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1. MARKETING OF INNOVATIONS

Illiashenko S.M., Doctor of Economics, Professor,

University of Economics and Humanities, Bielsko-Biala, Poland;
National Technical University “Kharkiv Polytechnic Institute”,
Kharkiv, Ukraine

INFORMATION PROVISION OF MARKETING AND
LOGISTICS SUPPORT OF THE INNOVATION PROCESS

In the conditions of technological transformations, an effective
way to ensure the long-term survival and development of business
entities is the creation and commercialization of innovations. The
change in technological systems is accompanied by the unfolding of
the fourth industrial revolution, which initiates the transformation of
industries and markets. In these conditions, an important role is played
by the information support of the strategic decision-making system
regarding the management of the innovation process. The analysis of
the innovation process shows that its success is largely determined by
the effectiveness of information support for marketing and logistics
support. Accordingly, the task of determining the nature and order of
interaction of information flows, which determine the essence and
content of marketing and logistics support of the innovation process,
is updated.

Taking into account the above, schemes of interaction of marketing
and logistics information flows are proposed for two alternative
versions of the functional sequences of the main structural parts of the
innovation process: pulling in the market and pushing it into the
market (Table 1 and Table 2). Table 1-2 give an idea of the
composition and content of information flows of marketing and
logistics support of the innovation process. Table 1 shows one
innovation cycle. The expediency of performing the following is
determined based on the results of monitoring the situation and trends
of market development, as well as the market positions of the
innovator enterprise. According to the table 2 the generation of
innovation ideas takes place outside the market, they are formed as a
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result of fundamental and applied research at the innovator enterprise,
or research by third-party organizations.

Table 1. Interaction of marketing and logistics information flows for
the innovation process built according to the market pull scheme

Structural parts
of the

Market research

Creation and
production of

Commercialization

innovation ! . of innovations
process innovation
Business
Analysis: analysis. : :
consumers, Development of ggrw:rigt;m%
market, goods, | a marketing promoting
Marketing, ’CA(‘)mIpet_ltorfs, etc. progfran:_and f innovation.
events natysis o verification o Monitoring of the
consumer the possibility of
problems. its market and market
Generation of implementation. ﬁ?:(')t\'/g?osr()f the
innovation ideas | Market tests of
innovation
Procurement:
suppliers,
transport,
warehouses,
stocks Distribution:
Production: transport,
Logistics, types ) domestic warehouses,
and elements transport, stocks,
lifting and sales and trade
transport mediators
equipment,
intermediate
syllables,
stocks

Determination of prospective research directions is based on
forecasts of world and branch trends in the development of science
and technology [1]. In the process of applied research, it is possible to
create prototypes of innovative products, develop technology for their
manufacture and use, laboratory tests, etc. Accordingly, logistical
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support for the processes of creation and laboratory testing of
experimental samples is necessary.

Table 2. Interaction of marketing and logistics information flows for
the innovation process built according to the market push scheme

Structural parts
of the

Fundamental and

Creation and
production of

Commercialization

Generation of
innovation ideas

implementation.
Market tests of
innovation

Lr;r;g\égglon applied research innovation of innovations
Analysis of aBnu;;r);ZS Formation and
e of | Deveoprmentf St o
Expert scientific and marketing promotion of
evaluations. technical program and innovation
Marketing, progress (world il UL Monitoring of the
events : ' | possibility of its
industry) market and market

positions of the
innovator

Logistics, types
and elements

Procurement:
suppliers,
transport,
warehouses,
stocks

Procurement:
suppliers,
transport,
warehouses,
stocks
Production:
domestic
Transport,
lifting and
transport
equipment,
intermediate
syllables,
stocks

Distribution:
transport,
warehouses,
stocks,

sales and trade
mediators

The obtained results reveal the composition and order of
interaction of information flows, which determine the essence and
content of marketing and logistics support of the innovation process.

References:
1. Imnsmenko C.M. KonmenrtyampHi 3acamd MapKETHHTOBOTO
MMPOTHO3YBaHHS CTPATETIYHUX HAMPSAMIB HAYKOBO-TEXHOJIOTIYHOTO
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IHHOBAIIfHOTO PO3BHUTKY YKpaiHM Ha OCHOBiI €KCIEPTHHX OIIIHOK.
Bicnuk mnayionanvnoco ywnieepcumemy «JIvgicbra nonimexuikay.
Ipobaemu exonomixu ma ynpaeninns. 2010. Ne 668. C. 68-74.

levsieiev A.S., graduate student
Pererva P.G., Doctor of Economics, Professor
National Technical University "KhPI"

MARKETING ASPECT OF COMMERCIALIZATION OF
INTELLIGENT TECHNOLOGIES AT THE ENTERPRISE

One of the features of the modern economy is large-scale activity,
covering almost all its spheres, aimed at improving the use of
resources, raising the level and expanding the structure of the needs
satisfied. Such activities often involve the application of research
results to the development of new products or technologies and their
subsequent sale in domestic and foreign markets. Innovation activity
or innovation process ensures the transformation of theoretical
knowledge (innovation) into a specific product (product, technology,
service) and the delivery of this product to the end consumer. The
innovation process ends with the final result — innovation.

The implementation of the innovation process is associated with
the formation of innovation, its development and commercialization
[1]. When creating an innovation, its life cycle, competitiveness, and
efficiency are necessarily taken into account. The innovation strategy
should be aimed at creating a new product that has distinctive features,
preferably unique in its field, in which its competitive advantages will
lie, which will allow the enterprise to be better than its competitors.
The technological and economic impact of innovations is only
marginally expressed in the novelty of the product (service) or the
technology of its production. To a greater extent, it is embodied in the
increase of scientific and technological potential as a necessary
condition for the emergence of new technology. The technogenic level
of the innovation system and its subsystems is increasing, which leads
to an increase in the susceptibility of the entire system to new
requirements arising in the production and consumer markets. It is

12



believed that some internal obstacles, as well as the uncertainty of the
economic effectiveness of the implementation of innovations, can be
overcome by using marketing approaches to the organization of the
processes of development, implementation and commercialization of
innovations [2]. A necessary condition for increasing the sensitivity of
the production system to rapidly growing changes in the market for
products and services is the implementation of innovative processes
based on the concept of marketing. Satisfying the existing needs of
potential customers, as well as the needs that will appear in the near
future, anticipating them is the basis of modern marketing. Marketing
is the link between the buyer and the seller. A number of scientists
present innovative marketing as "marketing aimed at a specific market
segment — consumers of high-tech products based on the principles of
optimization of commercial decisions, competitiveness of goods and
services created in knowledge-intensive industries, profitability and
profitability of innovative products". Based on these approaches, it
should be noted that the segment to which marketing activities are
aimed is the same for the considered categories - this is the area of
high-tech products and services, as well as high-tech industries.
According to the American Marketing Association, "marketing is the
entrepreneurial activity of organizing the flow of goods and services
from the manufacturer to the buyer or user." Researchers at the
Marketing Institute of Great Britain believe that "marketing is a
management process that involves identifying, anticipating and
satisfying consumer needs with a profit". In view of these two views,
it seems that the most appropriate approach is to use the concept of
"innovation marketing” as marketing aimed at identifying,
anticipating and satisfying consumers by organizing efficient flows of
high-tech goods and services for profit. This definition quite correctly
reflects the marketing approach to innovation for enterprises of the
industrial sector, and for enterprises in the service sector and
organizations in the scientific sphere, higher education, taking into
account the specifics of their activities, the concept of “technology
commercialization” is more suitable, which determines the need for
convergence of this category and the category of marketing. Some
authors cite such marketing goals as "achieving the maximum possible
consumption” and "providing the widest possible choice".

13



Let's consider these goals from the point of view of the innovation
economy. So, the first goal "to achieve the maximum possible
consumption™ is not entirely justified, since in the conditions of an
innovative economy, ensuring maximum consumption does not mean
guaranteeing the maximum effect for both the consumer and the
producer. Ensuring the maximum consumption of any service or
product can lead to excess consumption, which will reduce the overall
efficiency of the "producer-consumer” system or even lead to a
systemic crisis. The goal of marketing in an innovative economy is to
ensure efficient consumption, which means consumption that will give
the maximum effect of the general system "producer-consumer".

The second goal, "providing the widest possible choice," is also
ineffective. Innovative marketing should ensure that the consumer is
provided with the services or products that he needs at a given time,
and not any other, i.e. the choice is not needed, the manufacturer
himself knows what the consumer wants, and the provision of a wide
choice means the production of unnecessary models, which leads to
the unnecessary waste of additional resources.

In the conditions of an innovative economy, such a goal should be
defined as the production of goods and services for the specific needs
of the consumer. If we compare the goals of marketing and innovation
processes, we can see that they have both similarities and differences.
The similarity lies in the orientation of these processes to the
consumer, i.e. the ultimate goal of these processes is to satisfy the
needs of the consumer. The difference lies in the fact that the
innovation process is aimed at the implementation of the forward
movement of renewal of the existing system, and the marketing
process is a toolkit for the implementation of this forward movement.
Thus, the implementation of marketing processes is an integral part of
innovation activity, in the conditions of an innovative economy there
can be no innovation without marketing. This statement is objective
for any innovation processes, not only for the development of a new
product.

References:
1. TIlepepma IL.I'., Kobemesa T.O. MapkeTnHroBa MOJITHKA i
cTpareris 30yTy iHHOBalliil Ha pUHKY ITPOMHCIIOBOI IPOAYKLii. BicHuk
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2. Pererva P.G., Kobielieva T.O., Shaulska L.V. Entrepreneurial
Risks: Essence, Classification and Management Opportunities.
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1(23). C. 43-50.

Lynnyk O.1., Ph.D., Associate Professor
Kuchina S.E., Ph.D., Associate Professor
Havrys O.M., Senior Lecturer

Veryutina V.Ju., Senior Lecturer
National Technical University "KhPI"

MARKETING SUPPORT FOR INNOVATIVE STARTUPS IN
INTERNATIONAL BUSINESS

The problems of innovation activity in Ukraine are largely
determined by the insufficient development of marketing in scientific
and technical companies engaged in innovative developments.
Therefore, a significant task of such companies is marketing support
for the creation of innovative products. The analysis of empirical
experience indicates the high risks of bringing innovative products to
the market, and the specifics of bringing innovative products to the
market are associated with both the features of the goods themselves
and the features of foreign markets [1]. Thus, about 60% of the created
high-tech  innovative products are relatively successfully
commercialized, the other 40% do not reach the stage of effective
sales. As evidenced by sociological data based on a survey of
managers of foreign companies engaged in the introduction of new
high-tech products to foreign markets, 55% of respondents believe that
the main prerequisite for failure is an incorrect promotion and
marketing strategy, 16% - a poor level of quality of a new product,
10% refer to the high costs that the development of innovative
products entails, 6% - to problems in the production process. 13% —
for other reasons.

The market of innovative products has its own specifics in
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comparison with the markets of traditional goods, which must be taken
into account when forming a marketing strategy for promoting
innovative products. As a rule, there are the following reasons for
economic failures when promoting new products to foreign markets:

— the company tries to promote its innovation without taking into
account the results of market research;

—an overvalued market even if there is a good product;

— poor product positioning;

— production and promotion costs exceed the planned level;

— reaction of competitors was different from what was expected.

At the same time, the chances of successful innovative products
increase significantly if:

— when developing a new product, the needs of buyers in a
particular market are taken into account;

— the innovation has a good ratio of results and costs;

— the company has the necessary funds to promote the product.

Difficulties in promoting new products to the foreign market are
primarily associated with the risk of non-acceptance by potential
consumers. This can be a problem for any company, but it is especially
true for the market of new high-tech goods. High-tech products have
features such as a shorter life cycle, they require new skills and
knowledge from their customers. Usually, these products have
difficult to define the boundaries of their market segment and it is
more difficult to build pricing here.

The peculiarities of the market of new products predetermine the
specifics of innovation marketing:

— systematic research of potential buyers in various markets;

— the successful sale of innovative products requires significant
promotion efforts, since the buyer must "mature”;

— the new product should have tangible and understandable
advantages for potential consumers, in comparison with existing
substitutes;

— an innovative product characterized by technical complexity
requires the creation of an after-sales service;

— the complexity of a new product entails the formation of a so-
called integral product, where its real and potential advantages are
considered as a whole.
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In this case, direct marketing tools are built on the basis of direct
personal communication with a representative of the company, which
is an intermediary or a potential buyer. Sales representatives and
distributors promote the company's products, focusing on regulatory
institutions specialized in the field of innovation. Indirect marketing
tools are effective in the long term for further expansion and gaining
market share. These include a system of contextual advertising,
promotion through social networks and messengers, advertising in the
media and the Internet, as well as participation in industry exhibitions
and seminars [2]. Participation in local tenders, presence on highly
specialized portals and forums, and online catalogs plays a significant
role for manufacturers of innovative high-tech products. For example,
by taking part in industrial thematic exhibitions, manufacturers can
attract new customers and monitor key competitors. It can be noted
that most manufacturers, when promoting their innovative products in
foreign markets, strive to act in the scheme of classic marketing tools,
which are not always effective in the world market of innovative
products. At the same time, a significant part of Ukrainian innovative
products is focused on the B2B market, which has clear specifics,
including the marketing tools used, and a significant factor
determining the effectiveness of marketing in this market segment is
the industry's propensity to innovate and the ripe demand for a new
product. And in this case, companies do not work with radical,
disruptive innovations, but with marginal, market-based or
technological ones. In addition, it should be taken into account that the
average level of awareness of a potential buyer of the B2B market is
much higher than the level of a private consumer, since the purchase
decision team includes several professionals in this particular field. In
conclusion, it can be noted that the promotion of innovative products
in foreign markets requires the use of special tools that are often
inaccessible to small and medium-sized businesses, although
innovative products, in general, are created in this segment of the
economy. A way out of this situation can be the search for partners
and the attraction of strategic investors at the startup stage, which
Ukrainian innovative companies need to take into account.
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2. INNOVATIONS IN MARKETING
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AUTOMATION OF MARKETING ACTIVITIES OF THE
ENTERPRISE

There is a well-known and proven way to increase the efficiency
of the company's activity — the automation [1]. Nowadays, rapid
digitization of the economy is taking place, and this opens up new
opportunities for automating some types of enterprise activities that
were previously impossible to automate. One of these types is the
marketing activity of the enterprise. Automation of solving marketing
tasks has numerous advantages, let's consider the most important of
them.

Efficiency and time savings — automation allows you to perform
routine tasks automatically, reducing the time required to complete
them. This allows marketers to focus on strategic tasks and the creative
process. Increased productivity — due to automation, you can
implement marketing campaigns faster and more efficiently, as well
as interact with customers at different stages of the customer lifetime.
Personalization - automation allows you to collect customer data and
create personalized messages and offers, which increases the
effectiveness of communication and the chances of a successful
conversion to a sale. Increased accuracy and consistency - automated
systems are less likely to make errors compared to manual tasks,
which ensures greater accuracy in the execution of various marketing
processes and consistency of data. Improve analytics and track results
— automation allows you to collect and analyze large volumes of data
about customers and the results of marketing campaigns. This allows
marketers to make more informed decisions based on analytics.
Increase customer loyalty — personalized and timely messages through
automation help create deeper relationships with customers, which in
turn helps increase their loyalty. Versatility and Scalability —
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Marketing automation systems can be easily scaled to meet the needs
of a growing business and can be used in different industries and for
different target audiences.

In general, the automation of marketing tasks allows marketers to
optimize processes, improve communication with customers and
ensure greater efficiency in work, which is becoming a key factor for
business success in today's digital environment.

There are a significant number of tools with various capabilities for
automating the activities of a marketer. One of the most affordable are
CRM systems. They are widely used in modern enterprises. For
marketers, the following areas of their use can be identified. Collect
and analyze customer data — CRM collects and processes data about
customers, allowing marketers to understand their needs, preferences
and purchase history. This, in turn, makes it possible to create
personalized marketing campaigns. Audience Segmentation — With
CRM, you can segment your audience into groups based on various
criteria, such as demographics, purchases, etc. This allows you to
create specialized campaigns for each segment, increasing the
effectiveness of marketing activities. Automation of marketing
campaigns — CRM can help automate the sending of emails, messages,
SMS and other marketing activities. This allows marketers to interact
more effectively with customers at different stages of the customer
lifetime. Tracking conversion and return on investment (ROI) - CRM
allows you to track the effectiveness of marketing campaigns, evaluate
conversion and return on investment. This allows marketers to
evaluate the effectiveness of advertising and adjust strategies in time.
Marketing and sales collaboration — CRM integrates marketing and
sales data, allowing you to create more coherent strategies for
promoting products or services. Content and calendar management of
marketing activities — A CRM can help you plan, organize, and track
a variety of marketing activities, such as social media posts,
advertising campaigns, and more.

In general, CRM systems are a powerful tool for marketers, helping
them to effectively interact with customers, increase loyalty and
increase sales through personalization and analytics.

To the given automation tasks, you can add planning and
automation of content placement, sales funnel analysis, advertising
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activity in social networks and other tasks. To solve all these
problems, there is a large set of digital tools, the choice and application
of these tools should be considered depending on the specifics of the
enterprise [2].

Thus, the use of automation tools is a very effective way to increase
the effectiveness of the marketing activities of the enterprise.

References:

1. Raiko, D., Shypulina, Y., Vasyltsova, S., Oborina, A., &
Fedorenko, 1. (2023) Development of a system of motivation for
employees of the marketing department of the enterprise for product
promotion using tools of informational interaction of virtual space.
Eastern-European Journal of Enterprise Technologies. 3.13 (123).
59-75.

2. llliashenko, S., Shypulina, Y., Illliashenko, N., & Raiko, D.
Management of the innovative development potential of industrial
enterprises in the digital economy. Exonomiunuii icnux JJepscasnozo
BUU020 HABUANLHO2O 3aK1ady "VKpaincokull OepoiicasHull Ximiko-
mexHonoeiynuu ynieepcumem", 2022, Ne 2, C. 97-106.

Illiashenko N.S., Doctor of Economics, Associate Professor
Korol S.V., post graduate student

Fedirko A.M., post graduate student

Sumy State Pedagogical University named after

A. S. Makarenko, Sumy, Ukraine

TECHNOLOGICAL CAPACITY AND MARKETING
INNOVATIONS AS FACTORS IN THE DEVELOPMENT OF
INNOVATIVE COMMUNITIES

Today, the problem of combining human intelligence and the
capabilities of information computer technologies, which will allow
the creation of self-managed innovative communities, is an actual
issue. The technological capacity of such communities will allow to
increase the efficiency of human activity, contribute to economic
development and increase the quality of life of the population.
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Digitization of processes of interaction between government, business
and the population of the region will allow to increase the efficiency
and reduce the risk of innovative communities, increase the chances
of market success, reduce losses from inefficient use of resources (by
2-3 times), significantly increase the level of competitiveness and
strengthen the position on the national and foreign markets markets,
to ensure the conditions for the transition to an innovative scientific
and technological path of development.

Thus, further post-war sustainable development of territories
cannot be imagined without the active use of modern Industry 4.0
technologies. That is why the technological equipment and
technological capacity of innovative communities is one of the
prerequisites for development in the long term. Because quick results
should not be expected. This is due to two main reasons:

1. First, in order for the system under the influence of the fourth
industrial revolution to work effectively, time is needed for its
adaptation to the new order. After all, as a result of the impact of the
digital revolution, a completely new system will be born, and not all
subjects and people will benefit. So, for example, decades were
needed in the past to ensure productivity growth from the
electrification of production. For this, a number of additional
innovations were introduced, such as the reorganization of production
lines, etc.

2. Secondly, the advantages of digital services (including search
engines, e-mail, digital maps, social networks, etc.) do not have a
market value and are not recorded in the overall result of the activity
and performance evaluations. Although all evidence suggests that they
create overall value for end users.

Thus, it follows from the above that the prerequisites for the post-
war sustainable development of territories are factors that meet not
only the modern requirements of the development of industries 4.0,
but also the basic factors of competitiveness. So, we should talk about
the complexity of the activities of innovative communities within the
territories. To analyze the complexity of innovative activity, we will
analyze the innovative activity of business entities by types of
innovation. According to the results of the analysis of state statistics,
the following conclusions can be drawn:
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1. To date, only 8.4% of Ukrainian enterprises are engaged in
innovative activities. In the countries of the European Union, this
indicator is almost 50% on average.

2. In the last few years, the share of enterprises engaged in
technological innovations is almost twice the share of those engaged
in non-technological innovations (marketing or organizational). For
the last analyzed period, their shares were 64.3% and 35.7%,
respectively. Although in past years these shares were almost the
same. If compared with the countries of the European Union, the share
of enterprises with technological and non-technological innovations in
them is almost the same.

3. Among the enterprises engaged in technological innovations,
there is a clear trend towards the growth of those working with process
innovations (in the last analyzed period their share reaches almost
50%) and the decrease of those working with product innovations
(falling from 20% to 10%). Accordingly, the share of those enterprises
that worked with both process and product innovations decreased
somewhat. The share of enterprises with continued or interrupted
innovative activities has fallen significantly.

It is also worth noting that recently the share of marketing and
organizational innovations in the world has increased significantly.
After all, consumer needs are growing, their nature is changing.
Therefore, companies must constantly find new ways to promote their
products and build loyalty to their products. And it is marketing
innovations that allow them not only to maintain their positions, but
also to stay ahead of their competitors. For example, at Google, in the
work on Androidgoogle decided not to hire developers, but simply
made the platform open, which allowed any programmer to create
their own applications. Such a transition to "self-service™ allowed
them to significantly increase the level of sales. As successful
examples, we should mention the social network Foursquare, which
introduced new methods of rewarding loyalty, the company Hindustan
Unilever, which achieved an increase in demand for goods due to the
construction of an extensive system of wholesale and retail trade, the
Estee Lauder cosmetics company, which introduced the delivery of a
gift in addition to the purchase, free distribution of product samples
and free testing of cosmetics and perfumes, as well as the Marriott
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hotel chain, which introduced innovative concepts of hotel rooms and
venues for organizing various events. These marketing innovations
allowed the companies to make a sharp jump in the ranking of
innovative companies in the world. But Salesforce.com, whose
activity is dedicated to the development and sale of marketing
innovations, received the greatest success. The main product of the
company is the CRM system of the same name, which allows you to
quickly find new customers and manage relationships with them.

Thus, it should be concluded that for the further development of
innovative communities, a necessary condition is the development of
the technological capacity of domestic enterprises and the introduction
of marketing innovations on them.
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SOCIO-ETHICAL MARKETING IN THE CONTEXT OF
THE 5.0 CONCEPT

Social and ethical marketing is seen as a systematic decision-
making process based on the analysis of situations and the formulation
of goals. Socio-ethical marketing can serve as a tool to overcome the
contradictions and ambiguities of scientific and technological
progress, focusing on humane and careful treatment of any kind of
resources and health care.

The main difference between social and ethical marketing and
commercial marketing lies in its specific product - social ideas that are
a public good and can be distributed as exchange products with the
help of market levers.

Socio-ethical marketing is a set of measures aimed at promoting
certain social ideas and practices in society that contribute to
strengthening moral, collectivist and other social values.

The goal of social and ethical marketing, a new concept of social
responsibility, is to focus and direct all efforts to achieve a social effect
in society. It is used to bring about changes in the behavior of risky

24



groups of the population, to strengthen the position of non-profit
organizations and their capabilities.

Public goods and services can be distinguished from private ones
by two characteristics:

1) non-competitiveness - when the number of units of a good
(service) consumed by one does not reduce the number available for
consumption by others.

2) non-excludability - when those who do not pay for the goods
cannot be excluded from the number of its consumers. The exchange
of public goods and services has its own specific features.

Social marketing contains both the general and the specific. It is
universal in nature, and social companies around the world are similar.
However, there are peculiarities in different countries. For example,
family planning and hygiene issues are relevant for the population of
countries.

Comparison of marketing components of social and ethical
marketing in different technological modes will allow to form a
holistic picture of the prospects for further development of social
entrepreneurship (Table 1).

Marketing 5.0 is built on the human-centeredness of marketing 3.0
and the technology savvy of marketing of marketing 4.0. It is defined
as the application of human-mimicking technologies with the goal of
creating value to the customer, communicating it, delivering it and
enhancing it throughout the customer journey. It begins by mapping
the customer journey and identifying those parts of it where marketing
technologies can add value and improve the effectiveness of
marketing experts.

Companies adopting Marketing 5.0 must initially build on data.
Building a data ecosystem is a prerequisite for implementing
marketing 5.0 applications. This allows marketers to use predictive
marketing to estimate the potential return on every marketing
investment, as well as implement contextual, personalized marketing
for each customer at the point of sale. Finally, marketers can develop
seamless customer interactions using augmented marketing. All of
these implemented elements require corporate agility to respond to
real-time market changes.
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Table 1. Comparative characteristics of marketing concepts

Characteristics | Marketing 1.0 | Marketing Marketing 5.0
3.0
_ Make the Servmg_ fIV(? fljlfferent
Target Selling world a better generations: "Baby
goods Boomers, X, Y, Z and
place Alpha
Artificial intelligence (Al),
natural language
Mass processing (NLP), sensors,
- consumers :
The driving with New wave [robotics,
force hvsiological technologies |augmented reality (AR),
Eegds g virtual reality (VR), the

Internet of Things and
blockchain.

How companies
view the market

Product
development

Spiritual and
ethical
personalities

Maximizing the value
created in the present and
beginning to position
brands

for the future

Predictive marketing,

Key marketing Emphasis on contextual
product Values .
concept L marketing and augmented
characteristics :
marketing
Mission, Building an ecosystem of
Marketing . views and data to guide and optimize
S Functional A
principles values of the |marketing
company decisions
Functional,
X Value of customer
Consumer value emotional .
o experience
and spiritual
Interaction with [Cooperation of Cooperatlo_n .
. of many with |{One-to-one marketing
consumers one with many many

Social and ethical marketing is the most appropriate for the non-
profit nature of cultural institutions. Its strategic tools are:
— personalization;
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— targeting different social groups of consumers;

— social partnership as a cooperation of cultural entities;

— social partnership as a membership system;

— fundraising.

In the context of the transformation of marketing activities in the
context of changes between the technological modes of the world's
countries, the tasks of social and ethical marketing are complicated by
the capabilities and potential of the enterprise.
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IMPACT OF INFLUENCER MARKETING ON BUSINESS

In recent years, with the increasing popularity of social media, their
role in all components of the marketing mix has been growing. For
example, Instagram can be used as a sales platform, a product itself,
and a communication or promotion channel. This leads to the rapid
development of the market of influencers - people who have the ability
to influence others' purchasing decisions through their authority,
knowledge, position or relationship with the audience, and who have
built a reputation for their knowledge and expertise on a specific topic
[1].

The main reason for this may be the observation that about 90% of
people tend to show more trust in a recommended brand, even if the
recommendation comes from a stranger [2].

Consequently, brands are taking this into account, and we can see
an increase in the use of so-called native advertising - videos about
"dresses from the brand that will suit everyone", "viral bags" or
"suitcases that are ideal for carry-on luggage". According to statistics,
the key indicators of measuring the success of influencer marketing as
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of January 2023 are brand awareness, sales, and the number of
impressions and views on social media [3].

This suggests that the main purpose of using this channel of
communication with consumers is to increase brand awareness and
trust. Along with the popularity of this tool, the share of costs in
marketing budgets is also growing - in 2023, 23% of respondents spent
more than 40% of their budget on influencer marketing [4].

While this is certainly an effective tool for businesses, it also has
negative consequences. One problem is the promotion of materialism.
The endorsement of luxury goods and luxurious lifestyles can fuel a
culture of consumerism, encouraging people to equate possessions
with happiness and success. Also, it might even lead to the
overconsumption. Another issue is the blurring of the line between
authentic content and paid partnerships. Influencers who endorse
products without a genuine belief in their effectiveness are exploiting
the trust of their followers for monetary gain. Thus, this can have
significant negative consequences for organisations in the future - after
all, the loss of consumer trust is a serious problem that requires a lot
of resources to solve. Other factors such as limited reach, difficulty in
measuring ROI, etc. should not be overlooked.

Although influencer marketing can be very effective for
companies, it still remains a rather risky method due to the high
dependence on the performers, as well as their reputation, both
existing and potential changes in it.

In conclusion, it should be said that the most important thing in
using such a tool as influencer marketing for business is to have a clear
control over the frequency of engagement and the content itself,
because importnat to remember that it is impossible to control the
content of other users - especially the so-called de-influencers who
debunk myths and refute false information about popular products or
places.
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MEDIA PLANNING AS A PROCESS: STAGES, TASKS,
METHODS

The modern world is characterized by rapid technological
development and constant changes in the consumer behavior of the
target audience. In such conditions, it is crucial to adapt media
advertising strategies to new challenges and opportunities. Media
planning emerges as a key element in constructing advertising
campaigns since it determines how and where to place ads toachieve
maximum impact on the target audience. Contemporary media
planning toolstake into account not only traditional media channels
but also new media formats, including digital platforms, social
networks, streaming services, and other innovative means of
communication. The stages, tasks, and methods of media planning
become more complex and integrated, requiring marketers and
advertisers to have a high levelof competence in analytics, technology,
and strategic thinking. Research on this topic will reveal new
opportunities to improve the efficiency of media advertising
campaigns, contribute to understanding the dynamics of the media
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space, and help adapt strategies to changes in the consumer
environment.

Currently, media planning is evolving rapidly, primarily due to the
development of digital technologies. Changes in information
consumption and communication methods force companies to adapt
their marketing strategies, including media planning. Secondly, there
is increasing competition in the market, requiring companies to
effectively utilize their marketing resources to stand out among
competitors and achieve their goals. Thirdly, consumer behavior is
changing.Consumers have become more discerning and demanding of
the information they receive. Media planning must consider these
changes to ensure effective communication with the target audience.

Media Planning can be viewed as a process consisting of the
following stages:

1. Analysis of the Marketing Environment: At this stage, research
is conductedon the target audience, competitors, market, and other
factors that influence the success of the marketing campaign.

2. Definition of Goals and Objectives of Media Planning: At this
stage, goalsthat the company wants to achieve through media planning
are determined, along with the tasks that need to be performed to
achieve these goals.

3. Selection of Media Channels: At this stage, media channels are
chosen to beused for achieving the goals and objectives of media
planning.

4. Development of Media Budget: At this stage, the amount of
funds allocatedto the media campaign is determined.

5. Development of Media Graphics: At this stage, it is determined
when andwhere advertising messages will be placed.

6. Evaluation of the Effectiveness of Media Planning: At this
stage, an evaluation of the effectiveness of the media campaign is
conducted, and necessaryadjustments are made.

The media planning plan should include:

- Names of resources where publications will be placed.

- Content format, for example, a banner on the main page of the
website, an article inthe "Finance" blog section.

- Goals.

- Technical requirements for content.
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- Publication cost (VAT and seasonal coefficient).

- Volume of the article/news/press release, number of advertising
banners.

- Publication dates.

The primary task of media planning is to develop an effective
media strategy that enables a company to achieve its marketing goals.

Various methods are employed for developing effective media
planning. Media planning is an integral and critically important
componentof the marketing communication strategy for any company.
In the face of constant changes in the consumer environment and the
development of new technologies, effective media planning allows
businesses to accurately identify their target audience, interact with
them efficiently, and achieve their marketing goals.

By choosing various media planning methods, from geographic
and demographic to behavioral and integrated, marketers obtain a
toolkit for the most effective utilization of advertising resources.
Flexibility in selecting methods enablesthe adaptation of strategies to
specific market conditions and demands. In the modernworld, where
competition in the media space is unexpectedly high, and the audience
is constantly evolving, successful media planning becomes a key
factor in ensuring the high efficiency of advertising campaigns.

Well-constructed media planning enables companies not only to
achieve maximum impact on their audience but also to use their
budget effectively, optimizing the allocation of resources and ensuring
maximum advertising results.
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BUSINESS COMMUNICATIONS IN THE FIELD OF
INTERNATIONAL CONSULTING

Consulting and business communications in its field in a broad
sense, as obtaining expert advice, is a phenomenon familiar to
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mankind for a long time. However, consulting as a separate institution
and profession emerged only in the 20th century. In most scientific
works, consulting is presented as a project activity, the algorithm of
its organization is described, and in some cases, the features of
consulting in various fields are considered. However, much less has
been written about the promotion of consulting services. The
traditional approach is not applicable to the promotion of consulting
services. Selling consulting services should not be treated as an
unavoidable necessity or just a certain set of mandatory tools and actions.

We propose to consider business communications in the field of
management consulting in the spirit of an approach to the promotion
of services: the client buys something intangible; the seller promises
to satisfy the client's need and solve his problem. At the same time,
the product of consulting companies is considered from two sides:
technical (know-how, experience and competencies of consultants)
and social (the ability to build relationships) [1]. Therefore, the authors
see one of the main tasks of promoting a consulting company in
establishing and maintaining a "client-consultant” relationship and
highlighting several aspects in the client-consultant relationship:
cooperation when working on a project (collaboration), two-way
knowledge exchange (knowledge-based relationship) and relationship
of trust [2, 3].

Trust in consulting can be considered in two ways: both at the
personal level between the consultant and the client, and at the
institutional level, confidence in the consulting firm and consulting in
general, which corresponds to the concepts of basic trust and trust in
abstract systems. The focus on establishing trust as a marketing
approach is ideologically close to the concept of relationship
marketing and may well be considered as part of it in relation to
consulting companies. It is important to take this into account when
planning promotion programs and training consultants.

Interestingly, many solo consultants do a great job of filling their
blogs and pages with interesting content on a regular basis. As a result,
their social media pages are overtaking large companies in terms of
popularity. The success of their work in social networks and blogs is
that they build relationships with readers, communicate with them on
a daily basis, "live" on the network, and not just broadcast news. This

32



allows them to be interesting and "theirs" for the Internet audience.
Consulting companies are gradually coming to social media
promotion. While there are more than half of such companies in the
West, there are still much fewer among Ukrainian consulting firms.
Despite the fact that online promotion seems cheaper in terms of price,
and sometimes even free, it is necessary to allocate forces and
resources to ensure high-quality work, which companies are not ready
for. Simply broadcasting the news has little effect. The experience of
leading Western companies and their Ukrainian representative offices
shows that if a company has its own research or analytical department,
the company will always be able to find content for its blog, thematic
website or pages in social networks. However, the experience of
individual consultants shows that to build relationships in social
networks, you can get by with fewer resources and at the same time
get more popularity, additional points for promotion, strengthening
your brand and promoting consulting services.

Approaches to the promotion of consulting have evolved
throughout the twentieth century. The latter directions are related to
the transition from a focus solely on the market to a focus on the
individual customer. This is especially evident in the service sector.
The field of management consulting has been actively developing in
Ukraine since the beginning of the 1990s. At the same time, little has
been written about the promotion and building of the "consultant-
client” relationship. In many ways, Ukrainian consulting copied the
activities of its Western colleagues, who had more experience. For
decades, translated books on business philosophy by McKinsey and
the Boston Consulting Group have been key sources of information
for domestic practitioners. However, soon the specifics of Ukrainian
business and mentality required different approaches to building
relationships in this area, so the study of communication management
in this industry is of great importance. As the scope of consulting in
Ukraine expands, the question of its successful promotion arises.
Western experience is useful mainly for metropolitan and large
network companies. Small "players" are forced to focus on low-budget
business communications and marketing. The study of the
organization of effective communications between consulting firms
and consumers of their services in the Ukrainian regional market with
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limited budgets requires a special study, a survey of both experts and
clients.

References:

1. Ilepepra IL.I'., KoGemeBa T.O. MapkeTHHTOBa TOJITHKA i
CTpaTteris 30yTy iHHOBAIli il HA PHHKY IIPOMHCIIOBOT MPOAYKIIii. BicHuk
Hay. mexn. yn-my "XIII" : 30. nayx. np. Exonomiuni Hayku. Xapkis : HTY
"XTII", 2016. No 27 (1199). C. 77-81. URI:
https://repository.kpi.kharkov.ua/handle/KhP1-Press/25752

2. KoGenera T.O. KounenrtyanbHi TONOXEHHsS aHai3y piBHSA
KOMILTaeHC-0e3MeKkn KpaiHu Ta MiANPUEMCTBA. ExoHoMiuHull ananis.
2019. Ne 3. T.29. C. 107-115.

3. Pererva P.G., Kobielieva T.O., Shaulska L.V. Entrepreneurial
Risks: Essence, Classification and Management Opportunities.
Exonomiynuii srcypran Odecvkoeo nonimextiunoeo yHisepcumenty. 2023. Ne
1(23). C. 43-50.

Tkachova N.P., Ph.D., Associate Professor
National Technical University "KhPI"

EVALUATION OF THE EFFECTIVENESS OF EVENT
MARKETING

The increased importance of methodological approaches to
assessing the effectiveness of event marketing is due to the need for
objective assessments of the results of certain activities for their
compliance with the set goals and their achievement. However, at
the theoretical level, there is still no generally accepted evaluation
methodology, and most practicing event agencies have not
developed a clear system for assessing the effectiveness of event
programs.

If in order to conduct an objective assessment of the results of
event management, it is necessary to determine in advance the
criteria for the quality of event management to be evaluated, then
event marketing is used to implement strategic or tactical tasks of
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companies, developed in advance or when necessary.

In order to objectively assess the effectiveness of specific events,
the issues of the marginality of these events and the amount of their
profit, the justification for the choice of a particular event or other
instruments from a number of similar ones, the optimal size of the
allocated budget, the formats of the event and its target audience are
mandatory for the purpose of objectifying the assessment of the
effectiveness of specific events.

From the point of view of economic efficiency, the key indicator
is profit or loss. In this light, the funds spent on the event should
sooner or later pay off through subsequent sales, increasing brand
awareness and recognition, and other media activities. In any case,
the organizers of the event treat it as an investment in the hope of
getting income from it over time.

Based on international experience, numerous methods and
techniques (systems) for assessing the effectiveness of event
marketing have become known. Two groups of them have been
identified, based on: the application of economic indicators, and on
indicators of perception. Research is carried out both during the
event and at its end. Sophisticated studies of preferences, brand
loyalty, and awareness are initiated less frequently.

When evaluating a special event, surveys, evaluation of work by
partners and contractors, as well as ROI (return on investments) are
widely used. Based on the data collected in this way, a complete
picture of the event is formed in the context of its positive and
negative consequences. And the picture of public opinion in the
context of the preferences of different segments of the audience.

First, the specific goals of the upcoming event are determined,
which, depending on the situation, can be very different (increasing
sales, improving the climate in the company and in its relations with
customers, including key customers, increasing customer loyalty,
etc.). Goals are the first step (start) of the process. The dynamics of
public opinion are best reflected in the results of polls
(online/offline  before/during/after the event). Surveys are
conducted using basic questions in the form of questionnaires
developed individually for different events. However, the
guestionnaire is not able to provide one hundred percent objectivity
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of the information received and a sufficiently clear idea of the
potential effectiveness of the event. Even if the event had the
expected (positive) effect on the perception of the respondents, the
latter tend to be critical, compare it with events from their previous
life (negativity bias — the phenomenon of negative perception) or,
on the contrary, embellish it (rosy retrospection).

The next step after the survey is to study the data using ROI (a
qualitative or quantitative indicator that characterizes the level of
success of a product (service), which is used by the organizers of
the event following its results):

In the ROI methodology, an event is initially planned in order to
get the maximum result, and an insufficiently detailed plan can
result in the event not being effectively implemented at all. The
strategic context of an activity aligns its outcome with other
activities in relation to the overall objective.

The ROI of the event is calculated in different ways, depending
on the goals set and achieved. So, if the purpose of the event was
the formation and development of leadership skills, then ROl will
be assessed as funds are spent on training and success appears in
this company. If the purpose of the event was to receive investments
from sponsors or attendees, ROI is calculated based on net profit.

Proven to be effective as evaluation tools for special mobile apps
that take into account each action, which allows you to assess the
engagement and interest of participants in real time. When applied
to an educational event, the app can be used to survey attendees to
keep track of their attendance and speaker rating dynamics. The
data obtained during the event is analyzed in the application
database, and on their basis, for example, the popularity of a
particular product (service) among the audience, the usefulness and
relevance of specific topics among visitors is determined.
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XKapcbka T.M., acucTeHT

[IapBar M.b., aciipadt

IlepeBo3os I'. 1., cryneHT

[Bano-®pankiBChKUH HALIIOHANEHUHM TEXHIYHUHN YHIBEPCUTET
Ha(TH 1 razy

MOJEJIIOBAHHS BIVIUBY ®AKTOPIB HA
CIIO’KUBYMU BUBIP BPEH/Y: AHAJII3 BI3YAJIbHUX
EJIEMEHTIB TA IIEHTUYHOCTI

[Mokymii B Mara3uHax CTalOTh BCE OLIbII BUMOTJIMBHMH,
CHIOHYKAIOYH ITiITPUEMIIIB BUKOPUCTOBYBATH Pi3HOMaHITHI cTpaTerii
JUISL 3aTy4eHHs IXHBOI yBaru. BoHH po3poOIIsiIOTE CBIM YHIKaTbHHHA
GipMOBHI CTHIB Ta CTpaTerito OpeHOy, CIpsIMOBaHI Ha Te, MI00
CHIOXKMBAYi 3araM'sTOBYBaJIH X 1 Ai3HABAINCS MPO IXHIO TisSUTBHICTH
Ta IIHHOCTI 3 PI3HUX J[KEPElL.

T'oBopsuum ipo dipmoruii et i JHK 6penny noTpidHo po3yMmiTu
mo 1e aBa pi3Hi MOHATTA. DIpMOBHI CTHIL BigoOpaXkae TUTBKH
30BHIIIHI, Bi3yallbHi eJeMeHTH. Te 1110 mpuBepHe yBary KJIi€HTa, ajie
He 3a0€31eUnTh HOro JIOSUIbHICTD 10 OpEeHTY.

Harowmicte IHK Openny — ne rimoine moHSTTS, MO BigoOpakae
BCi €MOTIii, IKi CIIOKHBay BiAUyBa€e, 03HAHOMUBIIHCE 3 OpeHaoM. Lle,
T€ M0 3MYIIYE JIOJUHY 3UIUIIATHCS BiIaHO OpeHIy Ta BUOMpPATH
HOro TPOAYKIIIO HAaJ IHIIMMH albTepHATHBaMHU. BaxinBo, mioo
OpeHJ 3ajWIIaBcs  BIT3HABAHWM  Bi3yallbHO, TIPUBAOIIIOIOYN
CIIO’KMBaYa CBOTM 30BHILIHIM BUTIIsIIOM [1].

Y cydacHOMY CBITI Ha3BUYAHO BaXJIMBO, 1100 OPEH,T 3aIUIIIaBCs
B MaMm'dATi CIOXXHMBa4iB 3aBJSKW BI3yaJbHOMY BITI3HABAHHIO, IPH
LIBOMY T€, 1[0 BOHHM 0auyaTh, MOBUHHO criopobatucs iM. PesynbraTu
MPOBEJICHOTO  JIOCHI/DKeHHsT CBim4yath, mo 81% pecroHneHTiB
MPUIISIOTH YBary JOTOTHITY Marasuny (puc. 1).

SxicHo po3pobinenHuit sorotun Oynye JOBipy, BKa3ye Ha
npodecioHanizM 1 3amydae JIOACH 3aJMIIATUCS NPUXWIBHUKAMH
Openay. Yepe3 JOroTun nepenaerbes iH(GOpMALlis MOTSHIIIHHUM
KIIIEHTaM TIPO T€, XTO BH, L0 BU pOOUTE 1 Ky KOPHCTH BOHH MOXKYTh
orpuMmaru. BiH cTae 3aco00M KOMYHIKamii JUIs THUX, XTO HE Mae
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TIOTIEPETHIX 3HAHB a00 TOCBiAY 3 KOMIAHIEK, 1 MIJKPECTIOE BUCOKHMA
piBEHB HisITHHOCTI.

® Tax

@O H

@ gy 33 cepsicom, @ HE KapTUHKO
® 50Ha 50 %

Puc. 1. BaxXnuBiCcTh JIOTOTUITY A7 CIIOKHBAYiB

Jlorotunu mMaroTh IIMOOKY CUMBOJIIUHY acolLiamilo, OB’ sI3aHy i3
crorajaMd Ta emMouisMu Jroaed. HeoOXiHO CTBOPUTH CHIBHHN
JIOTOTHII, 00 MEPEKOHATHUCS, 10 CIOXHBAUl IMaM’ATarTh OpeH, i
CTBOPIOBATH TIO3UTUBHI acoIliarfii.

3riJHO 3 ONMUTYBaHHSIM OCHOBHA YacTKa PECIOHCHTIB BBaXKae,
Taki eIeMeHTH OpeH/Ty SIK KOJipHa raMa, Ha3Ba, a TaKoX TUnorpadika
€ BKpail BaxximBoro (puc. 2). 55,6% onuTtaHux HaiOinbIIe 3BEpTae
yBary Ha Ha3By OpeHAy, aJke camMe BOHA IiJIBOJIUTH CIIOKHBAUiB J10
TOT'0 UMM CaMe 3alMaEThCs KOMITaHIs 1 1110 BOHA MPOIIOHYE.

I Brpaii paiea [l Cropiwe sawniea B0 Leuawe He saknusa [l 2osciv ve saxknvea

40

20

KonipHa rama Hassa Lpucpt

Puc. 2. BaxxnuBictb KonipHOi ramMu, Ha3BU Ta WPHUPTIB

IMin wac BuOOpYy BI3yaJbHUX EIIEMEHTIB HEOOXITHO YiTKO
pO3YMIiTH, SKE BpaXCHHS HEOOXIJIHO CTBOPUTH IS I[JIHOBOL
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aymutopii. SIKmo xo4a 6 OOWUH e€NeMEeHT BHKIWKAaE B KI€HTa
HEraTWBHI €MOIli YW acomiamii, e MOXe BIUIMHYTH Ha HOro
JIOSUTBHICTH 1O OpEHTY.

Konbopu maro Benuke 3Ha4eHHS, OCKIJIbKH BOHHU BIUIMBAIOTH Ha
HaIlle CIIPUIHATTS Ha MmiACBiAoMoMy piBHI. Kompopyu BHKINKaIOTH B
JIIOIeH TTeBH1 eMOTITii Ta acortiartii. Tak IeBHUH KOJIip MOYKE BUKITUKATH
B TIOKYNLS JOBIpYy, CHOKii, mMo4yTTsi cBoOOoAu. AOO X HaBHAaKH
MOYYTTS 3aHENOKOEHHS, TPHBOTHM YH HAaBiTh CTpaxy. Kpim
BUKOPHCTaHHS KOJIbOPIB Y OPEHIIHTY, PIBHOCHIIFHO BaYKIIMBHIA BUOIp
mpudty. lpudt — ne me oann 3acid HeBepOAILHOTO CIIIKYBaHHS,
SIKMI B BUKOPHUCTOBY€ETE AJIs TIepeiadi MOBiAOMIICHb PO Balll OpeH/.
Hazpa Openay He e GyHKITIOHYE SIK TICEBIIOHIM, alie i € BTIJICHHIM
IICHTUYHOCTI, I[IHHOCTEH Ta B3aEMO3B'SI3KY OpeHAYy 13 CBOEIO
ayJUTOPIET0, SIKI IEPEHOCSITHCS Y POpMY ci0Ba uH (hpasm.

CydacHi mianmpueMcTBa MOBHHHI I0aTH Tpo Te, o0 iX OpeHn
3aNUIIaBcs B IMaM'sATi  CHOXWBa4iB  3aBASKH  Bi3yalbHOMY
BImi3HaBaHHIO. OTxe, yCHIIHUA OpeHJ TOBUHEH IOE€IHYBATH
BITI3HABAHICTh Ta BHU3HAYEHWH CTWJIb, MPHUBAOIIOIOYH CII0)XKHBAYiB
CBOIM 30BHIIIHIM BUTJISAIOM.

CnucoK BUKOPHUCTAHUX JIKEepeJ:

1. Mamunka O.5. "JHK" Openny sk cucrema 30epeskeHHS,
BIATBOpPEeHHS 1 mepenadi iHpopmamii g0 crooxkuBada Ta i
KOHIIeTITyalbHa Mofelb. Mapxemune 6 Ykpaini. 2006. Ne 1 (35). C.
34-38.

303ynboB O.B., npodecop, k.e.H.

Iaprora T.O., gomeHT, K.€.H.

Munuxk O.0.

HarionansHuiA TeXHIYHUIA YHIBEPCUTET YKpaiHH

«KuiBcbkuii omiTexHIYHUI iHCTUTYT iM. Iropst CikopchbKOTo»

®OPMYBAHHSI BPEH/IY TOPTOBEJILHOT'O
3AKJIATY

Bpenn € kineBuM eneMeHTOM peaitizanii ctpaterii qudepenmianii
mianpueMcTBa. OCoOIMBO 1€ aKTYaIBHO IS TOPTiBETLHUX 3aKJIaIiB
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B CWJIy TEBHHUX «TEXHIYHHX» MpoOieM (QOopMyBaHHS IMIIKy Ta,
BIJIMTOBITHO, 3aMHATTS YITKOTO BiJOKPEMJIEHOTO MICII ¥ CBIAOMOCTI
CTOKHMBaYa.

HocmimkenHst cyti OpeHay Ta MexaHi3My HOro BIUIMBY Ha
MOBEIHKY CIOXXHMBAdiB HA MITOBOMY PHHKY JO3BOJHIN BHIIITATH
JIBa OCHOBHHX HMOTO acreKTH: TICUXONOTiUHMH Ta eKOHOMiuHHMM. Ix
CYTHICTB 1 3MiCT pO3KpHTO Ha puc. 1.

Maitxe 66% HacelneHHsI KEpPYIOThCS EMOLIMHOK CKIIaZOBOO
MO3KY TpH MPHUHHATI pitneHHs. Lle mae 3Mory ympaBisiTH MOBETiHKOO
CIOXKUBAYiB HE TUILKH 3a JIONIOMOTOIO palliOHAJIBHUX IIepeBar, a
OyayBaTu OpeH]T Ha OCHOBI €MOIIHHMX CKJIaJIOBUX, SKi BIATYKYIOThCS
migpoBa aymutopis. BigmoBimHo (opmyBaHHS OpeHIy Mae HTH B
po3pisi: «MarepialibHa-HeMaTepiadbHa»  Ta  «pallioHaJbHa-
ippalioHaabHa CKJIaJ0BI.

CyTHicTb Openay

/\

| [Ncuxonoriyna ‘ ExoHoMiuHa

- T~

* 3aci0 30iblIeHHs CNOKHBUOI BAPTOCT
(uinoea npemis dpexy).

 3acid inenTHdikauii y MO3Ky crnoxusava.

® OO0’ eKT iHBECTYBaHHA.

e VroJa MikK CMOAKHBAYEM Ta BIACHHKOM

* 3acid BMIMBY Ha LEHTP 3a10BOJIEHHSA
CoKHBaAYA (KOMYHIKALITHA NOITHEA).

* 3acid KommeHcauil no4yTTA HecTaui
BNACTHBOCTAMH TOBApY Openay:
paLioHANTLHUMH Ta ippaLioHATBHHMH,

£ - Openny.
* 06kt peanizauii edexty npueaHaHHa: 3aci6 -
- : : : ® 34C10 PHAHYHOTO 3aXHCTY.
CNOKHBAY NepeiiMae Ti pHCH IHAHBIAA . pv;l ¢ 7
* Kinuesnii pe3ynbLTar cTpaterii

Gpenny), AKUX HOMY He BHCTAuae.
PEHIY ¥ N
nuthepeniauii.

Mawinynsuis:
o CripuitHATTAM TOBApY
* CriosKHBYOK BapTIiCTIO
e LliHoBOIO NpeMielo
Openay

Puc. 1. CxnmagoBi cyTHOCTI OpeHIyY
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Ha puc. 2 perampHime BimoOpakeHi CKIagoBi OpeHAy
BIJIMOBIIHO [0 iX BIUIMBY Ha €MOLIWHY/paIliOHaNbHY CKIIQJIOBY Ta
MaTepiabHy/HemMaTepianbHy CKIaJ0BI.

Sx BumHO 3 pHC. 2 10 MaTepiaqbHOI CKIafgoBoi OpeHmy
BIIHOCHTHCS CKJIQJOBi, IO MiATBEP/DKYIOTH HOTO BapTiCTh, a 0
HeMaTepiaabHOI — Te, IO IF0 BapTicTb popmye. Pa3oM 1i KOMIOHEHTH
CKJIaJal0Th KOMIUIEKCHY BapTiCTh OpeHAy Ta HE MOXYTh iCHyBaTu
OKpEeMO OfHa BiJ omHOI. SIKIIO Ka3aTw mpo pamioHaIBHICTh, TO MU
30CepPeIMMOCh Ha CIPUUHATTI OpeHAy, WOTO TO3WIIOHYBaHHI Ta
JIOSITTBHOCTI, & OTXKE Ha TUX CKIIQIOBHX, SIKi (OPMYIOTHCS i1 BILTHBOM
eMOIIii.

MarepianpHi CKIaI0EL

&
CHcTeMa B13YAIBHOL 1 O0'eKTH ABTOPCHKOTO
BepOansHO1 iTeHTH(IKALTI: mpasa:
1) xomip; 1) ToBapHH{ 3HAK
2) EKOMIIO3HIIS, (logo);
3) cmoran; 2) dipmose
4) 3BYKOEHHA MOTHE. HafiMeHyBaHHS
Micis, IHHOCTI DpeHay, (brand ﬁaxne);
wimi OpeHIy. 3) ZecKpHITOp;
. . 4)  dipMOBHIT CTILTS.
Ippauionamssi PanionansHi
crmanoei < o CKJIaJI0B1

OOiTTIHKH

Acomanmii

VYaEIeHHT .

Buroau bema.um{_amsﬂa
TIomyIApHICTE MAaPKH KOPHCHICTE

ToSnnLHICTE Cro:kHBYa IIHHICTE

CopufiMaHa AKICTb
ITouyTra
Mpii
v

HematepiansHi CKIaI0EL

Puc. 2. Martpuus ckiianoBux OpeHIy «MaTepiajibHICTh —
palioHaIbHICThY

[lig gyac ¢popmyBanHs OpeHIY MiANPUEMCTBY MOTPIOHO PO3YMITH
KOMIUIEKC (YHKUiH, sKuid BiH BUKOHye. DyHKLIl, SIKI MOXKe
BUKOHYBATH CHJIBHUI OpeH HaBeIEeHO Ha puc. 3.
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bpenn, mo cdopmyBaBca, € TEBHHM KOMIIPOMICOM MiX
VSABJICHHSIM, KOTpE OpTraHi3amis Xode CTBOPUTH TMpo cebe y
MOTEHIIHHOTO KIIIEHTA, 1 TUM TOTJISIIOM, IO CKIABCS Y HBOTO Ha
chorozHi. Buxozsuu 3 nporo mia yac (opMyBaHHS KOHIEMLIi OpeHIy
BHUIUTSIFOTH JIBI CKJIAJIOBi: aKTUBHI Aii opraHizarii momo moOyaoBH i
aJIeKBATHOTO CIIPUUHSATTS CBOTO OpeH[y Ta «BiIOOpaXeHHSD» OpeHIy
opranizaii B «JI3epKajli KIIi€HTay.

IMobynosa

IMIITKY

3axuct
IHTENEKTYAIbHOL
BJIACHOCTI

Inctpyment
inopmyBaHHS

)

AKTHB (00'€KT
iHBECTYBAHHA)

IHCTpyMeHT
imeHTH(IKANIT

OyHKIi
OpeHy

IHcTpyMeHT
CaMOBHDPaKEHHA,

ICHXOTepaii

IacTpyment

KOMyHiKaIlii

Puc. 3. ®dynkii 6penmy

[Ipu hopmyBaHHI OpeHIy BaXKIMBO CTBOPUTH BiAIOBIAHICTH MiX
MU MTPOTUIIC)KHUMH YSIBIICHHSIMH KOHIIETIIIT OpeHy.

CnucoK BUKOPUCTAHUX JKepeJt:

1. Kennep K.JI. Crparernueckuii OpeHA-MEHEHDKMEHT: CO3/1aHHE,
OILIEHKA M YIIpaBJIEHUE MapouyHbIM KanutaioM. M.: Bunbesmc, 2005.
704 c.

2. 303ynsoB O.B. PunkoBi ¢(opMu TOproBenpHOi MapkH, ix
COLiAJIbHO-TICHXOJIOT1YHA IPUPOJIA TA CYTHICTb aKTUBIB. Mapxemume
u pexnama. 2015. Ne 5-6 (226-227). C. 52-55.
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Ioprauosa M.1., x.e.H, JOLIEHT
Opecpkuil HalllOHATTFHUN €KOHOMIYHUHN YHIBEPCUTET

OCOBJIMBOCTI 3BACTOCYBAHHS IHHOBAIIIM
Y MAPKETHUHI'Y IIOCJIYT

3acTrocyBaHHS MapKETHHIOBUX iHHOBalLid y cdepi mociayr crae
0COOJMBO aKTyaIbHUM B KOHTEKCTI TpaHchopmallii puHKY, e cdepa
ITOCITYT 3aliMae BayKIMBE Miclle. 3pOCTaHHSI KOHKYPEHIIII B ITiH Taimy3i
HA/JMXa€ KOMIaHii Ha BHUKOPUCTAHHS HOBAaTOPCHKHX METOJIB
MapKeTUHTY Ui NPUBEPTaHHS YBarW KIIE€HTIB Ta BiJ3HAYCHHS B
CEPEIOBHII CXOXKUX TTPOITO3UIIIH.

CydyacHi YMOBM BHM3HAYalOTh 3MIHM B KJIACMYHOMY MiAXOIi JO
MapKeTUHTY, a iHHOBAIil B 1iif cepi cTAIOTh KIIOUYOBUM €IIEMEHTOM
ycmixy. Jlesiki acriekTH mbOTO MUTAHHS Oy PO3TIISAHYTI y Tparsax
takux BYeHux, 5K JI.O. I'puzoBceka [1], H.B. TaiiBanoBuu [2], B.
Mimenko, C. Mimenko [3], OJHaK, OCKUIbKM PHUHOK MOCTIHHO
€BOIIOIIIOHYE 4Yepe3 NU(POBI3aIil0 €KOHOMIKM Ta iHmI (akTopw,
MUTAaHHS BIPOBAKEHHS 1HHOBALIM y MapKeTUHI cQepu MOCITyTr
3aJTUIIIAETHCS BIJIKPUTUM 1 BUMArae moJJaiblinuX J0CITIIKCHb.,

MapkeTnHrosi iHHOBamii B cepi TOCIYyr MarlTh MOTEHIAT
3MIHATH Ta TIOKPAIIUTH CIOCiO, SIKUM KOMIIaHii B3a€MOMIIOTH i3
CBOIMH KIIIEHTAMH, & TaKOX SKUMH BOHH IIPEJACTAaBISIOTH CBOI
MPOJYKTH UM TOCIYTH Ha PUHKY.

MapKeTHHT TIOCTYT BiJPi3HSETHCS BiJl MAPKETHHTY TOBApPiB Yepe3
cnenudivHi acleKTH, SKi TOB's3aHi 3 HEBIOBUMICTIO, HEBIIIIIbHICTIO
BUPOOHHWIITBA Ta CIHOXHMBAHHS TIOCIYT, MIHJIMBICTIO SIKOCTI,
HEJIOBIOBIYHICTIO, BIZICYTHICTIO KOPUCTYBaHHS Ta B3a€MO3aMiHHICTIO
MOCTYT MaTepiaJbHUMHU TOBAPaMH.

Po3pobka edekTrBHOT MapKETHHIOBOI MPOTpaMU Ui TTOCIYT
BHAMarae BpaxyBaHHs IIMX 0COOIMBOCTel. Hanpukiaa, HeBIOBUMICTD
MOCTYT MOXe€E 3pOOHMTH X BaXKUMHM JAJIsI OLIHKH TEpe] MOKYIIKOIO,
TOMY Ba)KJIMBO CTBOPHUTHU €(EKTHBHI CTpaTerii Mpoaaxy Ta B3a€MOAIi1
3 KimeHTamMu. HeBimaiibHICTE BUPOOHMIITBA Ta CHOXKHBAHHS MOCITYT
TaKOX BUMarae akIeHTY Ha sIKICHOMY 0OCIyroBYBaHHI Ta B3a€MOJIII 3
KIIIEHTAMH /1 9aC CaMoro MpoLecy HaJlaHHS MOCITYTH.
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MiHIHuBICTE SIKOCTI, HEJIOBIOBIYHICTH Ta  BIJICYTHICTB
KOPDHUCTYBaHHS MOXYTb BHUMAaratd IIOCTIHHOTO OHOBJIEHHS Ta
ajanrarii mociayr a0 3MiH ToTped Ta OYiKyBaHb CIIOXKHBAYiB.
BpaxyBanHs 1HMX O0COONMBOCTE Yy MAapKEeTHHIOBIH cTparterii
JONIOMAara€ KOMIIAHISIM YCHIIIHO KOHKYPYBaTH Ha PUHKY IOCIYT Ta
32/I0BOJTBHATH TIOTPEOH CBOIX KITIEHTIB.

HocsrHeHHS NTOBipM KJIi€HTIB y cdepi MOCIyr BUMarae
MIIBUIICHHS BIMYYTHOCTI MOCIYTH, aKIEHTYBaHHS ii 3HAYYIIOCTI Ta
JNEMOHCTpamii KOpHcTi Juia croxknBada. lle crae 3aBmaHHAM
MapKETHUHTY TOCIYT, 1 JJI1 BUPIMICHHS LLOTO 3aBJaHHSA KOMIIaHii
BUKOPUCTOBYIOTh 1HHOBAIIiHI TEXHOJIOTI1.

[HHOBanii B MapkKeTHHTY MOCIYI MOXYTh BKIIOYaTH B cebe
BITPOB/XKEHHS TIEPEIOBUX TEXHOJIOTIH I MiABHUILEHHS 3PyYHOCTI,
SIKOCT1 OOCITyTOBYBaHHsI, a TAKOX ISl 3aTy4€HHsI YBark Ta BiAUYTTS
yHiKaapHOCTI. [loJaTKkOBO, BHKOPUCTAHHA IU(PPOBUX KaHANIB,
COLIaJbHMX MEPEeX Ta IHIIWX IHHOBANIMHUX METOHIB MOXe
JOTIOMOTTH TIATNPHEMCTBaM BHPIIIYBaTH 3aBAaHHS MapKETHUHTY
MOCIYT y Cy4YaCHOMY KOHKYPEHTHOMY CEPEIOBHIIII.

KoHKYpeHTOCIIPOMOXKHICT, ~ HAJaHUX  TOCHYr  ChOTOJHI
Oe3rmocepeTHbO 3aEKHUTh BiJl CTYNEeHs e(peKTHBHOCTI 1HHOBAIIHHUX
pO3pO0OK Ta METOAIB X TpPOCYBaHHS. BiAMOBIIHO MapKEeTHHTOBI
iHHOBaIIii B cpepi MOCTYT BAPTO BU3HAYUTH K BUKOPUCTAHHS HOBHX
YH BIOCKOHAJIEHUX METOJIIB MAPKETHUHTY ITifl Yac MPOIIECY CTBOPEHHS
Ta PO3MOBCIODKCHHS IMOCAYTH 3 METOK OUlbll  e()EeKTUBHOTO
3aJI0BOJICHHSI ITOTPeO 1 3amuTiB CrioXuBaviB [3, c. 36].

[IpuknagamMu MapKETUHTOBHX HOBOBBEIEHb MOXKE CIYT'yBaTH
BIIPOBQ/DKEHHSI CYTTEBUX 3MIH Yy JHM3aliHI IOCIYT, 3aCTOCYBaHHS
HOBHX CTpaTerii mpocyBaHHs (HANPHKIIAJI, 1HHOBAIiWHI peKIaMHi
KOHIIEMIil, iMi/pkeBi cTparerii, OpeHIyBaHHS, 1HAMBITyai3alis
MapKeTHHTY TOIIO), peali3allisi CTpaTerii PO3UIMPEeHHs ayauTOpii
criokuBaviB abo puHKIB 30yTy. TOOTO, MapKETHHTOBI HOBOBBE/ICHHS
y cdepi mociayr MOXyTb NPUHAMATH Pi3HOMaHITHI (GOPMH, TaKi SIK:
3aIpOBa/IKCHHS a0COIIOTHO HOBOTO BUAY MOCITYTH a0 IMiJIBUILECHHS
SIKOCTi 1CHYFOUOi; BHKOPHUCTAHHS HOBUX METOJIB HaJlaHHS IOCIYT;
MiABUIEHHS KOHKYPEHTOCIIPOMOKHOCTI ICHYIOYMX HOBHX IIOCIYT,
MOJIMIIEHHS IMIJDKY Ta 301IbIIEHHS BIUIMBY Ha PUHKY; ONTHMi3alis
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PECYpPCOEMHOCTI TOCIYyTH Ta 30UTBIIEHHS TPOIIOBOTO TIOTOKY;
CTBOPEHHS KOHKYPEHTHHX ITepeBar HOBOI IMOCITyTH.

oo oOMekeHb BIIPOBaIXKCHHS iHHOBAIlI Y MapKeTHHTY B cepi
MOCTYT, TO MOXXHa BiAMITUTH: BapTicTh (po3poOka Ta peaiizamis
MapKeTHHTOBHX TIIPOEKTIB MoOXke OyTH JOpPOTHM TIPOIIECOM);
0OMEXEHHS HepKaBOI0 Ta coIlianbHi (hakTopu (3aKOHOIABCTBO,
noB's3aHe 3 OE3MeKOo Ta EKOJOTi€l, MOXKe OOMeXyBaTH
BUKOPDHCTAaHHS [IeSKWX IHHOBalil); HecTada Kamrtainy (s
BIIPOBA)KCHHS IHHOBAI[il TOTPiOHI (hiHAHCOBI pECYPCH, 1 BiACYTHICT
Kamitany MoXe OYTH TMepelIKofor0); rinobamizaiis KOHKYPEHIT
(3pocTaHHsI KOHKYpEHIIl Ha TI00aIbHOMY PUHKY MOXKE BUKJIHMKATH
3HIDKEHHS pEHTa0ENBHOCTI TOPTOBUX MapoK).

