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ПРАКТИКУМ ДЛЯ ДИСЦИПЛИНЫ
Профессиональная подготовка на английском языке (Маркетинг)
Комплект заданий для выполнения аудиторной и домашней работы.
Module 1. The analysis of the Macro Environment

Unit 1 Marketing Environment
Task: Analysis of factors of macroenvironment for Russia (BLENDED)
Instruction

1. Form the small group (no less than 4 students) as you wish;
2. Spread the roles between team members: leader, writer, analyst and communicator;

3. Сhoose 2 factors of the macroenvironment without repeats of other groups;

4. Watch video about factors you have chosen.

a. http://study.com/academy/lesson/how-the-social-environment-affects-business.html
b. http://study.com/academy/lesson/what-is-the-physical-environment-of-a-business-definition-components-examples.html
c. http://study.com/academy/lesson/how-the-technological-environment-affects-business.html
d. http://study.com/academy/lesson/how-the-global-business-environment-affects-business.html
e. http://study.com/academy/lesson/political-factors-in-business-definition-examples-quiz.html
f. http://study.com/academy/lesson/the-political-and-legal-environment-of-marketing.html
5. Answer the question "What problems and trends in the video are typical for Russian markets?" You can use some extra sources (e.g. Google search)

6. You should determine no less than 3 trends (positive or negative).

7. Write your answer in your own topic on forum. 

8. Read materials of your colleagues and add one extra trend for all factors in all topics on forum. 

9. Assess materials of the other group by the next criterias.

Assess criterias:
1- answer match the task

1 - trends are actual for Russia

1 - lexical, grammatical, punctuation and spelling  literacy

1 - an accurate design of the document

1 - another team added some extra trands to the materials of the colleags

Maximum point number of this task - 5 points; assess of the colleages materials - 1 point.

Total - 6 points.
Unit 2 PESTLE Analysis
Task: Analysis of PESTLE for the Russian market of software
In this activities you will explore when and how you should do PESTLE analysis. Also you will develop the skills of analyse with the real results of PESTLE for the Russian market of software. You should be able to discuss results of your essay next lesson. 

Andrew, a project manager of the company "YUMS Soft", completed PESTLE analysis and identified the trends in the macro-environment on the software market for kindergartens. Please help him to analyze the results and to make an expert opinion.

Instruction

1. Write short essay (to 100 words), where you should describe opportunities and threats for the Andrews' company in the market. 

2. Put your text into the gap below then copy it into the word and send to the teacher via e-mail.
3. You can find the PESTLE analysis here:
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Assess criterias:
1- answer match the task

1 – opportunities and threats are actual for software market
1 - lexical, grammatical, punctuation and spelling  literacy

Maximum point number of this task - 3 points 

Unit 3 Porter's 5 Forces Analysis

Task: Case analysis «Porter’s 5 Forces Analysis»
Instruction

1. Read and translate the description about one of the industry's competitive forces (choose your variant from 1 to 5).
2. Find in Table 6 corresponding opinion on this threat (description).

3. Relate threat to the program of action. Use MS Word.

4. Put the right answer in an appropriate line and send it to teacher. 

Variant 1. Industry rivalry
	Factors
	Estimate of the parameter

	
	3
	2
	1


	Number of companies
	A high level of saturation
	The average level of market saturation (3-10)
	A small number of players (1-3)

	
	
	
	1

	Market growth rate
	Stagnation or decline in market
	Slower growth
	High

	
	
	
	1

	The level of product differentiation in the market
	Companies sell standardized goods
	The product is standardized for key properties, but differs in the additional benefits
	Products significantly differ

	
	
	
	1

	Restrictions on price increases
	Intense price competition in the market, there is no opportunity to raise prices
	It is possible to raise prices only within the coating cost increases
	It is always possible to raise prices to cover increased costs and increase profits

	
	
	2
	

	The final score
	

	4 points
	Low level of competition within the industry

	5-8 points
	The average level of competition within the industry


	9-12 points
	A high level of competition within the industry


Variant 2. Threat of new entrants
	Factors
	Estimate of the parameter

	
	3
	2
	1


	Economies of scale
	Not available
	exist only a few players in the market
	Significant

	
	
