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MAPKETWHT

1. MapkeTuHr, notpedutenu, opraHmMsaumm n odLLEeCTBO
2. MapkeTnHrosas nHgopmaums 1 BO3MOXKHOCTU
(noeHTuukaumsa noTpebnTenbCckon LEHHOCTN)

3. Peannsauuna pbIHOYHbLIX BO3MOXXHOCTEN:
KOMMJIEKC MapKeTMHra
(cosgaHue, KOMMYHUKaTUpoBaHMe, nocTaBka

noTpedbunTenbLCKON LIEHHOCTH) 5



TOBapr Pa3paboTka
LleHoobOpa3oBaHue
YCner PacnpocTtpaHeHue

NccnepnoBaHue

co3gaHue |/|,El,el/| [MpoaBmxeHne
yOOBIETBOPEHMNE + ¢ ¢ ¢
cnpoca Ha

[ToTpeburtenwu

OnpepneneHne MapKeTUHra




Marketing is the activity, set of
institutions, and processes for creating,
communicating, delivering, and
exchanging offerings that have value for
customers, clients, partners, and society
at large.



Marketing is

identification
creating,
communicating,
the aCtiVity, delivering
set of and exchanging
institutions, Yor Value
and processes

:

customers, O
clients, r
partners,

and society at large




MapKeTUHT, - 3TO MeHe4)XKMEHT,
OPNEHTUPOBAHHLIN Ha PbIHOK.

MN.Opykep



Selling is only the tip of the iceberg
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What is Marketed?

~




For an exchange to occuir....

There are at least two parties.

Each party has something that might be of
value to the other party.

Each party is capable of communication and
delivery.

Each party is free to reject the exchange
offer.

Each party believes it is appropriate or
desirable to deal with the other party.

1-9



Structure of Flows in Modern Exchange Economy

Resources Resources

Resource
Money markets Money

Taxes, Services,

_ goods money
Services,

money

Manufacturer Government Consumer
markets markets markets

Taxes, goods Services

Services, Taxes,
money goods

Money Money

Intermediary
Goods and services markets Goods and services

Kotler, Keller, 2012 Copyright © 2011 Pearson Education, Inc. Publishing as Prentice Hall 1-10




Core Marketing Concepts

Customer value

Needs, wants, and
demands

Target markets,
positioning,
segmentation
Offerings and brands

1-11

Value and satisfaction
Marketing channels
Supply chain
Competition

Marketing
environment



Customer value

is the difference between all the benefits derived from a total
product and all the costs of acquiring those benefits.

To survive in a competitive environment, an organization must
provide its target customers more value than is provided to
them by its competitors.

Providing superior customer value requires the organization
to do a better job of anticipating and reacting to customer needs
than the competition does.

An understanding of consumer behavior is the basis for
marketing strategy formulation.

Consumers’ reactions to the marketing strategy determine
the organization’s success or failure.

Hawkins et al, Consumer Behavior... 2010, p.11

12



Needs - states of felt deprivation including physical
needs for food, social needs for belonging and
individual needs for self-expression. i.e.lam
thirsty.

Wants - form that a human need takes as shaped by
culture and individual personality. i.e. | want a
Coca-Cola.

Demands - human wants backed by buying power.
l.e. | have money to buy a Coca-Cola.



Makpo- 1 Mukpocpeaa
MapKeTunHra

KoMnnekc MapKeTuHra

@pe@me@

[ToTpeburtens - aapo
MapKETUHIOBOW OEATENMbHOCTU
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5. CTOpoHHUK (advocate)
/ NnpuBepXeHHbIN nokynarerns /