He3Bakatoun Ha 1mi OOMEXKEHHS, NpaBWIbHE BIPOBAKEHHS
MapKETUHTOBMX IHHOBAIli MOXE TPU3BECTH JO IiJIBUIICHHS
KOHKYPEHTOCTIPOMOXKHOCTI, 301JbIIIEHHST 3aJJ0OBOJICHHS KIIIEHTIB Ta
CTBOPEHHS CTIHKOI MO3HIIIi HA PUHKY.

OTmxe, MpUIOAHHS MOCIYT € POIECOM, IO HECe OLIbIIe PU3HKIB,
HDXK NMPUI0aHHS MaTepialbHUX TOBAPiB, OCKLIBKU iCHYE MOMIIMBICTh
HEJI0OOTPUMAaHHS 33/I0BOJICHHS BiJl MOCIYTH Ta 3aJ0BOJICHHS MOTPeEO,
TOMY 3aCTOCYBaHHS MapKCTHHTOBHX IHHOBallii Moxe OyTH
KIIOYOBUM HAMpsSMOM JUIsi BUpINIeHHS Iux npobiem. ChorojaHi
CIIOXKMBAYi HE JIUIIIe OOTOBOPIOIOTH Pi3HI KOMIIaHil Ta IXHi TMOCIyTH,
ayie ¥ akTUBHO ()OPMYIOTh MOTJISAIM HA HOBI, KPEaTHBHI 1J1ei Ta TXHIO
peamizaniro. s mignpueMcTB y HemartepianbHid cdepi TisUTbHOCTI
3aCTOCYBaHHS MapKETHHTOBUX IHHOBAIIIl CTa€ HEOOXiTHOIO YMOBOIO
MiATPUMKH BHCOKHMX TEMIIB POCTY, a JOCHIKEHHS OCOOJIMBOCTEH
3aCTOCYBaHHS MAapKETHHTOBHX IHHOBaliii y cdepi mocnyr e
Ba)XXITUBUM Ta aKTyaJbHUM aCHEKTOM MOJAIBIIHX JJOCITIKEHb.
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Harmionansauiil Texaiunuii yaiBepcureT «XI1D»

IHOJIIOEHCEP-MAPKETHHI
AK IHCTPYMEHT BIIVIMBY HA AYJAUTOPIIO

Huni nebarato xommaniii y cdepax MoaH, Kpacu, TOAOPOKEH,
Xap4yBaHHS YM HANoOiB MPOBOMIATH MApKETWHTOBI KaMmaHii, SKi He
BKITIOYAIOTh, MPHHANMHI YacTKOBO, CIHIBIpAl0 3 TOMYJSIPHUMHU
KOpHCTyBauaMu Ha IuiaTdopmax, Takux sk Instagram ta TikTok.
Hespaxkatoun Ha 11€, BeMKa KiTbKICTh MapKETOJIOTIB BCE I MAlOTh
JIUIIIE TIOBEPXOBE PO3YMIHHS pOOOTH Ha MUX TUIATPOPMax MOPIBHIHO
3 IXHIM pO3yMiHHIM TpaIUIiHHUX Meia-KaHaiB. ToMy ZOCHTh YacTo
e CTa€ NMPUYMHOI BAXKKOCTI NPUHHATTS NPAaBWIBHOTO PIIICHHS B
MIBUAKO3MIHHOMY CEPEIOBHIL MOIYJISIPHAX TIAT(HOPM.

IndmroeHcepy mOBUMHHI Math Mefia-miatgopMmy, abu cTaTH
BIJOMUMH, Y TOM Yac SIK i IUIATQPOPMHU CTAIOTh MOIYJISPHUMH IO
OumbIIiii  Mipi 3aBIOSKM KOHTEHTY, IO MYONIKY€ThCS BiJOMHM
inproeHcepamu. CaMe Tak MOMKHA TIOSCHUTH, III0 KOHIIGIIIis
MapKEeTUHTY BILUIMBY 1 COIialbHI-MepeKi TICHO OB’ si3aHi MiX c00010.
PosriisHemo Ttaki uatdopmu, sik Facebook, Twitter, Instagram u
TikTok.

MiK UMM COIialbHUMH MEpEeXaMH ICHY€ BeJIHMKa DPI3HUIS B
XapaKTepUCTHIII ay TUTOpii, a came B Bitli. ToOTo kopuctysaui TikTok
3a3BHyail mepeOyBatoTh y cBoix 20-x, Instagram y cBoix 30-x, y Toii
gac sk Facebook ta Twitter mpuseprae criokuBadiB y cBoix 40-x.
To0TO KOXKHA ayTUTOPisS Ma€ Pi3HI MaTepHU Melia-CIOXKUBaHHS, 1110
Mae OyTH BpaxoBaHO HPH PO3pOOLI MAapPKETHHIOBOI KaMIlaHii.
Hanpuxmnan, Mosnoae MOKOJMiHHA MEHII NPUXWIBHE 0 TpaauLiiHOI
peximamu, 1 came [ HUX 1H(IIOEHCep-MapKeTHHT HaOyBae
0COOJIMBOIO 3HAUECHHS.

JlocnikeHHS TOKa3yIoTh, 1o Facebook, ne3Baxkaroun Ha Te, 110 €
HaHOUIBII CTAOK IIaTGOPMOI0, 3HAXOMUTCS Ha CBOTH HU3XiJHIN
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TpaekTopii, 00 B3aeMOMmisi B MepeXi OCTaHHIM dYacoM 3HAYHO
3menmmiacs. Came Tomy Facebook mae nHaiiMerny IiHy 3a moct. B
ToM yac, sk Twitter, 3 fioro TekcroBuM popmMaTom , Mae HaHKUIY
KUTBKICTh aKTUBHHMX KOPHCTYBadiB, IO TOKa3ye HaM, Ky pOJb
(hopMaT KOHTEHTY BiJlirpa€e B pOPMYBaHHI pO3YMiHHS PO T1AXOISIILY
mwiatopmu 1t iHGIIOCHCEP-MapKETHUTy .

Instagram i TikTok BUAINSAIOTBCS came 3aBISKH CBOTH MOJIOIii
ayIuTOpii, 3aTydaloud KIT€HTIB, IO OCOOIMBO MiAAalOTECA BOMY
BHIy MAapKETHHTOBOI B3aemoii. He3Bakaroum Ha BiIMIHHOCTI Y
KUTBKOCTI KOpUCTYBauiB, y mopiBHsAHHI 3 Facebook, ixHs MaiOyTHs
TpaekTopisi 37aeThca Oinbln mpuBaOnmBoro. Instagram ta TikTok
MIPOTIOHYIOTh HACHYEHUH (opMaT KOHTEHTY i3 300pa)KEHHSAMH Ta
Bilco, MmO pPOOMTH iX OLIbIl e()EeKTUBHUMHU Uil 1HQIIFOCHCEP-
MapKEeTUHTY TOPIBHSIHO 3 TEKCTOBUMH IUIATGOPMAaMHU, TAKUMH SIK
Twitter. IInatdopmu Instagram ta TikTok 6inmpmr cdokycoBani came
Ha pO3Bard, WO IOJIETLIy€ BIJIMBOBUM OCO0aM 3aJIyYyUTH BEIIUKI
ayauTopii, TOOTO HaBITh THX, KOTO BOHU HE 3yCTPidYajH B peabHOMY
KUTTI.

Binbmmicte kopuctyBauiB sik B Instagram, tak i B TikTok —
3BHYAlHI JIIO/IM, SIKi BUKOPUCTOBYIOTH IiatopmMu abo Juisi 0OMiHy
KOHTEHTOM 13 IXHIM COIlaJLHMM KOJIOM, a00 ISl CIIOKHBAHHS
KOHTEHTY, CTBOPEHOI'0 IHIIMMH. TUM HE MEHIL, iCHy€ HeBeJIMKa Ipyna
0ci0, 3a JiSITBHICTIO SIKUX CIIOCTEpIrae 3Ha4yHO O1JbIlIe KOPUCTYBAUiB
1 KOHTEHT, 3aBaHTAKCHUH HUMH, TTOIIUPIOEThCS HA HA0AraTo MIHpIIy
aynutopito. L{i koprcTyBadi Ha3MBarOTHCS BILIMBOBUMH 0C00aMH, a00
iHmoeHcepamu. [HdarOeHCEpH MOXKYTh OyTH JIOABMH, SIKi CTalIH
BiJJOMUMH 32 MEKaMH TUIATPOPMHU (HATIPHUKIIAJL, CIOPTCMEHH, aKTOPH,
crmiBakv) ab0 THMH, XTO CTaB BiJOMHM Ha camiil 1atdopmi,
3a3BMYail, Yepe3 CTBOPEHHsS MOIYJSPHOrO KOHTeHTy. @ipmu
3alliKaBJIeHI y CHIBOpalll 3 TaKMMH BIUIMBOBUMH 0CO0aMH, SKUM
JOBIPSIFOTH  1HINI, 3aJUIS TONIMPEHHS IXHBOTO KOHTEHTY Cepen
mmpokoi ayauropii. ToMy BakiIMBUM € pO3yMiHHA crocoOiB
MOKpallIeHHsI poOOTH KOMIIaHii B iHdutoeHcep-MapkeTury (tadm. 1).

Menempkepn 3 MapKeTHHTY  JaBHO  pO3YMIIOTh, IO
3aralbHONPUUHATHN MiAXix He mpairoe ans Beix. Lled mpunimm
crocyetbes Instagram 1 TikTok, fe ycmix KOHTEHTY pi3HOMaHITHUH, 1
nume aeMorpadis aymuTopii HE TOSCHIOE BCi pe3ynabTaTd. Tak,
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OanepHa pexiama s (heficOyk, 30BCiM He 3amikaBUTh Instagram
KOpHCTYBadiB, a Bifleo, MO A00pe mpamtoe ictopiei B Instagram,
B3araini ve migiiine mis TikTok mnardopmu. Li miardopmu maroTh
YHIKaJIbHI KYJIBTYPH 1 CTHII, SIKi TOBUHHI BiTOOpaskaTHCSl B KOHTEHTI.

Tabmums 1. CrrocoOu mokparieHHsT poOOTH KOMITaHIi B
iH(IIOCHCEP-MaPKETUTY

Buznadennst miaropmu, Ha SKUX KOMIaHIs
X04Ye TIpaloBaTu

Posyminnsg cnenudiku . .
4 g Posyminns crierudiku Ta KyJIbTypH mepes

mwIaThopmMu .

BCTaHOBJICHHSIM MIPUCYTHOCTI

Hananus xopucTyBadaM MPUYUH JUTS B3a€MOLIIT

3 KOHTCHTOM

AKTUBHE BUKOPHCTaHHS KOHTCHTY
JoBrocrpokose iH(ITIOSHCEPIB B IHITNX Mepekax Ta Melia
TIAPTHEPCTBO 3 HeoOxigHICTh | MOXKIIUBICTh €KCKITIO3UBHOCTI

BILUTUBOBUMH O0cobamu | PerenbHuil min0ip BIUIMBOBUX JIONEH, 3 SIKUMU
KOMIIaHisl IUIAHYE CIiBIPAIOBATH
Bubip B 3a5exHOCTI BiJ 1ijell MapKETHHIOBOT

KaMIiaHii
Mikpo- uu Makpo- [ToBHe BpaxyBaHHsI BUTPATH Ha YIIPaBIIHHS
iHuIFOCHCEpH BCciMa iH(IIIOeHCEpaMu
Caigomuii Ta BUOIPKOBHUI BHOIp
MiKpOiH(IIIOCHCEPiB

YCBiIOMIICHHS, 0 HAIMIPHUI KOHTPOJIb
BOMBa€e TBOPYY CBOOOMY

Hananzs nepeBaru He )KOPCTKOMY KOHTPOJIIO, a
CXBAJICHHIO KOHTEHTY IIepe/1 MyOIiKalieo
Bukopucranus kpeatuBHUX Opu(iHriB, 1100
3a0€3MeUUTH Y3rOPKEHICTh Y BOKINBUX
MTUTAHHIX

TTocnabnenns
KOHTPOITIO

Hns ¢ipm, ski npamorotes B Instagram um TikTok, BaxkinBo
perenbHO o0HMparH IIaTGOPMH, PO3YMITH KOPHUCTYBAadiB Iepe
CTBOPEHHSIM KOHTEHTY Ta HaJaBaTH KOPHCTyBauyaM IIePEKOHIIHUBI
OpUYMHU A5 B3aeMofii. Tak K CKIagHO IHTErpyBaTH KOHTEHT 3
onHi€el maarGopMu 0 1HIINOI, Kpallle yTPUMYBaTHCS BiJ imed Ha
OCHOBI IUIaTHOPMH; 3aMICTh IBOr0 Tpeba akKIEHTYBaTH yBary Ha
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JMOCATHEHHI IJIFOBUX TPYH 3 KOHKPETHHMH 1€IMU Ta BHU3HAYUTH
Hatie(peKTUBHIMUH KaHaT T KOXKHOI MeTH. KpiMm Toro, criBIparis 3
iH}OeHCepaMHt, SIKI pO3YMilOTh IIAaTGOpMy, MOKE MOJIMIIUTH
PO3YMiHHSA 3 KJIi€HTaMH, Ta MOJISTIINTH IHTErPYBaHHS B TIIATPOPMY.

Y pekmamMHOMY [OCHiPKEHHI BH3HAHO, IO e€(EeKTHBHICTH
KOMYHIKAIll pI3HUTBCS B 3aJEKHOCTI BiJ KaHaIy, 1 IIe TaKOX
crocyetbest Instagram Ta TikTok.

OpuHOYHNMH TIOCT 3 iH(IFOEHCEPOM MOXKe OYTH e(peKTUBHIM, ajie
YCHINIHICTh KaMITaHii 9aCTO 3aJICXKUThH BiJ] 4ACTOTH TIOKA3iB, IKa MOXKE
nocsrati 10 15 moBTopens. 11106 nocsrtw 1iei yactoru, iHpIHOCHCEP-
MapKeTUHT Ma€e OyTH BHECEHHM B 3arajbHUN MapKETWHTOBHI IUIAH.
Lle mepenbavae BUKOPUCTaHHS KOHTEHTY 3 iH(IIFOSHCEpaMHU B 1HIITHUX
(dopMax MapKETHHTOBOI KOMYHiKalii, Takux sk Oigbopau, email-
MapKeTHHT Ta iH. Tomy 11i kamnaHii He OyyTh THIIOBUMH, 00 KOHTEHT
€ poboToro iH}OEHCEpPa, a HE CTBOPEHUH MapKEeTHWHTOBUMH
areHcTBaMu. TakoX BRXJIMBUM € BpaxyBaHHS EKCKIIIO3UBHOCTI Y
JIOBFOCTPOKOBUX TapTHEPCTBAX, IIe¢ MOXe OyTH KoJyiabopallisi Ha
neBHUH mepion (3a3Buyail 3-12 wmicsani).  Bubip mpaBuimbHOTO
iH(IrOEHCEpa CTae KIOYOBHUM, 1 (ipMH TOBWHHI OyTH TOTOBI
BUTpAYaTH Yac Ha BBEJCHHS iX B KypC CIIpaB Ta MOTIHOJICHHS B iX
Openy, o0 myoOutikaiis iH(IIroeHcepa Oyia YUMOCh OUIBIINM, HIXK
po3MillleHHsT TpoayKTy. Taka iHTerpaiiss BUMarae€ po3yMiHHSA, IO
KOXKHa I1aTopMa Ma€e CBOIO KYJIBTYPY Ta BaXIIMBICTh YHIKaIbHOTO
KOHTEHTY, 1[0 CTA€ KIIFOYOBUM JIJIs 3TyUEHHS ayJUTOpii.

MapKeTHHIOBI MEHEKEPH YacTO BaraloThCsl, UM CHIBIPALIOBATH
3 OJIHIE€I0 BIUIMBOBOIO 0CO0O0I0, sIKa Ma€ 8 MIIbHOHIB MMiANMMCHUKIB, 3
16 indmoencepamu 3 500 Tucsiuamu mignucHUKaMu abo 3 160 3 50
tucsiaamMu  (pomoBepiB. HaykoBi JOCHIIKEHHS pPEKOMEHIYIOTH
30Cepe/DKyBaTUCS Ha Tak 3BaHMX 'meHtpax", Tobto Tomn-10%
KOPHCTYBaviB 3 HAaWOUIBIIOK KUTBKICTIO 3B'SA3KiB. Tak, Hampukiaj,
X04a MEHII iHQIIIOGHCEpU MAaTHUMYTh HIDKYY 3aly4eHIiCTh B
aOCONMIOTHOMY BHpPaXEHHi, BOHHM, SK NpPaBWIO, MalOTh BHIII
MMOKA3HWKH 3QJIy4CHOCTI IIOJI0 3arajibHOi KiIBKOCTI IiIMTUCHHKIB 1
OUTbIl  OgHOPiAHY ©0a3y MiANMCHUKIB. BiACyTHICTH  €qMHOI
BHU3HAYCHOCTI JIJISl TEPMiHIB, TAKHX 5K METra-, MaKpo-, MiKpO- Ta HaHO-
iH(IIIOeHCEepH, TPU3BOIUTH A0 TOrO, W0 BHOIp MK HHMH CTa€
CKIIAJHUM 3aBHaHHAM. Bubip Mae TIpyHTyBathcs Ha MeETi
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MapKeTHHroBoi kammaHii. Tak, OpeHIy sSKuii X04e IPUBEPHYTH yBary
0 HOBOTO NPOAYKTY, MiMIAAYTh MeTraiH(IOeHCepH, SKI MOXKYTh
OXOIUTH JOCUTh BENHKY ayauTopil0o Ta OynyTh acoLiloBaTHCS
KOMIIaHIl 3 OOJIMYYSM JOCUTH BIJIOMOI JIOJAMHUA. A SKIIO OpeH.
IUIaHy€ OXONHUTH HINIeBY ayAWTOpi0 (HAmpuKiIax, B TEBHOMY
reorpadigHOMy MicIli, abo monmedt 3 meBHHM X00i), TO Makpo- Ta
MikpoiH¢uoeHcepH OyayTh KpamumM Bubopom. [Ipu npomy BaxkinBo
BpaxoBYBAaTH TAaKO)K BUTPATH HA YIPABIiHH, 1 MPAaBWIBHO BUOUpATH
BIUTMBOBHX OCi0 JJIs1 IEBHOI'O KOHTEKCTY.

3a ocraHHI pOKM OpeHIW MoYanu OiNbII JAETATBbHO PO3YMITH
BRKJIMBICTh CHPUHHATTS KII€HTaMU €JIEMEHTIB OpEHIy, 0COOJIMBO
TaKWX K (pOpMH IPOAYKTIB, €IEMEHTH AU3aiHy, TEKCTypH, PEKIaMHi
o0Opa3u Ta JIOroTUNKM. TOMY CIEIIaliCTU ChOTOAHI MAalOTh BEIIUKE
Oa)kaHHSl TOCTIMHO KOHTPOJIOBAaTH OyAb-siKi (OPMH KOMYHiKaii
o0 OpeHay. Ane y BUMaaKy iH(IIIOeHCcep-MapKeTHHTY B Instagram
ta TikTok 3aHaaTO MKOPCTKUI KOHTPOIH YaCTIilIe € He e()eKTUBHUM.
HaamipHuii KOHTpOJIb 00OMEKY€e TBOpPUY cBOOOIY iH(IFOSHCEPIB, 110
MO’K€ IIPU3BECTH JI0 CUTYaIli{, KOJIU KiJIbKa OJI0TepiB MOKa3yIOTh OHH
1 TOW camMuii KOHTEHT, HaBiTh 3 OJHAKOBHM TEKCTOM, CBOIl ayUTOPIi.
Came TOoMy y 0ararhOX BHIAJKaxX BUMAaraTH CXBAJICHHS KOHTEHTY
nepen myoOsikaiiero e(EeKTUBHIIIE, HDK KOHTPOJIIOBATH HOTO
BUPOOHUIITBO 3 CAMOTO IOYATKY, 00 Iie € HalKpamuM 0amaHcoM Mix
KpEeaTWBHICTIO  iHQUIIOGHCEpIiB Ta  pU3UKOM je3iHdopmarii
MOTCHLIHHUX KIi€HTIB. TOX HaWKpamuMm BapiaHTOM KOHTPOJIO €
CTBOpPEHHS TBOpPUMX OpuiHTIB, IO MAaloTh CKIaJaTUCI 3
peKoMeHaliil, a He )KOPCTKUX MPaBUIL, SIKi B Pe3yJIbTaTi NPU3BEAYTh
JI0 SIKICHILIIOTO KOHTEHTY.

Y BHCHOBKY MO’KHA BiJJ3HAUUTH, IO CITIBIIPAILls 3 iH(IIOCHCEpaMK
Ha miatdopmax, Takux sk Instagram i TikTok, Bumarae Bix ¢ipm
TIIMOOKOTO PO3YMIHHS YHIKAIBHOCTI KYJIBTYP 1 CTHIIIB WX IIAT(HOPM.
BaxxmBo BuOMpary iH(QIIOCHCEPIB, SKi PO3YMIIOTh Ta aJalTyIOThCS
JI0 KOHKPETHOTO CEpe/IOBMIIA, & TAKOX BPaXxOBYBaTH €(EKTUBHICTH
PEKIIaMHUX KaMIIaHil, BUKOPUCTOBYIOUHM Pi3HI KaHAJIM KOMYHIKaLlii.
To6To, BUOip iH(DIOCHCEpa Ma€e OyTH 30pPiEHTOBAHUM Ha KOHKpETHI
MapKETUHIOBI L1, @ HE JIMILE Ha KITbKICTh HmiAmucHuKiB. KpiM Toro,
BaXXJIMBO 30epiratu OanmaHc MK KOHTPOJEM HaJ KOHTCHTOM Ta
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TBOPUOIO CBOOOAOI0 iH(IIIOCHCEPIB, BUKOPHCTOBYIOUH THYUKI
OpuGiHTH IS CTBOPEHHS SIKICHOTO Ta €(DEeKTHBHOTO KOHTEHTY.
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IBaHO-®paHKiBCHKUIT HAIIIOHATTLHUN TEXHIYHHUN YHIBEPCUTET
Ha(TH 1 razy

BILJIUB KEPIBHUX OCIbE HA MAPKETHUHI OBI
KAMITAHII MAJIOTO BI3BHECY

MapkeTHHIOBI KaMIiaHii € HEeBiJ'€eMHOI0 YacCTHHOK CTparerii
3aJydeHHs KIIIEHTIB Ta KOPIOPATUBHOI cTparerii Majoro 0i3Hecy, a ix
YCHILIHICTh 3aeXHUTh BiJl YHCICHHUX (akropiB. OmHUM 13 Takux
(akTOpiB € BIIACHMKHM Ta KEPIBHUKH, SIKi YHPaBISAIOTH Oi3HECOM,
30KpeMa BIUIMBOBUM YHHHHKOM € 0aueHHS PO3BUTKY Ta OCOOMCTHIA
BHECOK B CTBOPEHHS Ta peai3alilo MapKeTHHIOBUX KammaHii. Tomy
aKTyaJbHUM € PO3IJISIHYTH BIUIMB Ta POJb TaKuWX OCi0 y mpolec
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MapKETUHIOBUX AaKTUBHOCTEH Majioro Oi3HECY 3 METOI PO3KPUTTS
BaYKITMBOCTI IIHOTO aCTIEKTY JJIS YCIIIIHOI AisITFHOCTI Oi3HECy.

3acTrocyBaHHS MapKETHHTOBHX TEXHOJIOTiH HaJa€e MOKIHBICTb
miAnprueMcTBaM 3a0e3MeUnuTH MPOJaXKi ISl IIBOBOTO CETMEHTY 3a
paxyHOK TJIHOOKOTO PO3YMIHHSA TOTpPed CIIOKWBAYiB, YCIIIIHO
KOHKYPYBaTH 3 IHITUMH KOMIIAHISIMH, SKi MalOTh 3HaYHI PECYPCH I
MapKeTUHTY, MiIBUIIEHHS NPUOYTKOBOCTI ab0 3aBOIOBaHHS OibIIO]
YacTKM PHUHKY B 3aJIe)KHOCTI BiJ BH3HAYCHHWX MiieH. 3HaHHA
MapKETHHTOBHUX TEXHOJIOTIH J03BOJISIE BECTH Oi3HEC OLITBII BIIEBHEHO
3 MEHIIMMH PU3UKaMH. Y [IbOMY KOHTEKCTI BXKJIUBO AOCIHIAUTH POJIb
BJIACHUKIB Ta KEPiBHUKIB, SIKi BeyTh MaJIMi Oi3HEC, KOJU CTBOPIOIOTH
Ta BIPOBAKYIOTh MAPKETUHTOBI KaMIIaHii.

MeToro 1IOTO JOCTI/KEHHSI € BHBUCHHS BIUIMBY BIIACHHKIB Ta
KEpiBHHUKIB y MApKETHHIOBUX KaMIIaHisIX Majoro Oi3Hecy, BUSBICHHS
iXHBOI poJii B Ipoleci IUIaHyBaHHS Ta BUKOHAHHS MapKETHHTOBHX
3aX0fiB, a TaKO)XX BHM3HAYEHHS BAXKJIMBOCTI LBOTO AacMEKTy Ul
yCHIHOT AisUTbHOCTI Manoro 0Oi3Hecy. CydacHe MiANPHEMHHIIBKE
MUCIICHHS BUXOJIUTD 13 TOTO, 10 PUHOK 30yTy € BUXIAHUM IMYHKTOM
yci€l MAUTOBOI aKTHBHOCTI cy0’ekTa rTocmojaproBanHd. KoxHe
miANpreMCTBO, (ipMa 4YM oOprasizamis (QYHKIIOHYIOTh 3aBISKH
BMIHHIO aanTyBaTHCS 1O PHHKY. Y 3B’SI3Ky 13 IMM MapKETHHT
IHTETpye Ta KOOPAMHYE BCI YIIPABIiHCHKI (QYHKINIT HA M IPUEMCTBI 1
CHPSIMOBYE iX Ha CBilf 00 €KT — pUHOK 30YTYy.

BnacHukn Ta KepiBHUKHM, SIKi BeQyTh Malluii Oi3Hec, MaroTh
3HAYHUH BIUIMB Ha PE3yJIbTATUBHICTh MAapKETHHIOBUX KaMIIaHiH.
BoHu BHOCSTH CBOI 3HaHHS, JOCBIJl Ta 1HAWBIAYaJIbHICT Y TPOIEC
PO3pOOKH Ta BIIPOBA/KEHHSI CTPATETii MAPKETHHTY, IO MPU3BOIUTH
JI0 TIOKpAIeHHs pe3yJIbTATIB.

[1ix yac npoBeneHHs JOCTIKEHHs OyI10 BUABIIEHO, 110 BILIUB 0Ci0
Yy MapKeTHHTOBUX KaMIIaHisSX MayJoro Oi3Hecy HIHCHO € CYTTEBUM.
OcobucTi SKOCTI Ta EKCIEepPTHI 3HAaHHS BJIACHUKIB a00 KEpiBHUKIB
Maynoro Oi3Hecy BIUIMBAIOTh Ha BHOIp MapKETHHIOBHUX CTpaTeriH,
CIPSIMOBAaHMX Ha TMiJBUILEHHS CBIZOMOCTI Mpo OpeHa, 3aydyeHHs
KIIIEHTIB Ta MITPUMKY CTaJIOro pocty. JJoJaTkoBo, BILTUB 0Ci0 MOoXke
BUSIBIIATUCS. 4Yepe3 BHYTpPIIHI KOMyHiKauii B oOprasizamii Ta
(opMyBaHHS KOPIOPATHBHOI KyIbTYpH, IIO TaKOX BIUIMBAE Ha
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30BHIIIHI crokuBadi. POpMyBaHHS KOPIIOPATHUBHOI KYJNBTypH Ta
BHYTPIITHBOI KOMYHIKaIlii TiAcrTioe OpeH ] KOMITaHii 3arajioMm.

VY nocnmimxeHHSX B MapKETHHTY Manoro Oi3Hecy € Taki KIFOUOBi
acriektH [1-2]:

1. Bayxn#BicTh 0COOHMCTOTO BILTUBY:

Bucoxka BaxmuBiCTh 0COOHMCTOTO 3B'S3KY Ta BIUIMBY MIPH 3ATyIECHHI
KITIEHTIB.

2. Porb comiaibHIX MEpekK:

BusiBneHHST Ba)XJHMBOCTI COIIaTbHUX MEPEX I B3aEMOMIl 3
KIIIEHTAaMH¥ Ta BIUIMBY Ha IXHE MPUNAHSITTS PillICHHS.

3. JloBipa Ta aBTCHTHYHICTb:

KmienTnn  OimbIn  cXWiBHI  pearyBaTd Ha  MapKETHHTOBI
MOBIIOMIIEHHS, SKIIO BOHM BiOMBAIOTH ICTHHHI IIHHOCTI Ta
ocoOuCTHH TO0CBIA.

4. JloAnbHICTD Yepe3 0COONCTHH 3B'S30K:

@opMyBaHHS Ta TIACWICHHS JIOSUTBHOCTI KJIEHTIB  depe3
0cOoOMCTHH MIAXIT Ta B3aEMOJIIO.

5. MicreBa cripsIMOBaHICTh:

Mami 0i3HecH YCHIIIHO BUKOPHCTOBYIOTH MICIIEBHI BIUIMB Ta
CHUTBHOTY JIJISl IPOCYBaHHS CBOTX TOBApiB Ta MOCIYT.

6. BukopucranHs BIUIMBOBHX OCi0:

VYcnimHe 3alyyeHHS BIUIMBOBUX OCi0 Ta mapTHepiB uis
IIJIBUIIICHHS YBaru 10 OpeH.Iy.

SIK BHCHOBOK, BIUIMB KEpPIiBHUX OCI0 Ha MapKETHHTOBI KamIaHii
Masioro Oi3Hecy BUSIBHBCSI CYTTEBHM Ta 3HAYYIIUM JJISl JOCSTHEHHS
YCHILIHOT AiSIBHOCTI CyO’€KTIB TOCHOAapioBaHHS. BriacHuku Ta
KEepiBHUKH Mayloro Oi3Hecy IOBHHHI PO3YMITH BaXKIUBICTH CBOTO
0COOMCTOr0 BHECKY Y MAapKETHHIOBI CTpaTerii, i HamaraTucs
MaKCHUMaJIbHO BUKOPHCTOBYBATH CBOT YHiKaJIbHi IKOCTI Ta 3HAHHSI IS
JOCSTHEHHsI O2)KaHUX Pe3yNbTaTiB. JJOCHiKEHHS TAKOXK MIKPECITIOE
HEOOXIJIHICTh TMOCTIHHOTO PO3BUTKY Ta HABYAHHS TAKUX BILTMBOBUX
0cib, OCKIIBKM 116 MOXeE I[IO3UTHBHO BIUIMBAaTH Ha SIKIiCTb
MapKETUHIOBUX KaMIaHid Ta KOHKYPEHTOCIPOMOXHICTb MaJIOro
Oi3Hecy Ha PHHKY. Y BEIHMKHX KOMIIAHISIX MOXYTh OyTH 3HAYHI
pecypcH, ane y Manoro 0i3Hecy OCOOHCTICTh I'pa€ KIHYOBY POJIb Y
JOCSITHEHHI YCITiXY.
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BEHUMAPKIHT SIK CYYACHU IHCTPYMEHT
NOCJIKEHHS PUHKY

B cyuacHiii Teopii 1 TmpakTHIIl PHHKOBE JOCIHIKCHHS
PO3TIIAIAETHCS ICIIO MIMpIIe Hix 30ip, aHali3 Ta 00poOka indopmartii
ISl TPUHHATTS  yNPaBIIHCHKUX pilieHb. JIOCHi/DKEHHS pUHKY
Npe/CTaBIeHe K CydYacHa CHCTeMa pEryJIIpHUX 3aXO[iB, IO
OB’ s13aH1 13 OTPUMAHHSM ONEePAaTUBHOI iH(pOpMAIIiT PO MOTOYHUIA Ta
MEPCIeKTUBHUN cTaH 00’e€KTy nociipkeHHs. [Ipu 1pomy BapTo
BpaxyBaTH KOHKPETHI CTpaTeridyHi 1 TaKTHYHI MapKEeTHHTOBI
3aBJlaHHs, peawi3allis sSKAX MOXKE€ BHPIIIUTH TEBHI NPoOJIeMH
KOMIIaHii.

CporogHi MM MOXEMO CIOCTEpiraTH HACKiIbKH aKTHBHO
PO3BUBAIOTHCS iHpopMaLifHO-KOMYHiKanilHi TEXHOJIOTI,
BiJIOYBAlOTBCSl 3MIHHM Y KyIIBEIbHIN MMOBEMIHII CIOXHBAYiB, 110, B
CBOIO YepTy, 3yMOBHJIO IOIIYK HOBHX METOJIB Ta METOJUK Yy cdepi
PUHKOBHUX JOCHIKEHb, SIKi 3MOXYTh BpaXxOBYBaTH 3MIiHU SIK METOAIB
300py pUHKOBOI iH(pOpMAIi, TaK METOJAMK iX OOpOOKH Ta aHaIi3y.
BinOyBaeThesi Takok 1 TpaHcopMaliisi CHCTEMH MAapKETHHTOBOI
iHpopMallii, aKTUBHO BIPOBADKYIOTbCS HOBI MiJXOAM IIOJO
OTpPHMAaHHS Ta iHTepIpeTanii MapkeTHHroBoi iHdopmarii. Cepen HUX
BapTO BUAUIATH i OCHIMAPKIHT.

B mpaktuni 3axiIHO€BPONEHCHKUX, aMEPUKAHCHKUX, AMOHCHKUX
0i3HeciB OeHUMAapPKIHT BUKOPUCTOBYETHCA SIK (DYHKIIIS, SIKa TTOB’ 13aHa
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13 igeHTH(}IKAINI€I0, aHaTI30M, BHUMIPIOBAaHHSI Ta BiJICTECKEHHS
pe3yNbTaTiB  JiSNTBHOCTI  KOHKYPEHTIB 3 METOI0  BHKIIOYUTH
HeeeKTHBHI METOH Ta BIPOBAIKYBATH JIUILE Ti, IO MPALOIOTh.

Takum yuHOM, OCHUMAPKIHT € METOJIOM MOPIBHUILHOTO aHAII3Y,
0 J03BOJIIE KOMIIAHIl OIIIHUTH CBOI IO3WINI B TOPIBHAHHI 13
JigepaMu Ha PUHKY 49M Taiy3i. KpiMm mporo, OeHIMapKiHT TO3BOJIUTH
ajanTyBaTHCS JO YMOB  CY4YacHOTO  PHHKY,  MiABHIIUTH
MPOAYKTHBHICTH AisUTHHOCTI KOMIaHii.

Hdus  edexkTuBHOTO OCHUMAPKIHTY BaXJIHBHM € TIPaBHIBHO
MMOCTaBUTH LI Ta c(HOpMyJIOBaTH 3aBaaHHsA. [IpukiagamMu Takux
Hijged choromHi MoXyTh OyTh: miaBuineHHS edektuBHOCTI SEO,
30iTBIIEHHS BiBIAYBaHOCTI CalTy, MOKPAIICHHS MO3UIll HA PUHKY.
Jis peamizamii mMx IiIed MOXHa TMOCTABUTH TaKi 3aBJaHHS SK
MpoBeNEHHsI aHami3y TpadiKy KOHKYPEHTIB, JOCTIPKEHHS KIIIOUYOBUX
nmoka3HukiB edextuBHOcTi (KPI), axi OyayTh BiAmOBigaTH 3aqaHUM
mapaMmerpam, a Takox (JOpMyBaHHsI CHHCKY KOHKYPEHTIB, TOOTO THX
KOMIIaHiH, 1110 cTaOUTBFHO MPAIOIOTh Y Wil ranmysi. B iboMy KOHTEKCTi
BapTO BpaxyBaTH, 1[0 KOHKYPEHTH HOAUIAIOTHCS HA MpsiMi (BOHU €
OCHOBHUMHM IIpH TIPOBEJICHHI aHaNi3y) Ta HenpsMi (HOBI ifel MoxkHa
OTpPHMATH 1 3 iHIIKMX cep MiANPUEMHHIITBA).

BaxuBuM B 1IbOMY KOHTEKCTI € TMUTaHHS BUOOpPY KOHKYPEHTIB
1S TOpiBHAHHA. TYT MOYKHA PO3TIIAATH JABA IUIIXHU:

1) NOpiBHAHHS 13 TPSMUMH KOHKYPEHTAaMH, SKi BiJIOBIJarOTh
PO3MIpY i piBHIO JIOXOJIIB;

2) aHai3, AKi MEHIII 32 PO3MipaMH, aje akTUBHO pO3BUBAIOTHCS Ha
PHUHKY.

Jnsi  KOHKYpPEHTHOro  OCHYMapKiHTy MOXXHAa  pO3TJIIaTH
pizHomaniTHI oka3uuku (KPI), ocHOBHUMHU 3 HEX € [2]:

- 33JT0BOJICHICTH KJII€HTIB,

- BIIHOILICHHS J10 OpeHIy,

- Tpadik,

- SEO-cTpareris, B TOMy 4MCIi i €pEeKTUBHICTD KIIOUOBHX CIiB,

- MoiH(OPMOBaHICTh PO OpeH I,

- coliajbHe OXOIUICHHS,

- IHIEKC CIOKUBYOI JIOSUIBHOCTI Ta 1H.

VY mnopiBHANBHY TaONMMLIO IJsl aHali3y BapTO BKIIOYUTH TaKi
po3Iiny:
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1. PiBeHp OXOIUIEHHS pPHHKY (TPUCYTHICTHP B COIMEpPEkax,
podiTh 3BOPOTHIX IMMOCHIIAHB ).

2. PiBeHp B3aemofii (KUIBKICTH €TamiB BOPOHKH, HAsBHICTb
LiTBOBUX CTOPIHOK, KOHTAaKTH, WIO0 BHKOPHUCTOBYIOTHCS IS
JioreHeparii, AKiCTh KOHTEHTY Ta iH.).

3. PiBens B3aeMoii 3 KiTieHTOM (YMOBH IS IEPIIOTO BiABiMyBaya,
iHpopMalLliss mpo Npomo3MLii ToBapiB, HpoueAaypa OQOpPMIICHHS
3aMOBIICHHS).

4. PiBeHp 3amydyeHHA (BHUKOPUCTaHHA e-mail MapKeTuHry,
KOHTaKTH Yepe3 COliaabHI MEPExKi, epCoHaNi3allisl KIIEHTIB Ha CalTI
Ta iH.).

3po3yMmisio, MO KOHKYpPEHTHI OEHUYMApKiHT-METPUKH BUMIPSITH
CKJIaJIHO, OCKUTBKH JOCTYI JI0 OKpeMoi iH(popMallii Mpo KOHKYPEHTIB
OTPUMATH JOCUTh BakKo, ab0 ik iH(opMallis 115 € miatHoro. [Ipore
MO’KHA CITOCTEPITaTH 3a 3BITaAMH PO MPOJaKi KOHKYPEHTIB, CTATTSIMH
B 3MI, mepexi IHTEepHET, TIpec-penizamu. Takox MOKHA OTpUMATH
iHpopMalito i3 oQimiHHUX CAWTIB UM CTOPIHOK COIaJBHUX MEPEK
KOHKYPEHTIB.

TakuM 4YwmHOM, OEHYUMApKIHT — II¢ CY4YacHHH IHCTPYMEHT
JOCHI/DKEHHSI PUHKY, SIKHH MOXHAa BHKOPHCTOBYBATH SIK JUIS
BHU3HAUYCHHS BJIACHOI MO3MIIT KOMIIaHIT Ha PUHKY, TaK 1 JJIs aHAJI3y
MPSMUX 1 HENPSMUX KOHKypeHTiB. Ha ocHOBI Takoi iHdopMarttii BapTo
chopMyBaTH MeETy i CTpaTeril0 KOMIIaHii, TOKpamiTH cBoi OizHec-
MPOIIECH, CIIHPAIOYNCh Ha MOKAa3HHKH MPOBIAHUX OpEeHIIB B Till 4n
iHmid wHimi. Otpumada iHpoOpMaLis [03BOJUTH HPABMIIBHO
BCTAaHOBUTH METY, PO3POOHMTH CTpaTerilo Ta peaji3yBaTH ii uepes
TaKTHYHI MPUHOMH JIJIs TIOKpAIEeHHs Oi13HEeC-TIPOIIECIB.

Takox OeHUMapKiHI BapTO MOJUIMTH HA BHYTPINIHIA, MO €
HEOOXIHUM IJIs1 aHaJIi3y PiBHS NPOAYKTUBHOCTI MK CTPYKTYPHUMH
MiAPO3aiIaMy, Ta 30BHIIIHIN, SIKUH J03BOJISE MPOBOIAWTH aHAI3
noka3nukiB KPI mo BigHOIIEHHIO 70 30BHINIHIX KOHKYPEHTIB Ta iX
Opennuis. JlocmikeHHs pUHKY Ta MOPIBHSUIBHUE aHaui3 A7l KOMIaHii
JanyTh KOHKPETHY iH(oOpMalilo, Ha OCHOBI SKOI MOKHAa OLIHUTH
MPOAYKTUBHICTE ~ POOOTM  KOMMAHii  Ta  MABUIMUTH 11
KOHKYPEHTOCIIPOMOXKHICTh Ha PUHKY.
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CyMchKHli HalllOHANBHUI arpapHUi yHIBEPCUTET,
Temerosa C.I'., k. ¢inomn. H., TOIEHT

CyMChKUH Iep:KaBHUH MEearoTidHUN YHIBEPCUTET
iMm. A. C. MakapeHka

PEHEUMIHI IK KOMYHIKATUBHA TEXHOJIOI'IA

[IpakTHka MapKETHHIOBUX KOMYHIKAIliii CIpHSE PO3BHTKY Ta
BIIPOBA/KEHHIO KPEaTUBHMX MiJXOJiB, IO 3MILHIOIOThH JIAHIIOXKOK
BiJl BUpOOHMKA MpOAYKIii /o ii Oe3mocepeaHporo mokymis. Hosi
KOMYHIKaIlii{Hi iHCTPYMEHTH MalOTh OyIyBaTUCS TAKUM YHHOM, 100
rapaHTyBaTH BIi3HABAaHICTh KOMIIaHii, yCTAHOBH, TOBAPY, TOCIYTH Ta
JIOHECEHHS 10 CIIO)KMBaYiB HAWOUIBII TMOBHUX 1 TEPEKOHIUBUX
MOBIZIOMJICHB TIPO TXHIO CYTHICTB Ta iepeBard [ 1, c¢. 620].

OnHUM 13 TakuxX IHCTPYMEHTIB, WIO BUCTYIA€ BIANPABHOIO
TOYKOIO Y (hOpMYBaHHI MO3UTHUBHOIO IMIZKY KOMIaHii, € HeumiHe
(Bim anrm. name — iM’s), ajpke BiJ NPAaBWIBHOIO BHOOPY Ha3BU
TOPTOBEJIbHOI MapKH 3aJIeKUTh YCIIIIHICTH i1 MO3HIIIOHYBaHHS Ha
puaky. Ilpore Ha mpakTUIi 3ycTpiYaeThCs YMMANO MNPHUKIATIB
HEBAAJIMX HA3B, SIKI TalbMYIOTh PO3BUTOK OpeHOy. Y mpoMy pasi
HEOOXI1THO MPOBECTH peHeliMiie — 3MIHUTH 1M’st Ha O1TbII e()eKTHBHE.
OcTaHHIM 4YacoM KOMIIaHii Ta YCTAaHOBH BCE€ 4YacTillle BHOCSTH
KOPEKTUBH B HAa3BU CBOiX TOPTOBEJIBHHX MapoK, IO BiAOyBaeThCs
Yyepe3 CTapiHHA iX KIIFOYOBUX aTpUOYTIB, siKi cTBOproBanucs 10-20 i
OiBIIIe POKIB TOMY.

I xou mro mpoOieMy BrBYaja 3HAYHA KUIBKICTh 3apyOiKHUX Ta
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BITUM3HSHUX BYCHWX, PEHEHMIHT SK KOMYHIKaTHBHY TEXHOJIOTIIO
TOCITIDKEHO Habararo Tipmie IMOpiBHAHO 3 Hewminrom. Ilocriiixi
BUKIIMKM B EKOHOMIIli, TOJITHI, COLIaNbHIiH cdepi 3MYIIyIOTh
OIyKaTH HOBI MiAXOAM B CyYaCHOMY pCEHEHMIHTY, METOI0
3aCTOCYBaHHS SKOTO € TIIBHIIEHHS 3aI[iKaBJIEHOCT! MOTEHIIHHOTO
CHOXKMBa4Ya B TIPOMYKINi, MOCTy3l TOIIO. Y CEMaHTHIl OHOBIEHOI
Ha3BM BUPOOHMYOTO YM TOPrOBEJBHOTO MiANPUEMCTBA MArOTh
BimoOpa3uTHCS CYTHICHI TiepeBard, OO0 €KTHBHI U Cy0’€KTHBHI
BUTOJIH, IO OTPHMYE€ ITTOKYIElb BiJ NPUIOAHHS Ta BUKOPHCTaHHS
HPOAYKTY i MOCIYTH.

ToOT0 peneiimine € podeciiHO KOMYHIKATUBHOIO JiSUTBHICTIO,
CIpPSMOBAHOI Ha YaCTKOBY 3MiHY iMeHi ab0 HaJaHHS HOBOTO iMEHI
3aMIiCTh CTaporo, sKe NPUINHUHUIO BUKOHYBATH KOMYHIKATHBHI 4H
MapKETHUHTOBI 3aBIaHHs. Mema peretiminey — 3HITA 0OMEXCHHS, SKi
HaKIIaIal0ThCS ICHYIOUOK HA3BOIO Ha PO3BUTOK Oi3HECYy, Ta JaTd
MOXIIMBICTh ~ BHKOPHCTaTH JUIA IbOTO  IOTEHIiall  HOBOT'O
HaiimeHyBaHHS. PeHeiliMiHroBe iM’st Mae 30UTBIIMTH JIOSUTBHICTB
MOCTIMHHUX CHOKMBAUiB Ta MPUBEPHYTH yBary MOTCHIIHHUX.

3 mpoueayp peHEHMIHTY BUAUIMMO JiHegicmuyHy (TeHepyBaHHS
iMEHI 3 BHKOPUCTAHHSIM PI3HMX MOBHHX TPUHOMIB, aHali3
MUJIO3BYYHOCTI, CECMAaHTUYHMI aHAJII3 IMEHI, aJ[)Ke 1HO/II CJIOBa MaKOTh
Ti 3HAYEHHS, MPO SIKi MOXKEe HE 3[[0TaJyBaTHCS PO3POOHUK, aje sKi
MOXKE 3HATH LiiboBa aymutopis) [2]. IM’s mMae OyTm OHOBIEHE
IMIUTIIUTHAMH CMUCTIaMH, MPUXOBAaHUMH MOCITaHHSIMH,
MEHTAJILHUMH 3B’ SI3KaMH, TTHOOKUMH €MOIIiSIMH TOIIIO.

PeneliMiHT TpPOBOAWTBHCS HE 3aBXAW, IS HBOTO MOTPiOHI
MEPEKOHJIMBI MiJCTaBH, SIK-OT: BiI0OYBa€ThCs 00 €HAHHS KOMIIaHIH,
3MiHA BJIACHMKa YW XapakTepy IisUTBHOCTI, Ha3Ba e ypo3pi3 i3
3arajibHOI0 1JICOJIOTIE€I0 Ta MIHHOCTSIMH (ipMH; PO3IIUPIOETHCS
ACOPTUMEHT TOBApiB; BMHUKAE IUIyTaHMHA 3 IHIIMMH BIJOMHUMH
Openamu; Ha3Ba HaOylla HETATHBHOI peryTallii; ToBap 4d MOCIyTa
i MONEePEeIHBOI0 HA3BOIO «IPOBAIMIUCS»; HaMEHYBaHHS Ba)KKO
BUMOBJISIETECS. YW BUKIMKae HeOaxkaHi acowmiamii (Hampukiaj,
y kpainax Jlatuacbkoi Amepuku He minumm npogaxi Chevrolet Nova,
OCKUTBKM «70 Vva» y Tepekiali Ha ICIAaHChKy O3Ha4yae «He
ine» [1, c. 626]). IlepenaiiMeHyBaHHS MOXe OyTH CHPOBOKOBaHHUM
COIIATBHO-TIONIITUIHUMH ~ TpuunHaMu  (3amicTh  «Cogemckozco
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wamnanckoz2o» «Cogimogcvke wWamMnancyke»), BILUIUBOM CYYaCHHUX
MOJHUX TeHACHMIN (Ha3Ba 3 .Ud), BUXOIOM OpeHIy, iM’d SIKOTO Ma€
«MICLEBY MPUB’SI3KY», 32 MEKi perioHaIbHOTO pUHKY. JlocuTh 4acTo
JI0 pEHEHMIHTY 3BEPTAIOTHCSI PU BUXO1 HA 3aKOPJOHHI PHHKH, IO
374€0IBIIOr0  BHKJIMKAHO THM, 10 CIIO)KMBA4i-iHO3EMIl HE
PO3MI3HAIOTH Ti YH 1HIII aCOMiaTHBHI 3B SI3KM HaiMEHyBaHb OpEH/IIB.
[HOxi pimeHHs mpo peOpPEeHANHT € THTYITHBHUM a00 CIIOHTaHHUM SIK
cnpoba BUBecTH Oi3HEC i3 CKPYTH.

Hampuknan, abpeBiarypHa Ha3Ba «A Th» (Bix «Aepomexbiznecy), y
MepexXi SIKOTOo 3apa3 3HaxosATbes nmoHaa 1200 marazuHiB y Oinblie
HiK 250 Mmictax VYKpaiHW, HacOpaBll € PEHEHMIHTOBHM 1M sIM.
CnouaTrky Mara3uHd Majdu Ha3By «Kaauna», «AHcemn», «Kueny»,
«bepiskay, «Kawmany, «Tonoas» TOmO. A€ KOJIW BiIOMI Ha3BU
JiepeB CKIHUMIIUCS 1 KOMIIaHis Oynia Ha Mexi OaHKpyTCTBa, y pycii
3MiHM KOHIemmii OpeHmy Oylio TpOBENEHO pEHEHMIiHT i3
3acTOCYBaHHSAM KoMmepIliitHoro imeHi « ATh-Mapket».

Cnia 3a3Ha4MTH, IO KIACUMHULL peHeliMine Tiependadae 3MiHy
TuIIe iMeHi OpeHy, a peretiMine K CKIal0Ba YaCTHHA PEOPEHINHTY,
SIK TIPABUJIO, TSTHE 32 COOO00 3MiHY 1 JIOTOTHUIY, 1 CIIOTaHy, 1 cTparterii
MO3UIIOHYBaHHS TOIIO. PeHEWMIHT MOXe OyTH TaKOX HOGHUM, TIPH
SIKOMY 3aMIHIOIOTBCSI BCI KOMIIOHEHTH HAa3BH, Ta YACHMKOBUM, KOJIU
30epiratoThcsl Kibka abo xo4ya O OJWH 3 €JIEeMEHTIB MOIePeHBOr0
HaliMEHYBaHHS.

IHKOIM pEeHEHMIHT JIOBOJUTHCS TPOBOJUTH Kibka pa3siB. Tak,
HanpuKIad, OJWH 13 HAHOUThIIMX YKPailHCBKMX MOOUIBHUX
oneparopiB  (HuHi «Vodafone VYkpaina») pO3NOYMHAB  CBOIO
nisutbHICTE Y 1992 poui mig HazBow «UMCy. 2007 poky OpeHn
nepeiimenyBaBcst B «MTCy («Mobinoni TeneCucmemuy), 2014 —
y «MTC Vxpaina», a B 2015 poui omneparop 3MiHUB CBOIO Ha3By B
pamkax MIPOJIOBKEHHS napTHepCTBa 3 OpHUTAHCHKOIO
KoMIaHiew «Vodafoney.

OTxe, MOXHa CTBEP/DKYBATH, IO y3araJbHIOIOYMM 3aBIaHHIM
peHEeHMIHry € TiABHIIEHHS KOMYHIKaTMBHOI  €(eKTHBHOCTI,
YUHHUKAMH  SIKOI €  [HQopMamueHicmb,  6MOMUBOBAHICMb,
acoyiamueHa  BIONOGIOHICMb, KOHMEKCMHA  NPUCTIOCOBAHICHb.
PeHeliMiHT € BaXJIMBOIO YacTUHOIO MAapKETHHIOBOI cCTparerii
KOMITaHii UM yCTAHOBH Ta CUCTEMH IX KOMYHIKAIlH 1 MOXe OyTH K
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YaCTHHOIO peOpEerHTY, TaK 1 iCHyBaTH OKPEMO Bifl HHOTO.
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SOCIAL AND AFFILIATE MARKETING AS A
COMPONENT OF THE MODEL OF ECONOMIC
DEVELOPMENT OF COUNTRIES

The need for a new approach to the management of socio-
economic systems at the macro and micro levels is determined by the
features of the current stage of development of society, which is
characterized, in contrast to previous stages, by a change in the
process of interaction between the subjects of economic relations. At
present, the main sources of economic development are not only the
results of a particular producer (production of products or services,
profits, etc.), but also the nature of interaction between subjects in the
labor market: the state represented by federal, regional and municipal
authorities; employers of various forms of ownership (private, state,
municipal); employees united in trade unions (independent, sectoral,
inter-sectoral); workers who are not members of trade unions, but
have a significant impact on the labor market and socio-economic
relations in society.

Social partnership relations are one of the leading elements of the
social partnership system, which ensures the stability of relations
between employees, employers, state authorities, local self-
government bodies, which contribute to the achievement of agreement
and cooperation between the parties to social partnership on the
regulation of labor and other closely related relations. Partnerships in
the labor economy are not only an important component of
competitive advantage, but are also a necessary condition for
contractual relations between labor market participants, providing an
opportunity for each of them to obtain a certain benefit by reaching a
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long-term compromise.

Further improvement of one of the forms of regulation of market
transformations in our country is due to the specifics of the
development of socio-economic relations in modern Ukraine and the
need for effective use of the opportunities of the social partnership
system.

Companies implementing the concept of partnership marketing in
their activities should follow the principles and approaches of this
concept [1, p. 119]. The purpose of possible adaptation of partnership
marketing in the system of social partnership should be: increasing
labor productivity and, as a result, profitability of production (as the
main goal of the marketing strategy), establishing partnerships,
improving the system of social communications, increasing the
economic and social efficiency of activities, stabilization and
economic well-being, stable understanding and trust of social and
labor entities relations to each other, achievement of their satisfaction,
loyalty of subjects, their readiness for long-term partnerships.

Thus, having studied the conceptual apparatus, historical aspects
of the origin of the concepts of the system of social partnership and
marketing of partnership relations, the adapted principles of
marketing of partnership relations in the system of social partnership,
it can be argued that the principles, techniques and methods used in
the concept of marketing of partnership relations can be used in
building the concept and system of social partnership as a regulator of
social and labor relations on the way to long-term trusting
relationships between the main actors.

The application of the principles and programs of partnership
marketing in the system of social partnership on the basis of legal
culture will allow to systematically stabilize business by
strengthening external and internal relations; increase the impact of
positive interpersonal interactions; prescribe the rules of
communication with representatives of each contact group
(instructions, documents, laws); develop and use recommendations
for the successful implementation of the principles of work at all
stages of loyalty promotion, foresee risks, draw up a long-term plan
for interaction and loyalty promotion, increase the responsibility of
partners, which will ensure: cost reduction; reduction of time for
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coordination in decision-making; satisfaction of the interests of all
participants in social and labor relations in connection with finding a
more objective and faster compromise of interactions; interest in
constructive and mutually beneficial cooperation by achieving
optimal stability of the structure of long-term social interaction due to
the synergy effect in the information society.
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FACTORS OF INFLUENCE ON THE DEVELOPMENT OF
INNOVATIVE COMMUNITIES

The consequences of the corona virus epidemic, the military
situation in the country and, in general, the unstable economic and
political situation in the country are forcing business entities,
households and the authorities to look for new ways to stabilize their
own situation and its further development. Only by coordinating the
interaction of all layers of the economy (government, business,
population) will it be possible to improve the situation in each
individual region, taking into account its specific features, as well as
using the existing and innovative potential. Such interaction is
possible due to the formation of innovative communities within the
region, which would be able to level current obstacles and develop,
adapting to modern factors of influence associated with the fourth
industrial revolution.

It is impossible to consider the successful activity of innovative
communities without the influence of factors that contribute to it or
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hinder it. And we can talk about the sustainable development of
territories only when there is a certain basis for development in
general. The evidence in favor of this is a number of studies and
publications of various global organizations, which have as their goal
a constant analysis of the reasons for the success of innovative
activities of both individual business entities and regions and countries
as a whole. So, for example, according to the report on the global
competitiveness index, which is published annually based on the
results of the World Economic Forum, three types of economic
development at the level of an individual country or region are
distinguished:

- factor-driven economy — when the basis of development is
available capital - wunskilled labor and natural resources.
Competitiveness typically depends on well-functioning private and
public sector organizations, developed infrastructure, a stable
macroeconomic environment, and a healthy workforce with at least a
basic education.

As the competitiveness of the country/region grows due to the
available capital, labor productivity will increase, and wages will grow
at a faster rate. And when the quality of products increases due to the
establishment of more efficient production at unchanged prices, then
we can talk about the next stage of development.

- efficiency-driven economy — the main growth factors at this stage
are: higher education and advanced labor skills, efficient product
markets, an efficient labor market, a developed financial market, the
ability to take advantage of available technologies and a significant
domestic and foreign sales market.

And for further growth in the standard of living of the population
and, accordingly, wages, a necessary condition is the ability of the
business environment to compete due to the use of the most complex
production technologies and the generation of new innovative
processes. Then we can talk about the next stage of growth.

- innovation-driven economy — the basis of which is the experience
of the business environment and the focus on innovation, and the main
factors of growth are: the quality of work of educational and research
institutions, the size of enterprises' expenditures on R&D, the level of
cooperation between educational institutions and industry, the level of
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state orders for advanced technologies, the availability of highly
qualified scientists and engineers, and the level patent applications.

It is worth noting that the constant production of innovations and
orientation towards their advantages for the development of the
country's economy is not an end in itself. Business entities are forced
to intensify innovative activities to win the highly competitive struggle
to achieve effective sustainable development. Therefore, according to
the results of last year's World Economic Forum, the ratio of weights
of various factors of competitiveness and various types of
development was presented, which can be fully included in proposals
for the development of individual territories (Table 1).

Table 1. Ratio of weights of factors of competitiveness and types of
development (Source: developed by the author based on [1])

Stage of Focus on | Transi- | Orienta- | Transi- | Focus on
economic factors tional | tionto | tional |innovation
development stage to |efficiency| stage to
Type of Catching | the next | Leader | the next |Outstriping
development up stage stage
GDP per <2,000 | 2,000- | 3,000- | 9,000- | >17,000
capita, USD 2,999 8,999 | 17,000
USA
Weight of 60% 40-60% | 40% | 20-40% 20%
basic capital
Importance of | 35% 35-50% | 50% 50% 50%
efficiency
improvement
The 5% 5-10% 10% | 10-30% 30%
importance of
innovation

As can be seen from the table. 1, the focus on improving efficiency
still has the greatest importance. Evidence in favor of this is the fact
that various scientists point out that today's innovation boom will not
lead to a rapid increase in competitiveness. It takes some time.
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FORMATION OF COMPETITIVE ADVANTAGES IN
INTERNATIONAL BUSINESS

At present, international competitiveness is understood as the
possession of properties that create advantages for the subject of
competition in the world market. The bearers of these properties, i.e.
competitive advantages, can be various types of products,
organizations and enterprises, their groups forming sectoral or
conglomerate associations, and even individual countries or their
associations (regional, political, ethno-cultural) competing for
leadership in various spheres of international economic relations.

Based on this, the whole variety of modern international
competitive relations is carried out at 3 levels.

Level 1 - macroeconomics of countries, groups of countries and
regions. The criterion and priorities of international competitiveness
are put forward as the most important guidelines for state regulation.
Particular attention is paid to the problem of international
competitiveness of Ukraine in international business. Therefore, we
propose to understand the international competitiveness of a country
as the ability of its firms and industries to outstrip their rivals in
gaining and strengthening positions in the world market.

Level 2 - ever-growing interest in the concept of international
competitiveness is undoubtedly due to the fact that all countries of the
world and all corporations and firms are striving to take into account
and meet new economic requirements for successful survival and
prosperity. A number of factors act as components of the country's
prestige - economic potential, general economic conditions, formation
of a market environment, political, social and socio-cultural,
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organizational and legal, financial features. All this, of course, greatly
changes the priorities of marketing and advertising activities.

Level 3 - development of scientific and technological progress has
a huge impact on the growth of modern international competitiveness.
This follows, on the one hand, from the changes that have taken place
in the world economy, and on the other hand, from the analysis of the
factors of international competitiveness of countries.

International competition is considered as a tool in the struggle for
a place in the world market, as a mechanism for increasing the
efficiency of the national economy. It is no coincidence that the
general trend of the recent period has been the transition of many
countries to a strategy of openness, to a deepening orientation towards
the world market and an increase in the role of scientific and
technological progress. Therefore, in the context of the globalization
of the world economy, it is scientific and technological progress that
determines the place of a country in the world market and its
international competitiveness.

Labor productivity is the objective basis of a country's
competitiveness at any level. There is a direct correlation between
these two indicators: the higher the labor productivity, the higher the
competitiveness of the product, the industry and the country as a
whole. The increase in labor productivity is achieved through the
introduction of new technologies and production methods that are the
result of scientific and technological progress.

The process of achieving and maintaining an international
competitive advantage is complex, and is often viewed in the
management of an organization through the prism of the individuality
and specifics of the organization, its goals, mission, objectives,
markets, location, scale, etc. Competitive advantage refers to a
company's ability to operate in one or more areas where competitors
are unwilling or unable to match the levels of value and cost it creates.

In the international market, innovations that provide a competitive
advantage anticipate new needs and thus shape the market. We have
identified the most typical examples of innovations that give a
competitive advantage:

- new technologies. A change in technology can create new
opportunities for product development, new ways of marketing,
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manufacturing or delivery, and improved related services. They are
the ones that most often precede strategically important innovations;

- new or changed customer requests. In the conditions of the
modern market, leading manufacturers are trying to get ahead of and
anticipate changes in customer demands, thereby actively influencing
this type of innovation.

- emergence of a new segment of the industry. Another opportunity
to gain a competitive advantage arises when an entirely new segment
of the industry is formed or existing segments are regrouped. There is
an opportunity not only to reach a new group of consumers, but also
to find a new, more efficient way to produce certain types of products.
By tackling this segment, you can dramatically change the value chain,
which can be a very difficult task for competitors that have already
established themselves in the market.

Changes in the cost or availability of production components.
Here, competitive advantage often changes hands due to changes in
the absolute or relative cost of components, such as labor, raw
materials, energy, transportation, communications, media, equipment.
This indicates a change in the conditions of suppliers or the ability to
use new or different components. A firm achieves a competitive
advantage by adapting to new conditions, while competitors are bound
by capital investment and tactics adapted to the old conditions.

Changes in government regulation. Changes in government
policies in areas such as standards, environmental protection,
requirements for new industries, and trade restrictions are another
common incentive for innovation that entails competitive advantage.

In conclusion, we can say that the strategy for achieving
competitive advantage involves a thorough analysis of each link of the
process. The pursuit of competitive advantage, therefore, requires the
constant self-development of the organization, the spirit of
entrepreneurship, the introduction of new technologies, the
development of new products and services, and competent positioning
in the market.
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ECONOMIC MODELS EXPLAINING REGULATORY
IMPACT ON GROWTH

Economic theories have incorporated regulation into growth
models in various ways to analyze its potential impacts on broader
economic performance. This section reviews key theoretical
mechanisms linking regulation and economic growth.

Foundational neoclassical growth theories focus on capital
accumulation, labor force expansion, and productivity growth as
drivers of economic growth (Solow, 1956). Building on Solow's
model, he showed regulations that raise costs of capital usage and
slow capital accumulation would reduce steady-state output.
Alternatively, "productive" regulations enhancing productivity growth
could increase output.

Endogenous growth theories emphasize innovation through
research and development (R&D) spending as crucial for sustaining
long-run growth rather than diminishing returns (Romer, 1990).
Regulations affecting productivity of R&D inputs and technology
spillovers may impact innovation and growth. Jones and Williams
(1998) modeled "growth-retarding"” regulations as dragging on R&D
productivity — versus "growth-enhancing" regulations aiding
innovation.

