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BLT PEJAKIIIT

TPEHIU IHOOPMATHU3ALIL MAPKETUHI'Y

MapkeTuHr 3aBAsSKkH 1HGOPMAIITHUM TEXHOJIOT1SIM TPAHC(OPMYETHCS B TEXHOJIOTIUHY
JMCIMILIIHY, 1 el mpouec He3BOpoTHWH. Bim mapkeronoriB ceoroani yekarors digital-
KOMITETEHIIIM. | B HalOMMK4i pOKM MapKETHHT KapAWHAIBHO OHOBUTHCA. HaykoBwii 0a3mc
MapKeTUHTY He OyJ1e 3MiHIOBATHUCS, aJie MOJIeNTb MAPKETUHTY 3aB/SIKH HOBOMY T€XHOJIOTITYHOMY
IHCTpYMEHTapir0 3MIHUTBCS. TomMy HEOOXITHO IHBECTYBaTH TpOIIl B HMOro Ji/pKUTAII-
Tparcdopmariiro.

JimkuTaitzn — e te, mo BindyBanocs me y 1990-1i poku, ko nudpoBi TEXHOJIOTIT
JIOTTOMaraiy BJOCKOHAIIOBATH IPOIIECH Ta 301IbIITYBaIH ONlepaliifHy e(heKTUBHICTD IPOIaBL.
Jimxuran — 1e Te, Mo 3MIHIOE LIHHICHY MPOMO3UIII0 Ui KII€HTIB, a HE TUIbKU MiJBUILYE
omepaniiiny eQpeKTUBHICTh. 3apa3 BiAOyBArOTbCS OAHOYACHO 1 JDKHUTAN, 1 IIHKUTAU3.I.
3aranpHOBimOMUM € Tepmin «digital footprint (umdposuit cmix)». Bee, mo pobutbcs B
rdpoBux cepaicax, € mudposum ciaimom. 1i gani (90% 3 HUX OyI0 CTBOPEHO 3a OCTaHHI J1Ba
poku i 80% HUX JAaHHUX JOCI HE CTPYKTYPOBaHI) — «HOBE 30JI0TO», 1 MapKETOJOIHM MAlOTh
JOCTYT JI0 LIbOTO.

MoxHa BUIUIATH TaKi TpeHAH iHpopMaTH3alii MapKeTHHTY:

— aBTOMAaTH3aL;

— TapreTyBaHHA Ta MEePCOHANI3allis;

— iHTerpalis MApKETHHTY 3 IPOIaXKaMHu,

— BIJJGOKOHTEHT;

— MyJIBTUMEAIMHI TPOEKTH.

ABToMartu3ania. O6csar iHopmarlii, 3 SIKUM MpaIoe MapKETOJOT, CTaB OUIBIINM.
Sxmro Ha moyatok 21 cTomiTTs y 6i3Hecy Oyio 2-3 mxepena iHpopMariii, 3aco0iB KOMyHiKaIii
Ta pexynamu, To 3apa3 10-20 Takux kaHajmiB. YCKJIAQAHMBCA LMKJ MPUHHATTS pIlIEHb MPO
MOKYTIKY — KJIIEHTHU 3aXUIIAI0THCS B «1HPOpMAIIITHOTO IyMY», iM IOTPIOHO OLIbIIIE IKICHUX
«IOTOpPKaHb» 3 OpeHaoM. BinmoBimarouu Ha 1i BUKJIHMKH, 3pocTae iHayctpis [T-pimens nms
MapKETUHTY.

Haii6inpm mBuako po3suBaroThes Taki [T-cuctemu:

a) CRM-cucremn i aBromarm3amii 3alydeHHs BiJBidyBadiB, aHANITHKH,
HAKOMUYEHHS Ta OOMiHY JTaHUMH,

0) Bl-cucremu (Business Intelligence) mnst aBTomaru3aiii 30epiraHHs, aHawi3y,
Bizyauizauii iHpopmarii.

3’sBuitacs mpodecis marketing technologist — TexHosor 3 MapKeTHHTY, IO BiANOBIIA€E
3a IHTErpaLio 1 KOOPIAUHAIIIIO BCIX CEPBICIB 1 JPKEPE MapKETUHTOBUX JTAaHUX M1IITPHUEMCTBA.

Merta aBTOMaTH3a1ii MapKeTUHTY — 3a jjornomMororo IT-pineHs NpucKOpUTH BUKOHAHHS
PYTHHHUX Omepaiiid 1 JOOUTHCS pe3yNbTaTiB, SIKI HE MiJ CHILy JIIoaaM. Tak 3arajJbHOBIIOMO,
0 aMepuKaHCchbka KoMmmadis «Adgorithmsy st 3amiHm poOOTH peKIaMHOI  areHInii
3alpONOHyBajia BHKOPHUCTOBYBaTH pobora «Alberty. Ilell mryuyHuil iHTEIEKT O3BOJISIE
reHepyBaTH 1HCAlTH Ha OCHOBI aHaJi3y JIaHUX, CTBOPIOE 1 ONTUMI3ye PEKIaMHY KaMIIaHIIo,
30UTBIITYE TIPOIaKi. MapKeToI0TH TYT BXKE HE MTOTPIOHI.

[Mepmmit npuknan: BupoOHuk OinusHu «Cosabella» yepes wmicsup micns mowatky
pob6otu «Alberty migBuIMB peHTA0CIbHICT IHBECTHIIIN MIAMPUEMCTBA B IUPPOBY pEKIaMy Ha
50%, a obcsar BuTpat 3MeHIIMB Ha 12%. Skmio panimie cormianbHi Mepexi renepysanu 5-10%
noxonay «Cosabella», To micns cmiBnpari 3 «Albert» noxim 301IbIIKUBCS B TpH pas3u, a MPUPICT
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nokynok uepe3 Facebook ckmaB 2000%. Yepes miBpoky kiieHTchka 0Oaza «Cosabellay
301bImnacs Ha 30%.

Jpyruit npuknan: Hero-Mopkeskuii nunep «Harley-Davidsony 3asusaxu  «Alberty
3’CyBaB, 10 HOTO IIHOBA AYJUTOPIS € MUPIIOK, HI’K BBAXKAJIH, 1 3HANIIOB MMOKYIIIIB, PO
iCHyBaHHsI SKMX He 3oraxyBanucs. [lunmep 30UTbIIMB BiABITYBaHICTH callTy Ha 566%, a
po1aXki MOTOIMKJIiB — Ha 40%.

TapreryBanusi Ta nepcoHasizanis. OOcsAT HAKONMUYEHUX JaHUX PO KOPUCTYBadiB B
Iatepuer 1 cydacui IT-pimeHHs A03BOJISIOTH (OPMYBAaTH 3 KII€HTaMH IEPCOHAII30BaHI
BigHOCHMHH. MacoBi o¢daiiH pekaMHi KaMIlaHii — BUOpaIlHii 1eHb MapKeTHHTy. KaHoHiYHa
CerMeHTallis MillIa B MUHYJIE, HUHI € MOXJIMBICTh 3aBJSKU TapreTyBaHHIO (pOpMyBaTu rpynu
KJIIEHTIB, POOWTH IJI1 HUX NEPCOHAIBHI MPOMO3UIlli, KapIUHAILHO 301UIBIIYIOUYH KOHBEPCIIO.
Jlist  cTBOpeHHST MPOQUIFD KIIEHTIB BUKOPUCTOBYIOTH TEXHOIOTiIO «Bemuki maHi»,
OnrTumi3zyBaTd 11l TIPOLIECH JOTIOMarae TapreTyBaHHs 3a KOMOiHaIli€l0 O3HaK. BuainsroTh
OCHOBHI KJIIEHTCBKI CETMEHTH, 3 SIKUMH IOTPIOHO MO-pi3HOMY KOMYHIKyBaTH. Maroun
MICUXOJIOT1YHI MOPTPETH NOTEHUIHHUX KIII€HTIB Ta PO3YMiHHS, J0 SIKOTO MCUXOJIOTIYHOTO THITY
BOHH HAJIEKATh, MOKHA 00paTH HAWKpAIIUH CIIOCiO CIUTKYBaHHS.

[Mepmmii mpuxnan: «Omandank» muanye 95% mnpomno3uiiii poOUTH HA OCHOBI
JOCTOBIpHOI iH(pOpMaLii Ipo KITIEHTA — [0 IKOMY KaHaITy 1 B SIKHI 9ac IM 3py4HO pO3MOBIISITH,
K JIFOJIA PO3MOPSKAIOTHCS (piHAHCAMHU, BUILIAYYIOTh KPEAUTH.

Hpyruit npuknan: «KuiBcrap» BBakae, 0 3MiHA I[IHOBOI MOJITHKH abo Iu3aiiHy
Tapu(HOTrO MJIaHy MOXE BUKJIMKATU Y PI3HUX TPYN KIEHTIB Pi3HY peakiio. 3 oIHUMHU Tpebda
PO3MOBJISITH, IHIIUM HABOJWTH palliOHAIbHI apryMEHTH, TPETIX B3araii He BapTo TypOyBaTH.

Tperiii npuknaa, kommanis «YahOO» MAaTEHTYye HOBY CHUCTEMY IHTEPaKTHBHOI
30BHIIIHBOT PEKJIaMU, KOJIM peKJIaMHUN Oi10opa Mae kamepu, MiKpoOHHU, CKaHEpH CITKIBKH
OKa, CHCTEMHU pO3Mi3HaBaHHS MOBU, MO (IKCYIOTh PEaKIiI0 MepPexXOoXux. Y pe3ynabTaTi
3’SBISETBCS MOKJIMBICTD BHSBICHHS CEpell IEpPEeXOKUX ayauTopii, sKa MO3UTHBHO
BiJjpearyBajla Ha pexyiamMHuil BrumuB. Came iM, MoXHa Oyne 3alpolOHyBaTH TOBap, IO
PEKIIaMYy€EThCSI.

InTerpanisi MapkeTHHIy 3 npoaaxamu. B Teopii 30yT 3aBXaM BBa)KaBCs CKJIaJJOBOIO
MapKEeTHHTY, aJle Ha MPaKTULll Ha BEJIUKUX 1 CEPEHIX MIAIPUEMCTBAX B CTPYKTYp1 YIIPaBIIHHSI
BIJ/IIJT MApKETUHTY 1 BT MpoAaxiB (yHKIIOHYIOTh OKpeMo. To0To, iCTOpUYHO CKIanocs,
10 OJIMH TIPO3/1JI BUTPA4aB IPoIill, IHIIHHI — TX 3apo0isiB. MapKeTosIor «JiruisiBy Jija, 1 Horo
poOoTa 3aKiH4YyBajacs, a MpPoJIaBellb HE 3aBXKIU PO3yMiB, KOro came oMy npusenu. HoBuit
MiXiJ A0 BeACHHsS Oi3Hecy 3HIMae Iie MPOTUPIYYsl, IO MIATBEPKYE, 10 HEMae HIYOTO
MPAKTUYHILIOr0, HIX XOpoIlia Teopis. Bigainu mapkeTuHry Ouibiie He Oy1yTh KOH(IIIKTYBAaTH
3 BiAgiiamMu TpojaxiB. 3’sABUBCS HOBUiT TepMmiH — smarketing, sikuii mo3Hayae akTHBHY
B3a€MOJIII0 MK BIIIaMH MPOJIaxKIB (sales) 1 MapKeTUHTY.

[Mepmuit mpuknan: Benuki FMCG-kommanii — «Coca-Cola», «Colgate-Palmolivey,
«Coty», «Mondelez nikBigyBanu Bijiijin MapKETHHTY 3a PaXyHOK 00’ €IHAHHS ITiPO3.ILITiB,
110 MPAIOITh 3 KJIIEHTaMHU.

Jpyruii  mpukiaj: aMepUKaHChbKa aHAJITUYHA  1HTEpHeT-KoMmmaHis  «Domoy
3acTtocyBasia smarketing-miixia, MOBHICTIO MOJIEPHI3yBala CHCTEMY 3aly4eHHS KII€HTIB.
MapkeTonora 3a JOMOMOIOI0 TMPOJABIIB — aKKayHT-MEHEIKEpiB 3’sCYBald, XTO iX cami
IPOILIOBI 1 BiJIaHi KJII€HTH, a MOTIM MpPOBEIU ONMUTYBAaHHSI «MOTHBH CIIBPOOITHHULITBA 3
«Domoy. BusiBriiocs, 1o «cami TpomioBi 1 BiJaHi KIIIEHTHY CIIOKHUBAIOTH cepBic «Domoy sk
PaHKOBY Ta3eTy — BPaHILli BUBYAIOTh 3BIT 32 OCHOBHUMH MOKAa3HUKaMHU Oi3HECY 3a BUOpAIIHIN
JIeHb, 3HAXOJATh Mapy I1HCAMTIB 1 inyTh B odic BOpoBapKyBaTu i1ei. BpaxoByrouu 1e,
MapKeTOJIOTH 3alyCTHIIM pekiamy mia cioranom «llounu cBii nenp 3 Domo» i TuM camum
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NPUBEPHYJIM HOBUX MIJIPUEMINB, CXOXKHX 3a MpodiieM Ha IPOIIOBHTHX KIi€HTIB. Bee e
CTaJI0 MOXJIMBUM 3aBJISIKU TICHIM B3a€MOJI11 MApPKETOJIOTIB 1 TPOJIABIIiB.

BineokoHTeHT. BilCOKOHTEHT — 1€ pekiama, >KMBI TpPaHCIALIi, KaHamu OJorepis,
BipTyalibHa 1 JOMIOBHEHA peallbHICTh (U1t IpOCyBaHHs 00’ €KTIB, HA SIKi MOTECHI[IHUN KITIEHT HE
MOXe MMoTpanuTH). Mo30K pearye Ha Bi3yanbHi 00pa3u B 60 pa3iB MIBHIIIC, HIX TEKCT, TOMY
BiJIc0 — OUThII KOMGOPTHHIA CIOCIO CHOXKMBAHHS KOHTEHTY. BisyanbHuil (gopmar OiIbII
EeMOIIIHHUMN, ICKPaBUH, 3 HOTO IOTTOMOTOK0 MOKHA PO3MOBIAaTH 3aXOILI0r04i icTopii. [{o Toro
K, BiJIeO — OCHOBHA MOBA IiIpOCTar0uoro nokoiinus. Skmio y 2016 poui yactka Bineorpadiky
ctanoBuia 67%, to 1o 2021-ro ona gocsarue 80%. MapkeTosoru HapoIUyIOTh CIIBIOPALIO 3
BigeoOnorepamu. Tak, Bizeo0a0rep HOMEp OJIMH, 3apeecTpoBaHmii mia Hikom PewDiePie, mae
MOHA/ 58 MIIH. epeIIUTATHHUKIB, 110 NEPEBUIILYE HACCICHHS ISSIKUX KpaiH.

MyabTuMeniiini mpoekTH. 3a KUIBKICTIO aKTUBHHX KOPHCTYBauiB ayAHUTOpis
YOTHPHOX HAUIOMYJISIPHIMINX MECCH/KEPIB BXKE MEPEBUIIYE ayAUTOPII0 YOTHPHOX HAUOIIBII
MOIYJISIPHUAX COIIAIBHUX MEpeX. B MeceH/Kepu akTHBHO MEPETiKae MOJOAb — TYT BOHH
npoBosITh Ha 40% Oinblne yacy, HiK B colianbHUX Mepexax. CydacHHH MECCHIDKEp — Iie
mynbTuMeniianil mpoekT: «WhatsApp», «Viber», «Telegramy, «Snapchaty, mecenmkepu
mepex «Facebooky, «BKonrakre». Ase migupye Tyt Kutaii i nonatoxk «WeChaty xomnasii
«Tencent». Ils meniitHa TUIaTOpMa € MECEHIKEPOM, COIIAIbHOK MEPEXEI0, cepBicaMH
3HAallOMCTB, 3aMOBJICHHS Takci, cucremoro rmiarexiB. ¥ «WeChat» 3apeectpoBani maiixke
MUTBSIPJT IPUBATHUX KOPUCTYBAUIB IUTFOC MYOIIYH1 aKayHTH KOMIIAH1H|, IePKCTPYKTYD.

Hanpuknan, ®emn-6norep bekn 3a kinbka xBwimH npojana 4depe3 «\WeChat» 100
eKCKIII03MBHUX aBTOMOOLTB «Mini Cooper» Gipro3oBoro kosabpopy 3a $4,2 muH. gon. Biorep
Mr. Bags nponas uepe3 «WeChat» 80 poxxeBux cymouok «Givenchy» mo $2 tuc. 3a 12 XBuiuH.

Penaxkuiig BiTae cTarTi, M0 MICTATH PEe3yAbTaTH TEOPETUYHOTO y3arajibHEHHS JOCBITY
Kpamux MiANPHEMCTB, SKi MAalOTh pe3yabTaTH BUKOPUCTAHHS TpPEHMAIB iH(popMaTH3amii
MapKeTUHTY. ABTOMAaTH3allis, TapreTyBaHHS Ta IEpPCOHANI3allis, IHTErpaiis MapKeTUHTY 3
IpO/IaXaMH, BiZJCOKOHTEHT, MYJbTUMEIiHI MPOEKTH MPOTIATOM JEKITBKOX POKIB JOKOPIHHO
3MIHSATh HE TUIBKM MapKETHHT, alie ¥ CTPYKTypy 3aifHsATocTi B MapkeTuHry. Lli Tpenmu
OpIEHTOBaHI Ha MIABMILEHHS JOCTYNHOCTI, 3py4YHOCTI, €(EeKTHUBHOCTI, BpaxyBaHHI
[EPCOHATI30BAHUX BUMOT KOKHOT'O MOKYTIIIS.

Muxaiijgo Oxaanaep
Tonoenuii pedaxmop sxcypuany «Mapkemune i yugposi mexnonozii»
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decisions of enterprises. One of such resources is know-how-how. Effective management of this resource
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In 1990, an article by G. Hamel and C. K. Prahlada from vol. The
Core Competence of the Corpo-ration [6], which should be considered the beginning of the
treatment of resource school as an im-portant determinant of building a company's success on
the market. The considerations in this ar-ticle describing the company as a set of resources and
skills gave rise to new concepts and new ways of defining the company. Resource Based View
(RBV) turned out to be an extremely im-portant response to the then expectations of enterprises
that sought to seek new ways of develop-ment in a dynamically changing environment. The
resource school assigns the main role to intan-gible assets, especially to people and their
knowledge, to intellectual and organizational values.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. There are relatively stable views in the literature
about the basic types of enterprise resources, alt-hough individual authors classify them
differently. One such classification is the division of re-sources into three main groups: material
resources, human resources and intangible assets.

Material resources include two categories: natural resources and capital resources.
Natural resources are a gift of nature and, as elements of nature, they fulfill two basic functions:
they create the environment of human life and at the same time constitute the factors of
production processes. These resources are classified differently. Some of them are inexhaustible
(for example, geographical location and space), others are exhaustible, and among the latter are
renewable and non-renewable resources [20].

The capital resources consist of physical resources (for example, buildings, devices,
machines) and financial resources of the organization that are in its possession and possible to
gain [13]. The most important and common feature of these resources is their source character
and limited incidence.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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In addition, these resources are generally not unique, which means that any organization
can have them. In practice, every enterprise to operate should have a certain amount of capital
resources. It can therefore be assumed that all enterprises may have similar (in terms of type)
capital resources.

The capital resources consist of physical resources (for example, buildings, devices,
machines) and financial resources of the organization that are in its possession and possible to
gain [13]. The most important and common feature of these resources is their source character
and limited incidence. In addition, these resources are generally not unique, which means that
any organization can have them. In practice, every enterprise to operate should have a certain
amount of capital resources. It can therefore be assumed that all enterprises may have similar
(in terms of type) capital resources.

These features of material resources, especially their progressive constraints, have
changed the significance of these resources in the context of the adopted development paradigm
in the global system and in the business strategies of the organization, due to the ever-increasing
human needs, rapidly dwindling material resources and worrying demographic growth on a
scale global.

The new paradigm of Knowledge-Based Economy (KBE) [2] for the basic resources of
the organization recognizes human and intangible resources, which condition the uniqueness
and separateness of the enterprise, and also decide about building its competitive advantage.

Human resources are the characteristics of employees (physical and mental, as well as
the nature of the employee and his health and the associated vitality) and their competences
(skills, knowledge and experience). In comparison to other resources, human resources are
constantly gaining in importance, although the approach to the features, most accented and most
desirable by enterprises is changing.

Modern organizations are looking for creative employees, talented, ready to change,
taking risks and responsibilities, self-managing, thinking and constructively critical. Innovative
organizations create creative teams in which more and more decisions are made by employees,
and the delegation of decision-making powers to lower levels is an organizational rule [17].

As for intangible resources, there is no single complementary definition that would
describe this concept. It is also not facilitated by the fact that intangible assets relate to values
that can not always be captured in material form. It is generally accepted that these are
knowledge-based resources and include intellectual property protected legally, relationships
and networks, knowledge and skills of employees, as well as organizational culture [7].

As A. Kozminski and D. Jemielniak [10]: write: "Intangible resources are primitive in
relation to material and perfectly fluid in the sense that they can be transformed into any the
material resource (eg proper contacts can be exchanged for both the source of financing and the
possibility of using real estate) are the most important in the modern world".

The resources in question have specific features that distinguish them from material
resources. According to E. Gluszki [4], they are realized through people, are mutually
reinforced and enriched with already existing intangible resources, and what is important [
they can be simultaneously used for many different applications at the same time.

Intangible resources differ from material resources also in the way they originate.
Sometimes, for example, a new technological solution is developed and tested even for several
years, the product brand is shaped over the years, etc.). The third feature of intangible assets is
their indestructibility in use. They are difficult to follow, which makes them unique and unique
resources.

Other significant differences between material and non-material resources that show the
importance of intangible assets relate to [11]:
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— places in conventional accounting systems - material resources are visible, quantified
components of the balance sheet, while intangible assets are usually non-quantifiable;

— collection opportunities [] material resources can be collected and stored, while
intangible assets are dynamic, they can disappear if they are not used or suddenly lose value;

— legal protection through property rights - material resources are subject to full and
strict protection, which is easily enforced, while intangible assets are subject to specific
protection, often difficult to enforce in practice, and not all elements of these resources can be
subject to the same legal protection. Additional aspects that distinguish good intangible from
material are [8]:

— the possibility of using simultaneously in many places and processes knowledge can
be used in different markets, because it is not limited by time or place,

— long-term accumulation, which is connected with the fact that intangible goods do not
create overnight, but require creative work on their development.

The increase in the importance of the discussed resources in the business operations of
enterprises was influenced by many factors, among which one can distinguish, among others:

— extension of the scope of intellectual property rights and more effective options
protection of knowledge;

— development of the Internet and information technologies;

— the occurrence of the intellectual leverage effect that was the result of the use of
knowledge in creation new products, services, processes and structures [8].

Intellectual property is the sum of the products of the human mind, the results of creative
work, talent, imagination, creativity and inventiveness, and specific outlays (time, financial and
material capital, the current state of technology). When they arise in an organization, they are
used as intangible assets in the process of producing further goods and services.

The uniqueness of products of the creative work of the individual, and at the same time
their economic and development importance determine the framework of their protection,
which is manifested by the legal monopoly guaranteeing exclusivity in the field of professional
and profitable use of these resources. The guarantee of this exclusivity is patents or protective
rights granted by the Patent Office. Another way of securing intellectual resources is know-
how, meaning protection within an organization, which treats these resources as confidential,
giving them the clause of "business secrets".

The intellectual property monopoly, determine the so-called intellectual property rights
that expose one of the intellectual property attributes of the ability to protect [3]. Human
achievements in the sphere of intangible assets are a derivative of the effort and resources, as
well as creativity and talent, taking into account the current state of knowledge.

Combined with the material potential of the organization, they determine its position on
the market. Maintaining intellectual resources, as well as the need for their continuous
development are expensive, hence the justification for incurring high expenditures is waiting
for generation of higher production efficiency, sales growth and, consequently, higher incomes,
thanks to these resources. In this situation, it is necessary to secure the intellectual resource and
take maximum advantage of the priority of the new product developed on its basis on the
market.

The concept of security should be understood as a set of actions to retain value in the
organization, both in relation to the current management as well as the organization's strategy.
The lack of such protection may result in fast imitation of products by competitors and thwart
the strategic plans of the organization, and even threaten to generate significant losses. The
ability to protect as a resource characteristic of intellectual property determines the process of
managing intellectual property in the organization in the operational dimension.
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Taking into consideration the existing literature and published research results, it can be
stated that the decision on the application of appropriate tools for the protection of intellectual
property depends on many factors, including on the type of resources owned, the industry in
which the organization operates, the amount of costs incurred for protection as compared to the
costs of losing the market position created by these resources.

Specifying the legal nature of the resource, which is know-how, requires the analysis of
provisions containing this concept. The Polish Act of 30 June 2000 Industrial Property Law
(Journal of Laws of 2003 No. 119, item 1117 with later amendments) does not explicitly use
this term (The Supreme Administrative Court in Warsaw also tried to define the know-how in
a judgment of 31 July 2003 (reference number: Akt 111 SA 1661/02). The court explains in the
verdict [ it is a set of confidential, relevant and identified information in a proper form. The
term "confidential” means that the subject of the contract is not widely available and known,
the term "significant” means that the information is valid and non-trivial, and the term
"identified" means that it is described or recorded in such a way that it is possible to check that
it meets the criterion of confidentiality and materiality). However, a short definition of know-
how can be found in tax regulations, which define know-how as information related to
knowledge and experience gained in the field of industrial, commercial or scientific.

The statutory definition of know-how is also not included in the provisions of Polish
civil law. In turn, in the regulation of the Council of Ministers of 30 July 2007. on the exclusion
of certain types of agreements regarding technology transfer from the prohibition of agreements
restricting competition (Journal of Laws No. 137, item 963) know-how is defined as not
disclosed to the public technical or technological information or organization and management
principles within the meaning of art. 2 para. 2 point 2 of the Act on Competition and Consumer
Protection of February 16, 2007, which are important from the point of view of manufacturing
goods covered by the contract and which have been described in a manner allowing for
verification of the criterion of confidentiality and materiality. In a comment to this regulation,
A. Piszcz [14] writes that information not disclosed to the public should be understood as
information that is not widely available and known. However, T. Skoczny, A. Jurkowska and
D. Migsik[15] indicates that it is permissible that not all of the information composing the
know-how packet is unknown, however the ones that are decisive from the point of view of
economic exploitation of the shared knowledge must remain secret.

The technical information mentioned in the definition is understood as information
about technology, that is, referring to all methods and methods of influencing matter; they are
intended to meet the practical needs of man and are within their scope general methods of
manufacturing goods [14]. However, technological information is a subtype of technical
information and concerns more detailed issues chemical formulas, formulas and methods of
operation.

The last group of information referred to in the above-mentioned definition is
organization and management. These are non-technical information, which in principle relate
to the way the entrepreneur operates on the market; in this category we include, among others
ways of conducting marketing campaigns, methods of maintaining supplier and recipient bases,
pricing policy, methods of organizing sales, budgeting methods, accounting systems, ways of
raising funds for operations, organizational structure, rules of information flow and document
flow, methods of quality control of goods and services, employment policy , organization of
work, amount of earnings.

It should be emphasized that the understanding of the concept of know-how included in
this regulation can not be transferred to other legal acts, because they apply only to the matter
regulated by the Act on consumer protection and competition. However, for the entrepreneur
concluding contracts regarding the use of this resource, the usefulness of this definition is not
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questionable. In addition, in the case of technology transfer agreements referring to know-how,
the relevant Commission Regulation (EC) No 772/2004 can be used to support the application
of art. 81 par. 3 of the Treaty to the category of agreements on the transfer of technology, which
defines know-how as a package of unpatented practical information resulting from experience
and research, which information is secret, that is, they are not widely known or easily
accessible; important, that is, important and useful from the point of view of manufacturing the
products covered by the contract and identified, i.e. described in a sufficiently understandable
comprehensible manner, to be able to check whether they meet the criteria of secrecy and
materiality [1].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. The above review of normative terms indicates that in the domestic legal
system, not only is there no uniform definition of know-how, but there is also no law that would
provide know-how protection with absolute law, effective against third parties. This means, as
M. Mioduszewski [12] writes, that, unlike copyright, inventions, trademarks, industrial designs,
etc., know-how is not protected by an absolute law that is effective for everyone. The lack of
ownership of the know-how not only determines the legal nature of this resource, but also
affects the management of this resource and its use in the course of trade. "Since there is no
exclusive right to know-how, trading it can not consist - as in the case of intellectual property
rights [ on the sale of rights (transfer of rights) or licenses, because there is no object capable
of being the subject of such contracts. This is due to the so-called numerus clausus principle of
intangible property rights, which means that intangible goods are protected only by such rights
as are provided for in relevant laws. If a given intellectual property right is not in the statutory
catalog, it can not be created independently, for example for the purpose of concluding a given
contract "[12].

Formulation of the purpose of the article (statement of the problem) is to
characterize a special type of intangible resource belonging to intellectual property, which is
know-how in the organization. Effective management of this resource and use in the course of
trade determines its legal nature. Unlike copyrights, inventions, trademarks, etc., know-how is
not protected by an absolute law that is effective for everyone. Lack of ownership of know-
how, contrary to the situation that occurs, for example, in the case of copyright works means
the need for a different approach to managing this resource, and the trading of know-how can
not rely — as in the case of other intellectual resources — on the sale of rights (transfer rights) or
a license, because there is no object to be subject to such contracts and the trading of know-
how can not rely — as in the case of other intellectual resources - on the sale of rights (transfer
of rights) or licenses, because there is no object capable of being the subject of such contracts.

Statement of the main material of the research with full justification of the
scientific results obtained. In the process of managing intellectual property as an intangible
resource of an organization, it is important to understand the differences between individual
types of intellectual property. As R. Golat [5], writes, know-how is a special kind of intangible
good, because it is not a completely autonomous good, not showing any connections with other
types of intangible goods. On the contrary, the author writes that know-how can often be
considered as a different type of intangible asset at the same time. On the contrary, writes the
author, know-how can often be considered at the same time as another kind of intangible good.
In this situation, it is reasonable to define know-how as a whole of technical and non-technical
knowledge (commercial, administrative, organizational, financial), useful for performing a
specific type of business. They can be defined as the whole of the achievements and
achievements, experiences, practices and procedures that the company has accumulated during
its economic functioning. All this accumulated knowledge about the company's operation
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affects the way the service is performed or the production of goods, distinguishing them from
the goods and services of competing companies.

In practice, know-how is often presented as a company secret, whose legal definition is
found in art. 11 para. 2 of the Act of 16 April 1993 on Combating Unfair Competition "Business
secrets are understood as technical, technological, organizational information of an enterprise
or other information having an economic value, which as a whole or in a special combination
and their elements are not commonly known to people dealing with this type of information or
are not easily accessible to such persons, if the person authorized to use the information or
dispose of them took, with due diligence, act to keep them confidential (Article 11 paragraph 2
of the Act on Combating Unfair Competition: Journal of Laws of 2018, item 1637).

Comparing the know-how and company secrets, there is no doubt that many common
elements can be identified. However, both concepts should not be used interchangeably. Know-
how is information related to the commercial or service activities of a company.

The company's secret is a much broader concept and besides the know-how it also
includes information on the financial state and financial obligations of the company, employees
and details of contracts concluded with them, etc. Furthermore, not all information is protected
as a company secret will be protected as know-how. A positive aspect of this situation, however,
is that the company's secret, broadly defined in the legal provisions, allows the use of know-
how within the framework of general protection, to which the company has the right on the
basis of fair competition between entrepreneurs. On the other hand, thanks to know-how, non-
technological information can also be protected. Such information may be provided, for
example, on the basis of licensing agreements that specify the principles of confidentiality and
information security.

The lack of exclusive rights to know-how means that the process of management and
economic exploitation of this resource must be based on confidentiality. Confidentiality is
accompanied by an obligation not to engage in competitive activity. These are the fundamental
pillars of the protection of know-how, and at the same time the basis for building a structure of
efficient circulation of procedural knowledge.

For information to remain confidential, managers should take adequate measures to
preserve their confidentiality both at the interface with the external environment and within the
organization. Concluding a confidentiality clause in contracts with contractors or signing
confidentiality agreements protects an enterprise against unfair competition. Concluding a
confidentiality clause in contracts with contractors or signing confidentiality agreements
protects an enterprise against unfair competition. The subject of a correct and effective
agreement regarding the disclosure of know-how should be confidentiality and non-competition
clauses, extended in such a way that:

— the access to know-how is committed to providing specific knowledge (know-how)
designated to the person in the defined circumstances;

— the entrepreneur providing the know-how obliges the buyer to keep the information
received confidential;

— the ,,acquirer of know-how” undertakes to use the knowledge made available to him
in accordance with the in-law of the contract and to keep confidential the information provided
to him.

The aforementioned elements constitute the key content of contractual obligations
regarding the turnover of know-how. They also allow the creation of a business model that,
according to M. Mioduszewski [12], may remind — depending on specific conditions - the
transfer of intellectual property rights or a license to use them.

If the know-how is to be an effectively used resource of the organization, it must be
deliberately shaped, it must be covered by professional management covering such processes
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as: planning, organizing, controlling and protecting. For the process of managing this resource,
it is also necessary to fully understand the characteristics of know-how and introduce
appropriate procedures for its protection in the enterprise.

Know-how should be understood as a set of practical information of a technical or
technological nature, or information about the organization and management principles
resulting from the experiments carried out tests or tests, provided that they remain unpatented
and not disclosed to the public, and whose essence and value lies that they may be necessary
for the production of specific goods or the use of certain technologies in the field to which they
refer. Such know-how may be, for example, information collected for the purposes of the
computer game being created. If the entrepreneur intends to use this information as an attractive
product in the market, it is necessary to apply appropriate security and adequate legal protection.

This protection is specific because it combines elements of protection that industrial
property law provides (for example patent protection), copyright (protection of property and
personal rights, for example to a computer program), and protection under business secrets,
which is formulated in the Act on combating unfair competition (eg protection of the document
flow system in the employer's enterprise).

In industrial property law, instead of protection of know-how, we only have references
pointing to unreported inventions (inventive projects) that constitute the entrepreneur's secret,
which may be a separate subject of use regulated in the contract. In this situation, a contractual
determination of the nature of the protection will apply. Thus, for example, in the agreement on
the use of know-how having the form of an invention (not patented), the term "license" should
be used and the provisions of industrial property law regarding the license agreement for the
invention protected by a patent should be applied to it.

The characteristics of know-how show that it is not tangible matter (device, solution,
program, etc.), it is not formally protected (there is no registration of exclusive rights, fees,
etc.), it is not limited in time (there is no expiration of ownership rights), it is not subject to the
level of inventiveness (it does not have to be new, inventive, etc.). By contrast, the inherent
nature of know-how results in one essential feature: confidentiality of information. Therefore,
the key to securing and protecting know-how is to ensure the security of information that is of
economic value for the enterprise. The resource that is to be a source of competitive advantage
for the organization must be protected. This applies to both protections against external, as well
as internal, random and intentional threats (passive and active) [11].

A. Zebrowski points out that the greatest threat to the resources of knowledge are people
- their mistakes and mistakes, but also targeted actions that boil down to destroying intellectual
resources, distorting and deleting information, etc. [21].

In this situation, it is extremely important and necessary to identify the company's
information and knowledge resources and to define the requirements for their protection
(including the level of acceptable risk). Thanks to the formal definition of rules, rules and
procedures and covering all employees of the company, the security of information exchange
inside and outside the company will be ensured, and the knowledge and skills previously stored
in employees' minds are registered and become the property of the company.

As L. Kiettyka writes, from the point of view of security and information protection, the
most important resources are: information (paper documents, electronic information,
databases), software, physical resources (buildings, IT equipment, devices). human resources,
intangible goods (image of the enterprise) [9].

The key aspect of know-how management is the development and supervision of
documentation that will identify the information constituting the know-how and requirements
on the basis of which knowledge and information with asset value for the organization will be
secured.
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The security of information and knowledge identified in the company as a know-how
should cover the following areas: control of acquisition, production and processing of
information and knowledge, safe distribution of these resources, monitoring of information and
knowledge 'paths' in the organization structure, staff training in security procedures. Properly
designed rules of know-how management, rules of conduct with documentation of know-how,
training of employees in the field of know-how and its importance for the company, are the
framework and foundation on which the management system of this resource in the
organization is built.

Contracts with employees, co-workers and contractors whose content is confidential are
also important. Contracts should include a clear indication of information to be protected and
not disclosed to third parties. In practice, the scope of information protected as a company's
know-how is sometimes so wide that it is not possible to indicate their exactness in the contract.
Therefore, it is worth additionally, in the daily circulation of information and documents in the
company, to inform employees, employees, suppliers or contractors that the information is
confidential and should be kept confidential.

It is good practice to regularly refresh access passwords in company computers and
programs for receiving an electronic mailbox and to introduce in the enterprise the habit of
destroying unnecessary documents. A know-how-oriented company should also ensure safe
storage of valuable documents: contracts, research results, development plans, technical
information or important correspondence, and have control over who visits the company and
which rooms it has access to.

Conclusions from this research and prospects for further developments in this
area. Know-how is one of the most important intangible assets that allows the entrepreneur to
build a significant competitive advantage. Despite the lack of a materialized form, this resource
has a measurable economic value and can be the object of trade in the economy. This is not a
law classified in statutes, but it is generally accepted that it is a good that can be disposed of or
given to another entity to use it. Know-how is undisclosed and guarded knowledge. Thanks to
the use of certain specific and inaccessible knowledge and skills, the entrepreneur can afford to
maximize profits and minimize losses, optimize production, and even offer goods and services
that are still unavailable to its competitors. Therefore, in the process of managing this resource,
its security is of key importance. Securing the know-how is not only about protecting the
commercial potential of knowledge and information, but also reducing the risk of losing it.
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Hepein A.-M., xanouoam mexHiuHUX HayK, (hakyibmem KOMR'TOmepHux Hayk ma
MeHeddcmenmy, Bpoynascokuii yHisepcumem nHayku i mexuiku (Bpoynae, Ionvwa).

