ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

MIHICTEPCTBO OCBITH I HAYKHU YKPAIHU
MINISTRY OF EDUCATION AND SCIENCE OF UKRAINE
OJECBKHNH HAINIOHAJIBHUH MMOJITEXHIYHUM YHIBEPCUTET
ODESSA NATIONAL POLYTECHNIC UNIVERSITY

MAPKETHHT I HIU®POBI TEXHOJIOI'TI
MARKETING AND DIGITAL TECHNOLOGIES

HayxoBuii :KypHaJj
Scientific journal

Tom 2, Ne 4
Volume 2, No 4

OJIECA 2018
ODESSA 2018



Marketing and Digital Technologies

Volume 2, No 4, 2018

ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

MapxkeTuHr i uu(poBi TeXHOIOTII
HayxoBuii :xypHaJ
HayxkoBe ¢axoBe BUIAHHA YKpaiHM.

Kareropis «b».

Exonomiunni nayku: 08.00.01, 08.00.02, 08.00.03,
08.00.04, 08.00.05, 08.00.08, 08.00.09, 08.00.10,
08.00.11

Cnenianabnocri: 051, 071, 072, 073, 075, 076, 281
Haxa3 MinicTepcTBa ocBiTH i Haykn YkpaiHu
Bix 18 rpyans 2018 poxy Ne 1412

3acHoBHUK: OJicChKHI HANIOHATBHUN MO TEXHIYHUIHA
YHIBEPCUTET

Pik 3acnyBanns: 2017

CBiIONITBO PO JICPKABHY PEECTPAIIiFO:

Cepist KB Ne22839-12739P

[epiognunicTs: He MeHII 4 pa3iB Ha PiK

MoBa BHIaHHS: yKpalHChKa, aHTITIHChKA

KypHan npencraBieHuil Ta iIHIEKCYEThCS B
MDKHApOIHNUX HAYKOMETPUYHUX 0a3zax:

e Google Scholar

Index Copernicus

CiteFactor

EBSCO

InfoBase Index

I'onoBHuil penakTop

Oxiargep M.A., I-p €KOH. HayK, Ipod.
BinnoBiganbHuii pexakrop

SAmkina O.1., 1-p ekoH. HayK, MPod.

PepakuiiiHa KoJieris

BbaBuko O.€., n-p exoH. HayK, AOL.

BixTop 4., n-p exoH. Hayk, nmpod. (ITompmra)
Hasinasiuene B., n1-p exon. Hayk, npod. (JIutsa)
Lustmenko C.M., A-p €KOH. HayK, mpod.
Memxuboscbka H.C., 1-p ekoH. HayK, pod.
Hatopina A.O., kaH]. €KOH. HayK.
CwmepiueBcekuii C.®@., 1-p eKOH. HayK, Ipod.
®inunmnosa C.B., 1-p ekoH. Hayk, npoo.
®pomnosa JI.B., 1-p exoH. HayK, mpod.

PexomeHni0BaHO 110 ApYKY Ta 10 MOIIUPEHHS Yepe3
Mepexy InTepreT Buenoro pagoro OHITY,
nportokos Ne 4 Bin 18.12.2018

Anpeca

65044, Oneca, npocriekt llleBuenka, 1, OHITY
Ten.: +380487058443, +3800667388533
www.mdt-opu.com.ua

E-mail: mar.didg.tech@gmail.com

Marketing and Digital Technologies
Scientific journal
Scientific Professional Edition of Ukraine.

Category «By.

Economic Sciences: 08.00.01, 08.00.02, 08.00.03,
08.00.04, 08.00.05, 08.00.08, 08.00.09, 08.00.10,
08.00.11

Specials: 051, 071, 072, 073, 075, 076, 281

Order of the Ministry of Education and Science of
Ukraine dated December 18, 2018 M 1412

Founder: Odessa National Polytechnic
University

Founded: 2017

Certificate of state registration:

Series KB Ne22839-12739P
Frequency: not less than quarterly
Language: Ukrainian, English

The journal is abstracted and indexed in international
databases:

e Google Scholar

Index Copernicus

CiteFactor

EBSCO

InfoBase Index

Editor in Chief

Oklander M., Dr. of Sc. (Econ), Prof.
Responsible Editor

Yashkina O., Dr. of Sc. (Econ), Prof.

Editorial Board

Bavyko O., Dr. of Sc. (Econ), Assoc. Prof.

Wiktor J., Dr. of Sc. (Econ), Prof. (Poland)
Davidaviciene V., Dr. of Sc. (Econ), Prof. (Lithuania)
Illiashenko S., Dr. of Sc. (Econ), Prof.

Medzhybovska N., Dr. of Sc. (Econ), Prof.

Natorina A., Ph.D of Sc. (Econ).

Smerichevskiy S., Dr. of Sc. (Econ), Prof.

Filyppova S., Dr. of Sc. (Econ), Prof.

Frolova L., Dr. of Sc. (Econ), Prof.

Recommended for publishing and dissemination in the
Internet by the Academic Council of the ONPU,
minute Ne 4 by 18.12.2018

Address

65044, Odessa, Shevchenko avenue, 1, ONPU
Tel.: +380487058443, +3800667388533
www.mdt-opu.com.ua

E-mail: mar.didg.tech@gmail.com

© Opechbkuii HaLiOHAJBLHMIT MOJIiTeXHIYHUI YHiBepcuTeT, 2018
© Odessa National Polytechnic University, 2018

2


https://journals.indexcopernicus.com/search/details?id=32106&lang=ru
http://www.infobaseindex.com/publisher-view.php
mailto:mar.didg.tech@gmail.com
https://journals.indexcopernicus.com/search/details?id=32106&lang=ru
http://www.infobaseindex.com/publisher-view.php
mailto:mar.didg.tech@gmail.com

MapxkeTuHr i TUdpoBi TEXHOJIOT1T

TowMm 2, Ne 4, 2018

ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

3MICT

Bin penaxuii

Hogi cranmapTy BHIOT OCBITH: CTAHIAPT BUIIOT
OCBITH 3a crierianpHicTio 075 «MapKeTHHD TSt
nepmoro (0akalaBpChbKOT0) PiBHS BUIIOI OCBITH
(MoBa — ykpalHchKa) 4

MapkutHa A.I'., Tyraii }O.b., Kamuncbka A.M.
Ponp BuMiproBaHHS €(peKTUBHOCTI MAapKETHHTY
€JIEKTPOHHUMU 1HCTpPYMEHTaM# OpeH]]
MEHEKMEHTY (MOBa — aHIJIiHChKa) 19

®omimmnua B.M., ®enoposa H.€.

OriHKa BIUIMBY CMaKiB Ta yoJ00aHb CIIOKHUBaYiB
Ha PiBeHb aJanTallii KOMyHIKaTHBHOI CKIIa0BOT
KOMIUTEKCY MapKEeTHHT'Y BUHOPOOHHX
mianpueMcTB (MOBa — yKpaiHChKa) 29

Iynin 10.0.

Crparerisi i TAKTHKA iHTEpPHET-MaPKETHHTY
KoMITaHii-mucTpudyTopiB Ha B2B punky

(MoBa — ykpaiHCchKa) 44

I'eremom K.B.

CyuacHuil cTaH iHTEpaKTUBHO-1H(OpMaIiiHOTO
3a0e3reYeHHs TPAHCKOPIOHHOTO CITiBPOOiTHUIITBA
B Kapnatcekomy €Bpoperioni

(MoBa — ykpaiHchKa) 57

SAmxkina O.1., Cupotiox H.B.

MapKeTHHIOB1 TOCTIPKEHHS CTI0KUBAYIB ISt
BJIOCKOHAJICHHS CMAaKOBHX SIKOCTEH BHHA

(MoBa — ykpaiHCchKa) 80

Haropina A.O.

YnpapiiHasa HUPPOBUM 0i3HECOM Y KOHTEKCTI
€KOHOMIYHOTO PO3BHUTKY KpaiHH

(MoBa — aHrIiliCHKA) 94

Pagkesunu JI.A., Iy6oBuu I'.C.

MapKeTHHTOBI JIOCITIPKSHHS TIEPCIIEKTHB
PO3BUTKY OECITIIOTHHX TPAHCIIOPTHUX
aBTOMOOLTIB B YKpaiHi (MoBa — anrumiiicbka) 105

CONTENT

Editorial

New standards for higher education: the standard
of higher education in the specialty 075
«Marketing» for the first (Bachelor) level of
higher education (language — Ukrainian) 4

Parkitna A.G., Tutaj J.B., Kaminska A.M.F.

The Role of Measuring The Efficiency of
Marketing E-Toolbrend Management

(language — English) 19

Fomishyna V.M., Fedorova N.E.

Evaluation of consumers’ preferences impact on
the level of the wine enterprise marketing mix
communication component adaptation

(language — Ukrainian) 29

Punin Y.

Strategy and tactics of internet marketing of
distributors on the B2B market

(language — Ukrainian) 44

Hehedosh K.

The current state of interactive information
provision of cross-border cooperation in the
Carpathian Euroregion

(language — Ukrainian) 57

Yashkina O., Syrotiuk N.

Markreting consumption of consumers for
improvement of wine quality

(language — Ukrainian) 80

Natorina A.

Management of digital business in the context of
country’s economic development

(language — English) 94

Radkevych L., Dubovych H.
Marketing research prospects for the development
of unmanned vehicles in Ukraine

(language — English) 105




ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 2, No 4, 2018 ISSN 2523-434X (Online)

BLT PEJAKIIIT

HOBI CTAHIAPTH BHIIOI OCBITH:
CTAHJAPT BUILOI OCBITH 3A CHEHIAJIBHICTIO 075 «MAPKETHHI'» LIS
HEPHIOI'O (BAKAJIABPCBKOI'O) PIBHS BHUIIIOI OCBITHU

Penakmisi xypramy «Mapketunr 1 mudpoBi TeXHONIOTi(» B 0co0i TOJOBHOTO pemaKkTopa
npuiiMana ydacTb B pO3pOOIl HOBUX CTaHAAPTIB BHIIOI OCBITH, AKi € HACTYIMHUM IOKOJIHHAM
CTaHJApTIB 1 3aMiHIOIOTH ['anmy3eBi cranaapty Bumoi ocBitH ('CBO), ski po3pobnsuucs y 2002—2014
pokax. Cranmaptu 6a3yloTbCs Ha KOMIIETEHTICHOMY Miaxofi mixkHapomHoro Ilpoekty €Bpomeichkoi
Kowmicii «["apmoni3anisi ocBiTHiX cTpykTyp B €Bpomi» (Tuning Educational Structures in Europe,
TUNING). Po6ora Haa cranmapTamu posmouanacs y kBiTHi 2016 poky, a 5 rpyans 2018 poky
Hakazom MinictepctBa ocBitu i Hayku Ykpainu Ne 1343 Oyno 3aTBepaKeHO CTaHAApT BUIIOI
OCBITH 3a cnemianbHicTIo 075 «MapkeTuHr» ajis nepmoro (0akamaBpChbKOTro) piBHS BHIIOT
OCBITH.

ToMy pemakiisi BBaka€ 3a HeOOXiHE IOBECTH JO BIJJOMa OCBITHBOI CHUIBHOTH
¢inocodito, MOHATIIHMIN amapar, CTPYKTYpY 1 3MiCT JaHOTO CTaHIAPTY.

CrangapT BHILOI OCBITH — II€ CYKYITHICTh BUMOT JI0 3MICTy Ta Pe3yJbTaTiB OCBITHHOL
JUSUTBHOCTI 3aKJIQIIB BHINOI OCBITH 1 HAYKOBHX YCTAaHOB 332 KOKHMM DPIBHEM BHIIOi OCBITH B
MeXax KOYKHOI creriajabHOCTI.

CranaapTu BUIIOI OCBIiTH PO3p00JISIIOTHCS:

— U KOSKHOT'O PiBHSI BHIIIOi OCBITH B MEKax KOXHOI CIIEIiabHOCTI,

— BignoBinHO 1o HamionaneHoi pamku kBamidikamiii (HPK).

CrangapTi BHIIOI OCBiTH BHKOPHCTOBYIOTHCSI /Ui BU3HAYCHHS Ta OIIHIOBAHHS
SKOCTI 3MICTy Ta pE3yJbTaTiB OCBITHBOI JISUTBHOCTI 3aKJIaJiB BHUIIOI OCBITH (HAYKOBHX
YCTaHOB) Mi/1 4ac IHCTUTYLIHHOI aKpeInTaIlii Ta aKpeAUTallii OCBITHIX IPOrpam.

CrangapTt BMIIOI OCBITHM BU3HAYA€ TaKi BUMOTH 10 OCBIiTHBLOI IpOrpamMm:

1) o6csar kpenutiB €KTC, HeoOXigHUI AJi1 3400YyTTSA BIAMOBIIHOTO CTYNEHS BHINOL
OCBITH;

2) nepesnik KOMIIETEeHTHOCTEN BUITYCKHHKA;

3) HOpMaTUBHUI 3MICT MIArOTOBKM 3/100yBayiB BHUINOI OCBITH, C)HOPMYJIBOBaHUNA Yy
TEepMiHaX pe3yJbTaTiB HABUAHHS;

4) hbopmu atecTarii 3100yBauiB BUIIOT OCBITH;

5) BUMOTH J0 HasBHOCTI CUCTEMH BHYTPIIIHBOIO 3a0€3ME€YEHHS IKOCTI BULIO1 OCBITH;

6) BUMOTrH 10 podeciiHux cTanaapTiB (y pa3i iX HaIBHOCTI).

3akiaj BUINOI OCBITH a00 HayKOBa yCTaHOBA Ha IMiJicTaBl ocBITHBOI mporpamu (OIT) 3a
KOKHOIO CIeIIaIbHICTIO pO3p0o0Iisie HAaBYAIbHUMN TUIaH, SIKUW BU3HAYAE:

— TIEpeJTiK Ta 00CAT HaBYAIbHUX TUCHUILIIH y Kpenutax EKTC;

— MOCTJOBHICTL BUBYEHHS JUCLMILIIH;

— (opMH MPOBEICHHS HaBUAJILHUX 3aHSTh Ta iX 00CAT;

— rpaik OCBITHBOTO MPOLIECY;

— (popMHU IOTOYHOTO 1 MiICYMKOBOTO KOHTPOJIIO.

Ha ocHOBI HaBYanbHOTO IUJIAHY Yy BHU3HAUEHOMY 3aKJaJIOM BHIIOI OCBITH MOPSAKY
PO3pOOJISIOTECS Ta 3aTBEPKYIOTHCS 1HAMBIAYyadbHI HAaBUAJIbHI TUTAHW CTY/CHTIB, 110 MAlOTh
MICTHUTH, Y TOMY 4MCIi, 00paHi 3100yBayaMy BUIIIO1 OCBITH HaBYAJIbH1 AUCIUIUTIHH.

3akiaj BUIOI OCBITHM a00 HayKOBa YCTaHOBA Yy MEXKax JIIIEH30BaHOI CIEIIaJbHOCTI
MOYK€E 3alpOBaPKyBaTH CIeliali3aliii.
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CrannapTu BHUIOI OCBITH 332 KOXKHOIO CIICHIANBHICTIO PO3pPOOIIsS€ LEHTPAIbHUN OpraH
BUKOHABYO1 BIaau y chepi OCBITH 1 HAYKU 3 ypaxyBaHHSIM MPOIO3HUIIN TaTy3eBUX JCPyKaBHUX
oprasiB, 710 chepu yIpaBIiHHS SKUX HaJeKaTh 3aKJIaId BUIIOI OCBITH, 1 ray3eBuX 00’ €IHAHb
oprasizarliii poOOTO/IaBIIB Ta 3aTBEP/UKYE iX 3a MOTOKEHHSAM 13 HallioHanbHUM areHTCTBOM 13
3a0e3MedeHHs SIKOCTI BUIIIOT OCBITH.

BiamoBigHo 10 BUMOT ab3aimy mepmioro 4acTUHU Imoctoi ctarTi 13 3akony Ykpainu
«[Ipo Bumry ocBiTy» HaykoBo-metoanuna paga (HMP) MinicrepctBa ocBiTH 1 Hayku YKpaiHu
(MOH) 3a ywactio HamioHaapHOTO areHTCTBa 13 3a0€3MEUCHHS SKOCTI BHIINOiI OCBITH
(HA35BO) po3pobisie METOIOoJIOTiI0, METOAMYHI pPeKOMEHAAmii W00 pO3pOOJICHHS
CTaHJApTiB BUINOI OCBITH, a HaykoBO-meToauuHi komicii (HMK) 3aiiicHIOIOTE po3po0sieHHS
[[UX CTAHJAPTIB.

OCHOBHI TEPMIHM TA IX BU3BHAYEHHS (TE3AYPYC)

ATecTalisi — 11¢ BCTAaHOBJICHHS BIAMOBIJIHOCTI 3aCBOEHUX 3/100yBauaMM BHUIIOI OCBITH
piBHS Ta 00CSTY 3HaHb, YMiHb, IHIIUX KOMIIETEHTHOCTEH BUMOTaM OCBITHBOI MPOrpaMu.

I'any3s 3HaHBb — OCHOBHA INpeIMETHa 00JacTh OCBITH 1 HAyKH, IO BKJIIOYAE TPYITY
CIIOPITHEHMX CIEIIAIbHOCTEH, 3a IKMMU 31HCHIOEThCS MpodeciifHa MmiAroToBKa.

Jeckpunropu HanionanbHoi pamku KBadiikanii

— aBTOHOMHICTH i BiANOBiaJIBbHICTh — 37aTHICTh CAMOCTIHHO BUKOHYBAaTH 3aBJaHHA,
pO3B’sI3yBaTH 3a1a4i 1 IpOOJIEMH Ta BIAMOBIIATH 32 PE3YJITATH CBOET TisSITbHOCTI;

— 3HAHHSI — OCMHCJICHA Ta 3aCBO€HA Cy0’€KTOM HayKoBa iH(opmailis, 1110 € OCHOBOIO
HOro yCBIIOMJICHOI, IUJICCHPSIMOBAHOT [isSUTBHOCTI. 3HAHHS MOAUISIOTECS Ha EMIPHYHI
(paxTomoriyHi) i TeOpeTH4HI (KOHIENTYalIbH1, METOI0JIOT14H1);

— KOMYHIKamisi — B3a€MO3B 530K CYO’€KTIB 3 METOI0 TepenaBaHHs iH(opmarii,
Y3TO/UKEHHS JiH, CIUIBHOT TiSTIbHOCTI;

— YMiHHS — 3/IaTHICTh 3aCTOCOBYBATH 3HAHHS JUIS BUKOHAHHS 3aBIAaHb Ta PO3B’S3aHHS
3aja4 1 npo0sieM. YMiHHS NOJUIAIOThCA Ha KOTHITHBHI (IHTENEKTyalbHO-TBOPUl) Ta MPAaKTUYHI
(Ha OCHOBI MaWCTEpPHOCTI 3 BHUKOPUCTAaHHSM METOJIB, MarepiajiiB, I1HCTPYKIIA Ta
IHCTPYMEHTIB).

€Bponeiicbka KpeauTHa TpaHchepHo-HAKoNMuyyBaidbHa cucrema (EKTC) -
cucreMa TpaHchepy 1 HAaKOMMUYEHHsS KPEIUTIB, L0 BUKOPUCTOBYETHCS B E€BpONEHCHKOMY
IPOCTOpl BMIOI OCBITM 3 METOI0 HAJaHHS, BHU3HAHHS, MHIATBEPPKEHHS KBamidikauid Ta
OCBITHIX KOMITIOHEHTIB 1 CIIpUsi€ aKaJeMiuHii MOOLTBHOCTI 3100yBaviB BUloi ocBiTH. CricTema
TPYHTYETbCS Ha BH3HAUCHHI HABYAIBHOTO HABAaHTAXEHHS 3700yBadya BUIIOI OCBITH,
HEOOXIJTHOTO ISl JIOCATHEHHS BHM3HAYEHMX pe3yJbTaTiB HaBYaHHS, Ta OOJIKOBYETHCS Y
kpeautax €KTC.

KBanidikauis — BU3HaHA YNOBHOBa)KEHUM CYO’€KTOM Ta 3acBiU€Ha BiAMOBITHUM
JIOKYMEHTOM CTaHAApTU30BaHa CYKYIHICTh 3/100yTHX 0COO0I0 KOMIETEHTHOCTEH (pe3ynbTaTiB
HaBYaHHS ).

KBanigikanii 3a 006csarom kiacu(pikyrTbCS Ha MOBHI Ta YacTKOBi, 3a 3MICTOM — Ha
OCBITHI Ta mpoeciiixi.

KBaniikamiss BBaka€eTbCsi TMOBHOIO B pasi 3J00yTTS 0CO00K0 IOBHOIO MEpENiKy
KOMIIETEHTHOCTEeH BiamoBigHoro piBHA HamioHaneHOi pamku KBamidikalliii, 1mo BH3HauYeHI
BIJIMOBITHUM CTaHJIAPTOM.

KBamidikariss BBaXaeTbCs YacTKOBOIO B  pa3l  3700yTTs 0CO00OK0  YacTHUHH
KOMIIETEHTHOCTEH BianoBinHOro piBHsA HamioHanbHO! pamku KBamidikaiid, M0 BH3HAYEHI
BiJIMOBIAHUM CTaHIAPTOM.
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KBamidikamiss OcBiTHA — 1Ile BH3HaHAa 3aKJaZOM BHUIIOI OCBITM Ta 3acBigueHa
BIJIMOBIAHUM JOKYMEHTOM MPO OCBITY CYKYITHICTh BCTAHOBJIEHUX CTaHJAapTOM BHUIIIOI OCBITH Ta
3100yTHX 0COOOI0 Pe3yNbTaTiB HABYaHHS (KOMIIETEHTHOCTEH ).

Kpamidikamis npodeciiiHa — 1e BHU3HAHA KBami(iKaliiHUM LEHTPOM, CYyO’€EKTOM
OCBITHBOI JISUTBHOCTI (30KpeMa, 3aKJIaJJOM BUIIOI OCBITH), 1HIIMM yIIOBHOBKCHHUM CYO’€KTOM
Ta 3acBiJU€HA BIAMOBIIHMM JOKYMEHTOM CTaHJApTH30BaHA CYKYIHICTH 3700yTHX 0COOO00
KOMIIETEHTHOCTEH (pe3yJIbTaTiB HaBUYaHHS), 110 JO3BOJISIIOTh BUKOHYBATH NEBHUH BUA POOOTH
a0o 3xaiiicHIOBaTH NMPO(deCiiHY AISTBHICTS.

Kpauidikauiiina po6ora — 1ie Bua miJCyMKOBOI arecTaiii, 110 MOXe IepeadadyaTiCh
Ha 3aBEpIIAILHOMY eTami 3100yTTs MEBHOTO pIBHA BHUIIOI OCBITU JIJIi BCTAHOBJICHHS
BIZIMOBITHOCTI HAOyTHX 3/100yBauaMH pe3yJabTaTiB HaBYaHHS (KOMIIETEHTHOCTEH) BUMOTaMm
cTaHjapTiB BHIOi ocBiTH. ®opmu KBami(dikaiiifHOi poOOTH BKIIOYAIOTH (HE OOMEXKYIOUHCH
3a3HaYCHMM): JUIUIOMHY poOOTy, IucepTamiiiHe JOCHIPKeHHs, MYOJi4Hy JE€MOHCTpAIio
(3aXHCT), CYKYITHICTh HAYKOBHUX CTaTeH, KOMOIHAIlIIO pi3HUX (OpM BHIIE 3a3HAYCHOTO TOIIIO.

Ksauidikauiiinuii piBenb — ctpykTypHa onuHuUI HarionansHOT paMku KBamidikariii,
10 BU3HAYAETHCS MEBHOIO CYKYIHICTIO KOMIIETEHTHOCTEH, SIKI € TUMOBUMU JUIsl KBasi(ikaiiii
JTAHOTO PiBHSI.

KoMnereHnTHicTh — 1auHaMmiyHa KoMOiHaIlis 3HaHL, BMIHb, HAaBHYOK, CIIOCOOIB
MUCIICHHSI, TTOTJIS/IB, MIHHOCTEH, 1HITNX OCOOMCTUX SIKOCTEH, sIKka BU3HAYa€ 3JIaTHICTH OCOOH
YCIIIIHO COIiaNi3yBaTHCs, IPOBAIUTH MpodeciiiHy Ta/abo moganblly HaBYAIbHY JiSUTbHICTD.

— IHTerpajbHa KOMIETEHTHICTh — y3araJbHEHUH ONMUC KBATI(IKAIIIHOTO piBHS, KU
BUpPaXa€ OCHOBHI KOMIICTCHTHICTHI XapaKTEPUCTHKU PIBHA IIOJ0 HAaBYaHHSA Ta/abo
npodeciiftHOT NisITBHOCTI.

— 3arajbHi KOMIETEHTHOCTI — yHIBEepCallbHI KOMIIETEHTHOCTI, 110 HE 3aJeKaTh BiJl
npeaMeTHoi o0JIacTi, aje BaKJIMBI JJIS YCIINIHOI MOJANbHIOi mpodeciiiHoi Ta couianbHOI
TisUTBHOCTI 3100yBayda B PI3HUX raly3sx Ta JUist HOro 0COOUCTICHOTO PO3BUTKY.

— Cneuianbni (¢paxoBi, mpeaMeTHi) KOMIETEHTHOCTI — KOMIIETEHTHOCTi, MIO
3aJIeKaTh BiJl IPEIMETHOI 00JIacTi, Ta € BaXKIMBUMU Ul YCHIIIHOI nMpodeciiiHoi MisIbHOCTI 3a
MEBHOIO CMELIANBHICTIO.

Kpenur €Bponeiicbkoi KpeanTHOI TPaHC(PEPHO-HAKONUYYBAJIbHOI cCHCTeMH (JaJji —
kpeautr €KTC) — oaununs BuUMIpIOBaHHS 00CSTYy HaBYaJIbHOIO HaBaHTAXKEHHS 3700yBaua
BHUIIO1 OCBITH, HEOOX1THOTO JUIS TOCATHEHHS BU3HAYEHHX (OUiKyBaHUX) Pe3yabTaTiB HABUAHHS.
O6c¢sr ognoro kpeauty €KTC cranoButh 30 roamH. HaBaHTakeHHs OJHOTO HAaBYAIBLHOTO
POKY 3a JIEHHOIO (hOPMOIO HaBYaHHS CTAaHOBUTb, sIK IpaBuiio, 60 kpenutis EKTC.

HauionanbHa pamka kBajgigikauiii — 1e cucTeMHU 1 CTPYKTypOBaHUM 3a
KOMIIETEHTHOCTSIMU OTIHC KBali(ikalifHUX piBHIB.

OcBiTHs1  (ocBiTHbO-TIpOdeciliHa, OCBITHbO-HAYKOBA 4YH  OCBIiTHHO-TBOp4A)
nporpamMa — cUcTeéMa OCBITHIX KOMIIOHEHTIB Ha BiJIIOBIJIHOMY PiBHI BHILOI OCBITH B MEXax
CHEIIaIbHOCTI, 0 BU3HAYa€ BUMOTH JI0 PIBHS OCBITH 0CI0, SIKI MOXYTh PO3M0YAaTH HaBYAHHS
3a M€ MPOrpamMoro, Mepenik HaBYAIbHUX JUCHUIUTIH 1 JIOT1UHY MOCTIIOBHICTh iX BUBYCHHS,
kutbkicTh kpeauTiB €EKTC, HeoOXiqHUX ISl BUKOHAHHS 1i€1 MPOrpaMy, a TaKOXK OYIKYBaHI
pe3ynbTaTH HaBYaHHS (KOMIIETEHTHOCTI), SIKHMU TIOBUHEH OBOJIOMITH 3/100yBay BiAMOBITHOTO
CTYTICHS BUIIOI OCBITH.

PeryaboBana npodecis — npodecis (Bua npodeciiiHoi JisuIbHOCTI), JOMYCK J0 SIKOTO
Ta/ab0 AISUIBHICTh y MEXaX SKOI MEBHUM YHHOM PEryJIIO€ThCS CIELialbHUM 3aKOHOM alo
CHeliaIbHUMU TPaBUJIAMH, SIKI BCTAHOBJIEHI 400 BU3HAHI 3aKOHO/IaBCTBOM 1 MOXYTh BHUCYBaTH
BUMOTH JIO OCBITHBOI KBasTiikarii, KOMIETEHTHOCTEH, 3MICTy OCBITH, OpraHi3ailii OCBITHbOTO
IpoIiecy TOIIO.
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Pe3yabTaTn HaBYaHHA (MPOrpaMHi) — 3HAHHS, YMIHHS, HABUYKH, CIOCOOM MUCIICHHS,
MOTJISAIN, IIIHHOCTI, 1HIIN OCOOMCTI SKOCTi, HaOyTi y IIpoleci HaBYaHHS, BHXOBAaHHS Ta
PO3BHTKY, IKi MOKHA 1IeHTH(]IKYBaTH, CIUIAHYBATH, OI[IHUTH 1 BUMIPATH Ta SKi ocoba 3aaTHa
MIPOJICMOHCTPYBATH TICJIsI 3aBEpIIEHHS OCBITHBOI MporpamMu ab0 OKPEeMHX OCBITHIX
KOMITOHCHTIB.

Cneniamizanis — ckiazoBa CIEIiaIbHOCTI, 110 BU3HAYAETHCS 3aKIIAJI0OM BHINOi OCBITH
Ta mepeadayae npoduUIbHY Creliali3oBaHy OCBITHIO MPOTpaMy MiATOTOBKH 37100yBayiB BUIIOL
Ta MMICJIAIUIIIOMHOL OCBITH.

SIkicTh BHIIIOT OCBITH — BiJTIOBIIHICTh PE3Yy/IbTATIB HABYAHHS BUMOTAM, BCTAHOBICHUM
3aKOHOJJAaBCTBOM, BIAMOBIAHUM CTaHAApPTOM BHIIOI OCBITH Ta/ab0 JAOrOBOPOM IPO HATAHHS
OCBITHIX TTOCITYT.

CTPYKTYPA CTAHJAPTY BUILIOI OCBITH

TuryabpHuil apKyI

I IlpeamOyaa

IT 3aranpHa xapakTepucTHKA

— PiBeHs BHIIIOT OCBITH

— CryImiHp BHIIOT OCBITH

— Ha3ga ramysi 3HaHb

— Ha3Ba cneniansHOCTI

— ObMmexeHHs 11010 GopM HaBYaHHS (HE 00OB’SI3KOBO)

— Ocsitns (1) kBamidikaris (1)

— Ilpodeciitna(i) kBamidikamii (s CcHeniaJabHOCTEH, B MeXax SKHX IepeadayeHo
CTBOPEHHS OCBITHIX IPOTpaMm 3 MiArOTOBKH (haxiBIIB [ PETYIbOBAaHUX MPOQeciii)

— KBamidikaris B guruiomi

— Omnwmc npeaMeTHOT 00macTi

— AkazieMiuHi Ta mpogeciiiHi mpaBa BUIIYCKHUKIB

— [IpaueBnamryBanHs BUIYCKHUKIB (JUIs CIIEL1aIbHOCTEN, B MEKax SKHUX Iepe10aueHo
CTBOPEHHS OCBITHIX ITPOrpam 3 MiJAroTOBKM (haxiBIIB JUIsl peTyIbOBaHUX Mpodeciii)

III O6csar kpeautie €EKTC, nHeoOXinHuili aAns 3100yTTS BiINOBIAHOrO CTYNEHs
BHIIIOI OCBITH

1V Ilepenik koMneTeHTHOCTel BUILYyCKHHUKA

— [HTerpajabHa KOMIETEHTHICTh

— 3arajibH1 KOMIIETEHTHOCTI

— CrentianbHi ((haxoBi, MpeAMETH1) KOMIIETEHTHOCTI

V HopmaTuBHUIA 3MicT MiAroTOBKM 3100yBa4iB BUIOI OCBIiTH, chopmyIbOBaHMIT Y
TepMiHAaX pe3y/IbTATiB HABYaAHHSA

VI ®opmu aTecrauii 3100yBaviB BUIIOI OCBITH

— ®opmu arecrarii

— Bumoru 10 kBanigikaiiitHoi po6oTu (3a HasIBHOCT1)

VIl Bumoru /10 HASIBHOCTiI CHCTeMH BHYTPIIIHHOTO 3a0e3Me4YeHHs] SIKOCTI BHIIOT
OCBITH

— [IpuHuunu ta npouenypy 3a0e3nedeHHs IKOCTI BUILOI OCBITH

— MOHITOPUHT Ta NePIOAUYHUN TEPEerJIs]l OCBITHIX Iporpam

— OuiHIOBaHHSA 37100yBaviB BUIOi OCBITH

— [ligBumenHs kBamidikallii HAyKOBO-TIEAArOT1YHMX 1 TIEJarOT1YHUX MPAI[iBHUKIB

— HasiBHiCTh HEOOX1THUX pecypcCiB A OpraHi3allii OCBITHHOTO MPOLECY
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— HasBuicTs iHpOpMamifHUX CcHCTEM Ui €(QEKTHBHOTO YIPABIIHHA OCBITHIM
IPOLIECOM

— IlyOmiunicts iH(poOpMaImii Mmpo OCBITHI MporpamMH, CTYIEHI BHIIOI OCBITH Ta
KBamidikarii

— 3a0e3nedeHHs] JOTPUMAHHS aKaJEeMIYHOI JOOPOYECHOCTI MpaliBHUKAMHU 3aKJIa/IiB
BHIIOI OCBITM Ta 3J00yBayamMH BHIIOI OCBITH, y TOMY YHCJi 3amoOiraHHsS Ta BHUSBICHHS
aKaJeMIYHOTrO TIariaTy.

VIII Bumoru npodeciiinux cranaapriB y pa3i ix HassBHOCTI

— IToBHa HazBa [IpodeciitHoro cranmapty

— Ha3Ba Ta pekBi3UTH BiJIOBITHOTO JOKYMEHTA

— OcobmuBocti CrangapTy BUIIOI OCBITH, NOB’s3aHi 3 HasBHicTIO [Ipodeciiinoro
CTaHJApTy

IX Ilepesqik HOpMATHMBHHUX NOKYMEHTiB, Ha sIKHX Oadyerbcsi CraHaapT BHIIOI
OCBITH

MosicHoBasibHa 3anmucka A0 CrTaHaapTy BHIIOI OCBiTH (He € CKJIAI0BOIO
Cranpapry).

Axkuentyemo yBary Qaxisui, mo VIl po3ain € numie B ctanmapTax 3a peryiboBaHHMH
npodecisiMu, OCKUTBKH MapKETHHT HE € PEryIboBaHO0 mpodeciero, To B manoMy cranaapti posmin VI
BiJICYTHIH.

CTAHJIAPT BUI[OI OCBITU YKPATHU: TIEPLLINI (BAKAJIABPCHKUIT)
PIBEHDB, TAJTV3b 3HAHD 07 — YIIPABJIIHHS TA AIMIHICTPYBAHHS,
CIIELIAJIBHICTD 075 — MAPKETUHT.

I lIpeamOyaa

3aTBep/KEHO 1 BBEACHO B Jil0 Haka3oM MiHicTepcTBa OCBITH 1 HAyKM YKpaiHU Bif
05.12.2018 p. Ne 1343

Cranmapt po3poOieHO ujaeHaMu Mmiakomicii 31 cremianbHOCTI 075 «MapkeTuHr»
HaykoBo-meToanuHoi komicii Ne 6 3 Oi3Hecy, ynpaBiiHHS Ta IpaBa CEKTOPY BHILOi OCBITH
HayxoBo-MeTonnuHoi paau MiHicTepcTBa OCBITH 1 HAyKH YKpaiHH:

®enopueHko AHnpii JIOKTOp €KOHOMIYHHUX HayK, mpodecop,

BacunboBuy, 3aBinyBay  Kadenpu wmapketuHry imeHi A.®D. [laBneHka

201084 NIOKOMICIT JepxaBHOro  BHIIOrO  HaByajdbHOro  3aknangy  «KuiBchkuit
HalllOHAIBHUI ~ €KOHOMIYHUM  yHiBepcuTeT iMeHI Banuma
I'erbmaHa»

Oxnanaep Muxaiino JIOKTOp €KOHOMIYHUX HayK, podecop,

AHaromniiioBuy, 3aBimyBau Kadeapu MapkeTHUHry OJecbKOro HalioHaJIbHOIO

3aCMYNHUK 207106U MOJIITEXHIYHOTO YHIBEPCUTETY

niokomicii

303ynboB Onexcanap KaHI1J1aT eKOHOMIYHHUX HayK, pogdecop,

BikToposuuy, npodecop kadenpu npoMucIOBOro MapkeTHHry HamioHanbHOTO

cexpemap nioKomicii TEXHIYHOTO YHiBepcUTeTy YKpaiHu «KUIBChbKUI MOMITEeXHIYHUH

iHCTUTYT 1MeHi Iropst CikopchbKoro»
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HaiinoBcbkuii FOpiit
AHaTonHoBNY

3iHoBuyK Birtamniit
Bononumuposuu

Ismenxo Ceprid
MukoiaiioBry

KpaBuyk Haranis
SpocnaBiBHa

JIntoBuenko Ipuna
JIbBiBHA

Pomar €Brenii
BikTopoBuy

Crapocrina Ana
OnekciiBHa

Tapanenko Ipuna
BceBononiBaa

JIOKTOP €KOHOMIYHHX Hayk, rpodecop,

3aBinqyBad Kadeapu MapkeTUHTy JIBBIBCBKOIO —TOPrOBEIHHO-
eKOHOMIYHOTO YHIBEPCHUTETY

JIOKTOp €EKOHOMIYHUX HayK, Ipodecop,

3aBimyBad kadenpu MapkeTHHry JKUTOMHUPCHKOTO HAIiIOHATBHOTO
arpoeKoJIOTIYHOTO YHIBEPCUTETY

JIOKTOP €KOHOMIYHHX HayK, mpodecop,

3aBigyBad Kadeapu MapKETHHTY Ta YIPaBIiHHSI 1HHOBAIIHHOIO
TistTbHICTIO CYyMCBKOTO JIEPKaBHOTO YHIBEPCUTETY

JIOKTOp €KOHOMIYHUX HAYK, JOICHT,

JOLUEHT Kadenpu MIDKHAPOTHOTO MEHEKMEHTY Ta MapKETUHTY
TepHOMUIbCHKOTO HAIlIOHAIBPHOTO €KOHOMIYHOTO YHIBEPCUTETY
JIOKTOP €KOHOMIYHHX HayK, mpodecop,

3aBiqyBay Kadenpu wmapkeTuHry OmechbKOro HaI[iOHAIBHOTO
€KOHOMIYHOTO YHIBEPCHTETY

JOKTOp HayK JIEp)KaBHOTO YIIPaBIiHHA, Hpodecop, 3aBiayBay
kadeapu MapkeTHHry KHIBCHKOro HamioHaJbHOTO TOPTOBEIHHO-
€KOHOMIYHOTO YHIBEPCUTETY

JOKTOp CKOHOMIYHMX Hayk, mpodecop, 3aBigyBad kadeapu
MDKHApOJHOI ~ €KOHOMiKM  Ta  MapketuHry  KuiBchkoro
HaIllOHAJIBHOTO yHiBepcuTeTy iMeHi Tapaca llleBuenka

JOKTOp EKOHOMIYHMX Hayk, mnpodecop, 3aBigyBaud kadeapu
MikHapogHoro mapkerunry BH3 «VYHiBepcuter imeni Anbdpena
HooGens» (m. JIHimpo)

CrangapT po3TisHYTO Ta CXBaJleHO HA 3acifiaHHi miakomicii 31 cmenianbHOCTi 075
«Mapxkerunry HaykoBo-meroanmunoi komicii Ne 6 3 Gi3Hecy, ympaBiiHHs Ta npaBa HaykoBo-
METOAMYHOI paau MiHicTepcTBa OCBITH 1 Hayku Ykpainu (mpotokoin Ne2/2016 Bix 19.05.2016

p.)-

CrangapT po3IJIIHYTO Ha 3aciJlaHHI CEKTOpY BUIOI ocBiTH HaykoBo-MeTOIUYHOI pagu
MinictepcTBa OCBITH 1 Hayku YKpainu (mpotokoa Ne 9 Bix 22.11.2016 p.).

cDa.XOBy CKCIICPTU3Y ITPOBOANIIN:

Kpukascbkuil €Brexn
BacunpoBuu

JIunuxk Ipuna BiktopiBHa

Hemxosuy FOpiit

JIOKTOp €KOHOMIYHMX HaykK, podecop,

3aBiyBau Kadeapu MapKeTHHry 1 Jjorictuku HarioHansHOro
yHiBepcUTeTy «JIbBIBChKA MMOMITEXHIKAY;

KaHM/1aT €eKOHOMIYHHUX HAyK, JTOLIEHT,

re"epanbHui qupexTop ['O «YkpaiHchka acoliaiisi MapKETUHTY»;
JIUpeKTop 1o ynpasiiHHio nepconagoM TOB «Hectine Ykpainay.

MCTO,[[I/I‘{Hy CKCIICPTU3Y ITPOBOAUIIN:

3axapueHko Bagum
Muxkonmanosuu

3onorapbosa [puHa
OnexcanjpiBHa

JOKTOP TEXHIYHHUX HayK, Ipodecop, IpOpeKTop 3 HAayKOBO-
nenaroriyHoi po6otu HarionansHoro yHiBepcutery «Oniecbka
MOPChKa aKaaeMis;

KaHJUJIaT €eKOHOMIYHMX HayK, TOLEHT, mpodecop kadenpu
1H(dopManiifHUX crucTeM XapKiBChKOTO HAI[lOHAJILHOTO
eKOHOMIuHOro yHiBepcuteTy iMmeHi Cemena Ky3nens;
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KanammnikoBa Citiana JOKTOp TEJarorivHux Hayk, mpodecop, Tupekrop IHcTutyty BUIIOl
AHJpiiBHa ocsitn HAITH Ykpainu;

Tananosa JKannera JOKTOp  MEAAroriyHuMX HayK, [OLEHT, CTaplidil  HayKOBHUH
BacwuiiBHa CIIBpOOITHUK, MEHEDKEp 3 aHaliTu4HOi poboTu HarioHaibHOTO

Epasmyc+ odicy B YkpaiHi.

Crannmapt po3riisiHyTo MiHICTEpCTBOM €KOHOMIYHOTO PO3BUTKY 1 TOPTiBIi YKpaiHu Ta
depepariiero poOOTOAABIIB YKpaiHU.

CrangapT poO3TIISIHYTO IMiCTs HAJAXOKEHHS BCIX 3ayBa)KEHB Ta IMPOTO3HIIIA Ta CXBAICHO
Ha 3acija”Hi migkoMicii 31 cnemianpHOCTI 075 «Mapketuar» HaykoBo-MeToaundHoi komicii Ne6
3 Oi3Hecy, ympaBiiHHA Ta npaBa HaykoBo-meroanyHoi pamu MiHicTepcTBa OCBITH 1 HAyKH
Ykpainu (mpotokos Ne 1/2018 Bix 18.04.2018 p.).

I1. 3arajibHa XapaKTepuCTHKA

PiBenb Bumoi | Ilepuuii (OakanaBpcbkuil) piBeHb
OCBITH
Cryninb Bumoi | bakanasp
OCBITH
I'any3b 3uanb | 07 — Yopasiinas Ta aqMiHICTpyBaHHS
Cneniaapnicts | 075 — Mapketunr

Oo0MmeskeHHs be3 oOmexeHb
moxo popm
HABYAHHA
OcBiTHs bakanaBp MapkeTWHry 3a choemianmizamielo  (3a3HAUYUTH  HA3BY
kBagigikanisi | cnemianizarii 3a HassBHOCTI)
IIpodeciiina He nanaerncs
kBajidikauis
Ksaunidikauis B | Cryniab BuIIoi ocBiTH — bakanasp
AUIIOMI CrneuianpHicTh — 075 «MapkeTUH»
Croeniamizamis — (3a3Ha4UTH Ha3BY CHeEIliami3aiii 3a HasBHOCTI)
OcBiTHS nporpama — (3a3Ha4YUTH Ha3BY)
Omnuc * O6’ekm 6usyeHHs: MAPKETHHIOBAa AISUIBHICT K (hopMa B3aeMOIl
npeaMeTHOI Cy0’€KTIB PUHKOBUX BIJIHOCHH I 3aJI0BOJICHHS iX €KOHOMIYHUX Ta
obJiacri COLIaIbHUX 1HTEPECIB.
* Ilini nHasuanns: MATOTOBKAa OakanaBpiB MAapKETUHTY, SKI BOJOIIIOThH
CYy4acHUM €KOHOMIYHUM MUCIIEHHSIM Ta BIJIMIOBITHUMU

KOMIIETEHTHOCTSIMH, HEOOXIAHUMM Uil TPOBAKEHHS €(QEKTUBHOI
MapKETUHTOBO JiSIbHOCTI.

» Teopemuunuii 3micm npeomemuoi obaacmi: CyTh MApPKETHUHTY SIK
Cy4acHOi KOHLIEMIl yIpaBiiHHSA Oi13HECOM; MOHSATIHHO-KaTeropiiHui
amapat, OpUHLIMIHM, (QyHKIIT, KOHLENIi MapKeTUHTY Ta iX 1CTOPUYHI
nepeayMoBH; crerudika TisIbHOCTI PHUHKOBUX CYO’€KTIB Yy PI3HHMX
chepax Ta Ha PI3HUX TUIMAX PUHKIB; 3MICT MapKETUHTOBO1 JISTILHOCTI,
po3poOJIeHHsT ~ MapKeTMHTOBMX  cTparerii  ta  QopMmyBaHHS
YIPaBIIHCHKUX PillIeHb y cepl MApKETUHTY.

* Memoou, memoouku ma mexnono2ii: 3araJbHOHAYKOBI Ta CHelialbHi
MeToau, mpodeciiiHi METOAWKH Ta TEXHOJOrli, HEOoOXimHI s
3abe3neueHHs epeKTUBHOI MAPKETUHTOBOI JiSUIbHOCTI.

10



MapxkeTuHr i TUdpoBi TEXHOJIOT1T Tom 2, Ne 4, 2018

ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

* [ncmpymenmu ma 001a0HaHHA: CYYacHI yHIBEpCalbHI Ta
crieriagizoBadi  iHGOpMaIliiiHi CHCTEeMH 1 TMIporpamMHi MPOJIYKTH,
HEOOXigHI Ui TNPUUHATTS Ta IMIUIEMEHTAalii MapKeTHHTOBUX
YIPABITIHCHKHUX PIIICHb.

AxaaeMiuHi
npasa
BUIIYCKHHKIB

MaroTh mpaBO MPOMOBKHUTH HaBYaHHS Ha JAPyromy (MaricrepchbKomy)
piBHI BuIIOi ocBiTH. HaOyTTs nmomaTkoBux KBajidikaiiid B cUCTEMI
MICIISLAAIUIOMHOT OCBITH.

III. O6csar kpeautiB EKTC, HeoOXinHUX 115 3100y TTS Nepmoro (dakajJaBpcbKoro)

CTyNeHsl BULIOI OCBITH

OO0csr ocBITHLOIL
nporpamm
O0akaJsiaBpa

* Ha 0a31 MOBHOI 3arajibHOI cepeHboi ocBiTH — 240 kpeautiB €EKTC;

* Ha 0asi crymeHs «MOJOAIMUI OakanmaBp» (OCBITHBOKBaTi(iKaIiitHOro
PIBHS «MOJIOJIIITUH CIIEIIaIiCT») 3aKjIa] BUIIIOT OCBITH Ma€ MPaBO BU3HATH
ta mnepezapaxyBatu kpeautu €KTC, orpumani B Mekax MONEpeIHBOL
OCBITHBOI TPOrpaMH ITiJIFOTOBKK MOJIOAIIOTO OakangaBpa (MOJIOIIIOrO
crierfiamicra):

— crierianbHOCTEH ramy3i 3HaHb 07 «YIpaBlliHHA Ta aAMIHICTPYBaHHS», a
Takox crerianbHocTi 051 «EkoHOMIKa» — He Ounbiie, Hik 120 kxpeautis
€KTC;

— IHMX crenianbHoCcTel — He Oinbie, Hixk 60 kpenutiB €KTC.

Minimym 50% o006cary ocBITHBOI MporpaMu Mae OyTH CIPSIMOBAHO Ha
3a0e3neueHHs 3aralbHUX Ta CrelialbHuX ((paxoBHX) KOMIETEHTHOCTEH
3a CrenianbHICTIO, BU3HaYeHUX MM CTaHJapTOM BUIIOI OCBITH.

IV. Ilepenik KoMIIeTEeHTHOCTEH BUIIYyCKHUKA

InTerpajbHa
KOMIIETEHTHICTh

31aTHICTh BUPILIYBAaTH CKJAQJHI CHEliali30BaHl 3ajadyli Ta MPaKTUYHI
npobaemMu y cepi MapKETUHTOBOI MISNIBHOCTI 200 y Tpolieci HaB4aHHS,
mo nepeadadae 3acTOCYBaHHS BIAMOBIJHUX TEOpid Ta METOMAIB 1
XapaKTEePU3YETHCSI KOMIIJIEKCHICTIO T4 HEBU3HAYEHICTIO YMOB.

3arajbHi
KOMIIETEHTHOCTI

3K1. 3patHicTh peanizyBaTH CBOi mpaBa 1 OOOB’SI3KM SIK WieHa
CYCIIIJIbCTBA, YCBIIOMJIIOBAaTHM LIHHOCTI TPOMAJSHCHKOTO (BLIBHOTO
JIEeMOKPATUYHOI'0) CYCHUIBCTBA Ta HEOOX1THICTh HOTr0 CTaNOro po3BUTKY,
BEPXOBEHCTBA IpaBa, MpaB 1 CBOOO JIIOAMHU 1 TPOMaJsTHUHA B YKpaiHi.
3K2. 3patnicth 30epiraTé Ta HPUMHOXKYBAaTH MOpaibHI, KYJBTYpHI,
HAyKOBI1 IIIHHOCTI 1 JJOCATHEHHSI CYCIUIbCTBA HA OCHOBI PO3YMIHHS 1CTOPIL
Ta 3aKOHOMIpPHOCTEN PO3BUTKY MpPEAMETHOI 00JacTi, ii MicIs y 3arajibHii
CUCTEMI 3HaHb PO MPHUPOAY 1 CYCHUIBCTBO Ta Y PO3BUTKY CYCHUIbCTBA,
TEXHIKHM 1 TEXHOJIOTH, BUKOPUCTOBYBATH Pi3HI BUAM Ta (POopMHU PyXOBOi
AKTHUBHOCTI JJII aKTUBHOTO BIIMOYMHKY Ta BEJIEHHS 37J0POBOTO CIIOCOOY
HKUTTHL.

3K3. 3nartHicTh 10 aOCTPaKTHOTO MUCJIEHHS, aHAI3y Ta CUHTE3Y.

3K4. 31aTHicTh BUNTHCS 1 OBOJIOAIBATH CyYaCHUMH 3HAHHSAMHU.

3K5. BusHaueHicTh, 1 HAmOJErJIMBICTL OO0 IMOCTABICHUX 3aBIaHb 1
B3SITUX 00OB’SI3KIB.

3K6. 3HaHHS Ta pO3yMiHHS MpeaAMeTHOI o0dacTi Ta PO3yMIHHS
npodeciifHOl isIIBHOCTI.

11




Marketing and Digital Technologies Volume 2, No 4, 2018

ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

3K7. 3naTHicTh 3aCTOCOBYBATH 3HAHHS Y MPAKTHYHUX CUTYallisX.

3KS8. 3naTHicTh MPOBEACHHS AOCIIKEHD Ha BIMOBITHOMY PiBHI.

3K9. HaBuuku BHKOpHCTaHHS iHGOpPMALIMHUX 1 KOMYHIKAIiHHUX
TEXHOJIOT1H.

