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Alfred Nobel University, Dnipro, Ukraine
ADVERTISING IN THE MARKETING COMMUNICATIONS SYSTEM

The focus on advertising has increased in recent years. This is due to the fact that economic conditions have
changed, and the lack of clear planning forced enterprises to move away from the usual stereotypes in business relations
and look for new non-traditional ways to attract attention to themselves and their activities from consumers. Cleverly
designed advertising allows you to quickly overcome the barriers between the manufacturer and the consumer. A
marketing communications system is a complex of various tools [3], the purpose of which is to establish a connection
between a company - a manufacturer of goods or services and a buyer. Marketing communications are well-established
relationships between the subjects of the marketing system, the result of their successful work is marketing activity.
Marketing communications is the most important structure in modern marketing. The most effective marketing
communications were advertised in the media.

A distinctive feature of modern advertising as an element of the marketing system is not just the formation of
demand, but its management within a selected group of consumers [1]. This became possible because the market is a set
of segments that reflect the specific tastes and needs of consumers. The goal of firms is to maximize penetration into
selected segments to avoid dispersing efforts across the entire market. In advertising, the advertising part of the mass
media is used as a communication channel used to convey an advertising message. Public relations are mostly editorial.
For sales promotion events, they usually use not only advertising in the media, but also packaging, as well as other means
of distributing advertising information. Direct marketing and branding are not associated with any one communication
channel and use any of the possible means of distributing advertising [4]. Well-known advertiser D. Ogilvy said: "A
manufacturer who devotes his advertising to creating the most favorable image, will most prominently present the
difference between his brand and competitors, will win the largest market share and will receive the maximum profit over
the long term." The daily impact of advertising on billions of potential buyers contributes to the formation of certain
standards of thinking and behavior of various segments of the population in every country and around the world [1].
Currently, during the period of widespread use of marketing communications, many specialists observe a significant
decrease in the effectiveness of their traditional forms, such as television and radio advertising, advertising in the press,
direct marketing tools. This situation is associated, on the one hand, with the rapid development of traditional advertising,
and on the other, with the evolution of the consumer as such.

Thus, on the one hand, advertising is becoming an increasingly flexible tool in the system of non-price promotion
of product sales, on the other hand, it is turning into a new type of integrated advertising and information communication.
Adbvertising is defined as the process of impersonal transmission by various means, usually paid and persuasive in nature,
information about the product, services and ideas offered by the advertisers who represent themselves. The essence of
advertising communication is very complex, since it combines the paradoxes of the development of the commodity market



and consumer behavior on it, the development trends of the global advertising market, innovative advertising
technologies, etc. Therefore, the model of advertising activity is considered as a dynamic system in a formalized
categorical advertising space. Each coordinate of such a space determines the methods of describing the category of
advertising activity.
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PECULIARITIES OF PROMOTIONAL MIX OF A COMPANY IN THE FIELD OF CONSUMER
ELECTRONICS AND COMPUTER SOFTWARE DEVELOPMENT (APPLE INC.)

Apple Inc. is an American multinational company founded in 1976 by Steve Jobs, Ronald Wayne and Steve
Wozniak. It became popular in the area of computer software and consumer electronics development and in January 2021
achieved status of world’s most valuable company. Now Apple Inc. is considered to be a part of the Big Five American
IT companies, alongside Microsoft, Google, Amazon and Facebook.

What attracts people buy Apple’s products every day? How are they able to maintain such a relentless desire of
their products for years? How could Apples marketing strategy transform it from the “garage” company into the most
influential one in the world? Now I will try to figure out due to which promotional elements Apple has gained its popularity
and how it is possible marketers improved marketing strategy over the years without losing its effectiveness.

Undoubtedly, Apples marketing strategy is something which seems easy to reproduce at the first sight. Society
could consider that Apple simply does not make any attempts to promote its product, because their reputation does
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everything for them. But this public delusion exactly corresponds to that strategy which the company wants to achieve.
Apple is promoting the brand through disclosure of their values. In 1997 Steve Jobs created marketing campaign named
“Think Different”. It has become one of the most successful promotional achievements, because it has inspired lots of
people to come to the Apples store to buy their products. By promoting this campaign Steve Jobs has the intention to
explain the main concept of Apple, their goals, their values and their differences from the competitors. He believed, that
Apples products are made for that people, who are able to change the world for better. It was one of the simplest marketing
campaigns but in the same time — one of the most significant it the history of the company.

The phrase “Think Different” was no more just a tagline. It resonated with that kind of people who considered
themselves to be “different” type of person. It has inspired people not to be afraid of ‘think different’, moreover, to be
different in real life and be proud of that. This brad association is still actual and brings to the company lots of new
customers. Now Apple Inc. continues to underline the value of having its products, which help people to feel significance,
but sometimes company changes its promotions in order to satisfy all kinds of people’s needs.

In 2008-2009, when Apple Inc. has just launched the iPhone 3G and the 3GS it used buildings with high security,
guards of security and a “mission impossible” scenario for the promotions. It was made to create a feeling of exclusivity
for the new product. It helped Apple to stand out from the competitors of absolutely new market of mobile phones.

In 2010-2012, when Apple Inc. has launched the iPhone 4, 4S and 5 the style of advertising campaigns has been
simplified. There was an iPhone on the screen of which were shown all features of the smartphone. For instance, a bigger
screen, Siri, FaceTime etc. Customers’ needs for a fresh new product were satisfied. This marketing strategy also helped
Apple Inc. to become ahead of other companies.

Since 2013 till 2020 Apple has focused mainly on the design of the product. Their goal was to make product look
perfect in any situation. To match the preferences of the young generation design of Apples product needs to be modern
and desirable.

Now for the advertising campaign of iPhone 11, Pro and iPhone 12 Apple Inc. came back to underlining the product
best features. For example, gaming abilities, Face ID, multiple cameras etc. This happened due to the fact that lots of
Apples competitors such as Samsung and Huawei have become catching up the company by offering the same features
but for the lower price.

In addition, | want to mention, that marketing campaigns have changed a lot over these years in order to satisfy
consumers’ needs. Anyway, Apple Inc. succeeds in standing out from the competitors due to the excellent marketing
strategies, great quality of their products and awesome brand image.
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SYNCHROMARKETING

Synchromarketing is a type of market activity that allows you to flexibly respond to rapidly changing market
conditions. Synchomarketing marketing activities are aimed at changing the demand structure so that it matches the ideal
supply structure. Marketing efforts have been aimed at reconciling volatile or seasonal demand levels with supply
levels. The purpose of synchromarketing is to ensure sustainable business performance, to ensure its development in a
rapidly changing market. The task of synchromarketing is to find and implement marketing methods that smooth out
fluctuating and irregular demand, using one or more tools from the marketing mix: price flexibility, various promotion
methods, reorientation to other sales channels and other marketing tools. Synchromarketing allows a company to carry

out activities that will smooth out irregular demand for its products. Synchromarketing is used in the case of:

- seasonal demand;
- with climatic factors that critically affect demand,;

- during the activities of competitors, in a market condition characterized as an "oligopoly"; -

demand changing according to the time of day ("rush hour", "prime time");

- mismatch between the periods of the greatest supply and the greatest demand - desynchronization of production
opportunities and sales opportunities;

- other cyclical or unpredictable fluctuations . [1]

This type of marketing allows you to synchronize the internal activities of the company, its marketing activities
with the chaotically or cyclically changing market conditions. Synchromarketing allows you to anticipate or compensate
for a changing market in advance.

To stimulate demand, the following instruments are usually used: Differentiation of prices. Depending on the time
of year or day, different prices are set for products. For example, resort hotels use this method — in August, which is
traditionally considered the most popular month for tourists, room prices are the highest. The opening of specialized
institutions. McDonald’s, for example, is opening breakfast restaurants to boost demand in the morning. Integration of
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the pre-order system — an example of such a measure is the booking of tickets and hotel rooms over the Internet.
Introduction of additional services that give the client the opportunity to spend their waiting time more exciting ( fresh
newspapers or films). [2]

The downside to synchromarketing is the inability to meet too high demand — a problem that synchromarketing
also eliminates. To solve this problem, other measures are used:

- Automation allows you to serve a larger number of customers (for example, ticket vending machines). -

Hiring part-time staff — for example, universities employ hourly faculty as the number of students increases. -
Encouraging customer participation avoids rush hour queuing.

- Staff training in combining functions.

- Creation of service delivery programs in conjunction with other companies. For example several travel

companies can charter one plane.

If you are wondering whether effective synchromarketing is always effective, there are products for which
synchromarketing is not able to smooth out the demand. The most obvious example is electricity: although its cost is
lower at night, consumers are not eager to switch to a nightlife to save money.

Synchronous marketing takes ideas from integrated marketing communications and expands them using a person-
centered approach. Synchronized marketing brings your brand message and voice together. Define the direction of your
brand and continually reinforce it, stay consistent across platforms, connect different platforms, get involved and
encourage dialogue with your customers, take full advantage of your content. While this concept cannot be implemented
overnight, if you adopt this methodology, you will be able to offer your customers a flawless brand experience every time
they encounter your marketing. [3]

Thus, it was found that synchromarketing allows you to organize the internal activities of an enterprise with its
marketing activities in conditions of chaotic or cyclical market volatility. Synchromarketing allows you to plan your
business in advance to prevent or compensate for fluctuating market demand and smooth out fluctuations over time.
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NAMING AND IT'S ROLE IN MARKETING STRATEGY

Have you ever heard about «Landor» company? Although some scientists suggest James Walter Thompson as the
founder of «NAMINGD, the first naming company was called «Landor». However, «Landor» was not fully specializing
on naming, unlike «NameLaby. The first naming-specialized agency since 1981 was «NameLaby. [1]

Naming, naming, naming. In the first paragraph of my work, you have heard this term for several times. However,
do you understand clearly, what this term means? Which role it plays in marketing strategy? Today we are going to answer
these questions and be more detailed and accurate about the naming meaning.

Let's get it started with the word. Naming (from an English word “name”) is the process of creating a name for a
particular company, product, brand or service. A person or company that deals with naming is a “namer”. His task is to
come up with the most suitable title and explain how to use this name. The title development should be unique and
memorable. The purpose of naming is to define the commercial name of a product or trademark. [1]

There are three main goals-tasks of naming. The first is communicative; it personalizes the product. The
promotion of the product on the market depends on his unique name and associations with it. The second one is
commercial: well known name helps the product owner to increase revenue. The last one is legal - to protect from
counterfeiting and other types of illegal use. [3]

In opinion of many marketers, naming is an integral part of brand development and one of the most important part
of the every company's marketing strategy. Honestly, | have the same opinion. Well-done naming leads to the friendship
between brand and audience. To make this friendship strong and long-lasted, there are some ways to create the most
successful titles:

- Use neologisms, the words you create by yourself. Such titles are already unique. Some people say they are
“fantastic”. (Samsung, Google, Nokia)

- Use associations - something that connects the identity of the brand with it's name. (Uuctronoc - nasal spray) -

Use abbreviations. For instance, first letter of the most important made up the brand name (BMW - Bayerische Motoren
Werke)

- Use rhythm, certain sound, or repetition of words. (Coca-Cola, M & M's, Chupa-Chups, Shake'n'Bake and

Motorola) [2]
Thus, how is possible to make a perfect naming? First of all, name should be appropriate for main requirements.
The title should be sticky, because memorable names are usually the key to success. Moreover, the name should have
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positive vibe: to excite, inspire, give confidence, cheer. Secondly, the name must be unique and of course, it should be
different from the names of competitors. Besides, it should show or give a hint to the benefit for a customer. It would be
great if the tile fits with lifestyle of consumer. Thirdly, it has to be concise and informative simultaneously. [3]

Good naming should not only sound good and be widely used in everyday life. It has to be the mix of something
fixed in the consumer's memory, successfully competed with other names and be corresponded to the taste of the
consumer.

The last, but not the least. If you still do not believe that naming is a key in marketing branding, then let’s face
the statistics:

- 11% of consumers refuse from product use or company services, if they do not like brand name.
- 77% companies with incorrectly chosen name crash after 1-2 years

- 90% consumers choose product or company, whose title is nice for them [2]

Overall, naming contributes to the formation of a successful brand. The name of a product or company affects
consumer confidence, demand, and visual aesthetics. It is a positioning tool. Naming helps to inform customers and
investors about the company and its directions of activity.
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INCREASED SALES: TRIGGERS OF THE SUBCONCIOUS, THE IMPORTANCE OF THE CLIENT
There are a decent number of methods and approaches for increasing sales. Some really stirred up (and some still
continue to do so) the wallets of many buyers. As a rule, these are world-renowned companies. And others, who try to
copy everything from the "originals", following the algorithm of increasing sales, fail this mission. After all, there are
many other factors that must be recognized, taken into account and correctly analyzed. Now it will be considered some
of the techniques, the impact of which on the human subconscious will give the enterprise an advantage over its
competitors.
A call for nostalgia. This market hack works for absolutely any country, be it some from the West or the CIS.



Emotional experience works for every person (favorite movie, era, hit song, legendary person, or even the atmosphere of
a favorite season). Fond memories turn off or at least dull the sobriety of a purchase. It is as if a person wants to
somehow live this wonderful time again. Takeaway: Impulsivity (in the context of shopping) drives demand.

Does the lack of a currency sign read like a "digital word" by customers? Indeed, research (“Cornell”’) showed that
the absence of a banknote increases the average restaurant check by 8% [1]. Therefore, it is worth knowing about this
technique (and this is not a minimalistic menu design).

Each client is a perfectionist in his own way. If it's catering - make the atmosphere! The surrounding interior and
smells, appropriate sounds and music - and the visitor's monetary vigilance will fall asleep. Statistics also show that the
smell of apple pie adds 23% to a home appliance store's revenue.

These effects began to gain popularity 50 years ago and are still in demand for use by both large brands and
individuals. But what about the axiom: "for the buyer to get closer to the company, the company must get closer to
him"? A few years ago, the example of Coca-Cola was an excellent confirmation of these words, when the company,
instead of its own logo, placed 250 of the most popular names on its products. Therefore, even without the "face" (logo),
the products remained recognizable, and sales increased by 2.5% [2]. Because who can’t bribe his name on a world
famous brand?

It is impossible not to remember also about the kinder-surprise. In the beginning it was a universal chocolate egg
(with toys inside for both girls and boys). Often a girl could find a car inside, and a boy could find a mini-doll. Therefore,
all that remained was to believe and have a faint hope that the right toy from the collection would be found. Seeing how
hard it is to find a suitable toy (which in turn negatively affected the demand for this exciting delicacy), the developers
came up with the idea to release two collections of eggs: separately for girls and boys. And as expected - sales went up.
Of course, there are many ways you can cheaply make a customer feel special (like sending an email or even just saying
thank you in a sincere and polite tone). And loyalty will really grow. The main thing is to choose the right method that
will be most suitable for the business.

Summing up, it must be said that it is extremely important to have as much information as possible about different
approaches to increase sales and be able to properly manage this information. The combination of several will give great
strength. It's about all-round improvement, striving to always bring the business / products to perfection. And the ideal,
in turn, is not only a good quality, but also remarkableness, it is a distinction among all others.
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WHY BUSINESS NEEDS DIGITAL MARKETING

Digital marketing is the component of marketing that uses the Internet and online based digital technologies such
as desktop computers, mobile phones and other digital media and platforms to promote products and services [1; 3]. In
the present innovatively progressed world, advanced advertising is the better approach to advance and sell items.
Contrasted with customary advertising, it is practical, handily oversaw, and easy to examine and learn. Missions can
very quickly be changed to improve and sell more.

Why business needs digital marketing?

1. It's a way to tell the world about your business [2].

People use the Internet for a variety of needs. In fact, the Internet is now not an alternative source of information,
but a vital requirement.

Users are "Googling" for companies and brands, reviews and prices. This trend is growing especially fast with the
proliferation of the mobile Internet. Digital marketing plays a key role in mass awareness of a brand, new company or
new product.

2. It's a cost-effective way to promote.

Business owners and top management are looking for ways to cut costs.

Digital marketing provides the optimal opportunity to promote a brand to a wider audience on a relatively lower
budget than traditional channels.

It is the most cost-effective marketing channel that delivers results in the least amount of time. When a company
uses email marketing to promote their products, they actually spend very little, reaching millions of users. 3. Result-
oriented sales promotion.

Isn't this a dream come true for businesses? Management can monitor every move, analyze results, and look for
other ways within the same system. Traditional marketing processes can't provide such precise, results-oriented
advertising tools.

Digital marketing tools, such as Google Analytics, help visualize results and take immediate action. It saves you
money.

In general, the Internet is about analytics. You can analyze and count all around you.

4. The easiest way for branding.

No other branding method is as effective as digital marketing. People now consider a company's online presence
to be an important aspect of brand credibility. If a product isn't found online, it's probably some kind of "scam." 5. High
conversions and revenue growth.



Conversion tells you how many visitors to a business website actually turn into customers. The success of a
digital marketing campaign depends on the conversion rate.

A website may attract thousands of visitors every day, but if a very small percentage of that traffic turns into
customers, that digital marketing campaign is not properly planned. In fact, it's money down the drain. 6. Increases the
number of loyal customers.

A digital marketing campaign improves real-time interaction with customers through social media, email, and so
on. On the one hand, customers learn about important aspects of the business.
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PERSONAL BRAND. HOW TO BUILD A POWERFUL PERSONAL BRAND?

The meaning “Personal brand” firstly appeared in 1937 in the book “Think and Grow Rich” by Napoleon Hill.
Lately this idea came up in the 1981 book “Positioning: The Battle for Your Mind” by Al Ries and Jack Trout. Nowdays
personal branding is playing the key role in business, especially in online business (social media).

We can consider personal brand as associations that occur in people’s minds, when they think about you. Also,
personal brand is a promotion of yourself as a specialist. It combines your skills, experience, and personality. Branding
helps you to differentiate yourself from others.

PB is consist of reputation and coverage. Reputation here is the foundation of branding. But it is not necessarily to be
known worldwide. Primary specialist has to be recognizable to his target audience and among colleagues. Most
frequently personal branding is used in such spheres as politics, art and service industry. People usually have a stake in
name and expertize. Powerful personal brand directly influences sales and prices for services. If you are a stakeholder
of the company, your image become the element of the company. The right street cred will increase the
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competitiveness of the company/products/services. Personal brand encourages new consumers, covers customer’s
objections, helps to expand influence, attracts new partners and investors.

But personal brand will not help you in situations when you do not have an expertise in one specific niche or you
are not ready to develop your skills. Building powerful personal brand requires dedicated knowledge, time, patience and
money.

Firstly, for strong personal brand the specialist has to create a brand vision. Brand vision is similar to mission
statement. It refers to the ideas behind a personal brand that help guide the future. It reflects and supports the development
strategy, differentiates the specialist from competitors, resonates with customers and encourages partners.

Secondly, the specialist has to choose the particular niche. It requires the research of the market and identifying
the main competitors. It would help to determine specialist’s uniqueness and his unique selling point. Thirdly, expert has
to define his target audience. One of the worst mistakes in building personal brand is to think that you are interesting to
everyone. You would be better prepared if you understood audience’s wants and needs. Also you have to consider
things like demographics, pain points and challenges.

Fourthly, every expert has to be present in social media. Today it is hard to find a person who does not have an
account in social media. Networks will help you to increase the loyalty of your target audience, to make you closer to
their needs and problems. For example, Instagram is a platform where you can easily find a client or customer.

In order to understand importance and strength of the personal brand, should be considered Oprah Winfrey’s PB.
She is one of the few all over the world, whom everyone knows solely by her name. Knowing well her own brand helped
her to achieve dream life that easily generate revenue. Currently we can say that her name is her capital. She said that it
is important to be consistent. Also Oprah discovered that her brand name can change humans’ actions. One of the most
significant role, by Oprah’s opinion, is played by intention.

Developing a strong personal brand is one of the most important goals for heads of businesses. Brand name is a
perfect method of engagement new clients, interested customers and perspective investors. Most companies do not even
need to be introduced, because everyone knows about them by their owner’s name. Personal brand is not just for celebrity
influencers.
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LATERAL MARKETING

Firstly, lateral marketing is a type of marketing based on the search for non-standard, creative solutions to promote
a brand and its products. The main idea is not to take the market share of an existing market, but to create a new market
and become the first. In a lateral marketing strategy, you need to find a focus to determine what exactly needs to be
changed [1].

To do this, choose one of three levels. Market level: in this direction, you can change the benefit, purpose, place
of sale, time, situation, experience. One of the aspects should be transformed, not all at once. Product or service level: At
this level, you can change brand attributes, packaging, or product use case. To change a product, methods such as
replacement, combination, exclusion, reorganization, complication are used. The level of value and promotion: in this
direction, companies are changing the pricing formula, communication methods, distribution channels, and so on. With
the right approach, lateral marketing allows you to see products or services from the outside [2].

Lateral marketing allows you to increase competitiveness by finding and implementing new solutions to promote
products and present them in a new light. Lateral marketing involves the use of special technologies, not waiting for
inspiration. Lateral marketing is a work process which, when applied to existing products or services, produces innovative
new products and services that cover needs, uses, situations or targets not currently covered. As a result, lateral marketing
leads to new categories or markets. Philip Kotler is considered the founder of lateral marketing [3]. Next, | want to
report on a few examples. The new concept is a chocolate egg with toys inside. By the way, this is an identity brand of
chocolate, the annual sales of which exceed $ 1 million. Gillette has developed a unique hair growth retardant cream to
make shaving easier. So in 1956, Dove specialists developed a unique soap that contains special cosmetics and does not
dry out the skin. Different brands are using this approach today, however Dove is still associated by the target audience
with such a product as cream soap. Also an example would be cyber cafes which include cafeteria and internet,
“Walkman” include audio and portable, gas station stores include gas station and food, etc. Within the paints and
coatings industry, both lateral and vertical marketing are important. In understanding which is most appropriate in a
given circumstance, remember that innovations that come from vertical marketing are easier for customers to assimilate
and understand while lateral marketing innovations need more time for assimilation.
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In general, to my mind, today lateral marketing is the best assistant in overcoming the crisis. Traditional marketing
tools are increasingly proving to be ineffective in competitive markets. Consumers demand more and more unique
solutions from companies. But in reality, lateral marketing only imitates innovation. Thanks to it, non-standard products
or services are created, but creating something completely original with these techniques will never work.
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HOW PRODUCT DESIGN INFLUENCES CUSTOMER CHOICE

To what extent does packaging design influence consumer choice? After all, each manufacturer carefully points
out the benefits and environmental friendliness of the product, informs about the composition and properties, and
describes from which natural places it originated.

However, out of dozens of brands, for some reason, you have chosen one, based on the simplest criteria:
advertising on TV or the Internet, the advice of relatives or friends, or getting the comprehensive information from the
packaging. But you're unlikely to realize that deciding on a particular product and helping other factors, which we will
talk about in this abstract as careful analysis or personal feelings and perception of the brand as an individual. Careful
analysis or personal feelings

Each person argues their choice differently, faced with a large number of brands of the same product, everyone's
approach is individual. This process can also be called intuitive, which means that we choose from the mass of trademarks
the one that we liked the most, without realizing it ourselves, we choose with our heart.

It is noteworthy that we will not be able to argue our choice after purchase because the basis was the visual
perception, the brand recognition. That's why every manufacturer needs to make every effort to create the most memorable
brand, but one that makes it clear what the consumer needs so that they perceive your product as the most appropriate.

There is such a term as visual marketing for this. We perceive the packaging by the overall picture [2], the image
that we have formed of our favorite product.

Perception of the brand as an individual

If the manufacturer has approached the development of the brand competently, it is sure to create it following the
target audience, develop a clear positioning, distinctive features from competitors. And no less importantly, it is the visual
component that takes up 90% of all perception.

Based on Kahneman's research, another scholar, Phil Barden, developed his theory of "Marketing

Hacking. Products, just like people, are known by their “clothes".



If you have clearly defined your customer, you can do a marketing analysis that will help you understand what
your Target Audience's selection criteria are [1]. If it coincides with his expectations in a quality product - consider that
the customer will stay with you. A properly designed brand will make the product stand out from the crowd of others,
making it easier for customers to find. What goes into the overall brand picture? If the concept of the brand is a product
for children, then all the components must support the given direction. Inappropriate font or a picture that will not reflect
the belonging of the product to baby food will immediately cause the buyer's non-perception of the product as a whole,
people do not like a complex presentation for long analysis.

How to maintain brand identity after restyling? There are times when you meet someone you know, but you can't
remember where you know him from. Participants approved of the orange color, but when offered the choice of any color
at a substantial discount, most opted for black.

Therefore, it is advisable to use focus groups as an auxiliary tool in brand development rather than a fundamental
one.
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THE IMPORTANCE OF CHOOSING A DISTRIBUTION STRATEGY
FOR YOUR COMPANY
Marketing distribution policy is a strategy that companies uses to manage the distribution process of their

products straight from the production chain to the market, it usually goes thought different channels such as wholesalers
and
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retailers before reaching the customer. This process can be done directly by the company who become the main Distibutor
of its product or by relying on intermediaries and other type of channels of distributions such as retailers and agents.
Distibution policies exist to guarantee that the product is being delivered to the customers at the right time and replenished
when finished which work on maintaining a steady supply of products to the market by keeping track of the product
available to the customers.

With how important a distribution policy to the company, it is necessary to determine what kind of distribution
policy the company intended to use to reach its customers. Distribution strategies range from direct and indirect strategies
to intensive, exclusive and selective distribution. A company should define and choose a distribution policy that will work
well with it, because it's your distribution strategy that will define how your products will reach your customers, as any
misshape or unsuccessful Reyling on a distribution strategy will likely hinder your product from totally reaching your
customers, which in turn will decrease your profits and increase your expenses.

There are some factors that should be considered thoroughly while working on choosing a distribution strategy
such as; The Nature of the Product, The Nature of the market, The Nature of Middlemen, The nature and size of the
manufacturing unit, Government Regulations and Policies and, Competition [1]. These factors should be taken into
consideration by the company before deciding on a distribution strategy, as choosing the wrong strategy will increase the
price of the product which will be higher compared to competitors' prices that are using the right distribution strategy.

Choosing the right distribution policy strategy will also influence what kind of marketing strategy you would be
using to market your products. There exist different kind of marketing strategies and tools that can be used but from
producers choosing a distribution strategy usually chose between two different kinds of strategies which are push and pull
marketing strategies. And Push marketing strategy refers to a strategy in which a firm attempts to take its products to
consumers — to “push” them onto consumers. In a push marketing strategy, the goal is to use various active marketing
techniques to push their products to be seen by consumers, sometimes right at the point of purchase. One of the main
objectives of push marketing is to reduce to as small as possible the amount of time that elapses between the customer
seeing a product and making a purchase decision to buy the product [2].

And a pull Marketing strategy refers to a strategy in which a firm aims to increase the demand for its products and
draw (“pull”) consumers to the product. Pull marketing strategies revolve around getting consumers to want a particular
product. A pull marketing strategy can be used by itself or in conjunction with a push marketing strategy. In a pull
marketing strategy, the goal is to make a consumer actively seek a product and get retailers to stock the product in response
to direct consumer demand [3].

In conclusion we can say that choosing the right distribution strategy that match your product and sales goals is
the way to success for your product. It is also important to research your allies and distributors, as understanding them
help saving time and guarantee a steady process of distribution and help increasing profits. It is also important to make
sure there’s a clear communication strategy between your sales team, distributors and warehouses, to put them all on the
same information level about stocks and product launch.
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FACTORS AFFECTING REGIONAL DEVELOPMENT

Regional development is work done to lessen provincial variations by supporting monetary exercises in districts.
It is an act of planning or help for regions that are not as economically developed as the other ones. Developing countries
have generally similar improvement targets, especially in diminishing territorial advancement incongruities. Techniques
to lessen aberrations in territorial improvement is done through the endeavors of battling destitution, tending to the
inconsistent appropriation of pay, decreasing joblessness, fulfilling the guidelines of instruction of the residents, the level
of the arrangement of wellbeing, satisfactory lodging, and furthermore for points of social financial turn of events [1].

There are a few categories of factors that affect regional development, they are economic, geographical,
demographic, and historical. The maturity of any regional economic development can be divided into four stages:
production, investment, innovation, and finally, wealth and affluence. As regional economic development advances, it
becomes less dependent on local factors of production and increasingly reliant on innovation.

Geographical factors are climate, location, population and land use. So the analysis of favorable conditions
provides authorities with information of capabilities of the region that could be improved and developed. Regional
development can be done in locations with fevorable relief, sufficient rainfall, developed industries and agriculture. For
instance, countries like India and China developed agriculture and they use this resource for trade. Meanwhile, the US
developed industries and uses them for trade as well [2].

17

Demaographic factors are the ones that contain individuals who live in a specific area and their functioning abilities
and information. It is full data about their age, pay level, work, area, homeownership, etc. In view of this data the public
authority can put cash into instructive projects, wages, and states of living. Fostering a way of life and such conditions,
impacts the basic development pace of the economy, underlying usefulness development, expectations for everyday
comforts, reserve funds rates, utilization, and speculation; it can impact the since a long time ago run joblessness rate and
harmony loan cost, real estate market patterns, and the interest for monetary resources [3].

Historical factors show in which area the region was good in the past and which domains were developed earlier.
By making an analysis which shows us which kind of region we deal with, it is clear in which direction to move. If
historically the region was agricultural, and the region has all of the opportunities and resources to develop this domain,
money should be invested in this field. So when this domain is developed, this field will bring the region money for future
developments.
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WAYS OF DEVELOPMENT OF MEDIUM AND SMALL BUSINESSES IN UKRAINE DURING THE WAR
That is clear that especially in recent times the crisis of small and medium businesses has become quite relevant for
Ukraine. We can hear and see a lot of different thoughts and news about new challenges which SMBs face. Previously,
SMB owners in Ukraine were dissatisfied with business circumstances, and even the coronavirus has turned a corner,
badly impacting and forcing a large number of entrepreneurs to abandon their firms. For today Ukraine is going through
very terrible times. There is a war going on in the country, the economy is showing far from its best results, and it is
harder than ever for entrepreneurs. But it is worth noting that entrepreneurs are one of the most important people who
support the economy of our country.

“The life of the state “by inertia”, without a solid economic foundation created over the years of independence, is
one of the key problems hindering the development of the country in general, and small and medium-sized businesses in
particular”, says Vasily Khmelnitsky, the founder of UFuture, the holding company, the speaker at the Restart 2020 SMB
Forum [3].

Battles are won by the army, but wars are won by the economy. Our government and all business owners
understand the meaning of this phrase like never before. When the country's economy essentially froze during the war, it
was necessary to find means to keep it running in those areas where it was practicable and, most importantly, safe. The
Ukrainian authorities have discovered such avenues and are appealing to everyone who is not now fighting on the front
lines to secure success on the second front, the economic one. For now, individual entrepreneurs in the first and second
groups were given tax benefits by the state. They are excused from making a single payment to the mandatory state social
insurance system (ESV). The adjustments are still in force now and will be for another year when the conflict is over.
Employees who are presently fighting in the Armed Forces or other formations, such as territorial defense, are free from
paying ERUs for the third group of businesses and single owners. The state agreed to pay a price in exchange for them.



[6]

Representatives of Ukraine's small and medium-sized firms were interviewed by the European Business
Association. It was discovered that 24% had already depleted their reserve reserves. 32 percent have enough cash to last
many months. Only 22% of people have enough money to last a month. However, just 9% estimate the money will last
six months, and only 5% say it would last a year. The survey's results are shown in Table 1.

Table 1
How enterprises in Ukraine work now, 2022
Percentage How the enterprise works
142% do not work at all
231% suspended work, but want to resume
313% work in full
4 14% limited work in specific regions
513% switched to online work
6 3% closed some retail outlets or branches

Source: MC today, Media for Creators. 2022
That is absolutely clear that Ukraine, will have difficult times if the strict war prolongs (as a lot of experts have
predicted the different ways of finishing this conflict). In fact, it is already clear that the consequences of restrictive
measures in any case will affect the majority of Ukrainian enterprises. And small businesses and businesses whose
activities involve the physical presence of customers and providing services and can't do their business online (like
restaurants, shops, cafes etc.) will suffer most. Therefore, right now it is important for the SMBs to be ready for all
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possible scenarios and try to minimize the negative consequences of the war, which mostly depends on the sector of the
company and its money turnover.

The state is not a territory but people who are ready to fight for it. We, as a nation and society, must demand
development, learn to help each other. In its turn, the government needs to learn to listen to its citizens and make some
concessions, especially in such difficult times.
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HOW TO GET A CUSTOMER'S OPINION: SURVEY EXAMPLES

The importance of customer data for business cannot be overestimated. The more you learn them, the more
successfully you will communicate and formulate sales offers more accurately. Collect information about customers and
their behavior from all available sources online and offline. But you can not only track the actions of users, but also
learn the necessary information directly from them. To this end, conduct a marketing survey.

A survey is one of the marketing research methods. A list of questions that are asked to a specific group of people
in order to find out their opinion on a topic of interest to the company is formed. Marketing research uses: - survey "in
the field™;

- telephone interview;

- internet survey [1].

The company can hold internet survey on its website, for example, on a separate page, which leads to a banner
from the main one. In addition, mailing lists are used for this purpose - email, Viber, SMS, push notifications, pop-up.

In what cases, in addition to obtaining personal data of the client, is it worth using this option for collecting



information? Often, online surveys are formed in such a way as to solve several problems at once: collect additional
personal information about customers and find out their opinion on topics of interest to the marketer [1]. When it is
important for a company to know the attitude of customers towards it or the specific goods / services that it offers. For
example, you can find out what associations the brand evokes, what characteristics consumers describe it, whether they
trust the quality.

A market research survey also helps to understand the potential demand of customers for a service or product that
has not yet been introduced. People are asked whether it is important for them to get the opportunity to use such a novelty,
what nuances in the product are important, how much they are willing to pay for it [2].

First-hand information makes it clear how effectively a company is promoting a particular product or service in
the market. For example, consumer marketing surveys are organized to find out if advertising helps in popularizing a
product, or when you need to test several options for advertising materials and choose the best one from them [1].

Thus, people love to be listened to and heard, their opinions are taken into account. According to statistics, 68%
of consumers are willing to spend more money on purchases in a company that understands them and treats everyone as
an individual. Moreover, they are willing to share information if they believe that the data will help improve their customer
experience. This should be used and asked questions directly [3].
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THE ROLE OF MARKETING IN BUSINESS DEVELOMPENT
Engaging with your target audience, attracting new customers, advertising - there are many ways to do this. Until
recently, newspapers and television were considered to be the most effective promotion tools for any product. However,
advertising by these methods has many drawbacks, the main of which can be called high cost and short-lived contact.
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Outdoor advertising is more competitive, but it is aimed at all consumers, not at the target audience, and there is also a
regional bind.

It is no secret that one of today's most relevant platforms for advertising any product or service is the Internet. Only
internet marketing allows you to get the maximum number of consumers. This method is not only effective, but also more
complex. The fact is that in order to get good sales, a company must prove that the product it offers is really good quality
and can safely compete with other products.

There are many advantages to doing business on the internet. For example, you can attract customers not only from
your city but also from all over the country. It is also possible to enter the global market - there are no restrictions on the
internet.

To begin with, to make it easier to navigate, here is a simplified classification of the main internet marketing
tools. They are:

-content marketing,

- email marketing,

- SEO,

- paid advertising,

- marketplaces,

- analytics,

- SMM.

The most important and effective Internet marketing tool is, of course, your own website. On your portal, you can
post maximum information about a product or service and demonstrate all the advantages of the product on offer. In
addition, a web resource allows you to make the sale of goods more comfortable.

To make the website attracted visitors and increase sales, can not do without quality promotion. The greatest
attention should be paid to search engine optimization. That is, you need to fill your website with articles containing
certain keywords (phrases that consumers enter into the search bar to find your product).

Internet advertising is necessary to increase sales. Place text ads in search engines, order banner or contextual
advertising. You can also achieve good results by sending out e-mail messages. In this case, you need an extensive client
base and a correctly formulated advertising offer.

Social media is a powerful tool for promoting a product. Promote your product in groups, blogs and public
groups. Don't forget about notice boards - this is where many visitors learn about your product. This method is
particularly relevant for companies that do not yet have their own website.

One of the most difficult but effective ways to promote a product is viral marketing.

In contrast to advertising in newspapers, magazines, television and radio, the Internet offers the advantage of
targeting. In other words, the advertiser can independently choose to whom the advertising message or banner will be
shown. Depending on the type of promotion, you can choose the age, gender, interests and place of residence of potential
customers. Moreover, it is possible to regulate the time of display of the advertisement, so that for a minimum time to
achieve the maximum result.



In any case, advertising will only be effective if it is created and placed by real professionals, so that in the near

future to make your company popular and goods - demanded.
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MARKETING IN THE 20th AND 21st CENTURY
The relevance of the chosen topic is undeniable since while the Industrial Revolution [2] was characterized by
mass production and mass consumption, crowded stores, ubiquitous advertising, and rampant discounts, the Information
Age offers a more accurate level of production, more targeted communication, and a more balanced pricing policy. The
purpose of this work is to analyze the common and distinctive features of marketing in the 20th and 21st centuries.
Marketing now and in the last century has many similar parameters, basic concepts, some of which have changed
following changing external conditions. Then and now a marketing specialist seeks to study the behavior of competitors
in the market to develop his effective marketing strategy. The success or failure of any strategy is determined by the
availability of the necessary information. In the 20th century, marketing began to play a key role in business planning and
is increasingly linked to the interests of consumers. Modern marketing is much more important to create a space for
fruitful communication between brands and consumers [1]. In the last century, companies have focused on stable, trusting,
and long-term relationships with consumers, strengthening business ties, partnerships, and fair competition.
The marketing motto of the 20th century is "find a need and fill it"; in the 21st century: "invent a product that
positions it as a brand, explain to consumers how to use it, and maybe they will like it."”
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In the 21st century, the consumer himself has changed significantly. Supply exceeds demand: consumers have
become more demanding.

* Globalization: "convergence" of needs and requests of consumers and “global” style of consumption. *
Demographic changes: the proportion of "multi-family" people is decreasing, the share of working women is growing
and the number of older people with an active lifestyle is growing.

The consumer has changed.

* New technologies: the growth of the generation of “web consumers”, informed consumer. The digital
revolution has presented consumers and businesses with a range of new opportunities. Consider the potential of today's
consumers. With a single click of a computer mouse, consumers and corporate buyers can compare competitor prices and
product features, get answers to their queries, make purchases, and even bid if they wish to bargain.

Increasing the variety of goods and services. People can order anything their heart desires over the Internet:
furniture, washing machines, management advice, and even medical advice. In addition, the goods can be ordered from
almost anywhere in the world.

A huge amount of information: from everywhere about everything. Online, people can read any newspaper in any
language of any country, have access to encyclopedias, dictionaries, medical information, film ratings, test results for
consumer products, and other sources of information.

Modern marketing is very different from marketing that was 10-20 years ago. This difference lies in the emergence
of a closely related range of old and new techniques used in building a marketing strategy. Modern marketing is inbound
marketing, which, although it is focused primarily on “unobtrusive” attraction of attention to the brand, followed by the
conversion of site visitors into real buyers, still relies on traditional, outbound marketing [3].

On closer inspection, it becomes clear that modern marketing is predominantly focused on the Internet and social
networks than on traditional, outbound marketing. In other words, if advertising is regarded as an informational occasion,
then modern inbound marketing aims not only to sell a specific product but also to sell a certain lifestyle. For example,
when evaluating today's youth values, a marketer will first of all pay attention to desires: to dress stylishly, to have wireless
Internet everywhere, to engage in an interesting hobby or job. Thus, the marketer will define today's young man by his
desire to be independent and fashionable.

Thus, in modern marketing advertising is secondary and inferior to the promotion strategy for all but large brands,
which are primarily engaged in the sale of consumer, retail goods. Against this background, Internet marketing and social
media have become an integral part of the modern marketing mix.
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GEOFENCING MARKETING AND ITS BENEFITS FOR BUSINESS

Geofencing is used in many areas of modern life, from marketing to protecting the airspace around strategic
infrastructure. Location- based marketing is taking personalized marketing to the next level. Whether it's delivering a
personalized message to people near your retail store or offering a discount to people who have just visited your
competitors, location-based marketing has huge potential to generate leads for a targeted campaign, making it all the more
relevant.

Imagine the situation: you are walking past a store and at that moment you receive a notification on your phone
that sales or discounts are active in this store right now. According to statistics, 53% of users after such a message will go
to the store and make a purchase [1]. This type of marketing is relevant for 2022, it is behind it that success is predicted.

Recall that the geofence is a technology that allows you to interact with users in specified areas [2]. Its purpose is
to track and lure customers located in a certain territory. Messages can be sent in the form of sms, push notifications or
otherwise. Since almost every inhabitant of our planet owns a gadget, sometimes more than one, and the time spent in the
"mobile" dimension can be characterized by the concept of "almost constantly”, geofencing works very effectively.
Technically, it is not difficult to track the location of a potential buyer through the device ID. Thanks to Geofencing
Marketing, it is very convenient to analyze the consumer behavior of customers: track the time spent in the store or exactly
how customers move around the store - to which stands, shelves. Location targeting allows you to collect data about those
buyers who are set to buy in real time.

The main functions of geofesing:

(i) Advertising - promotion of goods and services among users located near the store / service. Often advertisers
send mobile push notifications,

(ii) Data collection - the number and time of visits to a given point by users,

(iii) Reminder - the user himself can set up geofencing so that when he gets to a certain location, he receives a
notification [2].
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Nowadays, geofencing is more relevant than ever. Once a company implements location- based marketing, you
will have access to a lot of data that can be used to gain insight into which stores perform better, which target segment is
more accessible, which locations are larger. suitable for business expansion[3]. Location-based marketing is highly
personal and targeted, which greatly increases its effectiveness. By providing people with specific offers based on their
location, you improve the impact your communication has on shoppers.

A simple example of how the geofence works: you walk through a shopping center and get a discount on your
phone for a cake in a coffee shop on the second floor of the center. With a high probability, you will be interested in the
offer and go to the coffee shop for your cake and at the same time check what else is interesting there. You were in the
right place at the right time and received a very handy message: you are just a couple of steps from the cafe.

Thus, geofencing is a great technology at the disposal of marketers. This allows them to increase the level of
personalization they provide in marketing. Many companies have successfully used geofencing to provide targeted offers
to their potential buyers. To effectively communicate with customers, you need to understand where and when they are
most ready to make a purchase. It is mobile advertising that provides maximum opportunities for this. Geofencing
Marketing is convenient in that it significantly increases traffic, businesses can literally “lure” customers to themselves
with great offers. In modern realities, people have long been inseparable from their phones, and therefore they instantly
see an incoming SMS or notification on a social network or application.
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CAN A BUSINESS BE SUCCESSFUL WITHOUT SOCIAL MEDIA MARKETING? The

strategy of organizations that use social networking platforms to fulfill their marketing goals is known as social media
marketing, or SMM. To grow your brand, enhance brand awareness, engage your audience, start dialogues, increase
sales, and drive visitors to your website, SMM entails creating and sharing content on your business's social networks
[1]. Although social media can be a useful tool, using these websites and applications for commercial purposes differs
from using them for personal profiles. There is a learning curve here, and more research and planning is required than
most individuals anticipate. Is it possible to start and manage a business without the use of social media? You can, in
fact, do it. There are a number of offline marketing strategies that are still effective.

You can use posters and flyers to bring customers to your business if you undertake some research and display
them in the ideal locations. Place large posters in your windows or on the outside of your building to inform visitors of
your location and services. When you talk to people about your company, your enthusiasm will come across. When you
have the chance to speak with someone who seems to be interested in what you have to offer, take advantage of it. One
of the most efficient methods for attracting new consumers is word of mouth. When a consumer refers a friend or family
member to you, the new customer already has faith in you because a friend or family member has recommended you.



The understanding of your target market is aided by social media marketing. Part of what makes social media sites
like Twitter and Instagram such effective marketing tools is the direct touch you have with your target audience. Reading
their tweets and status updates can provide insight into their daily lives and spending habits. When you understand your
clients, you can write better content and more appealing pieces, which leads to increased traffic. If you are active on social
media, your audience will establish relationships with you. Twitter, Facebook, and Instagram are seen as social media
platforms rather than marketing tools by consumers. If you begin to think of social media as a tool for communicating
with customers, it has the potential to change how they feel about your brand. You assist consumers by responding to their
inquiries, entertaining and informing them with appropriate content, and even developing ties with them based on common
interests. Brand loyalty is built through a strong social media presence. Customers are more loyal to brands with active
social media platforms. Because when you interact with the public on social media, you're establishing a relationship and
establishing rapport. This shows clients that you regard them as people, not merely as a source of cash. Customers will
begin to regard you as a company with principles, a personality, and a mission that cares about them. More sales can be
obtained through social media marketing. 70% of business-to-consumer marketers have acquired customers through
Facebook. 84 percent of CEOs and VPs think social media influences their purchasing decisions [2]. Customers are more
likely to buy from you when they need the things you sell if you stay in front of them, but social media marketing does a
lot more than that. From expanding the reach of blogs to answering customer inquiries and addressing pain issues, you
can impact consumer purchasing decisions at various points throughout the sales funnel.

Increased traffic, higher SEO, improved brand loyalty, and other benefits are all possible with the correct social
media marketing approach. There are almost no excuses for not using social media into your marketing approach. Don't
allow your competition steal your potential clients because they're already on social media. Interacting with followers,
journalists, and leaders on a regular basis can help you raise your profile, improve your public image, and generate the
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sales your company deserves. By being able to watch competitors' pages within the insights page, social media can also
be a wonderful tool to quickly analyze competitors.

Thus, we can readily determine our competitors' strategy by looking at the types of material they produce, as well
as the effectiveness of their strategy by looking at their engagements and page likes. Not only is social media beneficial
to one's own business, but it may also be used to assess and outperform the competitors.
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THE PSYCHOLOGY OF COLORS IN MARKETING

Modern advertising is an art in which you need to know something more than the target audience of the product.
Now the shape, presentation and color are important for advertising to be high quality and effective. The main purpose of
advertising a product or service - to arouse interest in it, so that the buyer made a purchase of this product. You can use
many tips, such as bright colors in packaging and advertising, work for the association, but still each color is good for
you. Color in advertising performs several functions: Attracts the interest of potential consumers: -

Contributes to understanding the essence of the product and services. Increases advertising memory.

- Emphasizes individual elements of advertising.

- Covers specific qualities of the product and services.

- Forms a positive vision of advertising [1].

To increase sales growth, packaging should be colorful to attract potential customers at first glance. A large number
of advertising studies have confirmed that products wrapped in yellow, red, orange and other so-called warm shades sell
much faster than similar products in other color palettes.

Blue creates a feeling of trust and security. Blue is a popular color for banks because it conveys trust and stability,
the values that consumers expect from the people who process their money. Dark shades of blue are used to advertise
books, movies and lighting. Brown is associated with aromatic coffee, milk chocolate or hot tea. White is another color
whose "negative" connotations can be turned into positive ones. As the coldest color, a color that reminds us of snow and
the Arctic Circle, white is a great choice for an ice cream cart, emphasizing the relief they offer on a hot day. Black is
considered a powerful color used to advertise luxury goods. Pink symbolizes romance and femininity. Used to promote
products for a female audience. Green is used to achieve a relaxing effect. It pleases the eye and is associated with
abundance. Green reminds many of the recycling logo, making it ideal for any brand that advertises itself as
environmentally friendly or organic. It is also a great choice for the spa, as it emphasizes the soothing, refreshing feeling
that the client expects from the day at the spa. Purple has a calming effect. This color is most in demand in the industrial
industry, which produces anti-aging products and cosmetics. Yellow is the color of activity. It awakens in a person the
desire to act and carries a charge of optimism. Use this color to draw customers' attention to the windows. Orange is
considered an aggressive tone. He calls for such actions as: sale, registration, purchase. Red is the color of love. Stimulates
the desire to act. Studies have shown that this tone activates the pulsation. For example, food manufacturers use reddish
packaging for candy, ketchup, nectar. Red is also known to increase the metabolism and blood pressure of viewers, making
it ideal for signage in restaurants that want to satisfy the appetite of customers, especially those who have a spicy taste

2.



The associations that our brains make with certain colors are the key to bridging the gap between marketing
materials and their target audience. Colors have a way of connecting audience to demands and the expectations of
industry's brands. Choosing the right colors for your marketing and advertising campaigns is a combination of aesthetics,
testing, and science - the latter of which is far more significant than you may believe. Color is an important aspect of a
company's image. This helps to identify the brand, strengthen its emotional image and set it apart from the competition.
Often, the colors of the brand are enough for brand recognition, even names and silhouettes are not needed. This is the
power of color: it can significantly increase brand awareness by arousing emotions.

Thus, color has an impact on how individuals act and react to what they perceive. According to studies, color
accounts for 60-80% of how a buyer reacts to a brand or its goods. This means that selecting the proper hue will not only
increase the brand's association, but will also have an impact on sales. A brand's colors must be interwoven into all of its
elements, including the product, logo, website, and any other element you produce. The impact of the proper colors is
amplified by strong branding, which contributes to the company's growth.
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HR MARKETING

HR marketing can be defined as the activities an organization undertakes to attract and retain the best talent, such
as marketing job opportunities, marketing training programs for internal employees, etc. HR marketing applies marketing
concepts to HR, thus making it easier to recruit and retain resources for an organization. [1] If the employer brand is
building the image of the company as the best employer in the minds of the target audience (who basically are job
applicants), then HR marketing is a tool for communicating the brand to the target audience. The employer’s brand
answers to a greater extent the question of what the company gives to current and future employees, what is the company's
EVP (Employee value proposition), and HR marketing — how can we all convey this to our audience, with the help of
what tools?

HR marketing is a truly modern trend in the scale of development of the company’s brand, attracting more loyal
employees and gaining some features to distinguish your business from the competitors. Having built a strong employer’s
brand’s image gives you the opportunity to become recognized and, which is even more important, people will be willing
to join the professional team of those, who have achieved a successful HR marketing strategy. HR marketing is an essential
part of modern day recruiting and an important component when it comes to ensuring the sustainability of qualified
employees. In addition to this, | believe that the world is coming to a point, where only those business, which care about
their reputation and employee-free policy, will manage to grow and prosper, while others will struggle searching for any
candidates. There are multiple aspects of your employer branding that should be considered in terms of HR marketing.
For example, it's important to think about how your employer brand is being represented throughout the recruiting process.
Here are some important employer branding components: website, social media, job advertisements, employee reviews,
etc.

Social media takes a great part in employer’s branding today. In terms of HR marketing, it’s important to make
sure that the message being shared is consistent and relatable. It might be something that raises up the interest of those
who either are interested in your company or not. And they should then be convinced to send in an application. [2]

I have chosen to analyze HR Marketing case on an example of Kernel group, the biggest Ukrainian agri-cultural
structures and one of the leading businesses in terms of HR Marketing.

Kernel has a great Marketing strategy which shows that the business has its own inner community and anybody
can become a member of it. One of the main features of Kernel case is that employees don’t need to pass multiple stages
of content-approval by PR and marketing departments and they all are welcome to create any content about the company
they want to. In other words, while it’s common for modern business to have only one or several brand-ambassadors, in
Kernel all the members hold this kind of rank. [3] The main platform for such kind of activity is social networking such
as Facebook, Instagram, TikTok and others. Facebook group “We are Kernel” that counts more than 13 thousand people,
and which is, without a doubt, an outstanding example of community, where any member can contribute as much as they
want to.

Summing up, HR marketing is a great modern trend that aims to create a powerful and positive candidate
experience. This is achieved through the combination of target group-specific content (employer branding content) and a
recruiting marketing strategy. These two components enable companies to build and maintain relationships with their
candidates. With this method, companies can reach active as well as passive candidates and excite them about the
company.
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BRAND AND BRANDING IN MODERN MARKETING

Over the last few years, the concept of which has become widely used appeared in the economy, namely the
"pbrand". In defining what a brand is, researchers diverge. For some it is a name, symbol, design, for others - a popular
brand or trademark. Since the mid-90's of XX century. brand formation has become the law of entrepreneurship, especially
companies seeking to enter new, unexplored markets. Owning a brand is for their strongest argument in the fierce struggle
in world markets. However, with all fair demands of opponents of globalization, the brand can not be removed from the
economic life of modern society. The conditions of the new century only increase the relevance the functions it performs.
There is no fierce competition for influence on world markets and world politics not only individual companies-brands,
but also whole states. Powerful integration processes are underway globalization cycle all without exception. Today,

companies are often considered brand building as a step that can help them in addressing essential marketing tasks [1].
The essence of branding, initially focused on creating and promoting a brand, is adding value to product offerings.
The brand ensures the sustainability of the business through formation of loyal views of consumers. In conditions of fierce

competition of companies and products on the brand is entrusted with the function of an assistant who can help to
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determine purchase of goods. Effective branding contributes to the formation of the company's intangible assets the basis
of its financial well-being. Consumer loyalty based on trust in the brand, even without active measures to support it, can
exist for a very long time. Ago competent implementation of branding technologies will ensure long-term competitive the
advantage of the product in the market. But defining a brand is not easy, because there are differences of opinion marketers
on this concept. Representatives of well-known marketing companies give the following definitions: "Brand -

is fixed in the minds of consumers of the product"; “A brand is a positive aura that surrounds a brand; it is something
intangible that is not easy deliberately consumed, but also paid by the consumer "; “The brand is, first of all,
formedconsumer opinion about the product, strong associations related to product quality and taste value "; "Brand - is
part of the consumer's consciousness, embedded in the product” [2].

At the moment, there is a trend around the world to create more than one brand, and several brands, which in turn
are constantly updated. Increasing the number brands, helps to adapt the product to the specific needs of the consumer,
makes it difficult to access competitors' market, and also improves cooperation with distributors of goods. Considering
traditional marketing, focused on external communications, the brand affects the consumer and of his choice. Since today
the choice of homogeneous goods and services is huge, and they have similar characteristics, it is difficult to create a
product with unique properties. Statistics show that the majority of purchases made by consumers fall into the category
ordinary, i.e. everyday. Such purchases are made "out of habit", without paying attention delicate choice, such consumer
behavior is due to a commitment to a particular trade brand, which has developed over time due to the trust and loyalty of
the buyer [3]. When purchasing more expensive and risky purchases, the consumer will focus on a brand known to him.
In addition to trust, it is joined by design, image, service.

Thus, when all other things being equal, the consumer will prefer a product with a name known to him, as he is causes
him more confidence. The development of branding is closely linked to marketing activities. So all the work marketers
should be focused on creating and promoting products (goods or services) needed by consumers. References
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DIRECT-MARKETING AS A MODERN FORM MARKETING COMMUNICATIONS Any

successful company must cope with three main tasks: creation and maintenance of long-term partnerships relationships
with regular customers; attraction and training of first-class specialists; effective and rapid assimilation and
dissemination of experience. The solution of these problems, as a rule, is the key and the main source of competitiveness
in almost all sectors of the economy. Companies, who use direct marketing in their practice, have the opportunity
contact customers directly, which is certainly significant advantage and an effective promotional tool. Today at
implementation of a marketing strategy, it is very important to use modern technologies and mass media. These
channels are the most promising direction in the field of communication with customers. Direct-marketing uses exactly
these means of direct messaging [1].

Direct-marketing is such a form marketing communications, in which businesses and non-profits organizations
address customers directly without using information intermediaries. Direct-marketing is carried out with the aim build
relationships with consumers and involve feedback from them. Direct marketing is carried out using technical means of
communication and communications: e-mail, fax, mobile phones (calls and SMS), flyers, catalogs, etc. The distinguishing
feature is that that direct marketing is aimed at a specific person, not a group of people [2].

Why is direct-marketing important? It allows you to process large volumes of marketing information, which allows
the manager to determine the level achieved by his company, as well as plan to increase the volume information, expand
communication channels and conduct testing. Results testing can have a huge impact on the entire implementation process
To the market. Direct marketing constantly improves efficiency traditional media. Consumers under this increased
competition are overloaded with information and do not have enough time for its processing and perception. Direct
marketing solves this problem, because he sends a message to people who are constantly busy, but who want to receive
these promotional emails and immediately accept decide for yourself how useful this message is for them. Straight
marketing is a multi-channel marketing communications and their treatment. Success depends more on understanding the



behavior of target groups, which can be obtained from response messages or monitoring data and analysis.

Direct-marketing is currently facing some types of problems: unprofessionalism, lack of planning, preliminary
research and difficulty obtaining and maintaining databases. Bases data with addresses contain not always correct and
complete information. Also difficult situation with mailing lists, which most people take for spam. The reason for this is
the low quality of performance, lack of copyright and many other errors.

In the face of intense competition in an oversaturated market, when the struggle goes for each client and the
products are modified to a very narrow marketing niche, direct advertising is losing its relevance, and actively direct
marketing technologies are used. Large companies redistribute advertising budgets in the direction of strengthening direct
marketing activities. It is this technology that helps personal offer to the client, evaluate his reaction to this message, make
some adjustments and, most importantly, keep the client for further interactions.
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Thus, direct-marketing provides ample opportunities for marketing and creative experiments, since the flexibility
of each of its tools allows you to unlimitedly vary and change methods and forms appeals to clients at different stages of
the campaign.
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INSTAGRAM AS A MEANS OF BUSINESS PROMOTION

To date, the number of active users of the social network Instagram is over 130 million. Ability to use and
maneuvering the means of this social network can lead to marketing success. Doing business on Instagram has become
so relevant that the developers of this application had to create for users such an opportunity as maintaining a business
account [1].

According to the Pew Research Center, 17% of total users social networks over the age of 18 check their Instagram
account daily. Nucleus the audience of this social network is represented by young people aged 18 up to 29 years old.
Gender-wise, Instagram is dominated by women. Instagram users are very active users of this network, 57% of owners
check their account at least once a day, and 35% do it several times a day [2]. You can see that the developers took into
account the moment of linking the account Instagram with other social networks such as Facebook, which gives the ability
to set up automatic integration of photos, thereby increasing the number of likes and reposts.

Good demand promotion in social networks, and especially in the network Instagram is a hashtag. Including the
brand name in the hashtag and using it combining with others that are relevant among the target audience your business,
you can also achieve a sharp increase in likes and shares, i.e. promote your account. Also being able to monitor the usage
of your hashtag brand, you have the opportunity to receive feedback. She can also use as one of the ways to promote. The
goal of every Instagram user is to score a certain number of likes and reposts, in this situation, you can use mutual PR. By
mentioning the user you received feedback from in your account, you push him to repeat this action again and again.

Subscribers are potential customers who need stimulate and give them attention. An example of showing attention
to subscribers can be take Starbucks, which dedicates a post every few months to one of the followers by posting his art
depicting their product. Or, using the "closer to the people™ method, post funny photos or "behind the scenes” videos,
open the curtain for consumers production.

Use Crowdsourcing: Ask Users to Publish photos, what role your brand plays in their lives. This will help you
understand target audience, as well as useful for further research aimed at business development. But in order to attract
the maximum number of users will have to run a photo contest [3].

The Instagram photo contest is an opportunity to get a huge number of user-generated content and new ideas, or
simply draw all the attention to your company. It is only necessary to set the theme of the competition and give opportunity
for clients to express their creativity. It is possible to use geotagging - linking photos to a map. Add your location to the
post, target in such images local users.

Thus, interacting with the audience through Instagram, you will be able to attract customers if you sell clothes, hand-
made goods, decor items, services, related to beauty and body care and much more. This platform allows you to
optimize your profile, publish photos of products, mark them hashtags, hold contests and offer discounts to customers.
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SOCIAL MARKETING AS THE KEY FACTORS OF MODERNIZATION SOCIETY In the 1970s, the idea of
using marketing to help people to acquire good habits that will serve them long and will be beneficial to society as a



whole. A new application of marketing has received the name of social marketing. Social marketing has become an
important way to provide essential health goods and services to specific target groups, and also stimulate the
consumption of these goods, services and promote healthy lifestyle. Social marketing is not necessarily applied to sell,
but, means to increase financial profit. That is why quite often it is opposed to commercial marketing. However,
consumers give their preference for organizations that demonstrate a genuine concern for satisfaction of their desires
and their well-being, as well as the well-being of society generally. Under these conditions, the main task of the
organization is to adapt to target markets, ensuring not only satisfaction of desires, but also individual
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and collective well-being to attract and retain buyers. Analyzing the features of social marketing, there are such specific
features like globalism, strategic exploration market, the active use of public relations [1].

There is a 4P concept in marketing: product, price, place, promotion. But lately this concept may be renamed "NP"
since it includes such concepts as politics, people, public opinion, private life and so on. This indicates that more and more
attention is being paid to systems of social connections.

Based only on the fact that the social object has undergone modification, it is impossible to conclude that the
technologies of social marketing were the factors catalyzing these changes. F. Kotler distinguishes 4 types of social
changes: cognitive changes;changing specific actions; behavior change; value changes. And only if all 4 types of social
changes have occurred, the application of social marketing can be considered successful [2].

There is no strategy that suits the whole society and increases welfare of each of its members. The reasons for this
are conflicts. Interests of various target audiences and the conflict of interests of one of target groups to the interests of
social development. These conflicts give rise in social marketing, the manifestation of a trend towards individualization
marketing technologies, for example, when promoting social ideas, ideas public arrangement [3].

There are 5 stages in the development of social marketing:

1. Immoral behavior. The main goal is profit maximization.

2. Law-abiding behavior. The company takes over legal obligations.

3. Responsive behavior. The principles of ethics appear, but so far only in own interests.

4. Initial ethical behavior. Demonstration in progress understanding that ethical consumption sometimes leads to
lower profits.

5. Developed ethical consumption. The company is demonstrating adherence to the declared values, these values
serve as a guide to action at all levels of the management system [4].

The effectiveness of law-abiding behavior of companies (stage 2 and subsequent) depends entirely on the quality
and social orientation laws and regulations of a particular country on the protection of the rights consumers and the
environment, advertising, product certification and mechanism for their implementation. If these and supplementary
legislative and the normative acts of the country will turn out to be immoral, without focus on the interests of society as
a whole, then stage 2 "law-abiding behavior” would be more logical to call “law-abiding immoral behavior .

