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BLT PEJAKIIIT

AEPKABHA ITIOJIITUKA B COEPI BHUIIOI OCBITU: IHAUKATHABHI
IMPO®ECIMHO OPICHTOBHI JUCHUIVIIHU CHEIIAJIBHOCTI «<MAPKETHHI»

B Vkpaini B ctpykTypi Kabinery MiHicTpiB icHye MiHICTEpCTBO OCBITH 1 HAyKH, OTXKE,
OCBITa BHU3HAETHCS (PYHKIEO JepkaBH. MIHICTEPCTBO TIOBHHHO TIPOBOJHUTH JEP’KaBHY
MOJIITUKY 32 KOKHOIO OCBITHBOIO CIICIiabHICTIO. PaHilie me mposBIsiaocs y TOMY, HIO s
KOYKHOT CITeIiaJIbHOCTI iICHYBaB Ha0ip HOPMATUBHUX TUCIUILIIH, SKi B JUPEKTUBHOMY MOPSAKY
NOBHMHHI OynM yBINTH B HaBUalbHI IUIaHW. 3apa3 pO3MOJUTYy Ha HOPMAaTHBHI Ta BapiaTHBHI
JUCIUILIIHA HE IcHye. ToOTO, BUHUKAE PU3UK TOrO, IO CTYICHTH PI3HUX 3aKJIadiB BHUIIOL
OCBITH OTPHUMAIOTh HEIOPIBHSHHI 3HAHHS: YacTHHA JUCUUIUIIH HE OyAe NpOodYMTaHa, 3MICT
IHITUX TACHIUILIIH Oy1€ BiAPI3HATHUC.

B mmx ymoBax BaJIMBO BUIUIMTH SIKIIO HE HOPMATHBHI, TO Xo4ya O I1HIWKATHUBHI
npodeciiiHo OpiEHTOBHI JUCIMILIIHK 32 KOXHOK OCBITHBOIO CITCIIalIbHICTIO. Taki AUCIUIUTIHU
NOBHUHHI OyTH 3amporoOHOBaHi miaKoMicismMu HaykoBo-MeTOAMYHMX KOMICiIH ceKTopa BHIIOI
ocBitTi HaykoBo-mMeToanyHoi paau MiHicTepcTBa OCBITH 1 HAyKU Y KpaiHH.

PosrnsiHeMo 1ie nuTaHHs Ha NpUKIaai cneniaabHocTi 075 « MapKeTHHT.

[Tinkomicis 3 cnemianpHOCTI 075 «Mapkerunr» HaykoBo-mMeroaudnoi komicii Ne6 3
«bi3Hecy, ympaBimiHHS Ta TMpaBa» CeKTOopa BHINOI OCBITH HaykoBO-MeTOAMYHOI paau
MinicTepcTBa OCBITH 1 HaykH YKpaiHu Morja O peKOMEHIyBaTH 3aKjiajaM BHUIIOI OCBITH Taki
YOTUPH 1HIUKATUBHI MpodeciitHO OPiIEHTOBHI JUCIUILTIHU:

1. MapkeruHr;

2. MapKeTHHTOBI JOCITI JDKSHHS;

3. MapKeTHHroBi KOMYHIKallii,

4. ludpoBuil MAPKETUHT.

InpukaTuBHa npodeciiiHo opieHTOBHA AucHMILIIHA « MapKkeTHHD

e dynmament, Ha sikoMy (GOpPMYIOThCS CIEliadbHI KOMIETEHIlI MapkeTosoriB. Lls
JTUCIUILTIHA TIOSCHIOE aHATOMIIO Ta (hi310JI0TiI0 MapKETHHIOBOI MisIBHOCTI. B OCHOBI I[HOTO
npeamery € komiuiekc 4P, skuit B 1960 poui 3anpononyBaB Mak-Kapti E./[x. B poOorti
«OCHOBM MapKeTHHTY», IpyHTytounch Ha inei bopaena H. Bin 3rpymyBaB JBaHaIsTh
€JIEMEHTIB KOMIUTIeKCcy MapkeTHHTY bopaena H. y wotupu rpynu. B pesynprari Oymno orpumano
KoMILIeKC «4P»: ToBapHa MoJiTHKA, MOJIITHKA IHOYTBOPEHHS, MONITHKA PO3MO/UTY, HOJITHKA
komyHikamiii. Komnekc «4P» Maxk-Kapti E.Jk. 10 HHMHIIIHBOTO Yacy OTOTOXXHIOIOThH 3
KJIACHYHUM KOMILJIEKCOM MapKETHHTY.

Teopiss MapKeTHHTYy BHHMKJIA Ha IHAYCTpialbHIN CTajaii pO3BUTKY JIIOJCTBA B MEPioA
3arocTpeHHs NMpoOeMHy 3I1CHEHHsS] KOMEpLIHHUX 0OMiHIB 1 (OpMyBaHHS puHKY nokymus. Ha
npots3i XX cT. copMyBaiuCs MOCTYJNAaTH KJIACHYHOI Teopii MapKETUHTy — KOHIIEMis,
KaTeroplaJibHUi amapar, IHCTpyMeHTapiid. Po3BHUTOK Teopii MapKeTHHry BiOyBaeTbCs Mij
BIUIMBOM HAyKOBO-TEXHIYHOIO Iporpecy, sKuil 3a0e3medye pi3HOMAHITTS TOBapHOL
MPOTIO3UIIii, BHCOKI TEMITH OHOBJICHHSI TOBAPHOT'O ACOPTUMEHTY.

Y XXI cT. B yMOBax MmocTiHAYCTpianbHOI eKOHOMIKU 10 90% ToBapHUX HOBHHOK HE
HaOyBalOTh BIACTUBOCTEN BAPTOCTI Ta CIOKKUBUYOI BApTOCTI, HE MEPETBOPIOIOThCS HA ToBap. Ha
MOBEPXHI EKOHOMIYHOTO JKUTTA 1€ HPOSBIAETHCS Yy TOMY, LIO0 MNPOAYKTH Tpaii He
peani3ytoTbes. st 61TbIIOCTI BYSHUX CTA€ OUYEBHIHHUM, IO IMIBHAKO3MIHHI peaiii eKOHOMIKH
BUKJIMKAIOTh MOpaJibHE 3aCTapiBaHHS TEOPETUYHOTrO (YHIAMEHTY MAapKETHHTY, aJiKe
e(eKTUBHICTb MapKETHHIOBOi MAISUIBHOCTI 3alle)KUTh BIJI CTYNEHS aJeKBaTHOCTI ii (opm
XapakTepy BUPOOHMYHMX BIAHOCHH. MapKeTHMHIOBa HayKa PO3BUBAETHCS 1 eTamM ii pO3BUTKY
MOBHHHI OyTH NMPUB’s3aH1 10 croco0y BUpOOHUITBA MaTepiaibHuX Osar. HoBa indopmariiina
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CTajisl TMOCTIHAYCTPiaTbHOI €KOHOMIKH MOTpeOye MOACpHi3allli MOCTYJIATIB KIACHYHOI Teopii
MapKeTHHTy. B TepIiny depry e CTOCY€ThCS PO3YyMIHHS T€HETUYHOT'O KOPIHHS, KOHIICTIIIIi,
nepioau3ariii MapKeTHHTY.

Ha nam nornsn, icHye Habip poJIOBHX O3HAK MapKETUHTY SK HAYKH.

Ilepma o3Haka — BIAMOBIAAIBHICTH 32 BUPIMICHHS MpoOJeMHu onTUMizalii 30yTy 3a
pPaxyHOK BHSABIICHHS IEpeAyMOB TpaHcdopMalii IpoayKTiB mpaii B ToBap. CrpsSMOBaHICTh Ha
YCYHEHHSI HEJOJIIKYy TOBAapHOrO BUPOOHMIITBA y BUTJISI HEpalllOHAJbHUX BHUTpAT XKUBOI Ta
YpEUEBICHOT Tpalli.