Ilpagosa npupooa noy-xay ma 11020 énaue Ha egeKmuene ynpasiiHHa YumM pecypcom Ha
nionpuemcmei.

IIpuobanna ma egpexmuene 8UKOPUCMANHHA HEMAMEPIATLHUX AKMUBIE € OOHIEI0 3 OCHOBHUX
yineil ynpaeniHcbkux piwienv nionpuemcmg. Oonum i3 maxux pecypcie ¢ Hoy-xay. Egexmuene
VAPAGAIHHA YUM Pecypcom ma 1o2o 6UKOPUCTNAHHA 8 X00i MOP2ieNi GUSHAYAE 1i020 NPABO8y NPUpooy.
Hocnioocennsn namazaemocsa HAOAUIUMU CYMHICIb HOY-XAY i3 3A3HAYEHHAM NPAB06020 KOHMEKCMY, WO
CYMMEBO GNAUBAE HA YRPAGTIHHA YUM PECYPCOM HA NIONPUEMCE]

KirouoBi cioBa: HOy-Xay, YIpaBiIiHHS KOMIIaHI€l0, IOTOBOPH, 3aXHCT.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In recent years, intangible components of activity have become
increasingly important in the enterprises activity. The transition of the economy from the
material form of development to the intangible M. Oklander called the formation of information
economy, ie economy in which the main driver of growth is knowledge [1]. Knowledge
becomes the main part of the enterprise capital and the term intellectual capital (hereinafter —
IC) is used to identify them.

By IC we propose to understand the set of socio-economic relationships that are
associated with the formation, usage and restoration of knowledge. An important task is to
establish a classification of IC components that would allow them to be identified, evaluated
and managed.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Since the first use of IC as a scientific category,
namely T. Stewart in 1991, scientists have begun active discussions to determine its
components.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)

16


http://creativecommons.org/licenses/by/4.0/

ISSN 2522-9087  (Print)

MapkeTHHr 1 1uPOBi TEXHOJIOTIT Tom 3, Ne 3, 2019 ISSN 2523-434X (Online)

In 1993, G. St Onge formed the classification of IC, which became a classic, dividing
IC into human, client, and structural capital [2].

K. Swabey included customer relations in the IC classification [3].

L. Edwinsson, M. Malone have developed a classification of IC, consisting of human
and structural capital [4]. They combined internal and external company structures into
structural capital, namely, relationship capital (reputation, trademark, regular customers,
distribution channels) and organizational capital, which in turn was divided into innovation
capital (intellectual property (hereinafter — IP) and other intangible assets (hereinafter referred
to as 1A) and process capital (organizational culture and structure, databases, information
networks).

And Brooking expanded the components of IC by adding to its human-centered and
infrastructure assets also market assets and assets related to IP [5, p. 13].

N. Bonti believed that IC consists of 3 parts: human, organizational, consumer [6, p.
64]. Namely, it increased attention to consumer-related knowledge but excluded other external
relations (with partners, suppliers, the state) from the list.

B. Lev, F. Guin IC allocated 5 groups of intangibles: R&D; advertising; intangibles that
are included into the capital of the enterprise; information systems; technology acquisition [7,
p. 14]. The focus is on advertising, but advertising is a means of conveying information to
enhance the elements of IC (reputation, image, technology, social responsibility, corporate
culture) and material capital (quality and price of products). If advertising was IC by itself,
businesses could replace it with all other elements. Indeed, advertising serves not only the
transmission of information, but also the formation of demand, improving the reputation and
image of the company, increasing customer loyalty. Therefore, it is important to consider
advertising as one of the main means of reproducing the level of development of components
of the enterprise IC.

A group of Indian scientists proposed to divide the IC into 6 components: human,
consumer, structural, social, technological, spiritual capital [8]. However, no attention was paid
to the objects of IP as an element of IC.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Despite the large number of studies that have focused on the isolation of IC
constituents, a common vision has not been formed yet, not only of IC constituents, but also of
the classification features by which they could be structured. Since the notion of IP and goodwill
has become widespread prior to the emergence of IC, there is a particular need for determining
their place in the IC of an enterprise. Also the problems of establishing the place and role of
marketing in the IC classification system are unresolved.

Formulation of the purpose of the article (statement of the problem). The purpose
of the article is to form a system of classification features and relevant components of IC with
determining the place and role of marketing as a source of IC.

Statement of the main material of the research with full justification of the
scientific results obtained. Ownership is the subject's right to own, use and dispose of the
property. IP is then the subject's right to own, use and dispose of the result of intellectual activity
(or IC). Thus, IP is a legal envelope to protect and secure legal rights to dispose of IC
components. The problem is that not all IC constituents can be granted legal rights, as ICs are
intangible in nature and most of their constituents cannot be identified and legally protected.
Therefore, the objects of IP are some of the most materialized components of IC, which belong
to its diverse species. For example, trademarks and trade names are tending to be the legal
embodiment of a constituent of client capital, which is to protect the appearance of the product
and business name, and the patent is to protect technological capital in the form of some
innovation, invention. A brand cannot be regarded as a trademark that is registered and has
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legal rights. The brand is the result of marketing influence in order to perceive a brand, a set of
product properties and other actions of the enterprise by environmental actors, primarily
consumers of products. That is, the brand is the result of the relationship of the company with
its external environment, which causes the inclusion of the brand, reputation, image of the
company in the capital of the relationship. The source of these relationships is marketing, as an
activity aimed at shaping the optimum impact on consumers and other environmental actors.

However, the need to study the objects that are protected by IP law from the subject of
economic research of the processes of their reproduction cannot be dismissed. Therefore,
further research would use non-legal terminology to characterize the IC object, but economic
terminology that characterizes the content of the IC object (instead of patent - invention,
innovation; not trademark, but brand, client capital; not license, and the capital of relations with
state authorities; not leases, franchises, but partnership capital).

The US Financial Accounting Standards Board (FASB) has approved seven categories
of an enterprise’s IS that relate to [8]:

— current regulatory framework;

— contracts;

— technologies;

— labor resources;

— features of the organization;

— consumers;

— market opportunities.

The FASB's recommendations are reflected in international accounting standards. The
FASB has proposed to significantly expand the composition of the company's IS by including
such components of goodwill, R&D and certain types of marketing assets and, as a
consequence, the ability to replenish them using amortization.

It should be noted that many contemporary authors do not include goodwill in the IC,
although it is currently presented in international and almost all national accounting standards.
The exclusion of goodwill from the elements of IC is explained by the fact that goodwill was
introduced into economic and accounting terminology as an attempt to explain the gap between
market and book values of enterprises. As you know, goodwill could only be entered in the
balance sheet of an enterprise if the enterprise was acquired. It could not be created on its own
or bought or sold. That is, goodwill was put into circulation in order to temporarily reflect the
difference between the book value and the market price of the enterprise, and not to actually
enable the inclusion of new types of IS into the assets of the enterprise. Goodwill's economic
content is a reputation, the image of which the marketing activity of the enterprise acts as a
source. Therefore, in modern research, to avoid confusion with outdated accounting standards,
most scientists either do not use goodwill as a component of IC, or have replaced this concept
with the image and reputation of the enterprise.

That is, a number of components of IC, namely, brand, goodwill, reputation, image,
client capital, social capital and in general, the capital of the enterprise relations are the result
of the marketing activity of the enterprise, which makes marketing the determining source of
IC formation. Other sources of IC components include: human resource management activities
— generates human capital; R&D, innovation — generates intellectual and technological capital;
organizational activity - forms the structural capital of the enterprise.

Particular consideration should be given to the usage of R&D, or abbreviated R&D,
among types of IC. In the post-Soviet space, this term is often used in the format of research
and development (R&D). R&D is a major source of IC creation and restoration. Since IC is
currently the main engine for creating competitive advantage and increasing the market value
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of enterprises, R&D costs have taken the lead role in the investment spheres of economically
developed countries in the worldwide. Particular attention should be paid to R&D in terms of
their decisive influence on the reproduction of IC enterprises. But R&D, in our opinion, can not
be attributed to a separate subspecies of IC, since scientific research is a source of knowledge
of various kinds, which will eventually be embodied in human capital, technology, customer
relations and other entities in the formation of corporate norms and standards for both: business
and social behavior. In other words, R&D is a means of forming all components of IC, but do
not directly its component.

It is worth noting the proposal of O. Shkurupi to allocate in the IC of its active and
passive parts. The active part of IC is represented by the human capital of individuals, while
the passive IC is an intellectual product, that is, put into practice ideas that are available for use
and evaluation by other actors. The passive component represents technologies, processes,
inventions, trademarks, etc. [10, p. 16-17]. We cannot accept the inclusion of intellectual
products in the passive part of IC as they are a confirmation of the public utility of using the IC
enterprise. From the cost point of view of IC at the stage of formation and creation is in the
form of investment in new objects of IC, at the stage of demolition - in the form of existing
objects of IC and at the stage of reproduction - in the form of return on investment through the
sale (lease) of intellectual (in varying degrees) of products. At the same time, most modern
industries use elements of IC, which indicates its involvement in the creation of new value,
which, as a result of demand, will have signs of socially necessary costs. Thus, the sale (lease)
of products produced with the use of IC elements is a stage of the IC reproduction process, and
the intellectual product is an alienated part of all components of the IC, not its variety.

Next, let's look at the features of incorporating the most common elements of scientists
into human resources: human, structural, social, technological, client capital, as well as
information and databases.

V. Schultz, Nobel Prize winner, one of the founders of the theory of human capital,
stated that the decisive factors in economic development and improvement of the well-being of
the population are not energy, space or agriculture, but rather the improvement of the level of
knowledge and education [11]. Human capital is crucial to the enterprise.

It is due to human capital that the enterprise can ensure the reproduction of both activity
and individual resources, as well as innovative development. Human capital is the main source
of creation of other types of IC and represents the knowledge and skills of the workforce of the
enterprise. In the study of human capital, a moral dilemma arises as enterprise staff is the most
important resource of enterprises, but it is not its property. Can an enterprise claim to control
the knowledge, skills of its personnel? Does human capital meet the requirement to benefit the
enterprise in the future? In general, some authors have drawn attention to the contradictions
inherent in the concept of "human capital™, namely, that it is intertwined between the opposites:
labor and capital. As a result, it seems that everyone is a capitalist.

In our opinion, although the term "human capital” is coined with the usage of opposite
concepts, it only emphasizes the realities of development of modern society, when knowledge
becomes the main resource of entrepreneurial activity. In terms of the classic requirement of
long-term useful usage of any capital, it can be noted that investing in the development of
enterprise personnel, that is, human capital, can bring long-term positive results.

As D. Roos, G. Roos, N. Dragonetti and L. Edwinson have aptly defined, structural
capital can be represented as what remains at the enterprise after the workers go home, as what
glues all the enterprise resources into a single organism. [12]. Structural capital is a critical link
that makes it possible to identify all other elements of an enterprise's IC; without a structural
capital, as without a spine, the enterprise would not be able to function. The structure of the
structural capital includes attribution of knowledge carriers of the enterprise (with the exception
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of personnel): databases, processes, organizational structure, policy and organization of
performance of functions by personnel (all types of internal provisions, regulations and internal
guidelines for the performance of functions). However, in our opinion, combining structural
organizational and technological components within the structural capital only complicates the
process of IC classification.

Particular attention should be paid to databases as a possible element of IC, which is a
technical means of accumulating information that aims to replace the natural composition of
information — human beings. Man has learned to store and transmit information through various
forms of his record, which ensured its accumulation and use it on a growing scale, but the
invention of electronic drives and their evolution have turned this process into an explosive one.
However, it is not possible to distinguish databases as a classification group of objects of an
enterprise IC, since information, knowledge comprises all elements of an IC, and databases
must be used to store, process and transmit information. That is, a database is a technical means
of forming all components of IC, not its kind. In general, information is not a separate kind of
IC, but a means of transforming, storing and transmitting knowledge of all kinds.

K. Corrado et al. thinks that a software and computer information within an enterprise
IC plays the key role [13]. Of course, software plays an important role in enterprise activity,
but it is only one of the tools of enterprises activity.

Some authors quite rightly allocate technological capital separately - knowledge that
already takes the form of material objects and tools implemented in the material form. E. Bueno
et al. attributes to technological capital those technological processes that are based on
innovation [14].

One of the important elements of an enterprise's IC is its social capital, or capital of
relations with society, which is formed through the marketing activity of the enterprise.

O. Sobko divided all components of IC into individual IC, collective IC, social IC [15,
p. 317]. External social capital is represented by relations with society, the reputation of the
enterprise, the attitude of the enterprise to the problems of society, to the environment. Internal
social capital can be characterized as the relation of the enterprise with the labor collective, the
level of remuneration, social guarantees and support of the personnel of the enterprise.

In the question of capital inclusion of relations in the structural, organizational, process,
or in the allocation of it as a separate component of IC, there is a constant discussion, so we
will pay attention to this problem as well. You should pay attention to the relationship of the
company with its customers, which is manifested in marketing activities. As consumers are the
part of society, the question arises: do they relate to consumers with social capital, or are they
a separate component of IC? Because consumers or demand are a key component of a market
economy, many scholars include client capital as a separate component of an enterprise’s IC.

N. Bonti proposed to integrate within the client capital all the knowledge that is
embodied in the relations of the company with the nearest external environment: with
consumers, suppliers, investors, competitors, partners and state institutions [16]. As all these
components of IC have a common essence - marketing relations between the enterprise and its
immediate environment, including social relations, we suggest to include them in a common
group, called the capital of relations.

As O. Kendyukhov rightly pointed out, the main disadvantage of most IC classifications
was the lack of a clear identification of the classification features by which it is proposed to
divide IC [17, p. 44]. It identifies eleven classification features: scope; usage in production and
commercial activity; ownership; features of functioning in the cycle of capital; directions of
use; duration of use period; role in the production and economic process; conditions of
formation; the possibility of alienation; the level of risk of usage; functional content [17, p.
48-54]. While most of the classification features are of theoretical and practical importance,
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some are debatable. Such are, for example, the scope; the level of risk; the form of use in
production and commercial activity - those in use, in development, in reserve, in conservation).

The main feature in the classification of IC by A. Kendyukhov is the allocation of IC by
functional content: personified - those that are accepted by other authors to refer to human
capital; infrastructure — information technology, databases, organizational structure,
philosophy, management culture and business cooperation; technical and technological — those
with engineering embodiment; client - relations and contracts with buyers, license agreements;
branded IC — trade marks and marks, reputation [17, p. 53-54]. It should be noted that O.
Kendyukhov divided some of the same types of IC objects into functional subgroups. Thus, the
relations with the buyers were separated from the relations with the partners, while the relations
with the public and state bodies were not taken into account at all. Brand and client capital are
justified, as they have different content, but the client capital includes licenses that result from
interaction with the state, on the other hand the philosophy and culture of the company are
separated from its reputation and image.

O. Butnik-Seversky divided IC by: ownership type, corporate transaction, residency,
form of involvement, by the term of the entity's disposal, method of formation, possibility of
determining value [18]. He used the approaches to the classification of classical capital with the
purpose of interpreting them for distribution by types of IC, adding to them the author's
attributes. He also paid too much attention to legally protected intellectual assets, combining
all other types of IC into one group.

As a result of consideration of approaches to the definition of IC components, a
classification of IC components has been proposed.

A key classification feature of an enterprise IC is the consideration of its elements by
functional content. All elements of IC by this feature are divided into four groups: human
capital, relationship capital, intellectual and technological capital, organizational (structural)
capital. Human capital lies in the intellectual capacity of the company staff to achieve the goals
of the enterprise. Relationship capital represents the totality of relationships with the nearest
external environment that enable one to achieve the goals of the enterprise. Intellectual-
technological capital is a set of knowledge, which consists in engineering, software or design
development, which enable to achieve the goals of the enterprise. Organizational capital
represents a set of institutionalized knowledge, characteristics of the system of organization of
activity and management of the enterprise and its reputation, which allow to achieve the goals
of the enterprise. The proposed grouping of ICs is similar to the classical three-element,
however, in our opinion, the distribution of IC components from the point of view of their origin
on the external and internal should be deduced as a separate classification feature, and while
grouping on the essential feature, we should stop at the above mentioned four types.

In addition to the classification of ICs based on their essential differences, it is important
to distinguish components of ICs depending on the system of sources of formation. It is
proposed to divide into IC elements, the source of which is:

— marketing activities — brand, reputation, image, customer, delivery, partnership, social
and in general capital of the enterprise relations;

— activity of personnel management of the enterprise - selection, preparation, training,
advanced training, motivation and stimulation of the enterprises personnel;

— innovation and R&D - the latest technologies, inventions and technical innovations,
product and service design, artificial intelligence, software and information systems;

— organizational activity — organizational and production structure, corporate culture,
management and communication system.
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By origin, IC consists of elements of IC that are created by the enterprise's own
resources; elements of I1C acquired from third parties; elements of IC that are received for
temporary use on the basis of leases, franchising and other agreements for the use of IP.

By the type of the carrier entity, it is possible to distinguish country IC, enterprise IC,
IC unitand IC entity.

Depending on the degree of control of the IC can be divided into: controlled IC,
protected by legal means (in accounting controlled IC is commonly called the IS); uncontrolled
IC that cannot be protected and incorporated into the assets of the enterprise.

In terms of the manifestation of the elements of IC can be divided into: external - client
capital, supply capital, partnership capital, social capital, capital relations with the state; internal
— experience, skills, competences, level of intelligence, intrinsic motivation, talent, talent,
creativity and innovativeness of personnel, inventions and technical innovations, product and
service design, know-how, software, organizational and production structure, corporate culture,
management system and communications, procedures, manuals, brands, company image and
reputation.

According to the principle of affiliation, the elements of IC can be divided into those
that: belong to the enterprise — components of the capital of relations, technological and
structural (organizational) capital; do not belong to the enterprise — components of human
capital (since human capital is the characteristics of the personnel of the enterprise) and other
objects of IC that may be in temporary use.

We suggest to consider the structure of IC, depending on what stage of the play cycle it
is. The IC of the operating enterprise is in three stages of the reproduction cycle: the stage of
formation-creation, the stage of wear, the stage of reproduction.

Also, we suggest to distinguish IC objects based on the features of wear and play
dynamics — objects that have a high wear rate and require fast playback and objects that have a
slow wear and play speed.

IR classification according to the way information is stored: natural sources of
information (human); artificial media (books and other material media, digital media).

In relation to the process of creating new IC objects, we suggest to distinguish passive
and active IC. Active IC can participate in its own reproduction or in the creation of new IC,
while passive IC is a "fixed" result of the usage of IC, which would eventually lose its utility to
the enterprise and would require the usage of other elements of IC for its reproduction.
Depending on the degree of identification of IC could be divided into: identified, that is,
described and measured in one way or another elements of IC; not identified, those not yet
described and measured by the enterprise.

Conclusions from this research and prospects for further developments in this
area. As a result of critical consideration of approaches to the definition of IC components,
eleven classification features of the distribution of all IC elements have been identified. The
key features of an enterprise IC are to consider its types by functional content and sources of
formation. The functional content is divided into: human capital, capital of relations,
intellectual-technological and organizational capital. Depending on the system of sources of
formation, the elements of IC are divided into those whose source is: marketing, personnel
management, innovation and organizational activity of the enterprise. It is substantiated that
marketing is a source of formation of components of IC: brand, goodwill, reputation, image,
client capital, social capital and in general the capital of relations of the enterprise.
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HociaMY;, 3a (YHKYIOHANGHUM 3MICHIOM, 3QIENHCHO 68I0 HOXOO0XNCEHHA, 3ANeNHCHO 6i0 CMYNneHs
Keposarnocmi, 3a 00cs120M; 34 NPUHYUNOM HALEHCHOCMI eleMeHmMI8, 3aNelCHO 8i0 cmadii i2po8oeco
YUKTY, 3ANeHCHO 6i0 OUHAMIKU IX 3HOCY, WiNAXoM 30epicanns ingopmayii, cmocoeHo npoyecy
CMBOPEHHS HOBUX 00 '€KMIB, 3aNeHCHO 6i0 cmyneHs ioenmugikayii

KitrouoBi cioBa: iHTeNEKTyallbHUH KamiTall, eIeMeHTH 1HTEeNEKTyaaIbHOTO KalliTalry, TIOACHKUI
KaIliTaj, KaliTajl BiIHOCHH, OpraHi3aliifHuil KamiTaa, MapKeTHHT.
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Iinrypcbka Ipena AnapiiBHa

KAHO. eKOH. HAYK,00YeHm Kapeopu MidCHAPOOHUX eKOHOMIYHUX GIOHOCUH
Tepuoninvcokuii HayioHATLHUL eKOHOMIYHUL YHIGEpCUmem

(Tepnoninw, Yrpaina)

Jlerkuii OJier AnapioBuy

KAaHO.eKOH. HAYK, CMapuiuli 6UK1aday Kagheopu MidCHapoOHUX eKOHOMIUHUX BIOHOCUH
TepHoninbcokull HAYIOHATIBHUL eKOHOMIYHUL YHIGEpCcUmem

(Tepnoninw, Ykpaina)

KOHKYPEHTHHM AHAJII3 IHOOPMAIIMHOI'O BI3HEC-
CEPEJOBHIIA Y IU®POBOMY MAPKETHHI'Y

Y cmammi poskpumo ocuoseni acnexmu ingopmayiiinozo 3ade3neuents KOHKYPEHMHO2O
aHanizy ma 00CRONCEHO U020 OCHOBHI CKAA006I 8 yugpposomy 0OizHec-cepedosuwyi, 3anponoHOB8aAHO
oyinoeamu cmpameziuni nepedymosu 8edeHHs Oiznecy 6 InmepHemi 3a 00NOMO20H0 pO3pPOOAEHOT
mampuyi 3a 6IONOBIOHUMU VHIGEPCAILHUMU KAME2OPIAMU, GUOKPEMACHO NepeoyMO8U 30iliCHEHHS
KOHKYPEHMHO20 aHANi3y aKMUGHOCMel KOHKYDPEHMI8 y Yughpoeomy 6uMmipi; 3anponoHoeano 06azosy
Knacugikayilo KOHKypeHmHo2o ananizy 6 mepedci Inmepnem, wo nepeddbauac 6UOKpemaeHHs
EeKCNepmHO20  (HeagmoMamu308an020) ma CepgicHo20  (AGMOMamu308ano20) GuUOy aHanizy;
BUOKDEMIIEHO Ma PO3KPUMO OCHOGHI KAme2opii eKCnepmHo20 KOHKYPEHMHO20 aHani3y; HA8eoeHo
NPUKIAOU NOWUPEHUX CEPBICi8 0I5l ABMOMAMU308AHO20 KOHKYPEHMHO20 aHanizy 6 mepeoici Inmepnem.

KitouoBi crnoBa: aHami3 KOHKYPEHTIB, KOHKYPEHTHa pO3BinKa, OeHUMAapKiHT, mu(pOBHii
MapKeTHHT, [HTepHET-MapKETHHT.

DOI: 10.15276/mdt.3.3.2019.3

IlocTtanoBKka mnpobieMH B 3arajJlbHOMY BHIVISAI Ta ii 3B'I30K 3 Ba'KJIMBUMU
HAYKOBUMHM a00 NPAKTHYHHUMM 3aBAaHHAMHU. PO3BUTOK IMPPOBOI EKOHOMIKM Ta
€JIEKTPOHHOI KOMEpIIii 3HAYHO BIUIMHYB Ha 3MIIIEHHS aKIEHTIB KOHKYPEHTHOiI OOpOTHOU
HiANPUEMCTB Y MDKHapOoJHOMY Oi3Hec-cepenoBuii. [IpHCyTHICTh MiANPHEMCTBA B MEPEXi
[uTepHEeT Ha CHOrOJIHI CcTana MPAKTUYHO HEOOXIAHOI YMOBOIO YCIIIIHOTO (PYHKIIIOHYBaHHS
cy0’€eKkTiB rocrnojaproBanHs. [ 106anbHe, 3aCHOBaHE Ha 3HAHHAX, 1H(OpPMAIIl Ta Mepex eBUX
dbopmax opranizailii, KOHKypeHTHE Oi13HEC-CepeIOBHINE MPUUIIIO HA 3MIHY MOOYTOBOMY Ta
IHAYCTpiaJIbBHOMY, L0 ICHYBAJIO KUIbKa JIECATUIITh Ha3al.

[linmpuemMcTBa CHOTOAHI TOBHHHI BOJIOJITA Ta OMNPAllbOBYBATH BEIMKI MAaCHUBH
iH(popMarlii, 1100 yTpuMyBaTH BUCOKI KOHKYPEHTHI IMO3UILi1, He JIUIIEe ONaHOBYIOUYHM KOHLIETIIIII0
BigData ctocoBHO BHBUEHHS IMOBEIIHKH CIIOXKHMBAYIB Ta pPUHKOBUX TCHJICHIIIH, a i opMyBaTH
nepexyMoBH Jis Tpancdopmariii y Data Driven Company, koMnasii, o KepyeTbCst JaHUMH.

A s 1uporo Oi3HEC-CTPYKTypaM HEOOXIIHO BMITH 3aCTOCOBYBAaTH CydacHi
IHCTpYMEHTH BeJIeHHA Oi3Hecy B IM(POBOMY CEPETOBHILLI.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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Hanpuknan, Taki sk CTBOPEHHS HOBOI aHAIITHYHOI CKJIaJOBOI B OIiHII Oi3Hecy,
BUKOPUCTaHHS MapKETUHIOBOI OH-JalH MOJITHKH, 3aCTOCYBaHHS KOHKYPEHTHOI'O aHai3y
1H(POPMAIIIHHOTO CepelOBUIIA TOCHOIAPIOIOYOro Cy0’€KTa JUIsl aHami3y Ta BU3HAYCHHS
HNOTEHLIMHUX LIIbOBUX PUHKIB, CHCTEMAaTUYHOI'O JOCIIIKEHHsI MONUTY, BUBUEHHS 3arpo3 Ta
MOYJIMBOCTEH, 1HTEpHpeTauii pe3yiabTaTiB Ta BUSBJICHHS NEPCHEKTHB PO3BUTKY Oi3Hec-
JISITBHOCTI, B TOMY YHCJII MIXKHAPOTHOT.

AHaNi3 ocTaHHIX AOCHiIxKeHb i myOuaikamid, B SKHUX MNOKJIAJEHUH MNOYATOK
BUpilIEHHIO JaHOi mpoOjeMu i Ha siki cnmupaerbest aBTOp. JlOCHIKEHHSMU IHTaHb
KOHKYPEHTHOTO CEpe0BHUIIA y TTT00ANbHINA €KOHOMIIII 3aiMaucs Taki BiZIoMi HAyKOBII, sIK M.
[Toptep, @. Kotnep, I. Aucodd, A. Tommncon, A. Crpiknenn, I1. Apykep. [Ipote 3 po3BuTKOM
U(PPOBOi EKOHOMIKH CIIEKTp JOCIIKEHh KOHKYPEHTHUX ACIIEKTiB MiJIMPUEMCTB 3MICTUBCS B
IUIOIMHY [HTepHET-MapKeTUHTy, Je MPOBiIHI HAYKOBI Ta MPAKTUKHM AKLEHTYIOTh yBary Ha
iHpopMaliliHii ckiranoiit 6izHec-cepenosuina: 1. Jloncon, A. Pesa, C. Iusmenko, M. Pynp
ta iH. Tak, B. bagpak akiieHTye yBary Ha KOHKYPEHTH1H pO3BiJilli K CKIaA0B1i KOHKYPEHTHOTO
anamzy, a C. KoBasbuyk 30cepepkye yBary Ha poJti Mu(pOBOro MapKeTHHTY B aKTHBi3amii
MDKHAPOJIHOI Oi3HEC-TIsITBHOCTI MiAIPHUEMCTB.

Buninennss HeBHpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NMPUCBAYYEThCS CTATTA. binbricTs myOumikalliii 3a3HaueHUX BUIIE aBTOPIB 30CEPEIKYIOTHCS
Ha OKpECJICHHI IHCTpyMeHTapiro I[HTepHeT-MapKeTHHTY, OCOOJHMBOCTSX BIPTYyaJbHUX
MapKeTIIIeHCiB, TpaHchOopMalliixX y MOBEAIHIIl CIIOXKHUBAYiB y HU(DPOBOMY KOMYHIKALIIHHOMY
cepeoBuIli, MpoOIeMaTHIll AaHATITUKY Ta IHTEPIIPETAIlil MACUBIB JaHUX.

[IpoTe HEOCTIIKEHUMH 3aTUIIAI0THCS TUTAHHS BUKOPUCTAHHSI Cy4acHOT0 IIU(PPOBOTro
IHCTPYMEHTApII0 Ta HOT0 OCHOBHUX CKJIAJIOBUX CaME B KOHKYPCHTHOMY aHAJTi31 MiIPUEMCTBA
B Mepexi [HTepHeT. BapTo 3a3HaunTH, 1110 3HaYHA YaCTHHA U(PPOBUX MAPKETUHIOBUX TaKTUK
HiAPHEMCTB MOKe OyTH aOCOJIOTHO JIETalbHO 00’€KTOM MOHITOPHHTY I1HIIUX YYaCHHKIB
PHUHKY Ta TPETiX cTopiH. ToMy y Cyd4acCHOMY BUCOKOBOJIATHJILHOMY PUHKOBOMY CEpEI0BUIII B
yMoBax iH(pOpMaIiifHOT E€KOHOMIKM HE BapTO BIIKMIATH BAXKJIHMBICTH TaKOrO JDKEpena
iH(popMallii, IK KOHKYPEHTH.

dopmy/II0BaHHA MeTH CTATTi (MOCTAHOBKA 3aBAaHHs). MeTOI IOCHIKEHHS €
BU3HA4YeHHs 0a30BUX aCMEKTIB KOHKYPEHTHOTO aHali3y B iHpopMauiiHoMy Oi3Hec-pocTopi
Ta HOTO MPaKTHYHE 3aCTOCYBAHHS SK CKJIQJ0BOI IU(PPOBOTO MAPKETHUHTY ITiATPHEMCTB.

Jlist TOCSITHEHHSI TOCTaBJIeHOT MeTH Oy chopMOBaHi HACTYIHI 3aBIaHHS:

— BUOKPEMUTH CTpATET14HI IePeyMOBH BeJIeHHS 013HECY y LH(POBOMY CepEOBMILLL;

— JOCIIUTH OCHOBHI CKJIa/I0BI KOHKYPEHTHOTO aHaJ13y B IU(PPOBOMY MapKETHHTIY;

— BU3HAUUTU TEpPEIyMOBU 3IMCHEHHS KOHKYPEHTHOIO aHajii3y aKTHBHOCTEH
KOHKYPEHTIB y HU(PPOBOMY BUMIpi;

— 3aMporoHyBaTH 0a30By KiacuQiKallilo KOHKYpEHTHOIO aHali3y B Mepexi [HTepHeT;

— IMpoaHali3yBaTH OCHOBHI KaTeropii €KCHepTHOrO0 KOHKYPEHTHOrO aHami3y Ta
OKPECJIUTH HU3KY JOPEYHHUX CEPBICIB /1151 aBTOMATU30BAaHOI'0 KOHKYPEHTHOI'O aHaJIi3y.

BukiiajeHHs1 OCHOBHOro0 Marepiajy IOCTiA’KeHHSI 3 TOBHMM OOIPYHTYBAaHHSIM
OTPUMAHMX HAYKOBHX pe3yabTaTiB. IHTerpauis Oi3Hecy y riobOanbHy [HTepHET Mepexy
CIpusijia OBl HOBUX CIOCO01B 1 Kepen OTpUMaHHs iHGopMallii Ta iX aHaIITH4HIA 00poO1l y
KOMILJIEKC] 3 TPaJuIiiHUMU MapaMeTpaMu aHaii3y KOHKYPEHTHOTO PUHKOBOTO CEPEOBHUIIA,
IO XapakTepu3yroTh Oi3Hec. OCHOBHMMHM IapaMeTpaMH € TMOIMYJISIPHI MapIIpyTH CauTy,
iH(popMallist Ipo crocoOu MOILIYKY CallTy, OCHOBHI BiJBiyBadi, MOCTIi{HA LJIbOBa ayAUTOPis
Ta 11 4acTka, e(eKTUBHICTh peKJIaMHOI KaMMaHii (4acToTa BiABIAYBaHHS CTOPIHOK, TPUBAIICTh
neperisay), ciadki i CUIbHI CTOPOHU 1O BiAHOIIEHHIO 10 KOHKYPEHTIB.

[lepBunny iHGoOpMaIito MOXHA OTpUMATH B TIPOIEC] aHami3y CTaTUCTHUKU
BiJIBIIyBaHOCTI pecypcy, 3BEpHEHb KOPUCTYBauiB Ha iH(oOpMaliiiHy ajapecy eIeKTpOHHOI
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NOLITH KOMIIAHil, MPOBEICHHI ONMUTYBaHb KOpPUCTyBauiB. [Ipore i sKiCHOrO aHaizy
KOHKYpEHTIB, €(EKTUBHOTO TPEJCTaBICHHS pecypcy B IHTepHeT mpocTopi Ta peamizarii
KOMIUIEKCY MAapKETUHTOBOI OHJIAWH MOJITHKH HEOOXiJHE 3alydyeHHsS EKCIIEPTHOTO
KOHKYPEHTHOT'O aHaJli3y y MO€IHAHHI 3 TOUHUMH CTATUCTUYHUMHU JAHUMHU.

Tak, 3ragku mpo mepury NPHUBATHY pO3BIACIYXKOY, CTBOpPEHY (IOPEHTIHCHKUMHU
KYIISIMHA-OaHKipaMu 11 eKOHOMIYHHX 1HTepeciB, naTyroThes XIV c¢r. Ha choromHimHii yac
KOHKYPEHTHA pO3BiJIKa TPAaKTYeTbCAd K TOCTIMHUN mporec 300py, HarpoMaKeHHS,
CTPYKTYPYBaHHs, aHaJi3y JaHUX PO BHYTPIINIHE Ta 30BHIIIHE CEPEIOBHINE OpraHizailii Ta
HAJAaHHS BHUIOMY MEHEIDKMEHTY iHopMallii A nmepeadadeHHss Ta CBOEYACHOI peakilii Ha
3MIHU y 30BHIIIHLOMY cepeaoBuii [ 1].

3romom M. Iloptepom Oyna 3amponoHOBaHa MOJENb I'ATH CHJ KOHKYpEHIIIi, II0
BKJIIOYA€ CYNEPHULTBO MK MPOJABLSAMHM YCEpeAMHI Traily3l, MOXJMBICTb IOSBH HOBHUX
KOHKYPEHTIB ycepeauHi ramysi, GipmMu, M0 MPOMOHYIOTh TOBApU-3aMiHHUKH (CYOCTUTYTH),
3JaTHICTb [T0OCTA4YaJIbHUKIB CUPOBUHM, MaTEpiaiiB 1 KOMIUIEKTYIOUUX AUKTYBAaTH CBOT yMOBU Ta
TaKy X aJbTEPHATUBY IS CIIOKHUBAYiB mpoayKiii pipmu. Kpim Toro, BoJIO iHHS MEPBUHHOIO 1
BTOPUHHOIO 1H(OPMAIIEI0 MPO OCHOBHI 00’€KTH KOHKYPEHTHOIO aHamizy: MaiOyTHi Iifi,
MOTOYHY CTPATEriro, MOTEHIIHHI MOXIMBOCTI (hOpMye pamioHalbHY TOBEHIHKY YYaCHHUKIB
pUHKY [2].

[IpoTe B yMoOBax CBITOBHX Cy4acHHX TEHICHILIH (HOPMYIOTHCS HOBI NPIOPUTETH Ta
¢dakTOopH BIUIMBY Ha PO3BUTOK Oi3HECy, IOB’S3aHI 3 HOBUMH MOJEISMH KOHKYpPEHTHOT
O0opoTe0Ou B IHTEpHET-TIpOCTOpi Yepe3 iHTeHCHU(DIKAIliIo Tay3eBOi KOHKYPEHIIl, IMIBHIKOCTI
OCBO€HHSI HOBUX TEXHOJIOTIH, MiJ BILUTUBOM TJOOANbHHUX 3MiH, 30Kpema, 1 y po3aApiOHii
toprisii. Tak, KoMnaHist 3100yBae KOHKYpPEHTHI 1epeBart, (GOpMyIOUH MOCTIHHY aKTUBHICTD Y
CIIO’KMBAaYiB.

Tomy oOCHOBHMM 3aBIaHHSIM LU(POBOTO MApKETHHTY B MIDKHApOAHIA Oi3Hec-
JISITBHOCTI BITYM3HSHUX ITAMPUEMCTB CTaJI0 CTBOPECHHS 1HPOPMaIIHHO-aHATITHYHOI CHCTEMH,
110 JJO3BOJMTH IIBUAKO Ta SIKICHO 3/11HCHIOBATH aHAJITHYHE JOCIIKCHHS, BUKOPUCTOBYBATH
iHpopMalliifHi TeXHOJOrii Hpu aHali3l Oi3Hec-NpoLEeciB BITYM3HIHUX IIJINPUEMCTB Ha
MDKHApOJHUX pPHHKaX, OIIIHIOBAaTH iX MAapKETUHIOBY NpHUBAOJIMBICTh HAa HOBUX PHUHKAX
MIPOJIAXKIB.

