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FOREWORD

Kypc «MapkeTuHr» oTHocuTcs K nuciuruinHaMm 0aszoBoit wactu OIIOIL. K
Havally W3yYeHHUs AMCLUUIUIMHBI Y CTYACHTOB JOJDKHBI OBITH C(HOPMHUPOBAHBI
yCTOMUYMBBIE TPEACTABJICHUS, Kacalolluecs MOHATUHHOIO ammapara B o0JacTu
(GYHKIIMOHUPOBAHUA TPEINPUITHS HA pBIHKE, OCOOCHHOCTEH PpPBIHOYHOMN
HYKOHOMHUKH.

IleasiMy 0CBOEHMS M CUHUILJIMHDI SABJISIIOTCS:

e (opMupOBaHHWE Yy CTYACHTOB HAyYHO-MHPOBO33PEHYECCKOW TIO3UIUU B
OTHOIIEHUM POJIM U 3HAYECHUU MapKeTHHTa B oOecrieueHuu 3(h(HEKTUBHOTO
(GyHKIMOHUPOBAHUS KOMIIAHUU Ha PHIHKE,

® OBJAJCHHEC TEOPETUKO-METOIOJOTHUYESCKIMH OCHOBAaMH OpTaHW3allud
MapKETUHIOBOM JIESITEIbHOCTH B KOMIIAHUSAX C YYE€TOM OTpaciieBon
cnenuukH,

® TOJyYCHHE TMPAKTUYECKHX HABBIKOB 110 pa3padOTKE MapKETHHTOBBIX
VIOPABJICHUYECKUX PEIICHUNH i1 TOBBIMIEHUS J(P(HEKTUBHOCTH PaOOTHI

MPEINPUITUS HA PHIHKE.

IIporpamma Kypaca HalpasJIeHa Ha OCBOCHHUE CIEAYIOIIUX KOMIIETCHIUN:
OK-4 CniocoOHOCTh K KOMMYHMKAIIUM B YCTHOM M MMCbMEHHOM opmax
HA PYCCKOM M HHOCTPAHHOM f3bIKAX JUIS PpelIeHus 3aaad4

MEKJIMYHOCTHOI'O U MEKKYJIbBTYPHOI'O B3aUMOJAEHCTBHSA

Ymerb Baagern
['paMOTHO 1 METOAUYECKH BEPHO Hasbikamu npe3enranuu
COCTaBUTh OTUYET O MPUHSITHIX pa3pabOTaHHBIX YIIPABICHUYECKUX
penieHus X B cepe MapKeTHHTA perieHnii B cepe MapKeTHHTA

OIIK-3 Cnoco0HOCTh BBIOPAaTh HMHCTPYMEHTAJIbHBIE CPeACTBA A

OﬁpﬁﬁOTKH IKOHOMHMYECKHX JTAHHBLIX B COOTBETCTBHH C IOCTABJIEHHOM



3aja4yeil, NMPOaHATU3HMPOBATH Ppe3yJbTAThl pPacyeToB M 000CHOBATH

MOJIYYC€HHBIC BHIBOAbI

3HaThL YMeThb Baagers
MapkeTHuHIroBbIE AHaIM3UPOBATH TaHHbBIE HaBpixamu pacueToB
WHCTPYMEHTHI O PHIHOYHOM OCHOBHBIX
00paOOTKH PHIHOYHOW | JESATEIbHOCTH KOMITAHUHU MapKETUHIOBBIX
uHbOpMaIuu noKasarelen

IIK-1 CnocobHoCTh cOOpaTh M NMPOAHAJM3HPOBATH MCXOJHbIC JAHHBIE,

HeoOXoaMMBbIe I pacyera  JKOHOMHYECKHMX M COLHAJIBHO-
JKOHOMHMYECKHX  IOKa3arTejeil, XapaKTepu3ywIHuX [AeATeJ1bHOCTh
X035fiCTBYIOLIHUX CYyOBEKTOB