4. KnneHt (client)

/ 6onee ogHoOM NOKynku /

3. lNokynaTtenb (customer)
/ TOT, KTO Kynun NpoAyKT /

2. KaHgmoat B nokynaTtenu
(prospect)
/ NposiBUI aKTUBHbLIA UHTepec /

1. NoTeHumanbHbIM NOKynaTenb (suspect)
/ MOXET KynnTb NpoaykKT /

NlecTHUUA NOANBHOCTM NOTpedbUTENEN 15



[MoTpebutenn

3aH-e. nep.n.p.cn

MeHefkMeHT nepeanNen NMHUY paboTbl ¢ noTgebuTenamu

3aH-e. nep.n.p.cn

[MoTpebutenu

TpaguunoHHasa U MapKETUHIOBO-OPUEHTUPOBaHHAS
opraHusaums
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CTparernsa mapkeTuHra

| v
l |

nporpamMmmMa nporpamma
BHYTPEHHETO BHELLHEro
MapKETNHra «—> MapKeTuHra

KOMIJ1eKC KOMMIeKec
MapKeTNHra MapKeTUHra

BHYTPEHHUN U BHELLUHUUA MAPKETUHT
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KomnaHus

BHYTpeHHW BHewHnn
MapKETUHT; MapkeTuHr,
BHYTpeHHWE pbIHKY el

3aHdaTble — BHelwlHuMe

BHYTPEHHNE [ToTpebutenu

MIHTepaKTUBHbLIV
KINMUEHTDI

MapketuHr; CRM; CMR

BHewHuUU, BHympeHHuUU U UHMepakmueHbIU MapKemuHa




Internal Marketing

Internal marketing is the task of
hiring, training, and motivating able
employees who want to serve
customers well.

19



[lenoBas cpena

OpwueHTaums busHeca

1. 1900 - 1930
Jrnoxa MmaccoBoro

1. CoBepLleHCTBOBaHMe

npousBoAcTBa
Npon3BoAcCTBa
2. CoBeplLueHCcTBOBaHME
2. 1930-1955 lelzzlze
Jnoxa MaccoBoro 3. MNpogaxwu

cObITa

4. KomnnekcHbin MapkeTuHr (4 P)

3. 1955 - Hay. XXIB.

[TocTMHOyCTpUanbHas
anoxa

5. Cou-aTnYHbIN MapKeTnHr (4 P + o0Lw-BO )

6. MapKeTUHI OTHOLLEHWUI ( CTpaT. aNbsHChbI)

/. Xonnuctnyeckum MapKeTUHr

Pa3Butne nenoBom akTUBHOCTU N OpuUeHTauus buasHeca

20




Company Orientations

Production Product

Marketing

1-21



Touyka

oTcyerta dokyc CpencrtBa Llenb
Mpon3BoaCTBO CyuiecTsytome Mpogaxu u Mpu6Bbinb 3a cyeT
NpoaYKTbI NPOABWMXEHNE obbema npoaax
KoHuenuusa npogax
PbIHOK MoTpebHocT | WHTerpuposanmbii | |1PVOBIE 38 CHeT
MNoTpebuTenen MapKETUHT SIS )
noTpebutenen

KoHuenuusa mapkeTuHra

KoHuenuum mapkeTuHra u npoaax B CpaBHEHUN

22




Ob6wecTBO
(bnaronony4ue nogen)

KoHuenuwus

[MoTpebutenu
(yooBneTBo-
PEHHOCTb)

couunanbHo-
STUYHOTO
MapKeTUHra

CounanbHO-3TUYHbIA MapPKETUHT

KomMmnaHusa

(MpunObIb)
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Senior Products &

Marketing  Management Other Services
Department T Departments Communications T Channels
Internal Integrated
Marketing Marketing
Holistic
Marketing
Socially : ;

- Relationship
Responsible ;
Marketing Marketing
Ethics / \ Community Customers 1 Partners

Environment Legal Channel



The Four P’s (McCarthy,1964)

Marketing mix

Product Place
Product variety Target market Channels
Quality ~ Coverage
Design Assortments
Features Locations
Brand name Inventory
Packaging Transport
Sizes
Services Price Promotion
Warranties List price Sales promotion
Returns Discounts Advertising

Allowances Sales force

Payment period Public relations

Credit terms Direct marketing



The New Four Ps (Kotler,Keller, 2012)

