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IMPUBITAJIBHE CJIOBO PEKTOPA

IllanoBHi aBTOpPH!

B 2018 porti Onecbkuit HaIlOHAJIbHUN
MOJIITEXHIYHUN  yHiBepcuTeT BigzHauaTume 100-
piunuii  1oBitei. Hamepegomuni 1poro  cBsTa
npodeciifHa cnibHOTa MO0AYUTH NEPIIUN HOMEP
JPYKOBAHOTO HAYKOBOTO XypHaly «MapKeTuHr i
U poBi TEXHOJIOTI1». 3aCHYBaHHS TaKOT'0 KYpHAILY B
OnecrkoMy HaIllOHAJTLHOMY  TIOJIITEXHIYHOMY
YHIBEPCHUTET] € 3aKOHOMIPHUM TPOJIOBKEHHIM BCi€i
foro icropii. OHITY 3aBxau no3uiionyBaB cebe sk
MIPOTPECUBHUAN  €BPONEWCHKUN yHiBepcuTeT. Tyt
MIpAIFOBAIM CBITHIIa €BPOIEHUCHKOI Ta CBITOBOT HAYKH,
BUJIATHI BYCHI-(DYHIATOPH BiJOMUX HAyKOBUX IIKIT i
HanpsmiB.  Tpamuiii MUHYIOr0 MiAXOIUIEHO 1
PO3BHHEHO CBOTOJHI, a Ham 1pogecopchKo-
BUKJIAJAIIbKUN CKJIaJ] TPOJOBXKYE 1 MPUMHOXKYE
CJIaBHI TPaJIHIIii.

Huni koM toTepHi cuctemMu, poOOTOTEXHIKA, INTYYHUI 1HTENEKT — GOPMYIOTH HOBUM
TEXHOJIOTIYHUN YyKIaA. SIaqpoM BHpOOHHMITBA CTae iH(pOpMaTHU3alis CyCHiIbCTBA. [HTEpHET,
MOOUIBHI MpUCTPOI, TUPPOBI cepBicH, TU(POBI TEXHOJOTIT CTAIOTh BU3HAYAIBLHOIO CHIIOK0, 10
CTHMYIIIO€ TIEPETBOPEHHA Teopii Ta mNpakTHKH MapkeTuHry. Omxke, (GopmyBaHHS Teopii
MapKETHHTY BiIOYBA€THCS MijJ BIUIMBOM HAyKOBO-TEXHIYHOTO IMporpecy i emoxa IugppoBoi
€KOHOMIKH OOYMOBIIOE€ CTAaHOBJICHHSI 1 PO3BHTOK mmdpoBoro mapkerunry. Lludposuii
MapKETHHT — 11 MoJesb MapkeTUHTy XXI ctopiyusa. Onecbkuil HallioHANBHUN TOMITEXHIYHUN
YHIBEPCUTET 3aBXKIH OyB 1HII[IaTOPOM IOSIBU HOBUX HAIpsIMIB PO3BUTKY HAyKH 1 TEXHIKH.

Kypnan «Mapketunr 1 UUGPOBI TEXHOJOTi(» Mae MIOHEPHMH XapakTep A
yKkpaincbkoi Hayku. Lle BianmoBiger OAechKOro HaliOHAIBLHOTO MOJITEXHIYHOTO YHIBEPCUTETY
Ha BHUKJIMKM 4Yacy II0JI0 HEOOXITHOCTI y3araldbHEHHsI JOCBily BUKOPHCTAHHSA IH(PPOBUX
TEXHOJIOTIH B MapKeTHHTy. JKypHal TOBHHEH CTaTH IHTENEKTyaJIbHUM MaiJaHIuKOM
JIOBEJICHHS 710 ()aXxOBOi CIUIBHOTH JIOCBIlY ITO€JHAHHS MAapKETUHTY 1 HU(PPOBUX TEXHOJIOTIH.

A cnoxaiBarock, 1o KypHain «MapkeTuHT 1 IUGPOBI TEXHOJIOTI» 3aliMe TiTHEe MicIle
cepesl BITUM3HSIHMX HAayKOBHUX BMJaHb, CTaHE J[3€PKAJIOM BUPIIIEHHS aKTyaJbHHX MpoOieM
MapKETUHTY B yMOBaxX HU(PPOBOi €KOHOMIKH, JO3BOJHTH MPEJCTaBUTH Ha CyA HAyKOBOI
IPOMAaJChKOCTI Kpaml ifei Ta po3poOKH 010 MEXaHI3MIB IMIJIEMEHTAllli MapKeTHHTY 1
UPPOBUX TEXHOJOTIH. bakaro BEMTMKOT0 HaTXHEHHS HA MUISAXY MiJIKOPEHHS HOBHUX BEpIIMH
HaYKH, HAIMlOJIETJIMBOCTI M TEPIIHHS, MyJIpOCTi i MOPO3YMiHHS, 371ar0/iu 1 MUPY.

VY naui Bam Ta ycmixis!

-
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3 noBaro = I'ennaniit O6opchkuii
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BCTYIHE CJIOBO I'OJIOBHOI'O PEJAKTOPA

IlanoBHi aBTOpHM!

Bunano nepummii Homep ApyKOBaHOIO HayKOBOT'O
KypHalny «MapkeTuHr 1 1udpoBI TEXHOJOTII».
Kypnai 3acHOBaHUH 111 O3HAWOMIIEHHSI HAYKOBOI
CHITBHOTH 3  HOBITHIMH  PO3pOOKaMH,  sKi
MOEIHYIOTh MAPKETHHT 1 HU(POBI TEXHOJIOT1I.

Y XXI cr. B ymoBax 1udpoBoi EKOHOMIKH
IIBUAKO3MIHHI TEXHOJIOTIYHI pealtii BUKIMKAIOThH
MoOpajbHe 3acTapiBaHHs TEOPETUYHOTO
(byHIaMEeHTy MapKeTHHTy. MapKeTHHroBa Hayka
PO3BHMBAETHCS 1 €Tanu ii pO3BUTKY MOBHHHI OyTH
MIpUB’sI3aH1 ity croco0y BUPOOHUIITBA
MatepianpHux Onar. B nmanuii yac BinOyBaeTbes
ceitoBa mudpoa pesomomis. Crapi wMojeni
MapKeTUHTy  CTaloTh Hee(EeKTUBHUMHU 1
MTOYHNHAETHCS JIOMiHYBaHHS IHCTpyMEHTIB
uudpoBoro MapKETHHTY. [TommproeTses
T KA TATI3AIs MapKETHUHTY. Hudposuit
MapkeTMHr — 1ue ¢opMa MapKeTUHTYyi 3
BUKOPHUCTaHHAM U(PPOBUX KaHAIIIB 1 TEXHOIOTH.

Bunanus >xypuany «MapkeTHHT 1 mudpoBi TEXHOJOTI(» Mpu Kadeapi MapKETUHTY
OnechbKOoro  HAI[IOHAILHOTO  MMOJIITEXHIYHOTO YHIBEPCHTETY HE € BUNaakoBum. lle
3aKOHOMIpHMI pe3ynapTaT peaizallii cTpaTerii 3pOCTaHHS, MOYATKOBUM €TaloM SKOI CTaJio
npoBeieHHsT MiKHApOJHUX HAyKOBO-MPAKTUYHHX KOH(epeHmid «MapketuHr i nudposi
TEXHOJIOTI1».

XKypHan € MaiiaHYMKOM JUIsI BHCBITJICHHS JIOCSTHEHb CYYaCHOTO MAapKETHHTY.
TemaTuka nogaHux ctateil Moxe OyTH MpHUCBSYEHA TPEHJAM PO3BUTKY Teopii Ta MPaKTUKU
MapKeTUHTy, 1HGOpPMAIIMHUX TEXHOJIOTIM, IMIIeMeHTalli IMGPOBUX TEXHOJOTIH B
MapKeTuHry. A Horo Ha3zpa «MapKeTHHT 1 HH(POBI TEXHOJIOri(» HE MOBUHHA OOMEXYyBaTH
aBTOpIB TNpU BUOOpI TEMATUKH CTAaT€d BHUKIIOUYHO IUPPOBUM MapkeTHHTroMm. CyuyacHuit
MapkeTUHr € TriopuaHuM. KowmOiHamis TpagumiiiHoro Tta UUGPOBOrO MAapKETHHTY
BUKOPHUCTOBYETHCS 3T1JHO JOLUIBHOCTI.

Jlo myOmikamii nmpuiMaroThCsl HEONMyOJIIKOBaHI paHillle CTAaTTi, 110 MaloTh HAayKOBY
IIHHICTP Ta MpaKTUYHE 3HAUEHHS, HaANUCaHl YKpPaiHCbKOIO ab0 aHIJIHCHKOI0 MOBOIO,
opopMIIEHI 3 JOTPUMAHHSAM pENaKUIMHUX BHUMOT. Y KypHali i€ cucTeMa MOJBIHHOTO
TAEMHOTO peleH3yBaHHs. Peakiiis BBaKae MepeBipKy JOTPUMaHHS aBTOPAMU €THYHUX HOPM
HAYKOBOI AiSUTBHOCTI 000B’I3KOBOIO CKJIa/IOBOIO PEIIEH3YBaHHSI.

Penaxkuis xypHaity BIAKpHUTA 0 CIIBIIpALl.

3 noBaroxo % Muxaiino Oxnanaep
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CAUT HAYKOBOTI'O )XYPHAJY AK IHCTPYMEHT IHTEPHET-MAPKETHUHI'Y
3HAHDb HAYKOBO-OCBITHIX YCTAHOB

Buxnaoeno pezynomamu ananizy KoMyHikamuenoi epekmuenocmi camy HayKo8o2o HCYPHATY
«Mapremune i MeHeOdHCMeHM THHOBAYILY 3 NO3UYIU: OUHAMIKU I08I0y8aHOCMI (KINbKICMb Ceaucis,
8i06i0y8auie, nepe2ianymux CMOpPIiHOK, ¥ MOMY YUCII 3a2al0M [ 3a OOUH Ceanc, MpUBAliCmb Ceancy),
cmpykmypu 6i06ioysauie ma asmopis cmamell 3a KpaiHamu, npucmpois i Kamaiie 3axodié Ha caim,
MOBHOI CMpYKmMypu cmameti, memMamuinoi CHpAMO8aHOCi CMAametl HCYPHALY, CIMPYKIMYpU aemopie 3d
pisHem xeanigixayii mowo. BUKOHAHO aHaNi3 KOMYHIKAMUBHOI e(heKmMUeHOCmI caumy HCypHALy ma
3ax0018, w0 ix peanizye pedakyiina Koaezis. Buseieno ocHo6HI HedONiKU KOMYHIKAMUGHOT NOAIMUKY |
3a3Ha4eHo wAxXy ix ycyHeHus.. Auaniz niomeepous 00CMAMHLO GUCOKUL PIBEHb KOMYHIKAMUBHOT
ehekmusrHocmi caiimy, a Maxkoxdc aKmyaibHICMb MeMamuidHoi CNpIMOBAHOCHI pO30iNi8 JHCYPHATLY.
Peszynomamu ananizy ooyinbno @uxopucmogysamiu K Memoouuty 00noMo2a peoaxkyiuHum Kone2iam
HOBUX JICYPHATLB.

KirodoBi croBa: caiiT, HayKOBHUil KypHaJl, IHTEpHET-MapKETHHT, HAYKOBO-OCBITHSI YCTaHOBA,
KOMYHIKaTHBHA €()eKTUBHICTh CAUTy

DOI: 10.15276/mdt.1.1.2017.1

IlocTanoBka mpod/jieMH y 3arajbHOMY BHIJISIAI Ta ii 3B’A30K i3 BaKJIMBUMH
HAYKOBHMHM 4YM MNPAKTHYHMMH 3aBJaHHSAMHM. CTaHOBIEHHS 1H(OpPMAIHOT €KOHOMIKU
(EKOHOMIKM 3HAHB) CYMPOBOKYETHCS 3POCTAHHIM POJIi 1H(POpMaIlii 1 3HaHb K OCHOBHHUX
(bakTOpiB €eKOHOMIUHOTO 3pocTaHHs. [IpakTHKa CBITUNTS, 1110 MPOAYKYBaHHS, BUKOPUCTaHHS 1
MOLIMPEHHSI 3HAHb, SIKi BTUTIOIOTHCS Y HOBHX MTPOAYKTaX, TEXHOJIOTISX IX BUTOTOBIICHHSI, HOBUX
METO/IaxX YINpPaBIJIiHHA TOIIO CTAa€ OJHUM 3 OCHOBHHX CHOCOOIB ()OpMYBaHHS KOHKYPEHTHHUX
nepeBar ik OKpeMHX opraHizariil (MAnpueEMCTB Ta YCTAHOB), TaK 1 HAIIOHATLHUX €KOHOMIK.
Buxoasun 3 1poro akryami3yeTbcsi MpoOieMa YIOCKOHANEHHS 1HCTPYMEHTIB 1 METOJIB
VIpaBJIiHHSA 3HAHHSAMHU Ha PI3HUX PIBHAX Yy3arajbHeHHsA. OcoOiMBO roctpo s mpobdiiema
MIOCTAE JJIs1 HAYKOBO-OCBITHIX YCTAHOB (SIKUMHM 3T1IHO CBITOBIH NMPaKTHIIl € YHIBEPCUTETH), K1
B3a€MOJIIOTh 1 KOHKYPYIOTh Ha HAI[IOHAJbHUX 1 CBITOBUX PUHKAaX HAyKOBO-OCBITHIX ITOCIIYT.
JlocBig KpaiH JiJepiB €KOHOMIYHOTO 3pOCTaHHS MiJATBEPPKYE iX TMPOBIAHY pOJIb Yy
MIPOJIYKYBaHHI 1 MOUTUPEHH1 3HAHb.

s Ykpainu, sika Bce 11e 30epirae 3HauHUN HayKOBO-OCBITHIM MoOTeHIiai, mpobiaema
MOIIYKY HOBMX METOIB aKTHBi3allli MPOLECIB MPOIYKyBaHHs, BUKOPUCTAHHSA 1 MOIMIUPEHHS
3HaHb € 0COOIMBO AKTYaJIbHOW. i PO3B’A3aHHA I03BOIUTH 3afHATH TifHEe Miclle Ha PUHKY
HAyKOBO-OCBITHIX MOCIYT, 3a0€3M€UYNTH YMOBU 1HHOBAIIIITHOT'O 3pOCTaHHS.

AHaJIi3 OCTAHHIX A0CTiAXKeHDb | My0aikanii, B IKHX 3al10MATKOBAHO PO3B’sI3aHHS
AaHoi mMpo6JieMu. 3HAYHUI BKJIA]] Y PO3POOJICHHS TEOPETUKO-METOOJIOTIUHUX Ta METOUIHUX
3acajl Cy4acHOT0 MEHE/DKMEHTY 3HaHb BHecH 3apyOikHi Haykosui B.L. Blanc, J.-L. Bouillon
[1]; C.Matschke, J.Moskaliuk, U. Cress [2]; R. Landry, N. Amara [3]; M. Peter [4]; M.E. Jennex
[5]; C. Borjigen [6]; A. Khedhaouria, A. Jamal [7] Ta iH.
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[IuTaHHS MapKETUHTY 3HaHb JOCIIKYBAIKMCS SK BITYU3HIHUMH, TaK 1 3apyODKHUMHU
BYCHUMH. 3aCa/JIHUYl acleKTH 3aCTOCYBaHHS MApPKETHHIOBHX IHCTPYMEHTIB 1 METOJIB JUIS
KOMepIlianizaiii 3HaHb PO3IJIAAal0Th, B OCHOBHOMY, 3apyOixHi JocCiigHuKu, 30kpema; Albert
Simard [8], Bill Bishop [9], Don Tapscott, Anthony D. Williams [10], [11], Thomas A. Stewart
[12]. Cepen iHmIOro BOHHM PO3MIISAAIOTh IHCTPYMEHTH i METOIH IHTEPHET-MAPKCTUHTY 3HAHb
[8-10].

VY psaai myGmikamii yKpaiHChKHX 1 POCIHCHKHX aBTOPIB, 30kpeMa: ['ommnobina H.JI. [13],
Marsiiea M.S. [14], Cep6unoscekoro b.1O. [15], Skmuua A.C. [16], Imsmenko C.M.,
[unyninoi 1O.C., Immsmenko H.C. [17] ta iH. po3misHyTa NEpeBaXHO NPOoOIEeMaTHKA
MapKETUHTY OCBITHIX MOCJIYT 1 MPAKTUYHO HE PO3TIISLAAI0THCS 1HIII TaTy3i 3HAHb.

[HCTpYMEHTH 1 METOIU IHTEPHET-MapKETHHTY CHCTEMAaTH30BaHi y poborax aBropa [18,
19]. 3arasbHi acmeKTH 3aCTOCYBAaHHS IHTEPHET-TEXHOJIOTH (UU(PPOBUX TEXHOJOrIH) Ta
IHCTPYMEHTIB y MApKETHHTY JOCTiKyBanuch y npansx B./I. baiikosa [20], K. Bepraiima [21],
LJI. JlutoBuenko ta B.I1. [Tunumuyka [22], H.C. Lusmenko [23], I'.B. Mo3rogoi [24],

10.C. [unynixoi [25], Oxnanaepa M.A. [26, 27] Too.

Bupinennsi HeBHUpilIeHMX paHille YacTHH 3arajibHOI Mpo0jeMH, KOTPHM
NPUCBAYYETHCS O3HA4YeHa cTAaTTA. BuknaseHne BuIE CBIIYMTH, [0 HE3BAXAIOUM HA
JOCTaTHbO TJMOOKE OMNpalfoBaHHA MPOOJIEM YIPaBIiHHA 3HAHHAMH HEJIOCTaTHBO
JOCITIJUKEHUMH  3aJIUMIIMWINACA THUTaHHS, SKI CTOCYIOTbCS BHUKOPUCTAHHS MOMKJIMBOCTEH
iH(pOpMaIiifHO-KOMYHIKAIlIHHUX TEXHOJOTIH I YHpaBIiHHA HpOIecaMu TMPOAYKYBaHHS 1
HOLIMPEHHs] 3HaHb HAayKOBO-OCBITHIX YCTaHOB. 30KpeMa, MUTAHHS aHaji3y KOMYHIKalliiHOi
e(EeKTUBHOCTI TEXHOJIOTIH 1 IHCTPYMEHTIB iIHTEpHET-MapKETUHTY I PHHKOBO-OPi€HTOBAHOTO
YIpaBIliHHA X HAYKOBMMH 3HaHHSMH SIK 3 MO3MLIA BU3HAUEHHS HANPsAMIB iX MPOTyKyBaHHS,
TaK i 3 IO3MIIIH TX TOBEIEHHS /10 MIJIbOBHUX CIIOKHBAYIB. IX BUPIIICHHS JO3BOJUTH ONIEPATUBHO
BHOCUTH KOPEKTHBM 10 TEMAaTHKH HAyKOBUX JOCHIIKEHb, CIIOCOOIB iX BUKOPUCTaHHS Ta
KOMepIiasizaiii.

@opmy.II0BaHHSA LiJell cTaTTi (MOCTaHOBKA 3aBJaHHMA). METOIO JOCHIKEHHS €
aHaJli3 KOMYHIKaTHUBHOI €(EeKTUBHOCTI BHUKOPUCTAaHHS CalTy HAyKOBOIO JKypHaly fK
IHCTPYMEHTY MapKeTHHI'Y 3HaHb 3 MO3MILINA: OKpecleHHs 1 OOIpYHTYBaHHS MEPCIEKTUBHUX
HanpsIMiB MPOAYKYBAaHHS aKTyaJlbHUX 3HaHb y 0oOpaHiil mpeaMeTHI raiysi; onepaTuBHOIO
NOLIMPEHHsS] HOBUX HAyKOBHMX (HAyKOBO-NIPUKJIAJHMX) 3HAHb 1 JIOBEAEHHS iX 10 LITbOBUX
ayJIuTOpIN.

Bukiag oOCHOBHOIO marepiajgy [IOCIHIIXKEHH 3 IOBHMM OOIPYHTYBAaHHSIM
OTPUMAHMX HAYKOBHUX pe3yjbTaTiB. J[OCIiIPKeHHS TPOBOIMINCS UIsI CalTy HAyKOBOTO
KypHainy «MapKeTHHT 1 MEHEPKMEHT 1HHOBaIlii», 1110 BUAAETHCS Kadeaporo MapKeTHHTyY Ta
yIOpaBiHHSA 1HHOBaliiHOT nisnbHOCTI (MapketuHry Ta YIJ[) Cymcbkoro nep:kaBHOTO
yHiBepcutery (Cym/lY). Bonu BukoHaHi 3a nomomororo iHCTpyMeHTiB Google Analitics i
oxorutorTh Tiepion 3 30.06.2014 p. mo 30.06.2017 p. Taka nepioauzariisi 0OpaHa BUXOIYH 3
Toro, 1o npubiau3Ho y cepeauHi 2016 p. cepex BiABiyBauiB caliTy HaOyna MOIIMPEHHS
iHdopmalis, o Bcl HoMepu kypHany 3a 2015 p. mpoingekcoBano y Web of Science.
BinnoBigHO, MOXHA IPOCIIAKYBATH, K 11€ BIUIMHYJIO HA KOMYHIKaTUBHY €(DEKTUBHICTh CalTy
KypHATY.

AHai3 NpoBOAMBCS Y BiMOBITHOCTI 10 aJITOPUTMY, KM ITOJJaHO Ha pHcC. 1.

3aranpHi XapaKTepUCTUKHU BIJIBIIYBAaHOCTI CalTy mojaHi y Tabm. 1. AHai3 CBIIYUTH
Opo TMOCTIHHE 3pOCTaHHS MOKAa3HHUKIB BIABIIYBAHOCTI, IO XapaKTepU3ye 3POCTAHHS
MOMYJISIPHOCTI JKypHAaITY.

3MeHIIIeHHS 32 aHaJII30BaHUM MEPioJl YaCTKU HOBUX BiABiAYBaHb 3 65,12% mo 57,66%
CBITYUTH TIPO (POPMYBAHHS «CBOEI» ayAMTOPIi B1IBITyBayiB.

C.M. Innawenxo. CallT HaAyKOBOTO )KypHAITy SIK IHCTPYMEHT [HTepHET-MapKeTHHTY 3HaHb 7
HAYKOBO-OCBITHIX YCTaHOB
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AHani3 TUHaMIKH BiJJBIlyBaHOCTI CalTy XypHaIy

)

AHai3 IMHaMIK{ BiABITyBaHb MPEICTaBHUKAMHU Pi3HUX KpaiH

}

AHai3 mpucTpoiB, 3 IKUX 3aXO0ATh BiJ[BiAyBaui HA CAalT

)

AHati3 TUHaMIKH IepeXO0/IiB Ha CalT 32 OCHOBHIMH KaHAJIAMH, Y
T.4. y pO3pi3i COIaIBHUX MEPEK

}

AHani3 TMHaMiK{ MOBHOI CTPYKTYpH cTaTel

}

AHai3 JUHaMIKH CKJIaJy aBTOPIB cTaTel y po3pisi kpaid

}

AHai3 TeMaTHYHOT CIIPSIMOBAHOCTI MyOTiKaIlii )KypHAITY

}

AHaIti3 CTpYKTYpH aBTOPIB cTaTe 3a piBHEM IX HAYKOBOL
KBaJiQikarii

)

AHaiti3 KOMyHIKaTUBHOI €()eKTHBHOCTI OJITUKHA MPOCYBaHHS
KypHAITy B iHTEpHET

Iactpymentn Google
Analitics

[MinpaxyHku aBTOpa 3a
Marepianamu cauTy

AHai3 MDKHapOIHHX 0a3
IHIEKCYBaHHS, HAIBHOCTI
KYpHAIY B 3apyOiKHAX
CJICKTPOHHMX 0i0i0TeKaX
TOLIO

Pucynok 1 — Anroput™ npoBeeHHS TOCTIHKEHHS

Tabnuis 1 — [Toka3HUKY TMHAMIKH BiJIBiIyBaHOCTI CaliTy

[TokazHUKH
Iepion KimpkicTh KinmpkicTb [epermsaan CropiHoK 32 TpuBamicts
CeaHcCiB BiJ[BIlyBayiB CTOPIHOK ceaHc ceaHcy
30.06.14-29.06.15 21147 14020 55276 2,61 2 xB. 24 c.
30.06.15-29.06.16 25995 17288 69840 2,69 2 xs. 31 c.
30.06.16-29.06.17 30869 18049 94483 3,06 2 xB. 58 c.

VY Ttabn. 2 nomaHo naHi mpo KpaiHM BiABiAyBauiB caity (10 KpaiH OCHOBHHX
BiJIBiTyBauiB). SIK CBITYUTH aHaIi3 Ta0. 2, 32 TPU POKH BIAOYIHCS IEBHI 3MIHU Y JECATII KpaiH
BiJIBITyBauiB caiiTy: 3amicTh Pocii, ®PH 1 binopyci o nei BBiiinuum Ipan, Yexis 1 Hinepnanau;
3MEHIIMJIAch BIIHOCHA YacTKa Bi/IBilyBauiB 3 YKpaiHu; cTaOl1i3yBajgach yacTKa BiBilyBauiB
3 CIIA, Ascrpanii, BenukoOpuranii 1 Kanagu. Lle cBiguuTh npo mocrynose ¢hopMyBaHHS
IbOBOT ayUTOPIi BiIBiyBayiB (BITYM3HIHUX 1 3apyO1KHUX).

AHaui3 rajkeTiB, 3 SKUX 3aXOJATh BiABIAYyBayl, CBITYUTH MPO 3POCTAHHS 3a TPU POKHU
qacTKu cMapTdoHiB — 110 9,7%, npy 3MEHILIEHH] YaCTKU KOMIT 10TepiB — 10 88,8% 1 mpakTHuHO

He3MIHHIHM JacTmi mranmeTis — 1,5%.
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Tabmuus 2 — Kpainu BizBinyBadiB caifTy, % ceaHCIB

[Tepion
30.06.14-29.06.15 30.06.15-29.06.16 30.06.16-29.06.17
Kpaina Yacrka Kpaina Yacrka Kpaina Yacrtka
VYkpaina 63,8 VYkpaina 50,49 VYkpaina 56,39
Pocis 8,17 Ipan 8,36 BennkoOpuTanis 7,33
BenukoOpuTtanis 5,46 BennkoOpuTanis 7,63 Ipan 6,21
ABcTpaiis 3,93 CHIA 5,55 CHIA 5,79
CIIA 3,76 ABcTtpais 4,97 ABcrpaiis 4,86
Ionpima 1,31 Pocis 3,87 Kanana 1,17
Tanis 1,02 TTonpma 1,71 Yexis 1,10
®PH 0,72 Kananma 1,19 Iunis 1,04
Kanana 0,64 [Hais 0,99 [Monbua 1,00
binopych 0,61 Hinepnanau 0,94 Hinepnanau 0,87

OcHOBHI KaHQJIM TIepexoay Ha calT monadi y Ttabm. 3. Jlani Tabn. 3 moka3yroTh
3MEHIICHHS YaCTKH TEePEeXOdiB 3a Ha3BOIO JKypHay, 3pOCTAHHS YacTKU aJPECHOTO IMOLIYKY
NoTPiOHUX KOPUCTYBA4YaM PO3ILIIB XKYypHATY, a TAKOXK MEPEXO/IiB 3 COLIATBHUX MEPEK.

Tabmuis 3 — YacTku mepexoiB Ha CallT 32 OCHOBHUMU KaHAIaMH, % CCaHCIB

Kanamm [lepiomn
30.06.14-29.06.15 30.06.15-29.06.16 30.06.16-29.06.17
Organic search 51,30 40,13 39,34
Referral 31,95 36,95 33,62
Direct 15,53 20,40 24,41
Social 1,22 2,52 2,55

[Ipore yacTka cowiabHUX MEPEX € Jy)Ke HE3HA4yHO, 1€ CBIUUTH NpO ciadke
NPeJICTaBJICHHS KypHAITy B HUX. BHECOK KOHKPETHUX COIIalIbHUX MEPEXK Y 3arajibHy KUIbKICTh
nepexoAiB nojaaHo y tabdiu. 4. 3 tabia. 4 BUIHO, 1110 MTPOBIHY POJIb BiJIrpae coliajgbHa Mepexa

Facebook.

Tabmuist 4 — YacTku repexo/liB Ha CalT KypHay 3a BUJAMU COIiaIbHUX MEpex, %o CeaHCIB

[epionn
30.06.14-29.06.15 30.06.15-29.06.16 30.06.16-29.06.17
Facebook -62,26 Facebook -77,71 Facebook - 86,04

VKontakte -37,74

VKontakte -21,98

VKontakte -12,94

Facebook Apps — 0,31

WordPress - 0,89

Linkedin  -0,13

[Momanpmuii aHamiz JaB 3MOTY OLIHUTH MOBHY
IIPEJICTaBJICHHS aBTOPIB cTaTel y po3pi3i KpaiH iX MpoKUBaHHSL.

Hwxuye Ha puc. 2 momaHo AMHaMIKy 3MIHM MOBH ONYOJIKOBaHMX cTaTed B
aHaJII30BaHOMY Iepiofi. 3 pHUC. 2 BUXOAWTH, IO OUIBIIY YaCTHHY CTaTed OITyOJIIKOBAaHO
YKpaiHChKOI0 MOBOIO, NMPOTE HAMIYAEThCS TEHICHISI 10 3pOCTAHHS YAacTKU AHTJIIOMOBHHUX
crareii. Y mepmomy mepioai (30.06.14 p. — 29.06.15 p.) HaiiOinbIIa 4acTKa aHTIIOMOBHHUX
cTaTel MOSICHIOETHCS THM, 1110 PEAAKIIHHOIO KOJIETi€ro Oylio MPUHHATO pillleHHs OImyOJIiKyBaTh
y 4eTBepTOMY HOMEpi KypHany 3a 2014 p. BUKIIOYHO aHTJIIOMOBHI cTarTi. [Ipore mpakTuka
3acBiUMiIA, 110 BHACIIZAOK CJIAOKOrO 3HAHHS YKPAaiHCBKUMHU YMTAa4aMM aHTJIIHCHKOT MOBH

HOJITUKY CalTy, a TaKoxX

C.M. Innawenxo. CallT HaAyKOBOTO )KypHAITy SIK IHCTPYMEHT [HTepHET-MapKeTHHTY 3HaHb 9

HAYKOBO-OCBITHIX YCTaHOB
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AHTJIOMOBHI CTaTTI MEHIIOK MIpOI0 HHUMH YHTAOTHCSA 1 MHUTYIOTHCS. Y MOJAIBIIOMY OYJI0
OPUKAHATO pilleHHA (BOHO 3HAaXOAMTHCA Yy CTafil BHUKOHAHHS) MJyONIOBaTH Ha CalTi
AHTIMCHKOI0 OPUTIHAIBHI CTATTI, IO HAMKWCAHI YKPAiHCHKOI YH POCIMCHKOIO MOBOIO. Y
JPYKOBaHI{ Bepcii )KypHaIy BOHU MOAAIOTHCS MOBOIO OpUTIHATY.

30.06.16-29.06.17 45,3

B YkpaiHCcbKa
B Pocilicbka

g AHTITIHCBKA

so0s 1420005 [ ECEIIE

0% 20% 40% 60% 80% 100%

Pucynok 2 — Yactku MOBH onyOJIiKOBaHHMX CTaTel y mepiogax, %

AHami3 ckjamy aBTOpiB cTaTeid y po3pi3i KpaiH IMoOKa3ye, IO BIiH MOCTIHHO
PO3LIUPIOETHCS:

- y nepion 3 30.06.2014 p. mo 9.06.2015 p. aBTOpaMu OCHOBHOI Macu cTaTei Oymnu
yKpaiHChKi HayKoBIi (83 cTarTi), nuiie y 4 cTaTTax aBTopamu (CIiBaBTOpaMu) OyJIM HayKOBII
3 [Tombmi;

- y nepion 3 30.06.2015 p. 10 9.06.2016 p. aBTopamu (criiBaBTOpaMu) crareit 0ynu
npeACTaBHUKH Takux KpaiH: Icmanii, Jlatsii, [Tanectunu, Pocii, CILIA, ®PH — no 1 crarTi,
Ipnannii, Jluteu — no 2, Yexii — 4, [lonbuii — 6, Ipany — 7, Ykpainu — 76;

— y mepiog 3 30.06.2016 p. mo 9.06.2017 p. aBTOpHM Ta CHiBaBTOpH CTaTeu
penpe3eHTyBaJM Taki Kpainu: €runer, Itanito, Kasaxcran, JltokcemOypr, Pocito, PymyHniro,
Typeuuuny, Yropmuny —no 1 crarri, BenukoOpuranito, CnoBayunny, @paniito — o 2 crarri,
JIutBy, [Tonpmy — no 3 crarrti, Uexito — 6, Ipany — 7, Ykpainy — 44.

AHaJi3 HaloOBHIOBAHOCTI PO3/UIIB XKypHaJly HaJlaB MOXJIUBICTb BUSBUTH MPIOPUTETHI
HAMpsIMKM  JTOCNTI/DKEHb #Woro aBropiB (Tabna. 5). Buxomsum 3 manux Tabm. 5, 3a
HAIlOBHIOBAHICTIO CTATTAMU PO3/UIH KYpHATy MOKHA NMPOPAHKYyBaTH (y MOPSJIKY CIIaJaHH)
TaKUM YHHOM:

— npo0JsieMu yrpaBiIiHHS IHHOBALIMHUM PO3BUTKOM;

- 1HHOBAIlIi B MAPKETHHTY;

— 1IHHOBAIL[IMHUHA MEHEIKMEHT;

- €KOJIOTIYHUN MEHEPKMEHT Ta MAPKETHHT;

— MapKETHUHT 1HHOBAIIIN.

Crin 3a3Ha4MTH, 110 TaKe CHIBBIJHOIICHHS XapaKTepHe JUId CTaTed K BITUYM3HSIHHX,
Tak 1 3apyODKHUX aBTOpiB. MoxXHa 3pOOMTH NPUNYLICHHS NP0 AHAJOTIYHUI pPO3MOJLT
AKTyaJIbHOCT1 HAMpPSIMKIB JIOCHITKEHb BIAMOBITHO 10 TEMaTUKHU >KypHaly. 3arajiom, 10
penaxiiitHoi Koserii HaaXxoasTh CTaTTi, TEMaTHUKa SKUX IIUPIIE MPEJCTaBiIeHOi y Tabm. 5.
[IpoTe BOHM BIAXMISIOTHCS PENAKII€I0 Yepe3 HEBIAMOBITHICTh TEMATUYHIH CHPSIMOBAHOCTI

JKypHaiy.
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Tabnuns 5 — TemaTnyHa HaOBHIOBAHICTh XKYypHAIY, % craTeit

Poszainu xxypHamy Ilepiomm
30.06.14-29.06.15 30.06.15-29.06.16 30.06.16-29.06.17

MapKeTHHT iHHOBAIIii 10,3 9,5 7,7
IHHOBAIIT B MApKETHHTY 23,0 30,9 28,2
TuHOBaLIHUI 218 191 231
MEHEKMEHT
[TpoGnemu ynpaBiiHHSL
IHHOBAI[IHHUM 28,7 28,6 29,1
PO3BUTKOM
Exonoriunuii
MEHEHKMEHT Ta 16,2 11,9 11,9
MapKETHHT

Jlist OKpeciieHHsl LiJIbOBOi ayIUTOPii aBTOPiB OYJI0 MPOBEJEHO aHaNI3 IX CTPYKTYpH: 3a
HasIBHICTIO HAYKOBOTO CTYICHSI — JOKTOP HaykK, Kanauaar Hayk (PhD), daxiBeus 0e3 cTymneHs,
CTYZAEHT (pHcC. 3); 3a IPUHAJISKHICTIO 10 HAYKOBO-OCBITHIX YM 1HIINUX YCTAHOB.

SIx BUAHO 3 pHC. 3, TOCTIIHO 3pOCTa€ YacTKa aBTOPIB 3 HAYKOBUMH CTYIICHSMH, MIPH
[[bOMY YacTKa JOKTOPIB HayK 3MEHIIYEThCS 1 3pocTae yactka kanauzaatie Hayk (PhD).
3MEHIIY€eThCS YacTKa acIipaHTIB 1 CTYJACHTIB, a TAKOX JICHIO 3pOCTa€ YacTKa BUKJIAJadiB Ta
HAYKOBI[IB 0e3 cTyneHs. Bee 1ie cBiJ4uTh Npo 3pOCTaroyi BUMOTH /10 SKOCT1 MaTepialy cTaTew.
HesnauHoro € yacTka aBTOpiB 3 BUpOOHNUO] 1 6i3HECOBOT cepu.

B JloxTop HayK

30.06.16-29.06.17
B Kanaujar HayK

(PhD)

¥ Buknagau
(mayxoBeIrp) 6e3
CTYICHS

B AcmipaHT (3100yBay)

30.06.15-29.06.16

30.06.14-29.06.15 H Crynent

M THmni
0% 20% 40% 60% 80% 100%

PucyHok 3 — 3MiHU CTPYKTYpH aBTOPIB KypHATY, %

ITpo 3poctanHs iHTEpeCy 0 KYpHATY CBIIYHTH HOTO MPEICTABICHHS Y EIEKTPOHHUX
610moTekax (mepeBa)XHO YHIBEPCUTETCHKUX) O0araThoX KpaiH cBITY (Tabi. 6).

BxitoueHHs KypHaly [0 3a3Hau€HHX eJNEKTPOHHHUX O0i0Ji0TeK BHUKOHAHO HUMH
CaMOCTIWHO NUISIXOM HaJaHHS Ha iX calTax TimeprocuiaHHsA Ha calT xypHary. Lle cBiauuTh
K TpO TOMITHICTh CaiiTy >KypHaly B IHTEPHET-IPOCTOPi, TaK 1 MpO 3alliKaBJIEHICTh HOro
KOHTEHTOM.

C.M. Innawenxo. CallT HaAyKOBOTO )KypHAITy SIK IHCTPYMEHT [HTepHET-MapKeTHHTY 3HaHb 11
HayKOBO-OCBITHIX YCTaHOB
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Tabmuist 6 — 3apyOikHi 010T10TEKH, Y AKUX MPEJACTaBICHA SIEKTPOHHA BEPCIs KypHATY
«MapKeTHHT 1 MCHE/DKMEHT 1HHOBaIlii» [28]

biGmioreka Kpaina Bibmiorexa Kpaina
The Oregon Health & Science University Max Planck Institute Magdeburg
(OHSU) Library Universitat zu Hiveqamma
Koln Universitats- und
Stadthibliothek Koln
Monterey Bay Library, California State Biblioteka Uniwersytecka we
. ! . ITonbma
University Wroclawiu
University of Washington Libraries Birmingham Public Library
University of Utah Libraries CIIA | University of Brighton Library
Stanford University Libraries The Library Lancaster .
; . BenukoOpuTanis
University
Falvey Memorial Library, Villanova University of Westminster
University Library and IT
IUCAT (Indiana University's online Social Services Knowledge .
. [oTnanais
library catalog) Scotland
The University of Chicago Library Université Paris Diderot DpaHnirist
Toronto Public Library Zurich Open Repository and
Archive, University of Zurich Iseituapis
University of Toronto Libraries Biblioteca universitaria di tap
Lugano
University of New Brunswick Libraries Western Theological Seminary Hi
Saint John and Fredericton viepatm
Laurentian University J.N. Desmarais Universiteitsbibliotheek Gent .
. Kanana Benbrisa
Library
Emily Carr University of Art + Design Tallinn University of .
. Ecronis
Library Technology
York University Libraries Petra Christian University .
. Innonesia
Journal Directory
University of Saskatchewan Library State Library of New South
Wales, Sydney ABCTDALIS
WILBERT (Wildauer Biicher+E-Medien The University of South pat
Recherche-Tool), Brandenburg Australia Library
Elektronische Zeitschriftenbibliothek Biblioteca Electronica de ADreHTHHA
Universitits Regensburg Ciencia y Tecnologia P
JUSER Biblioteca Universia Recursos .
. Konym6ist
Aprendizaje
WZB Berlin Social Science Center Kyung Hee University Central .
: [TiBnenna Kopes
Library
Staats- und Universitétsbibliothek Docs-Library.com — Free Bbpuranchki
Fachbibliotheken Bibliothekssystem Hiveqauna Documents Search Engine BipriHceki ocTpoBH;
Universitdt Hamburg Open Access Library (OAL.ib) Kurait
German National Library of Medicine The University of Hong Kong
. . I'onkoHT
Libraries
Universitits bibliothek Leipzig Institute of European and
American Studies, Academia TaiiBanb
Sinica, Electronic Journals
EconBiz (German National Library of
Economics — Leibniz Information Centre
for Economics (ZBW); the University and
City Library of Cologne)

Jlig mpocyBaHHS JKypHaly B IHTEPHET HOTr0 BHECEHO /0 Py MIDKHApOJHUX 0a3
pedepyBanns 1 iHAeKcyBaHHs, 30kpema: Directory of Open Access Journals, Index Copernicus
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Journals Master List, Google Axanemis, Scientific Indexing Services, CiteFactor, PIHI]
(eLIBRARY.RU), Journal Index, SHERPA/RoOMEO, WorldCat, Science Impact Factor,
EconBiz, Academic Journals Database, Global Impact Factor, Emerging Sources Citation Index
(Web of Science).

3a maHuMu nomyispHoi 6as3u iHaekcyBanHs Google Akamemis cranom Ha 25.06.2017 p.
3arajibHa KUIBKICTh IIMTYyBaHb HOro craredl craHoButTh 2250, h-ingekc nopiBHioe 18, a 10-
iHgekc — 62. /luHamika IMTyBaHb 3a POKAMU BUAAHHS KypHalny (BUXOAMUTH 4 pazu Ha piK)
nojgaHa Ha puc. 4. 3 HONEPeIHHOr0 JOCBIAY BiIOMO, IO LUTYBAaHHS CTaTeH, sKi BUAAHI 3a
OCTaHHI 2 pOKH, y MOBHOMY 00csi31 Oyne BimoOpakeHo BiAmoBinHO udepe3 1 i 2 poku. Lle
MIOB’S13aHO 3 3aTPUMKOIO PO3MIILIIEHHS Ha €JIEKTPOHHUX PECypCax CTaTei, sIKi HUTYIOTh KypHall
«MapKeTUHT 1 MEHEPKMEHT 1HHOBallii» B IHIIUX KypHAIaX 4d KHUTaX.

600

500
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200
100
. m AR nEENR

2010 2011 2012 2013 2014 2015 2016 2017

Pucynok 4 — llutyBanHs crareil )xypHainy 3a ganumu Google Axanemis

Buknaznene BuIe MiITBEp/HKYE 3pOCTAHHS TOMYJSIPHOCTI JKypHAITy W HaOyTTS HUM
IIEBHOTO aBTOPUTETY Cepes HAayKOBIB pi3HMX KpaiH. Hemarnowo Miporo Iie CHpUYMHEHO
BKITIOYCHHSIM JI0 CKJIQJy PENakliiHOi KoJierii aBTOPUTETHUX 3apyODKHHX HAYKOBIIB Ta
1HJEKCYBaHHSM KypHally y MibkHapoaHii 6a3i Web of Science. Oxpim Toro, nipomy cnpusie i
JIOCHUTH KOPCTKA peJaKilifHa MOJITHKA: TMepeBipka Ha IUiariat, CTarTi, M0 i1 He MPONIIIH,
noBepratoTbes aBTopam (10-20%); «cmine» mojBiliHe peleH3yBaHH:, SKe 3 MepIIoi cnpodu
npoxoauTh He Outbie 10% crareil; JOTpUMaHHS PaBUJI HAYKOBOI €TUKH.

HasiBHicTh caiiTy xypHany B iHTepHeT [28] cripusie mommpeHHIO 3HaHb PO HAYKOBI
JOCITIIKEHHST CIiBpOOITHUKIB KadeapH, sika Woro Buaae (auB. caiit kadeapu [29]), a Takox
npo kadeapy 3aranom. IMiJk xKypHaTy NpHUBaOIIlO€ HAYKOBIIB 3 YKpaiHU Ta IHIIUX KpaiH, sKi
OakaroTh OMyOJIIKyBaTH CBO1 poOOTH B JKypHaUIi, 110 iHIeKCcyeThes y Web of Science. KinbkicTh
cTaTel, 0 NOJar0Thes J0 MyOJTiKallii HOCTIIHO 3pocTae.

OxkpiM TOrO, HASBHICTh MO TiKaIii CTiBpoOITHUKIB Kadeapu y )KypHam «MapKeTHHT i
MEHE/PKMEHT 1HHOBAIii» € OgHUM 3 (HaKTOpIB, IO CIPHUSIOTH OTPUMAHHIO OOHKETHOTO
(diHaHCYBaHHs HayKOBOi TeMmaTtwku. 3okpema y 2017 p. croiBpoOiTHUKaMHu Kadeapu
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MapkeTuHry Ta YIJI BUKoHYrOTBhCS 2 HepkOr0KeTHI TeMH, a Takox 2 ['pantu IlpesuaeHra
Ykpainu st MOJIOIWX HAyKOBIB. HasBHICTE NUIIIe IPYKOBAHOT BEpCii )KypHATY HE I03BOJIHIIA
0 JOCATTH IBOTO, OCKIIBKH 1€ 0OMEXye MOXKJIMBOCTI TPOCYBaHHS, 0COOJIMBO Ha 3apyOiKHI
HAYKOBO-OCBITHI PUHKH.

BuCHOBKH i NepcneKTUBU NMOJAJbIINX JOCTIIKeHb 32 JTaHUM HATIPSIMOM.

1. KomyHikaTiBHa €()eKTUBHICT CAlT XKypHATY XapaKTePHU3YETHCS MO3UTHBHOIO
JTUHAMIKOIO, IO MIATBEPHKYETHCS: 3POCTaHHSIM MOKA3HHUKIB BIABITyBAaHOCTI SIK y KiJIbKICHOMY
BUMIpI (KUTBKICTh CEaHCIB 1 KUTBKICTh Bi/IB1lyBayiB, KUIbKICTh MEPETIISIHYTHX CTOPIHOK B3araii
132 OIMH CeaHC, TPUBAIICTh CEAHCY TOIIO), TAaK 1 B Po3pi3i reorpadii BiaBiMyBayiB, 0 BECh
Yac pO3MIMPIOETHCSI. BOHA CBIMYMTH MPO 3pOCTaHHS IHTEPECY YMTAYIB 1 aBTOPIB J0 )KypHAIY 1
oro koHTeHTy. [lo3UTHMBHUM € Te, IO IIKABICTh MPOSIBJISAIOTH BIABIAYyBadl 3 KpaiH 3
PO3BHHEHOIO HAYKOIO, y SIKUX 1i MPUAUISETHCS BeIUKa yBara. PazoM 3 TUM, CIiJl BiIMITUTH
HEJOCTaTHIO YBary pelakiiifHOi KOJIETil 10 COIlialbHUX MEPEXK, Y AKUX KypHaJl IPEJICTaBICHO
SIBHO HEZIOCTATHBO.

2. MoBHa TMONITHKA JKypHaJTy BIJIHOCHO MaTrepialmiB cTaTeil € JA0CTaTHbO
30aancoBaHo0. bisbIlie MOJOBUHY CTaTel MyOIiKY€EThCS IePKaBHOIO MOBOIO, HAOIMKAETHCS
JI0 IOTO TIOKA3HHWKA 1 YacTKa CTaTed aHTJIIMChKOIO MOBOIO, IO BIJANOBIZAE SK JEprKaBHIN
MOBHIH MOJIITHI[, TAK 1 CBITOBUM TEHJCHINAM. 3 METOIO 3a0e3IeueHHs [IUTOBAHOCTI CTaTei
BITYM3HAHUMHU 1 3apyODKHHMH HAYKOBLSMU NPUUHATO pIMIEHHS Mpo AyOJIFOBaHHS
€JIEKTPOHHUX BEPCii CTaTeH, sKi MOAAHO YKPATHCHKOIO Y POCIHCHKOI MOBaMH, aHTIIHCHKOIO
MOBOI0. HasiBHa mpakTHka miATBEpHKY€E TOIUIBHICTD OTO.

3. [TocriitHO po3mmproeThest Teorpadist aBTOpiB CTaTel KypHaIly, YacTKa CTaTei
1HO3EMHHUX aBTOPIB TMOCTIMHO 3pOCTa€, XO04a OCHOBY CTaHOBIATH CTAaTTI YKPaiHCHKUX
HayKOBIIB. [103UTHBHUM € Te, 0 y KypHAJi NOYaly PEryJsIpHO IMyOJIiKyBaTH CBOI CTAaTTI HE
JIUIIIE €BPONEICHhKI HAYKOBII1, ajie i MpeACTaBHUKH a31iChbKUX KpaiH, 30kpema, Ipany. Ha xanb,
nyOmikarii aBTopiB 3 AQpuku Ta AMEpPUKH JIHIIIE MOOJUHOKI, a HAYKOBIII 3 ABCTparii B3araii
HE TIpeJCTaBlieHl. Xo4a eJIEeKTPOHHI Bepcil HOMEpIB JKypHAIy IpPEICTaBJICHI y 0i0mioTerax
KpaiH UX KOHTHHEHTIB. OueBHIHO, CIiA IIECTIPIMOBAHO MPAIfOBATH HaJ 3aTyd4eHHIM
HAYKOBIIIB 3 I[UX PET1OHIB CBITY.

4. OO0pana pefakiiifHOIO KOJIET1€l0 TeMaTHYHa CIPSMOBAHICTh PO3/ILUTIB KypHAITY
€ JIOCTaTHhO aJICKBATHOIO 3 TMO3MIIA TEMAaTUKH CTaTed, 10 MOJAIThCSA M0 TyOmikarii. 3a
HATIOBHIOBAHICTIO CTaTe¥ TP po3aiiu (IHHOBAIlil B MAPKETHHTY, IHHOBAI[IHHUN MEHEIKMEHT,
npo0iieMy YIpaBlliHHA 1HHOBALIMHUM PO3BUTKOM) € MPAaKTUYHO PIBHOLIHHUMH. 3a UM
MOKA3HUKOM iM MOCTYMAIOThCA PO3ALIN: MAPKETUHT 1HHOBAIlIN, EKOJIOTTYHUN MEHEI)KMEHT Ta
MapKeTHHI. 3 IbOTO MOXKHAa 3pOOUTH BHCHOBOK IPO MOMYJSPHICTh HampsMiB HAyKOBHUX
JTOCTIPKeHb Y PYCil TeMaTHuyHOi CHpsSMOBaHOCTI >kypHamy. lLle mo3Bossie ckopuryBatu
BIJIMOB1THUM YHHOM HaIPSIMKH JIOCIIIKEHb aBTOPIB Ta YUTAYIB )KypHAITY.

5. CtpyKTypa aBTOpIB cTaTeil )KypHAIy CBITYUTh, IO OCHOBHY YACTKY CKJIaJal0Th
aBTOpY HAWBHIIOTO PiBHS HAyKOBOI KBauiQikarii - mokropu i kanauaata Hayk (PhD). Ile
MOSICHIOEThCS: HOpMAaTUBHUMH BuMoraMu MOH Vkpainu 10 mpeTeHIeHTIB Ha 3100yTTs
BUEHOTO 3BaHHS mpodecopa uu Jo1eHTa; OakaHHIM HaOpaTH «3aiKoBl Oaim» JUIsl TOJaHHS
3asBOK Ha TPAHTH; BUCOKMMH BHMOTaMH J0 MaTepialy cCTaTel, siKi CKJIaJHO BHUKOHATHU
HAyKOBISIMH HIDKYOTO PIBHS TOIMIO, IO MIATBEPKYE YacCTKa acIipaHTIB Ta CTYACHTIB, sKa
MOCTIHO 3MeHIyeThes. [l0 HEeraTUBHMX MOMEHTIB CIIiji BiTHECTH Mally YacTKy aBTOPIB —
MPAKTUYHUX MPAlliBHUKIB MIANPUEMCTB Ta YCTaHOB. MOXIIMBO, CIiJl BBECTU PO3/LI, IKUK On
BHCBITIIIOBAaB MPAKTHUYHI aCMEKTH iX MiSJIHHOCTI BIAMOBITHO O T€MaTHYHOI CIIPSIMOBAHOCTI
KypHATY.

6. XKypHan € mikaBUM JUIs HAayKOBILIB NPOBITHUX KpaiH cBiTy. Lleit BUCHOBOK
MO>KHa 3pOOUTH 3 TOTO, 110 HOT0 €JIeKTPOHH1 Bepcii MpUCcyTHI B 610110TeKaxX yHIBEPCUTETIB Ta
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Mmict ABctpanii, Aprentunu, benbrii, BemukoOpuranii, Inmonesii, Kanamu, Hinepnannis,
[Tinennoi Kopei, CILIA, ®pannii, ®PH, IIBeinapii Ta iHmmMx KpaiH YOTUPHOX KOHTUHEHTIB.
OO’ €KTUBHICTh TAKOi OI[IHKH MIATBEPIKYETHCS THM, 10 010JIOTEKH caMi BKIIFOUHIIN JKYPHAIT
«MapKeTUHT 1 MEHEPKMEHT 1HHOBAIIi» JI0 CBOIX €JIEKTPOHHHUX PECYPCIB.

7. [Ipo BHCOKY OITIHKY 3MICTy CTaTeil )ypHajiy 1 iX TEMaTHYHOI CIPSIMOBAHOCTI
CBIAYUTH Te€, IO HOT0 OyJIO BKIIOYEHO A0 OJHI€l 3 0a3 MOJIOAMX Ta TAKUX, IO JTUHAMIYHO
PO3BHMBAIOTHCS, XKypHaIiB cBiTy - Emerging Sources Citation Index, sika e ckimagosoro Web of
Science. [Ipu4omy BKJIFOUEHO 3a iHIIIaTHBOIO (axiBiliB 1iei 6azu. Okpim Toro, 3 2015 p. crarti
KypHaIy modaid iHgekcyBarucs Oesmocepenuabo y Web of Science. Ile crpusie piskomy
3pOCTaHHIO IHTEPECY IO CAMOTO KYpHAITY 1 301IbIIIYE HAIXO/HKCHHS cTaTel s myomikartii. 3
METOIO MIATPUMaHHS BUCOKOT IKOCTI CTaTeH Ta IMIJKY KYpHATy peAaKIiHHOI0 KOJIETIE 0YI10
NPUKRHATO PILICHHS PO 301IbIIEHHS )KOPCTKOCTI €KCIIEPTU3H Ta BiIOOPY cTaTel.

8. Sk cBimUMTH HAsABHUI JOCBiA, myOmikamii cTaTed y skypHaimi «MapKeTuHr i
MEHE/DKMEHT 1HHOBAI[I» € BAXKIMBUM (HaKTOpPOM, IIO CIPHSE OTPUMAHHIO IX aBTOpPAMH
MDKHAPOJHUX 1 HAllIOHAIBHUX HaYKOBHUX [ 'paHTiB, MiIBUILIEHHIO HAYKOBOTO aBTOPUTETY CAMUX
aBTopiB. lle icTOTHO yckmagHIOE POOOTY pEHAKIIHOI KOJerii, sKka 3MylleHa He JIUIIe
3aiiMatucsi Oe3Mocepe/lHb0 KYypHAIOM, aje ¥ MPOTUIIATH yciMa TOCTYMHUMH CIoco0aMu
crpoOaM BTpy4YaHHS KEPIBHHIITBA Ta IHIIUX 3aIliKaBICHUX 0CI0 y ii MisSIBHICT (TUPEKTHBHO
BHU3HAUaTH, KOTO MYOINIIKyBaTH, a KOTO — Hi; 3BECTH MiSUIBHICTH pEAAKI[iiHOI KoJerii 1o
MIPOCTOTO 3apOOITUAHCTBA TOIIIO), OCKIIBKH iX peai3allis IpuBe/Ie )KypHaJ J0 Kpaxy.

[TinbuBaroun MiACYMKH CIIiJ 3a3HAYMTH, 110 PE3yJIbTATH MPOBEIECHOTO JOCIIIKEHHS
HiATBEPAWIM B LIJIOMY JOCTaTHRO BUCOKHU pPiBEHb KOMYHIKATUBHOI €(EKTHBHOCTI CalTy
HAYKOBOT'O JXypHany «MapKeTHHT 1 MEHEIXKMEHT 1HHOBAIIii1», a TAKOXK 3aX0/iB, 110 iX peanizye
penakuiiiHa Koieris. Pa3om 3 THM BHSBICHO HEIOJIKH, YCYHEHHS SIKUX JIO3BOJIUTH OLIBII
e(eKTUBHO MMPOCYBATH KypHAJl Ha HAllIOHATHbHOMY Ta MIXKHAPOIHUX PUHKAX HAYKOBO-OCBITHIX
noCIyr. AHaji3 MATBEPIUB AKTYAIBHICTh TEMATUYHOI CIIPSIMOBAHOCTI PO3JALIIB JXypHAy i
BIJIMOBIAHO — JOCHIJKEHb aBTOPIB CTAaTel, J03BOJMB CKOPUTYBATH HAMPSMHU AOCITIIKEHb
cniBpoOITHUKIB Kadeapun wmapketuHry Ta YIJ[. Otpumani pe3ynabTaTh MOXYTh OyTH
BUKOPHCTAaHI K METOJAMYHA JIONIOMOTa PEeIaKIIifHUM KOJIETiIM HOBOCTBOPEHHX JKYPHAJIiB.

[lomanpmni  mOCHIKEHHST TOBMHHI OyTH CHpPSIMOBAaHUMHU Ha pPO3pOOJEHHS 1
OOTpYHTYBaHHSI CHCTEMH 3aXOJiB 3 OUIbII aKTUBHOTO MPOCYBaHHS CalT >XypHalIy Ha
3apyOKHUX PUHKAX, Y T.4. 1 3 3aCTOCYBaHHSIM MOMJIMBOCTEH COIIAIbHUX MEPEK.
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The aim of the article is to research the communicative effectiveness of the scientific journal's
website

The results of the analysis of the communicative effectiveness of the website of «Marketing and
Management of Innovationsy scientific journal are presented from the point of view of: attendance
dynamics (number of sessions, visitors, viewed pages in general and their number per session, duration
of the session), structure of visitors and articles’ authors by countries, devices and channels used,
language structure of the articles, the thematic focus of the articles, authors structure based on their
qualification level, etc. The analysis of the communicative effectiveness of the journal website and
activities implemented by the editorial board is carried out. The main shortcomings of communicative
policy are revealed and ways of their elimination are indicated. The analysis confirms the high level of
the communicative effectiveness of the website, as well as the relevance of the thematic focus of the
magazine sections.

The communicative efficiency of the scientific journal's website is characterized by positive
dynamics, which is confirmed by an increase of attendance rates both of quantity of visits and
geographical locations of visitors that is constantly expanding. It speaks of increasing of the interest of
readers and authors in the journal and its content. It is positive that the interest is shown by people from
the countries with advanced science. At the same time, the insufficient attention of editors of the journal
to social networks should be noted. The articles' language policy of the journal is balanced. More than
half of the articles are published in the state language. The share of articles in English is approaching
almost 50% too, which corresponds both to the state language policy and to the world trends. It is
positive that authors from European scholars, Asian countries, in particular, Iran, began to publish
their articles regularly.

The thematic orientation of the sections of the journal, selected by the editorial board, is
adequate from the point of the topics of the articles submitted for publication.

This fact makes us to draw a conclusion about the popularity of the directions of the scientific
researches in the mainstream of the thematic directions of the journal. The main share of the articles is
written by authors with the highest level of scientific qualification — PhD.

This is explained by: the normative requirements of the Ministry of Education and Science of
Ukraine to candidates for the academic rank of professor or docent; the desire to score «pointsy for
applying for grants; high requirements for the articles, that are difficult to implement by low-level
scientists, etc., which is confirmed by the share of postgraduate students and students, which is
constantly decreasing. The journal is interesting for scientists from the leading countries of the world.

The objectivity of such an assessment is confirmed by the fact that the libraries have included
the journal «Marketing and Management of Innovationsy in their electronic resources themselves.

By the initiative of the specialists of the scientific database the journal was included in the one
of the databases of the young and dynamically developing journals of the world — the Emerging Sources
Citation Index, the part of the Web of Science, that says about high valuation of the articles content and
their thematic focus. Besides, the articles of the journal have been indexed directly by the Web of Science
since 2015. This contributes to a sharp increase of interest to the journal and the amount of articles for
publication. With the aim of maintenance of the high quality of articles and the journal's image, the
editors’ board has made a decision about toughening of the expertise and selection of the articles.
Publication in the journal «Marketing and Management of Innovations» is the important factor
contributing to the obtaining of international and national scientific Grants by the authors, enhancing
the scientific credibility of the authors themselves.

Conclusions and direction for further research. The results of the analysis should be used as
a methodical basis by editorial boards of new journals.

Keywords: website, scientific journal, Internet-marketing, scientific and educational
institutions, communicative effectiveness of the website
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3a6i0ysau Kapeopu mapkemuney i KoMepyiuHoi OisiibHOCH
Xapkiscokuil OepoicasHull yHigepcumem Xapyy8aHus ma mopeieii
(m. Xapxis, Ykpaina)

MAPKETHUHI' Y COLIAJIBHUX MEPEXKAX:
CTPATEI'Tl TA IHCTPYMEHTH HA PUHKY B2C

Y emammi pozxpumo meopemuxo-memoouuni 3acaou 30iUCHeHH MAPKeMUH2080i OisIbHOCT
RIONPUEMCING PO30OPIOHOL MOP2IGTL 8 COYIATLHUX Mepedicax Y CmpameivHoMy ma MakmudHoMy po3pisi.
3anpononosano mpakmyseanHs MEPMIHY MAPKEMUHZ V COYIANbHUX Mepedcax;, BU3HAYeHo Micye
cmpameeii SMM y 3azanvhii mapxemuneosit cmpameeii komnatii. /losedeno, wo 60oHa € N02uHUM
NPOOOBIHCEHHAM (DYHKYIOHANLHUX Ccmpamezilii. MApKemuH2y ma Modxce po32isioamucs K eleMeHm
KOMyHiKayiunoi cmpameeii. OKpecleHo emanu NIAHY8AHHS cmpamezii npucymmocmi OpeHoy 6
COYianvbHUX Mepedicax, wo 00360J810Mb  30IUCHUMU  KOMOIHAYII0 [HCMPYMEHmie MAaKmuyHo20
MAPKemuH2y 8 COYianbHUX Mepertcax.

KirouoBi cioBa: MapKeTHHT y COMIalbHUX MepexaX, KOHTEHT-MapKeTHHT, NH(POBHIA
MapKETHHT, €JIEKTPOHHA TOPTIBIIS, OHJIAHH-PUTEWJ, CTparerisi MpUCYTHOCTI OpeHIy B COIiallbHUX
Mepexkax, CIIOKUBUUNA MATEPH.

DOI: 10.15276/mdt.1.1.2017.2

IlocTanoBka mpo0jeMH y 3arajbHOMY BHIJSAAI Ta 1i 3B’(30K i3 BaKJIMBHMH
HAYKOBMMM Y MPAKTUYHUMHU 3aBAaHHAMH. [ T00apHI TpaHCchopMallii B eKOHOMIYHOMY Ta
KYJIBTYPHOMY TIPOCTOpi, BUKJIHKaHI IU(POBOIO PEBONIOIIEI0, MTO3HAUYMUIINCH Ha BCIX cdepax
CYCIIIJIBHOTO BHUPOOHUIITBA, CYTTEBO 3MIHMBIIM KOH(Irypamio pUHKOBOTO CEpelOBHUINA Ta
MOBENIHKY EKOHOMIYHUX CYyO’e€KTiB. 3MiHU CHOPSMOBAHOCTI CTpATeTiYHUX BEKTOPIB
KOHKYPEHTHO1 O0pOThOM y HamnpsMKY cTpaTerii roixyooro okeany [1], iHHICHOT KOHKYpEHIIii
ta MapkeTuHry 3.0 [2] BigOumucs Ha opraHi3aliiHii MOBEAIHIN MiAMPUEMHUIIBKOTO CEKTOPA,
a TEXHOJIOTIYHI 1HHOBalli BHU3HAYWJIM KIIOUOBl TPEHAM OCTAHHBOIO JECATWIITTS Yy
MPOJYKTOBIM, I[IHOBIM, KOMYHIKaIliiHIM Ta 30yTOBIM MOMITHKaX MiANPHEMCTB, a TaKOXK
MOBEIIHKOBHUX TAaTE€pHAX IMOKYIIIIB Ta MPOJABIIB Ha CIIO)XMBUOMY PHUHKY. MapKEeTHHT, IO
NPOIITOBXYE, HAB’I3ye MPOAYKT 3MiHuBCs Ha inbound marketing — iHTYITHBHUI MapKETHHT,
110 3aJTy4ae MOTIK KJI€HTIB (crioskuBadiB) [3]. V 3B’sI3Ky 3 IIUM 3MIHIOIOTh CTPATET1l Ta TAKTUKH
MapKEeTUHTOBOI JISJIBHOCTI B IM(POBOMY CEpEelOBHINI, 30KpeMa Ha TEpPEeHaxX COLaJIbHO-
MEIHHUX TTaTPOpPM.

AHAaJI3 OCTaHHIX JOCTiIKeHb i my0Jikamiii, B IKHX 3a109aTKOBAHO PO3B’sA3aHHA
AaHol mpo0JieMu i Ha sIKi cHUPaeTbest ABTOP. B oCTaHHE NECATUIITTS aKTUBHO AUCKYTYIOTh
npoOJIeMH eeKTPOHHOIO-, IHTEpHET- Ta IU(PPOBOrO0 MAPKETHHTY, Cepell OCHOBHUX MHUTAHb
HAyKOBO-TIPUKJIATHOTO XapakTepy UH(PpOBOro MapKETUHTY Ipalll TAKUX BIJOMUX BITUU3HSIHUX
Ta 3apyOikHuX yueHux: C. ['omin [4] — aBTop KoHHenmii minepiB maemen, C.lsmenko [5] —
CHUCTEMAaTHU3yBaB IHCTPYMEHTHU IHTEPHET-MapKETHHTY Ta JOCIIIKEeHb B 1HTepHeTl, [. 31aroBa
[6] — po3kpuna ocHoBHI Metonu nudposoro mapkerunry, ®. Kornep, X. Kapramkaiis, A.
CeriaBan [2] — 3anponoHyBaii HOBY KOHIICMI[iIF0 MapkeTHHTy 3.0, B sIKiii BU3HAUEHO MicIe
MapKETUHTY B COIlIAIbHUX Mepexax, . JInnuk [3] — aBTOp TepMiHY «IHTYITHBHUN MapKETHHT
CIOXKMBayay, 110 BijoOpaxkae cydacHi TeHCHIT BXigHoro MapkeTunry (inbound marketing),
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b. Jlore6opH [7] — 3anpomnonyBaB Moxenb Mapketunry 4C, M. Oknanaep, T. Oxmangep [6] —
eTany CTAaHOBJICHHS Ta CYTHICHI XxapakTepucTuku nugpposoro mapkerunry, O. Otiekan [8] —
OOIPYHTYBaB MOJI€JIb MApPKETUHIY-MIKC JUIsl KpyHUX TpaBLiB B2C ceKTopiB Ha elIeKTPOHHUX
punkax, O. Uypkina [6] — po3KpHIIa TEXHOJIOTIi CTBOPEHHS Ta MiATPUMKHU OHJIaH-KoM oHiTi, O.
Smkina [6] — oOrpyHTYBajla CUCTEMY 1HTEPHET-MAPKETUHTOBUX JIOCIIIIKEHb.

Bupninennss HeBHpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NMPUCBAYYETHCS CTATTA. Y POKYCI CydaCHUX KJIIEHT-OPIEHTOBAHUX KOHKYPEHTHUX CTpaTerii
OIIepaTopiB MEPEKHOI TOPTIBII IMOCTAE JIOAMHA, IO CIIOHYKA€e (DipMH BiJCTEKYBATH iCTOPIIO
X TIOKYTIOK, 100 MepCOoHaIi3yBaTH BJACHI MOCIYTH 1 CIIUIKYBATHUCS 3 TIOKYIIIMHU Yepe3 3py4Hi
KOMYHIKaI[iiiHi KaHaJIM coliadbHUX Mepexk. [ToKymili Tex CHIKYyIThCs MiXK cO00t0, HE JIUIIIEe
s 3aiiicHeHHst omepariii C2C, ane ¥ s oOMiHY JOCBIZOM TIOKYMOK, 3 IIE€I0 METOKO
CTBOPIOIOTHCSI (POPYMH, Jie BiZOyBaeThCS 0OrOBOPEHHS, 3/11HCHIOIOTHCS OILIHIOBaHHS po0OOTH
TOProBeIbHOT KOMITaHii ab0 AKICTh TOBapiB 1 mocayr. He nuBisiunch Ha 3HAYHUNA HAYKOBHM
JOPOOOK, 3aJUIIAIOTHCS HE PO3KPUTHMH MUTAHHS MOHATIHHO-KAaTErOpiiHOTO amapaTy Teopii
U(PPOBOro MAPKETHHTY, CUCTEMATH3alLlli CTPYKTYpPHO-JIOTTYHUX 3B’ SI3KIB CTpATETii Ta TAKTUKU
MapKETUHTY B COLIAJIHLHUX MEPEKax.

@opmyJoBaHHs Iijiell crarTi (MOCTAaHOBKA 3aBJAaHHA). MeETor CTarTi €
OOI'PYHTYBaHHS TEOPETHKO-METOJANYHHX 3aCaJl CTPATETIi Ta TAKTHKN MAPKETHHTY B COIIalTbHIX
Mmepexax. [l ii JocsIrHeHHsI ToCcTaBlIeH1 HACTYIIHI 3aBJJaHHS: YTOUHUTH MOHATTS MAPKETHHTY
B comianbHuX Mepexkax (SMM — Social Media Marketing); BuzHauntu micie crparterii SMM
y 3arajibHiii MapKeTHHIOBIM cTparTerii KOMITaHii; moOyMyBaTH JIOTIKY TUIAHYBAaHHs CTpaTerii
NPUCYTHOCTI OpeHIy B COIIAJIbHUX MEpexax Ta OOTpYHTYBaTH IHCTpYMEHTapiil peasizarii
TakTHuHUX nuien SMM.

Bukiag BHKJIaJeHHSI OCHOBHOIO Martepiajy /JAOCTiKeHHS 3 TOBHHM
OOIPYHTYBAaHHAAIM OTPHMAHMX HAYKOBUX pe3yJabTarTiB. CKIaJHICTh Cy4yaCHOI'O CBITY
rOCIOJapIOBaHHS BU3HAYAETHCS KOHBEPTCHIIEIO TPAAULIHHIX Ta MUPPOBUX 3aCO0IB BIUIUBY
Ha yXBaJICHHS PillIeHb 1110710 OKYIKU TOBapiB Ta MOCIYT croxuBayamMu. OcoOaMBO TMHAMIYHO
B OCTaHHE JECATHIITTS PO3BUBAIUCS €JIEKTPOHHI puHKU B cektopax B2C, B2B Tta C2C.
OHJTaiiH-pUTEeiI sIBIsiE COOOK0 CHCTEMY €KOHOMIYHHX BiTHOCHH, IO PO3TOPTAOThCS y Web—
MPOCTOP1 Ta OPIEHTOBAHI HA KIHIIEBOTO CIOKMBAaya. 3a CHUCTEMOIO HAIlIOHAJTBHUX PaxXyHKIB
€JIGKTPOHHA KOMEpIIisl BKIKOYA€ TPAaHCAKIil, 110 BiJOOpPakaloTh pyX MPOMIKHOTO MPOJIYKTY
(B2B, C2B) «kinneBoro cnoxuBanus (B2G, B2C) Ta mnepepo3moaiibHUX —ormepaiii
(mepernpoaaxxy TOBapiB MK JOMOTOCIOJAapcTBaMH) Ha IHTepHeT-ayKIliOHaX, TOPrOBEIbHUX
Maiiganyukax comianbHux Mepex (C2C). B ownnmaitH-puTeiini, sSKuil BKIIOYa€E MOOUIbHY
KOMep1Iito (M—TOpriBis), 3aCTOCOBYIOThCs Moieni TpaHcakiii B2C ta C2C. Bin € yacTHHOIO
€JIEKTPOHHOI TOPTiBJII (e—TOPriBiisl), B SIKIH B3a€MOJIONIOBHIOETHCS (Di3MUYHE IMPEICTABICHHS
(HasBHICTBH Ta JIOCTaBKa) TOBapy 3 LU(POBOIO TOPrOBEIBHOIO MOCIYrOl0, CYTO OHJIAfHOBUM
¢dopmaToM ab0 KOMIUIEMEHTApHUMH OHJIaliH Ta oduaiiH popmaramu cy0d’ekTa po3apiOHOI
TOPriBii 1 (Pi3UYHO-UM(POBUM NPOBEIEHHSAM TpaHCAKIii (OIulaTa TOTIBKOIO yepe3 OaHK —
(b1314HO, Yepe3 CUCTEMH €JIEKTPOHHMX Tpollied — IU(PpoBUM ciocoboM). Y IIIOMY CYTHICTb 1
BIJIMIHHICTb €JIEKTPOHHOI KOMepLii B/l TPaJULIHHOI MOISArae B TOMY, 10 MPOAYKTOM, SIKUH €
00’€KTOM TpaHCaKIii, BUCTYIA€ He TUIbKU (PI3UYHMI ToBap, iH(OpMallis, ane i eleKTpoHHa
KOMYHIKaIlii y BiJJaJIeHOMy JAOCTymi, I0 3a0e3rneuye mepedir TpaHcaklii Ta Hajae
MOJKJIMBICTh HE TIEPEMILIYIOUNCH J10JIaTU reorpadivHi BiJICTaH1, IPOBOAUTH orepalii 3 0y/ab-
SIKOT TOUKH CBITY, i€ CTBOPEHI Ul [[bOTO YMOBH.