3Hath Ymernb Baaners
MeTOoIbI coopa aHaJIM3UPOBATh HaBBIKAMHA  IPUHATHS
uH(popmManuu o PBIHOYHYIO KOHBIOHKTYPY | yIPAaBIEHYECKOTO

PBIHKE;
Merons! ananuza
IIOJIy4EHHOMU
uHbopMaIuu

U OIOCHHMBATHL €€ BIIMAHUC
Ha KOMIIAHHUIO; IIPOBOIUTH

MAapKCTHUHI'OBBIC
HCCJIICAOBAaHMU C
HCIIOJIB30BaHHUCM
pa3iIndHbIX MCTOIOB H

VHCTPYMEHTOB

pelieHusi Ha OCHOBE
aHaiu3a U pa3paboTKH
KOMILJIEKCa MapKETHHTa




The purpose of the course MARKETING is a formation of students'
understanding of the role and significance of marketing in the company's
activities in the market. Main attention is given the skills of application of

marketing tools in the enterprise.

Students as a result of studying the course Marketing should receive the
following competencies:
v' OK-4 Ability to communicate in Russian and foreign languages for
solving problems of interpersonal and intercultural interaction;
v' OPK-3 Ability to select tools for processing economic data, analyze the
results of calculations and justify the findings
v' PK-1 Ability to collect and analyze the data needed to calculate the

indicators of economic entities

Students who successfully completed the training course will acquire the
following knowledge and skills:

e basic marketing concepts

e the structure of the marketing mix

e the concept of product life cycle

e methods of analysis of commodity company policy

e methods of market analysis

e approaches to pricing of goods and services of the company

e techniques and tools of promotion



THE MARKETING
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———— ALL OF THE ABOVE, AND MUCH MORE!

There are about 1500 different definitions the term «Marketing». For

example:

v' American Marketing Association (AMA) previously defined
marketing as «the process of planning and executing the conception,
pricing, promotion, and distribution of ideas, goods, services to create
exchanges that satisfy individual and organizational goals». The official
AMA definition published in July 2013 defines marketing as "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™

v Phillip Kotler®’s definition is “Marketing is a societal process by
which individuals and groups obtain what they need and want through
creating, offering, and freely exchanging products and services of value

with others.”

v Marketing is the solution of your customers problems for profit

Looking at the all definitions one sees that they agree on the following points:

! https://www.ama.org/resources/pages/dictionary.aspx?dLetter=M
? https://en.wikipedia.org/wiki/Philip_Kotler



* Marketing is a management process.
» Marketing is about giving customers what they want.

To sum up, Marketing is managing profitable customer relationships.
And its goal is to attract new customers by promising superior value and to
keep current customers by delivering satisfaction.

Marketing as a science appeared in the late 19th century due to the
development of industry and trade. We can distinguish several concepts in the

development of marketing theory:

Firms that follow this philosophy focus on
manufacturing products that are relatively easy to
produce. The company does everything it can to
improve production efficiency to lower the price of
the product. However, this approach it does not focus
on the needs of the customer.

Production Concept

Companys that follow this philosophy tryies to
make it the best-performing product in the market via
improvements. Its focusing too much on one’s product
can also be dangerous.

Product Concept

Firms that follow this philosophy focus on "pushing”
the product using advertising and promotion. Please
Selling Concept note that marketing is not selling: selling is similar to
pushing, and marketing, we will see, is more like
pulling

One of the most important terms that you will learn in
this course is the marketing concept. If a firm wants to
achieve its goals it has to focus on satisfying the needs
of its customers. If a firm focuses on satisfying the
needs of its customers, in this case it does not have to
"push™ its product. The public will demand the
product and *‘pull™ it through the channel of
distribution

Marketing Concept

Unfortunately, satisfying customers’ short-term needs
may not be compatible with society’s needs. For
instance, your customers may prefer large
Societal marketing automobiles and hamburgers, no-deposit bottles.

