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Korma  cobcTBeHHMKa  Kopabna,  Jlamnuaa,
CNPOCUNM, KAaKOBO emy 6blIo Ha*KUTb 60raTcTso,
OH oTBeTuN: «bonblioe 60raTcTBO — NErko, Ho

Ma/ieHbKNe AeHbrv — ¢ 60/1bLNM TPYAOMY.
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COAEPHKAHUE

KakoBa Balwa MCTUHHAA LeNb BbIX0Aa HA PbIHOK?
Kro Baw notpebutenn? A nokynartenb?

YTo npoucxogut c notpebutenamm?

loe Baw Kaunent?

Yto npoucxogur c Puteitnom?

Kro Baw KOHKypeHT?

Mouyemy KAneHT A0/MKEH KynuTb Bac u BepHyTbcA cHoBa?




1.1. KakoBa uenb BbIX04a Ha PbIHOK? Eﬂj},@*’"iﬁi@

BennKkMe KomnaHum oTIMYakoTcs Tem, YTo pa3bupatoTca He B MPOM3BOACTBE, a B NoTpebieHuu.

“Kak e mbl 06 amom paHbwe He nodymanu!”

3HaHue, KakK npasunabHO I'IOTpe6/'IFITb CBOM NPOAYKT, 3a4€M €ro l'IOTpe6I'IFITb M KaKOBa LeJ/1b
I'IOTpe6ﬂeHMFI — MOXEeT NUSMEHUTL Balln peleHnAa 40 HEY3HABAEMOCTH.

MctouHuk: Nielsen: Future of retail



1.2. KakoBa uenb BbIX0Aa Ha PbIHOK?

MpoayKT

CocraBnawowume
NpoAayKTa

4

— N —

. YnaKkoBka :
ONA UHAMBUAYANbHAA
rpynnosas
CemeHa < MapKMpOBKa |
Joan —> Bec
PemoHT
—_— LleHa
L ’ j
Y
Mpunbbinb Kommepyeckoe
npeasioxeHue



2.1. Ko Baw notpebutenb? A noKkynatenb? m;;@gylwsg[es

aan

+++ +++
Bo3spact LleHHOCTH
- f - Penurua
on 3 f
CeMbs MpnHUKMNbI
[MpnBbIYKK
Xo66u
340poOBbe ekl
TpadduK
Pabota padd
+++ t++
O6pa3 HKN3HU +++ i
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2.2. Kto Baw notpeburtennb? A noKynartenb? npumepbil

MecTo Tpe6oBaHus:

* Y10 6bl ObIN
*  CeXui-aeanbHbii
* be3 rHuam

* be3 pXKaBynHbI
* bblnynakosaH

* Becosom

*  CpoOKM rogHoCTU

==

="

basoBble TpeboBaHus:

/ g - *  BKyCHbIl
basosble TpeboBaHus: *  MbITbiA

* Caexui * ApomarTHbll
* 3eneHblit

* [onesHbii
*  ApomaTHbIi

* bbla ynakoBsaH

* Bec nopuuu

*  CpoOKu rogHoCTH
* Kak ynotpebnatb




3.1. Y10 c noTpebutenammu? B gDE"’L'GEE?S
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3.2. Y710 c noTpeburenammn?

P New Marketing Thinking in the Age of Coronavirus - Google Chrome

& onlinexperiences.com/scripts/Server.nxp

VIDEO

New Consumer Behavior Groups

* Life Simplifiers
* They want to eat less and buy less. Against too much clutter. Less owning and
more renting.
i ; * Degrowth activists
* They worry that consumption will outpace the carrying capacity of the earth.
Arable land and oceans are hurting. Need conservation and reducing material
needs. Marketing to blame in producing false and unsustainable needs.
* Climate change activists
* Carbon footprints polluting our air and water. And endangering planet.
* Sane food choosers
* Vegetarians and vegans don't like killing animals. Eat a plant, vegetable and
fruit diet.
* Conservation activists
* Reduce, reuse, repair goods and give to needy persons. Make goods last
longer. No planned obsolescence. Fewer luxury goods.

a1

CHAT

Eddie Garcia

One major thing that this pandemic has made aware o

me is the fact that density is only going to go up. Work

from home cant be standard in every industry, which

means that we will have fo come up with new office space

design or develop completely new air purification systems

10 prevent infectious diseases 1o spread through ¥l
communities. M Q8A

SUBMIT

1. XOTAT NPOCTON XKNU3HMU.

OHW TOTOBbI MEHBbLLE 3apabaTbiBaTh U MEHbLLE

noTpebnsaTb, M TPEBYETCA NKnLLb cBoboAa. 3a

CYET 3TON KaTeropun ByAeT NPoLBETaTh NPOKAT
n apeHaa.