New growth theories also highlight human capital accumulation
through education and training as critical for growth (Lucas, 1988).
Regulations influencing development of skills and knowledge - like
education policies or labor market regulations - shape long-run growth
trajectories by expanding the knowledge stock.

Institutionalist models focus on regulations' influence in shaping
broader institutional environment and incentives in an economy
(North, 1990). Excessively burdensome regulations raise costs and
uncertainty for firms, discouraging productive investments and
entrepreneurship (Klapper et al., 2006). Well-designed regulations
may support growth by strengthening property rights, contracting
institutions, and market functioning.
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Application of theories to regulation and economic growth. These
models provide theoretical mechanisms for both positive and negative
regulation impacts on growth. Extensive licensing restrictions could
reduce R&D spending and innovative activity (Jones & Williams,
1998). Complex bureaucratic red tape may increase costs and
uncertainty, dragging on investment (Klapper et al., 2006).
Conversely, prudential financial oversight could foster stability and
risk-taking conducive to growth (Levine et al., 2000). Education
guality standards can facilitate skill development (Lucas, 1988).
Effective competition policies facilitate market contestability and
creative destruction (Aghion & Howitt, 1997).

The theories imply regulations' growth impacts depend on context
and design specifics. Regulations addressing market failures may
enhance efficiency and growth, while excessive interventions into
well-functioning markets may drag on performance (Egert, 2016).
Complementary institutions like strong governance and public
accountability mechanisms also shape regulatory quality and efficacy.

A key limitation of these models is lack of specificity about which
regulations matter most for growth and through what precise
mechanisms. Most theories posit stylized "regulatory burden"
concepts affecting broad factors like productivity or investment
incentives (Egert, 2016). However, regulations vary widely in aims
and applications across sectors. More nuanced analysis of regulations'
growth impacts for different economic activities could enhance
predictive precision (Fournier, 2015).

Additionally, regulations involve complex tradeoffs between
economic efficiency and other social aims like equity, safety, and
sustainability (Stiglitz, 1992). Formal models simplifying regulations
as purely "growth-retarding”™ versus "growth-enhancing” may
overlook multifaceted welfare impacts. Incorporating broader social
welfare functions into models could provide more balanced
assessment of optimal regulatory approaches.
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LOYALTY IN THE INDUSTRIAL MARKET: TYPES AND
METHODS OF ASSESSMENT

Loyalty formation is one of the key factors of the company's
competitiveness today. However, the main research in this area was
conducted for the consumer market. This is due to the fact that the
industrial market has its own specifics in terms of the type of
competition, factors of competitiveness and patterns of consumer
behaviour. This makes research in this area extremely relevant.

For companies operating in the industrial market, the following
types of loyalty can be considered depending on the classification
feature: in form: psychological and behavioural; by nature:
technological, production-economic and economic-legal.

Behavioural loyalty is the degree to which customers repeatedly
purchase goods from a particular brand or company. It is a measure of
customer loyalty based on actual behaviour rather than attitude or
intent. Behavioural loyalty is determined by analysing data about
customers and tracking their repeat purchases, frequency of purchases,
and the amount of money they spend on a brand or company's goods
or services over a period of time. Companies often use behavioural
loyalty as a key metric to measure the success of their marketing and
customer retention strategies.

Psychological loyalty is the emotional attachment and positive
feelings that customers feel towards a brand or company. It is a
measure of customer loyalty that is based on their attitudes, beliefs,
and perceptions, rather than their actual purchasing behaviour.
Psychological loyalty is determined by analysing customer surveys,
feedback and reviews, as well as measuring brand loyalty, trust and
overall satisfaction. Customers who are psychologically loyal to a
brand or company are more likely to recommend it to others, defend
it in the face of criticism, and remain loyal even in the presence of
other competing offers. Companies often seek to build psychological
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loyalty through branding, customer experience and relationship
management strategies.

Technological loyalty characterized by customers' preference for a
certain technological platform or product. This loyalty is due to the
client's awareness of the product's technological advantages, the
impracticality of switching to another technological platform due to a
number of factors, or, on the contrary, the awareness of the expediency
of joining/integrating into a certain technological space. It is a measure
of customer loyalty based on their commitment to a particular
technology and willingness to continue using it over time. Technology
loyalty is determined by analysing customers' usage patterns, their
satisfaction with the product, and their willingness to recommend it to
others. Customers who are technologically loyal are more likely to
continue using a product or platform, purchase upgrades or additional
services, and defend against competing products or platforms.
Companies often seek to build technology loyalty through innovation,
ease of use, and customer support strategies that improve the overall
customer experience.

Production and economic loyalty is loyalty, which is characterized
by the fact that customers remain loyal to a brand or company based
on factors related to the production and economic advantages of the
product or service. It is a measure of customer loyalty based on the
efficiency, quality and value of the products or services provided by
the company. Production and economic loyalty is determined by
analysing customer purchasing behaviour, repeat purchases, and
customer feedback. Customers who are loyal to a brand or company
based on economic factors are more likely to continue to purchase
their products or services because they believe they are of good
guality, effective and affordable. Companies often seek to build
production and economic loyalty by providing consistent quality,
competitive pricing, and exceptional customer service.

Economic and legal loyalty is based on the fact that customers
remain loyal to the supplier company as a result of the benefits they
receive as a result of political (for example, joining a certain political
and economic grouping), political and legal factors (for example,
legally established benefits).
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The main methods of measuring consumer loyalty are shown in the

table.
Table. Loyalty assessment methods
Method Content Calculation
1 2 3
Net gjifr;igﬁlcﬁrﬁteir%nta o Number of loyal customers
Promoter g P g (%)-Number of dissatisfied

Score (NPS)

of detractors from the
percentage of supporters.

customers (%)

This indicator measures

Customer - Number of satisfied
. X how satisfied customers are
satisfaction . - customers/Number of
. with a particular product or
index (CSI) . surveyed customers (%)
service.
Repeat This metric measures how (Number of regular
often customers make
purchase buyers/Total number of
repeat purchases from a
rate (RPR) buyers) x100
brand or company.
(Number of customers at
This metric estimates the the end of the period -
Life Time total amount of revenue a Number of customers at
Customer customer is likely to the beginning of the
Value generate during their period) / Number of
interaction with a brand. customers at the beginning
of the period
This indicator measures the
percentage of customers Number of lost
who stop working with a
. customers/Number of
Churn rate brand or company during a

certain period. A high
churn rate may indicate
low customer loyalty.

customers at the end of the
period)*100 (%)
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IMPOBJIEMH I OCHOBHI TPIOPUTETH COLIAJIBHO-
EKOHOMIYHOI'O PO3BUTKY MAJIMX MICT OIECBKOI
OBJIACTI Y TPAHC®OPMALIMHUU ITEPIO/

BaxxmBimoro yMOBOIO yCIINTHOI peaizamii MporHo3iB i mporpam
COIIaTbHO-eKOHOMIYHOTO pO3BUTKY Opecbkoi obmacti € o0mik, a
TaKOoX OlJIbIIe e)eKTHBHE BUKOPUCTAHHS IMOTCHINIATY MaJIUX MICT (J10
20 trc. memkanniB). HeoOXiMHICT CTBOPEHHS YMOB UIS PO3BUTKY
MallMX MICBKHX IIOCeleHb OOyMOBJEHa iX MiCIeM Ta pOJUIIO y
HAI[lOHAJIBHIA CHCTEMI PO3CEeNIeHHS, Jieé BOHW BHKOHYIOTH (DYHKIIi
MICIIeBHX IIEHTPIB 3 00CIIyrOBYBaHHS CiJIbCBKHX HoceneHb. Crcrema
MaJix MicT 3a0e31edye MpoCcTOPOBY 3TYPTOBAHICTh HACEICHUX MiCIIb,
CHpUSIE MiTPUMIII PETIOHATEHOI €KOHOMIYHOT piBHOBaru. IcropuaHo
MUJIL MiCTa CITY>KUITA OCHOBOIO JIJIsi CTBOPEHHS O1TBIINX BUPOOHUYNX
Ta MicTOOyOiBHMX KOMIUIeKCiB. 3 IXHIX BHTOKIB (opmyBanacs
HallloHaJIbHA KYJBTYpPa, PO3KBITAIM peMeciia Ta MPOMHCIH. 3BiJCH
HEBAXKO TIIEPEKOHATHCS Y BEIUKOMY 3HA4YCHHI JJIsI  KpaiHd
MPaBUIBHOTO BUKOPUCTAHHS PEaIbHIUX MOIIMBOCTEH Ta iCTOPUIHOL
CIAILIMHU MaJMX MICT, MiJHOMY IXHBOI €KOHOMIKHU Ta KyJIbTypH [4,
¢.100-101].

Y nmepion OLIBLIICTE MaJUX MICBKHX IOCEJICHb YKpaiHH
00'€KTMBHO, B CHJIy BJIAaCTHBHX iM OCOOJHMBOCTEH, HE 3MOIJIH
aJanTyBaTHCAd B PHHKOBHUX yMOBaX TIOCIOAAPIOBAHHS, IO
dopmyroThest. B pesynbrari pedopmyBanHs OyB 3HAYHO MiAipBaHHN
MOTEHIlia]l MajMX MICT, y HHUX CKJajacs BaKKa, a B OKPEMHX
MOCEJICHHAX HAaBiTh KpUTHYHAa cuTyanis. [onoBHa mpoOiema -
HEBIAMOBIIHICTh Tay3eBOi CTPYKTYpPH TOCHOIApPCTBA BHUMOTaM
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PUHKY, 1, SIK HACHiZOK, JUIA 3HAYHOI YAaCTHHH MiCTa - CTPYKTypHa
Kpu3a  eKoHOMigHOi  0Oa3u.  bimpmmicte  MiCTOYTBOPIOIOYHX
MINPUEMCTB MalluX MiIiCT He 3aTpeOyBaHe PHUHKOM 1 IPOCTOKOE
MICIIEBOTO MOMUTY, (iHAHCOBOI HECHPOMOXKHOCTI, BiJCYTHOCTI
000pOTHHX KOMITiB. Manuii 6i3HeC He KOMITEHCYE CTiaj y BUPOOHUUIH
cdepi Ta BTpaTy pobounx Mmicib. MarepianbHO-TeXHIYHA 0aza MicT
cTarnye - Hemae iHBectuiliid. Crabko po3BrHeHa cepa rpoMagCbKoro
o0cITyroByBaHHs. 3arallbHOIO MPOOIEMOI0 MPAKTUYHO IS BCIX MICT
3aJTUIIA€THCS BU3HAYEHHS ONTUMABHOI CIIelliami3allil rocnoiapcTa
Ha OCHOBI MaKCHMaJbHOTO BUKOPUCTaHHS CIPHUATINBUX (DaKTOPiB,
KOHKPETHHMX T[epeBar Ta TO3WTHBHUX TEHACHILIA Yy TpoIleci
(bopMyBaHHS HOBOT'O PHHKOBOTO CEPEIOBHIIIA.

B ymoBax mepexofy 10 AiiiCHO PUHKOBOI €KOHOMIKM Ha TepIie
Miclle BHUCTyNae KpHUTEpid mNpuOyTKOBOCTI. AJie TOHHWTBa 3a
mpuOyTKOM 3a Oynb-sKy I[iHY BeJe J0 MOPYIIeHbh ¥ KOMIUIEKCHOCTI
PO3BUTKY TEpUTOpIii, pyHHAIlii eKOHOMIYHOI 0a3d, TUCTIPOTOPIIH y
PO3BHTKY collianbHOI cepH, y BAKOPHCTaHHI pecypciB. B pesynbrari
MaJi MIChKi MOCENeHHS, CTapTOBI MOXIMBOCTI SKUX OyId 3HAYHO
HIDKYUMH, HDK CEepeIHIX Ta BEIMKHX, NPU MEepexoil 10 PHHKY
ONMMUHUJIMCS Y CKJIAHIIINX COIIa/IbHO-€KOHOMIYHMX yMOBax. Pazom 3
TUM, MaJli MicTa 30€peryiu Ie TOCTATHIN MOTSHIa ISl BiTHOBJICHHS
SKOHOMIKH Ta yCHIIIHOT pOOOTH B HOBUX YMOBaX I'OCIO/IapIOBaHHSI.

Hdns  Buxoqy 3 Kpusu Ta 3abesnedeHHs 30aaHCOBAHOTO
C€KOHOMIYHOTO 3POCTaHHS, JIKBIiAallii HEraTUBHUX TEHJIEHIN Ta
JTUCTIPOTIOPIIIA Y PO3BUTKY MaJIUX MICBKHX MOCETIeHbh HEOOXiTHO
MIPOBECTU HU3KY NIEPETBOPEHD IX COLiaIbHO-€KOHOMIYHOI CTPYKTYPH.
Jlo piopUTETHUX HAMPSAMIB MOYKHA BiJIHECTH:

1. TloBHe uM 4YacTKOoBe TMepenpodiIIOBaHHS MPOMHCIOBUX
nianpueMcts [3, c. 97-99].

2. BingHOBIEHHS Ta pO3BUTOK (YHKIIH 3 00CITyroByBaHHS
CLIBCHKOTOCTIONIAPCHKOTO BUPOOHUIITBA HA HABKOJIUIIHIN TEPUTOPII.

3. YcyHeHHs MOHOTIPO(ITBHOCTI rpajoyTBOPIOIOYNX
MiANPUEMCTB.

4. PozBuTok Mmamoro Oi3HeCy il CTBOPEHHS KOHKYpPEHTHOTO
cepenoBHIa, Uil 3a0e3MeYeHHS BHPOOHUIITBA THYYKOCTI Ta
1HAMBITYaNbHOCTI.
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5. O0cyroByBaHHS Ta JOIIOBHEHHS TOCHOJAPCHKUX KOMIUIEKCIB
BETTMKUX MICT.

6. Po3Burok couianbHoi iHdpactpykrypu [1, ¢.27].

7. ExoHOMIYHE BUKOPHCTaHHS 1CTOPUKO-KYJIBTYPHOTO MOTECHIiaTy
Y BUTTISIAI TYPUCTHYHO-EKCKYPCIHHOT HisTEHOCTI.

Jns mocwiileHHS TOCMOMAPCHKOI POJIi MalWX MICT, YCHIIIHOL
peamizamii  CcOLiaIbHO-€KOHOMIYHHMX MEPEeTBOPEHh B  YMOBax
TpaHcopmariif mepiogy HEOOXigHO, TO-Tiepiie, BHUSIBHUTH BCi
HETaTHBHI, pyiHIBHI TeHAeHIi B HuX. [lo-npyre, 3HaiiTH ¥ oliHUTH
MO3MBHUM MOMEHTaM, 3JaTHUM IepellaMaTd Ha MEeBHOMY eTari
HETaTUBHI HaJli , NPOWTH TOYKH KPH3H i MEPEHTH 10 TOYOK pocTa [3,
c.156].

VY pe3ynbTaTi Takoi OLIHKH BHUSBIAETHCS KOJO TPOOIEM, IO
CTOCYIOThCS  CHeIiaji3ailii Maaux MicT, 1ii  aJeKBaTHOCTI
chOpMOBaHMM YMOBaM pHHKY. BaXIMBO BU3HAUYUTH OCHOBHI
TIepeBary i€l KaTeropii MicT, a TaKOXK MOYIIHBE X BHKOPUCTAHHS [T
MiABHUINEHHS. Y4acTi y 3aJ0BOJICHHI MOTpe® PErioHiB y MPOIYyKIIii
BUPOOHMYO-TEXHIYHOTO MPHU3HAYEHHS Ta TOBapiB HAPOAHOTO
cnoxuBaHHs. EQexkTuBHMI Ta KOMIUIEKCHMH PO3BHTOK PETiOHIB
VYkpainu, ycmimHa peanizailis MPOTHO3IB Ta MpOrpaM CoOIliajbHO-
€KOHOMIYHOTO PO3BUTKY KpaiHH MO>KIJIMBI JIMIIE 32 YMOBH JIIKBiaIii
PUHKOBHX TIEPETBOPEHB Y CETMEHTI MaJluX MICT [2, ¢.69].

ToMy BiIpOJKEHHSI MallUX MICBKUX TIOCENI€Hb Ma€ CTaTh
HEBIJI'€MHOIO YaCTHHOO JICPXKABHOI IMOIITUKH, CITPSIMOBAHOT Ha OLIBIII
MOBHE Ta pallioHaJIbHE BUKOPUCTAHHS PECYPCHOTO MOTEHIIIATy HAIIOT
KpalHH.

CnucoK BUKOPUCTAHHUX JKepeJt:

1. 3axapuenko B.I., Metins T.K., Tonanosa [.A. HaykoBi ocHOBI
VIpaBIiHHS PUHKOBOIO cucTeMoro perioHy. Oneca: Armant, 2016.
316 c.

2. MapKeTHHT iHHOBalill y CTIHKOMY PO3BHTKY NPHUKOPIOHHOTO
periony: kos. Monorpadis. 3a pea. M.M. MepkynoBa; Biamn. pea. B.1.
3axapuenko. Oneca: denike, 2023. 168 c.

3. CouianbHO-€KOHOMIUHI Ta HayKOBO-TE€XHOJIOTIUHI aCHEeKTH
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[Mnaxotaiok A.O., 3100yBauka | piBHA
Harmionansauit yHiBepcuteT «Onecbka [lomiTexHikay

BUKOPUCTAHHA IHHOBAIIIFIHEIX MAPKETHHI'OBUX
CTPATET'TA

3pocTaHHA  BaXJIMBOCTI iHHOBawii y Oi3Heci BuMarae
BJIOCKOHAJICHHSI CTpATEriil yIpaBIiHHS, a MAPKETHHT, K KIFOUOBHN
KOMIIOHEHT CTPaTeriYHOro TUIAaHYBaHHS, BHCTYIIAE BU3HAYAILHUM
YUHHUKOM ISl YCIIIIIHOTO BIPOBA/DKCHHS HOBOBBEICHB. Ll Tema
Ba)XKJTUBA y KOHTEKCTI pearyBaHHs Ha 3MiHHM B IOMHUTI CIIOXXHMBAadiB,
ro0aIbHUX TEHJACHIIM pUHKIB Ta BUKOPHCTaHHS IH(POBUX
TEXHOJIOTIH.

3MiHa y BHMOrax CIHOXHBadiB JO SKOCTI, I1HAWBITyaTbHOTO
JIOCBily Ta CTIHKOTrO OpeHIy BU3HAYAE, 1110 IHHOBAIli MOBHUHHI HE
JUIIE BIAMOBIIATH IIMM BUMOTaM, aje i BUPI3HATUCS Ha PHHKY.
MapkeTHHIOBI CTpaTerii CTalTh KPUTHYHUM iHCTPYMEHTOM JUIs
MO3UI[IOHYBaHHS Ta YCIIIIHOT KOMYHIKAIIIi WX 1HHOBAIIIH.

CyuacHi JociiJDKeHHS B cdepl MapKeTHHI'Y Ta I1HHOBAIii
choKycoBaHI Ha BJOCKOHAJIEHHI ICHYIOUHMX METOJIIB Ta po3poodii
HOBHUX cTpaterid. ¥ poborax [1, 2] yaockoHaleHO METOAM OIIHKH
e(EeKTHBHOCTI MApKETHHTOBOT IISITBHOCTI Ta KIacU(iKaIliio cTpaTerii
MO3MLIOHYBaHHS, LI0 BH3HAYa€ HOBI MiAXOAW [0 BHU3HAYCHHS
KOHKypeHTOCcTIpoMOkHOCTi.  Jlocmimkenns [3, 4] BHUSBIAIOTH
3HAYCHHS KpAayACOPCHUHTY Ta KpayAadaHMIHTY SK I1HHOBAIlIHHUX
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IHCTPYMEHTIB po3poOJeHHS Ta KOMepIliami3amii MpOeKTiB, a TaKOXK
TEHJCHIII PO3BUTKY IHTEPHET-MApKETHUHTY, IO BaXJIHBO IS
ananranii 1udpoBux iHCTpyMeHTIB. lle CBiqUMTH TPO aKTHBHUI
iHTEpec 10 BAOCKOHAJICHHS! MApPKETHHIOBUX 1HCTPYMEHTIB, KITFOYOBHX
JUTS IHHOBAIIIHOT isITFHOCTI B YMOBaX Cy4acHOTO PHHKY.

Mera poOOTH — BHKOHATH aHaji3 Pojii 1 MICII MapKETHHTOBHX
IHHOBAIIIM y IHHOBAIIMHIN AISUTBHOCTI MiIPUEMCTB Ta YCTaHOB.

CydacHuii cTaH IHHOBAaIiHHOI  MISTIBHOCTI  YKPaiHCHKHX
HiANPUEMCTB  BH3HAYAEThCS  YHCICHHHMH  TpoOJIeMaMH, IO
BIUIMBAIOTh Ha IXHIH ycmimHWA  po3BUTOK. (OOMEXEeHIiCTbh
¢diHaHCyBaHHS, BIJCYTHICTh CYYacHOi iH(QPACTPYKTYpH, CTapiHHA
KaJIpiB Ta HEBH3HA4YeHa Jep)KaBHA TOJITHKA y Taiy3i iHHOBamii
POOJIATH IHHOBALI HHUN TPOLIEC BUKPUBIICHHM.

OdiniitHa cTaTUCTHKAa TIOKa3ye HEPIBHOMIPHICTh JUHAMIKH
IHHOBAIIfHOI aKTHBHOCTI B OCTaHHI POKH. YTPUMYIOYHCHh Ha PiBHI
14,6% 3a 2022-2023 poku, KiIbKICTh MiJIPUEMCTB-IHHOBATOPIB B
VYkpaini He Bignosigae i moreHmiamy. OcoOnMBO OOTSHKIMBOIO €
CHTYyaIlisi B IPOMHUCIIOBOCTI, 110 MPUCKOPIOE PO3PHUB i3 KpaiHaMH 3
BUCOKMMH TEMITaMH iHHOBAIIITHOTO PO3BUTKY.

Emmipuuni gaHi MoOKa3ylooTh, IO TPUYHUHH, SIKI TadbMYIOTh
IHHOBAIIMHY isSJIBHICTh, BKJIFOYAIOTh BIJICYTHICTh YCBIJOMJICHHS ii
BaXXJIUBOCTI. 3apa3, KOJM 1HHOBALii CTalOTh CTPATEriUYHO BAXKIUBUM
YHHHUKOM, MapKETHUHT BHSBIISETHCS KIIOUYOBHM 1HCTPYMEHTOM JUIS
ineHThdiKamii pUHKOBUX MOXXJIIMBOCTEH Ta PO3pOOKH ONTHUMAIIbHUX
cTpateriii. [HHOBaIITHII MapKETHHT € HEOOXIAHUM ISl yCIIITHOTO
TeHepYBaHHs 1 BIPOBAKCHHS HOBaTOPCHKUX i1ei [5, 6].

3aranpHa TEHJIEHINiST KPEeaTHBHOTO MApKETHHTY Ta BUKOPUCTAHHS
HOBITHIX THCTPYMEHTIB, TAKUX SIK IHTEPHET-MapKETUHT, MOYKE 3HAYHO
MOKPAIIUTH PUHKOBHUH PO3BUTOK iHHOBauid. MapKeTHHT iHHOBalii
CTae KIIOYOBHM (pakTopoM i po30YZ0BH MOCTY MiXK 1JIesIMH Ta
iXHIM BIPOBaKEHHSM, 1110 OCOOJIUBO aKTYaIbHO JUIs €()EKTHBHOTO
yIpaBJliHHS IHHOBALITHUM PO3BUTKOM Yy CY4acHHX YMOBax.

B ymoBax noBHOMacmTaOHOTO BTOPrHEHHS, iHTEpPHET-MapKETHHT
rpac HOBI KIIOYOBI poyti. 3 OJHIET CTOPOHH 1€ € TOTYKHHH
IHCTpYMEHT Ui MPOCYBaHHS 1HHOBAIlil, aje 3 1HIIOi CTOPOHH Ie
Mo3ke OyTH METOJOM Je3iHdopmallii Ta ge30pieHTarii.
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VYKpalHCBKI MiATIPUEMCTBA CTUKAIOTHCS 3 YUCIICHHIMH BUKIIMKaAMA
B IHHOBAIITHOMY PO3BUTKY, TAaKUMHU 5K OOMExeHe (iHaHCYyBaHHS,
BiJICYTHICTb Cy4acHOi iHQpacTpyKTypH Ta HEAOCTATHIN iHHOBaLi HHUIA
MEHTAJITeT. 3a OCTaHHI POKH BHUSBICHO HEPIBHOMIPHICTh AWHAMIKH
IHHOBAIIHOI ~ aKTUBHOCTI, MO0 CBiMYUTH Tpo TOTpedy B
KOMIUIEKCHOMY Tiaxoni 10 mpoOiemu. MapKeTHHT BHUSABISETHCA
KIIIOYOBUM €JIEMEHTOM JIs1 BUPIIIEHHS IIMX 3aBIaHb, 320€3MeUy0Un
inmeHTr(iKamifo PUHKOBUX MOXKIUBOCTEH, (pOpMyBaHHS IMOMHUTY Ta
BIIPOBA)KCHHS IHHOBAIIIMHUX i71e.

BukopucTtanHs iHHOBalliMHMX MAapKETUHTOBUX CTpaTerii Ta
HOBITHIX 1HCTPYMEHTIB MOXE CTAaTH KaTali3aTOPOM MAJIsi PO3BUTKY
IHHOBAIIHOI eKOocHCTeMH B YKpaiHi, JONOMararuu I0J0JIaTH
BUKJIMKM Ha HUISAXY A0 KOHKYPEHTOCIPOMOXKHOTO 1HHOBAILiHHOTO
Maii0yTHBOTO.

Cnucox BUKOPUCTAHUX JIZKepet:

1. DImismenxko H.C. Oprani3aifiiiHo-eKOHOMIYHI  3acaau
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BUKOPUCTAHHSA IHCTPYMEHTY C"OIIIA.JII)HOT
NIATPUMKH Y MEKAX PEAJIIBALIIT HAYKOBO —
OBI'PYHTOBAHOI COIIAJIBHOI ITOJITUKA

CorriaJibHa MiATPUMKA - TIsUIBHOCTI FOPUAMYHUX Ta (PI3HUHUX 0Ci0
IOJI0 HAJaHHA COIabHOI MiATPUMKH TPOMAAsH Ta CiMeH, Mo
nepeOyBaloTh y CKPYTHIH S>KUTTEBIH cuTyamii - cuTyamii, Imo
00'€KTHBHO MOPYLIyE HOPMANbHY KUTTEIISUILHICTh TPOMAaJITHIHA Ta
CKJIQJIHOI JUTS f0oro caMocTiiHOTO BUpimieHHs [2, €.13].

CorrianbHa MATPUMKA B PAMKaXx COIaAIbHOT IOMITHKH CITIY€ PALY
NPUHIMITB: aapecHICTh, TyMaHi3M, COLialbHA CIpPaBelJIUBICTh,
coliajgbHa PiBHICTh JOCTYIHICTH, JOOPOBLIBHICTH, KOH(DIIEHIITHICTD
ta iH [3]. B Toil ke uyac, BOHa MPaKTUYHO BUKOHYE TPU OCHOBHI
(yHKIIIT eKOHOMIYHOT COIiaJIbHOT pe3epBHOI 00 CTpaTEeriYHOI.

1.ComianbHa ¢yHKIis abo (QyHKIisS MiATPEMKHA COLIANBHOT
cTabimbHOCTI - HE TUIBKH Ba)JIMBI MPOOJNIEMH B  yMOBax
Tpancdopmarii cycmineerBa [1, €.31-32]. Ha xaib, 4acto Bepx TYyT
OTPUMYE CITPOIICHE YSBJICHHS PO CIIOCOOM MiATPUMKH PIBHOBArd B
cycniibCTBi. 30€peKeHHS COLialbHOI CTIHKOCTI B YMOBaX 3HMKCHHS
piBHS XKHUTTS - L€ CHCTEMHUH mpouec. | TyT pomnb BiAirparors,
HNIOHAWMEHINle, TPU YWHHHKA. [lepmuii YHHHUK COIIaJbHOTO
MOPIBHSHHS, OIIHKA JFOJIMHOI0 CBOTO PIBHS Ta SIKOCTI KUTTS HE 32
00'€KTMBHUMH KPUTEPISIMH a MOPIBHAHO 3 PIBHEM Ta SIKICTIO JKUTTA
IHIINX JIOJIed 1HIIMX comianbHUX rpyn. Jpyruii 9uHHHK - 1€
nHaMika Oe3poOiTTS Ta BapTOCTi KUTTA. TpeTii YMHHUK — Ie
HAKOMWYEHHS couianbHOro HerepmiHHSA. ColiajgbHe HETepIiHHA
MOJKE CTaTH JKEPEJIOM HECTAOITLHOCTI.

2.ExoHoMiuHa (YHKIIS MONsTAaE Yy CTHUMYIIOBAHHI €KOHOMIYHOT
IisubHOCTI 1, Hacammepen, y (opMyBaHHI CepeaHBOro Kiacy,
PO3IIMPEHHST KOJa IIFOJeH, sKi MarTh IHCHO pIBHI COLialbHO-
€KOHOMIYHI LIaHCH.
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3. PeszepBHa abo crpareriuna (yHKIIiS TOISITaE CIPSIMOBAHOCTI Ha
30epekeHHs] Ta PO3BHUTOK IFOJICHKOTO TMOTEHMiany. Baxiue wmicie
TyT 3aiiMae mpoOiemu OOpOTHOM 3 OiIHICTIO, 00'€AHAHHIM 3yCHIIb
JepKaBd Ta CYCHUIBCTBa IOJO BHPIBHIOBAHHS  COMLIaJIbHUX
MOXJIUBOCTEH pI3HHX Tpyn HaceneHHs. Lliif MeTi cioyxarp, K
CBITYUTH CBITOBUH JOCBiA, MO-TIEpIIe, BiAMOBiAHA pedopMa OCBITH,
MO-JIpyre, PEaT3yeThCs Cepis YacTHX COIIaTbHO-CKOHOMIYHUX
MporpaM, MO-TPETE, MAIOTh BUPIIIYBATHCH MPOOIEMH COIIaEHOTO
3aXUCTY TUX OlTHMX, SIKi IPaIIOrOTh, ane OiaHi. Hacmpasmi, Ha aib,
3a3BUYall BOHHM 3axMIilleHI HabOarato ripiie, HiX Ti OifHI, fAKi HeE
npamiooTe. [lo-ueTBepTe, mi TpoOIEMH MOXHA BHPINIyBaTH 3a
JOTIOMOTOI0 TPYAOBOTO 3aKOHOJABCTBA, MIATPUMYBaHHS €IHOCTI
PHHKY TIpalli, TOOTO GJIOKYIOYH BUHUKHEHHS MMOABIHHOTO PUHKY

Y Mexax 11iel poOoTH iHTepecC MPEACTABIISAE COlliabHA MiATPUMKA
nenpuBanidHux Tpyn. JenpuBairis = comiambHa —  BiT4yTTS,
YCBIJOMJICHHS OCOOHWCTICTIO pO3pHBY MDK ii OYiKyBaHHAMH 1
nificHicTio. Ha BigMiHYy BiJ TICHUXOJIOTIYHOI JENIpHUBAIii, sKa
PO3YMI€EThCS SIK CEHCOPHA HEAOCTATHICTh, 130JISIIis Bijl TIO{Pa3HHUKIB,
coliajgbHa JETPUBAIlS XapaKTePU3YEThCSA SIK TOJIOJM 3a COI[iaIbHUM
KOHTaKTOM, CTaH COLIaJIbHOTO JUCKOMGOPTY, CYIPOBOIIKESHOIO
HETaTUBHUMH TICUXIYHHMH TIEPEKHBAHHAMH. Y Teopii coliaabHOI
poOOTH BHBUYEHHS COI[IANBHOI JWCIIPHBAIIi IOB'I3aHO 3 aHAII30M
COLIIAJIbHOI HEPIBHOCTI Ta CIOCO0Y JKUTTS MapriHaJbHUX COIIaTbHUX
Ta COIialIbHO-CcIa003axXUIIEHNX TPYTl HACEICeHHS.

MaprinaneHi Tpynu HacelleHHS - OCOOM 3BUIbHEHI 3 MicCIb
YB'SI3HEHHS, SKi HE MAIOTh IIEBHOTO MICIIS POKUBAHHSI, TPOMAISTHH,
SIKi BUMararoTh OCOOJMBOIO HArJISAy 3a COLIAIbHUMHU (aKTOpaMHu,
Moyionb. He BuKIIOUEHa TpyaoBa MisUlbHICTE IUX o0ci0. Jo
MapriHajJbHUX TPyl MOXYTh OyTH BigHeceHi Oyap-sKi Tpynu
HACeNIeHHs, SKi Ha PHUHKY TMpami MalTh HaWMEHI MIaHCH
npanesnamryBatics. Jediuur podoYMX MiICIh MOXKE POOUTH
MapriHajbHy Tpymny oci0 nmeBHHX mpodeciil, o XapaKTepu3yIOThCs
BHUCOKHMMHU ITapaMeTpaMH KBasidikarii.

CorfiaJibHa MITPUMKAa TIOBUHHA  BIANOBIAATH  JIE€PIKaBHUM
CTaHJapTaM Ta HOPMATHUBaM, IO PErJIAMEHTYIOTh BUMOTH OOCSTY Ta
SKOCTI COLIaJIbHUX TIOCIYT, MOPSAIOK Ta YMOBHM iX HaJaHHS.
JlepxaBHUI MiHIMaJIbHUM COLIAbHI CTaHAAPTH Y cdepi corianbHOl
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T ITPUMKH BCTAHOBITIOIOTHCS BIIITOBITHO 0 3aKOHOAABCTBA Y KpaiHU
TIpo JIepkaBHI MiHIMAIBHI CTaHIAPTH.

CouiajbpHi HOPMAaTHUBH - HAYKOBO OOTPYHTOBAHI KiIbKiCHI Ta SIKiCHI
XapaKTePUCTUKU ONTUMAIIBHOTO (11 TaHOTO KOHKPETHOT'O MOMEHTY)
CTaHy COIIalbHUX TPOIECiB Ta SBUII. BHUAUIIOTH pi3HI TPYIH
COIIaJIbHIX HOPMATHUBIB, 0 MAalOTh MPHUPOJHUYE OOTPYHTYBAHHS 1
TOMYy € HaiOnpm 0O0'€KTMBHUMH. 3a3BU4ail BCTaHOBIIOIOTHCS
TPaHNYHI BEIWYMHM, 32 ME&KaMH SIKMX CTAHOBHUILE CTA€ KPUTUYHHM,
a00 BOHH BHCTYNAIOTh SK I[Ib, OPIEHTHUP COMLIAJIbHOI ITONITHKH.
ComianbHi HOPMaTHBH PO3POOIISIOTHCS A OaraTbox cdep KUTTS Y
chepi mpari, KyJbTypw, MOOYTy 1 Tak Jaimi. YpsIoM 3 MeETOIO
mudepeHItianii comiaaTbHIX HOPMAaTHBIB, 3aJIe)KHO BiJl MPUPOIHUX,
HAIllOHAIBHUX, COILalbHO-IeMOrpadiuyHuX Ta IHIIMX  yMOB,
BCTaHOBIIIOETHCS CUCTEMa KOE(ILli€HTIB.

TakuM dYHHOM, Yy paMKax pO3pOOKH JEepiKaBHHUX IIPOrpam
COIIaTBHOI MATPUMKH IEMPUBALlIHHUX TPYIT HACEIEHHS 5K TTicTaBa
JUIE  HaJaHHA  COLIaJbHUX  TOCHYT  CHiJ  pO3TJsAaTH:
Mano3a0e3levyeHiCTh,  CHPITCTBO,  O€3OMHICTh,  0e3po0iTTH,
iHBamimHicTh (po0odi Tpymw), TUMYACOBY HeEMpale3JaTHICTh abo
oOMexeHy npodeciiiHy npale3aTHICTh, CiMelHe HeOJaronoayyys,
MOBEPHEHHS 3 MICIb MM030aBJIEHHS BOJI, CTUXiliHE a00 EKOJOTiYHe
JIMXO0, TEXHOT€HHY KaTacTpody.
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Ckpurika [1.B., crynenTka
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HauionansHuii TexHiuyHui yHiBepeuTeT «XI1D»

MPOBJEMHU TA IEPCHHEKTUBH PO3BUTKY PUHKY
IHTEJEKTYAJIBHO-IHHOBAIOINHOI ITPOAYKIII

Cy4acHull EKOHOMIYHHH KOHTEKCT IOKa3ye, IO JOCSTHEHHS
yCHiXy Ha piBHI SIK OKPEMOTO IiIPUEMCTBA, TaK 1 HAIIOHAIBLHOI
CKOHOMIKHM, HEMOXIMBE ©0€3 CHCTEMaTHYHOI'O BIPOBA/KCHHS
inHoBamii. Ilefi migxim mepenbavyae aKTUBHE BHKOPHUCTAHHS
HOBaTOPCHKHX CTPATETiH, CIPSIMOBAaHNX HA MEPETBOPEHHS B3a€MOJIiT
MiX Pi3HUMH Cy0'€KTaMH €KOHOMIYHOTO TPOILIECY, 3aCHOBAHOTO Ha
HOBHX HAYKOBO-€KOHOMIYHHX 1 TEXHIYHUX 3HAHHSX.

IHHOBaIIiHA MIANBHICTH MPENCTaBIsIE COOOK KOMIUIEKCHUIA
MpoIleC, IO OXOIUTIOE HAyKOBI, TEXHOJOTIYHI, OpraHi3aIiiiHi,
¢inancoBi Ta KoMepuidHi acmektH. lleli Kommekc 3axomniB
NPU3BOJMTH 10 CTBOPEHHS IOBHOLIHHOI I1HHOBAIll, TOTOBOi JI0
BIIPOBA/KCHHS Ha PHWHKY. [HHOBaIlifHA MisSUTBHICTH OXOIUTIOE YCi
eTanM Bijg reHeparii ijei Ta po3poOKH 10 KOMEPIHHOI peatizarii
MPOIYKTY, @ TAKOXK BPaXOBYE BCi aCMIEKTH JJOCHIPKEHb, BAPOOHHIITBA,
0OMiHY Ta CIIOKMBaHHS B YMOBaX KOHKYPEHTHOTO CEPEIOBHIIIA.

BinmoBizHo 10 3aKOHOIABCTBA, IHHOBAIIMHA TPOIYKILis — 1€ HOBI
KOHKYPEHTO3/IaTHI TOBapH Y1 TIOCIYTH, SIKi BUPOOISIOTHCS B Y KpaiHi
Briepire abo, B pa3i IOBTOPHOTO BUPOOHUIITBA, BOJIOMIIOTh 3HAYHIUMH
TEXHIKO-€KOHOMIYHUMH TIepeBaraMHM IOPIBHAHO 13 MOIIOHOIO
MPOAYKIi€el0 Ha pUHKY. OCHOBHI XapakTEPUCTUKH I1HHOBAIiHHOL
MPOAYKIIT BKIFOYAIOTh CTBOPEHHSI HOBUX MPOIYKTIB, BIIPOBAKEHHSI
MEepeOBUX TEXHOJOT Ta aKTUBHE BHUKOPUCTAHHS PE3yJIbTaTiB
HAYKOBUX JOCHi/pkeHb. Lleit minxif crnpusie yTpUMaHHIO BHCOKOTO
TEMIy €KOHOMIYHOTO 3pOCTaHHS Ta BiJIKPUBA€ TIEPCIIEKTUBHU JIJIsI
CTaJIOTO PO3BHUTKY HALllOHAILHOI EKOHOMIKH.

Punok iHHOBauiiinoi mponykuii B VYkpaiHi, cnpsMoBaHMH Ha
MiBUINCHHST KOHKYPEHTOCHPOMOXKHOCTI Ta CTAJIOT0 €KOHOMIYHOTO
3pOCTaHHs, BKJIIOYA€E PI3HOMAHITHUX YYaCHHUKIB.

[IIo0 00'eKTHBHO PO3YMITH CTPYKTYpy PHHKY I1HHOBauiiHOI
npoaykmii  (IX OCHOBHHUX yYaCHHKIB, XapaKTePUCTHKHA  Ta
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B32€MO3B'A30K), BapTO pO3rIsAHYTH maHHI 3a 2019 pik — pik, KoM
eKOHOMiKa YKpaiHu repeOyBaiia B JOCTATHHO CTAOLTFHOMY CTaHi; 9ac
JI0 CBITOBOI MaHAEMii Ta MOBHOMACIITAOHOTO BTOpPrHEHHs [1].

BupoOnuku iHHOBaniiiHoi mnpoaykuii, siki ctaHoBwian 16,8%
MPOMHUCIIOBUX  MIANPUEMCTB,  3IIACHIOBAIM  PO3pOOKYy  Ta
BHPOOHUIITBO HOBMX TOBapiB. OCHOBHUI iXHIH BHECOK IPHIIAAAB Y
ramy3sx ximii ta ¢apmauii (11,4%) ta mMammHoOyayBaHHs (4,5%).
CriockrBaui iHHOBAIIMHOT TPOAYKIii, MpencTaBieHi (Ppi3MIHIMHU Ta
IOPUANYHUME 0c0o0aMu, 3a0e3Medylodr TOMUT Ha BHYTPIITHHOMY
(57,1%) ta 30BHIIIHBEOMY (42,9%) prHkax. [locepeTHUKHN PUHKY, TaKi
SK JUCTPUO'IOTOpH, areHTH Ta I1HII, CIPHUSIOTH B3aEMOJIl MiK
BUPOOHUMKAMH 1 CHOXHMBAayaMHM, CIHPAIOYUCh HAa NPUHLUIH
MapTHEPCTBa, KOHKYpPEHIT Ta BiAMOBiTaibHOCTI. B3aeMomis
YUACHHKIB CIIPSIMOBaHA Ha CTBOPEHHS CIPUATIMBOTO iIHHOBAIIITHOTO
KIIIMaTy Ta MJBUIICHHS KOHKYPEHTOCIIPOMOXKHOCTI 1HHOBAIliiHOL
MPOAYKIii B YKpaiHi.

Ha oxamp, He 3Bakarud Ha MOTEHI[iA]  YKPaTHCHKOTO
IHHOBAIIfHOTO PUHKY, Iepeiaya (00MiH) iIHHOBAIIHOT TPOAYKIIi Ta
MATEHTHO-JIILIEH30BaHa TOPTiBJAS CTUKAIOTBCS 3  YHMCICHHUMH
BUKJIMKaMH B YKpaiHi. YkpaiHa 3aiimMae 55-te micne cepen 132 kpain
CBITYy 3a PIBHEM IHHOBAaIiMHOI aKTUBHOCTI, 3rifHO 3 [J100anbHUM
iHHOBamiifHUM iHIekcoM 2022 poky, M0 € JOCUTh HE IOTaHUM
pe3yabTaTOM B yMOBax BiiHH, ajie Bce I¢ HU3bKUM MOKa3HUKOM Ha
piBai nmepxaB €C [2]. HaiiOinbmi npobGnemu B Iwiit obmacti
BKJIIOYAIOTh HEAOCTAaTHE (DiHAHCYBaHHS HAYKOBO-AOCHITHOT Ta
IHHOBaMIHOI AisuTbHOCTI, 110 B 2019 pori ckinagano Bcworo 0,42% Bif
BBII. IIpoGiieMu Takoxk CTOCYIOThCs Hee(eKTHBHOTO 3aKOHO/IaBCTBA
Ta IHCTUTYLIHHOTO cepeoBuIna. 3a jannMu HarioHanbHOT 10MOBIA
«InHoBamniitna Ykpaina — 2020», mpotsirom 2019 poky He Oyno
MPUAHATO JKOJHOTO 3aKOHY, TIIOB'SI3aHOTO 3  IHTENEKTYAIBLHOIO
BJIACHICTIO, 1 HEe OyJl0 BHECEHO 3MiH JI0 3aKOHIB, IO PEryIIOITh
HAYKOBO-TEXHIUHY Ta iHHOBALiiHY JisUTbHICTB.

[lotouni TpynmHOWmi B pO3BUTKY I1HHOBAIlIWHOI isJIBHOCTI B
VYkpaiHi HecyTh 3HAa4YHI BUKJIMKH, ajie¢ BOJHOYAC BOHH BiJIKPHUBaIOTh
MO>KJIMBOCTI JIJIs IEPCIEKTUBHOTO pocTy. CHpaBKHIM KaTajli3aTopoM
3MiH B LbOMY KOHTEKCTi CTalo MOBHOMAcUITa0HE BTOPTHEHHS.
HesBaxaroun Ha CKIJIaHOIIII, TIOB'sI3aHI 13 30€peKEHHAM CTabITEHOCTI
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€KOHOMIKH Ta TOJITHKH, YKpaiHa MO)Ke BUKOPHCTATH IeH Yac sK
MOXUTMBICTE 1S 301IBIIICHHS IHHOBAIIHOCTI B KpaiHi.

[lepcnexTnBH PpO3BUTKY TEXHOJOTIH B YKpaiHi HAcCTyIHI:
iHHOBAIii U1 000POHU, OE3MEKH, HE3AICKHOCTI - YKpaiHa MOKe
BUKOPHCTOBYBATH IHHOBAIii Ijs 3abe3meueHHs] 000pOHO3AATHOCTI;
BiJTHOBJIEHHSI €KOHOMIKH HOBHMH TE€XHOJIOTISIMHU - IHHOBAIIil MOXYTh
OyTH KJIFOYOBMM YHHHUKOM BiJHOBJICHHS €KOHOMIKH IICIIsS BiliHU;
TIPUCKOPEHHSI 1HTeTpallii B CBITOBY CHUIBHOTY 3a TOTIOMOTOO HAIITUX
pO3po0OK - iHHOBAIlil MOXYTH CTATH MOCTOM JJISl TIiABHILNEHHS
Mi>KHapOJHOTO BU3HAHHS Ta iHTerpanii Ykpainu B €C.

OTxe, pUHOK 1HHOBaLiWHOI MPOAYKIii B YKpaiHi Mae TOTEHLial
JUTSE PO3BUTKY, HE3BAXKAIOUM HAa TPYIHOII BiHHU. 3amporioHOBaHi
3ax0fIH, TaKi sIK 301IbIIeHHs (piHAHCYBaHHS, CTBOPCHHS €(EKTUBHHUX
MeXaHi3MiB CITiBIpalli Ta 3aXUCT 1HTEIEKTYaIbHOI BIIACHOCT1, MOXKYTb
CIPUATH TIiJBHUICHHIO 1HHOBAIIHHOI aKTUBHOCTI Ta 3MIIIHEHHIO
€KOHOMIYHOI Ta HaIllOHaJIBHOI Oe3MeKu YKpaiHu B yMOBax BilHHU.

CnMcoK BUKOPHCTAHUX JKepet:

1. IuHoBamiiiHa misnbHiCTH B YKpaiHi y 2019 poui: HaykoBo-
anayitnyaa gonosias / T.B. [Tucapenko, T.K. Keama, Poxkora JI.B.,
Kosanenko O.B. K.: YxkpIHTEI, 2020. 45 c.

2. The Global Innovation Index. (2022). URL:
https://www.globalinnovationindex.org/analysis-indicator

Copoka JI.M., K.e.H., JOLIEHT

[3mainbchKuit JepkaBHUI I'yMaHiTAPHUN YHIBEPCUTET
Biroscrka B.O.

Hauionansauit yHiBepcuTeT «Onecbka moyiiTexXHiKa»

BAHKPYTCBO SIK HACJIIJIOK HEITOCJIITOBHUX JIH
MEHEJKMEHTY

Bynb-sike MmaNpHEMCTBO SIBISE COOOK COLAIbHO-EKOHOMIYHY
cucTeMy, sKa, K 1 Oyap-fika IiHIIA CHCTeMa, 3HAXOAUTHCS Y
B3a€MO3B'A3KY Ta B3a€EMOJMii 13 30BHIIIHIMH Ta BHYTPIIIHIMU
(hakTopamMu. 30BHINTHI YMHHUKH BIUIMBAIOTH HA CHCTEMY 330BHI,
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BHUSABIISIIOYN IIMM ii CTPYKTYpHICTh. BIITMB 30BHINIHIX YHHHUKIB
HOCHUTH OO'€KTUBHUI XapakTep, MPHUKIAJAMH SKOTO MOXYTh OyTH
JOCUTh BUCOKMH piBeHb 1H(MIAWIT, HEJOCKOHATICTh (iHAHCOBOI,
KpPEIUTHOI, MOJJATKOBOI Ta 3aKOHOJaBU0i 023 EKOHOMIKH.

BuxopucranHs BHYTpPIIIHIX YHHHUKIB, TOOTO, EKOHOMIYHHX
pecypciB moOynoBaHO (YHKIIOHYBaHHS Ta PO3BHTOK COIIaIbHO-
€KOHOMIYHOI CHCTEeMH. [HIIMMH CIOBaMH, AiSTIBHICTH OyIb-SKOTO
MIITPUEMCTBA 3aCHOBaHA Ha BUKOPHCTAaHHS OCHOBHHX (DaKTOpiB
BUPOOHUIITBA: TIPAIIO, KAIITal, 3eMJIs, IMiAIPUEMHUIBKA TisTbHICTD
Ta iHpopmauiiiHe 3abesnedeHHs. [lignpueMenp OJHOYACHO €
PYLIIHOIO CHJIOK BHPOOHMITBA Ta IOCEPEIHHUKOM, IO 3BOJAUTH
pa3oM iHII pecypcH Aisl 3MIMCHEHHS IMPOIECy, IO MPHHOCUTH Yy
MaiibyTHeoMy mpuOyTOK. Kpim 1mporo miampuemens Oepe Ha cebe
Ba)KKE 3aBJaHHS YXBAJICHHS OCHOBHHX pillleHb y IMpPOIECi BeICHHS
0i3Hecy, TOOTO THWX pillleHb, SIKi BHU3HAYAIOTh KypC MisUTBHOCTI
M IPUEMCTBA.

JKuTTeBuii MK TANPHUEMCTBA €IMHUNM a0OCOJIOTHO BCIM
cyO'exTiB rocmomapioBaHHs. OOOB'S3KOBUMH CTalisIMUA OyAb-SIKOTO
(CGKUTTSD» € SIK 3apOPKEHHA, MiHOM, chaj 1 KiHIeBUil pe3yibTar -
«cMepThy. 3aBeplieHHs (YHKIIOHYBaHHs MiANPUEMCTBA Yy CBOIN
SKOCTI HacTae B OCTaHHIH MOMEHT BH3HAHHS MiJIIPUEMCTBA
OaHKpyTOM [2,C. 52].

e cBiAYUTH MPO OCTATOYHE BHUEPIAHHS PECYPCIB MiATPUMKH
CBO€T  KOHKYpPEHTHOi  mepeBaru. bByJb-ikoMy  OaHKpYTCTBY
MiNPUEMCTBA TIEpPelye HACTAHHIO DPIZHOMAaHITHUX Kpu3. Teopis
LHUKITIYHOCTI CTBEPKYE, IO OyAb-fKa CHCTEMa y CBOEMY PO3BUTKY
MPOXOJIUTH €Tall KPU3H, JIe KpH3a PO3TIISIAETHCS SIK eKCTPEeMallbHHUMA
CTaH, 3 SIKOTO € JIMIIIE JBa BUXOIM: ab0 Iepexil Ha HOBHUMU, OLIbII
JOCKOHAJIMK piBeHb, a00 NPHUIIMHEHHS iCHYBaHHS B JaHiM SKOCTI.
Skuro Teopii KpU3M - 1€ 3aKOHOMIPHICTh, TO TIPAKTHYHO - KpH3a IIe
Maibke 3aBKIM HecroJliBaHka. Kpu3a - 1ie KpaifHE 3arocTpeHHs
MPOTHUPIY y COLialIbHO-€KOHOMIYHOI JKUTTEAISTIBHOCTI CUCTEMH, IO
3arpoxye ii KUTTECTIHKOCTI [2, . 25].

He MokHa OTOTOXHIOBATH KaTEropii «kKpu3a» Ta «0aHKPYTCTBOY.
BankpyTcTBO € KpaiiHiM BUSBOM Kpu3u. BaHKpYyTCTBY mepenyroTh
HACTaHHS CIIOYATKy YHPaBIiHCBKOI, IMOTIM EKOHOMIYHOi Ta Ha
3aKiHueHHs (iHaHCOBOI Kpu3H [2, . 36].
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OTxe, camMe HEKOMIICTCHTHICTh KEpIBHHKIB € OCHOBOIO
BUHUKHEHHS IIpolecy OaHKpPYTCTBa, LUM € IiACYMKOBUM
pe3yJIbTaTOM BUPOOHUIITBA. BiICTANICTh BITYM3HIHUX KEPIBHUKIB B
iHpOpMaLliiHOMY, TEXHIYHOMY Ta TEXHOJIOTIYHOMY IUIaHi JIETKO
MOSICHIOETBCSA 1 €, XapaKTePHOI0 O3HAKOK0 CHUCTEMH YIPAaBIIHHI B
KpaiHax 3 TpaHcopMamiiiHoo ekoHomikoro [3]. JaHa mo3wuris
BUIIOTO MEHEIKMEHTY € BiJUTyHHSIM, 110 ckianucs B 80-Ti pokH, Ha
MiIPUEMCTBAX KOMAHIHOI IEHTPaIi30BaHOI Jrile (PyHKIIOHATEHOL
CTPYKTYPH YIIPaBIIiHHSA, YaCTO HE AO3BOJISIE ONIEPATUBHO pearyBaTH Ha
YMOBHM, W0 3MIHIOIOTBCS Ha PHHKY, aJCKBaTHO OILIHIOBATH
CKOHOMIYHY CHUTYAI[il0 1 IIBHJIKO NpPUAMATH PIIICHHS IIOAO 3MIHU
SIKOCTI, I[IHY 1 KaHAIB MPOCYBaHHS TOBapiB.

HexoMrieTeHTHICTh Ta MOMWJIKH MEHEIKEPIB MPHU3BOIATH 10
HeeeKTUBHOTO BUKOPUCTAHHA: IMO-TIepIlie, MaTepialbHUX PecypciB,
O-JpyTe, JIOACHKUX Ta TPETiX, iHPopMamiifHuX pecypciB. Hacmiakom
HEKOMIIETEHTHOCTI Y BUKOPHCTaHHI TepeniueHnXx Buile (aKkTopiB
CIOYaTKy € BHHUKHEHHS EKOHOMIUHOI KpH3M 1 SK HaCIHiJoK
BUHUKHEHHS Ta HASBHOCTI JIBOX ICHYIOUHMX Ha TIIIPHEMCTBI KpHU3
(ynpaBiiHCBKOI Ta €eKOHOMIYHOT) - MposB (iHaHCOBOI Kpu3u. OTXKe,
OaHKPYTCTBO - 1€ CYKYITHICTh MaKCHMAJILHOT'O TIPOSIBU KOKHOMY 32
KOHKPETHOTO CyO'€KTa TOCIOJAPIOBaHHS TPHOX BHJIB KPH3H:
YIPaBIiHCHKOTO, €KOHOMIYHOTO, (piHAHCOBOTO. MiX TIpOsSBaMHU ITUX
KpH3 iCHYE 3aJexHicTh. HEeMOXIMBO PO3TIIsIaTH I1i BUAN KPU3H, KPiM
MPUYMHHO-HACIIIKOBOTO 3B'SI3KY, IHIIMMH CIOBaMH, yMpaBliHCbKa
KpU3a MOPOMKYE CEKOHOMIYHY, a EKOHOMI4YHy, y CBOIO 4Yepry,
¢inancosy [2,c. 14].

30BHINIHIM MPOSBOM CYKYIHOI [Jiii [WX TPhOX KpU3 HAa
MiAMPUEMCTBO € CIIOYATKY HEIUIATOCTIPOMOXKHICTh, a TOTIM i
HECTIPOMOXKHICTh, sIKa 3a pIMIEHHAM | 0CIOTapChKOro Cyoy MOXKe
TpaHchopmyBaTucs B 6aHKpyTCTBO[ 1].

Kpwusza - 06'ekTuBHE sIBHIIE Y COIiaIbHO-EKOHOMIUHIN crcTemi. B
OCHOBI I1i€1 CUCTEMH JIS)KHUTh KePOBaHAa JisIIbHICT JIFOAUHU. 3 OTIISAY
Ha L€ TBEpKEHHS YHUKHYTH KpHu3 He BaaeTbca. Kpim Toro, B
OUIBIIOCTI BUITIKIB CaMe JIFOJIChKa MPUPOIa KPU3H € 11 MPUIHUHOO Ta
TDKEpEeTIoM.
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ECOLOGICAL MARKETING IN THE CONTEXT OF
GLOBAL SUSTAINABILITY: CHALLENGES AND
OPPORTUNITIES

Ecological marketing plays a crucial role in advancing global
sustainability, offering new approaches to business conduct that
promote environmental safety and social responsibility. The primary
objective of this research is to identify the key challenges and
opportunities facing companies in the field of ecological marketing.

This paper will analyze the main theoretical concepts of ecological
marketing and its impact on sustainable development.

Challenges of Ecological Marketing:

1. High Implementation Costs.

One of the main challenges of ecological marketing lies in the
significant financial expenditures required for its implementation.
This includes investments in creating a more sustainable and
environmentally friendly production process, introducing cutting-
edge technologies, and changes in the supply chain. For instance,
transitioning to environmentally safe packaging materials can incur
additional costs compared to traditional materials.

As areal-life example of the high costs of implementing ecological
marketing, consider the activities of Unilever.

Unilever, a global manufacturer with well-known brands such as
Dove, Lipton, and Axe, undertook a key initiative to reduce the use of
so-called "virgin plastics” - plastics that do not contain recycled
material. Between 2018 and 2021, Unilever reduced the use of such
plastics by 16%. Now, more than 17% of their plastic footprint
consists of post-consumption plastics.

2. Difficulties in Calculating ROI.
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Calculating the return on investment (ROI) for ecological
marketing often involves complexities, as many of its benefits are
long-term and not always easily quantifiable.

3. Consumer Perception: Some consumers may perceive ecological
initiatives as excessive or unreliable, especially if they believe these
initiatives have a marketing character rather than a genuine ecological
commitment.

Opportunities for Ecological Marketing:

1. Brand and Reputation Enhancement.

Ecological marketing can significantly improve a brand's
reputation and image. Companies with an active environmental policy
can gain the favor of consumers, employees, regulators, media, and
others. Thanks to their reputation, they can reduce pressure from
activists and media, increase their ability to attract and retain highly
qualified employees, improve public relations, strengthen brand
image, and enhance customer loyalty.

Example: Whole Foods Market: Founded in 1980 as a small store
in Austin, Texas, the company has become a leading global retailer of
natural and organic products, adhering to its original commitment to
strict quality standards and sustainable agriculture.

2. Increasing Customer Loyalty.

Research in the hotel industry has shown that positive perceptions
of a hotel's ecological initiatives have a direct positive impact on
customer trust and satisfaction, as well as their brand loyalty.
Martinez's (2015) study in the hotel industry demonstrates how green
marketing strategies can increase customer loyalty, using an influence
hierarchy model that explores the relationships between green trust,
satisfaction, overall image, and their impact on loyalty.

3. Innovative Business Models.

Innovative business models within ecological marketing open new
opportunities for companies seeking to balance economic success with
environmental sustainability. Here are some key models:

Green Product Design: Environmentally conscious design of
products from the initial stages of development, minimizing negative
environmental impact throughout the product lifecycle.
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Efficient and Localized Production: Using local resources and
efficient, environmentally friendly production methods to develop a
sustainable business that adds value to local resources.

Product-Service Systems: Providing quality services along with the
product meets customer needs, increases loyalty, and reduces waste
and environmental impact.

Ecological marketing plays a vital role in the modern business
environment, offering companies not only the opportunity to reduce
their environmental impact but also to enhance competitiveness.
Using innovative approaches such as green product design, efficient
and localized production, product-service systems, co-creation, and
others, companies can improve their brand and reputation, increase
customer loyalty, and develop sustainable business models.
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INSTITUTIONAL ENVIRONMENT OF ORGANIC
AGRICULTURAL PRODUCTION: ON THE WAY TO
COMPETITIVENESS

The issue of supporting and creating conditions for the
development of organic agro-industrial production in Ukraine is
currently of great importance, since obtaining high-quality and useful
agricultural products is the basis for raising the standard of living of
the population of the state and for the development of the welfare of
its citizens, especially in the difficult political period of martial law.

For Ukraine, the search for opportunities to increase national
competitiveness is of great importance, which means achieving
leading positions in the world market, which ensures an increase in the
standard of living of the citizens of our country.

To characterize the level of competitiveness of the countries of the
world, the global competitiveness index is calculated annually
according to the methodology of the World Economic Forum. One of
the main indicators for calculating this index is the quality of
institutions in the state. Thus, in 2022, according to the ranking of the
countries of the world on the rule of law, Ukraine occupies the 76th
position out of 140 countries of the world. According to the
"weakness" index (a complex indicator that characterizes the ability
(or inability) of the authorities of one or another country to control the
integrity of its territory, as well as the demographic, political and
economic situation in the country), Ukraine in 2022 ranks 92 out of
179 countries in the world [1] .

The main weakness in ensuring the global competitiveness of our
country is the inefficient functioning of institutions and the institutions
they administer [2].

The situation is particularly difficult in the field of production of
organic agro-industrial products, where the reform of the legislative
sphere has been going on for more than two decades. The modern
institutional environment has proven to be ineffective in solving
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current economic, social, and environmental problems, as well as
ensuring the sustainable development of organic agriculture and all
agro-industrial production.

Comprehensive and fundamental revolutionary changes in Ukraine
took place through the change of formal institutions in the field of
organic agricultural production, affecting informal institutions with
great delay. This led to low economic efficiency of land
transformations. For a long time, the improvement of the state agrarian
policy and the overcoming of negative trends in the agrarian sphere
and rural development continued to be associated exclusively with the
further improvement of the formal component of the institutional
environment, that is, the change of the current legislation and the
development of new legislation, without ensuring the optimal ratio of
formal and informal components.

Harmonization of formal and informal institutions occurs
gradually, as the more conservative informal institutions change. In
Ukraine, it is often not just about the need to transform informal
institutions, but about their creation, since in previous decades there
was no basis for the development of informal institutions
corresponding to modern formal institutions. The system of values,
habits, and motivation of many peasant landowners does not meet the
requirements of the market environment. For example, according to
the data of a sample survey of households, almost a third of rural
landowners assign responsibility for their own well-being exclusively
or mainly to the state. Past experience and knowledge often do not
allow rural households to effectively solve issues related to the
organization of commodity production on their own land or
participation in the land lease market and collective defense of their
own interests on it [3].

In such conditions, in order to overcome institutional gaps and
improve the competitiveness of organic agricultural production, the
state land policy should implement the following mechanisms:

- introduction of positive selective incentives for the development
of the necessary formal and informal institutions;

- priority development of social capital, i.e. trust and effective
social interaction between various social groups - authorities,
territorial communities, landowners, land users and owners of
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processing enterprises.

Therefore, increasing the institutional efficiency of agricultural
land use largely depends on the optimization of the institutional
structure, rethinking and coordination of formal and informal norms
in the field of organic production, functions and public needs. It is
necessary to determine the optimal configuration of formal and
informal institutions for Ukraine, which would take into account the
domestic specifics of organic agricultural production. Institutions of
land ownership must work to achieve strategic social goals.

Simply changing the old or creating new legislation, based on
foreign experience, is not enough, because non-working legislation is
not an institution. It is possible to create the necessary social demand
for effective institutions by forming the need for them as a basis for
creating effective formal and informal institutions in the future.
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GLOBALIZATION OF THE INTERNATIONAL
MARKETING ENVIRONMENT

At present, the contradictory process of globalization of world
economic relations is gaining momentum, and the digitalization of the
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economy is actively developing. In these conditions, business entities
engaged in foreign economic activity must take into account the
changes that the global marketing environment is undergoing. A
company, acting as a subject of foreign economic activity, is
inevitably transformed into an open system, and the international
marketing environment actively affects the state and dynamics of
almost all intra-company processes. At the same time, subjects of
foreign economic activity, especially large ones, also influence the
international marketing environment, initiating global trends by their
actions. Marketing is the central concept of modern internal
management, designed to harmonize the interrelations of the internal
and external environment of the company. Therefore, the condition for
the relative stable position of the subject of foreign economic activity
in a situation of a high degree of uncertainty in the market situation is
the monitoring and timely adjustment of actions taking into account
changing circumstances and global trends in the international
marketing environment.

Global trends in the international marketing environment include
its increasing complexity, increased interdependence of components,
turbulence and uncertainty, as well as increased competition.
Economic entities must take into account in their foreign economic
activity more and more factors that are due to the growth in scale, as
well as participants in international activities, the complication of
forms and methods of international economic relations, the integrated
nature of the interaction of political and legal, economic and socio-
cultural components. For example, according to the Forbes rating of
the world's largest public companies, the Chinese bank ICBC has been
the leader of the global rating for more than one year in a row. There
are also two banks from China in the top three: China Costruction
Bank and Agricultural Bank of China. This is followed by another
Chinese bank, Bank of China. The top 10 included Warren Buffett's
Berkshire Hathaway, JP Morgan Chase and ExxonMobil oil and gas
corporation, China's PetroChina and American General Electric.