3K10. 3naTHICTh CHUIKYBaTHCS 1HO3EMHOIO MOBOIO.

3K11. 3gaTHIiCTh IpaIfoBaTi B KOMaHII.

3K12. 3aTHICTh CHIIKYBAaTUCS 3 MPEACTABHUKAMH 1HIIUX MpOodeciitHux
Ipyn pi3HOrO piBHA (3 EKCIepTaMu 3 IHIIWX Tajy3ed 3HaHb/BHUIB
€KOHOMIYHOT JISTTHHOCT1).

3K13. 3gaTHICTh IpaIfoBaTi B M>KHAPOJHOMY KOHTEKCTI.

3K14. 3xaTHicTh AiSITH COLIAIILHO BiAIOBIIAJILHO Ta CB1IOMO.

KOMIIETEeHTHOCTI

Crneniajabni

(paxoBi)

CK1. 3gaTHiCTh JOTIYHO 1 MOCTIAOBHO BiATBOPIOBATH OTPUMAaHi 3HAHHS
MpeIMETHOI 00JIaCTi MAPKETHHTY.

CK2. 3paTHiCTh KPUTHUYHO aHaJi3yBaTW M y3araJlbHIOBATH IOJIOKEHHS
peaMeTHOI 00J1acTi Cy4acHOTO MapKETHHTY.

CK3. 3paTHICTh BUKOPUCTOBYBATH TEOPETUYHI MOJOKEHHS MApKETUHTY
JUIs  iHTepmpeTamii Ta TPOTHO3YBAaHHS SBUII 1 TMPOLECIB Yy
MapKETUHTOBOMY CEPEOBHUIILI.

CK4. 3patHicTh MpOBaKyBaTH MapKETHHTOBY JisJIBHICTH HAa OCHOBI
PO3YMIHHS CYTHOCTI Ta 3MICTy TeOpli MapKeTHHry 1 ()yHKUIOHAIbHHUX
3B'3KIB MIX i1 CKJIaIOBHUMH.

CKS. 3naTtHicTh KOpPEKTHO 3aCTOCOBYBAaTH METOAM, MpuUiloMH Ta
IHCTPYMEHTH MapKETHHTY.

CK6. 3nmaTHiCTh NPOBOJUTH MApPKETUHTOBI JOCTIIKEHHS y PI3HUX
cepax MapKETHHTOBOI JiSTTBHOCTI.

CK7. 3parnHicT BH3HA4YaTH BIUIMB (PYHKIIOHAIBHUX  oOsacTteit
MapKETUHTY Ha pe3yJbTaTH TOCIOJAPCHKOI JiSUIBHOCTI PUHKOBHX
Cy0’€KTiIB.

CKS8. 3paTHiCTh pO3pOOIATH MApKETHMHTOBE 3a0€3MEUYECHHS] PO3BUTKY
0i3Hecy B yMOBaxX HEBU3HAUYEHOCTI.

CK9. 3parTHiCTP BHUKOPHUCTOBYBATHM I1HCTPYMEHTAapii MapKETHHTY B
1IHHOBAI[IHHOI TISJILHOCTI.

CK10. 3patHicTh BHUKOPHCTOBYBaTHM MAapKETHHIOBI 1H(OpMalliiiHi
CUCTEMH B YXBaJE€HHI MAapKeTHHTOBUX pIilleHb 1 PpO3poOIsATH
pEeKOMEeHIallii 1010 MiABUIIEHHS iX e()eKTUBHOCTI.

CK1l1. 3partHicTh aHami3yBaTH TIOBEAIHKY pPHUHKOBUX CYO’€KTIB Ta
BHU3HAYaTH 0COOIUBOCTI (PYHKIIIOHYBaHHS pUHKIB.

CK12. 3patHicTh OOIpyHTOBYBAaTH, NPE3EHTYBAaTH 1 BIPOBAKYBATH
pe3yJIbTaTH JAOCHIKEHb Y Cepl MAPKETUHTY.

CK13. 3parHicTh mIaHyBaHHS 1  HOpOBaJKeHHA  e€(eKTHBHOI
MapKEeTHHIOBO1 JISTBHOCTI PHHKOBOTO cy0’exTa B
KpOC(YHKIIIOHAILHOMY pO3pi3i.

CKl14. 3paTHicTh NPONMOHYBATH BIOCKOHAICHHS 11040  (DYyHKIIIH
MapKETUHTOBO{ JiSUIbHOCTI.
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V. HopmaTuBHMi 3MiCT MiATOTOBKHU 3100yBa4viB BUIIOI OCBiTH, cOpPpMYJILOBAHUI Y
TepMiHaX pe3yJIbTATiB HABYAHHA

P1. JlemMoHCTpyBaTu 3HaHHS 1 PO3YMIHHS TEOPETUYHHMX OCHOB Ta NPHUHLMUIIB NPOBAKEHHS
MapKETUHTOBOI JiSUTbHOCTI.

P2. AmnanizyBaTu 1 NpOrHO3yBaTH DPHUHKOBI SBHUILA Ta IPOLIECH HA OCHOBI 3aCTOCYBaHHS
dyHaaMEeHTANbHUX TNPUHIMIIB, TEOPETHYHUX 3HAHb 1 MPHUKIAAHAX HABHYOK 3IIHCHEHHS
MapKEeTUHTOBO1 J1STBHOCTI.

P3. 3acTocoByBaTi HaOyTi TEOPETUYHI 3HAHHS Ul PO3B’SI3aHHS MPAKTUYHUX 3aBJaHb y cdepi
MapKETUHTY.

P4. 30uparm Ta anamizyBatu HEOOXimHy iH(poOpMaIlilo, pO3paxoBYyBaTH EKOHOMIYHI Ta
MapKETUHTOBI TTOKA3HWKH, OOIPYHTOBYBATH YIPABIIHCHKI PIIIEHHS HA OCHOBI BUKOPHUCTAHHS
HEOOX1THOTO aHAIITHYHOTO i METOJUYHOTO iHCTPYMEHTAPIIO.

PS5. BusiBnaTu i aHami3yBaTu KIHOYOBI XapaKTEPUCTUKA MapKETUHIOBUX CHCTEM PI3HOTO piBHS,
a TaK0>k OCOOJTMBOCTI MOBEAIHKH X Cy0’€KTIB.

P6. Busnauatu ¢yHKIIOHaIBHI 001acTi MApPKETHHIOBOI JisSUTbHOCTI pUHKOBOTO CY0’€KTa Ta ix
B3a€MO3B’SI3KM B CHCTEMi yIpaBIiHHS, pPO3PaxXOBYBaTH BIAMOBIAHI TOKAa3HUKH, SKi
XapaKTepU3yIOTh Pe3yIbTaTUBHICTh TAKOT MiSJIBHOCTI.

P7. BuxopucroByBatd mH(poBi iHPOpMamiiHI Ta KOMYHIKAIiifHI TEXHOJIOTii, a TaKOX
porpaMHi IPOAYKTH, HEOOX1IHI AJIsl HAJIE)KHOTO MPOBAIKEHHS MapKETHHIOBOI JTisJIBHOCTI Ta
NPaKTUYHOTO 3aCTOCYBAaHHS MAPKETHHIOBOTO IHCTPYMEHTAPIIO.

P8. 3actrocoByBaTu iHHOBAIiMHI MiIXOAM OO MPOBAKEHHS MAapKETUHTOBOI disNIBHOCTI
PUHKOBOTO Cy0’€KTa, THYYKO aIaTYBaTHCS 70 3MiH MapKETUHTOBOT'O CEPEIOBHINA.

P9. OuiHtoBaTH pU3UKU NPOBAKEHHS MapKETMHIOBOI MiSJIbHOCTI, BCTAHOBJIIOBAaTH piBEHb
HEBU3HAYEHOCTI MAPKETHHIOBOTO CEPEIOBHIIA TP MPUHHATTI YIPABIIHCHKHUX PIllICHb.

P10. IlosicHtoBatm iHdopmariito, imei, mpoOiieMH Ta albTEpHATHBHI BapiaHTH MPUHHATTS
YIPaBIIHCHKUX pilleHb (axiBIpsIM i HedaxiBIsIM y cepi MapKeTHHTY, TPEACTaBHUKAM Pi3HUX
CTPYKTYPHHUX MiJPO3/1JIiB PUHKOBOTO Cy0’€KTa.

P11. JemoHcTpyBaTH BMIHHS 3aCTOCOBYBAaTHM MUKIWCLUHMIUTIHAPHUN MIAX1J Ta 3A1HCHIOBATH
MapKETUHTOB1 (QYHKIIIT PUHKOBOTO Cy0’€KTa.

P12. BusBiasti HaBUYKM CaMOCTIHHOI poOOTH, THYYKOI'O MHCJIEHHS, BIJKPUTOCTI JO HOBUX
3HaHb, OyTH KPUTUYHUM 1 CAMOKPUTHYHUM.

P13. BianoBigatu 3a pe3ynbTaTH CBO€I AISUIBHOCTI, BUSBJISTH HABUYKU MiAMPUEMHHUIIBKOI Ta
YIPaBIIIHCHKOT 1HILIaTUBH.

P14. BukonyBatu @QyHKIIOHaNbHI OOOB’SI3KM B TIpyIi, MPOMOHYBaTHU OOIPYHTOBaHI
MapKETHUHTOB1 PIIIEHHS.

P15. listu comiaibHO BiANOBIJAJIBHO Ta TPOMAJICKKO CBIIOMO Ha OCHOBI €TUYHUX IPUHILIUIIIB
MapKeTUHTY, T[OBaru J0 KyJbTYpHOIO pPI3HOMAHITTS Ta I[IHHOCTEH TI'pPOMaJsSIHCHKOTO
CyCMUIbCTBA 3 JOTPUMAHHSIM TIPaB 1 CBOOO]] 0COOMCTOCTI.

P16. BignmoBigatu BHMOTraM, SIKi BHCYBAIOTBhCS J0 CYYaCHOTO MapKeToJora, IiJIBUIIYBaTH
piBeHb 0cOOKCTOT POeCciitHOT MiATOTOBKH.

P17. lemoHCTpyBaTH HaBMYKM MUCHMOBOI Ta ycHOI mpodeciiiHoi KoMyHiKalii JAep:KaBHOIO i
1HO3EMHOIO MOBaMH, a TAKOK HAJIEKHOTO BUKOPUCTAHHS MPOQECiHHOT TEPMIHOJIOTI.

P18. JlemoHCTpYBaTH BiIMOBINANBHICTh Yy CTaBJIE€HHI JO MOPAJbHHUX, KYJIbTYpHHX, HAYKOBUX
I[IHHOCTEH 1 JOCATHEHb CYCNUILCTBA y MPOodeciiiHiil MApKETUHTOBIN JisSIIbHOCTI.
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VI. ®opmu atecraiii 3100yBa4iB nepuoro (0akajgaBpcbKOro) CTyneHs
BHUIIIOI OCBITH

®opmu arectanmii | Atectamiss  3IIHCHIOETCS y  Qopmi  myOJIIYHOTO  3aXUCTY
3100yBaviB BUIOI | KBamidikaiiifHoi podotu abo aTecTaiiHOro eK3aMeHy (eK3aMeHiB).
OCBIiTH
Bumoru 10 KBamidikamiiina pobora mae nepeabavyaTé poO3B’SI3aHHA CKIJIAJTHOTO
kBajdidikaniifHoi | crenianizoBaHOro 3aBJaHHsS ab0 MpakTH4HOI mpobiemMu y cdepi
podoTun CYy4acCHOTO MAapKETHHTY, IO XapaKTEePHU3YETbCA KOMIUIEKCHICTIO Ta
HEBU3HAYCHICTIO YMOB, 1 MOTpeOye 3acTOCYBaHHS HOTO TEOPETUYHUX
MOJIO’KEHB 1 METO/IIB.
VY xBamikariitHii poOoTi HEe MOXe OYyTH akKaJeMidHOro IuIariarty,
danbcudikalii Ta CriMCyBaHHSI.
Ksanidikarmiiina pobora moxe OyTH ONpUIIIOJHEHA Ha OQiliiiHOMY
CaiTi 3aKJIaay BWINOI OCBITH, HOTO MMiIPO3iay abo po3MilieHa B HOro
peno3utapii. OnpumtogHeHHs KBamidikamiifHUX poOIT, MO0 MICTATh
iH(popMaIIio 3 OOMEKEHHM JOCTYIIOM, 3IIHCHIOETHCS Y BiIIOBITHOCTI
JIO BUMOT YUHHOT'O 3aKOHO/IaBCTBA.
Bumoru 1o ATecTaniiHuii ek3aMeH (€K3aMeHH) Mae TependadaTH OI[iHIOBAHHS
aTecTramiifHOTro pe3ysIbTaTiB HaBYAaHHS, BU3HAUYCHUX UM CTAaHAAPTOM Ta BIAIMOBIIHOO
eK3aMeHy OCBITHBO-TIPO(ECIHHOIO TIPOTPAMOIO 3aKJIaIy BUIIIOT OCBITH.
(ek3ameHiB)

VII. BuMoru 10 HasiBHOCTi CHCTeMH BHYTPIilLIHHOI'0 3a0e31eYeHHs SIKOCTI
BHUIIOI OCBIiTH

V 3akianax BHIIOI OCBITH MOBMHHA ()YHKLIOHYBAaTH cHCTeMa 3a0e3MeUYeHHs 3aKJIaJ0M BHILOL
OCBITH SIKOCTI OCBITHBOI MAISUIBHOCTI Ta SIKOCTI BHILOI OCBITM (CHCTEMa BHYTPIIIHHOIO
3a0e3meueHHs SKOCTI), SKa nependaydae 3A1CHEHHs TaKUX MPOLEAYD 1 3aX0/iB:

1) BU3HAYEHHs NPUHIMIIIB Ta IPOLIEAYDP 3a0€3MEUEHHS AKOCTI BUIIOI OCBITH;

2) 371iiCHEHHS] MOHITOPUHTY Ta IEPi0IMYHOTO MEPErJIsAAy OCBITHIX IIpOrpam;

3) wiopiuHe OLIHIOBaHHS 3700yBayiB BHILOI OCBITH, HAYKOBO-TIEJArOri4HUX 1 MEJaroriyHux
NpaliBHUKIB 3aKiaJy BHIOI OCBITH Ta pEryispHE OINPUIIOAHEHHS pE3YyNbTaTiB TaKuX
OILIIHIOBaHb Ha oOQiliifHOMYy BeO-caiiTi BUIIOrO0 HaBYaJbHOIO 3aKyaqy, Ha 1H(GOpMaLIHHUX
CTeHJ]aX Ta B Oy/b-IKUH 1HIIUH CIIOCi0;

4) 3abe3neyeHHs MiIBULICHHS KBamidikallii nefarorivHux, HayKoBUX 1 HAYKOBO-TIEIaroriyHUX
MpalliBHUKIB;

5) 3a0e3nedyeHHs HasIBHOCTI HEOOX1THUX PecypciB JUIsl OpraHi3alii OCBITHBOIO MPOLECY, Y TOMY
YHCIII CAMOCTIHHOT pOOOTH CTY/IEHTIB, 32 KOXKHOIO OCBITHBOIO MPOTPamolo;

6) 3a0e3nedeHHs] HasBHOCTI 1H(oOpMaIiiHUX cUcTeM JUIsl €eKTHUBHOIO YNPABIIHHSA OCBITHIM
IPOLIECOM;

7) 3a0e3neveHHst myOaiYHOCTI iH(pOpMalii Ipo OCBITHI MPOTrpaMHu, CTYNEHI BHUILOI OCBITH Ta
KBasTi(pikarii;

8) 3abe3medeHHs JOTPUMAHHS aKaJIeMidyHOi JOOPOYECHOCTI MpalliBHUKAMH 3aKJaiiB BHIIOT
OCBITM Ta 3/100yBayaMH BHINOI OCBITH, y TOMY 4HCIl CTBOPEHHS 1 3a0e3MedyeHHs
¢byHKLIOHYBaHHS e()eKTUBHOI CUCTEMH 3ar00IraHHs Ta BUSBJICHHS aKaJeMIYHOI0 IJIariaty;

9) 1HImMX Tporeayp 1 3aX0IiB.

14




ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

MapxkeTuHr i TUdpoBi TEXHOJIOT1T Tom 2, Ne 4, 2018

Cucrema 3a0e3leYeHH 3aKJIaJ0M BUIIOI OCBITH SKOCTI OCBITHBOI JISTIBHOCTI Ta SAKOCTI BHILOT
OCBITH (CHCTEMa BHYTPINIHBOTO 3a0€3MeYeHHS SKOCTi) 3a MOJAHHIM 3aKJaJly BHIOI OCBITH
ouintoeTsest HA3SBO abo akpequToBaHMMU HUM HE3aJIEKHUMH YCTaHOBAMH OIIHIOBAHHS Ta
3a0e3nevYeHHs] SKOCTI BHINOI OCBITH Ha MpeaMeT ii BIAMOBIIHOCTI BHUMOTaM JIO CHCTEMHU
3a0e3medeHHs] SKOCTI BHIIOI OCBITH, IO 3arBepkyioThesi HA3SABO, Ta MiXHapogHUM
CTaHJapTaM 1 pEKOMEHIAIIISAM 1010 3a0€3MeUeHHS SKOCT1 BUIIOT OCBITH.

IX. IlepeJslik HOpMATHUBHUX JIOKYMEHTIB, HA IKHX 0a3y€ThCHA
Crangapt BMIIOI OCBiTH

1. 3akon Ykpainu «lIpo Bumy ocBity» Big 01.07.2014 p. Ne 1556-VII // baza nmanux
«3akonomaBcTBO YKpainu» / BP Ykpainu. — http://zakon4.rada.gov.ua/laws/show/1556-18.

2. 3akon Ykpainu «lIpo ocity» // ba3a manmx «3akoHomaBcTBO Ykpainu» / BP Ykpainu. —
http://zakon5.rada.gov.ua/laws/show/2145-19.

3. Hamionanenuii knacugikarop Yipainu: «Knacudikatop mpodeciii» K 003:2010 (Pemaxmis
Bix 30.11.2017 p.) / ba3za nanux «3akoHoaaBcTBO YKpainu» / BP Ykpainu. — http://zakon.rada.
gov.ua/rada/show/va327609-10.

4. HamionanpHa pamka kBaidikamiii / ba3za manux «3akoHomaBcTBO YKpainn» / BP Ykpainu.
— http://zakon4.rada.gov.ua/laws/show/1341-2011-m.

5. IlocranoBa KabGinery MinictpiB Ykpainu «lIpo 3aTBepmkeHHS mepeniky rainy3eil 3HaHb 1
CIEIIAIBHOCTEH, 32 SIKUMU 3IHCHIOETHCS ITIITOTOBKA 3100yBaviB BUIIOI OCBITHY (pEIaKIlis Bi
30.11.2017 p.) // ba3a manux «3akoHomaBcTBO YKpainum» / BP Vkpaiuu. — http://zakon4.rada.
gov.ua /laws/show/266-2015-.

6. MeTonuuHi peKOMEHAAIll MIOA0 PO3POOJICHHS CTAHIAPTIB BUIOI OCBITH, 3aTBEPJIKEHI
Hakazom MinictepcTBa ocBiTH 1 Hayku Ykpainu Big 01 gepBus 2016 p. Ne 600 (31 3MiHaMn)
[EnexTponHmii pecypc]. — pexkum moctymy: https://mon.gov.ua/ua/osvita/visha-osvita/naukovo-
metodichna-rada-ministerstvaosviti-i-nauki-ukrayini/metodichni-rekomendaciyi-vo

Kopuchi nocusianust
7. CTanmapTy 1 peKoMeHalil mo/10 3a0e3neueHHs IKOCTi B €BponeichbKoMy MPOCTOPi BUIIOT
ocsitu (ESG). — http://ihed.org.ua/images/pdf/standards-andguidelines_for_ga_in_the ehea
2015.pdf.
8. Data for Sustainable Development Goals. ISCED (MCKO) 2011. — http://www.uis.unesco.
org/Education/Documents/isced-2011-en.pdf.
9. Data for Sustainable Development Goals. ISCED (MCKO) 2013. — http://www.uis.unesco.
org/Education/Documents/isced-fields-of-education-training2013.pdf.

IHosicHIOBa/IbHA 3aNHCKA

Crangapt BUOIOI OCBITM MICTUTh HPOrpaMHI KOMIETEHTHOCTI, LI0 BH3HAYaIOTh
cneuniky MiAroTOBKM OakanaBpiB 31 cnemiambHOCTI 075 — «MapKeTHHr» Ta pe3ysbTaTH
HaBYaHHS, SKI OKPECIIOI0Th, II0 caMe CTYICHT MOBUHEH 3HATH, PO3YMITH Ta OYTH 3IaTHUM
BUKOHYBATH MICIIsl YCHIIIHOTO 3aBEPILICHHS OCBITHBOI MporpaMu. BoHM y3ropkeHi Mixk o000
Ta BIAMOBIMAIOTH AecKkpunTopaMm HarionansHOT pamkm kBamidikariii. Tabmuis 1 mokasye
BIJIMOBIHICTh BU3HaYeHUX CTaHIapTOM KoMneTeHTHocTel Ta neckpuntopis HPK. B TaGnmii2
MOKa3aHa BIJIOBIIHICTh IPOrPaMHUX PE3YJbTaTIB HABYAHHS T4 KOMIIETEHTHOCTEH.

3akyaj BUIIOI OCBITH CAaMOCTIHO BU3HAUYa€ MEPEiK AUCHUIUIIH, MPAKTUK Ta IHIIMX
BHUJIIB OCBITHBOI  JiSTTBHOCTI, HEOOXimHMA it HaOyTTss o3HaueHux CraHmapToMm
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komrereHTHOCTeW. Hapenmenwit B CraHmapTi mepeslik KOMIIETEHTHOCTEH 1 pe3ynbTariB
HAaBUaHHA HE € BUYEPIHHUM. 3aKJay BHIINOi OCBITH Npu ¢GopMyBaHHI MPOQiII0 OCBITHIX
porpaM MOKYTh BKa3yBaTH JI0JJaATKOBI KOMIETEHTHOCTI 1 pe3yIbTaTH HABYAHHS.

3akyaa BUIIO1 OCBITH Ma€ IpaBO BBOJAUTH J0JATKOBI (OpMH aTecTarlii 31100yBadiB BUIIO1

OCBITH.

Tabmuus 1

Martpuus BianoBiaHocTi Bu3HaYeHnX CTAaHIAPTOM KOMIIETEHTHOCTEl IeCKPUIITOPam
HPK (6-# piBeHb, 6akajaBpcbKHil)

3HaHHS
3u1 KoHnenryansHi
3HaHHA, HA0YyTI y
MpoIieci HaBYaHHS Ta
npodeciinoi
IISUIBHOCTI,

YMinHsa
¥YmMm1 Po3p's13aHHA
CKJIaIHUX
Herepen0adyyBaHHX 3a1aq
i mpobneM y
cremiai3oBaHuX cepax

KomyHnikauis
K1 Jlonecenns 1o
(axiBmiB i
HedaxiBIliB
iHpopMmauii, i1e,
mpooeM, pillieHb

ABTOHOMIAI TA
BinmoBigaabLHiCTH
AB1 YupapiiHHS
KOMIIIEKCHUMHU JiAMHU a00
MPOEKTaMH,
BIIMOBITAIBHICTS 3a

Krnacudikaris) BKIIOYar09H MEBHI npodeciifHol qisSUTEHOCTI | Ta BIACHOTO MPUAHATTS PilICHb Y
KOMIICTEHT- | 3HAaHHS Cy9acHHX Ta/ab0 HaBYAHHS, IO JIOCBiy B Tairysi HerepeabadyBaHUX yMOBax
HOCTEN JIIOCATHEHD nepenbadae 30upanHsa Ta | mpodeciitHoi AB2 BinmnosinansHICTb 3a
3a HPK 3u2 Kpurtnune IHTEepIpETAaLio IUSUTBHOCTI npodeciifHni pO3BUTOK
OCMUCIICHHS iHpopMamii (1aHuX), K2 3natHicTs OKpeMux 0cib Ta/abo rpymn
OCHOBHHX TEOPIH, BUOIp METOIB Ta e(peKTUBHO ocib
NPUHLMUIIB, METOJIB I | HCTPYMEHTaIbHUX dopmyBaTH AB3 3narHicts 110
MOHATH y HABYAaHHI Ta |3ac00iB, 3aCTOCYBaHHS KOMYHIKaIliiiHy MOJANIBIIOTO HABYAHHA 3
npodeciiiHiit IHHOBaLlIWHMX MIXOMIB | CTpaTerito BUCOKHUM PiBHEM
IISUIBHOCTI aBTOHOMHOCTI
3aranabHi KOMIETeHTHOCTI - 14
3K1 AB2
3K2 AB2
3K3 YMI K1
3K4 3H1 YMI
3K5 K2 ABI1
3K6 3H2
3K7 3H1 YMI ABI1
3K8 YMI
3K9 YMI
3K10 K1
3K11 K2 ABI1
3K12 K2
3K13 3H2 YMI
3K14 YMI K2 AB2
CrueniaabHi (¢paxoBi) KoMneTeHTHOCTI - 14
CK1 3H1 K1
CK2 3H2 YMI K1
CK3 YMI K1
CK4 3H2 K1 AB2
CK5 3H2 YMI
CKe6 3H2 YMI Kl
CK7 3H2 YMI Kl
CKS8 3H2 YMI K1 ABI
CK9 3H1 Kl
CK10 3H1 YMI
CK11 3H2 YMI K1
CK12 YMI K2 ABI1
CK13 YM1 K1 ABI1
CK14 YMI K1 ABI1
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Tabmurs 2
Matpuus BianmoBigHocTi BusHayeHnx CTaHIapTOM pe3yJbTaTiB HABYAHHA TAa KOMIIETEHTHOCTE
(6-ii piBeHb, 6aKaIaBPCHKUIA)

= KoMnerenrHocri
= 2 3arajibHi KOMIETEHTHOCTI Cuenianabhi (¢paxoBi) KOMIIETEHTHOCTI
EhEE ol al ol o <
sEdE2z gl gl glelel g g g 222|282 zele g g2l EEE e
:é E; Al el | e el o o e J AR MR M| m| QO QO] O] O O O O O Ol Ul Ul Ul O
P1 + + | + +
P2 + + |+ |+ | + + + +
P3 + + + + | +
P4 + | + + + | + +
P5 + + + | + + +
P6 + + | + | + + |+ |+ |+ +
P7 + + | + | +
P8 + | + + | + + + + | + +
P9 + | + + + | + | +
P10 + | + | + + + | +
P11 + + | + + + | + + + | + | +
P12 + + + + +
P13 + + + +
P14 + | + + + + +
P15 + | + + | + "
P16 + + + + | + +
P17 + + +
P18 + |+ +
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Penakuist Oyne iHdopMyBaTH 4YMTadiB MPO pe3yabTaTh pPOOOTH HaJ CTaHAAPTAMU
JIpyroro (MaricTepchbKoro) i TpeThoro (OCBITHBO-HAYKOBOI'O) PiBHIB 31 cmemianpHOCTI 075
«MapKeTuHI.

Muxaiijgo Oxnanaep

lonosnuii peoaxmop owcypuany «Mapkemune i yugposi mexHono2iiy, 3acmynHux

201108u niokomicii 3i cneyianonocmi 075 «Mapremune» Haykoso-memoouunoi komicii Ne 6 3

OisHecy, ympaeninHsa ma npasa cekmopy euwoi oceimu Haykoso-memoouunoi paou
Minicmepcmea oceimu i nayku Yxpainu

18



ISSN 2522-9087  (Print)
ISSN 2523-434X (Online)

MapxkeTuHr i TUdpoBi TEXHOJIOT1T Tom 2, Ne 4, 2018

UDC 658 JEL Classification: D12, D22

Parkitna A.G.

Dr. of Sc. (Economics), Prof., Assoc. Prof.

Faculty of Computer Science and Management
Wroctaw University of Technology (Wroctaw, Poland)
Tutaj J.B.

Dr. of Sc. (Social), Assoc. Prof.

Faculty of Computer Science and Management
Wroctaw University of Technology (Wroctaw, Poland)
Kaminska A.M.F.

Master Engineer, Assistant

Faculty of Computer Science and Management
Wroctaw University of Technology (Wroctaw, Poland)

THE ROLE OF MEASURING THE EFFICIENCY OF MARKETING
E-TOOLBRAND MANAGEMENT

Building a brand nowadays is definitely different than 50 years ago. That time the founders
positioned the brand and then spent a lot of money on its marketing in order to show it and to present
the whole vision of the brand to the potential customers. Clearly — if the founders had enough money —
they had no problem with building their own brand. Nowadays, the branding process is completely
different. In the era of open and common access to the Internet and a kind of «social media boomy,
companies are not limited only by a good presentation of their products or services in advertising.
They are constantly analyzed and evaluated by their current customers and gets feedback about
themselves. Potential buyers are aware of the meaning of the quality of products as well as of the
meaning of the general acceptance of the brand. Companies have lost their dominant position —
limited to sending a clear advertising message and building recognition, the enterprises passed into a
somewhat more passive position — they have become the subject of evaluation. This is very important
in the case of small and medium-sized enterprises, in which the recognizable brand is a key success
factor that ensures their survival.

The aim of this paper is to show the effectiveness of e-marketing tools in building a brand on
the market and a general presentation of the problem and its relation to important scientific or
practical tasks. These recommendations can be a useful instrument for managing the development
process in enterprises in the area of: estimation of the value of a brand perceived as the connection
between the customer and the company that respects consumer knowledge as the core of the brand's
value; measuring the brand position of the company (a well-positioned company on the Internet as a
chance of omnipresence with its customers).

Key words: e-tools, brand management, development, success factors.

DOI: 10.15276/mdt.2.4.2018.1

Statement of the problem in general form and it’s connection with important
scientific or practical tasks. More and more often, the Internet is dominating in the process
of brand creation. It expands the traditional market space within the scope of information and
communication as well as distribution and transactions (ICDT model) [12].

© 2018 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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Companies use the Internet as an additional channel for transferring information about
the company, as interactive communication increasing the effectiveness of promotional
activities and as a commercial tool [6]. Results of the research of Millward Brown SMG/KRC
show that representatives of companies acknowledge that e-marketing tools are an effective
business communication channel and a factor improving the company image (73% and 44%
of responses). The research conducted in 2014 by Microsoft, IAB and Infotarget shows that
the digital revolution resulted in the fact that the role of modern marketing is nowadays
shaped by an integrated, multi-channel approach to communication with customers [5].
Proper proportions between technology and management thus become a contemporary
challenge. Relationships with customers shaped in the management process as well as
relations between employees should determine the technological development. Furthermore,
the type of business, the organizational culture, and the segment of customers should
stimulate the selection of appropriate digital models. Only a combination of virtual relations
with direct relations may bring success to a company.

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies.

Information society as the operator of e-toolbrand management.

The information society, the process of development of which we are witnessing and
participating in, is a new form of organizational and functional human civilization. It is not
easy to determine its main characteristics. At the initial stage of its development, with which
we are currently dealing, the following attributes of such a form of information society are
mentioned the most often (Table 1):

— common access for people to information;

— use of the Internet as a way of providing public information and interpersonal
communication;

— common and permanent education.

Table 1 — Information society in Poland in the period of 2016-2017

Companies Households

— In 2017, almost 82% of households had at
least one computer at home.

— 78% of households had access to broadband
Internet.

— Nearly 95% of companies had access to
broadband Internet.
— Mobile broadband connections were used by
ca. 70% of entities.

— Computing cloud services in 2017 were used
by ca 34% of companies.

— 67% of entities had their own website in 2017.
Most of them used the website to present price
lists or catalogues of products and services.

In 2016, every third company placed orders
electronically, while every eight received orders
from customers electronically.

— Nearly 95% of companies in 2016 contacted
public administration electronically. This form
of communication was used by nearly all large
and medium-sized companies.

—In 2017, more than a half of large companies
used social media for business purposes.

— 31% of people aged 16-74 contacted public
administration through a website.

— In 2017, 85.4% of the society had a
smartphone.

Source: [2]
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The information society is accompanied by new methods of management, which
create an economy based on knowledge. In the first periods of its development, it is based on
three important elements: 1) the leading role of information and knowledge and technology as
the main production factors; 2) the dominance of sector information employees within the
workforce structure, as well as; 3) the creation of the greatest part of the gross domestic
product in the information sector [3].

According to OECD, the term «knowledge-based economy» results from a more
comprehensive recognition of the role of knowledge and technology in the economic growth.
Knowledge may be called a professional intelligence, which consists of such elements as:
know-what, know-how, know-why, self-motivating creativity or experience, concepts, values,
beliefs, and work methods that can be shared and transferred [3]. Knowledge, as embodied in
people (as «human capital») and technology, has always been crucial for economic
development. However, no sooner than in the past few years has its weight been recognized
[10]. In a knowledge-based economy, companies should continuously develop. The necessary
changes include, among others, development of knowledge management methods, change
management, risk management, innovation management, and technology transfer
management [7].

In information society and knowledge-based economy, we are dealing with completely
new socio-economic structures and new principles of their functioning, which are not
commonly known or understood. This applies not only to children, teenagers or other groups
of young people, but also to people from higher age ranges. Young people treat many serious
features of the new society uncritically and often carelessly, unaware of their long-term
consequences related, among others, to [10]:

— the new social stratification, including a narrow information elite, a wide-ranging
group of users and an expanding margin of the excluded;

— the progressing phenomenon of information exclusion;

— the dehumanization of many forms of activity, so far reserved only for people;

— the reduction of the human element (the person) in information processes;

— the growth in importance of the so-called artificial intelligence, with all its effects
for humans as the so-far leading species;

— the reification of interpersonal relations and the reduction of the function of families
(households).

At the present stage of development of the information society and the knowledge-
based economy, the leading role is played by the Internet, a mega-network with very diverse
features, scope and forms of impact.

The Internet and digitalization as the basis for enterprise innovativeness.

Currently, the pace of changes is so great that companies have to deal with a
practically continuous change on the market, which causes the average product life cycle to be
drastically shortened, and the survival to depend on the ability to respond quickly [4].
Development of a new, improved organizational process, improvement or creation of new
solutions for technological processes, or continuous changes in the companies’ product
catalogue are necessary to prevail on the market. The economic growth in the contemporary
world is, to a large extent, the result of the introduced innovations. According to Eurostat,
companies innovative with regard to non-technological innovations are such which have
implemented marketing and/or organizational innovations. The proportion of innovative
enterprises in the field of technological innovations (product and process) in Poland is at the
level of 16%, and in the field of non-technological innovation, it is at the level of 15.5%.
Definitely the smallest percentages of innovative companies in the field of non-technological
innovations operate in Poland (15.5%). The results are very varied depending on the company
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size. Compared with the presented countries, the innovativeness of small Polish enterprises
that employ between 10 and 49 persons is almost the lowest concerning both technological
(11%) and non-technological (12%) innovation. Medium-sized enterprises employing
between 50 and 249 persons (28%) and large enterprises employing more than 249 persons
(56%) perform better in terms of technological innovations. When it comes to innovation in
terms of marketing and organizational methods, 22% of medium-sized enterprises in Poland
engage in this field of innovation activity. In the case of large enterprises, the share of
companies that have implemented new marketing methods or have implemented an
organizational change was 46%. Conclusions can be drawn that non-technological
innovations are usually complementary to product or process innovation activity in large
enterprises [15].

Contemporary companies constantly try to maintain innovative activity, usually
stimulated by understanding of their customer and his needs, and thereby by adjustment of
their product or service. More and more often, this need at the customer's end is created and
modelled, and finally, he is sold a product that satisfies it. The emerging changes in the
company's environment and its interior, on the one hand, constitute threats, but on the other
hand, are opportunities to be exploited. To launch new methods production, to gain new sales
markets, to introduce new organization of the company

In view of the foregoing, the digital transformation should mean the following for
companies: creation of products or services with the use of technological innovations,
transformation of paper documentation into digital form, development of social media. Some
of these directions should certainly also be an element of digital transformation, but it is worth
reminding that a successful digital transformation is a comprehensive, significantly broader
process. Digitalization is definitely necessary, not only due to growing customer
requirements, but also as a result of changes in the business model of companies, with their
symptoms being the integration of all business processes in organizations. The research
conducted by Puls Biznesu in 2016 confirms that Polish companies seem to already notice
that, for some time now, businesses operating on developed markets have been entering an era
of marketing based on the use of data on customer preferences and interests. They also use the
so-called scoring tools. The research confirms that there is direct association between
implementation of the digital transformation strategy and the growth in revenues — 21 percent
of respondents who are currently using it expect more than a 10-percentage increase in
revenues in 2016.

The following reasons to use e-marketing are accepted: today's reality is represented
by new technologies, which are based on information and comprehensive use of information,
they are a very characteristic element of a dynamically developing market:

— there is a need to move actions outside the company, by defining goals in the context
of market and customer needs, the most powerful tool of marketing is the Internet,

— the global network allows for making a big progress towards meeting individual
expectations of current and future customers.

— the presentation of data on websites is very attractive from the point of view of
marketing,

— the amount of information that can be put on a website is virtually unlimited, and at
the same time information can be updated quickly and inexpensively.

The role of e-marketing is rising every day. It is possible thanks to the Internet. The
main advantages of the Internet in company marketing include:

— global reach and impact — the network resources and services can be used
everywhere;
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— unlimited access — the network resources can be used 24 hours a day, 7 days a week,
and that is very simple for a regular user;

— interactive communication — the time between sending a message and the recipient's
reaction may theoretically be extremely short, comparable to direct conversation;

— multimedia flexibility — the network can be used to transfer files containing images,
sounds, texts, animations;

— unlimited information capacity — estimating the size of information resources on the
network is almost impossible, it can be said that if the information is not available on the
network, it should be assumed that it does not exist;

— the cost of achieving similar goals using traditional business methods is much
higher.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Information and knowledge are the main paradigm of their market success:
the client wants to know more and more about products and services, which results in a
number of digital services (Internet) both informational as well as process and service related
[8]. Therefore, there is a need for researching e-marketing and its impact on company
operation.

Formulation of the purpose of the article (statement of the problem). The aim of
this paper is to show the effectiveness of e-marketing tools in building a brand on the market
and a general presentation of the problem and its relation to important scientific or practical
tasks. These recommendations can be a useful instrument for managing the development
process in enterprises in the area of:

— estimation of the value of a brand perceived as the connection between the customer
and the company that respects consumer knowledge as the core of the brand's value;

— measuring the brand position of the company (a well-positioned company on the
Internet as a chance of omnipresence with its customers).

Statement of the main material of the research with full justification of the
scientific results obtained.

Premises for the research.

The recent years in Poland marked a very dynamic growth in Internet access: in 20009,
the Internet was used by 46% of Poles, while in 2012 — already by 56% [CBOS, 2015], and in
2017 —already 81.8% [2]. It can be clearly seen that the interesting age groups of health resort
operators are constantly increasing their share in using the Internet. In the CBOS research, we
may also refer to the place of residence: the percentage of Internet users in the countryside is
56%, and in large cities (above 500,000) — more than 86% [1]. Results concerning the use of
the Internet for exchange of goods and services are very interesting. More than a half of all
examined adults — 51% — bought something this way at least once, which was 4 percentage
points more than the year before [1]. In 2017, 81.8% of households had at least one computer
[2]. Across the last several years, a persisting growth tendency can be clearly seen: in 2012, it
was 73.4%, so within four years, the number of households with at least one computer
increased by 8.4% [2]. The respondents demonstrated a great interest in spa tourism. The
respondents demonstrated in the study that the main barrier for purchasing tourist services on
the Internet is the lack of possibility of finalizing the purchase in real time and the lack of
direct contact with the seller [2].

Promotion is a part of mix marketing, which is constantly dynamically evolving along
with the changing needs of consumers, tourists, patients. Both advertisement, sales promotion,
public relations, personal selling, and direct marketing [14] undergo continuous evolution, by
individual adaptation to the customer's requirements and the possibilities to reach him.
Promotion is more and more present on the Internet and uses this contact channel with the
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customer. The instruments of e-promotion include: with regard to advertising — banner forms,
pop formats, layer advertisements, advertisements sent out to people; with regard to sales
promotion — shopping platforms, auctions, online stores; with regard to public relations —
cooperation with mass media, presence in network news services, response to criticism posted
on websites, participation and activity of the entity in discussion groups, network sponsorship,
use of interactive forms, viral marketing; with regard to personal selling — contact with the
seller through Gadu-Gadu messenger, Skype, interactive websites, social network sites, chat,
phone; with regard to direct marketing — e-mailing, newsletter; with regard to sponsorship —
website sponsorship, website department sponsorship, sponsored article, sponsorship of
interactive elements, newsletter sponsorship [11]. To sum up this part, we should mention
benefits for a health resort company, which may result from the use of e-promotion
instruments. First for all, this includes interactive contact with the customer. Simplicity of use
with a simultaneous abundance of possibilities of use, as well as the possibility of quickly
responding to the customer's impulse. An important benefit is the global and 24/7 reach, as
well as the relatively low cost of reaching a mass recipient and the possibility of getting to
know the recipients' opinions [9].

What differentiates health resort companies from other enterprises is their nature and
business model. Here we present the following proposed model for a health resort business,
where SCP is solving customer's problems and the MSVP vector means Medical service
virtualization processes (Figure 1).

CUSTOMER COMPETITION

TRADITIONAL ENVIROMENMENT \

RESOURCES TRANSACTIONS

r D

STRATEGY OF THE HEALT

VALUE FOR CUSTOMER
< scp >

RESORT BRAND

. /
REDEFINING RELATIONS
VIRTUAL ENVIRONMENT

CONTRACTORS COOPERATION

< 2 >» v 00
< 2 > v < 0n

4 m= > >3 Cm
— mARP®I®P>PZ 4AXO0OVmMP® T H —>mI

Figure 1 — The model for a health resort business, where SCP is solving customer's problems
and the MSVP vector means Medical service virtualization processes
Source: prepared by the authors.
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Research concerning the effect of e-marketing on the functioning of health resort
companies in Poland.

Research concerning the effect of e-marketing on the functioning of a company were
conducted with the example of health resort companies, their images and brands, and related
to measuring:

— the website with regard to: information, grabbing the user's attention;

— domain address as a branding element;

— the advertising campaign via the Internet with regard to: form — text, banner,
quantity and quality, for measuring the positioning in search engines and the use of the
Google AdWords tool;

— the brand name in correlation with the target image.

The study was addressed to all health resorts in Poland in 2017. 34 of health resorts
consented to full conduct the survey, which constitutes 54% of all health resort companies
recognized by the National Health Fund in Poland in 2017. This confirms the representative
character of the research sample. The study was of quantitative nature — surveys, and
qualitative nature — focus study. This paper presents the most important conclusions from this
research concerning the health resort market leaders in Poland.

During the research, an analysis of participation of the Ladek Zdroj Health Resort
(LZHR) on the Internet was conducted, comparing it with 4 leading health resorts in Poland in
order to check the involvement of LZHR in areas related to: activity on social network sites;
positioning of the Health Resort's website (Table 2).

Table 2 — Analysis of participation of health resorts on the Internet

Name Facebook Google
Cieplice PGU Health Resort 4770 2nd place*?
Lgdek Zdrdj Health Resort 2304 4th place*
Kotobrzeg S.A. Health Resort 2028 8th place*
Polczyn PGU Health Resort 1700 3rd place*
1ZC Uniejow Park Health Resort 431 None*

Source: prepared by the authors.

The conducted search shows that the Ladek Zdr6j Health Resort has a substantial
participation in the network, however, its popularity as compared to the Cieplice Health
Resort is smaller by half. The Cieplice Health Resort has the most extensive website, more
search keywords, and thereby is at the top position in the Google search engine, which is
considered to be the most popular Internet search engine.

Table 3 presents a test of websites of 3 health resorts in terms of:

— Compatibility with mobile phones.

— Website loading speeds on mobile phones.

— Website loading speeds on PCs and laptops.

The test was conducted using the Google tool for testing website efficiency, in which a
website may obtain from 0 to 100 points?. The obtained results show that the website of
LZHR is correctly adapted for mobile phones and achieves a result as high as 96/100, and the
competition's websites perform similarly. Failure to adapt for mobile phones would lead users
to be more willing to leave the mobile website of a given health resort.

110 first pages of the Google search engine were searched — keyword «health resort».

2 Test on the website: https://testmysite.withgoogle.com/intl/pl-pl.
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Table 3 — Results of the website test

Health Resort Compatibility with Speed on mobile phones Speed on
mobile phones computers
Lqdek Zdroj 96/100 45/100 68/100
Cieplice 97/100 58/100 72/100
Uniejow Park 99/100 52/100 62/100

Source: prepared by the authors.

On the other hand, in the category of website loading speed on mobile phones, the
website of LZHR does not perform as well. In the test, it obtained only 45/100 points, which
means that it works very slowly on mobile devices; additionally, this is the weakest result as
compared to the competition. According to the research conducted by Google, if a website
does not load within 3 seconds, most users of mobile devices will give up browsing this site.

In terms of the website's speed on computers, LZHR obtained only 68/100 points,
which gives it the second place among the analyzed pages. This result indicates that the
website does not work quickly enough, and it should be improved. According to the research,
9/10 users browse numerous sites at the same time. The slower the loading speed of the
website, the greater the likelihood that the computer user resigns from browsing it.

Surveys about customer satisfaction conducted in particular health resorts indicate that
62% of present patients browse the Internet on a regular basis or incidentally before and
during their stay in the health resort.

Conclusions from this research and prospects for further developments in this
area. Internet users constitute nearly two-thirds of the adult inhabitants of Poland. For this
reason, health resort companies also cannot ignore or treat this channel as insignificant or
additional. They should focus on it, as its importance will be growing every year. As noticed
by the founder of Microsoft — Bill Gates - building of communities will be one of the most
rapidly developing areas of the Internet, including communities using health resorts. The
Internet enables purchase of services 24 hours a day, and it is the greatest force that can be
used by a given company or by its competition. The research performed for Google [9]
indicates that a Polish internaut-tourist, before making a choice, browses websites of towns
(86%), opinions of other tourists (78%), and compares prices (71%). After making a choice,
the customer wants to book a service and receive a confirmation.

For this reason, a considerable part of health resort businesses introduced new
positions to their organizational structures during the past two years: e-marketer. The scope of
his responsibilities usually applies to contacts with e-customers and e-PR, but their role goes
much further than that. E-marketers are more or less aware creators of a virtual organization,
which is what health resort companies are becoming [13].

Nowadays, companies will need to deal with overabundance of information and
knowledge, as well as their quality. The problem of contemporary companies is the proper
selection of e-tools and the proper balance — only in companies that operate on the traditional
and virtual market, between traditional techniques and those that are used to traverse the
virtual world. Optimization of costs and revenues is not only a result of the level of
digitalization of the company. Treating a company as a temple of knowledge, where wisdom
is created, stored and improved, seems to be the right point of reference and adjustment of
digitalization processes.
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AT, Ilapkumna, 0-p exoH. HayK, paxyibmem KOMNbIOMEPHUX HAYK MAd MeHeONCMeHmY,
Bpoynasvkuii mexnonoeiunuii ynisepcumem (Bpoyaas, [onvwa).

FO.B. Tymaii, 0-p coyianbHux HAyK, QaKyIbmem KOMNbIOMEPHUX HAYK MA MEHEONCMEHM),
Bpoynasvkuii mexnonoeiunuii ynisepcumem (Bpoyaas, [onvwa).

AM.@. Kamuncoeka, macicmp, acucmenm, axyiomem KOMIbIOMEPHUX HAYK ma
MerneOncmenmy, Bpoynasvkuii mexnonociunuil ynisepcumem (Bpoyaas, [lonvwa).

Ponv eumiprosannsa epekmugHocmi MapKemuHnzy eieKmpoHHUMU IHCMPYMEHmamu openo
MeHeoIHcMenny.

B cmammi noxazani siominnocmi no6yoosu mopeosoi mapku y menepiwniti wac ma 50 poxis
momy. Paniwe nionpuemyi cnouamxy obupanu nosuyilo OpeHdy, nicii 4020 pPo3poOAAEC
BUCOKOOIONCEMHUNL NIAAH MAPKEMUH208UX 3aX00i8 015 1020 npocysauHs. Hasasnicme Opendy
3HAXOOUNIOCL Y NPAMIT 3ANI€ACHOCII 6I0 HAAGHOCMI DIHAHCOBUX pecypcis. 3apa3 npoyec OpeHOUH2y
mae icmomui ¢iominnocmi. Enoxa «coyianvrnoeo media-oymy» nepedbauae HAs8HICMb PEKAAMYBAHHSL
npooykyii abo nociye ma NOCMIUHUL AHANI3 I OYIHIOBAHHS IX KIIEHmamu y 6uensioi 6i02yKie 6
Iumepuemi. 3apa3 nomenyitini noxkynyi OpieHmMoGaui He MIinbKU HA AKICMb NPOOVKyii, a U Ha
NPUUHAMMA MApKY chitbHomoto. Komnanii empamuiau 0oMiHyroue cmanosuiye y npocy8anHi mosapis
30 PAXYHOK NOOAUI PEKIAMHUX NOGIOOMIIEHb [ CIMANU NPEeOMEemoM OYIHKU 3 OOKY Kiicumis. Boaxysamnns
Yb020 hakmopy 0coOaU60 8adcause Ol MAIUX MaA CepPeoHix NIONPUEMCME, OCKINbKU OAsl HUX
HAsABHICb OPEHOY € KAH0U08UM (PaKmopom YCHixXy ma GUINCUBAHHS.

Mema cmammi — nokazamu eghexmuHicmb THCMPYMEHMIE eLeKMPOHHO20 MAPKEMUHSY 8
nooy0osi 6peHdy Ha puHKy ma NOCMAHOSKY NpoOAeMu, O0eMOHCMpayiro ii 36'A3Ky 3 6adCIUSUMU
Haykogumu abo npakmuyHumMu 3a80anHamu. Lfi pexomenoayii moocymv Oymu  KOPUCHUM
IHCMpYMenmom 0. YNPAGIiHH Npoyecamu OYIHKU eapmocmi ma no3uyii openoy, Gopmysanms
38A3Ki8 MidtC KIEHMOM mMa KOMNAHIEI.
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KitouoBi cioBa: eneKTpOHHHWH I1HCTpyMEHTapii, OpeHI-MEeHEIPKMEHT, po3poOka OpeHmy,
YUHHHUKH YCIIXY.
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®omimmHa Bipa MukoJaiBaa

0-p eKoH. HayYK, npoghecop Kaghedpu 306HIUHbOEKOHOMIUHOT OiSLIbHOCI
Xepconcvkuil HayioHaAIbHUL MEXHIYHULL YHIGepcUumem

®enopoBa Haniss €BreniBna

acnipanm

XepcoHcwbKutl HAYIOHANbHUL MEXHIYHUL YHIBepCUmem

OLIHKA BILIMBY CMAKIB TA YIIOJOBAHb CIIOKUBAYIB HA
PIBEHb AJAIITAIIII KOMYHIKATUBHOI CKJIAJOBOI KOMIIVIEKCY
MAPKETHUHI'Y BUHOPOBHUX IITIAIIPUEMCTB

Y cmammi npoeedeno ananiz komn '1omepHo2co anKemy6amuHs CHONCUBAUIE MUXUX BUH UJOOO
MAKUX acneKmig: 4acmoma ma MOMUGU CHONCUBAHHS, 8NOO0OAHHA CMOCOBHO 8UOI6 6UH, iX CKAAOY
ma Kpainu noxXoO0dceHHs, CMYNiHb JOSNbHOCMI CHONCUBAUI8 00 MOP206eNbHOI MAPKU, AKMUBHICIb
CHOJICUBAYIB Y BUKOPUCTNAHHI YUDPOBUX MEXHONOSIU Npu KYNiGHi 6UHa ma OmpumManHi iHgopmayii
CMOCOBHO Hb020. Bionogiono 00 ompumanux OaHux Ccnoxcueauie cgopmosano 0a npo@ini
cnoxcugaua muxux euH. Hessagcarouu Ha Oesiki 6i0MIHHOCMI y Xapakmepucmukax npoinie, Kio4oei
acnekmu, w0 NOGUHHI Oymu 6paxosaui 8 npoyeci noOyOosU MAPKEMuH2080i KOMYHIKAYii Midc
BUPOOHUKOM I cnodcugayem, € cxoxcumu. 3 0enady Ha ye, 6UHAYEHO Gaxmopu, wo NAUBAIOMb Ha
piseHb adanmayii KOMYHIKAMUBHOI CKIA0080i KOMNIEKCY MAPKEMUHEY GUHOPOOHUX NIONPUEMCS.

