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NMpeagucnosue

B anoxy runepkoHKypeHL U1, KOMMepLanusauum, rnobanusauum
1 6bICTpOro yctapeBaHUsl TEXHOMOMMN MapKeToslor N30 BCeX CUN
MbITalOTCS HAWTU HOBbIE KOHLENTYa lbHblE OCHOBBI /151 pa3paboTku
W peanunsaumm CBOMX MapKeTMHIOBbIX MPOrpaMm.

dunun Komnep, nouemnulii npogeccop mapkemuHead,

Kennoezckasn wxona meHedxnmeHma

Cegepo-3anadHozo yHugepcumema

[Tpomio 18 seT ¢ MOMeHTa BBIXO/]a TIpeABIAYyIerd KHUTH Kesorrckoi
IIKOJIBI O OpeHAMHTe. [luTaTa BhIlle B3aTa U3 npeaucioBus Owinmna Kort-
Jiepa K TOMYy u3JaHuio. Bce aTo HammcaHo 70 nossineHus iPhone, Uber,
Twitter, Alexa, Instagram*® u Snapchat, a Takxe /0 B3PBIBHBIX yCIIEXOB
B 06J1aCTU MCKYyCCTBEHHOT'O WHTEJUIEKTAa M MAIIMHHOTO 00y4yeHusA. KoH-
CTaTUpPyeM OUYeBHIHOE: MUP, KOTOPhIH KoTiep Tak IMpo30pJauBO OIHMcasl
B 2005 T., CTaHOBUTCSA BCe OoJiee CIOKHBIM M 3alyTaHHBIM /IS T€X, KTO
OTBEYaeT 3a co3/jaHre OpeH/IOB U yIIpaBJIeHUEe UMU.

BoT rmovyemy aTa kHHUTa HeobxoauMma. OHa J0/DKHA TOMOYb MeHe/Ke-
paM YCKOPUTh POCT OpEHJI0B B CBepXCBA3aHHOM Mupe. OHa COAEPIKUT
JIy4Iliie MBICJIV OHOW M3 CaMbIX M3BECTHBIX INKOJ MapKeTHHTa U OpeH-
aunra B CIITA. OHa JomosTHeHa MYZPOCThIO TepeJOBBIX MPAaKTUKOB U3
TaKUX KoMaHu#, kak Ulta, Google, John Deere u McDonald’s.

Bbl HAyYMTECH JIyYIlle CO3/IaBaTh OPEH/IbI, €CTH MPOYUTAETE ITY KHU-
ry u 6yZieTe MPUMEHSTh ONMCAHHBIE UIeU B COOCTBEHHOM OU3Hece, HC-
CJIeIOBAHUAX WIN B yUeOHBIX ayAUTOpUAX. JIUZiepbl MapKeTUHTa HAUAyT

¢ 3zech u fanee: Ha3BaHUE COLMANBHON CeTH, IpuHazIexamei Meta Platforms Inc.,
TIPU3HAHHOU SKCTPEMHUCTCKON opraHusaiyeil Ha Teppuropuu PO.
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Mpepncnosune

3flech WJied, KOTopble IIOMOI'YT UM CO3/aTh HOBble PBIHKU U BBIZEIUTH
CBOM OpeH/IbI CpeZii KOHKYPEHTOB. YUeHble — B/IOXHOBEHUE /I UCCIIe-
JIOBAaHUU U MOAJAEPKKY B IIOATOTOBKE OYepeJHOro IIOKOJIeHU AUPEKTO-
POB II0 MAapKETHHTY.