concept Society is better off if we drive small cars and eat soy
burgers. Social responsibility is the belief that
organizations have a responsibility to society as a
whole. An organization must think of the effects its

9



actions have on society

The goal of Relationship marketing is to have a
satisfied customer and establish an ongoing, personal,
and long-term relationship with him or her. This
means that the organization will have to understand
the needs of the customer as they change over time.
Relationship marketing | What matters is the lifetime value of the customer, not
how much money a firm makes with one transaction.
One goal of relationship marketing is customer
retention, to keep an organization's existing
customers. The cost of keeping an existing customer
is lower than the cost of finding a new customer

The realization of marketing strategy requires a set of managed elements,

which are called marketing mix (MM). It includes 4 items. They are:

1. Product. Goods and services (creating offerings).

2. Promotion. Communication.

3. Place. Getting the product to a point at which the customer can purchase it
(delivering).

4. Price. The monetary amount charged for the product (exchange).

10
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Marketing does not occur in a vacuum. The marketing environment consists
of external forces that directly and/or indirectly impact the organization. Changes
in the environment create opportunities and threats for the organizations.

Environmental scanning collects information about external forces. The main
ones are:
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PRODUCT

Product means the goods-and-services combination the company offers to

the target market.

There are 3 levels of product:

Augmented Product-otter additional consumer benefits
and services (Warranty, Customer training ... )

Actual Product-Marketer must then build the actual
product around the core product (Quality level,
Features, Brand name, Packaging...)

Core Product- Marketers must first detfine what the core
BENEFITS the product will provide the customer

Product Life Cycle (PLC) popularized by Theodore Levitt (1965). A
product's life cycle (PLC) can be divided into several stages characterized by the

revenue generated by the product.

13



Methods of analysis of commodity policy of the company:
v' ABC analysis
v’ growth-share matrix (BCG matrix).

The ABC analysis is based on the Pareto principle (20-80). ABC analysis

divides product into 3 categories according to the degree of their impact on the

company's activities.

Let's consider an example. Spend ABC analysis of the

products of milk factory based on the following data:

Production volume of sales for the year in real terms, kg
Milk 154290
baked milk 5021
Kefir 54567
Sour cream 44908
Yogurt 3744
clabber 3824
Bifidok 2728
Milk shake 1897
Ryazhenka 36357

v’ Stage 1. Sort the products in descending order of sales.

| Production | volume of sales for the year in real terms, kg |

14



Milk 154290
Kefir 54567
Sour cream 44908
Ryazhenka 36357
baked milk 5021
clabber 3824
Yogurt 3744
Bifidok 2728
Milk shake 1897

v’ Stage 2. We calculate the share of each product in the total sales volume.

Production volume of sales for Share in the total sales
the year in real terms, kg volume, %
Milk 154290 50,20
Kefir 54567 17,75
Sour cream 44908 14,61
Ryazhenka 36357 11,83
baked milk 5021 1,63
clabber 3824 1,24
Yogurt 3744 1,22
Bifidok 2728 0,89
Milk shake 1897 0,63
v Stage 3. We calculate the cumulative share of each product
Production volume of Share in the total | Cumulative share, %
sales, kg sales volume, %
Milk 154290 50,20 50,20
Kefir 54567 17,75 50,20+17,75=67,95
Sour cream 44908 14,61 67,95+14,61=82,56
Ryazhenka 36357 11,83 94,39
baked milk 5021 1,63 96,02
clabber 3824 1,24 97,26
Yogurt 3744 1,22 98,48
Bifidok 2728 0,89 99,37
Milk shake 1897 0,63 1
v’ Stage 4. We select the groups of goods - A (the closest value of the

cumulative share to 75%), B (95%) and C.

