CBiTOBa MpPAaKTUKA CTBOPEHHS JIOTICTUYHHUX CHCTEM YIIPaBIiHHA
BUSIBWJIA, IIO JIOTICTUYHI NMPUHLMIHA YIPaBIiHHSA cy0’€KTOM TOCHO-
TApIOBaHHS Y CYYaCHHX YMOBaX € OJHUM i3 BaXUINBUX MariCcTpaib-
HUX HalpsMiB HOpMami3alii po3BHTKY miampueMmcTB. Lle 3abesme-
YUTh MOCUJICHHS PEXXHMIiB €KOHOMII TPYJOBUX, MaTepialibHUX, TPO-
IIOBUX Ta €HEPreTHYHUX PeCypcCiB, MiABUIICHHA €(QEKTHBHOCTI yI-
paBIIiHHS Ha Pi3HUX PIBHAX, 3a0e3MeueHHs MOTPiOHOT KIIBKOCTI CIO-
KUBUHX OJar.
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PRECONDITIONS AND CONSEQUENCES OF
APPLICATION OF VIRAL MARKETING BY SMALL
TRADE ENTERPRISES

With the development of market economy in Ukraine, it is
understandable the desire of small trade enterprises to continuous
changes and search of new opportunities in accordance with the
processes of updating the market.

These actions are requiring considerable efforts by small trade
enterprises aimed at improvement and modification of marketing
tools by using of new technologies. The response of small trade
enterprises to changes in the competitive environment and consumer
tastes should be the establishment of new practical knowledge and
skills and their orientation to target market and potential customers
[4, p. 227-228].

Unfortunately, the practice of activity of small trade enterprises
indicates about the inefficient using their marketing tools, because
marketing budget subject to reduction in conditions of shortage of
material and financial resources.
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Therefore, actualization of the effectiveness of marketing activity
and the search of optimal strategic decisions are a problem that needs
to be addressed [2, p. 105].

Contemporary unconventional marketing reception that is able to
make a significant positive impact on marketing management of
small trade enterprises in Ukraine is viral marketing. It is characterized
by the proliferation of advertising exponentially.

The main distributor of information in viral marketing is the
recipients of information. This happens through the formation of
content that can attract new recipients of information due to bright,
creative, unusual ideas or using natural message [1].

The main sources of origin of viral marketing are:

— non-standard (sometimes provocative) advertising;

— unconventional information on the Internet (on forums and sites);

— interesting, stimulating event (“event marketing”) that cause
the need for discussion.

From these sources information “virus” through certain channels,
the most powerful of which is the Internet, is transmitted to consumers.
At the same time, the Internet today combines the functions possible
source of startup of information and effective fast channel of
transmission of information.

It is important that in the channels of transmission of information
involved leaders of public opinion, which can be divided into two
groups. The first group is public figures (movie stars, pop singers,
sportsmen, politicians etc).

The second group of “carriers of virus” comprises university
professors, journalists, leaders of informal associations. If these
groups of people are convinced of the benefits of a new product, the
information “virus” includes on conferences, seminars, lectures,
websites, blogs, in articles [3, p. 112].

Ukraine’s population today has low level of confidence to
advertising. Therefore, the basic principle of viral marketing is that
the person who receives the information message should be sure that
it is comes from a disinterested person (for example from a friend or
stranger).

So, the person will listen positive comments about the product
from “lively human” and more likely to buy this product. Conversely,
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review promotional video of good person will ignore because it is
widespread belief that advertising is decorated product quality [1].

Viral marketing is one of the most effective modern
unconventional marketing solutions, and therefore it is necessary to
apply it by all. It will help small trade enterprises to survive, middle
enterprises — to acquire stability and great enterprises — to get
convincing competitive advantages.

Viral marketing is a type of marketing activities that beyond the
scope of conventional ways of marketing communications and
allows to implement products, to interested buyers by vivid,
emotionally rich and attractive advertising.
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YNPABJIIHHA MAPKETUHTOBUMU KOMYHIKALIAMW
HA NIANPUEMCTBAX

Ha cydacHoMy erami pO3BHTKY YKpaiHChKOI €KOHOMIKH, KOJH
B1,I[6yBa€TLC$I nepexiJ A0 HOBUX BIiIHOCHH 3 TPOMAJCHKICTIO, BiT-
YU3HSHI HI,Z[HpI/IeMCTBa MOBHHHI KOHICHTPYBATH YBATy Ha: Y10C-
KOHaJICHH1 KOMYHlKaLIlI/IHOI JiSUTBHOCTI; TiJIBUIIEHHI Bl,Z[KpI/ITOCTl
nepes CyCHiJIb.CTBOM BHUPOOHHYO-TOProBEIbHUX MPOLECIB, TEXHO-
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