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3a KaKBO LWe cu
roBopuM gHec?

e KakBo npencraBngaBa
MapKeTMHroBaTa urpa?

e KakBa e BalwaTa pona?

e KakK e ce opraHmnsnpame?

e 3allo ga yyacrtBaTe?







MnaHeTa
Markstrat

Hacenenune: 250 mununoHa
BanyTta: Markstrat gonap (S)
KoHKypeHTun: 4-6 dompmu
Exkun: 2-3 yoBeka




NMpounssexxpate [1BA
Pa3/INYHN TUNA NPOAYKTMW:

PasnnyHo pa3BuTK Nasapu

[MpoayKTUTe Ca OT pa3nnyeH

TUN U HE Ce KOHKYpUpaT

e Pa3paboTBaTe HOBM NPOAYKTU
OT BCEKU TUM

o O6u, 6loaxkeT Ha hupmaTal

Vodites




SOH 'te n pOD,y KTU 6 pPa3nNYHKM XapaKTepPUCTUKKM — nobpe pa3BuT Nasap
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VOd ite n pony KTM ﬂ,pyrm 5 PasMNMYHN XapaKTEPUCTUKN — HOB MNa3ap
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Bcekun npoayKT Ma ctaHAApPTHO UME

S | B |
Ll N\

Tun Ha Nme Ha N36paHu oT Bac 6ykBuU

npoaykTra: donpmara:

S=Sonite AEILOUY
V=Vodite
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Ha Vodite nasapa ce oyakBat 3 Tuna:

MNpopak6u

[ ] Followers

[ Early adopters

B Innovators

Bpeme



3 Pa3InNyYHnN Tuna MarasmHu

Department Mass

Specialty stores stores merchandisers
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BawaTta uen B urpara -
MaKCUManeH
Share Price Index (SPI)

3a ga ro NocTurHeTe, Bue Tpabea aa
onTUMM3nparTe:

e [lazapeH pan

PbcT Ha npogakbuTe

HeTHaTa nevyanba

HaTtpynaHaTta HeTHa ne4yanba
Nusectnummnte B R&D

OcHoBHaTa uen e aga yuurte
poKaTto urpaertel!ll




[Mlo KakbB HaYUH ynpasnaBaTe chupmata cn?
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KakBa cTpaTeruna pa
namMucnurte?

TpabBa na B3eMeTe HAKOJIKO TUNA

peLleHns:

e KakBM NPOAYKTU N KOMKO Aa
nponsBepeTe

e Ha KakBa ueHa ga rm npoaasaTe

e Kbpe pa rm npopgaBaTte

e Kak ga rm peknammuparte




Pa3paboTBaHe Ha
HOB NPOAYKT

3apanTe XKenaHnTe NapaMeTpu Ha
npoaykta Ha R&D otoena
Ocurypete nckaHna 6roa>KeT 3a
pa3paboTKa

Ha 6a3aTta Ha rotoBua NpoeKT
NyCcHeTe HOBUA NMPOAYKT
MogndnuynpanTe npoayKTa



MnaHnpaHe Ha NPON3BOACTBOTO

CKnap,mpaHeg gnpo"YCHaT“

i Npoaakbu

QP QP

3aaBeH obem
npon3BoaCcTBO



Bcaka dompmMa Tpabsa ga HaMepu onTUManHOTO
pasnpeneneHmne Ha MapKeTUHroBua 6o XKeT.

Tobproecku
| 3a BCEKM KaHan 3a guctpmnbyuus l
oTaen

i>‘ 3a BCEKU NPOEKT l
MasapHu 3a BCEeKU Nasap
npoyyBaHua (Sonite & Vodite)




[1pe3 Bcekn nepumoa oT urpata TpabBa aa B3nMaTe
peweHnsa 3a cnegBallms.
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MPUBET Ha BCWUKM, KOWTO 23 MbpEM MbT MOCELIBAT T03M CaRT! Heroeata
OCHOBHS LEN & A3 NOANGMErS CTYASHTHTE OT CTONZHCKK DakynTer Wa CY &
YMPEXHEHNATE M NEKLANTE M 10 MapKETHHT

80.9. Pasrnepsiite yueBHUTE MNaHoBE 33 KypCOBETE Mo MapkeTMHr a3
yusBHaTa ropWHa 2017/2018 r., NPaBMNaTa 33 OPMMPEHE WA DLSHKSTA,
23A3HKATE M CPOKOBETE 83 KYPCOBMTE PABOTH W HEOBXOAMMATA NHTEpaTYpa

® kype Mapretiur, Gakanaspn
¥ LypC OCHOEH H3 MAPKETUATS, MBFHETPH
® wcype Crpareriuecin mapretiar

