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1. MARKETING OF INNOVATIONS

Henucenko MLIL., n.e.H., mpodecop
KuiBchkuil HallioHAIBHUM YHIBEPCUTET TEXHOJIOTIN Ta AU3aliHY

THHOBAIIIMHAM MAPKETHHI B YIIPABJITHHI
JIAJBHICTIO NIAITPUEMCTB

B ymoBax mepexomy HamioHaNIbHOT €KOHOMIKM HA 1HHOBAIlIHHMA
IUISX PO3BUTKY OCOONHMBOI aKTyanbHOCTI HaOyBae po3poOka
MeXaHi3My yNpaBliHHA IHHOBAI[ifHUM PO3BUTKOM BITYM3HSIHUX
mignpuemMcTB. CBiTOBa eKOHOMIYHA KpH3a BHECIA CYTTEBI KOPEKTHBH
B JISUTBHICTh CYYaCHUX MiIIPUEMCTB, SIKi 3MyIIEHI BUIIYKYBaT HOBI
MOJMKJIUBOCTI JUIsl CcTaOimi3arii Ta PO3BUTKY CBOEI JisSUIBHOCTI i3
3aCTOCYBaHHSIM IHHOBalliHHUX (OpPM Ta IHCTPYMEHTIB YyIpaBITiHHS.
IHHOBaIIiHA  MISTBHICTP € CHOTOMHI  HEOOXiTHOK  YMOBOIO
«BIDKUBaHHS» IMIIPUEMCTB B XKOPCTKIH KOHKYPEHTHIA OOpOTHOI 3a
HOBI pUHKH 30yTy

Y cydacHMX yMOBax BITYM3HSHI MANPHEMCTBA CIPHUMAIOThH
MapKeTUHI He K OKpeMy (YHKIII0 BHYTPIIIHBO-(GipMOBOTO
YIpaBIiHHs, a SIK KOHIIEMIII0 YIPaBIiHHS IHHOBAI[ifHUM PO3BUTKOM
HiANPUEMCTB Ta HAJalOTh OCOOJIHMBOTO 3HAYCHHS BUKOPHCTAHHIO
IHHOBAI[IITHOTO MapKETHHTY B YIPABIiHCHKIH JisUTBHOCTI.

OpHak, B ©KOHOMIYHIH Hayli HEIOCTaTHLO OIpalbOBaHI
TEOPETHUKO-METOIONIOTIYHI OCHOBM IHHOBAIIHHOTO MAapKETHHTY.
AHami3yBaHHS JOCHIKEHb B NaHii cdepi Mmokasye, MO OUTBIICTh
cydacHMX (paxiBIiB PO3IJISANAE 1HHOBAI[IHHUN MapKETHHI 3 IMO3MUIIT
BUBE/ICHHS Ha pUHOK HOBOT MPOAYKIiT T4 MOKIIMBOCTI BUKOPUCTAHHS
KOMIUIEKCY MAapKETHHTOBHX 3aXOMiB [UISi TPOJOBXKEHHS CTaiit
JKUTTEBOTO LMKy HOBOBBEICHHS. Y MAapKETHHIOBIM MisUIBHOCTI
KIIOYOBUM MOMEHTOM € 3aJJOBOJICHHS TOTped CHOXHBAadiB B
pe3yabpTaTi BUPOOHHUIITBA PUHKOBOTO NMPOAYKTY, OPIEHTOBAHOTO Ha
3allUTH LIJIBOBOTO PUHKY, IO HA MPAaKTHI JOCATA€TbCS Ha OCHOBI
MPOBEICHHSI IIIECTIPSIMOBAHUX TTOITYKOBUX JIOCHIPKEHb.

Y mporeci ynpaBiiHHS iHHOBalliHHUM PO3BHTKOM MiANPUEMCTBA
MapKeTUHI Ha0yBa€ HOBUX acIEKTiB Ta BiAirpae ocoOJMBY pojb B
VIpaBIiHCBKOMY Tpolieci. 3 omHOro OOKy, II€¢ TIOB'3aHO 3
0COOJIMBOCTSMH THHOBAIIHHOI JisUTbHOCTI [ 1], SIKa 3a CBOEIO CYTTIO €
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PHU3MKOBAHOIO Ta HE TAapaHTYE MIBHAKE OTPHMAHHS MO3UTHBHOTO
pe3ynbTaTy, a 3 IHIIOTO — 3 MOJBINHOI (YHKIIE€I0 MapKEeTHHTY B
JiSUTBHOCTI Cy4acHUX MiANPUEMCTB, SIKa BUPAXKA€ETHCSI B HACTYITHOMY:

1. CTBOpeHHS MOXIJIMBOCTEH Ta iX e(eKTHBHE BUKOPHCTAHHS
BIJIMTOBITHO /10 HAssBHOTO 1HHOBAI[IITHOTO OTEHITiay ITiJIPUEMCTBA.

2. BukoHaHHS MapKETHHTOM pOJi KOMEPIIIHHOTO 3HAPSIIA,
IHCTpYMEHTa MiANPUEMCTBA, a00 KOMIUIEKCY TaKTHYHUX 3aco0iB,
MOB'SI3aHMUX 3 TMPOCYBaHHAM TOBAPYy, AWCTPHOYIIE0, I[IHOBOIO
MONIITUKOI0 Ta KOMYHIKaIliIMH, $Ki JO3BOJSIOTH MiJIPHEMCTBY
3aBOIOBATH LIJILOBY YaCTKY PHHKY.

Pone mapkeTHHry B iHHOBAI[ifHOMY pO3BUTKY MiANPHEMCTB
MOJIAra€ B 3A1MCHEHHI 1HHOBAI[IMHOI AISUIBHOCTI TaKMM YHHOM, 1100
oprasizailisi OOMiHy Ta KOMyHIKaIlii Mi>k CIIO’KMBa4aMH iHHOBAIIiH Ta
MiANPUEMCTBAMHU CHPUSUTH €(PEKTUBHOMY CITiBBIIHOUICHHIO MOIHTY
Ta TPOTIO3HUIIIi HA IHHOBAIiHI IPOYKTH, TEXHOJOT1, IIOCIYTH.

IHHOBaIIiHA MisUTBPHICTD MiANPHEMCTB TIOB'S3aHA 3 PO3POOKOIO,
BIIPOB/DKCHHSIM, BUKOPUCTAaHHSIM HOBOBBEJIeHb. Bci 1 mpolecu
HEMOJKJIMBO 3/IIHCHUTH 0€3 IPOBeIeHHS MAPKETHHTOBHUX JOCII KESHb,
SIKi TO3BOJISIIOTH AAaTH O00'€KTHBHY OI[IHKY PHHKOBOI CHTYaIlii 3 METOFO
JOCSITHEHHsI 0a)KaHOTO pe3yJIbTaT 3 MEHIINM PU3UKOM, IO OCOOINBO
Ba)XJTUBO B YMOBaX iHHOBAI[ifHOTO PO3BHUTKY.

Miciie MapKeTHHTY B iHHOBAIIWHINA MisTIBHOCTI PO3TIISAIAETHCS 3
JIBOX MIAXO/IB.

1. MapKeTHHIOBHI MiJXiJ] JO3BOJIIE 3IIHCHUTH MOMEPEIHE
(dopMyBaHHS MakeTy Ta poOode MPOSKTYBaHHS HOBOTO IPOAYKTY Ha
OCHOBI pE3yNbTaTiB MapKETHHTOBOTO JOCIIDKEHHS, IO OCOOIMBO
BRXJIMBO Ta I[IHHO 3 TOYKM 30py pealizaiii KOHIEMIii «Y4UCTOro
MapKeTUHry»  (KOHIEMIil MapKeTHHrOBOTO  MMAXOJY)  IIOJO
BUPOOHUIITBA TOBAPIB, AIMCHO 3aTpeOyBAaHMUX PHHKOM.

2. Texuiunwii (iHKeHepHHU) MiaXiJ mependadae OpraHi3allio
BUPOOHUIITBA JIJIS peaizallil iHHOBaIiiHOT 1/1e1 3MIHCHUTHA Ha OCHOBI
TEXHIYHHX PO3pPaxyHKIB Ta HPOEKTYBaHHS, TOOTO HOPMAaTHUBHO, a
noTiM mepeadavyae MPOBEIEHHsS 3aXOMAiB 3 MOIIYKY IMOTEHLIMHMX
CTMOXMBaYiB 1HHOBAIIHHOTO MPOAYKTY. TakuM YHHOM MapKEeTHUHT B
JAaHOMY BHIIQJIKYy 3IIHCHIOETBCS TICNIs 3aBEepIICHHS pPO3POOKH
IHHOBAIIfHOTO MPOYKTY.

3acrocyBaHHST MapKETHHTOBOTO Ta TEXHIYHOTO IMIiJXOIy B
IHHOBAIIMHIA JISUIBHOCTI CYYaCHHX IANPHUEMCTB B 0aratbox
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BUIAJKaX BH3HAYAETHCS [DKEPEIOM Ta XapaKTepOM BHHUKHEHHS
IHHOBAaMIHOI MPOAyKIii. PaKTUIHO IHHOBAII1 MOXKYTh BUXOTUTH BiJl
JBOX aOCOJFOTHO Pi3HUX 38 CBOEIO MPUPOJIOI0 [DKEPET: 3 0THOTO OOKY,
iHHOBalil MOXYTh (OpMYyBaTHUCSI PHUHKOM, KOIM CTBOPEHHS Ta
peanizamisi omHi€l iHHOBAIil MPU3BOIWUTH IO JAHITFOIOBOI peakIlil
TOSIBU HOBHUX TIOTPE0, III0 BUMArae 3a0BOJICHHS Ha OCHOBI iMiTaIIii Ta
BJIOCKOHAJICHHS ICHYIOUMX I1HHOBAIlil; 3 iHIIOrO OOKy, iHHOBAIIii
MOXXYTh BHXOIWUTH BiJ caMWUX MIJOPUEMCTB, $AKi Ha OCHOBI
(yHIaMEHTATPHUX W TPUKIAAHUX JOCTIHKEHb BiIKPUBAIOTH abo
PO3pOOIISAIOTE HOBUIT TOBap, HOBY TEXHOJIOTiIO, HOBY IMOCIYry abo
HOBY OpraHi3aliliHy CUCTEeMY, 3aTHi OLbII YCHIIIHO 33JOBOJBHSITH
icHyroui a0o0 JaTeHTHI moTpeOu. Y mepmioMy BHITAAKY iHHOBAIl
MPOAUKTOBAHO PHUHKOM, KOJIH iJiess HOBOTO TOBapy HapOIKYEThCS B
pe3ysbTaTi  MapKETHMHIOBOTO  JOCHIDKCHHs, SIK€  BHU3HAYMIO
He3aJJ0BOJIeHI 200 HOBOC(HOPMOBaHi MOTPEOH.

HeoOxinHicTe 3acTOCYBaHHS MAapKETHHTOBOTO TMIAXOMY 1O
IHHOBAI[ITHOTO PO3BHUTKY CYYaCHHUX MiJIPUEMCTB OOYMOBJICHA
CBOTOJTHI THMH 3MiHAMH PUHKY, SIKi CIIPUSIOTH TOSBI HOBUX MOTPeO
a00 HOBHX MOXKIIMBOCTEH 3aJJ0BOJICHHS BXKE iCHYrOUnX motped. s
MiANPUEMCTB OCOONHMBO BAXKJIMBHM € TPOBEACHHS TUIAHOMIPHHX
JOCHIPKEHb 10 BUBYCHHIO CIIOKMBUOTO TIOMHTY, Ha OCHOBI SIKHUX
MPUIMAIOTHCA PilIeHHS PO MOAU(IKaIi0 TOBapy ad0 HEOOXiTHOCTI
BUPOOHHUIITBA IPUHIIMIIOBO HOBUX MPOYKTIB.

MapkeTHHT 1HHOBAIiHOTO PO3BUTKY MiANPUEMCTBA B Cy4acHUX
yMOBax € He mpocto (imocodiero Oi3HECY, a BHUCTyHae IiEBUM
IHCTPYMEHTOM CTUMYJIOBaHHS MOTO 1HHOBalliiHOI aKTHUBHOCTI,
CTBOPIOE YMOBH JUISI PO3pPOOKH Ta MOIIMPEHHS iHHOBamild, Gopmye
CIOXKHMBYI TepeBarn Ta 3a0e3nedye TUM CaMHM MAaKCHMAlIbHO
e(eKTUBHY aJanTaiil0 CIIOKWBa4iB /O I1HHOBAIil, JJO3BOJISIE
MiAMPUEMCTBY ~ ONEPAaTHBHO pearyBaTd Ha HaWMEHINi 3MiHH
30BHIIIHBOTO CEpPEIOBHINA Ta OPIEHTYBAaTH CBOIO I1HHOBAIIWHY
JiSUTBHICTD Ha 3alTUTH PUHKY.

CnuCcOK BUKOPHUCTAHUX JKEpeJ:

1. Menucenko M.I1. XapakTepHi pucH iHHOBALiifHUX MPOLECIB B
exoHomini Ykpainu. Komeprianizanis iHHOBawiid : MoHorpadis / 3a
pen. a.e.H., mpod. C. M. Insamienka, a.e.H., nou. O. A. BioBoacekoi.
— Cywmu : Tpuropis, 2020. — 264 c. — C. 21-28.
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Golysheva I.0., Ph.D., Associate Professor
Sumy National Agrarian University

TOOLS OF MARKETING TESTING OF INNOVATIVE
PRODUCTS

Product testing is becoming a common marketing tool of modern
business philosophy. Nevertheless, at the same time, there are
guestions when to use marketing testing and what other subsystems of
the enterprise economic activity can influence it and strengthen it.

The determining process whether a product will be successful can
use a number of methods. Regardless of the technigue chosen, the goal
remains the same: you need to get feedback and evaluate the
effectiveness of the new product.

Many scientists share product testing and market testing. In the first
case, the product is tested directly, and in the second — its promotion
strategy. However, in our opinion, marketing testing of innovative
products should combine two types of tools (Fig. 1). Consider their
characteristics, developed by the author based on Gutcheckit (2019),
FuelCycle (2019).

Beta product
testing

Market

testing

Home use test

The process of developing and releasing goods on the market

Figure 1 — Tools for marketing testing of innovative products

1. Beta testing of the product. It helps to get preliminary feedback
from consumers, identify problems in the process of product using,
and improve its failures or problem characteristics. Feedback from
consumers, which are obtained in the process of beta testing, can be
used in further marketing promotion strategy. This tool is especially
typical for software, where beta software is offered to test a limited
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number of consumers before a large launch. However, it can be
applied in other areas.

2. Home use test. This tool can be used for a wider range of
industries. In the process of testing, consumers are provided with a
prototype or finished product for full use at home for a certain period.
At the same time, consumers provide feedback on actual consumption,
which can be approached more creatively than originally planned by
the developers in the process of creating the product. This tool helps
to assess customer impressions, product attractiveness and their
intentions to purchase the product. The feedback comes about not only
the product itself, but also its packaging, instructions, accessories,
components, etc.

3. Market testing. Unfortunately, manufacturers do not always
consider it necessary to spend money on market testing, as it can be
expensive and time consuming. Therefore, it is more often used for
innovative and / or products that previously gave unpredictable
reactions to consumers. Like product testing, market testing is used to
identify potential problems with a product that exist outside the
development process, in the actual process of buying and consuming.
Market testing can be a complex process of determining where, when
and how to sell a product in the market. Successful market testing
means using a variety of methods to create a definitive analysis of
whether a product launch will be successful. The most common of
these are feedback, online market testing, small-scale testing or
competitive analysis.

As you can see, product testing involves getting feedback about the
product itself, and market testing helps to improve its promotion
strategy. Therefore, only the joint use of these tools will help to launch
competitive products on the market. Different combinations of
different methods help to use marketing testing as an effective tool to
determine whether a product has the potential to succeed in the
consumer market.

References:
1. GutCheck (2019). Product Testing vs. Market Testing.
https://www.gutcheckit.com/blog/product-vs-market-testing/.
2. FuelCycle (2019). What is market testing?
https://fuelcycle.com/blog/market-testing/.
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Illiashenko N.S., Doctor of Economics, Associate Professor
Shypulina Yu.S., Doctor of Economics, Associate Professor
National Technical University “Kharkiv Polytechnic Instatute”

MARKETING IN THE PROCESS OF ADVANCED
DEVELOPMENT MANAGING

In modern conditions of transformation of technological ways it is
necessary to form for the enterprises the prerequisites of advanced
growth which would allow to strengthen their competitive advantages
and to develop effectively in the long run..

According to [1], all prerequisites are divided into internal and
external. One of the internal prerequisites is the complexity of
innovation. It involves a combination of different types of innovation.
In most cases, innovative enterprises form competitiveness strategies
through unique products, technologies and processes (as opposed to
cheap labor and available resources). However, they also need
constant generation and implementation of marketing and
organizational innovations. According to Eurostat [2], in recent years
EU countries have introduced non-technological (marketing and
organizational) innovations to almost the same extent as technological
ones. Based on this ratio, it is proposed to determine the level of
complexity of innovation (Rcomp) as the share of non-technological
innovations in their totality. Next, experts give the value obtained on
a scale from 0 to 1. It is preferable when the value of Rcomp is close
to 0.5.

The importance of marketing in the process of managing advanced
development is also evidenced by the fact that one of the strategic
directions of scientific and technological development in modern
conditions is the emphasis on marketing innovations. Recently, the
share of marketing and organizational innovations has increased
significantly. After all, consumer needs are growing and 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 hold their positions,
but also to stay ahead of competitors. For example, Google, working
on Android google, decided not to hire developers, but simply made
the platform open, which allowed any programmer to create their own
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applications. This transition to "self-service" allowed them to
significantly increase sales. Successful examples include: Foursquare,
a social network that has introduced new ways to reward loyalty;
Hindustan Unilever, which has achieved increased demand for goods
by building an extensive wholesale and retail system; cosmetics
company Estee Lauder, which introduced gift delivery in addition to
the purchase, free distribution of product samples and free testing of
cosmetics and perfumes; the Marriott hotel chain, which has
introduced innovative concepts of hotel rooms and venues for various
events. These marketing innovations have allowed companies to make
a sharp jump in the ranking of innovative companies in the world. But
the biggest success was the company Salesforce.com, whose activities
are dedicated to the development and sale of marketing innovations.
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. In 2017, the company took first place in the
list of the most innovative companies in the world.

Thus, we can conclude that the role of marketing is constantly
growing in the context of advanced development. After all, a wide
value chain, which covers various stages, such as production,
marketing, distribution, design, etc., gives the company more
opportunities to obtain additional capital.

References:

1. llliashenko N.S., Nagornyi Ye.l., Shipulina Yu.S.. Prerequisites
for the success of the strategies of the advancing innovation
acceleration of industrial enterprises of Ukraine. Prognostication and
planning of economic development: microeconomic and
macroeconomic levels : col. monograph / edited by
J. Zukovskis, K. Shaposhnykov. Lithuania : Publishing House «Baltija
Publishingy, 2019. Vol. 2. P. 636-651.

2. https://ec.europa.eu/eurostat/home?
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Illiashenko S.M., Doctor of Economics, Professor
University of Economics and Humanities,
Bielsko-Biala, Poland;

National Technical University

“Kharkiv Polytechnic Institute”, Ukraine

THE ROLE OF MARKETING IN KNOWLEDGE
MANAGEMENT FOR THE FORMATION AND
IMPLEMENTATION OF ADVANCED INNOVATIVE
DEVELOPMENT STRATEGIES

The completion of the 5th and the beginning of the 6th
technological ways, as well as the beginning of the 4th industrial
revolution result in radical transformations of existing industries and
markets - up to their reversing and the formation of new ones.
Scientists and specialists search for a strategy of advanced innovative
development on the basis of new relevant knowledge (scientific,
technical and technological, professional [1]) concerning trends in
science and technology, changes in external macro- and
microenvironment, as well as promising strategic directions for
conforming the enterprise’s innovative development potential to
external and internal conditions.

The system of new knowledge acquisition (training; R&D, own
and outsource developments; knowledge marketing; expert
evaluations; knowledge purchase) is presented in the table 1. It follows
from table 1 that knowledge marketing plays a special role. In fact, on
the one hand, it is used to assess the correspondence of entity’s
innovative development potential to existing trends in science and
technology (correspondence of internal opportunities for development
to external). On the other hand it is used to identify ways to adjust this
potential to these trends by applying entity’s knowledge into new
products (tangible and intangible), technology, management methods
etc.

Methods and tools of knowledge obtaining from other sources,
except expert assessments (see Table 1), are based on knowledge
obtained through marketing tools and methods. Consequently, it is
necessary to develop a scheme of interaction of tools for obtaining
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(producing) knowledge of different kinds for development and
implementation of strategies of entities’ advanced innovative
development during transformation of technological ways.

Table 1 - Sources of knowledge obtaining (production),
built on data [1, 2]
Source Knowledge types
Prospective estimates of possible directions for
improvement of existing and development of

Experts new knowledge, tendencies of development of
science, technics, technologies
Assessment of correspondence of the entity’s
Knowledge kn_OV\_/Iedge prodL_Jctlon and application system to
. existing tendencies
marketing

Directivity of the knowledge production and
application system on types of high demand.
Updating staff knowledge in accordance to
existing trends.

Knowledge Acquisition of knowledge embodied in patents,
purchase licenses, know-how, etc.

Staff training

Identifying ways to implement knowledge into
R&D tangible and intangible products as a basis for
innovative development

The sequence and content of the procedures of the management
system of strategies of advanced innovative development of the entity
are determined. The main ones are:

1. Identification of trends in science, technics and technology, as
well as the resulting changes in the characteristics of the external
macro- and microenvironment: global, in the field of the entity. The
definition is based on knowledge (Table 1), obtained as a result of
expert forecasts, application of tools and methods of knowledge
marketing, analysis of the entity’s potential for innovative
development. According to the results, promising areas of advanced
innovative development are identified.

14



2. ldentification of directions of innovative activity will enable to
match external and internal conditions (potential for innovative
development of the business). Sources of relevant knowledge are: the
results of the previous stage; staff training, knowledge acquisition,
R&D. Based on the results, a strategy of advanced innovative
development is formed.

3. Development of a system of actions to implement the advanced
innovative development strategy of entities. The basis for
developments is the knowledge received: at the previous stage; as a
result of the analysis of innovative development potential; tools and
methods of knowledge marketing. Based on the obtained results, the
strategy of advanced innovative development of a specific entity is
implemented.

4. Monitoring the results of the implementation and adjusting the
strategy if necessary.

The obtained results can be used as a basis for the development of
theoretical and methodological foundations of the organizational and
economic mechanism of knowledge management in formation of
strategies for advanced innovative development of economic entities.

Further research should be aimed at the formation and practical
testing of the subsystem of instrumental and methodological support
of this mechanism.
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FEATURES OF BIOTECH MARKETING CONSULTING

The complexity of the biotech market makes it challenging. In fact,
what we mean by biotech is a very motley variety of different
industries, which are often loosely coupled and dramatically different
in both markets and technologies. This makes biotech marketing
consulting non-trivial. Many traditional marketing methods do not
work in the life sciences industry, and others work in unexpected ways
[1].

The number of niches, markets, technologies, technological
processes, production chains, and networks in the life science industry
is enormous. Unlike conventional markets, it is quite possible here that
one or several companies occupy the entire market segment. In
addition, there are a significant number of potential segments where
companies do not exist at all. Each of these segments requires very
specific skills, and the generalist is often unable to provide consulting
services that a particular company needs. All of this forces consulting
firms to face the following facts:

1. There is no single market as such.

2. Each industry should develop its own methodology for assessing
business prospects.

3. Marketing business assessment is inextricably linked with
scientific assessment, which is always highly specialized. In such
conditions, the consulting firm becomes a kind of intermediary
between analysts and businesses [2].

Although the biotech segments are very different, they are related:
the products of one business are resources for another; research in one
industry often leads to progress in another. Some industries, such as
longevity, require complex interactions from virtually all branches of
biotech: bioinformatics, stem cell research, omics, bioengineering,
structural and systems biology, biomedicine. As a result, a paradoxical
situation arises: there is practically no competition in biotechnological
consulting, but at the same time it is very difficult to enter the market.
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A single company is practically unable to acquire sufficient
competencies to operate in the market as a whole. In other words, we
are faced with the problem of scale: it is quite easy to find several
startups or investment funds that need consulting or analytical services
in very niche areas. It is much more difficult to go beyond these niches
and use the acquired competencies in other industries. There is
essentially no other way since the customer base in each specific niche
is very limited [3].

This leads to the fact that biotech startups often find it more
profitable to simply hire independent analysts specializing in the issue
of interest to them, without using intermediaries. Of course, this
solution has transaction costs, and biotechnological consulting
services become relevant when these costs are too high. In addition,
problems arise at the level of startup strategies. The point is that, just
as many biotechnology problems require multiple solutions, many
biotechnology solutions are applicable to multiple problems. Often, a
startup develops a particular product for a specific need, completely
oblivious to the fact that it can be applied in other areas. When such
an opportunity is discovered in the course of market and technology
analysis, startups are usually reluctant to implement it [4].

The following problems also remain relevant:

1. Restrictions due to the fact that R&D features are often
confidential.

2. Lack of specialized expertise in fundamental science.

3. Very long periods of product development, which can last for
decades, which does not often allow an adequate assessment of
business prospects [5].

Many traditional issues and aspects of marketing, such as
ergonomics, user-friendliness, quality, efficiency, profitability, rest on
R&D. Biotechnology consulting consists almost entirely of R&D
analysis. The situation is aggravated by the fact that most startups are
only at the stage of product development. At the same time, the variety
of technologies and methods makes it reasonable to use intensive
rather than extensive R&D. It is often more efficient to develop an
entirely new method or to take it from outside, rather than to perfect
an old one [6]. This is often the result of biotech consulting.

The focus on technology also means that the promotion of biotech
products is almost completely reduced to communication with
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scientists and engineers, and one of the tasks of biotech consulting is
to be a platform for such promotion, wisely choosing the criteria that
are guided by corporate scientists. At the same time, we must
understand that many sectors of biotech are very young or even in their
infancy. They are just emerging from the academic environment.
Accordingly, startups in them work more like laboratories than as
commercial projects [7]. And they need help in refocusing on
commerce.

Of course, biotech will always remain knowledge-intensive. But as
the transfer of ideas and products from academia to business is carried
out, the role of non-scientific aspects of start-up development will
increase [8]. There is more than tech in biotech.

The trends that we see in the industry inspire cautious optimism
regarding the development of biotech consulting. Let’s list the most
important of them.

Biotech is going B2C

Traditionally biotech has been a B2B industry. Yet it is going to
change. More and more biotech industries are targeting end-users.
This can include genetic and epigenetic sequencing, various segments
of neurotech, biomedical devices, and of course pharmaceuticals. The
whole field of biotech products for DIY labs and projects aimed at
retail customers is emerging. It means: biotech must become user-
friendly. The role of promotion and advertisement will increase.

Digitalization

As biotech products are becoming IT products, the whole set of
instruments developed for the later will work for the former. The line
between biotech and software companies is blurring. With
digitalization comes exponentialization as well. It means the explosive
growth of the segments which manage to integrate themselves with
IT. Naturally, this will create vast new horizons for biotechnological
consulting.

Al

As soon as biotechnologies are digitalized, the methods of data
science and artificial intelligence can be applied to them. This already
happens broadly in drug development, biomarker identification,
neurotech, and longevity. The startups will search for new ways to
integrate Al in their product development process. Intermediaries
assisting in these attempts will emerge.
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Democratization

Biotechnology is becoming available at the small enterprise level.
You no longer need to attract multimillion-dollar investments in order
to engage in biotech R&D. The costs of the establishment of a genetic
engineering lab are already no more than 5000 US dollars. This will
mean that a dynamic culture of garage IT projects will come to
biotech, and small student groups will be able to implement their own
business ideas. A swarm of small biotech startups awaits us.

Emergence of new segments

This is not new at all: new segments in biotech are constantly
emerging. But the speed at which this happens is increasing. In the
near future, we will see the emergence of industries such as neurotech
for entertainment, preventive longevity, epigenetic sequencing,
consumer organism development.

Pharma startups development

The declining R&D efficiency of pharma companies is forcing
them to outsource R&D to startups. This creates a very specific
business model based on cooperation agreements and joint ventures
with large corporations. Supply chains diversification Supply chains
are becoming more complicated as technologies advance. It will be
more and more difficult and more important for startups to find their
place in an extensive network of biotech products.

Geographical diversification

Entire regions are connecting to the market. Developing countries
are gaining a competitive edge over traditional biotech centers thanks
to a favorable legal environment. We are waiting for the emergence of
regional hubs in genetic engineering or stem cell medicine, which will
create their own demand for analytical services.
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FUNCTIONS OF GOODS IN THE SYSTEM OF
INTERNATIONAL INNOVATIVE MARKETING

Global competition as a factor of innovative international
development poses new challenges to enterprises, related to the need
to increase international competitiveness, gain new competencies and
knowledge, the acquisition of such characteristics as dynamism,
mobility, innovation, efficiency, adaptability. International
competition is also a factor that forces companies from around the
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world to create different forms of cooperation, to unite, to interact in
the fields of knowledge exchange and innovation. One of the results
of such cooperation is the creation of innovative products that require
the use of special international marketing strategies that can
successfully bring these products to foreign markets and promote
them.

First of all, the product, like any material object, is a carrier of
information about itself, and above all - about its consumer properties.
Due to this, it acts as a source of information for the consumer to
decide on the feasibility of purchasing this product, ie until the time of
purchase serves as a demonstration for potential customers. The buyer
examines the sample, tries it on, checks it to the touch and in other
ways receives information about the consumer properties of the
product and their compliance with its requirements in the system of
international innovative marketing.

The system of international innovative marketing is a general idea
of marketing in the enterprise, covering the structure of the marketing
service, but only as a part, as a separate element of the whole system.
If we follow the general definitions of the system, then the system of
international innovative marketing of the enterprise should be
understood as a set of various elements - material and conceptual, as
well as people connected in some way and their interaction to develop
marketing strategies and tactical marketing solutions the company to
pursue a balanced marketing product and pricing policy in the market.
The system of international innovative marketing has three global
functions: analytical, production and promotion function. Under the
marketing system of the firm is still understood as a set of all divisions
of the enterprise that perform or directly affect the performance of one
of the functions of marketing. | note that the general functions of the
marketing system, which for each case in their own way are
fragmented and laid the foundation of job descriptions and regulations
of the departments. What will be the only marketing system of the
company depends on its goals. From an economic point of view, the
function of goods and services is to meet human needs. However, the
need to increase the efficiency of economic activity, complicate
consumer demand and increase competition between producers of
goods and service providers have led to the fact that the goods and
services have manifested and become actively used and other
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functions. Our research shows that the product in the modern world is
important and performs the following functions.

1. The consumer function of a product is its ability to meet
consumer demands due to its inherent characteristics. For example, the
consumer function of foods is their ability to supply the body with
vital substances for metabolism.

2. The marketing function of the product is realized in the absence
of needs, including demand, when the consumer does not know the
goods or their individual consumer properties (for example, when new
products), unacceptability (unavailability) of prices and in other
situations due to a set of marketing measures brand formation,
advertising, discount system, etc.). This creates a demand for such
goods. Moreover, due to the marketing function, some goods
("locomotives™) promote the sale of other goods ("trailers").

3. The commercial function of the product is due to its main
purpose as an object of sale. The commercial function of the product
is provided by managing the cycle of movement of goods, including
delivery, storage, acceptance, processing and sale of goods.

4. The legal function of the product is that, on the one hand, the
product acts as an object of contractual relations, on the other hand, it
must meet the requirements of regulations (national laws, standards,
specifications and regulations, agreements on rights to the goods).

5. The financial function of a commodity is determined by the fact
that any commodity must be profitable. Therefore, any organization
must determine its pricing policy and pricing strategy for each product
not only taking into account consumer but also marketing, commercial
and legal functions, as well as taking into account the specific
conditions of the region, the financial capabilities of the consumer.

The function of the commodity as a tangible carrier of consumer
value (ie consumer properties), intended for sale (ie has an exchange
value), and, therefore, a tool for meeting human needs is basic. This
feature is profiling in any product market.
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OCHOBHI TEHJEHIIi Y HEHMIHT'Y
CYYACHHX BPEH/IIB

Bpena y xinacuaHOMy MapKETHHTY XapaKTePH3YEThCS K Oy Ib-sIKe
iM’s1, Ha3Ba, TOPTOBHUI 3HAK, 110 MICTATh Y COOl BU3HAYEHUH 3MICT 1
BimmoBimHI acoriamii. Taki iMeHa CIyryroTh JJIs iHOUMBIAyasizarii,
inenTudikamii Ta BUIUICHHS 00’ €KTa, IO IMEHYEThCS, CEPe iHIITHUX.
lle Ha3BM TOBapHHX MapoK, KOMMaHid, mignpueMcTB. OCHOBHOIO
(dyHKII€I0 IMX HAMEHYBaHb € CTBOPEHHS 00pa3y ToBapy abo dipmu,
SIKUM BIUTMBAa€ Ha BIT3HABAHICTh, IOMHUT 1 JIOBIpY CITOKWBadiB.
Po3poOiienHss iMeH OpeHaiB  SK HAnpsIMOK  1HHOBAI[IHHOIO
KOMYHIKYBaHHS OTpHMaJi0 Ha3By HeiMiHry (aHrmi naming —
«HalMEHYBaHHS», «HA3WBaHHA»). HelMmiHr crpusie ¢GopMyBaHHIO
YCIIIIHOTO  OpeHJy, 10 MiATBEP/DKYEThCS JaHUMU KOMTaHIl
Feedvisor, sika, onuraBim Oiblie 2 THC. PECHOHAEHTIB, 3’sCyBaa,
o 74% cnoxuBaviB BBaXXarOTh iM’s1 OpeHy Ba>KIMBUM YHHHUKOM Y
BUOOPI POIYKTY, a 59% 3a3Haunnu Ha3By TOBapy cepea OCHOBHHUX
(baxTopiB, 1110 BIUIMBAIOTh Ha 1X BuOIp [1].

24



Kowmepriitine iM’sl TIOBMHHE BIAINOBINATH TaKUM KPUTEPisAM:
Mapkemonoziunomy (Mae OyTH peleBaHTHHM Ta BimoOpaxaru
CYTHICTH ToBapy abo ¢ipMu-BUpOOHHKA), ¢hoHocmuricmuyHoOMy
(moBuHHE OyTHM MMJIO3BYYHHM 1 3amamM’sITOBYBAaTHCH HICIs KiJIbKOX
MIOBTOPEHB), JiHSGOKYIbMYypHOMY (HAMEHYBaHHA Ma€ BHKJIMKATH
MMO3UTHBHI acoIiamii, Mo BiAMOBIAAOTH IIEHTUYHOCTI OpeHmy) Ta
npasosomy (IM’S CHiJl Y3TOIUTH 3 HOPMATUBHO-3aKOHOJIaBUYOIO
0a3010), a TaKkoX Kpumepito YHikarbHocmi (y KOHKYPEHTHOMY
CEepeOBHII HE TOBUHHO OyTH CXO0XKHMX HaliMeHyBaHb) [2, c. 193].

OctanHiM 4YacoM 0Oarato BU€HHMX (MapKeTOJOTiB, MEHEIKEpiB,
(binosoriB, MCHXOJIOTIB, COIIOJIOTIB) 3BEPTAIOTh yBary Ha Te, IIO
HEWMIHT OiNblle, HDK IHIINI CKIIaJOBI OpEeHAMHTY, BiTOOpaKarOTh
3aKOHOMIPDHOCTI Ta HIOAHCH SIK TICHXOJIOTii CHPUHHSATTS OpeHmIy
OKpEMHM TIOKYIIIEM, TaK i MEHTAJITEeTy CYKYIHOCTi CIIOKHUBaUiB y
mizoMy. HaykoBili BH3HAIOTh, IO TOKAa3HHUKOM MpOQeCcioHami3My
y OpeHIMHTY € BMIHHS HaONM3WUTH iM’s OpeHmy IO XapakTepy Ta
CTHJIIO SKUTTS JIFOJMHH, SKI IMOCTIMHO 3MIHIOIOTHCA. Y BIANOBiAL Ha
MEpMaHEHTHI 3MiHM pPHHKY BHHWKAa€ HEMHHyYa HEOOXiIHICTH
aJanTyBaTH METOIU HEUMIHTY /IO COIIAIbHAX 3MIH Y CYCHIIbCTBI.