Jlpyra o3Haka — KOMIUIEKCHICTh 1 CHHXPOHHICTh BUKOPUCTAaHHS MapKETHHTOBUX
IHCTpYMEHTIB, BUKOPUCTaHHA KOMIUIEKCY MAapKeTHHTYy. MapKeTHHTOBI 1HCTPYMEHTH
(GOpMYIOThCSI Y KOMILUIEKC MAapKETHHTY 1 BHKOPHUCTOBYIOTHCS «IIUIICHO 1 HEpo3auibHO». Lle
O3Hayae, MO0 KOXHHUHA I1HCTPYMEHT Mae crnenudiuyHe 3HAYEHHS, aje MeTa MAapKEeTHUHTY
JOCATAETHCS TUTBKU TOJI1, KOJIM BOHH BUKOPUCTOBYIOTHCS B KOMILIEKCI.

Toit ¢akT, 110 HASABHICTH CHUCTEMH POJOBHX O3HAK 1 pOOUTH MApKETHUHI NPHKIATHOIO
€KOHOMIYHOIO HAYKOIO, YaCTO HE YCBIIOMIIIOEThCS Oararbma (haxiBLsSMHU.

Po3BUTOK  MapKeTWHTY  CYNpPOBO/DKYETHCS  HACTYMHUMH  TEHACHLISAMH, IO
00yMOBITIOIOTh HEOOXiJHICTh TpaHchopmamii KoHuenmii mapketuHry B XXI cropiuui:
3HUXKYETbCI ~ €(DEKTUBHICTh  TPAAWMIINHMX  MApKETHHTOBHX  3aXOMiB;  BiJOyBaeThCs
HaZ(parMeHTaiiss pUHKIB 3a PaxXyHOK MacoBOi I1HAMBiAyami3allii; 3MEHIIYEThCS KIUIbKICTh
BUPOOHUKIB 1 MapKETUHTOBUX TOCEPEIHHKIB; 3pOCTAE POJIb MAPKETHHIOBHX MOCEPETHUKIB B
KaHaJl po3MOfily; 30UIBIIYEThCS KUIBKICTH BUPOOHMKIB, L0 BUKOPHUCTOBYIOTH MPSIMHIA
MapKEeTUHT; 3pOCTa€  poib  I[HTepHET-MAapKETHHTY; MOCHJIIOETHCS  CIIBIpAams MK
HiANPUEMCTBOM 1 CIHOKMBayaMH; CKOPOUYETbCA KHUTTEBUHA ITUKI TOBapiB; 30UIBLIYETHCS
KIJIBKICTh OpeHAiB; POPMYETHCS KyJIbTYpa «OJHOPA30BOT0» BUKOPUCTAHHS TOBApPIB.

CydacHa KOHIIEMIiI MapKeTUHTy — 1€ KOHIICMIisS MacoBO 1HJWBITyalli30BaHOTO
COIIAJTLHO-BIIMOBITAIGHOTO MAapKETUHTY HA OCHOBI TMPOMO3HIIIT MaKCHMAaJbHOI CIOXKUBYOI
IIHHOCTI, fika 3abe3medye KOHKYPEHTOCIHPOMOXKHICTh, ONTHMAJbHE BHUPIIMIEHHS MpoOieM
CIIO’KMBaya, BPaxOBY€ COLIAJbHO-EKOHOMIUHI HACTIAKYA BUPOOHUIITBA 1 CIIO’KMBAaHHS TOBapiB.
Ile ¢inocodis GizHecy, sika Ga3yeThCsl Ha MPOMOHYBAaHHI HAWBUIIOI CHOXHUBYOI I[IHHOCTI JUIS
3a/I0BOJIEHHS] MONMMTY Ha OCHOBI MAacoBOI IHAMBIAyaii3alii 1 MOUIYKY HaWKpamoro crnocoly
BUPILLICHHS NPOOJIeM CIIOKUBAUIB, IKUH MOXKE OKPAIIUTH SKICTb KHUTTS.

InpukatuBHa npodeciiiHo OpieHTOBHA IMCHMILTIHA «MapKeTHHIOBI JOCTiIKEHH»

Amxe, o CcyTi, po3poOKa YaCTMHU €JIEMEHTIB KOMILJIEKCY MApPKETHHIY 3BOAUTHCS 0
NPOBENEHHS] MapKETHHTOBHUX JOCITIKeHb. Tak, po3poOka MapKEeTHHIOBOI TOBAPHOI MOJITHKH
3BOJIUTHCS A0 AOCHIIKEHHS >KUTTEBUX IMKIIB TOBapiB, po3poOKa IIHOBOI MOJITHUKUA — JI0
aHami3y I[iH KOHKYpeHTiB. Takum umHOM, mucuuiuliid «ToBapHa mnomithka» 1 «LliHOBa
IMOJIITUKAY HEOOILIbHO BU3HAYATH K IHIUKATUBHI.

Ha cBiTOBOMY pHHKY MapKETHHTOBHX JOCIIIPKEHb MPOJIOBKYIOTh JOMIHYBAaTH KUIbKICHI
nociimkeHHs. [Ipore monut Ha sikicH1 gociikeHHs 3poctae. Hacammepen, 1ie xapakTepHo Jis
OHJIaMH jaocnimpkeHb. B YkpaiHi Ha sSKICHI OHJIalH JTOCIIPKEHHS CHPSMOBYETbCS He Ouiblie
0,3% KOIITIB 3aMOBHUKIB. 3arajibHOI0 TEHJAEHLIEIO € Te, 1[0 B YKpaiHl 1 B CBITI 3pOCTalOTh
00CsTY 3aMOBJIEHb Ha aHANITUYHI Mociyru. [1oB’s3aH0 11 3 TUM, 1110 KII€EHTH MalOTh ChOT'O/HI
MO>KJIUBICTh CAMOCTIHHO HAKOMWYYyBaTH BENWKI o0cary iH(popMarlii 3a monomororw [HTEpHET-
TEXHOJIOTiH, Hampukian, TexHonorii Big-data. Tomy momuT Ha cremianicTiB, sKi CIIPOMOKHI
SKICHO TIpOaHaJIi3yBaTH BEJIMKI MAaCHUBH 1H(OpMaIIii, 3pOCTaE.

3MeHIIIeHHS! BUTPAT HAa MApPKETUHTOBI MOCHIHPKEHHS 3 OOKY 3aMOBHHUKIB, 301IbIIEHHS
NPOHUKHEHHS [HTEpHETY B TMOBCAKICHHE XHUTTS YKPAiHIB, PO3BUTOK IHTEPHET-TEXHOJOTIH
MapKETUHTOBHX JIOCIIPKEHb CIIPHUSIOTH 30UTBIICHHIO JOCIIIKEHb 3a JOMOMOTr 010 [HTepHeTY.
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InpukaTuBHa npodeciiiHo OpieHTOBHA AucHMILIIHA « MapKeTHHIOBI KOMYHIKaWi»

B ocHoBi nuctmmiinn «MapKeTHHTOBI KOMYHIKaIli» JEKUTh BHBUEHHS KOMIUIEKCY
MapKETHUHIOBUX KOMYHIKaiii: pekinamu, PR, ocoOMCTUX mpojakiB, METOMIB CTUMYJIFOBAHHS
30yTy.

B ymoBax mnepeHacMueHOCTI PHHKY AU(EpEeHLINOBaHOK TOBAPHOK IPOMO3ULIELD,
3MEHIIYETbCS €(EeKTUBHICTh MAapKETHHTOBUX KOMYHIKAIil, POCTYTh KOMYHIKAaTHBHI PHU3UKH.
BpaxoByroun Taki peanmii, TAKTHYHI THCTPYMEHTH MapKETUHIOBOI IISJILHOCTI IMOBHHHI OyTH
OpIEHTOBaHI Ha 3HI)KEHHS PU3UKIB 1 3MEHIIIEHHSI MAPKETHHTOBOTO OIOKETY.

