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MEDIA-AGENCY «DON», LLC

THE GENERAL PARTNER OF THE BRANCH ﬁ
OF THE RUSSIAN PUBLICOPINION RESEARCH CENTER
INTHE SOUTHERN FEDERAL DISTRICT «<VCIOM-YUG» BLINOM

MARKETING
RESEARCHES

Researches of the markets: | Researches of consumers: Researches of brands:

1. Volume of markets. ® Functional characteristics 1. Presence of brands in distribution channels.
2. Dynamics of markets. of a commodity category; 2. The capital of a brand (recognition,

3. Cc.>mn.1um_cat10n activity in the market. ® Portrait of the consumer estimation, attitude).

4. Distribution channels in the market. of a commodity category; 3. Communication activity of brands.

5. Assortment offers in the market. . . )

6. Goods—substitutes, accompanying goods ® Media of Rreference . 4. Process of service of a brands consumers.
7. Suppliers in the market. of the regional population; 5. Testing of communication messages — reels,
8. Influence agents (authority, media, etc). ® Models of purchase decision-making. breadboard models, scripts, etc.

Research methods:

Quantitative methods: Qualitative methods:
® Personal interview. ® Deep interview.

® Questioning. ® Focus-groups method.

® Telephone interrogation. ® Supervision.

® Hall-test. ® «The mysterious buyer».

® Expert interview.

Media Agency «Don» LLC

18 Sokolova Str., Rostov-on-Don, 344006,

phone/fax (863) 26-888-00.

E-mail: donmedia@rambler.ru
http://www.rostobl.ru






