrusion into a person's privacy. For example, is

watching a restaurant visitor or a supermarket shopper intrude on his privacy? Is
askinga person about their preferences, income and plans an invasion of privacy?

It 1s believed that monitoring a person's public actions (for example, visiting a
restaurant or shopping in a supermarket) does not violate their confidentiality. Also,
the information willingly provided by the respondents in the survey is not the
interference in their private life, as the participation of a person presupposes consent.
As there is no generally accepted definition of confidentiality, invasion of privacy is
ofgreat concern to marketing researchers.

2. Deception — a situation where the researcher distorts the purpose of the study,
its sponsorship, promises of anonymity, the amount of time required to participate in

the study to encourage respondents to participate in it. Perhaps the most notorious
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deception is determining the level of sales under the guise of marketing research and
informing respondents that the survey will not take long. However, it is difficult to give
an unambiguous and accurate definition of "deception" in marketing research. The
code of ethics explains exactly what actions can be considered acceptable practice.

3. Impositions — here we consider the actions of researchers who demonstrate a
lack of care and respect of respondents. These include contact with respondents at
inconvenient times, loss of participants' time due to poorly prepared interviews.

Ethics professionals can also participate in marketing research to determine if
itis being conducted ethically. Thus, when research involves testing products that
may have potentially dangerous side effects for consumers, great care should be
taken to ensure that procedures are ethically acceptable and not criticized.

Professional code of practice for market researchers — ICC / ESOMAR Code
is based on the following eight principles:

1. Personal data must be processed transparently and lawfully.

2. Personal data must be obtained only for lawful purposes and shall not be
processed in any way incompatible with such purposes.

3. Personal data must be adequate, relevant and not excessive in relation to the
purpose for which they are used.

4. Personal data must be accurate and up-to-date.
5. Personal data must not be kept in the file for longer than is necessary for the

purpose for which they were obtained.

6. Personal data must be processed in accordance with the requirements of the
Data Protection Act.

7. Appropriate technical and organizational measures must be taken to prevent
the unauthorized or unlawful processing of personal data and to protect them against
accidental loss, destruction or damage.

8. Personal data must not be transferred outside the European Economic Area
unless safeguards are in place to ensure the rights and freedoms with regard to the

processing of personal data of data subjects.

2.4. Trends in marketing research
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The following four main trends in marketing research can be identified:

1. Transition from a sample of probabilities to a sample of quotas, together with a
reduction in the sample size.

2. In order to reduce the time and cost of conducting research, the projects reduce the
use of an integrated model of observation of qualitative, pilot and complete
surveys.

3. Qualitative research is used more as an autonomous method.

4. The use of databases for sampling is growing.

2.5. Creativity in marketing research

In today's world of rapid change, there are regular situations that have never
occurred before. New technologies, increased competition, changes in social values,
new consumer expectations, economic crises and other changes in the business
environment, create new and new challenges for management, and problem solving
often requires new approaches, because well-known methods are no longer can help
solve problems. Under such circumstances, the need for a creative approach to
problemsolving is becoming increasingly important.

The need for creativity in marketing research is not less than in any other field
of marketing or management. For research to provide useful information that will
help organizations gain a competitive advantage, it must be developed using a
creative approach and must be able to express new ideas, ideas and views of
respondents.

A creative approach helps to:
e improve performance
e encourage profitable innovations
e restores employee motivation
e improves personal skills and team efficiency
e generate ideas for new products and services
e improve workflows
e provide a platform on which the organization can develop its competitive

advantages
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2.6. Categories of applied marketing research

Basically, marketing research is applied in three cases as: preliminary
research,to find a hypothesis or assumption, as well as to assess the effectiveness of
advertisingactivities.

1. Preliminary research 1s often necessary before agreeing on a final statement
and problem definition.

Preliminary research may address the following issues:

* regional or national market of goods / services;

» who will use this product / service;

 what substitute goods / services are used.

Answers to such questions can help determine the nature and scope of more
complete research. A review of previous research can be helpful. For example, if a
proposal put forward, as an idea for a new service, has been previously researched.
Orthere are already published materials that can provide the necessary information for
thecustomer.

2. Assumptions or hypotheses are developed during the preliminary search and
during the definition of a marketing problem. To obtain evidence to support these

hypotheses, final studies are conducted. When conducting confirmatory studies, a

thorough search of already published data is performed, although field studies can
alsobe performed.
3. Performance research are used to assess how well the recommended
marketing actions are carried out and what results are obtained in terms of objectives.
These studies provide an opportunity to monitor the effectiveness of marketing

management.

2.7. Usage of marketing research
Marketing research can be useful in making almost any management decision.
For example, a price survey would be extremely useful in addressing the issue of
increasing profitability; employee surveys - when deciding on staff optimization; to

compile the planned sales volume - to survey market consumers.
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All aspects of doing business and the market need information to better
understand them. Thanks to marketing research, it is an indispensable source of data
and a vital component of many marketing paradigms. Consider the matrix of
products and markets I. Ansoff. It shows four market situations. Depending on
whether the market we are looking for is new or we already know whether the
product (service) sold for the market is new or existing (Fig. 2.2), there are separate

marketing studies for each of these market situations.

Marketing research can show | Marketing research can show
New products possible adaptations of a new unmet needs

product

Marketing research can measure | Marketing research can find

consumer satisfaction new areas for goods and
Existing products .
services
Existing markets New markets

Figure 2.2 - Market research with usage of the I. Ansoff’s matrix

In the life cycle of T. Levitt, marketing research plays an important role at

eachstage (Fig. 2.3).

Figure 2.3 —Marketing research and T. Levitt’s product (services) life cycle

Four P (product, price, place and promotion) are the main components of the

marketing complex. Each of them requires separate marketing research, to better

41



understand how each component of this system works (Fig. 2.4).

PRICE
Marketing research can show how
consumers evaluate a product and
determine the optimal price

PRODUCT
Marketing research can test product
quality by using focus groups, hall tests

PROMOTION
Marketing research can in all aspects of
product promotion from the idea to assess
the quality of advertising

PLACE
Marketing research can help with product
minibuses in the market

Figure 2.4 — Marketing research under the four P
Marketing research is also actively used in political marketing in opinion

polls, as well as in personnel management, learning about the attitude of employees
to company policy or the climate that has developed in the team.
Marketing research has an invaluable impact on management decisions. Such

decisions require an understanding of the market situation (Table 2. 1):

Table 2.1 - The role of marketing research in management decisions

Decisions The results of marketing research

Understanding the size and structure of the market allows
companies to determine their market share and the share of
Market assessment competitors. Measuring different market segments allows
companies to identify opportunities and threats.

Understanding the consumer is critical for all businesses. Marketing

research shows how to achieve customer satisfaction and loyalty.

The results of consumer satisfaction surveys can be used to segment

Consumer opinion the market and find consumer groups with behaviors and needs
research that best

meet the products and services of the enterprise.

The word "new" encourages consumers to buy and test products.

Marketing research plays an important role in identifying unmet

New product needs and testing attitudes towards new products, new packaging
research designs and new ways to attract customers

Marketing research plays an important role in helping businesses
determine how to make the most of their advertising budgets. Media
research indicates the effectiveness of television advertising,
Brand communications | banners, the Internet. Marketing research can test advertising

andresearch concepts,as well as help develop and track the effectiveness of
brands.
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2.8. Scope of marketing research information

Marketing research provides information to solve specific problems of
theorganization and is indispensable in marketing decisions, so it can be considered
as part of the marketing information system.

In both the consumer market and the b-to-b (business to business) market,
marketing research is similar. Thus, whether the product is a baby shampoo or a car,
the study may cover topics such as: product specification and its relationship to
consumer needs and requirements, pricing, branding, advertising effectiveness,
distribution methods, market definition and segmentation, projected sales etc. To
reduce risk, each of these solutions requires market information. The application of

marketing research is not exhaustive (Table 2.2).

Marketing research can be used to gain a deeper understanding of a large
number of marketing issues. Whether it will be applied or not depends on the
financial costs ofits implementation and the speed with which the result is required.
A decision that will have minor financial implications and where results are needed
tomorrow will be less explored than a decision that has significant financial

implications and where there is time to think about it.

QUESTIONS

[E—

. Describe the process of marketing research

. How many main stages does the process of marketing research contain?
. What is secondary data?

. What are the researcher's obligations to clients?

. Highlight ethical issues in marketing research

. What are the main trends now observed in marketing research?

. How is creativity manifested in marketing research?

. What is a creative approach to marketing research and where can it be useful?

O© 0 3 O »n B~ WD

. How is marketing research applied?
10. What is the role of marketing research in management decisions?
11. Describe the information sphere in marketing research

12. What are the ways to obtain information about the size and structure of the
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market by:

Table 2.2 — Information obtained through research

Required information

‘ Ways to obtain

1. Market’s size and structure

annually.
? Historical trend of market size.
? Key consumer market segments.
? Competition and market segments.
? Market entry route.

? Market value, in monetary terms andunits sold|

e Published reports on marketing
research.

e Office research.

® Market research aimed at measuring

consumption and purchasing brands.

2. Usage and attitude to products

? Awareness of suppliers.

? Attitude towards suppliers.

? Attitude to goods.

? Volume and frequency of purchases.

e (Quantitative surveys conducted by
telephone, online and face-to-face.
e Focus groups.

3. Consumers’ satisfaction and loyalty

? Customer ratings (potential customers),
which will show what influences the
purchase decision the
most and how consumers are satisfied.

® (Quantitative surveys conducted by

telephone, via the Internet and face toface

4. Promotion effectiveness

? Key messages for campaigns
? Effectiveness of advertising andpromotions

e Electronic surveys

e Quantitative surveys "before and
after"
Telephone survey

e Face-to-face interview

® Focus groups

5. Brand influence

? Brand awareness.

? The value that adds to the brand of the
product

? The influence of the brand on the
decision to purchase

e Electronic surveys

e Telephone survey

e Face-to-face interview
e Focus groups

6. Pricing

efficiency

? Optimal prices.
? Price levels that can create specialoffers.

e Marketing research in test markets.

® Analysis of compromise solutionsusing
a combination of methods.

7. Product or concept testing

? The probability of purchasing different
goods.

? Attitude to goods

? Attitude to new concepts

? Identification of unmet needs

e Hall tests
e Focus groups

® (Quantitative research

8. Segmentation

? Segmentation based on demographics,
consumer behavior and needs

e (Quantitative surveys using factor and

cluster analysis

13. What is the role of marketing research in management decisions?
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14. Describe the information sphere in marketing research
15. What are the ways to obtain information about the size and structure of the
market by:
16. How to get information about the attitude to products and features of their
use
17. What are the ways to obtain information about customer satisfaction and
loyalty
18. Ways to obtain information about the effectiveness of product promotion in
the market
19. How to get information about the impact of the brand
20. Ways to obtain information about the effectiveness of pricing
21. What are the ways to obtain information about testing a product or concept
22. How to obtain information about segmentation
23. Is it similar to conduct marketing research in the consumer market and in the

b-to-b market?

TASKS

Task 1 —Fill in the crossword:

Horizontal:
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1. - Occurs during research, bullets lack care and respect for respondents.

2. - Non-compliance is a very common problem in marketing research.

5. - The first step in the process of marketing research involves its definition.

6. - In the sixth step of the marketing research process is its preparation and
presentation.

7. - The third step of the marketing research process involves its development.

9. - The fourth step of the marketing research process is dedicated to him

Vertically:

3. - Data that was previously collected for some other purpose and can be stored
in the organization as a database.

4. - The second step of the marketing research process involves its development.

8. - Conducted in the fifth step of the marketing research process.

10. - It is introduced when the researcher distorts the purpose of the study.
Task 2 — Give examples of marketing research at different stages of the life

cycleof goods (services) T. Levitt:

Task 3 — Give examples of marketing research in four P:

Product Price

Placement Promotion
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TESTS

1. Is it true that:
"Mainly marketing research is used in three cases as: preliminary research, to
find a hypothesis or assumption, as well as to assess the effectiveness of advertising
activities"

YES/NO
2. Is it true that:

"Performance research provides an opportunity to monitor the effectiveness of

marketing management."

YES /NO

3. Is it true that:
"An assumption is often needed before agreeing a final approval and
identifyinga problem."
YES /NO

4. Information on the size and structure of the market is obtained by:

A. Office research

B. Focus groups.

C. Quantitative surveys conducted by telephone, online and face-to-face

D. Quantitative surveys "before and after"

5. Information on the attitude to products is obtained by:

A. Office research

B. Focus groups.

C. Quantitative surveys conducted by telephone, online and face-to-face

D. Quantitative surveys "before and after"

6. Information on customer satisfaction and loyalty is obtained by:

A. Office research

B. Focus groups.

C. Quantitative surveys conducted by telephone, online and face-to-face

D. Quantitative surveys "before and after"
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7. Information on the effectiveness of the promotion of goods is obtained by:
A. Office research

B. Focus groups.

C. Quantitative surveys conducted by telephone, online and face-to-face

D. Quantitative surveys "before and after"

8. Information about the impact of the brand is obtained by:

A. Office research

B. Focus groups.

C. Quantitative surveys conducted by telephone, online and face-to-face

D. Quantitative surveys "before and after"

9. Information on product or concept testing is obtained by:
A. Office research

B. Focus groups.

C. Published reports on marketing research

D. Quantitative surveys "before and after"

10. Segmentation information is obtained by:
A. Office research

B. Focus groups.

C. Published reports on marketing research

D. Quantitative surveys using factor and cluster analysis

11. It is often necessary before agreeing on a final approval and identifying a
problem

A. Preliminary study

B. Assumptions

C. Efficacy research

12. The process of marketing research involves cracks
A.S
B. 8

C.10
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D.6

13. Professional Code of Practice for Market Researchers - ICC / ESOMAR
Codeisbasedon _ principles

A.S

B. 8

S. 10
D.6

14. a set of six stages (problem definition, problem approach development,
research project formulation, fieldwork, data preparation and analysis, report
generation and presentation) that formulate the tasks to be performed during marketing

research -

15. Data that was previously collected for some other purpose and can be stored

in the organization as a database is

Chapter Ill. MARKETING RESEARCH DESIGN
LEARNING OBJECTIVES:
After learning this chapter you should understand:
e the importance of identifying research problems and its process;
o the essence and components of research brief and research proposal;
o external factors that influence for defining the research problem,
e the difference between a marketing decision problem and a marketing research
problem;
® a procedure for clearly defining a marketing research problem: a general
statement of the problem and specific components;
e therole of theory in the development and conduct of applied marketing research;
e what difficulties arise in identifying the problem and in developing a research
approach;
o cethical issues and conflicts that arise in the formulation of the problem and in
the development of research approaches;

e ways in which the Internet can facilitate the process of problem statement and

49



research design.

3.1. Defining a marketing research problem
Although each step in designing marketing research is important, the
mostimportant step is to define (set) the problem.
Defining the problem of marketing research involves: first, the formulation of
ageneral problem and, secondly, the identification of its specific components. Only
aftera clear definition of the problem, marketing research can be developed and

conductedproperly.

PROBLEM DEFINITION is a broad statement of the main problems of marketing research
and identification of its specific components.

Keep in mind that among all the tasks of marketing research, none is more
important for the final satisfaction of the client's needs than an accurate and
adequate definition of the research problem. After all, if the problem is
misinterpreted and undefined, all the effort, time and money will be wasted. The
researcher here can be compared to a doctor who prescribes treatment after a
preliminary examination of the patient, and if misdiagnosed, these drugs may not
improve or even worsen his condition.

It is impossible to overestimate the importance of identifying a clear and
identifying research problem. The process of determining the problems of the study
inits main part falls on the process of communication between the customers of the
studyby its executors. Clients of the research should, in one form or another, inform
the performers about what problem they think they have encountered and what they
expectto get from the research. Thus, the customer is a brief description of the study
(researchproject). In turn, the researcher responds to this with a proposal to conduct
a study. Thus, the researcher needs to properly, having studied a brief description of
the study, identify the research problem and on this basis to form a proposal for
marketing research.

There 1s a useful approach to problem solving - a technique known as goal

orientation. This method involves identifying the needs, obstacles and limitations in
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finding an adequate definition of the problem, the procedure, its implementation is

shown in table 3.1.

Table 3.1.— Purposeful definition of the problem

Describe the problems by Problem Decline in sales or profits
answering the question:
1. What needs to be achieved Need | Growth in sales or increase in
(what are the needs)? profitability
An increase in market share is
2. What are the obstacles? Barriers | unlikely due to significant
competition; saturated market
3. What limitations must be Lack of funds for internal
considered when solving the Limitations | development of a new product
problem?
4. Given all obstacles and limitations, Possible ways to study: new markets,
redefine the problemagain Redefining | market segments, licensing,
the problem | integration strategies,
diversification.

A systematic approach to problem identification helps to properly direct the
efforts of marketing research executors to obtain the necessary information, and is
alsoinformative for all stakeholders.

There are usually several solutions to the problem. Thus, a new range of
goods can be produced for consumption (1) only on the domestic market, (2) on the
domestic and European markets, (3) on the world market. It is necessary to decide
which of theseoptions does the best strategy for the company.

The formulation of the problem highlights an important point - it is necessary
to identify and set out different options. It is then necessary to obtain information
relatingto each of the identified areas of action so that an objective assessment of the
course ofthose actions can be made. There may be some differences as to the nature
of the options, and it is therefore extremely important that these differences be
resolved as soon as possible. Before the final definition of a marketing problem, the
nature and quality of the information that will be needed to make an informed
decision must alsobe agreed upon.

The main rule in the formulation of the research problem is that the definition
has to:

1. allow the researcher to obtain all the information he needs to solve the research
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problem;
2. focus the researcher's attention and direct him to consistent work on the
project.

There are two common mistakes that make researchers in identifying the
problem.

The first occurs when the research problem is defined too broadly. After all,
such a definition does not contain clear guidelines for further steps needed to
conduct the study. Examples of a broad definition of the research problem can be:
improving the competitive advantages of the enterprise or improving its company,
developing a marketing strategy for the brand. They are not specific enough to
suggest an approachto the problem or develop a research project.

The second type of error, on the other hand, occurs when the problem of
marketing research is defined too narrowly. A very narrow concentration of
attentioncan hinder the consideration of some areas of action, especially those that
are innovative and not obvious. It can also prevent the researcher from solving
important components of the marketing research problem. For example, in a study of
consumer goods, the marketing problem identified "how to respond to a competitor's
price reduction." Alternative courses of action were as follows:

(1) reduce the price to the level of the competitor's price;
(2) keep the price unchanged, but significantly increase advertising;
(3) slightly lower the price, and greatly increase advertising.

As none of these alternatives seemed promising, after the involvement of
external experts in marketing research, the problem was rethought and formulated as
follows: "how to increase market share and profitability of the product line."
Qualitative research has shown that consumers do not differentiate products offered
under different brands.

In addition, consumers perceived the price as an indicator of product quality.
These results made it possible to propose the following solution: increase the price
of an existing brand and introduce two new brands - one at a price at the level of the

maincompetitor, and the other - at a lower level.
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The probability of error in determining the problem of marketing research can
be reduced by outlining it and identifying its specific components. The broad
formulation of the problem provides perspective and protects against the second
type of error. The specific components of the problem focus on key aspects and

provideclear guidance for further action and protect against the first type of error.

3.2. Marketing approach components

Once the problem has been identified and the research problem has been
posed, the researcher needs to determine which approaches are needed for the
research problem.

The problem of research can be very unambiguous in the sense that there are
well-established theories of what should be measured and how to measure.
Conversely,a research problem may not have a theoretical basis if the researcher is
trying to deal with a wide range of issues that have not been sufficiently researched
before. How theresearcher perceives the research problem affects the paradigm that
he will implicitly or explicitly accept. The accepted paradigm will be based on a
number of assumptions. These assumptions consist of "agreed" knowledge, judgment

criteria, problem areas, and ways to address them.

PARADIGM is a set of assumptions consisting of agreed knowledge, judgment criteria,
problem areas, and ways to address them.

What 1s "consistent" means how strong theories are in identifying and
combiningthe issues that make up the research problem. The combination of "agreed"
knowledge, judgment criteria, problem fields and methods of their consideration
can be done by considering the objective-theoretical basis, analytical models,
research questions and hypotheses. Collectively, they can be considered an
"approach" used by the researcher.

THEORY: In general, researchers should seek to conduct their research on the
basis of objective evidence that is supported by theory. Theory is a conceptual
schemebased on fundamental statements (axioms) that are considered true. Objective
evidenceis gathered by drawing conclusions from secondary sources. The required

theory can be determined by reviewing the academic literature contained in books,
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journals and monographs. Researchers need to build on a theory that will help them

measure or understand the variables being studied.

ANALYTICAL MODEL is a set of variables and their relationships designed
to represent, in whole or in part, a real system or process. Models can take many
differentforms. The most common are verbal, graphic and mathematical.

In verbal models, variables and their relationships are set out in prose form.
Suchmodels can only be retellings of the basic principles of the theory.

Graphical models are visual and are used to highlight variables and highlight
areas of relationships, but are not intended to produce numerical results. They are
logical, preliminary steps before developing mathematical models.

Mathematical models determine the relationships between variables (usually
in the form of equations). These models can be used as a guide to formulate a
research project and have the advantage that they are subject to various
manipulations.

RESEARCH QUESTIONS are refined formulations of the components of the
problem. Although such components specify the problem, additional details may be
needed to develop an approach. Yes, each component of the problem sometimes has
tobe broken down into subcomponents. Research questions are designed based on
the specific information that needs to be found for each component of the problem in
orderto be able to make decisions in the future. When formulating research questions
it is necessary to be guided not only by the definition of the problem, but also by the

theoretical basis and the adopted analytical model.

RESEARCH QUESTIONS - refined formulations of special components of the problem

HYPOTHESIS is an unproven statement or assumption about a factor or
phenomenon of interest to a researcher. For example, this may be a preliminary
statement about the relationship between two or more variables, which is provided
bythe theoretical basis or analytical model. Often the hypothesis is one of the options
foranswering research questions. Hypotheses, in contrast to research questions, are
declarative in nature and can be tested empirically. The main role of the hypothesis

1s to suggest variables that can be included in the research project.
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Figure 3.1 shows the relationship between the problem of marketing research,
research questions and hypotheses, as well as the influence of objective-theoretical

framework and analytical models.

Components of the

problem of
marketingresearch
Objective .
theoretical
v
Research questions
Analytical model >

Hypotheses

Figure 3.1 - The process of developing research questions and hypotheses
Hypotheses are an important part of the approach to the research problem.
However, not all research questions can be turned into hypotheses that can be

tested.In this case, other approaches and methods should be used.

3.3. Marketing research brief
A brief description of the research is the basic information from the customer,
which formulates the goals and prerequisites of the research in such detail that the
researcher has the opportunity to plan further marketing research. As a rule, if a
short description of the study is good, then the study itself will be successful and
productive. A brief description is important for the researcher, because it has an

impact on the choice of research method.

RESEARCH BRIEF is a document produced by the customers of the marketing research,
which is used to inform about the probable needs of the marketing research project.
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It is also possible to provide all the brief information orally at the first
meeting. A written presentation may be appropriate when choosing the best option
for collaboration among several research companies.

One, because most mistakes in marketing research occur in the initial stages
of cooperation between the customer and the contractor, a brief description of the
study plays a vital role. In particular, it avoids ambiguity in the formulation of the
research problem, misunderstandings and even forgetfulness.

The purpose of a brief written description of marketing research can be
summarized as follows:

e Give the customer more confidence that the required information will be collected
e Positively influence the joint work between the parties - to unite the work

e Assist the marketer and researcher to plan and implement a research project

e Reduce possible disputes

e Be the basis for negotiations with various research organizations.

In general, a brief description of the study saves time and financial resources,
helping to better understand the essence of the research problem.

When preparing a brief description, the following questions should be
considered:

1. What steps will be taken after the study? What will be the risk if you do not
conduct research?

2. What caused the problem or opportunity?

3. What is already known about the field of research?

4. What are the target groups of the study? (must be clearly defined). You need
to have a good list of your target audience. This will make field work much easier,
faster and cheaper.

5 What specific information is needed for the study? A manager who requires
market research almost certainly has key information gaps that need to be filled. A list
of them will help you understand whether they can be answered, whether there are

other specific questions to ask, and what methods to use.
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6 What is the proposed budget? Funding for research is often limited. Therefore,
it is important to effectively use every penny within the budget so as to obtain the most
reliable result.

7 Are there any initial ideas about the research method? If the customer wants to
use a certain method in the study, it is definitely worth discussing with the researcher
at this initial stage.

8. Are there reporting requirements? The study client may require an interim
report or access to specific data, such as transcripts of interviews, etc. It is
reasonable to state this in a brief description, because otherwise, it may not be
included in the study specification.

9 When are conclusions needed? It is necessary to indicate the specific
deadlines for the study, as well as to indicate, for example, regular reporting at
certain stages.

A brief description of the study should be a dialogue, and even the most
thoroughdescription, which covers all of the above, does not guarantee that additional
questionswill not arise during the study.

Sometimes a written brief description and a series of phone calls are enough
to allow a market research company to continue its part of the process of writing a
proposal, and sometimes there are good reasons for a face-to-face meeting.

Rationale for a brief description of marketing research may seem logical, but
inreality its creation can be extremely difficult. If the decision-maker has a clear idea
ofthe need for decision support and can identify the objectives of the study that will
create such support, and determine the structure of the study that will meet the
objectives of the study - the decision-maker can write a brief description of the
study, which is verystructured. Not all marketers make such clarity of the necessary
support for marketingresearch.

The following short description format helps to maximize the experience and
creativity of both the marketing director and the researcher and has obvious

advantages.
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First, it does not require large technical knowledge of research from decision
makers. Their focus may remain on gaps in their knowledge, the nature of the
supportrequired, rather than on data collection and analysis techniques.

Secondly, it gives researchers the opportunity to demonstrate their creativity

andknowledge of the latest techniques. (Fig. 3.2):

1. General > Goals 3. The purpose of
|
\%
4. Who will use the 6. Administrative

—> 5. Restrictions —_—>

Figure 3.1 — The process of creating a marketing research brief

1. General information. At this stage, describe in detail what, in the opinion of
the marketer, caused or contributed to the problem.

2. Goals. Describe what marketing decisions should be made after the study. The
customer must explain what exactly the information gaps are. This will help focus the
research properly and set its goals.

At this stage, researchers are often faced with the problem of not clearly
articulating marketing goals. Thus, as a rule, goals are formulated in terms that have
no operational significance, such as "improving the corporate image." This stage
involves the development of a clear formulation of marketing and research goals.

3. The purpose of the study. Each marketing research project will measure, try
to understand or observe the target group. These can be different groups of consumers,
members of the distribution channel, or employees of the company. Therefore, it is
worth highlighting the detailed characteristics of the target group (groups).

4. Who will use the results? Brief information should be provided about the
individuals who will use the results of the study.

5. Restrictions. The main limitation is the time and money they can spend on

research. Other constraints should be identified to determine the scope of the research
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project, such as those imposed by the client firm's staff, organizational structure, and
culture or decision-making styles. However, restrictions should not diminish the
valueof the study.

6. Administrative decisions are administrative details that should be addressed at
the end of the research project. Examples include the expected delivery of interim
reports, which can help provide additional information.

During the first meeting at the agency, the client should try to answer the

following questions:

e What steps will be taken after the study is completed?

e What caused the problem or the opportunity?

e What is already known about the field of research?

e Who are the target groups for the study?

e What specific information is needed for the study?

e What is the approximate budget?

e Are there any initial ideas about the research method?

e Are there reporting requirements?

e When do you need results?

3.4. Marketing research proposal

The proposal is one of the most important documents written by the
researcher. It can be compared with the drawing of an architect. This is a plan-
diagram that showswhat will happen and how it will be achieved. The proposal is
usually submitted in PowerPoint or Microsoft Word.

In response to a brief description of the study, the marketing research
specialistwill develop a research plan and proposal. The marketing research proposal
contains the essence of the project and, ultimately, serves as a contract between the

researcher and the customer.

RESEARCH PROPOSAL is a scheme of planned marketing research activities.




More than 50 percent of decisions about choosing an agency to conduct
marketing research are influenced by the content, structure, and quality of their
offer. Therefore, writing a good marketing proposal is a vital weapon in the
competition between marketing agencies for their client.

A proposal is more than just a research project with a price. In it, the research
company notes the objectives of the study, for a clearer and deeper understanding of
the topic; informs the customer what can be achieved and how it can be achieved. It
states how information quality guarantees will be provided and reviews of satisfied
customers who have ordered similar types of work. It may also include a description
of the group that will conduct the research; will contain a schedule and a detailed
description of the cost of the project.

Typically, a research company is given about a week to prepare a proposal.

Although the format of a research proposal can vary considerably, most
proposals still describe all stages of the marketing research process and contain the

elements shown in Figure 3.2:

1. Summary —> 2. Prerequisites —> 3. Problem > - Objectives of
|
\%
5. Research —s & Field work —> 7.Dataanalysis —> 8. Reporting
|
\Z
9.Costand . 10.Research 11. Appendices —>  12.Agreement

Figure 3.2 — Main components of the marketing research proposal
1 Summary. The proposal should begin with a brief overview, which includes a

summary of the main points from each section.



2 Prerequisites. Here it is necessary to give more potential causes of problems,
or alternative interpretations of factors which will differ from those which were
specified in the short description of research.

3 Problem identification. 1f the researcher finds in the short description a
problem that is ambiguous or unattainable, in this case it is necessary to make
alternative diagnoses. This section should show what information the marketer is
missing.

4. Objectives of the study. They can be presented in the form of clear hypotheses
that can be tested.

5. Research design. It is indicated which research project will be conducted:
research, descriptive or causal. The section contains a description of data collection
methods, their rationale and a sampling plan.

6. Field work (data collection). The proposal should discuss how the data will
be collected and who will collect it. It should be noted if the field work will be
subcontracted to another supplier. The quality control mechanisms for the data
collected should be described.

7. Data analysis. It 1s necessary to describe which data analysis will be
performed, such as one-dimensional analysis or multidimensional analysis.

8. Reporting. The proposal should inform about all interim reports, what will be
the form of the final report, and whether additional oral presentation of results will be
made.

9. Cost and schedule. 1t is necessary to present the cost of the project and the
time schedule, divided into stages. In large projects, a payout schedule is also
developed in advance.

10. Research organization and key researchers working on the project. If the
customer has not previously contacted a marketing agency, information on past
research projects and clients should be provided. This will help the marketer to trust
the researcher more (for example, how reliable the researchers are and how it can affect

the openness and honesty of the respondents).



11. Appendices. Any statistical or other information that may be of interest to
one or more persons should be included in the annexes.
12. Agreement. All parties interested in implementing the study plan must sign
and give their consent
The marketing research provider prepares a proposal after selecting the
necessary information, clarifying it, and determining the budget and deadlines.
Takinginto account these four factors, a written proposal is prepared, which covers

the following issues:

the essence of the problem;
e volume;
e goals in a broad and narrow sense;
e the method to be used in the achievement;
e powers of researchers;
e decadlines;
e payment.
The quality of the offer plays a big role in whether the research organization

wins the competition for the customer.

3.5. Problem defining and research approach development

By formally developing and exchanging a brief description of the marketing
research and the research proposal, the client and the researcher ensure that the
marketing problem and the research problems have been correctly identified, and an
appropriate research approach has been developed. A brief description of the study
andthe research proposal are official documents that provide a clear understanding by
eachparty of the nature and scope of the research task.

The process of determining the nature of the problems and the development of

an appropriate research approach are shown in detail in Figure 3.4.



Figure 3.4. — The process of problem statement and approach development

The problem statement process contains the following components:

1. Problems of the external environment. The objectives of these tasks are to
build an understanding of the forces that can affect the nature of the problems and may
include discussions with decision-makers, quality interviews with industry experts and
secondary data analysis.

2. Discussions with decision makers. As a rule, discussions with decision-
makers are vital to agree on issues that are not covered in the description of the study
and the research proposal. To identify a marketing problem, the researcher must have
significant skills in interacting with the customer. However, there are several factors
that can complicate this interaction. For example, it may be difficult to access a person

who will make a marketing decision. Yes, some organizations have sophisticated
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protocols for accessing top managers. Or, there may be several decision makers and
there may be a need for collective or individual meetings. Despite these problems, it
isnecessary for the researcher to interact directly with key decision makers.

Problem auditing provides a useful basis for developing ideas from a brief
description that allows the researcher to interact with the decision maker and
identify the root causes of the problem. Problem auditing, like any other type of
audit, is a comprehensive study of a marketing problem in order to understand its

origin and essence.

PROBLEM AUDIT is a comprehensive study of a marketing problem to understand its
origin and essence.

The problem audit includes identifying the following issues with the decision
maker:

1. The events that led to the decision to take action, or the history of the problem.

2. Corporate culture that can relate to decision making.

3. Alternative actions of the customer. The set of alternatives may be incomplete
at this stage, and additional research may be needed to identify more innovative courses
of action.

4. Criteria to be used to assess alternative courses of action.

5. What is planned to use the information obtained.

Often the reason for the audience of problems is that the decision maker may
nothave a clear idea of what the problem is. For example, the company loses the
private market, but it is unknown why. However, this is a consequence, and if you
find the cause. For example, the loss of the private market can be caused by much
better advertising campaigns of competitors, or by inadequate distribution of the
company's products. Only after identifying the root causes of the problem can be
successfully solved.

Effective interaction between the researcher and the customer involves:

1) Communication - free exchange of ideas.



2) Cooperation - marketing research - is a team project in which both parties
must cooperate, starting from the diagnosis of the problem and ending with the
interpretation and presentation of conclusions.

3) Trust. Mutual trust should be the basis of interaction.

4) Openness - should be open to access to information.

5) Intimacy - both parties must understand each other's problems.

6) Continuity - the parties must interact not sporadically, but constantly.

7) Creativity. The interaction should be creative, not formulaic. Despite the fact
that the research process can be described in detail, but at each stage requires a large
amount of creativity.

3. Interviews with industry experts

Qualitative interviews with industry experts (persons who are aware of the
activities of the enterprise and the industry) can help in diagnosing marketing and
research problems. These experts can be internal or external. Expert information is
usually obtained through unstructured personal interviews, without a formal
questionnaire. However, it is useful to prepare a list of topics to be covered during
theinterview.

The purpose of the survey is to explore ideas, establish new connections
betweenthem, and create new perspectives in identifying marketing research. If the
methodology works well and trust and relationships develop, the potential to
generateand test ideas can be enormous. Experts may have secondary data that the
researcher may not know or have access to.

Interviews with experts are useful in conducting marketing research for
industrial enterprises and for technical goods, where it is relatively easy to identify
andcontact experts. This method is also useful in situations where little information
is available from other sources, as in the case of radically new products. Experts can
alsoprovide valuable information

4. Initial secondary data analysis



Analysis of available secondary data is an important step in identifying the
problem. Primary data should not be collected until a complete analysis of available
secondary data.

Information and forecasts of trends in sales, profitability, technology, market
share, demographic situation and consumer lifestyles can help the researcher
understand the main problem of marketing research. Such an analysis can be

performedboth at the industry level and at the enterprise level.

3.6. Marketing decision problem and marketing research problem
The problem of marketing decision needs an answer to the question - what
should the decision maker do (marketing manager / research customer), while the
problem of marketing research needs an answer to the question - what information is

needed and how best to get it.

PROBLEM OF A MARKETING DECISION is a problem faced by a person who makes
marketing decisions, and can be formulated as: "what should a decision maker do?"

The problem of marketing decision is focused on specific actions.

THE PROBLEM OF MARKET RESEARCH is a problem that involves determining"what
information is needed and how can it be obtained?"

Consider an example: the company has lost market share. The problem for the
decision maker (marketing decision problem) is how to compensate for this loss.
Alternative courses of action may include: introduction of new products into the
product line, modification of existing products, market segmentation. Assume that
thedecision maker and the researcher believe that the problem is caused by incorrect
market segmentation and want the research to provide information on the issue.
Then the research problem would be to identify and evaluate an alternative basis for

marketsegmentation.



3.7. Research design definition

The research design is the basis for the development of a marketing research
project. It details the procedures required to obtain the information needed to
structure or solve marketing research problems. Although a broad approach to the
problem has already been developed, the research design defines the details
(practical aspects) of the implementation of this approach. A good research plan will
ensure effective and efficient marketing research. Typically, the research design
includes the following components or tasks:

v" Determining the necessary information

v" Decide whether the overall project will be research, descriptive or causal

v Compilation of the sequence of research methods

v" Creating and testing an appropriate form for data collection or a questionnaire

v" Determination of qualitative and / or quantitative sample and its volume

v Development of a plan for qualitative and / or quantitative data analysis

Customers expect the information they receive from researchers to have the

following characteristics:

* Accuracy - the accuracy of calculations, the correct selection of methods, exactly
what is needed to make a decision

* Current —as new as possible

» Sufficiency is enough to make the necessary decisions

* Availability — access to relevant information can be made when a decision is
inevitable.

* Compliance — meets the needs of the customer. (With this awareness, they can
confidently use the results based on available experience and knowledge.)

In practice, gathering information that meets all of the above characteristics is
extremely difficult, if not impossible. Mistakes and budget and time constraints
make this list "ideal." In reality, trade-offs must be made between the above
characteristics. Within the framework of the first characteristic the following
compromises are possible:

1. The subject of research is usually a person.
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2. The process of measurement or observation can cause a number of changes.
3 It is difficult to assess the impact of extraneous variables in marketing

experiments, and therefore, their application is limited.

3.8. Research design classification
The classification of marketing research design is shown in Figure 3.5. In

general, projects can be divided into exploratory and conclusive.

Figure 3.5 - Classification of marketing research design

The difference between exploratory and conclusive designs is summarized in
Table 3.2.

The main purpose of research is to understand the marketing phenomenon. It
isused in cases where the subject of the study cannot be quantified or when the
measurement process cannot really reflect certain qualities. For example, if the
researcher tried to understand what the "atmosphere" in a cafe means, such a study
canhelp establish all the relevant variables and their relationship (music, lighting,
staff, etc.). Such studies are also used when you need to more accurately identify the

problem, the appropriate course of action or to obtain additional information.



Table 3.2. - The difference between exploratory and conclusive designs of
marketing research

Exploratory | Criteria | Conclusive
CHARACTERISTICS
defined quite broadly Required information clearly defined
quantitative and qualitative Data analysis quantitative
flexible, unstructured and Research process formal and structured
evolving
small Samples large
Objectives
to understand to measure
highlight and understand the nature of Test hypotheses and relationships
the marketing phenomenon
RESULTS
can be used in conclusive research can be used in exploratory research
can illustrate specific final conclusions can be the basis for exploratory research
METHODS
expert surveys surveys
pilot surveys database
secondary data secondary data
qualitative interviews panels
unstructured observations structured observation
quantitative exploratory multivariate | experiments
methods

EXPLORATORY RESEARCH is a research project characterized by a flexible and developed
approach to understanding marketing phenomena that are inherently difficult to
measure.

Exploratory research can be used for such purpose as:

1) Get information when absolutely nothing is known about the problem area.

2) Fully identify problem areas and form hypotheses for further research and /
or quantification.

3) Identify and explore the concept of developing a new product or form of
marketing communications.

4) Change the number of probable projects when developing a new product.

5) Identify patterns of behavior, thoughts, attitudes, motivations of others, and
develop the structure of these structures.

6) Examine the reasons underlying the statistics on the convergence between

groups that may arise from secondary data or surveys.
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7) Examine delicate or inconvenient problems from the point of view of
respondents and / or interviewers.

8) Examine the problems that are responsible for important problems.

9) Examine the quantitative data to identify hitherto unknown relationships
between the various measurement changes.

The task of conclusive research is to describe specific phenomena, test
specific hypotheses and study specific relationships. This requires a clear
clarification of the necessary information. Such research is usually more formal and
structured than exploratory research. It is based on large, representative samples, and

the data obtainedcan be quantified.