	
	1

	Strong brands with a high level of loyalty and knowledge
	There are no large players
	2-3 large players
	2-3 large players hold more than 80% of the market

	
	
	2
	

	Market segmentation
	market segmentation can’t be
	There are micro-niches
	All possible niches are occupied by players

	
	
	2
	

	The level of investments and costs for entry into the industry
	Low (payback in 1-3 months of work)
	Medium (payback for 6-12 months of work)
	High (return more than 1 year of operation)

	
	
	2
	

	Access to distribution channels
	Access to distribution channels is fully open
	Access to distribution channels requires a modest investment
	Access to distribution channels is limited

	
	3
	
	

	Government policy
	No restrictive laws of the State
	Government interferes in the activities of the industry is weakly
	State fully controls the industry and sets limits

	
	3
	
	

	Readiness of existing companies to reduce prices
	Players will not cut prices
	The big players will not reduce the price, but averages can
	In any attempt to enter the cheaper offer existing players cut prices

	
	
	2
	

	The final score
	

	8 points
	Low level of the threat of new entrants

	9-16 points
	The medium level of the threat of new entrants


	17-24 points
	A high level of the threat of new entrants


Variant 3. Threat of substitute products or services
	Factors
	Estimate of the parameter

	
	3
	2
	1

	Substitute products
	exist and occupy a high market share
	exist, but appeared on the market recently
	Do not exist

	
	
	2
	

	The final score
	

	1 point
	Low level of the threat of substitute products or services

	2 points
	The medium level of the threat of substitute products or services


	3 points
	A high level of the threat of substitute products or services


Variant 4. Bargaining power of suppliers
	Factors
	Estimate of the parameter

	
	2
	1

	The number of suppliers
	A small amount of suppliers
	A wide selection of suppliers

	
	
	1

	Limited resources of suppliers
	Limited amount of resources
	Unlimited number of resources

	
	
	1

	Switching costs
	High costs to switch to other suppliers
	Low costs of switching to other suppliers

	
	
	1

	Priority areas for the supplier
	Low priority of the industry for the supplier 
	High priority of the industry for the supplier

	
	
	1

	The final score
	

	4 points
	The low level of supplier’ power 

	5-8 points
	The medium level of supplier power


	9-12 points
	A high level of supplier power


Variant 5. Bargaining power of customers (buyers)
	Factors
	Estimate of the parameter

	
	3
	2
	1

	Share of customers with a large volume of sales
	More than 80% of sales are few customers
	A minor part of the clients holding about 50% of sales
	Sales volume is evenly distributed among all clients

	
	
	
	1

	Propensity to switch to substitutes goods
	Goods are not unique, there are complete analogues
	This product is unique in part, have distinctive characteristics that are important to customers
	This product is completely unique, there are no analogues

	
	
	2
	

	Buyer price sensitivity
	Buyer will always be switched on goods with lower price
	The buyer will be switched only when difference in price is significant
	The buyer is completely insensitive to the price of goods

	
	
	2
	

	The degree of consumer interest in the purchase of goods
	Low
	Medium
	High

	
	
	2
	

	The final score
	

	4 points
	Low level of customers’ power 

	5-8 points
	The medium level of customers’ power 


	9-12 points
	A high level of customers’ power 


Table 6 – Summary of results

	Forces
	Level
	Description
	Direction of works

	
	
	
	

	***
	Medium
	Sales volume is evenly distributed among all customers. If the company do not make the price too high, the client will work with the company
	To monitor appearance of new companies. To carry out actions aimed at the consumer duration of contact with the company. To raise the level of knowledge about the product.

	***
	Medium
	The intensity of competition in the market is average. There is no possibility of full comparing products of different firms. There is a limit for price growth
	To negotiate a price reduction

	***
	Medium
	There is a risk the entry of new players. New companies may appear due to the low barriers to entry, but significant initial investment is require.
	To improve the quality of the goods on the lagging parameters. To develop specific proposals for "sensitive" customers

	***
	Low
	The company has a unique offer in the market, there are no analogues.
	To monitor competitors' offers constantly. To develop the uniqueness of the product and to increase the perceived value of the goods. To reduce the impact of price competition in the sale. To raise the level of knowledge about the product.

