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®opma 00y4eHHsA: OUHAS

Leab ocBoeHusl ITMCUMIJIMHBI: c)OPMHUPOBATH KOMIIETEHIIMIO B OOJACTH YIIPaBJICHUS
MPOIIECCOM pa3pabOTKH HOBOTO MPOIYKTAa M BBIBEJCHHS €T0 HA PHIHOK Ha OCHOBE NMPUMECHCHHS
METOJMK OIICHKM HOBBIX HJEH, aHalu3a NPUBICKATEIbHOCTH HOBOTO MPOM3BOACTBA IS
KOMIIaHUH, OIpe/iesieHrus OCHOBHBIX puckoB (IIIK-16).

ILnan Kypca:
Topic 1. Trade — Psychology. Correlation aspects. Trade — history of distribution.
Fundamentals of market concept.
The topic covers the origination of trade and commodity relations and their history from ancient
times till the XIX century when capitalism started to develop; it also addresses the fundamental
principle of market relations — “SUPPLY-DEMAND”.
Topic 2. Present-day consumer society.
CONSUMERISM. Theory of CONSUMER PSYCHOLOGY.
Consumerism theory as a reaction to the change of market paradigm — SUPPLY-DEMAND.
Necessity to introduce new distribution conditions, including the Consumer Psychology which is
based on scientific theories developed by scientists — psychologists, sociologists.
Topic 3. Subconscious. Irrational behaviour. Motivation, hidden preferences and choice. A.
Maslow’s Hierarchy of Needs theory.
“Purchase of a commodity means satisfaction of hidden motivations”. Detailed study of A.
Maslow’s Hierarchy of Needs theory. Detailed study of intentions psychology, crowd irrational
behaviour, individual.
Topic 4. Commodity. Determination of market concept of commodity.
Commodity qualification and categories. Functional value. Reference consumer groups. The topic
covers marketing characteristics, such as object of exchange, functional values, focus consumer
groups based on gender, gerontology, social and nominal qualities. Core idea — Psychology of
Choice and Preferences.
Topic 5. Social psychological methods of sales arrangement. Personal attitude. Corporate culture.
Trade as communication of two subjects being Seller and Buyer. Detailed study of personality
types with a view to negotiations process; preferences, choice priority, contract negotiation and
signing procedures.
Topic 6. Psychological ways to influence the Buyer. Theory of multi-sensor influence. Sales
methods with a view to multi-sensor influence. Psychology of advertising, multi-sensor influence,
complex influence on the Buyer’s subconscious. Examples, explication, demonstration of a series
of slides related to sales premises and brand management.
Topic 7. Advertising. History and functionality.
Social psychological aspects of influencing the subject. Detailed study of history, psychology and
methods of advertising in the XX-XXI cent. Imitation, persuasion, suggestion. Formation of
choices and style. Outdoor, domestic, hidden, direct, focus, Internet advertising.



Topic 8. Psychology of international Trade Management. Traditions and conditions of trade
arrangement in the global market, subject to national and ethnical peculiarities. East-West cross-
culture. Polychronic and monochronic cultures.

Topic 9. Sales arrangement algorithm with a view to the Buyer’s psychological aspects of
perception and reference group it belongs to.

Detailed explanation of methodology of process: commercial proposal — soft offer - contract draft.
Negotiations. Archetypes of delegation leaders. Psychology of body language scanning.
Behaviours

DopMbl TEKYLIET0 KOHTPOJIS U MIPOMEKYTOYHOM aTTeCTaAlMu:

@DOpMBI TEKYILETO KOHTPOJIA YCIIEBAEMOCTH: OIIPOC, AUCIIYT.

dopma MPOMEKYTOUHOM arrecTanuu, oTpaikaromas (opMHUpPOBAHHE KOMIIETEHIIMU Ha
YPOBHE JaHHOM JQMCLUIUIMHE: 3a4eT.

Oran ocBoenus komnereHmu JAI1K-16.2 orpaxkaer popmupoBanue:
HA YPOBHE 3HAHUIA:
Mopgenb noTpeOHOCTEN TOTpeOUTENS
[Tprembl 06pabOTKH U OTKJIIOHEHHUH BO3pakKeHUI ApTHEPOB
Crenuduueckue 0COOEHHOCTH BEJEHHsS IE€PETOBOPOB M 3aKIIOYEHHUS CHIEJNOK IO
TenedoHy U OHJIAH
[Icuxonmornyeckue TUIBI OKyNaTENEN U IPOJABIIOB
[ToBenenyeckne MOAETU TMPH OMNPEIEIICHUU TMO3ULUU YYACTHUKOB OOIIEHUS W
CYITECTHBHBIE ITPUEMBI OOLICHHUS
Oco0eHHOCTH MCUXOTEPaANeBTUYECKOr0 OX0/1a B IICUXOJIOTHH MTPOAAK
OcHoBHBIE QYHKIUHU OOLIEHHUS U TEXHUKH MTPOAXK
HA YPOBHE YMEHMIA:
[TpoBOaUTH aHAIN3 MOTUBOB MOTPEOUTENS C YUETOM ICUXOJIOTHUECKUX OCOOCHHOCTEH
BoIsBISTE BO3MOXKHBIE PUCKH PEAIU3AIMH ITPOEKTOB
Onpenensars NCUX0oIOrnYeCKUE TUIIBI IOKyNaTenel 1 poJaBLOB
[TprMeHsTh MOBeIEHYECKHE MOJIENIN MTPHU ONPEEIIEHUU O3UIMH YYaCTHUKOB OOIIEHUs
Br16upats TEXHOIOTMHU MPOBEICHHUS IpoIiecca MPOIax
OcymecTBITh 3alUTY OT MPO(EeCCHOHANBHOIO CTPEcca U SMOIMOHAILHOTO BHITOPAHUS
HA YPOBHE HABBIKOB:
[IpoBenenus mporecca npogax
[Icuxonoruyeckoro noaxoza Npu padore ¢ KIMEHTaMU
Hcnonp30BaHUsl TCUXOIOTMM B OTHOIICHHUSAX C YYaCTHUKaMU TOPrOBBIX ONepanui
(MoKymaTe s IMH, COTPYJHUKAMH, TOCTABIIUKAMH U APYTMMHU TapTHEPAMHU 1O OU3HECY)
[IpuMeHeHHs METOJOB AHTHUCTPECCOBOM  CaMOPEryasiUud  ICHUXOIMOIIMOHAIBHOTO
COCTOSIHUSI TPU pPEIICHUHM KOH(DIMKTHBIX CHUTyalluii B KOMaHJAE H3-32 HapyLICHHS
TEXHOJIOTUYECKUX PEXKUMOB M TOPrOBO-TEXHOJIOTMUECKHX IMPOLECCOB B IpoIEcce
IpoAax
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