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A BIT ABOUT EXECUTOR - MRP-EURASIA:

In fact, our research company is established as an international holding of local independent companies dispersed in dozens of countries in Europe and Asia, incorporated with one brand and uniform standards. See details on our website - http://mrp-eurasia.com/about_us and http://mrp-eurasia.com/Our_territorial_and_functional_management . We use the services of our independently owned offices (local companies, with a common co-founders) in each of 32 countries in Eastern Europe and Central Asia. 
In these local offices are working national field specialists (supervisors, controllers and interviewers) and managing national level staff (National Field Coordinator and Country Director). Head office serves as the center on methodology, communication with customers, technical data processing, financial processing, quality control, personnel policy, coordination of the distribution research tasks by regions. (see the full list of available countries for us, where we have own field offices http://mrp-eurasia.com/Countries ). 
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 Methodology and methods of research. 
1. Sample description and research tools. 
The object of study: Case study was conducted among young people between 15 and 22 years living in the 3 Main cities per each country. A total of 1000 people per country were interviewed, of which profiles are listed. Although the conclusions drawn on the basis of these data. 
Respondents were asked to fill out a questionnaire, which consisted of seventeen issues (see. Annex 1). Most of the questions were open, ie, meet themselves had to write a response. Therefore profiles treatment was significantly hampered. 
The subject of this study is to advertisements of different products that respondents have seen in recent years and the attitude of the respondents to it. 
Note: the product sample is not representative, ie it is impossible to extend the findings of this study to all young people. 
Although the above remark, this study may bring some benefit. It can be regarded as a pilot study, as a sort of springboard for new research. It provides a framework in which to conduct a further search, indicates the problems and mistakes that can be avoided in the future. 
1. Basic demographic characteristics respondetov. 
Table 1.1. 
The distribution of respondents by age and sex. 
	[bookmark: table01]Region 
	Floor 
	Total 

	
	Male 
	female 
	

	15 
	
	1 
	1 

	19 
	1 
	1 
	2 

	20 years 
	4 
	2 
	6 

	22 goda 
	- 
	1 
	1 

	Total 
	5 
	5 
	10 


The aims and objectives of the study. 
The aim of the study is to examine the various aspects of the perception of television, radio, print and outdoor advertising students of different regions of Russia, Ukraine and Belorussia. 
Research objectives: 
· Analysis of the recall of various goods 
· The study of the relationship of young people to advertising various goods 
· Identification of the major trends of the advertising impact on the purchasing behavior of respondents 
Hypotheses. 
· There is a special group of goods, advertising which young people will remember best. 
· Young people like advertising of any goods, the main thing that it was true. 


Analysis of ad recall. 
There is a whole series of promotional materials postproverki techniques. One of them is the so-called interrogation without being asked, when respondents were asked to independently, without prompting, to remember any advertising of goods he had seen (heard). It is believed that the so called advertising has a strong place in the memory of respondents and indicators of its extremely high memorability. 
[bookmark: graphic14]It is this method of analysis of the effectiveness of advertising messages used in the second part of this study (question 3, 8-17). In the first part of the study (questions 4-7), respondents were asked to choose from the product groups or to add your own version 
Rating the most referred advertising. 
Table 2.1. 
Number of mentions of goods, advertising, where respondents have seen or heard lately 
(number of respondents). 
	[bookmark: table02]number 
	Product 
	Floor 
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	Beer 
	10 
	3 
	13 
	130 

	2 
	Beverages (including tea and coffee) 
	2 
	6 
	8 
	80 

	3 
	Cosmetics 
	0 
	5 
	5 
	50 

	4 
	Chocolate 
	2 
	2 
	4 
	40 

	5 
	Household chemicals 
	2 
	2 
	4 
	40 


This table shows the references of products that respondents listed, replying to question 3. Number of mentions of the sum of the responses to this question. 
It is clear from the table that the basic number of references goes on youth products - beer, soft drinks and chocolate. Also, in the third place of references is cosmetic, and this response was given only to women that speaks to their attention to advertising of cosmetics, which is quite natural fact. 
There are several information channels through which broadcast advertisements. The main forms of advertising are: 
· TV commercial 
· radio advertising 
· advertising in print media 
· outdoor advertising 
Next, consider what product group leader in various information channels. 
TV advertising. 
Table 2.3. 
Product groups, advertising which respondents saw 
recently televised 
(number of respondents) 
	[bookmark: table03]number 
	Name of product group 
	Floor 
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	Cold drinks 
	3 
	5 
	8 
	80 