: People
: Processes
: Programs
: Performance

Copyright © 2011 Pearson
Education, Inc. Publishing as

Prentice Hall
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Ot CRM k CMR
KOHKYpPEeHTHBIN, TUHAMUYHBINA PHIHOK

¢ KOpI‘IOpaTVIBHbIe 683b| AOaHHbIX . nepCOHaanb|e 6a3b| OAaHHbIX

* IcTopumn paboTbl C KNMEHTaMK » ByayLLme NoKynoYHble
* Kopnopauun ynpaenstot noTpebHocTH
OTHOLLUEHUSAMU C KINUEHTaMU - MoTpebuTeny ynpasnsioT
- MapkeTep - 3TO NocTaBLUUK OTHOLLEHUAMU C Koprnopaunuamu
- MapkeTtep — aTO0 notpebutens




Llenn mapkeTuHra

1. POCT pbIHKOB.
Bbi800 HO8bIX MPOOYKMOo8 Ha PbIHOK.
OceoeHue Ho8bIX PbIHKO8 U ceaMeHMmMOoa.
Pocm obbema ripoodax.

CoxpaHeHue cyuecmsyrouux KiueHmos.

2. YBenunyeHue gonu KomnaHum Ha pbiHKe.
3. PocT npunbbinu.

28



CoumnanbHO-3TUYEeCKMUEe acnekKTbl MapPKETUHIA

MapKeTuHr u nHgmBmnayanbHble NoTpebutenn

3aBbllUEHUNE LIEH, HGﬂOGpOCOBeCTHaFI NpakTukKa, HaBA34nBblE
Nnpoaa>*<u, Heﬂ,06pOKa‘—leCTBeHHble n HebesonacHble NPOAYKTblI,
3alfyiaHNpoBaHHOE MNnpexgeBpeMeHHOE yCTapeBaHME MNMPOOYKTOB.

MapKeTnHr n obLLEeCTBO B LIESIOM
nponaraHna naen matepuanuama, cekca u ctartyca, cosgaHue
NOXHbIX NOTPeBbHOCTEN, YaCTHbIE MHTEPECHI BOMpeku brary obuiectea

(TabayHbIN BU3HEC)

MapkeTuHr 1 genosas cpeaa

co3gaHue 6apbepoB AN BXoda Ha PbIHOK, HeYecTHast KOHKYPEHLUS
29



Globalization

. Globalization of markets — automobile,
pharmaceutical, hardware, software, telecommunications, food

- Demography and structure of global markets
- Subsistence economy -

- Row material exporting economy - Russia - ail,

natural gaz,metal, timber account for more than 80% of exports and 30%

of government revenues , leaving the country vulnerable to swings in world commodity
prices (https://www.cia.gov/library/publications/the-world-factbook/geos/rs.html)

- Industrializing economy - China, India, Brazil
- Industrial economy - USA, Western Europe, Japan
* Does Marketing have economic dimension ?

www.cia.gov, www. worldbank.org, www.gks.ru
30



[ nobanbHasa MapKeTUHroBas cpeaa ++

* Makpocpeaa MmapKeTuHra

OKOHOMMKA - BBI Ha ayLwy HaceneHus, cp. 31 n pacnp-e
00X040B B AMHaMUKe; oTpacneBas CTpyktypa BBI1 n
9KCrnpTa-nMmrnopTa

[NlonuTtunka, NPaBO - 3akoHbI U nx ncrnonHeHne, CMU,HIO
Hayka, TexHornormm (ny6nmkaumm,npoHukH-e MIHTepHer...)

KynbTypa - ueHHOCTM 1 HOpMbI MOBEAeHUS,
mMaTepuanbHas U UHCTUTYLMOHanbHas cpena

* Mukpocpena MapKkeTuHra
KOMNaHUA (3k-e nok-nu, oprcTpykTypa. oprkynsrypa)
[TOTpeEOUTENN (LueneBble CerMeHTbI, X.CTUIb)
KOHKYPEHTbI (cpaBH aHanm3 KOHK-B)
[TapTHEPbI (cTpaTerMuyeckune anbaHChI, LEMNOYKM NMOCTaBoK. . . )