VY 3BiTi «CBiTOBUH CceKkTOp po3apiOHOI TopriBmi y 2016 pori», HiArOTOBIEHOTO
MDKHapOAHUM 00’ €JTHAHHAM «JlenoiT», 3a3HaueHO CyTTe€BUH BILUTUB IU(POBUX TEXHOJOTIH Ha
PO3BUTOK CTIOKHUBYOr0o puHKYy. I3 TOP-250 HaitOunpmmx puteinepis — 173 MmynpTHKaHaIbHI, a
YyacTKa JOXOJIB BiJl eneKTpoHHOI komepiii 140 xommaHiii cTaHOBUTH 7,6% Bix 3aralibHOTO
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00csary Ta mae cTabuUIbHI MOpiyHI Temmnu 3pocTtaHHsA [9]. YacTka ykKpaiHCBKOTO OHJIAH-
pureiiiny y 2016 poui cranosuna 3% BiJ 3araibHOr0 ToBapooOopoty Ta 3abe3nedysana 30%
temr 3poctanHs [10]. s BITYM3HSHOTO pUTEHITY OMHIKAHAJIBHICTh MPOJAXKY MOCTYIOBO
CTa€ 3BUYHOIO MPAKTHKOIO, MPOTE€ BHUMAara€ 3HAYHUX IHBECTULINA I MacIiTa0yBaHHS
IHTepHET-I0JaTKIB JJIs PI3HUX JIeBaiCiB Ta iHTerpaiii inopmarrii 13 ycix KaHaIIB MPOJax B
enuny CRM-cucremy.

KirouoBuMHM  TpeHIIaMH TEXHOJIOTIYHOTO PO3BHTKY Cy4dacHOro Oi3Hecy (axiBIii
BU3HAUYAIOTh MoOAeNns SOLOMO: comianbHy iHTErpariio, JIOKali3alildo Ta MOOUIBHICTS.
MOoOUIBHICTE B PUTEWJII MOB’s3aHa 3 PO3BUTKOM M—commerce, SKii CHpHsIO MOIUPEHHS
cMapTdoHiB, MOOUIBHOTO €KBalpiHry (MOXXJIMBOCTI BHUKOPHCTOBYBaTH cMapTdoH 3a
0aHKIBCHKHMI TepMiHaT JUIsl €JEKTPOHHOI OIUIATH MOKYIKH) Ta 3MiHA CIIOKHUBYOI KYJbTYPH.
Texnonoris NFC, QR-koau Ta QR-1momniHr Ha0yIu MIMPOKOTO 3aCTOCYBAaHHS, Y CBITI MOOiTbHA
Ttopriiast y 2016 poui ckimana 75% iuTepHer-Tpadika B e-commerce, B Ykpaini 37%
BiJ[BilyBadiB BiIKpUBarOTh Prom.ua 3i cMapT¢oHiB, 1 KOKEH YETBEPTHI POOUTH MOKYIKU 3a
JorIoMoror MobiseHoroO [10].

Jlokamizarisi Oe3mocepeHbO IMOB’A3aHA 13 PO3BHUTKOM MOOITBHHX JOAATKIB, IO
JI03BOJISIIOTh BU3HAYMTH I'€OJIOKAIIIIO KITIEHTA 3a jJonomororo TexHosorii GPS abo Foursquare.
CorianpHa HTETpaIlisl B OHJIAWH-TOPTIBII CTajla MOXKIIMBA 3aB/ISIKM COIIAJIbHUM MEpeXaMm B
cepenoBHILi [HTepHeT, CBITOBI JiIepH PUTEIITy MatOTh BEIMUYE3HY KIJIbKICTh MEPEIIIATHUKIB,
y Wal-mart uncino nepeamiaTHUKIB Bxe moHax 22 muH. ComianbHa iHTErpailisi BUCTYIA€E
KJIIOYOBUM €JIEMEHTOM COLIiaJIbHO-MEAIMHOT0 MAapKeTHHTY, BOHA 3aCHOBaHAa Ha TEXHOJIOTIi
Phygital, Tobto moemnanHi mudposux Ttexnoimoriii (Digital) i ocobucToi xKomyHikamii 3i
CIIOXKMBAYEM (Physwal) IIUIIXOM CTBOPEHHS B3aeMojii yepe3 (i3uuHuil Ta MUGPOBUN CBITH
MK OpeHJaMH 1 CIOKMBa4aMHd, 3 METOI0 BH3HAUEHHS Ta 3aJI0BOJICHHS MOTped 1 mepesar
JIFOIMHY, BKJIIOYAIOUX COLlialbHI Ta OCOOMCTICHI BIIHOCHHHU.

TexHonoriuni iHHOBalii MPHU3BOAATH A0 PO3BUTKY 1H(POPMAIINHOI, JOTiICTUYHOI,
CKJIaJICHKO1, ()iHAHCOBOI, IHCTUTYLIHHOT iHYPACTPYKTYpH, KA MAE CYTTEBUI BILUTUB HA OHJIAH-
purein. BipryansHi 3D-marasuHu, BipTyajdbHI NPUMIPOYHI, TEXHOJOTIT JUIs 311HCHEHHS
nokynok Ha 0a3i pamgioyactotHux RFID-miTok, Oe3konTakTHi TexHonorii NFC nmns
npoBeseHHs muatexiB, Self Checkout kacu camooOciyroByBaHHS — NpPUKIAAd 3MiH B
1H(dpacTpyKTypi cydacHoi Toprisii. [{yist kpaiH 3 eMepaKeHTHUMHU PUHKAaMU PO3BUTOK TOPTiBII1
CTpUMY€ NpUTaAMaHHA CIA0KICTh 1HQPACTPYKTYPH: MOTaHUN CTaH JOpIr 1 HU3BKUI pPiBEHb
TPaHCIIOPTHUX  TOCIYT, BIACYTHICTb  pPO3Tajly’)K€HOI  CKJIAJIChKOi  IHQPACTPYKTYpH,
HEPO3BUHEHICTh CUCTEMH €JIEKTPOHHUX IUIATEXIB.

3a ganumu Socailbakers colialbHUMU MepeXaMH y CBITI KOPUCTYIOThCSI OJIM3BKO 2
MUTBSIPJIIB OCi0, 1 3 KOXKHUM MicCALIeM I1i MOKa3HUKHU 3pocTatoTh [11]. 3a ominkamu Kantar TNS
B Ykpaini y 2016 p. piBeHb IpOHUKHEHHS [HTepHETY nociarHyB 67% MICHKOTO HacejeHHS,
nopiBHAHO 13 59% y 2015 p., akTUBHUI IHTEpPHET-KOPUCTYBad y CepeIHbOMY 7,4 TOAMHU
KOHTAKTYe€ 13 pPI3HUMU MeJlia, IEBOBa YyacTKa yacy — 68% npurnajae Ha [HTepHeT, A BUXOY B
SKMH Y OTHOT'O KOPHCTyBaua B cepeJTHbOMY 2 JieBaiicy. Y Halllii KpaiHi HalOLIbII MOMYIAPHUM
TUTIOM JIOCTYIY 10 [HTEpHET 3aIMIIatoThCs IEKCTOIN Ta CTallloHApHI KaHAKM MEPEXi, TOI K
CBITOBOIO TEHCHIIEI0 € MOOUTBHO-IIEHTPUUHICTb, Y cBiTI 70% yacy B OHJIAHH-pEKUMI MOJIO/Ib
(16-24 pokiB) mpoBOaUTH 3 MOOLTBHUX MpHCcTpoiB [12]. KopucTyBaui npakTHYHO )KHUBYTH B
COLIIAIbHUX MEepeKaX: CHUIKYIOThCS, BUKIAAal0Th (oTorpadii, BUpIIyI0OTh poOOYil MUTAHHS,
00roBOPIOIOTH HOBUHM, SKICTh TOBApiB Ta MOCIIYT.

CyuacHi  mi1arGopMu  COIIMEpPEXX  BHUCTYNAalOTh  HIOMiHT-TuIaTpopMaMu 1
BUKOPHCTOBYIOTHCSI TaKOX Y MPSMUX MpoJaxax, IIOMHr-QyHKI[IOHaT B coumenia (To0To
JI0JJaBaHHSA KHOMOK «KynmuTu» B Facebook abo Twitter, miuardopmu Like2Buy B Instagram)

22



MapxkeTuHr i nudpoBi TeXHOJIOTIT Tom I, Ne 1, 2017 ISSN 2522-9087

cTaB y)xe TunoBuM. HaliOoinpi nonynspauMu conmMepekamu y cBiTi € Facebook, Instagram Tta
Twitter, Ha puc. 1 nmpeacraBlieHa akTHBHA ayIUTOPisl CIIOKUBAYiB.
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Pucynok 1 — YucenbHICTh aKTUBHUX KOPUCTYBauiB MPOBIJHUX CBITOBUX
coIiabHUX MEpeX (Z1aHi craHoM Ha BepeceHb 2016 p.) [13]

3a KOpOTKMH Yac comiaiabHI Mefia i3 COIiaTbHUX MalJaHYMKIB MEPETBOPHIUCH Ha
Oi3HEC-TIPOCTIP Ta areHTIB TJ100aJLHOTO BIUIMBY Ha CYCIUIbHY Ta 1HAWBIAyaJIbHY CBiJOMICTb,
10 3YMOBHJIO PO3BUTOK OKPEMOT0 HANPSIMKY IU(GPOBOro MapkeTuHry — SMM (anra. Social
Media Marketing) — comiansHO-MeIiiHOr0 MapKETHHTY. MapKETHHT Yy COIiaIbHIUX MEPEKAX —
1€ KOMIUIEKC CIeNu(pIYHIX OHJIAHH-MapKETHHIOBHUX 3aXO0/IiB, 110 3IICHIOE BIUIUB HA IIJIbOBY
ayIUTOpII0 4Yepe3 KaHaik COIalbHUX TIIaTdopM Ta CHOPSAMOBAHUN Ha JIOCSITHEHHS
MapKETHHTOBUX IUJICH opraHizaimii abo mnepcoHH (MOJIMIIEHHS SKOCTI a00 YHCEIBHOCTI
[IIBOBOI ayAUTOpPil; 3MIHM 3BUYOK TOKYNKHA 1 BHUKOPHUCTAHHS TOBapy; IPOCYBaHHS
OpeHIy/TTPOIYKTY/KOMITaHIT Ta MIJABUIICHHS JOSJIBHOCTI JI0 HBOTO; 3aJlydyeHHsS HOBOL
ayauTopii).

Oxpemo Bij 3arajibHOT MapKEeTUHIOBO1 cTparerii koMmmnaHii SMM He icHye, Bci 3aXx01u
MalOTh MiAMOPSAKOBYBATUCS BUPIIICHHIO Oi3HEC-1ILIEH 3a JIOT1KOI MOOYI0BH JiepeBa IiieH,
110 IPEJICTaBJICHO Ha puc. 2.
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Pucynok 2 — Y3romkeHHsl CTpaTeriyHMX LiJIeH 13 CTpaTeri€lo MapKeTHHTY B COLIAIbHUX
Mepexax
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Pucynok 2 poskpuBae BepTUKaJIbHI Ta TOPU3OHTANIbHI 3B’S3KH CTPATETiYHOI KapTu
Oi3HeC-MIsUTLHOCTI, SK TPaBHJIO, JUIsi TIOCTAHOBKU CTPATEriuHUX IIUJIEH 3aCTOCOBYETHCS
texHousorist SMART, 110 po3kpHUBaEThCS Yepe3 5 KpUTEPiiB €PEKTUBHOCTI MTOCTABICHUX IILJICH:
Specific (koukpetnicts), Measurable (BumiproBanicts), Achievable (mocsokuicTs), Relevant
(3Hauymricte), Time bound (oOmekenus y yaci s BUKOHaHHS 1iji). OCHOBHA MeTa Oy/ib-
sikoro Oi3Hecy — 11e 3poCTaHHs MPHOYTKY, TOOTO (hakTHYHO (hiHAHCOBI LTI i ITPUEMCTBA, TOMY
BOHM BHM3HAYalOTh YiTKI 3aBJaHHS KOMIIaHIi B TPbOX HANpsAMKax: MicIle Ha pUHKY (abo
MOJIOKEHHSI B CETMEHTI); PiBEHb MPOAAXKY; piBeHb e(heKTHUBHOCTI (piBeHb MPUOYTKY 1 HOpMaA
peHTabenpHOCTI TpojaxiB). CrpareriyHi MapKeTHHIOBI I MiAMOPSIKOBYIOThCS Oi3HEC-
IIJISIM Ta BU3HAYAIOTH ITapaMeTPpH 3MiH IUIbOBOT ayIuTOpii Ta ii MOBEIIHKM TAKUM YHHOM, 1100
3a0€3MeYHNTH JTOCATHCHHS IUIAaHOBUX (hiHAHCOBUX MOKA3HUKIB. L1111 MapKEeTHHTOBOI AiSIBHOCTI
BUPAXKAIOTHCS B TEPMiHAX: TIOJIMIICHHS 200 3MiHH CIIOUBYOi 0a3u (KOHKpETH3allii HampsIMKiB
3poctanHsl I[A — minboBOI ayauTOpii); 3MIHM 3BHYOK TOKYIKHA 1 BHKOPHUCTaHHS TOBapy;
1 BUIICHHS JIOSUTBHOCTI IO TIPOAYKTY KOMIIaHii; 3aIy4eHHS HOBOI ayauTopii. MapKeTHHTOB1
Tl Peali3yl0ThCs Yepe3 CIEKTP 1HCTPYMEHTAJIbHUX CTpATerii, sSKi BU3HAYAIOTHCS MOJICILIIO
MapKETHHTY-MIKC, OJTHUM 13 €JIEMEHTIB SIKOTO € KOMYHIKAI[iifHa TOJIITUKA, [0 PEaTi3y€eThCS Y
HACTYMHUX UiIsAX: (opMmyBaHHsS moTpeOuW B TOBapi; MiJBUIIEHHS BMI3HABAHOCTI TOBApY;
(dbopMyBaHHS TICBHOTO CTaBJICHHSI JI0 TOBapy; CTUMYJIOBAHHS MpUAOaHHS TOBapy. JIoriaHUM
MPOJIOBXKEHHSM 3arajibHOi Ta (QYHKI[IOHAIBHUX CTpaTerii MapKeTUHTY € crpateris SMM sk
€JIEMEHT KOMYHIKAI[iiHOI cTpaTerii. 3a JOMOMOTrOK MapKETHHTY B COIIaTbHUX MEpeKax
MOJKHA JIOCSITTU HACTYIHUX IIei: chopMyBaTH KyJIbTYypy CIOXKHBYOI noBeaiHku LA, To6To
CIIO’KMBYMH IMaTepH (Bif aHT. — 3pa3ok, 1adioH; popMma, mojeisb [ 14]) — Moaenb, cxema-oopas,
IO Ji€ SIK yCTaJeHe YSBJICHHs, a00 YyTTEBE MOHSTTS, 3aBASKHU SIKOMY B PEKHUMI OJHOYACHOCTI
CIPUUHATTS 1 MUCIICHHS BHSIBJISIFOTHCS 3aKOHOMIPHOCTI TIOBEIIHKH CIIOYKWUBAYiB/TIOKYIIIIIB
moa0 BHOOPY, HpUAOAHHS Ta CIOXKUBAHHS IICBHOI TOBapHOi KaTeropii/openay. Takoxk
CTBOPHUTH a00 3MiHUTH chopMOBaHy peryTalliro OpeHy; 3MIHCHUTH MOCTIMHUA MOHITOPHUHT
ayIUuTopii OpeH1y/TOBapy B COLIAJILBHUX MEPEKax Ta B IIJIOMY BUBYUTH CIIO)KHUBUY ITOBEIIHKY.
Bkazani mini SMM-cTparerii 3a0e3nedyloTh MPOCYBaHHS Ha PHHOK OpeHIy/ToBapy,
($hOopMyYBaHHIO JOSUTBHOCTI CITOKMBAYIB Ta BUKOHAHHS T€HEpaIbHUX O13HEC-IIIIEeH.

MapKeTHHT Yy COIliaIbHUX MEepekax € YaCTUHOIO0 KOMILIEKCY IIU(pPOBOro MapKETHHTY,
TOMY HMOro IJIaHyBaHHS 3JIHCHIOETHCS 3 YypaxyBaHHSM OCOOJMBOCTEM NPOCYBAaHHS CailTy,
noTped ayauTopii i cnoco0iB mpoaaxy npoaykty. ABtropu MoHorpadii « [ {udposuit MapkeTHHT
— Mozenb MapkeTHHry XXI cropiuusi» BUAUIAIOTH HACTYIHI 1IHCTpyMeHTH SMM: KOM IOHITI-
MEHEKMEHT; KOHTEHT-MEHE/DKMEHT; po0oTa 3 inTepdeiicamu; 3 JiiepaMu JyMOK; aHATITHKA
[6, c. 81-82]. BOynoBanwmii incTpymeHTapiiit SMM nipescraBieHuii Ha puc. 3.

Ha pucynky 3 BimoOpakeHO TiCHUH 3B’S30K MK iHCTpyMeHTamu SMM Ta iHImIKUMU
IHCTpyMEHTaMH IU(POBOr0 MAPKETUHTY, CEpell IKUX HaMU BHULIEHO HacTynHi. [lomrykoBuit
mapkeTuHr SEM (Search Engine Marketing), sikuif cknanaeThbces i3 4acTuHU HU(POBOT pekiiaMu
SEA (Search Engine Advertising) — e konTekctHa (momrykoBa) pekiama ta SEO (Search
Engine Optimization) — ontumisariii caity mig momrykosi Mammad. OKpeMo BHIIJICHO IHIITY
nu(poBy pekiamMy y BUINIAAl OaHepiB, Quieni-irop Ta BIACOPOJIMKIB, IO J03BOJISIOTH
Oe3nocepeHbO TepeiTu Ha cait, Takoxkx SMO (Social Media Optimization) — onTumizartis
caiiTiB, cIpsMOBaHa Ha YTPUMAaHHS KII€HTIB, K1 MPUNAIUIM HA CalT 13 COLIaJbHUX MEPEX 3
METOI0 TMOJIMIIEHHS F03a0imiTi. J{s nigoreHepaiiii BUKOPUCTOBYIOTh IHCTPYMEHTH JICH/IIHTY,
PO3CHJIKM KOMYHIKAI[IfHUX TIOBIIOMJIEHb uepe3 email-MapkeTHHI 1 SmS-MapKETHHT.
MapkeTHHT y COLiadbHUX Mepekax BIIKpUBA€E M KOMIIAHIH MOXIUBICTH (HopMyBaTH
JIOSUTHHICThH ayJUTOPIi Ta CTBOPIOBATH KOM IOHITI KIII€HTIB, ambacanopiB Openay. st mporo
3aCTOCOBYIOTh crelu(]iuyHi IHCTPYMEHTH MAapKEeTHHTYy, MOKa3aHi Ha puc.3: KOM IOHITI-
MEHEI)KMEHT; KOHTEeHT-MapKeTHHT; po0oTa 3 iHTepdeiicaMu; MOHITOPUHT COLIaJTbHUX MEPEK.
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Pucynok 3 — Inrerparis incrpymentiB SMM 3 iHIIMMH iHCTpYMEHTaMHU HUPPOBOTO
MapKeTHHTY

[IpocyBaHHs B coIialbHUX MEpekax Iepeadavyae MOmUpeHHs iHGopMaIlii Ipo
OpeH/TOoBap B COMIAILHUX MEpekax i 6iorocdepi, CTBOPSHHsI CIIUTBHOTH (OpeHI-TuIaThopMHu)
1 opraHizamil0 B HbOMY >KMBOIO CIIUJIKYBaHHS TPEACTaBHHUKIB IIJIbOBOI ayauTopii. 3
HAaUMEHIIMMHA MAapKETHHTOBUMHU BUTPATaAMH TPAIIOE TPOCYBAHHS B COI[IAIBHUX MEPekKax JJis
pEeKJIaMHd MAaCOBHX IMPOAYKTIB IIMPOKO BIJIOMUX OpeHIiB a00 IMOCIIYT, Yhs ayJuTOpisl TOTOBA
CHUIKyBaTHCS B colMepekax. JlJis TiABUINCHHS BII3HABAHOCTI KOMITaHIi 1 (opMyBaHHS
JIOSUTBHICTh CIIOYKHBAYIB JUIsl HOBOT'O TIPOAYKTY HEOOXiHAa KpOmiTKa poOOoTa 13 IOHECEHHS /10
LIA #ioro KJIIOYOBHX I€peBar: MiHM, SKOCTI, TU3aiHy Ta KyJIbTypH CIIOKHWBAaHHSA. SIK ITpaBMIIO,
y UOMY BHUMAJKY HEJOCTATHHO JIMINE BIAJAJICHOrO KOHTAKTy 31 CHOXKMBayeM, HEOOXiIHO
3aIy4UTH OQUIaliH-IHCTpYMEHTapiii MapKeTHHI (CEeIUIHT, mpe3eHTauii Tomo). BaxiuBoio €
KIIEHTChbKA MIATPUMKA B COIMEpEe)kKax, TOOTO Opradizaiis MacOBHX KOHCYIbTALIH Yy
CHeI[laJIbHO CTBOPEHMX JJI1 LbOTO MEpPEXKHMX CHUIbHOTaxX (Tpymax, Ha Osorax). Takuit
MapKETHHTOBUH 3aXiJ JO3BOJISE HAAATH KIIIEHTAM KOHCYJIbTAIII] HA 3pYyUHiN ISl HUX TEPUTOPIi,
3HU3UTH BUTpPAaTU Ha call-lieHTp 1 KIIIEHTCHKUN CEpBIC 3a PaxyHOK HAMpPAaBIICHHS TOTOKY
KIIIEHTIB Ha OpeHI-T1aTopMy B COLIMEpEKax.

VYrpaBniHHA penyTaliclo B COIMEpEex)ax BHUMAarae Oe3nepepBHOTO BIJCIIAKOBYBAHHS
3rajiok OpeHay 1 ynpaBliHHS JUCKYCISIMH 3 KII€HTaMHU Ha iX TepuTopii. JlocsarHeHHs 1iei metu
nependayvae 301p 3BOPOTHOTO 3B’A3KY BiJ ayAMUTOpii 1 pearyBaHHS Ha KOMEHTapl, a TaKOX
M’SIKU{ BIUTMB Ha TPOMAJCHKY MyMKY. [l mOCsATHEHHs 1€l MeTh 00O0B’SI3KOBO HEOOXiTHE
Y3rO/UKEHHSI BCIX €JIEMEHTIB MapKeTHMHI-MIKCY, HaIllpUKiIajd, JUIsi KOPUTYBaHHS pemyTarii
HEOOX1/THO MpOoaHali3yBaTH, B SKii 4aCTUHI MOTpedye yIOCKOHANEHHS MPOJYKT, SIKIIO SIKICTh
IPOAYKTY HU3bKA, TO 3ax0au PRy He 3M0OXyTh KapAMHAIBLHO 3MIHUTHU TYMKY ayAUTOpii. SKio
AKICTh MPOJYKTY MOJIMIIEHO, alieé AyMKa ayAuTopii mpo HBOTO SK 1 paHille 3aMIINIach
HETaTHBHOIO, TO CaMe 3a JIOTIOMOTOI0 YIPABIIHHS PENyTali€l0 MOXXKHA 3aBOIOBATH IOBIPY
HE3aJJ0OBOJICHUX KIII€HTIB.

[Ilo6 ByacHO BiACTEXKYyBaTH Ta pearyBaTd Ha HEraTuB Ipo TOBap/OpeHa, HEOOXiIHO
BECTH TOCTiHMIA 30ip 1 aHami3 iHopmarlii B colialbHUX MeJlia, a 1€ BeJIUYe3Ha KiTbKICTh
MalJJaHIMKIB B PI3HUX COIIAIBHUX Mepexkax 1 6orax. [{ro poGoTy AOIIEHO aBTOMATH3YBATH
3a JIOOMOTOI0 CIIeliaJbHUX CEPBICIB, BUKOPUCTABINM, Hampukian, Babkee. MoniTopuHr
000B’SI3KOBO MPOBOAMTHCS TMEpes CTApTOM KOMYHIKAlIMHOI KaMmImaHii B colMepexax, o0
BUSIBUTH CTaBJICHHS ayJauToOpii A0 OpeHAy, 1 peryispHO MOBTOPIOETHCS, IIO0 BIJICTEXKHUTH
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TUHAMIKy TIOKa3HUKIB. Taka aHaMITHMKA Ja€ BIANOBIAI HA BaXKJIUBI NMUTAHHS: SKUA CTaH
MOTOYHOTO CIIPUHHATTS OpEHAY ayIUTOPI€I0; SKI TEMU Kpalie 00roBOPIOBATH 3 ayAUTOPI€I0;
AK TMPAIIOIOTh KOHKYPEHTH B colMepexax 1 ki pe3ynbratu ix PR-misnbHOCTI; Ha SKUX
MalJJaHYMKax [iJIbOBa ayJUTOPis HAMOUIbII aKTHBHA 1 SKI 3 HUX HAHOUIbIIE BIUIMBAIOTh HA
penyTamito OpeHay. MOHITOPUHI COIMEpPEX JJ03BOJISE: MIBUIKO pearyBaTd Ha IMOTpeOu
ayauTopii (4acTo Ha HEraTHB); NMPHUHHATH DILIEHHS MpPO Te, AKy CTpaTerito oOpatu s
MapKETHHTY B COIMEPEkKax ISl IEBHOTO OpeHy/ToBapy.

Pureiin-6iznec y TpancakimiiitHomy cektopi B2C BHKOPUCTOBYE cOIMEpexi st
MIATPUMKA KOHKYPEHTHUX TMepeBar OQUIaMH-TOPTiBIl, SK KOMYHIKAIIMHUN KaHam s
3aJydeHHsT TOKYNIIB Ha cailt wMarasuHy. llpuennyrouucs g0 mnosumii O. OTnekaw,
JIOMIHYIOYOI0 MOJIEIUTIO MaPKETUHTY-MIKC Ha JIeKTPOHHUX PUHKAX JJIs KpynmHUX rpaBiiB B2C
CEeKTOpiB, BUCTymnae komOiHamis 2P+2C+3S :

— Personalisation — nepcoHaizairis,

— Privacy — npuBarHicTh,

— Customer Service — 00CJIyroByBaHHS KJII€HTIB,

— Community — cHiBTOBapHCTBO (Mepexa),

—  Site — caiir,

— Security — 0e3meka,

— Sales Promotion — cTuMysroBaHHS mpoaaxy [8].

Mano0ropkeTHoMy 0i3HeCy, Ha Hall IMOTJS, JONUIBHO 3aCTOCOBYBAaTH MOJIENb
mapkeTuHry 4C b. JlorebopHa, aganToBaHy IiJl €JIEKTPOHHE CEPEIOBUIIIE:

— Customer needs and wants — notpe6u i 6askaHHsI CIIOYKHUBAYa,;

Cost to the customer — 3arpartu croxuBua;
Communication/Community — inpopmariiiauii 0OMiH B MepexKi;
Convenience — 3pyuHicTs [7].

VY neHtpi Mozeni — 6akaHHs Ta OYIKyBaHHS CIIOKMBAYa, sIKi OPraHivyHO JOCHIKYIOThCS
B cepenoBuili iHTepHETY. OCHOBHI IIiJIi, IO BHPINIYE TPOIIOHOBAHA MOJENb: 3MIITHUTH
BITI3HABaHICTh OpeHy/ToBapy; 301IBIINTH MPOJAXKi; TeHEPYBATH JIiJU; CTBOPUTU CHUIBHOTH
(community).

Jlorika cTpaTeriuHoro MapKeTHHIYy B COLIIAJIbHUX Mepexkax po3ropTaeThes Bij eramy |
customer discovery — noCIiKCHHST TTOBEIHKH, MOTPeO 1 HEBUPIIICHUX MPOOIIeM KITi€HTa 10
eramy II channels developments — Bu3HaueHHs MapKETHHTOBUX KaHAIIIB ISl PO3BUTKY Oi3HECY.

[TowyarkoBuii eramn I.

1. BusHadeHHs HiJbOBOT ayJUTOPIi, HEBUPILIEHUX MPOOIEM Yy KIIIEHTA 1 TPUUYUHU
HOro He3aJ0BOJICHOCTI B albTepHATUBHUX pilieHHAX. [lependauae Bubip ToBapy/cepBicy Juist
Ipo/jaxy, PO3BUTOK KiieHTa (customer discovery) Ta MapKeTHMHIOBHUH ayauT mpodiiiB
KOHKYPEHTIB.

2. TectyBaHHs KOHLENIl ToBapy/cepBicy ((POKyc-TpyIH, OHJIAWH-OMUTYBAHHS )
Ha TMpeaMeT 3pO3yMIJIOCTi, OYEBHUIHOCTI JOCTOIHCTB, pIBHS TOTpeOH, 3aIliKaBJICHICTh
ayauTopii, BIAMOBIIHOCTI LIHU 1 OYiKYBaHOI IIIHHOCTI, YaCTOTa MOKYIKH.

3. CrBopennst odpdepa (YTII — yHIKanbHOI TOProBENbHOI MPOINO3HULi), IO
IPOTIOHYE IIJISXU BUPILIEHHS TPOOJIeM KiTi€HTa (BU3HAYUTH, YUM OyJie IIIHHUIA ToBap/cepBic 1
YUM MOTHBYBATH KJII€HTA J0 HOTO MPUAOAHHS ).

4. Bu3HaueHHs MNPOrHO30BAHOTO PO3MIPY CETMEHTY 3a KpUTEpieM Horo
noxomHocTi st Oi3Hecy. CerMeHT BH3HAYAETHCS HE TIIBKH COIIEMOM (BIK, JTOX1M)
MOTEHIIHHOTO TOKYIIIS, aie W IIHHICHOI TMPOMO3UIli€l0, Oi3HeC-mpobieMaTHKo abo
crienidikoro mpobieMHoi curyartii. Heo0xiaH0 3M0/1e1I0BaTH €KOHOMIYHUHN €(DEeKT, BU3SHAYUTH
MapKETHHTOBY IIiJIb — piBEeHb KOHBEpCIi, 10 3abe3meuye JOCTaTHIO Biigady BiJl BKIIAICHHUX
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IHBECTHIIIM Ta 1HII HalBaxauBimn nmokasHuku epektuBHOCTI (Key Performance Indicators,
KPI).

5. TecTtyBaHHS  NPOAYKTY/CEpBICY  IUIAXOM  MIHIMQJIBbHOI  JKHUTTE3ATHOT
naptii/Bepcii npoxykry (MVP). IlepeBipka rinore3u o0 JOUIIBHOCTI IPOCYBAaHHS HAa PHHOK
TOBapy/cepBiCy 3 MO3MIIIi BiAMOBITHOCTI 3yCHJIb Ta pe3yibTaTiB. Ilicimsa mepmmx mpopaxkis
HEOOX1IHO TpoaHaTi3yBaTh EKOHOMIYHMU OJIOK (unit-economics) 0OpaHOi MapKETHHTOBOI
cTparerii, BUSBUBIIM BiAMOBIAHICTh MoKa3HUKIB eexTuBHOCTI (KPI) iX GaxxaHoMy piBHIO.

BusHnayaeTscsi cyma MOKYIOK; KIIBKICTh MPOJAHUX TOBApiB; KIJIBKICTH IMEPEXO/IiB;
KUIBKICTh 3aBaHTaXX€Hb; PIBEHb 0OrOBOPIOBAHHS; KUIBKICTh (POTO Ta BiJI€O-OTJISIAIB; CEPEaHS
KUTbKICTh KOMEHTApiB TOCTa; KITbKICTh CKAYaHUX KYIOHIB; YacCTOTa 3TaJKH B XEIITETOM;
KUIBKICTh YYaCHUKIB KOHKYPCY, CXBaJICHHS, JIAWKH, 1HIIT PEMOCTH, YMCJIO HOBUX MPUXUIHHUKIB
y Facebook ab6o ¢omnosepiB y Instagram, Twitter; yucio iroael, o BHEpIIE BiABiAAIN
CTOPIHKY 3a IEBHUM MPOMIXKOK Yacy (3a3Buuail 24 roIMHM) Ta PiBEHb KOHBEPCIi (Y BiICOTKAX)
SK BIJHOIIEHHS YHCIa MOKYILIB 10 ykcha (ojaoBepiB (TUX, XTO MiJNHUCAHUN HA CTOPIHKY B
COIIMEPEIK1) TOIIIO.

Etamn II- po3BUTOK MapKEeTHHIOBHX KaHAJIIB.

6. Bu3sHaueHHsT MapKeTHMHIOBUX KaHaJiB, 110 3a0€3MeUy0Th MOTIK KIIEHTIB, J0
HUX BIJIHOCATH: KaHaJl 3aJlydeHHS KIIE€HTIB (COLiajbHI MepexXi, 1HCTPYMEHTH PO3CHIIKH,
MEPENOCTH), IHCTPYMEHT MPOJaxkiB (KOHTEHT, MPE3eHTallii MPOIYKTY), MPOIYKT Ta IiHA, AKY
3roJIeH 3aIUIaTUTH CII0)KHBAY.

Kanan 3anmydyenns Biamosiznae 3a oOcsar Tpadiky i BapTiCTh 3alyd4eHHs, IHCTPYMEHT
MPOJaXKiB — 32 KOHBEPCIIO, MPOAYKT/IIHA — 3a JOX1J, 0 OJepKyeMO BiJ nmpoaaxy. Kanamu
3ay4eHHs Yy KOKHOTO Oi3HeCy CBOi, CIIOYATKYy MPAIIOEMO 3 APY3sSMHU 1 3HAHOMUMH, a MOTIM
NEePeXoarMO 10 OUTBIN CKJIAAHHUX 1 MacOBHX KaHaJiB. [Ipu mboMy BaXXJIMBO PO3YMITH, IO B
PI3HMX KaHallaX OYIKYBaHHS CIOXKMBAYiB, iXHS TOTOBHICTH JI0 BHKOPUCTaHHS MPOAYKTY 1
MOTHUBAIlisl TOKYNKHK pizHa. Ha manomy erami HeoOXinHO BH3HAYMTH €()EKTHUBHI KaHAIH, SIKI
J03BOJIAIOTH MaciITabyBaTH Oi3HecC.

Jna peamizauii JaHOro 3aBJaHHA y UU(POBOMY MApPKETUHTY 3aCTOCOBYIOTHCS
MapKeTHHIOBHI aHalli3 Ha OCHOBI mepexpecHoi Web-anamitukun Google Analytics i
Sunexc.MeTpuku, TOKIaHO JaHE MUTaHHS BUKiIaneHo y MoHorpadii C.M. Innsmenka [5].

7. CTBOpeHHsSI MapKETHHTOBOI BOPOHKH, BHXOJSYM 3 TOBEIIHKOBHUX (DaKTOpPIB
AARRR (A — 3amyuenns A — aktuBaiis R — yrpumanns R — moxig R — pekomenparitisi), Ta
BOPOHKHM MpOAaXy s onTumizamii koHBepcii. JlaHuil mporec xapakTepusye pPO3BHTOK
BijiHOCHH 3 KilienTamu (customer developments). [TomynsipHiCTh CTOPIHKH B COLIaTBHIN MEpeki
3alIe)KUTh HE TUTBKH BiJI TOTO, HACKUIBKY IikaBa iH(opmarlis, GoTo, ane i Bij ynucia oaen —
npuxmwibHUKiB, (omosepiB (Follower — anrn. [TocnigoBHUKIB), MiAMHUCAHMX HA OTPUMAHHS
HOBHUH Ta OHOBIIeHb. CTBOPHBIIU CIHCOK JiiB (MOTEHLIMHUX KII€HTIB), MOKHA PO3BUBATU
BIJIHOCMHHU HE TUTBKHM Yepe3 colMepexi, a i email-po3cuiky, mpoBeeHHsS KOHKYPCIB TOIIIO.
Jlis 301IbIIEHHS] YMCENBHOCTI MEePeAINIaAaTHUKIB BUKOPUCTOBYIOTh J[Ba CIOCOOHM: HPUPOIHE
MPOCYBaHHS (TOLIYK APY31B, MIAMUCKA HA TEMATUYHI CTOPIHKH 1 KOHTAKTH 3 IHITUMU OHJIAH-
MarauHamMH) Ta HakpyTka ¢ososepiB. Ilpupoane mpocyBaHHs IpyHTyeThcsl Ha inbound
marketing — BXiJHOMY MapKeTHHTY, [0 3JTy4a€e KII€HTIB.

8. AHamiTHKa unit-economics KaHaiB.

BusnauuBmm kaHamu 1 3a0e3nedyuBIIN Tpadik, HEOOXIAHO BIJCTEKYBATH €KOHOMIYHI
MOKA3HUKH, 30KpeMa NpUOYTKOBICTh KaHaly, Uil TOTO, 1100 KOPUTYBaTH MapKETHHTOBI
3yCWJIIS 13 YTPUMAaHHS KIIIEHTIB Ta 3alydeHHs HoBHX. [IpuOyTok BHU3HAYaeThcs HACTYMHUM
YUHOM:

Profit =FollAcqx(—CPA +C, x ARPPF), 1)
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ne Profit — mpubyToK;

FollAcq (Follower Acquisition) — uucio 3anyuyeHuX MPUXHUIBHUKIB, (OJIOBEPIB;

CPA (Cost Per Acquisition) — BapTicTh 3aydeHHs Ha CTOPIHKY OZHOTO (oJIoBepa,
BKJIIOYAE JIMIIE JOAATKOBI 3MiHHI BUTpATH, HE BpaxoBye (piKCOBaHI BUTPATH;

C: — xouBepcis mpomaxy (% TmepeTBOpeHHS 4YHCla 3allyueHUX Ha CTOPIHKY
(b OoJIOBEPIB Y KITIEHTIB, TUX XTO 3/IlICHUB MOKYIIKY);

ARPPF (Average Revenue Per Paying Follower) — cepenniii qoxis, 110 IpUHOCHTH
3aimy4eHuit KiIieHT ((osioBep, 0 3A1HCHUB MOKYIIKY).

J11s BU3HAYCHHS IOIUTBHOCTI MacITa0yBaHHS KaHATY HEOOX1THO, 00 CIpaBI»KyBaach
HEPIBHICTH:

C1 x ARPPF > CPA, )

ne Ci x ARPPF- cepenniii fmoxin BiJl 3allyde€HHSI Ha CTOPIHKY HPHUXWUIBHHKIB,
¢dooBepiB.

3a Bu3HaueHMMH moKazHuKamMu edekruBHocTi (KPI) Buaumsrotbes —oOmacti
MapKETHHIOBOI CTpaTETii B CoLiaNbHIA MepeKi, [0 BUMAraoTh KOPEKIIii, 3a OMHUCAaHOI0 BUIIE
CTPYKTYpPHO-JIOTIYHOIO CXEeMOI0: I. BIAKPHUTTS CHOXKMBa4da Ta PO3BUTOK BIIHOCHH 3 HHUM
(customer discovery/developments) Ta II. po3Butok kananiB SMM, macimitabyBanHs Gi3HEeCy
(channels developments) [15].

Jlst peastizantii BkazaHO1 BHIIE MTOCTiJOBHOCTI, HEOOX1JHO 30a1aHCyBaTH CTpATETiuHI Ta
TaKTH4YHI MapkeTwHroBi nii. IIpoTe, sk mpaBuio, CTpaTeriyHOMY IUIaHyBaHHIO B SMM
MPUAUIFOTE MEHIIIE YBArk, HiXK KOHTCHTY a00 MeaiiiHii ckianoBiid. CTpaTeriyHe IiaHyBaHHS
BUCTYIA€ MIATPYHTAM PO3POOKH KOHTEHT-MapKETHMHIOBUX IHCTPYMEHTIB, BU3HAUEHHS TOTO,
10 Ta JUIS SIKOT Ay AUTOPIl IMPOBOIATHCS NIEBHI 3aX0/IH, INIAHYBaHHS MEAIMHUX (hIaiTiB TOIIO.

[lepuroueproBuM  3aBIaHHSIM  CTPATETiYHOTO IUIAHYBaHHS TOCTAa€  CTpaTeris
MPUCYTHOCTI OpeHAY B COLANIbHUX Mepexkax, JJs il OmpalloBaHHS HEOOXIJHO MOCIIAOBHO
3IHCHUTHU 3aX0/H1, TOAaH1 Ha puc. 4.

.\
@ Odnaiin:
( N :
HpaiiBepu Shopping,
|
CIIOXKABAHHS I __ HoReGa
\ Cermenru: -
( — - Temaruuni
Bap’epu Ipodisb; y
P €p TpeHIH ig OHJIAWH
CHOKHMBAaHHS pecypeH;
\_ J \_ Coumepexi )
—

—~—

KomyHikamiitauii 1uian

Pucynok 4 — I1ponec mianyBaHHs cTpaTerii IpUCYTHOCTI OpEeHy B COLIIAIbHUX MEPEXKax

[Ipouec mnnaHyBaHHA cTpaTerii NPUCYTHOCTI OpeHAy B COLIAJBHUX Mepexkax,
npejcTaBiIeHUuit Ha puc. 4, BKIIOYAE HACTYITHI €Tanu:
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1) BU3HAYUTH [UIBOBY ayJUTOPIIO Ta 3MIHCHUTH TJIMOOKE CETMEHTYBAHHS BiIOBIIHO
JI0 paHilie BU3HAYEHUX LIJICH Ta OnmMCaHHS MPOQUII0 KOKHOI IpynH crokuBadiB (Oyb-sKi
OCOOJIMBOCTI: COIJIEM, IHTEPECH 1 PHCH XapaKTepy TOIIO);

2) ommMcaTH KJIIOYOBI TPEHIAM  CIOKMBYOI TOBCHIHKM BHUIUICHHX CETMEHTIB (K
MPAaBUJIO, 3aCTOCOBYIOTH CHUCTEMH KOOPAMHAT <GIKICTh-I[IHA»; «HOBATOPU-KOHCEPBATOPHY;
dopmu omtaTH; Micie 31iHCHEHHS TOKYIIKH TOIIIO);

3) BU3HAYUTH OCOOJWBOCTI MEIIACIOKMBAHHS IUIBOBOI ayauTopii, TOOTO  sKi
iHdopmaliliHi pecypcu BoHa crioxkuBae. lle kirodoBa JlaHKa po3poOKH Ta peajizarii ImiaHy
TaKTUYHHX 11 HA MalJJaHYMKax COIMEPEX, Ha AKUX HEOOX1THO OyayBaTH poOOTY 3 KOKHUM
CETMEHTOM ayAHUTOIi;

4) BU3HAYUTH JApaliBepu — Te, 10 cTUMYITIoe [IA 10 cioskuBaHHS POIYKTY Ta 6ap’epu
— Te, 0 CTPUMYE ii BiJI I[OTO CIIOKUBAHHS Y PO3pi3i K caMoOi ayIuTopii, TaK 1 MPOAYKTY;

5) po3poOUTH KOMYHIKAIIMHUH TUTaH, SKUH ACTali3y€ Mepiojin, B IKi OyayTh 3aIisHI Ti
gu iHII1 iHCTpyMeHTH SMM Ta Ha SKuX ImiaTdhopMax COIMEPEK.

BaxxnuBum etamoM crpaterii Ta TaKTHKU MPUCYTHOCTI B COLIMEPEKax € BU3HAUCHHS
camux TIaTGopM, BUXOISTIH 13 XapaKTEPUCTUK ayJAUTOPI KOPUCTYBAUIB, IO BXKE CKIIAIUCS.
OcHoBHUMH (haKTOpaMH, 110 CIPSIMOBYIOTH MApKETHHIOB1 3yCHIIIS HA COLIIaNIbHY TU1aThopMmy,
€ MUTbOBA AyAUTOPis OpPEeHITY, O 30iraeThes i3 ayIuTOpi€ero TIaTGOopMH; 4acoBi Ta TEXHIYHI
pecypcr MapKeTOJIOTiB JUIsl CTBOPEHHsS KOHTeHTy. HeoOximHo oOupatu Ti muiatdopmu, sKi
CTaHOBJISATH HAHOUTBITY IIHHICTH 171 OPEHTY 1 TOTIOMOXKYTh B peari3allii mocTaBIeHOI METH.

Jlnst  yKpaiHChKOi IHTEpHET-ayJauTOpii 3BHYHOK € mpucyTHicTh y BKoHTakre,
Opnnoknaccauku, Facebook, Instagram. I[HctuTymiiiHi 3miam B 1HGOpMAIidHIA TOMITHII
CYTTEBO 3MIHHIIM MOXJIMBOCTI JiJIs O13HEeC-KOMYHIKaIiil Ha pociiickkux miaatdgopmax. CymapHa
yHiIKanbHa ayauTopis Instagram i Facebook 10 BBeeHHs 3a00pOHU POCIICHKUX COIMEPEXK JI0
17 tpaBus 2017 p cknamana 7,5 MIH. KOPUCTYBadiB, MIC/ISA IMIUIEMEHTAIlll CAHKIIA BOHa
Bupocna 10 11 MIIH. KOpHCTyBauiB, aKyMyJIIOBaBIIM Ha CBOIX MaiJlaHYMKaX KOPHUCTYBadiB
cormepexx BKonTakre, OgHoknaccuuku [16].

Hapasi came Facebook 1 Instagram — HaiimocTymHim KaHajld BIUIMBY Ha CIIOXHUBYY
noBeinky ykpainmiB. CoransHa mepeska Facebook — mposigaa riobanbpHa coliajibHa
wiatdopma Ta BaXKIMBUI aKTUB Ul MAPKETOJIOTIB, CyMicHa 3 Heto mardopma Instagram. Ha
BKa3aHUX MiaTdopMax MOKYMI CIUIKYIOTbCS MK cO000 He JuiIe Juisi 0OMiHY JOCBiZIOM
MOKYTIOK, 3 IIEF0 METOI0 CTBOPIOIOTHCA IPYIH, /1€ BIIOYBAETHCSI OOrOBOPEHHS, 311 CHIOIOTHCS
OI[IHIOBAaHHSI POOOTH KOMIIaHii abo SIKICTh TOBApiB 1 MOCIYT, a W JJIs 3[IACHEHHS omeparliit
C2C. Instagram sk KOMYHIKAI[IfHUI KaHaJI Ta KaHaJ MPOAAXKy 3aCTOCOBYETHCS JUIsl MOJO/I,
OCKIJIBKHM TJI00anbHa IUIbOBA ayAUTOPis Mepexi Ha 67% ckialaeTbes 13 MoAel BikoM Bif 18-
34 pokiB, aKTUBHUMHU KOpPHCTYBadaMH BUCTYIAIOTh >KIHKH, SIKI CTaHOBIIATH 55 % ayaurtopii
[17]. Y uinoMy 4ncenbHICTh KOPUCTYBaUiB MOCTIHHO 3pocTae i y 4epBHi 2016 p. HapaxoByBaja
500 miH., moaeHHo BiABIAYOTh 300 MiH. 0ci0, B YKpaiHi Mepeka KOpUCTyBadiB CTAHOBHUTD
2,6 miH. oci0 [12]. Cepen nepesar Instagram — akTUBHICTb ayIUTOPIi, Bi3yai3allis KOHTEHTY,
JAKOHIYHICTh Ta 1HTerparis 3 Facebook, a Hegonikamu € ckiagHa aHaaiTHKA Ta HEBUAUMICTh
0€e3 MpocyBaHHS.

Taxtuka SMM BKIIOUa€ 3aCTOCYBaHHS MapKETUHIOBUX 1HCTPYMEHTIB, MPEJICTABIECHUX
Ha puc. 3. [epru 3a Bce, He0O0Xi1HO cTBOPUTH Oi3HEC-TIPO] 1Sk y BU3HAUECHIH collianbHIi Mepexi
Facebook, Instagram To1o, 3amOBHUBIIN HOTO IIKABUM KOHTEHTOM, 100 BiH TOYAB (OKHTH
JIOTIOKHU PO3pOOIISEThCS cTpaTeris Oi3Hecy, BU3HAYAETHCS, 1110 Ta SIK JOLIBHO mpocyBaTH. Lle
poOUThCS 3 Ti€T MPUYMHH, 1O MPOCYBATU CBIMl aKKayHT HEOOXiIHO, SK MIHIMYM 2 THXKHI 3
MOMEHTY CTBOPEHHS, 1HaKIle HOro «3abaHATh» 3a 3aliBy aKTHUBHICTh. Y IIEHTPi yIpaBIiHHS
KOHTEHTOM JIEKaTh PIIICHHS 111010 KOHTEHT-MApKETUHTY, OCKUIbKU PIBEHb JOBIpU 0 MPSMOT
peKJIaMi HeyXHIJIbHO TaJ1a€, P MOCTIHHOMY 3pOCTaHH1 OMOPY COLiyMY 1010 ii HaB’ A3yBaHHS
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CTa€ HarajJbHUM MEpPCOHI(PIKOBAHUI 1 aKTyaJbHUN IS CIOXKMBAaya KOHTEHT. 3POCTaHHS
3aI[iKaBJICHOCTI B KOHTEHT-MAPKETUHTY CIIOCTEPITa€ThCs HE JUIIE cepell KOMIaHIi CerMEHTY
B2C, arne i cepen Benmukux rpasiiB puHKY B2B. SkicHuil 1 KopucHUN KOHTEHT, SKUW BUPIIIYE
po0JIeMH KITIEHTIB 200 BUKIIMKAE Y HUX TIO3UTHUBHI €MOIIii, 3[aTHUI HE TUILKH 3aJTyYUTH HOBY
aAyIUTOPIIO 1 MIABUIIMTH JIOSJIBHICTh IMOTOYHHUX KIIIEHTIB, ajieé 1 JIOMOMOTTH y (OpMYBaHHI
HOBHX MOTPEO 1 KyIbTYpH CIIOKUBAHHS HOBHX TOBapiB HA PUHKY.

Horo 3MicT monsrae y CTBOpEHHi 1[iIKaBOro KOHTEHTY 3 METOK) HAPOLICHHs KOHBEPCii,
sKa IHIMIFOETbCS TOKYIIIEM, TOOTO TMiClsg BAAIWX IMOKYIIOK Ta B3aEMOJINA TMOKYIEIb
MIEPETBOPIOETHCS Ha aJBOKATa MPOXyKTy/OpeHay. Jiis 11boro HeoOXiIHO CTBOPUTH OOCPHEHHI
3B’A30K 13 CMOKMBAaYaMH, TICHIIIE 3 HUMH B3a€EMOJIATH, JOTIOMAraloyy KIi€HTaM BHPIIIyBaTH
iXHIO KOHKpeTHY mpobseMy. OcoOauBy pojib B MOBEIIHII CIIOXKWUBA4YiB Ma€ MEPCOHAIBHHUI
BILJIUB «TiJIEPIB CYyCHUTbHOI AyMKm» [ 18], 10 SKUX BIAHOCSATHCS JIiEPU B MUTAHHSX IPUI0AHHS
CIIOKMBYMX TOBApiB; JiACpU B MHUTAHHSIX MOJHW; ICTEOJINIMEHT CYCHIJIBHOTO JKHUTTS Ta
KiHO31pKH, criopTcMenn. Bimomuii mapkerosior Cer ['ofiH BUBOAUTE NIPSIMY 3aJICKHICTh MiXK
PO3BUTKOM iH(MOpPMAIIHHUX TEXHOJOTIM Ta TOMUPEHHSAM HU(PPOBHX KaHATIIB B3aeMOJIT 1
MOCHJICHHSIM COIIAJIbHUX B3a€EMOJIM MK JIFOJIbMH, YTBOPCHHSIM CHEIU(IYHUX COI[IaIbHUX
rpyn — IuieMeH, 00’€JHaHWUX HABKOJIO JIIJIEPiB, IO 3MIHIOKOTH CBIT, 3BUYHI MpaBHJia TPH.
BukoprCTOBYIOUM 3ampONIOHOBAHY KOHIICIIIIFO TUIEMEH, BiH IMPOIIOHYE CTPATETII0 TOIIYKY
IHOBOI ayauTOpii OpeHay, 3acTocyBaHHS MOAM(IKOBaHOT TEXHOJOTIi cenedpiti — JiepiB
TUIEMEH [4], Koy TpocyBaHHS MPOIYKTY 3aB/ISKH OPIEHTAIIIT HA JIIJIEPiB MOJIATAE Y MOMIUPEHH1
iXHBOTO CTHUJIIO CIIOXHMBYOI MOBEMIHKM Ha IUIbOBI ayauTopii. OCHOBHMMH 1HCTPYMEHTaMU
KOHTCHT-MapKETUHTY € CTaTTi Y BIACHUX OJorax KOMIIaHiH, Oyiorocdepu JiepiB TyMKH i Ha
npodiTbHUX pecypcax, aKTHBHI KOMYHIKaIli B cOIMEpeX axX, KeWCH, BIACOIHCTPYKIi Ta
BeOiHapH, KopucHA iHporpadika, JOCTIHKSHHS, TAPreTOBAHKH BILUIUB Ha CIIOYKUBAYA.

BHCHOBKH 3 JaHOT0 JOCJIiI:KeHHS i IePCNEeKTHBH MOJAJBIINX PO3P000K 32 JaHUM
HanpsaMoM. Pe3ynbratu npoBeeHUX AOCTIIKEHb 03BOJIIIN AIMTH HACTYITHUX BUCHOBKIB.

1. BpaxoByroun TeHACHIII Tiobami3alii eKOHOMIYHOTO Ta KYJIBTYPHOTO TIPOCTOPY,
OypXJTUBUH PO3BUTOK EJIEKTPOHHOI TOPTiBII Ta OHJIAWH-PUTEHITY, BKOPIHEHICTH MOMAENi
COLIIaJIbHOI 1HTErparii, Jokanaizamii Ta MOOUIBHOCTI 3allpOIIOHOBAHO TPAKTYBAHHS TEPMIHY
MapKETHHT y COLIaIbHUX Mepekax. MapKeTuHT y corianbHux mepexax (SMM anrn. Social
Media Marketing) — me komriekc crnenupivHUX OHJIAMH-MAaPKETUHTOBUX 3aXO[iB, IO
3/11ICHIOE BIUIMB Ha I[IJIbOBY ayAUTOPIiI0 Yepe3 KaHAIH COLlIaTbHUX TIaT(HOpM Ta CIIPSIMOBAHUN
Ha JIOCATHEHHS MapKeTHMHIOBUX I[Iel opraHizauii abo mepcoHu (TOJIMIIEHHS SKOCTI abo
YHCENHHOCTI I[UIbOBOT ayIUTOPIi; 3MIHM 3BUYOK TOKYTIKH 1 BAKOPUCTAHHS TOBAapY; MPOCYBaHHS
OpeHIy/TTPOIYKTY/KOMITaHIT Ta MIJABUIICHHS JOSJIBHOCTI JI0 HBOTO; 3alydyeHHsS HOBOL
ayauTopii).

2. BcraHOBJIEHO, IO OCHOBHMMH TiepeBaramMu 3actocyBaHHI SMM e MoximBiCTH
MaJIoO0/KETHOTO MapKeTHHTY (eeKT capadaHHOTrO pajio) 3adydeHHs IUIbOBOI ayIuTopii,
MOJKJIUBICTh TPOBOAUTH OEHUMAPKEHTOB1 JIOCIIIJIKEHHS 1 MOHITOPUTH MOBEAIHKY CIIOKHBaUiB
Ta KOPHUCTYBadyiB COliaJbHUX MeAia pecypciB. [lo HEAOMIKIB CIi BiTHECTH CYTTEBUN BIUIMB
JTOACHKOTO  (hakTOopa Ta JKMBOI Ipali, HEOOXIJHICTh MOCTIMHO CHUIKYBaTHCS 3
nepeaIIaTHUKaMH, HEJOCTAaTHSI BUBYCHICTh OI[IHFOBAHHS Pe3yIbTaTUBHOCTI AiSITHHOCTI.

3. Busnaueno wmicue crparerii SMM y 3aranpHiii MapKETHHTOBIH cTpaTerii KOMITaHii.
JloBeneHo, 0 BOHA € JIOTIYHUM IMPOJOBKEHHAM (YHKIIIOHATBHUX CTpATEriii MapKETHHTY Ta
MO>KE PO3TIISIATUCS K €JIEMEHT KOMYHIKAIIHHO1 cTpaTerii. SMM-cTpaterist 103BOJISIE TOCATTH
HACTYIHUX IIiiel: chopMmyBaTé KyNbTypy CIIOKUBUOTO TATepHY, CTBOPUTH a0O 3MIHUTH
chopMoBaHy pernyTailito OpeHay; 3A1MCHUTH MOCTIHHUI MOHITOPUHT ayIuTOpii OpeH1y/ToBapy
B COILIIAJIbHUX MEPEXKax Ta B LIJIOMY BUBUUTH CIIOKUBUY MMOBEIIHKY.
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4. OkpeclieHO eTanM IUIaHyBaHHS CTpaTerii MPUCYTHOCTI OpeHIy B COIaJIbHUX
Mepekax, MO JO03BOJISIFOTh 3IIMCHUTH KOMOIHAIII0 HACTYMHUX 1HCTPYMEHTIB TaKTHYHOTO
MapKETUHTY B COIIAJIbHUX MEPEKaxX KOM IOHITi-MEHEDKMEHT; KOHTEHT-MapKEeTHUHT; poOoTa 3
iHTepdeiicaMu; MOHITOPUHT COLIAIBHIX MEPEK.

Crniuparoumch Ha OJiepKaHi pe3yabTaTh, HAPSIMKaMH MOJIAIBIINX HaYKOBHUX PO3BIIOK
MOXXYTh CTaTH THUTaHHS OIIHIOBaHHS PE3yJbTaTUBHOCTI MApKETHHTOBOI MisSUTBHOCTI B
COIlIaIbHUX MEpeXax, aBTOMAaTH3allii mpolecy IIaHyBaHHsS CTpaTerii MPUCYTHOCTI OpeHy B
COLlIaIbHUX MEpeKax.

1. Kum B. Yan, MoGopn P. Crparerust roiayboro okeana. Kak HaiTH Wiu cO37aTh PHIHOK,
cBOOOAHEIH OT Mpyrux UrpokoB. M. : ManH, MBanoB u ®epbep, 2012. 304 c.
2. Kotnep @., Kapramxkaiis X., CetnaBan A. Mapkerunr 3.0 : OT MPOIYKTOB K MOTPEOUTENAM H

najee — k yenoBeueckoi ayme M. : Ansnunabusnec bykc, 2010. 230 c.

3. JIbuibik Y. UnTyntuBHblil Mapketudr. K. : YAM, 2014. 116 c.

4, Goddin S. Tribes: We Need You to Lead Us. New York : Portfolio, 2008. 270 p.

S. Innssmenko C. M. IHHOBamiiiHUH PO3BUTOK: MApPKETHHT i MEHEPKMEHT 3HaHb: MOHOTpadis
Xapkis : Jlica umroc, 2016. 192 c.

6. HudpoBuii MapkeTHHr — Mojaeib MapkeTuHry XXI cropiuus / M. A. Oxmangep, T. O.
Oxuannep, O. I. Smkina [Ta in.]. / 3a pex. M.A. Oknanzaepa. Oxneca : ActpornpuHr, 2017. 292 c.

7. Lauterborn B. New Marketing Litany : Four P’s Passe: C-Words Take Over. // Advertising Age.
1990. Ne 61 (41). P. 26.

8. Otlacan O. E-Marketing Strategy: 7 Dimensionsto Consider (the e-Marketing Mix). URL :
http://EzineArticles.com/expert/Otilia_Otlacan/5042 (nara 3sepuenns: 19.07.2017).

Q. CsitoBuii cextop po3apionoi Toprismi y 2016 pomi. URL : https://www2.deloitte.com/ua/uk/
pages/press-room/research/Global-Powers-of-retailing-2016.html (zata 3Bepuenns: 5.08.2017).

10. Yr1o OXHMIAeT yKpamHCKHWH pbIHOK e-commerce B 2017 romy. URL : https://ain.ua /2016/
12/16/e-commerce-v-2017-evo (nara 3Bepuenss: 5.08.2017).

11. Social Media Analytics, Management&Performance. URL : https://www.socialbakers.com/
suite (mara 3Bepuenns: 5.08.2017).

12. [Maxaunapsia A. Uto cerofHs HE0OX0UMO 3HATh 00 MHTEpHET-aynuTopun? // MapkeTHHT B
VYkpaune. 2016. Ne 5 (98). C. 28-31.
13. Owmenbuyk H. Conmanshslie cetn B 2016: dakTsl, TpeHabl, Tporao3sl // PaySpaismagazine. URL

. https://psm7.com/analytics/socialnye-seti-v-2016-fakty-trendy-prognozy.html  (mata 3BepHeHHS:
12.06.2017).

14. Tepmun marrepn. URL : https://ru.wikipedia.org/wiki/%D0%9F%D0%B0%D1%82%D1%
82%D0%B5%D1%80%D0%BD (nara 3Bepuenns: 12.06.2017).

15. Cagunibka H. JI., [Toneswu K. B. [TinnmpueMHUIIbKA MApKETHHT y COIliaibHINA Mepexi Instagram
// Bizuec [udopm. 2016. Nell. C. 419-424.
16. Aynurtopus Instagram B YkpauHe BbIpociia 1mouty B nojrtopa pasa // Jlira bisnec Indopm Bin

27.06.2017. URL : http://biz.liga.net/ekonomika/ it/novosti/3696310-auditoriya-instagram-v-ukraine-
vyrosla-pochti-v-poltora-raza.htm (mara 3Bepuenns: 1.07.2017).

17. Five Effective Ways ToGet More Traffic Using Instagram. URL : http://bb2u.net/make-money-
online/seo/5-effective-ways-get-traffic-using-instagram. html (nara ssepuenns: 11.05.2017).

18. Katz E., Lazarsfeld P. Personalinfluence : The part played by people in the flow of mass
communications: 2-nd ed. Piscataway: Transaction Publishers, 2005. 400 p.

1. Kym, V. Chan. (2012). Strategiya golubogo okeana. Kak nayti ili sozdat ryinok, svobodnyiy ot
drugih igrokov [Blue Ocean Strategy. How to find or create a market free from other players]. M.: Mann,
Ivanov i Ferber, 304 p.

HJI Casuybka. MapKeTUHT y COLiaIbHUX MEpeXKax: CTpaTerii Ta iIHCTpyMEHTH Ha PUHKY 31
B2C


http://ezinearticles.com/expert/Otilia_Otlacan/5042
https://www2.deloitte.com/ua/uk/
https://www.socialbakers.com/%20suite
https://www.socialbakers.com/%20suite
https://psm7.com/analytics/socialnye-seti-v-2016-fakty-trendy-prognozy.html
https://ru.wikipedia.org/wiki/%D0%9F%D0%B0%D1%82%D1%25%2082%D0%B5%D1%80%D0%BD
https://ru.wikipedia.org/wiki/%D0%9F%D0%B0%D1%82%D1%25%2082%D0%B5%D1%80%D0%BD
http://biz.liga.net/ekonomika/
http://bb2u.net/make-money-online/seo/5-effective-ways-get-traffic-using-instagram.%20html
http://bb2u.net/make-money-online/seo/5-effective-ways-get-traffic-using-instagram.%20html

Marketing and Digital Technologies Volume 1, No 1, 2017 ISSN 2522-9087

2. Kotler F., Kartadzhayya, H., Setiavan, A. (2010). Marketing 3.0: ot produktov k potrebitelyam
i dalee — k chelovecheskoy dushe [Marketing 3.0: from products to consumers and further - to the human
soul]. M. : AlpinaBiznes Buks, 230 p.

3. Lyilyik I. Intuitivnyiy marketing [Intuitive marketing]. Monografiya. K. : UAM, 116 p.

4. Goddin, S. (2008). Tribes: We Need You to Lead Us. New York : Portfolio.

5. llyashenko S.M. Innovatsiyniy rozvitok: marketing i menedzhment znan [Innovation
development: marketing and knowledge management]. Monograflya. Harkiv : TOV «DIsa plyus»,192
p.

6. Oklander, M. A,. Oklander, T. O Yashklna, O. I. (2017). Tsyfrovyy marketunh — model
marketinhu XX7 storichchya [Digital marketing is a century-old marketing model] Oklander, M. A (Ed.).
Monografiya.Odesa: Astroprynt, 292 p.

7. Lauterborn, B. (1990) New Marketing Litany: FourP’sPasse: C-Words Take Over. Advertising
Age, V. 61(41), 26 p.

8. Otlacan, O. E-Marketing Strategy: 7 Dimensions to Consider (the e-MarketingMix).
EzineArticles.com Retrieved from http://EzineArticles.com/expert/QOtilia_Otlacan/5042.

9. Svitovyy sektor rozdribnoyi torhivli u 2016 rotsi [World retail sector in 2016].
https://mww2.deloitte.com. Retrieved from wwwz2.deloitte.com/ua/uk/pages/press-room/research/
Global-Powers-of-retailing-2016.html.

10. Chto ozhydaet ukraynskyy reinok e-commerce v 2017 hodu [What is expected by the Ukrainian
e-commerce market in 20177] :ain.ua. Retrieved from https://ain.ua/2016/12/16/e-commerce-v-2017-
evo.

11. Social Media Analytics, Management & Performance. www.socialbakers.com. Retrieved from
https://www.socialbakers.com/suite.

12. Shahdinaryan, A. (2016). Chto segodnya neobhodimo znat ob internet-auditorii? [What do you
need to know about the Internet audience today?]. Marketing v Ukraine, 28-31 p.

13. Omelchuk, N. (2016) Sotsialnyie seti v 2016: faktyi, trendyi, prognozyi [Social networks in
2016: facts, trends, forecasts]. psm7.com. Retrieved from https://psm7.com/analytics/ socialnye-seti-v-
2016-fakty-trendy-prognozy.html.

14, Termin pattern [The term pattern]. ru.wikipedia.org. Retrieved from https://ru.wikipedia.
org/wiki/%D0%9F%D0%B0%D1%82%D1%82%D0%B5%D1%80%D0%BD.

15. Savyts'ka, N.L.&Polevych, K.V. (2016). Pidpryyemnyts'’kyy marketynh u sotsial'niy merezhi
Instagram [Entrepreneurship Marketing in Social Networking Tools]. Biznes Inform, V. 11, 419-424.
16. Auditoriya Instagram v Ukraine vyirosla pochti v poltora raza. Liga Biznes Inform vid 27.06.
2017.[Instagram's audience in Ukraine has grown almost in half again]. biz.liga.net Retrieved from
http://biz.liga.net/ekonomika/it/novosti/3696310-auditoriya-instagram-v-ukraine-vyrosla-pochti-v-
poltora-raza.htm.

17. Five Effective Ways To Get More Traffic Using Instagram. bb2u.net. Retrieved from
http://bb2u.net/make-money-online/seo/5-effective-ways-get-traffic-using-instagram.html.

18. Katz, E. & Lazarsfeld, P.(2005). Personal influence: The part played by people in the flow of
mass communications (2-d ed ). Piscataway: Transaction Publishers, 400 p.

N. L. Savytska. Doctor of Economics, Professor, Head of the Department of Marketing and
Commercial Activity, Kharkiv State University of Food Technology and Trade (Kharkiv, Ukraine).

Social media marketing: strategies and tools in the B2C market

The aim of the article is to find the definition of the theoretical and methodological foundations
of the strategy construction and the implementation of marketing tactics in social networks.

The results of the analysis. Scientific and practical value is represented by the results related
to the interpretation of the concept of marketing in social networks, the definition of the role and place
of the SMM strategy in the company's overall marketing strategy, the consistency of planning for the
strategy of brand presence in social networks and the application of tactical marketing tools in social
networks. The main results are as follows.
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Conclusions and direction for further research. The interpretation of the term marketing in
social networks is proposed, which takes into account the tendencies of globalization of the economic
and cultural space, the rapid development of electronic commerce and online retail, the prevalence of
the model of social integration, localization and mobility. Social Media Marketing is a complex of
specific online marketing activities that influences the target audience through the channels of social
platforms and aims to achieve the marketing goals of the organization or person (improving the quality
or quantity of the target audience, changing the habits of buying and using the product; director /
product / company And increasing loyalty to him, attracting a new audience).

The main advantages of using SMM are shown. This is the possibility of low-budget marketing
(the word-of-mouth effect) attracting the target audience, the ability to conduct benchmarking studies
and monitor the behavior of consumers and users of social media resources. The shortcomings include:
a significant impact of the human factor and living labor, the need of constant communication with
subscribers, insufficient knowledge of the issues of assessing the effectiveness of marketing activities in
social media.

The place of SMM strategy in the overall marketing strategy of the company is determined. It is
proved that it is a logical continuation of functional marketing strategies and can be considered as an
element of the communication strategy. The emphasis is on linking SMM tools to other digital marketing
tools such as Search Engine Marketing, Search Engine Advertising, Search Engine Optimization, Social
Media Optimization and Lead generation through email-marketing and sms-marketing. SMM-strategy
allows to achieve such goals: to create a culture of the consumer pattern, to create or change the
established reputation of the brand; to carry out constant monitoring of the brand audience, the goods
in social networks and to study consumer behavior in general.

The stages of planning the strategy for the brand presence in social networks have been
determined, allowing the combination of the following tactical marketing tools in social networks:
community management, content marketing, interface work; social networks monitoring.

The main directions for further research are related to the issues of evaluating the effectiveness
of marketing activities in social networks, automating the process of planning a strategy for the brand
presence in social networks.

Keywords: Social Media Marketing, content marketing, digital marketing, e-commerce, online-
retailing, brand presence strategy in social networks, consumer pattern.
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MAPKETHHI'OBI HU®POBI TEXHQJIOFIi Y JOCIIKEHHI
CIIO’KUBAYIB OPI"AHIYHOI ITPOAYKIIII

Y ecmammi poszensmymi knacugixayilini o3Haxu opeaniuHoi npooykyii, a makodic nepesacu i
HeOOlIKU OP2aHiYH020 BUPODHUYMEBA MA OP2AHIYHOL NPOOYKYI 8 KOHMEKCMI MAPKEeMUH2080i KOHYEnYii.
Haeedeni pezynbmamu MaprkemuH208Ux 00CNi0NCEHb NOGEOIHKU CNONICUBAYIE HA PUHKY OP2aHIYHOT
NPOOYKYii 3a GUKOPUCMAHHA Yu@posux mexunonoeil. 3a pesyromamamu O00CIONCEHb CHOPMOBAHO
npoins cnoscusauis opeaniuHoi NPoOyKYyii ma po3poobieHi MapKemureo8i 3ax00u Wooo il npocy8aHHs.