Due to the actions of some countries on the world stage, the
unpredictability of the development of the international marketing
environment is increasing. Faced with country risks and the
impossibility of accurately forecasting diverse and often
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multidirectional events, companies in the international marketing
environment must monitor the development of this environment
online through the creation of appropriate structural divisions. It is
important to note not only the growth in the number of global
companies, but also the increase in their influence on solving various
geopolitical, social and other country problems. The intensification of
competition is manifested, in particular, in an increase in the number
of global brands (brands), an increase in the number of bankruptcies
of companies and corporations, and international banks. The result
was mergers and acquisitions and the creation of strategic alliances.
For example, one of the world's largest pharmacy companies was
formed as a result of the takeover of the British-Swiss company
Alliance Boots by the American pharmacy chain Walgreens.

Currently, the company's portfolio of retail and business brands
includes Walgreens, Duane Reade, Boots and Alliance Healthcare,
global health and beauty product brands such as No. 7, Soap Glory,
Liz Earle, Sleek MakeUP and Botanics. Walgreens Boots Alliance.
There are also companies in which she has a stake. They are present
in more than 25 countries, and the total number of employees is more
than 385 thousand people. In addition, Walgreens Boots Alliance
owns more than 13,000 pharmacies, cosmetics, perfume and hygiene
stores in more than 11 countries.

Walgreens Boots Alliances distribution network includes 390
distribution centers that serve more than 230,000 pharmacies, doctors,
medical centers, and hospitals in more than 20 countries each year. At
the same time, the consideration by exporters in foreign economic
activity of global trends in changes in the international marketing
environment will contribute to the implementation of the goals and
objectives of national programs for the support and development of
exports, and will also strengthen such strengths of national exports as
the presence of a system of state support for exports, without which it
is practically impossible to successfully develop the international
activities of companies in modern times, a favorable geographical
location. expansion of the available sales market within the EAEU,
the availability of a distribution network of domestic manufacturers
abroad and human resources for the development of in-demand
industries.
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KOMUNIKACYJNE SKEADOWE MARKETINGU
EKOLOGICZNEGO

Ekologizacja wspotczesnego biznesu powigzywana jest z kilkoma
globalnymi $wiatowymi tendencjami. Pierwsza — to podrozanie i
zmnigjszenie zapasow zasobow naturalnych, co stymuluje ich bardziej
ekonomiczne wykorzystanie w trakcie prowadzenia dziatalno$ci.
Druga — zwigkszenie skali dzialalno$ci gospodarczej i rujnujacych
wplywow jej rezultatow na otaczajace Srodowisko. Trzecia — to
uswiadomienie przez przecietnych obywateli niezbednosci ochrony
otaczajacego $rodowiska. Ostatnie wywotuje ze strony konsumentéw
potrzebg ekologicznego bezpieczenstwa towarow i ustug.

Konsumenta zaczyna interesowacé, jak byt wyprodukowany towar,
biorgc pod uwage naniesienie szkody otaczajagcemu Srodowisku, jakie
ekologiczne problemy moga wynikna¢ przy eksploatacji towaru i jaka
szkode dla zdrowia samego konsumenta moze wyrzadzi¢ spozywanie
towaru. Odpowiednio wzrasta rola komunikatywnego wplywu
producentéw dobr ekologicznych na potencjalnych i rzeczywistych
konsumentow. O ile zaspokajanie wymog konsumenta jest warunkiem
rozwoju jakiegokolwiek biznesu, to uwzglgdnianie ekologicznych
potrzeb konsumentéw i ich odzwierciedlenie we wlasciwym czasie
przez system komunikacji na wspolczesnym etapie staje si¢
strategicznym zadaniem i dla kazdego przedsicbiorstwa. Jednym ze
skutecznych sposoboéw jego rozwigzania jest wprowadzenie na
przedsigbiorstwach marketingu ekologicznego i odpowiadajacych mu
elementow komunikacyjnych, powstanie ktorych stato si¢ reakcja na
potrzebe uwzglednienia w strategii rozwoju biznesu imperatywu
ekologicznego.

Zgodnie z wyznaczeniem marketingu przez Amerykanska
Asocjacj¢ Marketingu, do eckologicznego, czyli ,,zielonego”
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marketingu zalicza si¢ marketing towarow, ktore uwazane sg za
bezpieczne dla otaczajacego S$rodowiska. Wielu marketologow
rozpatrywuje ekologiczny marketing jako réznorodno$¢ zwyczajnego
marketingu, podstawowymi odmienno$ciami jakiego sg akcentowanie
aspektow, powigzanych z otaczajacym  $rodowiskiem, i
pierwszenstwo interesdéw spoleczenstwa stosownie do interesow
osobnych organizacji [1].

Ekologiczny marketing wymaga budowy strategii rozwoju
przedsigbiorstwa z uwzglednieniem dwodch charakterystyk —
ekologicznych perspektyw, ktore oceniaja wspolny wplyw
dziatalnosci ludzkosci na otaczajace $rodowisko, i ekologicznych
zobowigzan przedsigbiorstw. Ekologiczny marketing skierowany jest
na przetwarzanie wymog konsumentow na ekologicznie orientowany
popyt na towary, sprzyjajacy zachowaniu ekosystemu planety, i
zabezpieczenie  stalego  rozwoju  osobisto$ci,  odrebnych
przedsigbiorstw i catego spoteczenstwa. Inne okreslenie marketingu
ekologicznego — to zbidér wszystkich rodzajow dziatalno$ci
dotyczacych stwarzania i ulepszania jakichkolwiek operacji wymiany,
majacych na celu zaspokajanie potrzeb cztowieka z minimalng szkoda
dla otaczajacego $rodowiska [2].

Komunikacja z konsumentami jest wyjatkowo istotnym
elementem marketingu ekologicznego. Wynika to z przyczyn szkod,
wyrzadzonych $rodowisku naturalnemu, wymienianych przez
konsumentow: nie rozumiejg problemu — 10%; brak czasu — 12%;
niewygodne — 21%; lenistwo — 23%; jest taniej — 8%; brak alternatywy
—26% [3].

Do ekologicznego marketingu naleza:

1) promocja na rynku za posrednictwem kompleksu komunikacji
marketingowych ekologicznie bezpiecznych towarow;

2) innowacje, skierowane na produkcje ekologicznie bezpiecznych
towaréw czy ushug, do ktorych zaliczamy towary czy ushigi z
mniejszym spozywaniem resursoOw, wigkszym terminem stuzby,
mniejszymi odpadami i mniejszym szkodliwym wplywem na
otaczajgce srodowisko w ciggu catego zyciowego cyklu;

3) innowacje w  kierunku  stworzenia  ekologicznie
bezpieczniejszych opakowan;
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4) zastosowanie ekologicznie bezpieczniejszych $rodkéw
transportowania, przechowywania, eksploatacji i utylizacji produkcji;

5) zabezpieczanie ekologicznej czystosci na etapie demonstracji,
kupna i spozywania towaru;

6) badanie i formowanie popytu na ekologicznie bezpieczne
towary;

7) reklamowanie ekologicznie bezpiecznych towardw i
ekologicznych aspektow towarow i ustug;

8) zabezpieczenie konsumentéw informacja, o ekologicznych
wlasciwosciach  towardéw, drogg ekologicznego markowania,
ekologicznej sertyfikacji;

9) formowanie w $wiadomo$ci konsumentdow pojmowania
waznosci  ekologicznych  parametréw  towarow 1 ustug,
przeprowadzanie o$wiatowej dziatalnosci;

10) formowanie obrazu ekologicznie odpowiedzialnego
przedsigbiorstwa;

11) uwzglednienie ekologicznych aspektow przy wyborze
partneréw biznesowych;

12) wdrozenie na przedsi¢biorstwach systemu migdzynarodowych
standartow  odpowiedniego  ukierunkowania i  formowanie
wewnetrznego systemu ,,ekologicznych standartow”, majacych na
celu zajecie pozycji ekologicznego lidera i otrzymanie odpowiednich
konkurencyjnych przewag;

13) wplyw na panstwowe i spoteczne organizacje, majacy na celu
promowanie ekologicznych wymog do towardéw czy ustug;

14) sponsorowanie ekologiczne;

15) formowanie osobnego ekologicznego rynku, to znaczy rynku
towarow 1 ushug, skierowanych na kompensowanie czy poprzedzanie
naniesienia szkody otaczajacemu $rodowisku i zdrowiu cztowieka.

Wszystkie kierunki te w taki czy inny sposéb wymagaja
odpowiedniej komunikacji z potencjalnymi i rzeczywistymi
konsumentami, a przy realizacji kierunkow 1, 6-11 i 13-15
komunikacja odgrywa czotowa rolg.

100



Bibliografia:

1. 3imoBuyk H. B., Pamenko A. B. Exonoriuyamii mMapKeTHHT.
Kuromup : Bug-Bo KAV im. I. ®panka, 2015. 190 c. Dostepny w:
http://ir.znau.edu.ua/handle/123456789/3786 (accessed on 21.11.23).

2. Xyxos C. A. ExonoriuHa eBOJIOLIS MAPKETUHTY. EKOHOMIUHULL
dopym. 2020. Ne 4, Dostepny W:
https://dspace.uzhnu.edu.ua/jspui/handle/lib/36956  (accessed on
21.11.23).

3. Polonsky M. An Introduction To Green Marketing. Dostepny w:
https://escholarship.org/uc/item/49n325b7 (accessed on 21.11.23).

Lieskovska V., Prof. Dipl. Ing., PhD
University of Economics in Bratislava,

with seat in KoSice (Slovakia)
Reshetnikova I., Prof., Doctor of Economics
National Aviation University (Ukraine)

SOCIALLY RESPONSIBLE MARKETING IN RETAIL:
EXPERIENCE OF SLOVAKIA

According to research by marketing agencies, one of the main
trends in consumer behaviour on which the marketing strategies of
FMCG retail chains will focus will be "healthy food and a green
lifestyle. Despite the difficult situation caused by the war, the demand
for products with natural ingredients, organic products, without GMOs
and chemical additives is growing. There is also an increasing demand
for goods made from ecological materials, with reduced use of plastic
and other environmentally harmful materials. [1] Consumer behavior
is becoming more rational, conscious, and such changes are primarily
felt by retail enterprises, which must demonstrate a responsible
attitude towards their customers, society, and the surrounding
environment.

This problem, in particular, was investigated by: Zvarych, R.,
Homotiuk, V., Rivilis, 1., Deyneka, Yu. [2]; Boiko, O. [3], Kurland,
N., Baucus, M., Steckler, E. [4]; Reshetnikova, ., & Sanak-
Kosmowska, K. [5]. These scientists emphasize that in the conditions
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of economic and political crises, pandemics and armed conflicts,
socio-economic processes become unstable, economic risks increase,
social tension increases, therefore it is extremely important to ensure
a balance of the economic interests of business with the interests of
society and individual consumers

According to Kantar research, 30% of consumers will buy products
based on the brand's level of social responsibility and political beliefs.
In 2022, there were 5% more such purchases than in 2020. Among the
directions of social responsibility for Ukrainian consumers, the most
understandable are the offer of goods at promotional prices,
condemnation of aggression, support of the Armed Forces of Ukraine,
support of communities. According to Kantar Ukraine research, which
was conducted in August 2023 on Kantar Panel Ukraine's own panel,
among the Top 3 expected topics in advertising, Ukrainians want to
see: offers of special conditions (discounts, promotions) -80%;
information about support of Ukrainian culture -73%, information
about assistance to the army from the brand -72% [6]. Military actions
on the territory of Ukraine negatively affected the environment and
exacerbated the issue of its protection. In addition, the transition to
European standards requires compliance with the requirements for
processing and disposal of waste, reducing the use of plastic in product
packaging, and greening retail. In this direction, the experience of
Slovakia will be useful, where for more than a year the mandatory
payment of a deposit and the acceptance of return containers (plastic
bottles and aluminium cans) have been in effect. The deposit for a
bottle and can is 15 and 13 cents, respectively. They are not included
in the price and are collected separately at the checkout. You can
return the deposit container in special machines that are installed in
the store premises or nearby. After returning, the machine issues a
check for the corresponding amount, which can be purchased with
products only in the same store. Vending machines that accept deposit
containers have become part of many stores and are installed in more
than 7,000 retail establishments throughout the territory of Slovakia.
According to the Law, stores with an area of more than 300 square
meters are obliged to accept containers for recycling. Only bottles with
a special barcode and a sign used by manufacturers to mark the
container are accepted for processing. It must be said that such a
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system is to the liking of consumers who actively hand over plastic
and aluminium bottles for recycling.

As experts note, annually about 1 billion plastic bottles are used in
Slovakia. Of these, 400 million end up in landfills or in the wild.
Thanks to the deposit system, up to 95% of single-use plastic
containers will be recycled. Slovakia became the first country in
Central Europe to introduce such a system in retail. The plastic
packaging recycling system also operates in Sweden, Denmark,
Finland, Estonia, Germany, the Netherlands, Lithuania, Croatia, as
well as Norway and Iceland.

Thus, social responsibility can create additional value of the
campaign if there is a favorable business environment for it and it is
shared by end consumers.
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PROSPECTS FOR ECOLOGICAL MARKETING
DEVELOPMENT IN UKRAINE

The year of the full-scale invasion of Ukraine became, as expected,
one of the most difficult in our history, and small and medium-sized
businesses faced unprecedented challenges. According to the survey
conducted by the European Business Association as part of Unlimit
Ukraine, the mood of SMEs dropped to the second-lowest value in the
entire six-year study - 2.4 points out of 5 possible. Nevertheless,
Ukrainian entrepreneurs are bolstering their resilience and ability to
adapt to conditions of immense uncertainty.

First, the most basic needs according to Maslow's hierarchy will be
met. However, the more these needs are satisfied, the more businesses
with an ecological focus will emerge. These could include organic
food stores, eco-design firms, eco-construction companies, eco-
tourism ventures, waste processing facilities, and the production of
eco-friendly toys.

Scientists Vasyutkina N.V. and Zui M.O. [1] outline the following
stages of environmental marketing:

1. Stage of ecological marketing: Aimed at reducing dependence
on partially harmful goods and aiding in resolving environmental
problems.

2. Environmental marketing: A comprehensive approach
targeting the reduction of detrimental impacts through lean production
technologies and innovative products.

3. Sustainable (balanced) marketing: A radical approach
intended to cover all expenses associated with environmental
preservation for establishing a sustainable economy.

Ecological marketing emerged at the intersection of fulfilling
customers' ecological needs, preserving the environment, and
achieving enterprise profitability [1].

In comparison to global statistics, as per a recent report from
Circana and New York University's Stern Center for Sustainable
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Business, despite significant inflation, products sold based on
sustainable development principles captured a considerable market
share in 2022, now representing 17.3% of purchases, as opposed to
traditionally sold products. This marks a 0.3% increase from 2021.
Over five years, the cumulative annual growth rate for this category
stands at 9.48%, nearly doubling the growth rate of traditionally sold
goods, which stood at 4.98% during the same period [2].

Certainly, while there might not be conflicts in other countries or
certainty regarding the state of the Ukrainian economy, the
incorporation of these ecological concepts is imperative upon the
establishment of new enterprises:

1. Embrace renewable energy sources, such as bioenergy (notably,
Ukraine harvests over 50 million tons of grain crops, yielding 1.5-2
tons of straw or plant residues per ton of grain. This indicates
Ukraine's substantial energy potential from straw and plant waste [3]),
wind power, geothermal energy, and solar power.

2. Adopt ecological construction practices, centered on energy
conservation and environmental principles. It actively advocates for
energy efficiency and the utilization of renewable energy sources like
solar and wind power. Emphasizing the use of environmentally
sustainable building materials and technologies is also advised. This
approach primarily aims to establish secure and comfortable living
spaces. Ecological construction contributes to minimizing
environmental impact during construction, reducing operational
expenses, and ensuring comfortable living conditions. Given the
expected destruction of nearly 160,000 houses by 2023, this concept
will be profoundly relevant in the post-war development phase [3].

3. Sustainable, or green, transport, it includes any type of
movement aimed at reducing the impact on the environment. This
includes walking and cycling, environmentally friendly cars, for-hire
transport services, transit-oriented planning and efficient urban
transport systems. They contribute to economy, saving space and
popularizing a healthy lifestyle.

4. Waste processing and reuse of materials.

5. Green tourism and environmentalization of tourism. Green
tourism is a form of travel that emphasizes the protection of nature and
cultural values of the region. It is often associated with rural areas and
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natural areas that have remained unchanged by human influence. This
concept also covers the entire field of tourism activities with a
reduction in the negative impact on the environment.

6. Implementation of ecological thinking through educational
activities can positively influence people's behavior. In one
experiment, scientists told online shoppers that other people were
buying green products. And it turned out that the number of
environmentally friendly purchases increased by 65% [4].

It can be noted that recovery after the war should be accompanied
by the birth of enterprises with an ecological focus. Likewise, when
opening new businesses, it is important to consider environmental
concepts, which include renewable energy sources, green
construction, sustainable transportation, waste recycling, green
tourism, and the introduction of ecological thinking through
educational activities. This will help create a more stable and
environmentally conscious economy.
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EKOJIOI'TYHICTb MAPKETHUHI'Y SIK IIPHHIIUIT
KOHIENIII MAPKETHUHI'Y MOXJINBOCTEU

3a ycix yaciB y BiINOBib Ha MEPETBOPEHHS EBOJIOLIOHYBAB
MapKeTHHT, SK CydacHa Teopis MOBEHiHKM (GipMH Ha PUHKY Ta
¢dinocodiss Oi3HeCy, BUKOPHUCTAHHS SKOi JO3BOISIIO CYO’e€KTaM
TOCHOJAPIOBaHHs BW)KHMBATH, aJanTyBaTHUCS Ta pPO3BUBATUCS Y
HOBOCTBOPEHUX YMOBaX. I[IpOTSAToM CTOJNITTS 3MIHIOBAJIUCS Ta
pO3BUBANHCA Pi3HI KOHIEMIi MapKEeTHHTY: BiJ KOHIEHIIH
yIOCKOHAJICHHS BUPOOHUIITBA, YIOCKOHAJICHHS TOBapYy,
iHTeHCU]iKamii KOMEpUiHHUX 3yCWIIb, KJIACHYHOTO Ta COLIANbHO-
€TUYHOTO MApPKETHUHTY JI0 KOHICMIIH MAapKeTHHTY B3a€MOIii,
XOJicTHYHOTO, iHHOBamiiHOTO MapkeTwHry [l1]. Koxna 3 HEX ¥y
BHU3HAUYCHUI MIEPi0JT Yacy HaJ/iaBajia BiJIIOBITHUI aKTyalbHUM YMOBaM
TOCIOJIapIOBaHHA Ta  crnenuiYHIM  MapKETHHTOBUM  IIJISIM
IHCTpyMeHTapiil, BUKOPUCTAHHS SKOTO J03BOJISLIO BHPIITYBaTH HOBI
CTpAaTEriyHi Ta TAKTUYHI 3aBJaHHS. AJICKBATHOIO O€3MpeleICHTHUM
BUKJIMKaM, 3YMOBJICHHMX CIIOYaTKy Haciiakamu OOpoThOH 3
nauaemiero COVID-2019, a gani BificbKOBOIO arpeci€lo, € KOHIIETIIis
MapKeTUHTy MOJJIMBOCTEH, sika (opMye HOBE YSBIEGHHS TIPO
OpUHIMNY, (QYHKIOi, 3aBJaHHs, IHCTPYMEHTH Ta TEXHOJOTii
MapKeTHHTY, HEOOXiJHI i1 pO3BUTKY Oi3HECY B HOBiH pealbHOCTI
[2]. ImmmemenTamis i€l  KoHIemmii repemdadae  iHiIiaIiro
HEOOXITHUX 3MiH 1 TpaHchopmalii B YCiX acmekrax IisuTbHOCTI
cy0’€KTy TOCTIOTAPIOBAHHS.

VYcnix kommaHiil Bke JaBHO He 0OMEXYEThCS JIUILE SIKICTIO TOBapy
gy  e(EeKTUBHOIO MAapKETHHTOBOIO cCTpareri€ro. Yce Ouiblie
aKTyalli3yeThCS mpoOeMaThKa ITi IBHUIIIEHHS corianbHOT
BiJIMOBITabHOCTI Oi3HECY Ta CIIOKWBAYiB, SIKI 3 YaCOM YBaXKHiIIe
CTaBJISITHCS 10 HACTI/IKIB BIUIMBY BUPOOHHUIITBA, IPOIYKTIB Ta MOCIYT
Ha CYCIIBCTBO 1 HABKOJHIIHE  CEPENOBHUINE. 3POCTaHHSI
YCBIIOMJIGHOCTI ~ CIIOXKMBAadiB  MIOAO  COINAIbHUX  TpoOiieMm,
EKOJIOTIYHMX AaCIEKTIB Ta 3arajJbHOr0 BIUTMBY Oi3HEC-TIPaKTHK Ha
CyCHUIBCTBO 3yMOBHJIO KOMITaHii BIIPOBAKYBATH COITiabHi-€THIHI
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LIHHOCTI B CBOi MapKeTWHTOBI crparerii. Hamaratoumce 3amyuntn
yBary © cdopMmyBaTH  JAOBIpy  CIOXKHBa4iB,  MiABHIIUTH
KOHKYPEHTOCIIPOMOXKHICTh HAa PHHKY, MOKpAIIUTH pEMyTaliio B
CYCIILIbCTBI, KOMIIaHIT  3ampoBaKyBaJIA coLiaJIbHO-€THYHI
MPUHIIUIN  Ta BIANOBINATBHICTh, SK €JIEMEHT KOPIOPaTUBHOI
KyJIbTYpH. 32 OCTaHHI POKH B 0i3HEC KOJIaX BXKE CTaJI0 arpiopHUM
JiSITH 3 ypaxyBaHHAM 3allUTiB CIOXKUBadiB, MOTpeO CYCIiNbCTBa,
n6aTty TMpo AOBKULIH, MPALiBHAKIB Ta pOOWTH BHECOK Y 3arajbHUMA
no0poOyT. Ane 3 ypaxyBaHHAM HachiakiB moxiit 2020-2023 pp., mo6
BUOYZOBYBaTH MillHI Ta TpHBaJdi B3a€EMOBIAHOCHMHU 3 YyciMma
cy0’exTamMu PUHKY (cnoxvuBauamu, MOCEepETHUKAMU,
MocTavalbHUKaMU, IeP>KaBHIMHU OpraHaMH, CyCITUTECTBOM B IIJIOMY),
MOTPIOHO Jemio OuIblle, HiX ColiajdbHa BIAMOBIIAIBHICTh. Tomy
HOBUIM TPHHIMUIN KOHIEHIT MapKETHUHTY MOXKJIMBOCTEH —
€KOJIOTI9HICTh MAPKETHHTY.

ExonoriunicTh y By3bKOMY pO3yMiHHI O3HAa4a€ BHUKOPHUCTAHHS
eKo-, 010- Ta 3eJeHMX TEXHOJOTiHM, a0aliIMBe CTaBICHHS [0
HaBKOJIMIIHBOTO CEPefoBHIA Ta HoOro 30epeXeHHs B Mpoleci
TSUTBHOCTI, alle € Ie iHIe, IMUPOoKe, emo (imocodchke po3yMiHHS
€KOJIOT1YHOCTI SIK ParHeHHs JI0 €THYHOI MOBEIIHKN Ta 30€peIKeHHS
JIOBIpY B MIDKOCOOMCTHX BiTHOCHHAX. TaK0X TEPMiH «EKOJIOTTUHICTh
JOCUTHh TNOUMPEHWH B TMCHXOJOrii, B HAaIIOMYy O>KHUTTI YacTo
BUKOPUCTOBYEThCS CIIOBOCIIOJIYUEHHS «EKOJIOTIYHI» CTOCYHKH, SIKi
XapaKTepU3yIOThCSl  KOPUCHOIO,  MPHEMHOIO,  HEOOTSHKIUBOIO
B3aeMofi€r0 3 iHMMMU. Lle TakoX O3Hauae He BUKOPHCTOBYBATH
HIYOTO 3apajiy BIACHUX 1HTEPECIB, 10 MOXKE HAIIKOAUTH 1HIIOMY.

B KOHTEKCTI MPHHIUITY KOHIENII MapKETHHTY MOIIUBOCTEH
€KOJIOTIUHICTD PO3TIISAAETHCS K CYKYITHICTh MOPaJbHHUX, €THYHUX
LIHHOCTEH Ta YCBiIOMJIEHA BiJMOBINAJIBHICTD, SKi JIO3BOJISIFOTH
BUOyIyBaTH MII[HI Ta B3AaEMOBHIIJHI BIJHOCHHM 3 yciMma
3alliKaBJICHUMH CTOpOHamMH OI3HECY 1 JocATaTd YCIIiXy, JOJIaTH
npodIeMH 1 MepelKoy, BUPIIyBaTH Ha i OCHOBI MPOOJIEMH 321715
e(eKTHUBHOCTI Ta PO3BUTKY. KIIOWOBUMH XapaKTepHCTUKaMU
€KOJIOT1YHOCTI MapKeTWHTYy Ta Oi3Hecy BHU3HAUEHO MaKCHMAIlbHY
YECHICTb, BIIKPUTICTh, CIIPABEIIUBICTh, BiIIIOBIJAIBHICTE, IIIUPICTh,
TypOOTY Ta IPUHIIMIT HE HALIKOIUTH.
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VY CBITI IepeHaCHYCHOMY PEKJIAMOIO Ta OOIITHKAMH, CIIOKHBAUl
CTalOTh BCE OUTBII KPUTHYHHMH Ta BUMOTIHUBHMH. Komm OpeHn
Oarato o0ilsie Ta HAMAraeThCs MPUKPACUTH CBill POIYKT, 11 HEPiIKO
MPU3BOAUTH A0 (HOpMYBaHHs HETATUBHOTO CTaBJICHHsI cepe]] KIII€HTIB.
Sxmo OimpmricTe MMomanHoi iHdopMariii He BIAMOBiTaE MIHCHOCTI,
pe3yNbTaT CIOXKWBAaHHS Tipiie, HDK OYIKYBaHHS, y CIOXHBadiB
BUHHMKA€ HE3aJ0BOJICHICTh, po3uapyBaHHs. Lle BUKIUKae HEeraTuBHE
CTaBJICHHS 10 OpeHAy, MOUYMHAETHCS MOIIMPEHHS IOIaHUX BIATYKIB,
OpeH BTpadae CBOiX KIIEHTIB, MOBEPHYTH SKHX BXEe HOMYy He
BIACThCSl  HiKONMHM. UYeCHICTh, BIJABEPTICTh, MPO3OPICTh CTAIH
KIIOYOBUMH TpUTepaMu (QOpPMYBaHHS JOBIpH CIOXXHBaYiB [0
MpOAyKTy/OpeHay. YecHiCTh y MapKeTWHTY O3Haudae Oinblme, HiK
MpOCTO He TMepeOUTbllyBaTH W TepegaBaTH TPaBOUBY, a He
nepekpyueny indopmanito. Ile BiakpuTicTh y BigHOCHHAX 3
KIII€EHTaMH, TOTOBHICTh JIO JaJIOTy, 3/IaTHICTh BiANOBINATH Ha iXHI
NUTAaHHA Ta CYMHIBH, a TaKOX Y3TO/DKEHICTh pETbHUMHU
ouikyBaHHsMH. Komn OpeHn BHABISE MaKCUMalbHY YECHICTH Y
MapKeTHHTOBUX 3yCWIUIIX, OyAyeTbcs INUpa JOBipa, IO €
HaWI[iHHIIIAM  aKTUBOM Oyjab-sikoro OizHecy. Kpame OyTu
BIJBEPTUMH TIPO TE€peBar Ta OOMEXEHHsS NpPOAYKTY. JlomminbpHO
30CEepEeIUTHCS HA THX XapaKTEPUCTHKAX, SIKi AIMCHO BUTIPABJOBYIOThH
OUiKyBaHHS CITO’)KHMBaYiB, 3aMiCTh MAaHIITyJIATABHOTO MPHKpAIIaHHS.
Aje, konu OpeHJ| IUPO Ta BIJBEPTO MPOCYBAE CBOK MPOIO3HUIIIIO
HaBiTh SKIIO TPOAYKT HE € ileallbHUH, CHOXHBadi Oifbll OyayTh
CXUIIBHI TOBIPSTH TaKOMY OpeHIy.

BiiicekoBa arpecis Ha TIepeiHi IUIAH BHCYHyJla TEMY
CIpaBeJIMBOCTI B Oi3HECY, MApKETHHTY, B KUTTI B IIJIOMY. YKpaiHa
Ta yKpaiHIIi 3apa3, K HIXTO B CBITi, CTHKHYJIHCS 3 BTpPAUaHHSM BipH B
CIpaBeJIMBICTh 1 MOIIMPEHHSIM HecnpaBeInBOCTi. JKaximBa, a came
TOJOBHE — HIYMM HE CIPOBOKOBaHAa BiiiHA, Hai0inbma
HeCTpaBeUIUBICTh s Hac. Ham Gonsiie Ta Tipko 4yTH Ti HaJlyMaHi,
HEOOIPYHTOBaHI HapaTHBH, SKUMH HaMararoThCsl i BUIpaBAATH.
Haii0inbme x po3uapyBaHHS BiJl KOMIIAHIH, SKi BipATh Mponarasii, a
ripure, KOJXH PO3YMIIOTh IO HECHpaBeINBICTh, ane HIyTh Ha
KOMIIPOMIC 31 CBO€IO CBIJJOMICTIO, COBICTIO 3apagM Tpomed i
npuOYTKiB Ha BETUKOMY PHHKY KpaiHu arpecopa. Haxanb mocraTHs
KUTBKICTh TIPUKIAIIB BEIMKUX MDKHAPOIHMX KOMIIaHIHM, CBITOBHX
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OpeHiB, SKi B CBOIX CTPATErisX MPOTOJIONIYBAIH COIiaIbHO-€THIHI
TIPUHIININ, HUMHA X 1 mocTynmiucs. BiifHa i cripaBeIHBICTh CcTanH
MEPEeBIPKOI0 HA CEKOJOTIYHICTh IMX KOMIIaHiH, iX YeCHICTb,
BiJIBEPTICTb, 3/aTHICTh JOTPUMYBATHUCS MPOTOJIOMICHUX MPUHIIMUIIIB,
CIIPOMOXKHICTh TOCTYIHTHCS MaTepialbHUM 3apafy CyCHiTbHUX
IHTEepeciB Ta CIpaBeIMBOCTI. Y BHITAIKaX, KOJIH KOMIAHII MOMIpH
CIPaBEUIMBICTh 1yTh Ha KOMIIPOMICH 3 IIIHHOCTSIMH Ta MOPAJLIIO,
CIIO’KMBaYl HE MPOo0Avar0Th IIHOTO, BOHU BiJMOBIISTIOTBCS Bill TAaKHX
OpeHiB Ta iX MPOIYKTIB.

OnuH 3 KIIIOYOBHX (PAKTOPIB, SIKUM BHU3HAYAE YCIIiX OpEeHIy — Iie
BiJIMOBiabHICTE. MOBa Hijie PO CBiZOME PUAHATTS OpPESHIOM PO,
SKy BiH BIJirpac B CYCHUIBCTBI 1 #oro 3000B'si3aHb mepen
CIOKMBAa4YaMU, TMpalliBHUKaMH, CIIUIBHOTaMH, TMPHUPOJIOK  Ta
CYCHUILCTBOM B LiJOMYy. BiamoBimaneHuii OpeHI TpUAiise yBary
eTUYHUM CTaHJapTaM, JOTPUMYETHCS TIpaB CIIOKUBAYIB, 3a0e3medye
HaJIe)KHI YMOBH TIpalli Ta ii OTuIaTH, MKIYeTbCS MUTAHHSIMA OXOPOHH
JIOBKIJUJIS Ta Ipalfoe Ha OJaro cycrijabcTea. Lle mposBiseTscs yepes
3000B'sI3aHHS BUPOOIISATH €KOJIOTIYHO YHCTI MPOYKTH, IMiITPUMYBaTH
COIiabHI TPOEKTH, BIPOBAKYBATH CTaJIl MPAKTHKU BUPOOHHIITBA Ta
PO3yMHE CIIOKMBaHHS. BpeHau, siki BHSIBIISIOTH BiANOBIAAIBHICTD,
3MaTHI 3allydYUTH Ta YTPUMATH Kpalmlux Ta BIPHUX KIIIEHTIB,
MpuBaOIIOBATH TAJAHOBUTUX TMPAIiBHUKIB Ta OTPHMATH MAOBIpY
CHIIBHOT. BOHM CTBOPIOIOTH CTA0LIbHY OCHOBY IS CBOT'O CTajOro
po3BUTKy. TUM caMHM BiJNOBINAJIBHICTH OpEHIY CTa€ HE TUIBKH
MOpaJBbHUM OOOB'SI3KOM, aje i CTpaTeriyHuM IHCTPYMEHTOM, IO
BU3HAYae ycmix i cuimy OpeHny. Bona BigoOpakaerbcs y Horo
3IaTHOCTI JIISATH BiJMOBIJHO J0 BHIIUX CTaHIAPTIB JT0OPOYECHOCTI.
Le o3Ha4ae AOTpUMaHHSI ETHYHUX MPHHIUITIB, YECHOCTI, IPO30POCTI
Ta BIIKPUTOCTI B YCiX acCleKTax AisTbHOCTI KOMITaHii.

IrHOpYyBaHHS TPHUHIMIY BIANOBIAATBFHOCTI MPHU3BOIUTH 10
CepHO3HMX HETaTWBHUX HaCHiAKiB uis Oi3Hecy. [loripuryeTbes
penyTauis OpeHAy, BTpa4aeThbCs 10Bipa CHOKHUBAYiB, 3HELIHIOIOTHCS
JOCATHYTI KOHKYpPEHTHI TIepeBard. be3BiANOBiAambHI KOMMaHii
MOXYTh CIPHYMHUTH TaKi NpoOjeM, SK €KOJOTiuHI MOpYIICHHS,
coliaJibHE BHHHILIEHHSA, 3arpo3a 3A0pOB’I0 uepe3 HeadadicTh y
BUPOOHUITBI Ta HU3BKY SIKICTh MpoAyKii abo mocmyr. Bei wi hakropu
HPU3BOJSTE 0 HETATUBHOTO CTaBJICHHS CIIOKMBAYiB, CKapT, MOTaHUX
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BITYKIB Ta SIK HACTIAOK — O BTPATH CHJIU 1 MOMYJISIPHOCTI OpeH.y.
BincyTHicTh BIAMOBITANBHOCTI TPHU3BOAUTh W [0 FOPUIAMYHUX
npobnem, mrpadiB Ta CyJOBHUX MO30BiB, IO MOXYTh 3HA4YHO
MOWKOIUTH (piHaHCOBHUI cTaH kommaHii. [loripiryeTscst BHYTpilIHii
KJIIMaT KOMIaHii, 3’ sIBIA€THCS HEAOBIpa MPAIliBHUKIB Ta 3HIKYETHCS
MOTHBAIIIS JOCATATH BUCOKUX CTaHIAPTIB Ta Pe3yJIbTaTiB.

Exonoriunicte MapKeTHHIY CTa€ HE TUIBKH MOpaJbHUM
00OB'SI3KOM, ajie i CTpaTeriYHUM IHCTPYMEHTOM, IO BU3HAYa€ HOTO
yCHiX Ta MepcreKTHBH Kommadii. BoHa BimoOpakaeTbcs y Horo
3IaTHOCTI JISITH BiJOBIIHO /IO BHIUX CTaHIAPTIB 1 IiHHOCTEH. [le
O3Ha4Yae NOTPUMAHHs €THYHHX MPUHIIMIIIB, YECHOCTI, MPO30POCTi Ta
BIIKPUTOCTI B yCiX acleKTaxX AisUTbHOCTi. 3000B'I3aHHSAM OpeHIy €
Opatu Ha cebc BIANMOBINANBHICTH 3a BJIACHI Jii Ta BIUIMB Ha
CIIOYKUBAYIiB, CIIJIBHOTY, HABKOJIUIIIHE CEPEIOBUIIIC.

B xoHmentiii MapkeTHHTY MOXKITUBOCTEH €KOJIOTIYHICTh (YECHICTD,
BIJIKpUTICTh, CIIPaBEIIUBICTb, BIANOBINANBHICTh, IIHPICTh) Ma€
TPAaHCIIOBATUCST B YCBOMY: JyMKax, NPOAYKTaX, KOMYHIKaIlisX,
pIIICHHSX, B3a€MOBIJHOCHHAX, MapKETHHIOBUX IHCTPyMEHTax Ta
TEXHOJIOTsIX, sIKi 371aTHI (JOPMYBATH JOBIPY 1 MO3UTHUBHE CTABJICHHS
1o OpeHny, siki 3abe3neuaTb HOMY yCIIiX 1 pO3BUTOK KOMIIaHii.

CnHcoK BUKOPHCTAHUX JKepe:

1. Xeryc O.B. MapkeTHHT MOXKIIUBOCTEH K CydacHa KOHIICTIIis
PO3BUTKY CYO’€KTIB TOCIHOJApIOBaHHS B yMOBax TIJI0OAIBHHUX
BUKJIHKIB. bisnec Inghopm. 2023. Ne§. C. 300-308.

2. XKeryc O.B. MapkeTtunrosi iHHOBauii sk HEoOXiHa yMOBa
PO3BUTKY HIANPHEMCTBA. EKOHOMIYHA cmpamezis [ nepcnekmueu
Ppo3sumky cpepu mopeisni ma nocaye. 2015, Bur. 2. C. 227-238.
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[Tynpua J.0., acipanT xadenpu
myOII9HOTO yIpaBIiHHS Ta aJIMiHICTPYBaHHS
Harmionansauii yHiBepeuTeT «O1echKa MOJITeXHIKa»

EKOJIOTTYHUI MAPKETHHT SIK OCHOBA PO3BUTKY
HNIAIPUEMCTBA

[loHATTST PO3BUTKY MigNpPUEMCTBA O€3M0CEPEAHBO JICKUTH B
IUIONIMHI CTPaTETiYHOTO ympaBmiHHA. Halidacrimme HaykKoBII Tinx
PO3BHUTKOM MiIIPUEMCTBA PO3YMilOTh CYKYITHICTB 3MiH, SIKi BEAYTh /10
MOSIBM HOBOI SIKOCTI Ta 3MILIHEHHS KUTTEBOCTI CUCTEMHU, 11 31aTHICTD
YUHUTH OIip pPYHHIBHUM CHJIaM 30BHIIIHBOrO cepemoBumia [1].
Posrnsmatoun  po3BUTOK TMiANPUEMCTBA Ha 3acajgaxX KOHIICIIIIi
€KOJIOTTYHOI'0 MAapKETHHTY, CJIiJl BUAUTUTH TaKi HOr0 OCHOBHI O3HAKU
— 3pOCTaHHsS EKOJOT0-eKOHOMIYHOT e(EeKTHBHOCTI BHPOOHHUIITBA,
MiIBUIICHHS KUTTE3ATHOCTI OpraHi3amiiHOl CHCTEMH, 301IbIIICHAS
MOTEHIIaTy MiANPUEMCTBA, 3JIATHICTh MPOTHIIATH HETAaTUBHUM
BIUIMBaM 30BHIIIHBOT'O CEPEIOBHILA T aJanTalis 1O 1oro yMoB.

Takum 4MHOM, Yepe3 3aCTOCYBaHHS IHCTPYMEHTIB €KOJIOTiYHOTO
MapKeTUHTY CIiJi O4YiKyBaTH TIIOSIBE HOBOi SIKOCTI Y PO3BHTKY
HiAnprueMcTBa. PO3BUTOK MiNPHUEMCTB Ma€e NIUKITIUHMNA Xapakrep [1],
[IPY TOMY KPHU30BHH eTal Moke OyTH IepelyMOBOIO BUXOAY Ha HOBUH
PiBEHb PO3BUTKY

Exonoriunuii MAapKETUHI  HEPO3PUBHO MoB'sI3aHUil 3
(yHKITIOHYBaHHIM MEHEKMEHTY. MeTolo MeHemkMeHTy Oyna i
3aJMIIAETHCSl MakcuMizalis npuOyTky. [Ipn oMy BUpoOHUKM He
BPaxoOBYIOTh BapTiCTh NPHUPOJHUX PECYpciB 1 BIUIMB BiAXOJIB Ha
HaBKOJIMIIIHE ~CepeloBuIlne. Benuki Koproparii HaMarariTbCs
BpaxoByBaTH B CHCTEMI MEHEIPKMEHTY TaKHil KOMIIOHEHT, SK
EKOJIOTTYHUI (haKTOp, MO € OCHOBOK (HOPMYBaHHS €KOJIOTIYHOTO
MEHE/DKMEHTY. BBe/IeHHsI CHCTeMH TOCTIOIapIOBaHHS! €KOHOMIYHOTO,
€KOJIOT1YHOTO 1 COLiaNbHOTO PO3BUTKY € OCHOBOIIOJIOKHUM B TEOpii
PO3BHUTKY €KOJIOTiYHOr0 MeHekMeHTy. Ilepexin Bin TpaauuiiHOTO
MEHE/DKMEHTY JI0 EKOJIOTIYHOrOo OyB OOYMOBJICHHUH IPOLIECOM
rinobainizamii CyCHiIbCTBa. YCIMiX EKOJOTIYHOTO MEHEIXMEHTY B
OCHOBHOMY TIOB'SI3aHUH 3 TOJIOBHOIO HOT'O CKJIaJOBOIO - MAPKETHHIOM,
siKa 3a0e31euye KOMITaHii CTa0lIbHUM MPUOYTKOM, OPIEHTYIOUHCH Ha
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CHoKMBava (BUBYEHHS PWHKY, KpaiHW, CMaKOBHX IIepeBar) i Ha
€KOHOMIYHI pecypcH mianpuemMcTsa [2].

[IponioHyt0  pO3MASHYTH OCHOBHI  (PyHKIiI  €KOJOTiYHOTO
MapKeTUHTY Ha MiAnpHeMCTBi (puc. 1).

OcHoBHi QyHKIiT

Amnaimis

Puc.1. OcHOBHI QYHKIIIT €KOJOTIYHOTO MapKETHHTY Ha
MiANPHEMCTBI
JIxeperno: CKIageHo aBTOpOM 3a MaTepianom [2]

OTxe, BUXOISYM 13 pHCYHKA BUINE, MOXHA CKa3aTh IO
MiANMPUEMCTBO KOHIIEHTPYETBbCS HAa 3-0X OCHOBHUX (YHKIIISIX
€KOJIOT1YHOTO MapKETHHTY, a caMe:

—  YIpaBIiHHS;

—  IUIaHYBaHHS;

—  aHaiis.
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YnpaBniHceKi (QyHKINT JO3BOJSIOTE KOOPAWHYBATH BCIX YIIEHIB
opranizamii. CydacHa ympaBIiHChKa CTpaTerii Mae Ha yBasi
MiABUINEHHS KOHKYPEHTOCHPOMOXKHOCTI B yMOBaX PHHKOBOL
eKOHOMIKH. Butparu, nos's3aHi 3 BUpOOHHIITBOM 1 yNpaBIiHHIM Y
BUIJISIZI IIJJATEXIB 33 €KOHOMIYHMM 30MTOK, € OJHIEI0 3 T'OJOBHHUX
cdep MEeHEDKMEHTY.

VY CBOMW Yepry IulaHyBaHHs BKIIOYAa€ B ceOe HACTYMHI 3 OCHOBHI
OITOKM (PYHKIIOHYBaHHS:

— IUTaHYBaHHS TOBapiB 1 MOCIYT - MOB'S3aHE 3 MPUHHATTIM
pimieHs B o0macTsX po3poOKH Ta TEXHOJOTIYHOTO BHPOOHHIITBA
npoaykuii. HeoOxigHoO BpaxoByBaTtd BCi CTajlii >KUTTEBOTO ITHKITY
TOBApiB, @ TAKOXX CTBOPEHHS TOBAPHOI MapKH 1 yITAKOBKH;

—  IUTaHyBaHHS POCYBaHHA i 30y Ty - MOB's13aHe 3 POPMyBaHHIM
pyXy TOBapy, TMpOBOAWTBbCA 1O KIHIEBOIO CHOXHMBada 3
BUKOPHUCTAaHHSAM CUCTEMHU KOMEpIiHHOT JIOTiICTHKHU
(TpaHCTIOpPTYBaHHS, TMepeMilleHHs, iH(QOpMaIiifHe MOSICHEHHS
3niicaeHHs yron). Ilpw mnmanyBaHHI ClTiJi BpaxoBYyBaTH BCiX
YYacCHHUKIB 30yTOBOT OJITHKH - OPTaHi3allii, areHTiB, IOCEPETHHKIB;

— TUIaHyBaHHA iHGopMaIlliiiHoro 3a0e3reyeHHs B MPOCYBaHHI
TOBapiB 1 MOCHyr - mependavyae NPUHHSTTS PillleHb, MOB'I3aHUX 3
1HOPMYBaHHSM CIOKHMBa4a, MEPEKOHAHHIM 1 HaraJyBaHHIM HOMY
mpo AistmeHICTH (ipmMu, ii ToBapax 1 mociyrax, TPOMaJCBHKOI,
CIIOHCOPCHKOI Ta OyaroaidHoi AisutbHOCTI. OCHOBHI 1IUTI IPOCYBaHHS
- (opMyBaHHS TOMHUTY i CTUMYJIOBaHHs 30yTy. [Iporpama miii 3
(hopMyBaHHSI MTOTIUTY €KOJIOTIYHO YHCTUX TOBapiB 0Aa3y€ThCS HA THX
e METOAMKaxX, 3a JIOTIOMOTOI0 SIKMX MOLIMPIOETHCS OyIb-sKa
iHpOopMallisi TIpO TOBap, WOTO HEOOXiMHOI (HYHKIIOHATBHOCTI 1
CHOXHBYI BIacTUBOCTI. CHIOXKMBYHIA ITOTIHT € BAXKIIUBUM €JIEMEHTOM
PHHKY, TaK SIK B WOr0 OCHOBI JIGXHUTH MOTpeda Jofei B Oesmeri
ToBapiB i mocayr. CTuMyItoBaHHs 30yTy - JIii, IO BKIFOYAIOTH B cebe
KOMYHIKaIIi1, 110 MMO3HAYaI0Th KOMILJIEKC 3aXO0/iB MO 30yTy MPOIYKIIii
abo nocnyru [3].

CTuMyIIOBaHHS TOPTIBJI €KOJIOTIYHUX TOBApiB Mae mepeadadaTH
Ha/IaHHS TOBapy 3 BIJICTPOYKOIO TUIATEXKY, MPOBEICHHS PEKIAMHUX
KaMITaHi{ 1 i IBUIIICHHS 3aI[iKaBJICHOCTI MOCEPEIHUKA.

Ha ™moro nymKy, CTHMyIOBaHHA TOPrOBOTO MEPCOHAY Mae
BpaxoOBYBAaTH, SIK MOpaJIbHi, TaK 1 MaTepiaabHi aCIICKTH.
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HaiiBaxumBinty poitb y miIBUIIIEHHI €)eKTUBHOCTI BIIPOBAKSHHS
Ta PO3BHUTKY €KOJIOTIYHOTO MAPKETHWHTY Ha MiANPUEMCTBAX € aHAIi3
CIIOYKMBAYiB Ta HABKOJIMIIHBOI cepend. MOXKHA BHJIUIUTH HACTYIIHI
HaIpsIMA MapKETUHTOBOTO aHaJIi3y CriokuBaya (puc. 2).

Amnanis 1otpe6 AHaji3 peakiii crioxuBada
( N
Amnaui3
AmHaini3 o4iKyBaHHS iHpopMarii
CIIO’KHMBA4a \ /
( N
~ Amnani3
HocnimxeHHs 00CIIyrOByBaHHS
CIIPUIHATTS \. /

AHai3 ckapr

Puc .2. OcHOBHI HanpsiMu MapKETUHTOBOTO aHAJi3y CHOXHBaYa
JIkepeno: CKIIaJeHo aBTOPOM 3a Matepiaiom [3]

VYpaxyBaHHA €KOJOIIYHOI CKJIaJ0BOi B CHCTEMi YNpaBIiHHA
PO3BHTKOM MiANPHEMCTBA Tiependadae (GOpMyBaHHS Ta peamizalliro
BIJNOBIZHOT TONITUKM eKosorizauii. Ekomorizamisi ynpaBiiHHSA Y
po3suneHux kpaiHax €C ta CLLUA, mig BIUIMBOM LiJIOTO KOMIUIEKCY
(akTopiB, JaBHO CTajla OCHOBOIO PO3POOJICHHS MOIEICH PO3BHTKY
mianpuemcte [4]. B Vkpaini, TeHAeHIIT eKoyorizamii Takox
MOCUITIOIOTECS, L0 € PE3YJIbTaTOM Bce OUIBIIOro 3alydeHHsI KpaiHu
JI0 MDKHapOIHHMX CTPYKTYp Ta MDKHApPOJHOI CHCTeMH 3000B’si3aHb,
3pOCTaHHS MPUCYTHOCTI 1HO3EMHHX KOMIIaHId Ha HaI[iOHAIEHOMY
PHUHKY.

OTxe, 32 ZOIOMOTOIO TAKOTO aHaNi3y, MOXHA PO3POOUTH MOJIEINi
MOKpAILEHHs] Ta BJIOCKOHAJIEHHS BUPOOHMIITBA HAa IiANIPUEMCTBAX
pizHoro raryHky. Lle mae 3mory, Tak O MOBUTH, WTH y HOTY i3
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CYYACHICTIO 1 HE 3aTPUMYBATHCS HA MUHYJIOMY, IO 3 TUIMHOM 4acy
BIAXOOUTH HA 3aJHI IIJJaHU. 3 KOKHUM IHEM BCE 3MIHIOETHCS 1 TUM
caMHUM 1 TiANPHUEMCTBA MAlOTh OyTH TOTOBUMH s 3MmiH! Takum
YUHOM, KOHIICMIliS EKOJOTIYHOTO MAapKETUHTY BiJKPHUBAE HOBI
MOMJIMBOCTI  JUIS PO3BUTKY MiJIPUEMCTBA HE3BAXKAIOUU  Ha
00MEXEeHHS 30BHINTHHOT'O CEPEIOBHIIA.
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FEATURES OF SCIENTIFIC RESEARCH IN INTERNATIONAL
MARKETING AND THEIR INFORMATION AND ANALYTICAL
SUPPORT (the experience of Japan)

The main goal of marketing research in the international market is
to reduce the degree of risk in the process of making commercial
decisions. In this regard, marketing research in the international
market can be formulated as an information system for collecting,
registering and analyzing the data obtained in order to adapt the
company to the changing requirements of the international market.
The field of application of marketing research is practically unlimited,
but at the same time there are the main directions of research of the
international market, applied in world practice.

Most large foreign firms prefer to have their own marketing
research departments. The types of work carried out by them are very
diverse and have their own characteristics. The international study is
preceded by an analysis of general information about the country of
interest, in particular: population; the size of the territory; national
resources; polity; the structure of the economy; monetary system;
socio-cultural features [1].

One of the most important aspects of effective internationalization
of a company is the construction of a competent marketing system for
a product or service. To do this, the management of the company needs
to familiarize itself with the marketing environment of the country
whose market entry is planned. At the same time, each country has its
own key features. Peter Drucker wrote about Japan: While the rest of
the world was just talking about marketing, the Japanese were putting
it into practice. This suggests that in Japan there is a great emphasis
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on marketing, it is an integral part of any company. That's because in
Japan, the customer is God.

Let's highlight three key elements of Japanese marketing:

- unconditional priority of the consumer;

- Information Technology;

- An entrepreneurial spirit that stimulates creativity.

Therefore, marketing research has made great strides forward in
this country. Marketing research is more aimed at a real consumer than
a potential one. It is important for the company to know the opinion
of the consumer who has already tried the product. This is due to the
general tendency of Japanese firms to cover commercial risks with a
wide range of new products launched on the market, when the
potential of a particular model is assessed as a result of real sales.

The main features of marketing research are as follows:

() Focus on first-hand information: face-to-face interviews are
considered to be the most effective method;

b) intuitive rather than scientific interpretation of data;

c) the prevalence of actual data over forecasted data.

The revealed new trend in consumer behavior is a harbinger of
changes in lifestyle, that is, the consumption of goods and services that
are not items of daily use and do not make a hole in the budget.
Manufacturers who have sensed this are now seeking to create
products that would haunt consumers, regardless of their real financial
situation and status, but as if for a special occasion, to please
themselves and their families in difficult times. Money for such
special purchases is not allocated from the budget for daily needs, but
after discussion by the whole family, it is withdrawn from the savings
intended for special occasions [2].

Dents has compiled a matrix that consists of 4 customer segments.

In the first segment, manufacturers promote products by
convincing consumers of the following: they can satisfy any, even the
most extravagant needs; it is easy to change; pampering yourself and
being confident in yourself is fashionable.

The needs of the second segment are as follows: it is better to be
with someone than alone; popularization of the renewal of family
values; you can communicate “deliciously".

In the third segment: the truth is in simplicity and naturalness; were
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all a bit of kids.

This category of needs is satisfied by the offer of tourist routes to
places where you can enjoy the contemplation of the surroundings.

Finally, the need of the fourth segment: beauty that has passed
through the centuries; nostalgia for the past; return to traditional
national cuisine.

Today, the use of information technology in marketing allows
companies to gain a multifaceted view of their consumers. CRM and
web marketing have made relationships with consumers so
personalized that the realization of the most unexpected tastes and
desires has become commonplace.

On the other hand, the consumer sometimes begins to feel
discomfort from the invasion of privacy, because, having complete
personal information, some companies are too obtrusive to remind
about themselves. Hence, it is necessary to introduce an element of
foresight into your work, trying simply to understand what the
consumer feels and what he dreams about. You should not get hung
up on numbers and reports, but just look carefully at your consumers,
trying to catch their desires.

The priorities of Japanese marketers, in descending order of
importance, according to the Japan Marketing Association: speed;
innovations;  creativity; globalization; customer satisfaction;
Information technology; foresight; emphasis on the changing
demographic situation in Japan; human resources; leadership;
environmentally friendly technologies; profit; common sense
(moderation); brand.

There are also certain differences in the readiness to conduct
scientific research. For example, there is the fact that Japanese
managers will not answer the researcher's questions during the
working day, because they consider it an impermissible waste of
working time. Among other things, Japan is considered one of the
most expensive countries for scientific research in the world. Japanese
marketers recommend simply observing how people live their lives,
extracting from the observations an intuitive feeling that they may
wish and do it.
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PR AS AKEY TOOL FOR UNIVERSITY BRAND MARKETING

The main motive of any business is to maximize profits, which is
achieved by increasing sales through well-organized marketing
activities. Manufacturers use various tools to attract the attention of
customers as much as possible and gain a competitive position in the
market. There are four aspects to any company's product promotion:
advertising, direct selling, sales promotion, and public relations (PR).

Advertising and PR are two important tools for business
promotion, which have different roles. In particular, advertising
provides information about a product to promote it through various
types of media, referring to the form of communication that business
entities use to encourage potential customers to choose the product
offered. This tool is defined as a one-way public communication that
draws public attention to a product, service, company or any other
subject through various communication channels, informs, influences
and pushes the target audience to respond at the request of the
advertiser. Advertising can be done through print ads, radio or
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television ads, billboards, commercials, online banner ads, direct
letters, etc. The advertiser has exclusive control over what, how, and
when is transmitted or published. In addition, the advertising message
will work as long as the advertiser's budget allows. Since advertising
is an outstanding marketing tool, it is always present, whether people
are aware of it or not.

PR is a strategic communication process that creates mutually
beneficial relationships between organizations and the public. PR is
great for connecting with audiences and promoting key messages, as
consumers are more likely to believe and take note of what is
published in the media. Public relations is about creating and
maintaining good relationships with the company's stakeholders,
gaining a good reputation, it is a strategic communication tool that
uses different channels to develop favorable relationships for the
company, the practice of creating a positive image or reputation of the
company in the eyes of the public. The main PR tools that are widely
used are: press conferences, statements; press releases; articles, TV
and radio stories; Presentation; competitions, prizes; Polls; trips, open
days, press clubs; establishment of public and professional
organizations; appeals to the authorities; access to experts; feedback
channels (hotlines, websites). PR aims to build trust between a brand
and its client, mainly through media exposure and coverage. PR and
advertising often go hand in hand, but due to some similar directions,
there are contradictions in understanding the difference between
advertising and public relations. Like advertising, PR often helps to
increase sales, which is related to creating positive information about
a particular company and maintaining a good reputation for the public.
PR helps to create a relationship between a business company and its
customers, who are more likely to choose the products of a company
that has a good opinion.

The public reacts very differently to advertising messages.
Advertising is perceived by the consumer with a certain degree of
skepticism, due to the fact that the consumer understands that the
purpose of any advertising is to persuade them to buy a certain product
or service. At the same time, news reports about a new product or
service are perceived with a greater degree of credibility. For example,
a press release does not directly encourage them to buy a product, but
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more often than not, it is this tool that achieves the goal pursued by
creating a positive image of the product, service, and its manufacturer.
As aresult, PR often accompanies marketing activities or is an integral
part of an advertising strategy. It all depends on what goals the
company pursues. If you only need to increase sales and the number
of customers, then it is better to concentrate on advertising, if not only
this is important, but also a stable attitude to the brand among
consumers, then PR is indispensable. Productive interaction between
PR and advertising is possible in the case of promotion of a new
product on the market with a wide range of analogues or when opening
a niche. Promotion of a developing product category requires not only
advertising, but also PR inclusion. High-quality PR aimed at
promoting a product makes this product socially significant and can
put it in the category of especially prestigious goods. Supporting
advertising with PR projects allows you to form consumer preferences
for a long time. The "trail" of high-quality PR can work for years. PR
is always work for the future; its action is aimed at building a
reputation. Reputation, on the other hand, is a long-term competitive
advantage. As such, the ever-growing popularity of social media has
begun to blur the lines between advertising and public relations [2].
The best way to promote a business is to integrate both advertising and
public relations into marketing strategies. Using both mediums allows
you to increase the frequency of listening to the target audience, i.e.,
consumers must be exposed to a marketing message several times
before they remember it. The combined use of advertising and PR is
essential to improve the effectiveness of marketing communications.
Today's rational consumer remains indifferent to many advertising
messages. Therefore, advertisers are looking for ways to promote their
products that allow them to overcome the barrier of consumer
skepticism and distrust.

So, for example, the joint use of PR and advertising can consist of
three stages. The first (preparatory) may include such activities as
advertising in the media, announcing the action and POS materials at
the points of sale dedicated to the promotion. The second stage (the
main one) provides for a stage show and interactive games with the
audience, local brand games, prize drawings and their presentation,
and a "mobile announcement”. And the third (post-event) stage is
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based on mass media relations — inviting journalists, distributing press
releases, providing personal support to journalists, etc. Whatever tools
the communicator uses, information about the appearance of a new
product, quality, price of the product, level of service is somehow
integrated in the mind of the buyer, as a result of which a general idea
of the product is formed, and depending on how well and competently
these marketing activities are carried out, the success of the product or
service in the market depends.
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6. DIGITAL METHODS AND TOOLS AT MARKETING
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DIGITAL MARKETING AS A KEY SUCCESS FACTOR FOR
ENTERPRISES IN THE MODERN BUSINESS
ENVIRONMENT

Digital marketing is a type of marketing activity that, through the
use of digital tools and promotion channels, enables effective
interaction with potential or actual consumers in both virtual and real
business environments. Presently, digital marketing employs five
primary digital channels [1]:

1) Internet and devices providing access to it (computers, laptops,
tablets, smartphones, etc.); 2) Mobile devices; 3) Local networks
(Extranet, Intranet); 4) Digital television; 5) Interactive screens, POS
terminals.

Key tools of digital marketing include [2, 3]:

— contextual advertising;

— big data technology — massive volumes of data;

— retargeting;

— mobile marketing;

— email marketing;

— viral marketing;

— RTB (real-time bidding);

— SMM (social media marketing);

— SMO (social media optimization);

— SEO (search engine optimization);

— SEM (search engine marketing).

Understanding that digital marketing is a broader concept than
Internet marketing also involves:

1. New mobile communication opportunities:

— Text messages (SMS);
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— Interactive voice response (IVR);

— Multimedia messages (MMS);

— Local radio communication between communication devices
(Bluetooth);

— Wireless Application Protocol (WAP);

— Mobi-code — a combination of numbers that enables payments or
discounts;

— QR code — an image on printed material that allows quick access
to the virtual environment;

— Technologies like Click To, Flash SMS, Location Based Services
(LBS) — convenient software download technologies;

2. New television opportunities:

— Augmented Reality (AR) technology — technology that replicates
virtual elements in reality;

3. New interactive screen opportunities: — 3D-projection (3D-
mapping) — technology for projecting images onto objects in the
surrounding environment.

This paper examines the primary advantages that digital marketing
offers modern enterprises and explores certain negative trends
associated with its implementation [4].

Firstly, digital marketing facilitates enhancing online presence and
reaching a wider audience. Through websites, social media, email
campaigns, and other digital channels, companies can attract potential
customers and expand possibilities for engaging new ones.

Secondly, it enables precise advertisement customization and
reduces marketing expenses. Utilizing targeting tools such as
contextual advertising and social media ads, businesses can direct their
advertising specifically to their target audience, attracting more
potential clients at more effective costs.

Thirdly, digital marketing fosters customer interaction and
provides personalized support. Social media, email, and other
communication channels allow companies to efficiently communicate
with customers, address their queries, and offer individualized
assistance.

Therefore, a website stands as a pivotal element of digital
marketing. Creating a user-friendly and appealing website catering to
the target audience's needs is essential. Search Engine Optimization
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(SEO) aids companies in appearing in search results and attracting
more Vvisitors. Another crucial aspect involves leveraging social
media. Establishing branded pages on platforms like Facebook,
Instagram, Twitter, and LinkedIn enables companies to interact with
clients, share relevant content, conduct advertising campaigns, and
build a community around their brand. Email marketing remains a
significant tool, used to inform clients about promotions, news, and
personalized information. Sending newsletters with useful and
engaging content sustains client interest and attention. Content
marketing is another critical facet of digital marketing. Crafting
guality and valuable content such as articles, blogs, videos, and
infographics helps companies position themselves as industry experts
and attract their target audience. Tracking and analyzing results of
digital marketing campaigns are also imperative. Employing
analytical tools like Google Analytics or Semrush allows companies
to evaluate the effectiveness of their marketing efforts, measure
conversions, user engagement metrics, and other indicators, aiding in
planning and optimizing marketing strategies.
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THE ROLE OF E-COMMERCE AND ONLINE RETAIL IN
DISTRIBUTION STRATEGIES

In the modern world, digital technologies occupy an increasingly
significant place in various spheres of life. Due to the rapid
development of information technologies and widespread internet
usage, companies have a unique opportunity to use digital tools to
enhance distribution strategies. In various economic sectors, digital
technologies enable swift and effective communication with
consumers, elevate personalization levels and service quality, and
ensure transparent and efficient distribution of goods and services. The
utilization of digital platforms and social media allows companies to
establish direct connections with consumers, conduct engaging and
personalized marketing campaigns, and gather valuable data about
their audience. In the sphere of distribution and sales, digital
technologies have a substantial impact, providing companies with new
opportunities to attract customers, expand their geographical reach,
and enhance supply chain management efficiency. Additionally,
digital technologies enable companies to improve supply chain
management processes. They can utilize specialized software
solutions to automate and optimize warehouse management, logistics,
and product delivery processes. This allows for cost reduction,
enhanced control over the supply chain, and ensures swift and accurate
distribution of goods [1-3].

In e-commerce, digital technologies enable companies to create
online stores where customers can conveniently search, compare, and
purchase products. In turn, e-commerce and online retailing play a
pivotal role in distribution strategies for goods and services. These
technologies offer enterprises the ability to effectively market their
products and reach a broad consumer base. E-commerce,
encompassing the buying and selling of goods and services over the
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Internet, spans various activities such as online shopping, electronic
payments, and online marketplaces. Both e-commerce and online
retailing have transformed how businesses disseminate their offerings,
providing numerous advantages and opportunities.

One of the most significant advantages of e-commerce and online
retail is the ability to expand coverage. Traditional stores are
constrained by geographical boundaries, whereas e-commerce
platforms can reach consumers worldwide. This expanded reach opens
new opportunities for companies to enlarge their customer base and
increase sales volumes.

Another key advantage of e-commerce and online retailing is cost
reduction. Traditional retailing requires physical stores and
warehouses, whose rental and maintenance costs can be substantial.
Conversely, e-commerce eliminates the need for physical storefronts,
allowing companies to save on rent and staffing expenses.
Furthermore, automated processes in e-commerce reduce operational
costs and streamline order fulfillment [4].

The accessibility and convenience offered by e-commerce and
online retailing are crucial factors in their role within distribution
strategies. Consumers can make purchases anytime and from
anywhere with internet access. Internet stores provide a seamless
shopping experience, enabling customers to swiftly find desired items,
compare prices, and make purchases with just a few clicks. Moreover,
online retailing simplifies home delivery, making the purchasing
process even more convenient for consumers.

E-commerce and online retailing also enhance customer
interaction. By using digital platforms, companies can gather valuable
information about their customers' buying habits, preferences, and
feedback. This data can be utilized to improve products and services
and personalize marketing campaigns. Additionally, online retailing
provides various channels for customer engagement, such as online
chats, social media, and email, enabling businesses to build stronger
relationships with their customers.