OCHOBHMMM  CKJaJOBUMH  1H(OpMaliIHO-aHAJIITUYHOI ~ CHCTEMH €  aHajli3
MapKETUHTOBOI'O CEPEeOBHUIIA 3apyOKHUX PUHKIB, OLIIHIOBAHHS MOJJIMBOCTI BITUYM3HSHHX
HIIPUEMCTB 111010 BUXOAY Ha HOBI MIXKHAPOJIHI PUHKH, po3poOKa Ta peaiizallis KOMIUIEKCHOI
OporpaMM MapKETUHTOBUX [iil 1100 MPOCYBaHHS TOBapiB Ha MDKHAPOJHUX pPHUHKaX,
OLIIHIOBaHHSI €()eKTUBHOCTI MIKHApOJHOi Ol3HEC-AISUIbHOCTI MIANPUEMCTB Ha BU3HAYEHUX
puHKax [3, 60].

OTpumaHi JaHl JOTIOMOXYTh TPH 3AIMCHEHHI KJIACHYHOTO aHali3y 30BHIIIHBOTO
CepeIoBHINA MiIMTPUEMCTBA, JIE€ JOPEUHUM € 3acTocyBaHHs MeToauku PEST-ananizy ta anamnizy
«1’atu cui» koHKypeHuii (M. Iloprepa), BHyTpilIHBOI — HAa OCHOB1 (DYHKII1IOHAJIBHOTO aHaJlI3y
Ta aHaJI3y «IAHLOra CTBOpPEeHHs BapTocTi», MaTpuli BKI', Tomo. OTpumani f1aHi po3KpUIOTh
KJIFOYOB1 ()aKTOpH YCHIXy rajysi, CUibHI 1 cJabKi CTOPOHM MISIIBHOCTI MIIPUEMCTBA, HOTO
MOYKJIMBOCTI Ta 3arpo3H.

S0 3rpynyBaTy KJIFOYOBI MUTAHHS PI3HOTO PIBHA 1 pi3HUX cep, OMpallloBaHHS IKHX
MOKJIMKaHE OKPECIUTH 0azuc cTpaterii BeJeHHs Oi3HeC-AisNIBHOCTI B MEpeXki, TO pe3ysbTar
MOHa 300pa3uTH y BUIIISA MaTpuil (Tadi. 1).

3ayBaxkxyeMo, L0 NPU HAsBHOCTI aHali3y PHUHKY, IISJIBHOCTI KOHKYPEHTIB, IXHBOI
MPOYKIIii, HU3KA 1HIIUX €JIEMEHTIB (JOCB1Jl 3 YIPaBIiHHSA aCOPTUMEHTOM, MO/ MOBEAIHKU
CHOXHBAUiB) TeX MOKe OyTH olpanboBaHa B pPe3ylbTaTi NPOBEACHHS IPYHTOBHOIO
KOHKYPEHTHOTO aHajli3y B Mepexi I[HTepHeT.
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Tabmuus 1 — MaTpuns cTpaTterivHux nepeayMoB BeAeHHs Oi3Hecy y nudpoBomMy

cepenoBuIIi ™
Kareropii Amnanituka Mera IncTpymeHTH
3aBOHOBYBaHHS 4aCTKU
. . HUHK .. . .
BusHaueHHS MICTKOCT1 pUHKY PHIHKY [MonpoBi i kabiHeTHI
. . IlepemanroBaHHs .
Punoxk (Hima) BuBUYeHHS KOHKYPEHTIB . JIOCJIKCHHS
CIIO’KMBAY1B 3 1HIIOIO .
Tenpenuii benumapkiar
HIPOLYKTY
3anyck HOBOT'O IPOLYKTY
BrnockoHaneHHs
BusBnenHs nepesar NpoayKTy
HIPOAYKTY

AHaii3 caifty sx YucineHHi METOINA

Momudikarist QyHKIIIH

IIponykr KOMYHIKaIiHOTO KaHany (abo . TECTYBaHHA 1 aHAII3
pony yH . y( JonaTkoBi ocayru Y N Y
(hopMyBaHHS TEXHITHOTO . BIIACTUBOCTEH MPOIYKTY
VYpasiiHHA
3aBIAHHSA)
ACOPTHMEHTOM
. . 3anydyeHHs 1 MMaHHS CucTeMH aHaJIITHKH Ta
CroxxuBag [11aGnoHM ITOBEMIHKH, KEUCH, ya YIP!
. . o CITOKMBAYiB CTaTUCTUKH
(minboBa MOBE/IIHKA ayAUTOPIl HA CaWTI, . . o
. . . 301IbIIICHHS JTOSIBHOCTI IncTpymenrapiii 13
aynuTopis) B IrpyIax CoIliaJIbHUX MeJlia . .
ICHYIOUMX CTHIO)KHUBaYiB 3aJIy4eHHs ayIuTOopii

* Jlxxepeno: copMOBaHO Ha OCHOBI [4]

CrpareriyHuM pe3yJibTaTOM MOXKe OyTH 1 3HAXO/KEHHS HOBUX KaHaJIiB MPOCYBAHHA 1
3aJlydeHHsl MOKYII[iB, HaBiTh SKIIO HasBHI AuBepcH(iKOBaHI yKepena 3amydeHHS Tpadiky
BJIAIITOBYIOTh. [IpoTe aHami3 KOHKYPEHTIB MOK€ BiJHaWTH BeO-pecypcu, e € Oarato
NPEJCTaBHUKIB IUIBOBOI ayAWTOpii, BOAHOYAC, HE 3 MEPEHACHYCHOIO MPOMOo3uIiclo. Takox
BIJI'YKU MOKYTILIB, iXHI 3aIUTH Ta 1HIIIATUBH 3aBXU OyIU IIIHHUM JKepesoM 1HdopMmallii, Ha
miacraBl AKOT MOXKHA:

a) CTBOpUTH o00Opa3 KiieHTa (abo ojep)kaTh BaroMmi JaHi JUIA T[POBEIACHHS
ncuxorpadivHoi (B 3aJIe)KHOCTI BiJ METH Ta MOTHBIB 3[IIHCHEHHS KYITiBJIi) CerMeHTaIlii);

0) 3’sicyBaTH nepeBaru i npobiaeMu y poOoTi 3 KIIEHTaMHU MEBHOTO KOHKYPEHTa YU y
CETMEHTI 3arajloM.

OO0’exTHBHMM € TOHM (akT, IO LIHHUMH TAKOX € ¥ icTopii HeBaay y Oi3Heci. Takum
YHMHOM JUISI TIPUKJIQAY IOIUIFHO BU3HAYHTH, SIKM KOHTEHT TOTAaHO CIpUHMAE ayauTopis i
BIJIYYUTH TaKUH THII 3 BIACHOTO KOHTEHT-IUIAHY.

3a aHaJIOT1€0 BAapTO 1 BUBYATH, 1110 CIPALIbOBYE Yy IUIOIIHMHI KOHTEHTY Y KOHKYPEHTIB,
BIIPOB/KYIOUH LIeH JOCBI, MPOTE aJanTyiouu HOro, a He Komitorouu. [Ipukiiaau BapiroroThes:
HOBI TeMH (HaBITh PO3AUIM) AJs OJOTYy, TUIM IOCTIB y COLIAJBHUX Mepexax, 17ei LI0J0
3ay4eHHs (KOHKYpPCH, irpH, BIKTOPUHH), O€3KOIITOBHI BeOIHAPH, €IEKTPOHHI KHUTH TOLIO YU
NonyJspHi B aHrioMoBHUX cermentax WhitePaper («0iimi KHHUTH», CBOTO pOJY aHATITHYHI
3aMMCKU YM OpOIIypH 3 LIHHUM KOHTEHTOM JJIs 3aJly4€HHs CII0KMBAYiB; 4YaCTO BUKOHYIOTh
¢yHKIirO Jin-MarHiTi) [5].

SIK HacniJJOK, KOHKYPEHTHHH aHaji3 TaKOXX JIOTIOMOXKE YITKILle OKPECIUTH IIHHICTh
BJIACHOTO TPOAYKTY JUISl LUJIbOBOI ayAMTOPIi, a TaKOXX TMOJIMIIUTH CIOCIO ii TOHECEHHS B
KOHTEKCTI BUPOOJICHHS BIacHOI e(heKTUBHOI MOieNi 00 BJIOCKOHAJICHHS ICHYIOYOI.

3arajoM, KOHKYPEHTHHMH aHalli3 aKTUBHOCTEH KOHKYPEHTIB y LU(POBOMY BUMIpi
JIOLTBHO POOUTH:

— IIPH 3aIyCKy HOBOTO TMPOJYKTY JJIsl MPABHIIHOTO MO3HUIIIOHYBAaHHS, B T.4. 1 3 TIO3UIIIT
CTpaTerii IIIHOyTBOPEHHS;

— MpU po3po0IIi KOHTEHT-CTPATErii Ta/Yu KOMYHIKaTUBHOI CTPATErii;

— IIPH CKJIaJIaHH] MJIaHIB 1 IPOTHO3YBaHHI MPOJIAXIB;
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— Juia 3anoOiraHHsl 3HIKEHHIO CEepeIHbOr0 4YeKa KymiBii (edekTuBHa opranizaiis
npomno3uiliii Up-sell 1 Cross-sell ToBapiB B €JeKTpOHHIN KOMEPITii);

— IIpH IEPBUHHOMY BHUBEJICHHI OuiaiiH Oi3HECYy B OHJIAMH;

— IIpH 3aIyCKy HOBOT'O Oi3HECy ab0 Hampsmy;

— JUISL 3arajJlbHOTO PO3YMIHHS CHTyallii HAa PUHKY 1 IIBUAKOTO pearyBaHHS Ha HOBI
TPEH/IH.

HaBiTh 1 Ha MakpopiBHi, SIK CTBEpIKYIOTb BITUM3HSHI HAYKOBIl, 3aCTOCYBaHHSA
U(PPOBUX TEXHOJIOTIH YMOKIUBUIO MPOBEICHHS MAPKETUHTOBUX JOCIII/DKEHb Ta 3IIHCHEHHS
BUOOPY MKHAPOJHHUX PUHKIB MPOAaXiB. BITUM3HAHI MiIIPUEMCTBA OTPUMYIOTH MOXKJIMBICTD
3MIMCHIOBATH OIIHIOBAHHS €KOHOMIYHOTO, MOJITHYHOTO, KYJITYPHOTO Oi3HEC-CepeIOBHUIIA Ha
KOKHOMY PUHKY, BU3HAUATH MOTEHITIIHI UTLOBI pUHKH, CHCTEMAaTUIHO JIOCIIIKYBATH TIOIIHT,
BUBYATH OOMEKEHHS Ta MEPENIKOIH, IHTEPIPETYBATH PE3Y/IbTaTH Ta BUZHAYATH TIEPCIICKTHBH
PO3BHUTKY MiXKHApPOIHOT Oi3Hec-aisutbHOCTI [3, 5, 7].

Buxons4un 3 KIIaCHYHUX MOCTYJIAaTiB KOHKYPEHTHOTO aHali3y, 3a3BU4ail, KOHKYPEHTIB
BUOKPEMIIIOIOTh B MEXax Hillli, CETMEHTY, Tajy3i 4d CYMDKHUX Taily3ei, OpI€HTYIOUHCh
BIJIITOBXYBATHCA BiJ ToBapy abo mocinyru. OQHaK y BipTyaJbHOMY CEPEIOBUINL 3 MO3MIIIT
OpeHIMHTY Ta BPaxXOBYIOYH OCOOJMBOCTI TOBEIIHKH CIIOXKHBAYiB y MEPEKi, MPUHAHITO
BHOKPEMJIIOBATH 1 CBOEPIIHUI THIT KOHKYPEHTIB — «KOHKYPEHTH 3a yBary». J{o mi€ei kareropii
OyAyTb BiTHOCUTHCS TaKi pUHKOBI Cy0’€KTH, AKi OyAyTh KOHKYPYBAaTH Ha NEBHUX TEMaTHUYHUX
pecypcax, MAaTUMYTh CXOXKUII KOHTEHT, IPOIIOHYBATUMYTh PIBHOLIIHHUI THTEPAKTHB I[1JIbOBIH
ayautopii B iH(OpMaIiifHii TUIONMHI, TPOTe B KOMEPIIHHIA — MOXYTh MaTH HPOIYKT 3
JKOJHAM YHMHOM HE IMOB’s3aHOI1 iHAyCTpii (IOCHTh YacTo Taka KOHKYpPEHINsSI MOKe OyTH Y
CETMEHTI TOBAPiB IHUPOKOTO BKUTKY Pi3HUX MPOIYKTOBUX KATEropii).

[IpoanamizyBaBIIM 3a3Hau€Hl BUIIE MiAXOAM HAYKOBIIB Ta MPAKTUKIB, TOPEYHO
3poOuTH 6a30BYy KiIacH}piKallilo KOHKYpEHTHOTO aHalli3y B Mepexi [aTepuer (puc. 1).

KonkypeHnTHuii anaii3 y mepexi [HrepHer

v v

( ) ( )
ExcnieprHuit Cepgicuuit
(HEaBTOMATH30BaAHMIA) (aBTOMaTH30BaHMIA)
(. J (. J
4 N 4 )
IIBUAKICTE 3aBaHTAXKEHHS Ta
Ctunb, U3aiiH, HaBirais NEPEexo/IiB
[Iportec xymiBIti/3aMOBICHHS Merta-Teru
KomyHikariiiHi eneMeHTH JuHaMmika 30BHIIIHIX
Acoprument, YTII MOCUJIaHb
KonTeHr Ta iH. OnTUMaIbHICT 300paKeHb

\ / \ HaniftHicTs MOMEHY TOIIIO /

Puc. 1. Buau KOHKYpPeHTHOr0 aHalizy B iu)poBOMY acleKTi*
* JIxepero: po3po0IeHO caMOCTiiHO, Omy0TiKoBaHO [ 6]

ExcrieptHuii aHani3 Jae 3MOry 30pIEHTYBAaTHCS B HasBHIM PUHKOBIM CHUTYyalii,
chopMyBaTH SIKICHY YHIKaJIbHY TOPrOBY HPOMO3MLII0 JUIS YITKIIIOrO MO3HMIIOHYBAaHHS B
Mepexi. 3a3Buyail, BiH B1AOyBaeTbcs 3a 3a3Jalerib MPOMUCAHUMHU aJIropuTMaMu Ta
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CBOEPIIHUMH YEK-JIMCTAMU — MEPETIKOM HEOOXITHHMX eNeMEHTIB/(QyHKIH, sfKi HE0oOXiTHO
MIePEBIPUTH B TiH uM iHIIIH KaTeropii. OCHOBHI KaTeropii eKCIepTHOr0 KOHKYPEHTHOTO aHaTi3y
[0JIaHO B Ta0uI. 2.

Tabmuus 2 — OcHoBHA iH(pOpMAaLis A eKCIEPTHOTO aHai3y KOHKYpPEHTiB*

Enement Cknanosi Omnc
Lina ToBapy um mocinyTy, | 3arajgpHa MiHOBa moiiTHKa | «ToBap-10KkOMOTHBY» HE OOOB’S3KOBO Mae
«TOBAP-IOKOMOTHUBY ¢bipmu MIPUHOCUTH OCHOBHY YacTKy IOXOIy, iHKOIHU
BiH MO OyTH NPHYMHOIO MOTPAIUIIHHA Ha
CaliT i MOAANBIINX MPOAXKIB
[MakeTn mocayr YcraHoBIeH1 BapianT | [lomymsapHuiA miAXid, OO0 MOEAHYE 3pY4YHICTH

KYHIBIi, 1HKOJIM HACTYITHHUHA
BKJIFOYA€ TOMEpeHil

BHOOpPY IUIA BiIBigyBada Ta CIIPOLICHHS
KJII€EHTCHKOT MIITPUMKH 1 ITPOIIECY 3aMOBIICHHSI.
HesBaxkatoun Ha Ha3BY, MiAXOJUTh TaKOXK JJIS

TOBApiB
Axuii  Ta crmerianpHi | 30KpeMa: IiHOBI 3araibHi, | MOXyTh MaTH MEBHI YMOBH, CTUMYJIIOIOUYH 10
MIPOTO3MLI| 4acoBi, HOBaYKaM 3MIMCHEHHS TEeBHUX KpPOKIB  (3allOBHEHHS
KOHTAKTHUX NaHUX Y BIATYKY) YM HAaBIaKH,
3alyCKaTUCS  MICHsA  MEBHOIO  CICHApIIo

(ciparfoBaHHS TPUTEPIB)
[TinxoauTh Ul YHAOYHEHHS NPH 3aMOBJICHHI

[uxn mpomaxy Yacto € ommcaHuM uH/Ta

JIOBIpY Ta 3HWKEHHSI PU3UKY

Bi3yasi30BaHUM MIPOEKTIB poOiT, a00 KOIH TpoIec KyIiBJIi Mae
cnenuivHi eTary IpoX0oHKSHHS
Cepgic TexHiuna MATpUMKa, | 3py4Hi Ta AOMOMIXHI IHTEPaKTHBHI €JIEMECHTH
3aMOBJICHHSI ~ 3BOPOTHOTO | HA CalTi JUIA 3BOPOTHOTO 3B’SI3KYy, 3pydHa
I3BIHKA, OH-JalH dYac 3 | HaBiraiis, MIPOCTHI Tporec KyTIiBIIi
OIIepaTopoM TOBapy/3aMOBIICHHS ITOCITYTH
[icnsnponaxuuit  cepaic
TexHiYHI JIUCTH Ta JIUCTH
TpaH3akiid, ¢opym, OJor,
FAQ
INomapyHku Bonycu (oxpemi uu B Mexax | @iHaHCOBa OOIPYHTOBAHICTh TAaKHX KpOKIB,
HaKOIMYYyBaJIbHOT CHCTEMH), | CIIBBIJHOLIEHHS 3 I[IHOBOIO TIOJIITUKOIO Ta
MIPOTPaMH JIOSUTEHOCTI MOTEHITIHOO KITBKICTIO KITIEHTIB
Honatkosi mpoxaxi | TemaTmuani npono3utii | [HKkonmm TOBapu-kKomIieMeHTH. [lomynspHui
(roBapu Up-sell i Cross- | (crmemianbhi nporno3uiiii) Ha | iHCTpyMeHT IHTepHer-mara3uHiB. Moxe OyTu
sell) OCHOBI obpaHoro | BimoOpaxkeHuit y (QyHKIIOHAN CalTy Yu
TOBapy/TOCIYTH, YA HABITh | BUKOPUCTOBYBAaTH KaHaJ €JICKTPOHHOI IOIITH,
TIpu X nmeperisia IHKOJIM peMapKEeTHHT
Beskomrosunit Kpok | B meBHi#t wmipi, ckmamoBa | [TounHaroun Bixg OE3KOIITOBHOI KOHCYJIBTAIil
HA3yCTpPid KITE€HTY VHIKaJIBHOT TOProBoi | 4i OE3KOUITOBHUMH 3aMipaMH Ta 3aBEPIIyIOUH
TPOTIO3HIIiT, 301IbIICHHS | OC3KOIITOBHOK JOCTABKOIO Ta IMOBHOI[IHHUM

HICISIPOAAXKHUM 00CITyTrOBYBaHHSIM

UL KJIiEHTa

He BapTo BukitouaTtt 1 cy0’€KTUBHI BIAUYTTA MpU poOOTI 13 caiiTaM KOHKYPEHTIB: Kl
(GyHKLIT M CTHIIICTUYHI PILICHHS CIPAaBWIIM BpaKeHHs, a sKi He crojgobanucs. [Ipu anamisi
pUHAWMHI 6-8 KOHKYpEHTIB, [HTepHET-MapKeTOJIOT HE JIWIIE OTPUMAE PUHKOBY iH(OpMaIIiio,
ajie 3MOXe ii BUKOPUCTATH Ul YCHIIIHOTO BiJMEXYBAaHHS BiJi KOHKYPEHTIB YHIKaJbHOIO
TOPTOBOIO MPOIO3UIII€0 BIACHOTO TOBAPY YH MOCITYTH.

Bapro 3a3HaunTH OcoONMBICTE Yek-nmuCTiB y cepemounri MS Excel — 3a cyrrio,
HAIOJIOBUHY aBTOMAaTHU30BaHi (Pe3yJbTaTH MOXKYTh BUBOJAUTHUCS 3a (popMyrnaMu) MpoTe AaHi
BHOCATBCS BPYYHY, OUIbIIE TOro, 4acTO B TaKUX JOKYMEHTaX BUKOPUCTOBYETHCS METOJ
0asbHOT OLIIHKH, 110 MIATBEPKYE EKCIIEPTHUHN XapaKTep JaHOTO IHCTPYMEHTY.
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B cBoto uepry, TexHiuHWMH BHJ LU(POBOTO KOHKYPEHTHOTO aHaji3y mnepeadadae
BUKOPHUCTAHHS HU3KH CEPBICIB (TUIATHUX Ta OE3KOINITOBHUX) MJIsI OIIHKH PI3HOTO CTYICHS
NIMOMHU Ta Pi3HUX cdep sIK 1 BIACHOTO Bed-pecypcy, Tak 1 BeO-pecypciB KOHKypeHTiB. [lo
OCHOBHHX CEpBICIB BiIHOCATBHCS:

— SEMrush (mani mono SEO — 3aranpHuii ayauT, aHami3 MO3MLIA 1 3BOPOTHUX
MOCHJIaHb, PEKOMEHAAIIIT 11010 30UTBIIEHHS OPraHiYHOTro TpadiKy; BUBYCHHS KIIFOYOBHX CIIiB
JUIS pEKJIaMH, aHaJli3 KOHTEKCTHOI PeKJIaMi KOHKYPEHTIB; MepesiK HalIoMy IspHIIINX MOCTIB
y COIIMEpekKax, KITbKICHI TTOKa3HUKU B3a€EMOJII1 ayIUTOPIi 13 3amucamMu; 3raaku OpeHmy, BUOip
KpaIoro KaHay JUis IPOCYBaHHs, BU3SHAYCHHS TPEHIOBUX TEM);

— Serps (BIICTEXY€E KIIIOUOBI CJIOBA 32 OCHOBHUMH IOIIYKOBUMHU CUCTEMaMH PI3HUMU
MOBaMH);

— ChangeDetect (BigcTexxye 3MiHM Ha OOpaHUX CTOPIHKAX Ta BiIIPaBJIsie MOBITOMIICHHS
Ha e-mail — onTuManbHU BapiaHT AJ1s MOCTIHHOTO ABTOMATHYHOTO MOHITOPUHTY BEO-CTOPIHOK
KOHKYPEHTIB);

— SerpStat (baradyHnkiioHanpHa miaTdopMma, 3ocepekeHa Ha aHanizi SEO-momituku
KOHKYPEHTIB — JUHaMika 3MiHM 30BHINIHIX TMOCWJIaHb 3 JeTalli3alli€el0 pecypciB 3a
HAIXO/DKEHHSMU Ta BTpaTaMH; aHaJi3 KIIFOYOBHX CIIIB Ta aHKOPIB ITOCHJIAHB );

— KeywordSpy (pecypc, 30cepemxenuii Ha AeTaabHUI aHali3 KOHTEKCTHO-OaHEepHOL
pEeKIIaMu KOHKYPEHTIB);

— SocialBakers (nmosuuit aynut SMM gisibHOCTI 00paHOro Bed-pecypcy 3a ycima
coliaIbHUMHU Mepexami) [5, 7].

Bapto 3ayBaxkutu, 10 Takoro pojJy KOHKYPEHTHHH aHami3 B JKOIHIM Mipi HE €
MPOMKCIIOBUM IIITUTYHCTBOM, BIJIITOBXYIOUHCH BiJl METOMIB Ta OCHOBHHX OCOOJIHMBOCTEU
MIPOMMCIIOBOIO IINUTYHCTBA [1].

OxpeMo BapTO PO3IISIHYTH METOJOJIOTII0 aHali3y MisTIBHOCTI KOHKYPEHTIB Yy
couianbHUX Mepexax. Jns Aeskux BuAiB Oi3HECY BaXIIMBICTh MEBHOI COIIAIbHOT MEpexi, a
TAaKOX KUIBKICHMX TIOKa3HHWKIB AaKTHBHOCTI B Hid, OynyTb pi3HUTHCA. TakuM dYHHOM,
ONTUMAJILHUM OyJie MO€JHAHHS €KCIIEPTHOTO METOJTy 13 CEpBICHUM: 13 BIAMOBIHOIO pecypcy
OepyTbcsl MOKAa3HUKM, a TOTIM BOHHM MIJCTAaBISAIOTHCS Yy (OpMyNy, IO BpaxoByBaTHMeE
eKCIEepTHO-BU3HAYEHY Bary KO’KHOTO MOKa3HHKA.

Haoctanok BapTO HarojaocuTd Ha HEOOXITHOCTI PEryJpHOTO CEPBICHOTO aHANI3y 1
BJIAcCHOTO caiTy. OKpiM MiJKa30K Ta peKOMEHAIlii, 0 BHIAIOTHCA OUTBIIICTIO 3a3HAYEHUX
maTdopM, TAKOTO POy MPOIIEAypa CIY>KUTH 1 3aII001KHUM 3aX0JI0M IMPOTH HETOOPOCOBICHUX
Jili KOHKYPEHTIB B KOHTEKCTI Tak 3BaHOTO «HeratuBHoro SEO» [7].

IIpu SEO-atakax «arpecop» CTBOPIOE Taki YMOBM, 3a SIKMX IIOLIYKOBI CHCTEMHU
MOYMHAIOTh AaKTMBHO 3aCTOCOBYBATH CaHKLIi 10 pecypcy-xkepTBu. [IpuuoMy BiacHUKH
L[1JIbOBOT'O PECYPCY IOCUTh YAaCTO MOKYTh HaBITh HE M1JJO3PIOBATH MPO TAKOTO POAY Jii.

S0 roBopuTH mpo noteHuiiHi npuuyuHu SEO-aTak KOHKYpPEHTIB, TO 3a3BUYail TAKUM
3aiiMaroThCs IPIOHI1 1 Cepe/IHI PECypCH, SIKi 32 PaXyHOK AUCKPEAUTAIIT OUTHII YCIIIITHUX CalTIB
npocyBaroTh cBOi. OJHAK TPamuISIOTHCS BUNAAKH, KOJIM 3a00pPOHEHI METOIU TaKOTO POAY
BUKOPHUCTOBYIOTH 1 JIIZIEPU PUHKY 3 METOIO 3a1100IraHHs BUTICHEHHS 1X 3 IEPEJOBUX MO3UIIIN y
pPEUTHHTaX MOIIYKOBUX CUCTEM.

BucHoBKM 3 1aHOT0 A0CJTiIZKEHHS i NePCNeKTUBHU NOAAJBIINX PO3PO0OK 32 JAHUM
HanpsiMoM. CTpiMKe TOCHJIEHHS KOHKYpEHLIi B IHTepHEeT-pocTopi, TMHAMIYHUI PO3BUTOK
IT-TrexHoOMOT1#, BUMOTJIMBICTh CIIOXWBAYIB MIOAO SIKOCTI MPOAYKIIII Ta MIBUIKOCTI TOCTaBKH
CIPUSIIOTH BUPOOJIEHHIO HOBUX CIIOCOOIB MOHITOPUHTY Ta BUBUEHHS TNI00AEHOTO MHUPPOBOTO
CepeloBHINa KOMITaHIM-KOHKYpeHTIB. Tak, 3acToCyBaHHSI 1HCTPYMEHTIB KOHKYPEHTHOI'O
aHaizy B LM(POBOMY MApKETHHTY A€ MOXIJIMBICTh 3JIIHCHIOBATH OLIHKY €KOHOMIYHOTO,
MOJIITUYHOTO, KYJIbTYPHOTO Oi3HEc-Ccepe/loBHILA HAa KOXKHOMY PUHKY, €EKTHUBHO BU3HAUYaTH
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MOTEHIIIHI UTFOBI PUHKH, CUCTEMATHYHO JOCITIDKYBATH MOMUT, BU3HAYATH OOMEKEHHS Ta
NEPEIIKOIH, MBUAKO Ta SKICHO 1HTEPIPETYBATH PE3YJIbTATH Ta OKPECIIOBATH MEPCICKTHBH
PO3BUTKY Oi3HEC-TisSUTHHOCTI KOMIaHi1.

3a pe3ynbTaTaMu JOCIIKCHHSI BA3HAYCHO, 1110 ICHY€E HU3Ka PUHKOBHUX Ta BUPOOHUYHX
YMOB, 32 SIKUX MIANPHUEMCTBY HEOOXiTHO 3AICHUTH TEBHUNH KOHKYPEHTHHUH aHami3 (s
NPUKJIIATy, 3aITyCK TOBAPY-HOBUHKH Y1 pO3pOOKa KOHTEHT-cTparerii). [Ipore 3a3HadeHi yMoBH
HE BHCTYNAIOTh OOMEXYIOUMMH paMKaMH, a HAaTOMICTb, B CTaTTi HAroJOUIYeTbCS Ha
HEOOX1THOCTI TOCTIHHOTO MOHITOPUHTY TEBHUX aCHEKTIB MISUIBHOCTI KOHKYPEHTIB Y MEpexi
[aTepHer.

Buokpemiieni B cTaTTi BUIM KOHKYPEHTHOTO aHali3y B IU(POBOMY CEPEIOBHIII
(ekcriepTHUI Ta CepBICHUI) NMOBMHHI 31MCHIOBATUCS IHTErpajibHO, MPOTE BIAMOBITHO IO
cutyarii. OKpeclieHI TPUKIAaId KOXXHOTO 3 aHami3iB IOKJIWKaHI CTBOPUTH 0a3oBe
iHpopManiiine 3a0e3nedeHHss OeHIMapKiHTy B [HTepHETI.

[lepcieKTHBHUMH ~ HampsMKaMH — TOJAIBIIMX  JIOCHIIPKEHb €  BJIOCKOHAJICHHS
METOOJIOTIi €KCIIEPTHOTO Ta CEPBICHOTO KOHKYPEHTHOT'O aHaJli3y B Mepexi [HTepHeT, B TOMy
YKCIi, BIAMOBIAHO JO THUILY TOBapy/MOCIYTH, PO3MipiB (MapKETUHIOBOTO OMOIKETY)
HiANPHEMCTBA IHIIMX YMHHHUKIB. TakoX MOTEHIIMHWN HAayKOBHH Ta MpPAaKTUYHHUN iHTEpec
CTaHOBUTHME TOOYZ0Ba Ha Iid OCHOBI aBTOMAaTH30BAHOI CHCTEMH aJamnTallil cTpaTeriyHux
pillIeHb Ta TAKTHYHUX 3aBJaHb JI0 CEPEIOBUINA AiSITHHOCTI IMiITPUEMCTBA.
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Competitive Analysis of the Information Business Environment in Digital Marketing.

The aim of the article. The purpose of the following research is the identification of basic
aspects of competitive analysis within the informational business space as well as its practical
application as a component of enterprises’ digital marketing system. Therefore, the following tasks of
the paper were formed: to highlight the strategic preconditions for doing business in a digital
environment; to study the main components of competitive analysis in digital marketing; to determine
the preconditions for the competitive analysis of competitors' activities in digital dimension; to offer the
basic classification of competitive analysis in the Internet; to analyze the main categories of expert
competitive analysis as well as to outline a set of corresponding services for automated competitive
analysis.

The results of the analyses. Scientific novelty of the research is contained in the revealing of
the main aspects of the informational support of competitive analysis and in the exploration of its main
components in the digital business environment. Attention shall be also paid on the preconditions for
conducting competitive analysis of competitors' activities in digital dimension as well as on the basic
classification of competitive analysis in the Internet, which stipulates the selection of expert (non-
automated) and service (automated) type of analysis.

In its turn, practical significance of the paper might be observed in the proposed assessing of
the strategic preconditions for doing business on the Internet with the help of developed matrix
according to the relevant universal categories. In addition, the main categories of expert competitive
analysis are singled out and disclosed; also, the examples of helpful services for automated competitive
analysis on the Internet are given.
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Thus, the rapid growth of competition in the Internet space, the dynamic development of IT
technologies, consumer demand for product quality and delivery speed contribute to the development
of new ways to monitoring and exploring the global digital environment of competitor companies.
Therefore, the usage of competitive analysis tools in digital marketing provides an opportunity to
evaluate the economic, political, and cultural business environment in each market, effectively identify
potential target markets, systematically investigate demand, identify constraints and barriers, interpret
results quickly and qualitatively, and outline the prospects for business development activities of the
company.

According to the results of the study, it is determined that there are a number of market and
production conditions in which the company needs to perform a certain competitive analysis (for
example, launching a product-novelty or developing a content strategy). However, these conditions do
not appear to be restrictive, but instead, the article emphasizes the necessity for continuous monitoring
of certain aspects of competitors' activities on the Internet.

Proposed in the article types of competitive analysis in the digital environment (expert and
service) should be implemented in an integrated way, however, according to the situation. The
exemplified examples of each of the analyzes are designed to create the basic informational support of
benchmarking in the Internet.

Conclusions and perspectives for further research. As perspective direction of further
researches suppose to be an improvement of methodology of expert and service competitive analysis on
the Internet, according to the type of goods / services, sizes (marketing budget) of the enterprise and
other factors. Also, potential scientific and practical interest would be found in building on this basis
the automated system of strategic decisions and tactical tasks adaptation to the competitive environment
of the enterprise.

Keywords: competitive analysis, competitive intelligence, benchmarking, digital marketing,
internet marketing.
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DIGITAL MARKETING IN HOTELS

The article analyzes scientific sources, which found digital marketing the most relevant for
businesses in any industry nowadays and is used by different types of markets. It was identified that it
benefits due to a variety of tools and an interactive format that allows the end user to receive up-to-date
resource information, comment, and stakeholder engagement, which has a positive impact on the
stakeholder circle. The basic tools of digital marketing are presented, the scheme of graduation of
digital marketing using by type and breadth of possibilities is developed. It has been found that digital
marketing activities and tools cannot be effectively used in hotel business without further service,
especially in the hotel business.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Marketing is the basis for the development of any enterprise.
Every year, marketing technologies are changing along with production technologies and
current global trends. The globalization of the world economy and the informatization of
communications and logistics are catalysts for the rapid aging of technologies and products. In
such circumstances, the functioning of enterprises and business entities can not be slow, these
factors are pushing for intensive development, restructuring, active use of the latest
technologies. The development of marketing is rapid, the main areas are customer
personalization, use of Internet marketing channels, the focus of advertising on selected groups
of users, digital technologies in marketing. Digital awareness is an important feature for the
modern man, but in the hotel business of Ukraine, the use of digital marketing technologies is
quite low.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The development of digital technologies in Ukraine
was investigated in the works of Oklander M.A., Romanenko O.O. [1], Yatsyuka D.V. [2],
Lyulchak Z.S., Matviyev M.Y. [3], Danko T.P., Skorobogatyh I.1., Gerasimyak N.V., Datsenko
V.V. and other scientists. The role of digital marketing in the activity of modern enterprise is
considered in the works of Ruban V.V. [4], Marchuk O.O. [5], Savitskaya N.L. Features of use
of digital marketing and technologies at the enterprises of the hotel business were covered in
the works of Zubareva M.A. [6], Oklander T.O., Ossetian O.M., Khidirova S. [7], Khimich I.G.,
Humeniuk N.V., Palamarchuk A.O., Kononenko T.P., Timofeeva O.M., Usinoy A.l. and many
others.

Selection of previously unresolved parts of the general problem addressed by the article.
The diversity of researchers’ views and the vast number of scientific and practical advances in
digital marketing theory and practice underline not only the relevance of this topic in today's
economy, but also the many tools, methods and activities inherent in this particular area of
marketing. A separate debate is the identification of digital and internet marketing. Aspects of
the functioning of digital marketing and digital technologies in the hotel sphere are not
sufficiently considered, which, in turn, intensifies the need of an in-depth study of the features
of its use.

Formulation of the purpose of the article (statement of the problem). The purpose
of the article is to identify the main characteristics, methods and tools of digital marketing, as
well as to identify the main areas of use of digital marketing and technology in the hotel
business.

Statement of the main material of the research with full justification of the
scientific results obtained. The term "digital marketing" is quite broad and implies the use of
all possible forms of digital channels to promote a product or service. To clarify the meaning
of the term and to classify digital marketing forms and tools, scientists have worked out the
theories and found the concepts listed in Table 1.

Table 1 — Interpreting Digital Marketing

The authors Definition
Oklander M.A., A type of marketing activity that, through digital channels, by digital
Romanenko O.0. [1] methods, enables targeted targeting to engage with target market
segments in virtual and real environments.
Danko T.P., Digital marketing is a marketing that engages with customers and
Skorobogadyh 1.I. [8] business partners using digital information and communications

technologies and electronic devices, in a broader sense it is marketing
activities using digital information and communication technologies.
Marchuk O.0. [5] Digital marketing is a general term for the marketing of goods and
Zubareva M.A. [6] services that uses digital channels to attract and retain customers and
includes internet marketing.

Thus, it should be noted that digital marketing is an advanced concept of Internet
marketing and allows not only to use online technologies, but also to interact with offline
customers, personalize their needs.

They use this type of marketing in both individual and industrial markets. The variety
of tools and the interactive form allow the end user not only to get up-to-date information about
the necessary resource, but also to leave feedback, to widen the circle of interested persons.
Getting information is almost instantaneous, which has a positive impact on the consumer and
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stakeholder community. According to ZS It is in this context that the popularity of the use of
progressive interactive tools in marketing activities, which can carry out both effective
positioning of the company, brand and generate customer loyalty on the basis of digital
technologies, is increasing [9]. The most promising in the use of digital marketing in the hotel
business are social networks that offer vacations and temporary accommodation for different
price categories. These factors have, over the past years, led to the active development of Social
Media Marketing (SMM), ie marketing that is responsible for working with social resources,
creating content, securing user engagement, reviews that are targeted by other potential
consumers and other diverse marketing tools.