	2 
	personal hygiene 
	2 
	5 
	7 
	70 

	3 
	Cosmetics 
	2 
	5 
	7 
	70 

	4 
	Mobile telephony services 
	2 
	5 
	7 
	70 

	5 
	Household chemicals 
	2 
	5 
	6 
	60 

	6 
	Cars 
	1 
	3 
	4 
	40 

	7 
	Travel agencies 
	1 
	0 
	1 
	10 

	8 
	The shops 
	0 
	1 
	1 
	10 

	9 
	entertainment places 
	0 
	1 
	1 
	10 

	10 
	Furniture 
	1 
	0 
	1 
	10 

	11
	journals 
	0 
	0 
	0 
	0 

	12 
	Educational establishments 
	0 
	0 
	0 
	0 

	13 
	Clothes, shoes 
	0 
	0 
	0 
	0 

	14 
	other 
	0 
	0 
	0 
	0 


Radio advertising. 
Table 2.4. 
Product groups, advertising that the respondents have heard 
for the last time on the radio 
(number of respondents) 
	[bookmark: table04]number 
	Name of product 
	Floor 
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	Mobile telephony services 
	4 
	4 
	8 
	80 

	2 
	Clothes, shoes 
	2 
	3 
	5 
	50 

	3 
	The shops 
	1 
	3 
	4 
	40 

	4 
	Cars 
	0 
	3 
	3 
	thirty 

	5 
	entertainment places 
	0 
	3 
	3 
	thirty 

	6 
	Travel agencies 
	0 
	2 
	2 
	20 

	7 
	other 
	1 
	1 
	2 
	20 

	8 
	Furniture 
	1 
	0 
	1 
	10 

	9 
	personal hygiene 
	1 
	0 
	1 
	10 

	10 
	journals 
	0 
	1 
	1 
	10 

	11 
	Cosmetics 
	0 
	0 
	0 
	0 

	12 
	Household chemicals 
	0 
	0 
	0 
	0 

	13 
	Cold drinks 
	0 
	0 
	0 
	0 

	14 
	Educational establishments 
	0 
	0 
	0 
	0 


Advertising in print media. 
Table 2.5. 
Product groups, advertising which respondents saw 
recently in the print media. 
(in% of respondents) 
	[bookmark: table05]number 
	Name of product 
	Floor 
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	Cosmetics 
	3 
	5 
	8 
	80 

	2 
	Furniture 
	3 
	4 
	7 
	70 

	3 
	Clothes, shoes 
	1 
	4 
	5 
	50 

	4 
	Cold drinks 
	3 
	1 
	4 
	40 

	5 
	Mobile telephony services 
	0 
	4 
	4 
	40 

	6 
	Travel agencies 
	3 
	1 
	4 
	40 

	7 
	Cars 
	1 
	2 
	3 
	thirty 

	8 
	Educational establishments 
	0 
	3 
	3 
	thirty 

	9 
	Household chemicals 
	0 
	2 
	2 
	20 

	10 
	personal hygiene 
	0 
	2 
	2 
	20 

	11 
	The shops 
	0 
	2 
	2 
	20 

	12 
	journals 
	0 
	1 
	1 
	10 

	13 
	entertainment places 
	0 
	1 
	1 
	10 

	14 
	other 
	0 
	0 
	0 
	0 



Outdoor advertising. 
Table 2.6. 
Product groups, advertising which respondents saw 
for the last time on billboards, transport, etc. 
(number of respondents) 
	[bookmark: table06]number 
	Name of product 
	Floor 
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	Cars 
	3 
	5 
	8 
	80 

	2 
	Mobile telephony services 
	0 
	5 
	5 
	50 

	3 
	Cold drinks 
	2 
	3 
	5 
	50 

	4 
	Cosmetics 
	2 
	3 
	5 
	50 

	5 
	The shops 
	1 
	3 
	4 
	40 

	6 
	Furniture 
	2 
	1 
	3 
	thirty 

	7 
	entertainment places 
	2 
	1 
	3 
	thirty 

	8 
	Clothes, shoes 
	0 
	1 
	1 
	10 

	9 
	journals 
	1 
	0 
	1 
	10 

	10 
	Educational establishments 
	0 
	1 
	1 
	10 

	11 
	other 
	1 
	0 
	1 
	10 

	12 
	personal hygiene 
	0 
	0 
	0 
	0 

	13 
	Household chemicals 
	0 
	0 
	0 
	0 

	14 
	Travel agencies 
	0 
	0 
	0 
	0 


Analysis of the perception of advertising. 
Tablitsa3.1. 
Products, advertising that the respondents would like to see more often, and with the same frequency 
(number of mentions). 
	[bookmark: table07]number 
	Name of product 
	Floor 
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	Cosmetics 
	0 
	3 
	7 
	70 

	2 
	Beer 
	3 
	3 
	6 
	60 

	3 
	There is no such 
	1 
	1 
	2 
	20 



Advertising of goods, which would like to see less or never seen. 
Tab 3.2. 
Products, advertising that the respondents would like to see less or never see 
(number of respondents). 
	[bookmark: table08]number 
	Name of product 
	Floor 
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	personal hygiene 
	3 
	1 
	4 
	40 

	2 
	medicine 
	1 
	2 
	3 
	thirty 

	3 
	Gaskets 
	0 
	2 
	2 
	20 

	4 
	Diapers 
	1 
	0 
	1 
	10 


Rating hype. 
Table 3.3. 
Rating hype 
(number of responses) 
	[bookmark: table09]number 
	The advertising phrase 
	Floor 
	Total 
	% Of respondents 

