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B kHure Knayca Mo3sepa TwatensHo npoaHannsnpoBaHbl U 06006LWeHbl MCUXON0rnyeckne
COCTaB/AOWME MAPKETUHIOBbIX MHCTPYMEHTOB BO3AENCTBMSA: LIeHa, CTUMYIMPOBaHne cobiTa,
NNYHbIE MPOAAXM, 0OWECTBEHHBIE CBA3W, CETMEHTUPOBAHME pbiHKa 1 ap. [Npy aTom aBTOp
MOCTOSIHHO 0BpallaeTCcs K 9KCNEPUMEHTANbHBLIM AAHHBIM; COMOCTABNAET PA3/IMYHbIE TOYKM
3pEHMS Ha BbISIBNIEHHbIE OCOOEHHOCTM NOBEAEHNS NOTPebuTeneir; ytouHseT noHaTms. Ocoboe
BHUMaHMe yoenseTcs pacCMOTPEHMIO NCUXONOrMYecKux SBIEHUIA B pekiame, Ha OCHOBE
LEeNOCTHOro Noaxona K U3y4eHuio NCUXonormm PbIHOYHbIX MEXaHU3MOB U MOHUMAaHUS peknambl
Kak Ba>KHeNwWero HCTPyMeHTa BO3AENCTBNS HA NOTpebuntensd. AHann3npys noseaeHne
noTpebuTenei B gaHHOM KoHTekcTe, K. Mo3ep ncnonbayeT pasnnyHblie METoAbl OLEHKN
BNNAHNS pekfiaMbl U yTOYHEHMS cTeneHn eé adpdpekTmBHOCTU. KH1ra nerko yntaercs
6naronaps 06N NNMIOCTPALMIA, KOHKPETHBIX AMMMPUYECKMX AaHHbIX, COAEPXaTeNbHbIX
NPVMEpPOB, KOTOPbIE NHTEPECHBI U HEVUCKYLWEHHOMY YATATENHo.

[aHHas KHura 3acnyxuBaeT BHUMaHusa npenonasaTeneli By30B U CTYAEHTOB, N3YyYatowwmx
MCUXOMOT NI, XYPHANUCTUKY, SKOHOMMKY, COLMONOruIo, rpadoudeckuin onsaiH, PR u 1.n. OHa,
6e3ycnoBHo, byneT nonesHa npennpuHUMaTensm, pykoBoanuTensm cnyxx6 MapkeTuHra v
peknambl, cneynanucTam B UCCnenoBaHnM pbiHKa U MEHEOXMEHTA PEKTaMHbIX CPECTB.




Mcuxonorus MapKkeTuHra n peknambl

In this book Klaus Moser has in details analyzed and generalized psychological components of
marketing instruments of influence: price, sale promotion, personal sales, PR, market
segmentation, etc. The author constantly appeals to the experimental data, .compares different
views on the characteristic of consumer's behavior. Special attention he pays the analysis of the
psychological phenomena in advertising. It is done on the basis of the integral approach to the
studying of psychology of market mechanisms and understanding of the advertisement as the
most important instrument of influence upon the consumer. Analyzing consumers' behavior in
this context, Moser uses various methods of evaluation of influence of advertisement and
clarification of the level of its effectiveness. The language of the book is rather simple thanks to
the abundance of images, concrete empirical data, meaningful examples which are interesting
for any reader.

The book will be of special interest for the professors and students studying psychology,
journalistic, economics, sociology, graphical design, PR, etc. It will be surely interesting for
entrepreneurs, marketing and advertising specialists, specialists in the field of marketing
research and management of promotional means.
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