CONCLUSIVE RESEARCH is a research project characterized by the measurement of
clearly defined marketing phenomena.

Conclusive research is used when necessary:

1 Describe the characteristics of relevant groups, such as competitors,
consumers, industries.

2 Estimate the share in a given population

3 Calculate the frequency of events, especially in models of consumer behavior

4 To represent target markets

5 Consistently integrate findings from a variety of sources, including the use of
marketing information systems and decision support systems

6 Define ideas about the characteristics of a product or service

7 Measure the dynamics of change of phenomena

9 Determine the degree of relationship of marketing variables

10 Make specific predictions

The main purpose of descriptive research is to describe something, usually

market characteristics or functions. The main difference between research and
descriptive research is that descriptive research is characterized by the preliminary
formulation of specific research questions and hypotheses. Thus, the required
information is clearly defined. As a result, descriptive studies are pre-planned and

structured.



DESCRIPTORY RESEARCH is a type of final research, the main task of which is to
describe something, usually market characteristics or functions.

The descriptive research design defines the methods of selection of
informationsources and data collection from these sources and is divided into cross-
sectional and longitudinal research (Fig. 3.5).

Cross-sectional is the most commonly used descriptive project of marketing
research. It involves collecting information from any particular sample of population

elements only once. They can be both single and multiple (Fig. 3.5).

CROSS-SECTIONAL is a type of research project that involves gathering information fromany
defined sample of population elements only once.

In single design, only one sample of respondents is selected from the target
population and information is obtained from this sample only once.

In multiple design, there are two or more samples of respondents, and
information from each sample is obtained only once. Often information from
differentsamples is obtained at different times. One type is cohort analysis.

Cohort analysis consists of a series of surveys conducted at appropriate time

intervals, where the cohort serves as the basic unit of analysis.

A cohort is a group of respondents who experience the same event over the
sametime interval. For example, a cohort of age groups is a group of people born in
the sametime interval, for example, 2000-2010.

The term "cohort analysis" refers to any study in which there are indicators of
some characteristics of one or more cohorts at two or more points in time. This type
of analysis i1s used to predict changes in the minds of voters during a political
campaign. Another type of descriptive study is longitudinal.

In longitudinal studies, a fixed sample (or samples) of population elements is

measured repeatedly.



LONGITUDINAL RESEARCH is a type of research work that involves a fixed sample of
population elements, measured repeatedly, the sample remains unchanged over time, thus
providing a series of samples that together illustrate the situation and changes occurring.

Longitudinal research differs from transverse in that the sample or specimens
remain unchanged over time. In other words, the same people are studied for some
time. In contrast to the typical design of a cross-sectional study, which gives a brief
overview of the studied variables at a certain point in time, a longitudinal study
provides a series of "pictures" that give a deep idea of the situation and changes over
time. Often the term panel is used interchangeably with the term "longitudinal
study".The panel consists of a sample of respondents, usually households, who have
agreed to provide general or specific information at regular intervals. The emphasis
in the panel is on measuring facts, such as who, what, where, when to buy, and other
aspects of consumer behavior. Observations are usually collected through
questionnaires (purchase diaries), or electronically, for example by scanning a
purchase. For participation, respondents receive compensation, for example:

coupons, gift certificates, additional discounts or cash.

PANEL is a sample of respondents who have agreed to provide information at specified
intervals over an extended period of time.

The data obtained through the panels provide an opportunity to see the
dynamicsof change, such as market share in recent years, and to study them in more

detail.

The relative advantages and disadvantages of longitudinal and transverse
study are given in table 3.3.

Table 3.3. - Relative advantages and disadvantages of longitudinal and
transverse study

TRANSVERSE CRITERIA CRITERIA
- accuracy +
- detection of changes +
- large amount of collected data +
+ representative sample -
+ bias response -




Casual (causal) research is used to obtain evidence of casual (causal)
relationships. Marketing managers are constantly making decisions based on
predictable causation. However, assumptions may not be justified, and the validity
of causation should be verified by official research. For example, it is generally

acceptedthat lower prices will increase sales.

CASUAL RESEARCH is a type of conclusive research where the main goal is to obtain
evidence of the existence of casual (causal) relationships.

Causal research is appropriate to achieve the following goals:
1 To determine which variables are the cause (independent variables) and which
are the consequence (dependent variables) of marketing phenomena.
2 Determine the nature of the relationship between independent and dependent
variables.
3 To test hypotheses.
Like descriptive studies, casual research require a planned and structured plan.
Although descriptive research can determine the degree of association between
variables, it 1s not suitable for examining cause-and-effect relationships. The main

method of casual research is experiment.
QUESTIONS

1. What 1s the effect of the problem statement in marketing research?

2. Describe the method of purposeful problem identification

3. What mistakes are made in identifying problems

4. How to minimize the likelihood of errors in certain problems of marketing
research

5. List the components of the research approach

6. What is an analytical model and what is its most common form?

7. How to formulate research questions?

8. Describe the process of developing research questions and hypotheses.

9. What is the purpose of a brief description of the study?

10. What should be heard about compiling a brief description of the study?
6



11. What questions should the customer of the study answer at the first meeting?

12. What is a marketing research proposal and why is it used?

13. What is the issue covered by the written proposal

14. What issues does the audit of the problem determine?

15. What is the effective interaction between the researcher and the customer?

16. What are the main components of the research plan?

17. What are the characteristics of the information that the client expects to
receive?

18. What are the designs of marketing research?

19. What is the difference between a research and a final marketing research

plan ? For what purposes are exploratory research used?

20. In which cases are final studies conducted?

21. When is casual research used?

22. For what purposes it is advisable to use causal research?

23. List the relative advantages and disadvantages of longitudinal and transverse

24. When is it advisable to conduct a cohort analysis?

25.What is the main purpose of exploratory research?

26.Give an example of transforming a marketing problem into a research
problem.

27.Give an example of the application of audit of the problem in the
enterprise.

28.Describe the process of determining the nature of the problem and
furtherdevelopment of the research approach

29.Describe the marketing proposal as a tool in the competition in the market

ofmarketing services



TASKS

Task 1 - Solve the crossword:
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3 - The scheme of the planned marketing research activity is

research.
5. - A set of assumptions, consisting of agreed knowledge, judgment criteria,

problem areas and ways to consider them
7. Type of final research, where the main purpose is to obtain evidence of casual
(causal) relationships
8. - Research characterized by the measurement of clearly defined marketing
phenomena.
10. - The problem, which can be formulated as: "what should a decision
makerdo?" is a marketing problem

15. - Comprehensive study of the marketing problem to understand its origin and
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essence
16. - The problem of determining "what information is needed and how can it be

obtained?"

Vertically:

1 - A type of final study, the main task of which is to describe something, usually
market characteristics or functions

2 - its definition involves a broad statement of the main problem of marketing
research and the definition of its specific components

4 - Clarified formulations of special components of the problem

6 - A type of research project that involves collecting information from any
defined sample of population elements only once.

8 - A document prepared by customers of marketing research, which is used to
communicate the likely needs of a marketing research project

9 - Models that are visual and used to highlight variables and highlight areas of
relationships, but are not designed to obtain numerical results

11 - What research is characterized by a flexible and developed approach to
understanding marketing phenomena, which are inherently difficult to measure

12 - Which model assumes a set of variables and their relationships designed to

represent, in whole or in part, a real system or process

13 - Models that can be used as a guide for the formulation of a research project
and have the advantage that they are subject to various manipulations
14 - Conceptual scheme based on fundamental statements (axioms) that are
considered true
Task 2 - Fill in the scheme of the process of developing research questions and

hypotheses:



v

\ 4

Task 3 — Fill in the scheme of the process of problem statement and

developmentof a marketing research approach
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Task 4 - Fill in the classification scheme of marketing research designs

TESTS

1. Is it true that:
"Every step in designing marketing research is important, but the most
importantstep is to pose the problem."
YES /NO
2. Is it true that:
"The likelihood of error in determining the problem of marketing research
canbe reduced by outlining it and identifying its specific components."
YES /NO
3. Is it true that:
"Subjective evidence is gathered by drawing conclusions from secondary
sources."
YES/NO
4. Is it true that:
"The most common forms of analytical model are verbal, graphical and
mathematical."
YES/NO
5. Is it true that:

"Verbal models can only be retellings of the basic principles of the theory."

1



YES /NO
6. Is it true that:
"Hypotheses are declarative in nature and can be tested empirically."
YES /NO
7. Is it true that:
"The main role of the hypothesis is to suggest variables that can be included
inthe research project."
YES/NO
8. Is it true that:
"The most thorough description of the study, which covers all of the above,
ensures that no additional questions arise during the study."
YES/NO
9. Is it true that:
"The problem of a marketing solution is a problem that involves
determining'what information is needed and how can it be obtained?'
YES/NO
10. Is it true that:
"The problem of marketing research is a problem faced by a person who makes
marketing decisions, and can be formulated as:" what should a decision maker do? "
YES/NO
11. Is it true that:
"The main purpose of search research is to understand the marketing
phenomenon."
YES /NO
12. Is it true that:
"The task of the final study is to describe specific phenomena, test specific
hypotheses and study specific relationships."
YES/NO
13. Is it true that:



"Do more than 90 percent of decisions about choosing an agency to conduct

marketing research affect the content, structure, and quality of their offer?"
YES /NO
14. Is it true that:

"The provider of marketing research prepares a proposal after selecting the

necessary information, clarifying it, as well as determining the budget and deadlines"
YES /NO
15. Is it true that:

"The main purpose of the final research is to describe something, usually

marketcharacteristics or functions"
YES/NO
16. Is it true that:

"Descriptive model of the study determines the methods of selection of
sources of information and data collection from these sources and is divided into
transverse and longitudinal studies"

YES /NO
17. Is it true that:

"Cross-cutting studies are the most commonly used descriptive projects of

marketing research”
YES /NO
18. Is it true that:

"The term" cohort analysis "refers to any study in which there are indicators

of some characteristics of one or more cohorts at two or more points in time"
YES/NO
19. Is it true that:
"Often the term panel is used interchangeably with the term 'longitudinal study"
YES /NO
20. Is it true that:
"The main method of casual research is a survey"

YES /NO



21. Evidence gathered by drawing conclusions based on data from secondary
sources 1s:

A. Objective

B. Subjective

C. Analytical

D. Secondary

22. The process of compiling a brief description of the study___stages

A.S

B.6

C.7

D. 8

23. A typical marketing research proposal contains __ parts

A. 10

B. 12

C.7

D. 8

24. The most commonly used descriptive projects of marketing research are:

A. Transverse

B. Longitudinal

C. Selective

D. Final

25. Find the match:

1 Verbal analytical models | A. Can only be retellings of the basic principles of
the theory

2 Graphic analytical models| B. Determine the relationships between variables

(usually in the form of equations)

3 Mathematical analytical| C. Used to highlight variables and to highlight areas

models of relationships, but not for numerical results

26.In , only one sample of respondents is selected from the target

population and information is obtained from this sample only once.
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A. Single studies
B. Repeated studies
C. Cohort study

27. has two or more samples of respondents, and information

from each sample is obtained only once.
A. Single studies
B. Repeated studies
C. Cohort study

28. consists of a series of surveys conducted at appropriate time

intervals, where the cohort serves as the basic unit of analysis.
A. Single studies
B. Repeated studies
C. Cohort study
29. Models that can be used as a guide for formulating a research project and

have the advantage that they are subject to various manipulations are

30. The specified formulations of special components of a problem are

31. Models that are visual and are used to highlight variables and to highlight

areas of relationships, but are not intended to obtain numerical results are

32. The set of variables and their relationships designed to represent, in whole

or in part, a real system or process is

33. A comprehensive study of the marketing problem to understand its origin
and essence - is
34. A research project characterized by the measurement of clearly defined

marketing phenomena is

35. The problem facing the marketer can be formulated as: "what should a

decision maker do?" is

36. A research project characterized by a flexible and developed approach to

understanding marketing phenomena that are inherently difficult to measure is




37. The scheme of the planned marketing research activity is

38. The document prepared by the customers of the marketing research, which

is used to inform about the probable needs of the marketing research project - is

39. The problem of determining "what information is needed and how can it be

obtained?" is

40. A type of final study, the main task of which is to describe something, usually

market characteristics or functions - is

41. The type of research project that involves collecting information from any

particular sample of population elements only once is

42. The type of research work, which includes a fixed sample of the population
of the population, measured repeatedly, the sample remains unchanged over time, thus
providing a series of samples that together illustrate the situation and the changes that

occur - this

43. The type of final research where the main purpose is to obtain evidence of

the existence of casual (causal) relationships is

44. - the analysis consists of a series of surveys conducted at

appropriate intervals, where the cohort is the basic unit of analysis - it is

45. A group of respondents who experience the same event during one time

interval 1s
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Chapter IV. QUALITATIVE MARKETING RESEARCH

LEARNING OBJECTIVES:
After learning this chapter you should understand:

e reasons for the use of quality marketing research

basic tools of quality marketing research

o the nature and features of the use of focus groups

e techniques used in moderating group discussions

e the process of using in-depth interviews to conduct qualitative research

e essence and features of application of supervision at carrying out
qualitative marketing researches

e conditions necessary for quality monitoring

e nature and features of experiments

o the main types of experiments used in conducting qualitative research

o the essence and features of the marketing experiment

o the nature and features of the application of desk research

o the process of data analysis in conducting qualitative marketing research

4.1. Nature of qualitative marketing research
Qualitative marketing research focuses on in-depth and qualitative research of
data obtained from a small sample. There are no clearly defined figures that define
thegap between qualitative and quantitative research. One generally accepted study
with less than 30-50 respondents was qualitative, and a study with more than 100
respondents was quantitative. Between these studies, there is something like a gray
area. The ability to deeply investigate the problem and use sounding techniques has

been made possible by qualitative research.

QUALITATIVE RESEARCH is an unstructured research project that is based on smallsamples
and is designed to provide clarifications and / or a general understanding of the research
aspect.

However, small samples do not lead to high accuracy of results. Very often

the answer becomes clear after one or two focus groups, although it is
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impossible to express this result within statistical limits. Qualitative research also
has a high level ofdependence on the moderator, as they do most of the interviews,
gathering informationand adjusting questions as the research progresses. The results
of based research are based on the moderator's interpretation, so he plays a much
more important role than in quantitative research. In a quantitative study, the roles of
interviewers and data analysts are quite narrow.

Qualitative research encompasses a variety of methods that can be used
flexibly to allow participants to reflect and express their opinions or observe their
behavior. It tries to summarize the behavior, experiences and feelings of the
participants in their own terms and context.

Qualitative research is based on both two intellectual traditions.

The first and perhaps most important is a set of ideas and related methods
from the broad field of deep psychology, which concerned less conscious aspects of
the human psyche. This has led to the development of methods for gaining access to
the subconscious and / or unconscious.

The second tradition is a set of ideas and related methods in sociology, social
psychology, social anthropology, ethnography, linguistics. Here the emphasis is on a
holistic understanding of people's worldview. The researcher is expected to "enter"
thehearts and minds of those being studied.

Both traditions relate to the development of means of communication between
the researcher and the subjects.

Reasons for using quality marketing research:

1. Researcher's preferences and / or experience. Some researchers are more
focused on this type of work, or have undergone special training (studied certain
disciplines, methods and techniques).

2. Settings and / or user experience of the study. The customer may be more
focused on obtaining just such information.

3. Confidential information. Participants may be reluctant to answer or give

truthful answers to certain questions that interfere with their privacy.



4.  Subconscious feelings. Participants may not be able to give accurate answers to
questions that affect their subconscious: values, emotions and motivations that are at
the subconscious level, masked from the outside world by rationalization and other
protection mechanisms.

5. Complex phenomena. The nature of participants' descriptions can be difficult to
cover with structured questions.

6. Integral dimension. It is necessary to get a comprehensive and complete picture
of the whole context in which the studied phenomena occur.

7. Development of a new theory. If there are serious limitations in conducting
experiments and quantitative approaches are limited to the development or extension
of existing theory, then with the help of a qualitative approach develop a new theory,
which is called - "sound theory".

8.  Interpretation. Can help to develop in detail and explain the main reasons for the
results obtained after quantitative research.

There are three important tools for quality marketing research: in-depth

interviews, focus groups and ethnography.

4.2. Focus groups

One of the most widely used qualitative research methods is the focus group.
Typically, focus groups consist of 8 to 12 people who come together to discuss a
topicor concept under the guidance of a moderator.

Focus groups are used to identify and study behaviors, attitudes, and
processes. Their goal is to learn and understand what people will say and how they
will react to arguments. When conducting focus groups, one person will feed on the
comments of another participant, generating new thoughts and ideas. The facilitator
should get people to talk at length and in detail about a particular topic to find out

how they feel about the product, concept, idea or organization.

FOCUS GROUP is a research method used to collect data with the help of specially formed
groups of carefully selected people who are recruited to discuss a particular topic.

Focus groups have four key characteristics:
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e actively involve people in the discussion process

e people should have relevant experience or common interest
e provide in-depth quality data

e provoke discussion

Focus groups are best used to shed light on the questions "Why?", "What?"
and"How?". In the development of research, they can be used in three ways:

1. Standalone method: where focus groups are the only methods of data collection
and they serve as the main source of information.

2. In addition to the survey: where focus groups are used to improve alternative
data collection methods. This can usually be a precursor to the quantitative stage -
identifying the issues to be covered in a structured interview, and providing an idea of
the problems or opportunities of the phenomenon under study.

3. As part of a structure that contains many methods: where research uses several
sources of data collection and no single method determines the use of others.

Most marketing research companies use focus group methods in consumer
marketing research. In this case, it is enough to simply gather an informed group of
people.

Typical focus group programs are:
0 explain complex processes, such as a complex purchasing process;
O identify the needs of the consumer in cases where there is a complex
interactionof factors influencing the motives;
O determine how products are used;
O test new products, in cases where something needs to be demonstrated to
consumers;
0 explore the concept, perhaps with incentives, so that people can imagine what it
would look like;
O identify satisfaction (or dissatisfaction) of customers, staff or suppliers;
0 explore brand ideas and service elements related to the brand.
Focus groups are not the best option if:

* necessary measurement of size and distribution;
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» the base of samples is widespread and small;

» there is a need to protect participants from possible prejudices imposed by
others;

» the subject area is delicate, for example, requires the disclosure of delicate issues,
which can cause inconvenience in the company of others;

* participants need training to respond;

» participants should be able to show the researcher something in their home or
business.

Good planning is the key to successful focus group interviews, the main

stagesare shown in Figure 4.1.

1. Develop 2. Elaborate
S . S 3. Select
research questions for
|
\Z
4. Conducta 5. Make 6. Generate a

chus group o - -
Figure 4.1 - Stages of focus group interviews

1) Development of research parameters. The focus group interview begins with the
development of research parameters. It is important that the researcher understands
what information is needed, what types of decisions will be made from that
information, and how the results will be used. The answers to these questions will help
to guide the processes in the focus group.

2) Formulation of questions for the interview. Interview questions should be
written in advance, with the caveat that the moderator may change questions and
explore opinions during the interview. The questions should explore the thoughts and
even the subconscious of the participants. This requires open-ended questions that are
not answered correctly or incorrectly. To further explore the question, you can use

additional questions, or ask other participants what they think about the answers of
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other participants. To ensure that the discussion goes beyond superficial answers, it

isuseful to write a few good probing questions in advance.

3) Selection of participants. The validity of the results strongly depends on the
choice of focus group participants. Participants should be strangers but knowledgeable
about the issues being researched.

When recruiting to focus groups, it is necessary to avoid getting "professional

respondents".

PROFESSIONAL RESPONDENTS are individuals who belong to several research
commissions at the same time, and sometimes fraudulently, in order to receive

financialrewards or gifts, take part in numerous scientific studies.

Such respondents may also lie about their qualifications in order to be eligible
to participate in the survey. Professional respondents harm the quality of the data
collected, as their lack of knowledge on certain topics often forces them to come up
with answers. Some professional respondents randomly select answers or do not
consider questions at all in order to complete the survey as soon as possible.

To minimize the chances of the presence of professional respondents it is
necessary:

1. To better verify potential participants, ask for confirmation of registration by
phone number.

2. Do not invite respondents who have already participated in your research.

3. Use phone books, directories, and lists provided by customers or other
sources.

4. Verify your identity using a phone number or an Internet search.

5. Introduce high-tech methods of verifying respondents, including image
identifiers.

6. Require proof of ownership of the product or service, if this is a criterion for
participation.

7. Change the practice of payments that may be of interest to "professional

respondents".
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4)  Conducting focus group interviews. The focus group interview takes place in
four stages, shown in Figure 4.2. Every step of the interview is important, but most of

the information gained will be in the discussion phase.

Figure 4.1 - Stages of focus group

interviewsFocus group interview stages:

I. Introduction. At this stage, focus group participants get to know each
otherand the moderator, and learn more about the purpose of the focus group and
the basicrules of its conduct (for example, without criticizing or mocking the
participant'sresponse, and not taking offense if the moderator needs to interrupt the
respondent). Laying a good foundation for research ensures the smooth operation of
the focus group.Il. Building relationships. When the focus group moves on to the
networking phase, the moderator asks general questions to encourage the
participants to talk.

Questions should be easy to answer, and ones that anyone can answer.

I1I. In-depth discussion. After the group members become comfortable with
each other, the moderator can ask questions that require deep reflection on the part of
the participants. Asking clarifying questions to respondents' answers ("Why?",
"What?", "How?", "Please explain", or "Tell me more"). These types of questions
encourage deeper thinking. At the discussion stage, it is also useful when participants
begin to respond to each other's answers, not just the moderator's questions. Group
dynamics appear when this free flow of information forces participants to feed on each
other's comments, which often provides valuable information. The role of the
moderator is to follow the discussion and return it to the main topic.

To revive the discussion by the moderator can be used:

» materials with visual stimuli (video, photos, advertising);
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auditory stimuli (recordings and sound files);
web interaction (website navigation and search templates, modeling of

electronic products);

product testing and demonstration.

IV. Completion. As the focus group session draws to a close, the facilitator

should bring the interview to a logical conclusion by asking participants if they have a

final opinion on the topic. At this time, it may be appropriate to talk about the sponsor

or provide more information about the purpose of the study with a caveat to ask

respondents to express any additional views.

The success of focus groups strongly depends on the moderator's ability to

manage the interview process. Managing a group of 8 to 12 people during an

interviewis not an easy task. This requires training and experience. The task of the

moderator during the focus group can be outlined as follows:

v
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Establish and maintain a relationship

Keep eye contact

Actively listen

Feel the clarity and depth of thought

Involve shy people in the discussion

Manage the dominant, talkative

Interview with management to stay on topic
Manage time to ensure coverage of all topics
Provide positive feedback and encouragement

Reassure and ensure silence

5) Summing up. When the focus group is over, all observers and the moderator

should meet to share their impressions. Although everyone witnessed the same focus

group interview, the interpretation of what was seen is likely to differ significantly.

Everyone tells differently about what happened. But often get new ideas that are not

obvious to the moderator. At this stage, Tom should ask the following questions:

What was the surprise of what you heard?
What did you hear that confirmed your expectations?

What new ideas did the focus group generate?
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*  How will you use focus group ideas?

6) Written report. After completing a series of focus group interviews, the client
will want to receive a report. Although sessions are recorded and can be viewed, the
moderator should capture the main ideas of each session immediately after it ends. This
can be done with the help of short notes made during the interview.

Focus group interviews can be conducted online. Online focus groups can be
text or video. Moderators can conduct the discussion in the same way as if the
participants were physically present in the room.

The trend in online focus groups is moving from real-time to asynchronous
communication. In this format, focus groups usually work from a few days to two
weeks. Respondents enter in a way that is convenient for them, comment, answer
questions or questions and interact with other respondents.

Reasons for conducting quality research on the Internet:
* Lower costs
» Faster results
» Technology improvements
» The presence of a geographically distributed sample
» Attracting more people
« Convenient for participants, clients, and researchers
» The current trend in cooperation
Focus groups can use several variants of the standard procedure, they include:

v Two-way focus group, that allows one target group to listen and learn from a
related group.

v' Group with a double moderator - the discussion in the focus group is conducted
by two moderators. One is responsible for the smooth flow of the session, and the other
provides discussion of specific issues.

v' Group that involves a "duel” of moderators. There are also two moderators, but
they deliberately take opposing positions on the issues under discussion, which allows

both sides to explore controversial issues, and encourages participants who can support
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a certain point of view to express their views without fear of being "attacked" by the
rest of the group. .

v’ Group of participants-moderators. In this type of focus group, the moderator
asks the selected participants to temporarily act as a moderator to improve the
dynamics of the group.

v’ Client-member of the group. Client staff is identified and becomes part of the
discussion group. Their main role is to offer explanations that will make the group
process more effective.

v’ Mini-group. These groups consist of a moderator and only four or five
participants. They are used when the questions require more study than is possible in
the standard group.

The biggest potential problem of focus groups is bias, which can arise due to
thesmall number of people involved, their interaction with each other and the subject
of discussion. The main disadvantages of the focus group are:

1) Incorrect assessment. Focus group results are more often misjudged than
other data collection methods.

2) Moderation. The quality of the results depends on how well the discussion is
managed, and ultimately on the moderator's skills.

3) Mess. The unstructured nature of the answers complicates coding, analysis,
and interpretation compared to structured quantitative methods. Focus group data are
usually chaotic and require strong theoretical support.

4) Distortion. Focus group results focus on individual target groups, describing
them and contrasting them with other groups or types of participants. Trying to
generalize much broader groups can be misleading.

5) Presence. There are many issues regarding how to get potential respondents
to agree to participate in the discussion. Even when they agree, there are problems to
bring all the participants together at the same time. Launching focus groups on the
Internet has helped to solve these problems to some extent, but for some target groups

it is even a solution.
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4.3. In-depth interview

Focus groups sometimes lead to "group thinking" - when one or two people
direct the conversation or at least the direction of the discussion. In addition, some
participants are reluctant to express their thoughts in a group, or provide socially
acceptable answers, rather than revealing their true feelings. To avoid this, you can
conduct an in-depth interview, which is a quality research method that includes
individual interviews conducted by professional marketers. The purpose of an in-
depthinterview is to study the respondent's thoughts and ideas in depth. Historically,

the term"in-depth interview" meant a relatively unstructured one-on-one interview.

IN-DEPTH INTERVIEW is a qualitative method of data collection, which offers the
opportunity to collect descriptive data about people's behavior, their attitudes and
perceptions, to reveal the essence of complex processes and phenomena; which can be
usedas a stand-alone research method, or as part of a complex set of studies.

The respondent's reaction directs the direction of the in-depth interview. As
the interview progresses, the interviewer carefully checks each answer and uses the

answers as a basis for further interviews.

The success of any in-depth interview depends entirely on the interviewer.
The second factor that determines the success of in-depth research is the correct
interpretation. The unstructured nature of the interview and the nature of the analysis
increase its complexity. Psychologists are sometimes used for in-depth interviews.
They use special techniques to reveal the hidden motivations of respondents.

As with the focus group, the researcher develops a list of questions for the in-
depth interview. But thanks to an in-depth interview, the researcher has the
opportunityto delve deeply into the thoughts and ideas of the respondents in a way
that is impossible for a focus group. Because one-to-one, people are often more
comfortable talking about deep beliefs, thoughts, and their own ideas.

A typical in-depth interview lasts one to two hours, which provides
opportunities to explore deep thoughts. It also allows the researcher and the
participant to feel comfortable with each other so that they can share more intimate

and personal thoughts.
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Thoughts and ideas that could never be talked about in a group can be passed on to a
person, especially knowing that the results of the interview will remain anonymous.

Because in-depth interviews involve one-on-one interactions, this is very
subjective. The researcher not only controls the interpretation of what happened, but
also has great control over the interview process itself. Like focus group moderators,
interviewers should be careful not to prejudice respondents' answers with words or
actions. Respondents may think that they are "helping" the interviewer they like by
giving the answers they think they want to hear, rather than sharing real thoughts,
feelings, and beliefs.

In-depth interviews can be used by researchers to study a topic or problem
beforeconducting a quantitative study. In-depth interviews can be conducted online -
it can be a text interview or a video interview. The Internet further reduces costs and is
a goodway to conduct interviews on sensitive topics.

In-depth interviews should be used when:
v' research questions are directly related to specific segments of respondents and
individual behavior;
reach a more easily interested audience;
cost-benefit ratio facilitates in-depth interviews;
group thinking / group dynamics can be a problem,;

looking to check the usability of the device or process;

AN NN

subject of discussion is very delicate.

As in focus groups, in-depth interviews can be used alone or as part of a set of

methods:

1. Consumer satisfaction survey: often in combination with a quantitative survey.
It can be used at the beginning of the study to identify problems, or at the end of the
study to study topics that emerged from the main survey.
2. Market structure research: key respondents to study their expertise.
3. Product testing: individual cases can be tracked by testing a new product through

a phased in-depth survey.
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4. Needs assessment study: A small number of in-depth interviews can be used to
identify the current situation and unmet needs.

5. Advertising research: advertising testing can in many cases be conducted
through in-depth interviews. It allows you to demonstrate the material and avoid the
inevitable distortion of information by other respondents, which occurs in focus
groups.

The number of interviews to be conducted is determined at the research design
stage. If you conduct more than 10 in-depth interviews, make sure you have a clear
structure, especially when it comes to recording answers. It is difficult to analyze
more than 10 freely recorded conversations. Structuring the answers in the paper
questionnaire and writing it down during the interview will speed up the analysis.

There is no proper structure and order of questions in an in-depth interview.
However, there are basic stages. Yes, you shouldn't ask detailed questions for the
firstfive minutes. The interview should promote a sincere relationship and gradually
moveto new search questions.

In-depth interviews, as a quality method of data collection, use poorly
structured discussion instructions, similar to those used in focus group discussions.
Unlike the highly structured questionnaire used in the quantitative interview, it
outlines only the main stages of the interview:

1. Introduction.

2. Questions that encourage conversation

3. The main part of the interview.

4. End of discussion and thanks for participating.

The main part of the interview has a number of specific sections that relate to
the objectives of the study, and are broken down into specific questions with
clarifications and tips that can be used to develop the discussion.

As with focus group discussions, open-ended questions are the basis of an in-
depth interview. They promote the relationship between the interviewer and the

respondent by encouraging cooperation and information exchange. They also allow

the
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interviewer to check the limits of the respondent's knowledge and experience, and
thesecan lead to unexpected answers.

Probing is a way to get the respondent to expand their response. The
interviewer's decision to continue probing may be left to his or her discretion or
provided for in the instructions. Voice, body language and general tone of the
interviewmay indicate that the respondent could and would like to say more. Silence
in itself canbe a clue, as it encourages people to break the silence. You can also use
specific phrasesand questions related to the topic:

e And what do you think about this?
e Could you repeat that?
e What else can you tell me?
The general rules for developing an interview structure are:
v" adherence to a sequence of questions that would give a sense of casual
conversation;
v' building a conversation and using questions that motivate the discussion, not
close it.
Types of questions to avoid:

0 Long and difficult questions that confuse respondents about what exactly
they should answer. For example, "What do you think about the range of
products available to you now in the Eco supermarket compared to a few years
ago?"

0 Vaguely worded questions. For example, "What do you think will happen
in the future?" The future in this matter is open and uncertain, it is not clear what
is meant by the word "future" - next year, 5 years or 10 years?

0 Questions that use technical jargon or specific terms that may be unknown
to the respondent.

O Prompt questions such as "So you think that...?".

0 Questions that contain elements of aggression or comments. For example,

"Do you seem to be avoiding the answer to this question?"
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4.4. Observation
Observation was one of the first methods used by market researchers to collect
data. It has been replaced by interviews, but, nevertheless, there are many
opportunitieswhere observation can provide valuable information.

Initially, observations were used to audit products in supermarkets, but today

thedata is collected by reading barcodes at the point of sale. Yes, electronic
scanning, asa method of observation, is rapidly gaining popularity. Initially,
scanners aimed toimprove productivity in retail stores, but they have also become
a valuable tool forresearchers. Many retailers even sell research firms data from
their own scan records. Surveillance involves personal or mechanical monitoring of
selected activities.
It captures actions as they occur, and is therefore more accurate than interviews, where

respondents recall their past actions or may inadequately assess future ones.

OBSERVATION - a method of qualitative research, which involves personal or mechanical
monitoring of selected activities and records actions as they occur.

Conditions required for effective monitoring:

1. The event must be observed (attitudes, motives and other mental activity are
difficult to record by this method).

2. The event must occur frequently or be predictable.

3. The event must be completed in a short period of time.

One way we can ensure that all three of these conditions are met is to conduct
an experiment in which all the conditions can be controlled and manipulated. The
laboratory environment is often the best environment for observational research.

There is also a choice between structured and unstructured observation. In a
structured situation, observers are told how and what to observe. They are usually
given a checklist to record what is happening. Structured methods are used to test
hypotheses.In unstructured observation, which is most useful, the observer is given a
great deal offreedom as to what to pay attention to.

Observations should be used when people's behavior can give ideas that

cannotnecessarily be obtained through direct questioning. Surveillance works well
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with product tests.

It is effective to develop a systematic process of recording observations - a
diary or questionnaire for the moderator or respondent, photos and videos of what
they did, and instructions for observers on how much time to spend on each task.

Mystery shopper, also a tool in the conduct of observations, the purpose of
whichis to monitor the layout of devices, display of goods, sales of the store and
special promotions. He not only monitors the trading environment, but also how
employees react and treat customers.

Using the experiment as a research method, various manipulations with
selected independent variables are performed and the influence of these

manipulations on the dependent variables is measured.

EXPERIMENT is a qualitative research method that involves manipulative influence on
selected independent variables and measurement of the influence of these manipulations
ondependent variables.

When interviewing or observing, information is obtained under normal or
near-normal conditions, when only data is collected and the environment does not
change.

A cause-and-effect relationship means that there is a relationship between
twoor more events. The first event can be considered as the cause of the second,
if theappearance of the first increases the probability of the second. The purpose of
the studyis to provide evidence that there is a high probability that one event will lead
to another.

There are three types of evidence that convincingly suggest that causation is
present:

1) Concomitant variation, which reflects the degree to which cause (x) and effect
(y) occur together or change in some predictable way.

2) The order of time of occurrence of the causal factor (x), which must precede
or take place simultaneously with the consequence (y). This is a logical requirement
for causation, but there are situations when it is not clear how the two factors affect
each other.

3) The absence of other causal factors is the most difficult type of evidence. It
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states that no other factors could have caused such a change in the dependent variable

(y). Requires extensive testing to eliminate all other possible explanations for the
change in x.
Experiments should have three components:
1. Variable that is affected - is called differently (test unit, dependent variable or
subject).
2. Overlapping changes are an independent variable.
3. Results related to change - effect, result or observation.
Experiments are divided into two categories:
1. Basic (informal)
2. Statistical (official)
The main difference between them is that the former focus only on measuring
the influence of an independent variable, while the statistical ones also measure the
influence of other factors.

The classification of the main types of experiment is shown in Fig. 4.2.

Figure 4.2. - Classification of the main types of experimentX - the

period during which the impact
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O - observation periods before and / or after exposure; indices are used to
identify the time of each observation
EG - experimental group: subjects that were influenced
OG - control group: they were not affected, but the results were the same.
1. XO
In this case, a separate study group is exposed, and the responses of the
subjectsare recorded once. Subjects are usually chosen not by chance. For example,
special shampoo coupons are given to women in the mall. The number of coupons is

registeredand a conclusion is made about the success of coupon distribution.

2. X 0,0,

This model is most often used in marketing research. An example of
applicationis the provision of special test samples, followed by additional discounts

on the purchase of goods.
3. 01 %x 0,

This model involves measuring variables before and after exposure. An
example is the collection of sales data for a certain period before and after the
introduction of special measures to promote sales. However, it is important to
minimize the possibilityof exposure to external factors, such as the unavailability of
the main competitor's products during the study period.

4. EG:0; x O,

0OG: O3 O4

The effect of influence = (O, - Oy) - (O4 — O3)
A control group is selected, which is observed throughout the testing period.
This composition is comparable in composition to the affected group. The main
assumptionin the development is that both groups are equally affected by external
factors. For thisassumption to be correct, subjects should be chosen randomly and

arbitrarily assignedmethods of influence.
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5. Post factum - involves the creation of equivalent experimental and control
groups, but the identification of each occurs only after the experiment. For example,
take a group of people who read a certain issue of a magazine. Those who said they
read a certain ad in the issue are an experimental group; those who have not read the
advertisement are a control group. Both are asked about some attributes of different
types of goods presented in advertising, and the difference in the ratings of the two
groups of products determines the success of advertising. The advantage of this method
is that the control group is formed naturally and not selected by the researcher.

6. Four groups of Solomon - involves two experimental and two control groups,

which are chosen at random.

EG: O; x O,0Gq: 03 04EG3: X 05
OGzE 06

The effect of influence = [Os — 1 /2 (O;—03)] =[O — 1/ 2 (O;— O3)]

This method is not often used by researchers because it requires significant time.

7. The time series uses a series (series) of previous and subsequent measurements

to determine the effect of the experiment. It tries to measure impact over a longer period
of time than other basic methods.

The time series method is as follows:
070,035 04 X Os5 O O7 Og

It is assumed that the researcher will have constant access to the same test units.
Figure 4.3 shows the possible results of experiments using time series.

Result 1: short-term positive effect.

Result 2: long-term positive effect - market share increased.Result 3: positive
effect - it stopped the decline in sales.

Result 4: has no effect - the oscillations continue in the same way. Result 5:

has no effect - growth continues according to the same scheme.
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Figure 4.3. — Example of application of time series
Because measurements are performed over a longer period of time, external
factors such as regression are usually neutralized. However, there is always the
dangerthat some other event could occur at the same time as this experiment, and this
externalevent could be the real cause of any change in observation.

8. Statistical - provide a basis for statistical research not only the reaction to
direct impact, but also other factors. In the case of statistical models, the researcher
randomly assigns the influence to randomly selected test units, and the methods of
influence are applied systematically. The tool of statistical analysis, which is often used
with these constructions, is analysis of variance. It can help determine whether a
particular factor significantly affects another factor, whether the changes are caused by
some other factor, or even accidental.

The statistical include:

e Fully randomized
e Randomized unit
e Latin square

e Factorial
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Fully randomized involves a random effect on test units and then analyzes to

determine if this caused a significant difference in test units. The design can actually
measure only one type of dispersion - the one that occurs between exposures, known
as the "impact effect".

Example of application: The confectionery chain sells Kyiv cake in all its
outlets,but it is necessary to investigate the most effective price. Randomly assigned
prices innine experimental stores, three with each price. The analysis will examine
the average number of goods sold at each price. This will help determine if the
difference in sales at the lower price was significant and if these changes were
accidental. The results canbe presented in the form of table 4.1.

Table 4.1. - Sales volumes of Kyiv cake

week 150 UAH 165 UAH 170 UAH
1 19 9 15
2 16 13 20
3 22 20 9
4 24 18 12
Total 81 60 56

A randomized block is used when the researcher is interested in identifying
the main source of variation. Thus, in the previous example, the size of stores was
not taken into account, which could have a significant impact on the actual results
obtained. The randomized block introduces an additional variable that must be
defined and measured during the experiment, in our example it is the size of the
stores (Table 4.2).

Table 4.2. - Sales volumes of Kyiv cake (randomized block)

Size of shop 150 UAH 165 UAH 170 UAH
1. 100+ 135 100 60
2. 50-100 34 26 17
3. 20-50 17 12 5
4.<20 5 2 1
Total 191 140 83
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The Latin square allows the researcher to identify the influence of two main
external sources, as well as to measure their influence. This is a complex design that
can cost time and money. The additional efficiency it provides should be weighed
against the additional costs and more experience required to carry it out. It implies a
lack of interaction between the measured factors.