Y BITYM3HSHOMY HEHMIHTY MOXXHA BUIUIMTH TaKi TEHACHIIII:
1) nparneHHs 10 iHAMBIAYaJbHOCTI Ta OPUTiHAIIBLHOCTI: CIIOXKKMBAY
IIyKa€e TOBapHY MapKy, sIKa BiJIMTOBiIae 00pa3y KUTTS, IHHOCTSIM Ta
YSIBIICHHSIM TIPO MOTO BIacHY iHIUBiAyansHICTh («/lnanema xpacuy,
«ITnaza Cepsicy, «Kpacyns»); 2) 3BepHeHHsI 10 0COOJIMBOCTE
KYJbTYPH, L0 IOJIATAE B 3aCTOCYBaHHI, PI3HUX MOBHHUX IPUHOMIB Ta
3ac00iB — rpH ciiB, KanaMmOypiB, peneeHTHUX GeHOMeHiB, MeTadop,
SKi He 3aBXKIU 3pO3yMiJl HOCISIM iHIIUX KYJBTYp, aCOIIOIOTHCS 3
KOHKPETHHM iCTOPUYHUM MOMEHTOM, HaIliOHAJbHOK OCOOJIUBICTIO H
JO3BOJIAIOTH OPEHIly CTAaTH HOCIEM YHIKalIbHOTO KYJIBTYPHOTO KOIY
(manpuknan, «llyzama xamay, «lllanena wxeapxay, «Kozaywvki
possacuy, «Tpu eeomedin, «IIpocmoxeawiuroy); 3) 3pOCTAHHS
NaTpiOTHYHHUX HACTPOIB, IO J00pe BiATBOPIOIOTHCS CIOraHOM
«Kynyii ykpaincoxe!», MaroTh Ha METi 3HU3UTH TEHJICHIIIIO IepeBaru
iMropty Han ekcrioproM («Cumuii nany, «Cmaputi mauny, «Hawa
pabay, «Kosayvka Oposapusy, «baba ea-na-ma-2ay») 1 NONATAIOThH Y
pOMaHTH3aLi]l BITYM3HSAHOI icTOpil, 3aiTyueHHI TEPMiHiB iqeHTU(IKaALiT
BaacHux Ttepuropiit («l aruuunay», «Uepmiziscoke», «Xopmuysy),
BUKOPUCTAHHI  OpPUTiHAIBHUX  YKPAiHCBKMX  TPI3BUII  TOIIO;
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4) mparHeHHs1 A0 CHPOLIEHHS, 0 3’ ABUIOCS BHACTIIOK HAIMipHOT
KUTBKOCTI 00pa3iB, CKIAQAHUX JUISI CIOPUHAHATTSA: MapKETOJIOTH,
pexnamictu Ta PR-¢axiBui HAyTh MIISIXOM CIIPOILEHHS KOMYHIKaIii
13 CHOKMBavYaMu, aJKe 3po3yMijia Ha3Ba CKOpillle MPUBEPTAE yBary u
«3amagae» y TMaM’sATh TOTEHIIHHOrO TMOKymms (HAIpUKIIA,
«dobpsinay, «Becenuti monounuky, «Jlacynsy); 5) rpa Ha emouisix —
TEHJCHIIISl OCTaHHIX pOKiB, KOJIHM MPOMHCIOBI MiJNPUEMCTBA,
ToproBenbHi (hipMu abo Oi3HEC-yCTAaHOBH CMIIMBO BHKOPHUCTOBYIOTH
y pexnamHii Ta PR-misimpHOCTI TyMOp, 1pOHIitO, enaTax, OpuTiHaIbHI
i HaBiTh MPOBOKaLiHI Ha3BU — pectopaH «Dr. JKusazo», MOPO3UBO
«Ommopooicenoe», Mepexa TNHBHMX MarasuHiB «BEERIlogay.
l'onoBHUMI ycmiX TakuX IMEH 3aJI€KUTh BiJl BMIHHS CHPOTHO3YBaTH
CIOPUMHATTS IJIOBOIO ayAMTOPIEI0 HECTAHJAPTHOTO  IMIIKY
TOBapHOi MapKu, OpeHIy TOIIO; O) Opi€eHTalisi HAa mepeBaru
KJIEHTIB Ta mapTHepiB: y 90-X pokax MHHYIIOTO CTOJITTS BIIACHUKA
Oi3Hecy mij yac HaliMeHyBaHHS KOMITaHId OiTbIIE CIUpaics Ha
BJIACHY TaJKy, aji¢ B MOAAJbIIOMY MpPaKTUKa MOKa3ana, HACKUIbKU B
HEHMIHTY Ba)KJIMBa BIy4YHa HA3Ba, 1[0 BPaXOBY€E MOTPEOH IMOKYIIIIB,
00 B yMOBax HaJIMipHOTO CTIO)KMBYOTO BUOOPY YCITiX TIO3HIIIOHYBaHHS
Ta TPOCYBaHHS TOBAPHOI Ta TOProBOi MapoK 3HAYHOI Miporo
BU3HAYAETHCS caMme iMeHeM OpeHnay (TakuMu, HamnpuKian, B
antedHoMy OizHeci € «3erena anmexay, «l omeonamuuna anmexay,
«36,6», «Ilodoposicrury.

Takox B yKpaiHCBKOMY HEWMIHTY HIHPOKO BHKOPHUCTOBYIOTHCS
rpadiuni 3acodm, sK-ot: JiTepu craporo andasity («Cneyoodsewy),
3akiHueHHs Ha ff, 110 MosICHIOEThCS IparHeHHsIM €BpoIei3yBaTi abo
aMepHKaHi3yBaTH Ha3By, JatmHa («Evay), CKOpPOYEHHS CIIiB
(«biBaBoy» — Oimbsipa, Oap, OoymiHr) Tomo. Y HasBax OpeHIIB
KOMIIaHiH, 10 BUIYCKAaIOTh BUPOOHMUYO-TEXHIYHI Ta HAyKOBO-MiCTKi
TOBapH, LIUPOKO BUKOPHCTOBYIOTHCS YCTalleHI B Oi3HECi 1HO3eMHI
cioBa Ta abpesiarypu (B2B, IT, HP, PR Ta in.).

be3yMoBHO, BUCOKHIA TIOTIUT HA IPOAYKIIIFO 3aXiAHUX OpEeH B, AKi
ACOLIIOIThCS 3 BHUCOKOIO SIKiCTIO BHpOOIB (aBTOMOOLT, OJsT,
KOCMETHKA), Ta KUTaHChKI TOBapH (TOOyTOBA Ta eIEKTPOHHA TEXHIKa,
Mocysl, TKaHWHHW), IO AacCOLIIOIOTHCS 3 JICHMIEBUMH IliHAMH,
30epiraTUMEThCs 1Ie IOBro, aje MOXKHA 3 BIIEBHEHICTIO CKa3aTH, IO
MPaKTUYHO B KOXHIH Kareropii ykpaiHChKHX TOBapiB HaMiTHIIUChH
crenu@ivHi TEHJEHINi, 10, 3 OJHOr0 OOKY, YCKIIAJHIOE 3aBJaHHS
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CTBOpPEHHS YHIKaJbHOTO iMeHi OpeHmy, a 3 IHIIOTO — JIa€ 3MOTY
KOMIIaHIl 3a paxyHOK BJIAJIOTO HallMEHyBaHHS OpeHAy 3Ha4YHO
BUIICPEIUTH  CBOiX KOHKypeHTiB. Otxe, Ha3Ba Mae OyTH
MParMaTUYHOK 1 OTOTOKHIOBATUCH 3 HAMIPSAMOM JisUTBHOCTI Oi3HECY.

Cnycoxk BUKOPHCTAHHUX JIKepeJI:
1. Aszapenxo H. [Ing wero Hyxen neiimunr? // Unisender : BeO-

CaWT. URL:
https://www.unisender.com/ru/support/about/glossary/chto-takoe-
neyming/

2. Kapa-Myp3a O. C. MHo)ecTBeHHass THUIIOJOTUSl pPEKIaMbl /
O. C.Kapa-Mypza // SI3pIKk W HOHUCKypC CpPEICTB MacCOBOU
unpopmaruu B XXI Beke / Ilox pen. M. H. Bomomunoii. — M. :
Axkanewm. [Ipoekt, 2011. — 332 c.
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2. INNOVATIONS IN MARKETING

Bbinosoaceka O.A., 1.e.H., JOLIEHT
KuiBchkuil HallioHAIBHUM YHIBEPCUTET TEXHOJIOTIN Ta AU3aliHY

TEHJIEHII IHHOBALIIITHOCTI B YITAKOBIII HA
PUHKY CIIOKUBYHUX TOBAPIB!

YnakoBKa € BAXJIMBUM HEBEpOATHHIM €JIeMEHTOM KOMYHIKAIii 31
CIIOXKUBAYeM, JII0YM Ha MiJCBIIOMICTh CIIOXHBaya MpPU IOKYIIII.
[HHOBaWiliHi pilleHHS MOB'SI3aHI 3 YMAaKOBKOK MOXYTh 3HAYHO
BUIUIATA TOBap MOpsSA 3 KoHKypeHTamu. [lpm pospoOGieHHi abo
BHOOPI YIaKOBKH TOBapy HEOOXiJHO NPUALISTH BEIHKY yBary TOMY,
00 BOHA BiJMOBIAaNa KOHIEMINI caMoro mpoAykry. CaMe B bOMY
BUIIAJIKY, BOHA CTA€ HEBII'€MHUM aTpHOYTOM TOPrOBOi MAapKH, OJJHAM
3 €JIEMEHTIB MO3aiKH, B Ky B CBIJJOMOCTI CIIO)KMBada CKJIaIA€ThCA
ysIBIICHHS 1po Openy. OTxe, po3rissHEMO KpUTepil iHHOBAaLiifHOCTI y
(dhopMi Ta po3Mipi, a TAKOK TEXHOJIOTii BUTOTOBJICHHS YMAaKOBKH Ha
PUHKY CITO’)KHBYHX TOBapiB (Tadm. 1).

Dopma ma po3mip ynakosku BiJlirpae He OCTAHHIO POJIb Y BHOOPi
TOBApy, OCKUIbKH CIOXXKMBa4 He TPUAOAE TOi ToBap, sIKHUii oMy OyJe
HE 3pYYHO BHKOPUCTOBYBaTH. Hampukiazm, SIKIIO CIIOKHBa4 XOue
MEPEKYCUTH Y J0pO03i, BiH 3BHYAWHO NMPH BHUOOpPI HOTYPTYy KYIMHUTH
HOTYPT B TSI, SIKUH 3pydHIlIE BIKPUTH, HIX HOTYPT B MaKeTi.
3py4HICTh y BUKOPUCTAHHI € y’K€ BaXXJIMBOIO CKJIaJOBOI0 YIAKOBKH
JUTSL JIIOJIEH TTOXMJIOTO BiKY, OCKUTBKM BOHHM HaWOLIbBIIE 3BEPTAlOTh
yBary Ha ii JIETKICTb Y BiJKpUBaHHI, MO>KJIMBOCTI ii BHKOPHCTATH 1Ie
pa3. OcoOnuBy yBary HEOOXiTHO NPHUIUIATH EPrOHOMIYHOCTI —
3pYYHICTh Y BUKOPUCTAHHI, MPOCTOTI BUTOTOBJIICHHS, Ba3i 1 BUTpaTi
MaTepialiB, MpOCTOTi eTwkeTyBaHHS. lle € 3amopykoro Toro, mpo

[TyOmikamis MICTUTH  pe3ynbTaTH  JOCIHIJKEHb, IPOBEJICHHX 32
JIepP>KOIO/DKETHOI0 HAayKOBO-IOCIITHOIO TeMolo «Po3poOiieHHsS MexaHi3mMy
KoMmepuianizanii inHoBaniitHoi npoxykuiin» (0118U003572) Ta ininiaTuBHOIO
HayKOBO-JIOCTITHOIO POOOTOI0 «MapKeTHHIOBI Ta JIOTICTUYHI MeXaHi3MHu
YOpaBIiHHSA IHHOBALlIHHIM pPO3BUTKOM CYO’€KTIB TOCHOAAPIOBAHHS
(0120U104616).

28



CTBOPIOBaHI (JOPMH YIIaKOBKH BUMAralOTh MiHIMaTbHIX KOPEKTYBaHb
Ha BUPOOHHUIITBI.

Tabmuus 1 — Kpurepii iHHOBaiiHOCTI YIaKOBKH
CknanoBa
YTIAaKOBKH

IuHOBaLIHICTE

BupoOHMKH BUITYCKAIOTh YIIAKOBKH
HalpizHOMaHITHIIIO! pOopMHU (HAPHUKIIAT
YIaKOBKH COKiB Ta PiIKUX MPOAYKTiB): «Terpa
dopma Ta bpik Acentuk», «Terpa Kmacik Acentuky,
po3Mip Tetpa Ilpuzma Acentuk», «Terpa Pexapt»
TOLLIO.

Pi3ni coco6u BinkpuBanHs: «DminKamy,
«TBictKamy, «TeictKan Crangapt» TomI0.

— YIaKOBKa fKa € YaCTUHOIO CAMOTO MPOAYKTY;
— YIMaKoBKa BUT'OTOBJICHA 3 €KOJIOTIYHO
0e3MeYHuX ISl 37I0POB’ S JTIOIUHH Ta IPUPOAH
MaTepialis;

— YIaKoBKa Xap4OBHX 1 HEXapyOBUX TOBapiB,
sKa 30epirae Moro MiHHICTh MPOTSATOM
TPHUBAJIOTO TEPMiHY;

— YIIaKOBKa, SIKa MOXXE€ HAOYHO OLIIHUTH
CTYIiHb NPUAATHOCTI MPOAYKTY 10 MOJAIBLIOTO
BXKMBaHHS,

— YINaKoOBKa, sika BUTOTOBJICHA 3 ICTIBHUX
MPOJIYKTiB;

— «PO3yMHI» YIIaKOBKHU (HAPUKIA[, yIIaKOBKa
TabJIeTOK, siKa (DiKCye Yac Ta AaTy NMpuiioMmy
JIKIB Ta iH.

Texuoioris
BUTOTOBJICHHS

Mamepian eucomoeénents ynakoBKU TOBapy BIUIMBA€ Ha CEHCOPHE
CIPUIHATTS TOBapy. MaTepial BUTOTOBJIEHHS YHAaKOBKH TOBapy
3aJIeKUTh Bl THUIY TOBapy. 3ajie)kKHO BiJ TOTO, 3 SIKOrO MaTepiany
3po0JieHa yIaKkoBKa 3aJIe)KUTh Te, YU 30epirae ToBap CBOIO I[IHHICTb,
CMaKOBI BJIACTHBOCTI, O€3MEeYHICTh, [0 THM CAMUM BILJIMBA€E HA BUOIp
CIOKHMBAYiB.
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Binomo, mo ymakoBka Mo)ke OyTH BUTOTOBJICHA 3 TAKUX OCHOBHHUX
MaTtepiaiiB: AepeBo, KapTOH, MMarmip, TKAHWHA, METaJl, CKJIO, KepaMidHi
Ta noJiMepHi Matepianu. Takox y MaTepiani BATOTOBJICHHS yIIAKOBKU
MOke OyTH MO€AHAHHS PI3HUX MaTepiayiiB, TOOTO KOMOiHOBaHa
ynakoBKa. Ha cboroHIinTHIN A€Hb Ha pUHKY MAKyBAJIbHUX MaTepiaiB
HaHOUTBIIIIM TIOMTUTOM KOPHCTYETHCS THYYKa YIIAKOBKA 3 TIOJTIMEPHUX
IUTIBOK 1 TX pi3HMX KOMOiHaLiH.

BusHaunMo OCHOBHI iHHOBAIIiHI TEHIEHIII] B CBITI MaKyBaJIbHUX
MatepianiB. Tak, MIOTIaHACHKI BHPOOHWKH HEIIOJaBHO Ha PHHKY
BennkoOpuTaHii npeAcTaBUIIN «PO3yMHY €TUKETKY». JlaHa eTukeTka
1HTErpOBaHAa B Pi3HI BUIN YIIAKOBKHU 3 XapUOBUMH NpoaykTamu. Konn
YIIaKOBKY BiJKPHBAIOTh, €THKETKAa aKTHUBYETHCSA 1 BHKOHYE POJb
CBOEpPITHOTO TaliMepa, 3MIHIOIOYM CBi KOJNIp TPOTATOM IEBHOTO
tepminy. CrHokuBau Bipazy MOXE HAOYHO OILIHUTH CTYIiHb
MPUIATHOCTI TPOIYKTY O TMOAATBIIOTO BXKWBAaHHS (CBIXUIM, MEHIII
CBIXMH, 31 cTpokoMm 30epiraHHs, mo 3imncyBaBcs). «Po3ymHa
€THKETKa» JI03BOJIUTh JIETKO KOHTPOJIIOBATH CTYIiHb CBIKOCTI
MPOIYKTIB 1 3a1I00IT'TH BUKUIAHHS Ki, IPUIATHOL 10 BXXUBaHHs [1].

[IBencrka ¢ipma Tomorrow Machine, mo cnemiamizyeTscsi Ha
QM3aifHi Xap4oBOi YMAKOBKH, MPOIMOHYE BHKOPHUCTOBYBAaTH B il
SIKOCTI TCTIBHI KOMITOHCHTH: KapaMelli30BaHU I[yKOp, BICK 1 JKEJIaTHH.
B ocHOBI KOHIEMNIT JISKUTH i€ MPO Te, IO yNaKOBKAa MOBHHHA
MPUITUHATH CBOE ICHYBaHHS OJTHOYACHO 3 OCHOBHHM MPOJYKTOM.
3raayrooud, sKa BeJIMuYe3Ha KUIBKICTh IMOJIMEPHHUX Ta IHIIUX
HEICTIBHUX BIJXO/IB 3aJIUIIAETHCS BiJl TPOMYKTIB, JMaHa ines He
3/14€ThCA TyKe EK30TUUHOKO. [T IPUXUIBHUKY 3HARILIHCS i 110 iHIImit
O0iK ATJIIAHTUYHOTO OKeaHy: Yy bpaswmii ycmimHO BHITyCcKarOTh
MOpPO3HBO B «0aHAHOBIH HIKIpIIi» 3 )KEIaTHHY.

be3yMOBHO, MHiKaBUM TEXHIYHUM DIlIEHHSIM € BHTOTOBIJICHHS
IJIACTUKOBUX IIaKETiB, CaMOCTIHHO 3IIHCHIOIOTH PO3IrpiB  abo
OXOJIO/PKEHHS TIOMIIIIEHUX BCEPEIUHY MPOAYKTIB (YacTillle - HAMo1B).
3MiHa TeMmepaTypu BiOYBa€TbCs MPOTATOM 4-5 XBWIMH 1 MOXe
CTQHOBUTH JI0 ICKUIBKOX JIECATKIB rpaaycis C° [2].

Benuka yBara 3 00Ky BUPOOHHKIB TPAHMIIHHO TPHIIIISIETHCS
PO3po01i HOBHX OaraToIIapOBHX MaKyBaJbHUX MaTepialliB, 34aTHHX
30epiraTi BCi OCHOBHI $IKOCTI XapuOBHMX 1 HEXapuOBHX TOBapiB
MPOTSTOM TPHBAIOTO TepMiHy. UM HE Ha OCTaHHIX pOJNSX TYT
3HAXOMATHCS 1 POCIHCHKI BHUPOOHHKH, IO BUKOPHCTOBYIOTH JUIS
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MOCATHEHHSI KpamquX pe3ylbTaTiB HaHoTexHojorii. Cremnianpae
MOKPHUTTSL YIAKOBKU [IA€ MOXXIIUBICTh 3aXHUCTHTH TPOIYKINIO Bix
PI3HUX BIUIMBIB 1 BUKJIIOYUTH BUKOPUCTAHHS KOHCEPBAHTIB.

CydacHa MPOMUCIIOBICTh PO3BUBAETHCS AyXKe JUHAMIUHO. | Te, 1110
e BYOpa 3JaBAJIOCSA HEMOTPIOHOI HAAMIPHICTIO a00 BHKIHKAJIO
MOIMB, BXKE 3aBTpa MOXKE CTaTH IMOMYJSPHOIO 1 3aTpeOyBaHOIO
TEXHOJIOTIEI0.

Cnncok BUKOPHCTAHHUX JUKepet:

1. VlHHOBanuK B MPOHM3BOJCTBE YNAKOBKH — TJIABHBIH (DaKToOp
yenexa. URL : http://www.rosupack.com (mata 3BepHCHHS
29.11.2020).

2. InHoBamifiHI maxKyBajbHI Marepianu Ta TexHonorii: URL
http://www.fleimina.ru/inform/pack/upakovochnye-materialy/ (mara
3BepHeHH: 29.11.2020).

Boiiuyk 1.B., k.€.H., JOLEHT,
bap P.B., marictpant cner. «MapKeTHHT
JIbBIBCHKHIA TOPTOBEIBHO-CKOHOMIYHUH YHIBEPCUTET

MAPKETHUHI'OBE 3ABE3IIEYEHHSA YYACTI
HIAIMPUEMCTBA Y BUCTABKAX

SkicHa opraHi3allis y4acTi ImiIMPHEMCTBA Y BUCTABKOBOMY 3aXO0/Ii
moTpedye BUCOKOTO MpodecioHani3My IMepcoHaNy i TiICHOT CITiBITparli
BCIiX MiIPO3/IiTiB MANPHEMCTBA, B IIEPITY YEPTy CITY>KOM MapKETHHTY.

[IpakTryHa peaizailist y4acTi y BUCTaBIl BiJI0yBA€ThCS 3a TAKUMU
KIIACHYHAMH eTalaMi, KOXEH i3 sSKMX HeoOXimHo 3abe3mneuyBaru
Cy4acHUMH MapKeTWHTOBHMH iHCTpyMeHTaMHu. Ha mepriomy erami
¢dipMa mpuiiMae pillieHHS PO y4yacTh y BHCTABIIi, B MPOIEC] SKOTO
MaloTh OyTH YiTKO BU3HAUEHI 1[Il TAKOT yyacTi Ta BCTAHOBJIEHI IPyIH
BiJBiAyBauiB 3ax04y (TOOTO BH3HAuYeHA LiJILOBA AyJUTOpis, HA SIKY
MOKHa ovikyBaTH). [Ticiis OO0 HEOOXiTHO PO3POOHTH JIETAILHUIMA
IUTaH MApKETUHTOBUX 3aXOJiB, NPO KUK 1H)OPMYIOTH BiONOBiAHI
BIJUTUTH TIATIPUEMCTBA 1 CKJIAIAl0Th TOMEPEIHI KOIITOPHUC BUTPAT.

Jpyruii eran nepenbavae onpaioBaHHS po3po0iieHoro rpadika
3aXO0/IiB, 1110 MMOB’s3aHi 3 MPU3HAYCHHSM BIIIOBIIAIBHUX IITATHUX 1
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TO3aMTaTHUX CHIBPOOITHUKIB MigIpreMCTBa (X mia0ip, BU3HAYCHHS
000B’s13KiB, HABYAHHS ); BCTAHOBJICHHSAM KOHTAKTIB 13 OpraHi3aTopoM
BUCTABKH Uil YTOYHEHHsI OpraHi3aliiHuX MUTaHb; 00JAIITyBaHHIM
cTerna (To0To BUOIp pO3MIIICHHS JUIS CTEH/IA Ta HOTro O0JIaTHAHHS );
MiTOTOBKOIO €KCTOHATIB (BiAOip 1 afgamTalis 10 yMOB BiIIOBITHOTO
PUHKY Ta KOHKPETHHX TPYH BiJ[BiqyBadiB); pO3pPOOKOI0 MpPOTpamMu
pexnamaux i PR-3axomiB, sika Ma€ OXOILUTIOBATH BCi €Tamy yd4acTi
MiIPUEMCTBA y BUCTABII; OPTaHi3aIli€l0 BiANPaBKH, IOBEPHEHHS Ta
CTpaxyBaHHS BCiX CKIIaIOBUX €JIEMEHTIB CTCH/IA.

Ha tpeTtbomy erani BU3HA4Yal0Th MAPKETHHTOBI CKIIIOBI MOPSAKY
MPUCTEHOBOI IiSUTBHOCTI CTOCOBHO 3a0€3ME€UYEHHSI CHCTEMAaTUYHOTO
CHINKYBaHHS 3 BiJBiMyBauaMH 1 BMIJOTO BHUKOPUCTAHHSA ITHX
KOHTAaKTiB; TIPOBEJCHHS IIOJCHHOTO aHami3y iHdopMamii, Ky
OTPUMYIOTH  BiJl  BIiJIBiIyBauiB; BU3HAYEHHS  BIAMOBIIHHUX
KOMYHIKAIITHIX 3BepHEHb 1 MPOCYBaHHS iX IO IUTFOBOI ayAHTOPIi
Yepes BIacHy pexiiaMmy Ta PR-TexHomorii; KOHTpOIb yCiX pe3yibTaTiB
PEKITaMHO-TIPONaraHANCTChKOT MisIBHOCTI 3 OOKy sk (hipmm, Tak i
opraHizaTopa BUCTABKH 3arajioM.

Etan miciig BUCTaBKOBOI JISTIBHOCTI TEX Ma€ BayKJIMBE 3HAUEHHS,
BKJIFOUAIOYM TaKi MapKETHHIOBl €JIEMEHTH, SIK BH3HAUCHHS IiH, sKi
HEOOXiJJHO MPOBECTH BiApa3y Micisl 3aKiHYCHHs 3aX0ny (HampuKiIa,
MiZICYMKOBY —~ Hapajay CTEHJIWCTIB, VYIaKyBaHHS 1 TepelaHHs
eKCIIOHATIB ~ TPAaHCIIOPTHUM  OpTraHi3allisiM, oIllaTa paxyHKIB,
IPYHTOBHHUH aHaJli3 KOHTAaKTiB, sKi BiAOymwcs il 4yac poOoTH
BHCTaBKOBOTO CTEHJIa, BHKOHAHHSA 3000B’3aHb); O3HANHOMIICHHS
MPAIiBHUKIB 13 IEPITUMH Pe3yIbTaTaMH YYaCTi Y BUCTABIli; KOHTPOJIb
OTPUMaHMX  PE3yJNbTaTiB  HUIIXOM  TOPIBHSUIBHOTO  aHANI3y
MOCTABJICHUX MiJeH 1 (haKTUUHUX JIOCSATHEHb; CKJIaJaHHS 3BITY 3
IPYHTOBHOIO KPHUTHKOIO JIOMYIICHUX TOMWJIOK 1 HEJOJNIKIB;
MirOTOBKA JIIJIOBUX MPOIO3MIIiii Ha MalOyTHE.

VY4acTh miIpUEMCTBA Y BUCTABII Tiepen0dayae CTBOPEHHS HAM SIK
EKCIIOHEHTOM 3aX0]ly MAPKETHHTOBOTO 3a0e31eueHHsI OpraHi3amiiHoi
CTPYKTYPH, K€ 3 MAKCUMAaJIbHOIO €)EKTUBHICTIO 3MOXKE peali3yBaTH
HaJaHi i MOXUIUBOCTI (1€ oM, (PiHAHCOBI PeCypcH, SKCIIOHATH), a
TAKOX MepeBary, 1o ix Hagae GipMi KOHKPETHUI BUCTaBKOBHUH 3aXil.

3arasioM, 3a0e3Me4YeHHs Y4acTi y BUCTaBLi OyAyeThCsl HA OCHOBI
po3pobiieHoro rpadika MapKEeTHHIOBOI NisIBHOCTI, SIKUH BPaxoBYE,
10 IPOIeaypa MiJATOTOBKK TPUBAE HE MEHIIE 3 MICSIIB 1 3aJIC)KHUTh
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BiJl pO3MIpy MiAMPUEMCTBA, MICIIS TIPOBEIEHHS 3aX0y 1 3aBJaHb, 10
CTOATH Tiepen] (ipMOoro, SKa BUPIIIHAIIA B3ATH y4aCTh Y BHCTABKOBOMY
3axomi. Takuii rpadik Mae MiCTHTH YiTKUAH NEpetik BUAIB pOOiT, TOUHI
JaTH BUKOHAHHS 1 CKJIaJ BIAOBIAaIbHUX 0C10. be3 boro HeMoKIMBO
KOOPJMHYBATH OKpeMi Jii Ta IXHIO TIOCTiIOBHICTb, a 32 HE0OXiTHOCTI
— BHOCHUTH BYACHI KOPEKTHBH JUIS JTOCATHEHHS ITIOCTABICHUX IIIJICH.
SIK BiJOMO, METOIO BUCTABOK MOKYTh OyTH MOLITYKH HOBUX PUHKIB;
30iNbIIEHHsT KUTPKOCTI TOKYIIIB; YIPOBAKEHHS TOBapy Ha
PUHOK; TIOIITYK TIOCEPETHUKIB; MMO3UIIFOBAHHS CBOET IPOAYKIIIT 1010
TOBapiB KOHKYPEHTIB; BH3HA4YCHHS OOCATIB TOMUTY Ha TOBap;
HaJIarO/IXKEHHS IIIOBHX 3B’ SA3KiB; (QOpMYBaHHSI iMiIXKy MiIPUEMCTBA
Ha PUHKY; iHTeHCH(IKaIlisl peKIaMi HOBOTO TOBapy; KiHIIEBHU 30yT
MPOAYKII.
BinbimicTh Bka3aHUX IiJIel 30irar0ThCS 3 IUIIMH MapKETHHTY, a
BiJITaK 1 3 UMUK peknaMHoi Ta PR-mismeHOCTI OyAB-KOi (hipMuL.
[1ix yac miATOTOBKY 10 BUCTABKH BAPTO MEPEBIPSITH TOTOBHICTH JI0
ydacTi AJisi TOro, mo0 CBOEYACHO BiJIpearyBaTH Ha HemependadeHi
oOcTtaBuHH. BayxnmuBy poub Biflirpae rpyna JIto/ei, ska BilmoBiae 3a
TaKy marotoBky. Jlo ckiamy miei rpynu MOKHA BKITFOUATH BIACHUX 1
HaliMaHMX TPaIliBHUKIB, SKi BIIMOBIIaIbHI 32 KOXKEH OKPEMHIA eTarl.
Jo Hux Hanexarb (axiBii 3 MapKeTHHTY, BUPDOOHUITBA, 30yTy,
pexiamu Ta PR, BU3HaueHHi iepcoHan CTeHa, a TaKOX MO3aIlTaTHI
MpaliBHUKH (POEKTYBATBHUKH, 0OPMITIOBAYi, PO3POOHUKH CTEH/A,
MepEeBi3HUKU, MUTHHAH Opokep (SIKIIO 1€ 3aKOpJOHHA BUCTAaBKa TOMIO.
BoHU € THMU TpaIiBHUKaMH MiANPUEMCTBA-EKCIIOHEHTA, SIKI HECYTh
KOJIEKTHBHY BiAIOBIJATBHICTh 32 Y4aCTh y BHUCTaBKOBOMY 3aXO/Ii.
[Tpu BupimeHHi MUTaHHS PO YYaCTh Y BUCTABIII CITiJ] BpaXOBYBaTH
Yac 1 mMiclie ii mpoBeieH s, aBTOPUTET (ipMHU Ha IIILOBOMY PHHKY,
KUTBKICHUN Ta AKICHHI CKIIaJ] yYaCHHKIB, OUiKyBaHUH KUTbKICHUH 1
SIKICHUH CKJIaJ BiJIBi/lyBauiB; PiBEHb JIJIOBOT aKTUBHOCTI Ha OCTaHHIH
BUCTABII (KUIBKICTb 1 3arajIbHUI 00CST MiANMCAaHUX KOHTPAKTIB).
MapkeTHHroBOro 3a0e3ne4eHHs MoTpeOyIoTh 1 Taki opranizamiiiai
MUTaHHS, SIK BU3HAYEHHS KOHLENLIi Ta 00cATY y4yacTi miAnprueMCTBA
B pOOOTI BHCTaBKH; BiOIp 1 MiATOTOBKA MEpCcOHANY Jisi poOOTH Ha
BUCTaBLI (CTEHAMCTIB, IEPEKIAAAUiB i T. 1.); pO3POOKY I1aHy poOOTH,
B TIEpILly YepTy MIO0 PEKJIaMH 1 MadiIiK pijeHIIH3; BUOip MOKIMBOTO
MmocepeiHuKa (areHra), KM 3MOXKe CIPHUSATH 3a0€3MMeYCHHI0 yJacTi
MiANPUEMCTBA Yy BUCTABIl; BU3HAYECHHS PO3MipiB BUCTABKOBHUX TLIONI,
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MTOTPIOHUX MaTEPialliB 1 KOIITIB; HAJIATOHKCHHS TUTOBUX KOHTAKTIB 3
aJMIHICTpAIli€l0 BICTABKH IS YKIAJACHHS JIOTOBOPY Ha BHCTaBKOBI
MOCITYTH; TUTAHHS CTPaXyBaHHS CKCIIOHATIB 1 MPaIliBHUKIB.

[TigroToBua poOOTa 3 HANArOJKCHHS KOMYHIKAIli i3 HIJTLOBOIO
ayIUTOPIEI0 HA BHUCTABIIl OXOIUTIOE MApPKETHHTOBI 3aXOH, TIOB’ s3aH1
3 MPOBEACHHAM KOMIIEKCHOI peKIaMHOI KaMIIaHii B pi3HUX 3aco0ax
MacoBoi iH(opMarlii, 3a6e31e4eHHsIM 30BHIIHBOI peknamMu GipMu Ha
[UIAXY CIIiAyBaHHS BiJBiyBadiB Ha BUCTABIll; PO3CHIKOIO 3aIIPOIIECHb
MpeICTaBHUKAM PETiOHATFHUX 1 MICIIEBUX JUTOBUX KT, 3aydeHHIM
JOCTaTHBOI KiJIBKOCTI HOCIiB pekyiaMu OiJisl CTeH A MiANPHUEMCTBA.

AmHai3 pe3yabTaTi yyacTi QipMH y BUCTaBLi JO3BOJISIE€ BUBHAUYNTH
KITBKICTh  BiABiAyBadiB, SKi OINISAHYIH €KCIIO3WINIO, 1 0O0csT
MiAMACAaHUX KOHTPAKTIB; PO3MIITHYTH CTBOPEHHS HOBHX KaHAIiB
O30Ty TOIIO.
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CUSTOMER CENTRICITY AS THE TOOL OF
INNOVATIVE MARKETING FOR INCREASING COMPANY
COMPETITIVENESS

Today, when markets are no longer growing so fast and new
consumers are not constantly appearing, companies are forced to fight
for every customer.

Analysis of business practices shows that the life expectancy of a
new consumer is much lower. Because he will buy products much
fewer times than a regular customer will. Moreover, the cost of
attracting a new consumer is much higher than the cost of maintaining
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an existing one. It includes advertising and marketing costs, salaries
and bonuses for sales staff, consumer registration costs, and so on.

These principles have led to a change in the direction of
enterprises: from short-term and one-time profits to long-term and
stable. To do this, companies must focus on meeting the needs of
consumers, their maintenance and increase the level of service. That
iS to become customer-oriented.

Customer-oriented companies focus on long-term interaction with
consumers in the future, and traditional companies — on short-term
profits today.

Businesses that base their activities on innovation, flexible
organization and social responsibility are more efficient and
successful than companies that use strategies that are more traditional.
Today, the tangible assets of companies occupy only a small share of
their market value. New sources of income are becoming information
and knowledge, brand and experience.

To establish interaction with consumers, it is necessary to take into
account their needs and requests (to carry out customer centricity
activities).

That is, mainly a company that chooses to focus on consumers,
although it faces some difficulties, but gets cost savings, increased
profits, maintaining existing market positions and increasing the
number of customers by growing a positive image.

An effective customer centricity management concept should be
based on 3 key elements: staff, business processes and technology.

The staff interacts directly with customers and economic partners
of the company. Thus, every employee from a top manager to a simple
office worker must believe in the main customer-oriented mission of
the company. The company's management must convince its
employees that employees will also benefit from the implementation
of a customer centricity system.

Customer centricity management has many technical aspects, but
all they are based on business processes. This way of doing business
is aimed at meeting the needs of customers and takes into account the
interests of customers, partners and the public. It is based on
technology, integrates and disseminates the necessary information
about economic partners, sales, marketing efficiency and market
trends, etc. Therefore, the company must analyze its production and
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business processes before choosing a technology platform. All or
some of them will need to be redesigned for better customer service
and interaction with economic partners. In addition, you need to
determine what customer information is needed and how best to use
it.

Finally, the company must carefully choose the technologies to
control these improvements. In the process of technology assessment,
the key factors are the compliance of business strategies and goals of
the enterprise, the ability to supply the right information to the right
employee, ease of use. The choice of software platform should be
made by the company management, which understands the business
processes in the enterprise as a whole and those that need to be
redesigned, together with IT professionals who specialize in this
software.

Only a combination of these three elements will provide effective
customer relationship management.

Thus, it should be noted that the ability to implement innovative
solutions in the business helps the company to maximize its strengths,
identify weaknesses and effectively close them, develop resilience to
external threats and compete in the market.

Karpenko N.V., Doctor of Economics, Professor
Ivannikova M.M., PhD, Associate Professor
Poltava University of Economics and Trade, Poltava

COMPONENTS OF COMMUNICATION STRATEGY FOR
CONSUMER’S DECISION MAKING PROCESS

The key objective of marketing communication is to inform,
persuade and remind. It intends to create interest and awareness from
the target customers and enables them to know more or the existence
of the products and the place to get it. It also has the function to
persuade customers that the product or service that an organization
providing is the best in term of value compare to competitors. Then, it
could remind consumers to take action which means purchase the
product. Subsequently, marketing communications are necessary and
essential factors for a business to be success. Marketing and
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communication are inseparable and it has become more important in
recent decades. Today, almost every organization is using marketing
communication to achieve their mission and vision.

Marketing communications is really the strategy that ties together
advertising, branding and digital marketing techniques.
Communicating with prospective clients is driven by content delivered
throughout many forms of media such as a web site, social media,
video, direct marketing, email marketing or any other form of
advertising.

An Offline and Online marketing communications strategy
designed to sell a product or service begins with understanding of the
foundation of where a company or product is positioned in the
marketplace, the objectives to communicate through their message
and reaching potential customers in a highly targeted fashion with a
goal of increasing the relevancy of each marketing message addressed
to offer a value proposition for each market segment. [1]

A strategic brand communications plan is an integral part of any
branding effort; communication strategy is an analytical approach tool
to combine creative efforts of the all team to recreate the right
advertising camping’s and publicity projects. Integrating a strategic
plan into your marketing efforts assures that you are reaching the right
audience at the right time to drive results for your brand.