In our opinion, the main problem of using social marketing in Ukraine is today is that not all companies understand
the importance social marketing. And a lot of people just misuse it. For correct and targeted application, social marketing
must be used by companies coupled with government support. Social marketing should be applied gradually and
deliberately. Requires a long development of a strategy based on serious analyzes of the target audience, competitive
environment, social environment and the degree of effectiveness of the political authorities.

Thus, in modern society, social regulation, management social change is based on the use of marketing tools. But
social marketing is too young phenomenon, so that its effectiveness can be compared with the effectiveness of other
strategic approaches to achieving public change, while social change is hard to achieve. However, in currently it is one of
the key factors of modernization society.
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FORMS OF INTERACTION IN BUSINESS COMMUNICATION

Business communication plays an important role in the life of everyone. Knowledge of the principles of business
communication helps in professional activities and contributes to the establishment and maintenance of constructive
business relationships and effective decision-making that relate to issues of a business nature.

Each form of business communication has its own goals. For instance, they can be conversations of informational
or disciplinary nature, aimed at resolving conflicts or problems related to the control of tasks or improving the
psychological climate. But the main goal is always the same - the exchange of information [1].

If we summarize the available approaches to the definition of forms of interaction in business communication, it
is possible to distinguish five key forms.

1. Conversation. Business conversation helps to define the positions of participants in the communication process



and to obtain new information about the partner. It is also necessary to remember that when having a conversation it is
more important to maintain friendly relations than to embody only your goals, no matter what.

2. Business meeting. This form of business interaction allows the manager to inform employees about plans or
strategies. Since the issues that can be discussed at the meetings are of production, organizational and control nature, not
only may you need organizational skills, but it is also necessary to have communication ones.
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3. Negotiations. They allow, avoiding manifestations of conflict, to find a mutually beneficial solution for both
parties. This is the fact that each side has its own goals, intentions, and interests that may partially converge and partially
differ. Convergence of interests helps make negotiations possible.

4. Gathering. In gatherings, people are united by common interests. For example, there may be public gatherings
or party gatherings. A prerequisite for successful meetings may include the speaker’s ability to focus more on the audience
and their concerns.

5. Public speaking. As an example of this form of interaction, we can point out the following situations: when a
lawyer prepares a speech to defend their client or when a participant in a rally inclines other participants to their
position. All the mentioned forms of communication should be aimed at developing the interest of the participants in the
discussion of the problem, increasing the activity of a person, and improving a person’s creative and communicative
potential [2].

Regardless of what form of business interaction we are talking about, it is necessary to strictly adhere to the
norms and principles of business communication: always try to find a compromise, control the clarity of your speech,
and be able to ask clear and at the same time restrained questions, try to use short, meaningful phrases in your language,
etc. This will help to build effective business relationships [3].

Thus, it must be emphasized that knowledge of the features of various forms of interaction in the business world
is the key to effective business communication.
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PUBLIC SERVICE ADVERTISING AS COMMUNICATION TOOL FOR READING PROMOTION
Public service advertising plays an important role in society. It is an investment in persuading people to give up
dangerous or unhealthy behaviors, to obey the law or to think differently about social issues. Public service
advertisements, also known as public service announcements or PSAs. Public service advertising produced by nonprofit
organizations, various associations or foundations and national governments. It is designed to persuade consumers to
engage in behaviors that actively promote healthy behaviors or good citizenship [1]. Public service advertising is also a
great communication tool that helps to solve different social issues like wildfires, health care, empowering girls in
STEM, child car safety, autism awareness [3] media literacy ext. Public service announcements are serving the public
goods of community and state and reading books among children is not exception. It means that messages of public
service advertising of reading promotion convince people to follow the correct way of behavior, for example to read
books, to read more books, to read books of modern authors, to read books with kids. Such public service
announcement aims at promoting literacy and engage people from all age groups with reading books.

Reading books brings a lot of benefits to the readers of all age: children, youth and adults. It is proved by amount
of research that indicates reading literally changes readers' minds. First of all, reading books is mental stimulation of the
reader's brain. Reading can make readers smarter, improve reading and writing skills, improve memory, develop
imagination, make stronger analytical thinking skills, increase ability of focus and concentration. Also reading help
readers to feel empathy and reduce stress.

In the case of reading promotion, reading books activities and literacy campaign at all many examples of public
service advertising can be found [2], for example, UNESCO (Peading promotion programme), International Board on
Books for Young People, EURead, Madrid Book Publisher Association (Reading stimulates your imagination),
Association Of Librarians Of The Czech Republic (Read It Before Hollywood Does), Reading is fundamental (Book
People Unite).

Due to slogans of public service announcements of reading books people can understand that “there is nothing
like a good story”(Second Chance Book), “the right book will always keep you company” (Steimatzky). With reading
books it is easy to “become someone else” (Mint Vinetu) as “words create worlds” (Anagram) and “your book changes
so do you” (Libreria Pocho).

Such bright public service advertising can help to cope with tendency of low interest in reading books among
children and teens that spread all over the world.

So, public service advertising is powerful communication tool to promote reading among people of different ages
in different countries that provide excellent opportunities for promoting a reading culture.
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COMPETITION AND COEXISTENCE OF ADVERTISING ON SOCIAL MEDIA

The Internet and webs are drawing our attention more and more. Modern marketing without the internet and
digital could not exist anymore and. Cost of customer's attention is growing.

That explains why the cost of the most-watched sporting event in the whole world, Super Bowl is huge. A 30-
second commercial announcement for Super Bowl 54 in 2020 cost about $5.6 million [2].

Necessity of knowledge of social media advertising and its tools in modern marketing, digital promotion and
business is a key to successful surviving on the modern markets. Even the New York Times entered the web a long time
ago, but the concept of the product is the real touchable newspaper.

About the advertisements. In one page or at the screen of your device could be several ads that may influence
each other. At YouTube, Facebook, LinkedIn, Instagram, Twitter, websites e.t.c.

For instance, users see at the same time diaper advertising, travel advertising and shop sales. It's okay fora company
to just remind target group about products or services. But I see a problem here. Users lose his or her attention when in
line of sight such huge amounts of announcements appear. The first you saw was a baby diaper and now it's in your head
and when next to this ad you see the ads of tour to Egypt you may assimilate it not in the way the advertiser wanted.

Now customer think that your baby needs changing the diaper and on the tour to Egypt, there will be many
problems with the kid. This first thought may frighten off the customer. Of course, it could be not exactly such a thought
but the idea | want to deliver is in the mixing of ads in the head and possible misperception. The aim of the company or
advertiser is to sell the product and if they want to achieve more conversion then there should be a task with positioning
of plenty of ads. I called it that.

Social media as Facebook, for example, gives the opportunity to choose, either put some ads nearby with yours,
or do not put. Advertisers of marketing campaigns may choose this tool if they promote a product through Meta (renamed
Facebook Inc, October, 2021) social media. But it will cost more of the advertising budget.

I think that not only in Facebook, but in other social media will be such opportunities also.

Of course, the designer of the marketing campaign may create such a colorful and contrasting banner that all the
others will be eclipsed. But it also costs a lot and there should be an idea and good realization. That may not occur
sometimes because of the human factor.

Summing up, implementing the "one advertising on the page" will help businesses promote more and have a
bigger success with advertising campaigns.
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HOW TO GET JOB IN ADVERTISING?

The main role of adman is to sell. David Ogilvy in his book said that he hated when his employees referred to
themselves as “creative.” If you want customers to buy your product, you must explain it as briefly and simply as possible.
Customers don’t have much time to stop and read, so don’t surprise your target group with creativity. Advertising is rather
specific field.. Main tips how to get a great job in advertising will be described in this abstract.

The truth in advertising is that the field is so competitive, and open positions so few, that getting a gig in the modern ad
business is as difficult as landing a major account. Even internships are hard to get for students or graduated. David
Ogilvy propose student to knock to each advertising department of private company, big enterprise, shops

and even media companies as TV or newspaper [1]. Before this actions follow some of this

tips: 1. Portfolios are the number one must have for ad peeps.

2. Target Your Favorite Agencies. At the start of your quest, Farquhar recommends picking the top five agencies
you’d like to work for. So find out the one person at each of those agencies, usually the creative director, who can hire
you or use every contact possible to get in front of that person.

3. Talk About Results. Remember that advertising is still a business where creative work is designed to meet
professional, not artistic, goals. Your self-pitch should reflect that.

4. Digital. One of the biggest must-knows is that the Internet and social networks have changed the rules of the
advertising game, so be aware of the new landscape and how to navigate it. Statement “I’m not sure I know how to use
social media” not for modern marketing communications.
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5. Meet People in the Field as it's all about who you know.

6. Know Your Stuff. Anyone interested in joining the advertising business needs to know about the business of
advertising.

8. Be Persistent. Pre-requisites for any advertising job hunter: thick skin and strong determination. 9. Build your
skills [2]. Get certification, for example Google Analytics Certificate or Fundamentals of digital marketing. Learn
Facebook Blueprint and it helps you learn the digital skills you need to move your business forward. 10. Fit the bill.
Remember that you yourself are a brand, too. Knowing your own brand can make you relatable on an intimate level that
feels inviting and kindred. You present yourself as someone worth investing in to those specific people who share that
brand identity. The more you can think about your own brand as a communication device, the easier it will be to
consider a company’s brand in the same way, and the more likely that company will hire you for an ad campaign or
other creative work later.

If you’ve already graduated, you can still develop a career network as a professional. Start attending expos and
other industry events where you can hand out your business card. Get on social media and create profiles and portfolios
to reach potential employers. Rather than waiting for jobs to come to you, reach out and find the jobs yourself.

However, working in advertising can be difficult, but with drive and persistence, you can land a position. Consider
these tips to get a job in an advertising agency and you will have a much better chance of receiving job-offer.
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DEVELOPMENT OF A MARKETING MIX FOR A MIHOYO COMPANY

miHoYo is a Chinese video game development and animation studio based in Shanghai, China. Founded in 2012
by three students from Shanghai Jiao Tong University, miHoYo currently employs 2,400 people. This company is the
creator of Genshin Impact, an open-world action role-playing game released in 2020, and one of the highest grossing
mobile games. miHoYo has also developed the games Houkai Gakuen 2 and Honkai Impact 3rd. miHoYo additionally
operates under two other companies - Shanghai miHoYo Phantom Iron Technology Company Limited, which manages
their websites, advertising, publication, licensing, telecommunications, etc. and Shanghai miHoYo Schizo Technology
Company Limited . Both of these company names are references to their own game, Honkai Impact 3rd.

The controlling shareholder, actual controller, Chairman and President of miHoYo is Cai Haoyu, the Director and
CEOQ is Liu Wei, and the vice president is Luo Yuhao.

The company was founded in 2012 by three students from Shanghai Jiao-tong University, who decided to
develop games based on their love of anime. A year earlier, the students had developed FlyMe2TheMoon. The three
founders of miHoYo, Cai Haoyu, Liu Wei and Luo Yuhao are classmates. In February 2012, the three students along
with another classmate, Jin Zhicheng, jointly funded the creation of miHoYo. Only one month after the creation of the
company, Jin Zhicheng left the latter, having received an offer to join the Chinese subsidiary of the American Cisco.
After several years of development, in the first half of 2017, miHoYo achieved a net profit of 440 million yuanl.

Today, the majority shareholder and effective controller of miHoYo is Cai Haoyu, who directly and indirectly
controls 41.72% of the shares of the company. The other two founders, Liu Wei and Luo Yuhao, are the second and third
shareholders respectively and also directly or indirectly control 44.78% of the shares.

In early 2018, CK Hutchison Holdings purchased a 3.3% stake in miHoYo, then increased its stake to 5.28% in
early 20195.

Their first notable title was Guns Girl Z (later renamed Honkai Academy 2), released in 20146. Since then, they
have had some success releasing anime-style games, which are mostly popular with mobile gamers. The majority of their
first titles were very popular in Asia, but will not achieve huge success in the rest of the world until the release of Honkai
Impact 3rd7.

Their most popular game is Genshin Impact, released in September 20208. The most recent is Tears of Themis,
released worldwide in July 20219 but has been available in China since 2020.

miHoYo was officially promoted to a party committee on September 24, 2021.

Genshin Impact’s global success has awakened more gaming companies to the infinite commercial value of ACGN
mobile games. Meanwhile, the superb performance is down to its effective marketing and advertising strategies.
Developing and launching a game is only the beginning. It should stand out from the crowd and persuade the users to
download.

Popular streamers have refused to take part in the upcoming Genshin Impact event on Twitch. It happened after
miHoYo put forward a list of requirements that a lot of content

Genshin Impact’s community has been making a lot of content and art ever since the game’s launch. And now they
have full rights to sell fan-made merchandise, thanks to miHoYo’s newly issued guidelines. There are a few restrictions,
but the rules are still quite friendly.
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THE SPECIFICS OF ADULT CONSUMER BEHAVIOR REGARDING ORGANIC AND ECO-PRODUCTS
In the precipitously developing world in which we live nowadays, quality standards of production are growing rapidly.
Every present-day enterprise tries to stake out each technology modification to heighten their production promptness.
The crucial point is value. Value is the most important criterion for recent generations to rely on while buying. For many
years now, each producer has manufactured well-developed goods for clients to use. It is not enough to be suited to a
few standards because it is not a competitive position. So, because of the market saturation and a lot of the same-quality
substitutes that appeared, customers started looking for way more benefits even in regular purchases. Naturally, each
consumer has his/her own position, which induces different motives and values. Of course, on that heavy basis, strong
purchasing behavior is built. It differs even more, and often it is influenced by age, position in society, and consumer
trends. Consumer trends are the so-called contiguous buying behavior in different markets that follows the current
agenda in society. Most often, new generations, millennials, and zoomers are exposed to trends and they broadcast them
through buying behavior [1].

The most persistent trend in recent times is the trend towards environmental sustainability on Earth. Environmental
degradation problems attract discussions around the world concerning many areas of life, consumption, and disposition
of goods. That is why organic and eco-products (eco-friendly) are highly valued nowadays. Society feels that their
purchasing behavior is in charge of the next generation’s prosperity. And producers may even get hurt if they ignore the
whole eco-friendly movement. This trend even got a name — it is “Green Purchase Behavior”. So-called “Green Purchase
Behavior” has a significant dependence on such humanly important factors as concern for the environment, self-esteem,
and social influence as well. Accordingly, the business sector, companies and enterprises, make passes at customers
through eco-campaigns and green advertising, broadcasting their position on the trend of our time. Thus, mutual support
occurs, companies broadcast the values of society, society consumes conscious marketing, sustainability is developing.
As a result, relationship between the enterprise and society supports the trend of green purchase behavior and the
conservation of the planet’s resources. Herewith, people and businesses become greener and environment-conscious in
their everyday activity [3].

It is equally important for companies to understand the attitude of a potential client towards organic products and
green advertising. Consumer confidence is about ensuring validity and reliability. Consumer attitudes towards organic
products are influenced by factors such as consciousness, price, inaccessibility, negative attitudes, and standardization.
Based on these factors, a study by Baydas, A., Yalman, F., & Bayat, M. concluded that the most commonly used source
of information, after all, is advice of friends, despite the global spread of advertising eco-companies. Also, the results of
the study showed the importance of matching expectations with reality. Seeing ads and buying is too easy, consumers are
taking a more conscious path and find it necessary to check the certification of the eco- or organic product they are buying.
Quality certificates and evidence of the usefulness and sustainability of the product: this is what responsible and conscious
people who support the trend of green consumer behavior pay attention to. With the growing awareness of healthy
lifestyles in recent years, people are placing great importance on organic products [2].

Every day, many of us see ad campaigns, hear advice from friends, and stumble upon the evidence on the shelves
that green and healthy food consumption is gaining momentum and making a difference. Society is growing morally and
developing a trend towards sustainable consumption, giving preference to green consumer behavior, does not support the
anti-trends popular in the past. People consider a lot of factors as a basis for making buying decisions, even routine ones.
Such factors are: concern for the environment, self-esteem, social influence, consciousness, price, inaccessibility, negative
attitudes, standardization, and certification. Thus, a company that wants to have a solid market share and succeed in its
activities must take into account the peculiarities of modern people’s behavior regarding eco- and organic products.
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GENDER AND AGE: HOW DO THEY AFFECT PURCHASES?

Nowadays it is very crucial for marketers and business owners to fulfill the needs of consumers and constantly
monitor its behavior, that way they can discover new opportunities and risks to businesses with possible idea of
disappointment or rejection from their buyers.

Studies and analysis of consumer behavior is generally understood as “the study of the processes when individuals
or groups choose, buy, use or offer products, services, ideas and experiences to satisfy needs and desires”. [2]. Numerous
aspects may affect consumer behavior, such as personal, social, cultural factors. For my thesis, | chose an analysis of the
impact of age and gender on purchases.

Age is one of the fundamental factors when it comes to influencing on people’s behaviour. Every age has its own
state of mind, its knowledge, and its characteristics, and so does it have a different list of needs. Rani (2014) states that
age is an important component for marketing strategy since age makes a significant difference among customer choices
and their consumption habits. [3].

Several authors began to study consumer buying behaviour in the 1950s-1960s. Initial postulates declare that
customer buying behaviour characterizes by a function of demand, beliefs, and desires that are linked to individual
behaviour and characterize the predominant determinant of personal actions and intentions. [1].

For instance, when people are young, they spend more money on movies, fashion, travelling. As they mature,
their expenses on these things lower. Elder people mainly stay indoors, nevertheless, their health-related costs increase.
By this example i tried to show that age comes to be one of the vital factors that influence consumer behavior and
buying decisions. Maturity does not only influence buying behavior, it is further a significant factor in terms of
marketing strategy and segmentation of comsumers. So age definitely comes in handy for targeting specific products as
in many products are targeted mainly at the group of people from 17 to 24. It can be cheap flights, which older people
would less likely to be attracted to, as they would be sceptical towards the safety and prefer comfort over the price.
Another crutial factor in customer behavior is gender. You may have heard that a man’s buying process is shorter than a
woman’s. Thats because decision making patterns vary between the sexes. Men and women have different needs in
terms of fashion and lifestyle.

Regardless, there are a few areas where consumption habits can be same, for example when it comes to buying
food or choosing a gym you’d go to. Both men and women can be attracted on getting ecological food from the farmers
market, same with choosing a film to watch.

Yet in the market there are products that are marketed towards a specific gender. As in skin care: products
specifically made for women or men. And the outcome of it is that women cause higher demand, which leads to the pink
tax. But thats another topic.

In conclusion, it is important to understand the factors which lead people of different age groups and genders to
make purchases. Marketers can apply knowledge of this factors for marketing to the right group of people, therefore
creating an audience that will consistently buy products from them.
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MANAGING CROSS-CULTURAL COMMUNICATION IN A GLOBAL SPACE
Cross-cultural research is tricky and challenging. The researchers of multicultural communication take full advantage of
methodologies developed during the past decades to do their research sophisticatedly (Shanthi, D., 2014). Cross-culture
is a reality in how the world is globalised in the social sphere, political system, economic landscape, geographical areas,
and international relations. Cross-cultural organisations are omnipresent in the current economic system, and diverse
cultures persistently surround us; therefore, workforce diversity is becoming a common feature of the Cross-cultural
organisations. The size and number of organisations operating across the globe are also increasing rapidly. As a result,
more diversity is in the consumer base, client groups, and partners (Sudhiir & Sudhiir, 2016). An organisation wherein
the people of diverse cultures work together to achieve specific common goals is known as a
32

"multicultural organisation or cross-cultural organisation” (Trice, H. M.; Beyer, J. M., 1993). Cross-cultural
organisations are the hubs of various cultures hailing from across the world.

Cultural identity enormously influences communication, especially in business. It is considered that the main
factors for overcoming cross-cultural barriers are intercultural sensitivity, knowledge and a value of other cultures, tact,
tolerance, self-knowledge, common language skills, and mutual understanding. The key for business is to find methods
for people who think differently to work with a team spirit. Thus, it is exceptionally significant for the organisation to be
cognizant of these variances and have strategies for dealing with any cross-culture communication hurdles. In a
multicultural work milieu, it is ever more essential to comprehend the implicit tenets that affect communication styles,
address variances openly, and check for clearness and comprehension to boost collaboration, achievement, and
relationships. In order to work in an international environment, there is a great necessity to develop communication as a
reasonable skill. To achieve organisational goals and evade potential risks, the managers should be culturally insightful



and uphold creativity and enthusiasm through flexible leadership. Managing diversity in a multicultural organisation is a
long way, and indeed it requires a new paradigm to guide organisational management. They are managing diversity
strategies for a shift from an efficiency mindset to one with a higher emphasis on human relationship goals. It involves
maintaining a balance between meeting the objectives of the multicultural organisations and retaining the individual
culture of employees.
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HISTORY OF THE WORLD ECONOMY AND ECONOMIC THOUGHT: SIGNIFICANCE FOR
SOLVING CONTEMPORARY PROBLEMS

To begin with, a Scottish thinker Adam Smith stands out in the history of economic theory in the 18th century. A.
Smith was a true Enlightenment thinker who was fascinated with ethics, economics, and political philosophy. [1] The
"free market" concept is one of his most well-known ideas. Traders in the market make everyday transactions,
purchasing things at the price they are willing to pay. As a rule, more demanded commodities are sold at a higher price
while less demanded commodities are sold at a lower price. The market price of a given commodity or service is set as a
result of several transactions in the market. The idea of a rational person acting in his own best interests lies at the heart
of the free market philosophy. Adam Smith emphasizes that it is not kindness and generosity that drives a butcher, a
brewer, or a baker when they prepare dinner for us, but their desire for their own benefit. [2] Using a metaphor from
Fables of Bees, Mandeville demonstrates how selfish people only benefit society when they pursue their own interests.
Adam Smith's renowned principle of the "invisible hand of the market" was based on this concept. People's drive to
earn money, according to this theory, leads them to locations where demand is higher. For example, a bakery will
operate where there is a shortage of fresh pastries, not out of altruism or a desire to feed everyone with buns, but
because the baker sees an opportunity to sell more items. The satisfying of people's hunger will be a secondary effect of
this desire. Accordingly, the invisible hand idea underpins the market economy. [4] It is a well-known fact that the
eighteenth century was the age of the Enlightenment, as well as the birth of the first factories, the division of labor, and,
as a result, the limited specialization of workers. Adam Smith views division of labor as a positive force, and free trade
as a force that rewards the work of split economic units. In today's world, a pen can be used to represent this concept.
To produce a pen, one needs the following: preparation of the pen's plastic or metal base, plastic or metal processing,
ink, logistics, design, and quality assurance.[4]

A single person would have to put in a lot of effort, and such a pen would be rather expensive. While the market
is completely natural and, according to Smith, most effectively connects the work of tens of thousands of individuals,
allowing for the mass production and sale of pens around 15 UAH each piece. Smith believes that the economic activity
of millions of subjects, based on the principle of profitability and self-sufficiency, is the cause of the wealth of peoples,
as well as the main driving force for the economic development of society. This is the invisible hand of the market. [3]

This conclusion is a key one since the author believes that people should have the right and freedom to manage
their own capital and labor. According to Smith, an economy that does not allow economic players to organize their
activity independently and make the appropriate investment decisions is doomed to failure. Smith's views were incredibly
revolutionary at the time. These concepts, on the other hand, have weathered the test of time and remain relevant even in
the twenty-first century. Adam Smith is widely regarded as the founder of modern economics.
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THE NEW RULES OF MARKETING PROMOTION DURING COVID-19 PANDEMIC The
coronavirus pandemic has affected a significant impact on all areas of society. The epidemiological situation has created
a lot of uncertainty for both consumers and companies, which has entailed adapting to a new isolation environment.
Coronavirus is challenging brands. As consumers take protective measures, their concerns about their health and
financial well-being, changing their behavior will continue to have enormous social and economic impact. Consumer
choice has changed. People began to give preference to home coziness, comfort and safety. It became easier to



influence the choice of a client - everything went digital. We began to spend more time on social networks - competition
is growing. And it is unlikely that in the near future we will return to the usual way of life. Therefore, marketers face the
question of how to promote brands now, how the rules of the game have changed. It is proposed to analyze the new
marketing rules that entered into force with the onset of the pandemic and will be in effect after its end. 1) Old Rule:
Marketing Begins With Customer Understanding

New Rule: Marketing Begins with Understanding the Consumer Segment

The crisis caused by the COVID-19 pandemic has confirmed the principles we have already learned: brand
communications must be accurate and targeted, they must be built taking into account the circumstances and preferences
of consumers. To do this, you need to understand the situation on the ground, in every country, in every state, in every
district. Some areas of business — for example, banks, restaurants or shops, may even need to adjust communications for
each specific location. We learned that marketing messages should not only be geo-sensitive and demographic like age
and gender, but also be relevant to specific consumers, relevant to their situation and values. Building personal, human
connections within a sales message requires defining customer segments that describe people in many ways that affect
their buying behavior, from psychographics to attitudes.

2) Old Rule: You are compete with your competitors

New Rule: You are compete with the latest best consumer experience

Consumer expectations were on the rise even before the pandemic. When the coronavirus hit the world, digital
transformation accelerated dramatically. This has resulted in consumer expectations of what digital experiences
companies can offer them to all-new heights. In order to meet audience expectations, companies should make brand
valuation a key performance indicator. It is advisable to use real-time analytics rather than assessing past actions. Build a
strong technology foundation to support custom scripting throughout the customer journey. Make sure the customer
doesn't notice any inconsistencies between marketing, sales, and support throughout the customer journey. Set individual
and collective goals on the same level.

3) Old Rule: Winning Customer Favor Is Like Dating

New Rule: Winning Customer Favor Is Like Dating Online

Marketing has long focused on reaching mass or targeted media coverage in the hope of a successful conversion.
It's like going to as many bars and parties as possible in the hope of finding a soul mate. It was a world of spontaneous
decisions and many personal encounters. However, the best results are achieved by a combination of the two approaches,
so you should not completely abandon brand marketing.

The pandemic gave an impetus for the development of digital services, but in general, consumer habits have not
changed and forever — this must be taken into account in promotion in the context of the “new reality”. References
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ETHICAL PRINCIPLES AND BODY IMAGE IN ADVERTISING
There are many issues connected with the way the body is represented and used by the marketers. Since media is
something we consume everyday, it has influenced even how we communicate with each other and how we feel about
ourselves.
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Before it was thought that sex sells and it was used to advertise multiply thingths which were not even connected
to the topic of sex: food, technoligies, drinks, repairement servises, real estate etc. Advertisers use female bodies and
oversexualize them in order to sell more for the men. Not only that, but they use “catchy” phrases which reffer to sexual
interaction and are abosolutely derogatory. It is completely inappropriate as women start to look as objects which are
being used. Now it is starting to be seen as an incorrect way to introduce products and services to the people. In Ukraine,
according to the law about advertisement, advertisements where images of the parts of the human body are used only as
a sexual object in order to get attention from the consumer or/and references to the sexual relations, wich do not relate to
the pproducts advertised, are considered disctiminatory on the grounds of sex and thus are prohibited [1].

Because of advertisements using the same conventionally attractive images comes the other concern, when there
is a proper way to look to be beautiful. We have all seen images of skinny, long haired and very pretty women in the
magazines and social media, which have caused problems with self-accepting for many people and have built impossible
expectations, which when are trying to be met, cause eating disorders and other problems with mental health. This includes
low self esteem, worries about personal body image, suicidal feelings, shame, disgust [2]. Since the media has always
used photoshop and excessive amounts of makeup to make their models look beautiful, it became a social norm for some
people. People are getting bullied when they are not traditionally attractive, so they started to edit pictures of themselves.
Many became so successful in this, that they gained their popularity for beautiful looks. However, when the audience sees
real, unphotoshopped images, they shame the influencer. That is why we now see representations of different bodies and
looks in advertising. This helps some people to understand that they are unique in their own way and should be accepted,



neglecting the way they look. If we look at this as marketers, we welcome the bigger part of the audience and people feel
cared about and have more trust for our brand. Also, we decrease the possibility of losing customers we already have.
According to the Dove Self-Esteem and Social Media Report (April 2022), 56% of girls can’t live up to the beauty
standards projected on social media and 72% felt better after unfollowing toxic beauty advice on social media [3]. This
proves that the majority of the people do not apply to the norms created by society and we should better adapt to the
people by avoiding the creation of a toxic environment.

Unfortunately, some companies are using hurt feelings of people and their insecurities to get profit. They sell
products which can help people to lose weight/cure acne/grow hair/etc. and people who are already oppressed by society
are giving money for the hope to finally become “normal”. For example, shapewear, makeup and diet products are helping
those who are questioning “How can I look better?”” when the real question should be “Why should I look in a certain
way to be considered good-looking?”. And the second one is the one which is getting or going to get asked more often
and something which companies should address.

Continuous usage of discriminatory advertising and unrealistic beauty standards is harming society. As we become
more socially aware, all of the “norms” which were used for decades become unacceptable. Marketers should always
adapt to the needs of the market and currently what people need is to be accepted and to feel proud of themselves instead
of feeling ashamed and disgusted because they do not fit into the narrow description of beauty.
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MARKETING MIX DEVELOPMENT AND MARKETING COMMUNICATIONS IN NIKE INC.
The marketing complex includes the product, pricing and sales policy of the company, covering the entire production
process, from product planning to its implementation. Most people mistakenly equate marketing communications with a
complex of promotion, including advertising, personal selling, incentives and public relations. Sometimes exhibition
activities are also singled out as a separate element of the promotion complex. In fact, these elements are the leading,
but not exclusive, elements of the marketing mix. Along with them, other elements of the marketing complex play
significant roles - the product, the price, the distribution channels. The role of marketing research in establishing
effective communication processes between an enterprise and the business environment should not be ignored either.
Decisions in the field of product policy relate to the product range, quality parameters of the product, its packaging,
brand, design and service.

When formulating its product policy, Nike takes into account the factor of product novelty. Constant renewal of
the assortment helps to increase sales. Last year, the company delighted connoisseurs of technical progress in sports shoes,
presenting several new products at once. Decisions in the field of pricing policy - the choice of the most acceptable pricing
method, the formation of a flexible price system for products depending on the type of markets and customers, the
establishment of discounts, etc. [1] When pricing its products, Nike analyzes the characteristics and prices of similar
competitors' products and takes all this into account when formulating its pricing policy. The company, as a global
manufacturer of sports shoes, quite often provides many different discounts. In order to form a marketing complex, it is
necessary to conduct a marketing research, which includes an analysis of both external and internal marketing
environment. Thus, the purpose of Nike marketing research is to assess the compliance of the resources and parameters
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of the enterprise with the conditions and requirements of the market.

At the first stage of a comprehensive analysis, it is necessary to provide a description of the general economic
nomenclature, give its forecast, and then select a commodity market or market segment, which will serve as the subject
of analysis [2]. At the second stage of a comprehensive analysis, a direct study of the selected market or a selected segment
is carried out in the main directions. A comprehensive market analysis includes the following blocks [4]:

1. Analysis of the market is aimed at studying the conditions of the environment of the

company. 2. Analysis of competitors.

3. Study of the goods.

4. Study of buyers (demand analysis) [3].

At the last stage of the formation of the marketing complex at the enterprise, it is necessary to assess its
effectiveness, i.e. to compare, on the one hand, the costs associated with the implementation of the marketing program,
and on the other hand, the market results of growth in sales volumes, as well as an increase in product profitability and
profit of the enterprise. Nike, for its part, has learned quite well over the years spent on the market, and at the moment it
is not difficult for Nike to analyze competing companies, as well as to interest the target audience, to carry out this kind
of research. As a result of the development of a marketing complex, the efficiency of the enterprise, its profitability and
profitability increases. Consequently, in modern economic conditions, the development of a marketing complex becomes
vital for the Nike.
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IMPROVEMENT OF ORGANIZATION OF LABOR IN WAREHOUSES, ON THE BASIS OF MARKETING
The organization of labor is a combination of organizational actions, they are aimed at the reasonable use of labor, the
achievement of a certain level of labor output. The organization of labor in the warehouse contains the solution of such
tasks as:

1. Definition of cooperation and the order of division of labor.

2. Development of the organizational structure of management.

3. Determination of the complexity of the main types of work.

4. Determining the number of warehouse workers [1].

The structure of a warehouse's labor organization is inextricably linked to the composition and functions of its
personnel. The functions of the trade department's management, as well as the composition of the wholesale trade
enterprise's major structural unit.

In warehouses, a study of existing marketing, i.e. the technological process of promoting items on the market,
based on documentary and information flow, is required to examine the labor organization system, which determines the
volume and labor intensity of work.

A collection of events for the scientific organization of work in warehouses is being developed based on this
analysis. The labor process becomes more complicated as development, advancements in technical equipment, and the
size of warehouses based on marketing increase. The nature of work is changing; new professions and specialties are
emerging; worker qualifications are changing; and the organization of new employment and their equipment is changing.
Employees are likewise interested in enhancing the warehouse's efficiency. Employees are motivated to boost labor
productivity by using incentive schemes.

After researching the marketing demand, the proper labor organization gives a set of operations for the main
technological process as well as the required productivity of each warehouse worker.

The evolution of warehousing, as well as the advancement of its technical equipment and the entrance of new
technologies, has complicated the labor process and altered the character of labor. As a result, sensible labor organization
ensures an increase in labor productivity [2].

Based on the foregoing, we can conclude on the implementation of the improvement of the organization of labor
based on marketing and take a set of measures:

1. Study and implementation of modern labor methods in the performance of warehouse operations. 2. Rational
division of labor of warehouse workers, division of activities of workers in accordance with their qualifications, in the
process of joint work, which will establish the specific responsibility of each performer and an even workload of
workers.

3. Labor cooperation of warehouse workers, combining their labor activity into teams to ensure the entire
warehouse process and bear collective responsibility for the results of work.

4. Organization and maintenance of jobs, and advanced training of personnel. The maintenance of workplaces
includes the supply of information, timely repair of equipment. All this should take place on the basis of such principles
as: excellent quality, efficiency and totality of service.
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5. Do not forget about the creation of favorable working conditions, safety and labor protection. It is necessary to
establish physiologically convenient modes of work and rest, this also includes a schedule for going to work. All workers
should become familiar with safe working methods and electrical safety rules.
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MARKETING METHODS FOR FORMING CONSUMER PREFERENCES

Modern marketing is a method of arranging all of an organization's activities for the development, production, and
marketing of goods, as well as the supply of services, based on a thorough market analysis and the fulfillment of consumer
requirements, in order to maximize profits.

Working on any market entails interacting with the consumer first and foremost, rather than just the product.
Working with a consumer - analysis, forecasting, and, in fact, management of his behavior - is a daily component of the
professional activity of every specialist involved in the field of marketing - a seller, sales agent, account manager,
marketing manager, and marketing director, vice-president of marketing, and the company's chief executive [1].

Consumer behavior encompasses all activities including the acquisition, consumption, and disposal of goods and
services, as well as the decision-making processes that precede and follow these behaviors. External (social) and interior
(psychological) elements influence consumer behavior. A separate group of people has different wants and ideals, receives



information differently, and lives a different lifestyle. Age, family life stage, occupation, economic standing, personality
type, and self-image are all factors that impact buyer decisions.

The customer's decision-making process is typically divided into the following stages: consumer awareness of a
problem, information search, evaluation and selection of buy options, purchase, use of the purchase, and evaluation of the
solution. The application of factorial impact by the marketer on each stage of the consumer choice process to purchase is
known as consumer behavior management. In this situation, it would be preferable if the solution process became a cycle,
with the initial purchase leading to the next and the buyer being a repeat customer.

Advertising is one of the most prevalent strategies to affect the psychology of consumer behavior. Of great
importance for advertising, especially when it performs the function of persuasion, are the achievements of
psychological science.

Advertising exposure is possible as an adjustment in consciousness of a person of the former dominants, and the
creation of new ones that can encourage him to make purchases. Human activity is largely determined by the dominant,
i.e. a stable focus of increased excitability in the cortex and subcortex of the brain, through advertising exposure are
possible as an adjustment in consciousness of a person of the former dominants, and the creation of new ones that can
encourage him to make purchases [2].

In a variety of ways, modern customers are distinct from one another. As a result, it is important to consider each
group's psychology, beliefs, and perspectives on life in order to ensure that advertising is successful and effectively
changes the target segment's preferences.

Customer loyalty is the most important aspect in most firms' success. Consumers' highest level of devotion
(loyalty) is a near-fanatical adoration for the brand. A brand is a mental image of a product that people have about it, or a
label that is mentally attached to a thing. Branding is the process of creating and managing a brand. It may entail the
development, expansion, and deepening of a brand, as well as its formation, strengthening, repositioning, updating, and
changing stages. Branding is a technique for producing a distinct impression that contributes to the target market segment'’s
overall image and attitude toward the product.

As a result, the most important goal is to create a positive image of the company in the minds of modern
consumers. References
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RISK MANAGEMENT IN MARKETING

In a continually changing market condition, the company's success is impossible to achieve without effective
management. The increasing processes of globalization and integration into the global economic space, the acceleration
of the life cycle of goods and services, and the increased intensity of competition all contribute to marketing environment

instability and, as a result, an increase in the degree of uncertainty in the company's operations. In these circumstances,
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the development and implementation of multifunctional corporate and marketing strategies that allow the organization to
respond to market changes is critical. The identification of marketing hazards becomes important in this context. In
today's market, any business attempts to create the principles of its operations based on the investigation and evaluation
of numerous external and internal elements that influence the efficiency of its operations. In turn, because the market
economy is defined by dynamism and a high degree of unpredictability, risk is an inherent feature of its existence, and
risk management is an intrinsic aspect of any company's large-scale activity [1].

Marketing, on the other hand, is one of the most significant principles in business management, regardless of its
scale. It aims to identify and meet the wants and requirements of consumers on the one hand, and to achieve the
organization's goals on the other. A company's success is determined by its ability to meet consumers' needs in the most
cost-efficient and expedient manner possible while maintaining good two-way communication.

Unfortunately, the study of hazards is currently not given the attention it deserves in the realm of marketing.
Separate risk management issues are typically developed. For example, during the implementation of marketing research,
special attention is paid to various types of sampling errors, as well as efforts aimed at reducing them, which is not a risk
in and of itself, but is an important aspect of it. In the course of a business's operations, risk management and marketing
are inextricably interwoven. We can call marketing a risk tool since marketing activities contribute significantly to
lowering risk and the likelihood of it occurring.

There are two types of risks: static and dynamic. The risk of actual asset loss as a result of inadequately successful
marketing or damage to the enterprise's property is referred to as static risk. The danger of unanticipated capital
fluctuations as a result of a certain market trend is referred to as dynamic. If static risk solely entails the prospect of
suffering harm, dynamic risk entails not only a threat but also the possibility of unexpected success [2].

To lower the level of risk, a set of activities and measures has been developed. Typically, risks are classified as
tolerable, unavoidable, or extreme (unacceptable). Prospective assessments of the market's likely repercussions are one
way to mitigate the likely consequences associated with the uncertainty of market activity's results [3].

Risks are classified according to their categories and types. The dangers that different market participants face, for
example, are not the same. The risk of the seller differs from the risk of the buyer. The first faces the danger of not selling
the product, earning less profit than anticipated, or even losing money. The consumer risks the risk of not purchasing a
product, purchasing a product of lower quality than expected, and spending more than anticipated for the purchase.



You can employ evidence-based risk management procedures once you've identified the reasons of risk. The goal
of this action is to keep the risk to a minimum. Risk management is a set of marketing operations intended at identifying
a potential risk and undertaking commercial, financial, credit, production, trade, marketing, and organizational activity
aimed at lowering or insuring the amount of risk.

As a result, marketing hazards are complicated and multidimensional. Their detection and appraisal are critical for
the firm since it allows you to respond quickly to market adverse conditions, averting large losses and lowering the level
of uncertainty in your operations.
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CONSUMER'S AVATAR IN ADVERTISING

The main task of a marketer is not only market analysis, but, of course, an excellent sales result, this is the main
indicator of his work. To do this, a marketer needs to know exactly to whom he offers and sells his service or product;
find the right channel of communication with the client. If we are talking about advertising, then we cannot say that there
is advertising that does not work. Everything that a person sees evokes a certain reaction in him. "I want", or “I don't need
it”, and so on. But the worst option is when advertising leaves the viewer indifferent. Or it evokes emotions that do not
help sales - indignation at a stupid joke or indignation from unethical advertising. To prevent this from happening, it is
important to study the target audience and draw up a portrait of your client. The more detailed it is possible to identify the
interests and capabilities of a potential buyer, the more accurately you can contact your consumer. The main rule that
everyone should learn - if you know and understand how the target audience makes a purchase decision, you will be able
to competently develop a product promotion strategy and subsequently make money. A correctly drawn portrait of the
buyer will help him in all this [1].

Let's start with the fact that a customer's avatar is a fictional person who combines a set of qualities and
characteristics inherent in a segment of the target audience, or a collective image of a buyer [2]. The main thing is not to
confuse that the compilation of a client's avatar is not an analysis of the target audience. These concepts are close enough
and for those who do not understand advertising and marketing, they seem similar, but they are not. If, in the case of the
target audience, you divide the target audience into groups, then in the case of the buyer's avatar, try to describe the client
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from this group as accurately as possible. In short, the portrait of the buyer is the most vivid, collective image from a
particular group. In other words, the ideal client.

To compose a client's avatar, we must consider such factors as:

- Socio-demographic characteristics namely - gender, age, education, region of residence, social status, income. -
Description of life position - his goals, not luck, values and fears, things, people, services that make him happy. - The
client's lifestyle - how everyday life is organized, where he spends time (online and offline), leisure and hobbies.

- The client's habits - what devices he uses, what channels he uses when searching for a product / service, what
time he is most often online, the frequency of purchases.

- Psychological portrait - temperament, what are the facial features and physique, how sociable he is [3]. All this
will help to create successful branding, write slogans that hit the target, and make effective banners. After clarifying
these details, to visualize the person, we add the client's photo that best matches the description. While working, we
need to understand that the more complete the ready-made avatar of the client turns out, then it will be much easier to
select marketing activities that will satisfy even the most demanding customer.

The above are the most important factors for creating the perfect customer avatar, however, you can add any other
ideas and factors to them if you deem it necessary and useful for your advertising and sales. Having carried out all this
work accordingly, you can clearly understand who you need to work for, which advertising will be more profitable to use
to achieve the goal. A buyer's avatar is an important part of marketing work that can lead to a high percentage of success
in the sales and advertising phase.
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MARKETING COMMUNICATIONS OF A DANCE SCHOOL
Marketing communications, are also known as macron, is the messages and media that marketers use to



communicate with target markets. There are 6 main elements of marketing communications: - advertising which is the
most powerful device, as it offers an extended each to audience and has high delivery; - public relations, where PR helps
to create brand awareness among the customers. The difference between advertising is that advertising promotes
products in aggressive way, as self serving, while PR communicates the product in much softer way. In addicting, the
PR mentioning of the product is free of charge;

- sales promotion such as discounts. There are many customers who make their decisions of buying at the time
of sale;

- online media, which is done by purchasing attractive advertisement and place it on promising locations such as
magazine, newspapers, etc.;

- personal selling, it is kind of the chief attraction, when it can be done anywhere, at virtually at any time. It also
includes taking part in trade shows, in store as a demonstration of the product, field calls( meaning home or office); -
direct marketing, so whenever you know your target audience, you can drop a letter, post card, coupon or even catalog
directly to the hands.

The main objectives of marketing communications are to communicate, to complete and to convince.
Consequently, for marketing communications be effective, the business must ensure that whatever information they
communicate is clear, accurate, truthful and useful. In the United States, marketing communication has become a vital
aspect of the social and economic system. Consumers rely on marketing communication information to make informed
purchasing decisions. Marketing communications are used by businesses of all sizes, from multinational corporations to
local merchants, to offer their products and services. Marketing communication has also become a critical component of
a company's success. Marketing communication facilitates the transfer of products, services, and ideas from producers to
end users, as well as the development and maintenance of connections with customers, prospects, and other key
stakeholders. The marketing communication mix will continue to include advertising and sales promotion. Marketing
strategies that emphasize relationship building as well as sales, on the other hand, will force marketers to evaluate all
aspects of the marketing communication mix. New information gathering tools will enable marketers target clients and
prospects more precisely utilizing direct marketing strategies in the future. New media technologies will give businesses
and consumers new avenues to form and strengthen relationships that are critical to the firm's performance as well as to
consumers' purchasing decisions. The Internet will become a major force in how organizations communicate with a variety
of constituents, customers, clients, and other interested parties.

Marketing communication is really important for any of the businesses to be successful and have lots of clients. A
dance school is really hard business to earn money, but as soon as you attract customers, your businesses will reach
everyone’s ear. Advertising through newspapers is so good for that type of the business, especially when we talk about
Europe, where people read news every morning through it. | would also suggest a dance school to use online media, as
now we live in digital world of internet. Online advertising through instagram or facebook with some ‘influencers’ of
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people can make a dance school super unique. F.e Reels video will make your business famous in a couple of days,
together with the Facebook advertisement, a dance school can be full in a day.
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PINK TAX

Have you ever admitted choosing good in a shop that “goods for women” are usually more expensive? In economy
this phenomenon was named “pink tax”. For example, child’s scooter of pink color, apparently oriented to the girls, costs
more than similar one of more neutral colors, which, as conceived by the merchandisers, will be ridded by boy. Even basic
t-shirts by Gucci: for men and for women — have different price (not in our favor, girls).

In 2015 in USA was conducted research by New York City Department of Consumer Affairs by order of the
mayor of New York, Bill de Blasio. According to which women pay on 7% more for toys and accessories, on 4% more
for child's clothing, on 8% more for a clothing for adults, on 13% - for personal care products. While in accordance with
Global Wage Report 2018/19 by The International Labour Organization (ILO) women all around the world earn on
average 20% less than men do. So does it turn out that it is more expensive to be a woman?

Producers and economists justify this with the fact that production of “goods for women” takes more time, size
charts are wider, etc. From the side of marketers, it is just simple manipulation of gender stereotypes. So to say “it’s pink,
so for girls” or “this is for men and that is for women”. Also contributes to this fact that women usually psychologically
ready to pay more.

Other day me and my friend went shopping. | decided to try on a hoody. But when | was going to dressing room
shop assistant with confused look pointed out that it was men’s hoodie.

But the point is, that such things affect us, and we start distinguishing stuff by gender aspect, even when there is
no difference. In conclusion, sometimes we should more rationally evaluate what stores offer us. After all, is there a



really big difference between men's and women's hoodies?

Other countries where the pink tax has been investigated include France, Germany, the UK, Australia, and Italy.
In the UK, women and girls were being charged on average 37 per cent more for toys, cosmetics and clothes than their
male counterparts. In Singapore, a check by The Sunday Times on ten companies found that women pay more for some
products and services, like dry cleaning and razors, offered by about half of these companies. Additionally, women in
Singapore have to pay more premiums for Careshield Life, a national long-term care insurance scheme introduced by the
government.

There are many reasons why the pink tax exists, including tariffs, product discrimination, and product
differentiation. There are many suggested causes of this discrepancy, including price elasticity and the belief that women
are more prepared than men to pay higher prices for their purchases. Other reports suggest that marketing targets women
to pay higher prices as ethical consumers.

The reason those who campaign against the pink tax claim it to be so problematic is that higher prices for goods
and services arise from gender alone, with no underlying economic justification such as higher costs of production in
goods. Women's and men's razors are essentially the same and distinguishing between them is simply a marketing strategy.
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THE ARTS OF BRAND PERSONALIZATION
Welcome to the era of the of Globalization. World market is full with all kinds of products and services.
Nowadays it easy to buy trendy unigue-looking thing in local mass-market shop or on the Internet, we can buy almost
anything we
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have seen on some luxury brand's fashion show but somewhere else for reasonable price. Then why these luxury brands
are still alive and fruitful?

I took Gucci as this is the brand which manages to always find its way to be mentioned and takes the first place in
the Vogue list of The Most-Searched Brands of 2021 [1].

Here is small example of pricing difference by some basic white men's t-shirt comparing. We can see at the on
different sites probably not same, but quite similar t-shirt however for quite different price. While H&M t-shirt ($6.99)
and Zara t-shirt ($17. 90) are pretty affordable, Gucci t-shirt cost $630 (in Ukraine minimum wage per month is
approximately $211 [2]).

So what are at least extra $600 for? And why are we willing to pay it?

Well, for satisfaction of wider range of human needs. Human being naturally has different needs. While t-shirts
priced at $6.99 and $17. 90 satisfy our basic needs in clothing, t-shirt cost $630 also has impact on esteem and self
actualization needs.

This clothes are an empty form, which is filled with some information and meaning. This “filling” has meaning
thought only in context of our reality and environment. This means, that for people in primary tribe for example it may
be just a piece of fabric. Nevertheless, in our reality there appears difference between wearing t-shirt and wearing t-shirt
from Gucci.

Gucci achieves this effect by creating a specific atmosphere. It's a bunch of work where every detail matters. It is
created by social media channels, Gucci campaigns, choice of ambassadors and influencers, being mentioned on songs
and even dropping a movie and brand history. Gucci mastered the arts of brand personalization and effortless hype
creating.

Especially we can see this personalization and atmosphere in their artsy campaigns.

But for now let's talk about word "atmosphere".

Atmosphere — (i). Astronomy. the gaseous envelope surrounding a heavenly body; (ii) a surrounding or pervading
mood, environment, or influence; (iii) the dominant mood or emotional tone of a work of art, as of a play or novel; (iv) a
distinctive quality, as of a place; character [3].

So we can say that it is some specific space or feeling surrounding something or someone, which makes you feel
in certain way. Such complicated thing consists of many details and aspects.

Gucci investigates the market properly and sharply determines its target audience, aiming even on millennials
already. More over Gucci has its own museum Gucci ArtLab and in 2021 there was dropped a movie, House of Gucci,
telling the story of the brand.

All of the that is only the tip of the iceberg. Gucci is just a brand anymore. Gucci is a household name meaning
success, luxury enjoyable life, expensive taste, unique style and a certain aesthetic. This is the arts of brand
personalization. This not one day, month or even year goals. This is bunch of hard painstaking and long-term work, which
steps by step leads you to the point when you can afford yourself “effortless hype”.
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THE IMPACT OF INTERNATIONAL MARKETING CHANGES ON THE ACTIVITIES OF THE
ENTERPRISE

The essence of international marketing lies in the definition of objectives development of scientific-technical and
production and marketing activities of the company, aimed at ensuring the profits on the basis of the requirements of the
world market and reflect them in the development plans of the company. International marketing considered as a specific
management function, which is close large the international firms [1].

The development of the digital economy has led to the transformation of marketing research applied in practice,
especially by large business organizations, as it contributes to the survival of companies, adaptation to changing
environmental conditions and the conquest of new market segments. In small and medium-sized businesses, marketers
can be owners or managers who are involved in the process of interaction with society, employees, customers, suppliers
and economists. Such efforts improve the financial condition of the company, increase its profitability and profitability,
and promote business. The relevance of competent marketing research is that they contribute to the expansion of sales
markets, attracting new customers and selling goods and services [1].

The objective processes of development of the world economy lead to the increasing internationalization of
national economies. Organizations (enterprises) of almost all countries of the world are directly involved in international
business, carrying out this type of business, and build their activities taking into account the real state of the world market,
based on accurate knowledge of the needs and demands of consumers, as well as taking into account possible changes in
the future [2].
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All activities of a company using international marketing are subject to meeting identified needs in foreign
markets and on that basis achieving the desired outcomes of its work.
In the course of their activities, specialists in the field of international marketing solve the following primary

tasks: . Ll . .
— market research: analysis of demand, competition, intermediaries and other environmental factors; —

determination of a commercial offer corresponding to the goal in the process of developing product policy, prices and
establishing links;

— sale of goods and services through advertising and marketing policies.

These activities are the subject of planning, are taken into account in the preparation of the budget for marketing
activities abroad and are subject to control [3].

In general, international companies use two main approaches to marketing:

— marketing is seen by companies as a way to identify consumers of export goods.

— determining is the assessment of the market opportunities of the company abroad. With this concept, the
potential demand for various goods, the most necessary and desirable properties of goods for consumers, and also at
what prices they can be purchased are revealed. Thus, the main point in export marketing activities is the study of
foreign markets and their opportunities.
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THE IMPACT OF INTERNET MARKETING ON SOCIAL MEDIA

The virtual format of modern economic and social activity of consumers, the change in their behavioral and stylistic
characteristics (always online), the ability to instantly find a product at the best price and delivery conditions predetermine
the maximum use of digital marketing tools and technologies. And all of this is digital marketing.

Digital marketing is the marketing of goods and/or services focused on the use of digital technologies in order to
attract and retain customers. In other words, this is the promotion of a company, business, brand, as well as attracting
customers using digital tools, such as search engine optimization, contextual advertising, social networks, email marketing
and much more. Large successful networks, thanks to e-commerce and digital marketing, are gradually turning into real
empires. In the third quarter of 2018, Amazon sold $161 billion worth of goods, up 37.6% over the three quarters of 2017



[1], making Amazon.com the most valuable brand in the world (150 billion USD).

Internet marketing, digital marketing and e-commerce are creating not only opportunities but also a number of
threats for retailers. It is very difficult to clearly predict which category and how fast it will “move” online. For example,
McKinsey predicts that online sales of luxury goods, which currently amount to about 20 billion euros, or 8% of the total
luxury goods market, will triple by 2025, reaching about 74 billion euros [2]. Retailers must monitor in detail and respond
to the slightest fluctuations in sales formats for each of the available categories.

But how do you know what changes will occur in digital marketing next year, what will be relevant for a long time,
and what will forever remain in the history of digital marketing? To answer these questions, it is necessary to consider
the digital marketing trends that will hold their positions in 2022,

The most popular social networks in Ukraine are Facebook and Instagram [3]. Thus, more than 2 million people use the
Facebook network; 8.6% of Ukrainian companies registered on the Facebook network use advertising tools. The official

websites of trade establishments, as a rule, perform more of an image and informative function, and despite the declared
mobility and dynamism, they form a one-way connection with the consumer[4]. This problem is successfully solved by

pages in social networks that allow buyers to: get information about the company and its product; ask a question and get

an answer immediately; leave a comment (feedback); share your own experience; point out the disadvantages or
advantages of various products; get an online consultation; view catalogs and reviews; To express gratitude; make an
online comparison; subscribe to the newsletter, etc. Practice shows that with properly formed digital communication, a
company can get many benefits from creating an open communication environment. References
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HEBJIAJIA BIBHEC-KOMYHIKANIA: IPUYUHU TA HACJIILAKHA

Bi3zHec-komyHIKaIil — 116 MKTPYTIOBI Ta MIXKOCOOHCTICHI KOMYHIKaIlii, crierudika, CTpyKTypa Ta QyHKIIT KX
3yMOBJIEHI C(epOIO ITOBHUX BiTHOCHH, y sIKii BOHM BUKOPUCTOBYIOThCS [1].

A0 3p03yMIiTH, UM BIAJOK € Oi3HEC-KOMYHIKaIlis, TOTPiOHO MaTh KPUTEPii OMIHKH 11 €(PeKTHBHOCTI, a IS I[HOTO
NOTPiGHO PO3YMITH 3 4Or0 BOHA CKJIAJAEThCA. M IeThesl PO HACTYIHI aciiekTH: eheKTHBHMIT Mpoliec KOMYHiKallii, 3aco6u
CHIJIKYBaHHS, KyJbTypa MOBJIEHHS, IUIOBHH €THKET Ta 30BHIMIHIA BHUTsA Tomo. IlopymmBHoIM X04 OAHE HPaBHIO
e(eKTUBHOCTI CITIJIKYBaHHSI, Y4aCHUKH MPOLECY KOMYHIKaIlil pU3UKYIOTh OyTH HENPABUILHO 3pO3YMIUIUMHU OZHE OJHUM,
1110 3T0JIOM MO’KE BUKJIMKATH KOH(JIIKTH Ta MPU3BECTH JI0 «HYJIHOBOT0» PE3yJIbTATy MEPEMOBHH.

JiiicHO, 0COOIMBO BaXKJIMBY POJIb y BAAJIOMY AIJIOBOMY CIUIKYBaHHI Bifirpae e)eKTUBHHUI MpoIlec KOMYyHiKaIlii.
SIKmo dronMHA, KOTpa MOTpanuia, HANPUKIAA, Ha TEPEeroBOpH, HE BMI€ BHCIIOBIIIOBATH CBOi AYMKH, TOBOPHUTb HAATO
IIBHKO, a00 HaBIAKM — MOBLIBHO, 3pO3yMiTH i cTae Bakue. Takok pPO3yMIHHS CKa3aHOTO 3aJISKUTh BiJ T'YYHOCTI
MIPOMOBH, 11ay3, SIKI BAKOPUCTOBYIOTHCS y XOA1 KOMYHIKaIlii, MIMiKH, )K€CTIB Ta iHTOHALII.

Ockinbku 0i3HeC-KOMYHIKAIis sSBISE€ COOOK0 AIIOBY PO3MOBY, IEPETOBOPH, YYACHHUKH SKOI MAalOTh MPOSBISTH
npodecioHanizM, TO HEAOPEYHO OyJae PpO3MOBISTH CTEPEOTUNIAMH, BXHBATH «MOJHI» CJIOBA, HE IOBaXXaTH
CIIBPO3MOBHHKA YW CHpUAMATH iH()OPMAIIIF0 YaCTKOBO Ta MAHIMYJIIOBATH BiipBaHUMH 3 KOHTEKCTY ()pa3aMu — Bce IIe
MOK€ MPHU3BECTH J10 POPMYBaHHS HEraTUBHOI'O CTABJICHHS /IO CITIKEpa Ta HEJIOCATHEHHS 0a)KaHOTO Y IEPEeMOBHHAX YH JI0
KOH(JIIKTIB MiJK KOJIEraMH.

HamaromxeHHIO KOHTAKTy TaKOX 3aBafsTh: BiACYTHICTh IIPHUBITAHHS], HETIPUBITHICTH, 3Ta/IKa ONMOHEHTA CIIOBAMU
«BiIH», «HOro» B PO3MOBI 3 IHIIMMH, ITHOpPYBaHHS, PO3MOBa NPO MPOOJIEMHI MOMEHTH Ha IOYaTKy CIIJIKyBaHHS,
BiZICYTHICTh 30pOBOT0 KOHTAKTY, HEPIBHICTh MO3MUIIiH, Oai yKiCTh, HEMIATOTOBIEHICTh Ta KPUTHKA.

Kananip kxomyHikamii Ha cboromHi icHye Oarato i wacTto, obuparodu MK Tene(oHHMM I3BIHKOM YH
MECEH/UKEpPaMH, €JIEKTPOHHOI0 CKPUHBKOIO, JIIOAM YacTo OOMpaloTh MECEHIDKEpH Ta COLialibHI Mepexi, adu
SIKHAWIIBU/IIIIE OTPUMATH BiJTIOBiIb HA CBOE TIOBIIOMJICHHS. AJle SIKIIO BH PO3B’sI3yeTe poOOUi MUTAHHS, TO MEPIIE 1110
MOXKHA MOPAIUTH: BCE TEPEBOMUTH B (OpMAT €IEKTPOHHUX JIUCTIB. AJDKE B MECEHIDKEpax IyXke MPOCTO BUAAIUTH
TIOBIZIOMJICHHSI, @ JIUCT, BIJNPABICHUH Ha €JIEKTPOHHY CKPHHBKY, BXKE € JOKYMEHTOM. TakoXX y CKpUHBLI HI4Oro He
ryOuThCS, TaM BCE MOKHA 3HAUTH [2].

3aranom BuiiB Oi3HEC-KOMYHIKaIlil Ta KpUTepiiB 1 eeKTHBHOCTI ayke Oararo, i JyXe JIETKO NPHUITYyCTUTHCH
MTOMWIKH, HE 3HAI0OYM 9OTOCh ab0 CBiZIOMO HBOTO HE NOTPHMYIOUMCh. Hachinkw HempaBWIBHHX AiH MOXYTh OyTH SK
HaWITPOCTIIi: HEMMOPO3YMIHHS MIXK KOJIETaMu, Iepeadya MOMMIIKOBOI iHpopMaii; Tak 1 OipII cKiIaaHi Ta cepiio3Hi, sKi
BHUXOZSTH 32 MEXI1 CIIJIKyBaHHS BCEPEIMHI KOMIAHii: HEJOCATHEHHS B3a€EMOPO3YMIHHS MiX IEpPETOBIpHIKAMH, a Haai
HEyKJIaJaHHs JI0r0BOpY a0 HaBITh 3iIICYyBaHHA pelryTallii KOMIIaHii, Iie Bce MOKe PU3BECTH 10 30uTKiB. Kpaie yHuKaTH
TaKUX TOMHJIOK, SIKi OyJIM OTIMCaHi BUIIE, aJKE 1€ € 3aMOPYKOI0 YCITIITHOT Oi3HEC-KOMYHIKaITii.

Cnncoxk BUKOPHCTAHMX JKepes
1.Apanux /1.B. IIpobnemu GizHec-KOMYHIKaIil y cUCTEMI MIKHApOIHUX EKOHOMIYHHUX BiTHOCHH.
URL.:https://fitu.kubg.edu.ua/images/stories/Departments/ku/Internet_conf/s1/4.pdf
2.I'peunukoBa H. JlinoBa KoMyHiKallisl B KyJbTypHii cdepi: 5 TunmoBux noMuiok i 5 edpexruBHux nopaa. URL:
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9TAIIBI CO3JJAHUS JINYHOI'O BPEHJA

Uro Takoe muuHbIN Openn? JIMIHbIN OpeHT — MPaKTHYECKH CHHOHIM PEITyTaIlii. DTO CMECh aCCOIHAIN, IMOIHA
U YyBCTB, KOTOPHIC BBl M BaIlll ACHCTBUS BBI3BIBAIOT Yy OKpyXaromux. JIMdHbI OpeHA BKIIOYAcT B ceds HaBBIKH,
XapakTep, NPUBBIYKU U BHEIITHUN BUJ — BCE, YTO JeNaeT Bac YHUKAIbHBIM. B mocnenHue necsaTHiaeTus: K 9ToMy CIHCKY
J06aBmIICS 00pa3 B COIMANBHBIX CETAX — BEb TEIIEPh JaKe PH MpUEMe Ha padoTy peKpyTEpPHI MPOBEPSIIOT HUCTarMaM |
(eiicOyk moTeHaIpHOTO Kauauaata [1].