Applying the Latin square method to the previous example, you can control

theinfluence of the size and type of store (table 4.3).

Table 4.3. - Sales volumes of torus "Kyiv'" (Latin square)

Size of shop (weekly sales)
Type of shop <5000 5000-10000 > 10000
1. Supermarket Price 2 Price 3 Price 1
2. Branded store Price 1 Price 2 Price 3
3. Groceries Price 3 Price 1 Price 2

When using this method, the number of extraneous variables to be controlled
should be equal to the number of effects. Thus, in our example, three levels of store
size are required and three different types of stores will be involved. The rows and
columns of the resulting matrix contain extraneous variables. Each price level is
takeninto account in each row and column only once.

The Latin square is especially useful in experiments where it is important to
control the effect of store size, store type, or time period. Its main limitations are:

v Requires the same number of rows, columns, and processing levels.

v Regardless of the number of tests, it can still control only two third-party
variables.

v' It is assumed that extraneous variables do not interact with each other: a
questionable assumption in many marketing experiments.

Factorial. Previous methods suggested that there were one or two main
sources of variation and that the researcher wanted to separate them from the total
variance. There was not even a suggestion that some factors might interact with each
other. Researchers are often interested in the simultaneous effects of two or more
independent variables. In the example of the cake, the researcher may want to see if

outlets that serve high-income customers are more successful with higher prices than
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those that serve lower-income customers. Factor analysis measures the effect of
interacting variables on a dependent variable. In our example, the improved sales of
cakes are related to the income of customers of the outlet, as well as any changes in
the outlet. Factor constructions allow researchers to measure the individual effects of
eachvariable.

A marketing experiment (test marketing) is to try something before taking a
bigrisk. It gives the company producing and selling the product or service some idea
of what might happen if it decides to continue expanding at the regional or national
level. Test marketing aims to obtain estimates of sales and market share for a new
product, product expansion or a new marketing tool, such as a modified advertising

campaign, or a change in advertising costs.

MARKETING EXPERIMENT - a quality marketing research that allows you to test
marketing activities and minimize the risks of their implementation.

Conceptually, this 1s very similar to conducting an experiment. The idea is to
literally run a test or experiment to get a sales forecast. This can be done by testing
in a number of balanced markets under normal conditions. With controlled test
marketing,the research firm accelerates the spread of the brand, making sure that it is
in all selected stores and that these stocks are maintained. At another level, there is
generallysimulated test marketing - in fact a laboratory situation in which real stores
are rarely used.

Related to traditional test marketing, consumer behavior research (market
research) is an aid to diagnosis. These studies track what is happening and what is
not as a result of a marketing campaign. They do this by continuing to contact
consumers to measure: brand awareness, advertising feedback, product satisfaction,

and intentionto make the next purchase.
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4.5. Office research
Office research is the study of secondary data sources - information that is
publicly available or privately owned by the organization. A marketer can quickly

and inexpensively find data from a variety of sources that can meet many research

goals.
OFFICE RESEARCH is the study of secondary data sources - information that is already

publicly available or is privately owned by the organization.

In addition to open sources of information, desk research actively uses the
data contained in the computers and files of research clients. Yes, information can be
foundin sales reports, sales statistics, or a customer relationship management (CRM)
system.The following data can be used to answer the following questions:

v" How many customers does the company have?
v" Where are they?

v" How much do they buy?

v How regularly do they buy?

v" What are they buying?

v" What is the average price they pay?

The Internet has greatly expanded sources and facilitated access to secondary
data, but the researcher must still remember that valuable sources of secondary data
can be found in regular libraries, trade associations, and industry experts. Desk
researchis a great tool to get a general impression of the market situation (determine
the size ofthe market, suppliers, products and market trends).

Desk research, as a method of collecting secondary information, can be a
qualitative basis for further research to find primary information. Thus, data
obtained through desk research can help:

1. Identify the research problem.
2. Develop an approach to the problem.
3. Develop a sampling plan.

4. Formulate an appropriate research structure.
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5. Answer certain research questions and test some hypotheses.

6. Interpret primary data with greater understanding.

7. Check the quality of research results.

4.6. The process of data analysis in conducting qualitative research

The process of data analysis in qualitative research takes place in four stages:

I. Data collection from various sources. They include:

Notes made during or after surveys or observations.

Reflections of researchers, moderators or observers involved in the data
collection process.

Theoretical support - from secondary data, or literature sources.
Documents.

Visual images

Audio recordings and transcripts.

Videos.

I1. Data reduction is data processing: a process that involves the organization

and structuring of data, the elimination of redundant information.

Researchers should analyze all available materials: transcripts, notes, and

other supporting materials, and decide which ones are relevant to the study. Data

reduction involves the process of encoding data, which means breaking the data into

discrete fragments and attaching a reference to these data fragments. Coding is a

vital part of data processing in qualitative research.

DATA CODING is the division of qualitative data into individual fragments and the addition

of a reference to these data fragments.

Researchers must be able to organize, manage, and obtain the most relevant

pieces of qualitative data. This is usually done by assigning "labels" or codes to the

data. Coding can also allow the categorization of names, evidence, or time

sequences.Any fluctuations, emotional states or level of humor can be encoded.

IT1. Data explanation is a concise set of information that allows you to draw

conclusions.
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IV. Data verification involves the search for alternative explanations through

other information sources and theories.

QUESTIONS

[E—

. Name the reasons for the use of quality marketing research.

. What are the main tools of quality marketing research?

. How to determine the effect of the experiment, give examples.

. What is the procedure for data analysis in conducting qualitative research?
. Why encode data?

. Describe the nature and application of the focus group method

. What are the key characteristics of focus groups?

. How can focus groups be used in research development?

O 0 3 O W B~ W DN

. What are the stages of a focus group interview?

10. What are the features of using focus groups?

11. In which cases is it better not to use focus groups?

12. What is the key to successful focus group interviews?

13. What is the process of using in-depth interviews to conduct qualitative
research?

14. What techniques are used in moderating group discussions?

15. Who is a moderator?

16. Name the advantages of conducting quality research via the Internet

17. What variants of the standard procedure for conducting research in focus
groups do you know?

18. Describe the two-way focus group

19. Describe how focus interviews should take place in groups where there are
two moderators and where there is a "duel" of moderators. When is it appropriate to
conduct such an interview?

20. What are the main disadvantages of focus group as a method of marketing
research?

21. What is an in-depth interview and when is it used?

22. What questions should be avoided when conducting an in-depth interview?
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23. Name the main stages of in-depth interview.

24. What sets of methods can focus groups and in-depth interviews include?

25. What are the general rules for developing an interview structure?

26. What conditions are necessary for effective monitoring?

27. Indicate the different types of monitoring procedures that can be used. Give
examples of where each may be appropriate.

28. What is test marketing?

29. When is controlled test marketing used?

30. What is simulated test marketing?

31. What is desk research and when is it used?

32. What are the main features of the experiment?

33. Compare different types of experimental constructions, including statistical
schemes and indicating the limitations of each.

34. What allows the researcher to measure the Latin square method?

35. What are the differences between the two statistical methods of qualitative
research: "fully randomized" and "randomized block", give examples.

36. What can help determine the analysis of variance?

37. What is a causal relationship and what types of evidence convincingly
indicate its presence?

38. What components should the experiment have?

39. What are the main types of experiment?

40. What allows you to explore the factor modules during the experiment?

EXERCISES

Exercises 1. The company wants to test the effectiveness of free gifts as a
method of stimulating the sale of their detergents.

Determine the effect of marketing activities if free samples have been placed
inseveral homes. A month later, coupons were sent to the same homes, offering a 25
pence discount on the purchase of a large package of detergent. These coupons were

also sent to the control group (randomly selected houses from the same area), but

which
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did not receive free samples. To be able to count the number of coupons used by
eachgroup, they were pre-coded. The experimental group used 121 coupons, and the

controlgroup 76 coupons.

Exercises 2. Determine the effect of the impact of marketing activities, if it is
known that the average sales at the beginning was 450 UAH per day. Over the next
two weeks, sales promotion measures were proposed, and average daily sales rose to

UAH 510 per day.

Exercises 3. Determine the effect of the use of new shelves on sales of
children's books in the regional network of bookstores. If the rack is temporarily
installed in three specific stores, and sales are compared to sales in three similar
stores that use older racks. In the study group, sales increased from 290 to 350
books, in the control group from 285 to 320.

TASKS
Task 1 - Solve the crossword:

-
JlEEEEEEEE

5 1
1

1
0
AEEEEEEEEEEN

1
7
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1. What is the name of the process when the moderator encourages the
respondent to expand his answer?

2. The main types of experiments that provide a basis for statistical research not
only the reaction to direct influence, but also other factors.

5. What is the name of the experiment that involves two experimental and two
control groups, which are selected at random?

6. Qualitative method of data collection, which offers the opportunity to collect
descriptive data about people's behavior, their attitudes and perceptions, to reveal the
essence of complex processes and phenomena - is it?

7. The main disadvantage of the focus group.

11. Formed at the end of a series of interviews with focus groups.

13. A focus group consisting of a moderator and only four or five participants.

16. What should the researcher develop before starting the focus group

interview?

Vertically:

3. What is the name of the stage of the focus group interview process, when the
group members become comfortable with each other and the moderator can ask
questions that require deep reflection?

4. What is the name of the research method used to collect data with the help of
specially formed groups of carefully selected people who are recruited to discuss a
particular topic?

8. The method of research, when different manipulations with selected
independent variables take place and the influence of these manipulations on dependent
variables 1s measured, 1s 1t?

0. focus groups can be text or video and are conducted over the Internet.

10. Focus group in which there are two moderators, but they deliberately take
opposite positions on the issues under discussion - provides " " moderators.

11. What is the name of the variable that is affected during the experiment?
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12. What is the name of the study of secondary data sources - information that
is already publicly available or is privately owned by the organization?

15. What 1s the name of the method of qualitative research, where focus
groupsare the only methods of data collection, and they serve as the main source of
information?

17. What is the name of the variation that reflects the degree to which cause

andeffect arise together or change in some predictable way?

Task 2 - Complete the outline of the focus group interview process in the

appropriate steps:

Task 3 - Fill in the classification scheme with the main types of experiments:
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TESTS
1. Is it true that:
"Qualitative marketing research focuses on in-depth and qualitative research
ofdata obtained from a large sample"
YES/NO
2. Is it true that:
"There are no clearly defined figures that define the gap between qualitative and
quantitative research."
YES/NO
3. Is it true that:
"A survey of less than 30-50 respondents is qualitative, and a survey of
morethan 100 respondents is quantitative."
YES /NO
4. Is it true that:
"The ability to deeply investigate the problem and use sounding techniques has
been made possible by qualitative research."
YES/NO
5. Is it true that:
"Small samples do not lead to high accuracy of results."
YES /NO
6. Is it true that:
"One of the most widely used qualitative research methods is experiment."
YES/NO
7. Is it true that:
"Focus groups usually consist of 8 to 12 people who come together to discuss a
topic or concept under the guidance of a moderator."
YES/NO
8. Is it true that:
"A typical in-depth interview lasts one to two hours, which provides

opportunities for deep thinking."
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YES /NO
9. Is it true that:
"A randomized statistical experiment allows the researcher to identify the

effectsof two major third parties and to measure their effects."

YES/NO

10. Is it true that:

"Simulated test marketing is actually a lab situation in which real stores are used

quite often."

YES /NO

11. Qualitative research is based on intellectual traditions.

A.2

B.3

C.4

12. Indicate the order of stages of conducting interviews in focus groups:

__Summing up

__Conduct a focus group interview

__Ask questions for the interview

__Develop research parameters

_Select participants

__Generate a report

13. Discussion of a certain topic in focus groups takes place under the guidance

A. The presenter

B. The respondent

C. Expert

D. Moderator

14. Usually focus groups consist of

A. 8- 12 people

B. 18 - 20 people

C. 3 -5 people

15. Find the match:
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Focus groups use:

1. As an autonomous A. - research uses several sources of data collection,

method and no single method determines the use of others

2. As part of a structure B - Focus groups are the only methods of data

containing many methods collection and serve as the main source of
information

3. In addition to the survey C.- Focus groups are used to improve alternative data
collection methods.

16. Find the match:

Options for the standard procedure that can be used in focus groups:

1. A group that involves a "duel" of
moderators

A. The discussion in the focus group was
conducted by two moderators: one is responsible
for the smooth flow of the session, and the other
provides discussion of specific issues.

2. Group of participants-moderators

B. Allows one target group to listen and
learn from a related group

3. Bilateral focus group

C. The moderator asks the selected participants
to temporarily act as a moderator to improve the
dynamics of the group

4. Group with a double moderator

D. Moderators take opposing positions on
the issues under discussion

17. Evidence that convincing evidence that causation is present:

A. Variation series
B. Concomitant variation

C. Comparability

D. The order of time of occurrence of the causal factor

E. Absence of other causal factors

18. A typical in-depth interview continues

A. 1-2 years
C. 2-3 years
S. 4-5 hours

19. The main disadvantages of the focus group method are:

A. Poor moderation

B. Prejudice of participants
C. Disorder

D. Incorrect assessment

E. Distortion
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F. Data subjectivity

20. To conduct an in-depth interview use:
A. Highly structured questionnaire

B. Approximate plan

C. Structured instruction

21. Experiments should have

A.-3
B.-2
C.-4

22. Experiments are divided into

A.-3
B.-2
C.-4
23. The process of data analysis in conducting qualitative research consists of
_stages
A.-4
B.-5
C.-8
D.-6

24. Dividing qualitative data into individual fragments and adding a link to these
data fragments:

A. - Fragmentation

B. - Data encoding

S. - Encryption

D. - Primary analysis

25. The first method used by market researchers to collect data:

A.— Experiment - Interview

S. - Observations

D. - Focus groups
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The process of data analysis in conducting qualitative research consists of

__stages
E. -4
F. -5
G.-8
H.—-6

26. Dividing qualitative data into individual fragments and adding a link to these
data fragments:

A. - Fragmentation

B. - Data encoding

S. - Encryption

D. - Primary analysis

27. The first method used by market researchers to collect data:

A. - Experiment

B. - Interview

S. - Observations

D. - Focus groups

28. The research method used to collect data with the help of specially formed

groups of carefully selected people who are recruited to discuss a particular topic is

29. An unstructured research project based on small samples and designed to

provide clarification and / or a general understanding of the research aspect is

30. Discussion of a certain topic in focus groups is led by

31. The study of secondary data sources - information that is already publicly
available or is privately owned by the organization - is _
32. Qualitative method of data collection, which offers the opportunity to collect
descriptive data on human behavior, their attitudes and perceptions, to reveal the
essence of complex processes and phenomena; which can be used as an independent

research method, or as part of a complex set of studies - is
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33. The method of qualitative research, which involves personal or mechanical

monitoring of selected activities and records actions as they occur - is

34. Individuals who belong to several study groups at the same time, and

sometimes fraudulently, in order to receive financial rewards or gifts, take part in

numerous scientific studies - this is

LEARNING OBJECTIVES:

After studying this section, you will understand:

nature and features of quantitative research

types of samples and errors in their determination

the difference between the general population and the sample

how to determine the right target audience and develop a sample structure
what should be the questionnaire and requirements for its preparation
questionnaire development process

features in the development of personal issues

application of open questions and their shortcomings

the correct sequence of questions in the questionnaire

the process of pre-testing the questionnaire

how to correctly compose an open, closed, multilevel and alternative
question

field research and stages of their implementation

the essence of the survey and its varieties

advantages and disadvantages of using a quantitative survey

survey using computer technology

panel research and its advantages
Chapter V

QUANTITATIVE MARKETING RESEARCH
5.1. The essence of quantitative marketing research

Quantitative marketing research involves the analysis of data based on large

samples, which allow you to measure and perform statistical analysis.
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Quantitative research methods are aimed at obtaining quantitative information
about a large number of research objects. As a result of application of quantitative
methods numerical or percent indicators of separate investigated categories are

usuallydefined. This group of methods answers the question "How much?".

As mentioned in the previous section, there is no clear division between
quantitative and qualitative studies, but it is generally assumed that if the sample

size 1s more than 30, it is already a quantitative study.

5.2. Sampling and determining its size
Sampling is a key component of any research project. In the process of
determining the sample, the following main questions arise:
1 Should the sample be determined?
2 If so, what process should be followed?
3 Which sample should be chosen?
4 How big should it be?
5 What can be done to control and correct errors?

When determining the sample size, keep in mind that most market researchers
will be satisfied with 95 percent confidence in the reliability of the results. After all,
even if we repeat the survey over and over again, any results we get will be plus or
minus 5% of the result we would get surveyed absolutely everyone.

Every market researcher must understand the basics of sampling. The only
surveys that can be measured in terms of their accuracy are census-based or
randomized surveys. The sample allows us to take a small share of the total
populationand establish a result that will be representative of the whole population.

The variability of the answers to the survey questions starts to decrease when
more than 30 interviews are conducted. The more accurate the result, the larger the
sample required. The absolute sample size is important. A random sample of 500
people will give a survey result that we can be almost certain (95 percent sure) will
be plus or minus 4.5 percent of what would have been achieved if we had
interviewed everyone. A sample four times larger will give a result that will be twice

as accurate.
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The task of most marketing research is to obtain information about the
characteristics or parameters of the general population. That is, all the elements that
have a common set of characteristics and constitute a set of information that meets

theobjectives of marketing research.

GENERAL POPULATION - a set of all elements that have common characteristics that
make up the population that can satisfy the whole problem of marketing research.

Information on the parameters of the general population can be obtained either
by census or by sampling.

The census provides a complete description of the elements of the general
population. The parameters of the general population can be calculated immediately

after the census.

THE CENSUS is a complete list of elements of the population or objects studied.

On the other hand, the sample is the part of the general population that is
selected for the study. Next, the characteristics of the sample (statistical) are used in
formulating conclusions about the parameters of the population. They do this with
the help of special assessments and hypothesis testing. Table 5.1 compares the

sample and the census.

SAMPLING - a subset of the elements of the general population selected to participate in
thestudy.

If sampling errors lead to significant losses (for example, if the sample does
nottake into account large market players, the results may be misleading), then it is
betterto conduct a census that will prevent such errors.

Table 5.1. - Comparative application characteristics samples and hypotheses

Sample Factors Census
Small 1. Hac Many
Small 2. brojpker Many
Small 3. Mucnepcis Big

Big 4. Po3mip reHepasibHOI CYKYITHOCTI Small
Low 5. BapricTh moXuOKH BUOIpKH High
High 6. BapricTh moXuOKM He MOB’sI3aHOI 3 Low
BUOIPKOIO
Do 7. OOiK iHAUBIAYAIIHUX BUIAIKIB Don’t
Destructive 8. Cnocobu BUMipy NOT destructive
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Conversely, if there is a high risk of errors without the use of sampling (for
example, the survey of non-experts on a particular issue), it is better to conduct a
sample survey and use fewer resources.

The census can significantly increase the representative errors to the point
where these errors exceed the sampling errors. Representative errors are a major
factor in theoverall error, while random sampling errors are relatively small in scale.

The sampling process consists of 6 stages (Fig. 5.1). These stages are closely
interrelated and cover all aspects of marketing research, from identifying the

researchproblem to presenting the results.

1. Definition of 2. Determining 3. Choose
—> —>
the target the sample sampling
|
\Z
- 5. Perform
4. Determining _. 6.Checkthe
sample

1. Definition of the target population
Sampling begins with defining a target population - a set of elements or
objects that have the information that the researcher is looking for and about which
conclusions need to be drawn. It is important that the target population is clearly
defined. After all,an inaccurate definition of it will lead to the fact that the study at

best will be simply ineffective, and at worst - misleading.

Target population - a set of elements or objects that contain information that the

researcherwas looking for, and about which it is necessary to draw certain

The target population should be defined in terms of elements (objects to be
collected), sampling units (these are elements that can be selected at a certain stage

ofthe sampling process), coverage and available time.

However, sometimes it may not be easy to determine the target population.

For example, it is necessary to assess consumer reactions to a new brand of
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moisturizer forwomen. Who should be included in the target group? All women or
only those who have used a moisturizer in the last month? What age? Should men be
included? These and similar issues should be addressed before the target group is
identified.
2. Determining the sample structure

The structure of the sample is a representation of the elements of the target
population. It consists of a list or set of guidelines for determining the target
population.Examples of the sample structure are the phone book, customer database,

city directory.

SAMPLE STRUCTURE - a representation of the elements of the target population, which
consists of a list or set of areas to identify the target population

3. Choose sampling methods

When choosing a sampling method, the researcher must decide which
approachto use, whether the sample 1s deterministic or non-deterministic.

The Bayesian method involves a detailed collection of information about the
parameters of the population, costs and possible consequences of decisions.

The traditional method involves forming a sample before the collection of
information begins.

Sampling can also be repeated (when the sample can be repeatedly included in
the population) and irreversible (when the sample can be included in the population
only once). The classification of sampling methods is shown in Fig. 5.2.

Deterministic sampling methods are based on the preferences and preferences
that the researcher gives to certain elements - the procedure of random selection of
elements is not used. Instead, probabilistic methods provide a procedure for
conductinga sample observation, according to which each element is likely to be
included in the sample.

Deterministic methods include:

1) Non-representative sampling, which is usually carried out by the interviewer,
and involves the procedure of forming by the researcher a sample of convenient
forselection elements. For example, a survey on "Which bank serves you?". Often

used insearch marketing research. However, they are not desirable in the study of
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cause and effect.
The advantages of non-representative sampling are:
» Availability and willingness to cooperate elements of the population
» Least time and cost.
The disadvantages of the unrepresentative sample are:
» The results cannot be extended to the whole population
» High probability of errors

2) Expert (surface) sampling is used when the customer is not interested in
detailed results. This method is often used in marketing research of commercial
enterprises. The advantages of using this method are its ease of formation and cost-
effectiveness, and the disadvantage is subjectivity.

3) Quota sampling is a method that involves a two-stage surface sampling, where
the first involves the formation of control groups or quotas from the elements of the
population, and the second is the selection of elements depending on the convenience
of selection or preferences of the researcher.

4) "Snowball" selection is a method according to which the initial group of
respondents is randomly selected, and then selected from among the candidates named
by the first respondents on the basis of the information provided by them.

Probabilistic methods include:

1) Simple random sampling - a technique according to which each element of
the population must have a known and the same probability of selection. The method
provides for independent selection of elements and sample formation by random
selection of elements. The main advantage of this method is its simplicity. However, it
has a number of disadvantages, namely:

* The complexity of forming the basis of the sample
* You can get a very large sample located over a large area
» Low accuracy of application results

« Ability to obtain a non-representative sample
2) Systematic sampling is often used in mail and telephone surveys, interviews

in retail chains. This method involves first setting the reference point, and only then

sequentially select each i-th element from the base of the sample.
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3) Stratified (stratified) sampling is a method that involves two stages: the first
is the division of the general population into subgroups (strata, layers), the second - the
elements are randomly selected from each subgroup. The set is divided into layers
using variables called stratification. It is important that the elements that belong to one
stratum are as homogeneous as possible, and those that belong to different strata are as
homogeneous as possible. It is recommended to use no more than 6 layers, because
their further increase does not improve the accuracy of the study.

There are two types of stratified samples: proportional and disproportionate. If
the size of the stratified sample obtained from each area is proportional to the share
ofthis area in the total population, then it is a stratified proportional sample.

In a stratified disproportionate sample, the sample size is formed by selecting
elements from each layer in a volume proportional to the proportion of the sphere in
the total population and the standard deviation of the distribution of the
characteristicsunder study among the elements of this sphere. This method is more
accurate, because they take into account the influence of the size of the layers,
because the larger layers have a greater influence on the formation of the general
population. To increase the accuracy, it is necessary to take more elements from the
sphere where their quadratic deviation is greater, and if all the elements of the sphere
have the same characteristics,then the selection of only 1 element will be sufficient.

4) The method of cluster sampling involves the division of the population into
mutually exclusive and complementary groups (clusters) and the sample includes either
all the elements of the cluster or the probabilistic method.

Varieties of cluster sampling methods are shown in Fig. 5.3.

Depending on the number of stages, cluster sampling methods are: single-
stage,two-stage and multi-stage.

One-stage cluster sampling involves the inclusion in the sample of all

elementsof the selected clusters.

Two-stage cluster sampling can be simple - when the selection of elements is
carried out using the method of simple random selection, and probabilistic - when

theselection of elements is carried out in proportion to the total volume.
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In table 5.2. a comparative characteristic of the application of deterministic
andprobabilistic methods of sampling calculation is given.

Table 5.2. - Comparative characteristics of the application of
deterministic and probabilistic methods

Factors Deterministic Probabilistic
The nature of the study searches final
Error is more likely to occur systematic samples
Variability of the studied population low high
Statistical considerations unfavorable favorable
Operational considerations favorable unfavorable

4. Determining the sample size
The size (volume) of the sample is the number of elements of the population
that are investigated to obtain information necessary to achieve the goals of
marketing research. The determination of the sample size is influenced by a number
of factors, such as: the number of variables, the nature of the study, the importance
of decision- making, the nature of the analysis, coverage, limited resources,
completeness. The recommended sample size is given in Table 5.2.

Table 5.2 - Recommended sample size

The aim of the study Amount
Identify the problem (for example, market potential) 1000-25000
Troubleshooting (e.g. pricing)
300-500
Product testing
Test marketing
The effectiveness of advertising in the media 200-300

The calculation of the sample size is carried out using the formula:

ZXPx((1-P)
N = 2
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Where, Z is the expected confidence factor;
P is the expected probability;

C 1s the value of the maximum error.

5.3. Questionnaire development
One of the main tools for collecting primary information in marketing
research is a questionnaire. The questionnaire translated from French means "list of
works". It looks like a questionnaire in the form of a pre-prepared form, which

contains a list of questions and places to answer.

QUESTIONNAIRE is a questionnaire in the form of a form with pre-prepared questions anda

place to answer.

Requirements for a quality questionnaire:

1) The questionnaire should contain questions that will be formulated in such a
way as to be as clear as possible for the respondent.

2) The questionnaire should not make the respondent feel tired, monotonous,
long or boring.

3) The questionnaire should be composed in such a way that the respondent
could fill it in correctly (minimize the occurrence of errors).

The questionnaire development process has 9 stages:

1) Determining what information is needed. At this stage of questionnaire
development determine the necessary information, the target sample and develop
layouts of test tables. To determine what information is needed, clarify the wording of
the hypothesis that must be confirmed (refuted) as a result of the survey; make sure
that the information you plan to obtain is fully consistent with all components of the

marketing research problem.

2) Choosing the type of questionnaire and method of conducting the survey. At
this stage, determine the methods by which the survey will be conducted - by mail, by
phone or in the form of personal interviews.

3) Determining the content of individual issues. Each question in the

questionnaire is intended to obtain information on the basis of which certain decisions
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will be made. If the answer to the question does not contain important information, it
is excluded from the questionnaire. However, in some situations it is possible to ask
questions that are not directly related to obtaining the necessary information, for
example: at the beginning of the questionnaire it is useful to post neutral questions to
establish contact with the respondent; questions not related to obtaining the necessary
information may be asked to obscure the purpose of the study or to hide the client of
the study; some questions may be duplicated to increase the reliability of the results.
Sometimes, to avoid ambiguity in the answers, it is worth asking a few questions to get
the necessary information.
For questions regarding personal information:

« a brief explanation of why such information is really needed should be
provided;

» should be located at the end of the questionnaire;

* it is necessary to explain that these answers are confidential and will be
used only in data analysis.

» For delicate issues (alcohol consumption, benefits) should be:

» place issues among the more neutral;

* use compensatory statements that allow answers to sensitive questions to
seem commonplace (example: "Studies show that drinking one glass of
red wine significantly reduces the risk of atherosclerosis. How often do
you drink alcohol?");

» formulate questions about others and how those others may act and feel,
for example, "Don't you think that most people have an informal salary?";

» formulate the answer in the form of a number of categories so that the
respondent could simply choose the appropriate option. For example, do
not ask about age, but offer a card with answer options: up to 20, 20 - 29,
30-39,40-49, 50 - 59, more than 60;

4) Choosing the form of answers to each question. Questions can be closed
(structured) or open (unstructured).

Open-ended questions include questions that the respondent answers in his or
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her own words. They are also called questions with an arbitrary answer. Open-ended
questions allow to understand the views of respondents, to delve into their motives
for behavior. Open-ended questions are useful in search research and as initial
questions.
However, such issues have a number of significant shortcomings, among them:
» Increase the error of the interviewer, because, despite the training and
control, some interviewers write the answers of the respondents verbatim,
and others - shorten and interpret
* Not convenient when using self-filled questionnaires.
* Require more time when questioning and processing the results.
» Give more weight to the opinions of those respondents who know how to
clearly articulate their opinions.

Due to these shortcomings of open-ended questions, most of the questions in
the questionnaires are closed. Closed (structured) questions presuppose a set of
answer options and an answer format. From the point of view of the form of the
question thereare three types: list, dichotomous and scale.

v' List (multi-choice) questions are questions for which the researcher offers a list
of possible answers, and respondents are asked to choose one or more answers
from the suggested options. In multi-choice questions, the answer should
include a set of all possible mutually exclusive options with the addition of
"Other (please specify)." In addition, respondents should choose a single
answer if the researcher did not provide a choice of several.

However, when answering such questions, there is often a "location error" -
thisis the tendency of respondents to choose the answer simply because of its order
in thelist. Yes, there is a tendency to mark the first or last answer, and more often the
first. For a numerical series (quantity or price) there is a shift towards the value
located in the middle of the list of answer options. To eliminate the "location error"
should develop several forms in which the order of listing options is different. Each
option should be at the beginning, in the middle, at the end and somewhere between

the extreme points.
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v" Dichotomous (alternative) questions have only two possible answers - yes or
no, agree or disagree, etc. If the majority of respondents are expected to answer
this question neutrally, a neutral answer is added, such as "no opinion" or "no
answer", "both" or "neither".

v’ Scale questions are a type of alternative question that contains a scale for
measuring a question mark. At the answer of the respondent it is necessary to
note intensity of any phenomenon or thought.

Example: "How satisfied are you with the quality of the distance lectures?"
and. completely satisfied b. rather satisfied in. rather dissatisfied Mr. absolutely
dissatisfied

5) Determining the wording of the question. Choosing the wording of a question
is a process of transforming the desired content and type of question into words that
are easy for respondents to understand. It is necessary: to determine the subject of the
question, to use ordinary words, to avoid ambiguous words, hidden alternatives, hidden
assumptions, generalizations and approximate estimates, to use positive and negative
statements.

6) Determining the sequence of questions. A typical questionnaire will have the
following structure:

1. - The beginning of the questionnaire, which will contain questions of a general
nature. The first questions should be interesting, simple and not cause negative
emotions. At this stage, it is good to ask questions in which the respondent should
express their own opinions (sometimes the questions are not even related to the subject
of the study, and the answers are not even analyzed). For example: "Do you have a
laptop?".

2. - Simple direct questions should give the respondent confidence that the study
is simple and he is able to answer the questions. For example: "What brands of laptops

did you consider when buying yours?".

3. - Next, until the end of the first third of the questionnaire, questions should be
focused that are more relevant to the objectives of the study. For example: “What

characteristics of laptops are important to you? Where did you buy? ”
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4. - The main part of the questionnaire should contain only focused questions
and complex focused questions that focus only on the information needed for the study.
This question is given a large part of the questionnaire. Questions should be asked in a
logical sequence. For example: "Evaluate the importance of the characteristics of the
laptop. Which feature is required? ” General questions must precede specific ones. To
obtain basic information often use branched questions - questions that are used in the
study to direct the respondent to different sections of the questionnaire depending on
the answer given by him. When arranging branched questions, the following is taken
into account: the question after branching (the one to which the respondent goes)
should be located as close as possible to the branched question; branched questions
should be arranged in such a way that respondents cannot predict what information
they will need in the future.

5. - At the end of the questionnaire there should be personal questions, delicate
questions, boring and confusing questions, as well as questions that will provide
information about the demographic characteristics of the respondent (classification and
identification questions). For example: "What is your income level?". Classification
questions - include socio-economic and demographic characteristics, are used to
classify respondents and interpret the results. Identification questions include questions
about name, address, telephone number.

7) Determining the physical characteristics of the questionnaire. The form,
placement and order of the questions significantly affect the results. A good rule of
thumb is to break the questionnaire into several parts. Example:

part A of the questionnaire - qualification questions, acquaintance with the
subject of the survey, questions about the frequency of purchases;

part B - assessment of outlets and the importance of factors influencing their
choice;

part C - questions about lifestyle;
part D - standard demographic and identification information.

The questions in each section should be numbered, especially when using
branched questions. Numbering simplifies the coding of answers. It is desirable to

encode the questionnaires in advance. Because, with pre-coding, the codes, which
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willthen be subjected to computer processing, are printed in the questionnaire.

8) Reconsider the first seven steps and, if necessary, adjust them. Also keep in

mind that the appearance of the questionnaire can affect the results. The main

recommendations for the questionnaire are:

The questionnaire must be printed on quality paper and have a professional
design.

Large questionnaires are best designed in the form of a booklet, rather than
printed on separate sheets, combining with a paper clip or stapler.

Each question should be placed on one page (or on the cover). You should avoid
moving questions or describing categories from one page to another, the
respondent or interviewer may decide that the question ended at the end of the
page.

Vertical answer columns should be used for individual questions.

When using several questions that have the same answer categories, it is useful
to place them in a table.

You should not try to reduce the spacing between lines or questions for the
compactness of the questionnaire.

Information or instructions for individual answers should be as close as possible
to the questions. It is common to separate instructions from answers in a special
font (for example, in capital letters).

9) Preliminary testing of the questionnaire and its adjustment (if necessary).

Preliminary testing is to check the questionnaire on a small sample of

respondents to identify and eliminate potential problems. As a rule, without prior

testing, the questionnaire can be used in a field study. Preliminary testing should be

comprehensive: all aspects of the questionnaire should be tested, including the

content of the questions, the agreement of the words, the form and location, the

complexity of the questions and instructions. It should have as few discrepancies as

possible with themain survey on the terms of the questionnaire, the environment and

the content.

Preliminary testing is most effective in personal interviews, even when the
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actualsurvey is conducted by mail, telephone, electronic methods, because in these
cases, interviewers can monitor the reaction and attitude of respondents. After the
necessarychanges, another preliminary study can be conducted by mail, telephone or
electronic methods, if they are used in the study. Re-testing is designed to identify
problems withthe survey method.

As many interviewers as possible should be involved in the preliminary
testing. It is useful to involve experienced and novice interviewers. Experienced
interviewers will quickly determine the complexity, reaction and resistance of the
respondents. Beginners will help the researcher identify problems related to the
personal characteristics of the interviewers.

Usually the sample size for pre-testing is small and is 15 - 30 respondents.
The sample size can be significantly increased if the preliminary testing includes
several stages.

During the preliminary testing, the following procedures are generally accepted
- protocol analysis and interview. In the protocol analysis, the respondent is asked
tothink aloud when filling out the questionnaire. Usually the respondent's remarks
arerecorded on a tape recorder to determine the reaction to different parts of the
questionnaire. The interview is conducted after completing the questionnaire.
Respondents are told that they have just completed a pre-test questionnaire
describing its objectives. Then they are asked to describe the meaning of each
question, explaintheir answers and point out the problems that arose when filling out
the questionnaire. The editing process includes adjusting the questionnaire to
address issues encountered during pre-testing. After a substantial review of the
questionnaire, another preliminary test should be conducted using a different
sample of respondents. One preliminary test is not enough. Preliminary testing

should be carried out until the need for further changes disappears.

The answers obtained during the preliminary testing need to be coded and
analyzed. Analysis of previous responses will help to check the correspondence
between the definition of the problem of marketing research and the information

collected. Auxiliary tables are used for this analysis. If the answer to the question
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can not be entered in any of the pre-compiled table layouts, or part of the table
remains blank, then make adjustments to both individual questions and
questionnaires in general. Analysis of preliminary data helps to ensure that all
information obtained willbe used and the questionnaire will provide all the necessary
information.

In practice, the stages of questionnaire development are interrelated, so this

process is often cyclical.

5.4. Quantitative survey
Surveys are most often used in cases where the respondent is a necessary
source of information about the studied phenomena and processes, for example,

when it is necessary to study the attitude to the new logo or packaging design.

SURVEY is a method of collecting primary information by finding out the subjective
opinions, preferences, beliefs of people about any object.

Note that, although the survey can be both qualitative (in-depth interview,
focus group) and quantitative (questionnaire), this topic focuses on quantitative
surveys, as the methods of qualitative surveys have already been considered by us
earlier . The classification of surveys is shown in Fig. 5.4.

Quantitative survey methods are the most commonly used methods of
collecting primary information. Their popularity is due to the possibility of
disseminating the results of the study to the whole population, as they cover a large
number of respondents. The main questions that can be answered using quantitative
survey methods are: who, what, when, how often? For example, who are the main
consumers,when, where and how often there is a need for the product. The results of
the survey are used when choosing a market, marketing tool, etc.

The advantages of using a quantitative survey are:
e Possibility of statistical data processing.

High level of standardization.

Procedures for analyzing and interpreting data are relatively simple.
The data are reliable and their results depend little on the interviewer.
The structured questionnaire facilitates the survey procedure.
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Fig. 5.4. - Classification of surveys

The disadvantages of using a quantitative survey are:
0 Dependence on the desire of survey participants to express their opinion.
0 Dependence of information quality on research tools.
O Subjectivity of the received data.

It should be noted that quantitative methods use more structured techniques,
which increases the requirements for the wording and structure of questions in the
preparation of questionnaires. To cover a large number of respondents, more diverse
methods of communication are used than with high-quality survey methods. The
method of communication depends primarily on the goals and objectives of a
particularstudy, so it is advisable to develop criteria for selecting appropriate means
of communication. The list of possible evaluation criteria, as well as the advantages
and disadvantages of each method of communication with the audience are given in

table 5.3.

138



Table 5.3. - Comparative characteristics of forms of communication
withrespondents in a quantitative survey
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10. Use of visual materials

Telephone surveys, due to their speed and relatively low cost, often replace
personal interviews. They are indispensable when you need to get small amounts of
highly structured information (several questions) over a large area.

Currently, the traditional mail survey is used very rarely. Instead, surveys are
quite active on the Internet.

When conducting surveys, various computer technologies can be used, which
allow to increase the efficiency of data acquisition, reduce costs and optimize the
process of conducting surveys. The following types of surveys can be identified
usingcomputer technology:

e CAPI (Computer Assisted Personal Interviewing) is a multimedia system
of personal interviewing, in which the interviewer, asking questions, and
sometimes the respondent, answering them, use a computer.

e CATI (Computer Assisted Telephone Interview) is a system that allows
you to conduct telephone interviews using computer terminals connected
to a single network, the unity of which is supported by specialized

software.
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e SAQ (Self Administered Questionnaire) - a survey in which the
interviewer distributes to respondents pocket personal computers on
which they read questions and give answers.

e ACASI (Audio Computer Assisted Self-Administration) is a survey in
which respondents read the questions and say the answers aloud.

The main advantage of such surveys is the prompt receipt of results, as well as
the convenience of their submission in electronic form.

Another common form of survey is panel research. This method of collecting
information is quite accurate due to the fact that a large number of respondents are

interviewed.

PANEL RESEARCH - a form of survey that involves collecting data from the same group
ofpeople on the same topic at regular intervals in order to monitor changes in
consumer behavior under the influence of the external environment.

Actually, the "panel" is a group of respondents, which is a representative
sample of objects of the general population and regularly (for a fee) fills out
questionnaires in which it provides information about their purchases. Based on the
study of the behaviorof such a group of consumers, the researcher tries to find out the
buying habits and themain trends in consumer preferences.

