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The scientific paper is devoted to the issues of pre-project marketing research and its impact on the quality of in-
vestment and construction project (ICP) and the quality of finished construction products. In modern conditions of
economic crisis and increased competition of goods and services marketing plays a special role in all spheres of
activity, including the construction industry. The authors note that not all organizations in their practical activities
pay due attention to pre-project marketing research. In order to develop the methods of pre-project marketing re-
search already used in practice by marketing departments and to form new unique approaches in organizations,
the authors have developed a conceptual model of pre-project marketing research. The author's conceptual mod-
el is aimed at improving the effectiveness of pre-project marketing research — obtaining information that meets
the established requirements. The article presents these requirements, in particular, the requirement for com-
pleteness of information is considered in the most detail, negative consequences of information insufficiency and
excess for the project and its participants are outlined, methods of ensuring completeness of information are pro-
posed. Attention is paid to the high value of marketing information obtained at the pre-project stage of a project
for decision-making at subsequent stages of ICP and for building a marketing strategy within an organization's
project activities. Based on the analysis, the authors provide a logical justification for the positive impact of pre-
project marketing research on the quality of individual processes and activities within the life cycle of ICP and, ul-
timately, on the consumer and production quality of finished construction products.
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he quality of the final construction product —
Ta real estate object — is determined by

the synergistic effect of the quality of each in-
dividual process of an investment and construction
project (ICP). Within the framework of the concept of
life cycle management of a real estate object, the in-
itial stage is the pre-project stage, which includes
measures and processes for initiating, conceptualiz-
ing and evaluating the viability of the project. A pre-
liminary idea and promising decisions about the ar-
chitectural and expressive and spatial-planning ap-
pearance, location, financial model and other param-
eters of the future real estate object are established
based on a comprehensive analysis of trends and
forecasts of the investment and construction indus-
try, its individual components and other sectors and
economic factors associated with it [1]. An effective
mechanism for searching and collecting data at
the early stages of a project is pre-project marketing
research [2, 3].

In modern realities, marketing research is car-
ried out in large holdings of investment and con-
struction profiles and development companies,
where there are separate departments and market-
ing departments in organizational structures [4, 5].
Such real estate market participants conduct their
profile activities mainly in the rapidly developing re-
gions of the Russian Federation - Moscow and
the Moscow region, St. Petersburg, Yekaterinburg,
Tyumen, Kazan, Krasnodar. In addition, according
to the authors' observations, over the past 5 years,
the number of individual consulting organizations
specializing in marketing activities in the field of in-
vestment and construction complex has increased
significantly on the market.

It is obvious that each department responsible
for the marketing activities of the organization has
its own developed methodologies for pre-project
marketing research to achieve the set goals of
the projects. These methodologies are mainly
based on the basic principles of marketing theory
and practice, taking into account the specifics of
real estate as a commodity [6-9]. The analysis
showed that at the moment there are no normative
methodological and recommendation documents
regulating the conduct of pre-project marketing re-
search in modern economic conditions.

At the same time, the prevailing number of de-
velopers and construction companies on the market
do not possess any marketing research mecha-
nisms at all, due to the saving of financial and time
resources, the lack of competent professional per-
sonnel and a low level of project management. Un-
der these circumstances, organizations rely on
the inertia of the real estate market, that is, on
a condition in which, regardless of location and
conceptual solutions, the real estate object will still
be in demand by the consumer.

Summarizing the above, today there are two
significant problems in the framework of pre-project
marketing:

1. Imperfection of existing marketing research
mechanisms, characterized by the incompleteness
of the range of objects and depth of research, as
well as the inconsistency of marketing analysis tools
with modern and promising economic conditions.

2. Partial or complete absence of marketing re-
search activities at the pre-project stage of the ICP
for most developers and construction companies,
especially regional ones.
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The conceptual model of pre-project marketing research pro-
posed by the authors is based on principles similar to marketing
research of consumer markets (Fig. 1) [10—12]. The first stage, pre-
paratory, consists in setting the problem, goals and objectives of
marketing research for an investment and construction project and
determining research methods. The second, research stage in-
volves the direct conduct of pre-project marketing research. Within
the framework of this stage, three independent but interrelated lev-
els are distinguished: the macro level is aimed at a comprehensive
study of individual spheres of society that most affect the project or
the activities of the organization as a whole; at the meso level,
the current situation and vectors of progress of the real estate mar-
ket, its objects, subjects and various kinds of relationships between
them are analyzed; the study of the micro level is focused on the ex-
amination of internal corporate activities and their results. In the fi-
nal third stage, the evaluation and processing of the data obtained,
the formation of conclusions is carried out, after which the market-
ing information is used for various purposes in subsequent project
phases.