	
	
	male 
	female 
	
	

	1 
	Do not brake - snikersni! 
	4 
	2 
	6 
	60 

	2 
	Fanta - Sign up! 
	5 
	1 
	6 
	60 

	3 
	Running for Klin! 
	4 
	2 
	6 
	60 

	4 
	Where have you been? Beer drinking! 
	4 
	1 
	5 
	50 

	5 
	Always Coca-Cola 
	2 
	2 
	4 
	40 

	6 
	Shock - it's our way! 
	2 
	1 
	3 
	thirty 

	7 
	Image is nothing, thirst - all! 
	0 
	3 
	3 
	thirty 


Most respondents favorite promotional videos. 
The most frequent answer to this question - beer advertising "Capital". Most likely, this is due to the fact that the use of humor in advertising leads to the fact that the advertised product begins to associate the user with positive emotions. The majority of respondents noted "favorite" videos on TV (only 1 time out of all the responses mentioned radio, 1 time - outdoor, 1 time - the Internet). Perhaps television advertising is more memorable and becomes a favorite, as advertising on television using all the most expressive means (sound, color, movement, schedule). 1 respondent does not have a "favorite" TV commercial - perhaps he has no such spots. 
4. The problem of unclear advertising. 
Sometimes creative solutions in advertising may not be adequately perceived by the audience (listeners chitetelyami). Among the responses to this question is met advertising of the following goods: 
Adidas, beer "Malts" beer "Siberian Crown" chips "Lays", "B-Line"; 
5 responedentov responded that no such advertisements. 
4. Analysis of advertising effects on purchasing behavior of respondents. 
Examples of positive and negative impacts of advertising on purchasing behavior respondetov. 
Table 4.1. 
Products that respondents wanted to buy 
(number of respondents). 
	[bookmark: table0A]number 
	Trading group 
	Floor 
	
	Total 
	% Of respondents 

	
	
	Male 
	female 
	
	

	1 
	Cosmetics 
	0 
	3 
	3 
	thirty 

	2 
	Cars 
	1 
	1 
	2 
	20 

	3 
	The company's products "NIKE" 
	1 
	1 
	2 
	20 

	4 
	Beer 
	0 
	2 
	2 
	20 

	5 
	Chocolate 
	1 
	1 
	2 
	20 

	6 
	There is no such 
	1 
	1 
	2 
	20 


In addition, it should be noted that the figure in Table 4.1 in the main title of the goods, advertising which students would like to see. 
Products that respondents would not want to buy 
The answer to this question includes products of a different kind than in Table 4.1. the analysis of the responses can be seen that a significant share of these products make personal care products (diapers, tampons, pads). These are the products that meet the advertising would like to see less or never seen. 


2. On the realization of respondent's expectations related to the advertised goods. 
Goods whose quality was better than expected 
The most popular answer - there are none. Perhaps this is due to the fact that young people tend to be skeptical of advertising, they need to try and make themselves into useful qualities of the product, as they are often based on the experience already gained, as well as young people are very active buyers, they have this experience a big enough . 
Goods quality is in line with expectations 
This question is often found the names of the two product categories of goods. This is the "Soft drinks" (including beer, juices, products Series Bio-MAX) and 
"Cosmetics" (Skin and hair care). This again is the products that the respondents recalled when answering the survey question 3. 
Goods whose quality was worse than expected 
Analysing the responses to this question, two groups of goods can be identified, the quality of which was worse than expected. This group of "beverages" (Pepsi Chery, Mazhitel, beer, etc.) and "personal hygiene" (shampoos, gaskets). This separation of the responses can be explained as follows: 
Group "drink" is one of the most popular products of this group can be attributed to the "youth", it is not surprising that the quality of this product group youth expect much effect and can highlight those items that do not fit them. Young people just are well versed in the range of a given product group. The appearance of a second "personal care products" group due to the fact that this group was the most popular in answering the question: "Advertising of any goods you like to see less or never see?". 
5. Conclusions. 
· This study may not be representative, however, it allows to fix some of the trends that characterize the attitude of young people to advertising. 
· Young people pay attention primarily on the advertising of "youth" of goods:.. Soft drinks, beer, mobile services (which confirms the hypothesis put forward by the first). 
· cosmetics and Advertising beer like young people, and they would like to see it also, and even more often. 
· Advertising sanitary napkins, tampons do not like, it would like to see less or never seen. (Which refutes the hypothesis second). 
· The most memorable slogans: 
· Do not brake - snikersni! 
· Fanta - Sign up! 
· Running for Klin! 
· Where have you been? Beer drinking! 
· Always Coca - Cola! 
6. Items that will not be purchased 
· Personal hygiene products (pads, tampons) 
7. No products whose quality was better than expected. 
[bookmark: _GoBack]Goods whose quality was worse than expected: 
· Cold drinks 
· personal hygiene 
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