31



Global Value Cain

1 1

Countries participating

Irina Alyoshina 2015 32



[MobanbHble OTpacnU/pPbIHKN: 3NEKTPOHUKA, TENEKOMMYHUKaLINK,
aBMakocMunyeckas, papmareBTnyeckass, aBToMobuUnbHaga oTpacnu,
NPON3BOACTBO oAeXxabl U 00yBW, OLITOBON TEXHUKN

CTpyKkTypa aKcrnopTa CTpaHbl - €e MeCcTO B MeXAyHapoAHOM pasdeneHum Tpyaa,
reononuTUyeckasl ponb B MMPOBOM cOO0bLLIECTBE

MaTpuua «npoayKT-pbIHOK» Ansa PP n 3apybexbs

PbiHKM (noTpebutenn)

PO 3apybexbe
ToBapbl 1 ycnyru ﬁ YrneBogopoabl, Cbipbe,
P® | BHyTpeHHero crnpoca BOOpPYXXEeHue, «yTekatoLwme
( P® ansa PO) mo3rny ( PO ans 3apybexbs )

KomnboTepbl, aBTomobunu,
aBnananHepsol, THI,
mManoksan.pab cuna (Asus),
Hay4YHble 3HaHMS N TEXHOSOrNN
(3anapn) ; (3apybexbe ans PO)

3apybexbe

[MpoaykThl (MPOM3BOACTBO)




Global Marketing Environment 2015

2015 USA EU Germany UK China India
GDP, PPP, 17,9 19,18 3,84 (6) 2,44 19,39 (1) 7.97 (4)
2015, trillion 5 (2) (10)

US doll, rank (3)

GDP - real 24 19 1,5 2,2 6,9 (18) 7,3 (12)
growth rate, (127)

rank 2015

Population, 321, 514 80,9 1,367 (1) 1,252
min, 2015, rank 4 (4) (3) (2).

GDP per capita 55,8 37,8 46,9 14,1 6,2
PPP, th.d., (19) (28) (113) (160)
2015

Life 79,7 80,2 80,6 75.4 (99) 68,1
expectan-cy at (43) (32) (163)
birth, 2015

Median age, 37,8 42,5 46,5 (3) . 36,8 27,3
years 2015

Urbanization,% 82 75 56 33
015

2016-09-12



[mobanbHasa mapketuHrosast cpega 2010

2010 USA RF China Japan

GDP, PPP, 2010, 14,66 2,223 (7) 10,09 (3) 4,310 (4)
trillion US doll, rank
(2) after EU

GDP - real growth 2.8 4,0(99) 10,3 (6), 3,9 (100)
rate, rank , 2010 (127) Quatar,

Paragu,
Singapur

Population, min, 313,232 138,74  1,336,7 126,476
2010, rank (3) (9) (1) . (10)

GDP per capita 47,2 15,9 7,6 34,0
PPP, th.d., 2010 est (11) (71) (125) (38)

Life expectancy at 78,4 66,3 74.7 (995) 82,25(5)
birth, 2011 tst (50) (161) anaco

Median age, years 36,9 38.7 35,5 44.8
2011est

Urbanization,% 2010 82 73 47




[mobanbHas mapkeTuHroaa cpega 2011

2011 USA UK RF China

GDP PPP, 2011, 15,29 2,3 2,24 (7) 11,44 (3)
trillion US doll, rank (2) after (8)
EU

GDP - real growth 1,7 0,7 4,3 (87) 9,2 (10),

rate, rank , 2011 (162)  (182) s, Tt

Population, min, 313,85 63,1 142,5 1,343 (1)
2011, rank (3) (22) (9)

GDP per capita 49.0 36,6 17,0 8,9
PPP,thd., 2011 (11) (33)  (71) (121)

est

Life expectancy at 78,5 80 66,5 78.5 (96)
birth, 2011 tst (50) (30)  (163)

Median age, years 36,9 40,0 38.7 35,5
2011est

Urbanization,% 82 80 73 47
2010

https://www.cia.gov/library/publications/the-world-factbook/index.html , www.gks.ru
PPP — Purchasing Power Parity (naputet nok-n cnocobHoctn, NrcC)