O3HakaMM TaKUX TAKTUYHUX IHCTPYMEHTIB MAPKETHHTY €:

1) BimMoOBa Bix TpaauIiifHOT pekiamMu B 3aco0ax MacoBoi iH(opMaIlii SK BiJi OCHOBHOT'O
croco0y KOMyHIKaIiid. 3amiCTh IbOTO BHUKOPHUCTOBYIOTHCS HEAOPOTT PEKIaMOHOCIT YH
HECTaHJIAPTHI peKIaMHi KaHamu. Hanpuknan, qipeKkT-Mein, CyBeHipHa peKiIama;

2) KOpOTKHH TepMiH HacTaHHsS €(eKTy, TOOTO pe3yJbTaT Yy BUIJISAI HOBHX KITIEHTIB
MOBHHEH MPOSBUTHUCS MAKCUMAIIBHO HIBHJIKO;

3) aTeHTHUHl XapakTep MLIOJ0 KOHKYPEHTIB, IO 3ale3leduye HEMOXKIHMBICTb
KOIIIOBaHHA MAapKETHHIOBHX 3aXOJiB. SIKIIO TpajuiiliHa peKiaMHa aKTUBHICTh HiANPHEMCTBA
BUJHA HE TUIBKM MOTEHLIMNHUM KII€HTaM, a W KOHKypeHTaM, TO OUIBLIICTh HOBITHIX
IHCTPYMEHTIB MPUXOBAHI: 10 peKJIaMy 00ayaTh TUTBKH MOTEHIIHI MOKYIIII;

4) iHTEHCUBHMM LUIAX PO3BUTKY KOMYHIKalli 3a paXyHOK YHUKHEHHS PEKJIaMHO{
«TOHKH 030pOEHB», KOJIM KOHKYPEHTAa HaMaraloThCsl 3aJaBUTH PEKIAMHUM OIOJKETOM,
nyOIiKyro4YH Oibllie OrOJIOIIEeHb, BUCTABIISAIOUM OLNbIIE IIUTIB, 3allyCKAIOYU OLIbIIE POJUKIB.
KitieHnTa 3a)y4aroTh 3a paxyHOK OUTBIN €EKTUBHHUX PEKIAMHHUX XOJIB, aJpeCHOTO 3BEPHCHHS
IO ITOTEHIIIMHUX KIIEHTIB;

5) 000B’s13K0Ba OIiHKAa €(PEeKTUBHOCTI KOKHOI PEKJIaMHOI aKIlii, i TOMy BUKOPHUCTAaHHS
TUX GOPMH PEKIIAMH, JUTSl IKUX MOKHA OIIHUTH €(DEKT;

6) KOHKYpEHIIisl 3aMiHEeHa MMapTHEPCTBOM. B KOHKYypeHTHiil 60poTh0i akeHT poOUTHCS
Ha HaJIaro)KCHHS B3a€EMOBHIITHOTO CIIBPOOITHHUIITBA;

7) BUKOPUCTAHHS TPHUHIUIY «TOYHO BYACHO», TOOTO MOTEHIIWHUNA KIIIE€HT TOBUHEH
OTpPUMATH peKIaMHy iH(opMaIlito B TOIf MOMEHT, KOJIM 1HTEpEC 10 TOBapy HaHOUIbII CHIIbHUH 1
paHille, HDK TMOTEHIIMHUIM KIIIEHT 3yCTPIHEThCA 3 PEKIaMOI0 KOHKypeHTiB. Hampuxnan,
peKsiaMy BETEpUHAPHOTO JiKaps KJIIEHT MOBUHEH OTPUMATH IIiJl 4ac KyMiBJi KOTEHSATH.

InpnkaTuBHa npodeciiino opicHToBHA nucnuiuiiHa «ndposuiit MapkeTHHI»

B ymoBax iHdopmaTuzanii cycniiiscTBa IHTepHeT Ta iHIII HU(POBI KaHAIN 3MIHIOIOThH
dbopMH 1 METOAM MApPKETUHIOBOI AISUTBHOCTI, CTAIOTh TMOIITOBXOM ISl TIOSIBU HOBOI (popmu
MapKeTHHTOBOI JisIbHOCTI — IudpoBoro mapkerunry (anri. digital marketing).

Tepmin «uudpoBuii MmapkeTuHr» Briepie 0yB Bukopuctanuii B 90 p. XX cr. ¥V 1993 p.
BIIepIlie OyJI0 BUKOPUCTAHO IHTEPAKTUBHUN OaHHED.

[udpoBuil MapkeTUHr — 11€ BUKOPHCTaHHS LU(PPOBUX KaHAJIB Ul NPOCYBaHHS Ha
PUHKY TOBapiB AJIs LIIIbOBUX CIIOXHBayiB 1 O13HECY.

[udposuit mMapkeTuHr — ne (GopMa MapKeTHHTY MacoBOi IHAMBITyami3alii, MOJeNlb
MapkeTuHry XXI ctopiqus.

[udposuit mapkeTuHr — ne Qopma iMIJIEMEHTAlll MapKETHHTOBOi AiSJIBHOCTI 3
BUKOPHCTAHHSAM HU(POBUX KaHaNiB: [HTEepHET, JOKalbHI Mepexi, KOMII I0TepH, MOOUIbHI
tenedoHu, Mppose TenedayeHHs, pekJIaMHi JUcIiel, iHTepakTHUBHI ekpanu, POS Tepminamy.

HudpoBuil MapkeTUHT — L€ BUJ MapKETHHIOBOI JISUIBHOCTI, KOTPUH 3a HU(PPOBUMHU
KaHaJlaMH, IU(POBUMH METOJAaMH JI03BOJISIE aJIPECHO B3a€EMOJISATH 3 IUIBOBUMH CErMEHTaM
PHHKY Yy BipTyaJIbHOMY Ta peaTbHOMY CEepPEIOBHIIAX.

Kananamu 1udpoBoro MapkeTHHry €:
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1) IaTtepHer 1 mpucTpoOi, IO HAAAOTHh JOCTYH A0 HHOrO (KOMIT’IOTEpH, ILUIAHIIETH,
cMapTQOHN);

2) JIOKalbHI MEpeXi MANpUEMCTB abo paioHIB, SKIi € CaMOJOCTaTHIMHU
iHpOpMaLiHHUMH cHCTeMaMHU. B 1aHWii MOMEHT TOCTYHNOBO BiJOYBa€ThbCsl IHTErpaiis
JIOKAJIbHUX Mepex 3 [HTepHer;

3) ™moOinpHI mpuctpoi. Panime BUPOOHUKM MOHOCHIM TMoOchHaHHA uepe3 SMS
MOBITOMJICHHSI, 3apa3 IMOMYyJSIPHUMH € YCTaHOBKAa OpeHJ0BaHUX JOJATKIB ab0 opraHizaiis
WOW-m3Binkie Ha tenepon (WOW-call — ne mmarpopma, sika o0’eqnye IaTepHer i
TeneoHir);

4) mudpoBe TeneOavueHHS 3 KOXXHHUM POKOM BCE OLIbINE BUTICHSE AaHAIOTOBE i
MOCTYIOBO IHTErpyeThes 3 IHTepHeT-no0aaTkamMu. Bike 3apa3 MoxHa 3a I0MOMOTror0 TeleBizopa
3aiiTH Ha BJIACHY cTOpPiHKY B Facebook, moguBUTHCS pONMK HA BiJl€O, TI3HATUCS CBIKI HOBUHHU;

5) inTepakTuBHI ekpaHu, POS-TepMiHaiM, 10 pPO3TAlIOBYIOTHCS B Mara3uHax, Ha
BYJIUISIX, Y BaroHax MeTpo. BoHHM MOCTYNOBO BUTICHSIOTH CTaHAAPTHY 30BHIIIHIO pEKJaMy,
aJKe J03BOJISIOTH TICHIIIE B3aEMOIISITH 3 CIIOKUBAYEeM, TOHECTH MOBIIOMIICHHS YU IOTIOMOTTH
B 37ilicHeHH] oKynok yepe3 POS-repmina;

6) TauckpiHM (TUTAHILIETH), PiACpH, 1HII TPHUCTPOI — CHEIiaNbHI MpPOrpaMu I HHUX
JIO3BOJISIFOTh KOPHUCTYBAa4YeBl YUTATH, TPATH, TUBUTHCS (LIbMHU, BUXOTUTH B [HTEpHET;

7) undpoBe MUCTEUTBO — II€ BUJ MUCTEUTBA, B IKOMY KOMII'IOT€p BUKOPHUCTOBYETHCS
JUTSE CTBOpPEHHSI 200 BIATBOPEHHS XYIOXKHBOI pOOOTH: MaJlFOHKA, 3ByKa, aHIMaIllii, BiJleo, irop,
BeO-caiiTy, neppomancy, incransmii. barato TpaaumiiHUX BUIIB MUCTELTBA BUKOPUCTOBYIOThH
UQPOBI TEXHOJIOTII, 1 K PE3yJbTaT, PO3MHUBAETHCS MEXa MK TPATUIIMHUM 1 HUPPOBUM
MUCTEITBOM.