The main tools of digital marketing are the following:

— Mobile marketing — one of the most relevant areas of modern marketing, which
provides the possibility of a two-way channel of communication with the end consumer,
accessibility, personalization;

— E-mail marketing — on this basis the majority of sales funnels in Ukraine is built, but
the functions of spam filtering and setting up modern mail services do not allow to use this type
of marketing quite effectively;

— Online commerce is a very advanced way of selling goods and services, attracting
attention to production, but there are some groups of consumers who want to receive
information at a convenient time, and buy only after direct contact. To the same direction
include the active development of marketplaces — trading venues — online; use of social
networks; Ad sites;

— Influencer Marketing - presenting information to celebrities who have influence or
authority in a specific target audience. Advantages of this method can be considered wider
coverage of the target audience, additional attention to the brand, gaining some trust in the
product;

— Chatbots — a kind of virtual assistants that increase convenience for consumers,
automatically generate message sending, can be used around the clock both in communication
functions with consumers and in attracting new target audiences;

— SEO (Search Engine Optimization) — search engine optimization, that is, bringing the
information resource (site, etc.) to the ideal state in the technical and informational parts, which,
in turn, allows to increase the parameters of information output when the search engines work;

—PPC (Pay Per Click) — An online contextual ad associated with a specific search query
(keyword). Allows you to increase your target audience and increase consumer awareness of
products and services.

— Event Marketing is a separate synthetic marketing communications tool, which is a
multi-component complex that includes a huge list of marketing and advertising activities.
Event marketing stimulates the interest of the target group through special events aimed at
attracting a large number of participants not only as prospective consumers, but also as partners,
representatives of information channels.

The digital marketing application has several levels in terms of usage type and breadth
of opportunities (Fig. 1).

The development of digital marketing, both in general and in the field of hotel business,
depends directly on such factors as: customer loyalty in pricing; convenience (interaction time
24/7); mobility (modern devices allow you to receive information and pay for a product or
service anywhere); brand trust (a pre-requisite for regular use items purchased through online
ordering). Modern changes in the globalized environment are creating new demands on
marketing in general and its components, including marketing research, marketing in the
Internet environment and marketing communications. Thus, digital marketing is nowadays
widely used as a tool for influencing consumers [10].
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Entry Level: Online Presence, Mailbox, Social Media Page

Enhanced level: advanced features of Internet technology
capabilities (online ordering, interaction between
manufacturer of goods and services and end consumer)

High level of marketing automation: use of modern digital
technologies, which for the most part provide marketing
activities on the Internet

Figure 1. Levels of use of digital marketing

Consideration should also be given to addressing the main trends in information
technology that support the promotion of digital marketing. Yes, it is impossible to effectively
use digital marketing activities and tools in modern life without further service, especially in
the hotel business. An example would be the situation where the hotel has a page, has an email
address, has modern accounting systems and advertising activities on the Internet, but it is not
possible to make online orders at a convenient time. That is, every step in the development of
digital marketing must be supported by the development of related advanced technology
technologies.

The hospitality industry is currently one of the most promising in terms of efficiency
gains through the use of a variety of information technology systems, relying on a large number
of digital marketing tools. The fact that tourism is one of the top five (and according to some
according to some three) industries with the highest share of sales of goods and services via the
Internet speaks about the increase in the use of information technologies [11].

Thus, according to the State Statistics Committee of Ukraine [12], in 2018 there is an
increase in the number of collective placement facilities, which confirms the calculation of the
growth rate: in 2017-2018 the growth rate was 114.67%. It also draws attention to the increase
in the number of persons in collective accommodation facilities (CPD). In 2016, their number
was 6,544.8 thousand people; increased by 116.4 thousand in 2017, or 1.78%; in 2018, the
number of such persons increased by 345 thousand or 5.18% (Fig. 2).
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Fig. 2. Dynamics of the number of collective accommodation facilities and the number of
persons in them [12]
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A driving factor for the further development of such businesses is that the hospitality
industry is faced with a number of tasks, one of which is the desire to attract as many clients as
possible, ie to maximize the sale of services, and make it a regular customer. It is impossible to
achieve this goal without modern innovative solutions, which requires hotels to develop
significantly not only in the technologies used, but also in the perception of a new format of
service provision. The multitasking of modern business requires the implementation of e-
governance systems that will help to increase the cost-effectiveness of work and improve the
quality of services, namely: fast and continuous control over the work, a comprehensive
analysis of the hotel and its individual components, accessibility and speed of customer service,
etc.

The main channels for obtaining and disseminating information that are currently used
in digital marketing, including amongst the temporary accommodation companies, are [13]:

1. The Internet and the devices that give it access.

2. Local area networks.

3. Mobile devices.

4. Digital television.

5. Interactive screens, POS-terminals.

6. Touchscreens, readers, and more.

7. Digital gadgets.

Research on modern information technology used in the hospitality industry has
identified several major areas in which these technologies can be classified:

— global distribution systems - reservation and reservation systems;

— complex automated enterprise management systems;

— Use of the Internet and mobile communications.

Booking and reservation systems should provide hotels and their individual elements
with quick processing and transfer of information, and provide customers with complete and
accurate information regarding hotel location, availability, availability of services, etc. Global
Distribution System (GDS) play a paramount role in the automation of these processes. In this
regard, the process of GDS implementation in the activity of tourist enterprises of Ukraine is
an important task of the state at the present stage of development [14]. Amadeus Hotel and
Fidelio are the most commonly used reservation systems in Ukraine. These systems provide
complete information on hotel room availability, availability of rooms of different types and
their price level in different hotels and guarantee the up-to-date information provided at the
time of request and satisfaction of the entire range of customer orders. In addition, using the
specified system, it is possible to make a reservation of the selected number at flight rates and
to receive an automatic confirmation of the reservation, which reduces the time of customer
service and reduces the cost of services. Immediate confirmation and stabilization of request
processing helps to increase the interest of clients in using the services of such hotels. But the
installation of global distribution systems in small and medium-sized hotels is hampered by the
lack of financial resources to install such software, the low level of staff training to work with
such systems, the lack of uniform standards for the use of reservation and reservation systems.

Integrated Automated Hotel Management Systems (ACS) are a set of subsystems that
ensure the effectiveness of interaction between all counterparties - customers, travel agencies,
etc. The ACS is a rather expensive system, but its implementation is necessary if the hotel wants
to be successful in the conditions of use of modern technologies and lively competitive struggle.
In addition to gaining competitive advantage, it should be noted that the use of ACS will
improve the productivity and the most efficient use of all available hotel resources by changing
the methodological, technological and informational parts of the hotel management processes,
which will lead to an improvement in the quality of services provided. But it should also be
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noted that not all hotels meet the basic requirements necessary to implement such systems. First
and foremost, executives need to be aware of the need to improve employee skills today to
make greater use of computer technology in the future. This will lead to an increase in the
quality of customer service, will allow managers to quickly and more accurately structure the
tour, provide a diversified range of tourist services, improve the level of marketing planning
development, and increase the competitiveness of services in the market today [15].

The use of internet marketing in the hotel business is important enough to promote hotel
services in order to promote them in the market. This gives you more opportunities to advertise
hotel services outside your home country without increasing your advertising costs, even
reducing them. The use of Internet resources allows you to provide the same amount of
information at any geographical point, regardless of the number of visitors to this Internet
resource. In addition, information on the Website may be made larger, updated in a timely
manner, contain photos and videos, and provide an easy and accessible way to contact and book
rooms. However, it should be borne in mind that the creation of a website is not sufficient to
produce significant effect, as it will also require further promotion, which will require the
organization of targeted campaigns that use aggressive marketing push technology. Not only
the Internet but also mobile communication systems can be used to send messages to e-mail
and mobile numbers of consumers. The base of addresses and telephone numbers is formed by
processing information about past customer references, regardless of the fact that they have
used the services or just read them.

The implementation of these measures will improve the reputation, image of the hotel,
which in turn will increase the number of customers, make the time spent by customers in the
hotel more comfortable and enjoyable, will allow you to work more efficiently, increase their
income and level of customer service [16-18]. Moreover, the use of such technologies is
currently not so much a factor of competitive advantage as a necessary tool for survival in
today's competitive environment.

Conclusions from this research and prospects for further developments in this
area. The introduction of modern information technology in the hotel business is a must in the
development of the hotel business, as the promptness in processing and providing information
that will ensure a high speed of reservation and reservation of seats, the relevance of advertising
information, can become a decisive factor in competition. There is a need for continuous
improvement of customer service in all its components, which proves the urgent need for the
introduction of information technologies. With these technologies, hotels will be able to provide
a high level of service, expand the range of services provided, improve the management system,
and provide security guarantees for hotels. The use of e-governance systems in hotel complexes
will increase the competitiveness of these institutions and increase the level of revenue, and the
use of digital marketing tools will expand the customer base. Further development in this
direction is promising in Ukraine, as the number of information systems in the hotel market is
gradually increasing, and their effectiveness is increased due to the fact that new programs are
not adapted analogues of foreign programs, but are developed directly in Ukraine, taking into
account local conditions and specifics. Trends in the development of domestic software indicate
the possibility of increasing the quality of hotel services to an international level.
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€ Haubdinbw axmyaibHum 07 RIONPUEMCE 0Y0b-aK0i 2any3i i 8UKOPUCMOBYEMbCA PISHUX MUNAX
punkie. Busenieno, wo 1020 nepeeazoi € pisHOMAHIMHI IHCMPYMEHmMU | IHMEePaKmusHa @opma, wo
003607151€ KIHYEBOMY KOPUCHYBAYEE] OMPUMYBAMU AKMYATbHY IHopMayiio npo pecypc, 3amuuiamu
KOMeHmapi ma po3uwupiosamu KoIO 3aYiKAGIEHUX CMOPIH, WO NO3UMUGHO 6HAUBAE HA KOJO
cmetikxondepie. Hagsedeni ocHo6Hi incmpymenmu yu@poso2o MapkemuHey, po3podieHa cxema epaoayii
BUKOPUCTNANHA YUPPOBO2O MAPKEMUHZY 3a MUNOM 1 WUPOmMoio Modciusocmel. Bemanosneno, wo
HEeMOJICIUBD eDEeKMUBHO GUKOPUCIOBYEAMU YUPPOGI MAPKemuHeogi 3axo0u I IHCMpYMeHmU 8
OIAIbHOCIE NIONPUEMCTNG 20MENbHO20 Di3Hecy 6e3 nodanbuio2o 00Cay208y8anHs, 0codIUeo 6 cepi
20menbHo20 0i3Hec).

KitouoBi cnoBa: 1mudpoBuil MapKeTWHT;, IHTEPHET-MApKETHHT;, IHCTPYMEHTH IU(PPOBOTO
MapKeTHHTY; TOTEIbHAN 0i3HeC; U(POBI TEXHOJOTI].
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Maxkcumenko AnHa OuiekcaHapiBHA

KAHO. COY. HAYK, HayK. cniepooimuux JV «Incmumym pe2ionanvhux
Odocnioacens im. M1 Jloniwnvoeo HAH Yxpainuy

(VIvsiis, Yrpaina)

Kyponacs Ipuna CrenaniBua

npoekmuull MeHeoxcep, A2enyis Micyeo20 eKOHOMIUHO20 po36umKy SAsopiewunu
(VIvsiis, Yrpaina)

KOMYHIKAIIIHHAM PECYPC OB’€JTHAHUX TEPUTOPIAJIbHUX T'POMA I
(HA ITPUKJIAAI AHAJII3Y FACEBOOK-CTOPIHOK CIJIBCBKHUX OTI'
KAPIHHATCBKOI'O PEI'TOHY)

Cmamms npucesdena auanizy coyiaibHux meodia ma ix poni y ocummi 00'€OHaHux
mepumopianeHux epomad. Ilpedcmagneno pezynromamu KOHMEHM-AHANIZY — elucOYK-CMOPIHOK
CilbCbKUX ma  cemuwHux o00'conanux mepumopianvuux epomao Kapnamcwvroeo  peciony.
IIpoananizogano cnocobu peccmpayii epomaou y eliicOyKy, memamuiry Cnpamo8aHicms KOWMeHmy ix
cmopinok. Budineno, 3a xapakmepom nogi0OMIeHb, HACMYNHI 2PpYynu KOHMeHmy: iH@opmayis npo
Ky1bmypHi nodii, npusimanus, iHhopmayia npo ycnixu epomaou, OisIbHICMb anapamy YAPAGIiHHA,
iHghopmayis npo KoHKypcu/epanmu, penocmu, 36ePpHEHHA MEUWIKAHYIB, O020JNO0UWEeHH NOOYMO8020
xapaxmepy. O0rpynmosano OoyinvHicms cmeopents cmopinku (Page) ons npesenmayii epomadu y
coyianvuit mepedci eticoyk. Hazonoweno na neobXioHocmi po3spoOKu KOMYHIKayitinoi cmpamezii
2pomaou, y Mexcax sikoi CoyianbHa mepexica € 0OHUM 3 IHCmpyMeHmis il peanizayii.

KmrouoBi cnoBa: comianbHi Mepexi, DeiicOyk, o00’€mHaHi TepUTOpiaNbHI TpoMaj,
Kapnatcbkuii perioH, Cijibcbka MiCII€BICTb.

DOI: 10.15276/mdt.3.3.2019.5

ITocTtanoBka mpoOjaeMH B 3arajJbHOMY BHIVIAAI Ta il 3B'SI30K 3 BaKJIUBHMH
HAYKOBMMM a00 NMPaKTHYHMMH 3aBAaHHAMH. ChOro/iHI pa3oM 13 MOMIMPEHHSIM MEpexi
IntepHer BiAOyBaeThCS MOLIMPEHHS OHJIAWHOBHUX TEXHOJOTIH, SKI CTBOPIOIOTH JOJATKOBI
MO>KJIMBOCTI U1 JTFOAUHU, GOPMYIOTh BIpTyallbHY peasibHICTh. [HTeHCH(iKallisl BAKOPUCTAHHS
r7100anbHOT Mepexi CHpHUsi€ YpI3HOMAHITHEHHIO 1HTEpHET-NPAKTHK, 30KpeMa CIUIKYBaHHS,
JO3BLUIA, HAJaHHS IIOCHYr, KYyIiBIl Ta mnpoaaxy Ttomo. CHUIKYBaHHS Yy Mepexi
peai3oBYIOThCS Yepe3 BUKOPUCTAHHS ENEKTPOHHMX CKPUHBOK, MECEH/KEPIB, COIaIbHUX
Mepex. BiacHe corfiaibHI MEepexi CTaloTh BIpTyaJlbHUM MalJAaHUYMKOM JJIsi PO3IMOBIJEH Mpo
CBOI LIIOJICHHI CIIPaBH, MOJi1, IHTEpeCH; B3a€MO/IIT Ta CIIJIKYBaHHSA 3 IPYy3SMHU, pPOAUYAMU; IS
MOIIYKY HOBUX 3HaloMux Tomo. CTpiMKEe BHUKOPUCTaHHS COLIAJIbHMX Melia Ta Mepex
CYIIPOBOJIKYEThCS TIOSIBOIO PI3HUX IMporpam, a came: Twitter, Facebook, LinkedIn, Pinterest,
Google+, Instagram Tta iH. OaHi€l0 3 0COONMBUX XapaKTEPUCTHK, IO MPUTAMAaHHE UM
IHCTpyMEHTaM COLIaJIbHUX MeJia € Te, 1[0 BOHM MOXYTb BHUKOPHUCTOBYBaTHCS HE TUIBKU
IHAMBIyaJbHUMH KOPHCTYBayaMH, aje ¥ HaBUYAIBHUMH 3aKJaJaMH, IiAMPHEMCTBAMH,
OpraizauisMu, ypsJI0BUMHU CTPYKTypaMH, Mepeycim, K KOMYyHiKaliiHa miatdopma.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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OnHak BUKOPUCTAHHS COLIAJBHUX MeAia s muield Oi3Hecy, Ta IyOJiYHUMH
cy0'ekTamMM Mae CBOi OCOONMBOCTI. BUKOPUCTOBYIOUH COIliabHI Meadia s el Oi3Hecy
MOXHa 30UTBIIMUTH 0O013HAHICTh Tpo OpeHn, iHGOpPMYBaTH MPO HBOTO, MO3UIIOHYBATH,
dbopMyBaTH peIyTaiil, 3aly4aTd KIIE€HTIB Ta ayAuTOpi0, 3a0e3nmedyBaTH KIIEHTCHKY
MIATPUMKY, MOHITOPUTH KOHKYPEHTIB Ta aHAII3yBaTH PUHOK, OyTH B KypcCl HOBHH Y CBOiH
raimysi, pexiaaMmyBaTH Ta npogaBatu. CBOEIO 4eproro, myOaiuHi IHCTUTYII BUKOPUCTOBYIOTH
coIfiaiibHI Meia A1 KOMyHIKaIlii, 3aTy9eHOCTI Ta 00CIyrOBYBaHHSI.

M. Kapakiza 3ayBakye, IO HOBI TEXHOJIOTii Ta COMialbHI Meldia 3MIHIOIOTh
KOMYHIKaIlit0 MK Jep>KaBOO Ta IPOMaJTHaMH, OCKUIBKH CIIPUSAIOTH TpaHChOpMaIlii CHCTeMH
yIpaBIIiHHS y HOBUU Ta BIAKPUTUH (opMar, IO XapaKTEpU3YeThCs: 1) aKTUBHOIO y4acTiO
TPOMAJISIH y TPOMAJICBKUX IMUTAHHSIX, 2) TICHOIO CHIBIIpaIelo Mixk c(heporo IepKaBHUX TOCIYT,
ypsiioM 1 TpomajsiHamu, 3) mpo3opicTio yrnpaeniHcbkux mporeciB [10]. lono rpoman, sik
nyOsigyHUX CyO'€KTiB yIpaBIliHHS Ha MIiCLIEBOMY PiBHi, TO BOHH MOXXYTh BUKOPHUCTOBYBATH
colianbpHI Me/ia K KOpIopaTUBHUM 3aci0 MacoBO1 KOMYyHIKallii.

I1. Jlamemnens 3a3HayaB, 10 BUKOPHCTAHHS COLIAJBHUX MEZia Ta MEPEX € BAXIINBUM
IHCTPYMEHTOM DPO3BHUTKY TPOMAJX 3 TOYKH 30pYy NOOYIOBH B3a€MO3B'S3KIB, MOJIMIICHHS
KOMYHIiKaIlii, 0OMiHy iH(hOpMaIli€l0 B PeKUMI PEaIbHOTO Yacy, a TAaK0X JOCTYIY A0 HIUPOKOT
aynutopii. 3okpema, y mepion iHdopmaru3aiii, HasBHICTb PI3HUX TOYOK 30py CIpHSE
BUPOOJICHHIO OUIBII TBOPYOrO pillleHHS MpoOJeMU Ta OTPUMaHHS OUIBII 3HAYYIIOTO
pesynbrary. Came TOMy pi3HOMaHITHI COIIaJIbHI MeJlia Ta MEPEeXi CIIPHUSIOTH BIPOBAHKCHHIO
MPUHIIMIIB SKICHOTO YIpaBliHHS. ['poMaasHu MOXYTh MOMYISAPU3YyBaTH isSUIBHICTH Ta
YPI3HOMAaHITHIOBATH CBOIO y4acTh Y JKUTTI CHUIBHOTH 4epe3 PO3MOBCIOJUKEHHS Ta ITUPOKUI
JIOCTYII JI0 coliabHuX Mejia. CBOEIO Yeprolo Ti, XTO 3alliKaBlIeH]1 Y PO3BUTKY I'POMaJIi, MatOTh
JOCTYT 10 OLnbmIoi KiTbKOCTI iH(popMarii, HiX 1e Oyio panime. ComiaabHi MEpexi MOXKYTh
MiJBUIIMTU JiIEPCHKUN TMOTEHIIaN 4WICHIB TPOMaJH, aKTUBICTIB, TPyH Y MeXaxX CHUIBHOTH
yepes B3a€EMOJIII0 Ta po3Moais 000B's3kiB. Takox nommpeHHs iHGopMarlii y coliaibHUX Meia
CHpUsi€ BEACHHIO JIIAJIOTY 1010 MOTEHIIMHNX CTPATEriYHUX MOKIUBOCTEH PO3BUTKY TPOMAJIH.
OkpiM TOro, BUKOPHCTAHHS COLIQJIbHUX MEPEX aJpecoBYETbCS N0 (yHAAMEHTATIBHUX
npUHLMIIB «good governance» Ta JEMOKpaTii Yepe3 MOXJIUBICTh YyYacTi, HPOMOIIii,
MiBUIICHHS e(QEKTUBHOCTI TMPOIECIB, MIA3BITHOCTI Ta MPO30pOoCTi, 3abe3meueHHs
CIpaBeUIMBOCTI Ta piBHOCTI [9].

AHai3 OCTaHHIX AOCHIIKeHb i myOaikamiid, B AKNUX NOKJaAeHUH MOYATOK
BHUPIillIeHHIO JaHOI MPo0JieMH i Ha AAKi CIMPAETHCHA aABTOP. 3 BUIIECKA3aHOTO 0aynMMo, 1110
colianbHI MeJia MalOTh Pi3HOMaHITHI (DYHKIII1, @ BIATaK BITYM3HIHI Ta 3apyOixKHI JOCTIAHUKU
PO3MIIAAAI0TH Pi3HI acleKTH ix Bukopucrtanus. Tak, JI. [Banenko [3], O. 'pumienko, A. Hemesa
[2] amamisyBanmu corianbpHi Mepexi SIK CydacHHH MapKETHHTOBHH IHCTPYMEHT IPOCYBAHHS
Openny, nponykry minnpuemcta. O. Kycuna [7], O. Kyp6au [6] po3risiaanu BUKOprCTaHHS
COLIIAIbHUX MEpEeX SIK MapKeTWHTOBUM IHCTPYMEHT AJIsi PO3BUTKY OpeHnay, ramysi PR. T.
bopucoBa [1] BHBuYaia IHCTPYMEHTH IHTEPHET-MApPKETHHI'Y HEKOMEPIIIMHUX OpraHi3amii
VYxpaiau. Po6otu C. Isiienka [4, 5] npucBsiueHi aHanizy Cy4acHUX iHCTPYMEHTIB iHTEpPHET-
MapKETUHTY, 3aCTOCYBaHHS Cy4acHUX [HTepHET-TEeXHOJOTii Y MapKETHHTY.

VY couioNoriyHOMy OMNMUTYBaHHI, HpoBeaeHoMYy mpauiBHUKamMu JIY «lHCTHTYT
perioHanbHUX AocaimkeHs iMeHi M.I. Jlonmimasoro HAH Vkpainu» cepen npeacTaBHUKIB
opraniB MmicueBoro camoBpsayBanHs OTI KapnaTcbkoro perioHy, posrisaainacs Tema
iHdopMaliifHOT MPO30pOCTI  yNpaBiIiHHS, 30KpeMa BHCBITJIEHHA 1HopMalii 1po
¢ynkuionyBanus OTI Ha ix BeOcaiiTax. CTaBUIUCS 3alMTaHHS 111010 OLIHKK BeOcaiTiB OTT
Ta IXHBOT'O 1H(pOPMALiTHO-JOKYMEHTAIBHOT0 HanloBHEHHA. Bevoro y KapnarcekoMy perioHi y
mucronani 2018 p. onutano 70 00’€JHAHUX TEPUTOPIATBHUX IPOMAJl, YTBOPEHUX MPOTATOM
2015-2017 pp. IToxubka pemnpe3eHTaTUBHOCTI CTAHOBUTH *5.6%. Posmonin BiamoBized Ha
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nutanus: «Hackineku iHpopmatuBHuM € caidt OTI?» mokasas, mo 52% BBaXaroTh HOTO
ckopime iHpopmMaTUBHUM, HDK Hi; 41% - wninkom ingopmartuBHuM; 4% - cKopilie
HeiH(hopMaTUBHUM, HIXK Tak, 1 3% Bkazamu, mo He MaroTh cairy. Lllogo iHdopmamiiHoTO
HAIlOBHEHHsI, TO Yy HaWOUIBIN MIMPOKOMY JOCTYIl MPEACTABICHI Ha calTax cTpaTerivHi
JOKYMEHTH, Taki SIK IUIaH/TIporpama CoLialbHO-€KOHOMIUYHOTO po3BUTKY, macnopt OTT,
Crparerist po3BUTKY, a TAKOX TOJIOKEHHS, SIKI BPEr'yJIbOBYIOTh Onaroyctpiii (puc. 1).

Ilnan/mporpaMa comianbHO-eKOHOMITHOTO P-Ky

TTomozkeHHs, AKi BPeryIbOBYIOTE OIaroycTpii

TTacmopt OTT

Crparerisa po3BuTKy OTT

JleTansHHI ommC iIHQPACTPYKTYPH

Iueectunifinuil nacnopr OTT

JleTansHHAI OIHC OPHPOTHUX, BOTHUX, TiCOBHX,
CLTBCBKOTOCH. pecypciB

IlenepanbHuil 11aH

[Iporpama po3BHTKY IiIPHEMHHITBA
) s 5%
HeTaI[BHHH OIMHC TPYAOBHX PeCYPCIB P e

0% 10% 20% 30% 40% 30% 60% 70% 80% 90%

Pucynok 1 — Po3mimenns goxkymenTis Ha caiftax OTT Kapnarcwkoro periony [9]

[Tpumitka: Cyma Bignosinen He ctaHOBUTH 100%, OCKIIBKY PECIIOHIEHTH Malld MOXJIUBICTh
o0upaTu JeKiIbKa 3alpolOHOBAaHUX BapiaHTIB

VY 3akopnoHHHMX IyOmikamisix Takux aBTopis, sk Y.B. Crending, X.-E. Uy, P. Jlapoc,
A.Benackec [11], Y. Ykomany [15] posrisimanicst pi3Hi aclieKTH BUKOPUCTAHHS COLATbHUX
Mezila Ta iX poiib y po3BUTKY rpomaia. 3okpema, Y. B. Crendina, X.-E. Uy, P. Jlapoc,
A.Benackec BUSBWIM, 1[0 BUKOPHUCTaHHS COLIAJIBHUX MEPEX Mae HEraTMBHMU BIUIMB Ha
3aJIydeHHsI MOJIOJII y KHTTS rpomaau. BogHovac nmpoBeneHe TOCIiKEHHS TaKoX MOKa3allo,
10 MepeXkeBa colliajibHa caMOE(EKTUBHICTb, sIKa XapaKTepHU3ye 3/IaTHICTh HAKOIUYyBaTH
COLlIabHUM KamiTadl B OHJIAHH-B3a€EMOJIAX, € BAKJIMBOIO MEPEIYMOBOIO 3aJTy4€HOCTI
MEIIKAHIIIB Y KUTTs TpomMaau. Tak, Ti, XTO BiIUyBatoTh ceOe OUTbII BIEBHEHUMU B [HTEpHETI,
IIBHJIIIE 3a BCE, OXOIUIIOBATUMYTh OUIbIIE JIIO/IEH 1 MATUMYTh 3HAUYyIlll B3a€MOJIIT 3 1HIIUMHU.
TakoX MOCHIAHUKUA 3ayBOKWUIIH, IO B3a€EMOJIIS CLIBCHKOI MOJIOJNI 3 MICIEBUMHU JiepaMu
CHpUsi€ 320XOUYEHHIO Ta FOTOBHOCTI OpaTH aKTUBHY Y4acTh y JKUTTI rpoMajau. 3arajloM cam
(baKT BUKOPUCTAaHHS YW HE BUKOPHCTAaHHS CUIBCHKOIO MOJIOUIIO COIIAIBHUX MEpEX HE JIa€e
MOBHOT OLIIHKM BIUTMBY [HTEpHETY Ha 3aJy4eHICTh MEUIKAHIIB y KUTTA CHUILHOTH. Pamiie Ha
y4acTh y JKHATTI TPOMaJM BIUIMBAE CaM XapaKTep B3a€MOJii Ta BUKOPUCTAHHS COIIaIbHHUX
mepex [11]. V myOnikanii Y. Ykomaay npoaHalli3oBaHO BUKOPHCTaHHS TAKOTO iHCTPYMEHTY,
ax WatsApp 3 MeToro MoO1Ti3a1lii Ta 3aIy4€HHS 10 PO3BUTKY IPOMaIH MOJIO/Ii, OCBIYEHUX 0C10
Ta MpPEICTaBHUKIB €NITH. 3a3HAueHO IepeBard Ta HEAONIKHM BUKOPUCTAHHS IPOrpamH,
HaBEJICHO MPOEKTH, sIKi OyJIM peasizoBaHi 3a TOMOMOTO0 CTBOPEHOI oHaitH-uiaTdgopmu [15].

M.JIx. Crepn, A.l. Anamc, JIx. boyc [14] mocnimkyBaiy MUTaHHS MaTUCUIIATHBHOTO
(BOJIOHTEPCTBO), COLIATBLHOrO Ta 1H(OPMALIHHOTO KamiTaldy Yy XUTTEIISILHOCTI TPOMaaH, a
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TaKOX SK JOCTyn 10 I[HTepHETYy Ta HOro BUKOPHUCTaHHS IOB’A3aHO 3 YYacCTIO CLIBCHKUX
MEIIKAHIIIB Y )KUTTI TPOMaIH.

Buninennss HeBHpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NPHUCBAYYEThCA cTaTTA. BogHowyac, HEZOCTaTHHO BHCBITIEHO MUTAHHS POJII COLIATIbHUX
MepexX Ta iX BUKOPUCTAHHS 00’ €THAHUMHU TEPUTOPIAIbBHUMH T'POMaIaMH, SIKi yTBOPIOIOTHCS B
npotieci peanizariii pedopMu MiCIIEBOr0o caMOBpsiAyBaHHS B Ykpaini. Hacammepen, o0’ eqHani
TEpUTOpiaJIbHI TPOMaJaMu € MyOIiYHUMH CyO'€KTamMH, a IyOJiYHI YyTBOPEHHS MaroTh cebde
MIPEACTABISITH, TO3UIIOHYBaTH, (hopmyBaTH iMiDK. ToOTO coliaJibHa Mepeka JJis TpoMaj
BUCTYIIAa€ JpKepenoM iHdopmaii mpo ChiuibHOTY — camorpe3eHTanis. [lo-apyre, e kanan
nommpeHHs iHdopmartii. [lo-TpeTe, 1e IHCTpyMEHT Il MOOYIOBU MO3WTHUBHOIO o0Opasy i
[IHHOCTEW opraHizamii, criapbHOTU. [lo-deTBepTe, Ile IHCTPYMEHT 3aIy4CHHS MEIIKAHIIIB
rpoMaau 10 MPUHHATTS Ta peaiizalii pilieHb B MeXaxX KOMIETEeHI] rpoMagu Ta i
3IHCHEHHS pealbHOTO CaMOBPSAYBaHHS, TapaHTOBAHOTO 3aKOHO/IaBCTBOM, 30KpEMa IUISIXOM
CTBOpPEHHS TpyI, 0O0rOBOPEHb, IOJIOCYBaHb, OMUTYBaHb TOIIO. OKpIM TOro, 3a JOMOMOTOH0
COMIAILHUX MEPEeX YKPIIUTIOIOTHCS TOPU3OHTAIBHI 3B'S3KM MDK UICHAMH TPOMAJIH,
HAJIAaroJKy€eThCs KOMYHIKallig. 3 1HIIOTO OOKy, 3allyueHHS TPOMaJsH € OJHMM 3 METOMIB
BUKOPUCTAHHS €KCIEPTHUX, KOHCAITUHTOBUX Ta 1HIIUX PECYpCiB TPOMAIM JUIS PO3B’SI3aHHS
MICIIEBUX MpoOjeM. A TaKoXK collialibHAa Mepexa, 1e 1IHCTPYMEHT (OpPMYBaHHS CYCHLIbHOT
JTyMKH.

@opMy.JIIOBAHHSI MEeTH CTATTi (MOCTAHOBKA 3aBAaHHs). MeTOIO0 CTAaTTi € aHami3
¢eiicOyKk-cTOpiHOK 00’€THAHUX TEPUTOPIATBHUX TPOMaJ Ta po3poOKa peKOMEeHIAIiil o0
e(eKTUBHOTO BHUKOPUCTAHHS TaKOi COI[ialibHOT Mepexi, sk (eiicOyk 3aisa mpe3eHTarii
TpOMaJIH.

BukiaieHHs1 OCHOBHOIO Marepiajly AOCTIIKEHHSI 3 NMOBHHM OOIPYHTYBAHHSAM
OTPUMAHMX HAYKOBMX Pe3yJIbTATIiB. 3 OIISALY Ha I, JOPEYHHUM € 3[IHCHUTA KOHTEHT-aHaIi3
GbeicOyK-cTOpiHOK 00’ €IHAHUX TEPUTOPIATILHUX TPOMAI.

KonTenT-aHanmiz — 1e SKICHO-KUTbKICHMA METOJ BHUBYCHHS JIOKYMCHTIB, SIKAU
XapaKTepU3yeThCsl OO'€KTHBHICTIO BUCHOBKIB 1 CTPOTICTIO MpPOLEIypd Ta TMOJSArae y
KBaHTHU(DIKAIIHHIA 00pOOIIl TEKCTY 3 MOJATBIIOI IHTEPIPETAIIEI0 PE3YIbTATIB. 3 IOTOMOTOIO
IIbOTO METOJly MO’KHa IPOBOJAUTH JOCITIDKEHHS OyIb-SKOr0 JOKYMEHTa UM CYKYIHOCTI
JIOKYMEHTIB 3 METOIO0 BUBUEHHS SIK 3aKOHOMIPHOCTEH BHYTPIIIHBOI T0OOYI0BU JJOKYMEHTA, TaK
1 TOr0, 110 MOTO MOPOAUIIO 1 JIJIsl YOTO BiH MpHU3HAUYeHUH [6]. 3a3BUYail po3pi3HAIOTH 1Ba BUIU
KOHTEHT-aHali3y — SIKICHUM (3MICTOBHHUI) Ta KUIbKICHUH (CTPYKTYpHMIT). SIKICHMI KOHTEHT-
aHaJIi3 30Cepe/KYeThCs Ha 3MICTI KOHTEHTY, JOCIIKEHH1 ClIiB, TeM Ta NOoBiJoMIeHb. [lepen
MIPOBEJICHHAM SIKICHOI'O KOHTEHT-aHall13y 0OpaHuX JIIHIBICTUYHUX OJMHMIIb Iepe0avaroTh ix
3MICT (CTBOPEHHS CIIOBHUKA) Ta BU3HAYAIOTh KOXKHUN MOKJIMBUI PE3yNbTaT CIIOCTEPEIKEHHS Y
BIJIMOBITHOCTI 13 OYIKYBaHHAM AociigHuKa. KinbKiCHHIT KOHTEHT-aHalli3 30CEPEKYEThCS Ha
KUTBKOCTI Ta OCOOJMBOCTI 3rajlyBaHHSl CliB, TEPMIiHIB, CMHCIOBHX OJWHHUIL B TEKCTI
noBigomiieHHs. [IpuKkiiamomM KibKICHOTO KOHTEHT-aHajli3y € BH3HA4YEHHS MEpioay 4acy abo
00CsTy IpYKOBAHOI'O IPOCTOPY, IKUI NPUAIIEHO TEM1 B TOMY UM 1HIIOMY JKepedl, 00 CKUTbKU
ci1iB @00 CTOBMIIB MPUJILIIEHO KOXKHIN TeMi BIANOBIIHOT KaTeropii. OcoOIMBICTIO KIJIbKICHOTO
KOHTEHT-aHai3y € po3paxyHOK muToMux Bar (P) K0)KHOT TeMH 1 KaTeropii BiIHOCHO 3araJibHOT
KUIBKOCT1 OJTMHUIIb, TTPOBEJICHHS MOPIBHSUIBHOTO aHATI3y BIAMOBITHUX TEM JUISl TIOJIAJIBIIIOTO
IPOTHO3YBaHHS MO, mpouecis [10].

Mu npoananizyBanu (ercOyk-cTOpiHKM 00’ €HaHUX TEpUTOpIaIbHUX Ipoman (Jaii
OTT’) Kapnatcekoro periony, siki yrsopeni npotsirom 2015-2017 pp., To6To B Mexax mepuioro
etany pedopMmu AeneHTpanizamii Ykpainu. Bcboro HoBoyrBopeHUX rpoMaj HaniuyeTses 90 y
Mexax JaHoro periony mnpotsrom 2015-2017 pokiB, 3 HuX 17 — e MiCbKi. Y Hamomy
JIOCJTIJDKEHHI MU B3sUTH JIO yBaru Jimiie ciabehki Ta cenmuinai OTI, oCKUTbKY HaceneH1 MyHKTH
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CUIBCHKOT MICIIEBOCTI XapaKTEepHU3YIOThCS HEPIBHOMIPHUM [HTEPHET-MOKPUTTAM Ta 1HOAI
TipUIMM MNOPIBHIHO 13 MICBKUMH HAaCEJICHUMU ITyHKTaMH, a IPAKTUKU BUKOPUCTaHHA IHTepHeT-
TEXHOJIOT1H JIJIsl HUX MEBHOIO MIPOIO XapaKTepU3yIOThCs HOBU3HOIO. [IpoTe y cydacHOMY CBiTi
BUMOTM 10 3a0e3Ne4YeHHs CTajJoro po3BUTKY IiepealdadaroTb BUKOPUCTaHHA pPI3HUX
IHCTpYMEHTIB, B TOMY YHUCIi [HTepHET-TEXHOJIOTiH, a BiITaK MOUUIBHHUM € PO3IJISA] TOTO,
HACKIJIbKA aKTUBHO Ta 3 SKOIO METOIO CIJIbChKI Ta CEJIMIIHI TPOMaJu BUKOPHUCTOBYIOTh HOBI
3ac00M KOMyHiKaIlii.