A communication strategy is a plan to identify, describe and
structure action steps to develop campaigns aimed at the target with
which the brand wants to connect or that group audience that is
probably more attracted to buy, consume and recommend their
products. The strategic communication plan is developed to determine
which is the target of the product, the most appropriate and striking
message, the type of message to be sent, through which medium the
message will be most appropriate, and which advertising persuasion
techniques will be the most effective for the advertising campaign,
therefore, the components of strategic communication are:

— Obijectives

— Target audience

— Message: structure and format

— Channel or media

— Advertising: persuasive techniques and strategies
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The introductory part of the communications strategy should
briefly outline what your organization does, what its main functions
are and where it operates. It should also look at your organization’s
communications strengths, what has been successful and what hasn’t
worked well over the last five years, and so on.

The communication efforts should always be in support of a larger
organizational goal and every decision made in the field of strategic
forecasting should essentially rely on data from future periods. [2]
Companies have to be careful to never lose sight of the goal when
communicating. So, it is useful to say up front why you have
developed a communications strategy and what you hope to achieve
with it. Every business communication has a set of specific purposes
to achieve, whether it is information transfer, instruction, persuasion,
or transformation (or some combination of these).

Also, is important highlight, that effective communication strategy
should develop an integrated marketing communication message that
means, accomplish the same marketing objectives across different
communication medias used in the campaign. An effective integrated
marketing communication strategy will outline a core message,
highlight the competitive advantage, address the appropriate target
market, and tailor the message to fit supportive media channels.
Essentially, the message remains consistent, but the method of
delivery will vary across platforms. Start by analyzing the current
clients of the company and why they chose their products or services
it can be the best first research step to understand and determine the
target audience of the communication strategy.
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RULES OF INNOVATIVE MARKETING IN THE
TOURISM INDUSTRY

The modern tourism industry is built in such a way that you choose
your own destinations, buy tickets online, book hotel rooms, etc.
potential tourists are not afraid. Therefore, there are no obstacles to the
use of digital technologies in the field of tourism. Moreover, digital
marketing is able to solve a number of problems in the service sector,
in particular, the problem of forming the communicative competence
of the staff of such organizations (primarily, the ability to listen and
understand the customer).

Innovative marketing - interactive marketing of goods and services
that uses digital technologies to attract, retain customers and ensure
their consumer satisfaction. He, making "point™ strikes on the target
audience, provides opportunities to achieve the goals of the
organization without spending a lot of resources, without requiring the
presence of employees with fully formed communicative competence
(ability to speak and write, understand the feelings and emotions of
the interlocutor, perceive cultural differences and use communication
to address specific issues). Communication with the consumer in
digital marketing is carried out through intermediaries - the Internet
and mobile communications. And here doubts of the following kind
can arise. Internet advertising and mobile advertising are perceived in
most cases as spam, and therefore there are software products that
protect the user from unnecessary messages and calls. Indeed, sending
materials to all addresses without taking into account the
characteristics of the recipient - a waste of time, and the negative
perception of these messages by users only contributes to the
deterioration of the image of the sender. What then is the point of using
innovative marketing? In our opinion, everything is very simple:
applying it, you should not violate the laws and rules of "traditional"
marketing in the innovation dimension.
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The first rule, when conducting online advertising, you must first
determine the target audience. And only then, taking into account the
interests of the target audience, to develop an advertising appeal,
choose and use the appropriate means of information for this audience.
Therefore, if, for example, a travel company offers expensive trips to
Norway for low-budget individuals (retirees, students, etc.), the result
of such online advertising will be negative.

The second rule of organizing advertising events in traditional
marketing - a mandatory pretest of advertising, ie a preliminary check
of advertising tools before the advertising campaign to predict its
potential success or failure and identify possible errors. Conducting a
protest is advisable in the case of online advertising. To conduct a
small survey, to find out what emotions the advertisement evokes,
what people learn from it, what actions it motivates to take - this is just
a small list of questions that any marketer needs to know the answers
to, including "innovative". This is much more important for service
and tourism organizations - for a number of reasons, one of which is
the inseparability of service quality on behalf of the provider.
Accordingly, if the quality of online advertising carried out by a travel
organization is not good enough, then in most cases it is perceived by
consumers as a poor quality of the travel service itself. In addition to
the promotion of goods (services), digital marketing is designed to
facilitate the establishment of permanent partnerships with customers
- maintaining a database of customers, setting up and operating a
feedback system, online presentation of goods, documentation,
invoicing, payment and more daily work of the tourist organization
can be done automatically, without the involvement of staff or with a
minimum number of them. One possible answer to the possible
objections of opponents of digital marketing about where to go to the
vacated staff: they must learn, gain new skills to be able to "fit" into
the digital economy.

The third rule. It is necessary to change the system of views on
education and even mentality, and this is a complex and lengthy
procedure. However, the realities of modern times are such that no one
will be able to "stay away". Therefore, service and tourism workers,
realizing the importance of strengthening their competitive position in
the market, will eventually be forced to accept and use new
technologies.
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The fourth rule. When implementing innovative marketing,
organizations must remember that the main value of the enterprise in
the digital economy is the customer, who becomes a key figure in the
process of economic activity. This rule of "traditional™ marketing is
especially important for organizations in the field of service and
tourism, which can receive a stable income and profit only in the case
of maximum satisfaction of customer requests, as it is here that
dissatisfied with something immediately goes to competitors.
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ZAPASY: MIEDZY MARKETINGIEM | FINANSAMI

Podstawg dziatalno$ci kazdego przedsigbiorstwa jest produkt -
ztozona spoteczno-ekonomiczna koncepcja gospodarki rynkowej. O
sukcesie handlowym przedsigbiorstwa decyduje przede wszystkim
dostepno$¢  nowoczesnego, wysokiej jako$ci, przyjaznego
konsumentowi produktu, ktorego decyzje dominujg w catej strategii
marketingowej. Wynika to z faktu, ze produkt jest skutecznym
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srodkiem oddziatywania na rynek, gtéwnym celem przedsigbiorstwa i
zrodtem zysku. Ponadto jest centralnym elementem marketingu
mix. Cena, sprzedaz, komunikacja sa oparte na charakterystyce
produktu. Bioragc pod uwage powyzsze, mozemy zwroci¢ uwage na
tratno$¢ wybranego tematu badawczego.

Firmy gromadza zapasy gdyz nieekonomicznie bytoby za kazdym
razem dostosowywac strukture i wielkos¢ podazy do popytu (w
krotkim okresie). Zapasy petnig wiec role wyrdwnujaca natezenie tych
dwdch strumieni. Zapas gromadzony jest tez dlatego, ze zadna firma
nie jest w stanie przewidzie¢ wszystkiego, co moze si¢ wydarzy¢
(zar6bwno na rynku zaopatrzenia, jak i zbytu, a takze nie jest w stanie
przewidzie¢, kiedy zepsuje si¢ dane urzadzenia— cho¢ czasem mozna
obliczy¢ prawdopodobienstwo tego zdarzenia, a to jest juz informacja
co do mozliwosci ksztattowania poziomu zapasu cze¢sci zamiennych).
Aby zabezpieczy¢ sie przed mozliwos$cia wystapienia negatywnych
skutkéw niemozliwosci przewidzenia przysztosci, przedsigbiorstwa
tworza zapasy buforowe. Czasem zakup wickszej partii towarow
podyktowany jest mozliwo$cia wynegocjowania nizszej ceny czy tez
uzyskania rabatu. Sezonowa podaz niektérych dobr (np. ptodow
rolnych) niejako narzuca konieczno$¢ tworzenia ich zapasu — podaz
wystepuje tylko w okreslonym sezonie, za$ popyt jest przez caly rok.
W przypadku sezonowego popytu niektore firmy decyduja si¢ na
gromadzenie przez caly rok zapaséw wyrobow gotowych czy
polproduktéw, w celu minimalizowania kosztow produkcji.
Mozliwos$¢ narzucenia wyzszej ceny odbiorcom lub wiedza o zmianie
ceny w przyszlosci jest takze czynnikiem powodujacym zwiekszone
zakupy, a co za tym idzie zapasy. Kolejng przestanka do tworzenia
zapasow jest technologia wytwarzania produktow, np. konieczno$¢
sezonowania drewna.

Z drugiej strony brak zapasu tez jest czesto zjawiskiem
niekorzystnym, gdyz generuje koszty. Kosztem braku zapasow do
produkcji sa przestoje produkcyjne, koszty ,,zamowien na wczoraj”,
czy koszty zwigzane z utracong sprzedaza zwigzane z niezrealizowang
produkcja. Kosztem braku czesci zamiennych moga by¢ przestoje
produkcyjne, utracona sprzedaz, czy tez marnotrawstwo materiatow
do produkcji i czasu pracy w zwigzku z nie w pelni sprawnymi
maszynami 1 urzadzeniami wspomagajacymi i umozliwiajgcymi
realizacje produkcji operacji manipulacyjnych itp. Kosztem braku
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wyrobow gotowych jest przede wszystkim utracona sprzedaz, koszty
niezrealizowanych a podpisanych kontraktow i spadek reputacji
firmy, pociagajacy za sobg utrate klientow, a wigc przektadajacy si¢ z
jednej strony na nizszg sprzedaz w przysztosci, z drugiej za$ na koszty
zwigzane z koniecznoscia pozyskania nowych klientow.

W logistyce marketingowej, podobnie jak w praktyce biznesowej,
glowng uwage przywiazuje si¢ do zapasow, ktore jako kategoria
ekonomiczna znajduja si¢ na roznych etapach produkcji i obiegu oraz
stanowig zapasy. Gtowna czg$¢ calkowitych zapasow stanowia
zapasy |1 zapasy. Oddzielnie mozemy wyodrebni¢é zapasy
transportowe w ramach zapasow, ktore sa w trakcie dostawy od
dostawcow do odbiorcow. W obszarze dziatan marketingowych
decydujace znaczenie majg decyzje zwigzane ze stanem
magazynowym podmiotu gospodarczego. Aby zapewni¢ wysoka
jakos¢ obslugi, warto mie¢ zapasy towardéw wystarczajace do
natychmiastowej realizacji roznorodnych zaméwien konsumenckich.

Umiejetny proces dziatan marketingowych przynosi podmiotowi
gospodarczemu nastgpujace korzysci: - zwigksza si¢ mozliwos¢
obnizenia kosztow pracy i podniesienia optacalnosci dziatalnosci
produkcyjnej; - zmniejsza si¢ strata materialdw, poniewaz rdézne
przeptywy materiatow, zarowno migdzy podmiotami gospodarczymi,
jak 1 wewnatrz podmiotu gospodarczego, nieuchronnie prowadza do
wzrostu strat itp. konsumenci itp., czyli redukcja wszystkich aspektow
podmiotu gospodarczego, ktore s3 zwigzane z dzialaniami
marketingowymi.

Za cel zarzadzania zapasami w systemie marketingowym uwaza
si¢ koordynacj¢ wysitkow zmierzajacych do utrzymania zapasow na
poziomie, ktory zapewni  wzrost efektywnosci  dziatan
marketingowych jako cato$ci. W obszarze marketingu wszystkie
zapasy sa podzielone na zapasy, zapasy informacyjne, zasoby
finansowe, zasoby sily roboczej i inne zasoby. Umiej¢tny proces
dziatan marketingowych przynosi podmiotowi gospodarczemu
nastgpujace korzysci: zwigksza si¢ mozliwos¢ obnizenia kosztow
pracy i zwigkszenia optacalnosci dziatalnosci
produkcyjnej; zmniejsza si¢ strata materialdw, poniewaz rdzne
przeplywy materiatow, zar6wno migdzy podmiotami gospodarczymi,
jak 1 wewnatrz podmiotu gospodarczego, nieuchronnie prowadza do
wzrostu strat . W wyniku analizy dziatan marketingowych ustalana
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jest logika planowania procesu gospodarczego, identyfikowane sa
podstawy rentownos$ci podmiotu gospodarczego, podejmowane sa
niezbedne kroki w celu przeksztatcenia dziatan przedsigbiorstw w
podstawe dziatan marketingowych w przestrzeni rynkowej. W
dziedzinie zarzadzania zapasami marketing jest postrzegany jako
proces, ktory koncentruje sie bardziej na celach niz na procesach.

Zapasy promocji wyrobéw gotowych sg tworzone i utrzymywane
w kanatach dystrybucji w celu szybkiej reakcji na prowadzong przez
firm¢ polityke marketingowa promocji produktow, ktorej zwykle
towarzyszy szeroko zakrojona reklama w $rodkach masowego
przekazu. Zapasy te (najczgsciej dobr konsumpcyjnych) muszg
zaspokoi¢ ewentualny gwattowny wzrost popytu na produkty firmy.

Zapasy promocji wyrobow gotowych sg tworzone i utrzymywane
w kanatach dystrybucji w celu szybkiej reakcji na prowadzong przez
firm¢ polityke marketingowa promocji produktéw, ktorej zwykle
towarzyszy szeroko zakrojona reklama w $rodkach masowego
przekazu. Zapasy te (najczgsciej dobr konsumpcyjnych) muszg
zaspokoi¢ ewentualny gwattowny wzrost popytu na produkty firmy.

Z punktu widzenia przedsi¢biorstwa nie zawsze najkorzystniejsze
jest to, co wydaje si¢ korzystne z punktu widzenia dziatu finansowego
— korzystanie z odroczonych platnosci wobec dostawcow. Takie
krotkoterminowe zobowigzania przedsiebiorstwa powstaja gtdéwnie w
wyniku przyjetego trybu rozliczen za dostarczone towary Iub
swiadczone ustugi. Firmy, na wzor wtoski, korzystajg czesto z tego w
bardzo duzym zakresie. Oznacza to jednak pewne niebezpieczenstwa
— zgadzajacy si¢ na takie regulowanie ptatnosci dostawcy zawsze w
pierwszej kolejnosci obstuguja tych klientow, ktorzy ptaca gotdwka
lub maja krotkie terminy ptatnosci. Poglebia to — szczegdlnie przy
ztym planowaniu i czestych zmianach planéw produkcyjnych oraz
dazeniu do utrzymywania stosunkowo niskiego poziomu zapasow —
problemy zwigzane z zaktéceniami produkcyjnymi, spowodowanymi
przez nieciagtos¢ dostaw. Nalezy tez zastanowiC si¢, czy dostawcy
rzeczywiscie udzielaja tego kredytu za darmo. Odpowiedz jest
oczywiscie jednoznaczna — wliczaja koszt kapitalu w ceng
sprzedawanych produktéw (koszt ten powsta¢ moze np. na skutek
zawarcia przez dostawce umowy factoringowej. Nie jest to wiec tylko
1 wylgcznie utrata mozliwos$ci uzyskania rabatow.
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Ponadto kapital obcy moze mie¢ ujemny wptyw na kredytowanie
dostaw, zmniejsza elastyczno$¢ dziatania, zwicksza mozliwos¢
pogorszenia stanu finansowego firmy. Z drugiej strony, cho¢ wzrost
nalezno$ci pocigga za sobg wzrost kosztéw finansowania naleznosci
powstajacych w wyniku sprzedazy kredytowej, zwicksza jednak
zadowolenie klientow. Prowadzi wiec do wzrostu sprzedazy, a co za
tym idzie — zysku. Udzielanie kredytu kupieckiego przyczynia si¢
bowiem do zacie$nienia wspotpracy migdzy firmami.

W przypadku problemu wynikajacego z okresu regulowania
zobowigzan wobec dostawcow zaznaczyC nalezy, ze decyzje o jego
dtugosci powinny zapada¢ po uzgodnieniu punktu widzenia dzialu
zakupow. Powinien si¢ on moc wypowiedzie¢ na temat problemow,
jakie wydhluzenie tego okresu pociagnie za soba w postaci zaklocen
dostaw, wyzszych cen, wzrostu kosztow transportu w zwigzku z
konieczno$cig zwickszenia liczby dostawcow. Przedsigbiorstwo moze
unika¢ zagrozen powstajacych w ten sposob zwigkszajac stan
zapaséw. To jednak spowoduje wydtluzenie okresu obrotu
materiatowego. W ustaleniach uczestniczy¢ powinni takze
przedstawiciele strony produkcji i technologii w celu okreslenia
kosztow, jakie zaklocenia w terminach dostaw pociagna za soba.

W praktyce nie mozna wigc poprzesta¢ na prostej zaleznoSci
pomigdzy dtugoscia cyklu zapasow, naleznos$ci i zobowigzan. Nie jest
tak, ze im cykl zapasoéw i naleznosci krotszy, a zobowigzan dhuzszy,
tym lepiej z punktu widzenia efektywnosci funkcjonowania firmy.
Istotne jest nie skracanie (wydtuzanie), lecz znalezienie optimum.

Pozytywna rola zapasdéw jest to, ze zapewniaja ciggltos¢ procesu
produkcji i sprzedazy, bedac rodzajem bufora, ktory niweluje
nieprzewidziane wahania popytu, zaktocenia w dostawach, a takze
zwigksza niezawodno$¢ zarzadzania logistyka. Negatywna strona
zapasOw jest to, ze zamrazajg (unieruchamiajg) znaczne zasoby
finansowe i wolumeny wartosci towarow , ktore firma moglaby
wykorzysta¢ do innych celow, takich jak inwestycje w nowe
technologie, marketing i zwigkszanie wydajnosci pracy . Dodatkowo
wysoki poziom zapasow wyrobow gotowych utrudnia poprawg ich
jakosci, gdyz firma jest zainteresowana przede wszystkim ich
wdrozeniem przed innowacjami jakosciowymi.
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PROSPECTS FOR THE DEVELOPMENT OF
INTERNATIONAL INNOVATIVE MARKETING

The international state of the Ukrainian economy is currently such
that competition due to the price of the product is not effective, as it
can lead to a decrease in the company's profits and, consequently, the
deterioration of its financial condition. In this regard, non-price
methods of competition are of considerable interest. In order to remain
successful, the company needs an effective demand management
system, monitoring of consumer preferences, as well as internal
organizational infrastructure that allows timely transfer of knowledge
identified during the research to the relevant functional units. The
marketing aspect of enterprises is becoming more important. We have
determined that one of the most important elements of the marketing
complex is advertising.

Our surveys of respondents in Ukraine and in some European
countries allow us to conclude that in Ukrainian society there is a fairly
high level of distrust in advertising. Only 3-4% of respondents
admitted that they are trying to buy the advertised new products or
goods. 24% of respondents are guided by advertising messages when
buying food and 34% when choosing household appliances or
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electronics. The vast majority of respondents do not pay attention to
advertising when choosing the necessary goods (60% when choosing
food and 56% - household appliances or electronics), and some
significant number of respondents try not to buy the advertised goods
(12% when choosing food). and 7% - household appliances or
electronics). Almost twice as many respondents have a negative or
neutral attitude to advertising of the considered groups of goods than
the number of respondents, the choice of which is still influenced by
advertising.

From this observation we can conclude that advertising determines
the choice of only a third of the target audience when buying
household appliances, electronics and food. In turn, this indicates the
low effectiveness of advertising campaigns, as well as a small return
on investment in product advertising. To some extent, the low
efficiency of advertising determines the weak development of the
complex of international marketing of Ukrainian enterprises. At this
stage, Ukrainian companies are not able to imagine a marketing
management system that corresponds to the level of developed
countries. The development of the marketing aspect of the activities
of domestic enterprises is catching up, unable to ensure a leading
position in the international arena. In light of the acceleration of
globalization processes that have led to increased international
competition, this phenomenon forces the management of Ukrainian
companies not only to realize the impact of the existing international
marketing system on expected sales, but to invest significant resources
in improving the marketing approach. It is necessary not only to
manage distribution channels and detect changes in consumer
preferences, but also to manage demand. Namely: creating demand by
meeting the expectations and needs of potential buyers as accurately
and fully as possible, monitoring the reaction of the target audience to
changes in each element of the existing product, as well as managing
the pillars of international innovation among potential foreign
consumers. It is obvious that in order to increase the competitiveness
of Ukrainian enterprises both in the domestic market and in the
international arena, innovations in the field of international marketing
are needed.

Marketing intellectual innovation - the introduction of a new
method (technology) of marketing, including significant changes in
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the design or packaging of the product, its placement, market
promotion or pricing. Marketing innovations are necessary to increase
the pace of improving the overall level of development of the
marketing complex of Ukrainian enterprises and reduce the gap in
development with the level of developed countries. It seems
interesting to note that the most popular methods aimed at expanding
the composition of consumers and markets, as well as new methods of
promoting goods. While high-tech companies often prefer to introduce
new concepts of product presentation, in low-tech, focused on the
production of consumer goods, much attention is paid to changes in
packaging and design. In other words, only 2.4% of Ukrainian
enterprises are focused on continuous interaction with the consumer
and identify their needs, preferences and find ways to most fully meet
them. It is obvious that the level of marketing development in
Ukrainian business, as well as with such a low reserve of development,
concluded in international marketing innovations, most domestic
companies will not only invariably lose competition to foreign
companies, but also gradually lose loyalty due to actual consumers.
ignoring changing market conditions. To avoid such a prospect, the
management of domestic enterprises needs not so much to reform the
marketing department within the organizational structure, but to
reform the approach to business, vision of production realities through
the prism of marketing concept, and rethink the role of marketing in
the management of the enterprise. The department of international
marketing should become not the center of expenses, but the center of
investments, invariably promote increase of profit of the enterprise.
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PARADOXES OF INTERNATIONAL MARKETING

According to the results of the research, even some large
enterprises operating in the Ukrainian and international markets were
not ready for the rapid digital transformation of their business. This
leads to reduced profits, competitiveness. On the other hand, the
results of the study allowed the authors to formulate some paradoxes
of international digital transformation.

Paradox 1. The presence of a large customer base, customer
performance does not allow you to develop the right international
marketing strategy, if we talk about the formation of consumer loyalty
to the company. Practice speaks of the nonlinear relationship of
consumer opinion and behavior.

Paradox 2. The use of international marketing tools can
significantly accelerate the path of the consumer from a potential to a
loyal customer, the customer as a business partner of the company.
But the joy of the consumer is significantly influenced by his
emotional and behavioral experience of direct interaction with the
company's staff. Therefore, a combination of online and offline
formats in working with customers, potential consumers.

Paradox 3. International advertising not only promotes the
product, but also harms it. In general, society's attitude to advertising
is sharply negative. The results of our research show that as soon as
there is an advertising break in a popular TV show, the water
consumption of the population increases sharply: someone puts a
kettle, someone goes to the toilet. And advertising, it turns out, few
people watch. In any apartment building in front of mailboxes every
day grow piles of discarded advertising garbage if you stand and look,
then almost everything is thrown away without reading.

Paradox 4. International advertising tends to adorn the advertised
item. And the better she does it, the more effective she is considered.
However, the more effective the international advertising, the more
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frustrated the consumer will be and the more likely it is that even a
very high quality product will be underestimated.

Paradox 5. Anti-advertising can become advertising. That is,
advertising programmed for a negative effect can achieve the opposite,
positive effect. For example, cigarette manufacturers were required to
write on cigarette packs: smoking is harmful. Until recently, this
warning was printed in small letters. And, apparently, such anti-
advertising did not bring significant benefits, because recently
manufacturers were obliged to write about the harm of smoking in
very large letters in black on a white background - smoking kills - so
the inscription takes half a pack, clearly degrading the packaging
design. This anti-advertising, as explained, is aimed primarily at
young people. However, there is a clear underestimation of youth
psychology, often based on the denial of generally accepted behavioral
norms. Therefore, groups such as hippies, punks, etc. in the youth
environment from time to time gain very high popularity. To show
how cool I am, many very young people go for a lot, and an inscription
the size of a half-pack will not stop, but on the contrary (from the point
of view of this young man) will emphasize its steepness.

Paradox 6. International digital marketing makes our daily lives
easier and more convenient, but there is a paradox. Its essence is that
despite the fact that whether digital services and technologies meet
human needs, most consumers in the new reality do not feel
comfortable. To understand the impact of the digital economy on
society, Dentsu Aegis Network is conducting a global Digital Society
Index survey in 24 countries, including Ukraine. According to the
Digital Society Index 2019, more than 55% of Ukrainians believe that
their digital future has come too quickly. Only 27% of people in our
country believe that companies that store their personal data protect
their privacy (against 45% in the world). Seven out of ten people say
they will stop using the company's services if they find out that their
data has been used unethically.

Paradox 7. Confrontation of online and offline business. The
impact of internet marketing on online and offline businesses is
ambiguous. Although online business has taken a significant share of
the market in recent years, we do not believe that it will completely
replace offline business. Similarly, we do not believe that online
marketing of the "new wave" will eventually replace "traditional”
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offline marketing. In fact, we believe that they need to coexist in
parallel to provide a better customer experience. A survey by Google
shows that 90% of our interactions with the media are now broadcast
on the screen: smartphone, tablet, laptop and TV. Screens are
becoming so important in life that we spend more than four hours of
our free time each day using multiple screens sequentially and
simultaneously. Even when watching TV commercials, more than half
of consumers in Europe use a mobile Internet search engine. This trend
is reaching buyers all over the world.
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CONCEPTUAL APPROACH TO THE VISUAL
ADVERTISING DEVELOPMENT

Advertising has an informational and psychological impact on the
consumer, encourages him/her to buy goods or brands, awakens
emotions, associated afterwards with a particular brand, encourages
the purchase of goods or services. Nowadays, through the visual
channel the consumer forms the global picture, using both classic
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means and new methods of neuromarketing. Perception helps to
recognize and distinguish images, characterize and classify them. The
means of visualization used in advertising are text, lighting, colour,
composition, shape, font.

Patterns demonstrating each element of the means of visualization,
needed to substantiate the concept, are proposed by the authors in the
following projects of advertising campaigns. Thus, the composition,
i.e. the visual presentation added to the verbal content of the
advertising message is shown in the advert of the music festival "Show
Bill Picnic" (Fig. 1)

Figure 1 — Advertisement of the music festival "Show Bill Picnic"
(developed by the author Atamaniukova O.)

The basis of the advertising is the verbal message given on this
poster: the name of the event, the place where it will take place, the
list of invited musicians and the schedule of performances. Taking into
account the specific features, values and history of this festival, it was
decided to perform a visual component in the avant-garde style using
collage of photos and font in black, white and red.

The search for a creative advertising image is associated primarily
with the presence of specific, interesting, unique visual means of
expression that contribute to a more effective impact on the consumer.
The following pattern is related to a poster created by the author for
the seasonal Coca-Cola PR-campaign, while the basis for the
implementation was paintings of unknown artists with the emphasis
on products using different shades and colors (Fig. 2).
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Ai3HaNCA AK CMaKyE MUCTELTBO

Figure 1 — Outdoors advertisement of Coca-Cola (developed by
the author Atamaniukova O.)

Similarly, the attention is grabbed to the slogan "Learn how art
tastes", placed in the lower part of the poster, i.e. the analogy is made
that the drink itself is a piece of art and it has been created for ages.

Further, we present the conceptual approach to the visual
advertising development (Fig. 3). At the initial, pre-project stage, we
analyze the situation. First of all, the basic idea of advertising is
created, visual and optimal distribution channels are determined.
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Figure 3 - Conceptual approach to the visual advertising
development (developed by the author)

Then, the collection of any information relevant to the advertising
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object and the interpretation of the functional properties for the future
design take place. Next, it is necessary to analyze the visual culture of
the audience, advertising will be targeted at. For this purpose, various
additional studies are conducted to determine the age, gender, pattern
of consumer behavior, his/her character, etc. After determining the
target audience, it is necessary to analyze similar advertising
campaigns, their methods applied, and to decide whether they need
modernization and improvement. Information resources can be any
means related to selected analogues (catalogues, magazines, Pinterest,
etc.). The following step will be the concept design. At this stage, the




development of the basic visual idea of advertising takes place. There
is a determination of the semantic and emotional content of advertising
on the basis of ideological and thematic basis. The main task of this
stage is to structure the idea, to determine the semantic orientation of
the goal and the task of the visual component of advertising. At the
stage of visual search for solutions, each visual element of advertising
is considered separately, but depending on each other. Color, light,
shape and font are selected directly from the information we worked
out in the early stages of development. The penultimate stage of of the
visual advertising development involves the formation of a
compositional image. Thus, the practical decision of a parity of
various elements of visualization to each other, their semantic and
emotional maintenance is carried out. The important component of
this stage is the analysis of the composition, its integrity, the proposal
of different variations. The final stage is to provide a general picture
of the advertising idea and justification of the project decision. The
effectiveness of the advertising, the assessment of the image from the
emotional, informational and aesthetic point of view is determined.
Trial marketing is carried out to obtain practical results.
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CURRENT TRENDS IN INTERNATIONAL
MANAGEMENT AND MARKETING

Advances in information technology have made a very significant
contribution to international economic processes. The effectiveness of
international economic work in the modern world is directly
dependent on the intensity of information transformation, and the main
result of the evolution of information technology was the emergence
of the Internet and the Internet economy. To date, many international
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companies have switched their work to the mode of Internet projects,
or supplemented it in a similar way. This is primarily due to the fact
that doing international business via the Internet is more profitable
from an economic point of view than traditional business. In addition,
an increasing number of consumers around the world are starting to
buy goods and even services online. Accordingly, international
competition between various marketing researches on the Internet is
growing every day. The success of international online marketing in
today's market is highly dependent on the right choice of international
marketing management strategy. In a literal sense, the international
Internet economy is the use of advanced information tools in
international business. In this process, there are a number of related
terms related to this category: network economics, e-commerce, e-
business, progressive economics, digital management, etc. If we
consider that the network economy is a set of information tools in
business, ie the relevant area of production and commercial activities,
where any firm or person has an urgent opportunity to interact at the
lowest cost with any firm or person for joint activities, trade relations,
information exchange. In this case, the terms "online economy" and
"online economy" are interchangeable. It is necessary to distinguish
the economy on the Internet in the perspective of the common types
of financial work carried out on the Internet using the methods of
modern Internet marketing.

Current changes in digital management and marketing are divided
into three major groups, for a more accurate understanding of them:

1. Innovations in management methodology consist in the
formation of new directions and branches in the concept of
management: synergetic management; gender management; network
management;  creative  management; team  management;
communicative and communication management.

2. Innovations in the internal structural subtypes of a single
management, which in large corporations and firms in different sectors
of the economy are divided into: production management, marketing
management, financial management, personnel management, foreign
economic management, innovation management, etc. In modern
production management there are innovations in the company of
manufacture, resource saving, in industrial and constructive specifics
of let out production which change technology of manufacturing and
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its management. Directions and patterns of formation of innovation
processes in industry will improve the methods and ways of solving,
taking into account the main conditions and circumstances that
characterize the effective implementation of the process of modern
production management.

3. Innovations in the field of science and practice of unified
management and marketing. It directly belongs to the mechanisms of
international management, as a combination of interdependent
elements of influence on the object of management. The difficulties
and multifaceted nature of modern international management are
especially noticeable today in the methods of managing the
organization. Conditions and factors of simplification of the
environment of functioning of the organizations, incorrect images of
the real and conditional reality force to develop ways of achievement
of the purposes of the organization. In connection with the
transformation of organizational management structures, new vectors
of formation of methods of self-government and self-organization.

Thus, modern and updated methods of studying the science of
management, the essence and formation of modern management,
current trends in theoretical and methodological research in the field
of management, changes the training of managers in public
institutions. Thus, the development of international digital
management and marketing is due to the processes of globalization
and integration, technology improvement, strengthening the division
of labor, the spread of information technology in the international
market.
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CO PRZYCIAGA POLSKICH TURYSTOW
NA UKRAINE ZACHODNIA?

Badanie dotyczy oceny istotnych elementow turystyki, waznych
dla Polakéw na Ukrainie Zachodniej jako dawnym terytorium
Rzeczypospolitej (Kresy). Wyniki badan pozwalaja na szersze
zrozumienie tego rynku.

Kresy Wschodnie to termin, ktory jest uzywany dla wschodniej
czesci II Rzeczpospolitej. Byl to obszar w duzej mierze rolniczy i
wieloetniczny, zajmowat blisko polowe terytorium przedwojennej
Polski. W wyniku zmian granic powojennych, terytorium obecnie
znajduje si¢ poza granicami Polski.

Osoby, ktore udaja sie na dawne tereny Rzeczpospolitej nazywane
sg turystami sentymentalnymi. Definicje turystyki sentymentalnej
wigza si¢ z emocjami, poszukiwaniem tozsamosci, wartosci i miejsc
zwigzanych z rodzing i przodkami. Baraniecki (2001) definiuje ten
rodzaj turystyki jako odwiedzanie miejsca urodzenia przez emigranta
lub jego potomka badz odwiedzanie kraju przodka. Motywacje
sentymentalnych turystow wiagza si¢ takze z odwiedzaniem waznych
miejsc polskiej kultury, historii i dziatalnosci Wielkich Polakéw
(Cynarski i Cynarska, 2009). Takie sg motywy odwiedzania polskiego
dziedzictwa na zachodniej Ukrainie

Badanie zostalo przeprowadzone wsrdéd polskich turystow
przebywajacych we Lwowie w latach 2017-2018 na losowo wybranej
grupie 425 osob, z czego 400 respondentdw poprawnie iw pelni
wypehito ankiety.

Motywy przyjazdu os6b powyzej 45 roku zycia byty inne niz os6b
ponizej tej granicy wiekowej. Pytanie dotyczace gtownych celow
wizyty obejmowato 20 opcji do wyboru oraz mozliwos¢ dodania
wiasnej odpowiedzi, w tym poznanie miasta partnerskiego i lokalnej
kuchni. W tym pytaniu mozna bylo oznaczy¢ kilka celow,
porzadkujac je liczbami. Pierwsze dwa motywy przyjazdu zbiegly si¢
w obu grupach wiekowych, czyli zwiedzanie zabytkéw zwigzanych z
Polskg oraz poznanie Ukrainy. Dla o0s6b powyzej 45 roku zycia
kolejnym powodem do podrézowania bylo odwiedzanie miejsc
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rodzinnych, miejsc o0 znaczeniu historycznym oraz poszukiwanie
korzeni i genealogii, podczas gdy mtodsi respondenci uplasowali
wypoczynek, zainteresowania historyczne, odwiedzanie rodzinnych
miejsc, zakupy i udziat w wydarzeniach kulturalnych.

Zainteresowanie  poszukiwaniem korzeni 1  genealogia,
odwiedzaniem rodzin, celami religijnymi bylto czestsze wsréd osob
starszych. Mlodsze osoby wykazywaly wigksze zainteresowanie
zwiedzaniem Ukrainy, rekreacja, zakupami i rozrywka.

Jesli chodzi o rdéznice regionalne, mozna zauwazy¢, ze osoby z
wojewodztw wschodnich (lubelskie, podkarpackie) wykazywaty
wigksze niz pozostali zainteresowani wypoczynkiem i uczestnictwem
w wydarzeniach  kulturalnych. Zebrani, ktoérzy najczesciej
podrézowali w poszukiwaniu korzeni i genealogii, mieszkali w
wojewodztwach matopolskim, dolnoslaskim i §lagskim. W przypadku
zainteresowan historycznych najbardziej przejawiali je mieszkancy
wojewodztw opolskiego, mazowieckiego, matopolskiego,
podkarpackiego, §laskiego i lubelskiego.

Znaczna cze$¢ badanych (59%) wskazala, ze jest pochodzenia
kresowego, a 36%, ze odwiedzila miejsca zwigzane z rodzina,
przodkami lub przesztoscig na Ukrainie.

Oprocz pobytu we Lwowie polscy tury$ci wyjezdzali do innych
miejscowosci turystycznych lub obszaréow zwigzanych z ich
pochodzeniem lub zainteresowaniami. Na przestrzenny uktad
potaczen wptyngta zaré6wno dostepnos¢é komunikacyjna, jak i
atrakcyjno$¢ turystyczna. Znaczna czg$¢ badanych (38%) nie
odwiedzita podczas pobytu we Lwowie innych miejsc. We Lwowie
najwicksza popularnoscig cieszyly si¢ Ratusz, Opera Lwowska,
Wysoki Zamek i Cmentarz Lyczakowski. Pozostali natomiast w
pytaniu otwartym wskazali, ze udali si¢ do Kamienca Podolskiego
(16% wszystkich odpowiedzi), matych miejscowosci zwigzanych z
ich pochodzeniem (15%), Krzemienca (12%), Zotkiew (10%), Iwano-
Frankowska (10%), Tarnopol (9%), Truskawiec (9%), Drohobycz
(7%).

Analizujgc odwiedzane miejscowosci w podziale na grupy
wiekowe, nie stwierdzono istotnych osobliwo$ci, ale osoby
pochodzenia kresowego czesto odwiedzaly mate, nieturystyczne
miejscowosci 1 wsie zwigzane z ich pochodzeniem.
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Ze wzgledu na stabg promocje¢ wydarzen w innych lokalizacjach, a
takze inne niedociaggni¢cia, np. brak lub znikoma promocja
miedzynarodowa, analiza tych powigzan nie jest tak bogata, jak
moglaby by¢. Ze wzgledu na swoje potozenie, infrastrukture i
dostepnos¢ komunikacyjng Lwow jest czesto punktem wyjscia dla
wycieczek do innych miejscowosci turystycznych. Na Wotyniu
respondenci odwiedzili tylko cztery miejscowosci.