Yto Takoe co3aaHue JINYHOTO OpeHsia — TO eCTh NepCOHANBHBIN OpaHANHT? [lepcoHanbHBINA OPIHIMHT — 9TO
MpOLIECC CO3aHMUs y3HABAEMOTO MPO(heCCHOHAILHOTO NMEHH 1 PEITyTAIlMHK A Bac WK Ballel KoMImaHny/ Onu3Heca.
Korza yenoBek 3agymMbpIBaeTCs O CO3JaHUH, Pa3BUTUH MIEPCOHATILHOTO OPEH/A, YAaCTO BCTAET BOIIPOC «C Yero Havyarhb U
4T0 BOOOIIE IeIaTh?»

Cy1mecTByeT 3 OCHOBHBIX 3Talla Pa3BHTHsI JIAYHOTO Opera [2-3]:

1. dyHnameHr.
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2. YnakoBka.

3. [IponBuxenue.

Ha srane ®yHgaMeHTa BaXXHO OIIPEACITUTHCS, TIPOTIACATH CIICAYIOUINE TyHKTHI:

- Ballla HUIIIA, B Y€M BBI KCIIEPT, CICIIUATUCT

- Ballla IeJieBast ayAUTOPUs

- Ballla YHUKAJIBHOCTH (YHHKAIBHOE TOPTOBOE MPEATIOKEHUE).

C y4eToM 3THX IMyHKTOB JaJiee BBl COCTABISIETE CBOIO CAMOTIPE3EHTANNIO. DTO OYCHb Ba)KHAS YaCTh BaIlIero
OpeHna, eif Hao yIeNUTh OTACIBHO BpeMs. [IponmcaTs, mpopadoTaTh, HPOTOBOPUTE. DTO OTACIBHBINA HaBBIK. OUeHb
9aCcTO MOYKHO OTMETHTh, KOTJIa YKE OTBITHBIC CIICIIHATIMCTHI, IKCIIEPTHI HE MOTYT ce0sl YSTKO U SIPKO TPEICTABHUTD,
pacckasatb 0 ce0e KOPOTKO M HHTEPECHO. DTOMY HAJI0 YUUTHCS.

CaMoIpe3eHTAIMIO BBl CMOXKETE UCII0JIh30BaTh BOBPEMS HCTBOPKHHTA, y ¢e0sl Ha CTPAHUIIS, IS BRICTYIUICHUS B
KadyecTBE CIIUKepa U TaK Jaee.

K srany YnakoBku M0O>XHO OTHECTH:

- JIOTOTHII ¥ BU3YaJbHEIH psi — nBeTa, GUPMEHHBIH CTHIIb, TU3aiiH

- Balll UMUK (BHEITHOCTb, OJICKIA)

- BaIlla JTMHEHKa MPOTYKTOB

- BEJICHHUE CTPAHUIL B COLICETAX

- BUJICO POJIMKH Ha I0Ty0 KaHaje

- CAlT WM JIDHJUHT

- CTaTbH

- KHUTH

Oran [IpoaBukeHMs1 IPEAIOIAraeT:

- BEJICHHE CTPAHMII B COIICETAX, KOHTEHT-MapKETHHT

- peKJIaMa BalIuX yCIyT, IPOIyKTOB

- myOnukanuy Bamux crareit B CMU

- BBICTYIUICHHSI, CCMHHAPHI, OHJIAWH KypPCHI

BrrgenuM kimrodeBbie MOMEHTHI IPH CO3AaHUH JIMYHOTO OpeH !

- JletictByiite. JInG0 BBl KOHTPOJIMPYETE CBOM OpeH, TMOO KTO-TO CAETaeT 3TO 3a Bac.
- Haﬁ}lHTe CBOC NIPEAHA3HAYCHUE U q)PIpMeHHBIﬁ CTUJIb, ITPOAHAJIN3UPOBAB CBOU CUJIBHBIC CTOPOHBI, HEHHOCTH,
OTIBIT U TIETICBYIO aYJUTOPHIO.

- Cozpnaiite U3 cBoero OpeHaa HCTOPHIO, KOTOpas OyIeT MOHITHA KaKIOMY.
- Jlep>xurech podecCuoHaIbHO Kak ohaiiH, Tak U OHJAMH.
- CraHbTe aKTHBHOW YacThIO MPO(EeCCHOHATILHOTO COO0IIecTBa U 3apaboTaiiTe aBTOPUTET

- He 3a0yapTe co3nare caiiT mopT¢oimo, JIOTOTHII, aKKayHTHI B COLMATIBHBIX CETAX U NMpodecCHOHaIbHBIN email
azpec

- Coxpanstiite ayTeHTUYHOCTb.

IIpu co3manum argHOTO OpeH/Ia, TIAaBHOE YeTKO MOHNMATh: CHavaja BBl paboTaeTe Ha CBOW OpEeHI - BKIIAIbIBACTE
BpeMsl, CHJIbI, SHEPTHIO, & MOTOM OH OyAeT paboTaTh HAa Bac, NPUHOCSA H3BECTHOCTbh, MOIMYJSIPHOCTh, CIIABY, MOTOK
KIIMEHTOB, JOXO/BI, CYaCThE U YOBOJIECTBHE!

CHuCcOK MCNO0JIb30BAHHBIX HCTOYHHKOB
1.Dtansl co3manus THIHOTO OpeHIa: epCOHAIBHBIN OpIHANHT ¢ Hys — PexuM goctyna:



https://anvilhook.ru/blog/lichnyj-brend

2.Kaxk moctpouts JTH4YHBIH OpeHn ¢ Hys. — Pexxum noctyma: https:/ru.wix.com/blog/2021/04/kak-postroit-lichny
brend-s-nulya?utm_source=google&utm_medium=cpc&utm_campaign

3.3 sTana co3ganusi IMYHOTO Opena — Pesxum goctyma: https://ve.ru/marketing/79023-3-etapa-sozdaniya
lichnogo-brenda

Hayunwuii pykogooumens: C.C. Hpemenko, KaHO. 9KOH. HAVK, O0Y.
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HJISAXHW NIABUINEHHS KOHKYPEHTOCIIPOMOKHOCTI NIAITPUEMCTB

KoHKYpeHTOCTIPOMOIKHICTD € OJIHI€I0 13 BAYKIMBUX XapaKTEPUCTHK PHHKOBHUX BITHOCHH MiXK Cy0’€KTaMH PHHKY,
0 XapaKTepU3ye 3aTHICTh MIAMPUEMCTB PUCTOCYBATHCS 10 HOBHX TCHJICHIIINM Ta HaOyBaTH JIiEPCTBA Y CBOIH cdepi
BUpoOHMITBA. Ha cydacHOMY eTarti puHOK CTPIMKO 3MIHIOETHCS Ta aJalTYEThCS 10 BUMOT CIIOKMBAYiB, IO CBITYHUTH IIPO
BHCOKY KOHKYPEHTHY 00poThOY 3a crioknBava. KOHKypeHIIisl Ha pUHKY 3MYIITy€e Cy0’€KTH pHHKY MOCTiiHO 3MaraTucs 3i
CBOIMH KOHKYPEHTaMH il BUIIEpeIDKaTH iX, 00 yTpUMyBaTH KOHKYPEHTOCIPOMOXKHICT.

VY XXI cropiudi mianpueMcTBa 3MyILeHI OOPOTUCS 3a CIOXKKBaya 31 CBOIMH KOHKYPEHTaMH, a TAKOX 3a BIIACHUH
npuOyYTOK, 110, BIACHE, 1 XapaKTepu3ye KOHKYPEHTOCIPOMOXKHICTh MIAPHEMCTB Ha pUHKY. I IATIPHEMCTB BaXkIIHBO
BU3HAYAaTH Ta JOTPUMYBATHCh KPHUTEpIiiB Ta HampsMIB PO3BUTKY KOHKYPEHTOCIIPOMOXKHOCTI, 1100 PO3BHUBATH CBOIO
KOHKYPECHTHY CTpATeTito HismbHOCTI. /I0JaTKOBI KOHKYPEHTHI IepeBaru MiAMPUEMCTBAM Ta IX TOBapaM 3a0e3MedyloTh

Openn Ta BigMmiHHa pemyTaris. CaMe 3aBASKH UM TBOM KOHKYPEHTHUM IIepeBaraM, IMPOIYKIIisl MiAIPHEMCTB €
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BITI3HABAHOIO 1 3aTpeOyBaHOIO Ha PHHKAX, THM CaMHM 301TBITYIOYH MTOMHT HA MPOAYKIIIO Ta 3a0e31edyodn cTabiTpHAN
NpUOYTOK MiANPUEMCTBAM.

Ha nymxy M. Iloptepa [1], miaBHIIEHHS KOHKYPEHTOCIPOMOXKHOCTI MiAMPUEMCTBA HEOOXITHO PO3MIIAIATH K
JIOBFOCTPOKOBHH MOCTIIOBHHN MPOIIEC MONIYKY W peanizallii ynpaBIiHCHKHX PIIIeHb y BCiX cdepax HOro misibHOCTI,
3MIACHIOBaHUH TIAHOMIPHO, BIIIIOBIAHO 10 00paHOi CTpaTerii JOBIOCTPOKOBOTO PO3BHUTKY.

Ha mamy mymKy, cioco6aMu miIBUIIEHHS KOHKYPEHTOCIIPOMOYKHOCTI, SIKi He0OXiTHO BIPOBAXKYBaTH Ha
MiANPUEMCTBAX, € TaKi:

- 3py4HUII cepBic IS CIIOXKKMBava (HaIpHKJIIa[, KIIEHTOPIEHTOBAHA 1 IIBU/IKA JIOTICTHKA JOCTABKH TOBAPY 110
CIOXHBAYa);

- 3B'I30K 3 CHOKMBaueM (HaNpUKIa, BIATYKH CIOXKKMBAya; MPONO3UIIIT AJIsl COXKKBAya Yyepes3 CoLialibHI Mepexi,
EJISKTPOHHY TOLITY Ta 1o TenedoHy);

- 320X0YEHHsI IHTEepeCy CIIOKUBAYa JI0 MPOAYKIIii KOHKPETHOTO MiANPUEMCTBA Yepe3 aKIlii, CHCTEMY 3HHKOK,
cepTudikaTH, IEPCOHANBHI OJAPYHKH 10 JHSI HAPOPKEHHS Ta iH;

- CTBOPEHHSI 3py4HOI Ta HaAIHOT YIaKOBKH, sSIKa MO>Ke IIPUBEPHYTH YBary Ta 3/iaTHa 30epiraTi BIacTHBOCTI
MPOAYKIIIT;

- MOCTIiliHE BIOCKOHAICHHSI MPOAYKIIiT, 0 MiABUIIYE HOTO MPUBAOINBICTh, HAMAIWHICTh, CKOHOMIYHICTD Ta iH;

- BUKOPHMCTAaHHS JIOCBiy KOHKYPEHTIB;

- BUKOPHCTAaHHS PEKIIaMU Ta iH.

Ha mymxy O.O. dpyrosa [2], OCHOBHIMHU NUISXaMH ITiIBUIICHHS KOHKYPEHTOCIIPOMOXKHOCTI € BUBEICHHS Ha
PHHKY HOBHUX BHIB MPOJYKIiT, 3HIKSHHS [[IHX Ha TPOIYKIIil0 a00 MOCIyTH, IUPOKEe BUKOPUCTAHHS PEKIAMHUX 3aXO/IIB,
peamizamis ToBapy depe3 OiIbIIy KiBKiCTh TOPTOBHX IIPEACTAaBHUKIB Ta BIPOBAPKCHHS iHHOBamii. KepiBHUITBO
HIANPUEMCTBA IIOBMHHO MPOCTEXYBATH 3MiHH, 1110 BiIOYBAaIOTHCSI B YMOBaX rOCHOAAPIOBAHHS, 1 IPOBOIUTH PI3HOMAaHITHI
TIEPETBOPCHHS B IOJIITUIN BEJCHHS BUPOOHUIITBA Ta peamizamii ToBapiB. ChOTOIHI 3HAHHS CTAIOTh OCHOBHUM aKTHBOM
KOMIIaHii B KOHKYPEHTHiH 0OpOTHOI, OCKIIBKHM IHIII JpKepesia KOHKYPEHTHHX MepeBar (TEXHOJIOTT, BUCOKOIIPOIyKTHBHE
o0JiaiHaHHs, cucTeMa 00CIIyroByBaHHsI CHIOXKHBAUiB TOIIO) MOXYTb OyTH CKOITiHOBaHi YM NepeBeplleHi KOHKYPEHTaMH.
ToMmy came 3HAaHHS CTBOPIOIOTH CTIiMKy KOHKYypeHTHY repeBary. OCHOBOIO KOHKYpPEHTOCIHPOMOXKHOCTI € iHBeCTHMii B
mronelt Ta iHHOBamii. IIiIBHIIEHHIO KOHKYPEHTOCIIPOMOXXHOCTI CHpHSE IIIBUIIEHHS 1HBECTHIIHHOI NMPHBaOIMBOCTI
TepUTOpiii, 3pocTaHHs KBami(iKallii MpaniBHUKIB, BICOKa MOTHBALLIS 10 IHHOBaLiHHOT TiSUIHOCTI 1 TBOPYOCTI, PO3BUTOK
KpeaTHBHUX 1HIYCTpiH y MicTax.

[lincymoByioun Bce BHIE3a3HAYCHE, BApTO 3a3HAYMTH, MIO IiJIPHEMCTBAM HEOOXiTHO PETENFHO Ta y CTHCII
TEepPMiHM aHANI3yBaTH yCi YMHHUKHU 3MiH Ha pHHKY. PHHOK moTpebye HOBHX ifel Mmiaxogy IO CIOXKHBada. A AJIS IIbOTO
MoTpiOHO iIHBECTYBATH B JIIOJICBKUI KammiTall, sSIKuil Oyie He3MiHHUM aKTHBOM ITiIIPHEMCTBA.

Ha crorogminmHiii neHb, B YKpaiHi iHBECTYBaHHS B JIFOICHKHM KaIliTal € ClIabKOI0 JaHKOIO, KA CIPOBOKYyBaja
nedinur npodeciiiHux kaapis. Tomy, SKIIO MNIPHEMCTBO HACIpPaB/i MparHe OyTH KOHKYPEHTOCIPOMOXHUM, TO BOHO
MOBUHHO TPHIUIATH yBary HOBHM TEHACHISIM po3poOKM i mpocyBaHHSA TOBapiB ab0 MOCTYT, PO3BHMBATH MiIXif 10
CIIO)KMBaya Ta IHBECTYBaHHS B JIIOJCHKHMH KamiTaja. KpiM Toro, mumisixamMu IiJBHIIEHHS KOHKYPEHTOCIIPOMO>KHOCTI
MiIPUEMCTB MAIOTh CTaTH TaKi iX HANPSIMH PO3BUTKY SIK: CACTEMHHIA aHaJIi3 TisTIbHOCTI KOHKYPEHTIB Ta po3po0Ka Iutany
PO3BUTKY KOHKYPEHTOCIIPOMOXKHOCTI IiJIIPHEMCTBA; CHUCTEMHa Ta MLIBHIKA aJanTalis IiJIpHEMCTBA JO HOBHX
TEHJEHIIIH Ta MOTped CIOXKMBaya, IO JO3BOIUTH MiJIPHEMCTBY 3aiiMaTH CTabiIbHI MICISI HA PUHKY TOBApiB Ta MOCIYT i
3abe3revyBaTH IMOCTIHHMI IIONUT CIIOKMBaYya Ha CBOIO MPOJYKIIII0; HOCTIHHE TEXHOJIOTIYHE Ta IHHOBAIiHE OHOBJICHHS
MaTepiallbHUX aKTHBIB IiJIPHEMCTBA.
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I'.A. ApTI0X, CTYyACHTKA
Yuueepcumem umenu Anvgppeoa Hobens, 2. /[nunpo, Ykpauna
HEOBBIYHBIE 1 MAJIOBIOJKETHBIE METOAbI TPUBJIEYEHUSA KJIMEHTOB
TpaauuoHHBIE MapKETHHIOBBIE HHCTPYMEHTHI BO3ACIHCTBHS HA MIOKYaTeIel TEePSIOT CBOIO A (HEeKTUBHOCTD B
peasbHOM BpEeMEHH. Y YUTHIBAs JOMHUHUPOBAHUE JOKTPUHBI MapKETHHIa B3aMMOOTHOIIEHHUH, po0iieMa ¢
3 ()EKTUBHOCTBIO PEKJIAMBI SIBISIETCS CEPHE3HON. JTO CBA3AHO C TEM, UTO JUIS YCTAHOBIICHUS IIPUBUIIETHPOBAHHBIX
OTHOIIECHHUH C KIIMEHTOM TpeOYIOTCS pa3HbIE MOIXO0/IbI K IPOBEICHUIO PEKJIAMHOM KammaHuu. [lapTusanckuii MapKkeTuHr
— MaJIOOIOKETHBIE CIIOCOOBI MApKETHHTA M PEKJIAMBI, KOTOPBIE TI03BOIITIOT 3((EeKTHBHO IPOIBUTATH CBOM TOBap MIIH
yCIIyry, HOMOTaIOT CAeaTh OpeHy 0ojee y3HaBaeMbIM, a TAK)KE MPHUBJIEKAIOT HOBBIX KIMEHTOB U YBEJINUUBAIOT
npHuObLTh, O3 BKIama nerer. Tepmun Guerilla Marketing 8 mapketurTOBBII JTekcnkoH BBen JIxkeit Konpan JIeBUHCOH,
HAaIMCcaB HECKOJIBKO KHHT O NMapTH3aHCKOM MapkeTHHTe B 1984 rony. OCHOBHBIM OTJIMYHEM MapTH3aHCKOTO
MapKeTHHTa OT OOBIYHOTO €CTh TO, YTO B IIEPBYIO MPAKTHKY BXOJAT ACIICBHIC M HEOOBIYHBIE METOIBI IPUBJICUCHUS
KJIMEHTOB U LIENBIO SBJISIETCS TOTPEOUTEND, B TO BPEMS KaK METOI0M
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BTOPOI1 SIBJISIETCS TO3UIIMOHUPOBaHKE, (OpMHUPOBaHKE B FOJIOBAX MOTPEOUTENSI COOCTBEHHOM pEIyTalluH, UIMUJDKA
KOMITaHHH, KOTOpast IPOJaeT TOBApP, y KOTOPOTO HET KOHKYPEHTOB.

OTOT BU MapKeTHHTa XOPOIIO MOAXOIUT JJIs CTapTaIloB U CPEAHUX KOMITaHUH ¢ HEOOIBIIUMHU

3aTpaTamMu. ECTh HECKOJIBKO pa3HOBUIHOCTEN NapTU3aHCKOI0 MapKeTuHra [1]:

1. BupycHbIi MapKeTHHT — 9TO-HHOY(b, YTO MOXKET 3aBHUPYCHTHCSI B MHTEPHETE.

2. He3a0ObIBaeMblil dMaTax — MPOBOKALMOHHBIE MEPOIIPHSTHS, HalIpaBJICHHbIC Ha BBI30B HHTEpEca y
MOTEHIIMAIBHOTO ITOKYIaTes.

3. Life Placement - BnusiHre Ha NOACO3HAHKE MMOTEHIHAIBLHOTO IIOTPEOUTEIIS TOCPEICTBOM ITOICTABHBIX JIHILL,
KOTOPBIE YK€ IPHUOOPENH NPOLyKIUIO U TOBOJIBHEI €10, @ TAKXKE IPOMOYTEPOB.

4. Ambient MapKeTHHT — HallpaBJIeHHE B MAapKETHHTE, KOTOPOE MPE/IoJiaraeT UCI0Ib30BaHNUE OKPYIKArOIeH
CpelIbl ¥ OIPE/ICTICHHBIX €€ 3JIEMEHTOB B KaUeCTBE PEKIaAMHOT0 KaHaa.

5. ®pI0KH MapKETHHT - MPUOBUILHOE ISt 00EUX CTOPOH COTPYAHMYECTBO M (hopMHUpOBaHUE 00IIEH cTpaTeruu
peKIaMHON pabOTHl M pabOTHI 10 MPUBJICYCHHIO HOBBIX KIIMEHTOB [2].

CexpeTHbI MapKETUHT JIOJDKEH ObITh He3aMETHBIM, B OTJIMUUE OT TPAaJULIMOHHO pekiaMbl. B naeane
MOTPEOUTENH HE JOJDKEH J1aKe IIOHUMATh, YTO Ha HETO TOBJIMSUIO TO, YTO MOOYAMIIO €ro COBEPIINTh NEHCTBHE.
BosneiicTBue Ha moTpebuTeneit IpoOU3BOAUTCS JIOKAIBHO, B CBSI3M ¢ 4eM KOHKYPEHTaM TPYAHO OTCIEIUTh U IIOBTOPHUTH
ero. [Ipu aToM 3ppexT mosmydaercst OBICTPHIM M KPaTKOCPOUHBIM. HeocTaTouHO MPOCTO TOHECTH 10 TTOTPEOHTEIS
nHpopManuIo napTU3aHCKUMK MeTojaMu. HeoO0XoanMo BbI3BaTh y YeIOBEKa SIPKUE, 3alIOMUHAIOIINECS DMOLIUHU U
ourymmeHus. OH JIOJDKEH C/ieNaTh BBIOOD B 1MOJIb3Y MPOYyKTa WM OpeH/sia, Tak CKa3aTb, Ul ce0sl, He OUIyIIasi HUKaKOTo
BHEIITHETO JIaBJICHUS.

B mocnennee BpeMs NpHEMBI W METOIBI CKPBITOTO MAapKETHHIA HCIIONB3YIOTCS BCE 4alle, a YOIopHas
TpaIUIMOHHAs peKIaMa — BCe peke. DTOT BUA MAPKETHHIa HEOHOKPATHO AOKA3al CBOIO PEe3yJIbTaTUBHOCTD, U IOTOMY
aKTHBHO NPUMEHSETCS] KOMITAHMSIMU Pa3IYHOTO YPOBHS: OT HAYMHAIOMIMX 10 MEXIyHapoAHelx. Ho Bce ke crout
MOHMMAaTh, YTO HE HY)KHO 3aUTPHIBATHCS C JJAHHBIM CIIOCOOOM PEKJIaMbl, TOCKOJIBbKY OH BCE K€ SIBJISIETCSI JOTIOJIHEHUEM K
OCHOBHBIM METO/1aM MapKETHHIa.
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1.Ilepedyens pa3HOBUAHOCTEH mapTu3zaHckoro mapkerudra URL:
https://sendpulse.ua/ru/support/glossary/guerrilla-marketing

2. Jlokanuzanus cekpernoro mapkerunra URL: https://www.insales.ru/blogs/university/partizanskiy-

marketing Hayunwiii pykosooumens: B.H. [lleguenxo, kano. 2oc. ynp., 00y.

IO0.B. Apuedamena, cTyIeHTKa
Yuieepcumem imeni Anvgppeda Hobens , m. /Ininpo , Yxpaina
HAITPSIMKHA TA ITPOBJIEMH PO3BUTKY CYYACHOI'O KOHTPOJIIO MAPKETHUHI'Y
KonTposb K i3 GyHKIIH yrpaBimiHHSI BUPOOHUYIO-KOMEPIIIHHOT AiSUIBHICTIO MIIIPUEMCTBA 3aliMae y MapKeTHHTY
nomiTHe Mictie. Hacammepen e hopma 1isecnpsMOBaHOTO BILUTUBY HA KOJEKTHB MiANMPUEMCTBA, CHCTEMATHIHE
CIIOCTEPEXEHHS 32 JISUTbHICTIO MiANPUEMCTBA, @ TAKOX MOPIBHAHHS (PaKTUYHUX PE3yJIbTaTiB AiSIIBHOCTI i3
3arutaHOBaHMMH. KiHIIEeBHI pe3yIbTaT KOHTPOJIO — BUPOOJICHHS KOPUTYBaJIbHUX BIUIMBIB Ha KEpOBaHi ()aKTOpH Ta
peKOMeHAaIlii 010 TPUCTOCYBAHHS AiSIIBHOCTI MiAIPHEMCTBA 10 HEKOHTPOIboBaHUX (pakTopis [1]. KorTpois
MapKeTHHTY € TNIMOOKOI0 aHAJITHYHOI0 POOO0TOI0, Y pe3yJIbTaTi SIKOi aJMiHiCTpallis MiINPHEMCTBA IT030aBISIETHCS
Hee(heKTMBHUX METOJIIB yIIPaBIiHHSI MAapKETHHIOM 1 IIIyKa€e HOBI, BIAMOBIHI YMOBaM BHXXMBAHHS ITiIIPHEMCTBA,
METOAM 1 1HCTPYMEHTH Ha KOHTPOJIbOBaHI YMHHUKH Ta aJIaNTalii 70 HEKEPOBAHNX YHHHHUKIB BHYTPILITHBOTO 1 10
30BHIIIHBOTO CEPEOBHUINA.

OcHOBHiI 00'€KTH KOHTPOJIO — Il O0CAT MpoAaxy, po3Mipu HpHUOYTKiB Ta 30MTKIB, peakilis MOKYIIB Ha
3alpOIIOHOBAHI MiJNPUEMCTBOM HOBI TOBAapH Ta MOCIYTH, BIANOBIJHICTh 3aIUIAHOBAaHMX Ta PEAIbHUX PE3YJIbTaTiB
BHPOOHUYO-KOMEPIIHHOT MisSUTBHOCTI. 3aBHaHHAMH Ta IIJSAMH KOHTPOJIIO MAapKETHHTY €: BCTAaHOBJCHHS CTYIICHS
JIOCSITHEHHSI METH (aHaJi3 BIAXWJICHB); BUSABJICHHS MOXKIMBOCTEH MOKpAIIeHHS (3BOPOTHHUH 3B’S30K); IEpeBipKa TOro,
HaCKUTbKH TPUCTOCOBAHICTD IMIAMPUEMCTBA O 3MiH YMOB JOBKIUIA BiJMOBiAa€ TOTPiOHIN. 3HAYEHHS KOHTPOIIO
MapKeTHHTY 3pOCTaE 31 30UIBIICHHSM TUHAMIYHOCTI CEpeIOBUINA, BEJIMYUHH HIINPUEMCTBA, PiBHS PO3NOUTY npaui. Mu



Oynemo po3risiaTH ABi (POPMHU KOHTPOIIIO — KOHTPOJIb PE3YJIbTATIB Ta MAPKETHUHI -2y TUT.

Cucrema KOHTPOJIIO y MapKETHHTY 00’ €IHy€ HOro pi3HOMaHITHI BUIH, caMe:

1. KoHTpOb HaJl BUKOHAHHSM ILJIaHIB;

2. KoHTpOJb peHTabe pHOCTI;

3. PeBizito mapkeTuHry [2].

IIpolec MapKETHHIOBOTO KOHTPOIIIO € CKJIaJI0BOIO 3arajibHOi CHCTEMH YIPABIiHHSA MapKeTHHIoM. oro 3apxiu
MepeayoTh MapKETHHTOBE IDIAHYBaHHA Ta O€3IOCEpeHBO peaji3amiss MapKeTHHroBHX 3axoniB. CaMm KOHTPOJIb
MapKeTHHTYy mependavyae HEOOXiJHICTh OOIPYHTYBaHHs IUIAHOBUX ITOKA3HHKIB, ()aKTUYHO IOCSTHYTE 3HAYCHHS SKHX
Oyze B3s1TO Ha KOHTpOIb. lami ciig 6e3mocepeHpo (ikcarlis, BAMIpIOBaHHS Ta TOKYMEHTYBaHHS (PAKTUYHUX pPE3yIIbTATiB
JisutbHOCTI (ipMmu (00cAriB 30yTy, BUPYUYKH BiJ peajii3auii, 4ucia HOBHX KI€HTIB Ta iH.). [licnsa BuMmipy ¢daxTraHmX
Pe3yIbTATIB AiSTIBHOCTI MPOBAANUTRCS 1X MOPIBHAHHS 3 HOpMaMH paHille BCTAHOBJICHUX IUIaHIB.

MapkeTHHIoBHii KOHTPOJI> Ma€ BCCOCAKHHIA XapaKTep Ta BUCTYIAE MEXaHI3MOM /ISl YHHKHCHHA 200 TMOI0aHHS
aucOanaHcy Mixk HOTpebaMy CIIOKMBaUiB Ta MOXKIIMBOCTAMHU MinpreMcTBa. [IpakTuka 3aiicCHeHHS MexaH13My KOHTPOJIIO
MapKeTHHTY Ha PHUHKY YKpaiHM ITOKa3ye MeBHI TPY/JHOIL HOT0 BUKOHAHHS Yepe3 HeIOCTaTHICTh TOCTOBIPHOT
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Ta 00'€KTHBHO] iH(bopMaui'l' BIJICYTHICTb €IMHUX KPUTEPIIB T4 METOAIB OLIHKK EKOHOMIYHOI CHTYaIlil, HasIBHOCTI
eNIeMEHTIB KOPYILII y BIaJHUX AEPKaBHHUX CTPYKTypax Ta TIJIOBHX KOJaX.

Takum 9HHOM, MAPKETHHIOBHIi KOHTPOITb € JIMCHUM 1HCTPYMEHTOM MiJIBUIIEHHS e€(EeKTUBHOCTI MapKeTHHIOBOT
Ta MANPUEMHULBKOI TisIbHOCTI (Qipmu. [Ipu3HaYeHHS MapKeTHHIOBOIO KOHTPOIIO — Lie OTpUMaHHA iHdopmaii mpo
3aKOHOMIPHOCTI Ta OCOOJIMBOCTI PO3BUTKY PHHKY, Ta BIIIOBIAHICTH NisSUILHOCTI KOMMaHIi 3aluTaM CHoXKHuBadviB. Bin
MTOBWHEH TMOLIMPIOBATHCA HE TUTPKM HAa €KOHOMIiKO-(DiHAHCOBI [aHi, a # Ha OIIHKY SKICHUX MOKAa3HHKIB poOOTH Ta ii
KOHKYPEHTHHX MO3HLIH, Ha AaHi, 10 GopMyIoThCs mo3a camoro GipMoro, Y T HAaBKOJIMIIHBOMY CEpeIOBHUILI
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K.C. BaGeHKo, cTyAeHT
Yuieepcumem imeni Anvgppeoa Hooens, m. /Ininpo, Yxpaina
OCHOBHI ITPUHIIATIA ®OPMYBAHHS CTPATEI'TI MAPKETHHI'Y B KOMITAHII
CyyacHa KOHILIETILSl CTPATEeriyHOr0 MapKETHHI'Y BUHUKAE HA CTUKY JIBOX TEOPil - BHYTPIIHFO()IPMOBOT0 YIpPaBIiHHA
BHPOOHHIITBOM (MEHEKMEHTY) Ta TEOPil MapKETHHTY .

O. KOTnep PO3TIISIIAE CTPATETIYHNH MapKETHHT y paMKax BHOOpPY LIHHOCTI, a caMe: CerMeHTallisl pUHKY; BHOIp
PHHKY; HO3I/ILI10HyBaHH$I B cBoto uepry, KOMIUIEKC TAKTHYHOTO MAapKETHHIY BKIOYAE OesrocepeHbO: 3a0e3MeUeHHs
[IHHOCTI; ITepenagy lH(bOpMaLIll PO WiHHICTH [1].

BaxnuBicTh cTpaTeriyHOrO MapKeTHHTY BaXKKO IEpeoliHUTH. Ha pHHKY Bce 3MIHIOETBCS MIOAHS, 1 JMIIe
Cy4YacHHMH 1HCTPYMEHT 3JIaTHUII MpaIfoBaTh 3a Takux yMoB. CTpaTeris isuIbHOCTI MiAPUEMCTBA — L€ TIJIaH YIPaBIiHHS
MiAPUEMCTBOM, CIPSIMOBAaHMN Ha 3MIIHEHHS WOTO MO3MIII HA PHHKY, Ha 33J0BOJICHHS IOTPEO CIIOKUBAdiB Ta
JIOCATHEHHS TOCTaBieHHUX Muiei. Crpareris MapKeTHHTY, SK YaCTHHA CTPATerii JisUTbHOCTI MiANPUEMCTBA — II€
palioHanbHa, JIOTIYHAa TOOYI0Ba, KEPYIOUNUCHh SKOIO IIIPUEMCTBO XOYe BHPIIIUTH CBOi MapKEeTHHTOBi 3agadi. BoHa
BKJIIOYA€ B ce0e KOHKPETHI CTparerii 110 HiJIbOBUM pHHKaM, KOMILIEKCY MAPKETHHIY Ta BUTPATaM Ha MApKCTHHT.

Crpareriuto opieHTOBaHe HiI[HpI/ICMCTBO - 1e Hl}IHpI/ICMCTBO JIe CTpaTeriyHe MUCIEHHS € OCHOBHOIO,
NPUHIUIIOBOI0 HACTAHOBOIO B MiSIIBHOCTI nepcoHay MAPUEMCTBA 1 HacamIepe]] BHILOTO KeplBHHuTBa Jie icHye
(opmyeTbest) cucTemMa CTpaTEriuHOTrO YIPaBIiHHS; 3aCTOCOBY€ETHCS pauloHanLHI/m npotec CTpaTerquoro IUIaHyBaHHS,
SIKHH J1a€ 3MOTy PO3pOOIISTH Ta BUKOPUCTOBYBATH 1HTerp013aHy cucTemy CTpaTerquI/Ix TUIaHIB, 1 HOTOYHA, TOBCSIKACHHA
JSUTbHICTD TINOPSIKOBAHA JIOCATHEHHIO CTPATEriyHUX OpieHTUpiB. Take miJNpHeEMCTBO Ma€ JOCHThH CYTTEBI IepeBart
MOPiBHSHO 3 <<HeCTpaTerquHMH opraHiaauiﬂMI/I» [2].

KoHuemnisi cTpaTerivHoro yrpasiiHHs JISKUTh B OCHOBI CTPATEri4HOrO MHCIIEHHS 1 3HAXOJIUTh BHpa3 y xapaKTepHHx
pucax ii 3actocyBanHs [3].

MapkeTrHroBe cTpaTteriuHe IIaHyBaHHs — 11€ YIPaBIIHCbKHI IIPOIIEC CTBOPEHHS Ta MiATPUMYBaHHS
BIZINOBITHOCTI MK IIJISIMU i IIPUEMCTBA, HOTO MOTEHIIHHUMH MOXITMBOCTSIMH Ta IIaHCaMu y cepi MapKeTHHry [2].
CrparterigyHuii maaH CTBOPIOETHCS ISl TOTO, 100 JOITOMOTTH KOMITaHii BAKOPUCTOBYBATH y CBOiX iHTEpecax
MOXKJIMBOCTI B CEPEAOBHILI, 1110 MOCTIHHO 3MiHIOEThCS. Le mporiec ycraHOBIEHHS i 30epekeHHs CTpaTeriyHOol
BIAMTOBIAHOCTI MK IIJIIMU ¥ MOXJIMBOCTSIMHU KOMIIaHii, 3 OHOTO OOKY, 1 3 1HIIOTO — MOXJIMBOCTSIMH PUHKY, IO
MOCTIHHO 3MiHIOIOTHCS.

CrpateriyHuil MapKEeTHHT TPYHTY€ETHCS Ha pe3yibTaTax aHalizy moTped ¢ismunux ocib i opranizamiil. 3 mormsmy
MapKeTHHTY IOKYIIellb HE CTUIBKH Ma€e MoTpedy B TOBapi, CKUIBKM 0a)kae BUPIMINTH MpoOIeMy, 110 MOXe 3a0e3eUnTH
ToBap. PimeHHs Moke OyTH 3HaiiieHe 3a JIOTMIOMOTOI0 DPI3HHMX TEXHOJOTIH, sKi 3MiHIOIOThCA. Poib cTparerigHoro
MapKeTHHTy — IPOCTE)XYBAaTH EBOJIIOLI0O IIEBHOIO PHUHKY Ta BUSBIISTH pPi3HI icCHyrodi abo NMOTEHUIHHI pUHKH, iXHI
CEerMEeHTH Ha OCHOBI aHaITi3y moTped, siKi Oy IyTh 32/I0BOJICHI.

CrpareriuHmii MApKETHHT € CKIaJ0BO0 MapKETHHIOBOTO Ta CTPATEriuHOro MeHe/uKMeHTy dipmu. Moro ocHoBHa
MeTa TOJISATaE B PO3poOIi MapKETHHTOBOI CTpaTerii JUisl AOCATHEHHS MapKeTHMHIOBHX MiJied (ipMH 3 ypaxyBaHHSIM
PHHKOBHX BUMOT Ta MOXKJIMBOCTEH (BipMH.

Po3poOka crparerii MapKeTHHTY PpO3IOYMHAETHCS 3 aHajli3y Ta IPOrHO3Y 30BHIIIHBOTO CEPEAOBHIIA



i IPUEMCTBA Ta OI[IHKK HOTO BHYTPIITHIX MOXIHBOCTeH. Ha OCHOBI IpOBEICHOTO aHalli3y OOTPYHTOBYETHCS 30BHIIIHIN
Ta BHYTpILIHIN MOTEHLIa) YCIiXy MiANpHeEMCTBa. BHyTpilIHii NOTeHIian ycriXy Mo>Ke BU3HAYaTUCh SIK CHJIa 1 CIadKicTh
MiANPUEMCTBA. 30BHINIHIN MOTEHIIA) BU3HAYAETHCS MOXKIUBOCTSIMH Ta PU3UKAMHU, SKI MICTHTh B COOlI KOHKYPCHTHE
cepenoBuiie mianpuemMcTBa. Jlyis BUSABICHHS (DAKTOPIB YCIHiXy BHUKOPHUCTOBYIOTH Pi3HI aHANITHYHI METOIH, IO
JI03BOJISIFOTH BU3HAYUTH PEaNIbHI MO3ULIT MIANPUEMCTBA B KOHKYPEHTHOMY CEPEOBHILL.

OmnepamniifHuit MapKeTHHT 0a3yeThCs HAa TAKMX YNHHHKAX, 5K I[iHA, CUCTeMa 30yTy, pekjlaMa i IpoCcyBaHHS TOBapy,
y TOH Yac SIK CTpaTeriyHuii MapKeTHHI CIPSIMOBAaHWH Ha BHOIp TOBapHUX DUHKIB, Y SKMX (DipMa Mae KOHKYPEHTHY
TiepeBary, i Ha IMporHo3 3arajlbHOTO MOTATY HA KOXKHOMY i3 IIJThOBUX PHHKIB. BUX0I9H 13 IIHOTO MIPOTHO3Y, OIepariiHIi
MapKeTHHT po3po0IIsi€ 3aX011 3 3aBOIOBAHHS YaCTKH PUHKY [4].

OTxe, CTpaTeriuHuil MapKeTHHT XapaKTePU3Y€EThCS PO3POOKOI0 0araTOIUIAHOBHUX IPOEKTIB, AKi MICTATH B c00i
MOCTAHOBKY IIlJIeH MapKeTHHIY 1 MiANPUEMCTBA, BU3HAYEHHS OCHOBHUX PHHKIB, Ha SKUX JOUUIBHO JiSTH, TIOKPAIICHHS
pecypcHOro 3a0e3MeUeHHs, PO3BUTOK 3B S3KiB MIIIIPHEMCTBA B OTOUYIOUOMY HOTO CepeIOBHIII.
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®AKTOPH BILUIUBY HA KOHKYPEHTOCITPOMOXXHICTh ITPOAYKIIII POCJIMHHUIITBA

dopMyBaHHSI KOHKYPEHTOCIIPOMOXHHUX ClJIbCHKOTOCHOAAPCHKOTO TOBAPOBUPOOHHKA IPYHTYETHCS HA YTBOPEHHI yYMOB
JUIs oro po3BUTKY. OJTHUM 13 OCHOBHHUX (haKTOpiB, IO OE3MMOCEPEHBO BIUIMBAE HA KOHKYPEHTOCIIPOM 0XKHICTh
CLIBCHKOTOCTIOIAPCHKHX IMIAPUEMCTB € BUPOOHUIITBO KOHKYPEHTOCIPOMOKHOT mpoaykuii [1,c.132] [lo ocHOBHUX
(hakTOpiB KOHKYPEHTOCTIPOMOKHOCTI IIPOIYKIIii POCIMHHUITBA BiAHOCATH HACTYTIHI: IPUPOAHI (KIIiMaT, TPYHT),
OpraHizamiifHO-eKOHOMIYHI (TepUTOpiajibHa OpraHi3allis BUPOOHUIITBA, CIIeIliai3allis, KOHIICHTpPAIlis), TEXHOJIOTI4HI
(copTtH, cuCTeMH 3aXUCTY, TEXHOJIOTi1 BUPOOHHUIITBA) Ta MAPKETHHIOBI (30epiraHHs, TpaHCTIOPTYBAaHHS, peaizallis,
NpoCyBaHHsI). 3BICHO 1Iel PO3IO/LI € JIeNIO 3BY)KEHHM, OUIBIIICTh aBTOPIB MOALIAIOTH (JaKTOPH Ha BHYTPILIHI 1
30BHIMHI. BHYyTpimHI pakTopy, mo GopMyroThes 6e3mocepeTHRO Ha i JIPHUEMCTBI i 30BHIMIHI ()aKTOPH Ha
perioHabHOMY, Tally3eBOMY Ta 3arajbHOJIEP)KaBHOMY PiBHSIX.

Jo BHyTpimHIX ()aKTOpiB BIAHOCATH: MPUPOTHO-KIIMATHYHI YMOBH;, IHHOBAaIlifHa MisUTBHICTH 1 TEXHOIOTIi
BUPOOHMIITBA TPOAYKIIIi; KBani(biKaui;l nepcoHany Ta piBeHI:. fioro MotuBalii; piBeHb iHBeCTyBaHHH TEXHOJIOTiH;
e(EeKTUBHICT CHCTEMH KOHTpOJ'IlHFy, MaTeplaJ'IBHO TexHiuHe 1 (iHaHCOBE 3a0e3redeHHs nmaneMCTBa o0csru
BUPOOHMIITBA MPOAYKIIiT, criemiamizaris i po3M1p MANPUEMCTBA; MAPKETHHIOBA JIISUIbHICTh HA Hl}:[HpI/IGMCTBl 30BHILIHI
(akTopu BKIIOYAIOTH HACTYIHI CKJIAJOBi: PIBEHb IJIATOCHPOMOKHOTO IIOIMTY CIIOKMBAYiB; pPIBEHb MiITPUMKH
BITUM3HIHUX TOBAPOBUPOOHMKIB; IHBECTHIIfiHA MOJITHKA JAep)kaBH; (iHAHCOBA, MOJATKOBA, KPEIWUTHA MOJITHKA
JiepKaBH; HAYKOBO-TEXHIYHUH MOTEHIliAN Taly3i; iHGOPMOBAHICTh PO PUHKOBY KOH IOHKTYPY; MaTepialbHO-TEXHITHE
Ta (pinaHcoBe 3a0e3neyeHHs MiANPUEMCTB raiy3i; piBeHb 3a0e3neueHHs J00puBaMH.

Haii6inpm BaxmmBuMHU (paKTOpaMy BIUIMBY Ha KOHKYPEHTOCHPOMOKHICTh MPOJYKIIT POCIMHHUITBA € (PaKTOpH
JI0 SIKHX BIJIHOCSTBCS LIIHOYTBOPEHHS, (DiHAHCYBAHHSI, CTUMYJIFOBAHHSI IOMUTY HACEJICHHS Ha MPOAYKIIiI0, KPEIUTYBaHHS,
€KCTIOPT MPOJIYKIIii TOIIO.

BigHocHO mpoayKiii arpapHOTo CEKTOPY Ba)JIMBUM MOKA3HUKOM I KOHKYPEHTOCIHPOMOXKHOCTI CIIiJl PO3IIISIaTH
ii skicTh. lleff acmekT KOHKYPEHTOCIPOMOXHOCTI HaOyBae Bce OUIBIIOT BaroMOCTi 3aBISKH PO3BHTKY OPTaHIYHOTO
3eMJIEpOOCTBA, L0 JI03BOJISIE BUPOIYBAaTH €KOJIOTIYHO YHUCTY CLIbCHKOTOCIOAAPChKY Npoaykiito [2, c. 102].

KoHKypeHTOCIIPOMOJKHICTh BKJIIOYa€ Ti (PaKTOPH SIKOCTI, SIKi IiKaBi JUIA CIIOXKMBa4Ya TOBAapy 1 3a/I0BOJILHSIOTH
MeBHI MOTpeON KOHKPETHOI MoTpedn. SKicHMIA ToBap MOke OyTH MEHII KOHKYPEHTOCIPOMOXKHUM, 32 YMOBH IO HOTO
IiHa MiBHUINMIACS 32 PaXyHOK HaJlaHHS HOMY THX IapaMeTpiB, siKi He OepyThCs 0 yBaru mijx 4ac MpUHHATTS pilICHHS
Ipo MPHUAOAHHSI OCHOBHOIO TPpyMoro croxuBadiB [3, ¢.20]. OTxe, AKicTh € 6a3MCOM KOHKYPEHTOCIIPOMOYKHOCTI 1 JIUIIe
IIPU 32 HHU3bKOI KYIIBEJIHHOI CIPOMOXKHOCTI HESKICHI TOBApH MOXYTh OYTH KOHKYpPEHTOCHPOMOKHMMH. OCHOBOIO
MiABUIEHHS KOHKYPEHTOCTIPOMOKHOCTI MPOIYKIii POCIMHHHUITBA OyAyTh BHUCTyHaTH (DaKTOPH JEPKABHOTO PiBHS
YIPAaBJIiHHS, TaK K BOHM BU3HAYAIOTh PiBEHb KYIIBEJIBHOI CIIPOMOXKHOCTI CIIO)KHBAUiB, a OTXKE 1 IX HOMHT.

Cnncoxk BUKOPHCTAHMX JKepes

1. €pmaxos O.10., €caynos B.A. KOHKypeHTOCTIPOMOXKHICTh CITBCHBKOTOCTIOAAPCHKUX MiAMIPUEMCTB HA PUHKY
nponykuii pociuHHNANTBA. Haykosuti éicnux HYbBIll Yipainu. 2016. Ne 247. C. 130-141.

2. lanbko 1O. 1., Open A. M CyvacHi HanpsiMK1 3a0e31e4eHHS] KOHKYPEHTOCIIPOMOKHOCTI arpapHoi NpoIyKIii
Yxpaiuu. Yrpaincokuu scypran npuriaonoi exonomiku. 2019. Tom 4. Ne 3. C. 98-105.

3. MiceBua M. A., Xonakiscekuii B. M., Lluranenko I'. B. E¢exTnBHICTE BUPOOHUIITBA KOHKYPEHTOCIPOMOKHOT
MPOAYKIII Y BUCOKOTOBAPHUX CITHCHKOTOCIIOAAPCHKUX MianpreMcTBax JKuromupcebkoi obmacti. Arpocsit. 2018. Ne3, c.
19-24.

Hayrosuii kepienux: E.B. Ilaxyua, kano. ekon. Hayk, 0oy.

B. Ba0iy, ctynenTka
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CYYACHI PEKJIAMHI TPEH/IU, 11O ITOB’SI3AHI 3 HATYPAJIBHICTIO TA 3/10POB’SIM
[ixmyBaTucst npo cBOE 310poB’s OyJi0 NOTpiOHO 3aBxau. Jlikapi, 6aTbKU MPHUBYAIN HAC JIO NPABUIBHOTO BiTHOIICHHS
JI0 CBOTO OpraHi3My, HaBYalll Hac PO3yMITH peakiii CBOTo Tijia, aje 3apas3 Lie cTajo TpeHaoM. 3a nannmu «Google
trendsy» mik momyssipHOCTI TpeHy OyB B kKBiTHI 2020 poKYy, Mi3HIIIE KpUBa Ccragac. 3BEPHEMOCS 10 MEIHMIHOL
cTaTUCTHKH 32 mepion 3 2019-2021pp:

62,4% - mpoxomaTe 00CTEKEHHS KOKHOTO pOKyY (HOBHUI check-up opranizmy);
34,9%- He npoxoaaTh 0OCTEKEHHs Ta HE BBAXKAIOTH 11 32 TTOTPIOHNM;
28,6% He LiKaBJIATHCS MUTAaHHSAM 3I0POBOTO CTHIIIO JKUTTS, TOMY 1110 BBAXKAaTh ceOe 3J0POBHMU;
16,6% - B>xe BUBUAIOTH MaTepialli 3 LOTO MUTAHHS;
Crexartsb 3a cBOiM 3710poB’siM y Binli 40 pokiB 68,5% xiHOK Ta 56,6% 400BIKIB. [4]
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Brnorepu (cygacui 3MI) mouanu npormaryBaTy NeBHI 3BHYKH, HAIPUKJIIA, CKIISTHKA BOAM 3paHKY. 3MOPOBHH CIIOCiO
KHUTTS — 1e He Juie (izuka, 1e i 1e npo ICUXOoJIoTiyHe Ta NCUXiuHe 310poB’s. Ha jxaie MU ’KHMBEMO y 4ac KOJIM BCe
3MIiHIO€THCS KOJKHOI MHUTTSI, CTa0ITbHICTD, IKa BUKJIMKA€E EMOIIiI0 3aXUIIEHOCTI, BicyTHs. OpraHi3M B OCTIHHOMY cTpeci,
TOMY Taky IMOIYJISIPHICTH 3apa3 HaOMPalOTb MEAWTALIl, PITPITH, AYXOBHI NPAKTUKU — BCE Te, IO JO3BOJE TPIILKU
BIZIBOJIIKTHCS BiJI IIAJIEHOTO MTOTOKY TYMOK TaK 3yIIMHUTHUCS.

Bin Tenep roloBHUMH MECCEHPKaMHU B PEKJIaMi € : 30€perTu CBOE KUTTS, IPOIOBXKUTH MOJIOAICTb, I IBUIIUTH
PO3yMOBY aKTHBHICTb, CTATH OLJIBII TPOLYKTUBHUM Yepe3 310pOBUil 00pa3 KUTTA

Tpenn 310poBoro 06pasy JKUTTS MEPEIUTITAETHCS 3 HATYypallbHICTh, TOMY YacTO 3yCTPIYalOThCSA TaKi MOETXHAHHS
SK: MOJIOKO BiJl pepMepa, eKOTPOAYKTH, IPOLYKTH 3 BIIaCHOI (hepMu. BUKOPHCTOBYIOTh y PEKIIAMHHUX KOMITaHISIX TBAPHH,
II0 IEMOHCTPY€E HaTypalbHICTh.

MapkeToJoru 3po3yMian 001 Ta movanu gisTi. GapManeBTHYHI Ta HE TUTBKHA KOMITaHii TOYaTH BUPOOIATH Oaau
(xapuoBi 100aBKH 10 3BHYANHOTO paiioHy. BoHHM momoMararoTh 30araTUTH OpraHi3M MOTPIOHUMH MiHepajiaMu Ta
MIKpOeJIeMeHTaMH), CHpOIHU , TablIeTKh — sAKi HadeOTO, HOMAIOTH CHEPTil0 Ta MIATPUMYIOTh aKTHUBHICTh. Hampukman
kommaniss «Dualife», B Hill BU 3HaiimeTe Oe3iiu MIryJOK Mix KOKeH CBid 3amut. [1o3uiioHyIOTh cebe sIK TOBapu ¢
HaTypaJIbHUM Ta HpI/IpO,Z[HlM cKiaaoM. [3]

[Movanu Bl}leI/IBaTI/ICﬂ MarasuHy 3 npoaykramu 0e3 'MO, mpuBe3eHHX 3i creriajgbHuX (epM uYu calis.
Hanpuxnan, « Monoko Big ®epmepar, «Exodepmar, « ExonaBkay. BoHH 3aBX1M KOIITYIOTh JOPOXKYE, CITUCYIOTh 1I€ Ha
SKICTh Ta HATypaJIbHICTh MpoxyKii [1]

3’ABISAE€THCS BEMUKUI BHOIp I[yKEePOK, TACTHIIN, OATOHYMKIB 3 KOPUCHUX MPpoayKTiB. Hanpukian, «Sunfilly,
«Macno Tom» , «PaBmux Bo6».[2]

OTxe, TpeH] Ha 3I0pOBHI 00pa3 XUTTA — IIe 100pe, ale MOTPiOHO OUMBII AeTanbHIMe po30upaTUCs MOTPiOeH
BAIlIOMY OpraHi3My Iied IPOIYKT, Y¥ BH MPOCTO MOTPAIMIM Ha radyoK Mo eciiHUX MapKETOJIOTIB, SIKi BYACHO 3aITyCTHIH
peKIIaMHI KaMITaHisIX

Cnucoxk BUKOPUCTAHUX JKepeJt:
1. Monoxko Bix ¢pepmepa [Enekrpornmii pecypc]. — Pexxum goctymy: https://molokoferma.com.ua
2. Sunfill [Enexrponnuii pecypc]. — Pexxum noctyny:https://sunfill.ua/
3. My Duolife [Enexrponnuii pecypc]. — Pexxum poctymy: https://myduolife.com
4. Google Trends [Enexrponnnii pecypc]. — Pexxum noctymy:
https://trends.google.ru/trends/explore?date=today%205-y&geo=UA &q=30XK
Hayxosuii kepienux: T.C. Miwycmina, kKano. eKou. HayK., 00Y.

J.A. BaGiueB, cTyIeHT
Yuieepcumem imeni Anvgppeoa Hooensn, m. /[ninpo, Yxpaina
MAPKETUHIOBA TEUMI®DIKAILIISA: MAPKET-KBECT

CydacHuii pUHOK KOHKYDEHI[1 OpeHIIB Ta IHTepHEeT-Mara3uHiB Jieaii OUIbIle Haraaye roHKY i3 3aBOIOBAHHS
kocmocy. Ilo Timpkn Mu He poOMMO MapKETOJOTH, MO0 MiTHATH KOHBEPCIIO CAMTIB i 3MYCHTH CIIOKHMBada OLTbIIE
KyIyBaTH.

OcTaHHIM 4acOM BCe YaCTillle 3yCTPivaeThesi HOBUIl IHCTPYMEHT PHHKY b2c-MapKeTHHTY. Moro nodany akTBHO
BUKOPHCTOBYBATH BEJIMKI KOMIIaHii Ta Bigomi Omorepu. Tak 3BaHMI MapKeT-KBECT — II€ OpraHi3allisi MapTHEPChKUX
Iporpam JJisi KpaTHOTO INJBHIIEHHS KOHBEpCii Ta 301IbIICHHS KiJBKOCTI BiJIBiAyBayiB CaiTy Ta IepeArIaTHHUKIB.[2]
MapkeT-KBeCcT - Ii¢ OJWH 3 DPIi3HOBHAIB reiimidikamii, ToOTO 3acTOCyBaHHS IrpOBHX IHCTPYMEHTIB, JOCHTH HYacTO
BUKOPHCTOBYETHCS Y MAPTHEPCHKUX IrPOBHX Mporpamax. MoHeTH3alis NapTHEPChKi irpoBHUX MPOTpaM, [ie OKpeMa Tema,
00 miaTa 3a KJIIKKM 3YCTPIYa€eThCsl BKpal piKO, TOMY B OULIBIIOCTI irpOBHX IIPOINO3MLIN OIUIaTa NPOBOJMTHCS 32
aKTUBHICTH KOPUCTYBada, PEECTPALIII0 TOIIIO.

MapkeT-KBECTOM CTalld aKTHBHO KOpHCTyBaTtucst 1 BigoMmi Instagram Ousorepu. Skmo panime BoHH
BJIAIITOBYBAJIM HaWIpocCTimi posirpamn npusiB. To Tenep BoHM 30mparoThCs 10 Tpym mo 5-10 ocib i BUTaAyIOTh yxe
OinbII yCKITaHEH] 3aBJIaHHS «KBECTY» Ul CBOIX INepearuiaTHHKIB. Lle 3Mymrye mroned mogHS HeperyisiigaTH CTOpHU3
OmorepiB, BUIIYKYIOYM HOBI 3aBJaHHSA, PO3CTABIATH JIAMKM HA TMOCTH, 3aJHIIATH KOMEHTapi KoxHOMYy Onorepy. lle
KpaTHO MiJIBUIIY€E KOHBEPCIIO Ta MOMYJISIPHICTh OPraHi3aToOpiB MapKET KBECTY.

MexaHika Cy4acHHX KBECTiB y Mepexi Instagram myke cxoxka Ha KOMITIOTEPHY I'py. YXBaIIOIOYH PillIeHHS,
TpaBellb B3a€EMOJII€ 3 IPOTPaMOI0, HATHCKAIOYH Ha BiIMOBIIHI KHOTIKH 200 BUOMparo4w MeBHi ik giaioriB. Y Instagram
y Npodisix CTaBISATHCS CrELiaibHI O3HAYKU-TTOCWIIAHHS, ITPY HATHCKAHHI Ha SIKi JIOJMHA MEPEeXOIUTh 10 HACTYIHUX
aKayHTiB. BinkpuBarouu Te 4M iHIIE NOCHJIAHHS, KOPUCTYBA4 B3a€EMOJIIE i3 CIOXKETOM, 3JIHCHIOIOYH NEBHY irPOBY AilO.
[1] Sxmo Bama rpa Oysia ZOCHTH BIpYCHOIO 1 MPHBEPHYJA 3HAYHY KIUIBKICTH 103€piB, po3KaxiTe mpo me. IloexHanHs
KIJIBKOX KaHaJIIB MPOCYBaHHsS JONOMAara€ OXOIMTH Oijbllie KOPUCTYBadiB Ta e(EKTHUBHINE HAJAIITyBaTH pPeKJiamy B



colMepexax, MiABUINYE pe3ylbTaTUBHICTh Ha BCIX €Tamax BUPBH MPOAAXKIB Ta NPHU3BOIUTH JO 3POCTaHHS
MEPeIUIATHUKIB y WX KaHaax [2].

JionsM 1ikaBO BUKOHYBaTH HECKJIaaHI Ta Becesi 3aBHaHHsI. OcOOJMBO SKIIO € WMOBIPHICTH OTPHMAaHHS
MoJapyHKa. AJie HaBITh KOJU BOHH MPOXOJSITh MPOMIXKHI €Tanu, NepeAyIaTHUKAM TPUEMHO YCBIJIOMITIOBATH, 1[0 BOHU
BXKE YOTOCHh JOCSTIH. A SKIO 3aBHAaHHS CTBOPIOIOTh CBATKOBHHM HACTPi — Ie MpHeMHO moAaBiiHO. I eiimidikarris
MOXKBABJIIOE Ballll CTOCYHKH 3 KIli€eHTaMu. HaBiTh SIKIIO BOHM B)KE JABHO 3aBMEpJH. IrpH Ta KBECTH JOAAIOTH TPOXH
BECENION[iB Ta a3apTy. Hampuwkian, Hamii croiBpoOITHHIN 3 BEIMYE3HHM IHTEPECOM BHUKOHYBAIH KOKHE 3aBIIAaHHSA,
00TrOBOPIOBANH, TUIHIIUCS OJTHE 3 OHUM 1 pOOIIIH 1i¢ 13 3aI0BOJICHHAM [2].
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HoBi nporpamu n0suIbHOCTI, KOPUCHUH KOHTEHT, KpeaTHBHI MiJX0/H1, €KCIIEPUMEHTH 3 ONTUMI3alii — 1e 3aiimae
Micsiii, a pe3ynbTar — mioc 2-4%. 3HIKKH, po3irpaili Ta JoTepei 1aBHO JUCKPEIUTYBalIn cede 1 BXke He BUKIMKAIOThH
JOBIpH y TIOKYTIIiB. AyAUTOPis MOYMHAE HYIABTYBaTH, a MpoAaxi magatn. OCHOBHI LI iHCTPYMEHTY Iie 30iIbIIyBaTH
BiJIB1lyBaHICTb, INIMOVHY NEpersiay 1 3allydaTd BENMKY KiJbKICTh HOBHX KOPHCTYBauiB caiTy. IlinBHIy€e KOHBEpCitO
MOTPiOHUX pEeKIIAMHHX MIPOEKTIB, 32 PaXyHOK IPOMUCAHNX BaMu mpaBmi Tpu.
CHucoK BUKOPHCTAHHUX JuKepes
1.HectanmapTHbIif MapKeTHHT: KBecTH B Instagram [Enexkrponnwmii pecypc]. Pexxum nocrymy:
https://smmplanner.com/blog/nestandartnyj-marketing-kvesty-v-instagram/
2 I'efiMuduKanys 1 KBECTHI U IPOABIKeHH On3Heca. [ Enextponnnit pecypc]. Pexxum mocryrry:
https://www.estismail.com/blog/geimifikaciya_i_kvesti_dlya_prodvijeniya_biznesa?utm_source=fb&utm_medium=post
Hayxosuii kepisnux: T.C. Miwycmina, KaHo. eKoH. HAyK, 0oy.