OJTa KHUTA BBIXOAUT KaK pa3 BoBpeMsa. C MOMeHTa IpeJbIAYIIero 13-
JlaHuA OpeHAVHT Y MapKeTHHT CTajM ellle BaXKHee /A KoMraHuii. He-
JlaBHee uccieloBaHUe, NTpoBeZieHHoe KoMmmaHuel Deloitte coBMecTHO
¢ CMO Council*, moka3asno, 4To AUpPeKTOpa IO MAPKETHUHTY HECYT BCe
6OJBIIYI0O OTBETCTBEHHOCTb 32 POCT U yIIpaBjeHUe J0X0JaMU Ha ypOB-
He KOMIIaHMH, a He 3a yIpabjieHWe KOMMYHUKaluAMU. V1 cTaBKU Npo-
JIOJDKAIOT TOBBIMAThCA: ¢ 2005 T. mrobasbHbIE PAacXOAbl HA MapKETHUHT
YBeIMYWINCh Ha 45% U cocTaBuinu npuMepHo 585,5 mupz ot Of-
HAKO CJIMIIKOM MHOTO OPEH/IOB UCIIBITHIBAIOT IPOOJIEMEL C PAa3BUTHEM.
[TocMoOTpHUTE Ha BSUIBIN POCT 3peJbIX OPEH/IOB B TAKUX KAaTETOPHUAX, KaK
IPOAYKTHI MUTAHUA, HAIUTKY U KOCMETHKA: UMITYJIbC TaM IepeXBaTUIN
He6obIIMe OpeH/Ibl, BO3IVIABIIIeMble OCHOBATEISMH.

BoT kak MOXXHO HCIIOJIb30BaTh 3HAHUA U3 3TOU KHUTHU C MaKCUMaJlb-
HOMU IOJIb30U: CYMTATe ee pOCKOUTHBIM HIBeCKUM CTOIOM. OHa COCTOUT
13 YeThIpeX YacTeil U 24 mias, U KakAad IVIaBa HacblllleHa KaJOpHUAMU.
[ToTpebaiiTe 3a pa3 ofHY-ABE IVIaBHI, U IIyCTh Bce YmKeTcd. Jlemarite
3aMeTK{ O TOM, YTO Bac IIOPa3wWio U KakK BBl MOXXETe 3TO IIPUMEHUTD,
IIPOBEPUTD, NTOJEIUTHCA 3TUM. A ec/id y Bac TaKoU e MOAXOZ K LIBeJC-
KOMY CTOJy, KaK y MeHA (CHaJasa JecepThl!), MoxeTe cpa3y epexoJuTh
K TOMY, 9YTO Bac UHTepecyeT OoJIbIlle Bcero. Bam He3aueM yuTaTh Bee Iia-
BHI T10CJIeIOBATEIBHO.

3a pabory! Mup CcTaHOBHUTCA JIydllle, KOTZA IMOSBJIAIOTCA JIIOOO3HA-
TeJIbHBIE Y CMeJIble CO3JaTer OpPEeH/IOB, TOTOBBIE B3ATHCA 32 3Ty OYEHb
BA)XKHYIO 3aJayvy.

Jlncum CmeHzen,
akc-CMO, Procter&Gamble

* CMO Council — mio6anbHas ceTh A PyKOBOAUTENEHN BBICIIETO 3BeHa, IPUHUMAI0-
IIMX pelleHus B obmactu mapkeTuHra. OcHoBaHa B 2001 1. B CIIIA. [Ipum. peo.
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BcTtynneHue

Mup GpeHAUHTa 3a TTOCIEHEE AECATUIETHE CUIBHO U3MEHWICS, U TEM-
Bl TIepEMEH, MTOX0XKe, TOJNbKO YCKOPsIOTCcs. KiltoueBas ABIDKYIIAs CH-
Jla KaK U3MEeHEHUMH, TaK U CI0KHOCTU — HEBEPOATHO IIPOCTOH JOCTYI
K JIIOASIM, IPOAYKTaM U nHopMaIuu. B coBpeMeHHOM MUPE MbI CBEPX-
CBSI3aHBI.

Y notpebuTeseit ecTh MpakKTUIECKU 6€CKOHEYHBIM HabOp MPOAYKTOB
OGYKBaJIbHO 110/ PYKOH 1 BO3MOKHOCTb MOJIYYUTD UX €CJTU HE MTHOBEHHO,
TO JOCTATOYHO OBICTPO. BpeH/I-MeHeKePHI CIIOCOOHBI HATIPSIMYIO CBS3BI-
BaTbCS CO CBOMMU KJIMEHTAMH, OTCJIEXKUBATh UX PEIIeHUs U BO MHOTHUX
C/IydasiX COBepIIaTh MPOAaKK 6e3 MOMOIIM TPAAUIIMOHHBIX TIOCPEAHH-
KOB. BO3MOXKHOCTH 6e3rpaHUYHBI U Y TOTPebUTENEl, U ¥ MEHEKEPOB,
a IIMPOTa BAPUAHTOB MOXKET OBITh YMOIIOMPAYUTETbHOM.