KirouoBi cnoBa: opraHiuHa TpPOAYKIlisS, OpraHidHe BHPOOHUIITBO, 3€JICHWHA MAapKETHHT,
IUPPOBHI MAPKETHHT

DOI: 10.15276/mdt.1.1.2017.3

IlocranoBka mnpo0JieMH B 3arajJilbHOMy BHIVISAI Ta 1i 3B’SI30K 3 BaKJIMBUMH
HAYKOBUMH 200 NPAKTHYHUMU 3aBIaHHAMH. Y XXI cTomiTTi CBITOBA CIIUIbHOTA OTpUMAIIa
HU3KY TJI00ami3aliifHUX BUKIUKIB, OJHUM 3 SIKUX CTQJIO ICTOTHE MOTIPIIEHHS €KOJOTT4HOT
CHUTYallii, CIpUYMHEHE HepaIliOHATBHAM 1 O€3lyMHUM BHKOPHCTAHHSIM MPUPOJHHUX PECYPCIB.
Yepez mocCTiiiHE BHUKOPUCTaHHS MECTUUUIIB 1 MIHAOOpPUB 3HUILYETHCS OiojoriuHe
PI3HOMAHITTS B IPYHTI Ta 3MEHIIYETHCS BMICT TYMYCY, 10 IPU3BOJUTH J0 IOpiYHUX BTpat 10-
15 MiIBHOHIB IeKTapiB CLIbCHKOIOCIOJAPChKUX 3€MeNb IUTaHeTH. [HTeHcudikarlist arpapHoro
BUPOOHUIITBA CIPUYMHUJIA HEraTWBHI 3MIHM B JIAHLIOraX €KOCHUCTeM 1 Ol10JIOriYHOro
Kpyroo0iry, moripinuia cTaH I0BKULISA Ta 310poB’s ekt [1]. OqHUM 3 MOXKIIMBUX HAMPSIMIB
MOJI0JIAaHHS 111€1 3arpo3u € aJbTepHAaTUBHUM MIAX1J O BEACHHS 3eMJIepoOCTBa — OpraHiuHe
BUPOOHUIITBO Ta CIIOKUBAHHS PI3HUX BUIIB MPOAYKIIii.

AHaJi3 ocTaHHiX AociailzkeHb i myOaikaniii, B SIKUX NOKJIAJeHMI T0YaTOK
BUpIilIeHHIO AaHOi npodjemMu. OcobIuBOCTI BUPOOHMIITBA Ta 30yTy OpraHivyHOI MPOMYKIi
HIMPOKO PO3IJISIIA0THCS BUEHUMU CBITY. Pi3HI aclieKTH OCHIIKEHHSI pUHKY, YIPaBIiHHS i
(dopMyBaHHS TONUTY Ha €KOJOriyHO Oe3MedHi MPOAYKTH Ta OpraHiuHy arpoxapuoBy
MPONYKIII0 pO3TsiHyTO 30Kkpema y mpamsx C. Dosimenka, H.  Bunorpamcekoi,
O.lIy6pascekoi, T. 3aifuyk Ta iH.

BuniienHHsi HeBHpilleHMX paHille YacTHH 3arajbHOi MNpPodJaeMH, KOTPUM
NpHUCBAYYEThbCs cTaTTo. [IpoTe HeJOCTaTHBO AOCHIPKEHUMH € IPOLECU CIIOKUBAHHS Ta
MPOCYBaHHS OPraHIYHOT MPOAYKIII HA CHOXHBYl PUHKH. 3a3HaueHe OOYMOBIIOE
HEOOXI1THICTh peai3ailii BIAMOBIAHO CPOKYCOBAHHUX JOCIIIKEHb.

@opMyTI0BAaHHSA METH CTATTi (IOCTAHOBKA 3aBIaHHs). MeTOr0 HAallMCaHHA CTaTTi €
BHUBUYEHHS COIIQJIbHO-€KOHOMIYHHMX AaCIEKTIB MPOCYBaHHS OpPraHiYHOTO BHUPOOHUITBA Ta
(dopMyBaHHS pEeKOMEHJAlliil 100 MapKETHHTOBOI'O MPOCYBAaHHsS OpraHiuHOi MPOAYKLii Ha
CTIOXXHBYMX PHHKAX.

BukisiageHHs1 OCHOBHOrO Marepiajy JOCT’KEHHs1 3 NMOBHHUM OOIPYHTYBAHHAM
OTPMMAHHMX HAYKOBHUX pe3yJbTaTiB. OpraHiyHi NpoJyKTH — HOBa KaTeropis ToBapis, Mpu

34



MapxkeTuHr i nudpoBi TeXHOJIOTIT Tom I, Ne 1, 2017 ISSN 2522-9087

BUPOOHMIITBI SKUX HE BHKOPHUCTOBYIOTHCS XIMIiYHI JOOpHMBA, TEXHOJOTIi T€HHOI 1HXEHepii,
MITy4Hi JO0OABKM Ta iHIII CYMHIBHI METOAM, O€3MEKy SKUX IS JIOAMHU 1 JOBKULIA IIE HE
JIOBEZICHO. YcCi JIJaHKM BUPOOHHUIITBA CEPTU(DIKYIOTHCS HE MEHINE, HDK pa3 Ha pikK, M0
MiATBEPKYETHCS CIIEIIaIbHUM 3HAKOM OKJIMKY Ha YIAaKOBIl. BUPOOHUITBO 1 CIIOKHBAHHS
[IUX MPOAYKTIB CTPIMKO PO3BHBAETHCS Yy BChOMY CBITI 1 MOYMHAE 3aBOHOBYBATH CIOXHBYUH
PUHOK YKpaiHH.

3BaKal4M Ha Te, IO IS CY4aCHOTO CYCIHIJIbCTBA TOJIOBHHM TPEHIOM € «OyTH
3I0pOBHM», 3aco0M MacoBoi iH(popMarlii, 30BHIIIHSA peKjama, KaTajlord, iHTepHEeT-0Jorepu
KO)KHOTO JHsI TIPOTOHYIOTH HaM 3aiiMatuch QiTHecoM, BimBimyBatu SPA-mpoueaypu Tta
Xap4yBaTHCh KOPUCHOIO (310poBOI0) Dkero. Came B Takuil croci0 y CBIJOMOCTI MEpEeCciyHOrO
CHOXHBaya GOPMYETHCS TyMKa IPO Te, I110: 37J0POB’S € TOJIOBHUM €JIEMEHTOM YCIIIIHOCTI Ta
1HAMKATOPOM IIEBHOTO PiBHA 100poOyTy. bazytounch Ha MpoBeAeHOMY aHalli3i 1 BpaxoBYHOUH
HEOJHO3HAYHICTh aBTOPCHKUX TIAXOJIB IMOJAO BHU3HAYEHHS OPraHivHOI MPOAYKIIIi,
MPOIMOHYEMO 3aCTOCOBYBATH TaKy iX KiIacuQiKaiiro s MPOAYKIlii Xxap4oBoi rpymu (Tab. 1)

Tabmuus 1 — TunoBo-Bua0Ba Kiacuikamis CydaCHUX MPOIYKTIB XapayBaHHI ™

Tun Bun | XapakTepucTUKa
Exomoriuanit O3110poBYOr0 XapUyBaHHS —
MIPOYKT MPOIYKTH, IO 33J0BOJBHIIOTH TOTPEON OPTaHi3My JIFOANHH Y )KUTTEBO HEOOX1THIX

HYTpi€HTaX, MalOTh CHEPTETHYHY I[IHHICTH, 0 BiAMIOBiTa€ CHEPTSTHYHIM BUTpATaM
OpraHi3My, MiABUITYIOTh HOTO Mpane3IaTHICTh Ta aIallTHBHICTH 10 30BHIIIHHOTO
cepelIoBHILA
OpTraHiyHi IPOJYKTH OTpUMaHI B pe3yJbTaTi BeJIeHHs! CepTU(IKOBAHOTO
OPraHiYHOTO BUPOOHMIITBA BiAMOBIIHO 0 BUMOT
CTaH/IapTIB Ta MPAaBUJI OPTaHiYHOTO BUPOOHMIITBA
HaTypalbHi IPOIYKTH SIKi BXKUBAIOTHCS Y IPUPOIHOMY CTaHi abo mpu
BUPOOHMITBI SIKUX HE BUKOPUCTOBYIOThCs [ MO Ta
CHHTETHYHI T0OABKH 1 CHOJIYKH, 110 IMITYIOTh
TIPUPOIHI
OyHKITIOHANBHI —
MPOJYKTH, SIKI MAIOTh CHIPSIMOBaHMI IMO3UTHUBHUI BIUIMB Ha 370POB’S 1 CAMOIIOUYTTS
JIFOJTMHY, 110 TIEPEBUIYE BIUIMB TPAJULIHHUX MPOIYKTIB XapuyBaHHs a00 3HNKYE PU3UK
BUHHMKHEHHS 3aXBOPIOBAaHb, P IIbOMY IIi IKOCTi JICKJIAPYIOTHCSI Ha YNIAKOBII

JKyBaITbHO-TIPODiTaKTHYHI 3 OUTBII YiTKOIO Ar(epeHIiaIliero CTOCOBHO MIEBHUX
MIPOAYKTH YUHHUKIB, 10 JIFOTh HA OPTaHi3M JIOIMHU.
BonogiroTe cienngiqHo0 CrpsIMOBaHICTIO il
30aradeHi — J10 ix ULt MIPOJIyKTH, PO3pPAaX0OBaHi Ha KOHKPETHUH CIIOXUBYMH
CKJIally BXOJSTh crenudiyHUX |CEerMeHT (JII0J1 MOXMUIOTO BiKy, CIIOPTCMEHH, [IITH,
BiTaMiHHI rpyn HACeJIeHHsI | iJUIITKU TOLIO)
KOMIUIEKCH, IIPO- Ta | GIONPOJAYKTH | MPOAYKTH, O CKIIALy SIKUX BXOJSTh «YMOBHO-
npedioTHKH, KOPHCHI» Tpo- Ta MpedioTHKU (MIKpOOpraHi3Mu)
MIKpOEJIEMEeHTH, 3a
BHUKJIIOUEHHsIM BA |

KonBeHuiHui 0ayacTHi IPOJYKTH NOKMBHA [[IHHICTb SIKUX IOJISITAE Y BIATBOPEHHI
HPOAYKT SHEPreTHYHUX NOTPeO OpraHizMy

(Tpanmuiitna iMITaliiHI TPOAYKTH 3acTapinoi ¢inocodii xapuyBaHHS, SKi MalOTh
MIPOAYKILis) crenuigHI MeXi CIIOKUBAHHS, MOXKYTh CIIPUYHHSATH

IIKOJY JJIsl OPTaHi3My JIFOIUHH

I'enetnuHO NPOAYKTH, SIKi OTPUMYIOTb i3 TPAHCT€HHHUX (T€HETHYHO MOIU(DIKOBAHNX) OPraHi3MiB, TOGTO

Mo (iKOBaHUH | B OZMH OpraHi3M BBOJATHCS Yy>KOPiJHI TeHH 200 I'eHH 1HIIOTO OpraHi3My

TIPOJIYKT
*chopmoBaHO aBTOpaMH
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[Tiaxpinarody rpoMajachKy AYMKY, MapKeTOJOTH 3alpolOHYBaId BAAIMM Xij, SKUH
0a3yeThCcs Ha aKTyalli30BaHMX EKOJIOTIYHMX HACTPOSX, 1 MOYaJIH MPOMOHYBAaTH «EKOJIOTIYHO
YUCTI», «HATypaJbHI», «OpPraHivyHi» Ta «OIOMPOAYKTH». A OTXe, BapTO BU3HAYMUTHUCH 13
TEPMIHOJIOTIET0, 110 3aCTOCOBYETHCS IS XapaKTEPUCTHKH IIi€l rpynu NPOAYKTiB, 60 TepMiHH,
SKI BUKOPUCTOBYIOTHCS JUIA BHU3HA4YCHHS OaraThOX THIIB OpraHIYHUX MPOJYKTIB, €
JUCKYCIHHMMH B HAYKOBOMY acCIleKTi a00 B3arayii BAHUKIIN Ha TOOYTOBOMY PiBHI 1 BXXMBAIOTHCA
0e3 HaJIeKHOTO (haXxOBOTO OOTPYHTYBAHHS.

ExonoriyHo 4ucTHii MPOAYKT — L€ MPOAYKT, KUK HE MICTUTh B CBOEMY CKJIaji
HIKIIJTMBUX JOMIIIOK Y KOHLIEHTpALisAX, HeOe3[eUHUX sl IPUPOAHOrO CEpeOBUIIA, TBAPHH,
pociuH Ta 310poB’st mojei [2]. [lo Toro i, mia yac BUpOOHHUIITBA TaKOT MPOIYKIIIl Mae Miciie
MiHIMaJIbHUM HEraTUBHUH BIIJIMB HA HABKOJIMILHE CEPEAOBUILIE.

Exonoriuno uucti mpomyktd (Bin auria. organic food) — mpoaykumis CiIbCHKOTO
rocroJapcTBa Ta XapyoBOi IPOMMCIOBOCTI, BUTOTOBJIEHA BIANOBIAHO JI0 3aTBEPIKEHUX
npaBw (CTaHDApTiB), SKi TepeadadaroTh MIHIMI3AIil0 BUKOPHUCTAaHHS TICCTHIIMIIB,
CHUHTETUYHUX MIHEpAJIbHUX JOOPUB, PETyIATOPIB 3pOCTaHHS, IUTYYHUX XapUOBHUX J100aBOK, a
TaKOX 3a00poHs0Th BUKopucTanus MO [3].

[IporonyemMo miA IWi€I0 KATEropi€l0 — pO3IJSAaTH MPOAYKIIIO, IO HE MICTHUTH
TeHETUYHO MOJIM(IKOBAaHUX OpraHi3MiB (YM IHTpENi€HTIB, sAKi Oymu oTpumani i3 IX
3aCTOCYBaHHSIM), BIJIOBiJIa€ E€KOJOTIYHOMY 3aKOHOJABCTBY Ta TpU BHUPOOHUIITBI SIKOT
BUKOPHCTOBYETHCS EKOCUPOBUHA, EKOTHTPEIEHTH Ta EKOTEXHOJIOTIYHHIA TIPOIIEC.

bionponykramu B YKpaiHi 3a3BU4ail HA3UBAIOTh Ti, 10 CKJIAY SAKHX BXOJATh KOPUCHI
MIKpOOpraHi3Mu, MpoOiOTUKY Ta iHII (yHKIIOHAIBHI 100aBku [4]. Ha BiaMiny Bix YKpainu B
kpaiHax €C no3HaueHHsIM «010-» a00 «eK0-» MapKyIOTh OpPraHiyHi MPOAYKTH.

HarypanbHuii npoayKT — 1€ IPOAYKT, BUTOTOBJIEHUM 3 HAaTypajlbHOI CUPOBHHH, 4 HE
HUIAXOM PO30aBJIEHHS KOHILIEHTPATiB YM 3 BUKOPUCTAaHHSIM CHHTETMYHHMX CKJIaJOBHX. AJe
IOXO/DKEHHSI HAaTypajbHOI CHPOBMHM MOXE OYyTH HE 30BCIM «HATypajbHe» (CHUHTETHYHI
MiHEpalibHI JOOpHBa, 3aCO0M 3aXUCTY POCIIMH Ta TBAPUH TOIIIO).

OpraniyHi NPpOIYKTH — 1€ TaKi, IpU BUPOOHUIITBI AKHX:

- y POCIMHHMIITBI 3a00pPOHEHO BUKOPHCTOBYBAaTH OTPYHHI XIMIKaTH, a TaKOX
MiHepasbHi JOOpUBa CUHTETHYHOTO MOXO/DKEHHS, MPH LIbOMY 3aXUCT POCIHH 311HCHIOEThCS
NEePEeBAXHO TpenapaTaMi HATYpaJbHOTO TOXOJDKEHHS, a JUIS JKHBIICHHS TPYHTY W POCIHH
BUKOPUCTOBYIOTbCS OpraHiuHi 100pHBa;

- KaTeropu4yHO 3a00pOHEHE BUKOPUCTAHHS TEHETHUYHO  MOAM(PIKOBAHUX
OpraHi3MiB;

- y TBAPUHHMIITBI HE JO3BOJISIETHCS 3aCTOCOBYBATH CTUMYJISITOPH POCTY, TOPMOHU
i aHTHOIOTHMKM, a s JIIKYBaHHS TBapUH BHKOPHCTOBYIOTHCS MpO(diakTHYHI 3acobu i
roMeomnaTHuHi npenapatu [5].

Jlo TOro X, OPraHiuHOIO MPOJAYKIIIEI0 MOXE BBaXXaTHUCh JIMILE Ta, IO BUPOIIEHA Ha
IPYHTax 4epe3 TPU POKH, MPOTATOM SIKUX OYAYyTh TOTPHUMYBATHUCH BCi BUIIIE3a3HAYECHI BUMOTH.
[Tpoaykiis, BUpoOIlleHa MPOTATOM MEPIINX TPbOX POKIB, Oy/e BBaKAaTHCh «mepexiHoo». [Tix
yac MepepoOKM CUPOBHHM Ha OpraHiuHI XapyoBl NHPOAYKTH HE JOIYCKAeThCcsl 00poOKa
PEHTIeHIBCBKMMU XBMJISIMM, a KUIBKICTh J00aBOK 3HA4HO oOOMexeHa. Buximouaerbcs
padiHyBaHH, A€30J0pyBaHHs, T1IPOTeHi3allisd, B MPOAYKTH 3a00pPOHEHO BHOCHTH BITaMiHH,
MakKpo- Ta MikpoeieMeHTH [6].

[TincymoByrouH, MOKHA 3pOOUTH MPOMIKHI BUCHOBKHU: OPraHIYHUMHU a00 €KOJOTIYHO
YUCTUMH BBaXAIOTbCS MPOXYKTH, BUTOTOBJIECHI 3 JOTPUMAHHSAM BHM3HAYEHHMX EKOJIOTTYHHX
CTaH/apTiB Ha BCIX TEXHOJIOTTUHUX Ta peajizaliifHuX eTarnax.
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OpranivyHa MpOAYKIIisl Ma€ iICTOTHI BIIMIHHOCTI BiJl TPaJMIIIItHOI, BIAMOBIIHO, MOYKHA
IPUITYCTUTH, 110 1 MAPKETHHIOBI Jii, COpsAMOBaHi Ha i MPOCYBaHHS HA CIIOKUBYHMH PUHOK,
OyIyTh BIAPI3HATHCS BiJl YCTAJECHUX 1 QIalITOBAHKX JIO0 CIIOKUBYOTO PUHKY.

VY cydacHiii JiTeparypi MOKHA 3HAWTH PI3HOMAaHITHI TEPMiHH, 10 BUKOPHCTOBYIOTHCS
JUISL  XapaKTepUCTHUKU MAapKETHHTy OpTraHiuHOl MpPOAYKLIi, SKUH TPaKTYEThCS B MeEXKax
KOHIIETIIii COIiaJIbHO-€THYHOTO MApKETUHTY: «3€JCHUN MapKEeTHHI», «CTIHKUN MapKETHHIY,
«MAapKETUHT JTOBKULISN, «EKOJOTIYHO APY>KHIM MapKeTUHI», «EKOMApKETUHI» a00 HaBITh iX
MOETHAHHS, HATIPUKJIA] «CTIMKHUIA 3eJIeHui MapkeTunry [7, 8].

[IpoTe Mu MOXKEMO BHUSBHUTH 3HAYHI BIIMIHHOCTI y CYTHOCTI X BU3HAa4€Hb HA OCHOBI iX
iHTepnpeTanii i chopMyBaTH TPU OCHOBHI MiJXO/H.

[epmuii miaxig. «3eneHui» MapKETHHT — BITHOCHO HOBA KOHLEMIIS, sIKA YAaCTKOBO
3arepevye il Ta IHCTpyMEHTapiil TpaJAulliiHOrO0 MAPKETHHTY, TOMY BiH CTBOPIOE a0COIIOTHO
HOBY KOHCTPYKIIIFO B3a€EMHUH MIXK CIIO’KMBaueM, BAPOOHUKOM 1 CycriIbcTBOM. Sk 3a3Hadae XK.-
K. JlambeH, «MEeTOI0 €KOHOMIYHOI CHCTEMHU Ma€e OyTH He 3a/JI0BOJICHHS CIIOKHMBAaya SIK Take, a
MOKPAIEHHS SKOCTI XXUTT» [9, . 76]. 32 CBOEIO CYTHICTIO 11€ BU3HAUYCHHS Ma€ 3allepeuyBaTH
TOJIOBHUH TPUHIIUT TPATUIIHHOTO MApKETHHTY, & CaMe: CYBEPEHITETY CIIOKUBaYa, SKIIIO IeH
MIPUHITUIT 3aBJIa€ MIKOAU MPUPOJl 1 MaOyTHIM TeHepaiisiM. EKoIoriyHo CTIMKUH MapKEeTHHT
O3HAYa€ MOBary 10 MalOyTHIX MOKOIiHb, aKIEHTYBAaHHS Ha MOTpedax, a He Ha OaKaHHSX 1
MO>KJIMBICTh HOBHX 3MiH B ICHYIOUHX COLIaJbHIN Ta ekoHOMiuHil cuctemax [10; 11].

Hpyruit migxin. «3eleHui» MapKeTUHT TiJIbKH PO3IMIMPHB CYTHICTh TPAAWLIHHOTO
MapKETHHTY, JOAABIIN €KOJOTIYHI aCMeKTH AK MOTEHUINWHI NUISIXU MOMimimeHHs (GiHaHCOBOI
JISUTBHOCTI KOMTIIaHii, KOPIOPATHBHOTO iMI/KY 1 MOIIYKY HOBOTO MOTEHINially 3pOoCTaHHs. Y
JAHOMY BUMNAQAKY OUIBIIMKA aKIEHT POOUTHbCS Ha JOTPUMaHHI MPUHIUIIB EKOJOTTYHOTO
MEHE/DKMEHTY, HiJK €KOJIOTIYHOTO MapKETHHTY, a00 PO3TIIAIAIOTHCS HOTO OKPEMi €IEMEHTH.
Tak, M. Polonsky Buctynae 3a Tpaguiiiiny OCHOBY MapKeTHHTY, Bi3HAYAIOUH, IO «3EJICHHM
MapKETUHT» — YC1 BUH JIIOJCHKOI AisITHHOCTI, CIPSIMOBAHOT HA 3aJJ0BOJICHHS 3aIIUTIB 1 TOTped
JIOJHHM 32 I0MIOMOT0I0 0OMiHY, TPUYOMY 33J0BOJICHHS IIUX 3alUTIB 1 MOTped BiAOYyBaETHCS 3
MIHIMQJIbHUM HETaTMBHUM BIUIMBOM Ha NOBKULIA [12]. Take BU3HaueHHs BKJIIOYae B cebe
TaKUi JTOAATKOBUU €IEMEHT, SIK 3aXUCT JOBKULISA, ajle He PO3MIIAae KOHIENTYalIbHUX 3MiH
camoi rmapaJiurMi MapKETHHTY.

Tperitt minxia. «ExonoriuHuil» MapKeTHHI € CKJIaJ0OBOK YacTHHOIO COIiajdbHO-
€TUYHOTO MAapKETHUHTY, TIOpSAA 3 CTUYHHMH, [PABOBUMH, COIIaJTbHO-KOHTEKCTHUM
MapKeTUHToM 3axo/iB 1 mporpam [13, C. 48]. 3HauHa KiIbKicTh pocilicbkux aBTOpiB (bopoauH,
['ony6kxoB, XauarypoB, KpynrHa Ta 1H.) TakoXX pO3IJISAAIOTh «3€JIEHUI» MApKETUHT 4epes3
npU3My TOJIOKEHb KOHIIEMIi COIIadbHO-€TUYHOTO MAapKETHHTY, SKa JOMOBHIOETHCS
KOHIICTIIIIE€I0 «TOTATHBHOTO MEHEPKMEHTY SIKOCT1» Ta €KOJIOTIYHOTO MEHEKMEHTY» [14].

Tpeba 3ayBakuTH, 10 came Jpyrui MiAXix HaOidblIe MOMMpPEHUR cepen
MOCTPAJSIHCHbKUX BUEHHUX, CaMe 1€ YCKJIaJHIOE€ MPOBEAEHHS JOCIIKeHb B LM cdepl 1 He
cipusie GOpMyBaHHIO HOBOI MapaJUrMH MapKETUHTY.

MoskHa BBaxaTH, IO IPYTAdA MIAX1A € HAHOUIBII JIEBUM KIFOUEM O BUPIIMIECHHS
OCHOBHOT YaCTHHH MpoOIeM, KOTpi BUHUKAIOTh B CUCTEMi €KOJIOT0-€KOHOMIYHHUX BITHOCHH 1
3MYIIy€ KOMIIaHIl0 MPUALISATH OlIbIlIe yBaru CTIHKOCTI Ta IHTEpecaM BChOTO CYCHUIbCTBA SIK
JIOBFOCTPOKOBOI CTpaTETii pO3BUTKY.

MapxkeTHHT Mae cripusTH GOpMYBaHHIO €KOJIOTTYHOT CTIHKOCTI, (POKYCYIOUUCh HA TOMY,
110:

- BUTPATH Ha 3aXHCT JTOBKLLIS MAIOTh BKIFOYATHCS IO BAPTOCTI TOBAPY;

- 3HIDKEHHS BUTPAT Ma€ 3TIMCHIOBATHCS TOJIOBHUM YHHOM HE 32 PaXyHOK IIiHH, a
3a paxyHOK MapKETHHTOBHX KOMYHIKAIIii;
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- CTPYKTypa Tally3ell TakoX Mae OyTH 3MIHEHOKO: POJib MepepoOKu Mae OyTH
MiJIBUILICHOIO, 110 03HaYae (OpMyBaHHS HOBUX BiJTHOCHH MK BUPOOHUKOM 1 CITO)KHBAYEM;

— KYIIBJIS 1 CIIOKMBAHHS: SIK TIOKYTIKa MO>Ke OYTH 3aMiHEHOIO 1HIIOIO JiSUTbHICTIO
(HampuKJIaa, 3amMO3MYCHHA) 1 K 1e OyAe CHpPUATH 3HMKEHHIO KIJIBKOCTI pPecypciB, sKi
BUTPAYaIOThCS;

— NEepeakleHTyBaHHS Bl TOBapiB 0 TOCIHYr (MPOJOBXEHHS TEPMIHY
BUKOPUCTAHHS POAYKTY, PEMOHT KYIUIEHOTO TOBAapy 3aMiCTh IMOKYIIKH HOBOTO);

- CTBOPCHHSI CTPATEriYHUX aJbsSHCIB Ta IHIIUX yroj MK (ipMamMu iCTOTHO
HOJIETIIYE MPOLEC MOIIMPEHHS €KOJOriuHuX 1HHOBauii. IlIBHIKke MOIIMpPEHHS €KOJIOIriyHO
e(PeKTUBHHX DIllIeHb € CPEPOI0 IHTEPECIB BCHOTO CYCHIBCTBA, IKE MOXKE CTBOPIOBATH BUINMI
3Minu y cdepi 3axucty goskims [10, C. 528].

OcoOMuBICTP MapKETUHTY OpPraHiyHOi MPOMYKIII BHU3HAYAETHCS HAcamIepel Horo
00’exToM. OpraHiyHUM HPOAYKT BIJPI3HSETHCS TUM, 110 HOr0 HEMOXIIHUBO PO3IIAAATU Yy
BiJJpWBI BiJ] BAPOOHHIITBA.

B Vkpaini TpaauiiitHi MapKETUHTOBI MiAXOAM CHIIBHO BKOPIHEHI — areHIii 1 KIEHTH
CXWJIbHI JIISTH TIEPEBIPEHUMH «IiJIBCBKUMH» METOJAaMH — KpeaTuB + Memia MiKe
(TB/mpeca/panio/inTepHeT) = pe3ynbTar.

OpnHak, Bce OLIbII OYEBHIHUMH CTAIOTh IIUPOKI 3MiHH, 5IKi pOOJIATh Hee(peKTUBHUMU
BUOpAIITHI IEPEMOXKHI cTparerii. HaiOo11bI BaXXIIMBUMU TPEHIaMH € TIOIIUPEHHS HOBUX MeEJTia,
HOIYJISIPHICTS MOOUTBHUX TPUCTPOIB, 3JICHIEBICHHS TEXHOJIOTIH BUPOOHUITBA KOHTEHTY B
TOMY YMCJI1 B1JIEO, YIOCKOHAJIIEHHS IHCTPYMEHTIB TapreTyBaHHs MOB1AOMIIEHb, YJOCKOHAICHHSI
AQHAITUYHUX THCTPYMEHTIB, BUKOPUCTAHHS TOMIYKY IS ieHTH]IKaIii 3amuTiB 1 ynmomgodaHb
aynutopii. 3D-npuHTEepH HABITH JUCTPUOYIiFO pOOIATH HU(PPOBOIO. 3MIHU TOPKHYIUCH BCIX 4-
X KOMITOHEHTIB MapKETHHT Mikcy 4P.

VY KOHTEKCTI 3acTOCYBaHHS MAapKETUHIY OpraHiuHOI MPOAYKLIl € JOLUIbHUM
3aCTOCOBYBATH 1 crieni(iuHi 3aC00M MapKETUHTOBUX KOMYHIKaIliii.

MapketuHr B comiaipHUX Mepexkax. Commepexi noOpe 3apeKoMeHAyBalu cede sK
1H(hopMaLIiHUN KaHal, 10 SKOT0 MO>KHA IPUBEPHYTH YBary NOTEHUIWHUX KJII€HTIB, MOKYMIIIB
y cektopi B2C i1 B2B. [lpu 3HanHi i Bukopuctani neBHux metroniB SMM (Social Media
Marketing), MoHa MiAroTyBaTH MOTEHIIHHOTO KIII€HTA J10 3yCTpPidl, IEPETOBOPIB, HOKYIKH.

[TinroToBka i mpoBeaeHHs ekoiBeHTiB (Green Business Party).

[linroToBka Ta po3MilleHHs B [HTepHETI HOBUH, PENi3iB, CTaTEH, IHTEPB 10 3 AKIIEHTOM
Ha ekoJoriuHi npioputetd kommadii (Exo-PR).

[lepexnan KOHTEHTY KOPIOPAaTUBHOIO cailTy, mpec-penisiB, PR-TekcTiB, pexiamu
pecropany, roTeito, 6aHKy, MiIMIPUEMCTBA AHTIIHCHKOI0 MOBOIO.

Po3poOka PR-niporpamu ta PR-KOHTEHTY (HOBHH, peii3iB, IHTEpPB’I0, 3arojIOBKIB) Ha
KOPIIOPATUBHOMY BOPKIIOII.

[TinroroBka, Mozepaillis, aHaIi3 pe3yiabTaTiB (OKYC-TPYN 3a Y4YacTIO pealbHUX a0o
MOTEHILIWHUX TMOKYIIIB.

[ligroroBka, IpOBEEHHS, aHAJI3 PE3yNbTaTIB KOPIOPATUBHOTO JOCTIIKEHHS CHIBHO
3 CIIBPOOITHUKAMU BiAJUTY (IenapTaMeHTy) MapKETHUHTY.

g Toro, mo0 3po3yMiTH OCOOJHMBOCTI MPOCYBAHHS OpPraHIYHOI MNPOAYKIII Ha
YKpaiHCbKOMY pPHMHKY, HEOOXIJHO NpPOBECTH JeTalbHUU aHalli3 CTaHy BHUPOOHMIITBA 1
CIIO’KMBaHHS OPraHiuyHOT MPOAYKIIIi.

MapkeTHHTOB1 AOCTiIKeHHSs, poBeneHi 3a cnpusaas BETO «MAMA 86y, cBiquath
Ipo Te, 10 B paMKax BHYTPIIIHBOTO PUHKY YKpaiHM YacTKa MPOJakiB OPraHiuHOl MPOAYKIIii
NoKH He nepeBulye 1% BiJ 3aranbHOro o0cATy pearizalii CliIbChKOTroCoapChKOT MPOIYKILi.
Y €Bpormi, HaIpUKIIAJ, BOHA CTAaHOBUTH 5%, MPUUOMY 3pPOCTaHHS CIIOKHBAHHS OpraHivyHOi
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nponykuii craHoButh 8-11% Ha pik. Y CIIA nonanm 40% aMepuKaHIIB CIIOXHBAIOThH
OpraHiyHy MpPOAYKIIIO, MPH IIbOMY iX MOXXHa YMOBHO PO3IUIMNTH HA HACTYIHI KaTeropii:
opraHiuHa iHTerpoBaHa rpymna (37% BCiX OpraHiyHHX CIIOKHBa4iB) — 0COOH, SKi BKHUBAIOTh
Oprafiydi MpOAYKTH OLIBII HIXXK OJUH pa3 Ha JEHb; opraHiuHa cepeans rpyma (39%) —
BUKOPUCTOBYIOTh OpPIaHIYHI MPOAYKTH Xo4a O pa3 Ha THXJEHb; OpraHiuHa I104aTKOBa Ipyma
(24%) — BUKOPUCTOBYIOTH OpPTraHivYHI MPOAYKTH HEPETYJISIPHO, Yac Bij 4acy.

IcToTHO 0OMEXYIOTh PO3BUTOK PUHKY OpraHiYHUX HPOAYKTIB XapuyBaHHS YKpaiHU
TaKi YUHHUKU:

- BIJICYTHICTh HaJIS)KHUX 3aKOHOJABYMX aKTIB 1 CKJIaJHA MpOLEaypa OpraHiyHOl
ceprudikaiii Takoi MPOAYKINi 3a MIIOYUMH MIKHAPOJHUMH CTaHIapTaMH, TEpII 3a BCE
HOpMamu €Bporeticbkkoro Coro3y, BiZICYTHICTh BIACHUX HAIIOHATBHUX CTAHIAPTIB;

- HEJIOCTATHE IHCTUTYIIIITHE 3a0€31eUeHHs Ta BIJICYTHICTh (DiHAHCOBOI MiATPUMKH
JaHoi chepH MisUTBHOCTI 31 CTOPOHHM JIePIKaBH;

— HEIOoCTaTHS MOiH(OPMOBAHICTh HACEJIEHHS, BUPOOHUKIB, OpPraHiB JepKaBHOT
BJIAJIU Ta YIPABIIHHS PO MOKIIUBOCTI 1 IEPCIIEKTHBH PO3BUTKY OPTaHI4YHOTO BUPOOHUIITBA B
perioHi, HOTO MepeBary;

- HEIOCTaTHiH piBeHb MpodeciiHUX 3HAHB 1 JOCBiAY Cy0’ €KTIB TOCIOAAPIOBAHHS
I0JI0 3A1MCHEHHS OPraHiYHOTO BUPOOHUIITBA, BIICYTHICTh KBaNIi(DiKOBAaHUX KaJPiB 1 CUCTEMU
iX MiArOTOBKH B IIbOMY HAIPSMKY;

- HepeBakaHHs eKCIOPTY OpraHiyHOi CUPOBHHU;

- BUCOKI BEJINYMHU TOPrOBUX HAJ0aBOK Ha OpPraHiuHi MPOJYKTH XapuyBaHHs B
TOPIOBEJIBHUX Mepexax YKpaiHu, 110 3MEHIIYE iX JOCTYIHICTb JJIsl CII0KHUBAaYiB;

- HEIOCTaTHICTh iH(OpPMALIil y CHOXKHBAYiB PO OpraHiuyHi MPOAYKTH, iX IIepeBaru
B TIOPIBHSHHI 3 HEOPTAHIYHUMH 1 KOPHUCTH JIJISI 3I0POB S

binbiie Hix 3a 80 poKiB CBOro iCHyBaHHS SIK OKPEMOIO HalpsiMy rOCHOJapIOBaHHS,
OpraHiuHe BHPOOHHUIITBO B CBITi 3 JisSUTBHOCTI HEBEIMKOTO YHcia (epMepiB, MO BUPOOIISIN
YUCTi, HATypaJlbHI HPOAYKTH Il BU3HAUYEHOIO KOJA CBOiX OJIM3BKUX TpaauLIHHUX
CIIO’KMBAYIB, IEPETBOPUIIOCS B MOTYTHIM MIXHApOAHUN MPOIIEC, 1110 BKIIOYAE BXKE HE TUIBKU
BUPOOHHUIITBO CLIBCHKOIOCIIOAAPCHKOI MPOAYKIIi, aje 1 >XOPCTKO perjaMeHTOBaHi Ta
KOHTPOJIbOBaH1 30epiranHs, NepepooKy, TPaHCIIOPTYBAaHHS, AUCTPUOYIIIIO TOLIO.

Cutyanis Ha CBITOBUX pPHMHKAax IPOJOBOJILCTBA CBIJUYUTH MPO  3pOCTAIOUy
3alliKaBJICHICTh CIIOXKHMBAaydiB Yy 3/J0pOBOMY Ta IIOBHOLIIHHOMY XapuyBaHHI pa3oM 3
Oe3mocepesiHiM BHECKOM B 30€peXeHHs MPUPOAHOrO MOBKULISA. ToMy came 3a/l0BOJIECHHS
3pOCTa0uoro MOMMUTY Ha OpraHiuHi MPOJYKTH MHPOAOBXKYE OyTH OIHHM 13 CTpaTeridyHHUX
HanpsMiB PO3BUTKY CLIbCHKOIO IOCIOIapPCTBA B OLIBIIOCTI €BPONEHCHKUX KpAiH.

Ha teputopii Ykpainu npaiorotrs 12 iHo3eMHuX Ta 1 ykpaiHCbKHI cepTudikariiiHi
opranu. YkpaiHcbkuil cepTHdikamiifHuii opran «Oprasik CcTaHIapT» Mae MDKHAPOJIHY
aKpelMTallll0 Ha TMpoBElNeHHS cepTudikamiiHuX poOIT Ta BU3HAHHA EBpoKOMICI Ta
HIBeitnapeskoi Kondeneparii. BupoObHuk mMoxe 3BepHYTHUCSA 10 cepTU(diKaliifHOro opramy,
AKUI € MDKHapoAHO akpeauToBaHuM [5]. Takuil migxin cropuse 30UTBIIEHHIO KUIBKOCTI
cepTru(iKOBaHHUX 3eMeb.

Vkpaima, Mawoud  3HAYHUW  TMOTEHIIad U1 BUPOOHUIITBA  OpPraHiYHOL
CUIBCBHKOTOCTIOAAPCHKOI MPOJYKIi, TI €KCIOpTY, CIOKMBAaHHS Ha BHYTPIIIHBOMY PHHKY,
JIOCsTIIa TIEBHUX PE3YIbTATIB IIOI0 PO3BUTKY BIACHOTO OPTaHIYHOTO BUPOOHHIITBA. YKpaiHa
Ha CbOrofHi rmocimae 20-Te wmicue cepel NPOBILAHMX KpaiH CBITY 3a 00carom
CUIbCHKOTOCIIOJAPChKUX YIilb, SIKI BXe cepTu(dikoBaHl i BUPOOHMIITBA OPTraHIUuHOI
npoaykuii. Cranom Ha 01.01.2016 p. KiIbKICTh TaKUX 3eMelb CTaHOBMJA MoHa] 450 Tuc. ra

(puc. 1).
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Craructruna iHpoOpMarlis 3a ocTaHHI 15 pOKiB Ja€ BIEBHEHICTh HAa ONTUMICTUYHUN
CIIEHapili PO3BUTKY OpPraHivHOr0 BUPOOHUITBA B YKpaini. MoxHa crioaiBatucs, mo a0 2020
p. KUIbKIiCTh cepTudikoBaHuX 3eMenb gocsrHe 600 tuc. ra. Yactka ceprudikoBaHUX
OpraHiYHMX TUIOII CepeJl 3aralibHOr0 00’ €My CLIbCHKOTOCIIOAAPChKUX YTihb YKpaiHU CKIIajae
6mm3bKo 1%.

[Ipu ubomy VYkpaina 3aiiMae mepiie Miclieé B CXiJHOEBPOIECHCHKOMY pErioHi MIOA0
cepTrdiKOBaHOI TUIONII OpPraHiYHOI PuLLI, CHEIiaTi3yIOYUCh TEPEBaXXKHO HA BUPOOHUIITBI
3epHOBHUX, 3¢pHOO000BHX Ta ONIHHUX KyJIbTyp. KpiM Toro, B Hamriii aepxxasi cepTruikoBaHO
530 tuc. ra qukopocis (cranom Ha 31.12.2015 p.) [5].
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Pucynok 1 — lunamika 3011bII€HHS CLIBIOCTI3EMENb, CEPTU(DIKOBAHUX AJIS
BUPOOHUIITBA OpraHiyHOl mpoaykiii [5]*
*MPOrHo3 moOya0BaHO aBTOPaMH

B octaHHI pOKM cIIOCTEpIraeTbcs TEHJAEHLIS aKTUBHOTO HAIIOBHEHHS BHYTPIIIHBOTO
PUHKY BJIACHOIO OPraHIYHOIO MPOJYKIIEI0 32 PaXyHOK Halaro/PKEHHS BJIACHOI MepepoOKu
OpraHiuHOI1 CUPOBHHU. 30KpeMa B YKpaiHi MOXKYTb IPOXOJIUTH 1 IPOXOJATh CEPTUPIKALIIO TaKi
BUAM NpoyKii [ 14], sK: 3epHOBI KyJAbTYpH (IIIIEHULS, )KUTO, TPUTIKAJIE, SUMIHb, OBEC, IIPOCO,
rpeyka, KyKypy/i3a Toio); 6000Bi KyJIbTypH (FOpPOX, COsl, JIOMUH, BUKa, KBacoJjs, 000 TOII0);
OJIIMHI KyJAbTYpH (COHSILIHMK, piNaK, Tip4yHIs, JbOH); OBOYI (KapTOIUIs, MOpPKBa, OypsK,
KaIlycTa, crapxa, oripku, oMiJopH, kabauku, 1uOysi, peBiHb, Mepelb); 3eJIeHb (MeTPYIIKa,
KpiN, cajlaTH); KaByHH, JUHI, rapOy3u; GppykTu (ciauBH, 07IyKa, rpylli, aOpUKOCH, BUIIHS) —
CBIXI, CyIlIEHI, MOPOKEH1; SITOAM (MajMHa, OKMHA, CYHUIIl, MTOJIYHMIIl, YOPHULIS, OpYCHUILS,
KYypaBlIMHa, KaJMHA, KU3WJI, YOPHOIUIAHA ropoOuHa (apoHis), Oy3uHa) — CBIXKi, CYIIEHI,
MOpOXEH1; BUHOIpaja; edipoomiiiHi KylbTypu (J1aBaHAa, IIaBIisf, TPOSHAA, PO3MAaPHH,
KOpiaHJIp); MOJIOKO, Ke(ip, CMETaHa, KUCIOMOJIOYHHUI cup (TBOPOT), BEPIIKH, MACIIO; M’SCO;
Al TpUOU, rOpiXu, Me; epepodiieHa NPoIyKIis: XJ11000yI04HI BUPOOH, KPYIH, OOPOIIHO,
JOKEMH, CUPOITU, COKH, COYCH, POCIMHHI 0111, KOHCEPBOBaH1 0BOYI, TOIIIO.

Odiuiitni ctaructruni ornsan [IFOAM niaTBepkytoTh, o ko B 2002 p. B YkpaiHi
Oyno 3apeectpoBaHo 31 rocmomapcTBO, MO0 OTPUMAJIO CTaTyC «opra”igaoro», To y 2015 p.
HapaxoByBajiock Bxke 210 cepTudikoBaHUX OpraHiyHUX rocmojapcrTsa (puc. 2), a, oTxe, 3a
HaNOUIbII MOMIPKOBAHUMH MPOTHO3aMH, KUIBKICTh TaKUX TrocroaapcTtB Ha moyaTtok 2020 p.
cranoBUTHME MOHAJ] 300. MOXKIIMBO TEMITH TPOLIKH YIOBUIBHATHCS Y€pe3 CTBOPEHHS arpapHUX
KOOTIEpaTHBIB.
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binpmiicth  yKpaiHCBKMX OpTraHiYHMX TOCIOAApCTB po3TamoBadHi B OpjechbKii,
Xepconcekiit, KwuiBcekii, [lonTtaBchkiii, BinHupKid, 3akapnartchkiid, JIbBIBCBKIid,
TepHomibehbKil, JKuroMupchkiit o6nactsax. ['ocogapcTBa pi3HATHCS 32 po3MipaMu, iX TUIOMITI
CTaHOBJIATH BiJ] KUIbKOX T€KTapiB, AK 1 B OUTBIIOCTI KpaiH €BpONH, 10 IEKIJIBKOX TUCSY.
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Pucynok 2 — Jlunamika 3pOCTaHHS KUJIbKOCTI OPTaHIYHUX TOCIonapcTB [5]*
*MPOrHo3 moOya0BaHO aBTOPaMH

Hocmimpkennss ®exepanii opranivHoro pyxy YKpaiHH CBigyaTh, IO Cy4YacHHU
BHYTPIIIHIN CIOXKUBUMK PUHOK OPraHIYHHUX MPOAYKTIB B YKpaiHi PO3BUBAETHCS 3 MOYATKY
2000-x pokiB, cknasim y 2006 pori — 400 tuc. eBpo, y 2015 p. neid noka3Huk 3pic 10 17 mimH
eBpo (puc. 3). IIpore, He3BakarOYM HAa ONTUMICTUYHI MPOTHO3M IMOJO 3POCTAHHS OOCATIB
CTHOXXHMBAHHS OPTaHIYHOI MPOAYKIii, B YKpaiHi BHYTPILIHE CIIOKUBAHHS OPTraHigHOT TPOAYKITT
BIJIITpa€ MOKU L0 JIPYTOpsAIHY pojb, PO IO CBiAYaTh aKTyasibHi AociipkeHHs Deneparii
OpraHivyHOTO pyXy YKpaiHH.

50

y = 0,3048x2 - 0,6857x + 1,0393
40 R>=0,989
30

. —
_—

v

o
d

. .
0 —

2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
== P03BHUTOK CIIOXMBAHHS OPTraHiYHOI MPOAYKIi B YKpaiHi

— INonmroMuanbHas (PO3BHTOK CITOKMBaHHS OPTaHIYHOI MPOAYKIIi B YKpaiHi)

Pucynok 3 — JIluHaMika CIIO)XKMBaHHS OpraHivyHOl MpoAyKIii B Ykpaini [5]*
*IporHo3 mo0yJ0BaHO aBTOPaMHU
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[Tokm 110 CrOXKMBaHHS OpraHIvYHOT MPOAYKIii B YKpaiHi csarae jurie 0,30 eBpo/mymry
HaceJeHHA. BNpoJOBX OCTaHHIX pOKIB CHOCTEpIraeThCsl TEHIACHIIS JO 3POCTaHHA.
CnokvBaHHS OpraHiYHOI MPOAYKIIiT 301IbITYETHCS, OCOOTMBO Y BETUKHX MiCTaX.

3 oAy Ha Te, IO XMEIbHUIbKA O0JAacTh TPAAHMLIKHO BBAXKAETHCS arpapHOIO,
MEePCIEKTUBHUM HAINpsSMOM 11 PO3BUTKY € aKTUBI3alisg poOoTH Yy cdepi OpraHiqyHoOro
BupoOHUITBA. [IpoTe s 1OrO HEOOXITHO HE JIMIIE 3’SICYBaTH MOKJIMBICTH 1 OakaHHS
Mepexo/ly Ha OpraHiuHe BUPOOHHUIITBO MPAIiBHUKIB arpapHoi chepH, a ,0TxKe, 1 MOKIUBICTh
¢dopmyBaHHs OTPEO ITBOBUX CIIOKUBAYIB B OPraHIYHUX MPOIYKTaxX XapdyBaHHs. J{J1s 1boro
JOIUTHPHUM € TIPOBEACHHS BIJIMOBIIHUX MAapKETUHTOBUX AOCITIDKEHb PUHKY. JlOCTiKeHHs
NOBEIHKM ICHYIOUMX Ta TOTCHIIMHUX CIIO)KMBAYiB OPTraHiyHOi CLIbCHKOTOCTIOAAPCHKOL
NPOJAYKIIT 3a JOMOMOTOI0 CIICHIaTbHO PO3POOJCHUX AaHKET 3JIHCHIOETBCS 4Yepe3 MEpexy
IHTepHET 3a CHPUSHHS CTYAEHTIB 1 BHMKIAAa4iB Kadeapu MapKEeTUHTY 1 TOBApO3HABCTBA
XMEJBHUIIBKOTO HAI[IOHAIEHOTO YHIBEPCHTETY.

st 300py mepBuHHOI iH(OpMAIll BUKOPUCTOBYETHCS ONMHUTYBAaHHS Yepe3 MEpPEexKy
Internet. TlepeBaramMu 1BOrO CHOCOOY € JIETKICTh IOIIMPEHHS aHKETHOI (GopMmH cepen
PECTIOHJICHTIB, JCIIEBU3HA TAKOrO0 POAY JOCITIDKEHb, MOXIJIHMBICTH JJIS PECIIOHICHTA
3aIOBHIOBATH aHKETY B Oy/Ib-sIKUH 3pYYHUH JUIsl HHOTO Yac 0e3 BILTUBY KOPECIIOHICHTA.

Ha cporomni icHye BenwKa KUIBKICTH CIOCOOIB ONMUTYBAHHS PECIOHJICHTIB 4Yepe3
Mepexy Internet. OqHUM 3 HAUTIPOCTIIIMX € BUKOPHCTAaHHA TexHoJorii «Google @opmuy, 60
BiH € 3araJlbHOJIOCTYITHUM 1 JIETKUM Yy BUKOpucTaHHI. s 300py iH(dopmariii Bam HE0OXiaHO
JIMIIE PO3MICTUTH IMOCHIIAHHS Ha aHKETY Y MEPEeXi 3 3arajlbHUM JOCTYIIOM JJIsi PECIIOHICHTIB.
Takox nepeBaroro Takoro Croco0y ONMUTYBaHHS € aBTOMATH3aIlis aHAITi3y 310paHoi iHpopmarii

(puc. 4).
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AHKeTyBaHHSI TIpPOBOAMTHCS 3 METOI0 BHU3HAYCHHS CTaBJICHHS  MEIIKAHI[IB
XMeNpHUIBKOT 007acTi A0 OpraHiuHoi MPOAYKILii 1 BHU3HAYEHHS KJIIOYOBHUX ITOKA3HUKIB
dbopmyBaHHS i1 MO3UTUBHOTO IMIKY. J[7s MpoBeeHHS CErMEHTYBaHHs Oyiau oOpaHi Taki
KpHUTEpii: BiK, cTaTh, cepa AisTIbHOCTI PECIIOHACHTIB.

HaiiGinbiry yacTky 3a ceporo IisIbHOCTI cepel] OMUTAaHUX, KUTbKICTh SIKUX cKitaja 258
oci0, manu ctyaentu (43 %), o 1 He AWBHO 3 OTJIS1Y Ha X aKTHBHICTB Y COLIATBHUX MEpEexXax,
ta cayx6oBii (25 %). 10 % omuTaHMX — MiANPUEMIN, 10 CBIAYUTH MMPO BUCOKUIl pPiBEHb
JIOBOT aKTHBHOCTI pecnoHeHTIB. Takox cepen omutanux — 13 % mencioHepiB 1 9 %
JIOMOT'OCIIOJIaPOK.

[lepeBaxkna O1TBIIICTH OMUTAHUX — JKIHKK BikOM BiJ 18 mo 35 poxkiB (55 %), cepen Hux
NPUXWIbHUKAMU OpraHiyHoi npoaykuii € 85 % onutyBanux. lle moB’s3aHo 3 MparHeHHsSM
JKIHOK BECTH 3JI0POBUI CIIOCIO YKHUTTS, MKIYyBaTUCS PO 3I0POB’ Sl POJIHUHHU.

YoJs0BIKiB 3HAYHO MEHIIIA YAaCTKa cepell OnuTaHuX — 35 %, OLIBIIICTh 3 HUX BIKOM Bif
26 pokiB. OO0i3HaHICTh cepel HUX 3HAYHO MEHINA, HDK Cepes >KIHOK aHAJOTIYHOTO BIKY.
Burcokoro mpuxuiIbHICTIO 10 OPraHiqHOl MPOAYKIIIi BUALIAETHCS CETMEHT YOJIOBIKiB cTapiie 35
pokiB. BimbIIicTh 3 HUX SIK Pix 3alHATOCTI BKa3ye «CIyk00Beuby 1 «mianpuemersy» — 45 ta 37
B1JICOTKIB BiAIOBIHO. I{e CBITUUTH PO Te, 110 3pijIi YOJIOBIKH 3 JJOCTATKOM BHIIIE CEPEAHBOTO
3BEpPTAIOTh YBary Ha OpraHiuHy MpOAYKIIiIO.

3 MeTow BUSBICHHS pIiBHS MOIHGOPMOBAHOCTI CIHOXKMBAYiB MIOAO OPraHiuHOl
NPOAYKIIT pecrioHieHTaM OyII0 MOCTABICHO 3alUTaHHsA: «3 4uM y Bac acomitoeTbcst opraniqna
OPOAYKIIisA?». 3a3HAaYMMO, IO 32 ACSIKUMU MUTAHHSAMHU € MOKJIUBICTh MIPOCTEKUTH JUHAMIKY,
3TiHO 3 TOCIIHKCHHSIMH, KOTpi mpoBomucs y 2012-2013 pp.
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Pucynok 5 — PiBeHb 0013HAHOCTI CIIOKMBAYIB 1010 BIACTUBOCTEN OpraHivHO1

MPOTYKITiT*
*c(hopMOBaHO 3a pe3yIbTaTaMU JAOCIiIKEHb
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MoskHa CTBEp/KyBaTH, IO BOPOJOBX 3-X POKIB MOIH(GOPMOBAHICTh CIIOKHUBaYiB
icrotHo 3MiHunacs. Tak, skmo y 2013 p. nume 5% Oynu o3HalloMIIEHI 3 BIIACTUBOCTSIMH
opraniunoi npoaykuii, To y 2016-my Bxe 11 % 4iTKO pO3pi3HAIOTH OPraHiuYHY MPOAYKIIIIO
IHIIMX BHJIB €KOJIOTIUHOI Ta TpamuuiiHoi mpoxykmii. Ilpore Oinmbire 20 % pecroHICHTIB
ACOI[IOIOTH OPTaHIYHY MPOAYKIIIIO 3 HATYPaIbHOIO 1 MaiyKe Taka cama KiUTbKiCTh 3 TPOJIYKITI€10
6e3 I'MO, 110 He BiANOBiAa€e 3a CyTHICTIO OpraHiuHiid npoaykimii. Tomy 6a4ynMo HEOOXiqHICTh
y TOCWJICHHI poOOTH MI0J0 MOIH(GOPMOBAHOCTI CIIOKHMBA4YiB CTOCOBHO TOTO, fKa caMme
IPOAYKIIiSl HAJISKUTH JI0 OPTaHIvHOI.

[Ipo He3HauHy OO0I3HAHICTH CTOCOBHO OPTAaHIYHOCTI MPOAYKII CBITYUTH 1 T€, IO
OUTBIIICTh PECIIOH/ICHTIB HE 3HAIOTHCS HA MApKYBaHHI, IKE€ BAKOPHUCTOBYETHCS JIIsI TO3HAYECHHS
opraniunoi mnponykuii. Jlume 39 % pecnoHAEHTIB 3MOMNIM MPaBWIBHO 11eHTU(IKYBATH
MapKyBaHHs OpraHivHOI IPOAYKIIii.

Bonmnouac 78 % omnuTaHMX MiATBEPAMIIN, IO MaJH JOCBIJ CIIOKUBAHHS OpPTraHivHOI
IPOAYKIIil, TOOTO MMOJIOBHHA PECIIOHICHTIB 3aMiCTh OPTaHIYHOT BXKUBAIH 200 €KOJIOTiUHY, a00
AKYCh 1HIIIY MPOJYKIIiIO, KA HEe Ma€ BIJHOILIEHHS 0 opraniyHoi. OTpuMaHi BIAMOBIl 1al0Th
MiJICTaBH ISl BACHOBKIB IMPO HU3BKUI PiBeHb 00I3HAHOCTI CIIOKHMBAYIB MIOJI0 OCOOIMBOCTEH
1010 HOTO ITiIBUIIICHHS.

[lixaBuM, Ha HaII MOTJISAI, € PO3IOILT PECIIOH/ICHTIB 100 CIIOKMBAHHS PI3HUX BHU/IIB
OpraHiuHOi mpoayKIii (Tadi. 2).

Tabmuus 2 — @opmyBaHHS OMUTY HA POAYKIIIO OPTaHIYHOTO MTOXOKEHHS ™

. OBoui Ta TH, | M’sicHa POIYKIis, Monouna HUTSYE Xap4yBaHHS,
Bikoa rpyna %(bpyK 0}; AYKIL npoyxiis, % A O/E y
18-25 31 56 24 73
26-35 68 27 35 54
36-45 58 21 23 -
46-54 61 29 37 -
55 1 GibIie 21 35 52 -

*cpopmoBaHO 3a pe3yIbTaTaMu AOCTIKEHHS

VY nmiacymKky HalOuIpImIMi 0OCST CHOKMBaHHS MNpPUIIAJAa€E Ha OBO4Yl Ta (PYKTH, Ha
JPYyroMy Miclli 3HaXOJMTHCS MOJOYHA MPOAYKIIS 1 Ha TPETbOMYy — XJ1000yn04YHI BHpPOOH.
HaiimeHnma vacTka mpumnanae Ha IUTSYE XapyyBaHHS 1 3alliKaBIIEHICTh y HBOMY € JIUIIE Y
MIEBHOT'O BIKOBOT'O CETMEHTY.

PecrionieHTH miAKpecawsId MO3UTHUBHUI JIOCBiA Ta CBOIO 3alIKABIEHICTH 10O
CTHOXHMBAHHS €KOJIOTTYHO O€3MEeYHHUX NPOAYKTIB XapuyBaHHS. 3 METOI0 BU3HAUEHHS, XTO came
3 WIEHIB POJIMH € CIOKMBAa4aMU OPTaHIYHOI MPOAYKIIii, peclOHIeHTaM OyJI0 3alpOIOHOBAHO
BIJIMOBiIHE 3amuTaHHA. BiAnoBiai po3moOAiTMIMCS TakuM 4YuHOM: 69 % pecrnoHIeHTIB
3a3HAuMIIM, 110 CIIOXKMBAayaMH OPraHIYHOI MPOAYKIIi € BCl wWieHW poauHu. ToOTo 1e
HiATBEP/KYE BHCOKY OCBIYEHICTh PECHOHACHTIB 1100 BHOOpPY BIAMOBIAHOI KYJIbTypH
Xap4ayBaHHS.

AHani3 nepBUHHOI MapKeTHHIOBOI iH(OpMaIlii CBIAYUTH, 110 OCHOBHUMU MOTHBAMHU
CIOKMBaHHS YKpaiHChKOi OpraHiyHOl MpOAyKUii €: OakaHHS CHOXXMBAaTH HaTypaJbHUN
npoaykt (72 %); kopucTh ans 340poB’s (36 %); eCTeTUYHUIN 30BHIMIHINA BUTJISA TPOAYKIIil
(18 %); indopmaTuBHicTh yrakoBku (18 %); HacTiyBaHHS NPUKJIATy 3HAHOMHUX a00 POIUYiB
(9 %); mpuHaNEKHICTB 0 MPUXHIBHUKIB 30POBOTO CIOCOOY KUTTs (27 %).
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Boanowac mepenikogaMu o0 KyIiBiIi peCIOHAEHTAMH OPraHivHOl MPOIYKIlii Oyio
BU3HAYEHO: BIJACYTHICTh HAJIEKHOT MOIH(OOPMOBAHOCTI CIIOKMBAYiB PO TMEpeBaru OpraHiqyHol
npoaykiii (55,6 %); HeqoBipy CHOXKHBa4iB 10 BUpOOHUKIB (44,4 5); BifiCyTHICTH OpraHidHoOl
OpOAYKLil y TpamuuiiiHux TtoproBenbHUX Mepexax (40,7 %); BinCYTHICTH HPUBAOIUBOTO
BUMIIANY mnponykuii — 22,2 %; By3bkuil acoprumeHT mnpoaykuii (40,7 %); BIACYTHICTh
JIepIKaBHOI MOMYJIsipU3alii JaHoTo Buay npoaykiii (48,1 %).

OTxe, TOJOBHUMHM YHMHHHMKAMH, L0 IEPEIIKOKAIOTh IPOCYBAHHIO OPIraHIYHOI
NPOAYKIIi1, PECTIOHIEHTH BU3HAYMIIM HEHAJIC)KHY MMOTH(POPMOBAHICTD 1 BIICYTHICTh MiATPUMKHU
1[bOI'0 BUAY MPOIYKIIi 3 OOKY epKaBu.

[Ile oqHUM YMHHUKOM, KU, HA JYMKY PECIOHACHTIB, MEPEIIKOIKAE MPOCYBAHHIO 1
MOMYJISIpU3aIlii OpraHiyHol MPOAYKINii, € IiHa Ha OpraHIYHy MPOAYKIi. AJe iHpopMaIris
CBIAYUTH IPO T€, IO I[iHa HA OpTaHiyHy MPOIYKIIiI0, y OUTBIIOCTI BUMIA/IKIB, BIPI3HAETHCS Bil
iHK Ha TpaauuidHy npoaykuito nume Ha 10-12 %. Ilpuyomy OUIBLIICTE OMHTAHUX
pecrionnieHTiB (Maibke 61 %), MOTOKYIOThCS KYyIyBaTH OpraHiYHY MPOJYKIIO HaBiTh 3a
OUIBII BUCOKOKO ILIIHOXO.

JlocImipKeHHsT pUHKY OpTaHiYHUX MPOJYKTIB XapyyBaHHS BUMarae BU3HAYCHHS, MEPII
3a BCe, MOTHBIB 3aKYIIiBJIi TaKMX TOBapiB 1 XapakTepUCTHK MOKyMIiB. Choroaxi B YKpaiHi, B
OCHOBHOMY, II¢ JIIOJM 3 BHUCOKHM piBHEM JO0XOAY, SIKi TypOYIOTBCS TPO CBOE 3I0POB’S 1
BOJIOAIIOTH 1H(OpPMAIII€IO TIPO TepeBark OpraHiyHUX MPOAYKTIB XapuyBaHHsS. AHal3 MOKa3ye,
o Maibke 60% yKpaTHCHKUX CIIOKHMBaviB OyAyTh KYIIyBaTH OpraHidHI MPOAYKTH XapUyBaHHS,
SKILO TX BapTiCTh Oy/e MEepeBUILYBATU BapTICTh CTAaHAAPTHUX NPOAYyKTiB Ha 10-25%; sKkio x
ix BapTicTh Oyze BUIIOK, TOOTO MEPEBHIYBaTHME BapTiCTh CTAHIAPTHHUX MPOIYKTIB Ha 25-
40%, TO KUIBKICTh MOTEHIIMHHUX CIIOXKWUBa4YiB CKOPOTUThCS a0 47%. Cepen CIOXWBaviB
OpTraHiYHUX TPOAYKTIB XapuyBaHHS MEPEBAKAIOTH JIIOIU 3 OCBITOK, MOJOJI CiM’1 3 JTIThMH,
JKUTEIl MICT.

3BakalouM Ha Te, IIO PECIOHAEHTH pI3HUX BIKOBUX KaTEropiii BUSBWIN pi3HE
CTaBJICHHS JI0 OPTaHIYHOI MPOAYKIIi Ta 3ac00iB i mpocyBaHHs, HEOOXiIHO (HopMyBaTH pi3HI
HIIXO0AM 10 MOAAJBUIOr0 MPOCYBaHHS 1 MOMYJspU3aLlii OpraHidHOl IPOAYKIII B OKPECIEHUX
PUHKOBHX CErMEHTaXx.

B mpoueci pgocmikeHHST PUHKY OpPraHI4HOI NPOAYKILII Ta MapKETHHIOBOI'O
JMOCTIPKeHHs 11 MOTEHLIWHUX Ta peajbHUX CIOXKUBAYiB, SKI MEMIKAIOTh B XMEIbHUIIbKII
obacTi, 0yJ10 3’sICOBaHO, 110 PECTIOHIEHTH BUPI3HAIOTH /1Bl TOJIOBHI TPOOJIEMH, III0 3aBAXKAIOTh
y MIPOCYBaHH1 OPTaHiYHOT MPOTYKIIIi:

—  HEJIOCTaTHIO MOIH()OPMOBaHICTh HACENIEHHS MPO MPOJIYKIiIO, 11 IepeBart 1 3acoou
MapKyBaHHsI Ha PiBHI PETIOHY;

—  BIJICYTHICTb MONYJIsIpU3allii OpraHiqHOl NPOAYyKIii Ha piBHI AepkaBu. DakTHYHO
00u/1B1 MpoOIJIEMH JIeXKAaTh y IUIOIMIKHI (POpMYBaHHS e(EeKTUBHUX KOMYHIKAIIH 31 ClIO)KHBadeM
OpraHiuyHOI MPOAYKIIIi.

Jns popMyBaHHA e(EeKTHBHUX 3aXO/iB IOJO0 HPOCYBAaHHS OPTraHIYHOI MPOAYKIIT
HEoOX1/IHO TaKOK BpaXOBYBaTH BUSIBJICHI B ITPOLIECI ONMUTYBaHHS TEHIEHII:

Ocobucre 370poB’s Ta TypOOTa MPO HHOT'O CTA€ BCE OUIBII BAXJIMBUM KYIIBEJIbHUM
(akTOpoM YKpaTHCHKUX CIIOXKHBAUIB, 1110 MPOSBISETHCS Y PECIIOHJIEHTIB Y Oa)kaHH1 CTIOKUBATH
HaTypainbHui TPoAyKT (61u3bK0 70 %).

[Ipore ekonoriuHa TypOoTa Bce 1€ € MEHII BaXKJIIMBOIO OCOOJMBO Yepe3 Te, WI0
YKpaiHChKI CHOXKMBadi He BOAYarOTh 3B’SI3Ky MDK TpPAIUIIMHUM 3eMJIepoOCTBOM Ta
3a0pyIHEeHHSIM AOBKLLTA. ["oocyroun 3a kopucTs 1yist 3710poB’st (31 %), crioxuBadi 30BCiM HE
3BepTalOTh yBary Ha iH(opmarito, oo MIiCTUThCS Ha ynakoBmi (nmume 12,5% €
MITOTOBJICHUMH CITOKHUBAYAMH ).
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KymiBenbHa CIIPOMOXHICTh CIIOKHMBAUiB TMOTPOXY 3POCTAE 1 MOMEPEIH] TOCHTIIHKEHHS
MOKa3yloTh, IO HaBiTh y XMENbHULBKIA 007acTi chopMyBaBcs MPOLIAPOK CIIOXKHBAYIB,
FOTOBHX 3allIaTUTH OulbIle 3a 370poBY iXKy (3a 1 mporonocyBaigo wmaixke 90 %
PECTIOH/ICHTIB).

OGi3HanicTh moa0 opraniunoi npoaykiii (11 %) Ta 11 mapkyBanus (31 %) 3acBiguye
HU3bKY OCBIYEHICTh PECHOHJCHTIB, IO JAa€ MOXJIUBICTh «IIANMPUEMIUBUMY BUPOOHHUKAM
BBOJIMTH MOKYIMIIiB B oMaHy. HaitnommpeHnimmmMu criocodamMu 0OMaHy MOKYIIIIIB €:

— HeoOIpyHTOBaHi TBEP/KEHHS — BUPOOHMK BJIACHOPYY 3a3HAYa€ Ha YMAKOBII, IO
HOro MpoAyKT € «0io», «€KO» YU HaBITh «OPraHIiYHUM», MPH IIOMY HE MAarOud KOTHHX
JIOKYMEHTIB, KOTP1 MOTJIU O II€ IMATBEPIUTH;

—  NPUXOBYBaHHS LIKI/UIMBUX MMOKA3HUKIB;

— BHUKOPHCTaHHS HE3PO3YMUIMX, 3aIUlyTaHUX TBEP/UKEHb, a 1HOAI BIABEPTHX
miapoooK;

— 3a3HAaueHHS Ha YNAKOBIl HempaBAuBOi iHopMalii — [eski BUPOOHUKHU
HaMararoThcsi OCOOJIMBO MIAKPECIUTH SKICHI MOKA3HUKHU MPOAYKIIii, 3aCTOCOBYIOYH 3aMiCTh
ceprudikarii mpoaykumii cepTugikaiito CUHCTeM YIpaBIiHHSI BUPOOHHIITBOM TOIIO.

OTxe, 3acTOCYBaHHS MapKETUHIOBUX M1IXO/IB JUIs IPOCYBAaHHS OpraHivyHOI MPOTyKIiT
Oyzae 3ycTpiyaTucs He JHIIe 3 HEOOI3HAHICTIO CHOYKUBAdiB OPraHivyHOI MPOAYKIi, aje i 3
CHOXHMBayaMM, BBEJICHUMH B OMaHy HENpaBAMBUMHU I103HAYKAMHU Ta MAapKyBaHHAM SK
OpTaHivYHOT MPOAYKIIii HEBITOMOTO TIOXOJKEHHS.

BpaxoByroun BuUsBIEHI 3arajbHi TEHJEHII, a TaKOX pe3yJbTaTH IPOBEIECHUX
JOCTIPKeHb, BBaXKA€MO, IO B paMKaxX TOMYJSIPU3aIlii OpPraHigHOl MPOMYKIi MOXKHA
3alpoINOHYBATH MEBHI CTPATEriuHi 3aX0/IH.

Jlnst 3ampoBa/DKEHHsST IMX 3aXOJiB HEOOXiAHO HacaMmepel BU3HAYUTH I[UIHOBY
ayJuUTopIlo, Ha Ky Tpeba crnpsmyBaTH akTHBHICTE 3MI. Bapro 3a3HauuTH, 110 Ha CHOTO/HI
CerMEHTYBaHHsI pUHKY 3 ICUXOrpadiyHIM MPUHIUTIOM Ta (popMyBaHHS MPODITIiB COKUBAUIB
€ I11€ HEJIOCTaTHbO A0CIIKeHUMHU. OCOOIUBO 11€ CTOCYEThCS MTOBEAIHKH CII0KMBAYIB HA PUHKY
opraHiuHoi mnponykuii. @opMyBaHHS MpOQUIIB CHOKUBAYIB OPraHIdYHOI MPOAYKIII €
HEMPOCTUM 3aBAAHHAM, OCKUIBKM PHUHOK OPraHIYHOI MPOAYKILII € JOBOJI cHenu(iyHUM Ta
CKJIQJIHUM y BUBYEHHI Ta JOCIIKEHH1, IPEICTaBICHUN HUPOKUM aCOPTUMEHTOM MPOIYKIIii.
Jlo Toro k, cMaku Ta ynoio0aHHs MOKYIILIB HA JaHOMY PUHKY JOBOJII 4YaCTO 3MIHIOIOTHCS MiJ
BIUTMBOM 0arathox (hakTopiB 30BHIIIHBOTO OTOUYEHHS (HeCcTablIbHA EKOHOMIYHA Ta MOJITHYHA
CHUTYallisl B Aep>KaBi, KOJIMBAaHHS JOXO/1B MOKYIILIB, BIICYTHICTh SIKICHOI MIPOAYKIIT HA PUHKY
TOILI0), 1110 B MallOyTHROMY BIUIMBA€E 1 HAa IepeBary NeBHUX MPO(dUIIB CIOXKUBAYIB Ha PUHKY.
BinnoBigHO 10 MpOBEIEHOTO OMUTYBAHHS MOXKHA C()OPMYBATH IoMNepeHii ncuxorpadiyHui
npodiik CHOKMBa4Ya OPraHivHOI MPOAYKIi. B KOHTEKCTI 1bOTO PO3IJISIa€EMO JBa IJIbOBI
CerMEHTH:

[lepunii cermeHT «ABaTapu» — MOJIOA1 0coOU BikOM 18-25 poKiB, K1 I11e HABYAIOTHCS
y BuIIax a00 MOYMHAIOTH OyayBaTH CBOIO Kap’epy. Ilpm kymiBii opraHiuyHOi MpOAYKIUT Iii
MOKYTIL MOJI00JIAI0Th eKCIIEPUMEHTYBATH, HAJal0Th NIepeBary HOBUM BHUPOOAaM, HEBIIOMHUM
111€ TOProBEJILHUM MapKaM, 4acTO He TUBJISIYUCH Ha iXHIO 1iHy. Lle moau, mo 3100yBatoTh ab0
TIIBKMA 3/00yNM BHILY OCBITY, SIKI BEAyTh AKTUBHUU cIOCiO >XUTTSA. BianmoBigHO MaroTh
HE3HAUHUI J0Xij, MpoTe BBAXKAIOTh OpPraHiYHE CHOXHBAHHA MOJHHM TPEHAOM 1 MparHyTh
BECTH 3/J0pOoBUH cmocid XUTTsS. BoHM BiggaioTh mepeBary y XapyyBaHHI HpPOAYKLIl
POCIIMHHOTO TIOXO/KEHHS 1 MOJOYHMM BHpoOam. Pa3oMm 13 TuUM, BOHHM HEIOCTaTHBO
noiHgopMoBaHi Ta OOI3HaHI IIOJI0 BJIACTUBOCTEM Ta MapKyBaHHS OpPraHIYHOI MPOIYKIIIi.
311e01TbIIOT0 MPOSBISAIOTH OaKaHHS KYIyBaTH OPTaHIYHy NMPOJYKIIit0 yepe3 [HTepHerT.
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Hpyruit cermenT «KoHcepBatopu» — ocobu BikoBoi karteropii 36-45 pokiB, sKi
3HAXOJAThCA y CTAaOUTbHOMY CTaHOBHINI, $K TMPaBWJIO, Ha MKy BJIAacHOI Kap epH.
XapakTepu3yrThCsl MOCTIMHUM NMONUTOM. [IepBUHHOIO METOI0 KYIiBJII OpraHiYHUX BUPOOIB
JTAHOTO TUITY MOKYIILIB € TOTpeda, 110 BUPAXKAETHCSA Y OCOOIMBUX CMaKax Ta yrmogobanHsx. Lle
Ta KaTeropisi MOKYIIIIB, sIka KYIye OPTaHivyHi MPOAyKTH 3a OakaHHsM. [Ipu BuOOpi opranivyHoi
NPOAYKIiT Haal0Th IIepeBary TOPrOBEJIbHUM MapKaM BITYM3HSHUX BUPOOHUKIB. Lle monu i3
CEepPeHIM Ta BHIIE CEPEIHBOrO PIBHEM JOCTATKY, IMEPEBAXKHO CiMEIHI, 3 BHUIIOK OCBITOO.
MaroTh J0XiJ BUIIE CEpeIHBOrO piBHA. 31eOUIBIIOTO BiJAAIOTH TepeBary OpraHiyHii
MpONYKIii 4yepe3 11 KOPUCTh JUIsl 3J0pOB’s. Y XapuyyBaHHI BIJJAIOTh TNEpeBary MpPOIYKITii
POCIIMHHOTO TOXOJPKEHHS 1 M’sicy Ta BUpoOaMm 3 Hbhoro. YacTkoBo 0Oi3HaHI y MapKyBaHHI
OpraHivyHO1 MPOAYKIIi, MPOTE MAarTh BUCOKHH CTYIiHb HEJIOBIpH 10 BHUPOOHUKIB. ['0TOBI
CIUIa4yBaTH OLIbIIE 32 YMOBH JTOCTABKM MPOAYKIIT BiJ BiJOMOTO BUPOOHHKA JI0 JOMY.