Biarak, nHacammepen, MU 3QIMCHWIIM TOIIYK CTOPIHOK O0'€THAHUX TEPHUTOPIaIbHUX
rpoman y ¢eiicOymi. ['oBopsiun npo (heiicOyK-cTOpIHKKA MICBKUX TPOMaJI, CIiJl 3ayBaXKHUTH, 1110
BOHU NEPEBAKHO (PYHKITIOHYIOTh HA OCHOBI CTOPIHOK MICBHKHMX pajl, Ha SKUX 3a3HAaY€HO, IO I1¢
€ o(irriiiHa cCTOpiHKa IPOMAJIU, & TAKOXK € TIOCHIIaHHS Ha cailT. CBOEIO 4eproro i3 73-X CUIbCHKHUX
Ta CENMIIMHMX TpoMaj y 4 BIJICYTHI CTOpIHKA y coIliainbHIA Mepexi (eicOyk. [leB'aTh MaroTh
CTOPIHKH, $Ki TPEACTaBIAIOTh IIKOJNY/OyIUHOK KyJIbTYpu/0i0ai0TEeKy/MEIIKAHIIIB, —SIKi
HApOJWINCSA Y KOHKPETHOMY HaceJIeHOMY ITyHKTI, TOOTO 1O0TUYHUMH 10 rpomanu. Llle nes'ats
(heicOyK-CTOPIHOK HE € AKTUBHUMHU, TOOTO HEMa MPOTATOM OCTaHHIX TPHOX MICSIIIB KOJTHOTO
nonucy (mocry).

OTxe, st IPOBEJCHHS KOHTEHT-aHaIi3y BiniOpaHo 51 ¢eiicOyk-cTopiHKy rpoMaj Ha
AKX, TO-TIepIie, BiToOpakeHOo MOBITOMIICHHS 3 YaCTOTOIO X04a O pa3 Ha MicsIb; MO-Apyre, Ha
SKUX BioOpakeHO iHPOPMALI0O TPO JKUTTA TPOMAAM y IIMPOKOMY CIEKTpi, a came
iH(dopMallio 3 pi3HUX cdep: OCBITa, MEIULIMHA, AISUIBHICTD anapaTy yInpaBIiHHS TOIIO, TOOTO
(eiicOyK-cTOpiHKa HE € CTOPIHKOIO LIKOJHM, aMOyIaTopii 4u BiAALTY KyJIbTYPH, a € CTBOPEHA
IpaliBHUKAMU amnapary YIOpaBIiHHS YW 1HINIATUBHUMU MemKaHIsMU. OO6'eKT HAIoro
JOCTiDKeHH — (elcOyk-cTopiHka 00'eqHaHOoi TepuTOpiayibHOT Tpomamu. Ilpemmer —
iH(dopmalliiiHe HamoOBHEHHA, abo momucu. YacoBi paMKu MPOBENCHHS KOHTEHT-aHalli3y TpU
micsi (;KoBTeHb-TpyneHs 2018 p).

Hacammnepen, Mu npoaHaiizyBaau THUI NPO(UI0 CTOPIHKM TI'pOMajy; MO-ApYre,
3MIHCHIIM TEMaTHYHUM aHami3 (eicOyK-CTOPIHOK Ta 3rpylmyBaid KOHTEHT, SIKHH
3ycTpidaeThes Ha GpeiicOyk-cTopdHKax; HO-TpeTe, 3A1IHCHIIN MiAPaXyHOK YaCTOTH 3ra/lyBaHHs
KOHTEHTY 3a pI3HUMH TEMAaTHYHHMH HampsiMamamu, abo rpynamu. Hampuxman, sKmo
OPOTSArOM TPbOX MICSIIB Ha CTOPIHLI rpoMaaud Xoda O pa3 3ycTpinacd iHpopmalis Mpo
KYJIbTYPHUH 3aX1]1 y TpoMaii (KOHLEPT, GyTOOJbHUN MaT4, BUCTYI KOJIEKTHUBY CAaMOAISUIBHOCTI
TOILIO) CTaBWIM «+» y rpym «IHpopmanis npo KynbTypHi mnoaii». Skmo OyB mocrt,
npucBsueHud pobouiit moizami rojgoBu OTT, craBumm «+» y rpym «JlisutbHICTH amapary
yIpaBIiHHAY». SIKIIO MPOTATOM AOCITIIXKYBAaHOTO TIepioAy OyB Ille OJUH YU JEKiJbKa JOMHUCIB
npo pobouy Hapany rosoBu OTI, To mMu He momaBanu HOBUM IUTIOC y Tpymi «/lisATbHICT
amapaty ynpasiiHHs». ToOTo, BiJ3HayanM JONUCH MpO SKy-HEOyAb MO0 MPOTATOM
JIOCJIIJDKYBAHOTO MEPIOy OJUH pa3. Y bOMY JOCIHIKEHHI MU HE CTaBUJIM 3a METY OIlIHUTH,
SK 4acTO Ha CTOPIHI[I KOHKPETHOI rpoMajau BinoOpakaeTbes iH(opMmarlis mpo MmeBHUH Kiac
nonid (momicsius uu moAHs). He BuByanu crneundiuHi ocoOIMBOCTI MOBH JAONUCY, GOpMHU
BUKiany iHopmauii. HartomicTh, 3AiMiCHMIM pO3pPaxyHOK BIJHOCHHX ITOKa3HHUKIB
IpeJICTaBICHOCT] IHPopMarlii (IUTOMOI Baru) Jyuist KOXKHOI TpyIu Mo/l Ha ¢pelicOyK-cTopiHKax
cepel YCiX IOCHKYBaHUX TpoMmaja. A came — MiJpaxyBajld 3arajibHy KUIBKICTB «+» s
KOKHOI TPYIHU 1 pO3AUIMIN Ha 3arajbHy KUIbKICTh (helcOYK-CTOPIHOK, SIKI aHali3yBajdu. Tum
CaMMM MM BHSIBHJIM TMOIIUPEHICTh KOHTEHTY MEBHOI Tpynu Ha (eiicOyK-CTOpiHKax 3arajom
JOCJTIDKYBAHUX TPOMa.

[ToBepTatouuch 10 mUTaHHS crHocoOy oprasizamii npodpumo y ¢eicOymi, BapTo
3a3HAuUTH, 10 y eiicoyui ix € Tpu. [lepmnit, 1 HAROLIBII MOMMPEHUN — 1€ 1HIUBITyaTbHUN
npodinb KopucTyBaya. BriacHe KOHKpeTHOT ocoOu, Ha sIKiil po3MmillyeTses iHpopMalis, Ky
IHJIMB1/T BBa)Ka€ BapTOIO /IS MyOIIYHOTO BUCBITICHHS. [lepeBaxHo 1€ iH(popMallisi 0coOUCTO
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xapakrepy: ¢ororpadii, moaii, moizaKu, yyacTti y 3aX0/ax, OCOOUCTI JOMHCH, PETIOCTH TOIIO.
Oxkpim ocobucrtoro npodito, y ¢hercOyii MoKHa CTBOPUTH ab0 Tpymy (IMyOIivHY Ui 3aKpHTY),
abo CTOpiHKY opraHizaiii.

BiamoBigHo o anamizy 13 51 rpomaam: 37 rpomaa 3apeecTpoBaHi SK CTOPIHKH
oprauizauiii (mpuuomy 4 1€ MawTh JOAATKOBI CTOPIHKHM 13 MyONIYHUMH Tpynamu); 8
3apeecTpoBaHi K rpymnu (0/IHA 3 SIKUX € 3aKPUTOI0); 6 — K 0COOMCTHH NPOo(d1JIb KOPUCTYBAYA.

CTOpiHKA OpraHi3amii

(Page)
37 rpoman, | @rpyma (Public / Closed
ado 72% Group)
O ocoGHCTHIA podins

(Personal Profile)

Pucynok 2 — Criocobu opranizaiii npodinto y Facebook 06'eqnannmu repuropialbHUMU
rpoMagamMu
Jlxepeno: BIacHUi aHami3

Cropinka opranizamii (Page) Bigpi3HsS€TbCS Big 0coOMCTOro Mpo(iaro KOpHUCTyBada
(Profile) Tum, MO MOXe HAMOBHIOBATUCS, KEpyBaTHCS JEKiIbKOMa 0CO0aMH, a camy
iH(popMaIifo po3MilIeHy Ha CTOPIiHII, MO>KHA BiJ[3HA4YaTH JaiikamH (BIIOJO0OAWKM) Ta CTaTH
MiAMTUCHUKOM. TakoX MOKHA 3/11HCHIOBATH 3aXOHM 1010 KOMepIliaizaiii Ta mpomouii Oyab-
SKUX JIOTHCIB, TOBIIOMJICHb. 3a3BUYail CTOPIHKH CTBOPIOIOTHCS KOMIAHISIMH, OpeHIaMu,
HEYPSIOBUMHU OpraHizamisiMu Tomio. CBO€I0 ueproro, myoniyHa rpymna y ¢peincoyky — e micie
JUIsL AUCKYyCid, OOMiHYy iH(poOpMalli€lo 3 JIOJIbMHU, fKI MalTh CIUIbHI IHTEPECH, Miclle
npoxuBaHHsA. PAaKTUYHO MOKHA CTBOPUTHU T'PYNH PI3HOTO CHPSIMYBaHHS, HANpUKIAL, TPymy
HIKOJIM, TPYIy CYyCiliB, Tpymy 3a mnpodeciero Tomo. HaromicTh, cTOpiHKa opraizaumii y
¢eiicOyli Mae Ha MeTi BCTAHOBUTHM KOHTAaKT 3 LUIbOBOIO ayJUTOPiIO0, BiJOOpa)xarouu
iH(dopMalio Npo NoAil, skl BinOyaucs uu OynyTh y MaiOyrHeomy. Toal ik nmpodinb rpynu
(myGniuHa rpyna) icHye JUlst JUCKYCii, B3aeMO/IT MiX 11 yuaCHUKaMH.

Tyt nopeunum € nutanud. Ska x popma npeacTaBieHHs TPOMaAN y COLIIAIbHIN Mepexi
€ HalloNTHMAaNbHIIIOW, YU cTopiHKa, yu rpymna? L{o6 BiamoBicTW Ha HBOrO, HacamIepesn,
[IPOaHaNI3yeMO KOHTEHT (ercOyK-CTOpIHOK THX rpomai, siki Oyau oOpani Hamu. Cepen
BiZliOpanux rpoman y 80% BHIaAKiB 4acTOTa IMOCTIB CTAaHOBHUTH pa3 Ha KibKa AHIB. Tpu
rpoMajiv Maj HaBiTh OUIBINY 1X 4acTOTY (JI€KUJIbKa pa3iB Ha JCHbD).

3aranom, Ha (helicOyK-CTOpIHKax MpejacTaBieHa iHpopMallis 3a TAKUMHU TPyHaMHu:

1. Indpopmanis npo KyiabTypHI HOAli (3aXOau, KOHIIEPTH, 3MaraHHs, CBATKYBaHHS
tomo). IHdopmaris Takoro xapakrepy € sSK Mpo MOAil, Mo BiAOyaHCsS, Tak 1 mpo Ti, SKi
IUTAHYIOThCS B HalOmkyoMy yaci. [Ipudomy B mepuiomMy BUIAAKy MOKYTh OyTH pO3MillEH]
CBITJIMHH, BiJICO POJUKHU.

2. llpuBiTaHHs MENIKaHIIB (SK IHAMBITYaIbHI, TaK i TPYIOBI), PAIliBHUKIB i3 CBATAMH
([lenp 3axucHuKa BiTYM3HH, JleHb 3HaHb, J[eHb HAPOJIKEHHS ), @ TAKOXK BUCJIOBJICHHS CITIBUYTTS
(3arubnmm, iX poauHaM).
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3. Indopmartist mpo ycmixu, MOKpalIeHHd y rpoMaiai. A came: siki iH(pacTpyKTypHi
00’€KTH TIJIaHYIOTh BIJPEMOHTYBATH, BXKE BIAPEMOHTOBAHO, KWW 1HBEHTap 4d OOJagHAHHS
BCTAHOBJICHO, 3aKYIJICHO; SIK HAJIATOPKEHO HaJlaHHSI TTOCIYT.

4. JlisbHICTh amapary ymnpaBlliHHs (3aXOJH, Y SAKUX B3sIM ydacTh npariBauku OTI,
poOoui Hapaau, B TOMY YHCII OCBITSH, MEIMKIB) Ta FOJIOBH (po00Yi MOINKH, y4acTh y 3aX0/1aX).
A TakoX pilIEHHS CECiH, pe3yIbTaTH BUOOPIB CTAPOCT, POMAJICbKe 00roBOpeHHs, iH(hopMaIris
PO po3poOKY TOKYMEHTIB, OTOJIOIIEHHS MPO 3yCTPidi TOJIOBH, Cecii.

5. Iadopmaris mpo KOHKYpCH, TPaHTH, 3asBKH JUIA MICIEBHX MEIIKAHIIB Ta
1 IPUEMITIB.

6. Penmoctu (HOBUH paiioHy/00JIacTi/nepKaBu, IHTEPB’I0 IOCAJOBIIIB, PEHOPTaXKi
KyJbTYpHHX, QyTOOTBHUX TOIiH).

7. 3BepHEHHS MEIIKAHIIIB TpoMaau 10 mpariBHUKiB un TojioBu OTI, komeHTapi
MEIIKAHI[IB; KPUTHKA IsJIBbHOCTI ab0 TOJsfka 3a POOOTY TOJIOBH, MICIIEBOTO amapary
YIPaBIIHHSA, 10 IEPEBAXKHO BioOpakeHa Yy KOMEHTAPSX MEITKAHIIIB.

8. OronomenHs noO0yTOBOro xapakrepy (IpO BIAKIIOYEHHS Ta3zy, LITOPMOBI
TIOTIEPEDKEHHS, TOJIOKH, TIEPEBEACHHS Yacy, MONEPE/PKEHHS PO CHATOBAHHS JIUCTS TOIIO).

9. Inme (omuTyBaHHS Cepel MEUIKAHINB, MIAIPUEMIIB rpomany, 3MiHa (otorpadii
npodiT0 rpoMaau, MPOMOBIZECO, OTOJOMICHHS MPO TMOCITYTH, sIKI HAJalOThCS MICHEBUMU
HiANPUEMISIMH, OTOJIOIICHHS PO BaKaHTHI OCA/IN).

BinmoBigHO A0 HAIIOrO aHamizy HaWOUIbIY YacTOTY MOIIMPEHHS MarTh PENoCTU
pizHoro xapakrepy (80%). Hacrymaumu 3a yactoToro € inopmariis mpo KyJabTypHi Moii, sSIKy
po3mimeno Ha 39 13 51 cropinkax rpoman (76%). B onHakoBiii Mipi po3MimieHo iHopmarliro
PO YCHIXM TpOMajay Ta TMPUBITAHHSA IPALiBHUKIB, MENIKAHIIIB, CIIBYYTTS 3aru0iuM — Ha
cropinka 36 rpomaz (puc. 3).
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JUTSL MiCIIeBHX MeINKAHIIB Ta MiIIPHEMIIB  sorieirialeisteiete sl
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Pucynok 3 — KoHTeHT HanoBHEHHS (QeiicOyK-CTOPIHOK 00'€THAaHUX TEPUTOPIATILHUX TPOMaJL
Jlxeperno: BiacHa po3poOka

Y 65% BunankiB po3MilIeHO 1H(GOpPMAII0 NPO MiSIBHICTH amapaTy YHpaBIIiHHS.
[Tpuyomy HalfgacrTimie 1e BiIOMOCTI PO 3aX0JH (TPEHIHTH, CEMiHApH TOIIO), pobodl Hapaau
npauiBHUKIB anapary ynpasiiHHsg OTI, a Takox mpaiiBHUKIB OCBITH Ta MEAUIIMHH.

OronomeHHst MOOYTOBOTO XapakTepy BifoOpaxeHo Ha (ericOyk-cTopikax 27 rpoma
(53%).
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Ha ¢eiicOyk-cTopinkax TpeTHHHU rpoMaj] 0yi0 po3MilleHO iHPOpMaLlito PO KOHKYPCH,
TPaHTH, 3asIBKH JUISI MICIIEBUX MENIKAHINB Ta MiANPHEMINB. TakoX Ha CTOPIHKaX KOXKHOI
TPEThOI TPOMAJIN MOKHA 3HAWTH KOMEHTapi, 3BEPHEHHS MEIIKAHI[iB /10 TOJIOBH UM MPAIliBHUKIB
amapary OTT.

Cepen inmoro: Ha cropiHKax 5 rpoman Oyno BimoOpakeHO iHGoOpMaLio Mpo
ONUTYBAHHS cepe]l MEIIKaHIIIB UM MiIIPUEMIIIB POMaJIH; OTOJIOLIEHHS PO BaKaHCIi B anapari
OTT 3yctpinoce Ha 4 cropiHkax, y 2% BumankiB Oyna iHdopmalis Npo IMOCIYrH, SKi
HAJIal0ThCS B TPOMa/I.

SAx OGauummo, iHdopmaris, IO TpeacTaBieHa Ha (EHCcOYK-CTOpIHKax TpoMmal, €
JIOCTaTHbO PI3HOMAHITHOIO Ta PO3PI3HEHOIO Ta MEBHOIO MIPOIO HE CUCTEMAaTU30BaHOI0.

Jluiie B MOOJMHOKMX BUMAJKaX Ha CTOPIHKaX € JIOTOTHUI, Tepd Ta BiAMOBiTHA
obkmanuaka (cover photo), 3 skux iHGOPMATUBHO BUIHO, IO 11 3a TpoMmaja, sIK BOHa cebe
NO3MIIIOHYE Ta B 4YOMY ii cmemiamizaiisi, ocobmuBicTh. IlepeBakHO Bcsi iHdopMmariis Ha
(delicOyK-CTOpIHKaX NPHUCBSYCHA >KUTTIO TPOMAJIH, 1HOAI HaBITh MPO 3aX0AU Y KOXKHOMY
HACEJICHOMY ITYHKTI, AiSUTbHICTh KOXKHOI IIKOJIH, TYPTKiB TOIIO0. ToOTO mpodeciitHnii miaxia 10
MPEJICTaBJICHHS TPOMAJIU Y COLIaIbHINA Mepeki MPOCIiIKOBY€EThCS PIIKO, a caMe pO3MILIECHHS
BUBa)XEHOI iH(opMaIlii mpo caMy rpoMajay, CTpaTeriYHuid mpiopUTeT ii po3BUTKY. BomHouac,
MpaBUJILHO MifiOpaHa iH(popMallis, TOPEYHI Ta YIiTKO C(HOPMOBaHI KJIKOYOBI ITOBIIOMJICHHS
(MecemKi) U MUTbOBOT ayIUTOPii JormomMararoTh GopMyBaTu OpeHI, IMIJK Ta TOBIpY.

[ToBepratouncey O0 nNUTaHHS opranizamii npodimo y ¢ehcOyky s Tpomaau,
HacaMIiepesl, HarojoCHUMO, IO JUIs MyOJIYHMX OpraHi3amiii JOUiIbHO CTBOPIOBATH HE
ocobuctuii mpodine uu Tpymy. APKE CTBOPEHHs ocobuctoro mpodimo y ¢eicOyk He
JI03BOJINTH BUKOPHUCTOBYBATH B IMEHI a0O TPI3BHUIIN TakKi CJIOBa, SK: «Marasun», «kadew,
«OKypHa», «ClIbChKa paja» 1 Tak gami. To6To Ha3Ba rpomanu He Oyae npe3eHtadenbHoro. [1o-
apyre, B pa3i OJIOKyBaHHS CTOPIHKM HEMOXJIMBO ii BiTHOBHUTH (1 BCi JaHi, KOHTaKTH, JIpy3i
OynyTh 3ary0JieHi), ToMy IO 75 BiAHOBJIEHHs podinto noTpidben nacnopt. [{ono yrBopeHHs
IPyIH, TO K BXKE€ 3a3HAYAJIOCs, TpyIa - MPOCTIp JUIA CIUIKYBaHHS, a He [y Oi3Hecy. ['pyny B
¢eiicOy1i 4acTo Ha3UBAIOTh «IMCKYCIMHMM 4aTOM 3 MOJEpaTOpaMu»; IPpyNH HE HalllIeHI Ha
OpeHIyBaHHS; JIOTOTHI MOXHa PpO3MICTUTH TUIBKM Ha OOKJIaJMHII TpynH; IOCTH,
onyOiKOBaHI B rpynax, MpakTHYHO HE MOTPAIUIAIOTh B CTPIYKY HOBHMH HIAMUCHUKIB. Takox
HEMae KOHTAaKTHOi 1H(popMallii Ta T€OMITOK B TpyIi, CTATUCTUKU Ta aHAJITUKU; BIJCYTHE
HaJIAIITyBaHHA 1iIb0BOT pekiamu (Ad Targeting); rpyna Hisik He 1IHAEKCYETbCS MOIIYKOBUMHU
CHCTEMaMH Ta Ma€ JIOBTe MOCHIIaHHs. BinTak, HalfKpamyM pillieHHsIM [T TPOMaJI € CTBOPEHHS
cropinku (Page). Ockinbku:

— nabniK-MailaHYuK JIsl OTHOOCIOHOTO MOBJIEHHS BiJl iIMeHI rpomaau. CHuIKyBaHHS,
TUCKYCi Ha Hil 3Be/IeH1 A0 MIHIMyMY;

— MIAXOIUTH JJIs OpraHizailii, siki PO3MOBIAAIOTh MPO cebe. A Takoxk s ocid, sKi
IUIaHYIOTh OyayBaTH ocoOMCTHIl OpeH;

— y nabuniky € oOky1aguHKa (0€3KOITOBHUN pekiiaMHul OaHep) 1 aBaTap. TakuM 4nHOM,
¢an-cropinky (fanpage) Oy/e yerko npe3eHTyBaTu Ta 3a0peHIyBaTH;

— CTOpiHKa — L€ mpocTip nyOmiuHuid. Binrak, miANMCHUKM OOHPaIOTh CTOPIHKU
CaMOCTIHO, He MOTPeOYIOYH TOJATKOBOIO MiJTBEP/DKEHHS BiJ BJIACHHWKA CTOPIHKH, TOOTO
MOYYTB JIETKO TiAICATHCH;

— IHJIEKCYETHCS MOITYKOBUMHU CHUCTEMAMU;

— MOJKHA HQJIAIITYBAaTH T€OMITKH, 00 KJIIEHTH/MEIIKAHI[I TPOMAaIH/iHIII 3aI{iKaBiIeH1
ocobu Bif3Hauanu cede, a 11e JOJATKOBUNA COCIO MPOCYBaHHS;

— B Ma0iiKax € MOXKJIMBICTh HaJAIITyBaTH OJIOKM 3 KOHTAKTHOIO 1H(GOpPMAIIIEI0 Ta
BiJIT'YKaMU;

— y yOJ1i4HOT CTOPIHKHU € CTATUCTHKA Ta OCOOUCTI MOBIIOMJIEHHS;
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— ICHy€ MOXJIMBICTb CTBOPEHHS pPEKJaMM. HaJaIlITyBaTH TapreToBaHy pEKJIamy Ta
MPUBOAUTH ITIAMMCHUKIB HA MA0JIIK;

— Bcl myOmikamii MigNUCHUKIB MOXYTh 3'SBUTUCh Ha CTiHI TIJABKM 31 CXBaJeHHS
aZMiHICTpaTOpa Ta Iicis Moaepartii;

— CTOpiHKA Ma€ KOPOTKE MOCHUIIaHHS.

AHaniz (deicOyk-cTropiHOK rpoman mokaszaB, mo y mectd OTI, okpim mpodimto
cropiaku (Page) Oynu cTBopeHi 1me iHm rpymnu. Biarak, sSKIo € motpeda CTBOPUTH OIS s
00roBOpEeHHS, 0OMIHY JTyMKaMH MPO TO1ii, 3aX0AH cepel] MEIIKaHIll TPOMaIH, TO JOLUUILHUM €
cTBOpeHHs Tpynu. [Ipudomy Takux rpyn moxe Oyt Aexinbka. KokHa rpyma 3a iHTepecamu
Mae BigoOpaxkaT KOpUCHY 1H(OpMaILito JUIsl CBOET IIITTLOBOT ayAUTOPIi, HAPUKJIIA, Y BUTIAIKY
IIKOJIM — JJIs1 0aThKiB, yuHiB Ta BuuTeniB. [Ipore BapTo, 106 iHpOpMaLlis Mpo HasiBHI I'PyNu
Oyna B3aeMopo3smimieHa. To0To BiaBigaBmy GeHcOyK-CTOPIHKY TPYIH IIKOIM MOXKHA 3HAUTH
NOCWJIaHHS Ha OQIiLiiiHy CTOPIHKY TPOMAIH, UM 1HIIY IPYIY i€l CIiIBHOTH.

OTxe, SKIIO amapar yhnpaBiliHHS 00'€MHAHOI TEpUTOpIaNbHOI TPOMAIM MpHIiMae
pillIEeHHS TPO CTBOPEHHsI Mpodiit0o y colialbHId Mepexi, TO, MO-TepIle, CIiJ CTaBUTU
KOHKPETHY METY, a CaMe — MPEICTaBICHHS TPOMaJIH, TO-APYre, CIiJl MPU3HAYNTH KOHKPETHY
BIJIMOBIAANIbHY 0CO0Y, sIKa IIUM 3aiiMa€ThCs, MO-TPETE, 1HPOpMAIlisl, pO3MillleHa Y COLiaIbHIN
MepexKi, Ma€ OyTH BUBXEHOK. Y TIOBIJIOMJIICHHSX Ma€ OyTH BimoOpaskeHO iH(opMaIlito mpo
KUTTEISTBHICT TpoMaau 1 s iHpopmallis Mae OyTH 3 aKIEHTOM Ha MO3UI[IOHYBaHHS
rpoman. O00B’3K0BO Mae OyTH MmoAana iH(Gopmalisi mpo caMmy rpoMaiy, 3a3HaueHo, IO 1e €
i odirmiitna cTopiHKa.

Brnacue mae Oytu po3poOieHa KoMmyHikalliiiHa crpareris. KomyHikariiina crpareris —
1€ YIiTKO CIUTAaHOBAaHUM CTpaTEriuyHUM MiAX1]] 1010 BIPOBA/HKEHHS KOMYHIKaIlIK 13 pecypcamu
Ta YaCOBUMH paMKaMH. SIK i y Oyab-IKOMY CTpaTeriYyHOMY MEHEDKMEHTI, MiJ 9ac po3poOKH
cTpaterii 3 KOMyHiKallii HEOOXiHO OKPECIUTH METy, LiJi, 3aBIaHHs, [UIbOBY ayAHTOPIIO,
KaHaJIM KOMYHiKamii Tomo. Boxnouac, ¢eiicOyk — 11e ouH 3 iHCTPYMEHTIB, SIKUH JoIIoMarae
peali3oByBaTH 4YM BIIPOBA/KYBATH KOMYHIKAIIHHY CTpaTerito, TOOTO 1ieé OJWH 3 KaHaliB
HOLIMPEHHs 1HpOopMarlii.

3aranoMm [uid (opMyBaHHS SKICHOT KOMYHIKalIiHOI cTparterii rpomanamM HeOoOXiIHO
MpoaHaNi3yBaTH CUTYaIlI0 Ta OLIHUTH oTpedu. HactynHum kpokom Oyne popMyBaHHS Lyl
KOMYHIKaIliiiHOi cTpaTterii, a came: 3araJbHOiI METH KOMYHiKallii, BH3HAYEHHS ILIHOBOL
ayIUTOPii, OKPECIICHHS] KOHKPETHUX I[JIEH KOMYHIKaIlii Ta 3MICTy MOBIJIOMJIEHB ISl KOXKHOL
1inboBoi ayaurtopii. B mopmanbmomy ciig obpatv 3aco0M KOMYHIKallii Ta CTPYKTypyBaTu
OCHOBHI 3ax0Jy KOMYHIKaIiifHOi akTuBHOCTI. | BpemTi pemr, BU3HAYUTH OYIKyBaHI
pe3ynbTaTi Ta chopMyBaTH OKa3HUKH, 32 IKUMHU OYTyTh OI[IHIOBATHCS TOCATHYTI pe3yIbTaTH.

Bracue chopmoBana komyHIKalliifHa CTpaTerisl MO3BOJUTH OKPECIUTH, SIKI JOMUCH
poOHTH B cOLiaNbHIN Mepexi, SKI MOBITOMJIEHHS Bi0oOpakaTH, SIK pearyBaTH Ha KOMEHTapi,
K 3a]Ty4aTy MEIIKAHI[iB 10 BUPIIICHHS aKTyaIbHUX ITUTaHb TPOMAJIH.

BucHOBKHM 3 1aHOTO0 JOCHIIKEHHS i MEPCNEKTHBH NMOAAJIBIINX PO3PO0OK 32 JaHUM
HanpsiMoM. [IpoBeneHuit KOHTeHT-aHani3 (helcOyK-CTOpIHOK 00'€IHAHMX CUIBCBKUX Ta
CeJINIIHUX TepUTOpialbHUX rpomaa Kapmarcbkoro perioHy J03BOJIMB 3pOOMTH HacTYIHI
BUCHOBKH. Hacammiepesi, MO3UTHBHOIO TEHJCHIIIEI0 € BUKOPUCTAHHS IPOMaJilaMH COIiaIbHUX
Mesia, TMPUYOMY TPOMaJd TOCITYTOBYIOTHCA COIIAIBHOIO Mepexker (elcOyK T0CTaTHBO
akTuBHO. Tak, MBI TpeTiX 13 JOCIKYBaHUX T'POMaJl MAlOTh aKTHBHI CTOPIHKH Y COLIaIbHIN
Mmepexi peiicoyk. 37 3 51 rpomMaau CTBOPHIIN CTOPIHKHU Y (elcOyKy K mpodiis opradizaiii, y
14 rpoman cTBOpeHi CTOpiHKM abo rpymn, abo ocobuctuil mnpodins. 3ayBakHMMo, IO
HallonTuManbHIKM pimeHHsM 11 OTT, sk odiuiiiHOro yTBOpeHHs, 10 BUHUKAE Y TPOLEC]
JOOPOBLIBHOTO 00’ €THAaHHS TPOMAJ] CiJ1, CETUIL, MICT, € CTBOPEHHS Y (eiicOy1li CTOPIHKH, a He
rpynu, uu ocobucroro npodimto. IlepenyciM CTBOpeHHsSI CTOPIHKM Oprasizamii aae OuiblIi

A.O. Maxcumenxo, 1.C. Kyponacw. Komynikayivinuii pecypc 06’ €OHaHUX mepumopianrbHux 51
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MOYJIMBOCTI JUIs TIPEJCTABICHHS I'POMAaJH Yy COLIaIbHIA Mepexi. 30KpeMa, CTOpiHKa — IIe
nyOJIIYHHUI TIPOCTIp, BOHA 1HJIEKCYETHCS MONTYKOBUMHU CHUCTEMaMH, J03BOJISIE CTBOPIOBATH
pexiiaMmy, JTa€ MOXJIMBOCTI PI3HOTO HaJlAIITyBaHHS KOHTAKTHOI iH(opmarlii, MoJaepyBaHHs
MOBIIOMJICHB MIAMMCHUKIB, a TAKOXK B1I0Opa’kae CTATUCTUKY BiJIBITyBaHb.

BinmoBigHO 10 MpPOBEACHOTO aHallidy, OUIBIICTE TPOMAJa PO3MIIIYIOTH Ha CBOIX
CTOpIHKaX IMOBIJIOMJICHHS 3 PI3HUX JDKEpesl, TOOTO PEMOCTH, SIK MICIIEBUX, PET1I0HATBHUX, TaK 1
Jiep’KaBHUX HOBUH Ta MOJiH. J[pyruM 3a 4acToTolO € MOBIJOMIICHHS IPO KYJIBTYPHI MOJIT y
rpoMagax. HacTymHuMH 3 OJHAKOBOIO YacTOTOIO PO3MINICHO iH(oOpMaIliio Tpo YCHiXu
rpOMay Ta MPUBITAHHS MPALliBHUKIB, MEIIKAHIIIB, CIIBYYTTS 3aru0aum. CiijJl 3ayBaXKUTH, 1110
MIPOBEJICHUI aHaJli3 IO0Ka3aB, MO0 NpodeciiHui Mmaxig M0 MPEACTaBICHHS TpOMaau Y
coIliabHIN MepeXi MPOCTIAKOBYEThCS HE YacTo. Binrak, 00'eqHaHiil TepuTOpiaibHii TpomMaii
JIOLITBHO PO3POOUTH KOMYHIKALIWHY CTPATEriio, y paMKax sikoi ¢eiicOyk-cTopiHKa BUCTYIIA€E
SIK OJIUH 3 IHCTPYMEHTIB 11 peasizarii Ta OJIMH 3 KaHAIIB NOMUPEHHs iHpopMaItii.

[Momanpmni AOCHIHKEHHST MO0 BHKOPHCTAHHS COIIAIBHUX MEpeX 00'€ JHAHUMHU
TEPUTOPIATBHUMH TPOMAIaMU MOXYTh OyTH Pi3HOBEKTOpPHUMH. Tak, JOPEYHHUMH € HAyKOBI
MIOIITYKH, 1110 CIIPSIMOBAHI Ha BUSIBJIICHHS BIUIMBY COIIAJIbHUX MEPEK Ha 33 (ITHICTh MEIIKAHIIIB
y KHTTI TpoMajy, sk gacto xutelli OT[ KOpUCTYIOThCS COLIATbHUMHU MEPEXaMH, K1 BIKOBI
IPYIH PO3TISAAI0TS iX SIK JDKEPEIo iHpopMallii po KUTTS TPOMaIH YU JTOBIPSIOTH TOCTaM, SIKi
po3mimieHi Ha HUX. TakoX JOPEYHHMH € JOCIHIHPKEHHS IHTEHCUBHOCTI BUKOPUCTAHHS PI3HUX
IHCTPYMEHTIB COIIIAIbHUX MeJlia, aHaJli3y pealizallii Ta OliHKH e()eKTUBHOCTI KOMYHIKaTUBHOT
CTpaTerii TPOMaJIH.
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Communication Resource of Amalgamated Territorial Communities (in the context of
Facebook Pages of Rural Communities of the Carpathian Region).

The aim of the article is to analyze the Facebook pages of amalgamated territorial communities
and elaborate recommendations for the effective use of Facebook for the presentation of a community.

The results of the analysis. In recent years, social media social media usage is increasingly
expanding. There are numerous programs such as Twitter, Facebook, LinkedIn, Pinterest, Google+,
Instagram, etc. One of the special features of social media is that they can be used not only by individual
users but also by educational institutions, enterprises, organizations, government structures, primarily
as a communication platform. However, the use of social media for business and public authorities has
its own peculiarities. P. Lachapelle emphasized that the use of social media and networking is
significant as a community development tool in terms of building relationships, improving
communications, documenting development efforts, sharing information in real time, informing and
reaching a wider audience than it was possible at any time in the history.

There is a lack of attention paid to the issue of using social networks by amalgamated territorial
communities that have been formed in the process of power decentralization reforms in Ukraine. We
have conducted a content analysis of 51 Facebook pages of rural amalgamated territorial communities
of the Carpathian region. The time frame of content analysis was three months (November-December
2018). The analysis conducted shows that 37 communities created Facebook Page; 8 registered as
Facebook Group (one of which is closed); 6 - as a personal user profile. The following groups of content
on Facebook highlighted information about cultural events; greetings; information about community
successes; activity of the administration/local authorities; information about competitions/grants;
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reposts; appeals of residents, household postings. The reposts of different nature (80%) were found to
be the most frequently spread. The information about cultural events, which is posted on 39 of the 51
Facebook pages (76%), is the second most common information. To the same extent, postings about
community success, greetings of workers and residents, and the like were posted on pages of 36
communities. In 65% of cases there was information about performance activities of the local authorities
and officers of administration. The announcements were displayed on 27 Facebook pages of
communities.

It is worth emphasizing that for organizations it would be reasonable to create a Facebook Page
not a Group or a personal Profile. That is why, if the local authority of the amalgamated territorial
community decides to create a profile in a social network, then, firstly, there should be a specific goal -
the presentation of the community. Secondly, it is necessary to appoint a specific person responsible for
that. Finally, the information on the social network should be balanced. The messages should reflect the
community livelihoods and such information ought to be focused on the community location. It is
mandatory to provide the information about the community itself and mention its official page.

Conclusions and direction for further research. First of all, a positive trend is the use of social

media by amalgamated territorial communities. As stated in our content-analysis, two thirds of the
communities have their active pages on Facebook. Generally, if a community is registered as the
Facebook Page, this will bring more opportunities for the community to represent itself in a social
network. In particular, the page is a public space that is indexed by search engines, allowing the creation
of advertisements. It provides various options for setting contact information, moderating subscribers'
messages, and also displays visiting statistics, etc. Nonetheless, the conducted analysis showed that a
professional approach to the community presentation in the social network was not occurring
frequently. Therefore, it is advisable for the amalgamated territorial community to develop a
communication strategy in which the Facebook Page is one of the tools for its implementation and one
of the channels for spreading information.

Further research may be aimed at identifying the impact of social networks on community
participation, how often residents use social networks and whether they trust information posted in
social media. For amalgamated territorial community, it is also possible to conduct a research using
various social media tools as to create and realize a communication strategy.

Keywords: social networks, Facebook, amalgamated territorial communities, Carpathian region,
rural areas.
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PIHAHCOBO-EKOHOMIYHI ACIIEKTU ®YHKIHIOHYBAHHSA PUHKY
KIBEPCIHIOPTY

B cmammi oxapaxmepusosano ¢hinanco8o-eKoHOMIUHI 0cobaUB0CMI (DYHKYIOHYBAHHA PUHKY
Kibepcnopmy 6 Ykpaiui i ceimi. Bcmarnoesneno, wo 8iOMiHHOCHI pUHKY 8i0 THUUX CEKMOPI8 eKOHOMIKU
ooymosnioroms  nompedy Yy 600CKOHANCHHI MemMOOUKU aHARi3y iX (DIHAHCOBUX NOKA3ZHUKIE.
Oxapakmepu3zo6ano mosapry CmpyKmypy puHKy ma CmpyKkmypy 00xo0ie Kibepcnopmy 3a 0x4cepenamu.
Buoineno i npoananizosano ocrnosHi Oxcepena ¢hinancysanHs puHky, 00 '€Onaui 8 5 epyn: npueammi
IHeecmuyii, 3anN03UYEeHHs, NIOMPUMKQA, KOMEPYIUHA OISIbHICMb, yuacmy y smazantsx. Busenieno, wo 6
Ccmpykmypi 00X00i8 Cymmeso nepesadcaromv npueamui ingecmuyii i cnoncopcmeo. Lle 3abesneuye
WBUOKUL PiCh PUHKY, ale QOpMYE pusuKku wooo Henponopyitinocmi ginancysanns. Haeonoweno na
npobaemi giocymuocmi ogiyitinoco cmamycy Kibepcnopmy 8 Yxpaini. O62pyHmMO8AHO BANCIUBICIb
3abe3neuents 30a1aHCOBAH020 PIHAHCYBAHHA PO3ZGUMKY PUHKY 3 DISHUX OdHCepei.