HekoTopble yTBEPKAAIOT, YTO B COBPEMEHHOM MHUpe OpeH/IbI TePIoT
BaXKHOCTB, HO MBI BEPUM B 06paTHOe. BpeHzibl obecneunBatoT AuddepeH-
IIUAIUIO, CO3JAI0T JIOSUIbHOCTD U IaXKe YKPEIUIAIOT YYBCTBO CAMOU/IEHTH-
¢dukanyy. bes MOITHOrO OTIMYUTETHHOIO OpeH/ia KOMIIAaHUY BBIHYK/e-
HBI TI0JTIAaTaThCs UCKIIOYUTENBHO Ha AuddepeHIralnio, OCHOBaHHYIO Ha
TOBape, a OHa MOXKET OKa3aThCs 3aTPYAHUTETbHOM.

Hama 1iesp Ipy HaNmucaHUY JaHHOW KHUTYU — [TOMOYb JIuiepaM Ous-
Heca OPUEHTUPOBATHCSA B 3TOM MeHsIoleMcs ganamadTe. Mbl onupa-
eMCsl Ha TOYKY 3PEeHHsI BCEMHPHO M3BECTHOU KeIorrcKoil MIKOJBI Me-
HEe/DKMEHTA, a TaKKe Ha B3IVIAAbl PYKOBOAUTEJIEH, KOTOPbIe IPUMEHAIOT
TEOPHIO Ha MPAKTUKE, PETYIAPHO CO3/laBast OPEeH/bI U YIIPABJIsAs UMHU.

OTa KHUTa — MOCJEeJHSA B CEPUM KHUT 110 MapKeTHUHTy oT Kesuior-
T'CKOM IITIKOJIBI MeHepKMeHTa HaurHas ¢ 2001 ., korga 6bu1a oImy6IuKo-
BaHa Kellogg on Marketing. 3aTem nocneznoBanu emje yeTbipe: Kellogg
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BctynneHwne

on Integrated Marketing (2003), Kellogg on Branding (2005), Kellogg on
Advertising and Media (2008) u BTopoe uzganue Kellogg on Marketing
(2010). OnHu oTpaxaloT KOJUIEKTUBHYIO MYZPOCTb TeX I'ypy MapKeTHH-
ra, KoTopsle paboTaioT B Kesmorrckoil mkosne MeHemKMeHTa. ThICAIN
PYKOBOZMTEEN 00paliaanuch K STUM KHUTAM 32 UAeAMU, KOHLIEMIUIMU
Y MHCTPYMEHTaMH /IJIs CO3[aHMsI MAPKETHUHIOBBIX IUIAHOB U ITPOJBUIKE-
HUs GPEeH/IOB.

KopoTko 06 3To1h KHUre

Bo BBeZIeHHHY MBI IIOTOBOPUM O MOITHOCTH U CJIOKHOCTH OpeHzanHTa. Jla-
Jiee CJIeyloT YeThIpe YacTU, KOTOPbIE TIOCBAIEHBI CTPAaTETUH, peaanu3a-
I[UM, METOJJaM U MIPAaKTUIECKOMY PUMEHEHUIO.

Yactb [ oxBaThIBAaeT 0OOIIME BOMPOCHL. B IIecTH IaBax UCCIEAYIOTCS
mpejrosaraeMoe 3HaueHue OpeH/ia, ero ClocOOHOCTh KOHKYPHUPOBATh,
a TakXe BUJEHHE U PYKOBO/ICTBO [JIS1 CO3/IaHMUs CUJIBHOTO OpeH/a.