MOXETE A3 CB MPUCHERMHHTE KM Facehook rDYNaTa Ha KYPCa ND MaPKeTHH,
B KOATO 0BCLXA3Me BCAKIKEN EBMPOCH,
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MPMEST HA BOWUKM, KOWTO 33 MupBM MeT NOCEWIBAT To3A CaiT! Herpeats
OCHOBHE LEn & A3 NognoMara cTyaeHTHTE o7 CTONaHCKK diakynTer Ha CY &
YNIPEAHEHHATA H NEKUMHTE HM N0 MapKeTHHr,

Hauang

MOporpama
80.9. Pasrnepaiite yueBHute nnanoBe sa KypcoseTe no MapkeTuHr 33
Tekunn yuebHata rognHa 2017/2018 r., npaennata 33 POPMMPEHE HA OLEHKATA,
Nureparyps | SSASHNATA 1 CPOKDBETE 33 KyPCOBATE PalioTH H HEOBkDAKMATa NMTEpaTYpa:
» kype MapKeTUHr, Bakanaspn
EB rpyna B iypc OCHOBN Ha MAPKETHHEE, MArHCTpH

= ypC CTRATErMHECKN MBPKETHHT

Kontakti

MO¥ETE A3 C8 MPUCBEAMHUTE KM ESCEhook TPYNSTS HAE KYPCE NO MBPKETHHT,
& KDATO OBCBXAaME BCAKAKEM BLMPOCA




OpraHusunpauTe

pobpe otbopa cn
\

PazinyHun
cTpaTeruu

Bpeme






Mopayn 3a
peLleHns

Report

M2 newsietter M2 mkt studies
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Moaynun

OcHoBeH
eKpaH

ACADEMIC VERSION

Use of this Academic Version of the MARKSTRAT®3
simulation outside of academic degree granting

MARKSTRAT

THE STRATEGIC MARKETING SIMULATION

programs is prohibited and illegal. A separate license
Authored by

is required for Executive Programs and for any other
uwercatgnonanda  [INSEA D Professional application of MARKSTRAT®3
Jean-Claude Larréche
Co-Developed under the B MARKSTRAT is a registered trademark of STRATX. For licensing information,
e e STRATK

contact STRATX Licensing Division via e-mail at Licensing@StratX .com or visit
our product web site at www markstrat.com

MARKSTRAT3 DEMONSTRATION VERSION

StratX
Boston - London - Paris

Use of this demonstration version of the Markstrat3 simulation is limited to
testing and demonstration of the simulation. Any other use of Markstrat3
requires licensing. To obtain a license for Academic or Professional application,
please contact StratX Licensing Division via email at Licensing@StratX.com.



[lpon3BoacTeo,
ueHoobpa3syBaHe U
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‘ Brand Portfolio | Production, Price & Advertising ‘ Sales Force & Distribution
® b > " ?P ==T=1=
peweHnqa ol T e = =i
w =]
o
Market Research Studies ‘ Research & Development |

BEWARE! Some decisions have not yet been taken.
Please check all missing decisions, otherwise default decisions will be used.

Errors & Warnings ‘

Summary Budget ‘ Marketing Plan




PeweHuna 3a nponssoacTso,
ueHoobpa3yBaHe U peKknama

X

Production, Price & Advertising - SEAL ﬂ

Last period - This period % Change
| | PSPR2

| | 200 0.0
| |

| | 400 | 0.0
| | 500 | 0.0
| | 50 | 0.0

Pelwenns 3a
npoayKT SEAL

" Ok

X cancel ||

Buffs |Singles I Pros

|HiEarners | Others

Gl

Objective

5| au|

Dimension 2

5 | 5

Objective [

Production, Price and Advertising
M36op Ha ‘0o
5 V
nasap
Product specifications
Base R&D project
Brand production level (KU)
Inventory sold to trading Co (KU)
(current inventory : 0 KU)
Pricing
3a BCGKVI Recommended retail price ($)
Advertising
npoﬂ yKT Advertising media budget (K$)
HOOTA e/'IHO Advertising research budget (KS)
Total
Targeted segments (%) 100
Perceptual objectives
{* No objectives Dimension 1
" MDS dimensions
" Semantic scales
M360op Ha

=]

I ]|

>'| SEAL / SEXY / SEFA |

npoayKT




PeweHunqa, kacaewm ctTuMynmMpaHeTo Ha
npopakburte

Sales Force and Distribution

kd

Specialty Depart. stores Mass Sales Force
stores Merchandis. cost
Number of salespeople | E I 25 [ 30
SEAL | 3 | 45 | a7 | KS 834
e | " I 8 [ 10 I S 204 Assistant options
% of effort
SEFA | 19 | 7 s | KS 612
" Equal allocation across all brands
VETI | M | 20 | 0 | K$ 308
Total | 100% [ 100% | 100% | KS 1957
" Proportional to last period's unit sales
v Ok | Assistant... ‘ Normalize ‘ X cancel |