JI.O. bajgasin, cTyeHTKA
Yuueepcumem umenu Anvghpeoa Hobens, e. /[nunpo, Yxpauna
BUPYCHBI MAPKETHHTI: ILIKOChI U MUHYChI

BupycHBIIi MapKeTHHT — 3TO Pa3HOBHUAHOCTH PEKJIAMBI, KOTOPYIO HCHONB3YIOT KOMIIAHWH FJIM JIOAW Kak
CIIy4aiHO, TaK U LECJICHAIIPABJICHHO, 3HAasi MHTEPECHl CBOEH LesIeBOM ayauTopuu. Ilo BUPYCHBIM MAapKETUHIOM BHJIAT
BO3HHKHOBEHHE «3apa3HUTEIFHOW» PEKJIAMBI, KOTOPYIO JIOAW IO COOCTBEHHOMY JKCIaHMIO W 0e3 omiaTtel OynayT
pacTIpOCTpaHATh B COILICETSIX, MECCEHIDKEpax, B pa3roBopax M JpyruMu crocobamu. ['maBHass 0COOCHHOCTH B TOM, UTO
uH(OpMaLUIO pacpOCTPaHSIOT JIIOAH, a He KoMIaHus. KoMmaHus TOJIBKO JeaeT KOHTEHT — CTaThlo, BUAEO WU IPYTor
HHCTPYMEHT BHPYCHOTO MapKkeTHHTa. [locie gero nenaet noces BUpyca, U, €CITH KOHTEHT IOMaaeT B CAMOFO TOUKY, JIFOJIN
HAYMHAIOT MM JICJIUTHCS. BUpycHas pexiiama pacpoCTpaHseTcs B TEOMETPHUECKON MPOTPECCHHU: OJIMH YeJIOBEK MepenaeT
COOOIICHHE IBYM, JIBOE — YETHIPEM, YE€ThIPE — BOCBMH U TaK mainee [1].

BupycHBII MApKETHHT IMEET KaK IDTFOCHI, TaK ¥ MUHYCHL. OCHOBHBIMHU ILTFOCAMU MOYKHO BBIICTHTE: 1. BupycHas
peksiaMa He BOCIIPHHUMAETCS KaK peKyiama, II03TOMY y Hee OoJIblie [IaHCOB TPOOUTHCSI CKBO3b HMH(OpMAIMOHHBIH
Iy M.

2. Jlroau moy4aroT BUPYCHYIO HHPOPMAIIUIO OT IPY3€i U 3HAKOMBIX. A JIPY3bsIM IOBEPSIIOT OOJIbIIE, YeEM
KOMITaHUSIM.

3. Ya4Has BUpyCHas peKjlaMa MOXET OBITh TOpa3/io JeIIeBIe TApreTHPOBAHHOM, TaK KaK KOMITAHWS BKJIAIGIBACT
TOJIBKO B CO3/IaHME KOHTEHTA, a paclpocTpaHseTcst oH OecraTHo [2].

['maBHBIM MHHYCOM SIBIISIETCS TO, YTO, €CIIH PEKJIAMY BOCIIPHIMYT HETaTHBHO, €€ HEeIb3sl OyAeT MPHUOCTAHOBUTb,
KaK TapreTHPOBaHHYIO pEKIaMy.

OCHOBHBIMH OTIHYAIOIINMHU (PaKTOpaMH BUPYCHOTO MapKeTHHTa OT APYTHX SBISIIOTCS CKOPOCTh U AMOLHUA. DTO
TaKke JTOKa3bIBaloT cioBa J[kopmka Jlonca «3amoMHHUTE: y BCEro, YTO BBl JieaeTe JOJKEH OBITh MOMEHTAJIbHBIN
3¢ deKT. DTO NoIKEeH OBITh MOK. EMMHCTBEHHBIH IAHC CIETaTh YTO-TO 3aIIOMHUHAIOIIEECS — 3TO IIOKUPOBATH JTroIel. Bee
ocTanbHOE — ToToM» [3].

Crenyer 3HaTh HEKOTOPBIE TAKTUYHBIE TPUEMBI ISl CO3JaHHUS BUPYCHOM PEKIaMBbI:

- OIpeenTe TPYIILy aKTUBHOCTH (PacTIpOCTPaHATh OTINYHYIO HACI0-BUPYC CPEAN HELeJIEeBOI ay IUTOPHH —
0ecIones3Ho);

- MOKaXUTe UAeto (Y3HATh, MOHATH M MIPUHATH HICKO TOJDKHO OBITH JIETKO, MPOCTO, OECIIIaTHO U OBICTPO — MHAYE
He TOJIyYUTCs B3PBIBHOTO POCTa HHTEpECa);

- HO}IyMaﬁTe, 0 4E€M JOJIKHBI TOBOPUTH PACIIPOCTPAHUTEIIN (3TO Ba’XXHO, IIOTOMY 4YTO OHH MOTYT I€PECIaBaTh B
MHp COBCEM He Ty HH(OPMAIUIO, KOTOPOE XOTEIH ObI BBI);

- 3a[IOMHHTE, YTO OYEHb PEKO KOT/Ia BUPYCHI CYLIECTBYIOT JOJITO (M3yYUTe KOHLEIINIO )KU3HEHHOTO LIHKJIA
Bupyca) [4].

BupycHast pexiiama ObIBaeT IBYX BHIOB OXHIacMas W HeoXugaeMas. Bce 3aBHCUT OT TOTO, SBISIACH peKiiama
KOHEYHOH IeTIhI0 WK HeT. YacTo ciydalfHOCTH ¥ CTAaHOBSITCSI TEM CaMbIM BHPYCOM, SIPKUN PUMED — «IEPHO-0eII0-CHHEe
wiateey. JIroau HemoyMeBallu 1 epechuIaiu ApyT Apyry dhoTorpaduio miaThs, YTOOBI MOHATH KAKOTO e OHO 1BeTa. Ho
U TIPOJyMaHHas pekjlaMa MOKeT ctath BupycHoil. [Ipumep — OldSpice, ux pexiiama — 6e3 CMBICIA U CMEITHAsL, KOTOpast
MpUBJIEKaeT K cedc BHUMaHMe Jitojeii. OHM JealoT aKICHT Ha BBI3BAHHBIX 3MOIMAX U TaKXKe MPHUCYTCTBUE CAMOTO
OpeHna.

HWrak, B Halle BpeMs JIFOJU YCTATH OT PEKJIAMBI, OHA Be3Jie M e€ OYCHb MHOTO, I03TOMY BHPYCHBIH MapKETHHT
SBIISIETCA aKTyaJIbHBIM. “‘CapadaHHBIM pagno’ JTIOIU PacTIpOCTPAHIIOT HHPOPMALINIO U IIPOUCXOINT 3TO B HEHABSI3IMBOH
u Oonee nerkoit hopme.

CHucOK MCNO0JIb30BAHHBIX HCTOYHUKOB

1. Kak ucmonp3oBath BUPYCHBIM MapKeTHHT 11t pocta 6usHeca? URL: https://venyoo.ru/blog/kak-ispolzovat
virusnyj-marketing/

2. BupycHBII MApKETHHT: YTO 3TO TaKoe U mouemy ero Bce XxoTsat. URL: https://sendpulse.com/ru/blog/viral



marketing
3. Ixopmk Jlouc. URL: https://www.slideshare.net/ RMNH/newsletter-3-4664944
4. Cer I'onun Unes Bupyc, [utep, 2005. 192 c.
Hayunwuii pykosooumens: B.H. [llesuenxo, kano. oc. ynp., 0oy.
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J.A. BankoHcbka, CTyeHTKA
Yuisepcumem imeni Anvppeoa Hobensn, m. /[ninpo, Yxpaina
TAPTETOBAHA PEKJIAMA SIK EPEKTUBHMI CITOCIB ITIPOCYBAHHS ¥V COLIAJIBHUX
MEPEXAX

3HauMMICTh IPOCYBaHHS OpeHy opraHizauii AUKTYEThCS BasKJIMBICTIO YTPUMAaHHS KOHKYPEHTOCIIPOMOXKHOCTI Ha
PHHKY TOBapiB Ta mociyr. KepiBHUIITBO opraHizaliil 3aixydae pisHOMaHITHI METOAM JUIS BHPIIIEHHS 3aBAaHb 3 IHOTO
MUTaHHSA. Y TOMY YHCIIi BEJIMKA yBara MpUAUTIETECS IHTEPHET-TIPOCYBaHHIO. Y Oi3HEC-KOJaxX iCHy€e AyMKa, [0 TaKWui BUJ
NPOCYBaHHs BXXe CTae (yHAaMEHTaJbHUM Il TpoBeseHHS PR-kammaHii, 0coOMMBO Iie akTyajbHO IS HEBEIUKOI 3a
Macmrabom opranizarii. [TpuiiasaTo BBaxkaTH, mo PR y mepesxi [HTepHeT HamineHnit HacaMIiepe; Ha MOJIOAY Ta CePEeIHI0
BiKOBi rpymu aymutopii. OgHaK Ie He BUKIIOYAE MOXKIUBOCTI poOOTH 31 crapmioro BikoBoio rpymoro.[1] Tobrto 3a
JIOTIOMOT'0I0 IHTEPHETY, LIIKOM PEeaJbHIM OXOIHTH MOBHY LIJIbOBY ayAUTODIIO.

Jlo mepeBar iHTepHET-MapKETHHTY MOJKHA BiJHECTH HACTYyIIHE: BHCOKa €(EKTHBHICTH, MIMPOKA ayIHTOPis,
BITHOCHO HH3bKa BapTICTh, & TAKOK MOXKIIUBICTh CIIOXKHBAaYa OTPUMATH iH(POPMAIIit0 IIPO TOBAp Ha caiiTi koMmaHii abo y
CcomiaNbHIN MEepexKi.

TyT HEoOXiHO MEpelTH 10 PO3MIIsAY CHCTEMH MPOCYBaHHS y collialibHUX Mepexax. Social Media Marketing
(SMM), mo OykBaJIbHO O3HAYa€ MPUBEPHEHHS yBaru A0 KOMIaHIi 4epe3 MpocyBaHHS OpEeHAY B COLIaIbHUX MEpEKax, €
0COOJIMBO aKTyaJIbHHUM IHCTPYMEHTOM TIiJ] 4ac npoBeieHHss PR-kamnaHil. AKTyanbHUM Ha JaHUH MOMEHT PO3/LIOM IIi[
yac npoBeneHHs PR-kammaHii B iHTepHETI (y TOMY YHCII i B Pi3HHX COLIANBHUAX Mepekax) € HaJalITyBaHHS Ta 3aIyCK
TapreToBaHOl Ta KOHTEKCTHOI PEKIAMM.

BukopucTaHHS TapreTHHroBOi peKJiaMy 103BOJISIE€ MIIBUIUTH e()EKTUBHICTh PEKJIAMHOT KOMYHIKalii 32 paxyHOK
MOKa3y PEeKJIaMHOTO OTOJIOIICHHS TUTBKH Ti€l aymuTopii, ska HeoOXimHa 1 Ha TOMYy MaiiaHYUKy, KA Oyme HalOUThII
aKTyaJIbHUM 1 IEPCIEKTUBHUM. TapreHTHHrOBa pekiiaMa BiqoOpakaeThes JIUIIE B ay iuTopii, Biniopanoi SMM-daxiBuem
3a HEOOX1THUMH KPUTEPIsSMH (HANpPHKIAL, BiK, 3aXOIUICHH, MICIIe IPOXKMBAHHS), ajle NIPU 1IbOMY JlaHa ayJAUTOPis MOXKe
HE pOOUTH IOIIYKOBUX 3allUTiB, BOHA BXKE IIIXOIUTH PEKIaMOJABIIO 32 IEBHUMH 3a37aJI€Tib O3HAKAMH [2].

[HIMH BUI peKiaMu — KOHTEKCTHA peKiiama, Ha BiIMiHY BiJl TapreToBaHOi, BiIOOPa)Ka€ThCs JIMIIE Y THX, XTO
IIyKae IEBHUH TOBAap 4M TMOCIyry (ToOTO, HajlalmTyBaHHS A€ 3a KIIOYOBHMHU CJIOBaMH y 3amuTi). Ane o0'eqHye
TapreTHHIOBY Ta KOHTEKCTHY pekyiamy po0oTa 31 CTpOro MOTCHIIHHOK IiIbOBOIO aymuTopiero. Lle i € KI04oBUM
(haKkTOPOM MOMYJLIPHOCTI TAKUX BHUIIB PEKJIAMH Y CYYaCHOMY iHTEPHET-TIPOCTOPI.

KepiBaukam oprani3aiiii BapTo 3BEpHYTH yBary Ha TEHACHII1 30UTBIICHHS POJIi TapreTOBaHOI Ta KOHTEKCTHOT
peKyiaMu B 4acTIli 3aC00iB NPOCYBaHHS Ta HACIIAyBaTH MEBHUI TPEHJ, anpoOyBaBLIM TaKWH BHJ PEKJIaMHU Ha BIACHIH
opraHisarii, HalHABIIK rpaMoTHOr0 SMM-cremiaricTa, SKUi HaJaTye pekiIaMy s Crielipiku opraHi3arii ayauropii,
1110 TTOBHICTIO MiAXOANTh. [IpK MpaBMIIbHOMY HACTPOIOBAHHI TAPTETOBAHOI Ta KOHTEKCTHOI peKJIaMU B XOJli IPOBEAEHHS
PR-xamnanii, noaioHa podora Oyzae nyske eeKTHBHOIO 1 IPUHECE BUANMI PE3yJIbTATH, 32 MEHIIHX, TIOPIBHIHO 3 IHIIUMHU
METOJIaMH1 TIPOCYBaHHsI, BUTPAT.

Cnucox BUKOPUCTAHUX JKepeJ

1.3aranpHa KiTBKiCTh KOpHCTyBadiB [HTepHETY B YKpaiHi [Enexrponunit pecypc] // Jetexktop Menia. — Pexum
noctymy : http://detector.media/rinok/article/130543/2017-10-03-zagalna-kilkist-koristuvachiv-internetu-zbilshilas-v
ukraini-za-rik-na-5/.

2.TapreTuHr B COIiaIbHUX Mepexax — 1o, sk 1 ne? [Enexrponnuii pecypc] // Freshit. — Pexxum moctyiy :
http://freshit.net/blog/internetmarketing/targetirovannaya-reklama-v-socialnyx-setyax-chto-kak-i-gde/. Hayxosuii
xepisnux: T.C. Miwycmina, xano. ekoH. HayK. 0oy.
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CTBOPEHHS TA MYBJIKAIISA KOHTEHTY YV COLIAJIBHUX MEPEXAX. KONIPAUTUHT V

HAIIl 9ac, KOJH COLIaTbHUMH MepeKaMH KOPUCTYIOTHCS 3,5 MINBSAPIiB JIF0eH 1 KiTbKiCTh HOBUX KOPHCTYBaYiB
II0/ICHHO 3pOCTa€ Ha | MiNbHOH, Oe3 coLiaIbHUX MEepeK HE MOXKe 0OIHTHCS KOHA KOMYHIiKaliiiHa crpareris. Minbsipan
JIOEeH CHOTOHI HE YSBIAIOTH CBOTO KHUTTS 0€3 11J101000BOT0 BUKOPHCTAHHS MOOLITHHOTO Tene(doHa, CIIJIKyBaHHS B
couianbHUX Mepeskax. [Ipokunarourchk ypaHiii i Jsrarouy criaTu BBedepi, BOHM 000B’SI3KOBO MEPEBIPSIOTH CBOT
MOO1TBHI TPUCTPOI I meperiigaroTs cTpiukd HOBHH y Facebook, Instagram um Twitter. Came y BipTyalsHOMY IpOCTOpi
BOHM YHTAOTh 1 ITyOJIIKYIOTh HOBHHH, 3HAXO/STh 1H(OPMALLilo, IepeKa3yIoTh KUTTEBI iCTOPil, AaIOTh peKOMeHAaii,
IUIATBCS TpoOJIeMaMu Ta BpaKeHHSAMH, BUSABIISIOTH €MOIIii, ITyKArOTh MPUXWIHHAUKIB Ta OJHOAYMIIIB, BiJ3HAYAIOTh
0co0mMBI Moii.

KomipaliTHHT — Il MHCTEUTBO i HayKa CTpPATEriyHOTO JIOHECEHHs [0 JIojel (IMMCbMEHHUX abo YCHHX), SIKi
o0y mkaroTh iX 10 meBHUX Aii. Komipaiitepu — oHi 3 HaO1IBII BUCOKOOILTAYyBaHUX MICEMEHHUKIB CBiTY. KomipaiTinr
JUISL COLIAJbHUX MEPEeX € BAKIMBOIO YAaCTHHOIO 3arajbHOI crpaterii nudpoBoro MapkeTwHry. Kpim BisyanbHOTo
NIPE/ICTaBIICHHS IPOAYKTY, BiJleo, TpadidHOro Au3aiiHy Ta eCTeTHKH OpeH[y, KOMpaiTIHT — Iie Te, 0 CIOHYKA€E BaIINX
MepeNIIaTHAKIB JI0 Jii.

{06 cratn ymuInM i1 MpUOYTKOBUM CHELIaNIiCTOM IO KOMIPaWTHHIY, TOBEAETHCS MOTPATUTH Yac 1 €HEeprilo Ha
BHUBUYEHHS Ibor0 pemecia. 1106 AificHO JOCATTH yCHiXy B SKOCTI KOTIIOBaHHS, MOTPIOHO JyMaTH MPO iHBECTyBaHHS B
KypCH KOIIpalTHHTY, SIKi 3a0€3M1e4yI0Th IHTEHCHBHE HaBYaHHs, HEOOXiIHI A1t puOyTKOBOT Kap'epu [1].



CTA (call-to-action) mocmiBHO mepeKIafaeThes K 3aKIUK 70 fil. [1ia 3aKIHKOM MaroThCs Ha yBasi cioBa abo

(bpasu, sSKi CIOHYKAIOTh JTIOANHY TMPOSBUTH aKTUBHICTH TICJISI MPOYNUTAHHS TEKCTY (TTOAUTUTUCS TIOCHUIIAHHSAM, TIEPEUTH
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Ha CTOPIiHKY, HAIIFICaTH BiATYK a00 HaBiTh MpUAOaTH TOBap 9u nmociyry). Hamomymspaimi suau CTA Mu 3ycTpigvaemo y
BUTJISI TIECTIB, SIKI 3aKJIMKAOTh HAC O KOHKPETHOI Jii: 3aTenedoHyiiTe, HANMIIITh, CKa4aiTe, IPOMIITh TMOCHIAHHS,
36epexiTh i T.1. Baxxnusa merans: call-to-action Mae 6yTu soriuarM Ta mocimoBHEM. [T0OTpiGHO PO3YMITH, IO B ICSKHUX
BUIIaJKaX YUTAHHS IIOCTy HE MNpuBene 10 MOKymku. Ilepm HiX NpUAHATH Take pillleHHs, YWTad 3aiije Ha CaiT,
3aMUIIeTHCS Ha TIPOOHE 3aHATTS, mounTae Biarykn. Tooto CTA moBHHEH NPUBECTH YUTada caMe 10 Tiel 1il, sika CTOITh ¥
BOPOHIIi POTaxiB[2].

B iHTepHeTI KOMipalTHHT MOXKHA PO3/IUIMTH Ha JIBa BEJIUKI HAMPSIMKU: JICIEBUI Ta Toporuil. Binpi3HsatoThcs BOHH
KapIWHAJIBHO, SK 3a MPUHIWIIOM, TaK i 1Mo roHopapy. JlemeBuid KomipadTUHT (IICeBOO) — e HU3BKO-KBajidikoBaHa
poborta, e KomipaiiTep OTpUMY€E TPOIIIi 3a KOKHY THCAYY 3HaKiB (I[e HA3UBAETHCSA poOoTa 3a Kimo3Haku). HailtuacTime
Juist i€l poOOTH aBTOpH WAYTH Ha Tak 3BaHi OipKi KOHTEHTY abo OipiKi KOMipalTHHTY — ClelialibHi caiiTu B [HTepHeTi,
Ha SKAX 3aMOBHHKM JAIOTh 3aBIOAHHA. Y IOPOTOMY KOIIpaWTHHTY (CHpaBXHBOMY) TOHOpPAapH Ha TOPSIKHA BHIIL, a
KOHKYPEHLisl — y JECATKH pa3iB MeHIna. Bce ToMy, 1110 CIpaBXHbOMY KOIipalTepy IUIaTsATh TPOILi HE 3a TUCSY] 3HaKiB, a
3a BUpIIICHE 3aBJaHHs. | TyT HaBITh 2 PSIKK TEKCTY MOKYTh KOIITYBaTH COTHI J0JIapiB.

CnucoK BUKOPHCTAHUX JKepeJt

1. How to Strategically Deliver Words that Get People to Take Action. URL.:
https://copyblogger.com/copywriting-101/

2. lpia6an U. Call-to-action B komupaiitunre: 4to 310 U Kak paboraer? URL: https://ve.ru/u/1179890-irina
cynbal/431975-call-to-action-v-kopiraytinge-chto-eto-i-kak-rabotaet

Hayrosuil kepisnux: A.JI. Mocmosa, 0-p exon. nayk, ooy.

M.B. bapaban4uk, cTyaeHT
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OCHOBHI ETAIIM CTBOPEHHS BIPYCHOI PEKJIAMHU

Ha choronHiniHiii 1eHb BUSBIEHO CTPIMKHI PO3BUTOK iH(pOpMaliHHUX TEXHOJIOTIH, COLIaIbHUX MEPEK 1 HOBHX
Mezia, 4epe3 II0 BUKOPUCTOBYETHCS BIpYCHUI MapKeTHHT, KOTPHH IPOSIBISETHCS B BUKOPHUCTAHI BipyCHOI pekiIaMu. Y
HAIIOMY CBIiTi HIXTO HE JIIOOUTH pexiamy. JIroau NpUIMHWIN 3BepTaTH Ha Hel yBary. binGopmau, orosonieHHs B raseri,
BiKHA Ha CalTi, 0 BUCKAKYIOTh, TEMEp MaJIOSPEKTHBHI. € TUTBKH J1Ba CIT0cOOU e(h)eKTUBHO 3aTyYUTH KOPUCTYBAUiB: TaTH
Te, 110 BOHM IYKAaIOTh, a00 X pPEeKJIaMyBaTH Tak, 1100 BOHH IIPO Lie HE Ji3HAJIKCA. 3a JOINOMOI'OI0 JPYroro crocofy i
TIPAIfOe BipyCHa peKiiaMa: BOHA € IPUXOBAHOIO.

Pexknamoro BH3HA4arOTh AWHAMIUHY cdepy IOACHKOI MiSUTBHOCTI, M0 MIBHAKO TpaHC(hOpMyeThcs. BipycHoro
pEeKJIaMOI0 BH3HAYAIOTh MIKC PEKJIaMH Ta MAapKETHHIOBHX 3aXOJiB, KOTPi BUKOPHCTOBYIOTH KOMIIAHii, HE3aJekHO Bil
cdepy TisTTBHOCTI, IS IMiJBUIIECHHS BITI3HABAHOCTI, €()eKTUBHOCTI Ta POy IMEBHUX MPOAYKTIB 9H mochyT [3, ¢.109].

BipycHa pekiiama, Ha TIpaKTHIN OTPUMY€E OLTBIIHAIN CIIEKTp Iill, MOPIBHIHO i3 3BUYANHHOI0 pekiIaMoro. JlocsaraeThes
3 BHKOPUCTaHHSIM OpraHiyHOro mMomMpeHHs. s BipyCHOI pekiamMH XapakTepHUM € IIBHIKE MOIIUPEHHS cepen
MOTEHIIIHUN TMOKYMIiB. BiAmoBinHO, BUKOHAHHS TaKWX 3aBlaHb, K OTPHUMAaHHS HEOOXiMHOi KiTBKOCTI KOHTAKTiB,
3pOCTaHHS MI3HABAHOCTI OPEHTY, KUIBKOCTI BJOCKOHAJICHUX TPAH3aKIIif TOIIO JOCITAaEThCs 3a MIHIMAIBHHIA TIEpio]T Yacy.
BipyCHa peKJIaMa He BUMarae HisKUX Jii, BUTIISAAa€ MPUPOTHO 1 BUKIHMKAE MiKaBicTh [4, ¢.145].

CytHicTh BipycHOI pexiiamu repeabadae NoOpOBUNBbHY mepepady iHpopmauii mpo Kommasii BiJf OJHOTO
MOTEHIIIHHOTO TOKYMI A0 iHmoro. [Ipyu oMy MoCATaeThCS 3aydeHICTh 1 3alliKaBJICHICTh SKOMOTa OUTBIIOTO YUCIa
0ci0 B IPOJYKTi, KOMIaHii un mociy3i[2].

CTBOpEHHS BipyCHOI peKJIaMH BiIOYBAEThCS Y JACKiJIbKa eTariB. [Iepiinm eTarnoM € MOBHE aHali3yBaHHS I[IIbOBOT
ayauTopii. ToO6To ocoba, KOTpa 3aIycKae BipyCHY peKiiaMmy, Ma€ po3yMiTH JJIsl KOTO Taka peKjilaMa CTBOPIOEThes. [Ipyrum
eTaroM € po3poOKa cTparerii Ta 1mojadi KOHTEHTY, IPU SKOMY CTBOPIOETHCSI MOBHICTIO aBTOPCHbKAa CHCTEMa aHaJi3y
noba)kaHb Ta IHTEpPECiB MOTEHLIHHUX KITi€HTIB. TperiM ertanom € nomupeHHs iHdopMalii y BUMIIsAL BIDYCHOT peKiIamMHu.
[Ipu 11bOMY CTaBHTH IITF HE TUTBKH MTOKA3aTH PEKJIaMy HOBUM KOPHCTyBadaM, aje i 3amikaBUTH 0Ci0, KOTpi HOTyIIH PO
MOCITyTH BIEpIIE, Ta CIHOHYKAaTH KOXHOTO KJIIEHTa 3aMOBUTH IOCIYTHM 4M NpHAOaTH ToBap. UeTBepTHM eTarnoM €
KOHTPOJIb T4 MOHITOPHHT BipyCHOI peKJIaMH.

OcranHili eran nependaydae OLiHKY BipyCHOI peKiIaMy, aHali3yBaHHs, IPOBEJCHHS PO3paxyHKiB, iHGopMyBaHHs
KepiBHUKA MPO KUTbKICTh MEPETIsIiB, 3aMOBIIEHb, aKTUBHOCTI Ta KiTbKOCTi KoMeHTapiB[1]. OTxke, miacyMoByrOUH
BHUIIle3a3HaYCHY iHQOpMaIilo, MO>KHA JIHTH BUCHOBKY, 110 BipyCHa pekjamMa- [ie XOpOIIHi IHCTPYMEHT AJIsl OTPUMaHHs
HOBHX ITOKYTILIB Ta MOIIMPEHHS HOBOI iHpopMarllii mpo kommaHito. CTBOPEeHHS BipyCHOI peKIaMu mependadae AeKiibka
eTamiB, KOTpi HEOOX1/THO BUMHUTH JJIs TOKPALIEHHS SKOCTI BipycHOI peknamu. CIHCOK BUKOPUCTAHUX JKepes

1.BipycHuit MmapkeTHHr: 110, 5K i Haimo? URL: http://arhiv-statey.pp.ua/business/4490-virusnyj-marketing
chtokak-i-zachem.html.

2.Ko3nosckas B. BupycHas pexinama — nHCTpyMeHT aiist podeccronanos / B. Kosnosckas. URL:

http://www.affect.ru/articles/article/show/83.htm.

3.Mopo3 JI.A. [IpoGiieMmy BUKOPHUCTaHHS HECTAaHIAPTHUX METOMIB MapKeTHHIoBHX KoMyHikaii / JI.A. Mopos. //

Bicauk HamionansHoro yHiBepcutety «JIpBiBCchKa momiTexHikay. 2010. Ne 690. C. 109-113. 4.ITonoBa H. B. OcHoBu
pexiamu : HaB4yanbHuN nociouuk / H. B. TTonosa. — X. : Bugasaunurso «BJIEJIE», 2016. — 145 c.

Hayrosuii kepienux: T.C. Miwycmina, kano. ekoH. HAyK, 00Y.
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JUUIOBE CIIVIKYBAHHSA: 3ATAJIBHA XAPAKTEPUCTHUKA

JlinoBe crinKyBaHHS — 1€ TIporiec (JOpMyBaHHS Ta IMOAAIBIIIOTO PO3BUTKY MPOQECIHHMX 1 MITOBUX KOHTAKTIB
MIX JIFOZBMH, 110 MOPOKYETHCS MOTPEOOI0 y CIUIBHIN IisSUIBHOCTI Ta BKJIIOYa€e B cede 00MiH iH(popMmallieto,
BUPOOJICHHSA €IUHOI CTpATerii B3aeMOIii, CIPUUHATTA i pO3yMiHHS iHIIOT JTFOAWHY 1 3MiHCHEHHS Ha Hel BILIUBY.
BuokpeMIIIoroTh O pA 0COOIMBOCTEH UTOBOTO CIIIKYBaHHS, 30KpeMa:

- HasBHICTh MEBHOTO O(iliHOTO CTaTyCy YYaCHHUKIB KOMYyHIKaIlii;

- CIIPSIMOBaHICTh Ha BCTAHOBJICHHS Ta MiATPUMKY TaKUX KOHTAKTIB, SIKi € B3a€MOBHTITHAMHU; - IIepe0adyBaHICTh
JITIOBUX KOHTAKTIB, SIKi MOMEPEIHBO IUIAHYIOTHCS, BU3HAYAOTHCS 1X METa, 3MICT 1 MOXKIIMBI HACIIIJIKH;

- KOHCTPYKTUBHICTh XapaKTepy B3a€MOBITHOCHH, iX CIIPIMYBaHHS Ha PO3B’A3aHHS KOHKPETHHUX 3aBJaHb; -
3HAYYIIICTh KOXKHOTO TTapTHepa sk ocoducTocri [1;3].

BoxHouac icHyIoTh if Gap’epH y ALTOBOMY CIIIKYBaHHI, HAIPHKIAA, CKIAAHI MOBiZOMICHHs. Maerbes mpo
BHUKOPHUCTAHHS CKJIaIHUX TEXHIYHUX TEPMiHIB, III0 MOKE IPU3BECTH JI0 BiICYTHOCTI ciiyikyBaHHs. 100 3amo0irtu 1ipomy,
MOTPiOHO BUKOPUCTOBYBATH YiTKi Ta KOPOTKI MOBITOMIICHHS, SIKi JIETKO 3p03yMiTH. MOXIIHBI # iHIII 6ap’epu y HiTOBOMY
CIUJTKYBaHHI:

- Hee(peKTHBHI NPOIECH KOMYHIKallii;
- BIICYTHICTB JIOBIpH;
- MOBHHIA 6ap’ep [2].

BaxknuBo noTpUMyBaTHCS NPUHLIUIMIB J110BoT eTHku. Cepell OCHOBHUX IIPHHIMITIB TaKkoi cepr KOMYHIKaIli,
SIK €THKA JIOBOTO CIIKYBaHHS, MOKHA BUIUIITH HACTYIIHI:

- 110 BiITHOIICHHIO J0 KOJIET, KJIIEHTIB Ta 1HIIMX CMiBPO3MOBHHKIB HE TOBUHHO OYTH HEI0OPO3UWINBOTO
CTaBIICHHS;

- PO3BUTOK €TUYHOT CTOPOHU TOBEAIHKH OpTaHi3aIlil 3aJIe)KUTh Bl MOBEIIHKH CIIIBPOOITHHKIB;

- cIykOOBIIl MOBUHHI OyTH JIOSUTBbHI 10 TPaIUIIii OpraHizaitii;

- uis1 Oy/Ib-51IKOTO poOOYOro KOJIEKTUBY BaXKJIHBA OE3KOH(IIIKTHICTS;

- MOTPiOHO HE TUTHPKU TOTPUMYBATHCS MPaBWII ETUKU CAMOCTIHHO, ajie i MOTUBYBATH /IO IIHOTO 1HIIIHX;

- CJIiJ] yTPUMYBATHCS Bl KPUTHKHA KOHKYPEHTIB;

- U KePiBHUIITBA OPTraHi3alii BayKITMBUM € JOBIPATH CIIIBPOOITHUKAM, MO0 MiJBUIINATH Y HUX BIIUyTTS BIACHOL
BiAMOBINAILHOCTI;

- €TUYHI HOPMH JIJIOBOTO CIIIKYBaHHS B KOMIIaHIi HE MOJKHA BBECTH, MMIATOTYBABIIH BiAIIOBIIHUI HaKa3;
e(eKTUBHE /1JI0BE CIIJIKYBaHHs Ma€ ctaTu Tpaxuiiero [1;3].

Otxe, IiIOBE CIUJIKYBaHHSI Ma€ Psiji 0COOIMBOCTEH, sIKI 000B’13KOBO HEOOXITHO BPaxOBYBaTH B MPOLIECi

CITUIKYBaHHS.
Cnucox BUKOPUCTAHUX JKepeJ

1.I'punenko T.b., I'punenko C.I1., Imenko T.JI., Menpuuuyk T.®., Uynpuk H.B., Anoxina JL.I1. ETuka ainoBoro
crinkyBaHHs : HaBd. mociOHuK. URL: https://subject.com.ua/pdf/71.pdf

2.Ko3upes M.I1. KomyHikaTuBHI 6ap’epu CIiJIKyBaHHS Ta HUIIXH 1X nopoianHs. URL:
https://www.lvduvs.edu.ua/documents_pdf/visnyky/nvsp/01_2014/14kmpshyip.pdf

3.Ymyt T.K., Yaiika I".JI., Jlykamesua M.II., Oceunnceka [.b. ETuka ninoBoro crminkyBaHHS : Kypc Jekmiii. URL:
https://subject.com.ua/pdf/38.pdf

Hayxosuii kepisnux: I'.B. IllJonokosa, kauo. nonim. Hayk, 0oy.

L.B. Be3poaa, crynent
Yuieepcumem imeni Anvgppeoa Hobens, m [ninpo, Yrpaina
MPOCYBAHHSI YOUTUBE KAHAJIY B 2022 POIII

YouTube - momynspHuii BiJJEOXOCTHHT, IO HaJa€ MOCIYrH Po3MillleHHs BimeomarepianiB. bigemre 10 000 000
YKpAaTHIIB MepioJJMYHO 3aX0IUTh Ha 110 MaTdopMy, caMi akTHBHI 3 HUX JMBIATHCS Bijneo Outbine 40 XBUIMH Ha JI€Hb.
YouTube cTae BaXIMBHUM IHCTPYMEHTOM 3aJy4€HHS Ta yTPUMAaHHS CHOXXHMBAdiB /IS KOMIaHid. BinpmmicTs BenMKnx
KOMIIaHiH, ski opieHToBaHi Ha B2C, MatoTh BiacHi YouTube kaHamu. Ane KOXeH OPYTHid TaKWH KaHAll HE PU3BOJINTH
70 OaxkaHOTO pe3yibTary. Uepes BUCOKY BapTiCTh CTBOPEHHSI KOHTEHTY KOMITaHii BUMYIIIEHI 3aMOPOXYBATH LIEi HaIpsiM.
IcaytoTh IpoCTi MpaBmiIa eheKTUBHOTO 3aIyCKy i pocyBaHHs YouTube HanpsAMy I KOMITaHIH.

IIpaBuno Nel. Cmpameeisa. Tligiiaite no ctBopeHHss YouTube nampsimy cepitosno. Crpateris - me 70%
pe3ynbTary, nanmi TUbKM 11 peamizamis. be3 mpaBmibHOI cTpaTeris, aje 3 BEJIMKUMH 3YCHUISIMHM, BU HE JOCATHETE
pesynbrary. Jlaiite cobi BiaNOBiAb Ha HACTYINHI 3anuTaHHsA: 1.XTo Bama ayauropis? 2. SIkuil KOHTEHT Oyzae Ha BalIoMy
kaHami? SIxi mpo6nemu Bupimye? 3. Sk kopuctyBadi OyAyTh 3HAXOIUTH Balll KOHTEHT? 4. SIKkuii pe3ynbTaT BH IJIAHy€ETE
orpumaru Bin YouTube? IlocraBre mimi 5. Skmit musix Bammx kopuctyBauiB? [ToOyayiiTe BOpOHKY BiJ 3aiaydeHHS
rJIs1a4iB 10 BUKOHAHHS HUMH LIILOBOT ii.

Mpasumno Ne2. Texuiuna onmumizayis eideo na YouTube.YSO (YouTube search optimization) - omrumisartist
KOHTEHTY Juisi ioro mpocyBanHs Ha YouTube. Onrumizamisi mpoxoauTh 3a JONOMOroro iHTepdeiica rmiardopmu.
YHiBepcallbHI IpaBuJia ONTUMI3aIlii 1 1F000r0 Bifeo: 1. CTBOPHUTH MyJT KIIOYOBUX CJIiB 3a IKUMU B OyieTe MpOoCyBaTh
Bizeo. 2. JlobaBbTe KIIFOUOBI CJIOBA B HA3BY Ta OIKC BiJieo. B Ha3Bi moBuHHI OyTH 1-2 cCaMUX TOJOBHUX KIIFOYOBHX CJIOBA.
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B omuc iHTErpyiiTe BECh My KIIOYOBUX CIIiB, HAMAarahTech iX MOBTOPIOBATH Kibka pa3. 3. CTBOPITH MIICHINCT, SIKAH
Oyzie oNTUMI30BaHMH ITi]] KaTeropisi BalIoro Bijeo. SIKII0 Ball KaHal Mo KyJiHapito, a e Bigeo npo aeceptr. CTBOPITh
IJICHITACT 3 IeCepTaMHu Ta HAITOBHITh HOTO OTHC pelieBaHTHUMH KiTrouaMu. 4. CTBOpITh 0OKIaIMHKY Bizeo. Bona moBuHHA
BIZINIOBIIATH 3MICTY BiJieo, OyTH NPHBaOJIMBOIO 332 IKOHKM KOHKYPCHTIB, B OJIHOMY CTWJI 3 IHIIUMH OOKJIaAMHKaMU
BAIIOT0 KaHAIY.



IIpaBuio Ne3. Konmenm. SIKicTh KOHTEHTY CYTTEBO BIUIMBA€E HA PE3yJIbTAT IPOCYBAHHS BiJIEO 1 JOCSTHEHHS
mije kommaniero. [IpaBuia cTBOPEHHSI KOHTEHTY, KUK Oy[Ie JIETKO MPOCYBaTH B IOTYO:

1. Bu He TOBHWHHI 3HIMATH TOJUTIBYACHKUH (iabM. Bu MOBHHHI 3HAWTH 6allaHC B IKOCTI, HAWKpamuid KpuTepii -
SKICTh BiZICO HE TOBUHHA BU3MBATH PO3ApATyBaHHS.

2. 3HimMaliTe AMHaMiYHUI KOHTeHT. Kosn kapTHHKa Ta 3ByK He IMOCTiHHMH, a 3MIHHHH - Lie HiKaBO IS TJIs1a4a.
3MiHIOWTE KOXHI 5-10 CeKYH IOCh OJIHE 3 HACTYIHOTO: IHTOHAIIisI, KaJp, TeMa, EMOIIis.

3. Buknanyiite Bineo peryisipHo. OntuMansHo 1-2 pa3u Ha THKICHB.

4. He 3HimaliTe 0JJHaKOBI BifIeo, SIKIIO 1€ He Nependavae Bamia crpareris. Hoi migTeMu - HOBa ayJUTOPIsL.
Anroputm pamxyBaHHs Bizeo B YouTube. Hikomy HeBimomi cripaBxHi anroputMu YouTube, ane cnemiamict Bxke
JIaBHO 3HAMIIUIM Ta BUBYMIIM OCHOBH POOOTH LLOTO adroputMy. UnHHMKHY, sKi BIutMBaoTh: 1. Bucokuit CTR Bammnx
Bifeo. 2. CepenHs TPUBAIICTH MEPETIIAY Bifieo y MOpiBHAHHI 3 iHMMH. 3. PiBeHs B3aemoii 3 BiZieo BiTHOCHO
neperysiaiB. 4. BianoBiAHICTE KITIOYOBUX CJIiB MOUIYKOBOMY 3aIUTy a0o0 iHTepecaMm KopucTyBaua. OTxe, SKIIO
OTITUMI3AaIlis Bizleo - Ie Te, 10 JoIoMarae I0Ty0y 3po3yMiTd Ipo o Bamie Bifeo. To SKiCTh KOHTEHTY - L€ Te, IO
npocyBae Bijeo. UuM BUIMIA piBeHb B3a€EMOJIT 3 BAIIMMHU BiZieo (KIiKU, TPUBAIICTB MEperiisiLy, KOMeHTapi abo OLHKN),
TUM BHUILE Horo sikicTs B oyax YouTube.

Cnncoxk BUKOPUCTAHMX JAKepes

1. https://filmora.wondershare.com/youtube/11-youtube-seo-tips.html?gclid=CjwKCAjwn
ZaVBhAGEIWAVVYVIFP_x108JT57yQ81i7w_efucMGjxHN2MtBNrEANX_D2noHBaleq3SRoCwBcQAvVD_Bw
E 2. https://blog.hubspot.com/marketing/youtube-seo

3. https://mbr.com.ua/ru/news/ukraine/1382-videofirma-svela-dannye-issledovanii-po-internet-auditorii-i

Hayxrosuii kepisnux: 1.A. binomkau, kano. ekon. HayK, 0oy.

L.B. Be3poaa, crynent
Yuieepcumem imeni Anvppeoa Hooens, m. /Ininpo, Yxpaina
OCOBJIMBOCTI TIPOCYBAHHS YOUTUBE KAHAJIY B 2022 POII

YouTube - momynsapHuii BiJ€OXOCTHHT, 10 HaJa€ MOCIYTH PO3MillleHHs BimeomarepianiB. bigemre 10 000 000
YKpaTHLIB MepioJMYHO 3aX0UTh Ha 110 IIaTdopMy, caMi akTHBHI 3 HUX JUBIATHCA Bieo Ounbine 40 XBUIMH Ha JICHb.
[3] YouTube crae BaxnMBUM IHCTPYMEHTOM 3aJTy4eHHS Ta YTPUMAaHH CIOKMUBAYiB JIJIsI KOMITaHid.

binpuricTe BeMMKHUX KOMIaHii, siki opieHToBani Ha B2C, matorh BiacHi YouTube kaHamu. AJie KOXeH ApYyrui
TaKUH KaHAJ HE MPU3BOIUTH 10 OAXKaHOTO pe3yJsIbTaTy. Uepes BUCOKY BapTiCTh CTBOPEHHS KOHTEHTY KOMITaHI1 BUMYIICHI
3aMOpOXKYBaTH Liei HampsM. [CHyroTh mpocTi mpaBuia eeKkTUBHOro 3amycky 1 mpocyBaHHs YouTube Hampsmy mms
kommasid. Crpaterist - ne 70% pesynbrary, naui Tinbku ii peamizauis. be3 mpaBuibHOI cTparerisi, ane 3 BEIHKUMH
3YCHIUISIMH, BH HE JOCSITHETE pe3ynbraTy. [laiite coOi BIAMOBIAR HA HACTYIHI 3alMTaHHs: XTO Baia aynutopis? Skuit
KOHTEHT Oyne Ha Bamiomy kaHaii? fki mpoOnemu Bupimye? Sk xopuctyBadi OyAyTh 3HAXOIOWTH Ball KOHTEHT? SIKwid
pe3ynbTar BH mianyete orpumaru Bif YouTube? Skuii nuisx Bamux kopuctyBadiB? [100yayiiTe BOPOHKY BiJ 3aJIy4eHHs
T AaviB 4O BUKOHAHHSA HUMH LUTHLOBOT il.

YSO (YouTube search optimization) - ontumizaitist KOHTEHTY JUIsl #oro npocyBanHs Ha YouTube. Ontumizariis
MIPOXOIUTH 3a JOMOMOTOF0 iHTepdefica miaTdopmu.[2] YHIBepca bHI IpaBUIa ONITUMI3AII] I JIF000r0 Bigeo: 1.
CTBOPITH ITyJT KIFOYOBHX CIIB 32 SIKUMH BU OyIeTe MPOCyBaTH Bifleo.

2. JlomaiiTe KITIOYOBI CIIOBa B Ha3BY Ta ONHC Bifco. B Ha3Bi moBuHHI OyTH 1-2 cCaMUX TOJOBHHUX KIIFOYOBHX CIOBA.
B ommc iHTerpyiiTe Bech Myl KIIOYOBHX CJIiB, HAMaraitech iX HOBTOPIOBATH KiJIbKa pa3iB.

3. CTBOPITH IUICHIIHCT, AKWA OyIe ONTUMI30BaHUH ITiJ] KATeropis BalIoro Bifgeo. SIKIIo Bam KaHaj mpo
KyJIiHapIito, a ¢ Bigeo npo aeceptu. CTBOPITH MICHIIKCT 3 €CEPTaMH Ta HAITOBHITH HOTO OIMUC PEJICBAHTHUMH
kirodamu. 4. CTBOPITh OOKIIAIMHKY Bijeo. BoHa mOBHHHA BiIOBIgaTH 3MICTY Bifieo, OYTH MPHBAaOINBOIO 32 iIKOHKH
KOHKYPEHTIB, B OJJHOMY CTHJIi 3 IHIINMH OOKJIaIMHKaMH1 BalllOro KaHauy.

SIKiCTh KOHTEHTY CyTTEBO BIUIMBA€E HA PE3yJIbTAT IPOCYBAHHS BiJI€O 1 JOCSATHEHHS Liyieil kommnaHieto. [IpaBuna
CTBOPEHHS KOHTEHTY, sIKUi Oyje nerko mpocyBaTt B YouTube [1]:

1. Bu He NOBWHHI 3HIMATH TOJUTIBYICHKHI (iibM. By moBHHHI 3HaiiTh GasiaHc B SIKOCTI, HalKpaluii KpuTepii -
SKICTh BiZICO HE TOBUHHA BU3MBATH PO3ApaTyBaHHS.

2. 3uimaiiTe muHamiyHMl KOHTeHT. Koy kapTHHKA Ta 3BYK HE MOCTIHHMI, a 3MiHHUH - 1Ie IIKaBO ISl TJsiaaqa.
3MiHIoMTe KOXKHI 5-10 cekyH[ IoCh 0J{HE 3 HACTYIHOTO: IHTOHAS, KaJp, TeMa, EMOLIisl.

3. Bukunanaiire Bizeo peryisipHo. OntuMansHo 1-2 pasu Ha THXKICHB.

4. He 3nimaiiTe 0JTHAKOBI BiJI€0, AKIIO II€ HE Tiepe0ayae Baia ctpareris. HoBi miaremu - HoBa ayauTopis. 5.
Hixomy HeBinomi cripaxkHi anropurmu YouTube, ajne crierianicTi Bxe JaBHO 3HANWIIIM Ta BUBYMIIM OCHOBH POOOTH
BOT0 ANTOPUTMY. YHHHHKH, SIKi BIUIMBAIOTS:

1.Bucoxwuiit CTR Bamux Bizfeo.

2.CepenHs TPUBAIICTH MEPETIISAAY BiI€O y MOPIBHSAHHI 3 1HIITIMH.

3.PiBeHb B3aeMo/Iii 3 BiJIeO BiTHOCHO MEPETIISIIIB.
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4.BianoBifHICTE KIIIOYOBHX CJIiB MOIIYKOBOMY 3alUTy abo iHTepecaM KOpHCTyBaya.

Skmo onTUMi3anis Bigeo - e Te, mo gonomarae YouTube 3po3ymitu npo mo Bamie Bigeo. To sSKiCTh KOHTEHTY -
1Ie Te, 0 MPOCyBac Bimeo. YnM BHIUI piBeHb B3aEMOJIIT 3 BAIlIMMH BiJleo (KITiKH, TPUBAIICTh MEPETIISALy, KOMEHTapi
abo0 OI[iHKM), TUM BHIIE HOro sIKicTh B ouax YouTube.

Cnncoxk BUKOPHUCTAHMX JKepes
1.Cox S. 11 Useful YouTube SEO Tips to Rank Your Video [Enextponnuii pecypc] Pexxum gocryry:
https://filmora.wondershare.com/youtube/11-youtube-seo



tips.html?gclid=CjwKCAjwnZaVBhABEiwAVVYVIFP_x108JT57yQ81i7w_efucMGjxHn2MtBNrEANX_D2noHBa
L eq3SRoCwBcQAvVD_BwWE

2.Becker B. YouTube SEO: How to Optimize Videos for YouTube Search [Enextponnuii pecypc] Pexxum
noctymy: https://blog.hubspot.com/marketing/youtube-seo

3./laHHBIC MICCTIEIOBAHNN HHTEPHET-ay INTOPHH cTpaHsl [ Enekrponnamii pecypc] Pexxum moctymy:
https://mbr.com.ua/ru/news/ukraine/1382-videofirma-svela-dannye-issledovanii-po-internet-auditorii-i Hayxosuii
kepiguuk: T.C. Miwycmina, KaHo. eKow. HayK, 0oy.

I.M. Be3cmepTHuii, ctynent, M.A. Boopo, ctyaent, K.M. IlIkypo, cTynenTka
Yuisepcumem imeni Anvppeoa Hobensn, m. /[ninpo, Yxpaina
JTU3AUH B PEKJIAMI

[IuTasHs U3aliHy B peKJaMi CbOTOIHI Ha0YBalOTh aKTYaJIbHOCTI, aJKe caMe IU3alfH CTa€ OAHUM 3 BHPIIIaIbHAX
€JIEMEHTIB y peKJiaMi, SKHH MPHUBEPTAE yBary MPeACTaBHUKIB IIJIbOBOI ayANTOPii Ta poOUTH peknamMy e(eKTHBHOIO.
Jlu3aifH € iHCTPYMEHTOM PO3pOOKH Ta BUPOOHHUIITBA PEKIIAMH, STKUH TO3BOJISIE CTBOPUTH 3PO3YMIITY Ta YUTAOCIBHY JUIS
LTLOBOT ayAUTOPIi APYKOBaHY, 30BHIIIHIO, BHYTPIIIHIO PEKJIAMy, @ TAKOX PEKIaMy IJIs COLIAIbHUX MEPEeX Ta
pexnaMHUA OaHep Ui caiTy. J{u3aifH 9acTO IIOMIJTKOBO CIIIBBiTHOCSTH 3 KPEaTHBOM Ta KPEATHBHOKO PEKIIAMOI0, ajie IIe
PO 3PYHYHICTB, 3pO3YMUIICTh Ta IOKa3 MPOAYKIii Y peKiami y SKHaiKpamoMy KOHTEKCTI JUIsl IPeICTaBHUKIB [[LIbOBOT
aymuropii. Y Mekax Te3 po3riiTHEMO OCHOBHI (yHKIIIT In3aliHy, sKi BiH BUKOHY€E y pekiami. [{n3aiid sBise coboro
CKJIQ/IHY CHCTEMY 3 TEOPETHYHUMH, IPAKTUYHUMH i OCBITHIMHU €JI€MEHTaMU Ta BUKOHY€E 3aBJaHHs HAHBUIIOTO PiBHS
CKJIaHOCTI IOJJ0 TAPMOHI3aIlil ITYyYHOTO 0TO4eHH [2, ¢.319]. Brim mu3aiiH y pexinaMmi BHKOHYE KilbKa (QyHKIIIH,
ecTeTHYHa (pyHKIIS - OHA 3 HUX. 32 JOMIOMOTOI0 IN3aiiHy Ta OCHOBHHMX HOTO 3aKOHIB CTBOPIOETHCS €CTETUYHO
npuBabInBa JpyKOBaHa ¥ LU(POBa peKiama. [HIUMH clioBaMH 3a IOIIOMOTOI0 IM3aifHy PEKJIaMHE OTOJIONICHHS CTaE
30BHINIHBOO NMPUBaOIMBUM. TakoX 3aBISKH AU3aHHY MOKHA IPUBEPHYTH yBary ayAuTOpii Ta BHKIHKATH IHTEPEC O
peKJIaMH Ta PEeKJIAaMOBAHOTO TOBapy.

Hactynna BaknmBa QyHKIS, IKy BUKOHY€E TU3aiH y peKiaMi - IIe KOMYHiKallis. BoHa peanizyeTbcs B TOMY, IO
3a 3aBISIKM U3aiiHy KOMIIaHisl CIIUIKYEThCS 31 CIIOXKMBaYaMH Ta MpPEJACTaBHUKAMMU LILOBOI ayAWTOpIi 3a JOMOMOTIO0
peKJIaMu: pO3IOBiIA€ ICTOPIi; MiAKPECTIOE BUTOAM MIPOLYKIii, AEMOHCTPYE, SIK KOPUCTYBATUCS IIPOLYKTOM; JIEMOHCTPYE
cutyamii “n0” Ta “micis’”, maKpecioe repoidHicTh OpeHay Tollo. YrpaBiiHchKa (yHKIIs IU3aiiHy y peKiIami moJsrae B
TOMy, IO 3aBASKH JAW3aifHy MOXXKHa KEepyBaTH yBarolo IinboBOi aymuropil. [lu3aliH pekiIaMu IPYHTYEThCS Ha
BIOPS/PKEHHI 1JIFOCTPATHBHOI'O Ta TEKCTOBOI'O Marepiany B €IMHY KOMIO3HUIIO peKIaMHOro 3BepHeHHs [1]. 3aBasku
TapMOHIHHII opraHi3amii OCHOBHIX €JIEMEHTIB PEKJIAMH Ha PEKJIAMHIH IDIOMKHI peKjlaMa MPUBEPTaE yBary Ta CKEpOBYE
yBaru Tisijada BiJi OCHOBHOTO 300paXE€HHs IO YHIKaJIBbHOI NMPOMO3MUIT Ta KOHTaKTHUX JaHMX mianpuemcrta. OTxe,
JM3aliH y peKiIaMi He JMIIe 3[JaTeH NMPHUBEPHYTH yBary J0 PEKIaMHOTO OTOJIOIICHHS, a W MOCHIZOBHO CKEPYBaTH ii y
NpaBHWILHOMY HanpsiMKy. Kpim Toro, nu3aifH NpU3BOAMTH 10 3pY4HOI B3a€MOJIT MPEACTaBHUKIB IILOBOI ayuTOPil 3
pEeKJIaMHUM OTOJIOIICHHSM, HANpUKIad, YUTaOeNbHICTh PEKIAMHOTO 3arojloBKa, OCHOBHOTO TEKCTy Ta CIIOTaHy,
ITFOCTpallis mepeBar MpoAyKilii, 3po3yMimicts call-to-action, 1o came citig poOHMTH HIIBOBIH aymuTOpii (3aMOBUTH
MPOJYKT, B3ATH y4acTh B aKIIil, IPOroJI0OCYBaTH, BCTAHOBUTH MOOIIbHHUI 3aCTOCYHOK TOIIIO).

Otxe, 4yZIOBY pEKJIAMHY 11€10 MOKHA JIETKO 3i[ICYBaTH MOTAHUM Ta HEBJAJIMM Ju3aiiHoM. PexiaMoaaBIio qu3aiH
JIOTIOMAarae 4iTko Ta sICHO JOHECTH J0 IUTBOBOI ayAUTOPil OCHOBHY iH(OpPMAIIifO PO MepeBaru MpoayKIlii, 0COOTMBOCTI
BUTOTOBJICHHs, 11 I[iHy, CleliagpbHi yMoBH Tomo. JlM3alH 37aTeH 3pOOHMTH pPEKJIaMHE MOBIJOMJICHHS MPOCTUM Ta
3pO3yMIUIMM ISl ay[UTOpii, MO Oe3MepevyHO MO3WTHBHO BIUIMBAE HA CHPHHHATTSA NOBIAOMIICHHS Ta HOTO 3arajibHy
e(eKTUBHICTh Ha (DOHI IHINUX PEKIIAMHUX MOBIIOMIICHD 3 SIKUMH IIO/IHS CTUKAETHCSI CIIOXKUBAY T4 TAKUM YHHOM, JH3aiH
3abe3nedye KOHKYPEHTOCIIPOMOXHICTD IiIIPHEMCTBA.

Cnucox BUKOPUCTAHUX JKepeJ

1. Mimycrina T.C. Peknama ta pexiiamna JisuibHicTb. — [{Hinponerposesk, AYEIL, 2008. [Enxekrponnuii
pecype]. — Pexum goctymy: https://studfile.net/preview/5424058/page:14/

2. Mpumienko C.B. PexnaMuuii mu3aiid: 10CTIKSHHS TePMiHOIOTIYHOT 0a3u. Bicuuk HarionansHol akamemil
KepiBHHX KaJpiB KyibTypH i MucTents. 2018, Ne 4, c. 318-323.

Hayxrosuii kepisnux: A.B. Mamnina, sukiaoay npaxmuk

M. 10. Beiiko, cTyneHTKa
Yuieepcumem imeni Anvghpeoa Hobensn, m. /Ininpo, Yxpaina
CTPYKTYPA I IMHAMIKA EKCIIOPTY ATPAPHOI ITPOAYKIIIi 3 YKPATHU: IOTOYHHM CTAH TA
NEPCIIEKTUBHA
ATIK € ozHi€r0 3 MPOBITHUX ramy3eil BITYM3HAHOT €KOHOMIKH, TOMY BaXXJIMBICTh PO3BUTKY CITBCHKOTO
roCIIo/IapcTBa I YKpaiHu € oueBHAHO0. Harra kpaiHa Mae CripusTINBI KIIIMaTHYHI YMOBH, POJIIOUI 3€MJIi, @ TAKOXK
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BHUCOKOKBATiI(DIKOBAaHMX CHEUIaNiCTiB, IO CTBOPIOIOTH MEPEIYyMOBH [UISi PO3BUTKY arpapHoi NPOAYKIii, Sk JuIs
BHYTPIIIHBOTO CHOXXUBAHHSA, TaK 1 JJIs1 HAPOLTyBaHHS 00cATiB ekcnopTy. Ha manomy erami, CilbChKe TOCHOApCTBO B
KpaiHi pO3BUBA€ETHCS JOCUTh HECTAOUILHO, 110 HAcaMIepesl MOB’SI3aHO 3: 3aJIEKHICTIO rajiy3i BiJ KJIIMaTHYHUX yMOB;
JTUHAMIKOIO CBITOBHX IIiH; HEJIOCTATHICTIO iHBECTYBAHHS, HEOCKOHAIUM JICP)KaBHUM PETYJIOBAHHSM; BUCOKUM PiBHEM
3HOIIIEHOCTI OCHOBHHUX 3aC00iB; IIOBUTBHUMH TEMIIAMH BIPOBAHKCHHS iHHOBAIIiH [1].

Cepen MO3UTUBHUX TEHACHINIH MOXHA BHIITUTH: HAPOIyBaHHS OOCSTIB BUPOOHHUIITBA arpapHOi MPOAYKIIii, 110
3a0e3Meymiu picT 00CATIB €KCIOPTY; 3pOCTaHHS PO3BUTKY BiIHOCHH 3 KpaiHamMu €C Ta BUXiA BITYU3HIHOT MPOIYKLIT HA
a3iiicbKi pUHKH Ta TIO3UTHBHE 30BHIIIHHOCKOHOMIYHE CallbJ0, IO CBITYUTH NMPO (HOpMyBaHHS €(EKTHBHOI CTpaTerii
PO3BUTKY 30BHIMHBOI TOprieii [3]. YkpaiHa TpaauiiiHO BXOIUTH N0 JIAEPIB - E€KCIOPTEPIB CUILCHKOIOCIIONAPCHKOT
npoaykiii. OgHUM 31 MUIAXiB 30UThIICHHS €()EKTUBHOCTI €KCIIOPTY arpapHOi MPOAYKIIi MOKe CTaTH 30UTBIIICHHS TIJTOII]



Ta OCBOEHHS TEXHOJIOTIH BUPOLIYBaHHS HILIEBUX KyJbTyp B €KOHOMIYHOMY CEHCI NPHHECE BITUM3HSIHUM arpapisiM sk
MIEPCTIEKTHBY 301UTBIICHHS BUPYYKH, TaK 1 PO3IIUPEHHS MOIMBOCTEH KOMITEHCAIlii pU3HUKIB HEIOOTPUMAHHS TPUOYTKY
Bin TpamuuidiHux omiiianx 1 3epHoBux [3]. Cranom nHa 2021 pik 30BHIIIHBOTOPrOBENbHUII 00Ir eKcIopTy
CLIBCBKOTOCIIONAPCHKOT MpoayKii craHoBUB 37,3% y 3arambHOMY ekcropTi kpaiHn. OCHOBHUMH KpaiHaAMHU CIIOKHBAHHS
excrioptHux ToBapiB AIIK kommiekcy cramu Kurait -16,2%; Iamis — 7,5%; Hinepnaumu — 6,7%. HaiiGinbine 3a
TIPeCTaBICHUH Iepios Oyno eKCIOPTOBAHO 3EPHOBUX KYJIBTYp, OJii Ta M’sacHoi mpoxykuii. Kpim Toro, 30impmumoch
MOCTaYaHHs OJIii COHSIIHMKOBOI, SYMEHIO, MIICHUI[, MeIy, IUIOMIB Ta ropiXiB, X71i000yJIOYHHX Ta KOHAUTEPCHKUX
BHPOOIB TOMIO.
Hapasi ykpaiHcbkuii arpapHHid CEKTOP Ma€ i MOJabIl CIIPUATINBI NEPCIIEKTHBH [2] AJIsi HApOLLyBaHHS

excriopty komiuiekcy AITK, 3okpema motpiOHO:

- 38151 PO3BUTKY arpapHUX KOOIEPATHBIB MOTPIOHO BCTAHOBUTH HOPMH 3aKOHOJABCTBA PO [TOJaTKOBI MUIBTH; -

CTHMYJIOBATH PO3BUTOK 3POIICHHS KYJIBTYpP HE TIJIHKH B MiBACHHINA YaCTHHI YKpaiHu, a if B IEHTPAIbHAX 00JaCTSX;

- CTUMYJIIOBAaHHA BI/IpO6HI/IHTBO i CKCIIOPT 'OTOBUX TOBapiB, a HC JIMIIC anapHO.ll CHUPOBHHH, TOOTO

MIePEOPiEHTYBATHCS Ha BUPOOHHUIITBO TOTOBOI IPOAYKIII] a/’ke BOHA OLIHIOETHCSA JOPOIKUE;

- He BBOJUTH OOME)KEHHS Ha CKCIIOPT Ta [IHOYTBOPEHHS MPOIYKIIii;
- PO3BUBATHU €KCHOPT B Kpaiuu A3ii Ta AQpuxw;
- 3QJTyYUTH TPsIMi iIHO3EMHI 1HBECTHIIIT;

- PO3BHUBATHU arpoTEXHIUYHY HayKy Ta IiIBHIYBATH KBaJi(iKallil ImpariBHHUKIB.