3Bakalo4M Ha Te, IO IPALIOBATU JIOBEIETbCS B JIBOX OKPEMHMX CErMEHTaX, SKi
BIJPI3HAIOTBCSA 3a TpodineM, 3acodM KOMyHiKamii i mojgada iHdopmamii B HHUX MarOTh
Bizpi3HATHCS (TabI. 3).

B ocranni pokun B Ykpaini popmyeTscsi po3apiOHa Mepexa peaiizaiii opraHigHHX
NPOAYKTIB XapuyBaHHs. [Ipu oMy BIAKpHUBAIOTHCS SIK CIEIiaii30BaHi OpraHiyHI Mara3uHH
(«3mopoBi mpoxykru», «Opranik Epa», «Exo-1lluk», «Eko maim» Tomio.), Tak i opraHiusi
IPOAYKTH Xap4yyBaHHS MOKHA KYINUTH B JESIKHX CylepMapKeTax BEIMKHX MICT (HallpUKJIaJ,
«bimnay, «Meramapker», «Good Winey, «Cinbiio», «Benuka kutieHs», «@ypirer»,« MeTrpoy,
«Exo Mapket» Tomo). Kynutu opraHiuHy npoayKiilo MO>KHA 1 uepe3 iHTepHeT-Mara3uHu, B
TOMY YHCII TaKi, AK: «'pin Mapker», «Opranik Epay, «Opranix Ctanmapt.

BaxuBoro cki1aJ10BOI0 YaCTUHOIO MapKETUHIY OpraHiuyHOi NPOAYKIII € (GOopMyBaHHS
KaHauiB ii po3moainy. 3apyOi’KHUI TOCBIA CBITUUTS, 10 B chepi 30yTy OpraHidyHOT IPOAYKIIIT
HIMPOKO MOLIUPEH] MPsMi KaHAJIA PO3MOJILTY, X04a OCHOBHI OOCSTH MPOJaXiB 31MCHIOIOTHCS
yepes chepy po3apiOHOT TOPTiBIi.

[Ipsmi kaHanu pO3MOIUTY OPraHiYHUX MPOAYKTIB XapuyyBaHHS XapakTepHi 1 ams
Vkpainu (Taka ¢popma 30yTy 0cOOIMBO MOLIMPEHA IIPU pealtizallii cesiHaMu OBOYIB, MOJIOKA 1
MOJIOYHOI IPOAYKIIIT) 1 KOPUCTYETHCS TYT OCOOIUBOIO MOMYNApHicTI0. OHAK Taka MPOAYKIIis
HE Ma€ BIAMOBIAHMX cepTUdIKaTiB Ta ii SKICThP YacTO CyMHiBHA. Taki KaHAIU PO3MOMLITY
OpraHiqHOi MPOAYKLIi OpiEHTOBAaHI HacamIepesl Ha CIOXHMBAaYiB 3 HEBUCOKHUM 1 CepeaHIM
piBHEM JTOXO/IIB.

OpnHak TpoBeNeHI MOCHIIKEHHS CIOXHBA4iB OPraHiuHOl MPOIYKIIi CBiI4YaTh, IO
BUPOOHUKAM OpraHiYHUX MPOIYKTIB HEOOX1HO OLIbII aKTUBHO CIIBIPALIIOBATH 3 ICHYIOUMMH
perioHaIbHUMHU TOPTrOBEIbHUMU MEpeXaMHu, Hanpukial, «Xmnidocon», «Exkonom», «CMauHui
MapKeT» 3 METOI0 30UIbLIEHHS AOCTYIHOCTI CBOiX TOBapiB JJISl CIIOKHMBAYIB, B SIKHX MOYKHA
OpraHizyBaTH JETyCTallilo MPOIYKLIi /Ui 03HAHNOMIIEHHS 3 HEIO.

Jli1 popMyBaHHS JOSIBHOCTI KIIEHTIB BUPOOHUKY OPraHIYHUX MPOAYKTIB XapuyBaHHS
MaroTh 3aiiMaTucs OpeHAuHroM. Tak, 1eKiJIbKa HEBEIMKHUX FOCIOapCTB MOXKYTh IPOIIOHYBATH
CBOIO MPOAYKLiIO MiA enuHUM OpeHnoMm. Hampukian, 3 MeToro e€(eKTHBHOIO NMPOCYBaHHS 1
30yTy  CUIbCBKOTOCHOJAPCHKOI  MPOAYKIIT  KUIbKa  MICHEBMX  TOBapOBHPOOHUKIB
BUKOPHCTOBYIOTh Taki TOproBi Mapku, sk «Cmak YkpaiHcbkux Kapmat» ta «BonuHcbkuit
exosoriynuit mpoxyk». [liq TM «Cmak Ykpaincekux Kapnar» pearnizye cBoro npoaykiuito 13
BUpOOHUKIB [BaHO-®DpankiBcbkoi, JIbBiBCbKOi, UepHiBelpkoi Ta 3akapnaTchbKoi oOnacrted,
30KpeMa CUpH, JIEKBap, 0111 rpubH, AMKi AT0AHM, 310paHi B ropax, KapnaTcbKUi MeJI, TiKyBaJbHi
TpaBHi 300pu Tomo. [1ix ToproBum OpeHoM «BolruHChKHI €KOJIOTTYHUI TPOAYKT» MPALIOIOTh
20 depmepiB PiBHEHCHKOT 00MacTi, SKi MOCTAYAIOTh KHUTENSM PETIOHY €KOJIOT1YHO YHCTI 1
HEZ0POrl MPOJIYKTH, 30KpeMa, M’sICO-MOJIOUHI, OBOYl Ta 3€pHOBI KYyJIbTYpH. 3HauHA pOJb B
MapKEeTUHTY OpraHiyHUX NPOAYKTIB Ha PHUHKY HaJeXUTh iX mpocyBaHH. [lpu iioro

C.B. Kosanvuyk, €. M. 3a6ypmexa. MapkeTHHIOBI U(POBI TEXHOIOTIT Y AOCIiAKEHH1 47
CTHOXHBaYiB OPTaHIiYHOT MPOAYKIIT



Marketing and Digital Technologies

ISSN 2522-9087

Volume 1, No 1, 2017

NPOBE/ICHH] YK€ BaKJIMBO MPABWJIBHO BU3HAYUTH MOTHBHU CIIOKMBAHHS TaKOi MPOIYKII 1
noeqHyBatu ix. Ilpu mboMy MOIIIBHI SIK paliOHAJIBHI MOTHBHU (SKOCTi), TaK 1 €MOIliHI
(MpUHATIEKHICTD JI0 KJIacy JIOJEH, K1 CIIOKUBAIOTh €KOJIOT1YHI IPOTYKTH ).

Tabmuns 3 — CtpaTeriuni KOMyHIKarlii 31 CIIOKMBavyaMH B PI3HHUX IUJILOBUX CETMEHTax ™

XapaKTePUCTHKAX.

OcHOBHa yBara HOBUHKaM, [0 BUXOIATh
Ha PUHOK; HOBUM TEXHOJIOTiAM, SIKi
BUKOPHUCTOBYIOThCS JIJIsl BAPOOHHIITBA Ti€l
YW iHIIOT OpraHigHOl MPOAYKIIiT

LinpoBa «ABartapn» «KoHucepBaTopm»
ayauTopis
Ines xammanii [omynspu3amis opraHiqHO1 MPOAYKIii 3 METOI0 (GOpPMyBaHHS Ha HEi 3pOCTAI0UOTO IOIIHTY
dimocodis OpienTanis Ha iHHOBaIii, HecTaHHapTHI |OpieHTaWis Ha yCTaJeHI IIHHOCTI: «T0OpoOyT»,
ycmixy HiIX0Iu. TPUBAIICTH JKUTTS», «TpajuliiHa KyXHSI»,
Bu3HaueHHs TPUHAIE)KHOCTI J0 TEBHHUX |«HapOJHA KYJIbTypay.
Tedil i Ipym.
O0’ekT OpraniyHa IPOAYKILis Exo-0Opennu
KaMIagii AKIICHT Ha CeCTCTHYHHUX Ta CEMOIINHHHMX |AKIICHT Ha paI[iOHAIPHUX 1 EKOJIOTIYHHUX

XapaKTepUCTHKAX.
OcHOBHa yBara akIEHTYEThCS Ha YCTaJeHii
MPOAYKIl Ta TOBApOBHPOOHHKAX, SKi MAarOTh
YCIIOTHUNA OCBiJ POOOTH HAa PUHKY OpraHigHOI
TPOAYKIT

Merta kamnaHii

MakcumanbHe 3aay4eHHsI OpeJICTABHUKIB
CerMEHTY [0 CIIOKHUBAHHS OPTaHigyHOT
TPOAYKIIT

YTpumanHA 1 HamaHHS npedepeHmiil ycTaaeHIM
KIIIEHTaM

MosxiuBi

— CTpaTeris MO3WIIIOBaHHS Ha OCHOBI | — CTpaTerii  TO3WIIIIOBAaHHI 32  CMakOM
cTpaTerii (hakTOpa HOBH3HH; HOPOIYKIIT;
TNO3UIIIOBAHHA | — cTpaTeris MO3UIIFOBaHHS 3a | — crTparerisi TO3MLIIOBaHHSA 3a  BMICTOM
YIaKOBKOIO; HPOJYKIIIT;
— CTpareris IO3MILIIOBaHHS Ha OCHOBI | — cCTpaTeriss MO3UIIIOBaHHS 32 PI3HOBHIOM
YHIKQJIBHOCTI TPOYKTY HpOIYKLIT
3acobu HecranaapThi: MapkeTHHr y conMepekax; | Tpamumiiini: Tenebauenns (OJTPK «Ilomimis-
KOMYHIKaIlii BIpYCHHMI MapKeTHHT; mnaptu3aHchkuil |llenTp», Tenekanamun «Micto», «33 KaHa,
Mapketur; CMC-MapkeTnHr; ra3etn «Ha |«Exckmo3uBy Tomo); pagio («[loximmsa-LieHTp»);
KOJIIHAX» TOIIO, — BCE, IO HE BUTIIANAE |PYKOBaHI perioHaNbHI BUOAHHS; oimiliHi caliTh
«3aIIKapyoIuM». — BCe Te, 110 HA/1a€ BIIEBHEHOCTI.
Bumu nmomaui ingopmarrii: Buan monayi ingopmarii:
—  (naitepu; — TOK-IIOY 32 y4YacTi YYaCHUKIB OPraHigHOTO
— TIOBiOMJIGHHS JUIS YYaCHHKIB T'PyIl y |PHHKY;
COLIMEpEexKax; — TeMaTW4Hi nepenayi 3 BUI3IOM  Ha
— Kpay/ACOPCHHT; BUPOOHUIITBO;
— CMC-noBioOMIIEHHS; —  BHCTYITH €KCIIEPTIB;
—  ¢uemmooby; —  IHTepaKTHBHI IHTEPB 10 3 y4aCHUKaMH PHHKY
— TpEHiHTH; OpraHiku;
— 3D-ta 4D 30BHIIIHA pekiama; —  IMiJKeBi POJIMKH;
— (ecTuBani 3a yyacTio aHAerpayHIHUX |~ 3OBHILIHS peKiama;
apTHCTIB. —  BHCTaBKH Ta SPMapKH;
— pekiamMa B MiCIIX MPOAAXY 3 JETyCTALIE0
TIPOAYKIIIT;
—  TIPOBEJCHHS JHIB OPraHiYHOIO Xap4yBaHHS y
pecTopaHax micTa.
EdexruBnicts | OTpuMaHHS pe3yibTaTy y IBOX (hopmax:

1) conianbHO-NCUXOJOTIYHMHA — (OPMYBaHHS CTIHKOI NPUXMIBHOCTI [0 OpPraHiYHOro
CIIO’KMBAHHS, 1110 CTBOPUTH 3acaJi OPraHiuyHOI KyJIbTYpPH;

2) eKOHOMIYHHII — 3pOCTaHHS IOMUTY Ha OpPraHiYHy NPOAYKLII0, a OTKE MiJBUIICHHSI
JIOXOJTHOCTI OpraHiYHUX I'OCIIOAPCTB i, SIK HACTIIJIOK, 3pOCTaHHs PUHKY OPTaHIuHOI ITPOTyKIIii.

*c(hopmoBaHO aBTOpaMH
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BHCHOBKH 3 1aHOT0 JOCJII:KEHHS | MePCNEeKTUBY MOJAJbIINX PO3PO0OK 32 JaHUM
HanpsiMoM. B Ykpaini nonuT Ha opraHiyHi MpOAYKTH Xap4UyBaHHs € HEBUCOKUM y TIOPIBHIHHI
3 PO3BUHEHHMMH KpaiHamu CBITy. CTHMyJIIOBaTH HOro MO’KHA, MEpIl 3a BCe, LUIIXOM
aKTHUBI3allil CHCTEMHM MAapKETHMHIOBHX KOMYHIKallii BMPOOHHMKIB TaKMX TOBapiB, 30KpeMa
peKJiaMy 1 3axoJiB Ma0diciTI 3 BUKOpUCTAHHAM Tipecu Ta IHTepHery. dDopmyBaHHIO KOJja
JOSIBHUX KIIIEHTIB CIIPUATUME 1 OpeHIuHT. J[oUiabHO 3alydaTy BeTUKI TOProBI MEpexi, JUis
SAKUX PO3POOJIATH 3aXOAM CTUMYJIIOBAHHS 30yTy. 3 METOK KOHTPOJIIO PIBHS LIH B pamMKax
¢opMyBaHHS MapKETHHTOBOi 30yTOBOI TMOJITHKM JOLUUIBHO HAJaroJuTH CHIBOpAIO 3
HocepeJHUKaMH, BUKOPUCTOBYIOUM CTUMYJIIOIOUI 1 MApTHEPChKI YMHHUKY iX MoTuBaLiil. OnHak
HEOOXIJTHO BCTAHOBHUTH BIUIMB TaKMX CTUMYJIIOIOYHMX (PaKTOpiB MOTHBaIii Ha (hiHAHCOBI
pe3ynbTaTH IiSTILHOCTI BUPOOHHWKIB OpraHidyHOi mpoaykiii. Ile Moxe ciayxutu HampsMom
HOJAIBIINX JTOCIiKEHb.

OpraniuHe BHpPOOHUITBO B PETIOHI € MEPCHEeKTUBHUM 3 ONNIAJY Ha 3pOCTarouy
3aliKaBIEHICTh 3 OOKy crmokuBayiB. HallOLIbIIMM MONUTOM Cepes OpraHiuHUX MPOJYKTIiB
KOPUCTYIOTHCSI MOJIOKO Ta MOJIOYHI IPOJYKTH, M ICO Ta M’SCHI MPOJIYKTH, OBOYl Ta (PPYyKTH,
COKH, KpynH, OoporrHo. Peamizamist mpoayKiii BigOyBaeThCs SIK Uepe3 MEPEkKi CylepMapKeTiB,
TaK 1 yepes crieliaiizoBaHi Mara3uHu, 4epe3 IHTepHer.

BusnayeHo HU3BKUI piBeHb 0013HAHOCTI HITHOBUX CIIOKHWBAYiB, BiICYTHICTh TapaHTIii
11010 BUCOKOI SIKOCTI 3a3HAUY€HUX MPOJYKTIB XapuyBaHHs, HEIpaBUIbHE a00 HEBUpa3HE iX
NPEJCTAaBICHHS B MICIISIX MTPOAaXy. BpaxyBaHHS 3a3HaYCHUX BUMOT Ta MOOaKaHb CIIPUSITHME
CHPSMYBAHHIO MOJAJBIIOT0 PO3BUTKY PEriOHAJbHOIO PUHKY OpraHidyHOi MPOAYKIii Ha
3aJI0BOJICHHSI TIOTPEO ITFOBHUX CIIOKHMBAYIB y KOPUCHUX, OC3MEYHUX Ta €KOJOTIYHO YHCTUX
OpOAyKTaX  XapuyyBaHHS. Tako aBTOpMH  C(HOPMOBAHO PEKOMEHJALli CTOCOBHO
nepedopMaTyBaHHs MOBEIIHKH CIIOKHBAUiB HAa KOPUCTh OPTaHIYHOT MPOIYKIii y po3pi3i 1BOX
L[IIbOBUX CerMeHTIB «ABatapu» 1 «KoHcepBaTopm».

3BakalouM Ha Te, MIO 3alpOIOHOBAHI MIAXOAM CTOCYIOTHCS HE KOHKPETHHUX
TOBapOBUPOOHUKIB, a CHOpsMOBaHI Ha (OpPMyBaHHS B CYCHUIBCTBI CTIMKOTO MO3UTUBHOTO
IMIJKY OpraHIYHOTO BUPOOHMIITBA Ta OpPraHIYHOI MPOIYKI[il, EKOHOMIUHI pO3paxyHKH 11010 iX
BIIPOBA/KEHHSI HE 3AilcHIOBanucsa. BBaxkaeMo 3a moTpiOHe 3BepHYTH yBary Ha JisIbHICTb
rpomazcbkoi opranizamii «MAMA 86» mono momynspusanii opraHiuHOT NPOAYKIIT SIK Ha
TepeHaX XMeNIbHUIbKOI 00jacTi, Tak 1 B YKpaiHi B nisomy. Ha Ham mornsa, came s
oprasi3zanis Morjia 0 cTaTv MpoBaiIepOM 3alPOIIOHOBAHUX ITiIXO/IiB.

Haii0iib111 3Ha4yIKUM pe3yabTaToM € Te, 1110 BIiepiie chopMOBaHO Mpodisi COKHUBAYIB
OpraHiuHOl MPOAYKLII Ta PO3MISHYTO KOMIUIEKCHUM MiJIX1JA OO0 MPOCYBaHHS OpraHivyHOL
HPOAYKIIT Ha CHOKUBYUN PUHOK.
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Marketing digital technologies for organic product consumers’ research

The aim of the article is to provide classification of organic products, as well as the advantages
and disadvantages of organic production and organic products in the context of the marketing concept.
The purpose of the article is to study the socioeconomic aspects of the promotion of organic production
and to make recommendations for marketing promotion of organic products to consumer markets.

The results of the analysis. The specificity of consumer behavior on the market of organic
products was determined in the article using digital technologies. The research was held using digital
questionnaire.

The key problems of the development of the organic products are the low level of awareness of
the target consumers, the lack of quality assurance for these foods, the incorrect or unclear presentation
of them in outlets. Taking into account these requirements and wishes will facilitate the further
development of the regional market of organic products to meet the needs of target consumers in useful,
safe and environmentally friendly food products.

Milk and dairy products, meat and meat products, vegetables and fruits, juices, cereals, flour,
etc. are in the most demand among organic products. Product sales take place in supermarket chains
and in specialized stores selling organic products, as well as on the Internet.

The authors formulated recommendations for the reformatting of consumer behavior in favor
of organic products in the context of two target segments proposed in the article: «Innovatorsy and
«Conservatives .

The proposed approaches concern the formation of a stable positive image of organic
production and organic products in the society. Authors pay the attention to the activities of the public
organization «MAMA 86» in the field of the promotion of organic products both in the Khmelnytsky
region and in Ukraine as a whole.

The most significant result of the research made in the article is that the profiles of consumers
of organic products have been formed for the first time and the complex approach to promotion of
organic products to the consumer market is considered.

Producers of organic food should be engaged in branding in order to create customer loyalty.
First and foremost, demand can be stimulated by activating the system of marketing communications:
advertising (including packaging of goods) and publicity measures, using the press and the Internet.
The organic food producers must work with large retailers to develop sales promotion and to increase
the availability of organic products. In order to control the level of prices within the framework of
marketing policy it is advisable to establish cooperation with intermediaries, using the incentive and
partner factors of their motivation.

Conclusions and direction for further research. It is necessary to determine the effect of such
stimulating factors of motivation on the financial performance of organic producers that can be the
direction for further research. The results of the analysis should be used as a methodical basis by
editorial boards of new journals.

Keywords: organic product, organic production, green marketing, digital marketing
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KEY ASPECTS OF THE DIGITAL BUSINESS MODEL DESIGN

The key elements of the company’s digital business model in the modern competitive market
environment are substantiated and its key elements are revealed. The scope of the company’s digital
focus in the online space is interpreted and the essence of the digital-value-drivers matrix concept for
digital business model design is disclosed. The transitivity of the digital business model that contributes
to the enterprise sustainable development in the market is justified.
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Introduction. In a highly competitive environment, enterprises need a permanent
introduction of innovations to ensure long-term sustainable market advantages, as well as to
promote their effective persistent functioning. The implementation of the digital business model
is one of the perspective areas, which makes it possible to realize the enterprises activities more
productively. The digital business model allows enterprises to respond more sensitively to the
needs of potential buyers and customers, and also adapt and optimize the enterprises activities
over a specific period of time in the market.

Latest research and publication analysis. The theoretical and practical aspects of the
digital business model formation have studied by well-known scientists and economists:
Akkermans (2001), Applegate (2001), Fleischner (2011), Grappone (2011), McQuivey (2013),
Nguyen (2014), Osterwalder (2004), Tankhiwale (2009). However, the basis of the digital
business model design and its specifics requires detailed elaboration.

Therefore, the purposes of the article are to define the information technology impact
nature on the transformation of enterprises digital business model; to determine features of
developing enterprise digital business model; to substantiate the importance of studying the
dependence of digital key elements and digital focus areas, which is the basis for identification
the digital-value-drivers matrix concept.

Key research findings. The role of information technology (IT) and its relationship to
the business has shifted over the last years. Companies have progressively transitioned from a
focus on the design of information systems, to the design of IT-enabled business processes, and
more recently to the design of business models for services provided through digital platforms.
While this attention to business models for digital platforms initially started in the networked
digital industry it is increasingly being propagated to all industries whether healthcare, energy,
retail, or financial services. As more customers consume products and services offered through
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digital platforms, the managerial stakes in understanding those models is becoming much
higher, especially when these products and services have to be offered to and priced for
consumers.

If there is something that defines the digital economy — its need to seek out new business
models and to combine them in a way that best meets companies’ intended goals. Since most
of these new business models are blended, which is to say combinations of several business
models, it is difficult to classify them as belonging to one specific category or another [1].

A business model defines how a business makes profit. A digital business model is
therefore a recasting of the question in terms of what it takes to do this digitally. But it would
be a mistake to just think of traditional business models as needing just a tweak to make them
“digital” [2]. The new digital economy is based on this idea of blended business models, on the
absence of a single fixed model. Therefore, it is important to remain open to the possibilities
that blended business models offer and not to confuse them with the more inflexible models
often associated with the analog or physical world. It must be understood that, when adapting
business models to the digital area, these models will all either evolve or merge with other
models [1].

Understanding digital business models is vital to the survival of all companies [3]. Learn
how to create a digital business model for sustainability and growth will help companies to
create business value with digital processes and the power of an extended.

The term e-business as equal to digital business generally which refers to “doing
business electronically” and includes e-commerce, e-markets, Internet-based business and any
firms that carry out commercial transactions over the Internet (Zott et al, 2011). Many authors
also developed business model ontologies in order to conceptualize the relationship of different
components of a digital business model. Gordijn and Akkermans (2001) presented a conceptual
modeling approach to digital business, which is designed to “help define how economic value
is created and exchanged within a network of actors”. The ontology uses concepts derived from
various economic and business science literature to form a conceptual tool to analyze digital
business projects. However the most cited study was Osterwalder (2004)’s business model
ontology, which provided a clear and comprehensive framework to analyze generic business
models. Many studies have used the Osterwalder’s ontology to analyze and explore various
business models in different industries. For example, Tankhiwale (2009) has applied the
ontology to analyze the business model interrelationship with the change in business process
architecture of a big telecommunications service provider. Osterwalder (2004)’s ontology
addressed four areas of a business, which are product, customer interface, infrastructure
management and financial aspects.

A large amount of literature on digital business models focused on the components of a
digital business and strategic marketing in digital businesses. Weill and Vitale (2001) developed
an atomic e-business model schematic to help analyzing a digital business initiative by
highlighting its important elements. The schematic illustrates the relationships and flows of
money, products or services, and information between the involved participants, including the
firm of interest, customers and suppliers and allies. Applegate (2001) used a simple framework
to analyze digital business models, which comprised a business concept, the company’s
capabilities and value delivered to all involved stakeholders [4].

Today’s companies have a variety of IT solutions at their disposal to simultaneously
increase operational efficiency and generate unprecedented business capabilities.
Unfortunately, many do not use these tools to their full potential, often as a result of not knowing
what these solutions entail or because of the sheer volume of data and complexity of analysis
that renders decision-making a challenge. In this case, these companies miss the most profitable
business opportunities [5].
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Companies today increasingly realize they can no longer focus on just selling products;
they need to sell an experience. An increasing number of products today both consume and
generate data, and many are interconnected through the Web. Because of this increased
intelligence, their usage can be monitored, additional services can be proactively offered, or
maintenance can be provided when a problem is detected [6].

Business and IT lack a common language that allows us to consistently discuss, analyze,
and design opportunities that take advantage of the digital transformation. This hampers the
systematic approach toward digital innovation, and it is necessary to consider this as one of the
most important obstacles for implementing a digital strategy. On the business side, companies
can start from the business model canvas as an established approach to model the way a
company creates, delivers, and captures value. On the IT side, companies need a similar
minimalistic and semantically approach to investigate and describe capabilities [7-8].

As a synthesis of different views that IT analysts and practitioners are commonly using
it is necessary to analyze and create digital capabilities through object-oriented and functional
representation based on five key elements — digital key elements: people, businesses, things,
data, and cloud (Figure 1).

People I EEE—

Cloud
Businesses [€— g EEERER

Things J

Figure 1 — Digital key elements [9]

These digital key elements do not regard digital capabilities from a mere technology
perspective but, first of all, take a business perspective [10]:

1. People of the digital age are informed and knowledgeable; they are the source
and the foundation of the digital economy. In digital business model, the term “people” is used
as an abbreviation for digitally connected individuals and communities who leave their data in
the digital world. People use digital capabilities via different types of devices (desktops, laptops,
tablets, smartphones, wearable devices like smart watches and e-lasses, and so on),
experiencing various kinds of human-computer interactions. That is why, the mobility is a key
access point to digital capabilities. Through the same devices, people digitally connect to other
people. Now online communities and social networks are digitally enabled network-based
relationships of individuals. Digital social business is value creation from human-to-human
digital connections.

2. Businesses in the past were self-optimizing entities in a static environment, but
nowadays they are compelled to continually evolve their dynamics to regularly self-disrupt and
renew themselves in a constantly changing environment. This particularly concerns the
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networks in which they work together with other companies to generate value. Due to digital
technologies, the dynamics of these networks have visibly increased. In digital business model,
the term “businesses” is used as an abbreviation for digitally connected businesses or groups of
businesses that combine their digital capabilities to create new solutions. Businesses digitally
connect to other businesses, to individuals, and to assets, with different types of digital means
— for example, the public Web, XML standards, and connectors to marketplaces.

Things nowadays increasingly becoming part of the digital world, interacting smartly
with people, businesses, or other objects. In digital business model, the term “things” is used as
an abbreviation for digitally connected objects, or smart things. Smart things are typically
equipped with sensors that produce data and might even have their own application logic. They
also exchange data and might connect to networks. Smart things can automatically react to
contexts without customer interaction. This can include customers’ smartphones insofar as they
serve as smart sensors (for example, for the customer’s current location). In addition, it
necessary to consider any technologies for digital manufacturing (for example, 3D printing)
that use digital information to produce physical objects as being part of this category. The
Internet of Things enables individual physical objects to connect to and interact with other
objects, people, and businesses — creating value from information exchanges. In particular,
machine-to-machine interactions is regarded as value creation from things-to-things digital
connections.

3. Data, from a technology perspective, deals with records in databases and data
management processes. It is suggested looking at data as a business asset that can be leveraged
for new digital business models. In digital business model, the term “data” is used as an
abbreviation for real-time, complete, detailed, consistent, transparent, and accessible
information and any algorithms employing this data for analysis, planning, and prediction —
including cognitive computing. This includes sophisticated analytics procedures that process
small or large amounts of data and generate consumable information. Therefore, Big Data and
smart data is considered as part included in the “data” category.

4. Cloud, from a technology perspective, is just an infrastructure, but it is
suggested looking at cloud as a value-creating service type with specific characteristics:

— aservice that handles abstract resources (digital contents or information associated to a
physical resource or product or a natively digital product);
— aservice that is on demand (available per request);
a service that is scalable (depending on the demand);
— aservice that you can pay per use (can pay based on consumption);
— aubiquitous service (accessible from anywhere).

In this way, the cloud becomes a service model and a logical shared environment in
which people, businesses, and things connect in order to exchange and accumulate data as well
as to offer and consume digital services.

In practice it is important mainly look at the strategic business value and impact of
digitalization through the business model canvas. In this aspect, it is defined digital focus areas
as the areas of relevant transformational potential of digital technologies for each component
of the digital business model canvas. It is important to note that the epicenter of the digital
paradigm shift concerns the actual interaction of the company and the customer — that is, the
value proposition and the customer-relationship components. However, the seismic waves of
these epicenters go through the entire digital business model. In this section, it is described
digital focus areas by highlighting the value and impact of digital technologies per business
model component, starting from the epicenter and advancing to the periphery of the business
model. The digital transformation generally affects all parts of a digital business model.
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Before describing the individual focus areas in more detail, it is explained how the
effects of the paradigm shift go through the entire digital business model [11]:

1. Customer relationship. This is one of the two epicentral components in the digital
business model from which company can start a revision. The central goal is to extend and
intensify the relationship by digital means and place more emphasis on this element.
Relationships with customers have gained importance because value co-creation between the
company and its customers has become a central element of innovation [12].

2. Value proposition and customer segments. The value proposition is the second
epicentral component and closely related to customer relationships. The boundary between
customer relationships and value proposition becomes blurry due to the growing importance of
value co-creation. Customer segments mainly adapt to these changes.

3. Channels. The base for an extended and intensified customer relationship usually
requires the use of new digital channels to reach global markets and foster relationships with
customers.

4. Key activities. The changed interaction, the new value proposition, and the use
of digital channels require new activities — for example, in terms of channel and community
management or new kinds of analytics to enhance the value proposition.

5. Key resources and partners. New key activities are often based on new resources
such as data or analytic algorithms or may require new partners from which they can be
obtained.

6. Revenue and pricing. In various cases the new interaction also requires a new
pricing schema — for example, adaptive pricing. The latter is also a means to keep customers in
the interaction when they try to find the optimal point for a purchase.

7. Cost structure. Digital technologies often lead to cost optimization, such as zero
marginal costs of digital contents, reductions due to increased transparency, the ability to
predict costs, and various network effects.

This is only a rough guideline, and the effects on the digital business model elements
are more complex and include more aspects.

A. Outcome-driven value proposition

Companies can usually distinguish a physical part and an informational part, which can
include the descriptions (for example, product details, usage manuals, instructions, monitoring
data, and a control interface. Media-related products can be completely digitalized
(dematerialization). The more the physical part of products has to be monitored and controlled,
the more digital technologies come to the fore.

The ability of digital technologies to support the informational part of products and the
related information flow raises the potential to transform a product into a service (XaaS), a
model in which the ownership of the physical part of products is not mandatory and the usage
of the product is facilitated by digital technologies. For example, the ability to book, locate, and
access a car (a product) via a smartphone enables cars to be made available as resources for
urban car sharing (a service).

Digital technologies extend their impact on the end-to-end customer journey. The ability
to collect and process information in real time as well as to a high level of detail gives
companies the possibility to provide customers with precisely what they need and when they
need it. In contrast to static products, digital services are adaptable to the specific situation (in
real time). Services require less knowledge transfer, because the service provider mainly
handles adaptation to specific circumstances. For example, the ability to connect data about
location, weather conditions, and preferences of a driver enables the possibility to propose
specific and appropriate offerings when a car approaches a gas station.

56



ISSN 2522-9087

MapxkeTuHr i nudpoBi TeXHOJIOTIT Tom I, Ne 1, 2017
B. The growing role of value co-creation also increases the importance of value
delivery:

- customer relationships: disintermediation, perpetuation.

Product business goes hand in hand with a focus on the act of purchase, whereas service
business rather fosters a long-term engagement. Moreover, value propositions become more
complex due to value co-creation: they are no longer static promises of fulfillment regarding
the job-to-be-done but consist of an interactive collaboration between digital service provider
and customer; value co-creation further perpetuates customer relationships, which might gain
a more important role than the value proposition.

The fact that digital interaction can often be realized directly further intensifies this —
that is, without intermediation of a partner, because companies can easily establish digital
services and interaction with their customers and partners.

- channels: global reach and omnipresent information exchange.

Companies can expose, communicate, and deliver their value propositions regardless of
customer locations and time of day. Integration capabilities (with mobile access) allow
companies to establish channels to customers at any time and place. These channels are
maintained over a longer period of time as a precondition for intensified customer relationships.
Typical examples are the various customer forums that companies have established to support
customers in providing mutual aid, often in a better way than the company could itself provide
it. Such forums also give potential customers information about the qualities of the solution and
help them in making purchase decisions.

- customer segments: individualization.

The ability to collect and process a multitude of data around customers allows
companies to offer personalized solutions and experiences and to create segments of one. Even
if it does not go to this “one customer — one segment” extreme, generally, it is said that customer
segments become more finely granular.

C. Value creation.

- key resources: access, virtualization, extension of resources.

Access to networks of digitally connected people, businesses, and things as well as data
processing capabilities represent new resources.

Digital technologies facilitate discovering, getting, and managing different types of
resources (materials, information, assets, intellectual property, financials, skills), even without
owning them directly, but by mastering the information flow associated to resource planning,
coordination, and management. Through digital technologies, hybrid pools of owned and
outsourced resources can be handled virtually as own resources (virtualization).

Thus, companies can significantly extend the set of resources that can be leveraged in
their digital business models.

- key partnerships: digital resource providers.

Digital technologies open up opportunities for providers of new digital resources. This
may also affect established companies that already possess digital resources but now decide to
offer them to other parties. For example, computing centers can be offered for cloud services
and the access to smart items can be offered to third parties that are interested in providing their
own services via this channel.

- key activities: information excellence, network management.

Due to the increasing importance of information management for modern companies,
companies need excellent capabilities (skills, processes, methods, tools) to manage information
adequately in their competitive landscape. This enables knowledge workers to make informed
decisions that are based on the insights coming from software intelligence arranged by data
scientists.
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Parallel to the growing importance of data and its management is the increasing
significance of networks. These networks of either people or businesses have to be managed
actively to attract and keep participants. Therefore, the management of these networks has
become an important area of activity in a company.

D. Value co-creation.

Value co-creation points to the fact that customers do not consume value (provided as
products or services) but are actively involved in the interaction that generates value and even
returns value to the supplier, which goes beyond mere monetary compensation. In the course
of digitalization, this interaction has often become so intensive that the roles of service
providers and service consumers cannot be clearly distinguished anymore. For example, digital
technologies allow creating platforms that establish a transparent marketplace populated by
various types of business partners, such as service providers and parties interested in these
services. Such a setting attracts users, initiates new solutions, and establishes a business
environment. The entire constellation is generally self-reinforcing. For example, a growing
group of potential customers makes a platform more attractive for service providers, while a
larger and more transparent selection of service providers increases the interest of potential
customers of such services. In this way, platforms provide a powerful realization of digital
business.

Referring to the digital business model canvas, the players involved in value co-creation
cannot be clearly classified as partners or as customers and actually belong to both categories:
on the one hand, they take part in value generation and make resources available as, for
example, data; on the other hand, they have to be attracted and require a value proposition.
Therefore, we have decided to introduce a focus area that spans both components.

E. Value capture.

- cost structure: cost optimization.

Digital technologies enable cost optimization opportunities. Transparency on business
process performance enables a more accurate cost control — the ability to analyze any aspect of
business in real time enables more accurate planning, more timely reactions to unplanned
events, and the ability to anticipate those events based on predictive models. Zero marginal
costs of digital contents can significantly change the cost structure compared to the equivalent
physical, information intensive product (think of the cost to produce a new copy of an e-book
compared to the cost of producing a new copy of a hardcover book). Digital technologies enable
network effects that drive economies of scale with a potential impact on the company’s cost
structure.

- revenue streams: new revenue streams and pricing models.

Digital technologies enable new types of revenue streams. On the one hand, we find
direct revenue streams as, for example, by the monetization of data or by making solutions
consumable (for example, improving the customer experience). On the other hand, there are
also indirect effects that lead to new revenue streams. For example, digital technologies lead to
a reduction of transaction and coordination costs that makes services economical that were not
profitable before. Data collected around the customer enables new types of pricing models that
are highly tailored and dynamically adapted based on the customer profile and context.

Figure 2 graphically demonstrates the digital focus areas associated with components of
the digital business model canvas.
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Key Key Value Customer Customer

Partners Activities Proposition Relationships Segments
la 2a 1d 2d
1b Key 1c Channels %

Resources
3a 3d
Cost Structure Revenue Streams
le 2e
Notes:

D — Value creation D — Value proposition D — Value delivery
D — Value capture D — Co-creation

la — Digital resource providers; 2a — Information excellence, network
management; 3a — Access, virtualization, extension of resources; 1b — Partner side;
2b — Customer side; 1c - Outcome-driven value proposition; 1d -

Disintermediation, perpetuation; 2d — Individualization; 3d — Global reach,
omnipresent information exchange; 1le — Cost optimization; 2e — New revenue
streams and pricing models.

Figure 2 — Digital focus areas [10-13]

In the context of digital business model creation, it is important to understand how
digital capabilities generate value. In this context, digital value drivers must be considered. This
means specific value-generating effects that come along with digital key elements in a business
context. Moreover, it is possible to associate value drivers with certain components of the digital
business model canvas and, as a result, create a matrix that has components of the digital
business model canvas as one dimension and the digital key elements as the other dimension
while digital value drivers appear in the matrix elements (Figure 3).

For each digital value driver, company needs to provide key questions that can use as a
basis for collaborative sessions for designing digital and digitally enabled digital business
models.

However, successful digital business models are only transient. Incumbents need to
constantly revisit their digital business model to ensure it is not outdated. There are five
practical steps that companies can follow to rethink their business model [14].
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Digital key elements
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Digital focus areas
Value proposition
Customer segments
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Customer relationships
Key partnerships

Key resources

Key activities

Cost structure

Figure 3 — The digital-value-drivers matrix concept [13]

Assess current digital business model. Companies should begin with a thorough
understanding of their current digital business model. Emergence of new competition from
unexpected places is a sign that companies need to start looking at their business model.
Constant reinvention of the business model holds the key to continued relevance in the digital
world order.

Spot potential disruptions. Companies should constantly monitor signs that might
indicate potential threats or opportunities.

Define nature of response. Companies can choose to operate defensively or offensively.
When in defensive mode, companies often use data and any other advantage they can muster to
slow the decline of the old model. In addition, aggressive operational cost cutting can release
cash and investment capacity to support the transition. Companies can also choose to go
aggressive and be a first mover in rethinking the digital business model of their activity. They
can try to disrupt competitors, or other industries, by substituting a traditional product or service
with a new digital offering or use any of the other approaches we have outlined in the earlier
part of the paper to innovate their business model.

Focus on the value delivery. Each approach to digital business model innovation will
open up several possible avenues. Companies will need to prioritize options that generate the
greatest value to customers, that are operationally hard to copy, and that can provide them with
a profitable economic model. Companies will also have to lower their risk by running controlled
experiments on their new model.

Implement from the top. Designing, experimenting, and implementing new business
models is a task for senior business leaders. It is a strategic activity. Functional heads will not
have sufficient authority to drive new business model experimentation across business silos.
The implementation of a new model requires vision, leadership, and governance. If the new
digital model is ultimately designed to replace the old, companies need to know when to shift
resources and at what rate. The transition will not happen overnight. If the old and the new are
designed to coexist, they will need to carefully manage potential conflicts and resource
allocation between the two. The digital business model innovation needs to become a core
capability for companies, with knowledge, best practice, and the right talent. Incumbents need
to be the agents of their own destiny — shifting their business models to secure their continued
relevance in a new digital world order.

Therefore, companies need to use a continuous evaluation approach in order to devise a
successful digital business model design.

60



MapxkeTuHr i nudpoBi TeXHOJIOTIT Tom I, Ne 1, 2017 ISSN 2522-9087

Conclusions. It is determined that the emergence of the digital economy has unlocked
new opportunities, leading to the creation of innovations in data driven industries. New digital
business models have disrupted the existing business models of established industries. While
the digital economy initially stemmed from the technology sector, digital business models have
begun to permeate large and small companies in a variety of sectors. The features of the
development of the digital business model including the identification of the main digital
elements are studied. The digital focus areas are visualized, and the digital-value-drivers matrix
concept, which contributes to the effective operation of the enterprise in the digital
environment, is presented. It is determined that the digital business model should be transient
to ensure the sustainable development of the enterprise in the market.
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The aim of the article is to define the information technology impact nature on the
transformation of enterprises the digital business model; to determine features of developing enterprise
digital business model; to substantiate the importance of studying the dependence of digital key elements
and digital focus areas, which is the basis for identification the digital-value-drivers matrix concept.

The results of the analysis. It is determined that the emergence of the digital economy has
unlocked new opportunities, leading to the creation of innovations in data driven industries. New digital
business models have disrupted the existing business models of established industries. While the digital
economy initially stemmed from the technology sector, digital business models have begun to permeate
large and small companies in a variety of sectors. The features of the development of the digital business
model including the identification of the main digital elements (people, businesses, things, data, and
cloud) are studied. It is explained how the effects of the paradigm shift go through the entire digital
business model.

The digital focus areas are described. In addition, it is graphically demonstrated the digital
focus areas, which associated with components of the digital business model canvas. It is justified that
in the context of digital business model design, it is important to understand how digital capabilities
have specific value-generating effects that come along with digital key elements in a business context.

The digital-value-drivers matrix concept, which contributes to the effective operation of the
enterprise in the digital environment, is presented and visualized. In this way, value drivers associate
with certain components of the digital business model canvas and, as a result, in the article it is
presented a matrix that has components of the digital business model canvas as one dimension and the
digital key elements as the other dimension while digital value drivers appear in the matrix elements.

It is determined that the digital business model should be transient to ensure the sustainable
development of the enterprise in the market. It is explained that the transition of the digital business
model will not happen overnight. If the old and the new are designed to coexist, they will need to
carefully manage potential conflicts and resource allocation between the two.

Conclusions and direction for further research. It is determined that the digital business model
needs to become a core capability for companies, with knowledge and the best practice. The five
practical steps that companies can follow to rethink their digital business model are investigated. It is
justified that companies need to use a continuous evaluation approach in order to devise a successful
digital business model design.
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HOIHTY
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IlocTanoBka mpo6jeMn y 3arajibHOMY BHIVISAI Ta Ti 3B’(30K i3 Ba:KIUBUMU
HAYKOBHMHM 4YM NPAKTHYHMMH 3aBJaHHSAMHM. OJIHUM 13 (yHJAMEHTAJIbHUX HAaNpsMKIiB
CTpATEriuHoOro aHaji3y € MOJEIOBAHHS, IPOrHO3YBAaHHS Ta IJAHYBAHHS IMPOLIECIB PO3BUTKY
TOBApHOI'O BUPOOHHUIITBA HAa OCHOBI JOCITIJDKEHHs kuTTeBoro Iukiry toBapy (OKLT). Ile
MOB’sI3aHE 3 TUM, 1110 3 IOYATKy MUHYJIOTO CTOJIITTS B €KOHOMIYHIM Haylll JOMIHY€ KOHLIETILs,
3TiJHO 3 SIKOIO MPOJaXKi OyIb-IKOT0 TOBapy XapaKTEPU3YIOThCS IEBHOIO LIUKIIIYHICTIO.

Teopis KU T npunyckae, 1o KoxHUI ToBap a0 BMUpae BiApasy Micis HAPOJKEHHS,
abo MpOXOIUTHh psA MNMEBHUX IOCTIIOBHUX €TaliB, IO € AHAJIOTIEI JKUTTEBOTO IIMKITY
010J10T1YHOT ICTOTH — CTa1iIM ii paHHBOTO PO3BUTKY, POCTY, 3putocTi i ciagy. Konnernis XKLT B
LJIOMY € HOAAJIBIINM PO3BUTKOM «OPraHiCTUUHO» Teopii, po3podieHoi B XIX c1. s Toro, 1mob
MIPUBEPHYTHU yBary JO 1JIel €BOJIOLIII Ta €BOJIOIIMHMUX IMPOIECIB HA MPOTUBAry MEXaHICTUYHIN
Mozeni BeecBiTy, moB'si3anoi i3 kiacuuHoro ¢izukoro Hetotona [1, ¢. 347-367; 2; 3, ¢. 22-24; 4].

Mogens KUT rpadiuno BimoOpaxaerbcs y ¢opmi TiMOTETUYHOI KpuBoi (puc. 1) 1
JIEMOHCTPYE >KUTTEBHIA MEPioJ1 MPoIaxiB (MPUOYTKY, peHTa0eIbHOCTI) Ha CTa X BIpoBakeHHs (1),
pocty (2), Hacuuenns (3) ¥ cniazy (4).

Eran BnpoBamkenns (1) BinoOpakae yac MPOHMKHEHHsI TOBApY HA PHHOK, 1H(POPMYyBaHHS
MOTEHIIMHUX CIIOXKMBadiB MPO HOro repeBard y MOPIBHSHHI 3 aHAJOTYHUMM TOBapaMu I1HIIMX
Mi/PUEMCTB,;

eran pocty (2) — 11e Tepiofl Pi3KOro MiBHIICHHS TPOJIaXKiB, HAMPAITIOBAHHS IMIJIKY TOBapy
MI/IIIPUEMCTBA;

erarn HacuueHHs (3) — nepiof] cTabLIbHOCTI i HAOUTBILIOTO YCIIXY, 32 SIKUM HEMHUHYYE, PaHiIle
4y mi3Hile, Hactynae craj (eram 4). Touka A — MOYaTKOBUIM MOMEHT, 3 SIKOTO TOBAap IMOYMHAE
3aXOIUTIOBATH PUHOK; Touka B — pyOix crabibHOrO yerixy, a Touka C —Touka 3puBY 13 KpUBOI YCITIXY.

O.I". Anxosuii, O.JI. I'ypa. Mooentoganms ma npoeHO3VEaAHHSA JHCUMMEBO2O YUKILY MO8APY 63
HA OCHOBI S-NOOIOHUX KPUBUX
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Pucynox 1 — Kpusa xurreBoro uukiny TOBapy

Bubip crpareriii Ta npiopuTeTiB €()eKTUBHOTO MEHEIPKMEHTY 3MIHIOETHCS 3aJIEKHO BiJ]
TOrO, Ha SKOMY €Tali 3HaXOoAuThcs AaHuii ToBap. Ha erami (1) BapTo copmyBaTH UiTKY
YIIPaBIIIHCHKY 1€papXito 3 (JiIKCOBAaHUM PO3IOJIIJIOM IIOBHOBAXEHbD 1 BiAmoBigambHOCTI. CripaBa
B TOMY, 1110 JIO0 IPUXOAY B TOUKY 4 B KOMaH/11 KEpyBaHHs [IPOAaKaMH TOBApY, sIK IPaBUIIO, yCl
piBHI i yCi BIINIOBIIAIOTH 3a BCe. Y MIJICYMKY YCIHIX CTa€ 3arajibHUM HaI0aHHSM, a 32 TOMUJIIKH
He BiJiMoBiAae HiXTo. Taka «aHapXish» B yIpaBiIiHHI 3[aTHA IPU3BECTH J0 TOTO, III0 TOBAP MOXKE
HE JTOKUTH 10 etamy (2). Ha ipomy erarri 3poctae pojib MAPKETUHTOBOTO KEPYBaHHS 30yTOM
TOBapy. YCIHiX 3alie)KUTh BIJ TOTO, HACKUIBKM TOYHO BHsBIEHI 3akoHoMipHocTi KT #
CIOCOOM TOPTiBJII HUMH HA TOBAPHUX PHHKAX.

Ha erami (3) mpiopuTeTHUMH CTalOTh pekiama, PR, miarpumka iMipKy TOPriBeIbHOT
MapKH i pO3MIMPEHHS CTIEKTpa (GipMOBHX MOCIYT MiAnmpueMcTBa. Biapizok BC MpoaoBKYEThCS
3a paxyHOK Ha/IaHHS TpaJULiiHIA TpoIyKIii JOJATKOBUX CIOXKHBUMX BUTOJ, 110 Ha Yac pATYE
TOBap BiA 3pUBY 3 KpuBoi ycmixy. Etanm (4) xapakrepusyeTbcs MOCTYNOBUM HOKUAAHHSIM
PUHKY, HEOOXITHICTIO «pOTalli» 4IEeHIB KOMaHAM YHPABIiHHSA HpoAaXaMH, TOMY MIO il
3/1aTHOCTI 3/11iCHIOBATH €()eKTUBHUM MEHEPKMEHT BUUEpIIaHi Mailke MOBHICTIO.

XKUT, 300paxenunii Ha puc. 1, po3rIsAaeTbess K HAWOLIBII THIIOBUHM, TpaJuLiiHUNA
KUTTEBUNA 1K, OHaK icHyroTh # iH1m Buau JKIT:

1) yciuyeHuii LUK He Mae 3aBepllaibHOI (a3u craay, TOMY LIO TOBap KOPHUCTYETHCS
CTaOLTFHIM BUCOKHM Ta TPHUBAJIMM TIOMIMTOM 1 HE BUMAarae cepiio3Horo BuBueHHs. [Ipukimagom Tyt
MOYX€ CIYKUTHU TeJeOaueHHs;

2) «pakeTonoAIOHUI IIUKII — 1€ MOJIENIb CUTYAIIIi, 10 IEMOHCTPYE 00BaJI MTPOAAXKIB MICIIS
TOTO, SIK HOBOBBE/IEHHSI BTPATHUIIO 1HTEpEC 10 cede;

3) «MOIHMI MK Bi0Opakae KOJMBAHHS B 00CSA31 MPOAAXIB 3aJIEKHO B TOTO, K
3MIHIOETHCS MOJIA.

Taxi pi3HI KUTTEBI IUKIN MependavaroTh pi3H1 crparerii AisuibHOCTI. TpaauiiiHuit
KUTTEBUHA LUK (puc. 1) BHUPI3HAETHCS BUCOKMMHM BHMOTaMHM B 00JacTi BHBYEHHS IMOIHTY
CTIO’KMBaYa i 0a3yeThCsl HA TIOCUThH BEIMKUX BHUTpaTax y cepi OCBOEHHSI PHHKY, IPOCYBaHHS i
30yTy npoaykuii. Ha Hamry qymKy, TOCTITHUK HE MOXKe 3HATH IbOrO 3 JOCHUTH BUCOKUM PiBHEM
IMOBIPHOCTI, TOMy Tpeba O0Oepe:KHO CTaBUTHCS O PE3yJbTaTiB MOJEIIOBAHHS, 3aCHOBAaHUX Ha
CTaTUCTHYHIH iH(OpMallii, TepeBIpsIOUM iX aeKBaTHICTh PEIbHOMY PO3BUTKY IPOJIAXKIB.

3posymino, mo koHuemnist XKIT He mae crarycy 3akoHy, TOMy IIO HE KOXHA CTais
cpuunHse HactynHy. CTamis cmagy MoXKe CyNpOBOJDKYBAaTHCS CEpi€l0 1HHOBaLii, 1110
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PO3BEPTAIOTHCSI, 1 TOBAPH MOXKYTh MPOITYCKATH 200 TIOBTOPHO MPOXOIUTH Y CBOEMY PO3BUTKY JCSKI
cramii. Skmro xonuenmist XKL T Mae mosicHroBajibHE 3HAYE€HHS, TO BOHA IIOBUHHA BUXOINUTH 33 MEXKI
HEI0CTaTHBOI MeTaOpH IIUKITY HAPOPKEHHSI, POCTY, TiKa PO3BUTKY ¥ criamy. ToBapu i mocimyru He
€ Oionoriuanmu opranizMamu. [1oTpiOHO BHSBHTH 30BHIIIHI (hakTOpy ab0 TPOLIECH, 5K AIFOTh SIK
NPUYUHHUA MEXaHi3M, TIPUBOJISTYM 0 TIEBHOTO PE3YJIbTaTy, TIOKa3aTH, IO MPOJaXKi 3MIHIOKOTBCS B
Yaci HeJIOCTaTHBO, OCKUTBKH CaM Yac HE € €IMHOI0 3MIHHOIO, 110 BIUTMBAE Ha 00CsTH mpoaaxis. Yac
— IIe ITYYHUH apryMeHT, IO BTUTIOE B COO1 Ait0 O€3/iy pealbHUX €KOHOMIYHMX YMHHHKIB, SIKi
BIUTMBAIOTH Ha 00CSTH IpoaaxiB. L{e HaykoBa abcTpaKilisi, MOKIMKAHA CIIPOCTHTH HAIII YSBICHHS TIPO
JTMHAMIKY TTOKa3HUKA, 1110 BUBYAETKCS, 1 TOOYTyBaTH OLIBII-MEHII 3ICKBaTHY HOTO MOJIEITb.

Bumie pocsrHeHHs CiIy)kOM MapKeTHHTY IMIANPUEMCTBA B PaMKax CTPaTETrivyHOi
koHuenii JKL[T monsirae B ymMiHHI TOYHO BH3HAYMTH MOMEHT 4acy, KOJH BapTO TOYATH
nuBepcudikailo BUPOOHUITBA ¥ «3a4aTH» JKUTTEBHA IMKJI 1HHOBAI[IfHOTO TOBapy
(moka3zaHMi ITPUXOBOK KpUBOKWO A*B*C*D* nHa puc. 2). SIKmo me BOaeTbcs, TO rpebeHi
«xBWIb ycrixy» BC 1 B*C* HabnukatoThCsl 0JJHa 10 OHOI (3MEHIIyeTbcsl 30Ha BTpatr CB*FE
Ha puc. 2) 1 ycmix Oi3Hecy B yaci Moxke OyTH MPOJAOBKEHHUI Haai.

Sxmo npoananizyBatu rpadiku Tpamumiianx kpuux JKIT nHa puc. 2, To MoxHa
no0aYnTH, MO HAKOLIBII MiAXOSIIAM MOMEHTOM JUIsSl 3aIllOYaTKYBAHHS YKHUTTEBOTO LUKITY
IHHOBAIIIHHOTO TOBapy € TOYKa M, IO NPHOIM3HO BiAIOBIJAE MAKCHMAaIbHOMY OOCATY
NpOJIaXiB TEpIIOro (3a 4acoMm) TOBapy. AHAJOTIYHO, MOYATOK BIIPOBA/PKECHHS HA PHHKY
TPETHOTO IHHOBALIHHOTO TOBapy 30iraerbes 3 TOUKO N, sKa BiANOBITAa€E MaKCUMaIbHOMY
o0cAry mpoaxiB Ipyroro (3a 4acom) TOBapy TOLIO.

Oo0csaru

MPOJIaXiB

M E F N Yac

Pucynok 2 — KpuBi KHUTTE€BUX IIUKIIB IBOX TOBapiB

VY pa3i norpumaHHs Takoro rpadika IjaHyBaHHS 1 BUXOAY Ha PUHOK HOBOTO TOBapy
ycmix y 4aci Oyjae mpoJoBxyBaTucsa. ToMy BHHHMKA€e MpobieMa MaTeMaTUKO-CTaTUCTUYHOTO
MozentoBaHHs 1 mporuo3zyBaHHs JKIT i BU3HaueHHS BaXXJIMBIIIUX KIIFOUOBUX TOYOK:

— Makcumymy (M, N);

— TOYOK MEperuHy, KOJIM NPUCKOPEHHM pICT MpOAaKiB 3MIHIOETbCS Ha
YIOBUIbHEHUH;

— KOe(ILI€HTIB €IaCTUYHOCTI MPOAAXKIB 32 YACOM.
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AHaJIi3 0CTaHHIX TO0C/TiXKeHb i mMyOJikaniii, B AKX 3al104aTKOBAHO PO3B’SI3aHHS
AaHol npodjemMH i Ha sKi cnupaeTbest aBTop. CiniJl BIAMITHTH, 110 TUTAHHIMH MOJICTIOBAHHS
i mporuo3yBauus JKI[T 3aiiManuch HayKOBI[ Pi3HUX IIKLJI Ta HAIPSIMKiB MapKeTHHTY [5-9].

Tak, A.B. J[3100iHa, IpyHTYIOUYHCHh Ha (PYHKIIIOHATHHUX OMKCAX ETaliB KHUTTEBOTO
MKy 1HHOBAIlIM, MPOTOHYE BJIACHY IHTEPIPETAIil0 MOJEIIOBAHHS JTUHAMIKH ITOTOYHOI
iHHOBaIIi1 Ta iHHOBaIlii-HaCcTyMHUKA. BoHa BKa3ye, mo mykana Touka (to, So) € BIIIIKOM Hacy
BHUXOJY IOTOYHOI iHHOBAIlll HA PUHOK Y TPOIECI OCBOEHHS BHPOOHMIITBA IICJS MOBHICTIO
3aBepmiennx HJIJIKP. Ha nmanomy erami cmoctepiraerbcs MOMIpHO 3pOCTaroda JAMHAMIKa
o0csry peanizaiii JaHOTO 1HHOBAIifHOTO MpoAyKTy. Halikpaie maHuil mporec OmucyeThes
dynkuiero Buny S1 = ait?. Ioganblie 3pocTaHHs 06CAry BUPOOHHMITBA MOTOYHOI iHHOBALLT
iCJIsE IOBHOTO OCBOEHHS BUPOOHHUIITBA HOCUTUME MPSAMOJIIHIHHUMA XapakTep 31 cTaOUTbHUMHU
TEMITaMH TIPUPOCTY, KUK Oye omucyBaTHCS PIBHSHHAM Ipsamoi (S = ast + ag). [licns dasu
pocty HacTtaHe (aza 3piIOCTi, sKa MaTUME CIOYATKy CIATHUN 3pOCTAIOUMN XapakTep M0
JOCATHEHHSI HAWBUIIIOrO 00Csry peaii3allii mMOTOYHOI iHHOBAIlii, a Jaji CIocTepiraTuMEThCs
MIOMIpHE CIIaJaHHs BHACIHIJOK HACHYEHHS PUHKY, 3MCHIICHHS IOMHUTY 1 MOSBU KOHKYPEHTIB
(dpaza 3anenany). Ile AOIiNBHO OMKcaTH PiBHAHHAM mapa6omu (S3 = ast? + ast + as) [5].

Ha Hamry nymKy, po30HTTS JKUTTEBOTO LIMKITY IHHOBAIIITHOTO TOBapy Ha OKpeMi cTaii
CYTTEBO YCKJIQJHIOE H 3aHAATO AeTali3ye NPOIec MOJEIIOBaHH 1 IPOrHO3YBaHH MallOyTHIX
fioro mpogaxi. Takuii MiAXig MICTUTB 3arpo3y 32 OKPEMUMH YaCTUHHUMU JICTAISIMA BTPATHTH
3arajibHy TEHJEHIII0 PO3BUTKY TOBapHOro BHpOOHMLTBA. Jlo TOro »k, aBTOp HE Hajae
NEPEeKOHJIMBUX apTyMEHTIB Ha KOPUCThH 3aIIPOIIOHOBAHMX PIBHSHB KPUBHX.

Y wmonorpadii [6] 3a penakuii npodecopa P.B. degoposuua po3risHyTO METOANYHI
MIiXOAH JIO MOJICTIOBAHHS 1 MNIAHYBaHHS MapKETHHTOBOI MISIIBHOCTI MiAMPUEMCTB, 30KpeMa,
IUTAaHYBaHHSl TEpeMillleHHs MaTtepialiB 1 TOBapiB B JAHIIOTY IIOCTaBOK MNPOAYKIIi{
IIPOMHUCIIOBOTO MPHU3HAYCHHS, TEOPETUKO-TIPUKIIAIHI aCIIEKTH MOJEIIOBAHHS B MAapKETHHTY,
MOJICJIFOBAHHSI CHUCTEMHU YIIPABJIIHHA CHOXKUBYMM IIONUTOM, MOJICJIIOBAHHS YIPaBIIIHHSA
BUTpaTaMH HA MAPKETHHT Y CHUCTEMIi CTPATETIYHOTO YIPABIIHHS MiAIPUEMCTBOM.

O.C. Cu4oB po3riggae TEXHOJIOTI0 HPOTHO3YBAaHHS IMOMUTY TOBAapiB MacOBOIO
CIIO’KMBAaHHS 13 3aCTOCYBaHHSM eKcIepTiB. BiH 3a3Hauae, 1110 OCHOBHMMHU BIIMIHHUMU pUCaMU
3aMpOINOHOBAHO1 TEXHOJIOTI] €: BpaXyBaHHs 3HaHb €KCIlepTa MpH MoOy10B1 MOJIeN], 110 Hajae
MOJKJIMBICTh OUIBII MPAaBUILHO BPaXOBYBAaTH BIUIMB 30BHIIIHIX ()aKTOPIB; aHali3 pe3ysbTaTiB
IPOTHO3YBAaHHS €KCIIEPTIB TapaHTye, 10 B MoJesi Oylu BpaxoBaHI BCl CYTT€BI (akTopu
BIUIMBY; Oararopa3oBa ONTUMIi3allisl 3 IOCTYIIOBUM 30UIbLICHHSIM (AKTOPIB JJa€ MOXJIHUBICTb
BBOJUTH J0 MOJEN HOBI 3@JEXKHOCTI 3 ypaxyBaHHSAM iX BaXJIMBOCTI; BUOIp 1 aHami3
HaNOUIBIINX BIAXUJIEHB JAI0Th 3MOT'Y €KCIIEPTY F€HEPyBaTH TIIOTE3H, 3aBASIKHU SIKUM Y MOJIEeNi
MOXYTh OYTH BpaxoBaHi JI0IaTKOBi1 (pakTOpH; CTATHCTUYHA IepeBipka rinore3 3adesmneuye
00’ €KTUBHICTh OTPUMAaHMX PE3YyIbTATIB [7].

M B 1IIIOMY HOTOKYEMOCH 13 3a3HAY€HUMHU PUCAMH 1 MiIX0JaMU J0 MPOTHO3YBaHHS
MOMUTY TOBapiB MAacOBOIO CIOXHUBAaHHSA 1 BBaKa€MO, IO BOHU JIOCUTb KOPHUCHI IIpU
BUKOPUCTaHHI (OpPMaJbHUX TMPOLEAYp MaTeMaTHKO-CTATUCTUYHOIO MOJETIOBAHHS 1
nporHo3yBanHs JKIIT.

B.1O. Illkona, B.M. Kucnuii aHani3ytooTe MoOyAOBY MPOTrHO3IB >KUTTEBOTO ILIUKIY
IHHOBAIIIM y CHCTEMI yIpaBIIiHHS €KOJIOT0-eKOHOMIYHOIO Oe3rekoro mianpueMcTna [8]. Ha ix
nymKky, nporrHosyBanHs JKLT iHHOBamiil mossirae y BU3HAY€HHI TPUBAJIOCTI aHATITHYHO-
MOLIYKOBUX pPOOIT, BUMPOOOBYBAaHHS B PHHKOBUX YMOBaX OCBOEHHS KOMEPLIHHOTO
BUPOOHUIITBA Ta Yacy MOTEHIIITHOI pUHKOBOT KUTTEAISILHOCTI 1HHOBALlIi. ABTOpaMH MoJiaHa
dopmyna maremaTnuHoi iHTeprperanii Tpusanocti KIT, ska 3a1eXuTh BiJl CHCTEMHOCTI Ta
TTHOWHA MapKETHHTOBHX JIOCIIKEHB, JOCTATHOCTI HASBHOTO 1H(GOPMAIIIITHOTO OIS, BUOOPY
METO/OJIOTIYHOTO  1HCTPYMEHTapilo, CTYNEHs HOBM3HM 1HHOBALi, TICHOTH 3B’S3KY
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PO3paxyHKOBUX IMOKa3HHKIB 13 (paKTOpaMu MIKpPO- Ta MaKpOCEpeIOBUIlA, CTaHy CUCTEMHU —
piBHOBaru, kBasicrabunpHOCTI. TpuBanicte H/IJIKP Bu3Ha4aeThCs TPYOOMICTKICTIO PoOOIT 31
CTBOPCHHS 1HHOBAIII1, 1110 3aJICKUTh B CTYIEHS 11 HOBU3HHM (TUITY 1HHOBAIII1). /{151 iHHOBAIIIA
MOJU(IKYIOTh Ta 3aMiHIOIOTH BUPOOHHUIITBO, OCHOBY PO3PaXyHKIB CKJIAJAl0OTh ICHYIOYl JaHi
PO BUTPATH Yacy Ha CTBOpeHHs 0a30Boi mozeni. [Ipu 1boMy MpomnoHyeThCs 3aCTOCOBYBATH
Taki MiAXOIH: IeTepMiHOBaHUI (HOPMATUBHUI), IMOBIpHICHHUNA, KOMOIHOBaHUIA.

Ha nam norusin, y crarti B.1O. llkonu, B.M. Kucioro HemocTaTHRO yBarv mpuiaeHo
MaTeMaTHKO-CTATUCTHYHUM acleKTaM MojenoBaHHs 1 nporno3yBanHs JKLT i Bu3Ha4deHHIO
HOro HaBaKIUBIIIMX KIFOYOBUX TOUOK.

A.1O. Ornesa, O.1. JIabypuesa goCHiKyBaIy TPAIUIIHHI MiX0ANU JO BUKOPUCTAHHS
JKIIT B ympaBniHHI JisSIBHICTIO KOMIaHii 0€3 3acTOCYBaHHS CyYaCHHX MaTeMaTHKO-
CTATUCTUYHUX METOJIB 1 MojeIeH [9].

BuninenHsi HeBUpilIeHMX PpaHille 4YacTHH 3arajbHOi NpPo0JeMH, KOTPUM
npucsBsiuena crarrs. [IpoBenenuii Buie anasiz OCTaHHIX JOCITIJDKEHb 1 MyOmiKaliii 3a 1aHO0
npo0JIeMaTUKOIO0 TOKa3aB, II0 B EKOHOMIYHIM JiTepaTypi Opakye HayKOBUX pPO3pOOOK,
CHPSIMOBAHUX HAa BUPILICHHS HACTYITHUX 3alTUTaHb:

— Yu 3/1aTHE cydyacHEe MPOMUCIIOBE MIAMPUEMCTBO CHUCTEMATHYHO 3/1HCHIOBATH
IHHOBALIHUI TpoIleC Ha BUPOOHUIITBI 1 PEryJIsipHO MPOMOHYBATH CIIO)KMBAa4aM HOBI BUAU
npoaykKiii (rmocmyr)?

— Sk moOynyBatu MmareMaTHKO-cTatucTiHany Mozens JKLT, axekBatHy peaabHIM
EeMIIIpUYHUM JaHUM 32 00cAraMu MPOAaXKiB MPOIYKIIiT (mociyr)?

— Uu MoxkHaA B Tmpoleci IutaHyBaHHS Ha 0a3i moOymoBanoi mopjem JKI[T
pO3paxyBaTu KIOYOBI TOUKH (Ha puc. 2 Touku M, N, Touku neperuny Ha oci yacy)?

@opMyTI0BaHHS MeTH CTaTTi (MOCTAHOBKA 3aBAaHHA). AJpecylodd Iepiie
3anuTaHHs GaxiBIsiM chepr HayKOBO-TEXHIYHOTO Ta 1HBECTHUIIIHO-1IHHOBAIITHOTO PO3BUTKY
MIPOMHCIIOBOCTI, 30KpeMa, XapuyoBOr0 BUPOOHUIITBA, MU B JIaHIA CTATTi MOCTABHUIIU 3aBIaHHS
BIJIMOBICTH Ha Jpyre i TpeTe 3amuTaHHs, a came: 3MoxemtoBatu KT 3a momomororo S-
noMI0HMX MaTeMaTHYHHUX (YHKIIH 1 COPOrHO3YBAaTHM HAWBaXJIMBIILII KIIOUOBI TOYKHU ILIHUX
KPUBUX — Taki, SIK TOYKH MakcuMyMmy M, N, TOUKH NEperuHy, KOJud TNPUCKOPEHUH pIiCT
MPOJIAKiB 3MIHIOETHCS Ha YIMOBUIBHCHHI, @ TAKOK BH3HAYUTH KOCQIIIEHTH €TaCTHYHOCTI S-
noaiOHUX QyHKIIH.

Bukiyiax oOCHOBHOrO Marepiajgy [JOCHI’KEeHHSI 3 TOBHMM OOIDYHTYBaHHAM
OTPUMAHMX HAYKOBMX pe3yJabTaTiB. S-mojaiOHI (QyHKOii BHOpaHi SK 1HCTPYMEHTH
MO/ICITIOBaHHSI HE BHIIAJKOBO, OCKUIBKH CaMe€ BOHU HAWOUIBII aJeKBaTHO OMHUCYIOTh MOZEIh
JKLT # nocuTh 9acTo 3ycTpivaroThCs B MPAaKTUYHUX JOCHIHKEHHAX B 007acTi MapkeTHHry. Ha
KOPHUCTH 3aCTOCYBaHHS S-TIOIOHNUX (DYHKIIIH y X011 €KOHOMIKO-CTaTHCTUIHOTO MOJICITIOBAHHS
JKLT MoxHa HaBECTH HACTYIIHI MIpKyBaHHS.

VYenix Oyab-sIKOTO MOJIETIOBAaHHS CYTTEBO 3aJi€KUTh BiJ TPaBUIBLHOTO BHOODPY
MaTeMaTHYHUX (YHKIIH, BIACTMBOCTI SKHMX BIANOBiAaMM O BHYTpIIIHINA Npupoai o0’ekra
nociipkeHHsa. Tak, eKCIOoHEeHIIHI KpuBl J00pe ONUCYIOTh MpPOLECH, 10 MAaroTh
«JIaBUHOMOJIOHMI» XapakTep, a caMeé — KOJM TPHUPICT E€KOHOMIYHOTO IOKa3HMKA, IO
BUBYAETHCS, 3aJICKUTH B OCHOBHOMY BiJI YK€ JOCSATHYTOTO piBHS. OOMEKEHHS IJIsl 3pOCTaHHS
HE MalOTh CYTTEBOTO BIUIMBY. SIKIIO X OOMEXYIOUMH YMHHUK YBECh Yac Jii€, IPU [bOMY CHJIa
HOro BIUIMBY 30UIBIIYETHCS Pa3oM 3 POCTOM JOCSTHYTOrO PiBHS, TO TOYHUH ONUC TaKOTO
€KOHOMIYHOT0 SIBHIIa MO’KHA OTPUMATH 3a JOMOMOT0I0 MO (DIKOBaHOT €KCITIOHEHTH.