KnrodoBi cioBa: KOMyHIKaTHBHA CKJIaJ0Ba, MAapKETHHIOBI KOMYHIKalii, KOMIUIEKC
MapKeTUHTY, Tpo(diib CIOKMBaYa, aHKETYBaHHS, TUX1 BUHA.

DOI: 10.15276/mdt.2.4.2018.2

ITocranoBka mpolJeMH B 3arajJilbHOMY BHIUIAAL Ta 1i 3B’fI30K 3 BasKJIMBHMH
HAYKOBMMHM a00 NPaKTHYHUMHM 3aBJIaHHAMM. [Ipoiiec eBomOLiT HEHTPaIbHOI 1/1€1, HABKOJIO
AKOi OyAyeTbCcs MapKETHHIOBA AISUTIBHICTD MIANPUEMCTBA, BiJ BUPOOHMYOI KOHIENLii 10
KOHLENIT XOJICTUYHOIO MApKETUHTY, BHUKJIMKAE HEOOXIJHICTh Oe3nepepBHOI agamnTarii
3ac00iB  KOMYHIKAQTMBHOI  CKJIaJ0BOi KOMIUIEKCY MapKeTHUHry mianpueMctBa. Ha
CHOTOJHINTHINA JI€Hb JOMIHY€ KOHIICTI[iS XOJICTUYHOTO MApKETUHTY, OJHIEIO 31 CKIIAJOBUX
SKOI € KOHIEMIiS MapKETUHTy CTOCYHKIB. BoHa BU3Hauae, 110 3a/U1sl OTpUMaHHs NPUOYTKY
MIAMPUEMCTBY HEOOXITHO TMOOy/IyBaTh B3a€MOBUTIIHI JOBTOCTPOKOBI BIIHOCHHM 31
CHOXHMBAyaMM UUIAXOM BYACHOIO BHUSIBJICHHS, aHali3y Ta 3aJOBOJIEHHS IXHIX MOTpeO.
KirouoB1 MOHATTS JaHOT KOHLEMIT MOXKHA 3aCTOCYBATH 1 10 (PyHKIIOHYBAHHSI PUHKY THXHUX
BUH.

AHaJi3 ocTaHHiX gociailzkeHb i myOaikaniii, B SIKUX NOKJIAaJeHMI I0YaTOK
BUpilIeHHI0 npodaemMu. OcoOIMBOCTI MapKETHMHIOBOI AISNIBHOCTI B LIOMY Ta MOOYJOBU
MapKeTUHIOBUX  KOMYHIKAI[ii ~BMHOPOOHOIO  MIANPUEMCTBA  30KpEMa, PO3IIISIHYTO
PubGinuesum B.A., Maruunoro LI'., Bonumkinoro /1.b., Ipstayk 1.B., bactok /I.I., Bineupkoro
L1, IBimum C.H., [Ta3tox B.JI. BuBueHHI0 MOBEIIHKY CIIOKUBAUiB, 30KpEMa Ha PUHKY THXUX
BUH XepcoHChKoi 00acTi, mpucssiueHi npaii Cokonosoi H., Conosiiosa 1.O., [lerpyxno O.B.
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Buninennss HeBHpilIeHMX paHille YacTHH 3arajibHOI Npo0JeMH, KOTPHM
NPUCBAYYETbCA CTATTA. PHHOK € HaA3BUYalHO JAWHAMIYHUM IHCTUTYTOM, CIOXUBY1
nepeBaru MIBUJKO 3MIHIOIOTHCS, TOMY iH(opMaris moao ynoao0aHb CIOXHUBAYiB NOTpeOye
MOCTIHOTO OHOBJICHHSI 33151 TOOY/I0BH HAHOLIBII €PEKTUBHOTO KOMILIEKCY MApPKETHHTOBUX
KOMYHIKaI[i}l miIpueMCTBaMHu.

@®opMyJIIOBAHHSI METH CTATTI (IIOCTAHOBKA 3aBJAHHMA). 3aCTOCOBYIOUYM METOIAUKY
IIIbOBOTO JIOCHIJDKEHHSI CIIOXKHMBAYiB, chopMyBaTH Mpo(dijb CIOXKMBAYiB 32 IX COLIAIBbHO-
nemMorpaiuHUMU XapaKTePUCTHKAMU, KYIIBEJIbHOIO MOBEAIHKOI HAa PHUHKY, OCHOBHUMH
BIOJOOAHHSIMHM Ta MOTHMBAaMHU MPHI0AHHS BUH, OLIHUTH BIUIMB 3aC00IB MapKETHHTOBHX
KOMYHiKaIliii Ha (OpMyBaHHS CMaKiB Ta yrno00aHb CIIOKUBAYiB 1 (POPMYBAHHS HAMOUIBII
e(eKTUBHOT'O KOMILJICKCY MAapKETUHTOBIX KOMYHIKaI[iii BAHOPOOHOTO MiANPHEMCTBA.

BukJiiajeHHs1 OCHOBHOIO MaTepiajy JOCHiJIKeHHS 3 NMOBHHUM OOIPYHTYBAHHSIM
OTPUMAHMX HAYKOBHUX pe3yibTaTiB. [l peamizamii mNOCTaBIE€HOrO 3aBAaHHS OyJo
BUKOPHUCTAHO METOJI KOMIT FOTEPHOTO aHKETyBaHHsS criokuBadiB. [Ipu ¢opmyBaHnHI BUOIpKH
BUKOPUCTAaHO METOJX cTparh(dikoBaHoi BHOIpKH. Y TaHOMY IOCTIIDKEHHI 10 TEHEpaIbHOI
CYKYITHOCT1 HaJIe)KUTh YaCTHMHA HAaceJeHHs M. XepCOoH y Billi Bia 18 pokiB i crapimie (3riiHo
3aKOHOJIABCTBY), fKa CIIOKMBa€ THX1 BUHA. [IpoTe, BUHO HE € TOBAPOM IMOBCSKICHHOTO
MOTIUTY, YaCTIlIe Y MOBCAKACHHOMY KUTT1 (HE BPaXOBYIOYH CBSITKOBI JIH1) HOTO BXKHBAIOTh Ti,
XTO Ma€ CEepelHiil Ta BHIIE CEPEeIHBOrO pPIiBEHb J0XOHIB. TOMy BaXXIHMBHM (HaKTOpOM
pO3IIapyBaHHsS TeHEPaJbHOI CYKYIHOCTI € pIBEHb OXOJIB HAaceJeHHs. 3TiIHO JaHUM
['010BHOTO yIpaBIiHHS CTATUCTHKH Y XepCOHChKiK obmacti [1], y 2017 pomi y XepcoHChKii
obnacti cepemHs 3apoOiTHa miara ckiamae 5838,00 rpH. (po3mip MiHIMaJIBHOI 3apoOITHOI
wiatd B Ykpaini y 2017 poui ckmamae 3200 rpH.). BigmoBigHo BupinieHo 2 cTpatd 3a
KPUTEPIEM «pO3Mip JOXOAy Ha OAHY JroAWHY B ciM’i»: | ctpatra — Big 3200,1 mo 5800,0
rpH./moauny; |l ctpara — 6inbire 5800 rpH./moauHY.

3Bakaloud Ha OCOOJIMBOCTI MIpPEAMETY IOCHIIKEHHS CTarTi, APYruM (HakTopoM
po3lIapyBaHHS TEHEPATbHOI CYKYIHOCTI € BIK PECTIOHICHTIB (BIUIMBA€ Ha PO3YMIHHS
CYTHOCTI 1/1€1, 1110 NePEeAaeThCs 3a TOMOMOIO0 3aC001B MapKETHHIOBUX KOMYHIKaIlii, Ta cam
nepeNik 1ux 3aco0iB). Y 3apyObKHIA MpakTHUIN JOCHIIKEHHS PHUHKIB THUXUX BHUH
BUKOPUCTOBYETHCS TaKUH MiAX1A 10 PO3MOJLTY CIOXKHMBAUiB 3a BIKOM (TMo4nHa04u 3 21 poky
y 3B’SI3KY 3 OCOOJMBOCTSIMU 3apyOi’KHOTO 3aKOHOMABCTBA Y cepi CIIOKUBAHHS ATKOTOJIBHUX
HanoiB) [2]: 1) momoami minenianu (21-29 pokis); 2) crapmi minenianu (30-37 pokis); 3)
nokoniHHsA X (38-49 pokiB); 4) 6e6i-Oymepu (50-68 pokiB). HanexxHicTh 10 IIUX CETMEHTIB
BHU3HAYAE HE JIUIIIE ICUXOJIOTTYHI XapaKTEPUCTUKHU 1HIMBIIB, a i BIIMIHHICTh y CTaBJICHHI J0
3MicTy 1 mporecy KoMyHikaimii. ['muOuHa 3aiyuyeHHs pi3HHUX IOKOJIiHb 10 BUKOPHCTaHHS
M (pPOBHUX TEXHOJIOTIN HaBeAeHa y Tadu. 1.

Tabmuis 1 — BukopucranHs HMPPOBUX TEXHOJIOTIH pI3HUMH MTOKOJIIHHAMH, %o™

By niupoBUX TEXHOJIOTi Minenianu TToxomninus X beb6i-6ymepu
TeKCTOBI OBIJOMIICHHS 44 32 15
CortianbHi Mepexi 38 25 11
MurTTeBi HOBiZOMIIEHHS 38 19 8
Benenns 6510riB 16 7 2

*P0o3pobiieHo aBTOpaMu Ha OCHOBI [3]

3rigHo Tabn. 1 HaiOuLIbII TIMOOKE 3alydeHHsS [0 CBITY LU(POBUX TEXHOJOTIH
npUTaMaHHE TOKOJIHHIO MineHianiB. Ha HbOro BIJIMHYB PO3BUTOK TEXHOJIOTIH MepexeBOl
KOMYHiKarlii (€JIeKTpOHHA TIOINTa, TOJAATKA MHTTEBUX TMOBIIOMIICHB, YouTube, corianbHi
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Mepexi). OpnHiero 3 HAUOUTBII BAXKIUBUX BIIMIHHOCTEH TIOKOJIIHHS MIUICHIANB €
0araro3alayHiCTh Y BUKOPHCTaHHI 3aC00iB KOMYHIKaIlil, 3HH>KCHHS PIBHS CITOKUBAaHHS TaKUX
Mejlia KaHalliB, SIK TeiebaueHHs Ta paaio [4]. Y cBoro uepry, MOKOJIiHHS MiJIeHialliB TPUHHATO
JUINTH Ha MOJIOAIIMX 1 CTAapILIMX, BPaXOBYIOUH BIK, 3 KOI'O BOHHU I10YaJIX BUKOPHUCTOBYBAaTH
U(pPOBi TEXHOJOTI (Tepio] CTapIIOl MIKOJIX AJs CTApUIMX Ta CEPEAHBOI Ui MOJOIMINX), a
OTXe€ 1 pIBEHb BOJIOAIHHSA HUMH Ta INIMOMHY 3ajlydyeHHs. 3Ba)KalouM Ha Iie, 3 I'eHepaJbHOi
CYKYIHOCTI OyJ10 BHJIJICHO 2 CTpaTH 3a 03HaKorw «Bik»: I crpara — 18-29 pokis; II crpara —
30-37 pokiB. O0’egHaBIIM JBa THapaMeTpd, y JaHOMY JOCHIDKEHHI Oylia BHKOPHCTaHA
cTpaTH]iKalis 3a JIBOBUMIPHOIO O3HAKOIO: «PO3MIp J0XOAY Ha OJHY JIOJUHY B CiM’i» Ta
«BIK».

PecnioneHTamMu BUCTYNHIIM KUTeNi M. XepcoH BikoM BiJ 18 1o 37 pokiB i3 piBHEM
JI0OXO/y Ha oHOTO WwieHa poauHu Bix 3200,1 rpH./moauny no 6inbme 5800 rpH./moauny, sSKi
CHOXHBAIOTh THX1 BUHA. [IpH 3a1aHuX BUXITHUX JAaHUX PO3Mip reHepanbHoi cykynmHocTi (N)
CKJaB Juis mepuioi crpatd — 27236 4omn., mis apyroi — 21305 uoin. (pasom 48541 yoin.);
HeoOXigHui po3mip BHOIpkH — 116 dom.; mosipua KmoBipHicTs (P) — 0,954; noipumii
koedimient (t) — 2; rpanmunHa moxumOka BuHOIpkH (A) — 0,05; rpaHn4yHa MOXHOKa
crparudikoBanoi Bubipku (A) — 0,0434. Po3paxyHOK MpoBeneHo 3rigHo meroaumii [5, ¢. 180;
6, c. 65]. Y aHkeTyBaHHs B3sUTH y4acTh 140 40JOBIK.

AHKeTa MICTUTH TaKi OJIOKH 3aITUTaHb:

1. IlutanHs 1 — BU3HAUEHHS, UM € PECIIOHAEHT CIIOKMBAYE€M TUXUX BUH.

2. [Tutanns 2-3 — BU3HAYCHHS YaCTOTH Ta MOTUBIB CIIOKMBAHHS THXUX BHH.

3. ITutanns 4-7 — BU3HAYEHHS CHOXHMBYMX BIOJ00AaHb CTOCOBHO BHJIIB BHH, IX CKJIaay
Ta KpalHU ITOXOKCHHS.

5. Iluranns 8-11 — BU3HAYEHHS CTYIEHS JOSJIBHOCTI CHOXKMBAYiB TOPTOBEJbHIM
MapIii.

6. [utanns 12-13 — gocaiaKeHHsT aKTUBHOCTI CIIOXKUBAYiB Y BUKOPUCTAaHHI ITU(GPOBUX
TEXHOJIOT1} MPH KYIiBJIi BUHA Ta OTPUMaHHI iHpOpMallii CTOCOBHO HBOTO.

7. Iluranns 14-16 — BHBYEHHA coLIaJbHO-IeMOrpadiyHUX XapaKTEePUCTHK
CTIOXXHMBAYiB THXUX BUH.

3rigHo nuTaHHIo 1 OyJI0 BU3HAUEHO BiZICOTOK JIOAEH, SIKi CIIOKUBAIOTh BUHO Y KOXKHIN
crpari. [lani HaBeneHi Ha puc. 1.

3,85

B Tak B TaK

Oni Owni

1) 2)

Pucynok 1 — KiJbKiCTh peCIIOHIEHTIB, K1 CIIO’KUBAIOTh BUHO 1) y mepiiiif ctparti; 2) y Ipyrii
ctparti, %
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Hagani y jgocmipkeHHI BpaxoBaHO JIUINE BIAMOBIAI THX PECIOHICHTIB, SIKi
CIIOXKMBaIOTh BUHO: 50 4os1. y mepriid ctpaTi Ta 82 4oi1. y ApyTii.

ComianpHO-eMorpadiyHa XapaKTepUCTUKA CIIOKMBAYiB TeEpIIoi cTpaTH (po3mip
JIOXOy Ha ofHy JtoauHy B ciM’i ckianae Big 3200,1 mo 5800,0 rpH./monuMHy) HaBeJeHa Ha
puc. 2.

% 90,00 80,77
80,00
60,00
50,00 44,00 4800
40,00
30,00 21,15 19,23
20’00 8700 1 Q,AR —
10,00 000 o -
0,00 T . T T T . T T T . )
BUHHHUI BHIIE 32 cepelHiii HoBauok 18-22 23-29 30-37  kiHKa YOJOBIK
eKCIIepT CepenHill piBeHb
piBeHb
coniaJbHO-AeMOrp(pivni XapaTKepHCTHKH

Pucynok 2 — CTpykTypa peClOH/ICHTIB NIEPIIOi CTPATH 33 COMIAIbHO-IeMOTpadi THIMH
XapaKTepucTuKamu, %o

Cepen crnoxkuBauiB, siki Oynu BiJHECEHI 10 TMEPIIOi CTPATH, MEPEBaXKAIOTh KIHKU
(80,77 BimcotkiB) BikoM 23-29 pokiB (65,38 BiJICOTKIB), sSIKi 3a BJIACHUM BHU3HAYCHHSIM €
HoBaukamu (48,00 BifcOTKiB) a0 3 cepenHiM piBHeM 3HaHb (44,00 BiJICOTKH) PO THX1 BUHA.

ComianpHO-1eMorpadiyHa XapaKTepUCTHKA CIIOKUBAYiB JPYroi cTpaTd, OTpUMaHi B
pe3ysbTaTi aHKeTyBaHHS (po3Mip J10XOJy Ha OAHY JIIOJUHY B ciM’i ckianae ouibiie 5800,0
TpH./TIOJIMHY), HaBeJIeHa Ha puc. 3.

% 80,00 73,86
70,00 695
60,00 49,86
50,00 45,45
40,00
' 28,41
20,00
10,00 114 4,55 455
0,00 — - . — - ; ; . .
BUHHHUI BUIIE 3a cepenniii HoBayok 18-22 23-29 30-37  xiHKa YOJOBIK
eKCIIepT CepelHiii piBeHb
piBeHb
coniaJbHO-AeMorpadiuHi xapaTepucTukn

Pucynok 3 — CTpykTypa pecrioHIEHTIB APYroi CTpaTH 3a ColiaabHO-aeMorpadiaHUMU
XapaKTepucTHUKamu, %

Cepen cnoxuBauiB, siKi Oyld BIIHECEHI N0 APYroi CTPaTH, MEPEeBaKalOTh >KIHKU
(73,86 BincotkiB) BikoMm 30-37 pokiB (67,05 BiACOTKIB), sIKi 3a BIIACHUM BHU3HAYCHHSIM €
HoBaukamu (48,00 BiACOTKIB) a00 3 cepeaHIM piBHeM 3HaHb (45,45 BIICOTKIB) PO THX1 BUHA.
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3riJHO KPUTEPIIO BIKY CIIOKUBAUi IPYroi CTpaTH BIAPIZHAIOTHCS THUM, IO YacTKa 0ci0
BikoM 18-22 poku 3HMXKY€eThCs (Ckiamae 4,55 Biacotku npotu 13,46 y mepiiii cTparti), a ocio
BikoM 39-37 pokiB — 3poctae (28,41 Bincorok npotu 21,15 y mepriii crpati).

Jlnisi BU3HAUCHHSI YaCTOTH Ta MOTHBIB CIOXXHBAHHSI TUXHX BHH OOpOOJICHO NMHUTaHHS
aHKeTH 2 Ta aHkeTu 3. Pe3ynpTaT BiANOBiAEH CIOKUBAYiB MEPILIOi cTpaTH y Tadl. 2.

Tabmuus 2 — ['pynyBaHHS BiNOBIIEH CIIOKMBAYIB MEPIIOi CTPATH 32 KPUTEPIEM YaCTOTH Ta
MOTHBIB CIIOKMBAHHS BUHA

Ne Bapiantu Bigmoinei KinpkicTh Binmosinei % BiJ 3arajabHOL
SalMTaHHA KIIBKOCTI BiAOBIZEH
AHKETH

2 YacTilie, HiXK pa3 Ha THXK/IEHb 0 0,00
pa3 Ha TIKICHb 4 8,00
2-3 pa3u Ha MicsIlb 13 26,00
pa3 Ha MicAIb 14 28,00
pas Ha 2 Micai 7 14,00
pa3 Ha 3 Micsui 3 6,00
pinure, HiX pa3 Ha 3 micsni 9 18,00

3 101006a€ThCs CMaK 26 28,26
JIOTIOMATAE PO3CIAOHTUCH 12 13,04
JUISL CIIUIKYBaHHS 3 JPYy3MHU, 22 23,91
POAMHOIO
rapMOHIHHO HOECHYETBCS 3 KEIO 12 13,04
JUISL POMAHTHYHOTO HACTPOKO 15 16,30
VIS 30POB’ S 5 5,43
JIOTIOMarae 3acHyTH 0 0,00

CrnoxuBaui, BiJIHECEHI JI0 MepIIoi CTpaTH, CIIOKMBAIOTh BUHO BiA 1 pa3y Ha Micslb
(28,00 BiacotkiB) mo 2-3 pasiB Ha Micsanb (26,00 BigcoTkiB). OCHOBHUM MOTHBOM IS
CHOXHMBAHHA € BNOJOOAHHS CMaKy caMoro BHHA, TOOTO #Oro OpraHoJeNnTHYHI
XapaKTepUCTHKH, 10 3aJeKaTh BiJ MNPUPOAHO-TeorpadiyHUX Ta KIIMAaTUYHUX YMOB 30HU
BUPOIIYBaHHS BHHOTPaay, a TaKOoX OCOOJMBOCTEH Jorisany 3a HUM (28,26 BiICOTKIB).
Hactynmaumu 3a Baroro € eMoIIiifHi MOTHBH JUTS CIIOKUBAHHS: JJISl CIIUIKYBAaHHS 3 JIPY3sSMHU Ta
poauyamu (23,91 BiACOTKIB) Ta CTBOpEHHS pOMaHTHYHOro HacTporo (16,30 BimCOTKIB).
OcranHIO TpyIy CKJIaJaloTh MOTHBH pallloHaJIbHI: MoenHaHHs 3 ixero (13,04 BimcoTkn),
poscnabnenns (13,04 BiACOTKM) Ta MIATPUMAHHS 3J0POB’S — 3a PEKOMEHIAINEI0 AESKUX
mikapiB crnoxuBaHHs 10 300 mMa BMHAa Ha 00y CHPUSITIMBO BIUIMBAa€E Ha (I3UYHUI cTaH
monuau (5,43 BiZICOTKH).

AHani3 pe3ynbTaTiB BIANOBIJEH PECHOHICHTIB, BIJHECEHUX 1O JApPYyroi CTpartw,
HaBe/IeHo y Tabi. 3.

BinnoBigHO 10 pe3ynbTaTiB aHKETYBaHHS, PECIIOHJIEHTH JAPYroi CTpaTH CIOXHBAIOTh
BUHO piame: Big | pasy Ha wmicsup (24,39 BingcoTkiB) g0 2-3 pasziB Ha Micsaus (21,95
BIJICOTKIB), a TaKOX piamie, HiX pa3 Ha 3 micsaui (21,95 BiacoTkiB). 3 4Oro MoKHaA 3pOOUTH
BUCHOBOK, 110 3pOCTaHHs JOXOIB HE BUKIIMKAE 3pOCTaHHS OOCSTIB CIIOKUBAHHS BHHA CEpell
pecnorieHTiB. CTpykTypa BIJIINOBiJEH MO0 MOTHBIB CHOXXHBAHHS CXOXa Ha BIIMOBIII
PECIIOHJICHTIB MEpIIoi CTpaTh: OCHOBHHUM MOTHMBOM TaKOX € BIIOJ0OAaHHS CMakKy Haroro
(25,30 B1COTKIB).

B.M. @omiwuna, H.€. Dedoposa.. Oyinka enausy cmaxie ma ynooobawv CHOJICUBAYIE HA pigeHb 33
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Tabmuus 3 — ['pynyBaHHS BiNOBICH CIIOKUBAYIB APYroi CTPATH 38 KPUTEPIEM YACTOTH Ta
MOTHBIB CIIOKMBAHHS BUHA

Ne Bapiantu Bigmoinei KinpkicTh Binmosinei % BiJ 3arajabHOL
SalMTaHHA KIJIEKOCTI BiANOBiIEH
AHKETH

2 JacTilie, HiXK pa3 Ha THXK/ICHb 9 10,98
pa3 Ha THXKIECHb 6 7,32
2-3 pa3u Ha Micsilp 18 21,95
pa3 Ha MicsIpb 20 24,39
pa3 Ha 2 Micsui 9 10,98
pa3 Ha 3 Micsri 2 2,44
pimme, Hix pa3 Ha 3 micami 18 21,95

3 10100a€THCS CMAK 42 25,30
JOIOMArae po3ciaabuTHCh 23 13,86
JUTSL CIIUTKYBaHHSA 3 APY3SIMH, 41 24,70
POAMHOIO
rapMOHIHHO HOECHYETBCS 3 PKEIO 24 14,46
JUISL POMAHTHYHOTO HACTPOIO 31 18,67
VIS 3I0POB’ ST 3 1,81
JIOTIOMArae 3aCHyTH 2 1.2

Ha npyromy miciii emMo1iiiHi MOTUBH: Ui CHUIKYBaHHSA 3 JIpY3sIMH, poauHoto — 24,70
BIJICOTKIB, JJII POMaHTHYHOTO HacTporo — 18,67 BimcorkiB. OCTaHHIMH € palliOHAJIbHI
MOTHBHU: TMO€AHaHHSA 3 ke — 14,46 BigcoTkiB, po3cmabiaenHs — 13,86 BiACOTKIB,
niaTpuMaHHs 310poB’s — 1,81 BincoTok, momomarae 3acHyTd — 1,2 BiICOTKH.

Hactynuuii 610k nutanp anketu (4-7) BU3HAuYa€e BIOJOOAHHS PECHOHICHTIB IIOJO
BUJIIB TUXHUX BUH. AHaJI3 BIIOBIICH PECIIOHACHTIB MEPIIOT CTPATH HaBEACHO y Tab. 4.

Tabmuis 4 — ['pynyBaHHS B1MOBIAEH PECIIOHEHTIB MEPIIOi CTPATH 32 KPUTEPIEM BIIOI00AHD
10710 TUXUX BUH

Ne Bapiantu Bigmosigei KinpkicTh Binnosinei % B 3arajJbHOL
SalIMTaHHA KIJIBKOCTI BiANOBiAEH
AHKETH

1 2 3 4

4 ouIOMYy 24 41,38
YEPBOHOMY 28 48,28
POKEBOMY 6 10,34

> CTOJIOBOMY CYXOMY 15 26,32
CTOJIOBOMY HaIlIBCYXOMY 5 8,77
CTOJIOBOMY HAIiBCOJIOIKOMY 35 61,40
KpIIICHOMY MIiITHOMY 1,75
KpIIUIEHOMY JIECEPTHOMY 1,75
KPITJICHOMY CIIeIiaJbHOTO THITY 0,00

6 Ykpaina 46 4554
Himeuunna 2 1,98
[pysist 31 30,69
MouoBa 5 4,95
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3akinuenus Ta0I. 4

1 2 3 4
@panist 3 2,97
Itanis 6 5,94
Icnanis 3 2,97
TIAP 0 0,00
Y 2 1,98
Iama (Tlopryranis, Hosa 3enannis, 3 2,97
ApreHTrHa)

7 XepcoHchKa 0011. 31 46,27
MuKoaiBchka 0671, 6 8,96
Opecbka 0611 24 35,82
3akapnaTcbka 061 6 8,96

PecnionzieHTH mepmioi crpatu HaJalOTh NepeBary 4epBoHUM (48,28 BiJCOTKIB), TPOXU
menme (41,38 BimcoTkiB) OimuM crojoBuM HamiBconoakuMm (61,40 BiACOTKIB) BHHaM 3
Vkpainu (45,54 Bincotku), I'pysii (30,69 BincortkiB), Itamii (5,94 Bincotku) Ta MonmoBu
(4,95 BincoTKiB). 3a PEriOHATLHOK O3HAKOK 3-TIOMIXK YKPalHCHKUX 3a3BUYall CIIOKHBAIOTh
BHHA XepCOHCHKOT (46,27 BincoTkiB) Ta Onechbkoi (35,82 BiacOTKIB) oOsacTeil.

Amnaiti3 BiIoBiIeil pECIIOHIEHTIB IPYToi CTpaTy HaBeneHo y Tabi. 5.

Tabmuus 5 — ['pynyBaHHS BiIIOBIIEH PECIOHIECHTIB IPYTol CTPATH 32 KPUTEPIEM BIOAOOAHD
II0J10 TUXUX BHH

Ne Bapianrtu Binmnosinei KinpkicTh Binnosinei % B 3arajJbHOL
SalMTaHHA KiJIbKOCTI BiJIIIOB1IEH
QHKETH

1 2 3 4

4 ou10MYy 41 43,16
YCPBOHOMY 43 45,26
POXKEBOMY 11 11,58

o CTOJIOBOMY CYXOMY 27 26,73
CTOJIOBOMY HaIliBCyXOMY 18 17,82
CTOJIOBOMY HATIBCOJIOJIKOMY 49 48,51
KpiMJIeHOMY MIITHOMY 0 0,00
KpIILUICHOMY JIECEPTHOMY 2 1,98
KPIIIEHOMY CTIEI[iAILHOTO THITY 5 4,95

6 Vkpaina 64 32,65
Himeuunna 6 3,06
I'py3ist 55 28,06
Mosnosa 19 9,69
DpaHiris 15 7,65
Iramis 18 9,18
Icnanis 8 4,08
ITAP 0 0,00
Yuni 11 5,61
Ima ([Moptyranis, HoBa 3enanmis, 0 0,00
ApreHTuHa)
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3akinuenus Ta0i. 5

1 > 3 4

7 XepcoHchKa 001 53 54,08
MpukonaiBcbka 007, 6 6,12
Opnecbka 00JI. 28 28,57
3akaprarcbka o0lL. 11 11,22

PecnionzieHT! Apyroi cTpaTH HAJaOTh MepeBary uyepBOHHM (45,26 BiICOTKIB), TPOXHU
MmeHme (43,16 BimcoTKiB) OUTMM CTONOBUM HamiBcojgoakuMm (48,51 BiJICOTKIB) BHHAM 3
VYxpaiau (32,65 Bincotku), I'pysii (28,06 Bincortki), Monmosu (9,69 BincotkiB) Ta Itamii
(9,18 BiacoTkm). 3a PEriOHATLHOIO O3HAKOIO 3-TIOMDK YKPaiHCHKHUX 3a3BHYall CIIOKHBAIOThH
BuHa XepcoHChKoi (54,08 BiacoTkiB) Ta Onecrkoi (28,57 BicoTKiB) o0OmacTeil.

Jlnst aHaMi3y JOSUTBHOCTI CIOKMBAYiB JI0 TOPTOBEIBHOT MapKu IpoaHajizoBaHo 8-11
MUTaHHS aHKETH. BH3HAYEHO, UM € TOProBeJIbHA MapKH BU3HAYAIBHUM (DAKTOPOM IIPH BHOOPI
BMHA, a TaKOX, YU MalOTh CIOXHBadl yIIOOJIEHI TOProBelbHI MapKu. AHami3 BiANOBiAei
CTHOXHBAYiB MEPIIOT CTPaTH HaBEeIEHO y TabI. 6.

Tabmuus 6 — ['pyryBaHHS BiNOBIAEH PECIIOHICHTIB MEPIIOL CTPATH 32 KPUTEPIEM
JIOSUTBHOCTI J10 TOPrOBEJIBHOI MapKu

Ne Bapiantu Biamosinei Kinbkicts % BIJ 3arajabHOL
3alUTaHHI BigmoBinei KIIBKOCTI BiAIOBiEH
AHKETH

8 SKICTh 24 20,87
CMaK 45 39,13
LiHa 13 11,30
J3aiH 1 0,87
3aBXKAM y IPOJAKY 1 0,87
PO3PEKIAMOBaHICTh 0 0,00
TOProBelbHa MapKa 2 1,74
sy BuHa (Illapaone, Mepino, Ilino Hayp Tomto) 5 4,35
KpaiHa IOXOIKEHHS 8 6,96
PETiOH MOXOKEHHS (ANeIsChIOH) 2 1,74
HasBHICTh HATOPOJ| 1 0,87
OpraHiyHiCTh BUHA 13 11,30

9 YIKOJIEHOT TOPrOBEILHOT MapKH 13 26,00
3a3BHYAil yIIIOOJIEHOT, IpOTe 1HOAI 1 1HIITNX 20 40,00
TOPTOBEJIBHUX MapoOK
HEMa€E YITKHUX BIIOJ00AaHb 17 34,00

10 npuabaro HOBY, SIKY 1€ He KYIITYBaB 14 58,33
npuada CXOKy 10 41,67
iy 0 iHIIIOTO Mara3uHy 3a YI00JICHO0 9 69,23
TOPrOBEIBHOK MApKOIO

11 KyIyI0 HaliJenesmy 1 5,88
KyIIyI0 Haiijopoxuy 0 0,00
Ty, 10 CH000aIach 3a AW3aHHOM Ta HAa3BOKO 9 52,94
Ty, IO HOPEKOMEHAYE MPOJIaBelh (KOHCYIHTAHT) 7 41,18
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JIisi pecrioHIEHTIB NepIIol CTpaTH BAXIMBUMH IapaMeTpaMu IMpH BUOOpI BHHA €:
cMmak (39,13 BigcotkiB), sxicts (20,87 BiacotkiB), miHa (11,30 BifCOTKIB) Ta OPraHivuHICTh
BUHA (HE BUKOPUCTAHHA XIMIYHHMX TOOpUB Mpu BHpolryBaHHI BuHOTpany) (11,30 BincoTkiB).
@®akTop TOProBeNlIbHOT MapKh HE € BAXKIMBUM, aJke CcKiaaae numie 1,74 BIACOTKH Bif
3arajibHOI KIJIBKOCTI BiITOBIAEH.

Buno numie ymro01eH01 TOproBenbHOi Mapku KymyroTh 26,00 BiJICOTKIB PECTIOH/ICHTIB,
npu npomy jawuie 69,23 BiACOTKH TOTOBI iau 3a HUM A0 iHIoro mMarazuny. 40,00 BiACOTKiB
PECIIOH/ICHTIB KYNYIOTh BHHO ¥ IHIIMX TOProBeJbHHX Mapok, 34,00 — He MaroTh YITKHX
BI10/100aHb 111010 TOPTOBEIBHOI MapKH BUHA, 3 HUX OUTBIIICTG (52,95 BiICOTKH) KYIYIOTh TY,
110 crnojgo0anach 3a TU3aiiHOM Ta Ha3BOIO.

AHauti3 BiiMOBiIeH CIIOKMBAYiB IPYToi CTpaTh HaBeAeHO y Tab. 7.

Tabmuus 7 — ['pynyBaHHS BiNOBIICH PECTIOHACHTIB IPYTol CTPATH 32 KPUTEPIEM JIOSUIBHOCTI
JI0 TOPrOBEILHOT MapKH

Ne Bapiantu Biamosinei Kinbkicts % BIJ 3arajabHOL
3alUTaHHI BigmoBinei KIIBKOCTI BiAIOBinEH
AHKETH

8 AKICTh 55 27,50
CMaK 64 32,00
Li”a 13 6,50
JM3aiiH 6 3,00
3aBXKIH Y MIPOJAXKY 0 0,00
PO3PEKIAMOBaHICTh 0 0,00
TOProBeJibHa MapKa 7 3,50
suj suna (Illapaoune, Mepno, ITino Hayp Tomo) 15 7,50
KpaiHa MOXOKEHHS 22 11,00
PETiOH MOXOKEHH (ANesIChiOH) 3 1,50
HasBHICTh HATOPOJ| 0 0,00
OpTraHivHiCTh BUHA 15 7,50

9 YIKOJIEHOT TOPTrOBEILHOT MapKH 13 15,85
3a3BHYAil yIIOOIEHOT, IpOTe 1HOAI 1 1HIITNX 35 42,68
TOPTOBEJIBHUX MapoOK
HEMa€E YiTKHUX BIIOJ00AaHb 34 41,46

10 Ipu02I0 HOBY, SIKY IIE HE KYIITYBAB 22 62,86
TPUIOAI0 CXOXKY 13 37,14
iy O iHIIIOTO Mara3uHy 3a YI00JICHO0 13 100,00
TOPrOBEIBHOI MapKOIO

11 KyIyI0 Haliigenesiy 0 0,00
Ky Haiijopoxuy 2 5,88
Ty, IO CN006aNach 3a AU3aHHOM Ta HA3BOO 16 47,06
Ty, 1110 TOPEKOMEH/IYE TIPO/IABELD (KOHCYJIBTAHT) 16 47,06

JlJ1s pecrioHJIeHTIB APYTroi CTpaTH BaXXJIMBUMHU NTapaMeTpaMu Npu BUOOP1 BUHA €: CMaK
(32,00 Bincotkwm), sikicte (27,50 BimcoTkiB), KpaiHa moxomkeHHs BuHa (11,00 BimcoTkis),
MEHIII BaXJIMBl: OpPraHIuHICTh (HE BUKOPHUCTAHHS XIMIYHUX JOOpUB MpU BHUPOIIYBaHHI
BUHOTpazy), Bua BuHa (o 7,50 BifcoTKiB). DakTOp TOProBeIbHOI MApKU HE € Ba)KIHBHM,
ajpke ckiagae aumie 3,50 BiICOTKH Bl 3arajibHOI KUIBKOCTI BIAMMOBIAEH.

Buno nuie ymo01eHo1 TOproBeinbHOT MapKu KynyroTh 15,85 BIZICOTKIB PeCIIOH/ICHTIB,
3 Hux 100,00 BiACOTKIB TOTOBI WIW 3a HUM JO IHIIOTO MarasuHy. 42,48 BIJICOTKIB
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PECIIOHJICHTIB KYMYIOTh BHHO W IHIIMX TOPrOBEIbHHUX Mapok, 41,46 — He MalTh YiTKHUX
yno100aHb 100 TOPTOBEIbHOI MAapKX BHHA, 3 HUX YacThuHA (47,06 BiJICOTKIB) KyITy€ Ty, IO
crioobanach 3a IU3aifHOM Ta Ha3Bow, dactuHa (47,06 BiICOTKIB) — Ty, IO MOPEKOMEHIYE
MpoJiaBerb (KOHCYJIbTAHT).

Hackinbku akTHBHO CIIOYKMBadi BUKOPUCTOBYIOTH HU(POBI TEXHOJIOTIT UIst TPUAOaHHS
BHMHA, a TAKOX JIJI1 OTpUMaHHs iH(popMallii 3 1iei Temu Oyno BU3HAYEHO 3a onomororo 12-13
MUTaHHS aHKETH. AHAI3 BIAMOBIIeH CIIOKUBAYIB MEPIIOi CTPATH HABEJEHO y TaoI. 8.

Tabmuus 8 — ['pynyBaHHS BiNOBIAEH PECIIOHICHTIB MEPIIOT CTPATH 38 KPUTEPIEM
BUKOPHCTaHHS IIU()POBUX TEXHOJIOTIH

Ne BapianTtu Biamoinei Kinbkicts % BiJ 3arajJbHOL
3alUTaHHA BiJIMIOBiACH KUTBKOCTI BiAMOBiACH
AHKETH

12 cynepMapKer 42 53,85
crieniagi3oBaHUi MarasuH 3 Mpoaaxy 19 24,36
QJIKOTOJIbHUX HAIOIB
(ipMOBHIT Mara3uH NiANpUEMCTBA-BUPOOHUKA 8 10,26
MPOYKTOBUI Marasut 8 10,26
yepe3 Mepexy [uTepHer 1 1,28

13 I3 neyugposux doicepen:
JPyKOBaHa peKiiama 4 4,88
CTAaTTi B IPYKOBaHMX XXypHaJlaX, razerax 2 2,44
BiJl KOHCYJIbTAHTIB Yy MarasuHax 16 19,51
Ha SPMapKax, BUCTABKax 6 7,32
Ha TOPTOBEJILHUX MPE3CHTAIIISIX, IETyCTaIlisX 13 15,85
BiJIBIAYIO €KCKYpCii Ha MiIIpHEMCTBA S 6,10
3BepTalo yBary Ha ¢ipMoBe 0()OPMIICHHS MOJIHIL 12 14,63
y Mara3uHax
Paszom 3a neyugposumu docepenamu: 58 70,73
13 yugpposux doicepen:
pekiama Ha TeneOadeHH| 8 9,76
CTATTi OH-JIAMH JXypHAJIax, ra3eTax 5 6,10
4yepe3 CTOPIHKU B COIIATbHUX MEPEKax 4 4,88
yepe3 MOOUTBHI TOTaTKH 2 2,44
Pazom 3a yughposumu doceperamu. 19 23,17
3a peKOMEH/IAIIi€I0 IPY3iB, PONHUiB 6,10

PecrionienTy mepiioi cTpaTd HanOUIbLIEe BUKOPUCTOBYIOTh TakKli KaHaJIU PO3MOALTY
JUIs KyMiBJi BUH: cynepmapkeT (53,85 BifCOTKIB), creniandi3oBaHUN MarasuH 3 IMPOJaxy
aJIKOTOJIbHUX HamoiB (24,36 BiACOTKIB), piAlle — IPOAYKTOBI Mara3uHu Ta (pipMoBI MarasuHu
niaAnpueMcTB-BUpoOHUKIB (o 10,26 BiACOTKIB KOoXHUM). Mepexa I[HTepHeT Maiixke He
BUKOpHUCTOBYeThCA (1,28 BiICOTKIB).

Jlxepena oTpuMaHHs iH(OpPMAIii PO BUHO B pe3ynbTaTi aHamizy OyiaM po3MOJiiIeHi
Ha Tpynu: 1udposi Ta Hermudpori. Cepen PEeCHOHACHTIB TEPIIOi CTPATH TMEPEBAXKAIOTH
Herugposi mxepena (70,73 BiACOTKH), a caMe: KOHCYJIbTaHTH B MarasuHax (19,51 BincoTok),
TOpProBeJbHI npe3eHTanii, gerycrauii (15,85 BiacoTkiB) Ta GipmMoBe 0hOpMIIECHHS MOIULb Y
marazuHax (14,63 BiacoTKn).

Hudposi mxepena iHdopmanii ckinanu 23,17 BiacotkiB. HalOuibin momymnsipHUMU
cepel HUX €: pekiiama Ha TenebadeHHi (9,76 BIACOTKIB), CTATTi B OH-JIAlH XKypHallaxX, ra3eTax
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(6,10 BimcoTkiB), CTOpiHKM B comianbHuX Mepexax (4,88 BigcorkiB). Takwmii 3acibd
MapKeTUHIOBUX KOMYHIKalii, sk capadanHe panio (pekomeHaamii Apy3iB, POIUYIB),
CTaHOBIATE 6,10 BiICOTKIB Bif 3arajbHOI KIJIBKOCTI BIAIIOBIAEH.

AHaJi3 BINOBIIEH CMIOKKUBAYIB IPYroi CTpaTH HaBeAeHO y TabI. 9.

Tabmuis 9 — I'pynyBaHHs BiNOBIJEH PECIIOHICHTIB IPYroi CTPATH 32 KPUTEPiEM
BUKOPUCTaHHS IU(PPOBUX TEXHOJIOTIH

Ne BapianTtu Bigmosineit Kinekicth % B11 3arajJbHOL
3alUTaHHI BIIITOBIEH KIJIBKOCTI BIAIOBIiIEH
AHKETH

12 CyTepMapKeT 67 55,37
CHemiaTi30BaHNI Mara3uH 3 POJAXKY 29 23,97
QJIKOTOJIbHUX HAIOiB
(hipMoBHil Mara3uH HiANPHEMCTBAa-BUPOOHNKA 12 9,92
MPOAYKTOBUI MarasuH 10 8,26
yepes Mepexy IHTepHeT 3 2,48

13 I3 neyughposux dxcepen:
JPYKOBaHA peKIaMa 1 0,73
CTAaTTi B APYKOBAHUX XXypHaIaX, ra3erax 4 2,92
BiJ] KOHCYJIbTaHTIB Y Mara3mHax 35 25,55
Ha sipMapKax, BUCTaBKax 12 8,76
Ha TOPTOBEJILHUX NPE3CHTALisNX, JerycTalisx 21 15,33
BiIBIIyI0 €KCKYpCii Ha MiANPUEMCTBA 9 6,57
3BEpTalO0 yBary Ha ¢ipMoBe 0(OPMIICHHS MOTHUIb 12 8,76
y MarasuHax
Pazom 3a neyugpposumu daceperamu. 94 68,61
I3 yughposux docepen:
pekiiaMa Ha Tene6aueHHi 7 511
CTAaTTi OH-TAiiH KypHANAX, ra3eTax 10 7,30
4yepe3 CTOPIHKH B COLiaJIbHUX Mepenax 17 12,41
uepe3 MoOiNbHI 101aTKH 0 0,00
Paszom 3a yugpposumu oocepenamu: 43 24,82
3a PEeKOMEHJIAINIEI0 APY3iB, POINUIB 9 6,57

PecnionzieHTH 1pyroi crpaTu HalO1IbIIe BUKOPUCTOBYIOTh TaKi KaHAIN PO3MOALTY IS
KymiBial BHMH: cynepMmapkeT (55,37 BIACOTKIB), CIELIadi30BaHUM Mara3uH 3 MPOAAKY
QIKOrobHUX HamoiB (23,97 BijxcoTkiB), piame — ¢(ipMOBI MarasuHM MiANPUEMCTB-
BUpOOHUKIB (9,92 BiJICOTKHM) Ta MpoaykToBl Marazunu (8,26 BiacoTkiB). Mepexa [HTepHeT
Mail’ke He BUKOPUCTOBY€EThCS (2,48 BiJICOTKIB).

[lomo mxepen oTpumanHs iHGOPMAIIIT PO BUHO, TO MEPEBAKAIOTH TAaKOXK HEU(PPOBI
mkepena (68,61 BincoTKM), a caMme: KOHCYJIbTaHTH B MarazuHax (25,55 BiICOTOK),
TOpProBeJibHI npe3eHTanii, gerycrauii (15,33 BiAcoTkiB) Ta ¢ipmMoBe 0GOpMIIEHHS MOJIULD Y
marazuHax (8,76 Bincotku). Lludposi mxepena iHdopmauii cknanu 24,82 BiJICOTKIB.
Haii6inpm momynspHUMHU cepell HUX €: CTOPIHKM B colliaibHuX Mepexax (12,41 BiacoTkn),
CTaTTi B OH-JAH XypHanax, raserax (7,30 BimcoTkiB), pekiama Ha TtenebaueHHi (5,11
BiJIcoTKiB). CapadanHne paaio ckianae 6,57 BIACOTKIB Bij 3arajibHOi KUIBKOCTI BiAMOBIIEH.

AHani3 pe3ynbTaTiB aHKETYBaHHS JI03BOJISIE CKJIACTU NpOQiIb CHOXKUBaya, OLIHUTH
BIIMB 3aC001B MapKETHMHIOBMX KOMYHIKaliii Ha (opMyBaHHS HOro CMakiB Ta ymnoaoOaHb,
BUUTUTH XapaKTEPUCTHKH, IKi TOTPIOHO BpaXOBYBATH IiIPUEMCTBAM-BUPOOHUKAM.
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VY3aragbHEeHHsI XapaKTePUCTUK CIIOKMUBAaUiB TUXUX BUH HaBeleHo y Tadum. 10.

Tabmus 10 — [Ipodine cioxuBavya TUXUX BUH

Ne XapakTepucTuka Omnwc XxapaKTepUCTUKH
3/m Crpara (cermenT) | Crpara (cermenT) 2
1. Piserr nmoxomy Ha | 3200,1-5800,0 6iaemre 5800,0
OIHy IIOAWHY B
cim’i
2. Cratp JKIHKa JKiHKa
3. Bix 23-29 30-37
4, TTokominas MOJIOJIII MiJEHIaIn CTapIIi MiJeHiann
5. PiBeHp 3HaHB TIPO | cepenHiil/HOBaUOK CepeIHili/HOBaYOK
BHUHO
6. Yacrora Bix 1 pa3y Ha micanp g0 2-3 pasis Bix 1 pa3y Ha micsanp mo 2-3 pa3iB Ha
CHOKMBaHHA Ha MICAIb MICSIIB/pifie, HiXk pa3 Ha 3 MicsIi
7. MortuB crnokuBaHHs | 1) momo0aeThes CMak; 1) momobaeThes CMak;
(po3raroBaHi 3a | 2) uIsl CIIUIKYBaHHS 3 JPY3sIMHU, 2) nis CHiJIKYBaHHS 3 IPYy3sIMHU,
Baror) POAMHOIO; POIMHOIO;
3) 111 POMaHTUYHOTO HACTPOIO; 3) 111 POMaHTUYHOTO HACTPOIO;
4) nomomMarae po3ciiabUTHUCh, 4) TapMOHIHO MOETHYETHCS 3 1KEIO;
rapMOHIHHO MOEAHYETHCA 3 DKEIO; 5) nonomarae po3ciaadUTUCh;
5) nnst 310pOB’s. 6) 1y 310pOB’S;
7) nonomarae 3acHyTH.
8. CrioxxuB4i
BIIOZOOAHHS:
8.1. | Koumip YepBOHE YepBOHE
8.2. | Bmict nyxpy CTOJIOBE HAITIBCOJIOIKE CTOJIOBE HAITIBCOJIOIKE
8.3. | Kpaina noxomxkennst | Ykpaina, ['py3is, Itamis, Mongosa VYkpaina, ['py3is, Mongosa, ITamis
8.4. | 3-momix  perioniB | XepcoHCbKa 00. XepcoHcbKa 001.
Ykpainu
9. Kpurepii  Bubopy | 1) cMak; 1) cmak;
BUHA (po3ramoBaHi | 2) SKIiCTb; 2) SIKICTB;
3a Baroro) 3) 1iHa, OPraHivuHICTh; 3) kpaiHa MOXO/)KCHHS,
4) xpaiHa MOXOKEHHS; 4) opraHi4yHiCTh, BU]] BUHA;
5) BUI BUHA; 5) uiHa;
6) perioH MOXOKEeHHS, 6) ToproBeJbHA MapKa;
TOPTrOBEJIbHA MapKa; 7) npuBabIMBUI TU3aiiH;
7) HasIBHICTH Haropo, 8) perioH moxoKeHHs (aINeNsICHHOH).
MPUBaOIIMBUH TU3aiiH, 3aBXKIU Y
MIPOTAKY.
JlostpHICTB 0 | HU3bKa HU3bKa
TOPTOBENHEHOI MAPKH
10. | He xymye BuHO? CyIlepMapKeT, CIieliaTi30BaHIH CyIlepMapKeT, CIieliaTi30BaHIH
MarasuH 3 IPOAaxKy ajlKoTroJbHUX MarasuH 3 IPOAaXy aJKOTOJbHUX
HAaIloiB HaIloiB
11. 3BiKM  Ii3HAETHCS | KOHCYJIBTAHTH B Mara3uHax; KOHCYJIbTAHTH B MarasuHax;
po BUHO? TOProBeJbHI Mpe3eHTallil, TOProBEJbHI Mpe3eHTallil, Aerycrarii;
JierycTariii; ¢pipMoBe 0GOopMIICHHS CTOPIHKH B COIIAJIbHUX MepekKax
MOJIMIb Y Mara3uHax
12. | Cryminb HU3bKUI HU3bKUI
BUKOPHUCTAHHS
dpoBUX
TEXHOJIOTIH

BucHOBKM 3 1aHOT0 T0CJTiIKeHHS i MePCNEeKTHBHU MOJAJBIIMX PO3POOOK 32 TaHUM
HanpsiMoM. He3Baxaroun Ha AesdKi BIAMIHHOCTI y XapaKTePUCTUKAX MPO]III0 CIOKUBaUiB,
KJIIOYOB1 acCHeKTH, IO TOBHHHI OYyTH BpaxoBaHl B Ipoleci MOOyJOBH MapKeTHHTOBOI
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KOMYHIKalii MiX BUPOOHMKOM 1 CIIO)KMBAa4eM, € CXOXXHMMHU. 3 ONNIALy Ha 1€, MOXKHA
BiJ]3HAYMTH, 1[0 HA PIiBEHb aJamnTallii KOMYHIKATUBHOI CKJIQJIOBOI KOMIUIEKCY MapKETUHTY
BUHOPOOHHMX IiIIPUEMCTB CIUIMBAIOTH TaKi (pakropu:

— IIJTbOBA AyJIUTOPIs KOMIUIEKCY MAapKETHHIOBUX KOMYHIKAIIM — XKIHKH 3 TTOKOJIIHHS
MIJICHIAJIIB 13 CEPE/IHIM Ta BHUIIE CEPEIHBOTO PIBHEM JJOXO/IIB;

— BIJICYTHICTh y CIIOKHBayiB ITMOOKUX 3HaHb IIOJI0 TUXUX BUH;

— MOTHBH ISl CTIIOKUBaHHS BHHA MOXXKHA PO3JAUIMTH HA TPU TPYyNH: BHOJ0OaHHS
CMaKy, eMOIIiiiHI Ta parfioHasbHi. Hal0iabIl BaKIMBUM € BIOJOOAHHS CMaKy, Ha JPYroMy
MICI[i — €MOIIi}iHi;

— YKpaiHCBKI CTIOXKKBaYi, 5K 1 3apyOiXHi, BIIIAIOTh IepeBary 4e€pBOHUM BHUHAM;

— IIOJ0 BMICTY I[yKpY, TO, Ha BIIMiHY BiJ €BpONEHIIiB, YKpaiHIli BiAJAIOTh MepeBary
CTOJIOBUM HAITiBCOJIOJIKMM BUHAM;

— yKpaiHCbKi BHHA (a came BHPOOHUKIB XEpCOHCHKOI O0JI.) € MOMYyJISPHUMH Cepel
CIIO’KMBAYiB;

— cepell HaMBAXIJIMBIIIMX KPHUTEPiiB BHOOpPY BHHA, OKpPIM CMaky, SKOCTi, LIHU Ta
KpaiHU MOXO/KEHHSI, CIIO’KMBaYl BUAUIAIOTh KPUTEPIH OPraHIqYHOCTI MPOAYKTY;

— JIOSITBHICTD 0 TOPTOBEIBHOI MapKU HU3bKA;

— mepeBaxkaHHs Heuu(poBUX 3ac00iB MAPKETUHTOBUX KOMYHIKallild Haa HU(POBUMH,
a caMe: KOHCYJIbTAaHTH B Mara3wHax, TOPTOBEJIbHI Mpe3eHTarii ta aerycrarii. Lle yacTkoBo
MOYKHA MOSICHUTH HU3bKUM PIBHEM BJIACHUX 3HAHb CII0O)KMBAYiB IPO THUXi BUHA,

— HHM3BKHU PIBCHb BHKOPUCTAHHS HU(POBUX TEXHOJIOTIH IS NMPUIO0AHHS BHHA Ta
OTpUMaHHS 1H(OpMaIlii TPO HBOTO.