[udpoBuii MapKETUHT BHKOPHCTOBYE HACTYITHI OCHOBHI METOJIH, KOXKEH 3 SKHX Mae
Ha0ip TEPMiHiB.

1. SEO (amrm. search engines optimization) — omnTumi3amisi CalTy y MOIIYKOBUX
CUCTEMaXx, MPOCYBaHHS CAlTy Ha MEepIly CTOPIHKY BHUJAa4yi MOIIYKOBUX CHUCTEM 3a KIFOYOBHUMHU
3aMuTaMH;

2. SMM (anrn. social media marketing) — couianbHHII Meia MapKeTHHT, MefiiiHa
pekiama y (opmi cTaTHYHMX a00 aHIMOBAaHUX KapTHUHOK, II0 PO3MILIYIOTHCS Ha CTOPIHKaX
CaiTiB 3 METOIO MPOCYBAaHHS TOBAPIB;

3. SMO (anrn. social media optimization) — omTuMmizaiist s COIIATBHUX MEPEK,
peksiama B COLliaJIbHUX Mepeskax: 0sioru, popymu, [HTepHET-11101IeHHUKY;

4. rexnosoris Big Data — gocmikeHHsT MaCHBIB JJaHUX BEJTUKUX OOCSTIB;

5. MapKeTHHI irop — MpOCyBaHHs Irop, B TOMY YHCJI MPOILEC BiJl CTBOPEHHS TP 10
NpOJIaXy TPH 1 OTPUMAaHHS NPUOYTKY BiJl TPH;

6. SEM (anrn. search engine marketing) — MapKkeTHHIoBa JISJIbHICTh B IOIIYKOBUX
CUCTEMaXx, CTIpsIMOBaHa Ha 301TbIICHHS BiJIB1lyBaHOCTI CalTy;

7. pemapkeTHHT (aHTJI. retargeting) — MepeHalUTIoOBaHHs, 0araTopa3oBHil MOKa3 BXKE
neperisiHyToi paiuie [HTepHeT-pekiamu;

8. MOOUIbHUN MapKeTHUHI — MapKEeTHUHIOBa [JISJIBHICTh 3 BUKOPUCTAHHSIM MOOLIBHHUX
IIPUCTPOIB;

9. E-mail mapkeTHHr — TEKCTOBI IMOBIJIOMJICHHS PEKJIAMHOTO XapakTepy, IepeiaHi
€JIEKTPOHHOIO TIOLITOIO;

10. Beb-aHaNMITUKA — aHAJIITUYHA JISIIBHICTD B cepl HUPPOBOro MapKETHHTY;

11. kouTekcTHa pekiama Google Adwords;

12. RTB (anrum. real time bidding) — Topru B peaqpHOMY Yaci.

[{udpoBuil MAPKETHHT € EBOJIOLIEI0 PO3BUTKY [HTEepHET-MapKeTUHTY. Bake po3pobieHi
TEXHIKH, 110 JO03BOJISIOTH BIUIMBATH Ha IUIbOBY ayJWUTOPII0 HABITH B OQ-JailH ceperoBHUIi
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(momarku B Tenedponax, SMS/MMS, peknamui aucruiei Ha Bynuipix). Lle HOBITHINH Bun
MapKETUHTY, IKUI TPYHTY€EThCSI HA BUKOPUCTAaHHI JaHuX y nudpoBiii opmi 1 mpUCTPOiB, SAKi iX
00pOoOIIAIOTH (KOMII FOTEpH, TelehOoHU, CMapPTHOHH).

lonoBHMiA cTpaTeriyHuii HampsMOK IM(POBOr0 MapKETHHTY — IIEPCOHAII30BaHE
BIJIHOIIICHHS 10 KOPUCTYBAYiB.

OcCHOBHUMH TIepeBaramMu UQPPOBOro MApKETUHTY €:

— aJIpECHICTh — MOXHAa 0e3M0cepeTHHO 3BEPHYTHCS JI0 3al[iKaBJIEHOTO CIIOKKUBAYa;

— TOYHA OI[iHKa e(EeKTUBHOCTI CaliTy — CreniaibHi CUCTEMHU CTaTUCTUKU MOKaXYTh, 32
SKUM 3aIIUTOM, 3 SIKOT MOLIYKOBOi CUCTEeMH a00 callTy MPHMILOB BiJBiAyBady, 1110 3aMOBHB, Ha
10 3BEpHYB yBary, 0 MPOYNUTAB Ha CANTI, III0 1OT0 HE 3aI[iKaBHIIO;

— BU3HAYEHHS, HA SIKUW TOBAp 1 3 IKUMU MapaMeTpaMu iCHY€ MOMUT — JI3HATUCS PO Lie
MOYKHa Ha OCHOBI BiACHIKOBYBaHHS B I[HTEpHET TEeHIEHIINM 3MiHM TONMUTY Ha TOBapu Ta
TEMAaTHUKH 3aIUTIB KOPUCTYBayiB;

— PEaKTUBHICTh MOKYNKH — BiBiIyBau CaiiTy MO)K€ MOMEHTAJIBHO BiJpearyBaTH Ha
pEKJIaMHE MOBIJOMIICHHS, IEPEUTH 3a MOCUJIAHHAM Ha OTPIOHMIA CalT, MPUAOATH TOBap.

[udpoBuii MapKeTHHI NOYMHAE BHKOPHCTOBYBATH 1 TPAAMLINAHI BUAW pPEKIAMH,
BUKOHYIOYM 3aBJaHHS 3allyu€HHS yBaru ayauTopli 1O 3aXOJDKEHHS Y BIPTYaJbHHH CBIT.
[Mpuknagamu €: QR-K0oaM B peKIaMHUX TUIAKaTax i )KypHaslaX, IPUCKOPEHHS TEMITIB aJarnTarii
HOBUX TEXHOJIOTiM, 3MIHM B TIOBEIIHKOBIM MOJENi CIOXHBa4iB Ta JOCTYIMHICTH KpoOC-
1aT(OPMHOTO KOHTEHTY (KOMOiHAIIs KITPKOX MalJaHYHKIB).

i 3mMiHM BenyTh A0 (hOpMyBaHHS HOBOTO LIMKIIY Me/ia-CIIOKUBAHHS. 3POCTA€E KIIbKICTh
«PO3YMHHX TMPHUCTPOiB» (CMapTQOHIB, TENEBI3OpPiB, IUIAHIIETIB), 32 JONOMOTOI0 SKHX
CIOKMBAETHCS MPOAYKT HMUPPOBUX Mellia; a 3HAYUTh, (POPMYIOTHCS CHIPUSTIMBI YMOBU IS
MmapkerosoriB. [Tpogaxi cMapThOHIB BUIIEpEIUIN TPOAAXKI 3BHYAWHUX TeNe(OHIB; CErMCHT
HOYTOYKIB PO3IIUPIOETHCS 32 PaXyHOK 1IHTEPHET-IJIAHILETIB Ta €IeKTPOHHUX piepiB. 3pocTae
MOTTUT Ha JI0/IaTKH, IOTOKOBE BiJIeO 1 ayaio, irpu i enekTpoHHi Bepcii 3MI Ta KHHXKOK, 3pocTae
PiBEHb MPOHUKHEHHS COLIAILBHUX MEPEXK 1 BIATOBIAHOT MAPKETHHIOBOi aKTHBHOCTI.