The simplicity of launching new products and brands is another
advantage of e-commerce and online retailing. Startups and new
brands can quickly enter the market by creating their own online stores
or utilizing e-commerce platforms. This allows companies to focus on
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developing unique products and brands without significant
investments in traditional retail infrastructure [4, 5].

Analytics in e-commerce and online retailing enable companies to
enhance their distribution strategies. Through these platforms,
companies have access to a wide range of analytical tools that measure
the effectiveness of advertising campaigns, track consumer behavior,
and analyze sales data. This information enables companies to refine
their distribution strategies, customer acquisition tactics, and profit-
generating initiatives. Furthermore, e-commerce and online retailing
offer competitive advantages to enterprises. Companies effectively
leveraging these channels can provide fast and convenient purchases,
access to a wide range of products, personalized customer approaches,
and competitive prices. This enables them to attract new customers
and retain existing ones, contributing to long-term success in the
market [6].
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DIGITAL TRANSFORMATION OF MARKETING:
TOOLS AND METHODS

Digital transformation is one of the most important trends of the
modern world. It has touched all spheres of social life, including
marketing. In traditional marketing, the main tools and methods were
aimed at promoting goods and services through mass communication
channels. However, in the digital economy, consumers are
increasingly inclined to an individual approach and personalized
content.

Digital transformation of marketing implies the use of new tools
and methods that allow marketers to achieve an increase in the target
audience more effectively and efficiently. At present, there are many
modern tools and methods, the algorithm of which is constantly
improved and developed. These tools and methods include:

—Data marketing - using data about consumers to create more
personalized marketing campaigns.

—Social media marketing - using social networks to interact with
the target audience and promote brands.

—Email marketing - using email to create relationships with
customers and promote sales and customer engagement.
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—Content marketing - creating and distributing valuable content to
attract and retain the target audience.

These tools and methods allow marketers to more accurately define
the target audience and communicate with the target audience in a
personalized way. It also helps to measure the effectiveness of
marketing campaigns. These are just examples, there are many other
tools of digital marketing, methods, perspectives and disadvantages of
their use (tab. 1).

Table 1. Characteristic of digital marketing tools

A variety of Perspectives of Disadvantages
toolsy Methods of use P use of use ’

1 2 3 4
Creating brand Negative
profiles in social feedback
networks : eeaback carl
publishinb Increasing brand spread quickly,
content awareness, requires

) | communicatin g attracting new constant
Social media with the customers, tracking and
audience interacting with interaction with
advertisiﬁg consumers, viral the audience,
: marketing risk of negative
campaigns on .
: . impact on brand
social media reputation
platforms P
Using keywords | Increasing the It takes a long
Search and optimizing visibility of the time to build
Engine site content, site, increasing results, constant
Optimization pundmg ImIgs, trafflc from sea_rch changes in
(SEO) improving site engines, attracting | search engine
structure and the target algorithms,
speed audience competition
Sending The risk of
newsletters, Direct falling into
subscribing to communication spam, e-mail
Email newsletters, with customers, overload,
personalizing increase sales, requires
letters, support and attract | compliance
automating the customers with mailing
process legislation
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Continuation of Table. 1

1 2 3 4
Difficult to
Installing Obtaining dataon | understand and
analytical code the effectiveness interpret data,
on the site, of marketing requires
Web measuring traffic | campaigns, technical
analytics and conversions, | identifying weak knowledge, can
studying user points on the site, | become difficult
behavior optimizing when processing
indicators conversions large volumes of
data
High demands
Attracting the gﬂdwdeo quality
Creation and attention of
publication of potential g?frffi%migcr% ake
Video video content on | customers, visual avideo go viral
marketing platforms, video | presentation of a can require '
advertising, product or service, sianificant effort
webinars, video | high involvement ar?d resources to
blogs of consumers of create hiah-
video content e hig
quality video
content
Cooperation The risk of
with influential : uncontrolled
hyp Reaching a new :
personalilesof | audonce, | beeviorer
promote a ?ﬁg%ﬁggg 'Emgtutoh persons, it is
Influence product or the g difficult to find
of influential partners,
content cople. increasin requires
publications, Eal eFS) ’ 9 attention to
affiliate tracking results
programs and cooperation
Advertising on High costs of
search engines Tar advertising,
S geted L
Paid g%?]'gelrmks)’ advertising, quick ng;?&tét'on’
advertising advertising on results, controlled Ip norind of
campaigns Hsing advertising ghoring
websites, campaian budget advertising
advertising in paig g material by the
social networks audience
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Continuation of Table. 1

1 2 3 4
Requires time
and effort to

Create and create quality
publish valuable | Attracting content, requires
content (articles, | audience attention, | constant
Content blogs, increasing brand updating and
marketing infographics, authority and publishing of
videos, etc.), expertise, SEO content,
guest posts, support potential for
content calendar non-productivity
without the right
strategy

Therefore, in this study, we analyzed the traditional tools and
methods of digital marketing, which were aimed at promoting goods
and services through mass communication channels. However, in the
digital economy, consumers are increasingly looking for a
personalized approach and personalized content. This feature explains
to us how these tools and methods allow marketers to achieve target
audience engagement more effectively and efficiently.

Kosenko O.P., Dr. of Economics, Professor
National Technical University "KhPI"

SOCIAL MEDIA IN MODERN MARKETING

Social media has completely changed the business environment.
Companies see great potential in the growing number of social media
users, and therefore the use of social media is one of the priority issues.
This allows companies to disseminate information about their
products and services and improve customer service [1]. It is
necessary to emphasize the fact that social media is constantly
improving, new players and services are emerging, along with which
social media marketing is developing. According to online surveys,
more than two-thirds of the social media platforms used come from
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Facebook, LinkedIn and Twitter. In most cases, the reasons for their
use are contact with family and friends, exchanging interests, making
new friends, and reading comments from public figures. Social media
for mobile users is developing dynamically. All leading social media
platforms have mobile versions for various devices, and specialized
services are being created. Mobile catalog applications with social
network functions are being developed, in which users can share
various instructions, supplementing them with multimedia content.
The fact that many people post information about their own interests
has been a driving motivation for many companies to engage on social
media. In contrast, the rankings of traditional marketing messages
based on advertisements on television and in magazines have dropped
significantly. In the past, products were talked about in a small circle
of family and friends, but with the advent of social media, this
approach has changed. Today, you can post your opinion on a blog,
Facebook, or Twitter. All this poses new challenges for the marketing
service of modern companies. The purpose of the study is to reveal the
features of social media in modern marketing. In the implementation
of this goal, the author uses the methods of scientific abstraction,
analysis and synthesis, generalization, and analogy. Today, there are
many interpretations of the concept of "social media", as all of them
are still in the development stage. Social media allows 36 people and
businesses to share ideas and personal information about products and
services. Simply put, social media is a culture of engaging people in a
virtual space where they can judge, vote, create and defend their
opinions. The main types of social media are: social networks; online
communities; blogs; virtual games and virtual worlds; collaborative
content production communities; geosocial services, etc. Social media
is a business challenge through which companies interact with
customers. Social media helps companies to: — communicate with
customers; — take into account the opinions of its main shareholders
(including consumers); — to provide customers with various services;
— develop new concepts; — to ensure the involvement of customers in
the creation and development of the product. Businesses can use social
media for customer research. For example, Facebook or Twitter
information helps a company make changes to existing products and
services, as well as develop new ones. Crowdsourcing involves wider

134



groups of people in the process of generating new ideas. In this way,
the company can gain valuable insights and information. Companies
can also create specific branding societies to obtain information from
users and develop new concepts. Often, social media is used to
determine what customers like about a company's products and
services and what they don't. For example, posted comments can show
how users react to price changes. Social media monitoring encourages
company executives and employees to participate in discussions and
present her point of view. Businesses can track information on social
media sites to get more information about competitors and the market
as a whole. For many companies, it is important to increase brand
awareness, build customer trust, introduce new products and support
existing customers, as well as improve the search engine and rankings,
showcase community activities, develop site performance metrics, and
increase sales figures. To do this, you can effectively use social
communities, blogs, photos, videos, podcasts, or games. It should be
noted that social media is not free and can be quite expensive because
it requires a lot of time for specialists. In conclusion, it should be
emphasized that the use of social technologies in the business of
companies, in particular, the creation of social corporate portals, is
dynamically developing in the world. Social media marketing
integrates with other areas of online marketing and the marketing
activities of organizations as a whole. These and other developments
will shape social media marketing in the future.
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CURRENT TRENDS IN INTERNATIONAL INFORMATION
MARKETING

In the modern conditions of the development of international trade,
a potential buyer inevitably faces a number of difficulties when
making a choice about buying, such as:

—a large number of sellers offering the buyer the necessary goods;

— a wide range of products, among which it is necessary to choose
the right product;

— unreliability of information about sellers, products, terms of
purchase of goods.

These factors complicate the process of finding a bona fide seller
and choosing the necessary products, which in turn necessitates the
transformation of the relationship between the consumer and the seller in
the international market, bringing to the fore the concept of customer focus.

Achieving this goal is possible through the transformation of
traditional sales management systems into adaptive ones. One of the
advantages of an adaptive sales management system in the
international market is the continuous analysis of customer
preferences and a quick response to their changes by combining the
use of modern information technology and marketing, or in other
words, digital marketing.

Today, the concepts of digital and Internet marketing are quite
closely related, which causes difficulties in distinguishing between
these concepts and creates the need to define their main functions. The
main characteristics of Internet marketing are the focus on the online
sphere of interaction with the target audience, the use of exclusively
Internet distribution channels and such tools as contextual advertising,
banner advertising, email newsletters and informing using
messengers.

It should be noted that the use of such tools can repel the buyer
with its intrusiveness due to the fact that today such types of product
promotion are quite common. Moreover, the use of Internet marketing
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is characterized by setting short-term goals, for example, to increase
website traffic by 30%, to convey information about a new product to
40% of potential buyers. Most often, the result of such actions is a one-
time purchase of a product promoted using Internet marketing tools.
Digital marketing, on the other hand, is an all-encompassing concept
and is characterized by the following aspects:

— an integrated approach to the promotion of the organization and
its products, covering online and offline areas of interaction with the
target audience;

— integration of a large number of information technologies and
tools, such as the organization's website, social networks, mobile
applications, Big Data, chatbots;

— ensuring a constant connection between the retailer and the end
consumer;

—a competent combination of information technologies and human
resources in accordance with the needs of customers;

— flexible and prompt response to changing customer needs;

— personalized approach to each customer.

These opportunities of information marketing will allow you to
organize the company's activities in accordance with its long-term
goals, such as attracting regular customers, increasing consumer
loyalty and building long-term and trusting relationships with its customers.

Consumer preferences allow us to identify such modern trends in
the retail industry as:

— optimization of the organization's website. Information about the
organization, product, methods of purchase and delivery must always
be up-to-date, reliable and accessible;

— high activity in social networks. The modern buyer bases his
choice on existing product reviews and his own experience, which he
can get from personal communication with the organization and
observing its activities on social networks. Openness and honesty in
providing information about yourself and your product, as well as in
communicating with customers increases the level of consumer
loyalty. Moreover, social networks are becoming one of the most
effective and unobtrusive tools for promoting and attracting new customers;

— use of Big Data. In-depth study and analysis of buyer behavior
will open up wide opportunities for international trade organizations;
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—the use of mobile applications, as well as their creation in
combination with an in-depth analysis of the information that they
record about each customer, will make it possible for the client to
communicate directly with the organization and provide a
personalized approach to each customer. Concentrating attention and
energy on modern trends will open up such prospects for international
trade organizations as attracting regular customers and building long-
term relationships with them, increasing brand loyalty and trust,
providing a personalized approach to each client and a flexible
response to changing needs.

These advantages are the key principles of a customer-oriented approach,
based on which the organization of international trade has every chance to
increase competitiveness and promote its brand to a higher level.

Lypynska O., Dr. of Economics, Professor
Kotlubay O., Dr. of Economics, Professor
Odessa National Maritime University

BLOCKCHAIN TECHNOLOGY AS MARKET INSTRUMENT
FOR THE DEVELOPMENT OF UKRAINIAN SHIPPING

After the victory, Ukraine will face the important task of establishing and
developing maritime shipping, as well as the structure of the economy, which
is oriented towards maritime transport and fishing technologies.

Taking into account the German experience, the authors proposes to
consider the creation and spread of KG-funds in the shipbuilding industry of
Ukraine as a mechanism for organizing entrepreneurial capital investments,
which belongs to the category of indirect (own capital investments)
investments in the shipping industry.

Investors, both domestic and foreign, join a KG fund directly as a limited
partner based on a shareholders agreement or indirectly through a trust
company based on a deed of trust (which can be convenient for foreign
investors), which often use similar trust funds. including using offshore
schemes to minimize the tax burden.

If the object of financing is a new ship, the shipbuilder puts it under the
management of a single company, which, as a rule, provides long-term risk
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insurance. In addition, a single company - KG - fund signs a management
contract with the shipping company to perform all technical and commercial
management duties required by the charterer. Lawyers, accountants and other
experts are regularly engaged as external consultants in the process of
creation and operation of KG funds.

The use of blockchain technologies to attract investment in shipping
requires the resolution of certain issues related to the procedure of registration
and operation of the built ship.

First of all, this is the determination of the place of registration, in
accordance with its conditions, its implementation and the economic
conditions of further operation of the vessel. In principle, a ship can be
registered under the flag of any country that grants ships the right to sail under
its flag. However, the "citizenship™ of a ship will be recognized by the
location (permanent residence) of its owner, or his citizenship (the country of
registration of the company in case of corporate ownership), or the country
of registration (location) of the company that effectively manages the vessel.
It is this principle that is implemented in the right to grant the right to
participate in EU cabotage operations of the Agreement "On the free trade
zone between Ukraine and the EU" [1] to ships owned by citizens of EU
countries and (or) Ukraine, or the place of effective management of which is
either Ukraine or one of the EU countries. In general, the best option would
be the creation of a second International Register of Ships in Ukraine. There
are at least 2 drafts of such a law, one of them was given by authors.

The second of the main issues that must be determined for the application
of blockchain technologies is to determine the number of owners that can be
included in the registration documents for the ship, which varies depending
on the country of registration. Thus, for example, in the English register, the
ownership of a ship is divided into no more than 64 shares [3] and,
accordingly, no more than 64 persons can be entered into the register at the
same time when registering any ship.

Liberian law divides the ownership of each ship into no more than 100
shares, but these shares can then be subdivided [4].

The nature of the property interests, or absolute rights, that can be entered
into the record also differs depending on the country of registration.

The next, third of the main issues that need to be resolved at the initial
stage is what benefits from the operation of the vessel must be included in the
token, and how many tokens and by what categories must be issued and how
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the emission and distribution process will be carried out.

It is known that Ethereum offers a standardized way of creating new
tokens on its own blockchain, called ERC20. The architecture of the ERC20
standard allows developers not only to choose the design themselves, but also
to integrate the functions needed by the user. ERC20 tokens on the Ethereum
blockchain represent assets or ownership rights, as well as restrictions on
these rights that arise under certain circumstances. They can be transferred
like most cryptocurrencies, but the difference between them is that all ERC20
tokens, unlike cryptocurrencies, are supported by the Ethereum blockchain
and use the addresses of this network. At the same time, it should be borne in
mind that ERC20 tokens are not insured against the loss of funds, since their
translation is carried out according to smart contracts, and not directly to
another address.

Currently, smart contracts are most effectively implemented on the
market of a new form of investment - ICO, in which companies offer
investors to buy their digital assets To participate in the initial coin offering,
an investor needs to transfer a certain amount to the ICO smart contract,
which in turn is programmed to send a regulated number of tokens to
investors after the transactions are completed.

An innovative strategy in the field of shipping will stimulate the interests
of the state security of Ukraine, which will be regarded as a maritime country
with full consequences throughout the world. On the other hand, the situation
of occupation of the territory of Ukraine does not lead to the development of
the investment attractiveness of our country, but this should not prevent the
country from becoming efficient. For example, Israel has been in a state of
permanent war for about 30 years. Georgia and Moldova, which are most
similar to us, despite the existence of hostile microstate “republics” on their
territories, effectively continue to move towards Western civilization. And it
is the application of the blockchain, as we believe that nothing else will
contribute to this process to the greatest extent. We live in times of global
reforms in Ukraine, during which global things can be implemented more
easily and dynamically than in a stable society.
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Polinkevych O.M., Dr. of Economics, Professor
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TOOLS TO ATTRACT CONSUMERS IN THE DIGITAL
ECONOMY

Over the course of its existence, marketing has acquired the ability to
adapt to the changing conditions of the economy. Currently, marketing
successfully adjusts to the continuously evolving conditions of the
developing digital economy [1-4].

Digital marketing is a general term for the promotion of goods and
services that utilizes digital channels to attract and retain customers. This
includes everything from advertising on online radio to displaying contextual
ads on the Internet. In simple words, digital marketing is any promotion in
which a "digital" is involved. Digital or digital marketing is a way for
businesses to maintain interaction with their customers through their personal
devices. The main purpose of digital communications is consumer spending
on goods and services provided by the company. Engaged in attracting and
retaining customers in the digital environment of digital marketers.

Marketing technologies include a wide range of software and solutions
that are used to achieve the goals and objectives of companies. As
technologies continue to streamline processes in an ever-growing number of
global industries, their introduction into marketing activities by companies
has also increased markedly in recent years.

The largest increase was recorded among data technologies that cover
various data management platforms, customer data platforms, web analytics
and other tools that help marketers collect, analyze and use information for
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successful business development. Other major categories in the diverse
marketing technology landscape include: content marketing; social media;
advertising in search engines; sales promotion tools.

They are designed to help improve marketing activities, attract customers
and spread communication with brands. Although these systems are mostly
used in digital marketing, they can also benefit from optimization through
offline sales channels, which makes them important multifaceted
components in the modern marketing world.

Today, consumers expect more personalization, which is seen as a
powerful tool in marketing, even given that legislation has significantly
tightened restrictions on data collection and use in recent years. Marketers
today use more channels and tools than three years ago. The main tools of
Internet marketing are: company website; search engines; e-mail marketing;
social media marketing; affiliate marketing.

Trends in digital marketing in 2022 are: PPC automation, interactive
content, microinfluencing, adaptation to voice search, geofencing,
augmented reality, search engine promotion, UGC content, content
marketing, omnichannel.

The omnichannel trend implies an increase in the number of contact
points with users. Today it is not enough to have only one channel to attract
customers, you need to develop and support several areas at once. It is
important to combine information from all channels into a single system.

The main tools of content marketing: blog posts, e-books, step-by-step
instructions, checklists, educational videos, podcasts. User Generated
Content or UGC - content created by the audience of the company or brand.
Search Engine Optimization (SEO) is a set of digital marketing activities
aimed at increasing the position of the company's Internet resources in the
issuance of search engines. PPC automation is the strongest trend in 2022,
which can be observed in the field of paid advertising. Artificial intelligence
opens up great opportunities in promotion, allowing you to think bigger and
use concepts that correspond to intentions, not just specific words. The
purpose of geofencing is to track and attract customers who are in a certain
territory. Messages can be sent as SMS, push notifications or otherwise.

In the era of digital technologies, the user can go online at any time and
get answers to questions of interest to him. However, not everyone has the
patience and time to open the browser, kill the query in the search engine and
read the information. Therefore, voice search remains a great trend in 2022.
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Today, well-known brands have already begun to adapt their sites to this
technology in order to get more customers.

Today, not everyone is ready to read long texts, so video content is rapidly
gaining momentum. Types of videos that can be used in online marketing:
training (explainers); Entertainment for social networks; presentation
demonstrations of the product; corrupt. Most views are scored by "live"
videos in the format of interviews and demonstration of a service or product
in practice.

Promoting business on the Internet, you need to constantly develop and
refine your marketing strategy. In the digital sphere, everything changes very
quickly, so you need to follow the trends and skillfully adapt them to your
company. It is not necessary to use all the tools at the same time, you need to
select several of the most suitable for the direction of business and embed
them in your own promotion strategy.

The client can interact with the company in various ways, for example,
watching videos, advertising, playing games, spending time on the site or
communicating with other customers on social networks. To increase the
recognition of renting, it is necessary: to strengthen the interaction of the
client with the brand of the company, to build positive brand associations in
the minds of consumers, to increase their loyalty to the company, linking it
with the target audience and the motive — customers to get acquainted with
the company or brand, related products and services.
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USE OF DIGITAL TECHNOLOGIES IN MARKETING

The growing activity of consumers in the online environment
creates a need for brands and companies to use digital technologies in
marketing strategies actively. Not having an online presence can result
in lost opportunities to attract new customers and maintain existing
audiences. Content marketing, search engine optimization, and the
effective use of social networks allow brands to build engagement and
relationships with customers and create valuable information flows
that attract consumers' attention. Data is becoming a key resource for
marketers, as analytics allow them to understand audience behavior,
measure the effectiveness of advertising campaigns, and adapt
strategies in real time. Digital technologies facilitate deep data
analysis, which allows companies to personalize their approaches to
each customer and create more effective marketing strategies. One of
the critical aspects of digital marketing is the ability of companies to
attract their audience's attention not only through traditional
advertising but also through personalized approaches and the use of
analytics to predict consumer behavior and improve strategies in real
time. Social networks, mobile platforms, e-commerce are just a few
areas where digital technologies allow marketing to rise to a new level
of efficiency and effectiveness. Using these tools not only allows
maintaining competitiveness but also creates opportunities for
innovation and development of new business models.

Digital marketing looks at how individual tools or digital channels
can convert potential customers, and a brand's digital marketing
strategy can use multiple platforms or focus all its efforts on one
platform [1, p. 47]. For example, a company may primarily create
content for social media platforms and email marketing campaigns,
ignoring other digital marketing opportunities.

On the other hand, "inbound marketing is a holistic concept.” First,
the objective is considered, then the available tools are considered to
determine which ones will effectively reach the target customers, and
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then at what point in the sales funnel this should happen. For example,
let us say you want to increase traffic to your website to attract more
potential customers [1, p. 52].

Digital technologies in marketing remain a critical element of a
successful business strategy in the digital transformation era. The use
of digital technologies in marketing is an integral part of the strategies
of many companies in today's world because digital technologies
provide the opportunity to effectively interact with the audience,
improve advertising strategies, and analyze the results of campaigns.
International experts highlight the key aspects of using digital
technologies in marketing:

1. Online presence and websites, i.e., creating and optimizing
websites to provide a user-friendly experience and using SEO (Search
Engine Optimization) to increase visibility in search engines.

2. Social networks, i.e., active presence on social networks to
interact with the audience, distribute content, and use social media
marketing to advertise on platforms such as Facebook, Instagram, and
Twitter.

3. Using email to communicate directly with customers and send
newsletters and personalize emails to increase communication
effectiveness.

4. Content marketing, that is the creation of quality content
(articles, videos, infographics) to attract the audience's attention and
establish authority in the industry.

5. Use of analytical tools to measure the effectiveness of
advertising campaigns and interaction with the audience and take data
into account in making strategic decisions.

6. Mobile marketing is optimizing content and advertising for
mobile devices and using mobile applications and push notifications
to attract an audience.

7. Use of various forms of online advertising, such as banner
advertising, contextual advertising, advertising in social networks,
PPC (pay-per-click) advertising.

8. Internet stores and electronic commerce, that is creation and
optimization of electronic stores for convenient online shopping and
the use of electronic commerce to sell goods and services via the
Internet [3, p. 81].
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These technologies allow companies to interact more effectively
with customers, increase brand awareness, and achieve the goals of
marketing campaigns.

It is worth outlining that marketing at the current stage of
development is called communicative, or relationship marketing
because companies focus on long-term relationships with their
customers, increase their advertising budget every year to maintain
relations with existing customers and attract new ones. Most
specialists in futuristic marketing [1, p. 22] believe that interactive
advertising technologies will continue to be based on the relationship
with the potential consumer and will act only after receiving their
consent.

Digital marketing is not only a way of attracting customers using
the Internet but also a combination of digital technologies and services
to promote goods and services. It is the marketing of promoting
products and services using digital channels to reach consumers.
Digital marketing includes Internet marketing promotion tools and
technologies, and "digital marketing" is a broader concept of "Internet
marketing" because it includes channels that require Internet use.

Digital marketing is developing to strengthen analytics with fast
automated solutions and implement high-precision digital elements to
achieve maximum impact on customer actions through the site, brand,
and product.

Digital marketing strategies work for both B2B (business-to-
business) and B2C (business-to-consumer) companies, but best
practices differ significantly. Therefore, international analysts have a
different view of how digital marketing is used in B2B and B2C
marketing strategies.

* B2B customers typically have longer decision-making processes
and, therefore, longer sales goals. Relationship-building strategies
work better for these customers, while B2C customers tend to respond
better to short-term offers and messages.

* B2B deals are usually based on logic and evidence, as presented
by experienced B2B digital marketers. B2C content is more likely to
be emotionally driven and aimed at making the customer feel good
about the purchase.
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* B2B solutions typically require more than one person to be
involved. The marketing materials that best influence these decisions
tend to be public and downloadable. B2C customers, on the other
hand, prefer face-to-face communication with the brand [2, p. 17].

It should be noted that the use of digital technologies in marketing
in the United States of America is determined not only by a wide
variety of technological solutions but also by the high level of their
implementation in the business environment. Digital technologies
play a key role in the marketing strategies of companies, regardless of
their scale and industry. One of the main directions is the use of social
networks as a powerful channel for attracting and interacting with the
audience. Brands in the US actively use platforms such as Facebook,
Instagram, Twitter, and LinkedIn to create content, promote
engagement, and build a brand [1, p. 80].

E-commerce also plays a significant role in digital marketing in the
US, as companies use various online platforms to sell goods and
services and improve user experience through various technologies,
such as virtual and augmented reality. Video platforms remain very
popular in digital marketing. YouTube and other services allow
companies to create video content to promote their brand and engage
with their audience. Marketing analytics tools are used to collect and
analyze data to understand consumer behavior and campaign
effectiveness much better. Artificial intelligence and machine learning
are becoming increasingly common to personalize advertising
strategies. These technological innovations combine to create
comprehensive marketing strategies that help US companies compete
effectively in the marketplace and provide consumers with modern
and personalized experiences in the digital environment.

In the use of digital technology in marketing in the United States
of America, several key principles help companies make the most of
the potential of the digital environment:

- Target audience, i.e., focusing on a thorough study and
understanding of the target audience and using analytics to determine
consumers' main characteristics and behavior.

- Personalization, i.e., the use of personalized marketing strategies,
including personalized emails, advertising, and content that meet
customers' individual needs.
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- Social media, i.e., active presence and interaction on popular
social networks to increase brand awareness, audience engagement,
and customer engagement.

- Mobile marketing, i.e., optimizing content and advertising for
mobile devices, including creating mobile applications and using SMS
marketing.

- Analytics and measurement of results, i.e., the systematic use of
marketing analytical tools to measure the results of campaigns and
adapt strategies according to the data.

- Content marketing, i.e., creating high-quality and engaging
content that attracts attention and builds interaction with the audience.

- E-commerce, i.e., using various electronic platforms to sell goods
and services, ensures safe online shopping and improves user
experience.

- Innovations and experiments, i.e., constant readiness to
implement the latest technologies and experiments to identify new
opportunities and improve marketing strategies [1, p. 107].

Therefore, using digital technologies in marketing is a prerequisite
for success in today's business environment. The Internet and digital
platforms provide companies not only with the opportunity to join the
global market, but also to effectively interact with consumers at
various stages of their journey from product discovery to purchase.

Digital technologies allow collecting and analyzing large amounts
of data, which helps improve marketing strategies, making them more
personalized and effective. Modern marketing is also inextricably
linked to attracting attention through social networks, creating
exciting and valuable content, and optimizing for mobile platforms.

Increasing competition and changing consumer habits highlight the
importance of using digital tools proactively to ensure
competitiveness. Thus, companies that successfully integrate digital
technologies into their marketing strategy have a better chance of
attracting, retaining, and growing their audience in a rapidly changing
business environment.
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RESPONSIBLE MARKETING AND RESPONSIBLE
ARTIFICIAL INTELLIGENCE

Businesses have long since entered the era of artificial intelligence
and are using its advances to develop market opportunities. However,
this process became widespread in 2022 after the launch of GPT Chat.
This has led to the need to set clear goals and principles to ensure that
the use of Al technology is beneficial and not harmful. Back in 2021,
UNESCO published the Recommendation on the Ethics of Artificial
Intelligence [1].

These recommendations emphasized that the unregulated use of Al
technologies can jeopardize human rights, including privacy, personal
data protection, as well as the principles of democracy and sustainable
development. Digital tools used in marketing make extensive use of
artificial intelligence technologies [2].

Al is changing not only companies but also society. Especially
generative Al has the ability to influence perceptions and promote
unreasonable consumer choices, so its achievements must be ethical.
Al allows marketers to get rid of routine operations that dominate
daily marketing processes. The areas where Al is present in marketing
are shown in Fig. 1.

The use of Al in marketing is essentially a marketing innovation
that changes marketing processes in organizations [3].
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Fig.1. The greatest expansion of the scope of Al in marketing

Optimize send times, personalize content, and predict customer
engagement to improve the effectiveness of your marketing
campaigns. Social Media Communications Management helps you
plan content, improve ad targeting, bidding strategies, and optimize ad
content. All this allows you to analyze the effectiveness of advertising
events and target the audience to increase engagement. Al is used in
SEO tools to analyze data, predict search engine algorithms, and
recommend strategies to optimize website content. Personalization
tools use artificial intelligence to analyze consumer behavior and
purchasing preferences. Al-powered analytics tools provide deeper
insights, predictive analytics, and anomaly detection to help marketers
make data-driven decisions. In general, Al enables marketing
automation, streamlines workflows, and automates repetitive tasks.

Responsible marketing using Al involves applying ethical
principles and practices to ensure that these technologies are used
fairly, transparently and with respect for human rights and user
privacy. Basic principles of responsible marketing using Al:
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— Transparency in data use.

— Fair and inclusive targeting.

— Privacy and data security.

— Al transparency and explainability.

— No deceptive practices.

— Non-intrusive personalization.

— Human supervision.

A general guide to the implementation of these principles requires
a strategy for the use of Al tools. Both states and companies are
required to have such a strategy. The policy of responsible marketing
with the use of Al implies the following steps.

Ensuring that users are informed about how their data is collected,
processed, and used in marketing initiatives will help avoid over-
personalization that may lead to consumer discomfort. Compliance
with data privacy rules and the mandatory explicit consent of the user
to the collection and use of personal data for marketing purposes
should become a common business practice.

Consumers should be able to access and manage their data
preferences and privacy settings. Ensure that marketing efforts are
inclusive, do not promote gender or other stereotypes, and do not
contribute to social inequality. Provide explanations for personalized
recommendations and targeted advertising to increase transparency.
To avoid deceptive practices, content and marketing messages
generated by Al should be thoroughly tested and only then made
public. Conducting regular audits and evaluations of Al systems used
in marketing will help identify and eliminate any ethical issues or
biases.

And most importantly, do not lose control of the decisions
generated by Al. To do this, you need to ensure a management system
in which marketing decisions made with the help of Al are under
human control to prevent unintended consequences or ethical
problems.

Ensuring responsible Al in marketing requires the use of tools and
frameworks that promote ethics, good business practices,
transparency, and fairness. Responsible marketing based on
responsible Al creates new opportunities to build trust between a
company, its partners, employees, and customers.
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MARKETING STRATEGY FOR INCREASING USER
LOYALTY THROUGH THE USE OF TEXT
NOTIFICATIONS IN MOBILE APPLICATIONS

A huge number of people around the world regularly use
smartphones in their daily lives. Various applications that can be
installed on a smartphone allows expand smartphone's functionality
and use it to perform such tasks as: calling a taxi, ordering food,
finding the way, entertainment, communication, etc. [1].

Developers and distributors of smartphone apps need to monetize
them somehow, so there are many approaches to monetization. The
most popular of them are: earning from displaying of
advertisement (ads), direct sale of the application, paid functions,
internal purchases in the application, paid option to disable ads [2].
There are still many ways of obtaining funds, but if you look at those
that have already been listed, it becomes clear that the main resource
is the users of the software product. If there are a lot of users, then the
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developer can make money both by displaying ads and by being able
to disable them. Also, with an increase in the audience, there is a
chance that the number of people who will want to purchase this
application or a certain additional paid functionality.

In this sense, it is necessary to mention an extremely important
indicator that allows you to retain and increase the number of users,
this is retention. Because the longer the user works with the
application, the more often he enters it, the more loyal he becomes,
and the more likely he will want to pay some money in order for this
application to develop further and continue to provide its functionality.
It should be noted that this indicator is universal, and its use may go
beyond mobile applications [3]. Let's look at an example of the
information that retention analytics can provide (Fig. 1).

User activity by cohort @ -~
Based on device data only

Week 0 Week 1 Week 2 Week 3 Week 4 Week 5

All Users 100.0% 18.9% 12.7% 10.3% 11.1% 5.8%

ovr-ce | O
0ct29 - Nov 4 --

s [

Nov 12 -Nov 18 --
Mov 19 - Nov 25 --
Nov 26 - Dec 2 -

6 weeks ending Dec 2

View retention —

Fig. 1. Example of retention analytics data for mobile application.

We can see the different periods during which users have joined
our software product. But as the number of users decreases over time.
On the graph, we can see that out of 100% of users in the first week,
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only 10.3% continue to use the application in the third week, and only
5.8% in the fifth week. This rate is highly dependent on the capabilities
of the app and the marketing tools used to keep users coming back.

One of the approaches that is used in practice to retain users is
related to sending push messages. These messages are similar to SMS,
but they are delivered not on behalf of another user, but on behalf of
an application installed in the system, and can inform about some
important news or remind the user about this application [4].

In particular, we obtained the results of retention measurements for
a small mobile game, which lost the activity of almost all new users in
a week. In order to increase retention, it was decided to send the user
a message that new tasks and adventures are waiting for him in the
application, and an offer to enter the application and complete tasks.

In order not to be too annoying, these messages should be sent only
after the user has not accessed the application for more than one day.
Because if we send a lot of messages to those who are already actively
using the application, we can get the opposite effect in the form of
annoying loyal users. In addition, it would be bad to send a message
to the user at night or early in the morning, so a corresponding rule
was added to send messages only between 10:00 a.m. and 10:00 p.m.
S0 as not to wake anyone up [4, 5].

The result of using this approach showed an increase in retention
by about 10% on the first day of use, and showed a slowdown in the
rate of decline in retention for a new user within two weeks of joining
the game. This shows that text message reminders can really increase
the loyalty of mobile app users. But it is necessary to follow the rules
of politeness in the texts of messages, not to send messages too often
and at times inconvenient for the user. In the case of non-game
applications, using this approach can also give results. In particular,
for online stores, it can be notifications about promotions, for music
applications, information about the release of a new album of your
favorite band, notifications about worsening weather, from a
meteorological application. Using notifications carefully and correctly
will help increase the number of active users and their loyalty.
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Adanacwera O.I1., k.e.H., TOLIEHT
JepxaBHUil G10TEXHOJIOT1YHHUI YHIBEPCUTET

IHCTPYMEHTU IHTEPHET-ITPOCYBAHHSA MAJIUX
HIANMPUEMCTB COEPHU NOCIIYT

VY cydacHomy nudpoBomy cBiTi, e IHTepHET CTaB OCHOBHOIO
w1athopMoI0 ISl CIUIKYBaHHs, KoMmepli Ta iHdopmaliitHoro
00MiHy, TIPOCYBaHHs B IHTEpHETI € HEOOXIIHUM €JIEMEHTOM Oyb-
SKOTO yCHIIIHOTO Oi3Hecy. 3ajydeHHsl yBaru LiJIbOBOi ayAaUTOpii,
MIBUIICHHS MM3HABAHOCTI OpeHIy Ta 30UIBLICHHS NPOAAXIB CTaIH
3aBJIaHHSAMH, SKI  BHMAraioTh HAJIEKHOTO IUIAaHYyBaHHS  Ta
BIIPOBAIXKEHHS CTpATETii NpOoCcyBaHHS B Mepexi [HTepHeT.

[lignpuemcTBa cdepu mociayr, ocodmBo chepu Manoro GizHecy,
0 MalTh OOMEXeHi OFOJIKETH, MOXYTh BHKOPHUCTOBYBATH pi3Hi
METOAHM Ta IHCTPYMEHTH iHTEpHET-TIPOCYBAaHHS, TaKi K: ONTUMI3aLlis
nomykoBux cucreM (SEO), MapkeTHHr y COLIalbHHX Mepekax
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(SMM), KOHTeHT-MapKeTUHT, MOOiLIbHH- i E-mail-mapkeTunr, mo6
OXOITHTH CBOIO HIJTHOBY ayJAUTOPIiI0, HE BUTPAUYAIOUN OaraTto rporei.

3 MeTolw pO3po0KM TPOMO3MIH MO0  yIOCKOHAJICHHS
IHCTPYMEHTIB iHTEPHET-IPOCYBAaHHS MiANPUEMCTBA cepH MOCIYT, a
came caoHy kpacu «Beauty girlsy», mo npairoe B M. boroayxis, HamMmu
MPOBEIACHO KOMIUICKCHE TOCIIIKSHHS.

[IpoBiBImIM MapKeTHHTOBE [OCTIMKEHHS METOAOM OHJIAH
onmuTyBaHHA, a Takok SWOT-anami3, BusiBiIeHO ciaOki Ta CHIIbHI
croponu canony kpacu «Beauty girlsy. Cnabki ctopoHu KoMmaHii B
MOPIBHSAHHI 3 KOHKYPEHTaMHU: HHU3bKa BITI3HABAHICTh, BiJCYTHICTBH
KIIIEHTChKOI  0a3u, BIACYTHICTH oOQuIaliH-peKIaMH, BiACYTHICTb
CHCTEMHOT'O ITPOCYBAHHSI Ta iH.

CUNBbHUMH CTOPOHAMH CaJOHY KpacH €: BHCOKOKBali(pikoBaHii
MEepPCOHAN, 3pPY4YHE PO3TAllyBaHHS, TapaHTIs SIKOCTI IOCHYT,
MePCOHATBHUH i IXi/ A0 KOKHOTO KITI€HTA.

Orxe, TOJIOBHUMH KpPUTEPISIMH YCIiXy caJoHy Kpacu «Beauty
girls» € npodecionaniam nepcoHany ta 3pyuHe posrarryBanHs. 1100
SIKICHO TIpacyBaTH CBiii OpeHHI MOTPiOHO TOCTIHO CTEXHTH 3a
MTOBE/IIHKOI0 KOHKYPEHTIB 1 MPOTIOHYBATH KIIIEHTaM Kpalluil cepsic
i yac 0OCITyrOBYBaHHS Ta JOJATKOBI MTOCTYTH.

[IpoananizoBaHo MiILOBY ayAMTOPII0 CaioHy Kpacu «Beauty
girls». OCHOBHUMM KJII€EHTaMH CaJIOHY KPacH € XKIHKH, SKi 10al0Th PO
CBOIO 30BHIIIHICTE. BHU3HAaYeHO Taki I1JIbOBI CETMEHTH CIIOKHUBAUiB!
«CTYIEHTKW» BikoM 18-22 poku, «Mooi Jieai» BikoM 22-28 pokiB,
«zomorocnoapkm» BikoM 23-30 pokiB, «0izHec-mexi» Bikom 30-40
POKIB Ta «KiHKH-OI0PKeTHUL» BiKOM 35-50 poKiB.

OTmxe, MO0 YAOCKOHAIUTH KOMIUIEKC 1HCTPYMEHTIB MPOCYBaHHS
CaIOHy Kpach B Mepexi [HTepHeT, peKOMEHJyeEMO HaCTYIHi
MPOTO3ULIII:

- CTBOpUTH BeO-caliT cajioHy Kkpacu «Beauty girls», s
PO3IMIUPEHHS MAPKETHHIOBUX MOYJIMBOCTEI;

- st caidTy po3pobutu cucremy SEO-nipocyBaHHs, 100 OXOMUTH
OpraHiyHi 3aIUTH MOTESHI[IHHUX CII0KUBAYiB;

- TIPOBOJIMTH MOCTIHHUI MOHITOPHHT aKTUBHOCTEH KOHKYPEHTIB B
Mepexi [HTepHeT, 100 BifcTeXyBaTH TCHACHLIT IX PO3BUTKY;

156



- PO3pOOUTH KOHTEHT-TUIaH ITyOJiKamiid (B TOMY YHCIi CTOpH3,
pui3 i mpsiMi edipy) y pi3HUX COLiATBHUX Mepexkax, 30kpema TiKTOK,
Instagram, Facebook, YouTube mmst koxxHOT 1iTbOBOI ayAUTOPIT;

- CTUMYJIOBATH KJIIEHTOK CTBOPIOBATHM KpeaTWBHI Bimeo- Ta
(OTOBIATYKM TIPO [OCBIN BiABIAyBaHHS CaJlOHy Kpacw Ta
PEKOMEH/ALIISIMU JUIS TIOJIPYT;

- QKTUBHO BHKOPHCTOBYBaTH TapreToBaHy Ta KOHTEKCTHY
peKIaMy IS TPOCYBAaHHS OCIYT CaJIOHY;

- po3poOuTtu enemMeHTH (IPMOBOTO CTHIIO (JIoTOTHII, (ipMOBI
KOJIbOpH, CJIOTaH 1 TOWIO) JUIsl BiOYyAOBYBaHHS Bill KOHKYPEHTIB i
KpaIloro Mo3uIiOHYBaHHs Ha PUHKY 338 paXyHOK BUKOPUCTAHHS iX Yy
CBOIX [HTepHET-KaHaTIax MPOCYBAHHS;

- BUKOPUCTOBYBaTH Kosabopauii i3 O’roTi-Oiorepamu, 1o
MEIIKalTh B M. BOroyxiB i MOXyTh PEKOMEHIIyBaTH CajloH CBOIM
MiMICHUKAM y COIIalIbHUX MEpexax;

- aKTHBHO BECTH KIIIEHTCHKI IPYyIH y MeceHkepax — Telegram,
Viber.

Po3po6iieHi npakTU4HI peKOMEHAIN JO3BOJIATH IMiIPUEMCTBY
epEeKTUBHO  pO3MOAUIATH  CBOI  pecypcH,  3a0e3Nedyroud
MaKCUMaJbHUH BIUTUB Ha CIOXKHBAaYiB 1 OTPUMYBATH B PE3yJIbTaTi
BHCOKI ITPHOYTKH.

HynaI'.b., k.€.H., 1OUEHT
IBaHO-®paHKiBCHKHI HAIlIOHATBHHNA
TEeXHIYHUH yHiBepcuTeT HaTH i razy

OCHOBM PEKJIAMH Y TOITYKOBIA CUCTEMI

Peknama Mae 3MicT Ta Ma€ BIUIMB Ha JTIOAMHY. Pexiiama otouye Hac
Ha pajio, B mpeci, Ha TeleOavyeHHi, yepe3 JHUCTIBKU Ta iH. Hemae
Halikpariol pexiaamu. Y 2022 porii pekiaMa B OH-JIalHI TIepeBHIITIIIA
peknaMy Ha TeneOadeHHi. Pexiama B OH-JaiiHiI B mepily 4epry Mae
OyTH pelieBaHTHA, BUMipHA Ta JOCTYITHA.

Pexnama y momrykoBiii cucteMi mpamioe e(eKTUBHO, SKIIO
BU3HAYEHO (pa3u Ha SIKMX 3MIHCHIOETHCS ii MOLIYK; MA€ XOPOIIUM
BUTJISIT; 3aliMae BUCOKE CTAHOBUIIIE; CIIpUsiE eeKTy BUXOLY Ha CallT;
J0TIOMAara€e KOHTPOJIIOBATH OIO/IKET.
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Jl0 OCHOBHMX MOYJIMBOCTEH PO3MIIIEHHS PEKIaMU Y TOITYKOBIN
Mepeski MOXKHa BiTHECTH: TOYHE BU3HAYCHHS IIIHOBOI TPYITH, BUOIp
Micls BimoOpakeHHS pekjamu, BHUOIp pekiaMHoro ¢dopmary,
KOHTPOJb BUTpaT Ta CTaBKM 3a BiJOOpaKeHHS, KOHTPOJb
e(eKTUBHOCTI MIPAKTHIHO B PEaTLHOMY Yaci.

Pexnama moxe Oyrtu posmimiena Google, Google Display
Network, Google Maps, YouTube, Google Admob, Google Ads.

Mapk TBeH nrcaB «barato ApiOHUIE CTAIH BOKIUBAMHU PEUaMH
JIUIIIE 3aBISKH PEeKJIaMi». [neanbHa pexiraMa — 11e Ta, sKa JOCATaE JI0
MOTPIOHOTO KOPHCTyBaya, y BIANOBIMHUN Yac, 3 MOTPIOHUM
noBimomieHHsM. KokHa peknamMa Mae BIiANMOBIIATH TPUHIMITY
BIJIMTOBITHOCTI, SIKUH BKITFOYAE I[IIbOBY CTOPIHKY, KIIFOUOBE CIIOBO Ta
pexmamy. Kimo4oBi croBa — 1e 3amyck poOOTH MeXaHi3Mmy, SKHUH
IMOBUHEH BIAMOBIAATH TOYHOCTI, TOOTO METI MOIIYKY, YaCTOTi, TOOTO
CKIJIBKM pa3iB IIyKalu NaHy iH(OpMAaIiio Ta KOHKYpEeHIll, XTO Ime
BXXMBa€e Taki cioBa. Llim pexiaMHOTO TMOBIIOMIICHHS 1€ B TIEPIIY
4Yepry BUKJIMKATH IHTEpeC y BiAMOBIAHUX OCi0O, CIIpSIMyBaTH Ha cailT
Ta 3HEOXOTUTH XUOHHX OCi0.

CKI1aJloBUMU pEKIIaMH € 3ar0JIOBOK, IIJISX BiJOOPaXKEHHS Ta TEKCT
pexiamMu. 3arojIoOBOK peKJIaMM BKJIFOYAE BIAMOBIAHICTH 3alHTy
KOpHCTYyBaya (KIIF0YOBE CIOBO), PEKIIaMHE MTOBIOMIICHHS (YHIKaJIbHA
0COOJIMBICTH MPOTIO3UIIiT) Ta 3aKITUK A0 Jii.

LlinpoBa cTOpiHKA — 1€ CTOPiHKA, HA SKY MOTPAIUTh KOPUCTYBAY Yy
pa3i HaTHCKaHHS Ha pekyamy. MeTa IiTbOBOT CTOPIHKH — KOPUCTYBad
3HAE€, IO BiH MOXKe 3poouTu. L{imboBa CTOpiHKa MOBHHHA BiAIOBIIATH
MEPCOHi, BiJIMOBIIATH TOMY, IIO OYyJIO HAMKCAHO B OTOJOIICHHI,
BIJITIOBIZIATH TOIYKOBOMY 3alMTy KOpPHCTyBada. Xopolla IIh0oBa
CTOpIHKA BIAMOBIZA€ NMEPCOHI, BIANOBIIAE MPUHIIUITY BiIMOBIIHOCTI,
MAa€ YiTKO BU3HAYECHY METY.

Brian Tracy mucaB “€ Baromi miepeBaru y XopoIiomMy IIaHyBaHHi.
BBaxkaeTpcs, 10 KOXKHA XBWJIMHA BHUTpadeHa Ha IUIaHYBaHHS,
€KOHOMMTB JIECSITh XBUJIMH IJIAaHYBaHHSD).

Metomu, ski Bignosinarots nuisaMm: kiiku (CPC), BimoOpakeHHs
(CPM), kougepcii (CPA), okynnicts Bix inBectuiiii (ROAS).

Google Ads - peknamHuuii cepBic, SIKMi J03BOJISIE ITyOITiKyBaTH
pPEKJIaMHI OTOJIOLICHHS! PI3HOMAHITHUX TOBapiB Ta TMOCIYl Yy
pesynpratax moinyky (Google, Ha HOro MmapTHEPChKHX calTax, B
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MOOUTFHUX 3acTocyHKax Tomno. Google Ads — oauH 3 HaWOUTBII
MOMYJSIPHUX Ta TIOTY)XHUX IHCTPYMEHTIB y CBITI MapKeTHHTY:
momicsiug Horo pexiaMy 0adath MuIbSpIU KOPUCTYBaUiB.

Tunu pexknamuux kamnaniii y Google Ads: monrykoBa kKaMmmnaHis
(Search campaigns), wemiiini kammanii (Display campaigns),
Bimeokammanii (Video campaigns), ToBapHi Kammanii (Shopping
campaigns), KamraHii JJ1s 1oAaTkiB (App campaigns).

AHami3 TOKa3ye, M0 CHOTONHI peKJiaMa € TMEePCIeKTHBHUM
Croco0OM IIUPOKOTO TPOCYBaHHS [iSUTBHOCTI MiJIPUEMCTB Y
BIpTyaJbHOMY IIPOCTOPI.
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THHOBAIIVMHI IHCTPYMEHTHA MAPKETUHT'Y
Y COEPI TYPUCTUYHUX ITIOCJYT

IBuake BhpoBajykeHHst [HTepHeTy B Oi3HEC  CHPUSUIO
BUHUKHEHHIO HOBHMX HANpPSMKIB y MapKETHHIOBiH IisUTBHOCTI, IO
MOB’S13aHO 3 TPAaHC(HOPMALIEID TEXHOJIOTi MapKEeTHHTY, HaJaHHIM
JOCTYIY 10 MIJbHOHHOI CIIOKMBYOI ayauTOopii, a Horo HeoOMexeHi
MOKJIMBOCTI 3p0oOWMNM HOr0 HEBiA'€MHHM 1HCTPYMEHTOM JUIS
OTPUMAaHHS aKTyaJIbHOI MapKEeTHHTOBOI iH(opMalii, mepeBepuIyodn
TpaauLilHl 1HCTpyMeHTH MapkeTunry. lle edexkTuBHHI CrOCIO
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MOIIYKy TIOTeHIIWHUX TApTHEPIB Ta IHBECTOpPiB, 30KpemMa 3a
KOPZOHOM, IO JI03BOJIIE CYTTEBO 3a0LIAJPKYBAaTH HA BUTpATax IS
MPOCYBaHHSA MOCIYT, 30epiraloyn BUCOKY eeKTUBHICTb, Ta HAJAAI0YH
MOJIMBICT  OTPUMATH MAaKCHUMaJIbHY KOPHCTb y  BUIJIAAL
MTOTEHIIHHOTO MpUOYTKY. Buxopucranus IHHOBAIITHAX
IHCTpYMEHTIB MapKETHHTY JO3BOJIIE HE JIMIIE HaJlaroKyBaTH
e(eKTHBHUI 3BOPOTHIN 3B'I30K 3 KIIEHTOM Ta OMEPAaTUBHO BHBYATU
Horo morpedbu, ane W CBOEYACHO afanTyBaTH BJIAcHI MapKETHHTOBI
CTpaTerii i peKJIaMHi IPOEKTH BiIMOBIHO 10 EKOHOMIYHOI CHUTYaIIii.

VY gxocti mpukiaaxy Moxke Oyrtu TexHomorin WOW-call —
mwiatpopma, siKa JO3BOJISIE TMOE€AHATH [HTEpHET 1 MiKHapOAHY
tenedoHiro. L1 mrardopma 3aificHIOE I3BIHKH SK «3 [HTEpHETY», TaK
i «B IHTepHeT», a ii OCHOBHa ines — o0'eqHaTH OHJIAWH-BiIEO 3
0COOMCTHM 3BEpPHEHHSIM JI0 KOHKPETHOI OCOOM, BHUKOPHCTOBYIOYH
MoOimbHuE Tenedon [1]. TlpakTuka 3acTOCYBaHHS Ili€i TEXHOJIOTIT
Mmoka3ye i BHCOKY e(eKTHBHICTh y TiepemaBaHHd iHbopmMariii
MOTCHLIWHUM CrIOXMBauaM. Briepiiie Bona Oyiia Bukopuctana B 2008
pomi s mpocyBaHHs OpeHAy «Axe». Ha cporomni ms yHikambHA
TEXHOJIOTISI «BiJICO/I3BIHKA» MPAKTUYHO HE Ma€ aHaioriB. [loyaTkoBo
3aJyMaHa sIK I1HCTPYMEHT aBTOMAaTW4HOI Tnepenadi iHdopmaii
PECTIOHJICHTY, BOHA TIEPETBOPUIIACS HA ePEKTHBHY «BipYCHY» MOJIEIb
MapKeTHHTOBHX KOMYHIKAIlil, Ska He JIMIIe Iepenae iHgopmaiiro,
ane 1 (opMye 3aXOIUIMBHUM, MO3UTHBHHNA €(PEKT y MOTEHIIHHOIO
CIOKHBaYa.

[MinnpuemctBa y cdepi TYpUCTHUHHX TOCIYT aKTUBHO
BUKOPUCTOBYIOTH HM(POBi TexHojorii, Taki sk Google, Apple i
Facebook. Corianbi Mepexi, 30KkpeMa, HaJlaloTh HECTPYKTYPOBaHi
MOJKJIMBOCTI JIJIsl B3a€MOIii KJTI€HTIB 1 BIUIMBY Ha CYCIHIJIbHI HACTPOI.
Mo0GineHi mpucTpoi 3a0e3meuyloTh Miclle  pO3TalllyBaHHS —Ta
OIIEPATUBHICTh, IO JO3BOJSE KOMIIAHISIM YTPUMYBaTH 3B'SI30K 13
KJIl€HTaMH. AHalli3 JaHWX Ja€ MOMJIMBICTh OPIEHTYBATH CErMEHT
ayauTopii 3 MepcoHaIi30BaHUM JOCBIIOM.

MapkeTHHroBi iHHOBawii B Tramy3i TYpPUCTHYHHUX MOCIYT
PO3IIUPIOIOTECST 32 MEXaMH IHTepHeT-Mepexi. BukopucTanHs
iHpOpPMaLiHHO-KOMI'IOTEPHUX TEXHOJIOTH B LIJIOMY € KIIFOYOBOIO
iHHOBAIli€l0 B MapKeTWHTy mnociyr. Hampukmax, opHiero 3
Halie(PeKTUBHIMNX Ta IMHPOKO BHKOPHUCTOBYBAaHWUX CTpaTeTid €
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BUKOPHUCTAHHS MYJIbTUMEIIHHIUX TEXHOJIOTIH B TOTEIBHOMY Oi3HECI.
Ile BKIHO4aE CTBOPEHHS Ta BUKOPHUCTaHHS €JIEKTPOHHMX KaTaJoOriB,
MyJbTHMEAIMHUX JOBITHHUKIB Ta BIpTyalbHUX TYypiB TOTENiB, SKi
noenHyoTh 3D-manopamu, ¢ororpadii, Bimeo Ta animamiro [2].
Oco0nuBe 3HAYEHHS MPHUIUIAETBCS BIPTYyadbHUM Typam, sKi, 3a
CJIOBaMH MapKETOJIOTIB, € MMOTYKHAM IHCTPYMEHTOM IS 301TbIIICHHS
OHJIaH-OpPOHIOBaHb Ta CKOPOYCHHs 4acy Ha O(opMIIEHHS HOCITyT
gepe3 BIAMOBIAI Ha MUTAHHS KITIEHTA IOI0 TOTEITIO.

Ille omHi€l0 MapKETHHTOBOIO iHHOBAIIEID B Taldy3l IOCIYT €
BukopuctanHsa GDS-cucrem — 11100aabHUX CUCTEM OpOHIOBAHHS, 110
BUCTYMAIOTh  IOCEPEIHUKAMH MIXK CHCTEMaMH OpOHIOBaHHS
ITOCTavYaJIbHUKIB (TOTENiB, aBiaKOMITaHiId, TPAHCITIOPTHUX KOMIIaHiii)
Ta CUCTEeMaMH MPOJIAXKiB TYPUCTHYHHX areHTCTB. [ 100anbHi cucteMu
OpOHIOBaHHSI € KJIIOYOBUM €JIEMEHTOM Oprasizamii TOTeJIbHUX
MPOJAXKIB JJIsI KOPIIOPATUBHUX KITI€HTIB Ta CHOXHUBAYIB Y BCHOMY
CBITI.

B MapkeTunry cepu mociyr TakokK CTae BCe OIbII BaKIUBIIIIMM
BUKOPHCTaHHS MOJIMBOCTI IUPpoBUX iardopm, Takux sk Digital
Experience Platforms (DXP), sxi mnpeacraBisioTh coO0r0
iHTerpoBaHnil HaGip mpoxaykTiB. DXP HamaioTe apxiTekTypy uis
KOMIaHiH, fki OUQPOBU3YIOTH CBOI Oi3Hec-omepaii, CHpUsIIOTH
YAOCKOHAIIEHHIO JIOCBiTy KII€HTIB 1 30upaHHIO iH(OpMarii mpo
MOTEHIIHHUX KIIIEHTIB, a JOCBiJ pOOOTH 3 KIIEHTAMH € KIFOYOBOIO
KOHKYPEHTHOI TiepeBaror B cdepi mociayr, 1 akTHBHE 3ay4eHHS
MapKETUHIOBUX 1HHOBALH B 110 00J1aCTh € BAXKJIMBUM KPOKOM.

Hudposi miatgopmu 0codIMBO aKTyalnbHi 1JIs ray3i TypusMy. 3a
HOBHMH TEHJICHIIISIMA Y Taly3i MOJOpOXKeH 3pocTae MOMUT Ha
IHIUBIyaJIbHI TIPOTIO3UINI 1032 MAacOBUM TYPH3MOM, OCKUIBKU
CBiZIOMi CIIO’KMBayi OYiKYIOTh 1HIUBiAyaJbHUX PillIeHb, BIAMOBIAHNUX
iX yHiKanbHUM mOTpebaM. BiTbIIiCTh yYacHHKIB TYypUCTHUIHOTO
PHHKY MaroTh JJOCTYII JIO JIETaldbHOT iH(popMaIlii mpo cBOiX KII€HTIB i
MO’KYTh YBOKHO BIJICTEKYBaTH IXHIO MIOBEIIHKY Ta 3MiHU B Hiil. HoBi
CHCTEMH NEepCOHANII30BaHUX MPOIYKTIB 1 MOCIYT MOJIMBI 3aBASKU
THYYKHM MeToJiaM 00poOKH iH(opMaIllii, TakuM sIK KIIIEHTChKI 0a3u
naanx CRM — Customer Relationship Management. CyuacHi xmMapHi
cucremMd CRM MOXyTh aHaNi3yBaTH BENHKI OOCSITH JAHUX ILIIXOM
3aCTOCYBaHHS METOJIIB 0OpOOKHM BEIMKUX JaHUX Ta MacIITaOyBaHHS
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B €eKOHOMIYHO e()eKTHBHUH 1 aHOHIMHUH CIIOC10, BUSBIISIFOYH 3HATYIIIL
momii. Lle edektnBHMI cmoci®d BH3HAYEHHS I1HAMBIIyaTbHUX
0COOMCTHX BIIOJIOOAHb.

VY cydacHOMy CBiTi TypHUCTH MalOTh BEIHMKHH BUOip IH(poBUX
miatopM A BUpIMIEHHS PI3HOMAHITHUX 3aBIAaHb Y IIOJOPOXKAX.
Hampukmnaz, 11s monryKy )KATIa BOHH MOXYTh CKOpHcTaTHcs Airbnb,
Tujia, HomeAway, 9Flats, Wimdu a6o FlipKey. 3amorneHHs
TPaHCIIOPTY MOXKe OYTH JITKUM 3aBIAaHHAM 3aBISIKH IIaTGOpMam,
takuMm sk Uber, Grab, Didi a6o Lyft, a orpuMaHHI aBTOMOOINIA
MoxuBe 3a gonomoroto iCarsClub abo ZipCar. Hasite s
Benocurniena € miargopmu, Taki sk MoBike yu Ofo. 1106 orpumaru
HETIOBTOPHUN MICHIEBHH JOCBi, TYPHUCTH MOXYTb 3aMOBHTH
eKCKypciro uepe3 Vayable a6o ToursByLocals a6o HacosomkyBatucs
JIOMAITHBOIO KyXHEro 3aBsaku EatWith abo VizEat. B €Bpori HaBiTh
ICHYIOTh CepBiCH, SIKi JO3BOJISIFOTH JIETITH HA MPUBATHOMY JITAaKy 3a
JTOCTYITHUMU IliHam#, Taki sk Wingly Ta ixmmi.

CrnHcox BUKOPHCTAHHUX JKepe:
1. WOW-call — mnardopma. URL: https://www.wowcall.com
(mara 3Beprenns 25.11.2023)
2. Coepuuni (oromanopamu TOTelliB. URL:
https://hotels3d.com/ua/info/about (mata 3Bepuenns 25.11.2023).

Mansapuyk O.O.
Hauionansauii yHiBepcuTeT «JIbBiBCbKA MOMITEXHIKA»

TMOHSTTS TA BUJIU MEUBOJIY SIK BA3OBOI MOJIEJII
JISITBHOCTI CYYACHUX 3ACOBIB MACOBOI
THOOPMAII

I'moGanbHe BUKOPUCTaHHS IHTEPHETY y Pi3HUX chepax eKOHOMIKH
3MyILIy€e€ BHAABLIB TPagULiHHUX JPYKOBaHUX 3aco0iB MacoBOi
iH(popMariii BeCTH MOIIYK HOBOI Oi3HEC-MomeNm AUCTPHOYIi CBOIX
nponykriB. [lpu i1 ¢opmyBanHi cmig MiHIMI3yBatd BTpaTu. SKi
MOB’s13aH] 3 TMEpPEeTIKAHHAM YHUTAIBKUX ayIuTOpiH Bill IPYyKOBaHUX
(odaiin) hopMaTiB CIIOKMBAHHS HOBUHHOT'O KOHTEHTY 10 LIU(PPOBUX
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(hopmariB B3aeMoii, 10 0OYMOBHIIO 3HIKEHHSI TUPAXKIB APYyKOBAHMX
BHJaHh Ta BIATOBIMTHO JOXOAIB BiA MPOmaxy Takoi MPOTYKIIii,
3MEHILIEHHS PEeKJIaMHUX HaaxomkeHb. Llg mpobnema 3aroctpuinacs B
YMOBaXx MaHAeMil Ta BOEHHOTO CTaHy B YKpaiHi.

®dopMor0  mISUTBHOCTI  3aco0iB  MacoBoi  iHdopmarmii, sKi
(YHKITIOHYIOTP B MEpeki [HTepHET Ta sKa BIAMOBITAE OIMHMCAHUM
BUIIE WITAM € MeXaHi3M meiiBomy. Moro CyTHiCTH 3BOIHTBCA 1O
OTPUMAaHHS KOIITIB BiJl YATAYiB IIJIIXOM IEPIOIAIHOI MEepeaIIaTH
a0o mpuadaHHI HIMH OKPEeMHX ITyOTiKaIlii.

Bunanns New York Times Oyi1o oHUM 13 EPIIUX BEIMKHUX Me/ia,
siKe 3ampoBaamwio y jrotomy 2011 p. muatHuii DOCTym A0 CBOIX
myOTikaIii B Mepexi inTepHeT. IIpoTsaroM HaCTYITHHUX HECSITH POKIB
Mmaibke yci Bumannsa y CIIA Tta y kpaiHax 3aximHoi €Bpomnu
3alpoBaWIIA TIEHBON y pIi3HUX (opMax Ha CBOiX BeO-caiitax. B
VYkpaini mionepamu neiiBomy Oyna razera Kyiv Post, sxa y GepesHi
2013 p. 3ampoBannia IIATHAN JOCTYI JO MaTrepiajiiB Ha CBOEMY CaiTi
[1]. Ha mouarky 2020 p. omHe 3 HaWNOMYNSAPHIIMX B YKpaiHi
CYCIUTBHO-TIOMITHYHHUX BUIaHb «HoBUI yacy 3arpoBaiuiio IiaTHY
HiAMKUCKY [0 MarepianiB cBoro BeO-caiity [2]. 3 mrororo 2021 p.
IUTATHAH JIOCTYN JO €JNEKTPOHHOI Bepcii BMNPOBAJAWMIO BHJIAHHS
YHIBEpCaIILHOTO XapakTepy - razera «Excripecy.

CrorozmHi B yKpaiHCBKiM HayKoOBiH JiTeparypi icHye oOMexeHa
KUTBKICTh JIOCHI/PKEHh Ha TeMy MeHBONy. 30KpeMa IIi THTaHHS
aHamizyroTecs y [10]. Bigrak y momanplmiux JOCITIKEHHAX OyaeMo
BUKOPUCTOBYBATH ITyOiKalii 3aKOpAOHHUX JAOCIiTHUKIB.

3araJbHONIPUHAHATHM y 3apyObKHIA HayKoBiM JiTeparypi €
BU3HAYEHHsI TIEWBONY K IU(PPOBOTO MeXaHi3My, SKHU J03BOIISE
BIJIOKPEMUTH IUIATHUH KOHTEHT BiJi OC3KOIITOBHOTO Ha BeO-CaiTI.
PimenHss mowatu CTATYBaTM MJjaTy 3a OHJIAWH-BMICT 3a3BHYail
BHUKJIMKAaHE BHJABIIB MOTPEOOIO 30UIBIIMTH JOXIA BiJ MEPEIILIaTH.
AynuTopii, ki MiAIUCYIOThCS, € OLIBII [IIHHUMH JIJIs PEKJIaMOJIaBIIiB,
OCKIJIbKM BOHU BB)KAKOTHCS OUTBII BimanuMu OpeHay [3, c. 68].