5.5. Conducting field research

Field research is your own survey or other data collection that is performed in
real market conditions. The term "field" is conditionally metaphorical and refers to
themarket as a whole or a specific object of study. The fieldwork process involves

three stages: recruiting, training, and managing interviewers.

FIELD RESEARCH is the process of gathering information that is performed in real market
conditions or on the object of research, and involves three stages: recruitment, training and
management of interviewers.

The first stage of organizing sexual research is the selection of interviewers,
forthis you need to decide on a number of issues:

» Choose the socio-demographic characteristics of the interviewers (gender,
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age, level of education, attitude to the subject). Many years of practice
show that the more common between the interviewer and the respondent,
the better the interview. A typical interviewer is a married woman, 35-54
years old, with an education and income slightly above average.

Develop job descriptions, taking into account the method of data
collection and the specific qualities that should be inherent in the
respondents (general requirements are: good health, sociability,
psychological resilience, ability to read, write, speak and listen carefully,
experience as an interviewer).

Identify a list of limitations in the interviewer's work. For example, it is
not possible to involve employees of a competitor of a research client to

work as interviewers.

In the second stage, staff training is conducted. It is necessary that all

interviews be conducted equally. Interviewers should be taught the following basic

skills:

establishing initial contact (provide an example of the right treatment, and
recommendations on how to create an atmosphere of trust);

asking questions (study in detail the questionnaire, the order of questions,
work out the correct pace of the survey, avoid common mistakes, learn to
perform sounding, avoiding extraneous conversations with respondents);
recording of answers (recording during the interview, prohibition of the
use of a pencil, registration of early termination of the interview with
important exact fixation of the reason);

completion of the interview (mandatory to pass all questions, thank
respondents for participation, record any additional comments of the
respondent on the research topic, record in the route map, warn the

respondent about the possibility of a supervisor call to check your work).

The success of the training by an inexperienced interviewer is checked by

conducting trial interviews, which are not included in the research plan.

The third stage involves managing the work of the interviewers. This guidance
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is provided by a supervisor. To be able to perform their functions, the supervisor
himself must be highly qualified. The main responsibilities of the supervisor include:
1) Check whether the selection of respondents was carried out correctly.
2) Field quality control of the questionnaire.
3) Evaluation of interviewers' work

4) Provision of all information necessary for control to the central office of the

research company.
When conducting field research, there are two types of errors:
I. Sampling error is the difference between the studied values of the quantitative
feature and their long-term average value when repeating the measurements.
II. A systematic error is a research error that is not related to sampling and is

caused by conceptual or logical errors, misinterpretation of answers, as well as

statistical, arithmetic, tabulation, code or reporting errors. The classification of

systematic errors is shown in Figure 5.4.

no
NO observation bus
refusal
no data
systemati attachmen
cerrors absenc
data

Observatio i pass
answer i
evidenc

Fig. 5.4. - Classification of systematic errors The main types of systematic

errors are:

1) NO observation errors related to non-receipt of data, when part of the studied
target population was not represented in the sample or the selected respondents did not

provide information. To correct these errors you need:
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e improve the sampling frame using other sources;
e form a sample so as to reduce its coverage
e to correct the results by introducing weights.

This type of error includes:

1. - Errors of non-coverage are a consequence of non-coverage of certain parts
of the general population, which are not erroneously included in the sample. For
example, a landline survey may not cover a significant proportion of respondents, as
many families have abandoned such a connection in favor of mobile. To correct these
errors you need:

e to convince the respondent of the importance of his opinion for the survey;
e carly notification of the survey and guarantee of anonymity;

2. remuneration to respondents;-

3. Search errors occur due to erroneous repetitions. For example, the
respondenthas several telephone numbers and may be interviewed twice.

4. - Errors of non-receipt of data occur due to lack of information about some
elements included in the sample. This error can be due to two reasons, either the
absence of the respondent or his refusal. For example, the respondent was not at home
or refused to participate in the study.

2) Observation errors occur due to incorrect interpretation of data, as well as
incorrectly provided information, these errors can occur at the stage of data collection
and processing, as well as at the stage of formulating the final conclusion. Observation
errors can be divided into:

1. - Data processing errors or office errors occur when encoding, compiling
tables or analyzing data.

2. - Errors of the answer which can arise already after the respondent has agreed
to give interview. Instead of going for full cooperation, the respondent refuses to
answer some and gives incorrect answers to other questions of the interviewer. Such
errors are called: omission errors and testimony errors, respectively.

It is important to remember that the most important factor for the study is not

thetype of error, but the total error. Therefore, it is necessary to pay special attention
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to systematic errors that negatively affect the quality of information obtained during
research.

By calculating the share of respondents (the number of completed interviews
relative to the total number of acceptable elements in the sample) it is possible to
assessthe possible impact on the study of the error caused by failure to respond (the
higher the share of respondents, the less distortion). for example, a low share may be
the resultof poor questionnaire design).

QUESTION
1. Under what conditions would it be better to use a sample rather than a census?
2. Under what conditions would it be better to use a census rather than a sample?

3. Describe the process of creating a sample.
4. How to define the target group? How does this definition relate to the

definition of marketing research?

5. What is a sample? How is it different from the whole?

6. What qualitative factors should be taken into account when determining the
sample size?

7. How do probabilistic sampling methods differ from deterministic ones?

8. What factors should be considered when choosing between probabilistic
sampling and deterministic sampling?

9. Which of all the methods of sampling is the least time and money? What are
its main limitations?

10. Describe the method of sampling on the principle of "Snowball".

11. What are the distinguishing features of a simple random sample?

12. Describe the procedure for selecting a random sample.

13. Describe the stratified sample. What are the criteria for selecting
stratification variables?

14. What is the difference between proportional and disproportionate stratified
sampling?

15. Describe the cluster sampling procedure.

16. What is the key difference between a cluster and a stratified sample?

17. What is a questionnaire and what are the requirements for its quality?
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18. Describe the process of developing the questionnaire.

19. What are the features in the development of personal issues?

20. When are open-ended questions used and what are their shortcomings?

21. What are the questions in terms of their form?

22. What sequence of questions should be in the questionnaire?

23. How is the preliminary testing of the questionnaire?

24. Ask an open, closed, multi-level and alternative question about whether
distance learning 1s effective. Which shape is better?

25. What is field research?

26. Describe the stages of field research.
27. What is the role of the supervisor in conducting field research and what are

the main tasks?

TASK

Task 1 - Solve the crossword puzzle:

Horizontal:
1. Collecting data from the same group of people on the same topic at regular

intervals.
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5. Representation of the elements of the target population, which consists of
alist or set of directions to identify the target population.
8. The process of collecting information, which involves three stages:
recruitment, training and management of interviewers.
Vertically:
2. The number of elements of the set that are explored to obtain the information
necessary to achieve the goals of marketing research.
3. A set of all elements that have common characteristics that make up the set
that can meet the objectives of marketing research.
4. Complete list of elements of the population or objects under study.
6. Questionnaire in the form of a form with pre-prepared questions.
7. The method of collecting primary information by clarifying subjective
opinions.
9. A set of elements or objects that contain the information sought by the
researcher, and about which it is necessary to draw certain conclusions.

10. Subgroup of elements of the general population.

Task 2 - Fill in the classification scheme of sampling methods:

Task 3 - Fill in the classification scheme of cluster sampling methods:
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Task 4 - Fill in the scheme of classification of systematic errors:

\ -
<<

Task 5 - develop a questionnaire and conduct a survey of service quality
(choosethe service yourself) using the SERVQUAL method. The sample size is 20
people.

Methodical instructions for execution

1. Develop a questionnaire, which will consist of 3 parts, and the answers will
be evaluated in points from 1 to 5 (from 1 - absolutely dissatisfied to 5 - absolutely
satisfied):

Table A - will record consumer expectations from the service. For example,
thequality of service in the restaurant (Restaurant menu should have a wide selection
of dishes?)

Table B - will record how the consumer evaluates the quality of service of a
particular enterprise. For example, the quality of service in the restaurant "Mayak"

(Themenu of the restaurant "Mayak" has a wide selection of dishes?)
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Table B - will record the importance of these criteria for the consumer. For
example, How important is it for you to have a wide selection of dishes on the
restaurant menu?

Each of the 3 tables must contain questions on 5 criteria:

1. Material characteristics

2. Reliability

3. Professionalism of staff

4. Attentiveness and sensitivity
5. Individual approach

Enter the results of the questionnaire in the table

Code of questions Pn En Qn Importance

En - Consumer perception of criterion n from the first questionnaire
Pn - Consumer perception of criterion n from the second questionnaire
Qn - quality factor (Pn-En)

Using these tables, plot

N

3 square - low quality 1 square - a high ratio
factor and highimportance of quality andimportance
Q max _5 Qmin [
5
=
. o . .
4 square - low quality o 2 square - high quality
and importance and low importance
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EXERCISES

Exercise 1

Determine what type of sample was used in the marketing survey of the
satisfaction of the target segment of subscribers to the magazine "Natalie". If the

resultsof the study are as follows:

age Number of readers, pers. Number of respondents,
pers.
<30 20 000 400
31-49 10 000 200
> 50 2500 50
Task 2

Calculate the number of respondents you need to interview to have reliable
information about the market, if the desired confidence ratio is 2.5, the expected
probability is 0.4, and the maximum error is 0.07.

Task 3

Determine the structure of the sample using the statistics shown in the table:

age Sample size,
City
16-24 | 25-34 | 35-44 | 45-54| 55-64 | >65 pers.
Lviv 18% | 20% | 26% 24% | 10% | 2% 450
Kyiv 12% | 22% | 28% 26% | 8% 4% 550
Odessa 12% | 24% | 26% 24% | 12% | 2% 350
Zhytomyr | 119% | 20% | 30% 21% | 12% | 6% 200
TESTS

1. Is it true that:

"Sampling is a key component of any research project."
YES /NO

2. Is it true that:

"The more accurate the result, the larger the sample."
YES /NO

3. Is it true that:
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"The task of most marketing research is to obtain information about the

characteristics or parameters of the general population”

YES /NO
4. Is it true that:
"Census can significantly reduce representative errors"
YES /NO
5. Is it true that:
"In probabilistic sampling methods, it is based on the preferences and
preferences that the researcher gives to certain elements."
YES /NO
6. Is it true that:
"Deterministic methods provide a procedure for conducting a sample survey,
according to which each element is likely to be included in the sample."
YES /NO
7. Is 1t true that:
"Two-stage cluster sampling involves the inclusion in the sample of all
elementsof the selected clusters"
YES/NO
8. Is it true that:
"Two-stage cluster sampling can be simple and probabilistic"
YES NO
9. Is it true that:
"Search errors occur due to erroneous repetitions"
YES/NO
10. Is it true that:
"Data failure errors are a consequence of not covering certain parts of the
population that are not erroneously included in the sample."
YES/NO
11. A method that involves a detailed collection of information about the

parameters of the population, costs and possible consequences of decisions:
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A. Laplace

B. Bayes

Traditional

12. A method that involves the formation of a sample before the collection of
information:

A. Laplace

B. Bayes

C. Traditional

13. Specify the order of stages of sampling:

__Determining the sample structure

__ Perform sample formation

__Determining the sample size

__Definition of the target population

_Choose sampling methods

__ Check the sample

14. The method, which involves two stages: the first is the division of the general
population into subgroups, the second - the elements are randomly selected from each
subgroup.

A. Simple random sampling

B. Systematic sampling

C. Stratified (stratified) sample

15. The variability of the answers to the survey questions begins to decrease
when more than  interviews are conducted.

A. 10

B. 20

C. 30

D. 50

16. The sampling process consists of ___ stages:

A.6

B. 10
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C.4

D.5

17. The method according to which each element of the general population must
have a known and the same probability of selection:

A. Simple random sampling

B. Systematic sampling

C. Stratified (stratified) sample

18. Method which involves the division of the population into

mutually exclusive and complementary groups and the sample includes either all
elements of the group, or the probabilistic method:

A. Cluster sampling

B. Simple random sampling

C. Systematic sampling

D. Stratified (stratified) sample

19. The questionnaire development process has _ stages

A.9

B. 10

C.5

D.6

20. The method according to which each element of the general population must
have a known and the same probability of selection:

A. Simple random sampling

B. Systematic sampling

C. Stratified (stratified) sample

21. the initial group of respondents is randomly selected, and then selected from
among the candidates named by the first respondents on the basis of the information
provided by them:

A. Unrepresentative sample

B. Expert (surface) sampling

C. Quota sampling
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D. Choice on the principle of "Snowball"

22. Carrying out a two-stage surface sampling, where the first involves the
formation of control groups or quotas from the elements of the population, and the
second is the selection of elements depending on the convenience of selection or
preferences of the researcher:

A. Unrepresentative sample

B. Expert (surface) sampling

C. Quota sampling

D. Choice on the principle of "Snowball"

23. It is applied when the customer of research is not interested in detailed
results:

A. Unrepresentative sample

B. Expert (surface) sampling

C. Quota sampling

D. Choice on the principle of "Snowball"

24. Carried out by the interviewer, and provides for the procedure of forming by
the researcher a sample of elements suitable for selection:

A. Unrepresentative sample

B. Expert (surface) sampling

C. Quota sampling

D. Choice on the principle of "Snowball"

25. The sample size for pre-testing is small and is:

A. 3-5 respondents

B. 5-10 respondents

C. 15 - 30 respondents

26. Specify the order of stages of questionnaire development:

__Determining the sequence of questions

__Preliminary testing of the questionnaire and its adjustment

__Determining the physical characteristics of the questionnaire

__Defining the content of individual issues
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__Choosing the type of questionnaire and method of conducting the survey

__Determining what information is needed

__ Choosing the form of answers to each question

_Defining the wording of the question

_Reconsider the first seven steps and adjust them if necessary

27. Multimedia system of personal interviewing, in which the interviewer,
asking questions, and sometimes the respondent, answering them, use a computer:

A. CAPI

B. CATI

C. SAQ

D. ACASI

28. A system that allows conducting telephone interviews using computer
terminals integrated into a single network, the unity of which is supported by
specialized software:

A. CAPI

B. CATI

C. SAQ

D. ACASI

29. Survey in which respondents read the questions and say the answers aloud

A. CAPI

B. CATI

C. SAQ

D. ACASI

30. Conducting a questionnaire in which the interviewer distributes to the
respondents pocket personal computers on which they read the questions and give
answers:

A. CAPI

B. CATI

C. SAQ

D. ACASI
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31. The process of collecting information that is performed in real market
conditions, or on the object of research, and involves three stages: the selection of staff,

their training and management of interviewers - is

32. The set of all elements that have common characteristics that make up the

set that can satisfy the whole problem of marketing research is

33. A complete list of elements of the population or objects under study - is

34. The subgroup of elements of the general population selected for participation
in the study is
35. A set of elements or objects that contain information that the researcher was

looking for, and about which it is necessary to draw certain conclusions - is

36. Representation of the elements of the target population, which consists of a

list or set of directions for the identification of the target population - is

37. The number of elements of the set, which to explore to obtain information

necessary to achieve the goals of marketing research - is

38. The questionnaire in the form of a form with pre-prepared questions and a

place to answer is

39. The method of collecting primary information by clarifying the subjective

opinions, preferences, beliefs of people about any object - is

40. The form of the survey, which involves collecting data from the same group
of people on the same topic at regular intervals to monitor changes in consumer

behavior under the influence of the external environment - is
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KEYS

CHAPTER | - INTRODUCTION TO MARKETING RESEARCH

EXERCISES

Exercises 1

Fill in the table:
The potential audience 51 million persons
The actual audience 37 million persons
The available audience 29 million persons
Potential consumption rate 10 ml % 365 days /200 ml = 18.25 pack
Actual consumption rate 10
Available consumption rate 10
Actual average price of a package 90
Average price for the target audience 70
Potential price of a package 90

Potential market capacity = potential audience in thousands of people X

consumption rate per year in units x average purchase price in UAH = 51 million

persons x 18.25 packages x UAH 90. = 83 767 500 thousand UAH

Actual market capacity = actual audience in thousands of people X

consumptionrate per year in units X average purchase price in UAH = 37 million

persons % 10 packages x 90 UAH. =33 300 000 thousand UAH

Available market capacity = target audience of the company in thousand people
X consumption rate per year in pcs x average purchase price in UAH = 29 million

persons X 12 packages x 70 UAH. = 24 360 000 thousand UAH

Exercises 2
Market capacity:
E =3000 x( 50 -3 x 10)
E =60 000
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Exercises 3
E; =2 mln units x 15 units per person = 30 mln units
E, = 25 mln units + 3 mln units. — 10 mln units. = 18 mln units

E;- E, -itis advisable to open another company

TESTS
1.- YES 13.-B
2.—-YES 14 - A
3.-NO 15.-B
4.-NO 16.- C
5.-YES 17 - A
6.- YES 18.-C
7.-NO 19.-C
8.- YES 20.-A, B
9.-NO 21.-A
10. - YES e
IL.-A 23.-D
12.-p 24.-D
25.-B
26. — esomar
27. - marketing research
28. - full service providers
29. - market capacity
30. - available market capacity
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Chapter II. MARKETING RESEARCH PROCESS TASKS

Task 1
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Task 2: Figure - 2.3
Task 3: Figure - 2.5

TESTS
1.- YES 9.-B
2.-YES 10.-D
3.-NO 11-A
4.- A 12.-D
5.-B 13.-B
6.-C 14. - the process of marketing research
7.-D 15. - secondary data

8.-B,C
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Chapter lll. MARKETING RESEARCH DESIGN

TASKS
Task 1
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Task 2 - Figure - 3.1
Task 3 - Figure - 3.4

Task 4 - Figure - 3.5

TESTS
- YES 0 NG
.- YES 10.-NO
--NO 11.- YES
- YES 12. - YES
- YES 13.-NO
- YES 14.- YES
- YES 15.-NO
_-NO

16. - YES
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17
18
19
20
21
22
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44

45

.- YES 23.-B

.- YES 24.- A

.- YES 25.-1-A,2-C, 3-B
.-NO 26.- A

- A 27.-B

.-B 28.-C

. - mathematical

. - research questions

. - graphic

. - analytical model

. - audit of problems

. - final research

. - the problem of marketing decision
. - exploratory research

. - research proposal

. - a brief description of the study

. - the problem of marketing research
. - descriptive research

. - transverse study

. - longitudinal study

. - casual research

. - cohort analysis

. - cohort
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Chapter IV. QUALITATIVE MARKETING RESEARCH
EXERCISES
Exercise 1
Effect=01 - 02
45=121-76
The experimental group used 121 coupons, and the control group 76 coupons.

The difference (45 coupons) shows the effect of the experiment.

Exercise 2.
Let any changes in sales be caused solely by the introduction of a special offer,
the
Effect =02 - Ol
60 =510 - 450
Special sales promotion had a positive effect: daily sales increased by UAH 60.

Exercise 3

The following sales took place in two groups of stores:
O1=290; 02 =350; O3 =285; 04 =320

Effect of influence = (350 - 290) - (320 - 285)

Impact effect =25 books
According to this method, it is assumed that to increase sales in control stores
(35 books), certain third-party factors were used. Thus, if we subtract this effect
from the change in sales in test stores (60 books), we get the sum of 25 books, can

be considered as an effect on the experiment (the use of new shelves).
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Task 1

Task 2: Figure - 4.1
Task 3: Figure - 4.2

.-NO
.- YES
.- YES
4.-YES
.-NO
-NO

TASKS

TESTS
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7.-YES
8. - YES
9.-NO
10.-NO
11.-A.

12. The order of stages of interviews in
focus groups:



5 Summing up

4 Conduct a focus group
interview2 Ask questions for the
interview 1 Develop research
parameters

3 Select

participants6

Generate a report
13.-D
14.- A

15.1-B,2-A,3-C
16.1-D,2-C,3-B,4-A

17.-B,D, E
18.- A
19.-A,C,D,E
20.-p

21.-A
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22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
33.
34.
35.

focus group

qualitative research
moderator

office research

in-depth interview
observation

professional respondents
data encoding
marketing experiment

experiment



Chapter V. QUANTITATIVE MARKETING RESEARCH

EXERCISES
Exercise 1
age Number of readers, pers. Number of respondents, pers.
general population sample
<30 20 000 400
31-49 10 000 200
> 50 2 500 50

To find out whether a proportional or disproportionate sample was used, it is

necessary to find the ratio of the size of the general population to the sample size for

each segment:

20000 10 000 2500

200 = °% 300 =°% 59 =°0

The calculations show that proportional sampling was used.

Task 2
ZxXxPx(A-P
v (1-P)
C2
_2,52x04x(1-04)
Bl 0,072
N =306
Task 3
Determine the structure of the sample using the statistics shown in the table:
age Sample size,
City
16-24 | 25-34 | 35-44 | 45-54| 55-64 | > 65 pers.
Lviv 18% | 20% | 26% 24% | 10% 2% 450
Kyiv 12% | 22% | 28% | 26% | 8% | 4% 550
Odessa | 129 | 24% | 26% | 24% | 12% | 2% 350
Zhytomyr 11% | 20% | 30% 21% | 12% 6% 200
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City Bl
16-24 25-34 | 35-44 | 45-54 | 55-64 | > 65
Lviv  |18% % 450/100% =81 90 117 108 45 9
Kyiv 66 121 154 143 44 22
Odessa 42 84 91 84 42 7
Zhytomyr 22 40 60 42 24 12
TASKS
Tasks 1
Task 2: Figure - 5.1
Task 3: Figure - 5.2
TESTS
1.- YES 4.-NO
2.-YES 5. -NO
3.-YES

6.-NO
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7.-NO 10. - NO
8. -YES 11.-B

9.-YES 12.-p
13. The order of stages of sampling:
2. Determining the sample structure
5. Perform sample formation
4. Determining the sample size
1. Definition of the target population
3. Choose sampling methods

6. Check the sample

14.-C
15.-C
16.- A
17.-B
18.- A
19.-A
20.-A
21.-D
22.-C
23.-B
24.-A
25.-p

26. The order of stages of questionnaire development:
6 Determining the sequence of questions

9 Preliminary testing of the questionnaire and its adjustment
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7 Determining the physical characteristics of the
questionnaire3 Determining the content of individual issues
2 Choice of questionnaire type and survey

method1 Determine what information is needed

4 Choosing the form of answers to each

question5 Determining the wording of the

question

8 Reconsider the first seven steps and adjust them if necessary

27.-A
28.-B
29.-D
30.-p

31. Field research

32. The general population

33. Census

34. Sampling

35. Target population

36. The structure of the sample

37. The size (volume) of the sample
38. Questionnaire

39. Survey

40. Panel study
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YACTUHA | - YKPAIHOMOBHA
Po3ain I. BCTYN Y MAPKETUHIOBI AOCNIAXEHHA

IJII HABYAHHA:

BuBuMBLUM LN PO34iN, BU 3pO3ymieTe:

® CymHicmoe, npupody ma posb MAPKemuH208UX O00CAIOHEHb Y
npoyecinpulHAMMSA ynpasniHCbKUX piuieHb

® PI3HUUIO MIiXC BU3HAYEHHAMU «OOCMIOMCEHHA PUHKY» Ma «MApKemuH2a08i
00CN1i0OHCEeHHA»

® AK 8iOPI3HAOMbLCA MAPKeMUH208i 00CNIOHEHHA HAYKOBUI8 Ma NPAaKmMuKkie

® XmMo nposoduMb MAPKEMUH208i O0CNIOHEHHSA

® 3HAYEHHs 2a1Y3I MAPKEMUH208UX O0CTLONHCEHb

®  PIZHUYIO MIJC MAPKEMUH208UM OOCNIOHNCEHHAM, SKI OPIEHMOBAHI HA BUABIECHHSL
npobaem ma, mi, Wo OPiEHMOBAHI HA il BUPTUIEHHS

® munu ma poji NOCMAYAIbHUKIE MAPKEMUHSO08UX OOCNIOHNCEHD

®  PI3ZHOBUOU EMHOCMI PUHKY MA MEMOOUKY IX 0OPAXYHKY
1.1. Ponb MapKeTUHroBoro focnigKeHHsa

Ponb  MapKeTUMHroBuMx  AOCAIAXKEHb  MOXHA Kpawe  3po3ymiTy,
BMKOPMCTOBYOUMOA30BY MapKETMHIOBY Napagurmy.

[Ona BM3HAYEeHHA NoTpeb cnokmBadiB Ta peanisauii MapKeTUHroBoi cTpaTerii
TaNANaHiB, CNPAMOBAHMX HA 33Z0BOJIEHHA LMX NOTpeb, meHeaKepu 3 MapPKETUHTY
notpebytoTb pi3HOI iHPOPMaALIl NMPO KOHKYPEHTIB, KAIEHTIB Ta iHWI CUAN, AKi
BMN/IMBAOTb HA PMUHOK.

OCKinbKM CnoXMBadi CTaloTb OinblW  3aMOXHMMK, po36ipAMBMMM  Ta
BUTOHYEHMMM, MEHEAKepPaM 3 MapKeTUHIy NoTpibHa Kpala iHbopmalia npo Te, AK
BOHW pearyBaTMMyTb Ha HOBI NPOAYKTU Ta iHWI MAPKETMHIOBI Nnpono3uuii. ¥ mipy
NMOCMIEHHA KOHKYpPeHLii MmeHeaxepu noTtpebytoTb iHGopmauii Npo epeKTUBHICTb
CBOIX MapKeTUHIoBUX IHCTPYMeHTIB. OCKiNbKU cepefoBuLe 3MIHIOETbCA LWBMALLE,
MeHea)KepaM 3 MaPKeTUHry noTpibHa 6inbw cBoevyacHa iHPopmauia, Lwob

BNOPATMUCA3 HACNIAKAMN 3MiH.
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ToMy ponb MapKETHHTOBOTO JOCHIIKEHHS B MIATPUMIN Y TNPUHAHSATTI
MapKETUHIOBUX PIlI€Hb, MOYKHA 3BECTHU J0 HACTYITHUX — JIA€ MOXJIUBICTb:
® OIMCATH XapakTep 1 chepy MISUIBHOCTI CIIOKUBYUX TPYII;
® BIJCTEKYBaTH Ta 0OMIPKOBYBAaTH MHUHYJI1 YCIIXH Ta HEBAAUl y MAPKETUHTOBUX
PIIICHHSAX;
® 3pO3YMITH IPUPOJY CUJI, IO (POPMYIOTH CIIOKKBAYl TPYTIH;
® pPO3YMITH HNPUPOIY CUJ, IO (POPMYIOTH 3/1aTHICTh MapKETOJIOTa 3a10BOJIBHATH
IIJIOB1 TPYTH CIIOKUBAYIB,;
® [IEpPEBIPUTH IHAUBITYaJIbHI Ta IHTEPAKTUBHI 3MIHHI MAPKETUHIOBOTO

KOMILJICKCY.

1.2. MapkeTHHIOBe JOCJIIKEHHS 3 TOYKH 30Py HAYKOBIIIB i MPAKTHKIB

[TuTaHHSIMH MapKETUHTY Ta MapKETHHTOBUX JIOCIIKCHb 3alMaroThCs SIK
NPAaKTUKU Tak 1 HaykoBul. [lormsaum BYEHMX Ta MPAKTUKIB Ha JOCHIIKEHHS PUHKY
0araTo B UOMY Pi3HATHCS, BOJHOYAC TAKOXK MAIOTh Oarato CriJIbHUX PHUC.

OpHak, KIOYOBOKO BIAMIHHICTIO € iX LUIBOBI Ipynu. Tak, HayKOBLI Maixke
BUKJIIOUHO 3aBXKIW MPOBOJISATH JOCIIKSHHS 3 METOI0 IyOJikaIii B akaaeMIuHHX
KypHajax. 3 IHIIOTO OOKY, IIIbOBOIO IPYIIOIO0 MPAKTUKIB € KIIIEHT, Ui MOTpeOu Ta
CTaHJApTU BKIIOYAIOTh JTIOPEUYHICTh, TIPAKTUYHICTh, y3araJIbHEHICTh T4 CBOEYACHICTh
po3yMiHHA. 3 1HIIOrO OOKy, JXypHalld YacTO MIAKPECIIOIOTh METOJ0JIOTIYHY
CTPOTICTh Ta TMOCTIAOBHICTh. AKAAEMIYHI >XypHAJM YacTO BaXKO YWUTATU Ta
PO3YMITH, TOJI SIK 3BITU MPAKTUKIB MMOBUHHI OyTH JIETKUMU JJIsl YUTAHHS.

HaykoBIii Ta NpakTUKK Ay’Ke PI3HATHCA MIXK COOOI0 Y BUKOPUCTaHHI METOIIB
TaixX 30cepelkeHHl Ha HUX. [IpakThku aganTyBaiu Ta BAOCKOHAIUIU €Kl METO/IH,
Taki sIK KJacTepHUA Ta (PAKTOpPHMM aHaTI3U, SKI CIOYATKY PO3POOMIM HAYKOBII.
Toni, sIK AJi1 HAYKOBILIB, pO3pOOKa METO/IB YaCTO € CaMOI0 METOI0 JOCIIIJIKEHHS.
[IpakTukiB >xe Oigblie TypOye€ ILIHHICTb 3aCTOCYBaHHS KOHKPETHHX METO/IB.
CraHnapT JOCHIKEHHSI TaKOXK BIAPI3HAIOTHCSA. YUITKI MpUHIMOU Ta mpodeciiiHa
noBeAiHka, mponarosani ESOMAR Ta ABcTpamniiicCbKUM TOBapUCTBOM PUHKOBHX Ta
coumianpHuX JocaikeHb (AMSRS), B OCHOBHOMY CHpPSIMOBYIOTH METOJU

MIPaKTHKIB.
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VYHIBepCUTETH Ta MIKOJIM 1HO/II HAB'I3YIOTh HAYKOBIISIM CTaHAApTH 300py Ta aHAJI3y
JaHUX, ajie¢ BOHH, SK TMPABWIO, HE MAlOTh PIBHS JeTaji3aiii, Mo BiJCTOIOETHCS
ESOMAR a6o AMSRS. IlikaBo, mo ©6araTo MNpakTUKIB CTBEP/KYIOTh, IO iX
METOAM BIJANOBIAAIOTh, aKAaJEMIYHUM CTaHAapTaMm, ajie BY€HI HIKOJIW HE
CTBEPIKYIOTh, 0 iX METOIM 0a3ylOThCS Ha CTaHIapTaX MPaKTHKIB.

OxkpiM IUX BIIMIHHOCTEH, € TaKOXX OaraTo CrijibHUX puc. Hanpukan, sikicHe
BUMIPIOBaHHS MOKA3HUKIB MPU JIOCTIDKCHHI € TEPIIOPSAHUM 3aBAaHHAM SIK JUJIS
HAYKOBIIIB Tak 1 JJs MpakTHKIB. KpiM TOro, HayKoOBIll Ta MPAaKTHKU MOBUHHI OyTH
3aIlikaBjeHl B POOOTI OJMH OJHOrO. AJKe, HAyKOBIll MOXYThb 0araro 4oro
HAaBUUTHUCA3 MMUTAHb, 3 SKUMUA CTHKAJIHMCS MPAKTUKH, TOJII SIK CaMi IPAKTUKH MOXKYTh
OTpUMaTH 6araTo KOPUCTI BiJ PO3YyMIHHS IHCTPYMEHTIB, METO/IIB Ta KOHIICHIIIH, AKi

PO3pOOJISIOTh HAYKOBIII.

1.3. BusHayeHHsI MAPKETHHIOBOTI0 JIOCTiIsKEeHHSI
TepMiH «MapKEeTHHIOBE JOCHIDKEHHS» Mae Oaratro BHU3HAa4Y€Hb, MPOTE
OUTBIIIICTD 3 HUX TIOB’SI3aH1 3 MATPUMKOIO MPUMHSTTSI MAPKETUHTOBUX PIIICHb.
ESOMAR — miXXHapogHa opraHisauia 3 AOCNiAXeHHA PUHKY, CMOXKMBadiB Ta

CYCI'IiﬂbCTBa, BM3HA4aE MapKETVIHI'OBi AOCHiA)'KeHHﬂ AK:

CuctemaTtnyHui 36ip Ta iHTepnpeTauia iHbopmauii npo ntoaen Ta opraHisauii.
BOHO BMKOPWUCTOBYE CTAaTUCTMYHI T aHANITUYHI MeTOAM Ta NPUNOMWU NPUKNALHUX,
couiaNbHUX, MOBEAIHKOBMX HayK Ta HayK Npo AaHi, wob reHepyBatu igei Ta
NigTPMMYBaTU NPUMHATTA pilleHb NOCTaYa/lbHMKAMKU TOBApPiB Ta NOCAYr, ypA4aMM,
HEKOMEPUIMHMMM OpraHisauismm Ta LWWMPOKOK rpomaacbKicTio. (MixcHapoOoHul
Kodekc ICC / ESOMAR npo puHKuU, OyMKU ma couiasbHi 00CAiOHEeHHA ma aHani3

0aHux 2016).
MAPKETUHIOBI AOCNIAXEHHA — ue cuctematnyHumii 36ip Ta iHTepnpeTauia iHpopmauii
Nnpo AtoAen Ta opraHisauii, Lo BUKOPUCTOBYE CTAaTUCTUYHI Ta aHaNITUYHI meToan Ta

NPUIMOMM NPUKNALHUX, COLLIANbHMX, NOBEAIHKOBMX HAyK Ta HayK Npo AaHi, wob reHepyBaTtu
inei Ta NiaTPUMyBaTU NPUIMHATTA PilleHb NOCTaYaibHMKaMM TOBapiB Ta NOCAYT,ypsAaaMM,
HEKOMEpPLiNHMMK OpraHisaLiamm Ta LWMPOKOK rPOMaAChKICTIO.
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MapkeTHHroBe IOCHIKEHHS MOXe OyTH OyAb-SIKHM 13 HACTYIHHUX

TPbOXPEYEH:
® 1BUOKO, B TOMY CEHCI, 1110 HOr0 MOYKHA MIBUAKO BUKOHATH.
® 0oOpe, B TOMY CEHCI, IO pe3yIbTaTH MOKYTh TOUYHO BiOOpakaTH peaabHICTh.
® Oewieso, B TOMY CEHCl, IO JOCTIIHUK MOXXE€ BHOpaTH MEHII 3aTpaTHY

KOHCTPYKIIIIO cepe]l MOPIBHIHHUX JOCTITHUIIBKUX MPOEKTIB.

Ha >xanb, KOXEH TOCIITHUIBKUN MPOEKT MOXE MAaTH JIUIIE JIBI 13 HUX TPHOX
XapaKTePUCTHUK. SIKIIO MOCTITHUIIBKANA TMPOEKT XOPOIIWH 1 IIBHAKWN, Iie Oyje
HenemeBo. Skno une Ao0pe 1 JemeBo, TO HEMOXKJIMBO MPOBECTH HOTO IMIBUKO.
Hapemiri, sikio 1me mBHUIKO 1 JAEMIEBO, TO HAaBpSAJ YW MOXKHA OTPUMATH TOYHI

pEe3yJIbTATH.

1.4. JocaixxeHHs1 pUHKY | MAPKETHHIOBE J0CJIi/IZKEHH S

Po3ristHeMo  3aCTOCYBaHHSI TOHATH  “‘“MAapKETHHIOBl  JOCHIDKEHHS — Ta
“NOCIDKeHHS pHUHKY . MapKeTHHTOBl JOCHIDKEHHS - 1€ TMpoIec, IIo
BUKOPHUCTOBYEThCS O13HECOM ISt 300py, aHai3y Ta 1HTeprpeTanii iHdopmalii, sKa
BUKOPUCTOBYETHCS ISl MPUUHATTA OOTPYHTOBAHHMX O13HEC-PIIEHb Ta YCIIIIHOTO
ynpaBiiHHS O0i3HecoM. Jjisi TOpIBHSHHS, JesAKl BU3HAYAIOThH “‘JOCIIIKEHHS PUHKY
SK TIJIMHOKHHY MapKETHHTOBHX JOCHIKEHb, BUKOPUCTOBYIOUH II€W TEPMiH IJis
NO3HAUYEHHSI 3aCTOCYBAaHHS MApKETUHIOBUX JOCHIIPKEHb J0 KOHKPETHOI Trairy3i
punky. Hanpuknan, Acouiamiss MapkeTuHroBux aociimkenb (MRA) BusHavae
“IOCHIIPKEHHSI PUHKY SK TIPOILIEC, SKWW BUKOPUCTOBYETHCA Il BU3HAYEHHS
po3Mipy, MiCIIe3HAaXOIKEeHHs Ta / a00 CKIIaAy PUHKY TOBapy YH MOCIYTH. 3pOOUBIIN
1€ PO3MEKyBaHHs, MOXHA 3pOOUTH BUCHOBOK, IO I1i JIBa Ha3BH BUKOPUCTOBYIOTHCS
K B3a€MO3aMiHHI OaraTo MpaKTUKIB, MyOJiKaIlii, opranizailii, mo 00CIyroBYIOTh
rajiysb, Ta HayKOBIIIB.

1.5. PO3BUTOK MapKETHHIOBOTI0 A0CiIKEHHS

Ha nowarky XX cTomiTTs BiAOyJIOCS 3pOCTaHHS SIK KUIBKOCTI YHIBEPCHUTETIB,
TaK 1 KUIBKOCTI akaJeMIYHUX Traiay3ed, 10 BUKIaaaroThcs. 1[I HOBI HaBUalbHI
JUCHMIUTIHU, BKJIIOYAIOYM T[ICHXOJIOTII0 Ta COLIOJIOTiI0, OynaM  3alliKaBieHl

3aCTOCOBYBaTH HAYKOBI
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METOAW JIO COIlIaIbHUX TMPOOJeM TakKuM YHHOM, II00 JOMOMOTTH TOSCHHUTH
MOBEAIHKYIIOJUHU.

Opnak, y TOW camuil NpOMIKOK 4acy, B cdepi Oi3HECy MapKETHHIOBI
JOCTIKEHHSI CTajld BU3HaHOIO MpodeciitHoo ramyssio. [IpoTsrom mporo mepiomy
€KOHOMIYHO{ 1CTOPIT MiANPUEMCTBA TOYWHAIHN TIEPEXOJUTH B1/T HEBEIMKUX MICIICBUX
a00 perioHaJIbHUX KOMITaHIM y OLIbIIl HalllOHAJIbHI KoMmIaHii. Uepes Te, mo Toxl
BHUHUKJIA MOTpeba MpojaBajid CBOIO MPOIYKINIO B OUIBII IIMPOKiM reorpadivxii
30H1, KOMITaHIsIM CTajJ0 Baxkde 1ACHTU(DIKYBATH CBOIX KIIEHTIB Ta PO3YMITH iX
noTpedbu. 3 TaKoK PaHHBOK MAPKETHHTOBOIO MPOOJIEMOIO 3IIITOBXHYJIUCS
aBTOBUPOOHUKHU. BOHM MOBUHHI OyJM 3HATH, K BUKOPUCTOBYBATH pEKIaMy, 100
OXONUTH JOJATKOBUX CIOXKMBaviB. B pe3ynbrari, Takuil METOJ] MOCIIIKEHHS SIK
ONUTYBAHHS OyB 3alIO3UYECHHI y COLIaIbHUX HaYK.