	***
	Low
	Stability of suppliers
	To maintain and to improve the uniqueness of the product. To concentrate all efforts on building awareness of the unique offer.


Assess criterias:
0,33 - answer match the task

0,33 – answer is right
0,33 - lexical, grammatical, punctuation and spelling  literacy

Maximum point number of this task - 1 points 

Module 2. Competitive analysis

Unit 4. Competitor Analysis

Task: Case study “Planning the competitive analysis”
Andrew completed competitive analysis and analysis of product competitiveness corresponding the plan. Then the plan was lost. Do the following task.
Instruction

1) Read and translate the text below.
2) Describe the information sources, which Andrew used for conducting competitive intelligence. You should identified no less than 2 resources.

3) Make a plan for the competitive analysis and analysis of product competitiveness, using the results of Andrew’s work. You should present no less than 5 stages for this plan.

Write your answers in MS Word file and send it back to the teacher.

Text

RESEARCH OF COMPETITORS AND COMPETITIVENESS OF PRODUCT MEDKID

At studying of competitors it was found out that the most probable and potentially dangerous competitor for today for service MedKid is the product "Smiles. Kindergartens". Having conducted preliminary researches from secondary sources, table 1 has been made.

Table 1 – Comparison of presence of software products' basic characteristics

	Functional features of a product
	MEDKid
	Smiles

	Formation statistics
	+
	+

	Give out inquiries to parents in electronic form  
	+
	+

	Keep medicines' account
	+
	+

	Do demands for medicines and vaccines
	+
	+

	Conduct electronic medical records
	+
	+

	Vaccination sheets
	+
	+

	Conducting certification magazines
	+
	-

	Parental control
	+
	+

	Attendance conducting
	+
	+

	Web site in a gift
	+
	+

	Using of cloudy technologies
	+
	+

	Product sale as services
	+
	-

	Product sale as licenses
	-
	+


According to table 1, company Smiles is the closest competitor on a spectrum of services. However it is possible to tell that their basic profile is aimed at attendance of children and parental control, moreover, their each module is on sale separately. Product MedKid is aimed more at a medical part and gives for a small monthly payment full access to all functional. 

Using methods of competitive investigation (telephone interview and results of electronic correspondence), was found out that the software product and pricing of the competitor are while only in a preselling stage. But it is possible to say that their product will be much more expensive, because they sell their software by modules, moreover, without installation of base modules required modules will not work. 

For the analysis of competitiveness of product MedKid the target audiences are nurses, educators and managers in kindergartens, whose inquiry is a presence of functions in software, capable to provide high speed of employees' work at expense of minimum resources. Further the circle of priority competitors was chose. After that competitiveness factors of software was formulated: quality of the software, functionality, the software price, service (support), advancement in the market, company's experience. 

Methods of competitive investigation, questioning of potential consumers, and analysis of the secondary information was used for data gathering. Competitiveness factors have different weight, which was defined by means of questioning consumers, experts and own workers of the company. Advancement, price, quality and functionality have the greatest share of the importance for the client.

After that all factors were decomposed. The estimation of functionality included presence of necessary functions for the user, resources requirement for using. At the quality analysis clearness and simplicity of software use, stability to defects (reliability), completeness, and speed of the response were considered. The parameter "price" was analyzed by product cost, payment kind, and presence of discounts. Service was estimated in speed of servicing, completeness of documentation, support. Advancement judged on advertising presence, width of a dealer network, participation in exhibitions. Experience of the seller was estimated on introduction in other establishments, term company existence. Comparison of microindicators has been conduct further, translating quantitative and quality standards in points (the scale is taken 5). In result factors of competitiveness (tab. 2) was estimated.

Table 2 – Comparison of objects under factors of competitiveness
	Competitiveness factors
	Significance coefficient
	MedKid
	MedKid with K significance
	Smiles
	Smiles with K significance
	The leader

	1 Functionality
	0,19
	5
	0,95
	5
	0,95
	No

	2 Quality
	0,19
	4
	0,76
	3
	0,57
	MedKid

	3 Price
	0,21
	5
	1,05
	4
	0,84
	MedKid

	4 Service
	0,15
	4
	0,6
	5
	0,75
	Smiles

	5 Advancement
	0,21
	4
	0,84
	3
	0,63
	MedKid

	6 Experience
	0,05
	5
	0,25
	5
	0,25
	No

	Total (a market position)
	1
	27
	4,45
	25
	3,99
	MedKid


Then MedKid competitiveness concerning the priority competitor – Smiles has been calculated, considering that at competitiveness > 1, object is more competitive.