VY wmipy amanTaiii KOpHCTyBadiB 10 HUMPOBUX TEXHOJOTIM CHMOXXHUBAHHS 1 JOCTAaBKU
KOHTEHTY 3pOCTa€ piBEHb BUMOT 1 OUIKyBaHb, SIKI CTaBJIATHCS /10 TOBapiB, KOMIaHIH) 1 areHmii y
chepi Mezia Ta Kpoc-TIaTGOPMHUX €KOCUCTEM.

OCHOBHUMM TEHJIEHIIISIMH PO3BUTKY LIH(POBOTrO MAPKETUHTY €:

— HATUBHMU calT ([OlaJloroBUi, YHIBEpCAJIbHUN, EMOLIWHINHUN KOHTEHT CcailTy,
HasBHICTh SICKpaBOI KapTUHKHM Ha CaiTi, BiJIeO Ha CaiiTi, caliT aganToBaHUU A0 MOOLIBLHOTO
Tpadika);

— I€0TapreTiHT;

— reimidikaris;

— aHaJIITUKA KOPUCTYBayiB;

— MO/IOPO’KYAHHS AOCTYIY 0 OCOOMCTUX JIaHHX;

— mryunuii iHTenekt (DNP-miatdhopmu);

— iJKUTANi3a1lisg MapKeTUHTY;

— rOJI0COBI1 00TH;

— IHTepHeT—peuel;

— JIPOHH;

— B3aemois uudposux nporpam (APIl- nmporpamu).

3’sBusacs HoBa (opma MapKeTHHroBux areHmii — Digital-arenmii. Ha BiaMiny Bix
3BHYAMHUX MEIIWHUX arcHIlid, 0 HaJarTh MalJaHYUKU Ui po3MillleHHs pekiiamu Digital-
areHuii MporoHyITh HACTYIIHI TOCITYTH:

1) cTBOpeHHS calfTiB, MeliiiHe 1 KOHTEKCTHE NMPOCYBaHHs, IW3aiiH, IPOAAKIIIH;
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2) po3poOKa KOMIUJIEKCHOI CTpaTerii po3BUTKY MiANPHEMCTBA Y HMUGPOBOMY OTOYCHHI
(excrepTu3a i IPOCYBaHHS);

3) poboTa 3 OHJIAaliH CIUJIBHOTaAMU (TPYIHU 1 CTOPIHKU B COIiaJIbHUX MEpekax, Oyorax,
dopymax, crienianizoBaHUX MaillaHINKaX );

4) opranizarltis event 3axo/1iB B KOMOiHaIlli OH-JTaiiH/0(-JIaliH MPOCYBaHHS;

5) mepeBeneHHs CIIO)KMBaya 3 OHJIAMH B o-1aiiH-cdepy 1 Ha3ax (aKuii, akTHBHOCTI);

6) ekcepuMeHTIbHUN MapkeTuHT: QR-komm , reomokamiitai cepsicu, RFD, WOW-
N3BIHKH, JIOTIOBHEHA PEaJIbHICTh.

binbima yactnHa MeNiHHOTO KOHTEHTY CIOXKHBAETHCS 3a JIOTIOMOTOK IEPCOHAITBHUX
KOMIT F0TepiB, HOYTOYKiB, cMapT(}OHIB, IIAHIIETIB, TOMN-OOKCIB, MiIKIIOUEHUX 10 [HTepHETY
TEJIEBI30PIB Ta IrPOBUX KOHCOJIEH.

Muxaiiio Oxinanaep
T'onosnuti peoakmop scypuany «Mapxkemune i yugposi mexnonozii»
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SOCIAL MEDIA NETWORKS USE IN COMMUNICATION ANALYSES OF
ARABIC COUNTRIES

The development of social media is changing the ways of communicating, collaborating,
creating and consuming. Social networks become fundamental and have a transformative impact on
business and companies. The use of social network tools, and stimulating innovation in relationship
with buyer and potential customer help to increase communication and interaction. The target of this
article is analyze, identify, and to show all the particularities of social media networks use in Arabic
countries. The methods used are scientific literature analysis, cross table analysis and comparison
analyzes.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Over the past decade, social media networks in marketing
communications has exhibited and exponential integration and penetration into lives of
individuals and businesses. It became an indispensable and needed necessity for daily life [1].
The network of social media permit the creation of online communication among
communities and encourage the participation of users with different media models [2]. With
the rising of social media, all Arabic world users, hold the new technology by utilizing social
media tools in order to communicate rapidly and fast [3]. Thus, business is becoming the
leading position of the social media to found and create an effective presence [1]. Companies
can thru social media tools, connect, publicize, promote and advertise their products and
services with their customers [4]. Moreover, Arab governments require the meaning and
importance of social media. Using social media tools in Arab countries support the
communication between the population, the business and the government [5]. Arab world
users create new usage for many channels connecting with the online world [6]. Social media
use in Arab countries has more potential to grow as well as in Africa in comparison with
Europe or North America.

Social media Networks remain the set of online applications which construct the basic
beliefs and guiding principles that manifest ideas and techniques through Websites. Thus, it
means the connection between people in which they are trading, creating, exchanging and
sharing information and thoughts in virtual networks. Also, it is a classification and varieties
of new set of online media for involvement, acceptance, broad-mindedness and discourse. [7].
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Therefore, this topic was selected as a consequence of the growing rising and widening
increase of the channels of social networks. Hence, social media in Arab Countries has
several impacts [8].

Most of these impacts are:

— shortening distances between people;

— immediate and direct platform to get information and news;

— offers features, products and services;

— offers opportunities for jobs and careers;

— enable the growth and expansion of businesses with direct revenue generation;

— improve corporate image and mission;

— large platform of advertising and marketing that encourage consumer approaches.

Despite of all these advantages, Arab countries suffer from non-conductive of
personnel interaction between users and risk of ruination of corporate reputation. Thus, social
media channels may pose a big threats to traditional media and may take a piece of their
market shares [9]. Therefore, for the organization it is very important to choose the social
network that will deliver the message to the target audience (Davidaviciene, 2017).
Companies must represent themselves in the online world in order to be more active so it is
very essential to appreciate and understand changes and in marketing communication affected
by the growth and rise of social network channels.

Formulation of the purpose of the article (statement of the problem) is to show,
consider, analyze, and identify the particularities of networks of social media in Arabic
countries. The methods used are scientific literature analysis, cross table analysis, and
comparison analyzes.

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies. Moreover, Social media in communication is
very important in all fields and domains. It should be understood by defining Web2.0 which is
described as an advanced and courant approach for the World Wide Web, a very large
position and area where everything can be successively and constantly alerted through users
by sharing information [10]. «It is much more to do with what people are doing with the
technology than the technology itself, for rather than merely retrieving information, users are
now creating and consuming it, and hence adding value to the websites that permit them to do
so» [11]. The demonstration of definitions of scientist about Social Media in Communication
internet penetration by country is represented in Table 1.