B m1aBe 1 mpezcTaBieH COBPEMEHHBIN B3IV HA OCHOBHYIO KOHIIETI-
M0 MTO3UIIMOHUPOBAHUA OpeH/ia ¥ OIIMCAHBI TyTU Pa3BUTHsA CTPATETUU
MO3UIIMOHUPOBAHUSA C TeYEHHEM BpeMeHH. [71aBa 2 0ObsCHSIET, TIOYeMy
JUTST KOMITAaHWM ¥ OpEeHZIOB BaXKHO cpOPMYIUPOBATH IeTb (Ha3HaYeHHUE),
IIOYEMY OHU CYIIIECTBYIOT. SICHOCTh B Ie/IAX KOMITAaHUH,/OpeH/ia TToMora-
eT 3¢ PpeKTUBHO TPUBJIEKATh 3aUHTEPECOBAHHBIE CTOPOHBI ¥ CTAHOBUTCS
HEOTbEeMJIEMOM YacThlO MO3UIIMOHUPOBaHUA OpeHza. B miaBe 3 wuccie-
JIYIOTCST BOBMOXHOCTU U CJIOXKHOCTH, CBSI3aHHBIE C CO3JaHreM TopThes
OpeH/IOB.

OcTajbHblE TVIaBBI YacTH | TOCBSAIIEHb KOHKYPEHTHOH CTpaTeruw,
JUEPCTBY U robanusaiyu. B miaBe 4 pacCMOTpPeHBI BOTIPOCHI, CBSI3aH-
HbIE CO BpeMeHeM TIOsIBIeHUs OpeH/ia B TOM WM WHON KaTeropuu, OIH-
caHbI IPEUMYIIECTBA U TIPOOIEMbI, CBSI3aHHBIE C Balllell CUTyalllel: BB
TIEPBOIIPOXO/IEN], PAHHUH TIOC/IEZ0BATENb WM BXOJUTE HAa PHIHOK ITO3/-
HO. B mmaBe 5 moguyepKuBaeTcs Ba)XKHOCTb BOBJIEUEHHS U MOAZEPIKAHUS
[lvajiora Ha caMOM BBICOKOM YPOBHe opraHusanuu. HakoHel, B riaBe 6
MOPOOHO OIMMCAHbI TPUHIIUIIEI YIIPABIE€HUA IOOATbHBIMU OpeHZaMU.
Msl obpalllaeM BHUMaHHE Ha HEOOXOAWMOCTH IIEeHTPaJIU30BAaHHOTO
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Bctynnenue

KOHTPOJISI Ha/l KOHIIENIINEH OGpeH/ia U ero CBSI3bIO C LIeJISIMU MTOTpeOuTe-
JIef, TIPX 3TOM BBICTYTIAeM 3a JIeJIETUPOBAHUE JOCTATOYHBIX MTOJHOMO-
YU{ U OTBETCTBEHHOCTU MeHe/)KepaM Ha JIOKaJbHOM YPOBHeE /I ajall-
Taluy OpeHzia K KyJIbTYPHBIM Pa3INIUAM U OOBIYasaM.