Ominka BIUIMBY CMakKiB Ta yIoAo0aHb CIOXKHBAa4YiB Ha piBEHb ajganTarii
KOMYHIKAQTHBHOI CKJIQJIOBOI KOMIUIEKCY MApKETUHTY BUHOPOOHHMX WIANPHEMCTB JO3BOJISE
HiANPHUEMCTBY BCTAaHOBUTH CTilKi JOBIOCTPOKOBI B3a€MOBITHOCHHHU 31 CIOXHBAYeM 32
pPaxyHOK po3pOoOJeHHs] HAMOLIbII ONTUMAIBHOTO KOMIUIEKCY MapKETHHTOBHUX KOMYHIKAIliil
BiJITIOBITHO JI0 KJIFOUOBHX XapaKTEPHUCTHUK IIIOBOI ayAUTOPIi.
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Evaluation of consumers’ preferences impact on the level of the wine enterprise marketing
mix communication component adaptation

Aim of the article. The market is an extremely dynamic institution, consumer preferences are
changing rapidly, so information about consumer preferences needs to be constantly updated in order
to build the most effective marketing communication mix. The aim of the article is to form a profile of
consumer according to their socio-demographic characteristics, buying behavior in the market, main
preferences and motives for the purchase of wine; as well as assess the influence of marketing
communication tools on the formation of consumers' tastes and preferences, using the methodology of
target research of consumers.

The results of the analyses. To achieve the goal of the research, a computer questionnaire
was used. Questions were dedicated to such aspects: frequency and motives of consumption;
preferences in types of wines, their country of origin; the degree of consumer loyalty to the brand;
consumer activity in the use of digital technologies when buying wine and obtaining information about
it. According to the gathered data, two profiles of consumers of wines have been formed. Despite some
differences in the characteristics of profiles, the key aspects that should be taken into account in the
process of forming marketing communication mix are similar. In view of this, factors influencing the
level of wine enterprise marketing mix communication component adaptation are identified. They are:
the target audience of the marketing communication mix — women from the generation of middle and
upper middle-income millennials; low level of consumers knowledge of about wines; motives for wine
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consumption can be divided into three groups: taste preferences, emotional and rational. The most
important are the taste preferences, on the second place — emotional motives; Ukrainian consumers,
as well as foreign ones, prefer red wines; regarding the content of sugar, unlike Europeans,
Ukrainians prefer semisweet wines; Ukrainian wines (especially produced in Kherson region) are
popular among consumers; among the most important criteria while choosing wine, apart from taste,
quality, price and country of origin, consumers distinguish the criterion of product organicity; loyalty
to the trademark is low; the predominance of non-digital marketing communication tools over digital
ones, namely: consultants in stores, trade presentations and wine-tastings. This can partly be
explained by the low level of consumer knowledge about wine; low level of digital technology use for
purchasing wine and obtaining information about it.

Key words: communication component, marketing communications, marketing mix, consumer
profile, questionnaire, wine.

Haoittwno 0o peoaxuyii 27 ceprins 2018.
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ITynin FOpiii Onerosuy

acnipanm xaghedpu mapxkemuney

JIBH3 «Kuiscvokuti HayioHanbHUull eKOHOMIUHUL YHigepcumem imeni Baouma I'emvmarnay
(Kuis, Ykpaina)

CTPATETIA I TAKTUKA IHTEPHET-MAPKETUHT'Y KOMITAHIM-
JAUCTPUBYTOPIB HA B2B PUHKY

Y cmammi posensnymo cman 3acmocyeanns incmpymenmie inmepnem-mapkemunzy Ha B2B
PUHKY 8 Yxpaiuni ma ceimi. 3a pe3yrbmamamu npo8edeHo20 coyiono2iuHo20 ONUMY8antsa gaxisyis iz
3aKynigenb 6U3HAYEHO 0COOIUBOCMI GUKOPUCMAHHA IHCMPYMEHMIE IHMepHem-MapKemuney Ha PUHKY
2HYYUK020 MPAHCNOPMHO20 NAKYEAHHA. Busnauyeno OCHOG6MI cmpameziuHi ma Maxmuyui Kpoxku 3
po30y0osu IHmMepHem-MapKemuHey y KOMRauiax-oucmpubymopax wua punky B2B. Anpobayiio
Ppekomenoosanux incmpymenmis npoeedeno y TOB «Manyni Yxpaina JImoy. Poskpumo ocobrusocmi
opeanizayii inmepuem-mapkemunzy Ha nionpuemcmeax B2B cexmopa. 3a oonomozoio kopensyiiro-
pezpecilinoeo aHanizy 8USHAYEHO 3ANEHCHICIb MIJIC KIbKICMIO KIiEHMI8 NIONPUEMCMEA MA KLTbKICIO
8i06i0y8auie caiimy 3a paxyHoK OpP2aHiuHO20 Ma PeKIAMHOZ0 HOULYKY.

KirodoBi crnoBa: iHTepHET-MapKeTHHT, cekTtop B2B, opraHiyHMii mMOIIyK, KOHTEKCTHA
peKIaMa, pHHOK THYYKOT'O TPAHCIIOPTHOTO MaKyBaHHS

DOI: 10.15276/mdt.2.4.2018.3

IlocTtanoBKka mnpobieMH B 3arajJlbHOMY BHIVISAI Ta ii 3B'AI30K 3 Ba'KJIMBUMU
HAYKOBUMHM 200 NPaKTHYHMMHM 3aBJaHHAMHM. CpOrogHi OCHOBHMMH IHCTpYMEHTaMHU
MPOCYBaHHS MPOAYKIli Ha puHKY B2B B VYkpaiHi 3ayimimiaroThCsi crieriagizoBaHi BUCTaBKH,
pexiama y 3MI, XomoaHi A3BiHKH, MOIITOBI PO3CHJIKM Ta MEPCOHANbHI 3yCTpiui TOILO.
[HTepHET-MapKETUHT, SIK IHCTPYMEHT MapKETHHTY, II0 aKTHMBHO 3aCTOCOBYETHCS B CEKTOPI
B2C, nume nounHae HaOyBatu momupeHHs y B2B cekropi. BinnoBigHo HaykoBi po3BigKu
30pIEHTOBaHI Ha po3po0Ky €(hEeKTMBHOIO MEXaHI3MY MPOCYBaHHS MPOJYKLIi 3a JOIOMOTO0
IHTepHeT-MapKeTHHTY AJis KOMITaHiii cekTopa B2B Ha cTpaTeriyHoMy Ta TAKTUYHOMY PiBHSX.

AHaJi3 ocTaHHiX gociailzkeHb i myOaikaniii, B SIKUX NOKJIaJeHMH T0YATOK
BUPILLICHHIO 1aHOI PO0JIeMH i HA SIKI CIMPAETHCA ABTOP. [HTEpHET-MapKETUHT 3arajaoM Ta
HOTO0 OCHOBHI IHCTpYMEHTH A0chikyt0Th Lisamenko C.M. [1], JlutoBuenko L.JI. [2] Ta iHmIi.
[TutanHs ocoOiMBOCTEH IHTEPHET-MAPKETHMHTY Ha PpUHKaX TOBApiB IMPOMHUCIOBOIO
NpPU3HAUYEHHS MIAHIMAOTh y AociikeHHsax MatsiiB M.S. [3], Menbuuk FO.M. [4] Ta iHmI1.

Bupinennsi HeBHpPIIEHMX paHille 4YacTHH 3arajbHoOI NpPo0JieMH, KOTPHM
NPUCBAYYETHCA CTATTSA. AHali3 JITEpaTypHUX JKEpesl CBIJUUTH MPO HEAOCTAaTHIO yBary,
10 NPUIUIAETHCS MpoOIeMaTHIll 3aCTOCYBAaHHS 1HTepHET-MapkeTuHry y B2B cermenti ta
OKpeMHux Horo ranyssax. He posrmnsaerscs cnenudika iHTepHET-MapKETUHTY Y MiIITPHEMCTB-
BUPOOHHUKIB Ta IUCTPUOYTOPIB.

© 2018 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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@opMyJIIOBAHHSI MeTH CTATTi (IMOCTAHOBKA 3aBjJaHHsl). MeTor cTaTTi €
JIOCJTIJDKEHHST OCOOJIMBOCTEH 1HTEepHET-MapKeTUHTy y B2B cerMeHTi Ha mpukiami ramysi
THYYKOTO TPAHCIIOPTHOTO IMAaKyBaHHsS, BH3HAYCHHS OCHOBHUX CTPATETiYHUX Ta TaKTHYHUX
KPOKIB 3 MOT'0 BIPOBAKCHHS Y MIANPUEMCTBaX-TUCTprOyTOopax Ha npukianai TOB «Manymi
Vkpaina JItoy.

BukJiiajeHHsI OCHOBHOIO MaTepiajly JOCHiIKeHHS 3 NMOBHUM OOIPYHTYBAHHSM
OTPUMAHHUX HAYKOBHUX pe3yJbTaTiB. [HTEpHET-MapKETHHT, SKUI TPAIUIIIITHO PO3TIISIIAE€THCS
K 1HCTPYMEHT MapkeTHHTy B cekTopi B2C, moumHae 3aBOHOBYBAaTH MO3HUIlI HA pPHUHKaX
TOBApiB MPOMUCIOBOTO MpHU3HAYCHHA. Tak, 3a JaHUMU JTociipKeHHs areHmii DemandWave
«2017 State of B2B Digital Marketing», 64% onuranux wmapkeronoris B2B cektopa
IUTaHYBaJdM 30UTBIIUTH BHUTpPATH Ha IHTEPHET-MApKETUHT, Npuuomy 62% pecroH/CHTIB
BKa3aJM, MI0 YacTKa LUX BUTPAT Y MapKeTHMHroBoMYy OrojxeTi mepeBuirye 26%. OCHOBHY
METy iHTepHeT-MapkeTuHry B2B pecrnonmeHTH BOAYarOTh Yy 3pOCTaHHI KUTBKOCTI SIKICHUX
JmigiB. SIKI0 pO3MISIHYTH IHCTPYMEHTH, SIKI BHKOPHCTOBYIOTH B2B kommanii, TO 3MiHH
BiZOyBarOThCA MBHIKO (pHC. 1).

55%

Meniitna pexnama

KonrtekcTHa peknama

) | ) ; 91% 2017
aHi onryK
prauiusuii nonry ] 88%  @m2016

Coui . .f 95%
OII1aJIbH1 MEPEK1 &
P R

. . 5 1 93%
J'IeKTpOHHl JINCTHU A
95%

Pucynok 1 — JIlunamika BUKOPUCTaHHS IHCTpYMeHTIB [HTepHeT-MapkeTuHry B2B
MapKeToJjioraMu y cBiTi [, 6]

MosxeMo 3poOMTH BHMCHOBOK MpO 3pOCTaHHs KuibkocTi B2B mignpueMmcTs, ki
BUKOPUCTOBYIOTh 1HCTPYMEHTH [HTE€pHET-MapKeTHHIy, 30Kpema, HaiOuIbIuil mpupict
XapaKTepHU# [uisi MeAiiHoI pekiamu. JIiAupyroTh €1eKTpOHHI JUCTH, COLIaJbHI MEpexi Ta
opraniyHuid nomyk. [Ipuuomy nuiie 3a pik BUKOPUCTAHHS COLIAJIBHUX MEpPEeX BHUIIEPEIUIIO
€JICKTPOHHI JINCTH.

BopHouac, SKIIO MOJMBUTHCH HAa T€, fAKI 3 IUX IHCTPYMEHTIB T'€HEPYIOTh JOXij
MIITPUEMCTB, TO MOKEMO 3pOOUTH BHCHOBOK, III0 XOU JUHAMIKa 1 € MMO3UTUBHOKO TSI BCIX,
OJIHaK HalOUIbII e(EeKTUBHUMH 3aJIMIIAIOTHCSI — €JIEKTPOHHI JIMCTH, OpPTraHIYHUN MOLIYK Ta
KOHTEKCTHA peKiama (puc. 2).

10.0. Ilynin. Cmpameczia i maxmuka iHmepHem-mapKemunzy KOMNaniu-oucmpuoymopie 45
Ha B2B punky
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Pucynok 2 — Jlunamika yactku B2B nignpueMcTs, B sIKUX 1HCTpyMeHTH [HTepHeT
MapKeTUHTY reHepye aoxin [5, 6]

Curyarisi Ha yKpaiHCBKOMY PHHKY TOBapiB IPOMHCIOBOTO NPU3HAYEHHS € JIOBOJI
cxoxow. Tak, 3a gaHuMmu JociipkeHHs areHuli Promodo «Sk ykpaincekuii 6i3Hec
BUKOPUCTOBYE iHTEpHET-MapKeTHHT» [7], 89% KommaHiii BeAyTh KOPHIOPATUBHY CTOPIHKY Y
colLiabHUX Mepexkax, 77% BUKOPUCTOBYIOTH MOIIYKOBY ONTUMI3aliio Ta 75% KOHTEKCTHY
pexinaMy. Binplly 4acTHHY KITI€HTIB MPUHOCATH caMe JiBa OCTaHHI iHCTpyMeHTH. Y 25%
HiAIPUEMCTB  HAWOUIBII JIOXIHUM 1HCTPYMEHTOM IHTEPHET-MapKETHHTY € TMOIIYyKOBa
ormruMizanis. 75% KoMIaHii 30UTbIIIM OFOKET Ha IHTEpPHET-MapKeTHHT, a 59% IUIaHyIOTh
HOro 301IBLIUTH.

[Ilo0 KOHTEHTHOI CKJIag0BOI IHTEpHET-MapKeTHHTY, TO Yy MDKHApPOIHIN MpaKTHIIi
B2B iHnTepHET-MapKETHHTY IIEPEBaKal0Th Bijco Ta 6ioru (puc. 3).

BiJI€O

Oioru

white papers

Kelcu

iHdorpadika

BeOiHapU

MOOIIBHI JOJATKH

@2017 @2016

Pucynok 3 — Jlunamika THUIIB KOHTEHTY, SIKUI poroHyeThes B2B mapkeTonoramu
y cBiTi [5,6]

Cnin BIA3HAUWTH, 110 HAWOULIBII TOMYJSApHI (OPMHU KOHTEHTY HEe 3a0e3MedyroTh
HaNO1IBIIO0l TeHeparlii 10X0ay, 30UIbIIeHHS] OCTAHHBOTO 3a0€3MeUyIOTh TaKi BUIU KOHTEHTY,
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sk White papers ta BeGinapu. Cutyaris Ha ykpaincbkoMy B2B punky Burisgae inakime. 3a
nanumu nociipkeHas B2B Ray «Kontent-mapketunr B B2B: cran ta nepcnexktuBu y 2016
pori» [8] mimnpueMcTBa reHepyIOTh TaKi BUIU KOHTEHTY, SIK IOCTH JJISl COLIAIbHIX MEPEeXK,
MIPE3eHTAaIlll 71 TTO/Iii, OJI0TH, BIZICO, CTATTI Ta €IEKTPOHHY PO3CUIIKY (pHC. 4).

. 0
CNEKTPOHHI KHUTH  Sftf] 66{%

-
white papers £z 10%

. .. 0
AHANTUYHI1 3BITH TLrLr'-r'-.-'-rLr'-r'-r'-’.-d'-r']rzr'-‘.’-'-r'-r'-rH 30%

Bebinapn  PAAAiiig A 23%

Kelicn .................4.'2.10{.{’4%
CIMEKTPOHHA POICHITKA i e B e 00
crarri EraA A, 38% ) 50t
BiZcO ..................---/-'-3%%70
6J10r......................3/‘%42%
TIpe3eH AL 115 {BeH TIB 7 = 62%

. A 77%
NOCTH U1 COMIATIPHUX MEPEXK Tt T et T ettt e T T o T T e T T T e T P B T T e T T T E T P B T T T T 3304

2016 22015

Pucynok 4 — Buau KOHTEHTY, sIKi CTBOpIOIOThcs B2B mapkeronoramu B YkpaiHi
Jlxeperno: moOymoBaHO Ha OCHOBI [8, 9]

MoxeMo 3poOUTH BHCHOBOK, IO KOHTEHTH, SIKIi MOTEHIIHHO MOXXYTb T'€HEpyBaTH
noxin (white papers Ta BeOiHapu), He HaOyau TOIMMPEHHS B YKpaiHi, Xo4a W MarTh
NO3UTHUBHY JAMHAMIKy. Bi€eo-KOHTEHT, 3pOCTaHHS MOMYISPHOCTI SIKOTO € CBITOBUM TPEHJIOM,
B YKpaiHi Hapa3i HaBITb CKOPOUYETHCS.

3 METOI0 BU3HAYEHHS HAaHOUIbII MPIOPUTETHUX IHCTPYMEHTIB i1HTEPHET-MAapKETHHTY
JUISL OKPEMHUX CETMEHTIB PUHKY THYUYKOI'O IaKyBaHHsA Oyso NpoBeAeHO onuTyBaHHs 130
KJTIE€HTIB (cremianicTiB BiaaumiB 3akymniBens) TOB «Manyni Ykpaina JItmy.

3a pe3ynpTaTaMu ONUTYBAaHHS BUSBJIICHO, IO TMPU BUHUKHEHHI MOTPEOW y HOBOMY
Mmarepiajii 4d OOJIalHaHHI PECHOHAEHTH, B TEpIly 4Yepry, 3BepTaroTbCcs 10 MOLIYKOBHX
pecypciB. BifmoBijHo moirykoBa onTHMI3aIlis CailiTiB Mae KpUTHYHE 3HA4YEHHS (puUC. 5).

BuBuenHs OykieTiB 3
BHCTaBOK,

KOH(epeHIii %
8% ¢
nocTavyaabHUKaM |

ey

23% } |
e i OIIIYKOB1 CUCTEMH
Uy 4 ey

Pucynok 5 — CtpykTypa BianoBiaen Ha 3anuTaHHs «Skio y Bac BuHuKae nmotpeda y HOBOMY
MaTepiaii un o0naaHaHH1, Sk Bu nounHaete nonryk? (Ha3py4Himui crnocid)»
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Cain 3a3HaYUTH, O PECIIOHJACHTH KPUTHUYHO CTABISATHCS IO KOHTEKCTHOI PEKIaMHU.
BisnbIlie OJOBUHYU 3 HUX HIKOJM HE MEPEXOJITh HAa CTOPIHKH, IMO3HAUYECHI SIK peKiama, a Iie
38% meHIIe NOBIpAIOTH iHPOPMALIi HA TaKUX CTOpiHKaX. TOMy BUKOpPHCTaHHS KOHTEKCTHOT
pekitamu kommaniii B2B cexTopa moBuHHO OyTH BUBa)keHUM (pHc. 6).

//// g+

[HKoNH, ane DoBipsI0
M MEHIIIe, HIXK
3BUYANHUM
CTOpIHKaM
38%

Hi
54%

Pucynok 6 — CtpykTypa BianoBifei Ha 3anutanns «Uu nepexoaute Bu Ha cTOpiHKH, SKi
MO3HAYEHI B MOITYKOBUX CUCTEMaX SIK PEKJIaMHi?»

OntuManbHUM  criocoboM  oTpuMaHHs iH(opMmarii Big mocradadbHuKa 85%
PECTIOHJICHTIB Ha3BaJu eJeKTPOHHI JiucTu. [1{0/10 KOHTEHTY, SIKUH iKaBUi KiIieHTaM, TO 92%
PECIIOHICHTIB XOTUIM O OTpUMYyBaTH iH(OpPMAIIit0 PO HOBI IPOIYKTH (pHC. 7).

OTxe, BHU3HA4YE€HO, IO IHTEPHET-MAPKETHHI IIe He HaOyB IMOIIMPEHHS Ccepel
nianpuemMcts B2B cekropa, 1 posrisgaerscs Oinplie SIK  adbTEPHATHBHUN  BapiaHT
NPOCYBaHHS 32 YMOB OOMEXeHOCTi abo BIJCYTHOCTI MAapKETHHTOBOTO  OIOJIKETY.
OnTtuManbHUM, Ha Hamy AYMKY, € MOJEIb MAapKETHHTOBOi IiSUIBHOCTI, IO BKIIOYAE
NO€AHAHHS OHJaH Ta oddnaitn MmapkerunroBoi aktuBHocTi. Jlns B2B  cextopa
HalBaXJIMBIIIUM 1HCTpyMeHTOM B2B MapkeTuHry € MomrykoBa ONTHUMI3allis calTy, HOro
3pYYHICTH Ta HallOBHEHHS.

HOBI HPOYKTH 92%

MOpaIy 010 BAOCKOHAJICHHS iCHYFOUUX

- 54%
TEXHOJIOT1H

YCIHIIIHI peasi30BaHi MPOEKTH B YKpaiHi 31%

YCHIILIHI peasti3oBaHi MPOeKTH B €Bporti 23%

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

Puc. 7. Po3nonin Bianosifei Ha nmutaHHs «Sky iHdopMmarito Bu xotinu 6 oTpuMyBatu Bij
MOCTavaIbHUKA?
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VY HalOUIbII 3araJlbHOMYy BHIJIAII TPOLIEC BIPOBAKCHHS IHTEPHET-MAPKETUHTY Y
koMmrtanii B2B cektopa Ha cTpareriayHoMy piBHI NPEACTaBICHO HA puc. 8.

AHati3 MapKeTUHTOBOi aKTHUBHOCTI KOHKYPEHTIB,
MOBEJIHKY KITI€HTIB Ta ayJUT BIACHUX PECYPCIB B
IarepHeTi

@DopMyIIOBaHHS CTPATETIYHUX IiJIeH iHTepHeT-
MapKETHHTY KOMIIaHii BiJITIOBITHO JI0 CTpaTeriuHuX
Oi3Hec-1iIei

Bubip crpaterii iHTepHET-MapKETHUHTY 3aJI€KHO BiJl
TUILY IPOJYKTY

®dopmyBaHHS ONTUMAIBLHOI IPOTPaMH iHTEPHET-
MapKETHHTY Ta IMIIJIEMEHTAIlisl OpraHi3alifHuX 3MiH

OuiHka e(eKTUBHOCTI MPOrpaMy iHTEpPHET-MapKETHHTY

Pucynok 8 — Cxema BipoBapkeHHs [HTepHET-MapKETUHTY Ha CTPATET1YHOMY PiBHI
Jlxepeno: aBTOpchKa po3podka

MeTtoauKy TOpPIBHSUIBHOTO aHamidy nisuibHOCcTi B2B  mimnpuemctB y Hampsimi
IHTEepHET-MapKETUHTY MPEICTABICHO Y HAIIUX MONEPEIHIX JOCIIKEHHIX. 3a3HaYUMO JIUIIE,
10 BOHA Tependayae MOPIBHSHHS TaKWX IOKA3HHUKIB, K CEPEIHs KUIbKICTh CTOPIHOK, IO
MEPerIsIaeThCs Ha CaiTi, cepeHiil yac mepeOyBaHHS Ha CaiTi, BIICOTOK BiIMOB Ha CaMTi
KOMITaHii, BHIUMICTb CaWTy KOMIIaHii, KUTbKicTh KitodoBux ciiB y TOII 20, kinbkicTh
MOCUJIaHb 31 CTOPIHOK CTOPOHHIX PECypcCiB, KIIbKICTh 30BHIIIHIX CTOPiHOK, Serpstat Trust
Rank. Kpim Toro, BapTo npoananizyBaTu rioOanbHi TpEeHAM IHTEpHET-MapKeTuHry y B2B
CEKTOp1 Ta MPAKTUKHU MPOBITHUX KOMITaHI| Taity3i y CBITI.

AHani3 MOBEAIHKM LIIbOBOI ayAUTOPIi PEKOMEHAYEMO IMPOBOJUTH 3a JIOTIOMOTOIO
ONUTYBaHb, €KCMEPTHUX iHTEpPB’10. [IpOoBEIEHO OMUTYBAaHHS Cepel CIOXKHUBAYIB OKPEMHX
BU/IIB THYYKOT'O TaKyBaHHS (CTPETY-ILIIBKH, 110110J1€(DIHOBOI IUTIBKU Ta KJelKoi cTpiuku). Ha
Horo ocHOBI OyJ0 BH3HAYEHO OCHOBHI OCOOJMBOCTI MOIIYKY MOCTadyajbHMUKIB KII€HTaAMU
cexkropa B2B B InTepHeri. OnuTyBaHHS CIEUIATICTIB 13 3aKyMiBeslb MOKa3ajio, 110 KIIEHTH
cekTopa B2B uyTnuBi 10 HOBMHOK 1 MparHyTb OTPUMYBaTH iH(OpMaIlilo Mpo HHUX. Takox
CIiJI BIAMITUTH TEHACHIII0 10 aBTOHOMHOTO IMOIIYKY, TOOTO KIIEHT MpartHe 3I1HCHUTH
caMOCTiIMHUI BHOIp HAa OCHOBI aHaJIi3y PI3HUX JpKepen iHpopMallii, 1 JIMIIe MOoTiM 3BepTaTUCh
0 moTeHIiiHuX npoaasuiB. Kiientn B2B cexkropa nmpusHavaroTh 3ycTpid, KOJU MAaroTh
chopMyinboBaHy oTpely Ta 4iTKi BUMOTHU 10 NpoaykTy. KpiM Toro, y BUNaaxKy HeoOXiTHOCTI
3aMiHU MOCTaYaIbHUKA, HAMOUTBIIT KMOBIPHO, 3BEPHYTHCS O TOTO MOCTaYalbHUKA, Bl IKOTO
OTPUMYBJIU a00 3 SIKMM IOB’A3YIOTh SIKICHUI KOHTEHT.

Crparteriudi 11l 1HTEpPHET-MApKETUHTY HOCATh MIANOPSJIKOBAaHUN XapakTep Yy
BIJTHOIIEHHI /10 MapKeTMHTOBUX LiIed mianpuemctBa. Jlns BuOopy cTparerii iHTepHeET-
MapKETHHTY MPOMIOHYEMO BUKOPUCTOBYBATH, PO3POOJICHHI MATPUYHUIN IHCTpYMEHT (pHc. 9).

Jlnst 1iboro motpiOHO, Mmo-mepiie, BUBHAYUTH THIT MPOAYKTY Ui MOKYIIS — Y € BiH
CTpaTeriyHuM YW TakTHYHUM. [lig cTpaTeriuHuM MaemMo Ha yBa3l MPOIYKT, SKUH Mae
KPUTUYHE 3HAUEHHS JJIs Oi3HECY KIIi€HTa — KJIIOYOBE 00JIaiHaHHS, OCHOBHMIA BHJI CUPOBUHH.
BiamoBiHO TaKTHYHMIA TPOAYKT HE BIIIrpae TaKoi BaroMoi poJii y 013HEC! TOKYTIIIS.
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1. IToBTOpIOBANEHI

2. HenoBToproBasbHi

A. Crpareriuni

Xapaxmepucmuxa 83aemo0ii:

[Tomryk onTHMaNBEHOTO CIIiBBiJHOIICHHS
miHa/sKicTb. OTpIMaHHS HAWBHT1THIIIAX
yMoB noctaBki. KombiHatis onnaiia ta
oddaitH KOMyHIKaIlil B IIPOLIECi MTOKYTIKH
Cmpamezis

[IpencraBneHHs IPOAYKTY HA
pi3HOMaHITHUX ToproBux B2B
MalJJaHYuKaX.

Pesynomam

3amnur Ha J1igu

Xapaxmepucmuka 63aemo0ii

30ip peranpHOI iH(QOpPMAIIIT TPO MPOITYKT
Ta NMOoCTavaIbHUKIB OHNANH. OCHOBHI
eTany 37iiCHeHHs TOKYIKH o daitn
Cmpamezis

CTBOpEHHSI Ta MOIMNPEHHS SKiICHOTO
KOHTEHTY Ipo NpoayKT. [IpocyBanHs
SKCIICPTU3U KOMITaHi1

Pesyromam

3amnur Ha J1igu

B. Taktnyni

Xapaxmepucmuka 63aemo0ii

[oxyrens HagacTh TepeBary 31iHCHEHHIO
OCHOBHHX €TalliB IMOKYTIKH OHJIAWH, OKPiM
JIOTICTHKH Ta CepBicy

Cmpamezis

Buxopucrannas komOiHamii ctpareriit Al ta
A2.

Pesynomam

3amnur Ha J1igu

Xapaxmepucmuka 63aemo0ii
[Moxymens HagacTh mepeBary
3IHCHEHHIO BCiX €TaIliB MOKYIIKH
OHJIAMH

Cmpameczis

CTBOpEHHSI MOBHOI[IHHOTO iHTEPHET-
MaliTaH9rKa 32 IPUHIIAIIOM IHTepHET-
MarasuHy

Pesyromam

3nilficHeHa OKyIKa

Pucynok 9 — Marpuunuii iHCTpyMEHT BHOOpY cTparterii inTepHeT-MapkeTuHry B2B kommnanii

[To-mpyre, ciig BU3HAYHMTH, YU MPOAYKT HAJCKHUTH JIO MOBTOPIOBAHHUX, TaKUX, IIO
3aKyMOBYIOTHCSI Ha PETYJSpHIM OCHOBI, YM HEMOBTOPIOBAHUX (OJHOPA30BUX) MOKYIOK.
3aneXHO BiJ TOTrO, JO SIKOI KaTeropii MmoTparsisie ToBap, Oyle 3aJiekaTH XapaKTePUCTHKA
B3a€MOJI1 TOKYIISA 1 MpOJAaBLid, a TaKoXk MoBeldiHKa B I[HTepHETI (CHiBBIOHOLICHHS MiX
OHJIAMH Ta o¢¢IraiiH KOMYHIKAIII€I0).

BnpoBamkenHss  iHTepHeT-MapkeTMHry Ha  B2B  miampuemcTBi  HMOBHHHO
CYMPOBOKYBATHCH BIAMOBIIHUMH OpraHi3alliiHUMU 3MiHAMHU, SIK1 BIJIMOBIAAIOTh Cy4aCHUM
BHMOTaM BUKOPHUCTAaHHS IMX iHCTpyMeHTiB. Ha puc. 10 HaBeZileHO peKOMEHI0BaHy CTPYKTYpPY
¢axiBLiB, K1 NIATPUMYBATUMYTh QYHKI[IIO IHTEPHET-MapKETHUHTY B KOMIIaHIi.

KepiBHuk 3
MapKETHUHTY
1
| | 1
[TpoaakT CrieriayicTi 3 KOHTEKCTHOL
P AHamTUK pexiamu, SEO,
MEHEDKEPH

KOMipalTHHTY, AH3aliHY
Pucynok 10 — OpranizaniiiHa ckiasoBa QyHKIIT iIHTEpHET-MapKETHHTY

VY HaBeJleHI cXeMi poJib KEpIBHUKA BIAJAITY MAapKETHHTY TMOJArae y KOOpIHHALi
po0OTH KOMaHAM IHTEPHET-MapKETHUHTY 3 poOOTO0 BiAaLTy mpoaaxis. IIpogakT-meHemxepu
€ HoCisIMH 1H(opMaIlii mpo MPOAYKT, KIII€HTIB Ta PUHOK. AHATITHUK IOTYE JaHi s TPUHHATTS
pillieHb, aHajmi3ye KIEHTCHKUM JOCBiA, peanizye (QyHKIio BeO-aHamiTUKA. [pyma
CHeLIaJiCTIB BKIIOYa€E, B MEpIly 4epry, (axiBliB 3 KOHTEKCTHOI PEKIaMU Ta IOIIYKOBOT
onTumizanii caity. JlonmomixkHi QyHKIII BUKOHYE KomipailTep a0 KOHTEHT-MEHEKep, SIKUi
BIJIMOBiJa€ 3a MIATOTOBKY CTaTei, HOBHUH, BEAEHHS OJIOTiB, MiJTOTOBKY pPO3CHUIIOK
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€JIGKTPOHHOIO TIOMITOI0, @ TaKOX Ju3aiiHep, 10 (YHKIIOHATY SKOTO BXOJUTH MiATOTOBKA
BI3yaJIbHHX MartepiajiB — iHporpadiku, Bieo, 0 BiAMOBIAAIOTH (GipMOBOMY CTHIIIO, a TAKOXK
BeO-M3aiiHep, BIANOBIJAIILHUI 32 Bi3yalbHEe MPEACTaBICHHS BeO-caiiTy Ta Horo 103a0iiTi.

[Ipu BHOOpPI IHCTPYMEHTIB IHTEPHET-MAPKETHHIY CJiJ BPaxOBYBAaTH OCOOJMBOCTI
kiIieHTiB y B2B cekropi, a came, 110 BOHU 3BEPTAIOTHCS 10 MOCTAYaIbHHKIB, SK MPABUIIO,
SKIIO MATh NMPOOJIEMH 3 SAKICTIO MPOIYKIIii, YaCTO IIYKalOTh TJI00abHI PIIICHHS, TOBOJI
CKETITUYHI 1 MOBIJILHO 3MIHIOIOTh TOYKY 30DY.

OCHOBHUMH 1HCTPYMEHTAMH B 1HTEpHET-MapKeTHHTY /Uil B2B cekTopa € momrykoBa
ontumizanis caiity (SEO) ta koHTekcTHa pekinama. Bubip iHcTpymeHTy Oyne 3amexaru BiX
IiIJIEH Ta 9acCOBOT'O TOPU30HTY iHTEPHET-MapKeTUHTY. [lomrykoBa ontumizaiisi CauTy € OLIbIIT
CTpaTEeTiYHUM IHCTPYMEHTOM, ii peaiizalis moTpedye BUTpAT yacy, CTBOPEHHS KOHTEHTY Ta
PO3BUTOK Mepexi mocuianb. Lleil 1HCTpYyMEHT MigXOAUTh [UIsi MYJIbTUIPOIYKTOBUX
KoMmmaHii. CaM THCTPYMEHT BBaXKAETHCSI «YMOBHO» O€3KOIITOBHUM, A€ JJIs TOTO 100 BiH
3ampalroBaB, HEOOXIMHO 3MIMCHUTH IUIMK psJa BHUTpAT: po3poOKa Ta HANOBHEHHS CaWTy,
CTBOPEHHS KOHTEHTY, IJIaTa 33 IOCUJIaHHS.

KonTekcTHa pekiama gae pe3ynbTaT y KOPOTKOCTPOKOBIHM MEPCIEKTHBI, € IJIATHOIO.
Bona migxomuth Oinbime Ui MOHONPOAYKTOBMX KoMmmaHid. Cepex HETONIKIB  CIif
BI[3HAYUTH yIEepeKEeHE CTaBJIeHHS 10 iHdopMalii sK peKJIamMHOi, MpPOo IO, 30Kpema,
CBiAUaTh 1 pe3ynbTaTé onuTyBaHHs KiieHTiB TOB «Manym Ykpaina JIToy.

YouTube-kaHaia MOKHA PO3TJISIATH SIK OJJMH 3 CJICMEHTIB KOHTCHT-MapKETHUHTY, TaK i
OKpeMUil IHCTPYMEHT, SKHI MOKE TeHepyBaTH JIi TH.

Lli iHCTpYMEHTH IHTEPHET-MapKETUHTY BEAyTh MOTEHI[IHHOTO KJII€HTa Ha TIEBHY
CTOPiHKY caiiTy komnanii. OCHOBHI KpHUTepii aKocTi caifTy ans B2B kiienta — me 103a6imiti Ta
SIKICHE HaITOBHEHHsI B€O-CTOPIHOK iH(OpMaIli€ro mpo ToBap.

Habip iHCTpyMeHTIB iHTEpHET MapKeTHHry Komnanii B2B cexropa, Ha Hamy ITyMKy,

IOBHMHEH BKJIrOYaTH (prc. 11).
s
OnTumizariist iHpopMalii Ha caiTi
)

[MomrykoBa ontuMizaris canTy
) |

PerynsipHe oHOBJIEHHS iHpOpMaLil Ha caiTi
Posminienns crarreit Ha 30BHimHIX B2B mopranax
KonTeHT-1U1ad Ha MicALb

Poscunka e.]'[eKTpOHHO'l. IOLITH
Y 4

KonrekcTha pekiama
24

Pucynok 11 — PekomennoBanuii Habip IHCTPYMEHTIB IHTepHET-MapKeTuHry it B2B
KOMIaHii

OnepatuBHE  yNpaBIiHHA  IHTEPHET-MAapKETUHIOM  MIANPUEMCTBA  MOBUHHO
nepeadavyaT CTBOPEHHsI MOCTIHHOI CUCTEMH MOHITOPHUHTY Ta ONEPAaTHBHOIO KOPUTYBAaHHS.
JI1s1 MOHITOPUHTY BHKOPHCTOBYIOTHCSI Pi3HI IHCTPYMEHTH BeO-aHaNITUKH, 30kpeMa Rating
Google Serpstat, skuii 103BOJII€E MOPIBHATH MO3UIIT CaliTy KOMMIaHii 3 KOHKypeHTaMH. 3a
pe3yJibTaTaMl MOHITOPUHTY HEOOX1HO BXKHMBATH BiANOBIAHI Aii, Hanpukian, TOB «Manymi
VYxpaina JITo» Ha OCHOBI MOHITOPUHTY pe3yJIbTaTiB BKMBA€E Taki KOpUryrodi aii (tadum. 1).
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Tabmuus 1 — MOHITOPUHT Ta KOPUTYBAaHHS BUKOPHCTAHHS KOHTEKCTHOT pEKIaMu

[epiognuHicTh Kopurytoui nii

MMomicsams [Nepernsamati cTaBKH 3a KITIK Ta 32 HEOOXiTHOCTI KOPUTYBATH iX (HATIPUKIIA, SKIIIO
BTpaueHo Oinbie 10% mokasiB yepe3 HEMOCTAaTHIHN OFO/KET UM HU3bKY CTaBKY B
CTaTUCTHIII AyKIIIOHIB)

I[TeperasaaTi HOIIYKOBI 3aIIUTH Ta JOIMOBHIOBATH CITUCKU aKTyaJbHUX KIIFOYOBUX
CITiB Ta MiHyC-CIIiB

[[oxBapTanbHO JlomaBaTy HOBi OTOJIOIIEHHS Ta TECTYBAaTH KaMITaHii
Brocutyn 3MiHN Ha CTOPIHKU CalTy 3a]UIs TiIBHIICHHS TIOKA3HUKIB SKOCTI
lopiuHo MacmtaGHi KOpUryBaHHs Ha piBHI KaMIlaHiil (BUAalIeHHs HEMOTPiOHOTO, CTBOPEHHS

HOBUX I'PYII OT'0OJIOHICHb, IMTJIAHYBAHHS HOBUX KaMITaHii

CucteMy MOHITOPHUHTY pe3yJbTaTiB IHTEPHET-MAPKETHHTY POMOHYEMO MOCUJIUTHU 32
JIOTIOMOT'OF0 THCTPYMEHTIB KOJI-TPEKIHTY.

Hanpuknan, y TOB«Manyni Ykpaina Jitn» BrnpoBamkeHo nporpamy iStat24. Bona
JIO3BOJIA€ BIACIIKOBYBATH Ta 3alKMCyBaTH TeJIe(POHHI PO3ZMOBHU 3 KIIEHTAMU Ta IHTETPYETHCS
3 CRM cucremor. 3a paxyHOK pO3MIIIEHHS Ha PI3HUX JICHIWHTOBHX CTOPIHKaX Pi3HUX
HOMEPIB TeseOHIB, BOHA JTO3BOJISIE BU3HAYUTH, SKI 3 HUX € OUIbII e(DEKTUBHUMH. AHAII3
J3BIHKIB JIO3BOJISIE€ SIK OI[IHUTH POOOTY MEHEIKEpiB 3 MPOAaXy, TaK 1 OIIHUTH 3alUTH
MOTCHIIIHHUX KJI€EHTIB, iX moTrpebu. KpiM TOro, I TEXHOJIOTiS JO3BOJISAE OIlIHIOBATH
e(peKTUBHICTh pekyiaMu B [HTepHETI, ONTHMi3yBaTH Ha0ip MOUTYKOBHUX CIIiB.

JlJis ONTUMaNbHOTO PO3MOJIITY OFOJKETY MK 1HCTPYMEHTaMU 1HTEpHET-MapKETUHTY
MPOIMOHYEMO BHKOPHUCTOBYBATH 0araroliibOBy MOJEIh omTuMizaiii. Merta po3poOieHoi
€KOHOMIKO-MaTeMaTHYHOI MoJei OaraToliiboBOi onTumizamii — BHOIp KoMOiHAILi
IHCTPYMEHTIB 1HTEPHET-MapKEeTUHTY, 10 3a0e3neyaTh HaWBUIIMKA PiBEHb €KOHOMIYHOTO Ta
komyHikaitiiinoro edekry [10]. To6To HeoOXimHO 0OpaTH i3 CYKYIHOCTI AlIbTEPHATHBHHX
pillieHb HaWKpaumid nmoprdesib IHCTPYMEHTIB iHTepHeT-MapkeTuHry F(Xi), skuil Biamoinae
HACTYITHUM YMOBaM:

X = 1, axwo obpano i — muii nopmepens (1)
' 0, y npomunesicnomy eunaoxy

F(xi>=max(iaj £(x,) @

da;=1 a0 3)

iy G0 =min £ ()
j (%)= max f; (x;)—min fj(xi)'

(4)

ne, i — HOMep Habopy IHCTPYMEHTIB IHTEPHET-MapKeTHUHTY Yy CKJIaAl MOKIHBOL
MHOXKHHH TIOPTQEIiB iHCTPYMEHTIB iHTepHET-MapKeTuHry ( i=1,n ); ] — HOMEp KpUTEpito
ONTHUMAJIBHOCTI, BIIMOBIIHO JO SIKOTO OyJI0O OTpUMaHe ONTHMaibHe pimeHHs ( j=1,m);
f,;(x;) — MHOXWMHAQ YHMCIOBMX OLIHOK J-TOTO (YHKIIOHATy IO i-TOMY albTEPHATUBHOMY
noptdento IHCTPYMEHTIB iHTepHeT-MapkeTuHry; Fi(Xi) — ontumanpHuil i-THI TOpTQENs
IHCTPYMEHTIB 1HTEpHET-MapKETUHTY, OOpaHHil 3 MOXJIMBOI MHOXXMHM BHOOpPY L€l 3amaui;

H . - . .

f"(x;) — HOpMmanizoBaHe YMCIIOBE 3HAYECHHS -TOTO KPUTEPil0 3a i-TUM TOpThenem
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IHCTPYMEHTIB IHTEpHET-MAapKETUHTY; & — KOe(II[IEHT BaXIMBOCTI J-TOTO KPHUTEPIO
ONTUMAIBHOCTI.

3a  KkpuTepili  ONTUMAIBHOCTI  MPOMOHYEMO  BUKOPHUCTOBYBATH  IOKAa3HUKU
€KOHOMIYHOTO e(eKTy — BapTiCTh 3aJy4eHHs | KIli€eHTa, JOXiJl HAa OJHOTO KIII€HTa, Map)ka Ha
OJIHOTO KIJi€HTa, MPUOYTOK Ha | KIIE€HTa TOIIO Ta KOMYHIKAI[IHHOTO e(eKTy — 3arajibHa
KUTBKICTh BiJBIAYyBadiB, KIIBbKICTh BiBiAyBauiB, siKi nepeOyBajid Ha CTOPIHII MPOTATOM
MIEBHOI'O0 YacOBOTO IEpioay, KUIBKICTh BiABITyBadiB, SKI TEPETJISHYIU TEBHY KIJIbKICTh
CTOPIHOK, KIJBKICTh BiIBiAyBayiB, sIKi MIAMUCAINCS Ha PO3CHIKY HOBUH EJIEKTPOHHOIO
MOIITOI TOUIO.

OmnepartuBHy e(eKTUBHICTh IHCTPYMEHTIB 1IHTEPHET-MAPKETHHI MO>KEMO OILIIHUTH Ha
OCHOBI CIIBBIIHOIIIEHHSI BUTpaT 1 pe3ynbTaTy. Tak, Ha ocHoBi BuOipkm TOB «Manymi
VYkpaina JIto» 3a pesyiapTaramMu NpOJaxiB ManerooOMoTyBauiB 3a BepeceHb 2017 poky,
BH3HAYCHO, IO 3a Iei nepioa Oyso 3zailicHeHo 37 3BepTaHb BiJ 26 KOMITaHIM yepe3 KaHaIH
IHTepHEeT-MapKeTUHTY. B pe3ynprari Oyno 3aimydeHo 2 KIII€HTIB 1 3A1MCHEHO 2 MpoJaxki Ha
cymy 485599 rpu. (3 I1JIB). Mapyka 3a numu 1BoMa omepariisiMu ckiaia 74836 rpa. Butpatu
Ha IHTEpHET-MapKeTHHI 3a aHaiizoBaHwid mnepion ckinamu 3083,06 rpH. Bixmosimno,
peHTa0eNbHICTh BUTPAT HA IHTEPHET-MapKETHHT cKiana 2427%.

Jis  OmiHKKM e(EeKTUBHOCTI PI3HUX JDKepeN 3alnydeHHS Tpadiky MPOIOHYEMO
BUKOPHCTOBYBaTH METOJ KOPENSILIAHOTO perpeciiHoro aHamizy. 3arajlbHUNA BUTISL
KOPEJSAIIHHO-pErpeciitHOl MOIeIi MAaTHME BHTJISI:

Y=ax; +bx, +¢ (5)
e Y — KUIBKICTD KIII€EHTIB KOMIIaHIl;
X1 — KUIBKICTh BIJIBIyBauiB 32 paXyHOK OpraHi4HOro Tpadiky;

X2 — KUTBKICTh BiIBIyBa4iB 32 PaXyHOK PEKJIAMHOTO Tpadiky.

Jlana Mozens Oyna anpoOoBaHa Ha nanux TOB «Manyni Ykpaina JIta» 3a ciueHb
2016-rpynens 2017 poky. 3a nanumu TOB «Manyni Ykpaina JITa» oTpuMaHo Take piBHSIHHS
perpecii:

Y=99,54+0,06x1+0,02x (6)
OCHOBHI TIOKa3HUKH KOPEJSIIHHOTO-perpeciiuoi Mojen HaBeneHo y Tabm. 2. Tak,
KOe(]IIiEHTH MHOXHHHOI KOpessuii Ta aeTepMiHalii CBiAYaTh MpPO HAsBHICTb CEPEIHHOTO

PIBHS 3B’SI3KY MIXK 3aJI€)KHOIO 3MIHHOIO Ta (haKTOpaMHu.

Tabmuis 2 — [Toka3HUKU KOPESIiHHO-perpeciiiHol MoIei

ITokazHuk 3HaueHHs
KoedirieHT MHOKHHHOT KOpeJIsii 0,6504
KoediieHT MHOXHMHHOI leTepMiHanii 0,4230
CkopuroBaHuii KoedillieHT MHOKHHHOI ieTepMiHalii 0,3589
CraHjgapTHa HOMHUJIKA 19,97
KinbkicTh criocTepexeHb 23

[Toka3HUKHM SKOCTI KOE(]IIEHTIB KOpENALiHHO-perpeciiHOi MoJeNni y3arajJbHEHO Y
Tab. 3.
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Tabmuns 3 — Arani3 koe(ilieHTIB KOpesIiiHO-perpeciitnol Moaeni

[Noxa3HuKN Koedimient CranpmaptHa t-cratucTruka 3HavyIIicTh
TIOMMJIKA
KinmpkicTh KITI€HTIB, ¥ 99,54 18,8733 5,2741 0,00
KinmpkicTs oprarigHmx 0,06 0,0313 1,9055 0,0728
MIepexo/IiB Ha CaT, X1
KinpkicTh pexiIaMHIX 0,02 0,0191 1,3002 0,2099
MIepeXo/IiB Ha CaHT, Xo

Ha ix ocHOBI MO»@eMO 3pOOMTH BHCHOBOK, III0O OKpPIM HHUX, € TaKOX IHII Baromi
(dakTopH, AKi BU3HAYAIOTh KUIBKICTh KIi€HTIB. OJHAK 3 METOI0 OI[IHKM BIUIMBY IHTEPHET-
Tpadiky LS MOJenb MOXe OyTH BHKOpHCcTaHa. I[Ipo aaeKBaTHICTHP MOJEIl CBITYUTH
3HauymicTh Kputepiro dimepa (F=6,6; p(F)=0,007091).

OTrxe, Ha OCHOBI MOOYIOBAaHOI MOJENI MOXXEMO 3pOOMTH BHCHOBOK, IO TpH
3amydenHi 100 HOBUX BiiBimyBauiB BeO-caiiTy B cepenHboMy Oyne 3aidydeHo 6 KIEHTIB, a
npu 3anydeHHi 100 HOBUX BiJBiqyBauiB, 3aBASKA KOHTEKCTHIM peksiaMi KUTbKICTh 3aJIy4€HUX
KJI€HTIB cKiazne B cepeanbomy 2. ToOto, mis TOB «Manyni Ykpaina Jlta» 30inbmieHHs
opraniuHoro Tpadiky BiABiAyBa4yiB JO3BOJIUTH 3a0€3MEUUTH y TpUYl OUIBLIY KiTbKICTh
BiJIBilyBadiB y MOPIBHSAHHI 3 pEKJIAMHUAM TpaikoM.