2. AKTUBUCTbI MPOTUB Mporpecca.

OHM onacaloTCd  UCTOLUEHUS  MAPUPOAHBIX
PECYPCOB, YTOObI «HE TPEBOXUTE 3EMII0Y». OHK
He MpU3HaT| MapKETUHr KaKk pasxuratens
notpebneHna 1M BO3NaralT Hagexabl Ha
nepepaboTky Mycopa.

3. AKTMBMCTOB MPOTUB W3MEHEHUS KrMMmarta.
OHn OGoploTcd  3a COXpaHEHME JIECOB W
OKeaHoB.

4. BereTapvaHueB. OH/ NPOTVB BbipallMBaHUS
" yGueHus [AOMaLLHEro cKkoTa 7
3avMHTepecoBaHbl B BblpalliyBaHUX  LEHHbIX
KYnbTyp 3€pHOBBIX U OBOLLEN.




3.3. Y10 c noTpebutenamu? npumep

1) OT 6a30BOro NpoayKTa K BbICOKOM nepepaboTtke 4) «-1 step»

3) Ready-to-cook and Ready-to-eat. TexHonormuu 3aganv popmaTbl HOBbIX MPOAYKTOB

6) foTOBbIE PALMOHBI: 3HAA CBOM NPOAYKT, Tbl HE NPOCTO NPOAAELLb
€ro, HoO peKoMeHAyelb Hanayywne cnocobbl ero noTpebaeHnn
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4.1. Tpe Baw kaneHt?

OouvH geHb U3 XU3HWM MaMbl™

Ramir = Research » Rethink « React
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4.2. [pe Baw KAneHT? npumep fﬂ;’!,{?}i'iﬁ?s

aan

A Wy KnneHTa B cetu, B 3eneHb He BblpalmBaeTca
KOTOPYIO OH NoiaeT B EKaTepuHbypre, Ho Tam ®MOH€Tl(a

ecTb NoTpebuTenb 1 ectb
MmarasuHbl MoHeTKa

Mot noTpebutesnb He TONBLKO
B MocKBe, HO 1 BO BCeX
ropoaax-MmnmnanoHHMKax

POA; 4****

»*

*g Weg Y f
Xl %
4**
oA %

nnnnnn

Y npoAyKTa ecTb perMoH
NPOMUCXOXKAEHUA
| onTUManbHbIii ANA Hero. He
e dakrT, uto noTpebutennb
- ' MMEHHO B 3TOM pPermoHe —
B ponyukg) / i U ONTUMaNIbHOE peLleHue.
- Brychapeer - | \ER | Balu KIMeHT MOXKeT 6biTb B

T no6oii TouKe Ha Kapte PP
13 . i




5.1.Ytoc pVITEl‘;IIIOM? B\IKD\ ISORS

KOHUEHTPALIHA PbIHKA

UETARHEENR _ TPATA BPENEHH "PU MD'ArPErATUPbI
anAH“qEHHbIH AGGUPT"MEHT TENEBH3IOHHAR PEKTIAMA ‘ HAT"BHAH PEK"AMN;;;E};?EWREPOB

COLMANBHBIE AKTHBHOCTH
Bun b I.u " E y"AKﬂB K“ nu:!;m\mamx BTOPAR KH3Hb OTKPbITb0K PLIHKOB COBMECTHbI BPEHANT v nociae  [IACTKOBAAKAPTOYKA U BECKOHTAKTHbIA RNATEX

wonicws OTIJTATA HAJINYHBIMU CEOTAPTETIHE " PU BO3BPAT HATUYHbLIMK

POCT r"" EP/ cy" EPMAPKETUB AIIPECHAR PEKTIAMA 04 BMATASIAY

> CEPBUCHI [IOCTABKH (DELIVERY CLUB)
COKPALLEHVE OTKPBITBIX PbIHKOB. wacrisE e e B [INGOCTI moavswwesnranes [ioANBLHOCTD