KitrouoBi cioBa: MapkeTHHT, KibepcropT, Bijgeorpa, puHOK KidepcropTy, ¢hiHaHCOBI acIeKTH,
€KOHOMIYHi acIleKTH

DOI: 10.15276/mdt.3.3.2019.6

ITocranoBka mpolJeMH B 3arajJbHOMY BHIUIAAI Ta 1i 3B’A30K 3 BasKJIMBHMH
HAYKOBMMHM 200 NPAKTUYHUMHU 3aBJaHHAMHU. EKOHOMIYHI mpouecu y cdepi Kibepernopty
MaroTh B LUJIOMY CXOXY NPHUPOAY 13 IHIIMMH CeKTopamH. Tak camo, SK 1 MPOMHUCIOBI YU
TOPTrOBEJbHI MIITPUEMCTBA, OpraHi3alii KibepcrnopTy 311HCHIOIOTh A1SUIbHICTD, CIPSMOBaHY Ha
oTpuMaHHs NpuOyTKy. IIpy 11bOMY BOHM BHUKOPUCTOBYIOTH BJIACHI 1 3allO3MYEHI PECypCH,
3a0e3MeuyloTh IJIaHyBaHHS, OPTaHi3allilo Ta KOHTPOJIb PyXy (pIHAHCOBUX KOIITIB. ['0I0BHUM
3aBJIaHHIM KiOepCIOPTUBHUX MEHEKEPIB MPH LIbOMY € (hOpMYBaHHS MPOLECIB Ta OpraHi3allis
JISIIBHOCTI KOMIIAHINA Tally31 TaKUM YHWHOM, 100 3a0€3MeYUTH MaKCUMaJbHE HaIXOKEHHS
JIOXOJIiB MPU ONTHUMAJIbHO HU3BKUX BUTpaTax. J{JIsl TOCATHEHHS TaKOT'O Pe3yJIbTaTy HEOOXiqHe
YiTKE PO3yMiHHA (PIHAHCOBO-€KOHOMIYHHMX acCIHeKTiB (YHKIIIOHYBaHHS PHHKY KiOepcropTy,
BKJIIOYaI0uu (OpMyBaHHs MPUOYTKY Ta CIIOCOOIB 3aTy4eHHs KOLITIB 13 Pi3HUX JKEpel.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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HesBakatoun Ha 3arajbHy CXOXICTh, KIOEPCIIOPT BOJIOMIE€ PSAIOM OCOOIMBOCTEH, IO
00yMOBIIIOIOTh TIOTPpeOy B OKpPEMOMY JOCTIIKeHHI (HiIHAHCOBO-EKOHOMIYHUX aCIEKTiB
¢dopmyBaHHs puOYTKY Ta (yHKIIOHYBaHHS. BoHa BKJIIOYae pi3Hi TUIH Cy0’€KTIB PUHKOBUX
BIJTHOCHH, SIK1 YaCTO B3a€MOOIIOBHIOIOTH OJIMH OAHOTr0. Tak, FOJIOBHUM CHOXKMBAYEM HA pUHKY
KiOepcrnopTy OJHOYACHO BUCTYMHAIOTh I'paBLi 1 Ifgadi, sfKi (GpiHaHCYIOTH (DYHKIIOHYBaHHS
PUHKY IIIIXOM KYIIBJI irop, TeXHIYHUX 3aco0iB, eleMeHTIB Ipu 1 T.a. [Ipu mpomy rpasii
OJTHOYACHO BHUCTYIAIOTh Y POJIi CIIOKMBAYIB 1 MpoMoyTepiB irpoBoi nmpoaykuii. Ha Bigminy Bix
TPaAMIIIHHUX BUIIB CIIOPTY, KiOepcropT He (iHAHCYEThCSA JEPiKaBor depe3 MIiHICTepCTBO
MOJIOJII Ta CIOPTY YKpaiHu Ta (YHKI[IOHYE BHKJIFOYHO Ha PUHKOBHX YMOBaX. TakuM YHHOM,
JUTSL TIIMOOKOT'O PO3YMIHHS TPOIIECIB CTAHOBJICHHS 1 PO3BUTKY PHHKY KiOepCcropTy HeOOX11HO
YiTKO PO3YMITH JpKepena HaIXO/PKEeHHS pecypciB. Lle T03BOIUTH MpPOBECTH MOBHOLIHHHUNA
aHayi3 PyHKI[IOHYBaHHS Tally3i Ta BU3HAYUTH 11 IEPCIICKTUBH.

AHani3 ocTaHHIX JoCHiIxkeHb |1 myOuaikamid, B SKHUX MNOKJIAJEHUH MOYATOK
BUPIlIEHHIO TaHOI MPo0JieMH i HA sIKi cniupaeTbest aBTOP. JoCiKeHHs KiOepCropTy, K
€KOHOMIYHOTO SIBHIIA, B YKpaiHCHKii Hayli nepeOyBae B 3apoakoBomy craHi. Cepen OubII-
MEHII KOMILJIEKCHHX poOiT MoxkHa BuALMTH nipaii K. 'oposoi Ta JI. ['oposoro [1], I. JIazneBa
i /1. Hapenxo [3]. Bonu crocyroThest y3araabHEHHS iHPOpMALii IOAO CYTi i CTPYKTYPH PHHKY
Ki0epcrnopTy, a TaKOK BU3HAUYECHHS MOT0 CTaHy 1 TeHJEHIIN PO3BUTKY. BilbIl TPYHTOBHUMU €
mpami MDKHApOJHHUX aHATITHYHUX MpoekTiB NewZoo [9] Tta Superdataresearch [12], a Takox
iHo3emHux BueHux — C. Xantepa (S. Hunter) [10]; b. Kanninema (B. Cunninghem) [7], JL.
Baiicmena (L. Wiseman) [13] Ta iH. BoHn BHMBYalOTH PHHOK KiOepcnopTy 3 mo3wuiii Horo
3HAYEHHS JJI51 EKOHOMIYHOI CUCTEMH CBITY Ta B KOHTEKCTI MApKETHUHTY.

Bupinennsi HeBHUpilIeHMX paHille 4YacTHH 3arajbHOl Mpo0JeMH, KOTPHM
NPHUCBAYYEThCA cTaTTsl. OKpeMe KOMIUIEKCHE JIOCHIKEHHS CUCTEM B3a€MOBITHOCHH, Ta SIK
HACJIIJIOK JDKEpeNl MPUOYTKY KiOSpCIIOPTUBHHUX OpTraHi3amii, JO3BOJUTH Kpamie 3pO3yMIiTH
MeXaHi3MU 1X (YHKIIOHYBaHHA Ta CTBOPUTh OCHOBY [UIsi OOTPYHTYBaHHS HampsMiB
MOJAJIBIIIOTO PO3BUTKY.

®opMy/TI0BAHHA MeTH CTATTi (MOCTAaHOBKA 3aBAaHHSA). METOIO JOCHIIKEHHS €
BUBYCHHS (DIHAHCOBO-€KOHOMIYHUX AacHeKTiB (YHKIIOHYBAaHHS PHUHKY KiOepcmopTy, a
0CO0JMBO — JpKEpea MpUOYTKY KiOepCHOPTUBHUX OpraHizalliil sk HarmpsMiB A (GOpMyBaHHs
MapKETHHTOBHUX 3yCHIIb.

BukiageHHs1 OCHOBHOIO MaTepiajy IOCTIAXKEHHSA 3 NMOBHHM OOIPYHTYBAHHAM
OTPMMAHHMX HAYKOBHX pe3yabTaTiB. Po3BUTOK 1H(GOpMaLIHHUX TEXHOJOTIH ChOTOJHI
3HaYHOIO MIpOIO BU3HAYa€ HAMpsM HaykoBoro rnporpecy. Big 3100yTkiB B IT-cdepi 3anexatsb
HIBUJAKICTE 00poOKM 1 mepepadi iHpopmalii, aHaIITUYHI MOXJIMBOCTI JIIOACTBA, 00CATH
BUPOOHHUIITBA Ta SKICTh MPOAYKIIi1, a TaKOXK 1MOOYT Ta cepa po3par. [HhopmariitHi TexHoOr1i,
Nnopyd i3 BHKOPHCTAaHHSAM B TPAAWIIHHUX 1 XKUTTEBO BAXIUBUX IIpolecax Ta Taly3sX,
3a0e3meuyroTh ()OpMYBaHHS HOBUX CEKTOPIB €KOHOMIKU Ta CYCHIUJIBHOTO >KUTTS, B SIKUX IXHS
POJIb € BU3HAYANIBHOMO. [0 Takux cdep HaleKuThb 1 KI0epcropT.

KiGepcopr — me irpoBi 3MaraHHs, 3aCHOBaHI Ha BHKOPHCTAaHHI KOMII IOTEPHHUX
TEXHOJIOT1H, SIKI MPOXOJATh y BIpTyanbHOMY IpocTopi. ChoroaHi kidbepcnopt — 1e rinodajibHa
IHAYCTpis, po3Mip skoi nepesuinye obopot B 150 mapxa gon. CIIA, a 3aranpHa KiIBKICTh
YYaCHUKIB 1 IPUXUIIBHUKIB — 2,5 MIIpJ 0ciO.

Bin noennye B cobi XapakTepUCTHKH TPAJUIIHHOTO CHOPTY (3MarajbHa CKJaJ0Ba),
cthepu posBar (emorriiiHa ckiaagosa) Ta [T-chepu (TexHoOMOTIUHA CKIa0Ba). Take moeTHaAHHS
OXOIUTIOE SIK YHIKaJIbHI, TaK 1 CIOPiTHEHI pUCH KOXKHOI chepH. AHAJIOTIUHO 13 TpaJAuLliHHIM
croptoM, kibepcdepa nepeadavae mpoBeACHHS 3Maralb, ICHYBaHHS KOMaH/I, TPaBIIiB, TPaBUII
TYpHIpYy 1 mparHeHHs 10 nepemoru. lle 3a0e3neuye BHCOKUI piBEHb 3alydEHOCTI PSIOBHX
NPUXWIBHUKIB JI0 Tponecy. Tak camo, SK 1HIYCTpis po3Bar, KibepcnopT poOUTh CTaBKYy Ha
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EMOILIHIN CKIIQAOBIH, IO JO3BOJSE MPHUBAOIIOBATH BEJIUKY KUIBKICTh NPUXWIBHUKIB 1
CTAHOBHUTH 1HTEpeC I Menia. 3 TOYKH 30py crnopimHeHocti 3 IT-cdeporo, B KibepcmopTi
KITFOYOB1 TOJii BiOYBAIOTHCSA Yy BIPTyallbHOMY CEPEIOBHIINI, IO OOYMOBIIOE TOTpPeOy y
CIeliaJIbHUX TEXHOJIOTIAX 1 MpOorpaMHOMY 3a0e3TeUeHHI.

VY 2015 poui emHicTh pHHKY KibepcmopTy craHoBuiia $655 mun, y 2018 poky mocsria
$865 mutH. 3a mporHozamu Newzoo, y 2019 porti puHOK BHpocTte A0 BigmiTku $1,096 mip.

(puc. 1).
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Pucynok 1 — Jlunamika cBiTOBOT €eMHOCTI puHKY KibepcmopTy [9]

MoskHa cKa3aTd 3 YIEBHEHICTIO, 0 HE ICHYE PUHKY 3 MOMIOHOI0 TUHAMIKOIO POCTY.
Tomy cTae akTyalbHUM aHalli3 eKOHOMIYHHX MPOIECIB PUHKY KiOepCropTy.

3Bakaroun Ha crierudiky KibepcrnopTy, TpaAuLiiHI MIXOAM 1 METOAM aHAII3Y JHKEpe
fioro (iHaHCyBaHHS MalOTh CYTTEBI OOMEXKEHHs MO 3acTocyBaHHIO. Tak, MeTonu, SsKi
3aCTOCOBYIOThCS Ul aHANI3y JDKEpes T0XOAIB MPOMUCIOBOrO MiANPUEMCTBA YU (PIHAHCOBOT
YCTaHOBH, 1110 Tepe10avaroTh BOJOAIHHS 1H(OpMaIli€ro po CTPYKTYpY OanaHcy Ta (iHAHCOBI
pe3ysbTaT, B HAllIOMY BUIIQJKy HE MOXYTb OyTH BUKOPHUCTaHI Yepe3 BIACYTHICTh OQIIIHHIX
JAHUX TPO AISUTBHICTh KIOEpCIOPTUBHUX OpraHi3arii.

B okpemux acmexkTax MOKHa 3amO3WYUTH METOJMKY IOCHIDKEHHS 3 1HIINX cdep
CIIOPTHUBHOI AisIIBHOCTI, HANpUKIia, i3 ¢pyroony. B nanomy Bunajiky, 3rigqao nanum Football
Money League [8], ocHOBHI mxepena q0X0aiB GyTOOIBHUX KIyOiB €BpONU — 11e BUPYYKa B
JIeHb MaTdy (MpoJa’k KBHUTKIB, CYBEHIpHOI NMpOJYKIii, XapuyBaHHs 1 HamoiB), KomepliiiiHa
JUSUTBHICTD MPOTSITOM POKY (BKJIFOUAIOUHM KYMIBIIO-IIPOAAK IPaBliiB) a TAKOXK MPOJIaX MpaB Ha
TeNeBI3iiHy TpaHCIALII 3Maranb [8]. 3a3HaueHi Jkepena JOXOJIB TaKOX XapaKTepHI AJs
Ki0epcrnopTy, NpoTe iXHS YacTKa € JOCUTh HE3HAUHOIO.

BigmivaeTbes, 1m0 JaHIor (opMyBaHHS BapTOCTI B KiOEpCHOPTi B LIIOMY CXOXKHUH 3
KJACHYHMMH CHOPTHBHUMH BUIAaMHU. Tak, CIIOYATKy 3’SIBISETHCS SIKICHHMA MPOIYKT (Tpa,
KOMaH/a, MoJisf), BOHAa 30upae ayauTopito (MAMHMCHUKIB, TIsAAa4iB, yOomniBadbHUKIB). Lls
ayIUToOpisl CTae IIiKaBor 3aco0aM MacoBoi iHQopMallii, croHcopaM Ta iHBectopam. B
CYKYIHOCTi, B3a€MOJisi Ha3BaHUX CYO’€KTIB MpPHU3BOIUTH A0 (OpMyBaHHS MLIHHOCTEH 1
301IbIIEHHS BapTOCTI B CETMEHTI KiOepcropTy.

B perpocnexTuBi nepui iHiiaTuBU B cdepi KoMmepuiamizalii KibepcrnopTy Hauexain
BUPOOHUKAaM KOMII IOTepHOro obnaaHaHHs. [IpoTe, KoM 4MCENbHICTh 3aJly4€HOI1 ayAuTopii
noyaja CTpiIMKO 3pOCTaT, KibepcropT CTaB MPUBAOIMBUM TaKOX 1 JJIs1 CBITOBHX OpeHIIB 13
IHIINX c(ep eKOHOMIKH.
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3BakalouM Ha HEBHM3HAYCHUH cTaTyc Kibepcmopry B YKpaiHi 1 MOB’s3aHy i3 UM
BIJICYTHICTh aJJalTOBAHMX CTaTUCTUYHUX JaHHUX 100 HOro (yHKLIOHYBaHHS, B POOOTI MU
BUKOPHCTAEMO JIOCTYITHI JIJIsSI BUILHOTO KOPUCTYBaHHSI IaH1 aHamiTHaHOi kommanii NewZoo [9].
BoHu [103BONAIOTH MpoOaHai3yBaTH CTPYKTYPY PHHKY 1 BU3HAUUTH, KA caMe HPOAYKIIisS
3a0e3revye roJioBHI (JiHAHCOBI HAJIXO/KCHHS Y rany3b (Tadu. 1).

Tabmuus 1- ToBapHa cTpyKTypa puHKY KibepcropTy (mporHo3 Ha 2019 p.) [11]

Iponyxmis Hoxinm, Mapa. nox qacgﬁi{i:ﬁ: B;ZTypl
Irpu asist cMapTdoHiB 54,9 36,1
Koncoui 47,9 31,5
3aBanTaxeni irpu s ITK 32,2 21,2
IDnanmeru 13,6 8,9
Bpaysepni irpu s TIK 3,5 2,3
Beroro 152,1 100,0

SIx 6GaumMoO, OCHOBHI HAJXO/DKCHHS B Trally3b 3a0e3NeuyloTh irpu ais cMapT(OHIB i
KOHcoull. B cykynHocTi BoHU natoTh Aoxia B 102,8 Miapa. 101 1 3arajibHy 4acTKy, 110 JOPIBHIOE
67,6 %. Jly>xe HU3bKi TOKa3HUKH (PiHAHCOBOTO Pe3ysIbTaTy MPUTaMaHHi Opay3epHUM irpam ajst
IIK — Bcworo 3.5 mupa. gon i 2,3 % uactku puHKY. ITocTynoBo 3HMKYETbCs 4YacTKa irop,
3aBanTaxxeHux Ha [IK. 3a mpornosamu Ha 2019 pik BoHa ckimamae 21,2 %. YacTka puHKY
wiaHmeriB — 8,9 %. 3aBAsku pO3BUTKY MOOUIBHHUX TEXHOJIOTIH PUHOK OTpUMYE OLIbIIi
XapaKTEPUCTHKN MOOLIBHOCTI. B 1aHOMy BHMAAKy PpO3BUTOK TEXHOJIOTIH KOperye Horo
CTPYKTYPY 1 B 3Ha4HIi Mipi BIJIMBa€ Ha (piHAHCOBO-EKOHOMIYHI MpouecH (puc. 2).

Pexnama ; 189,1;
17%

Pucynox 2 — CtpykTypa 10X0/1iB KiOepCcTopTy 3a JpKepenaMu (MMPOTHO30BaHI J1aHi
2019 p.).

SAx Gaummo, TpamuuidHi s (GyTOONBHHX KOMaHA €BpONU Kepena JOXOIIB —
CYBEHIpHU 1 KBUTKH, JIIEH31iHI 300pH 1 MefianpaBa GpopmyroTh y kKibepcnopTi Tibku 41 %
noxoxis. e 17 % noxoxaiB HaAXOAATH Yepe3 3allydeHHs pekiamu. [Ipore HaitbibIIa yacTka
HAJXO/KeHb Ha naHuil yac (42 %) 3a0e3neuyeTbesi cioHcOpaMu. Taka CTpyKTypa AOXOIB €
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JOCUTh XUTKOIO 3 TO3MILII TpagWIiMHUX pPHUHKIB. 3aJeXHICTh BiJl CIIOHCOPIB € JyXe
pusnkoBaHoo. [Ipore moTpiOHO po3yMiTH crienudiKy PUHKY.

Ha cporoani puHOK KiOepcropTy € OJHUM 13 HalguHaMigHImuX. KijgbKicTh TpaBIiB Ta
IJIS1a49iB  MOCTIHHO 3pOcTae, K 1 iX KymiBelabHA CIPOMOXKHICTh. BiamoBigHO A0 1HOTO,
BKIIQJIAaHHS PECYpPCIB Yy PHUHOK 13 TaKUMH XapaKTEPUCTUKAMH € JOCHTH paIliOHATBLHUM.
CHOHCOPCHKI KOIITH JI03BOJISIOTH TPHUIIBUANIYBATH PO3BUTOK Tajly3i 1 30UIBIIYIOTh MICTKICTh
puHKy. ToMy MOXHa 3 YIIEBHEHICTIO CTBEPKYBATH, 110 CIIOHCOPH — I1€ AJICKO HE aIbTPYicTh
1 IXH1 BKJIAJACHHS, IT0-CYyTi, € HIYMM 1HIIIHUM, K IHBECTHI[ISIMH, 110 3a0€3MeUyIOTh IIBUIKHHA PiCT
PUHKY.

BianmoBigHO 10 1BOro, MM 3acTepiraeMo BiJi OJHOOIYHOTO TPAKTYBaHHS CTPYKTYpH
JIOXOJIiB KiOepCropTy SIK HepanioHaNbHOI. Takuil miaxing Moxe chopMyBaTH HEKOPEKTHY 0azy
s (iHaHCOBOTO aHami3y 1 (opmMyBaHHS MapKETHHTOBHX crpateriii. Tomy crnpobyemo
PO3TIISIHYTH JIKEpena HalX0/pKeHHs (piHaHCOBHX 1 MaTepialibHUX pecypciB B KiOEpCIIOPTHBHIM
oprasizartii OUIbII IeTaIbHO.

Amnaniz (¢iHaHCOBHX TMPOIECIB B YKpPaiHCBKMX 1 CBITOBHX KiOepCIIOPTUBHHUX
Oprafi3amisix JJ03BOJHMB BUAUIMTH JEB’ATh KIIOUOBUX JDKepel OoTpuMaHHs pecypciB. Lli
JDKepesia He BHCTYNAlOTh OKPEMUMH CyO’ €KTaMH, a YTBOPIOIOTH ITEBHI rpymnu. Buminsrors
JICB’Th OCHOBHHX JKEPENl OTPUMAaHHSI eKOHOMIYHHX PECYpPCIB, 5IKi 00’ €THY€ETHCS Y TPH IPYIH

(puc. 3).

OCHOBHI KOMEpIIiHHI KibepcnopTrusHa < He ocHOBHI KOMepIiiHi
HaIXOJPKEHHS: oprasizamis HaAXOKEHHS:

- Mejianpasa - IpOJax aTpuOyTHUKH

- CIIOHCOPCTBO — - CTpIMIiHTOBI HiAITUCKA

- y4acThb y Hexomepuitini - HaBYAILHUI KOHTEHT
3MaraHHsx HaIXO/KCHHA. - OpOCYBaHHS HOBUX

- IpuBaTHI - MiueHar MIPOAYKTIB pO3pOOHMKA
iHBecTHLIT - Kpayadasainr rpu

Pucynok 3 — OcHOBHI Jikeperna HaJIXO)KeHHs (piHaHCOBMX 1 MaTepiallbHUX PECYPCiB B
Ki0epcrnopTUBHIM opraHizamii

OcCHOBHI KOMEpIIiiiHI HaJIXO/KEHHsI BKJIIOYAIOTh MeJlanpasa, ClIOHCOPCTBO, y4acTh Y
3MaraHHsX, IPUBATHI IHBECTUIII] Ta KpeIUTYBaHHS.

[Iponyxkuis y hopmi irop, 3Maranb, o/ii Ta iHQOpMallii € TOJJOBHUM €JIEMEHTOM PUHKY
kibepcnopty. HaBkono Hei BinOyBaroTbcs yci iHINI MpPOIECH, MOYMHAKOYM Bl KYHiBIIi-
MPOJIaXy, IO PO3MIIIEHHS JIOTOTUITY crioHcopa 1 T.4. [1o cyTi, cTBOpeHuii 1 3aponOHOBaHUMA
Ha PUHKY IPOAYKT TMOBHHEH MaTH LIHHICTb CEpel] CBOIX CIIOKMBAdiB 1 MOTHUBYBATH iX 10
NOKYyNKH. Bce iHIIE — CympoBiiHI MpolecH, SKi JT03BOJISIIOTh MOKpallyBaTH (hIHaHCOBUMN
pe3yJbTar.

3Bakaloun Ha HEOJHO3HAYHICTh MPOJYKTY B JOCHIIKYBaHIA cdepi, BIH MOXKE MaTu
pi3Hy hopMy 1 O-pi3HOMY cIIpUMaTHCA CIIOKMBaYaMu. B mepiioMy BUMAaKy, MPOAYKT — 1€
BiJleorpa, HABKOJIO $IKOi OyayeThcsl 1HAycTpis KibepcropTy. BoHa moBHHHA BiANOBiNAaTH
notpedam IpaBIiB i MaTH BUCOKHH PiBEHb 3aJIy4€HOCTI yU4acHHKiB. B iHIIoMy BUMaaky — 1e
3MaraHHs M 1HIII MO/, sIK1 POKYCYIOTh IHTEpeC YUaCHUKIB 1 IVI1a4iB J0 ICKPABOTIO 1 IIIKaBOTO
BUOBUINA. B 1aHOMY BHUMajKy NOTpiOHO JOOUTHCS MaKCUMAaJIbHOTO 33/10BOJICHHS €MOLIIHHUX
noTped CroXKMBaYiB.
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OmnaiiHoBa (hopma KiGepcropTy Mae CBOKO CHenudiKy 010 KOMEPIIHHOT CKIIaI0BO1.
Bona nepenbavae oco0nuBy (GopMy B3a€EMOBIJHOCUH 3 MPHUBOAY OIUIATH 32 KOPHCTYBAaHHS
NPOAYKII€I0, TOCITyraMu 4d nonisMu. Ha BinMiHy Bix odnaitHOBOro kiGepcnopTy, B OHJIAWH
peKuMi oIata 311HCHIOETCSA 32 yac KOPUCTYBaHHs NMPOIYKILI€ 4y neperisa noaii. Ls
0COONMBICTD MOXXE€ OYTH BHUKOPUCTAaHA I MPOAAXy YAaCTUHU Yacy pEeKIaMOAaBLSAM 1
croHcopaM. Koy, 3amydeHi 3a paxyHOK LbOTO, CTAHOBJISATH BaroMy 4acTKy Y 3arajbHid
CTPYKTYPi JJOXO/IiB.

[Iponaxx edipHOro Yacy 4 I1HIIMX KOMYHIKAI[IMHUX MOKJIMBOCTEH CIIOHCOpaM 1
pexinamMoaBisiM — (Gopmye B3aeMHY BUTOAY [Uisi 000X ctopiH. KibepcmoptuBHi opranizariii
OTPUMYIOTh JIOJJATKOBI PECYpPCH, a pPeKIaMoJaBii — A0CTyn A0 ayauTopii. OcoOIMBICTIO
CIIOHCOPCTBA B IAHOMY KOHTEKCTI € Te€, IO IIJIbOBA ayTUTOPIsl € TOCUTh MOHOJIITHOIO 1 caMe B
1IboMy (popMaTi MOXKe pearyBaTy Ha CUTHAIIM, 3aKO/I0BaHI Y peKIami.

BinMiTiMoO, 10 paHilie TOJIOBHUMH CIOHCOpaMH 3MaraHb 3 KiOepcmopty Oynu
BUPOOHHMKHN KOMIT FOTEpHOTo oOyiamHanus - Acer, Asus, Intel, HP ta inmi. Tenep OuibmicTs
CHIOHCOPCHKUX KOHTPAKTIB YKJIIANAEThCA 3 KOMIAHISIMH — JAJEKUMH JO IrpOBOi 1HIyCTpii —
Mercedes-Benz, MediaMarkt, Visa, Qiwi, PepsiCo, Red Bull, KFC [5].

J1o 1IbOT0 X, B TPYITY JIOXOJIiB MOKHA BiTHECTH 301p YWICHCHKUX BHECKIB BiJl YYACHHKIB
pi3HUX acomiamiii, ¢peaeparniii Ta kiay6iB. 3a paXyHOK IIMX BHECKiB BiJIOYBA€THCS MPOBEICHHS
3Marafb, (POPMYIOTCS IPU30B1 POHAM, TTPOBOISATHCS 1HIII 3aXOIH.

Peanizaris 3ax0/1iB B Mekax Pyl KOMEPIUIHHOT AiSNIBHOCTI € IOCUTh KOMILIEKCHOIO 1
IPSIMO TTOB’sI3aHa 13 MiANPUEMHUIIBKOIO TisUTbHICTIO. BoHa mependadae OCTiKEHHS PUHKY 1
IPOBEIEHHS  MapKeTMHIOBOTO  aHalli3y, CTpaTeriyHe  ympaBliHHA,  (opMyBaHHA
KOHKYPEHTOCTIPOMO>KHOI TIPOIO3MIIii, THYYKOi ILIHOBOi MOJITHKH, (OpPMYBaHHA CHUCTEMHU
MapKETHHTOBOI KOMYHiKamlii 1 auctpuOymii. Ycmix y gaHiil rpymi JOXOIIB MiJBHUIILYE
€KOHOMIYHY CAMOCTIHHICTb 1 MPUBAOIUBICTH KiOEpCIIOpPTY.

He meHm BaxnuBUM ajis KiOEPCIIOPTMBHHMX OpTaHi3allii € Mpojax MEIIHHHUX Ta
mineHsiHux npas. Lleit iHCTpyMeHT moTpeOye HasBHOCTI BEIHMKOI JIOSUIbHOI ayauTopii, ane
JI03BOJIsIE OTPUMYBATH 3HauH1 pecypcH. Pa3om i3 mpopakeMm mpaB Ha BHCBITICHHS MOAIN Ta
3Maradb KiOepCcropTHBHA OpraHi3allis MOBHICTIO a00 YaCTKOBO peajli3ye peKJIaMHi Mpasa, 110
(bopMye B3aEMOBUTITHY OCHOBY JUIsl CITIBITpalll 13 MEIIMHUMHU KOMIIAHISIMH Ta CTPiIMEpPaMH.

VY4acTp y 3MaraHHsX CIy>KUTb JKEPEIOM T0OXO/1B JJIs1 BUCOKONPO(hECIHHUX 1 yCIIITHUX
IPaBLiB Y4 KOMaH/[. Y BUIAJKYy EPEMOTH UM IOCSITHEHHS 1HIIOTO BUCOKOTO PE3yJbTaTy BOHU
MOXYTb IPETEH/yBaTH HA OTPUMAHHs IPH30BOro (oHxy. Moro posmip 3anexuts Bix crarycy
TYpHIpY 1 piBHS €()eKTUBHOCTI KOMEPLIHHOI ck1an0Boi. Lls rpymna Mae HalfBUIIly aKTyalIbHICTb
3MarajbHOi CKJIaZI0BOi 1 MMO-cyTl ¢popMye iHAYCTpito Kibepcrnopty. KoxkHa komaHaa 1 KoeH
rpaBelb NpUHMae y4acTh y 3MaraHHsx AJs TOro, o0 mepemMortu. 3apoOiTKH Bija ydacTi B
KIOEpCIIOPTUBHUX TYpPHIpaX CYTTEBO BIAPI3HAIOTHCA JJIS PI3HUX AMCLUMILIIH, KpaiH, JIr Ta
xoman 1. Ha nanwuii yac, Hait6inbn BucoomiauyBanumu € Dota 2, CS:GO, Fortnite. Y sunaaxy
3 3maranHsMu B League of legends i Overwatch, po3poOHUK rpu BUKOPUCTOBYE (DpaHIIU3HY
cucremy. Kymyrouu Micue B J1i3i TaKoro THILy, KiOepCIOPTUBHA OpraHi3allisi MOXKe OTpUMaTH
npuOyTOK 3a NMepepaxyHoK ii I[IHU Yy HACTYITHUX CE€30HaX, IPHU MEIINHIN YCHIITHOCTI 3MaraHb.

HanxomkeHHs Bi MpUBAaTHUX 1HBECTOPIB — 1€ 1HBECTHINI (HI3UUYHUX Ta IOPUAMYHUX
0ci10, BKIIIFOYal04YM BJIACHUKIB KIOEpCIIOPTUBHUX OpraHi3alliil Ta IHBECTOPIB, 3aTy4eHHUX 330BHI.
[xHs1 OcHOBHA MeTa — JOCATHEHHS eKOHOMIYHOTO eeKTy 3a PaXyHOK PecypciB, BKJIAIEHUX Y
6i3Hec. Lleil Thm cy0’eKTIB pUHKY MOXKE JOJydaTHCs IO Ipolecy sK (piHaHCOBO, TaK 1
MaTepiaibHO — 3a PaxyHOK KYMIiBIi, MPOAaXy Ta OPEHIM HEPYXOMOCTIi, CIEIiaIbHOTO
oOnanHaHHA. 3a3BHuaif, pecypcH IHBECTOPIB BiJIrPalOTh KIIOYOBY pOJIb HA IMOYATKOBUX
CTaJlisIX PO3BUTKY KiOEPCIIOPTUBHUX MPOEKTIB. 3 PO3BUTKOM 1HIYCTpii Y MPOEKTIB IHBECTOPU
MO’KYTh TOBHICTIO BUBECTH CBOi BKJaJau 13 013Hecy abo mepeinBecTyBatu ix. Ha manuii yac
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KJIIOYOBI 1HBECTOPU Tajy3i B OUIBIIOCTI HApPOIIYIOTh CBOI BKJIAIEHHS, MIATPUMYIOUYHA BUCOKY
TUHAMIKy pUHKY. BBa)kaeThcs, 110 HAa JaHOMY €Tari 3MEHIICHHsS] CIIOHCOPCHKHX BHECKIB Ta
IHBECTUIII MOXYTh OOYMOBHUTH CIIOBUIBHEHHS TEMIIB pOCTy abo il MOBHY iX 3yNHHKY.
BiamoBigHO 10 1IbOTO, IHBECTOPH, IO CYTIi, MATPUMYIOTh BUCOKY IMPHBAOJIUBICTh PUHKY, aJe
IOUTAHHS LIOJI0 OKYIMHOCTI iHBECTHII MOKH IIO HE CTOiTh. He MEHII BaroMoro 4acTKOIO
IHBECTHIIIHOT MIsUIBHOCTI y KiOepcropTi € KyMiBJIS-TpoJak KommaHiid abo iX 4YacTOK Ha
($OHIOBOMY PUHKY.

3rinno 3 panmmu [. ComHieBa [4] 4yuciao yroj B3JIMTTS/NIOTJIWHAHHS HA PUHKY
kibepcropTty mopoky 3pocrae. Cepes; HAWOIBIIT BiJOMHUX:

— KyIIiBJIs KOMIIaHie€x0 AMazon ctpiMiHroBoro cepsicy Twitch za 1 mupa. mon. y 2014p.;

— KkymiBis komnaniero TimeWarner crynii Machinima s 2016 p.;

— KyMIBIIA KUTalChbKOIO KommnaHiero Tencent 84 % axuiit ¢piHCHKOTO po3pOOHHKA irop
Supercell 3a 8,6 mupa. noi;

— KYIBJISA KATAHCHKMM KOHCOpPIiyMOM Ha 4oji 3 Ma Giant i3painbcsKkoi irpoBoi crymii
Playtika 3a 4,4 mipa. go:m.;

— normHaHHsg Kommaniero Activision Blizzard xomnanii King Digital (BupoGuuka
Candy Crash) 3a 5,9 mupa. gom.;

—B 2017 p. The Walt Disney Company 3a 1,78 mup/. 101 3011bI1MIa BIACHY YacTKY B
cTpiminrosiii komnanii BAMTech;

— KymiBis pociiicbkoro kommaniero Mail.Ru Group cioprussoro xonaunry ESForce 3a
100 miH. 1o

3anmyuyeHHS KOUITIB 1HBECTOPIB Yy KiOepcmopT — JOCUTH CKIaiHe 3aBaaHHsI. BoHO
nependavae YiTKUHA PO3PAXyHOK NPOEKTY, po3poOKy Oi3Hec-IiaHy 1 HWOTO IMPe3eHTAIliIo.
3a3HayeHu (piHAHCOBHIM JOKYMEHT MOBUHEH OYTH KOMIJIEKCHUM 1 MICTUTH YCIO 1H(pOpMALLitO,
ska 0 ommcyBaja Oi3HEC, CTPYKTYpY BHUTpAT 1 JI0XO/iB, BUALIIIA KIIOUOBI (DaKTOpH YCHiXy 1
BpaxoByBaJla PU3UKH, sIKI MOXKYTh CIITKaTH MPOEKT B Ipolieci Horo peanizaiii. OkpiM 1bOTO,
BYUIMBO, MO0 MPOEKT OYyB YCIIIIHO IMPEACTaBICHUM IHBEeCTOpaM. Bin TOro, HAacKiIBKU
KOMIIaHisl 3MOXe MIEPEeKOHATH IHBECTOPA B PEaIbHOCTI OTPUMAHHS BUTO/IM BiJl y4acTi B IPOEKTI
4acTo 3aJIeKUTh ICHYBaHHS caMoro MpoekTy. YacTo KibepcropTuBHI IPOEKTH (OPMYIOTHCS SIK
CTapTanyd 1 NPOXOJIATh yClI €Tamu iX CTAHOBJIEHHs, OJHOYACHO BJIOCKOHATIOIOYUCH 1
MPEJICTaBISIIOYM ce0e 11JIbOBUM 1HBECTOpaM.