Table 1 — Definitions of scientist about Social Media in Communication

Definitions Scientists Article
The bottom line of social media networks is the capability [12] The value and use of social
and competency to partage and hold contain with users. In media as communication tool
consideration of uploading content, users record and register in the plant sciences
their profiles by creating them
Social Media Networks is a platform that show services and [13] Social network sites

permit users to build public profiles through systems, and
remain lists of other users with whom they share information
and connection. The nature of connection may vary from site

to site

The platform of internet shows a progressively big toolbox, [14] An Introduction to Social
and it may be hard to select between varieties of «core Media for Scientists
resources»

V. Davidaviciené, F. Chalfoun. Social media network use in communication analyses of 11

arabic countries
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Continued Tab 1

The research work is affected by the tools of social media. [15] Altmetrics in the Wild: Using

The scholar discussions are growing increasingly and shared Social Media to Explore

all over webs like twitter, Mendeleye and zotero. Discussions Scholarly Impact

may be reviewed by comments and suggestions

The social media data is readable in a special machine that [16] Semantic Social Network

opens new perspectives and experiences for social networks Analysis

analyses

Recently, the sites of social media is the most popular and [17] Who’s Space? Differences

much known purposes and destinations. The high level of Among Users and Non-Users

users is covered by press and speculation about all terms of of Social Network Sites

social network sites

Some arguments supported by science outreach social media [18] A critical evaluation of science

are simply applications of arguments outreach via social media: its
role and impact on scientists

About tweets, they can expect and predict cited articles [15] Can Tweet predict citations?

between the three days of the publications of articles. The Metrics of social impact based

activity of social media can increase progressively citations on Twitter and correlation with

and reflects the quality of the articles that predict citations but traditional metrics if scientific

the main true use of this criterion is to measure the impact of impact.

social media use

Basically, the online social network is where a community [19] Imagined Communities:

interact, cooperate and relate through their profiles that show Awareness, Information

and represent their public personnel and networks of Sharing, and Privacy on the

connection Facebook

Taking into consideration the methods of growing the social [20] Group Formation in Large

media over time, in an individual and community level, it can Social Networks: Membership,

change and advance membership and content Growth, and Evolution

The big evolution of the Internet has taken to live and online [21] Stoichiometric Attractiveness

communities, that allow persons to found and preserve on Facebook

numerical and digital networks with other users

The sites of social network are becoming popular and much [22] Trust and privacy concern

known recently. Thus, they attract the attention of within social networking sites:

researchers. Greatest of the readings directed to date have A comparison of Facebook and

concentrated on a only societal interacting site Myspace

Friendster, World, My space and others networks sites let [13] The Benefits of Facebook

users presenting themselves and connecting by social «Friends:» Social Capital and

networks and establish by maintaining communication with College Students’ Use of

others Online Social Network Sites

Studying social networks observes many levels and relate [23] Rhythms of social interaction:

them. Researchers has examined the manner of how messaging within a massive

individuals make friends and how much they rely to each online network

other’s in their social network support

Social network analysis offers a powerful background for [24] Analyzing Social Networks Via

observing and understanding common relations connected.
They are complemented by a multitude of logical methods
ranging from simple importance marks to sophisticated
models

the Internet

Statement of the main material of the research with full justification of the
scientific results obtained. Arab countries and regions took big steps and cross phases to
reach and adopt frequently e-business, e-commerce and e-marketing [25] through all social
medias tools networking. Arabic countries are becoming significant online marketplaces and
powerhouses where they can integrate and penetrate commerce and marketing concerns [26].
The demonstration of internet penetration by country is represented in Table 2.
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Table 2 — Internet penetration by country

YEAR UAE QATAR KSA LEBANON TUNISIA EGYPT
2013 88% 85% 81% 58% NO DATA 22%
2014 96% 78% 85% 62% 45% 36%
2015 94% 91% 89% 79% 44% 45%
2016 100% 93% 93% 84% 49% 59%

Source: Internet Live Stats (2017) (www.internetlivestats.com)

Moreover, by increasing and focusing on social media networks in marketing
communication, companies can succeed by considering each Arab country levels in many
fields: geopolitical, cultural, linguistic, connection appliances and employments. There are
many and various tools that are in practice as social media forms in Arab countries. SNS
(social network sites) are the simulated societies allowing individuals to build profiles, join
with others, share information thru communicating and connecting [27]. The main common
SNS are Facebook, Google+, LinkedIn, Myspace, etc.

Blogs are personnel web that are written by a user concerning a certain topic and
wants to share with the community of readers who can write comments, like or feedback.
Blogs are also considered as online journals that are widely used and popular because they
provide specifics topics [28]. Content communities are sites that can allow and let users write,
post and share content. They are existed around videos, links and others. Some content
communities such like YouTube can simplify the process of commenting and sharing on
music and videos [9]. Forums are platforms where all users create topics with its comments.
Forums are considered as resources for those who are interested in special topics [29]. Forums
permit the discussion online with same and similar interest and notice. They are a big
powerful element of online communities. Sometimes, forums are as well know chat rooms or
messages boards. Virtual words are commonly known as the novel area on the web usage.
User can engage , involve and occupy immersive worlds [1]. Databases and document are
generated and created by Wikis users. Wikis website let users add, edit, acting on information.
It seems like working on a database. The best wikis known are Wikipedia, the encyclopedia
used online with over 2 million English languages articles; Wiki travel, the free travel guide;
etc. Mini (micro) blogging present social media interacting shared with blogs. Updates of
enclosures are spread through online mobiles networks; the application of «Twitter» is
considered as a familiar mini blog. Social bookmarking also are platforms that reflect online
new stories where users can simply recommend online music, videos, vote and others
interested topics to focus on.

In Arab countries, all these social media networks start to have numerous aspects and
improve the real quality of business that lead the profitability and success. The governmental
relation with public seems successful and effective [30]. Recent Arabic statistics organized by
the Arab Social Media Influencers Summit (2015) stated that 81% consider social media as
easier way to connect, 51% reflect that it is a great channel of communication between the
public and the government [31]. Otherwise, the most Arab country primarily practice
channels and tools of social media to connect and join each other’s. Chatting, gaining
information, listening to music, watching videos, sharing photos and images, all are habits for
Arab users but chatting is the most common activity among them [32]. Facebook is one of the
furthermost practiced used of social media channels across Arabic countries [27]. In one hand,

V. Davidaviciené, F. Chalfoun. Social media network use in communication analyses of 13
arabic countries
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a part of users occupy about half an hour per session of usage of internet, 14% morning time,
21% afternoon, 52% evening and 13% at night. The devices used to practice and connect in
social media are 83% smartphone, 11% laptop, 3% desktop and 3% tablet. The Arab
population is considered youthful, since 0.33% of each Arabic country is measured about 25
years old or younger. The majority is youth, as per June 2016, 77% of social media users were
between16 and 34 years old1! and percentage of Facebook users reached 67% as soon as uses
are between 15 and 29 years old.?

Many other forms of social media used by Arab countries are considered very
important tools to E-commerce and E-marketing. (E.g. Apple iTunes, click2quit,
Asmallworld.net, E-Bay, Amazon.com, Craig’s list, current TV, Open source software
communities like Mozilla, windows live, yahoo, google, etc.) [33].

The main support of Social Media in Marketing Communication crossing all the Arab
regions are: communication, knowledge and entertainment [34]. The values of sowing
knowledge, experience, patience and morality so that the society can reap promising young
leadership and change the destiny of Lebanon (Farhat, 2017).

Communication. Social media flat the Arab world and reduce distances. Through it,
people are becoming closer. Improving and offering users clear meaning of communication
reduce geographical and cultural borders and limitations across Arab countries in different
continents [2].

Knowledge. Social media networks opens horizons and prospects in knowledge and
novel understanding. It helps people to develop and research topics that are interested in.
knowledge is well considered as a modern technological tool for receiving and instant update
and modernization [35].

Entertainment. In Arab continent, [36] states that social media is seeming as a basis of
entertainment helping to break the wearisomeness of regular repetitive. It allows operators to
lookout and lookout missing programs or chapters, online sport events besides all
entertainment shows.

Social Broadcasting in Publicizing Communication has become interesting due to the
quick technology’s changes and modifications [10]. Communication channels are becoming
multiple and consumers can change their preferences media uses for information [37]. The
effectiveness of this communication depends on the well understanding of consumer needs
and behavior by identifying their needs and provides them with the correct service at the
accurate time in the precise place [38]. It is very important to make sure that the appropriate
media is used [39]. Multiple channels of communication networks in Arab regions pose a big
challenge to Arabic Marketers to reach their target consumers especially that traditional
marketing media is losing its importance by challenging with the novel social media.[9].
Internet networks are rising and increasing such radio, online newspapers, online magazine
and TV as a preferred platform for advertisement [40].

Social media presence in marketing communication is rising and growing rapidly and
faster, becoming a big part of marketing planning and strategy of companies considering
volume, size, shape and purpose [31]. All Arab marketers try to assimilate Integrated
Marketing Communication (IMC) in order to guide principles and practice them to
communicate with their target market. [41] suggests that IMC use to coordinate advertising
and control public relations, direct marketing and personnel selling. It helps to achieve
different company’s missions and goals [42].

