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[MTouyeMy BO3HUKN1A NOTPEOHOCTb B HOBOM Nnoaxoae &.;I

> Pa3HOHaI'IpaB.I'IEHHOCTb
UMELWUNUXCA Y KJIMEHTA AaHHbIX

B JaHHble NpoaaXk
B 3HaHMe U BOoCnpusaTue bpeHaa
B J109/1bHOCTb K bpeHAay

B FOTOBHOCTb MOKYNaTb MO NPeMMaIbHOM
LeHe




[MTouyeMy BO3HUKN1A NOTPEOHOCTb B HOBOM Nnoaxoae &.;I

... UTO 0CO6EHHO XapaKTepPHO U
KPUTUYHO ANS:

> JeLlleBblX Macc-MapKeT 6peHaoB
> MPeMunanbHbIX / HULLEBLIX BpeHa0B
> HOBbIX bpeHa0B

> BpeHa0B, TEPAIOLLMUX CBOU NO3ULUUN U
YXOAALWMX C PbIHKA




)

MO>XHO /11 BbIBECTU
eINHYIO METPUKY,
KoTopas 6bl
y4YnTbiBasa BCe U MO
KOTOopou YA06HO 6b1s10
Obl OTCNIE)XXKUBATDb
MEHSAIIOLLLYIOCSA
CUTYaLLUIO HA pbIHKE?



ICMR Brand Balance koHconnaupyet Bce cocTaBasiloLLMe - CMOCOOHOCTb &.;I
6peHAaa npoaaBaTh U €ero BoCrpusaTue norpeébmurtensamm - B eAUHOM UHAEKCE -
Brand Balance Index

Brand Brand
Choice Perception

Brand Balance dakmuueckue Leknapupyemole

OdHHble NPooaMc nokasamesiu 300p08bsi
bpeHOoa

Index




Bce 6 cocTaBAAOLWNX CYMMUPYIOTCA B €ANHbIN NMOKa3aTesb - &.;
Unpekc Cunbl BpeHnpa (Brand Balance Index)

[MoKa3aTesin CyMMUPYIOTCA C YYETOM
3HaYMMOCTM KaXKA0ro nokKasarens
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Market Brand Mental
share awareness availability

Brand Choice

dakTnyeckue
IaHHbIe

Brand Balance
Index
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Price Cross
premium selling

Brand Perception
OnpocHblie
NMOoKa3aTeJin




OTcnexxuBauTe, YTO ABNISIETCA CUJI0M BaLlero 6peHaa v BbiICTpauBamTe

NpaBUJIbHYIO CTpaTeruro
KaTeropus nutbeBble MOTYPThbl

Bbicokue npopga)ku
HeBbicoKkue noKasaTesin 340pOBbs

Brand Choice

Bbicokue npopaku
Bbicokune nokasaTesim 340p0BbS
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Cuna 6peHaa u oueHKa popmMmupyromnx ee aKTopos &.;I

KaTeropus nuTbesble MOrypTbl™
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NMpeunmywectea Brand Balance Index &.;I

LlenocTHbIU, OTAINYHBIN OT

- OLLeHUTb CUJTY Balllero 6peHaa
APYrux noaxoA, no3BoJisloLLUA:

N 3PPEKTUBHOCTb YCUINM MO NOCTPOEHUIO
U noagep>xaHmio 6peHaa ¢ MOMOLLbHO
OHOro nokasaTesnis

C nNoMOoLW,bHO bonee I'J'IY6OKOI'O dHaJIn3a "
BbIABJ1IEHUA Hal'lpaBJ'IeHl/Iﬁ pPa3BNTUA

UCNOJib30BaTb €4ANHbIE€ METPUKH
A1 BCEX PbIHKOB TOBAPOB, a TaKXKe
BbIBOAUTb MHAEKC A9 30HTUYHbIX BpeHa0B

2 NJIaHMPOBaTb AaJibHEHLLUE LUaru




AaBanTe CUJIbHbIE
- 6bpeHAabl C

R Brand Balance!
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OTcKkaHupyuTe
QR-kop, Ha P
obopoTe 6einaiKa,
4yTobbI 33A4aTDb
BOMpocC >>
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