VY BHCHOBKY MOXHa CKa3aTH, IO JuHamika ekcriopty npoaykuii AITK Ha naHuii MOMEHT Ma€ MO3WTHBHI
3pylIeHHs. 3MiHCHEHHsl MepeNidyeHuX 3axOAiB J03BONUTH He ymme mintpumati excrnopT AIIK Ykpainm B ymoBax
€KOHOMIYHOI Ta MOJITHYHOI HECTaOUIFHOCTI, a i TPOMOBKYBATH IOCATATH SKICHUX MO3UTHBHUX 3pPYIIEHb CUTBCHKOTO
rocrnojapcTea. I TakuM 4YMHOM, BHKOpHUCTaBIUM BeiandesHuil moreHuian AIIK Ykpainu, B mepcrnekTuBi 3a0e3meqnTH
JIAUPYIOYi TO3UIIIT B CBITI.

Cnucox BUKOPUCTAHUX JKepeJ
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CTPATEIUS BO3JENCTBUS HA IOTPEBUTEJISI UEPE3 3JIEMEHTBI KOMILJIEKCA
MAPKETHUHTI A

K ¢yHKIMOHANBHBIM CTpaTerusiM, OCHOBAHHBIM Ha 3JEMEHTaX KOMIUIEKCa MapKETHHIa, OTHOCATCS: TOBapHas,
IICHOBasd CTpATETUA, CTPATCTHUA PACIPCACIICHUA U CTPATETUA TTPOJABUKCHUA. Ka)KI[aH U3 3TUX CTpaTeFI/Iﬁ Jac€T OTBCT Ha
BOIIPOC O MPUHATUH peIHeHI/Iﬁ OTHOCUTECJIBHO KaXXJ0I'0 M3 3JIEMEHTOB KOMIUICKCA MAapKETHHIA. 3HauyeHHe HA3BaHHBIX
CTpaTeruii 3aKiro4aeTcsl B BO3JAEHCTBUU HA CIIPOC MOKYIATEJNsl Yepe3 TOBap, LIEHY, KaHAJIbl PACTIPEICIICHNS 1 METO/BI
IIPOJABMKEHHS TOBApA.

IIpoxykT (TOBap) — 3TO MaTepHajIbHOE WM HEMaTepuasbHOE (M3aenue, ujaesd, yciyra) Onaro, oOriagaromiee
CBOMCTBaMH, HEOOXOAMMBIMM ISl YAOBIICTBOPEHMs NOTPEOHOCTEH uesnoBeka. Pa3nmuuaroT JBe TIpyIbl TOBAPOB:
MoTpeOuTENbCKIE U TpoMBIIIIeHHBIE [1]. OT XapakTepa ToBapa 3aBHCHT BBIOOD (haKTOPOB U METO/IOB CETMEHTHUPOBAHUS
PBIHKA.

JKu3HEHHBIH LUK TOBapa BKIIOYAET YETHIPE CTAJMU: BHEIPEHHE, POCT, 3peJoCThb, crmai. s Kakaou crajaun
XapaKTepHBl OIpeZeeHHble cTpaTerud. Hampumep, Ha 3Tane BBIBEJCHHS HOBOTO TOBapa Ha PHIHOK HCIOJB3YIOTCS
MapKeTHHTOBBIE cTpaTeruy [1]:

- MCIUJICHHOI'O «CHSATHSA CIINBOK),

- OBICTPOrO «CHSATHS CITMBOKY;

- OBICTPOTO MPOHMUKHOBEHUS HA PHIHOK;

- MCIUICHHOTI'O ITIPOHUKHOBECHW HA PBIHOK.
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K cocTaBistronuM TOBapHO# CTpaTerny OTHOCUTCS! OpEHAMHT — yIipaBieHue OpengoM. bpenn (ums, cuMBoI), KaKk
TOproBasi MapKa, IpeAHa3HaueH I HHACHTH(UKAIINN TOBApOB U yCIyT. Mcrons3oBaHne OpeH/a MO3BOJISIET YIPOCTUTh
IpoLeaypy BbIOOpa TOBapa, YMEHBIIUTh CPaBHEHHS TOBApOB II0 LIEHE, CO31aTh 3aMHTEPECOBAHHOCTH B INPOAYKTE Yy
TOPTOBIIEB, PACIPOCTPAHUTh CBOE BIMSHHE HAa CMEXHBIE 00JACTH M HOBBIE IPOIYKTOBBIE KaTErOPHH, PEKIAMHUPOBATH
MPOXYKLIHUIO (PUPMBI, TOJY4YHUTh JOHOJIHUTENBHYIO IPUOBLIE [2].

LlenHocTb — 3T0 HAOOP CBOMCTB MpoAyKTa (TOBapa) HEOOXOIMMBIX [UISl yIOBJIETBOPEHUS OTPEOHOCTEN YenoBeKa.
Ilena — 3T0 IEeHEKHOE BBIpAXKECHUE [IEHHOCTH TOBapa. LleHa Mmoka3bpIBacT JEHE)KHOE OTHOIICHNE TTOKYIIATeNs ¥ IPOAABIA
K TOBapy M SIBJISICTCSl IPEIMETOM MOJHUTHKHM LIeHoOOpa3oBaHMs. Ha LeHOBBIe pemieHusi npousBojuresns (IIpojaBla)
BIMSIOT IIOBEJCHUE MOTpeOUTENeH Ha pPHIHKE, CTENEeHb KOHKYPEHIMH, W3JEPKKU IPOM3BOACTBA, I'OCYAApCTBEHHAS



TIOJINTUKA [IeHOOOpazoBanus [3].
MapKeTHHIOBBIH TOIX0/1 B c(hepe IIeH MOXKET OBbITh BHIPKEH B PA3HOBUIHOCTAX LICHOOOpa3oBaHus (HarpuMmep,
«TICHXOJIOTHYECKHE TIeHBI). «IIcuxonornueckuey NeHbl KaKk Pa3HOBUIHOCTH IIEHOOOPa30BaHMUs OPHEHTHPOBAHHAS Ha
MOTPEOUTETHCKOE IMOIIMOHAIIEHOE BOCIIPUSTHE 1I€H, U JIEIISITCS Ha: HEOKPYTJICHHBIE IIEHBI M IPECTYIKHBIE LEHHI [3].

Jnst pactpesienneHus XapakTepHO TO, YTO OONBIIMHCTBO IIPOM3BOANTENCH COBIBAIOT CBOM TOBApHI MOKYIATEIAM
4yepe3 PBIHOYHBIX ITOCPEAHUKOB (OpraHm3anuu, (GUPMBI), 3aHATHIX TOBapOJBIKCHUEM. JleSTENbHOCTh PHIHOYHBIX
MIOCPEAHUKOB (DOPMHUPYET KaHAIBI TOBAPOABMKEHHA. KaHanm TOBapOIBIDKEHUS — 3TO MyTh, IPOXOANUMBIA TOBapaMu U
yCIyraMmu OT MPOM3BOJIUTENS K KOHEYHOMY ITOTpeOHTeN0. Paznuyaror npsiMple 1 KOCBEHHBIE KaHAJIbI TOBAPOIBHKECHUS,
Ka)XJJOMY BHly KaHaJOB COOTBETCTBYIOT T€ MJIM HHbBIE CTPATETHH B Chepe pacIIpeaeICHHS.

[IponBrxeHNE CBSI3aHO ¢ KOMIUIEKCOM KOMMYHHUKALWH, MPUMEHAEMBIM IPOU3BOIUTENEM I HHPOPMHUPOBAHUS,
(opmupoBaHus yOEXKICHHS M HAlOMHHAHUS O TOBape WM yCIyre HOKymaTenro. KoHedHas Lenb CcTpaTerui
TIPOJIBIKCHHUS COCTOHT B 00ECTICUCHNH BIIMSTHHS HA ITOKYTIATEISI TAKUM 00pa3oM, YToObI 3PPEKTHBHO OPTaHNU30BAThH COBIT
MPOJTYKLIUH.
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Yuieepcumem imeni Anvgppeoa Hooensn, m. /[ninpo, Yxpaina
JIVIOBA KOMYHIKAIIIS: BIIMB HAIIIOHAJIbHUX OCOBJUBOCTEM

JlronuHa 3aBKIu OTPUMYE SIKYCh iH(pOpMAITiIO BT iHIIKX, pearye Ha Hei Ta poouTs BUCHOBKH. Lle i
Ha3WBA€ETHCSl KOMYyHiKarlieto. KomyHikamis — 1ie mporec, 10 SKOTro MU 3aJTy4eHi BIPOJOBX yChOTO JKUTTS, HIOYNHAIOYH 3
JUTUHCTBA. Y KOXKHOTO HAapoJy € CBiil HalllOHAJBHUI XapaKTep, CBOI BJIACHI KyJIBTYPHI TpaaulLlii, 0 MO3HAYaI0ThCS Ha
KOMYHIKaTHBHIH moBeiHMi TroanHN. CydacHUM JITIOBHM JIFOIISIM, SKi 9acTO CIUIKYIOTBCS 13 IIPEICTABHUKAMH 1HITNX
KyJIbTYp Ta HapOJiB, BiJOMO, HACKUIbKY Ba)XJIMBUM € JJOTPUMaHHS 1X MPaBUJI Ta HOPM MOBEIIHKH Y
MYJBTHKYJIBTYPHOMY CEpEJOBHIII.

Hanpuknan, ninosi maptHepu 3 BennkoOpurtaHii 3aBXIU BpaXkalOTh CBOEIO CTPATETIEI0 BEICHHS IIEPErOBOPIB,
OCKIUJIbKM BOHHM BMIIOTH JIy)KE€ TaKTUYHO Ta 00EpekHO YXUIATHCSA BiJl HEJIOPEYHUX IHTAHb Ta 3ayBaKCHB. Ix moxHa
CTAaBUTH y NPHKIAJ, ajike BOHH HE TIUTBKA z[06pe BOJIOZIIOTh HaBHYKAMH e(beKTHBHm KOMyHiKamii, a i 3aBxnu
CHOCTEpeXIMBI Ta BimmaHi TpagumisM. Ha nimoBmx TeperoBopax OpuraHIi 3afiMalOTh MKXOPCTKY IO3HUIIO Ta
00OrOBOPIOIOTH HE JIUIIE AETalll KOHTPAKTY, 8 i YNHHHKH, SIKI MOXKYTh HO3UTHBHO BIUIMHYTH Ha MIEPCIIEKTHBHY CIIBIIPALIIO
[1;2].

B sKocTi me 0JHOTO WiKaBOro IMpPUKJIAAy 1HO3€MHOI KyJlbTypH MoOXkHa npuBectd Kwurail. Kuraiini 3amxiam
HAJAI0Th HepeBary odiliiHOCTI, TOMy HEOOXiTHO YiTKO PO3YMiTH, XTO € KEPiBHHKOM, a XTO IiJIErJIUM. IX po3sMoBa
3a3BHUYail Iy)ke MOHOTOHHA Ta IOBIJIbHA, BOHU HIKY/M HE MOCHIIIAIOTh Ta 3BUKJIM CIIOYATKY YK€ PETeIbHO BUBYUTH
YMOBH KOHTPAKTY, a BXKE IMOTIM KOJCKTHBHO IPUIMATH pilmeHHs. HaliBa>xnuBimmi mpaBuia mijg yac AiI0BOI KOMYHiKarii
JUIsl HUX: TI0Bara, CKOHIIGHTPOBaHICTh, yBIWIUBICTS [ 1;2].

Hanpuknan, y Mekcuui € Jayxe 0arato IikaBUX HOPM KOMYHikamii. Y JiJIOBOMY CHUIKYBaHHI MEKCHKAaHII
TMOONATH MIJKPECITIOBATHA CBIil CTaTyC, i YMM TEPCIIEKTHUBHIIIA KOMITaHis, TUM Oibllle 3HAYCHHS MAlOTh Oe3T0TaHHI
MaHepH, MapK{ aBTOMOOLIIB 1 SIKICTh KOCTIOMIB. BoJtHOUac MeKcHKaHIIi — Iy»Ke JKBaBHi, BIAKPUTHI Ta TOCTHHHUI HAapo/I,
TOMY IIEPETOBOPH 32 IX Y9acTi TPAAUIIIHO MPOXOASTh Y HEBUMYIICH i aTMOchepi. MeKCHKaHChKi 013HECMEHH — OCBIYeHI
KocMomoJIiTH. Jlo iHO3eMIiB BOHM CTaBIATHCS MPUBITHO M MO3WTHBHO. Ilepes oOroBOpeHHSM IiIOBHX NHUTaHb BOHH
BBa)KalOTh 32 MOTPIOHE Olnblle Ji3HATHCS MPO CBOiX MaWOYTHIX ALIOBHX MapTHEPIB, TOMY IO BIEBHEHI, 110 Oi3HecC
YCHIITHUM pOOJIATh He KOMIaHii, a roau. [lepen yknaganHsaM Oy ab-gK01 yToIu MEKCHKAHII 3aBXKIH MIPOBOIATh MIHIMYM
OJIHY 0COOHCTY 3yCTpid, TOMY [0 BBa)XKaIOTh, 110 TeJe(OH Ta eJIeKTPOHHA MOLITA CTBOPEHI JIMILE U1l yTOYHEHHS JleTaiei
1 HIIK HEe MOXXYTh 3aMIHUTH XHBOTO CIIUIKYBaHHSI. MEKCHKaHINI — HE HAJATO MyHKTYaIbHUH Hapoxa. Y wiil kpaiHi 4ac —
TIOHSTTS BiTHOCHE. AJle SIKIIO MEKCHKAHEIb 3alli3HIOETHCS, HOT0 00O0B’S3KOBO BapTO JOYEKATHUCS, TOMY IO, Ha HOTO
JIYMKY, BiH 3aBXJH 3aIli3HIOETHCS JIMIIE 3 00’ €KTUBHUX NMPUYMH, IO 3aBaXKalOTh HOMY INpuixaTh B4YacHoO. LlikaBo, 1o
4acTO MYHKTYaJbHICTh MEKCHKAHIISI 3aJIe)KHTh BiJ WOTO 3allikaBiieHOCTI B yrofi. Ili3He mpuOyTTS Ha 3yCTpid MOXKeE
CBIIYMTH ITPO MaJTy 3alliKaBJICHICTh MEKCUKAHISL. 3arajloM MEKCHKAHISIM Jy>Ke BaXKKO J1aBaTH YiTKi BiJIIOBii, 0COOINBO
BigMoBIATH. HalliMoBipHiIIe, BaM CKaXyTh «doMy 0 1 Hi?», a He JaayTh YiTKO 3pO3yMITH, III0 BOHHU HE 3aIliKaBJICHI B

57

MOJANIBIIOMY CIUJIKYBaHHI 3 BaMH. TakoX HE0O0XiJHO MiAKPECIUTH, 0 Y MeKCHIll HeBepOabHOMY CITIIKYBAaHHIO
HAJal0Th BEJIMKOTrO 3HaYeHHs [1].
B sxocTi BUCHOBKY Tpeba 3a3HAUUTH HACTYIIHE. Bl]lBl}IyIOqI/I p13H1 KpaiHH, Bipa3y MOKHA 3pO3yMiTH, IO BCi
BOHH BiIPI3HSAIOTHCS CBOIMH 3BUYAsIMU, TPAUIISIMU T4, 3BICHO, CTHKETOM 1 MMPaBHJIAMH TIOBEAIHKH. TOMY, IPHIXKIKAFOUN
B 4yXy KpaiHy, mepenyciMm HeoOxiaHo moBaxkaTH ii crierudixy. CrinKyBaHHS 3 IpeACTaBHUKAMH iHIINX KpaiH MOTpedye
He JIMIIE 3HaHHS 1HO3EMHHX MOB, a i YMIHHS IIOBOANTH ce0e TOJIepaHTHO, HEBUMYIIECHO Ta I'iiH0. MI>KHapOoaHUiT eTHKET
— CKJIaJIHE TIOEJHAHHS HAIllOHAIBHUX TPAAWIii HApoAiB. [HO3eMHU TiCTh 3aBXKAM MOBHHEH IMMAHOOIMBO CTABUTHCS JI0
JKUTENIB KpaTHU, IPOSIBILITH IHTEPEC IO HAIIIOHAIBHOI KYJIBTYpH 1 TIOBaXKaTH 3BUYAI.
CHucOK BUKOPHCTAHMX JIZKepeJ
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K.P. bonnapenko, cTyaeHTKa
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CTPATETIISI DIGITAL-MAPKETHUHI'Y

B ocraHHi miBTOpa JecATHpIYYS PO3BUTOK IHTEPHET TEXHOJOTIH JEMOHCTPYE MEpIIOKIAcHI IOKa3HUKU
NPOHUKHEHHS Y BCl cdepH JIOJICHKOTO JKUTTA. |HTEpHET cTaB He JHile 3aco00M KOMYyHIKamii 0e3 TepuTopiajbHHX
oOMexeHb, aie  eeKTHBHAM 3aCO000M BEICHHS CydacHOTro Oi3HeCy, IPOBEICHHI MapKEeTHHTOBHX JOCITIIKeHb. Yepes
PO3BUTOK TJI00aNbHOI EKOHOMIYHOi KPH3HM pOJIb IHU(POBUX TEXHOJOTH OCOOJMBO 3pOCTa€, BOHU JIONOMAararoTh
KOMIIaHiSIM He JIMIIE CKOPOTUTH BUTPATH Ha NPOCYBaHHS Ta 30yT, a W JOINOMAararoTh MiJIPHEMISIM OCBOITH HOBI, Ta
PO3MIUPUTH iCHYIOWi PHUHKH 30yTy BIIACHOI MPOMYKINI, ITiIBUIIATH IEPCOHANI3ALI0 PEKIaMHUX IMOBIIOMIICHb Ta ix
edexTuBHICTS [1].

Crpareris Digital mapkeTuHry - 1€ 3B'sI3HHI Ha0Ip KPOKIB, 10 CIIUPAIOTHCS HA IHCTPYMEHTH Ta TakTHKH digital
MapKeTHHTY, 1110 BUKOPUCTOBYETHCS JUIsl JOCATHEHHSI KOHKPETHHX IiIeil Baioro 0izHecy. OCHOBHA MeTa po3poOKH
digital-ctparerii — 11e OTpUMaHHS ILTICHOTO, 3PO3yMiIOTO Ta OOTPYHTOBAHOTO MIIAHY IOCSTHEHHS MOCTaBICHUX Gi3HEC
uineit. LlisicHicTh Ta OOIPYHTOBAHICTh TAKOX Nepeadavae BUCOKY HMOBIPHICTh (HaiHHICTh) JOCSATHEHHS BalllNX LiTeH
(Ha BigMiHY BiJ «KJIAITEBHUX» Ail MO0 MpocyBaHHs Oi3Hecy B digital cepemopumi) [1].

Sxmo B X04eTe HaZiifHO i mepeadadyBaHO HAPOITYBATH OOCATH MPOAAXy Ta IPUOYTKY, 301IBITYBATH YaCTKY
PHHKY, TIepeMaraTi y KOHKYpeHTHil 00poTh0i — BamM TOYHO NOTpiOHO chopmydroaty digital-cTparerito koMmnaHii.
Crparteriro digital-mMapkeTHHry HEOOXiJHO BUKOPHCTOBYBATH KOMIIaHil, KOJIM KOMITaHis Bke nMpooyBai (i
MIPOIOBKY€ETE BUKOPHCTOBYBATH) OKpEMi iIHCTPYMEHTH 1HTEPHET-TIPOCYBAHHS, a TAKOK KOJH € Yn OyIJIM IIeBHI O3UTUBHI
pe3ysbTaty, € 6a30Bi TOYKH MIPUCYTHOCTI (CalT, MOXKIIUBO, coLMepeKi), € Tpadik (Ha callT abo B colMepexax) Ta €
3as1BKH, U MpoAaxi. Ajie IpU LIbOMY Bac HE BJIAIITOBYIOTh O0OCSATH 3asBOK 1 MPOJAXiB, Ballll i/l HE BUKOHYIOTHCS, 1 BU
HE 3HA€TE, K KapIUHAIBFHO 3MIHUTH CUTYyamifo [2].

Tob6to noTpideH neBHUH TOCBIA Ta piBeHb POOOTH 3 BalIUM OPEHJIOM Ta IIPOAYKTOM, 11100 MepeiiTy Ha piBeHb
POOOTH 3a LUTBHOO MPOIYMAHOIO CTPATETIETO.

Jnst moyatky HeoOXiTHO 3poOuTH 30ip Ta aHaji3 cUTyauii Ta BCIX BUXITHUX JaHUX. Bam notpibHi nudpu ta
(haxTu. 30epiTh yCi 1aHi, IO CTOCYIOTHCS 3arallbHOI CTpaTerii pO3BUTKY KOMITAHII.

SAxmo Bu poomwn SWOT-anani3, To neit 1ocBig TyT 9yJ0BO BIUIIETHCS: MIPOAHAI3YITE CIUTBHI Ta cradki
CTOPOHM KOMIIaHii Ta IPOJYKTY, MOKJIMBOCTI Ta NOTEHIII{HI 3arpo3u 3 00Ky PUHKY, BU3HAUTE MOMJIIMBOCTI JIJIs
3poctanHs. Takox Ha IbOMY eTari HeoOXiIHO POaHaji3yBaTH CBOIO IJIbOBY ayAUTOPil0. XTO Y Bac KyIye€ sKi IPYIH
IUTBOBOI ayJUTOpIi BU MOKeTe BUAUTHTH? SIKi 3 HUX KyMyIOTh HalaKTUBHIIIE 1 HaitOimpIme? J{ist koxxHo1 rpymu LIA
notpibHo ckiact [lopTpeT HisboBOT ayaAuTOpil.

Jani HeoOXiTHO 3pOOUTH TIOCTAHOBKHY IIiIeH. Buxomsun i3 3araidpHAX Iijed Balroi KOMIaHii BaM MOTPiOHO
BU3HAYMTH, SIKUX MIOKa3HUKIB MAapKETHHTY Ta MPOJaXKiB BH IparHere. Bonn mMaroTh Oyt uiTko onpdposani. Lini
MOTPiOHO BU3HAYHTH (JCKOMIIO3YBaTH) IO KOKHOMY 3 BAaIlINX KIIFOYOBUX MPOAYKTIB Ta TPYII KI€HTIB. JIeKOMIO3yBaTH
MOYKHa JI0 KiJIbKOCTI IIJIbOBHUX IEPEXO0/IiB Ha CANUT M0 KOXKHOMY 3 IIPOAYKTIB. SIK BU IJIaHY€TE AOCATTH THX YM IHIIUX
3arajJbHUX IUQP, HAIPUKIA, 100 BUPYUKH 3 YpaxyBaHHIM MOXIMBOCTeH puHKY. Lle Oyne nume rimoresa:
3p0O3yMiJIO, L0 MOTIM BU 3MOXKETE BHECTH KOPUTYBaHHS B IPOLEC, THYYKICTh 1 aIaliTUBHICTh — 11€ HopMaiibHO. [ToTiM
HEOoOXiTHO BU3HAYNTH IPUHIIMITOB] TAKTHKU Ta iIHCTPYMEHTH JIOCSTHEHHS 1iiel. TyT 3'IBsieTbcsl KOHKPETHHUIH CKeJIeT
BaIoi JiJpKuTai-cTparerii. Bu 1e pa3 ocMucitoere jaHi, OTpUMaHi Ha nornepenHix eranax: | sk macyMmok — Bu
(dopMmymroeTe KITF0UOBI 3MiHU Ta TakTHKH digital crparerii. BaxmBo: Taki HApuCH TPOTYMYIOTCS IJIsT KOXKHOI 3
npiopureTHuX KoMOiHatii «[Iponykr + L{inboBa ayaAnTopis», CKUIbKK TaKMX KOMOIHAILIl y Bac HE BUSIBHIIOCS.

OTxe, IpU CKIAJaHHI KOHKPETHOT'O IUIaHY peaizamii crparerii iHTEpHET-MAapKETHHTY € KiUTbKa BayKIIMBUX
NPUHLMIIB Ta NMpaBwiI. Bci KOHKpeTHI MiaHu Aild OyAyIOTbCS TUIBKM Ha OCHOBI JIEeTANbHO oNucaHux llepcoHaxiB
MOKYMIIB Ta po3yMiHHs iX Customer Journey Map (IUISXH IIMX KOPUCTYBAYiB 10 MMOKYTIKH).

Benukuii pe3ynbrar cKiagaeTbesi 3 HAOOPY HEBEJIMKUX pe3yibrariB. [IpogyMyiiTe KOHKPETHI HUISIXHW KOHBEPCi,
3alydaiTe Mg HUX MOTPiOHWHA Tpadik, CTBOPIOWTE MOCAAKOBI CTOPIHKHM Ta 1HINI TOYKH KOHTAKTY, aie pe3ynpTatd (Y
LUTBOBUX IU(pax) 3a TAKUMH JIAHIFO)KKaMHU HE 3aBXAU OyIyTh Ay)Ke BEIIMKUMHU, SKIIO Y Bac BEIWKa MaTPHIIA IPOTYKTiB
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1 inpoBUX ayauTopiit. [Ipocto 3amyckaiite O1NbIe TAKUX «JIAHITIOKKIBY, 1 IX CyKYITHI pe3yJbTaTH MPUBEAYTh Bac J0
JOCSATHEHHSI CTPATETIYHAX MIJICH.

[Ipu muranyBaHHi Aiff 3 TPOCYBaHHSA NOYHHANTE 3 00POOKH iICHYIOUOTO Tapsduoro MOMHUTY, TIIBKH MiCIs IHOTO
pyxaiTecs o XOJIOAHIIIOro (y rapsuoro IONHUTY JIaHIIOKKHA KOHBepcii OyayTh npocrinre, KopoTuie i femesmie). [iroun
3a I[UM IIJIAHOM, BU c(hopMy€eTe pe3yIbTaTUBHY CTPATETiIo JJIs Baloi KOMIIaHii.

CnucoKk BUKOPHCTAHUX JKepeJt
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INSTAGRAM MAPKETHHI - CHEHIAJII3AIUA 21 CTOJITTS
B namr yac MoxHO 1o0a4nTH, SIK pekiaMu Ha Oinbopaax crae Bce MeHuie. [IpuitHATI 3aK0oHH, 5IKi 3a00pOHSIOTH



pobuTH pexsiamHi no3uuii Ha OyxiBisax [3]. Micuesi Biaau 3HOCATH JIapbKH, Jie OyJI0 Miclie peKJIaMH, OUUILYIOTh MICTO
BiJl MAPKETHHTOBOTO CMITTS. AJIe € aJIbTepHATHBA. AJDKE HAIlle )KUTTS BCEe OUTBIINE MEPESHOCUTRLCS B OHJIAIH. 3’ SIBIISIETHCS
HOBUI1 HaNpsiM MapKeTUHTY, SKHH GopMyeThest Ha mpocTopax Instagram Ta Facebook.

Mapxerusr B Instagram — ue Bug SMM, sikuii Mae Ha yBasi npocyBaHHs OpeHny B Instagram. 3a 10moMororo miei
couianbHOT rmaT(bopMI/I KOMITaHii B3a€MOJIIOTH i3 BEJIWYE3HOIO ayIMTOPI€I0, MiABHIIYIOTH BIi3HABaHICTH OpeHIy Ta
30UIBIIYIOTH npo;[am [1]. Homynsiproto nnaT(bopMoro st Openny € came Instagram. fkmio y marasuna, Openza, ToBapa
HeMa Instagram cTOpiHKH, TO iX He iCHye B3araji AJs KJIi€eHTy abo TOKYTIILS.

Instagram npodecii Ha ChOTOAHSIIHIA NeHb OyXe akTyanbHi. Maibke ycs Mononap mpaioe sk Qpinancepu:
TapreToNory, abo CMM-IIHMKH, abo MpoarocepH (ue oIHa i3 HOBHX mpodeciit). Hpozuocepn moTpiOHi 11 Toro, mob
npuayMaTH Kypce B Instagram: Horo HauMHKY, IiAIrpiB ayAuTOpii 1 mie 6arato HIOAHCIB, SIKi HOTp16H1 JUIs. CTBOPEHHS
Kypcy. Haituacrime Takumu mociyraMu KOPHCTYIOTBCSI OJI0T€pH, SIKi XOTSTh IPOAATH AKECh CBOE BMIiHHS, 3HAHHS TOIIIO.
VY cnpuiinsaTTi GaraTbox OyTH Instagram MapKeToI0rom, TapreToaoroM ado MpoalcepoM - He mpodecis. Ane cTaTUCTHKA
TOBOPHUTH iHIIE. 3HAUHA YACTHHA JIIOJCH, MOB’s3aHUX 3 Instagram MapKeTHHToM, 3apOoOJISIOTh y pa3u Oiblie, aHDK
NIpaIiBHUKI 3aBOJIIB, 3aJi3HUX JOPIT, JiKapeHb Ta HaBYaIbHUX 3aKnaaiB. Hanpukiaz, sikimo ocoba npamroe cama Ha cede
i € TApHUM CIIEIaTiCTOM, TO 32 O(OPMIICHHS Ta BEICHHS OHOTO aKKayHTY MOXHa cMinuBo 6partu Bix 12000 rpu\mic., 3a
taprer-pekinamy Bix 11000 rpu\mic. I 11e MicstuHmil TOXIT TINBKK 32 OJMH aKKayHT. A Opatu 10 poOOTH MOXKHA He OJUH
aKKayHT. SIKIIo 171 MOPiBHAHHS B3SATH HpalliBHUKA XJ1i003aBOAY, TO BiH Mae 3apo0iTHY IUIATHIO, B cepeqabomy, 14000
rpa\mic [4]. Ane 171t HBOTO BiH MOBUHEH MPAIFOBATH BAXKO 1 JOBTO.

Jo nepeBar iHTepHET-MapKeTHHTY SK Ipodecii MoXKHa BigHECTH Taki [2]:

- Bucokwuii piBens qoxoay. JocBigueni SMM-cnenianictTa MOXyTh 3apo6usita Big 1000 $ B micsiup i Ginbire. -

3arpebyBanictb. Ha choroani npodecist SMM-crienianicta € o/iHI€0 3 HAUTIOMYJISPHIIINX 1 MEPCHEKTUBHUX Cepe.
IHIIUX IHTEPHET-TPOQECiii.

- MoxnuBicTh npalroBatH BignaieHo. SMM-daxiBelb MoxKe MparioBaTH 3 Oy/1b-5IKOi TOUKHU CBITY, JIe € TOCTYI
1o Mepexi [HTepHer.

- BinpHuii rpadik podotu. 3a ymoBu, mo SMM-crienianict npaitoe «Ha cebe», BiH MOXKe caM CKIIaaTH 1
TUTAaHYBATH CBil poOOUHii po3KiIaj], pOOUTH BUXIiTHI i HTH y BIITYCTKY, KOJK 3a0axae.

- HocrymHicte. Pobota SMM-crienianicTa He BUMarae HassBHOCTI BUIIOT OCBITH, a TP BEJMKOMY Oa’kaHHI,

npodeciro MOXKHA OCBOITH 1 CaMOCTIiHO 3a 3-4 micsi

o minyciB npodecii MOXXHa BiTHECTH BUCOKY KOHKYPEHIIiI0 Ha pHHKY mpami. CBOEO MOIMyIISIPHICTIO 1
3arpebyBaHicTio npodeciss SMM-creriaiicTa MPUBEPTAE BEIUKY KUTbKICTh 02)KAI0UUX MPAIFOBATH B I[bOMY HAIPAMKY.
OTxe, poOIIsTYH BUCHOBOK, CMITMBO MOYKHO CKa3aTH, o Instagram MapKeTHHT - crieriamizaris 21 cTomiTTs, sika He
3aniie crerianicra 6e3 rpomei. Ile Te, mo nporpecye, MOMyISpPU3Y€ETHCS Ta MPUHOCUTH TapHU noxif. Lle
HiITBEPKY€E 3aKOHOMIPHICTB: KOJIM IOMUPAE IOCh CTape, TO Ha 3aMiHy NPUXO0Je HOBE.

Cnucox BUKOPUCTAHUX JKepeJ

1.11o Take Mapketunr B Instagram. URL: https://sendpulse.ua/ru/support/glossary/instagram-marketing 2.SMM-
cremianict (CMM-menemkep). [Topran Poprofessii.in.ua. URL:
https://poprofessii.in.ua/uk/smmspecialist_smmmenedzher

3.3akoH YKpainu mpo pasmimnieHss pexiamu Ha Oyaisisax. URL: https:/ www.1pyku.com/3akoH-0-

peximame.html 4. Anaini3 cepenapoi 3apo0iTHROI TIaTw. [loptan jooble. URL: https://ua.jooble.org/

Hayxosuii kepisnux: 1.B. Tapanenko, 0-p ekoH. HayK, npog.

C.O. bpaiiyeHko, cCTy1eHTKA
Yuieepcumem imeni Anvgppeoa Hobens, m /ninpo, Yrpaina
KAHAJIN HU®POBOI'O MAPKETHHI'Y
udpoBuit MapKeTHHT — 3aranbHUN TEPMiH, [0 BUKOPUCTOBYETHCS JUIS ONUCY LIJHOBOIO Ta iHTEPAKTHBHOTO
MapKETHUHTY TOBApiB i OCTYT, [0 BUKOPUCTOBYE IUQPPOBI TEXHOJOTIT Ta KaHATHU JJIs 3JTYYCHHS MOTSHIIHIX KIII€HTIB
Ta YTPUMaHHS iX SIK crokuBayis [1].
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[{udpoBuit MapkeTHHT BUpIly€ TaKi 3aBJaHHS: MIATPUMKA iIMIZKy OpeHsa; miTpUMKa BUBEAESHHS HOBOTO
OpeHIa/IPOIyKTy Ha PUHOK; ITiIBUIICHHS BITI3HABAHOCTI OpeH/Ia; CTUMYJIFOBaHHS OPCHIOBHX IPOJIAXKIB
ToBapiB/mociyr. LlndpoBuii MapKeTHHT OAINAETHCS Ha:

- pull-dopmy (BuUTSITYBaHHS): CLIOKHBAY CAMOCTIHO BHOHMpae MOTPiOHY oMy iH(popMaIiifo (KOHTEHT) i cam

3BEPTAETHCS [0 OpeH ty. Y bOMY pasi ayIuTopis KOPUCTYEThCS THM, 110 Ti 3aponoHoBaHo; - Push-gopmy

(TIpOIITOBXYBaHHS): CIIOXKMUBAY HE3JIEKHO BiJl CBOTO OakKaHHS OTpUMYE iH(popMarliro (Sms po3CHIIKa, CIiaM TOIIIO)
[3].

OCHOBHUMH 3aBAaHHSAMH ITUPPOBOTO MAPKETHHTY € IIPOCYBAHHS OpPEHAY Ta 30UIbIIEHHS IPOIaXiB 32 JTOTIOMOTOI0
pi3Hux npuiioMi. LludpoBuii MapKETHHT BKIIIOYAE MUPOKHUNA CIEKTP MaPKETHHIOBUX TaKTHK [UIs [IPOCYBAHHS TOBApiB,
mocayr i OperaiB. OcTaHHIMH POKaMH 3HAYHOI aKTHBHOCTI HAOYB TaKOK PO3BUTOK COIliaI-Me/lia MapKeTHHTY [2].

Iepesarn umbposoro MApKETHHTY € TaKHMH: yacTillle HWKYe [[iHA KOHTAKTY; OiJIbII TOYHUH TapreTHHT;
lHTepaKTI/IBHICTL MOJKJIMBICTh CIIUIKYBaHHS; TJI00aJbHICTh; THYYKICTh (3MiHA CTpaTeru B peaipHOMY 4aci). o
HEJI0JTIKIB HU(POBOro MapKETHHTY MOXKHA BiJJHECTH: HEBEJIIMKE OXOIUICHHS ayAUTOPIl; MeHIIe popMaTiB B3aeMOJIIT;



MIIXOAUTH HE BCiM Oi3HEcaM.

Kananu nudpoBoro MapkeTHHry:

Beb-mapxemune. BebG-caliT € HEHTpaIbHUM €JIEMEHTOM YyCiX IU(POBUX MapKETHHIOBHUX 3axo/iB. Lle iHcTpyMeHT,
HEOOXiTHUH /JIs IPOBEACHHS Pi3HOMAHITHIX MapKEeTHHIOBHX KaMIlaHii B [HTepHETI.

Pexnama 3 onnamoro 3a kaix (PPC). Pexnama PPC no3Boiisic MapkeTosioraM OXOIUTIOBATH KOPUCTYBaviB
Iareprery Ha psani mudpoBuX mWIaTGOpM 3a TOMTOMOTOIO TNIATHOI PEKIaMHU.

Konmenm-maprxemune. MeTOI0 KOHTEHT-MapKeTHHTY € OXOIUICHHS MNOTCHIIMHUX KIIEHTIB 3a JIONMOMOTOI0
KOHTEHTY. [HCTpyMEHTH KOHTEHT-MapKETHHIY BKIIIOYAalOTh OJOTH, €IeKTPOHHI KHWTH, OHJAMH-KypcH, iHorpadiky,
nmoJikacTu Ta BeOiHapu [3].

Hudposuit kaHan y MapKeTHHTY CTaB HEBiM'€MHOIO YaCTHHOIO cTpaTerii Oaratbox Kommadiil. [HTepakTHBHUIT
MapKeTHHI HE Mae MeEX, ajieé BOJHOYAC 3aiMae IMO3MLII0 OJHOTO 3 HAWBAXKIMBINIMX 3acO0IB CTHMYJIIOBaHHS Ta
posnoBciomkeHHs iHGopMmariii. LudpoBuit MapkeTHHT MOXKE AOCITTH OINBIIOTO YCHiXy, SIKIIO Y HBOMY HOTpeOH
KOPHUCTYBauiB € IEpIIOYeproBUM 3aBiaHHsM. KommaHii NMOBMHHI CTBOPIOBATH IHHOBALIWHMH JOCBiJ, IOCTIHHO
BJJOCKOHAJIFOIOUHCH, Ta (POPMYIOUN KOHKPETHI CTpaTerii st 3aco0iB MacoBoi iH(popMarii, o0 BU3HAYNTH HAHKPAIITIA
HUISIX JUIA TiBUIneHHs eektuBHOCTI digital-mapketunry [1]. BukopucranHs HiIIpHEMCTBAMH IHCTPYMEHTIB 1 METO/IIB
IUPPOBOTO MAPKETHHTY CYTTEBO BIUIMBAE HA MOBENIHKY IIIBOBOI ayIHUTOpii, aKTUBI3YyE MPOTPaMH JIOSIIHHOCTI, CIIPHSIE
MOCHJICHHIO 1MiJ[KY, JOCSITHEHHIO 3aIlJJaHOBaHMX MAPKETUHI'OBHX LJIEH, KOHKYPEHTHUX MO3UIIH MANPUEMCTB 1 B LIIIOMY
miaBHITye epeKTUBHICTD MiANMPUEMHHUIIBKOI AisUTFHOCTI. | i TeHaeHnii OyAyTh TIMBKH TOCHIIOBATHCS.

Cnmncoxk BUKOPUCTAHMX JAKepes

1. o Take nudposuii mapketunr [Enekrponnuii pecype] — Pesxxum moctymy: https://ua.nesrakonk.ru/digital
marketing/

2. Digital-mapkerunr — uto 310? [Enexrponnuii pecypc] — Pesxum goctymy: https:/blog.ringostat.com/ru/digital
marketing-chto-eto/

3. LudpoBuii MapKETHHT SK iHHOBAIIHUI iHCTPYMEHT KOMyHiKaniit [ Enexrponumii pecypc] — Pexxum mocryy:
http://economyandsociety.in.ua/journals/19_ukr/51.pdf

Hayrosuii kepisnux: 1.B. Tapanenko, 0-p eKoH. HayK, npog.

B.A. Bpeyc, cTryaeHT
Yuieepcumem imeni Anvgppeoa Hobensn, m. /[ninpo, Yxpaina
POJIb PEKJIAMMU B AISIJIBHOCTI NIANIPUEMCTBA

Ha cydacHomy erari ¢BO€T IisTIbHOCTI MiAIPHEMCTBA 3 METOIO 3pOCTaHHS ab0 301NbIICHHS KiTbKOCTI KITIEHTIB Ha
SIKUICH TOBap 200 MOCITyTY 000B’I3KOBO BUKOPHCTOBYIOThH PEKJIaMy, OCKLTEKH, BOHA BiIirpa€e OHy 3 HAHOIIBII BaXKJIIMBHX
MapKeTHHIOoBHX (YHKIIIH i1 Oe3 Hel HaBps YK Cy4acHi MiAMPUEMCTBA 3MOTJIH O 3aTydaTH KITi€HTIB.

SlckpaBuM mpuKIaaoM 1poro € kommanis «BOLT», mpuBaTHa KOMITaHisl, fKa MOMyJsApHAa B YKpaiHi, TBOpeIb
MOOIUTBHOTO OAATKA /IS BUKJIMKY TaKCl Ta 1HIIMX CEPBICIB, TAKUX SIK ITPOKAT CaMOKAaTiB Ta jocTaBka Tki. L{s kommaHis
Ha0yJ1a oIy JIIPHOCTI caMme 3a JOIIOMOT'OI0 PEKJIaMH Ta MPABMIIBHOI CTpaTerii Il BUKOPUCTaHHS Y BUCOKO KOHKYPEHTHOMY
Cepe/IOBHIII.

ChoroiHi pexiiaMa Biflirpae BasKJIMBY POJIb B PO3BUTKY €KOHOMIKH, BOHA IOTIOMAra€ KOMITaHIsIM [IBHIIIE 1
sIKiCHIIIe 1H()OPMYBATH CIIOYKUBAYIB PO HOBI TOBAPH YH SKICh X 0COOJIMBI (HYHKIIIT Ta CIIOHYKATH X JIO EBHUX ik [1].
Llini cyuacHOi pekiIaMHOT KaMIlaHii BU3HAYal0ThCsl BUXOs1uH 3 ii mosituku. [losiTHka pexiiaMHOT KaMIaHil 3aJIe)KUTh
BiJl OJIITUKM MapKETHHTY, SIKa B CBOIO YEpPry 3aJIeKHUTh Bill CTaHy PHHKY (IIOIHTY, KOHKYPEHIii, cucTeMu 30yTy,
(hiHAaHCOBUX MOMIIMBOCTEH IiIIPUEMCTBA Ta 1HIINX (aKTOPIiB). 3aJEKHO BiJ 00paHOT METH, MOJITHKA PEKIAMHOT
KaMmaHii Moke OyTH HacTymHO [2]:

- 301JIbIIEHHS] TIEPBUHHOTO MOMUTY (MeTa - iHhOopMyBaTH, EPEKOHYBATH);

- 301JIbIIEHHS] BTOPUHHOTO TOMHUTY (MeTa - HaraJyBaTH);

- CTBOPIOBaTH MO3UTHBHUM IM1JDK TOBapY 1 MiJNPUEMCTBA 1 T.II.

Aune, € KoMmmaHii, sKi 30BCiM HE BUKOPHCTOBYIOTh peKiaMu. [IpHKIagoM IbOTO € yKpaiHCbKa KOMIIaHis, sKa €
BUPOOHHMKOM TOproBoi Mapku omsry «CROP», y i€l komnanii 30BciM Hemae pekiamu. IIpo 110 koMIaHilo 3Ha€ Tyxe
Masa KUTbKicTh Jifoaei. [IpoTsrom cemu pokiB, KOMIIaHis BHPOOIISA€E OAXH i TOH caMUii TOBap, Ta SIKMH KOMITaHis TOCTIHHO
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BIIOCKOHAIIIOE. AJie, BpaXOBYIOUH CTaH KOHKYPEHTHOT'O Cepe/lOBHUINA, KOMIIaHisS Mae BUKOPUCTOBYBATH pEKJIaMy Ta
(hopmyBatu cBiii BIacHHi OPeH I, 0 CIPUATHME PO3BUTKY KOMIIAHII Ta IMiIBUIICHHIO 11 KOHKYPEHTOCIIPOMOKHOCTI [2].
3apa3 Ha ABOPi MpomoBXKye OyuryBaTH (hiHaHCOBA Kpu3a. [IpoTe *KUTTS MPOJOBKYETHCA, 1 IIOCH MOYXKHA IIIe KYTIHTH, a,
oTXe, 1 mponatu. [Ipobaema momsirae B ToMy, IO JJIsT TOTO, MO0 IIOCH MPOJIATH, MOTPiOHO 3pOOHTH TaK, MO0 Mpo 1e
JIi3HAJIMCS TBOT MOTEHIIIHI OKYIIII. A Iie 03Ha4ae, 10 HaBiTh B yMOBaxX ()iHAHCOBOT KpU3H PEKJIAMHUH ITPOLIeC
MPOJIOBXKYETHCHL.
Cnmcoxk BUKOPUCTAHMX JIXKepes

1.Ponb pexnamHoi gisitbHOCTI B 6i3Heci [EnexTponHmii pecypc] — Pexxum moctymy:
http://dspace.nuft.edu.ua/bitstream/123456789/18002/1/52.pdf

2.BukopucTaHHs peKJiaMy B MApKETHHTOBIH AisIIBHOCTI MiAnpueMcTBa. - [Enekrponnnii pecypc] — Pesxum
noctyny: http://www.spilnota.net.ua/ua/article/id-2129/

Hayrosuii kepienux: C.C. HApemenxo, kano. eKoH. HAYK, O0Y.

A.L. ByukoBcbKa, CTyeHTKa
Yuieepcumem imeni Anvghpeoa Hobensn, /[ninpo, Yxpaina
INSTAGRAM SIK KAHAJI ITIPOCYBAHHS TA PO3IIOALTY



Instagram — comianbHa Mepexa, sika (GaKTHYHUM 4YMHOM 0a3yeThbcs Ha OOMiHI (ororpadisiMu, M0 J03BOJISIE
KOpHCTyBadaM poOUTH 3HIMKH, BUKOPHUCTOBYBATH Pi3Hi QiIBTPH, i MOMUPIOBATH iX depe3 CBili cepBic i HU3bKY Cy4acHHX
couianbHUX Meqia. Instagram € oxHUM i3 HalimomyIsIpHIIIKX cepBiciB y alidonorpadii, a came MucTenTBI poduTH HOTO.

B cBoto yepry MapkeTuielic BU3Ha4a€eThes SIK OHJIAHH-PUHOK €JIEKTPOHHOI KOMepIii ToOTO TUIl BeOCalTiB, 1e
iH(pOpManio Ipo MPOAYKTH HAJAIOTh TPETi 0codu [2].

BimHOCHO I150T0 HA CHOTOHI B CHITY COIiaIbHO-€KOHOMIYHOTO PO3BHTKY CYCITiIbCTBA Instagram, Ha HaII ITOTJISIL,
€ B TIEBHIH Mipi MapKeTIUIEHCOM IMOE€THAHUM i3 COLIAIBHOI0 MEpPEeXKero, sSKa CIYyTye BaXKIMBAM 3ac000M 3B'S3KY 3
crioxxuBayamu. [linTBeppKEHHSAM JaHOI Te3H, € Te, 10 Ha ChOTOJHI B JIaHil COIialibHIH Mepexi BiOyBaeThbcs Oe3iiy
MOKYTIOK, a TAKOXX POBAaIUThCS (haKTUIHUH Oi3HEC y pi3HHX chepax MisTBHOCTI.

Takum uuHOM, 1IIe IeKiIbKa POKIiB TOMY B IHCTarpami 3'sBuiich 1momniHr-Tern. OUH KJIiK Ha KAPTUHKY J03BOJIHB
KOPHCTYyBa4aM Hi3HATUCS BapTICTh TOBapY, iH(GOpMAIlilo Ipo HHOTO Ta MHUTTEBO NEPEHTH HA CalT Id MOKyNKH. [IpoTe y
CBITI ILOMIHT-TEr'M IHCTPYMEHT, IIO 3aJMIIMBCS JOCTYIIHUM JIMIIE OKPEMHM akayHTaMm. AJie IOTOBOPUTH IIPO Te, SIK
IIOMIiHT-Ter" 3MiHIIH [HeTarpam i 3po0mimm Horo TI00amsHAM MapKeTInIeicoM Bee x Taku BapTo. Shopping Tags — e
CreliagbHi OLIHKH, SIKi BiI0OpakaloThesl Ha (JOTO B MOMEHT TOPKaHHs KOpUCTYBaya Ha KapTHHKY. [3] Ha npes'to nocris
BU 0JIpa3y mobagnre 300paKeHHs O1JIOT0 KOIIHKA — caMe TaKk MapKyIOThCs Bei ImyOurikarii 3 mogionnmu Mitkamu. Hoswid
(yHKIIIOHATT MepexXi BIIKpHBa€E HEAOCTYIHI paHillle MOMJIMBOCTI Juis Oi3HECY: Temep Ui TOTo, W00 KyNuTH pid, 10
cnogobanacsi, 3 KapTUHKH, TOCUTH MPOCTO KIKHYTH Ha 11 poTo. Kimik mepeHanpaBuTh Bac Ha CTOpiHKy 3 OTIMCOM TOBapY,
a Jayi B iHTEpHET-MarasuH i TOKYNKU. JlOCTymHI Tern He JIMIIe y 3BUYHHX I0CTaX, a # y cropic. Kpim kimo4oBoi
(yHKIII, MmO MPOJae, BOHH MOKYTh JOMOMOITH Wi Kpamie Mi3HATHCS CBOTO CIOKHBAYA i OTPUMATH CTATHCTHKY
Mepexo/iB y Balll 1HTepHeT MarasuH [4].

OnnaiH-IIOMIHT (30KpeMa 3a JOIOMOTOI0 COIMEPEK) — BXKE AABHO 3BUYHHMK (popMaT 37iHCHEHHS MOKYIOK. 3a
Marepiaiamu J0CIiKeHb 0araTo JKUTENIB BXKe 3AIMCHUIN MIOHANMEHIIE O/IHY IHTEPHET-IOKYINKY MPOTSITOM OCTaHHIX
IBOX POKiB. TOMy OIIIIis IIOMIHT-TETiB BUSBIIIACS HACTIIHKU KOPUCHOIO Ta MOTPiOHOMO Oi3Hecy. 3 ii mosBoro [HcTarpam
CTaB TJI00aJbHUM MapKeTIUICHCOM: Terep BijJ MOKYIKH KOPHUCTYyBayiB OYKBalbHO CTaB BiIOKPEMJIIOBATH OJUH KIIK.
[omiHT-TeTicTaNi BaXXJIMBUM 1HCTPYMEHTOM JUIS 3pOCTaHHS MPOJAXKIB 1 BUKITIOYIIIN OUIBITY YaCTHHY 3aIIUTIB y AUPEKT
PO BapTICTh TOBaPIB, 1110 criogobanucs. [Iponana HEOOXiAHICTh TOBTUX MOIIYKIB TOBAPIB, MO I[IKABIAThH, B IHTCPHET
MarasuHax. KpiM Toro, BUpocia e i BiIBiqyBaHICTh CaliTiB: OLIbIIE MMOCTIB IOYaJI0 KOHBEPTYBATHCS y MTOKYIIKHA [4].
Bucnosku. [lincymoBytour npoBeaeHe AOCIiKEHHs BapTO BIAMITHTH, 1110 Instagram, Ha Hall MOTJIsIA, € B IEBHIA Mipi
MapKeTIUIEHCOM MOETHAHNM 13 COLIAIBHOI0 MEPEKEI0, KA CIYTy€e BaKIMBUM 3aCO00M 3B'I3Ky 3 CHOXXMBadaMH. TakuM
YHHOM, 3a JIOTIOMOTOI0 Instagram KynuTy pid, o crnoaodainacs, 3 KapTUHKH, TOCUTB JIMILE TPOCTO KIIKHYTH Ha ii
¢oro. Kitik mepeHanpaBuTh Bac Ha CTOPIHKY 3 OITICOM TOBapy, a Jajli B iHTepHET-Mara3suH Al MOKYNKH. JlocTymHi
TEr He JIMIIE Yy 3BUYHUX M0CTaX, a il y cTopic.

Cnmcoxk BUKOPUCTAHMX JAKepes

1.Instagram B Ykpaini pocte mBumire, Hix Facebook [Emexrponnuii pecypc] Pexxum mocryiy:
https://www.prostir.ua

2.Dave Chaffey, Fiona Ellis-Chadwick, Richard Mayer, Kevin Johnston (2009). Internet Marketing: Strategy,
Implementation and Practice. Pearson Education. ¢. 111.

3.Iucrarpam sik mapketiuieiic [Enexkrponnuii pecypc] Pexum noctyny: https://www.prostir.ua 4.bior Onlypult.
Cogertsl 110 pabote ¢ conuanbubiMu Meaual Enekrponnuii pecypc] Pexxum noctymy: https://parasitelab.com > blog

Hayxrosuii kepisnux: T.C. Miwycmina, Kano. eKoH. HAYK, O0Y.

T.P. BbIXaHOB, CTYA€HT

Yuueepcumemy um. Anvgppeoa Hobens, 2. /[nunpo, Yxkpauna
[UPPOBOM MAPKETUHI KAK HOBBI CITIOCOB KOMMYHUKAIIUU B BUHEC-TIPOCTPAHCTBE
CeroaHs paboTa OOJBIIMHCTBA KOMITAHUI ¢ KIIMEHTAMH U BHICTPAaHBaHNE KOMMYHHKAIIUN C HUIMU B COITMANIBHBIX CETSIX
T03BOJISIET OpEH/IaM TTOJy4aTh KaK MOJIOKUTENbHBIE, TAK U OTPHLIATEIbHBIC OT3BIBBI, & TAKXKE ONPEACIATh, KaKUe
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Meaua-maaTGopMbl pabOTAIOT JJIS HUX XOPOIIO U MO3BOJISIOT PACIIUPUTE ayIUTOPHIO, TIPUBJICYb HOBBIX MOKYIATEIICH.
Bce 310 cTano BO3MOKHBIM IPH MOSABICHUH B OM3HEC-TTPOCTPAHCTBE MU(PPOBOro MapkeTHHTra. [IudppoBoii MapkeTHHT —
9TO OOIIUI TEPMUH, UCIIOJIE3YEMBIH JIJIsl 0003HAYEHUS TAPTETUBHOTO U MHTEPAKTUBHOTO MAapKETHHTa TOBAPOB M yCIIYT,
HCTIOJIB3YIOMIETO IU(PPOBbIE TEXHOJIOTHH JIISl MPUBJICUEHUS TOTEHIIMATBHBIX KIIMEHTOB U YAEPKAHUS HX B KAUeCTBE
noTpebuTteneii. [TaBHBIMU 3a7a4aMu ITU(GPOBOr0 MapKETHHTA SIBJISIOTCS MPOJBIKEHUE OpeH/Ia U yBeJIUYeHHEe CObITa C
TIOMOIIBIO PA3TMYHBIX MeTOAMK. [{rdpoBOit MapKkeTHHT BKIIIOUAET B ce0st OOIBIION BRIOOp MAapKETHHTOBBIX TAKTHK IO
TIPOJIBUKEHHIO TOBAPOB, YCIYT U OpeHA0B. [ToMIMO MOOMITBHBIX TEXHOJIOTHH, TpaaulunoHHBIX TB u paano Metoan!
IU(PPOBOr0 MapKETHHTA HCIIOIB3YIOT HHTEPHET B KAYECTBE OCHOBHOTO KOMMYHHKAIIMOHHOTO TOocpeTHuKa [1].

Tak, B HacToOsIee BpeMsl TOTPEOUTENH YacTO pa3MEeNIaroT OT3bIBBI B IHTepHETE B COIMANBHBIX CETSX, OJIoTax u
Ha calTaX O CBOEM OIBITE pabOThI C MPOAYKTOM WM OpeHaoM. PekiaMHble COOOIEHUs, apecOBaHHbIe HE OT JIMIA
KOMITaHUH, a HAMPSAMYIO OT TaKUX K€ TMOJIb30BaTeleH, TUIEPOB MHEHHUH 3a9acTyl0, OKa3bIBAIOT OOJIbIlIee BIUSHUE Ha
KIMEHTOB. DTO HOBBIN CITOCOO KOMMYHHKAIIUH C ayJAUTOPHEH M TPOABMKEHHS TOBAPOB MPH MOMOIIH OjiorepoB. Takxke
OOBIYHBIE TOJIb30BATENN COIMANBHBIX CETEeH JENSATCS OMBITOM, BBLIENSS OIpeaenéHHble OpeHabl W ToBaphl. B
pe3ynbratax Hccie[oBaHus B Instagram OBIJIO OTMEYEHO, YTO MOAPOCTKH-TIONB30BATENM Instagram pa3MemaroT
n300pakeHusl COOBITHIA, CBS3aHHBIX C €I0H, OTMEYAIOT JIOKAIMI0 B CBOMX COILMANBHBIX CETIX, OJHOBPEMEHHO
npezocTasisis OecIulaTHYIO pekiaMmy Openay [2].

KommanusM Bce BBITOJHEE MCIOIb30BaTh INIAT(HOPMBI COLMAIBHBIX CETEH IS CBS3H CO CBOMMHU KIMEHTAMH U
CO3/IaHUs TUANIOTOB U AUCKyccuil. [loTeHIMambHbIN 0XBAT COIMANBHBIX CETEeH MOATBEpKIacTCs TeM (haktom, uro B 2014
Toly Ka)KabIi MecsIl B ipritoskeHnn Facebook 0b110 6ostee 126 MITH. yHUKJIBHBIX TTOJTb30BaTeNeH, a Ha YouTube — Gonee
97 mnn. [3].



OcHoBHBIE MeponpusaTds HU(GPOBOro MapkeTuHra: mouckoBas onTumusanus (SEQO), MOMCKOBBIA MapKETHHT
(SEM), KOHTEHT-MapKeTHHT, MOJbh30BaTebckuii KOHTEHT (UGS), MapKeTHHT BIIHMSHHS, aBTOMATH3AIMS CO3JaHUS
KOHTCHTA, MApKCTUHI B 3JCKTPOHHOW KOMMEPIIMH, MAapKETHHI COLMANbHBIX Memua (SMM), mpsiMble pPacChUIKH,
KOHTEKCTHAsI peKJiama, peKiiaMa B 3JIeKTPOHHBIX KHUTaX, IporpaMMax, Urpax u Apyrux ¢popmax nu(poBoii mpoayKIuH.
Taxke MCTIONB3YIOTCS KaHAJbI, HE CBSI3aHHBIC HEMOCPEACTBEHHO C CEThI0 MHTEpHET, Takne KaK MOOWJIBHBIC TeIC(HOHBI
(SMS u MMS), oO6paTHBIi1 3BOHOK, MEJIOANHU YAEPKaHH 3B0HKa. DyHIaMeHTanbHAs KOHIICTIIUS TA(PPOBOT0 MaPKETHHTa
3aKIII0YAETCs B KIMCHTOOPHEHTHPOBAHHOM TOJIXOJIC.

TakuMm 00pa3om, nUHPOBOH MAPKETHHT ABJSACTCS 3()PEKTUBHBIM CITOCOOOM KOMMYHHKAI[UU B OUCHEC
MPOCTPAHCTBE, HUCIOJIb30BAHUE KOTOPOTO CETOJIHS MO3BOJIACT OpEHAaM U PUTEHITY HE TOJIBKO MPOJIBUTATH CBOU
MPOAYKTHl M YCIYTH, HO ¥ 00ECIICUYUBATh OHJIAMH-TIOICPIKKY KIIMCHTOB Yepe3 KPYTIIOCYTOYHBIC CEPBUCHI, OBICTPOC
pearupoBaHue Ha COOOIIEHHUS KIIMEHTOB, ONIEPATUBHYIO 00pabOTKy 3aKa3a 1 MHOTOE APYToe.

CHuCOK UCNO0JIb30BAHHBIX HCTOYHHKOB
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MIMIKA Y CUCTEMI HEBEPBAJIBHUX 3ACOBIB JI1JIOBOI KOMYHIKAIIIT

HegepbanpHa KOMYHIKaIlish — KOMYHIKaIlisl 32 JOIIOMOTO0 HEMOBHHUX 3ac00iB (MiMiKa, XKECTH, May3H, MaHCPH,
30BHIHICTB). [1i1 9ac mioBOi pO3MOBH HeBepOallbHA KOMYHIKAIlisS 9acTO Ma€ OiIbIlle 3HAUYCHHS, aHK BepOanpHa. ToMy
OyBa€ Tax, 110 3aBAAKH PO3YMIHHIO Ta BMiHHIO YHTaTH HEBEpOAIBHI PYXH JIFOIUHH CIIBPO3MOBHHK Ma€ IiepeBary Iij 9ac
cninkyBaHHA. Mimika Bifirpae HeaOWsKy pojib B HeBepOaJbHOMY JIIOBOMY CIIUIKyBaHHI. MiMika — Le pyXxu M'a3iB
0ONHMYYS TFOIMHM SIK BiTOOpa)XeHH: 11 BHYTPIIIHIX IICUXiYHUX mporeciB [1;3].

HaitindopmaTuBHIIINM 3acO00M YHTaHHS €MOLIIH JIIOAMHYU BUCTYIIAIOTh 04i. BOHM MOAaI0Th TOCTOBIpHI Ta TOYHI
curHanmu, 00 Oyke BaKKO MaHINMyJroBaTH morispoM. Ilpm mepmiit 3ycTpidi 3 CHIBpO3MOBHHKOM, SIK TIPABHIIO, MH
MHUMOBOJII AMBUMOCS OJIMH OJHOMY B O4i AEKiJbKa CEKyHH. 3a3BHYail JIIOJMHA 1€ POOUTH AJISl TOTO, 00 BCTAHOBUTH
JIOBIpYi BiTHOCHHH 3 MapTHEPOM. AJle SIKIIO MOCTIHHO, Mif 9ac PO3MOBH, JUBHTHCSA B OYi, TO II€ MOXE MPUBECTH N0
JICCTPYKTUBHHUX €MOILIIH BiJ JIIOAWHH, 3 SIKOIO MU crinkyemocs. 11[00 yHUKHYTH HEraTUBHMX €MOIH Ta HENpPaBHIbHUX
BHCHOBKIB PO Bac — Tpeba MpOTAToM Oeciid 3yCTpidaTHCs TOTJISIOM 3i CIIBPO3MOBHHUKOM NpHONM3HO 2/3 dacy
criyKyBaHHs [2].