1 Go-Gulf.2013. «Social media in the middle East» statistics and trends.
2 Mohammed Bin Rashid School of Government. 2014. «Citizen Engagement and Public Services in the Arab
World: The Potential of Social Mediay». 6th Edition. (http://www.go-gulf.ae/blog/social-media-middle-east.
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Moreover, [43] suggests that social media network communication is an economical
tool, using Line, Instagram, Twitter, WhatsApp, Viber, Facebook, LinkedIn and others [44].
Therefore, using text message and voice calls will stand and sustain significant
telecommunication costs to consumer [45]. Social media still the main platform in the Arab
countries, where users can express and show their creativity and inspiration. It enables
freedom of expressions and direct contact [41]. It reinforces the need of Arab youth to escape
from closed society become more sociable. In e-marketing, social media allowed to find

professional information for career opportunities through networks and opens occasions in
the Arab world to have and maintain their own businesses [46] e.g. it empowers women to
work online business at home.

Social Media in Marketing Communication in Arab countries. Arab marketers
recognize that digital marketing and online investment are primordial and elemental to
development and implement e-marketing [47]. Companies who desires to finance by investing
in digital social such television, broadcasting, radio, etc. must firstly select media choices and
customer preferences with a digital infrastructure [48]. Business webpages are the greatest
often used numerical announcement network (90% of Arabic defendants), tracked by social
networking sites like Facebook (73% and more), LinkedIn (46%), and Twitter (42%) [27].
Digital marketing expenses and costs presently characterize approximately 21% of the total
budget among companies [49, 50]. These expenditures will remain in growing and rising, as
78% of companies report an purpose to rise asset in digital elevation in the little period [51].

A comparison in Table 3 will demonstrate and indicate information about many
classifications concerning Arabic countries. The top social media channel used in Arab
country is Facebook. About 45% of users ensure that Facebook has the preference on other
social media tools in Arab countries. Statistics concerning the access on Facebook are
presented in Chart 1.

Table 3 — Comparison table concerning Arabic countries
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Bahrain 5 800,000 27,260 9 189,000 98.0 68.0 209.0
Egypt 31 76,700,000 2,160 19 4,000,000 93.0 7.4 72.0
Jordan 1 5,900,000 3,630 8 313,000 95.0 15.0 95.0
Kuwait 2 3,500,000 45,920 17 961,000 99.0 25.0 109.0
Lebanon 5 3,900,000 7,710 13 396,000 934 19.0 61.0
Oman 0 2,800,000 21,650 8 274,000 86.0 9.7 130.0
PalestinianTerritory 1 4,000,000 1,680 4 80,000 93.0 15.0 25.0
Qatar 0 1,200,000 93,170 7 211,000 93.5 84.0 169.0
Saudi Arabia 6 25,500,000 18,850 15 1,900,000 91.0 37.0 130.0
Syria 16 20,300,000 2,770 10 379,000 90.0 0.5 45.0
Yemen 3 23,700,000 1,170 6 170,000 61.0 1.6 34.0
Source: United Nation ILO Department of statisics,http://laborsta.ilo.org.
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Facebook is providing to Arab communities fastly and highly among all others live
social networks online. It views for many explanations: it successes easily, the quality is
available, and information is well identified. For researchers and scientists, Facebook is
interesting in many aspects:

1) As a form of social media phenomenon;

2) As an single space of remark on the confidentiality approaches and the designs of
information disclosure between fresh individuals users (Figure 1).

100% - o

OJordan

:g:/%: : @ Libya
Con O Palestine
so% OKsa
s0% | B Bahrain
20% |+ O Kuwait
30% 1 B Irak
20% H O Syria
10% WEgypt

0% - ‘ w ‘ @ Lebanon

Preffered Subscription daily access Facebook App O Quatar

Daily access
Figure 1 — Social media use by country

Analysis of the Differences between Lebanon and some Arab countries. The four best
social media networks (Facebook, Twitter, Instagram and LinkedIn) are used for marketing
communication by the following countries which are involved in this research.

The Table 4 shows the list of subscribers of these four social media networks in 2017
displaying the result of comparison between Lebanon and Arab countries.

Table 4 — Lebanon-Arab countries (Subscribers on the four social media networks (2017)

Facebook ‘ Instagram ‘ Twitter ‘ LinkedIn

Lebanon 3,100,000 570,000 200,000 215,000
Bahrain 1,000,000 140,000 200,000 236,000
Egypt 14,000,000 800,000 1,700,000 2,420,000
Iran 17,200,000 No Data No Data No Data
Iraq 14,000,000 100,000 400,000 506,000
Jordan 4,800,000 260,000 200,000 556,000
Kuwait 2,300,000 360,000 500,000 451,000
Oman 1,500,000 290,000 200,000 340,000
Palestinian 1,700,000 340,000 300,000 143,000

Territory

Qatar 2,200,000 240,000 200,000 565,000
Saudi Arabia 18,000,000 2,100,000 1,700,000 2,510,000
Syria 6,000,000 66,000 300,000 155,833
Yemen 2,000,000 37,000 100,000 152,000

Source: Arab World-statistics Feb 2017 —- WEEDOO
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Facebook is the first much known social media stage with around 156,000,000 by
early 2017, it is up from 115,000,000 a year early. It raised up to 39% from 28%. Generally,
Arabic language is becoming the main on Facebook within the Arab region. While many
people continue using multiple languages on posting and reading social media materials. In
the other hand, Instagram has reached about 7,100,000 users in 2017. The penetration is about
1.8% overall. The dominant language is English for 55%. Meanwhile Arabic has 37% share.
Twitter access by Arab countries has reached 11,100,000 users. Almost rising up from
5,800,000 three years ago. The Arab world generates 27,400,000 tweets per day. It is
approximately up from 17,200,000 tweets per day two years early. The total number of
LinkedIn has reached 16,600,000 on January 2017. It is a remarkable growth of about 22% a
year early. At the end Female users in the Arab regions constitute about 28% of all LinkedIn
users. This percentage has been mostly statics over the past two years.

Conclusions from this research and prospects for further developments in this
area. A real opportunity to continuously improve the understanding, improvement and
technology collection is the status of a complex adaptive system technology attribution. Thus,
Social Media Network in communication is growing up throughout 2017 in technology and
status [52]. It is playing a critical role in changes sweeping Arab countries. Governments and
businesses have notice of the big potential offered by the increased penetration of social
network channels and tools. This article focuses on large social media engagement through
communication and information technology in the Arab countries.

The impact of the Social Media Networks is remarkable on all aspects of life. People
are using it to connect, communicate, trade, join and transfer information. It unites users with
common interests and benefits. The four most used in Arab countries are: Instagram,
Facebook, twitter, and LinkedIn. It has been perceived in this article that Facebook is the most
and first principal social networking used in the main mentioned Arabic countries and Twitter
is wild gaining the market.

This reading determines that the advance of social media networks sites in Arabic
region appears brighter as a novel public network. Users seems also constantly and
continually increasing and growing surrounding users of all ages and social circumstances.

This article also studied the potential of Social Network Applications to increase the
collaboration, knowledge, sharing and innovation between users, entities and all sectors. The
subject defined overhead gives an on-going discussion around social media significance for
users and researchers; methodologically a researcher’s abilities about claims and rights still
remain to be explored. Because it is incomplete by an absence of long studies. World is
speedily moving and scholar users may still have a limited understanding about using social
media to maintain efficiency and effectiveness in their work, study or business. Such
interrogations and requires will necessitate significant quantitative and qualitative research.