BuCHOBKH 3 1aHOT0 JOCJII:KEHHS | MePCNEeKTUBY MOJAJbIINX PO3PO0OK 32 JaHUM
HanpsiMoM. [HTepHeT-MapkeTuHr Tpanchopmye B2B cekrop. Bin He nuiie mpornoHye HOBI
MapKETHHIOBl 1HCTPYMEHTH, ajie H 3MIHIOE€ CTPATEeTi4YHO BOPOHKY MPOJAAXiB, 1110, B CBOIO
Yepry, BIUIMBAE HA 1HIII aCTIeKTH AisUTbHOCTI MiAPHEMCTB, 30KpeMa, MOTHBALIII0 MEHE/KEPiB
3 mpoaaxy. Ilpu BuGOpi IHCTPYMEHTIB IHTEpHET-MAPKETUHTY CIIiJi BpaXOBYBaTH OCOOJIMBOCTI
kiieHTiB y B2B cekropi, a came, 110 BOHU 3BEPTAIOTHCS J0 MOCTAYaIbHHKIB, SK MPABUIIO,
AKIIO MaroTh MPOOJIEMH 3 SIKICTIO MPOAYKIIii, YacTO MIYKAIOTh INI00aIbHI pillIeHHS, TOBOII
CKENTHYHI 1 MOBUILHO 3MIHIOIOTH CBOIO TOUKY 30py. OCHOBHHMH IHCTpPYMEHTAaMH B IHTEpHET-
MmapkeTuHry st B2B cektopy € momrykoBa onrtuMizamis caidty (SEO) Ta KOHTEKCTHa
pexiama.

[Momanpn nocnipkeHHs OyayTh CIIPSMOBaHI Ha MOAENIOBAHHS ONTHMAILHOTO Hab0py
IHCTPYMEHTIB 1HTEpHET-MapKEeTUHTY MIJIPUEMCTB ceKkTopy B2B.
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Strategy and tactics of internet marketing of distributors on the B2B market.

The aim of the article. The purpose of the article is to investigate the features of Internet
marketing in the B2B segment on the example of the field of flexible transport packaging, to identify
the main strategic and tactical steps for its implementation in the distribution companies, for example,
Manuli Ukraine Ltd.

The results of the analyses. Internet marketing, which has traditionally been seen as a
marketing tool in B2C, is beginning to gain its position in the markets of industrial goods. According
to the results of the survey, it was found that when new material or equipment needs arise,
respondents first of all turn to search resources. It should be noted that respondents are very sensitive
to contextual advertising. More than half of them never go to pages labeled as advertising, and
another 38% less trust the information on such pages. The most optimal way of obtaining information
from their supplier is 85% of respondents called emails. With regard to content that is interesting to
customers, then 92% of respondents would like to receive information about new products.
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To choose an internet marketing strategy, we suggest using the matrix tool developed by us.
To do this, firstly, determine the type of product for the buyer - whether it is strategic or tactical.
Under the strategic we mean a product that is critical to a customer's business - key equipment, the
main kind of raw materials or materials, etc. Accordingly, the tactical product does not play such a
significant role in the buyer's business. Secondly, it is necessary to determine whether the product
belongs to recurring products, such as those procured on a regular basis, or non-repetitive (one-time)
purchases. Depending on the category of goods falls, the characteristics of the interaction between the
buyer and the seller, as well as the behavior on the Internet (the relationship between online and
offline communication) will depend on the product.

The main tools in Internet marketing for the B2B sector are search engine optimization (SEO)
and contextual advertising. The choice of tool will depend on the goals and time horizon of Internet
marketing. Search engine optimization is a more strategic tool, its implementation requires time
consuming, content creation and the development of a network of links. This tool is suitable for
multiproduct companies. The tool itself is considered "conditionally” free, but in order for it to work,
it is necessary to make a number of costs: the development and content of the site, the creation of
content, the fee for the link, etc. Contextual advertising results in the short term, it is paid. It is more
suitable for mono-product companies. Among the shortcomings should be noted biased attitude to
information as advertising

Conclusions and directions for further research. Based on our research, we can conclude
that gradually Internet marketing transforms the B2B sector. Not only does it offer new marketing
tools, but also strategically changes the entire sales funnel, which in turn affects other aspects of
enterprise activity, in particular, the motivation of sales managers. When choosing Internet marketing
tools, customer specificities in the B2B sector should be taken into account, namely that they are
turning to suppliers, as a rule, if they have problems with product quality, are often looking for global
solutions, are rather skeptical and slowly change their point of view. The main tools in Internet
marketing for the B2B sector are search engine optimization (SEO) and contextual advertising.
Further research will be aimed at modeling the optimal set of Internet marketing tools for enterprises
in the B2B sector.

Keywords: internet marketing, B2B sector, organic search, contextual advertising, market of
flexible transport packaging.

Haoitiuno 0o peoakuii 7 Bepecus 2018.
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Myxauiscokuii Oepoicagnuil yHisepcumen
(Myxaueso, Yxpaina)

CYYACHHUM CTAH IHTEPAKTUBHO-TH®OOPMAIIMHOI'O 3ABE3ITEYEHHSI
TPAHCKOPAOHHOTI'O CIIIBPOBITHHUIITBA B KAPITIATCBKOMY
€BPOPEI'TOHI

Y mayxosiu cmammi 3pobnena cnpoba Ooocaioumu iHopmayiliHo-KOMYHIKAYItIHI 8iOHOCUHU
Yxpaina-E€sponeiicoxuti Cows y ix npuxopOoHHux mepumopisx. /[na auanizy ocmanHb020 010
0bpano 3a 06’ekm docnioxcenus Misicpecionanviy Acoyiayito mpancKoOpOOHHO20 CRIBPOOIMHUYMBA
n’amu kpain ([lonvwa, Cnosauyuna, Yeopwuna, Pymynia ma Ykpaina) — Kapnamcoxuii €8popeioH.
B xommexcmi ybo2o 3a ocHo8y 00cniodcenb cyuacHozo iHgopmayitiHozo 3abe3neuents 6yi0 06paro
MEMOOUKY OYIHKU NOOYO08U MPAHCKOPOOHHUX OH-1AUH HAAM@POPM HA OCHOBI THCMPYMEHMIE
iHmepakxmugHo2o mapxkemunzy. B pesynvmami nposedenoi diacHoCmuKy 8UA6IeH] NPOOIeMHI NUMAHHSL
yughposoeo iHopmayiiHo2o PO36UMKY OKpeMux HayioHanibHux npeocmasHuyme Kapnamcvkozo
€8popeziony, wo 6 c6010 uepzy 6NAUBAE HA eQeKMUBHICIb MPAHCKOPOOHHO20 CRIBPOOImHUYmMea 01
Cy0 €KMiB-yHACHUKIE OAHO20 MINCPELIOHAILHO2O YMBEOPEHHSL.

Kitouosi cnoBa: Kapmarcekmii €BpoperioH, TpaHCKOPIOHHE CHiBPOOITHHIITBO, HAIiOHATBHI
MIPE/ICTAaBHUIITBA, IHTEPAKTUBHUI MapKETHHT, OH-JIAlH TIATHOPMHU.

DOI: 10.15276/mdt.2.4.2018.4

IlocTtanoBka mpobiemMH B 3arajJlbHOMy BHIVIAAI Ta il 3B’A30K 3 Ba'KJIMBUMU
HAYKOBHMH 200 NPAKTHYHUMM 3aBJaHHAMU. EdexTiBHE BUpILIEHHS NPOOJIEMHUX NMUTaHb
B TPAHCKOP/JOHHUX pPErioHax JBOX 1 OUIbIIE CyMIXHUX Jiep’KaB — Ha PiBHI TpoMajiu Ta Oi3Hecy
— Ha ChOTOJHI TEPEBAKHO 3aJIeKUTh BiJ HasBHOro iH(popMaliiiHoro 3abe3meyeHHs LHX
NPUKOPJOHHUX TepuTopid. TpaHCKOpIOHHa MapKeTHHroBa 1HGopMalis HeoOXiJaHa:
KepiBHUKAM CTPYKTYPHHX HiZPO3]iTiB 00JIACHUX Ta MICLEBUX OpPraHiB BJIAAM (30KpeMa Ipu
po3po011i MPOTHO3IB Ta MpOorpaM COIIaJbHO-€KOHOMIYHOTO PO3BUTKY PETIOHIB B yMOBax
€BPOIHTErpalliiHUX IMparHeHb KpaiHW); MPOEKTHUM MEHEPKEepaM HEypsIOBHUX Oprasizamii
(mpu po3poOIl IPaHTOBUX NPOEKTIB TPAHCKOPJOHHOTO CHIBPOOITHHUIITBA); MEHEIKEpaM
KOMITaHi{ (3a/17151 BUBUEHHSI CTaHY CIIOKMBUYHUX, TOBAPHUX, IAPTHEPCHKUX UM KOHKYPEHTCHKHX
3aKOpPJOHHUX PUHKIB).

Ha cporogni cdepa indopmariitnoi nudpoBoi €KOHOMIKH CTa€ TEMOK OaraThox
JTUCKYCIi HE TUIbKH BITYM3HSHUX, ajie ¥ 3aKOPJOHHUX CTPYKTYp YOpaBiiHHS, Oi3HECy Ta
rpoMajchKocTi. | TOMy OCHiIKEHHST HAsIBHOIO MEXaHI3MY TPaHCKOPAOHHHX 1H(OpMaIiiHUX
BITHOCUH B I€piOJ] CTaHOBJEHHS LU(POBOrO PO3BUTKY CYCIIJIbCTBA — HaOyBa€ 3HAYHOI
aKTyaJIbHOCTI.

© 2017 The Authors. This is an open access article under the CC BY license
(httn://creativecommons.ora/licenses/bv/4.0/)
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AHaNi3 ocTaHHIX JocaifxkeHb i nyOuaikamid, B SIKUX NOKJIAJEHUH TMMOYaTOK
BUPilIEHHIO JaHoi mpoOjeMu i Ha ski cnupamTbess aBTopu. KoHuemniii po3BUTKY
TpanckopjonHoro cmiBpoOitHuuTBa (TKC) 13 BHKOpHCTaHHSM MAapKETHHTOBOTO Ta
iHpopMaIiHHO-KOMYHIKAIIIHTHOTO ~ MEXaHI3My  JOCHIIKEHO B  Tpalsgx BYeHHX: A.
Nommuchkoro, O. [Tactepnak, C. XKykosa, 1. Kpasuis, €. Marsees ta C. Ycruua [1-6].

AJle BaXXJIMBO 3BEPHYTH yBary i Ha BUEHUX, AKi 3aKJIaJal0Th (PYHIAMEHT B PO3BUTOK
HAYKOBOI KaTeropii inTepakTuBHOTO (1IM(pOBOro) MapkeTunry, a me: 1. Uyuxka, C. ursmenko,
M. Oxkmnannep, O. Amkina, 1. [lenqpko, O. ®omin, C. KoBansuyk, O. KoBinbko, 1. JlicoBchkHid,
B. Ckinpko [7-11].

Bupinennss HeBHpilIeHMX paHille 4YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NPHUCBAYYEThCS CTATTHA. BiqMiTUMO, 110 B HAYKOBUX MpaIsiX YKpaiHCHKUX Ta 3aKOPIOHHUX
BYCHUX 3 IMUTaHb PO3BUTKY TPAHCKOPJOHHOTO CHIBPOOITHUIITBA, MIKHApOAHOTO Ta
PETiIOHAILHOTO MAapKETHUHTY BIJICYTHI €MIIIpUYHI JOCTIIPKCHHS IIOAO BHUSBJICHHS CTaHY
iHpopMamiifHOr0  3a0e3MeYeHHsT  30BHIIIHBOCKOHOMIYHOT — TiSUTBHOCTI  pETiOHAIBHHUX
MPUKOPJOHHUX TEPUTOPI B KOHTEKCTI MapaMeTpiB IHTEPAKTUBHOTO MAPKETUHTY.

@opMy./TI0BaHHS MeTH CTaTTi (MOCTaHOBKa 3aBAaHHsA). B naHoMy HaykoBOMY
JOCTIIPKEeHHI J1IarHOCTyBaTUMYThCS HasiBHI LudpoBi 6a3u ganux Kapnarcekoro €spoperiony
(K TpuKIa; MDKHapOAHOI perioHanpHOI cmiBopami — YkpaiHa-€C), 3aans BUBYCHHS
BUKOPHUCTAHHS HUMU MTapaMeTPiB IHTEPAKTUBHOTO MApKETHUHTY.

BukisiajeHHs1 OCHOBHOr0 Marepiajy IOCTiI’KEeHHS1 3 NMOBHHUM OOIPYHTYBAHHAM
OTPUMAHHUX HAYKOBHX pe3yiabTarTiB. EmmipuuHa Moaens AOCTIKEHHS MapKETHHTOBUX
napaMeTpiB HAITOBHIOBAHOCTI TPAHCKOPJIOHHUX CalTIB Oyze moOyaoBaHa 3a cxeMoro puc. 1.

Konrent mnardopma: IHTepHeT Un iHTEpaKTHB

2

MoBHUI KOMIIOHEHT CauTy

\’

InTepakTuBHI 6J10KM (HACMUEHICTh 3aIIOBHEHHS])

%

Temaruka Ta aynutopis cauTy

)

®doHoBa Ta LIIbOBA iHPOPMALLis

\/

[TpucytHicTh iHPOpMALiITHOT 6331 B COLIATBHUX Mepexax

\’

Yacrora oHOBNIECHHS 1H(OpMaIlii

Pucynox 1 — EMnipuuna cxema OIiHIOBaHHS [TapaMeTpiB iIHTEPaKTUBHOTO 3a0e3MeYeHHs
TPAHCKOPAOHHUX €BPOPEriOHATbHUX CalTIB
Jlxepeno: aBTopcbka po3poOka
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OcHoBHOW0O ocobnuBicTI0O MixperionanpHoi acomianii «Kapmarcekuii €Bpoperion»
(KE€) € te, mo eauHoi 0a3m maHuX Ui 1 °SITH KpaiH Hemae. lle BBakaeTbCs HEIOJIKOM,
OCKIUIBKHA TPAaHCKOPAOHHMN CAalT MOBHHEH OyTH iH(GOPMOBaHMM MIJisi BCiX HPUKOPIOHHHUX
perioHiB nmaHoro o0 ’eaHaHHsA. ChOTOAHINIHI BEO-CTOPIHKH, SKI OyAyTh B IOJATBIIOMY
JIOCITIZKYBATHCS, 30PIEHTOBAHI JJ1sl BHYTPIlIHIX HarioHanbHUX yuyacHukiB TKC (tabum. 1).

Tabmuus 1 — [nrepakTuBHO-1HPOpMAaLiiiHA MepeXka HalllOHATBHUX MpencTaBHUITB KE

Ne Haspa on-naitn miatdopmu Enextponnuii pecypc
/I
1 E€spoperion «Kapnatn — Ykpaina» http://euroregionkarpaty.com.ua/
2 Kapriatcekuit €spoperion [Momnbima http://www.karpacki.pl/euroregion-karpacki/
3 Kapnarcekuit €spoperion CrioBauunna http://www.ker.sk/-0-zdruzeni
4 Kapmnarcekuit €Bpoperion YropiiuHa http://www.carpathianeuroregion.org/mukodesi-
terv.html
5 Kapnatcekuit €Bpoperion PymyHis http://www.tradecarp.com/uk/index.html

OTxe, B JOCH/DKEHHI OpaTUMyTh Y4YacTh HamioHaJTbHI mpeacraBHUNTBa KE —
Vkpaina, [lonpma, CinoBayunna, YropimHa, PymyHis, a Takox po3poOieHUil MOIbChKO-
YKpaTHChKUH 1H(pOpMAaIliHHO-cTaTUCTHIHUHN Kiactep «[HpocTaT»

€spoperion «Kapnatu - Ykpaina» — 1e oH-naiiH miardopma, 6a3a JaHUX SKOi
CIpsMOBaHAa Ha MIATPUMKY iH(popMariiitHoro 3abesneuenHs 3 nutanb TKC st opraHiB
MICIIEBOTO CaMOBpsIyBaHHsA Ta ix oO0’eqHaHb B 3akapmnarcbkii, I[BaHo-DpaHKiBCHKIH,
JIpBiBChKil, UepHiBelbKiit oOnactesx (puc. 2).

{ Hosas skaaaka x y@ Komrakt

<« C 10 | ® euroregionkarpaty.com.ua/2010-03-.

IHdopmauiliHi pecypcm

€Espoperion Kapn:

o . [Ad: p 11 42896284]
couiauii opranis micesoro
# Kapnaty — Ykpaita>
t;

apnar

TNosigomnenus LOCAL
(&9 DEVELOPMENT

amaiTh

OF THE CARPATHIAN
EUROREGION

G -

KAPNATCbKA MEPEXXA
MICLIEBHX FPOMAA

Pucynok 2 — [HTepakTHBHI MapKETHHTOBI MapaMeTpu caiiTy €Bpoperion «Kapnatu-
VYkpaina» [12]

K.B. I'ecedows. Cyuacnuil cmat inmepaxmusHo-iHhopmMayilinozo 3abe3neuenis 59
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Haii0inpim moBHO iH(poOpMaliiiHy BeG-MepeKy MOXKHA JOCHIAWTH, MPOaHali3yBaBIIN
IHTepaKTUBHI OJIOKH Ta PO3AUIH JAHOTO CalTy

bnok «EBpoperion Kaprnatu» mictuts 4 po3ainu (mana K€, nanionansai opranu K€,
JIOKYMEHTH Ta YKpaiHChbka HalioHasbHa pana KE), mepmri Tpu 3 SKUX MarwTh BiJICYTHI
iHpopmaniiiHi Marepianu. B ocTaHHbOMY pO37isli MOXKHA O3HAHOMHUTHCS 31 CKJIAZIOM pasH
HalllOHAJIBHOTO MpeacTaBHUNTBa KE, MOT0KEHHSIM PO paay Ta iX MPUHHATI pilieHHS (Kl
BOCTAaHHE BUCBITIEHi 3a nepiox 2009 poky).

biiok «<AOMC «EBpoperion Kapmaru-YkpaiHa»» MICTUTh JIaHi PO NPEICTABHHUKIB
pPETiOHAIBHUX Ta MYHIUNAIBHUX 4YWICHIB JAHOTO 00’e€MHAHHS (B 3aKOPIOHHIN MPaKTHUIl Ha
OCTaHHIX TaKOX € MOCHJIAHHS y BeO-pekuMi JUisi OUTbII MOBHOTO O3HAHOMJICHHS TOTO YU
iHmoro uiena 3 po3Butky TKC), opranizaiiiina cTpykTypa yrnpaBiiHHS Ta 3BiTHA JTiSUIbHICTb
3a BC1 pOKH (PYHKITIOHYBaHHSI.

bnok «JlocmimkeHHs, aHaniTUKa» MICTUThH iHGOpPMaLiiHI MaTepiany, sKi OB s3aHi 3
CTpaTerisiMy, NporpaMaMu, IUIaHaMM  II0AO0  COLIAJbHO-€KOHOMIYHOTO  PO3BUTKY
npukopaonHs. [IpoTe 3a3HaveHi myOuikamii CKOHIIEHTPOBaHI CyTO Ha JIbBIBCHKO-TIOJIBCHKHIA
TPaHCKOPJOHHUI perioH (mraH Ta mnporpama peam3auii IIporpamMu TpaHCKOpPAOHHOT
crniBnpani Moctucekoro paiiony ta [lepemunibcpkoro moBity Ha 2015-2020 pokwu; cTpaTeris
PO3BUTKY pEKpealiiHOro Typu3My TOJbCbKO-yKpaiHChbkoi yacTuHu  Kapmarcekoro
€BpoOperioHy; cTparterisi TPaAaHCKOPIOHHOTO CIiBPOOITHHUIITBA JIIOOIIHCHKOTO BOEBOJCTBA,
JIsBiBCcbKOi OOmacti, Bonuucebkoi obnacti ta bpectebkoi obmacti). [ndopmamniitai gani TKC
11010 1HIMX obnactel ykpaiHchkoro K€ BHUCBITICHHS, Ha Xallb, He MatOTh. [[ist mpukitany —
3akapnarcbka o0jacTe TakoXX € akTUBHUM YydacHHKoM TKC, onHak iX aHaJITHYHUX
MartepialliB He BUCBITJIIOIOTH B HamlioHasHOMY nipeactaBHUNTBI KE. Ha caifti 3akaprnarchkoi
obOnacHOi pagu MicTUTbesa iH(OpMAalLis 1I0A0 icTopli chiBIpami 3 KpaiHaMu cycigamu, ix
MOTOYHUI CTaH (Yepe3 Ha3BHM peali30BaHUX MPOEKTIB Ta ix po3mip dinancyBaHHs). Ha caiiti
3akaprarchbkoi  obnmacHOi  JAep)kaBHOI  aaMmiHicTpamii y  po3aun  «TpaHCcKOpAoHHE
CHIBpOOITHUIITBO» B3arajli HisIKMX JaHUX 3 LOTO HE BHSBIEHO. TOMY BHCBITICHHS BCiX
nporeciB TKC mono ycix o0nacreit Ha oH-naiiH iatdopmi «EBpoperion Kapnaru-Ykpaina»
€ Jy’Xe BaXJIMBUM KOMIIOHEHTOM, TOMY IO BiH JUIsl IBOTO 1 OyB CTBOpEHUHN 1 (PYHKIIOHYE
6mu3pko 10 pokis.

bnox «KoHKypcH Ta rpaHTH» MICTUTH 1HQOPMAIIIIO II0JJ0 TAKUX OTOJIOIIEHb: IPAHTOBI
OporpaMM 3 TOBHOLIIHHUMHM TEXHIYHMMHU XapaKTepUCTUKaMH; HabOpy €eKCIepTiB 100
MPOEKTHUX IHIIIaTUB MICIIEBUX KapHNaTChbKUX TPOMaj; MOHITOPUHI TPAaHTOBUX MpOrpam Ta
KOHKYPCIB; KOHKYPCH OCBITHIX Ta KYJIbTYpHUX OOMiHIB.

bnox «IHCTpyMeHTH cHiBIpali» MICTUTh HACTYIIHI PO3/IUIH:

1. «Papga Kapnarcekux Mac-menia» — METOI SIKOi € peanizallisi CHiUIbHHX 3aXOJiB
II0JI0 CHOPHUSHHS PO3BUTKY YKPaiHCHKO-TIOJIBCHKOI CIIBIpaIli Mac-mefia Ha TepUTopii
Kapnarcekoro €Bpoperiony Ta iHiliFOBaHHS HOBMX CHUIBHUX 3aXO[iB. 3aBIaHHS: MIPOMOLs
imei, 6auenns 1 micii KE€; peamnizaiis 3axo/iB, ki MalOTh Ha METI PO3BUTOK CIIBIIpAIll Mixk
Mac-Mejlia 3 IPUKOPJIOHHUX TEPUTOPiil; opraHizallist HaBYaHb, KOH(EpeHLiH, )KypHaTiCTChKIX
0OMIHIB; MPOMOLISl KyJbTYpH, MUCTETBA 1 TPAJULIN MPUKOPIOHHUX PETiOHIB 3 TIOBArol0 JI0
KYIbTYPHUX BIJIMIHHOCTEW; CIIBHOpalsd Mac-Media 3 IHIIMMH HAliOHATHHHUMH  Ta
3aKOPJAOHHUMU 1HCTUTYIIISIMHU.

2. «Mepexa MICLIEBOTO PO3BUTKY YKpaiHChKO1 yacTuHM Kapnarcbkoro €Bpoperiony,
JI€ MICTUTBhCS 3arajbHa (QoHOBa 1H(OpMalis NPO METy CTBOPEHHS JAHOTO MPOEKTY —
00’€THaHHS areHIliil PerioHaTLHOTO/MICIIEBOTO PO3BHTKY Ta HEYpPSIOBUX OpraHizailii, 1o
3aliMalOTbCsl THUTAHHAMU  MICIIEBOIO/PET1IOHANIBHOIO  PO3BUTKY  YKpPaiHChKOI  4YacTUHU
Kapnarcekoro €Bpoperiony 3apaad MIATPUMKU CHUIBHUX 1HILIATUB Yepe3 CTBOPEHHS
1aThOpMH /ISl IOUTMPEHHS KPAlIUX MPaKTUK 3 TTUTaHb MICIIEBOTO PO3BHUTKY Ta BUPOOIICHHS
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CHUTPHMX WIAXOMIB JIO MIATPUMKH IHII[IATUB MICIIEBUX TpOMajJ, B TOMY 4YHCII 3
BUKOPHUCTAHHSM 1HCTPYMEHTIB TPAHCKOPJIOHHOI Ta MIKpErioHaIbHOI cmiBmpaii. Takum
YMHOM KOOPJIMHATOP MEpexki — Acoliallisi OpraHiB MiCLIEBOTO CaMOBPSIyBaHHs «CBpOpErioH
Kapriatu — VYkpaiHa» NOponoHye ydYacHHMKaM Mepexi: mpodeciiiHi KOHCYJIbTaIil IS
NPEJCTaBHUKIB arcHIii perioHaJbHOrO/MICIIEBOIO PO3BUTKY 3 IUTaHb CTPATEriuHOrO
IUTAaHYBaHHS, MPOEKTHOIO MEHEIKMEHTY; HaJIaroJKEHHs MapTHEPCTB 1 TPaHCKOPAOHHOT
CHiBIpalli; CTBOPEHHS Ta (PYHKLIOHYBAHHsS OpTraHizaliidi Ta BIPOBAPKEHHS TI'POMAJICHKUX
IHIIIaTUB; HAJAHHS MATPUMKH (TeXHIYHO1, (DIHAHCOBOI Ta aJAMIHICTPATHBHOI) IS peanizamii
HIIIaTUB areHIill PeriOHaTbHOT0/MICIIEBOTO PO3BUTKY; MPOBEIEHHS TPEHIHTIB, CEMiHApIB,
HaBYaHb 3 THUTaHb CTBOPEHHsA Ta (YHKIIIOHYBAaHHsS arcHIii perioHaIbHOT0/MiCIIEBOTO
PO3BUTKY Ta BIPOBAKCHHS TPOMAJICHKUX 1HIIIATUB.

brox «TpaHckopoHHE CITIBPOOITHUIITBO» MICTUTh MYyOJiKaiiHUN MaTepial IMIoa0
ctparerii TKC JlwoOmiHchkoro Bo€BOACTBa, JIbBiBChbKOI oOmacti, BommHChKOI o00nacTi,
bpecrcbkoi obmacti, iHGOpMamiiHUKA MacuUB JaHMX SKHX BXKE ITOBTOPIOBABCSA B 0ol
«JlocmiKeHHSI, aHATITHKAY.

[mi 6noku «EBpomneiicbki honan», «HopmaTtuBHO-ipaBoBa 6azay», «OrojoUmICHH
BXKE TPUBAJIMI Yac HE MalOTh iHPOPMALIHHOT HATTOBHIOBAHOCTI.

B 3aranpHOMy Ha caiiTi € MOXIUBICTH 3B’si3aTHCS 3 O(QIicOM YKpaiHCHKOTO
npencraBHuITBa KE depe3 enekTpoHHyY MomrTy ado 3aco00M BUXOAY B COIIAJIBHY MEPEKY
DeiicOyK.

OTxe, 3 KOHTCHT-aHAJi3y BHUSBICHO, MO iH(OpMAaIiiiHa CIPSIMOBaHICTh BEO-
wiatdopmu ykpaiHcbkoro K€ 3HaxonuThCcs Ha HEBTIMIHIN TO3UIII1, 30KpeMa:

— OH-JIaliH TIaTGOopMa HOCHTH IEPEBAXHO CHPSMOBAHICTh [HTEPHET MapKETHHTY.
[HTepakTUB TaKOX MPUCYTHIMN, aJie 3 BIIHOCHO HU3bKUM B1JICOTKOBUM BiJHOIICHHSIM;

— MOBHHUH KOMIIOHEHT CalTy MOOYJOBaHWA TUIBKH JUISI YKPaiHCBKOi CTOPOHU
€BPOPETIOHY;

— pO3/1iiH IHTEPaKTUBHUX OJIOKIB HE HACHYeHI iH(popMaIli€o;

— TeMmMaTHKa caiTy MicTUTh I1H(OpPMAII0 3araJbHOOITIAIOBOTO XapakTepy 1
NpU3HAa4YeHa I O3HAHOMJICHHS OpraHaM MICIIEBOTO CaMOBpPSIAYyBaHHS Ta HEYPSIOBUX
TPOMaJICBKUX OpraHi3allii;

— HasiBHA TEPEeBaXXHO 3arayibHa (hoHOBa 1HGOpPMAIIS MPO €BPOPETIOH, HIXK IIIHOBA
(Buxoas4uu 3 mocIimKeHHs 6m3bpKko 75% Ha 25% BiAMOBIAHO);

— € HasiBHI TIOCUJIaHHS Ha COL{AIbHY Mepexy Yy (elcOyK Ta € MOKIUBICTh JUINTUCS
JaHO0 1H(OPMAIIIEI0 B COIIaNbHIN OH-JIalH MEepexi;

— 4acTOTa OHOBJIEHB: JyKe piaKo (1-2 pa3u Ha MicAllb, a AESKl CTOPIHKH BXKE POKaMHU
HE OHOBJTFOIOTHCS ).

Acounianis Kapnarcbkoro €spoperiony I[loabma — 1e mmpoka HOMEHKIIATypa
iHpopMallifHUX TNPOJIYKTIB B OH-TAH MNPOCTOpi 100 TPAaHCKOPAOHHOI  CIiBIpaLli
TEpUTOpiAJIbHUX CYO’€KTiB ympaBimiHHS Ha Tteputopii Ilinkapnarcekoro BoeBoacta Ta
CYMDKHMX TMPHUKOPJOHHUX perioHiB CioBauunMHM Ta YKpaiHu. 30KpeMa, 3a3HaueHHil BeO-
MOpTaJ MICTUTh HACTYIHI IHTEPAKTUBHI OJIOKH MI)KpPET10HAJIbHUX TPAHCKOPJIOHHUX BIAHOCUH
(puc. 3).

broku «KE€» Ta «lcropis €Bpoperiony» MICTATh 3arajibHy XapaKTEPUCTHUKY IOAO
YTBOPEHHS JaHOr0 00’€lIHaHHs, WOro NnepeayMoB, HAIlIOHAJBHUX CTOPIH B I'ATH KpaiHax,
CTaTyTHI Ta OpraHi3alliifHi TOKYMEHTH.

brnox «HamionaneHi BeO-caliTu» HaBeleHa iHQopMallis MO0 YCTaHOB, SKi
MPEJICTaBISIIOTh CTOPOHU I’ siTH KpaiH K€ (micTo 3HaxomkeHHs odicy, Homepu TenedoHIB Ta
(dakciB KOHTaKTHUX OCI0, €IEKTPOHHA TOIITA, MOCWIAHHA Ha CAlTH, 3arajibHi JaHi 1100
TJIOMII TEPUTOPIi Ta YUCEITHHOCTI HACETICHHS).

K.B. I'ecedowt. Cyyacnuii cmam iHmepaxmugHo-iHhopmMayitinoco 3abe3neuenHs 61
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A » Kapnatchkuit espoperion 14 ‘DOHAH eC

Kapnatcbkuit Ka PnaTCbKUH €BPOPErioH MoNsCLEC-CNI0BALLK MIKDO-TIPoE
i EG VA 2014-202
€BpOperioH Kapnatcekuii €epoperion Gye cTEopexuit 14 mioToro 1993, konu eiH [eGpeuenom INTERREG VA 2014-2020

NPEACTABHMKIE PETiOHANBHOI  ENAfM  MOMbCHKMX —NPUKOPAOHHI  PaHOHM, Monecsko-Criosausk Mikponpoe
CnoBayyuHa, YropuMHa i YkpaiHa nignucand yrogy npo  CTEOPEHHA ETC 2007-2013
MixperionansHoi acoliayii Kapnatcekoro EBpoperiony.

IcTOpiA EBPOPETIOHY

MNenbebio-0iNopyCLRo-yKpaTHE b

3arankHi faHi o .
- . . napac cnoKoBNK NPOEKT HA 2007

¥ TOR yac clisnpauR B mewax EBpoperichy, mka Gyna CTEODEHA 3 METCR

HaujoHankHi sed- 3ANOYETHYEAHHA TA POIBKTRY, THMEANA 3 PIZHUMM TEMNAMA TA 3 DISHUMM BE3YNETATAMA. poki

cainTu Lle CynposoL#yBaNoCA NONITHUHIMK, EKOHOMIUHMY, OMHICTOATHEHIMK, OBiZHAHUMM = INTERREG llIA
Ta 0COOMCTUMK 3MiHaMK. [TpOTe, CBIOYHTE NPO Te, WO BCi HAWoHansHi GOKY, HaneXaTL = Dapa

€8poperioHn B no Kapnatcekoro €spoperioHy (toSto. Monbwa, CnosayyuHa, YpaiHa, YroplwHa,

Monbwj PYMYHIR) BWCMOENIOIOTE BOMK Ligl CRIENDAL € ToW (akT, Wo E5DOPErioH, HE3Eaau
Ha Oarato npodnem, MyHKUIOHYB3HHA, CTBODIIYM BCE HOBI | HOBI MNOWMHI CMNLHOT > KapnaTChKa Mapka

yTOAM.
. ) = Lo rake mapka Kapnat?
B 0aHMWit Yac nnowa eBpoperiody oxonmioe Gnu3sko 154 000 kM2 i Hacenexa noxag 15
MMH. Yonosik. YacTuHa KapnaTcekoro €BpOperiony DOITALLOBAHA HA CXIIHOMY KOPAOHI
MonklLi, AKA € 30BHILUHL0R KOP4OHOM Eaponeickkoro Coway. Tomy, Gepydn 0o yEark = PEKNAMHO - HAEHANEHAR HinbnM
Ty DONs . AKY CEPODETOH 3yCTDIYAE MO¥HA CTEEDIWYEATA | WO & HAWGMKHOMY = POBCHA MAFTHEFIB
MaltdyTHEOMY B0Ha Oyae Bce Ginblu saxnuenn, Wod Boryn Monswi 0o Eepongicskoro
COR3Y Y HAC € MIET ANA KpalK , Ak 33NMLLEHTECA 33 MEXaMI

= [lepeBary cmienpai

» LLiBeiiLapcLKi rpaHTH
FOMOBHOW OCOBMMBICTIO KapnaTiskoro £8poperiody, B NPOTATOM 0arats0x POKIE CBOET
OIANEHOCTI BOHA GYNa BIACYTHICTE KpUAMYHOT ocolk Ax COwzy B LINOMY, TaK | OKDemix
A0r0 HALJOHAMEHMX NAETIA. TaKAM YWHOM, BM3HAYSHHA KapnaTceKoro €BpOpErioHy €
MONTHYHUM, %04a CTaTyT Cowdy BHIHEUAE HOro TEPHTODIAMsHUA AIaNaseH Ta onucye
oprakizallifiHy CTYETYRY.

» [panToBi hoHaK - onuc

= [JOKyMEHTH N7 33SEHTEHEHHA

Mnowa Kapnatcekoro EBpoperioHy:

Monswa:

Mnowa nogkapnaukom ofnacTi i padody mMywiuunanshix  LTatie  Acoujauii « Llini i NpMnyLyeHHA
KapnaTcoro €BpoperioHy MOMbLL

Yepala,

oBnacTy ofnacTeil (BoeBoAcTEa): JIbBIE, 3akapnaTTR, [BaH0-DpaHKIBCkK Ta YepHiaLl

CriosausMHa: P |HCTPYMEHTU

DerioH KoalH (20eB0NCTED). MDE30BINCHHD | KOWMUEKMIA. @ TaxoX 0GNacTe VDRLIS KDAIH-

= Pananporpam

Pucynok 3 — [HTepakTHBHI MapKETUHTOBI MMapaMmeTpu caiity Kapnarcekoro €Bpoperiony
[Tonpima [13]

brnox «EBpoperionn B Ilonbuii» MICTUTH OLIBII HayKOBO-1H(OpMaliiHUI MacuB
JAHUX, IKUH CTOCYEThCSA:

— BHU3HAUEHHS Ta JIETAJbHOIO pO3’CHEHHA TMOHATh Ta MexaHi3MiB TKC,
€BPOPETIOHAJIBHOTO CHIBPOOITHUIITBA, Acolliallii €BpONEeHChKIX TPUKOPAOHHUX PETI10HIB;

— HassBHUH (p1HAHCOBHI MEXaHI3M €BpOPErioHaIbHOI CIIBIpALli;

— JIOCJIIJIKEHO CTBOPEHHS 1 QYHKIIOHYBaHHS €BpoperioHiB y [Tombuii.

bnok «®onnu €C» MicTuTh 1HOPMAIiiiHI PO3IUIHN 1110/10:

1. Tlombchko-cnoBanpbkux Mikpo-npoekTiB INTERREG VA 2014-2020, ne momana
iHbopMallisi IIOAO MpOorpaM  IOJIbCHKO-CIOBAIBKOT  NMPHKOPAOHHOI  TepuTopii, sKa
HIATPUMYBaTUMETbCS MPOEKTAaMU B Tajly3l OXOPOHU 3J0POB’S Ta PO3BUTKY MHPUPOIHOI 1
KyJBTYpPHOI CHAJIIMHU, PO3BUTKY TPAHCIOPTY Ta MiJBUIIEHHS SKOCTI ocBiTH. IlonoBuHa
nporpamMuux ¢GoHaiB (61m3pK0 77,5 MIIH. €Bpo) Oyze 1HBECTOBAaHA B 3aXHCT, MIPOCYBaHHS Ta
PO3BHUTOK PECypCiB HaBKOJHMIIHHOIO CEPeAOBHUINA 1 KyIbTypHOI cnaqmuuu. Cyma maiixe 56
MUIBIOHIB €BpO OyA€ CHPUSATH PO3BUTKY JTOPOKHBOI 1HOPACTPYKTYpH, IO MOKPALIUTH
3aB’s130k MK [lompmiero Ta ClioBau4MHOIO 1 3 TpPaHC €BPONEHCHKOIO TPAHCIOPTHOO
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Mepekero. B ramysi ocBiTH i porpaMu OyayTh 311HCHIOBATHCS 32 PaXYHOK TPAHCKOPIOHHHUX
CIUIBHUX TIANPUEMCTB 3 TpodeciifHOi MiArOTOBKH, CHPSIMOBAHOCTI Ha ajamTalliro
npodeciiiHOT OCBITH O BUMOT NPHUKOPAOHHOTO PUHKY Ipalli Ta O4iKyBaHHS POOOTOJABIIIB,
SIK1 TIPAITIOIOTh B i TaiTy3l.

2. Ilonbcpko-CrnoBarpki Mikpo-mipoektd ETC 2007-2013, e onucaHo, sKi MPOEKTH
HEMPUOYTKOBOTO XapaKTepy MiATPUMYBAIUCS B JaHIA Mporpami: oOpraizamis CIUIBHUX
KyJbTYpPHHX 3aXOMiB (HApUKJIaa, MaliCTepHI, apT-KOHKYPCH, BUCTAaBKH, (DECTHBAJII); OXOpOHA
Ta 30€epe’KeHHsI KyJIbTYypHOI CHaJIMHU; BHJIABHUYA AiAbHICTB, o cupusie TKC y pizHUX
chepax (Hampukian, po3poOka myOmikaiid, Opomryp UM KaTaJoriB), iHQopMaliiiHa
JISITBHICTD: BEO-CalTH, IMCTIBKU, OpoITypy Ta iHPOpMAaIIiifHi JTUCTIBKH, iHPOpMAaIIiitHi TadJIo,
Oanepu, adimm, pamio- Ta TeNEBi3iiHI HMpOrpaMu; CTBOPEHHS MEPEX CIIIBIIpali MUIIXOM
PO3BHUTKY I1HCTUTYIIHHUX 3B’SI3KIB MK COIIQJIBHUMH, €KOHOMIYHUMH, KYJIbTYPHUMH Ta
IHIIMMH OpTraHi3aIlisIMU.

3. Tnmi mocunanns Ha po3aiu «I10abChKO-01710pYyChKO-YKPATHCHKUI MapacoIbKOBHMA
npoekt Ha 2007-2013 poxm», «INTERREG IIIA» ta «PHARE» wmictuThCs anamorigyHa
iHdopmalist 10 TomnepenHix po3naimiB. 3a3HadeHa iHQopmarliiiHa 6aza Oyne mnepeBakHO
nikaButH cy6’exra TKC, sxuii BU3HAUATHME HANPSIMOK PO3POOKH MalOyTHHOTO MPOEKTY B
KOHTEKCTI BUPIIIEHHS MPOo0OJeM MPUKOPAOHHOTO PETIOHY.

bnok «Kapnarceka mapka» — 1ie iHhopMamiifHO-IpaKTHYHA Mepeka II0I0 CTBOPEHHS
«kapnarcbkoro OpeHay». Ha cporogni Hemae pg00pe MNpPOAyMaHOro TYpUCTHYHOIO
MPOCYBAHHS PETIOHY, KU BOJIOAIE BCIMa SKOCTSAMHU, OO CTATH OJHUM 3 HAWIOMYJISPHIIINX
TYPUCTUYHMX HAIPSIMKIB Yy €BpOIIi.

Croronni Ha kapTi €Bponu HANBIAOMIMIKM 1 TMONYISPHUM TipCBKUM PAHOHOM €
Anpnu. Bonu Bxe 6arato pokiB MpuBaOIIOIOTh TYPUCTIB, IPOMOHYIOYH iM BiJIMIHHI YMOBH
JUTSL TIPOBEJICHHS 3MMOBUX BHJIIB CIIOPTY, @ TAKOX T1PCHKUX MOXO/IB. 3aBASKH IIbOMY KpaiHH,
AK1 mpuiierti 1o AnbIl — € OaraTiuMu, iXHI MEIIKaHIll MaloTh poOOTy, a MiANPUEMIII MAIOTh
YMOBHU ISl pO3BHUTKY. Sk 1e Moske BimOytucs B Kapnarax? 3aBasku TpaHCKOPAOHHOMY
CHIBPOOITHUITBY 00’ €HYIOUYM CHJIM Ta PECYPCH, MOKHA MOOYAYyBaTH OJIHY MOTYKHY MapKy
periony — Kapmnaru .

IndpacTpykrypa anbmiicbkuX CXWIiB, OETOHHUX CTEXKOK Ta YyJOBOIO MapKETHHIY
JUISL CydaCHMX TYpPHUCTIB OLjIbIlI€ HE J1a€ TaKO1 HACOJIO/IM, HA BIIMIHY BiJ] MICTUYHOI KYJIbTYpPH.
A Kapnatu — 1e MICTMYHHMIA MPOCTIp, BEJIWYE3HUHM KYIbTYpHHUH MOTEHLIan, KOTpUH MoOKe
HaJaTH TypHCTaM 3HAYHUN eMmouiiHuil edext. ToMy, SKIIO MPaBWIHLHO OpraHi3yBaTU CUITY
TKC, to K€ mae Bci nmepeBary, mo0 craTh cepio3HUM KOHKYPEHTOM sl AJBII Ta iHIIUX
perioniB €Bpornu. Kapnatu moBHHHI BIANOBIJATH OYIKYBaHHSIM Cy4YaCHUX MaHJIPIBHUKIB.
OpuH perioH 3 M’ATH HalllOHaJbHOCTEH. BiH MOBUHEH BIJIPI3HATH TYPUCTUYHI MPOJIYKTH Ta
MOCITYTH BiJl 30BHILIHBOTO CBITY, 3aBJISKH YoMy HajgacTb K€ cyTTeBo Bmi3HaBaHUI OpeH] Ha
CBITOBOMY PHHKY TYPUCTMUYHHMX Nociyr. TypuctuyHa mpomno3uiis openny «Kapmatu» Oyne
3aCHOBaHA Ha PEANBbHUX, TPATUIIIMHNX TIepeBarax perioHy, Takux, K KUBa KyJIbTypa, 3BHYai,
HPUPOJIHA TOCTUHHICTh, MIiCIIEBa KyXHS, 11aJeKTH, KOCTIOMHU, My3HUKa.

KitouoBum enementom ocobuctocti «Kaprnarcekuit OpeH1» € 30aTHICTh MO€AHYBAaTH
MICTMYHI SKOCTI 3 TPOCTOPOBHMH, BPaXKAIOUUMHU JaHAmApTaMU, MHUPHUMH Ta
BIJIOKpPEMJICHUMH MICIISIMH, PiJIKO BIIBIyBaHHUMHU JIFOJbMHU Ta OaraTUMH TPAIUIISIMH TOPSTH.

VY naHomy Oiomi Takoxk mMojaHa iH(opMarlis MoA0 mepeBar A KOKHOTO Y4acHUKa
TKC, sxuii obepe HampsIMOK B KOHTEKCTI PO3BUTKY KapHarcbkoro Typusmy. Haitbinbin
SCKpaBi IepeBaru NpoCTeXYIOThCS B:

— MANPUEMITIB: MOMJIUBICTh BKITFOUEHHS BJIIACHOI MPOAYKIIIT Ta MOCTYT B MPOTO3HILIFO
Openny «Kapmatu» Ha OCHOBI cepTH(]ikallii; MiATPUMKA TPEHIHTIB Yy cdepi MapKeTHHTY,
NOB’sI3aHUX 3 pPO3BUTKOM Kapmarcekoro OpeHay, pekiaMHa MiATPUMKA, IO OXOIUTIOE
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0araTOCTOPOHHIO AiSUTBHICTh HA MIKHApOJHOMY DiBHI B 0araTbOX iHHOBAIIMHUX (opmax;
JIOTIOMOTa y 3aJIy4€HHI PUHKIB 1HO3€MHHX MpoJaxiB A pipMoBux npoayktiB Kapnarcekoro
OpeHny B paMKax MOJITHKH MDKHapogHoro cmiBpoOitHunrea K€ Ta BuKOpuCTaHHS
MIATPUMKHA  TMPO-CKCIIOPTHUX MEXaHI3MIB; peKjIaMHa IIATPUMKAa OI3HECYy B paMKax
iHpopmaiitnoi monituku Kapnarcekoro 6penny;

— HEYpSIJIOBHX OpTraHi3alliif: MOXKJIMBICTh 3HAXO/KCHHsS MapTHEPIB JUIs CHIBIpalll B
Kapnarax ta Anpnax; moxumBicTe Opatu y4yacte y Kapmarcekomy ¢opyMi HEypsimoBHX
opraizamii — miuaTopMu AN CHIBIOpall KaprnaTChbKUX HEYPSJAOBUX Oprasizaliiii;
MOYJIMBICTh €KOHOMIi Ta Komepliamizanii MisJIbHOCTI HEYpAJOBHX OpraHi3amiii Ha OCHOBI
y4dacTi B 6i13Hec-moeni Kapmarcpkoro Openny;

— 7S TWAPO3IUTIB TOCTIKEHb Ta po3po0OK: CIIBIpans 3 yCTAaHOBAMH Y 3IIHCHEHHI
HAyKOBO-JIOCHIIHOT  JISUTbHOCTI; MOXJIMBICTH — cHiBmpamioBatd 3 Kapnarcbkumu Ta
ANBIIACPKUMU TIAPTHEPAMH  JIOCHIKCHh B AJbMilicbKo-KapnaTchbkoMy TYpUCTHUYHOMY
KJIacTepl 3HaHb; MOXKJIUBICTh BUKOPHCTOBYBATH JOCBiA 1HO3eMHUX mapTHepiB K€ B ramysi
OCBITH Ha BCIX PIBHSAX, OCOOJHMBO B KOHTCKCTI aJamnTallii OCBITHBOI MPOMO3HIIi 10 MOTped
PHUHKY Iparii.

KoxHi 3 mepepaxoBaHMX BHIIE KaTErOpiii OTPUMYIOTH BIAINOBIJHI «IIAKETH MiJBI»,
JOCTYN 10 SIKUX MOXKIIUBUN MiCIs MiAMUCAHHS BiAMOBIAHOTO JOTOBOPY (AN FOPUIUYHHUX
0ci0), a00 BUKOHAHHS YMOB 1 IIPEICTaBICHHS CBOET 3asBU (151 (i3UIHUX OCi0).

Jana iHdopmaris Ta OLIbII IVIMOLIMI ONMUC AaHOi CHIBHpall ONUCAHUN Y BUILE
3a3HaYeHOMY iHTepakTHBHOMY Ooni «KapraTceka Mapkay 3 mocmianasam Bifgeo B YouTube
(puc. 4) Ta Ha TYPUCTUYHUI caiiT (puc. 5).

& > C ) | & 3awmweno | https;//www.youtube.com/KarpackiP! g
= B3YouTube"" BeepauTe 3anpoc Q B O OA Qy

4* Stowarzyszenie Euroregion Karpacki Polska BoinonMcAHE 2 A M
> 1 NOANUCHUK

rNARHAQ

Pucynok 4 — Indopmartiiiai oco6mmocti K€ [Tonbemia B mepexi YouTube [13]
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Pucynok 5 — Typuctuunuii caiit K€ IMonpima [13]

InrepaktuBHuil Onok «llIBelinapchki rpanTu» € iHGopMmaliero npo GOHAM Ta iX
MOCIYTH, $IKI OTPUMYIOTh CEKTOPH TPOMAJICBKOCTI, YCTAaHOBU Ol3HEcC-cepeloBUIA Ta
MICIIEBUX OpraHiB BJIaJM — B paMKax MpoeKTy «MocTH anbmiiicbkoi KapnaTcbkoi criiBopari»:

— O3HaWoOM4l TOI3/IKHM, TOB’s3aHI 3 HAJIArOJKEHHSM CITIIBIpAlll 3 €BPONEHCHKUMH
napTHepaMH, B KOHTEKCTI OOMIHY JOCBIIOM Y Taly3i €KCHOPTY MiCLeBOI NPOIYKIIii,
MDKHAPOJHOTO €KOHOMIYHOTO CIHIBPOOITHULITBA, PETIOHAIBHOTO Ta MICHEBOTO MPOAYKTY
YIpaBIiHHS;

— oprasizauis 3axofiB, MOB’S3aHUX 3 IMPOCYBAHHSAM MPOAYKIIi pPErioHajIbHOro Ta
MICIIEBOTO 3HAU€HHs, OXOPOHM HABKOJMIIHBOTO CEpEeNOBHINA 1 30€pexeHHs KyJIbTypHOi
CHA/IUHU PETIOHY;

— CHpUSHHS PO3BUTKY pPETIOHAIbHUX, TPAJAUILINHMX Ta E€KOJIOTIYHHMX TOBapiB s
MITPUEMITIB.
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IarepaktuBuuii  Onoxk  «Kapmarcekmit  T'opuzont 2020» €  iHdopmaniiiHo-
PO3’ICHIOBAIBHOKO TIAT(HOPMOIO MPO HEOOXIIHICTh AaHOi Mporpamu, ii IiIl Ta cTparerii.
CrBopenHs 1€l mporpaMu Oysi0 3yMOBIIEHO THUM, IO Iepiof (iHAHCOBOTO MPOTpaMyBaHHs
TKC na 2007 - 2013 poku He npuHIC popuBy. MixperioHansHa Acomiaiis «Kapnarcbkuit
€Bpoperion» sK am0iTHa TOJITHYHA IHINIATHBA TAaKOX HE TMPHHECTa KOHKPETHUX
pe3ynbraTiB. Tomy ctBopeHHs Pagu 3 mporpamu ctpateriunoi konuenuii «Kapmarcbkuit
[opuzont 2020y, AKHii € TOpaAuuM OPraHOM y CKJIaJi MOJITHKIB, €KCIIEPTiB, MPEACTAaBHHUKIB
cBiTOBOi Hayku Ta Mmexia 3 Ilompmi, CnoBauunnu, Ykpainu ta PymyHii Mae HagaTu Oinblie
BU3HAYEHHS II0/I0 MPAKTUYHUX HANPSMKIB Jid, CIPAMOBAHUX HAa COLIAIbHO-EKOHOMIYHHMA
po3BHUTOK KapmaTchkoro perioHy, BKIOUYAOUH MATPUMKY AisIbHOCTI MA «KEy.

bnok «IHCTpyMeHTH criBIpani» MiCTUTh HACTYITHI PO3ALIH:

1. Kapmarcbke ATEHTCTBO PETIOHATBHOTO PO3BUTKY — Ii¢ iHGopMarliiiHa miargopma,
gKa € OJAHMM 13 TpPOSBIB HOBOI acomiamii momo iH¢opmamii Ta NPOCyBaHHS MONITUKA
Kaprnarcekoro €Bpoperiony mixk Ilombmero Ta CroBauunHoro. Ils opranizarmisi 30mpae
¢axiBuiB 3 pi3HUX cdep, KOTpi OepyTb ydacTh y HOJiTHLI po3BUTKY Kapnarcekoro
€BpOpETiOHY. Ines cTBOpeHHsI Mepexki MOB’sA3aHa 3 HEOOX1IHICTIO BHUSBJIEHHS Ta MOOLTi3amii
JIOICBKUX PECYpCiB U 3aBIaHb, IO BHUKOHYIOTbCS €BpOperioHoM. Y Mexax OH-JIAiH
w1aTrGopMu ICHYIOTh TEMaTHYHI PO3AUIN (HANpUKIAA, TYpU3M, OXOPOHA HABKOJIMIIHBOTO
CEPeIOBUINA, IMiIPHUEMHHUIITBO), Y AKIH €KCIIEPTH Ta CICMIiaiCTH HAJAAIOTh KOHCYIbTAIlIHI
nocnyru. [lnardopma criBpoOITHULITBA CTBOPEHA 3 1HILIATUBY OJHOTO 3 TOJIOBHUX MapTHEPIB
Kapmarcekoro eBpoperiony [lonbiia — Buimoi mkonm TeXHOJIOTIT Ta eKOHOMIKH B SIpocinasi, a
Takoxk HaykoBoro Mixuapoanoro Konemxy nianpuemuuntsa ISMPO CrnoBauunnu. Mertoro
JIOTOBOPY € CTBOPEHHS KJIACTEPa, J0 SKOTO 3alpOINYIOThCS TEPUTOPIaIbHI CaMOBPSTyBaHHS
K€, iioro ycranosw, 1o 3aiiMaroThcs 013HECOM, Ta TPOMAJIChKI acoIialii.