" Proportional to last period's retail sales

" Proportional to last period's contribution



Market Research Studies X

2|

Study Titles Order Cost (K$)
Industry benchmarking v All markets 39
Consumer survey [v Sonite [~ Vodite 78 rl
Consumer panel ¥ Sonite ™ Vodite 130 0 p-bq Ba H e H a
Distribution panel v Sonite [~ Vodite 78 n a 3 a p H M
Semantic scales [v Sonite vV Vodite 26
Multidimensional scaling ¥ Sonite I~ Vodite 46
Market forecast ¥ Sonite ¥ Vodite 52 n p qu Ba H M g
Competitive advertising ¥ Sonite v Vodite 78
Competitive sales force ¥ Sonite ¥ Vodite 40
Advertising experiment ¥ Sonite v Vodite 66
Sales force experiment v Sonite v Vodite 92 / \
Conjoint analysis ¥ Sonite ¥ Vodite 92 3a Bceku
Total cost (K$) 817 nasap
noortaesiHo
\/ Ok Order all studies Order no studies x Cancel 'q

- J




UrpaTta B noMara pa Banmare
NPaBUNHU pelueHuns

j 0 Markstrat3 - Decisions module - Warnings
O I $ £ d ﬂl Decision input warnings:

Missing sales force and distribution decisions.

Brand Portfolio |

: - — Missing brand decisions.
LRI R L ST ‘ Sales|  |Missing research and development decisions.

Warning details:

You have not yet taken your sales force and distribution decisions.

If you do not take them, Markstrat3 will use the default decisions
calculated as follows:

* same sales force size as last period;

* same sales force allocation for maintained or modified brands.
* no sales force allocation for new brands.

oy

=
3 -~ B Aj
=

Market Research Studies | rch & Development

Beware: default decisions are usually far from optimal!

BEWARE! Some decisions h

not yet been taken.
Please check all missing decisions, ot

ise default decisions will be used.

Close
Errors & Warnings | J —_—

Summary

Budget | Marketing Plan




N3npaTeTe peweHUuaTa cm 3a o6paboTka

"§ Markstrat3 3.20 - CAMARKSTRAT\PRIVATE\PRACTICE.MTE - a X

= % © 1 oxromepn 2024 - 22:21 | ﬁl 1‘ i

Interface

Decisions Report Newsletter & Mkt studies B Analysis Interface

File Finances

Ctbnka 1
[[eHepupaniTe hann
C pelweHnaTa

v Open industry

Save and close industry

r ACADEMIC VERSION

Use of this Academic Version of the MARKSTRAT®3

| simulation outside of academic degree granting
Transfer decisions to instructor . vy . . .
programs is prohibited and illegal. A separate license
Autnorea oy — is required for Executive Programs and for any other
Hubert Gatignon and IN S EAD Professional application of MARKSTRAT®3
Jean-Claude Larréché
Co-Developed under the B MARKSTRAT is a registered trademark of STRATX. For licensing information,
direction of Rémi Triolet STRAIA contact STRATX Licensing Division via e-mail at Licensing@StratX com or visit

our product web site at www markstrat.com

MARKSTRAT3 DEMONSTRATION VERSION

Ctbnka 2 stratx
Boston - London - Paris
N3npaTeTe peweHnaTa
Yypes canTa Ha urpaTa

Use of this demonstration version of the Markstrat3 simulation is limited to
testing and demonstration of the simulation. Any other use of Markstrat3
requires licensing. To obtain a license for Academic or Professional application,
please contact StratX Licensing Division via email at Licensing@StratX.com.



3auwo pa yyacrBam?

PasnuuHo: nrpaerte n yumnte Bikpaw nu

Te3n ToOYKKN?
eaHoBpeEMEHHO MpunnyaT Ha
3ab6asHo: O6ulyBaTe C KONErnTe cu

Meuenute Touku (0-10-20-25-30)

Kora pa yyacrBam?

Perucrpauwua: oo 14 oktomBpu
(NnoHepenHukK)

Havano: 15 oktoMBpu (BTOPHUK)
Cpok: Bcaka Hependa (~10 nepnopa)




Kak pa yyacrtBam?
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smarketing.org  fb.com/groups/marketingovata.igra



https://www.smarketing.org/
https://www.facebook.com/groups/marketingovata.igra
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