15




Production volume of Share in the total | Cumulative share, %
sales, kg sales volume, %
Milk 154290 50,20 50,20
Kefir 54567 17,75 67,95
Sour cream 44908 14,61 82,56
Ryazhenka 36357 11,83 94,39
baked milk 5021 1,63 96,02
clabber 3824 1,24 97,26
Yogurt 3744 1,22 98,48
Bifidok 2728 0,89 99,37
Milk shake 1897 0,63 1

ASSIGNMENTS FOR THE INDEPENDENT WORK OF STUDENTS
1)  Spend ABC analysis of the products of online - shop based on the

following data:

Product Sales, ths. Rub Product Sales, ths. Rub
Books 345 Men's watch 215
Magazines 27 Watches for women 70
Souvenirs 459 accessories 5
Umbrellas 99 Maps (Atlas) 12
Postcards 67 Flash cards 150
Flowers 343 Computer disks 18
Bijouterie 1005 Stationery 55

2)  Analyze the commodity policy of the company, which produces soft
drinks, using the BCG matrix and make conclusions.

Type of product | sales volume, ths. Rub. Market Share (%), 2016
2015 2016 firm main competitor
Lemonade 256,8 564,96 8 32
Dushes 124,41 124.4 50 50
Krushon 133,98 132,95 62 30
Baikal 116,44 115,0 57 43
Cream Soda 256,8 1001,52 2 14
Sayan 175,45 75,18 7 6
Lime 67,48 122,99 12 88
Citro 87,73 350,92 10 15
Mojito 73,37 47,69 15 34

3) Spend ABC analysis of the products of Online Store based on the

following data:

Product

Sales,
thousand rubles

Product

Sales,
thousand rubles

16




Toys 1200 sport equipment 843

Books 849 bijou 923
Clothes for women 8097 Clothes for men 2039
Footwear 2650 Clothes for children 5017
Bags 1350 scarves 398

17




MARKET CONCEPT IN MARKETINGACTIVITY
A market is an aggregate of people who, as individuals or organizations, have
needs for products and who have the ability, willingness and authority to

purchase such products.

Types of markets

For:
Intend to consume or benefit, but not to Resale
make a profit Direct use in production

or general daily operations.

Market Capacity (market size) is the potential volume of sale of goods
and services, determined by the size and structure of actually demonstrated or
future demand.

Let's look at an example. Define school diaries capacity of the market (E)
of Nizhniy Novgorod region in volume and value terms. It is known that the
population of the region is 3340.7 thousand. people, of whom 12% are pupils of
schools. 10% of students use only electronic diary. There is evidence that the
student uses in 1 year 1.11 diary. The average diary is worth 50 rubles

E=C*(1-S)*N
C =3340.7 * 0.12 = 400884 (pupils in Nizhniy Novgorod region)

18



Sn =0,1 (10% of students use only electronic diary)
N = 1,11 (one student uses 1.11 diary per year)

E =400884 * (1-0,1) * 1,11 = 400484 (items)

E = 400484 * 50 = 20024200 (rubles)

ASSIGNMENTS FOR THE INDEPENDENT WORK OF STUDENTS
1)  Calculate the capacity of the gasoline market in the city of N, if registered
in the traffic is 180 thousand cars, of which 1 percent of alternative energy
sources use. Average fuel consumption rate of A-95 is 70 liters per month for the
period from May to October, in the remaining six months of consumption is
reduced by 20%.

2) Determine the market size of accessories for shaving in the city Voronezh.
According to the statistics on 1 January 2015 the population of Voronezh was
1024 thousand people. According to the statistics the percentage of the number of
men 45%, of which adult men who are potential users of the goods 25%. Costs

per year for this type of product is 5000 rubles.

3)  The figure shows the market share of mobile operators in the Nizhny
Novgorod Region. Assess the level of concentration in the industry, using the
HHI, based on data for the 3rd quarter 2014.