Takox s TOro, 11100 3p03yMITH HACKUIBKH LIMpa 3 BAMH JIIOAWHA i yac Oeciau, Tpeda BMITH «4UTaTH» 11
norysia. Och Jekinbka (hakTiB PO CUTHAIH, SIKI CBiJYaTh HACKIJIBKHM JIFOJAMHA BiJiBepTa 3 Bamu [2]: 1) sKIIO Jr0AMHA
JIMBUTBCS BrOPY — BOHA 3ajlyMaJacs;

2) SIKIIO JIFOAWHA IMBUTHCS YOIK Ta YHUKAE KOHTAKTY MOTJISIB 3 BAMHU — 1€ O3HAYAE, 110 il 30BCIM HELIKaBo; 3) AKIIO
TIOTJISA] CIIIBPO3MOBHEKA CIIPSIMOBAaHHN Ha MiAIOTy a00 Ha HOT0 B3yTTS — TO BiH BiguyBae cebe HeKOM(OPTHO Ta Oaxkae
SIKOMOT'a ILBH/IIIE 3AJIMIIUTH KIMHATY;

4) SK1I0 CIIBPO3MOBHUK MiHSAB OPOBH JOTOPH Ta 3pOOMB HEBEIMYKHI PYX T'OJIOBOIO — II€ O3HAYAE, 1[0 B HHOTO
BUHMKJIO 3aIlUTaHHs a00 BiH LIOCH HE 3pO3YMiB.

Il1e rapHUM 3HAKOM TOTO, UM 3alliKaBJICHA JIIOJIMHA, — € 3IHULI. SIKII0 BOHHU Y JIeKiIbKa pa3iB OUIbILI, HIXK Yy
3BHYaifHOMY CTaHi — Iie Jo0Opuii 3HaK, 00 JII0JMHA 3HAXOUTHCS Y TapHOMY HAaCTpOi Ta BOHA J0Ope HajalToBaHa 10 Bac.
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I, HaBnaku, y npurHoOJIEHOMY CTaHi, P BUHUKHEHHI HEBJOBOJICHHS 3iHMIII MOMITHO 3BYXKYIOThcs. Tpeba noBipsiTh
MHUMOBIUTBHHM pyXaM OulpIle, HiX CIOBaM, NOTISAAYy — OimbIe, HiK JKecTaM, TOAI Balli NMEPEeMOBHHU OYAYTh
pesyapratuBHuMHE [3]. OTXKe, TIABOASYH MMIACYMKH, CJIiJ] HATOJOCHTH Ha BAXKJIHMBOCTI MIMIKHM Y CHCTEMi HeBepOaIbHHX
3ac00iB JIIOBOT KOMYHIKAIIii.
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OCOBEHHOCTHU CTPATEI'HYECKOI'O MAPKETUHT' A

MapkeTHHroBasi CTpaTerusi — 3T0 YHHUKaJIbHBIH KOMIIJIEKCHBIH TUIaH 110 Pa3BUTHIO OM3HECa, ITIAHUPOBaHKE pabOThI
NPEANPUATHS, YBEIHICHNE TIPOJIAXK, YIET BCEX acleKTOB 3aTPYAHSIONINE PEealn3alnio TOBApOB M YCIyT Ha phIHKE. Ee
pa3pabaThIBalOT HAa CPOK OT OAHOTO J0 CEMH JIET, B 3aBUCHMOCTH OT MAacIITa0OB MPEIPHUITHS, H3MEHYMBOCTH PhIHKA U
peIHOYHOHM HuIIH. JIF000# KOMIaHWN HEOOXOIUM YETKHH IUTaH AEWCTBHUH U JalbHEHIIeT0 pa3BUTH BHE 3aBUCUMOCTH
OT €€ pa3MepOB U AEATEIbHOCTH.

Pa3paboTka MapKETHHIOBOM CTPATETUH — 3TO CO3JAHMUE TUIAHA PA3BUTHS KOMIIAHUH OT M JI0, Y€TKO PACTPaBJICHHBIC
NPUOPUTETHl Pa3BUTUSL KOMIIAaHWU. MapKeTHHIOBas CTpaTerds HeoOXOIuMa KaXJIOMy INPENPHATHIO, TaK KaK 3TOT
MHCTPYMEHT IIOMOTaeT OBICTPO pearnpoBaTh HA BCAIECKNUE U3MEHEHUSI yCIOBUH PHIHKA.

MapKeTHHrOBbIE CTPATErMH HMEIOT HECKOJIBKO Pa3HOBHIHOCTEH, BEIOOD OIpeAessieT HaCKOJIbKO YCIEUIHOM Oy aeT



MapKeTHHIOBasl JIEATENLHOCTh KoMnaHuu. [lo kiaccudukanuu pasiuyaroT: TIJ00anbHble CTparerud, 0a3oBble,
(yHKIIMOHATBHBIE, CTPATETHH POCTAa, KOHKYPEHTHbIE. BBIOOp cTparerny ykas3plBaeT BEKTOP PAa3BHTHS KOMIIAHWH, Ha
KakuX NpeuMyniecTBax OyaeT CTPOUTH CBOE MPOJBHKEHHE, a TAK)KE KaKHe PelIeHHs OyayT NPUHUMATHCS JUIsl OOpHObI ¢
KOHKYpPEHTaMH B BEIOOpE KOMIUIEKCA MapKETHHTa.

Crparernyeckuii MApKeTHHT Pa3IndaroT MO MPOJIOJDKHTEIBHOCTH ASHCTBHA TUTaHa KoMIaHuK: KpaTkocpoUuHBIi.
Pa3pabatbIBaeTcst Ha CPOK IO OJJHOTO To1a, UMeeT (hopMy OM3HEC IJIaHa C MIPUBJICYCHUEM HEKOTOPBIX PECYPCOB
pEeKJIaMbl U ITPOIBI)KEHHS TOBAPOB HA PHIHKE.

Cpennecpounslii. PazpabarsiBaeTcsi Ha CPOK OT JBYX 0 IAITH JIeT. [l1aH pacimpeHus peIHKa, COBIT U
pa3paboTka HOBOTO TOBapa.

Honrocpounsiii. PazpabarsiBaeTcsi Ha CpOK CBBIIIE MATH JieT. [Ipenonaraet BBIBOJ HOBBIX TOBAPOB U YCIIYT
PBIHOK. B monrocpodHoi mepcneKTuBe MpeanoaaracT aHTHKPU3NCHOE YIPaBICHHE W CHU)KEHHE PUCKOB. DTAIlbl
CTPaTErnueckoro MapKeTHHIa BKIIIOYAIOT B ¢€0s MATh OCHOBHBIX ITyHKTOB!

1. Onpenernenne TeKyIei CUTyanuy MpeanpusaTis. HelHemHue nenu, 1esTensHOCTh MPH CYIIeCTBYIOMEH
OpTraHU3aIMOHHOMN CTPYKTYpE, JKelaeMblil pe3ybpTar

2. Ananm3 BHyTpeHHeH U BHentHel cpeabl, SWOT aHanm3. DTOT 3Tal MO3BOJISIET YCTAHOBHUTH TOTEHIIHAI
KOMITaHHH, OIIPEAEINThH CHIIbHBIE U Cl1a0ble CTOPOHBI, BOBMOXXHOCTH KOMITAaHHH.

3. IloctanoBka nenei kommnanun. KoHkpeTu3samus xeIaeMoro pesyibTara, KOJIM4eCTBEHHOE ONpee/ieHHe Lely,
HpUOBIIb, POCT, HEIPEPHIBHOCTH JIESTEIBHOCTH.

4. Pa3paboTka cTpaTerny KOMIaHUH. BEIOOP IENEBBIX PHIHKOB, MO3UIIMOHUPOBAHUE, Pa3padOTKa KOMILIEKCa
MapKETHUHTIa. OTta CTpaTerysd NOKa3bIBACT IYTU JOCTUKCHUA MaPKCTUHTOBBIX ueneﬁ.

Ha ocHOBe BBIMIEU3NT0KEHHOI'O MOXHO CAENaTh BBIBOJ, YTO pa3paboTka MapKETHHIOBOM CTpaTeruu u ee
BHEJPEHHS HEOO0XOIUMa KaXKAOMY NMPEANPUATHIO. MapKeTHHIOBast CTPATETHs ABIAETCS HEOOXOAUMBIM HHCTPYMEHTOM
Ha MOpEArnpuiaTuu, 663 HCr0 KOMIIaHHMM HE CMOIJIN 6])1 OIICpaTUBHO pe€arupoBaTb Ha BCC HU3MCHCHUA PpPbIHKA,
MOCTPAaNBATLCS 0] COBPEMEHHBIE TEHACHIINN | T.J. be3 xopomei cTparerni KOMIaHusS PUCKYET OCTaThesi OaHKPOTOM
U CONTH C TUCTAaHIUK B OOpbOE 3a MOTPEOUTEIIS.

CHucoK MCI0JIb30BAHHBIX HCTOYHHKOB

1. Mapkerunrosas crparerus. URL: https://www.mango-office.ru/products/calltracking/glossary/
marketingovaya-strategiya/

2. Bumsl mapketunrossix crpareruii URL: https://business-planner.ru/articles/marketing/vidy-marketingovyh
strategij.html

Hayunwuii pykogooumens: A.J]. Mocmogas, 0-p 3KoH. HAYK, 00Y.

K. B. Beiukoanui, cTy1eHT
Yuieepcumem imeni Anvgppeoa Hooensn, m. /[ninpo, Yxpaina
MI’)KHAPOJIHA PEKJIAMA TA OCOBJIUBOCTI if PO3POBKU
MixHapoHa peKjiaMa — IIe CBOEPIJHE 3arajbHE CKOHOMIYHE MOHSATTS, SKE 3apa3 MPUUHATE y BChoMy cBiti. [le
TIOB'SI3aHO 31 CBITOBUMH IIPOIIECaMH B3a€MOJIi1, 0COOIMBOCTAMU €KOHOMIYHOT iHTeTpallii Oi3HeCy B TI00aTbHY €KOHOMIKY .

3a 1IMX YMOB CTa€ MOXKJIMBOIO TJ100alIbHAa KOOPAMHALLIS AisUIBHOCTI y cepi pexiiaMy Ha Mi>KHAPOJAHOMY PHHKY, IO
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Oe3rocepeHbO MOB’A3aHO 3 00’ €THABYMMHU IpoliecaMu B €BpOIi, IPOCYBaHHIM MDKHAPOJHUX XOJIUHIIB Ta
KOpITopalliii Ha HOBI PHHKH, a TAKOK PO3BUTOK CaMHX PEKIAMHUX KaMmaHii [1].

Pexiama € HeBiI'€MHHM Cy4acHUM SIBUILEM, SIK€ BUHUKIIO B CTApOJaBHI YacH 1 MPOMIUIO Pi3HI eTany pO3BUTKY
pasom 3 eBooliero JroactBa. Lle ¢dopma MapKeTHHrOBOi KOMYHiKalii, Ba)KIMBUNA KOMIIOHEHT KOMILJICKCHOT
MapKeTHHTOBOI JisTBHOCTI, 110 BUKOPHCTOBY€ETHCS JUIS CTUMYJIIOBAaHHS, IEPEKOHAHHS Ta MAHIITyJIIOBaHHS ayJIUTOPIEO
mignpueMcTBa. IIpore cydacHWH CTaH pPHUHKOBOI €KOHOMIKHM XapaKTEpU3Y€ThCS IIJIBUIIEHHSIM SKOCTI, MIBHJIKOIO
JBepcudiKaliero MpoayKiii, 3pOCTaHHsAM LiH 1 MOTped CHOXKBadiB, CTBOPIOE MEBHI MepeKoan ajis pekiamu. Came
TOMY TeMa JOCITIDKEHHS € BaKJIMBOIO, OCKUIbKH, aHANi3yIoul OCOOJNMBOCTI peKJaMH B PI3HMX KpaiHax, MOXHa
MiABUIIUTY 11 SIKICTh Ta €(EKTUBHICTE B YKpaiHi.

PosrnsHeMO CyTHICTB, 3HAUEHHS, IPU3HAYEHHS Ta BUIU PEKJIAMH, Y TOMY YHCII iHPOPMAaTHBHA, CIIOHyKaJIbHA
Ta pekjaMa-HaraJyBaHHs. 3a3Ha4a€ThCs, 0 pekiIama — 1ie eheKTUBHUH 3aci0 nommpeHHs iHdopMarii Mpo KOMIIaHilo,
TOBap, MiClle Ta YMOBM INPOJaxy, IIO Ma€ Ha MeTI BHKJIMKAaTH Y CIIOKMBa4da NOTpeOy NpUAOaTH INEBHUH TOBap.
[IpoananizyeMo ocobnauBOCTI pekiaMu Ta ii CHPHHHATTS CHOXHMBAadaMH II0 BChOMY CBITy, Bkimowaroun CIHA,
BennkoOpuranito, @pannito, Himeuuuny, Snoniro, Kuraii Ta Ykpainy. ¥ kOpcTKMX yMOBaX KOHKYPEHIIIT peKiiaMo/1aBIli
3aBKIM TTOBUHHI KePyBaTHUCS HAIIOHAIBHUMH OCOOJMBOCTSMH TIOKYIIIIB Ti€l KpaiHu, e Oyae MpOBOAWTHCS PEKIaMHA
KammaHis. Hanpukmazn, €BponeHChbKMM peKJIaMOJAABISIM JOBOAWTHCS TPOAABATH JIOPOXKYI TOBApU Ta BHUHAXOAUTH
KpeaTHuBHI peKJIaMHi 1/1ei, OCKIJIBKY €BPOTEHIIi OiNbIlIe He pearyloTh Ha 3aXOIUTIOI0Yi Bi3yallbHI UM My3u4Hi cepiamn. Ha
HIMIiB, 32 CTATHCTHKOIO, JOOpE BIUIMBAE T'YMOPHCTHYHA a00 IIOKyro4a pexyiama. Koim ToBap y KOMIUIeKci MiXKHapOTHOTO
MapKeTHUHTY € HaHO1JIbII CTaHJApPTU30BAHNM, TO PEeKJIaMa — HAWO1IBII aanTOBaHUM Horo iHCTpyMeHTOM [2]. 3araiom y
PO3BHHEHUX KpaiHaX PHHOK HACTLILKH HACHUCHMH, IO PEKJIAMO/ABIII BUMYIIEH] ITyKaTH HOBI i PEBOJIIOLIHHI criocoou
MOJJaHHS PEKJIAMHHX TTOBiIOMJICHb, 100 MPUBEPHYTH yBary MOTEHIIMHUX KIi€HTIB [1].

BiTun3HsHMI PUHOK peKiIaMH HHUHI IIBHJKO 3POCTAa€; Ma€ BENWKUH MOTEHIIa] sl HOAAIBIIOr0 3pOCTaHHS Ta
TIpHUBaOIUBHUI [T iHO3eMHUX iHBeCTHIIIH. EKciepT mporHO3yIoTh, 0 3pOCTaHHS YKPaiHCHKOTO PHHKY pekiaaMu B 2022
poui ckiane 12,3%, a B 2023 poui — 14%. OxgHak BOHHM CTBEPIUKYIOTh, LIO BiliHa B YKpaiHi 3allIKOJuiIa €KOHOMII Ta
3HU3WJIA BAPTiCTh TPUBHI IIOA0 KIIOYOBUX BaltoT. OTXke, 00CAT PEKIAMHOTO PUHKY, BUMIPSHUAN Y J0JIapax, 3HU3UTHCS
Ha 24% [3]. BuainsoTh Taki KIFOY0Bi 0COOIHMBOCTI Ta TEHACHIIT PO3BUTKY CBITOBOTO PEKIAMHOTO PUHKY:

- BUTOTOBJICHHS Ta TEXHIYHA CKJIAHICTh PEKIIaMH,



- MpoIIeCH KOHIICHTpAIlil peKJIaMHi 3aX0]IH;
- 3pOCTaHH BIUIMBY Ha PEKJIAMHHI PHHOK PEKJIaMOAABIIiB.
OTKe, MDKHApOAHY peKiiaMy BU3HAYalOTh SIK BUJI MAPKETUHIOBOI JisTIBHOCTI MIXXKHAPOIHOT KOMIIaHil, METOIO SIKOI €
nommpeHHs iHdopmarii Ipo eKCopTHUH ToBap, chOPMOBAHOI TAKUM YHHOM, III00 HAaJIaTH MTOCUIICHUH BIUIMB Ha
MacoBy a00 iHAWBIAyalbHY CBiOMICTh, BUKJIMKAIOUHN 33/IaHy PEaKIliio HiJIboBOI ayAUTOPil 3apyOi>KHIX MOKYTIIIB.
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HAITPSIMU YAOCKOHAJIEHHS YITPABJIIHHA MAPKETUHI'OM HA TOB BK® «kEKMI-MEBJII»
3rizHo 3 IPOBEICHUMH JOCIIPKSHHSIMH OYJIO BUSBIICHO, 1[0 OCHOBHHM HEIIOJIKOM YIPaBIiHHS MapKETHHIOBOIO
nisbHicTIO mianpuemcTsa TOB BK® «Exmi-Me0umi» € BiICYTHICTh CUCTEMH IJIaHYBaHHS 1 KOHTPOJIIO MAPKETUHTY.
TakuM YMHOM, Ha MiINIPHEMCTBI HEOOXiTHO CTBOPUTH e(pEKTHBHY CHCTEMY IUIAaHYBaHHS Ta KOHTpoo. [InanyBaHHS
MapKETHHTY Ma€ BKIIOYATH B ceOe CTpaTeriyHe i TAKTHYHE IaHyBaHHs [1].

OCHOBHOIO CTPATETi€l0 POCTY € CTPATETis IITMOOKOT0 NPOHHKHEHHS HA PUHOK. 3 ypaXyBaHHSAM KUTTEBOTO LIUKITY
TOBApiB, A KOPIyCHUX MEONiB Ta MeOINIB IUId KyXHi (eTam 3pOCTaHHS) — II¢ BIOCKOHAJCHHS ICHYIOUHX TOBAapiB;
posumpeHHs ix BupoOHunTBA. [l M'skux MeOniB (eTam 3pijocTi) — MakCHMMalibHe BHKOPUCTaHHS MOXKJIMBOCTI
IHTerpaTUBHOrO pocty. B sKkocti kKoHKypeHTHOi crtparerii mo M. IlopTepy NMOBHHHa BHKOPHCTOBYBAaTHCS CTpaTeris
mudepenmianii. Hait0impmo0 mpobiemMoro mianprueMcTBa Ha TaHUI MOMEHT € OHOBJICHHS acopTuMeHTy. CaMe pileHHs
JlaHoi Mpo0JeMH J03BOJIMThH YCHIIIHO KOHKYpYBaTH Ha PUHKY B yMOBax, 1o ckianucs [2]. [Ipu 3aificHeHH] GyHKIiT
koHTpOII0 TOB BK® «Exmi-Meobami» citig BHKOPUCTOBYBAaTH HOPMATHBH, CTAHAAPTH, B AKHUX BIIOOpaXCHUN OUiKyBaHUI
piBEeHb OLIHIOBAaHUX XapaKTepUCTHK. [l 3aJ0BOJICHHS MOTPEO CIOXKHBAYiB i MOXJIMBOCTI BHXOAY Ha PUHKH KpaiH
JTAJIEKOTO 3apyOiXKKsI HEOOXITHO IMOANbIIEC BAOCKOHAICHHS TEXHOJIOTI 0 MOJIIIIICHHIO SIKOCTI BUPOOIB 1 32 TOTIOMOT0I0
BiJTITy MapKETHHTY, 301bIICHHS 30yTY 1 BiIOBITHO BUPOOHUIITBA.

Jnst BOOCKOHANIeHHs1 cucTeMH ympasiiHHs MapkeThHrom B TOB BK® «Exmi-MeOmi» mpornoHyeMo HacTymHi
3aXOM: PO3LIMPUTH INTAT, SIKMHA O BIAMOBINAB 3a NHUTAHHS BEICHHS MAapKETUHIOBOI IiSUIBHOCTI; NPH3HAYMTH
CTparteriyny cecito; moksaprany nposoautu ABC - aHaii3 [uist OLIIHKY pe3yJIbTaTiB AisUIbHOCTI; IOKBAPTAIy [IPOBOANUTH
AaHKETyBaHHS KIIEHTIB, 3 METOIO OTPUMAaHHS HeoOXiHOI iH(opMaIlii, mpomo3uIliil i mobdakaHb; pa3 Ha MIBPOKY
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npoBoguta SWOT-aHani3, moOKBapTaxy MPOBOAUTH aHAI3 PUHKOBOI CHTYaIlii Mo cuctemi 4P, it po3yMiHHS 11 3MiH i
NPUIHATTS HEOOXiJHUX PillIeHb BYACHO.

Taxoxx aBTOpOM OyJTH 3aIIPOIIOHOBAaHI peKJIaMHi 3aX0au Tt KoMmanii Ha 2021 pik, Taki sSK: peKiiama CoIl. Mepexax
Ta xypHaui: Facebook, Instagram, sxypHan-noBigHuk «bi3Hec MyTiBHUK IO PUHKY TOBApiB i MOCIYI; 30BHIIIHS peKIaMa;
BUCTAaBKOBHH SIPMapoOK; PO3MILIEHHS PEKJIAaMHOTO MakeTy. Y KOPOTKOCTPOKOBOMY IIEpiofli 3aIlpOIOHOBAHI 3aX0IH
JI03BOJISITh BUSIBUTH MOTOYHI MPOOJIEMH JUIsl IPUUHSATTSI CBOEYACHOTO PillIeHHs 1010 iX ycyHeHHs[3].

KomMruiekc 3arpornoHoBaHuX 3aX0/(iB [0 OpraHizaiii pekjiaMHol AisibHOCTI OyB MiiOpaHuii 3 METOI0 OTPUMAHHS
MaKCHMaJIbHOTO NPUOYTKY MPU MiHIMaJbHUX BUTpATax 1 miiBUIEHHI KOHKypeHTocnpoMoxuocti TOB BK® «Exmi
MeO6uti». BripoBajixkeHHsI 3apOINIOHOBAHUX HAMPSIMIB yJIOCKOHAJIICHHS YIPaBJIiHHS MAPKETUHIOM B XKHUTTSI JJOIOMOXKE
nianpuemctsy TOB BK® «Exmi-Me6ui» epekTHBHO PO3BUBATHUCS.

Cnmncoxk BUKOPUCTAHMX JIKepes

1.Exkmi-Me6ui, TOB BK® [Enexrponnnii pecypc] — Pexxum noctymy a0 pecypcey:
https://ukrmebel.net/catalog/enterprise/63/

2.303y1s [.B. JlocmimpkeHHsT CyTHOCTI TIOHATTS «MapKETUHTOBA CTpaTeTis mianpreMcTBay [EnexTporHmii pecypc]
/1.B. 303yns. — Pexxum noctyny: http://ir.lib.vntu.edu.ua/bitstream/handle/123456789/3004.pdf 3.Bunn pexiamu B
corianpHuX Mepexax [Enekrponnuii pecypc] — Peskum goctymy 10 pecypey: https:/pbb.lviv.ua/reklama-v-socialnykh-
merezhakh/

Hayxosuii kepisnux: B.M. Llleguenko, kano. oepaic. ynp., 0oy.

E.I'. BepkeeBa, cTyaeHTKa
Yuueepcumem umenu Anvgppeoa Hobens, 2. /[nunpo, Yxkpauna
IODPEKT MACHITABA B MEXKXIYHAPOJHOM BU3HECE
Ha ceronusimaumii eHs CylecTByeT MHOXKECTBO TEOPHI MeXTyHapoaHOH Toprosiu. K Hanboiee n3BeCTHBIM
KJIACCHYECKHUM TEOPHSAIM MEKIYHAPOIHONH TOPTOBIM OTHOCATCS: TeOpHs aOCOMOTHRIX peumymiecTB Anama CMura,
Teopust oTHOCUTENBEHBIX IpenMyecTB [laBuna Pukapro, Teopus cooTHOIEHHs (PaKTOPOB MPOHU3BOJICTBA XeKIIepa
Onuna, nmapanoxc JleonTbeBa u Ap. B mocnenane necatuneTns MHOXECTBO (hJaKTOPOB MOBJIMSUTH HA MEXIYHAPOAHYIO
TOPTOBIIIO, B pe3yJIbTaTe Yero B HEl MPOMU30ILIH CyIIeCTBEHHbIE cBUrH. HeoO0X0anMOCTh X 0OBSICHEHNUS BIUSIET KaKk
Ha JaibHeHIIee pa3BUTHE CYIIECTBYIOMINX, TaK U MOABICHUE HOBBIX Teopuil. PaccmoTpum Teoputo addexra MacmTadba
IIPOU3BOJICTBA, KoTopyto npennoxunu I1. Kpyrman u K. Jlankacrep B 1980-x rr [1].



OddexT MacmTada MPOU3BOACTBA — 3TO BO3MOKHOCTD MPEANPHUATHS COKPATUTH OOIIHE W3ICPKKH HA STUHHUILY
MIPOIYKIINH, IyTEM yBEIHYeHUS MaciiTaba mpousBojcTia [1]. Janusii 3hPexT MokeT OBITh KaK MOJI0KUTEIbHBIM, TaK
Y OTPHLATEIBbHBIM. TO eCTh yBennueHne 00béMa MPOU3BOICTBA MOXKET MPUBECTH K COKPAIIEHHUIO CPEAHUX U3/AEPKEK Ha
€IMHUILY IPOIYKIMH, HO BIIOCIEACTBIH 3TH N3CPKKH HATMHAIOT BO3PACTaTh.

[omoxxuTenpHBIH d3PPeKT MacmTaba MPUBOAUT K YBEIHUCHHUIO 00beMa MPOM3BOJICTBA, TAKXKE OH MPOSBISIECTCS B
0€30TXO0HOM IPOU3BOJICTBE, Onaronapsi NPUMEHEHNIO HOBBIX TEXHOJIOTHMI BO3MOXKHA SKOHOMHs pecypcoB. C apyroit
CTOPOHBI, TIPH OTPUIATEIHHOM 3 dekTe MacmTada BO3MOXKHBI COOHM B IIPHHATHN M KOOPAWHAIIMH PEIICHUN M YKa3aHUMH,
CHIDKEHUE THOKOCTH PBIHKA, a TAK)Ke YOBITKaMH WJIM 3aCTOEM Ha MIPEATIPUSTHH.

Komnannn ¢ Gomnpmiold 3KOHOMHEH Ha MacmTade MMEIOT YCTOHYHMBBIE KOHKYPEHTHBIE (JIOTHCTUYECKHE FITH
[ICHOBbIE) TPEUMYIIECTBA U, CJIEIOBATEIbHO, OHM IMPUBJIEKAIOT OOJbIIE KIMEHTOB M elle OOJblle YKPEIUITIOT CBOE
IperMyIecTBO MacmrTaba. PaccMOTpuM TpHMeEpbl THUTAHTCKMX MEXIyHAPOAHBIX KOMIIAHHWH, KOTOPBIE YCIICIIHO
UCTIONB3YIOT 3¢ ekt MaciiTaba B KOHKYpEeHTHOH Oophoe.

Komnanust Procter and Gamble Bnazneer 6onee uem 20 OpeHIaMu CTOMMOCTBIO MUJUTHAP A0JUIAPOB U ere 20 uin
Oomee OpeHIAMH CTOMMOCTBIO MOJNMIUUIMApIA JOJUIapoB, B cdepe MoTpeOUTEIbCKHX ToBapoB. OOmmpHas
JUCTPUOBIOTOPCKAsl CeTh MO3BOJSIET el oxBaTUTh Oojee 4 MupJ kiaueHTOB. KoMmaHust TpaTtut Ooiblle JEHEr Ha
uccie0BaHus NOTpeOuTeNnel 1 phIHKa, 4eM Jitodas npyras koprnopanus. PeiHovynas kanutanuzanust PG cocrasmiser 180
MIIpJL IOJLI., BBIpYUKa 84 MIIpI J0JIT; peHTa0embHOCTh KanuTana 27% [2].

Exxon Mobil (CILIA) — kpynHeiimas HedTsHas komnanus. [lomumo 100br4n HeTH, KOMITAaHUS UMEET OTPOMHOE
MPUCYTCTBUE BO BHyTpeHHe# no0brye npupoanoro raza B CLIA. Kpome toro, Exxon Mobil — oaun u3 kpynHeHmmx
nepepaborunkoB. Kommanms oOecrieunBacT BBICOKYIO pPEHTA0ENBHOCTh COOCTBEHHOTO KalUTama, COXPAaHSA
MHUHHAMAJIBHYIO JIOJITOBYO Harpy3Ky, IPH 3TOM COOTHOIIECHHE 3a€MHBIX U COOCTBEHHBIX CpeAcTB cocTamisieT Beero 0,11.
PriHounas kanuranuzanus: 408 mupa nosuiapoB; oomas Beipydka: 470 MIIpI A0JU1apOB; peHTa0eIbHOCTh KanuTaia 27%
[2]. OgauMm w3 xopommx npuMepoB npuMeHeHHs 3(dekra Macmrada sBisercs kommanus Netflix. [maBHOW Qunikoit
Netflix ecTp TpaHCISIIMSA MOMYJSPHBIX IOy HWIM (HIBMOB, WIM CTPUMHUHTOBBIM cepBuc. [locme Hawanma mokasa
TpaHCJ'IHI_II/Iﬁ pacxoabl KOMIIAHWU YBCIIMYHUINCH, TaK KaK BCJINCb MHOT'OYUCIICHHBIC IICPETrOBOPLI IO HpHOGpeTCHI/IIO u
JIMIEH3MPOBAHMIO KOHTEHTA. TakuM IMyTEM KOMIAaHUS BIIIUIA HA COBEPILICHHO HOBBIH ypOBEHb [2].

Korja xkoMmaHust BRIXOJUT HA MEXKIyHAPOIHBIN PHIHOK, B OOJBIIMHCTBE CIy4yacB JAcHcTBYeT 3(dekT maciiradba
[3]. Otcioma MOXHO chenmaTth BBIBOJ, 4YTO, Y4YHMTBIBas BCE OCOOCHHOCTH 3(deKkTa 3KOHOMHM Ha Macmrade,
MCKIAYHAPOAHBIC KOMIIAHMHW MOTYT OCYHICCTBJIATH IMPOU3BOACTBO TOBAPOB BBLICOKOI'O0 Kadye€CTBa 0e3 3HAYUTEIbHBIX
U3EPIKEK.

Cnucok HCnoJIb30BaHHBIX HCTOUHHKOB

1. 3nauenue 3¢ ¢exra Macmradba npomsBoacTea. [lopran JIMDO. [DnexTponHEIH pecypc]. — Pexxum nocryma:
https://ek-ek.jimdofree.com/3xoH0MuEKa/28-3h BekT-MaciTaba-MPOU3BOACTBA-3HaAUe HUE-3 P PeKTa-MacITada
TIPOU3BOJICTBA/
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2. Dddexr macitaba B skoHOMEKE: 3 dexT MacuTaba Nponu3BoCTBA. [ DNEKTPOHHBII pecypc]. — Pexum
nocrymna: https://admbaraba.ru/raznoe/effekt-masshtaba-v-ekonomike-effekt-masshtaba-proizvodstva
studopediya.html#_Netflix

3. MixxHapoTHUI MapKeTHHT: HaBY. MOCiOH. / 3a pen. Kozaka FO.I'., Cmuuxka C., Jlitopuenko L.JI. — K.: «LlenTp
yaboBoi JiTepatypu», 2014. — 294 c.

Hayunuwuii pykosooumens: U.B. Tapanenko, 0-p 9KOH. HAYK, npog.

O.B. BenineBeubKkHMii, CTy1€HT
Yuieepcumem imeni Anvgppeda Hobensn, m. [Ininpo, Yxpaina

BIPYCHA PEKJIAMA: CYTHICTD TA TEXHOJIOI'Ti CTBOPEHHSA
BipycHa peknaMa — 11e THI peKJIaMH, II0 XapaKTepH3YETHCS PO3IMOBCIODKEHHSAM Yy Tporpecii, mo Onm3pka 10
reoMeTpuyHOi. ['0JIOBHUMH PO3MOBCIO/PKYBaYaMH TaKOi PEKIaMu € ii OTpUMyBadi, Ji€ IPUHIIHI «capadaHHOTO PAIioy.
Peknama mommproeTbes 3aBASKH 3MICTy, SIKMM 3[aTe€H INPHUBAOJIOBAaTH HOBHX OTPHUMYBAdiB 3a PaxyHOK SICKpaBoi,
KpeaTuBHOI i7iel Ta BUKOPHUCTOBYIOUH HEeoOximHe mocnaHHs [2]. CyTh BipyCHOTO MapKeTHHTY B TOMY, III0 KOPHUCTyBadi
JUISATBCS OBIIOMIICHHSIM, 110 MICTHTh NOTPiOHY iH(opManito, 70OpOBUIEHO — MPOCTO TOMY, 110 BOHA IM HOJ00a€THCS

[1].

VY MapkeTHHI'y BipyCHY pekiiaMmy PO3YyMIIOTh SIK OpHTriHaIbHY 3a (opMoro abo 3MicTy BHI pPeKIaMH, SKHH Micis
3aIyCKy B IHTEpHETI OMIUPIOETHCS CAMOCTIHHO 0€3MocepeIHhO KOPUCTyBadaM. BUIIISIOTE TpH OCHOBHI SIKOCTI BipyCHOT
pexsaMu:

1. bpeHn un 0coOUCTICTS.

2. Peaxiiist Ha OPSIIOK IEHHUH.

3. CynepeuHicTb, 1110 BUKJIMKA€E T'y9HE 00rOBOPEHHST HABKOJIO SIKOi-HEOY b MPOOIIEMH.

€ 1 3BOpoTHMI OiK Memami y BipyCHOro MapKeTHHTY [3]: BIICYTHICTh KOHTpOJIIO; MOTpeda y MOJIMIIEHHIX
(HeobximHO po3pobnsATH Ta MyONiKyBaTH HOBHII KOHTEHT, PO3KPHMBATH paHIlIe HEBiZOMi JeTami Ta iH.); AJS Kpamoro
e(eKTy HEeoOXiZHO MiIKIIoYaTH iHIN peKJaMHI aKTUBHOCTI. 3a0e3NeudTn BHCOKHMH NPOJaXk TLIBKHM Yepe3 BipyCHHH
MapKeTHHT HaBpSJ| UM BIACTHCS.

TexHouorii CTBOPEHHS BipyCHOI PEeKIaMHU:

1. 3BepHEHHS 0 MOYYTTIB Ta eMouiii mroaei. HeoOXiHO BU3HAYNTH NPUYMHY, 110 CIIOHYKAIOTh JIIOAEH KyIlyBaTH
TOBap, CIIOKMBAYI MAIOTh HECBIIOMO CIIpUIMaTH pekiamy. PamicTs, CIiBUyTTS, MOIUB-BCE, IO MOXKE IPUBEPHYTH yBary
Ta BUKJIMKATH MOYYTTS Ta CIIOHYKAE JI0 PO3/YMiB.

2. YHUKHEHHS npsaMoi pexiamu. [IpsiMi 3aKiuku 10 Ipu0aHHs ToBapy He MOXyTh OyTu edexruBHumH. 1100



e(heKTHBHO JIOHECTH JI0 ayAUTOPii iHpopMaIliro, HeoOXiTHO BUKOPUCTOBYBATH CBIkI1 Ta OpUTiHANBHI igei. 3.
BcranoBneHHs 3B’ 13Ky MiX BipyCHUM pOJIMKOM 1 OpeHaoM. HeoOXimHO ToCATTH, 00 MOCHIT PEKJIIAMHOTO POJIMKa OyB
3PO3YMIJIMM IS ayAUTOPIi Ta CIIBBITHOCHBCS 3 OPEHIOM.

4. 3B’430K 3 mapTepaMH Ta €KCHEepTaMH Yy BiAMOBIAHIA ramy3i. 3aBASKH PEKOMEHIAIlisIM KOMIIETEHTHHX Ta
ABTOPUTETHHUX OCI0 MOXHa JOCATTH €()EKTHBHOTO DPO3MOBCIOJDKEHHS iH(OpMalii mpo ToBap. SIKIIO Mpo MPOXyKT
TOBOPHUTHMYTb JIIOJIH, IO KOPUCTYIOTHCS IEBHUM aBTOPUTETOM, IIPO HBOTO MOXKE AI3HATHCS SIKHANHOIIbIIE MOTCHIIHNX
CIOXKUBaYiB.

5. 3anmy4eHHst 3HAMEHUTOCTEH. Y4acTh 3HAMEHUTHX JIOACH, iX CTYIIHb BILIMBY Ha ayJJUTOPIIO Ta aBTOPUTET y
CYCIIUIBCTBI 32 3AMOBYYBaHHSM ITiJBUIY€ HMOBIPHICTH TOTO, IO peKJlaMa CTaHe BipyCHOIO. TexXHOJOorii BipyCHOTO
MapKEeTHHTY € JIOCTaTHhO e()eKTUBHUM IHCTPYMEHTOM PO3NOBCIOJUKEHHS iHpopManii Ipo NpOAYyKIilO Ta, sIK pe3yJbTar,
3aJy4eHHs OLTBIIOT KITBKOCTI MOTEHIIIHUX CIIOKUBAYiB Ta 301IbIIeHHS 30yTy MpoAyKIii. 3aBIsSKH KOHTEHTY, IO
CIpUYHHSE BIUIMB HA €MOIliifHEe CIIPUIHATTS JIIOACH Ta [oOpe 3amaM’ ITOBYETHCS, IMOBIPHICTh €(EKTHBHOTO
MIPOCYBaHHS MIPOAYKTY Ta 301IbIICHAS 00CSATIB MPOAAXKY CYTTEBO MiABUINY€ETHCS. CIMCOK BUKOPUCTAHUX JAKepe

1. Muxaiinosa 1. O 6e3onacHom Bupyce win HemHoro o BupycHoii pexiame [Enextponnuii pecypc] Pexxum
nocrymy:https://aweb.ua/blog/o-bezopasnom-viruse-ili-nemnogo-o-virusnoj-reklame/

2. Mapnanosa 3. "BupycHas koMMyHHKanus" MapketiHra / O. Mapnanosa //MapKeTHHIOBbIE KOMMYHHUKAIIUH.
—2014

3. BipycHuif MapKeTHHT - IO II¢ Ta K HOTr0 BUKOPUCTOBYBaTH [ ExekTponHuii pecype] Pexum goctymy:
https://wezom.com.ua/blog/virusnyy-marketing

Hayxosuii kepisnux: T.C. Miwycmina, Kano. ekoH. HAyK, 0oy.

J.K. Buajora, cryneHr

Yuueepcumem umenu Anvgppeoa Hobens, 2. [nunpo, Yxkpauna

POJIb YHUKAJIBHOI'O TOPI'OBOI'O NPEAJIOKEHUSI B KOMMYHHUKAIIMU C IOTPEBUTEJIEM
[ToHnMaHNe MapKeTOJIOrOM YHUKAJIBHOTO TOPTOBOTO IPEATIOKEHHUS SBIAETCS 0UEHb BaKHBIM DJIEMEHTOM B
KOMMYHHUKAIIMHU ITPOU3BOANTENECH CO cBOEH 1eneBoi ayanTopuei. [1o cyTH, ycnenrHocTs On3Heca 1000i KOMITaHU!
HMEET HETMOCPEICTBEHHYIO CBS3b C MPABHIBHBIM HcIob30BanueM Y TII. 3To MOkeT NOATBEPAUTH XOTA-0bI (hakT TOro,
YTO OTCYTCTBHE NIPEUMYILECTB KAaKOTO-JIMO0 IMPOAYKTA UM YCIYTH SIBIISIETCS] TADAaHTOM HEBO3MOKHOCTHU MX BBIJECIICHUS
Ha ()OHE KOHKYPEHTOB, B CJIE/ICTBUY YETO BECh BO3MOKHBIM MOTEHIMAT IPOU3BOAUTENS MOXKET OBITh YTEPSH.
YHHKaIbHBIM TOPTOBBIM HPEIIOKEHHEM MOTYT OBITh KaK KOHKPETHBIE XapaKTEePHCTHKH TOBapa, TaK 1 JIMOepasibHbIE MO

OTHOIICHHIO K TIOTPEOUTEII0 YCIIOBHs MX nprodperenus. K npumepy, Ha peiHKe cMapTGOHOB UMEIOTCSI MHOXKECTBO
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Mogele, Ho (aarmansl Samsung cepun Note Bceria OTINYAI0TCS HATUYUEM JUCTAHIIMOHHOTO YIPABJICHUS C IOMOIIBIO
S-Pen, KoTOpBIii B CBOIO Ouepeb SIBISETCS JJOKOMOTHBOM 3Toi nuHeiiku [3]. JIubGo, eciim mbl Bo3bMéM ceth Comfy,
KOTOpasi 3aHMMaeT IO3UIHUIO JIKJepa Mo MpoAaXaM CMapT(OHOB, TO MBI HEBOOPY)KEHHBIM TIJIa30M CMOXKEM YBHIETbH
akTHBHOe Hcroib3oBanue Y TII. K mpumepy, cets npenocrasiseT cBOMM KireHTaMm yciyry Ultimate, rue morpedureinto
3aYHCIIIOT Kenl-09k B pasmepe 90% OT CTOMMOCTH MPUOOPETEHHOTO YCTPOMCTBA, M B TEUCHUH I'O1a €CTh BO3MOXHOCTh
c/aTh CBOM cTapblii Tese(OH, U 10 3a4MCIICHHBIM CPECTBAM IIPpUOOpecTH HOBBII [1].

CrpaBeUIMBO YTBEPKAATh, YTO MOJIOKHUTEIHHOE PACKPBITHE YHUKAIBHOTO TOPTOBOTO MPENIOKEHHS TIOMHOCTHIO
00yCIIOBIICHO €r0 y/lauHbIM NPUMEHEHHEM, U MCXO/s M3 3TOro HaM HYXHO INEpeHTH Ha BONPOC KacaTeIbHO TOTO, KaK
ynauHo ucrois3oBatk Y TII. ITomoskeT Ham Ha Hero oTBeTHTH ocHOBatelb IKEA Wursap Kammpan [2]. CyTs B TOM, 9TO
OH BOBpEMsI IIPHHSUI pElICHNE, TepeBepHyBIIee TOTJAlTHUK PHIHOK C HOT Ha rojoBy. Peub HaeT o ToM, 4TO BMECTO
nepenpogaxku Medenn, Kammpax cranm 3aka3plBaTh MX OTAENbHBIC AETal M COOMpaTh, YTO IIOBJICKJIO 3a COOOM
3HAYUTEIbHOE COKPAIIEHHUS IIEH Ha TOBAPHI, M COOTBETCTBYIOIEE pacIIUpeHHe 1eneBoil ayautopun. Cieayer OTMETUTH,
YTO CEKPET yCIeXa TakKe 3aKIodaics B ToM, uTo Kampaz 3akynai 3HaUUTeNbHYIO 4acTh MaTepuaia Juist COOpku Mebemnn
y HOJBCKHUX MOCTABIIMKOB, KOTOPHIE CTaBIJIM II€HBI HAMHOTO JelleBie ckaHAnHaBoB. MHreap Kammnpan 3amoxun Ty
KOHIIETIIIMIO, KOTOpasi CTajla OCHOBOM MHPOBOTO MapKETHHIA, a UIMEHHO II0Ciie TOTO, KaKk OH YBHJEI, YTO COTPYIHHK
MebenpHOH (haOpUKH OTKPYTHI ACTAIH CTOJIA, YTOOBI BMECTHTH €TI0 B MAIIMHY KJIMEHTa, K HEMY IPHIIIIa Hes IPOaaBaTh
MeOelIb B INIOCKHUX KOPoOKax B pazoOpanHoM Buje. Takum o6pa3zom, Mureap Kammnpan coznan nelicTBUTENBHO 3HAUNMOE
YHHUKaJIbHOE TOProBOE MPEIUIOKEHHE, KOTOPOe TPaHC(HOPMHPOBAIOCH B OCHOBY paOOThl CYIIECTBEHHOW 4YacTH Kak
UHTEpHET-CeTe, TaK M PO3HUYHBIX. HEBO3MOXKHOCTh KOHKYpPHPOBaTh ¢ MHHOBaLMOHHbIM rurantoM IKEA, mo cyry,
CTaja permaroIuM (HakTopoM TOTO, YTO BCe KOHKYPHPYIOIINE CETH CTaJIU MOJICTPANBATHCS YKe 1OJ[ €€ YCIIOBHSI.

B kauecTBe BBIBOJIa MOXKHO OTMETHUTD, YTO JII00Asi MHHOBAIIMOHHAS UJIesl 1 HOBU3HA — 3QJI0T yCIIeXa, a ee yJayHas
peanu3anys — y>ke yHUKaJIbHOE TOPTOBOE MPEIOKESHNE, KOTOPOE MEHAET PEIHOK M MapKEeTHHTOBOIO cpeny. Cnucok
HCIO0JIb30BAHHBIX HCTOYHUKOB

1. Xax-Hoens Kandepep «bpenn mazapxam». Strategic Brand Management. — M.: «Bepmmuray, 2007. — 448 c.

— ISBN 5-9626-0015-0.

2.https://www.ikea.com/

3.https://www.samsung.com/ru/support/ewarranty/

Hayunvui pykosooumens: C.C. Hpemenko, Kano. 3KOH. HAYK, OOY.

K.W. Burep, cryaeHTKa
Yuueepcumem umenu Anvgppeoa Hooens, 2. /[nunpo, Yxpauna
CEKPETBI YCITEIIHBIX BU3HEC-KOJIJTABOPAITUI
HMHoOCTpaHHOE TIO TPOUCXOXKIEHUIO, TMOHATHE «KOJUIA0Opanus» BOCXOOUT K JIATHHCKOMY «collaborare» —
COTPYIHHYECTBO, paboTa ¢ KeM-T0. 113 MEpTBOTO s3bIKa OHO MEPEKOYCBANIO B KUBOW U M3SIIHBIN (DpaHIly3CKUil: 3/1eCh



«collaborateur» — 3TO COTpPYAHMK, COaBTOp, Kojuiera,copatHuk. CyTb Koia0opanuid 3akitodaeTcsi B 0ObeIMHEHUN
YCHIHMH U1l AOCTWDKEHHS ONPENENICHHBIX PE3ylbTaTOB KaXIbIM yYacTHHKOM. VMM MOryT OBITH JIIOAM, KOMIIAHHH,
OpeHzbl, Hay4Hble MIHOOIIEeCTBEHHbIe opraHu3auui. O0beJMHUB (HHAHCHI, KaJlpOBble U MH(OPMALMOHHBIE PECYPCHI,
KOIabopamopsbl TOCTATAIOT ycTiexa ObICTpee U ¢ MUHUMYMOM 3aTpaT. OHU NOMOTAIOTAPYT ApYTY 3apaboTaTh, IPUBICTb
HOBYIO ayJIUTOPHIO, TOBBICUTH JOSUILHOCTB K (pUpMe U BHITHHA HOBBIC PBIHKH.

VYnaunsle Koyutabopanuu ¢ OjorepaMu M OpeHJaMy IOMOTAIOT BBIAEIUTHCS Ha (JOHE OTPOMHOIO KOJIMYECTBA
pekiaMbl M HMH(GOPMAlMOHHOTO IIymMa. BO3HHMKaeT B3aWMOBBITOJHOE COTPYIHHYECTBO: HPOHMCXOIUT OOMEH
uHdopmanmei, pecypcamu, ONBITOM, M B pe3yjbTaTe CO3JaeTcs HOBBIH NpOAyKT. CUHTaercsi, 4To B YCIOBHUSX
KOHKYPEHLIMHNY YYaCTHUKOB KoJutabopanuu OoJiblie MaHcoB JOOUTHCS ycrexa.

K npumepy, B MHAyCTpUU MOJBI Haubosee BOCTPeOOBaHbl COBMECTHBIE IIPOEKTHI C IOITYJIIPHBIMHE (QHIBMAMHU U
MynsThmIbMaMi. Tak, B 4ecTs 25-metus MyibTcepuaia «CummcoHs» OpeHn MAC BBITyCTHI JHMHTHPOBAHHYIO
KOJUICKIMIO JIEKOPaTUBHOM KocMmeTHkH. Komutabopaunu co 3HaMEHUTOCTSIMA OOBIYHO MHTEPECHBI, KOTJia pedb HUAET O
CO3/aHUM KalCyJbHONH KOJUIEKIWW TIOA MMEHEeM 3Be3Ibl Ha PBHIHKE KOCMETHKH, mapdroMepnn wind B cdepe fashion.
[TOKNOHHNMKY MEIUHHBIX JTMYHOCTEH TOTOBHI IPHOOPETaTh MPOIYKIMIO, MMEIOLIYI0 OTHOIIEHHE K UX Kymupy. [loatomy
YHCIIO MOJOOHBIX KOJUTAO0opannii HEMPEPBHIBHO pacTeT. Takoe COTPYJHNYECTBO YBEIHMIHBACT MIPOJaKH OPEH/IOB, aTaKKe
MPUBJICKAET JOTIOJHUTEIHHOE BHUMaHKeE K 3Be3/ie. O0e CTOPOHBI B BBIUTPHINIe! 3HAMEHUTOCTH CTAHOBSITCS JIMLIOM
COBMECTHOTO IIPOEKTA, TOMOTAIOT B €70 MPOABIKCHNH. Hepeko OHM MPUHIMAIOT aKTUBHOE YIaCTHE B CO3JaHUHU
npoaykra/koekuuu. [pumep —kosnadoparust Puannst u Dior.

Komabopanus Oyzaer 6osee 3h(HEeKTUBHOM, €CITH €CTh:

- UYerkoe MNOHMMaHWE WEMH KaKAOro ydacTHHKA. Ilepen ee mpoBeneHHEM HYKHO 3a(MKCHPOBAaTh LETH
(>KkenaresbHO, B KOHKPETHBIX TOKa3aTesiX), 4TOObI B JabHEHILEM ITPOaHAIM3UPOBATh PE3YJIbTaT U CHeNIaTh BBIBOJIBI HA
Oynyuee.

- Ilepeceuenne uHTEepecoB mapTHepoB. HeoOXoAMMO HAWTH TOYKH IEPECCYCHUS] MHTEPECOB M COBIIAJICHHE
LENEBBIX ayTUTOpHA. OOBETMHATHCS MOJKHO ¢ KOMITAHUSAMH U3 CBOEH HUIIN MM CMEXHBIX oTpacieit. Hampumep, ctyaus
JM3aifHa MOYKET COTPYIHUYATH C (PUPMO#L, KOTOpas peaan3yeT CTpOoMaTepralibl, a GUTHEC-IICHTP — CO CTYIHEH KPACOTHI.

- BpemenHsIii xapaktep cotpynHudectBa. Co3jaHne COBMECTHBIX IIPOJYKTOB M POBEACHUE aKTHBHOCTEH HE
JIOJDKHO OBITH 9acThIM, HHAUE ayIUTOPHS K 3TOMY IPUBBIKHET.

[ToaBosst UTOTH, MOXKHO C YBEPEHHOCTBIO TOBOPUTH O TOM, 4TO KoJutabopauus — 3To ycneunas gpopma
COTpyIHHYECTBA OPEHOB M KOMITaHMH, KOTOpast IoKa3asa cBoro 3GGeKTUBHOCTE. Ho TOJIBKO NpH yCIIOBUH, €CIH
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TIIATEIBHO OCYIICCTBIICTCS IMOI00P YYACTHUKOB H CTABITCA KOHKPETHBIE TOCTHKUMBIC
ten. CIMcoK MCNoIb30BAHHBIX HCTOYHHKOB
1. Yro Takoe Koyutabopanus 1 UL 4ero HyKHa : [ DIeKTPOHHEIH pecypc] - Pexxum mocryma :
https://ktonanovenkogo.ru/voprosy-i-otvety/kollaboraciya-chto-ehto-takoe.html
2. KonnaGoparusi: kak OpeH bl MOMOTAIOT APYT APYTY 3apadaTeiBaTh [DNEeKTpOHHBIN pecypc]| - Pexum noctyna :
https://t-laboratory.ru/2019/11/14/kollaboracija-kak-brendy-pomogajut-drug-drugu-zarabatyvat 3. Ha crune: 7
HalIyMeBIUX KoJutabopaiuii [ DIeKTpoHHbIH pecypc] — Pexxum noctymna :
https://www.championat.com/lifestyle/article-3913953-izvestnye-kollaboracii-brendov-so znamenitostjami-nike-reebok
i-adidas.html
Hayunwiii pyxosooumens E. IO. Kpacogckas , 0-p 9KoH. HAYK, 00y

A.B. BragumMupoBa, cTyIeHTKa
Yuieepcumem imeni Anvgppeda Hobensn, m. [Ininpo, Yxpaina
HEBJIAJIA BIBHEC-KOMYHIKANISA: CIIOCOBHU TOJJOJIAHHSA

BizHec-komyHikarii (aHTI. «business» — «cCIpaBa», «IIO» 1 JaT. «communicatio» — <«3B’SI30K») — IIe
KOMYHIKalil, 110 € MDKIPYHNOBUMH Ta MiKOCOOMCTICHUMH. OCOOJIMBOCTI TaKMX KOMYHIKalliii BH3HAYAIOTHCS TIEIO
cdeporo, y sIKiif BOHH BUKOPUCTOBYIOTECS, TOOTO C(EpOro TITOBUX BiTHOCHH.

bi3Hec-koMyHiKallisi BUBYAETHCS B pAMKaX MapKeTHHTY, MEHE/DKMEHTY, COLI0JIOTii, rcuxoorii Tomo. [Ipu
IIbOMY CaMe ITPaKTHYHI aCleKTH 3A1HCHEHHs Oi3Hec-KOMyHiKalii MaloTh repiioueprose 3HaueHHs. EQekTuBHiCTh
0i3Hec KOMyHiKallii BU3HAYa€THCS TOTPUMAHHSM IIJIOTO psily PHUHIHMIIB, 30KpeMa CUTYaTHBHOCTI, €THOCTI
pamioHaJbHOTO Ta €MOIIIHOTO B IMOBEIIHII JFOANHH TomIo [1].

OcHOBHa MeTa KOMYHIKalliifHOTO Tpolecy — 3a0e3redeHHs] po3yMiHHS 3MIcTy iHdopMarii, sika € mpeaMeToM
00MiHy Tij 9ac CHijKyBaHHS, TOOTO MOBigOMIeHb. [IpoTe cam dakT 0OMiHy iHpOpMaLiel0 HE TapaHTy€e ePEeKTHBHOCTI
CIUIKYBaHHA JIIOEH, sIKi Opayi y4yacTb B mpoleci komyHikanii. Tomy mig yac mpoBeneHHs Oi3Hec-KOMYHIKaIlil Cllif
JOTPUMYBATHUCS TIEBHUX TIPABIII Ta NPUHIMIIB [2;3].

Oco0JIMBO BaXIJIMBUM € aHAIII3 MPUYUH HEBIANOl MUIOBOI KOMYHIKaIll Ta croco0iB momonanHs nporo. OTxe,
0i3HEeC-KOMYHIKAIlisl MOKE CTaTH HEBAAJIOK0 Yepe3 psAA MPHYMH, HAPHKIAA, 9epe3 HEAOCTATHIO IMiTOTOBJICHICTH 10
ydacTi B mleperoBopax abo HeBMiHHSI KOHCTPYKTHBHO BUHTH 3 KOH(QIIKTY. AJie B OyIb-IKOMY BUIIaAKY TpeOa BUITPABIATH
CBO1 IOMMJIKH Ta TOTYyBaTHCS JI0 Oi3Hec-KOMYHIKamii 3a3qaerias, mob BoHa Oyia BAajao. BHOKpEeMITIOIOTh iU psij
croco0iB OJ0IaHHS HeBaI01 Oi3HEC-KOMYHIKaIlii.

1. HeoOxinauMm € nojonaty po3oixHocri. 1106 komyHikanis Oyia ycHinrHo, Heo0XiTHO 3p0o3yMiTH
BIZIMIHHOCTI, SIKi MOXYTb OyTH ITOB’s13aHi 3 MOBOIO, 3BUYAsIMH Ta KYJIbTYPOIO, 1 IOCTAaBUTHUCS JI0 HUX 3 TIoBaroto. Bei
JIIOJTU Pi3Hi, ajie, 030pOIBIINCH TEPIIHHAM, PO301>XKHOCTI MOXKHA ITOT0JIATH.

2. BaxnuBuM € Haslaro/pkeHHs 3B s13KiB. KOHCTpYKTHBHMI Jiajlor HEMOXJIMBHI 0Oe3 IOBard Ta JOBipH, a Jech
HaBITh 1 APY>KHBOTO CIiIKyBaHHS. [IoTpiOHO Mam’saTaTH, mo Oyb-SKHUH CITIBPO3MOBHUK Ma€ CBOi 0COOJIMBOCTI, 1 IO HHOTO
MPOCTO MOTPIOHO 3HAWTH MiXiN.

3. HeoOxinHo 00’ enHyBaTHCS. JIOMIIEHUM € MpaIfoBaTH HaJl CTBOPEHHSAM KOMaHIH, Ha/l CIIIIbHUMH ILIJISIMH,



KEPYIOUHUCH CIIJIBHUMH LIIHHOCTSIMU.

4. JouinbHuM € KoMmOiHyBaHHs. KokeH cmiBpoOITHMK Mae cBOi mepeBaru. KokeH wieH KOMaHAW Mae
JIOTIOBHIOBATH 1HIIIOTO, 1100 pa30M BOHU MPAIIOBAINA HA CITUIbHE 01aro. Y TakuxX yMoOBaxX y po0odUi MPOIecH MPUXOIUTh
OLTBIIIE TBOPUYOCTI Ta HOBHX ekt [2;3].

[ligBoas9M MiACYMKH, HEOOXIHO 3a3HAYKTH, 110, 3 OJJHOTO OOKY, HEBJIAJIC NIJIOBE CIUIKYBAHHS MOXHA ITOTICPEIUTH,
3HAI0YM HOro MPUYMHM. 3 IHIIOTO OOKY, KOJIM Ha LiH cTaiil He Bajocs BIUIMHYTH Ha Te, 1100 Oi3Hec KoMyHikaris Oyia
e(eKTHBHOIO, TO CJiJ 3BEPHYTHCS 0 1HIIIX CIOCO0IB mogomaHHs ii HeeeKTHBHOCTI. CHUCOK BUKOPHCTAHUX
Axepe

1.111o Take Oi3Hec-komyHikaii. URL: https://gorodenok.com/

2.bypmaka T.M. KoMyHikaTHBHUII MEHEKMEHT : KOHCIIeKT Jekuiid. URL:
https://eprints.kname.edu.ua/52644/1/2018

3.Xuraiino M. KoMyHiKaTUBHUI MEHEKMEHT : HaBYanbHUI nocionuk. URL:
http://194.44.152.155/elib/local/sk783660.pdf

Hayxosuii kepisnux: I'.B. ILlJonokosa, kauno. nonim. Hayk, 0oy.

A.L. BoBk, cTyeHTKa
Yuisepcumem im. Anvgppeoa Hobens, m. /Ininpo, Ykpaina
KOHTEHT-IIVIAH JJIS1 FACEBOOK TA INSTAGRAM
KoHTeHT-1I1aH — 1ie 3a31aJIeTi/ib 3aIIaHOBaHui rpadik myOiikanii KOHTEHTY B colMeperxax. barato XTo mogymae:
«A HaBilI0O MEHI CTBOPIOBATH SKUICH IIaH? Y MEHe MOCTaTHhO (aHTasii, 100 reHepyBaTH KOHTCHT Ha xoiy!» Bce
NPOCTO, CIIpaBa TYT 30BCiM He y (aHTa3ii, a B CHCTEMAaTHYHOCTI [2]. 3aBISKH CTBOPEHOMY 3a31aJIerib KOHTCHT-TUIaHy i3
3a3HaueHHsAM (OpPMaTy, TEMH, IaTH Ta 4acy MOCTIHIY MOYKHA MPOIOBKYBATH MPALIOBATH, KOJM HaTXHEHHS BIJICYTHE, a
moct Mae OyTH OmyOIiKOBaHUH came ChOorofHi. J[o TOro Xk, TaKwil CTPYKTYpOBAaHHHU IiJIXiJ TO3BOJE HE 3a0yBaTH MPO
Ba)KJIMBI JIaTH.
3a3Buyail KOHTCHT-TUIAH IPOIUCYIOTh Ha MicsALlb, ajle BaXKJIMBO JOJATKOBO IIEPErIAAaTH HOro aKTyalbHICTh

IIOTHKHS Ta BHOCUTH CUTYaTHBHI BUITPABJICHHs 32 HEOOXIHOCTI. AJIXKE OJJHE 13 TOJIOBHUX MPaBUIl €PEeKTUBHOT
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myOunikanii — 1e 1l akTyanbHicTh. [lepen moyaTkoM poOOTH 3 KOHTCHT-TUIAHOM CITifl BUSHAYMTH OCHOBHI I[iJTi BEJACHHS
cropiaku. Lle Mmoxe OyTu:

- 30UIBIICHHS KUTHKOCTI TPOIAXKIB;
- 301IBIICHHS BITI3HABAHOCTI OpeHY;
- opMyBaHHS JOSIIEHOCTI,

- 3ay4eHHs ayauTopii [1].

