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Heab ocBoeHus] TUCHUILIHHBI: CHOPMUPOBATH KOMIICTCHIIUIO B 00JACTH YIPaBICHUS
IPOIIECCOM Pa3pabOTKH HOBOTO MPOAYKTA U BBIBEICHUS €0 Ha PHIHOK HAa OCHOBE MPUMEHCHHS
METOJIMK OIEHKA HOBBIX HJCH, aHajau3a IPHUBICKATEILHOCTH HOBOTO TIPOM3BOACTBA JUIS
KOMITaHHH, OTpeiesieHust OCHOBHBIX pruckoB (IITK OC-16).

IL1an kypea:
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

@®opMbI TEKYHIET0 KOHTPOJISI M IPOMEKYTOYHOM aTTeCTAIlUN:

@OopMBI TEKYIIETO KOHTPOJIS YCIIEBAEMOCTH: OMPOC, TUCITYT.

dopma NMPOMEKYTOUHOM aTTecTaluu, oTpakaromas (GOpMUPOBaHHE KOMIIETEHIIMM Ha
YPOBHE JAHHOW JTUCLUIIJIMHE: 3a4eT.

Oran ocBoenus komnerennuu AITK OC-16.2 otpaxaer hopmupoBanue:
HA YPOBHE 3HAHUIA:
Mopens noTpeGHOCTeH ToTpeOuTeNs
[Tpuembl 00pabOTKHU M OTKJIOHEHUH BO3paKEHUH apTHEPOB
Crenuduueckue 0coOOCHHOCTH BEICHUS MTEPETOBOPOB U 3AKIIIOUSHHS CIICJIOK T10 TeJIe(hOHY
Y OHJIAWH
[Icuxonmoruyeckue TUIbI MOKYNATENEH U MPOAABLIOB
[ToBeneHueckue MOAENU TPU OMNPENCIICHUU TMO3ULUU YYaCTHUKOB OOIICHUA H
CYITE€CTUBHBIE IPUEMBI OOLLIEHUS
Oco0eHHOCTH ICUXOTEPANIEeBTUYECKOTO MOAX0/1a B ICUXOJIOTHH MPOJIAXK
OcHoBHbIE QYHKIIUU OOIIEHUS M TEXHUKHU TIPOJIAXK
HAa YPOBHE YMEHMIA:
[IpoBoaUTH aHaIM3 MOTUBOB NOTPEOUTENS C YUETOM IICUXOJIOTHYECKUX OCOOEHHOCTEHN
BhIsSBISTH BO3MOKHBIE PUCKU PEaTU3alliu MPOCKTOB
OnpenensTh NCUXOJIOTUYECKHE TUIIBI TOKYNATeIe U MPOJaBLOB
[TpuMeHsTh MOBEICHUECKHUE MOJIEIH MPH OIPEICICHUH MTO3UIIUU YIACTHUKOB OOIIEHUS
Br16upaTh TEXHOJIOTHH IPOBEACHMUSI ITpoliecca MPOaAaK
Ocy1ecTBIATh 3alIUTYy OT MPO(ECCHOHATBHOTO CTPECcCca U SMOLIMOHAIILHOTO BBITOPAHUS
HA YPOBHE HABBIKOB:
IIpoBenenus nporecca mpojax
[Icuxonoruueckoro noaxoa npu padore ¢ KIMeHTaMu
Hcnonb30BaHUs TMCUXOJIOTMM B OTHOIIEHUSX C YYAaCTHUKAMU TOPTOBBIX OMNEpPALMMA
(mokynaTensiMy, COTpYJHUKAaMH, TIOCTaBUIMKAaMU U IPYTUMH NTapTHEpaMu 10 OM3HECY)
IIpumeHeHHsT METONOB  AHTHCTPECCOBOM  CaMOPETyJSILUU  TCHUXO3MOLMOHAIBHOTO
COCTOSIHUSI TpU pEIIeHWH KOHQIMKTHBIX CHUTyallUi B KOMaHJAE W3-3a HapyllIeHUs
TEXHOJIOTUYECKUX PEKUMOB U TOPrOBO-TEXHOJOTMYECKUX MIPOLECCOB B ITPOLIECCE MPOJIAK
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