KpenuTyBaHHS BUCTyMae Ba)JIMBUM JKEPEIOM 3alydyeHHs (DIHAHCOBUX PECYpCIB Y
kiGepcropr. Moro ocHOBY CKIajaroTh (HiHAHCOBO-KPEAMTHI YCTAHOBU — GAHKHM, KPEIWTHI
CHiJIKM TOIIO. IX BiIMIHHICTB TONIATaE y TOMY, IO BOHM He 6EpyTh Y4acTi y MPOEKTi, a TUIbKHU
MO3MYAIOTh KOIITH HAa BU3HAUYEHHUH NEpioJl Yacy 3 METOI OTPHUMAHHS €KOHOMIYHOI BUTOIU Y
(dopmi BiJICOTKA 32 KOPUCTYBaHHS KpeIuToM. PHUHOK KpeauTyBaHHS B YKpaiHi Ha JaHUH dac
nepeOyBae B cTaii Tpancdopmairii. BaHkpyTcTBO 3HaYHOT YacTHHY OaHKIB B miepion 2014-2018
p. popMye 101aTKOBI PU3MKH 1 00MEXKY€e aKTUBHICTh YUaCHHKIB y cdepi kpeautyBanHs. [Ipore,
TeHJIeHIT 0 Jdepaizaliii 1 ctaduTi3alis 3araibHOi eKOHOMIYHOI CUTYaIlil B KpaiHi TOCTYIIOBO
BIJTHOBJIIOIOTh KPEeUTHI pecypcu. B YkpaiHi, sk 1 B iHIIMX KpaiHax CBITY, BUKOPHCTOBYETHCS
TaKoX TOBapHa (hopMa KpenuTy, sika JO3BOJIs€ KIOEpCHOPTHBHIN opraHizallii OTpUMYBaTH
JOCTYIl 10 OOJaAHaHHS, NPUMIIIEHHS Ta cHnopyAd. BOHM HagaoTbes y THMUYacoBe
KOPUCTYBaHHS 32 BH3HAUCHY IUIATy. 3a CBOEIO TPUPOIOI0 Taka popma 3amydeHHs pecypciB He
MOYK€E BBa)KaTHCS I0XOJIOM, ajie BOHA 301IbIIIye eKOHOMIUHUI MOTEHLIIAN 1 COPHUsE 3POCTAHHIO
€KOHOMIYHOTO PE3yJIbTary.

KpenuTyBanHs — OJMH 13 TOJOBHUX 1HCTPYMEHTIB 3aJlyuy€HHs J10/JaTKOBUX KOUITIB Y
Oyab-sKuil O13HeC, BKIIIOYAlOUu i KibepcrnopT. 3Bakalouu Ha BUCOKY KOHKYPEHIIII0 HA PUHKY
(iHAHCOBO-KpPEIUTHUX TOCIYT, KiOepCHOPTUBHIA OpraHizamii CiiJl OmpamoBaTh JOCTYIHI
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npono3uuii i oOparn HaMOLIBII BUTIAHY 3 TOYKH 30pY BapTOCTI KPEAWTIB 1 HAAIHHOCTI
MapTHEPIB.

I'pyna «He ocHOBHI KOMepLiiiHI HAIXOMKEHHS» CKIAJA€ThCS 3 MPOJaxXy (haHATCHKOI
aTpuOYTUKH, CTPIMIHIOBUX IIIANMCOK, HABYAJIBHOTO KOHTEHTY Ta IIPOCYBAaHHS HOBHUX
OPOAYKTIB po3poOHHMKaA Tpu. HaiimomynsapHimoro ¢(aHaTCbKO aTpuOyTHKOIO € Ol —
croptuBHa Gopma abo au3aiiHepChKi mpoaykTH Ha Temy reiminry. Adidas, Nike, PUMA,
Armani, Kappa, Lotto i Champion — ui OpeHau oniry MarTh KOJIa0opalii 31 ClIOPTHBHUMHU
Kiyoamu. BupoOHMKH KOMIT IOTEpHOTO 00JIalHaHHs OpEHIYIOTh JIIMITOBaHI Cepii CIUJIBHO 3
KiOepCHOPTUBHUMU OpraHi3allisiMH, SIKi BOHU CIIOHCOPYIOTb.

OkpiM TpaHCHAIINA TYpHIPIB, OpraHi3allii 3aiMarThCsl CTPIMIHTOM TpeHyBaHb. [1ix yac
OpSAMUX BKJIIOUEHb BOONIBAIPHUKH MAIOTh 3MOTY CIIIJIKYBAaTUCS 3 TpaBIsIMU. [ 1sgaui MOXKYTh
KyIyBaTH IJIaTHI MIANUCKYU Ta AOCTYH 10 HAaBYaJIbHOI'O KOHTEHTY.

Bapro BigmiTHTH, 110 OUIBLIICT TOMYJISIPHUX ITPOBUX AUCIUILIIH B cepi KibepcrnopTy
HOLIMPIOIOTHCS O€3KOITOBHO. TOOTO, BOHU HE IPUHOCATH MIPSIMOT0 J0XOY iX PO3pOOHHUKAM.
Bynp-XT0 MOXe CKayaTH TPy 4M MIAKIIOYUTHCS 10 Hel 0e3 skoxHux ormar. [Ipsmuil noxin B
JTAHOMY BHUIAJKy (GOPMYETHCS 3a PAXyHOK BHYTPIIIHBOIPOBUX MOKYIOK: YYaCHUK B IpoOLEci
IpU MOXXE KYIHWTH IrpoBY BAJIOTY JAJsl 3MIHCHEHHS BH3HAYCHHX BIPTYaJbHUX OIEparii —
KYIIBJII IEPCOHAXKY, BIPTyalbHOI0 00JIaAHAHHS, TOKPAILEHHSI HABUKIB CBOI'O IEPCOHAXY YU
iHIIoro enemeHrta rpu. Po3poOHMKHM irop OpeHIYIOTh BHYTPIIIHBOIrpoBi Moxaeni OoOcsr
OTPUMaHUX B TaKUH CIOCIO pecypciB € HE3HAUHUM. 3HaYHO OUTbIINI €KOHOMIYHHI MOTEHIIial
—y camiit popmi ydacri B rpi. 3 METOIO OTPUMAaHHS ayAUTOPii KiOEPCIIOPTUBHUX KITYOIB CTYIs
Hi-Rez cniBmpairioe 3 BeecBiTHROM0 acomiaitiero kidepcopry WESA. Po3pobuuk rpu Paladins
MOKPUBAE BUTPATH HA 3apOOITHY IUIATy Ta YTPUMAHHS I'PaBIiB y ATIaHTI, A€ BigOyBarOThCA
IIOTH)KHEB1 3MaraHHsl.

I'pyny «HekomepuiiiHi HaaXOMKEHH» NPECTABIAIOTH MELeHaTH i kpayadanauar. i
IpUpOJa HE MOB’s3aHa MPSIMO 13 €KOHOMIYHUMHU IpoLecaMu 1 OaXkaHHAM OTPUMATH BUTOJY.
Haitgacrime BoHa 6a3yeTbcs Ha anbTPYICTUYHUX MIpKYBaHHIX a00 BIAUYTTI MapTiOTH3MY UM
criopiziHeHOCTi iHTepeciB. DiHAHCYIOUN HENPUOYTKOBI BUAM AiSIBHOCTI, a00 opraHizarlii, 1o
(bopMyIOTh 3HaYHUN COIlATbHUN €(EeKT, MEIICHATH JIEMOHCTPYIOTh CBOIO BIAMOBIIAJIBHICTD
nepes cycniibeTBoM. B cdepi kibepcnopTy HaltuacTiie JOHOpaMH 1 MelieHaTaMU BUCTYTAl0Th
a00 KOJIUIIIHI TpaBL, K1 JOCATHYJIM 3HaYHUX YCHIXiB y O613Hecl, abo 1HIII opraHizaiii Ta ocoou,
AKi BOAUarOTh MOTEHIIIaJ JIJIsl MiABUILEHHS PiBHS KOMIT IOTEPHOI TPaMOTHOCTI HaCETICHHS.

KiGepcnopTHUBHMM oOpraHizauisM HOTPIOHO aKTUBHO MpPAIlOBAaTH 13 JaHUM THUIIOM
Cy0’€KTiB, MPOMAryr4y iXHi IIHHOCTI 1 MIATPUMYIOUH iX CTaTyc 4yepe3 BJacHi iH(popMalliiHi
KaHaiau. Tak, MOXJIMBOCTI KIOE€pCIOpPTY BUKOPUCTOBYIOThCSA B OCBITHIX IpoekTax. HaBuaHHs
yepe3 Irpd € BaXJIMBOK CKJIAJ0BOIO OCBITHBOTO TIpolecy. A KpiM TOro, CTaBKa Ha
KOMIT IOTEpU3allil0 CyCNUJIbCTBA — HEOOXITHUM mpolec B yMoBaxX IJI00albHUX TPEHIIB 1
NPULIBUILICHHS HAYKOBO-TEXHIYHOTO ITPOTPeECy.

Cy4acHUM THCTPYMEHTOM MiATPUMKH Kibepcropty € kpayadanauur (Crowdfunding).
BiH peanizyeTbcs uepes 3alydeHHs KOLITIB BEJIMKOI KUIbKOCTI MpUBaTHUX oci®. Halwacrime
TaKUi croci0d akymysroBaHHS (PIHAHCOBUX PECYpCIB 3[1MCHIOETHCS Ha CHElI1aJbHUX OHJIalH
wiatpopmax, NpOTe MOXKIUBUM 1 TpuBaTHUNA KpayadaHIUHT, KOJIM KiOepcropTCMEeHH
30UpaloTh PEeCypcH I y4acTi y 3MaraHHsX, 3aKyMmiBial OOJaJHAHHS, YHOPSIKYBaHHS
HOPUMIIIEHHS.

Lle#t iHCTpYyMEHT aKTMBHO BUKOPUCTOBYETHCS KiOEPCIIOPTUBHUMHM OpraHi3alisiMu 1O
BCBOMY CBITy. 3 HOro J0OHNOMOrOI0 BOHHM 3ay4aloTh KOIUTH JUIS TOi3/10K, MPOBEAECHHS
TpeHyBaJIbHUX 300piB, MIATPUMKH KibepcropTcMmeHiB. CydyacHi IUIaTIXHI CUCTEMHU POOJIATH
KpayAdaHIuHT r100anbHUM. Byb-XTo 3 yCiX KpaiH CBITY MOXE JOJIYYUTHUCS A0 HBOTO, SKIIO
Ma€ y IIbOMY 3aI[1KaBJICHICTb.
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Bigomi BuUmagkM BHUKOPHCTAHHS KpayA(QaHIUHTY OpraHizaTopamMu 3MaraHb 3
Kibepcropty s hopmyBanHs npu3oBux (ouaiB kommnanismu Valve Corporation, Riot Games,
Blizzard Entertainment ta inmmmu [2].

Jlis TOBHOLIIHHOTO BUKOPUCTAaHHS KpayA(aHAMHTY $K I1HCTPYMEHTY 3alydeHHs
¢iHaHCOBUX  pecypciB, KiOEpCIOPTHBHMM  OpraHi3amisM HOTpiOHO  HiATPUMYBaTH
KOMYHIKaI[IiHUN 3B’S30K 31 CBOIMM (haHaTaMu, MPUXWIPHUKAMH Ta 1HIIMMH 3aIliKaBJICHUMH
ocobamu. BoHu MOXYTh 3ajlydyaTH HalHaKTHBHIIIMX YYaCHHKIB MpOILECY 1O y4yacTi B J€MO
irpax, JapyBaTH iM CYBEHIPHY MPOAYKIIIO YM MIATPUMYBATH IHTEpeC B OYyIb-IKWUH IHIIUN
cnoci6. Kpayndanauur He Bimirpae 3HA4HOI posli B CTPYKTYpi JTOXOJIB KiOEpCIOPTUBHHUX
opraizaiii, IpoTe Ha OKPEMHUX €Talax >KUTTEBOrO LIUKIY KOMIaHiN Horo poyib Moxe OyTu
KITIOYOBOIO.

IlepeBaroro kpaynpaHauHTy € T€, O BiH, OKPIM 3aJIy4€HHsI KOIITIB, BAKOHY€E Ba)KJIUBY
MapKeTUHTOBY (yHKIit0. Tak, akyMyIJIIOI0uM KOIITH BijJ BETHKOI KIIBKOCTI OCi0, SKi 4acTo He
MaroTh BIIHOIIEHHS J0 caMOi KOMMaHii, KIOEpCIIOPTUBHA OpraHizaiis TUM CaMUM TPHBEPTAE
1o cebe ix yBary. JItoam, siki BKJIQAAI0Th B TAKHI CIIOCIO BIIACHI KOIITH, CTAIOTH 3aIliKaBJICHAMH
ocobamH 1 3HaUHO OLIbIIIE CIIIKYIOTh 3a MOAISIMH B CBIT1 KiOepCHopTy.

B minomy BapTo BigMiTHTH, 0 KiOepCHopT K Oi3HEC-HAMPSMOK PO3BHBAETHCS 3HAYHO
HIBUJIIE, HIK SK BUJ CIIOPTY a00 1HCTUTYIIiIiHE MOHATTSA. B 6araTthox KpaiHax BiH CTBOPIOE
IIHHICTH 1 JJOJIaHy BapTiCTh HaBiTh B YMOBaxX 0e3 o(imiifHOro BU3HAHHS. B 1IbOMY KOHTEKCTI
foro npuBabIUBICTH SK O13HECY 3a0e3Meuye HaIXOKeHHsI (DIHAHCOBOTO Ta 1HTENEKTYaIbHOTO
KarriTary, SKAH 4YacTo pealizyeTrbcs y (opMi KOHCANTUHTOBUX KommaHid. Lli xommanii
3a0e3MevyloTh BUILIUI PIBEHb OpraHizallii puHKY 1 MiJBUIIYIOTh PIBEHb HOT0 KEPOBAHOCTI.

OxpiM OCHOBHHUX CY0’€KTiB, sIKi ()OPMYIOTH PHHOK KiOepcropTy i BU3HAYAIOTh HOTO
€KOHOMIUHI MapamMeTpu, NpUBaOIMBICTh MOMIA aKTUBI3ye LUIMN PsSA CYMYTHIX MPOLECIB B
chepi 3abesmeueHHss 1 0OCIyroByBaHHS IMOTpeO y4yacHHWKIB 3maraHb. CIOOM BIJIHOCSTH
XapuyyBaHHS, TPOKUBAHHS, TPAHCTIOPTYBAHHS, OyIIBHUIITBO 1 IW3aliH, a TAKO)XK KOMYHIKaI[iH1
nocayru. B Oinpmiocti BUMaakiB (iHAHCOBI pe3ysibTaTH OOCIYrOBYIOUMX KOMIIAHIH He
BKJIIOYAIOTBCS 70 3BITHOCTI I10/I0 MapaMmeTpiB puHKY kibepcropty. IIpoTe iX mo3uTuBHMIMA
BIUTMB HA 3araJlbHAN €eKOHOMIYHHIA CTaH — He BUKJIMKAE 3allePEUYCHb.

BucHOBKHM 3 1aHOTO0 JOCHIIKEHHS i MEPCIEeKTHBH NMOAAJIBIINX PO3PO0OK 32 JaHUM
HAnpsAMOM. TakuM YMHOM, JISJIBHICTh KIOEPCHOPTHBHHUX OpraHizauii MiANopsIKOBYETbCS
3araJlbHUM PUHKOBHMM 3akoHaM. BoHa 0a3yeTbcs Ha KOMeEpIiiiHii TisIbHOCTI, KA JJO3BOJISE
OTpUMYBATH NPUOYTKM B1J peasizaiii NpoaAyKLii, MOCIYyT 4M MpaBa Ha y4dacTb B noaii. [Ipore
I CKJIaJOBa BIJIrpae JaJeKo He KIIOYOBY poJib. B CTPyKTypi MOXOIIB JOCHIKYBaHHX
opraHizalliii Ha JaHOMY eTarll HalOLIbITy YacTKy 3aiimMae crioHcopcTBo. Lleit acniekt popmye
JIOJJATKOB1 PU3UKHU JUIs raily3i, MpoTe€ B YMOBaxX CTAHOBJIEHHS PUHKY caMe 3aBJsSKH Homy
3a0e3meuyeTbesl TUHAMIYHHUM PICT 1 PO3BUTOK KiOepcmopTy. 3arajioM, pUHOK KiOepcropTy
(GYHKLIOHYE 3aBJISKM MO€AHAHHIO KOMILIEKCY (akTopiB. BinmoBinHO A0 1BOro, Ba)JIMBO
3a0€3MeYnTH iX y3TO’)KEHHS Ha OCHOBI €KOHOMIYHOTO YH COL1aIbHO-€KOHOMIYHOT'O 1HTEpECY.

3BakatouM Ha OaraTuil iHCTpyMeHTapiii ¢opMyBaHHS NPUOYTKY KiOepCIOPTUBHUMU
OpraHizalfisiMi, BaKJIUBUM 3aBIaHHSAM JUIsi HUX BUCTyHae (GopMyBaHHsS 30aJIaHCOBAHOTO
HiAX0y A0 YIpPaBIiHHS HUMU. Tak, MoeTHaHHA NPOIaXy MpaB HA TPAHCIIALIT 3Maranp i moain
MOJKE€ YCIIIIHO TOEAHYBAaTUCS 13 BJIACHOIO peKJIaMHOIO AisuibHICTIO. Kpayadannuur sk
IHCTpYMEHT 300py KOIITIB Ha MPU30BUN (POH]] MOKE MOTOKYBATHUCH 13 YUACTIO Y 3MaraHHsx 1
M1IBUIIIEHHSIM KOMEPIIHHOT TPUBAOIMBOCTI TTO1i. 3aTydeHHS KPEAUTIB Ta IHBECTHUIlI /A TOBUHHI
OyTH poAyMaHUMH 1 6a3yBaTUCS Ha CTPATEriuHOMY IJIaHYBaHHI 1 €pEeKTUBHOMY KOMILIEKCI
MapKETUHTY.
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OxpiM 3a3HAYEHOT0, BAXJIMBUM (DaKTOPOM PO3BUTKY PHHKY MOKE CTaTH HOTO oimiline
BU3HAHHS SIK OKPEMOT'0 BUY criopTy. Takuii cTaTyc JO3BOJIMTH 3aTy4aTH Oijbine (GiHAHCOBUX
pecypciB Ta MpUBEpPHE JOJATKOBY YBary CI0>KHBayiB.

B KOHTEKCTI TPOBENEHOTO JOCIHIPKEHHS BHUSBICHO OCHOBHI JDKepena NpUOYTKY
KiOEpCHOPTUBHUX OpraHi3aliid, BCTAHOBJICHO X 3HAYCHHS B 3arajbHid CHCTEMi OTPUMAaHHS
NpUOYTKY, BHU3HAYEHO OCOOJHMBOCTI KOXKHOT'O IHCTPYMEHTY 1 OOrpYHTOBAHO MOJKJIUBICTH
MOEHAHHS PI3HUX IHCTPYMEHTIB. B MomanblioMy BETUKHIA IHTEPEC BHUKIIMKAE MOKIHUBICTH
PO3pOOKH MOJIEINTI 3MIHU CTPYKTYPH JPKEpea OTPUMaHHS NPUOYTKIB y raidy3i il BU3HAYCHHS 11
BIUTMBY Ha KiOEpCIopT.
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Financial and economic aspects of the esports market functioning.

The aim of the article. The aim of the article is to study the financial and economic aspects of
the esports market functioning, particularly the revenue-generating sources for esports organizations,
and to pinpoint the trends and patterns of financial processes, as well as to establish their prospects.

The results of the analyses. Among the available methods of financial analysis, the evaluation
of sporting events is identified as the closest to the esports market.

Based on the analysis of the funding of football competitions, the study determines the structure
and revenue sources in the esports market.

Itis revealed that 67% of the revenue is currently generated by smartphone and console games.
However, the practice of free digital distribution entails the indirect nature of the revenue that is
generated through the sale of additional virtual services or related processes - media coverage,
competitions, advertising, etc. Accordingly, the main source of profit generation - sponsorship and
private investments - cover 42%.

It is noted that a large proportion of the stated source of profit generation indicates a high level
of market attractiveness, but also unbalances its financial position. Therefore, the market operates for
the long run, but in the short term is not able to provide itself with sufficient resources.
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The analysis of the market structure made it possible to identify the key sources of financial and
material resources and divide them into three groups: core commercial revenues, non-core commercial
revenues, non-commercial revenues.

The article determines the importance of the "Core commercial revenues” group and its
influence on the processes of profit generation, and discerns the key mechanisms for the implementation
of media rights and sponsorship in esports competitions.

Participation in tournaments is proved to be fundamental for the implementation of the
competitive component of esports. However, the possibility of obtaining significant profit from
participating in competitions is only available to a small number of players.

Statistics indicate that the main drivers of the market are private investors, who maintain the
high attractiveness of the market, but at the same time, the market is too much dependent on their
investments.

A separate area of market financing in this group are mergers/acquisitions. They provide an
inflow of capital from other sectors of the economy and affect the reallocation of market shares.

It is established that lending has a traditional influence on the market. It provides the
opportunity to accumulate resources for the implementation of large-scale projects. However, the lack
of official recognition of esports and the imperfection of the credit market in Ukraine limit its influence
on the processes occurring in the market.

The "Non-core commercial revenues" group includes the sale of merchandise, streaming
subscriptions, educational content and rights to use esports-related media content, and describes a
variety of forms of production and features of its implementation.

The non-commercial revenues come from benefactors. It is determined that this group
implements altruistic and social interests as market funding sources. It is important to correctly identify
them and use the potential of the market to increase the tech-savviness of the population. Crowdfunding
as a tool to raise funds from a large audience is separately analysed.

The work indicates the financial potential of the esports market, available for related products
and services related to the conduct of competitions (accommodation, food, construction,
communications, etc.)

As part of the analysis of each of the groups, basic proposals for maximizing their potential are
presented.

Conclusions and perspectives for further research. The obtained results make it possible to
comprehensively assess the global and national esports market and clearly structure key financial
processes related to revenue generation and resource mobilization. They form a holistic understanding
of financial and economic processes in the market. This knowledge can serve as the basis for developing
strategies or programs for market development, establishing a mechanism for optimizing the interaction
of participants or regulating financial flows.

Keywords: marketing, esports, video game, esports market, financial aspects, economic aspects.
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Oxaangep MLA.

-p eKOH. HaYK, npoghecop, 3a8idysau Kagpeopu mapKemuHzy
Ooecvruil HayYioHANbHUL NOJTMEXHIYHUL YHIGEpCUmem
(Ooeca, Ykpaina)

Hissnosa /I.B.

CcmyoenmKa Kageopu MapKemunzy

Ooecovkutl HayioHANbHUL NOTIMEXHIYHUL YHIGepcUumem
(Ooeca, Ykpaina)

oY

MAPKETHHI'OBI JOCJLI?KEHHSA HHIEPCIIEKTHUB PO3BUTKY BEJIO-
THO®PACTPYKTYPU HA OCHOBI CTPATETTI «OJECA-5T»

Cmamms npuceadena oOHOMY 3 HANPAMKI6 ingecmuyitinoi cmpameeii micma "Odeca 5T" y
PamMKax MyHIYUnaibHO20 MApKemuney, a came - mpancnopmy. B pobomi poszenanymi ocnoemi npunyunu
MYHIYUNATbHO20 MAPKemuHey micma, 3micm ineecmuyiiino2o npoekmy « Odeca 5T» ma ocobausocmi
enposaoddicenns npoexkmy. Ocodaugy yeazy npudiieno npoekmy npo OyOieHUYmMeo ma po3eUmox 8eio-
iHpacmpykmypu, axkuil novas emimoeamucs 6 dcumms. Busnauenni ocnoeui npobaemu, sKi
BUHUKAIOMb 8 npoyeci  po3poOKu npoekm ma cnocodu ix noodonanus. Teopemuuni  nponozuyii
niOmMeepolceHo NPAKMUYHUMU ~ PO3PAXYHKAM. [na  OYiHKU NepCcneKmus po3eUmKy 8eio-
iHpacmpykmypu 6yn0 npogeoeHo OO0CHIONCEHHs,8 AKOMY Nputinaau yyacmo scumeni Odecu. 3a
00NOMO2010 Yb020 OO0CHIONCEHHST OYNI0 BUABNEHO BIOHOUICHHS MA OCHOBHI MOMuUeU Jiooeu O
301liCHEHHs. NPOEKMY NPO PO3BUMOK 6eN0-THppacmpyKmypy.

KittouoBi cioBa: po3BUTOK BeO-iHPPACTPYKTYPH, MAPKETHHTOBI JTOCIIHKEHHS, 1HBECTHUIlIITHA
CTparTerisi, MyHIIIUTIATbHAA MapKETHHT.

DOI: 10.15276/mdt.3.3.2019.7

IMocTanoBka mpod/jeMH B 3arajbHOMY BHIVIAAI Ta ii 3B'S30K 3 BaKIMBUMH
HAYKOBUMHM 200 NPAKTHYHUMU 3aBIaHHAMH. KoXkHa KpaiHa Ta KOXKHE MICTO X04e 3pOOUTH
CBOIO MICIEBICTh OLIbII PO3BHUHYTOIO, KOHKYPEHTO3/IaTHOIO Ta 3a0e3nmedyuTd a00poOyT
HaceneHHI0. Tomy, Bke 3apa3 0OaraTo KpaiH y paMKax MYHIIMIAIbHOTO MapKETHHTY
PO3BHMBAIOTH MPOEKT EKOJOTIYHO-YUCTOTO TPAHCIOPTY, IMEpPeXoAsyd Ha BEJIOCHIIEIH,
€JICKTPOKapH Ta €JICKTPUUHI aBTOOycH. Benmocumnen B CUIIBHO 3ara3oBaHOMY CYy4aCHOMY CBITi
CTae Bce OLIbII 3aTpeOyBaHOIO €KOJIOTIYHO YUCTOK 1 KOPUCHOIO JUIs 3/J0POB'sl aJIbTEPHATHBOIO
aBTOMOOUISIM. Ypsiau 6araTboX KpaiH BUAUIAIOTH MUIBHOHH J0JapiB Ha OONAIITyBaHHS BEJO-
Jopir Ta Beno-iHQpacTpykTypu. MoXHa BHIUIMTH KilbKa OCHOBHHMX IlepeBar Belo-
TPaHCIOPTY:

1) CoopT, sikuii mokpariye 310poB’si.

2) ExosoriyHicTb — BOHU HE ICYIOTh MOBITPS, SIK L€ pOOJISITh MAallMHU. A Ha JaHui
MOMEHT JIFOJM Bce OiIbIle MOYaIl 3aMUCITIOBATUCS PO MUTAHHS NOJIMILIEHHS €KOJIOTI].

3) Exonomis gacy — juisi 6araThoX JIIOJIEH Yac — 1€ BEJIUKHUMA CKapO, sIKHH BOHU HE
XO4yTh BUTpayaTH Ha Te, 0 O CTOATH B MPOOKax.

© 2019 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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4) ExoHOMIisl BIaCHUX TPOMIOBUX pecypciB. 3 ypaxyBaHHSM €KOHOMIYHOI CHTYyamii B
KpaiHi, BapTOCTI OOCIIyTOBYBaHHS aBTOMOOUTIIB 1 MajuBa, Bce OUIBINE JIFOACH MPUHMAIOTh
pimeHHs mepecictu Ha BenocurieA. [TiBUITYeThCS KITBKICTh BEOCHUIIEANCTIB, SIKI BXKE HE
IPOCTO KaTaroThCs HA BUX1JHUX, @ HAMAratoThCsl IOBHOL[IHHO BUKOPUCTOBYBATU BEJIOCUIIE] B
CBOEMY KHTTI.

HeoOximHuM € 30UIbIICHHS 1HBECTUIIM I OYIIBHHMIITBA OKPEMHUX BEJIO-IOPIr,
CHeliaJbHUX NapKyBJIbHUX MiCLb Ta IHIIUX I1HQPACTPYKTYPHUX OO’€KTIB UII TMOTpeO
Besocunenuctie. lle morpiOHO A Ge3nedHoro mepecyBaHHsS JIIOACH Ha BeJOCHUIENax Ta
3anobiranns ctBopeHHs [ITII 3 ix yuyacTio, a Takok 30UTbIIEHHS KUIBKICTI JTO/IEH, SIKi OyAyTh
I10IEHHO BUKOPHUCTOBYBATH BEJIOCHIIE], IK OCHOBHUI TPAHCIOPT U1l IEPECyBaHHS.

AHaNi3 ocTaHHIX JoCHiIxkeHb i myOuaikamid, B SKHUX MNOKJIAJEHUH MOYATOK
BUPILLIEHHIO 1aHOI MP00JeMH i HA SIKi CTUPaETbCs aBTOP. 32 OCTaHHI 5 POKIB MICBKI paau
HaOLIBIIMX MICT YKpaiHu MOYajy, B paMKax CBOr0 MyHIIUIIAIEHOTO MapKETHUHTY, IpUHMAaTh
HEOOX1/THI TPOEKTH Ta 3aJIy4aTH IHBECTHIII1, IK1 JOTIOMararoTh MPUIIBUIITUTH PO3BUTOK BEJIO-
iHppacTpyKTypu B MicTax KpaiHu. B To ke wac ypsn YkpaiHu npuitmMae 3aKOHH, SKi
JIONIOMO>KYTh 3pOOUTH KpaiHy OUIBII YUCTOI, €KOJIOIYHO0 Ta Besocuneanor. Hanpuknan, B
M. Ojieca MPUHHSATI MPOCKTH Ta MPOCKTH, K1 PO3TISAIAIOTHCS, TPEICTABIISIIOTHCS HA CalTi MicTa
[5].

Bupinennss HeBHpilIeHMX paHille YacTHH 3arajibHOI Npo0JeMH, KOTPHM
NpHUCBAYYEThCA cTaTTA. [IpobiemMoro € HeBU3HAYEHICTh BIJJHOIIEHHS TPOMAJISH 0 PO3BUTKY
BEJIOCUTICAHOI 1H(PACTPYKTYpH B iX MicTaxX Ta iX Oa)kaHHS MMEPECiCTH Ha BEIO-TPAHCIIOPT. A
TaKOXX BHUSIBJICHHS ()aKTOPIB, sIKi BILTUBAIOTh Ha X HaMipH.

@opMy.TI0BaHHSA METH CTATTi (IOCTAaHOBKA 3aBAaHHsA). METOIO CTaTTi € BUSBICHHS
noTped MEIIKAHIIB MICTa, K BEJIOCUIEAMCTIB, TaK 1 1HIIMX yYAaCHHUKIB JIOPOKHBOTO PYXY B
OymiBHHMLITBI BENO-AOPIr 1 PO3BUTKY BENO-iHOPACTPYKTYpH B LIJIOMy B paMKax
MYHIIUIAIBHOTO MApPKETUHTY Ta 03/I0OPOBJICHHS MICTa.

BukiiajeHHs1 OCHOBHOrO MaTepiajy AOCJHIIKeHHS 3 NMOBHUM OOIPYHTYBAHHAM
OTPUMAHMX HAyKOBUX pe3yabrTatiB. [Ilo6 cTBOpUTH yMOBM Ui  €(EeKTUBHOTO
(YHKIIIOHYBaHHS HAapOJHOTO TOCHOJApPCTBAa KpaiHW, AJS TIAHOTO JKUTTS JIIOAEH, MOTPiOHO
BKJIIOYUTH B €KOHOMIYHUH 00OPOT MOXIIMBOCTI KO)KHOTO PETiOHY BMIJIO MO€AHATH 3YCHUIUIA
PI3HUX MYHIIMOAIBHUX YTBOpeHb. (OcCOOIMBO BaXJIMBUM € TPUHHATTS SKICHOIO Ta
e(eKTUBHOI'O YIIPaBIIHCHKOTO pillieHHs. TpaguuiiHo0 cheporo AisNTbHOCTI MICBKUX BJIaJ] CTaB
MYHIIUTATBHAA MapKEeTHHI — II€ CHUCTeMa 3axoJliB IO 3aJyU4eHHIO JO MiCTa HOBHX
€KOHOMIYHUX 1HBECTHLIN IUIIXOM PO3IMOBCIOKEHHS iHpOopMalii Ta JpyKOBaHUX MaTepialiB
Ipo MiICTO, LUIECHPSIMOBAaHMX BI3UTIB MICBKUX KEpIBHHKIB, 3yCTpiuel 3 MOTEHUIHHUMHU
iHBecTopamu [1]. L1l MyHIIMIIATBHOTO MAPKETUHTY MOJIATAIOTh Y MOJINIIEHH] (30epekeHH!1)
KOHKYPEHTOCIIPOMOKHOCTI B PErioHi MPOMMCIOBUX MiJNPUEMCTB Ta MIANPUEMCTB cdepu
MOCJIYT; 3aJy4eHHI JO PEeriony HOBUX MmANpueMcTB [2]. OCHOBOIO B MpPOIECI CTBOPEHHS
CHCTEMH JIep>KaBHOTO YIPaBIIiHHSA MAaPKETUHIOBOIO JAISUIBHICTIO € PO3BUTOK CUCTEMH MICIIEBHX
OpraHiB BJIaJi¥ 1 OpraHiB CAMOBPSAYBaHHS MICLIEBOCTI, K1 1 MAalOTh BUKOHYBATH MapKETHUHIOB1
byukii [3].

B Opeci 3a ocTaHHl poKHM MYHIIMIAIBHUN MapKeTUHr HaOpaB oOepTiB Ta MoYaB
cTBOproBaTH iMiK Micta [4]. Tak y 2008 pori MiCbKi BiIagul pO3TOPHYJIM KOHKYPC Ha
CTBOPEHHSI TYPHUCTHYHOTO CIIOTaHy Ta cuMBOJikn Opnecu. HoBwii snorotum y BHUTISIII
MIOCMiXalouoro COHL Ta Haamucu: «Ojeca — MOpe BPAXKEHHsS» BUKIMKAB Pi3Ky MacoBY
KPUTHKY 3 00Ky xuteiB. Y 2010 porii mpoBeieHO KOHKYPC Ha allbTePHATUBHUN JIOTOTHI MiCTa.
Yepes aBa pOKU rOJOBHUM MICBKUN CHMBOJI IT0YaB 3 ABIATHCA Ha BYIHISIX Micta. CydacHHit
JIOTOTHUII 300paxkeHuit Ha puc. 1.
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B 2016 poui Oyna npuiiHsaTa iHBecTHIlIHA cTpaTteris micta «Oneca ST» [9].

Opneca 5T — e iHBecTULiitHUNA OpeHa MicTa, SIKHi 00’ €HY€ I1’ITh TOJIOBHUX BEKTOPIB
PO3BHUTKY MiCTa:

— TPAHCIIOPT;

— TOPTIBIIIO;

— TexHounorii (0yaiBHUUTBO, [T, MequIMHA);

— TYpHU3M;

— Tpact (Impo3opa eKOHOMIKa, I0Bipa, puHOK (DiHAHCOBUX MOCIYT).

IaBectumiitne arearctBo «Omeca 5T» cTBOpeHO it edEKTUBHHUX 3yCTpiuei
BITYM3HSAHUX Ta 3apyO0KHUX IHBECTOPIB Ta MiAMPUEMIIIB. Typu3M, TPaHCIOPT, TEXHOJOTII,
TOPTiBIIS, TpacT — I I'ATh 0a30BUX HAINPSIMKIB TEPCIEKTHBHOTO Ta €(EKTUBHOTO
1HBECTYBaHHS y OJIMH 3 TOJIOBHUX E€KOHOMIUHUX HEHTpiB Ykpainu. Ojeca o0’enHye B cobi
BEJIMKHI MOPCBHKHUI MOPTPET, PO3BUHEHY MPOMHUCIIOBICTh, KYpOPTHO-PEKpEalliifHi KOMITJIEKC,
TpPaHCIOPTHI, (piHAHCOBI Ta comianbHi iHPpacTpykTypi. A e Opecy, OublIe 1 JOBIIE, YUM
Oyap-SKHi 1HIIIE MICTO YKpaiHU, 3HAIOTH 32 KOpIoHOM. Lle pobuTs 1i 61k prUBaOINBOIO IS
Oi13HECMEHIB Ta 1HBECTHULIN.

Jlnist KoM(pOPTHOTO 3aTy4eHHS IHBECTHIIIN, CIPUSHHS Ta peai3amii MpiopuTeTHUX IS
MmicT mpoekTiB «lHBecTuiiiine areHtctBo Ojneca 5T» CTBOpPEHO 3a NMPUHLUIIOM «EIUHOTO
BikHa». KomaHna po30upae €KOHOMIYHI Ta IOPUIWYHI YMOBH IPOEKTIB 3 YpaxyBaHHSIM
1HTEepeCiB MICT Ta 1HBECTOPIB, 3/11HCHIOE MOHITOPUHT Ta KOHTPOJb 3a peaji3alli€ro 1HiliaTHUB,
SKi BXKE CTapTyBalIM, 3allpPOBaPKye€ CHUCTEMHI 3aXOAM 3a paxXyHOK BJOCKOHAJICHHS
IHBECTUIIIHHOTO KJIIMaTy, CHIBPOOITHHMIITBA 3 OpraHaMHd BUKOHABYOi BIAAU, a TaKOXK
MIITPUEMHUIIBKOT BIAMOBIIATLHOCTI.