HA3KAR KOHLIEHTPALLMA KOPNOPATHEHAS COUMANLHAR OTBETCTBEHHOCTb  BAPEPLIOMbIHE TONLKO KAK NAPKMAXEPCKE

MOKYMKK BPOK sy [0TOBAR E[IA

MATA3WHbI HA 3ANPABKAX
BPEH[IMHI B HORECA

npunoxenA A cuarrookoe BbIBOPKA o

YCKOPEHME BbINYCKA Huanulf-uﬁﬂqELrsBMEHelmﬁ MEHBLLE BPEMEHM LOMA

i scuns [IOCTABKA EIbl, TOTOBOW K YNOTPEGNEHMH srvwss s

MEPCOHA/NbHbIE ACCHCTEHTBI

OXOTA 34 NOKYRATENAMK

BA30BbIE LIEHBI HA NPOJYKThI
o BO3BPAT HA KAPTY
MCNONb30BAHKE BHELLHMX PECYPCOB O 0 RTEKHBAHIAPLITI A OO

foAmwcH yaHAB&mgalrlngmnn usHt:Tna:fil:iﬂtllurflm fg‘:ﬁmmﬁfﬁﬁﬁﬁﬁlﬁﬁ“sﬁaﬁmﬁ ﬁuw

HHTEPHET-NPOAXM B METPD

3MOLIMOHANBHOE BOBNEYEHWE ABCOJIOTHAR BNI30CTD
TBOPSECKIA NOAXOMLK J0HAM B MATADHHAX  HEGOT:LIARGNIOBAR NOKyIKA

ﬂﬂ"ﬂ"HEHHAH PEAJIbHOCT s seowace

MctouHuk: Nielsen: Future of retail
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5.2.4Y10C pI/ITEVIIIOM? B\IKD\ ISORS

Bonbwne MarasuHbl y Cnewumanucrbl OHnainH MapkeTtnnaeic
dopmartbl Aoma

AWAH € Thmepouxa  BycBuan OZON [Ea%

5 A 3 Slhaexc
7 ONKE” MAFHUT % C6ep6aHK

A Ortpuu,. +6 % o >+40% >+75%
(pY6) fpHpacTes +19,7%

HDona & o 0 0
(py6) 16% 28% 5% 2%

UcTouHuK: Infoline, caliTbl KomnaHuin
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5.3. Tol 80 MHe/a 8 mebe. CTPYKTypa KAUEHTCKoro noptdens

40+% - moHononucr (3anpeLueHo)
25%-35% - npomuHuMpyowWwaa nosmuma

15%-25% - cywectseHHbIV nakerT,
TAXeNo n3basuTbca oT Hac. CNOXKHO
6bICTPO 3aMEHUTD.

Mbl BHYTPU KNNEHTa

26% MoCKOBCKMI
13% JlokapHo

28% 3en. cag,

33% JleTo

M /loKapHo M 3eneHblli cag,

M /leto H MOCKOBCKUM

50% - mbl 3aBUCUM OT KNMEHT],
60/1bLIOM PUCK 419 KOMNAHUMK

- IOMUHUPOBAHUE, TAMXKE/NO
yrnpaBnaTb

10%-15% - notepa He cunbHO yaaput
No Ham

KnneHT BHYTpU Hac

5% METPO

30% M
15% NleHTa o Markut

10% AOukcun

18% AwaH
22% X5

B MarHut | X5 B AwaH

B [lukcn M JleHta B METPO

bM KD VISORS

YBenuumsartb
CBOO 010
npoaa B ceTax
0o 50% (Tbl BO
MHe 5 B Tebe)



6.1. KTo Bawl KOHKYpeHT?
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6.2. Kto Baw KOHKYpeHT? npumep

KOHKypeHTbl ecTb

unu éyayr. Tol

BCerga AONXKeH ‘ :
AEMOHCTPUPOBATh . ri;é*g

WM

npeumyLlecTea oot OBERL |

Crpasa mmw e W

CBOEro NpoAyKra. Y W el

f | g ) %,:;r‘:“tvw~
o ¥
KauectBo — oundpy#n, i k x
k2

PasHuuy - nokaxu Fd

[ Y,

Ykpon ArpoxonawHr Mockosckui Mpesiym &
ropuovke 1 wryka
89,00P © taman 7
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ToRN

7.1. Noyemy KAMEHT fONXKEH KynUTb Bac n notom BepHyTbCA CHOBA? bt\j@/gy;lggfes

4P’s marketing-mix 5P’s marketing-mix 7P’s marketing-mix

+ People + Process &
Physical Evidence

Promotional

Other ingredients: Profit, Proposition/ Positioning, Packaging, Purchase.

19



/.2. [oTOBaA cTpaTerna — N1erkme neperosopbl

4P’s marketing-mix 5P’s marketing-mix 7P’s marketing-mix

+ People + Process &
Physical Evidence

Promotional

Other ingredients: Profit, Proposition/ Positioning, Packaging, Purchase.

20
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