[Ticnst BM3HAYEHHS METH MOXHA ITEPEXOJUTH 10 CTBOPEHHS KOHTEHT-IUIaHy. [ Horo odopmileHHS MOKHA
CKOPHUCTATHUCS OYIb-SIKHM 3pYIHUM criocobom: ctBoputH (aiin y Google Kanennapi, Google Tabmauii abo Google Excel.
dakTHyHO crocid 0(hOpPMIICHHS HE Ma€ jKOJTHOTO 3HAYEHHs, TOJIOBHE — BU3HAYUTH JAJIsl ce0e Ta KOMaHAU HaW3py4HIIIuii
BapiaHT.

HesBakaroun Ha Te, 1o @eiicOyk Bxke TaBHO BUKYIIUB MpaBa Ha [HcTarpam, 1 i JBi coLlialibHI MepeKi KepyOThCs
OJTHIEF0 KOMTAHIEI0, IiIXOAN 0 MPOCYBaHHS CTOPIHOK IPH IFOMY KapIHHAIBEHO Pi3HATHCA. BimmoBimHo GopmyBaHHS
KOHTEHT-IIIaHIB IMX JIBOX MEPEX MAlOTh CBOI 0COOJIMBOCTI.

BaxnmBo BpaxyBaTtH, mo IHcTarpam — me, Hacammepen, BidyallbHa colliajdbHa Mepexa. Jlromu Tyt Oinblre
JMBJISITBCS, HIXK YUTAIOTh 1 TYT BKpail HEOOXIHUIT KOHTEHT, o 3aitydae. Came TOMY Hepe] TUM SIK IIPOIHCYBATH TEMH
KOHTEHT-IUIaHy, HEOOXITHO BU3HAYUTH, SK MiiOpaTw sKicHHH Bi3yan mns HuX. Kpim meoro, [Hcrarpam mae aBi Taki
nonatkoBi (GyHKii (stories Ta IGTV), skumu 060B'13K0BO Tpeba KOPHUCTYBATHCA Ta BPAXOBYBATH iX MOXJINBOCTI. Tomy
Tpeba IMOYHWHATH CTBOPEHHS! KOHTEHT-IUIAHY Ul IHCTAarpaM-CTOPIHKM 3 BH3HAUYEHHS MOMJIMBHUX (opMaTiB mocTiB. B
TacTarpami e MOXXyTh OyTH:

- ocrt 3 (oTo0;

- my6mikamii 3 Bizeo (o 60-Tu cekyHT - y cTpidmi cTopiakd, g0 10-tu xBwmH - y IGTV); -
(hopmat kapycens (kipka ¢poTo B oaHiH mybikamii abo HaBiTh (HOTO+BIAEO);
- stories.

Aynutopii @eficOyk Oinbine mog00aeTHCS CTOPITIIHT Ta PO3BaKAIBHUHN KOHTEHT. UYnrtaui y ®elicOyi BigmaoTh
repeBary KOPOTKHM BijIe0 TPUBAJICTIO 10 3-5 XBWIMH. 3BUYAHHO X, OJHAMH JIMIIE BiZIeO HAIIOBHIOBATH CTOPIHKY He
BapTo. AJDKE YNTavaM He 3aBXKIU 3pYIHO NeperisiaTH BiIEOKOHTEHT, 1 CTPiuKa CTOpiHKY Mae OyTu 30amancoBaHor0. J{is
TOTO, 1100 IOMICSIYHE OPOPMIICHHSI KOHTEHT-TIJIaHy HE IIEPETBOPIOBAJIOCS HA TOPTYPH, 0Jpa3y Tpeda NpoyMaTu OCHOBHI
pyOpuKH 1 KOHTeHT-TUIaHy. Hampukiaz, A7 mpocyBaHHS CBOET KaB'sIpHI MOKHA CTBOPIOBATH TaKi pyOpHKH:

- Hallla KoOMaHJa,

- IE€CEPT THUKHA,



- 3 4OT0 IIe 3pO0JICHO;

- CHIJIaHOK BUXIiIHOTO IHs [3].

3BHUaifHoO, BeJCHHSI KOHTEHT-IDIaHY — IIe Pecypco3aTrpaTHa po0oTa, aje pe3yibTaT TOTO CIpaBi
BapTHii. CIHCOK BUKOPHCTAHUX JKepe

1. Odimiitanit inopmarniitauii caift: [Enekrponnmii pecypc]. — Pexxum noctymy: https://www.adindex.ua/kak
sostavit-kontent-plan-dlja-instagram/

2. Ooiniitanii inopmarniitanii caift: [Enekrponnmii pecypc]. — Pexxum nocrymy:
http://agro.vedmedia.com.ua/p_6

3. Odiuiiinuii inpopmaniiinuii caii: [Enexrponnuii pecypc]. — Pexxum nocrymy: https://apix
drive.com/ru/blog/marketing/kak-sostavit-gramotnyj-i-jeffektivnyj-kontent-plan-dlja-instagram Hayxosuii kepisnux:
A.JI. Mocmosa, 0-p ekoH. HayK, Ooy.

A.B. BojikoBa, cTyaeHTKA
Yuisepcumem imeni Anvppeoa Hobensn, m. /[ninpo, Yxpaina
OCHOBHI HAITPAMKH NIIBUINEHHA KOHKYPEHTOCIHPOMOKHOCTI MIAITPUEMCTBA
ExoHOMiYHa e()eKTHBHICTH (YHKIIOHYBaHHSI MTIAIPUEMCTB Y PUHKOBHX YMOBAX CYTTEBO 3aJIC)KUTh BiJ JOCKOHAJIOCTI
CHCTEMH MapKETHHTY. Bask1BUM HampsiMoM YIIpaBIIiHHS MiATIPHEMCTBOM € HAJIATO/KCHHS 3B’ S3KIB 3
NocTayajJbHUKaMH CHPOBUHU Ta GOpPMYyBaHHs epEKTUBHHX KaHaJIB 30yTy npoaykuii. OcoOauBoI akTyalIbHOCTI el
HaTpsM IiSDIPHOCTI HaOyBa€e y M’ SICONMPOTYKTOBOMY ITi TKOMIDIEKCI MIPH B3a€MOJII1 CIITbCHKOTOCIIONAPCHKUX BUPOOHUKIB
M’sica 3 epepoOHUMHE mignpueMcTBaMu. OCHOBHOIO Tajy3310, 0 IepepoOIisie OUTBIIICTh MPOAYKIIi CLIIECHKOTO
TOCIOJAapCTBa, € Xap40Ba IMPOMHUCIIOBICTE. 3HAYECHHS M SICOMPOIYKTOBOTO IMIAKOMIUIEKCY YKpaiHH B IIIIIOMY Ta KOKHOL
00J1acTi 30KpeMa Ui POIOBOIBYUOT OC3MEKH HACSICHHSI BaXKKO mepeoninuTu [1].

M’sicHa rainy3b — IIe OJHa 3 HAWBAKIMBIIIMX Ta HAHOUTBIINX Taly3edl y CTPYKTYpi XapuoBOi IMPOMHCIOBOCTI Ta
MIPOAOBOJIBYOT Oe3nekn Ykpainu. 3a0e3neueHHs palliony XapuyyBaHHs SIKICHOO Ta JTOCTYITHOK MPOIYKINEI TBAPUHHOTO
MOXO/KEHHsI, 30KpeMa M’sICOM Ta KOoBOAacaMu, Ha ChOTOJIHI € MPIOPUTETHUM 3aBAaHHAM JeprkaBHOT HomiTHKH. OCHOBHE
3aBJIaHHsI rajly3i — KOMIUIEKCHA IepepoOKa Xynoou Ta nrui [2].

AHaJti3 OCHOBHHX HANPSMKIB MiJBUINCHHS KOHKYPEHTOCIIPOMOXKHOCTI MiANIPHEMCTBA MOKAa3aB, IO KOMIIAHIsA
«MKIO Piteitn» 3a 4 pokn cBOro iCHYBaHHS 3poOWIIa peOPESHIUMHT KPaMHHMIb, 3HAYHO PO3IIMPHIIA CBiff aCOPTUMEHT,
BITPOBAIMJIa MAPKETUHTOBI KOMYHIKAIIIMHI 3aX0/H, I[0/I0 00CIyTOBYBaHHS MOKYIIIIIB, PO3pOOMIa MPOrpamy JIOsUTbHOCTI,
TOOTO BJIACHUH YaT-00T Ta COIMEPEXKi IS MOMYJIApHU3allii KOMIaHil i OiIbII TICHOT'O KOHTAKTY 31 CBOIMH CIIO)KHBaYaMH,
301IBIIMIA KITBKICTh (DiPMOBHMX KpPaMHMIB 1 0arato iHIIOro. I'OJIOBHUMHU 3aBIAHHSAMHU Iepel IMiAIPHUEMCTBOM CTOITh

SAKICTh IPOIYKIIii, 3pyYHICTH pO3MIIIEHHS, BUCOKHI piBEHb OOCIYTOBYBaHHS CIIOKHMBAYIB, TOTPUMAaHH YCiX CaHITApHUX
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HOpM i npaBui1. KoMmaHisi Ha CbOTO/IHI € JOCTaTHHO PO3BUHEHOIO Ta CYy4YacHO a/IallTOBAHOIO ISl 30BHILIHIX 3MIH PHUHKY.
A ToMy, METOH, SIKi OyJIH iHTeTpoBaHi B poOOTY KPaMHHIIh i 3aTajlOM KOMIAaHIi JOIOMararTh YCIITHO TPAMATH MO3HUIIi{
KOHKYPYIOUOi Mepexi.

Ha moro mymky, mms OumbIn TI00ampHOTO OXOIUIEHHS Mepexi [HrepHer kommanii «MKIO Piteim» cimig
MPOJIOBXKYBATH aKTHBHHH PO3BUTOK Y BUBUEHHI Cy4acHMX TEHJEHILIH Ta MacTa0yBaTUCh Hajali, CIUPAIYHUCh Ha
MOCTIHHY aHAJIITHKY W CTaTHUCTHKY BIIACHOI Mepei, il KOHKYPEHTIB Ta PUHKY 3arajioM.

3aranom, kommnanis «MKIO Pitelin» € ogHuM 3 HalimomynsipHIIIMX Mepex (QipMOBHX Mara3uHiB KOBOACHHX 1
M’SICHHX BHUpOOIB, sika € MOJIO/IOI, ajie TEPCHEeKTHBHO, ajpKe BHYTPIIIHS Hallaro/PKeHICTh HPOLECIB KOMIMaHii
BiJITIOBiZ]a€ BUCOKOMY PiBHIO KOHKYPEHTOCIIPOMOXKHOCT1 Ha pUHKY.

Ha chorozmHi BiTUM3HSHUIA PHHOK MPOTOHYE CMOKHBAYAM 3HAYHE ACOPTHMEHTHE PI3HOMaHITTS KOBOACHOT
NPOIYKIII, fKe q)opMyeTbcsl Ha OCHOBI TEXHOJOTIYHOTO MOE€IHAHHS OCHOBHOI ¥ JI0ZAaTKOBOI CHPOBHMHH, HOBHX
PELENTYpPHHUX CXEM i METO/IiB BUPOOHHIITBA.

HoBe noxoumiHHS parae BUOMpATH HalKpalle 3 JOCTYITHUX MTPOAYKTIB, i, HE AUBJISTYNCH HA 3HIKEHHS
KyHiBEeJIFHOI CIPOMOKHOCTI B KpaiHi, MparHe BUOMpATH He TIJIbKHU SKICHI POAYKTH, @ H PyXaTHUCh y KPOK 13 4acoM.
Otxe, KOMIaHil BapTO PO3BMUBATH OHJIAWH-TOPTIBIIIO 1 OlNIbIIE YBaru 3BepTaTH Ha npocyBaHHs B IHTepHeTi. [lokomiHHS
MIJJICHIaJIOB BXKE 3apa3 MIOYMHAE BCE CHIIBbHIIIE BIUIMBATH HAa PHHOK, 3MIHIOIOUH HOTMIEPEIHE TOKOTIHHS 0e61 OymepiB, i
TOMY ITOBUHHA 3MIHIOBATHCS BCSl CTPATETIsl MApKETHHTY.

Cnncoxk BUKOPHUCTAHMX JKepes

1. Antunosa JI.B. Meroam pociiJpkeHHS M sica Ta M’ ICHUX NTPpoayKTiB: [ EnexTponuuii pecypc] — Pexum
nocrymy: https://nubip.edu.ua/sites/default/files/tehnologiya zberigannya ta konservuvannya myasa.pdf//. 2. baries
I'.JI. MapketuHr ta ekoHoMika: [EnexktpoHnuii pecypcC] — Pexxum poctymy:
https://may.alleng.org/d/mark/mark048.htm//.

Hayxrosuii kepisnux: B.M. Llleguenko, kano. oepaic. ynp., 0oy.

B.B. BoJioxa, cTyneHTka
Yuieepcumem imeni Anvgppeda Hobensn, m. /Ininpo, Yxpaina
POJIb KOHTEKCTHOI PEKJIAMHU B IHTEPHET-MAPKETHUHI'Y TA TPEH/IA 2022 POKY

KonrekcTHa pekiiama € OHJIaiH-ayKIIOHOM KJIIOYOBHX CIIiB. YYaCHHK, SIKHI 3alIPONIOHYBAB HAMBUILY LiHY, OTPUMYE
HaMBUIUI peUTUHT y nomyKOBiﬁ Buaavi (cropiHui pe3ynLTaTiB MOILIYKOBOI CUCTEMH) 32 YMOBHU, 0 HOro pexiaMHui
GaHep € PEJICBAHTHUM Ta AKicHUM. SKmo KopI/ICTyBatn TaKOX HATHUCKAIOTh HA OTOJIOLIEHHS y MOUIyKY, PEKIaMOJaBelb
TUIATHTh 32 KIIK. SIKIIO TOBOPUTH KOPOTKO, TO L€ 1 € KOHTEKCTHA pexiama, a6o PPC [1; 7]. Hagiwo BUKOpHCTOBYBaTH
PPC mapkerunr? IcHye 6e311i4 BaroMux NpuyuH, 4epe3 siki KOMIIaHil BUKOPUCTOBYIOTh IUIaTHUI nmouryk. Hikue



HaBeJIeH1 TpPX OCHOBHI TIepeBary, aje, 0€3CyMHIBHO, U KOXHOTO THUITY Oi3HECY BUIUISIOTHCS 1€ ¥ iHAMBiMyasbHi [3;
7.

1.PPC n03BOJIsi€ KOHTPOJIIOBATH BUTPATH Ha peKIIaMy

2.PPC nae mBHIKi pe3ylIbTaTH.

3.Edexrupnicts PPC Jierko BUMIpSATH Ta BiJICTEKUTH

Knacuuii PPC-daxiBenis NOBUHEH: 3HATH, SIK KOPUCTYBATUCS CAUTOM; TPAMOTHO CKJIQJIaTH peKJIaMy, [0 MPOJIAE;
30UpaTH CeMaHTHWKy /I peKIaMHOi KaMIlaHii; MpamioBaTH 3 DPIi3HAMH CEpBiCAMH Ta IHTEpHET-IHCTPYMEHTaMH Bij
nomykoBux cucteM - Google AdWords, Google Analytics, Google Tag Manager, Google Key Planner; BmiTi mpoBoanTu
NpaBIJIbHE HANAIITYBAaHHS TapreToBaHOI PEKJIaMM B MOUIYKOBUX CHCTEMax Ta pekiamu B Google; MaT ysBiIeHHs Ipo
PEMapKeTHHT Ta BMITH 3 HUM IIPALIOBAaTH; BMITH aHATi3yBaTH HEOOXiHI JaHi y aHATITHIHHUX CEePBicax; BMITH IPaBIIEHO
CIUTaHYBaTH OIODKET peKiIaMHOi kKaMmadii Ta nmpopaxysati ROI [6].

o Take PPC y 20227 [1annemist npuckopuiia AUIKUTANI3ali0 puHKY. Lle o3Hauae, mo Oinbliie rpaBLiB Tenep Ha
PUHKY OHJIAHH peKJlaMH, a OT)Ke, KOHKYPCHIIis BHINAa y KOXHiHM Himi 6izHecy. [Topyd i3 cnemiamicTiB y KOHTEKCTHIN
peKJIaMi OYEBHIHO, L0 POJIb PyYHOTO YIIPABIIHHS 3HIKYETHCS, MAIIMHHE HABYaHHS TAKOK 3pDOCTAE MIBUIKUMHU TEMIIAMH.

He mociaGmroroun yBaru, Tpeba BUBYATH BimeopexyiaMy, HOBi jis Oimbmrocti OperzaiB moxkmmBocti TikTok Ta
KOpOTKUX Bizieo B Instagram ta Ha YouTube. Buxozasuu 3 onutyBaHHs B TesierpaM-KaHaii Inweb, kopuctyBadi BBaXkaroTh,
10 OCOOJIMBY yBary moTpiOHO NMPHUIIIATH HAIUIEHHIO Ta CETMEHTAI] ayIuTopii, poOOTi 3 aHaNTHBHUMH IIOITyKOBUMHU
OTOJIOIICHHSAMH [5].

OcHoBHi TpeHON y KoHTeKcTHiH pexnami (PPC) Ha 2022 pik [2; 4; 5] Taki: aBTOMaTH3aIisl; BIACHI JaHI; TAPTETHHT
Ta CErMEHTallisl ayAuTOpii; TecTyBaHHS; MuBepcudiKallis KaHaIIB; aJalTHBHI IOIIYKOBI OTOJIOLICHHS; BiICTEXEHHS
KOHBEpCiif; OCBiTa U1 Maloro Oi3Hecy; MOBEPHEHHS IO OCHOB.

I'ooBHE - WTH B HOTY 3 YacoM, 1 OCTIHHO BIIOCKOHAJIIOBATH CBOT 3HAHHS.

Cnmncoxk BUKOPUCTAHMX JKepes

1. KonrekctHas pekinama (PPC), Jlaner Click [Enexktponnuii pecypce]. - Pexxum mocrymy:
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2. JIax O. Tpernu Mexiitaoi pexnamu 2022: MOKYIIN MEPeXOATh B OHIAKH 1 JIKUTAT 3aXOIUIIOE OFOKETH
[Enextponnuit pecypc]. - Pesxum moctymy: https://cases.media/article/trendi-mediinoyi-reklami-2022-pokupci
perekhodyat-v-onlain-i-didzhital-zakhoplyuye-byudzheti

3. [Ipenmy1miecTBa KOHTEKCTHOM pekiambl. YHUBepcuTeT MHTepHEeT-MapkeTuHra [ Enektponnuii pecypc]. -
Pexxum noctymy: https://rekmala.ru/preimushchestva-kontekstnoy-reklamy
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4. [naTHas HHTEpHET-peKiamMa Kak 3¢ dekTuBHbI nHCTpyMeHT Mt 6msHeca (PPC), ADS group [EnexTponHuit
pecypc]. - Pexxum moctyny: https://adsgroup.com.ua/ppc-kak-instrument

5. MamonToB A. Ompoc Search Engine Journal, Inweb pemxakuus [Enexrponnmuii pecypc]. - Pexxum mocryiry:
https://inweb.ua/blog/10-trendov-v-kontekstnoy-reklame/amp/

6. PPC crnenmanuct, My Master [Enextponnuii pecypc]. - Pesxxum fgocrymy: https://my-master.net.ua/ppc
specialist/

7. Sarah Mehiman, Sr. Marketing Intelligence Specialist.UTo Takoe KOHTEKCTHasi pekiiama U Kak (opMHUPOBATh
ycnentabie PPC-kamnanuu [Enekrponnuii pecype]. - Pexxum moctyny:
https://www.similarweb.com/corp/ru/blog/marketing-ru/sem-ppc-ru/what-is-ppc-and-how-to-ensure-successful
campaigns-from-the-start/

Hayxosuii kepisnux: I.B. Tapanenko, 0-p eKoH. HayK, npog.

A.Jl. BopouuHa, cTyJ1eHTKA
Yuieepcumem imeni Anvgppeda Hobensn, m. [Ininpo, Yxpaina
MAPKETHUHI'OBE JOCJ/IIKEHHSI MAKPOCEPE/JOBUIIA ®IPMHA
MaxkpocepenoBHIIE - 1€ 30BHIIIHI MPsMi i HeTPsMi BIUIMBH Ha ITiAIPUEMCTBO, TaKi 5K Aep)kaBa, CKOHOMIYHA HOTO
CKJIa[I0Ba Tomo. Bi MakpocepemoBUINa 3aIeKUTh MisUTBHICTD IiIIPUEMCTBA 1 BOHA XapaKTepu3ye HeOOXiIHICTh Ti€l un
iHIIOT iAMBHOCTI MiATpHEMCTBA. 1i BUBYEHHS M03BOJISE BOJOIITH CHTYAIi€I0 i TEHAEHI[IAME PHHKY OKPEMOi KpaiHu, B
AKil (QYHKIIIOHYE IiIPUEMCTBO, 1110 TIPOBOIUTS JOCIIDKEHHS, B YaCTHHI MAKPOSKOHOMIYHUX NOKA3HHKIB, TUX (PaKTOpIB,
SKi BU3HA4YalOTh KOHKPETHY PHHKOBY CHTYyalilo, 1 MiAJar0ThCS BUMipaM 3a DPI3HUMHM PUHKOBHMH  IHIMKaTOpPaMH.
Booxinns mieto iHpopMai€eio 103B0JIs€ KEPIBHUITRY KOMITaHI{ yXBaJIUTH MPaBIIBHI CTPATEridHi PilICHHS.
T"os10BHE TpHU3HAUSHHS TOCIIHKEHHST MAaKpOCEPEIOBUINA — ITOIIYK TPEHIiB, TOOTO. CTIHKUX TEHJICHIIH PO3BUTKY,
Y SIKUX MOXHa 6a3yBaTH MapKETHHTOBY CTPATETiIO IMiIIPHUEMCTBA.
Makpocpezna CKIIaIa€ThCsl 3 HU3KM YMHHUKIB, SIKi MiJISTAI0Th YIIPABIiHHIO KOMIAHISIMU (BOHH MOXKYTb BIUIMBATH
KypCH BaJIOT, 3MiHa TPOIIOBUX JIOXO/IiB HACEJIEHHS, PETyIIOBATH HAPOKYBaHICTh TOIIO.). TOMy MakpOoeKOHOMiKa, 10
BU3HAaYa€ Tayy3eBy €KOHOMIKY: AeMmorpadiuyHa CHTyalis Ha piBHI KpailHM B IUIOMY, IIOJIITMKa 1 MpaBo, TeXHiKa i
TEXHOJIOTiS, M0 ICHYIOTh B MEXaxX Taiy3i, M0 BHBYAETHCS, 1 CYMDKHHX raiy3ei, mo 3a0e3nedyroTh KOMIIAHIIO Ta
CIOKHUBAIOTH 11 IPOAYKLIIO, COLIOKYIBTYpPHE Ta ICUXOJIOTiuHe cepepouie [1-2].
OCHOBHI 3aBJIaHHS IOCHIPKEHHSI MAKPOCEPEIOBUILA MAPKETHHTY
1. Bupinenas HaOLTbII 3HAYUMHX (PAKTOPiB (MAKPOEKOHOMIKA, TIOITHKA, IPABO, TEXHIKA Ta TEXHOJIOTS,
COLIIOKYJIBTYPHE Ta IICUXOJIOTIYHE CEPEIOBHILE).
2. Ouinka BIIMBY (haKTOPIB HA CTaH rajy3i, pUHKY Ta IiAIPUEMCTBA.
3. AHaui3 cryneHs 00Ky HaiOUIbII 3HAYHKX 3aIP0O3 Ta MOXKIIMBOCTEH MaKpOCEepeI0BHIIIa MAPKETHUHTY Y
cTparerii.
Mera MIAHOBAHOTO CTPATETIYHOTO aHANi3y - BHUAUIUTH HaWOUTBII 3HaYymli (akTopu MaKpocepeaoBHIIa,



BpaxyBaTH BIUIMB X (haKTOPIB 32 CHUJIOIO Ta SKICTIO HA CTaH Taiy3i, pUHKY Ta KOHKPETHOT'O MiANPUEMCTBA, OaKaHO 3
MIPOTHO30M 3MiHM BIUIMBY 3 IUTMHOM 4acy, Ta IPOaHaji3yBaTH CTYIIiHb BioOpakeHHs 11X (GakTopiB y Iitouiil cTpaTerii,
a SKII0 HEeOoOXIZHO , TO W CKOPHMI'YBaTH €JIEMEHTH CTPATETiuHOro IUIaHy MapKeTHHry. AHalli3 MakpocepeIO0BHINa
3aCTOCOBYETHCS U1 MPOTHO3YBAaHHSA CHUTYyallil Ta TEHACHNIH HAa PUHKY A MPOBEICHHS CTPATETIYHOTO INIIaHYBaHHA
JISTIBHOCTI MIIIPUEMCTBA. MOXKYTh BIUIMHYTH Ha Tajly3b JiSUTBHOCTI MIANPUEMCTBA Ta caMy KommaHiroo. [IporHo3yBaHHs
Ii/IBUIILY € MUIbHICTh MEHEJDKEPIB 1, 0TXKe, iXHS 37]aTHICTh pearyBaTH Ha 3MiHH. Lleii eeKT nocsaraeTbest HaBiTh TOAI, KOJIU
IUTaH HE BUKOHAHWH y 3B'I3Ky 3 THM, IO JEAKi TiMOTEe3W, TOKJIAIeHI B OCHOBY IIPOTHO3HOTO CIEHApilo, He
MarepianizyBajucs.
CnucoK BUKOPHCTAHUX JKepeJt

1. MapxketuaroBe cepenosmuiie [ Enexrponnnii pecypc]. — Pesxum moctymy: https://marketing
mmz.bitrix24.site/Marketynhove_seredovyshche/

2. Mapkerunrose cepeznosuie ¢ipmu [Enexkrponnuii pecype]. — Pexxum nocrymy:
https://pidru4niki.com/13761025/marketing/marketingove_seredovische_firmi

3. MakpocepenoBuiie Ta MikpocepeaoBuie mianpueMcrsa [ Enexrponnuii pecypc]. — Pexxum nocrymy:
https://studfile.net/preview/1862606/

Hayxosuii kepisnux: A.J{. Mocmosa, 0-p exon. nayx, ooy.

1O0.B. BeeBoJioacbKka, CTyIeHTKA
Yuieepcumem imeni Anvgppeoa Hobensn, m. /Ininpo, Y xkpaina
POJIb COIJAJIBHO-ETUYHOI'O MAPKETHUHI'Y JJISI MIAITPUEMCTBA TA CYCHIJIbBCTBA Ha
ChOT'OJIHI, B YMOBaX €KOHOMIYHOT KPU3H, IIIPUEMCTBA TOTPE0YIOTh 3HAYHUX COLIabHO-EKOHOMIYHUX 3MiH, SIKi O
CTPHSIIN IBUAKOMY BiTHOBJICHHIO pPe3yJIbTATUBHOCTI iX AisimbHOCTI. OHUM i3 TAKNX aHTUKPHU30BHX 3aXOIB €
BIPOBAJPKEHHS KOHIIEMIIIT COI[ialTIbHO-€THYHOTO0 MapKETHHTY, siKa MO-Tepie, 100pe Y3roIKyEThCs 13 ONI0KEHHIMH
IHHOBAIITHOT NisTTPHOCTI, O-APYTe, HAla€ OCTaHHII BUPa3HOi KIIIEHTO-OPIEHTOBAHOCTI, a OT)KE, ITO-TPETE, BU3HAYAE
JIOLIbHI HANPSIMU 1HHOBAIIHHOTO PO3BUTKY Minnpuemcrsa [1].
71

CorianbHuUNl MAPKETUHT- 11 PO3YMIHHS JIFOJICH 1 TaKe 3 HUMU CIUIKYBaHHS, K€ BEIC 0 3aCBOEHHS HUMH HOBHX
norysiiB. 3MiHa 1X MO3MLIT MPUMYIIY€e 3MIHIOBATH BJIACHY MOBEAIHKY, IO POOMTH BIUIMB Ha PilICHHS Ti€l coLliaibHOT
mpo0JIeMH, B Ky BH 3aJTydeHi.

ComianpbHO-eTHYHNN MapKeTHHT BUCTYIA€ BHUPaXCHHSAM Ha TPAKTHUIN KOHIEMIII COIiadbHOI BiAMOBINANEHOCTI
oo BeAeHHs OizHecy. ColliagbHO-eTHYHUI (COLiaIbHO-BIINOBIIANbHII) MapKETUHT BU3HAYAIOTH SIK POLIEC 3 METOIO
BUSBJICHHS Ta 33/I0BOJICHHS BCiX MOTpPed CHOXHUBAYiB Y KOHTEKCTi CYCHTbHUX OTpeO B miomy. PipMa, o opieHTOBaHA
Ha coliaJibHe BUPOOHHIITBO, Ma€ MPAarHyTH BUTOTOBJISITH TOBAPH, 1[0 CTBOPIOIOTH [UIsl HHOTO HE TIIBKU MPHOYTOK, aje i
HEOOXIJHY CIIOKHBAIIbKY BUTOJY BCIM IOKYIIIM [2].

[piopuTeT BILIUBY COLiaTbHO-ETUYHUX 1 IICUXOJIOTIYHUX YHHHUKIB B Cy4aCHOMY CYCHIJILCTBI, OPIEHTOBAaHOMY Ha
HAayKOBO-TEXHIYHI JOCSTHEHHS, 3yMOBUB (DOPMYBaHHS KOHIETIIIT COLiaJIbHO-€TUYHOTO MapKeTUHTY. OCTaHHS BUXO/AUTD
i3 TOTO, IO iHHOBaMiHA OpraHi3alis MOBHHHA HE TUTEKH HAHOLIBII IIOBHO 1 €pEKTHBHO 32 JOBOJEHATH BHSABIICHI 3aITUTH
CIOXXMBaYiB, poOJIsTuM e O1IbIll €hEeKTHBHO, HiX ii KOHKYpPEHTH, alle TAKOX MiATPUMYBATH 1 MOKpALLyBaTu 100poOyT, sIK
OKpEMHUX CITO’KHBAdiB, TaK 1 CYyCHUILCTBa B miioMy. Oco0nrBa poiib B IEOMY BiJBOTUTHCS IHHOBaLiHHOMY Oi3HeECy i
MapKeTHUHTY 1HHOBAIH.

Sk mokasye CBITOBHIA IOCBiJ] CTAHOBJICHHS 1 PO3BUTKY Oi3HECy, OCTaHHIi 4acTo MiAJaeThCcs KPUTHIIL 3 OOKY pyXiB
CIIOXKMBAYiB 32 cBOI paBa. OCOOIHMBO IIe aKTYaJIbHO JJISl HOBUX TOBApiB i mociyr. OIHIM 3 HAIPSMKIB, SKi peali3yroTh
COMiaTbHO-ETUYHE CIIPSIMYBaHHSI B MAPKETHHTY € HOTO COLiaNbHA BiAMOBINANBHICTB, 10 IKOTO Oi3HEC 3BEpHYBCS B TPETil
yBepTi XX cromitrsa. KoHuemnmist coiiagbHO-BiJOBINAILHOI0O MapKETHHTY MpH CTBOPEHHI 1HHOBAlii IOKJIMKaHA
3aMIHUTH TPaIUIifHy KOHIEMII0 MapKEeTHHTY, 3 METOI0 palliOHaTi3amii CIIO)KMBAaHHS Ta €KOJOTIYHOI 3aXHIIEHOCTI
CyCILIBCTBA Bij HeOa)kaHUX MPOIIECiB BUPOOHUITBA. Y Hilf aKIIEHT pOOUTHCS HA KOMIUICKCHY MapKEeTHHTOBY JisSUTBHICTB,
CHpSIMOBaHy Ha 3aJI0BOJICHHS IOTPeO MLiJIbOBOIO PHHKY 1 OJHOYACHO BPAaxOBY€ COILIaJbHY 1 €KOJOTiuHy Oe3rnexy
CYCHIJIbCTBA.

CphoronHi miANPUEMHUIIBKA AisUTBHICTH MOTPeOy€e CTBOPEHHS CTaHIAPTIB BiIOBINANBHOI MMOBeAIHKHA. KoHIeIIis
Jla€ 3MOTY B paMKaX COI[ialIbHOI BIAMOBITaIbHOCTI MO0 BEJCHHS 013HECOBOI NisUTBHOCTI 1 IepKaBH 3a0€3IEYUTH 3aXUCT
KUTTSA W 3[0pOB’S TPOMAJsH, ii €KOHOMIYHHMX IHTEpPECiB, a TaKOX IOMUT CHOXWBAYIB y BIAMOBINHIA mpomaykmii i
MiBUIIEHHS 11 ssKocTi [3].

Binburicte KOMITaHIH yCBITOMIIIOIOTh TaKWH BWJI MapKETHHTY Yepe3 YeCHY IOBEIIHKY IEepei CIIOKHBaYaMH,
BIAMOBIAHICTh MicCii MisITBHOCTI 1MI0A0 Oi3HEC-NPUHIMITB 1 IIHHOCTEH KOMIIaHii, BiAMOBITHICTH 3aKOHOJABYAM Ta
NPaBOBUM BHMOTaM, ypaxyBaHHS HalllOHAIBHHX Ta KYyJbTYPHHX OCOOJMBOCTEH, a TaKOX COLIaIbHO-MOMITHYHOTO
ycrporo. BripoBajykeHHS ifiei coliaibHO-€THYHOTO MapKeTHHTy B YKpaiHi peamizyerscs Ha mianmpuemctBax OKKO,
InterpipeSteel, WOG i Bxe nmaBHO CBOi IiHHOCTI yKpaiHIsM npornoHykooTh KuiBcrap ta Vodafone. Takum 4uHOM,
COITIAJIbHO-ETUYHUI MapKEeTHHT 3aCHOBAaHWH Ha BH3HAHHI KJIFOUOBOI POJIi COMIaIbHOI BiAMOBIJALHOCTI MO0 BEISHHS
0i3Hecy, METOIO SIKOi € 3aJI0BOJICHHS CYCIIUJIBHUX MOTPeO 32 YMOBHU 30€peKEHHS Ta 3aXHCTY JIFOJICHKUX, CHEPTeTUYHHX,
MarepialbHUX Ta IHIINX BUAIB PECYPCiB, OXOPOHHM JIOBKULIS B IOBIOCTPOKOBIH IIEPCIEKTHBI.

Cnmncoxk BUKOPUCTAHMX JIKepes
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Hayxosuii kepienux: C.C. Apemenxo, Kauo. eKkoH. HayK, 0oy.

A.J. I'aBpuHa, CTyAeHTKa
Yuueepcumema um. Anvppeoa Hoobens, 2. /[nunpo, Yxkpauna
MOTPEBUTEJb KAK BHEIITATHBIA COTPY IHUK DMIIMPUUYECKOI'O MAPKETHHT A Ha
CETOJHSAIIHUH AE€Hb, IMITUPUUECKUI MAPKETUHT OUYEHb PACIIPOCTPAHEHHBIN U yIy4LICHHBIH METO/ 110 IPUBIICUCHHIO
MOKyTIaTe st K B3aUMOJIEHCTBHIO ¢ prupMoii 3a peaenaMu nHPOPMaINOHHO-TEIEKOMMYHHUKAIMOHHON CETH.
MapKkeTosory BBIIUIA Ha HOBBIH YPOBEHb U BMECTO UCIIOJIb30BAHHS TPAJAUIIMOHHONW PEKIIaMbl, OHU HCIIOJIB3YIOT
SMIUPUIECKIHA MapKeTHHT. O4eBUIHO, YTOOBI 3aMHTEPECOBATH MOTEHINAIBHOTO MOKYMATENsI HEOOXOANMO IPUBIIEYb
ero BHUMaHue. Kaxplii, mymato, XoTesn Obl T0y4acTBOBATh B MIPOLIECCE, KAK COIMAIbHBIA SKCIEPUMEHT paan
MIOJTyYeHHsI OIIBITa M OOJBIIOro crieKTpa smormii. Ho He cTouT mepeycepacTBOBaTh, BEAh LENbI0 SMIIHPUIECKOTO
MapKeTHHTa SIBJISETCS CO3[aHue C MOTPEOUTENeM YyBCTBa IPUBI3aHHOCTH APYT K APYTY, a He cobeceioBaHne Ha
paboty. st Toro, 9ro0BI MOTPEOUTENH XOTEN HE TOJIBKO KYIIHTh BAlll TOBAp MU YCIYTY, a emIé U XOTeT BEPHYThCA B
JajbHeineM, Heo0X0 MO 0aJoBaTh €ro pa3HBIMU 3aMaHUYMBBIMH NPEITI0KEHUAMH, PA3IMYHBIMU MOJapKaMU 1
posbirpeiamu. I1omyIspHOCTS TAKOTO MAapKETHHTa CTPEMHUTENBEHO HAOUpaeT 000POTHI U IPKUMH IIPUMEPAMH TOMY
€CTh: W3BeCTHas yKpauHcKas komnanus Netpeak — areHTcTBo nHTEepHEeT-MapkeTuHra Nel mo SEO u KoHTeKCTHOU
peximame. C 2011 roma xaxmoe JISTO OHH MPOBOIAT CaMy0 MacIITabHYIO OTpaciieByr0 koHpepeHuuto 8P, roe Bcé
BBITJISLINT Kak OoJplias npodeccnoHanbHas BeuepruHKa: 00ydeHue, oOlIeHne, SpKie pa3BiIeyeHus; Takke OT HUX He
orcraér kommanusi Coca-Cola, koTopas 3amycTrina kamnanuio «Share a Coke» Coca-Cola oueHb KITacCHO ChIrpaia Ha
r100aabHOM TpeHe MepCoHANN3alUK U 00ecIeunia aMepUKaHCKOM KOMIIaHUK POCT NPOJaX B AoJulapax Ha 2,5%. B
TEUEHHE TPEX KAPKUX JIETHUX MECsIEeB KoMITaHus npoaasaia HamuTok Coca-Cola B 6aHOUKax 1 OyThUIKaxX, Ha

KOTOPBIX ObLTIH YKa3aHbl CaMbIC
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MOMYJISIPHBIE B CTpaHe (pETHOHE) IMEHA HIIH CJIOBA (HAIIPHMED, «APY3bsi», «CEMBS», «JII000BB») C MPHU3bIBOM «Share a
Coke».

KOHTEHT B cOIMaNBbHBIX CETSIX — KOPOJb, a IeJIeHaNpaBlIeHHAs, IPUTITraTe/IbHas peKJIaMHas KaMIIaHUs, KOTOPYIO
MOJIOAEXKb OyJeT accOMMpOBaTh C OPEHAOM eIe JOoNTHe roibl, — OecreHHa. [lepcoHann3MpoBaHHBIE OOpameHUs K
KJIMEHTaM IIOBBIIIAET JIOSIBHOCTh W 3MOIMOHANbHas CBsI3b C OpeHnoM. IloTpeGurenn roTOBBI MOCBATHTH CBOE
JparolieHHOE BPEMs OIMbITY, KOTOPBIA INpeisararoT OpeHABl, OCOOCHHO KOTZla OH OCHOBAaH Ha MX NOTPEOHOCTIX H
uHTepecax [1].

Hu 171t KOro He CeKper, 4To JIIOAM JII00SAT Pa3BiIeKaThCs M TOTOBHI IUIATUTh HE 33 MPOJAYKT, a 33 BIICYATICHUS U
SMOLIUH, KOTOPbIE OHU MOIY4YaT OT HEro. DMIUPUYECKHH MapKEeTHHT — NPoJaeT omlymieHus. ONToM U B pacCpouKy — Kak
xoTtute. 1 4em Oomble OUlyIeHHH MBI OydYaeM, TeM LEHHEee TOBap. DTH SMOIMH MOXKHO CPaBHUTH C HECKOJIBKUMHU
Ba)XHEUTIIMMHU 0a30BBIMHU THIIAMH, KOTOpEIe Ha3piBaroTcss COMawmu (CTpaTernaecKkuMu DMIMpHIecKIMHA MOy siMu).

CymiecTByeT HECKOJIBKO MPABUI SMIUPHUUECKOTO MapKETHHTA!

- yIyullaiTe, HO HE MEIlIalTe;

- CBSI3b MEX]Ly JIFOJIBMU — OCHOBA;

- pelaiite, a He IpoOJlaBaiire;

- IPHHOCHUTE PAIOCTb.

OMIUPUYECKUI MAPKETHHT TPOYHO BXOIUT B IOBCEAHEBHOE MOHATHE «Y CIIEIIHBIN 6U3HEcy. OmHaKO
cyuectBytoT Hekue “HO™:

1. JTronckoe BHUMAaHUE UMEET OTPAHUICHHBIN 00bEM.

2. Jltoqn umeror O PAHNMYEHHOE konnuecTBO AeHer.

3. Yem OGombIie TOBAPOB IpEAIaraeTcs, TEM MEHbIIE AEHET 0CTaeTCsl.

[logBoast wmTOTH, BBICTpPAaMBAHWE OMNBITA JUIA JOJeH — 3ajor ycrnexa. MHOTHE KOMIIAHMH HCHOJB3YIOT
SMIMPHUYECKUI MapKeTHHT B KauecTBe Ko-OpeHauHra. CTOWT BBIOMpaTh MapTHEpa C ayAUTOpPHEH, KOTOpas Morja Obl
3aMHTEPECOBATHCS BAIIUM OPEHIIOM, HO KOTOPYIO HEJETKO NMPHBJIEYs HHBIM criocoboM. Cienyromuii mar - yoeanTses,
YTO TAPTHEP TakkKe OyAeT B TUTFOCE OT 00IIeHus ¢ Bamel ayauropueid. [1oib3a qomkHa OBITh IJIsT BCeX: I Bac, ISl HUX
u Juis notpebureneil. BeiOpaB MapKeTHHIOBOTO MapTHepa, MOCTPOMTE ONBIT, TPeOYIOMUil «0OMeHay NpPOIYKTaMU HIIH
yCITyraMu Kax10il komnaauu. Tak ayJUTOpHsS TOYHO BCTYIIUT BO B3aMMOAEHCTBHE C KaXKIbIM U3 Bac [2].

CnMCOK HCNO0Ib30BAHHBIX HCTOYHUKOB

1. OnpaBmaHHBIN pUCK: 7 COBETOB, KaK MPAaBMIIBHO NCIIOIB30BaTh experiential-MapKeTHHT.
URL:https://mmr.ua/show/opravdannyj_risk_7_sovetov_kak_pravilno_ispolzovat_experiential_marketing 2. 8
SMIMPUYECKMX MAapPKETHHIOBBIX KaMITaHWi, Bhi3biBaromux 3aBuctb. URL: https://Ipgenerator.ru/blog/2017/10/02/8-
empiricheskih-marketingovyh-kampanij-vyzyvayushih-zavist/ Hayunsiii pyxosooumens: B.H. Illeguenko, kand. 2oc.

ynp., 0oy.

O.P. T'a:xa cTyaeHTKa
Yuieepcumem imeni Anvghpeoa Hovensn, m. /[ninpo, Yxpaina
KOMILJIEKC MAPKETUHI OBUX KOMYHIKAIIIN TA HOT'O YYACTD B PR

Ha cporoni pexiiama siBisie cO0010 3B'SI3KH, K1 IEPEAAIOTHCS BiJl PEKJIAMOAABII - 10 LIBOBOT ay AUTOPIi, 3 METOIO
iH(hOPMYBaTH CIIOXKUBAYiB NPO TOBap ab0 ISl TOTO, MO0 CTHUMYJIIOBATH iX 0 MOKYIKH iXHBOI MPOAyKIii. B ymoBax
HAaCHYEHOTO PUHKY HEJIOCTaTHHO PO3POOMTH HOBUH SIKICHUI TOBAap, BCTAHOBUTH Ha HHOTO ONTHMAJIbHY IiHYy 1 BHOpaTH
eexkTuBHI KaHanu posnoniny. [lenani Oinpmioro 3HayeHHs HaOyBae Taka CKJIaJoBa KOMIUIEKCY MAapKeTHHTY, SK
MapKeTHUHTOBI KOMyHikarii. CucremMa iX cripsMoBaHa Ha iH()OpMYBaHHs, IEPEKOHYBaHHS, HaraayBaHHS CIIOKUBaYaM PO

ToBap (hipMu, HIATPUMKY HOro 30yTy, @ TAKOK CTBOPEHHSI HO3UTHBHOT'O IMIJKY KOMITaHii.



MapkeTrHroBi KOMyHiKalii Opi€HTOBaHI Ha BHpILICHHS IEBHHUX 3aBJaHb 1 € BaKJIMBUM 3acO00M BIUIMBY Ha
CIOKMBa4iB. BOHN BXOAATH y KOMIUICKC MapKETHHIY 1 BUKOHYIOTh Ty POJIb, KA BIIBOAUTHCS IM Yy IUIaHAX MapKETUHTY.
Jast 1boro KoMIaHii po3poOIIsiioTh MapKEeTHHIOBY KOMYHIKalliiiHy MOJITHKY (promotion mix), siKa siBJisie COO0I0 CHCTEMY
TIpoCcyBaHH: TOBapiB abo mociIyT Ha pHHOK. BoHa BKITIO9ae pekiaMy, OisutbHICTE «public relations» (PR), ctumymroBanHs
30yTy, OCOOUCTHIT IPOIAXK, MIPSIMUI MAPKETHUHT Ta iHII CHHTETUYHI 3aCO0M MapKETUHTOBUX KOMYHIKaIlii [1].

Tobto MoxHa ckazaty, o0 PR-IisUIbHICTE € MPAaKTHKOIO YNpPaBIiHHS NMOMMpeHHs iHdopmanii Mix (i3uuHOIO
0co6010 ab0 opraHizami€io 3 0AHOTO OOKY i TPOMAICHKICTIO 3 iHIIOTO OOKY, TOOYZOBAa B3a€MUH Mk HUMH. [liapoMm Takox
HA3UBAIOTh TEXHOJIOTIEI0 CTBOPEHHS 1 BIPOBAPKEHHS crocoOy camoi ¢ipmu, il ToBapy ab0 MOCIYTH B s MIHHOCTCH
coLiaJIbHOT IPYITH ISl TOTO, 00 3aKpINUTH 1iel 00pa3 K NpaBUIIbHUI, i1ealIbHUN 1 HEOOX1THUN B KHTTI.

3B’SI3KM 3 TPOMAACHKICTIO (Mabmik puieiin3, PR) € nommpenum 3acoboM onTuMizanii KOMyHiKalii cy0’eKkTiB
JIEpKABHOTO YIPABIiHHS, IO € aIeKBaTHUM IPUHIIAINIAM CYy4acHOTO PiBHA aeMokpatii. [1abmix puneimH3 cripsiMoBaHi,
nepenycim, Ha 3a0e3redeHHs 1aToroBOro XapakTepy KOMyHikalii cy0’ekra ynpasiiHHs (OpraHy Aep)KaBHOI BiIaau) — 3
onmHOTO OOKY, Ta HOTO HiNBOBHX aygUTOpiid — 3 iHmoro. /lana mMomenb CyCHiIBPHHX KOMYHIKaIliii IIKOM BiAIOBimae
NPUHIUIIAM po30yI0BH TPOMaSIHCHKOTO CyCHijbcTBa. BoHa CyTTeBO cnpusie (GOPMYBaHHIO Ta PO3BUTKY €(DEKTHBHUX
MeXaHi3MiB COILIATBHOTO 3BOPOTHOTO 3B’S3KYy Ta CTAHOBJICHHIO iX mpiopureTiB. Ciix Big3HAYWTH, IO JIAIIE 33 YMOBH
PO3BUTKY NOAIOHMX MEXaHI3MIB MOJKHAa TOBOPHTH NP0 PO30yJIOBY IPOMaASHCHKOTO CYCIIUIBCTBA B HAIIiil JepikaBi.
HemocTatHs BiAKPHUTICTE Cy0’€KTY AEpKaBHOIO MAapKETHHTY Ta HOro Hee(eKTHBHA KOMYHIKaTHBHA B3a€MOIIS 3
TPOMAJICHKICTIO, TPOSIBM HENPO30POCTI MPU YXBAJICHHI BJIAJAHUX DillleHb MPU3BOMUTH A0 30UIBIICHHS BiA4yKEHHS
rpOMaJisiH Bil OpraHiB JepXaBHOrO ympaBiiHHA. lle, mpu neBHOMY pO3BUTKY NOAIH, MOXE CTaTH MPHUYHHOIO
MPOTUCTOSIHHSI Ta MOMITOBXOM JI0 TOANBIIOT COolliaibHOT HecTabiapHOCTI [2-3].
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KoskeH BII MapKeTHHTOBUX KOMYHIKAIIiif Ma€ CBOI ImepeBart i Hefomiku. KpiM Toro, BOHH BiIirparoTh IEBHY POJIb
y AOCATHEHHI II0OCTaBJICHHX 1iJIel 3 MpocyBaHHs ToBapiB abo nociyr. Tomy B 3acTOCYBaHHI MapKETHHIOBUX KOMYHIKaIlii
Ba)XJIMBE 3HAYCHHS Ma€ IHTETPOBaHUM miaxix. Bin sBnse coOoro coilbHE 3aCTOCYBaHHS METOMIB MapKETHHTOBHX
KOMYHIKaIliii, sike J03BOJII€ KOOPJAMHYBATH i IOCHIIIOBATH i€BICTh OKPEMHUX CKJIQJIOBHX 32 PaXyHOK OTpUMaHHs eekTy
cuHeprii, TOOTO mocHIeHH e(h)eKTUBHOCTI PI3HMX METOIIB 32 PaXyHOK 00'€ THaHHSI IIepeBar, BIACTUBUX KOXXKHOMY. Edekr
CUHEpTii J03BOJISIE TOCATTH BEJIMKHX PE3yJIbTaTIB Ha OJIMHMIII0 BUTPAT HA MAPKETHHI OBl KOMYHIKaIlii.

Cnmncoxk BUKOPUCTAHMX JIAKepes

1. Pomanenko K. M. JlepkaBHUI MapKETHHT SIK MEXaHi3M MaKCHAMI3allil COI[iabHOI €(PEeKTHBHOCTI JCPKaBHOTO
ynpasiiaas / K. M. Pomanenko // InBectuuii: npakruka ta nocsin. — 2010. — No 10. — C. 85-88. 2.Mapkerusr y
Jiep>kaBHOMY yrpasiiinHi: MoHorpadis / €.B. Pomart, 10. B. I'aBpuneuko. — Kuis: KHTEY, 2018. — C. 288.

3. Komiiekc MapKeTUHTOBUX KOMYHiKaillii [Enektponnuii pecype]. — Pexxum mocrymy:
https://readbookz.net/book/146/4120.html

Hayxrosuii kepisnux: C.C. Apemenko, Kano. eKou. HaykK, 0oy.

E.M. I'acanoB, cTyieHT
Yuieepcumem imeni Anvppeoa Hooensn, m. /Ininpo, Yxpaina
MUCbMOBI JOKYMEHTH Y JIJIOBI KOMYHIKAIIIi: BAMOI'M 10 O®OPMJIEHHSI
JIOKyMEHTH — OJIFH i3 OCHOBHHX 3aC00iB CIIUIKYBaHHs. AJle iJIOBi JOKYMEHTH € HE JIHIIE 3aCO00M LIIOBOTO
CHIJIKYBaHHS, a i FOPUMYHUM OOTPYHTYBaHHSM IIpaB Ta 000B’sI3KiB Oi3HEeC-apTHEPIB. Y MIHHS CIIJIKYyBaTUCS 32
JIOIIOMOT'OI0 JIJIOBUX TaIepiB, 3/ {CHIOBATH JIIJIOBOJCTBO 3T1THO 3 ICHYIOUMMH MPaBUJIaMU — OJJMH 13 BaXKIIMBUX
YHHHUKIB JIIJIOBOTO yCIiXy. ['paMOTHO Ta epeKTHBHO OopraHizoBaHEe AITIOBOACTBO CIIPHSE ITiIBUIICHHIO IIBUAKOCTI Ta
SIKOCTI MPUHHATTS yIPaBIIHCHKUX PillleHb, 3HHKEHHIO CTYIEHS 1X pU3HKY, EKOHOMIT yacy KepiBHUKIB. Benuka uactnHa
YIPaBIIHCHKUX (QYHKIIN HE TIJIbKH 31HCHIOETHCS 32 IOIOMOTOI0 IOKYMEHTIB, @ i 3HAXOAUTh TYT CBOE BiJJOOpayKEHHS.
KoskeH 3 HEX MiIOPSIIKOBYETHCS IEBHIM BUMOTaM: MIPAKTHYHOCTI, HAIIHHOCTI, FOPUIUYHINA CHIIi, 9iTKid CTPYKTYPI 1
pocToTi 00pPOOKH.

AnMiHicTpaTHBHA JOKYMEHTAllisl pO3BHBAJIACS TIEBHOIO MIpOIO CIIOHTaHHO IPOTSTOM MEBHOTO IEpioy dacy, 1o
TIPH3BEJIO 10 TIOSBU YHCIICHHUX THIIIB 1 BapiaHTIB JOKYMEHTIB, TOMY i BUHUKJIA TOTpebda ix cranmaptusysatu. Ctanmaptu
BCTAHOBJIIOIOTh HAWOUIBIN 3arajbHi MpaBUiIa CKJIQJIAHHS JIOKYMEHTIB, a TAaKOX PEryJIIOI0Th MAIIMHONNUCHE 0(OPMIIEHHS
KOXKHOTO pexBi3uTy [1;2;3].

BaxxnuBe 3HaueHHS Mae Kiacugikailis JOKyMeHTiB. BoHHM MOXyTh Kiaacu@ikyBaTHCS 3a TAKMMH O3HAKaMH, SK
croci6 (ikcartii, 3MicCT, crociO BUTOTOBIIEHHS, CTYIiHb CKIIQJHOCTI, MicIle CKJIaJIaHHs, TEPMiH BUKOHAHHS, TIOXO[KCHHSI,
CTYIIiHb TJIACHOCTI, IOPUINYHA CHJIa TA TIPU3HAYCHHS.

HaifunciieHHINIO0 rpynoro JOKYMEHTIB € CHCTEMA YIPaBIiHCHKUX (aMiHICTPaTUBHUX, 3arajibHUX ) JIOKYMEHTIB,
OB’ SI3aHUX 3 BUKOHAHHSM OCHOBHMX YNPaBIIHCHKUX (PYHKIIH, TAKUX SK IIaHYBAaHHS, KOOPAWHALIS NisUTHHOCTI TOLIO.

Heo0xi1HO HATOIOCUTH Ha TOMY, IO ICHYIOTh YCTaJIeHI BUMOTH JI0 YKJIQAaHHS TOKyMeHTiB. OTKe, TOKYMEHTHU: -
BUAIOTHCS OPraHOM a0o M0CaZoBOI0 0COO0I0 B paMKax iX FOPHCIUKIIIT;
- HE TIOBHMHHI MTOPYIITyBaTH YMHHE 3aKOHOAABCTBO, IPABOBI i aJIMiHICTPATHBHI HOPMH Ta IHCTPYKIIii KepiBHUX
OpraHis;
- MOBHHHI OyTH JIOCTOBIPHUMH, NTEPEKOHIMBUMH, BiJIIIOBIaTH 3aBAaHHIM 1 MeTi — ToOTO Oa3zyBaTHcs Ha (akTax,

MICTUTH KOHKPETHI i peanbHi Mmpormo3uilii abo BKa3iBKH;

- OBUHHI OyTH CKJIaJieHi BiANOBIHO 0 HOPM CY4acHOI JIiTepaTypHOI MOBH;



- MOBUHHI OyTH CKJIaJIeH] BiJMOBIIHO /IO BCiX iICHYFOUHMX BUMOT JIO CKJIaJIaHHS JUTOBUX JOKYMeEHTIB [1;2;3]. Takum

YHHOM, JisTIBHICTB SIK OKpeMoi 0co0H, TaK 1 opraHizauii He € MOKJIMBOIO 0e3 100pe OpraHi30BaHUX YCHUX Ta
MMMCHMOBUX BUIIB JAIOBUX KOMYHIKaIlild, YMiHHS BECTH TUCbMOBY JJOKYMEHTAITi10, JOTPUMAHHS ICHYIOUHX TIPaBHII
poboTH 13 cay)00BOKO 1HPOPMAIIIETO.
Cnmncoxk BUKOPHUCTAHMX JAKepes

1. I'punienko T.b. Ykpaincbka MOBa Ta KyJIbTypa MOBJIEHHS: HaBY. IOCI0. ISt CTY[. BUI. HaBd. 3aki. K. :
Lentp naBuanpHOi miTeparypu, 2005. 534 c.

2. Kapaman C.O., Komycs O.A., Tuxoma B.1. Ykpainceka MoBa 3a npodeciiiHiM CrIpsIMyBaHHSIM : HaBY. 1OCi0.
uts ctyA. Buml. HaBd. 3aki. K. : Jlitepa JIT/], 2013. 544 c.

3. llleBuyk C.B., Knmumenko 1.B. Ykpaincbka MoBa 3a npodeciiinum crpsimyBanusiM. K. : Anepra, 2011. 694 c.

Hayxkosuii kepisnux: I'.B. LlJonokosa, kauno. nonim. Hayk, 0oy.

P.A. I'ogyHoB., cTyaeHT
Yuisepcumem imeni Anvghpeoa Hobens, m. /[ninpo, Yxpaina
CTPYKTYPA MAPKETHUHT'OBOI'O CEPE/IOBMIIIA TA MOT'O AHAJII3

KoxHe miampuemcTBO, mo (YHKIUiIOHYe HA CyJaCHOMY DHHKY 3HAXOZMTHCS B TIEBHOMY MAapKETHHIOBOMY
cepenOBmm K€ MOKHa PO3JUINTH Ha M1Kpocepen013nme Ta MakpocepenoBuiie. MikpocepenoBuuie — Y4aCHUKH
PHHKY, sKi Oe3lmocepenHb0 KOHTAKTYIOTH 3 IIANPUEMCTBOM 1 BIUIMBAIOTh Ha HBOro. Lle Hacammepen cHOXXUBadi,
MOCTa4aJbHUKH, KOHKYPEHTH, IOCEpeJHHKH. BHYTpILIHE cepenoBUIle — CYKYNHICTh (DaKTOpiB, IO BH3HAYAIOThH

MPOIIECH NIsLIPHOCTI MiATpreMcTBa. L{e BUpOOHHUIITBO, MapKeTHHT, (DiHAHCH, TIEPCOHAI TOIIO.
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MakpocepeioBHIlIe CKIIANAEThCS 3 EIEMEHTIB, SIKi IPSMO He TOB'SI3aHi 3 MiJIPHEMCTBOM, ajie BINTUBAIOThH Ha
(dopmyBaHH: 3aranbHOI aTMOchepu Oi3Hecy. Po3pi3HAIOTE Taki OCHOBHI KOMIOHEHTH MaKpOCEPEIOBHINA;: IO THIHI,
€KOHOMIYHI, TPUPO/IHI, COIIaIbHI, TEXHOJIOTIYHI Ta JesKi HAYKOBI[I BU3HAYAIOTH I1I¢ TaKUi (hakTop sIK BUMAI0K [2].
CyuacHi aBTOpH po3pi3HAIOTH [1]:

- 30BHIIIHE cepenoBuiie (a00 cepeoBHIIEC HEMPSMOTO BIUIUBY);
- mpoMixkHe a00 Ge3mocepe/IHe CEPEIOBHIIIC,

- BHYTPIIIIHE CEPEIOBHIIEC OpTraHizallii.

30BHILIHE CEPEJOBUIIE - LIe CYKYIHICTh (haKTOPIB, AKi (POPMYIOTh JTIOBrOCTPOKOBY MPHOYTKOBICTh OpraHizarii i
Ha SIKi OpraHi3allisi He MOKe BIUIMBATH B3arajli abo Mae He3HAYHHUI BIUIUB.

IIpomixHe cepenoBHIIE - e CYKYITHICTH (haKTOPIB, AKi POPMYIOTH JOBFOCTPOKOBY MPHUOYTKOBICTh OpraHi3aiii i
Ha sIKi BOHa MOXKE BIUIMBATH Yepe3 BCTAHOBIICHHS e(beKTI/IBHHx KOMyHiKauiﬁ

BHyTplLuHe CepeoBHILe opraH13au11 - LIe CYKYITHICTb q)aKToplB SAKi q)opMyIOTL i OBrOCTPOKOBY HpI/I6yTKOBICTB
opraHizauii 1 nepeOGyBarOTh [ 6e3nocepe,uH1M KOHTDOJIEM KeplBHI/IKIB Ta mepcoHany opraxizamii. o uwncna
KOHTPOJILOBaHUX (DAKTOPIB HAJIeKATh Ti, SIKi YIPABISIFOTHCS OpraHi3awLi€ero i ii criBpoOiTHUKAMU [0 MApKETHHTY.

Bararto B3a€MOIIOB'I3aHUX PIllIEHb IPUUMAETHCS BUIMM KEPIBHUILITBOM, aje Il MAPKETOJIOTiB HAWOUIbII
BXJIMB1 TUTbKH I'ATH [2]:

- 00acTh AiSUTBHOCTI (3arajibHi KaTeropii ToBapiB / mociyr, GyHKII1, TepUTOpialibHI MEXI AiSUIBHOCTI 1 T. 11.); -
3araibHi 0iji (OyAb-sSKi BCTAHOBJIIOIOTHCS KEPiBHUIITBOM 3aBIaHHS, CTYIIiHb BUKOHAHHS SIKMX MOYKHA BUMIpPSATH
KUTBKICHO);

- POJIb MapKETUHTY (BCTAHOBJIIOKOYH HOro (yHKIIT i BCTABISIOTH HOT0 B 3arajibHy JisUIbHICTH OpraHizaiii);

- POJIb IHIIUX MIANPUEMHULBKUX QYHKIIH 1 X B3a€MO3B'SI3KY 3 MAPKETHHIOM;
Y y >

- KOpIOpaTHBHA KyJIbTypa (€AMHA CUCTEMA LIHHOCTEH, HOPM 1 ITpaBMJI iSUTBHOCTI, KYJH BXOJSTh THMYacOBi
MOHATTS, THYYKiCTh poO0d0oTo cepenoBuina, popmaibHi i HepopManbHi BiTHOCHHH 1 T. 11.).