YacTs II cocpefioToueHa Ha peaiM3alluy CTpaTerud. [1aBbl 3TOU YacTH
IIOCBAIIEHBI TPO6JieMe BOIUIOIIEHU IIpeAIogaraeMoro 3HaueHus OpeH-
Jla BO BCEM, YTO OLIYIIAIOT IoTpebuTrenu. VIMEHHO 3/1eCch CBEpPXCBA3aH-
HOCTh OKa3bIBaeT HauboJsiblllee BIUAHME HA MHOTHe OpeHbl. B porud-
POBOM MUpe IIOC/Ie MOABJIEHUA CTPATeTUH ee HCIOMHEHUE CIe0BajIo
sorudeckd. [To3unroHupoBaHue OpeH/a U UCCIeZoBaHNe MTOKYIaTeb-
CKOTO IOBEZIEHUS IIeJIEBOU ayAUTOPUU JaBajil YeTKHE PeKOMeEHZAAINU
10 OIpeZIeIEHUIO TIEHBI, BBIOOPY TOPTOBHIX TOYEK, pa3paboTKe ybOeau-
TeJIbHOM UZled U BBIOOPY CPEACTB MaccoBOM MHbOpMAIUU, KOTOPBIE J0-
HeCyT 3Ty uzelo. [IpeznosaraeMblii IPOLECC MMOKYTIKU BHITVIAET CUCTEM-
HBIM: TIOZIOOHBIM BOPOHKE, TZle MOTpeOUTeNs HaUMHAI C PACCMOTPEHU
KaKOT'0-TO MHOXXECTBA 3HAKOMBIX OPEH/IOB U Cy)KaJl ero /[0 TeX Iop, TOKa
He BBIABJIICA MMObeauTeN b — OpeH/, Ha KOTOPOM IOTPeOUTENb OCTa-
HaBJIMBAJ CBOM BBIOOP, IOTOMY YTO OH JIyYIlle BCETO COOTBETCTBOBAJ €TI0
nenu. CerofHsa 6peH/Ibl BXOAAT B 3TO MHOXKECTBO U BBIXOZAAT U3 HEro Ha
IPOTSXKEHUM BCEro Ipoliecca NIPUHATHA pelleHui, IpudeM IIOCTOSHHO
MOAUUIIMIPYIOTCA BapUAHTHI IEHOOOPAa30BaHMUs, IOCTAaBKU U MHGOPMU-
pOBaHUsA 0 OpeHzax.

Ora yacTh HauMHaeTcs ¢ miaBbl 7. OHA MOAPOOHO ONMUCHIBAET TO, KaK
BepbasbHble /ayuanbHble (Ha3BaHUeE, 3BYK) U BU3yaIbHble /OO0HATEID-
Hble (dbopma, 3amax) 3/IeMeHTHl CYIeCTBEHHO BIMAIOT Ha BOCHPUATHE
OpeHza TOTPeOUTENIAMHY, YTO BBIXOAUT 32 PAMKU OCO3HAHHOT'O IIOHMMa-
HusA. B miaBe 8 obcykgaercs, kKak 00ecleyuThb MOCae0BaTeNbHOE B3a-
MMoZieicTBUE C OPeH/IOM B TOYKaX CONPHUKOCHOBEHMS Ha NMPOTHKEHUU
BCEro MyTH IPUHATUA pelleHNs KINEeHTOM.

BpeHzibl 106UBAIOTCA ycIlexa, KOorzla OHU CBA3aHbI ¢ QyHJaMeHTalb-
HBIMU JBIDKYIIUMU CHJIAMH U MOOYKZAEHUAMH MoTpebuTesneii. Inasa 9,
ONMPAsACh HA MHOXKECTBO HAayYHBIX MCCIeIOBAHUM, ONIMCBIBAET TaKye I10-
Oy>KJEHUS U IaeT COBETHI, KaK IMTOCTPOUTH MIPOYHBIE CBI3U MEXAY OpeH-
JIOM ¥ JUYHOCThIO. CrieAyrompe TPU IVIaBBI COAEPKAT pEeKOMeHJalny
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110 5P PEeKTUBHOMY YIIpaBIeHHI0 OPEHIOBBIMY KOMMYHHUKAIIUAMHU (TJ1a-
BbI 10 1 11) u 1o ombITy o6caykuBanus (r1asa 12).

B uvactu Il paccMaTpuBarOTCSI METOAOJOTUU MTOHUMAHUA MOTPebu-
TeJlel U OlleHKU OpeHzoB. B mmaBax 13 u 14 omucaHbl HOBbIE KayecT-
BEHHbBIE U KOJTUYECTBEHHBIE METO/IBI, CIIOCOOHBIE 00ECTIEYUTD TITyOOKOE
MMOHUMaHWe HYX/ MOTpebuTeNlell M PACKPBITh BOCHpUATHE OpeHza.
[maBa 15 maeT cxeMy AWarHOCTUKM TOT'O 3Tara MyTU IMPUHATUS TMOKY-
MIaTeJIbCKOTO PellleHsI, Ha KOTOPOM OpeHI MOXKET MOTePIIETh HEy/avy,
a B 1aBe 16 uccienyeTcs, KaKk MapKeTOJIOTH U CITEITUATUCTHI TT0 pUHAH-
caM ¥ OyXraJTepy MOTYT IPUMTH K 0011[eMy MHEHUIO O IeHEeXKHOM IIeH-
HOCTU OpPEH/IOB.