Hapemri, y pa3i, koyin 0OMeXyIOUNid YNHHUK MTOYNHAE BIUIUBATH TLTHKH TICIIS IEBHOTO
MOMEHTY (TOYKa IMEperuHy), A0 KOTPOro IMPOLEC PO3BUBABCS 3a JIESIKUM EKCHOHEHIIIMHUM
3aKOHOM (TOOTO CIOYATKY 3MIHIOETHCS MOBILIBHO, MOTIM IIBHUJIKO 1 Jjai 3HOBY MOBUIBHO), TO
Halikpaiiie HaOIM>KEeHHS CTATUCTHYHUX JaHUX Jar0Th came S-noaiOHi kpusi. [1o cyTi, S-monidH1
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KPHBI OIMKCYIOTH JIBa MOCIIJOBHUX MPOIIECH: OJUH 3 MPUCKOPSHHSM PO3BHUTKY, APYTHH — 3
VIOBUIbHEHHSIM, 1 HaBmaku. Takuii po3BuTOK, okpim JKILT, wmaroTe mnpomecu pocty
HapOJIOHACEJICHHS KpaiH CBITY, MOIYJIAIINA TBAPUH Y KUBIH MPUPOII.

MoykHa BKa3aTu, OpUHANMHI, I1’STh S-MOAIOHMX MaTeMaTHYHUX (QYHKLIH, SKI TpU
NEBHUX YMOBaX MOXYTh BHUKOPHUCTOBYBATHCS IUisi MojeiatoBaHHs i mporHozyBaHHs JKIIT.
Po3rnsiHemMo iX TOJIOBHI ampOKCUMAaIliliHI BIACTHBOCTI 3 METOIO 3aCTOCYBAHHS B MPaKTHYHUX
po3paxyHKax y Ipolieci IUIaHyBaHHs iHHOBAIIi# Ha mpoMucioBoMy mianpuemctsi [10; 11].

1. Tpueonomempuuni gpynxyii, 30kpema GyHKIIIs

Y = ao + a1sinX* , Q)
e X* = Xn/(Xmax - Xmin) — pajiiaHHa Mipa YMHHUKA Yacy X.
Oyukuis (1) mpuBOAUTHCS A0 JIHIMHOTO BUTISAY IUIIXOM 3aMiHu sinX* = Z. Bona

BH3HAuUeHa Ha ychboMy iHTepBaii [0, +o0) 1 mepioguuHa 3 mepiogoM 2m. A i rpadik, skuit
HA3UBAETHCS CHHYCOII00, CAMETPUYHHIA BIJIHOCHO TIOYATKY KOOpIUHAT (puc. 3).

a1>0,a0>0
ao

ao- a1 -—————————l ———————— b= === T——
: i i | |
0 /2| T 3n/2) 2ni 5n/2|

ao- a1y ————_—___ Lo __ 4 | e ___ 1__

ao a1<0, a<0

aot a1
Pucynok 3 — I'padiku cunycoinu

ITpu X =0Y = ao i1 cioctepiraerbes nepeTHH rpagika cunycoigun oci 0Y.

[Ipu X — +oo GyHKIIIs, IO PO3TIISAIAETHCS, MOHOTOHHO KOJIMBAETHCS HABKOJIO TPSMOL
Y = ao 1 TOPU30HTAJILHUX Ta BEPTUKAJIBHUX aCUMIITOT HE MAE.

AHaui3 3HaKiB nepioi 1 Ipyroi noxigHux GyHkuii (1) mokasye, mo npu ai1> 0 B Toukax
X* = /2 + 27N crocTepiraloThCsi MAaKCUMallbH1 3HAUEHHSI CHHYCOITN Ymax = do + d1, @ B TOUKaX
X* = 3m/2 + 2nn — miHiMasbHe (Ymin = a@o - a1). Ilpu a1 < 0 kapTHHA MOBEAIHKH CHHYCOINU
3MIHIOETHCSI Ha TIPOTHIICKHY.

IIpu a1> 0 Ha inTepBani [0, m] cuHycoiga omykia AOBEpXy, a Ha iHTepBaii [m, 21| —
omykia noHu3y. Ilpu a1 < 0 kapTuHA NOBEIIHKH CUHYCOiIU 3MIHIOETbCS HA MPOTHIIEKHY. Y
Touykax X* =7 + 27N qpyra noxigHa JOpiBHIOE HYJI0, TOMY BOHU € TOYKaMH MEPeruny (puc.3).
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Bisyanbnuii anami3 rpadika Ha puc. 3 mokasye, 1o Ha Biapi3kax [w/2, 3n/2], [3n/2, Sn/2]
CHHYCOi/J]a 3MIHIOETHCS CIIOYATKY YIOBLIBHEHO, Jalli HPUCKOPEHO, a MOTIM 3HOB YIOBIJIBHEHO,
TOOTO MOBOJIUTH cebe sIK S-1o1i0Ha KpuBa 3 MexkaMu Y = ao- a1, Y = ao+ a1. Taka ii B1acTUBICTh
J103BOJIsIE BUKOPUCTOBYBATH (yHKIi0 (1) amst monemoBanns i mporHozyBanus KL T y npomueci
TJIaHyBaHHS BIPOBAHKCHHS 1HHOBAIIMHOT MTPOTYKIIII.

dopmyna koedimieHTa enactuaHocTi A GyHKIii (1) Mmae BUTIISIT

E = a1X*cosX*/(ao + a1SIinX*) . (2

[ToOynoBa TOYKOBOTO Ta iIHTEPBAJIHLHOI'O MPOTHO3IB HA OCHOBI piBHsAHHS perpecii (1)
BiZI0yBa€THCS 32 HACTYITHOIO CXEMOIO:

Yn+L £ A, (3)

ne Yn+L = @o + @1SINXN+L — TOYKOBHII MPOrHO3 MPOJAKIB HA MEpioJl yrepemKenHs L
(Xn+L— 3HauCHHS YMHHHKA 4acy, IO BiJIIOBIJa€ Nepiony ynepepkeHHs L);
A — TpaHMYHAa TOMUJIKA IPOTHO3Y.

Cxema (3) € 6a30BOI0 1 BHKOPHCTOBYETHCS MJISi BH3HAUEHHS JOBIPYMX iHTEPBAIIB
MIPOTHO31B, MOOYIOBAaHUX HA OCHOB1 OYAb-SIKUX MOJIEJIEH, 1110 IPUBOAATHCSA 10 JIHIHHOTO BUTY.
BoHa aBTOMATHYHO peEaTi3yeThCsl B JESKHX IPOrpaMax CTaTHCTUYHOI OOpOOKH JaHUX,
nanpukian, STATISTICA.

JoBeneHo, mo A MapHOi JIHIKHOI MOJENi TpaHWYHA IOMHJIKAa MPOTHO3Y A 3
noctoBipHIcTIO (1 - a)x100 % po3paxoByeThCs 3a HOPMYIIO0

A = tan-2Sy[1IN + (ZneL — 2)42(Zi— Z)]M2. (4)

Tyt Sy no3navae cTangapTHY MOMMIIKY IEPETBOPEHOI /10 JIIHIHHOTO BUIIIAY perpecii,
to:N-2 — TaOMUHE 3HAYeHHS t-KpuTepito CThIOEHTA.
2. QyHKyis, 360pomHa 00 2inepooniuHoi excnoHeHmu

Y = 1U(ao + are™). (5)

Baminoro Benmunn 1/Y = Y1, ¥ =7 ¢byHKIIA (5) TPUBOIUTHCS 10 JIIHIMHOTO BUTIISITY
Y1 = ao + a1Z 3i 3BMUYAHMM 3aCTOCYBaHHSM OIHKM HeBimommx koedilieHTiB perpecii 3a
METO/I0M HalfMEHIIUX KBaJPaTiB 1 CTATUCTUYHOTO aHAJI3y OTPUMAHOT0 PiBHSAHHS, HAPUKIIA],
B penaktopi Excel (crangapthi nporpamu «Kopensiisy, «Perpecis»).

Oynkuis (5) BuU3HAUeHA Ha yCboMy MNpoMikKy [0, +o0), KpiM THX TOYOK, Je
rimepOosiyHa eKCIoHeHTa nepeTuHae ock 0X, To0TO N1e 3HaMeHHUK (5) nopiBHIOE HYO. [1pu
OJIHAKOBMX 3HaKax Koe(ilieHTIB perpecii rinepOoiiuHa eKCIIOHEeHTa He nepetuHae Bich 0X 1
rpadix pyskuii (5) mpu X — +oo mpsmye 10 ropu3oHTaIbHOT acuMnToTH Y = 1/ao, a mpu
X — -00 10 ropuzoHTaIbHOI acumnTotu Y = 0 (puc. 4).

Amnauti3 3HaKiB nepuoi i Apyroi noxigHux GyHkuii (5) mokasye, mo npu a1 > 0 pyHKis,
3BOPOTHA JIO TinepOoTiyHOl eKCIIOHEHTH, 3pocTae, a ipu a1 < 0 — craymae. B o6acTi BU3HaUEHHS
(5) mepiua noxijgHa HiKOJIM He HAOyBa€ HYJILOBOT'O 3HAYCHHS, TOMY JlaHa (PYHKIIisS eKCTPEMYMiB
HE Mae.

OueBuIHO, IO TPU OJJHAKOBHMX 3HaKax KoedimieHTiB perpecii B Touni X = In(ai/ao)
Jpyra MoxiJHa J0PIBHIOE HYMIO 1 PyHKIIS (5) Ma€e TOUKY MEPETUHY.
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V BUmazaKky a1 > ao > 0 pu X > In(ai/ao) (a1 - ao) < 0 i gpyra noxigHa HeraTUBHA,
TOOTO (DYHKIIisL, 3BOPOTHA JI0 TiNEpOOTIUHOT EKCIIOHEHTH, OITYKJIa IOBEPXY, a MPH
X < In(ai/ao) (a1€” - a0) > 0 i xpyra moxizHa MO3UTUBHA, TOOTO QYHKIIisA OMYKIA JOHH3Y
(puc. 4).

a1>0,a0>0

0 IN(d/ao) >X

12a0+-—————-= a1<0, ac<0

Pucynok 4 — I'padiku QpyHKii, 3BOPOTHOT 10 rinepOoiiuHOT €eKCTIOHEHTH
SAxmo a1 < ao < 0, TO Bce HaBMakH, TOOTO Mae Miclie CUMETpis rpadika BIJHOCHO OCi

0X (puc. 4).
KoedoimieHT enacTHaHOCTI 715t Mojeni (5) Mae BUTIISIA

E = a1Xl(a1 + aoe®). (6)

BHacmi0k nepeTBopeHHs Buxianux nanux 1/Y = Y1, ¥ = Z roukouii nporxos na 6asi
¢yHkii (5) 3HaxoAUTHCA 3a HOpMyIaMu:

YineL = a0+ arZ N+l YN+L = 1Y N+ @)
[Ipu ogHakoBUX 3HaKaxX KOEQIIIEHTIB ao, a1 PyHKIA (5) mOBOANUTE cebe sk S-mosibHa
kpuBa 3 Mexamu Y = 1/api Y = 0. Taka ii BIacTUBICTh A03BOJISIE BUKOPUCTOBYBATH (DYHKIIIfO,

3BOPOTHY JI0 T1epO0IIiuHO1 eKCTioHeHTH, /it onucanus KIT.
JloBipumii iHTEpBai MPOTHO3Y BU3HAUAETHCS 3a HACTYITHOIO CXEMOIO

U(YineL £ A). (8)
3. Cmeneneso-nokasHuko8i Yyukyii

Y = aoX, 9)
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Jlorapudmytoun mpaBy i niBy actuau (9), orpumaemo: InY = Inag + a1XInX. 3amina
geamunn InY = Y1, Inag = b, XInX = Z MpUBOIUTH (9) 0 JNIHIMHOTO BUTIISAY Yi=b+ aiZsi
3aCTOCYBaHHSM OIIIHKH HEBIJOMHUX KOE(]III€HTIB perpecii 3a METOI0M HAaMEHIIINX KBapPaTiB.
[ToTiM IUTSIXOM MOTEHITIFOBAHHS 3HAXOIUThLCS 3HAYCHHsI KoeditienTta perpecii ao.

I[Ipu X = 0 Y = ao. OTKe, CTENEHEBO-TTOKa3HUKOBA (DYHKIIIS BU3HAYEHA HA YChOMY
Biapi3Kky [0, +oo). [Ipu X = 1Y = ao.

Tpeba maTu Ha yBa3i, Mo 3a Bu3HaYeHHsAM QyHKIIT (9) mpuTamMaHHI BIACTHBOCTI SIK
NOKa3HUKOBOI, Tak 1 cTerneHeBoi perpecii. Tak, Ha nmpoMixKy [, +o0) mpu a1 > 0 moBeaiHka
CTENEHEBO-TIOKa3HUKOBOI (YHKIIII Haraaye 3MiHYy 3BHYaiiHOI crTerneHeBoi ¢GyHKIii abo
excroHeHTH. [IpH 11bOMy pPO3BUTOK €KOHOMIYHOTO MPOLECY, [0 BUBYAETHCS, JJABUHOMOA10HO
MPUCKOPIOETHCS, OCKUIBKH 3 POCTOM X 3pOCTA€E TAKOXK 1 MOKAa3HUK CTETeHsT aiX.

VY Bunaaky a1 < 0 Ha mpomixky [ 1, +oo) mpu X — 40 Y — 0.

AHaJi3 3HaKiB nepmioi i Apyroi moxigaux GyHkIii (9) mokasye, mo mpu InX = -1

(X = e) cocTepiraeTbes eKCTPEMyM CTEINEHeBO-TIOKA3HUKOBOT (hyHKIIII.

[Ipu omHAKOBHX 3HaKax KoedillieHTIB perpecii ao, a1 Ha inTepsami [0, el] Y < 0 i
CIIOCTEPIracThCsl MOHOTOHHE 3HMKEHHs (GyHKuil (9), a Ha inTepBanmi [e¢?, +o0) Y' > 0 — ii
MOHOTOHHE 3pOocTaHHs. [Ipu IbOMYy CTENEHEBO-TIOKAa3HUKOBA (YHKIliS JIOCATAE CBOTO
MiHIMyMY.

SIko 3HaKkK KoedillieHTiB ao, a1 He 36iraloThes, TO HABMAKK: Ha iHTepBani [0, ]

Y’ > 0 Ta crocTepiraeThcs MOHOTOHHHMIA picT, a Ha iHTepBaii [e¢?, +o0) Y/ < 0 — MOHOTOHHE
3HMKCHHSI 1 (YHKIliS JOCSTae CBOrO MaKCMMyMy. EKcTpeMasibHEe 3HA4YCHHS CTEIECHEBO-
TIOKA3HUKOBOI ByHKIIT nopiBHIOE Y = ag(el)™e,

Ipu Buxonansi ymosu X(INX + 1)? = -1/a1 apyra noxigna (9) no4nHae 1OpiBHIOBATH
HYJTIO, [0 BU3HAYAE TOUKY IIEPETUHY CTETIEHEBO-TTOKAa3HMUKOBOI (PYHKIIIi.

KoedimienT enmactuunocti ais mozeni (9) Mae BUTIIS

E = arX(InX + 1). (10)

Bhacninok norapudmyBaHHs BUXIJHUX JaHUX TOYKOBHUH NMPOTHO3 Ha 0a3i CTENEHEBO-
MOKa3HUKOBOI YHKIIIT 3HAXOAUTHCS 3a POopMyIamMu:

YaneL= Inao + arXneINXnsL; YneL= EXP(Yinser) = ao(Xner) XN, (12)
JloBipumil iHTEpBai NPOTHO3Y BU3HAUAETHCS 3a CXEMOIO
EXP(Yin+L £ A), (12)

1e A — rpaHMYHA TIOMHJIKA [TPOTHO3Y, SKa PO3PaxoBYETHCS 3a (hopmyIoro (4).
Bpaxosyroun, mo EXP(Yin+L + A) = EXP(Yin+L)EXP(A) = Yn+LEXP(A), a
EXP(Yin+L — A) = EXP(Yin+L)/[EXP(A) = Yn+L/EXP(A), MOXXHa oTpuMaTH KiHIICBHH BHpa3
HIDKHBOT Ta BEPXHBOT MEX JIOBIPUOTO iHTEpBAIY MPOTHO3Y Ha 0a3i CTEeNeHEeBO-MIOKa3HUKOBOT
GyHKIIIT:

ao(Xn+L) L EXP(A),  ao(Xn+L) @ ™MEXP(A). (13)

OueBuaHO, mo MoBipumid iHTepBan (13) He Oyae CUMETPUYHUM BiIHOCHO TOYKOBOTO
nporuo3y (11). Lle memo yckimagHIOE€ TIyMadeHHs] OTPUMAHUX MEX JIOBIPH 1 pOOUTH TOCUTh
YMOBHUMM pe3yJIbTaTH IHTEPBAJILHOTO MPOTHO3yBaHHs Ha 0a31 pyHKIi (9).

O.I". Anxosuii, O.JI. I'ypa. Mooentoganms ma npoeHO3VEaAHHSA JHCUMMEBO2O YUKILY MO8APY 71
HA OCHOBI S-NOOIOHUX KPUBUX



Marketing and Digital Technologies Volume 1, No 1, 2017 ISSN 2522-9087

BpaxoByroun 1i MipKyBaHHS, Tpadiku CTENEeHEBO-TOKa3HUKOBOI (YHKII MarTh
BUTJISI, TOKa3aHU Ha puc. 5 (a) i (6).

Ya

a1<0,a0>0
a1>0,a0>0 ao(et)e
aol-——————_ ao

ao ao

a O(e-l)alle

a1>0, a<0

a1<0, a0<0

(@) (0)

Pucynok 5 — I'padiku creneHeBO-MOKa3HUKOBOI (QYHKITIT

Sk BuIHO 3 HaBeneHUX rpadikis, y Bunaaky (6) npu a1 < 0 cTeneHeBO-MOKa3HUKOBA
dyHKIis mOBOMTH cebe sk S-moioHa kpuBa 3 Mexamu Y = ao(e)/® i Y = 0. Hanpuxian, npu
a1< 0, ao< 0 11e 03Hauae, Mo Ha iHTepBai [e ,+00) BOHA CIIOYATKY OMyKIIa JOHHU3Y JIO TOYKH
neperuHy, a motiM HaBnakd. [Ipu a1 < 0, ao > 0 curyaris nporuiexHa. Taki 1 BI1acTUBOCTI
JI03BOJISIFOTH BUKOPUCTOBYBATH (yHKIIIO (9) st MoaemtoBaHHs 1 mporuo3yBanHs JKIT.

4. Jlocicmuuna ¢ynxyis (3BOPOTHA 10 MOAU(DIKOBAHOT €KCIIOHEHTH) € 1€ OJHUM
pi3HOBHIOM S-MOAI0HOT KPHUBOI, SIKY 1HOAI Ha3uBaroTh KpuBoro Ilepna-Piza. OcHoBHa dopma
JIOTICTUYHO1 (QYHKIIIT Ma€e BUTJIS

Y = 1(aoar® + a2), a0>0, 0<a1<1, a2>0. (14)

Ak 1 mogudikoBaHa ekcrioHeHTa, QyHkuis (14) mpu HeBigOMOMY KOe(iLlI€HTI a2
noTpedye 3aCTOCYBaHHS METOIB HENIHIHOTO OLIHIOBaHHS Ui BU3HAYEHHS KOEQIIiE€HTIB
perpecii ao, a1, az. TIpu BizoMoMy koedinienTi a2 3amina 1/Y - a2 = Y2 03BoIs€ IEPETBOPUTH
noricTuyHy (GyHKIIIO y 3BHYaitHy eKcrmoHeHTy Y2 = aoar”’, omiHka koedilicHTiB fKoi He
BUKJIMKA€ OCOOMBUX TPYIAHOIIIIB.

Ockinbku MomuQikoBaHa ekcroHeHTa He mepetmHac Bick 0X (aoar’ + a2 # 0), To
JIOTiICTUYHA (YHKIIsl BU3HAU€Ha Ha ychoMy iHTepBaii [0, +oo0). Bona He Mae TOYOK po3puBY 1
BepTHKaTbHUX acuMnTOT. [Ipu X = 0Y = 1/(ao + a2).

[Ipu X — +o Y— 1/az, a npu X — -0 Y — 0, To6TO rpadix ¢pynkuii (14) mae npi
ropusoHTanbHi acumMnTotu: Y = 1/az 1Y = 0, nepia 3 IKUX BUKOHYE POJIb «CTEIi», a Apyra —
«mijioruny Ha rpagiky kpusoi [lepna-Pina.

OcCKUIbKY Teplia MoxijHa He Ha0yBae HyJIs Hi IPH SAKUX 3HAYEHHAX X, TO EKCTPEMYMIB
JoricTU4Ha (QYHKIIS HE Mae.
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Amnairi3 3HakiB apyroi noxignoi ¢pyukmii (14) mokasye, npu X < In(az/ao)/Inai Y" >0 i
kpuBa [lepna-Pina omykna nonusy, a npu X > In(az2/ao)/Inay Y < 0 — naBnaku: ¢pynkuis (14)
oIyKJIa oBepxy. JIOricTHYHA KpUBA IEHTPAILHO CHMETPUYHA BiJIHOCHO TOYKH MEperuny (puc.

6).

|
|
1/(ao H :

v

0 In(az/ao)/Inay

Pucynok 6 — I'padik norictuuHoi GyHKIIT

OckinpKH JTiHeapHu3allis JIOTicTUYHOI (GYHKIT nepeadayae He TUTBKY JorapudMyBaHHS,
a 1 3BOPOTHE MEPETBOPEHHS PE3YIBTATUBHOI O3HAKHU Y, TO TOYKOBUI MPOTHO3 1 €aCTUYHICTh
OyIylOThCsI TaK:

Yon+L = EXP(Inao + Xn+LInay); YL = L/(YoneL + a2) =
= 1[EXP(Inao + Xn+LINa1) + a2] = (aoar™ + ay). (15)
E = -aoar*In(a1)XY. (16)

Mexi 1HTEpBaIbHOTO NPOrHO3Y (y BHUMNAAKY, KOJM a2 BIJOME) BU3HAYAIOTHCA
HAaCTy[THUM YHMHOM:

V[EXP(YinsL £ A) + az], (17)

ae  Yin+L = InYoner = IN(A/YN+L - a2);
A — rpaHMYHA IIOMMJIKA IPOTHO3Y, SKa PO3PaxOBYEThes 3a GOpMyIIor (4).

Kinnesuil Bupa3 HHKHBOI Ta BEPXHbOI MEX JOBIpUOro iHTEpBaJy MPOrHO3Y Ha 0asi
JIOTICTUYHO1 (QYHKIIIT Ma€e BUTJIS

U[aoar™EXP(A) + az], U[acar™EXP(A) + a2]. (18)

Bonu, sk 1 10Bipui Mexi BCiX iHTepBaJbHUX MPOTHO31B, OTPUMAHHUX 3a JOIOMOTOI0
GyHKIIHM, JIHEapU30BaHMX Ha OCHOB1 JIOTapU(PMYyBAaHHS BHUXIJHUX JaHUX (CTENEHEBO],
MOKa3HUKOBOI, CTENEHEBO-TIOKa3HUKOBOI, MOAM(]DIKOBAHOI EKCMOHEHTH), HECHUMEeTPUYHI
BIJIHOCHO TOYKOBOTO MPOTHO3Y (15).

5. @yuxyia ['omnepysa € 1e OAHUM HPUKIAAOM (QYHKIII, KOTpa MOBOJUTH cede sK
Mo ii(pikOBaHa EKCIIOHEHTA 1 K S-11o/1i0Ha KpHBa:
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Y = EXP(aoar® + a2), a1 > 0. (19)

3a3HauyuMoO, 110 NUISIXOM MOJABIHHOTO JIorapu(MyBaHHS 1 MOJAIBIINOT 3aMIHH 3MIHHUX
dynkuis ToMmepiis 3BOIMTBCS CIOYATKY 0 MOAH(iKoBaHOI ekcrioHenTH InY = aoar® + az, a
MOTIM JIIHEAPHU3Y€EThCS (KO a2 BIIOME).

3amina ao = Inbo, a1 = b1, a2 = Inb2 1o3BOIIsAE OTPHIMATH I1I€ OJTMH, BIZIOMHMIA B JTiTEpaTypi,
Bupa3 GpyHkiii ['ommepris:

Y =bobo(brY), b1 >0, (20)

Oynkuis (19) Bu3HaueHa Ha yChbOMY IMIPOMDKKY (-00, +00), TOOTO HE Ma€ TOUOK PO3PUBY,
a ii rpadik He Ma€ BEpTUKATBHUX aCUMNTOT. OCKUIBKH YHUCIO e B Oy/Ib-sKil CTENeH] BeTnIuHa
mo3uTHBHA, TO Y > 0.

Ipu a1 > 1 ¢ynkuis [ommnepus moBoauth cebe B 3aJeKHOCTI BiJ 3HaKa ao. llpum
MO3UTHBHOMY @0 BOHA MA€ HIDKHIO MEKY Y BUIVIAAI ropu3oHTanbHoi acumnrotu Y = EXP(a2) i
HeoOMexeHa 3Bepxy. [Ipu HeraTHBHOMY o BOHA Ma€ J[Bi MEXIi y BHIJIAII TOPH30OHTAIBHUX
acumnToT: HIKHIO Y = 0 1 BepxHio Y = EXP(a2).

Y npyromy Bumanky npu 0 < a1 < 1 ¢ynkuis [ommepus Texx moBoguTh cebe B
3JIC)KHOCTI BIJI 3HaKa o, ajie KapTuHA 3MiHU (19) n3epkaabHO MPOTHIICKHA ITPU 3MiH1
X — +oo Ha X — -00, TOOTO Ma€ Miclie CHMETPUYHICTh BiTHOCHO oci 0Y.

ITpu X =0Y = EXP(ao + a2) — Touka nepetuny kpuBoi ['ommepiis 3 Biccio 0Y.

Amnaiiz 3HaKkiB mepmoi i apyroi moxigHux ¢yHkuii (19) mokasye, mo exkcTpeMymiB
dynxuis Comnepus He Mae, a npu ao< 0 kKo a1® = -1/ap BOHa Mae TOUKy HeperuHy
X = In(-1/ao)/In(ay).

OcranHiil BUNanoK sikpas i Bu3Hauae QyHkuito (19) sk S-moaioHy KpuBy: npu
X <In(-2/ao)/In(az) Y > 0 i ¢pynkiis ['omuepiist onykia qouusy, npu X > In(-1/ao)/In(az)

Y <0 BoHa onykJia goBepxy. B Touni neperuny ¢pyukuis (19) nopisutoe ¥ = EXP(-1 + a).

3 ypaxyBaHHSM NPOBEJECHOI0 MaTeMaTUYHOIo aHamizy QpyHkuii ['omnepus ii rpadiku
MaroTh BUTJISI, TTIOKa3aHUi Ha puc. 7, (a) 1 (0).

IIpu ao < 0 ¢ysxuis (19) € S-momiGHOI0O KpHUBOIO, TOOTO CHOYATKY 3MIHIOETHCS
NOBLIBHO, TIOTIM MPHUCKOPEHO, a TIOTIM 3HOBY MOBLIBHO (puc. 7, (a), (0)). B upomy Burmsai
KpuBa ['omrepus Moxke BUKopucToByBaTHCs 33/t nocaikeHHs KLT npu monentoBaHHi 1
IUTaHYBaHH1 IPOAAXKiB IEBHOTO TOBApY.

Koediuient enactuanocTi 11 mozeni (19) Mae Takuit BUTTIS

E = aoar*In(a1)X. (21)

Ockinbky JiHeapu3anis ¢yHkuii ['ommnepus nependauvae nojsiiiHe Jorapu@myBaHHS
JTAHWUX, TO TOYKOBHH MPOTHO3 OYyIYyETHCS TaK:

Yin+L = (Inao + Xn+Inay) ;. Ynee = EXP(Yin+L + a2) =
= EXP[EXP(Inao + Xn+LINa1) + az] = EXP(aoar™*™ + a2) . (22)
Mexi iHTEepBaIBbHOTO MPOTHO3Y (y BHIMAAKYy, KOJU @2 BiJIOME) BU3HAYAIOTHCS
HAaCTYITHUM YHMHOM:

EXP[EXP(Yin+L  A) + a2 , (23)

ne Yin+L = In(YansL - a2) = In(/Y N+ - a2);
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Kinmesuii BUpa3 HUXKHBOI Ta BEPXHBOI MEX JIOBIPYOTO IHTEpPBAIy MPOTHO3Y Ha 0asi

byukuii (19) mae BUrIISIA

EXP[aoar™/EXP(A) + a2], EXP[aoar™EXP(A) + az].

BoHu Tex HeCUMETpHYHI BiTHOCHO TOYKOBOTO MPOTHO3Y (22).

Y
EXP(a2)

EXP(-1 + a2)

EXP(ao + a2)

a1>1,

O0<a1<1, ao<0

In(-L/ao)/In(ay) %
R (@)
Y
EXP(e2)
| EXP(-1 +a)
|
ao<0 i
: EXP(ao + a2) -
In(-1/ag)/In(a1) O X
(6)

Pucynok 7 — I'padiku pynkuii ['ommnepist

(24)

BuoOip Ti€i un 1HII0T PYHKIIIT 3 HABEAEHUX BUILE 11’ AThOX 3 METOIO BUKOPUCTAHHS 11 JUIs
mojemoBanHs i nmporHozyBanHa JKLT (y maHomy Bumajaky — AuMHaMiku 30yTy IMEBHOTO
BHUpOOY) BiAOYBA€ETHCS 3a JOMOMOTOI0 iX MOPIBHSAJIBHOTO aHaNi3y Ha OCHOBI HaWBaXKJIMBIIIUX
CTaTUCTHUYHUX XapPAKTEPUCTUK TOYHOCTI, HAJAIMHOCTI Ta aJIeKBaTHOCTI OOYJAOBaHUX PIBHSIHb
perpecii. /o Takux XxapakTepUCTUK CIIiJ] BIAHECTH:

1. Koedimient nerepminanii R?, axuii mokasye 4acTKy Bapiallii pe3yIbTaTHBHOT 03HAKH
Y, 06yMOBIIeHOT JaHUM BHAOM S-mofi6HO1 dyrkmii. Bemmanna R? sminoerses Big 0 10 1 €
BiTHOCHOIO MipOI0 TOYHOCTI OTpMMaHOi MoJeni. 3a3BU4ail mepeBara BiJIa€ThCs Til KPUBIH,

st sikoi R? = max.
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2. CranpapTHa IOMMWJIKA perpecii BiJi3epKaiaroe aOCOMIOTHY TOUYHICTh 3HANJEHOTO
pIBHSIHHS perpecii, BoHa 3MiHIO€TbCs Bifg 0 10 +co. UnM MeHIa craHAapTHA MOMUWIKA, THM
TOYHiIIE onucye S-moaiOHa PyHKIIiS CTATUCTUYHI JaHi.

3. F-xputepiit dimepa xapakTepusye HaJIIHHICTh MOOYIO0BAHOI perpeciitHoi Mojei:
Horo po3paxyHKOBE 3HAUCHHsS IMOPIBHIOETbCA 3 KPUTHYHMM. Y pas3l TEpeBHIICHHS
PO3paxyHKOBOT'O 3HaYE€HHS KPUTUYHOI TOUKU PIBHAHHS BU3HAETHCS CTATUCTHUYHO 3HAYYILUM,
Ha/iiHUM. 3a3BUYail mepeBara BiaeThes Tid KpuUBiid, s sikoi F = max.

4. 3nauymictb F — Benmmunua, obepHeHa mo F-xputepito dDimepa. Uum MeHIa
3HauyymicTe F, TUM OUIBII HAAIWHOIO, CYTTEBOIO € BUKOpUCTaHa S-moniOHa (yHkiis. s
MEePEBIPKH HATIMHOCTI PIBHSHHSA perpecii 3HaUyIIicTh F MOpPIBHIOIOTh 3 BUOPAHHM pPiBHEM
3HauymocTi «. 3a3suuail = 0,01; 0,05; 0,10. V pasi, sixkiio F-3HauymiicTs MeHIIa 3a &, MOJCIb
BHU3HAETHCSI CTATUCTUYHO HaJilHOI. ToOTO mepeBara BiITaeThCes Tid KpuBiH, mis sikoi F-
3HAUYIIICTh MiHIMaTbHA.

5. KoediieHT aBTOKOpEAIiT 3aMUIIKIB MOIET] Mepioro nopsaky (1) € mokasHukom
a/ICKBaTHOCTI TOOYZIOBAHOTO PiBHSIHHSL:

1) sxoo r(l1) = 0, TOOTO CTAaTUCTUYHO HEHAMIMHHMI, TO BHOpaHA KpUBA aJEeKBATHO
OIHCYE EKOHOMIYHHIA MTPOIIEC, IO OCIIHKYETHCS;

2) axmo r(l) craTucTUUHO HaAIMHUN 1 BUKOHYEThCS HepiBHicTh -1 < r(l) < 0, To
no0y0BaHa MOJIEIb € «IIEPEBAaHTAKEHOIO» — Tpebda MmepeTr 10 OLTBII MPOCTOI MAaTeMaTHYHOT
byHKIIT;

3) axmo r(l) craructnyHO HamIWHWUK 1 BUKOHYeThCs HepiBHicTh 0 < r(l1) < 1, To
noOyJ0BaHa MOJIENIb € «HEIOBaHTAXEHO» — Tpeba mepedTd 10 Oulbll CKJIaJHOL
maremaTnuHoi (yHkmii. ToOro mepeBara Bimmaerbes Til KpuBii, ans siKoi KoedimieHT
aBTOKOpeIsIIii 3anumkiB (1) 6mmkue g0 0.

TakuM 9MHOM, 3aCTOCOBYIOYM BKa3aHi CTaTUCTHYHI XapaKTEPUCTHKU OTPUMAHHX S-
noniOHuX (GYyHKIIH, MOKHA BUOpAaTH Ty 3 HUX, sIKA HAWOLIbII MPUAATHA JUIsl BUKOPUCTAHHS B
IpoIieci MPOTHO3YBAaHHS Ta CTPATETIYHOTO IJIaHYBaHHs 30yTy Ha MiAIPHEMCTBI.

VY 3aBepleHHI TEOPETUYHOI YACTMHHM CTAaTTI HaBEJIEMO KIHIIEBY TaOIHIIO, B SKiif
B1J10Opa’k€HO BCl I’ SITh 3allPONIOHOBAHUX KPUBUX 13 YKa31BKOIO TOUOK MAKCUMYMY, B KOTPUX
JIOLIJIBHO 3/IHCHUTH 3all04aTKYBaHHS >KMTTEBOTO LMKy 1HHOBAIIITHOTO TOBapy, MEpPEruHy,
KOJIN TIPUCKOPEHUH PICT MPOJAXiB 3MIHIOETHCS Ha YMOBUIBHEHUH, a TakoX KOEQili€HTIB
eNacTHYHOCTI S-moAiOHuX (yHKiH (auB. Tadm. 1).

Bukopucranus MetoniB mozenmtoBaHHS 1 mporHo3zyBaHHs JKL[T 3a nmomomororo S-
nofi0HUX (QYHKIINA Jae MOXIMBICTH ONTHMI3yBaTH CTPATEriYHUM IUTAaH IPOMHUCIOBOTO
HiANPUEMCTBA, BYACHO NMPUMHATH OOTPYHTOBAHE PILIEHHS 32 TAKUMH HalpsIMKaMU:

— HapOIIEHHS 00CATY BUPOOHUIITBA MTPOJIYKIIi, IO BUTOTOBJISETHCS;

- IPOBE/IEHHS J10JaTKOBHX 3aX0/11B 00 CTUMYJIIOBaHHS 30yTy MPOIYKIIii;

— OHOBJICHHS ACOPTUMEHTY MPOAYKIIii.

Po3rnsiHeMo Tenep npakTUYHE 3aCTOCYBaHHS S-MOMIOHUX KPUBHX, SIKI OyJIU AE€TaIbHO
0oOroBOpeHi1 BHILlE, MPH MOJEIIOBAHHI, NPOTHO3YBaHHI Ta IUIaHyBaHHI BHPOOHHLITBA
M’sicOonpoayKTiB Ha OpecbKoMy MpPHUBATHOMY MiANPHEMCTBI «['apMair», 10 Ma€ JIOCUTh
PO3BHHEHY TOPTiBEIbHY MEPEKY SIK Y CaMOMY MICTI, Tak 1 B Onecbkiit 00acTi.

OcHOBHa 4YacTMHa MpoAykKwii, mo BupoOmsgerscss Ha [II1 «["apmam», — ne rpynu
BapeHHX KoBOac, KOMYEHOCTEH, TBepaux KoBOac. ACOPTHMEHT M’SICHOI MPOAYKIii JOCUTh
IMIMPOKUIA 1 MICTUTH Y co01 moHan 80 HaliMeHyBaHb. [[yxe 3HaAUHMI MepeiKk MPOMOHOBAHUX
KOBOAcHHUX BUPOOIB: 11e BapeHi koBOacu i muHkH (12 BUaiB), 14 BUAIB HalliBKOIMYEHUX KOBOAC,
30 BUIIB KOMYEHOCTEH, 7 BHJIB COCUCOK, 24 BUAM TBEpIUX KoBOac, 25 HalilMeHyBaHb
HamiBpaOpHUKaTiB, y TOMY YHCIIi: KOTJIETH ¥ IIHIIET, MeJIbMeH1 i paBion (8 BUIIB), 3 BUAA
¢ap1riB Ta iHIIa TPOAYKIIA. Y cepelHbOMY IIOKBAPTAIBHO HA MIANPHUEMCTBI PO3pOOISI€ThCS I
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YBOAWTHCS Y BHUPOOHUITBO 1-2 HaliMEHyBaHHS I1HHOBAIIMHOI MPOAYKINi 3 BiAMIHHUMH
CMaKOBUMHU SIKOCTSIMHU.

Tabmuus 1 — Kiro4oBi TOUKH Ta €MaCTUYHICTD S-MOMIOHUX (PYHKITIH, IO BUKOPUCTOBYIOTHCS
pu MojietoBaHH1 1 mporHo3yBanHi JKIT

Touka Touka Enactuumicts |
PiBHsHHS perpecii MaKCUMyMy MIEpPETUHY
1. Cunycoina Y = ao + a1SinX* Y=ag+ainpu | Y =aonupu E = a1 X*cosX*/
X*=q/24+2nn | X*=x+2nn (a0 + a1SIinX*)
2. OyHKIIis, 3BOPOTHA JI0 Tirepoo- Y = 1/ao Y =ao2 npu |E = arXl(a1 + aoe’®)

niunoi excrionentd ¥ = 1/(ao+ a1 | mpu X — +oo | X = In(aslao)
%)

IIpY OAHAKOBHX 3HAKAX Ao, d1

1. CreneHneBo-1oKa3HUKOBA Y = ao(e)u Y = ao E=aX(InX + 1)
dynkuis ¥ = aoX“¥ npu X = et mpu X =1
npu @1 <0, ap>0a6o a1<0, ac<0

4. Jlorictuuna (yHKIIis Y =1lla Y =1/2a; |E =-acar’In(a1)XY
Y = 1/(aoar* + a2) npu X — +oo npu X =
npuap>0, 0<a;<1, a>0. In(az/ao)/Inay

5. @ynkmis ['ommepris Y =EXP(a2) | Y=EXP(-1+ | E = aoar’In(a1)X
Y = EXP(aoar" + a2) npu X —> +oo a2) ipu X =
npu 0 <a1<1,a<0 In(-1/ao)/In(az)

IcnyroTh MicsuHi faHi 3a 2-¢ miBpivust 2016 p. 1 1-e miBpiuus 2017 p. mpoaaxiB ofHOTO
3 pi3HOBHIIB BapeHoi KoBOacu — cocucok «llpukomuenux» (tabm. 2), mo peani3yroTbcs B
Mepexi (pipMOBHX Mara3uHiB MiJIPUEMCTBA 32 IIHOIO 85 I'pH. 3a KT.

Tabnuus 2 — Jlunamika npojaxiB cocucok «IIpuxkomaennx»
3a nunenb 2016 — uepBens 2017 pp.

Micsp 7 8 9 10 | 11 | 12 1 2 3 4 5 6

OO0csAry POJaXKiB, T 5 7 10 | 15 | 22 | 30 | 35 | 37 | 38 | 38 | 39 | 40

3a IMMU JaHUMU IIpoBeaeMo rpadiuHuil Ta KopensuiitHo-perpeciitamii anamiz XXIUT 3
METOI0 PO3paxyHKY Koedilli€HTa eTaCTUYHOCTI Ta TPOTHO3YBAaHHS (TOYKOBOTO 1 IHTEPBAIILHOTO
3 J0ocToBipHICTIO 95 %) mpoxaxiB cocucok «lIpukomuenux» Ha aunenb 2017 p. (mepion
ynepemkenns L = 1, nporuo3uwuii nepiox gacy Xn+L = 13).

L{inkoM OYEBMIHO, IO 3AIEKHOI0 3MIHHOI Y BHCTYNA€ MICAYHMHA OOCST MPOJAXiB
cocucok «lIpukomuenux», a yuHHUKOM € 4yac X. [lyisg oOrpyHTyBaHHS MaTeMaTH4HOI GpopMu
3B 3Ky MK 3MIHHUMH 1T0Oy10BaHUH rpadik 3aJIe3KHOCTI, 1110 Bi10Opakae TMHAMIKY MPOJIaXKIB
TOBapY, 10 JOCTIKYETbCA (puc. 8).

Burnsin rpagika Ha puc. 8 B eBHii Mipi Haraaye rpadiku 1’ Té QyHKIINA, 300pakeHuX
Ha puc. 3-7. Tomy i MOPIBHSJIBHOIO aHAi3y anpoOKCHMAIIiHMX MOXIUBOCTEH BCiX
PO3TIISIHYTHX BHIIE S-TIOAIOHMX KPUBUX 3aCTOCYEMO X JJISi MOJEIIOBAHHS 1 MPOTHO3YBaHHS
HaBEJCHNX eKOHOMIYHUX JaHuX. [lepeTBopeHHs BUXiaHO1 iH(opMalii B X011 TiHeapu3ailii ycix
st S-noiOHMX (QyHKIIH HaBegeHo B Tab. 3.
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Pucynok 8 — lunamika npoaaxy cocucok «lIpuxomuenux» 3a num. 2016 — yeps. 2017 pp.

Ta6mumms 3 — BuxigHi Ta mepeTBOpeHi AaH1 A MOJCIIOBAHHS MPOAAKIB COCHCOK

«I[IpukomueHnx»

X 1Y Y InY 1/Y -az [In(L/Y - &) |-(InY - az) |In(az- InY) | EXP(-X) XInX sinX*
112 3 4 5 6 7 8 9 10 11

115 0,2 1,60944 | 0,17561 | -1,73949 | 2,10413 | 0,74390 |0,367879 0 -1

2 | 7 (0,142857| 1,94591 | 0,11847 | -2,13312 | 1,76766 | 0,56966 |0,135335 | 1,386294 | -0,95949
3|10 0,1 2,30259 | 0,07561 | -2,58217 | 1,41099 | 0,34429 |0,049787 | 3,295837 | -0,84125
4 |15 |0,066667 | 2,70805 | 0,04228 | -3,16353 | 1,00552 | 0,00551 |0,018316 |5,545177 | -0,65486
5 | 22|0,045455| 3,09104 | 0,02106 | -3,86018 | 0,62253 | -0,47396 |0,006738 | 8,04719 | -0,41542
6 | 30|0,033333| 3,40120 | 0,00894 | -4,71687 | 0,31237 | -1,16355 |0,002479 | 10,75056 | -0,14231
7 135(0,028571| 3,55535 | 0,00418 | -5,47716 | 0,15822 | -1,84374 |0,000912 | 13,62137 | 0,142315
8 | 37|0,027027| 3,61092 | 0,00264 | -5,9382 | 0,10265 | -2,27639 |0,000335 | 16,63553 | 0,415415
9 |38|0,026316| 3,63759 | 0,00193 | -6,25255 | 0,07599 | -2,57721 |0,000123 | 19,77502 | 0,654861
10 | 38 | 0,026316 | 3,63759 | 0,00193 | -6,25255 | 0,07599 | -2,57721 | 4,54E-05 | 23,02585 | 0,841253
11 | 39 | 0,025641 | 3,66356 | 0,00125 | -6,68399 | 0,05001 | -2,99552 | 1,67E-05 | 26,37685 | 0,959493
12 140| 0,025 | 3,68888 | 0,00061 | -7,40245 | 0,02469 | -3,70125 | 6,14E-06 | 29,81888 1

I'padik Ha puc. 8 Haragye S-moAiOHY kpuBYy 3 Mexkamu Y =01Y =41, T00TO HACHYCHHS
puHKY cocuckamu «lIpukomueHnmmy maiike BinOymnocs. Lle Hagae migcTaBy s IPUOIU3HOTO
BU3HAYCHHSI BEJIMYHH KOE(IIIEHTIB a2 s JOTICTUYHOI KpuBoi 1 (yHkiii ['ommepirs.
3acrocyemo Jorictuuny ¢yHkmito (14) 31 «creneto» Y = 1llax = 41. 3Bigcu 3Haitnemo
koedirient perpecii a2 = 1/41 = 0,02439 (croBmui 5-6 Tabm. 3).

3acTocyeMo i MOJIeTIOBaHHS Takok QyHKIit0 (19) 31 «creneton Y = EXP(a2) = 41.
3incu s pyskuii ['ommepis 3HaiinemMo koedimient perpecii az = In4l = 3,71357 (cromiti
7-8 Tabm. 3).
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3 METOI0 3HAaXO/KEHHS 3a JOIMOMOTOK MEPCOHAIBHOIO KOMIT'IOTepa Koe(illieHTiB
perpecii ycix n’stu QyHkuiid B penaktopi Excel yrBopumo poGoumii IUCT 1 BBEZIEMO B CTOBIIII
€JICKTPOHHUX Ta0IMIh HeoOX1aH1 3MiHHI. TyT Tpeba BpaxoByBaTu TOH (HakT, mo acumnrora Y
= EXP(a2) =41 po3ramoBana Bunie emipuanux ganux (InYj- a2 < 0) i morapum HeraTuBHOTO
yriciaa He icHye. Tomy Bumamok ¢yukuii ['ommnepi, 300pakenuii Ha puc. 7 (a), MITY4HO
nepeTBopuMo 10 Buriany EXP(az - InY) = EXP(aoar”), konu ao> 0, a2> 0, TO6TO 3MiHMMO 3HAK
pizaut (InYi - a2) 1 ao Ha MPOTHIICIKHUMA.

Hani ckopucraemocsi BOyIOBaHUM OJIOKOM pErpeciiHOro aHallizy 3 BHKOHAHHIM
crangapTHuX komaHa «Cepic» — «AHamiz manux» — «Perpecis — «OK» 1 Bka3iBKowO aapec
KOMIPOK pe3yJbTaTUBHOI O3HAKM Ta YMHHHUKIB. PO3paxyHKH Ha MEpCOHATBHOMY KOMII IOTEpI
JTAJIA HACTYIIHI pe3yJIbTaTH PerpeciiHoro aHali3y Ta MPOTHO3YBaHHS Ha OJUH MICALb YIEpe.
(muB. Tabmd. 4).

TyT cranmapTHa NOMMIIKAa PIBHSHHS CUHYCOiqu (psiaok 1, cToBmeupb 2) HaBeAeHa y
BUXITHUX OJMHHISIX BUMIPY pe3yJbTaTUBHOI O3HAaKH (T), a CTaHAAPTHI MOMMIIKM I1HIIUX
HEJTHIHHUX (YHKIIH HABOAATHCS y nepeTBopeHux oauuuistx (InY, 1/Y Tormo). ¥ croBmuuky 5
nokasanuii (1) — koedilieHT aBTOKOPENSIil 3aJIMIIKIB PIBHSIHb perpecii Mepuioro mopsaKy.
3HauynicTh (cToBMelb 4) XapakTepu3ye WUMOBIPHICTh OMUJIKH MEPIIOTO POJY MPH MepeBipIli
HYJBOBOI TIIOTE3H BIIHOCHO BiJIMTOBIHOTO TTapaMeTpa.

[TopiBHSIHHS TOKa3HUKIB TOYHOCTI, HAJAIMHOCTI Ta aIeKBaTHOCTI MOOY0BaHUX MOJIeJIe
MIOKa3ye, 110 TUTBKK TPH 3 HUX (CHHYCOia — psAAoK 1, morictuuna — psanok 4, [lommepris — psaaok
5 tabun. 4) 31aTHI 3a/10BUILHO OMUCYBATH AUHAMIKY MpojaaxiB cocucok «IIpukomuenux». [lpu
I[bOMY IiepeBary Tpeba BiJIaTé ABOM OCTAaHHIM (YHKIIISIM, OCKUTBKH JIMIIIE BOHU 3a0€31eUyI0Th
MO3UTUBHUIN KOe(IllIEHT eNacTUYHOCTI (CHHYycOia Jae HeraTUBHE 3HAYEHHS) 1 IIJIKOM
peasbHi TOYKOBI Ta IHTEPBAJIbHI MPOTHO3H, IO MiATAI0THCS EKOHOMIYHOMY TIyMa4eHHIO.

Crig Tako BiIMITUTH, 1110 KOE(IIIEHTH eNTaCTHYHOCTI 1 I0BipYi IHTEpBAIH MPOTHO3Y,
orpumani Ha 6a3i ¢ynkuii 'ommneprs (£ = 0,0939; 2A = 41,45507 - 40,54037 = 0,9147) i
norictuanoi ¢pyskiii (£ = 0,0826; 2A = 40,7869 - 39,8762 = 0,9107), maiixe 30iratorbes. Lle
CBIAYUTH IPO CXOXI aNpoOKCHMAIliliHI MOMJIMBOCTI 000X perpecifHux Mojenel, Mo
PO3TISIAIOTHCSL.

3icTaBiIsII0YM CTATUCTUYHI TapaMeTpH ABOX OCTAHHIX PiBHSAHB perpecii, MpUXoaAuMo 10
BHCHOBKY, 1110 HAlOUIbII TOYHOO, HAIHHOIO 1 aJICKBaTHOIO y MOPIBHAHHI 3 1HIIUMHU YOTUPMaA
MojensaMu € pyHkiis ['omneprs:

¥ = EXP(-4,089268x0,421101% + 3,71357), (25)

AKy 1 OyaeMo 3acTOCOBYBaTH IpH aHaji3l H MPOTHO3yBaHHI BUPOOHMIITBA COCHCOK
«Ipuxomuenux» Ha IIIT «I"apmarm».

Pe3ynbraTty HaBeneHUX PO3PAXYHKIB TO3BOJIUIU JIMTH HACTYITHUX BUCHOBKIB:
[To-neprie, KO TEHJIEHIIIS PO3BUTKY MpoJaxiB cocucok «IIpukomyennx» Oyne 30epiratucs
y 6Ju3bKOMY MallOyTHROMY, TO Horo BennuuHa y aunHi 2017 p. (mporHo3Huii nepion yacy Xn+L
= 13) Oyne cxnanati npubausHo 41 T (ToukoBwuii mporuos). [Ipu nboMy 3 qocToBipHICTIO 95 %
MIPOTHO3HY OLIIHKY MPOJIaXKiB MOKHA O4iKyBaTH y Mexax BiJ 40,54 1o 41,46 1 (iHTepBasIbHUN
IPOTHO3).

[To-gpyre, Tpeba BIAMITHTH, IO PICT MPOAAXKIB JAHOTO BUIY BapeHHUX KoBOac 3a
ocranHi wmicsii 2017 p. OyB ayxe ynoBinbHeHHH (Oepe3eHb-KBiTeHb 38 T, TpaBeHb 39 T,
nporuo3 Ha nunenb 2017 p. maiixe 41 T), TOOTO pUHOK TaHOTO TOBAapy HAOIU3UBCSA JI0 CBOTO
HAaCHYEHHS.

ITo-tpete, Touka X = In(-1/ao)/In(a1) = In(1/4,089268)/In(0,656324) = 3,34 € TOUKOIO
neperuny. Lle o3nauvae, mo 3 apyroi aekaau >koBTHA 2016 p. mpUCKOpeHU# picT MpojaxiB
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cocucok «[IpuKom4eHnx» 3MIHMBCS Ha YMOBUIBHEHMH 1 MOYAlIOCS MOCTYIIOBE HACHYECHHS
PHHKY JJaHUM KOBOACHUM BUPOOOM.

Tabnuus 5 — Pe3ynbratu MOJEIIOBaHHS Ta MPOTHO3YBAHHS MIPOJAXKY COCUCOK
«[IpuxkomaeHnx» 3a pi3HUMH PYHKITIIMU

CraTHCTUYHI TapaMeTpu MOJEIi IIporuo3
PiBHstHHs perpecii TOYHOCTI HaaifiHOCTI aJleKBaTHOCTI CEJ:I_ TOYKOBHI1| 1HTEpBaTbHHUL
HICTP (95 %)
R? |cranmapr. F-  |smauy-| r(1) |3Hauy- (E) HIDKHS | BEpXHS
MTOMMJIKA |KPUTEPiii| IicTh LIiCTh Mexa Mexa
A 1 2 3 4 5 6 7 8 9 10
1.Y=126,3333 + 0,9224| 4,0149 |118,9457|7,14E-|0,8145|0,0023(-0,918| 42,7574 | 42,6558 | 42,8590
17,11747sinX* 07
2.Y=1/[0,0383 + 0,8744| 0,021 |69,6133|8,13E-|0,5223(0,0993(0,0004| 26,0817 |-89,3655| 113,805
0,493413EXP(-X)] 06
3.Y= 0,7542| 0,3883 | 30,6800 [0,0002(0,8264|0,0017{2,9993| 79,4686 | 28,7707 {219,5032
9,183264X0'064718X
4.Y= 0,9748| 0,3217 [387,0691|2,52E-|0,7092|0,0145|0,0826| 40,5083 | 39,8762 | 40,7869
1/(0,28851x0,589012% 09
+0,02439)
5. Y=EXP(- 0,9781| 0,2381 [447,2937|1,24E-|0,5144|0,1055|0,0939| 40,9977 |40,54037|41,45507
4,089268%0,421101% 09
+ 3,71357)

[To-ueTBepre, po3paxoBaHa enacTU4HICTh npoaaxiB £ = 0,094 cBiguuTh npo cinadbky
PEAaKIIiIo CIIO)KUBYOTO PUHKY B OCTaHHI MicAIli Ha BUITYCK cOCHCOK «IIpukomaeHnx» y gaci.

BHCHOBKH 3 ILOT0 A0CJi/KEHHS i MEPCHEeKTUBH MOJAJbIINX PO3PO00OK 32 TaHUM
HanpsaMoM. TeopeTndHa TimoTe3a Mmo/A0 MOTSHIIIMHOT MOMIIMBOCTI 3aCTOCOBYBAaTH S-T101i0H1
KpHBI1 Ui MozemtoBaHHs 1 nporHo3yBaHHs JKLT, a Takox /Ui BU3HAUEHHS HaBa)KIMBIIINX
KIIFOYOBHMX TOYOK JMHAMIKH MPOJIaX1B MOBHICTIO MiATBEPINIIACh.

MogpemtoBanns XKL[T cocucku «IIpukomdeni», siki Bupooisitorsest Ha 111 «"apmary,
M0Ka3aJo, 110 icHyoua iHpopMalis MicsuHux npogaxis 2016-2017 pp. Halikpalile ONUCY€eThCS
3a gonomororw ¢ynkiii 'omnepiis (19). Bukopuctanas nanoi S-moaiObHOT KpHUBOT JO3BOJIUIIO
JIOCTaTHBO OOTPYHTOBAHO BU3HAUMUTHU TOYKOBI Ta IHTEPBaJIbHI OLIIHKU MaOyTHHOI BEJIMYUHU
npojaaxiB Ha urneHb 2017 p., po3paxyBaTH piBeHb HACUUEHHS 1 TOUKY MEPETHHY

OxkpiM TOro, rpadiuHuil aHami3 CTAaTUCTUYHOI 1HpOpMAIii Ta MaTeMaTU4He
JIOCIIJKeHHsI TO0yI0BaHOT perpeciiiHoi Mojiesi JO3BOJIMIN AIMNTH BUCHOBKY, IO BiAOyiocs
HAaCHMYEHHS PUHKY JaHUM TOBapoM: 3 JApyroi aexaau xoBTHS 2016 p. mpuckopeHuil pict
npojaxiB cocucok «lIpukonueHnx» 3MiHUBCS Ha ynoBiibHeHHNH. He3abapom Tpeba ouikyBatu
MOCTYIIOBOTO CKOPOYEHHS iXHIX MPOJaXIB 1, BIJIMOBIIHO, 3HIDKCHHS BUPOOHMIITBA JAHOTO
TOBapYy.

Taka peakiis MapKeTOJOTIB JONOMOXE 3amo0irTH MOTIPUIEHHIO e(pEeKTUBHOL
BupoOHn4oi aisuibHOCTI IIIT «[apmamm» Ha meBHUM mepioll (YHKIIOHYBAaHHS, a TaKOX
BU3HAUUTH HOBI crocoOu peanizaiii cTpaTeriyHUX Lijedl 1 3aBaaHb M’siconepepoOHOro
MiIPUEMCTBA BIATOBITHO IO HOTO MOTEHI[IHHUX MOKIUBOCTEH.
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Modeling and prognosing the product life cycle on the basis of “S’- like curve

The aim of the article is to simulate the product life cycle using "S’-like mathematical functions
and to predict the most important key points of these curves: maximum value, inflection point, when the
accelerated growth of sales changes to slowing one, as well as the elasticity coefficients of the "S’-like
functions.

The results of the analysis. The success of any simulation essentially depends on the correct
choice of mathematical functions which would correspond to the inner nature of the study object. Five
*S’-like mathematical functions were selected for the analysis, which, under certain conditions, can be
used to simulate and predict the product life cycle. Their main approximation properties are considered
in order to provide practical calculations in the process of planning innovations at an industrial
enterprise.

The trigonometric function monotonically fluctuates around the Y axis; there are no horizontal
and vertical asymptotes. It is recommended for simulating and predicting the product life cycle when
planning the introduction of innovative products.

A function opposite to the hyperbolic exponent has two horizontal asymptotes and can be used
to simulate and predict any product life cycle.

Exponential functions can be used to simulate and predict life-cycles that are avalanche-like or
inhibited. The logistic function (inverse to the modified exponent) or the Pearl-Reed curve has two
horizontal asymptotes and can be used to model and predict processes that are slowly rising or falling.

The Gompertz function also has two horizontal asymptotes but allows simulation and prediction
of more rapid processes than the Pearl-Reed curve.

The life cycle of the product of meat processing enterprises is analyzed according to these
models, and the price elasticity of demand for it is determined.

Conclusions and direction for further research. The use of simulation and prediction methods
of product life cycle using S -like functions makes it possible to optimize the strategic plan of an
industrial enterprise and make timely, reasonable decisions in the following areas: increasing
production volume; carrying out additional measures to stimulate sales; updating the product range.

In further research it is important to determine the specifics of the use of “S"-shaped curves for
products novelties from various industries.

Keywords: product life cycle, modeling, forecasting, price elasticity of demand
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BUKOPUCTAHHS MAPKETUHI'OBUX IHCTPYMEHTIB I IU®POBUX
TEXHOJIOT'TA Y TIPOCYBAHHI METAJIYPTTMHOI IMPOAYKIIII

Y emammi 3anpononogarno nioxio 0o cmpykmypuszayii 3aco6ie npocysants Memaionpooykyii ma
00IPYHMOBAHO OOYINLHICMb 3ACMOCY8AHHA Y Npoyeci ii Npocy8amHs CyYaCHUX MAapKemuH208UX,
yugposux ma iHGOpMAYitiHUX MeEXHONO0RI 3 YPAXYBAHHAM Ccneyu@iku 2any3e8020 PUHKY ma U020
OCHOBHUX 2pasyie. [JosedeHo, wo 07 Oinbl eeKmuUeHO20 GUKOPUCMAHHSL CYUACHUX 3aC00i8 NPOCYBANHS,
Memanypeiini nionpuemcmea Ykpainu maroms Oyoyeamu OISIbHICMb 3 NPOCYBAHHSA NPOOYKYIl,
CRUPAIOYUCL HA MPU OCHOBHI NPUHYUNU. OPIEHMAYIs HA OilbUL WUPOKE KOIO CROMCUBAYIE, GKIIOUAIOYU
Mani ma cepeoHi nionpuemcmea i okpemi iHOugioyaibHi 20CNO0APCMBA; CMEOPEHHS KOMYHIKAMUBHOZO
IMIOJHCY; BUKOPUCMANHS MYTbMUKAHATbHUX KOMYHIKAYIU.

KnrodoBi crmoBa: pHHOK YOpHOI MeTalyprii, MeTamypriiHa MpOAYKIIs, JiIKHTaTi3alis
oTepaliiHUX MPOIECiB, TPOCYBaHHS, KOMYHIKaIIi.

DOI: 10.15276/mdt.1.1.2017.6

IlocranoBka mnpoOjieMH B 3arajJibHOMY BHIVIAAI Ta ii 3B’SI30K 3 BaKJIMBUMH
HAYKOBMMM 200 NPAKTUYHUMHU 3aBAaHHAMHM. CyyacHUN CTaH PUHKY YOpPHOI MeTanyprii
VYkpaiHu XapakTepu3yeThbCs MEepexo10M BiJl pUHKY BUPOOHHKA JI0 pUHKY Crio)kKMBava. Tak, Imij
BIUTMBOM TEPEHACHYEHOCTI CBITOBOT'O METAJIypPriiHOTO PUHKY, Ha SIKOMY icHye Onu3bko 600
MUTBAOHIB TOHH HAQJJIUIIKOBUX BHUPOOHMYUX MOTYXHOCTEH [1, c. 8], croxuBadi AUKTYIOTbH
BUMOTH II0JI0 SIKOCTI i BapTOCTI, 3@ KO BOHU OAKAIOTh KYITyBaTU METATYPTiAHY TTPOIYKIIIIO.
Lle yckiagHioe mpolecy NpocyBaHHs 1 30yTy METaJIONPOAYKIii, OCKIIBKH 301IbIIY€ETHCS LIHOBA
KOHKYPEHIIiS cepesl BAPOOHUKIB, sIKa 1HOA1 MPU3BOJIUTH JIO TOBHOMACIITAOHUX «I[IHOBUX BIHHY.
B VYkpaini Taka cutyalttisi TaKoX yCKJIaJHIOE€THCS KOJIMBAHHAM KypCy IPUBHI 110 BITHOLIEHHIO 10
1HO3€MHOi BaJIOTH, IO CHPUYUHSE 3MEHILIEHHS KYIIBEJIbHOI CIIPOMOXHOCTI OCHOBHHUX
BITYM3HSHUX CMOXMBAYiB. Y TOH e 4ac, B YMOBaX MOJITHKO-€KOHOMIYHOI KPU3HU Ta TPUBAIO]
aHTUTEepopucTHYHOI onepauli Ha Cxonml VYkKpaiHu, YKpaiHCbKI MiJNPUEMCTBA-BUPOOHUKH
BUMYIIEHI 3aKyIIOBYBAaTH CUPOBHHHI PECYpCH, 30KpeMa KOKCIBHE BYT'ULIS Ta MPUPOJIHUI ra3, y
1HO3eMHHX MOCTa4aIbHUKIB. Lle y cBOO "epry, 0ocobJIMBO 3a KOJIMBAaHb KYypCYy BATIOT, 301bIITYE
co0iBapTICTh BUTOTOBJIEHOT MPOAYKIIi Ta MPUBAOIOE O YKpaiHM IMIOPTEpiB, THM CaMUM
30IBIIYIOYM  IIHOBY KOHKypeHLi0. Bci  BumiesazHadeni  (axktopu  MiJIITOBXYIOTh
HiANPUEMCTBA, 1[0 € OCHOBHUMH TPaBISIMA BHYTPIIIHBOTO PUHKY YOPHOI MeTalyprii, 110
BUKOPHCTAHHS HOBHX METOIB NMPOCYBAaHHS BUTOTOBJIEHOT METalypriiHOl MpOAYKIi, 3aass
30epexeHHs CBO€l MPOAYKTUBHOCTI Ta mpuOyTkoBocTi. IIpu 1poMy ciifi 3a3Ha4MTH, 1O HA
JaHUIl MOMEHT MpaKTUYHO BIJACYTHS 4YiTKa Kiacu@ikaiis IHCTPYMEHTIB Ta TEXHOJOTIH
IPOCYBaHHS METATypriiHOT MPOayKIii Ha pUHKY TPOMHCIOBHUX CIIO’KHUBAYIB.

M1 Caeanioax, H K. Jlaspenvos. Buxopucmanms mapkemuneo8ux incmpymenmis i 83
Yughposux MmexHon02itl y npoCcy8anHi Memanypeitinoi npooyKyii
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AHaNi3 OCTaHHIX AOCHiIKeHb i nyoOuaikamiii, B SIKUX NOKJAJEHUH MNO0YATOK
BUPilIEHHIO 1aHOi Mpo0JjeMHu i HA sIKi cIUpaeThbesa aBTOP. Y OUIBIIOCTI HAYKOBUX POOIT
BITYM3HSIHUX Ta 3aKOPJOHHUX BUYCHHUX MMUTAHHSA, TIOB’s[3aHi 3 IPOCYBAHHAM MPOAYKIii HA PUHKY,
MIPEICTABIICH] B 3arajbHONPUHHATOMY PO3YyMiHHI CYTHOCTI MOHATTS «IIPOCYBaHHS MPOIYKIII» 1
MeXaHi3My WOro peamizamii Ha NPOMHCIOBOMY pHHKY O€3 BpaxyBaHHS OCOOJIMBOCTEH,
IPUTAMaHHUX Tally3eBOMY PUHKY (HANpHKIaJ, YOPHOi METaayprii, KOJbOPOBOI MeTalyprii).
Tak, M. bensBue ta A.Kakonmeil po3risgaoTh NPOCYBAaHHS SK OIHY 13 CKJIQJIOBHX
MapKEeTUHIOBOi cTparerii ynpasiaiHHS 30yTOM Ha HIPOMMCIOBHUX HiAnpueMcTBax [2].
AHAJIOTIYHOTO MiIXOAY, MPOoTe y Oe3rnocepeIHboMY BiHOMEHHI 10 [10IbChKUX MeTamypriiiHux
MIIMPUEMCTB, TOTPUMYEThCA Yy HaykoBuX pochimkeHHsx b. admsuk [3, c. 132]. Haykosii
A. Kygep Ta B. Kyuep, B3arani ¢oKycCylOThCS Ha TOBapHii MOJITHLI, K OCHOBI (hOpMyBaHHS
KOMILIEKCY MapKETHHTY MeTalypriiHoro mianpuemctsa [4, ¢. 189-191].

VY naykoBux gociixennsax C.M. Istmenka ta A.O. J[epUKONEHKO aKTyalli3yrOThbCs
NUTAHHS BUKOPUCTAHHS BeO-CaiTy MiJNPUEMCTBA, SIK 1HCTPYMEHTa IMPOCYBAaHHS MPOJYKIi
npoMucioBoro Bukopucranus [19, c. 233], a naykoBui I. PemernikoBa ta F). €pemenko
BBa)XKAIOTh, 1[0 3HAYHA yBara y MPOCYBAaHHI MPOJYKLIi 4M MOCIYr NMOBUHHA OyTH IpUAiIEHA
MUTAHHAM 1HIUBITyaTi3amii MapKETHHTOBOTO BIUIMBY Ha CIIOKMBAda 3a JIOTIOMOTOIO iHTEpHET-
texHoJjorii [20, c. 53]. He MeHm 3HauymuM y mpoiieci npocyBaHHS MpOAyKiii, Ha TyMKy T.
XapyeHko, € KOMyHiKaIlii IpOMHCIOBOTO IiIMPUEMCTBA Ta X 3aCTOCYBAaHHS HA PI3HUX CTaTifAX
KUTTEBOIO LUKIY TOBapiB, MONpPU II€, HAYKOBEIb HE BPAXOBYE Yy CBOEMY JAOCIHIDKEHHI
0COONMBOCTEH PHHKY NIPOMHCIOBHUX CIIOKMBa4iB Ta HE HABOJAWUTh KOHKPETHHX 3aco0iB
POCYBaHHS MPOAYKIIiT MPOMHUCIIOBOTO MpU3HaYeHHs [5, ¢. 329-334].

Bupinennss HeBHpilleHMX paHille 4YacTHMH 3arajbHoi NpolJjeMH, SKHM
NMPHUCBAYYEThCS CTATTA. BpaxoByrouu 11e, icHye 00’ €KTUBHA HEOOX1IHICTh HE JIMIIE PO3POOKH
YiTKOI CTPYKTypH3alii 3aco0iB MpOCYBaHHS MPOMHUCIIOBOI MPOAYKILIi, aie W OOIpyHTYBaHHS
3aCTOCYBAaHHS y HPOILECI MPOCYBaHHS MPOAYKLII METaJyprifHOro BUPOOHHUITBA CY4aCHHUX
UPPOBUX Ta iIHPOPMALIHHUX TEXHOJIOTIH 3 ypaXyBaHHIM CIICU(iKU Iady3eBOTr0 pUHKY Ta HOTO
OCHOBHMX TIpaBLiB. OOIpyHTOBaHE 3aCTOCYBAHHS CY4aCHHUX MapKETHMHIOBUX IHCTPYMEHTIB Ta
U(POBUX TEXHOJOTIN y MHPOCYBaHHI METANypriiHOi NpPOAYKIii, BPaxOBYIOUM IUHAMIKY 1
0COOJIMBOCTI MIDKHApOJHOTO Ta BITYM3HSIHOTO PUHKIB, HalpaBlIeHE Ha ONTHUMI3ALiIO MPOIECIB
IPOCYBaHHS 1 MPOJAXy, MAKCUMI3allll0 MPOJaXiB, MNIATPUMKY BUPOOHHUIITBA HA MPUHHATHOMY
piBHI, JIOCATHEHHS UUIbOBUX (DIHAHCOBHUX pe3ynbTaTiB Ta 3aJOBOJICHHS 1HTEpeciB
CTEeHKXO0J1epiB.

@®opMy/1I0BaHHS MeTH CTATTi (MOCTAaHOBKA 3aBJaHHs). Mera craTTi Hojsrae y
CTPYKTypHu3allii cydacHUX 3aco0iB Ta ONTHUMI3alii TMpOILECIB MPOCYBaHHS MPOIYKIIT
METaJypridiHOro BHMPOOHMIITBA BITYM3HSAHUX MIJIPUEMCTB 3 BUKOPUCTAHHSAM CYYaCHUX
MapKETUHTOBUX IHCTPYMEHTIB 1 U(PPOBUX TEXHOJOTIH.

Buxiag ocHOBHOro Martepiajgy JOCHIIKeHHSI 3 TIOBHMM OOIPYHTYBAaHHSIM
OTPHMMAaHHMX HAYKOBHUX pe3yJbTaTiB. B HaykoBiii jliTepaTypi CyTHICTh Ae(1HILIT «IIPOCYBaHHS»
PO3YMIETHCS SIK CYKYIHICTh YITKO BU3HAYEHMX [IiH [0 BCTAHOBJIEHHIO KOMYHIKAIi} 3 LITbOBUMHU
rpynamMi CHOXKHMBayiB 3 METOI CIIOHYKaHHS iX [0 BYMHEHHS 3BOPOTHOI KOMYHIKamii 1
3niicHeHHs KymiBii. Taki 3axo/u 37e01IbIIOr0 OPIEHTOBaHI HA CIPUSHHS peasi3arii IpoIyKIii
YM TOCIYyT Ha TIEBHOMY Tally3¢BOMY pPHHKY 1 BHMararmTbh pO3pOOKH IEBHOTO HabOpy
IHCTPYMEHTIB, 1110 BAKOPUCTOBYBATUMYThCS Y KOHKPETHUI MPOMDKOK yacy i Butpar. [Ipu npomy
BUTpPATH Ha peasi3alil0 KOMYHIKAI[IHHUX Mporpam MLI0J0 MPOCYBaHHS KOHKPETHOIO BUAY
OPOAYKIIT YK yChOro ii aCOPTUMEHTY (KOJM MOBa iJie¢ MpO MOHONpPOQiIbHE BHUPOOHHIITBO,
HAIpPUKIIAJ], METATONPOAYKIIIO YU MPOAYKIIIO FpHUYO0-30arauyBajibHIUX KOMOIHATIB) MOBUHHI
OyTu OOIPYHTOBaHMMHM 1 CHPHUATH MIANPHUEMCTBY Yy 30UIbIIEHHI 00cATiB 30yTy BHPOOJIEHOT
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IPOAYKLIT Ta OTPUMAaHHIO 3aIlJIJaHOBAHOT O MTPUOYTKY, 3HAUHO BUILOTO 3 3aTBEPKEHUN OrO1KEeT
BUTpAT.