Identyfikacja motywacji  turystow dostarcza informacje
organizacjom, ktore §wiadczg ushugi turystyczne. Biorac pod uwage
wyniki badan wazne jest aby zrozumie¢, ze mlodsi tury$ci moga mie¢
sentyment do Kresow, ale w przeciwienstwie do starszych turystow
zwracaja wigksza uwage na inne czynniki, takie jak jako$¢
infrastruktury i dostepnos$¢ informacji. Polskie dziedzictwo zostato
przez wielu zidentyfikowane jako gtdéwny powod podrozy, ale wazne
sa tez inne elementy, jak odwiedzanie rodzinnych miejsc,
poszukiwanie korzeni, historycznych zainteresowan, poznanie
Ukrainy. Najwigkszg rozbiezno$¢ miedzy grupami odgrywat stosunek
emocjonalny do badanego obszaru, osoby starsze ocenili go wyzej.
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3. MANAGING INNOVATIVE DEVELOPMENT ON
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EKOIHHOBAIIIIL I EKOJIOTTYHA BIJINNOBIJIAJIBHICTD
MAPKETHUHI'Y

AKTyanbHICTh €KOJIOTIYHMX I1HHOBaWid Yy CydacHOMY Mepioai
3YMOBIIIOETECS THM, IO caMe 3apa3 y 3B’S3Ky 3 0COOJIMBOIO yBarol
CYCIIIILCTBA IO TPOOIEM eKOJIOTii BOHH CIPHUSIOTH IiJBUIICHHIO
KOHKYPEHTOCIIPOMOKHOCTI ITiIMTPHEMCTB 1 TX IPOAYKIIii i MOXKIIUBOCTI
BHUXOJy TIANMPUEMCTB Ha 30BHIIIHIN PUHOK, JI¢ BiAMOBIAHI BUMOTH €
HaHOIBIIT JKOPCTKUMHU.

Po3BUTOK KOHIENLII X0JICTUYHOIO, COLIaIbHO-BIAIIOBIAAIEHOTO
MapKeTUHTy TICHO TOB'SI3aHMK 3 TOMYJISIPHOIO HHHI JOKTPUHOIO
CTaJOr0 CYCHIIbHO-€KOHOMIYHOTO PO3BHTKY, SKa CIUPAETHCS
30KpeMa Ha HEOOXIiJHICTh EKOJOori3amii €KOHOMIYHOi IisIbHOCTI,
30epeKeHHs]  MPHUPOJHO-PECYPCHOTO  CEpPEeIOBHINA,  aJICKBaTHE
MO€EAHAHHS MEXaHi3My TOCIIOIaPIOBAHHS 3 3aXUCTOM JIOBKIJUISL.

3a rnobanbHUM iHHOBauwiiHUM iHAekcoM y 2019 p. Ykpaina
mocimana 47 wmicue cepen 129 kpaiH CBiTY, OO € HEMOTaHUM
pe3ysibTaToM, OCOOJMBO BPaxoBYKOYH, 10 TmopiBHsHO 3 2013 p.
VYkpaina y 1poMy pedTUHTY nepemicTriacs Ha 23 mo3uii yBepx [5].
[Ipore cyTTeBO TipmHIOD € CHTyalis y Hammiii KpaiHi CTOCOBHO
iHHoOBaii y cepi ekomorii. Y 2019 p. cepen 180 kpain cBiTy 3a
Innexcom exomoriunoi edextuBHocti (EPI) Ykpaina nocigana 109
MiCIle — TaKWil MMOKa3HWK IIe MOXKHA Oysi0 O BBa)KaTH MiHIMaIIbHO
3aJ0BIILHUM, HpoTe cepen 43 eBpomeichkux KpaiH YKpaiHa
ornuHMIacs Ha 41 wmicili, o peasbHO CBIIYUTH MPO KaTacTpodiuHy
cuTyaulito y 1ii cdepi. 3a piBHEM palioHaJIbLHOTO BUKOPUCTAHHS i
SIKOCTI BOJHHX pecypciB Ykpaina 3aiimae 95-e wmicue 3 122 kpain
cBiTy. Ha Tu1i BipoBajpKeHHS pUHKY 3eMJIi CIIiJl 3a3HAYHMTH, IO CTaH
3eMeNbHUX pecypciB B YKpaiHi TakoK OJIM3bKUN 10 KPUTHUIHOTO:
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3a0pyaurenHs 0nm3pko 20% Tepuropii, eposis 61u3bKo 57,5% 3eMensb,
mopivHi BTpatu rymycy — 0,65 1/ ra [4].

Crin 3a3HAYMTH, MIO OKPEMi MOKa3HUKH, SIKi XapaKTepU3yIOTb
€KOJIOTIUHY CUTYallil0, B Pi3HUX HaBiTh €KOJIOTIYHO KpalIuX KpaiHax
CBITY JIy’K€ CHJIFHO BapiioloTh. Tak, yacTKa BiTHOBIIOBAHOI €HEPrii y
BaJIOBOMY KIiHIIEBOMY cITOkMBaHHI eHeprii y Hopserii craHoBHTH
69,4%, y UlBewii - 53,8, B ABctpii - 33,5%, a y Benukiit bpuranii i
Hinepmannmax - 9,3 i1 6,0 BimcoTkiB Bignmosigao [3]. CBiTOBI Jigepu 3a
IHIEKCOM CTaHy HaBKOJHIITHKOTO cepenopuma — Oimmstamis (99,35) i
Icnannis (98,41) mocimatoTs y TOM ke 4ac cepen KpaiH €Bponu iuiie
BiAmoBigHo 24 1 22 Micle 3a IHAEKCOM KHUTTE3IATHOCTI EKOCUCTEMHU.
IIpote YkpaiHa mpakTU4HO 3a BCIMa €KOJIOTIYHUMH IOKa3HUKaMH
3HaXOAUTHCSI y APYTiil MONOBHHI €BPONEHCHKUX PEUTHHTIB.

Omxe, (opMyBaHHS PHHKY CEKOJOTIYHHMX IHHOBAallidl € myxke
aKTyaJbHOIO TIpobnemoro 1 Ykpainu. HeoOxigHuMu € HanmexHUN
piBEHBb €KOJIOT1YHOTO TMOIMHTY, €KOJIOTIYHA Opi€HTAIlisl BHPOOHHUIITBA,
CTBOpEHHS i MiATpUMaHHS MOTHBOBaHOCTI cy0’€eKTiB
TOCITOJIAPIOBAHHS Y BUPIIIEHHI MPOOJIEM eKOJIOTi3aIlii.

BupoOHUITBO 1 peamizalisi €KOJIOTI9HNX TOBapiB TICHO TOB’s3aHi
3 MapKETHHIOBUMH KOMYHIKAIiIMH, SIKi € BaKJIMBUM YHHHUKOM
3a0e3MeUeHHs 1X YCIiXy Ha PUHKY, aJKe KOHKYPEHTOCIIPOMOKHICTh
€KOIHHOBAIlIHHUX TOBApiB BEJMKOK MIpOI0 3aJeKUTh BiA IMIIKY
BUPOOHHWKIB B OYax CIOXWBadiB. JlyMKy IrpoMajcbKOCTI HEOOX1IHO
HAJIC)KHAM YUHOM (OpPMYBAaTH, TOMY BaXKIIMBUMH € PI3HOMaHITHI
KOMYHIKAIliiiHi 3aX0oAM — TIPOBENCHHS TIpe3eHTalliid, Tpec-
KoHepeHlid, y4acTb Yy  BHCTaBKaX,  PO3MOBCIOKEHHS
iHpOpMaIITHUX MaTepialliB TOIIO.

Ha sxanb, ekoyioriyHa TeMaTHKa JOCHTh YaCTO BUKOPUCTOBYETHCS
JUIsl IPOCYBaHHsI HA PUHOK NMPOAYKTIB 3 yJaBaHUMH €KOJOTTYHUMH
BJIACTUBOCTSIMH, 3BHYAKHI TOBApHM YW OpeHIM TMOJAIOTBCS SIK
€KOJIOT1YHO OCOOJNUBI, IO (aKTHYHO O3HAYA€E CIIEKYJIOBaHHS Ha
CYCIIJIbHIM 3HAYMMOCTI E€KOIHHOBAIlid JJs JIOCSATHEHHS CYTO
KoMepUiHuxX wnined. Takuii HampsiM MapKETHHTY OTPHMaB Ha3BY
rpinBomuHT [1]. Bigomi Taki rpiHBOmIMHrOBI adepu sK MPOMOIis
EKOIJIACTUKY, SIKUH 3aMiCTh IIOBHOT'O CaMO3HUILEHHS PO3MaZaBcs Ha
NpiOHI TJIACTHKOBI YACTUHKH 1 TAKUM YMHOM 3aJIMIIABCS Yy MPHUPO,
AQHOHCYBaHHS BUPOOHHIITBA OJHOPA30BOTO IMOCYAY 3 KPOXMAIIO 3
MPUXOBYBaHHIM BMICTY Y HhOMY IUIACTHKY. BUKOpuCTaHHS 3e1eH0ro
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KOJBOPY, 300pakeHb JINCTOYKIB, JEpeB IMiACBIIOMO aCOIIIOETHCS 3
€KOJIOTIUHICTIO, XO04Ya peajbHO HIAK HE CIPHSIOThH BHPIMICHHIO
exosoriunux npodaem. TM “MopiinHcpKa” oYaia HaroJouryBaTt y
peKIaMi, Mo BUKOPUCTOBYE “IIIe MEHIIE TUIACTUKY 0€3 YTOYHCHHS
KUIBKICHHUX NTOKa3HUKIB TAKOTO 3MEHILICHHS.

Y Bumagkax, KOMW IHHOBAmii MarOTh peagbHE EKOJIOTiuHe
3HA4YeHHS BiZOOpa)KeHHS LBOr0 (PaKTy MEPEeBaKHO CTAE€ TOJOBHUM
apryMeHTOM YCi€l MapKEeTHHTOBOI 1 peKiIaMHOi KaMTaHii BUpOOHHUKA.
Taxk, y 2019 porti Ha puHKax KpaiH A3ii movanacs peaizailis MacokK 3i
3MiHHUM QiTbTPOM, SIKHi O10Ky€e yacTUHKH po3Mipom a0 0,00005 mm
(o HaOyno 0coOJMBOTO 3HAYCHHS NPH TMOAANBLIIOMY PO3BUTKY
nauzaemii), [axiticeka dipma Nanoclean Global modana BupoOHUIITBO
HAHOQIBTPIB, SIKi PO3TAIOBYIOTHCS Y HI3APAX JIOAUHH i BUKOHYIOTh
aHaJoTiuHy 3axucHy (yHKmio, kommanigs Smoking Cabin SG
BIIPOBaMIIa BUPOOHUIITBO 1 MOCTa4aHHSA KaOIHOK Ui KYpINB, SKi
JO3BOJISIIOTH TTOBHICTIO OYMCTHTH TIOBITPS, IO BUXOJIUTHh HA30BHI,
lkea mowana BUpPOOHMITBO BIKOHHUX 3aHaBicok Gunrid, sKki
BUKOHYIOTh JOJIATKOBY ()YHKIIIF0 OYHINEHHS TOBITPS 1 3HUIICHHS
TOKCHHIB y IpUMinieHHi [2].

CorjiayibHa  BIANOBIJANBHICT,  Oi3HECY TOBMHHA  30KpeMa
BTUTIOBATUCS y BIPOBA/DKEHHI EKOJIOTTYHUX TOBApiB 1 iHINIaTHB.
Bumora Takoi BiNOBIJAIBHOCTI TOBHICTIO TOIIMPIOETHCS 1 Ha
MapKEeTUHTOBY JisTIbHICTB, SIKa TIOKJIMKAaHA HE TUTBKU 3a0e3revyBaTu
KOMEPIIMHUH yCIIiX, alle i CIPUITA BUPOOHHUIITBY Ta BUBEJICHHIO Ha
PUHOK €KOJIOTIYHOI MPOYKIIii i PO3BUTKY MOMHUTY Ha Hei.

CnHCcOK BUKOPHCTAHUX JIIKEPeJI:
1. I'piHBOIIMHT: SiK OPEHIU BAAIOTh, 1110 BOHU “ek0” [ EnekTpoHHMi

pecypc]. — Pesxxum JIOCTYITY : https://www.the-
village.com.ua/village/city/eco/286807-greenwashing.
2. Exomnoriuni inHoBauii [Enextponnuit pecypc]. — Pexum

noctymy : http://www.management.com.ua/tend/tend1135.html.

3. Exounoro-eneproe)ekTMBHI iHHOBALi{HI TEXHOJOTII K (QaKTop
PO3BUTKY  COLIAJIbHO-CKOJIOITYHOI  BiAMOBIAAIBHOCTI  Oi3HECY
[EnexTponHuii pecypcl]. - Pexxum JIOCTyIy :
http://www.kdu.edu.ua/Documents/KSNR_economica_2019/w16.pd
f.
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4. Maprienko A. 1. Exkomoriuni iHHOBaIlii B perioOHATbHIN
iHHOBamiiiHINA cucremi [Enekrponnuit pecypc] / A. 1. Maprierko, C.
A. Bounapenko // EpextusHa exonomika (EnekTpoHHHU KypHAIT). —
2015. - Ne 8. - Pexum JIOCTYIY
http://www.economy.nayka.com.ua/?0p=1&z=4232

5. The Global Innovation Index 2019 [EnextponHwmii pecypc]. —
Pexxum poctymy : https://www.globalinnovationindex.org/analysis-
indicator.

Tl'apmam C.B., ctapiuuii BUKIagay
HanionansHuii TeXHIYHUHA YHIBEpCUTET «XapKiBCHKHUN
MOJITEeXHIYHUN THCTUTYT»

ATPECUBHUI MAPKETHHT SIK IHCTPYMEHT
NIJIBUIIEHHSA IPUBYTKY YKPATHCBKHX
OIIEPATOPIB MOBIUIBHOT'O 3B’SA3KY 3A HAB’SI3AHI
HOCJIYI'H

3araipHOBIIOMO, IO €JUHOTO BHU3HAYEHHS arpecUBHOMY
MapKeTHHTY He iCHy€. [HO/II MOBa MIeThCs PO KOMILIEKC M, IHOMI —
po 1ty ¢inocodiro.

«OcCHOBHa TiepeBara arpeCMBHOTO MAapKETHHTY TIOJIATA€ B TOMY,
o0 MOro MoO)KHa BUKOPHUCTOBYBAaTHM B THpoJaxax Oyab-KOi
cnpsiMoBaHocTi. He3anexxHo Bix Toro, sikuit ToBap abo nociyra Oyme
Mpo/iaBaTHCA 32 JOMIOMOTOI0 JaHOTO BUIY MapKETHHTY, caM IpoIec
POy 3aBXIU OyZe HEe3BHYAHHHMM I BUMaraTuMe OUIbII TOHKOTO
OiAX04y A0 KOXHOro 3 Horo eramiB. ATrpeCHMBHHUH MapKETHHT
po3paxoBaHWH Ha ONMCKABUYHWN pe3ynbTaT, a HE Ha JOBTI
BHUCHAXIJIMBI nieperoBopm» [1].

[Ipu upoMy «... arpecHBHUI MapKETHHT - e Tpa 3 mancamu 50/50.
CrnioxuBay MOKe SIK 3pOOMTH MOKYIIKY IiJl HAIOPOM MapKeTOJIOTIB i
MeHeJDKepIB 3 MPOJaKy, TaK 1 OIrTH BiJ KOMMaHIT MOMYyXY, 30epirim
npo Hei HenmpueMHi croragd. 3 wiel NPUYMHM YacTo LEH BHUI
MapKETUHTY ACOLUIOETHCS 3 IAXPalCTBOM, IICUXOJOTTYHUM THCKOM,
MaHIMyJIOBaHHIM 1 HaB sS3yBaHHSAM HENOTPIOHUX CHOXHBAaYaM
TOBapiB 1 mocayr» [2].
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PosrissremMo cutyartiro 3 migBumieHHs TapudiB y HpyaHi 2020 poky
koMmmHier0 «KuiBcTtap» 3a HajgaHHS MOCITYT MOOITBHOTO 3B’S3KY.
AbGoHeHTaM Oyn0 HaIicllaHO TOBIAOMIJICGHHS TMpO 30UTbIICHHS
aOOHEHTCHKOI IUIaTHI Maibke Ha 25 % 3a [IBa TIXKHI IO CaMoro
30inmpmrenHs. Ilpomonyerbes 30impmenHs Tpadiky, AKUA 1 Tak
MOBHICTIO HE BHKOPHCTOBYBaBCsA. I[IpM IbOMy MOXHA YCHIIIHO
3alpoBaXKyBaTH HAaIMEHII 3aTPaTHUH IHCTPYMEHTAapii arpeCUBHOTO
MapKeTHHTY TIpH MOXIUBIN «HEMPO30pii» Tpi yCIX OCHOBHHUX
«TpaBIiB» YKPaiHCHKOTO PUHKY MOOITEHOTO 3B’ SI3KY.

«SIk po3mOBIB roJI0Ba AHTHMOHOMOJBHOTO KomiteTy FOpiii
TepentheB, B AMKY  OaxaroTh 100auuTH  EKOHOMIYHE
oOrpyHTYyBaHHs 3MiHH TapudiB. BiH 3ayBakuB, M0 pO3CIiqyBaHHS
MPOBOJUTHCS 3371l TOro, abu 3'ICyBaTH, YM HE Ma€ 3MOBH Cepejl
OIepaTopiB 1 YM HE BBOJATH BOHM B OMaHy CBOIX KJi€HTIB. 3a 12
MicAIiB a0OHEeHTaM Tapu(HUX IUIaHiB 3 28-IeHHUH Tapuikaiieo
JOBENIEThCSl OIUIATUTH 3B'S30K 13 paziB. CkopoTHBIIKM TepMiH mii
Tapudy, onepaTopu NpsMO He TOPYIIYIOTh 3aKOH, 3a3HAYHUB €KCIIEPT
puHKY TenekomyHikamiii Poman Ximiu. 3a #oro crioBamu, depe3
€KOHOMIYHY KpHU3y BEIHKAa KUIBKICTh BHUPOOHHKIB TOBapiB Ta
MMOCTAYaJIbHUKIB TMOCIYr OyJiu 3MYIIEHI BJaBaTUCSA IO IMOAIOHUX
MapKeTUHTOBUX TpPIOKiB. EKcmepT Haronocus, 3aKOHOAABCTBO
nependadae, 10 OMepaTopyd IMOBWHHI IMOBIAOMIISATHA KII€HTIB IPO
3MiHY yMOB Tapudy, aje Crocio, B KWl BOHU MAlOTh 1€ 3pOOUTH,
JEeTalibHO He mpornucanuiiy [3]. «Omxke, HEOOXIIHI YITKO MPOIMUCAHI
3aKOHO/IaBUi aKTH, SKi 3aXWINAIOTh IIpaBa CIOXHBAdiB, y pasi
BUHHUKHEHHS CYIEPEWINBUX CUTYaLii.

KaprenbpHuil 3roBip MOHOMOMNICTIB YKPaiHCHKOT'O PHHKY 3B’SI3KY,
SIKUM Ma€ Ha METI MaKCHMIi3allif0 IPUOYTKIB, SIK HACIIJIOK — BJIaCHE
30araueHHs 3a paXyHOK CIIOKUBaYiB IXHiX MTOCIYT Mae Aye CYMHIiBHI
MEPCIEKTHBH 3 TOYKH 30pY COIaJIbHO-OPIEHTOBAHOI CHUCTEMH
YIPaBIiHHS MiJIPUEMCTBOM, SIKIIO TIJIbKH BEKTOP TAKOT'O OPIEHTUPY
HE HanpaBJIeHMH Ha 3aJ0BOJICHHS BJacHUX iHTepeciB. Jlyxe «io-
YKPaiHCBKM»: SIKIIO MOXXKHA HAKUTHUCA — TUIBKM 33 PaxyHOK
OmKHBOTO» [4].

3apa3 Bke He 3ragyloTh Opo TapudHUi wiaH 3 28-ICHHOIO
Tapu(ikaliero, OCKUIbKM 3apa3 OCHOBHI 3yCHIUISL OIEpaToOpiB
YKpaiHCBKOTO PUHKY MOOUTFHOTO 3B’SI3Ky HarpaBlieHI Ha 3HUIICHHS
«IiTBroBUX» Tapu(iB (BiIHOCHO HU3BKUX TAPU(PHUX TUIAHIB).
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CporozHi BBa)KAa€ThCS, IO HAJAHHS JIOTICTUYHHUX TOCIYT 1HOMI
MOke OyTH BHpIIIATEHUM y O0pOTHO1 3a MOTEHIIHHOTO KITI€HTA, aje
«HAB’SI3yBaHHS»  JOAATKOBHX  KOHTEHT-TIOCIYT  YKPaiHCHBKUMHU
orepaTopaMu MOOITBHOTO 3B’S3Ky CBOIM aOOHEHTaM BXE CTajo
3arajxbHOIO MPAKTHKOK. «OOCATH MPOIaXKiB TAKUX MOCITYT 3pOCTAIOTh
3 KO)KHUM POKOM. 3a HAIIIOI0 OIIHKOO, CYKYITHWUH AOXiA Bim HUX Y
2017 poui mepesummB 1 mupa rpH! BusHauuTH, sika yacTuHa
OIUIAYEHWX  KOHTEHT-TIOCAYI  HAclpaBili  HE  3aMoBJsLIacs
CHOXKMBAYaMH, TOBOJI ckiamHo. OmHAK, HaBITh SKIIO MPUITYCTHTH,
mo Takux 10%, To 30MTKH CIIOKMBAYiB CKJIAAar0Th He MeHire 100
MJIH. TpH. Ha pik. [Ipobnemy Bu3Hae i perymsarop — HamionansHa
KOMICIisI, IO 371MCHIOE Nep)KaBHE PETYIIOBAaHHA y cdepi 3B'I3Ky Ta
iHpopmaruzauii. ¥ cBoemy 3BiTi 3a 2018 pik BoHa BKasye, mIO
MiAKITIOYECHHST OTEpaTopaMyi KOHTEHT-MOCIYr Oe3 3rofu abOHEHTIB
Oyino onmHi€l0 3 NBOX OCHOBHUX mpoOinem B 2018 pomi (mpyra -
BIJICYTHICTh Tapu(HUX IUIaHIB Oe3 iHTepHETY)» [5].

Cutyanist 3a Ba pOKM HE 3MIiHWJIACS: MaKCHMi3allis MPUOYTKY
MOHAJ yCe — OCHOBHHUH JIGHTMOTHMB BITYM3HSHUX MO>KHOBJA[ILIB,
0i3HeCcy Ta «o(]iliifHOT0» KPUMIHAITETY, «OCKIIbKY B HAIIild KpaiHi
MOHSITTS «BJaJiay, «013HEC» Ta KKPUMIHA» TaBHO Ta HAJIOBrO CTAJIU
TOTOKHUMHM TOHATTAMH. ..» [6, ¢. 18].

CnuCcOK BUKOPHUCTAHUX JKepeJ:

1. ArpeccuBHBIf MapkeTuHT, wiu lVcnoBens Mapkerosora
[EnexTponHnit pecypce] /! Pexum JIOCTYTLY:
https://pikabu.ru/story/agressivnyiy marketing_ili_ispoved_marketol
0ga_2291305

2. llonomapéBa Enena. ArpeccuBHbBIII MapKeTHUHI: Kak
WCTONB30BaTh mpaBwibHO? [Enextponnuii pecypc] // Pexum
noctymy: https://www.gd.ru/articles/11123-agressivnyy-marketing

3. Kommnanii MOOiIBHOTO 3B’SI3Ky MiJIO3PIOIOTH Y HE3aKOHHOMY
nigsuienHi Tapugis. Lo nepeBipuTb AHTUMOHOIIOJIBHUIN KOMITET. —
27.09.2018. [Enextponnuii pecypc]. — Pexum goctymy:
https://nv.ua/ukr/ukraine/events/kompaniji-mobilnoho-zvjazku-
pidozrjujut-u-nezakonnomu-pidvishchenni-tarifiv-shcho-perevirit-
antimonopolnij-komitet-2496777.html

4. T'apmam C. B. JlorictTHyHui MEHEKMEHT y cdepl HaJlaHHS
MOCTYT MOOITBHOTO 3B'SI3KY "MO-yKpaiHChKH': TIpoOIEeMHU Ta MUIIXH
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BHUXOJy 3 Kpr30Boi cutyarii [Enextponnuii pecypc] / C. B. 'apmam
// AxTyanbHI TpoOIIeMH Ta MEPCIIEKTHBH PO3BUTKY OOIIKY, aHATI3y Ta
KOHTPOJIO B  COLIaJbHO-OPI€HTOBAaHIM  CHUCTEMi  yNpaBIiHHS
miANpUeMCTBOM : Matepianu 2-i BceykpaiHcbkoi HayK.-TIpakT.
inTepHeT-KOH(., 23 kBiTHA 2019 p. / [lonTaB. mepsk. arpapHa akai. —
Enexrpon. TexcT. naui. — [Tonrasa, 2019. — Y. 2. — C. 267-269.

5. YkpaiHiii OpivyHO TUIATATH MUTLHOHU 32 «IPUXOBaHI» MOCIYTH
MobiTpHUX omepatopiB. — 09.04.2019. [Emextponnuii pecypc]. —
Pexxum moctymy: https://biz.nv.ua/ukr/finance/ukrajinci-shchorichno-
platyat-milyoni-za-prihovani-poslugi-mobilnih-operatoriv-
50015507.html

6. 'apmamr C. B. BincyTHicTh IepcOHaIBHOI BiIIOBIATBHOCTI SIK
MotuBaTtop Oesnmamns Ta GeszaxonHs / C. B. I'apmam // Crparerii
IHHOBAI[IfHOTO ~ PO3BUTKY €KOHOMIKM  YKpaiHH: mpoOiiemu,
MePCTIeKTHBH, €EKTUBHICTD : TP. 5-1 MixkHap. HayK.-TpakT. Internet-
KoH(. ctyn. Ta momonux BueHux, 20 rpymHs 2014 p. / pen. IL. T.
[epepsa, €. M. Ctpokos, O. M. I'ynan. — Xapkis : HTY "XTIII", 2014.
—C. 18-19.

Komapuunekuii .M., 1.e.H., mpodecop,

XMeIbHHUIIBKUHA KOOTIEPATHBHUN TOPTOBEIBHO-€KOHOMIUHUH
IHCTHTYT

Komapnuteka I'.0., 1.€.H., JOIIEHT,

JIpBiBCEKMIT HalliOHANBHUN yHIBepCUTET iM. IBana Dpanka

YHPABJIIHHS HEPCOHAJIOM B ITPOLLECI
IHHOBAIIIMHOI'O PO3BUTKY

Opranizaiiiiiie TPUAHATTS 3MiH Ta TOTOBHICTH YAOCKOHAIUTH
CUCTEMY YIIPaBIIiHHS TEPCOHAJIOM 3HAYHOI MIpPOI0 3alie)aTh BiJ
NpaliBHUKIB Ta ix gocBimy. IlokosiHHS pearyioTh Ha 3MiHH IIO-
pi3HOMY, OCOONMBO KOJHM 3MiHM TIOB'A3aHi 3 1HHOBAI[iHHUM
PO3BHUTKOM, iHGOpPMAIIHHUMH TEXHOJOTISIMH, 3MIHOIO KEpiBHHIITBA,
riobanizaliero, BIPOBAa/PKEHHSM BijganeHoi poOotu. MeToro
JOCITIDKEHHSI € MOHITOPUHT pearyBaHHsl Pi3HUX ITOKOJIiHb Ha 3MiHH, 1
SK X NPUXWIBHICTh O il KEpIBHUITBA Ta 3araJlbHOCBITOBHUX
TEHJICHIIIH B yIPaBJIiHHI IHHOBALIIMHOTO PO3BUTKY, IO BIUIMBAIOTh HA
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3aI0BOJICHHS] ~ MICIleM  Tpalli, 3araJlbHUM  OJIaromoryddsim,
MOXJIMBOCTSIMH PO3BUBATUCS Ta POOUTH CBiif BHECOK Yy PO3BHTOK
oprasizartii.

Pesynbraru qociimkeHb MOKa3yTh, 0 OCHOBHI BIIMIHHOCTI MiX
MTOKOJIIHHSAMH ICHYIOTh, TOMY HaBOISATHCS pPEKOMEHMAIi 00
YOpaBIiHHSA OpTaHi3alifHUMH 3MiHAMH Y TpPbOX TIOKOJIHHSAX:
nokominHs X (iH. Ha3Bu: 0eOi-Oymepu, ikcepH, TeHepamis X),
rokoniHHA Y (iH. Ha3Bu: Millenials, Mimteniann) Ta mokojinas Z (iH.
Ha3Bu: Generation Z, GenerationMeMeMe, mokomiaas S5151).

InTepec mo mocmimxeHb MOKOMIHB B YMPaBIiHHI MEPCOHAIOM B
mpolieci iIHHOBAaIiTHOTO PO3BUTKY NPUBEPHYB 0arato yBaru, OCKiJIbKH
Ha pobodoMy Micii, B ogHOMYy OQici, B OogHINl KoMmaHil BrepIie
CIIOCTEPIralOThCS JICKiJbKa IOKOJiHb OJHOYACHO. YCi 3 pI3HUM
0adyeHHsM Ta NOTpeOaMu, KOTpi MarOTh OyTH BIJOMUMH TSI KOMITaHiH
Ta B3ATI O yBar", AJI TOTO MO0 3pPO3YMITH, SIK Pi3HI IMOKONIHHS
MPAIiBHUKIB B3a€EMOJIIOTh MiX COOOI Ta BIUIMBAIOTh HA YCIHiX
Oprasizarfii.

[IpobmemMy, 10 BUHUKAIOTH BHACHIJOK PI3HUIN ITOKOJiHb
CTOCYIOTBCSI IPAKTUKH YIPaBIiHHs JIoAChkuME pecypcamu (HRM),
BKJIIOUAIOYM HOBUX KaHJIWAATIB Ta JOCBIIYEHUX TPaIliBHUKIB,
MIiHJIMBUH XapakTep poOOTH Ta 0COOIMBOCTI MOTIISAIB OpraHizaliii Ha
PO3BUTOK KEPIBHHUIITBA Ta JIiIEPCTBA.

AmnaniTika B YKpaiHi CTBEPIIKYE, 1110 55% pecIiOHIeHTIB TOBOPSTH
Mpo Te, IO y iX OpraHi3allisX MPaliBHUKH CTApIIOTO BIKY KEPYIOTh
BJIACHOIO Kap’e€por0 B paMKax icHyrouoi Mmogmeni poOotu, 19%
ONMHUTYBAHHUX BKAa3alH, IO Y X KOMIIaHISIX CTBOPEHO I[ITHOBI POJIL JUIs
CTapIUX MpalliBHUKIB, 1100 BUKOPUCTOBYBATH iX TOCBIJ| Ta epeBaru
Harowmicts 18% pecnionneHTiB YKpaiHu po3rsiaoTh MpalliBHUKIB
CTapuioro BIKY $K TI€pEIIKOJy B IHHOBAI[IfHOMY PpO3BUTKY
miANpreMcTBa. binblia moioBrHA OMUTAHUX MPAIiBHUKIB B YKpaiHi
BBaXKarOTh, IO BiK (OiIbIle 55 pOKIB) HE BIUTUBAE HA MPOIYKTUBHICTD
TIpaili MpaiiBHUKIB, 27% BBaXKAIOTh, IO BiK II¢ HEMOIIK, 1 TLIBKH 7%
PO3TIIAIAIOTh BiK SIK IIepeBary.

Jyis Toro, mo0 BpEryiroBaTH IMUTAHHS BiAMIHHOCTEH MOKOIIHb,
YKpaiHCHKHM KOMITaHisIM BapTo, 3aCTOCOBYBATH Cy4YacHi iHHOBaLiiiHi
METOAM  YOpPaBIiHHSA, OPIEHTYIOUUCh HA  CTpaTerilo, IO
3a0e3neyyBaTuMe TMOTPIOHI yMOBM Ta MOTPeOM HACTYIAOYOro
MOKOJIIHHS Z, SIK TOJIOBHOI poOouoi cuiu. [Ipore kKoxHa cydacHa
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OpraHi3amisi Tak caMO IMOBHHHA O0AaTH MPO PO3BUTOK IEPCOHATY 3
kareropil Y Ta X, SIKIIIO BOHU 3aiiMalOTh KEPiBHI, CIY»KOOBI MOCaan
Ta iXHS e)eKTUBHICTH NPSMONIHIKHHO BIUIMBAE HA YCIiX KOMaH/I.

HAns  ycmimHOro  KepyBaHHs — iHHOBalliiHUM  PO3BHTKOM
YOpPaBIiHHSA MEPCOHAIOM TOTPIOHO BHOUIMTH TPH KIFOYOBUX
CTpaTerii MeHePKMEHTY:

- opraizalliiiHa KOMYHIKallis, 1[¢ KJIIY0Ba CTPATETis BaXKIIUBA,
mo06 30eperTH TalaHTH B KOMITaHIi Ta YHHUKHYTH MOTEHIIHHUX
KOH(IIKTIB B KonekTuBi. ONUTYBaHHS TOKa3ylOTh, IO YCHE Ta
MUCbMOBE, €IEKTPOHHE CIIIKYBaHHS € HAHOUIBII e()EeKTUBHUM ILIOJIO
IHHOBAIIIfHOTO PO3BHUTKY MiANpHEMCTBA. Pi3HI MOKONIHHS MaroTh
pi3HHI piBeHb KOM(OPTY CIIJIKYBaHHA 4Yepe3 TEeXHOJOTii, Taki sK
CIEKTPOHHA TIOIITa, B TOW dYac SK IHII BiIJAalOTh IIEpeBary
CHIJIKYBaHHIO Biu-Ha-Biu. I[lokomiHHsA Z, XOY Takd i TMOKOJIIHHS
HOBITHIX TEXHOJIOTIH Ta KOMyHIKallill, BHCOKO I[iHy€ yCHE, 0COOHCTe
CHIKYBaHHS;

- TulaHyBaHHA npaBoHacTynHUNTBa: HR Ta oprawnizamiiini miaepu
MOBMHHI 3HATH BHYTPIMHIA “pool” TamaHTIB, MO OXOILTIOE BCi
TIOKOJIHHS, 3 SKAX MOXIIMBI HACTYITHHUKHA MOXYTh OyTH OOpaHi /i
HaBuaHHS Ta po3BUTKY. Illo crocyerscst BikoBoi aemorpadii, HR
notpedye 0a3oBe pPO3yMIiHHS PI3HWUX IIHHOCTEH Ta CTaBJICHHS JO
poborn. OcHOBHa MeTa cTparerii MEHTOPCTBa, e 3a0e3nedeHHs
TpaHcdepy 3HaHb OJJHOTO TIOKOJIIHHSI 10 HACTYNHOT0. HacTaBHUIITBO
MOXKe OyTH e(pEeKTHBHHM 3acO00M JJisi PO3BUTKY 1HHOBAIIIHOTO
PO3BUTKY IiJNPHEMHUITBA. MEHTOPCHKI TPYNH Ta MNpPOTPaMH, Jie
CHIBPOOITHHKHM CHJATh 13 eKCIepTaMu OpraHizamii 1 CTaBJIATh

3alUTaHHs — peduiekcis, sKa JIoToMarae OI[iHUTH TPOTrpec Ta
pe3ybTaTH, BHSBUTH HENONiKM Ta Oap’epu B poOOTI KOXKHOTO
MpaIliBHAUKA,

- n1o0poOyT TpaliBHUKIB, SK CTpaTeriYHUHA  MPIOPUTET
IHHOBAI[IITHOTO PO3BHUTKY YyHpaBiiHHsA mHepcoHanom. [lonax 40 %
MPaLiBHUKIB 31IITOBXYIOTHCS 3 BACOKUM HaBaHTaXXEHHSIM pOOOTH, 1110
HETaTHUBHO BILTUBAE Ha 1X NPOIYKTUBHICTb, 370POB'sI Ta CTAOUIBHICTD
y ciMi. JloOpoOyT mnpalliBHHUKIB 3a0e3ledye KOPIOPAaTHBHE
Onmaromosiyyusi, IO € €JEeMEHTOM iHHOBAL[ifHOrO pO3BHUTKY B
yhnpasiiHHI nepcoHaioM. He 3Bakaroun Ha Te, IO Oprasizamii
poOJIATE 3HAYHI iIHBECTHIIIT Y 11t0 cepy, Hallle JOCIiKEHHS BUSBIISE
3HAYHUU PO3pHB, SKHH YACTO ICHYE MK THM, IO TPOIOHYIOTH
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KOMIIaHil, i TUM, IO IIHYIOTh 1 Ha IO OYIKYIOTh MPAIIBHUKH Pi3HUX
MOKOJIHb.