The developed conceptual model will solve the following tasks:

1. To become a reference point for the creation of a corporate
principled model of marketing research in organizations of the in-
vestment and construction sector, which previously did not have
such a model.

2. To become an additional base for improving the existing
mechanisms of pre-project marketing research.

The imperative result of marketing research activities is informa-
tion. The value level of the final information characterizes the pro-
ductivity of research activities and determines tactical behavior in
the long-term management of project solutions [13, 14]. In order to
systematize the information obtained in the course of marketing re-
search, and target and rational application in the economic activi-
ties of the organization of the investment and construction complex,
the information must meet a set of requirements [15]. In the context
of pre-project marketing research for construction products,
the main requirements include reliability (the ability of information to
reflect actual facts), relevance (compliance of information with
a certain time period), objectivity (absence of dependence on
the human factor).

The authors note that a special requirement for marketing infor-
mation in order to consistently achieve the planned quality of
the project stages is the completeness of information, which is
characterized by a minimum set of data sufficient for comprehen-
sive analysis and decision-making. However, in practice, determin-
ing the sufficiency of information for its further use within

The impact of information deficit and surplus on the ICP

the framework of the ICP may cause difficulties. This is mainly due
to the argument that both a lack of information and an excess of it
can have a negative effect on the processes that are based on
the results of marketing research. The consequences of such an ef-
fect through the prism of deficit and surplus can manifest them-
selves in different ways (Table).

The analysis shows that the primary factor of the possible phe-
nomenon of information deficit or surplus is subjective, since
the data processing cycle for marketing research is controlled by
a person. In order to avoid the occurrence of adverse consequenc-
es for the participants of the ICP, it is proposed that specialists and
structural units responsible for marketing apply the following meth-
ods or combinations of them in practice:

1. Principle of the “golden mean” is the search and establish-
ment of a set of information determined by the optimality and mod-
eration of data.

2. Principle of reasonable sufficiency (similar to the Concept of
information security of the Federal Tax Service) is the search, pro-
cessing and archiving of a set of information, with further work with
which the costs, risk and amount of possible damage are consid-
ered acceptable within the framework of the project and the eco-
nomic activities of the research organization as a whole.

3. Principle of potentially redundant information (David Hoff-
man, 1952) — analysis and exclusion of unnecessary and repetitive
data that do not carry additional information benefits.

4. Method of data imputation (Maurice Bartlett 1937; Bradley
Efron 1977) —filling in missing data with other statistical values.

The result of pre-project marketing research — systematized
marketing information that meets certain requirements — forms
the basis for future processes and operations within the project.
First of all, the data of marketing information predetermine specific
steps in the development of a business plan, architectural and
urban appearance, at all stages of architectural and construction
design, during the construction and operation of a real estate
object. In addition, the information obtained from the results of pre-
project marketing research serves as key input data for
the development of an ICP marketing strategy, which involves
the formation and management of a dynamic model for maintaining
the competitive advantage of the organization and fulfilling
the goals of the project throughout its life cycle. Acting as a satellite
in the systematic movement from stage to stage within
the framework of the ICP, marketing information is the most
important means of reducing project risks and achieving efficiency
at individual stages, contributes to improving consumer
(the product meets the requirements and desires of consumers)

Information obtained during pre-project marketing research

The deficit effect

The surplus effect

The developer (investor) does not have the most
complete preliminary idea of the project and finished construction products

Potential excess of actual financial and labor costs over
the originally planned values

Low level of input data for the development of a marketing strategy
for the project

Possible loss of time and a shift in the timing of subsequent
stages of the project

Poor quality of decision-making in individual project processes
under conditions of uncertainty

Poor quality of decision-making in individual project processes
in the context of a disordered information flow
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Fig. 1. Conceptual model of pre-project marketing research
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Fig. 2. The impact of pre-project marketing research on the quality of finished construction products

and production (the product meets the requirements of regulations,
standards and regulations) quality of finished construction prod-
ucts.

Thus, the influence of pre-project marketing research and its
results, as a generalization of the meaning of the proposed concep-
tual model, on the quality of the ICP and finished construction prod-
ucts is expressed by a correlated relationship. That is, the market-
ing research event, being the starting point of a logical chain,
through direct sequential dependence with other events — the key
processes of the project, affects the quality of finished construction
products (Fig. 2).