HeBnoB3i MOCHIIHUKK PUHKY BUSBHIIM, 10 KPiM OOCTEXKEHHS Ta BUOIPKH,
BOHUTAKOXX MOXYTh 3alI03UYUTH B COLIAILHUX HayKax ¥ iHI Meroau. Y 1931 pomi
B NOCIOHMKY MJi1 MapkeTosoriB «TexHika MapKEeTMHTOBHUX JOCHIJIKEHb» OYJIo
OMKCAHO HE TUIbKU T, SIK BUKOPUCTOBYBATH OMUTYBAHHS, ajié TAaKOX OIHMCAHO
OMHUTYBaHHSI Ta (POKyc-Tpymu, SK CIOOCOOM TIPOBEICHHS MAapKETHHTOBUX
IoCHiKeHb. Yepe3 ycCHilllHE BUKOPUCTAHHS IMX HOBUX METOMIB 1HTEpEC [0
MapKETUHTOBUX JIOCHIPKEHb MPOJOBKYBaB 3pocTaTtd mpotrsirom 1930-x poxkis.
Takum 4YMHOM, MEpIIMH MIAPYYHUK 3 MAPKETUHTOBHX JOCHIIKEHb OyB
omy6OikoBanuii B 1921 pori, a B 1930-x pokax B yHIBepCUTETaX MOYaIN BUKIIAATH
nepur Kypcu MapKeTHHTOBUX JOCiiKeHb. I[licns 3akiHueHHst Jpyroi cBiTOBOi
BIMHM, KOJM CTapi METOAM MNpOoAaxy BXKE HE JaBaIM MOXIIMBOCTI MPOJATH
HE0OX1THOT KUIBKOCT1 TOBApiB, MPOP/IaBIll HAMATaJIUCS 3HAWTU TOAATKOBUX KIIIE€HTIB
1 TOMY TOYaJM 30CEPEKyBaTHCS Ha 3aJ0BOJICHHI CIIOKHBUYMX OakaHb 00
MpOMYKTiB. 3apa3 Juisi BHU3HAYCHHS [MX OakaHb TOTPIOHI MapKETHUHTOBI
JOCIIKEHHS, 1 CTeIiai30BaHl MapKETUHTOBI OopraHi3ailii, Skl HaJalTh MOCIYTH 3
pO3pOOKM Ta TPOBEACHHS HAa 3aMOBIICHHS MAapKETHHTOBUX JOCHIIKEeHb. K
pe3yibTaT, YHIBEPCUTETH IMIOYAJM BUKJIAJAaTH MAPKETHHTOBl JOCIHIJKEHHS SK

aKaJeMIuHy JQUCIUIUIIHY JJIS MArOTOBKM HEOoOXiMHMX (axiBiiB. AKaaeMidyHi
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JIOCTDKEHHSI J0C1 MPOAOBXKYIOTh BIAITpaBaTH 3HAUYHY pPOJb Yy PO3BUTKY
MapKETUHIOBOI HAYKH JIJIs1 BUPIIICHHS YIIPABIIHCHKUX MPOOJIEM.

[Tepiog 1970-80-x pokM dYacTO HA3UBAIOTh «30JIOTUM BIKOM CIIOKUBYHX
JOCTIKEHBY». 3a el Yac METOAM MApKETHHTOBUX JIOCTIDKEHb CTaldM OlIbII
HaykoBuMH. OOYHCIIOBaJIbHA TOTYXKHICTH 3pobuia 30ip Ta aHami3 JaHuX
IIBU/IITAM, TMPOCTIIIAM, JCIICBIIMM Ta To4HimuM. KommaHii BkiIagaid 3Ha4yHI
KOIITH B MAPKETUHTOBI JTOCIIKEHHS, MO0 Kparie 3p03yMiTH PUHOK, CIIOKUBava Ta
polLieC MPUUHATTS PIICHb.

Hampukiami 1990-x — Ha mouatrky 2000-X 3pylI€HHS Yy MapKETHHTOBUX
JOCIIDKEHHSAX mouanocsi KyJabTypHe. Ocobu, siKi NpuiMalii pillIeHHs, Oa)kalld He
JUIIEe MATPUMKH MapKETUHTOBUX PIIIEHB, a i, 100 TOCTIAHUKU A MOSICHEHHS,
o0 O3HAauYalTh JaHl. lIpocToro omnuMcy NOTEHLIMHUX PHUHKIB, XapaKTEPUCTHK
CIOKMBAYIB Ta MPOIECY MPUUHSTTS pillieHHs OyJI0 BXe HelocTaTHhO. Ocodu, siKi
npuiiManu pIMICeHHS, XOTUIM 3pO3yMITH, YOMY KOHKPETHHH BHOIp pOOJISATH
CIIOKHUBAUl, 1 K pe3yJbTaTH MAPKETHHTOBOTO JOCIIIKEHHS MOXYTh 3a0€3MeUnuTH
Kparie po3yMIHHS HAMKpAIIUX CTPATETid 1 TAKTHK.

JloCHiTHUKY PUHKY TIepecTaid OYTH MPOCTO TMOCTavyalbHUKaMK JaHuX. BoHH
MaJii I0NIOMOI'TH y HaJIlaHHI PO3YyMIHHS CUTYallill, sika CKJlajacs Ha pUHKY.

3apa3 MapKeToJIOTIB TPOCATh JIOMOMOTTH Yy PO3pOOIl MapKETHHTOBOI
ctparerii.lle o3Hauae, 110 TOCTITHUKN MOTPEOYIOTh HE JUIIE TITUOOKOTO PO3YMIiHHS
MapKETUHTOBUX JIOCIIPKEHb, BOHU TaKOX MOBUHHI TITMOOKO PO3YMITH MapKETHHT,
0COOJIMBO MAapKETHHIOBE IJIaHyBaHHs Ta cTparerito. Ha pucynky 1.2 BUCBITIIEHO
€Tanmy PO3BUTKY MAapKETHHTOBUX JOCHipkeHb. Puc. 1.2. — Icropis poO3BUTKY

MApKCTHUHI'OBUX I[OCJ'IiI[)KeHI)

1.6. ®yHKIIii MAPKETUHIOBOI0 JOCJIi/I>KEHHSI
BHOKpeMITI0I0Th YOTUPU OCHOBH1 (PYHKIIIi, SIKI BUKOHYIOTh MapKETUHTOBI
JOCITIDKEHBb B OpraHi3alii:
® JIOCHIIHULBKY

® OIHCOBY
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® J[IarHOCTUYHY
® I[IPOTHO3HY

Hocnionuyvbka ¢ynkyin ~MapKETHHTOBUX JOCHIIKEHb BWHHUKAE, KOJIHU
JOCIITHUKA MarOTh OOMEXEHEe PO3yMiHHs a00 B3arajii HEe BOJOJIIOThH 1HGOPMAITIEIO
PO MApKETUHIOBY CHUTYaIlll0 YU KOHKPETHHM pe3yinbTaT. Hampukian, kommaHis
MO>K€ BTpauaTu KJIIEHTIB ab0 MpoJaki MOXKYTh 3MEHIITYBAaTUCS, ajle MEHEKEPHU HE
3HAIOTh YH HE BIIEBHEHI, 1110 € IIbOMY ITPUYHHOIO.

MapkeTrHroBi JOCHIPKEHHS MOXYTh OyTH TMPOBEICHI JUIsi BUBYEHHS
MOJIMBUX IPUYMH BTPATH NpOJaxiB ab0 KIIIE€HTIB. SIK BapiaHT, KOMIAHIs MOXe
PO3IMIISIHYTH MOXJIMBICTH 3alPONOHYBATH HOBUH MPOJYKT y KaTeropii, B sKiii BOHa
HE Ma€ JOCTaTHHOTO JIOCBiY poOOTH. Y IIbOMY BUITIAJIKy MApPKETHUHTOBI1 JOCIIKEHHS
MOXYTh OyTH BUKOPHUCTaH1 sl TIMOOKOTO BUBYEHHS CIOKMBaua, 1100 PO3KPUTH
JesIKl IPUXOBaH1 MPUYMHU a00 MPOIECH MUCIICHHS, SIK1 MalOTh BIUTMB HA MPUNAHATTS
pllIeHHs PO NpUAOaHHS HUM TOBapy.

MapkeTHHIOBE JOCIIKEHHS YaCTO BUKOHYE OnuUCco8y ()YHKYit0, KA BKIIOYAE
30ip Ta mojaHHs 1H(MOpPMAIlT PO MAPKETUHTOBE SIBUIIE YW PUHKOBY CHUTYAIIO.
Hamnpukinan, MapKeTHHTOB1 JOCHIIKEHHSI MOXYTh OyTH BHKOPHUCTaHI JJIsl OMHUCY
OCHOBHOTO CMOXKHMBa4ya TOBapy, Hampukiaa apTomoOuTliB Kia uM MOOUIBHHUX
tenedoniBiPone.

Hiaenocmuuna yuxkyiss MapKETHHTOBUX JOCIIIPKEHb KOpPHUCHA Yy Oaratbox
cutyamisgx. TyT MeToaud aHajizy JaHUX BHUKOPHUCTOBYIOTHCS JUISL JIOCIIKCHHS
B3a€MO3B’SI3KIB Ta SIBUIIl Y MEKaxX JIaHUX, 310paHMUX 3a JOTMIOMOTOI0 MapKETHHTOBHX
nociipkeHb. JliarHoctuyHa (PyHKIIS BaKJIMBA JJIi MApKETOJIOTIB, OCKUJIBKH BOHA
J03BOJISIE TM BUSIBIIATH B3a€MO3B’SI3KH MK TJAHUMU.

IIpoenosna ¢hynkyis MapKETHHTOBUX JOCIIHKCHB JT03BOJISIE BAKOPUCTOBYBATH
JlaH1 JUIsl TPOTHO3YBaHHs a00 mepeadaueHHs pe3yIbTaTiB MAPKETUHTOBOTO PIllIEHHS
gy aii cnokuBada. Po3mpiOHI mpoaaBill BUKOPUCTOBYIOTH MPOTHO3HI JTOCIIIPKEHHS,
1100 BU3HAYMTH, SIKI IPEAMETH CIOKMBAY MOXKE MPUI0aTH pa3oMm, 11100 MOkHa 0yII0
BUKOPUCTOBYBAaTH 110 1H(OpMaIlif0 JUisi CTBOpPEHHS e()EeKTUBHMX aKIiid Ta

CTUMYIJIFOBATHU nponami. 3a JOIIOMOI'0OF0 MApPKETHUHIOBHUX I[OCJIiI[}KCHI) MOJXHa
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TaKOXX OLIIHUTHU BIUIMB KYyMOHA YW 1HILIOI PEKIaMHOI MPOMO3HIIii Ha 00CAT MPOJIaxKy.
BoHO 4acTo BUKOPUCTOBYETHCS JUIsSl OLIIHKK YacCTKU PUHKY, 3 METOIO PO3IIUPEHHS

OpeHy, a00 BIPOBAIXKEHHS HOBOT'O MPOJIYKTY.

1.7. BukoHaBUi MAPKEeTHHIOBUX JO0CTiI)KEeHb

binpmricte MapKeTMHTOBHX  JOCHDKCHb  MPOBOJSATHCS  BHYTPIIIHBO
CHeIali30BaHUMHU BIJAUIaMU a00 OKPEMUMH CHELialicTaMH, SKUM JOpy4yeHa s
byHKIA. Y KpYMHIINIUX OpraHi3alisxX 3a3BUYail JOCIIDKEHHS PUHKY IPOBOIAUTH
OKpeMUH MIIPO3ALT BIAAUTY MapKeTUHTY. [HOAl el miapo3/aii1 NOB's3aHUi HE JIUIIe
3 BIJIIJIOM MapKETHHTY, a ¥ 3 IHIIMMU OpraHi3alliiHUMU (PYHKIISIMU, TaKUMHU SIK
KOPIHOpaTUBHE TUIaHyBaHHs a00 30yT. Y 0araTboX BEJIMKUX OpraHi3allisix HaBiTh €
OKpeMHUI BT MApPKETHHTOBUX JOCHIKeHb. OCTaHHIMM pOKaMu HaOyBae Bce
OUTBIIOTO TIONMIMPEHHSI CUTYyallis, Koiu (YHKIIS MapKeTHHTY Jaenaini Ouibiine
MEepPEXOaUTh Ha 1HII (PYHKIIi BCEpEeaUH]1 OpraHizaiiil.

30BHINIHI  MMOCTAYAJILHUKUA MAapKETUHTOBHUX JIOCTIDKEHb € TOTYXKHOIO
€KOHOMIYHOIO Ccujior0. BoHM HamarTh a00 MUPOKUM CHEKTp MOocIyr, abo €
BY3bKOCHEI1aJ1130BaHUMHU.

Iloeni nocmauanvnuku nociaye - 1€ BEJIMKI KOMIMaHIl, K1 CIEUIaNI3yIOThCS
Ha TIPOBEJCHI MAapKETHHTOBUX JOCHTI/DKCHb, 1 HAJalOTh CHHIWKOBAHI JaHI Ta
1HUBITyaJIbHI MOCTYTH.

Cunoukoseani Oani — 1 JaHi, 310paHi y cTaHaaptHomy ¢dopmarti, a He
crieniayibHO310paHi i1t oAHOTOo KiieHTa. L1 1ani, abo aHasi3 Ha OCHOBI IaHUX, MTOTIM
npojarThest OaraThoM KiieHTaMm. Benuki ¢ipmu, sKi  cnemiangizyloTbesli Ha
MapKETUHTOBUX IOCTIHKEHHAX 31¢01IBIIIOr0 30Upar0Th CHHIMKOBAHI AaHi, OCKIIBKU
MalTh PeCcypcH Il AK JJIs MPOBEACHHS 300py BEJIMKUX OOCATIB JaHUX TakK 1
MOKJIUBICTh Y TMOAAJBIIOMY PO3MOAUIMTH 3HAYHI BUTPATH, SIKI MOHECIM MiJ 4ac
JOCHIIKEHHS, Ha BEJIUKY KIJIbKICTh KJIIEHTIB.

Ha BigMiHy BiJi TOBHUX MOCTa4yajbHUKIB MOCIYT, SIKI MPOBOASATH Mailke BCl
MapKETUHTOBI JOCIIDKCHHS, 0OMeHceHi ROCMaualbHUKU ROC/Ty2 CTICTANI3yIOThCS

Ha OJIHIM a00 JEKIIbKOX MOCHyrax i, K MpaBUJIO, € MEHIIUMH KOMIIAHISIMHU.
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HacmipaBni, 6araro creriiani3oBaHMX KOMITaHIH, 10 3aiMarOThCS MapKETHHTOBUMU
JOCITIJKEHHSMH, € MPUBATHAUMH IAMPUEMIIIMHA, 1 BIACHUK — TICIS MPAKTHKU abo0
aKaJIeMIYHO1 Kap'epu — IMIPOTIOHYE CIIeIiali30BaH1 MOCIyTrH. Xo4a icHye 0araTo pi3HUX
TUMiB GipM 3 OOMEKEHUMHU MOCITYTaMH, MU 3yITHHUMOCS JIMIIE HA TPhOX 3 HUX: TUX,
110 30CEPEPKEH] Ha CerMEeHTalll1, MOJIbOBUX MOCIyTaxX Ta CIeliali30BaHuX MOCIyrax.

Daxieyi 3 ceecmenmayii KOHIEHTPYIOTbCS HAa KOHKPETHUX CEIrMEHTax PHUHKY.
Bonu opieHTYIOThCS HE Ha MEBHY Tally3b, a HA THUI KJII€HTA.

Mionpuemcmaa, wo  3alimaromoca nos608UMU 00CNiOMHEHHAMU,
30CcepenKyoTbCA HAa NpoBeaeHHi obcTeXeHb, BU3HAYEHHI 3pa3KiB, 06cAry BubipKu
Ta 36o0pi AaHux. Lesaki 3 uux ¢ipm TaKOXK nepeKknagatTb iHO3EMHMMW MOBaMMU

ONUTYBaNIbHMKM ab0 HaAalOTb aAPecKH Ta KOHTAKTHI AaHi.

Cneyianizosati cepgicHi ¢ipmu — 11€ 3araIbHUN TEPMIH JIsI TUX MIIPUEMCTB,
AKI MaroTh crnenu@diuHl TEXHIYHI HAaBUYKH, TaKUM YHHOM, Maw 3MOTy
30CepeIKYBATHUCH JIUIIE Ha KOHKPETHUX MPOIYKTaX a00 iX XapaKTePUCTHKAX, TAKUX
HaINpUKIIaa, SK MapKETHHTOBI MOCHIIKEHHS cMmaky Ta 3amaxy. CreriamizoBaHi
(GipMU MOXYTh TaKOX 30CEPEAUTHCH Ha NEKUIBKOX AYXKE€ CHEHU(PIYHUX METO/ax
MapKETHHTOBHUX JOCIKCHB, a00 Ha OJTHOMY YH JICKIJTbKOX BY3bKOCIIEIIaII30BaHUX
METO/IaxX aHali3y, TAKUX SK aHai3 YaCOBUX PsIiB, MaHEIbHUN aHaAMI3 AaHUX a0o
KUTbKICHUHM aHalli3 TEKCTY.

Bubip Mik MMM MOBHUM Ta OOMEXKEHUM HAOOpPOM MOCIYT MapKETUHTOBUX
JOCTITHUIIBKUX (PipM 3BOAUTHCS 10 KOMIIPOMICY MI3K THM, III0O BOHU MOXKYTh HaJlaTH
(skmo € morpeda y By3bKOCHEIIaiI30BAHOMY JOCJIKeHHI, Y Bac MOXe He OyTH
BEJIMKOTO BHOOPY), 1 MIHOK Ha I mociayrd. KpiM Toro, SKIio BaMm OBEIETHCS
MOEIHATH KUIbKA JOCHIIKEHb, 100 OTPUMATH MOJAJIbIIEe PO3YMIHHS PUHKOBOL
CUTYyallil, TIANPUEMCTBA 3 TIOBHUM OOCITYrOBYBaHHSM MOXYTh OYTH KpamiuMm JIs
Bac BapilaHTOM, HIXK KiJlbKa (hipM 3 0OMEKEHUM O0CITYyTOBYBaHHSIM.

[Ipu BUOOpP1 30BHINIHBLOTO areHTCTBA — OKPEMOTO MiMPUEMCTBA, SIKE HaJae
MIOCITYTH 3 MPOBEJCHHS MApKETHHTOBHUX JIOCIII)KEHb, — CIIiJl BpaXOBYBaTH CTYIiHb
HEOOX1THOCTI TOTMMOJCHHS 3HAaHb UM AareHTCTBOM 1 NpPO MAISUIBHICTH OKPEMO

Bamioro
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MiAIPUEMCTBA 1 IPO Bally rajily3b B LIJIOMY; @ TAKOX MPO MACTEPHICTh areéHTCTBA B
TOMY THIIl JOCJIJIPKCHHS, sIKE HEOOX1HO MPOBECTH.

30BHIIIHIN areHIli 4acTo NOTPIOHI KIJIbKAa TUKHIB HaBYaHHS a00 THCTPYKTaX
II0JI0 KOMITaHii Ta ii MapKEeTHHTOBUX MpOoOJeM, MEPII HIXK BOHA 3MOXKE 3pO3yMITH,

moBumarae kiment. € 10 erarmiB nporiecy BuOopy gochigauiibkoi Gipmu (puc. 1.3)

1. NepeBipTe Arepena, Wo6b 3HaNTM iMeHa A0CNIAHNLbKUX KOMMNaHIN '

2. CKnagitb cnmucok ¢Gipm i NPUIMMITb pilleHHA LWOoA0 ABOX-TPbOX, AKI BUAAIOTLCA HANbiNbL

Il
3. 3BepHIiTbCA 40 AOCNIAHNLBKOT GipMM NMCbMOBO, AABLUM AKOMOra NOBHILLMIA ONKC

4. NomoBTecs npo cnisbeciay 3 gocniaHuupkoto dipmoto, 6arxkaHo B ii odici

j—

5. [lisHaiTeca 6inblie Npo nocTayanbHUKA AOCAIAKEHb Ta NPO MOro nonepeaHix KNieHTis

==t

6. Jocniaite, K gocnigHuUbKa dipma BoNiE NPaLIlOBATH 3 KiEHTaMMU

7. MonpociTb NTMCbMOBUI NNaH

8. [laitTe 3p03yMiTH, L0 NoAanbLli 06roBoOpPeHHA MOXKYTb AELL0 3MIHUTK Lel NaaH

9. lomoBTECH NPO Te, XTO BYAYyTb OCHOBHUMM KOHTAKTaMmn ocobamMm Bif, KNiEHTa Ta BUKOHABLA

10. JaiTe 3HATH, AKLLO PO3rAaaacTe We npono3unuii Big, iHWwnx ¢ipm

Puc. 1.3. — TIpouec Budopy Ppipmu 1J1s1 NPOBEACHHA MAPKETHHTOBUX
IOCTI’KEHb

1.8. Knacudikauisa MapkeTHHIOBMX J10CJiIZKeHb
ESOMAR Bu3Hauae AB1 KJIOUYOBI IPUUMUHU ISl POBEACHHS MapKETUHTOBUX

JIOCITIJKEHD:
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[. BU3HAYEHHS MOXJIUBOCTEW Ta MPOOIEM

2. TeHEepyBaHHs Ta BJIOCKOHAJICHHS MAapKETUHTOBUX JIIH.

[Is BIAMIHHICT, JSTJIa B OCHOBY Kiacudikalii MapKETHHTOBUX
JAOCTIKEHb, 1 PO3MUIMIA iX Ha JABl TPYNH: JOCHIIKCHHSX, SKI 3HAXOISThH
mpoOJieMy Ta JOCIIKEHHSX, 1110 MTPOOJIEMH BUPIITYIOTh.

[ToB’s3yroun 1m0  kiaacu@ikamiro 3 OCHOBHOI MAapKETHHTOBOIO
MapajgurMor0, JOCTIDKEHHS I1AeHTH(IKalli mpobieM MOXHA TOB’SI3aTH 3:
OMKHCOM CIIOKMBAuiB Ta PO3MIpPY iX TpPyM, PO3YMIHHSM MPUPOAU CHII, IIO
GbopMyIOTh CIOXHKBadl TPyHH, Ta 3JaTHICTh MapKETOJOra 3aJI0BOJLHUTH IIi
IIJTbOB1 TPYNH CIOXKUBAYiB. JlOCTIIPKEHHS BUPIIIEHHS MPOOJIeM MOXYTh OyTH
MOB’sI3aHl 3. TECTYBAaHHAM IHAMBIAYaJbHUX Ta IHTEPAKTHUBHUX 3MIHHHUX
MapKETUHTOBOTO KOMILIEKCY, a TaKOoX JUIsi MOHITOPUHTY Ta aHajizy THpo
MUHYJI YCIIXU Ta HEB/Iaul B MAPKETUHTOBUX PIIICHHSX.

Hocniooicenns, sKki  cneyianizylomecs Ha i0eHmuixayii  npobiemu
IPOBOJUTHCA, 11100 JOMOMOITH BHUSBHUTH NPOOJIEMH, 5Ki, MOXIMBO, € HE
OUYEBHJIHUMH, ajie¢ BCE X ICHYIOTh 200 MOXYTh BUHUKHYTH B MaiOyTHHOMY.
[Ipuknagu gocnipKeHHs 11eHTU (KLl TpoOeM BKIYAI0Th MOTEHIIIA PUHKY,
YacTKy PHUHKY, IMUDK OpeHJy 4Yu KOMIMaHii, XapaKTEepUCTHKH PUHKY, aHal3
MPOJaXiB, MPOrHO3YBaHHS Ha KOPOTKUI Jlama3oH, MPOTHO3yBaHHS Ha JOBTHMA
Jiara3oH Ta JOCTIHKEHHS IIJIOBUX TEHACHIINA. J[OCHIIKEHHS 1bOrO THUITY
HaJaloTh 1H(QOpPMAII0 MPO MAPKETUHIOBE CEPENIOBHUINE Ta JAOMOMAararloTh
aiarHoctyBatu npoOnemy. Hanpuknan, 3HM)KEHHS PHHKOBOTO MOTEHIIATY
BKazye Ha Te, IO Yy MIANPUEMCTBA, WMOBIpHO, OymyTh mpobiiemMu 3
JIOCSATHEHHSIM IIUTIeH, SIK1 TIOB’sS3aHHI 3 3pOCTaHHS YaCTUKH PUHKY Ta OOCSATaMH
npogaxy. [loniOHUM YMHOM icHYe mpoOjema, SKIIO PUHKOBUI MOTEHIal
3pocTae, aie MiANPUEMCTBO BTpayae 4acTKy PUHKY. BuU3HaHHS €KOHOMIYHHX,
COLIAIbHUX YW KYJIbTYpHMX TEHACHIIH, TaKuWX SK 3MIHU Yy TMOBEJIHLII
CIOKMBAYiB, MOXKYTbh BKa3yBaTHHA OCHOBHI MPOOJIEMH Ta MOXKJIUBOCTI.

Jlocniooicenns, Axki  cneyianizyromucsi  HA  GUPIWEHHS  npooaemu

IMPOBOIATHCA, KON € YITKO OKpeECiiCHa HpO6JICMa. PesyanaTH TaKHX
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JOCTIPKEHb BUKOPUCTOBYIOTH JUISI IPUUHATTS YIIPABITIHCHKUX PIillIeHb Ta IS
pO3B’si3aHHS ~ KOHKPETHHX  MapKeTHHTOBHX  mpobnmem.  Hampuknman,
JOCTIKEHHSI CeTMEHTAIlli BW3HAYa€ OCHOBY CETMEHTaIlli, BCTAHOBIIIOE
PUHKOBHUM TMOTEHINa] 1 pearyBaHHsS Ha Pi3HI CErMEHTH Ta BIOMpaE IIJIbOBI
PUHKH.
1.9. Pi3HOBHIM MAPKETHHIOBOTI0 J0CIiIKEHHS

MapKeTHHTOB1 JOCIIPKEHHS] MalOTh BEJIUKY KiJIbKICTh MIiABUIIB, SKI
OXOIUTIOIOTH IHPOKE KOJO TpoOJeM, 3 SKUMH JOBOJUTHCS MATH CIPaBY
KEepIBHUKAM Ta JIONIOMAraroTh iM y MPUUHATTI PI3HOMAHITHUX YIPaBIIHCHKUX
pimens (tadmn. 1.1).

Tabauysa 1.1. — Pi3HOBMIM MAPKETHHIOBOIO J0C/IiI7KEHHS

MapkeTuHroBi HaAaKlTh iHdopmauiio npo:
AOCJIi/IZKeHH S
CnoxuBaya * pO3Mip PUHKY Ta CETMEHT PUHKY

* TCHJCHIIIT Ha PUHKY, SKI MOYXXHA BUKOPHUCTOBYBATH JIS
MIPOTHO3YBAaHHS

* akuii Openay

* XapaKTePUCTUKH Ta MOTUBALIIS KITi€HTA

* ak1ii OpeH/11B KOHKYPEHTIB

IIpocyBanHs * HaWOLIBII MIAXOASIINN CIOCIO MPOCYBAHHS

* HAMOUIBII TTiIXO0/IAIA TOBApP 3aMIHHUK Ta ariTaliiiHui
marepiai

* HaWOLIBII MIAXOASIIUN 1151 BAKOPUCTAaHHS HOCIH

* e(peKTUBHICTh KOMYHIKAIII{ y TOCATHEHHI LIeH

Tosapy * MOXJIMBOCTI JIJIs1 pO3POOKH HOBOTO MPOJIYKTY

* BUMOTH JI0 IU3aiiHy BUPOOY

* MOPIBHSJIbHA €PEKTUBHICTH 111010 IPONO3ULIIN KOHKYPEHTIB
* ymakoBKa

Posnoxiny |  gigmosimmi MeToau po3mominy
* IOPEYHICTH YJICHIB KaHATY
* HalfKpalle MicIe Ui CKJIaIiB Ta TOPTOBUX TOUYOK

30yTy * e(heKTUBHICTh METOIB Ta MPUHOMIB IPOJIAKY

* BCTAQHOBJICHHS TEPUTOPIiii 30yTy

® aJIeKBaTHICTh METO/IIB BUHATOPOIU
* BUMOTH JIO HABUAHHS 3 TIPOJAKY

* [IOJIITHYHHHA BILUIUB

* eKOHOMIYHI BIIUBH

* colajabHI BIUIMBU

® TEXHOJIOTIYHI BIUTMBH

MapkeTHHIroBOro
CepeOBHINA
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1. Aocnioscenna cnoxcusauie abo punkose 00caioiceHHA MOXKe HaAaTH
JlaH1 TIPO MEBH1 CIOXUBY1 PUHKH Ta iX CETMEHTH, HAIPUKIIA/l, EMHICTh PUHKY Y
BapTICHOMY Ta HATypaJIbHOMY BHUMipax. SIKIIO Taki JaHi 30MparOTh MPOTIATOM
NEBHOTO 4Yacy, IIe J03BOJIAE€ BUSBUTU TEHJICHILI Ta JOMOMarae nepeadavyuTu
MaiOyTHI 0O0csATy mpoaaxiB. BoHO Takox Mo)ke HajaTH 1H(POpPMAIUIO PO
MICIIC3HAXO/DKEHHSI KIIIEHTIB, CTPYKTYpYy iX BHUTpaT, po3Mip iX 3apoOITKy Ta
KPEIUTOCTIPOMOKHICTh. JlaHe IOCHIKEHHSI TaKOXK MOXKE MOSCHUTH, YOMY
KIIIEHTH BIAJAIOTH MEpeBary OAHIM TOProBiii maplil, a HE IHIIH, Ta Ky I[IHY
TOTOBI 3arutaTUTH. JIOCIDKEHHS PUHKY TaKOX MOXE€ HaJaTu 1HGOpMaIIiio IIpo
YaCTKy PHHKY BCIX MiJNPHEMCTB, HA JAHOMY PUHKY B IIJIOMY YW Ha TIEBHOMY
HOTOCErMeHTI.
[Tix yac mOCHiIKEHHS PUHKY MAapKETOJOTH BU3HAYAIOTh BAXKIMBUN IS
aHaJ13y NOKa3HUK — €EMHICTh (MICTKICTb) PUHKY, SIKHW JI0ITIOMara€ BCTAaHOBUTHU
MOTEHIIHUI 00CST CIOXUBAaHHS 1 BUKOPUCTOBYETHCS MIPU ONEPATUBHOMY Ta

CTpaTEeTIYyHOMY MAapKETHHTOBOMY IJIaHyBaHHI.

EMHICTb PUHKY - ue obcar ToBapiB abo nocayr, AKMA PUHOK B 3MO3i CMOKUTK 33
NEeBHMM TEPMIH HA NPY NEBHUX YMOBAX.

3aCTOCOBYIOTH JIBa MiAXOU A0 BUBHAUYCHHSI MICTKOCTI PUHKY:

1). MiCTKICTb PHHKY PO3PaxOBY€EThCSI HA OCHOBI JaHUX MPO BHUPOOHHUI
MOTY>KHOCTI:

E=V4+V;=V,

E — €MHICTh pUHKY

V4 — 00csr ToBapy 4u NOCIYTH, IKY BUPOOJISAIOTH MICUEBI MiANPUEMCTBA.

Vi — o0csr 3aBe3eHOro ToBapy 13 IHIIUX TEPUTOPI

V.— 00csr BUBE3EHOT0 TOBAPY 3a MEXI1 JIOCHII)KYBaHOT TEPUTOPIT

2). Po3paxyHOK €MHOCTI PUHKY B1JI0YBA€ThCS 3 TOUKU 30PY CIOXKUBAHHS:

E=CXN
C — UYwncenpHICTh IUILOBOIL
aynutopii N —  Hopma

CIIOJKHMBaHHA
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MicCTKICTh PUHKY MOKHa OOpaxoByBaTH y HaTypaJibHOMY (B IITyKax),
BapTiCHOMY (B pi3HiH BajtoTi) Ta o0csarax ToBapy (Kr, M, J, TOIIO).

€MHICTh pUHKY MOXke OyTH (puc. 1.4):

1) llomenyitina — po3Mip PHUHKY TIPYHTYETbCA HA MAaKCHUMAaJbHO

MO>KJIMBOMY TIOTIUTI HA TOBap

2) @axmuuna — po3Mip PUHKY IPYHTYETHCS HA IOTOYHOMY P1BHI MOTIHTY.

3) Hocmynua — po3Mip pUHKY Ha MOK€ TIPETEHAYBaTH KOHKpeTHa (hipma
3 HasiIBHUM y HEl TOBapoM, a00 pIBEHb MOIUTY, SIKUH MOXKE 33J0BOJIBHUTH JlaHa

¢dipmMa BUXOJIIYM HA PUHOK 31 CBOIM TOBAPOM.

JloCTyNHa EMHICTb dakTnYHA MoTeHujiHa

PUHKY EMHICTb EMHICTb

Puc. 1.4. — Pi3HOBHAM €MHOCTi PUHKY

2. Pexnamui  (npocysanns)  00cnioyiceHHs  BUMIPIOIOTh  YCIHIX
pPEKJIAMHUX KaMIaHIi — YM JOCSATHYTI B pe3yJIbTaTl iX MPOBEACHHS 3aIlJIaHOBaHI
uui. BoHO TakoaomnomMarae npy BUOOp1 peKJiaMu 3HAUTH HAaWOLIbII BIAMOBIAHI
pEeKJIaMHI 3aC00M Ta METO/H, K1 3MOXKYTh 3a0€3MEUNTH HAMKpaIllll pe3yIbTaTH.
JocmipkeHHsT  peKiIiaMM  MOXYTh HaJaTH i1 KOHKPETHUX  KaMIIaHId
iH(pOopMaIrito npo Te, IKui 3aci0, HaHIMOBIPHIIIE, OXOMUTH IIJTLOBY Ay IUTOPIIO.
BoHo Takox Hamae iHdopmaiiio mpo Te, SKi MOBIIOMIICHHS HAaWiMOBIPHIIIE
cnom00aroThea UIIBOBIN ayauTopii. BumpoboBytoun pekinamy B OOMEXKEHOMY

MaciuTabi, JaHl JOCHIJKEHHS TaKOoK

JIOTIOMAraroTh y MPOIIeCi MONEPEIHbOI OIIHKM WMOBIPHOTO BIUIMBY KaMIIaHii.
3aBISKU TAKUM JIOCTIPKEHHSIM MOKHA KOHTPOJIOBATH €(heKTUBHOCTI KaMITaHii
Ha BCIX eTanaxii MpoBeCHHS.

3. docnioncenna  moeapie¢  NONOMAralOTh  3HAUTH  J1OJJATKOBE

BUKOPUCTAHHS ICHYIOUMX Ta MOTEHUIMHUX MPOAYKTIB 4M MOCIyr. BoHO Takox
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JIOTIOMArae y BHUIIAJKy pO3pOOKH MPOAYKTY-HOBUHKH BUIIPOOYBATH KOHIIEHIIIIO
TOBapy 3 MOTEHI[IWHUMU KOPUCTyBayaMW Ta TMOKYMISIMH Tepea MOoYaTKOM
3aTpaTHOTO TMPOIECY PO3POOKH TMPOAYKTY. SIKI0 KOHUEMIls TOBapy
BUSBJISIETbCSI OOTPYHTOBAHOIO, JIaHE JIOCIHIJKEHHS JTOTIOMOXE IPOTECTyBaTH
MPOIYKT Ha MOTCHIIIHHUX KOPUCTyBadax JIO 3allyCKy MacOBOTO BHUPOOHHIITBA.
s iadopmarliiss Moxxke OyTH BUKOPHUCTaHa JJIsl YCYHEHHsI SIBHUX HEIOJIKIB
KOHCTPYKIIii BHpoOy. JlochmiukeHHS ToBapy JONOMaraloTh 3a0e3leduTH
e(deKTUBHY OIIIHKY CHJBHUX Ta CIHAOKUX CTOPIH MPOIYKIi YM TOCIYTH Y
MOPIBHSHHI 3 KOHKypeHTamMu. J[OCTIPKeHHsST TaKOK MOXKE HalaTu 1H(POpMAIIio
PO YIAKOBKY TOBApy, JOMOMAraro4u UM CHPOEKTYBATH HOTO TaKHM YHHOM,
1100 MOCWIIMTH IMIJIK TOBapy (200 MOCIyTH).

4. Jlocnioncennsa  (Oucmpudyuyii) po3noodiy JONOMArae€  3HAUTH
HaWKpal( KaHaldu pO3MOJAUTYy JJiA TOBapy Ta Joromarae y BHOOpP1 YYaCHUKIB
kaHainy auctpuOyiii. [llo cTtocyeTbest PpizMuHOro po3Moiiny, AOCIIKEHHS Ja€e
MOXJIMBICTh BHUSABUTH HaWKpami Miclsd I CKIAJIChKUX Ta pO3ApiOHUX
TOPTOBUX TOYOK.

5. Hocniorncenna 30ymy noroMarae OLIHUTHA Ta BUMIPSATH €(PEKTUBHICTD
PI3HHX METOJIB Ta TEXHIK Mpoaaxy. BoHO momomarae 3HAWTH HUISIXH, 1100
o0caru mpojaxiB Oyiau NpUOIM3HO EKBIBAJEHTHUMHU 3a pPO3MIpOM Ta 100
CHIBPOOITHUKK BIJIAUTY TPOJAXKIB HE Malld HECHPaBEUIMBOI TUCKpUMIHAIIT
II0JI0 BCTAHOBJICHHS IMUJIeM TmpoaaxiB. JlaHuil BuA AOCHIKEHHS HaJae
iHdopMmamito mpo Te, sSAKI METOAM 3a0XOUEHHS Ta B SKHX o00csrax
MOTHUBYBAaTUMYTh 30yT. JIOCIHITKEHHSI TaKOX CTOCYIOTHCS TPEHIHTIB 3 MUTaHb
POJaXy Ta MOXXYTh HAJAaTH TapHHWA 3BOPOTHIN 3B’S30K MPO SAKICTh 3 SIKOIO
TOPTIBEJILHUN MTEPCOHAI TPE3CHTYE TOBAP MOKYTIIICBI.

6. JlocniorycenHs MapKemuHz06020 cepeooséuuia BUBYAE TIOTITHYHI,
€KOHOMIYHI, COIllaJbHI Ta TEXHOJOTIYHI (PAKTOPH, SKI MOXYTh BIUIMBATH Ha

MapKETHHTOBI OTIepaIlii.

[ITo cTocy€eThCs MOMTHYHOTO aCHEKTy HAaBKOJMIIIHBOTO CEPEIOBUINA, TO

3MIHU ypSly MOKYTh CYTTEBO BIUIMHYTH Ha YMOBHU TOPT1BJIi, TOXK iX HEOOX1THO
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nepeadoavyatu. OUeBUIHUM TaKoX € Oe3rocepeHid BIUIMB €KOHOMIYHOTO
KJIIMaTy B sikoMmy mpaitoe Oi3Hec. lle BB Moke OyTH THUMYAacOBUMHU abo
OlapIl TOCTIMHUMH. JlaHl JOCHIJPKEHHS JOIOMAaraloTh OI[IHHTH BIUIMB
MOITUYHUX Ta €KOHOMIYHHMX (haKTOpIB, IO € HEOOXIHUM IpH IJIaHyBaHHI
TiSTTEHOCTI I AMPUEMCTBA.

CorianbHi YWHHUKA TaKOXX MOXYTh YMHHWTH 3HAYHUN BIUIUB Ha
mignpueMcTBa. Tak piBeHb 0e3poOITTS YM CKOPOYEHHS  HAaCeJICHHS
0e3rocepe/IHbO BIUIMBAIOTh HA TOMHUT Ha MEBHI ToBapu. JlaHi JOCIHIKEHHS
HaJlalTh 1HMOpMaLi0 Tpo Te, SKI (PAKTOpU € BAKIUBUMU Ta SIK BOHU
BILIMBAIOTh HA JMISUTBHICTH OpraHi3arii.

TexHONOrYH1 YUHHUKH MOKYTh MaTH PanTOBUH 1 PI3KUN BIUIMB Ha CTaH
0i3Hecy. PanToBuil TEXHOJOTIYHUN NPOPUB MOXKE 3pOOUTH MPOAYKIIIO Ta
IIPOLIECH 3aCTapUTUMU 3a JAy>Ke€ KOPOTKHI MPOMIXKOK Yacy. JlaHi qocCiKeHHs
JOTIOMOKYTh ~ KOHTPOJIFOBATH  TEXHOJOTIYHWUH TIpOorpec 1  IMOIMepeaHbo
MOBIJIOMJISITH PO HOBI PO3POOKH.