B xinui 2018 poky B Ogzeci 3'iBuiiacs HoBa KOMyHallbHa yctaHoBa «I panToBHI 0dic
Opeca 5T». Bona crama npaBOHAaCTYHUKOM B)K€ JI0YOrOo IpHU Mepii KOMYHAJIbHOTO
HiANPHEMCTBA «ATEHTCTBO MporpaMm po3BUTKY Micta Opecu». Llimi HOBoi ycraHOBH
3aJIMIIAIOTHCS. CHUIKYBAaTHCS 13 3apyODKHUMHU 1HBECTOpaMH, KPEAUTOpPAMU Ta TPaHTOBUMU
opraizauisMu, 3aydaTty ix g0 Ozmecu 1 CynpoBOKYBaTH CIUIbHI POeKTH. [’ panToBHH 0dic,
BUXOJISTYM 13 3aTBEPA’KEHOT0 ChOTO/IHI CTaTyTy YCTaHOBH, TOBUHEH Oyze BUOpAaTH MPIOPUTETHI
JUTSL MicTa 1HBECTHUIIIHHI MTPOrpaMu 1 MPOEKTH, a TAKOK HAJIArOJUTH Jiajor 3 MOTeHIIIHIMHU
1HBECTOpaMU 1 pIHAHCOBUMH JIOHOpaMH i iX peanizauii. OTHUM 3 TaKUX MPOEKTIB € PO3BUTOK
Beno-ingpactpykrypu. [10]

Bapricts nporo mpoekty crtaHoButh Bin 150000 eBpo. MeTta mpoekTy mossirae B
CTBOPEHHI CUCTEMH CIIJIbHOIO BUKOPUCTaHHS BEJIOCUIIEAIB (BEIO-MIPOKATY), 10 CKIaJAEThCs
31 CTaHIIl aBTOMATHUYHOTO MpOKaTy (MyHKTH BUAadl / 37a4l) BEJIOCHUIENIB, MapKO-MICLb.
KoxxeHn 3apeecTpoBaHHMN KOPUCTYBad 3MOXKE€ OpEHAYBaTH BeJOCHIEeN Ha Oynb-siKii craHmii
BEJIO-TIPOKATY, 3pOOUTH MOI3JKY 1 MOBEPHYTH BeJIOCUIIE] HAa Oyab-AKY 1HIIY cTaHIito. [IpoekT
MOBHOIIIHHO MOKe OYyTH peasi3oBaHU{ 32 YMOBHM aKTUBHOTO OY/iBHUIITBA BEJIO-TOP1KOK.
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MiHICTEpPCTBO PETIOHATBLHOTO PO3BUTKY, OYIIBHUITBA Ta >XUTIOBO-KOMYHAJIBLHOTO
rocrmoJiapcTBa YKpaiHW OHOBIIIOE Jep)KaBHI OyiiBeIbHI HOPMH, B TOMY YHCJII 1 HOPMH
OyIiBHUIITBA, PEKOHCTPYKIIii Ta peMOHTY Jopir. Cepes HOBOBBEICHD € 1 BUMOTa MIOJI0 BEJO-
nopikok. HoBa OyniBenbHa HOopMa HaOyna yuHHOCTI 1 BepecHs 2018 poky. 3rigHo 3 1um
JOKYMEHTOM, BEJO-AOPDKKHA 1 BEJIO-CMYI'M HEOOXiZHO OO0JAIITOBYBAaTH Ha TEPHUTOPIAX
YKUTIIOBHX 1 TPOMHCIIOBHX PailOHIB, KOMyHaIbHO-CKJIQJICHKHX 30H, a TAKOXK Ha MariCTpaJIbHUX
BYJUIISIX 0€3MEpEepPBHOTO Ta PETYIHOBAHOTO PYXY, BYJIUIAX MIiCIIEBOTO 3HAYEHHS, CEITUIIHUX Ta
CUIBCBKHX JIOpOTax. 3arajioM, CKpi3b J€ XOJAATh JIOAHM 1 13AuTh TpaHcnopT. BusHaueHa i
MiHIMalbHa HIMPUHA BEJIIOCUIIEAHUX CMYT: NMPH HOBOMY OymiBHMUTBI — 1,85 M, a mpum
pekoHcTpykii — 1,5 m. [6].

He nuBnsduce Ha HecTady CriellialbHUX, OKPEMHX BEJIO-TOPIKOK Ta 1HIINX pedeid 1is
0e3MeyHoro IMepecyBaHHS BEJIOCHIIETUCTIB, MIChKa paja Moyaja BIPOBAIKYBATH IMPOEKT
CIIJIBHOTO MIPOKATY, SKHi OTpUMAaB Ha3BY «OauKimepinr» [7].

Baiikmiepiar — HaWmpoOCTImHA Croci®d B3SATH B OPSHAY JBOKOJICHHHA TPAHCIIOPT.
JlocTaTHBO NUIIE BiJICKAHYBaTH, 33 JOMOMOTOI MOOUIBHOTO MpHCTporo Koa. Ilicms moizaku
HOro mpocTo MOTPiOHO MPHUITAPKYBATH Ha ABTOMATU30BAHOI CTAHIIIT IPOKATY B 3pYYHOMY MiCIli
micta. Sk mpaBwmio, Benmocuriean 3adesnedeni cucremamu GPS i JRS, mo mae MoximBicTh
BIJICTEXKUTH JIe 3HAXOAUThCA OaliK, XTO iM B OCTaHHIM pa3 KOpUcTyBaBcs 1 Ae 3anuimuB. CTaHIil
caMoOOCIIyTOBYBaHHS, JI€¢ MOKHA B3STH BEJOCHIEN, 3’SIBUBCS B JEB ATH MICIAX MicTa.
3amyckoMm mpoekTy B Opeci 3aiiMarOThCsl KMIBChbKa KOMaHAa YKPaiHCHKUX MPEICTaBHUKIB
kommanii Nextbike [8].

[TpoBeeHHsT MapKETHHIOBOTO JIOCIHI/DKEHHS JIOTIOMOTJIO 3’SCyBaTH 4YM TOTPiOHI
OJIECHTaM Ta TOCTSAM MiCTa TakKi MPOEKTH Ta OyAIBHUITBO HEOOXiAHOI iH(PACTPYKTypH, SK
BOHH JIO I[bOT'O BIIHOCSATHCS Ta 110 CIIOHYKAE JIFOICH JI0 YaCTIIIOr0 BUKOPUCTAHHS TAHOTO BUTY
Tpancnopty. JOCHipKeHHsI TPOBOAMIIOCS 32 JAOMOMOTOI0 aHKETYBaHHS, B SIKOMY MPHUHSIIN
yuacTs xureni micta Onecu Big 18 o 50-tu pokiB. AHKeTa ckiaaanacs 3 13 muTaHsb.

1. Ak eu cmasumecs 0o eenocunedig?

1) MO3UTUBHO

2) HEHUTpaIBHO

3) HEeraTUBHO

2. Ak uacmo 6u kopucmyemecst 6e10cunedom?

1) Ayxe yacTo, Maiike I0THs

2) 1-2 pa3u Ha THXKICHB

3) 2-3 pa3u Ha MicCSIIb

4) Kinbka pa3iB Ha pik

5) He xopucrytocs

3. Axum mpancnopmom natuacmiute 8u kopucmyemecst 015 nepecysanusn? (He Oinpime
3 BapiaHTIB)

1) ABTomoGinem

2) Takci

3) MapiipyTHuM Takci / aBTo0ycom

4) TpamBaem / Tponeiidycom

5) Benocunenom

6) MoTto-TpaHcropToM

4. 3moenu 6 6u 3podbumu éerocuned OCHOBHUM 8UOOM Nepecy8anHs?

1) Tak, e 3py4HO 1 EKOHOMHO

2) MoxnuBo, sskOu Oyra BiAmoBiHA iHGPACTPYKTYypa

3) Hi, BiH He 3py4yHMii /U1 IepecyBaHHs MiCTOM

4) Bxxe 3poOuB (-11a)
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5. Ilpu mnassnocmi HeoOXiOHOI iH@pacmpykmypu, éu 0O nepeciiu 3 MAWIUHU HA
genocuneo?
1) Hi, Benocunen He Takuii Oe3nevHuit, sk aBTOMOO1Tb
2) 51 6 mouyaB yacTilie KOPUCTYBATHCS HHUM, ajie He 3p00OMB OM HOro OCHOBHHM BHIOM
nepecyBaHHs

3) Tak, 1ie 6ys10 6 XOPOIIMM PIllICHHSIM

6. Axi, nHaubdinbw 8ax)caugi Momusu, CNOHYKaiu 6 8ac NOMIHAMU C8ill 36UYHUL 6UO
mpancnopmy Ha enocuneou? (1 HalOLIBIIT BOXIUBUN, 4 HANMEHII BAXXJIMBHUI).

1

2

3

4

ExoHOMIs gacy

ExoHOMIs rpomreit

Typbota npo
€KOJIOTiI0

Cropt

7. Ak eu esascaecme, 0e nosunHi i30umu eenocuneoucmu 6 micmi Odeca?

1) Tpotyapu
2) [Ipoixkmxa yacTuHa

3) Bunaineni cMyru 471 BETOCUIICIUCTIB

4) Benocurieiai JOpiKKU

8. Bucnosme cmyninb c80€i 3200U 3 HACMYRHUMU MEEPOHCEHHAMU.

3romeH

He Bu3zHaumnBcs

He sronen

V MicTi HEOOX1THO BECTH
OYIIBHUIITBO IS
MOJIIIIEHHS BEIO-
iHppaCTPYKTYpH

Heo0xigHo mokpaiiyBatu
i pO3BHBAaTH
BenorpancnopT B Oneci

CTBOpEHHS OKpEeMHUX
MICIb [UIS 371
BEJIOCUTICTUCTIB Oyie
3PYYHUM IS iHIIHAX
YYaCHHUKIB JIOPOXKHBO-
TPAHCIIOPTHOTO PYXY

Benocumnenamu He Tak
YaCTO KOPUCTYIOTHCS,
100 POOHUTH TOPINKKHU
JUISL HUX

9.Bawa cmams?

1) YonoBiua

2) XKinoua

10. Baw six

1)18 20

2)21-35

3)36-50

4) 50 ta GinbIire.

11.B axomy pationi micma 6u dxcugeme?
1) [Ipumopcbkuit

2) KuiBchkuit

3) ManuHOBCHKHI

4) CyBOpOBCHKHIA

12.Baw cepedHniii wpomicsunuii 00xio
1) o 5000
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2) 5000 - 10000

3) 10000-50000

4) 50000 1 Ginbrre

13.Baw coyianvruii cmamyc

1) Crynenr

2) lomorocnomapku (MOJI0/11 MaMH )

3) Jeprxcmyx00BIti

4) Cnyx00BeIlb

5) Mignpuemens

6) be3poOiTHmit

VY IOCHIKSHHSIX B3SJIU y4acTh 47 peCcoHIACHTIB, cepen skuX 23,4% 4domnoBikiB i 76,6%
*KiHOK. BikoBi pamku onutanux: 59,6% — pecnonaentu 1o 20 pokis, 38,3% — Big 21-35 pokis,
BCl iHII — crapmie 35 pokiB. 74.5% pPECHOHACHTIB MO3UTUBHO CTABJISITHCS /10 BEJIOCHIIC/IB,
21,3% — nelitpanbHo 1 4,3% — HeratuBHO. [lonpu Te 110, OUTBIIICTH MTO3UTUBHO BiAHOCSTHCS
0 JaHOTO BHUAY TPAHCIOPTY, ajie TUIBKU 4% myxe 4acTo KOpUCTYIOThCS iMm, a 40% He
KOPHUCTYIOTBCS BEJIOCHUIIE/IOM.

B ocHOBHOMY /17151 ITepecyBaHHS MICTOM, OTIMTaHI HAMU PECTIOHICHTH, BAKOPHUCTOBYIOTh
MapILIpyTKU, TpamBai, TpojieiOycu 1 BracHi aBToMoOimi 1 Tuibku 14,9% crnocrepekeHs, a B
oMy 1ie 7,2% BUKOPUCTOBYIOTH BEJIOCHIIES]T SIK TPAHCIIOPT JUIS IepecyBaHHs (puc. 2).

AIK YacTo BM BUKOPUCTOBYETE Benocunen?

47 oTeeToR

@ [yxe yacTo, MaKe KOXEH OeHb
® 1-2 paza e Heginw
2-3 pa3a g MicAlUk
@ kinkka pasie Ha pik
@ He BUKOpUCTOBYIO

Pucynok 2 — 3BeneHa giarpamMa 4acTOTH BUKOPUCTAHHS BEJIOCUTIETY

B ocHOBHOMY i TepecyBaHHS TIO MICTy, ONWTaHI HAaMH PECIOHIICHTH,
BUKOPHCTOBYIOTh MAapIIPYTKH, TpaMBai, TposieOycHu 1 BiacHi aBToMoOuIl 1 Timbku 14,9%

PECHOHJEHTIB, a 1ie 7,2% BUKOPUCTOBYIOTH BEJIIOCUIIE] SIK TPAHCIOPT AJIsl IepecyBaHHs (pucC.
3).
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Axum TpancriopToMm Bu Haltuacrime
KOpHucTyeTecs?

Morto-tpancnoprom = 0
Benocumerom [ 14,9
Tpamsaem/tposneiioycom [ NERNGNINININGEGEGEGEEEEEN 56,3
MapuipyTHUM Takci/aBTo0ycom 787
Taxci [l 5

Asromobinev [N 36,2

0 10 20 30 40 50 60 70 80 90

Pucynok 3 — Po3nozis BiNOBieH peCIOHICHTIB HA TPETE ITUTAHHS

AHani3yl04d OCHOBHI IMUTAHHS JTOCIIKEHHS MOXKHa 3poOUTH BUCHOBKH, 110 80,9%
PECTIOH/IEHTIB, MPH BiANOBIAHIA iH(PACTPYKTYypi, MoYan © KOPUCTYBATHCS BEIOCHIICIAMH
yacrinle, aje He 3po0ouiiu 6 X OCHOBHUM BHJIOM TpaHcnopTy. Pemrra 10,6% BBaxaroTh, 1110 el
BUJ TPAHCIOPTY HE TaK CONIIHUH, K aBTOMOOLIb 1 TiNbKH §,5% Itoneit 3roiHi nepecictu 3

aBTOMOOLIs Ha Besocuren (puc. 4).

Mpw HeoBXiAHIN iHPpaCTPYKTYpPi B4 61 3MIHWUIN CEIl TPAHCTOPT Ha
Benocunen?

47 oTReTOR

@ Hi, Benocunen He TaKWIA ConigHui,
AK 2EToMoGins

@ 7 61 Noyas yacTiwe HUM
KOPWCTYEATHEA, ane § He 3podue ...

Oa, ue Gyno 0 npekpacHe piweHHA

Pucynok 4 — Jliarpama 3MiHH TPaHCIIOPTY

Haii0inpin Ba)XJIMBUM MOTHUBOM JUISI PECTIOH/ICHTA, SIKHA CITIOHYKaB O HOTO0, TOMIHSTH
CBil 3BUUHUII BUJ] TPAHCIIOPTY Ha BEJIOCHUIIE, 1ie €eKOHOMIs KOowTiB. Jlami e cnopt, eKOHOMis
yacy 1 TypOoTa mmpo exosorito. [IpoBiBmm AucniepciitHU aHami3, MU IEPEBIPUIIH KUJTbKA T1OTE3

1 MOKHA CKa3aTH, I10:

1) CraBneHHsl JIOAMHA JO BEJIOCHICIYy HE BIUIMBA€ HAa BUOIp OCHOBHOTO BHIY

TPaHCIIOPTY.
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Cmormu Bbl Bel CAENATE BENOCUNES OCHOBHbIM BMOOM TPAHCMOPTHOTO NepedBitkeHa?

Cymma CpegHui
keagpaTtoe CT.CE. keagpar F 3HaunMMocTe
Mexcay rpynnamm 391 2 1485 504 604
BHyTpW rpynn 16,886 44 384
Bcero 17,277 46

2) CraBiieHHS JIOIMHH JI0 BEJIOCHIICY HE 3aJICKUTh BiJl 4ACTOTU KOPUCTYBAHHS HHM.

Kak yacTo Bel NONL3YETECE BENOCUNEROM?

Cymma CpegHni
KEALPATOER CT.CE. Keagpar F 3HAYMMOCTE
Mexcay rpynnami 1,167 2 579 448 JB42
BHyTpW rpynn 56,843 44 1,292
Beero 58,000 46

3) bBaxkanHs InepeciCTH Ha BEIOCHIICAM 3aJCKUTh BiJ HAABHOCTI HEOOXITHOT
1HPPACTPYKTYPH.

MpW HEoBXOAMMOR MHDPACTPYETYPE, Bl Bbl NEPECENH © MAWWHLI HA BENOCUNEA?

Cymma CpenHui
KE3APaTOE CT.CE. KEagpart F 3HaAUMMOCTh
Mexgy rpynnami 1,636 2 818 4901 012
BHyTpW rpynn 7,343 44 167
Bcera 8,979 46

4) BaxxaHHs TEPECiCTH 3 MALIMHK HA BEJIOCHIICAN 3aJCKUTh BiJl TOTOBHOCTI JIFOJJMHU
3poOUTH BEIOCUIIE] OCHOBHUM BUJIOM TPAHCIOPTY.

MpK HeoBx0QMMOR MHBPACTPYETYPE, Bkl Bkl NEpECENY © MAlWWHLI HA BENOCHNEL?

Cymma CpeaHni
KE3OpaToE CT.CE. KE3ApaT F 3HauUMMOoCTh
Mexgy rpynnamu 1464 2 Nk 4288 0z0
BHyTpK rpynn 7814 44 71
Beero 8,479 46

5) YacToTa BUKOPHCTaHHS BEJIOCUIICY HE 3aJISKUTh BiJl CTATYCY JIFOJAUHHU.

KaKk 4yacTo Bel NONL3YETECE BENOCUNELA0M?

Cymma CpenHui
KE3OpaToE CT.CE. KBagpar F 3HaYMMOCTE
Mexcgy rpynnami 10,778 ] 2,156 1872 120
BHyTRW rpynn 47,222 41 1,152
Becero 58,000 46

Jlyig pexiaMyBaHHs BEJIOTPAHCIOPTY po3riianacs TexHosoris Hypervsn (rinepBixkH),
ska 3aBuiacsa BIiTKy 2017 poky amns Bisyamizamii TPUBHMIPHOTO 300pakeHHs. TexHoJoris,
3aCHOBaHAa HAa BUKOPUCTaHHI rojiorpadigyHuX 300pa)kKeHb € PEBOJIOMINHOIO /I 30BHINIHBOI
pexiiamu. O0’eMHa AiopaMa 3a JJOIMOMOTOIO0 J10iB BiATBOPIOE MOBHOIIHHE 1 peanicTiuuHe 3D-
300paxeHHs. ['osorpama BigoOpakae BCl CTOPOHU CIIOCTEPEKYBAHOIO IpEAMETa, Mepeliae
fioro o0'emHicTh, penbed, rauOuny. IlepenoBe pimeHHs O3BOJSE CHOYATKY CTBOPHUTHU 1
B1100pa3uTH YHIKAJIbHUN TPUBUMIPHUIN (OTO- a00 B1IECOKOHTEHT, a MOTIM — KEpyBaTH HUM.
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WOW-edekr romorpamu crpuse rmOOKOMY 3amaM’sSTOBYBaHHIO iH(opmamii mpo
TOBap, B TOMY YHCJII 1 Ha €MOIIIHHOMY PiBHI, a 3 TEXHIYHOI CTOPOHHU J1a€ MOTEHIIMHOMY
noKynieBi Habararo Ounblie iHGopMaIllii Mpo peKIaMOBaHUN TOBAp, HIXK «IUIOCKa» peKiaMa.
CrnoxrBad MOKe pO3IJISIHYTH BCe 3 ycix OokiB. Lle BUKIMKae nOBipy.

Texuonorist Hypervsn — 1me eKoHOMIYHAa anbTepHATHBA, SKa JO3BOJIUTH BUBECTH
BUKOPHUCTaHHA MajuX 1 cepeaHix rojorpam. CtBoputu edext 3D romnorpamu 103BOJISIOTH
JIOTAcTi 3 PO3MIMICHUMH HA HUX CBITIOMIOAAMH, SIKi 00EpPTAOTHCS 3 BEIUKOIO IIBHIKICTIO.
TakuM YMHOM BIAETHCS MOCIATTH €PEKTy Bizyasizaiii 300paKeHHs.

[llectu pecnioHieHTaM, sIKi MPUHMAIIA y4acTh B OCHOBHOMY ONHUTYBaHHI, OyJia TaKOXK
3alpOoNOHPOBaHA aHKeTa ISl OMUTYBAHHS I0JI0 3aCTOCYBaHHS HOBOTO BUAY PEKJIaMyBaHHS.
Bona micTuna Taki nuTaHHS:

1. Yu 6yoe Bam yixkasa oana mexnonoeis? Yomy?

2. Hackinbku mexHono2isi NOMImMHA cepeo THuux 8Udie HOCIii8 peKiamMHUX No8i0OMIeHb
(6anepwu, 61100pau, IHTEpHET-pEKIIaMa Ta iHIIIE)?

3. Axi necamueni cmoponu 0anoi mexnonozii Bu mooiceme nazsamu?

4. Axi nosumueni cmoporu 0anoi mexronoeii Bu mooiceme nazeamu?

5. 3usiiu 6 Bu na 8ioeo mexnonozito Hypervsn i nooinunucs 6 3 opyzamu?

6. lllo 6 Bu xominu nobayumu 3 moseapie / nocnye / opendie na 3D conoepamu
mexnonoeii Hypervsn?

7. Ax Bu esaswcaecme, uu 3minunocs Bawe cmaenenns 0o moeapy / nocnyau / openoy,
aKull Oyoe pexnamysamucst Ha Oawnii mexnono2ii? Yomy?

8. le 6 Bu xominu nobayumu yro mexuonoziio 6 cnpagi? (B cynepmapkerax, Ha ByIUIli,
HEJAJIeKO BiJl PEKJIAMOBAHOTO TOBApy Ta iHIIE).

Bianosiai pecrioneHTiB 3BeAeMO B TabI. 1.

Tabmuus 1 — BingnoBiai peclioHICHTIB

Ne muranns | Pecronment Bianosige
1 1 Taxk 11e 1ikaBo. Bce HOBe - 3aBXIu 1[iKaBO
2 Tak, Texnonoris nikasa. Tak sk )KMBa Bi3yaji3alisi TOBapy, Ha Mid MOTJIsA,

OuThIn TPUBAOJIMBA I CIIOKMBAYa, HIX Ta X pekiama Ha Outdopaax. Sk
MIHIMYM THM, IO JIFOAWHA MOKe MTOOAYHTH MPOAYKT 3 yCiX OOKIB, HOTO peabHy
(hopMy, 1o MPOBOKYE OLNbIIe Oa’kaHHS y CIIOXKHBAaYa KYITUTH HEeH MPOAYKT

3 Tak, 3BuyaiiHo Oyzne. JlaHa TEXHOJIOTiA NMEPEHOCUTH PeKIaMy abCOJIOTHO Ha
HOBWI piBeHb. B YKpaiHi pekiaMHI CTCHIU HEMOKa3Hi i 3BWUaifHi. ['imepBixkH
MTO’KBABUTH HE TUTBKHU cepy pekiiamu aie i 3a0apBUTH MicTO HOBUMH (hapOamu
i BHECE HEMOBTOPHHI KOJIOPUT BeUipHIM MPOTYJISTHKAM

4 JlaHa TEXHOJIOTIS € JIJIT MEHE JIOCHTD IIKaBOK, OCKIJIBKHA BOHA € TEXHOJIOTIEI0
MaiOyTHBOTO, sIKE BXKE HACTAJIO
5 IlikaBa Oye JaHa TEXHOJIOTIS, TAK SIK 1€ IOCh HOBE
6 Tak, 3aliKaBUTh
2 1 51 nymato, e Oyno 6 1moch OiIbLI MOMITHE 1 3Mycuio O Jitojieit 3MUByBaTUCS.
Tomy 110 6anepu 1 61100paAK BXKE TPOXU HAOPHIITH
2 Ha wmiif morusin, nana pexiama Oy/e B pa3ul IOMITHIIIE THX, SIKi IepepaxoBaHi B

nutaHHi. Pexmama 31 cTBOproBaTMME e(eKT NPUCYTHOCTI, MO0 HE MOXKeE
3TMIIATHCS HETIOMIYeHUM JIJIs JTIOAWHH. Pexiama 6aHepiB, iHTEpHET 1 T.JI. 4aCTO
3aJIMIIAETHCS HETIOMIYEHOIO0

3 OpxHO3HAYHO HAWMOMITHIIIE MO S KOJIHM-HeOynp 6auuB 3 pekiiaMu B YKpaiHi.
[oni6Hi eexTH, sIKi 32CTOCOBYE TiNEPBIXkH, TPOCTO NPHUKOBYIOTH YBary CBOEIO
HE3BUYHICTIO

4 JlaHa TEXHOJIOTisI BHIUISETHCS TEPEBAXHOI OCOONMBICTIO, sIKa MOJATaE B

I0JIaHH] TPUBUMIPHOTO 300pa)KEHHsI PEKJIaMOBAaHOTO TOBAPY
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[Iponosxennst Tabm. 1

5 [TomiTHa, Tak 5K I1e HOBa TEXHOJIOTs, a JIFOJM 3aBXK/IN 3BEPTAIOTh yBary Ha II0Ch
HOBE, 1 HE TaKe K 3aBXKIH
6 ITomiTHa, mpuBEpTaE yBary
3 1 MosxnuBo OyZe ICyBaTH BUTIISL CTAPOT0 MiCTa i 3aBayKaTH JIFOJSIM B HIYHHUH Jac
2 IToxw Ba)XKO CKa3aTH, MOXJINBO OyJe HaMipHA HaB’ SI3IUBICTh MPOIYKTY
3 HeratuBHuX cTopiH He O6ady
4 Jymaro, Hemae
5 Sk Oymp-sika pekiamMa, MOXKE BHKIHKATH y JIIOJCH pO3IpaTyBaHHS, Tak SK B
JAHUH Yac MOCTiifHA «HaB sI3IMBA» PEKJIaMa BUKJIMKAE OTHIY
6 Hi
4 1 Hosga Ta mikaBa TexHonoris. Bora moxe Oytu B pisHEX popMax i Bumax. bimbie
MicI At haHTa3il MapKeTOJIOTIB i OiIbIIe TO3UTHBHO 3IMBOBAHMX CII0)KHBAYiB
2 PeanpHe 300pakeHHs TOBapy, MOXIIUBICTh IIOAUBUTHUCS HA POIYKT 3 yCiX OOKiB
3 HesBuuaiinicTh Takoi HOBHHKH Oyne HE TINBKH TPUBEPTaTH yBary, a i
MIPUKpAIIaTH MIiCTO, TOProBi IIEHTPH 1 MaBibiloHH. MOXJIMBICTh HOKa3yBaTH
pexiiaMy JEeKUIBKOX BWJIB MPOIYKIII, NOCTIHHO 3alliKaBUTH IJIsgada YUMOCh
HOBUM
4 Mo>KJIMBICTB peanizalii TpuBUMipHOTro (00'eMHOT0) 300paXkeHHsI 00'eKTa
5 IIpoayKT pekiaMyBaHHS CTa€ OIBII MPUBAOIMBUI 3a OMOMOIOI0 i€l
TEXHOJIOT11
6 SIckpaBo, 00’ €MHO, TUBHUIIICS 10 KIHII
5 1 Jymarto, Tak
2 Taxk
3 3BHYaHO, 110 Tak. Takol Kpacolo i HE3BUYHICTIO XOUEThCs ITUTHCS
4 OO0O0B'A3KOBO, OCKUIBKU JaHa TEXHOJIOTISl € IOCHTh LIKaBOKO 1 BiJpi3HIEThCA
BHCOKOIO HOBU3HOIO
5 3usia 6 Ta MoKasaja Jpy3saM, [ie TOCUThH IIKaBO il HOBO
6 Tax
6 1 Opsir, moIopoxKi, hiTbMu
2 Opisir, 1oOyTOBA TEXHiKa, KOCMETHKA, TYPIYTIBKH Ta BC1 BUAM TOBApiB i HOCIYT
3 Ta Bce mio 3aBroauo. [IpocTime cka3atu yoro 6u s HE xoTiB mobauntu, a came
pexiamy curapet i ankoronto. [itu 3 Oyap-skoMy pas3i OyayTh 3BEpTaTH yBary
Ha HACTUTbKM OapBUCTY peKJIaMy, HE BapTO IOKa3yBaTH B TaKiil pekIami
MMOKa3yBaTH MO-HeOY b IIKiJIHBE
4 ABTOMOO1JTi, KOMII'FOTEPHA TEXHIKa, aKcecyapu
5 Tosapu komnadii Apple
6 BepxHiit ogsr, B3yTTS
7 1 MosxnuBo. YnM KpacuBimie moJaHui TOBap ab0 MOCIyTa, TUM Oiblle MeHi 1i
XOUeThCs
2 JyMmaro sSKmo mpoayKT MeHi Oyne MiKaBWiA, TO JaHWH BHJ peKIaMu OiibIne
IIPUBEpHE MOIO YBary B IOPIBHIHHI 3 iHIIMMH BUIAMH PEKIAMHU
3 Jymaro Hi, pekiiamMa MOBUHHA IPUBEPHYTH YBary i HOKa3aTH IO TaKa MPOIyKIIis
€. MiHsITH TIpo Hel TyMKY TIOBHHHI MTPOJIABIIi 1 SIKICTh TOBapy
4 3MIHIIOCS, OCKIIBKA TPUBUMIpHE TIPEICTABICHHS TOBapy Hamae OULIbIT
JIOCTOBIpHY 1 AeTasbHy iH(OpMallito PO HHOTO, Ha BIIMIHY BiJl JBOBUMIPHOTO
300paKeHHS
5 3MiHUIIOCH, TaK SIK TOBap MOKHA MOOAYUTH 3 yCIX CTOPiH, HA BiJIMiHY Bix OaHepa
(i iHmmx HociiB iH(popMarii) xe ToBap B INIOCKOMY 300pakeHHI
6 Taxk, Tomy 1o ToBap BurIIsAae peamictnaHo. Kaptiaka 06'emHa i )knBa
8 1 bins pexraMoBaHOTO TOBapy
2 Toprosi neHTpH, Mara3uHu, MapKH, ajie He 011 NPOTKIPKOT YaCTHHHI
3 B nepuiy 4epry Ha BYJHISIX, B CyllepMapKeTax, TOProBux HeHTpax. Ta ckpissb.
Jlo cnoBa, B mepIiry 4epry npuBepTajio 6 yBary cKopime pexiaMmyBaHHS OpeHIiB
4 CynepmapkeT, MeTpo
5 Ha Bysmi i ToproBux meHTpax
6 SIKmmo ToBap 3aIliKaBUB i c110;100aBCsI TO HEBAXKIIMBO €
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[linbuBaroun mMiICYMKH MOKHA CKa3aTH, TEXHOJOTis Hypervsn TpHUKye yBary
abcommoTHO Beix. Uepes cBoro HOBU3HY 1 3D 300pakeHHs, sIKe CTBOPIOE €(DEeKT MPHUCYTHOCTI,
IHHOBAIIISl BUIUIETECSA CEepell IHIMX pekiaMHuX HociiB. Cepen HEraTUBHUX CTOPIH Oymo
BIIMIYEHO HaaMipHA HaB’ SI3JMBICTh PEKIAMOBAHOTO MPOIYKTY, @ 3 TOYKHU 30pY ICYBaHHS
3aranbHOi aTMocepu MiCTa AYMKH PECIOHACHTIB po3aimmiuch. Cepen MO3UTHBHUX CTOPIH
BUJIUISAIOTh HOBU3HY TEXHOJOrIi Ta OUIbII JeTainbHy iH(OpMaIi0 IOJ0 TOBapy, IO
PEKIaMYIOTh B YCIX KOJbOpaxX Ta sICKpaBoCTi. Takok, HEMOYKHA HE BIJIMITUTH OXBAT ayIUTOPIi
TEeXHOJIOTiEr0 Hypervsn, ajpke BCl PECIIOHACHTH HaAic/Iaau O JaHy HOBUHKY CBOIM JAPY3SM 1
iH(pOpMallig PO peKksiaMOBaHUi OpeH 1 po3JeTiachk MBUAKO. Ha nanuii MoMeHT OiibIIocTi 13
OTMUTAHUX XOTIJI0CH MOOAYUTH 3a JOIIOMOTOI0 1HHOBAIIIT 01T Ta akcecyapu B 3D 300pakeHHi,
aJie He MOYKHA HE BIIMITUTH TOTO, 110 HE XOTIJIOCh — 1€ IIKIUIMBI JJIs JIFOJICBKOTO OpraHizMy
pedi (aIKorodib, curapeT). BpakeHHs mpo ToBap y OLIBIIOCTI PECIIOHACHTIB MICIS MEPETIsiay
PEKJIaMOBAHOTO TOBApy 3a JAOMOMOTOI0 TEXHOJOTi Hypervsn Ta BKe ICHYIOUMX PEKIAMHHUX
HOCIiB 3MIHUTHCA. PekiamMa 3 1HHOBaIIMHOI TEXHOJIOTIEH OUIBII TOCHpHUsE Ha BHUOIP
CHOXHBauiB. B BIAMOBIAAX TPOCTIAKOBYETHCSA, IO PECIOHIEHTH TOTOBI MOOAYUTH JaHy
TEXHOJIOTiI0 Oyab-/e, aje € ¥ BUKIIOYEHHs — OIS MPOiXKIKOI YaCTUHU JaHy 1HHOBAIIO HE
OakaroTh M0OAYUTH.

BuCHOBKH 3 1aHOT0 JOCJII:KEHHS | NePCNEeKTUBY MOJAJIbIINX PO3PO0OK 32 JaHUM
HanpsMoM. JI101 TO3UTHUBHO CTABJIATHCS 10 PO3BUTKY BEJIO-TPAHCIIOPTHIH 1HOPACTPYKTYpi B
Opeci Ta mocTynoBo OyayTh YacTillle KOPUCTYBATUCS BEIOCUIIEaMU HE TUIbKH, SIK PO3Bary, a
i SK BUA TPAaHCHOPTY JJIS TEpEecyBaHHs MO MicTy. Tak caMo MOKHa CKaszaTH, IO MpU
BINOBIAHIN 1H}pacTpykTypi Ounbiie 50% onuTyBaHMX ModYanu O yYacTillle KOPUCTYBaTHUCA
JTAaHUM BUJIOM TPAHCTIOPTY. 3 KO)KHUM POKOM BCE OUIBIIE 1 OLTBIIE JTFOICH TepeciJaroTh 31 CBOIX
3BHUYHUX TPAHCIIOPTIB AJIsl IEPECYBAHHS caMe Ha BeJIOCHINEIU. Tak SK 116 EKOHOMUTD KOIITH,
4ac, JIIOAM 3alMAarOThCS CIIOPTOM 1 BHOCSTH CBi BHECOK TPO TYpOOTY TPO EKOJIOTIHO.
OcHOBHOI0O TPOOIEMOIO MJisi TMOBHOTO BIPOBA/KCHHS TAKUX CHCTEM Ta IPOEKTIB IIe
BiZICYTHICTh HeoOximHoi iHdpacTpykTrypu. {00 30impmmTé 00cAT mromed, ski OyayTh
BUKOPHCTOBYBATH BEJIOCUIE] LIOJEHHO, JJs MOYaTKy NOTPiOHO B paMKax MYHIIUNAIbLHOTO
MapKEeTHHTY Ta 3a JOIOMOror HoBOi cTpaterii «Oaeca ST» npuiiHATH Ta Mo4aTu BTUIIOBATH B
KHUTTA TPOEKTH IO PEKOHCTPYKLIi CTapux JIopir, MOOYZOBM HOBUX Ta BCTaHOBJIEHHS
HEOOX1IHUX peuell A Oe3NMevYHOro MnepecyBaHHs MO MICTy B MailOyTtHbomy. [lis aritamii
HaceJIeHHs 11010 BEJIOTPAHCIIOPTY BapTo Oysio O BUKOPUCTOBYBATH HOBI TEXHOJIOTIT peKJIaMH,
Hypervsn.
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Marketing research of prospects of development of the bicycle infrastructure the basis of
strategy "'Odessa 5T"".

The aim of the article. The article is devoted to one of the areas of the investment strategy of
the city "Odessa 5T" in the framework of municipal marketing, which are transport. The relevance of
the topic is due to the goal of making the city environmentally clean, healthy and bicycle-friendly. Many
governments give billions of dollars to implement and develop bike infrastructure. In 2016, the
investment strategy of the city “Odessa-5T" was adopted. "Odessa-5T" is an investment brand of the
city, which combines 5 main areas in the development of Odessa, which are transport, trade, technology,
tourism and trust. For comfortable attraction of investments, assistance and implementation of priority
projects for cities, the Investment Agency Odessa 5T was created on the basis of the “single window”
principle. The team analyzes the economic and legal conditions of projects taking into account the
interests of cities and investors, monitors and controls the implementation of already accepted senior
initiatives, introduces systemic measures by improving the investment climate, employees and executive
authorities, as well as entrepreneurial responsibility. The main goal of such a strategy is to communicate
with foreign investors, lenders and grant organizations, attract them to Odessa and accompany joint
projects. One of these projects is the development of bicycle infrastructure. The aim of the project is to
create a system for sharing bicycles (bike rental), consisting of automatic rental stations (points of
issuing /returning) of bicycles, parking places.

The results of the analysis. Each registered user can rent a bicycle at any bicycle rental
station, make a trip and return the bicycle to any other station. The project can be fully implemented in
the term of construction of bike paths, special parking lots and other infrastructures for the safe
movement of cyclists. Despite the lack of special, separate bike paths and other things for the safe
movement of cyclists, the city council has begun the implement ation of a joint rental project, which was
called bike-sharing. Bike-sharing is the easiest way to rent two-wheeled vehicles. It is enough to scan a
code and a bicycle with your mobile device and the bicycle is in your disposal for all the time that you
need. After the trip, you just need to park it at an automated rental station in a convenient location in
the city. Conducting a marketing research helped to find out whether Odessa residents and city guests
need such projects and the construction of the necessary infrastructure, how they relate to this and what
encourages people to use this type of transport more often. The study was conducted using
guestionnaires, in which residents of the city of Odessa from 18 to 50 years old took part. After
conducting a study, we can conclude that people have a positive attitude to the development of bicycle
transport infrastructure in Odessa and will gradually use bicycles more often, not only as entertainment,
but also as a mean of transport for moving around the city.

Conclusions and directions for further research. Every year, more and more people are
changing from their usual transports to get on their bikes. Since it saves money and time, people go in
for sports and contribute into environmental care. The main problem for the full implementation of such
systems and projects is the lack of the necessary infrastructure. To increase the volume of people who
will use the bike daily, for starters, it is necessary, within the framework of municipal marketing and
with the help of the new strategy “Odessa 5T, to adopt and begin to implement projects for the
reconstruction of old roads, the construction of new ones and the establishment of necessary things for
safe movement around the city in future.

Key words: development of bicycle infrastructure, marketing research, investment strategy,
municipal marketing
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