B yactu IV wurtocTpupyeTcs mpakTudeckas 3HaYMMOCTb KOHIIEITIIHH,
M3JI0’KEHHBIX B MPEABIAYIINX YaCTAX, C TTOMOIIbIO aHAIM3a KOHKPETHBIX
MIPYMEPOB M COBETOB JIIOZIEH, YIIPaBIAIOIINX OpeHAaM{ Ha MPaKTHUKeE.
I'maBa 17 paccMaTpuBaeT mpobsieMy TOMCKa OasaHca MeXIy MO3UIHO0-
HUPOBAHUEM U LIeJIbI0 i Kommnanuu McDonald’s. B miaBe 18 mozgpo6-
HO paccka3zaHO O TOM, KaK MapKeToJioru co3zaBanu 6penz Ulta Beauty,
OTHOBPEMEHHO TIO/IEP)KUBAsi MHOTOYHCIEHHbIE M3BECTHBIE OpEH[IBI,
MpeZiCTaBJIeHHbIE B Mara3uHax KOMIIAHUH.

Crezyrolye TpU IJIaBbl coiepKaT pa3bopsl KEHMCOB, AeMOHCTPUPYIO-
IIUX, YTO IIEHHOCTh CHJIbHBIX OPEH/IOB U MTPOOJIEMBI, CBI3aHHBIE C UX CO-
3@aHNEM, BBIXO/JAT 32 PAMKH 3HAKOMBIX OPEH/I0B, OpUEHTHPOBAHHBIX HA
notpeburess. B miaBe 19 mokasaH myTh komnanuu John Deere oT mpo-
M3BOAUTEJSI, ODUEHTHPOBAHHOI'O Ha TOBAp, 10 KOMIIaHUU U OpeH/ia, 1c-
TTOJIb3YIOIINX HOBEUIIIME TEXHOIOTHUU, YTOOBI ITOMOYb OCHOBHBIM KJIMEH-
Tam — pepMepaM — ONTUMU3UPOBATH YPOXKaMHOCTb U 0xoA. [1aBa 20
WUTIOCTPUPYET CMEJIBIM peOpeHANHT 37paBOOXPAaHUTENbHON OpraHu3a-
mur Novant Health. I'taBa 21 roBopuT, 4TO TpeacTaBieHue O OpeHze
BBIXOZIUT 3@ PaMKH IIPOAYKTA, U MOAPOOHO OMHUCHIBAET, KaK rOCYAapCTBO
Y YaCTHbIE TTapTHEPHI 0O'beIMHUINCDH, YTOOBI U3MEHUTD IIpe/ICTaBIeHe
0 MeKcHKe ¥ MMOKa3aTh ee MPUBJIEeKAaTeTbHBIM MECTOM /IJIT TYPHUCTOB CO
BCEro CBETA.

OTa 4acTh 3aBepIIaeTcsi PeKOMEHAIUAMU II0 CO3JaHUI0 OpeHIOB
Y yIIpaBJIeHUIo UMU. B mraBe 22 maHbl COBETHI, KaK CO3/jaBaTh OpEH/IbI
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Bctynnenue

B CBEPXCBSI3aHHOM MUpE; IIPU 3TOM 0CO00e BHUMaHUE yAeasieTcsa Iud-
POBBIM KOMMYyHUKalUUAM. B rmaBe 23 m3jiaraioTcs peKOMeHJalUu IO
YIIPaBIe€HUIO NTOTPEOUTENBCKUM OIBITOM (YPOBHEM Y/IOBJIETBOPEHHOC-
THU KJIMeHTOB). HakoHell, I11aBa 24 faeT HEeCKOJIbKO IIOJIE3HBIX COBETOB
IpeANpUHUMAaTeNAM U KOMIIAHUAM, CTPEMAIMINMCA CO3/,aTh HOBBIM UH-
JVBUIyaIU3UPOBaHHBIN OpeH/l Ha HACHII[EHHOM PBIHKE.