2. Mepexa wmict Kapnatcekoro €Bpoperiony (SMEK) — me imest momo cTBOpeHHs
TPAHCKOPAOHHOI BEO-CTPYKTYpH, sika OyJie CIPUSTH PO3BUTKY CIIBIpALll 3 MyHIIIUIIATITETAMU
Kapmarcekoro €Bpoperiony. Ha cporogni 3a3HaueHa imess TpPOXOAUTH pO3pOOKYy Ha
HOJILCHKO-CJIOBAIIbKOMY KOPJIOHI.

3. Kapmarcekuit ¢opyM HEYpsIIOBHX OpraHizailiii € BiIKpUTOIO iH(OpMAIifHOIO
dbopMmoro cmiBmparli, e BiIOyBa€ThCS BHCBITICHHS TaHUX II0JI0 TUIAHOBAaHUX HAIPSMKIB
JiSIBHOCTI, OOMIHY JOCB1JIOM, KOHTaKTiB, IPOCYBAHHSI XOPOIIUX MPUKIAAIB 1HCTUTYLIHHOI
cniBnpani B K€, opranizanii 1ijI0BUX 3ycTpiuel, TPEHIHTIB, ceMiHapiB 1 Kpyriux ctoiis. Lle
CBOTO POy «KJIyO» HEYpsSIOBUX OpraHizamiil s CHIUIKYBaHHS 3 METOI BHPIIICHHS
NOTOYHUX TNpoOJeM I0AO0 TMPaBHIBHOI MAISIBHOCTI B KOHTEKCTI TPaHCKOPAOHHOTO
yIpaBIIiHHS.

Otxe, oHn-maiiH margpopma Kapmnarcekoro €Bpoperiony B Ilonbmii € BHCOKO
1H()OPMOBaHOIO MEPEKEI0 TPAHCKOPAOHHOrO cmiBpoOiTHULITBA. Lle mpocTexyeTbes 1 uepes
pe3yabTaTd Ounbll e(pEeKTUBHUX MPOEKTHUX iHimiaTUB B ycix ydacHukiB TKC (MicueBoro
CEKTOpa, TPOMaJICLKOr0, O13HEC Ta HayKOBOro). ToMy, MpoaHasi3yBaBIlM IHTEPAKTUBHI OJIOKU
K€ INonpmma, Mu 3poOMIIn Taki BUCHOBKH:

— 3aCTOCOBY€ETHCSA KOMIUIEKCHUI IHCTPYMEHTapiil IHTEPaKTUBHOTO MApKETUHTY;

— MOBHHUI KOMITOHEHT CaiTy MmoOyJOBaHWN MOBaMH, MPU3HAYEHUMH SIK JJIs KpaiH-
YYaCHHUIb €BPOPETIOHY, TaK 1 aHIJIINACHKOIO (1100 MOTJM KOPUCTYBATHUCSA MPEICTaBHUKU
IHIIKUX €BpPOpETioHiB €BpoIN);

— IHTepaKkTHBHI OJOKM HAacH4Y€HI PI3HOCTOPOHHBOK  1HPOPMAIIED MO0
perioHanbHOro po3BUTKy Ta TKC, a TakoX MaroThb MOCHJIAaHHS Ha OKpeMi Creliaii3oBaHi
caiftu K€ (Kapnarceka mapka, Kaprnarceke AreHTCTBO PETriOHAIbHOTO PO3BUTKY TOIIO);

— TeMaTHKa CaiiTy BCECTOPOHHS B KOHTEKCTI TPAHCKOPJIOHHOTO PO3BUTKY PErioHiB, Ta
IpU3HAY€Ha JJIs BCIX 3aI[IKaBIEHUX KOPHCTYBaYiB;
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— CalT MICTHTh NEpEeBaXHO WLUIbOBUH HampsM iH(opmalii, a Takoxk ePEeKTUBHO
po3po0bieHy (POHOBY MO KOKHHMX IHTEPAKTUBHHUX OJIOKaX CauTy;

— e mocwianHs Ha mepexi YouTube ta Facebook;

— 4acTOTa OHOBJICHb 3-4 pa3u Ha MiCSIIIb.

Kapnarcekuii €Bpoperion CJioBay4MHa — B KOHTEKCTI IHTEPAaKTUBHOTO
3a0e3neveHHs € IHPOPMaILlIMHUM MTOPTAJIOM, JaH1 SIKOTO MOXKHA JTOCHIIIUTH Yepe3 BUCBITIICHI
MaTepiajau B HACTYMHHX OJI0Kax (puc. 6):

[ Karpatsky euroregién Sic X

< C O |® wwwkersk/-aktuaine & %

Go gle & Nepeseneno Ha yxpaunckuii(v) | Mokasats ucxoaHsI TekcT | Hactpoiikn ¥ | [X]

Choroani B ueTBep, 7 Yepana 2018 p. | Kapra caiTy n G yrpauHcknit | ¥

Vitajte na strankach zdruzenia Karpatsky euroregion Slovensko!
Welcome to Carpathian Euroregion Slovakia

npo Acoujaiio  unewn  kowTakTh  [okymewtuTa MyBnikayi  enacTu  uaprep

8 Ceiiuac roguHy napTHepn MIATPIMYyBaH poeKTH MicTa cena ®oTo Ta sigeo Manepes MOCUMNAHHSA OBGos'A3Kose POSKPUTTA

B Cenvac roguHy

i B Hbil i POGOT HaA HOBOK CTpaTeriim
KapnaTtckka €EpOM-Ha-oHY

Tocne A20X POXM IHTEHCIBHOT POGOTETE EKCTEPTHUIL TPYT 3 CTPAH-NAPTHED, UTO
Hapoa HoBe GaueHi nojani IcHysaWMA MDKHAPO[HOIMO npoekty Kkpocy-
Kapnatcekuit €spoperion (KEP) - neplwit W Haitinswero €spoperiona s
LieHTpansHOMY ¥ cxigsoro Espone.

Byn npoekTHeT i EUROVELO 11

B pesynsTate peanu3auMu nNpoexT Gyn pO3pOGNEHO NPOESKTHET AOKYMEHTaLin
senoTpakcnopty EUROVELO 11 Ha TPOX KaaacTposix TepuTopis Kolwiliekoro
Kpaio

Pucynok 6 — [npopmaniiinuit nopran K€ — Cnoayunna [14]

1. «Ipo Acomiamito», Jae BiIoOpaxaeTbcs 3arajbHa XapakTepuctuka MA
«Kapnarceknii €Bpoperion» Ta ioro HalioHaJIbHOTO IpeAcTaBHULTBA B CI0BaYuUHI;

2. «Unenn», B SIKUX PO3MINIYEThC iH(OpPMAIlis MPO paiioHHW, MiICTa Ta TPOMAJICHKI
opranizauii Komrinpskoro ta [IpsimiBcbkoro kparo 3 iHGoOpMamiiHUMU JaHUMH KOHTAaKTHUX
0cio;

3. «/loxymeHnTu 1 myOmikarii», e MOKHAa O3HAHOMMTHUCS 3 HOBUHAMHU Yepe3 KypHall
«IIpukapnarrs-CrnoBayurnHa» (ocTaHHIA Homep BHUcBITIIeHMH B 2015 pomi), iHII pi3HI
BipTyasibHI Opolnypu (3aMKH, HapoJHa apXiTeKTypa, MiCTa 1 ceja, IIEHI'eHChbKI BOpOTa), Ta
crpareriuauii 1okymMeHT po3sutky TKC (K€-2020);

4. «Bnaga» — nokaszaHa XxapakTepUCTHKa OpraHi3aliifHoi cTpykTypu yrpasiiHHsi KE —
CrnoBavunHa;

5. «IlinTpuMyBaHi IPOEKTH» — PO3TIIAHYTA 3arajbHa XapaKTePUCTUKA 110 KOXKHOMY 13
peanizoBaHux poekTiB (10 2015 poky);

6. «MicTa cenay, e moJiaHa OrjsioBa TypUCTUYHA iH(OpMaIlisl TEPUTOPI;

7. «Dotro Ta Bimeo Tranmepes», «llocunanusa», «OOOB’S3KOBE OMPHIIIOTHCHHS,
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«ApXiB», TOCUIaHHS Ha Mepexy «DeicOyk» € mycTUMH 1HPOPMALIHHIMH CTOPIHKAMH.

OTxe, 3 KOHTEHT-aHANI3y BHUABJICHO, IO I1HGOpMAIliiiHA CIPSIMOBAaHICTh BeO-
iatdopmu ciaoBapkoro KE 3Haxo1uThes B HE3a10BUIBHOMY CTaHi, 30Kpema:

— OH-JIalH IUTaTGOpMa CIIPSIMOBAaHA CYTO Ha [HTEpHET MapKETHHT;

— MOBHMI KOMIIOHEHT CalTy MoOynoBaHMH SIK JUIA KpaiH €BpOpErioHy, Tak i1 B
aHTIIChKOMY Ta HIMEIIbKOMY (popMari;

— PO3/LIH IHTEPAKTUBHUX OJIOKIB HE € HACHYEHUMH iH(OpMaIli€lo;

— TEeMaTHKa CalTy MICTUTh iH(QOPMAII0 3aralbHOOTIISIOBOTO XapaKTepy Mpo
nisttpHICTh KE Ha croBarpkil ctopoHi B pamkax TKC. Ilpusnauena s 03HaAMOMIICHHS Oy/Tb-
SIKAM 3alliKaBJICHUM CTOPOHAM;

— HasBHAa NEPEeBAXHO 3arajbHa (OoHOBa iHGOpMaLis, HDK LIIbOBA (BUXOISYH 3
nociipkeHHs 01u3bko 90% Ha 10% BiAMoBiAHO);

— € HasBHI NMOCWJIAHHS Ha COLIAJIbHY Mepexy y (elcOyk, mpore HIsIKMX JaHUX He
BUCBITJIEHO;

— 9acToTa OHOBJIEHB 3 2015 poKy BiACYTHSL.

Yropceka opranizanis «Kapnarcbkuii €Bpoperion Acouiaunii perioHaJbHOro
PO3BUTKY» B KOHTEKCTiI cUCTeMH iH(popMaIiiftHoro 3ade3nevyeHHs: B Mepexi [HTepHeT, € oH-
JalH IaTOPMOIO, CIPSIMOBAHOK HA PO3BHTOK TPAHCKOPJOHHOTO CIIBPOOITHHIITBA uYepe3
npucyTHi 0a3u JaHWX Ta MOMJIMBOCTEH MEpeKeBOi B3aeMofii yepe3 iH(opmamiiHO-
KOMYHIKAaI[iiiHI BIZHOCHHU 3 KpaiHamu ywacHuusmu. OfHAK, aHa MOJENb € MOJIIOHOI 10
CJIOBAIbKOi, OCKIJIbKM IHTEpAaKTUBHI OJIOKM HOCATH CyTO 3arajbHy iH(OpManiiHO-
PO3’SICHIOBAJIbHY CIIPSIMOBaHICTh (pHUC. 7).

{ Hosas skiaaka %Y [ Kérpatok Eurorégié

& C 1} | ® www.carpathianeuroregion.org/mukodesi-terv.html B &

Karpatok Eurorégié g« Karpatok Eurorégiéé
FTUY . ’ - « . 1 < . .
Nemzetkozi Titkarsag Regiondlis Fejlesziés

~ Hivatalos W«zboldal

— Mikodési terv

]\"‘"P'““k Eurorégié A Karpatok Eurorégiéért Regionalis Fejlesztési K6zhaszni Egyesiilet 3
Z S Miikddési Terve g
Nemzetkozi Titkarsag Reg] is Fejlesztési
a ozhasznu Egyesiilet
® A nemzetkozi titkarsigrol 1z{Bevezaths 8
"Az egyesilet mikodési terve bizalmas adatokat tartaimaz, az ga,mle I
® Bemutatkozis d let 2 ® Alapszabaly
® Szervezeti felépités szemelysl Bdyes : : ® Miikodési terv

® Ki kicsoda?

X eltéré  barmely yéb felhaszndldsa az esilet  vezets
® Tanicsilés tisztségviselGinek kozos e ve nélkil barmilyen formaban tilos."

aszniisagi
i je elentések
® KE nlapualw’ll_nl Az egyesiilet Karpatok Eurorégidért Regiondlis Fejlesztési Kézhasznid
teljes neve: Eq et
® Nemzeti felek I T————
) Miikédési teriilete: K: tok Eurorégié Magyar Tagozatanak mikédés
® Magyar nemzeti f¢l il

Ta sock Székhelye: 4400 Nyiregyhdza, Hosok tere 5.
® G ABOIsAg0 Tel./fax: +36 42 312 603

oo Elérhetéségek:
® Munkabizottsigok www.carpathianeuroregion.com
® Stratégiai fejlesztési program Alopitas:éves

zattal rendelkezd, kézhaszni

dalmi szervezet, amely célkiti

ak oOnkéntes tarsuldsdval jott létre, és
demokratikusan —wfoga‘ot‘ alapszabaly szerint mdkodik.

"BR

® AEBR A Karpatok Euroreglo interregionalis egyii iikodési szervezet
e EMR Magyar T i beliil é itett “"Karpatok
Eurorégi6ért Regiondlis Fejlesztési Kozhaszni Egyesiilet”
megalakulasanak el6zményei, a Karpatok Eurorégio torténetének
és k rovid asa, perspektivai

2.1A KE helyzete

® Kirpitok alapitviny

® Partnereink

® Linkek
2.1.1 Megalapitdsa mogott hizédo szandék:

.
i Megalapitdsa (1993) slapvetéen politikai indittatdsi volt, elsé:

Pucynok 7 — [npopmariiina Bed-mMepexa K€ YropHH/IHa [15]
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Ha panomy moprani MOXXKHAa O3HAaOMHUTHCS 3 HACTYNHUMH iH(OpMaiifHUMU
JoKepenaMu: ictopis Ta micis MA «KEy; opranizaiiiiHa CTpyKTypa ypaBJIiHHS; HAIPSIMH Ta
OpIOPUTETH, IO JEXarb B OCHOBI MisUTBHOCTI; ICTOpis CHiBHpami 3 MDKHApOIHUMHU
napTHEpaMH; KOHTAKTHI J1aHi BCiX ydacHUKIB MA «KE€y; maHi o0 mociiIoBHOCTI EPEXo1y
npesunerctsa B Pani K€ (ictopuuni napucu 3 14 mororo 1993 — 30 aucronana 2011 poky);
CTaTyT MDKPEriOHAJIBHOIO 00’€HAHHS; WIEHH YTOPChKOI'O HalllOHAJIBHOTO IMPEJICTABHULITBA
Ta ix icropis ¢popmyBaHHs B HisuibHOCTI KE; 3aranpHi qaHi mo10 podo4Ynx KOMITETIB IO BCIiX
Kpainax ydacHuipix (ix cremiamizamis, (QyHKIIOHATIbHA CIPSAMOBAHICTh Ta pPE3yJIbTaTH
JISUTBHOCTI); KOMIUIEKCHI MPOrpaMH CTPaTETriyHOro po3BUTKY (3a 2004 pik ta 2007-2013), B
SKUX po3MileHa O0arara 6asza IOCiKEeHb 11010 aHai3y cydacHoro ctany TKC kpain-usieHiB
K€, ix npobaemu Ta CrijibHI NEPCIEKTUBU PETIOHATBHOTO PO3BUTKY; MPOEKTHA AISUIBHICTH Ta
3BiTH (MounHaro4u 3 2005 poky no nepmioi nosoBuau 2015-ro). B 3aransHOMYy, HaBITH 1010
¢onoBoi iH(popMarii, TO Ha AaHOMY HOpTaii BIiACYTHS iH(opmauiliHa 6a3a (iHAHCOBHX
MEXaHI3MiB, €BPOINECUCHKUX (OHJIB, OTOJOIICHb, CyYaCHHX JMAOCTI/DKCHh Ta aHAJITUYHUX
MmarepiaiiB, IHCTPYMEHTIB CITiBITpalli.

OTxe, 3 KOHTEHT-aHalli3y BHSBJICHO, 1[0 iH(popMaliliHe 3a0e3MeueHHs] YTOpPChbKOTo
npencraBHunTBa K€ 3HaX0aUThCA Y BKpail HEBTIITHOMY CTaHi, IO MOSCHIOETHCS, 30KpeMa,
yepes Taki napaMeTpu:

— OH-JIAlH 11atdopma — [HTepHET MapKETHHT;

— MOBHUH KOMIIOHEHT CalTy nNOOyJOBaHMH TUIBKM U1  HalllOHAJIBLHOTO
NPEJCTaBHUITBA Y TOPIUIMHU;

— PO3ALUIN IHTEPAKTUBHUX OJOKIB HE € HACMUEHUMH 1H(OPMALIHUM Ta Bi3yallbHUM
(poto, Bimeo) opopmieHHAM;

— TeMaTHKa CaiiTy — 3arajbHO/IOBIAKOBA 3 MUTaHb perioHanbHOro po3BUTky Ta TKC.
[Ipote, Ha croroaHi, BBakaemo cyto ¢onosa. Jlo 2013 poky Oyna if opieHTOBaHa Ha LIJTLOBY
IpyIy: OpraHd MICLIEBOTO CaMOBpSAYyBaHHs, TPOMaJIChKI OpraHizauii Ta HPUBAaTHUH CEKTOP
(ockinmbKM B MyOJIKAIiAX I0JI0 CTPATEriii PO3BUTKY B HUX MICTHJIACh peajbHA aHATITUYHA Ta
NPaKTUYHA CIPSIMOBAHICTh);

— HEMa€ MOCUJIaHb Ha COIlaJIbHI MEPEX1 Ta CaliTh HOro Y4acCHUKIB Ta MapTHEPIB;

— yacToTa oHOBIEHb 3 2015 poky BiacyTHs. Jlo Toro yacy Oyna ayxe piako (3-4 pa3u
Ha pIK).

Beo-nmopran Kapnarcekoro €spoperiony Pymynii — sBase miatdopmy
€KOHOMIUHUX B3a€MOBIIHOCHMH MIX Cy0’€KTaMu Oi3HECy B TPaHCKOPIOHHHMX perioHax I’ aTu
KpaiH, 3 HaroiocoM Ha PyMyHCbKYy cTopoHy. JlocmiukyBaHUIl calT Ja€e MOXKIMBICTh
BUOUpPATH MOBY ISl HOTO B1AOOpa)KEHHS Ha BCIX KpaiHaX-wieHaX JIaHOTO €BPOPETIOHATILHOTO
00’eqnanHd. Ilpote, BUOpaBIIM Ty 4YM iHIIY MOBY (OKpPIM PYMYHCBKOI), MOpTajl HE 3MOXeE
BiI0OOpa)kaTu IHTEPAKTHUBHI OJIOKM Ta PO3JALUIM 3 MOBHUM 1H(OpPMALIHHUM HallOBHEHHSIM.
JlaHuii mopTan CyTTE€BO BIAPI3HAETHCS Bij MOMEPEIHIX NOCTIIKYBaHUX MpeacTaBHULTB KE€.
Opnak, ciiiji OMIHUTH KOKHUM po3aul Ta 6ok KE PymyHii muist 611k TpaBUIBLHOT OIIHKH
HOro MapKeTHHTOBOT0 3a0€3MEeYEeHHS.

brnox  «Kapnarcekuii  €Bpoperion»  BigoOpaXkae  ICTOPII0  TPAHCKOPJOHHOIO
00’eTHaHHS, OT0 COIiaJIbHO-€KOHOMIYHI Ta reorpadiuHi XapakKTepUCTUKH.

brnox «Toprosi xomicii» BigoOpaxae ictopito Kapmarcbkux TOProBO-IPOMHCIOBHX
nanaT B pamkax TKC; opranizamiiine 3a0e3nedenns podoru KE (HopmatuBHO-IpaBoBa 6a3a,
JIOTOBOPH).

bnok «bi3Hec MOXJIMBOCTI» HaJla€ MOXJIMBICTb KOPHUCTyBadaM BJIACHOPYY 3HAMTH
napTHepa 3-3a KOpJoHY (B pamkax perioHiB K€), 3anoBHUBIIM HACTYIHI (GOPMYJISIpU: HA3BY
KOMIIaHii, aapecy, HoMmepu TenedoHiB, BeO-calT, eMeils, KOHTaKTHY o0co0y, HampsM

K.B. I'ecedowt. Cyyacnuii cmam iHmepaxmugHo-iHhopmMayitinoco 3abe3neuenHs 69
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JISUTBHOCTI OpraHizaii, onuc MailOyTHBOI CHIBHpalli, JaTy ONPHIIIOJHEHHS 3amucy, 3 SIKOi
KpaiHH, PerioHy Ta B Ky KpaiHy Lei 3amuT mocuiaeThes (puc. 8).

& 2> C 1 | ® www.tradecarp.com/oferta.php

TRADECARP.COM THE PLACE FOR BUSINESS IN THE CARPATHIAN REGION SEI D - Em ™

N NN NN N
.Tradecarp.com the premier business source in EU

Karpatok Eurorégié | Kapcsolat

Fooldal >
Fooldal Business oportunity:
Karpatok Eurorégié Please keep in mind that the business opportunity will be validated only if the form is submitted in english!

Torténelem Company name*:

Foldrajzi adatok
Address*:

Kereskedelmi
Bizottsag Phone number*:

Torténelem Fax number:

Rendelet szervezeti és

mukédési E-mail address:

Uzleti lehetoségek Website:

Események Contact person*:

Linkek Activity:

o Opportunity type*: ' request ' offer * cooperation
Keres

Sitemap Description*:

Availability*: 25/01/2019

Country*: Ukraine v
Region*: v
Country of interest*:  Hungary v

Send |

Pucynok 8 — IarepaktuBHumii 6510k «bizHec MoxuBocTi» B Pymyrchkomy KE [16]

bnok «Iloxii» BimoOpa)xae OCHOBHI IHCTPYMEHTH CIIBIIpalli, SIKi peai3yloThcs depes
oprasizarlito 3ycTpideil, spMapok, kKoHpepeHiiii, 6i3Hec-GpopymiB TOIIO.

bnok «IlocunaHHs» MICTUTh CTOPIHKM BeO-TIOPTaliB TOPrOBO-NPOMUCIOBHX Iajat
K€. 3aiimosmn 3a nocunanHsaM (Ha npukianl 3akapnarcbkoi TIIIT), MmoxkHa mi3HaTHCs Mpo
3aX0[, KI MPOBOJATHCS B JAHOMY PEriOHi, KaTajor I1HBECTHIIIMHUX MpPOEKTIB, HaJaHHS
JOB1IKOBO-1H(OpMaliiHUX (B T.4. MAapKETHMHIOBHX) MOCIYr Ha IUIaTHIA OCHOBIi, IHTEepHeT-
BUCTABKH I AIPUEMCTB obuacti (puc. 9).

bnox «KonrtakTHa iHopmalis» sBIsS€ cO00I0 1HTEPAKTUBHE CEPEIOBUILE, B SIKOMY
KOPUCTYBay CaiiTy BKa3aBIIM JaHi 11010 BIACHOTO Mpi3BHUIIA, iIMEHI, €JIEKTPOHHOI MOLITH Ta
HOMEpa TenedoHy — Ma€ MOMJIMBICTh 3aJaTH 3allUT Ta OTPUMATH HAa HHOTO BIAMOBIIH, IO
CTOCYETbCSI OyIb-SIKMX 30BHIIIHBOCKOHOMIYHMX 3B’SI3KIB (SKIIO II€ HE € IUIATHOIO
iHdopmaniero) mono Pymynii 3 ii npukopnonHumu Tteputopisimu K€ (Ykpainu Ta
VYropuwmhn).
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< C 1t | & 3awmweno | https://www.tpp.uzhgorod.ua/ukr/page-118.html

SJAKAPIATCBbKA
TOPropo-nPOMMCIIOBA
MANATA

Baw ¥CNIX - vaw ¥CNIX!

| iy ronasiy | it 38" mz0x | sFs Kaprd
Mpo MNanaty * Ynencreo 8 MNanati » Mocnyrm = 3axoan * 18 * GOPHMHM AOKYMEHTIE * KoHTakTh B e ] T
«TepmiHan Kapnatu» SAKAPIATTH

. . - . B + 3akapnatcbka obnac
CninbHe YKPAIHCbKO-aBCTPIMCbKe NIANPHUEMCTBO 3 IHOZEMHHMMA

inBecrnuyiamm y dropmi TOB «Tepminan Kapnarm> KaTtanor
* IHBECTULIAHKMX
w— . 89502, Ykpaixa, :
% ""”-*“','1 1‘ 3akapnaTtcoka obn., EEEEE
M.4Yon, nn.€sponeiceKka, 1. Ten./@axc: + (38-0312) 711130, 711794, = IHTepHeT-BMCTaBKa
711008, 711140.
E-mail: gyula@terminal-karpaty.uzhgorod.ua * @oToranepes

TOB «TepmiHan KapnaTu» 3apeecTpoBaHKia 05 cepnHa 1908 poky.
MignNpMEMCTES HAABE NOCIYTH MO MIKHAPOAHWX | BHYTDIWHIX NEJESS38HHAX
BAHTAKIE, IXHEOMY EKCNEANDYESHHID, NEDEEaHTEKEHHD, 20apemerHD |
MUTHOMY OGOPMASHHND. BMPoOHMUI 4INAHKK 3HaX04ATLCA Ha SaNIZHWUHIA
€TaHuil BaTeBo, po3MilleHi Ha Nnowi 17 rekTapis | RBNA0Ts cobolo:
1.[iNAHKS NEPES3HTEKEHHA BAHTAXIE, NEDEEEIEHMX HA SIOKDUTOMY
DYXNMBOMY CHN24l, = nepepofHo NOTYXHICTH - 35 esposarcHoB | 40
KOHTeAHepie 3a Aoby 3i cknagoM TUMYacoBoro 30epexeHHA niowew 6908
KEB.M.

2 [iNAHKS NEDEBAHTIKEHHA HACUMHKX BAHTAXIB, 3 NepepcbHo0
NOTYXHICTIO - 40 eBpoBarcHos 3a goby 3i CKNaAoM TMMUY3CcoBoro
3BepaxeHHa Nnowew 6156 KB.M.

3.HOBWA, KPUTWA NEDEBIHTAXYEBANbHHMA KOMNNEKT ABNFE cobowo akrap
ZaraneHow nowen 21.504 ke.M. A0 akrapa nigesgedi 2 Konii wrprHK 1435 MM, (eeponeiicera) | 2 Konil WwHpmHM
1520 M. (CHA). NoSyaoBaHi 2 NepeBaHTaXYB2NEHI DAMAK AOBKMHOW 433 | WWMPWHOKW 8 METPIB KOXHA. Mia oaHiew 3
HUMU 13X0M, SHIXOAATECA MATHMA NILEHIIAHWA CKNag Nnowea 2205 KB.M., CKNaj TUMUacoBoro 3BepemkeaHHA nnouen
360 xB.M. | cnyx6oBo-nobyToeni GnNoxk Nnowen 464 Ke.M. N5 NEpEBaHTAKYBANsHWUX DOBIT ¥ PEXKWMI UM BarcH
Haenakwm nobygosaqyi CneuianeHa PamMna, PO3paxosaHa Ha OgHOYACHWIA NPUMItoM 6 BaHTEXHWX 28ToMOGInIE |
obnaaHaHa riApasniuHUMKU NPUCTOCYBaHHAMK (NIAAOMHUKAMKW) ANR 33BaHTaKEeHHA/pPo3BaHTameHHA By aL-Akux THnie
NpUYEnis.

MDCeKTHE NEpeEaHTAKYEa=HS NOTYXHICTE KDMTOro NepesaHTaXySaIEH0r0 KOMNNEKCy Cknagacs ac 110 eeposarokos
=3 goBy. B adrapi nepeafadeHa MOMNMBICTE 0OHOYSCHOD NEPEEIHTENEHHA AK 3BMUARHWK, TaK | HEGEINeUHMX
BaHTaXIB y cneuiankHo obnaaHaHWx ceKuiax.

TexHiuxe 3aBezneusHHA:

-8 KozNoBEMX KpaHie (BaHTaxonigAoMHICTIO Big 10 go 50 ToHH);

-8 BMAESNKOBMX 35TOHaBaHTAKYBIYIE;

-3 WHEKOBKX YCTAHOBKM ANA NEDEBSHTEMEHHR CHMYUMX BEHTEXIE;

-1 KiBWw rpeAdepHoro TUMY ANA NePEBEHTAMERHA CUNYUKMX BEHTAXIE, NEDEBEISHMX ¥ NIBBAroHax;

-2 BaroHHWX, SNexKTPOHHWX Bar (04HA NOo BY3bil | 04HA NO WWPOKIA Konii);

-2 TennoBo3K MapkK TKM-2 |1 YM3-2

Hama appeca =

InBecTULiiHI NpoeKT

Pucynok 9 — Inrepuer-sucraBka TOB «Tepminan Kapmatuy Ha mardopmi 3akapnarchkoi
TIHIT

OTxe, MiIBOAAYM MIJICYMOK IIOAO AaHOI OH-NaiH miatdopmu B KoHTekcTi TKC
Pymynii B K€, BusiBnsgemo, mo Oaratro po3AuTiB HE MPEACTAaBICHO (IOJI0 MPOEKTIB,
(iHAHCOBUX MeEXaHI3MiB, KOHKPETHUX CYO’€KTIB YYaCHHKIB CIHIBHpali Ta pe3yiabTaTiB ix
JUSTBHOCTI, TYPU3MY, CTpaTeriil po3BUTKY, IPOMaJICBKUX IPOOJIEM PO3BUTKY PETIOHY), IPOTE
HalpsIMOK EKOHOMIYHOI B3a€MOJil KpaiH-y4yacHHIb €BpPOPErioHy BiJOOpa)kaeThCsl Ha
JIOCTaTHBO 33J0BUIBHOMY piBHI. OTOX, OILIIHIOIOYM MAapKETHHI'OBI MapaMeTpy HAaNOBHEHOCTI
caifTy, cIlijJ] BKa3aTH HAaCTyIIHE:

— 3aCTOCOBYIOTHCSI 0230B1 KOMIIOHEHTH IHTEPAKTUBHOI'O MAapKETHHTY;

— MOBHHI KOMIIOHEHT caiiTy moOyaoBaHMii BciMa MOBaMU KpaiH-ydacHuIs KE;

— 1HTepakTUBHI OJIokH € cnabo HacuuyeHUMHU 1HPOpMAL€ (32 BHHATKOM
€KOHOMIYHO1) — He BHcTayae OJ0KiB 110710 HanmoBHeHHs 3MicTy TKC B PymyHif;

— TeMaThKa CaiTy — 30BHIIIHbOEKOHOMIYHI 3B’S3KM TPAHCKOPJOHHOIO PO3BUTKY
PETiOHIB, IPU3HAaYEHA JJIs TOCIIOIaPCHKOTI0 CEKTOPA,;

— calT MICTUTh nNepeBakHO (OHOBMI HampsM iHQoOpmarllii, TOMy IO LUILOBUI
BUCBITJIIOIOTh 3aJI€KHO BiJ] 3alIUTY KOPUCTYBavya OH-JIaiH miathopmu;

— HEMae€ MOCHUJIaHHS Ha COLlalbHI MEpEeXki, MPOTe € Ha TOPrOBO-IPOMHUCIIOBI MajaTH
KpaiH y4acHHUIb, JIe TAKOXK MOKHA OTPUMATH KOMIUIEKCHY 1H(OpMaIliio 3aJeKHO BiJ mOTped
KOPUCTYBAYa;

— 4acTOTa OHOBJICHHS caiiTy 4-5 pa3iB Ha piK.

K.B. I'ecedows. Cyuacnuil cmat inmepaxmusHo-iHhopmMayilinozo 3abe3neuenis 71
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Haii0inpim goBroouvikyBanuM iH(OpMAIiiHUM HPOEKTOM, HaJ SIKUM BueHi [HCTHTYTY
pPETiOHAILHUX JOCTIDKeHb M. JIOMIIMHBOTO MpalioBalv B)KE NMEBHUM MEPIOJ 4Yacy, CTajo
ctBopenns 20 6epes3ns 2013 poky BeO-mopTany HayKoBOro ingopManiiiHO-CTATHCTHYHOIO
TpPaHCKOpPAOHHOT0 KiacTepa «IHdocTraT». Yroay mpo mapTHEPCTBO IOAO OpraHizamii
HAyKOBOTO  1H(GOPMAIIHHO-CTATUCTUYHOTO  TPAHCKOPIAOHHOTO  KJIacTepa 3a  y4acTio
YKpaiHCBbKOI Ta TMOJBCHKOI CTOpiH Oysio mignmucaHo [HCTUTYTOM perioHadbHUX JOCIIIKCHb
HAHY, TonoBHum ynpaBiaiHHAM cTaTUCTHUKH Yy JIbBiBCbKili oOsacti, JIbBiBCHKUM
HalllOHAJTLHUM YyHiBepcuTeToM iM. IBana @panka, JIbBIBCBKOIO 00JACHOI CIIJIKOIO
EeKOHOMICTIB ~ YKpaiHH; 3 TOJbCbKOI cTOpoHM — CTAaTUCTHYHMM  YIPaBIIHHAM
[Tinkaprarcbkoro BoeBojacTtBa (M. JKemryB), JXKemyBchbkuM yHIBepcuTeToM, lLleHTpoMm
cratucTuyHuX AociimkeHb 1 ocBith 'YC IMomemi (Bapmasa) [17; 2, c. 25-26]. MoxHna
KOHCTaTyBaTH, IO JIaHUW MPOEKT 00 €HyE€ PI3HOMAHITHUX CyO’€KTIB, SKI € YYaCHHUKAMHU
TPAHCKOPAOHHOTO IMPOCTOPY, 30KpeMa, MPEICTAaBHUKIB OPraHiB BIaJd, OCBITHIX 3aKJIaJiB,
HAYKOBHUX YCTaHOB Ta IPOMAJICBKUX OpTraHi3allii.

MeToro CTBOpEHHSI JaHOTO Kjacrtepa € 00 €IHaHHS 3yCHWJIb MIOAO CIIJIBHOTO
HAyKOBOTO, 1H(OpPMAIIHOTO 1 CTAaTUCTUYHOTO 3a0e3MeYeHHS PO3BUTKY YKPaiHCHKO-
MOJILCHKOTO TPAaHCKOPAOHHOTO PErioHy Ta BHUKOPHCTAaHHS MOTEHIialy TPaHCKOPJOHHOTO
CHIBpPOOITHUIITBA, 30KpeMa CTBOPEHHS CHUCTEMH pPETriOHAIBLHOI CTATUCTHKH 3 METOI0
MOHITOPHHTY  COITIQJIbHO-CKOHOMIYHUX SBHI Ta MPOBEJICHHS HAYKOBO-CTATHCTUYHHX
JOCITIKCHh Ha TPHKOPJIOHHUX TEPHUTOPIX, pO3poOKa CHibHOrO IHTEpHET mopTaly
YKPaTHCHKO-TIOJIBCHKOTO TPAHCKOPJOHHOTO periony (puc. 10).

Hosas skragka x ‘@ Home X Y https:/fwww.tpp.uzhgore X Y [ Mopran Tpanckopaonso X W& %

&« C {t @ www.vukrstat.gov.ua/CBC/ua;

= YKPAIHA
TPAHCKOPOOHHE
ChNIBPOBITHULUTBO

NMPO NPOEKT HOBWHHM LE UIKABO
OaHuM i3 HANPAMIS IHTErpaUl Aepkas y caimoswit
EKOHOMIUHWI NPOCTID BACTYNAE TPAHCKODOAOHHE 2016 MixHapoaHa HayKOBO-NPAKTHUHE KOHDEDEHUIA « Yropa mik Kabiverom MivicTpis Ykpainm Ta
CNIEPOOITHALTED. «COLIANbHO-SKOHOMIUHMI noTeHLan VpAgom Pecny®nikn MMonewa npo npasuna
22 TPHCKOD/IOHHOMD CIBPOGITHULITES S MICLIES0r0 MPMKOPACHHOM DYXy
MOHITOPHHI NOTPEG Ta ACMEKTIE POIBUTKY TAKOMD KEITEH

CIBPODITHALTEA Ha KOHKDETHWX MPMKODAOHHMHX
& Z e « TIN0Wa YKPAIHCHKO-TONBCLKOMO MPUKOPACHHA

TEUTODIAX AR YCMILKOCTI  pecbopMysaHHa o075 ¥ pamkax TpaxckopaoHHoi crinpau 4 TpygA 2015 o 5
Ta T p NPaBNiHAI CTAaTCTHRM B M. PAWIS (MonbLua) OXONIIOE NOHAM, 33 THE. KAt
£00po0yTy [DOMAAAH - METa CTSODEHA LsOro 04 EiAG MBKHACODHMA  CeMikap  «COamnsHo-

‘Adyec:
NDOEKTY. rpyaeHs KOHOMIUHMI NoTexLian Kapna Or0 EBPOPETIOHY» o TIPOTAXHICTE YKDAIHCEKO-NIONLCEKOMC KODAOHY
529 km.

& Ir::;j:;maummm .‘;;:zﬁfm::f; 2075 ¥ MicTi PRwis (MONbwWa) BAGYNOCA  3acinaHHs
V5" | crispodimauumao TMonbia- 04 Hayiosor | HEORMANIHO CTATETHAROTO. KnacTeRy « [NFHKA YKPATHELKO-MONLCLKOTO KOPLOHY Mae
e‘o YkpaiHa' € CTATMCTMUHB Oasa «lHchocTats noHan 88 km signani mix KMM, wo y 4 pasu

L HIbOPMALAHO-C TATHCTHUHOTO __PyneHs BinsLUe BiJ eBPONefChKUX HOPM.
TPAHCKOPIOHHOTD KnacTepy
"IncpocTar”. bb 2015 ¥ Neeoei BIRGYNOCR 3aCIAaHHA YYACHWKIE HAYKOBOTD - =
HPOPMALIIHO-CTATUCTMUHOTO KIACTEPY «IHDOCTATS o A EETERI DT R GRaT
08 KOHTUHEHTY CYHKLIOHYE NCHAS S0 EBDOPETIOHIE.
nHneHs TEpILAI EBPOPETioH DYS 3aCHOBAHUA Y 1958 poLl
PEriOHAMM-YACHUKMA Higepcaxen Ta
. : . Hopopeis-Bectcpanes  y  Himewunsi  Ta
2075 Kpyrwid cTin Ha Temy "TpaHCKODAOHHA CNIBNpaLs y Fenbaepnenn, Osep'ecen Ta [pente 3 Goky
ranysi cTatMcTHin” Higepnawaie.
o8 inepnanxa)
nuneHs
# ¥sara ! Cait v cTagii thop Ta , MPaYoE ¥ Pl P Mpo nposkT - Haropy
" | Beb-NpOEKT HayKOBOTO IH)OPMALYMHO-C TATHE TMUHOMD TPBHCKOPAOHHOMD KNacTepy “IHocTaT » Kapra canty
POBHUK [ONoBHE YNPAENIHKA CTATUCTMRM y TToBiBc bKil OBnACTi ¥ Kowraxe
TaTH T KnacTep "IncbocTaT’, 2014 - 2018 bigmir)net
© YCyNO, 2014 - 2018
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TIpH EMKOPHETEHHI MATEDISNIE NOCUNEHHA HA AKEPEN0 OGOEAIKDES

Pucynok 10 — I'ooBHa cTopiHka caifta iHQOpMaLIHHO-CTATUCTUYHOTO TPAHCKOPIOHHOTO
knacrepy «ladoctar» [17]
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AHanizyroun iHTepeiC MaHOrO TOpTALy dYepe3 Meperisii Woro BeO-CTOPIHOK
BUSIBJICHO, IO 0Oarato po3aUIiB 3HAaXomATbcs abo B crtaHi (opMyBaHHs, abo0, SKIIO
BUCBITJIIOIOTh TEBHI Marepiaju, TO Le BiAOyBaeThCS NOCUTH piako. HaBememo netanbHy
XapaKTEPUCTHUKY IO KOKHOMY OJIOKY:

bnok «HoBuuHm» BimoOpakae momii, ski BigOyBaiucs depe3 NPOBEICHHS
PI3HOMAHITHUX 3YCTpiduei, KOH(EpEeHIii, KpyrJiux CTOJIB y MeEXax peajizallii JaHoro
npoekTy. [Ipore, 3 kBiTHSA Micsist 2016 poky Bke HISIKUX MOAIA B MEXax JaHOTO MPOEKTy abo
He nepeabdavanocs, ado ixX 1me He OyJI0 BUCBITIAECHO. MU BBaKa€MO HEIOIIKOM JAHOTO PO3JLTY
T€, 110 OKPIM KOHCTAaTaIii ()akTiB 1010 MPOBEACHHS KOH(DEpEeHIii, HEOOXITHO BUCBITIIOBATH
pe3yibTaTé 00roBOPEHb LIMX KOH(EPEHLIN yepe3 eeKTPOHHUM TPaHCKOPAOHHUI JXypHall, e
Oyno 0 jgeTanbHIIIE OMUCAHO, SIKI TEMH OOrOBOPIOBAIMCA HAa LUX 3yCTpidax, Ta 1O SIKUX
BHCHOBKIB JIIHIIIJIa KOKHA 3 CTOPIH B ME¥KaxX TPAHCKOPJIOHHOTO PETiOHY.

bnok «llonii» BimoOpa)ae OroJIOMIEHHS MIOAO MAaHOyTHIX 3ycTpiuel ydacHHKIB
MPOEKTy Ta KOH(eEpeHIi, ki Ha HUX BigOyBayimcs. [Ipore, aHami3yrouu el KOHTEHT, MH
06aunmo, 110 X049 KoH(pepeHii, ceminapi npotarom 2014-2016 pokis i Oyn0 10CTaTHBO, aje
B OTOJIOUICHHSX BiAOOpa)ka€Tbcs aHOHC MaWOYTHIX MOJIM TUTBKU MPO MPOBEACHHS OJHIET
koHpepenmii B 2014 pomi. Lle Bigpa3y cBiAUNTH MpO Te, IO BiACYTHS YiTKa CUCTEMHICTh Ta
HEMa€e OpPraHi30BaHOCTI IIOJO0 BiAMOBIIAJILHOCTI KOHKPETHUX MEHEIKEPIB 32 HAIlOBHEHICTH
Ta GOpMyBaHHS CaUTYy.

bnok «IIpo nmapTHepcTBO» Bi0oOpakae HOPMATUBHO-IIPABOBI aKTH, & TAKOXK YYaCHUKIB
1 3aBIaHHS MPOEKTy. SIKimo raubiie 30cepenTy yBary Ha JaHii BeO-CTOpIHIIL, TO B MeXax
HOPMAaTHUBHO-IIPABOBUX AaKTIB BiJOOpaKEHUH KOHTEHT 3 HOPMAaTUBHUMHU JOKYMEHTaMH, 10
AKUX HajexaTh 3akoH Ykpainm «lIpo TpaHckopmoHHE CHiBpOOITHHUIITBO», BHCBITICHHS
AKOr0 Ha4yeOTO 1 aKkTyajdbHE 3 Ti€l MO3ullii, 10 BeO-CaliT MOXXHA NEPErNISHYTH TphOMa
MOBaMH, a CaM€ — YKPaiHCBKOIO, IMOJBbCHKOIO Ta AHTIIIHCHKOIO, — ajie SKIIO 3alpOCUTH
BIIKpUTH BEO-JIOKYMEHTH LIMMH MOBaMH, KOHTEHT BCE pPIBHO BiI0Opa)xaeTbcs JIHILIE
YKpaiHChKOI0 MOBOIO. Lle 3Ha4HO 3HMKYE e(hEeKTHBHICTH B TOMY, IIO 3aKOPIOHHI MapTHEPH,
AKI € YYaCHMKaMH JaHOro KjacTepa, HE MOXYTb BHUCTYINUTH €KCIEepTaMu II0J0
BJIOCKOHAJICHHS JAHOTO 3aKOHOJABYOTO aKTy, [0 TOIMOMIO O y CBOIO 4Yepry sK
TPaHCKOPJIOHHE CIIBPOOITHULITBO, TaK 1 €BpOiHTErpaliiHuil Kype Ykpainu o €C.

Takox manuii 6JI0K BioOpa)kae po3aiil «Iporpamy MPOeKTy», a e — TPAaHCKOPIOHHA
KOHBEPIeHLlisl PETIOHIB Yepe3 MOCTYNOBE 30JMKEHHS NapaMeTpiB CyMIXHHUX HMPUKOPJOHHUX
PErioHIB CYCIJIHIX KpaiH 3a JOMOMOTOI0 3aI103WYEHHS], BIITBOPEHHS YU (POPMYBAHHSI CIIIJIBHUX
METO/IB, CIIOCO0IB, IHCTPYMEHTIB MiJIBUIIEHHS KOHKYPEHTOCIIPOMOKHOCTI, II0 CHPUATHME
3MEHILIEHHIO JIUCIPOINOPLINA  COLIaTbHO-€KOHOMIYHOTO PO3BUTKY B TPAaHCKOPAOHHOMY
npocropi. Ha naniii iHdopmaniiiHiii cTopiHui BioOpaXkeHO emanu poboomu  TaKoi
TPAHCKOPJOHHOI  CIIBIpaImi BiJl IUIKOBUTOI BIJICYTHOCTI BIJHOCHH O Y3TOKCHD,
CHIBpOOITHUIITBA, TapMOHi3alii Ta iHTerpauii. B naHuii po3nuia BeO-KOHTEHTY IOLLUIBHO
TaKOX BKa3aTH €Talu poOOTH JAaHOTO MPOEKTY, HOT0 MICiI0, CTPATETii0 Ta ONepariiiHi il ix
JOCSATHEHHS.

B po3aini «ydacHukm» BijoOpakeHO THCTUTYIIII, K1 € YJeHaMHU KJacTepa 3 MICLEM iX
PO3MIIIEHHS, Ta KIIFOYOBUX 0Ci0, sIKi € iX MpeJCTaBHUKAMHU.

Poznin «mpomonisiy BinmoBizae 3a (popMyBaHHS IMIJDKY TPAaHCKOPIAOHHUX PETiOHIB
yepes3 rnepeiauy Mo3uTHUBHOI iHpopMallii, IpoTe JaHUH KOHTEHT — HE 3alIOBHEHUH JTaHUMHU.

brok «IadpopmariitHi pecypcu» € HalOUIBII BaKJIWBUM, TOMY IO CIPSIMOBAaHUN Ha
BiJJOOpaKEHHsI TAKUX OCHOBHMX PO3/LTIiB BeO-CalTy:

baza manmx, B KOHTEHTI AKOTO BigoOpakeHI Taki Kareropii, sk OaHK JaHUX Ta
IHAMKATOpU TIOPIBHSAHHA. AJie TYT BIiACYTHI OyJb-sIKI TIOKa3HMKH, 3apajd SKUX 1
CTBOPIOBAJIACS JJaHa CHCTeMa. SIK MOSICHIOE TMO3HAYKa YEPBOHOTO KOJIBOPY 3HU3Y CTOPIHKH,

K.B. I'ecedowt. Cyyacnuii cmam iHmepaxmugHo-iHhopmMayitinoco 3abe3neuenHs 73
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10 JTAaHUH KOHTEHT 3HaXOIUTHCS y cTanii (OpMyBaHHS Ta HAINOBHEHHS 1 MPAIIO€ JIHUIIE Y
TECTOBOMY PEXUMI.

AHaniTUKa — MIPO3JALUI, SIKHH OXOIUIIOE I’SITh KATETOpii: TOCIIIHKCHHS, TEHICHIIIT,
MIPOTHO3HU, CTPATETii Ta CBITOBUI OapoMeTp — MpoTe BigoOpakae juiie mepmy i Tpeto. TyT
MOYKHA 1MOOAYUTH Pi3HI aHANITUYHI 3BiTH, 00 MPpUAATHUX pecypciB €C s yKpaiHChKUX
OcHedimiapiB; Mepesik J0YNX MPOEKTIB MIKHAPOAHOI TEXHIYHOI JOTIOMOTH, K1 peaji3yloTh
B Ykpaini; nporpamu €C 2014-2020; mpo tpeniar «Hammcanus mpoektiB. @ongun €C»;
peKoMeHallli 00 OTPUMAaHHS JOCTYILY 0 JOHOPCHKOI'O Ta IHBECTULIIHOTO (hiHAHCYBaHHS;
aHaIi3 MOXJIMBOCTEH minpo3ainiB JIbBiBCbKOi 00IacHOi JepraBHOT aJMiHICTparlii 1010
MDKHApPOJHOT'O Ta TPAHCKOPJIOHHOTO CHiBPOOITHHUIITBA; MEPEIiK JOKYMEHTIB PO CIiBIIPAIIIO
JIbBiBCHKOI OOJIaCTI 3 perioHaMu Ta YCTAaHOBAaMH 1HO3EMHHUX JepkaB. JlaHuii macuB
iH(opmMarlii € peaabHO BaXKJIMBUM Ta HEOOX1THUM JISl MPAIlIBHUKIB MICIIEBUX OpPraHiB BIaau
Ta CaMOBPSAYBAaHHS 3aJUIsl 3/IIMCHEHHS TPAaHCKOPJIOHHOI crmiBmpaii. Lle Takox akTyanbHO i
JUIS HAYKOBI[IB Ta TPOMAJICBKUX OpraHi3allii — sKi, BOJOMIFOYM CIIEKTPOM 1H(OpMAIIHHOTO
3a0e3nedeHHs], 3MOXKYTh €()EKTUBHO MPOAHATI3YBATH MONEPEAHINA TOCBi/l, BUSBUTH TCHCHIII]
Ta 3aMpoNOHYBAaTH HOBITHI CTpaTeriyHi MPOEKTH pealizalii TpaHCKOPIOHHOI CIiBMpali 31
HiBUIIEHHS COLIATbHO-KOHOMIYHOTO J00poOyTy B MPHUKOPIOHHHUX PETiOHaX CYyCITHIX
JIepXKaB.