19
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PRICING IN MARKETING

Price is
v" the value placed on what is exchanged
v' the amount a customer pays for the product
v’ the quantity of money charged for a product or service, or the sum of the
values that consumers exchange for the benefits of having or using the

product or service

20



Selecting the Determining the
pricing Objective demand

Estimating Costs

Analyzing
competitor’s costs,
prices and offers

Selecting the final Selecting a pricing
Price method

Let's look at examples of various methods for determining the price.

1) The company manufactures chairs. The amount of the fixed costs of the
enterprise of 100,000 rubles per month. For a month produced 100 units, the
cost of materials and wages per product unit account for 3548 rubles.

P = 3548 + (100000 / 100) = 4548 (rub.)

2) There is evidence of the relationship between the parameters of enterprise
products with the parameters of the basic model (the price of the base model
1999 rub.):

product The importance Expert scores (0-10)
Parameters | of the parameter New product basic
1 0,35 6 9
2 0,15 10 5
3 0,3 10 7
4 0,2 8 9

For new product: 6*0.35 + 10* 0.15+ 10 * 0.3 + 8 * 0.2 =8.2
For basic product: 9*0.35+5*0.15+7*0.3+9*0.2=7.8

21




3)

4)

P =(1999/7.8) * 8.2= 2101,51 (rub)

The cost price of the goods is 320 rubles. Acceptable profitability is 20%.
Indirect taxes 18%. Is it profitable to the company's selling price in the
amount of 450 rubles?

Determine the value of the sale price on the basis of available data: 320 * 1.2
=384 (rub.)

384 *1.18 = 453.12 (RUR).

453.12 more than 450 - not profitable

The company, which produces refrigerators, based on an assessment of
market conditions and prices, expects that the retail price of a model can be
set at the level of 19900 rubles. Thus the profit and retailing costs account for
30% of the price, profit and wholesale costs - 25% and the private profit of
the company - 25%. Calculate what may be the cost of production of the

refrigerator models.

Cost of production = X

Price for company = 1.25 X
Wholesale price = 1.25* 1.25 X =1,5625 X
Retailing price = 1,5625 * 1.3 X =2.01325 X = 19900

X

= 9884.52 (rub)

5) The company produces furniture accessories. It was decided to develop a

system of discounts for the amount of the order. The average unit price of the
goods is 10 rubles, of which 2 have ruble profit. The cost of order processing
Is 5000 rubles. The total annual volume of purchases per customer 100000
pieces. Buyer orders in lots of 10,000 units. In what should be in the range of
discount to the buyer was beneficial to increase the party must be ordered in

2 times

22



Profit at the size of the order = 10000

(10000 * 2 - 5000) * 10 = 150000 (rub.).

Profit at the size of the Order 20000

(20000 * 2 - 5000) * 5 = 175000 (rub.).

Increase in profit: 175000 - 150000 = 25000 (rub.)

The size of possible discounts: 25000: 1000000 * 100 = 2.5%

ASSIGNMENTS FOR THE INDEPENDENT WORK OF STUDENTS
1) You are the owner of a shoe store. At present the sales volume of 29 000 pairs of
shoes a year. You buy a pair of shoes from the manufacturer to an average of
2050 rubles. Average price in your store is 2600 rubles per pair. Total fixed costs
for rent and electricity for the store is 180 thousand rubles per year
o Determine the break-even point, calculate the profit of your store
o With a discount of 5% of the sales price, how many pairs Shoes need
to be sold each year to a profit increase of 20% compared to the
baseline?
o Next year you are planning to conduct an advertising campaign that
will cost 80 000 rub., at the same time selling price increased by
10%. What will be the break-even point?