Bubip dbopmu, 3aco0iB, IHCTPYMEHTIB 1 TEXHOJIOT1M MPOCYBaHHS MPOAYKIII HA PUHKY
3aJICKUTh BiJ] HOro TUNY, ICHYIOYOTO TOMHTY, NIii OCHOBHHUX KOHKYPEHTIB, a TaKOX Bif
0COOMBOCTEH Tanmy3eBux pUHKIB. OTXe, HE ICHYE €IWHOTO HAOOpy I1HCTPYMEHTIB, SKI
3a0e3nedaTh e(eKTHBHE MPOCYBaHHS MPOAYKIIi MiANPHEMCTBA Ha PUHKY 1 JO3BOJSATH HOMY
JOCSTTH 02KaHOTO MPHOYTKY.

Bubip ¢opmu i 3aco0iB mpocyBaHHS MPOAYKIT HAa Tady3eBOMY PUHKY 3aJIeKUTh Bij
MapKETUHTOBOTO IHCTPYMEHTApiI0 Ta TEXHOJIOTIH, 0 OyIyTh BUKOPHUCTAH1 y MpoIieci o0y 10BH
KOMYHIKaIiii M) HiANPHEMCTBOM-BUPOOHUKOM YHM MOCEPETHUKOM 1 CHOXHBAYaMH, a TaKOXK
3aJ€KHO Bl CUTYyallii, IO CKJajach HAa PUHKY, 30KpeMa Yy BMIAJKaX, KOJIU IPONO3MILIA
NEPEBUIIYE MOMHUT, a00 KOJIM MPOIYKIIist MA€ CE30HHHI XapaKTep.

BignocHo camocTiiiHuMu ¢GopMaMH TPOCYBaHHS MPOAYKIi Ha PUHKY € pekiama i
cTuMyItoBaHHs 30yTy. [IpoTe cmig 3a3HauMTH, 1[0 Ha PUHKY YOpHOI MeTamyprii mi dopmu
npocyBaHHs € MajgoedekTuBHUMH. Ha boMy pUHKY OiIbII Ji€BUMHU 3ac00aMu MPOCYBAHHS €
0coOuCTI A17I0B1 KOHTaKTH (BepOanbHi, HeBepOalibHi), a TaK0OK [HTEpHET-MapKETHHT Ta CydacHi
1u(pOB1 TEXHOJIOTIT AJIs MBHUAKOI Nepenadi iHpopmarlii i BCTAHOBICHHS 3BOPOTHOTO 3B’SI3KY.

AmepukaHcbka MapKeTHMHroBa acolialiss HaJa€e JBa pi3HI BU3HAYEHHS MOHATTIO
«MIPOCYBAHHS», PO3TIISAIAI0YN HOTO, SIK:

1) KOMIUIEKC METOJIIB KOMYHIKAaIlili, Takux fK pekiama, OcoOHCTI Mmpojaaxi,
CTHMYIIIOBaHHSI 30yTy 1 3B'I3KM 3 TPOMAJCHKICTIO/IpoONaraHia MpOAYKIi, JOCTYIHI JUIs
MapKeToJIora, Kl 00'€ IHyIOTbCS JJIs TOCSTHEHHS] KOHKPETHUX LIIEH;

2) CHHOHIM JI0 IOHATTS «IIOTOKH KaHAITy» - (DYHKIII1 MApKETHUHTY, 10 BHKOHYIOTHCS
BUPOOHMKAMH, ONTOBUKAMH, PO3JAPIOHMMU TOProBLUSMHU Ta IHIIMMHU yYacHHUKaMHM KaHally B
Mekax KaHaiy. BiciM MOTOKIB yHIBEpCaIbHOTO KaHay, siKi OyJH 11eHTH(IKOBaHI, BKIIOYAIOTh
¢bi3uuHe BOJIOAIHHS, BOJOIIHHS, MPOCYBaHHS, NEPEMOBUHU, (iHAHCYBAHHS, OI[IHKA PU3UKIB,
3aMOBJICHHS Ta OIIaTy [6].

BpaxoByroun 3a3HaueHe, a TakOX IEBHY CHEIU(IKy PUHKY YOpHOI MeTanlyprii, sk
0COOMBOI Tay3i rOCMONAPCHKOTO KOMITIEKCY YKpaiHW, MH MPONOHYEMO IIiJi BU3HAUYCHHSIM
«MIPOCYBAHHS METANTYpriiHOI MPOXYKII(» pO3yMITH TMpolec MoOyI0BH JBOCTOPOHHIX
KOMYHIKaIli#, 1110 BKJIIO4Yae y cedbe ocoOucTi mpoaaxi, pexiamy, PR, ctumymtoBanus 30yTy Ta
1HII 3acO0M 3 METOH MPUIIBUALICHHSA MOTOKIB y KaHajlax 30yTy, KOHBepcii MOTEHIIMHUX
KIIIEHTIB y pealbHUX, peajizalii MOCTaBICHUX KOMEPLINHUX, (IHAHCOBUX Ta MapKETHMHIOBUX
1iJ7IeH, BpaXOBYIOUH IHTEPECH 3alliKaBJICHHUX 0ci0 (CTEeHKXONIepiB).

CydacHuil pUHOK YOpHOI MeTanyprii (4aByHy, CTaji, IpPOKaTy) XapaKTepU3YETbCS
3HAYHUMH TEMIIAaMHM 3pPOCTaHHA BUPOOHMYMX MOTYKHOCTEH 1, BIIMOBIIHO, 30UIBIIEHHSIM
BupoOHMITBa cTani. Tak, 3a qanumu World Steel Association y mepiox 3 2006 o 2016 pik
CBITOBE BUPOOHUITBO CcTali 30umbimmnocs 3 1250 muH. T. 10 1630 MiH. T. - TOOTO Oinblie, Hixk
Ha 30,4%. IloniOHe 3pocTaHHs MOB'A3aHE B MEPIIy Yepry 3 aKTHUBI3ALIEI0 KUTAMChKUX
BUPOOHUKIB cTaui, siki y nepion 3 2000 mo 2016 p 301NN CBOIO NPUCYTHICTh HA PUHKY 3
15,1% no 49,6%. [loxiOHMIT pO3BUTOK PUHKOBOI CUTYallli 3aKOHOMIPHO MPU3BIB O HAJAMIPHOI
npono3uuii cram. Tak, no 2016 poky mpu piBHI cBiTOBOro BupoOHunTBa y 1630 MiH. T.,
CHOKMBaHHA cTajl ckiano jume 1510 MiaH. T., a e O3Hayae MOCHJIEHHS KOHKYpEHII Ha
CBITOBUX PUHKAX CTali, i, IK HACIIOK, 3HWKEHHSI 1[1H Ha METATIOMPOAYKIIIFO.

Ha puc. 1 npencrasiena quHamika 3MIHU LIH Ha 3aTOTOBKY, SIK HAWOUIBII MOMYJISPHUMA
BUJI METAJIONPOYKIIi, y iX MOPIBHSAHHI 31 3MIHOIO piBHA BUPOOHHMIITBA cTali 3a nepiox 2012-
2016 pp. Sk BugHO 3 HaBemeHoro rpadika (puc. 1), y mepiom 2012-2014 pp. mocrtymose
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3pOCTaHHs CBITOBOTO BUPOOHHIITBA CTaJli CYIPOBOXKYBAJIOCh 3MEHIICHHSM CepeIHbOI IIIHU Ha
TOHHY BUPOOJICHOT MeTaIonpoayKItii 3 558 mo 481 moir./T.

[Tonanpiie 3HIKEHHS TEMITIB IPUPOCTY CBITOBOrO BUpOoOHMIITBA cTaii y 2015-2016 pp.
Ha 50 MJIH. TOHH CYNPOBO/KYBAJIOCh BITHOCHOIO CTaO1Ii3aIli€l0 MIHOBOI CUTYaIlii, TOOTO IiHa
JIBa POKH TOCITIb 3HAXOMIIACh Ha PiBHI 328 10./T.

Pazom 3 TEM, KpiM 1IHOBOi KOHKYpEHIIii, ITUPOKOTO MONMTUPEHHS HAOYIH Pi3HI METOIU
JIepKaBHOTO MPOTEKIIOHI3MY, IO 3aXHINAIOTh BHYTPIIIHI PUHKH PI3HUX KpaiH BiJ| HAIUIUBY
JIeeBoi IMIIOPTHOI MeTanonpoaykiii. OCHOBHUMH METOJaMHU IMOAIOHOTO TPOTEKIIIOHI3MY €
TOProBi eM0apro i aHTUACMITIHTOBI MUTA. Y 3B'S3KYy 3 YUM 3HAYHO 30UIBIINIACH KUIBKICTH
AHTUJEMITIHTOBUX po3ciiayBanb. Tak, 3a manumu OECD, y mepion 2012-2016 pp. KUIbKICTh
MOPYIIEHUX aHTHIEMITIHTOBUX PO3CIiTyBaHb MO0 IMIIOPTY METAIOMPOAYKIIil 3pocia 3 14 1o
4211, c. 5]
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3aranbHOCBITOBUH 00CSAT BUPOOHUIITBA CTAIl MIIH. T.
——[lina Ha 3arotroBky Ha ymoBax FOB Yopue mope

Pucynok 1 — Jlunamika I11iH Ha 3ar0TOBKY 1 00csiriB BupoOHuITBa ctati 3a 2012-2016 pp. [7; 8]

3araJbHOCBITOBI TEH/EHIT 3HAXOATh CBO€ Bi1IOOpaXKEHHS 1 HA YKPaiHCBKOMY PHHKY
METaJOMPOAYKI[i, J€ OKpIM 30BHIINIHPOCKOHOMIUHOI CHUTyallli 3HAYHWN BIUIUB YWHUTH
€KOHOMIYHA Ta IMOJITHYHA CHUTyallis, IO CKjIanack B KpaiHi. Tak, OLIBIIICTH EKCIEPTiB
JOTPUMYIOTHCS CIUIBHOI TYMKH, 1110 KOHQIIKT Ha CX0/1 KpaiHu HETaTUBHUM YMHOM BIUIMBA€E Ha
rajgy3b NMpOTAroM OcTaHHIX 3-Xx pokiB. Tak, depe3 KOHQUIIKT 3HAYHMM YMHOM IOCTpakjalia
1H(ppacTpyKTypa pErioHy, uepe3 II0 BHUHUKaIM Mepedoi B JISUIBHOCTI 3HAYHOI YacTHHU
HiANPUEMCTB, K1 pO3TalloBaHi B 1boMy perioHi [9]. [Tonanbmmii po3BUTOK KOH(DIIKTY MPU3BIB
TaKO J0 BTPATH KOHTPOJO HaJ ACIKHUMHU HiAMPHEMCTBAMH, IO 3HAXOIMINCH HA THMYACOBO
HEMiIKOHTPOJIbHUX YKpaiHi TepuTopisax [10]. HeratuBuuii eekT Ha MEeTaIypriiiHy ramny3b Mae
TaKOX MEePEOplEHTALlISl ypsly Ha MIATPUMKY 1HIIUX rany3eil IpOMHUCIOBOCTI, TAKUX SK CUIbChKE
rocnogapctBo Ta IT-cextop. Ile (akTuyHO O3HAa4Yae€ BUKIIOYEHHS METaNyprii i3 meperniky
NPIOPUTETHUX rainy3el yKpaiHCbKoi eKoHOMIKH [11].

CyKymnHICTh BHIIE 3a3HaYeHHMX TEHAEHLIN Mpu3Besna 10 TOro, IO IMONPH PEKOpAHE
3poctanHs o0csriB OyaiBHunTBa y 2016 p., Ha 24,5%, 3a 6 MicsiiB 2017 p. oOcsAr BUKOHAHUX
OyaiBenbHUX poOIT ckopotuBes Ha 10,4%, 1 ckimaB 36 MipA. IpH., 1€ BiAOyBaeThCs Ha TIi
3araJlbHOr0 CKOpPOY€HHS 00CATIB BHYTPIIIHHOIO BUPOOHHUIITBA METAIONPOTYKILIi.

Tak, 3a TaHMMHU YKpMeTaTypripoMy, BUpOOHUILITBO METAIONPOKATy B YKpaiHi 3a 7 Mic.
2017 p. ckopotmitocs Ha 19,4% mo 10195 Tuc. T., mpu IbOMY BUPOOHHIITBO YaBYHY CKOPOTHIIOCS
Ha 21,7% no 10957 Tuc. T., BUpoOHUITBO HepadiHOBaHOI cTali ckopoTuiocs Ha 17,6% mo 11922
Tuc. T. (puc. 3).
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Pucynok 3 — KoHcosnijoBaHi MOKa3HUKU pOOOTH TPHUYO-METATYPIriHOr0 KOMIUIEKCY Y KpaiH!
3a 7 micsiB 2017p., Tuc. T. [13; 14; 15]

CkopoueHHs1 BUPOOHHUIITBA HETaTUBHO BiJOOpPA3MiIOCs HAa MOCTaBKaX METAaJONpOKaTy,
ocobimBo Ha ekcrnopT. Tak, 3a manuMu i1HpopmaniiiHoro areHtcTBa Metan Ekcneprt, mpu
3011bIIEHH] BUMMOTO CIIOKUBaHHs apMaTypu B Ykpaini Ha 10% no 502 tuc. T. 3a 7 micsuiB
2017p., y mOpIBHSAHHI 3 aHaJOriyHUM mnepiogoM 2016 p., BHYTpIIIHI BiJIBAHTaXEHHS
30uTbIMINCh Jnime Ha 5% no 457 tuc. 1. lle o3Hauae, mo 30ibIIeHUH 00’ €M CIIOKWBAHHS
3a/10BOJIbHABCS 32 pPaXyHOK IMIIOPTY, 0OCATH SIKOT'0 y MOPIBHSAHHI 3 aHaJIOrYHUM nepiogoM 2016
p. 3pocnu Mmaibke y 2,2 pasu. lle BigOynoch 3a paxyHOK IMOCTa4aHHS METAJIOMPOIYKINi 3
Monnosu ta binopyci [9], B Tolt yac sik MixBiJloM4a KOMICisl 3 MI)KHApPOJHOI TOPriBii YKpaiHu
3asBMJIA NIPO MOPYIICHHS Ta MPOBEACHHS aHTUIEMITIHTOBOTO PO3CIiAyBaHHS LIO0 IMIOPTY B
VYkpaiHy apmaTypu Ta KaTaHKH MOXO/DKeHHsM 3 Pociiicekoi denepartii — TpaauiiitHOTO
iMnoptepa i€l nponykuii B Ykpainy [14].

JlocikeHHsl CUTYyallll Ha pUHKY apMaTypu YKpaiHu MpOJAEMOHCTpOBaHO y Tabdm. 1. YV
Taby. 1, M BUAMMHUM CHOXXHMBAHHSAM PO3YMIEThCS CYKYIHICTh CIIOKUBAHHS METaJIONPOAYKIII,
10 BUTOTOBJIEHA y CEpeANHI KpaiHU Ta iIMIOPTY. B 1ioMy BigmidaeTbcs MO3UTHBHA AMHAMIKA
TaKoro rnokasHuka 3a 7 mic. 2017 p. Ha 10%, Ha 1711 3aranbHOTO 301IbIIEHHS iMIIOpTY Ha 214%,
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abo y 2,2 pa3u Ta 3araJbHOTO CKOPOUYCHHS eKCIopTy Ha 8,5%. Takoxk ciij akIeHTyBaTu yBary
Ha TOMY, IO €IWHUM TOCTaYaJIbHUKOM apMaTypu Ha BHYTpimHIH puHOK € [IAT
«ApcenopMirran Kpusuii Pir», sskuii 3011pmmuB 11 mpono3uuito Ha 71%, iHII1 mocTayalbHUKH, a
came CHaKIiBCbKMM MeTanypriiHuii 3aBoa Ta Horo MakiiBceka ¢imis (MD «EM3») i1
JuinpoBcekuiit MK CyTTEBO CKOPOTHMIM TIOCTA4aHHS METAJIONMPOAYKIi (apMaTypu) Ha
BHYTPIUIHIN pUHOK BiAmoBigHO HA 75,3% Ta 95%. Taka HeraTMBHA TEH/ICHLIIS CIIOCTEPIra€ThCs
1 y eKCIIOPTHUX MOCTavyaHHIX, a caMe — BCl MeTaiypriiiHi KoMOiHaTH, OCHOBHI TPaBIli pUHKY
yopHOi MeTanyprii YKpaiHu, CKOPOTUIM 00CATH €KCIIOPTHUX BiJIBAHTAXKEHb METAIONPOAYKIII].
Lle Bce MOB’s13aHO 31 CKOPOUYCHHSM OOCATIB BUPOOHMIITBA Yepe3 HecTauy pecypciB (KOKCiBHE
BYTULIIS, TPUPOTHUHN Ta3, OIOPOKIAHHS EICKTPOCHEPTil).

Tabmuus 1 — JluHamika MoKa3HUKIB pUHKY apMaTypH YKpaiHu, THC. T. [9]

MokasHuk 4YepBeHb | JIUIIECHb HpnpiCT 7 mic. 7 mic. [pupict
2017p. 2017p. 3a Mic. 2016p. 2017p. 2017/2016
BinBaHTa)XeHHS BCHOTO 257 241 -6,2% 1662 1579 -5%
ApcenopMitran Kpusnii Pir 257 241 -6,2% 1444 1532 6,1%
M® «EM3» + €HakiiBcbkuii M3 0 0 - 189 45 -76,2%
Juinposcbkuit MK 0 0 - 29 1 -96,5%
BizBaHTa)XeHHS Ha BHYTPILIHIH PUHOK 70 82 17,1% 435 457 5%
ApcenopMirran Kpusnii Pir 70 82 17,1% 241 412 71%
M® «EM3» + €HakiiBcbkuii M3 0 0 - 174 43 -75,3%
Juinposcbkuit MK 0 0 - 20 1 -95%
Excropt 186 159 -14,5% 1226 1122 -8,5%
ApcenopMitran Kpusnii Pir 186 159 -14.5% 1203 1120 -6,7%
M® «EM3» + €HakiiBcbkuii M3 0 0 - 15 2 -86,7%
Juinposcbkuiit MK 0 0 - 9 0 -
IMIOPT BCBOTO 14 15 7.1% 21 45 P I0EI5D
2,2 pa3u
Buaume crio>xuBaHHs 84 97 15,4% 456 502 10%

Taxi MOKa3HUKM [ISTIBHOCTI BITYM3HSIHUX METAIypPriMHUX MiJIPUEMCTB JIETOHYIOTh
3011bIIEHHST O0CATIB IMIOOPTY METAJONpOAYKLii. 3a JaHUMHU YKpMETalypriupomy, 3araJlbHui
o0csr imnopty 3a 7 micsuiB 2017 p. 30uemmBces Ha 17,2% no 685 tuc. T. [Ipu yomy 3pocTanHs
BiZIOyJIOCA JIUILE 32 PaXyHOK TOTOBOI METAJIONPOAYKIIii, Y TOM Yac K iMIOpPT HamiBpaOpHUKaTiB
3meHmuBcs Ha 0,8% 10 6, 4 Tuc. T. JluHamika BUPOOHHUIITBA Ta CIIOKUBAHHS METAJIONPOKATY, a
TaKOXX CTPYKTypa MOro ekcmopTy Ta iMmopty B Ykpaini 3a 7 mic. 2017p. y NOpiBHSAHHI 3
ananoriyHuM nepiogom 2016 p. HaBeneHa Ha puc. 4-6.

[Ipencrasneni Ha puc. 4-6 naHi JO3BONAIOTH CTBEPXKYBATH, 1110 HA BITYM3HIHOMY PUHKY
YOpPHOI MEeTalyprii ckijiajgacsi Halpy>KeHa CUTYyallis. 3a BIICYTHOCTI BHYTPILUIHbOI KOHKYPEHIIii
BITYM3HSHUM BUPOOHUKAaM JIOBOJUTHCS KOHKYpPYBaTH 13 TIOCTayaJbHUKAMU IMIOPTHOL
npoaykiii. [Tpy yoMmy KOHKYpEeHIIis 3A€01IBIIOTO € IIIHOBOIO, TOOTO TaKOIO, 1110 MOXKE MPU3BECTH
JI0 3HAYHUX 30UTKIB BITUYM3HSIHUX METATypridHUX MiANPHUEMCTB.

OTxe, BUXOISIYM 3 TaHUX HA pUC. 5 Ta 6, MOKHA KOHCTAaTyBaTH, mo 3a 7 mic. 2017 p. y
NOPIBHSAHHI 3 aHAIOTTYHUM Tiepioom 2016 p., BiIMI4atOThCsl HETaTUBHI TEH/IEHIIIT Ha PUHKY.

Ile mposBNsS€TECS Y CKOPOUEHHI €KCIIOPTY METAJIONPOKATy 3a BCIMa aCOPTUMEHTHUMU
rpynamu Ha -2141 Ttwc. 1., abo Ha -20,1%, Ta 30iNBIIEHH] KITBKOCTI IMIIOPTOBAHOTO
METAaJIOMPOKATy, 30KpeMa 32 TAKUMHU aCOPTUMEHTHHMH TPYIaMH, SK TUIOCKHHA 1 TOBrOMipHHMA
npokar, y uinomy Ha +100,4 THC. T., a0o Ha +17,2%, TOOTO cnocTepiraeTbcs aucOananc y
BUPOOHUITBI 1 CIHOKHMBAaHHI METAJONpPOKATy BITYM3HAHUX MiANPUEMCTB-BUPOOHUKIB. Y
CTPYKTYpl IMIIOPTY MpEBAJIOE METATONPOAYKIiSi BUCOKOIO CTYMHEHS MepepoOKu, Mmoo ii

88




MapxkeTuHr i nudpoBi TeXHOJIOTIT Tom I, Ne 1, 2017 ISSN 2522-9087

3nopoxxaye. ToMy 3pocTae 3HaYEHHS MAPKETHHIOBUX IIM(POBUX TEXHOJOTIH 111010 IPOCYBAHHS
BUTOTOBJICHOT METAIYpriiiHOI MPOIyKIIii, IK 3ac00y HEI[iHOBOT KOHKYPEHTHOI 60pOTHOH.
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Pucynok 5 — CtpykTypa ekcropty MeTanornpokary 3a 7 mic. 2017p., tuc. 1. [9; 14; 15]
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J10 KOMITJIEKCY MPOCYBaHHsI HA IIPOMUCIIOBOMY PHHKY CJIiJT BI/IHECTH HACTYIIHI 3ac0o0u:

1) npsiMi TIpoJ1aXki (BCTAHOBJICHHSI OCOOMCTOTO KOHTAKTY 3 OJHUM a00 JeKUIbKOMa
NOTEHI[IMHUMU KJII€EHTaMU a00 MOCEPeIHUIIBKUME CTPYKTYPaMHU 3 METOIO 30UIBIICHHS 00CsTy
MPOJIaXKiB);

2) OpsAMUANA  MapKeTUHT (TIOINTOBI Ta ENEKTPOHHI PO3CHIKH, Tene(hoHHHM
MapKeTHHT);

3) IHTepHeT-KOMYHiKallii, nndpoBuit MapkeTHHr Ta SMM (BeO-caiiT miaAnprueMcTBa,
MOIITYKOB1 CHCTEMH, MAPKETHHT Y COIIIAJIBHUX Melia);

4) CTHMYJIIOBaHHSI TPOJAXIB (BUCTaBKU Ta SPMApKH, CEMiHapu Ta MpPE3CHTaIlii,

CTUMYJIIOIOU] aKIIii JIJIs OCePEAHUKIB, OOHYCH, CEMIUTIHT, CTUMYJIIOIOU1 3aXO0/H JUIsl BIIACHOTO
nepconainy, POS-matepianu, npoayKT-TUIEHCMEHT, KPOC-MapKETHUHT, CHIOHCOPCTBO);

5) PR (xonTaktu 31 3MI, pi3HOMaHITHUMH OpraHaMHu Ta OpraHi3aIisiMH, iMiJKeBa
JPYKOBaHa MPOAYKIisl, BHYTPIIIHbOKOPIIOPATHBHI IPYKOBaHI BUAAHHS Ta BHYTPIIIHLO(IpMOBI
KOMYHIKarlii);

6) pekinama (IpyKOBaHA, 30BHINIHS, Y CICMiali30BAaHUX APYKOBAHWX BHJIAHHSX,
iHTepHEeT-peknama) [16; 17].

Omxe, mpocyBaHHs (Promotion), sk OAWH 3 E€JIEMEHTIB TPAAUI[IIHOTO KOMIUICKCY
MapKeTuHry «4P», cnpsMoBaHuil y mepily uepry Ha 3a0e3ledeHHs Iepefadl CIOoXHUBauyy
HEeoOXiHOI iH(popMaIlii MPo MPOIYKIIiIO MiAMPUEMCTBA, ii IepeBaru Ta BUTOIH JJIs CIIOKHBaYa
BiJ i1 CIOKMBaHHS, 3 000B’I3KOBUM BCTAHOBIIEHHSIM 3BOPOTHOT'O BIATYKY (HAIIPHUKIIA[, BIAMOBIAL
Ha oepTy, BiBiAaHHS BeO-CalTy MiANPHEMCTBA, BIAMOBIAb HAa TeNe(OHHUIN A3BIHOK, MPAMUIA
KOHTAKT 3 MEHEJ[KEPOM 13 MPO1axiB MiJIPUEMCTBA, 10 BPEIITI-PEILT MPU3BEE 10 aKTY KYIMIBIIi.
[HmMMHE  clloBamMH, TIPOCYBaHHA TPOAYKII € CHHOHIMOM [0 TIOHSTTS MAapKEeTHHTOBa
KOMYHIKaIlisi, TOOTO KOMYHIKAIlisl 3 METOI 3aJ0BOJICHHsS ICHYIOUMX MOTped CHoKMBaya Ta
OTPUMAaHHSM KOMEPLIHHOTO 3UCKY BUPOOHHKA YU MPOJIABIIS.

3anponoHOBaHi 3acO0M MPOCYBAHHS HAMH 3aIPOINIOHOBAHO CTPYKTYpPYBATU Y MOPSIKY
e(EeKTUBHOCTI 1X 3aCTOCYBaHHS B JiSUIBHOCTI METaTypridiHUX MIAMPHEMCTB MO0 MPOCYBAHHS
BJIACHOI METAJONpOAYKIiI Ha pPUHKY 4YopHOi Metamyprii. Ilpore mpu iX 3acrocyBaHHI
000B’SI3KOBUM € BpaxyBaHHs K 0COOJMBOCTEH PUHKY 1 CUTYaIlii, 110 CKJIaJlach Ha HbOMY, TaK 1
0co0aMBOCTEM BUPOOHUITBA 1 JIOTICTUKM MeTanonpoaykiii. Tak, MpoayKiis yKpaiHCBKUX
BUPOOHUKIB B OCHOBHOMY € MAacCOBHM TOBapoOM, SKICTb SKOTO 33Ja€TbCsl PHUHKOM 1
BiZIOOpaXkaeThCsl B yCTAHOBIIEHUX CTaHJapTaX, MapKax MPOAYKIii, THIIOBUX po3Mipax TOLIO.

Haii6unpumu Kii€eHTaMu MiANPUEMCTBA-BUPOOHNMKA METATIONPOAYKIIIl € MOCEPETHUKHI
(Tpeiimepu, CepBICHI METAJOLEHTPU I 1HINI), KIHIEBl CMOXHBayi, TOOTO iHIII BUPOOHMKH
(3aBOAM METH3HOI TMPONYKIli, MAaIIMHOOYIIBHI MIANPHUEMCTBA, 3aBOJAU 3ali300€TOHHUX
KOHCTPYKLIH 1 T.JI.), @ TAKOXK, Y MEHIIIH Mipi, Oy iBesIbHI OpraHi3allii Ta IpUBaTHI FOCHIOapCcTBa
Ta 1HMBIAyalbHI CIIOKMBAYl, Ha SKUX MPUIIAJA€ HEBEIMKA YaCTKa MPOJIaXKiB.

Tak, 3 eKOHOMIUHUX MIPKyBaHb HAHBUTiHIIIE IPOIABATH BEIUKI 0OCATH BUTOTOBJIEHOI
METaJONMPOAYKIii TMOCEPETHUKY, Ha SKOTO TaKOX MOXIMUBO IE€PEBECTH  YACTHHY
BIJIMIOBIJAJIBHOCTI 3a peali3allilo MPOAYKIii, HIX KIHIIEBOMY CIOXHBauy€Bi, MOTPEOU SKOTO
oOMexeHni. Kpim Toro, MoxHa BHUKOPHCTOBYBaTH 30yTOBY MEpEXYy IOCEPEIHUKA,
BUKOPHCTOBYIOUHM OLIBII MIMPOKUNA CIIMCOK CEPBICIB, SIKi BiH IMPOIOHYE.

BaxnuBum QaxTtopoMm, SKHM MOXIMBO BIIHECTH [0 cHeUu(piKd PUHKY YOPHOI
MeTayprii, € BeTUKUH BIUIMB CE30HHOCTI Ta MOTOAHUX YMOB. OCKIJIBKM IOMHUT HA PUHKY
JIOBrOMIPHOI1 CTajeBOi MPOAYKIIIi € TOX1IHUM B1Jl IONMUTY Ha Oy/A1BEJIbHOMY PUHKY, TOK MPOJIaxKi
IIIJIKOM 3ajieXkaTh BiJl MOYATKY 1 3aKiHUEHHsS OyJiBEIbHOTO CE30HY Ha YKpPaiHCbKOMY PHMHKY, 1
pUHKaX, KyAd HIANPUEMCTBO €KCIOPTye MpoAyKIlito. [lorogHi yMoBH TakoX y 3HauHINA Mipi
BIUIMBAIOTh HA TPAHCIIOPTYBAHHS METAJIONPOYKIIIi, IK B MeKaxX KpaiHH, Tak 1 0COONMBO MpH i1
eKCIIOpTI B HaMOLIbII BigAalieHl KpaiHW, OCKUIBKM OCHOBHMM TPAaHCIIOPTHUM 3acO00M IS
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HepeMillleHHs] JOBFTOMIPHOT'O CTaJIeBOro MPOKATy y BlAJIAleH] PEerioHH € MOPChbKHUM TpaHCIOPT.
Binrak, Metanonpoaykiist Ha 60pTy CyJHa CXHJIbHA IO BIUIMBY MOTOJAHUX YMOB Ha MOPI.

Ha ocob6nuBy yBary 3aciyroBye BIUIMB YIIaKOBKH, YMOB 30€piraHHs, TpaHCIOPTYBaHHS
Ta 1HIIMX 30BHINIHIX ()aKTOpiB HA SKICTh MPOAYKIiI, 1 BIACTUBOCTI Ta 30BHILIHIA BHUIJISI.
OCKUTbKM OCHOBHUMHM KIHIICBUMH CIIOKHMBavyaMHU JIOBIOMIPHOTO METAJIONPOKATy € OyiBeNbHI
KOMITaHii Ta iHII BUPOOHHKH, Ui HHUX 30€pEKEHHS BIIACTMBOCTEH MPOAYKIII € OIHUM 3
TOJIOBHUX KPUTEPIiB MPU MPUHHATTI PIIICHHS PO MPUI0aHHS TAKOi MPOTYKIIIi.

J10 IbOTO CITiJT TAKOK TOJATH, SIKIIIO PUHOK ITOCEPEIHUKIB Ta CII0KUBAYiB METATypriiHOL
MPONYKIIi € JOCHUTh JWHAMIYHHUM, Ha HBOMY TIOCTIHHO 3 SBISIFOTRCS HOBI TpaBlii,
PECTPYKTYPYIOTHCS Ta 3HHKAIOTh BXKE ICHYIOUi, TO PHHOK TIOCTAYaJIbHUKIB € BiJIHOCHO CTaJIHM.
Tak, B Cy4acHUX COL1aJIbHO-€KOHOMIYHUX YMOBaX CTBOPEHHS HOBOI'O IIANIPHEMCTBA-BUPOOHHUKA
BUMAara€ 3HAYHUX IHBECTHIIH, HAsSBHOCTI 3py4HOi CHPOBMHHOI 0a3uM Ta pPO3BUHYTOI
iHppacTpyKTypu. 3aKpUTTA ICHYIOUHX ITiANPUEMCTB-BUPOOHUKIB TaKOX MOTpeOye 3HAYHUX
(iHaHCOBUX pecypciB, 0COOIMBO SIKIIO L€ CTOCYETHCS MiAMPUEMCTB TOBHOTO METAypTiiHOTO
nukiy (icHyroul MPHUKIAaU 3aKpUTTS AIF0YMX MIANPUEMCTB € HACHIIKOM CKopime ¢opc-
Ma)KOpHUX 00CTaBHH, HiK 00’ ekTUBHUX (hakTopis) [11].

Bci BumeszaszHaueHi (akTopu 3HAYHUM YHHOM BIUTMBAIOTH Ha KUIBKICTh KOHKPETHUX
3ac001B MPOCYBaHHS METAIONPOAYKIIii, Yac Ta CTYIIHb iX 3aCTOCyBaHHs. Tak, HAa CbOTOHIIIHIH
Yac MiANpHUEMCTBA BUKOPUCTOBYIOTH, Y OLIBbININ UM MEHIIiH Mipi, HACTYIHI 3ac00M TIPOCYBaHHS
MPOIYKIIii.

1. Ipsimi mponaxki. OnuH 3 HARMOMYJSAPHINIMX 3aCO01B MPOCYBAHHS MPOIYKIIil HA pUHKY
4opHOI MeTanyprii. BukopucTaHHS MIATOTOBIEHUX MEHEKEpIB 3 NPOJaxXy, SKI MOXYTb
OJIHOYACHO TPOPCKIAMyBaTH, WPE3CHTYBATH MPOAYKIII0O 1 MiJIPUEMCTBO, a TaKOX
Oe3rocepeIHhO BIUIMBATH HA XiJ] IEPETrOBOPIB 13 KIIIEHTAMU € JIOCTAaTHBO €(PEKTUBHUM 3aCOO0M.

OTxe, HaWOUIBII  aKTyaJIbHOIO JJISI  TPOMHCIOBUX  MIJIPUEMCTB, 30KpeMa
MeTaypriiHux, € npodieMa MOMIYKy BUCOKOKBaJI1()iKOBAaHOI'0, MOTHBOBAHOT' 0, KOMIIETEHTHOTO,
HE JIMIIE y Talxy3i MEHEIKMEHTY 1 MPOJAXiB, a i y TEXHOJOTIYHUX Tpolecax BHPOOHUIITBA
METaJONPOAYKLi, KJIIEHTOOPIEHTOBAHOTO Ta aJlaITUBHOIO J0 3MiH IpalliBHUKA. 3arOCTPEHHS
KOHKYPEHTHOI 0OpOThOM Ha rajay3eBOMY PUHKY, IIBHJKa 3MiHa MOTPeO 1 3aUTIB BUOATrIMBUX
CHOXHBAYiB CHOHYKa€ TON-MEHEIKMEHT IPOMHUCIOBOIO MIJIPUEMCTBA ONTHUMI3YBaTH M
YIOCKOHAJIIOBATH KaJpOBY MOJITHKY. MeHeIkepiB 31 30yTy IOLUIBHO BITHECTH AO KaTeropii
KOHTAKTHUH TMepCOHaJ, IO OPIEHTOBAaHMN Ha I1HJIUBIAYalli3allif0 MPOMO3UILIl y JOCATHEHHI
MaKCHUMaJIbHOTO 3aJI0BOJICHHS 3alUTIB 1 MOTpeO KimieHTa. Takuit miaxia A03BOJIE€ PO3IIISIATH
MEHEKEPIB 3 MPOAAXKY K OCHOBHY CIIOJyYHY JaHKY MK MiJIPUEMCTBOM 1 CIIO)KMBaYeM HOTo
MPOYKIIi, 110 MOKJIMKaHa 3/11iCHIOBATH MapKeTUHIOB1 (QyHKIIT 1 BUOY/IOBYBaTH BITHOCUHU MIX
yciMa KOHTAaKTHUMM ayJUTOPISMU MiJNPUEMCTBA 3a/Isl JOCATHEHHS IMOCTaBJICHUX IUIed 31
30yTy. Bix HBOro 3anexuTh pe3yabTaTUBHICTh IISIBHOCTI MIiANPUEMCTBA, SIKICTh POOOTH 3
KJIieHTaMH, (OpPMYBaHHs MONUTY, CTBOPEHHS 1 JJOHECEHHS MapKeTHHIoBOi iHdopMarii a0
CMIOXKMBAYIB, a BIATAK JIOSUIbHE I1X CTaBIEHHS JO0 MIANPUEMCTBA 1 MPOAYKIiI, M0 HUM
HPOIOHYETHCS.

Kopnopanii CIIIA BUKOPHCTOBYIOTH TaKy KOHIIEMIIO PO3BUTKY, sIK «top grading»
(BimOip  kpammx), 3rigHO 3  SKOK  pI3HUIOS MDK ~ KOHKYPEHTOCHPOMOXXHHM 1
HEKOHKYPEHTOCITPOMOYKHHUM T AMTPUEMCTBOM TOJISITAE Y 37aTHOCTI MEPIIOTO 3HAWTH, HAHATH Ta
MiBUIIUTYA y TOCAJ1 BHKJIIOYHO HAMKpAIIuX CIIiBPOOITHUKIB, BPaXxOBYIOUYHM BJIACHI MOTPEOH,
OJIHOYACHO M030aBJISIFI0YNCh HU3bKOIPOIYKTUBHUX MPALlIBHUKIB. Y pe3yibTaTl [bOTO BUHHUKAE
notpeda y IBUAKOMY Ta ePeKTUBHOMY Mi100pi HEOOXIAHUX KaIpiB.

OTXe, OCHOBHOIO 3aJ[au€l0 KOHTAKTHOTO MEPCOHATy METaNypriifHoOro miAnpueEMCTBA €
3a0e3meueHHs] BUCOKOI SIKOCTI OOCITYyrOBYBaHHS CIIOKMBAUiB Ha BCIX CTaisIX B3a€MOMIl MiX
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HUMH, TOYMHAIOYHX BiJl IEPIIOTO KOHTAKTY, IO BIIMBAE Ha (POPMYBAHHS CHCTEMH OUYiKyBaHb 1
BpaXeHb, NPOAOBKYIOUM (POpMYBaHHSM 3aMOBJICHHS 1 MPOMOHYBAHHSM KpallMX yMOB
MOCTA4YaHHS 1 OTUIATH, 3aKIHUYIOUH CYIPOBOJIOM KITIEHTa Ta (JOPMYBAHHSIM HOTO JIOSUTBHOCTI.

B crpykTypi KOMMETEHINH, IO BiII3EPKAIIOE CTpPATETiio, I[IHHOCTI Ta KOHKYpPEHTHI
nepeBarn MpPOMHCIOBOTO IiIIMPUEMCTBA, 3HAXOAATHCS HACTYNHI BUAM KOMIIETEHIH #oro
KOHTaKTHOTO MEePCOHANY:

1) kopriopaTUBHI — 3arajbHi Ui BChOTO MiANPUEMCTBA, IX OCHOBY (DOPMYIOTb 3710HOCTI,
IIIHHOCTI Ta YCTAHOBKH, 1110 XapaKTEPHU3YIOTh JIOJUHY SIK OCOOUCTICTD;

2) npodeciiiHi, OCHOBY SKMX (OPMYIOTh 3HaHHS 1 BMiHHS, SIKI XapaKTEPU3YIOTh JIIOAUHY
sk ipodecionana, a He sIK OCOOUCTICTh:

- KIIIEHTOOPIEHTOBAHICHI (3HAHHS, BMIHHS, HaBUYKH Ta JOCBIJ, HEOOXITHI s
BUSIBJICHHS 1 HAHKpAIOro 3aJI0BOJICHHS MOTPEO KJIi€HTa 1 JOCATHEHHS MApKETHHTOBHUX IIIICH
HiAPHEMCTBA);

— MEHE/KEepPChKi (3HaHHS 1 BMIHHS, HEOOXITHI KEpIBHUKY s eQEeKTUBHOI
oprasi3arii JisUTbHOCTI1, CBO€T Ta CIIBPOOITHUKIB i IMTPUEMCTBA);

- npouecHi (BMiHHS, HEOOXiTHI Il B3a€EMOJIl 1 JOCATHEHHsSI pPe3yJibTaTiB 3
ypaxyBaHHSIM MPABUJI i CTAHIAPTIB POOOTH IiIPHEMCTBA);

— TEXHI4HI (3HaHHS PO 00’ €KTH Ta YMIHHS KOPUCTYBATHCh Cy4aCHOIO TEXHIKOIO Ta
MpOorpaMHUM 3a0€3MECUECHHSIM).

3 ypaxyBaHHSIM Ha3BaHUX BUJIIB KOMIIETEHIII MOXKHA MOOYAYBaTH MOJIENIb KOMIIETECHIIIi
KOHTaKTHOTO TiepcoHay (MeHEemKepiB 31 30yTy), sfKa MOXE SBJISITH COOOI CYKYITHICTB
KIIFOYOBUX KOMIIETEHIIH, HEOOXITHUX MJis HAWKpalmoro BUKOHAHHS 3aBIaHb Ta (YHKIIIH,
HEOOXITHUX JUIs BUpIMIEHHS Oi3HEC-3aBllaHb, JOCATHEHHS MAapKETHHTOBUX IUICH 1 YCIIXy
MIJIPUEMCTBA Ha pUHKY. [Ipy 1boMy HEOOXiZHO OCOOIMBO MMJKPECIUTH KOMILICKCHHMA
B33a€MOIIOB’ SI3aHUN XapakTep MpoeciiiHuX 1 0COOMCTICHUX SKOCTEH KOHTAKTHOTO IEPCOHATY
(puc. 7).

Jlisi MOCSATHEHHS MOCTABJICHUX IIed Ta 3aBJaHb IMPOCYBAaHHSA 1 30yTy MpOIYyKIii
IPOMHUCIIOBOTO IMiITPUEMCTBA KOHTAKTHUI TIEpCOHAN MOBUHEH CAMOCTIMHO MJIaHyBaTH CBOI [ii,
a TaKOX IIBUAKO aJanTyBaTHUCh JO CHTyallii, IO CKJIalachk y TMPOIECi BCTaHOBICHHS
KOMYHIKaIlill 31 CroKMBaueM B iHTepecax HiANPHEMCTBa-BUpOOHMKA. BiaTak LiHHICTH HOTO
BKJIaJly BHM3HAYA€THCS TUM, HACKIUIbKM MpPaBWIBHO BIH PO3YMIE€ CBOIO POJb 1 HACKUIBKU
palioHaJIbHO BUOMpAE NUISIXU JOCATHEHHS HaMmiueHux 1ineil. Came ToMy OiIbINICTh KOMMIaHIH
MIOCTIMHO 1HBECTYE B PO3BUTOK (DPOHT-JIAH MEpCOHATy, TAKOTO SIK MEHEIKEPH 3 IPOAAKY,
BUKOPUCTOBYIOUH JIJIsl LIbOT'O: IPOILIOBI T HETPOILIOBI OOHYCH, TPEHIHTH Ta IPOTPaMH PO3BUTKY,
MOIIYK Ta 3aJy4eHHS] MEHEKEPIB 3 MPOJaXy BiJ KOHKYPEHTHUX KOMITaHIN Ta 3 IHIIUX Tally3ei.
[Toripu poO3MOBCIOJIKEHICTh BUKOPUCTAHHS METOJy NMPSMHUX NMPOJaKiB, HEAOMIKH HOro TaKOX
CYTTEBI Ta BKJIIOYAIOTH 30UTHIICHHS 3aJI€KHOCTI B MEHEIDKEPIB 3 MPOJaXKy, OOMEKEHY
MOJKJIMBICTh 3aJy4eHHs HOBUX KJII€HTIB (JIMIle BEIHMKI KIHIIEBI KJII€EHTH Ta TMOCEPEIHUKH),
301IBIIEHHS] HAIIPYXEHHS B CEpeIMHI KOMIIaHii, uepe3 HaJlaHHs MEHeIKepaMm 3 IPoAaXy OLIbII
NPUBIJIEHOBAHOIO CTATYCY.

2. [Ipstmuit MapkeTHHT. BigHOCHO nonymsipHUiA criocid MpoCcyBaHHS NPOAYKILii, OCKIIbKU
JI03BOJISIE 32 KOPOTKHM Yac mpoiH(OopMyBaTH KOJIO IIIbOBUX Ta MOTEHUIHHUX crioxkuBaviB. Llei
3aci0 3aCTOCOBYeThCS Y GOpMI aipeCHUX 3BEpHEHB SIK Y MPSMOMY (TBepAa 1 BiibHa odepTa), Tak
1 3BOPOTHOMY MOPSAKY (aKment i 3aMoBieHHS). OTxke, MpSIMUNA MapKETUHT, 1€ MisUIbHICTS,
Opi€HTOBaHa Ha BCTAHOBIIEHHS OE3MOCEPEIHBHOTO 3B’SI3KYy MK KOHTAaKTHHUM IIEPCOHAIOM
HiAnpreMcTBa (HANPHUKIAJ, MEHeKepaMu 31 30yTy) 31 CHOXHBauaMH, y T.4. 33 JIOIIOMOTOIO
IHTEpAaKTUBHUX KOMII FOTEPHHX CHUCTEM Ta IHTEPHET-TeXHOJOrid. BinmosimHo, mboMy 3aco0y
NOPOCYBAaHHS NPOAYKIIl MpUTaMaHHI OIbII BHCOKAa JOCTOBIPHICTh IIBUAKOOTPUMAHOI
iH(dopmalii, a TaKoX JOCHUTh BUCOKHI pIBEHb JOBIPHM MIXK INPEACTaBHUKOM MiANPUEMCTBA-
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BUPOOHMKA METAIONPOAYKIi (MeHemkepoM 31 30yTy abo ¢ipMOIO-TIOCEPETHUKOM) 1
CHOXHBaYeM (IPOMIKHUM YU KiHIICBHM).

A 4

BusiBienHs i Halikpanie 3aJ0BOJICHHS
moTpe0 1 3aMKTIB CIIOKHUBaYa
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A 4

Y CBiTOMIICHHS CBO€T POJIi Y BAPOOHUYMX BiTHOCHHAX 1
i1 BIUTMB Ha SKICTH Mpalli, aHATI3 PE3yNbTaTiB CBOET
JISTIBHOCTI 1 IX KOperyBaHHS

Pucynok 7 — B3aeMO03B’ 130K KOMIIETEHIII KOHTAKTHOTO MTEPCOHATY Y JOCATHEHHI IiJIel Ta
3aBJIaHb MPOCYBAHHS 1 30yTYy MPOIYKIIii TPOMUCIIOBOTO MiANPHEMCTBA (A8MOpPCcbKa po3pooKa)

BukopucranHs npsMoro MapkeTHHIY y NMpOCYBaHHI HPOAYKIII J03BOJIsI€ MOOyAyBaTH
e(eKTUBHY B3a€EMO/III0 MEHEKepa 31 30yTy MPOMHUCIOBOTO MAMPUEMCTBA 31 CITOKHBAYaMU HOTO
npoaykuii. /11 nporo He0O6XiHO:

1) moHeCcTH TOBIMOMJICHHS Ta OOINSMHKH IMOJ0 SAKOCTI TMPOAYKINI Ta TapaHTii
HiANPHEMCTBA-BUPOOHHMKA Yepe3 HOoro mnepcoHan 10 MOTEHLINHOI ayauTopii KOHKPETHOTO
CerMEHTY YU PUHKY B IIIIOMY;

2) MO3UI[IOHYBATH CIIBPOOITHUKIB MiAMPUEMCTBA, SIK €KCIIEPTIB y CBOT Tany3i;

3) 3nilcHUTH ePEKTUBHHI TPOMOYIIIH Ta 3a0€3MEUYNUTH MPUCYTHICTD Y CIeiali30BaHUX
BUJIaHHSM Ta Ha BeO-CaliTi MO3UTHUBHUX BiA3UBIB 100 MPO(deCiHHUX 3AaTHOCTEH IEPCOHATY Ta
AKOCT1 00CITYrOBYBaHHS KJIIEHTIB;

4) noHeCTH [0 KITIEHTIB AyMKH MPO Te, IO iM MOMACTHIO CIIBIPAILIOBATH 3
MeHeKepaMH 31 30yTy Ta 1HIIMM KOHTAaKTHUM IEPCOHAIOM caMe JAAaHOro MiNPUEMCTBA, L0 Y
HiICYMKY J103BOJIsi€ ¢()OpPMYBATH 1HIUBIAYaJbHUI OpeHA CHIBpOOITHHKIB Ta KOPHOpPATHUBHUMN
OpeH]1 MiIMPUEMCTBA.

Takox 1e#t 3aci0 MpocyBaHHS € aKTyaJbHUM IIPU BUXOJ1 HA HOBI PUHKH, JJO3BOJISIOUN
3poOuTH OuTbIl e(QEeKTUBHUMH TOWIYKHM MOTEHUIMHUX KOHTPAareHTiB, a TaKoX Horo
BUKOPUCTAHHS € IIJIKOM OOIPYHTOBaHMM IPH ICHYIOUUX 30BHIIIHBOEKOHOMIYHHUX BiTHOCHHAX.
Ane, Ha BIIMIHY BIJl peKJaMH, BUKOPHCTOBYETbCS SK HOBHMHM HIANPUEMCTBAMM, TaK 1
ICHYIOYMMH, TIPH LIbOMY B OCTAaHHHOMY BUIAJIKY IPH MPOBEAEHH] aKIii NpSIMOro MapKeTHHTY
MOJKJINBO HAmpsiMy BKa3yBaTH OCHOBHI I€pEBard IMiIMPUEMCTBA, POOUTH TOCHIIAHHS Ha HOTO
penyrauito. [Ipote, nanuii 3acid mpocyBaHHS Ma€ CyTTEBI HeAOMIKH. Tak, MiANPUEMCTBA, AKi
OTPUMYIOTh COTHI Ta THUCAYl JIUCTIB 1 Te€JIEPOHHUX JA3BIHKIB 13 MPOMO3UIIISIMU HapTHEPCTBA,
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MOXYTb IPOCTO iX ITHOPYBaTH a00 PO3LIHIOBATH AK criaM. TakuM YnHOM, 3a3HaUEHUI 3acib Mae
BIJIHOCHO HEBEJIMKY KOHBEPCIIO.

3. InrepHer-komyHikamii, mudpouii mMapketunr ta SMM. lleit 3aci6 mpocyBaHHS
MPOMYKIIIi HA PUHKY 3aCIyTOBY€E Ha OCOOJIMBY yBary, OCKUIbKH 1HTEPHET 1 MUGPOBI TEXHOJIOT1]
YMOXXJIUBIIIOIOTh HOBY 1HIYCTpiaibHy peBoionito. Omxke, mudpoBa Tpanchopmaris crae
ocHoBor Iumyctpii 4.0. 30kpema, OUIBIIICTh €BPONEHCHKUX IPOMHUCIOBUX ITiANPHEMCTB
3MIACHIOIOTH JIJUKUTANI3ali0 (MPOHUKHEHHS MU(POBUX TEXHOJIOTIH) onepamiifHuX MpoLECiB.
Taki HOBITHI 1H(OpMaIliiiHI Ta TUPPOBI TEXHOIOTII, K IHTEPHET peyei, XMapHiI OOYHCIICHHSI,
Benuki nani (BigData), amami3 manux, poOoTH3amis, ITy4HU#l iHTenekT Ta 3D-npunTep
BIJIKPHBAIOTh HOBI TOPU3OHTH JJIS NMPOMHCIIOBOCTI, MiABUINYIOUM ii €()EKTHUBHICTh MIITXOM
YIOCKOHAJICHHSI TEXHOJIOTTYHUX TPOIECIB 1 pO3POOJICHHS IHHOBAI[IHHUX MPOJYKTIB Ta MOCIYT
[18]. Omxe, nudpoBuii MapKeTHHT € (GOPMOIO IMILJIEMEHTAIll MapKEeTHHIOBOI IisSUIBHOCTI 3
BUKOPHUCTAHHAM IU(PPOBUX KaHANTIB, sSK: [HTEpHET, JIOKaIbHI MEPEkKi, KOMIT IOTEPH, MOOLIbHI
tenedonu, nudppoBe TenebadeHHs, pekiaMHi AuCIUiel, iHTepakTuBHI ekpanu, POS TepMminanu
[21]. Tlepemiueni uwdpoBi TEexXHONOTIT 1 KOMYHIKALidHI KaHAJIU TO3BOJISIOTH CYy4acCHUM
CIIO’KMBaYyaM:

- no-mepiie, OyTH 3aJydeHUMH Y NpPOIECH CTBOPEHHS JOJAHOi BapTOCTI Ta
YIpaBIiHHS JIAHLIOTaMU TIOCTa4YaHb;

- HO-ApyTe, BOHU CIPUSIOTH IEPCOHATI3aIli{ MPOIIOHYBaHHS MPOIYKIIii CIIOKHUBAYY;

— MO-TPETE, O3BOJIAIOTH MIJABUIIUTU pPiBEHb O€3MEKM Ta IMEBHOTO KOMGOpTYy
(Hampukiaa, y 3iHCHEHH] 3aMOBJICHHS Ha TIOCTaYaHHsI HeOOX1JHOT KITbKOCTI MPOYKIIii 3 Oyb-
KOl KpaiHW, BIJACTEXKEHHI IOro BHMKOHAHHS, OIEPATHMBHOIO MPHUUHATTA PIlIEHb MI0J0
JIOTICTUYHOTO 320€3MeUYeHHs POoLeCy BUKOHAHHS 3aMOBIICHHS HE BUXOAYH 3 IOMY 4H 0Qicy);

- MO-4eTBEepPTE, JO3BOJIAIOTH 3/IHCHUTH IMPOLECH BUPOOHUIITBA MPOAYKIi OLIBII
€HEepro- Ta pecypcoeGeKTUBHUMHU;

— MO-1’SITe, JO3BOJSIIOTH 3 BHUKOPUCTAHHSAM PI3HUX TEXHIYHUX 3aco0iB
(komIT’t0TEpa, HOYTOYKA, TUTAHIIETa, MOOITLHOTO TenedoHa) 1 MOOUTBHHUX JTOAATKIB 3pOOUTH
O11b1 €(peKTUBHUMU MPOIIECH MPOCYBAHHS 1 30yTYy MPOIYKIIii TPOMHUCIOBOTO MPU3HAYEHHSI.

OcHOBHUMH TiepeBaraMu IU(PPOBOTO MApPKETHHTY, SKHHA JIO3BOJIIE  JOCATTH
MEPCOHATI30BAHOTO CTaBJICHHS J0 KOPHUCTYBadiB, €: aJPECHICTh, TOYHA OILIHKH €(EKTUBHOCTI
CalTy 3 BUKOPHCTAHHIM PI3HOMaHITHUX CHCTEM CTAaTHCTUKH, YiTKE BU3HAYCHHS, Ha KU TOBAp
1 3 SKUMH T[apamMeTpaMu ICHye TIONHUT, PEaKTUBHICTh TMOKYNKU. JIIs JOCATHEHHS
MIEPCOHATI30BAHOTO CTABJICHHS JI0 CIIOKMBada BUKOPUCTOBYIOTHCS HACTYIHI 1HCTPYMEHTH
ugpoBoro mapketuHry: SEO; koHTekcTtHa pexnama; SMM; SMO; Big Data; peraprerinr;
MOOUTFHHI MapKETHHT; BIpYCHHI MapKETHHT; eJIeKTpoHHa momTa [18, 21].

[Tonpu 3a3Ha4yeHi NO3UTHUBHI CTOPOHHU, ICHYIOTh 1 HETaTUBHI MOMEHTH BiJl BAKOPHCTaHHS
HIAIPUEMCTBAMU [UPPOBUX TEXHOJIOTIH, 30KpeMa y MPOCYBAaHHS BUTOTOBJICHOT IPOAYKIIIT.

J1o ocHOBHMX Mpo0eM, yepe3 sIKi IPOMMCIIOBI MIANPUEMCTBA HE MOXKYTh Y TMOBHIHN Mipi
BUKOPHCTOBYBATH LIM(PPOBI TEXHOJIOT1i, MO’KHA BIJTHECTHU:

1) BifiCyTHICTH JAeTajell Ha NUIIXY BIPOBAKCHHS. ICHYE KOHCEHCYC 11010 IH(POBOTO
OaueHHs, ajie MaJio 00rOBOPEHb PO Te, K MEPEUTH BiJl TOTOYHOTO CTaHy J0 I[bOT0 OaYeHHS;

2) CIpUMHATTSA BHCOKUX BHUTpar. CHpUNHATTS TOTO, IO MPOEKTH, ToB's3aHi 3 IT-
CUCTEMaMH, YacTO OOIIAIOTh OUIbIle, HIXK Jat0Th, MOXKYTh MPU3BECTH JI0 3aTPUMKHU MPUUHSITTS
pilIeHb 1010 CTBOPEHHS U(POBOI 1HII[IATHBY;

3) He3po3yMija MiA3BITHICTH 1 BIAPWB BiJ MOTOYHOI omeparliiHoi mojeni. BracHuku
U(PPOBUX MEPETBOPEHb YAaCTO HE3PO3YMiNi, 1 CTapTOBI YMOBHU Ui 3iHCHEHHS LU(POBUX
orepariii HeCyMiCH1 3 TPUHIIUIIOBO 1HIIUM CIOCOOOM (PYHKIIIOHYBaHHS MiANMPHUEMCTBA;
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4) HenpaBWILHO BU3HAUeHa Oi3HeC-MOo/1eib Ta Oi3Hec-Kkelic. CKENTHIIN3M 3aIIUIIAE€THCS Y
MUTaHHSIX BiJ JIAEpCTBA A0 HAAIMHOCTI Oi3HEC-Keicy Iuisl mu(pPOBUX TEXHOJOTIH 1 TOTO, SIK
BHUIVISIIATHME HOBA Oi3HEC-MOJEIb;

5) BingcytHicTh 1HQPOBOI OCBiTH Ta po3yMiHHA. Lle Moxe cHpuUMHHUTH HeOaKaHHS
3MIHIOBATUCS 200 NOCHIIIUTYU Peali30BYBATH I1OCh Yepe3 OaxkaHHs BUSBUTHCS IPOIPECUBHUM;

6) aucTaHLiHE NPUUHATTS PIICHh CTBOPIOE JUCOHAHC 3 MICIIEBUM KEPiBHHUIITBOM.
[TuTanHs, 0 BUHUKAIOTh: KYJIbTYPHI TPYIHOLIl HOBUX TUCTAHLINHMUX ONepaliifHuX MOJEIEH,
HeOaKaHHS BU3HATH JIICPCTBO 30BHINIHIX KOMaH/I, & TAKOK HEOOI[IHKA BUMOT JI0 PeCypcCiB Ta
JTAHUX;

7) cHCTeMH JaHUX HE MAIOTh 3PUIOCTI VIS MIATPUMKU MallOyTHBOTO OaueHHs1. KitouoBoro
po0JIeMOr0, sIKa BiIIAISE JOCATHEHHS [UGPOBOro MaOyTHBOTO, € SKICTh JIAHUX, JTOCTYITHUX
JUTS IPURHATTA PillIeHb, SIKi MOXKYTh OYTH HENOCiIOBHUMU;

8) cucremu Ta mpoIlecH, AKi BK€ iICHYIOTh, HE ONTHUMI30BaHi. 3HauHi IU(GPOBI BiZOUTKH
YaCTO BXKE ICHYIOTb, 1 JIiIepH MOBUHHI 3p03yMITH, YOMY BOHH HE BUKOPUCTOBYIOTHCSI TIOBHICTIO
nepes BIPOBAPKEHHSIM HOBHX IiIXO/IIB.

3rifHO aHANITUYHOMY 3BITY CBiTOBOi KOHcanTuHTOBOi KommaHii IDC, sxmo gepe3 10
pOKiB KoMIlaHii He mepeiayTh Ha nudposi Texnonorii, To 40% 3i cnucky 500 HaiibaraTmmx
KOMIIaHi{ CBITY 3a peiiTuHroM S&P nmpocTo 3HUKHYTh B3araii.

Peauii BITYM3HSHOTO PUHKY, Ha SIKOMY, 3TiIHO OLIHKAaM €KCHEpTiB, A0 IHTEPHETY Ma€
zocTyn OJM3bKO 22 MJIH.YOJ. 13 42,5 MIIH.YOJI., @ TAKOXK B1IMIYA€ThCSI JOCUTh BUCOKUN PIBEHb
HEJIOBIpM HACEJICHHSA, €KOHOMis Ha Xai-TeK 1 KOPOTKHH TOPH30HT IUIAaHYBaHHS, [EIIO0
CTPUMYIOTh IIMPOKE 3aCTOCYBAHHS IHTEPHET 1 HU(POBUX SIK HACEIEHHIM, TaK 1 IPOMHCIOBUMHU
nianpueMcTBamu. Came TOMY OiIBIIICTh BITYM3HSHUX HMPOMHCIOBUX MiJIPUEMCTB, 30KpemMa
METaJypriiHuX, [UId TPOCYBaHHS BJIACHOI NPOAYKIII 1 TMO3UILIOHYBAHHA Ha PHUHKY
BUKOPUCTOBYIOTH Oitiitai BeO-caiit. [IAT «ApcenopMirran Kpusuii Pir» He € BUHATKOM.

Ha BeO-caiiTi mianmpueMcTBa, OKpiM iHIIOI KOPUCHOI iH(OpMaIllii, aKTHBHOIO € BKJIAJKa
«KitienTam Ta maptHepam». 3aiIIOBIIN HA BINOBIHY CTOPIHKY KJII€HTH 1 TOTEHIIIHI TapTHEPH
3MOXYTh O3HAHOMMTHUCH 3 YCIM aCOPTUMEHTOM MPOAYKIi, AI3HATUCH PO TE, IO HEOOX1THO
3poduTH, abu cTaTH MOCTAa4aJIbHUKOM HIANPUEMCTBA, HABEJEHO KOHTAKTHUX 0C10 3a odicamu
OpojaxiB 1 CKJIaJaMM TOTOBOi MPOJYKLIi, a TaKoX € MOXJIUBICTb JJs CIOXHBaya
METAJIONPOAYKIII OTPUMATH 3BOPOTHHUH 3B'SI30K 3 MIJIPUEMCTBOM 4Y€pe3 KOHTAKTHY OCO0Y.
Takox Ha Lii CTOPIHII KIIEHT MOXE 3IUIINTH pEeKIaMallilo y HaBeIeH1i akTUBHIN Gopmi (puc.
8).

VY uinomy anani3z BeO-caiity IIAT «ApcenopMirran Kpusuit Pir» no3Boise niiitu
BHUCHOBKY, 110 1HTep(elic calTy 3pydHUN AJi KOPUCTYBAHHSA, a HOTO 3aCTOCYBaHHS y IpoLect
NPOCYBaHHS MPOAYKLIT cripusie 30UIbIIEHHIO 00CATIB MPOAaKy METAIONPOIYKIIii HIAPHEMCTBA.

[lonpu HeBeNUWKY pO3MOBCIOKEHICTh MAapKETHHTy Yy coliadbHuX Memia (SMM-
MapKeTUHTY) cepel IMPOMHUCIOBHX MIANPUEMCTB 3arajoM, YKpaiHChbKI BUPOOHUKH BXKe
BUKOPHUCTOBYIOTh coIliasibHI Meaia. Tak, cepel po3MISIHYTMX HamH TipHUYO-METalypridiHUX
HiANPUEMCTB KOXKHE Ma€e oQiliiiHnii BeO-calfT, a OLIBLIICTh 3 HUX TAKOX MPUCYTHI Y COLIATIbHUX
Menia. Ha cporoanimHiii AeHb MiINPUEMCTBA TAaKOX JI0JATKOBO BUKOPHCTOBYIOTH HOBITHI
METOAM IHTEPHET-NPOCYBaHHS, Taki K MyOJiuHi kaHamu y Viber. IIpoTe, Ha naHMii MOMEHT,
MOTIPHU JOCTaTHHO IIUPOKY NPUCYTHICTh MIANPUEMCTB TIPHUYO-METAIYPriiiHOI Taly31 y Mepexi
IHTepHET, KOMITaH11 HeZIOCTATHRO BUKOPUCTOBYIOTh HasIBHI peCypcH, 3/11HCHIOI0YM KOMYHIKAIIiIO
B IHTEpPHET JIMIIE B OJHOCTOPOHHBOMY TIOPANKY, abo sK mkepeno iHdopmarii mpo
HiANPHEMCTBO, 200 SK BI3UTHY KapTKy.

Otxe, mudpoBl TEXHOJOTII BXE € OJHUM 13 BU3HAYAIIBHUX METAaTPEHJIB Cy4acHOCTI,
PO3BHUTOK SIKMX B YKpaiHi jJuine po3novaBcs. ['paBiii TipHUYO-MeTaNypriiHoOi ramxy3i MOBHHHI
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NPUIHATA BUKIUKH, 3 SKUMU CTHKAIOTHCS, 1 aanTyBaTHCS 10 HOBHX Oi3HEC-MOJENeH CBOET
JISIIBHOCTI, CHOPSMOBAaHMX Ha PO3BUTOK audepeHiiiaii, 3a0e3nedeHHs] CTa0lIbHOCTI Ta
peHTabenbHOCTI B JIAHIFOKKY CTBOPEHHSI JO0JaHOi BapToCTi. J[Js BHpIIICHHS IUX MpoOiIemM
BOKJIMBO BHUKOPHUCTOBYBAaTH IHU(PPOBI TEXHOJIOTII, OJHAK, JIMIIEC ACSIKI 3 METalyprifiHuX
HiANPUEMCTB 3A1MCHIIN HEOOX1IHI 3MIHU Ta peaii3yBajy BiJIIOBIIHI IepeBary.
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Pucynok 8 — JleMoHcTpallis BKIAJAKH «KJIIEHTaM 1 HapTHepam» BeO-cailty
[TAT «ApcenopMirran Kpusuii Piry»

J10 OCHOBHUX 13 HUX CJIiJI BITHECTH:

1. YopaBninHsS pu3MKaMM Ta HecTaOUIbHICTIO. MeTanypriiiHi miAnpueMCTBA MOBHHHI
PO3YMITH X BILTUB Ha HECTAOTBHICT Ta PU3UKH, TIOB'SI3aH1 3 TAMYACOBUMU BIIMIHHOCTSIMU M1
[[IHOIO peaizallii cTam Ta [iHOK NMPUAOAaHHS CUPOBHHH, HA KOXKHOMY €Tarl JaHIfora J0JaHoi
BapTOCTI.

I1s HecTaOunbHICTH Oyna 0OyYMOBJIEHA PU3MKAMU Ta HEBU3HAUYEHOCTSAMH Y TIII00AIbHIN
MOpPCBKill TOpriBIi, MOPYLUIEHHAM JIAHIIOTa IOCTaBOK, a TaKOX COLIaIbHO-TIOJITHYHUMHU
MOJisSIMH B HOBUX KpaiHaX-MmocTavyajbHUKaX Ta KpaiHaX-3aMOBHHKAX. BKITIOYEHHS BHIUMOCTI
IIUX PU3MKIB J03BOJIMTH BUPOOHUKAM CTajl peasli3oByBAaTH CTpaTerii A YHpPaBIiHHS LUMH
pU3HKaMHU.

[ToBHicTIO OnU(POBAaHUNA JIAHIFO)KOK IMOCTAYaHHS, BKIIOYAIOUM BHUKOPHCTAHHS
TEXHOJOrH «MamuHu ani MamuH» (M2M) Ta reomnpocTopoBl TEXHOJOTIH, 103BOJIMTH
IPOMHCIIOBUM MiJANPUEMCTBAM Y PEKUMI pEaIbHOTO Yacy BiJICHIJKOBYBATH TOBAp 1 marepiai
4yepe3 00poOKy JaHUX. Y CBOIO Yepry BUKOPHCTAHHS aHATITHYHOT MPOTHOCTHYHOI CUCTEMH TS
CTBOPEHHS €(EeKTUBHOI CTATUCTHKH Ta IUIaHY JJIi MafOYTHBHOTO MOMUTY Ta MPOMO3HULIT TaKOX
JI03BOJIUTh BUPOOHMKAM CTasli 3aiMaTUCS OLIbII JOBMOCTPOKOBHUM, TOYHIIIMM IUIAHYBaHHSM,
po3pobATH Ol €pEeKTUBHI CTpaTerii 3aKymiBelb Ta BXXHBATH BiAMOBIIHHUX 3aXOMIB IS
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yIOpaBiaiHHSA OyAb-SIKHMU IPOTHO30BAHUMHU pPU3MKAMH, BKJIIOYAIOUM XEIKyBaHHS abo
BiJUy>KeHHsS akTuBiB. Ha 1omaTok g0 pU3MKiB, MOB'SI3aHUX 3 JAHLIOTAMH IOCTavyaHHS, iICHYE
0e37114 30BHINTHIX JHKEPEI pU3UKIB, HA K1 BIUIMBAE METANypriiiHuii 0i3Hec. Jlo HUX BITHOCATHCS
peryJroBaHHS, COLiaIbHO-EKOHOMIYHI ()aKTOPH, PO3BUTOK Taly31 KIII€HTIB, PO3BUTOK MPOAYKTIB
Ta 3MiHU KpUBOi BUTpaT. lJig ynmpaBiliHHS pU3HMKaMU Ta MOXJIMBOCTSIMU HEOOXiJlHA cHcTeMa
PAHHBOTO BHU3HAYEHHS MaOYTHIX TEHACHIIH, IIBUIKOTO aHAI3y CIEHapiiB Ta e(peKTUBHOTO
MEHEIKMEHTY U1 3HAXO/XKEHHS BIJAMOBIIHUX PIIICHb.

2. BukopucTaHHs 3pYIICHHS IIEHTPIB MOMHUTY Ta HOBUX MOJEIEW HOro 3a0BOJICHHS.
MO>XJIUBICTh METAypriiHOTO MiAMPUEMCTBA BIJNMOBIIATH 3MiHaM y TIOMHTI CIOXHBAYiB Ha
OCHOBHHX PUHKAX, III0 CIIOKUBAIOTH CTaJIb, CTAHE BU3HAYAIBHUM (PAaKTOPOM iX JJOBIOCTPOKOBOTO
ycmixy. MeTanypriiiHi  MiANpUEMCTBA TIOBMHHI OLIHHWTH, $K IIBUAKO BOHH MOXYTh
nepebanancyBaTu CBOi MopTdeni Ta CKOperyBaTH BUPOOHUYI MPOIECH 1 AKICTh MPOIYKIIii, sKi O
BIJINMTOB11aJTH IIIBUKOCTI 3MiH Ta CTYIIEHIO 3MiHU CBITOBOi €EKOHOMIKH.

Peanizariis Takux iHImIaTUB, K aBToMmaTw3ailis, a Takox iHterpamis IT Ta OT
(indopmarriiii Ta omnepariiHi TEXHOJOrIT), JO3BOJIUTh KOMIAHISAM IIBUIKO 30LIbIIYBAaTH a00
3MEHIIYBaTH BUPOOHUIITBO Y CBOIX BUPOOHHUYHUX LIEHTPAX, HE3aJEKHO BiJ Micls Ta yacy, moo
HIBUJIKO pearyBaTH Ha 3MIHH Y BUMOTaxX PUHKY.