OTxe, BelWMKe 3HAYCHHS Uil TMOOYIOBH Ji€BOi CHCTEMH
yIpaBiiHHs MEPCOHANIOM iHHOBAL[ifHOTO TWIy B HAlll Yac Bixirpae
TeOpis MOKOJiHb. 3HAHHS XapaKTEPUCTUK BIKOBUX TPYIT Y KOMIIaHii
BOXKJIMBE [UII PO3YMIHHA TOTO, SK (OPMYBAaTH KOPIIOPATUBHY
KyJIbTYpy Ta MEHTOPCBKI mporpamMu. AHaJiTHKa JOIOMOXeE
poOoTOmaBIsSIM Ta eKClepTaM 3 TMEepCcoOHAly Kpalle ITia0upaTu
TIPaIliBHUKIB, SKI MiAXOMITH MO IIHHOCTEH KOMITaHii. YTIpaBIiHHSI
MEPCOHAIOM B MPOIIECi iIHHOBAIIHOTO PO3BUTKY MTOBHHHO MOCTiHHO
3MIHIOBAaTHCS BiAMOBIIHO 0 BUMOT DPi3HHUX TMOKOJiHb MpPalliBHUKIB,
00 BiAMOBIAATH iXHIM OYiKYBaHHSM Ta pe3yJibTaTaM OpraHi3arfii.

Kyxap B.M.
Kawm’suko-by3ska OTT

HIHHICTh TOPTOBEJLHOI MAPKH

ToproBenpHa wmapka (brand) mnpusHauena s imeHTHiKamii
3allpONOHOBAaHUX TpoJaBleM (TPYHOK NpPOJABIIB) TOBapiB abo
MOCITYT, & TAKOX 1X BIIMIHHOCTEH BiJl TOBApiB i MOCIYT KOHKYPEHTIB.
Mapka ineHTudikye BUpoOHMKa a0 MpojaaBlis ToBapy. SIK MpuKiIan
MOJKHA B3sTH ra3oBaHuit Hamiii Tuny "Coca-Cola" 4opHOTO KOJIBODY,
SIKUH MOXe BHUIYCKaTH Oyab-KWii BHPOOHWK, Ha BIiAMIHY Bif
crpaBxHboi "Coca-Cola", sky Bmpasi pooutu Tinbku "Coca-Cola
Company".

ToproBenbHi MapKH PpO3PI3HSIOTBCS 32 CTYINEHEM BIUTUBY i
LiHHOCTI Ha puHKY. OOHI Mapku NpakTHYHO HEBioMi OlibmIOCTI
MOKYMINB, iHII  HajgleHi OUTBIIMM  CTYNEHEM  Mapo4HOL
MOiH(OPMOBAHOCTI, BiJIOBIIHO, BJIACHUKH MapK{ 3JIaTHI B 3HAYHIN
Mipi KepyBaTH MapOYHOIO PUXUIBHICTIO MOKYIILIB.

[loryxxHa wmapka Mae comigHuil KamiTan Mapku. Benuuuna
KalliTaly MapKd BU3HAYAETHCS CTYMEHEM IMOiH(QOPMOBaHOCTI 1
MPUXUIIBHOCTI CHOXXHMBAYiB, COPUHHATTSAM HUMH SKOCTI O3HAYEHUX
MapKOIO MPOAYKTIB, CHILHUMH MapOYHHMH ACOLallisIMU Ta 1HIIUMH
aKTHUBaMH, TAKHUMH SIK TATEHTH, TOPTOBI 3HAKW, B3AaEMUHH MIXK
MapKEeTUHTOBUMH KaHaIaMH TOIIIO.
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Mapka, mo BOJIOAIE€ CHJIBHHM BJIACHUM KaIliTalloM, € I[iIHHAM
aKTHBOM, BOHA MOX€E HaBITh KyILyBaTUCh a00 IIPOABATHCH 32 IIEBHOIO
uiHoto. bararo kommaniit po3poOisAI0TE CBOI CTpaTerii 3pocTaHHs Ha
npuadaHHI Ta PO3BUTKY BENHKUX HopTdeniB Mapok. Hampukian,
kommaHiss Grand Metropolitan mpuabama pizai mapku Pillsbury,
Brurouatoun oBoui Green Giant, mopo3uBo Haagen-Dazs i pectopanu
Burger King. [lIBefiniapceka xoprnopauisi Nestle npuabana Rowntree
(BemukobOpuranis), Carnation (CIIA), Stouffer (CIIIA), Buitoni-
Perugina (Itamist) i Perrier (®paHiisi), CTBOPHBIIN Ha iX OCHOBI
HaOIbIIy XapyoBy KOMIIaHIIO CBiTy, sIKa KOHTpOJIOE Oararto
OakaHWX TOKYMISIMH Mapok. PeanbHMi KamiTaql MapKu BUMIpHUTH
Bakko. CaMe TOMy KOMIaHIii 3a3BHYaii He BHOCSATH KamiTall y CBIii
OanmaHcoBHI 3BIT, XO4a IJIATUTH 32 MapKH iM JTOBOAUTHCS YHUMAIIO.
Hanpuxiag, mo6 npuadatd ToproBy Mapky Rowntree, kommaHis
Nestle 3ammaruna 4,5 Minbspau A0NapiB — B HIICTh pa3iB OinbIie ii
oromnomieHoi 0armancoBoi BapTocTi. A kymiBis Heublein xommaHiero
Grand Metropolitan nomana mo akTuBiB ocTaHHBOI 800 MIiNbHOHIB
JonapiB, AKi BimoOpakamu BapTicTh Mapku Smirnoff. 3a meskumu
TaHuMH, Kamitan Mapkn Marlboro gopiBHioe 31 minbsapaam gonapis
CIIA, Coca-Cola — 24 mimespaam, Kodak — 10 mimsspaam [1, 2].

Jo HaiiBimoMimmx y CBiTI MapoK HajeXaTh Taki TiraHTH, 5K
McDonald's, Coca-Cola, Campbell, Disney, Kodak, Sony, Mercedes-
Benz. 3naunmii kamitan mapku nae Qipmi 6arato KOHKYpEHTHHX
nepesar, 30Kpema, BiH 3a0e3lledye BHCOKHI piBeHb KYIiBEJIbHOI
00I3HAaHOCTI 1 TPHUXWIBHOCTi, 3aBASKA YOMY 3HHKYIOTHCS
MapKeTHHTOBI BUTpATH KOMITIaHii BifHOCHO ii oGoporiB. Iloxyrmmri
0a)aroTh 3HAUTH TOBap JAHOT MapKW y Mara3uHax, TOMY KOMIaHii,
IO CTBOPHIIA II0 MapKy, MPOCTIllle YKIAAaTH YroJau 3 po3ApiOHUMH
MPOJABIIMH. 3aBASKH OiNbII BHUCOKIH JOBIpi 10 TEBHOI MapKH
KOMIIaHii-BIaCHUKY Mpoctime ii po3mmuproBaT. [loTy:xHa Mapka
3abe3neuye QipMi TEBHUM 3aXUCT Bl JKOPCTOKOI  IIHOBOI
KOHKYPEHLIl.

MeHepxepy MOBUHHI KEPyBaTH CBOEIO MapKOIO TakK, 00 30eperTu
il kamiTan, BOHM TIOBHHHI pO3pOOJISITH cTparerii, ski OyayTbh
eeKTUBHO  MmiATpUMyBaTH ab00 3  YacoM  IIi/IBHIyBaTH
NMoiHQOPMOBAHICTh Ta CHPUUHATTS TOPTOBOi MAapKu, ii SKIiCTh i
KOPHCHICTb, @ TAKOXK MIO3UTHBHE CTaBlIeHH: 10 Hel. 1100 3a0e3neuntu
MOCTIHUN MPUTUIMB MOJIMNIIEHUX 1 HOBUX TOBApPIB ISl 33JI0BOJICHHS
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3pOCTalouuX TOTpeO MOKYMIiB, HEOOXiTHI MOCTIHHI IHBECTHII y
HAayKOBO-TEXHIYHI  JOCTI/DKEHHsS, BiAMIHHE  TOpProBelIbHE i
HicIAnpoAakHe 00CIyroByBaHHs MOKyMIiB. [leski koMmnaHii, Taki sk
Canada Dry i Colgate-Palmolive, HaBiTs BBenH nocany "MeHeIKepa 3
YIpPaBIiHHS KaiTaloM MapKu', 10 GYHKIIH SKOTO BXOJUTH OXOPOHA
o0Opa3y, acormiarmiii Ta $SKOCTI TOproBoi Mapku. MeHemkepu 3
yOpaBiiHHS ~ KamiTaloM  MapKd  3amoOirailoTb  HaaMipHOMY
NPOCYBaHHIO MapKd Ha PHHOK MEHEKepaMH 3 TOPTOBHX MapoK
3apajd MUTTEBOTO MPHOYTKY HA IIKOXY IOBTOTPHBAIOMY PO3BHTKY
KaItitany MapKu.

ToBapHa mMapka 3apa3 — Lie BaXKJIUBHI aKTHB KOMITaHii, BOHa MOXKe
iCHyBaTH JIOBIIIE HiXK KOHKPETHI TOBapH KOMIaHii, i caMa KOMITaHis.
3a KOXHOI0 TOTY>KHOK MapKOKO CTOSITh THUCSUI 11 BITAHUX TTOKYIIIIIB.
MapkeTHHIOBa CTpaTerisi NMOBWHHA OyayBaTHcS Ha 30iJbIICHHI
TPHUBAJIOCTI JKUTTS MapKW Ta KYIIBEIbHOI MPUXHUIBHOCTI MOKYIIIIB.
MapKeTHHIOBUM 1HCTPYMEHTOM JIOCATHEHHS IIi€l METH CIYXKHTb
YIpaBIiHHS TOPTOBOI0 MapKOIO sIKE IPYHTYETbCS Ha MPUHIMIAX
MPOCTOTH, BIACYTHOCTI 3aliBUX JeTaliell 1 BChOTO, IO 3aBa)KaTHMeE
MIBUIKOMY CHPHUUAHSTTIO; IHAWBIAyaIbHOCTI, BIIMIHHOCTI BiJ iHIIHX,
BITI3HABAHHOCTI; MPUBaOIMBOCTI, MPOOYPKEHHS TIO3UTHBHUX EMOLIiH.

CnHcok BUKOPHCTAHUX JKepet:
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MANAGEMENT OF INVESTMENT INNOVATIVE
DEVELOPMENT AND FOREIGN RELATIONS ON THE
BASIS OF MARKETING

At the present stage of development of Ukraine there is a problem
of effective management of investment innovative development and
external relations on the basis of marketing. The use of modern
methods of managing investment innovative development and foreign
relations on the basis of marketing creates new conditions that are
favorable for the development of Ukraine. There is a need to develop
an effective strategy for managing investment innovative development
and foreign relations on the basis of marketing. Therefore, the tasks of
implementing an effective strategy for managing investment
innovative development and foreign relations on the basis of
marketing become relevant.

A number of publications of domestic economists are devoted to
the problems of management of innovative development on the basis
of marketing, such as L. Yu. Luferenko (2016) [1], O. V. Khrystenko
(2015) [2], S. A. Bondarenko (2015) [3].

The purpose of the article is to form a strategy for managing
investment innovative development and foreign relations on the basis
of marketing.

It is necessary to identify the basic principles of forming a strategy
for managing investment innovative development and foreign
relations on the basis of marketing:

1. It is necessary to include the collection and analysis of
information about the consumer market of scientific and technical
product.

2. There is a long period of time between the development and sale
of scientific and technical products. The end result of the use of
scientific and technical products can be fully manifested only in the
future. 1t should be emphasized that the competitiveness of the future
end product will depend on the correct choice of research areas during
product development research. It is also necessary to carry out
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technological forecasting, which aims to identify effective areas of
research, so that the results of the implementation of areas were
competitive in the future.

3. An innovative product is prone to rapid aging. An innovative
product has commercial value as long as the developer of the
innovative product can secure monopoly rights to the product. At this
point, efforts must be made to preserve and protect intellectual
property rights. Such efforts are carried out in the process of marketing
scientific and technical products.

4. The consumer value of an innovative product, as the basis of a
scientific and technical product, lies in the efficiency of saving
materialized and living labor in the field of material production. The
price of an innovative product depends more on the size of these
savings than on the cost of developing an innovative product.

5. An innovative product created once, depending on the focus and
nature, can be repeatedly sold in different markets to different
consumers. Finding a way to replicate an innovative product is one of
the tasks of marketing.

The following groups of factors should be taken into account when
formulating a strategy for managing investment innovative
development and foreign relations on the basis of marketing:

- main directions of innovative development, its strategic goals and
tactical tasks;

- features and state of competition in the market, the main
directions of innovation in the market;

- innovative opportunities and management resources, weaknesses
and strengths in competition;

- trends in the development of the external marketing environment
(consumer demands, the system of movement of goods, legal
regulation, etc.) and demand;

- to use in the activity innovative technologies and the new
technical decisions introducing new positive quality (economy,
productivity, reduction of manufacturing defect at work, ecological
safety, etc.);

- providing qualified personnel, which allows to implement an
innovative level of production. Implement continuous retraining and
advanced training;
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- provide financial capacity, as well as the ability to spend money
and have all the necessary collateral to attract credit resources for
innovation;

It is necessary to form innovation teams - these are groups that deal
with innovation. Innovation teams must consist of specialists from
different fields. Innovation teams must unite their aspirations work on
new approaches, lack of fear of failure, freedom ideas and thoughts.
An innovation team must include people from the top management
and those who directly responsible for the company’s development
strategy. It is these people who must be aware the need for innovative
development so that ideas are embodied and give the desired result.
Innovation activity can address the issue of reducing the organization's
resources to implement one or other activities. Innovation must reduce
costs through new technologies.

The research shows the importance of methods of forming a
strategy for managing investment innovative development and foreign
relations on the basis of marketing. Based on the formation of an
effective strategy for managing investment innovative development
and foreign relations on the basis of marketing, the principles of
forming an effective strategy for economic growth are identified.
Groups of factors based on the formation of an effective strategy for
managing investment innovative development and foreign relations on
the basis of marketing for effective economic activity are identified.
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INTELLECTUALIZATION OF THE ECONOMY AS A
FACTOR IN THE DEVELOPMENT OF INDUSTRIAL
ENTERPRISES

In today's conditions, the growth of the competitive environment
and globalization processes significantly affect the state of the world
economy, its development is determined by the level of use of
intellectual potential. The most important and significant process is
the intellectualization not only of the economy but also of production,
which in turn is responsible for the high qualification of staff and
continuous improvement. If we consider the intellectual potential at
the macroeconomic level in economic globalization processes, it acts
as the main factor determining the country's place in the world
economic arena.

Realities in the microeconomic aspect are characterized by such
modern economic processes that industrial enterprises can not ensure
market competitiveness only through financial and material resources.
The intellectualization of the economy, in turn, ensures the success of
enterprises through the development of intellectual capabilities, which
are embodied in the processes of production, sale of tangible and
intangible goods, while creating additional financial flows.
The intellectualization of the economy is a new source for modern
society. This is because intellectual assets displace tangible ones, just
as information displaces current assets. Intellectual enterprises have a
distinctive feature - the desire for independence from fixed assets. For
example, offices are often located in rented premises; hire vehicles to
transport their products (instead of financing and maintaining their
own premises and transport). Therefore, intelligent enterprises can do
without assets: the fewer assets, the better.

As long as the company has the intellectual potential, it can make
a profit without overloading itself with asset management and
financing. One of the most valuable source materials for the
intellectualization of the economy is information. After all, the
question of displacing physical labor with advanced, convenient
technologies and the latest tools is increasingly being asked.
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The basis of the success of industrial enterprises is the creation of
a clear strategy for the development of intellectual property. The
effectiveness of the development of the intellectualization of Ukraine's
economy and the transformation of the national economy is ensured
through a well-established system of effective social institutions:
economic and social environment; culture; legal institutions; science;
world economy, etc.

Thus, the intellectualization of society is formed through the
development of: - science and technology; - carriers of intelligence; -
intellectual and innovative level; - communicativeness; - creativity; -
activity and efficiency. It is through social institutions that intellectual
resources increase. Thus, it can be argued that the conditions of society
require a transition to a new stage - the strategy of intellectualization
of the economy through the full use of information and knowledge, ie
strategic resources for society, because the main component for
forming a person and transforming him into a person are knowledge,
education and science.

The functioning of intellectual resources is manifested through
various forms of information and knowledge (organizational,
individual, codified), with intellectual resources acting as a
multifaceted category: reflects only part of the resources of the
industrial enterprise; has no material form; service life - long-term; is
the result of the interaction of skills, knowledge, skills, experience,
development of scientific and technological progress; forms the
potential capabilities of the industrial enterprise; is a source of creating
sustainable competitiveness. In order to explore in more detail the role
of intellectual resources, special attention should be paid to the
classification of knowledge, because knowledge is an individual
information system, with which you can evaluate any phenomena,
processes, results, etc. Knowledge ensures objectivity and optimal
security for everyone. Thus, intellectual resources are an integral
combination of individual intellectual potentials of enterprise
personnel, which causes a synergistic effect of the development of the
enterprise and society as a whole, both at the micro and
macroeconomic level.

Analyzing the structure, functions, features of the formation and
use of intellectual resources, we can say that intellectual resources are
the basis of Ukraine's economy, can change in content and content,
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have the ability to reproduce cyclically, which together is a continuous
process of intellectual resources and is accompanied by intellectual
stability . Therefore, the intellectualization of the economy is a factor
in the development of industrial enterprises.
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FORMATION OF A STRATEGY FOR THE
DEVELOPMENT OF INDUSTRIAL PRODUCTS IN THE
MARKET AT THE DECLINE STAGE

In the current market conditions, the main objectives of the product
policy of the enterprise are to manage the competitiveness of products,
adjusting their life cycles and assortment. For this purpose, the
commodity strategy of the enterprise which is directed on achievement
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by the enterprise of target positions in the market by means of the
products should be developed.

Withdrawal from the production of inefficient products is
considered to be an important area of product management. Products
that have exhausted their market potential only cause damage, so clear
criteria for removing obsolete products from the production and sales
program are needed. These criteria should be based on a
comprehensive assessment of the efficiency of the product, as well as
on systematic monitoring of the stages of its life cycle [1,2].

As for obsolete products at the decline stage, they have a small
market share and a steady decline in sales, without promising to be a
serious source of income. They can bring enough income to support
themselves, but if there is a threat that these goods will fall into the
zone of loss, they should be removed from production. Characteristics
of products and possible strategies depending on the level of efficiency
of innovative products at the decline stage are presented in table. 1.

Table 1 — Strategies for the development of industrial products in the
market at the decline stage depending on the level of its efficiency

Level Characteristic Strategy

The product, which has already | The flexible pricing policy can

High

survived its best times, but lingers in
the market, as it continues to be in
demand and maintains a significant
level of sales.

be used to extend the life of an
aging product. Investments are
minimal or absent. «Harvest»
strategy.

Mean

Obsolete products, which are rarely in
demand, but don’t allow to lose some
regular consumers. Sales can be
maintained at the expense of
conservative consumers.

Gradual reduction of
production to level which
meet the needs of conservative
consumers. Minimizing costs.

Low

Products that are at a disadvantage
with critically low competitiveness,
without opportunities and growth
prospects.

Withdrawal the product from
the market. Production to the
extent necessary to fulfill the
contractual terms.

Source: developed by the author

Maintaining an inefficient product can be too expensive for the
enterprise, that hiding many other costs. A weak product can take a lot
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of time for management, it often requires frequent price adjustments
and recalculation of inventories, requires advertising and attention of
sales staff, which would be better used to increase the profitability of
efficient products. A bad reputation for a weak product can cause
buyers to doubt other products and the company as a whole. Support
for weak products causes a delay in finding their replacement, creates
a one-sided range of goods, harms current profits, weakening the
stability of the enterprise.

Thus, due to the proposed classification of products at different
stages of life cycle, depending on the level of efficiency at which the
product is or will be, the company can develop specific marketing
strategies and tactics, including R&D, production development, sales
channels, methods of advertising, price regulation, etc. [3]. The use of
effective marketing solutions can affect the duration and course of the
product life cycle and consequently to achieve maximum profits.
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METHODICAL APPROACH TO THE ANALYSIS OF
RESULTS OF MARKETING TESTING ON AN
ESTIMATION OF MARKET PROSPECTS OF

COMMODITY INNOVATIONS

The commercial failure of commodity innovations is often the
result of an unreasonable and subjective decision that has no objective
basis for its commercialization. To assess the market prospects of
product innovations often use known methods and tools for both pilot
marketing and marketing testing. However, marketing testing tools
used at different stages of the innovative cycle provide some guarantee
of innovation’s success at the current stage of their use, without a
general correlation with all stages of the cycle, which negatively
affects the overall assessment of market prospects. This requires a
final assessment of the results of marketing testing of product
innovation and determines the degree of its readiness to enter the
market; hence the development of appropriate methodological support
is of great interest.

Various tools of marketing testing widely covered in the works of
domestic and foreign scientists, among which we can note: Karakai,
Yu. (2005), Shcherban, V.M., Kozubenko, L.D. (2006), Cooper, R.
(2002), Lambin, J.-J. (2005), Pererva, P., Mekhovych, S., Pohorielov,
M. (2008), Kardash, V.Ya., Pavlenko, I.A., Shafaliuk, O.K. (2002),
Kotler, F., Keller, K.L., Pavlenko, A.F. (2008), Griffin, A. (1997),
llliashenko, S.M., Shypulina, Yu.S. (2007) etc. However, the vast
majority of them consider these tools only at certain stages of the
innovation cycle, without a common relationship with all its stages, as
a result of which we have no complexity in conducting marketing
testing.

Selection of previously unsolved parts of the overall problem. It
should be noted that the development of a set of issues related to
improving the efficiency and accuracy of evaluation of the results of
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marketing testing of commercial prospects of innovative products and
management decisions to start its commercialization is insufficient.

System-structural  analysis, factor analysis and logical
generalization method were used to solve this problem.

The article develops a scientific and methodological approach to
the analysis of the results of marketing testing to assess the market
prospects of product innovations of industrial enterprises. This
approach contains four groups of evaluation indicators, as well as an
algorithm for combining them into one comprehensive indicator,
which will assess the market prospects of product innovation in the
procedure of its marketing testing at the stages of the innovation cycle.
If it turns out that such prospects are vague, the proposed approach
will identify where there are problems, weaknesses, miscalculations
(with the product innovation itself, or with its market potential, or with
the capabilities of the actors involved in its creation, production and
market launch).

Analysis of the existing tools to assess the market prospects of
innovative products [1-9], give grounds to identify the following
groups of indicators that can be used to assess the results of the testing
procedure and management decision on commercialization of
innovative products: novelty, competitiveness, potential for
innovative development, innovation risk. Evaluation of the results of
the marketing testing procedure must be carried out at all stages of the
innovation cycle. We have the most calculations at the stages of
development of innovative products and their market tests - 18% of all
work according to the regulations, and the least calculations - at the
stage of generating ideas - 9%. If we perform such an analysis by
groups of indicators, then most of the work is on risk assessment - 33%
of all necessary work, and the least - to assess the novelty of innovative
products - 16%.

This methodological support allows reducing the number of
commercial failures of commodity innovations in the market and
increases the efficiency of innovative activities of domestic industrial
enterprises in the direction of their creation and commercialization.

Domestic and foreign science recommends the use of a number of
marketing testing tools, however, as practice shows, the high
percentage of commercial failures of product innovations in the
market, indicates low accuracy in assessing the commercial prospects
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of product innovations and management decisions to start their
commercialization.

The obtained results develop the theory of innovation marketing in
terms of assessing the level of readiness of commodity innovations to
enter the market and to complete the work on their creation at certain
stages of the innovation cycle.
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Pemrernixoga 1. JI., a.e.H., mpodecop
JABH3 «KuiBchkuii HaIliOHATBHUHA
EeKOHOMIYHHH yHiBepcuTeT iM. Baguma ['eTbManay

CTAJIE CHOXKUBAHHS: CYTHICTD TA BIIJINB HA
BIIPOBA/I’KEHHSA IHHOBAIIN

KutTst cycninbecTBa B yMOBax MaHIeMii akTyalli3yBasio IpoodiemMy
YCBiJOMJICHOT MOBEAIHKH JIIOAMHU 1 CTaJoro crnouBaHHS. barato
3BUYHHMX peYel CTand BOAHOYAC HETMOTPIOHUMH 1 TaKUMH, IO
BTPATHIIN CBOIO NTPUBAOIMBICTH Ta MiHHICTH. [IpOBiTHI MapKEeTHHTOBI
areHTCTBA HATrOJIONIYIOThH Ha TOMY, IO TTiJT Yac «JIOKAayHY» BiOyiacs
MEPEOIiHKa I[IHHOCTEH 1 «CBIT BXKE HIKOIM HE OyAe TakuM SK
panimre...». Cepen HOBHX TPEHMIB B TMOBENIHII CIIO)XHBAdiB —
n0aiiMBe CTaBIEHHS OO BIACHOTO 3I0pPOB’S, CBOIX OJIM3BKHX,
pecypciB IUTaHETH, BiIMOBAa BiJ HAJMIpPHOTO CIIOXKMBaHHA. Taka
MOBE/IiHKA KOPENIOE 3 IIUIIMH CTAJOr0 PO3BHUTKY Ta CIPHSE iX
JMOCATHEHHIO CIJIBHUMH 3YCHJUIIMH CIOXXHBAadiB 1 TEHEpaTopiB
MPOAYKTOBUX iHHOBAIIiH.

B HaykoBiii JiTepaTypi HeMa€e I YiTKOTO BH3HAUCHHS TEPMIiHY
«cTajle cnoxkuBaHHa». 3rigHo 3 1SO 26000:2010, e crokuBaHHS
MPOAYKTIB 1 pecypciB Ha PiBHI i B TakWid crociO, sKuii 3abe3mnedye
CTalMii PO3BUTOK CYCHIJIbCTBA 1 TOB’sA3aHE 3  COI[AILHOIO
BiMOBimanbpHICTIO crnokmuBaviB. lloropima JI. M. BBaxae, o
TOJIOBHUMH OCOOJIMBOCTSIMU CTaJOTO CIIOKUBAHHS € J0ailinBe Ta
po3BaxknuBe (opMyBaHHs TOTped, 3 OgHOro OOKy, Ta BigdOpy
«EKOJIOTIYHO JIPY’KHIX TOBapiB 1 MOCIYr» AJsS iX 3aJI0BOJICHHS — 3
ixmoro [1]. C.A. Bade, 1. Asmyn Ta M. ®ekere-Papkac po3risagaroTh
CTaJie CIIO’KMBAHHS K 32/I0BOJICHHS TIOTOYHUX MOTPeO Oe3 KoM st
JKUTTS Ta MOXJIMBOCTEH MaWOYTHIX TIOKOJIIHb IS 3aJ{0OBOJICHHS
BracHux noTped. Lle moOpoBinbHMII BUOIp HAa KOPHUCTH ETHKH,
€KOJIOT1YHHUX KYIiBeJb Ta CHOKUBAaHHS B €EKOHOMIL iHANWBIAYaJIbHOTO
Ta CHIUIBHOTO BUKOPHCTaHHS, 30epiralodd CTalliCTh PO3BHTKY
cycminbcTBa [2].

TakuM 4MHOM, Yy3arajbHIOIOYM 3a3HYCHHI BU3HAUEHHS 1
XapaKTePUCTUKH, «CTAJIOTO CIIOKMBAHHS MOKHA OXapaKTepU3yBaTH,
SK YCBIJIOMIIEHE HaJlaHHS TIepeBard MPOJyKTaM i IOCIyraM, sKi He
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MIKO/ATH 3/I0POB’I0, OTOYYIOUOMY CEpEIOBHILY Ta 3a0IIaKYIOTh
pecypcu mis MailOyTHIX MOKOJiHE. Ha IpakTuIli BOHO MPOSBISETHCS
B CHOXHMBAaHHI OpraHiuHOi MNpPOAYKIWii, 30iNbLIEHHS TEPMiHiB
BUKOPUCTAaHHS Ta/DKETiB, MOOYTOBOI TEXHIKHM, aBTOMOOLTIB 3
MIOCTYIIOBHM II€PEXOJJOM Ha ENeKTPHYHI JBUTYHH, YCBiZOMIJIEHE
OoOMEeXEeHHS KUTBKOCTI TOBapiB CE30HHOIO CHOXXUBAHHS (OHATY,
B3yTTA) Ta pO3yMHa IiX yTwiizamis (mepepoOka, TOBTOpHE
BUKOPHCTaHHS, OpraHiyHa YTWIi3amis); 30epekKeHHS MPHUPOTHUX
pecypciB 1 0OMeKeHHSI HaAMIPHOTO 1X CTIOKUBaHHS.

IlikaBuM € Te, IO AESKI MOCHIIHUKU BIJ3HAYAIOTH COI[aIbLHUMA
XapakTep «CTaJoro CIOKUBaHHS» 1 MO3UTUBHUHA BIHB OKPEMHX
CHiJIBHOT (community) B mporeci hopMyBaHHS «BiAMOBITAIBLHOTO
CHOKMBa4a». AHANI3YIOUM 3MIHH B COIIIO - KyJIbTYPHOMY CEpEAOBHII
CYCHIbCTBA Ta iX BIUIMB Ha TOBEAiHKY croxwuBayiB, ®.Kotiep
3a3Hayva€ HASBHICTH B PO3BHHYTHX KpaiHax CTIHKOI TEHIECHIH pyXy
Bil TPUHIUITY <« - CYCHUIBCTBO» MO TEPEKOHAHHS «MH -
cycniabcTBo» [3]. Ilporecu iHmuBimyamizamii BIacHUX MOTped Ta
KaHaJiB iX OTPUMAaHHA, SKi aKTUBI3YBAIHCA 3 PO3BUTKOM [HTEpHeT,
CYIPOBO/DKYIOTHCS TIPATHEHHSM JI0 CYCHUTBHUX KOHTAKTIB, TOIIYKOM
«co0i moaiOHKUX» 1 3pOCTaHHSIM MONHUTY Ha COL[albHI iaei, ToBapH i
nocinyrd. Mapiyc bByneapka, 3a3Hadae mo «dimocodis cramoro
MapKeTHHTY Ma€ Ha MeTi 00’€HAaTH yYaCHHKIB PHHKY, COIiaIbHUX
aKTHUBICTIB Ta OpraHizaiii, iIHTepecH SKHUX JI0Ci He 30iraucs, 3 METO0
CTBOPEHHSI CITUIBHOTO CBITOTJISILY Yepe3 MPU3MY BiIOBIAaIbHOCTI 32
OXOpOHY Ta 30€pe eHHsI JOBKLIIS, COIiaIbHOI BiJIOBIIaTBHOCTI Ta
PO3YMHOTO YIIPaBIIiHHSA TJI00ATFHUME (piHAHCOBUMU pecypcammuy [4,
C. 240]. Mapman, Jle Konink Ta Yoikep B XOJi NPOBEIAECHOTO
JOCTIDKEHHS JTIWIUIA BUCHOBKY, 1110 BArOMOK) MOTHBAIIIEI0 CTAJIOT0
CIIOKMBAHHS € BIAUyTTA iHTerpamii B comiainbHy Trpymy. ToOTo
CHOXHMBaYl UM CaAMHUM MParHyTh BiJpi3HUTH ce0Oe BijJ IHIIHMX 1 HE
JUSATH B CTAaHAAPTHHUX COLIIAJIBHUX paMKax |35, c. 44].

Inei cranoro cnokxuBaHHs 3HAUIIIN MIATPUMKY 1 B YKPAaiHCBKOMY
CYCIIIbCTBI, IbOMY CHpHUsUIa TyIo0aji3amiss eKOHOMIYHUX 1
KYJIETYPHUX TIPOLIECIB, PO3MOBCIOKEHHS €BPONICHCHKUX IIHHOCTEH
Ha Bci cdepu kurTs. OCOOMMBO 1€ aKTyasi3yBaloch B IEPion
naHjaeMii, KOJIM CHOXKUBaui Biguyiau cebe HOCHTh Bpa3IMBHUMHU B
Cy4yaCHOMY CBiTi. 3a OCTaHHIMH JaHHUMM COIOJIOrIYHUX 1
MapKeTUHTOBUX areHTCTB, SKi aHaNi3ylOTh 3MiHY CHOXHBYUX
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HACTPOIB 1 MOBEIHKH B YMOBAX MaHAeMii, OLTbIIICTh CITOKUBAYIB ITPH
KYIIBJIi TOBapiB 1 MOCIHYT «IIYKalOTh 3axucTy». llparHenns Oytu
3aXHINEHUMH BiJl BCUIIKAX HErapasliB, 30€pertu 3740poB’sl CBOE Ta
ONMU3BKUX, CTa€ TOJIOBHUM JPaiBEpOM B CTAIOMY CHOXuBaHHI. Kpim
TOTO, BITYM3HSHI CIIOKMBa4di JEMOHCTPYIOTh BHCOKHHA piBEHBb
COITiJTBHOI BiATOBiMambHOCTI. He3Baskaroum Ha Te, 10 Yepe3 HU3bKHMA
PiBEHB KUTTS, (PaKTOp LiHH € TOJIOBHUM MpH BHOOPI TOBapiB aist 50%
MOKyMIB (3a gaHuMu jgociimkeHp kommanii Kantar (TNS), namri
CHIBBITYM3HUKH CBIIOMO MiAXOASATH A0 mporecy KymiBmi. Cepen
COLiaIbHUX Mpo0OJieM, HaHOUIbIy CTYpOOBaHICTh BHKIHKAE CTaH
exonorii. 66% pecnmoHIeHTIB BIAMOBIIM IO iX TypOye, mpobiema
0COOHCTOr0 BHECKY B 3aXHCT OTOUYIOYOTO CEpPEIOBHUIIA.

3 ormsimy Ha 3a3HauYeHe, KOMIIAHIAM B MPOIECi PO3pOoOKH
IHHOBAIliif  CHiA TPUAULIATH yBary BIIMOBIZHOCTI MpoIECy
BUPOOHUIITBA 1 yTWIi3amii TMPOAYKTIB HOBUM OYiKyBaHHSIM
CHIOYKMBAYIB 1 IIJISIM CTAJIOr0 PO3BUTKY.
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RISK ASSESSMENT OF PROJECTS IN THE PROCESS
OF MANAGING INNOVATIVE DEVELOPMENT

In modern conditions, innovation is one of the main factors in the
development of the enterprise. Currently, the development and
implementation of innovative projects in enterprises is associated with
a high degree of uncertainty, which is caused by risk factors of the
external and internal environment of the enterprise. Ensuring the
effective use of existing risk assessment methods, as well as
identifying possible threats will enable companies to increase the
efficiency of innovation development management.

The generalization of existing approaches to risk assessment to
determine the possibility of their use to assess the risks of innovation
has shown that there is no universal method for reliable quantitative
assessment of the risk of innovation at all stages of the life cycle of the
innovation project [1].

he use of a methodological approach to the assessment of the
overall risk of innovation, which consists in the following sequence of
actions [2]:

1) determination of the main risk factors of the external and internal
environment of the enterprise;

2) use of the method of analysis of hierarchies for the purpose of
pairwise comparison of degree of influence of each risk factor at each
stage of a life cycle of the innovative project which is inherent in it;

3) calculation of the coefficient of agreement of experts' opinions;

4) calculation of the total weights of each external risk factor,
internal environment of the enterprise and groups of risk factors
depending on the stage of the life cycle of the innovation project;

5) obtaining equations to calculate the impact of risk factors at each
stage of the life cycle of an innovation project;

6) identification of the most risk-generating factors depending on
the stage of the life cycle of the innovation project to provide
recommendations to enterprises to develop optimal ways of risk
management;
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7) survey of enterprise experts in order to calculate the impact of
each risk factor at the appropriate stage of the life cycle of the
innovation project;

9) calculation of risk, in order to compare each of the considered
innovative projects of the enterprise, as well as assigning risk to one
of the five areas of risk: risk-free area, minimum risk area, high risk
area, critical risk area and unacceptable risk area [3].

Thus, the proposed methodological approach allows to identify the
most risk-generating factors at each stage of the life cycle of an
innovative project. Its use will allow you to pay attention to those
factors that have the greatest impact and have the greatest possible
degree of damage. This will allow the company to increase the
efficiency of the risk management process to ensure the innovative
development of the company.

However, the use of the proposed method requires significant
calculations and many surveys. This method should be used by
companies that implement many projects in one industry and can
influence the riskiest risk factors in order to reduce the overall risk of
project failure.
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4. DIGITAL METHODS AND TOOLS
AT MARKETING

Bynsxosa O.10., x.e.H.

KwuiBcpkuit HallioHATbHUH YHIBEPCUTET TEXHOJIOTIN Ta TU3alHY,
Bynsxos B.€., k.e.H.

TOB «CMAPT TEAM»

BUKOPUCTAHHSA IITYYHOI'O IHTEJIEKTY HA
P®OHAOBOMY PUHKY

Croroani Digital-mapkeTHHT pO3BUBA€ETHCS AYKE CTPIMKO, TOMY
Ba)KJTMBO BUKOPHCTOBYBATH aKTyallbHi Ta MPOTPECHUBHI IHCTPYMEHTH B
MapkeTuHTy iHHOBamid. Te, mo mparroe B 2020 potri, MoXxe BXe He
natu pe3yasrartiB y 2021 pori, ToOMy BapTO B3STH Ha 030pOEHHS
IHHOBAIlIffHI 1HCTPYMEHTH 1 METOAM MapKeTHHTy Yy UudpoBii
€KOHOMIIIi, TaKi K BUKOPUCTAHHS MITYYHOTO 1HTEIEKTY, 30KpeMa, Ha
(hOHIIOBOMY PHHKY.