NMNTAHHA

1. SIxa pojb MapKETUHTOBUX JOCIIIKEHb Y MAPKETUHIOBINA Mapaaurmi?

2. SIxa poab MapKETUHTOBHX JOCIIHKEHb B MPUHHATTI YIPABITIHCHKUAX
piteHs?

3. SIka pi3HULS CHPUHUHATTS MApKETHHTOBOTO JIOCIIIKCHHS
MpPaKTUKaMU TaHAyKOBLISIMU?

4. I1lo Take MapKETUHTOBE JOCTIHKCHHS?

5. OnuiiTh 1ICTOPi0 PO3BUTKY MapKETUHTOBUX JOCIIKEHb.

6. SIx1 (pyHKIIIT BUKOHYE MAPKETHUHTOBE JOCIIIKEHHS ?

7. XTO € BUKOHABIISIMA MapKETUHTOBUX JIOCTIHKCHB?

8. XT0 Takl MOBH1 BUKOHABI[I MAPKETUHTOBUX MOCITYT?

9. Ilo Take cMHIMKOBaHI J1aHi?

10. SIxumMu AOCTIHKEHHSIMU 3aliMarOTHCS CIIeIlali30BaHi cepBicHI Gipmu?

11. SIx oOpatu 30BHIMIHBOTO areHTa’?

12. Onuurite nporec BUOOPY TOCIITHUIIBKOT (PipMH.
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13. SIxi OCHOBHI IPUYMHU € JIsl POBEACHHS MAPKETUHTOBOTO JTOCIIIHKCHHS?
14. Oxapakrtepusyiite JOCITIIKEHHS, K1 CHEIIaTI3yI0ThCS Ha

inenTudikamiinpoodiemMu?

15. laliTe XapakTepUCTHKY JOCHIIKCHHSAM, SIKI CHEHIali3yloThCsl Ha
BUPIIICHHITPOOIEMH?

16. SIxi € pi3HOBUAM MApPKETHUHTOBUX JTOCTIIKCHB?

17. Illo Take eMHICTh PUHKY 1 SIK BOHA OOYUCITIOETHCS ?

18. IIlo Take ESOMAR?

19. OnumIiTe 1ICTOP1I0 BAHUKHEHHSI MAPKETUHTOBUX JTOCIIIKEHb

20. Komu Oyna HanmucaHa Tiepiia HaykoBa mpausg 3 [HTaHb
MapKETHHTOBUX OCTIKCHb ?

21. o Take hakTUYHA EMHICTH PUHKY?

22. Sk BU3HAYAETHCS MOTEHIIIMHA EMHICTh PUHKY ?

23. SIx 3HaWTU JOCTYIIHY EMHICTh PUHKY?

24. Sy iHpOopMaIliI0 MOKE HAJATH JTOCIIKEHHS TOBapiB?

25. 1o Bu3Ha4a€e qOCHTIKEHHSI MAPKETHHIOBOTO cepeoBuIIa’?

26. I1llo normomMarae OmMiHUTH JOCITIKEHHS 30yTY?

3AJAYI

3agaval

OOpaxyiiTe MOTeHIlINHY, (DAaKTUYHY Ta OCTYIHY MICTKICTh PUHKY 3ac00iB
JUIS. TOJIHHS YOJIOBIKIB, SIKIIO B1JJOMO, IO 3T1JHO CTATUCTHYHHX JAHUX YOJIOBIKIB
BiKOM Bia 14 pokiB — 51 MJIH. 4OJ., @ TUX XTO B IIbOMY Billl BUKOPUCTOBYIOTh
3aco0u 1S TONHHA — 37 MIIH. 4OJI., a 29 MJTH. 4OJI. y BEIMKHUX MicTax y Bimi 30-55
POKIB KyNYyIOTh 3aci0 Juisi TOJIIHHS cepeaHboi BapTocTi. Takoxk BiIOMO, WIO
YOJIOBIKH Yy BiIll Bif 14 poKiB B cepelHbOMY 3a PiK BUKOPUCTOBYIOTH 10 ¢hiiakoHiB
3aco0iB Ay roxiHHsA. YonoBiku BikoM 30-55 pokKiB, sIKi MPOKUBAIOTH y BEITUKHX
MICTax, BUKOPUCTOBYIOTh 12 ¢nakoHiB. ¥ ¢makoni mictutbess 200 ma 3aco0y,

pazoBa nopuis — 10 mi1. Bizomo Takox, 1o (pakTuuHa cepenHs LiHa yIaKOBKHU IS
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IPYIH 40JOBIKIB Bif 14 pokiB — 90TpH; 1JIg YOJIOBIKIB, SIK1 MPOKUBAIOTH Y BETUKHUX
MicTax BikOM BiJ 35 1m0 55 pokiB — 70 rpH. IcHyroua 1iHa € ONTHUMAJILHOIO IS
PHUHKY.
3agava 2
OOGYHUCHIT, MICTKICTh PUHKY, SIKIIIO B1JIOMO, [0 YUCEIBHICTh CIIOKMBAYiB B
cermeHTi - 3 000; piBeHb CNOXMBAHHS Ha JIyIIy HAaceleHHsS B 0a3MCHOMY pOIi
ckiaB 50 oguHUIL B PiK; MpU 3pOocTaHHI IIH Ha 1% BIAOYAEThCS CKOPOUCHHS

MOMUTY Ha 3 OUHMII. 3aryIaHOBaHO MiAHATTA 1iH Ha 10%

3agzaua 3

OO4YHCIITh EMHICTh PHUHKY Ta BH3HA4YT€ YW JOLUUIBHO CTBOPIOBATHU
HIITPUEMCTBO 3 IX BUPOOHUIITBA B JAHOMY PET10HI, SIKIIO BIJIOMO:

KUIBKICTh CIIOKMBAYiB - 2 MJIH. YOJI.; HOpMa CIOXHUBaHHSA - 15 ox. / Mo, B
pIK.;

MOTY>KHICTh MICHEBUX MIAMPUEMCTB — 25 MITH. OAUHUILb; EKCTIOPT B pik — 20
MJIH. O]1.;

IMITOPT B piK — 3 THUC. O/I.

3AB/JAHHA
3aedaHHsA 1. PO3B’AXiTb KpocBOpA;:

I1o ropusoHTAaII:

3. — MapkeTuHToBl JIOCHIKEHHS, $KI HaAaroTh 1H(OpMAIlo Mpo
TTOJIITHYHHM, CKOHOMIYHMH, COILIaIbHUN Ta TEXHOJIOTIYHUH BIUIMBH.
6. — OnHa 3 PyHKITIH MApKETUHTOBOTO JTOCIIIKESHHS
9. — MapkeTUHroB1 AOCHIIKEHHs, AK1 HaJal0Th 1HGOpMAIIiI0 Npo HalKpale

MICIIE JIs CKJIa/liB Ta TOPTOBUX TOYOK.

ITo BepTuKai:

1. ®yHKIOiS MapKETUHTOBOTO JIOCHTIDKEHHS, SKa JI03BOJISE€ BUSBIIATH
B3a€MO3B’SI3KH MK JaHUMH

2. @OyHKIIS MapKETUHIOBHX JOCIIJKEHb, KA BUHUKAE, KOJM JOCIIIHUKU
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MalTh OOMEXKEHE pO3yMiHHS a0 B3arajl HE BOJOAIIOTH 1H(OpMAIIED TIPO

MapKETUHTOBY CUTYAIIIIO.

4. OyHKITIS MapKETHHTOBUX JIOCJIIIKEHD, sKa JI03BOJISIE
BUKOPHCTOBYBATH JaHi JUIsl Tiepe10adueHHs pe3yIbTaTiB MapKETHHTOBOTO PIllICHHS Yd
il CIIoKMBavya.

5. MapkeTHHIoBl ~ JIOCHIJDKEHHs, $KI HaJgaloTh 1HQOpMAIi0 Mpo
€(heKTUBHICTPKOMYHIKAIIIHA y TOCATHEHHI ITLICH

7. MapkeTHHTOBI ~ AOCTI/DKEHHS, SKI HAJalOTh 1HQOpPMAINIO PO

XapaKTCPHUCTUKHU Ta MOTI/IBaIIiIO KJIIEHTa

8. MapKeTHHTOBI TOCITIKEHHSI, K1 HaIal0Th 1H(OPMAIIIfO PO YIAKOBKY

10. MixHapoaHa opraHizauis 3 AOCTKEHHS PHUHKY, CIIOXHBadiB Ta
CyCHIbCTBA

1. MapkeTHHTOBI  JIOCTI/DKCHHS, SKI HAgaloTh 1H(POpPMAIIO TIPO

e(eKTUBHICTBMETO/IIB Ta MIPUIOMIB MTPOJAXKY.

3a60aHHA 2 — 3aN0BHITb CXeMY Pi3HOBMAIB EMHOCTI PUHKY:
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TECTU

1. Yu BipHe TBep/I:KeHHS, 110:

«Y 1931 pomui B mociOHHKY At MapkeTojioriB «TexHika MapKEeTHHTOBUX

JTOCITIIKEHDY

1921p.

TAK/HI

2. Yu BipHe TBepI:KeHHS, 110:

«[lepmmit miAPYyYHUK 3 MAPKETUHTOBHUX JOCIIIKEHb OYB OIMyOJIIKOBaHUI B

TAK/HI

3. YUu BipHe TBepaKeHHS, I0:
«Y 1930 potii yHIBepCUTETH MTOYATN BUKJIAIATH MAPKETUHTOBI JOCIIII>)KEHHS
SK aKaJIeMIYHy TUCIUIUIIHY IS IMATOTOBKH HEOOX1THUX (DaxiBIliB»

TAK/HI

4. Yu BipHe TBepAKEHHS, LI0:

«/lilarHocTruHa (YHKIIS MapKETUHTOBHX JIOCHTII)KEHb BUHHUKAE, KOJIU
JOCTIIHUKA MaloTh OOMEXeHe pO3yMiHHS abo B3araji HE BOJIOJIIOTh
1H(pOpMAITIEIO PO MAPKETHHTOBY CUTYAIIIF0 Y KOHKPETHHUMN PE3yJIbTaT

TAK/HI

5. Ywm BipHe TBepAKeHHH, 110:
«CHHIMKOBaHI JIaHi — IIe JIaHi, 310paHi He CIeiaIbHO JIJIs OJTHOTO

kmentay TAK/HI
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6. Uwu BipHe TBepaKEHHS, 1I0:
«®DaxiBIl 3 cerMeHTallii KOHIIEHTPYIOTbCSI HE Ha MEBHY Tajiy3b, a Ha THUI

KJIIEHTA.»

TAK/HI

7. Ywm BipHe TBepIKeHHH, 10:
«Y TOTEHIIHHIA €MHOCTI PO3MIpP PHUHKY IPYHTYEThCS Ha IOTOYHOMY piBHI

IIOIIUTY»

TAK/HI

8. Yu BipHe TBepaKeHHS, 1I0:

«JlocTyrmHa €MHICTP — 1€ pO3MIp PHHKY Ha SKUH MOXKE IPETCHIyBaTH
KOHKpeTHa (ipmMa 3 HasgBHUM Yy Hel TOBapoM, abO pIBEHb MOMHTY, KU MOKE
3aJI0BOJILHUTH J1aHa (pipMa BUXOJSIYM HA PUHOK 31 CBOIM TOBapOM»

TAK/HI

9. Yum BipHe TBepAKeHHH, LIO0:
«Y (akTHYHI €MHOCTI pO3MIp PHHKY TIPYHTYEThCS Ha MAaKCHUMAaJbHO

MO>KJINBOMY TIOTIUTI Ha TOBAp»

TAK/HI

10. Ywm BipHe TBepI:KeHHS, 1IO:
«ESOMAR BuH3Hauae 1Bl KJIIOUOBI MPUYMHM JJI TPOBEICHHS MapKETUHIOBUX
JOCIIJKEHb: BU3HAYEHHA MOXJIIMBOCTEH Ta TpoOJieM 1 TeHepyBaHHS Ta

BJIOCKOHAJICHHSI MAPKETUHTOBHUX ¥

TAK/HI

11. MicTKicTh PUHKY PO3PaxXOBY€THCA HA OCHOBi JaHUX NMPO BUPOOHMYI
MOTYKHOCTI 32 (opMYyJI010:

AE=Vy+V,—V.B.E=V4+V,+V.C.E=CXN

12. Po3paxyHOK €MHOCTi PUHKY BiI0OYBa€ThCsl 3 TOUKH 30PY CIIOKUBAHHA 32

¢popmy.ioro:
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AE=Vi+V,—V,

B.E=Vd+Vi+Ve

C.E=CXN

13. 3acrocoByi0oTH MiIXO/U 10 BU3HAYEHHS MiCTKOCTi pUHKY:
A3

B.2

C. 4

14. Po3mip pUHKY I'PYHTY€THCS HA MAKCHMAJBLHO MOKJIMBOMY IONMHUTI HA
TOBAP - Le:

A. IoTenriitna

B. ®akTnuna

C. Hocrynna

15. Po3Mip pUHKY IPYHTYE€ThCH HA IOTOYHOMY PiBHI OMHUTY - 1e:
A. IloTteHiiiina
B. ®aktnyna

C. HocrynHa

16. Po3mip puHKy Ha SIKMH MOKe NpPeTeHAYBaTH KOHKpeTHa ¢ipma 3
HASIBHUM Yy Hel TOBapoM, a00 piBeHb NONUTY, AIKHI MOXKe 3210BOJIbHUTH JAAaHA
({ipma BUX0OAAYM HA PHHOK 3i CBOIM TOBapOM — Lie:

A. Tlorenuiiina

B. ®aktrnyHa

C. HocrynHa

17. Iepioa 1970-80-x poku 4acTo HA3MBAKTh
A. «30JI0TUM BIKOM CIIOKMUBYHUX JOCHIIKEHDY
B. «3010THM BIKOM JOCIIIKEHDY

C. «30710THM BIKOM MapKETHHTOBHUX JIOCTI1KEHb)

18. BuokpeM/II0OIOTh__OCHOBHI (yHKIII, fiIKi BHKOHYIOTb MapKETHHIOBI
AOCJIiI’KEeHb B OpraHizamii

A3
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B.2
C. 4

19. IIpouec BuGOpy ¢ipmu Ajs1 NPOBeleHHA MAPKETHHIOBHUX JIOCTiIKEHb
Ma€____ eTamiB:

A5

B.6

C. 10

20. MapkeTHHIOBI JOCTiI’KeHHS CIIOKUBAYiB 30UpPar0Th iH(opMaLio nMpo:
A. TEHJICHIIIT HA PUHKY, K1 MO’KHAa BUKOPUCTOBYBATH JJI MPOTHO3YBAHHS

B. akmii Openay

C. BUMOTH 110 AM3aiiHy BUPOOY

D. edekTUBHICTH METO/IIB Ta MPUHOMIB MPOJIAKY

21. MapKeTHHIOBI I0CTiKeHHSI IPOCYBaHHS 30UPaKTh iH(opMaLiio Npo:
A. HaliOIBII MIIXOAIA TOBAp 3aMIHHUK Ta ariTalliHUNA MaTepial

B. akiii 6peny

C. BUMOrH 10 AM3aiiHy BUPOOY

D. edekTHBHICTH METO/IB Ta MPUWOMIB MPOJAKY

22. MapKeTHHIOBI JOCTiI)KeHHS TOBapy 30MparoTh iHgopmauiro nmpo:
A. HalOIBIII MIIXOAIA TOBAp 3aMIHHUK Ta ariTalliHui MaTepian

B. akiii 6peny

C. BUMOrH 10 AM3aiiHy BUPOOY

D. edekTHBHICTH METO/IB Ta MPUWOMIB MPOJTAKY

23. MapKeTHHIOBI JOCTII’KeHHSI PO3MOALTY 30UpPal0Th iH(opMAaLiio MPo:
A. HalOUIBII MAXOAIIA TOBAP 3aMIHHUK Ta ariTalliiHui MaTepian

B. akuii 6penay

C. BUMOTH 110 AU3aitHy BUpPOOY

D. naiikpare miciie i CKJIaJ(iB Ta TOPTOBUX TOYOK

24. MapkeTHHIOBi 10CTixKeHHs 30yTy 30UparoTh iHGopmaniro npo:
A. HaOUIBII MAXOAIIA TOBAP 3aMIHHUK Ta ariTalliiHui MaTepian
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B. akuii Opennay
C. BUMOrH 10 An3aiiHy BUPOOY

D. eexTUBHICTH METOAIB Ta MPUIOMIB MPOJAXKY

25. MocigxeHHsl PO MAPKETHUHIOBEe CepeloBHIle 30MpPaloTh iHpopMalio

npo

A. HaMOLIBII MIAXOSIIa TOBAp 3aMIHHUK Ta ariTalliiHUuN MaTepiai
B. TexHOJIOT14H1 BIIUBH
C. BuMoOrH /10 1M3aiiHy BUPOOY

D. edekTUBHICT, METO/IIB Ta MPUHOMIB MPOJIAKY

26. MuipkHapogHa oprasizailisis 3 JIOCTIDKEHHS pUHKY, CIIOXKHBayiB Ta
CyCHIJIbCTBA -

27. CucrematnyHuii 30ip Ta I1HTeprpeTauis 1Hdopmalii Opo Joaen Ta
oprasizailii, 1[0 BUKOPUCTOBYE CTATUCTUYHI Ta aHANITUYHI METOAU Ta MPUHOMHU
MPUKJIAHKUX, COIIAJIbHUX, TOBEIIHKOBUX HAyK Ta HAyK MO JaHi, 00 TeHepyBaTH el
Ta MIATPUMYBATH IPUHHSITTS PIlICHb MOCTaYaIbHUKAMH TOBAPIB Ta MOCIYT, YPSIaMH,

HEKOMEPIIIHHUMHU OpraHi3aIlisiMU Ta ITIUPOKOIO TPOMAJICHKICTIO — 1€

28. Benuki KOMIaHii, fKi CHELIaNi3ylOTbCd Ha MPOBEIEHI MapKETUHIOBUX

JOCITIDKEeHbB, 1 HAal0Th CHHANKOBAHI JaH1 Ta 1HAWBIAyaJbHI MOCIYTH — I1€

29. O6csr ToBapiB ad0 MOCITYT, IKM PUHOK B 3MO31 CIIOKUTH 32 IEBHUN TEPMIH

Ha [pY [IEBHUX YMOBax — L€

30. Po3mip puHKY Ha SIKMil MOK€ MTPETEHAYBATH KOHKPETHA (ipMa 3 HAssBHUM Y
Hei ToBapoM, a00 piBEHb MOMUTY, SIKHUM MOXeE 3aJI0BOJILHUTHU JJaHa (pipMa BUXOJIIUU Ha

PHHOK 31 CBOIM TOBapOM — I1€
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Posgin Il. MPOLEC MAPKETUHIOBOIO AOCNIAXEHHA
Li/1 HABYAHHA:
BuBuuBIIM 11€1 PO3/ILI, BU 3pO3YyMI€TE:

® npoyec NPoBedeHHs MapPKemMuH208UX O0CIIONHCEHb MA 1020 emant,

® K GU3HAYAMU NOMPIOHY CMPYKMYPY O0CHIOHCEHHS

® DPIBHUYIO MIJC NPUKIAOAMU, ONUCOBUMU MA  NPUYUHHO-HACTIOKOBUMU
O0CTIOHCEHHAMU,

®  OCHOBY eMUYHUX ACNEKMI8 MAPKEMUH2OBUX OOCIONCEHD

® 30008 ’513aHHs OOCIIOHUKA Nepeo KAIEHMamu

® NUMAHH eMUYHOCMI Y MAPKEMUHLOBUX OOCHIONCEHHSIX

® OCHOBHI MeHOeHYIl Y MAPKEMUH20BUX OOCNIONCEHHIX

®  BadXCIUBICMb KPeamUSHOCMI K MAPKEMUH208UX O0CNIOHCEHHAX

®  30CMOCYBAHHI MAPKEMUHEOBUX OOCTIONCEHD

®  DOJIb MAPKEMUH20BUX OOCTIONCEHD Y NPULIHAMME YNPABTITHCOKUX DIUUEHD

® ingopmayiiina cghepa y MapkemuH2o08ux 00CHIONCEHHIX

® UIAXU OMPUMAHHS IHDOpMayii

2.1. BusHayeHHs pouecy MAapKEeTHHIOBUX JAOCTIIKeHb

[Ipollec  MapKeTHHrOBUX  JOCHIJKEHb TIPYHTYETbCSI Ha  PO3YMIiHHI
MapKETUHIOBUX PIlIEHb Ta NOTPEO, AKI BUHUKAIOTH Y MPOLEC] IX MPUUHATTSA. 3 i€l
Mo3uIlli (POPMYJTIOIOTECA 1Tl Ta 3aBAaHHSA JOCHIDKEHHA. A i iX JTOCATHEHHS
BCTAHOBJIIOETHCA TMIAXiA MIOM0 TMPOBEACHHS MOCHIKEeHHA. Jlami BHU3HAYAIOThCS
BIIMOBIAHI JiKepesna 1H(opmalli Ta OIHIOETHCS Ha BIAMOBIIHICTh CYKYMIHICTb
METOAIB 300py JaHuX, (GOPMYyIOUYH CTPYKTypy (Aau3aiiH) mocmipkeHHs. JlaHi
30MparoThCsl HAMOLIBII MIAXOASIIMM METOAOM; IX aHaNI3YIOTh Ta IHTEPIPETYIOTh, a
TaKOX poOJIsATHBUCHOBKU. Jlaji, BACHOBKM Ta peKOMEH Iallli HaJalThes y popMari,
SKUW JT03BOJIIE BUKOPUCTOBYBATH 1HGOPMAIIO I MPUNHATTS MapKETUHTOBUX
pillieHb Ta 0e3MmocepeHbO pearyBaTH Ha Hei.

OTxe, MPOIIeC MAPKETUHTOBUX JOCIIKEHb — 1€ HAOIp 13 MIECTH €TaIiB, 1110

dbopMyIOIOTh  3aBIaHHSA, SAKI  CHOiJl BUKOHATH  TiJl 4Yac  IPOBEICHHS
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MapKEeTHUHTOBOTO AociimkeHHs (puc. 2.1). Cronu BXOmATh BU3HAYCHHS MPOOJIEMH,
po3po0Ka miaxoay A0 nmpobieMu, GOpMYITIOBaHHS MPOEKTY AOCTIIHKEHHS, MOJIhOBI

po0OOTH, MArOTOBKA Ta aHAII3 JaHUX, a TAKOXK (DOPMYBaHHS Ta IMPE3CHTAIIis 3BITIB.

Mpouec MapKeTUHroBUX A0CNiAMKeHb — Lie Habip i3 WwecTn eTanis (BU3HaYeHHs Npobaemu,
po3pobKa nigxoay Ao npobaemun, GopmyntOBaHHA NPOEKTY AOCIAMKEHHA, NONbOBI PO6OTH,
NiAroToBKa Ta aHani3 AaHUX, GOPMyBaHHSA Ta Npe3eHTaLif 3BiTiB), AKi GopMyntoOTb
3aBAaHHA, AKi CNif BUKOHATM Nig 4Yac NpoBeAEHHA MAaPKETUHIOBOro AOCAIOXKEHHA

Kpok I — Bu3HaueHHs1 mpo0JieMu

MeToro 1BOTo eTary € Po3yMiHHS MPHUPOJAH MAPKETHHTOBOI MPOOJIeMH, IJIS
BUPIIICHHS SKO1 HEOOXITHO MPOBECTH AOCHiKeHHsS. [licis TOYHOTO BHU3HAYCHHS
po0JIeMH, JOCIiTHUK MOYKE BIICBHEHO TIEPEXOUTH JI0 MTOJATBIIOTO IIAHYBAaHHS Ta
IIPOBEJICHHS TOCJI1JPKEHHS.

Kpok II — po3poOka nigxoay xo npodiemMu

JlaHuii KpOK CHpsSMOBAHMI Ha BHUABJICHHS (PAKTOPIB, SKl BIUIMBAIOTh Ha
CTPYKTYpYy nociipkeHHs. KirodoBuM HOro eneMeHTOM € BuOIp, ajamnTaris Ta
po3poOKa BIAMOBIAHOI TEOpPETHYHOI Oa3u, sika O JsArJa B OCHOBY IPOEKTY
nociimkeHHsl. Po3yMiHHS B3a€MOTOB’SI3aHUX XapaKTEPUCTUK MPUPOAU I[IITHOBUX
PECIIOHJICHTIB, THUTaHb, sAKI iM CIiJ 3a7aTH, Ta B SIKOMY KOHTEKCTI II€ Mae€
B110yBaTHCS, TOKJIAJAETHCI HAa «OCHOBHY» Teopito. BoHa momomarae JOCTIHUKY
BUPIIIUTH, IO MOTPIOHO BUMIPATH YW 3PO3YMITH Ta K HAWKpallUM YHUHOM

IHTEpHPETYBAaTH Ta NIEPEAABATH MPOBEIEHI BUMIPIOBAHHS YU OTPUMAaHI 3HaHHS.

1.Bn3Ha4YeHHA 2. Pospobka 3. Po3pobka
npobnemu S nigxogy #o An3aliHy
npobnemm [OCNiAXKEHHR
|
\%
4. PoboTa Ha MigroToska Ta 6.MigrotosKa Ta
MmicuaxTa36ip > aHanis gaHmx > npeseHTaLis
[aHUX 3BiTYy

Puc. 2.1 - Ilpouec MAPKeTHHIOBHUX A0CJiIKEHb
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Bupinrytoun, mo came ciifi BUMIPIOBaTH, AOCTIAHUK TaKOX pO3pooIise

METOJMKH, 32 JJOTIOMOTOI0 SIKUX OYyIyTh aHai3yBaTHCS 310paHi JaHi.

Kpoxk III — po3poOka qu3aiiHy J0CTiKeHHS

Juzaiin  JochipkeHHS — 1€ OCHOBa abo0 TMjaH /s [POBEIEHHS
MapKETUHIOBOTO JOCIITHUIIKOTO, B KOMY JIETaJIbHO OIMCaHlI MPOIEAYpH, SIKI
TOTPiOHi 171 OTpUMaHHAHeoOXinHoI indopMmanii. Foro MeTa momsrae B ToMy, o6
CTBOPUTH TaKUM TMPOEKT JOCIHIKEHHS, AKUW Oyne abo mepeBipsATH TilmoTe3u, abo
BU3HAYaTH MOXJIMBI BIATMOBII HA MOCTaBJIEHI JOCIITHUKOM TMUTAHHS 1, 3PEIITOIO,
HajgaBatu 1H(poOpMaIlilo, HEOOXIAHY Il NPUUHSATTS pilleHb. TakoX YaCTUHOIO
IPOEKTY JOCHIIPKEHHS MOXYTh OYTH: 3aCTOCYBAaHHS TE€BHHX JOCITIIHUIIBKUX
METO/IIB; TOYHE BHU3HAUCHHS 3MIHHMX, IO MJISTal0Th BUMIPIOBaHHIO; PO3poOKa
BIJIMOBIJIHUX IIKaJI JJI1 BUMIPIOBaHHs 3MiHHMX.Ha 1boMy eTarni noTpiOHO BUPILINTH,
SK CIIJT OTPUMYBATH JIaHl BiJl PECHOH/EHTIB (HANPUKIIA, IUISIXOM OIMUTYBAaHHS 200
€KCIIEPUMEHTY).

Kpoxk IV — po6ora Ha micusix abo 30ip naHux

YeTBepTuid KpPOK MOYMHAETHCA 3 MPOIECY PETEIBHOr0 300py Ta aHami3y
BTOPUHHHX JKEpes NaHux. BTopuHHI naH1 — 11€ JaHi, 310paHi paHie s SKUXO0Ch
1HIIMX 1uied. BoHn MOXXyTh 30epiraTucst B opraHizarlii ik 0a3u 1aHuX, K1 IeTaJIbHO
ONMKCYIOTh XapakTep 1 YacTOTy MNOKYNOK KI€HTIB. IIpoxo/keHHs 1bOro eramy
JI03BOJISIE YHUKHYTH MOBTOPHOI pOOOTH Ta, KOPUCTYIOUUCH TOMEPETHIM JTOCBIJIOM,
3pOOUTH KOPUTYBaHHS B [JIJaHAX Ta y BUOOPI1, IO CaM€ BAPTO BUMIPIOBATH, T TAKOXK
BU3HAYMUTHUCS SIKI BAKOPUCTOBYBATH METOHU (KUIbKICHI a00 sikicH1). BropunHmit 361p
Ta aHaNl3 JaHUX MOXE 3aBEPIIMTH TPOLEC JOCTIKeHHs. Tak y BUIAIKY, KOJUA B
X0/l HOTO MPOBEJICHHS BUSIBUTHCS, IO ICHYE JOCTATHS KUIBKICTH 1H(oOpMarii s
iHTepnpeTaiii i GopMyTFOBaHHS BUCHOBKIB Ta TMPUUHSTTS YIPABIIHCHKUX PIIICHb.
BTropuHHI faHi1 YyTBOPIOIOTH )KUTTEBO BAXKIUBY OCHOBY JUISI IPOBEICHHS IEPBHHHOTO

300py MaHUX.

BTOPUHHI OAHI — ue aaHi, AKi 3ibpaHi paHilie Ana AKMXOCb iHWKUX Linen Ta MOXyTb
3bepiraTncs B opraHisauii Ak 6a3n aaHux.

Kpok V — IlinroroBka ta aHaJji3 J1aHuX
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[linroToBKa NaHUX BKJIIOYA€E peNaryBaHHsS, KOJYBaHHS, TPAHCKPHIILIIO Ta
nepeBipky maHux. [Iporec miaAroToBKY Ta aHali3y JaHUX MO CYTI OJJHAKOBHM SK JJIS
KUIBKICHMX, TaK 1 JUIsI IKICHUX METOJIB; SIK JUIS JaHUX, 310paHuX sK 13 BTOPUHHUX,
Taki 3 MEPBUHHUX JKEpe. AHaI3 JaHUX HE PO3TISAAE€ThCA Mmicis 300py JaHHX, a €
HEB1Jl'€EMHOIO YaCTUHOIO TMPOIIECY BU3HAUYEHHS MMIJIX0y, PO3POOKH TOCITIAHUIIBKOTO
MPOEKTY Ta BIPOBA/KCHHS OKPEMHUX KIJTBKICHHX a00 SKICHUX METOAIB. SIKIo maHi,
K1 TIATa0Th 300py — SAKICHI, MPOIIEC aHATI3y MOKE BIiIOyBaTHCS IIiJl 4ac 300py
JaHUX, 33JI0Br0 JI0 TOTO, K OyAyTh 3aBEpIICHI BCl CIIOCTEPEKEHHSI YU 1HTEPB IO.
HeBin’eMHOI0O 4YacTHHOIO SIKICHOI MMIJATOTOBKM Ta aHalll3y JaHUX € HaBYaHHSA
JIOCIIITHUKIB Ta BUBHAYEHHS CIIOCO0IB 1HTEpIpeTalli mo6aueHoro Ta mouyToro.

Kpok VI — IlinroroBka Ta npe3eHranis 3BiTy

Becb mnpoekr mnoBuHeH OyTH C(POPMOBAHO y NUCBMOBIA JIONOBIAL, SKa
MPUCBIYEHA KOHKPETHUM BU3HAYCHUM JOCTITHUIILKAM IMMHATAHHSM, OMHCYE TIAXI,
JU3aiiH  JTOCHIKEHHA, 301p JaHUX Ta TMpOLENypH IX aHalizy, MpeACcTaBise
pe3yiabTaTUTa OCHOBHI BUCHOBKHU. Pe3yibTaTH NOCHII)KEHb MOBUHHI OyTH MOJaH1 B
3po3ymiiomy (opmari, mo0 BOHM MOIVIM OyTH JIESTKO BHUKOPHCTaHI B MpoIlieci
NPUUHATTA pimieHb. KpiM TOro, sl MOCUJIEHHS SICHOCTI Ta BIUIMBY CIIiJl 3pOOUTH

YCHY MPE3EHTAIII0 KEPIBHUITBY, BAKOPUCTOBYIOUH TAOJIMII, MAJTIFOHKHU Ta Tpaiku.

2.2. 3000B's13aHHS JOCJIIHUKA Mepe] KIIEHTaMu
OkpiM eTHYHUX 3000B'I3aHb TEpPEe] PECIOHJECHTAMHU, IOCTIIHUKUA TaKOX
MAarOThIIIE Pl 3000B's13aH1 Mepe]l CBOIMU KIIIEHTAMU, 10 HUX HaJIEkKaTh:

1). Touna npedcmaeénenicmo BUKOPUCMAHUL MeMOOUK ma OMPUMAHUX
pe3yniomamie. llpu oTpuMaHHI Ta aHadi3l JaHWX JIOCHIHUKU TIOBUHHI
BUKOPUCTOBYBaTH €(EKTUBHI METOAM JOCHIIKEHHA. TakoK O0OOB’A3KOBUM €
iH(hOpMYyBaHHS KIIIE€HTIB, KOJM BOHH IMOJAIOTh 3alUTH HA JOCIIHKEHHS HE0OIyMaHO
(6e3 HIX MOHA OOIUTHUCS).

JIOCTITHUK TaKOX TMOBUHEH MOBIJOMHUTH KIII€HTa TPO OyAb-sIKIi KPUTHUYHI

HEeJ0J1KK a00 00OMEKEeHHs 310paHuX JaHUX, OCOOJIUBO THX, K1 MOXKYTb IPU3BECTH B

IMoJAJIbIIIOMY 10 CCpﬁOSHHX IIOMHMJIOK.

2). 36epesicenns ingopmayii npo KiicHma ma pe3yivmamu O0OCHIOHNCEHb Y
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maemuuyi. bynp-skuit dakTHuHUA a00 TOTEHINWHWN KIIEHT, KU 3BEPTAETHCA
JAOmocmiagHANbKOi  QipMH, MOXKE pO3paxOBYyBaTH, Ha Te, IO BCA HagaHa iHGopMaIlisl B paMKax IHX
BiJIHOCHH, € KOH(IJCHIIIHHOFO.

3). Jlocnioocenus ne noBUHHI NPOBOOUMUCH, SIKWO U020 NPOBEOEHHS 3A2POANCYE
KOH@hiOeHyiliHOMY Xapakxmepy 8i0HOCUH KIIEHM-0O0CTIOHUK.

[TignpuemcTBa, fKI CHEHIANI3YIOTbCSA Ha TMPOBEICHHI MapKETUHTOBUX

JOCITIKEHb TaKOXK HECYTh €TUYHI 00OB'S3KH I110JI0 YYACHUKIB JOCI1IKEHHS.

2.3. IInTaHHs €TUYHOCTI Y MAPKETHHIOBUX JOCTiZKEHHSX

KoxHe cycniiabCTBO BOJIOJIE CTaHAApTaMH, JOTPUMAHHS SKUX OYIKYy€ Bij
cBOiX wieHiB. [HOAI 111 cTaHAAPTH € JOCUTh TOYHUMH, 1 IIOA0 X 3HAYEHHS MalKe HE
BUHUKAE CYINEpPEYOK, OJHAK, CTAaHIAPTH € JOCUTh 3arajJjbHUMU 1 MOXYTh
TIAYMAYUTHUCA TIO- PI3HOMY. 3aHENOKOEHHS BUKIIMKAE CTABJICHHS 0 MUTaHb €TUKHU
YYaCHHUKIB MapKETHHTOBHUX JIOCHTIKE€Hb. TaK, 37OBKHUBAHHS, SIKI BUHUKAIOTH y I
rajiysi, SK MpaBWJIO, MOAUISIIOTECA HAa TPU MIMPOKI Kareropii: BTOPTHEHHS B
MIPUBATHE KUTTS, BBEJICHHS B OMaHy Ta HaB'SI3JIUBICTh.

1. Iopywenns xoughioenyitinocmi — 1 podaeMa Ty»Ke PO3MOBCIOKCHOI Y
MapKETUHTOBUX JOCIHIJIKEHHSX, a TAKOXK 3yCTPIYAETHCSA y 0ararbOx 1HIIHMX acleKTax
6131ecy. OiHaK HacMpaB/Al BU3HAYUTH, KOJU BUHUKAE 3arpo3a BTPYUYaHHS y PUBATHE
KUTTS JIIOJUHU, MOXKe OyTH CKjiIaaHo. Hampukian, 4 CIOCTEPEKEHHs 3a IisIMU
BIJIBIlyBaya pecTopaHy, a00 MOKYMIS B CyNEpMapKeTl € BTOPTHEHHSM y HOTro
pUBaTHE XUTTA? Po3nuTyBaHHS JIFOAWHM 1010 i1 BIIOJ00aHb, T0XO/IIB Ta IJIAHIB — I1€
BTOPTHEHHS B MPUBATHE KUTTS?

BBakaeTbcsl, 1110 CIOCTEPEIKECHHS 32 MyOJIYHUMHM JisIMU JIFOAUHU (HAIIPUKIIA,
3a BIJBIlyBaHHSAM PECTOpaHy, YW TMOKYIKAMH B CyIMEpMapKeTi) HE MOPYIIye iX
KoH(pigeHIiHICT,. Takoxxk 1HdoOpMallisg, O0Xode HajJaHa pPECHOHICHTaMU B
ONUTYBaHHI, HE € BTPYYaHHSIM Yy iX NPUBATHE >XKUTTHA, OCKUIBKH Y4YacThb OCOOH
nepenbavae 3romy. OCKUTBKM HE ICHYE€ 3arajJbHONPUHHATOTO BU3HAYCHHS
KOH(]1AEHIIIMHOCT1, BTOPTHEHHS B IPUBATHE KUTTS BUKJIUKAE 3HAYHE 3aHETIOKOEHHS

JOCTITHUKIB MApKETHUHTY.

2. Bsedenmns 6 omany — L€ CHUTYyallis, KOJU AOCTIIHUK CIIOTBOPIOE METY
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JAOCTIDKEHHSI, WOTO CHOHCOPCTBO, OOIISIHKM aHOHIMHOCTI, KUIBKICTH dacy,
HEOOX1THOTO JIJIs y4acTl y IOCTIHKEHH1 3a/1J1s1 CIOHYKaHHS PECIIOH/ICHTIB J0 yJacTi B
HBOMY.

MaOyTh, HaMBIIOMIIIUM OOMAaHOM € BHU3HAYEHHS PIBHA MPOJAXKY IIiJ
BUIJISIZIOM MapKETUHTOBUX JIOCHIKEHb Ta 1H(GOPMYBAHHS pPECIOHJEHTIB, IO
OTUTYBaHHS HE 3aiiMe Oarato wacy. OmgHAK OJHO3HAYHOTO 1 TOYHOTO BH3HAYCHHS
«o0MaHy» B MAapKETHMHTOBUX JOCHIDKEHHSX Ba)XKO JaTH. ETuuHMil Koaekc nae
MOSICHEHHS, SIK1 came Jii MOYKHA BBaKATH MPUHHATHOIO TTPAKTHUKOIO.

3. Hag'aznugicms — TyT MU pO3MIISIAAEMO i1 AOCIITHUKIB, SIKI IEMOHCTPYIOTh
BIJICYTHICTh TypOOTH Ta ToBaru pecnoHaeHTIB. Croau MOXHa BIHECTH Taki Aii, K
3B’SI30K 3 PECIOHACHTAMHU Yy HE3PYYHHI 4ac, BTpaTa 4acy yYacHHKIB 4epe3 MOTaHO
M1JTOTOBJICH] IHTEPB 10.