[HTenexTyanbHa aHaNITHKA JO3BOJIUTH BUPOOHUKAM CTalll OPIEHTYBATHCS HA PUHKH, 110
PO3BUBAIOTHCS, 1 33JJOBOJILHATH MOTPEOM CHOXKMBAUiB, B YMOBaX, KOJM KOHKYPEHIIisS BCE IIIE
MEePEeLIKoKae 31HCHEHHIO 00’ €KTUBHOI OLIIHKYM puHKY. Hanpuknaz, komnanis Shagang Group
B Kurai iHimitoBana npoekt 3 OyIiBHUITBA TOPrOBEIbHOI IIAT(HOPMHU OHIAWH-TOPTIBII CTalli
«Jiulong». IlpoexT mnpusHadeHuii s iHTerpamii iHdopmarii, mHOB'sI3aHOI 3 TOPriBIEHO,
00pOOKOIO Ta BiIITPABKOFO, IO JIONTOMOXKE KOMITIaH1T MAKCUMAIIBHO 30UTBIITATH OOCSATH IIPOIaXKiB
Ta npubyTKoBicTh. AHanoriyHo Baosteel 3amyctus [llanxaiicskuii 3ami30pyIHUN TOPTOBEIbHUIMA
IIEHTP, 1110 € TOProBoro miargopmoro B [arepueti. Kommnanis ouikye 3apodutn 6au3sko 20% Bix
3arajibHOI CyMH TMPOJIaXiB Yepe3 OHIalH-TOpriBito 10 2018 poky. [HII MOXKIMBOCTI IpaBliB
BIPI3HUTH ce0e BiJl KOHKYPEHTIB BKJIIOYAIOTh IIEPEOCMUCIEHHS JOCBIAy KIIEHTIB Ta
NOCTavyalIbHUKIB Uepe3 HaJaHHS YHIBEPCAJIBHOIO UM MYJIbTHKAHAJIBHOTO JOCBIAY. BHYyTpimIHsa
1HTerpanis rpasuiB y chepi B2B uepes iHiLIaTUBH, 30KpeMa Takl K MOPTaj MOCTavyaIbHUKIB,
JIO3BOJIMTH 3a0€3MEeUNTH OLbII MIBUAKUNA JOCTYH 10 MOCTAadyalbHUKIB, CIIJIKYBATUCS 3 OLIbII
IIUPOKUM KOJIOM 3aIliKaBJIEHUX CTOPiH, 3a0e3rneuyBaTd Oe3MeKy Tmepeaadi Ta BHIAUMICTh
KOH(}1AeHIIIHUX TaHuX Ta iH(popMallii yepe3 kepoBany ii nepenaudy (MFT).

3. Hammipra mpomosumis. HanMmipHa Tpomo3uIlist  3arpokye  peHTaOeNbHOCTI
MeTaJypriiHOi MPOMHUCIOBOCTI Ta BEAE 0 3HM)KEHHS LIH HA MPOAYKIIIO 1 Map)Ki B CEKTOPI.
BupoOHukM crami MOXYTh BUKOPHCTOBYBaTH LH(pOBI pilleHHs, MO0 OIbII TOYHO
NPOTHO3YBAaTH IMPOIMOHYBAHHS Ta MOMUT HAa PUHKY, @ TAKOX MPOAKTHBHO IUIAHYBATH OCHOBHI
3aX0/11 y BIIMOBIJb HA YMOBH, 10 3MIHIOIOThCSI.

HenocraTHs mpo30opicTh y MUTaHHI KUTBKOCTI BUPOOHHMYMX IMOTY)KHOCTEH € OJHI€I0 3
IPUYMH ICHYBaHHS HAAMIPHUX BHUPOOHMYMX moOTyxHOcTell. Kwuralicbkka MeranypriiiHa
MIPOMUCIIOBICTh, 30KpeMa, He Ma€ YiTKOi BUIUMOCTI CTOCOBHO KJIBKOCTI 1 3araibHOi BHPOOHUYOT
MOTY)KHOCTI CBOiX MeTanypridiHux mignpueMctB. 30mmwkeHHs IT ta OT no3Bonuth Kparie
IHTErpyBaTH CUCTEMH JJIs IOTOKIB IOCTavyaHHsI, IepepoOIeHHs Ta pO3MOALTY, 1100 3a0€3MeUnTH
OUTHIII TOYHHM, IITICHUN TOTJISI] Ha JIAHITFOKOK TMOCTABOK B METaTypriidHIA MTPOMHCIOBOCTI Ta
BIUIMBATH HAa HBOTro. [HTerparmiiiHa ruiatgopma CHCTEM KIIEHTIB Ta MOCTaYaJbHHUKIB, Taka K
nuiro3 B2B, 3abe3neunth, KpiM mepeBar Ajig KIII€HTA, JOJATKOBHMA CIOCIO KOHTPOJIO Ta
IPOTHO3YBaHHS MOMUTY HA CTallb.

4. TligBumieHHsT TPOIYKTUBHOCTI Ta €KOHOMIYHOCTI. Peamizarfiss Takux iHINIATHUB, SIK
aBromaruzaris Ta texHomorii IT/OT, no3BOMUTH 3MEHIIUTH MOMUJIKH, MPOCTOI, TOKPAIIUTH
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SKICTh MPOAYKIIii, @ TAKOXK JJO3BOJIUTH BUPOOHMKAM CTaJi MIBHJIIIE PO3LIMPIOBATUCS 32 MEKaMHU
CBOT'O BHYTPILIHBOTO PUHKY Ta IIBHU/IIE JOCATATH KIIEHTIB. AHATITHKA TAKOX JOMOMOXKE TOUYHO
i1eHTH(IKyBaTH Ta BUMIPABIIATH HECPEKTHBHI MIPOIIECH.

TexHooTisI HATIHHOCTI Ma€ BaXIMBE 3HAYCHHS IS TOJIMIIEHHS a00 MiATpUMaHHS
OPOAYKTHBHOCTI Tpalmi Ha AII0YUX METaNypriiHuX MiANPUEMCTBAX, IO TAKOX CHPUATHME
MOKPAIICHHIO MTOYaTKOBOI €()eKTUBHOCTI HOBHX iHIIIATHB Ta mporleciB. Ile mae BupimagbHe
3HAYeHHS B IOTOYHHX TJI00aTbHUX TEHICHIISIX KOHCOMiAalii B KOPOTKOCTPOKOBIH MepCIeKTHBI
Ta 30CEePEHKCHHI Ha MABUIICHH] IPOYKTUBHOCTI Ta €()EKTUBHOCTI ICHYFOUOT'0 YCTATKYBAaHHS.

B ymoBax 3poctaHHs BapTOCTi poOOYOi CHIIM Ta BUTPAT Ha TEXHIYHE 0OCITYrOByBaHHS, a
TaKOX HHU3BKOI MapikKi, METalypriiiHi MiANPUEMCTBA MOBHWHHI 3BEPHYTH yBary Ha HHQPOBI
npono3uLii, mod 30epertu KOHKYPEHTOCTIPOMOXKHICTh. ABTOMAaTH3aIlisl KPUTUYHHUX IPOIECIB
3MEHIIUTh 3aJIeKHICTh OpraHizalii BiJ JIOJCHKOTO KamiTaldy, a TaKOoX 3MEHIIUTH BIUIMB Ha
NpaliBHUKIB PU3MKIB Tiri€HU 1 OE3MEKH mpalli Ta MOB'A3aHuX 3 HUMH BuTpaTamu. Hampukiarn,
3aBoj Dofasco ArcelorMittal y Kanaai ctBopuB HaitO1/IbIll aBTOMATU30BAHUN Y CBITI KHCHEBHIA
KOHBEpTep. 3a MiJICyMKaMH MIECTUPIYHOTO MPOEKTY KOMIAHisI TETep MOKE OTPUMATH TEPIy B
CBITI ITiY, sIKAa HE BUMArae py4Horo Bigdoopy rapsyoro merany. [HHOBalii B rainy3i BUpOOHUIITBA
CTaJIi CIPUSIIN NOJIMNIIEHHIO Yacy BUPOOHHUIITBA Ta SKOCTI MPOIYKIIii IPOTATOM OCTaHHIX HIECTH
pokiB. CbOroJIHI TOCIIIOBHICTh BUKOHAHHS BUPOOHUYHUX MPOIIECIB HA MIAMPUEMCTBI MTOBHICTIO
ABTOMATH30BaHA, 3 IMEPIIOr0 KHUCHEBOTO BIyBaHHS 1O KIiHI BUIUIABKU crami. Hanmilina
TEXHOJIOTISl JOTIOMOKE€ BHPOOHHMKAM CTalll TaKOX CKOPOTUTH Yac MPOCTOI0 Ta 3MEHIIUTH
BUTPATH Ha TIONIEPEIHE TEXHIYHE 00CITyrOBYBaHHS Ha BiJIMIHY BiJl pPEMOHTY Ta PEKOHCTPYKIIii.

Peanizariis XMapHUX TEXHOJIOT1i TaKOX JAO3BOJUTh KPUTUYHUM CHCTEMaM MaTu OLIbIITY
BiZIMOBOCTIHKICTb, €IaCTHYHICTh, MOOUTBHICTD Ta OLIBITY €KOHOMIYHY €(DEeKTUBHICTh. PO3MaiTTS
JTaHUX, sIKi MOXxHa Oyno 6 3i0patu Ta 30epiraTi y XmMapi, MOXYTh SBJIATA COOOI0 IIHHICTh JUIS
METaTypriiHUX MiANPHEMCTB, OCKUIBKH BOHH MOKYTh OyTH KOPUCHUMH IS aHAJTI3Y.

OckinbKH CHOXKMBayi cTajii, Taki K aBTOMOO11eOyAiBHA MPOMUCIOBICTD, MiJAAIOThCS
BEJIIMKOMY THCKY, 100 CTaTh OLTBII eHeproe()eKTUBHIUMH Ta €KOJIOTIYHO BiJOBIJAIEHUMH HE
TUIBKM B CBOiX BJIACHHUX OIEpalisx, ane i y BChOMY JaHIIO31 MOCTAaBOK, MeTalypriiHa
IIPOMHUCIIOBICT TIOBUHHA BIIPOBAKYBaTH TEXHOJIOTIl, IO JO3BOJISIFOTH KOHTPOJIOBATH iX
BIMMOBIAHICTE €KOJIOTTYHUM 3000B'I3aHHSIM.

3aranoM, Ha AyMKy ekcrepTiB komnadii Emnst&Young, BkimtoueHHS 1uppOBUX
TEXHOJIOT1H y olepauiiHi MpoLecH MeTaaypriiHUX MiITPUEMCTB J03BOJIUTh BUPOOHHUKAM CTaJIi:

— PO3LIMPUTUCH 32 MEXaMM CBOiX BHYTPIIIHIX PHHKIB 1 3B'SI3aTUCS 3 IIUPOKUM
KOJIOM 3alliKaBJIEHUX CTOPIH (HAIPUKJIAJ, BUKOPUCTOBYIOUN OHJIAWH-TOProBeIbHI MIaTGopmu);

— MOCUJIIOBATH YBary 10 KIHIIEBOI MPOJYKTHUBHOCTI (ONTHMI3allisi YUCEIbHOCTI
po60OYOi CHUIM, MIABMUIIEHHS SKOCTI MPOIYKIIi, MiJBUIEHHA €(QEeKTHUBHOCTI BUPOOHHYMX Ta
YOPaBIIHCBKUX TPOIECIB, MIABUIIEHHS O€3MeKu TPAIiBHUKIB, IMiJIBUIICHHS HAIIHHOCTI
YCTaTKyBaHHS);

— MIBUIIMATH KUIBKICTh IHHOBAIIM Y BUPOOHUUOMY TPOIIECI;

- BUKOPHCTOBYBATH aHANITUYHI J1aHi, 100 BTUIIOBATH iX IIHHICTh JUIsI KEpyBaHHS
CTpaTeriuyHMMU PIIIEHHSMU Ta MOKPAIIEHHSM [Ii} 1 pe3y/bTarTiB .

4. CrumynioBaHHS MpOAaXiB. Y BHU3HAYEHHI CYTHOCTI TOHSATTS «CTUMYJIIOBaHHSA
MPOJaXiB» BHUKOPUCTOBYIOTbCA JeKUIbka miaxoxaiB. Ilo-mepiie, cTuMyiioBaHHS MpPOAAXKiB
JOLIUTEHO PO3TIISAATH SIK MeJlia- Ta HeMeJlia MapKeTHHI OBl KOMYHIKaIlii, ki BAKOPUCTOBYIOTh B
3a37aJIeTiIb BU3HAYCHHM, 0OMEXKESHH TTep10/1 Yacy IS IMiIBUIICHHSI CTIOKUBYOTO MOIUTY, HOTO
CTUMYJIFOBaHHS Ha pUHKY a00 30UTbIIEHHS JOCTYIHOCTI MpoAykTy. [lo-apyre, cTuMymoBaHHS
NPO/IaXiB B KOMITJIEKCI TIPOCYBAaHHS MOYKHA PO3TIISAATH SK CUCTEMY CIIOHYKAaJTbHHUX 3aXO/IiB,
CIPSIMOBAHUX HAa OTPUMAaHHS BIAMOBITHOI peakIlii IIbOBOT ayAUTOPii HA Pi3HI 3aXOAH B paMKax
MapKETHUHIOBOi CTpaTerii MiANMPHUEMCTBA B IIUIOMY 1 HOro KOMYyHIKaliiHOI cTpaTerii 30Kpema,
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TOOTO, L€ 3ac10 KOPOTKOCTPOKOBOI'O BIJIMBY HAa PUHOK JJIsl JOCATHEHHS IUIAHOBUX ITOKa3HUKIB
pearmizamii mpoaykmii mignpueMcTBa. [lo-TpeTe, CTUMYIIOBaHHS MPOAAXKIB - 1€ KOMIUICKC
CTUMYJIIOIOUHX 3aXOJIB 1 MPUHOMIB, CIPIMOBAaHUX HA CTBOPEHHS OUIBIN CIPHUSATIMBUX YMOB
KYIIBJII-IIPOJIaXy TOBapiB a00 MOCIIYT.

Cain TakoX 3a3HAYUTH, IO CTUMYIIOBAHHS MPOAAXKIB 1 CTUMYIIOBaHHA 30yTy — Li€ He
cyMikHI mOHATTS. [Ipomax — me omeparis (GakTHUIHOTO OOMIHY TOBapy Ha HOrO TPOIIOBHIA
ekBiBajieHT. [Ipouec 3aifiCHEHHS MNpOAaXKy CKIAAAEThCS 3 JAEKUIbKOX KIIOYOBHX €TalliB:
00roOBOPEHHS YMOB YI'OJIM, 3HaXO/KCHHS KOMIIPOMICIB 3a IIIHOKO 1 IHIMIUMH YMOBAaMH, a TaKOX
JOTPUMAaHHS YMOB 3JIIHICHEHHS YTOH, B AKii KOJKEH 3 YYaCHUKIB Ma€ CBOi 3aBJIaHHS 1 IEPECIIiIye
KOHKpeTHI 1. OOK BIACHUX BUTIJ HA TJII HEOOXITHOCTI 3aJ0BOJICHHS MOTPEO MOKYIIIIS €
TOJIOBHUM 3aBJAHHAM I poJaBist. 30yT — 1€ MOCTaBKa TOBApiB 3 METOI Mpoaaxy. 30yT, B
OUTBIIINA Mipi, € JIOTICTUYHOIO ONepalli€ro, sika nepeadadae MOCTaBKY MPOJYKIIi MOKYIMIIEBi
Oe3nocepeIHbo, a00 uepe3 30yTOBUX MOCEPEAHHUKIB (MTOCTAYaIPHUKIB TIOKYIIIIS ).

3 ypaxyBaHHSM BUKJIAJEHOTO, MU JTOTPUMYEMOCS JTYMKH, [0 CTUMYITIOBaHHS MPOJIAXKIB
- 1€ KOMIUJIEKC IUUIECHIPSIMOBAHUX 1 OOTPYHTOBAHUX MAPKETHUHIOBUX 3aXO0JliB, 3 BUKOPHCTAaHHIM
HaiO1IbpI epeKTUBHUX 3ac00iB, METO/IIB 1 MPUIOMIB, JUIS BIUIMBY Ha I[UIBOBOTO CIIOKHBAya 3
METOI0 CIIOHYKaHHSI MOTo Jiil 10 MOKYNKH 1 6e3MocepelHboro 31CHEHHS! HUM aKTy MOKYIKH
KOHKPETHOI ITPOYKIIii B IEBHOMY YaCOBOMY IE€PIOi.

3 ormsAgy Ha Te, MO €PEeKT BiJ 3ac00IB CTHMYJIOBAHHS TPOJAXKIB MOBHUHEH OyTH
JOCATHYTHH LIBHJLIE, HDK BiJl BUKOPUCTAHHS IHIIMX €JIEMEHTIB KOMILUIEKCY IPOCYBaHHS, iX
BUKOPUCTOBYIOTh B OCHOBHOMY ISl TIO’KBAaBJICHHS TIONHUTY, SKHH, HAIPHUKIIAZ, HOCHTH
BUPXCHUN CE30HHUH XapakTep, MIABUIIEHHS OOI3HAHOCTI CIIOKMBAYiB IPO TOBapU ado
MOCITYTH KOHKPETHOTO MiAMPUEMCTBA, CTBOPSHHS HEOOX1JHOTO HOTO 1IMIJIKY.

Takox ciin 3a3HaYUTH, IO MAKCUMaJIbHUM edekT Oyne AOCATHYTUH MpU IPaMOTHOMY
MO€THAHH]I TU(PPOBUX TEXHOJIOTIH, CTUMYIIOIOYNX Ta PEKIAMHO-IH(POPMAIIHHUX 3aXOIB, SKi
HiAKPIIUIEHI METOAAMHU NPSAMOTO MapKETUHTY. Y YaCHUKaMU MPOLIECY CTUMYJIFOBAHHS MPOJIAXKIB
METaJIONPOAYKIIi €: BUPOOHUKH, IMOCEPEIHUKH, TOPTOBUH MEpPCOHAIN, KiHIEBI ab0 MpOMiXHI
CHOXMBayi, JepxKapa.

Ha nanuii MOMEHT HalOLIbII MOMYNISIPHUMU 1 €PEKTUBHUMH 3ac00aMU CTUMYJIOBAHHS
IPO/IaXiB METAJIONPOIYKIIii YKPAaTHCHKUX MIANPUEMCTB € HACTYIHI: 3HM)KKH B 3AJIEKHOCTI BiJ|
00CSAT1B MOKYIKH; 3HWKKHU 3a MOKYIKY MEBHUX BHUJIIB MPOAYKIIIT; 3HIKKH 3@ OKYIKY 3 MEBHUX
CKJIaJIiB; MOMITHKA «BIIKPUTUX LIH» / «odraiiH-3HMXKOK»; (ikcamis 1iH a00 0OMIHHOTO Kypcy;
po3npoaaxki. XapakTepUCTHKa OCHOBHUX 3acO0IB CTUMYJIIOBAaHHS TMPOJaXy, a TaKOX iX
nepeBary Ta HeJOMIKH HaBeIeHo B Tab. 2.

HaBeneni y Tabn. 2 BapiaHTU SBISIIOTH COOOI0 B OCHOBHOMY I[IHOBE CTHMYJIIOBaHHS
IPO/IaXiB 3a PaXyHOK CHCTEMH 3HMKOK, a OTK€, BTPATH Ha HUX 30UIBIIYIOTHCS MPOMOPLIHHO
30UIBIIEHHIO OOCATIB MpojaaxiB. B ymMoBax cydacHOro pHHKY HaBEJEHI 3aXOIud MOXKYThb
npusBecTd A0 (iHaHCOBUX 30MTKIB. Takoxk MojiOHI 3aX0oAM B 3HAuUHIM Mipi 30UIBLIYIOTh
3aJIeXKHICTh HMIANPUEMCTBA B1J] TOCEPEAHUKIB, K1 OUIbIIE 3alliKaBJIEH] Y BIACHIN BUTOJ1, HIXK Y
BUTO/I1 MiIIpUEMCTBA-BUPOOHUKA. CaMe TOMY JTy’Ke BaXKJIMBO 3aCTOCOBYBATH Cy4yacHi 3aco0H i
METOJM CTUMYJIOBAHHS MPOJAXIB, SIKI JIO3BOJISIIOYM 30UIBIIYBATH OOCSTH TPOAAXKIB, HE
30UTBIITYIOTh 3HAYHUM YHHOM BUTPATH HA peallizalliio JaHuX 3aXO0/iB.

M1 Caeanioax, H K. Jlaspenvos. Buxopucmanms mapkemuneo8ux incmpymenmis i 99
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Tabmuis 2 — XapakTepucTHKa HaWO1IbII MOMYJISAPHUX 1 €(hEKTUBHUX 3aC001B CTUMYJIFOBAHHS
MPOAAXKIB METATONPOAYKIIT YKPaTHCHKHX ITiIIPUEMCTB

3acobu CyTHiCTh OcHOBHI epeBaru OCHOBHI HEZIOTIKA
CTUMYJIIOBaHHS
3HIKKHA B [Tpwu 36ineIeHH] 00CATY MOXITHUBICTB Huspka abo HyIEOBa
3aJIeKHOCTI Bif 3aKYIIBIi MPOTATOM MiCAIISA MaKCHMAaJIbHOTO MapKHHAJTBHICTD POIAXKIB,
00CSTiB TOKYIIKA BapTicTh | TOHHH 3aBaHTAKECHHS BHACIIJJOK 9YOTO HEBHCOKA
METaJIOMPOAYKIIiT 3HIDKY€ETHCS BHPOOHUIHX MPHUOYTKOBICTH MPOAAXKIB

MOTY>KHOCTEH i
BUBLILHEHHS BiJl
CKJIaJICHKUX 3aI1aciB

3HHKKH 34
MOKYIIKY MEBHUX
BU/IIB MPOIYKII|

3a yMOBH MOKYNKHU MEBHUX
TOBapiB HAJAETHCS 3HIKKA Ha
3arajibHUIA 00CST 3aKyIiBii a00

Ha 00CsIT 1HIIOT MPOTYyKIIii

MOKHBICTh MPOJATH
«BaXKKOPECATI30BaHY»
TPOAYKIIFO

Husbka abo Hysp0Ba
MapKUHAIBHICT MPOJIAXKIB,
HETPOTOPIIIHHICTh I[IHOBUX

MOCTYIIOK 1 BapTOCTI

«BaXKKOPEAIIi30BaHOT'O
TOBapy»

3HIKKH 32 3a yMOBH IOKYIIKH TOBapiB 3 BusinpHeHHS ckimaniB Bix | HempomopriiHiCTh HiHOBHX
MOKYTIKY 3 IEBHUX NIEBHUX CKJIAJIIB HAIAE€THCS 3amacis MOCTYTIOK 1 BapTOCTI
CKJIaZiB 3HIDKKA Ha 3arajJbHUN 00CsT JOCTaBKH TOBAapy, MOCIYT 3i
TIPOAYKITiT CKJIayBaHHS / IEPEBaJKH i
T
[omiTrka [Ipomax meBHOTO 00OCATY MOXITHUBICTB [MigBumennit THCK 3 OOKY
«BIIKPUTHX LIH» / MPOJYKLIT 3 MOKIIUBICTIO MaKCHUMaJIbHOTO 3aMOBHHUKIB, 3 METOIO
«oddaiin- nepersaay BapTocti 1 T. 3aBaHTAKEHHS HETaTUBHOT'O MEPErIsAay IIiH
3HUKOK» METANONPOAYKIIIT / HaaHHs BUPOOHHYHX a00 HaJlaHHS 10JJATKOBUX

JIOAaTKOBOT 3HMKKH TICIIs

3aKiHYCHHS MICBHOTO Yacy,

BUKOHAHHS TIEBHUX YMOB,
301IbIICHAS 00CSATIB 3aKYIBIIi,
3MiHH PHHKOBOI KOH'IOHKTYPH

HOTYHOCTEH, CTPaXOBKa
Ha BUIAJ0K HEBUKOHAHHS
YMOB 3aMOBHHUKOM /
HECIIPUATINBOI 3MiHI
PHUHKOBOI KOH'IOHKTYpH

3HIDKOK, CKJIaIHICTh
3aKOHOJIaBUOTO
OOIpYHTYBaHHS OJaTKOBUX
3HIDKOK / TIEpETILINY LiH

dikcamis mig adbo
00OMIHHOTO KypCy

dikcamig min Ha 1 T.
METAJIONPOAYKIIii 32 CTAHOM Ha
MIEBHY JaTy 3 MOJAIIBIIUM
MpoJakeM B Mi3HIMHUH mepiox

HonatkoBe cTpaxyBaHHS
IHTEpeciB KIEHTA,
MOXJIMBICTh TPUBAJIOTO
IUIAHYBaHHS
BHUPOOHUIITBA

[igpumeni piHaHCOBI
PH3HKH, Y 3B'SI3KY 3 PI3KOIO
3MiHOIO IIiH / CTpUOKaMH
0OMIHHOTO KypCY,
CKJIAJHOCTI 3aKOHOaBYOI0
OOIPYHTYBaHHS JOAaTKOBHX
3HW)KOK / TIeperJisiy LiH

Posnponaxi Hamanusg 1ogaTKOBUX 3HIKOK BuBinbHEeHHS CKIaiB Bij Husbka abo HyIb0Ba
Ha MEBHY MPOAYKIIIO / 3amacu 3araciB, MOKJIMBICTh MapKHHAJIBHICTh MPOJIAXKIB,
Ha CKJIaJi, 0OMexeHi B Jaci npojatu HeNPONOPIIHICTh I[IHOBUX

«BaXKKOPEAII30BaHy» HOCTYIIOK 1 BapTOCTI

MPOAYKIIFO «BAKKOPEAITi30BaHOT0»
TOBapy, MOCIYT 3i
CKJIaIyBaHHsI / IEPEBAJIKU
IDicepeno: ckradeno agmopamu

5. PR. 3B’s13k1 3 rpPOMaJICHKICTIO € OJIHUM 13 HaiO1IbII BUKOPUCTOBYBAHUX 3aC00iB

IIPOCYBaHHS B TIpHUYO-MeTanypriiHiid ramysi. [linnpuemMcTBa-BUpOOHUKH, OCOOIMBO BENHKI
KOMIIaHii, BAKOPUCTOBYIOTh IIpec-KOH(epeHIlii, iMiUKeBY APYKOBaHY MPOAYKIIiIO, TPUHMAIOTh
y4yacTh y PI3HOMaHITHMX BHCTaBKax Ta 3yCTpiuax JUIsi TOro, MO0 Mpe3eHTYBaTH CBOE
HiANPUEMCTBO 1 MPOIYKIIIIO, MOCHIJIKYBATUCH 3 KIIEHTaMH, MOBIIOMUTH PO MEeBHI MoAil abo
HaJaTu KoMeHTapi. Takox MiANpUEMCTBA BUKOPUCTOBYIOTh BHYTPIIIHI KOMYHIKaLli Jis TOTO,
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00 MOBIJOMJIATH BJIACHUM IIpaIliBHUKAM TPO IMOii, OCHOBHI JOCSATHEHHS, a TaKOX POOUTH
oronomenHs. [Ipote icHye aekinbka HeqoiKiB PR y TOMy BUIIIsII, B IKOMY BUKOPHUCTOBYIOTh
HOTO MIAMPUEMCTBA 3apa3: M€ BIJACYTHICTh MIaJIOTy, KOJHM MIANMPUEMCTBO HAILJICHE JHUIIEC Ha
NOBIIOMJICHHS TMeBHOI iH(opMalii, a He Ha OTPUMAHHS 3BOPOTHOTO 3B’SI3KY, TaKOX
cIpsIMOBaHiCTh Takux PR-3axo/1iB nuie Ha «BETMKUX» KIIEHTIB.

6. Pexknama. BupoOHUKaMu  METAJIONPOAYKIii MOXE  BHKOPHCTOBYBAaTHCH
31e01IBIIIOr0 peKiIaMa y raly3eBUX >KypHalaxX Ta rajxy3eBUX iHTepHeT-mopraiax. Llei 3aci6
MPOCYBAHHS € HAWOUIBIN aKTyaJIbHUM 3/1€OUTBIIOTO ISl HOBUX IMiIMPHEMCTB, a00 Ha HOBHUX
PUHKAX IS ICHYFOUMX IMANPUEMCTB, I (OpMyBaHHS 0013HAHOCTI MPO HOTO AiSIBHICTH a0
II0/I0 MEBHUX XaPaKTEPUCTUK MPOJYKIIii, ika HUM BUpOOIIsAeThCsl. HeakTyanbHUM Takuil 3acio
IPOCYBAHHS € JUIsl HIAIPUEMCTB, 1K1 BXOZATh 10 BEIMKUX IPOMUCIOBUX TPyl a00 AaBHO B1JIOMI
Ha PUHKY, OCKIJIbKH HaBITh IPU BXO/KCHHI HA HOBHH PHHOK MOTEHLIHHI KOPUCTYBaUl 3a3BUYaii
B)Ke 00i3HaHI1 MPO MIAMPUEMCTBO Ta/a00 Maju KOHTAKTH 3 MiANMPUEMCTBAMH Ipynu. ToMmy Taki
HiANPUEMCTBA 3a3BUYall MIHIMI3ylOTh CBOi BHUTpaTH Ha pekiamy. [HIIN BUAM peKIamMu
3/1e0IBIIOr0 MAJIOMOMYJISIPHI ISl MiANPUEMCTB-BUPOOHHKIB, BUXOASIYHU 31 CIOPSIMOBAHOCTI Ha
MOCEPETHHUKIB Ta BY3bKE KOJO KIHIIEBUX CIIO)KHMBAYiB, SKUM MOJJIMBO Peajli3yBaTH BEIUKY
KUTBKICTh TMPOJYKIi MPOTATOM JOBrOTO NEpioAy dYacy 3 BHUKOPUCTAaHHSIM TakKuX 3aco0iB
NPOCYBaHHS, SIK OpsMi OpoAaxki 1 mpsMui mapkeTuHr. Omxke, 1ed 3acid IpoCyBaHHS
METAJIONMPOAYKIIi € MEHII MOMYJISIPHUM Cepesa HiANPHEMCTB-BUPOOHUKIB MPOIYKIl YOPHOT
MeTayprii.

Buxozs4u 3 BuIIe3a3HaueHoro, iCHyI09i 3aC00M MPOCYBaHHS METATypPTiiHOT MPOAYKIIT
HOIIPH BEJIMKY PO3MOBCIOJKEHICTh MalOTh CYTTEBI HEJIOJIIKH, A00 HE IOBHICTIO BUKOPUCTOBYIOTh
3aKJIaICHUi B HUX moTeHmian. Ha Hamry mymky, s Outeln €(peKTHMBHOTO BHKOPHCTAaHHS
ICHYIOUHX 3ac00iB MPOCYBAaHHA, a TAaKOX BIPOBA/XKEHHS HOBHUX OLIbII JOCKOHAIHMX 3acO0iB,
METaypriiHi miANpHEMCTBA YKpaiHU MarOTh OyIyBaTH JisSUIBHICTH 3 MPOCYBAaHHS MPOAYKII,
CIHMPAKOYUCh HA TPU OCHOBHI IPUHLIUIIN:

I. OpienTamiss Ha OUTBII MIMPOKE KOJIO CIOKHBAYIB, BKIIOYAIOYH MaJi Ta CEpeIHi
MiAIPUEMCTBA 1 OKpeMi 1HIMBITyanbH1 rocrnoaapcTBa. KomyHikariiina gisubHICTh TPOMHUCIOBUX
HIAIPUEMCTB 37€0UTBIION0 HAlpaBlieHAa Ha ICHYIOUMX Ta MOTEHIIMHMX BEJIMKHUX MOKYIILIB,
AKMMH 3a3BHuYail € mnocepenaHuku. Ilpu npoMy, BUXOASAYM 3 HEOOXIJHOCTI MOCTIHHOTO
3aBaHTAKEHHSI BUPOOHUUUX MOTYXHOCTEH, (PaKTUYHO ITHOPYETHCS (PAKT BTOPUHHOCTI HOIMHUTY
Ha TPOMHUCIOBOMY PHUHKY, a TAKOXX MOTPEOM HEBENMKHMX CHOXHMBayiB. Takoxk, BpaxoBYIOUH
noTpedy MIANPUEMCTBA Yy BEIMKUX KOPUCTyBauaxX, 3pOCTA€ 3aJE€XKHICTh Bl OKPEMHUX
MOCEPETHHKIB, K1 3/1IHCHIOIOTh TUCK Ha MiAMPUEMCTBO-BUPOOHHUKA, 3 METOIO OTPUMAHHS OLTbII
BUTIIHUX YMOB CHiBIpaiil. 3 BIPOB3)KEHHSM HOBUX TEXHOJIOTIH MpPOCYBaHHS HPOIYKIIIi,
30KpeMa uepe3 IHTepHET-TOProBelbHI MaillaHYMKH, a TAKOX 3 MOIIUPEHHSIM BJIacHOI 30yTOBOT
MepexXi JIOIITFHO 3BEPHYTH yBary Ha Majl Ta cepefHi MIAMPUEMCTBA, a TAKOX 1HIUBIAYyaTbHI
rOCHOJApCTBa, K CIIOKMBAYiB MPOJYKIi, OCKUIBKH MIANPHEMCTBAM 110 CHJIaM 3a/10BOJILHUTH
HaBITh TakKl IHAUBIAYyalbHI Ta HEBEIHUKI OTPEOH.

Kpim TOro, BUXOJs4M 3 BTOPUHHOCTI IMOMHUTY, CIPSAMYBAHHS AISIIBHOCTI 3 MPOCYBaHHS
OPOAYKII Ha KIHIEBUX CIOKMBAa4yiB MOXE MPHU3BECTH 10 30UIBIIEHHS IONUTY Cepej
nocepeqHuKiB. Jlanuil npuitoM B1ajgo BUKOPUCTOBYEThCs KoMmaHiero Intel y Bigomiit kammanii
Intel Inside, a Takox xommaniero Qualcomm B pamMKax KamraHii 3 mpocyBaHHs JiHiHKE SoC
Snapdragon. Tak, cyTHiCTh 000X KaMIlaHii MOJSrae y TOMY, IO CIIOXHBaYl «BUMaraTUMYTby» Y
MOCEPEHNUKIB BUKOPUCTAHHS MPOJYKI[iT IEBHOTO BUPOOHMKA, Yepe3 110 MOMUT MOCEPETHUKIB
Ha MPOJYKIIi0 KOHKPETHOTO BUPOOHUKA 301IBIITUTHCS.

II. CTBOpeHHsI KOMYHIKaTUBHOTO IMIIXKY. SIK 3a3Havanocs, cy4acHi 3aco0u MPOCyBaHHS
NPOAYKLIT € OJHOHAIIPABICHUMHU Ta MepeadayaroTb 0OMeXeHU 3BOPOTHUH 3B 530K abo0 ioro

M1 Caeanioax, H K. Jlaspenvos. Buxopucmanms mapkemuneo8ux incmpymenmis i 101
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NOBHY BiICYTHICTh. B yMOBax 3pocCTaiouoro BIUIMBY I'POMAJCHKOCTI, AEpP>KaBHUX 1HCTUTYIIiH,
pPOOITHHKIB Ta I1HIIMX CTCHKXOJIAEPIB Ha ISUIbHICTH IIJMPUEMCTBA, TaKa TMOJITHKA MOXE
NPU3BECTH JI0 JOJATKOBHUX YCKJIQAHEHb B poOOTI MiANPHEMCTBA, MOTIPLIICHHS BiJHOCHH 13
cTefikxonaepamu 1 nmaptHepamu. Came TOMy BaKJIMBO OyJayBaTH KOMYHIKAIIHY MOJITHKY Ha
OCHOBI JIBOCTOPOHHIX KOMYHIKalliii i3 yciMa TpynamMu CTEHKXOJIEPiB, CTBOPIOIOYN O3UTUBHUM
IMIJDK MANPUEMCTBA, SIK Cy0’€KTa KOMYHIKAIid (KOMYHIKQTUBHHM 1MimK). Lle mo3BoIWTH
YHUKHYTH MOXJIUBUX YCKJIaHEHb, a TAKOX JO3BOJIUTH Kpalle aJanTyBaTUCS A0 HABKOJIMIIHIX
YMOB, sIKi Ha/I3BUYaHO IIBUAKO 3MIHIOIOThCS.

III. MynpTHKaHAIBHI KOMYHIKaIii. I3 3pocTanHsaM iHGopMamiitHO-1u(POBOTO MPOCTOPY,
a TaKO’X 3ac00IB arperyBaHHs Ta OTPUMaHHS iH(POpMaIlii, CydacHi CII0)KKWBadi, B TOMY YHCII1 1 Ha
POMHCIIOBOMY PUHKY, MOXYTh 3aCBOIOBATH 1H(OpMAIliI0 Ta CHIJIKYBaTUCh, BAKOPHCTOBYIOUH
JIeKUJIbKa KaHaJliB KOMYHIKaIlii ogHodacHo. CaMe TOMy BaXKJIMBO, 100 KOMYHIKaIlii OyayBaJIuCh
Ha OCHOBI MYJIbTUKAHAIBHOTO TMPHHLWIY, KOJM CIHIJKYBaHHS 31 CIIO)XMBauyaMH Ta
CTeiKXomaepamMu BiI0YBAEThCS 3 BAKOPUCTAHHAM JIEKUIBKOX KaHalliB KOMYHIKalliid 0JIHOYaCHO.

OTxe, Ha 6a3i 3a3HAYCHHUX MPUHIIUIIIB TPOTIOHYEMO HACTYITHI 3aX0IH

1) mpomoHyBaHHS KOMOIHOBaHHMX MPOIYKTIB 1 MOCIAYr Ta CYMICHOTO IMPOCKTYBaHHS
NPOAYKIIT 31 CHOXKUBAUEM, SIK aKIlii CTUMYIIIOBAHHS IPOAaXy MeTanonpoaykiii. Lle mo3Bomuts
npuBaOUTH KIIIE€HTIB, SKUM HEOOXiHA MPOAYKIIS 13 1HAMBIAYyaJIbHUMHU BIACTHUBOCTAMU Ta
BEJIMKOIO JTOJIAaHOO BapTIiCTIO. Taki akmii TakoX € OOTPYHTOBAHUM MPHUBOIOM ISl TIPOBEICHHS
PR-xammanii a00 KOOpeHIUHTOBUX aKTHUBHOCTEH, IPUBEPTAIOUN OiJIbIII€ YBard Ta CTBOPIOIOYU
MO3UTHUBHUH 1MiJ[)K TPOMHCIIOBOTO ITiITPUEMCTBA;

2) BupoBamkeHHss CRM-cucrem, sk iHCTPYMEHTY POOOTH 3 KIIIEHTaMH Ta 3BOPOTHHM
3B’A3KOM BiJl HUX. X04Ya OUIBIIICTh METATYpriiHUX MiJIPUEMCTB 3aCTOCOBYIOTH crenmdiuHi
monyni SAP ta immmx ERP-cuctem st poGoTu 3 Kii€HTamu, 3A€OUIBIIOTO Il 3aXOAH
HampaBlieHI Jime Ha QOpPMYyBaHHS BENUKOI 0a3W MJaHWX KIIEHTIB IS BEJACHHS
JOKyMEHTOO0OpoTy Ta pobotu 31 ckapramu. IIpore cydacHi TeXHOJOTIi TO3BOJIAIOTH
BUKOPHCTOBYBaTH HakomwueHi naHi, ab6o BigData, m1s mnobynoBu edexTuBHOT
KJIIEHTOOP1EHTOBAHOI MOJITHKH, ONIEPATUBHOIO aHANI3y /il KII€HTIB Ta KOHKYPEHTIB, iX peakiii
Ha Tl Y4 1HII1 3MIHA B KOMIUIEKC1 MApKETUHTY. Y MOEIHAHHI 13 CYYaCHUM TPEHIOM Ha PO3pPOOKY
HITYYHOTO 1HTEJEKTY Ha HEHPOHHHUX Mepeskax, 1€ J03BOJI€ HE TIJIbKU ONEpPaTHBHO pearyBaTH
Ha Jiii, 1110 B1I0Y/MCs, a I MPOrHO3YBaTH Ta mepeadayyBaTy Aii yYaCHUKIB PUHKY, 1 HA OCHOBI
I[LOT'O PO3POOJIATH Ta BIPOBAKYBATH YHIKAIbHI IPOMO3HULIIT;

3) BuKoOpHCTaHHs comianbHux Menaia (SMM) anst mianory Ta CiIKyBaHHS i3 KITI€EHTaMHU
Ta creiikxonaepamu. BigmoBa Bii 0THOCTOPOHHBOI KOMYHIKAIil TO3BOJIUTh HE TUIBKH HOYYTH
IPOMO3ULIT KJIIEHTIB Ta CTEUKXOJJEPiB, TUM CAMHMM YHHMKAIOYM CUTYyalllil MOpYyIIEHHS IX
1HTepeciB, ajge W 3aJy4uTH iX O MPOILECIB CTBOPEHHS CIIOKMBYOI I[IHHOCTI Ta MPOCYBaHHS
BUTOTOBJIEHOT METATypriiiHOT MPOIYKIIIi;

4) BUKOPUCTAHHS peKJIaMH, NMPSIMOr0 MAPKETHHTY Ta IHIIMX 3ac00iB Ui MPUBAOICHHS
HOBUX TPOMDKHUX Ta KIHIIEBUX CIIOKMBA4IB, TaKUX SK Majl ¥ cepeaHl MiANPUEMCTBA 1
IHAUBIAyanbHI TOcmojaapcTBa. Taki 3axoIu TaKoX JAOMIIBHO BHKOPHUCTOBYBATH pazoM i3
KaMIaHIsIMA CTUMYJIIOBaHHS MPOAAXY Ha IHTepHET-MainaHunkax. e 703BoNUTh OXONMUTH Ta
3alliKaBUTH HOBUX CIIOKMBAYiB, 3MEHIIUTH 3aJEXKHICTh BiJl MOCTayalbHUKIB, 30UIBIIMTH
peaizariito mpoaykirii. JIoiIbHAM € TpoBeAeHHs pekiaaMHuX Ta PR-kammaniii Intel Inside.

BucHOBKHM 3 JaHOT0 JOCJHIZKeHHSI i NePCNEKTHBH MOJANbIINX PO3PO0OK 32 JaHUM
HanpsiMmoM. B yMoBax 3aroctpeHHsi KOHKYpEeHTHOI 00pOTHOU M1 BUPOOHUKAMU METAITypriiHOi
OPOAYKIiT Ha CBITOBOMY pPHHKY, a TaKOX IIOCHJICHHS KOHKYPEHTHOI OOpoThOu 13
HIAIPUEMCTBAMH, IO IMIIOPTYIOTh METAJONPOAYKIII0 HAa PUHOK YKpaiHM, 3pOCTa€ 3HAYCHHS
KOMIUIEKCY TPOCYBaHHA — $K 3aco0y HELIHOBOi KOHKYpEHTHOI OopoThOu. BirTumsHsHi
HiANPHEMCTBA-BUPOOHUKH METAJIOPOIYKIi HA JaHUH MOMEHT BHKOPHUCTOBYIOTH JOCTATHBO
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IIMPOKHH CIIEKTP 3aco0iB i MPOCYBaHHS HAa PUHKY, BiJl TPAAUIIIHHUX IPSIMHUX MPOAaXKiB 1 3aX0/1iB
CTHMYJIIOBaHHSI TPOJAXIB 10 BHKOPHCTAHHS Cy4acCHHX HU(PPOBUX TEXHOJOTIH 1 iHTEpHET-
MapKETUHIY, MapKETUHTY Y colllaibHUX Mepexax, PR ta pexinamu.

[IpoTe oOMEXeHICTh LMX 3aXOiB, SKa BHHMKIA Yepe3 TSHKIHHA O ICHYIOUOro Ta
MEePEBIPEHOTO CIOco0y peamizamii MPOAYKIi — CIIBIPAIO 3 IMOCEPEAHHUKAMHU Ta BEITUKHUMH
KIHIEBUMH CIIOKMBAa4YaMH, HE JIO3BOJISIE Yy TMOBHIM Mipi BUKOPHCTAaTH BCI IlepeBaru HOBITHIX
IHCTPYMEHTIB MapKETHHTOBUX KOMYHIKAIli Ta HOH(PPOBHX TEXHOJOTIH, IHTETPOBaHUX Y
BUPOOHMYI Ta 30yTOBI mpouecH. Y 3B’ 43Ky 3 IIUM IPOMOHYEMO — BUPOOHHUKAM METATONPOAYKIIT
y MOAAJBIIOMY ONTUMI3yBAaTH HISUIBHICTH 3 IPOCYBaHHs MPOAYKLII HAa MPUHLUIAX MacoBOi
iHAMBIqyami3amii MpOMO3UIlil, CTBOPEHHS TMO3UTHUBHOIO KOMYHIKaTUBHOTO IMIDKY Ta
MYJIbTHKAHAJIBbHOCTI. Takuil miaXiJ J03BOJIUTH 30LIBIIUTH OOCITH peaizaiii MeTaxypriiHoi
IPOJYKIIii, BpaXOBYIOUM IHTEPECH BCiX 3alliKaBJIECHUX CTOPiH. [PYHTYIOYMCH Ha pe3ysbTaTax
MIPOBEICHOTO aHAJI3y PUHKY YOPHOI METayprii, XapakKTEPUCTHUKAX Cy4acHUX 3aco0iB, GopM i
METO/IB MPOCYBAHHA MPOAYKIIii HA pUHOK, OyJI0 OKPECIEHO MPIOPUTETHI HAMPSIMKH AisIIBHOCTI
METaJypriiHuX MIANPUEMCTB 11010 MPOCYBaHHS BUPOOJIEHOI MPOAYKLIi, CIIMPAIOUYUCh HAa TPH
OCHOBHI NPUHIINIIY, a CaMe: OPi€HTAIlisl Ha OUTBII IIMPOKE KOJIO CHOXKHUBAYiB, BKIIOYAIOYH MaJi
Ta cepeAHl MiANPHEMCTBA 1 OKpeMi IHAMBIAYyalbHI TOCIOAAPCTBA, CTBOPEHHS IMO3UTHUBHOTO
KOMYHIKQTHBHOTO IMIJKYy 3 BHKOPUCTaHHSIM MYJIbTHKAHAJIBHUX KOMYHiKamii. JloTpuMaHHS
3a3HAYCHUX TNPUHIHUIIB OyAe MOMIJIMBHM 332 YMOBH YAOCKOHAJICHHS MPOIECIB MPOCYBAaHHS
OPOAYKIiI MiANPHEMCTBA HA pPUHKY, LI0 TNependadyae BUKOPHCTAHHSA HOBITHIX 3aco0iB
IPOCYBaHHS, OPIEHTOBAHUX Ha KIHIEBUX CHOXKHBAUiB, IPOIMOHYIOYH IM KOMOIHOBaH1 IPOAYKTH
1 IOCIYTH 3 MOJIMBICTIO CYyMICHOTO MPOEKTYBaHHS NMPOYKIii, akTHBHE BIIpoBaykeHHss CRM-
CHCTEM Ta BHUKOPUCTaHHS B TMPOCYBaHHI Nponaykmii TexHosorii BigData, 3amydeHHs
HiANPUEMCTBA J10 10Ty Y COLIaIbHUX MEpeXax Ta 3aJy4eHHs CaMMX CIOXKHMBAYiB y NMPOLECH
IPOCYBaHHS METATypPTiiHOT MPOTYKIIii.

[lomanpmioro  AOCHIKEHHS  MOTPEOYIOTh  NMUTaHHA  PO3POOKHM  METOJUYHOTrO
IHCTpYMEHTApil0 100 OILIHIOBAHHS EKOHOMIYHOT e(eKTMBHOCTI 3a3HA4YeHUX 3aco0iB
NOPOCYBAaHHS NPOAYKII NPOMHUCIOBUX MIANPUEMCTB, a TaKOX IUTaHHI pO3POOKH 1
BIIPOBAJKEHHSI MPOIIECIB JIIJKUTANI3aLlii onepalifHuX MPOIEeCiB MPOMHUCIOBUX MIANPUEMCTB.
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Usage of marketing tools and digital technologies in the promotion of steel products

The aim of the article is in the structuring of modern tools and optimization of promotion processes
of domestic steel enterprises, using modern marketing tools and digital technologies.

The results of the analysis. The article proves that in conditions of protracted political and economic
crisis and prolonged anti-terrorist operation in Eastern Ukraine, domestic enterprises were limited in access
to raw materials, and devaluation of the national currency resulted in a decrease in the purchasing power of
the main domestic consumers. Reduced production of steel increases its cost and attracts importers to Ukraine,
thus increasing price competition. Negative tendencies complicates not only production but also the promotion
and sales of steel products for domestic enterprises. All this confirms the objective need to use new methods of
promotion by Ukrainian steel producers to maintain their productivity and profitability. Also, the article
proved that at the moment there’s virtually no clear classification of tools and technologies of product
promotion for industrial use with low processing level for market of industrial consumers.

Basing on the analysis of the conceptual and categorical apparatus, the paper proposes an approach
to structuring of promotion tools for steel products and proves the feasibility of usage of modern marketing,
digital and informational technologies in the process of promotion, concerning industry-specific features of
the market and its major players. In the article, under the definition of "promotion of steel products" it is meant
the process of building of bilateral communication which includes personal selling, advertising, PR, sales
promotion and other means to accelerate the flow of sales channels, conversion leads to real customers,
realization of commercial, financial and marketing objectives, taking into account the interests of stakeholders.

Results of the analysis suggest that the largest customers of the steel producers are intermediaries
(traders, metal service centers and others), other manufacturers as end users (hardware products factories,
engineering plants, factories of reinforced concrete structures, etc.) and, to a lesser extent, construction
companies, private households and individual consumers, who account for a small proportion of sales. Given
the aforementioned the article proposes to include in promotion complex for steel products the following
means: direct sales; direct marketing; Internet communications, digital marketing and SMM; sales promotion;
PR and advertising. These tools are structured in the manner of efficiency of their usage for steel producers.

One of the most effective means of Steel products promotion on the market is direct sales. Their
effectiveness depends primarily on the work of trained sales managers who are classified in the article as
contact personnel which is focused on individualized offers to achieve maximum satisfaction of customer needs.
In this connection appears the issue to find employee, who is highly motivated, competent not only in
management and sales, but also in industrial processes, client-oriented and adaptive to changes. Detected
issue allowed to justify the relevance of contact personnel (sales managers) competencies model development,
as a set of key competencies required for the best performance of tasks and functions necessary to solve
business problems, achieve marketing goals and to succeed in the market. This article also discusses the
identified issue of failure to use such means of promotion as Internet communications, digital marketing and
SMM. These tools allow companies with single-profile production to adapt to new business models activities
aimed at the development of differentiation, stability and profitability in the value chain and offering the
products to both intermediate and end users.

The article proves that for more effective usage of modern promotional tools, Ukrainian Steel
companies have to build product promotion activities, based on three basic principles: focus on a wider range
of consumers, including small and medium enterprises and some individual households; creation of
communicative image; usage of multi-channel communication. Compliance with these principles is possible if
the process of steel products promotion will be improved, which involves the use of modern means of promotion
targeted at different consumers by offering combined products and services with the ability to co-design
products, active implementation of CRM-systems and use of BigData to promote the products, involvement of
Company in dialogue on social networks and attraction of the consumers themselves in the process of steel
products promotion.

Conclusions and direction for further research in this direction will be the issue of development of
methodological tools for evaluation of economic efficiency of aforementioned industrial products promotional
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tools, as well as the development and implementation of digitalization of operational processes in the industry
with definition of the human factor role.

Keywords: iron and steel market, steel production, digitalization of operational processes, promotion,
communication
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METOAOJIOTTYHI TPOBJIEMHA I MOXJIMBOCTI Y PO3BUTKY
IHTEPHET-MAPKETHHI'Y

Cmammio npucesaueno axmyaibHuM meopemuyHum, MemoOudHuM i NPaKmudHuM npooiemam
PO3BUMKY IHmMepHem-Mmapkemuney. B pobomi eusnaueno gaxciugi npobiemu Memooono2iyni npooiemu
Mapkemun2060i Hayku i wiasxu ix neumpanizayii. OOIpyHMOBAHO PONb CUCMEMHOL MemoOoaoeii 6
Op2aHizayii MiIHCOUCYUNTTHAPHUX OOCTIONCEHD Y MAPKEMUHS).

KitouoBi cnoBa: MapKeTHHT, 1HTEpHET-MapKEeTHHT, MOJEI, METOMOJOTisI, CHCTeMHHN MiAXi,
PO3BHUTOK

DOI: 10.15276/mdt.1.1.2017.7

IlocTtanoBka mpobjeMH B 3arajJlbHOMY BHIVIAAI Ta ii 3B’A30K 3 BaKJIUBHUMH
HAYKOBUMH 200 NPAKTHYHUMH 3aBJAHHAMM. Y CYYaCHOMY CYCHUIBCTBI, Y TOMY YMCIi B
VYkpaiHi, iHTepHET-CepeIOBHUIIE 00’ EKTHBHO HA0yBa€e BCe OUIBIIOT 3HAYYIIIOCTI ISl IOCATHCHHS
mizet  mapkerunry. [lanmii  kaHan  iH(OpPMAaliHO-KOMYHIKALIMHOTO  CIPSIMYBaHHS
XapaKTepU3Y€ETHCS BUKIIOYHUM PiBHEM JOBipH 3 00Ky KopucTyBadiB [1, 39], Mae Han3BU9aiiHO
BHUCOKI TMOKa3HUKH MeJla pe30HaHCy Mol (puc. 1), Mo BaXIUBO 3a yMOB 3HAYHUX
penyraniiaux pusukiB [30]. [Ipo6iemoro, KOHCTaTOBaHOK y poOOTax 0aratboX TOCIITHHKIB,
3aJIMIIAETHCS TOBUIbHE 3POCTaHHs iHBeCTHIIN B nudposi meaia y 2013-2016 pp. (puc. 2) [1],
HEJI0CTaTHE BUKOPUCTAHHS MOTEHLIATy IHTEpHET-MapKETHUHTY BITYM3HSIHUMHU HIANPUEMCTBAMH.
L1e xapakTepHO HaBITh JJIs1 KOMIaHI}, 30UIbIIIEHHS JOBIPH J0 SIKUX € CTPATETIYHUM MIPIOPUTETOM
1 YMOBOIO BMKMBaHHS, MEPII 3a Bce, OAHKIB.
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Pucynox 1 — Meniape3oHaHc JisuIbHOCTI OaHKIB 3a TUIIAMU 3ac001B MacoBoi iH(popMarlii Ha
MOYaTKy pO3rOpTaHHs KPU3H y CEKTOPI, OII.
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Pucynok 2 — O6csiru BBIT (Mnpa. TpH.) Ta Menia-inBectuitiid y 2002-2016 pp. (MiH. TpH.) B
VYkpaini

BHacnijok HaiOIbIl BUCOKMX IOKAa3HMKIB OXOIUJICHHS ayauTopii, TeineOauyeHHs 1
30BHIIIHA peKjiamMa y KOMyHiKamiifaux ctpaterisax 2016 p. BuzHavanucs ¢axiBusMu OaHKIB SIK
OCHOBHI (puc. 3-4), a IHTepHET-pecypcaM Ta IHIIMUM KaHalaM BiBOJUTHCS POJIb MIATPUMYIOUYHUX
1 nonmomMikHUX (puc. 5-7). Ilpu npomy Ha GOHI CydyaCHUX TEHIEHIIH PO3BUTKY MAapKETHHTOBUX
KOMYHIKaI[ill HEBUIIpaBIaHUM € JOMiHyBaHHS OaHepHOi pexkiamu (puc. 8). [lnga 3HayHOrO
IpOTPecy y PO3BUTKY iHTEPHET-MapKETUHTY MIPHHIIUIIOBO BaXKJIMBUM BUSBIISIETHCS TT1IBULLICHHS
e(eKTUBHOCTI MeJia-KaHaliB II00aabHOi Mepexi. AJDKe 32 PIBHEM MOKPUTTS BXKE€ JOCSITHYTO
JIOCTaTHbO BHCOKUX MOKa3HUKIB (Oinbme 75%) [1].
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Pucynok 3 — AKTHBHICTh KOMYHiKalliil 0aHKIB 3 BUKOPUCTAHHAM Tee0aueHHs
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Pucynok 4 — 30BHIIIHA pekyiaMa B KOMYHIKaLiiHIH TisUIbHOCTI OaHKIB
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Pucynok 5 — KomyHikariiiHa akTHBHICTh OaHKIB Ha pajiio

Po3nogain 3a npoayktamm

Sov B Jenosut M Imigx E Kaptkn B Kpeaut M Mocnyru

B MnaTiHym BaHK

B Kpeaut-AHinpo

B OTP baHk

M NisgeHHn AB

M OwapbaHk

B nNymMb

= MpoKpeaut baHk

¥ YHicoH baHk
Anbda-baHk

2 HOHi KpeaunT baHk

T IHWi

0% 50% 100%
Pucynok 6 — [Ipeca B koMyHiKalliliHI{ AisSUTBHOCTI OaHKIB

110



MapxkeTuHr i nudpoBi TeXHOJIOTIT Tom I, Ne 1, 2017 ISSN 2522-9087

B lenosutn M ImigK [ Kaptkn B Kpeantn

SOV

Anbda-baHk

[ | lnea baHkK

3% .
m MicTto 6aHK

7%
B Tpact baHk

9% - nyms

13% m IHWi

0% 20% 40% 60% 80%  100%

Pucynox 7 — AKTUBHICTh KOMYHIKalliii OaHKIB 3 BUKOPUCTaHHAM [HTEepHET-peKIamMu

SIKicHMIA IPOPUB Y PO3BUTKY IHTEPHET-MapKETUHTY 1 eKOHOMIYHOI JisTILHOCTI B3araui, ii
pe3yibTaTUBHOCTI, JJs BUPOOHMYMX 1 CEpPBICHMX MIANPUEMCTB YKpaiHM BOaYaeThCs
HEMOXKJIUBUM 0€3 CYTTEBOTO YAOCKOHAJICHHS METOAOJNOTII poboTH. IcTopis 1 GpakTHuHMA cTaH
peueil 3acBiIUyIOTh CUCTEMHHM XapakTep MOBTOPIB «3aMKHEHOI'O KO0JIay BiIMOBHU KOMIaHIN BiJ
CepHO3HUX METOJIMYHO CKJIQJHUX JOCTIIHUIBKUX IPOEKTIB Ha KOPUCTh MPOCTUX OIHCIB
HOTOYHOI CHUTYyalli, TeHJCHLIH 1 TPEH[IB; IUIAHYBAHHSA MAapKETUHIOBUX 1 KOMYHIKaLIHHUX
CTpaTeriii eKCTPAIOJIAIISIMA «BiJl JOCATHYTOTO», Ha 0a3i CHPOIICHHX MOJEICH 1 JIOTIKH
B3a€MOJIIT 3 pUHKOM, opraHizauii 6i3Hecy Tomio (puc. 9).
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Pucynok 8 — ®opmartu po3milieHHs pekiamu 6ankiB B Inteprer [33]

ExoHOoMiuHa iCTOpis, €BOMIOLIS MapKEeTHUHIY 3acBiAYyIOTh HarajibHy HEOOXiJIHICTb
0COOJIMBO1 yBaru J0 JeTajei, 0 METOOJIOTIYHOI YMUCTOTH 1 TPYHTOBHOCTI 0a3ucy HOBITHIX
6araToo0IIMI0YMX 1 yHIBEpPCAIbHUX PillleHb, YUCICHHI BapiaHTU SKUX CbOTOJHI 1HTEHCHBHO
TeHEPYEThCA 30KpeMa y cdepl IHTepHET-MapKeTHHTY. KpuTHYHUN iX OTJIAL HE 3amepedye
e(eKTUBHOMY BIIPOBA/KEHHIO, aJie T03BOJISIE 3armo0irTi HebakaHux 1 MaciTabHux BTpat [13,

36].
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Pucynok 9 — BopoHka pe3ynbTaTUBHOCTI Yy KOMYHIKalliiHii cTparterii 6anky Ha 2016 p. [33]

KyneMminamiero y po3BUTKY iH(OpMAIiiiHOI €KOHOMIKM 4YacTO BBaXalTb e€py
MOCTIHIyCTPIAIbHOT «IHTEPHET-EKOHOMIKIY, «BIPTYaIbHOI eKOHOMIKI YU MOAIOHUX HE MEHII
ryqaux aHajuoriB. Ilpu npomy serko 3a0yBaeTbesi Kpr3a JOTKOMIB Ta iHIII HEMOMYISPHI eTanu
CBITOBOi €KOHOMIYHOT icTOpIi, MOB’sA3aHi 3 (heTUIIN3aIier0 0araTooOIAIOYUX SIBUIIT 1 TIPOIIECIB.

Cyuacui TexHomorii pobotu 3 iH(poOpMaIi€ero, B3aeMOJii YYaCHUKIB PUHKY HE JIUIIE
3a0e3meuyroTh IIBUJIKE pearyBaHHsS Ha 3MIHM YMOB TOCIOJApIOBaHHS, JONOMAararTh J0JIaTH
HEBU3HAYEHICTH 1 HEUTpalli3yBaT PU3MKH, OCTAaHHI MPUTaMaHHi U M.

Y nomepeanix myOdiKamisx aBTOpa JOBOAMIIOCS, IIO0 IHTYITHBHE OCATHEHHS
3aKOHOMIPHOCTEH 1 pEaKTHBHE 3aCTOCYBaHHS HOBUX IHCTPYMEHTIB MAapKETHHTY, IaHUX
MapKETUHTOBUX JIOCIIIKEHb, HAIHHICTD 1 PENPE3CHTaTUBHICTD SIKUX HE 3a0e3MeyeHa MOBHOO
MIpOIO — I1€ JIMIIIE€ OKPEMI 3 TOJIOBHUX MPOOJIeM, K1 MOTPEOYIOTh KOHCTPYKTUBHOTO HAYKOBOTO
ocMuciieHHs. CaMe TOMY 3a Cy4yaCHMX YMOB €KOHOMIKH, PEBOJIIOLIMHMX 3MiH B Oprasizarii
JKUTTS CYCIIUIBCTBA BCE OUIBII aKTyaJbHUM CTAa€ BU3SHAYEHHS 1 POJIb MAPKETUHTY SIK «piiocodii
Oi3HECY».

[Iporpec y KHUTTI CYCHUIbCTBA, CTAaHOBJEHHS HOBUX HANPSAMKIB 1 PO3BUTOK
NPOAYKTHBHHX 1€l y Haylll — XapaKTepH3ylThCsl (POPMYBAHHAM CIIELIATbHOTO MOHATIHHOTO
0a3ucy, aJeKBaTHOI AaKTyaJbHOMY pO3YMIHHIO JIHCHOCTI 1 3py4HOi TepmiHoiorii. Bce
BiZIOYBA€THCS 3a aHAJIOTIEIO 10 «CIMOYATKY OYyJI0 CIIOBO...», IPOTE HE 3aBK/IH 3 €BOJIIOLI€I0 3a [
KnaycoMm, konu «HeHaiiHi Ta MJIMHHI CJI0Ba MOCTYIOBO 3HUKAIOTH 13 HAyKu» [23]. Po3ymiHHS
BIJIMOBIAHOI TEPMIHOJIOTIi 1 BMIHHS 3aCTOCOBYBAaTH 3HAHHS, MPABUIBLHO BUKOPHCTOBYBAaTH
3aKOHH 1 3aKOHOMIPHOCTI — BU3HAYaIOTh KBaTi(iKallio 1 pe3yabTaTuBHICTH (haxiBit. Came ToMy
poOJIeMAaTHYHAM BUSIBIISIETHCS HArPOMA/KEHHS 1 HETATUBHUH BIUTMB KOHIICTIIIN, MO/ Ta
TEpMIiHIB, IKI pyHHYIOTb LIJICHICT 1 3aMepeyytoTh e()eKTUBHICTh CEMAHTUYHUX TOJIB 1 JIOTIKU
B HayIll Ta MPaKTHIIL.

AHaNi3 OCTaHHIX AO0CHiIKeHb i nyOJaikamiid, B SIKHX HOKJAJEHUH MM0YATOK
BUpilIeHHIO AaHOi mpoOjemu. Ha panuii yac AOCTYNHUMH Ui BUBYEHHS € YHCIIEHHI
nyOuikanii, SK HaBYaJBHOTO 1 MPAKTUYHOTO CHPSAMYBaHHS, B SKHUX KOHCTAaTyIOThCS 1
NEePErIsIaloThes M0 Mipl €BOJIIOLIIOHYBAHHS MIJICUCTEM 1HTEPHET-MapKETHHTY MOXKJIMBOCTI 1
OOMEKEHHS, 110 € aKTYaJIbHUMH JUI BUKOPUCTAHHS (PaxiBIIMH, MiJBUIICHHS €(PEKTHBHOCTI
613Hecy [26, 29]. 3a pe3ynbTaTaMu HAYKOBOTO MEPEOCMUCIIEHHS peatiil 1 MepCreKTUB PO3BUTKY
MapKeTUHTY, Y TOMY YHUCIIl B MeXaX IJo0aJbHOro iH(OpMAIiifHOTO cepeloBHIla, HaBITh 3a
OCTaHHI TpPU POKH 3aXUIIEHO BEIMKY KUIbKICTh nuceptamid [17, 18, 34, 39]. Ilpore
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dbparMeHTapHICTh 1 TEPEBAKHO YAOCKOHAIIOYHMI 3MICT OIyOJIKOBAaHUX pE3yiIbTaTiB
TEOPETUYHHUX JOCTIUKEHb Ta TMPAKTHKH 3IMIIAI0Th BIAKPUTHMU TIMOMHHI THUTAaHHS 1
aKTYaJbHICTh CHCTEMAaTH3aIlli MDKIUCIUIIIIHAPHOTO XapaKTepy.

Cporonni OararbMa JOCTIIHMKAaMH KOHCTATOBAHO, IO PO3BUTOK HAyK HE MOXeE
Ha3JIOrHATH TJI00aTi3allito, He3BakKarouu Ha BCi peopmu, cydacHa cdepa HayKOBUX JOCTIHKCHb
Jy’Ke TOBUIbHA 1 HETIOBOPOTKA, a TOPU3OHT Mi3HAHHS 1 apCceHa]l METOIIB JIy)Ke OOMEXKECHUH.
CTBEepIKYETHCS 3HEIIHEHHSI HE TUIBKM KJIACHYHHMX 3aBJaHb 1 HAMPSMKIB JTOCHTIKEHb, aje 1
HAYKOBOTO IMIIXOJTY SIK CIIOCO0Y OCATHEHHS Peaiiii )UTTsI, MPOTrpaill mpoOIeMHO-0piEHTOBAHOMY
nigxony pediekcii, IKuii 103BOJIsI€ THYYKO pearyBaTH Ha 0COOJIMBOCTI 1 BUMOTH HOBOT'O Yacy
[4, 5, 43].

Taxk, 3a H. Bonbuem, 3 TuX mip, sIK iHOpMaLiiHUI POCTIp CTaB TAKUM K€ BEIUKHM, SIK
CBIT y LIUIOMY, 1 BCe Hloro HacesieHHs Oepe ydacTb B KOMYyHIKallii Ha U pOBii OCHOBI, HE MOKHA
IPOBECTU BiJIMIHHICTh MiXK MOIIYKOM 1 KpeaTUBHICTIO. BigOynacs 3MiHa mapaanrm: MepexeBa
JIOTiKa 3aMICTh LITYYHOT'O 1HTENEKTY. ¥ BCiX cepax 3HaHb 1 )KUTTS JOMIHYE CaMOOpraHi3allis
HenpodecioHamiB, siKa Movaja KOHKYPYBaTH i3 3HAHHSIMH eKcrepTiB. Pinocodis cydacHOTO
CBITY — MyApicTh Oaratbox (BCl pO3yMHIll, aHDK KOXEH OKpPEeMO), a MPOAYKTUBHICTH -
nenepcoHidikoBaHe y BOJIOAIHHI CyCIiIbHE HamOanHus [4, 5, 43].

3p03yMiJio, 110 3 MOJIOHO T€3010 MOTOJAUTUCS HE MOXKHA. | TOIUIbHICTD TaKoi MO3UIIi{
JOBOJIATH PE3YJIbTATH YHCICHHUX EKCIIEPUMEHTIB, A€ MYIPICTh Mac MPOSBISIACA JIHIIE Y
BUIIAJIKaX MPOCTOT 1 3pO3yM1NIOi AJist OLIBIIOCTI JHOEH aKTHBHOCTI.

Came TOMy B CHTYyaIlisIX CTPIMKOTO PO3BHTKY HOBUX KOHIIEMIIiH 1 MiAXOIIB B Teopii Ta
IPAKTUL MAPKETHHTY, BU3HAUEHHS aKTyaJbHHUX 1 MEPCIEKTUBHUX HANPSAMKIB yIOCKOHAJICHHS
JIOTIKH 1 METO/I0JIOTIi HAYKHU € Ha[3BUYAHO BaXJIMBUM. AJKE IPUHHATTS TOMHUIKOBHX PIIICHb,
cutyanii xubHOro BUOOPY Ha Cy4acHOMY eTami pPO3BUTKY Haykd HaOyBalOTh BHCOKOI
iimoBipHOCTi. He oo, uepes Opak ado nedimut indopmarii, a HaBnaxu [20, 41]. [Ipu upomy
CIIOCTEPIraeThCsl 3HMKEHHS CMHCIOBOI YYTIMBOCTI — (haxiBIl HE BCTHTAIOTh YCBIAOMUTH Ta
NPaBWIBHO IHTETPYBATH 1 CHCTEMATU3YBaTH 3pOCTal0di 00CATH 3HaHb. TaK0oX Ha Pi3HUX PIBHAX
BTPavya€eThCs LITICHICTh NMpodeciitHOl CIUIBHOTHU 3 YTBOPEHHSM I'PYI, K1 IParHyTh MOHOIOJIIT B
OKpEeMHUX MPEIMETHHUX cepax, 110 BU3HAYAIOTh BUKIIOYHICTD Yy iX 11eHTHU(]IKALl], BIUINBOBOCTI.
I mo3utuBHOrO TYT Maso. JlopeyHo mpurajgaTy BiAOMHUI BUCIIB PO Te, 10 MAcIITad BYEHOTO
BHU3HAUYAETHCSI HE TUM, HACKUJIbKU BiH MPHCKOPUB MPOTPEC, a TUM, HACKUIBKM OCTaHHIN Oyso
NPU3YIHUHEHO, BHACIIJOK TOOOIOBaHb OCIIOPUTH aBTOPUTETHOTO JTOCIIIHUKA.

3a ILI. lllenpoBuubKUM, Y PO3BUTKY CY4aCHOTO MAapKETHHT'Y MOXJIMBO KOHCTAaTyBaTH
HasIBHICTb HU3KH «I1e(QIIUTIB» MHCICHHS 1 MOB’A3aHUX 3 HUMHU PO3PHBIB Y AISIIBHOCTI, II0
B3a€MHO MIATPUMYIOTh cebe. O6acTi 30BHIMIHIX TPOTUPIY JOMOBHIOIOTHCS 1 MOTTTHOIIOIOTHCS
BHYTPIIIHIMHI KOH(ITiKTaMu 1 acumetpisimu [47].

Tomy, sixk Oyzme 1 BKe BiJ3HAYajoCs BHILE, aBTOPChKI TEOPETU3YBaHHS 1 BUCHOBKHU
BEIIMKOIO MIpor0 MarTh 3a ocHOBY myoOmikarmii [1.K. Anoxina, B. 3inrepa, K. Jlesina, B.B.
JleontweBa, P. Meptona, I'.I'. Tarapooi, A.B. ®ypmana, T.B. Uepniroscrkoi, FO.1. SxoBenka
[3, 14, 24, 25, 31, 41, 42, 44, 48], TOOTO BUCHMX 3 PI3HHX MPEIAMETHHUX Cep 1 HAMPAMKIB,
JOCIIJKEHHS SIKUX, 3 OJHOrO OOKY, MalOTh BEJIHKY aKTYalbHICTh JUIsl PO3BUTKY COLaJIbHO-
€KOHOMIUYHUX HayK Yy IIUIOMY, 1HTEpHET-MapKeTHHTYy, 30KpeMa, y KOHTEKCTI MpoOJIeMHHUX
aCIIeKTiB, II0 CTPUMYIOTh IMPOTpEC, 3 1HIIOT0, aKUEHTYIOTh yBary i ONpalbOBYIOTh 3HAUYIIi
O0OMEXEHHS Ta MEPCIEKTUBHI MOMXJIMBOCTI METOJIOJIOTTYHUX CHCTEMATHU3allii JJIs 30€peKeHHS
IUTICHOCTI MIPU PO3IIMPEHH] MpeAMETHUX cdep HayK. AJPKe 3a Cy4yaCHOTO €Taly pPO3BUTKY
MapKEeTUHTy Oe3aJIbTepHATUBHUM € MDKIUCUUIUTIHAPHUM MIAX1J, 3acaJy 3aCTOCYBaHHS SKOTO
noTpeOyI0Th OKPEMHX 3ayBaKeHb METOOJIOTIYHOTO XapakTepy. IX (opMyBaHHS BU3HAYae
OCHOBHHUI BEKTOP KOHCTPYKTUBHOT'O CIPSAMYBaHHS JaHOT MyOTiKariii.
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Bupinennss HeBHpilleHHMX paHilmle YacTHH 3arajbHoi NpolJjieMH, KOTPHUM
NPHUCBAYYEThCSA cTATTA. J[0JIaHHIO JIOKAJIbHUX MPOOJIEM y PO3BUTKY IHTEPHET-MApPKETHHTY,
YIOCKOHAJIEHHIO HAiOUIBIIT BUKOPHCTOBYBAHMX METOAMYHHX MIIXOIIB 1 MOJIeNIeH IPUAIISETCS
BEJIMKA yBara HAyKOBIIIB 1 mpakTukiB. [Ipore 0e3 30epekeHHs IUIICHOCTI METOMOJOTIi
MapKETUHTY, KOPEKTHOI JIOTiKK (hOpMYBaHHS Ta 1HTErpallii BUCHOBKIB 10 €IMHOTO HAyKOBOTO
0a3ucy, CIpaBXHIN MPOrpec HEMOXKITHUBHUH.