Kak nonb3oBaTbCA 3TON KHUTOMX

Bce rmaBel KHWUTH IOCBAILIEHBI Pa3HbIM acleKTaM CO3/jJaHUfA CHUIbHOTO
6penza. OHU CAaMOCTOATETBHBI, HO JOTIOTHSIOT APYT APYTa, YTO IT03BOJIS-
€T YUTaTesAM UCIOIb30BaTh KHUT'Y I10-Pa3HOMY.

Bnarogapss mpuMevyaTeJbHOMY COYETAaHHUIO TEOPETUYeCKOW Oa3bl
Y MPaKTUYeCKUX YPOKOB KHUTa MOAXOAUT KakK JJ YHUBEPCUTETCKUX
KYPCOB, TaK U JJI1 PYKOBOAUTeNEe KOMIIaHUMI. YUeHbIi MOXKeT MpumMme-
HATH ee 1A Kypca o 6peHAnHTY 1160 Ha ypoBHe MBA, 1160 Ha ypoB-
He pykKoBojuTesnel. HanmpuMep, Mbl UCIOIb3yeM 3Ty KHUI'Y B Hallel
obpasoBarenpHOl mporpamme Kellogg on Branding ana meHemxmeH-
Ta. [lepBBle Be YacTy JaOT 6a30BYIO CTPYKTYPY IPOrPAMMBI, a TIaBbI
13 TpeTbel U 4eTBepTOU CIyXKaT JOMOJHUTEIbHBIM MaTepUuajoM /JJjf
YTEHU, WITIOCTPUPYIOIIUM U YIIyOIAI0NUM IOHUMaHue OIpe/ieseH-
HBIX TEM.

CTyZeHTBI, KOTOPBIE U3YYalOT OPeHVHT U He MTPOCIyIIaaIu OQUIIHAITb-
HBIH KypC, HO JKeJIaloT MOJMYIUTh IUPOKOe IIpe/cTaBlIeHne 0 OpeHInHTe
B COBPEMEHHOM MUpe, BO3MOXKHO, 3aXOTAT IPOYUTATh KHUTY OT KOPKHU
70 KOpKU. OMBbITHBIE OpeHZA-MeHeKepbl MOTYT OCTAHOBUTH B3IVIAJ Ha
COBpEeMEeHHBIX KOHIEMIUAX, TAKUX KaK Ielb OpeHza (r1aBa 2), HOBBIE
METO/[bl HCCAeZIOBAaHUS U JAUarHocTUdeckue WHCTpyMeHTHI (YacTb III)
U ujerd ux kKoser (dacte IV). PykoBoauTenu u TnpesnpUHUMATENU,
CTOJIKHYBILIMEC C KOHKpDeTHOM 3ajadeil (Hampumep, 3aIlyCK HOBOIO
6peHzia), MOTYT COCPEJOTOYUTHCA Ha TeX IVIaBaX, KOTOpbIe MOCBAIIEHBI
pelIieHnAM, IPUHUMaeMBbIM B IleproZ 3amycka. Hanpumep, Te, KTo roTo-
BUTCS 3aIIyCTUTh HOBBIM OpeH/l, MOTYT OOHAPYXUTb, YTO UM OCOOEHHO
IIOJIE3HBI IVIaBhI, IOCBAIIEHHbIE TO3UIIMOHUPOBaHUIO OpeHza (miaBa 1),
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BctynneHwne

KOHKYpEeHTHOH cpezie (raBa 4), paspaboTKe OpeHJa U TOYKAM COIIPU-
KOCHOBeHUs (T71aBhbI 7 U 8), a TaKXKe COBETHI 10 CO3/IaHUI0 OpeH/ia ¢ HyJIA
(m1aBa 24).

Kak GBI BBl HU MCIIOJIb30BAJIN 3TY KHUTY, MBI HaZieeMcsI, YTO BBl OOHa-
PY’KUTE: OHA MTOBHINIAET BaIly OIleHKY OPEHIOB U UX TTIOCTOSTHHOT'O U pac-
TyIIero 3HaYeHUs B HAIlleM CBEPXCBA3aHHOM MUDE.

Anuc Tubo
Tum KankuHc
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