Cuctemun mneiriBonmy 0a3yroTbesi abo Ha BMicTi, a0 Ha 4acToTi
nocrymy a0 indopmarii [4, c.62]. [eski ra3eTn CTATYIOTh IUIATy 3a
MIEBHI THITM KOHTEHTY, HAlIPUKJIal KOMEHTapi eKCIepTiB Ta (iHaHCOBI
HOBMHHM, TOAI SK 1HII CTATYIOTh IJIaTy  3aJIeKHO  BiX
o0cATy BMICTY, JOCTYN N0 SKOTO OTPUMY€ KOPHCTyBad. Takox
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PO3PI3HSIIOTH ABa THIH CTIOCO0iB (JOPMYBaHHS JOCTYITY 1O TUIATHUX
OHJIaH-CEPBiciB HOBWH. B oHi¥ Mozei, anTad BUOMpae KOHTSHT IJIs
YUTaHHsI, B iIHIIOMY BUIIaJIKy BHAABEIb CAMOCTIIHO (opmye oOCsT i
TEMaTUKy KOHTEHTY, JOCTYITHOTO [ KOpHCTyBauiB [5, ¢.192].

Po3pi3HAIOTE YOTHPH OCHOBHI BHAM JOCTYIy JO IUIATHOTO
KOHTEHTY Ha BeO-caifiTax: JKOPCTKMHA TeWBOJN, M SKAH abo
BHUMIpIOBaHUH IEWBOJI, 3MIIIaHUK 200 T1OpUAHUN JOCTYI Ta THYUYKHUI
neiiBon. JKopcTkuil meiBon mependadae 3abe3medeHHs TOCTYITY
YUTAyiB 10 KOHTEHTY JIMIIE 33 YMOBH OQOPMJIECHHS IUIATHOI
MepeArIIaTH, IPU OMY 3aKPHUTTIO MiJUISATae K OKPEMHN PO3JIiI, TaK
1 i BeO-calT [6, ¢.198]. Ilpu 3acTocyBaHHI KOPCTKOTO MEHBOIY
JIMIIE KOPUCTYBay, SIKUIl 3apeecTpyBaBcs Ta OGOPMHUB NEpEAIIIary,
OTPUMY€ JOCTyIy 10 TyOmikaiiii oOHJalH-BUIAHHA. [O0JOBHOIO
MEPENIKOOI0 JJIsl BIIPOBAIXKEHHS YKOPCTKOTO MEHBOITY € pU3HK BTPATH
BHUJAHHSM BEJIMKOI YaCTHHH YNATAUiB, AKi 3ITKHYBIIHICH 3 HEOOXiTHICT
IUTATUTH 332 KOHTEHT, BIAMOBISTHCS BiA IUIaTHOTO BHUAAHHS Ta
MEPEXOAATh 10 KOHKYPEHTIB, SIKi TPONOHYIOTh OE3KOIITOBHHUM TOCTYII
1o iHpopmariii Ha cBoeMy caiiti. ToMy, HailuacTilre )KOPCTKHUI MeHBOIT
3aCTOCOBYIOTH BHJAHHS, SIKI CTBOPIOIOTH YHIKaJIbHUI KOHTEHT, ILIO
MOX€ KOHKYpYBaTH 3 O€30IIaTHUM KOHTEHTOM KOHKYPEHTIB, 1, fK
HACITiZIOK, BOHU MalOTh c(hopMOBaHy BiJlaHy ayIUTOPilO, iIka TOTOBA
IUTaTUTH 32 KOHTEHT. BIpOBa/IKEHHS TAKOTO BULY MJIATHOTO JOCTYITY
3a3BUYal IPU3BOAMTH 0 301IBIICHHS IOXO/IB BUIABIIIB.

M'skuii TeHWBON MO3BOJSE UYHTAYaM OTPUMYBATH JOCTYI JO
KOHTEHTY Ha OCHOBI BCTAHOBJICHHMX BHIABLIEM YMOB, IO J03BOJISIE
KOPHCTYBaueBi Ieperisiiati  OOMEeXeHy KIJIbKICTh —MarepiaiiB
MPOTATOM IIEBHOTO Tiepioay 4acy. [licist TocArHeHHS JIIMITY YhTadam
3aKpUBAIOTH JIOCTYI Ta MPOCATH OGOPMHUTH mepemmiary. bararo
BUABIIB, SIKi CIIOYAaTKy HaAMarajucs 3arpoBaiuTH )KOPCTKHUNA TIEUBOI,
Ha/lajml 3aMiHWIA HOro M'SKMM. [OJOBHOK WIUTIO BIPOBAKEHHS
M'SIKOTO TICHBOITY € PO3IIMPEHHS ayJIUTOPii 38 paxyHOK TUX YWTadiB,
K1 TicIs mepensary oOMeXeHOI KIIbKOCT myOuikaii ohopMIIsSIOTh
TepeNonnary sl TPOJIOBKEHHS UHTaHHs THIINX ny6ni1<aui171
IcHyIOTH JOCHIJKEHHSI, K1 JIOBOMSATH BIJICYTHICTH MPSIMOTO 3B'SI3KY
MK  KIIBKICTIO  O€3KOIITOBHHMX — MyOmikamii 1 KiJIBKICTIO
NEepeAlyIaTHUKIB, TOMY TakdUi MMTydyHHd Oap'ep  3MEHIIye
KUTBKICTh TIOTEHITIMHUX TOCTIHHUX YUTadiB [7].
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3wmimrana abo ribpuaHa MOIENh MEWBOy Mependadae MoeTHAHHS
0E3KOIITOBHOTO Ta TIATHOTO KOHTEHTY. [Ipn iboMy po3aisau ocTaHHIX
HOBHMH 3QJIMIIAIOTHCS BIIKPUTUMH, a EKCKIIO3MBHI Marepiaju, sKi
MICTATh CKCIEpTHHH aHami3 MoAiil Ta sBuUll abo KYpPHATICTCHKI
po3ciigyBaHHs € marHuMu [8, c.67]. ToOTo, mOX0Omy BHIABHUIITBA
(hopMyIOTBCA SIK 32 PaXyHOK PEKIIaMH, TaK 1 32 PaxyHOK OOMEXeHOl
KUTBKOCTI MEPEATIaTHUKIB, SKI HIKaBISTHCA MPEMiyM-KOHTEHTOM.

I'Hyukwii mediBom - PI3HOBHJ IUIATHOTO JOCTYIMY, IO SKHMA
TPYHTYETHCSI Ha iHAWBITYyaTbHOMY MIIXO/i IO MOTEHI[IHIX YUTAaqiB.
VY Horo OCHOBI JIGKUTH aJamnTallis yMOB MiAMUCKU A0 Pi3HUX TPyl
ayauTOpiil BeO-caiiTy, 3alexHO BiA iX IHAMBIOyalbHUX iHTEPECIB,
MOBENIHKOBUX TPAKTUK B IHTEPHETI, Ta I[HOBHX OYiKyBaHb.
OyHKI[IOHYBaHHS Takoro BHJY NEHBOIly BHUMara€ JIOCTYIy JO
MEepCOHANBHOI iH(pOpMAaIil KOPUCTYBadiB, sIKa HAIAETHCS B MpoIeci
000B’SI3KOBOT peecTpariii Ha caiiTi, 3 HaJaHHAM JaHUX PO BiK, CTaTh,
iHTepecH, Micle MMPOKUBAHHS PiJl 3aHATH, IO A€ 3MOTY PEIaKIlisaM
¢dopmyBaru iHIUBiAyanpHO TiAiOpaHy BUOIpKY KoHTeHTY. Jlms
aHai3y JaHWX KOPHCTYBayiB MOXKE 3aCTOCOBYBATHUCHh LITYYHHH
inTenekt. Lle no3Boise MakcuManbHO e(heKTHBHO OOpOOIIATH BEIUKi
MaCHBH TEPCOHAJBHUX JaHUX KOPHCTYBAuiB Ta iX TMOBEIIHKY IpH
B3aeMOJIii 3 caiTtoM it (popMyBaHHsS Ta ajgamnTaiii  MPOIO3UILi
KOHTEHTY, BUXO[SYH 3 THTEPECiB OKPEMOT0 MEpEAIIaTHHUKA.

B sxocti oOkpemoro BuIy TEWBOJIY 4YacTO pO3IVISAAAIOTH
3alpoBaKCHHS JTOOPOBUTPHUX TIOKEPTBYBaHb KOPHCTYBauiB BeO
caiity. Ilpm Takili Momenmi uyWTadi BHOCATH pa3oBi  abo
MepioNYHI JTIOHATH BUIAHHIO, 3aBISKH SKUM JOCTYII JI0 ITyOTiKarii
Ha caiiti € O0e3komToBHUM. HaiiBimoMimM Ta HallycHimHIimmIM
MPUKIAJOM  BUKOPUCTAHHS  OMHMCAaHOI  MOJAENl €  TMPHKIAJ
Oputanchkoro BunanHsa The Guardian [9]
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Cyxopebcrka O.10., 3modyBau
IBano-®paHKiBCHKUH HALIOHATEHUH
TEXHIYHUH yHIBEpCUTET HAQTH 1 razy

BIIJINB IN®POBOI'O MAPKETHHI'Y HA MAJIT
HIANPUEMCTBA

Y cydacHOMy CBITi, € KOHKypEHIliSl CTa€ Iemali OiNbIIoro,
MapKEeTUHT BiJirpa€e KIIOYOBY POJb JJS JOCATHEHHS IOCTABICHUX
nijgei Oi3Hecy, a 30KpeMa HOro raiay3b — HU(POBUN MapKETHHT.
OcTaHHI HE JNWINE TPEHJ, ale W CTPaTeriuHuil IHCTPYMEHT s
pPO3BUTKY Oi3HeCy, 0CcOOMMBO isi Mayux mianpuemMctB. Came BiH
JoroMarae iM aJanTyBaTUCh 0 IIBUAKO3MIHHOTO PUHKY Ta Ja€
MOXXJIUBICTh KOHKYpYBaTH y Oi3Hec-cepefoBHIli. MeTow IHOTo
JOCII/UKEHHST € PO3KPUTH MOHATTS HU(POBOrO MapKETHHTY Ta
3’sICYyBaTH, SIK BiH BILUTMBA€E Ha PO3BUTOK MAITUX MiIIPUEMCTB.

3rifHO 3 ONMUTYBAaHHSM, SIKE IMPOBEJIa MApKETWHIOBA AarcHIISA
“Newage” y 2022 poui [1], Ha HEOKYNOBaHHX TEPHUTOPIsAX YKpaiHU
O6mu3pK0 22.1 MITH YKpaiHIliB € KOpHCTyBayaMu iHTepHETY. Tomy He
noTpiOHO 3HEIIHIOBATH BIUIUB IHTEPHETY Ta MAPKETHUHTY JIJIs BEJICHHS
6i3Hecy 3aranom. BignosinHo no nanux Google [2], 63 ycix mokymok
MOYMHAIOTECS CaMme OHJIAMH, TOMY SIKIIO Balla KOMIIAHIS «HE B
1HTEepHETI», BU BTpaTtuTe 63% CBOIX MOTEHIIHHUX MMEPUINX KIIIE€HTIB.

Buxonsun 3 10CHTH BENHKOI KiJIBKOCTI KOPUCTYBadiB iIHTEPHETY,
Cy4acCHUM KOMIIaHisIM HEOOXiJHO MaTH 3B’S30K 31 CBOIMU KIIiEHTAMHU
came udepe3 1upoBi iHCTpyMeHTH. OTOXK, PO3TIISTHEMO JCTaJIbHIIIS
MOHATTS «IIU(POBUIT MAPKETUHTY.

Hudposuii MapKeTUHT — 1€ BUA MapKETHHIOBOI JIisUIBHOCTI, 1110
3a IUQPOBUMH KaHATIAMH IIU(YPOBUMH METOJIAMU JI03BOJISIE JIPECHO
B3aEMOJIISITH 3 IIJTLOBUM CETMEHTOM PHHKY y BIPTyallbHOMY Ta
peanbHOMY cepenoBumax [3]. Bin 3xilicHI0€ mpocyBaHHS TOBapiB Ta
MOCTYT 3aBISKH PI3HUM I1HCTPYMEHTaM, SIKi JO3BOJIAIOTH JTOHECTH
iH(hOopMaILiio 70 OLIBIIOT KIJIBKOCTI JIFO/ICH 3a MEHIII TEPMIiHHU; MalOTh
OUTBIIMI BIUIMB HA ayAUTOPIIO; MiJBUILYIOTh JOSUTBHICTH KITI€HTIB 10
OpeHy Ta HOro BITi3HABAHICTh; MEHIII BUTPaTH HAa MapKETHHIOBI
kammaHii. OJHIEI0 KIIOYOBHUX TIEpeBar MU(PPOBOrO MapKETHHTY €
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PI3HOMaHITh IHCTPYMEHTIB MPOCyBaHHS. Jl0 OCHOBHHMX IHCTPYMEHTIB
1 pPOBOro MapKETHHTY MOXHA BigHecTH [4]:

— KOHTEKCTHA peKIaMa

— texHouoris Big Data — macuBu 1aHNX BETUKUX OOCSTIB;

— peTapreTHHT ;

— @JIEKTPOHHA TIOIITA;

— BIpyCHHUI1 MApKETHHT;

- RTB,;

- SMM,;

- SMO;

— SEO;

— SEM (anri. search engine marketing).

EdextuBHa crparteris UUQpPOBOrO  MapKETHHTY  JIO3BOJISIE
MiIPUEMCTBAM 1IeHTU(DIKYBATH CBOIO IIJIbOBY ayIMTOPitO Ta 00paTH
HaWkpamuii crmocié 3amikaBUTH 1i. 3aBASKHM  BHKOPHCTAHHIO
IHCTpYMEHTIB [U(POBOTO MApKETUHTY, MOXKIHUBO 30UTBIIATH
BUAMMICTh KOMIMAaHIii B iHTEPHETI BUKOPHCTOBYIOUH NpPU IOMY HE
BETIMKUH pEKIIAMHHIA OFOJIKET.

Ho npuknany:

- Meroau SEO ta SMM 101OMOXYTh 3aHHATH JIiZCPChKI MO3UIIIT
B TMONMIYKOBHUX CHCTEMax Ta 3allydduTH HOBY ayJuUTOPiI0 uepes
couianbHi Mepexi; BukopucroByroun Taki miatdopmu, sk Google
AdWords 1 Facebook Ads, xommaHii MOXyTb CHELiaTbHO
HAI[IJTFOBAaTHCS HAa CIIOKHMBAYiB, SIKi, HAWiMOBIPHIIIE, 3allIKaBISIThCS
TXHIMH TPOJyKTaMH YU MOCITyTaMH.

- 3aBasgku UMQPOBMM KaHalmaM s MaluxX MiANPUEMCTB
BiJIKPHBAETHCS MOXKIIMBICTh MTPUBEPTATH YBAry KIIEHTIB HE JIMIIC HA
JIOKaNbHOMY piBHI, anme W minobaneHo. lle 3HauyHO po3muproe
ayJUTOPIIO Ta Aa€ HOBI MOXKJIIMBOCTI AJIsl 3pOCTaHHS Oi3HECy

Taxox, 0JIHI€IO 3 OCHOBHHUX TiepeBar MUPPOBOr0 MAPKETHHTY JIJIsI
Mayioro Oi3Hecy € peHTa0elbHICTh. Y MOPIBHIHHI 13 TPaIUIIHHUMH
migxoJaMM, TakMMH fK JpYKOBaHa Ta TeJeBi3iliHa pekiama,
nuppoBUll MapKETHHT 00XOMUThCH Habararo gemieniie. Kpim toro,
3aBJISIKK TU(PPOBOMY MApKETHHTY IiIIPUEMCTBA CILIAYYIOTh JIUIIIE 32
BUKOPHUCTaHI METOAH, IO T03BOJISIE iM OLIBIT e)EKTUBHO yIPaBISTH
CBOIM MapKETHHI'OBUM OIOJKETOM.

o iHmoi mepeBaru IMU(POBOTO MAPKETHHTY MOXKHA BiITHECTH:
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MIOKpAIIeHHs] BMI3HABAHOCTI OpeHAy. 3a JOMOMOTOI0 TEXHOJOTiH
(G pPOBOrO MapKETHUHTY, TAKUX SIK KOHTEHT-MapKETHHT 1 MapKEeTHHT
y COLiaJbHUX Mepekax, MiANPUEMCTBA MOXYTh CTBOPIOBATH
KOHTEHT, SIKH{ J0TIOMarae MpoCyBaTH ixHii OpeH[ 1 MiABHIIYBaTH
1XHIO BII3HABAHICTb.

I ocranne: nnudpoBHUl MAPKETHHT € YU HE HAUTHYYKIIIOO TaTy33i0
MapkeTuHry. BiH Hagae manoMy Gi3Hecy THYUKICTb, sIKa HE 3aBXKIH €
MIPH BUKOPUCTAHHI TPATUIIITHOTO MapKeTuHry. IlinmpreMcTBy J1erKo
KOPDHUTYBaTH CBOIO CTPATETil0 HA OCHOBI JIAHUX 1 aHANITHKH, SKi
MOCTIHHO OHOBJIIOKOTHCS B OHJIAWH PEKUMI, IO Ja€ MOMKJIMBICTh
3MIHIOBaTH CTpaTerilo B pealbHOMY 4Yaci JJs TOKpalleHHS
pe3yIIbTAaTIB.

OTke, MOXKHA 3pOOHUTH BHCHOBOK, 1[0 CIIOKMBAYi Ta iXHi OTpedu
3MIHIOIOTHCS, TOMY Oi3HECY Ba)KJIMBO MPUCTOCOBYBATHCH 0 IIMX 3MiH.
HudpoBuit MapKeTHHT CTa€ HEBIJMUIPHOK YACTHHOK YCHIITHOL
MapKETHHTOBOI CTpaTerii U1 MaIuX MiAPUEMCTB, IO BiAKpUBAE IS
HUX MOXIIUBOCTI 3pOCTaHHS Ta PO3BUTKY Y KOHKYPEHTHOMY PUHKY.
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XapKiBChbKHIA HAI[IOHATbHUN €KOHOMIYHHIA YHIBEPCUTET
iM. C. Ky3uens

OBIPYHTYBAHHSI MOJAEJII ®OPMYBAHHS BPA’KEHD B
OUPPOBOMY MAPKETHUHI'Y

AxryanbHicTh. CBIT cTaB Iyke MiHIMBUH. Mu crmoctepiraeMo
TpaHcopmalii y HuppoBiii eKOHOMILI Ta y CBIiTI B LIIOMY, SIKi MOTJIH
0 3alfHATH ECATIIIITTS, TPOTE BOHH CTAIUCS 32 2-5 pokiB. TenaeHIis
70 WIBUAKUX 3MiH 0OyMOBIIEHa PO3BUTKOM [HTEpHETY, €NeKTPOHHOT
KOMEpIIii, COIliaIbBHUX MEPekK, a TaKOXK TaKUMU HETaTHBHUMU
ynaAnKaMA K maageMiss COVID 19. Bee ne Bumarae Bix daxisiis
MapKeTHHTY Ta Biff HayKd (QOpPMYBaHHS HOBHX IIiIXOMiB, sKi O
BpaxoByBaJIM 3pOCTaHHS JWHaMi3My. B ymoBax 3pocratouoi
KOHKYPEHLl Ta IIBUAKHX TEMIAax CydaCHMX TpaHcopmaiiii B
nuppoBOMY MapKETHHTY, KOMIIaHii HaMararoTbCsl 3HANTH IUTAXH IS
3a0e3MeUeHHs] BJIACHOI KOHKYPEHTO-CIIPOMOXKHOCTI Ta JIijiepcTsa.
SAxuit Mae OyTu TOBap YM TOCHyra, mo0 BOHM MalH 3MOTY
MIPUBEPHYTH YBary KOpHCTyBada |HTepHeT, cepen Oe3midi iHIINX
MPOIIO3MIIiH, AKI JOCTYIHI JUIsi 03HAHOMIICHHS Ta MOKYIIKA B OJMH
KJ1ik? PeBountoniiiHuii MpOpHUB y JaHOMY HANPSIMKY 3pOOMIIN aBTOPH
KOHIIeNIIii ekoHOMiKH BpakeHsb llaita JIx., [imvop 1. [1], HIminr b.,
Pomxepc I1., Bporoc K. [2], 3anponionoBani koH1eniii aBTopis [1,2]
3aCHOBaHI Ha iiei mpojjaxKy caMe BpaKeHb, & HE MPOIYKTIB — SIKi
BUCTYNAIOTh YETBEPTHM BEJIHMKHM €TarloM CIOXXHBYOTO PO3BUTKY
MiCJIs CAPOBUHH, TOBAPiB 1 IOCIIYT.

IToctanoBka mpobnemu. HaykoBa mpobimema moysrae Yy
BIJICYTHOCTI HAyKOBO-METOIMYHHMX PEKOMEHJIAI[ii Ta Mojesei
CTOCOBHO ()OPMYBaHHS BPaX€Hb y MiHIIMBOMY CEPEIOBHILI.

Merta. OOrpyHryBaHHS Mozeni (OpMyBaHHS BpaKeHb B
ur(ppOBOMY MapKETHHTY.

Pesynpratn mocmimkeHHs. 3 MOTJSLy MapKETHHTY TOBap SBIISE
co0ol0 Bce, MO MOXKE 33J0BOJBHUTH TOTpedy CHoXuBava i
IIPOIIOHYEThCA HAa PUHKY 3 METOIO 3aJIyueHHs yBaru, NpUIOaHHS,
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BUKOPHCTaHHA 1 criokuBaHHA. lle MoxyTh OyTtn (hismuHi 00’€KTH,
MoCcIyru opradizamii, igei. B oCHOBI TpamumiHHOTO MapKETHHTY
JCKUTh KOHLENTYAJIbHUH TIiOXill, SKUH TMOJIATae y TOMY, IO
CHOKHMBa4 3/IMCHIOE TOUIYK HE TOBapy, a BHpIIIEHHS BIACHOI
mpo0iieMu, a BKe BOHA YCyBAa€ThCA 3a IOTIOMOT0I0 ToBapy. Jlesitt T.
[3] cTBepmKYE, IO MiAMTPUEMCTBO HEOOXITHO PO3TISLAATH K TaKe, 110
MOJKE 3a/I0BOJIBHUTH MOTPEOM 1 3amuTH KIi€HTIB. [HmMA mormsn
MIPOTIOHYETHCS B KOHIIETIIIIi eKOHOMIKH Bpa)kKeHb — CyJacHI CIIOYKHUBaYi
BXKE€ JTOCSITIIHM PiBHS 33OBOJICHHA 0a30BHX IMOTpPeO, TOMY HIYKalOTh
IUISXHU 33J0BOJICHHS MOTPeO BUIIMX PiBHIB, [0 MOXJIMBO Ha OCHOBI
OTPUMAaHHS BpaXCHb. OcTaHHI JOCHTIJKCHHS TOKa3ylTh, IO
KOMIIaHi1 (pOpMYIOTh JOSITEHICTD, HAIAIOUN KIIEHTAM BPaXEHHS, SKi
BOHHM CHpaBAi LiHYIOTh, a HE MPOMNOHYIOUYH CIIMy IE€MOHCTpPAIilo
TOBapiB Ta MOCIYT. BpakeHHS BHCTYNAIOTh OKPEMOKO KaTeropie€ro,
Ky KOMIIaHisl MOJKe TIPEJICTABIISITH HA PUHKY SIK IPOIO3uIifo. B Toit
e Jac, M He MOXKEMO BiIIITUTH BPRXKCHHS BiJl TOBAapy Ta MOCTYTH.
3 1i€i MpUYMHU MU IPOIIOHY€EMO BBECTH BPXKEHHSI B CKJIAJIOBY MOJIEII
(bopMyBaHHS TOBapy.

PosrissreMo 6a30Bi MapKeTHHTOBI MOJIeli pO3POOKH Ta PO3BHUTKY
ToBapy. Mojens 3-x piBHIB TOBapy JO3BOJISE MiJBHIIUTH BapTiCTh
TOBAapHOI MPOMO3HIIT 3aBIsAKK 30iblIeHHsT MiHHOCTI. JleitT T. [3]
BUJIUIMB HACTYIIHI piBHI: TOBap 3a 3aAyMoM (OCHOBHa BHTOJA 1
LiHHICT TOBapy), peajbHUN TOBap (yMaKoOBKa, SIKICTh, 30BHIIIHE
odopMIiteHHs, MapoYHa Ha3Ba, BIACTUBOCTI) 1 TOBAp 3 MiAKPITUICHHSIM
(MOHTaX, rapaHTiiiHe 00CIyroByBaHHS, HOCTaBKa, KPEAUTYBaHHS).
Jana Moziesb € CTaTHYHOIO.

Mouenb 5 piBHIB TOBapy J03BOJISIE PO3BUBATH TOBAP B AMHAMIILIL.
Kornepom @. [4] BuaiieHi HACTyNHI piBHI MOjeNi: KIHOYOBa
LiHHICTh, OCHOBHHUI TOBap, O4iKyBaHHH TOBAap, MOJIMILIEHUNA TOBap,
noTeHLiHHu# ToBap. KiTto4yoBa 1iHHICTE — 03HAYaE TOBAP 3a 3ayMOM,
TOOTO caMy iIcf0 TOBapy; OCHOBHHI TOBap — 1€ ICHYIOUHH TOBap y
pearbHOMY BMUKOHAHHI 13 MiIKPIMJICHHAM; OYIKYyBaHUH TOBap — L
HACTYIHUH piBEHb PO3BUTKY TOBApY, SAKHH Iepeadadae BpaxyBaHHS
nmo0aXkaHb Ta OYIKyBaHb KIIIE€HTIB; IIOJIIIICHUH TOBap — IIe
MOKpAIIEHUH TOBap, SIKMH BiAPI3HAETHCS BiJl KOHKYPEHTIB 1 MiCTHTD
¢$yHKUii sSKi mepeBepiaTh OYiKyBaHHS KIIIE€HTIB;; TOTCHLIHHIHA TOBap
— IIe PiBE€HBb PO3BHUTKY TOBAPY SKHUI O3BOJISIE BUWTH HAa HOBHH €TaIl,
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MTOJIOJTABIITM TE€XHIUHI oOMexkeHHs. OTxe naHa Monenb Oyna O myxe
JOPEYHOIO IS BiOOpaskeHHS MPOIIeCy CTBOPEHHS TOBapiB, MOCHYT,
BpaKeHb B CyYaCHHUX YMOBAaX, OJJHAK POJIi BpaKE€Hb B Hill BiIBEACHO
nyxe He3Haune wmicue. Koriep @. Buaiise eMoLiliHY WiHHICTD Y
CKJIa[i TIepmIoro piBHA — (OPMYBaHHS KIFOYOBOI I[IHHOCTI TOBapy
(Tobt0o (opmyBaHHS imei ToBapy).mopsA 3 IHMMMU (QYHKIISIMU:
($yHKUiOHATIbHA, COLliaNbHA, emicTeMiuHa (iHHICTh HOBU3HH, YMOBHA
— € 3HAYUMOIO JUT OKPEMHUX KITI€HTIB B 1HAWBIyaTbHIX CUTYAIisX).

B pob6ori Ilepepsu [L.I'.[5] BigBeneHo 3Ha4HY posib HOPMYBaHHS
BpaKeHHSM. ABTOPH BUAUISIOTH HACTYIIHI PiBHI MOAENi (hOpMyBaHHS
BpaKeHb Ha TPHKIAAI TYPUCTHYHHX TOCIYT: SAPO TYPHUCTUYHOL
MOCIyTH (3aIyM), OUiKyBaHa Iociyra (peaabHe BUKOHAHHS ), TIOCITyTa
3 MiAKPITUICHHSIM (IOTIOBHEHA, pO3IIUpPEHa), IOTCHIIIHHA TYPUCTUYHA
MOCIyTa, BpaXXeHHs. 3 0HOr0 OOKY JlaHa MOJEIb € PO3BUTKOM MOJIEINI
5 piuiB Kotnepa @.[4], i Mae BimoOpakaTH PO3BUTOK JHHAMIKH,
mepexig 3 piBHS Ha piBeHb. OmHAK 3TiAHO 3 i OMUCOM MOXKHA
BIIMITHTH ii CTaTUYHUI XapakTep. ABTOPH KaXXyTb,lI0 HAITOBHEHHSI
MEepIIMX YOTUPHOX PIBHIB B MO MPOIYKTY BiAOYyBaeThcs B
OCHOBHOMY 3aBJIAKH (yHKITIOHATBHAM, €CTEeTHYHIM i
MapKeTUHTOBUM €JIEMEHTaM TYPUCTHYHOTO MPOJYKTY, a TaKOX
CYIIyTHIM 1 J0JaTKOBUM nocityraMm. OcTaHHil piBeHb HOpMy€eEThCS Ha
OCHOBI IHHOBAIIHHOT MApKETHHTOBOI TOJITHKH B CKJIJ[i BUPOOHHUO-
KOMEpIIHOT JisTBHOCTI TypHCTHYHOI Qipmu. Skmo 6 Mopensb
po3risiaanach y JUHaMIIll, TO MH O MOIJIM TTOOAYUTH BPaKCHHS BXKE
Ha TIEPIIOMY PiBHI, OCKiJbKH B KOHIICII[ii €KOHOMIKH BpaK€Hb, LIS
CKJIaJIOBa € OCHOBHOIO MOPSIZ 3 CAMHUM TOBapoM. B maHomy Bumaaxy
BpaKEHHS MOTPAIUISIOTH HA OCTaHHIH PIBEHb, HABITH CIIAYIOTH MiCHs
piBHS MOTeHIIHHOTO ToBapy. OTKe, JOT1YHO MPHITYCTUTH, IO aBTOPU
pO3TIIAaany piBHI MOJZIENI HE y 1X PO3BHUTKY Y 4aci OAMH 3a OJHUM, a
SIK QIUTUBHI CKJIQJOBI.

Ha namy nymky, 6yio 6 nouinsHO Ha ocHOBI Mozeni Kotiepa ©.
Ta II'SITUPIBHEBOI MOJeNi TYpPHUCTUYHOI TOCIYyTrd TPYNH aBTOPIB
Ilepepsn ILI. Ta iH. 3ampONOHYBaTH YAOCKOHAJIEHY MOJENb
(dbopMyBaHHS BpakeHb B IUPPOBOMY MapKETHHTY, sKa O CKJIajanach
3 TaKUX PIBHIB: KJIIOUOBA LIHHICTh (BpaXXeHHs BiA (yHKLiH TOBapy,
Bpa&KEHHA BiJ] COLIaJbHOTO CXBAJICHHA BOJIOJIHHA TOBapoM,
BpaX€HHS HOBH3HHM TOBapy, €MOIIii, IO TIOB’sI3aHi 3 BOJIOIIHHIM
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TOBapy), BpaXXeHHs BTUIEHHI B OCHOBHOMY TOBapi 9H TIOCITYy3i;
OUiKyBaH1 BpaXeHHS BiJl BOJIOJIHHA TOBapOM UM TOCTYTOIO (aHAJI3
JYMOK LIJIbOBOI ayUTOpii Ha BTIICHUI TOBAp Ta BpaKEHb BiJl HHOTO,
Ta PO3BHTOK 1 BJOCKOHAJICHHA iX 3 MOMKJIMBUMH KOPEKTHBAaMH);
MTOKpAIeH] Bpa)KeHHsI, 10 BTUIEH] y TOBapi 9M MOCTY31 — Imepexia Ha
HACTYITHUH €Tall eBOJIOIil BpaXXeHb, BTIJICHHX B TOBapi YM MOCTY3i,
mo mnepenbavyae KapAUHAIBHI 3MIiHM, 3yMOBJICHI TEXHOJIOTIYHHM
CTPUOKOM, 3MIHOIO ITIHHOCTEH CITO’KMBAYIB Ta iH.

BucHoBku. 3amporoHoBaHa MOIENs (OPMYBaHHS BPaXKCHb B
IU(PPOBOMY MAapKETHHTY J03BOJISIE BpaxyBaTH Cy4acHi TSHICHLIT 1O
3miH. [IpencrasieHi piBHI Mojeni NArOTh YSABICHHS MPO LUIAX
pPO3BUTKY [H(POBHX TPOAYKTIB Ta TMOCIHYr, IO HACHYEHI
BpakeHHAMHU. Ha Bigminy Big mozeni 5 piBaiB Koriepa @. mu
crpoOyBaiM 3pOOMTH aKICHT caMe Ha BPaKEHHSX, SKi xo4a i He
BiJUIUTBHI BiJI TOBapy M MOCITYTH, OIHAK 3T1THO KOHIIEMIIi1 EKOHOMIKH
Bpa)XKeHb BHCTYTAOTh OKPEMOIO TIPOTIO3HUIIIEI0 HA PHHKY. BimMiHHICTB
BiJl MOJIENi TYPUCTHYHOI MOcIyrH rpymnu aBropis [lepepsu I[1.T. Ta inH.
NoJIATae B ypaxyBaHHI JWHAMIKM B TPOLECI PO3BUTKY BpPaKeHb y
(POBUX MPOITYKTAX Ta MOCTyTax.
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PO3BUTOK MAPKETHUHI'Y B YMOBAX
IHOOPMATHU3ALII CYCHIVIBCTBA HA ITPUKJIAAIL
HNIANPUEMCTB COEPHU ITOCIYT

YMmoBu iH(oOpMaTH3allii CyCHiIbCTBa CYTTEBO BIUIMBAIOTH HA
PO3BHTOK MapKETHHTY, 3a0€3MIeUyI0YH HOBI MOYKIIMBOCTI Ta BHKJIHKH.
LugpoBi TexHOJOTIT JO3BOJSAIOTh OUIBII S(PEKTUBHO aHAI3yBaTH
JlaHi PO CIOXKMBAYiB, MEPCOHANI3ZYBAaTH MapKETHHIOBI CTpaTerii Ta
3MIMCHIOBATH CIIPAMOBaHy KOMyHikarito.  OnnmaiH-TuTaTGopMu,
coLiaJIbHI Mepexi Ta 1HII IHCTPYMEHTH J03BOJISIOTH MTiANPUEMCTBAM
JOCSITaTH LTBOBOI ayauTopii mBuame i edekrtuBHime. 3 iHIIOro
00Ky, 3pocTac KOHKYPEHIIis B OHJIIAWH-TIPOCTOPI, BUMAarar4d Bill
MapKeTOJIOTIB MOCTIMHOT0 amanTallii Ta iHHOBAITi.

B ymoBax iHdopmMaTH3amii CycmilbCTBa MiANPHEMCTBA CQepH
MOCJIyT aKTUBHO BHKOPUCTOBYIOTH IH(POBI TEXHOJOTIi s
MOKpAIlleHHs] MapKeTUHTroBUX cTpareriii. L{udpoBi TexHOMOTII
BiJJKPHBAIOTH IIMPOKI MOKITMBOCTI JJIsl TOKPAIIEHHSI MApKETHHIOBOT
cTparerii mianpueMcTBa. Jleski 3 KIIFOUOBUX aCIEKTiB BUKOPUCTAHHS
nM(POBUX IHCTPYMEHTIB BKIIFOYAIOTh:

1. AmnamiThka Ta BIJICTEXKEHHS JaHUX: BHKOPHUCTAHHS
AQHANITHYHUX IHCTPYMEHTIB JJs 300py Ta aHaNi3y JaHUX JI03BOJISIE
BaM Kpalle pO3YMITH TIOBEIIHKY CIIOKMBaYiB, BH3HAYATH
e(eKTHBHICT, KaMIaHii 1 ajanTyBaTH cTpaTerii Ha OCHOBI
pe3yJbTaTIB.

2. ComjanbHi Mefia: aKTHMBHA MPHCYTHICTh Ha COLIaJbHUX
Mepexax I03BOJIE MiANPUEMCTBAM CIIIKYBaTHCS 3 ayIUTOPIEIO,
OyayBaTu OpeH I, pO3MIllyBaTH PeKJIaMy Ta 3aJTy4aTH HOBHUX KJIIEHTIB.

3. EnexTpoHHa KOMEpIis: SKIIO MiAMPUEMCTBO MPOJAE TOBAPH,
BUKOPUCTAHHS ~ €JEKTPOHHOI KOMEpUii 03BOJSIE  PO3IIUPUTH
ayJQUTOpil0, CIPOCTHTH TMPOLEC KYMHiBII Ta BIOCKOHAJIUTU
00C/TyroByBaHHS KJII€HTIB.

4. IomykoBUi MapKETHHT: BUKOPUCTAHHS MOLIYKOBHX IBUTYHIB
IUIl TIPOCYBaHHS BeO-caiiTy miampueMcTBa, 00 3a0e3neunTH
BHUJUMICTh B pe3yJIbTaTax MOIIYKY Ta 3aJy4YUTH IiIbOBUH Tpadik.
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5. EnexTpoHHa molTa: CHCTEeMH aBTOMAaTHU30BaHOI €JIEKTPOHHOI
MIOIITH O3BOJISIOTh HAJICHIIATH TIEPCOHANI30BaHI TOBITOMIICHHS,
PO3CHIIATH peKIaMy Ta CIPHUATH 301IBIICHHIO JIOSUTLHOCTI KITIEHTIB.

6. IHTEepakTHUBHMI KOHTCHT: BUKOPHCTAHHS 1HTEPAKTHUBHHX
€JIEMEHTIB, TaKuX SK Bil€O, OMUTYBaHHS UM OHJIAWH-ITPHA, MOXeE
30UTBITUTH 3aTyYEHICTh Ta B3a€EMOIIO 3 ayIUTOpicr0. [HTeTpartis 1mux
TEXHOJIOTi  J03BOJISIE MIANPHEMCTBAM HE JHIIEe e(QEeKTHBHO
KOHKYPYBaTH Ha pUHKY, aJie 1 CTBOPIOBATH OLTBIII ITEPCOHATI30BaHI Ta
e(heKTUBHI CTpaTerii MAapKETHHTY.

Hanpuknaa, onnaiH-ularGopMu Ta  MOOUIBHI  JIOAATKH
JIO3BOJISIIOTH 3PYYHO 3aMOBIISITH TIOCIYTH, a PEECTpallis Ta aHali3
KIIIEHTCHKOI iH(pOpMaIIii CIPHUSIOTH TTePCOHaI3aIii 00CTyroByBaHHS.
CrnioxuBaui OTPUMYIOTH 3MOTY JIETKO 3HaXOMUTH iH(POPMALIIO PO
MOCTYTH, YUTATH BiTYKH Ta IUINTHCS BPaXCHHSAMH B iHTEPHETI.
Pexnamui xammanii MOXXyTh OyTH TOYHO HAJAIITOBaHI Ha OCHOBI
AHATITUKA JaHUX PO KITIE€HTIB.

Takox, comiaabHI MEpex i BUKOPHCTOBYIOTHCS JUIS B3aeMOJIi 3
ayquTOpi€r0 Ta MOOYHOBH CHIJIBHOTH HaBKOJIO OpeHny. OHiaiin-
OpOHIOBaHHS, EJNCKTPOHHI CHUCTEMHU JIOSUIBHOCTI Ta PO3CHIIKU
CIEKTPOHHUX JIMNCTIB — ¢ JIMIIe KiTbKa 1HCTPYMEHTIB, SIKi
miAnprueMcTBa B cepi MOCTYyr BUKOPHUCTOBYIOTH JJISI TiIBUIICHHS
CBOEl mMpUBaOMMBOCTI B OYaxX CIIOXKHBA4YiB Ta ONTUMI3allii
MapKETUHTOBUX 3YCHIIb.

CnHcoOK BUKOPHCTAHUX JKepe:

1. 'oposa C. B. Oco6a B inopManiiHOMy CyCIiIbCTBI: BUKIHKH
cworonenns / Hayk. pea. O. C. Ouumenko ; HAH Ykpaiuu, Har. 0-
kaYkpainu im. B. 1. Beprancekoro. Kuis, 2017. 467 c.

2. Kotnep @., Karapmxkas I'., CeTbsiBan I. Mapketusr 4.0. Bin
TpaauiiHoro o udpposoro. KM-BYKC, 2019. C. 224,
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Paiixo /I.B., n.e.H., mpodecop,
Macamna6 O.B., 3100yBau
Harjionanshuii TexHiunmni yHiBepentet « X1 1D

CYYACHHUH MOTJIs11 HA MAPKETAHIOBI IU®POBI
KOMYHIKAIIIMHI IHCTPYMEHTH: EBOJIIOIIIA TA
THHOBAIIII

CydJacHu CBIT CTPIMKO 3MIHIOETECS, Ta 3 3pOCTaHHAIM TEXHOJIOTTIHHX
MOYKJIMBOCTEH 3MIHIOKOTHCS H ITIIXO/IU IO MApKeTHHTY. Tpaiuiiiiiti MeTomu
BTPaualOTh AaKTyaJlbHICTh, BHCYBaIOUM Tiepen (haxiBISIMU  3aBIAHHS
aanTyBaTUCs Ta IHHOBAIUNHO ITIXOAWTH NIO CTpaTerii MpOCyBaHHSI
ToBapiB 1 mociyr. Came B IIbOMY KOHTEKCTI CIOCTEPIraeMo €BOJIOLIIO
MapKeTHHIOBUX IHHOBAIlH, Ji¢ KIFOUOBUM €JIEMEHTOM CTa€ BMiHHS
aJlarTyBaTy CBOI ITiIXO/AM [0 HAMHOBIMMX TeHeHIii. Ha ckoromHi ieHs,
PO3BHTOK TEXHOJIOTIH CTBOPIOE HOBI MOMCJIMBOCTI UISl CIIUIKYBaHHS 3
ayJIMTOPIEIO, a COLIATIbHI MEPEXi, aHAIITHKA JaHUX Ta ITYYHWH 1HTENCKT
CTAalOTh BKJIMBUMH IHCTPYMEHTaMH ISl PO3POOKH IEPCOHAITI30BAaHUX
cTparerii. Y 1mpoMy KOHTEKCTI MM CIIOCTEpPIraeMO 1HHOBAL{i B 0OJacTi
MAapKEeTHHTY, OPIEHTOBaHI Ha CTBOPEHHS TITMOOKOTO 3B'SI3Ky MiXK OpeHIOM i
CIIOXKMBAYEM, BAKOPUCTOBYFOUH 1HIMBITyaJTi30BaHI ITiIXOJIH.

Omnak  iHHOBalii B MapKETMHIY HE OOMEXYIOTbCS — TUIBKH
TEXHOJIOTTYHIUMH aCIeKTaMH, a/PKEe CydacHI CIIOXKHBadi Jefaii Ouibie
LIHYFOTh €TUYHICTB Ta cTaliCTh Oi3Hecy. Came ToMy, HOBI CTparterii MiCTSTh
y co0i He JIvIIe IPOCYBaHHSI TIPOIYKTIB, a i aKTUBHY Y4acTh Y PO3B'sI3aHHL
COLJIbHUX Ta EKOJOTYHMX IMpoOJeM, came e BiloOpakae EBOIIOLIIO
MAapKETHHTY B HAIPSIMKY OLTBII BI/IMOBIIAILHOTO Ta TPHBAJIONO MMiJIXO/Y.

3arasiom, cyJacHWiA MOIJIS| HA MAPKETUHTOBI 1HHOBAITii CBITYUATH PO
MOEAHAHHS.  TEXHOJIOTIH, TJMOOKOro PpO3YMIHHS —CIIOKMBAdiB  Ta
BIITOBITAJTLHOTO TMIXO/TY 110 Oi3Hecy, 00 JlaHa eBOITIOLLST BU3HAYAE HE JIVIIIE
CTpaTerii MpOCyBaHHsI TOBAPIB, a ¥ B3aEMO/Iii MK KOMITAHISIMH Ta TXHBOIO
ayUTOPIEI0 B YMOBaX IOCTIMHMX 3MiH. BUIBIICTH YYacHHKIB PHHKY
CXOIITECS HA JAYMI, LIO0 TOBCIOAHE MPOHMKHEHHS B KWUTTA JIEFOACH
iH(MOpMAIIIMHAX TEXHOJNOTI BIJIKPHBAE TIEpe] MAapKETOJIOraMu  HOBI
MOMJIMBOCTI Ta TOPU30HTH, TPOTEe OyIb-fKa KOMIIaHis, BAAIOYHCH [0
IHHOBAIIfHNX MApKETUHTOBHX IHCTPYMEHTIB, pOOUTH coOi HOBI W HOBI
BIIKPHTTSI, HANPAITLOBYIOYH BIIACHUI JIOCBIJI.
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[HHOBaLli B MapkeTHHTy — 1€ HOBI NPOAYKTH, HOBI YIPaBIiHCHKI
pimeHHst abo Oi3Hec-cTpaTerii — CJIOBOM, Bce, IO IIiBHIIYE
KOHKYPEHTOCHPOMOKHICTh KOMITaHii IIISIXOM i BHYTpIlIHIX pecypciB [3, c.
23].

Ha mam mormsam, eBomomiss Teopii iHHOBAIIHOIO MAapKETHHTY
IA(POBUX KOMYHIKAIIHHUX THCTPYMEHTIB TIOB'3aHa 3 TOSIBOIO HOBHX
BHUJIiB MapKETUHTY, 110 (OPMYIOTh HECTAHAAPTHI MiIXOAW A0 AiSUTHHOCTI
KOMIIaHii Ha PUHKY, a came: HeHPOMapKEeTHHT; KOTHITHBHOTO, CEHCOPHOTO,
MOOLITBHOTO, TIOMIEBOTO (event-MapKeTHHT) Ta JIATePAIbHOTO MapKETHHTY;
IHTEpPHET-MapKETUHTY (LM(POBOrO, EJICKTPOHHOIO), bUZZ-MapKETHHTY,
OnormapketrHry [3, c. 27].

3a HAalMMK OIJHKAMF, TIEPEKOHIIMBOTO CIIPOCTYBAHHS 3MIHH
TPaJULIIHOTO MApKETHHTY MOKH HEMa€, BOTHOYAC HOro albTepHATHBOIO
Jienasli aKTHBHIILE BUCTYTIAE HETPAUIIIHIN MapKETHHT, IO TPYHTYETHCS
Ha IHHOBAaIlfHUX TpuHIMIAX Ta Tmigxomax. CydacHMH TODSL Ha
MAapKETHHTOBI iHHOBAIlil BU3HAYAETHCS CTPIMKMMU 3MiHAMH B Oi3Hec-
Cepe/IOBUIII Ta TexXHOJOriuHoMy naHmmadri. [HHOBalii B MapKeTHHTY
OLTbIIe He OOMEKYIOTHCS JIHIIIE PEKJIAMHAMH KaMITaHISIMHA YK CTBOPEHHSIM
npuaOiuBoro OpeHnay. CyyacHuii MapKeTHMHT — 1€ CKJIaJHUN
€KOCHUCTEMHHI TTiJTXi]T, TII0 OXOILTIOE B COO1 BENTMYE3HMIA CIIEKTP TEXHOJIOTTH
Ta crpareriid. OfHI€r0 3 KITFOYOBUX TEHJICHIIIH Y Cy9acHOMY MapKETHHTY €
3pOCTaHHs POJIi Ta BUKOpUCTaHHS mTyqHoro intenekty (L), amke anami3
BEIIMKUX OOCSTIB JTAHUX, TEPCOHANI3AIlisi KOHTEHTY Ta TPOTHO3YBaHHS
CIIO’KMBYOT'O TIONUTY CTAFOTh OLTBII TOYHMMH 3aB/ISKH BIpoBapKeHHto L1,
10 pOOHTH MAPKETHHT €()EKTUBHIIIIAM Ta CIIPSIMOBAHHM.

[1e oaHi€rO KITFOUOBOIO IHHOBALJIEIO € PO3BUTOK IHTEPHET-TEXHOJIOT 11 Ta
BpoBapkeHHs [nTepreTy peueit (IoT) B MapkeTrHIoBi cTparerii. 3'eqHaHHSA
PI3HHUX PUCTPOIB Ta aHaIi3 3I0paHUX TaHKX J03BOJISE CTBOPIOBATH IJTMOOK]
IHCAWTH I110JI0 TIOBEIIHKU CIIOKMBAYIB Ta ONTHMI3yBaTH KOMYHIKAIIIO 3
HUMH. BaIMBHM acrieKTOM Cy4acHHX MAapKETHHIOBHX 1HHOBALii €
3POCTaHHS aKIIEHTY Ha B3aEMOJIIIO 3 ayAUTOPIEIO Yepe3 COLliaIbHI MEPEeKi Ta
IHTEepaKTHBHI IatGopMu. BpeHan akTHBHO B3aEMOJIIFOTH 31 CIIOXKHUBAYAMH,
3a]lyyaloud iX JI0 CTBOPEHHS KOHTEHTY, IPOBEACHHS KOHKYpCIB Ta
3a0e3reyeHHs y4acTi B JopMyBaHHI OpeHI0BOTro 00pasy.

IHHOBaIHMI MapKeTHMHTOBHM MiAXiZ y CBOi KHm3I «CTpareris
OnaxuTHOTO OKeany» (Blue Ocean Strategy) gopmyrors W. Chan Kim ta
Renée Mauborgne. Konu micuie KOHKypeHLii BcepeIiHi iCHYF04O0i Taity3i 4i
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crpo0 TepeMaHWTH KIIEHTIB Bil KOHKYPEHTIB (CTpaTterisi YepBOHOTO)
OKeaHy, BOHHM TPOIOHYIOTh CTPAaTerito ONAaKUTHOIO OKEaHy — CTBOPEHHS
HE3allepeyHoro PUHKOBOTO TIPOCTOPY, SKMH POOHTh KOHKYPEHIIIO
HepeneBaHTHOI0. OCHOBHYIM NIPHHIIMIIOM CTpATerii ""0JIAKUTHOTO OKeaHy" €
HoBailiss miHHOCTL. CTBOpEHHS 1€l HoBamii mossirae y cdepi, ne il
T IITPUEMCTBA TIO3UTUBHO BIUTMBAIOTH HA CTPYKTYPY BUTPAT Ta TPOTIO3HIIIFO
miHHOCTI. OCKUTHKH CTIOKMBAYI OIIHIOIOTH ITIHHICTH HA OCHOBI KOPHICTI Ta
I[iHY, IO TPOINOHYIOThCS KOMIIAHIE0, JOCATHEHHS HOBAIlil IIHHOCTI
MOJKJTMBE JIMIIIE TO/I, KOJIM BCl aCIeKTH MisUILHOCTI KOMIIaHii, TOB'sI3aHi 3
KOPHCTIO, I[IHOIO Ta BHUTpPATaMH, HAJIGKHIM YHMHOM crpsiMoBadi. Lleit
CHCTEMHMH TMiIXiJi POOMTH CTPATErit0 CTBOPECHHs "OJIAKUTHUX OKEaHIB'"
crifikoro. [1, c. 94].

Hanpuknazn, HoBi TTL-komysikamii (through-the-line — kpi3p pamku
3uaHuX ATL (above-the-line —nan mexero) it BTL (below-the-line — min
MEXEF0), 3pOOIITH TIepeXisT 10 IHTEerpOBaHMX IMXO/IB, a e BYopa Oy
PPEBOJTFOLIHHOIO 1HHOBALIIEIO HA PHHKY MApPKETHHTY Ta PEKJIAMH, & ChOTO/IHI
chepa IXHBOTO 3aCTOCYBaHHS AKTHBHO PO3IIUPIOETHCST, BOHH CTAIOTh JIe/Ialli
JIMHAMIYHIIIIIMH.

Tak, TTL-xomyHikariii 0co0mmMBO aktyanbHi mis cermenry FMCG —
MAaKCHMAIIBHO CTApOro Ta MaKCUMAIIbHO KOHKYPEHTHOTO PUHKY, a TAKOXK
pUHKY TenekomyHikamid. Kmacwuamii mpukman TTL-aktuBHOCTI —
TPaJMIIIHA TIPOMO-AKILiS «IPU3-TIiI-KPHIIICUKOI0» 3 BHKOPUCTAHHIM
pI3HUX KaHATIB KOMYHIKAllii, Y TOMy YHCI Memia — Uil 3aTydeHHS
CIOKMBaya JI0 mporpamd. 3BuuaiiHo, TTL-komyHikamii —BapTo
3aCTOCOBYBaTH y OaHKIBChKiii Ta crTpaxoBii cgepax. Chorogni Ha
BITUM3HAHUN OaHKIBCHKHII PHHOK BUXOAMTh 0araTro HOBHX TPAaBIIB,
1HO3eMHI 0aHKM BUXOJSATh HA YKPAIHCHKUI PUHOK, TOMY PEOpEHIMHT €
JIOCUTB YacTHM siButneM [2, c. 101].

MapkeTHHroBi iHHOBaIi IM(POBUX KOMYHIKALIMHUX iHCTPYMEHTIB
MICTATH Y c0o0l HOBaTOPCHKI MiIXOQM Ta CTpaTerii B Taly3i MAapKETUHTY,
CIPSIMOBaHI Ha JOCSTHEHHS KOHKYPSHTHHX IIepeBar, 3a10BOJICHHS TOTPed
KJTEHTIB ¥ MiBUILICHHS e()EKTUBHOCTI MapKETUHIOBUX 3ax0/iB. CydacHi
HAyKOBIIl BHOKPEMIIIOIOTH HACTYITHI acleKTH MAapKETHHIOBI 1HHOBALIii
U(POBIX KOMYHIKAITIMHIIX IHCTPYMEHTIB :

— LudpoBnii MapKeTWHT, — BHKOPUCTAHHS OHJIAHH-TIAT(OPM,
COLIAJIbHUX MEPEK, EJEKTPOHHOI KOMepIil Ta IHIMX IM(pPOBHX
THCTPYMEHTIB JyIs IPOCYBAHHS MPOIYKTIB YK TIOCTIYT.
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— Tlepconarizartist, — CTBOPEHHS IHAMBIAYaTI30BAHHUX ITPOTIO3HITIN ISt
KJTiEHTIB Ha OCHOBI TXHIX YTIO/I00aHb Ta iHIMX JaHHX.

— IHTepakTMBHMII MAPKETHHT, — 3aTy4eHHS KIIIEHTIB Yepe3 B3aEMOII0
Ta y4acTb, HAIPUKJIA], TPU, OMTUTYBAHHSL, YKUBHUH CTPIMIHT.

— MapkeTrHT Ha OCHOBI JIaHHX, — BUKOPHUCTAHHS aHAi3y JaHWX IS
TIPUIHATTS CTPATEriYHMX PIllleHh Y MAPKETHUHTY, BUSBJICHHS TCHICHINN Ta
MIPOTHO3YBAHHSI TOTIHTY.

—  EMoIiifHuii MApKETHHT, — CTIPSIMOBAHHN HA CTBOPEHHS TTO3UTHBHIX
EMOIII Ta BIMYYTTIB Y CIHOXKHMBayiB, 1100 30UIBIIMTH JIOSUIBHICTH Ta
BIUTMBATH Ha 1X PILICHHSL

— EkonoriuvHo  Opi€HTOBaHWMI  MapKeTUHI, —  IJIKPECIICHHS
EKOJIOTIYHMX TIepeBar MpOAYKTY Y TMOCTYTH, IO Bi/IMOBIIAE TEHICHIIT
CTAJIOTO PO3BUTKY.

— MapkeTrHr y COLIaTbHIX Mepekax — BUKOPUCTAHHS TIOMYJIPHIX
COIIATbHIX MEPEXK IS PEKJIaMH, CITIBIPAITi 3 BILTABOBUMH OCOOMCTOCTSIMU
Ta B3aEMOJIIT 3 ay/IUTOPIELO.

— MoOinbHMI MapKETHHT — OPIEHTOBAHMI HA MOOLITBHI TIPUCTPOI, TaKi
SIK CMapT(OHH Ta TUIAHIIETH, JUTS JOCSTHEHHSI IUTHOBOI ayUTOPIl.

— TexHororii BipTyalbHOI Ta PO3LIMPEHOI peaTbHOCTI — BUKOPHUCTAHHS
VR Ta AR U151 CTBOpEHHS IHTEPAaKTHBHHX Ta 3aXOIUTMBHX MAPKETHHIOBHX
KaMIIaHiii.

— KOHTEeHT-MapKeTHHT — CTBOPEHHSI IIKaBOTO Ta IIHHOIO KOHTEHTY
Ut IPUBEPTAHHSI T2 YTPUMAaHHS YBaru ayauropii [3, c. 177].

MapkeTHHTOBI iHHOBAILIi 32 JOMOMOTOK0 IU(PPOBUX KOMYHIKAIIHAX
IHCTpyMEHTIB JIO3BOJISTFOTh KOMITaHisSIM 3aITUIIATHACS
KOHKYPEHTOCIIPOMO>KHUMH, TIPUCTOCOBYBATHCS JIO 3MiH B CIIOKHBYOMY
TIJICErMEHTI Ta BUXOJMTH Ha HOBI pUHKU. OJIHAK BKIMBO BPaXOBYBATH,
0 e(eKTHBHICTh 1HHOBALIK 3aNEXUTh Bifi KOHKPETHOrO KOHTEKCTY Ta
B3a€MOI1 3 YHIK&JIbHUMH MOTpeOaMu Ta OUiKyBaHHSIMH LUTLOBOI ayAUTOPIi.
BaxnmBo, 1m0 iHTerpamisi pi3HOMaHITHHX KaHAIB Ta PEKIAMHUX
TEXHOJIOTIA JI03BOJISIE CTBOPHTH OCOOJNMBUI EMOLIHHMH CTUMYN Ta
MiATpUMyBaTH HOro mpoTaroM yciel pexnamuoi kammadii. [Ipaktuka
TOKA3ye, IO TOEHAHHS TIPOMO Ta 1BEHT-IHCTPYMEHTIB CTBOPIOE OLITBII
TTOTY>KHY MOTHBAIIIIO JIO KYTIBJI Ta JOsUIBHICT CIIOYKHBAdiB JIO TOPTOBOI
Mapku (0peHzy). Jlo Toro xx eekT kaMnaHii 3 KpeaTHBOM 301TBIIYETHCS B
KiJTbKa pasiB, ajic He MOyKHA 3a0yBaTH 1 TIpo Te, 10 00paHi [T 3MIHCHEHHS
peKIaMHOI ~ KaMIiaHii 1HCTpyMEHTH MAaloTh OyTH  aJICKBaTHUMH
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MOCTAaBIICHOMY 3aBIaHHIO. SIKIIO MeTa TPOEKTY — 30UIBIIMTH PiBEHB
MpOAKIB TyT 1 3apa3, 30BCIM HEOOOB'SI3KOBO BIABATHUCS J0 HOBUX
IHTErPOBaHMX TEXHOJIOTIH — YaCTO MOYKHA O0IATHCS TIPOCTO IMTPOMO-aKIII€XO.

VY cydacHMX yMOBax, Ha Halll MOIJIS, IHHOBALi B MapKETHHTY BCE
OlLTbIlle TIOMMPIOBATUMYThCS HAa MAapKETWHIOBI pIIICHHS B Taiysi
OpeHMHTY — TIPOLIECIB, MOB'SI3aHUX 13 KepyBaHHAM OpeHaamu. [ ikaBum €
HOBa OpeHAMHTOBA MOCITyTa — IIEPETBOPEHHS TOProBUX Mapok y lovemarks
(TOproBi MapKH, II0 PO3BUBAETHCS IIUIIXOM BIOJIO0AHB Ta TOMYJISPHOCTI
cepell CHOXMBaviB — YJIOOJNEHI TOprosi Mapkw). TpamuiiiHi crparerii
OpeHIMHTY MarOTh Ha YBa3i, [0 CIIOYATKY 3'SBJISETHCS SIKUICh TIPOIYKT, TS
SIKOTO PO3POOIIIETHCS. HEWMIHT, JIOTOTHII, PEKIAMHHI CJIOTaH, OCHOBHE
KOMYHIKaIliiiHe TociaHHsI. AJle TIpH TIEPEeTBOPSHHI TOPrOBHX MapoK Ha
lovemarks Bce HaBnakw, AM3aiiH MakyBaHHS MOXKE 3'SIBUTHCS paHiIlle CaMOro
OpeHmy [2, . 53].

Omxe, CydacHMIA TIOIVISII HA MapKETHHTOBI IHHOBAIi IM(POBHX
KOMYHIKAIlIfHUX 1HCTPYMEHTIB CBIIYMTH TPO TJMOOKE TEePEIUIeTCHHS
CTpaTerii, TEXHOJIOTIH Ta B3a€MOJIl 3 ayJUTOpI€r0, MO CIPSIMOBAHE Ha
JIOCSTHEHHS MaKCUMaIbHOI e(eKTHBHOCTI Ta 3aJ0BOJICHHS TIOTpeO
CY4YacHOro CIOKMBaya. MapKeTHHIOBI IHHOBAIIIT TPaIOTh BAXKIIMBY POJIb Y
cydacHoMy Oi3Hecl, Ha[Jar0uM KOMIaHISIM MOYJIMBICTh a/IaliTyBaTUCS 10
IIBH/IKO3MIHHOTO ~ CEPE/IOBHINIA Ta 3a0e3meduyroud 1M KOHKYPEHTHI
nepeBard. LludpoBrii MapkeTHHT, TepcOHAI3ALIS, IHTEPAKTHBHICTh Ta
BUKODUCTAHHS JIAHUX CTAIOTh KIIOUYOBHMHU C€JIEMEHTAMH CTpaTerii,
CIIPSMOBAaHMX Ha 3allydeHHS Ta YTPUMaHHS Kii€HTiB. Emoriiiamii
MapKeTUHT Ta aKLEHT Ha CTAJIOMY PO3BHTKY TaKOX BU3HAYAIOTh Cy4acHI
TEHJICHIIIi Y MApKETHHIOBOMY CEPEIOBHIIIL.

Kommanii, sii yCITIHo BOpOBa/PKYIOTh MapKETHHT OBl iHHOBAIIIT, MAIOTh
3MOTY JICTIIIE B3aEMOJISITH 31 CBOEIO Ay IUTOPIEO, PO3IIMPIOBATH PUHKOBUIA
TOTeHIial W BUOYIOBYBaTH cuibHUE Openn. [limkpecneHHs IiHHOCTEH
€KOJIOTil Ta CHPUSHHS COIJABHINA BIMOBITABHOCTI TAKOXK JIOTIOMArae
3alyyaTd CIOXKHMBadiB. B yMOBaX MOCTIMHHMX TEXHOJOTTYHMX 3MiH,
MAapKETHHIOBI 1HHOBAlii € BaKJIMBUM IHCTPYMEHTOM JUISl ITiATPUMAaHHS
KOHKYPEHTOCIIPOMOYKHOCTI Ta CTBOPSHHSI YHIKAJILHOI'O TTO3UIIIOHYBaHHS HA
PHHKY.

Hanpukiami  cmig  Bim3HauwT, MmO e(EKTHUBHICTh MapKETHHTOBHX
IHHOBAIA 3a JIONOMOIOI IM(POBMX KOMYHIKAIMHUX 1HCTPYMEHTIB
3aJISKUTh BiJ] 3MaTHOCTI KOMIIaHIH aanTyBaTHCS 10 KOHKPETHHX IOTpeO
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CBOE€T MIThOBOI ayAuTOpii. PO3yMiHHS TMHAMIKY PUHKY, BUBUYEHHS TIOIATY
Ta BUaCHE BIPOBAHKCHHS HOBATOPCHKUX CTPATETIH JO3BOJISIE KOMITAHISIM HE
JIVIIIC BYDKUBATH B KOHKYPEHTHOMY CEPE/IOBHIII, aie 1 3aiiMaTy TPOBIIHI
MO3MIIi Y CBOIM ramy3i. MapkeTMHTOBI IHHOBAIli CTAIOTh HEOOXITHUM
€NIEeMEHTOM YCHINTHOTO Oi3HeCy, CHPHSIOYM CTBOPEHHIO CTIMKOi Ta
BHCOKOIPOAYKTHBHOI KOMITaHii.

B minomy 3aBISIKM 3aCTOCYBaHHIO iHHOBAIIMHMX MAapKETHHTOBUX
TIPUHITATIB 32 JIOMOMOTO0 IMU(POBMX KOMYHIKAIIMHUX IHCTPYMEHTIB Y
TSUTBHOCTI KOMIIaHIM TBHIIIIACS MIBUAKICTH OTPUMAaHHS JAHWX Ta X
00'€EKTHBHICTD, YJOCKOHATIOIOTLCS TEXHOJIOTIT 00poOKH iH(opMarii Ha
OCHOBI CyYacCHMX CHCTEM YIpaBliHHA OazaMH JaHuX, (HOPMYEThCS
MapKeTHHroBa iH(pOpMAaIlsl TPO CHOXKHMBadiB, piBHI iX moxomiB. Jlims
BIPOBA/DKCHHS TPAKTHYHUX HANPSMIB iHHOBAIIMHAX MAapKETHHIOBUX
cTparerii yKpaiHCBKAM KOMIIAHISIM HEOOXiJJHO CTBOPEHHsI TPYHTOBHOI
TEOPETUYHOI Ta HAayKOBOI 0a3W iHHOBAIH, SKa TMOKH IO HEIOCTaTHBO
po3pobIeHa Ta 00TpyHTOBaHA.
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KIIi€EHTaMH B I poBoMy cepemoBuii. Epa mudppoBoro MapkeTHHTYy
royanacs, KOy 0arato KOMITaHii yCBIIOMIITH HOBI MOXKITUBOCTI IS
MPOCYBaHHS MPOAYKTIB Ta MOCIYT, a TAKOXK Pi3HI criocodu 30MpaHHs
JaHUX PO KOpUCTyBadiB [HTepHeTy. HiKUTaI-MapKETHHT JO3BOJISIE
0e3 mpoBeneHHs CIemiadbHUX JOCHIIHKeHb 30MpaTH W aHami3yBaTh
JaHi TPO pe3yiabTaTH IPOCYBaHHS 3 METOI0 KOPHTYBAaHHS Ta
MiABHIEHHS e()eKTUBHOCTI MapKETHHIOBOI CTpaTerii mianprueMcTBa,
KOMIIaHil, yCTaHOBHW, 30UIBIIEHHS JIOSIBHOCTI  IMOTEHIIHHUX
CIIOKMBAYIB 1 HOBOI ayIUTOPIi.

