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1 2 3

1. market ðûíîê

2. potential customers ïîòåíöèàëüíûå ïîòðåáèòåëè

3. to purchase ïðèîáðåòàòü

4. collective demand êîëëåêòèâíûå çàïðîñû

5. marketers ðûíî÷íûå àãåíòû

6. to target ïðåäíàçíà÷àòü, íàöåëèâàòü

7. industrial market ïðîìûøëåííûé ðûíîê

8. packaging machinery óïàêîâî÷íûå àïïàðàòû

9. buyer’s intent íàìåðåíèÿ ïîêóïàòåëÿ

10. market segmentation ñåãìåíòàöèÿ ðûíêà

11. luxury ðîñêîøü

12. preferences ïðåäïî÷òåíèÿ

13. habits ïðèâû÷êè

14. to satisfy óäîâëåòâîðÿòü

15. marketing research ìàðêåòèíãîâîå èññëåäîâàíèå

16. family income ñåìåéíûé äîõîä

17. geographic location ãåîãðàôè÷åñêîå ïîëîæåíèå

18. behavior pattern òèï ïîâåäåíèÿ

19. psychologic traits ïñèõîëîãè÷åñêèå ÷åðòû

20. degree of competition ñòåïåíü êîíêóðåíöèè

21. demographic segmentation äåìîãðàôè÷åñêàÿ ñåãìåíòàöèÿ

22. taste âêóñ

23. sales potential ïîòåíöèàë ïðîäàæ

099.03.99



1 2 3

24. demand potential ïîòåíöèàë ñïðîñà

25. buying power ïîêóïàòåëüíàÿ ñïîñîáíîñòü

26. prospective buyers ïåðñïåêòèâíûå ïîêóïàòåëè

27. customer demand ïîêóïàòåëüñêèé ñïðîñ

28. cash íàëè÷íîñòü

29. credit êðåäèò

30. product strategy òîâàðíàÿ ñòðàòåãèÿ

31. promotion ïðîäâèæåíèå

32. ingredient èíäèãðèåíò

33. label ÿðëûê

34. trademark òîðãîâàÿ ìàðêà

35. brand âèä, áðýíä òîâàðà

36. product life cycle öèêë æèçíè òîâàðà

37. warranty ãàðàíòèÿ

38. pricing strategy öåíîâàÿ ñòðàòåãèÿ

39. advertising ðåêëàìà

40. personnel selling ïåðñîíàëüíàÿ ïðîäàæà

41. publicity äåëîâûå ñâÿçè

42. marketing management ìåíåäæìåíò ìàðêåòèíãà

43. to implement programs âûïîëíèòü ïðîãðàììó

44. transaction âçàèìîäåéñòâèå, ñäåëêà

45. diversity ðàçíîîáðàçèå

46. customer attraction ïðèâëå÷åíèå êëèåíòîâ

47. customer retention óäåðæàíèå êëèåíòîâ

48. a complaint æàëîáà