HITy4Huil iHTENEKT TOKM HE 3aXONUB BECh CBIT, aje BXKe
mignopsiakoBye  cBiT  digital-mapketnnry. | 1me He MOBHHHO
HACTOPOXYBAaTH, apKe IUTYYHUH IHTENEKT IMOYMHAE BUKOHYBATH 3a
JIFOZIeH TIPOCTI 3aBJaHHsI Ta BIIKPUBAE 0€311i4 HOBUX MOXJIMBOCTEH. Y
yomy Horo kopucth s digital-mapketuHry? Bin Moxe aHanmizyBaTu
TTOBEJIIHKY CTIO’KMBadiB i MIA0JIOHU MONIYKY, JaH] COIlIaIbHUX MEPEKX
i OnoriB, JomoMaraTd KOMIIaHISIM, BH3HAYAIOUH, SK KJIIEHTH
3HAXOMATH MPOIYKTH 200 MOCIYTH Ta iH.

VY  HailOnmmwkyoMy MaiOyTHbOMY INTYYHUIH 1HTEJEKT CTaHe
pyUIiiiHOIO CcHior0 Al OaraTthox cdep MapKeTHHTY Ta Oyne naBaTH
peKOMeHamii I[0J0 TOBApiB, CIIJIKYBAaTHUCS 31 CIIOKHMBauaMH,
CTBOpPIOBAaTH KOHTEHT. llimnpueMcTBa, IO BHPOBAAMIM LITYYHHUH
1HTEJIEKT, 3MOXKYTh CKOPOTHTH BUTPATH Ha MEPCOHAN Ta MPUCKOPUTU
3pOCTaHHs, OOIMIIOBIIN CBOTX KOHKYPEHTIB. A Ti, XTO 3aIli3HUTHCS 3
3aCTOCYBaHHSIM IIbOTO THCTPYMEHTY, IIBH/IIIIE 33 BCE, BUSIBISTHCS HE
KOHKypeHTO31aTHUMH. He BUHATKOM € (oHAOBI pHHKH. AJe Ha
YKpalHCBKOMy (l)OH}_IOBOMy PHHKY 3aCTOCYBAHHS  €JIEKTPOHHHX
TEXHOJIOTI HE € OJHIEI0 3 XapakTepHHX OCOONUBOCTEH, sKi
3a0e3MedyIoTh BUCOKY JAWHAMIKY OIepaliil, iCTOTHO MPHUCKOPIOIOTH
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PO3paxyHKH, PO3IIUPIOIOTE KOJIO YYAaCHHUKIB Ta 3MEHIIYIOTh PU3UKH
Ha (HOHIOBIH OipXKi.

IcTopiss BHKOpUCTaHHS INTYYHOTO 1iHTEJIEKTY B pPoOOTI 3
IHBECTHUIITHUMHU TTpoeKTaMu modaiacs B 1970-x pokax B Amepuii. B
Halll 9ac 3 PO3BUTKOM ITOTY>KHOCTEH KOMITIOTEPIB PO3BUBAETHCA W
chepa IX BHKOPHCTAaHHS: TEMep YACTO MAIIUHH aOCOIIOTHO
CaMOCTI{HO IpUIMaIOTh Ti YM 1HIII IHBECTHIIIHHI pillieHHS B 6araThox
KOMITaH1sIX, [0 YIPaBJISAIOTh Ha (poHmoBil Oipxi. HeiiponHa mepexa,
Ha TexHoJorii sKkoi 3acHOBaHa pobOoTa pPoOOTA-CIIBPOOITHHKA
KOMIaHii, 1o ympaBise Ha (QOHAOBIH OipKi, pO3BHBAETHCA Ha
OTPHMaHHX PaHille pealbHUX JaHUX PO PoOOTY (HOHIOBOTO PUHKY
Ta BXE 3MIMCHEHWX IHBECTHHIWHWUX NpoekTiB. KokHa cuTyaris 3
nopT¢eTbHUMH IHBECTHUIIIMU MAaTEeMAaTHYHO SIBJIIE COOO0 3BHUANHUIA
Habip 3MIHHMX, i caMe Tak poOOT crpuiiMae Ti YW iHII MOmii Ta
uugpu. [lepebuparoun B cBOiii mam'sITi CX0XKi TOAI1, BIH 3HAXOIUTH Ty
MOJIENTb TTOBEIIHKH, SIKa MaKCHUMAJIbHO BiATIOBITa€ PENIEBAHTHOCTI Ta
peamizoBye ii. Takum YHHOM, IHBECTHLINHI pilleHHA, IO
MPUAMAIOTHCS MAIIMHOIO, CKIIAJA0ThCS 3 aHAJI3y pealbHUX JaHUX Ta
JOCBiMy momnepenHukiB. PoOOT 3maTHMid 0OpoOWUTH aOCONIOTHO BCi
1HIMKATOpU PHHKY, iH(OpMaLlis Mpo SKi HaAidILIa B CHCTEMY, MpU
IIbOMY BiH MOXKE 3HAWTH B3a€MO3B'SI30K MK MOIISIMH, SKi JFOIUHA
HaBIiTh IIPU AyKe Oarariii ysBi 3B'I3aTH HisK HE MOXeE.

ChorosiHi, BENMKY YaCTHHY CBITOBOI  TOPTiBIi  aKIisMH
3IIMCHIOIOTh caMe KOMIT I0TepH, pijie 3aaisHi obmiramnii (GakTuano
75% axuiii, asxkumu omepyroTh Ha Oipxkax CIIA Hamxomsate came 3
AaBTOMATUYHUX TOPTOBHUX CHUCTEM, 110 BCE YacTime (yHKIIOHYIOTh Ha
OCHOBY HITY4HOTO iHTeneKTy) [1]. Icropuuni mpuknaan aHamizy Ta
OPUAHATTS pillleHb IITYYHUM IHTEJNEKTOM BPaXKalOTh: OJHA MOJIENb
nosepTaa mopiuHo 61nmu3bpko 9% npulyTtroBocTi 3 1992 p.mo 2015
p., inma miguac kpusu 2008 p. 3adikcyBaina Bigmauy B 681%, a B 2000
p. Miciis TOTO, SIK JIOMHYJIa MUJIbHA OyibOarika — 545% [2].

HenonikiB y mTy4Horo intenexty Ha ¢OHAOBIH Oipki MPAKTUYHO
HE iCHye: BiH (OpPMy€ ONTHMAJIBHUM Ha AaHWI MOMEHT MOPTQEb,
SKUW TIPUHOCHTh MAaKCUMaJbHy BHTOmy. JItOACRKHI QakTop B
YOpaBiHHI iHBECTHULISIMM TIPU LBOMY BHUKIIOYAETHCSA, JOXOIH
OiABUINYIOThCS. €IMHUN HEONIK MAaIllMHU — BOHA HE MOXeE
3710TalyBaTHCsl, IHTYITUBHO MPHIMAIOYHM T€ Y 1HIIE HENOTivHe, aje
Brane pimenHs. Lle mpeporarusa momuHu. [Ipu 1mpomy mroguHa
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pHU3WKY€E, a MalllMHA TIParHe MiHIMI3yBaTH pU3HUKH. barato excrepris
a0COJTIOTHO BIICBHEHI, IO He3a0apoM TOPTIBISA Tpehmepamu 3iiime
HaHiBeIlb, TOMY IO BXKE 3apa3 IIBHJKICTh 3IIHCHCHHS OIEpaIlii
nepecrae OyTH JTOCTYIHOIO JIIOACEKOMY PO3yMYy, HE KaXXy4H BXKE MPO
pyuHi onepartii. Lle minkoM Moxke cTaTucs, 9Y0My HiATBEPIHKEHHS — Aii
IesKuX OipK, SKi HE TIIBKH MPOBOIATH CEPTHdIKAIi0 PoOOTIB Ta
BBOJSTH IJIATy 32 MEPEBUIICHHS JIMITy TPaH3aKILil, a i CTBOPIOIOTH
CHeIiaNbHI 1HCTPYMEHTH, HANpPUKIAA, IIBUMICHAS KOMicii s
AKTHUBHHUX POOOTIB.

Ane B cepemoBulli NpodeciiHUX YYaCHHKIB PHUHKY I[IHHHUX
marnepiB  MEepeBayKHO 3yCTPIUAEThCS CKENTUYHE CTaBICHHSA [0
ABTOMATUYHOI TOPTiBiIi. SIK mpaBwmIo, TpeinepiB OeHTeKaTh TPH pedi:
1. JlromuHa He B 3MO031 IOCTIITHO KOHTPOIIOBATH MPABUILHICTh TAaHHX,
SIKi BU/Ia€ MeXaHiuyHa TOProBa cuctema abo OipxkoBuii pobor. 2. [Ipu
3001 B cucTeMi, ITporpama MoXe JOBIHI 9ac TeHepyBaTH HEKOPEKTHI
CHT'HAJIM Ha YKJIAJEHHS Yrof, IO Ipu3Bene a0 30uTKiB. 3. bararo
TpaBLiB BBaXAaIOTh, IO IHTEPHET-TPEHINHT MOBUHEH MOETHYBATU B
co0i CUCTeMHUH MiIXi Ta 0COOHCTY iHTYiMiO (CYy0'€eKTUBHY OIIHKY).

3arajgpbHOCBITOBA TEHJEHINS JO3BOJISIE 3POOWTH BHCHOBKH, IO
TOProBHX pOOOTIB Ha (QOHAOBUX MaiJaH4YMKax Oyae CTaBaTH BCE
Oinpie. Ilpu 1pOMY HE BHKIIIOYEHO, IO JOBrOCTPOKOBA TOPTiBIIA
MOCTYIIUTBCS MICIIEM KOPOTKOCTPOKOBIH, B paMKax SKOI MO3WINi
OylyTh BiJIKpUBATHCS HABITh HE HA CEKYHJIU, a HA MiiCeKyHIu. Bike
3apa3 JUIs YHUKHEHHS KOHKYPEHIIiT 3 IITYYHUM iHTEJIEKTOM TpeliepH
BUKOPUCTOBYIOTH TOPTiBIIO Ha TpeMapkeri. B  TtepmiHOMNOTIi
MpeMapKeT — I1e TIepeATOPrOBUil ITepio BiJl aHIIIHCHKOTO pre-market,
TOOTO «J10 puHKa». Alle, He BapTO MOOOIOBATHCS, IO (HOHIOBI Oipxki
MEPETBOPSITHCS y BEJUKI 3aJIM 3 KOMITTOTepaMu 0e3 Jroieil — poOoTH
e(heKTHUBHI TIIBKY TP TOPTiBIIi BUCOKOJIKBIIHUMH TaIllepaMHU.
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THHOBAIIMHI TPEHJIA PO3BUTKY CYYACHOI'O
IHTEPHET-MAPKETHUHI'Y HA PUHKAX TOBAPIB
IMPOMHUCJIOBOT'O ITPU3HAYEHHA

Teopis 1 mpakTHKa BITYM3HIHOT'O MAPKETUHTY BKa3yIOTh Ha Te, 10
piBeHBb HOTro IMIUIEMEHTaIii B AiSUTHHICTH MIATPHEMCTB Ha PHUHKAX
B2C cytreBo BHmepemxkae XapakTep WOro 3acTOCYBaHHA Ha
MPOMHUCIIOBUX MignpueMcTBax. Lle cTocyeTbest sik iHCTpyMEHTANbHOT
CTPYKTYpPH, TaK i MOOYAOBU BiJIMOBIHAX YIPaBIiHCHKAX CHCTEM, Y
MeXaX SIKHX MapKETHUHTY BiBOAWUTHCS MPOBiTHA IHTETpyIO4Ya POJIb.
Knacuyni ¢yHKIii Ta eleMEHTH KOMIUIEKCY MapKETHHTY Ha pUHKaX
TOBapiB MPOMHUCIIOBOTO TPH3HAYEHHS aHAJOTI4HI THM, SKi
3aCTOCOBYIOTBCSI Ha CIO)KMBUMX PUHKAX, OJHAK BOHM MAalOTh CBOI
XapakTepHi BigMminHocTi. Hanpukian, iHHOBamiiHI — PO3pOOKH
MiANPUEMCTB-BUPOOHUKIB 1 CepBiCHA CKIanoBa JJSl MPOMHCIOBUX
CIOKMBAYiB € 3HAYHO Ba)KJIMBIIIMMHU 3 1HILIE B JJAHLIOTaX CTBOPEHHS
CIOYKUBYOI LIHHOCTI, JIc 0COOJIMBOI BAroMOCTI HaOyBa€ MmapTHEPChKa
B33a€EMOJIiI.

[lpocyBaHHS Ha TaKMX pPUHKAaxX IPYHTYETbCS Ha 3aCTOCYBaHHI
KJIACUYHHX 1HCTPYMEHTIB MPSMOT0 MapKETUHTY, Y4acTi y Taly3eBHX
BHCTaBKax, pekiami y (axoBUX BHUAAHHIX, NPEICTAaBHHUILKUAX
3axomax Ta iH. OmHAK TpsMi TMPOAaXi 3aTUIIAIOTHCS OCHOBHUM
IHCTPYMEHTOM TIPOCYBaHHS 1 KOMYHIKaIlii 3 iX KIli€eHTaMH, a OCHOBHI
AKIICHTH YBaru 30CepeKYIOThCS Ha OpeHauury i PR, a Bxke moTim Ha
pexiami Ta crtumysoBaHHI 30yTy. lle moB’si3aHo 31 crnenmdikoro
puHKiB B2B Ta X HaCTYIMHUMU KIIFOYOBHMH BiIMITHUMH PUCAMU:

1. MeH11a KiNbKIiCTh TIOKYTIIIB, sIKa BIUIMBAE HAa BUOIP IHCTPYMEHTIB i
KaHaJIiB IPOCYBaHHSI.

2. PamioHanpHi MOTHBHU CIIOKMBYOI MOBENiHKHM, IO BIUIMBAIOTH Ha
3MiCTOBHE HaIllOBHEHHs iH(OPMaLiiHO-KOMYHIKaLlifHIX MaTepialis.
3. PimeHHs po MOKYNKY MPHAMAIOThCS KOJeriaibHO (axXiBIsIMH 3
pI3HUX pIBHIB YIPaBIIHCBKOI iepapxii Ta (QyHKIIOHANBHUX cdep
JUSUTBHOCTI ITiIIPUEMCTBA.
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4. Tlokymenp mparde BCTAaHOBUTH TPHBaJi abo TOCTiiHI Ta AOBipdi
TMapTHEPCHKI BITHOCUHM 3 Oi3HEC-TIApTHEPaMH.

e Takox 3yMOBIIOE ICTOTHI BiAMIHHOCTI y 3aCTOCYBaHHS
iHCTpyMeHTiB IHTepHeT-MapkeTuHry W IHTepHET-MapKeTHHIOBUX
KOMyHIKaIliii 30KpeMa Ha T TMagiHHA  Pe3yNbTaTUBHOCTI
Tpaauniiaux od-naifta komyHikarmii. OCKIIBKH MPOMHUCIOBI TOBAPH
Yd TIOCIYTH HE € TOBapaMH CIIOKHUBUOTO MPU3HAYEHHS, MacoBa
po3criKka iHGOpMaIIHHNUX JTUCTIB 10 €ICKTPOHHIN MOIMITI, peKiIamMa B
0aHepooOMIHHAX Mepexkax abo iMijpKeBa pekiaMa Ha MOIYJISIPHUX
[aTepueT-mopranax HE OynyTh JOCTaTHBOIO Mipoto
pe3yapTaTUBHUMHU. JlomamMo [0 1BOrO  CYTTEBI  OOMEKEHHS
OIOUKETHOTO XapakTepy, 3 SKHMH CTHKAalOTbCS MAapKeTOJIOId
nepeBaXHOi OLIBIIOCTI BITYM3HSIHHUX TPOMHUCIIOBHX MiANPHEMCTB
pi3HUX Tamy3eil ekoHoMmikd. ToMy BOHHM Oinblie 30pi€HTOBaHI Ha
BUKOPUCTAHHSI KOHTEKCTHOi 1 OaHEepHOI pekjIaMu Ha TEeMaTHYHHX
noprajgax, B TOPIOBEJBHMX CHUCTeMaX, [HTepHeT-popymax,
KoH(pepeHLisx Ta iH. TakuM MignpueEMCTBaM HEOOXiJHA CHCTEMHA
pobora 3 BruacHmM IHTepHeT-caliToM 1 3a0e3nmedeHHs HOTO
notpamwsiiag TOII-10 Buaad y nomykoBUX CUCTEMAX 34 KIHOYOBUMU
cioBamu 3a Jomnomororo 3aco6iB  CEO-onrtumizamii.  OnHak
3aCTOCYBaHHS TMOJIOHMX IHCTPYMEHTIB TaKOXX Ma€ KOpENIOBaTH i3
moOyIoBO0 Ta (PYHKIIOHYBaHHSM BOPOHKH MPOAAXiB, OCKLIBKH
BaroMicTh KOXHOTO KOHKPETHOTO Oi3HEec-KJIEHTa TaKoXX Ha0yBae
KPUTUYHOT BaKJIMBOCTI BHACIHIZIOK 00’€KTHBHO MEHIIOI KLIBKOCTI
yrox Ha puHKy. OTXe, CbOroJHI T'OJOBHHUM OPIEHTHPOM IS
MapKeTHHTY IPOMHUCIIOBOTO IIIPUEMCTBA CTa€ HEOOXiTHICTH
PO3pOOKHM cCIpaBli YHIKaJbHOI TOBApHOI MPOMO3UINI Ha PHHKY,
HACHYEHOMY IMPOMO3HUIISMH 1HIIUX MiJIPUEMCTB, Y T.4. MOTYXKHUX
3aKOPAOHHUX, SKi MAIOTh BIATIOBIHI pECYPCH 1 TEXHOJIOTIYHO MOXKYTh
ICTOTHO TIepeBaKaTH CBOIX KOHKypeHTiB. HeoOximHo TBOpUO
aJanTyBaTH TIO3UTHBHUI JIOCBiJi 3aCTOCYBaHHS MAapKETHHTY Ta
Iureprner-mapkeTuHry Ha punHkax B2C B ymMoBax, KOJHM CIIOKHBadi
00i3HaHi PO 0COOIMBOCTI KOHKYPYIOUMX TOBAapHUX MPOMNO3HUIIN Ha
PHHKY, TOMY 3pOCTa€ POJIb iIMIKY TiITPUEMCTBA-BUPOOHHKA.
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KOHTEKCTHA PEKJIAMA
AKIHCTPYMEHT INTERNET-MAPKETUHI'Y

CydacHuil eran cTaHOBIEHHS 1H(GOPMAIITHOTO CYCIIIbCTBA
XapaKTepU3YETbCsS AKTHBHUM BIPOBAKEHHAM iHPOpMALiiHUX 1
TEJeKOMYHIKAIlIHHIX TEXHOJIOTIH y BCi cepH CyCIiIbHOTO JKUTTS,
3aITydeHHSIM 3HAYHOI KiIbKOCTI JII0Jieil 1o cBiTOBOi Mepexi Internet,
IO JIa€ MOXKITUBICTh BUKOPUCTOBYBATH HOBI YHIKaJbHI MOKIUBOCTI,
a caMe, MUTTEBY Tepefady iHdopmailii, 0araTokaHalbHI KOMYyHiKalii
MIDX JIFOABMH, BeJIEHHS Ta MIPOCYBaHHS Oi3HECY 3 PI3HUX YaCTHH CBITY.
KinpkicTs xopucTyBauiB Mepesxi Internet B ceiri Ha moyatky 2020 p.
3pocia Ha 7 % mopiBHAHO 3 2019 p. i cTaHOBUTH TMOHAA 4,5 MIIpA
nroneit, maike 60 % HaceneHHs rianeTH [6].

Internet cyTTeBO BIIIMHYB Ha PO3BUTOK PEKJIAMHU. 3MIHUIHCA
METO/H BIUIMBY Ha CIIO’KWBAYiB, BUHUKJIM HOBI TIpaBuiia, CTaHAAPTH,
¢dhopmu komyHikamii. Metogu Internet-mpocyBaHHsS oTpUManu MeBHi
TepeBaru: IOCTYIHICTh | HEBHCOKa BapTICTh; OPI€EHTOBaHICTh Ha
OUTBII BY3bKHI CErMEHT CIIOYKMBAUiB; BUCOKUH piBEHb OXOIUICHHS
€KOHOMIYHO aKTHUBHOI ayauTopii; (YHKIisS 3BOPOTHOTO 3B’SI3KY;
IHTEepaKTUBHICTh B3a€EMOJIil; MOMJIMBOCTI aHami3y eQeKTUBHOCTI
pEKIIaMHOI KammaHii; IepcOHaNbHUH cepBic JUIs KiIi€HTa. 3a
nporHo3amu, B 2020 p. BUTpaTu Ha CBITOBOMY pPUHKY HIH(POBOL
pekiiamMu JocsruyTh 345,95 mupa gon CLIA [5].

O6csr punky Internet-pexnamu B Ykpaini B 2019 p. 30inb1muBcs
Ha 34 % (5,74 mupx rpH). 3a nporuo3om, y 2020 p. 3pocTaHHS pUHKY
iHTepHeT-pekiamMu cranoButume 24 % (7,12 mupa rpu) [1]. CeitoBa
MaHeMisl HeraTUBHO BIUIMHYJIA HAa PEKJIAMHHMI PUHOK, aje Y CEKTOpi
iHTepHeT-peKiaMu B 1 miBpiudi 2020 p. crioctepiranocs 3pOCTaHHs JI0
9 %. 3a mporHo3om, 30UIbLICHHS OOCSTIB IHTEpHET-peKiIamMu Oye
BiZOyBaTuCs 0 KiHIS POKY, B TOMY YHCIi, OaHEpPHOI, aJanTHBHO-
MeiiiHO1, KOHTEKCTHOI Ta MOLIYKOBOI pekiamu [3].

OnHuM 3 eeKTHUBHUX IHCTPYMEHTIB MApKETHHTY € KOHTEKCTHA
peKiaMa B IHTEpHET-KOMYHIKalisx, KOTpa sBise cO0O0I0 MOKa3
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OTOJIONIEHB, IO TPYHTYIOTHCS Ha BIAMOBITHOCTI PEKIAMOBAHOTO
MIPOAYKTY 3MICTY BiJBiyBaHOI KOPHUCTYBAa4eM CTOPIHKHU CAWTy.

IcHye nBa BHAM KOHTEKCTHOI PEKJIaMH: MOIIYKOBAa W TeMaTHYHA.
[lomykoBa KOHTEKCTHa peKJlaMa IOKa3yeTbCs KOPUCTyBadaM Y
pe3yspTaTax Horo 3amuTy 3a JOMOMOT0K0 KOHTEKCTHOTO OTOJIOIICHHS
y momrykoBiit cucremi. [lons puHKy momrykoBoi cucremu Google y
muctonani 2020 p. B Ykpaini cranoBuna 93,28 %, (y cBiti — 92,16 %),
Yandex — 4,48 %, Bing — 1,05 %, DuckDuckGo — 0,38 %, Yahoo! —
0,27 % [7].

TemaTnuHa KOHTEKCTHa peKJiaMa JEMOHCTPYEThCS Ha caiTax i
MOOITBHUX T0JIaTKaX KOPUCTYBadiB 32 YMOBH, 110 TEMATHKA PEKIIAMH
30ira€ThCs 3 TEMAaTHKOIO 3a3HAYCHUX B HAIAIMITYBAHHAX KIIIOYOBHX
¢dpa3 abo monepeHIX MOUIYKOBUX 3alTUTIB KOPUCTYBaYA.

[lepeBaraMu  3acTOCyBaHHS ~ KOHTEKCTHOI  peKJaMu,  SIK
iHCTpyMeHTy Internet-mapkeTusry, €:

— 3HayHe OXOIUICHHS ayAuTOpii (KOHTEKCTHI OTOJOIICHHS
JEMOHCTPYIOTbCS B MOUIYKOBHX CHCTEMaxX, MO BKIIOYAIOTh 3HAYHY
KIUTBKICTh MOIMYJISIPHUX CAiTiB 1 MAIOTh BEIHUKY ayJUTOPII0);

— BUCOKHI piBeHb €(EeKTHBHOCTI (OTOJOMIEHHS TOKa3yIThCS
TIIBKM TUM KOPHCTyBadaM, SIKi MPOSIBUJIM IHTEpeC 0 BiJMOBIIHOL
TEMHN);

— HU3bKa BapTiCTh (peKiIaMoJaBelb CIUIAYye 3a Mepexoan
MOTEHIIHHUX KIIIEHTIB HA CBIf CaliT, TOOTO KITIK 3@ OTOJIOIICHHSM);

— KOHTPOJIb 33 pPEKJIAMHOI0 KaMIIaHi€lo (JI03BOJIAE YIiTKO
BCTaHOBITIOBATH Ha SIKi MU, SIK 1 KOJIK OyJIM BUTpaUeHi KOIITH);

— IPOCTOTA ¥ MIBUJIKICTH OIIHKY 11 pe3yJIbTATUBHOCTI (CIemiaibHi
cepsicu (Google Analytics) Har0Th 3MOT'Y BHUSIBUTH KaHAIM PEKJIaMU
Ta KJIKOYOBI CJIOBA, 110 MIPU3BOJIATH JIO peai3allii ToBapiB);

— KOHTEKCTHI ~ OTOJIOIICHHS ~CIPUAMAIOThCS K  JOJAaTKOBa
iH(opMaIris, 1o JornomMarae oopaTi TOBap cepesl MoaioHuX.

HenonikaMu KOHTEKCTHOT PEKJIAMU €:

— BIZIHOCHO BHCOKa BapTiCTh HA CTapTi PEeKIaMHOI KaMIaHii
(HeoOXiTHICT MEpEeBipKH MPaBUIBHOTO MOTPAIUITHHS —TEPIINX
PEKIIaMHUX OTOJIOIIEHb Y IIILOBY ayIUTOPI0);

—morpeba B JONATKOBUX KOWITax (BUKOPHCTaHHS JaHOTO
IHCTPYMEHTY € e()eKTUBHHUM TiJIbKM 32 YMOBH MOE€JHAHHS 3 1HIINMHN);

— BUMarae BHCOKOIo mnpodecioHaniamy (rmocriiiHa poOoTa Haj
caiiToM, pO3MIIlIEHHsI HOBUH Ta OHOBJICHHS 1H(OpMaItii);
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— BIACYTHS «iHepmis» (IMICas 3aBepIIeHHs PEeKIaMHOI KaMmaHii
BiJIpa3y K MPUIHUHSIOTHCS 1 IITBOBI IEPEeXOAH KOpHUCTyBadiB) [4];

— HasIBHICTh BHIAJIKiB HEJIOOPOCOBICHOT KOHKYpEHIIii [2].

OTxe, KOHTEKCTHA peKiiama, siK iHcTpyMeHT Internet-mapkeTusry,
PO3BUBAETHCS BHACTIIOK 30UTBIIICHHS 00’ €MIB PHHKY Ta 3arOCTPEHHS
KOHKYpeHTHO1 60poThoH. JocTimKkeHHs! pUHKY KOHTEKCTHOI peKIIaMH
cnpusie (axoBoMy BUKOPUCTAHHIO 1i CKIIQJOBUX 1 IiJBUIICHHIO
e(heKTUBHOCTI peKJIaMHO1 KaMITaHii ITiIITPHEMCTRA.
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OCOBJIMBOCTI ®OPMYBAHHS MAPKETUHI OBO1
CTPATETTI INPOCYBAHHSI AYTCOPCHUHT'Y
ITHOOPMANIMHNX TEXHOJIOI'TA

VYkpaiHa 3HaXOAUTHCA B CITUCKY PO3BUHEHUX KpaiH CBITY B cdepi
iH(hOpMaIiTHIX TEXHOJOTIH. YKpalHChKi KOMITaHii 3 HaJaHH ITOCITyT
IT-ayTrcopcuHry aKTHBHO 3MILHIOIOTH CBOI MO3WLII y HaWOiMbII
MEpCIEeKTUBHUX TexHoJoriyHux Hampsimkax (Data Science, AR/VR,
MalllFHHE HaBYaHHS, IITYYHUHA iHTEJIEKT) i MAIOTh 3HAYHY KiJBbKICTh
YCIIIIHO peali30BaHUX KEHCIB Y 3a3HaUeHUX 00JacTix. YKpaiHChKi
CTapTalld CTAlOTh KOHKYPEHTOCIPOMOKHHUMH Ha CBITOBOMY PHHKY
IT-ayrcopcunry, mo cBig4uWTh HPO MEPCIEKTUBH MPUCKOPEHOTO
PO3BUTKY HE TLIbKH 3a3HAYEHO]I raiys3i, ajie il CropiJHeHNX CEKTOPIB.
B Takux yMoBax i KOMIIAHI TOCTPO TIOCTA€E IUTaHHS
KOHKYPEHTOCTIPOMOXKHOCTI Ta (hopMyBaHHsS €(EeKTHBHOI CTpaTerii
MapKeTHHTY ayTCOPCUHTY 1H(QOPMAIIfHAX TEXHOIOTIH.

AyTcopcuHr 3a0e3neuye KOHKYpeHTHY IepeBary, sika MoJsrac B
OUTBII THYYKUX, e(DEKTUBHHX 1 JI€BUX PIIICHHSIX Ta BUKOPHCTaHHI
“OpOpHBHOTO” ayTCOPCHHTY, a came: HOBaTOPCHbKi pillleHHs,
MoB’si3aHi 3  pOOOTH30BaHUMH IpolecaMd abo  XMapHUMH
TEXHOJIOTISIMH.

3 KOXXHUM POKOM KOHKYPEHLisl Ha pHHKY iH(opMamiiHux
TEXHOJIOT1H, B TOoMy uucii ayrcopcunry IT, 3pocrae, a oTxke,
OTPHMaHHS HOBUX KIIIEHTIB B ayTCOPCHHIOBOMY Oi3Heci crae
CKIaHIIMM. BiTHOCHO KOM(OpPTHO Ha PUHKY MOYYBAIOTHCS BEJHKI
rpaBUi 3 AOCBiIOM, ekcnepTu3olo Ta pecypcamu. Hns iHmux IT
AyTCOPCUHT — JIOCTaTHHO J>KOPCTOKUH CBIT BIKMBaHHS. B Takux
YMOBaX CTpaTeridyHO BaXIMBHUMU € BHKOPHUCTaHHS 1HCTPYMEHTIB
MapKeTUHTy Ta HOpMyBaHHS MAapKETHHIOBOI CTpATerii KOMIIaHiH, 1110
HaJaroTh ociyru ayrcopcudry IT.

MapKeTHHIOBa CTpaTeTis — 1e CIIeHAPii JOCATHEHHS 17€aJIbHOrO
pe3yabTaTy. MapKeTUHT B ayTCOPCUHIOBIN KOMIIaHii HalllIeHUH Ha:

- OTpUMAaHHs HOBHX 3asBOK (JIiIiB) Ui mepenadi iX y Biamin
MIPOTAXY;
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- YTPUMaHHS MOTOYHHX KIII€HTIB Yepe3 CIIBIPAIi0 3 aKKayHT-
MEHEDKEePaMH.

IcHyIOTH OCOOMMBOCTI MpOCyBaHHS ayTCOPCHHIOBUX mociyr IT
KOMMaHii. IX CyTHICTb MOJIArae y HACTYIHOMY:

- BHCOKHU piBE€Hb KOHKYpEHIIii (3a yBary Kii€HTa OOpsAThCS HE
JuIe KommaHii 3 Ykpaiam, a Takoxk kommaHii Iamii, ®imimmim,
Binopyci, JIutsn);

- cermeHT B2B. (ockinbku IT ayrcopcunr me pobora 3 iHIIAMHA
Oi3Hecamu, TO PIMIEHHS B JaHOMY CETMEHTI NMPUIMAIOTHCS 3HAYHO
JoBie Hixk B cermMeHTI B2C, OCKUIBKM BOHH DiJKO 3aJI€KaTh BiJl
OJTHI€1 JTIOUHN);

- MIHJIMBICTh TEXHOJIOTiH (ICHYBaHHS Pi3HMX MOB IPOTPaMyBaHb,
(peMBOPKIB, 10 OE3MOCEPEIHBO BIUIMBAE HA KIJBKICTh Ta SAKICTh
3aMOBIICHB);

- SIKICTBb cepBicy (ayrcopcuHroBa kommasis € 100% cepsicHoro,
BiJITaK AKIiCTH ii poOOTH HEMOKJIMBO MIEPEBIPUTH HAIIEpe I, HEMae aHi
TECTOBOTO TEPioAy, aHi AeMOBEpPCiii, SKUMU MOXKYTh IIPUBA0IIIOBATH
MOTEHIIHHUX KJIEHTIB TPOAYKTOBI KoMmaHii. €auHuil cmocid
OWIHUTH sKicTh ayTtcopcuHroBoi IT KoMmaHii — mowatm 3 HElO
CHIBIIpAIIIO, a [1¢ PU3UKH I 3aMOBHHKIB);

- BiAcTaHp (X04Ya CydYacHI TEXHOJIOTii PO3MHUBAIOTH YWMAIIO
Oap’epiB, (izmuHe posramryBaHHs OQICIB 3aIHINAETECA OOHHUM 13
BaroMHX KpUTEpiiB JJisi NPHHHATTSA pilieHHss npo poboty 3
ayTCOPCUHTOBOIO KOMITaHi€r. Lle moB’s13aHo 1 3 4aCOBUMHU MOsicaMH, 1
3 KYJIBTYPHUMH BiZIMiHHOCTSIMH Mi>X 3aMOBHUKOM Ta BUKOHaBIeM. Ha
Kalb HIXTO HE BIJKHAIAE€ TaKOX CTEPEOTHIH, SKi ICHYIOTh Y
CBIJJOMOCTI 3aMOBHHUKIB).

B cywacHMx yMoBax ayTCOpPCHMHIOBI KOMIaHii Haiuacrimie
BUKOPHCTOBYIOTh HACTYITHI MiAX0AM /10 (hOPMYBaHHS MapKETHHTOBOT
cTparerii MpoCyBaHHS ayTCOPCHUHTY iH(QOpMAaIiHHUX TEXHOJIOTIH.

CraBka Ha JiJIOTeHEpaIlilo, CYTHICTb $KOI € B HaiMaHHI
JijoreHepaTropa, SKHH MPOTSArOM OKPECIEHOro dacy posimuie
IUTaHOBaHY KUIBKICTh JIMCTIB MOTeHUiitHUM napTHepam y Linkedin. Le
OJIMH 13 HAMOULTBII MOIMPEHUX METOJIB OTPUMAaHHS KiieHTiB y IT
Oisneci. JlimoreHepauisi mpamioe 3a NPUHLUIOM KIUJIBKOCTI: YHM
OifpIle JIMCTIB — THM BHIIE HMOBIPHICTH HOTPAMUTH y MOTPiOHY
KOMIIaHIl0.  ABTOMAaTH3allii  MPOIECIB  B3arajai  J103BOJIMJIA
MEPETBOPUTH BIINPABKY JIUCTIB HAa KOHBEEp. Alle, pid y TiM, 10 3a
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OCTaHHI POKH KUTBKICTh ayTcopcepiB B I'T crpimko Bupocma. Ockinbku
e MeTON JOCTaTHhO TMOMYJSIPHUH — B KOXHY KOMIIAHIIO
3aMpoIy0Th OJHOTO ab0 JEKIIBKOX JIiJOTCHEePaTOpPiB, SKi IOJHS
po3cuinaroTk xoio0aHi Tucty B Liknedin Ta Ha eleKTpOHHI CKPUHBKH
TIOTEHITIHHUM 3aMOBHUKAM 3 KpaiH IliBHiuHOT AMepHKH Ta 3aximHoi
€pporm. 3po3ymino, MO 3aMOBHHKAM CKJIaIHO OOpaTd SIKICHOTO
CyOmiIpsgHHKA, ajle BOAHOYAC BOHU MalOTh MOKJIHBICTh TOPTYBaTHCh
1 30MBaTH LiHY.

Jlo mepeBar 1aHOr0 METOAY MOKHA BiIHECTH BiTHOCHO HEAOPOT UM
CIOCi0 3aJTydeHHs KITIEHTIB Ta MOXKIIUBICTh aBTOMATH3AIlii MPOIIECY.
Banu BukopHcTaHHs JiforeHepanii MoIsAraloTh y HaB’S3JMBOCTI JI0
3aMOBHUKIB Ta CHTYaTHBHOCTI TIPOIIECY.

Takok TOMMPEHWM € MiAXiA 3 BHUKOPHCTaHHSAM pPOOOTH 3
wiatpopmMaMu it pilaHcepiB, CYTHICTh KO BimoOpakaeThCs y
CTBOPEHHI Ta PO3BUTKY Mpodimo Ha Oipkax mpaili Ta ¢pimaHcy
(Upwork, Freelancer). Jlesiki mOTyKHi ayTCOPCHHTOBI KOMITaHii CBOTO
Yacy TaKOXX BHKOPHUCTOBYBAJIM 1M MiAXia, ajge 13 PO3BUTKOM
TEXHOJIOTii Ta KOHKYpEHIIii, Oip)ki CTalM MPUHOCHTH BCE MEHIIIHMA
pe3ynbTaT, cepenHii 4eK 3aMOBIeHb Ha Oipikax QpinmaHcy HaATO
Malui a1 HaMaraTuch MEPETBOPUTH LIk KaHAI OTPUMAHHS KITi€HTIB
y MOBHOIIIHHUH Gi3Hec.

[lepeBarn BHKOpPUCTaHHS NAHOTO MiAXOAY € y OE3KOLITOBHOMY
cnoco0l OTpHMaHHs KII€HTIB Ta MPOCTOTI B peanizamii. Minycu
JAHOTO TMIJAXOJy TOJSATalTh Y HHU3BKOMY YeKy 3aMOBJICHHS,
KOPOTKOTPUBAJIOCTI IPOEKTY Ta HE CUCTEMHOCTI.