[ocrifiHe Ta IHTEHCHBHE YCKJIQAHEHHS 00’€KTiB MapKETHHIOBOI AiSIIBHOCTI BUMarae
BIJIMOBITHOTO 32 MAcIITa0OM 1 TeMIIaMH OTaHyBaHHS 1 BUKOPHUCTAHHS HOBHUX 3HAaHb 1 METOIIB
JOCITITHUIIBKOI Ta MEPETBOPIOBAIBHOI NiSIIbHOCTI. BHACIIIOK 3a3HaY€HOr0 HA Cy4acHOMY eTarli
PO3BHUTKY MapKETHMHIOBOI METOJIOJIOT, 32 KOPOTKHI MPOMIXKOK Yacy /10 Hel OyJM IHTerpoBaHi
T PO3JIUIM 1HIIKX HAYK 3 IOCTATHHO MOTYXHHUM JAOCHITHUIBKUM anapaToM. ChOro/Hi mporec
PO3LIMPEHHS] HAYKOBMX OCHOB MAapKETUHIY, Y TOMY YHUCI PO3BUTKY y IHTEPHET-CEpEeAOBUILL,
HaO0yBae MEXKOBUX IapaMmeTpiB, NOTPeOye aIeKBaTHOrO MaciiTady MeETOOJIOTIYHUX
cUcTeMaTu3allii, MpoTe Ha PiBHI BUXITHUX 17IEH, 1110 CTBOPIOIOTH 0a3UC BUSABICHHS HCAIUTHBHUX
3B’A3KiB, METO/IIB iX PE3yIbTATUBHOI IHTETpALlii.

Tak, gye Moka3oBOI0 3a HEraTMBHHUMH HACHIJKaMHU JUIs1 €(EeKTUBHOCTI MapKETHHTY,
0i3HeCcy KOMIaHii y HIJIOMY € TUTyTaHWHA y BU3HAYEHHI 1 BUKOPUCTAHHI KJIFOYOBHX IMOHATH. B
OIIIHKAaX MOTEHI[iaJly PUHKIB, iX CETMEHTIB, a TAaKOX €(DEeKTUBHOCTI IHTEPHET-MAPKETUHTY, SIBHO
MOMWJIKOBHM, XO0Ya 1 JIEIMI0 3pyYHUM, € OTOTOKHEHHS IMOITYKOBUX 3allUTIB KOPUCTYBAdiB i3
chopMoBaHOO MOTPeOOIO YK 3 MONUTOM. | mpuragyBaHHS TYT Teopii, SIK IIOJ0 BiAMIHHOCTEH
IHTepeCy-IOTPeOH-TIONUTY, TaK 1 IIOA0 €TamiB MPOLECY NMPUHHATTS PINIEHb MPO KYIIBIIO, €
a0COJIIOTHO HE 3aiBMM, a HEOOXiIHUM 1 eKOHOMIYHO qouiasHuM [20, 29].

Hactynauii 3Hadymmii acekT mpoOJeMaTHKU JEMOHCTPYE TOH (akT, M0 MPH BCiX
MOYJIMBOCTSX 1 IIEPCIIEKTUBAX TapreTyBaHHs B IHTEpPHET-MAapKETUHI'Y, HEOOIPYHTOBaHA JI0BIpa
JI0 aBTOMATH30BAaHUX MPOIECIB ONTHMi3allii MApKETUHTOBUX KOMYHIKaIlil, BIICYTHICTh YiTKO] i
METOJMYHO TIPaBUJIBLHOI Oprasizamii poOiT — NpU3BOAATH A0 3aBUX BHUTPAT KOIITIB 1
(dopMyBaHHS HETaTHBHUX DPEaKIid MOTEHIIMHUX 1 pealbHHUX CIIOKMBAYiB HA HAaB S3IUBY 1
HenoTpiOHy pexinaMy. CTBOPIOIOYH YHCICHHI BapiaHTH 3BUYHUX MOJEJIEH, ajie He po3yMilouH iX
CUCTEMHHMX OOMEXEHb, KOMIMaHil MPUPEeUYeH1 BUTpadyaTh HaAMIpHI OIO/KETH Ha HaJCydacHi i
HAMTEXHOIOTIYHIII «IIPULILIINY», IPOTE «CTPUIAIOUH 110 TOPOOIIX».

TyT, ananoriyHo 70 npoOieM MaTeMaTU4YHO1I a0CTpakilii B EKOHOMIL[, BaXKJIUBI IIPOSIBH 1
acleKTH 5KOi I'pyHTOBHO BHUCBITIMB B.B. JleoHTbeB [25], irHOpyBaHHs 0a30BHX BHMOT 0
oprauizaiiii nporeciB 1 ¢opMyBaHHS BHCHOBKIB 3a pe3yJbTaTaMH COLIAJbHO-EKOHOMIYHUX
JOCTIKEHb, 1110 3HaNILM BinoOpaxkeHHs B pobotax K. JleBina [24], 1 T.1., ChOTO/IHI HAOYHUMH,
ajie BEJIMKOIO0 MIPOIO CBIZJJOMO ITHOPOBAHHMMH € MPOOJIEMU ONEpPYBaHHS «B PEXKHUMI pealbHOIO
qacy» 3aCTapUIMMU CTaTUCTUYHUMH J@HUMM AHANTITUYHHUX CHCTEM MEpExi, «I10JBIHHOIO
paxyBaHHS» BIJBIJyBaHb KOPUCTyBauaMH pPI3HHUX CTOPIHOK OJIHOTO caiiTy abo MOBTOPHUX
BI3MTIB 3 PI3HUX NPUCTPOiB TOIIO. [Ipu 1IbOMY iCTOPIS 1 TPEHIU 3aMUTIB YaCTO HE PO3IIISIAI0THCS
y KOHTEKCTI JaHMX IHIIMX MapKETUHTOBUX JIOCIIKEHb, PEAJbHUX CUTyalldl 1 mapameTpiB
CHOXHMBAHHS KOHKPETHHUX 0C10 uM X rpym.

3ragytoun BucHOBKM K. JleBiHa, cmii BiA3HAUWTH, IO Ui CY4aCHOTO IHTEpHET-
MapKeTUHTY, TaKk caMo, K 1 s WOro KJIACMYHMX BapiaHTIB 1 KOHIEMLIH, aKTyaJbHUM
3aJIMIIA€THCS MUTaHHS YITKOCTI (DOPMYIIIOBaHb BUKOPUCTOBYBAHUX MOHSAThH, TOYHOCTI BUMIPIB 1
NOPIBHIOBAaHb NTOKA3HUKIB.

Tak, y BHOOpi KOHTEKCTHOI a00 MemiiHOI peKJIaMH Yy MEpeXi MPIOPUTETH HYacTO
BU3HAYAIOTHCS, BUXOAAYM 3 CHUTYyallid, KOJIU «1oTpeda Bxke copMmoBaHa, IO 1 3acBiIUye
BBEJICHHS 3aIUTY», 0C00a «JTUIIIE 3aMUCITMIIACS 1I0/I0 KYIIIBII1», «1lIKaBUTHCS TEMAaTHUKOIO, IPOTE
HE TMpHiHATa OcTaToyHe pimeHHs» 1 T.4. Hao4yHOolO € JOHUIbHICTE TapMOHi3alii
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BUKOPUCTOBYBAHOI CHCTEMHU TEpPMIHIB sl €(EKTUBHOIO iX 3aCTOCYBAaHHS y MPAKTHYHIH
MapKETUHTOBiH TiSITBHOCTI.

SIk BKe BiJI3HAYAJIOCS BHWIIE, 3MICTOBHUH MEPETUH XapaKTEPUCTHK, a TAKOK MHOXXUH
napameTpiB, 0 iX BU3HAYae, € TOCTATHHO MOIMPEHUM SBUIIEM y POEKTAX OpraHizallii i 3BiTax
3a pe3yJIbTaTaMHi MapKETHHTOBUX JOCHIKEHb Ta IHIIUX HAIPSIMKIB IisiibHOCTI (Tabum. 1).

Tabnuus 1 — BopoHka y criokuBaHHI MiHepalTbHUX BOJI [16]

XapaKTepUCTHKH CII0KHBAYiB [TapameTpH CIOKHBaHHS

= Uy, He IpoOyBaB, ajie X0TiB Ou cripodyBatH, %
= [IpoOyBag, He cro00aI0Cs, HE MUTUMY B MallOyTHBOMY, %o
= [TuB paniure, ane Ginpire He 'O, %

= [T'ro inoxi, %

* [T'ro perymsapHo, %

= Ile mos ymobneHa Mapka, %

= [IpoGyBaB, cnogobaocs, aie 3apa3 He ', %

» [TuB panime, ane OisbIIe He 'O, %

= [T'to iHOI1, %

[Ipo6yBanu (aurd. trial non rejecters) = [I'to perynspuo, %

= [le mMos ymobieHa mapka, %

= [IpoOygaB, ciogobaocs, aje 3apa3 He m'to, %
= IT'o inoxi, %

Bumnazakosi (aHrii. occasional) = [I'to perynspuo, %

= [le mMos ymobieHa mapka, %

= [T'to perymsipHo, %

= [le mos ymobieHa Mapka, %

JlosuteHi (anri. loyalty) = [le mos ymobneHa Mapka, %

BepyTs o yBaru npu moxymii (aHTII.
consideration)

Perynspui (anri. regular)

Takum YMHOM, TOBTOPIOIOYM IIOMUJIKM MAapKETHUHTY 11032 MEKaMH I1100aIbHOT MEPEXi B
[aTepHeTi, OOMeXyr0un MEHTaJIbHE MoJie (axiBiiB GOPMATLHUMHA MOJCISIMHU 1 a0CTPaKIisIMH
pi3HOi TPUPOAM, HEMOXJIMBUM BOAYaeThCs 370JaTH acuMeTpli e(pEeKTHBHOCTI, KOJH
Pe3yJIbTaTUBHICT Yy IHPOPMYBaHHI MOTEHIIMHUX crioxkuBayviB Ha piBHI 90-100% renepye nuiie
20-30% peanbHUX 1 peryiassipHUX MOKynuiB. I[Ipm 1poMy 3Hauymli OOCATH 3aKyHiBesb
NEePETIKAIOTh /10 MAJIOBIIOMUX BUPOOHUKIB, SIKI BUTPA4YalOTh KOLITH MEPEBAKHO HE HA peKiiamy,
a Ha CTUMYJIIOBAaHHS MPOJIAXKiB UM 1HIII aKTyallbH1 ISl YCIIXy IHCTPYMEHTH.

Tax camo, ax 1 BucHoBkuM K.JIeBiHa mono mpoGieM 1 HEOOXITHOCTI JAOTPUMAHHS
KOPEKTHOCTI Y BHMMIPIOBaHHSX IMapaMeTpiB Ta 3acCTOCYBAaHHS XapaKTEPUCTHK COLIaJIbHO-
€KOHOMIYHUX SIBHII 1 HpoUeciB pi3HOi npupoau [24], HoBoi akTyamizauii HaOyBalOTh
nocmimkenns T.B. Uepnirosebkoi, I1.K. Anoxina, JIxx. Enensmana, B. 3inrepa ta iHIIMUX aBTOpiB
o0 npodseMm cyO'ekta Aii 1 HWOro pamioHanbHOCTI (BiamoBiganbHOCT1). Kiacwuni s
Heipodiziosorii, Mmcuxosnorii, MapKeTHHry 1 T.Jd., B YMOBax pO3BUTKY I[HTepHeTy BOHHU
HaOyBalOTh HOBUX OCOOJIMBOCTEH 1 3HAUYIIOCTI.

Oprani3aniss THOUIYKOBHX CHUCTeM Iiepeadadae JeTepMiHOBaHY poOOTOM BHUAAUY
iH(popMmalii, 3 ypaxyBaHHSIM OCOOJMBOCTEH MOBEAIHKM B MEPEXI1 Ta 1CTOPII N1 KOPUCTYBauiB.
[Tpu npomy, 3 omHOTO OOKY, poOOT HE MOXKE YCBIJOMHTH BCiX HIOAQHCIB TOBEIIHKH IIOJIEH,
HaIPUKJIIAJ, MeTa Mouryky (s cede, mo poOoTi, AT 1HIIHNX 1 T.I1.; 1711 KYITIBII1, TPOCTO IIKaBIiCTh
TOIIO), IHAMBITyaIbHI 0COOIMBOCTI CIPUUHSATTS 1 TepepoOKu iHdopMaIlii, ajie peaabHO BILUIUBAE
Ha Hei. 3 iHmoro OOKy, KOpPHCTyBau MeEpexl, SKUN BBakae cebe palioHaIbHUM CYO0'€KTOM
AKTUBHOCTEH, 1110 caM BUPILIYE 1 BOJOJIE JOCTATHHO OBHOK KapTHHOIO CBITY, ajie Haclpasi
oTpuMye Bujaui iHhopmaiii yepe3 QUIBTPH 32 ABTOMATU30BaHUM aJTOPUTMOM, SIKUH dopMye
«KpUBE J13epKajio» MOLIyKyBaya.
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Oxpemoi yBaru TYT 3acIyroBYy€ KaTeropis Tak 3BaHUX, aKTMBHUX KOPHUCTYBadiB, SKY
NPUAHATO BIAPI3HATH Yy NPAKTUIl 1HTepHET-MapkeTuHry [38]. BoHm nif0Th, HATHUCKAIOYH
«Kynutny, «[IpoJoBXKUTHY 1 T.II., HE BUTPAYAIO4X Yacy Ha O3HAWOMIICHHS 3 TEKCTaMU/yMOBaMH
TUTIOBUX YTOJI, JIIEH3IHHUX JIOTOBOPIB, BUMOT IIIOJI0 BUKOPUCTAHHS IMPOrpaM 4Yd MaTepialliB
tomo. JlioguHa aymae, 1m0 3HA€ BCi BaXIJIMBI aCHEKTH AOCTaTHBO BiAOMOi cuTyamii y
CIIOXMBAaHHI, 1110 BCce BIANOBIAaTUME ii cTepeoTunam, AocBiay. [Ipore ue, sk 3aBxau, HE Tak.

3 o1HOTO OOKY, CIIBMpAalls 3 3a3HAYCHOI0 KaTErOpi€r0 KOPUCTYBAYIB € CIIPOIIEHOI0, 1110
pUBa0JIMBO AJIs1 KOMIIaHiM. 3 1HIIOrO — BOHA MOB’si3aHa 3 IEBHUMH €TUYHUMU aCIEKTaMH, fKi
noTpeOyloTh IPYHTOBHOTO ONPAIFOBAaHHS Ha PiBHI CTPATETIYHUX yCTAaHOBOK Oi3Hecy. [1o-Tpere,
y JIOBTOCTPOKOBIM TEPCHEKTHBI, a TAaKOXX 3 TOYKH 30py MOBHOI BapTOCTI/MPUOYTKOBOCTI
00CIIyroByBaHHS y HUKJI CII0O)KMBAaHHS KJII€HTIB, TOIH()OPMOBAHICTh OCTaHHIX, YCBIIOMIICHICTb
BHOOPY, B3aEMHA BiANOBIJAIBHICTh YYACHUKIB OOMIHY TOIIIO — MalOTh HETPUBIAJIbHE 3HAYCHHS.

@opMyTI0BaHHA MeTH CTATTi (MOCTaHOBKA 3aBJAaHHs).. MeTa cTarTi moisrae y
BU3HAYEHHI 1 KOHCTPYKTHBHOMY OIIPALFOBaHHI MPOOJEM METOJOJOTIYHOTO XapakTepy, IO
CTPUMYIOTh PO3BUTOK IHTEPHET-MAPKETHHTY B YKpaiHi, 3SMEHIIYIOTh €()EKTUBHICTD MisIIBHOCTI
BITYM3HSAHUX M1ITPHUEMCTB.

Bukiag ocHOBHOro Martepiajgy AOCHIIKeHHSI 3 TIOBHMM OOIPYHTYBaHHSIM
OTPUMAHMX HAYKOBHX pe3yJbTaTiB. SIk Oyl0 NOKa3aHO BHILE, 3HAYYLIICTh 1 BIUIMBOBICTb
METOAOJIOTIYHUX MPOOJeM MJsi PO3BUTKY IHTEPHET-MApKETUHTY € JIOCTaTHRO HAOYHOK 32
PI3HMMU PIBHAMH 1 cepaMu opraHizailii TeopeTu3yBaHb 1 IPaKTHUHOI AisIbHOCTI. [Ipu 1ibomy
iX KOHCTPYKTHBHE OIpamioBaHHsA (axXiBISIMU HE € OJHO3HAYHO PE3yJbTATHBHUM, BHACIHIIOK
Cy4acHOI METOJOJIOTIYHOI KpHU3H, L0 3aBa)kKa€ MPOTPecy COLIaJbHO-€KOHOMIYHHUX HayK. Y
PO3BUTKY CYY4aCHOTO MAapKETHHTY BiJIHOCHO YacTO CIOCTEPIraeThCs MPUXOBAHHUN TO3WTHUBI3M
[31], xomu BimMoBa Bij HIOUTO 3aCTapiIUX HAYKOBHX YCTaHOBOK, OYHMIIECHHS BiJl TyMaHITaApHUX
iHTepIpeTaliii € OOIPYHTYBaHHSM JUIS 30CEpeDKCHHs (axiBIiB Ha ciaabo OOrpyHTOBaHIH
eMITIpULli, y3araJlbHEHHSIX Pe3y/bTaTiB A0CIII)KEHb OIIMCOBOTO XapakTepy.

Lle moOpe BUIHO Ha MPUKJIA/Ii €BOJIONI] KOHIENTYAIbHUX MOJICNIeH Y MApKETUHTY, K €
3araJlbHONPUMHATUMH 1 IIUPOKO BUKOPUCTOBYIOTHCS B HOr0 OHJIAMH 1 oduiaiiH mijcucremMax.
3o0kpeMa ieTbes Mpo BOPOHKY MpojaxiB (pucyHok 9), ABC-anami3 Ta npasuio [lapero [2],
MoJeli Ha 6a3l XpecToMaliiHUX BapiaHTiB KPUBHUX HOPMAJIBHOIO PO3MOJUTY y CETMEHTYBaHHI
PHHKIB, TUNITAHYBaHHI )KUTTEBUX IUKJIIB TOBAPIB Ta MOIIMPCHHS/CIIPUHHATTS iHHOBawi# [15, 28].

3pyuHicTh 1 riIoOanbHE MOIMIMPEHHA Mozenei-MeTadop, 3a BIYyYHMM BHU3HAUYEHHSIM
NEeBHUX aBTOPIB [9], € HUIKOM 3po3yMiTuM. SIK TUIBKM MM 3HaluuM abo mpuiiMaemMo ixX 3a
YHIBEpCAJIbHUI CTPUKEHB JUIsl TUIaHYBaHHS MAapKETHHIOBOI JIIsSUIBHOCTI KOMIIaHii, IPOLEC CTae
YITKAM 1 3pO3YMUIMM 3a BCIX MOXJIMBUX BapilaHTIB. 3 1HIIOrO OOKYy, B Cy4acHHX YyMOBax
HEMOXJIUBO ITHOPYBAaTH HU3bKUII piBeHb 00’ €KTUBHOCTI 1 HAYKOBOI OOIPYHTOBAHOCTI MOJIENIEH,
No/I0HUX J0 BOPOHKHU MPOJAXIB Ta I1HIIMX BIJ3HAUEHUX, 1X KPUTUKY 1 aJbTEpHATUBH, SKI €
YUCENbHUMH 1 MPUHIUIOBO 3HauymMMH. CKa3zaHe CTOCYETbCS 1 JTOUUJIBHOCTI CIIaTH BHCOKOL
I[IHU 3a YHIBEPCAIbHICTh, IO JOCATAETHCS ITHOPYBAHHSM HEBU3HAYEHOCTI MapaMmeTpiB Ta
MIHJIMBOCTI cepefoBuIlia Oi3Hecy, ab0 3a MiANAIITYBaHHS 1 ajamTaiii 10 peamiii, BiJl SKUX
0e3mocepeTHbO 3AIECKUTh €PEKTUBHICTH /i, TOCSHKHICTh 3aIJTAHOBAHUX 3aBJIaHb 1 MOKA3HUKIB

Boponka mnponaxiB, ska 3HAYHOIO MipOI0 BTpaTUia CBOIO METOJMYHY ILIHHICTh
HanpukiHIi XX cT. 1 3HOBY HaOyja MOIMYJISPHOCTI 3 PO3BUTKOM IHTEPHET-MapKETHHTY,
TEXHOJIOTIH 1 pecypciB 00poOku Benukux macubiB manux (big data), € cbOromHi HANOLTBII
MOKAa30BUM MPHUKIIAJIOM JIJIsl OMpAaIfOBaHHS MPOOJEMaTUKU JTaHOi MyOJiKallii, y TOMYy YHCIi
BHACJIIZI0K MaciuTabiB ii 3acTocyBaHHs (axXiBLSAMU.

JUis  MapKeTHHry y cepeioBHIl TI1o0anbHOT 1H(OpMaliifHOI Mepexi MOCTIHHO
NPOTIOHYIOTHCS «ITiATBEPKEH] MPAKTUKOIO» Bce OUMbII eekTHBHI BapianTu Moneni (puc. 11)
[7-12, 19, 45], vacto 3 3aHanTO AMOIIIHHUMK OOIITHKAMHM IMOBHOI aBTOMATH3allil CHCTEM
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nmpojaxiB 06e3 HeoOXiHOCTI 00poOKkM BXigHMX KOHTakTiB [8]. [Ipn mpoMy aBTOpH Bce OUIBII
HOBHX IIJXO/1iB, BIAXWISIOYHCH BiJl METOAOJIOTIYHO NMPABHIILHOI JIOTiKH ()OPMYBAHHS 3HAHB, AKi
CIIUPAIOTHCS HA CEPHO3HY EKCIIEPUMEHTaIbHY POOOTY, 00’ €KTUBHI 3aKOHOMIPHOCTI, IEPEBAYKHO
JUCKYTYIOTh 3 BIIACHUMH OUTBII-MEHII MOMUJIKOBUMH YSBICHHSAMHU NPO AIWCHUI CTaH pedeH,
HaMararouyuch yJAocKOHaHUTH iX. [lomiOHiI cmpoOu, sKi TPOroJIoNIyloTh Hee(hEeKTHUBHICTD
MOCIIOBHOTO TPOXOPKEHHSI BCIX €TalliB BOPOHKH, 3aMiCTh 3a0€3MEueHHs] JOCSATHEHHS
3aIlTAaHOBAHOI PE3yJIbTATUBHOCTI, HAaB I3JIMBOTO MEPCOHI(IKOBAHOTO poOOTaMU peKIaMyBaHHS
TOBApIB, SKI BXKE HE aKTyaJIbHI JJIS IIUIbOBUX IHTEPHET-KOPUCTYBaUiB — 0a3yIOTHCSl HA MHHYJIOMY
HEraTUBHOMY JTOCBiJII (DaxiBIliB, TOOTO 32 METOIOM CIIpoO 1 MOMuUIIOK [12].

BigBiauHu Beb-caiity — Bci BigBigyBaui caity

Mowyk i olwiHKa NpoAYKTY — 3apeecTpoBaHi
KOPMUCTYBaui, a TAaK0XX Ti, XTO NPOrnsHyB
ToBapu/nocnyrm
OopaBaHHA NpoayKTy "B KOpP3UHY" —
KOpUCTyBadi, o BuMbpanu npoaykr i
O AoAanyu MOro B KOP3UHY

OcdopMneHHSA 3aMOBJ/IEHHA —,
KOpUCTyBaui, wo Bubpann
YMOBM orJiaTtu
i JOoCTaBKu

Mokynka —
KOpUCTyBaui,
Wo cnaaTunm
TOoBap

Pucynok 11 — BopoHka pe3yabTaTUBHOCTI MapKETHHTY IHTEpHET-Mara3uHy

3HauYHOIO MIPOIO PO3YMIHHS IHOTO C(OPMOBAHO Y JOCTATHHO BEJIUKOI YaCTUHH (axXiBI[iB-
IPaKTUKIB, SKI KOHCTaTYIOTh HEOOXiJHICTh KPUTHUYHOTO OCMHUCIIEHHS METOJOJIOTi] 1HTEepHEeT-
MapKeTHHI'y, CHUCTEMHOIO MiAXoay y 3ale3meueHH1 Horo edextuBHOCTI [26, 29, 38]. He
BUKJIMKA€ OCOOJMBUX JHUCKYCIi Te3a, 10 BOPOHKAa NpPOJAaxXiB, SK MOJENb 3a0e3NeueHHs
pe3yibTaTUBHOCTI Oi3HECY, y TOMY 4YHCII y I1HTEpHET-CEpeAOBUILl, HE MpaloBaTuMe 0e3
CUCTEMHOI0 OaueHHs B3aeMOJI KOMMaHIl 3 pUHKOM. AJKe NMpUiiMarouy 3a KOHLENTYaJbHY
OCHOBY JIisTBHOCTI JIOTIKY, SiIKa mependayvae, 1o g 3abe3neueHHs JdiliB (3asBOK, 3aMOBIICHb
TOILI0) HEOOXITHUM € Tpadik, SIKUI TeHepYEThCs, 30KpeMa 1 HalpuKIIal, 3aluTaMy MOLIYKY, 3
0JTHOTO OOKY, ClIeHapil pO3BUTKY CIIPOIIYIOThCS (BUXI1J Y JiI€pH IO KaTeropii). 3 iHIIoro Ooky,
3a0e3nedyeHHs (HiHATBHOI MPUOYTKOBOCTI BHUMAra€ 1 3HAYHO YCKJIATHIOE THTAHHS/BIMOBIII
I10/10 CUCTEMHOT pe3yIbTaTUBHOCTI KOHKPETHUX KPOKiB Ha piBHI Oi3HEC-cUCTEMH Y ItoMy [29,
38]. SIxi 3amUTH BayKJIMBI AJIS [IUIBOBOT ayAUTOPIl KOPUCTYBAUIB 1 JJI TOTO, II00 MPUBEPHYTH 1X
yBary? SIki 3anutu 3abe3nedyBaTUMYTh KOHBEpCIi, a K1 3 HUX MPpoAaxi?

BinmoBigl Ha oOKpeciieHEe KOJIO MHTaHb MepeadaydaroTh MPOBEIEHHS CepHo3HOI
eKCIepUMEHTaIbHOT pOOOTH Ha TMOCTIHHIM OCHOBI, aJke pIBEHb 1 XapakTep peakilii
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NOTEHI[IMHUX CII0XKUBAYIB 3MIHIOETHCS 1 UYTIUBHHI 10 YMOB pUHKY. [Ipy 1IbOMYy THYYKICTBH y
BHOOPI MiAXOAIB 70 3a0€3MeUeHHs PE3yJIbTATUBHOCTI CHCTEMH O13HECY CYTTEBO OOMEKYEThCS
paMKaMu 1 mapaMmeTrpaMu Moeli, oOpaHoi Ul oprasizaiii B3aeMoOJii 3 PUHKOM (BOpOHKa
MPOJIaXiB 1 T.I1.).

OmnaHyBaHHS HOBUX HANpsMKIiB 1 cep MisIbHOCTI, 3MiHA CBITY HE MOKe OyTH IPHYUHOIO
1 BUIIPaBJaHHSAM BIJIMOBH CYCITUIBCTBA BiJ] HAYKH, a HAYKOBI[IB BiJl METOJIOJIOTIi Ha KOPUCTh
MIBUJKUM pe3yJibTaTaM 1 MOMYJSIPHOCTI JeKjapaiiid (BiAMOBITHOCTI 3alyTaM 3allikaBIeHUX
cropiH) [40]. He Mmo>xHa irHOpyBaTH TOH (akT, 10 BUXIAHA 1/1€s1 3SMEHIIIEHHS KUIBKOCT1 OpeH/IiB
y Toxi BHOOpPY CIOXHMBAa4iB MO Mipi MPOXO/KEHHS HHUMHU ITyHKTIB KOHTAaKTy (eTaiB
KOHKpETH3allli pilleHHs 010 KYMiBJi TOBapy), JaBHO BTPATHJIA aJeKBAaTHICTh BiIOOPaKEHHS
pearniii punky [37, 39]. OOcsr i piBeHb AOCTYMHOCTI iH(oOpMaIlii, MaKCUMaIbHO BiAMOBIIHOT
aKTyaJbHUM 3aIllMTaM KOPHUCTYBadiB [HTEpHETy, SIK 3a pKepellaMH HaJXOJ/DKCHHS, Tak 1 3a
dopmaramMu HaJaHHA JaHUX, CTBOPIOIOTH MEPEIyMOBH JUIS IIBUIKOI TpaHc(opMmarllii BapiaHTIB i
NPUHIUIIOBOTO TEPEryisily €JIEMEHTIB BUOOpPY MOTEHIIHHMMHU CIIO)KMBAYaMHU ITPOIIO3UIIIH
OpeHniB, a TAaKOXK 3MiHU MOBEIHKOBUX MOJIENIEH, OpraHi3alii B3aeMo/Iii y4aCHHKIB pUHKY. Bce
1€ 3HaYHO 30UIbllye piBEHb HENIHIMHOCTI MPOILIECiB, BIUIMBOBICTH MPSMHUX 1 3BOPOTHUX
CHCTEMHUX 3B’5I3KiB, Ha PiBHI OKPEMHX TiJICKCTEM 1 B HijioMy (puc. 12).

AxmusHutl nowyx i onpayro8anHs ingopmayii

Ilemns nosinbnocmi

Tlomouni 63aemo0il

Pucynok 12 — CyuacHa MoJienb NpUHHATTS pllIeHb criokuBadyaMu [48]

Henpunyctumum BOadaeTbes 1 3BY’)KEHHS BChOTO PI3HOMAHITTS BaplaHTIB PO3TOPTaHHS
Ni3HABAIbHUX, EMOLIWHUX 1 TOBEAIHKOBUX peakuiii cnoxuBauiB (puc. 13) mo cyro
paliOHAIbHUX JIAHIFOKKIB 3 JOMIHYBaHHSM KOTHITMBHMX IPOIECIB, L0 € XapaKTEPHUM Yy
MOJIENIIX BOPOHOK MpPOAaXiB. [HTEpHET BIAKPHUBA€E HMIMPOKI MOMIJIMBOCTI IIBUAKOIO JOCTYMY i
MPUCBOEHHS YYKOTO JIOCBIY, IO JIMIIE TTOCUIIIOE TIOMIMPEH] 1 paHille aJrOpUTMHU TEPEBAKHO
€MOLIIHOTO CIIPUMHATTS CBITY, IPUIHSATTS PILIEHb JIIOJUHOIO, KOJIH «3YCTPIYatOTh 3a OJSITOM, a
MIPOBOJIKAIOTH 32 pO3yMOM» [48].

3 iHmoro 60Ky, MOXKHa MOTOAUTHUCS 3 JOCIIIHUKAMH, KI KPUTUKYIOTh PEISATHBI3M y
HayIli, KOJH TIOBEPXOBI TEOPETH3yBaHHSA, 5Kl 30CEPEIHKYIOThCS Ha KOHCTaTaImisfax 1
HarpoMa/KeHH1 OMUCIB 6araToacrnekTHOCTI Ta MHOXHMHHOT IPUYMHHOCTI SIBUII] CY4aCHOTO CBITY,
MOIIYKY YEpProBUX MPOIYKTUBHUX TINOTE3, 3aMICTh NPaBUJIBHO OPraHi30BaHOI NEpPEeBIpKU
ICTUHHOCTI OCTaHHIX 1 3 YiITKUM OPIEHTUPOM Ha PO3B’S3aHHS CYCHUIBHO 3HAUYLIUX MpPoOIeM,
3a0e3nedueHHs €e)eKTHBHOCTI Ta MPOTPECY.
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Pucynok 13 — BapianTtu cipuiiHATTS IPOIIOHYBaHb OPEH/IIB CIIOKHBAYaAMH

Tak, pi3HUMHU aBTOpaMU CHOTOJHI MPOIOHYIOTHCS YWCICHHI BapiaHTH Moaudikamii
ICHYFOUHX KOHIENTYAITBHUX MOJIEIICH I MapKeTUHTOBO1 HisuThbHOCTI [7-12, 17-19, 39, 45]. Onni
3 HUX 3MIHIOIOTH aKIEHTH CIPUHHATTS €KOHOMIUHHX peallif, a 1HII EeJIEMEHTHHHA CKJIaa Ta
Bi3yaurizaii.

Jlisi BOPOHKM IMPOAAXKiB MOXHa KOHCTAaTyBaTH, IO CTPUXKEHb il €TamHOCTI y Pi3HUX
(daxiBIiB MOXYTb CKJIaJlaTH:

. MOCHII0OBHICTb peakiiil JF0ANHY Nepe 3A1CHEHHAM MOKYNKH 3a Mojento AIDA: yBara
(Attention) — intepec (Interest) - 6axanus (Desire) — mist (Action) [45];

. eTanu TPOoLeCy MPUUHATTS PIlIeHb MOKYIISAMH: 0013HaHICTh-03HAMOMIICHHSI-OIlIHKA-
KyMiBJIS-TOsUTBHICTE [37];

. TUIM MOKYIIIIB 32 XapaKTePUCTUKAMU MPOXOIKEHHS KHUTTEBOTO LIUKIY Y CIIOKUBAHHI:
NOTEHIIiHHI - TEpBUHHI - TOBTOPHI — NMOCTiiHI [19].

ANanTyrouu 1 YJAOCKOHAJIOIOYHM KJIACHYHI BapilaHTA MOJENl JJiA IiJIel 1HTepHeT-
MapKETUHTY, HAYKOBIIi 1 MPAKTUKU 301IbIIYIOTH PI3HOMAHITTS BOPOHOK, MaJl0 3aMHUCITIOIOYHUCH
HaJl TUTAHHSMU TOTPHUMAaHHS X04a O OCHOBHHX METOJOJIOTIYHUX MTPHHIIUIIIB.

B Mexax ozHi€T MOJeNli MOJKHA CIIOCTEPIraTi MEPeTHH AEKUTBKOX Pi3HUX 32 00 €KTOM 1
CyO’€KTHICTIO, TIPUPOIOI0 IMPOLECIB 1 BUMIpaMHM iX XapakTepUCTHK TmiacucreM. Bce 1e
aJTUTUBHO, 0€3 3MIHM JIOTIKM pPO3YMIHHS pealbHUX Oi3Hec-CUTyalliil 1 NpUHHATTS
ynpaBiiHChKUX pimeHs [10, 39].

CwmonsHiok O.B. nepenbauae, 1110 Ha KOXKHOMY €Tarli BpaXyBaHHS NOTpeOyI0Th 0COOIMBI
YUHHHUKY YCHiXy, 0ap’epH B opraHizaiii pe3yJbTaTUBHOI B3a€EMO/II1 3 MPECTaBHUKAMU L1JILOBOT
ayaurtopii. Y nomyky iHdopmarii — 11e Tpurepu Ha 3aXOIUICHHs yBaru (KOHTEHT), Y CIIUIKYBaHHI1
— NpoOJeMHU BCTAHOBJICHHS] KOHTAKTY, JOBIPYMX B1IHOCHH, 0COOMCTHUX KOMYHIKaIlli, a TAKOX X
BepOaJIbHUX 1 HEeBepOATbHUX CKIIQJOBUX, Y MEPEXOl A0 aKTUBHOI a3y BaXJIMBUMH CTAIOTh
30BHIIIHI CTHUMYJIH 1 BHYTPILIHS MOTHBAIS, MOCIIIOBHE JOCATHEHHS LI e(peKTUBHOCTI
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nianpuemctia (puc. 14). Ilpu npoMy Ha cxeMi 3:1iBa (JOCUTh YMOBHO) IPE/ICTABICHO OYiKyBaHi
MIIMTPUEMCTBAMUA MapKETHHTOB1 pe3y/IbTaTH — eKOHOMIYHI 1 HeeKOHOMIYHI. OcTaHHi (31 3MIHOIO
Cy0’€KTHOCTI) MEPETHHAIOTHCS 3 LEHTPAJBHUM IPOLECOM MPHUHATTS PILICHb MPO KYIIBIIO
croxuBadamu. Bci >k pe3ynbraté (3 TEBHOK YMOBHICTIO) IOB’SI3YIOTHCSI aBTOPOM 3
MOCIIJIOBHICTIO 3a0€3eYCHHS/BUKOHAHHS TTOKa3HUKIB B3a€MOJIl 3 IUIHOBOIO ayIUTOPIEIO
KOpHUCTyBauiB [HTepHeTY (IpaBopyd Ha cXeMmi).

CPM
TRP/SOV

OXOnNMAeHHs 3anut/3HaHHA

o cPC
BiasiaysaHHa \ nMppiimaro go ysaru/

IHTepec Hapato nepeBary CPA
Hamipu CPL
KoHTpakTt CPO
MpubyTok CPS

ROI+
Pucynok 14 — BopoHka pe3ybTaTUBHOCTI MAPKETHHTOBUX iHTEpHET-KOMYyHiKaiii [39]

3 omHOro OOKy, JeTKO MOoOa4YuTH, IO YIOCKOHAJICHHS MOJENEH, y TOMYy YHCIT 3
BUKOPUCTAHHSAM HOBUX TE€XHIUYHHUX, PECYPCHUX Ta 1HIIUX MOXIIMBOCTEH, He 3HIMae mpobiem
€(EeKTUBHOCTI, 3YMOBJCHHX IPUTAMAaHHOIO AOCTPAKTHICTIO 1 YMOBHICTIO BiOOpakeHHS
peasIbHOCTI, MPOTE TOCTPO CTABUTh NMUTAHHS PO Oa3HC 3aKOHIB 1 3aKOHOMIPHOCTEH, 1110 MAIOTh
CKJIQJIaTH OCHOBY PE3yJbTATHBHOTO MOJICITIOBAHHSI, 3acad 00 €KTUBHOCTI BUCHOBKIB 3a HOTO
niicyMKaMH. AJiKe, SKIO MU TOBOpUMO Ipo mozaenb AIDA, To ciix nam’aTaTi po iICHYBaHHS
Oubin cyyacHux 1 momudikamii: AIDMA (M — motive, motus), AIDCA (C — confidence,
nosipa), ACCA (C - comprehension, po3yminns, C — conviction, nepekonanss) [32, 35]. Takum
YUHOM, BHUKOpPHUCTaHHsS 0a30BOro HANOBHEHHS MOJENl BOPOHKM IMPOJAXIB CTAa€ JIOCUTH
JTUCKYCIHHIM.

3 1HOIOrO, HEMOMIYEHMMH 1 THUPAKOBAHUMH Jajli JUIsl HAyKOBIIB 3aJUIIAIOTHCS
METOAOJIOTIYHO SIBHI TOMWIKHM KOHUENTyaJlbHUX Mojenen-metadop Mmoa0 po3yMiHHS
MPUYMHHO-HACIIIKOBUX 3B’ s13KiB. CIIiJT 4ITKO YCBIJOMIIIOBATH, 110 Oy/b-sIKa MOJIeNb PUHKOBOT
B3a€MOJI1 BiJJI3epKaIIOe K MIHIMYM JIBa acleKTH MOTEHLIHHOI eekTuBHOCTI OizHecy. [lo-
nepIe, XapaKTepUCTUKH 1 pe3yIbTaTH MOBEAIHKH CII0KUBAY1B, MO-APYTe, 0COOIUBOCTI 1 pIBEHb
oprasizaiii KJIr040BUX MPOLECIB B AiSIBHOCTI MiIPUEMCTBA.

OcsrHyBIIM Ha BJIACHOMY JOCBIJI BIUIMBOBICTh €(EKTUBHOCTI POOOTH MiAPO3ALIIB
KOMIaHi} (pe3ylbTaTUBHICTh POOOTH 3 BXIIHUMM [3BIHKaMH, ONTHUMAJBHICTh 1 THYYKICTb
CUCTEM OIUIaTHU TOBApiB 1 T.1.) HA KUIbKICTh MOTEHIIMHUX CIOKUBAYIB, 1110 CTAIOTh peaTbHUMH,
creniajgicTaMu iHTepPHET-MApKETHHTY OYJM 3alpONOHOBAaHI 3BOPOTHI BOPOHKH Mpoaaxy. Ciijx
BIJI3HAYUTH, 1110 AHAJIOTM 3BOPOTHUX BOPOHOK paHille, MPOCTO AJIs 3PYHYHOCTI IJIaHYBAaHHS
JisUTBHOCTI 1 6€3 yBaru /0 pi3HUII B MPUPOJIL 1 3aKOHOMIPHOCTSX BOPOHKHU PE3YJIbTaTUBHOCTI
po0OTH 3 MOTEHUIMHUMH 1 peadbHUMH MOKYMISIMH KOHKPETHOI KOMITaHli, a TaK0X BOPOHKH
KYIMIBEJIBHOIO TPOLECY CHOKUBAUiB, CTBOPIOBAIMCS 1 MOLIMPIOBANUCSA SK BapiaHTH 0a30BoOi
MOJE.

I Tyt nocraTHRO MpoOIEMAaTHUHUM BUTIIsAAA€ HEAU(epeHIliiioBaHe OaueHHS HAyKOBISIMH
SIBUII[ 1 TIPOIIECIB, IO € CIEeUU(PIYHUMHU y TOBEIIHII CIIOXKUBAYIB 1 THX, Kl BIIOOPaKarOTh
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0COOIMBOCTI opraHi3aiiii 6i3Hecy cy0’€KTamMH MiANMPUEMHHUIIBKOT AisIbHOCTI. Lle mposBiseTbes
K y poOOTax 3 iIHTEpHET-MapKETUHTY, Y TOMY YHCIIi HaBeZeHuX Buuie [39], Tak 1 y myOmikarisx,
MIPUCBSIYECHUX MAPKETHHIOBUM KOMYHIKAIisAM B 1isiomy [35].

B ocraHHiX, THIOBO, SK OJHOTHUIHI PO3TJSAAAIOTHCS MOAETI NPUHHATTSA pIllICHb
cnoxuBayamu, Hampukiaa, AIDA, ski MOXyTh BHMKOPHCTOBYBAaTHCS Yy MapKETHHTOBOMY
IUTAaHYBaHHI SIK «A3€pKaJbHI» MPOEKii KOMYHIKaIiiHOI pe3yJlbTaTUBHOCTI KOMIaHil, i CyTO
METOMYHI I yIpaBliHChbKUX miusien, Hanpukinaa, DAGMAR («Defining advertising goals —
measuring advertising results» — «Bu3HaueHHs peKJIaMHUX LiJIeH — BUMIPIOBAaHHS PEKIaMHUX
pPE3YNbTATIBY).

TupaxxyBaHHA cTapux NOMWJIOK Yy HOBI cepH, migMiHa IPYHTOBHHX JOCIHIIKEHb 32
aKTyaJIbHUMHU HaNpPsIMKaMH IMITaIlisIMA HaYKOBOi JISUTBHOCTI, 1110 3BOAMTHCS 10 BIATBOPEHHS Y
BJIACHUX IPOEKIiAX BXKE ICHYIOUMX TOYOK 30py 1 pe3yibTaTiB - Bele A0 KpHU3M B Hayli. A
OCTaHHS, K BijioMo 1 goBeneHo [40], € mepeBICHUKOM KPH3H COIIaIbHO-€KOHOMIYHOT.

Takum YMHOM, MIPUHIIUIIOBUM IS MAPKETUHIOBOI HAYKH Y BCiX 11 mpeaMeTHux cdepax
IpU MOJICTIOBAHHI MPOILIECiB, MPOTHO3YBaHHI MapaMeTpiB pealbHOi €KOHOMIKM Ma€ CTaTu
IpaMOTHE BHKOPHCTAHHS CHCTEMHOTO IJIXOAY, a HE IiUIAITOBYBAHHS TEOPIH MiJ MPAKTUKY,
o noTpedye BiAMOBIAHOI MO3UIlIT AOCHIAHMKA HIOJ0 MDKIMCIMILTIHAPHOCTI, «IPEAMETHOI
YUCTOTH» 3100yTKIB. [Ipy IbOMY METOOMOT14HI MPUHIIMITA HAYKOBOTO Mi3HAHHSI, B1IOBIIHHIA
¢inocopcrkuii THI MUCIIEHHS 3a0€31eYaTh B3a€MO3B 130K BCIX HOTO HAMPSAMKIB, HITICHY JIOTIKY
CIUIBHOT'O MPOrpecy y MOUIYKY 1CTUHH, IUIAXIB PO3B’SA3aHHS aKTyaJbHUX MPOOJIEM PO3BUTKY
CYCHIBbCTBA, OKPEMHUX HOTO mifcucteM [42, 47].

Ony6sikoBaHi pe3ysibTaTH CHELIAIbHUX JAOCIIPKEHb, y TOMY 4YHCIi aBTOPCHKHUX,
3aCBIUYIOTh HASBHICTh BCIX HEOOXITHHUX MEPEIYMOB LIS TIEPEXOAY Y METOAMYHUX KOMILIEKCaxX
MapKETUHTY J0 BUKOPHCTAHHS Cy4yaCHHUX Mojenell Ha 0a3i CUCTEMHOro MiJX0Ay, aHaJOITYHUX
MPEICTaBICHIM Ha PUCYHKY 12, BceOiuHIN iHTErpamii 3HAHHS 3 JOTPUMAHHSIM KIIFOUOBUX
METOMOJIOTTYHKX IpUHIHMIIB [15, 46-48].

BucHOBKM 3 1aHOT0 JOCJTiIKeHHS i MepCneKTHBH MOAAJbIINX PO3POOOK 32 TaHUM
HAnpsAMOM. PO3BUTOK KOHIENTYyaJbHO HOBMX MIiJIXOIB, CTPYKTyp 1 Oi3Hec-mojneneil B
€KOHOMIII1 He 3HIMAE, a YaCcTO 3aroCTPIoE MPoOIeMH ePEeKTUBHOCTI MAPKETHUHTY, METOIOJIOTTYHO
1 CTpaTeriyHo 3HaAuylli MPOTUPIYYS, 30KpeMa y pO3rOpTaHHI Pe3ylbTaTUBHOI IISUIBHOCTI Y
IHTEpHET-CEPEJOBHILL.

B pobotax ¢axiBiiB Mae Miclie, SK yMOBHA B1IMOBa BiJ] HAYKOBUX CTaHJIapTiB, OPIEHTHPIB
METO/I0JIOTIi B OpraHi3allii JOCIIHUIIBKOI Ta IHIIUX BUAIB AISUTBHOCTI B €KOHOMIII, MAPKETUHTY
(eMmipu3Mm, mparmMaTHka i T.I1.), TaK 1 METOJOJIOTI3M, SIKUH XapaKTepU3yeThCsl TEMOHCTpAIisIMU
Ta JIOBEJICHHSIM MOSCHIOBAIBHOI 1 TPOTHOCTUYHO-TIEPETBOPIOBATILHOI PE3YIbTATHBHOCTI MTEBHUX
Teopiil, KOHLIEMIIIH, MOeNeH, siKka MPOTE € ITYYHOIO 1 6a3yeThCsl HA HEKOPEKTHUX MaHIMYJISLIAX
3 (pakTamu, HEMIPaBUIILHOMY TPAKTYBaHHI SBHIL 1 IPOLECIB.

CyuacHa MeTOJI0JIOTisl HayKH CTBOPIOE BCl HEOOXiJHI MEPeayMOBM JUIs MOBHOLIHHOI
IHTerpanii HasBHUX 1 HOBUX 3HaHb Y MapKETUHTY, €(EeKTUBHOI peatizallii MIKIMCIUIUTIHAPHUX
IPOEKTIB. AKTyaJIbHUMHM 3aBJaHHSIMHU HayKOBOT'O 3a0€3MEeUeHHS IPOrpeCy Y PO3BUTKY 1HTEPHET
MapKeTHUHTy € (OpMyBaHHS 1 MOMYJSpU3allisl LUIICHOTO PO3YMIHHS peaniil 1 MepcrneKTuB
3a3HauyeHoi cepu Oi3HeC-TISTBHOCTI, T030aBIEHOr0 OKPECIEHUX Y CTATTi Mpo0IeM 1 IpoTupiy,
a TakoXX BceOlyHa KOHKPETH3allisl €JIEMEHTIB METO0JOr] A e(eKTUBHOIO iX 3aCTOCYBAaHHS

daxiBIsIMHU.
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Methodological problems and possibilities of Internet marketing development

The aim of the article is to identify and constructively solve methodological problems that impede
the development of Internet marketing in Ukraine and reduce the efficiency of domestic enterprises.

The results of the analysis. The article deals with actual theoretical, methodological and
practical problems of Internet marketing development. The role of system methodology in the
organization of interdisciplinary research in marketing is substantiated. The sales funnel which lost most
of its methodological value at the end of the twentieth century gained its” popularity again with the
development of Internet marketing, technology and processing resources of large data sets. It is
determined that the volume and level of information accessibility, which corresponds to the actual
requests of Internet users, both by sources of income and by the data formats, creates the preconditions
for rapid transformation of options and a fundamental review of the choice elements by potential
consumers of brand proposals, as well as changes in behavioral models, organization of interaction of
market participants. It is impractical to narrow the entire variety of options for the deployment of
cognitive, emotional and behavioral reactions of consumers to purely rational chains with the domination
of cognitive processes. The Internet opens wide opportunities for quick access and assignment of someone
else's experience, which only amplifies the distribution of algorithms of the predominantly emotional
perception of the world, the adoption of decisions by a person when they "meet by clothes, see off by mind
" The inadmissibility of surface theorizing, the concentration on the statements and the accumulation of
descriptions of multidimensionality and multiple causality of the phenomena of the modern world, the
search for regular productive hypotheses is indicated instead of a properly organized verification of the
truth of the latter and with a clear reference to solving socially significant problems, ensuring efficiency
and progress.The attention is focused on the increase of various models of funnels and observation within
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the boundaries of one model, the intersection of several different objects and entities, nature of processes
and measurements of their characteristics of subsystems. Methodologically obvious errors of conceptual
models-metaphors in understanding the causal relationships remain unnoticed and duplicated for
scientists. The models of market interaction reflect two aspects of potential business efficiency. Firstly, it
is the characteristics and results of consumer behavior, and secondly, the peculiarities and level of
organization of key processes in the enterprise. The proper use of the system approach, which requires
the corresponding position of the researcher concerning interdisciplinarity, “substantive purity” of
achievements, should become a fundamental principle for marketing science in all its substantive spheres
in the process of modeling and forecasting of the parameters of the real economy. At the same time, the
methodological principles of scientific knowledge, the corresponding philosophical type of thinking, will
ensure the interrelation of all its directions, the integral logic of common progress in finding the truth,
ways of solving the actual problems of development of society, its separate subsystems.

Conclusions and direction for further research. The results of the study testify to the presence
of all necessary prerequisites for the transition in methodical marketing complexes to the use of modern
models based on a systematic approach. The development of new approaches, structures and business
models in the economy exacerbates the problems of marketing effectiveness, methodologically and
strategically significant contradictions, in particular, in the deployment of productive activities on the
Internet. The modern methodology of science creates all the necessary prerequisites for the full
integration of existing and new knowledge in marketing, the effective implementation of interdisciplinary
projects. In further research it is necessary to study the scientific principles of the formation and
promotion of a holistic understanding of the realities and prospects of Internet marketing.

Keywords: marketing, Internet marketing, models, methodology, system approach, development.
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MARKETING RISKS: CLASSIFICATION AND METHODS OF ASSESSMENT

The paper provides risks analysis in marketing activities. Two statistical methods are identified
for marketing risk assessment. Quantitative methods allow to obtain probabilistic risk assessment.
Qualitative methods allow to group risks by categories: high, medium and low. Given classification and
evaluation system of marketing risk corresponds with generic indicators of marketing theory. The
scientific and methodological approach is used to assess market risks in all areas of marketing: in
product, price, sales and communicative policies. Marketing research is an instrument for marketing risks
assessment, which trend is based on the probability of certain risks for each marketing activity.

Keywords: marketing risks, risk assessment, quantitative methods, qualitative methods,
marketing research
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Statement of the problem. Nowadays, the product life cycle is reducing; the number of
trademarks is increasing; the effectiveness of advertising campaigns is reducing; the value of
traditional mass media is decreasing. In these conditions the risks in marketing are increasing.

The increase in the riskiness of entrepreneurship in the 21st century is evidenced by a new
definition of marketing, which was proposed by the American Association of Marketing. The
previous version is: "Marketing is the process of planning and implementing of the plan pricing,
promotion and implementation of ideas, goods and services through the exchange that meets the
goals of individuals and organizations™ [1, P. 1].

There is a focus on the risks appears in the new version: "Marketing is a function of
organization which includes a set of processes for the creation, promotion and delivery of
consumer values on the base of management of relationships with customers,resulting in the
organization bears risks and benefits" [2, P. 45].

In the specialist literature the term "risk in marketing™ is the subject of debate.

Analysis of the recent research and publications. Risk is inherent attribute of business
activities and theory of risks created in the work of many scientists.

A. Smith has laid the bases of the theory of risks. He believed that profit is compensation
to the owner of capital for risk [3, p. 157]. In the eighteenth century the scientific basis for
quantitative risk calculations not yet formed and businesses relied on luck, experience and
intuition. In economics during the nineteenth to the first half of the twentieth century two theories
of business risks (classical and neoclassical) were formed.

Classical theory created by J. Mill., N. Senior, F. Knight identifies the economic risk as the
mathematic expectation of profit loss or probability of losses that can appear.
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Neoclassical theory established in the 30s of the twentieth century by A. Marshall, A.
Pigou, J. Magnussen based on the marginal approach. It considered the problem in terms of risks
minimization.

Category "risk in marketing" is the subject of research by many scientists.

Authors of the textbook "Marketing” ed. A.Pavlenko under the risk in marketing
understand the threat of loss or shortfall in income as a result of implementation of specific
decisions or types of production and sales activities, based on the recommendations of Marketing
[4, P. 269].

V. Granaturov, I. Litovchenko, S. Harichkov consider that marketing risk determines the
possibility of unplanned changes of the final result of activities because of shortcomings in the
organization of marketing activities [5, P. 118].

T.P. Danko considers that marketing risk creates a situation of instability, variability,
accidents in the goods assessment by the buyer or through the pricing policy of the company, or
through the portfolio content, or through the way of notification of the goods (advertising), or
through the error in choosing of market promotion form [ 6, P. 78].

I.M. Volkov, M.V. Grachev believe that marketing risk is the risk of loss due to incorrect
strategy or tactics on the market [7, P. 210].

A.Gordienko considers that marketing risk is a high probability to loss initially interested
in the product customer, marketing miscalculation in detecting of target market of goods, hard
marketing strategies of competitors in this market segment or a decline in demand for the
products due to its insufficient quality or inability to meet the expectations of consumers [8].

A.G. Badalova, O.A. Churzina think that marketing risk is a shortfall in income due to
lower in sales or price of the goods. Adverse events associated with sales [9]

M. McDonald, B. Smith, K. Ward propose a classification of risks in marketing, which is
divided into three groups: market risks associated with the estimation of potential market size;
risks associated with the chosen marketing strategy; profit risks [10, P. 293-296]. This
classification is not names the sign of distribution on groups. In general, all the risks by nature
are risks of reduction in income.

To assess the risks in the marketing A.G. Badalova, O.A. Churzina offer to perform the
following procedures [9]: detect a complete list of risks; determine the probability of their
manifestation; estimate the expected amount of losses; rank the possible occurrence of losses;
establish an acceptable level of risk, determine the risk zone.

Unsolved aspects of the problem. A wide range of views on the types and classification
signs of marketing risks is formed in the international scientific community. Often these positions
contradict to each other as well as the classic marketing postulates. There are unsystematic
mathematical and statistical variations of market risks assessment.

Statement of purpose is to develop the marketing risks classification that corresponds to
generic characteristics of marketing theory and to offer the marketing risks evaluation systems.

The main research. Definition of the category "risks in marketing" has to take into account
the generic characteristics of marketing as a science: responsibility for solving of the problem of
optimizing sale; complexity and synchronicity of marketing instruments using. It is proposed the
following definition: risks in marketing is a category to reflect the inherent properties of
marketing activity management that appears on objective or subjective reasons, has measurable
or immeasurable character and can cause a decrease in planned income in the process of solving
problems of sales optimization. Risks in marketing are predictable events that can cause loss or
damage.

Risks in marketing advisable to classify by the sign "place of risk arising™ and divided into
external and internal.
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External is the risk of external factors of micro marketing environment: risks in supply, in
competition, in intermediary, risks of consumer and contact audiences.

Interior is a risk of internal factor of micro marketing environment — company; risk in
commodity; price risk; sales risk; communication risk.

Risks related to factors of macro marketing environment to refer to the marketing risks is
inappropriate, but rather to the socioeconomic risks.

To assess the risk in marketing there are two groups of statistical methods: the quantitative
- allow to receive the probabilistic risk assessment; the qualitative — allow to group the risks by

the categories: high, medium and low (Table. 1).

Table 1 — Quantitative methods of risk assessment in marketing

The method of risk
assessment

The indicators which can be
assessed by the method

Risk assessment

1. Building of the
confidence interval
for the general
average

a) Assessment of average customers
costs for goods in general totality;
b) General average assessment of
consumption goods;

c) Assessment of the general average
ratio of buyers to the product in the
chosen scale.

Confidence interval is built with some
chosen level of reliability — 90%, 95%,
and 99%.

Risk ie the probability that actual general
average is outside the obtained range is:

a=1-y.

2. Construction of
confidence interval
for the proportion
in the general
totality

a) Assessment of the proportion of
general totality of customers who
prefer the goods;

b) Estimates of the proportion of
buyers who are loyal to the product;
c) Assessment rating of TV or radio
programs;

d) Assessment of program audience

The confidence interval for the
proportion in the general totality based
on the selected level of reliability 7 -
90%, 95%, 99%.

The risk that the valuation will be outside
the confidence interval isac =1—y .

3. Construction of
confidence interval
of forecasting of a
certain marketing
variable

a) Forecasting of goods sales
volume depending on the one or

more marketing factors (price,
income of buyers, advertising
effects);

b) Forecasting of sales volumes of
trend models (depending on the
time);

c) Forecasting of the cost of
advertising services depending on
one or more factors (number of
program viewers, site visitors,
income of listeners, channel rating).

The confidence interval for the forecast
of the dependent variable is based on the
chosen level of reliability

y —90%, 95%, 99%.

4. Finding of
sample size

a) Finding of the sample size for
assessing of general average;

b) Finding of the sample size for
assessing of the share signs in
general totality

The sample size is calculated on chosen
level of reliability 7 - 90%, 95%, and
99%. Also, is given the level of limit
errorA

The probability that the limit of error is

exceed A definedasa =1—y .
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Initial data to build the confidence interval of general average can be obtained from the
following marketing research.

a) Estimated Avg costs:

+ Customers poll — a representative group of customers is formed and according to poll
results there is a row of X1, X2, ... Xn COSts Of n respondents receive;

* Monitoring of consumers — forming of panels that is a representative groups of
respondents who represent all segments of the consumer;

 Expert assessment - experts estimate the potential of new products market;

» Experiment — choose one of the methods of the experiment.

b) The assessment of the average consumption:

* Poll of customers;

* Monitoring of buyers;

* Experts assessment;

*Experiment — to study the averages consumption volume of goods the experimental
markets are created.

It is possible to offer the following classification of risks in commodity policy which arise
in the development of new or modifications of existing product on the market of metal and plastic
designs (Table. 2).

Table 2 — Classification of risks in commodity policy which arise in the development of new or
modifications of existing product

Types of risks Probability of risks | Methods of marketing research to
reduce risk

Wrong product concept High Testing of the concept of product by
experts, consumers, producers

Mistakes in  commercial policy High Testing of the concept of product by

(trademark, branding of equipment, experts, consumers, producers

etc.).

Product positioning mistakes High Testing of positioning

Mistakes in  consumers  goods High Market tests conducting

perception assessing.

In the context of risk management in commodity policy in the development of new or
modifications of existing product it is reasonable to conduct of some market research (Fig. 1).
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Marketing research of new product

Analysis of ideas: |
Functional methods

Creative methods

Testing of
concepts:

Monadic

approach

Comparative
approach

Product testing

Positioning
testing

Market tests

Figure 1 — Types of market research of risks arising in the development of new or
modifications of existing product

Commodity risk can also be classified according to the stages of the product life cycle

(PLC) (Table. 3).

Table 3 — Classification of risks in commodity policy by stages of PLC

modification

PLC stages Risks Risks The object of marketing
probability research to develop risk
management measures
Promotion  to | The rejection of goods by High Research of consumer attitude to
market consumers the products company
Low rates of sales growth High Analysis of sales of competitors
Competitors market entry High Market monitoring
Growth Competitive war Middle Research of competitors
(intelligence)
Changing of consumer High Consumer research
preferences
Maturity Competitive war High Research of competitors and
consumers
Mistakes with the Middle Research of consumer attitude to
expansion of commodity the product line expansion
range
Errors of product Middle Research of consumer attitude to
modification the modification
Decrease in consumer High Customer loyalty research
interest
Decline Loss of market share High Market research
Incorrect repositioning Middle Market and consumers researches
Errors of product Middle Consumer preference research
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At each stage of PLC the specific and common commodity risks are highlighted. For their
identification, evaluation and neutralization the sets of marketing research of consumers and
competitors can be identified.

Research of distribution network in various stages of PLC allow us to estimate the
network readiness for product sales, difficulties in the product sales, quality of location of goods
on the store shelves (Tab. 4).

Table 4 — Types of marketing research of distribution network on the stages of the product life

cycle
PLC stages Problems in research Research methods
Promote Ready to sell of new product Profound interviews and focus
Difficulties in implementing of new groups with representatives of
product wholesale and retail
Effective location of the new product on | Retail audit
the store shelves Supervision in points of sale
Growth Difficulties in implementing of new Profound interviews and focus
product groups with representatives of
Effective goods presentation to the wholesale and retail
consumer Retail audit
Analysis of the effectiveness of new Supervision in points of sale
distribution channels
Maturity Difficulties in implementing of new Profound interviews and focus
product groups with representatives of
Effective goods presentation to the wholesale and retail
consumer Retail audit
Analysis of the effectiveness of Supervision in points of sale
distribution channels
Decline Difficulties in sale of goods Profound interviews and focus
Analysis of reasons of inefficient groups with representatives of
distribution channels resellers
Retail audit

Study of competitors at all stages of the product life cycle is carried out in two directions:
activity monitoring and analysis of products (Tab. 5).

Table 5 — Study of competitors in the various PLC stages

PLC stages

Problems in research

Research methods

Promote

Monitoring of the competitor activity
Analysis of competitor activity, goals,
strategies, means to achieve the goals
Analysis of competitors goods
Competitive advantages and
disadvantages of products

Analysis of secondary information
Consumer interview

In-depth interviews and focus groups
with representatives of wholesale and
retail sale

Business intelligence

Retail audit
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Analysis of the main competitors activity
Analysis of competitors goods
Competitive advantages and
disadvantages

Growth Monitoring of the competitor activity Analysis of secondary information
Analysis of competitor reaction consumer interview
Analysis of competitors activity In-depth interviews and focus groups
Analysis of competitors goods with representatives of wholesale and
Competitive advantages and retail sale
disadvantages of products Business intelligence
Retail audit
Maturity Monitoring of the competitor activity Analysis of secondary information
Analysis of competitor reaction consumer interview
Analysis of the main competitors activity | In-depth interviews and focus groups
Analysis of competitors goods with representatives of wholesale and
Competitive advantages and retail sale
disadvantages of products Business intelligence
Retail audit
Decline Monitoring of the competitor activity Analysis of secondary information

consumer interview

In-depth interviews and focus groups
with representatives of wholesale and
retail sale

Business intelligence

Retail audit

Risks in pricing can identify and assess by results of market research. In this group of
risks the marketing researches focused on determination of price elasticity of demand and price
sensitivity of consumers.

To determine the price elasticity of demand in marketing studies used different methods,
each of which has certain advantages and disadvantages (Tab. 6).

Table 6 — Methods of study of price elasticity of demand

Method Method advantages Method disadvantages
Analysis of the Easy to use Impossibility to use a new products for
dynamics of Allows you to analyze the analyze
sales elasticity of demand on existing

products price
Allows you to analyze the impact
of other factors

The analysis of
panel research
data

Allows you to analyze the cross-
elasticity for competitive products
and determine the demand
elasticity from income

Impossibility to use a new products for
analyze

Market tests

(pricing
experiments)

Allows you to forecast actual
behavior of the consumer
It can be used to analyze new
products

The high cost
A significant period for carrying
Lack of Privacy
The presence of risk for provocation of
competitors to actions in response

Expert polls

Makes it possible to forecast the
long-term situation
It can be used to analyze of new
products

Difficulties in respondents screening
Expert estimates may be different than
opinions of consumers
The limited broadcasting throughout the
market
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In market research of price sensitivity of consumers two methodological approaches were
used (Fig. 2).

Methodological approaches to market research
of price sensitivity

Monadic approach Comparative approach
Scale of sensitivity to price Advanced "price ladder"
(modified method of Gabor-
Dzhaster’s scale Granger)

Method of Blamyres (Price
“Prices Steps" (method of price Research Techniques)
restriction of Gabor-Granaer)

Method BPTO (Brend Price
Trade Off)

Van Westendorp method (Price
Sensibility Measurement —
PSM)

Method of recollection of prices

Figure 2 — Methodological approaches to market research of price sensitivity

Monadic approach offer the respondent only one product without the competitive
situation. A comparative approach propose to the consumer to compare the price product
characteristics with competing products and to find out whether he is ready to buy and at what
price.

The scales of sensitivity to prices are based on the use of rating scales with the alternatives
from "do not buy exactly" to "exactly buy". By using such alternatives the answers of respondents
in three semantic blocks are analyzed:

1) Testing the product. By five point Likert scale respondent assesses his
desire to try the product from " do not try exactly" to "exactly try";

2) Usage. After the product demonstration interviewer asks the respondent
about the availability of the product at respondent's home. Risks in marketing
activities can be divided into three areas (Tab. 7).
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Table 7 — Risks in the sale activity of enterprise

Risks Probability of risk Methods of marketing research to
reduce the risk

1) Errors in the choice and Middle Research related to the choice of
organizing of distribution distribution channel
channel
2) Errors in assortment and Middle Marketing researches of merchandising
merchandising policy and assortment policy
3) Errors in effectiveness of trade Middle Marketing researches of assessing the
assessing effectiveness of trade

The probability of all three types of risks can be considered as average, ie within 30-60%,
so that there is a sufficient market research technique that reduce risk and get rid of the

uncertainty of the situation.

In the communication activities risks arise at various stages of creation, implementation
and assessment of the effect of communication activities (Tab. 8).

Table 8 — Risks in communication activities [14, P 178]

Stage of communicative
campaign

Risks

Probability of
risks

Development of creative
strategy

Correspondence to the requirements of consumers

Middle

Development of creative
concept

The perception of creative concept by consumers.
The failure of creative concept

Middle and High

Implementation of
communication

Understanding of the audience
Choice of communication channel
Calculation of frequency of communication

Middle and High

communication campaigns
effectiveness

applications
Check the awareness of Communicative campaign will not increase the Middle
the subject of awareness
communication
Checking of the subject of Communicative campaign does not increase the Middle
communication rate of recollection
recollection
Assessment of The cumulative effect of communication Middle

campaign turned negative

Let us consider methods of marketing research on communication activities. Market
research of sales promotion and PR are held on similar stages and using identical methods. This
market research can be divided into three areas:

* Analysis (testing) of advertising appeal;

* Selection of the most effective channels of information spreading;

* Choosing the optimal format of advertising campaign.

Fig. 3 shows the typology of market research of communication activities.
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Market researches of communication activities

'

The study of Conception Ads pre Ads post Mass media
motivation testing test test study

Figure 3 — Types of marketing research of communication activities

Testing of motivation and concepts of advertising appeal is carried out by the same
methods of marketing research, as in the case of the market launch of a new product. These
methods were considered in the analysis of commodity risks. It can be used in various
combinations of qualitative and quantitative marketing researches.

In carrying out of advertising pretest (both quantitative and qualitative) there are three
main techniques for information use:

* Interview that conducted after the demonstration of promotional materials;

* Laboratory tests;

* Simulation tests.

We classified functional risks in marketing and proposed the directions of marketing
research for their detection. We classified the risk in marketing on the basis of “place of risk
arises” on internal and external risks. External is the risk of external factors of micro marketing
environment, interior is a risk factor of internal micro marketing environment — of the enterprise.

Research conclusions and recommendations for further research. To assess the
marketing risks we developed a method that consists of following stages:

1) building of confidence interval for the general average;

2) building of confidence interval for the share of signs in the general totality;

3) building of confidence interval of certain marketing variable forecast when by the initial
data we obtain the regression model;

4) finding of the sample volume is one of the key issues in market research. If the sample
is too small to get the characteristics of the general totality, the risks of erroneous forecasts and
estimates are great;

5) determining of differences between consumers in different segments.

The logic of scientific marketing research on the risks stimulates to further formation of
areas of marketing research in Internet. In particular, quantitative and qualitative methods of their
effectiveness assess.
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Oxnaoep T.0., 0-p exoH. Hayk, doyeHm, 3a6i0y8ay Kapedpu eKOHOMIKU ma NIONPUEMHUYMEA,

Ooecvka depacasHa akademis 6yodisHuymea ma apximexmypu (Odeca, Yxpaina)

Ileovko LA., 0-p exoH. Hayk, OoyeHm, OeKaH (PaKyibmemy eKOHOMIKU Mad MeHeONCMeHm) 8
0yoisHuymei, Odecvka depacasna akademis bydisnuymea ma apximexkmypu (Odeca, Ykpaina)

Mapxemunzogi pusuxu: Kiacugikauina ma memoou oyinKu

Y ecmammi nasedeno amaniz pusuxie y mapxemuneogux 3axo0ax. /s oyinku Mapxemunz08020
PUBUKY BUBHAUEHO 084 cmamucmuyni memoou. KinbkicHi memoou 00360J110mb OMpUMamu iMOGIPHICHY
OYiHKY pu3uKy. AKicHi Memoou 003801A10Mb SPYNY8AMU PUSUKU 30 KAE2OPIAMU. 8UCOKUU, cepeOHill ma
Huzbkull. Jlana cucmema xiacuikayii ma OYiHKU MAPKEeMUHEZ08020 PU3UKY 6I0N08I0AE 3A2albHUM
NOKA3HUKAM meopii mapkemuney. Hayxosuii ma memooono2iunuii nioxio UKOpUCmMo8yEmuvcs 018 OYIHKU
PUHKOBUX PU3UKIG V GCIX Chepax MapKemuHey: y Mmoeapax, Yinax, npooajxcax ma KOMYHIKAmMuGHiil
noaimuyi. Mapxemuneoge 00CHIONCEHHSL € IHCMPYMEHMOM OYIHKU MAPKEMUHS08UX PUSUKIE, MEHOCHYIs
AKOL 6a3yeMbCst HA UMOBIPHOCMI NEGHUX PUSUKIE OJIsL KOJCHOT MAPKEeMUH20801 OisIbHOCMI.

KitrouoBi ciioBa: MapKETHHIOBI PU3UKH, OIIHKA PHU3MKIB, KUIbKICHI METOAM, SIKICHI METO[IH,
MapKETHHTOBI JTOCIPKEHHS.
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