CrewiayicT 3 NUTaHb €THKU TAaK0X MOXYTh OpaTh ydacTb y IPOBEICHHI
MapKEeTHHTOBUX JOCHIKE€Hb, BH3HAYAIOYH YW MPOBOAHWTHCS BOHO ETUYHO
npaBuwiIbHO. Tak, KoM AOCHI/PKEHHS BKJIIOYAE TECTyBaHHS MPOJYKTIB, SIKI MOXKYTb
MaTH ITOTEHI[IMHO HeOe3neyHl moOiuHl A1l U1 CIIOKMBAYIB, CJIJ JOKJIACTH 3HAYHOL
yBary, 1moo6 nporeaypu Oyjir eTUYHO NPUUHATHUMH Ta HE MiIJaBaTUCh KPUTHIL.

[Ipodeciiinuii Koaekc mpakTUku i gochigHukiB puHky — Komekc ICC /
ESOMAR 06a3yeTbcsi HA HACTYITHUX BOCBbMU IPHUHIIMMIAX:

1. [TepconanbHi 1aHi MOBUHHI 0OPOOJIATHUCS PO30PO 1 3aKOHHO.

2. IlepcoHanbHi JaH1 TOBMHHI OyTH OTPUMAaHI JIMIIIE ISl 3aKOHHUX IIiJIeH 1 HEe
MOBUHHI 00p00JIATHCS OyAb-SIKUM YMHOM, SIKUH HECYMICHUH 3 TAKUMH LIIIMH.

3. IlepconanbHi AaHi NOBHHHI OyTH aJI€KBaTHHUMH, PEJICBAaHTHUMHU Ta HE
HaJIMIPHUMU BITHOCHO IILJI1, JJIS IKOT BOHU BUKOPUCTOBYIOTHCS.

4. IlepcoHanbHi 1aHi MOBUHHI OyTH TOYHUMU Ta AKTyaJIbHUMH.

5. IlepconanpHi AaH1 HE TMOBUHHI 30epiratucs y CripaBi JOBIIE, HIXK II€
HEOOXI1THO JIJIS METH, 3apajIH SIKO1 BOHH OyJIM OTpUMaHi.

6. IlepconanbHi JaH1 MOBUHHI 00pOOJIATHCA BIAMOBIAHO 10 BUMOT 3aKOHY PO

3aXUCT JaHUX.

7. TloBuHHI OyTH BXUTI BIAMOBIAHI TEXHIYHI Ta OpraHi3amiifHI 3aX0au s
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3aro0iraHHsl HECAaHKI[IOHOBAaHOI a00 HE3aKOHHOT OOpOOKM MEpPCOHANBHUX JaHHUX Ta
3ax¥CTy X Bl BUMIQJKOBOT BTPATH, 3HUIICHHS a00 MMOIIKOKESHHSI.

8. IlepcoHanbHi NaHi HE TOBHHHI MEpenaBaTHUCs 3a MeXi €BpONENHCHKOro
€KOHOMIYHOTO MPOCTOPY, AKIIO HE TIependadeHi 3amo0iKH1 3aX011 TSl 3a0e3MeUeHHS

mpaB 1 cBOOOJ, 1110/10 0OPOOKH MEPCOHATBHUX AaHUX, CY0'€KTIB IIUX JaHHUX.

2.4. TenaeHuii y MAPKETHHTOBHUX JAOCJIIKEHb
MoxHa  BHOKPDEMUTH HACTYMHI YOTHPU OCHOBHI  TEHACHILIl Yy
MapKETUHTOBUXAOCIIIKCHHSIX

1. Ilepexin Bix BUOIpKA HMOBIPHOCTEH /10 BUOIPKU KBOT, pa3oM 13 3MEHILEHHSM
o0cAary BUOIpKH.

2. 3 MeTOI0 3MEHIIIEHHS Yacy Ta BUTPAT Ha MPOBEJEHHS IOCIII)KEHb, B TPOEKTaX
CIOCTEPIraeThCsl 3MEHIICHHS BUKOPUCTAHHS IHTEIPOBAHOI MOJENI CIIOCTEPEKECHHS
AKICHOTO, TIJIOTHOT'O Ta IIOBHOTO OOCTEKEHHSI.

3. BinbIie 3acTOCOBYIOTh SIKICHE JOCHIKEHHS, IK aBTOHOMHUMA METO/I.

4. 3pocTae BUKOpPHCTaHHS 0a3 TaHUX JIJIs BUOIPKH.

2.5. KpeaTuBHiCTh Y MAPKETHHTOBHX JOCJIIKEHHAX

B TenepimHiX yMOBax IIBHJIKUX 3MIH Yy CBITi, PEryJsIpHO 3’ SIBISIOTHCS
CUTYaIIi1, K1 paHiiie He BUHUKaIu. HoB1 TeXHOJIOT11, MOCUIIEHHSI KOHKYPEHIIii, 3MIHU
COIIAJIbHUX I[IHHOCTEW, BCE HOBI OUIKYBAHHS CIIOXHBayiB, €KOHOMIYHI KpU3HU Ta
1HII1 3M1HU, 10 BiAOYBalOThCS B JIJIOBOMY CEpPEAOBMILI, MOPOIKYIOTh BCE HOBI i
HOBl BUKIWKH JUIsl YOPaBJIIHHS, a PIlIEHHS MPoOJeM YacTO BHUMAararTh HOBHUX
MiIX0/11B, a/pke A00pe 3HaHI METOAU BXKE€ HE MOXYThb JIONMOMOITH Y BUPIIICHHI
npo6siem. 3a Takux 0OCTaBMH MOTpeda y TBOPUOMY MIAXOAl 0 BUPILIEHH] poOaemM
HaOyBae Bce OUIBLIOTO 3HAUEHHS.

[Totpeba y TBOpPUOCTI MHpHU MPOBEACHHI MAPKETUHTOBUX JOCHIIKEHb HE
MEHIIa, HDK Yy OyIp-sKii 1HIIINA Traiy3i MapKeTuHry abo MeHemkmeHty. 11106
JOCTIKEHHSI Hajajao KOpUCHY iHdoOpMaIllio, sKa JJOMOMOXKE OpraHizallisM

OTPUMATU KOHKYPEHTHI
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nepeBary, BOHO MOBUHHO OyTH pO3pO0JIEHO 3 BUKOPUCTAHHSIM TBOPUYOTO IMiIXOTY

TaMa€e OyTH 3JaTHUM BUCJIOBUTH HOBI 1]1€i, YSIBJICHHS Ta TOYKU 30pYy PECIOH/ICHTIB.

TBopuwmii miaxia gornomarae:

MOKPAIIUTH PE3YIbTaTUBHICTh

3a0X0YYyBaTH BUT1JIHI 1IHHOBAIII{

BiJTHOBJTIOE€ MOTHBAIIIO CITIBPOOITHUKIB

MOKpaIye 0COOMCTI HABUYKU Ta €PEKTUBHICTh POOOTH KOMaH U
TCHEPYBATH i/Iei 1010 HOBHUX ITPOIYKTIB Ta MOCITYT
BJIOCKOHAJIFOBATH pO0OOUI MPOIECH

3abe3nedyBatu miatGopmy, Ha sIKii oprasizailisi MOKe€ PO3BHBATH CBO1

KOHKYPEHTHI1 IlepeBaru

2.6. 3acTocyBaHHSI MAPKETHHIOBHUX JA0CTiIKEHb

B OCHOBHOMY MapKETHMHIOBI JOCIHIKEHHS 3aCTOCOBYIOTBCS Y TpPbOX

BHITaJIKaX AK: ITOIICPCOHE I[OCJ'IiII}KGHH}I, JJI IIOIIYKY TIIIOTE3H YU IMPUITYIICHHA, a

TaKOX JJI OLIHKH €()EKTUBHOCTI PEKJIAMHUX 3aXO/I1B.

1.

llonepeone Oocniodxcenuss 4acTo HEOOXITHE TMepel  y3roJKEHHSIM

OCTAaTOYHOI'O 3aTBCPAKCHHSA Ta BU3HAUCHHS HpO6H€MI/I.

[TonepenHe OCTIKEHHS] MOKE CTOCYBATHUCS HACTYITHUX MUTAHb:

* pEriOHAJIbHUN YU HAI[lOHAJIbHUIM PUHOK TOBAapy/MOCITYTH;

* XTO CKOPUCTAETHCSA JAHUM TOBAPOM/TIOCITYTO10;

* SKUMHU TOBapaMH/MOCITyTraMU-3aMIHHUKAMU KOPUCTYIOThCSI.

Biamosini Ha moAiOHI 3anUTaHHS MOXYTh JOTIOMOTTH BU3HAYUTU MPUPOIY Ta

o0csr OUIBII MOBHUX JOCHIKEHBb. OTrJjs MOmepenHiX AO0CHiKeHb MOXe OyTu

KopucHUM. Hanpukiaz, SKIIo mpomno3ullis, BUCYHYTa SIK 171es HOBO1 MOCIyTH, OyJa

nonepeaHbo JociimkeHa. AOo Bxke € omyOIiKoBaH1 MaTepiaiu, siki MOXKYTh HaJaTH

HEOOXIHY JIJIsl 3aMOBHHKA 1H(OpMAILito.

2. IIpunywenns abo cinome3u po3poOSIOTHCS M1 Yac MOMEPEIHHOTO MOLTYKY

Ta B XOJll BU3HAUYEHHS MApKETUHroBOi mpoOiemu. s oTpuMaHHS JOKa3iB, IO

MiATBEPKYIOTh 111 TIMTOTE3U MPOBOIATH MiICYMKOBI focmipkeHHs. [Ipu mpoBeneHH1
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H1ATBEPHKYIOUUX JTOCIIHKEHb POBOUTHCS PETEIbHUIM MOIIYK BXKE OMyOJIIKOBAHUX
JTaHWX, X04 MOJIbOBI JTOCIIKEHHS TAKOXK MOXYTbh IMTPOBOAUTHUC.

3. Hocnioxcenus eghexmusHocmi 3aCTOCYIOTHCS JJISl OLIIHKHA TOTO, SIK J00Ope
MIPOBOJIATHCS PEKOMEHIOBaHI MApKETHHTOBI Jii Ta SKi pe3yJbTaTH 3 TOYKHU 30Dy
MOCTABJICHUX IIJIE OTpUMYyIOThCS. JlaHi TOCTIDKEHHS Jaf0Th MOXKJIMBICTH

KOHTPOJIOBATH €(PEKTUBHICTh YIPABIIHHA MAPKETUHIOM.

2.7. BUKOPHUCTAHHS MAPKETHUHIOBUX J0CIi/IKEHb

MapKkeTuHIroBe JOCHIIKEHHSI MOXe OyTH KOPUCHUM Yy MPUUHATTI MPAKTUYHO
OyIb-SIKOMY YTMpaBIIHCbKOMY pitieHH1. Hanpukian, onuTyBaHHs 1100 1iH Oyyo 6
HAJ3BUYalHO KOPUCHHUM, TPH BUPIIMICHHI MUTAaHHA 30UTbIICHHS NPUOYTKOBOCTI;
ONMUTYBAHHS MpPALIBHUKIB — NPH BUPINIEHHI ONTUMI3AIlll KaApOBOIO CKIamy; IJs
CKJIa/IaHH$ IUTAHOBOT'O OOCSTY MPO/IaXKiB — OMUTATH CIIOKUBAYIB PUHKY.

VYci acnexktu BeAeHHS OI3HECY 1 pHHKY, s Kpamoro ix po3yMiHHS,
noTpeOyroTh 1Hpopmarllii. TomMy MapKETHHIOBI JOCHIIKEHHS € HEe3aMIHHUM
JDKEPENIOM JaHUX Ta JKUTTEBO BAXKIMBUM KOMIIOHEHTOM 0araThOX MapKETHHTOBHX
napaaurM. Po3risiHeMo MaTpHIl0 MPOAyKTiB Ta puHKIB 1. AHcoda. Bona mnokasyro
YOTUPU PUHKOBI CHUTyaIlii. 3aJIe)KHO BiJl TOrO, PUHOK, HAa SIKMA MU 3BEPTAEMOCH,
HOBUH a00 BXK€ HAM BIJIOMUH, Ta 4YM € TOBap (MoOcCiyra), SIKHA MH MPOJAEMO Ha

PUHOK, HOBUM YM B)K€ ICHYIOUMM (pHC. 2.2), IUIsl KOXKHOI 3 LIUX PUHKOBUX CUTYaIllil

€ OKpEME MApKCTHHIO] MapKeTHHT OBl AOCTIIKEHHS MapKeTHHT OBl AOCIIIKEHHS
MOXKYTh TIOKa3aTH MOXIJIUBI MOXKYTh MIOKa3aTH
HoBUIt NPOAYKT aJianTaiii HOBOTO MPOJYKTY HE3aJI0BOJICHI OTpeOn
MapKeTHHTOBI AOCHTIIKEHHS MapKeTHHTOB1 TOCIIKEHHS
MOXYTb BUMIPSATH MO>KYTbh 3HaUTH HOB1 00JacTi
3aJI0BOJIEHICTH CII0KMBAYiB JUIsL TOBAPIB 1 MOCTYT
Bxke icHytoumni
ICHYOUMIN PUHOK HoBuit pyHOK

Puc. 2.2 - [locnigxkeHHss pUHKY 3 BUKOpUcTaHHAM Matpuui I. Aucoda
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VY xutteBoMy nukii T. JleBiTTa MapKeTHHTOBI AOCTIIKEHHS BiAIrPaIOTh

BXXJIMBY POJIb Ha KO)KHOMY 3 eTalliB (puc. 2.4).

Hcﬂmn
3pLIICTE
Cnan
3pocTaHHA

» Yac
MapkeTHHIoBe MapkeTiHroBe MapxkeTiHHroBe
DOCTDKEeHHA A€ | NOoCiKeHHA IOCTIIKEHHS
1HpOpMaILIIO PO | Jronomarae IIYKA€ MUTAXH
He3aJIOBOICHICTh | CTBOPHTII "omonomKeHH"
noTped MOTYKHIII OpeH | ToBapy

Puc. 2.3 — MapkeTHHIOBI J0CII7KEHHS Ta JKUTTEBUH HMKJ TOBApY (IMOCJIyIrH)
T. JleBitTa

Yotupu P (product - ToBap, price - 1iHa, place - miciie Ta promotion -
MIPOCYBaHHSI) € OCHOBHUMH CKJIaJIOBUMH MapKETHHTOBOT'O KOMIUTEKCY. KokHe 3 HuX
BUMAara€ OKPEMHX MAapKETHMHTOBUX JOCHIIKEeHb, ISl KPaIloro po3yMiHHSA, SK

MPaIIOEKOXKEH KOMIIOHEHT I11€i cuctemu (puc. 2.5).

poaykr Hina
MapKkeTUHTOB1 AOCTIIKEHHSI MOXKYTh MapkeTUHroB1 JOCTIIKEHHSI MOXKYTh
MIEPEBIPUTH SIKOCTI MMPOAYKTY MOKA3aTH SIK OLIHIOIOTH IMTPOAYKT CIIOKUBaY1
3aCTOCYBABIIHU (POKYC-TPYITH, XOJI-TECTU Ta BUBHAYUTHU ONTUMAJIbHY IIHY
Micue Micue

MapKeTUHTOBI1 IOCHIIKEHHS MOKYTh | MapKeTUHroB1 JOCIIKEHHS MOXYTh Y BCIX
JIOTIOMOTTH 3 MapUIPyTOK TOBAPY Ha PUHKY | acIleKTaX MPoCyBaHHS TOBapy BiJl 111€i 10
OI[IHKH SIKOCT1 pEKJIaMH

Puc. 2.5. — MapkeTHHI0OBI 10CJIIIKEHHS B paMKaxX 40TUPbOX P

202



MapkeTHHTOB1 JOCTIPKEHHS TaKOX aKTUBHO 3aCTOCOBYIOTHCS B MOJITUYHOTO
MapKeTHUHTYy TpH ONUTYBaHHSIX TPOMAJCHKOI TyMKH, a TaKO0X B YIPaBIiHHI
MIePCOHAIOM, JII3HAIOYKCH PO CTABJCHHS MPAIIBHUKIB JO IMOJITHKH KOMITaHIli 49U
MIPOKJIIMAT, SIKUW CKJIABCSI B KOJICKTHUBI.

HeoliHEeHHO BENHMKUI BIUTMB MAlOTh MApPKETHHTOBI JOCIIDKEHHS y TIPUHAHSATTI
YOPaBIIHCHKUX pimieHb. Taki pillleHHS BUMAararoTh PO3yMIHHS PUHKOBOI CHUTYyallii
(Tabm. 2. 1):

Tabnuys 2.1 — Poib MAapKETHHIOBHX J0CTiKEeHDb Y
NPUITHATTI YIPABJIIHCbKUX PillIeHb

Pimnenns Pe3yabTaTH MAPKETHHIOBUX JOCTi/IKEHb

Po3yMmiHHS po3Mipy Ta CTPYKTYpU PUHKY JO3BOJISE IMiJIPUEMCTBAM
BH3HAYaTH CBOIO YacTKy pPHHKY Ta 4YacTKy KOHKYPCHTIB.
Orninka puHKY BumiproBaHHs pi3HUX CETMEHTIB PUHKY

JI03BOJISIE KOMIIAHISIM BUSIBJIITH MOKITUBOCTI Ta 3arpO3H.

Po3ymiHHS CcHOXHMBauya € KPUTHYHO BXKJIMBHM JUII  BCIX
HiANPUEMCTB. MapKeTHHIOBE JOCIHIIKEHHS IOKa3ye, SIK JOCSAITH
3aJJOBOJICHOCTI Ta JIOSUIBHICTH KJII€HTIB. Pe3ynmpTatn ONMMTYBaHb
3aJI0OBOJICHOCTI ~CIIO)KMBa4iB MOXYTb OyTH BHUKOPHUCTaHi JUis
JlocmiKeHHsl JYMKH | CETMEHTAIlil PHHKY Ta MONIYKY TPYIl CIIOKHWBAYiB 13 TIOBEAIHKOIO Ta

CIIO’KMBaJa norpedamH, siKi HaiOLIbIIEe BiIMOBIIAIOTH MPOJAYKTAM Ta MOCIyram
MIIPUEMCTBA.

C10BO «HOBMIf» 3a0XOUy€ CIOKMBAdiB KYyNyBaTH Ta TE€CTYBaTH
MPOAYKIit0. MapKeTHHIOB1 JOCIIPKEHHABIITPAIOTh BaKJIUBY POJIb
y BHSBIICHHI HE3aJJOBOJIEHUX MOTpPeO Ta MPOTECTyBaTH CTaBJICHHS

JocaigxeHHs 0 HOBUX IPOJYKTIB, HOBHX JM3aiiHIB YNAaKOBOK Ta HOBUX
HOBOT'O IPOAYKTY CMOCO0IB 3aJIy4eHHs KJIIE€HTIB

MapkeTHHIOBl JIOCIHIKEHHS BIJIITPalOTh Ba)JIMBY POJIb,

JoroMararoim HiI[HpI/IGMCTBaM BU3HA4YUTHU, SAK

MaKCHUMAJIbHO BUKOPUCTATH CBO1 peKJ’IaMHi 6IO)1)K€TI/I .

KomyHikanii Ta JocnimkenHs 3aco0iB MacoBoi iHGoOpMarlii BKa3ylTh Ha

AoCHiLKeHHS Openy e(eKTUBHICTh TeJepeKiiaMy, OaHepis, IarepnerTy.
MapkeTHHroBi JOCTIIKEHHS MOXYTb MepeBipUTU

peKIaMHi KOHIEMII{, a TaKoX JOMOMOITH y po3poOli Ta

BIJICTE)KECHHI €(DeKTHUBHOCTI OpEHIIB.

3. 8. Indopmaniiina chepa y MAPKETHHTOBHUX JOCJIIIKEHHAX
MapkeTHHTOBl ~ JOCHIDKEHHS HQMAlOTh 1H(GOpMAI0 I  BUPIMICHHS

KOHKPETHUX MpoO0jeM opraHizaiii Ta He3aMiHHI Yy TPUUHATTI MapKETHHTOBHUX

pillieHb, TOMY i MOXXHa pPO3IJISIIAaTH, K YaCTHMHY MAapKETWHIOBOI 1H(OpMAIiHOT
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CUCTEMU. 3aCTOCYBaHHS MAPKETHHTOBUX JIOCIPKEHb HE € BUYEPIHUMHU (Ta0. 2.2).

Tabnuys 2.2. - Indopmanisi, oTpuMaHa 3a J01MOMOI0I0 A0CJiIZKeHHS

Heo0xigna ingopmanis

Ilasxu OTpUMAHHSA

1. Po3mip ma cmpykmypa punky

? PunkoBa BapTiCTh, y TPOIIOBOMY BHpa3i Ta
OJIMHUIISX, K1 MPOIAIOTHCALIIOPOKY.

? IcTropuvHa TEHIICHIIISI PO3Mipi PUHKY.

? Kiro4oBi CIOXKHMBaui CETMEHTH PUHKY.

? KoHKypeHIlisl Ta CETMEHTH PUHKY.

? MapupyT BXOJKEHHSI Ha PUHOK.

® OnyO6aikoBaHi 3BITH PO

MapKETHUHTOBI IOCITI[KCHHS.
KabGinerHi nqocimiuKkeHHS.
JlocmiKeHHsT pUHKY, COPSAMOBAaHI Ha

BI/IMipI-OBaHHH CIIOJKMBAHHA Ta l'IpI/II[6aHH$I
TOPTrOBUX MApPOK.

2. Bukopucmanua ma cmaeieHHs 00 RPOOYKmie

? IloiHpOPMOBaHICTh MOCTAYAIBHHUKIB.
? CTaBJICHHS JI0 TOCTAYaIbHHKIB.

? CraBlieHHS JI0 TOBApiB.

? O0csr 1 yacToTa MOKYIIOK.

e KinbkicHI oOmNHWTYyBaHHS, MPOBEIEHI IIO
tenedony, yepe3 [HTepHeTI Ta Biu- Ha-BiY.

e @dokyc-rpynu.

3. 3a0oeonenicmos ma 10AAbHICHb CRONCUBAYIE

? PelTHHTH KJIi€HTIB (MMOTCHIIIHHUX KIIIEHTIB),
SIKMH IMOKa)kKe, 10 HaWOIiIblle BIUIMBAE Ha
pIlIEHHST TPO KYMIBIIO Ta HACKUIBKH
3aJJ0BOJICHI CTIOKHMBaYi

e KinbkicHI ONHWTYyBaHHS, MPOBEIEHI IO
tenedony, yepe3 [HTepHeTI Ta BiU- Ha-BiY

4. Epexmuenicm

b npoCcyéanns

? Kiro4oBi NOBIAOMIIEHHS ISl KaMIIaH1i
? EQexTHBHICTh pekjiaMH Ta peKIaMHUXaKIIH

EnextpoHHi onuTyBaHHS
KinbkicHI onmuTyBaHHS «0 1 TICIIS»

TenedoHHe ONUTYBaHHS

Oune onurtyBaHHs .DoKyc-rpynu

5. Bnaue

openoy

? YnizHaBaHICTh OpeHIy.
? LliHHICTB, Ky J10J1a€ OpeHay TOBapy
? BrutuB 6peHy Ha pillieHHS TPONpUI0aHHS.

® EnexTpoHHI ONUTYBaHHS

® TenedoHHE OUTYBAHHS

e (OuHe ONUTYBaHHS

® @okyc-rpynu

6. E¢pekmuenicmo yinoymeopenns

? OnruManbHi HiHA.
? Po3mipu 1iH, SIKi MOXYTh CTBOPUTH OCOOJIMBI
MPOMO3HUILI.

MapkeTHHroBi  JOCHIKEHHSI  Ha

JOCIITHUIIPKUX PUHKAX.
AHaJti3 KOMIOPOMICHUX pillIeHb 3a
JOIIOMOT OO ITOE€AHAHHS METOIIB.

7. Bunpooysanns npooy

Kmy ado Konyenyii

? VIMOBipHiCTb NpUIGAHHS PI3HUXTOBAPIB.
? CraBlieHHS 70 TOBapiB

? CraBileHHS 1O HOBUX KOHIIEMIIH

? Inentudikais HeE3aJOBOJICHUX MTOTPEO

® XO0J-TeCTH
o @okyc-rpynu

e KinpKicHE JOCIIIKEHHS

8. Cezmenmauisn

? CermeHTalii Ha OCHOBI JieMOrpadiyHuX
MMOKAa3HUKIB, TIOBEIIHKK Ta TOTped
CTOXHMBAYiB

o KiibKicHi ONUTYBaHHS
BUKOPHUCTaHHSM (aKTOPHOTO Ta

KJIACTEPHOTO aHaNi3y
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Sk Ha CHOXHUBYOMY PHHKY TaKk 1 Ha PHUHKY b-to-b (6i3Hec go OizHecy),
MIPOBEJICHHS MAapPKETHHTOBUX JOCIIHKEHHA € moaAiOHuM. Tak, He3aneKHO Bif TOTO, €
BUPIO TUTSYUM IIaMITyHEM a00 aBTOMOOLIEeM, JOCIIKEHHS MOXKE OXOMHUTH TaKi
TEeMH, AK: coemnudikaiis ToBapy Ta WHOTO CHIBBIIHOIIEHHS 13 TOTpedaMu Ta
BUMOTaMHM CIIO’KMBaYiB, [IIHOYTBOPECHHS, OpCHIUHT, €(PEKTUBHICTh pEeKIaMHt, METOIU
PO3MO/IiTY, BU3HAUEHHSI Ta CErMEHTallil PUHKY, MPOTHO30BAaHUI PIBEHb MPOJAXKiB
Tomio. Jlys 3MEHIICHHS PU3HKY, KOKHE 3 LHUX pIlIeHb BUMarae iHdopmarii mpo

PHUHOK.

MapkeTuHroBe MAOCHIIPKEHHS MOK€ OyTH BUKOPUCTAHO HJisi INIMOILIOro
pPO3yMIHHSI BEIUKOi KUIBKOCTI MAapKETHMHTOBUX MHUTaHb. Yu Oyne BOHO
3aCTOCOBYBATUCS YU Hl, 3aJIEKUTH BiJl (DIHAHCOBUX 3aTpaT HA MOro MPOBEACHHS Ta
IIBUJIKOCTI, 3 SIKOIO BHMMAraeThCcsl pe3yjbTaT. PillleHHs, ske MaTuMe HEe3HayHl
(biHaHCOBI HACIIAKHU 1 Jie pe3ybTaTH MOTPiOHI 3aBTpa, OyJe MEHI JOCTIIHKEHHUM,

HDKPIIIEHHS, sIKe Ma€ 3Ha4yH1 (DIHAHCOB1 HACIIJKH 1 JIE€ € 4ac NOJAyMaTH HaJ [IUM.

IHUTAHHA

1. OnuiiTe Mpoiec MapKETUHTOBOTO JOCI1HKEHHS

2. CKiTbKM OCHOBHHX €TarliB MiCTUTh IIPOIIEC MAPKETUHTOBUX JOCITIIKCHB?

3. Illo Take BTOpUHHI AaH1?

4. SIki icHy10Th 3000B’I3aHHS JOCIITHUKA TTepe] KIIEHTaMu?

5. BUCBITHITh NUTaHHS €TUYHOCTI Y MAPKETUHTOBUX JOCIIIKEHHSIX

6. SIki OCHOBHI TEHJEHII CIIOCTEPIralOThCS 3apa3 Yy MapPKETUHTOBUX
JOCIIKEHHSIX ?

7. SIKuM YUHOM TIPOSIBIISIETHCSA KPEATUBHICTh Y MAPKETUHTOBUX JTOCIIIPKEHHSX ?

8. [llo Take TBOpUMH MiAX1 y MPOBEACHHI MAPKETUHTOBUX JOCIIIKEHB 1 JIe BiH
MOKe OyTH KOPUCHUM?

9. SIKUM YMHOM 3aCTOCOBYIOTHCS MApPKETHUHTOBI JTOCITIIPKEHHS?

10. Slka posib MAPKETHHTOBUX JIOCIIPKEHD Y IPUUHSTTI YIIPABIIHCHKHUX PIIICHD
11. Jlaiite xapakTepucTuUKy 1H(pOpMaliiHiii cdepl y MapKETUHTOBUX
JIOCITKEHHAX

12. Sxi nuiaxu oTpuManHs 1H(OpMaLii MPo PO3Mip Ta CTPYKTypa PUHKY LUISIXOM:
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13. SIkuM OUIIXOM OTPUMYIOTH 1H(OPMAIIO MPO CTaBIEHHS A0 MPOIYKTIB Ta
0COOJIMBOCTI X BUKOPUCTAHHS

14. Sxi nusaxu oTpuMaHHS 1H(OpMAIi Mpo 3aJ0BOJICHICTH Ta JOSAIBHICTh
CTIO’KMBAYiB

15. Hlnsxu otpumanHs iHGopMallii mpo e(peKTUBHICTh MPOCYBaHHS TOBapy Ha
PHUHKY

16. SlkuM IUISIXOM OTPUMYIOTH 1H(GOPMAILIiIO PO BILTUB OpeHIY

17. nsxu orpuManHs 1iHQopMaIli mpo epeKTUBHICTh LIIHOYTBOPEHHS

18. ki musixu oTpuMaHHs 1H(OpMallii Mpo BUIPOOYBaHHS MPOAYKTY a0o
KOHLEMNIT

19. Slkum IUIIXOM OTPUMYIOTh 1H(OPMAILIIFO TPO CETMEHTALIII0

20. Yn € momiOHUM MPOBEIEHHS MapKETUHTOBUX JIOCTIKCHb Ha CIIOKUBYOMY
PUHKY Ta Ha pUHKY b-to-b?

3AB/JAHHA

3aedaHHA 1 — Po3B’A3aT KpocBopA:
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ITo ropusoHTaI:

1. — BuHuKae mix 9ac TOCHTIKEeHb, KyJU BIACYTHS TypOOTa Ta moBara Jio
PECIIOH/ICHTIB.

2. — Ii He MOTPUMAHHS € IyKe PO3MOBCIOKEHOIO TIPOOIEMOIO Y MAPKETHHIOBUX
JIOCITIKEHHAX.

5. — Ilepmuii Kpok TpoIlecy MapKETUHIOBOI'O JOCHIDKEHHS mepeadadae ii
BU3HAYCHHS.

6. — Ha mocTomy Kpolii poriecy MapKETUHIOBOTO JOCIIMKEHHS MPOXOIUT HOTO
MiITOTOBKA Ta MPe3eHTAallisl.

7. — TperTiii KpOK MPOIECy MApKETUHTOBOTO JTOCIIIHKEHHS Tepeadavae Horo
PO3pOOKY.

9. — UeTBepTHii KPOK MPOLIECY MAPKETUHTOBOTO TOCIIKEHHS MOMY TTPUCBSIUYCHUI

I1o BepTuKam:

3. — JlaHi, siK1 310paHi paHile AJs SKMXOCh 1HIIMX 1€l Ta MOXKYThb 30epiraTics B
oprasi3aiii sik 0a3u T1aHuX.

4. — Jlpyruii KpoK Mpolecy MapKETHHIOBOTO JOCTIDKEHHS rependavae ii
PO3pOOKY.

8. —IIpoBoaMTHCA Ha I1’ITOMY KPOIIi IPOLIECY MAPKETUHIOBOT'O JOCIII?KEHHS.

10. — B Hel BBOASTH, KOJIU AOCTIAHUK CIIOTBOPIOE METY JOCIIKEHHS.

3aeoanns 2 — HaseiTh MpUKIIAId MAPKETUHTOBUX JOCIIIPKEHb HAa PI3HUX eTanax

KUTTEBUHM 1UKJI ToBapy (nmocmyru) T. Jlepirra:
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3aeoanna 3 — HaBeniTe nNpuKiIaid MapKETUHTOBUX JOCIHIJKEHb B paMKax

4OTUPBOX P:

IMpoaykr Hina

Micue IIpocyBanus

TECTU

1. YUnu BipHe TBepAKeHHS, 110:
«B OCHOBHOMY MapKETHHITOBI JOCIII)KEHHS 3aCTOCOBYIOThCS Y TPhOX BHUIIAJIKaX
SK: TIONIePEIHE JAOCIIKEHHS, JIJIS TOIIYKY TIIMOTE3W YH MPUITYIISHHS, a TaAKOX JIJIs
OIIIHKHM €()eKTUBHOCTI PEKJIaMHHUX 3aXO0JIiB)»

TAK/HI

2. Yu BipHe TBepPAKEHHS, HI0:

«ocnimkeHHsa epeKTUBHOCTI Aal0Th MOMJIMBICTh KOHTPOJIOBATU €(PEKTUBHICThH

YIPABIIHHSI MapPKETUHTOM.»

TAK/HI

3. Yu BipHe TBepAXKECHHS, LI0:
«[IpunymienHs yacto HeOOX1HE epe]] y3roPKEHHIM OCTaTOYHOTO

3aTBCPIKCHHATA BU3HAYCHHA HpO6HeMI/I.))

TAK/HI

4. Indopmaniro mpo po3Mip Ta CTPYKTYpPa PUHKY OTPUMYIOTh LLISIXOM:
A. KaOiHeTHHUX DOCIIKEHD
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B. ®okyc-rpynu.
C. KinpKicHUX OMUTYBaHb, IPOBEJCHUX 110 TenedoHy, yepe3 [HTepHeTi Ta Bid-Ha-Bi4

D. KiTbKiCHUX OMUTYBaHHS «JI0 1 TICIIS»

5. Indpopmaniro npo craBjaeHHS 10 NPOAYKTIB OTPUMYIOTh HIJIAXOM:

A. KaOiHeTHHX TOCIIKEHD

B. ®okyc-rpynu.

C. KuibKiCHUX ONIUTYBaHb, IPOBEJICHUX IO TeJeoHy, yepe3 [HTepHeT! Ta Biy-Ha-Bi4

D. KiTbKiCHUX ONMTUTYBaHHS «JI0 1 TICIIS»

6. Ingopmaniro mMpo 3a0BOJICHICTHh Ta JOAJIBHICTH CIOKMBAYiB OTPUMYIOTh
HLISIXOM:

A. KabigeTHUX IOCIIIKEHD

B. ®okyc-rpynu.

C. KuibKiCHUX ONUTYBaHb, IPOBEJIEHHUX 1O Telaeony, yepe3 [HTepHeT! Ta BIY-Ha-BiY

D. KibKiCHUX ONMUTYBAHHS <«J10 1 IMICJISH»

7. Indopmanico npo e@eKTHUBHICTH NPOCYBAHHA TOBapiB OTPUMYKOTh
HLJISIXOM:

A. KabigeTHUX JOCIIIHKEHD

B. ®okyc-rpynu.

C. KuibKiCHUX ONIUTYBaHb, IPOBEICHUX IO TeJeoHy, yepe3 [HTepHeT! Ta Biu-Ha-BIU

D. KilbKiICHUX ONUTYBAHHS <«J10 1 MICJISH»

8. Indopmaniro npo BIIMB OpPeHAY OTPUMYHOTh HIJISIXOM:

A. KabigeTHUX IOCIIIHKEHD

B. ®okyc-rpynu.

C. KinbKicHUX ONUTYBaHb, IPOBEICHHX 110 Teedony, yepe3 [HTepHeT! Ta Bid-Ha-BiY

D. KilbKiCHUX ONUTYBAHHS <«J10 1 MICJISH»

9. Indopmanio npo BUNPOOYBaHHS NPOAYKTY a00 KOHUeNUil OTPUMYKOTh
HJISAXOM:

A. KabigeTHUX IOCIIIKEHD

B. ®okyc-rpymnu.

C. Omy6mikoBaHi 3BITH PO MaPKETHUHTOBI JTOCITIKEHHS
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D. KitbKiCHUX OMUTYBaHHS «JI0 1 TICIIS»

10. Indopmaiiro mpo cerMeHTALII0 OTPUMYIOTH HIJIAXOM:
A. KabGiHeTHHX JOCIIKEHb

B. ®okyc-rpymnu.

C. Ony6ikoBaHi 3BITH PO MapKETUHTOBI JOCIIKEHHS

D. KinbkicHI ONUTYyBaHHS 3 BUKOPUCTAHHSAM (PaKTOPHOTO Ta KJIACTEPHOTO aHAII3Y

11. Yacro HeoOXigHe mepea Y3roAKeHHSIM OCTATOYHOI0 3aTBEPIKEHHSI Ta
BH3HAYEHHS NMPodJeMu

A. IlonepenHe mociipKeHHS

B. IIpunymenns

C. NocnimxeHHs: eheKTUBHOCTI

12. IIpouec MApKeTHHIOBUX JOCTIIKEHD Mepeadadac____ KpekiB

A.5

B. 8

C. 10

D.6

13. IIpodeciitnnii KoAEKC NPAKTUKHU 1 AocaifHuKiB puHKy — Kogexce ICC /
ESOMAR 06a3yerncs HA NMPUHIIAIIAX

A.S5
B. 8

C. 10
D.6

14. Habip 13 mectu eramiB (BU3HAYCHHS MpoOJEeMHU, PO3poOKa MIAXOAY M0
npoOsieMu, OPMYIIFOBaHHSI MPOEKTY JOCIIKEHHS, TTOJIOBI pOOOTH, MIJATOTOBKA Ta
aHaii3 gaHux, GOpMyBaHHS Ta MPE3CHTAIlis 3BITIB), AKi (OPMYIIOIOTH 3aBIAHHS, SKI

CJII/T BUKOHATH II1J1 YacC MPOBEICHHS MAaPKETUHTOBOTO JOCITIIKSHHS — 11€

15. JlaHi, sxi 310paHi paHilie Ajs SKUXO0Ch IHIIUX IIJIeH Ta MOXKYTh 30epiratucs B

oprasizaiii sk 6a3u JaHUX — 1€
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Po3ain lll. NTPOEKTYBAHHA MAPKETUHIOBOIo AOCNIOXEHHA

HIJII HABYAHHS:
BuBuMBIIM 11€1 pO3/I1I, BU 3pO3YMI€TE:

®  BAIICIUBICMb BUSHAYEHHS NPOOSIeM O0CTIONCEHHS MaA 1020 NPOYecy,

® CYmHICMb Ma KOMROHEHMU KOPOMKO20 ONUCY OOCHIONCeHHS ma Npono3uyii
U000 NPOBEOEHHsL OOCNIONCEHHSL,

®  306HIWHI (hakmopu, SKI BNIUBAIOMb HA BUSHAYUEHHS NPOOIeMU OOCTIONCEHH,

® DIBHUYIO MIJC PIWEHHAM MApKemuHe080i npooiemu ma MapKemuH2080i
00CTIOHUYLKOI NPOOAEMOIO,

® npoyedypy 4imKo2o 8U3HAYEHHS MAPKEMUH2080I O0CIIOHUYbKOI npooiemu:
3a2anbHy NOCMAaHO8KY npoobaemu ma KOHKpemHi CK1aoo8i;

® ponv meopii y po3pobyi ma npoeedeHHi NPUKIAOHUX MAPKEMUH2O8UX
00CNI0XHCEHD;

® sKi CKIAOHOCMI, BUHUKAIOMb NPU BUSHAYEHHI npobaemu ma npu po3pooyi
00CTIOHUYBLKO20 NiOX00Y,

® emuuHi npobreMu ma KOHQIIKMU, WO BUHUKAIOMb NpU QOPMYTIOEAHHI
npoobaemu ma npu po3pooyi 00CTIOHUYbKUX NIOX0018;

® cnocobu, 3a 00nomozoro akux lnmeprnem modice cnpuamu npoyecy nocmaHo8Ku

npoobaemu ma po3pooKu nPoexkmy 00CILONHCEeHHSL.