Global Marketing Environment 2014
2014 USA RF China

GDP, PPP, 17,46 3,57 (6) 17,63 (1)
2014,est trillion US (2)

doll, rank

GDP - real growth 2,4 0,5(196) 7,4 (14)
rate, rank , 2014 (131) Turkmen-3
est

Population, min, 321,4 142,4 1,368 (1)
2014, rank (3) (10)

GDP per capita 54.8 24.8 12,9
PPP, th.d., 2014 (19) (69) (113)
est

Life expectancy at 79,7 70,5 75.4 (99)
birth, 2015 tst (43) (153)

Median age, years 37,8 39.1
2015est

Urbanization,% 82 74
2015

https://www.cia.gov/library/publications/the-world-factbook/index.html , www.gks.ru
PPP — Purchasing Power Parity (naputet nok-n cnocobHoctu, MrNC)

India
7.28 (3)

5,6 (43)

1,252
(2).
5,8 (160)

68,1
(163)

28

Vg. 3997—2011

Japan
4,8 (4)

1,3 (173)

126,9 (11)

37,8
(43)

84,7(2)

46,5

94




[mobanbHaga mapketuHroas cpega 2013

2013

GDP, PPP, 2013,
trillion US doll, rank

GDP - real growth
rate, rank , 2013

Population, min,
2014, rank

GDP per capita
PPP, th.d., 2013
est

Life expectancy at
birth, 2011 tst

Median age, years
2014est

Urbanization,%
2011

UK

2,39
9)

1,8
(152)

63,7
(23)

37,3
(34)

80,4
(29)

40,4

30

RF
2,55 (7)

1,3 (165)

142,5
(10)

18,1
(77)

70,2
(151)

38.9

74

China
13,39 (3)

7,7 (14)

Turkmen-3

1,356 (1)

9,8
(121)

75.2
(100)

36,7

51

https://www.cia.gov/library/publications/the-world-factbook/index.html , www.gks.ru
PPP — Purchasing Power Parity (naputet nok-n cnocobHoctn, NrcC)

Japan
4,73 (5)

2,0 (142)

127,1
(11)

37,1
(36)

84,5(3)

Manaco

46,1

91




BHELHAA TOPrOBNA EC, PO, CLUA W KUTAR (€ MITH)  ictossir: EURosTaT ucTio

[AHHBIE O TOPTQBAE POCCHH W KITAR NEPECYHTAbI H3 A0ANARPOB & EBPO NO CPEAMEMOAOBOMY KYPCY

- -0l - - CPios | @ Pk [ Toproseii o6opor (aicnop o]
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2000 (028 sso0xg) | ﬁ |
244 686 (36 133/156 559

100 000 ———
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2005 2010

http://kommersant.ru/doc/1923869
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Mukpocpena mapketuHra 4C

« Company ( komMnaHus )
e Customers ( nompebumernu )
« Competitors ( KOHKypeHmebl )

» Collaborators ( napmHeps! )



dopMbl paboTbl Ha MeXAyHapoaOHbIX PbIHKaX

NmnopT/3kcnopT
e Henpsamown

e [Ipamon

KOHTpaKTHble
cornallueHus

o OpaH4Yan3nHr
e JlnueH3npoBaHue
e CyOKOHTpaKTUpoBaHme

HU3KUNE

KOHTPOSb, PUCK,

NpubbINb

[TpsamMble

MHBECTULUU
e NpuodbpeTeHns
e COBMECTHbIE

npeanpuaTUs
e 3apybexHble

OoTAENEeHuns

BbICOKME

>
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1. Material environment: economy, geography, natural resources, technology
development 2010 as of 1-st July 2010

CDP per Qatar Singa-po Norway USA UK Japan RF China
capita re

(PPP), US th. 179,0 62,1 54,6 47,2 348 34,0 15,9 7,6

doll., 2010 est.) /

Rank, 2010 1 5 7 11 37 38 71 125

The World Factbook ( )

2. Cultural values: Individualism. Achievement., Informality, Equality, Progress,
Materialism — Collectivism, Nephewism,.