HudpoBuii MapKEeTHHT OXOILIIOE BC1 OHJIalH- Ta oduiaiiH-KaHAIH.
Jlo OCHOBHUX KaHaJIiB TPOCYBaHHA B MiKUTAI-CEPEIOBUIII
HaJIe)KaTh iHTEpHET-KaHAIH, COIialbHI MEepexi, BeO-caiiTi, MOOLIBHI
3aCTOCYHKH, UUGpoOBe TeneOaueHHs, IHTCPAKTUBHI  CKpaHH,
CJICKTPOHHI Oinbopau, mimkutan-rampkerd, POS-tepminamm, QR-
KOJIM Ha JINCTIBKax Ta iH. 3pO3yMiJIO, IO JJIS OKPEMOi KOMIaHii He
Mae CEHCY BUKOPUCTOBYBATH Bif[pa3y BCi JIOCTYITHI KaHAIH JiJHKUTAI-
MapKeTUHTY, TOMY 3a3BHYail 3aCTOCOBYIOTH JIBa-TPH 3 HUX.

VY AiuKMTaN-MapKeTHHIY IEepCOHANI3YIOTh KOMYHIKALilo 3
NOTEHIIHHUMH CHOXXHMBAaYaMH, iX CErMEHTYIOTh 3a reorpadiqHuMH,
nemorpadiuHuMHU, TCHXOrpadiuHUMH, MOBEIIHKOBUMHU O3HAKaMHU.
30KkpemMa, BpaxoBYIOTHCS KaTeropii TOBapiB, sIKi 4acTillle KyMyloThCs,
KIIBKICTh CeaHCiB Ha CalTi, KOJO IHTEepEeCiB IOKYMIB TOIIO.
Y OUIBIIOCTI KaHAJIB MiJUKUTAI-MAPKETUHTY MOXKHA BIJCTCKHUTH
PEaKIif0 KOPUCTYBayiB Ha Ty YH IHIIY pEKJIaMHY KaMIaHio (sKa
KIUIBKICTh 3 HUX TIepeiIIia Ha CTOPiHKY, BUKOHAIIA I[iTLOBI Iii Ta iH.),
aje, HampHKIaA, KOMYHIKamiss Ha 1HMQPOBUX CTEHZAaX HE
MEPCOHANI3YETHCS.

TakuM YMHOM, MOXHA CTBEPJDKYBATH, IIO JiJHKHTAI-MapKETHHT
CKJIQIAETBCSI 3 KOMYHIKAIllfHUX i1HCTpyMeHTiB oOnline-pexnamu —
IHTEpHEeT-MapKeTHHIY Ta 3 KOMYHiKaIliitnux inctpymentis Offline-
peximamu: SMS-mioBijoMIIEHb, HUQGPOBUX JUCIUIEIB, PEKIAMHHUX
ponukiB B irpax Tomo. IHctpymenTn Offline-pexnamu mBuako
JNOHOCATh HEOOXigHy iHQoOpMalilo Ta OXOIUIIOIOTH IIUPOKY
ayJIMTOPII0, TOMY 3 TXHBOIO JOMOMOI0I0 HOBIIOMJISIOTH PO aKIii i
3HUKKH, (POPMYIOTB JIOSIIBHICTH KOPUCTYBAUIB Ta «IIEPETATYIOTHY» iX
B Onling, 4nM BpeIITI-peIlT MiABUINYIOTh MPOAAX THUX UM IHIIMX
ToBapiB ado mocayr. OTke, 3arajbHi IepeBar i KUTaI-MapKETHHTY

182



MOJIATAIOTh Yy  TJI00ATbHOMY OXOIUICHHI, HH3BKIH BapToOCTi,
BIIKPUTOCTI, MOXKJIMBOCTI BIJCTEKEHHS PE3yNIbTaTiB, TPUBAIOMY
BIUTHMBI Ta iH. MOXKe CKIIaCTUCS BPaXCHHS, IO JiHDKUTAT-MapKETHHT
Jla€ TIeBHI IepeBard TiJbKHM BUPOOHUKY UM TOCEPEAHUKY, a He
CHOXKMBady pekyamMHoi iH(opmamii Ta B MOAAIBIIOMY MOKYIIIEBI
ToBapy. Ane 1e He Tak. Buromy mae i coxkuBad. Hampukian, skmo
noTpiOHO MpuAOATH Ti UM iHILI JIKH, BiH MOXKE MIPOaHATI3yBaTH CalT
3 iH(opMaIliero Mpo HasIBHICTHP KOHKPETHHX IIPETapariB B alTeKax,
3’ACyBaTH IXHIO IiHY Ta KiJIBKICTh, @ TAKOX 3PyYHICTh OJIEP)KaHHS,
BUOY/yBaTH ONTHUMAJIbHUM IIISAX Jil, 3aMOBUTH JIIKM Ha CaiTi
o0paHoi anTeku i mpoTsiroM 48 roJuH NpuaAOGaTH iX.

IlepcnexTuBHUM y LUGPOBOMY MAapKETHHIY € 3aCTOCYBaHHS
MITYYHOT'O 1HTEJEKTY, SKHW, HAlPUKJIal, BHUKOPHCTOBYETHCS MPH
EMOIiIHIA aHaNTHII — PO3Mi3HaBaHHI W iHTEpHpeTalii JIICHKUX
eMOIIii 1 BIAMOBIAHOI peakmii Ha HUX. 3apyOiKHI BYEHI-IOCTITHUKA
BBa)XXalOTh, 110 B HAIl 4Yac 3aCTOCOBYBAaHI LITyYHHM IHTEJIEKTOM
QITOPUTMH Ta OOpOOJIOBaHI 3a HUMH JIaHI CTalOTh BUPIIIAIbHUMU
YHHHUKAMH HayKOBO-TEXHIYHOTO MPOTPECy Ta CTAIOro po3BUTKY [1].
VY poboTax ykpalHCHKMX HayKOBLB, 30KpeMa B [2], miATBEpIKY€EThC,
IO CHOTOJHI BCE YaCTilIe 3a JOMOMOTOI WITYYHOTO IHTENEKTY
MPUHMAIOTHCSI MAPKETHHTOBI Ta YIIPAaBIIHCHKI PillICHHSI.

HITy4yHuil iHTENeKT, SIKHM 3aCTOCOBYETBHCS AJISI aBTOMAaTH3aLlii
yIpaBIiHHS MapKEeTHHIOM KOMIaHii, MiANPUEMCTBA, YCTaHOBH,
MIJBUIICHHS e(QEKTUBHOCTI iX [IsJIBHOCTI Ta MEpCcoHaIi3aIlii
B3a€MOJI1 3 NOTCHUIHHMUMH CIIO’KMBavYaMH 1 KIIIEHTAMH, IIBUJIKO CTa€
HEBi’€MHOIO CKJIaJOBOIO JiJDKUTANI-MapKeTHHTy. Tak, ananiz danux
MITYYHUM IHTEJIEKTOM BHKOPHUCTOBYETHCS JUIS JTOCIPKEHHST BEIIMKUX
oOcsriB iHpopmanii mpo kopuctyBauiB I[HTEepHeTY, iX iHTEpecH,
BIJIMOBIIHY TIOBEJIHKY Ta T. iH. (JIOCTYI JO BUCOKOSKICHHX JIaHUX
O0COOJIMBO BAXJIWMBHA B yMOBax OOMEXEHOI YH HETOBHOL
indopmarii [1]). Pe3yabpraTu goCiiKeHb 1HUBITyaIbHUX JAHUX PO
CTHOXHMBAYiB 3aCTOCOBYIOTBCS JUISL NEPCOHANI3AYI] MAapKemuH208ux
nogiooMIeHb. Aemomamu3zayis 3aBAaHb IITYYHOTO IHTENEKTY 3i
CTBOpPEHHS KOHTEHTY, OOCIyrOBYBaHHS CIOXHBadiB, YIPaBIIHHS
MapKETHHIOBOIO CHCTEMOIO KOMITaHii 3a011a/Ky€e yac MapKeTOJIOT1B,
MEHEDKEpIB 1 HaJae iM MOKJIMBICTH 30CEPEAMTHUCS HA TBOPYUX Ta
CTpaTeTiYHuX 3aBIaHHAX. HallO1IbII «IIPOCYHYTUMIY B 3aCTOCYBaHHI
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IITYYHOTO IHTENIEKTY Y BiICTEKEHHI MTOBEIIHKH CITO’KUBAYiB 1 HAJaHHI
peJCBAaHTHUX TIPOTIO3HIKA € TIIaTdopMa EICKTPOHHOI KOMepIIil
Amazon, ans TapreTyBaHHs PEKJIaMHUX IIOBIIOMJICHb — CBITOBI
comianbpHi Mepexxi Facebook Ta Instagram (BigmoBimHo 3 Ta
2 MJIpJI. KOPUCTYBaYiB KOXKHA), JIJIsI CTBOPEHHS IMEPCOHATI30BaHUX
pexoMenaniit — posBaxansaa kommanis Netflix Tormo.

Omxe, HOBI TexHOJOrii 3a0e3meuyloTh MOCTYNOBHH Iepexia
YIPaBIiHCHKAX CTPYKTYp KOMIIAHIN, MiAIPUEMCTB, YCTaHOB [0
(G POBUX MAPKETHHTOBHUX CHCTEM. MapKeTOoIOTH Ta MEHEDKEpH BCe
OlsTbIIIe PO3YMIIOTh, IO HACTAB Yac HOBOTO IMiAXOMY 0 MPOCYBaHHS
TOBapiB Ta MOCIYT, sSKUH BHMarae crBopeHHs digital-mapkeTHHr
ctparerii. LnppoBuii MapkeTHHT — Iie THYYKHH, yHIBEpCaTbHHN
KaHaJ 3B 3Ky 3 KJIIEHTaMH, 3aBISKH SIKOMY MOTCHIIIHI CHOXUBaYi
3MOXYTb OJIepaTh HOBY iH(popmMamito mpo Opena. Pons mimkuran-
MapKeTHHTY, SIKUil Ha ChOTOHI € OJHIEI0 3 TOJIOBHUX PYLIIHHIX CHI
0i3Hecy, Hamam Oy/e TUTbKH 3pOCTaTH.
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7. MARKETING IN CONDITIONS OF
TECHNOLOGICAL TRANSFORMATIONS

Chernobrovkina S.V., Ph.D., Associate Professor,
Chernobrovkin A.V., Graduate Student,
National Technical University «KhPD»

EVOLUTION OF CHATBOTS IN THE ERA OF ARTIFICIAL
INTELLIGENCE

In the context of the rapid development of information
technologies, the era of artificial intelligence (Al) opens new
perspectives in the field of automated communication, particularly in
the sphere of chatbots. These systems, initially developed as primitive
tools for performing basic tasks, have now transformed into complex
mechanisms capable of deep semantic analysis and interaction. In
modern conditions, chatbots utilize a range of advanced technologies
to enhance their effectiveness and ability to interact with humans,
namely: natural language processing (NLP), machine learning (ML),
deep learning, classification algorithms and speech recognition,
recommendation systems, sentiment analysis, automatic language
generation, integration with external databases, CRM systems, etc.
Figure 1 illustrates the characteristics of traditional and modern
chatbots, focusing on five key aspects: technology, interaction,
functionality, adaptability, and application.

Traditional chatbots have limited functions and low adaptability,
whereas intelligent chatbots utilize advanced technologies, allowing
them to provide deep language understanding, personalized
interaction with users, adaptability to various scenarios, and the ability
to self-learn and improve over time. These characteristics make
intelligent chatbots significantly more effective and flexible in solving
complex tasks and providing high-quality services.

Table 1 illustrates how intelligent chatbots offer significantly more
advanced capabilities compared to traditional chatbots in various
sectors, ranging from personalized customer service to complex
corporate applications.
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Limited Functw‘onsf—b{ Simple Responses

Traditional Chatbots }7&151(: Rules——————————————p» Scripted Dialogues
Low Adaptability——————» Limited Context Understanding

Al and NLP__———p Advanced Language Understanding

Machine Leaming—b{ Adaptability and Personalization
AP| and Database Integration—b{ Complex Functions

Intelligent Chatbots

Deep Learning™—————» Enhanced User Interaction

Fig.1. Characteristics of traditional and intelligent chatbots

Table 1. Comparative Analysis of Traditional vs. Intelligent Chatbots
Across Different Application Areas

Ap%'éaat'on Traditional Chatbots Intelligent Chatbots
1 2 3
Customer Answers to frequently Personalized support,
Service asked questions, basic handling complex inquiries,
support feedback collection
. . A Personalized product
E-commerce S:Bndpdgti'rﬁior;?%/;%%%on’ recommendations, assistance
P in selection, sales automation
Financial Information about Aut_or_nated flnang;lal
Services accounts and services adV|S|r]g, expenditure .
analysis, fraud and security
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Continuation of Table. 1

1 2 3
Personalized medical
Information about consultations, health
Healthcare medical services monitoring, medication
reminders
Interactive learning,
: Information about personalized educational
Education educational programs support, automated
assessment
Personalized travel planning,
Tourism and Information about interactive
Hospitality bookings and services recommendations, booking
automation
el [ SimpleHRana T | oS AT,
Corporate Use | support queries analytics

Intelligent chatbots, while increasingly sophisticated, face several
challenges that impact their effectiveness and adoption. One of the
primary issues is their ability to understand context and nuance in
human language. Despite advancements in natural language
processing, these chatbots often struggle with interpreting sarcasm,
idioms, and complex expressions, leading to potential
misunderstandings. Additionally, ensuring data privacy and security
is a significant concern, as chatbots often handle sensitive user
information and must comply with stringent data protection
regulations.

Integrating chatbots into existing business systems can be complex
and resource-intensive, requiring ongoing maintenance and
customization. User acceptance is another hurdle, as people may be
skeptical about a chatbot's ability to understand and respond
effectively to their needs, especially in scenarios traditionally handled
by humans. Moreover, while chatbots are adept at managing routine
queries, they frequently require human intervention for more complex
or unusual requests. Other challenges include addressing language and
cultural barriers for global applications, managing the high costs of
development and maintenance, navigating ethical and legal concerns,
and ensuring scalability to handle high volumes of interactions.
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The future of chatbots is poised for significant evolution, driven by
advancements in artificial intelligence and machine learning. As these
technologies continue to mature, chatbots are expected to become
more sophisticated in understanding and processing human language,
enabling them to handle complex interactions with greater accuracy
and context-awareness. The integration of chatbots into various
industries, including healthcare, customer service, and education, is
likely to expand, offering more personalized and efficient user
experiences. Additionally, the development of emotionally intelligent
chatbots, capable of detecting and responding to user emotions, is
anticipated to enhance user engagement. The increasing use of voice-
based chatbots in devices and applications will further streamline user
interactions. However, challenges such as ensuring privacy, security,
and ethical use of Al in chatbots will remain critical areas for ongoing
attention and development.
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PROJECT METHOD OF MARKETING ANALYSIS OF THE
INTERNATIONAL MARKET

Today, in a market with developed competition, the most important
part of the company’s marketing activities is the collection and
analysis of information about customers, competitors, and the
company's position in the market. Over the past few years, certain
tools for such research have been refined and gained popularity. The
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problem solved by these tools is effective market research, obtaining
up-to-date information in the context of rapid technological progress.
The first tool under consideration is the so-called SMM marketing.
This type of marketing is defined as working with companies' pages
on social networks, filling and promoting them. A big advantage of
social media marketing is its low cost. Easy learning of the basic
principles of SMM allows you not to turn to third-party specialists. As
arule, SMM is not an open advertisement, but rather a brand-building
tool. We are talking about unobtrusive advertising, building 84
customer communities. A very important feature of social media
marketing is building an informal, trusting relationship with the client.
At the same time, it is possible to get unique information about the
client, since you have personal pages of all attracted clients in front of
you, you can determine their interests, place of work/study,
approximate age, hobbies, level of solvency. A very useful feature of
social networks is its wide reach. The vast majority of people have
accounts and regularly use them not for communication, but in search
of entertainment. Also, with the help of social networks, you can track
and analyze the activities of competitors who have their pages there,
adopt some of their methods of working with consumers, and lure
consumers themselves. Thus, SMM is a proven and effective tool for
collecting information about consumers and competitors, relevant for
companies in many fields of activity, allowing you to see the market
"from the inside". SEO — search engine optimization — is a set of
measures aimed at increasing the position of the site when answering
gueries in search services. The main SEO activities include high-
quality website content, creation of unique content, interaction with
social networks, and links to other resources. SEO as a promotion tool
has long proven its effectiveness. But beyond the main goals, search
engine optimization tools provide huge opportunities for collecting
consumer information. With their help, you can find out how many
people visited the site, where they came from, what they were looking
for, how many of them contacted the seller and made purchases. One
of the resources for consumer monitoring is Similarweb.com. This
resource provides metrics such as site ranking, traffic sources on the
site. This information can be used to determine the effectiveness of
search engine optimization of the site, mailing lists, as well as work
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with social networks. The same indicators are easy to determine for
competitors, which will help to identify the company's strengths in
these areas and decide on further development paths, identify whether
it is worth spending money and time on improving existing tools or
using resources in other areas. Another monitoring tool is CRM
systems. CRM stands for customer relationship management systems.
The main feature of CRMs is that they combine many useful features
in one easy-to-use program. CRM allows you to keep records of
transactions and customers, the entire history of interaction with the
client is presented in chronological order. Telephone conversations are
recorded, documents are saved. The main task of CRM is to monitor
the company's internal processes, such as transactions, task execution,
income, employee efficiency, and the profit that customers bring.
Another advantage of CRM is the ability to work for free, which is
why CRMs have recently gained great popularity. Such an
opportunity, for example, is available in the most popular systems in
the CIS countries "Bitrix" and "Megaplan™

Kravtsov V.Ju., applicant for academic title
Novik 1.0., Ph.D., Associate Professor
Pererva P.G., Doctor of Economics, Professor
National Technical University "KhPI"

THE ESSENCE OF MARKETING SECURITY OF AN
INDUSTRIAL ENTERPRISE

Modern economic conditions are characterized by an increase in
competitive pressure in sales markets, instability of economic
processes, a dynamic increase in the variety of threats and
destabilizing environmental factors that affect the resulting parameters
of the enterprise and the level of its economic security. The growing
degree of risk and uncertainty of the business environment, the re-
profiling of the market, the constantly changing needs of the target
market segments require timely prompt corrective measures to
neutralize emerging threats and reduce the consequences of possible
risk. Therefore, an important direction of ensuring the economic
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security of the enterprise is the achievement of a high level of
marketing security, due to the improvement of the quality of the
processes of the company's marketing activities.

In our opinion, one of the components of the economic security of
an enterprise is marketing security. It is proposed to understand
marketing security as the protection of an enterprise from an
inefficiently chosen model of behavior in the market by avoiding
mistakes in product, sales, communication or pricing policy, i.e.,
marketing security can be characterized as a system for detecting,
analyzing and preventing threats coming from the internal and
external elements of the company's marketing complex.

Therefore, marketing activities act as a tool base that provides
identification, assessment of various external and internal threats arising in
the process of production and economic activities of the enterprise, as well
as the choice of methods for neutralizing emerging threats.

In order to solve the problems of ensuring the economic security of
enterprises, the use of marketing tools requires a clear definition, a test
of theory to establish their activities, in addition, they must analyze the
types of instructions implemented and the level of effectiveness of
marketing methods and techniques [1]. If the company's products are
not in demand on the market, then no company can feel economically
safe, since the marketing management system does not work [2]. Thus,
a competent marketing management system, analysis and effective
measures to ensure effective sales are all key to economic security for
all enterprises in any industry.

At the same time, it should be understood that in the scientific
literature little attention is paid to the implementation and use of tools
and methods that contribute to the prevention of security threats at the
enterprise, nevertheless, their use contributes to the timely
identification of hazards and ensuring the uninterrupted operation of
the enterprise in the market. From the point of view of economic
impact on the security of economic activity in market conditions,
strategic management of marketing detail at enterprises will allow to
develop a package of measures to protect against external and internal
threats that are caused by economic activity in market conditions, for
the normal mode of operation of the organization. At the same time, it
should be remembered that there are still threats that are caused by
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malicious (theft, distortion of data, arson, etc.), unintentional
(unprofessionalism, negligence, etc.) or natural actions of both non-
economic and economic nature (natural disasters or criminal acts),
which are beyond the influence of marketing activities, so the
management system of various aspects of the enterprise's activities
should function properly.

When carrying out a marketing analysis of the external
environment, it is necessary to consider such sections of analysis as
market conditions and competitiveness of the company, market
development prospects and forecasts for the future, customer loyalty
and their dissatisfaction, competition and international aspects.
Control and analysis of all factors of the external environment will
allow you to determine possible threats to the interests of the
enterprise, both from competitors taking hostile actions, and from
suppliers and intermediaries who do not fulfill their obligations under
previously concluded agreements and contracts. External threats are
more dangerous than internal ones, therefore, in order to prevent
significant pressure of external factors on the activities of an auto parts
trading enterprise, it is necessary to organize a marketing information
system, which allows you to take timely corrective measures for the
effective functioning of the system and mitigate the impact on it from
emerging threats. Therefore, it is necessary to strictly control all these
aspects so that their detrimental influence does not lead to threats to
the economic security of the enterprise.

Thus, one of the most important factors for making and
implementing decisions to ensure the economic security of an
enterprise is improving the quality of marketing processes and
implementing marketing opportunities. The main areas of activity in
this area can be considered: expansion of sales markets and attraction
of new consumers, which is the key to the growth of sales and profits;
development of demand, its growth and orientation towards the
satisfaction of individualized needs, taking into account the
consumption model; formation of optimal sales channels for products
with a focus on minimizing resource and time costs for the promotion
of goods to end consumers; improving the efficiency of market
research processes to reduce uncertainty and establish "predictability
ranges"; formation of mechanisms for stimulating the sale of goods to
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activate consumers, taking into account segment-forming factors;
optimization of the assortment policy taking into account the demand
for product categories.
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INNOVATIVE MARKETING METHODOLOGIES IN THE
INTERNATIONAL MARKET: THE ROLE OF AUGMENTED
REALITY AND THE METAVERSE

The contemporary global economy faces dynamic challenges,
necessitating continual adaptation of business strategies to rapidly
changing consumer demands. In this context, emerging technologies
such as Augmented Reality (AR) and the Metaverse offer unique
opportunities for the development of innovative marketing methods
on an international scale [1].

The relevance of this study is driven not only by the swift
development of technologies but also by shifts in consumer behavior
towards digital experiences and interactivity. The integration of AR
and the Metaverse into marketing strategies provides companies with
the opportunity not only to meet these new expectations but also to
create unigue and memorable impressions.

The aim of this study is to uncover the potential of AR and the
Metaverse in the context of international marketing and to develop
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practical recommendations for the business environment. Tasks
include analyzing current trends in the use of these technologies,
studying successful case studies [2,3], and identifying key advantages
and limitations.

Main cases of AR and Metaverse implementation [4,5] into
marketing strategy investigated within the study include:

1. IKEA Place App, enables users to virtually place and visualize
furniture items in their real-world living spaces through their
smartphones, enhancing the online shopping experience.

2. Snapchat's AR filters and lenses allow brands to create
interactive and shareable augmented reality content within the social
media platform, fostering user engagement and brand interaction.

3. Fortnite's Virtual Concerts, Epic Games transformed the
virtual world of Fortnite into a venue for live virtual concerts,
featuring artists like Travis Scott, providing a unique and immersive
entertainment experience within the Metaverse.

4. Decentraland's Virtual Real Estate Marketplace, a blockchain-
based virtual world, operates a virtual real estate marketplace where
users can buy, sell, and develop virtual land, contributing to the
development of a decentralized and user-owned Metaverse [5].

The study conducts a comprehensive analysis of literature covering
the theoretical foundations of marketing, AR and Metaverse
technologies, and examples of research dedicated to their business
applications.

The findings reveal a substantial improvement in consumer
interaction and reinforcement of brand perception when employing
AR and the Metaverse in marketing campaigns. Successful practices
are analyzed, emphasizing the advantages of these technologies in the
international market.

The study confirms that the integration of AR and the Metaverse
into marketing strategies in the international market is not only
relevant but also effective.
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By6enens L.I'., k.e.H., TOICHT
JepxaBHUil G10TEXHOJIOT1YHHUI YHIBEPCUTET

AHTHUKPU30BUI MAPKETHUHI SIK YACTHHA
AHTHUKPHU30BOI'O YIIPABJIIHHS HIAITPUEMCTBOM

VY OCHOBI TpakTyBaHHSI TOHATTS «MAapKETHHI» JIEXHTH CJIOBO
«markety, 1mo y mnepexiaai 3 aHMIINACHKOI 03HA4Ya€ — PHHOK.
BimnosigHo g0 AMepukaHChKoi acomiarii MapketuHry (AMA),
MapKeTUHI OQIUiHHO BHU3HAYAETHCA SIK <«IiSUIBHICTh, CYKYITHICTb
THCTUTYTIB 1 IPOIIECIB, 110 320€3MeUyI0Th CTBOPEHH:I, iIHQOpMyBaHHS,
JIOCTaBKY 1 OOMIH IPOMO3MIIIH 1[0 MAaOTh I[IHHICTH JJIsl CIIOYKUBAYIB,
KIIIEHTIB, MAapTHEPIB Ta CycHiJibcTBa B Iiyiomy.» [1]. IcHye ©ararto
BU3HAYEHb LLOTO TEPMiHY, ajie MU OyZAEMO PO3TJIsSAaTH MapKETHHT 5K
(GyHKIIIO YOpaBiHHS, a came: CTpareriuny (QyHKIE, 10
CIpsIMOBaHa Ha 3aJOBOJICHHS MOTpeO i OakaHb KIIIE€HTIB uepes
PO3pOOKY, BIPOBAKEHHS Ta YIPABIiHHS MPOAYKTAMHU Y MOCTYTaMU
B YMOBax Kpu3u. MapKeTHHT BKJIIOYAE B ceO€ pi3SHOMAaHITHI aCIleKTH,
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SIKI JTOTIOMAararoTh KOMITIAHISIM CTBOPIOBATH CITOKHMBYI IIIHHOCTI Ta
PO3BHUBATH B3a€MOBITHOCUHH 3 KIIEHTAMH, a CaMe:

- nochipkenHs puHky (Market Research): anamiz momuty Ta
NpOMNo3uLii Ha pPUHKY; BUBYCHHS IOBEOiHKM CIIOKMBAadiB Ta
KOHKYPEHTIB; OIliHKa PUHKOBHUX TEHIEHIIIH Ta MOXIINBOCTEH;

- cermeHnTanis puaKy (Market Segmentation): po3mozin puHKY Ha
Tpynu 31 CXOKMUMH XapakTepUCTUKAMK; BHM3HAYEHHS MLiJIbOBUX
ayIUTOPIH IS POAYKTIB UM TTOCITYT;

- no3umionyBanHa (Positioning): BW3HAYEHHA YHIKaIBHOCTI
MPOAYKTY 4M OpeHIy Ha PUHKY; CTBOPEHHS BH3HAYCHOI MO3UIIII B
ySIBIICHHI CIIOKMBAYiB;

- mapkeTuaroBHiA Mikc (Marketing Mix): 4P - mpomyxT (Product),
uina (Price), posnozin (Place), mpomorist (Promotion); BU3HaueHHS
CTpaTerii MpOLYyKTYy, ULIHOYTBOPEHHS, KaHAJiB pO3MOALTY Ta
peKIaMHOIT KaMIIaHii;

- pexmama Ta mpomaxi (Advertising and Sales): po3poOka Ta
BIIPOB/KCHHSI PEKIIAMHHX CTpaTerii; oprasizaiis MpoAaxiB Ta
BHUBUYEHHS PUHKOBUX KOMYHIKAIIii;

- BigHocuHu 3 kiieHtamu (Customer Relationship Management -
CRM): cTBOpeHHS Ta yTpUMaHHsI JOBTOCTPOKOBHX B3a€MOBITHOCHH 3
KITIEHTaM¥; BUKOPUCTAHHSI TEXHOJIOT1H JIJIsl YIPaBIIiHHS KIIIEHTCHKOIO
0a3010 JaHUX;

- mapketuHroBa ctpareris (Marketing Strategy): Bu3HaueHHS
3araipHUX MiJed Ta NUISXiB JOCSATHEHHS YCIiXy; MPOEKTYBaHHS
JOBIOCTPOKOBUX IUIAHIB Ta CTPATETiH;

- MAapKETUHIOBI JOCHIPKEHHS 1 aHami3 pe3yibTaTiB: OIiHKa
e(eKTHBHOCTI MapKETUHTOBHX KaMIaHii; 30ip iHdopmarii Ta aHai3
JAHUX JUIS TIO/IaJIbIIOTO BJIOCKOHAJICHHS CTPATETii.

MapkeTHHT Tpa€ BaXJIMBY pOJib Yy BHU3HAU€HHI ycmixy Oi3Hecy,
OCKIJIBKH BiH JIO3BOJISIE KOMIIAHISIM €()SKTUBHO B3aEMOIISTH 31 CBOIMHU
KJIIEHTaMH, CTBOPIOIOYHM I HUX IIIHHICTD 1 SIK HACJII0K, MaTH BILIMB
Ha PUHOK Yy Pi3HUX KPHU30BUX CUTYaIisIX.

AHTUKPU30BUM MapKETHHT — 1€ MPOAKTHBHHNA MiAXiJ 10
MapKeTUHTY, SIKAH CTIPSIMOBAHUHN Ha MiJTPUMKY JIOSUTLHOCTI KIIIEHTIB
Ta CTUMYJIIOBaHHS MPOJAXKiB Y BaKKi eKOHOMiuHI yacu. Lleit miaxizn
nepeadadae po3poOKy MapKETHHTOBHX CTpATeridd, IO BPaxOBYIOTH
cnerudiuHi mpoOJIeMH Ta MOXIMBOCTI KPHU3H, HaIpPUKIA,
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CTUXIMHOTO JMXa, perecii, Yu riao0aapHol MmaHaeMii. AHTHKPHU30BUN
MapKETHHT BKJIIOYA€ SK KOPOTKOCTPOKOBI, TaK 1 JOBTOCTPOKOBI
CTparterii, Taki SIK KOPUTYBaHHsI LIIHOYTBOPEHHSI, 3MiHa KOMYHIKallil,
iHBECTULI] B HUPPOBHUI MapKETHHT TOLIO.

AHTUKpU30BHII MAapKeTMHI — II€é YacTHHA aHTHKPHU30BOTO
YIpaBIiHHS, a came: Hallp CTpaTeriii Ta TaKTHK, SKi Oi3HEC MOXKe
BUKOPUCTATH, MO0 MEpPEeXUTH BaXKKi eKOHOMiuHI mnepioau. Taki
CTpaTeTii MOKIMKaHi JOTIOMOTTH 0i3HECY aJanTyBaTHCS 0 MiHJIMBHX
YMOB PHHKY, HIATPUMYBATH JIOSUIbHICTH KITI€HTIB Ta CTUMYJIOBATH
MPOJIaXKi Tij] Yac KPHU3H.

JocnipKkeHHst TEOPETUIHOTO 0a3ucy YIpaBIiHHSA B yMOBaX KPHU3H
BUSIBIJIO, IO aHTHKPH30BE YIPABIIHHS SK CHCTEMa SIBISE COOOIO
«CYKYIIHICTb B3a€EMOIIOB’SI3aHMX E€JEMEHTIB, M0 3a0e3MeuyroTh
LIJIECIPAMOBaHY peanizaiiiro YIPaBIiHCHKUX porenyp,
CIIPSIMOBAaHHX Ha CBO€YACHE BUSBIICHHS KPU30BHX SIBHIII, 3aTI00ITaHHS
Ta TOJOJAHHS HACIHIKIB IXHHOTO PYHHIBHOTO BIUIMBY, BiIHOBJICHHS
¢inancoBux mapameTpiB  e(eKTHBHOTO (YHKIIOHYBaHHS Ta
3a0€3MeUeHHs] CTaJloro €KOHOMIYHOTO PO3BUTKY IMiANPUEMCTBA B
TUHaMigHOMY Oi3Hec-cepenoBumIi» [2].

OCOOIMBOCTSIMHA @aHTUKPH30BOTO YIIPABIIHHS MiAIPUEMCTBOM € :

— MOOUTBHICTh 1 JUHAMIYHICTH Yy peaizaiii aHTHKPU30BHX
3aXO0/I1B;

— CHIpSIMOBaHICTh Ha OTPUMaHHS HalleEeKTUBHIIINX pe3yJIbTaTiB
PO3BHUTKY MiJIPUEMCTBA;

— BpaxyBaHHS 30BHIIIHIX 1 BHYTpIIIHIX YWHHUKIB BUHUKHEHHS
KPHU30BHX SIBHILI;

— CIPSIMOBaHICTh Ha MIOTIEPE/KEHHS Ta PAHHIO JIIaTHOCTUKY KPU3H;

— HECTaHJIapTHUH, TBOPYMH MiAXia 10 (OpMyBaHHS Ta peaizarlii
CHCTEMH aHTUKPH30BUX 3aX0/iB 3aJI€KHO BiJl CTaHy (yHKLIOHYBaHHS
MiANPHEMCTBA;

— BIIPOBAKEHHSI HOBHX MIJIXO/IB JIO YIPABIIiHHS IIEPCOHATIOM Ta
cy0’ekTaMM  30BHIIIHBOIO  CEPENOBHINA  MiANPUEMCTBA i3
3aCTOCYBaHHSIM pepIeKCUBHUX BIUIMBIB MO BiAHOIIEHHIO A0 HUX;

— MOCTIHHUIA KOHTPOITb HaJl BHKOHAHHSIM aHTHKPH30BUX TUIAHIB Ta
nporpam [3].

OTxe, aHTUKPU30BUI MapKETHHT AK (yHKLIOHAJIbHA MiJCHCTEMA
YIIPaBIIHHS MiITPHEMCTBOM Biirpae KIIFOUYOBY PO B CHCTEMI HOTO
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AHTUKPHU30BOTO YIIPABIIHHS, CIYXXUTh 04300 ISl CTPATETidHOTO
IJTAaHYBaHHS BCiX aCMEKTiB MisITFHOCTI MiAPHUEMCTBA.
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BI3BHEC-AHAJIITUKA Y HOBIA PEAJIBHOCTI: BILJIUB
CHATGPT

Texnomorii mryynoro inrenekry (ILI) cratote Bce OinbII
MOMYJIIPHUME 1 MaroTh npsMuil BuMB Ha IT-cextop. 3a ocraHHi
POKH, 3 MOSIBOIO HOBHMX TEXHOJIOTIYHUX pilieHb, Takux sk ChatGPT,
MOKHA CIIOCTEepiraTd IepeTBOPeHHs B cdepi Oi3Hec-aHaTITHUKH.
OckiNbKH ~ KOMMaHii  MPOJOBXKYIOTh NparHyTd JO  OLIbIION
e(EeKTHBHOCTI Ta MPOJyKTHBHOCTI, TOTpeda B TOKPAIIEHH] MPOIIECiB
Oi3Hec-aHaTITUKHU CTa€ Bce OUIbII BaxJIMBOIO. ToMy, cyuacHu# Oi3Hec
OpIEHTY€TbCSI HAa BHCOKI TEXHOJOrii Ta AKTUBHO BHKOPHCTOBYE
PI3HOMaHITHI 1HCTPYMEHTH INTYYHOTO I1HTEJEKTY JUIS TPUHHATTS
BaXXJIUBUX CTPATETIYHHUX PillICHb.

ChatGPT — me Mozmenb INTYYHOTO IHTEJIEKTYy, sKa 3/aTHa
3pO3yMITH HpPUPOAHY MOBY Ta B3a€MOIISATH 3 KOPUCTYBauyaMu,
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HaJAr04X BiATIOBI I HA 3aMUTaHH:, aHATI3YIOYH JaHi Ta MTPOTHO3YIOUH
pesynbrati [3]. Sk ouH 3 HAWTOMYIAPHIMKX 1 HAHOIIBIIT TOTYKHAX
iHCTpyMeHTiB reHepatuBHoro LI choromeHHs, BiH JO3BOJSE
KOMIIaHisIM IIBUJIKO i TOYHO aHANi3yBaTH BEJIMKi 00cATH iHPOopMarii.
Moro MoXIMBOCTI y TeHepalii TeKCTy, po3mi3HABAHHI MaTepHiB Ta
PO3YMiHHI KOHTEKCTY pOOIATH #Oro e(peKTHBHUM JIOTNOMDKHUM
iHCTpyMeHTOM Jisi Oi3Hec-aHaNITUKU. BiH Moe aBTOMaTu3yBaTu
BENMKY KINbKICTh 3aB/laHb, IIOB’S[3aHUX 3 AaHaJi30M TEKCTOBOI
iHpopMalii, IO COPOCTHTH HPOLEC NPUHHATTA pimieHb. 100To,
ChatGPT poOuth peBoJiOLit0 B  Oi3HEC-aHANITULI  JAaHHX,
JIO3BOJISIIOYH TIAMPUEMCTBAM IIBUIIKO W TOYHO BH3HAYATH IAOIOHH
B JaHUX, ONTUMI3YyBaTH MPUHHSATTA PIllIeHb, 3a0IaANTH Yac, TPOIIi
Ta, BiIMIOBITHO, OTPUMATH KOHKYPEHTHY TiepeBary (puc. 1).

1. lIBuakicTh NpUIAHATTS 2. ExoHoMmisi. ABTOMaTH3yI04H
pimens. BukopucroByroun IpoLEC aHAJl3y JAaHUX,
ChatGPT, koMnanii MOKyTb T ANPHEMCTBA MOXKYTb CKOPOTHTH
IIBUJIKO BHSBUTH KIJIBKICTh Yacy Ta rpouie,
3aKOHOMIPHOCTI B IaHUX, Ha BUTPAauYEHUX Ha PYy4YHHH aHAami3
PO3KPHTTS AKNX 3aiiHANMN O AHI nanux. e no3sosse
a00 TYIKHI. MiAIPHEMCTBAM 30CEPEIUTH CBOT
pecypcu Ha iHImHX chepax
JUSUTBHOCTI .

3. KonkypeHTHa nepeBara.
[IBuAKO ¥ TOUHO aHAI3YHOUH
JIaHi, KOMITaHii MOXYTb
BM3HAYUTH TCHACHIIIT Ta
MOJKJIMBOCTI, SIKI TXHI
KOHKYPEHTU MOXYTh YITyCTUTH.
Ie MoXke gaTu miaIpueEMCTBAM

nepeBary Ha puHKY.

Puc. 1. IlepeBaru ChatGPT mis Oi3Hec-aHATITUKH
JIxepeno: CKIaJeHO aBTOpaMK Ha OCHOBI [1]
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3aranom, ChatGPT Moxe BUSIBHTHCS Iy)kKe IIHHUM s (paxiBIliB
y cdepi iHPOpPMAIIMHUX TEXHOJOTIH Ta CHEIIANICTIB OY/Ib-sIKOI
MINPUEMHUIIBKOI Tally3i, aJpkKe € JICTKUM I CHPUMHATTS Ta
MPOCTUM y BHKOpHCTaHHI. J[Jis1 TOro, 00 HUM KOPUCTYBATHUCS, HE
MTOTPiOHO BOJIOMITH CHEIM(pIYHAMH TEXHIYHNMH HaBHYKaMH. BiH
3IaTHUM aBTOMAaTH3YBaTH PYTHHHI 3aBJaHHS 1 CTaTH HEBiJ €MHOIO
JOTIOMOTOI0 y BHTIAJIKaX, KOJIU MOTPiOHO CTBOPUTH BMicT abo rpadik,
Ha CTBOPEHHS KOT'0 BiICYTHI 9ac abo TBOPUi KOMITETEHTHOCTI. OKpiM
TOT0, HOTO MOXKHa BUKOPHCTOBYBATH SIK IHCTPYMEHT ISl IEPEBIPKU
SIKOCTI KOy a00 KOHTEHTY, a TaKOX JJIsl y3araJlbHEHHS TEKCTOBOI
indopwmarii [1]. Texuosorito mrygroro intenekry ChatGPT akTuBHO
3aCTOCOBYIOTh JUIsi aBTOMATHYHOI BIJIMIOBiJI Ha 3allUTH KIEHTIB,
OTPUMAHHS KJIIOYOBUX JaHUX KJIIEHTIB 1 HAJaHHA aHAJIITHKH B
peanbHOMY daci. TakuM cmocoboM 3a0e3nedyeTbes OTPUMaHHS
uinHoi iH(opMarii mpo MOBEAiHKY Ta BIOJOOAHHS KITI€HTIB.

ChatGPT MoxHa 3amiaTy sK T[OMIYHHMKA g HaIlHUCaHHSI
PI3HOMaHITHOI JOKyMeHTaIlii s Oi3Hec-aHATITHKIB 3 TOJIABIIO0
MOJKJIMBICTIO aJJaNTyBATH TX IMiJ] BAMOTH CBOTO MPOEKTY, a caMe:

— icropii kopucTyBaua (user stories);

— cleHapii;

— CJIEKTPOHHI JINCTH;

— KpUTepil MPUHAHSITTS;

— (yHKIIOHAIBHI BUMOTH TOmIO [2].

Bukopucrannss ChatGPT opHOuacHO BHKIMKAae i TOOOIOBAHHS
cepe (axiBIIiB B raimy3i iHpopMaIliiHUX TEXHOJIOTIH uepes Te, o [T
HE MOXE BUKOHYBATHM BCi 3aBIaHHS rpaMOTHO. [luTaHHS eTHKWH,
Oesmekn Ta ToyHocTi BukopuctaHHs ChatGPT y 6i3Hec-aHamiTuii
BUMararTh PETSJIbHOTO BHBYEHHS Ta pO3POOKHM CTaHAApPTIB.
3Ba)kalouM Ha 1€, OCOOJMBO BAXKIWBO TEPEBIPATH TOYHICTH Ta
noctoBipHicTh iH(Gopmanii, sky Hamae ChatGPT, amxe Oi3nec-
aHANITHK HeceTe TMpaBOBY 1 MOpalbHY BiJNOBIIaNbHICTE 32
BUKOpUCTaHy iH(popmamito, 3reHepoBany III, Bkirouatounm yci
mommwiku [3]. Ilix wac pobGorm 3 uar-00TOM Oi3HEC-aHATITHKAM
HEOOXITHO MOTPUMYBAaTHCA OAHIEI ¥ Ti€l )X TeMH Ta 3aBIAHHS,
ockimekrn ChatGPT BukopucToBye Ta aHami3ye KOHTEKCT Ta
iH(opMaIlito morepeHix 3anuTiB Ta BixnmoBiaen. Jus mMakcumizarii
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kopucti Bim BukopucTanHs ChatGPT B mpodeciiiniit mismpHOCTI,
eKCIIEPTH PEKOMEHIYIOTh JJOTPUMYBATHCSl HACTYITHUX cTpaTerii [2]:

1. BaxxnuBo mpaBUIIBHO Ta aKypaTHO CTBOPUTH 3aIUT, YHUKAIOUU
MTOMIJIOK Ta JIOJJATKOBUX YTOYHCHbD.

2. BukopucTOBYBaTH AOCTYIHI IUTariHU Ta PO3MIMPEHHS [UIA
ontuMmizarii podotu 3 ChatGPT.

3. Xoua BUKOPHUCTaHHS MJIaTHOI Bepcii He € 000B’SI3KOBUM, BOHO
MOJXKe 3a0e3MeYnTH Kpairy MPOAYKTHBHICTH Ta MIBHAKICTH PEaKiii,
ocobmuBo ormsinoBi ChatGPT 4, skuii Bonojie TOKpalieHUMHU
XapaKTePUCTUKaMU TOPIBHIHO 13 Bepciero 3.5. B cmaThiil Bepcii
OiapIa SICHICTE Ta JAKOHIYHICTE BiIIOBIAEH, JIOTYHICTE MUCICHHS Ta
BHCOKA IIBHJIKICTh PearyBaHHS.

4. KopuCHO mHCaTH 3alUTH aHTJIHCHKO MOBO, OCKIJIBKH OOT
TOJIOBHMM YMHOM TPCHOBAHMIA Ha MaTepiajiaX, HaJJaHUX aHTTIHCHKOIO
MOBOIO.

Otxe, ChatGPT memoHCTpye 3HauHI mepeBarm B aBTOMAaTH3aIlil
AQHAJIITUYHMX 3aBJaHb. 3AaTHICTh TCHEPYBATH TEKCTOBUN KOHTCHT Ha
OCHOBI HaJ[aHUX JIAaHWX 1 3aMTUTaHb J03BOJIE BUKOPUCTOBYBATH HOTO
JUTS. pYTUHHUX 3aBJaHb 1 MPUCKOPEHHSI MPOLECY MPUUHSATTS PilliCHb.
BaxxmBo BpaxoByBaTH, IO pe3yiabTaTH poOOTH 4YaT-00Ta MOXKYTb
OOMEXyBaTUCSl  SIKICTIO  BBEICHMX JaHMX 1 MPaBUIIBHICTIO
MOCTABJICHOTO  3alHUTaHHsI. 3 MPaBHJIbHUM Ta  KOPEKTHUM
¢dhopmymoBanssam 3anuTiB, ChatGPT € nepcrieKTHBHUM HAITPSIMKOM B
Oi3Hec-aHANITUII, aje BUMarac YyBOKHOTO BpaxyBaHHS HOTO
MOJIMBOCTEH 1 OOMEXEHb, & TaKOX PO3MIANY MUTAaHb CTUKU Ta
KoH(}ineHiiHOCTI B 00po01i iHpopmarii.
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IBanuenko K.O., acmipaHT
KuiBcpkuit HanioHansHUH yHiBepcuteT iM. T. lleBueHka

POJIb ETUKHN B AHTUKPU30BUX KOMYHIKAIIAX

AHTHKPH30BUI MapKETHHT OXOIUTIOE CTPATETidHI MapKETHHTOBI
Jii Ta KOMyHIKalliiiHI KaMIIaHii, BXKHUTI OpTaHi3ali€lo J10-, M 4ac Ta
micas Tomnii YW cuTyamii, SKa MOK€ HETaTWBHO BIUIMHYTH Ha ii
pemnyTarito, TisubHICTh a0 (iHaHCOBI pe3ynbTaT. Kpu3osi curyarrii
BUMAararTh OCOOJIMBUX KOMYHIKAIlIHHUX MiAXOJIB IS YNpaBITiHHS
3arpo3aMH, WII0 BHHHUKAaIOTh, CBO€YacHOi mepenmadi iHdopmaii
3aIliKaBJICHUM CTOPOHAM 1 ITOM’SIKIIEHHS! HETATUBHUX HACHIJIKIB IS
KOMIMaHii. AHTHKPH30BI MapKETHHIOBI KaMIaHii CHelialbHO
po3po0JieHi Uil TOAOJIAHHA KpPH3H, TMPO30poro U eQeKTHBHOTO
CHINKYBaHHS 31 CTEWKXONAEpaMH, BIPOBAKEHHS 3aXOMIiB IS
CTpUMYBaHHS 30WTKIB 1 COIPUSHHS BiJHOBJICHHIO KOMITaHi1.

OCKiJIbKM KpPHU30BI CHTyallii 4acTo 30iraloThCs 3 MiJABUINCHUM
piBHEM CTpaxy, IUTyTaHWHHU Ta YYTIUBOCTI y CYCIIJIbCTBA, € KiIbKa
OCHOBHUX €THYHUX MIpKyBaHb, SIKi MIANPHUEMCTBA TIOBHHHI
BpaxyBaTH y CBOiX MAapKETHHTOBUX PEAKIisiX Ha Kpu3y. JlociipKkeHHs
MiAKPECITIOIOTh, 110 MPO30PiCTh, YeCHE CITUIKYBAHHS Ta YHUKHEHHS
eKCILTyaTalii € HalBaKIMBIIUMU. JlOTpIMaHHS €THYHUX CTAHIIApPTiB
1 30CEepeIDKCHHS Ha 1HTepecax CTEHKXOJIEPIB J03BOJISIE KOMITaHISIM
3MII[HIOBATH JIOBIPY Ta aBTOPHUTET Y CKJIAIHUX yMOBax [1].

[Ipo3opicTh i yecHa eTHYHA KOMYHIKAIlisl BBAKAIOTHCS OCHOBHUMU
IHCTpyMEHTaMH  aHTHKpU30BOi  KomyHikauii.  IlopiBHsJbHE
JOCIIJDKEHHSI cTparerii pearyBaHHs Ha Kpu3y Volkswagen i
Mitsubishi Motors mij 4ac rydHMX CKaHIJIiB 3 BUKHAMH 10Ka3aJ1o,
mo myOmiyHa mTpo30picTh 1 MpaBauBa KOMYHIKaLis — OyiH
BUPIMIAIFHUMA B IXHIX 3yCHJUISIX BiJHOBUTHU JIOBIPY CIOXHBAdYiB i
BIIHOBUTH IMII)K CBOTO OpeHay, SKHH CyTTEBO mHocTpaxkiar [2].
BiamoBigHi MOCHiPKEHHS 100 MApKETHHTY MEAWYHUX IIOCHYT i
¢dapmaneBTHUHUX NpoAyKTiB mif 4ac manaemii COVID-19 rtakox
3BEpHYJIM yBary Ha HEOOXIIHICTh €THYHHMX MIIXOMIB JO OOMIHY
MOB1IOMJICHHSIMH Ta PEKJIAMHUX CTPATETiil OXOMJICHHS, YyTIAUBUX JI0
IrpPOMaJICHKHX CTpaxiB 100 HaA3BUUaiHOT cuTyalii y cepi oxopoHH
3mopoB’s [3].
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Kpim 1ipo3opux i 4eCHHUX MOBITOMJICHD, KOMIAHIT TaKOX TMTOBHHHI
MIepEeKOHATUCS, IO IXHI KPHU30BI MApKETHHTOBI KaMIlaHii He
BUKOPUCTOBYIOTh 1 HE BBOJSATH B OMaHy 3alliKaBJICHHUX CTOPIiH.
HaBmucHo HempaBauBa abo oOMaHIIMBA pekjaMa MNpO MPOIYKTH,
MOCJIyTH, PU3HKH YU TEPeBard 3a CBOEI0 CYTTIO € HEETHYHOIO.
[ligBumieHHs 11iH, TPUXOBYBaHHA iH(OpMaIii Ta BUKOPHUCTAHHA
BpPa3JIMBUX TPYN TaKOX 3aCyMKYIOThCS CTEHKXOJZEepaMu SIK
MOPYIIEHHSI E€THYHUX CTaHAapTIB i Yac KPHU3U. 3PeIToro,
JIOTPUMAHHS CyBOPHX €THYHUX IPHUHIMIIB 1 30CEpPe/DKCHHS Ha
n00poOyTi y4acHHKIB AONOMarac KOMIAHisIM OyayBaTH Ba)XIIUBY
JIOBIpY Ta HAAIMHICTh Y HAJI3BMYANHO CKJIAJHHX CUTYaIlisiX, KOJHU
BOHH HaWO1IbIIe MOTPiOHI.

I'mobGanpHa peakmiss Ha kpuzy CHIy dapmaneBTuyHorO
kommaniero Wellcome PLC nHampukinmi 1980-X pokiB JEeMOHCTpPYE
penyTaIiiiHi mIBoIHI KaMeHi HeeTHYHUX MPAKTUK Y aHTUKPHU3OBOMY
MapkeTuary. Wellcome po3podus i ummyctuB AZT, oquH i3 epmx
AQHTHUPETPOBIPYCHUX  TpemapariB, e(eKTUBHHX Yy  JIIKyBaHHI
BUI/CHIly. He3Baxkatoun Ha Te, 110 IpernapaT BPSATYBaB THUCSUI
JKUTTIB, KOMIIAHiS 3iTKHyJNacs 3 PI3KOK KPHUTUKOK  IMIOJ0
Ha/I3BHYAIHO BHCOKOI I[iHM MpenapaTy Ha pI/IHKy i1 4ac eckaarii
HaJ3BUYAiHOI cuTyallii y cdepi oxoponu 310poB’s. Wellcome PLC
3BUHYBATWJIM y 3aBHIICHHI IiH 1 BAKOPUCTaHHI BpaSJ'II/IBOCTl XBOPHUX
Ha CHIJI, skum motpiOHi miku. [licns myOmivyHUX KammaHid MpoTH
cTparterii iHoyTBopeHHs Wellcome moroausiacs CyTTeEBO 3HUKYBATH
I[iHy Ha penapart yepe3 pi3Hi IpoMiKKH yacy. TuM He MeHIII, TpruBaia
KPUTHKA BHUCBITIIMJIA HATIPYTY MK 3aXHUCTOM 310pOB’sl HACEJICHHS Ta
mpuOyTKaMH KOMITaHii i1 yac kpu3 [4].

lapauM mpuKIagOM KOMYHIKAIlil IMiJ Yac KPHU3M € KaMIlaHis
Cinpmo Ha mowatrky mnangemii COVID-19 mig  HasBoro
«#repoiMOroiHs», J€ BOHM Ha NPUKIAAl CBOIX MpalliBHUKIB
HarajyBaJId MpO JIIOJEH pi3HUX Mpodeciid, sKi MOJHS XOJUIN Ha
po0OOTY Ta CTBOPIOBAIM YMOBH JUIsl (DYHKIIIOHYBaHHS CYCIiIbCTBA [5].

B kpusoBi mepiomm KommaHii MOBMHHI 0a3yBaTH  CBOi
MapKeTUHTOBI KaMIlaHii Ha MPO30pOCTi, YECHOCTi, CIIBYYTTI Ta
JOTPUMaHHI BCTAHOBJICHUX ETHYHHX CTaHAapTiB. KoMyHikalii MatloTh
OyTH 3pO3yMUIMMH Ta TIOCHIOBHUMH 0O€3  BHKOPHCTAaHHS
Bpa3NMBOCTEH crioxkuBaviB. KpiM Toro, opraHizamisiM moTpiOHi THYUKi
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CHCTEMH, 5IKi JIO3BOJIATH iM TIOCTIHHO aanTyBaTH Ta BIIOCKOHATIOBATH
KOMYHIKaIlil B Mipy PO3BUTKY MiHJIMBHX KPH30BUX CHTYaIlil.

OTke, KpU30Bi CUTYaIlil CTBOPIOIOTH HETIOMIPHE HABaHTAXKCHHS Ha
Oi3HEC, KCpIiBHMKAM JIOBOJUTHCS TPUHAMATH BaXKKi PIllICHHS,
30a1aHCOBYIOUM omepalliiiHi motpeOu, (hiHaHCOBI TPYIHOIII Ta €TUIHI
BuUMOrH. JIjmsd KoMIaHii MOTpUMAaHHS TPO30POCTi, UYECHOCTI Ta
OpIEHTOBAHOCTI HA CTCHKXOJIJICPIB € HEOOXITHUMHU ISl 30€pEKCHHS
TOBIpHM KJIIEHTIB B KPU30BI MEpioAu. 3arajoM JOBipa CIOKHUBAUIB €
BUTIHIIIOK Ui KOMIIaHii, Hi’)K KOPOTKOCTPOKOBHH MPHOYTOK Y
NepioJ] CyCHIBHOT BPa3JIUBOCTI.
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IBano-®paHKiBCHKHIA HAI[IOHATBHUN
TEXHIYHUH yHIBEpCUTET HAQTH i razy

BILJIUB KYJIbTYPHUX ACITEKTIB HA TJIOBAJIbHUI
MAPKETHUHI'

Y cywyacHOMy CBITi, [ TioOaiizamis TEepeTBOPIOE PUHKUA Y
CHIUTFHOTH B32€EMO3JIC)KHUX I'PABIB, BABUCHHS Ta PO3YMiHHS BILUTUBY
KyJbTYpHHX aCMEKTiB Ha INI00ANbHUI MAPKETHHT CTA€ HaJl3BUYaliHO
aKTyaJlbHUM 3aBAaHHSAM [UI1 KOMIIaHiM, M0 MpaIIol0Th Ha
MiXKHApOJAHUX pUHKaX. HeXTyBaHHs KyJIbTYpHUMH acleKTaMH MOXKe
MPU3BECTH 10 MAPKETHHTOBMX MOMMWIIOK, SIKI MOXYTh HETaTHBHO
BITMHYTH Ha yCITiX KOMITaHii Ha MibXKHapogHOMY pUHKY[ 1].

KynbrypHi actiekt MOHa Ki1acr(iKyBaTH 32 TAKUMHA OCHOBHUMU
KaTeropisiMH.

KynbTypHi IHHOCTI: 11e 3araiibHi IEPeKOHAHHS, SKi BINIMBAIOTh Ha
TE, IO JIIOAM BBAXKAIOTh BaXJIMBUM 1 Oaxanum. Hampuxmanm, y
KyJNbTypax, Ji¢ MiHYETbCS KOJIEKTUBI3M, JIOAW OiJbII CXHIBHI JI0
KYHiBJIi TPOJYKTIiB, sIKi CHUMBOJNI3YIOTh NPHHAIEKHICTH JI0 TPYIIH.
KynbTypHi MIHHOCTI MarOTh (yHIAMEHTAIBHUH BIUIMB HA TOBEHIHKY
CTHOXKHMBaYiB, OCKLIbKH BOHH (POPMYIOTh TXHI TIEpEeKOHAHHS, IIIHHOCTI
Ta HOpMH [2].

KynprypHi HOpMH: Ile TpaBWiIa TIOBEIiHKH, SKi NpPUHHATI B
cycninbcTBi. Hanpukian, y KyneTypax, € LIHYE€ThCS CKPOMHICTD,
JIIOJIA MOXKYTh OyTH MEHIII CXMJIbHI IO JEMOHCTpaIli bararctea abo
ycmixy depe3 cBOI MOKYNKUA. KyJbTypHI HOPMH pETYIIOIOThH
MOBEJIHKY CIOXKHMBAYiB y MEBHUX cUTyawisx[3].

KynbTypHi CHMBOJIH: 1€ TPEIMETH, SIKI MalOTh 0COOJIUBE 3HAUCHHS
JUIsl TIEBHOI KyJIbTypH. Hampuknan, y JesKux KyJbTypax 4epBOHHUI
KOJIip acoLilOeThCA 3 yAauero, a B IHIIMX - 3 HeOe3nekor. KynbrypHi
CHUMBOJIM € BOXJIMBHUM IHCTPYMEHTOM KOMYHIKaLii 3 CIIOKUBauaMH,
OCKIJIBKH BOHU MOXXYTbh BUKJIMKATH CHUJIbHI €MOIIHI PeaKIiii.

Ha mnepmomy erami wnporo asamizy ciil 3BEpPHYTHUCS [0
BUPOOHMITBAa MpOoAyKTiB. KokHa KynbTypa Mae cBOi yHIKaJbHI
IIHHOCTI, TPamuIlii Ta CIOKWBAIbKiI 3BHYAl, SKi MOXYTh CYTTEBO
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BIUIMBAaTH Ha T, SKi TNPOAYKTH OyAyTh TOMyISIpHAMH abo
HENMPUUHATHUMH B KOHKPETHOMY perioHi. BHpOOHWKM TIOBHHHI
aJanTyBaTH CBOK TPOAYKIIO 1O IUX OCOOJMBOCTEH, 1100
3aJJ0BOJILHUTH MOTPeOU Pi3HOMaHITHUX KyJIBTYPHHUX CHIOXHBAYiB.

Hpyruii  acmeKT CTOCYEThCS ~ MAapKETHHTOBHX  CTpaTeTii.
BusnaueHHs MpaBWIIBHOI CTpaTerii BUMarae peTeIbHOTO BUBUCHHS
CHOXMBAl[bKUX IOBEJIHOK Ta HALlIOHANBHUX KyNbTyp. PeknamHi
KaMITaHii, HalPUKJIa]], TOBHHHI OyTH c(hOpMOBaHI TAKUM YHHOM, 1100
BOHM BiJIMTOBITaJT MEHTAIIITETY Ta I{IHHOCTSM MiCIIEBOTO CIIOKMBAYa.
[lopo3ymiHHS CHMBOIIIKH, KOJBOPIB, aCMEKTiB MOBHU Ta TYMOpPY B
KOHKPETHOMY KYJIBTYpPHOMY KOHTEKCTI CTa€ KIIOUOBHM JUIS YCIHiXy
peKIaMHOI KaMTaHii.

Hanpuxiiaz, B SInoHii crioykuBayi MiHYIOTh SKICTh 1 TOBTOBIYHICTh
MPOAYKTIB, TOMY KOMIIaHii, SIKi MPOAalOTh TOBapH B SINOHIT, MOBUHHI
aKIEHTYBAaTH yBary Ha IUX XapakTepuctukax. Y Kwurai cmokmBadi
[IHYIOTh KOJIEKTHBI3M 1 TpamuIlii, TOMy KOMIaHii, AKi TpOmarTh
ToBapH B Kutai, NOBHHHI alanTyBaTy CBOIO MapKETHHI'OBY CTPATETi0
no mux minHocted. Y CHIA cnokuBadi IiHYIOTh iHAWBITYaJIBHICTS 1
cBoOOay BUOOpPY, TOMy KoMIaHii, ski mpogarote ToBapu B CIILA,
MOBHHHI MPOMOHYBATH IUPOKHIA BUOIP MPOAYKTIB i MOCIYT.

KpiMm Toro, KynapTypHa 4YyTIMBICTH Ma€ 3HAYEHHs Ha eTami
B3aeMoii 3 kirieHTamu. [ligTpuMKa KITiEHTIB, TOCITYTH Ta KOMYHIKaIlis
MOBHHHI OYTH a/IaliTOBaHi J0 KYJbTYPHHX OCOOIMBOCTEH KOXXHOTO
periony. Hespaxarouum Ha Te, 1m0 TJI00aNbHI KOMIIaHIi MOXYTh
MpamoBaTH Ha PI3HUX pPHHKAX, BOHU MOBHHHI 30€piratu CBOIO
1I€HTUYHICTD, BpaXOBYIOUH IPU LIbOMY KYJIbTYPHi BiZIMiHHOCTI.

VY cBiTII 17100aIbHOT KOHKYPEHIIIT BaXJIMBO 30epiratu OamaHc Mix
CTaHJApPTH3AIEI0 Ta  JIOKANI3aIli€l0 CTpaTerii  MapKeTHHTY.
Bukopucranns rinobaibHUX CTpaTeriil, ki BpaxOBYIOTHb KYJIBTYpPHI
ACIIEKTH, MOXE TIPU3BECTH JI0 OUTBIIIOTO BU3HAHHS OpEH/Ty Ta BUILIOTO
PIBHS IPUUAHATTS MPOJYKIIii HA PI3HUX PUHKAX.

VY migcyMmKy, BIUIMB KYJIBTYpHHX acHeKTiB Ha IIOOANbHUI
MapKETUHI € HEBiJ'€MHOI0 YAaCTHHOIO CTPAaTEriyHOro pO3BHUTKY
KOMIIaHi# y cydacHOMY cBiti. Ti, XTO YCHIIITHO 1HTETPYE I1i aCIIEKTH B
CBOIO JiSUTbHICTh, 371aTHI €(PEKTHBHO aJanTyBaTHCS IO PI3HOMaHITHUX
KyJbTYpHHX YMOB Ta CTBOPIOBATH CTiliKi, yCHilIHiI Oi3HEC-MOJeNi Ha
I00ATPHOMY PHHKY.
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CYTTEBI OCOBJIUBOCTI PO3BUTKY PUHKY
THTEJEKTYAJIBHOI BJIACHOCTI

OpHa 3 0COOJMUBOCTEH IHTEJIEKTYaJIbHOI BIIACHOCTI sIK 00'ekTa
PUHKOBHUX BIJHOCHH IIOJISITAE y MOXKIUBOCTI OyTH 0aratopazoBo
BHUKOPUCTAaHOIO 0e3 Mepexojy MpaBa BJIACHOCTI JI0 KOPUCTyBauda Ta
MOJKJIMBOCTI Tepeiadi YaCTHHU MPaBOMOYHUHN 32 PO3MOPSKEHHIM
o0'ekTaM iHIIUM Cy0'eKTaM.

3aKOpIOHHUM TOCBIJ MiATBEPAXKY€ OUIBII BUCOKY HPUOYTKOBICTD
00'€KTIB IHTENEKTYaIbHOI BIACHOCTI MOPIBHSIHO 3 MaTepiallbHUMH
aKTUBaMHu mignpueMcTB. Lle mosicHioeThes nBoma mpuunHamH. [lo-
nepie, 00'eKTH 1HIUBITyaIbHOT BIACHOCTI € YaCTHHOI PEeCypCHOTrO
MOTEHINIANy TiIIPUEMCTBA, BUKOPUCTAHHS SKOTO y BHUPOOHUIITBI
CIIpUSIE BUIYCKY KOHKYPEHTOCIIPOMOXHOT  BHCOKOTEXHOJOTTYHOT
mpoaykiii. [lo-gpyre, 00'eKTH iHTEIEKTYaIbHOI BJIIACHOCTI MOXYTh
BHUCTYIIATH SIK CAMOCTIHHMI 00'€KT KyiBII-IPOAAKY.