3.1. [TocTaHoBKa MP00J1eMH Y MAPKETHHITOBHUX JI0CJIi/I2KEHb
Xo4ya KOXEH KPOK Yy TMPOEKTyBaHHI MAapKETUHTOBOTO JIOCHTIDKCHHS €
BKJIMBUM,HAWBAKJIMBIIIIMM KPOKOM € BU3HAYCHHS (IOCTAaHOBKA) MPOOIIEMHU.
Busnauennss mpoOieMu MapKETHHTOBOTO JIOCHTI/DKEHHS Tiependavae: Iio-
nepire, (GOPMYJTIOBaHHS 3arajlbHOi TpoOJieMH Ta, IO-Apyre, BHOKPEMJICHHS
KOHKpETHHX 11 ckimagoBux. Jluimme micis dWITKO BH3HAYEHHS MPOOJIeMH,

MapKETUHIOBE JIOCHIIKEHHS MOXe OyTH po3poOJjieHE Ta MPOBEACHE HAJIEKHUM

YUHOM.BU3HAYEHHA NMPOBIEMM - Lie LIMPOKMI1 BUKAAA OCHOBHOI Npobnemu
MapKeTUHIOBOro AOCNIAMKEHHA Ta BU3HAYEHHA KOHKPETHUX il CKNaf0BuX.
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Cnig mam’sTaTu, MO Cepel ycCiX 3aBJaHb MapKETUHTOBOTO JOCIIIKCHHS
KOJTHCHE € BAYKJIUBIIIAM JIJII OCTATOYHOTO 33JI0BOJICHHS TIOTPEO KITi€HTA, HIXK TOUHE
Ta aJIeKBaTHE BU3HAYEHHS MPOOJEMHU JOCHIKEHHs. AJDKe, SKIO mpodiiemMa Oyne
HEMPAaBWJILHO PO3TIIyMAu€HOIO 1 He BU3HAYEHOIO, YC1 3yCHIUISA, Yac 1 Tpoiii, OyAyTh
BUTpaueHi JapeMHo. JIOoCHiIHMKa TyT MOKHa TOPIBHATHU 3 JIIKApeM, SKUH TICIs
MOTIEPEHBOTO OTJISAY TMallieHTa MPU3HAYAE JIIKYBaHHS, 1 NMPU HEMPaBUILHOMY
J1arHo3i, Il JIIKK MOXXYTh HE MOKPAIIUTH, & HaBITh MOTIPIIMTHA HOTO CTaH.

He MOX1IMBO TEPEOIIHUTA BAXJIMBICTh BHSBICHHS YITKOTO Ta BHU3HAYCHHSI
npobsemu pociiakeHHs. llponec Bu3HaueHHs NpPOOJIEMATHKU JOCIIKEHHS B
OCHOBHIM CBOil YaCTHHI NPUMNAJAa€ Ha MPOLEC CIHIJIKYBAHHS MK 3aMOBHUKaMHU
JOCIIIKEHHST MOTO BUKOHABISIMU. 3aMOBHUKHU JIOCTIPKEHHSI MAIOTh, Y TiM UM 1HIIIH
(dopMi, NOBIAOMUTH BUKOHABIIIB PO TE, 3 SIKOIO, HA 1XHIO TyMKY, MPOOJIEMOI0 BOHH
3IIITOBXHYJIUCA Ta IO OYIKYIOTh OTPUMATH B PE3yJIbTaTi IPOBEIECHHS JOCIIIKEHbD.
TakuMm YMHOM 3aMOBHUK KOPOTKHM OIMMC JOCIHIJKEHHS (MPOEKT JociikeHHs). B
CBOIO 4Yepry, JOCTIJHUK BIANOBIJA€ HAa 1€ MPOIMO3UIIEI0 MI0J0 MPOBEACHHS
nociimkeHHs. Tak, TOCHITHUKY HEOOX1THO HaJSKHUM YMHOM, BUBYUBIIN KOPOTKUI
OMUC JOCJIPKCHHS, BU3HAYUTH MPOOIEeMy JOCIIKEHHS Ta Ha MiJCTaBl IbOTO BXKE
c(hopMyBaTH MPOMO3HUILIII0 MAPKETUHTOBOTO JTOCI1IKEHHS.

IcHye xopucHMI MiaXix A0 BU3HAYEHHS MPOOJIeMH — II¢ TEXHIKa, BiloMa SK
opieHTaliss Ha 1uib. lleli meron mependayae BUSBICHHS MOTPeO, MEPENIKOj Ta
OoOMeXeHb y TOILIYKY aJeKBaTHOTO BHU3HA4YEHHs MpoOJeMH, Mpoleaypa, HOro
IIPOBEICHHS HaBeeHa B Ta0ui 3.1.

CucteMaTUYHUM TIAXiA 7O BU3HAYEHHSI MpoOJieMH JoroMarae MpaBUIIbHO
CIpsIMyBaTH 3yCWJUII BHKOHABIIIB MAapKETUHTOBHUX JOCIIIKEHb JII OTPUMaHHS
HeoOx1HOoi 1H(opMali, a TakoX € IHQPOPMATUBHUM [JIsl BCIX 3alllKaBICHUX Y
MPOBECHHI TOCTIKEHHS OCi0.

3a3Buuail iCHy€ JeKUIbKa BapiaHTIB BUPIMICHHS mnpobsemu. Tak, HOBWHIA
ACOPTUMEHT TOBapIB MOXE BHpOOJIATHCS Uil croxuBaHHa (1) snume Ha
BITYM3HSIHOMY PUHKY, (2) Ha BITUM3HSHOMY Ta €BpomneichkoMy puHKax, (3) Ha

CBITOBOMY pHHKY. HeoOXimqHO MpUHHATH pIlIEHHs, KU 13 LUX BapiaHTIB € AJis
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MIITPUEMCTBA HAUKPAIIIOK0 CTPATETIETO.

Tabnuys 3.1. — llinecnpsimoBaHe BU3HAYEHHSI P00JIeMHU

Onuuits npodsemu, IIpodaema Cnapn o0csriB npogaky 4u
BiINOBi1a1041 HA M TAHHS NnpUuoOyTKY

1. Yoro Ttpeba mocartu (ki € [ToTpeda 3pocTaHHs 00CATIB TPOJAKY

notpe0)? M 3pOCTaHHS NPUOYTKOBOCTI
301IbIICHHS YaCTKU  PHUHKY

2. SIki € mepemkoau? [Tepemkoaun MaJIOMMOBIpHE Yepe3 3HaYHy
KOHKYPCHIIIIO; HaCUYEHUU
PUHOK

3. Ski oOMexeHHS HeoOXiTHO BincytHictb KOILITIB IUIA

BpaxyBaTH pu BUpIILIEHH] OOMexeHHs | BHYTPIIIHBOT pO3poOKu

npoGnemu? HOBOTO MPOJIYKTY

4. BpaxoByrouM BCi HEPEUIKOAM Ta Mo>XJMBI IIJISXH BHUBYEHHS: HOBI

OOMEKEHHSI, TEPETISIHYTH MPodiieMy [epernsin PUHKH, CETMEHTH PUHKY,

3HOBY npobaemMu JEH3yBaHHs, IHTerpaliiHi
cTpaTerii, TuBepcudikaris.

CucteMaTUYHUM TIAX1A 7O BU3HAYEHHSI MpoOJieMH JomoMarae IpaBUIIbHO
CIpsIMYyBaTH 3yCWJUI BHUKOHABIIB MAapKETUHTOBHUX JOCHIKEHb JII OTPUMaHHS
HeoOxiHoi 1H(opMarllii, a TakoXX € IHPOPMATUBHHUM [JIsl BCIX 3alliKaBICHUX Y
MPOBEICHHI TOCHIIKEHHS 0C10.

3a3Buuail iCHye€ JeKUIbKa BapiaHTIB BUpIMICHHS mnpobisemu. Tak, HOBHIA
ACOPTUMEHT TOBapiB MOXe€ BUPOOJIATHCS s crnoxuBaHHa (1) nume Ha
BITYM3HSIHOMY PUHKY, (2) Ha BITUM3HSHOMY Ta €BpomneiicbkoMy puHKax, (3) Ha
CBITOBOMY PHHKY. HeoOXimHO TpUUHATH pIlIeHHS, SKUM 13 IIUX BapiaHTIB € s
MIMPUEMCTBA HAUKPAIIIOK CTPATETIETO.

[ToctaHoBKa MPOOJIEMU BUCBITIIOE BAKIMBUN MOMEHT — CJIiJ] BUSHAYUTH Ta
BUKJIACTU pi3HI BapiaHTH. [loTiM HEOOXiMHO OTpuMaTH 1H(GOPMAIIitO, KA CTOCYETHCS
KOXHOTO 3 BU3HAYEHUX HANPSIMKIB i, 1100 Aai MOxHa 0yJI0 3p00OUTH 00’ €KTUBHY
OLIIHKY Kypcy HMX Aill. MOXyTh ICHyBaTh NEBHI PO301LKHOCTI MIOA0 MPUPOIU
BapiaHTIB, 1 TOMY HaJA3BHYalHO BaXXJIMBO, MO0 I1i PO3ODKHOCTI OyJv BHpIIIEHI
skomora mmBuamie. [lepen ocTaTOYHUM BH3HAYCHHSIM MAapKETHHTOBOI MPOOJIEMH,
TAKOXX TIOBMHHI OYyTH Yy3roJDKEHI XapakTep 1 fKicTh iH(popmarii, sika Oyne

HEOOX1THOIOIJIsI MPUNHATTS OOTPYHTOBAHOTO PILICHHS.
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OCHOBHMM MpPaBUJIOM MPH TOCTAHOBII NPOOJIEMHU TOCHIIKEHHS € Te, IO

BU3HAYCHHI Mac:

1. 103BONMMTU MOCHITHUKY OTpUMAaTH BClO 1HGOpMaIlito, sika HeoOXiaHa oMy
JUTSI BUPIIICHHS TPOOJIEMU JOCIIHKCHHS;

2. CKOHIICHTPYBATH yBary JOCIIJHUKA Ta CIPSMOBYBAaTH HOTO Ha MOCIIJOBHY

poOOTY HaJ| TPOCKTOM.

[Ipu BU3HaYEHHI MPOOIEMHU AOCIITHUKH JTOMYCKAIOTh JB1 TUIIOB1 TOMUJIKH.
[Tepinii BUHUKAE, KOJIU NpodiemMa O0CHIONCEHHS BUSHAYAEMbCS 3AHAOMO UUPOKO.
AJDKe, Take BU3HAYEHHS HE MICTUTh YITKMX BKa31BOK II0JI0 MOJAJBIIUX KPOKIB,
HEOOXITHUX I MPOBEJCHHS NOCHiKeHHd. [IpukianaMu mUpOKOTO BU3HAYEHHS
npoOJeMu JOCHIPKEHHSI MOXYTh OyTH: TOJINIIEHHS KOHKYPEHTHUX IIepeBar
MIAITPUEMCTBA a00 MOKpPAIIEHHs] HOr0 KOMIaHii, po3po0Ka MapKETUHIOBOI CTpaTerii
Openy. Bonn HeocTaTHRO KOHKPETHI, 100 MOXHA OYyJI0 3aIPOIIOHYBATH MAX11 10
npo6sieMu ab0 PO3pOOUTH MPOEKT JOCIIIIKCHHS.

Jpyruii TMN MOMUJIOK, HaBMAaKU, BUHUKAE, KOJIU HpoOeMa MApKemuH208ux
00CNI0JHCEHb BU3HAYAEMbC 3aHa0mo 8y3bko. Jlyke By3bka KOHIIGHTpAIlisl yBaru
MOK€E MEPElIKOKATA PO3IJISIAY JESIKMX HANpsAMKIB i, OCOOJMBO THX, IO €
IHHOBAIIHHUMH Ta HE OYEeBUIHUMHU. Lle TakoX MoOKe MEePEImKOAUTH HOCIITHUKOBI
BUPIIIUTH BaXKJMBI KOMIOHEHTH NPOOJEMH MApPKETUHTOBOIO  JTOCIIJIKEHHS.
Hanpuknan, y  JOCHIDKEHHI, TPOBEASHOMY JUJIS  CIOXHBYHMX  TOBapiB,
MapKETUHTOBOIO MPO0JIeMOI0 OyJI0 BU3HAYEHO: «SK CHiJl pearyBaTH Ha 3HWKCHHS
KOHKYPEHTOM IIHW». AJBTEpPHATUBHI HANPSMKH Ali, mojArainu y HactynHomy: (1)
3MEHIIIUTH I[IHYy JI0 PiBHS IIHU KOHKYPEHTA; (2) MUIINUTHU 1IHY Ha HE3MIHHOMY PiBHI,
ajie 3HaYHO 30UIBIINTH PEKIIaMy;

(3) nmeuro 3HUBUTH IIiHY, 1 Jaye 30UTbIUTH peknamy. OCKUIBKH KOJHA 3 IUX
aTbTEPHATUB HE 37aBajacs NEPCIEKTUBHOO, MICIIs 3ATyYSHHS 30BHIIIHIX €KCIIEPTIB 3
MapKETUHTOBUX JOCHIKEHb, MPo0OJieMy OYyJI0 MEePEeoCMUCIICHO Ta C(POopMyIHLOBAHO
HACTYITHUM YHHOM: <«SIK 30UIBIIMTH YacTKy PHUHKY Ta MNPUOYTKOBOCTI TOBApHOI
JTIHIMKW. SIKICHE JOCIIIPKeHHS IOKa3aJIo, 10 CIIOKKBaYl He TU(EpEeHITII0I0Th TOBAPH,

0 TPOMOHYIOThCSA MiA PI3HUMH TOpProBuMu mapkamu. Kpim Toro, crnoxuBayi
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cpuiiMaiy IiHy, K MOKa3HUK SKOCTI mpoxykiii. Lli pe3ynpTatu namum MOXIHUBICTD

3aMpoNOHYBaTH HACTYIHE BHUPIIMICHHS: 30UIBIIMTH IIHY ICHYIOUOTO OpeHay Ta

MPEACTaBUTH JBa HOBUX OpPEHAM — OJIMH 3a I[IHOIO0 Ha PiBHI OCHOBHOTO KOHKYPEHTA,
alHIINIA — 32 HIDKYOIO.

VIMOBipHICT, NOMMIKM y BH3HAYeHHi TIPOOTEMH  MapKETHHIOBOTO
JOCTIKEHHSI MOKe OyTH 3MEHIIEHA IIITXOM 11 BUKJIAAy y 3arajbHUX pHCax Ta
BU3HAUYECHHI KOHKpeTHUX 1 KommoHeHTiB. Illupoka mnoctaHoBka mpobieMu
3a0e3mnevye MEepCleKTUBY Ta BUCTYIAE 3aXHCTOM BiJl BUMHEHHS TOMHJIOK APYTOTO
tumy. KOHKpeTHI KOMIOHEHTH MPOOJIEMH 30CEPEIKYIOTHCSI Ha KIIFOYOBHUX aCIleKTax 1
JAIOTHhYITKl BKA31BKU 100 MOJANBIINX il Ta BUCTYNAIOTh 3aXUCTOM B1J] BUNHEHHS

IMOMMJIOK IICPIOOTO TUITY.

3.2. KOMIIOHEHTH A0CTiITHUIBKOTO MiIX01y

[Ticnst Toro sik OyJI0 BCTAHOBJIECHO SIKY MPOOJIEMY CIIiJ] BUPIIIMTH Ta 3A1MCHEHO
MMOCTAHOBKY MpPOOJIEMH JOCHIIKEHHS, MOCIHITHUKY HEOOXiHO BHM3HAYWUTH, SKi
1IXOUTH HEOOXI1IHI JIJIst TPOOJIEMH TOCIIIKEHHS.

[IpobGnema gochipkeHHsT MOKe OyTH JIyKe HEJIBO3HAYHOIO B TOMY CEHCI, IO
ICHYIOTb YCTaJI€H1 Te€opii TOTo, 110 CJIiJ BUMIPIOBATH 1 SIK MPOBOAUTH BUMIPIOBAHHSI.
[ HaBnaku, mpoOsiemMa JOCHIKEHHSI MOKE HE MAaTH TEOPETUYHOTO OOIPYHTYBaHHS,
SIKIIO JAOCIITHUK HaMaraeThCsl BIOPATUCS 3 IUPOKUM HAOOPOM MUTaHb, SIK1 HE OyJH
JOCIIKEH] B JOCTAaTHIM Mipl padime. Te, sSIK JOCTIAHUK cOpuiiMae mpodiemy
JOCIIJKEHHS, BIITMBA€ Ha MapagurmMy, SKy BIH HESBHO a00 SIBHO MpuUNME.
[Ipuitnsara napagurmMa Oyne nmoOyAoBaHa HAa HM3LI NpuNylleHb. L{i mpumnmyiieHHs
CKJIQJIal0ThCS 13
«Y3TOJDKEHUX» 3HaHb, KPUTEPIiB CyIKEeHb, MPOOJEeMHUX 00JIacTe Ta CrocoOiB ix

po3rIIsay.

NAPAAUTMA - Le Habip NpunyLLEHb, WO CKAAAAETLCA 3 Y3roAKeHMX 3HaHb, KpuTepiis
CyAKeHHs, npobnemHnx obnacTeli Ta cnocobis ix po3rnaay.

Te, MmO € «y3romKEHWM», O3HAYa€, HACKUIBKHM CHJIIBHUMH € Teopli Yy
BU3HAYCHHITA TMIO€AHAHHI TIMTaHb, SKI CTAHOBIATH MPOOJIEMYy HOCIIIKCHHS.

OO6'eqnaHHs «y3TOJKEHUX» 3HAaHb, KPUTEPIIB CyIKEHHS, MPOOJEMHUX TMOJIB Ta
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CHOCO0IB IX pO3INIAAYy MOXHA 3IIACHUTH IUIAXOM PO3TJSAY  00'€KTHBHO-
TEOPETUYHOT 0a3u aHATITUYHUX MOJENEeH, NOCHIAHUIBKUX MUTaHb Ta TINoTe3. Y
CYKYIHOCTI iX MOKHA BBAXKaTH «I1IX0JIOM», IKUH 3aCTOCY€E JOCIITHUK.

TEOPIA: 3aramoMm, JIOCHITHUKA TIOBHHHI TIParHyTH MPOBOJUTH CBOI
JOCJTIDKEHHS. HA OCHOB1 00'€KTHMBHUX JI0Ka31B, sIK1 MIATBEPKEHI Teopiero. Teopis —
I[e KOHIENTyajdbHa CXeMa, 3acHOBaHa Ha (YyHIAMEHTAIbHUX TBEPHKCHHAX
(akciomax), Kl BBaXAIOThCS ICTUHHUMU. 06 ekmusHi 0oxasu 30UparoThCs MUTIXOM
CKJIa/JIaHHs BHMCHOBKIB Ha OCHOBI JaHMX BTOpPUHHUX kepen. HeoOximHa Teopis
MOe OyTH BHU3Hay€Ha MUITXOM IMEPEriisiay akaJeMIUHOI JITepaTypH, 10 MICTUTHCS
y KHHUTax, >XypHajax Ta MoHorpadisx. JlocmigHukaMm HEOOXIJHO cHupaTHCs Ha
TEOPII0, SIKaIONIOMOXKE IM BUMIPATH a00 3pO3yMITH TOCHIIKYyBaH1 3MIHHI.

AHAJIITUHYHA MO/IEJIb — 1ie CyKyNHICTh 3MIHHUX Ta iX B3a€EMO3B’SI3KIB,
MPU3HAYCHUX TPEJCTABIATH, MOBHICTIO a00 YaCTKOBO, AKYCh pEalbHy CHUCTEMY YU
npouec. Moxeni MOXyTb MaTu Oarato pi3HMX ¢opM. HalinmommpeHimmmu €
BepOalibHi, rpadiyHi Ta MAaTEMaTHYHI.

VY sepbanvhux moolenax 3MIHHI Ta iX B3a€MO3B'SI3KM BHUKJIQJCHI y MPO30BIi
dopmi. Taki Moeni MOKYTh OyTH JIHIIIE TIepeKa3aMu OCHOBHUX MPUHIIMITIB TEOPIi.

I'paghiuni moodeni — Bi3yalibHI Ta BUKOPUCTOBYIOTHCS JJIsi BUTUICHHS 3MIHHUX
Ta JJIi BHUCBITJICHHS HaNpsIMKIB B3a€MO3B’SI3KIB, OJHAK HE MPU3HAYEHI JUJIs
OTPUMAHHS YHUCJIOBHX pe3yJbTaTiB. BOHU € JIOTTYHUMH, TIONEpPEIHIMU KpPOKaMu
nepes po3poOKOIOMaTEMaTHIHUX MOJIEIICH.

Mamemamuuni modeni BU3HAYAIOTh B3aEMO3B'SI3KU MK 3MIHHUMHU (SIK
npaBuio, y (opmi piBHsHHA). [li Momem MOXyThb OyTH BHUKOPHUCTaHI B SIKOCTI
KEepIBHUIITBA JJ11 POPMYIIIOBaHHS MPOEKTY JOCIIIKEHHS 1 MalOTh MepeBary, y TOMy,
M0 MiITAI0THCS PI3HUM MaHIITYJISIIISM.

ITHTAHHA JIOCII/IPKEHHA — ue yrouHeHi GopMyIIIOBaHHSI KOMIIOHEHTIB
npobiemu. Xouya Taki KOMIIOHEHTHM KOHKPETH3YIOTh MpoOiieMy, s pO3pOOKHU
MIIXOMy MOXYTh 3HAJIOOMTHCS TOMATKOBI moApoOuil. Tak, KOXeH KOMIIOHEHT
npoOJieMH, I1HKOJM JOBOAUTHCA PO30MBATM Ha MIAKOMIOHEHTH. [luTaHHs

JOCTIIKEHHST 0(DOPMITIOIOTBCS 3 OTJISiAYy Ha KOHKpETHY iHopMarlii, sIKy MmOoTpiOHO
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3HAWTU JJI KOXKHOTO KOMIIOHEHTY MpoOieMHu 00 B MOJAibIIOMY MaTH 3MOTY
npuitHsaTi pimeHHs. [lpu  dopmynroBaHHI TOCTITHUIIBKAX MUTaHb HEOOX1THO
KepyBaTHCsl HE JIMIIEe BU3HAUCHHSAM IMpoOJieMH, a W TeopeTHYHOI 0a30i0 Ta

MPUMHSATOIO AaHATII THYHOIOMO/EILIIO.

MUTAHHA AOCNIAXKEHHA - ue yTouHeHi dopmyntoBaHHA 0COBNBUX CKNA[0BUX
npobaemu

TI'TTIOTE3A — ue HenoBeJeHe TBEP/HKCHHS YU MPUITYIIECHHS PO (pakTop uu
ABUIE, IO IIKaBUTh JochigHuka. Hampukman, me wMoxke OyTH mMomepeaHe
TBEP/UKEHHS MPO 3B'I3KM MK JBOMa a0 Oulbllle 3MIHHUMH, K€ MepeadadyeHo
TEOPETUYHOIO 0a3010 200 aHATITUYHOI MOJe0. YacTo rimore3a € OJHIE 3
BapiaHTIB BIJINOBIJII HA MUTaHHS JOCIIKEHHs. ['1moTe3u, Ha BiAMIHY BiJ IUTaHb
JOCIIKEHHSI, MalTh JEKJIapaTUBHUI XapakTep 1 MOXYyThb OYTH IepeBipeHi
EMIIPUYHUM TUIIXOM. OCHOBHOIO POJUTIO TIMOTE3U € MPOIMOHYBaHHS 3MIHHHX, SIKI
MO>KHA BKJTFOYHUTH B MPOCKTIOCITIKESHHS.

Ha pucynky 3.1 300pakeHO B3a€MO3B'SI30K MK MPOOJIEMOI0 MapKETUHTOBUX
JOCITIKEHb, JOCTIAHUIIBKUMHA THUTAHHSIMH Ta TINOTE3aMH, a TaKOX BILUTMBOM

00'€KTUBHO-TEOPETUYHOT 0a31 Ta aHAIITUYHUX MO/IETIEH.

KomnoHeHTHn
npobnemm
MapPKETUHTOBOro

nocninz/oliiio

O6'eKTMBHaA TEOpPETUYHA

v

OCHOBa

MunTaHHA gocnigyKeHHA

AHaniTMyHa moaenb >

v

lNnotesn

Puc.3.1 — Ilpouec po3po0ku JOCTIAHUIbKUX NUTAHb TA rinore3
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['imoTe3n € BaXJIMBOIO YAaCTUHOIO MIAXOAY [0 MpOoOIeMU AOCTIIKEHHS.
Opnak,He BCl MUTAHHS JOCHIKEHHS MOKHA MEPETBOPUTH Ha TIMOTE3H, sIKI MOKHA

nepeBiputh. B TakoMmy pasi BapTo 3aCTOCYBATH 1HIII MiX0IM Ta METOIH.

3.3. KopoTkuii onmc MAapKeTHHIOBHUX J0CTIIKEHb
KopoTkuii onuc qociipKeHHsT — 1€ OCHOBHA 1H(opMaIlis BiJl 3aMOBHHUKA, sIKa
dbopMyIIOE IMUTI Ta MEePEAYMOBH JOCTIHKEHHS TaK JIETadbHO, MO0 TOCIITHUK MaB
3MOTY CIUTaHYBaTH MOJAJIbIIIE MAapKETHHTOBE JOCHIKEHHS. SIK TpaBUiio, SKIIO
KOPOTKHM OMUC AOCIIJIKEHHS € XOPOIINM, TO i caMe JOCIIKEHHs Oy/ie YCIIIIHUM
Ta pe3yJbTaTUBHUM. KOpPOTKHI ONMUC € BaXKIWBUM IS JOCTIAHUKA, aJKE BIH Mae

BILJTUBHA BUOIp METOMY JOCIIKEHHS.

KOPOTKWIA ONUC AOCNIAMEHHSA — e OOKYMEHT, BUTOTOBNEHMIN 3aMOBHMKaMM
MaPKETUHIOBOIrO AOC/IAMKEHHS, AKMA BUKOPUCTOBYETLCA A/1A NOBIAOMIEHHA NPOo
MMOBIpHINOTpPebM y NnpoBeAeHHI MapKETUHIOBOIO A0CAIAHNLbbKOIO NPOEKTY.

MOXJIMBHM € Tak0X YCHO HaJaTH BCIO KOPOTKY 1H(OpPMAILIO MPHU MEPIIii
3yctpivi. [IucbmoBHil BUKIaA Moxe OyTH JOPEYHMM, KOJIU OOUPAETHCS Kpaliui

BapiaHT CHIBIpaIll cepe AeKUIbKa TOCTITHUIIBKUX KOMIIaHIH.

OnHa, OCKIIBKM HaWOUIbIIE TOMUJIOK B MApPKETHHTOBHX JIOCIIIKEHHSIX
TPaIUISIIOTBCS CaMe Ha TMOYaTKOBUX €Tamax CIIBOpalli MK 3aMOBHUKOM Ta
BUKOHABIIEM, KOPOTKUI OMHUC JAOCIIHKEHHS BIIIrpae >KUTTEBO BAXKIIMBY poJib. BiH,
30KpeMa, Ja€ 3MOry YHUKHYTH JBO3HAYHOCTI y (OpMYJIIOBaHHI MpobiieMu
JOCIIKEHHS, HEMOPO3yMiHb 1 HAaBITh 320y IbKYBaTOCTI.

MeTa KOpPOTKOTO NMHUCHMOBOTO OMUCY MapKETHHTOBOTO JOCIIIKEHHS MOXKe
OyTuy3arajipHeHa HACTYITHUM YHHOM:

e JlaTu 3aMOBHUKY OlJIbIlI€ BIEBHEHOCTI, 1110 Oy/ie 310paHa notpioHa inpopmariii

e [l03UTHBHO BIUTMHYTH Ha CNUJIbHY POOOTY MK CTOPOHAMH — 3TypTyBaTH poOOTYy

e JlOmOMOTTH MapKeTOJOry, 1 AOCTIHUKY TUIaHyBaTH Ta BIPOBAKYyBATH MPOCKT
JIOCITIKEHHS

e 3MEHIIUTH MOXKJIUBI CyNIEPEUKH

e (CrtaTu OCHOBOIO JIJIs IEPETOBOPIB 3 PI3HUMU JAOCTITHULIBKIMH OpraHi3allisiMH.
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3aranoM, KOPOTKHH OINUC JOOCHIIKEHHS Ja€ 3MOTy 3€KOHOMHUTH 4Yac Ta
¢diHaHCOBI pecypcH, MONMOMAarar4d Kpaiie NpOayMaTH CYTHOCTI IOCIIIKYyBaHOT
poOJIeMH.

[Ipu iAroTOBII KOPOTKOTO OMUCY CIIIJl BpaXyBaTU HACTYITHI MUTaHHS:

1. SIxi kpoku OyayTh 3pOOJIeH] MICHs 3aBepIICHHs AOCHiKeHH? Skum Oyne
PHU3HK SKIIO HE MPOBOJIUTH JOCIIIKEHHS?

2. 1o cnpu4rHUIO MOSBY MpoOaeMy ab0 MOKIUBOCTI?

3. Ilo Bxe BimoMo mpo chepy JoCTiKeHHS ?

4. ki € UUIbOB1 TPyNH HOCTIKEHHA? (Mae OyTH TOYHO BU3HaUYeHa). HeoOxigHo
MaTH XOPOIIMM CHUCOK IUIbOBOI ayauTopii. Lle 3pobuth mosiboBi poboTu Habarato
MPOCTIMIAMH, ITBUIIIIAMH Ta JICIICBITUMH.

5 Slka koHKpeTHa iH(OpMaIlisa NOoTpiOHA I JTOCTIKEHH? MeHemxkep, SKui
BUMarae JOCHII/DKEHHS pPHUHKY, Maibke HaleBHO Mae€ KIIYOoBl 1HGOpMAaIliiiHi
NpOTaJIMHM, SIKI MOTPeOYIOTh 3amoBHEHHs. llepemik iX q0omMOMOXe 3pOo3yMITH, YU
MO>XHa Ha HUX BIAMOBICTU, YU € 1HII KOHKPETHI 3alMUTaHHsA, SIKI CJIIJ 3aJaTH, 1 Kl
METOJIM CJI1]] BUKOPUCTOBYBATH.

6 Illo Ttake mnpomnoHoBaHuM OroKeT? YacTo KOWITH HAa MNPOBEACHHS
TOCIIKEHHS - 0OMexeH1. ToMy BaxJIMBO €(heKTUBHO BUKOPUCTATH KOXKHY KOIMIUKY Y
Mexax OIJDKETY Tak, 00 OTpUMaTH MaKCUMAaJIbHO HaAIMHUIN pe3ybTar.

7 Uu ICHYIOTh fKICh MOYATKOBI iJiei MIOJ0 METOAY MOCHIKEHHA? SIKIIo
3aMOBHHMK Ma€ OakaHHsI BUKOPHUCTATH B JIOCHIJIPKEHHI TTEBHUM METOJI, 11€ HEOAMIHHO
BapTO OOTOBOPUTH 3 JOCTIAHUKOM III€ HA IIbOMY IMOYAaTKOBOMY €Tarli.

8. Uu ICHYIOTH BHMOTH IWIOJO 3BITHOCTI? 3aMOBHHK JOCIHIKECHHS MOXKE
BUMaraTd TMPOMDKHOTO 3BiTYy a00 MOCTymy A0 KOHKPETHUX JaHUX, TaKUX SK
CTEHOTpaMH 1HTEPB'10, TOIIO. PO3yMHO BKa3aTu e B KOPOTKOMY OIHKCI, 60 B IHIIOMY
pasi, BiIH MOXe He OyTH BKIIFOUEHUH 710 crienudikaiii JoCIiKeHHS.

9 Konu motpiOH1 BuCHOBKH? BapTo BKa3aTw KOHKPETHI CTPOKU BHUKOHAHHS
JOCITIKEHHS, a TAaKOX BKa3aTH, HAIIPUKJIAA, TIPO PETyJIIpHE 3BITYBaHHS Ha TIEBHUX

cTalriax.
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KopoTkuii ommc gochiykeHHs TOBUHEH OyTH [iajoroM, 1 HaBiTh
HAaWTPYHTOBHIIINNA ONUC, KW OXOIUTIOE BCl 3rajiaHi MyHKTH, HE TapaHTye, MO B
IPOLEC] MPOBENECHHS AOCTIIP)KEHHS! HE BUHUKHE JI0AaTKOBUX MUTAHb.

[HOmI TIHMCBMOBOTO KOPOTKOTO OMHCY Ta cepli TelepoHHUX I3BIHKIB
JOCTaTHBO AJIA TOTO, 00 KOMIIaHis, sika 3aiiMaeThCsl JOCTIKEHHSIM PUHKY, MOTJIa
IPOJOBKUTH CBOI0 YAaCTUHY HPOLECY - HAIMCAHHS MPOIO3HULi, 8 1HO/II BUHUKAIOTh
OOIpyHTOBAaHI MiICTaBU AJII OYHOI 3yCTpii.

OOrpyHTyBaHHS KOPOTKOIO OINKMCY MApKETUHIOBUX JOCHIIKEHb MOXE
3aTUCSl JIOTIYHUM, aJlé HacIpaBAl HOro CTBOPEHHS MoOKe€ OyTH HaJ3BHYalHO
CKJagHuM. SKio ocoba, sika MpUAMAae pIIIEHHS, Ma€ YITKE YSIBIEHHS NPO CYTh
HEOOX1THOI MATPUMKH MPUUHATTS PIIIEHb 1 MOXKE€ BU3HAUUTH IIUTL JOCIIKEHHS,
Kl CTBOPSTh TaKy MIATPUMKY, Ta BU3HAYUTU CTPYKTYPY IOCHIIKEHHA, AKa OyJe
BIIMOBIATH LIUISIM JTOCTIJKEHHS - 0c00a, 0 MpUiMae pIllIeHHS, MOXKE HaIUCATH
KOPOTKUHN ONHUC JOCHIIKEHHS, SIKUU € Tyke cTpykTypoBaHuM. He Bci ocobwm, siki
MPUIMaIOTh MAPKETUHIOBI PIIICHHS, MAIOTh TaKy YITKICTb HEOOXI1JHOI MIATPUMKHU
MapKETHUHTOBUXIOCII1KEHb.

Hactynuuii  ¢gopmaT  KOpOTKOTO  ONMUCY  JOMNOMAara€  MaKCHUMAaJlbHO
BUKOPHUCTATH JOCBIJ Ta KPEATUBHICTh K AUPEKTOPA 3 MAPKETUHTOBUX PIllIEHb, TAK 1
JOCIIITHUKA 1 Ma€ OYEBUIHI TIEPEBart.

[lo-mepiie, BiH HE BHMAara€e BiJl THUX, XTO NpPHUMMAE PIIICHHS, BEJIMKUX
TEXHIYHUX 3HaHb PO JOCIIIKEHHs. IX (OKyC MOXKe 3aIMIIATUCS HA TPOTaIUHAX Y
iXHIX 3HAHHIX, XapakTepl HEOOXIMHOI MIATPUMKH, a HE Ha TEXHIIl 30MpaHHS Ta
aHaii3y JlaHuX.

[To-npyre, 11e 1a€ MOXKIIUBICTh TOCHIAHUKAM MPOJEMOHCTPYBATH CBOi TBOPUI

3110HOCTI Ta 0013HAHICTh Y HAWCYYaCHINNUX TeXHIKaxX. (puc.3.2):
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1. 36upaHHA 2. BCTaHOB/IEHHS 3. Bu3HayeHHs
3ra/ibHuX —> uine (MapketuHry ——> MeTn

BIAOMOCTEM i LOCNIAMKEHHA)
\%
4. BU3HAYUTU XTO
6. BperyntoBatu
byae —> 5. BusHaumtun > Pery .
BMKOPMCTOBYBATH OBMEKEHHA A4MIHICTPaTUBHI
OaHi pilleHHA

Puc. 3.2 — TIpouec cTBOPeHHSI KOPOTKOI'0 OIUCY MAPKETUHIOBOI'0
HOCJIIIZKeHHS

1 3aecanvui 8idomocmi. Ha upoMy eTarni JeTaibHO ONMHUCYIOTh T€, 1110, Ha JYMKY
MapKeToJIora, CIIPUYMHIIO a00 CIIPUSIIO BUHUKHEHHIO TOCIIKYBAaHOT POOIeMI.

2 [ini. OnucyroTh, SIKI MAPKETHUHTOBI PIIICHHS MArOTh OyTH MPUUHSTI MICIs
MPOBEICHHS TOCHIKEHHS. 3AMOBHUK Ma€ MOSICHUTH, B YOMY caMe Mae 1H(hopMarliiiHi
nporanmuni. lle nonomoske nmpaBuiabHO CHOKYCYyBaTH JOCTIHKEHHS Ta BCTAHOBJIIOIOTh
HOoro Iii.

Ha upomy ertami, AOCHITHUKKA YaCTO CTUKAIOTHCS 3 MPOOJIEMOIO HE YITKOTO
dbopmMmyroBaHHS MapkeTWHTOBI Im. Tak, sk mpaBuio, il (QOPMYITIOIOTHCS B
TEpMiHAX, fKi HE MAalOTh OMNEPATHBHOTO 3HAYCHHS, HAMPUKIAN, «IOKPAIICHHS
KopropaTuBHOrO  iMipKy». Lleii eram mepegbadae  po3poOKy — HITKOTO
(dbopMyITIOBaHHS MAapKETUHTOBHX Ta JOCTIAHUIIBKUX ITITIEH.

3 Mema Oocniosxcenns. KoxxeH MapKETUHTOBHI JOCIHITHULIBKUI TPOEKT Oy/e
BUMIPIOBATH, HaMaraTucs 3pO3yMiTH a00 CIOCTepiratu 3a IiIb0BOIO rpymoro. Lle
MOXYTb OYyTH pi3HI TPYIH CIIOKUBAYIB, YYACHUKH KaHAITy PO3IO/1Ty, a00 MpaliBHUKU
komranii. ToMy, TyT BapTO BUCBITIMTH JCTAJIbHI XapaKTEPUCTUK U IIJILOBOI TPYTMH
(rpym).

4 Xmo 6yoe esuxopucmosysamu pesyromamu? IloTpiOHO HamaTu KOPOTKY
iH(pOopMaIrito mpo ocio, IKi Oy TyTh BUKOPUCTOBYBATH PE3yIbTaTH JOCIIHKCHHS.

5 Obmesicenns. OCHOBHUM OOMEKEHHSM € 4ac 1 rPoll, IKi MOKYTh BUTPATUTH
Ha MPOBEACHHS AOCIKEHHS. |15 BUBHAUEHHS 00CATY TOCIITHUIIBKOTO TPOEKTY CJIi]T

BU3HAUUTHU U 1HIII OOMEXEHHS, TakKl K Ti, IO HAKJIAJAIOThCS MEPCOHAIOM (PipMHU-
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KIII€EHTA, OPTaHi3allifHOI0 CTPYKTYPOIO Ta KyJIbTYpOIO ab0 CTHISAMH NPUHHSATTS
pimeHb. [IpoTe 0OMekeHHs He MOBUHHI 3MEHIIUTH HIHHICTD TOCTIKCHHS.
6 Piwenns aominicmpamueno2o xapaxkmepy — 1€ aJMIHICTpaTUBHI JeTall, Kl
CIII BPETYIIOBATH TiJ Yac 3aBEpIICHHS MOCTITHHUIIBKOTO mpoekty. [lpukimagamu
MOXYTh OyTH OYIKyBaHa JOCTaBKa MPOMDKHUX 3BITIB, SIKI MOXYTb JOTOMOITH Y
HaJIaHHI1 JI0AaTKOBO1 1H(GOpMAaIlii.
[Tig uwac mepmioi 3ycTpiul B areHTCTBI 3aMOBHHK JIOCHITKCHHSI TOBHHEH
cripoOyBaTH 1aT