LikaBuM € miaxij peKkIamMu MocagkoBOl CTOPIHKH, CYTHICTB SIKOT €
y CTBOpeHHI mocaakoBoi cropinku (landing page) 3 omucom
MOXJIMBOCTEH KomriaHii. Jlayi Ha Taky CTOPIHKY 3aMOBJISIETHCS
KOHTEKCTHa pekinama. Lle, HareBHO, 0IMH 13 HAlIOPOXKUIMX CI10CcOOiIB
HIBHJIKO “CIYCTHTH BeCh OIOJKET Ha MPOCyBaHHsS. Take pillleHHS
MEPEKOYYBaJI0 B ayTCOPCHHI 3 OHJIaWH-TOprieiai. Came Tam Jyis
MPOAaXy IEBHOIO CIEHU(IYHOTO TOBapy HPAKTHUKYETHCS ‘TTUTTA
1aTHOro Tpadiky” Ha MiATOTOBJIEHY CTOPIHKY. MiHYyC IOTO MiAXO1y
MOJISiTa€ B TOMY, IO B OWTBI 3a yBary NOTEHIIHHOTO KJIi€HTa
nepeMoXe KOMIIaHist 3 OIbIMM OI0KETOM Ha pekiamy. [lo Toro x
He BapTo 3a0yBaTH Npo creun@iky Hillli: OCTATOYHE PILLIEHHS I0J0
3aMOBJICHHS TIOCJIYTH PIJIKO MpHitMae ofHa jroauHa. Hapite sxio ii
JiCTaBaTH PEMapKETHHTOM. BUXOAS4M 3 I[OTO TEpEeBaror0 TaKkoro
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MiIX0AY € HaWIBUALINK croci0 oTpuMaHHs Tpadiky, a BUCOKa IIiHa
Ha Tpadik Ta Mama edektuBHicTE y chepi B2B € memomixom
BUKOPHUCTAHHS TAKOTO MiAXOAY SIK peKiIaMa MOCaaKOBOI CTOPIHKH.

Komnanii AKTHUBHO BUKOPHUCTOBYIOTh MPOCYBaHHS
AyTCOPCUHTOBUX TOCTYr dYepe3 cTarTi. BinOyBaeTbcs HaiiMaHHS
KomipaiTepa-ppimancepa s MATOTOBKH B OJor 4-5 TeMaTHYHUX
cTareil 13 BUKOPHCTaHHSAM KJIIOYOBUX CiB. Take pilleHHS 3a3BHYaid
pexomeHnyioTh SEO-crmemiamicTH Ta MapKeTOJNOTH, TOoTepeaHii
IOCBIJ SKWUX TIOB’SI3aHUN 13 KOHTCHT-MapKeTHHroMm. IleBHI Temw,
IifiCHO, MOXYTh TPHBECTH YHTa4iB Ha OKpeMy CTaTTiO B
KoprmopatuBHoMy 0Omosi. IllompaBaa, pesynpTaT mNpoOCyBaHHS Y
MTOITYKOBUKAX MOYKHA YEKATH JOCTATHBO JOBIO (1B POKY 1 JOBIIE).
Jlo Toro  11e 30BCiM HE 03HaYae, 10 3aTydeHui Tpadik Ma€e BiIKpHUTY
noTpedy TYT K€ 3aMOBIISITH MOCIYTY y Bac. A MiJNHCyBaTUCh Ha
YEeproBy IOPLII0 OHOBJICHb 3aX04€ AAJEKO HE KOXKEH MOTCHLIHHHMA
kiieHT. [IpocyBanHs depes craTTi moTpedye CHCTEMHOTO MiIXO0Iy Ta
¢dbopmyBaHHS KOMaHAM (OAWH KOMipalTep HE 3MOXe IMHCATH
KBaITi(hiKOBaHO y TeMax, B SIKHX PO30MPAIOTHCS TUTHKH PO3POOHUKH).

Jlo mepeBar BHKOPUCTAaHHS Takoro MiIXOAY MOKHAa BiJHECTH
BIIHOCHO HEAOPOTHi Crocid oTpuMaHHsA Tpadiky Ha calT Ta
JOBroTpuBanuii eekt. HeraTueHi eeKTH MPOSBISIOTHCS Y TOMY, IO
pe3yIbTaT MPUXOIUTH YePe3 IMiB POKY 1 OiIbIIe, a TAKOXK TaKUH T AXi
noTpedye KOMaH]IU JUTsSI CTBOPEHHSI €KCIIEPTHHUX CTaTeH.

OTxe, MapKeTHHIOBa CTpaTerisi 0araTboX ayTCOPCHHIOBHX
KOMIIaHili 0OMEXYy€eThCs BUKOPUCTAHHSIM OJHOTO a00 JEKITbKOX i3
BUIIE NepesideHuX pileHb. Piamie BHKOPUCTOBYIOTH yYacThb Ha
BHUCTaBKax Ta AUIOBI 3ycTpidi (roadshow).

Ha neBHuX eramax po3BUTKY KOMIIAHIi, TepeIiueHi METOIH
MOXYTh JaBaTH THUMYacoBUH pe3ynbrar. [IpoTe Koiam KoMmaHis
MEePEeXo/IUTh Ha HOBUI PIBEHb CBOTO ICHYBaHHS, PIIIEHHS MAaroTh
TAaKO)X KOperyBaTHch. TyT HaJa3BUYaliHO BaXIMBOIO € came
MapKeTUHroBa cTpaTeris. TakoX Ba)KIMBUM € PO3YMIHHS Ha SKOMY
eTalli 3HaX0AUThCS KOMIIaHis Ta IO B LIeH yac BiA0yBa€ThCS HA PUHKY.

Takum 4YMHOM, e(pEKTHBHUM € BHUKOPUCTAHHS KOMILICKCHOTO
MapKeTUHTY, KM OpIEHTOBaHUM Ha “BUPOIIYBaHHS JIiJiB”, IO B
TpaJuLiHHOMY MapKETUHTY 3HAXOIUTh BiJOOpakeHHs y hopMyBaHHI
JIOBIOTPUBAIMX Ta JOBIPIUBUX CTOCYHKIB 13 IIJTLOBOKO ayTUTOPIETO.

104


https://marcrafters.com.ua/blog/marketing-evolution-in-it-outsourcing/

CnucOoK BUKOPHCTAHUX JIKEpe:

1. Antmamapa A.O., Koporomoa O.0. AyTcopcuHr SK
iHCTpYMeEHT po3BUTKY IT-cexTopy Ykpainu B ymoBax iHmyctpii — 4.0.
URL: https://www.researchgate.net/publication/337304471 (nara
3BepHEeHHS 3.12.2020)

2. JI. Txaau MapkeTuHroBa CTpaTerisi sl ayTCOPCHHTOBOI
kommanii URL: https://marcrafters.com.ua/blog/marketing-strategy-
for-it-outsourcing-company/ (mara 3Bepuenss 4.12.2020)

3. Tontok M.O. IT ayrcopcunr B YkpaiHi :TeHIAEHIII] Ta TPOTHO3U
po3Butky” 2016. URL:http://www.economy.nayka.com.ua/ (mata
3BepHeHHs: 29.11.2020).

4. Sx ycmimHI KOMNaHil BHUKOPUCTOBYIOTh AyTCOPCHHT ISt
MM ABHIIEHHS CBOE€T e()EeKTUBHOCTI. URL:
https://business.ua/uk/autsorsynh-dlia-kozhnoho. (mara 3BepheHHs:
1.12.2020).

Omelyanenko V.A., PhD (Econ.), Associate Professor
Omelianenko O.M., PhD-student
Sumy State Makarenko Pedagogical University

DIGITAL COMPONENT OF RELATIONSHIP
MARKETING IN SERVICES SECTOR

The main point of the concept of relationship marketing is that the
company's valuable assets are not products or services, not
innovations and material resources, but market relations built on the
partnership basis. Such relationships reduce risks and create
conditions for increasing profits in the long term.

The peculiarities of creative services must also be considered
within the framework of the relevant business model of B2B or B2C,
as well as in the context of a possible mix of these business models.
B2B is a model of interaction that provides for any actions of some
companies aimed at providing other industries with services and goods
for running their own business. The value in B2C case grows
approximately linearly with the number of users, while in inter-firm
B2B trade it grows as the square of growth in users number.
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Communication strategy in the field of creative services will have
a positive effect if only it is an integral part of the overall business
strategy, and not built on a leftover principle. There is a need to
develop collaboration between IT service providers and private actors
in the field of culture and creativity. This deals with that fact that most
of creative services is comprised of digital communications, graphic
design and publications, print & mail and is part of the
communications division. Co-production and export of products and
services is business success factor in creative industry.

The relationship marketing of business in creative services field is
based on digital technologies, the rapid development and spread of
which already today affects the economy, transforming it from
consuming resources to creating them. Digitization is a process that in
modern conditions is actively taking place in almost all industries, but
in different sectors it takes place at different speeds. There is also
significant differentiation at the level of individual enterprises,
clusters of enterprises or regions. According to the analysis of BCG
experts, B2C sectors have historically been in the lead in the
implementation of digital technologies, in particular through the use
of digital marketing tools, but as part of the spread of Industry 4.0,
digital transformation in B2B sectors is intensifying. Given the need
for Ukraine's transition to advanced development of technological
sectors, the urgent task is to develop the digitalization strategy.

To develop appropriate strategies, digitalization should be
considered as the fullest use of the potential of digital technologies in
all aspects of business processes, products, services and decision-
making approaches. It is important to keep in mind that technology
alone is not enough for effective digital transformation. In order for
the digitization process to be complete, clearly defined business
objectives and relevant data are needed. Thus, digitalization is
impossible without three dimensions: the formulated business task, the
availability of data and the technology itself.

Given the limited resources and the need to use an evolutionary
approach to digital transformation, it is worth considering its features
at the following levels:

— creation of technological solutions without radical revision of
related business processes through the implementation of not very
large and not very risky, independent initiatives or products;
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— full integration with the basic systems of the organization within
a comprehensive program through the transition from disparate
initiatives to a broader transformation of the company's operating
model, including changes in business processes, organizational
structure, key performance indicators and staff skills;

— creation of a comprehensive digital platform, which implements
the unique competencies and know-how of the business model of the
organization through the digitalization of interaction with external
suppliers, customers and contractors, positioning and promotion of
existing products and the creation of new ones.

The result of the digitalization strategy of relationship marketing is
the gradual creation of a unique ecosystem of innovative technologies
and services, which will allow using the potential of the digital
platform. This is possible due to the simultaneous introduction of
several technologies that create conditions for synergy in the complex
«business tasks — data — technology».

Capunbka H.JL., n.e.H., mpodecop
XapKiBCbKHI IepyKaBHUN YHIBEPCUTET Xap4dyBaHHS Ta TOPTiBI

MAR TECH&FOOD TECH:
IHTEI'PAIISA JOCBIAY AJIs1 PO3BUTKY PUHKY

Ludposi TexHONOTI] BHCTYMAIOTH JApaliBepamMy MPOIYKTOBHX,
OpraHi3alliifHiX Ta MapKETHHIOBUX 1HHOBAI[iH B yciX cepax KUTTs,
y TOMY 4YHCIi ¥ Ha MPOAOBOJILUOMY pPHHKY. HOBIiTHI TeHmeHii
SIBJISIIOTH COOOF0 MOJIEITh 3MiH, SIKa BIUTMBAE HA IPUUHSTTS CIIOKHUBYMX
pilieHb Ta BHOYJOBYBAaHHS YIPAaBIIHCHKUX CTpaTeriii KoMmaHii.
OcMHCIIeHHST 1 BUKOPUCTAHHS IIMX CHJI 3MIH JIO3BOJISIE 3POOMTH
Halkpamuii crpateridyauii BuOip, copMyBaTH HOBI CETMEHTH PHHKY,
320€3MeYUTH KOHKYPEHTOCIIPOMOKHICTb.

[MpomoBonbunit puHOK Ta mnpogoBonbunii Mapketunr (Food
marketing) aMHaAMIYHO IHTErpyIOTh IMQPOBI  TEXHOJOTIT i3
TEXHOJIOTISIMM BHUPOLIYBaHHS, MEPEPOOKH, BUPOOHHIITBA XaPUOBHX
npoaykrie Food Tech (food technology) Ta TexHOMOrIsIME Cyd4acHOTO
MapketuHry Mar Tex (marketing technology) mo BchoMy Xap4oBoMy
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JIAHITIOKKY: Bi pepMEpCHKIX TOCIIOAaPCTB Ta XapUOBUX BUPOOHUIITB
0 VIaKOBKH, 30€piraHHsA, NPUTOTYBaHHA Ta yTWIi3amii 1Ki.
lonoBHoro mpobnemoro interpanii Food Tech ta Mar Tex s
PO3BHUTKY MPOIOBOJBYOTO PHHKY € CHOXHBYA JOBipa A0 HAYKH 1
TEXHOJOTI y cdepi XapdoBOro BHUPOOHHWIITBA Ta TPOMAICHKOTO
3JI0POB’sI, a TAKOXK 3aXKCT ITEPCOHANBLHOT iH(hopMaIIii.

HaiiGinema yactka iHBectunii (60%) B CBITOBY 1HIYCTpitO
Food Tech mpumamae Ha OHIAMH-TOCTaBKY DKi 3 MaraswHiB Ta
pectopanis. Cepen kmrodoBux TeraeH il Food Tech puaky HacTymHi:
HOBa CTpaTerisi AUCTpUOYyHii — TOpsAMHKA AOCTYH [0 CIOXKHBAya,
3pOCTaHHs BUKOPUCTAaHHS IITYYHOTO IHTENEKTy B (yn-cepsicax.
Hapasi Ha puHKY TigupyrOTh YOTHUPH HANPSMKA HOTO iHTErparii:
a) 1udpoBi MeHIO (KIOCKH) /IS 3aMOBJICHHS CTpaB; 0) 4ar-00TH I
00pOOKHM 3aMOBJICHB; B) CEPBICH MEPCOHATI30BAHUX PEKOMEHAIIIM;
r) poboTHu3alis 00CITyrOByBaHHSI.

Pozymni  mieTm  1O3BONSAIOTE  CIIOKMBadaM  CTBOPIOBATH
rinepiHiBiAyanbHi TiAX0IU 10 30epeKeHHs (PI3UIHOTO 1 ICUXIYHOTO
3mopoB’s. [lepconamizamis XapayBaHHS — JOCTaBKa KaCTOMi30BaHUX
CTpaB; peKOMEHJaIilHI CepBicH, M0 BPaxOBYIOTh MeTaboINi3M,
aJeprito i 0coOHCTI TepeBaru, TaKOK PEKOMEHIYIOTh BiIOBiAHI
pecTOpaHM, BPaxOBYIYH iX PO3TAllyBaHHSA 1 OCOOHMCTI IepeBaru
(HM3BKMH  piBeHb IYKPY, BHCOKHW piBeHb Oinka). bpenmn
BUKOPUCTOBYIOTh HAyKy 1 TEXHOJOTil /Uil CTBOPEHHS HOBHUX
MPOAYKTIB, CKOPOYEHHS 4Yacy BHPOOHHMITBA 1 TMiITBEPKEHHS
HafiitHOCTI TpoaykTy. KackamHi edekTn I03BOISIOTH CTBOPIOBATH
LIHHICT, 3 MaTepiany, SKAH paHille BBaXKaBCs BiAXO0laMu,
320X0YYIOYH HOBI 013HEC-MOJIEJII 1 TEXHOJIOT ],

[HHOBamii y BUPOOHUIITBO, MapKETUHT, JIOTiCTUKY, CIIOKHWBAHHS
CIIPHSUIM  PO3BHUTKY KOMIT FOTEPU30BAHUX «MICHKHX BEPTHUKAIBHHX
(depm» - BUPOIIYBaHHS POCIUH BJIOMA; 3aCTOCYBaHHs JIPOHIB, IO
KOHTPOJIIOKOTh CTaH CIJIbCHKOIOCIONAPCHKUX VYTiib; JAOJATKIB ISt
MiHimi3anii xapuoBux Biaxoais (food waste), i «pO3yMHHX CHCTEM»
Uil pectopadiB i cimed. CroxuBadi mparHyTb OTPUMATH Kpalle
PO3YMIHHS TOTO, MO POOUTH IX YHIKQIGHUMH, BHKOPHUCTOBYIOUH
CIIly>)kOM TECTyBaHHS Mpaue3JaTHOCTi, MJOAATKH 3 MiATPUMKOIO
LITYYHOTO IHTENEKTY 1 pO3IIMpeHui 30ip ocoOucTux maHux. Tum
YacoM, OCKIJIbKH CIIOXKHBA4l OYiKYIOTh, IIO BOHU OYyIyTh JKUTH
JIOBIIIe, 0araTo XTo X04e Ji3HATHCS, SIK X JIIETHYHA MOBEiHKA MOXKE
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COPUATH  JIOBTOCTPOKOBOMY KOTHITUBHOMY 310poB’10. [ mmboxi
3HAHHS CBOE€] 010JIOTIT 32 TOTTOMOTOr0 HAOOPIB I 1HAWBITyaTbHOTO
TECTYBaHHS 3H0POB’S, SKi O3BOJATH IIEPCOHAI3YBaTH PEKUM
Xap4yyBaHHS 1 30pOB’S. AHalli3 IMX IHCTPYMEHTIB MpoiHGOpMYE
CIIO’KMBAYIB PO KPOKH, SIKi iM HEOOXIITHO 3pOOUTH IJIS BHPIMICHHS
BCIX acCIeKTIB iX 3I0pOB’s, BKIIOYAIOYM MO30K 1 EMOIIiifHe
Onaromoryyys.

Jlo mouaTtky maHmeMii EeKCIepTH TPOTHO3YBAIHW IO3UTHBHY
OUHAMIKY PHHKY allbTepHATUBHUX MPOAYKTIB 3 M’sica, HAmoOiB 3
HU3BKUM a00 O€3aJIKOTOJILHUM CMAaKOM 1 KYITIBEIbHOI MOBEIIHKH,
OpIEHTOBaHOI Ha CBiZJOME CIOXUBaHHS (BIMOBa BiJl IIACTUKY;
eKOHOMIKa CITUIFHOTO CIIOXMBAaHHS; OXOPOHA HABKOJIUIIHBOTO
cepeIoBHIIA, 1iJI0Ba €THKA TOlIo). KoMmaHii 3acTOCOBYIOTH IU(PPOBY
TEXHOJIOTII0 /TSI HOBUX MapKyBaHb a00 CTaHIapTU3alLlii ETUKETKH, 1110
Jae OUTBITY MPO30PICTh i MOXKIMBICTH BIIICTEXKEHHS MPOIYKTY. Y
[IJIOMy Taki TEXHOJOril O3BOJIAIOTH CITOKWBA4eBl MPUHHATH
OOIpyHTOBaHE pIllleHHS PO KYIMIBIIO XapuoBHX NPOMYyKTiB. [liist
(hopMyBaHHS JIOSUTPHOCTI CTIIOXKHBadiB OPEHIN 3aCTOCOBYIOTH TAKOX,
TaK 3BaHy, paJUKaJIbHy IPO30PICTh, BIIKPUTO IEMOHCTPYIOUYH YMOBH
BUPOOHUIITBA, CBOKO MICII0 Ta aKTUBHY IO3MII0 OpEeHIY.

[HHOBamiliHi ~ TEXHOJOrii  MPHUTOTYBaHHS  DKi  JO3BOJMIH
BUTOTOBJICHHS CTPaB 3a Jonomororo 3D-npyky. [ToTeHuiitHo Beaukuit
MOMUT MalHu aBTOMATH, SIKI TOTYIOTh 1Ky 3 iHTpeieHTiB, oOpaHuX
KOPHCTYBaueM; CIOXKHMBadl B PO3APIOHUX TPOJYKTOBHX MeEpeEkax
o0Mpany aJbTepHATUBHE M’ CO, ATbTEPHATHBHE MOJIOKO, Cynepdyiu.
Tpaektopis 1mMX TeHAEHHIH Oyrna 3MiHEHa TIONITHYHOK Ta
€KOHOMIYHOIO HEBU3HAYEHICTIO, 3yMOBIICHOIO JIOKJIAYHOM Ta 1HIITUMU
KapaHTUHHAMHU 3axo0JlaMH. PeasibHa CriokuBYa MTOBEIiHKA BUSIBHIIACH
J3epKAIbHOIO: 3POCIIO CIIO’KMUBAHHS AJKOTOJI0 Ta BHUKOPHCTaHHS
TUTACTUKOBOI Tapy; BiJIMOBA Bijl albTEPHATHBHOTO XapuyBaHHS.

Mar Tex BriIMBa€ Ha MOBEAIHKY CIIOKUBAUIB Ta 3MIHIOE CIIOKHUBYI
naTepHu. AKTHBHE BHKOPHCTAHHSI CEPBICHHX TEXHOJOTiH, 30Kpema
4aT-00TiB y MECEH/IKepaX, OCKIJIbKY BOHH JI03BOJISIIOTH CIIOXKHBAaYaM
MUTTEBO OTPUMATH BIJIOBiJI HAa HAHOUIBII BaXXJIMBI 3alHTAHHS
CIOXMBaYiB CTOCOBHO CaMOro NPOAYKTY XapuyBaHHS (HampuKIazx
npo IWiHy, Horo TepMiHM 30epiraHHs, BHPOOHMKA, CKIanm i
SHEepreTHYHY IiHHICTh, 00paTh QacyBaHHS 1 yIIaKyBaHHS MPOAYKTY,
o0paTu TOYKY HOTO KYITiBJIi TOIIO), MOXKJIMBOCTI OHJIAMH KYIIBII Ta
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PO3paxyHKy, @ TaKOX JOCTaBKU IO MOKYIII JOJOMY YH Ha poboue
Micre.

[MutanHs 370pOB’s, TEXHOJOTIH 1 AOBIpM HAaOUXaTHUMYTh Ha
CTBOPEHHS iHHOBAIiil y po3poOLi XapuoBUX MPOAYKTIB, YHaKOBLI i
MapKeTHHTY. Pamukanpaa mpo30opicTh OpeH1iB, YKOPIHEHHS TPAKTUKH
HEYXWJIBHOTO JIOTPUMAaHHS CTaHIApTIB Xap4yoBOoi Oe3meku Ta
COLiaJIbHO BIiMOBIAaJbHOTO MAapKETHHTY JO3BOJSATH MOJ0JATH
yIepemKeHe CTaBICHHS CIIOKHMBAaYa 0 HOBUX TEXHOJIOTTYHHX PIllICHb
Ha PUHKY Xap4OBHX IIPOIYKTIB.
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5. MARKETING IN CONDITIONS OF
TECHNOLOGICAL TRANSFORMATIONS

boxkosa B.B., n.e.H., mpodecop

CyMchKU# IepKaBHUHN MeJaroriuHui yHIBEpCUTET
imeHi A.C. MakapeHka

boxxkos /I.C., acmipanT

CyMChKu# Iep>KaBHAN YHIBEPCUTET

THCTPYMEHTAPIA MAPKETHHI'OBOI'O
OIHOYTBOPEHHS ITPOMUCJIIOBUX IIIAITPUEMCTB
Y HOBUX YMOBAX I'OCIIOJAPIOBAHHSA

Ha cywacHoMy erami pO3BHUTKY CBITOBOi E€KOHOMIKH, KOJH
BiOyBaeTbcsi  TpaHCOpMaIis  TEXHOJOTIYHMX  YKIIAJiB,
3MIHIOETBCS KOHIICTII[i CGKOHOMIYHOTO MHUCIEHHS U Iapajaurma
TiSUTBHOCTI TOCTIOAAPIOIOYNX Cy0’€KTIB HA OCHOBI iHpopMaTH3aIii Ta
rimobamizamii  BCiX  TPOIECiB, OCOONMBO  BaYXUIMBUMH  JUIA
TOBApOBUPOOHWKIB 1  peami3aTOpiB  MOCTalOTh  HpoOJIeMH
MapKeTHHTOBOTO I[IHOYTBOPEHHS K OJHOTO 3 BH3HAYAIBHHX
YMHHMKIB YCIIIITHOCTI MPOCYBaHHS 1 peatizailii MpoIyKIlii Ha puHKax.
JlokopiHHI 3MiHH Y IIHHICHUX OPI€HTUPAX CHOXHUBAYIB 1 CYyCHILCTBA
B IIJIOMY, 3HWKCHHS PIBHS (a y MaiiOyTHROMY — JTIKBIJIaIlis]) aCUMETPil
indopMarii MOAO IiH HAa KOHKYPEHTHI TOBAapH, IHCTUTYMIiWHI
TpaHcopmarii  TOmO  aKTyami3yloTh mnoTpeOy  BU3HAYEHHS
THCTPYMEHTapil0 MapKETHHIOBOTO I[IHOYTBOPEHHS MPOMHUCIOBUX
HiANPUEMCTB Y HOBHX YMOBaxX TOCIOJAPIOBaHHS SK 3 ITO3MIII
PO3BUTKY TeOpii, TaK i B KOHTEKCTi HEOOX1THOCTI BITPOBAXKEHHS 3MiH
Ha TPaKTHII.

J10 HOBITHBOTO IHCTPYMEHTAPiF0 MAPKETHHIOBOTO 1[iIHOYTBOPEHHS
BigHocumo  inctpymentn ~ WEB-anamituku  (Unit-economics
aHamiTuka ToImo), Big Data Tormo, mo M03BONAIOTH BH3HAYATH W
KOPUTYBATH IIiHW BiJIOBIJHO 3MiH KOH IOHKTYpH puHKYy. Ha BHOIp
HOBHUX I1HCTPYMEHTIB BIUIMBAaIOTh, 3 OJHOro OOKy, 3MiHH, IIO
BiZOyBalOTbCSA Yy 30BHIIIHBOMY cepenoBuuli (puc. 1), a 3 iHIIOro —
MOTEHIIIaj Cy0’€KTa roCIoAapoBaHHs (MOKIMBOCTI H pecypcH).

111



EHHEE0IdRIOIID0.I XBHOWA XUEOH A gLOWINdIT I

xugoronWodil BHHOdogLAOHII 01080 IHULONdeN UIdBIHOWALIOH] ' "oud

O11oL
ILOOHIL'KIY BEOTBIND
BHUIIBIOHH]
BAOMEE, H0Q0
‘tHUIdeW-1oHdALH]
‘ImiArodu
BIITRETNOLORY
‘OHITEOINI T
ALHOWXI'OHOW U
KOQHEIQ 1IIOTON 190H
‘AIIQ00LHOWANOY
giesigodgun
‘IDIALILION
eHINE eHHIdOYOY
‘earnnHQOdNE
ILIOIFOHXAL
190H ogouuITHUdI
:¥HHDIOIdDQOUI 02
91, 9N
1ud20HUK1Q £

HHIWE THAUDAMUINHOY]

Ol10L
a1019doo XUgoM1BIOY
KHHEBI'EH [90HJ0
BH «//p7» Tamxad £
HWBLHOMM € [TTONJREd -
‘HII BHHREAIUdOM 1
JHUJOLTHOW UUHULLOOLI -
‘ejeq big € erogod -
‘ardoixed
XUR0101d0gLAOHIIT
BMHLITBHE-g A\ -
‘(Aoen
oloHdrread mwmkad
A MHIT THIHOAAMHOM
odI XUHEeY XUHIIBALY®
dige) xuHEY HeRQ -
:9udwIndugiu
xngovonwodu
gnunadogwdonin
020902unwaxdow
mdpuwnanwddwony

IIIH] "JITTBNAO(HI
ndiowmnoe ¥Hd1d KHHOXHHE
‘@dLOGUTIOAD T GThBEAIKOLID

a1durHa1dO XUHOIHHII BHINE
‘TLOOHIIBIT
ILOOHEUINO(S KHHIMMET I
‘rmrewdogored L THUIMALULOHT
‘g100m0dII XMHRIWOHOMD
-OHAIreNI09 X108 BHHAdoMondn
‘nonad rondorH]
‘sHE1d 010901190 UHUTE [GOHIII
‘ardore xudoH Agurrnud
9LOTHRINBHUY BHQITOLOHUERL
‘gHa1d 01090LI9D
OIITHOdAMHOY A [ITHOdAMHOX
d17d X109 KITHOIdogHOY
‘aniHUd BITRENBQOILT
‘IDITWNOHOMO BTeen1eWdodHT
‘groomnodn xrog rtesraodpun
:pmn9oeadar ozoanmingos
HHIWE THAUDAMUINHOY]

112




Moro 3acrocyBaHHs Hajae  MOXJIMBICTH  IPOMHCIOBHM
OiANpUEMCTBaM OiNbII €()EKTUBHO pEali3oBYBaTH MAapKETHHTOBY
MOJIITUKY LiHOYTBOPEHHS, TIOMIMIIUTH KOHKYPEHTHI MTO3ULIiT HA PUHKY
B HOBHX YMOBAaX I'OCIIOJIapIOBaHHSL.

Golysheva I.0., Ph.D., Associate Professor
Sumy National Agrarian University

THE ROLE OF SOCIO-ETHICAL MARKETING IN
PROVIDING SUSTAINABLE DEVELOPMENT OF THE
UKRAINIAN ECONOMY

In 2015, the 70th session of the UN General Assembly approved
17 Sustainable Development Goals for 2030. These global
developments are being adapted and developed in each country to
achieve the global goal of sustainable development. Modern economic
conditions require companies not only to take care of their own well-
being, but also to value the interests of consumers, to take into account
public opinion, to adhere to environmental principles of production.

Recently, domestic trends in production and consumption are
increasingly promoting the principles of "green economy", when the
production and consumption of goods must be safe for the world. On
the other hand, this leads to populist statements by manufacturers
about the environmental friendliness of their products and
technologies, which, however, do not make any real changes in their
business principles. This is how the concept of "greenwashing" arises.

In addition, despite the growing interest in organic consumption,
most Ukrainian consumers are not aware of the ecologization
necessity of products, their production and consumption. That is why
socio-ethical marketing can be an effective tool for promoting socio-
economic growth while preserving or even improving the
environment. This determines the urgency and relevance of a
particular study.

Modern globalization processes and development stages of the
world society have caused the need to reconcile the economic aspects
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of governance with environmental, aimed at preserving the
environment. Harmonious coexistence is possible only in conditions
of sustainable development. Despite a certain lag of Ukraine's
economy from neighboring countries, Ukrainian society cannot stay
away from global trends to ensure sustainable development.
Therefore, there is a need to find appropriate tools and methods for
managing the environmental and economic development of economic
entities at different levels. Such methods can be based on the concept
of socio-ethical marketing, which determines the search for synergies
between the interests of producers, consumers and society as a whole.
Management of the enterprise based on social and ethical marketing
will be the foundation for finding their unique opportunities,
strengthening their own competitive advantages and will help
harmonize the enterprise development with the environment
preservation. Today there are developments of domestic and foreign
scientists concerning the solution of problems of maintenance of
sustainable development. Some aspects of social and ethical
marketing are studied.

Researchers proposed methodological approaches to marketing
management in accordance with the requirements of sustainable
development, theoretical and methodological principles of "green”
marketing developed a hierarchical model of social marketing to
justify the need to distinguish principles, concepts and methods in
describing social marketing. The modern economy needs alternative
approaches to marketing management in the context of sustainable
development to clarify what radical changes marketing itself needs
before it can make a significant contribution to increasing the
resilience of national economies.

However, the issues of developing theoretical and methodological
approaches to the formation of practice-oriented management
mechanisms of economic entities of different levels based on socio-
ethical marketing have remained little studied.

Therefore, further developments of the authors will be aimed at
more accurately selecting, improving and implementing effective
tools, methods and forms of socio-ethical marketing, to form on their
basis the principles of organizational and economic mechanism of
socio-ecological and economic management of economic entities of
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different levels. The practical implementation of this mechanism will
bring the Ukrainian economy closer to achieving the global goals of
sustainable development.

Orientation of activity of domestic commodity producers on the
concept of social and ethical marketing will allow providing their
long-term stability, to coordinate interests of various subjects of the
activity. This will eliminate the risks of the external environment and
strengthen the internal capabilities of domestic businesses.

I'ymzs [1.B., n.e.H., mpodecop,

Kysscbko-Ilomopcrka mkona Buima B buaromy,

I'ym3s M.B., n.e.H., mpodecop,

HamionansHuit yHiBepcuTeT «3amopi3bKa MoIiTeXHIKa»

IHCTPYMEHTHU PEBPEH/IMHI'Y IPOMUCJIOBOI'O
MICTA

[lepioq exoHOMIYHOI Ta COMIaTbHO-KYJIBTYpHOI Jerpamarii
BITYM3HSIHI MPOMHCJIOBI MIiCTa MPOXOAATH ©0€3 CHCTEMHOTO
MEPEOCMUCIICHHS BJIACHOTO MiCIIsl Y TIPOIIECi JKUTTEBOTO ITUKITY MiCTa
Ta Tepexomy JO0 CYYacHHX IMIIEpaTuBIiB IUdpoBizamii Ta
iHTeNeKTyali3amii eKOHOMIKH, III0 MOXK€ MPUBECTH JIO0 3aHemaay ix
noteniany [1].

Micto 3amopixoksi 3alMILAEThCs OaraTUM Ha HETaTHBHY
MPOMUCIIOBY CIIJIIMHY, SIKa CIIOTBOPIOE €KOJIOTIYHHI TPOCTip, Mae
MIIBUIICHY JUHAMIKy KpPHUMIHOTEHHOI OOCTAaHOBKH 1 COILiaJibHOL
Oe3reku, TMpOsBIAETbC Yy nucOamaHci cerperamii mpoCTOPOBOTO
TUIAHYBaHHS TPOMHCJIOBHUX, JKHTJIOBUX 1 BIJANMOYMHKOBUX 30H,
YTPUMYE IMiJK 1HAYCTPiaJbHOTO CTAPOMPOMHUCIOBOTO MICTa TOIIO.
BpaxoBytoun, 1o Ty o0cTaBuHy, 10 B 00JAaCHOMY IEHTPI MEIIKae
MOHAJT TPETUHY MEIIKAHIIB 00JacTi, a MICTO y HaIlllOHAJTBHOMY
pO3MOAiNl TMpali 3alMIIAETbCS OJHUM 13 1HIYCTpialbHUX LEHTPIB
€KOHOMIKHM €IMOXM IHAycTpiaizaiii, BKpail BaXIIMBUM B yMOBax
IHTEJIeKTyaJIbHOI €KOHOMIKHM MOCTAa€ MOUIYK BJIACHOI iA€HTHYHOCTI,
(hopMyBaHHS iMiZKy MiCTa 3 HOBUMH NPiOPUTETAMH.

He Topkaroumnch muTaHHs peiHaycTpiamizaiii, MojepHizamii Ta
nudpoBizalii cTaponpoOMHUCIOBOTO CEKTOPY MICBKOT €KOHOMIKH, IO
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moTpebye TeHeparii ifei, IHBECTHI, JepXaBHUX MpOrpam,
perioHanbHUX cTparerii 'y (opMyBaHHI HOBITHBOI CTPYKTYpH
MPOMHCIIOBOCTI PETiOHY Ta AOCHTH TPUBAJIOTO Yacy, 3a3HAYUMO, IO
ICHYIOUMH TPUPOMHUN 1 JIOJNCHKUN KamiTtal € JOCTaTHIM JUIs
TeHepyBaHHA Ta MIATPAMKH aIbTEPHATUBHOTO IMIIKYy MicCTa.
MyHinunanbHi Ta pPerioOHaNbHI MEHemKepu y cdepi myOmigHOTO
YIpaBiiHHS MalOTh 3pO3YMITH HpPOCTy piu — MemKkaHmsaM XX1 cr.
HeoOXimHuit 6amaHCc Mi>K pO3BHTKOM MICBKHX ITPOCTOPIB 1 Cerperarii,
3aXHCT TMPHUPOJHOTO CEPENOBUINA Ta JOCATHEHHS CIPABEITHBOTO
PO3MOJITY TOXOJIB, 3aHHATOCTI, & TAKOX SKICTh MYHIIUNAIBHUX,
KOMYHQJIBHUX 1 TPaHCIOPTHHUX MOCIYT, a He JuIIe pododi MicIsl.
ExoHoMika 11 JIOAUHM, a HE JIIOJWHA IS EKOHOMIKH — € 0a30BOIO
MOJICJUTIO HOBITHBOTO €KOCHCTEMHOT'O MUCIICHHS [2].

TeopeTHYHOW. OCHOBOKO PO3YMIHHS TPOIECIB 1 TEXHOJOTIH
peOpEeHINHTY TEpUTOPii € MOHATTS OpPEeHMy, SKE HE € I JTOCTaTHHO
yctanenuMm. Tak, rypy mapketuary @. Kormep Buzinse monan 80
BHU3HauYeHb OpeHy. Hare 6adeHHs mossirae B ToMy, 110 OpeH 1 MicTa
- e He HOoro JIOTOTHII, a MICbKa 1J€HTHYHICTh, SKa IIJIICHO Ta
CHUCTEMHO BHpa)XeHa B NPUBAOJIMBHUX 1I€AX, CHMBOJIAX, I[IHHOCTSX,
oOpaszax, JIOKaJIbHHUX MPOIYKTaxX i choKycoBaHa B iMIKI MicTa.