CTBOpeHHSI IUBLII30BAHOTO PUHKY IHTENEKTYAILHOI BIACHOCTI
NPUITYCKAIOTh  HAsBHICTE  JOOpe  HAJIATOMXKEHOI  CHCTEMH
3aKOHOJAaBUOro O(OPMIICHHS MpaB Ha PEe3yJIbTaTH iHTENEKTYalbHOL
misuteHOCTI Ta X 3axmcT [1]. IrHOpyBaHHS HEOOXiTHOCTI PO3MOIiITY
MpaB BIACHOCTI Ha iHTEIEKTYyaIbHII NPOAYKT MPU3BOJUTD 10 BTPATH
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IHTENIEKTyalIbHOTO ~ TIOTEHIally d4epe3 «BHUTIK»  HaHITIKaBiIINX
po3po0oK YKpaiHH.

B nmamiii kpaini HaifuacTinie irHOpyeThbcs TpaBa Oe3mocepenHix
BUKOHaBLIB . KepiBHUKM MigNpUEMCTB HE BBaKAIOTh 32 MOTpPiOHE
TUTUTUCS TIPaBaMH Ta JOXOJaMH 3 BUKOHABISIMU ,BBAYKAIOUH, 110 IXHS
3apo0iTHA TTaTa Ta aBTOPChKAa BHHArOpoAa € KOMIICHCAITIEI0 3a
IHTEJIeKTyallbHUI BHECOK, BUKOHABIII K HE MOXYTh BiICTOSTH CBOI
mpaBa Ha MPOAYKT BIIACHOTO IHTENEKTy. B po3BHHEHHMX KpaiHax
BHHAX1THUKH OTPUMYIOTH JOXiJI ,B IEBHUX Ta BIAMOBIIHUX YacCTKaX
BiJl PUHKOBOI BapTOCTi BuHaxomay [2, €.173-175]. dnsa dhopmyBaHHs
[UBLII30BAHOTO PUHKY IHTENEKTYaJIbHOI BJIACHOCTI HAaJEKUTh
ICTOTHO 3MIHWUTH C(OPMOBAHHMI MEHTANITET YCiX 0cCi0, 3amydeHux
MpoIieC YIPaBIiHHA Ta IHTEJICKTYIBHOIO BIACHICTIO.

cneuudikamis mnpaB BiIacHOCTI ( iXHE pO3MEXKYBaHHA Ta
JTOKyMEHTaJIbHE 3aKPIIUIEHHS [IbOTO PO3MEKYBAaHHS) IPYHTY€EThCS Ha
€KOHOMIYHIH OLIHIII BKJIAAy KOXKHOTO IMpeTeHeHTa 3 00'exTa. [Ipomec
LIl TOCUTh CKJIATHUM 3 YCIX TOUOK 30pY: IICHUXOJIOTIYHOI, FOPUAMIHOL
Ta eKOHOMiuHOI. HopMaTMBHUX aKTiB, IO PETYIIOIOTH IIel mporec
a00 0OYMOBIIOIOTH NpaBHJIa T'PH, HEMA€ 3a BUHATKOM ITATEHTHOTO
3aKOHOJIABCTBA.

HezanoBinbHuit cran i y cdepi OXOPOHH IHTENEKTYalbHOL
BracHocTi. 3a manumu OOH, kpaimm 3 TpaHchopMmauiiHOO
€KOHOMIKOIO0 HAJIS)KHUTh J0 KpaiH, SIKi XapaKTepH3YIOThCS ITUPOKHM
MOIIMPEHHSM 1HTEJICKTYalIbHOT0 mipaTcTBa. [1[o0 koMmneHcyBaTH CBOT
BTpaTH BiJ TMipaTcTBa, TMPABOBIACHUKK 30UTBIIYIOTH PO3MIp
HEOOXiHOT HUMU BUHAroOpoJy 3a BUKOPUCTAHHS HAJIEKHUX IM IpaB,
mo 30UTBIIYIOTh I[iHYy YTpUMaHHA OO'€KTIB 1HTENIEKTYyaTbHOT
BJIACHOCTI MPOAYKIIIT juisi crioxkuBadviB. Lle, y cBOIO uepry, IpoBoKye
CTarHauilo peajbHOro CEKTOPY PHHKY iHTENEKTyaIbHOI BIACHOCTI Ta
CHpUSiE 3POCTAHHIO JOXOMIB MPABOMOPYIIHHKIB, SKi MOXYTh
3aIlpOTNIOHYBATH aHAJIOTIYHY, alie HeleraabHy MPOIYKIII0 32 HIKUYO0
LiHOIO

B Vkpaini icHye mpobirema BCTAHOBJIEHHS KOHKPETHHX
MPaBOBJIACHHKIB, 4Mi mpaBa mopymyroThcs. Lle moB's;zaHo 3
BIICYTHICTIO 3pa3KiB JIIEH31HHOI NpOAYKLii sl TpPOBEICHHS
eKkcnepTH3n  KoHTpadakTHoi  mpoaykuii. Kpuminansae  Ta
aIMIHICTpaTHBHE TIEPECHIiTyBaHHSA 3a TOPYIICHHS aBTOPCHKUX,
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CyMDKHI, BHHAXIJHWIPKHX Ta TATEeHTHUX IIpaB MOXe OyTu
iHIIOBaHe JINIIE 3asBOO MIOTEPIILIOTO, TOMI SK B iHIINX KpaiHax Mae
MiCII¢ iHIIIa IPaKTHKA.

OcTaHHI pOKM B pE3yJNbTaTi BXKHUTTS 3axOJiB, CHPSIMOBaHUX
MepeBaKHO HA 3a00pOHY BUKOPHCTAHHS 00'€EKTIB, IO OXOPOHSFOTHCS
MPaBOM  IHTEJNEKTYalbHOI BJIACHOCTiI, piBEHb KOHTpadaKTHOL
OPOAYKUil HE TUTPKW HE 3HU3UBCS, a, HABMAKH, 3POCTA€, OCKIIBKH
moniOHe TOTajdbHI 3a0O0POHM  TEPEIMIKOIKAIOTh  (POPMYBaHHIO
JIETaJTbHUX MOXKITUBOCTEH IOCTYIy 10 OO0'€KTIB IHTENEKTyalbHOI
BJIACHOCTI. Y 3B'SI3Ky 3 [IM OCHOBHI 3yCHJIIS MalOTh OYTH CIIPSIMOBaHi
30BCIM He Ha 3a00pOHY BHMKODUCTAaHHSI OO'€KTIiB IHTENEKTYaJIbHOI
BIIACHOCTI, a Ha PO3pPOOKY CXeM B3a€MOJil BCiX CyO'€KTIB PHHKY
IHTEJTIeKTyalIbHO1 BIACHOCTI.

AHaJi3 M>KHapOIHOTO JTOCBIAY J03BOJISE CHOPMYIIFOBATH 3aXOAH
JIepKaBHOI  TONITHKH MO0 TOCWJIEHHS  peaiisamii mpasa
IHTENIeKTyallbHOI BIACHOCTI Ta MiATPUMKH 1HBECTHIIIN:

— TpPUBEACHHS 3aKOHO/IABCTRA 3 ITPAB IHTENEKTYaIbHOI BIIACHOCTI
BIJIMOBITHO 0 MIXXKHAPOJHUX CTAaHAAPTIB Ta CTBOPCHHS MEXaHI3MiB
roro peanizarii

— miarpumMka 3MI, sKi npomaryroTh NOCHICHHS 3aXUCTy MpaB Ta
IHTEJIeKTyaIbHOI BIIACHOCTI

— TMPOTEKIIOHI3M MO0 opraxizanii, mo nposoaate HIJIKP ta
3MIACHIOIOTh 1HHOBALINWHI MPOEKTH SK HAHOUIBII MiATBEPIPKEHUX
THTETIEKTYJIbHOMY TIpaTCTBY

— PO3IIMPEHHS MIDKHAPOJHOTO CHiBpoOiTHUNTBA Yy cdepi
00pOTHOM 3 IHTENEKTYAILHIUM HiPaTCTBOM.

CnucoK BUKOPHCTAHUX JKepes:
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2. Koerymenko K.B. Teoperuko-meromonoriuni 3acanu
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USING IT TOOLS IN SMALL BUSINESSES MARKETING IN
THE WAR AND POST-WAR PERIODS IN UKRAINE

The Russian Federation’s military invasion on 24 February 2022 on
Ukraine’s territory did not fully stop opening new small businesses.
According to the Odendabot service, as of 30 March 2022, more than a
thousand small businesses were opening every day. As of September
2023, more than 465,000 small businesses were opened during wartime
[1].

When a new business emerges in the market, it needs promotion
through the public. There are many tools for small businesses marketing
and promotion within and outside the territorial communities in
Ukraine.

In 2020 The Ministry of Digital Transformation launched a full-scale
national project for the development of entrepreneurship and export
Diia.Business [2]. This project has the following philosophy: inspiring
business creation; teaching entrepreneurship since childhood and
throughout life; helping start one’s own business; protecting a Ukrainian
entrepreneur with the help of following the business climate and
regulatory environment; promoting development, scaling and
internationalization of Ukrainian business [3].

Another urgent point in small businesses development in the war and
post-war periods is applying artificial intelligence and social media in
order to gather and analyze customer data to work with the target
audience and adhere to its needs.

To date, Al is revolutionizing the way businesses approach
marketing, taking into account new insights and opportunities for
growth. Businesses also can optimize their marketing efforts to reach
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the right audiences, at the right time, with the right message, which leads
to improved customer acquisition, increased customer retention, and
ultimately, higher profits. Moreover, Al-powered marketing
intelligence can help businesses to stay ahead of the competition by
delivering real-time insights into market trends and consumer
behaviour. Al-powered marketing intelligence will play an increasingly
important role in the success of businesses across industries [4].

Social media can be called a part of Al. They can help small
businesses to collect data and information from consumers. Several
aspects of using social media in business development should be taken
into account by women entrepreneurs. For one thing, social media allow
small businesses and customers to connect in ways that were impossible
in the past. Let’s have a closer look at social media platforms and their
functions.

Table 1. Social Media Platforms and Their Functions

Function Social Media Platforms

Social networking Facebook, LinkedIn, Google+

Microblogging Twitter, Tumblr

Photo sharing Instagram, Snapchat, Pinterest

Video sharing Y_ouTube, Facebook Live,
TikTok, Instagram Reels

But we should take into account that the way customers and
businesses interact and influence each other has changed. Such
activities as sharing, analysis, debate, and discussions rely on
communication and interaction. Social media development has enabled
businesses to improve customer relationship management and business
decisions. Social media is culturally important as many people obtain a
vast amount of information about the surrounding world. Using social
media works by more and more people causes small businesses to
integrate these networks into their marketing communication channels.
Social media can contribute to shaping brand identity, brand image, and
company performance in today's marketing competition [5].

Social media can play an important role in small businesses
development, especially at the stage of start-up. They help to present
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products, services and ideas to public mainly for free and they are a
significant interaction between small businesses and consumers.

ChatGPT Al is now entering all the spheres of life. ChatGPT Al is
transforming business operations and enhancing customer experience in
customer service, e-commerce, healthcare, finance, marketing, and
developer business sectors. The negative effect of chat ChatGPT is a
lack of human interaction and human touch [6]. But with the help of
ChatGPT novice entrepreneurs can create new ideas for their
businesses.

Thus, using IT tools in small businesses marketing in territorial
communities during the war and post-war periods can be a powerful
instrument for their development and penetration into national and
international markets.
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ADVERTISING MANAGEMENT IN UKRAINE DURING
ARMED CONFLICTS

In the modern world, advertising serves as a key tool for successful
competition among enterprises and companies. It is through advertising
activities that they develop a distinct image, allowing differentiation and
comparison within a system of similar enterprises and companies.
Additionally, advertising shapes customers' opinions about the
consumer properties of a product or service. Often presented as
emotionally colored information, advertising seeks to convey the core
idea of an object's activity or the qualities of a particular product, aiming
to capture the attention of customers.

According to existing classifications [1-5], advertising is categorized
based on various aspects (see Table 1).

Table 1. Types of Advertising

Aspects Types of Advertising
Type of Targeting Direct and Indirect
Application Area Internal and External
Social-Psychological Cognitive, Emotional, Behavioral
Impact
Method of Influence Emotional and Rational
Prestige (Image Advertising),
Target Direction Stimulating, Informative, Reminder,
Social
Functionality Commercial and Non-commercial

Local, Regional, National,
International

Visual, Auditory, Audio-Visual,
Method of Influence Visual-Auditory, Visual-Olfactory,
Visual-Gustatory, Combined

Coverage Area
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Each type of advertising as outlined in classifications can be
presented abstractly, yet a significant number of advertising messages
are diverse combinations aimed at engaging the consumer. The success
of advertising activities largely depends on the specific features of these
aspects, and the consideration of these aspects determines the
effectiveness of functioning in a competitive environment.

As per F. Kotler's definition, advertising is a non-personal form of
communication carried out through the intermediation of paid media
with a clear indication of the funding source [6].

The Ukrainian Law "On Advertising" presents the following
principles of advertising [7]:

- Legality, accuracy, credibility, and the use of forms and means that
do not harm the consumer.

- Advertising should not undermine society's trust in advertising and
must adhere to the principles of fair competition.

- Advertising should not contain information or images that violate
ethical, humanistic, moral norms, and standards of decency.

- Advertising should consider the particular sensitivity of children
and should not harm them.

During times of armed conflict, approaches to advertising must be
thoughtful, considering not only the principles outlined in the law but
also weighing other aspects. Key considerations include:

- The perceptual differences among various consumer types
(residents who have been directly/indirectly affected during wartime,
displaced individuals, military personnel, volunteers, children, etc.).

- Presentation nuances of advertising material (avoidance of
depressing content, refraining from military themes unless relevant to
the service or product characteristics, etc.).

- Understanding of advertisements (avoiding ambiguity, providing
direct interpretation, comprehensive explanation, preventing double
standards or double morality, refraining from controversial issues, etc.).

The management of advertising activities is viewed as the process of
interaction among the main participants in advertising activities [8, p.
36], which are enterprises and consumers of products or other interested
groups. Given the diverse interests of these entities, the effectiveness of
management and monitoring the feedback to advertising becomes
crucial.
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The management process during wartime should be directed towards
achieving the maximum effect from the potential audience, primarily
the local population in Ukraine. Therefore, there is a need to create a
profile of potential clients within a specific audience segment targeted
by the advertising activities of a particular enterprise. Through
advertising, communication can be established between the enterprise
and consumers, who may be individual residents of Ukraine, as well as
other enterprises, organizations, and communities.
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MARKETING TOOLS FOR SMALL AND MEDIUM-SIZED
BUSINESSES IN GROWTH STRATEGIES DURING THE WAR
IN UKRAINE?!

In May-June 2023, the researchers conducted 20 semi-structured
interviews with top managers of small and medium-sized businesses in
Ukraine to identify the main issues affecting the adoption and use of
digital marketing in uncertain times. We found that since the start of the
full-scale second round on 24 February 2022, Ukrainian businesses
have gone through three periods that can be defined by certain business
and marketing strategies:

—  the beginning of the full-scale invasion - from 24.02.2022 to
mid-March 2022;

—  mid-March 2022 - mid-summer 2022;

—  mid-summer 2022 - autumn 2022.

The beginning of Russia's full-scale invasion of Ukraine was a
tragedy and a shock for all the SMEs the research team spoke to. Al
subsequent decisions they made about their business in general and
marketing in particular were made exclusively in a stressful, crisis
situation, which also affected their effectiveness.

From mid-March 2022 to mid-summer 2022 SMEs began to resume
operations and look for new opportunities for survival.

From mid-summer 2022 to autumn 2022 most SMEs that survived
the full-scale Russian invasion of Ukraine resumed operations and
identified new ways to function during the war period.

1 Acknowledgements: This work was supported by the UK-Ukraine Twinning
R&I Programme, funded by Research England with the support of UK
International Universities and UK Research and Innovation.
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The majority of interviewed SMEs said that in May 2023 they had
reached or increased their pre-war economic performance.

We have identified two areas that enabled SMEs not only to reach
pre-war levels but also to grow actively during the war.

—  The first is the development of products for the newly created
market associated with the war.

—  The second was the supply of goods and services to the newly
created market associated with Ukrainian culture and language.

An example of the former is a power equipment company based in
Vinnytsia. From the first day of the full-scale invasion, the company
began to actively develop new products for the military. The company's
specialists tried to meet their most urgent needs. At the beginning of the
war, there was a great need for high-power charging stations to
illuminate checkpoints, pillboxes, and charge mobile devices. In
response to this request, the company developed the Bandera Power line
of devices. After the attacks on Ukraine by unmanned drones, the
company developed a searchlight to find them. Following the attacks on
Ukraine's power grid in autumn and winter 2022-2023, the company
actively helped repair power grids and offers services for the
construction of solar power plants.

Another example in this area is an entrepreneur from Kharkiv region
who, at the beginning of the invasion, was forced to leave her home to
save her children and move to Poltava region. There, she founded a new
company that preserves food in retort bags, and these products are in
demand among the military. The entrepreneur uses her newly created
website to market her products and actively advertises them on social
media.

The second area of SME growth is related to the interest in
everything Ukrainian, both inside and outside the country. Here, we
believe, the example of an entrepreneur who is of Crimean origin but
moved to Lviv after the annexation of Crimea in 2014 is very
illustrative. There, she founded her own company, Let's Do Text, which
aims to promote the Ukrainian language and make people fall in love
with it. In the spring of 2022, an IT architect approached the
entrepreneur and offered a new technological solution for the project's
development: a collaborative mobile application. The Let's Do Text app
was developed in the form of a game. It is fun, easy, and designed in
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such a way that everyone can find something interesting and useful for
themselves. Ukrainians fell in love with it, and in five months it received
40,000 downloads and entered the top ten of the App Store in Ukraine.

Another example. In 2019, two women from Kyiv founded the
Gunia Project brand. The company has its own ceramic workshop and
collaborates with craftsmen from all over Ukraine. The design of
Gunia's products is unique — the owners are inspired by Ukrainian
traditions in the production of ceramics, glass, clothing and accessories.
The entrepreneurs noted that during the war, demand for their products
increased, especially abroad. The company has opened several new
representative offices in Asia, Europe and North America.

The online marketing strategy in an SME's business growth strategy
is to attract new customers on social media and expand the audience of
the company's website by improving SEO. For example, the owner of
an energy equipment company in Vinnytsia said he promoted his
Bandera Power product on Facebook and Instagram using targeted
advertising. Almost 100% of the customers who purchased the product
were attracted by the social media outreach.

The Let's Text app is promoted mainly through word of mouth, as it
is socially relevant and quickly attracts people's attention, is often
covered by the media and is among the top ten apps in Ukraine in the
App Store.

The owners of the Gunia Project brand noted that the company's
online sales are constantly growing and they see huge potential in this
channel, as they grew even when the Facebook account was blocked for
several months after a hacker attack and they were unable to advertise
products on social media.

Ornatska O.
Ukrainian-American Concordia University

ECONOMICS OF HUMAN TRAFFICKING

Human trafficking is the recruitment, transportation, transfer,
harboring or receipt of people through force, fraud or deception, with
the aim of exploiting them for profit. Men, women and children at any
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age, race or background can fall victim to the crime, which has been
reported both domestically and internationally. However, according to
the Walk Free Foundation Global Slavery Index (2023) countries with
the highest prevalence and vulnerability rate to modern slavery and
human trafficking are those experiencing poverty, economic and
political instability, corruption, military coups and low, or non-existent
human/women rights protection standards. Such countries are - North
Korea, India, Afghanistan, Pakistan, and Myanmar.

There are recognized primarily two forms of human trafficking: sex
trafficking and forced labor. Sexual servitude represents a huge part of
sex trafficking cases all over the world. This type of violation involves
escort services, pornography, forced marriages, brothels and street
prostitution, with 80% of victims being child and adult females. Forced
labor include involuntary domestic servitude, bonded labor, child
soldiers and forced child labor, which frequently appear as obligatory
work with low/no wages in hazardous working conditions. The
industries most guilty in child labor exploitation are agriculture, mining
and manufacturing.

“There are three underlying factors at work that foster trafficking:
(1) within the origin countries, a seemingly endless supply of victims
remains available for exploitation, (2) within the destination countries,
a seemingly endless demand exists for the services of the victims, and
(3) organized criminal networks, some large and some small, have taken
control of this economic supply-and-demand situation to traffic and
exploit trafficked persons in order to generate enormous profits for
themselves,” (Bales, K. 2005, p. 155). In this market, supply is
represented by a substantial number of people willing to migrate or find
jobs. Individuals aiming to improve their lives are often highly
vulnerable and constitute the primary target for recruiters. Globalization
has played a crucial role in both supply and demand of exploitable
workers increasing. Greater competition from foreign markets has put
pressure on businesses around the world to reduce manufacturing costs
by all means, which in turn, led to high demand for a cheap labor force.
Traffickers took advantage of people living in unprivileged areas by
offering them jobs and migration opportunities. Thereby, globalization
served as a stimulator for growing demand for cheap products and cheap
labor respectively. Additionally, reduced international trade limitations
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let traffickers develop their illegal business and scale up human
trafficking across international borders. Lastly, modern technologies
(e.g. Internet, social media) have significantly facilitated recruiters’ and
sub-agents' work in identifying and recruiting potential victims, using
fake job advertisements or fake social media accounts they lure their
targets into a dangerous trap.

Monitoring demand, three distinct groups can be identified, which
are: first one - customers or clients of trafficked persons, they are
referred to as primary demand. Second and third groups are employers,
those are manufactures and brothel owners, pornography producers, and
transporters, recruiters and smugglers - people directly involved in the
trafficking process. These two groups generate income from human
trafficking and form that is called derived demand.

According to the International Labour Organization 2017 data,
human trafficking is a business estimated at $150 billion - the second
most lucrative black market, inferior to the illegal drug trade (Human
Rights First, 2017). As any business, whether legal or not, human
trafficking has its particular influence on the economy. Besides its
immorality and inhumanity towards victims, modern slavery has a
severe negative impact on the world’s economy. Illegal revenue gained
from human trafficking cannot be taxed, this money either continues its
turnover in criminal circles financing drug deals, illicit arms trade, etc.
or is laundered by criminal organizations. Not only forced labor siphons
currency away from government through numbers of programs aimed
to prevent or treat trafficking, but additionally, detected and saved
victims require government funding help. Individuals experienced
exploitation violence become frightfully physically and emotionally
traumatized till the end of their lives. In order to reintegrate into society,
get over all the abuse and violence they have experienced these people
need certain government payments to stay afloat while rebuilding their
lives. In 2021, the Justice Department’s Office of Justice Programs
(OJP) announced the allocation of $87 million for combating human
trafficking, providing supportive services to trafficking victims
throughout the United States, and conducting research into the nature
and causes of both labor and sex trafficking (Office of Public Affairs,
2021).
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Human trafficking is not only an awful and completely inhuman way
to make money through people’s exploitation and identity deprivation,
but also an extremely profitable business which has its own market
system, approaches to develop and mitigate risks. Human trafficking is
like a rapidly growing, rotten tree that infects the soil and destroys
everything around. The sooner this hotbed of decomposition is
eradicated, before an irreparable blow is dealt, the sooner our society
and economy will start prospering and improving.
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COUIIAJIBHI ITPOEKTH TA KOMUYHIKAIIIFIHI
IUIAT®OPMH BPEH/IIB B IIEPIO/] BIMHU HA ITPUKJIAII
KOMIIAHII «<kKOPMOTEX»

BrpomoBk ocTaHHIX T STASCATH POKIB KOMMAaHIl MPHIUIIIOTH
OKpeMy yBary (hOpMyBaHHIO BJIACHOI COLIAJILHOI Micii, siIka BH3HAa4Yae
BEKTOP PO3BUTKY KOPITOPATUBHOI COIiaJIbHOT BIAMOBINAIbHOCTI. OuH
3 KIo4oBHX (akTopiB (OKyCy Ha COLialbHY BiAOBINAIBHICTE €
pUHKOBHUH (akTop. PUHKYM 3 BHCOKMM piBHEM KOHKYPEHIIii CTIOHYKAIOTh
KOMIIaHIT MPUAUIATH MUTAHHSIM COIlIaJBHOI BIAMOBIAAILHOCTI OKpEMY
yBary Ta peami3oByBaTH MPOEKTH, SKi MAarOTh BaroMUil COIiaJbHUIMA
BIUIMB Ha CYCIIBCTBO Ta HaBKoyMIIHe cepenosumie. [1], [2].
ComianpHa BiJNOBIAAJBHICT, KOMIIAHII Bilirpa€ BaXKJIWBY pOJIb Y
dopmyBaHHI permyTamii KoMmaHii i Jomomarae OyIyBaTH CHIIBbHI
OpeHIM Ha 3piIMX pHUHKax, A€ c(opMoBaHE BHCOKOKOHKYPEHTHE
cepeoBuile. | Bech el MexaHi3M OOYI0OBaHHK HABKOJIO IIHHOCTEH,
SIKI CTalOTh CIUIBHOI PYIIIHHOK CHJIOW JIJIS KOMIIaHii, OpeHmiB Ta
KIHIIEBUX CIIOKUBAYiB.

VYkpainceki KoMMaHii, morpu BificbkoBYy arpecito 3 0oky Pocii
MPOJIOBXKYIOTh PEaTi30BYBaTH COI[IAJIbHO BIJNOBIIANBbHI POCKTH,
HaI[JICHI Ha BHWPINIEHHS COMiaJbHO 3HAYMMHUX IIPOEKTiB. 3a dac
MOBHOMACIITAOHOTO BTOPIHEHHS BEJIMKA KUIbKICTh KOMIaHii B YKpaiHi
CHPSIMOBYIOTh YaCTHUHY CBOIX COII&NBbHUX IHIIATHB HA MIATPUMKY
apMii 4M BHUpIIIEHHS MNPOOJIeM IIOB’A3aHUX 3 ITOBHOMACIITAOHUM
BTOPTHEHHAM. YacTMHa KOMIaHI HaMaraerbcsli IOEIHATH CBOI
cOIliajbHl IHIIIATUBH B Yac BiHM 3 COMIAJILHUMH IHIIIAaTUBAMH, SKI
BIJIMOBIal0Th IXHIM COLliaIbHUM MicisiM. Tak, kommanis «KopmoTex».

T30B “Kormotech” (Kormotech LLC) — cimeliHa kommaHis,
yKpaiHCbKe TiAnpueMcTBo, 3acHoBane y 2003 p. y M. JIbBoBi. ¥V 2023 p.
JlaHa KOMIIaHisi € HalOUIbIIMM BUPOOHUKOM KOPMIB JUIsi JIOMAITHIX
TBapuH B YKpaiHi. 3a pesyneraramu 2022 p. 3rifHO 3 PEHUTHHTOM
npodineHoro xypHaiy PetfoodIndustry (USA), komnaniss Kopmorex
mocina 55 cxoauuky (3 oboporom $124,6 muH.) y peiitunary Tor-100
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KOMIaHili B ramy3i kopmiB i TBapuH. “‘Kormotech” ekcmoprye
MIPOJYKINIO CBOIX OpeHAIB Ta MPUBATHUX Mapok mo moHaza 40 kpain
cBiTy. Micis kommanii “Kormotech”: “CTBoproBaTH BUCOKOSIKICHE Ta
JNOCTYIHE XapyyBaHHA Uil YOTHUPWIANUX, MI00 JapyBaTd iXHIM
BIIACHWKAM PaJiCTh CIIKYBaHHS 31 3[OPOBHUMH Ta KHTTEPATICHIAMH
ymrobnenmsivu”. Micist kommaHii BU3Ha4Ya€ MapKETUHTOBY MisUTBHICTB
kommanii. Came Tomy y 2022 p. nociipKyBaHe MIiJIPUEMCTBO
chopMyBalio CBOIO COLIaTbHY MICiI0, K4 3 OJHOTO OOKY areiroe J0
LIHHOCTEH KOMMaHii, a 3 iHmoro — (opMmye moie, B IKOMYy OymyTh
peamizoBaHi 1 comianbHi mnpoektd. ComiagbHa MicCis KOMIaHil
“Kormotech” 3By4nTh Tak: «3MIHUTH KyJIbTYpY CTaBICHHS O TBapHH
y Cxiguiii €Bpomi» [3]. bazoBa minnicte kommanii “Kormotech”.
JIroboB 10 momamHix TBapuH. KommaHis — BipuTh, IO JOMAIIHI
yIIOOJICHIII — 1€ KOMIAaHbHOHM i Jirojed. CTBOPIOIOYM JUIS HUX
BHCOKOSIKICHI TIPOJAYKTH 1 TOKpamryeMo A0OpoOyT HOTHpWIANUX Yy
Cxigniit €Bporri KOMIaHis peani30Bye CBOIO OCHOBHY I[iHHICTb.

Ha nuxnani npemiansaoro 6penay «Club 4 Paws» mu po3ristHeMo
SK COI[lAJIbHUHA TPOEKT B dYaci BIHHM Moxe OyTH YacTHHOIO
koMmyHikaniiinoi miatgopmu Openny. TM «Club 4 Paws» — 1e
npeMianbHe XapayBaHHs JUIsl KOTiB Ta cobak. B Ykpaini wactka OpeHy
B CErMEHTI npeMiym xapuyBanHs B 2022 porri cranosuia 39% y Basi Ta
40% y rpomax. [Ipore 3a comiamsHuM BIBoM TM mocigana TpeTto
cxonuHKy. Llink, sika Oyna mocTaBiieHa nepej KOMaHI0k — JOCATHYTH
MOKa3HWKa OpeH 1A - JIiiepa 3a COlllaIbHUM BIUIMBOM B CBOTH Kateropii.
Y  JnocnimkeHHSX, TPOBEACHWX Ha 3aMOBIEHHS Kommadii, 64%
BJIACHUKIB TBapWH BiJ3HAYajM, IO sl HUX BaXXJIMBa COLiajibHa
AKTUBHICTh OpeHIiB. 74%  BIAaCHWKIB TBapWUH BiJ3HAYAJIH, IO
0E3MPUTYIIBHICTD € KIFOYOBOIO ITPOOIEMOI0 YKPATHCHKOTO CYCIITBCTBA.

Bpenn y cBoili cyTHOCTI Mae BinnoBiganbHicTh. Micis OpeHay —
JOTIOMAraTH JIIOAM OpaTH 1 HECTH HOIIY BIJNOBIJAJIBHOCTI 3a THX,
KOrOo  BOHM  Tpupydwid. ATpuOytn  OpeHay:  coliajbHO-
BiANOBIJANLHUM, HAMIMHWKM, BiggaHUM, dYeCHUM, O€3MEeUHHIH,
¢yskuionansaui. OOGisHKa OpeHay — MU BiINOBiJaNBHI 32 THX, KOTO
npupyurin. [lo3uiionyBaHHs OpeHAy YiTKO BHU3HAYAE COIialbHO-
BINOBIaNbHY Opi€HTalil0 OpeHIy 1 (opMye BEKTOp MOMIMBUX
COLiaTbHUX MpPOeKTiB. Y 2022 p. micid MTOBHOMACHITaAOHOTO
Bropraeuus operna «Club 4 Paws» po3suBae npoekt agomii «Look 4
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Pawsy, SIKuif MOKIMKAaHMHA 3MEHIINTH YHUCIIO OS3MPHUTYIHHUX TBAPHH B
VYkpaini. B 2021 pomi kommaHis mpoBena TPYHTOBHI JOCIIIKEHHS
cepell BIACHUKIB JOMAIHIX TBapWH 1 mo0aumia, IO KIFOYOBOIO
npobaemoro B YKpaiHi € mpobiema Oe3npuTyibHOCTI. B cBOO Yepry,
abcofoTHA OLIBIIICTH TBAPHH CTAIOTh OE3MPUTYIFHUMH Yepe3 Te, 0
BIIACHUKN «BUKHIAIOTHY» TBAapuWH Ha Bynumio. Came TOMY, KOMIAHis
BUpimMIa 4yepe3 OpeH BUpillyBaTH MpoOieMy OE3NpHUTYIBHOCTI B
VYkpaini Ta y iHmmx kpainax CxigHoi €Bpomnu. bimbmricts OpeHnaiB Ta
KOMIIaHIll [OoToMararoTh MPUTYIKaM Ta BOJIOHTepaM (PiHAHCOBO UM
kopMoM. Bei BoHM poOisTh 11e enizoaudHo 1 HecucteMHo. [IpuTynku Ta
BOJIOHTEpPH, 3aKpHBalOud 0a30Bi MOTpeOM, HE MarOTh pecypciB Ha
MEIiHICTh Ta MOMyJISIpU3aIlifo TBapuH 3 PUTYIKIB. «Look 4 Paws» —
MPOEKT OpeHy, M0 JOoMoMara€ TBapUHKAM 3HAXOIUTH JIOMIBKH Ta
MeIiifHO MPOCYBa€e TBAPUHOK cepe] MOTeHIIHHIX BIaCHUKIB. Y paMKax
mpoekty OpeHn (oTorpadye TBapWH 3 MPUTYIKIB, MOKA3YIOUH IHUX
TBApHH KpPacHMBUMH ‘ocoOucTocTsMH. bpeHn y mapTHepcTBi 3
kommnaniero SoftServe crBopuB miardopmy, ae posMimnrye (HoTo IUX
TBapuH. TakoX BiH 3/1MICHIOE KOMYHIKAI[IF0 Ta OCBITHIO pOOOTY TIO
PO3BUTKY KyJIbTYpH aaomnuii TBapuH. 3a 1 pik poOoTH mpoexTy OpeHay
BHanocs 3HaiTH aiM 01u3bko 1000 TBapuHkaM. OCHOBHA ij1es moJisrae
B TOMY, SIKy €MOIIil0 BU (popMyeTe, KOIM HaMaraerecs: MpuialTyBaTu
TBapWHKY. bDiNBIICTE TPUTYNKIB pPO3MIIIAlOTh (OTO TBapHH,
BUKJIMKAIOUH XaylicTh. EMoltis xkamo € HeratuBHOW0. [IpoekT «Look 4
Paws» HaBmaku, yepe3 QoTO, Ha SKUX PO3MIIIEHI ACTHBI, YCMIXHEHI
TBapuHHU (OPMY€E NO3UTHBHY €MOLI0, EMOLiI0, macTs 1 J1o60Bi. Ciix
3ayBa)KUTH, L0 LIEH MPOEKT € JIOT1YHUM BiATaly’KEHHSIM COLIaIbHOTO
npoekty kommanii «Save Pets of Ukraine», BogHOYac € JOpeyHHM
BHUPa)XEHHSAM COLIIaJIbHOT MiCii KOMITIaHIT Ha piBHI OpeHy.

Hanpuxkinmi 2023 poky, nmpoBeleHi JOCHIIKEHHsS MOKa3ajH, IO
openn «Club 4 Pawsy 3aiiuss 1 miciie cepe comiaapHO BiAMOBI TaIbHUX
MapoK Kareropii npemiym-kopMmy — 57% pecroHACHTIB BU3HAYMIIN
Horo sk HalOLIBII colianbHO akTHBHUE. YacTka OpeHIy B CErMEHTI
npeMiym xapuyBaHHs B 2023 pomi 3pocna 1o 41% y Basi Ta 43% y
rpomax. Koeoitient kouBepceii y agommito — 45,9%. 3a yac kammaHii
npoekT «Look 4 Paws» oTpumaB 3 MiJIbIiOHH OpraHiYHOTO OXOIUICHHS
ta Oinbme 500 00 opraniynoro 3amy4enns. ER cknas 16,6% [4, 5].
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ukrayinskij-virobnik-yizhi-dlya-kotiv-i-sobak-kormotech-zminiv-
rinok-i-stavlennya-do-tvarin

5. Look 4 paws: KoXXHa TBapuHa —  OCOOHCTICTB
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3axaposa O.B., a.e.H., npodecop
Kosupes /.M., acnipant PhD
Yepkacbkuil Iep>KaBHUN TEXHOJOTIYHUN YHIBEPCUTET

MAPKETUHI'OBI IHCTPYMEHTH B KOHLENIIIi CMAPT-
MICTA SIK OCHOBA BIIHOBJIEHHSI MICT YKPAIHU B
IMOBOEHHUM MTEPIO/|

B VYkpaini 3apa3 TpuBae BiiiHa — cTpaliHa Ta 3arapOHuIpKa. TpuBae
Bke 655 nauiB. | KokeH JeHb BiZAOYBalOTHCS JIIOJACHKI BTPAaTH Ta
pyHHYBaHHS MUPHUX YKPaiHCBKHX MICT Ta cenwil. Hakanmb Jromchki
XKHUTTS HE MOBEPHYTU. A OT 3pyHHOBaHI Tepuropii morpiOHO Oyme
BiIOY/IOBYBaTH B IIOBOEHHMI Tiepioa, mo0 HagaTH MOMKJIHMBICTh
YKpaiHIISM )KUTH Ha PiHIH 3emiti. BUX0s491 3 TOTO, 10 BXKE CHOTO/IHI
BJIa/Ia MPOTOJIONIYE KijbKa BEKTOPIB MIOBOEHHOTO PO3BUTKY KpaiHU, a
came Oesreky, mupoBizallifo, iIHHOBAIi1, IHBECTHUIlI Ta MOBEPHECHHS
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BOEHHHX MITPAHTIB, TO caMe KOHIENIis cMapT-micta [1] moxe Oyt
B3STOI0 B SIKOCTI 0a30BOi AJsi BITHOBIIEHHS 3pYWHOBAHHX MICT Ta
MOJIepHi3allii BCiX iHIIMX MicT Ta cenui Kpainu. [Ipu mboMy OCHOBHOIO
METOIO BiTHOBJICHHS Ta MOAEPHi3allii >KUTTEBOTO MPOCTOPY Ma€ CTaTh
3a0e3nedeHHs KOM(OPTHUX Ta Oe3MEeYHHX YMOB KHUTTEIISUTBHOCTI
JIIOIMHU B KpaiHi.

VYcninHa peamizailis Ha MPaKTUI KOHIEMHINI cMapT-MicTa BUMarae
3aCTOCYBaHHS IMUPOKOTO CHEKTPY METOJIB, MiAXO/IB, TEXHOIOTIH Ta
IHCTPYMEHTIB, KOMIUIEKCHA [isl SIKAX O3BOJUTH JOCITTH OUYiKyBaHHX
pe3ynbTatiB. BaxknmuBy ponb cepel BCiX IHMX CKJIaJOBHX MAaroTh
BiJirpaT i MAPKETUHIOB1 IHCTPYMEHTH, 32CTOCYBAaHHS SIKUX JI03BOJIUTH
CYTTEBO IIJIBHIIUTH PE3yJbTaTUBHICTH KO)KHOTO 3 HUX.

[lepmuM  MapKeTHHTOBUM  IHCTPYMEHTOM, SIKHH Mae OyTH
peali3oBaHUM B KOHKPETHOMY PETiOHI Ta KpaiHi B IIOMY, Ma€ CTaTH
CTBOPEHHSI Ta NPOCYBAaHHSA OpeHAy cMapT-MicTa, MO JO03BOJIUTH
MaKCHMaJIbHO YCYHYTH HMOBIPHHI OTIip BCIX TPYIT CTEHKXOIIEPiB — Bif
Oe3mocepeIHIX MEIIKAHIIIB i 10 Oi3HeCy Ta MpeICTaBHUKIB Biamu. s
LOTO OpeH | cMapT-MicTa Ma€e BioOpakaTh OCHOBHI IIHHOCTI Ta I
BiI0OY/TOBaHOTO a00O MOJEpPHI30BAHOTO MiCTa, OyTH 3pO3yMUIMM Ta
MPUBAOIUBHIM 15l TIOTEHIITHAX MEIIKAHI[IB, IHBECTOPIB Ta MaiiOyTHIX
TypuctiB. J[js TOro, m00 JOCATTH IMOCTABJICHUX I[iJIeH, HEOOXIIHO
3alyYUTH BHCOKO MPOQPECiHHUX MapKETOJIOTIB KpaiH! Ta BUKOPUCTATH
HaMOLIBII BAANMMiA JOCBiA MOOYMIOBH cMapT-micT y cBiti. [lo Toro x,
JOIITBHO BUKOPHCTOBYBATH TaKi €JIEMEHTH, SIK CJIOTaH, JIOTOTHII, BeO-
caiiT, comiajgbHI MEepexi Ta 1HIII MapKETHHTOBI TTiAX0/TH.

[loTpiOHO TakoXX AOKIACTH 3yCWib 3 PO3POOKM Ta peamizamii
MapKEeTHHTOBOI CTpaTerii CTBOPEHHSI CMapT-MiCT, sIKa Ma€ BU3HAYATH
ITi, MiJBOBI ayIUTOpii Ta IHCTPYMEHTH MAapKETHHTY, sKi OyIyTh
BUKOPHUCTaHI JUIA NPOCYBaHHS KOHLENUii cMapr-micta. TyT 3HauHy
yBary CiijJ| NpuauuTH (GOPMYITIOBAHHIO IIUJICH, TIOKIaJICHUX B OCHOBY
MapkeTuHroBoi crparerii. Takumu 1inssMu Moxke OyTH 0O0paHO
301IBLICHHS] 4YMCJIa HOBHUX MEUIKAHIIB Ta TEXHOJIOTIH, 3ay4eHHs
MOTY>KHUX pOOOTOABIIIB, OLIYK Ta 3aTy4€HHsI IHBECTOPIB TOLIO.

BpaxoByroun TOW (akT, 10 B OCHOBI KOHIEMINi CMapT-MicTa
JIEKUTH IHHOBaIlfHO-1H(OpMaIIiliHa CKJIaJIOBa, B SIKOCT1
MapKETUHTOBHUX KaHaJiB MOXKYTb OyTH BUKOPUCTAaHUMH SIK TPaIHLiNHI,
TaKk 1 MUQPOBI KaHAIH, IO JO3BOJITH 3HAYHUM YHHOM PO3IIHPUTH
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ayUTOPII0 Ta MaKCHMI3yBaTH pPEe3yJIbTaTUBHICTh MAapKETHHTOBUX
3axoxiB. OpraHizalfis CIeIiagbHUX 3aXOJiB, TaKWX SK SPMapKu Ta
¢dectuBani Takox Oyae CIyryBaTH BHKOHAHHIO wLi€l 3amavi. A B
KOMIUIEKCI 1€ CTaHe YMOBOK JUIS PO3IMUPEHHS MOXKIUBOCTEH
CIIBIIpaIli 3 MICIEBUMH Ta MDKHApOJHUMHU TapTHEpPaMH, a, OTXKeE,
IOTIOMOKE B TIOMMHUPEHHI cepel TOTCHIIMHMX CTEHKXOJIEPiB
iHpopMaLii MPo KOHIEMLII0 cMapT-MicTa. A 1e, y CBOIO Yepry, CTaHe
MIAIPYHTSIM UL 3aTy4eHHS PECcypcCiB 1 MPOBIAHUX TEXHOJOTIH i
peanizaiiii OCHOBHHUX ITOJIO’KEHB KOHIICTIITi.

B sikoCTi BUCHOBKY MOKEMO 3ayBa)KHTH, IO Y KO)KHOMY OKPEMOMY
BUMAJIKy BHOIp IHCTPYMEHTIB MapKeTHHTY Oyjae 3ajekaTH Bil
KOHKPETHHX IIUJIeH Ta IUIbOBUX ayIUTOpPiil 3aTBepIKeHOi KOHIETIIil
cMapT-MicTa. Pa3om i3 THM cIifi KOHCTaTyBaTH, IO BHKOPHCTaHHS
e(EeKTHBHUX IHCTPYMEHTIB MAapKETHHTY € BaXKJIHBUM (aKTOpOM
YCHINIHOT peaizamnii KOHIEeNii cMapT-MicTa.

CrnHcox BUKOPHCTAHHUX JKepe:

1. 3axaposa O.B., Kozupes JI.M. Konnenuisi po3yMHOro micTa six
QIbTEPHATHBHUM MIAXiJM 10 BIIHOBIEHHS MICBKOI iH(PACTPYKTYpH
YkpaiHu B TOBOEHHMU TiepioA. 30. Hayk. npayv Yeprxacbkozo
depotcasnozo mexnonoziunoeo yuieepcumemy. Cepisa: Exonomiyni
nayxu. Yepkacu, 2022. Bum. 67. C. 5-14.

Kocap H.C., k.e.H., no11.
3asup I1.B., acmipant
Hamnionanenwuii yniBepcutet "JIbBiBcbKa MOMiTEXHIKA"

CYYACHI BUKJIMKH TA MOKJINBOCTI CETMEHTO-
OPIEHTOBAHUX MAPKETUHIOBUX KOMYHIKAIIIA B
MEPEXI IHTEPHET HA PUHKY KOPMIB JJIs1
JAOMAULIHIX TBAPUH

VY HampsiMi PO3BUTKY CYYaCHHX TEXHOJIOTIH Ta MOCTIMHOI 3MiHH
BHMOT BJIACHUKIB JUIsI JOMAIHIX TBAapWH, PHUHOK KOPMIB IS HUX
XapaKTepU3yEThCS MEPiOAOM 3HAUYHUX TpaHchopMamliid, OCKUIBKU BiH
CTHKA€ThCA 3 HU3KOIO BUKIHMKIB. Lle cyTTeBO BIIIMBa€e Ha AisUTbHICTH
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1oro cy0’exTiB. AOCOIIOTHO KOKEH OHJIAIH Mara3uH, SKUH MPaIioe Ha
MaHOMYy pPHUHKY, Bigd9yBa€ Ha co00i BIUIMB TOCTPOi KOHKYPEHTHOL
00pOoTEOM 3a MPUXWIBHICTH CIOXKHUBauiB. Jlmsg 3amydeHHs Ta
MEPEeTBOPECHHSI  CIIOKUBA4YiB Yy JIOSJIBHUX  OHJIAMH  MarasuHd
BUKOPHCTOBYIOTh BEJHKY KIUIBKICTh I1HCTPYMEHTIB HH(POBOTrO
MapKeTHHTY, a came [1]:

- Google adwords — KOHTEKCTHY peKJIaMy 3a JOMNOMOTOO
norrykoBuka Google;

- SMM — MapKeTHHT B COIialIbHUX MEpekax;

- SEO - ontuMizaltiro i1 HOITYKOBI CUCTEMH;

- Email marketing — mapkeTHHT 3a JOOMOT 0O €JIEKTPOHHOI MOIIITH;

- SEM — momrykoB#ii MapKeTHHT;

- MapKeTHMHIOBI  pO3CHIKM  depe3  meceHmkepu  Viber,
Telegram,WhatsApp;

- IEPCOHATI30BaHUN KOHTEHT

VYci Bume mepenideHi IHCTPYMEHTH U(GPOBOTO MapPKETHHTY
3a0e3MeUyl0Th MaKCUMalbHUK e(eKT TUIbKK TOJi, KOJNM KOMIMaHii
MaloTh HaJaroJKEeHi XOpOIlli BiTHOCHHHU 31 CBOIMH KIIIEHTaMH, CEepeJl
SKMX BEJHMKA KiJbKICTh € TOCTIHHUMH, & TaKOX HAJICKHUM YHHOM
CEerMEHTYIOTh PUHOK. JliSJIbHICTH TaKMX KOMIIAHIM € CTpaTerivyHo
CIPSIMOBAaHOI0O Ha CTHMYJIOBAaHHS ITOBTOPHUX TMOKYIOK KITIEHTIB,
AKTUBHE 3allydeHHS HOBHX KIIEHTIB, 3pOCTaHHA  KiIBKOCTI
pexoMeHnaniii Ta (GOpMyBaHHS CHITBHOTH B CEpEAMHI CBOTO
KJIIEHTCBKOTO OTOYeHHS. KJTiEHT OpieHTOBaHI KOMIIaHIl NMPUKIIAIal0Th
MaKCHMaJbHI MapKeTHHIOBI 3YCWIUIS Ui TOro, mo0 3abe3mednTH
AKTUBHICTh CBOIX KIIEHTIB 1 3aJUINATUCh NMPUBAOIUBUMH IJIs HUX.
3aBISKA TAKTUYHUM CHUCTEMaM YTPUMaHHS Ta MOBTOPHOI aKTHBAIii
BOHU TIPAarHyTh 3a0E3MEYNTH CTaje TIOBEPHEHHS KIIEHTIB JO CBOIX
koMmmaniii. Ilpore croromHi mume  Onm3pko  10%  kommaHii
BUKOPHCTOBYIOTh TAKHI CUCTEMHUIT M/IXi/ y CBOIH [isuibHOCTI [2].

JlocarnyTu Oa)kaHUX Pe3yJIbTaTiB y POOOTI 3 KIIIEHTCHKOIO 033010 3a
JOTIOMOT'OI0  BHLIE3TaIaHUX 1HCTPYMEHTIB LU(PPOBOrO MAapKETHHIY
KOMIIaHisl MOXKE JIMIIe Ha OCHOBI IPOBEIECHHSI CErMEHT OPiEHTOBAHUX
MapKeTHHTOBHX  KOMYHIKaIliif 3 ypaxyBaHHSM  OCOOJUBOCTEH
MOBEIIHKH PI3HUX TPYI MOKYILIB HA PUHKY KOPMIB JUIS JOMAIIHIX
TBapMH Ta IX pearyBaHHS Ha OHJAaWH KOMyHikauii. Y mporueci
MIPOBEICHHS CETMEHTAIlli BJACHUKIB IOMAIIHIX TBAPHH, TOPTOBEIBHI
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MMOCepETHUKH, fAKI  peami3yloTh KOPMH JiIs HHUX, MOXYTh
BukopuctoByBatn RFM-anami3. Jlanuit MeTon cerMeHTamii BEITUKHAX
KIIEHTCBKUX 0a3 MoJsirac B TOMY, IO KOMIIAHiA MOXIISIE CBOIX
CHOXMBAYiB 32 TPhOMa BXIMBUMHU ACHEKTaMHU TOBEAIHKH, a came:
TABHICTIO B3a€MOJI{; 4acTOTOI0 MOKYMOK; cymoto Butpar [3]. Ilporte
JaHW METO]T HE BPaXOBY€ MOTHBAIIIIO CIIOKMBAYIB.

Metoro RFM-ananizy € BuaiieHHS Ti€l YaCTHMHHM KIIIEHTIB, SKi
3a0e3MedyroTh Ui KOMMaHi1 HaOUThIINi 000pOT, a TaKOXK PO3MOJILT
Ha Pi3HI TPYIH PEUITH KIIE€HTIB Y 3aJIeKHOCTI BiJl IXHBOT IIHHOCTI IS
opranizanii. Ha migcrasi pe3ynbTaTiB TaHOTO aHaJi3y KOMIIaHis Mae
3MOTY NPUHHATH PIIICHHS IIOJO0 MOJANBIIOI B3a€MOJIT 3 KJIIEHTaMU
KOXXHOTO CErMEHTa PHHKY, a MapKETHHTOBI IHCTPyMEHTH OYyIyTh
JoroMaraTd i B IbOMY JIJIsi MakcUMi3alii NpuOyTKYy KOMIIaHii Ta
CKOpPOYCHHS BUTPAT Ha 3ay4eHHs] HOBUX a00 K yTPUMaHHS iCHYIOUHX
KITi€HTIB [4].

Buxopucranas RFM-ananizy Ta iHmmx wmetomiB anamizy [3] y
CHHEprii i3 3amydeHHSIM HHU(POBUX MAPKETUHTOBHX I1HCTPYMEHTIB
BIJIKpMBA€E BEJIMKI MOXKITMBOCTI JIJIsl KOMITAHIT y HANpsiMi peaizallii Heto
CerMEHT OpIEHTOBAaHMX MAapKETUHTOBHX KOMYyHikamii. Jlo Takux
MO>KJIMBOCTEH MU MOXKEMO BiJIHECTH :

1. CrporieHy ajianTailiro 10 3MiH. 3aBJIKA CETMEHT OPIEHTOBAHUM
KOMYHIKAI[iIM KOMIIaHii MOXXYTh IIBHJKO pearyBaTd Ha 3MiHH Yy
CHOXMBYOMY TIOMUTI Ta y KOHKYPEHTHOMY CEpEIIOBHIII, aJaNTyIO4n
CBOI CTparerii J0 KOHKPETHUX CETMEHTIB PUHKY.

2. EdextuBHy B3aemomito 3  ayaumropieto. BukopucraHHs
COLIAJIbHUX MEPEXk, MEPCOHANTI30BAaHUX EJIEKTPOHHUX PO3CHIIOK Ta
LIJbOBOI BIZICOPEKJIAMHU [I03BOJIE KOMIIAHIAM HAJICKHUM YHHOM
B3aEMOJIISITH 3 PI3HUMH Tpynamu crioknBaviB. CETMEHT Opi€HTOBaHI
KOMYHIKalii [03BOJIAIOTh TOYHO BpaxyBaTH IHTEPECH KOXKHOTO
CErMEHTY Ta BIIMOBIIHO 10 I[LOT0 a1alTyBaTH 3MICT MOCJIAHb J0 HbOTO.

3. AHani3 Ta BUMIpIOBaHHS pE3yJIbTATUBHOCTI. BUKOpHCTaHHS
AQHAJITHUKH ~ JI03BOJIAE  HE  JIMLIE  BH3HA4YaTH  e(EeKTUBHICTH
KOMYHIKaI[ilHUX KaMIaHii, ajie i BCTAHOBUTH, SIK LIbOBI ayIUTOpii
pearyroTh Ha MEeBHHMI KOHTEHT. Lle 703BOJIsie KOMITaHIT ONTUMI3yBaTH
CBOIi cTparerii Ta BUOMpaTH Haiie()eKTUBHILI KaHaIM KOMYHIKamii.

[Ipote peamizamiss CcerMEeHT OpIEHTOBAaHMX MAapKETHHIOBUX
KOMYHIKAIliii He JT03BOJIUTH KOMIIAHIsAM, , SKi 00panu cBiii 1udpoBmit
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nuax mpu 30yTi Ta MPOCYBaHHI TOBapiB Ha PHHKY KOPMIB Ui
JOMAIIHIX TBAPHH, YHUKHYTH TIEBHUX BUKINKIB. [0 HUX HAIEKHUTH :

1. JlunaMiyHa KOHKYPEHLiSl Ta HACHYEHICTh PUHKY. Y CYYacHUX
YMOBaX CIIOCTEPIraeThcs CTPIMKE 3pOCTaHHS KiJIbKOCTI OpEHIiB KOPMiB
JUTS IOMAIITHIX TBApHH, BUKJIMKAIOYX HACHYECHICTh pUHKY. Kommarism
TOBOIUTHCS BIIPOBAKYBATH IHHOBAIIHHI MIX0AX Y X po3poOIeHHi Ta
MPOAaxXy, & CETMEHT OPIEHTOBaHI MapKETHHIOBI KOMYHIKallii MOXYTb
BUSBUTHCSA KIOUYOBUM €JIEMEHTOM U BHUIOUIEHHS iISUIBHOCTI iX
MIPOJIABIIIB Y BUCOKO KOHKYPEHTHOMY CEPEIOBUIIIL.

2. 3MiHM Yy CIOKHMBYIM IOBEMiHII. Pi3HOMaHITHICTh YII0J00aHb
BJIACHUKIB JOMAIIHIX TBapWH BHMAara€ THYYKOCTI Y MapKETHHTOBHX
CTpATETiSIX MPOJABIIB KOPMIB ISl JTOMAITHIX TBApPUH. 3POCTAE MOTHT
Ha HaTypaJbHI Ta (h)YHKI[IOHAIBHI MPOJYKTH, @ CErMEHT OpPi€HTOBaHI
MapKEeTUHIOBI KOMYHiKalii MMOBHHHI BHCBITJIIOBATH TEpeBard, SKi
BiJIMTOBITal0Th 1HAWBIAyaILHUM ITOTpe0aM KOXKHOTO CETMEHTY PHHKY.

3. IligBumieHHs couianpHOI BiAMOBiqabHOCTI. CydacHi CroXuBadi
HE TUIBKH KYMYIOTh NPOAYKTH, ajie ¥ OLIHIOITH LIHHOCTI KOMITaHi-
npoaaBLiB. CErMEHT Opi€HTOBaHI MAPKETHHIOBI KOMYHIKaIlil B Mepexi
IHTepHET MOXYTH CTaTh MaWZaHYMKOM Ui aKIEHTYBaHHS Ha
€KOJIOTIYHMX YW OJaromifHMX IHIIAaTUBAX Ta COLHAJBHUX 3aX0IaX
KOMIIaHiH.

OTxe, CyyacHHI PUHOK KOPMIB JIJISl IOMAIIHIX TBAPHH BUMArae BiJl
MPO/IaBIiB HE JIUIIE MPOMO3UIIIT SKiICHOI MPOAYKILii, alle i BpaxyBaHHS
COIIaJIbHIX, €KOJOTTYHMX Ta NU(POBUX BUMOT CHOXKHBadiB. CerMeHT
Opi€EHTOBaHI MApKETUHIOBI KOMYHIKallil B IHTEPHET] CTAIOTh KIIFOUOBUM
IHCTPYMEHTOM B pearyBaHHI Ha IIi BUKJIMKHU, JTO3BOJISIOUH KOMITaHIsIM
pearyBaTd Ha YHIKaJbHI TIOTpeOM PI3HMX CETMEHTIB PHHKY.
Buxopucranas RFM-ananizy 103B0JIsSIE TOPrOBEIBHUM MTOCEPEIHIKAM
Ha PUHKY KOPMIB /I JOMAIIHIX TBapuH €(EKTUBHO BHUAUIATH Ta
B3aEMOMISITH 31 CHPaBKHLOK IIHHICTIO KJIEHTIB, 3a0e3neuyroun
ONTUMAJIbHE CIiBBIJHOIICHHS BHUTpAaT Ta NpuUOYyTKy. Pesymbrartu
JMOCTI/DKEHHS CBiJ4aTh, IO BHUKOPHCTAHHS CTpaTerii CerMeHT
OpIEHTOBAaHUX MAapPKETUHIOBUX KOMYHIKAIliii y Mepexi IHTepHeT Ha
PUHKY KOpPMIB JJIsi JIOMAIllHIX TBapHH MOXe OyTH KPUTHYHUM
(hakTOpOM yCHiXy NIpPOJAABIIB Ha HHOMY, CIPUSATH PO3IIUPESHHIO IX
KIIIEHTCHKOT 0a3H Ta MOJANBIIOMY PO3BHUTKY.
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Jlapka JI.C., k.€.H., TOIIEHT
HamioHansHui TEXHIYHUN YHIBEPCUTET
«XapKiBCHKUH MONITEXHIYHUIN IHCTUTYT

MAPKETHUHI'OBI PU3BUKHU 3ACTOCYBAHHS
IHCTPYMEHTAPIIO HTU®POBOI'O MAPKETHUHI'Y Y
IHOBOE€HHMUMU IIEPIO [

UwncenbHi mepeBarn 3acTOCYBaHHS IHM(POBOTO MAapKETHHTY B
JiSUIBHOCTI MiATIPHEMCTB OOYMOBIIOIOTH HOT'O CTPIMKE MOIIWPEHHS.
OuikyeThesi, 0 Y TIOBOEHHHI TIEpio]] caMe 3aBJISIKH 1HCTPYMEHTapito
M(pPOBOTO MAPKETUHTY MiABUIIUTHCA €(EKTUBHICTH MapKETHHTOBOL
nisutbHOCTi. OCHOBHUMHM KOHKYPEHTHHUMH TepeBaraMu IiJIpPHEMCTB,
SK1 pO3MWUPWIN NOPT(ETs MapKETUHTOBUX 1HCTPYMEHTIB 32 PaxyHOK
THCTPYMEHTIB IIU(PPOBOTO MAPKETUHTY, € OUIBII TITHOOKE JOCIIKEHHS
SK ICHYIOUMX, TaK 1 TOTEHIIHHUX MOTped CHOXHMBAYiB, TOYHIIIE
CEerMEHTYBAaHHS CHOXKMBadiB, PO3YMIHHS MOJENieil  TOBEAiHKU
crokuBaviB Tomo. Pazom 3 TmM, 3acTocyBaHHS IH(POBOTO
MapKETHHTY Hece 1 TEBHI PU3UKH.
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[Namamapuyk O. M. Ta Kopkau I. B. cucrematuzyBany HaiOimbII
TIOMYJISIPHI cepell MapKeTOJIOTiB IHCTPYMEHTH HU(POBOTO MAPKETHHTY:
4ar-00TH Ta IITYYHUH 1HTENEKT; iH(QIIOCHCEpH Ta HATHBHA PEKIama;
BiJEOMapKETHHT; MOOITBHUN TOMIYK 1 MIKPOMOMEHTH; COLiajbHi
Mepexi; 3aXUCT MepCOHATBHUX maHuX [1, ¢.67]. PosriasHemMo, sxkuMu
MapKETHHTOBUMH PU3HUKaMU CYTIPOBOKYETHCS iX 3aCTOCYBaHHS.

Pusnku, siKi BAHMKAIOTh [IPU 3aCTOCYBaHHI 4aT-00TiB: PH3HK BTPATH
CHOXKMBA4a dYepe3 HasBHICTh IOMIIOK, MOBUIBHY poOOTy dYar-00Ty,
PU3WK 3MEHIIEHHS JOBIpH CIIOXHUBAadiB Yepe3 HaMaraHHs BUPOOHUKIB
3aMacKyBaTH 00Ta IiJ] )KUBY JIOTUHY.

Pusnkn BHKOpHCTaHHS HITYYHOTO iHTENEKTY B MAapKETHHTOBIii
TiSUTPHOCTI: PU3WK HECBOEYACHOTO BHUABICHHS 300iB y poOoTi
MITYYHOT'O 1HTENEKTY 4epe3 CKIAAHICTh HOT0 poOOYUX aIrOpUTMIB;
PHU3UK HEBIAMOBIIHOCTI MPaBOBOMY TOJIO IMIANPHEMCTBA Hepe3
HEJIOCKOHAJIICTh ~ HOPMAaTUBHOTO  PETYJIOBAaHHA  3aCTOCYBAaHHS
MITYYHOTO 1HTENEKTY B JiSUIbHOCTI KOMIIaHiH.

Pusuku cniBnparii 3 iHdatoeHcepamu (0JIorepaMu): pU3uK MOMUIKA
npu  BuOOpi  Onorepa-KOHTpareHTa;  pPU3UK  HEJOTPUMAHHS
JIOMOBJICHOCTEH OJI0TepOM; PU3HUK HEBiIMOBITHOCTI IIILOBOI ay JUTOPIi
Oorepa 3 HUTBOBOIO ayUTOPIEO MiAMPHEMCTBA.

OCHOBHHMH pU3MKAMH HATHBHOI PEKJIAMHU € peIyTalliiiHl PU3UKH.

Pusuku BigeOMapKeTHHTY: PU3UK CTBOPEHHS HESKICHOTO KOHTEHTY,
PHU3UK HU3BKOTO OXOTUICHHS BiJICOKOHTEHTY.

MapKkeTHHIOBI  pU3UKH Y  COIIIaIbHUX  MepeXax: PHU3HK
JTUCKpeauTaIlii KOMIaHii, pu3uKk O0HKOTY BUPOOHHKA.

Haropina A. O. posrisgae pU3HKH MapKETHHI-MEHEIKMEHTY,
iHHOBaMiMHI pU3UKU Ta IT-pU3UKK SIK CKJIaJOBI PU3MKIB HH(PPOBOrO
Oisnecy [2, c¢. 148]. Cnmig 3a3Ha4uTH, IO ABTOP PO3MEKOBYE CYTO
MapKeTUHroBi pusuku Ta IT-pu3uku, Xxo4ya y BUMAAKy 3aCTOCYBaHHS
THCTPYMEHTAPIiI0 MUPPOBOrO MAPKETHHTY IIi TPYITH PU3UKIB OPraHiuHO
MOEAHYIOThCS. KpiM TOro, pH3HMKH MPUTaMaHHI HE TIIBKA MapKETHHTY
Ta MEHEPKMEHTI Ha MiINPUEMCTBI, CIiJ TAKOXK ypaxoBYBaTH PHU3HKH
IHIINX (QYHKLIOHAJIBHUX MiJCUCTEM YNpPaBIiHHSI: BUPOOHUYI PU3HKH,
KaJ[pOBI PU3UKH, (iIHAHCOBI PU3HUKH.

VY NOBOEHHUI mepioA piBEHb PU3UKOBAHOCTI Oi3HEC-CeperoBHIIA
CYTTE€BO MiJBHUILYETHCA, TOMY IPOTHO3YETHCS MOMBIHHUN BIUIUB
HECHPUATIMBHUX (aKTOPIB Ha MISTILHICTH MIAIPUEMCTB: 3 OIHOI'O OOKY,
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OyIoyTh BIUIMBATH HECHPHUATINBI (DakTOpH, OOYMOBJIEHI BOEHHHMH
BTpaTamu, a 3 Ipyroro — OyayTh BIUIMBATH (PAaKTOPH, SKi BIUIUBAIOTH Ha
MapKEeTUHIOBY JisSUTbHICTH MianpueMcts [3, c. 138].
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