[Ticns Toro sk BUIIE KEPiBHUIITBO BCTAHOBIIIOE CBOI IIUJTi, CIy»)0a MapKETHHTY IOYHHAE PO3POOIATH BIACHY
cUCTeMYy KOHTPOJIbOBaHHX (pakTopiB. OCHOBHI €l1EMEHTH, IKUMHU YIPAaBIISE CIy’)X0a MapKeTHHTY, - Iie: - BUOip LIbOBOTO

PHHKY (pO3Mip, XapaKTepUCTHKH 1 T. 11.);

- IiJIi MapKEeTHHTY, Opi€HTOBaHI OiNbIe Ha criokuBada (0O6pa3 KoMIaHii, 30yT, BiIMITHI ITepeBaru i T. 1.);
- oprasi3zaist i KOHTPOJIb MAPKETHHTY (THITH, BUAH 1 T. 11.);

- CTPYKTypa MapKeTHHry (Oy/Ib-sKe MOE€HAHHS HOTO EIEMEHTIB [UIsl IOCATHEHHS IIOCTaBJICHHX IIeH 1

3aJI0BOJIEHHSI LIIbOBOTO PUHKY).

VY cBOEMY KOMIDICKCI Ili YMHHUKH YTBOPIOIOThH 3araJIbHy CTPATETiI0 MapKETHHTY 3BOPOTHIH 3B'I30K Ma€ Micrie,
KOJIM OpraHi3allis HaMaraeThCsl CTEXKUTHU 38 HEKOHTPOJILOBAHNUMH (haKTOpaMU 1 OLIIHIOBATH CBOT CHIIBHI 1 C1a0Ki CTOPOHU
BinmoBigHo 1o Metonuku STEP i SWOT-anaumiziB. AmanTariis - e 3MiHU B IJIaHI MAPKETHUHTY, SKi OpraHi3allis 3 JiHCHIOE,
11100 IIPUCTOCYBATUCS 10 30BHIIIHLOTO CEPEIOBHUINIA.

Besnocepenniii KoHTaKT Oynb-sKOT Oprasizamnii (KoMepuiiiHOT / HEKOMEepLiiHOI) MOpoKy€E MpsAMi 1 3BOPOTHI



(xomyHikaTuBHI) 3B's13Ky. Ha prHOK opraHizaliist cipsiMoBy€e CBOT TOBapH Ta iH(pOpMaIlifo Ipo HUX (LliHA, yMOBH IPOJaKy
Ta iH.). PUHOK ke ToBepTae opraHizallii rpoii 3a MpoJaHi ToBap i nae iHpopmariiro mpo Te, K NPUHHATO HOTO TOBap
(BITHOILIEHHS CIIOXHBAYiB 0 SKOCTI, WiHI 1 iH.). KoOMyHiKaTHBHI 3B'A3KM 3 PHHKOM OpraHizalis 37iHCHIOE uepe3 Bci
MapKEeTHHTOBI 3aco0n. ¥ Mipy po3BUTKY PHHKY OyZe pO3BHBATHCA i caM MAapKETHHT K CHCTeMa AisTIbHOCTI OyIb-SKOi
oprasisarii, Opi€HTOBaHOI Ha BUMOTH PUHKY. A Ii¢ B CBOIO Yepry BHKJIWYE HEOOXIJTHICTh OUIBII YITKOTO y3TOJDKEHHS
BHYTPIIIHBOTO i 30BHIITHHOTO CEPEIOBHIIIA.
Cnmncoxk BUKOPUCTAHMX JZKepes

1.Mapkerunrose cepenosuine. http://www.economy.nayka.com.ua/?op=1&z=6

2.Poip MakpocepenoBHIIa Oprafi3amii B CTpaTerii po3BUTKY.

https://ru.osvita.ua/vnz/reports/management/13563/ Hayxosuii kepienux: C.C. HApemenko, Kano. eKon. HayK, Ooy.

B.O. I'osi0BKO, CTyA€HT
Yuisepcumem imeni Anvghpeda Hobensn, m. /[ninpo, Yxpaina
JAIJIOBA KOPECIIOHAEHIIS: OCHOBHI ®OPMUA

JlimoBa KopecHOHACHIIIS — 0HA 3 (JOPM AIIOBOTO TEKCTY. 3 pOKaMH CKJIajacs CHCTEMa IIPaBHII 100
odopmiteHHsT Pi3HOT KOPECTIOHCHIIT: ypsI0BO1, CiIy>kK00BO1, MpuBaTHOI TOIIO [1].

JlinmoBa KOPECTIOHICHIIIS TOTY€EThHCS Ha CIIEI[ialbHIX OJlaHKaX, SKi MiCTATh OCTiHHY iH(popMaliito. OO0B’ I3KOBUMU
MaloTh OYTH 3arojoBOK, ajapeca (hipMu, OpraHisailii, yCTaHOBH, KYIH HAJCHJIAETHCA JTOKYMEHT. Y JUIOBHX Mamepax
BUKOPHCTOBYIOThCS 0(iLiiiHi (popMu BBIWIMBOCTI [3].

MoBi IiI0BOi KOPECHIOH/ICHIIIT BJIaCTHBA eMOIIiiiHAa HEUTPAIbHICTh TEKCTY. 3aBAaHHSI MOBHU JUIOBOTO JINCTYBAHHS
— 3a0e3mevnTd 00’ €KTHBHE CTaBICHHS A0 iH(OpMAIil, 110 MMOAAEThCS, YHUKHYTH Cy0’ €KTHBHOTO Ta eMOLIHHOTO TOTIISAY
Ha peui. [2].

JlimoBa MOBa MOBHHHA OyTH TOYHOIO, 0O CIIOBO, SIKE HETOYHO BXXUTE, MOXKE 3MIHUTH 3MICT ALI0BOTO jucTta. s
CKJIaJITaHHsI IIIOBOTO JIACTA MOTPIOHO MiAiOpaTH TaKky KiIbKICTh (haKTiB, IKOT Oy/1e TOCTATHBO ISl MiATBEPIKCHHS

CYIKCHb, 1O BUCJIIOBJIIOKOTHCA, BOHU HC IMOBHMHHI 6yTI/I OJTHOTHUITHUMU. ®dakTu MarOTh 6yTI/IZ - aKTyaJ'IBHi;

- pETeBHO MepeBipeHi;
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- BUCOKOiH(popMaTuBHi [3].

SIK1mo B JIUCTI € iHCTPYKIii 4M peKOMEH a1, To KpamuM Oyzae BKa3yBaTH 4ac BUKOHaHHA. Bupasn Ha Kmtant
«HaWOMKIMM yacom» HeOaxaHi [4]. IIpn HanmcanHI OCHOBHOI YaCTHHHM JIMCTA, 0a’kaHO JOTPUMYBATUCS TaKHX ITPABHUII:

- IpOaHaJIi3yBaTH BCi apryMEHTH;
- MIITOTYBATH 3aroJI0BOK /IS KOKHOTO PO3ALIY;
- BUKOPHCTOBYBaTH rpadiku, cXeMu Ta TalbJuI;

- 3pOOUTH TEKCT 3pyYHHUM JJISl YATAHHSA [4].
VY nij0BOMY CBITi HAMOLIBII MOIIKUPEHI:

- JINCT-TIOBITOMJICHHS;
- iHpOpMAaIIHUI JIUCT;

- JIUCT-HaraayBaHHS.

JIucT-noBinOMIIEHHS — 1€ PI3HOBHJ CITyKOOBOTO JINCTA, Y SIKOMY KOTOCh iH()OPMYIOTb, TOBOJSATH JI0 BiloMa IEBHY
iHpopmanito. Meta iHpopmamiiHOrO JMicTa — BYacHe iH(GOpMyBaHHA aapecara mpo MeBHUH ¢akT. JlucT-HaragyBaHHS
CKJIAJIA€THCA 3 JBOX YACTHH, Y MEpINii YacTHHI HaraJyBaHHA MPO 3MIMCHEHHS THUX YM IHIIMX Jii, a B APYTid 4acTHHU
3a3HAYAIOTHCS 3aX0/H, AKi OyayTh 3AiHCHEH] y pa3i HEeBUKOHAHHS [2].

Otxe, HEOOXIZHO PETENHHO MAXOAUTH 10 OQOPMIIEHHS AIJIOBOI KOPECTIOH/ICHIIIT, 3BEPTAI0UH YBary Ha
0co0IMBOCTI 11 pi3HUX GOpM.
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OCOBJINBOCTI PEKJIAMHA Y MECEH/I’KEPAX

Mecenmkepn dynoBuil crocid ms iHpopmyBanHas Ta npocyBanHs y 2021 pomi. KopucrtyBadi, oTpuMyodn
MOBIZIOMJICHHSI BiJl KOMIIaHII B OCOOMCTOMY NOPSAKY, MOYYBAIOTCS OCOOJIMBUMHM 1 BIUyBalOTh EKCKJIIO3MBHICTBH
mpono3utii. et croci6 Oyae akTyaqsHUM IIe MPOTATOM KiJIBKOX POKiB TOYHO, OCKITBKH (DYHKITIOHAT MECEHIKEPiB
PO3IIUPIOETHCS 1 Ay TUTOPIs TAKOXK.

JloxnmanHime po3risHeMO BapiaHTH peKJIaMu B MeceHmkepax. OQHNM 13 HaldacTilre BUKOPUCTOBYBAaHUX
BapiaHTIiB € PO3CHJIKA, B JTAHOMY BHIIAJIKy PO3IJITHEMO SIK MpUKIa] «Viber».

Po3cunika noBimoMieHs. Monens omaty: 3a 1 moBimoMieHHs + aboHeHTChKa TuiaTa/ Tapretunr: ['eo, cTats,
BiK, OIIEpaTop, piBEHb JJOXOJY, BIACHA 0a3a KOPUCTYBaviB (HOMEPH TeIC(POHIB).

Bupinrye HacTyIHi 3aBIaHHSA: OXOIUICHHS, Tpadik Ha CalT, yCTAHOBKHU MPOTPaMHU, KOHBEpCii (I13BiHKH, 3aIBKH).
Takox y «Viber» MOXHa NpocyBaTH HaTHBHY peknamy. Y ¢opmari kapTuHKa (0aHep) + Tekct. Takuil BUx pexiiamMmu
TPAHCIIOETHCS ¥ NONATKY MICIIST A3BiHKA a00 3aBaHTAKCHHS HAKICHKH.

VYV «Telegram» Hapa3i MOXJIHMBa KOMepIliiiHa myOiikaris Ha KaHamax. L{iHa Ta moOakaHHA MO ITyOJiKarii
(hopMyIOTECS BTACHUKOM KaHAIy, IO HE 3aBXKAN 3pYIHO. AJle ayTUTOPis TOBIpH /10 KaHAJIB 3HAYHO BHIIA, 32 PAXyHOK
iH(OKOHTEHTY 1 caMme IeH crocid € BiIMIHHOIO KOMYHIKAIII€I0 3 ay IUTOPI€lO.

BubynyBaTi KOMyHIKaIIitoO 3 ayZlI/ITOpielo TakK caMo JOIOMOXYTh 6peH)IOBaHi HaKJICHKH.

Hanpuknan 8 «Viber» € MOXIMBICTh CTBOPIOBATH 6peH/:[013aH1 cTikepH 3 pi3HuM (yHKUioHaNOM. Lle MOXyTh
Oytu crikepu free&follow — koprcTyBau 3aBaHTa)Xye CTIKEpIIaK i aBTOMAaTHYHO CTAE YNTaYeM MadIIiK-akayHTy OpeHy
B MeceHpkepi. [1]

Takox crikepr MOXKYTh OyTH KIiKaOeIpHUMU, 00 JOKIIAJHIIIE Ai3HATUCS TIPO 3aXix UM MPOIYKT. A IS
3aJy4eHHs JIOSJIBHOT ay AMTOPii MOXKHA BUKOPHCTOBYBATH XUTPOILI «CTiKepH B noAapyHok» llle onun uynoBuit
TPUKIIA] peati3amii KOMyHIKaIlil 3 ayANTOpiero — 11e 9at O0T.

Bin Moxe MicTuTH pi3HHH iHPOpManiitHmid pyHkmioHan. Hanpukian, yat 6ot Ford mo3Boisie mizHaTHCS BCIO
iH(pOpMaIito PO TOTUHH POOOTH BCiX CEpPBic-TICHTPIB, iX aapecH Ta KOHTAKTH, MOXXHA OTPUMATH iH(QOpMAIIiio 3a
Oy b SIKOI0 MOJICIUTIO, TIONIYK 32 TUIIOM MAaIllHHH, KOJILOPOM, I[IHOIO Ta Ha3BOIO.

bnmspko 85% kopucTyBauiB MOOUTPHHX NMPHUCTPOIB PETYIAPHO 3aXOIATh OO MeceHmxepis. [Ipnyomy B HHX
BOHH IPOBOJATH KyIU OlIbIIE Yacy, HiXK y couMepexax. Bee 1ie Bkazye Ha Te, 110 MEeCeHPKep-MapKeTHHT — OJIUH 13
HAMMepCIIeKTUBHIMNX i HABAXIMBIIINX HATIPSIMKIB IS Oy Ib-sIKoTO Oi3Hecy. [2]

OjiHe 3 HAaWTOJIOBHIIIMX 3aBJaHb, K€ JIONMOMOXE BHPIIIUTHA PO3CUIIAHHS - e iHpopMyBaHHs KilieHTiB. BoHn
MOJXXYTb B OJIMH KJIK 3aMTH 1 MiIIMICAaTUCS Ha Balll KaHAJ i OTPUMYBATH HAMCBIXKIII JaHI PO Bamli MPOAYKTH, a TaK
akigii. Takok B MOXKETE HAJAIITYBAaTH 4aT-O0T IUIs 3BOPOTHOTO 3B'SI3KY Ta CIUIKYBaHHS y (OpMaTi OHIAH, 11100
KIIIEHT MIT 32 JI'YeHI XBUJIMHA OTPHMYBATH BIATIOBIAb HA CBOE 3alUTaHHS a00 MPOCTO 3aIMCATHCS HA MTOCIYTY.

Cnucox BUKOPUCTAHUX JKepeJ
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POJIb MAPKETHUHI'Y B YIIPABJIIHHI 35Y TOBOIO AISIJIBHICTIO B CUCTEMI YIIPABJITHHSI
HII[HPI/IGMCTBOM

TepmiH «mporec 36yTy» MOYKHA TPaKTyBaTH sIK Y LIMPOKOMY, 1 B By3bKOMY CeHCI. B 3arajom 1ie HoHATTs 1o3Havae
mpoIiec, MO OXOIUTIOE BCi onepaun 30yTy, HOYMHAIOYH 3 BHUXOMY BHPOOY 1032 MEXi IiIIPHEMCTBA-BUPOOHUKA i J0
nepenayi bOro TOBapy KIieHTY. By3bke TpakTyBaHHs 30yTy 3aiimae juine QinanpHy ¢aszy, ToOTO Oe3nocepesnHe
CIUIKYBaHHS MPOAABIS Ta KJII€HTA, MO € OCHOBHOK YaCTHHOI MApKEeTHHTY Y I[bOMY Mporeci. TakuMm 4uHOM, 30yT Y
IIMPOKOMY CEHCi IIe TpoIleC OpraHizamlii CHCTeMH TpPaHCIOPTYBaHHS, CKJIAaAyBaHHS TOBapy, MIATPUMKH PE3EpPBiB,
JIOOTIPAIFOBAHHS, PO3BHUTKY J0 ONTOBHX Ta PO3APIOHHX TOPTOBHX JAHOK, MEPEINPOMAXHOI MiATOTOBKH, YIIAKOBKH Ta
peaiizarii ToBapiB 3 METOIO 3aJJOBOJICHHS OTPEO KIIIEHTIB Ta HAOYTTA Ha Iiif OCHOBI MPUOYTKY. TOOTO pOJIE MAPKETHHTY
B JIaHOMY TIpOIIeci — I1e Oe3rmocepeIHe CITKYBaHHS IPOJABI i KITI€HTA, CIIPIMOBAHE Ha MPHUI0aHHS MPUOYTKIB Ta 3HAHb,
HaBUYOK Ta TIEBHOTO PiBHS TOProBoi kommeTeHii [ 1].

Crouatky Tpeba 3pO3yMiTH, 10 HEOOXiAHICTH 30yTOBOI  MISUTBHOCTI, SK 3HAYHOI  CKJIAJ0BOI
30BHIITHLOCKOHOMIYHOI JiSUTBHOCTI MiANPHUEMCTBA 00YMOBJIEHA 0araTOIIaHOBOIO BXKIIMBICTIO ITiET MisITLHOCTI [Tt Oy 1Tb
sikoro mianpuemMctsa [2, ¢. 190]. Tomy B o6sacTi 30yTy OCTATOYHO BH3HAYAETHCS PE3yNBTAT YCIX 3YCHIIb IiIIPUEMCTBA,
CIpSIMOBAHNX Ha CTAaHOBJEHHS 30BHINIHbOCKOHOMIYHOI MisITBHOCTI Ta MNPHIO0AHHA MAaKCHMAaJIbHOTO MpPUOYTKY,
MPUCTOCOBYIOUH yCIO 30yTOBY aKTHBHICTB JIO CIIO’KMBAHHS KIIIEHTIB, CTBOPIOIOUM M MakCHMaJIbHI BUTOJIH 10, i 4ac Ta
Ticns oTpuMaHHs ToBapiB. L{ie MapkeTHHTY B yIpaBiIiHHI 30yTOBOIO AiSUTEHICTIO — 33J0BOJIHUTH YCi IOTPEOH KITi€HTA,
BPaxOBYIOUH YCi BUTPATH Ha CHPOBUHY, IUTAHYIOYH 3a3/1JIET1/Ib TOTIUT HA MPOAYKIIiF0. AJie BHPOOHHK Ma€ 3HAYHO OLIbIIIe
[IAaHCIB Ha KOHKYpPEHTHY OOpOTHOY 30BHIIIHBOTO PHHKY, 00 30yTOBa aKTHUBHICTH MPOJOBXKYE IMPOIlEC BUPOOHMIITBA,
BKITIOYAIOYH JTOONPAIFOBAHHS TOBapy Ta 11 MiITOTOBKY JIO IMPOJAXy (COpTyBaHHs, (hacyBaHHs, YIAKOBYBaHHS), TOMY i
gac MpoAaxy pe3yJIbTaTHBHIIIIE BUSBISIOTHCS 1 BABUAIOTHCS OTPeOU MOKYMINiB. B3arani icHye Jiekinbka BUIIB BU3HAYEHD
Karteropii 30yTy:

1-i Bug xapakrepusye 30yT, IK KOHTAKT 3 MOKYMIIMH, OCBITY Ta CTAHOBJICHHSI B3a€EMOB3a€MUH 3 HUMU; 2-1 BH]
BiJITIOBiJIa€ YIIPABIIHCHKOTO MiIXO/Y, 32 SKMM 30yTOBa aKTHBHICTH OTOTOKHIOETHCS 3 CIIEMCHTAMH MAapPKETHHTY
(TpoexTyBaHHS, KOHTPOJIb, I[IHOBA MOJITHKA);



3-ii BUI — BU3HAYCHHS, IKOMY [IPUTAMaHHUM HAr0JIOC Ha OOMIiHI TOBapy Ha IPOIIIi;

4-i1 BUI pO3TIISIIa€ BCi BUIIE TIEPEITideH] O3HAKH.

IIro cucremaTu3artito 3amnpornonyBaia M. MaiiboriHa, 3ayBa)KUBIITH, 110 30yTOBOIO AiSUTHHICTIO MOKHA BBKATH
LITHH KOMILIEKC BITHOCHH, 1[0 BKIIOYAIOTh FOPHIAYHI, TOPrOBi, MAPKETHHIOBI Ta TeXHOJoriuHi onepaitii [3]. [Ipomec
OprasizaniifHO-eKOHOMIYHHX OIeparliif, o MiCTUTh MAPKETHHTOBUH acMeKT (BUBYCHHS Ta OTJIAJ KOH'IOHKTYPH PHHKY,
BHU3HAYCHHS 00CSTIB 30yTy, BUOIp Ta YIpaBIiHHSA KaHAJIAMU MOJILTY) Ta JIOTICTHYHHN acTeKT (TpaHCIOPTYBaHHS,
CKJIaJyBaHHS, YIIPaBIiHHSI pe3epBaMu, 00CITyTOBYBaHHS 3aMOBJICHB) 3IHCHIOETHCS 3 METOIO0 JTOCSITHEHHS CKOHOMIYHUX
MiZICYMKIB BiJl peai3alii npoayKIilii HOKYIIISIM Ta PO3pOOKHU MO3UTHBHOTO 00pa3y oprasisaiii Ha puHKY. Tomy poiib
MapKETUHTY B YIIPaBIiHHI 30yTOBOI AISUTBHOCTI B CHCTEMI YIIPaBIiHHS MiAIPUEMCTBOM, TPa€ BEIWYE3HY POJIb, HA PiBHI
3 TPAHCHOPTYBaHHSM, CKJIaJyBaHHSIM TOBapy, MIATPUMKH PE3EPBiB Ta IHIIMX BUAIB 30yTOBOi aKkTHBHOCTI. bo HaBiTh
JIOTICTUYHMH acnekT He OyJie e(heKTUBHIM, SIKIII0 MAPKETOJIOTH HE BU3HAYATh YBECh 00CAT 30yTOBOI NPOIYKIIi, HE
MIPOBEAYTH MOBHIN ayJUT 30BHIIMIHIX Ta BHYTPIIIHIX pHHKIB. OTke 63 MapKeTHHTOBOTO aHaji3y 30yT HmiApHeMCTBa HE
3MOJKE MPALFOBATH NIEBHUM YHHOM.
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JTAHAMMKA PA3BUTHSA BHEITHEN TOPTOBJIM MEXTY YKPAUHOM U EC B PAMKAX JIEMCTBUS
30HbI CBOBO/IHOM TOPI'OBJIN
3oHa cBoOOIHOW TOProBIH Mexny YkpanHoit 1 EC mpenycMaTpuBaeT COTpYAHAYECTBO MO Pa3HBIM
HAaIpaBJeHUsIM BHELIHETOPTOBOM c(epbl, TAKUMH KaK TOPTOBJISl TOBapaMH U YCIYraMH, TAMOKEHHOE PeryJIMpOBaHHUE,
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WHBECTUI[MOHHAsE U KOHKYypEHTHas MOJUTHKA, yperynupoBanue cropos [3]. B pamxax nedictBus CornarieHust o 30He
cBOOOTHOHM TOPTOBIH MPEIYCMOTPEHO Tapu(hHOE PEryIHpOBaHUE TOPTOBIN Mexay YkpauHnoit u EC, koTopoe neiicTByer
IO CJIEAYIOIIMM ABYM NPHHIIUIIAM:

— «OEepPBBIM IPHUIIEJI — IEePBEM 06CIVXUBAETCA”:

— cuCTeMa MMIODPTHEIX JIMIeH3ul [1].

YkpanHa nMmeeT OeCONUIHHHBIE KBOTBI Ha SKcropT 40 mpoaykToB. Tosbko 3a ssHBapb 2021 royia ObUTH HCYEpITaHbI
TOJIOBBIE KBOTHI Ha MEJ, BUHOTPAJHBIN U A07J04YHBIA COKH. [IOTHOCTHIO MCHONB30BaHA KBapTalibHAs KBOTa Ha siIa,
SIMYHBIC TTPOAYKTHI M MSCO NTHIBL. DKOHOMHCTHI TIPOTHO3UPYIOT, YTO OCTAIFHBIC KBOTHI, CPEIH KOTOPHIX caxap, MyKa,
00paboTaHHBIC TOMATH U T.JA., YKPAHHCKHE TPEAIIPHHAMATEIHN TaKXKe UCUEpIaloT 3a mepBoe nomyroane. B 2020 roxy
AKCIOPT C/X U MPOJOBOJILCTBEHHOH MPOJYKIHMHK MpHHEC B OrojukeT 22,2 Mupn nosapoB (45% ot obiero skcropra u3
Ykpaunsl). B natepky Hanbosee TpUObUTEHBIX BOIIUIH 3€PHOBBIE, CEMEHA MACIMYHBIX PACTEHHMH, )KUPBI M Maclia, OCTaTKU
W OTXOMBI IIUIICBOH MPOMEBIIIICHHOCTH, a TaKXKe MACO U ChenoOHbIe cyomponykThl. [1o madopMarmn ['ocymapcTBeHHOM
TaMO>XEHHOH CITy»KObl YKpauHbI, KCIIOPT MOJCOTHEYHOTO Macia JOCTUT 5,31 Mipj 10a1apoB, KyKypy3sl — 4,88 Mupn
JIOJTapoB, meHunsl — 3,59 mupa gomnapos, parnca — 1,01 mupa mommapoB, sumeHss — 877,4 MIH J071apoB,
MSICOTIPOAYKTOB — 554,9 MuH nomnapoB [4]. BaxHeHmuM HanpaBieHHEM €BPOIEHCKOTO UMITOPTA U3 TPETHUX CTPaH 3a
12 mecsimes 6butn CIIA (12,4 mupa. eBpo), bpaswunus (11,8 mupa. eBpo), Ykpauna (7,0 mapz espo), Kurait (6,1 mupn
eBpo) u AprentuHa (5,2 MapJ eBpo) [2]. AHaIHU3HPYS TOCTYT YKPAaHHCKUX TOBapoB K peiHKY EC, cienyer oTMeTHTb, 9To
CHW)KEHHE MOUUIMHBI WK €€ OTMEHA CTUMYJUPYET IABYCTOPOHHIOI TOPrOBIIO, @ TapMOHM3AIMs 3aKOHOJATENIbCTBO
0OBIYHO MPOJIOHTHPOBAHO BO BPEMEHH, a IOCIEACTBUS CTAHYT OYEBHUIAHBIME Moke. CTPyKTypa 3KCIIOpTa M MMIIOPTa
JIEMOHCTPHUPYET OTacHBIE ISl YKPanHbl TEXHOJOTHUYECKUE AUCTIPOTIOPIIUH, 2 UMEHHO CBIPhEBOI MMIOPT U3 YKPaWHBI U
BBICOKOTEXHOJIOrH4HBIN 3kcnopT EC; oTpunarensHoe caib1o BO BHEIIHEH TOProBiie M0 OOJIBIIMHCTBY IPYIIT TOBapOB;
OTpaHUYCHHBIN BBIXOJ OM3HECa Ha EBPONCHCKHNA PBIHOK [4].

3oHa cBOOOIHON ToproBmn Mexay YkpamHod m EC — 3TO mmpoxoMacmTabHOE 1O COAEp)KaHWI0 TOProBOE
COTJIAlIeHHe, NpPEeAMET KOTOPOrO BBIXOAWT MaJIEeKO 3a TpeAeisl nulepanu3andy TapudoB, MOITOMY Hepen
OTEYECTBEHHBIMHU 3KCIIOPTEPAaMH CTOMT 3ajiada He TOJBKO MO OCBOEHHIO HOBBIX PHIHKOB COBITa 4Yepe3 MCIOJIb30BAHHUE
OecIONUTMHHBIX TapU(HBIX KBOT B KPATKOCPOYHOH MEPCHEKTHBE, HO U MO PEIICHUIO KIFOYEBBIX CTPATETNYECKHUX 3a7ad
4epes oIpe/elieHre COOCTBEHHBIX HHTEPECOB B TabHelen tnoepanu3saryu Toproiu ¢ EC [5].
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IHCTATPAM: COLIAJIBHA MEPEKA YU MAPKETILJIEMAC?

[HCTarpam € oHi€rO 3 HAUIIOMYJISIPHILIIMX COLIAILHUX MEPEeX He JIMIIe B YKpaiHi, a i y cBiTi. 3a J0CTIDKEHHIMHI
2020 poKky L0 coLialbHy MEPEeXy PeryJsipHO BUKOPHCTOBYIOTh OJIM3bKO 1 Mimbspay ocib. SIKIO TOBOPHUTH MPO HAITY
Kpainy, To 18% HaceseHHs KOPUCTYIOThCs [HCTarpam, [1].

VY 3B’A3Ky 3 MaHAeMi€ro OUTBIIICTh KOMITaHIH Mald MepedTH A0 chepr OHNIANHH-TOPriBiIi, adM MaTH XO0Y SKICh
npojaxi. 3BicHO, icHye Oararo crewianbHUX MapkeTiuieiiciB: Prom, Rozetka tomo, ne MoxHna Oyno Bectu Oi3Hec, aine
OUTBIIICTh TOYaNK poOOTy y comianbHOI Mepexi. JlfonnHa 3aXOAWTh Ha CalTH BXKE 3 ICHYIOUOIO HOTpeOolo, aie B
colianbHi Mepexi BOHA 3aX0MuTh i mpocTo Tak[2]. Tox KoM JIronuHa JUBUTHCS CTOPI3 B [HcTarpam Ta il mokasyeTbces
TapreToBaHa peKiIaMa — MOXIIUBICTD IMITyJIb,CHBHOI OKYIIKM 3HAYHO 30UTbITy€eThCs. [10TpiOHO nwIe po3poOUTH LiKaBy
Ta rapHy KapTHHKY, BUT1THY TOPTOBY IIPONO3UIIIIO Ta MIBUAKO BiJIOBIIATH HA 3aIIMTH.

Cawm [HCcTarpam 1o0pe po3yMieThCs Ha TOMY, L0 PUHOK €IeKTPOHHOT KOMEpIIii 3 KO’)KHUM POKOM 3pOCTa€ B YChOMY
cBiTi. OCTaHHI POKH CoOllialbHA MEpeka MIHCHO po3BUBAEThCS y chepi MapkeriuieiiciB. Bona mpomonye 6i3Hecam
crienianbHi Oi3HeC-aKayHTH, MOXKJIMBICTh HACTPOITH TEPreTOBAHY PEKIaMy 10 IEBHOI ayAUTOPIi TOIIIO.

HemonasHo 3’sBuinmcst Shopping Tags, mo MoxHa mocTaBUTH Ha (OTO Ta 3pOOHTH TMOKYIKY OApasy 4epe3
conianeHy Mepexy[3]. Lle 3Ha4HO CKOpOUye LUK HOKYILS, HAIPUKIIAL, 3 HOCUIAHHS Ha CalT YK OYiKyBaHHS BiIOBiMi
Y KOMEHTapsIX i noBigomiieHHsAX. OlHAK, HaXanb, B YKpaiHi s (QYHKIIS MacoBO HE JAOCTYIIHA, € JIMILE sSKach BUOipKa
aKayHTIB, III0 MAIOTh JOCTYI 1O Takoi mpusinei. Ane B AMepuui us QyHKIIs ITUPOKO PO3BUHEHA Ta yci BinoMi Openau ii
BUKOPHUCTOBYIOTh. FOKi TOBOPUTH, 1110 130 MiSTBIOHIB OCI0 IIOMICSYHO AUBISATHCS TETH MPOIYKTIB Y caMOMY J0AaTKy[4].

[Ile oqHUM KPOKOM IO CTAHOBIICHHS MAaPKETIUICHCY — MOKITUBICTD y OJIOTEpiB UM iHIIUX OpEH/IB MOCTABUTH
BinMiTKy «CrioHcopoBaHo». Uepes 1ie criBmparlls 3 O1orepaMu CTae JICTIIO, a/Ke JIF0IU ofpa3y 0auaTh Ha3By KOMIAHIl
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Ta MOXYTh HepeiiTh Ha Ti ctopinkd. TuMm made iHGUIFOCHCEp MOXKe MOCTaBUTH 3ragaHi Shopping Tags, 1mo oapasy
HAIpaBILATh 10 MOKYIKH Ta HE JaIyTh Yacy MepeIyMaTH, Yd palioHaJbHO 00QyMaTH HOKYNKY. TOOTO 3HOBY X HaeThes
PO IMITYJICUBHICTB PillICHHS.

CouianipHa Mepexka HaJla€ MOXKIIMBOCTI 3317151 PO3BHTKY 613Hecy, 3pocty #oro HpOJaXKIB Ta nonynﬂpHocn cepen
CIIOXKHMBAYiB, TaK caMoO Iie TapHHUI 1HcrpyMeHT Iuis 300py BiATYKIB Ta HIJ_'[TpI/IMaHHﬂ KOHTAKTy 3 ayJIuTopicrw. Aje 3a
OiIbIIIe OXOIUIEHHS Ta MPOCYBAHH CTOPIHKK OpeHay Tpeba IUIaTHTH, ake ColliajibHa Mepeka Tak camo X0o4e 3apo0iisiTy,
OTpPUMYBATH CBIii IIMaTouok npuOyTKy. Tox Hapasi [HcTarpam Bee 1e 3aMIIaeThCs COLialIbHOT Mepexkero, OJTHaK Tpeda
BU3HATH, 10 NPOJIaXKi aKTUBHO BEIYThCs TA PO3BUBAIOTHCS CAMHM J0JaTKOM. X04a iCHy€ HMOBIPHICTB, IO AKIIO Mepexa
Oyzie po3BUBAaTHCS 3aHAITO Oararo y cepi TOpriBiIi, a He OTO UM BifIeo, sIK Lie OyJI0 Ha MOYaTKy — JIFOJIU BTPATATh 1HTEpeC
JI0 Hel.

Cnucox BUKOPUCTAHUX JKepeJ

1. Ykpaincekuit criektp. Halformy msipHimmi comianbHi Mepexi B YKpaiHa Ta kpainax cBity y 2020 porri
[Enextponnuii pecypc]. — Pexxum moctymy: https://uaspectr.com/2020/06/23/najpopulyarnishi-sotsialni-merezhi-v
ukrayini-ta-krayinah-svitu-2020/

2. ldea Digital Agency. Yomy Instagram — mapkeTiuteiic MaiiGyTHbOTO[ ENtekTpoHHu#T pecypc]. — Pexxim
nocrymy: https://ideadigital.agency/blog/chomu-instagram-marketplejs-majbutnogo/

3. [MTapazaiit. MHcTarpam kak Mapketiuieiic [Enekrponnuit pecypc]. — Pexxum goctymy:
https://parasitelab.com/ru/blog/shopping-tags-in-instagram

4. Social Pilot. The complete guide on Instagram's new marketplace [Enextponnuii pecypc]. — Pexxum noctyiy:
https://www.socialpilot.co/blog/instagram-marketplace

Hayrosuii kepienux: T.C. Miwycmina, kano. ekoH. HayK, 00Y.

A.IO. IN'oabauna, cTyaeHTKa
Yuueepcumem umenu Anvghpeoa Hobens, 2. /[nunpo, Yxpauna
MAPKETHHI BJIUSAHUSA KAK IMAP-CTPATEI'US 11O Y3HABAEMOCTHU BPEH/IA
CeroaHs, 9TOOBI PaCKPyTHTH CBOW OpeH[I, HEAOCTaTOYHO UMETh TOJIBKO cTpaHuily B Instagram u Facebook. U Tyt
Ba)KHO HE IPOCTO 3a/1a0pHUBaTh KJIMEHTOB KAYECTBOM TOBAapa M HU3KOH IIEHOM, a eIlle U JAeNaTh BCe BO3MOXKHOE JUIS TOTO,
9TOOBI IPHUBJICYs BHUMAHKE ayAUTOpUU. J[pyroe /eno, Koraa K 1MeJeBoi ayIMTOprun OpeHIa oOpaIriaeTcs W3BeCTHBII
YeJI0BEK, KOTOPOMY IOTPEOUTENN JIOBEPSIOT, K MHEHHIO KOTOPOTO NMpHCITymuBatoTcs. CoBpeMeHHbIE IPOOIIeMBbl
Tpe6y}0T COBPEMEHHBIX peIHeHI/II\/’I, OOHUM M3 KOTOPBIX ABJIACTCA MAPKECTHUHT BIIMAHUA.

Hamomunm, mapketunr Biwstaust (influence marketing) — sT1o ogHa w3 nydmmx muap-CTpaTerdii, ¢ MOMOIIBIO
KOTOpOH BBl TIOBBICHTE YPOBEHb JOBEPHs M Y3HABAEMOCTH K cBoeMy Openay. IIpoie roBops, 3TO pekiiama, Co3JaHHasl
BITUSITENIHBIM JIUIIOM, Y KOTOPOTO €CTh JOCTATOYHO OOJIbIIIAsl ay IUTOPHS, KOTOpast eMy JOBEpseT U MpucaymuBaeTcs [1].

PaccmoTpuM cambie pacpocTpaneHHbIe ipuMepsl influence marketing: 0630psbI, TUBBI, IPEIIIO,
am0accaIopCcTBo.

[Ipemmararo 03HAKOMHUTHCS ¢ IPEUMYIIIECTBAMH W HEJOCTATKAMH MapKeTHHTa BIUSHIA Ha Ou3Hec. Cpenu
TUTIOCOB MOYKHO BBIJICIIUTE!



- JOCTYTIHOCTb;
- CTENICHB JIOBEPHS K areHTaM BIHSHUS SIBIsIETCS Ha 62-66% BBIIIE, HEXKENN Y KIACCHIECKOH PeKIIaMBl; -
BBICOKasi 3(h(heKTHUBHOCTD;

- IOCTOSTHHBIN POCT BIIMSIHUS OJIOTEPOB.

Teneps MOroBOpUM 0 HETATUBHBIX CTOPOHAX MAPKETHHIA BINSHHUA:

- IOWCK OJIOTepOB, OOIIEHNE C HUIMHU 3aHUMAET JOCTaTOYHO MHOTO BPEMEHH U CHJI, TAK KaK CPEId OTPOMHOTO
KOJIMYECTBA aBTOPOB TPYAHO BHIOPATH TEX, KTO MOJXOJUT UMEHHO BaM;

- KOJINYECTBO MOANMCYUKOB H MOMYJIAPHOCTH YEJIOBEKA BIHAIOT HA CTONMOCTD COTPYJHUYECTBA; -

HeTpecKa3yeMOoCTh Pe3ybTaToB;

- BBICOKast CTOMMOCTb PEKJIaMBL.

Ho HecmoTps Ha 370, ucnonb3oBanue influence marketing umeeT monoKUTENbHYIO TEHACHIUIO pocTa. KpymHbie
KOMITaHWH YBEIWYMBAIOT CBOM OIOMKET I MPHUBICUCHUS JTHICPOB MHEHHUH, YMEHbBIIAsl pacXOoAbl Ha OPYTHE KaHAIbI
MpoJaBUKEeHHS [2].

Jlnst opraHM3any PEeKIaMHOM KaMIIAaHWKM HEOOXOJMMO YETKO c(hopMynmpoBaTh €€ I[eslb, ONMUCATh LEICBYIO
ayJMTOpHIO (BR)XHO YYMTHIBATH IIOJI, BO3PACT, MHTEPECHl M Treorpauueckoe paclioyIOKEHUE), MPOaHATU3MPOBAThH
npoduu 0JI0TepoB, COCTABUTH TEXHUYECKOE 3a/TaHUE.

Wtak, momBoas HWTOTM MOKHO OTMETHTh, YTO Ha IAaHHBII MOMEHT, MApKCTHHI BIUSHUS JCHCTBHTENHHO
3¢ QEeKTUBEH AJSI TPOABIDKECHHS OPEHAOB M C HAMH Ha0iro. [Ipy mpaBmIIbHOM MOIX0/IE€ OH MOKET IIPHHECTH KOMIIAHUH
00JIBIIIOE KOJTMYIECTBO HOBBIX KIIMCHTOB M, KOHEYHO )K€, IPOJAX.

Cnucok ucnoJib30BaHHBIX HCTOYHHKOB

1. MapkeTHHT BIUSHHS: KpaTKoe pyKOBOACTBO it mapketoiora. URL: https://makeagency.ru/blog/marketing
vliyaniya-kratkoe-rukovodstvo-dlya-marketologa

2. Uto Takoe MapKETHHT BIMSHHS M KaK ero UCIob30BaTh Jjst cBoero ousneca URL:
https://ag.marketing/blog/ru/chto-takoe-marketing-vliyaniya

Hayunwuii pyxogooumens: B.H. Illesuenko, kano. eoc. ynp., 0oy.
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A.I'. T'op0eHko, cTyAeHTKa
Yuieepcumemy imeni Anvgppeoa Hobens, m. /Ininpo, Yxpaina
BIIVINB Covid 19 HA BUKOPUCTAHHS MOTHUBY 3JOPOBOI'O CIIOCOBY KUTTSA Y PEKJIAMI
310pOBHii CIIOCIO KUTTS — Lie [il, CIIPsIMOBaHI Ha 3armo0iraHHs 3aXBOPIOBaHb, 3MILIHEHHS BCIX CHCTEM OpraHi3My Ta
TIOJINIIEHHS 3aTaIbHOTO CAMOTIOUYTTS JIFOIUHM.[1].

Cnamax COVID-19 3po6uB 310poBHii criociO KUTTS OCHOBHHAM TIPIOPUTETOM st OaraThoxX croxwuBadviB. Jlromn
MOBUHHI Oy/nM 3ajMIiaTvcs BJOMa, TUM CaMHM ITiABUIIMIOCE BHKOPHCTaHHS IHTEPHETY, 1 OpeHANM He MPOIyCTHIN
MOIIMBOCTI ckopuctatucs muM. o kiams 2020 poky KUTBKICTB JIOAEH, SKi PO3IIOBINAIOTE PO 30POBHIA CIOCIO KUTTS
B COILIAJIbHUX MEpexax, 301apmmiacs Ha 57% MOPIBHSIHO 3 MONEpeIHIM POKOM.

Lett 6ym 3m0poB's Ta JOOPOTO caMOIIOUyTTs, O€3CyMHIBHO, nommpuBces Ha 2021 pik. bpernu cxommucs Ha 60pT
3 BEJIMKOIO KUIBKICTIO KOHTEHTY, 3aCHOBAHOT'O Ha TEMax 3/I0pOB'sl Ta OJaromnoiyyusi, 1o 3MyCHTH JIF0JIeil TOBOPUTH i,
10 BaXKJIMBIIIE, B3AEMOIISTH 3 iXHIM OpeHIoM. BOHH 3MIHIOIOTh CBilf TiAXi/ A0 CIIOKWBaviB, BUKOPHUCTOBYIOUH OHJIAHH
TEXHOJIOT1, I[00 MPOIMOHYBATH 3PYYHI Ta JOCTYITHI MOCIYTH.

Posrnspatoun cydacHi NpUKJIaAN BUKOPUCTAHHS MOTHBY 3/I0POBOTO CIIOCOOY JKHTTSI MOKHA 3a3HAYMTH, IO BiH
HaOyB HeaOWsIKOI MOMYJSIPHOCTI cepeji OJorepiB, a KOMIIAHIi 3 METOI JOJYYMTHCS 0 HANPAI[bOBAHOTO 1MIHKY
CHIBIIPAIIOIOTH 3 HUMH.

Kommnanii 3aMoBIIsIIOTH pekiaMy y Gnorepis. Hampukian, komnanist Danone novana criBnpaitoBatu 3 6iorepamu
e y 2016 porii, i 3apa3 Ma€e y CBOEMY KeHcCi BXKe KiJIbKa JeCATKIB YCHIITHUX PeKIaMHIX KoMIaHiil. KommaHis criBmparoe
JIMLIE 3 TUMH OJiorepam, siKi BeIyTh 3J0POBHH Cr1ociO ®UTTS.[2].

ITix yac kapaHTHHY, orojoieHoro B Icnanii 1uis 6opoThoH 3 nomupernsm COVID-19, indopmaris mpo 310poB’s
HaOyna akTyanmpHOCTI. 3aramoM Oyino 3aBaHTaxkeHO 191 738 pexiaMHHX OTOJIONMICHB 3a JOIMMOMOTOIO Iporpamu Instar
Analytics Ta mpoaHaJli30BaHO 3a JOIIOMOTOI0 HaBEJEHOI CTATUCTUKH JUIS CIIOCTEPEXKEHHS 3a HASBHICTIO PEKJIAMHM IIPO
3[I0pOB’S MPOTITOM YOTHPHOX MEPioAiB AoCTHikeHHs. byiio moMideHo, mo miJ1 9ac KapaHTHHY OyJ10 OiIbIe peKJIaMH Tpo
310poB’s.[3].

Bararo cnopTuBHHX KiIy0iB, CIOPT3ailiB Ta O6aceiiHiB OyiI0 3a4WHEHO, TOMY OJIOTepH SIKi MaJIH CBiif 0JIOT CTOCOBHO
CIIOPTY, Ta 3J0POBOTO CrIoco0y XapuyBaHHS, CTBOPHIIM KyPCH 11010 3aliMaHHs cliopToM BroMa. Lle 3Ha4HO mokpamiiio
HACTPIl 1 ICUXOJIOTIYHE 3/I0POB’ Sl IIOEH.

Otxe, X04 Oarato BiIMiHHOCTEH MOJKHA TTOSICHUTH YaCOM POKY — HalPUKIIAJ, Yepe3 HasBHICTh ajeprii uu
3aCTyIy — KapaHTHUH 1 aHJeMisl CHIIBHO BIUIMHYJIN Ha peKJamMy 370poB's.[3].

Kpim Toro COVID-19 BrmnHYB Ha BUKOPHCTAHHS MOTHBY 3/I0POBOTO CIIOCO0Y JKUTTS y COIiaTbHIA peKIaMi.
AXTyaJIbHICTh TEMH HiJIXONWIN PETiOHAbHI, HAIllOHAJIbHI Ta CBITOBI KOHKYPCH PEKJIaMU.

[Tanmemiss ocTaHHIX POKIB CTaja BHUKIMKOM JUII BEJHKOi KiNBKOCTI KOMIaHif, MPUMYCHBIIN IEPETJITHYTH
MapKeTHHI'OBI CTparerii, KaHaJIu NPOCYBaHHs Ta MOTHBH, 10 BUKOPHUCTOBYBAJINCH Y PEKJIAMHUX KaMIlaHifgX. Tox MOTHB
3JI0POBOTO CIIOCOOY JKUTTS, KM HAOyB OCOOMBOI aKTya bHOCTI il Yac MaHAeMil CTaB HEaOMSIKUM TPEHIOM OCTaHHIX
POKiB.

Cnncoxk BUKOPHUCTAHMX JKepes

1. 3mopoBuii croci0 KUTTS- MUIAX 310poB’ s [EnexTponuuit pecype] Pesxnm moctymy:
https://zdrav.ck.gov.ua/uk/content/zdorovyy-sposib-zhyttya-shlyah-do-zdorovya

2. Bpenau, siki criBOpaItioOTh 13 6morepamu [Enekrponnmii pecypc] Pexxum moctymy:
https://trendhero.io/ru/blog/brands-bloggers/



3.Pexnama 310poB’s 1 yac kapantuny [Enekrpornuii pecype] Pexum noctyiy: https://www-ncbi-nlm-nih
gov.translate.goog/pmc/articles/PMC7908092/?_x_tr_sl=en& x_tr tl=ru& x_tr_hl=ru& x_tr_pto=sc Hayxosuii
xepisnux: T.C. Miwycmina, kano. ekoH. Hayk, 0oy.

C.I'. T'op0eHko, cTyAeHTKA
Yuisepcumem imeni Anvghpeoa Hobens, m. /[ninpo, Yxpaina
NEPCIIEKTUBU 3ACTOCYBAHHS BIJEOKOHTEHTY B CYYACHUX YMOBAX

BizieoKOHTEHT, 10 CyTi, 11e OYb-SKE BiJIcO BiJ My3MYHHUX KIIIIMIB Ta TEIEBi3iHOT peKIaMu, 10 JOKYMCHTAIbHUX
¢inBpMiB Ta rpadiYHUX 3acTaBOK. 3 MOTIIALY MapKEeTHHTY BiIEOKOHTEHT — IIe CIOCi0 It OpeHIy MPUBEPHYTH yBary
ayIMTOPii, MiIBUIMTH 3aJTy4EHICTh TA KOHBEPCitO, TAKMM YMHOM, 30UIbIMTH Ipoaaki. Kpim Toro, ueit gpopmar
JIO3BOJISIE YIiTKO 3asBUTH Ta 310paTh CHiNMBHOTY (haHaTiB HA MemiamiaTgopmax, 1e KoMITaHis me He Oymna. MneTbes,
3BHYAiHO K, TPO COLiaibHi Mepexi. Takum YMHOM, BiJECOKOHTEHT € KJIFOYOBHM €JIEMEHTOM BiIe0 MapKETHHI'Y, POJIb
SIKOTO TIOJIATAE y TPOCYBaHHI TOBAPIB Ta MOCIYT y MUppoBOMy cepenoBumi [1].

Bunu BiteOKOHTEHTY:

1. IIpe3eHTamniiiHi Bifeo - TOJIOBHA MeTa - MOKAa3aTH NOTEHIIIHHOMY KIII€HTY caMy MOCIyry abo MpoayKT. 2.
BipycHi Bizeo - 11e Hacamrepe] BiZICOKOHTEHT, SIKMi IpUBepTae yBary. Taki BiZleo MOXKYTh BUKJIMKAaTH HETraTHBHI
eMolii, 91 HaBMaku. BipyCHUM Ha3WBAIOTH BiICOKIIII, KOJIHU JIIOAMHA «3aPaKAETHCD) MEPEIAHOI0 TyMKOIO, a TOTIM Mae
OakaHHA TTOJUTATHCS «BIPYCOM.

3. HaBuanpHi Bizieo - TOJIOBHE 3aBJaHHS TAKOTO BiICOKOHTCHTY - HABUMTH IJIsija4a KOHKPETHHM [isiM,
PO3MOBICTH 1 MOKa3aTH, SIK HOMY JIOIIOMOKE Ballla ociyra abo MpoIyKT.

4. ComianbHi BiZIeO -1 MOXJIHUBICTH Iy>Ke M KO Ta HEHAB SI3JIMBO TOHECTH iH(OpMAIIifo, 00 HA0YHO
MPOJIEMOHCTPYBATH KITIEHTAM BHPILIEHHsSI KOHKPETHOI COIiabHOI IPOOIeMH.

5. Y40o0Bi BiICOKJIINNU: TAaKUH THII Bileo YacTilie Habupae momysipHicTs [2].
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EdekTuBHI kaHaIM NpocyBaHHs BiIGOKOHTEHTY — COlliajibHI Mepexi: youtube, tik-tok, facebook, twitter, Toio.
OOKIaanHKa — 1Ie OJUH 3 OCHOBHHUX €JIEMEHTIB MPOCYBaHHI Bifeoponuka. Onrumizanis amst Google: Takox moTpiOHO
ontuMi3yBatu Binmeo BmicT it Google, Tak camo, sik i TekcT. ToMy MOTPiOHO MPHIyMAaTH NMPUBAOIUBHUI 3ar0JIOBOK,
BKITIOYAIOYH KITFOYOBI CIIOBA, | HAMMCATH BIATIOBIIHUN OMUCOBUH TekCT. ONTHMI3alis CTOPIHKH BiZleO: 3aT0JIOBOK, METa
TETH, OTUCH - OTPIOHO POOUTH TaK, 00 3aTy4UTH JIIOAEH Ha Balll CAWT 3a JOIOMOTO0 MOUIYKY. SIK 1 Oyab-sKuil iHIIMiA
croci0 MOCATHEHHS MiJIeH, BiICOKOHTEHT B MApKETHHTY Ma€ CBOI IUTFOCH i MiHyCcH. [0 TTO3UTHBHUX ACTIEKTiB MOXKHA
BIZIHECTH:

[igBuieHa yBara riisada; JOsUIbHICTb 1 IOBIpa; 301IbIICHHST KOHBEPCii BeO-cailTy; 301IbIICHHS KITBKOCTI
BIZIKPUTHX JIUCTIB Y CIIUCKY PO3CHIIKH; BIpyCHE MOIMIMPEHHs iHpopMallii; 301IbIISHHS OXOIUIEHHS colMepexamu. J{o
HEJIOJIKIB MOYKHA BIJIHECTH BUCOKY BapTiCTh BUPOOHUIITBA BiJIeO, BAPTICTh KPEATHBHOTO O0JIaHAHHS Ta CKJIAJHICTD
MOIIYKY KOMaHIU IPO(eCiOHaIB 31 CXOKHM OaYCHHSIM.

Peknama nounHae MokasyBaTHUCh NPAaKTUYHO Bifpasy micis ii myOumikamii, i Ha Baml caiiT Bixpa3y NOYHMHAIOTh
MPUXOANTH TOTEHIIHHI KiieHTH. Pexmamua mmatdopma Google Ads oXormmoe BCIO TONIYKOBY Ta MEIiHY Mepexy B
IHTEpHEeTI, BKJIIOYaroun OaHepHy pekiaMmy, pekiamy y Bimeoposmkax (YouTube) ta mMoGinmpHHMX nonatkax. Pexnmama
MOKA3y€eThCs JIMIIE THM, XTO LIyKae. 3BITHICTh JIy’Ke TOYHA, OKA3y€e KOJKEH KIIK Ta KOXKEH IIEHT, BUTPaueHNH Ha MOKa3
orosomenHs. [lnara Oeperbes nuMile 3a pe3ysbTaT. BUKOpUCTaHHS cUcTeMH OE3KOIITOBHE, aje MOTPiOHO IJIaTUTH 3a
kiiku. [1lo6 mocTiitHo OyTH Ha epIINX ITO3UIIISX, MOXKE 3HATOOUTHCS 3HAYHMIA O0KeT. [lyKe JIeTKO 3aIlyCTUTH PeKIaMy
1 JIETKO BUTPATUTH BEJIMKI cyMHu Oe3 pe3yibrary. Y cucremi Oarato HajamTyBasb. 11106 He nmepersiadyyBaTH, akayHTOM
noTpibHO TOCTiiHO omrtmMizyBaTH 1 3aiimartucs. Ilo6 poOutm ycmimHy peknamy depe3 Google Ads, morpiGHO
BUKOPHUCTOBYBaTH iHii cuctemu: Google Analytics i Google Tag Manager [3].

OpHi€I0 3 OCHOBHMX TIepeBar MapKETHHTY B COIIMEPEXax, € T€, [0 MOXKHO 0e3 po0IieM NpamioBaTH 3 BEITMUE3HOIO
ayautopieto. [To cyTi 1ie BenMue3HU BIIKPUTHIA PUHOK, 3alIOBHEHUH SIK ICHYIOUMMH, TaK 1 NOTCHI[IHHUMH KIII€EHTAMH.
HesBaxaroun Ha Te, MO coMialbHI MEpPEekKi — BIAMIHHMN crocid mpocyBaHHS Oi3Hecy, Tpeba OyTH MaKCHMAIBHO
BimmaHuMm crpasi. Lle TpynomicTkuii poriec, i Bin notpedye mocTiHoi podoTu. B iHIoOMy BUTIaAKy pe3ybTaTiB He Oye.

Cnmcoxk BUKOPUCTAHMX JIKepes

1. SIk cTBOpHTH HalKpaliii BiZICOKOHTEHT /U1 Bamoro OizHecy? [Enexkrponnuii pecypc] Pexxum nocrymy:
https://inweb.ua/blog/video-for-business/

2.Ilo take BineokonteHT? [EnekrponHuii pecypc] Pexxum nocrymy: https:/sharkdevelop.com/video-kontent/ 3.
[Tmrocu Ta Minycu SEO. Sk 3BepHYTH HeIOMIKU onTuMizaiii B nepeBaru? [Enexrponnuit pecype] Pexxum goctymy:
https://star-marketing.com.ua/ua/blog/plyusi-i-minusi-seo-yak-zvernuti-nedoliki-seo-v-gidnosti/ Hayxoeuii xepienux:
T.C. Miwycmina, kano. ekoH. HayK, 0oy.

1.O. I'oponanya, cTyIeHTKA
Yuieepcumem imeni Anvghpeoa Hooensn, m. /[ninpo, Yxpaina
BI3YAJIBHU KOHTAKT ¥ IIIOBOMY CIIUIKYBAHHI
CrinkyBaHHS, B TOMY YHCIIi 1 1JI0OBE, MOXXHA YMOBHO ITOJUIHTH Ha 2 KaTeropii — BepOanbHe Ta HeBepOaspHe, ane
Ba)KITUBO TIIKPECIUTH, IO OJJHE HE MOXKE iICHYBaTH 0€3 iHIIOT0. AHAII3 IIMX BHIIB CIIUIKYBAaHHS 3a0€3Ie9y€e MOXKIUBICTh
OIIHUTH €PEKTUBHICTh B3a€MO/Ii1 CIIIBPO3MOBHHKIB UM MMAPTHEPIB MK COOOI0, IO € AyXKe BAKITMBUM JUIS Pe3yJIbTATUBHOL
PO3MOBH.
JlinoBe cHiyKyBaHHS — 1€ HacaMIlepea KOMYyHiKailis, TOOTO 0OMiH iH(popMaIli€lo, sKa Ma€e 3HAYE€HHS Ta CEHC ISt
YYaCHUKIB cIiNKyBaHHS. KoMyHiKallisi moBHHHA OyTH 3HAYYIIOK Ta KOPUCHOIO, CIIPUATH 30UIBIICHHIO KiTBKOCTI Ta
SIKOCTI Pe3yJIbTaTIB, [0 HAOJIFIKAE YIACHHUKIB 0 JOCATHEHHSI IOCTABJICHUX IILJICH.



3a JONOMOroro iCHyIOYHMX 3aco0iB KOMYHIKallil yYacHHKH CIIUJIKYBaHHS BHUPa)KalOTh BECh MOXKIMBHUI CIIEKTp
€MOTIii, SIKUH TXHil OMOHEHT Ma€ 3MOTY 3UMTATH: ITOBara 4y HeroBara, HemaHoOJIMBE CTaBJICHHS 10 CITIBPO3MOBHUKIB 49U
MIPAarHEeHHs JJIS TOAaJbIIOT IUTIIHOT CIIBIpAIli, CKENITUIIM3M YU JOBipY ToIo. BepOanbHi 3ac00u MIOBOTO CHIIKYBaHHS
JIOCUTH JIETKO 3PO3YMITH, B TOH K€ Hac JUII PO3YMIHHS Ta aHadi3y HeBepOalbHMX 3ac00iB HEOOXimHI MiATOTOBKa,
BUBYCHHS ICHYIOUMX MaTepiajliB 00 MUTAHHS Ta TpUBaja npakTuka [1].

Buennmu Oyno 1oBeAeHO, 110 MOTIISA, a BiH € OJHI€I0 3 HAWBaXKJIMBIIINX CKJIaJOBUX HeBepOabHOT KOMYHIKallii,
TiCHO ITOB’A3aHUH i3 (pOopMyBaHHSM BUCIOBIIOBaHHS. KoH moqiHa TiBKH (OPMYITIOE IYMKY y TOJIOBi, BOHAa HaldacTime
JUBUTHCS BOIK («y IyCTHH NpOCTIp»), KOJIM OyMKa IOBHICTIO copMOBaHa — JIIOJMHA MEPEBOAMTH IOIJIAL Ha
CHiBpO3MOBHUKA. SIKIIO B Ipoleci pO3MOBH MapTHEP FOBOPHUTH PO CKIJIAJAHI TEMH, Ha CHIBPO3MOBHHKA BiH JMBUTHCS
HabaraTo MeHIIe, aHDK y BUMAIKY KOJI Oecifia CTOCYIOTHCS BUPIMIEHHS THX YH iHIINX 1pobieM. Toif, XTo 0OpaB mo3umiro
cilyxaua, B OLTBIIOCTI BUIIA/IKIB AUBUTHCS BOIK Ta HAJCHUIIAE «CUTHAJIN» 3BOPOTHOTO 3B’SI3KY JIOAMHI, 10 JOOBIAE.

BizyanbH1i KOHTAKT BUCTYNIA€ MapKEPOM JUIsl PO3YMIHHSI CTaBJICHHS 1HIIOT JIFOMHH JI0 CITiIBPO3MOBHHKA Ta TEMH,
II0 BOHM OOTOBOPIOIOTH. SIKIIO Wi 4Yac PO3MOBHM Bi3yaIIbHUH KOHTaKT BCTAHOBIIOETHCS JIOCHTh YacTo Ta Ha
JOBTOTPHUBAIINI IEPioJ, TO L€ CBIMYNTE PO rApHE CTABJICHHS OJIUH O OXHOTO. SIKINO NPHIIIAETHCS JOCUTE MAJIO YBaru
CIIBPO3MOBHUKAM 1 Bi3yaJlbHUI KOHTAKT MK HHMH Jie[b NOMITHUH, 1€ MMOKa3HUK MOTaHOTO CTaBJICHHS J0 Oecimu Ta
JIFOJIUHY, 3 SIKOI0 BOHA NMPOBOJUTHCS [3]. 3a I0MOMOro0 o4eld MU MOKEMO PO3YMITH HAHTOYHINI CUTHAIH JIOJUHU, 3
SIKOI0 MU pO3MOBIsIEMO. OCKITBKM TaKWH MOKA3HUK, SK POIIMPEHHS 3iHHUIB y MiTHECEHOMY Ta TapHOMY HACTPOIO UH
HaBIIaKH 3BY)KEHHS Yy IOXMYPOMY, JIFOJIMHA HE B 3MO031 KOHTPOJIIOBATH. [2].

XapaktepucTuka HeBepOalbHHX 3ac00IB CHINKYBaHHS [O3BOJSIE 3POOMTH BHCHOBOK IIPO BaXIIUBICTH iX
3aCTOCYBaHHSI B JIJIOBOMY CIIUIKyBaHHI. Pi3HOMaHITHI 3aco0M CHIJIKyBaHHsS He JIMILIE NepenaroTh iHdopMarito, a i
PO3KpPUBAIOTH OCOOHMCTICHUH CBIT MAPTHEPIB, 30aradyroTh CIHUIKYBaHHSI CTHYHAMH aCIICKTaMH.