3 orsimy Ha ChOTOJeHHS, OyJio O OOMEKEHHUM IPEACTaBIISATH
pPEOPEHIUHT SK CTBOPEHHS 1 PEECTpariio OpPEeHIMHTOBOTO iMeH,
JIM3aiiH JIOTOTHUITY Ta HOTO Bi3yaJbHOTO 300payKeHHS, aHAII3 PUHKY Ta
pexinamu [3]. Bigbll MpOXYKTUBHHUM € IHTETPOBAaHHM TiIXiZ 0
pedpeHnHTY, MO TMependadae 3MiHy 3MICTy Ta (JOpPMH iCHYIHOUOTO
OpeHAy, 1 OXOILTIOE PEeiMIK, pereHepallifo Ta, BIacHE, TEXHOJOTII0
pebpenaunry (puc. 1).

Peimijpk 3 METOIO BiJICTOPOHEHHS BiJl HETATHBHOTO CIPUHHSTTS
HETraTHUBHOT CHaJIIMHK TPOMHUCIOBOT Jerpajaaiiii, HU3bKOrO pPiBHS
0€3MeKOBOr0 i COILIANBHOIO 3aXHMCTY, BUCOKOTO PiBHS 3JIOYMHHOCTI,
EKOJIOTIYHOTO  3a0pyJHEHHS  HABKOJIMIIHLOTO  CEpEIOBHIIA.
Perenepamiss - 1me JOBroTpUBajMii MOpoLEC, WIO  BKIIOYAE
PEKOHCTPYKINI0 Ta BHKOPUCTAHHS COINIAJIbHUX, CKOHOMIYHUX Ta
€KOJIOT1YHUX [Iilf, CIIPSIMOBAaHHMX Ha 3MEHIICHHS 3aHenajy MicTa Ta
CTBOPEHHS CTIMKHUX Tpomaj. PeOpenauHr - 11e crnocid Ta iHCTpyMeHTH,
3a JIOTMIOMOTOI0 SKMX MICHKHH 00pa3 MOBTOPHO pPO3pPOOJISETHCS Ta
POJA€ThCs, 00 MiCTO HaOyJI0 HOBOI iIeHTUYHOCTI [4].
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3a pe3yapTaTaMu

MIPOBEIEHOTO
Pebpen PENpe3eHTaTHBHOTO
OIUTYBAHHS MICTSIH,

pnnt 1MeHTH(hIKOBAHO

npodini peiMiIKy M.
3amopixoks: Oi3Hec-
IMIJDK (€eKOHOMIYHUI),
CTaTyCHUH IMiIK
(momitnuHwit),
COLIIOIMIDK
(cormianbpHMI), FEOIMIIDK
(reorpadiunuii),
KYJIbTYPHO-1CTOPHYHHHA
IMIJDK, MeaialMiK
(indopmartiitauit), TypiMigK (TypHCTHUHO-PEKpealliiHul ).

PereHepauin

Puc. 1. PeOpeHauHr K iHTErpOBaHHA TIPOIIEC

3acobamMu  pEOpPEHJAMHTY  MICBKOrO  IPOCTOPY  BH3HAUCHO
OpraHizamiiHi Ta KOMYHIKATHBHI MEXaHI3MH ¢ 1HCTPYMEHTH:
MEpEeXKeBl CTPYKTYpPH VIPaBIiHHS TiJ CHUILHUM KEpiBHUIITBOM
AaKTUBHUX  MEHE/DKEPIB 3 MYHIIUMNATITETy; 3ajly4eHHS IIHPOKOI
CHUTBPHOTH KPEaTWBHUX MEIIKAHIIIB Ta 3aIlikaBJIeHUX CTOPiH 0
NPE/ICTaBICHHS MOTOYHUX 1 MOXKIIMBHX AJIbTEPHATHBHHUX MTPAKTHK
peiMiJKy, pereHepaiii, peOpeHAMHTY; KojaOoparis Ccy0’ €KTIB
IPOMaJISTHCHKOTO CYCITiIbCTBA, O13HECY Ta BIIAJIH.

BucnHoBok. PeOpenmuHr mo3Bossie mepedopmMaToBaT MPAKTHKY
MICIICBOTO CAMOBPSIYBaHHS B OiK MIPIOPUTETY CIIOKUBAYIB MiCHKOTO
MPOAYKTY -  BiABIiZaTH MICTO Ta O0’€KTH JUIS COILIAJBbHUX Ta
peKpealiiHuX wmijeld, a Takok 3poOuTH MOKynku. HasBHICTBH
PO3BaXATBHUX 1 MPUPOJHUX IMAPKiB, 0i0JIi0TEK, OaceiHiB, TeaTpiB i
MYy3eiB € HACTUTBKH K BaXKITUBHM, SIK 1 CTBOPEHHS HOBUX BUPOOHUYNX
MpUMiIIEHb 1 Oy/iBelb, aBTOCTOSHOK YH O13HEC-IIEHTPIB.

[HcTpyMeHTaMH peOpEHAMHTY MPOCTOPY MPOMHCIOBOTO MicTa
MOKHa  Ha3BaTH KOMIUIEKC 3aco0iB  oprasizaiiiHoro Ta
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KOMYHIKaTHBHOTO XapaKTepy, CIPSIMOBAHUX Ha IMIKEBI KpPeaTHBHI
MPOCKTH Ta MPOTPAMH.
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INNOVATIVE COMPETITIVENESS OF BUSINESS
BASED ON CONCEPT OF SUSTAINABILITY

The industrial revolutions over the last centuries have brought a lot
of wealth as well as a higher standard of living and economic growth.
And while all that seem to have impacted the lives of all humans
positively, there are without a doubt negative consequences that came
along with these new achievements that now impact the natural
environment including all its inhabitants. Air pollution, water and soil
degradation, the climate change or the destruction of forests and the
water world can have a heavily negative influence on the sustainability
of the planet and therefore, also on the sustainability of the economy
and competitiveness of business as it relies on many natural resources.
Sustainable Entrepreneurship is needed to fight this negative
development and come up with innovation for a sustainable growth.
First of all, it is necessary to determine what Sustainable
Entrepreneurship means and what companies that can be labelled as
such try to achieve. There is no universal definition of the term itself
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but most scholars agree on that Sustainable Entrepreneurship comes
from organizations who participate in the private business sector and
who use social and environmental issues as main objectives to gain
competitive advantage and maximize their profit [1]. Mainly the three
dimensions of economic, social and ecological improvement are being
focused by the companies equally. One of the most important
guestions regarding this topic is how sustainable firms enter markets
successfully and why customers are likely to purchase from those
companies. Often that is the case because of innovation, in this case
sustainable innovation, play a major role in the success story [7].
Sustainable businesses often take advantage of a markets’ inefficiency
of certain innovation and try to minimalize the social and ecological
burden, or they try to come up with new innovations themselves. This
sustainable innovation is most of the time considered as equal to all
other business activities as they thrive upon these inventions [2]. This,
on the other hand, also means that those inventions have to make an
economic sense as profit is still important not only to avoid bankruptcy
but without high revenue it is impossible for those companies to
further invest into research and development to continue innovating in
a sustainable matter. A prominent example of this would be the
automobile industry with Elon Musk’s Tesla Motors as a sustainable
entrepreneur. Within the car industry, research has been conducted for
decades especially regarding alternatives to fossil fuels. While some
of this research came from car companies themselves this was
arguably more or less marketing to show the costumer their own will
of transforming into a sustainable company. Especially the
Volkswagen Group was very keen to show how low the fuel
consumption is until the Diesel-Gate proved the exact different. Tesla
Motors, on the other hand, is a start-up founded by Elon Musk and
only sells cars that solely rely on an engine that just needs electricity
to drive [3]. It is worth mentioning that Tesla had heavy development
costs at the beginning but nevertheless they entered the market
successfully and disrupted the whole automotive industry and now the
company is the pioneer in the field of alternatives to fuel and helps to
bring sustainability forward in the industry as their success puts
pressure on the conventional players to keep their market share by
investing more into sustainability too. Despite the mentioned possible
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success and important improvement to sustainability, there are some
forces that make it significantly harder for sustainable entrepreneurs
to find success in the market. Mainly the established companies in the
market are more often likely to stick to the status quo, which means to
not start investing in the future. Sustainable Entrepreneurship comes
mostly from small and medium sized companies that simply do not
have the financial conditions as the big players [5]. Therefore outside
investment is necessary until the firm has established itself and has a
significant presence in the market. Even Tesla Motors has had
difficulties with making profit the first years of its existence. If there
is no such investing, sustainable entrepreneurs may be doomed from
the start. The government, on the other hand, can influence the
establishment of sustainable entrepreneurs in the market too. This is
often done by federal subsidies. Two very prominent examples come
to mind where Germany actively seemed to support sustainable
causes: subsidies regarding privately owned solar panels and the
subsidy for a private purchase of electric cars [4]. Since the costs at
the beginning are often high for such innovative products, the
consumer might be able to afford them with the help of subsidies and
hope fully stick to those products later on. However, it is worth
mentioning that subsidies in that regard can backfire [6]. The
inconsistency as well as uncertainty of subsidies make them difficult
to rely on for entrepreneurs and just deliver an incentive for purchase.
This incentive might be gone as soon as the subsidies are gone though,
which ultimately can lead to miscalculations of the estimated demand
as well as misuse of the gained revenue for more innovation for
instance and lead to failure. Therefore, it is arguable that, from a
business perspective, sustainable entrepreneurship may not be worth
the risks it brings and be a negative factor for the economic part of
corporate sustainability. Concluding, it can be said that Sustainable
Entrepreneurship has to play a major role in the future to achieve
sustainability [7]. In this term, three crucially important topics, the
ones of economic, social and ecological issues come together and try
to achieve well-being for companies, societies and the natural
environment, all being indispensable for a healthy and good life.

It has to be noted that entrepreneurs as whole drive innovation
forward; has to be profitable in the long run (high risks possible).
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Meanwhile Sustainable Entrepreneurship is nevertheless crucial to
reach sustainability as it‘s forcing companies to be sustainable to
remain competitive. Three dimensions: economy, social and
environmental; all dimensions are regarded as equally important in
investment process. But investment in innovative competitiveness of
business based on concept of sustainability can meet different
difficulties such as:

- inthe short-term, sustainability might seem too expensive; high
living standard implies high loans, so companies might prefer
producing in countries which offer cheap and less protective work
conditions;

- slow adaptability to market requirements, especially referring
to new technologies which ensure sustainable energy and production;

- high consumption: if sustainable energy cannot bring up the
capacity needed, companies tend to rely on cheaper, bigger properties
and equipment which might produce more waste and lower the life
quality of the workers.

Governments can only do little with regulations and possibly even
harm to development of sustainable entrepreneurs. Internationally
those sustainable goals might even be harder to achieve because in
some countries they care more, in some less about a sustainable way
of business and living. But with a growing influence of Sustainable
Entrepreneurship, companies take on this burden themselves and due
to competitiveness might bring an innovative competitiveness of
business forward more quickly.
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REDUCTION OF CO2 EMISSION DURING
TRANSPORTATION OF GOODS

Greenhouse gas emission is a major contributor to climate change.
Increasingly, there needs to be a conscious effort to reduce the impact
of carbon emissions from transport projects. Therefore society,
especially the biggest and richest industrial states in the world, needs
to accept its leading role in the worldwide struggle to save our planet
for the ensuing generations. To quote the former US -President Barack
Obama “...sticking our head in the sand might make you feel safer, but
it's not going to protect you from the coming storm.” The whole world
is challenged to be aware of climate change, for which mankind is
mainly responsible. The consumption of fossil fuels through the
increasing transport of goods can have detrimental effects on humans
and the environment, as well as air pollution which we are already
discovering all over the world. Furthermore, greenhouse gas emissions

122



threaten the worldwide natural balance with already notice able
impact, especially in the poorest countries all over the world.
Globalization has led to economic growth in the last century and has
given rise to the vast consumption of goods. This causes rising global
transport, but simultaneously this and the production, storage and
consumption of these good shave created large environmental
problems [1-2].

First of all, we do not need outstanding or revolutionary ideas to
create immediate effects on CO, emission in the first place. For
example, a good road infrastructure promotes steady driving and
reduces emission by avoiding trucks constantly having to adapt their
speed to the changing road conditions. In addition to this, the
consolidation of three short trailers into two longer ones may require
specially trained drivers, but again saves some CO; emission, as there
are just two trucks required to transport the same quantity of goods.
Renewable fuels like bio-Diesel or low rolling resistance tyres might
help to reduce energy consumption as well. But in many of these cases
too few people are aware of these advantages, so there is need to
support, explain and provide them to society. To do so, the
governments and linked organisations, universities for example, are
responsible for publicising this knowledge. To amplify the complexity
of the problem, we might think about alternative fuels to reduce
emission. These include already existing hybrid technology, which
provides a mixture between internal combustion engine and electric
powertrain. Since this technology is already well developed and
proven, it is an intermediate stage towards completely electric vehicles
which are able to cover the same distances in the same time as
conventional vehicles do. Of course, it will still take time to establish
this technology all over the world, or at the beginning just in the
industrialised countries. In addition to a positive societal attitude
towards this technology, there must be a fitting infrastructure which
provides support of green energy just like gas stations nowadays do
with fossil fuels. In my point of view this will symbolise the next
evolutionary step towards a greener environment, in which vehicles
do not have to be refuelled by gasoline or other fossil combustible
anymore, but charged by the energy gained by alternative fuels like
solar energy, wind or water power.
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In particular the idea of alternative or better renewable power can
be extended to the increased transport of goods by railway or even by
shipping which cause less emission of CO- than trucks do [3]. In order
to achieve that, measures must be taken to avoid traffic and achieve a
modal shift from transport by truck towards rail and shipping. Fair cost
structures, for example establishing special tolls for vehicles can
promote this shift from road to rail or waterway. Even if this will
require high fixed costs for installing or extending rail- or waterways,
as well as maintaining them, emissions will be decreased in the long
run. Substantiating the ideas above, | tried to examine several very
different sources which support the idea of a sustainable change in
transportation of goods. In addition to a scientific article in the
European Journal of Operational Research, the German Federal
Environment Agency (i.e. Umweltbundesamt), the European
Commission and the Asian Development Bank all agree regarding the
big share of CO; emission attributable to the transport sector [4]. To
implement solutions for this problem intermodal transport, fuel choice
and carbon intensity, whereas equipment choice and efficiency all
sources are suggested in overlapping ideas.

First of all, there has to be a shift in society’s and governments’
awareness of climate change and environmental problems, because if
the majority of the world does not support the struggle against
greenhouse gas emission, a transformation to a sustainable
improvement will not be possible. Therefore, global authorities should
become more environmentally conscious towards current ecological
threats. This includes decision-making in infrastructure development
with respect to sustainable and eco-friendly transport of goods. If the
shift in global investment towards low carbon transport infrastructure
and to more innovative low-carbon strategies succeeds, CO, emission
will be reduced strongly. In combination with support of sustainable
development in a more comprehensive manner, even energy-intensive
industries will still be able to thrive and economic growth will not be
hindering. Thus, everyone who is in any way related to transport of
goods, directly or indirectly, is immediately able to participate in
global struggle to reduce CO, emission. This starts with small steps,
as advised above, and should increase in scope and speed, because
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time is winding down. To close with the words of Mahatma Gandhi,
“Be the change you want to see in the world.”
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CyMCchKHii Iep>KaBHUH YHIBEpCUTET

OCOBJIMBOCTI BUKOPUCTAHHA METOAY
OCOBHUCTOI'O IHTEPB’IO B YMOBAX ITAHJIEMII

Ocobucme inmeps 10, IOPAA 13 nOwMoGuUM 3a JONIOMOTOI0 aHKETH
1 menegonHuM OTIMTYBAHHSM, € OJTHUM 13 PI3HOBHUJIIB MAPKETHHT OBUX
Ta COIIIONOTIYHHUX [OCTi/KeHb. BOHO 31e0iTBIIOro MpPOBOAUTHCS
CIT0COO0M BiY-Ha-Bid, KOJIU KUIBKICTE 3alIMTaHb € JOCUTHL BEIHUKOIO, a
THTEPB I0Ep Ma€ 3MOT'Y MOSICHIOBATH Tl UM 1HIII MiCIISl OIUTYBAIEHOTO
apkymy. Ilin uac cBitoBoi manmemii COVID-19 6arato mio
3MIHMJIOCS. 3 METOIO YXHMIIUTHCS Bijl 3aiBUX KOHTAKTIB OpraHizaTopH
MapKETUHTOBHUX YU COIIOJIOTIYHHX JOCIIKEHb 3MYIIEHI TIPOBOIUTH
TeJaeOHHI 1HTEPB’I0, XO0Y, SK BiJIOMO, BBaXKAEThCS, IO OCTaHHI
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e eKTHUBHI B pa3i 0OMeXeHOI KITBKOCTI 3p03yMIUINX ISl pECTIOHCHTA
3aMWiTaHb, B IHIIOMY BHWITAJKy 3HAYHOI MOXHOKH TPH MiIO0UTTI
miICYyMKIB He YHHKHYTH [1, C. 60]. Ane B ymMoBax maHjaemii Kparie
MPOBOJUTHU TaKi 0COOUCTI IHTEPB’ 10, HIXK HE OPraHi30BYBaTH HisIKUX.

Y Ham yac BeluKi KoMnaHii (Harmpukiam, Amazon), KOHCaITHHTOBI
dbipmu (turry BFM GROUP Ukraine), cortionoriusi iHCTUTYIIT (SIK-0OT
Llenmp Paszymxosa abo epyna «Petimune») Ta NedKi iHII 3MyIIEHI
ONMTYBATH pecrioHeHTiB B Online-pesrcumi 3a nomomororo IarepHery
Ta MOOUTFHOTO 3B’SI3KY, XOY 3PO3YyMiJIO, IO 1 KyIMYyIOTh TOBapH, i
KOPUCTYIOTbCSI TOCIYTraMH, 1 TOJOCYIOTh Ha BHOOpax HE TiIBKH
BJIACHUKM TEPCOHAIBHUX KOMII IOTEPiB, HOYTOYKIB Ta MOOITBHHX
tenedonis. Lle Moxe MpU3BECTH A0 CYTTEBOI MOXHOKH B OfCp KaHHI
pe3ynbTaTiB, 00, HANPUKIAA, MOXKE ICTOTHO BTPATUTHCS 3HAYHHIMA
CerMEHT JIIOJICH MOXWIIOTO BiKY, SKHH CSTa€ YU HE TPETHHY BiJl
HaceJIeHHs1 YKpaiHu.

Jisa BU3HAYSHHS MEX BHOIPKU 3aCTOCOBYETHCS HADIP GUNAOKOBUX
yugpp (RDD) — meron iiMoBipHiICHOT BHOIpKH, sKHil 3a0e3medye
CENIeKIIF0 0cCi0 MNUIIXOM BHIMAAKOBOTO BHOOpPY iX TenmedoHHMX
HOMEpiB (cUcTeMHy, CcTpaTu(iKOBaHY Y TPYINOBY BHOIpPKH TYT He
3aCTOCYEI, 00 JOCUTh BAXKKO CKJIACTH IMOBHHUM CIIMCOK a0OHEHTIB, 1110
OXOIUTIOIOTH HEOOXifHI WibOBI TPymH pecnoHAEHTIB). OCKiNbKH
BUOIp MOOiITEHOTO HOMEpY TeleOoHY BiOYBa€ThCS BUIAJKOBHM
YHHOM, iHTEPB’IO€p 3MYILIEHHI 3ajaBaTh Oiblle 1IeHTU(DIKYIOUNX
0CO0y pPEeCIOHICHTa NMUTaHb, SIKI MAIOTh TICBHI 3aCTEPEIKEHHS, SIK-OT:
1) y BitoMOCTsIX TIPO OCBiTY, SIKi BHKOPHCTOBYIOTh BHOIPKOBI
TBEP/DKCHHS BiJ] «HE3aKiHYE€Ha I10YaTKOBa» JI0 MaricCTepchbKOro
CTYIEHSI, MOXE CTaTHCS, 110 Micisi 0OpPOOKHU pe3yNbTaTiB 3’ CYEThCH,
mo B YKpaiHi HabaraTo Ounblie J0Aed, HANpHUKIaA, 3 HAYKOBHM
CTyNleHeM, HDK HacmpaBai, 00 3a TpaguIlifHOro 0COOHUCTOTO
ONUTYBaHHA 1HTEPB’IOEP, SIK MPaBHIO, MOXE CaMOCTIHHO
po3zibpartucs, XTo Tiepell HUM, a B HAIOMY BHINAJIKY — Hi; 2) 3Ha4Ha
KUTBKICTh PECTIOHJCHTIB MOMUISETHCS y rpadi «MicIe MPOKUBAHHS»
i He MO>Ke TOYHO HA3BaTH KiJIbKICTh MEIIKAHLIIB HACEIEHOTO ITyHKTY
— «Oinbmre 1 M. 9oi.», «Big 300 tuc. 1o 1 MiH. 90i1.», «Bix 100 Tuc.
no 300 tuc.yom» TaT.iH.; 3) ans 3a0e3neueHHs PiBHOMIPHOCTI
MpOBENEHHsS JOCHI[DKEHb IO BCId TepUTOpii, Jie¢ 3aljlaHOBaHe
ONUTYBAHHSA, Ta MiATBEP/DKEHHS, IO BOHO OYJIO, PECIIOHJICHTOBI,
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HAIPUKJIAJ], TIPONOHYIOTh, HE 3raayl0ud aapecy, 3a3HAUYUTH BYIIHIIIO
Ta HOMEp HaHOIIKYOro 0My Ta, HE HAa3MBAIOUH ITPI3BUINE, BKA3aTH
iM’st (HaBelleH1 «XUTPOI» MalOTh 3a0e3MeYNTH BUKOHAHHS 3aKOHY
«[Ipo HemomuMpeHHs NEPCOHATBHUX JaHHUX»), TYT TEXK MOXYTb OyTH
cepiio3Hi moxmOku. Jlo Toro xk OaraTo pPECIOHICHTIB HEOXOUe
BIJIITOBIIal0Th HAa A3BIHOK HEBiOMOT0 a0OHEHTA, 110 MOKE IIPHU3BECTH
JI0 3HAYHOTO BiZICOTKY BisiMOB. ToMy 3a3maneriip OaxxaHo HaAicIaTH
SMS-noBijoMJICHHS, B SKOMY 3a3HA4WTH, IO YCTAaHOBA, sKa
NPOBOIUTH ONHTYBaHHA, 3aTele(OoHye pPECIOHAEHTY B IEBHHI
npoMixkok uacy. [Ipu npoMy morpiOHO rapaHTyBaTh 30epe:KeHHS
KoH(pieHITIHHOCTI. TakoX PeKOMEHIYEThCS HAJIaTH MOCHJIAHHS Ha
Be0-CTOpPiHKY ONMTYBAaHHS 1 KOHTAaKTHY iH(OpMaIIito iHTepB I0€pa.

BpaxoByloun Te, 0 Ha CHOTOAHI 3a HOMEPOM MOOITHLHOTO
TeJe(OHy UM 3a CJICKTPOHHOK TMOIITOK Miclie IepeOyBaHHS
pecroH/IeHTa He BU3HAYHMIIL, SIK MOYKHA I1e 3pOOUTH 3a CTaI[iOHAPHUM
TeneoHOM, HOMep SKOTO BiJIMOBiAa€e MeBHiN 00JacTi 4n 00IacHOMY
LIEHTPY, paliOHy 4YH MIKpOpalOHy B MICTI TOLIO, HEMOXJIHBO
3a0e3MeYnTH perpe3eHTaTUBHICT, BHOOPY pecnoHneHTiB. Hemae
BIIEBHEHOCTI I B PIBHOMIPHOCTI OINHWTYBAaHHS IO CTaIliOHAPHUM
tenedonaM, 60 B yMOBax TOTANBHOI BiIMOBH BiJl IIbOTO BUAY 3B’SI3KY
peNpe3eHTaTUBHICT OJICP)KaHNX TAKMM YHHOM JaHUX TaKOX JTOCHUTh
cymHiBHa. OKpiM LBOTO, IHTEPB’IOEpP 3MYILIEHWH JaBaTH IOCTiiHI
MOSICHEHHS, 1 HEBIJIOMO, YM TPAaBHIBLHO 3pO3yMiB HOT'O PECHOHICHT.
Tum Oinplie Mo MpU ONUTYBAaHHI MO Tene(OHY PECHOHACHTH, SIK
MIPaBUIIO, MEHII YBaXKHi, HXXK TIPU ONMHWTYBaHHI Bidy-Ha-Bi4. TyT mus
IHTEpB’F0€pa 3HAYHO CKJIA/IHIIIE BCTAHOBUTH KOHTAKT 3 OIIUTYBaHUM,
00 He BHUJIHO PeaKilii OCTAaHHHOTO, YMOB, B SIKHX BiH 3HAXOJHMTHLCS, T
HEMOJKJIMBO OIIIHUTH HOT0 (hi3MYHHUI CTaH TOIIIO.

HeoOximHO moTpuMMyBaTHCh i MEBHUX BHUMOT 10 (OpPMYBaHHS
CIHCKY MUTaHb Ta iX 3micty. [loTpiOHO 30anaHCyBaTH KOpPOTKY
TPHUBAJICTh IHTEPB 10 Ta 00CAT iH(pOpMallii, SIKY ITaHy€ETHCSI OXOMHUTH.
Crin BpaxyBaru, IO iCHYIOTh NUTaHHS, SIKi JOPEYHI HPU KOHTAKTI
Biu-Ha-BiY, aJie¢ HE MiXOAATh Ui O€3KOHTAKTHOTO METOY 30UpaHHs
JIaHUX.

Hani, 3i0pani B X0l JAOCHiIKEHHS, AaKyMYJIIOBaTHUMYThHCS
LEHTpaJbHOI0 0a3010 AaHuX. Y KpaiHax, [ BIPOBAUKYIOTh METOX
koM foteproro Ttenedonnoro inteps’roBanus (CAPI), taka 6asza
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JaHuX Bke icHye. [IpoTe TaM, Jie BAKOPHCTOBYIOTHCS OIMIUTYBaHHSI 13
3actocyBaHHsAM TmanepoBux HOCIiB (PAPI), HEoOXigHO yXBamuTh
pilieHHsT Tpo Te, SKUM YMHOM JaHi, mo Oynu 3i0paHi mim yac
TeneOHHOTo 1HTEPB’I0, 3aMHCYBATUMYTBhCS # 30epiraTUMyThCs.
IHTepB’10€pH  MOXYTH CHOYATKY 3alyCyBaTH  BIATOBiAl  Ha
ManepoBOMy HOCI1, a TOTIM mepeaaBarty ix 10 0aszu ganux. JlogaTkosi
THCTPYKLIi 3 HamalITyBaHHS IIEHTpa OOpPOOKHM NaHWX IOCTYNHI B
IareprerTi [2].

VYV 1imoMy, moOIpHM HaBeAeHI 3acTepexeHHs, ocobmcri online-
ONUTYBAHHS 3apeKOMEHAyBaiu ce0e Iij 4ac CBITOBOI MaHIeMil
JnocuTh ehekTHBHO. MeHeKepy, MapKeTOJIOT , JIOTICTUKU Ta 1HIII
3arfikaBlIieHi O0COOM 3yMIIOTH IIATBEPAUTH ab0 CIPOCTYBATH
JIOLJIBHICTh TMPOBEJICHHS TAaKMX MapKETHHTOBUX JOCIIKEHb BXKE
HaHOIMKINM 4acOM.
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Keryc O.B., n.e.H., JOLIEHT
XapKiBChKHI AepKaBHUN YHIBEPCUTET XapUyBaHHS Ta TOPTiBIII

ANI'PEUJI-MAPKETHUHT SIK CTPATEIIA POCTY
BIBHECY B YMOBAX CYYACHHUX BUKJIUKIB

TeMmu po3BUTKY HAYKOBO-TEXHIYHOT'O ITPOTPECY Ta MOSIBU HOBUX
3HaHb TMOCTIHHO 3POCTAIOTh, IO 3YMOBJIIOE CYTTEBI TpaHCHOpMAIIiT B
ycix chepax okurTa. Y utomy XXI  CTOMITIS  MOXHa
OXapaKTepu3yBaTH SK epy NPOPUBHUX TeXHOJOriH. Pasom 3 mum
MiJIBUIICHHS HEBH3HAUEHOCTI Ta PU3HMKIB YMHHHKIB 30BHIITHHOTO
CepeIoBHINA, sIKi 3yMOBJICHI Herepe0adyBaHIMU O0CTaBUHAMH, Ha
KWTanT nagaemii koponasipycy COVID-19, sika 3a pik nommpuiacs
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CBITOM, 3yMOBIIIOIOTH HOBI BHKJIMKA Ta BHMAararTh HE IPOCTO
amanTarii 6i3Hecy, a MOIIyKy HOBUX MOXIIMBOCTEH ISl TIOJATBIIIOTO
PO3BHTKY.

AJICKBAaTHOI HOBHM BHUKIWMKAM € KOHICHINSI MapKETHHTY
MOXIMBOCTEH, sIKa mepeadadae MpoakKTHBHICTE MiK MIIIXOM iHIimiamii
IHHOBAIliW, 3MiH 1 TpaHchopMamii Ha MINPHEMCTBI IS
3a0e3MeYeHHsT HOBUX  TIEPCIEKTUB  PO3BUTKY.  lIpakTHyHUM
IHCTpYMEHTOM 1i peaiizamii 3alpoIlOHOBAaHO CTpaTeTilo amnrpeia-
MapKeTHHTy  —  CTpaTerird  BHUIEPEDKATBHOTO  PO3BHTKY.
CroBo «upgrade» 3 aHTJIHCBKOI TEpEeKNaTA€TbCA 5K «IIepexin y
HACTYIHHUH Kiacy», IO 03HaYa€ HE MPOCTO MOJCPHI3alilo, a CyTTEBE
OHOBIICHHS TIPOAYKTY (-iB) Ta/abo Oi3HEC-MOJeNi, BHKOPHCTAHHS
a0COJTIOTHO HOBHX MiIXOIB Ta TEXHOJOTiH MapkeTUHTY. KimtouoBumu
€JICMEHTaMH CTpaTerii anrpei-MapKeTHHTY BU3HAYCHO KOMOIHAIIit0
B3A€EMOIIOB’ SI3aHUX CKJIAIOBUX: KpEaTUBY, IHHOBAIlIH, MOKIHBOCTCH
(puc.). Came Taka KOMOIHAIiSI TpHUTepiB pO3BHUTKY Oi3HECY
3a0e3MeYnTh HOBI IMIAXOAM IO TIPOCYBaHHS Ta (hOPMYyBaHHS
KOHKYPEHTHHX TIIepeBar MNpoAyKTy (-iB) y BHUIJIAOI BIIMIHHUX,
OpUTIHATBHUX, HEMOBTOPHUX XapaKTEPHCTHK BIATOBIAHO OO
aKTyaJbHUX Ta MAOYTHIX TOTPeO 1 3pOCTalOUNX 3aMUTIB CIIOKUBAYIB,
10 MiJABUIMUTH 1X 1HTEPEC I CTUMYJIIOBATUME Oa)KaHHs KynmyBaTu. Y
pe3yibTaTi  anrpedj-MapKeTHMHIy  Mae€  BigOyTHCS  TIOBHE
nepe3aBaHTaXCHHs Oi3HECY — BUX1Jl HA HOBHI PiBEHb PO3BUTKY, SIKHH
3a0e3Me4YnTh BIMYYTHE, y KpalmoMy BHUIAJKy O€3Mpele/IeHTHE,
3pOCTaHHS 1 HAJIACTh HOBOTO JUXAHHS 1 MOMITOBXY JJISl OJABIIOTO
MOIITYKY HOBUX MOXJIHBOCTEH. TakuM YHHOM, anrpeii-MapKeTHHT —
e IUKIIYHUN MpoIec MOCTIHHOTO MOIIYKY 1 CTBOPEHHS HOBHUX
MOJKJIIHBOCTEH pocTy Oi3Hecy (puc. 1).

YenmimHicTh  anrpeiii-MapKkeTHHTY — BH3HAYA€ThCS  3JATHICTHO
CBO€YACHO PearyBaTH Ha 3MiHH, HOBI 3aIUTH, & TAKOXK MPOAKTUBHICTIO
— BJIACHMM HaMaraHHSM CTaTH JpaiBepoM 3MiH MUITXOM BHUXOAY 3a
MEeX1 TpPaJWIiHHUX YSBICHb, CTBOPEHHS BITYYTHOTO MPOPHBY Y
MEeBHIN cdepi TiATBLHOCTI.

VMOBH KOHKYpeHII V CBITI YCKIAIHIOIOTLCS, BOHA CTac
iHHOBaIiHOIO [2], 1[I0 3yYMOBIIOE BHKOPHMCTAHHS CTpaTerii
IHHOBAIIIMHOTO PO3BUTKY, NPUYOMY BXKe pPO3pOOJICHI Ta HajaHi
pEeKOMEHIaIlii 1010 pi3HUX X BapiaHTiB [1]:
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— mykadi moTped: cTparerii, 30cepemKeHi Ha 3aJdydeHHi
CMOXKHMBAYiB JI0 TIPOLIECY PO3POOIICHHS TOBapy;

— uWTadi PUHKY: CTpaTterii, 30Cepe/KeHi Ha TMOCTYIOBOMY
BHECEHHI 3MiH JI0 TOBapy;

— JpaiiBepu 3MiH: CTpaTerii, 30Cepe/PKCHI Ha BIPOBAKCHHI
3HAYHUX 3MiH Y TOBapax.

VYemix iX BUKOPUCTAaHHA 3HAYHOIO MIpOIO 3aJISKUTH BiJl PiBHS Ta
MUOWHU 3MiH, a TakKoX KpeaTHBYy — 34aTHOCTI CTBOPIOBATH
He3BHYaliHe, HECTaHAapTHE, SKe BUKIMKAE 3aXOIUICHHSA, (opMye
MTO3UTHBHI BpaXeHHS — «Bay-ePexT», 3abe3ledye MepeBHICHHS
OTPUMAHOTO pE3yJNbTaTy HaJ OYiKyBaHUM. Y IbOMY KOHTEKCTI
0COOIIMBY POJIb B CTPATETii BUIEPEMKAITEHOTO PO3BUTKY Biirpae He
CTUMYJIOIOUHH, HE pO3BHBAKYMN, HE MATPUMYIOUYHH, a
MpUBAOIIOIOYN ~ MAapKETHHT, 3JaTHUNA  MIJBUINATH  I[iHHICTH
MIPOIYKTY, BUALIATH HOTO Cepe]l iHIINX, 3pOOUTH OLTBII TOMITHAM Ta
npuBabMUBUM sl cnokuBawiB. Came KpeaTHBHI — pillIeHHS
CIpsSMOBaHI Ha TOCWICHHS eMOIIMHOT CKJIAJOBOT TMPUHHATTS
KyHiBeJIbHHUX PillIeHb, BOHU 3[]aTHI MOCHUITIOBATH MOTHBAIIIIO T MAIOTh
BUIIMH CTUMYIIOOYMHA e(eKT, HDK TpaguliiHi IHCTPYMEHTH
MapKETHHTY.

Hose nuxanns

A

IlepezaBanTa)keHHS -
BHUXIJ HA HOBHUH

; Kpeatus
PIBEHb PO3BUTKY

Arnrpeiia-

MapKETHHT Emmnaris

g

MoXKIHBOCTI IanoBamii

Puc. Iluki anrped1-MapKETUHTY
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KpeaTuBHwmii mportiec B MapKeTHHTY — i€ TpoIiec Oe3nepepBHOTO
MOIIYKY, BAOCKOHAJICHHS, pO3POOKH MapKETHHTOBHUX iAel, METOIiB,
TEXHOJIOTi MapKeTHHTY, MiATOTOBKH Ta peaii3alii HeCTaHIapTHHUX
MapKETUHTOBUX pIIICHb BiJIOBIIHO JO HAHOUIBII 3HAYYIIUX
MOYYyTTIB  cHoxwuBayiB. Jli€BiCTb  KpeaTMBHOTO  MapKETUHTY
BHU3HAYAETHCSA THM, HACKUILKM HECTAHIAPTHI PIllICHHS BiJIMOBiIalOTh
HE TiJBKH 3aIIUTaM CIIOXKHUBAYiB, a IX HACTPOIO, EMOLIISIM, BHYTPIILIHIM
MEepeXKUBaHHAM, TOMY BHHHUKA€ 1€ OAMH TPEHA CY4YacHOTO
MapKeTHHTY — IepcoHi(iKalisi Ha OCHOBI CTBOPEHHS KapTH €MITaTii —
IHCTPYMEHT MapKeTUHTY, IKHIA ToTIOMarae O17IbII TITHO0KO 3p03yMiTH
ITYyMKH, TIOYYTTS, IHTEpPECH, IPOoOIeMH KOHKPETHOTO KITi€HTa 1 oMy
momiOHUX. Y IhOMY KOHTEKCTiI 3pOCTa€ BaXKIIMBICTH TICHXOJOTII B
MapKeTHHTY.

Y minmoMy BHKOPHCTaHHS —CTparterii — anrpeij-MapKeTHHTY
nmoTpedye popMyBaHHS KOMaH/IH, 3IATHOI IO iIHHOBAIIii, KpEaTUBHOTO
MUCIICHHS Ta «3aHYPEHHS» Yy CIIOKUBAUiB, OCOOIMBOCTI iX JKUTTS Ta
MOBEIiHKH, 0T)KE€ KOMaHAU — TOTOBOI 3a0e3MeuyBaTy HOBE JUXAHHS Y
PO3BUTKY Oi3HeECY.
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