The competitiveness with correction coefficient of significance = 4,45 / 3,74 = 1,12

(1)
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Further results of competitiveness have been visualised (figure 1).

Fig. 1. The polygon adjusted to the weighting coefficient of significance
From the given diagrams it is possible to understand competitive advantages and lacks of projects MedKid and its contender by means of the SNW-analysis – the analysis of Strength, Neutral and Weakness parties of the organisation (tab. 3). In a neutral position it is fixed midmarket condition. For a victory in competitive struggle by the sufficient there can be a condition, when the organisation concerning competitors on all (except one) key positions is in N condition and only under one factor – in condition S. 

Table 3 – Quality standard of a position of software product MedKid
	Competitiveness Factors
	Position quality standard

	
	W (Weakness)
	N (Neutral)
	S (Strength)

	Quality
	
	
	*

	Functionality
	
	*
	

	The price
	
	
	*

	Service
	*
	
	

	Promotion
	
	
	*

	Experience
	
	*
	


By results of table 4 it is visible that software product MedKid concerning other players has strong positions in the price, quality and advancement, but concedes in service.

Assess criterias:
0,5 point - the list of resources is full;

1 point - all stages of the plan are identified in a right way;

0,5 point - lexical, grammatical, punctuation and spelling  literacy.

Total - 2 points.
Task: Do the competitive analysis (BLENDED)
Make your own research of the product competitiveness, using the results of Andrew’s work as a sample.
Instruction

1) Do this task individually or in a small group.

2) Choose any market and product you want to analyse.

3) Identify the competitiveness factors (5-7).

4) Form the list of the competitors.
5) Gather secondary and primary information about competitors.
6) Fill the table.
7) Count the competitiveness index of your product.
8) Do the competitiveness polygon.
9) Do the SNW-analysis.
10) Make the conclusion about your research.

Attach word document with your plan here and send it to the teacher.

Assess criterias:
1 point - answers are full;

0,5 point - the document designed correctly;

0,5 point - lexical, grammatical, punctuation and spelling  literacy.

Total - 2 points.
Unit 5 Product Testing

Task: Check list. The Lab Results
Instruction

1. Download the attached file.
2. Fill the gaps in MS Word file and send it back to the teacher.
QUALITY ASSESSMENT of apple juice 
through the method___________________________________________

Samples:

1. _______________________________

2. _______________________________

3. _______________________________

4. _______________________________

5. _______________________________

6. _______________________________

7. _______________________________

Hypothesis: sample# ___  will get the best estimate of consumer quality 

The results of the analysis by the organoleptic method:

	Factors of quality
	Relevance coefficient
	S1
	S2
	S3
	S4
	S5
	S6
	S7

	Exterior view
	
	
	
	
	
	
	
	

	Consistency
	
	
	
	
	
	
	
	

	Color
	
	
	
	
	
	
	
	

	Aroma
	
	
	
	
	
	
	
	

	Taste
	
	
	
	
	
	
	
	

	Sum
	
	
	
	
	
	
	
	

	Sum with Krel
	
	
	
	
	
	
	
	

	The assumption 

about the brand
	
	
	
	
	
	
	
	


Ratings for closed samples:

	Position of rating
	№ of sample
	The assumption brand
	Actual brand

	1. 
	
	
	

	2.
	
	
	

	3.
	
	
	

	4.
	
	
	

	5.
	
	
	

	6.
	
	
	

	7.
	
	
	


Assess criterias:
1 point - all the gaps are filled in right way;

1 point - lexical, grammatical, punctuation and spelling literacy.

Total - 2 points.

Task: Conclusion about lab results
Instruction

You should write the conclusions about Product testing results:

1. Was the hypothesis be confirmed?

2. Were you able to relate the assumption brands with samples?

3. Give the general conclusion on research

Please, send your conclusion as a word document to the teacher.
Conclusions:

1. Confirmationofthehypothesis_________________________________________________________________

2. Were you able to relate the assumption brands with samples?_______________________________________
3. The general conclusion on research ___________________________________________________________
Assess criterias:
1 point - conclusion is compelling;

1 point - lexical, grammatical, punctuation and spelling  literacy.