2) Determine the level of prices for Electric cookers method based on
competitors' prices. The price of the base plate 4950 rubles. Assessment of the

basic parameters of the base and the new products shown in the table:

The importance Expert scores (0-10)

product Parameters of the parameter New basic
product
The amount 0.3 79 85
consumed electric

23



power

functons. 03 a0 55
design 0,1 56 47

Service life 0,1 58 79
safety 0,2 78 57

3) The company produces motor petrol with an octane rating of "95".
e The cost price of 1 ton of petrol is 2,500 rubles
e Calculated profit on a 1 ton of petrol is 750 rubles
¢ Rate of excise duty are 455 rubles per 1 ton
e Wholesale organization established by agreement marketing premium at a
rate of 18%.
e The VAT rate of 20%.

Calculate the wholesale market price for 1 ton of petrol

4) The company, which produces Sets of furniture for children's rooms, based on
an assessment of market conditions and prices, expects that the retail price of a
model can be set at the level of 14900 rubles.

Thus the profit and retailing costs account for 20% of the price, profit and
wholesale costs - 15% and the private profit of the company - 25%. Calculate
what may be the cost of production of the Sets of furniture for children's

rooms.

5) Trading company offers on the market assortment from three products A, B
and C at a price 11.50, 8.35 and 10.60 per share, respectively. The prices for
the products A and C were not accepted by the market. What are the new
prices for products A and C on the basis of psychological prices can be
expected? The planned sales volume of 120,000, 540,000 and 230,000 units

24




6)

7)

respectively. What is the new price for the product in will keep the amount of

revenue and cover the losses from the change in prices for A and C?

"Prestige™ company produces plastic windows. The selling price per unit of
output is 10,000 rubles. This variable production cost is 7500 rubles for the
product, and the fixed costs 350,000 rubles a month. Determine how much
you need to implement plastic windows to ensure break-even production. How
many more have to sell plastic windows, if variable costs will increase by

2,000 rubles, and the selling price will rise only 1500 rubles?

The firm "World of Stationery" produces 10,000 packs of paper for writing in
a month. In this case the material costs of a pack - 20 rubles, wages with
deductions on social needs - 15 rubles, and other operating costs 12 rubles.
Fixed costs for the entire production volume of 50,000 on marketing costs - 10
rubles for 1 pack. To determine the selling price of the enterprise, if the target
profit of 20%.

25



PROMOTION. MARKETING COMMUNICATIONS

Promotion is to communicate with individuals, groups or organizations to
directly or indirectly facilitate exchanges by informing and persuading one or
more audiences to accept an organization's products. Promotion is
communication used by marketers to inform, remind, or persuade potential

buyers.

Promotional Mix

. Sales
Advertising | promotion

Personal | Ppublicity
Selling

Advertising is paid form of non personal communication about an
organization or its products that is transmitted to a target audience through a

mass/broadcast medium.

26
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Group advertising objectives fall into three categories:

Informative Advertising

* To communicate customer value and 1s used heavily when introducing a
new product

Persuasive Advertising

* To build brand value and sometimes compare with competing brands

Reminder Advertising

« Maintain customer relationships and keep customers thinking about the
product

Personal Selling is the process of communicating with a potential buyer (or

buyers) face-to-face with the purpose of selling a product or service.

Public Relations (PR, Publicity) is News story form about an organization or
its products or both, through mass medium at no charge. Public relations in many
ways is similar to advertising, can use the same tools. But the main difference is
in the level of costs.

Advertising vs. Public Relations

We are a greaf They are a great
company! company!

—
—_—
—_
—_—
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Sales Promotion is Materials that act as a direct inducement, offering added
value, or incentive for the product, to resellers, sales persons or consumers.

Designed for immediate (short term) increase in product sales.

Sales Promotion Methods

Point of Purchase
Display

Frequent User
Incentives

Demonstrations

Money

Refunds/Rebates

Free Samples
Consumer
Premium Items Cents-off Offer Contests and
Sweepstakes

ASSIGNMENTS FOR THE INDEPENDENT WORK OF STUDENTS
Determine the type of submitted samples of advertising. Justify your opinion

—

Joy-Pepsi
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Omnsera IOpeeBHa AHresioBa

MARKETING

Yueono-memoouueckoe nocooue
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