3. Institutional / Social environment : Legal, Political, Business, Religious,
Subcultures

Material Ideal

42



The top 10 most competitive global economies

Global Competitiveness Report 2016-2017  Global rank*
vaitzerland - | - | | -
Singapore
United States
Netherlands
Germany
Sweden
United Kingdom
Japan
Hong Kong SAR
Finland 10

SOurce. H* (,"',,?[,.'il| ‘,z‘f‘”\[."'T‘Tl[]“v."i:f;' 1255 }'nf},“,ﬂi ';'(.‘1‘;*,,,)‘,) | |

rariy

AUTE 2 A8 AW we ol Org/agenda/2017/01/state-of-the-world-in-2016-in
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Global Innovation Index, INSEAD 2011

Switzerland

Sweden

Singapore

Hong Kong (SAR). China
Finland

Denmark

United States of America
Canada
NetherlandsNetherlands

United Kingdom

1
2
3
4
S
6
4
8
9
1

o

Russian Federation
Oman




Gary R. Weaver, Ph.D., American University

The "lceberg Analogy" of Culture

BEHAVIOR

- --,..._ —— e ——— e —— — —— — __,,.__._.___.,‘__v,_.-\
\- y

S BELIEFS
*?*-?’3'?

Y‘ -‘..'

N VALUES AND
B THOUGHT

VALUES AND
THOUGHT

PATTERNS

PATTERNS lcebe rg
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Culture

Culture is a complex whole that includes

knowledge, belief, art, law, morals, customs

and any other capabilities and habits acquired by humans
as members of society ( Hawkins et al, 2004, p.42)

Level of culture:
1.National
2.0rganizational
3.0ccupational

Cultural matrix (Mowen, Consumer behavior, 1995, p 702)
1. Cultural Values - behavioral norms
2. Material Environment
3. Institutional/Social Environment

46



The Cultural Matrix, mowen, 1994,p.702

Cultural Values .....’
-Individualism .....”
-Achievement :::::" ”
-Informality ' ””
Saually Emmmn)
-Progress ””

Mlerter EENNN/

Material Environment

ERERR
-Technical/scientific level

-Natural resources Institutional/Social

-Geographic features E "
-Economic development nVIrOleen
-Lega

-Political

-Business

-Religious
(Mowen, 1995, p. 702) -Subcultures



oo O A WO DN

Dimensions of National Cultures

. Hierarchy (Power distance) - network structures
. Uncertainty Avoidance (Strong - Weak)

. Identity (Individualism - Collectivism) Geert

Hofstede

. Gender (Masculinity - Femininity)
. Virtue (Long/Short -Term Orientation

. Indulgence (cHuncx-Tb, NOTBOPCTBO) versus Restraint

(coepXaHHOCTb)

. High vs. low context cultures ( Edward Hall, 1976 )
8.
9.

Ethnocentrism and the self-reference criterion

Language issues (dialects, Idioms («figures of speechy),

Neologisms, Slang ) 48



Traditional Core Values , US

¢ Cleanliness

i Openness to change, take risks

¢ Problem solving

i Active, achievement oriented

¢ Materialistic

¢ Humor Loving

¢ Freedom loving

¢ Others (e.qg., individualism, competitive)

® 2010, Dr. Gordon C. Bruner Il




Globalization

i One standardized marketing mix for
the entire world.

¢ There is a trend towards this.

i It is based upon the similarities
In needs among humans.

¢ It is thought that this approach
results in substantial cost savings.

Copyright 2010, Dr. Gordon C, Bruner |l




L.ocalization

t Marketing mixes customized for each
culture in which the organization does
business.

¢ Built on a sensitivity to cultural
differences.

¢ It isn't a matter of if marketing should be
different in each culture but how
different it should be.

¢ Marketing strategy may be more
expensive but it's also likely to be more
successful.

Copyright 2010, Dr. Gordon C, Bruner |l