TperiM po3ainoMm € 0i0iOTeKa, B AKil Tak caMo, SIK 1 y BUIIIE OMMMCAHOMY IiIPO3.Iii
aHaNiTUKa, 13 M’ATH Kareropid — myOmikamii, Meromosoris 1 kiacugikailisi, CIOBHUKH,
HaBYaJIbHI Marepiaau i MDKHapOAHMN JOCBI — MPUCYTHBOIO Ta HAMOBHEHOKO € TepIua i
yeTBepTa BEO-CTOPIHKH, IO CIPUYHMHIE [EBHY HEBH3HAYEHICTh Ta HE CGHOPMOBAHICTh
e(eKTUBHOTO TapTHepcTBa. [lepeBakHO TYT BHCBITIIOIOTHCS MaTepialid 3BITiB 3 TOJIOBHUX
odiciB cratuctuku JIbBiBcbkoi oOmacti, XKemryBa Tta Jto0OmiHa, a TakoX AEKOTpl MaTepiaian
HAYKOBHUX POOIT BUYeHHUX [HCTUTYTY perioHaIbHHUX JOCIiIKEeHb iMeHi JlominmHboro.

Po3nin «kopucHI JIHKK» BHCBITIIOE OJHY 3 OCOONMBO BAXKIUBUX 1H(QOpPMAIIHUX
JaHWUX, B IKUX € TIOCUJIaHHS Ha BeO-caiiTh €Bporelickkoi koMicii, [HponenTp €Bporelicbkoro
CycinctBa EUROEAST, Ilporpamu TpanckopioHHoro criBpoOiTHuLTBa [lonbima-binopycs-
Vkpaina, Ilporpama mnpuxopaonHoro criBpoditHunTBa €ICII VYropmuna-CroBayunHa-
Pymynis-Ykpaina, Cxinne nmaptHepctBo, The EEA Grants and Norway Grants, a Takox
MOCUJIaHHSI Ha MDKHApOJAH1 opraHizauii, cepes] sIkux — ['0JIOBHE YIpaBiliHHS CTaTUCTHKHU Y
JIbBiBCBKIN oOnacTi, XKemryBcbkuil YHiBepcuteT, [HCTUTYT perioHanbHuX nociimkens HAH
VYkpainu, JIbBIBCbKMI HalllOHAIbHUN YyHiBepcuTeT iMeHl [BaHa @panka, CraTHCTUYHE
ynpasiinHs B XKemyBi, Crinka ekoHoMicTiB Ykpainu, Llentp Craructuunux JlocmikeHsp 1
Ocgitu I'YC.

lo crocyerscs Omoky «lIpoektn» Ha BeO-moptami «IHdoctar», TO B HBOMY
BiI0OOpaXkeH1 1Bl BEO-CTOPIHKHM, Cepel SKUX — CTAaTUCTUYHMM KiacTep Ta I1HBECTHUIIIHI
TIPOEKTH. IXHs iHpopMaIiiiHa HaNOBHIOBAHICTh 3HAXOMTHCS B CTaHI 3aTIOBHEHHS.

[{ikaBuM BHUSABJIEHO OJIOK «CBPOPETIHNY, B AIKOMY 3a3HaY€H1 KaTeropii IIISAThCs Ha JBa
CEeKTOPH — €BPOPETIOHM 3a ydyacTI0 YKpaiHu Ta €BpoperioHu 3a ydactio [lomemii, ne €
MOCUJIaHHS Ha iX BIAMOBIIHI BeO-CalTH.

Indopmartiitauii 610k «Ili3Hail cBilf perioH» MICTUTh PO3JLIH «IIPO PETIOH KOPOTKOY,
«opTper TepuTopii» (Ha cramii (GopMmyBaHHS), «KJIOYOBI HUGPH Ta CTAaTUCTHKa» (3
YKpaiHChKOI CTOPOHHM BIKPHUBA€E CANT TOJIOBHOTO YIPABIIHHS CTaTUCTUKU Yy JIbBIBCBHKIii
o0rnacti, 3 TOJNbCHKOI CTOPOHU CTOpIHKA (OPMYETHCS), Ta OCTaHHIN PO3JLT «IiJIOBE
nepexpects» (e MOXHa 3alpONOHYBATH BJIACHY IMPOIO3HUIIIO IMIOJO CHIiBOpaIli 1 micis
NEepEeBIPKU aMIHICTPATOPOM BOHA 3’ IBUTHCA Ha caiiTi — puc. 11).
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Tpi BAKOPMCTaHH MATEDIANIE NCCHNARHS Ka L#EpEn0 o5OEAIK0BE

Pucynok 11 KomyHikaniiiHuii 38’130k TpaHCKOpJOHHOTO Kiacrepa «[Hpoctar» [17]

OTxe, MApKETHHTOBI IMapaMeTpu HAIOBHEHOCT] BUIIE 3a3HAUYEHOTO CANTy MOJISATAIOTh
B HACTYITHOMY:

— BUKOPHUCTOBYIOTHCSI OCHOBHI IHCTPYMEHTH 1HTEPAaKTUBHOI'O MapKETHHTY;

— MOBHHUH KOMIIOHEHT CalTy MoOyIOBaHMH Ha TPhOMa MOBAMU — IIOJIbCBKOIO Ta
yKpaiHChKOIO (OCKUIBKH Iie KpaiHU YYaCHHMII JaHOTO KJIacTepa), aHTTIHCHKOK [UIS ITUPOKOTO
KOJIa YYaCHUKIB 13-3a2 KOPJIOHY;

— IHTepaKTUBHI OJIOKM HaCHYEH1 HE Ha MOBHY MOTYXKHICTh (TOMY 11O OUIBLIICTH iX Ha
cTaaii popmMyBaHHS);

— TeMaTHKa CaliTy — aHaliTUKO-CTaTUCTUYHI iH(opMamiiiHi JaHi NpU3HAYeHI I
TEPUTOPIAJIbHUX OPraHiB yNpaBIiHHS, HEYPSI0BOTO Ta HAYKOBOI'O CEKTOPA;

— CalT MICTHTh MEPEBAXHO IUIbOBUI HampsM iH(opmarlii, (poHOBa BHCBITIIOETHCS
TIJIBKH B OKPEMHUX BHIIA/IKAX;

— HEMa€ TOCUJIAHHS Ha COLIaJIbHI MEpexi;

— 4acToTa OHOBJIEHHS caiiTy 3 2016 poky BIACYTHS.

BucHOBKHM 3 1aHOT0 JOCJHIIKEHHS i MEPCNEeKTHBH NMOAAJIBIINX PO3PO0OK 32 JaHUM
HanpsiMmoM. OTxXe, JOCHKYIOUM  IHTEpaKkTUBHO-iHGopMaliiiHe  3a0e3ledeHHs B
Kapnarcekomy €Bpoperioni, Hamu Oyja0 BH3HAU€HO, IO CAHT Ha CHOTOJHI € OCHOBHUM
MapKETHHIOBUM 1HCTPYMEHTOM LI0JI0 KOMYHIKAIlii B TpaHCKOpJOHHOMY TipocTopi. IIpoTe He
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Bci nopranu TKC Ha nocmikyBaHiil TepuTopii MiCTSITh HEOOX1THII MacuB JaHuX. AJe € 1 Ti,
iHopmMartriiiHe 3a0e3MeYeHHs SKMX BBAXKAETHCS BIIHOCHO 1HIIMX CBOiX MapTHEPIB JOCHTHh HA
BHUCOKOMY piBHI pO3BUTKY. Lle crocyeThcsi Hacammepen moiibchbkoi ctoponu K€. Tyt i
IIMPOKHUI 1HTEpaKTHB, 1HPOpMaIliifHa HAIIOBHIOBAHICTh MTPU3HAUYEHA JIJIsi 0araTb0X y4aCHHKIB
TKC. CnoBambka Ta Yropchbka CTOPOHHM € ayTcailiepaMd JaHOTO Mpollecy — YacToTa
OHOBJIEHb BicyTHS 3 2015 poky, HEeMae HallOBHIOBAHOCTI Pi3HOCTOPOHHBOIO 0a3010, KOTpa B
CBOIO 4Yepry mpu3HaueHa s By3bkoro koja ydacHukiB TKC. PymyHchka Ta YKpaiHCBKi
CTOPOHHU MOKPAILYIOTh CBOI PE3yJIbTAaTH TUIbKH THUM, 1110 YaCTOTa OHOBJIEHB 1X HE 3yMHHUIIACS,
a mpoJoBxKyeThes. [IpoTe mmpoTa HAMOBHIOBAHOCT] TAKOXK 3aHU3bKA.

B Toii ke yac mpomoBKyeThCs 1HGOpMaIIiiiHe 3a0e3meYeHHsT MiX MPUKOPIOHHUMH
perioHaMu 1 B KJIACHYHOMY CTHJII: Tpec-KoH(epeHIii Ta OpuQiHru; HayKoBI Ta HAayKOBO-
MpaKTUYHI KOH(EPEeHIIil; CeMIHapu MY3HYHOTO, XYJI0KHBOTO, €KOJOTIYHOTO, MOBHOTO
HanpsMiB; MPAKTUKU YYHIB CEPEIHIX WK y CYyCiTHIX KpaiHaX Ta 03HaHOMIIIOBAJIbHI MOT3/IKH;
BIIKPUTTSI CHOUIBHMX BHMCTAaBKOBHMX LIEHTPIB; MOIMYJSIpU3alii MUCTELUTBA Y TPAHCKOPIAOHHUX
perioHax 3a JIOIIOMOTO0 BUCTABOK 1 KOHIIEPTIB; OpraHi3allis KOHKYpPCIB 13 peastizaiii mpoeKTiB
3a MPOTPaMoIO CITIBPOOITHUIITBA B MEKaX €BPOPETIOHIB.

1. l'ommHCEKHT A.B. Monemi iH(OpMAaIiTHO-KOMYHIKaIliHHOTO 3a0e3rneyeHHs
KOHKYPEHTOCIIPOMOXKHOCTI MPUKOPIOHHUX TepuTopil // ColiaibHO-eKOHOMIYHI TPOOJIeMHU Cy4acHOTO
nepiony Ykpainu. Knactepu Ta KOHKYpEHTOCIPOMOXKHICTh MPUKOPIOHHUX perioHiB. 2008. Bum. 3
(71). C. 485-495.

2. Ilacrepnak O.l. MapkeTHHroBi MexaHi3MH B3a€MOJii CYy0’ €KTIB €KOHOMIYHHX BiIHOCHH Y
TpaHCKOpAOHHOMY TipocTopi // ColiaabHO-eKOHOMIYHI po0IeMu cydacHoro mnepiony Ykpaiau. 2013.
Bum. 4. C. 24-32.

3. KykoB C.A., UYyuka LM. IIpobmemn Ta mepcnekTHBH iHGOPMAIIITHO-MAPKETHHTOBOTO
3a0e3MeYeHHs] TPAHCKOPIOHHOTO CHiBpoOiTHHUILITBA // AKTyanbHI nipobnemu exonomiku. 2007. T.76.,
Nel0. C. 74-81.

4. KpasuiB [.LK. MapkeTHHT CilIbCHbKUX TEPUTOPIN MPUKOPAOHHOTO PETIOHY B YMOBaX HOBUX BHUKIIUKIB
€BPONEHCHKOI 1HTEerparii: aBToped. auc. Ha 3000yTTS HAyK. CTyNEHs KaHJ. €KOH. HayK: [cmerl.]
08.00.05 «Po3BUTOK NPOAYKTUBHHX CHJI 1 perioHaJbHa €KOHOMika» / I[HCTUTYT perioHabHHX
nociimkens imeri M.1. lomimasoro HAH Vkpainn. JIsBiB, 2017. 22 c.

5. MarBees €.E. Opranizamis perioHaJpbHHUX cuUcTeM iHpopMaIlliiiHoro 3a0e3rnedeHHs
TPAHCKOPAOHHOTO CHIiBpOOITHHUIITBA: aBTOped. AMC. HA 3M00YTTS HAyK. CTYNEHs KaHJl. eKOH. HayK:
[crier.] 08.10.01 «Po3MmilieHHs NPOJYKTUBHUX CHUJ 1 perioHaibHa ekoHomika» / IHcTHTyT
perioHanbHUX gociimkeHs imeHi M.1. Jlonimuapsoro HAH Ykpainu. JIegis, 2005. 22 c.

6. Ycruu C. Comionoriuda peduiekcisi B CHUCTeMi iH(GOPMAIIHOTO CEpBICY TPaHCKOPIOHHOTO
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K. Hehedosh, PhD student in economics, Mukachevo State University.

The current state of interactive information provision of cross-border cooperation in the
Carpathian Euroregion.

The aim of the article. In the scientific works of Ukrainian and foreign scientists on the
development of cross-border cooperation, international and regional marketing, there are no
empirical studies on the status of information provision of foreign economic activities of the regional
border areas in the context of the parameters of interactive marketing. Therefore, in this research,
available digital databases of the Carpathian Euroregion (as an example of international regional
cooperation — Ukraine-EU) will be diagnosed in order to study the use of their interactive marketing
parameters.

The results of the analyses. Based on the author's methodological approach to assessing
interactive marketing tools in the context of analyzing on-line platforms, a practical study was carried
out on information content on the basis of the Carpathian Euroregion. Methodology consists of the
following evaluation parameters: the content platform — Internet or interactive; available language
component of the site; saturation of the filling; subject and audience of the site; content of the
background and target information; availability of information base in social networks; frequency of
information update. On the basis of this analysis it was determined that not all portals of cross-border
cooperation on the investigated territory contain the necessary data set. But there are those whose
information support is considered relative to their other partners at a high level of development. This
applies primarily to the Polish side of the Carpathian Euroregion. There is also a wide range of
interactive, informational content and is designed for many of its participants. The Slovak and
Hungarian sides are outsiders of this process — the frequency of updates is not available from 2015,
there is no fullness of the multilateral base, which in turn is intended for a narrow circle of
participants in cross-border cooperation. The Romanian and Ukrainian sides are improving their
results only because their frequency of updates has not stopped, but continues. However, the breadth
of the filling is also too low.
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At the same time, information provision between border regions and in the classical style
continues: press conferences and briefings; scientific and scientific-practical conferences; seminars
on musical, artistic, ecological, linguistic directions; practices of secondary school students in
neighboring countries and study tours; opening of joint exhibition centers; promotion of art in
transboundary regions through exhibitions and concerts; organization of competitions for
implementation of projects under the program of cooperation within the euro regions, etc.

Conclusions and perspectives for further research. The Carpathian Euroregion in the context
of its information system, as a result of the study, showed a diversified direction of development. In
particular, because there is no single database for five countries. This is considered a disadvantage,
just as a cross-border site should be aware of all the border regions of this association. Today's web
pages are mainly focused on domestic national participants in cross-border cooperation. Therefore,
studying the European experience of formation of information relations in the Internet on transborder
Euroregional cooperation becomes very relevant. Having identified the problems mentioned in the
article for each national side of the interregional association, provides the basis for further scientific
developments with the construction of an effective system of cross-border information relations using
advanced elements of digital development and interactive marketing.

Key words: Carpathian Euroregion, cross-border cooperation, national representative offices,
interactive marketing, on-line platform.
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Cuporwok Harauas BitaniiBaa
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MAPKETHHI'OBI JOCJIKEHHSI CIIOKUBAYIB U151 BAOCKOHAJEHHS
CMAKOBUX SIKOCTE BUHA

B cmammi nasedeno pesynomamu  MapKemuH208uUXx OOCHIONCEHb W00 6n0000aHb
CROJNCUBANIE I2PUCIMUX 8UH 3 MEMOIO BUABTICHHS OP2AHOIENMUYHUX Nepeaaz CNoNCUBAis, CNpUIHAMMS
CROJNCUBAYUAMU NEBHUX 8UOI8 8UHA, 3HAHHA MA GIOHOUWIEHHS CNONCUBAYI8 00 HUX. 3a pe3yibmamamu
00CNIOMNCEeHb  BUBHAYEHO ONMUMAIbHI — OP2AHONENMUYHI  61ACMUBOCMI  [2pUCMO20  8UHA  MdA
3anpononosano Ho8ull 6ud iepocmozo euna. Pospobneno komniekc mapkemuney 01 NPOCYBAHHI HA
PUHOK, 4 MAKONHC BUSHAYEHO NPOOYKMUBHOCHb MAPKEMUH208UX 3AX00i8 3d OONOMO20I0 PO3PAXYHKY
BUMPAM HA BNPOBAONCEHHS MA NPOCYBAHHIA OAHO20 HANOK MA OYIKYBAHUX 00X00i6.

KirodoBi cioBa: MapKeTHHTOBE JOCHIKEHHS, «CIIMi» TecTH, (HOKyC rpymna, OMUTYBaHHS,
OpraHOJICTITUYHI BIIACTUBOCTI, IrPUCTI BUHA.

DOI: 10.15276/mdt.2.4.2018.5

IMocTanoBka mpodJjeMH B 3arajbHOMY BHIVIAAI Ta ii 3B'S30K 3 BaKIMBUMH
HAYKOBHMHM a00 NPAaKTHYHUMH 3aBJaHHAMM. O3HallOMJIEHHS Bce OUIBIIOT YaCTHHHU
YKpaiHCBKOTO HApOJy 3 €BPONEHUCHKUM CTHJIEM SKUTTS Ta (OpMyBaHHS ITOKOJIIHHS,
OpIEHTOBAHOTrO Ha €BpOIly, CIPUIATHME CKOPOUEHHIO CHOXHMBAHHS TOPUIKM 1 30UIbLIEHHIO
CIOKMBaHHS BUHA B HalOmkul Jekuibka pokiB. I1]o & cTocyeTbcsl ITpUCTUX BUH, BOHU
3HaXOJAThCA Ha MepexiaHIN cTaii BiJf ToBapiB CyOCTUTYTIB (Ma€eThCs HA yBa3i iIrpucTe BUHO —
HOBOpIYHI CBSITa), B MOBHOIIHHI TOBapu. ToMy NaHUI NMPOAYKT B IIUPOKOMY aCOPTUMEHTI
3’MBHUBCA Ha YKPAiHCHKUX MOJMISX BIHOCHO HenaBHO. Ha chorojHimHiil neHb oOpaHMi
TOBap MpEJCTaBICHUN OaraThbMa BIJIOMUMH TOPrOBUMH MapKaMu. BpaxoByroounm cmakoBi
BIIMIHHOCTI HapoJliB, CTa€ AakTyaJlbHUM IHUTaHHA IepeBar YKpaiHCbKMX CIIOKHBadiB Yy
BUHOPOOHIH NMPOIYKIIii, a caMe — B IFPUCTUX BUHAX.

AHali3 OCTaHHIX AOCHiIKeHb 1 myOJikauniii, B AKMX MNOKJIAJEHUH IOYATOK
BHUPIillIeHHIO 1aHOI NMpo0JieMH i Ha fIKi cnMpaeTIOThes aBTOPU. DyHTaMEHTaJIbHI OCHOBHU
JIOCIIJKeHb CHOXHBa4iB Oylu po3mocaTi Ta MpOJOBXKYIOTh BJIOCKOHAIIOBATUCH B poOOTaX
YKpaTHChKUX Ta 3aKOpPIOHHUX BueHHX [1-9]. BOHM BHIUIMIM OCHOBHI BHIH, METOAU Ta
IHCTPYMEHTH MAapKEeTHUHTY, sIKI MOXHa 3aCTOCOBYBATHM B JIOCIHIPKEHHSIX CHOXKHBauiB 1
BUHOPOOHA raly3b HE € TOMY BHHSTKOM.

© 2018 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)
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Tak, B po6oTtax [1,2] BUAIIICHO OCHOBHI aCIEKTH MOBEIIHKHM CIIO)KMBAYiB 1 YHHHHUKIB,
II0 3YMOBIIOIOTH BHOIp IIEBHOIO THIy CIIOKHMBAaIlbKOI MOBemiHku. B pobortax [3-4]
PO3TISHYTO BIUIMB IIHOBOTO YMHHUKA Ha CIIOXKHBYY IMOBEIIHKY. B pobortax [5-6] yBary
MPUAUICHO SIKICHUM OIIHKaM CIIO)KMBAIIbKO1 MOBEIIHKH, a B poboTax [7-8] mpoaHanizoBaHO
pEaKIlito CIOXKMBAYiB HA IHHOBAIIHY MPOMYKIII0 Ta IHHOBAIIHHI METOIU MpOCyBaHHs. B
po6oTi [9] aBTOp HaroJjoIIye, MO «MAPKETUHT BUHOTPAAY 1 BUHA — 1€ CYKYIHICTh YCIX BHJIIB
TiSUTBHOCTI, 110 CYIPOBO/KYIOTH BUPOOHHUIITBO BUHOTPATY, TPOCYBAHHS CBI)KOT'O BUHOTPAIY 1
MIPOJIYKTIB HOTO TEpepoOKHM Ha BHYTPIIIHINA 1 30BHINIHIA PUHKH 3 METOI 3a0BOJICHHS
CIIO’KMBYOTO TIOMHUTY W ojaepkaHHs MpuOyTky. CucremMa MapKEeTUHTY BIUIMBAE Ha SIKICTH,
ACOPTUMEHT 1 BapTICTh MPOAYKINI Taay3l Ta CKIAAA€ThCs 3 aIbTEPHATUBHUX ITOTOKIB
MPOIYKINi, KaHATB MapKETHUHTY (TOPrOBEJBHHX MEPEX, CKIAIiB, Mara3uHiB, ManaTok),
MIATPUEMCTB (TIOCEPETHUKIB), CTICIIaTi30BaHUX TOCIIOIAPCTBY.

BugisieHHsi HeBHpIIIEeHWX PpaHille YaCTHH 3arajbHoi Mpo0JeMH, KOTPHM
NpHUCBAYYETbC cTaTTA. Ha Ham mormsin, B HayKoBiil JiTepaTypi HEIOCTaTHbO yBaru
OPHUIIJICHO SKICHUM 1 KUIBKICHHM JIOCHIDKCHHSIM TIOBEIIHKH CIIOKHMBa4iB BHUHOPOOHOI
MPOIYKIIii.

@opMyJIIOBAHHSI MeTH CTATTi (IIOCTAHOBKA 3aBJAaHHS) IOJIATAaE y BUPIMICHHI
npoOjemMu, OOYMOBJIEHOT BiIHOCHO HH3BKMM pIBHEM MPOAQXY IrPUCTOTO BHHA Yepes3
BIJICYTHICTB iH(OpMAIIi PO OpraHOJIETITHYHI TOOAKAHHS CITOKUBAYIB.

BukiageHHsI OCHOBHOIO MAaTepiajy IOCTiI’KeHHS 3 NMOBHHM OOIDYHTYBAaHHSIM
OTPHUMAHHMX HAYKOBHUX pe3yJbTaTiB. /[ BIOCKOHAJICHHS CMAaKOBUX SKOCTECH BUHa OyIJO
BHU3HAUEHO TMOIIYKOBE MUTAHHS, SKE 3BYy4ajJO0 HACTYMHUM 4YWHOM: «UM iCHye Ha PHUHKY
VKpaiHu 3pa3oK irpHCTOro BHHA, SKHUH OW 3aJ0BOJIBHSAB OUIBIIICTH HOTPEO CIOKHBAYiB B
oOpaHoMy ToBapi?». 3a ocHOBY B3sTO irpucte BUHO TM «lllaGo» 6ine HamiBcooIKe, HAa HOTO
OCHOBI, MICIISl OTPUMAHUX PE3yIbTATIB TOCTIKEHHS, OyIH po3po0JIeH] peKOMEH Iallil, IKUMH
MOKYTh CKOPUCTATHUCA U 1HII YYaCHUKH 1€l ramysi.

JlocmipkeHHss MpoBoAWINCh Ha 0a3i OJechbKOi HaIlOHAJIBHOI akaJeMil Xap4yoBHX
TEXHOJIOTIM B CEHCOpPHii maboparopii, cTBOpeHii 3a miarpumku kommnanii «llla6o». LlinboBa
aynutopis: xkiHKH (75%) Ta yonoBiku (25%) y Biui 21 — 45 pokis. Beboro onurtano 125 oci0,
npu uboMy 95 — xinku ta 30 — 4onoBiku 3 piBHeM noxoxay B 58,4%. — monan 5000 rpH Ha
monuay B cim’i ta 35,2% — Big 3000 mo 5000 tucsu Ha droauHy B ciM’i. MeTtomosnoris
JOCTI)KeHHS MOILTUIACh Ha 4 eTamnu:

1. IlpuBiTaHHs — OOrOBOPEHHSI IHCTPYKIIIM MPOBEIEHHS AOCTIIKEHHS Ta 3alIOBHEHHS
PEKBI3UTHOI aHKETH.

2. Cnina gerycraiis IIeCTH pUHKOBUX 3pa3KiB I'PUCTUX BUH.

3. KinbkicHe qocTiKeHHs: JOJAaTKOBUI OJOK 3 MUTaHHSAMU PO iTPUCTI BUHA.

4. IIpoBeneHHs HOKyc-rpymnu.

Ha nmepmomy erami mpoaHami3oBaHO YacTOTy BXKMBAaHHS ITPUCTOTO BHHA
pecroHieHTaMHu, MOKHa cKa3zatd, mo 36% BXHBAIOTh HamNiid HE MEHII YUM OJHUH pa3 Ha
Micsnpb, 23,2% — TiabKH Ha cBsTa (POJMHHI, nepkaBHi), 18,4% — oguH pa3 Ha THXKJICHb.

['onoBHMMHU KpHUTEpisMU Y BHOODI IrpucTOro BUHa B 68% onuTaHuX OyB MO3UTUBHUN
JOCBi BxkUBaHHSA, B 41,6% — mopaaa kojer uu Apy3iB, mo 24% Bignanu 3a NPUNRHATHY IIHY
Ta MOMYJIAPHICTh BUpOOHUKA (pHC. 1).

O.l. fwxina, HB. Cupomiox. Mapxemuneo8i 00CHiONCEHHS CROMCUBAUIE OISl 81
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Pucynok 1 — KpuTtepiii BuOOpy irpucToro BUHa CrioxuBadamu, %o

3a ganmMu aHketd 61,6% pecnongentiB obupatote TM «Illabo», 32,8% — Asti,

prosecco, 24,8% — TM ®panny3skuii OyasBap, 20,8% — TM ApremiBcbke.

Omxe, MiOOMBIIM MiJCYMKH PEKBI3UTHOI aHKETH, BUHUKJIO HACTYyIHE IUTaHHS,
pO3TIIsiA SIKOTO OyJo JOMAaHO 0 3amuTaHb (OKyC-Tpynmu: «3 YWM TIOB’s3aHa HEBEIUKa
KUIBKICTh BXKMBaHHsS irpuctoro BuHa?». Takox Oynu BHIIJICHI OCHOBHI KpuTepii BHOOpY

MPOYKIIiT CIIO)KMBAYaMHU Ta OKPECJICHI OCHOBHI KOHKYPEHTH B JAHOMY BHJII TOBapiB.

HactynauMm etamom mociipkeHHsT Oyja cilima JerycTaiis IIeCTH 3pa3KiB irpHCcTOro
BHHA BIJJOMHX YKPAiHCHKUX BHPOOHUKIB. 3pa3ku Oyin oOpaHi B OJJHOMY I[IHOBOMY CETMEHTI

68-70 TpH, B3ATi 3 MOJTUIH CyIEPMAPKETIB Ta 3aKOA0BaHi (pHc. 2).

Pucynox 2 — 3akogoBaHi AOCTIHI 3pa3Ku ITPUCTOTO BUHA

Ha mouarky npyroro eramy JOCTiDKEHHS OyJI0 OKPECICHO PiBEeHb OPraHOJEHTHYHUX
BJIACTUBOCTEH PECIIOHJEHTIB ISl BU3HAYEHHS CTYICHS OOI3HAHOCTI OMHUTYBAaHHWX. 3aBJIaHHS
BHUTJISQJI0 HACTYITHUM YHHOM: 3a JIOIIOMOTOI0 apoMaTy, CMaKy Ta IICIsICMaKy HEoOXiaHO
OyJ0 BCTAHOBUTH THIl ITPUCTOTO BHUHA (BCl 3pa3Kku OynM HamiBCOJOAK1). PesymbraTu

OINUTYBAHHS MPOJIEMOHCTPOBAHI Ha pucC. 3.
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K HaniBconoake

Bl lHwWww1ii BapiaHT

Pucynox 3 — OGi3HaHICTh PECIIOHICHTIB B ITPUCTUX BUHAX, YOJI.

baunmo, mo OiTBIIICTE PECIOHIEHTIB HE PO3YMIIOTHCSA Ha BHJI ITPUCTHX BHUH, IIC
MOXe OyTH IMOB’S3aHO i3 Majol O00I3HAHICTIO B QJIKOTOJI a00 3 HEBIIMOBIIHICTIO COJOAY B

Haroi. JleranpHile 11e MUTaHHs JOCIIKEHO Ha YeTBEPTOMY €Talli.
Pe3ynbrati OpraHOJICNITUYHUX BJIACTUBOCTEH OOpAaHMX MIECTH 3pa3KiB IrPUCTUX BUH

MPOJIEMOHCTPOBaHi B TaoI. 1.

Tabnuis 1 — Bianosiai pecrioHAeHTIB PO OPraHOJIENTUYHI BIACTUBOCTI MPOAYKITIT

30BHINIHIN BUIIIS Apomar CMmax
X
Hasga irpucroro 5 g 8 5 8 5 5 Tapmonis C
P 2 =) 8 5 2 g 5 = Z| E| (zaramshe cpente
BUHA 15 B = & = Q = g Sl 9 3HAYCHHS
8 S 2 2 g 2 2 g 5| BpayKeHHS)
9 © =) = = =) S =2 R
= s m m =
=
ApreMiBcbke 3,7 |38 3,4 31 (32 |31 |33 |32 |34 |32 3 3,3
Opeanza 41 |39 3,4 35 |37 |34 |34 |36 |33 |34 3,2 3,5
Opaniy3bkuit 4 3,8 3,3 3 28 129 |32 |32 |31 |32 2,8 3,2
OynbBap
[I1abo 35 |35 3,1 2,8 3 27 128 [29 |28 |28 2,5 2,9
Opecca 41 |41 3,7 36 [35 [34 |35 |35 |35 (34 3,1 3,6
bosnrpan 39 |38 3,4 34 [36 |34 |33 |34 |33 |33 3 3,4

3a JomoMororw 0OaraTOKyTHHKAa KOHKYPEHTOCIPOMOJKHOCTI HArJIsiIHO BiJIOOpakeHi
OLIIHKHM PECIIOH/IEHTIB 32 OpPraHOJENTUYHUMH MOKa3HUKAMU ITPUCTUX BUH (puC. 4).

OTxe, BHM3HAUMBIIM CTYIiHb 33J0BOJICHOCTI CIHOXKMBayiB IrpucTuM BHHOM TM
«I1IaGo» 6ine HamiBCONOJKE, B MOPIBHSIHHI 3 PUHKOBUMHU MPOJYKTaMH KOHKYPEHTIB, MOKHA
MPOCIOCTEPIiraTu, MO JaHUI 3pa30K OTpUMaB HAWHWXKYI MOKAa3HHUKH. JIimepoM ronocyBaHHS
onmHmnack TM Opecca. ApryMeHTYIOYH BUIIE 3a3HAaY€HI BUCHOBKH, MEPEHIEMO 10 TPETHOTO
eTarmy JAOCiKESHHS.

3a JOMOMOror J10AATKOBOrO OJIOKY NMUTaHb Oyld OTpHUMaHl PO3TOpPHYTI BIANOBIAL
cTocoBHO irpuctoro BuHa TM «Illaboy» Oinme HamiBcononke. ITimOMBIIM IMICYMKH, MOXHa
cKaszaTH, 1o Nnpuomm3Ho 17% pecrnoHACHTIB HETaTHBHO BII3MBAIKCS MPO OPraHOJICITHYHI
BJIACTUBOCTI MPOAYKTY, 5% TMOBHICTIO 33J0BOJICHI HUM, iHII — 78% HE 3BepHYJIU yBaru Ha
nmaHuit ToBap. s Toro, mo0 BUSBUTH TOJIOBHY MPOOJIEMATHKY MPOAYKTY, OYB IMPOBEICHUN
YeTBEpPTHUH eTar JOCTiKeHHs — POoKyc-TpyIa.

O.l. fwxina, HB. Cupomiox. Mapxemuneo8i 00CHiONCEHHS CROMCUBAUIE OISl 83
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MposopicTe

sl A NTEMIBCBHE
Micnacmar (- * Tpa =f=0OpeaHaa
Bynsbawok
== DpaHUY3EEWIA
GyneBap
i || 20O
BupasHicte .
cmaky 7 YucroTa Onecca
apomary
=@#—Eonrpag,
s " BupasHicTe
HUCTOTE CMaRy
apomaty

AkicTe apomaty

Pucynok 4 — bararokyTHUK KOHKYPEHTOCIIPOMOYKHOCTI 33 OPTraHOJICIITHYHUMHE ITOKa3HUKAMHU
PECTIOH/ICHTIB

['onoBHMMHU MTUTaHHSIMEU (OKYC-TPYIH OyJIM HACTYITHI:

1. Yu € pi3HUISI MK iITPUCTUM BUHOM Ta IaMIaHchbkum? SIka?

2. 3 yuM NOB’s13aHa BIIHOCHO HEBEJIHKA KiJIbKICTh BXKUBAHHS JAHOI MPOAYKIIIi?
3. [Tig stkuM HOMEpoM 3HaxoAUThCs poaykiis TM «Illa6o»? Homy?

4., SIxi BpakeHHs Bu BimuyBanu, Kymtyroun yetBeptrii 3pa3ok? (TM «lllaboy)

5. U monmobaerbest Bam ymakoBka irpucroro suaa TM «llla6o» 6ine HamiBcomoke?
Yomy?

BinnoBias Ha 1-e nutanHs Oyna HACTYMHOIO (puc 5).

Yu € pisHULA MiXK irpucTMm BUHOM Ta
LWaMNaHCbKUM?

K Bignosigb xnbHa

ElBignosiab BipHa

64%

Pucynok 5 — O613HaHICTh PECIIOH/ICHTIB B PI3HULI M1 ITPUCTHUM BHHOM Ta IIaMIIaHCHKUM

64% onuTyBaHMUX HE 3HAJIM, B YOMY PI3HMIA MK IFPUCTUM BUHOM Ta IIAMITAHCHKUM,
mume 36% — Bkazanu  BipHO. Pi3HUII0O MK LHMMH HamosMu BOadaroTh (paHIy3bKi
BUPOOHMKH, HAIMOJIATAIOUM HA TOMY, 110 ropay Ha3By «lllammaHcbke» MaiOTh MPaBO HOCUTHU
TIIBKM Ti ITPUCTI BHHA, K1 BUpOOJEHI Ha Teputopii ¢paniy3bkoi nposinuii [llammnans 3
JOTPUMAHHSM CIIeIiaJIbHOI TEXHOJIOT1T Ta BUKOPUCTAHHSAM BU3HAYEHUX COPTIB BUHOTPALy.
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Bianoigaroun Ha 2-¢ NMHUTAHHS, PECIIOHJCHTH BKAa3allM, IO 3J¢OUIBIIOTO KYIYIOTh
ITPUCTI BHHA JIMIIEC Ha CBATA, a 0cOOJIMBO Ha HOBHH pik. Lle MOB’s3aHO 3 BIACTHBOCTSIMH
MPOIYKTY, SKIIO HAMpPHKIAJ, MOPIBHIOBATH ITPHCTE Ta 3BHYAlfHE BHHO, TO OCTaHHE Oyne
KOPUCTYBATHCh OUTBIIMM ITOIIUTOM, Yepe3 Te, II0 MOTO MOKHA MMOBTOPHO 3aKOPKYBaTH, YOTO
HE CKaxem mpo irpucre. Yepes meit e ¢akrop, Ui JaHOTO TOBapy, HEOOXiTHA BEIIMKA
kommanis. Ille onHier0 NMpUYMHOIO € Te, IO HEe KOXKHA JKIHKa CIPOMOXKHA BIJIKOPKYBAaTH
ITPUCTE BHHO CaMOTYXKH, TOMY CaMOTHi, a00 KOTpi 3HAXOMUSATHCS B KIHOYOMY KOJIEKTHBI,
CKOPIIIE BIIMOBIATHCS BiJl MPOAYKTY.

Binmoinae Ha 3-¢ nutanHs Oyna Takoro (puc 6).

Nig AKnm 3paskom 3Haxoautbca TM LLa6o?

B Bignosiab BipHa
Bl Bignosigb xvbHa

Pucynok 6 — [IpumynieHHs croXuBadiB 11010 KOJyBaHHS 3alIPOIIOHOBAHUX HAIOIB

Tinbku 16% pecrnoHAEeHTIB BIAMITHIM BIpHO 3pa30K, KUl TPUXOBYBaB 3a coboro TM
«I1Ia6o» (uerBeptmii). Bcei iHIII onmMTaHi BKa3alu HA Ti MO3WI, SIKI HA iXHIO JYMKY MaJH
HATIMII OpraHoMEeNTHYHI BIACTUBOCTI. Lle CBIAUNTH Mpo NOsUIbHE BIAHOIICHHS 10 KOMMOaHi1
cepe/l CIIOKUBAYIB.

Ha 4-e muranHa BiAmoBige Oynaa HACTYMHOIO: apoMaT 3aHAATO HACHUYEHHUH, 5K Y
KOHBSYHOI NPOAYKIii, TOMY 1 He3po3yMmMulnid ans crnoxuBada. CMak Ouibllie HarajayBaB
HaIiBCyXe, aHDK HamiBCONOAKe irpucrte BuHO. Koperyiouwm oTpuMaHi pe3ynbTaT,
MOCTAaBUBIIM TEXHIYHE 3aBAaHHS Ha BHPOOHUIITBI, MOXHA 3MIHUTH BITHOIICHHS
PECTIOHJICHTIB /10 IaHOTO TOBapy.

BiamoBigaroun Ha 5-¢ mUTaHHS, PECMOHACHTH BKa3ald, IO KOJIp, OOpaHWil it
YIIaKOBKHU JTaHOT MPOAYKIIii, HE AK€ acOLIIOEThC 3 OPEHIOBUM HAmoeM (ITOMapaH4yeBHil), Ta
HaBeIM NMPUKIAAU BJAAJIoro BapiaHTa: irpucre BuHo [1labo OproT (3010THi), iIrpHcT€ BUHO
[[Ta6o namiBcyxe (OIaKUTHUH) 1 T.1H.

HacTtymHuM ~ KpOKOM  JOCTIDKEHHS  CTaJlO  BHHAWJCHHS  ONTHMAJBHHX
OpPTraHOJENTUYHUX BIACTUBOCTEN MPOIYKIIil. 3MIHUBIIYU CKJIaJl COJIOY Ta apoMaT MPOIYKIIii B
JEKUIBKOX BaplaHTax, BUHUKIIA HEOOXITHICTh Y TIPOBEICHHI TOAATKOBUX CIIMHX JETYCTAIliH.
Haiikpammii 3pazok, Ha JyMKYy PECIIOH/IEHTIB, OYB PEKOMEHIOBAHHI O BIPOBAKCHHS Ha
BUPOOHUIITBI.

Ha ocHOBI mpoBeneHOTO MOCHiPKeHHS Oy/iH 3alporoHOBaHI peKOMeHallii II0A0
MIPOCYBAHHS OHOBJICHOTO 3pa3Ka Ha pUHOK BHHOPOOHOI MPOJIYKIIIT 32 JIOMTIOMOTOI0 KOMILIEKCY
MapKeTUHTy (Tadi. 2).

OTxe, MIACYMOBYIOUM BHILE CKa3aHe, 0auMMO, II0 TOBAap € MPOAYKTOM MiSUIbHOCTI
mignpueMcTBa. MOro pHMHKOBE CIPHEHSTTA BM3HAYa€ YCHiX ab0 HEYyCIX IIiAIpHEMCTBA.

O.l. fwxina, HB. Cupomiox. Mapxemuneo8i 00CHiONCEHHS CROMCUBAUIE OISl 85
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PunkoBa mpuBaOIIMBICTh TOBAPY — L€ 3aBXKIM TAPMOHIs HOT0 (YHKIIOHATBHUX, ECTETUYHUX,
[[IHOBUX XapaKTEPHCTHK.
Tabmuus 2 — [Ipono3umii o0 BAOCKOHANEHHS irpucTuX BUH KoMmaHii «[11a6o» 6ine

HaIlBCOJIOJKE
Enement .
PiBenn
KOMILICKCY [pomno3wmmii .
BaroMocCTi
MapKETUHTY
TosapHa 1. 3MiHUTH OpraHOJENTHYHI BIaCTHBOCTI MIPOAYKTY
HOMTHKA 2. Po3po6KTH HOBHI BUIIIA YIIAKOBKU Bucokuii
3. Y IocKOHAIUTH CHOCIO 3aKOPKOBYBaHHS IrPUCTOTO BHHA
LIngBa 3anponoHOBaHE IrPUCTE BUHO 3AJIUIIUTH B TOMY K IIIHOBOMY CEI'MEHTI Buicoxuii
MOJTITHKA
30yToBa Ha puHKy iCHY€ 3aKOHOMIPHICTB, 1[0 3aMOHI JFOJIU BIAIOTh IepeBary
MOJTITHKA Oinpmr  cyxuM BuHaM. JlaHWil BHJ IPOAYKLIi XapakTepHUH s
HACEJICHHS B CETMCHTI «EKOHOM ILTIOC», 00 € JOCTYIHUM 32 IiHOK Ta
HAITiBCOJIOAKUM 3a THIIOM ITPUCTHM BHHOM.
3aBmgaHHA 30yTOBOI TMOJITHUKU TOJSATa€ B HEOOXITHOCTI MaKCHUMaJIbHOTO Biicokuii
NPOHMKHEHHS HA ITOJHI[l TOPrOBMX TOYOK, MarasdHiB Ta KiOCKIB, SKi
3HAXOMAThCS O OyAMHKIB. 3allOBHUTH MPOIYKITIEID HE TUTBKH MICTa,
ajie ¥ pPerioHW Ta CeNHWINa 3a JOIMOMOTOI TUCTPUO foTopiB. ITimoTHMI
3alyCcK IMPOBECTH B OJECHKOMY pPETiOHi, TOMY IO BiH € HAaWOUIBII
BUT1THUM 3 TOYKH 30pY 3aTPAT Ha MEPEBE3CHHS MPOIYKIIII.
KomynikatuBHa | Bepyuu 3a OCHOBY IpOBe/IcHE MapKETHHIOBE OCTIIPKCHHST BUHUKAE PSiIT
MOJTITHKA MPOTO3HLIH, SIKI BUIVISIAI0Th HACTYITHUM YHHOM:
— HeoOXiZHO 3a JIONOMOro0 MOTYXHOr0 KOMYHiKaTHBHOTo KaHany — | CepenHii

Facedook, zamoBHMTH KOHTEHT iH()OPMAI€I0 NPO BHXiJ HOBHHKH. A
came — PO HOBi OPTaHOJICNTHYHI BIACTUBOCTI, TU3aiiH, PYHKIIOHAIbHI
piLlICHHS, a FOJIOBHE — ¢ MOYKHA MPUA0ATH NPOIYKT

— HamepeNoHi BECITLHOTO CE30HY PO3MICTHTH jerycTamifimi criiikm 3 | Cepentii
MepcoHaJIoM B TOProBux mepexax micra (Merpo, Cinbro, Ekomapker i
T. iH.), sIKI OyJyTh PO3IOBIZATH PO MEpeBard MPOAYKTY Ta CIIOHYKAaTH
JI0 TIOKYTIKH, 3a3/1aJIeTi/[b BCE Y3rOJIMBILH 3T1IHO 3aKOHOJABCTBY

— posnoscioguti POS-MaTepianu 10 Tmoyatky ce3oHy koproparupaux | CepenHiit
CBAT B pi3HI KOMIMaHIT 3 METOI0 3aJlydeHHs JO0 IOKYNKH IMpaliBHHUKIB
odicy

— mpoBect akiii, sk mist B2B tak i gna B2C pusky. s mokymifis
B2B punky npornonyetbes: 1) BimcTpouka ruiaTexy abo mpuabaHHsS
TOBapy B KpemuT; 2) JocTaBKa TOBapy OE3KOIITOBHO IMpH 3aKyIiBIi
BEJMKOI mapTii mpoaykimii abo MOTHBaIliiiHa MyTiBKa Ha BIAMMOYMHOK. | BHCOkmii
Hus cnoxuBadie B2C pHHKY MOXHa MOPEKOMEHIYBAaTH pO3irpar
pi3HUX OpeHIOBaHHX APIOHUIG (HAPUKIA[, IITOIOP, KEIUXH, MarHITH
T. iH..), TOJIOBHUH Npu3 — noi3aka Ha 1BoX B LleHT kynsTypu Buna 111abo

— yyacth y Bceykpaincekux Ta MIDKHApOAHMX BHCTaBKax Ta

. . . i Bucoxkuit
decrusansx (Kyiv food and wine festival, Ukrainian food expo)
— mOTpiOHO 3amMyCTHTH KPOCC-MApKETHHI 13 3aKJaJaMd CErMEHTY
HoReCa (kpocc-MapKeTHHT — HOBa MAPKETUHTOBA TEXHOJIOTIS, CYTh SIKOT Burcokui

MOJISiTa€ B MEPEeTHHI CYMyTHIX mociyr abo ToBapiB B oxHid PR-akmii,
CIUIBHO MpoBeIeHoi BoMa (200 6iblie) KOMIAHISIMH)

PosrnsnyBImmm netanpHO 00paHy MPOIYKIIO 32 JOTIOMOTOK KOMIUIEKCY MapKETHHTY
Ta 3aMpoOIOHYBABIIU HEOOXIIHI CTpaTerii Iisi HOro PO3BUTKY, MO KOXKHIH 13 mo3wuiiit 4P OyB
pO3pobIeHU MJIaH MapKETUHIOBUX 3aX0/I1B (puc. 7).
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[Tpumyctumo, 1o 1anuii ToBap Oyne BUpoOIeHHIA Ta TOTOBHUI 10 peastizalii B JI0TOMY
2019 pori.

Il1an MapkeTnHry komnagil [ado na 2019 pix
Hanpam AiAneHocTi

culd | morl9 | Oepd9 | weitld | Ttpesd9 | uepedd | ovnd9 | cepnd9 | eepdd | woel | el | rpyald

9|10|11{12/13|14)15|16|17|18(15|20|21|22| 23| 24|25|26|27)28|29)30|31| 32| 33| 34|35|3637| 38| 39|40|41|42 |43 |44]45|46/47)43

AKTMBHOCTI N0 KaHaNam
npojakie
POS-marepia Ana

napTHepie

MpOERLEHHA ZerycTaLid

ﬂiﬂ,rOTOBKE/WECTh y

BuCTaBL/becrveani

PofioTa 3 KOHTEHTOM
Facebook/ caifmom

Moopi Kowypei MECEECCEE N CERCCERC AR CEE N
1l

Kpocc-MapraTHHr

[0CNIAHEHHA
38[0B0EHOCTI CNOMMBAYIB

PeKNAMHa KOHUENLA Ha
2020 pik

MnaH MapKETHHTY Ha 2020
pik

Pucynok 7 — Ilnan mapkerunry nianpuemcrsa «llla6o» na 2019 pix

AHanmi3yrour JaHWN KaJleHJApHUH IUIaH JIsJIBHOCTI KOMIMaHii, MOXHa 3pOOUTH
BHUCHOBOK, IO OKpeMi IHCTPYMEHTH KOMIUIEKCY KOMYHIKalid HaOyBaloTh €(pEeKTHBHOI il
JUIIEe pa3oM 3 IHIIUMHU 1HCTpyMEHTaMH. T00TO AOIIIBPHO BHKOPUCTOBYBATH KOMILIEKC
IHTErpOBaHMX MAPKETHHIOBUX KOMYHIKAIIiH.

[[fo6 BU3HAUMTH TPOAYKTUBHICTH [IAIBHOCTI MapKETUHTOBHUX 3aXOJiB OyB
po3paxoBaHMii OIO/PKET KOMITaHIi Ha BIPOBA/KEHHS Ta MPOCYBaHHS jJaHoro Hamor. [laxi
HaBeZCHI, BUXO/SIUM 13 3ariaHoBaHoro (opmary gisuiibHOCTI Kommanii «1lla6o» Ha 2019 pik
(Tabm. 4).

PospaxyBaBimm cymy BHTpaT Ha MapKETHHTOBY isIIbHICTh, HEOOXITHO BH3HAYUTU
noTeHMiHnK npubyrok kommanii «[llabo» mns oTpumaHHA e(EeKTHBHOCTI TMPOBEIACHHS
3aMmponoOHOBaHMUX 3ax0/1iB. JaHi1 YMOBHI y 3B 513Ky 3 MOJITHUKOIO KOH(1ASHIIIHHOCTI KOMIIaHii.

Otxe, Oepyun no yBaru cymy mponaxiB 3a 2018 pik irpuctux Bur TOB IITK
«aboy, mo ckmagana 51009851 rpH. Ta 67935 nan. Ta miTpaxx oAHIET IUIALIKH, PO3PAXyeEMO
KUIBKICTB peani3zoBanux 1isimok 3a 2018 pik (KPIT).