Total 2 points.

Unit 6 Competitive prices analysis

Task: The competitive prices analysis in any Tomsk market (BLENDED)
Instruction

1. Choose any market, interesting for you. 
2. Find out the prices of competitors by competitive intelligence.
3. Perform analysis of competitors' prices. Use the template. 
4. Write analytical note based the results of the study.
Template
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Assess criterias:
0,5- answer match the task;

0,5 - lexical, grammatical, punctuation and spelling  literacy;

1 - an accurate design of the document,  formulas were used.

Total - 2 points.

Module 3. Segmentation, targeting, positioning
Unit 7 Market Segmentation
Task: The case "Segmentation of motels consumers"
Instruction

Answer the questions and send MS word file with your answer:

1. What an opportunity did the company see?

2. What segments did they identified?

3. What marketing mix did they develop to target the segments?

The case shows  that marketers of a company look for attractive market opportunities – ones that enable the company to get a competitive advantage. They use market segmentation to identify possible target markets. A company that has identified these target markets and pinpointed their specific needs can then tailor its products and promotion.

Motel 6 saw an opportunity. Most motels were pretty much alike – but some travelers were not satisfied with what they offered. These customers didn’t want to pay extra for room service, a fancy restaurant. They just wanted a clean room, a good location, and a budget price for a one-night stay. Marketing managers for Motel 6 identified several groups of customers – vacation travelers in the 55-plus age brackets, sales people who pay their own travel expenses, and young families – with similar “budget –oriented” interests. Then they developed a marketing mix specifically targeted at these segments. They build less costly motels without showy lobbies, swimming pools, and restaurants. They located near highways and inexpensive eateries like McDonald’s that appealing to their target customers. They used radio ads – rather than costly TV and print ads – to convey their message. They set the price low – about half what most motels charged. This budget – oriented strategy was very profitable – and other motels began to copy it.

 
Assess criterias:

1 point - answer is full and match the task;

0,5 point - lexical, grammatical, punctuation and spelling  literacy;

0,5 point - an accurate design of the document.

Total - 2 points.

Unit 8 Market Targeting
Task: Case study "McDonalds targeting"

Instruction

1. Watch the video https://www.youtube.com/watch?v=RcRFBVIvJHw

2. Answer the questions:

· Why there are not the brand manager positions in McDonald's?

· List McDonald's segments,  that you have learned from this video.

· What is the consumer insight for McDonald's?

· What are differences between McDonald's ads to different segments? Give the examples.

3. Assignments «Ways to target. McDonald's experience». Wright your answer as a text and send it to your teacher as a word document. 
Assess criterias:

1 point - answer is full and match the task;

0,5 point - lexical, grammatical, punctuation and spelling  literacy;

0,5 point - an accurate design of the document.

Total - 2 points.
Unit 9 Positioning

Task: Case study “Positioning a brand”
Instruction

1. Watch the video here: https://www.youtube.com/watch?v=ULE8gC3FPMk
2. Answer the questions: What is the best way for positioning  brand on a uninteresting products Market? 
3. Write your answer and send it to the teacher.

4. Find your own examples on you-tube and be ready to share it in classroom.

Assess criterias:
1 point - answer is full and match the task;

0,5 point - lexical, grammatical, punctuation and spelling  literacy;

0,5 point - an accurate design of the document.

Total - 2 points.
Module 4. Marketers for well-being

Unit 10 Well-being
Task: Assignments (Report) "Russian index of happiness" (BLENDED)
Instruction

1. Read the text below http://onlinelibrary.wiley.com/doi/10.1002/9781444316568.wiem03035/pdf 

2. Prepare a report about Russian index of happiness. You can use World Happiness Report 2015. 
3. Be able to discuss this report with your colleges in the classroom.

Assess criterias:

1 point - answer is full and match the task;

1 point - lexical, grammatical, punctuation and spelling  literacy;

1 point - an accurate design of the document.

Total - 3 points.
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