The basis of this logical view is the basic principle of scientific
research — the search for new knowledge, obtaining new information
in order to establish facts and implement ideas. The conceptual
model proposed by the authors, as a form of pre-project marketing
research within the framework of the ICP, together with the estab-
lished information requirements, makes it possible to provide the or-
ganization of the investment and construction complex with the most
meaningful, relevant and objective information fund. As a result of
systematic pre-project marketing, the stable and competitive activity
of the organization is ensured, its progressive development in the re-
al estate market with the ability to freely respond to factors of the in-
ternal and external environment and maintain high consumer loyalty.
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KOHuenTyaanaﬂ MopeJib NpearnpoeKTHbIX
MapKeTUHIroBbIX nccnepoBaHun u ee
BJINAAHNEe Ha Ka4eCcTBO UHBECTULIUOHHO-
CTPOUTENIbHOro NpoeKTa

Hay4Has cTaTbsi NocBslLeHa BoNpocam NpoBeAeHus npeanpo-
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AX KPUSUCHBIX SBNEHUA SKOHOMUKN U MOBbILLUEHHOW KOHKYPEH-
LK1 TOBapOB U yCNyr MapKeTUHI UFPaeT 0COBYI0 POJib BO BCEX
chepax oeaTensHOCTU, B TOM YUCIE U CTPOUTENBHOM OTPachu.
ABTOpaMu OTMEYaEeTCsl, YTO He BCe opraHu3auum B CBOeW npa-
KTU4ECKOW [eATeNbHOCTM yOensoT QOMKHOe BHUMAaHWE Npeg-
NPOEKTHbIM MapKeTUHIroBbIM UccnefoBaHuam. Ons pasButus
y>X€ UCMOJIb3YEMbIX HA NPaKTUKE MapKETUHIOBbIMU nogpasne-
JIEHVUSIMU METOAMK NPeanpPOEKTHbIX NCCNEefoBaHUA U hopMUpPO-
BaHWS HOBbIX YHUKaNbHbIX MOAXOA0B Y OpraHnsauui aBTopamm
6bina paspaboTaHa KoHLenTyanbHas MoAesNb NPeanpoeKTHbIX
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MapKeTMHroBbIX MccnefoBaHuit. ABTopcKas KoHLUenTyanbHas
MoAenb HanpasneHa Ha MoBbILLIEeHWEe pe3ynbTaTUBHOCTU Mpea-
NPOEKTHbIX MapKETUHIOBbIX NCCNEf0BAHUA — MONy4YEeHUe WH-
opmauum, oTBeHatoLLe ycTaHOBMEHHbIM TpeboBaHuAM. B cTa-
Tbe NPEeACTaBeHbl AaHHblE TPEOOBaHMSA, B YaCTHOCTU, Haubonee
nogpo6HO paccMOTPEHO TpeboBaHMe K MOMHOTE MHAYOpMaL MK,
0603HaYeHbl HeraTVBHbIE NOCNEACTBUS MHPOPMALIMOHHOW Hefo-
CTaTO4HOCTU U U3NULLIKA ANA NPOEKTa U ero y4acTHUKOB, Npej-
NOXeEHbI METOABI 06€ECMNEYEHMS NONHOTLI MHpopMmaLumn. Yoensert-
Csl BHUMaHME BbICOKOW LIEHHOCTN MapKeTUHIOBOW MHhopmaLumm,
Nosly4eHHOWM Ha NpeanpoEKTHOM 3Tane NpoekTa, ANs NPUHATKA
peLueHui Ha nocneaytowmx ctagusax NCI v BeicTpanBaHus map-
KETUHIOBOWM CTpaTernv B pamMmkax NpOEKTHOW OeATEeNbHOCTU Op-
raHmnsaumun. Ha ocHoBaHun aHanusa aBTopamMu npuBognTCA J10-
rm4yeckoe 060CHOBaHME OKa3aHMUS MOMOXUTENbHOIO BINSHUSA
npeanpoeKTHbIX MapKeTUHroBbIX I/ICCﬂe,qOBaHI/IVI Ha Ka4yecTBO
OTAEeSIbHbIX NPOLECCOB U MEPOMPUATUMA B pamMKax XW3HEHHOrO
umkna UCI n, B KOHEYHOM c4eTe, Ha MOTPebuTeNnbLCKoe U Npo-
N3BOACTBEHHOE Ka4eCTBO FOTOBOW CTPOUTENIbHOW NPOAYKLMN.

Knro4yeBble cnoBa: MapKeTUHIOBbIE UCCIIELOBAHUS, MPes-
MPOEeKTHasl cTagusi, MOAE b NPearnpPoOEKTHbIX MapKETUHIOBbIX
ucecnegoBaHuii, nHgopmaymsi, Ka4ecTBO UHBECTULMNOHHO-
CTPOUTESIbHOIO MPOEKTA, KAY€CTBO CTPOUTESIbHOV MPOAYKLMMN
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