JuHamMmika npogaxis 3a 2017 pik B fan

KIIP = 075 , @
ne 0,75 — KUTbKICTB JITPIB B OJTHIN TUISIIIIIL.
KPIT = 2222 = 90580 .
O.1. Hwxina, H.B. Cupomiox. Mapkemuneogi 00CioNceH s CRON*CUBAYIE Ol 87

B800CKOHAICHHS CMAKOBUX AKOCEL UHA



Marketing and Digital Technologies

Volume 2, No 4, 2018

ISSN 2522-9087

(Print)
ISSN 2523-434X (Online)

Tabmuus 4 — bromxer komnanii «111abo» Ha MAPKETHHTOBY JTiSIIbHICTD

Haripsu Komenrap JonomixkHi Marepianu Bevoro,
JUSUTEHOCTI T'pH
AxtuBHOcTi o | [IpoBomaTecst  3a  pesynbratamu | Jlnsa B2B:
KaHaJIaM aHaJi3y MPOAaXiB Ta KOHKYPCHTIB. — B 3aJISKHOCTI Bix akmii (kommeHcyetsest | 600000
TIPO/IaXKiB TOBApOM YH TPOIIIMA).
Hns B2C:
- 6peHHOBaH} _ TIOZAPYHKA Y BI/III"JIﬂﬂl 1000000
MOCyly, MarHiTiB, 0iCHOTO MpIIany;
— pi3HOMAHITHI Ty TiBKH.
POS-marepianu | [lepenane y BIIACHICTH | — IITUTH;
JUIS IApTHEPIB JMJIepaM/TOPrOBUM  TIPEJICTaBHUKAaM | — TpOTyapHa rpadika;
KOMIaHii B 3aJIe)KHOCTI BiZl CyMHu | — OaHepw;
3akymiBii. Hanmaerbcss ogHMM 13 | — HaKJIEHKH Ha JiBepi;
BapiaHTIB: — MOCTEPH;
— 0azoBUl MAaKET; - 6aHepHa CiTKa; 500000
— CTaHJAapTHUI MaKeT; — wengeronmepw;
. — ¢maepu;
— MPEMisM TaKeT. _ KaneHmapi;
— OJIOKHOTH;
— BOOJIEpH.
IIpoBeneHHs Herycramii OymyTe MPOBOTUTHCSA VY | — 3aKyMiBis 3pa3KiB MPOIYKIIIi; 15000
JerycTarii BEJIMKHX CYNEpMApKeTax " (oo TI1 3a HajgaHAs MicIo
(HaHp.I/IKJ'Ia[[, Mertpo), Ha MpoTA3i % MpOBEIEHHS 50000
z:::::)}g » ABa pasit Ha PiK (eclibHiil | — POS-marepiami (2 Garepn + 1000 15000
¢uaepis).
— 3apo0iTHa r1aTa HaliMaHOM
nepcrz)Hany. g 50000
VYuyactp y PexomennoBano npuiiMatu y4yacTh y | Bucrapka:
BHCTABIIi Ta (decTHBaISIX Ta BHUCTABKAaxX JBa Pa3H | — IUIA AKiCHOI €KCIO3HIIi HeOOXiTHHH 52000
(hectuBamni Ha piK. creny wiomero 40 xB.M;
— HaJIalITyBaHHS CTEH/A, 130000
— onepatiiiHi 3aTpatu (TpaHCIOPTYBaHHS
3pasKiB, 3/ MEpPCOHAIY); 26000
— POS-marepianu; 25000
— BHECOK 32 Y4acTh. 10000
decTUBaIIb:
— CTeHs; 20000
— HaJlaIITyBaHHS CTCH/IA, 50000
— POS-marepianu; 15000
— BHECOK 32 Y4acTh; 5000
— oIlepariiiHi 3aTpaTy. 15000
Pobora 3 Po3pobusiersest ciBpoOITHUKAMU
KOHTEHTOM KOMIIaHii.
Facebook/ i a
caiToM
Kpocce- HamaraTucs 3amyuntn g0 cmiBmpari 15000
MapKETHHT SKHAWOIIbIIIe MApTHEPIB.
JocmimkeHHs IIpoBoasiThCs CIiBpOOITHUKAMK | — 3aKyMiBJIsA 3pa3KiB MPOAYKIIIT ISt
3aJ0BOJIEHOCTI KoMmaHii Ha  (ecTHBansAX, 3a | JOCIIIKCHHS;
CIIO>XKMBAYiB nomomororo [uTepreT pecypeis  abo [ Tonirpadis/ kaHuespis (py4xu); 50000
B CEHCOpHIil maboparopii (CTBOpeHid — o 5 Y-
enepenbauyBaHi 00CTaBUHH.
32 paXyHOK KOMIIaHii).
Bcroro 2643000
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Buxoasuu 3 oTpuMaHuX JaHMX, JaMO IECHUMICTHYHHME IPOTHO3 IIPOIaXKaM IPOIYKITii
Ha 2019 pik, npunyckaruu, M0 OpUpICT mpoaaxiB ckiaaB — 20%, a BagoBHil NMpuOYTOK 3
onHiel mTyku ckina 30 rpH. Bapricts oaniei stk 70 TpH., TOAI:
[Iporuozosanuii nponax = KPII- IIpupict,% 2
1. 90580 x-1,20 = 108696 mT. — MecUMiCTUYHHI MPOTHO3 TpoAaxiB 3a 2019 pik.
Po3paxyiiMo mporao3oBaHuii 000pOT MPOJIAXKIB ISl TOTO, MO0 Mi3HATUCS BUPYYKY KOMIMaHii
B 2019 pori

[Iporro3zoBanuii 060poT nmpoaaxis = [IporaozoBanuii npogax - miny  (3)

2. 108696 x 70 = 7608720 rpH — meCUMICTUYHUN MPOTHO3 BUPYYKH KommaHii Ha 2019

piK.
Busnaunmo BanoBuit npubytok (BII) kommanii 3a nanuii nepion:
BII = IIporuno3oBanuii npoxax - BII 3 oguHiel oguaMII (4)
3. BIT = 108696 x 30 = 3260880 rpH — necumicTuuHui BanoBuil mpudyTok B 2019
pori.

3’sCydiMO TEpMiH OKYITHOCTI MapKETHHTOBOi IisUIbHOCTI TpHU 3arparax Ha Hei B
po3mipi 2643000 rpH:

. . 3aTpaTu Ha MapKeTUHTOBY Jisl/IbHICTh

TepMiH OKyIHOCTI = —— i (5)
BIl/micsaup

2643000

(2608801 12) 10 mics1iB — TEpMIH OKYITHOCTI IECUMICTUYHOTO Mporuo3y Ha 2019

piK.

Bino6pa3zumo rpadiyno necumictuuHui nporuo3 Ha 2019 pik (puc. 8).

OKynHiCTb MapKeTUHroBUX iHBECTULLIN NPU NeCUMICTUMHOMY
NporHosi
3500000
3000000
2500000
2000000
1500000
1000000
500000

e=@== B[] e=ifi==|VI3

Pucynok 8 — OKynHICTh MApKETUHIOBUX 1HBECTHIIH MPU NECUMICTUYHOMY MPOTHO31
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BignoBimHO po3paxyeMo peaTiCTUYHMNA TPOTHO3, MPHUITYCKAIOUW, M0 MPUPICT
npoaxiB ckiaB — 50%, Toi:

1. 90580 x 1,50 = 135870 mt. — peanicTUYHHIA TPOTHO3 MpoaxiB 3a 2019 pik;

2. 135870 x 70 = 9510900 rpH. — peayicTUYHUNA TPOTHO3 BUPYIKH KoMmIiaHii Ha 2019

piK;
3.135870 x 30 = 4076100 rpH. — peanictnuHuii BajgoBui npudyTok B 2019 porii;
2643000 N . . .
© 407610010 ~ 8 MicsLIB — TEPMIH OKYITHOCTI pealiCTUYHOTO MporHo3y Ha 2019
piK.

Binob6paszumo rpadiuao peanmictuanuii mporaos Ha 2019 pik (puc. 9).

OKyYMNHiCTb MapKeTUHIOBUX iHBECTULLIK NpU peanicTUMHOMY
NporHosi

3500000
3000000
2500000
2000000
1500000
1000000

500000

em@ue B[] e \]3

Pucynox 9 — OkynHicTh MAPKETUHIOBHUX 1HBECTHUIIIH MPH peaiCTHYHOMY ITPOrHO31

BuszHaunMo ¥ onTHUMICTHYHUHN MPOTHO3, MPUIMTYCKAIOYH, 110 MPUPICT MPOAAXKiB CKIaB
—70%, Tomi:

1. 90580 x 1,70 = 153986 mT. — ONTUMICTUYHHI TPOTHO3 MpoaaxiB 3a 2019 pik;
2. 153986 x 70 = 10779020 TpH — ONTUMICTHYHHIA TMPOTHO3 BUPYYKH KOMIIaHii Ha
2019 pik;

3. 153986 x 30 = 4619580 rpH — onTUMICTHYHUI BaroBUi mpuOyToK B 2019 pori;
2643000

,—————— =~ 7 MICHIIB — TEPMIH OKVITHOCTI OITUMICTUYHOTO Iporuo3y Ha 2019
(4619580 : 12) 1 p yn p y

piK.

Bino6pa3zumo rpadiuyHo ontumictuyamii mporno3 Ha 2019 pik (puc. 10).
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OKYNHiCTb MapKeTUHIOBUX iHBECTULLIN NPXU ONTUMICTUMHOMY
NPOrHO3i
3500000
3000000
2500000
2000000
1500000
1000000
500000

Pucynok 10 — OkynHiCTh MapKETHHTOBUX IHBECTHIIN TPU ONTHMICTUYHOMY IPOTHO31

[linbuBaroun MiICYMKH MOKHAa CKa3aTH, IO 3alpPOMOHOBaHA MapKETHUHIOBA
JISJIBHICT € €(Q)EKTHMBHOIO, OCKIIBKM Yy BCIX TNPOTHO3aX MAapKETHHIOBI 3aTpaTd Oyiu
BUITPaBAaHi. Po3risgaroun mecuMiCTUYHUEN IPOTHO3, TEPMIiH OKYITHOCTI 1HBECTHIIIN ckiaB 10
MICAIIIB, B PEATICTAYHOMY IPOTHO31 — 8 MICAIIB, a B ONTUMICTHYHOMY — 7 MICSIIiB.
JlomaTkoBuii OTpUMaHul MIPUOYTOK MOKHA BHMKOPHCTaTH Ha IIOKPAIICHHS 1CHYIOYOI
MPOAYKIIii a00 Ha TOBapy HOBUHKH, 11100 3aJIMIIATUCH Y JIiJIepax Ha YKPaiHCHKOMI] Ta 3aiiMaTu
BHCOKY HIIlTy HA CBITOBOMY PHHKY.

BuCHOBKH 3 1aHOI0 JOC/iIKeHHS i MePCNEeKTHBH NMOJAJbIINX PO3POOOK 32 JAaHUM
HanpsiMmom. bepyun 10 yBaru faHe JOCHIKEHHS, JOIUTHHO BTUTUTH MOTO Ha mpakTuil. B
XOJll OMUTYBaHb OyNMHM BUSBIEHI OPraHONENTHYHI Ta MpaKTH4HI (ymakoBKa, Tapa i T.n.)
noOakaHHs CIOXKMBadiB, a TaKOXX pO3poOJeHl pEeKOMEHJAIli 010 BIOCKOHAJICHHS
npuBaOIUBOCTI MPOAYKTY, SIKi MOKYTh 3aCTOCOBYBATH B CBOil pOOOTI pi3HI KOMMaHil B TaHii
ray3i. Takox MOXKHa TiJKPECIUTH BAXKIWBICTh MPOBEICHHS TOBTOPHUX MapKETHHTOBHX
JIOCITIJDKEHb CIIOKWBAYiB, TOMY IO IXHI IPEeBarm B CMakKy 3 4acOM 3MIHIOIOTHCS TiJ JIEF0
pi3Hux oOctaBuH. ToMy, 4un TO BijOMa KOMIaHis 3 0araTopiuHUM JJOCB1IOM pOOOTH Ha PUHKY
BUHOPOOHOI MPONYKIli, YN KOMIIAHis TOYATKiBEI[b, YMOBU IMiJ Ji€l0 JaHOTO YHHHHKA
OJIHAaKOBI, TOX JI1IEPOM PUHKY MOKE CTaTH KOXKEH.
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Markreting consumption of consumers for improvement of wine quality.

The aim of the article. This article provides the analysis of several marketing studies of
sparkling wines in order to clarify the organoleptic preferences of consumers, consumers' perception
of certain types of wine and also knowledge and attitudes towards them.

The results of the analyses. The research was conducted on the basis of the Odessa National
Academy of Food Technologies in the sensory laboratory created with the support of the company
"Shabo". The methodology of the research was divided into 4 stages: introduction by discussion of the
instructions for conducting the research and filling out the requisite questionnaire; blind tasting of six
market samples of sparkling wines; quantitative research: an additional block of questions about
sparkling wine; holding a focus group.

At the first stage of the study, the frequency of wine consumption and the criteria for choosing
a particular brand of wine were clarified. As a result of the "blind" testing, six brands of sparkling
wine were studied for organoleptic properties. A questionnaire was subsequently conducted to
determine the perception of consumers of a particular brand of wine and their attitude to it.

According to the results of these studies, the optimal organoleptic properties of sparkling wine
were determined. For the new product, a marketing complex was developed for better market
promotion. To determine the productivity of marketing activities, the company budget was calculated
for the implementation and promotion of the drink.

Conclusions and perspectives for further research. The surveys revealed organoleptic and
practical (packaging, boxing, etc.) consumer wishes, as well as developed recommendations for
improving the attractiveness of the product, which can be used by various companies in the industry. It
is also possible to emphasize the importance of conducting repeated marketing studies for consumers,
because their preferences in taste change over time due to different circumstances.

Key words: marketing research, "blind" tests, focus group, surveys, organoleptic properties,
sparkling wine.

Haoiiiwno 0o peoaxuii 21 xostas, 2018.
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MANAGEMENT OF DIGITAL BUSINESS IN THE CONTEXT OF COUNTRY’S
ECONOMIC DEVELOPMENT?!

The key role of information and communication technologies in ensuring sustainable
economic development of the country is identified. It is formulated and justifiably proven the
hypothesis about the existence of a direct relationship between the Information and Communication
Technologies Development Index, the Digital Competitiveness of the country and the Global
Competitiveness Index of the country. Considering the ability of digital business to have a significant
impact to the country’s economic development, the conceptual basis of digital business management
(considered on the example of online retail) is proposed. It is determined the specifics of interaction
between the participants of digital business in accordance with the fundamental principles of digital
business management, that involve the use of appropriate tools and a portfolio of relevant methods for
managing digital business.

Key words: country’s economic development, information and communication technologies,
digital competitiveness, digital business, conceptual basis of digital business management.

DOI: 10.15276/mdt.2.4.2018.6

Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In the context of globalization, the economic development of
any country is determined by information and communication technologies, and,
consequently, their level of use by market actors in their own activity. Nowadays it is possible
to observe a mass digitalization of market entities activity based on their desire to quickly
adapt to changes in the digital age. Therefore, the study of questions about the desirability of
digitalization of market entities activity and considering aspects of digital business
management.

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies. The studies of leading foreign scientists and
economists are dedicated to the theoretical and methodological aspects of market entities
digitalization in various sectors of the economy, among whom: Barefoot K. (2018), Bris A.
(2016), Caballero J. (2016), Cabolis C. (2016), Curtis D. (2018), Fenwick N. (2015), Jolliff
W. (2018), Kaplan J. (2012), Nicholson J. (2018), Omohundro R. (2018), Sharma Sh. (2012),
Weinberg A. (2012). However, the problem about the digital business influence on a
country’s economy, as well as its rational management, is currently relevant and requires
detailed study.

© 2018 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0/)

! The publication contains the results of studies conducted by President’s of Ukraine grant for competitive
projects F75 of the State Fund for Fundamental Research.
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Formulation of the purposes of the article (statement of the problem). The
purposes of the article are to identify the factors influencing a country’s economy and to
justify the conceptual basis of digital business management in order to ensure positive
economic development of the country. The objects of the study are the countries of the
Organization for Economic Cooperation and Development (OECD) and Ukraine.

Statement of the main material of the research with full justification of the
scientific results obtained. Today, the development of information and communication
technologies (ICT) determines the welfare of any country and is a defining characteristic of its
economy development. The degree of online interaction in society is increasing with the
emergence and active implementation of new ICT.

According to the data of the World Economic Forum (2018), to the end of 2017 8
billion gadgets and devices in the world will be connected to the Internet, and by 2030, and it
is projected that this number will increase to 1 trillion. Therefore, the monitoring of the ICT
development, which affects all areas of activity on the market, is an important component of
the government policy.

The country’s ICT development index is a powerful tool for monitoring progress
towards a global information society. It allows countries to track their progress in the
development of ICT infrastructure, the use of ICT skills on an annual basis and to adjust
policies for the ICT and telecommunications sector. That’s why the country’s ICT
development index is a composite indicator that is determined and published by International
Telecommunication Union (ITU).

The ICT Development Index (IDI, 2018), which has been published annually since
2009, is a significant index that combines indicators into one benchmark measure. It is used to
monitor and compare developments in ICT between countries and over time. The main
objectives of the IDI are to measure:

— the level and evolution over time of ICT developments within countries and the
experience of those countries relative to others;

— progress in ICT development in both developed and developing countries;

— the digital divide, i.e. differences between countries in terms of their levels of ICT
development;

— the development potential of ICTs and the extent to which countries can make use of
them to enhance growth and development in the context of available capabilities and skills.

The IDI is designed to be global and reflect changes taking place in countries at
different levels of ICT development. Therefore, it relies on a limited set of data which can be
established with reasonable confidence in countries at all levels of development.

Based on this conceptual framework, the IDI is divided into the following three sub-
indices, which include 11 indicators:

1. Access sub-index: This sub-index captures ICT readiness and includes five
infrastructure and access indicators (fixed-telephone subscriptions, mobile-cellular telephone
subscriptions, international Internet bandwidth per Internet user, households with a computer,
and households with Internet access).

2. Use sub-index: This sub-index captures ICT intensity and includes three intensity
and usage indicators (individuals using the Internet, fixed broadband subscriptions, and
mobile-broadband subscriptions).

3. Skills sub-index: This sub-index seeks to capture capabilities or skills which are
important for ICTs. It includes three proxy indicators (mean years of schooling, gross
secondary enrolment, and gross tertiary enrolment). As these are proxy indicators, rather than
indicators directly measuring ICT-related skills, the skills sub-index is given less weight in
the computation of the IDI than the other two sub-indices.
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As noted Christos Cabolis (2017), Adjunct Professor of Economics and
Competitiveness at the International Institute for Management Development (IMD World
Competitiveness Center, 2018), governments around the world are investing heavily on the
enhancement of their digital economy in order to augment value creation and prosperity in
their countries. While the existence of a particular technology is an essential and necessary
condition for the future well-being of a nation, it is not sufficient. Digital technology needs
not only to be implemented, but also to be explored in order to achieve two important goals:
first, to improve efficiency, and second, to enhance both the range as well as the quality of
services provided to citizens and businesses alike.

Therefore, in order to assess the capacity and readiness of a country to adapt, explore
and make the most of the digital transformation, the IMD World Competitiveness Center is
introducing a report «The World Digital Competitiveness Ranking» (2017). The Ranking
provides a measure of a country’s ability to adopt and explore digital technologies leading to
transformation in government practices, business models and society in general.

The Digital Competitiveness Ranking is based on 50 indicators which are grouped in
nine sub-factors that, in turn, are classified in three factors: (1) knowledge — reflects a
country’s capacity to understand and learn new technologies; (2) technology environment —
measures ability of an economy to develop digital innovations; (3) future readiness — reflects
the readiness of an economy for the coming developments.

The factors and nine sub-factors in the structure of the Digital Completeness are
described below:

1. Knowledge (talent, training/education investment, scientific concentration).

2. Technology environment (supportive regulatory framework, capital, technological
framework).

3. Future readiness (adaptive attitudes, business agility, IT integration).

Monitoring of countries’ position in The World Digital Competitiveness Ranking is
important in modern conditions. High positions in the ranking of countries indicate an active
sustainable development of the economy and its components, including digital business. The
evaluation of Digital Competitiveness allows identifying factors constraining the development
of the usage and implementation of ICT in the country and helping countries to formulate a
list of further action directions.

In the article for research and analysis the IDI and the Digital Competitiveness were
selected 37 OECD countries and Ukraine, taking into account their active cooperation in
accordance with the Memorandum of understanding signed between Government of Ukraine
and OECD (2014). Also, it should be mentioned that OECD activities are aimed at
strengthening and improving the efficiency of member economies, improving socio-economic
and employment conditions, ensuring economic growth in both industrialized countries and
developing countries (Permanent Mission of Ukraine to the UNESCO, 2018).

So, the Table 1 shows the IDI and the Digital Competitiveness of OECD countries in
comparison with Ukraine in 2017.

According to the Table 1, only two of OECD countries in 2017 had the IDI below
Ukraine, namely Mexico and Colombia, their IDI were 5.2 and 5.4, respectively, against
Ukraine IDI — 5.6. This value of Ukraine IDI is due to the low the IDI Use (Sub-Index 2), that
was 3.2. It can be stated that Ukraine IDI Use (Sub-Index 2) was the lowest among the
compared countries, because the country has a small percentage of coverage of the Internet
and, as a consequence, a low level of involvement of the population in the use of the Internet.
In 2017, Iceland had the highest IDI value — 9.0. This indicates the high level of ICT usage in
the country and the optimal coverage of the Internet in the country, as well as the high level of
Internet security provided by the Internet with its maximum involvement in usage.
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Table 1 — The IDI and the Digital Competitiveness of countries, 2017
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Greece 7.2 7.8 . Spain 7.8 7.2 8.5 72.1
Hungary | 6.9 7.8 7.7 58.5 | Sweden 8.4 8.4 8.2 | 95.9
Iceland 9.0 9.4 8.8 80.5 | Switzerland 8.7 8.9 8.2 92.0
Ireland 8.0 8.1 8.7 82.9 | Turkey 6.1 4.9 8.0 | 53.9
Israel 7.9 8.2 8.4 86.7 | Ukraine 5.6 3.2 8.6 | 44.0
Italy 70 | 73 79 | es5 | United 8.7 84 | 82 | 889
Kingdom
Japan 8.4 8.8 8.2 8.2 78.1 | United States 82| 83 7.7 9.1 | 954

Source: The ICT Development Index (2017); The IMD World Digital Competitiveness
Ranking (2017)

Also, the data in the Table 1 indicate that Ukraine in 2017 had the lowest Digital
Competitiveness compared to other OECD countries. It was equal to 44.0. This is because
Ukraine had an insufficiently developed supportive regulatory framework, a weak IT
infrastructure, and a small amount of investment in the development of digital activities.
However, Ukraine had a sufficient number of competent highly skilled workers and all other
necessary resources for the implementation of digital activities in 2017. With this in mind to
increase the IDI, Ukraine has to increase the number of fixed and mobile broadband Internet
subscribers, and to develop and implement strategic and operational action plans.

The highest level of the Digital Competitiveness had Sweden among the countries
represented in the Table 1, which was 0.5 higher than the value of the Digital Competitiveness
of the United States. That is, the level of the Digital Competitiveness of Sweden and United
States in 2017 were more than twice as high as Ukraine. Therefore, Ukraine needs to plan and
implement a set of strategic and tactical measures to increase the level of the Digital
Competitiveness in the future.

In general, based on the results of the analysis of the Table 1, we can formulate the
hypothesis 1 about a certain relationship between the IDI and the Digital Competitiveness —
the higher the IDI the country has, the higher its Digital Competitiveness.

It was conducted a correlation analysis to test the hypothesis 1. Figure 1 shows a
graphical interpretation of the relationship between the IDI and the Digital Competitiveness of
OECD countries and Ukraine in 2017.

A. Natorina. Management of digital business in the context of country’s economic 97
development




ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 2, No 4, 2018 ISSN 2523-434X (Online)

100

90 88
()

80

70

60 "]

50 ()
40

Digital Competitiveness

3,0 3,5 4,0 4,5 5,0 55 6,0

Global Competitiveness Index 2017

Figure 1 — Dependence between the IDI and the Digital Competitiveness of OECD countries
and Ukraine, 2017

Source: composed by the author according to The ICT Development Index (2017); The IMD
World Digital Competitiveness Ranking (2017)

Based on the results of the calculations, it is determined that the correlation is linear
and positive, and the actual value of the Student’s t-test exceeds the critical value. Since the
actual value of the Spearman rank correlation coefficient exceeds the critical value, the
correlation between the IDI and the Digital Competitiveness of the OECD countries and
Ukraine in 2017 was significant at a probability level of 95%. Thus, it can be argued that the
value of the IDI, which depends on the level of ICT use and implementation, has a direct
relationship with the Digital Competitiveness of the country.

The level of development and the degree of ICT use in the country affects its
competitiveness. The proof of this is that, according to the methodology for determining the
Global Competitiveness Index (GCI) of the country (The Global Competitiveness Report,
2017), the Technological readiness of the country — 9th pillar of the GCI. The technological
readiness is only a certain percentage of the GCI which is determined by such components:
(1) technological adoption (availability of latest technologies; firm-level technology
absorption; FDI and technology transfer); (2) ICT use (Internet users; fixed-broadband
Internet subscriptions; Internet bandwidth; mobile-broadband subscriptions).

The following Table 2, showing the GCI, the Technological readiness of OECD
countries and Ukraine in 2017,

According to the analysis of the data (Table 2), it can be concluded that Ukraine GCI
in 2017 was lower than in 35 other OECD countries, except Greece. Ukraine GCI was 4.1,
and the Greece GCI — 4.0, which is only 0.1 less than in Ukraine. Such Ukraine GCI in 2017
is explained by the low value of 9th GCI pillar Technological readiness, namely the mobile-
broadband subscriptions. It should be noted that Switzerland and the United States had the
highest GCI values among the countries studied. Their GCI in 2017 was 5.9, which indicates
the positive impact of ICT on the countries’ economies, including the massive ICT
implementation into business. Therefore, to increase Ukraine GCI it is necessary:

—to increase the level of ICT usage in the interaction of various actors in the market;

— to focus on the development of new ICT market actors;

— to direct the state’s internal policy to support and develop digital business.
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Table 2 — The GClI, the Technological readiness of OECD countries and Ukraine, 2017
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Belgium 5.2 5.9 5.6 | 6.3 | Luxembourg 5.2 6.5 59 |70
Canada 5.3 5.9 5,5 | 6.2 | Mexico 4.4 4.2 49 |35
Chile 4.7 5.2 5.3 | 5.1 | Netherlands 5.7 6.3 59 | 6.8
Colombia 4.3 4.3 43 | 4.4 | New Zealand 5.4 6.1 56 | 6.6
Czech 48 5.5 52 |58 | Norway 5.4 6.1 58 | 6.4

Republic

Denmark 5.4 6.1 5.6 6.6 | Poland 4.6 4.9 48 |50
Estonia 4.8 5.9 5.3 | 6.6 | Portugal 4.6 5.7 55 | 6.0
Finland 5.5 6.0 5.7 | 6.2 | Slovakia 4.3 5.1 51 | 5.0
France 5.2 5.9 5.4 | 6.4 | Slovenia 4.5 5.4 49 |58
Germany 5.7 6.2 5.7 | 6.6 | South Korea 5.1 5.6 52 |6.1
Greece 4.0 4.8 4.3 | 5.3 | Spain 4.7 5.7 50 |64
Hungary 4.3 5.1 4.6 | 5.6 | Sweden 5.5 6.3 59 |67
Iceland 5.0 6.2 55 6.8 | Switzerland 5.9 6.4 59 |6.8
Ireland 5.2 6.0 5.7 | 6.3 | Turkey 4.4 4.4 47 |41
Israel 5.3 6.2 5.9 | 6.4 | Ukraine 4.1 3.8 40 | 3.7
Italy 45 5.1 4.6 | 5.6 | United Kingdom 5.5 6.3 58 | 6.8
Japan 5.5 6.0 5.6 | 6.4 | United States 5.9 6.2 6.0 | 6.5

Source: composed by the author according to The Global Competitiveness Report (2017)

Based on the results of the analysis of the GCI, the Technological readiness of OECD
countries and Ukraine in 2017 (Table 2), it is possible to formulate a hypothesis 2 — the
country’s Digital Competitiveness affects the overall competitiveness of the country and, as a
consequence, the country’s GCI. Figure 2 shows a graphical interpretation of the dependence
of the Digital Competitiveness and the GCI of the studied countries.

To test the hypothesis 2, it was identified the existence of a correlation between the
GCI and the Digital Competitiveness of OECD countries and Ukraine in 2017. The
calculations allowed to establish that the correlation connection is strong, linear and positive.
The correlation relationship is significant at 95% probability level because the actual value of
the Student’s t-test exceeds the critical value, and the actual value of the Spearman rank
correlation coefficient exceeds the critical value. Consequently, the hypothesis 2 about the
existence of a dependence between the GCI and the Digital Competitiveness of countries was
proved.

Taking into account the aforementioned, as well as the fact that the conduct of digital
business has a significant effect on the country’s economic development, it can be argued that
the substantiation and implementation of the conceptual principles of digital business
management will significantly affect the Digital Competitiveness of the country as a whole
and increase its GCI due to the existence of the interconnection between them.

Therefore, in the article the conceptual basis of digital business management, that
considered on the example of online retail is justified (Figure 2).
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Ukraine — UA, United Kingdom — UK, United States — US.

Figure 2 — The Digital Competitiveness and GCI of OECD countries and Ukraine, 2017

Source: composed by the author according to The IMD World Digital Competitiveness
Ranking (2017); The Global Competitiveness Report (2017)

The conceptual basis of digital business management represents a symbiosis of aim;
object; subject; levels of management; factors of influence; mechanism; toolkit; principles;
methods; priority guidelines of interaction between digital business participants.

According to the Figure 3, the fundamental principles of digital business management:

1. Focus. The digital business management at all its hierarchical levels should ensure
the rapid realization of the specific objectives of each level that involves implementation of a
number of tasks and appropriate marketing activities.

2. Complexity. Substantiation and management decision making in the field of digital
business must necessarily be complex. Only a comprehensive understanding of the digital
business effectiveness will ensure the integrity of its structure and predict the possible
consequences for the conduct of digital business, as well as develop further steps for its
further stable development in the market.
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Figure 3 — The conceptual basis of digital business management (considered on the example
of online retail)

3. Systemic. To manage digital business, it is expedient to consider its internal and
external outlines as a whole. This will neglect the negative influence of the marketing
environment factors at the results of the implementation of a range of relevant events in the
market.

4. Synergistic. Increasing the digital business competitiveness due to symbiosis of
digital and offline business, which enables to significantly increase the existing consumers
target audience by achieving the continuous massification of goods and / or services.

5. Strategic. It means the ability of the management team to make strategic decisions
regarding the digital business development in the future and take into account economic
bifurcations and generate a strategic plan for the digital business development with possible
strategic changes in marketing policies that directly depends on the requests, requirements and
preferences of consumers.

6. Discreteness. Digital business management involves the consideration of the
permanent influence of the marketing environment factors, that is, factors of direct and
indirect influence. Therefore, the adoption of strategic and tactical decisions in the field of
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digital business management should take into account the time discreteness of market
functioning.

7. Holistic. ldentifying the role of each of the participants in the digital business
processes and recognizing the key role of consumers, vendors and other parties in conducting
digital business, allow companies to provide products and / or services expected in their view
of quality and value in the market. This stipulates the need to take into account the principle
of holistic behavior in the management of digital business.

8. Humanization. The digital business management, first of all, determines the priority
in satisfying the demands, requirements and preferences of consumers, as well as all
participants of contact and interaction with the digital business, which allow to constantly
improve activity in the market; correctly determine the vectors and trajectory of further
business actions, which, in turn, help to increase the level of competitiveness and efficiency of
conducting digital business.

9. Consequently. The digital business management provides for the consistent
implementation of strategic and tactical market plans, that is, the consistent and phased
realization of a number of tasks, taking into account the direct and reverse links between the
internal and external outlines of digital business without disrupting their continuity.

10. Partnership. This principle of digital business management taking into account the
interests of all market participants that are directly related to the conduct of digital business.
This, in turn, contributes to the continuous modernization of the digital partnership
mechanism in conditions of constant gradual digital transformation, aimed at mutual
consideration and satisfaction of all participants.

11. Convergence — simultaneous combination of the constitutive attributes of digital
business with other forms of offline business in order to increase the efficiency of activities by
increasing the coverage of consumers and, consequently, scaling.

12. Complementarity. Digital business management takes into consideration maximum
satisfaction of online consumer preferences and should also aim at attracting the proportion of
offline consumers who use online goods and / or online services on a temporary basis. This
will ensure flexible adaptation of digital business to the external environment and increase its
productivity in the market.

13. Congruency. Successful management of digital business is based on the
implementation of adequate coordinated and consistent strategies among its various
components, allowing to meet the market requirements of the present.

14. Economy. Minimizing the costs associated with the implementation of a set of
tasks and marketing efforts aimed to achieve the general objective at each stage of the digital
business development.

15. Emergence. Thorough management decisions in the field of digital business must
take into account its structural components, that are determined by specific properties and
affect the overall market performance.

The principles of digital business management that proposed and interpreted in the
article should be consistent with each other. They should not contradict each other, so that
their implementation contributes to the rational conduct of digital business in the market and
the achievement of the general goal, that is, the planned result of management. Also, the
above principles are a prerequisite for the use of a portfolio of relevant methods and tools for
managing digital business.

The author also defined the specifics of interaction between the participants of digital
business in accordance with the conceptual principles of digital business management:

— increased communication activity (contact with a significant ever-changing number
of participants in digital business);
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— complexity given the variability of management decisions and the likelihood of
various risks arising in the management of digital business;

— personalization and individualization;

— high level of concatenation;

—accumulation and aggregation of a large number of participants’ data;

— permanent information support of all business operations and business processes.

Conclusions from this research.

1. Based on the results of the study, two hypotheses were formulated and proved:

— hypothesis 1 — the IDI and the Digital Competitiveness of the country have a certain
relationship — the higher the IDI the country has, the higher its Digital Competitiveness;

— hypothesis 2 — The country’s Digital Competitiveness affects the overall
competitiveness of the country and, as a consequence, the GCI country.

2. The conceptual basis of digital business management (considered on the example of
online retail) is justified, which represents a symbiosis of aim; object; subject; levels of
management; factors of influence; mechanism; toolkit; principles; methods; priority
guidelines of interaction between digital business participants. In addition, it is defined the
specifics of interaction between the participants of digital business in accordance with the
conceptual principles of digital business management.

3. The implementation of the basis of digital business management will have a positive
impact on the country’s economic development, in particularly; it will affect the country’s
Digital Competitiveness and allow to increase its GCI.
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A.O. Hamopina, kano. ekoH. Hayk, HA4aibHUK 6i00LTY CIMAmMUCmMuKy i AHAlIiMuKy eUujoi
ocsimu JTHY «Incmumym oceimnvoi ananimuxuy (Kuie, Yxpaina).

Ynpaeninna yugppoeum biznecom y konmekcmi eKOHOMIUHO20 PO36UMKY KPAIHU.

Ioenmudpixosano k0u08y ponv iHGoOpMayiiHO-KOMYHIKAYIIHUX MEeXHON02IN V 3a0e3neueHH]
CManoeo eKoHOMiuHo20 po3eumky kpainu. Chopmyrbo8ano i 0OTPYHMOBAHO 008e0EHO 2inomesu npo
ICHYBAHHI NPAMOT 3ANIEHCHOCTNE MINC THOCKCOM PO3GUMKY THOOPMAYTUHO-KOMYHIKAYIUHUX MEXHO02IH
Kpainu, yugdposorww - KOHKYPEHMOCNPOMONCHICMIO — KpaiHu  ma  iHOeKcoM  2100anbHOT
KOHKYPEHMOCNPOMONCHOCME Kpainu. 3 oensdy Ha 30amuicmb yu@pogozo 6iznecy 30iliCHIO8amu
CYmmesull 6nU8 HA EeKOHOMIYHULL PO3GUMOK KpaiHu, 3anponoOHOBAHO KOHUENMYalbHuli 0Oazuc
YNpaeninua yugposum OizHecom (Ha npuxiadi owHnauH-pumeilny). /lemepminosano cneyugixky
830€MO0Ii Midc yuacHuxamu yugposoco 0Oi3Hecy 6i0N0BIOHO 00 (HYHOAMEHMATbHUX NPUHYUNIE
VIPAGNIHHA Yu@Pposum OI3HeCOM, WO NPUNYCKAIOMb GUKOPUCIAHHS GIONOBIOHO20 THCIMPYMEHMAapilo
ma nopmeenio pere8aHmuux memooie ynpasiinHsa yugposum 6izHecom.

KittouoBi cioBa: eKOHOMIYHWE PO3BUTOK KpaiHW, iH(MOpMAaIiifHO-KOMYHIKaiiHI TeXHOJOT1],
IUQpoBa KOHKYPEHTOCIIPOMOKHICTh, LUGPOBHHA Oi3HEC, KOHIENTYaIbHUH Oa3uc yHpaBIiHHS
UPPOBUM Oi3HECOM.
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The article is devoted to the features of the introduction of unmanned transport in Ukraine.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. With each passing day, the near and so distinctly visible robotic
future is approaching us. Already today we can observe the birth of new, bright ideas and
technologies. One of the most interesting, promising and popular technologies is the idea of
creating unmanned vehicles. The urgency of the chosen problem is connected with the rapidly
growing number of developments in the field of unmanned control, including the advent of
the Ukrainian development of an unmanned module. The purpose of the study was to identify
possible problems of the emergence of unmanned vehicles in Ukraine from potential
consumers and to develop recommendations for improving the attitude of society to
innovation. Creating a full-fledged unmanned vehicle — one of the most exciting challenges
for the technological thought of the beginning of the XXI century for companies around the
world.

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies. Research in the field of unmanned vehicles
involved the leading international consulting company Json & Partners, the results of which
was compiled forecast of sales of autonomous vehicles in the world. According to the study,
the market for sales of self-managed cars will grow from 330 thousand cars in 2017 to 30.4
million cars per year by 2035. The main growth will be gained by the market starting in 2025,
when major automakers, and especially Chinese, will start to launch autonomous cars of class
3 en masse.

© 2018 The Authors. This is an open access article under the CC BY license
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Also, research in this area was carried out by an international network of companies
offering professional consulting and auditing services — PricewaterhouseCoopers (PwC).
According to analysts PwC, the first unmanned vehicles should appear on the roads in 2021.
However, they will require some driver intervention in certain situations. A complete
transition of vehicles to the highest level of autonomy will occur in another 10 years.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. The study revealed the readiness of the population to the emergence of
autonomous transport in Ukraine and the main problems hindering the introduction of
innovation.

Formulation of the purpose of the article (statement of the problem). The purpose
of the study is to identify possible problems of the emergence of unmanned vehicles in
Ukraine from potential consumers and to develop recommendations for improving society’s
attitude towards innovation.

Based on the purpose of the work, we have compiled the main objectives of the study:

— To investigate the state of the world and Ukrainian unmanned vehicle market.

— To determine the level of public confidence in autonomous transport.

— To identify the main problems and prospects for the implementation of innovation.

— To determine what criteria affect the attitude to innovation.

— Investigate the attitude of the population towards Ukrainian developments.

— To make recommendations regarding the changes that are necessary for the
introduction of technology in Ukraine.

Statement of the main material of the research with full justification of the
scientific results obtained.

To accommodate the full range of possibilities, SAE (Automotive Engineers'
Community) has developed a system for classifying automobile automation [4]. It consists of
6 levels, starting with zero, where the driver completely controls the process of movement,
and ending with the fifth, where the car does everything himself in any circumstances:

Level O: lack of control over the machine, but there may be a notification system

Level 1: the driver must be ready to take control at any time. The following automated
systems may be present: cruise control (ACC, Adaptive Cruise Control), automatic parking
system, and lane Keeping Assistance warning system (LKA, Type 2).

Level 2: the driver must respond if the system could not cope on its own. The system
controls acceleration, braking and taxiing. The system may be disabled.

Level 3: the driver may not control the car on roads with “predictable” traffic (for
example, autobahns), but be ready to take control.

4th level: similar to the 3rd level, but no longer requires the attention of the driver.

Level 5: the person does not require any action other than starting the system and
specifying the destination. An automated system can reach any destination, unless otherwise
prohibited by law.

Despite the childish age of the UAV market, it is already possible to carry out
segmentation on it. There are four main groups.

1. Financial and marketing players. They sell "show." The statements of the
developers of this group are significantly ahead of the real state of affairs. Among them are
Google, Tesla, Apple. Companies in this group can also be called optimists. They come to an
unusual market for themselves, having neither the practice of selling cars, nor a deep
understanding of its features, and are trying to form new rules. Therefore, it is a group of
companies rather risk-averse.

2. Practice companies. These are well-known automakers (Mercedes, Renault-Nissan
and others), developers of Tier-1, Tier-2 components (Valeo, Bosch, ZF TRW, Continental)
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and other companies that are already actively selling ready-made solutions in print runs that
count seven or even eight. zeros. The goal of this group of players is to create the safest
possible solution. The speed of implementation of the product for them is secondary. They
declare only the real functions of their systems, understanding all their responsibility for
security.

3. Service Providers. These are commercial fleets of vehicles or fleets (taxis, cargo
carriers, logistics, etc.), as well as all sorts of social services (disabled people, etc.). Among
them — Uber, Lyft, Sidecar and others. A distinctive feature of the companies in this group is
specialization in a fairly narrow and does not require serious software mathematics in
combination with already existing hardware devices.

4. Suppliers of individual solutions for unmanned vehicles. It can be either a boxed
product (Mobileye offers such solutions), or hardware solutions, or complex intellectual
complexes. The Intel and Mobileye deal confirms the strong position of this group [5].

Geographically, the market is segmented in North America, Europe, Asia Pacific and
the rest of the world.

Currently, many companies are developing their products for the mainstream market,
including General Motors, Volkswagen, Audi, BMW, Volvo, Nissan, Google, Cognitive
Technologies and others.

These developments include Google autonomous cars, MIG robots (Made in
Germany), AKTIV, VisLab car from Braunschweig, named Leonie, as well as the project of
KAMAZ PJSC and Cognitive Technologies to create an unmanned vehicle by 2025 [6].

One of the most advanced companies in the field of autopilot can be called Tesla
(USA). She already sells electric cars Model S and Model X with such a function. During the
trip, the system recognizes hundreds of elements: road markings and signs, traffic lights,
pedestrians and other cars, and even background blurred while driving.

In 2016, in Zaporizhia showed the first domestic autopilot Lanos. The development of
the autopilot module Pilot Drive engaged Zaporozhye company Infocom Ltd. According to
the developers, the autopilot recognizes the road markings, its width and is able to navigate
off-road conditions. In particular, auto sensors cover 360 degrees, which eliminates the
occurrence of blind spots.

In addition, in the drone installed sensory systems that are protected from rain and fog,
which recognize road signs, pedestrians and even animals that can run onto the road. As they
say in Infocom, the car’s reaction to an obstacle is instantaneous - the analysis and decision-
making system works in a fraction of seconds.

With its decision, Infocom plans to enter the international market. However, first of
all, the company seeks to develop unmanned infrastructure in Ukraine and is preparing to
come up with a proposal to the government to assist in the development of unmanned
technologies in the country. Actually, for the development of this very infrastructure in
Infocom they came up with the concept of smart roads or Smart Roads. Her vocation is to
contribute to improving the safety of movement of autopilot vehicles and the development of
road infrastructure in general.

To solve the research problems, a questionnaire was developed:

Questionnaire "Marketing research of the prospects of unmanned vehicle operation in
Ukraine"

1. Do you have a driver's license?

—Yes

— Not
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2. Do you know the technology of unmanned auto control?

—Yes

— Not

3. Will you feel safe driving an unmanned vehicle?

— Absolutely not safe

— Not safe

— Difficult to answer

— Safe

— Totally safe

4. What attracts you most in an unmanned vehicle?

— Security

— Ability to do another thing

— Other

5. What scares you the most in unmanned cars?

— Possibility of technical failure in work

— Impossibility to influence the situation

— The possibility of hacker hacking

6. If you had a chance today to use an unmanned car, what would you do?

— Would definitely try. Everything new is interesting to me

— Rather, yes. New a little alarming, but the interest is stronger.

— Difficult to answer

— Probably not. There is uncertainty that the technology has not yet been tested to the
end.

— Definitely not. In the drone sit only suicide

7. Do you think that autonomous cars will be useful to society?

—Yes

— Not

8. Do you think that with the advent of unmanned vehicles the number of accidents
will decrease?

—Yes

— Not

9. Are you familiar with the Ukrainian development - Pilotdrive autopilot module?

—Yes

— Not

10. Do you believe that Ukraine will be able to become one of the leaders in the world
market for unmanned technology?

—Yes

— Not

11. What can you call the main problem in the implementation of unmanned control
technology in Ukraine?

12. Age

—18-25

—25-30

—30-40

—40-50

— more than 50

13. Gender

— Female

— Male
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To obtain a representative sample and 95% accuracy of the results, it would be
advisable to interview at least 400 respondents selected from the database using special
software. For the lack of such an opportunity, 43 respondents selected by the researcher were
interviewed. Therefore, the resulting sample is non-representative and deterministic. Its
volume is 43 respondents. The survey was conducted on the Internet through Google form.

To perform the first task, an analysis of Internet sources and the work of modern
researchers was carried out.

To solve the second task, the respondents were asked a set of questions (3, 4, 6, 7, 8).

To reveal the solution of the third problem, questions 5, 11 were asked.

To identify the relationship between age and attitudes towards innovation, question
number 12 was added.

To study the attitude of the population to the Ukrainian development questions 11, 10,
9 were asked.

Processing of survey data was carried out using software such as IBM SPSS Statistics
21 and Google forms. Consider each question separately.

Question 1. Do you have a driver's license?

® Yes
® No

Based on the chart, we see that the majority of respondents have a driver's license.

Question 2. Familiarity with technology

® Yes
® No

From this chart, we can conclude that most of the respondents are familiar with the
technology of unmanned auto control.
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Question 3. Will you feel safe driving an unmanned vehicle?

@ Absolutely unsafe
@ Insecure

@ Difficult to answer
® Safely

o Completely safe

Almost half of the respondents surveyed found it difficult to answer. About 30%
would safely feel in an unmanned car.

Question 4. What most attracts you in an unmanned vehicle?

® Security

@ The ability to do
anything else

@ Other

More than 70% are attracted by the opportunity to engage in driving an autonomous
car with their own business.

Question 5. What scares you most in unmanned cars?

@ Possibility of technical failure

@ Inability to influence the situation
@ The ability to be hacked

About half of respondents fear the possibility of technical failure in work.
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Question 6. If you had the chance to use an unmanned vehicle today, what would you
do?

® | certainly would.

® More like Yes.

@ Difficult to answer
® Rather not.

® Definitely not.

Based on the diagram, we see that most of the respondents would like to try
autonomous control.

Question 7. Do you think that autonomous cars will be useful to society?

® Yes
® No

It follows from this diagram that 79% of respondents consider unmanned cars useful.

Question 8. Do you think that with the advent of unmanned vehicles the number of
accidents will decrease?

® Yes
® o

It can be seen that almost the same number of respondents believe that the number of
accidents will decrease after the introduction of unmanned vehicles. Thus, hypothesis 1 is not
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confirmed — respondents do not believe that a car without driver participation will be more

likely to get into accidents.
Question 9. Are you familiar with the Ukrainian development — Pilotdrive autopilot

module?

@ Yes
@ No

"

Only 2 respondents from 43 heard about the Ukrainian development.

Question 10. Do you believe that Ukraine can become one of the leaders in the world
market for unmanned technology?

®Yes
® 1o

Less than 25% of respondents believe that Ukraine will be able to become the market
leader in unmanned vehicles.

Question 11. The question was open, aimed at identifying the main problems
hindering the development and implementation of unmanned vehicles in Ukraine.

In general, respondents identified the following problems:

— Low level of technical development.

— Low level of driving culture.

— Insufficiency of financing.

— The quality of roads (including the absence of normal marking).

— Political problems (corruption, bureaucracy).
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Question 12. Determination of the age structure of respondents.

@ 1825
& 2530
® 30-40
@ 4050
@ more than 50

Most of the respondents were people aged 18 to 25 years.

Question 13. Determination of the gender structure of respondents.

@ Female
® Male

60% of respondents are men.

The next step was to use the SPSS program to analyze the responses of respondents,
and to identify the influence of factors.

Using the contingency table, we will try to establish a connection between the age and
the attitude to the safety level of the technology (questions 3, 12)

Summary of processing of ohservations

Ohservations

Walid

Missing

Total

|

%

M

%

Age™ Driving safely

43

100,0%

0,0%

43

100,0%
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Conjugacy table Age * Safely

YacToTa
Safely
Totally unsafe unsafe undecided safe Totally safe Total
Age 18-25 ] 3 g 5 0 17
25-30 2 2 2 3 1 10
30-40 1 1 3 2 0 7
40-50 ] ] 3 2 0 5
mare than &0 ] i 3 0 1 4
Total 3 f 20 12 2 43

From the contingency table, we see that respondents aged 18-25 consider unmanned
vehicles safe.

Next, we need to find out whether the gender of the respondents affects the desire to
use the technology. For this, the data obtained were entered into the SPSS program using
univariate analysis of variance.

Summary of processing of ohservations

Ohservations
Walid LInvalid KToro
M % M % M %
43 100,0% ] 0,0% 43 100,0%

Gender* Chance to use

Contingency table Gender * the Chance to use

YacToTa
Chance to use
Ahsolutelly
YESs YES Dont know no Absolutelly no lToro
Gender Yes 7 ) 2 0 18
Mo 16 4] 1] 1 25
Total 23 12 2 1 43

It can be concluded that the gender of the respondents does not affect the attitude
towards technology. The hypothesis is not confirmed.

Also, let us analyze whether familiarity with the technology affects the desire to use it
with the help of the contingency table:

We see that the familiarity of the respondents with the technology does not affect the
desire to use it.

Using the t-test analysis for independent samples, we will analyze whether the
presence of a driver's license affects the opinion that with the introduction of drones, the
number of accidents will decrease.
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Significance higher than 0.05, which means people with driving license and
experience do not believe that unmanned vehicles can affect the reduction of road accident on
the roads.

The final cluster centers

Clustaer
1 2
Crriving safely 2.96 3.33
Chance to take advantage 1.86 1.67
Age 1.54 1.87
Attracts in the car 1.75 1.9%
Scaryin a car 1.42 3.87

After that we build cluster analysis and dendrogram by the Ward method.

Based on the results obtained, the respondents can be divided into two clusters:

Skeptics are wary of drones, perhaps they believe that technologies are not fully
understood and may be dangerous to humans. Not sure if they would use autonomous control
in the near future. Most of all it scares the possibility of technical failures in work, it attracts —
the convenience and comfort in the car. People under the age of 30 years.

Enthusiasts — not afraid to try everything new, without hesitation would take
advantage of autonomous cars. They are considered to be completely safe and useful to
society. People over 30 years old.

We use factor analysis with the rotation of elements using the VVarimaks method:

We can distinguish the following factors affecting the responses of respondents:

— The main safety in the car (high marks for questions 1.2 and low for 3.4).

— More attention to personal comfort (high scores for question 3, low at 1 and average
for 2).

Conclusions from this research and prospects for further developments in this
areaA huge ecosystem of dozens of companies of different types is forming around self-
managed cars that will create a multi-billion dollar market for the already familiar movement
in personal vehicles. Most foreign automakers and technology companies are working and
field testing. Bulk self-driving cars may in some countries face serious legal barriers to
regulators that can push back the spread of autonomous driving for up to 2-3 years after the
technology is actually ready. In addition, the implementation will contain a number of
technological, legal, informational and consumer risks. Ukrainian manufacturers are not yet
able to compete with world leaders, at the moment there is only one Ukrainian development.

— In view of the insufficient level of development, the population does not yet have a
sufficient level of confidence in innovation. There are doubts about the reliability of the
technology.

— The consequence of the emergence of unmanned vehicles will be a huge change in
society, akin to the fact that occurred with the advent of personal computers, the Internet,
ubiquitous communications and smartphones. People will have a lot of extra time, reduce the
level of stress, new career opportunities will appear, the demand for parking will significantly
decrease, which will make room in cities for some other services. In the future, with people
moving from driving to driving, cars will become the most important device generating
mobile data. Autonomous machines and technologies of "smart cities" will gradually change
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entire industries, will give rise to the emergence of new industries. However, for all this to
become real and affordable, it is necessary to carry out changes in the infrastructure of cities.

— Based on the answers to the open question of the questionnaire, for many, the car
manufacturer matters. Respondents preferred the well-known foreign manufacturers, who
have long been “heard”. For Ukrainian developments are skeptical. The relationship between
gender / age / driving experience and attitudes towards technology has not been identified.

— Only 2 respondents from the respondents knew about the presence of the Ukrainian
development. This indicates a low level of public awareness about domestic research.

— In order to increase confidence in the technology of autonomous control, it is
necessary, first of all, to raise the level of awareness of the population about the possibilities
of innovation by developing various measures. Also, it is necessary to improve the attitude of
the population to the Ukrainian developments.

Based on the open answers of the respondents, we can say that the greatest changes
should occur in the organizational plan:

1. Creating a legislative framework.

2. Improving road infrastructure: replacing road signs and traffic lights with new ones,
improving road quality and marking.

3. Increased funding and support from the state towards Ukrainian developers.

Also, the following hypotheses were confirmed during the study:

— users are most afraid of the inability to influence the situation.

— Respondents have an idea of the work of technology management without human
intervention.

— confidence in the development of Ukrainian production at a low level.

— Denied:

— consumers believe that a car without driver participation will be more likely to get
into accidents;

— The gender of the respondents affects attitudes towards drones.

— unmanned cars attract more people under 30;

— The older generation is not ready for the emergence of autonomous vehicles on the
roads.

According to the results of cluster analysis, the respondents were divided into skeptics
and enthusiasts. Also, 2 factors influencing the answers were highlighted: the main safety in
cars, more attention to personal comfort.
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