Finally, this study may help to form a basis for further and upcoming investigations
researches and other significant subjects close Social Media Networks use in Communication,
Analyses of Arabic countries.
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@. Hlangyn, mazicmp 3 menedsxcmenmy xagedpu OizHec-mexHon02iu ma niONpUEMHUYMEA,
Binvuiocvroeo mexniunozo yunisepcumemy imeni I'eduminaca (Binvuroc, Jlumesa)

Buxopucmannsn coyianvnux mepeiic 6 ananizi KOMyHiKauiii apadcoKux Kpain

Pozsumok coyianvhux mepedxc 3MIHIOE CROCOOU CRIIKY8AHMA, CNIBNpayi, CMBOPEHHA ma
cnooicusanns. CoyianvHi mepedici cmaiomsv (QYHOAMEHMATbHUMU MA MAioms MpaHchopmayitinul
6NIUG HA OIi3HeC | KOMNAaHil. BUuKopucmauHs iHCMpyMeHmie COYianbHOl Mepexci ma CrumMyIo8aHHs.
IHHOBAYIll V 63AEMUHAX 3 NOKYRYeM ma NOMEHYIUHUM KIIEHMOM O0ONnoMazae NiO8UWUMU piBeHb
CRINKY8aHHA ma 63aemolii. Memorw Oanoi cmammi € aHani3, GUABNIEHHA MA O0EMOHCMPAyis 8Cix
ocobausocmell  BUKOPUCMANHS  COYIANbHUX Mepedic 6 apabcbkux Kpainax. Bukxopucmosyromvcs
Memoou aHAi3y HAYKOGOI Timepamypu, ananizy Kpoc-mabauyb ma NoPiGHAIbHO20 AHALI3Y.

KitouoBi cmoBa: cormianbHi Mezia, mupoBi Mesia, MapKETHHTOBI KOMYyHiKallii, COIianbHi
MEpexi.
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Marketing is variously defined. However, it is most often perceived as a process described in
the Marketing-mix 4P, Marketing-mix 5p and Marketing-mix 7P and created values for consumers.
The new marketing-mix concept developed by the authors (Product, Patent and other Intellectual
Property Rights; Price; Promotion; People; Process; Physical evidence) has important practical
implications for innovative enterprises, especially those that base their market activity on new
information technologies. The model thus developed is an integral part of the rail model developed by
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development, diversification) with strategies for protection of intellectual property resources (patent,
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In the historical perspective, three basic perceptions of
marketing have developed: marketing as a management concept (market-orientation, focus on
customer needs, focus on problem-solving, market differentiation); marketing as a form of
organization (functional form of marketing, product-orientation, mixed forms); marketing as a
management method (identification of the objective, planning, implementation, control)3.
These concepts are constantly evolving, with the causative force being the progressing
development of the civilization, modernization of technologies and globalization processes
occurring in the contemporary world. The scope of these changes includes innovations and
breakthrough technologies; new business models; corporate social responsibility; rivalry for
standards of production and customer service; new markets of «winner takes all» type and
global strategies*; Internet of Things; sharing economy; zero marginal cost society®;
entrepreneurial states®. All these new solutions and ideas characterize the contemporary
economy, referred to as the creative economy. The basis for the development of this economy

3 Weis H. Ch., Marketing, Friedrich Kiehl Verlag, Ludwigshafen (Rhein) 1977, p. 19; Hofner K., Probleme bei
den Verwirklichung des Marketingkonzept im Investitionsgiiterbereich, «Rationalisierung» 1977, no. 10.

4 Grant R. M., Contemporary strategy analysis, Wolters Kluwer business Publishing House, Warsaw 2011, p.
32.

5 Rifkin J., The Zero Marginal Cost Society, Studio Emka Publishing House, 2014.

6 Mazzucato M., The Entrepreneurial State, Wydawnictwo Ekonomiczne Heterodox Poznan, 2016.
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are: knowledge, experience, creative skills, and intellectual resources’. In the opinion of the
authors, this new model of the economy assigns to the marketing a previously unknown role
and area of activity. This means introduction adjustments to the 4P, 5P and 7P marketing-mix
concepts, commonly known and accepted by theoreticians and practitioners, a new element
referred to by us as a patent of a different intellectual property. The concept proposed by us
consists of 8P (Product, Patent and other Intellectual Property Right, Price, Place, Promotion,
People, Process, Physical evidence). A leading element in this concept is the patent and other
protection rights pertaining to intellectual property objects. They set forth the dynamics of
placement of innovative product on the market. The authors define this new type of marketing
that has been shaping in the 21st century as the marketing of intellectual assets.

Formulation of the purpose of the article (statement of the problem). The aim of
the article is to analyze existing and implemented marketing concepts of business
management in terms of taking intellectual resources covered by legal protection into them.
The consequence of such an approach is the proposition formulated by the authors to
supplement existing concepts with new components that refer directly to the specificity of
intellectual resources that are subject to market exchange.

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies. Marketing can be described in many ways. It
is most often referred to as a way of thinking and acting, based on the belief that satisfying the
needs of customers is conducive to achieving the goals of the enterprise®. In practice, there are
three approaches to understanding marketing. In the first, basic meaning, marketing is based
on advertising, promotion and active sales. The second meaning of marketing is treating it as
a set of market analysis instruments, such as sales forecasting methods, simulation models
and market research, used to develop a forward-looking and more scientific approach to the
analysis of needs and demand. The last one — the third meaning of marketing, brings
marketing to the role of the architect of the consumer society. More precisely, marketing is in
this approach a market system that allows sellers to use buyers.

According to H. I. Ansoff, the 1930s saw the development of mass marketing as a
consequence of constraints in the sale of mass-produced goods®. The priority of this
marketing was promotion, advertising, sale and other forms of influencing the consumer,
inducing him to purchase offered goods. In practice, this meant the creation of specialized
organizational units in production companies, the so-called marketing departments, whose
task was to examine the market and the behavior of future buyers of mass goods.

The type of marketing described above became widespread in Europe in the 1950s and
was referred to as the marketing services. In subsequent years, it evolved towards other kinds
of marketing, i.e. industrial marketing — the 1960s; non-profit organization marketing — the
1970s; services marketing — the 1980s; partnership marketing — the 1990s °,

The concept of partnership marketing stressed the need to create, maintain and enrich
relations with the customer. In practice, this meant actions aiming at maintenance of long-
term relations with customers, with other external markets, including supplier markets,
potential employees, the intermediary market, and the market of influential institutions.
Partnership marketing focused on integrating three elements: quality, customer service and
marketing activities!?.

7 Dereni A. Skonieczny J., Organizational management. Process approach, Difin Publishing House 2016.

8 Silk, A., What is marketing?, Dom Wydawniczy Rebis, Poznan 2008, p. 15.

9 Ansoff H. I., Strategic Management, Panstwowe Wydawnictwo Ekonomiczne, Warsaw 1985, p. 47, 49.

10 Payne A., The Essence of Services Marketing , Polskie Wydawnictwo Ekonomiczne, Warsaw 1997, p. 50.
11 Fonfara K., Partnership Marketing, Polskie Wydawnictwo Ekonomiczne, Warsaw 1999, p. 69.
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In the last decade of the 20th century, new types of marketing emerged, the
establishment of which involves development of new technologies, especially the Internet
global network and the creation of the online market. The beginning of marketing in the web
was the development of the Internet and the introduction of advanced communication
channels thereto. They allowed for implementation of banners and mailing. Marketing in the
web is based on relations that enable creation and strengthening of bonds between the brand
and the recipient. This type of marketing is referred to as interactive marketing (marketing on-
line'?, guerrilla marketing'?, e-marketing’4), which changes pursuant to the needs of
recipients, who cease to be satisfied with a one-way, closed communication. Recipients
appreciate true, active contact — exchange of comments on Facebook in place of another
mailing, interesting forms of specialist posts instead of simple endorsing of the product, as
well as dynamism consisting in the fact that the brand exists in many places, it is active
everywhere, and it (along with interesting facts about it) can be reached from all devices. In
network marketing, the role of the recipient is increased — he is not a passive consumer of
advertising information, but a true, real person who, through communication, has the right to
express his opinions and needs.

Another type of marketing that has been recently developed is the cause related
marketing (CRM)*® and the social media marketing. Cause related marketing requires the
company to assess its chain of deliveries and ensure that the materials it receives are obtained
in an ethical way. Companies may acquire a number of moral and financial benefits by taking
up the initiative and applying the principles of responsible marketing and CSR:

— growing impact of high social expectations of the company involved in the
globalization process;

— the company becomes more competitive and resistant to deterioration of the market
situation;

— the company becomes more attractive for customers, investors, employees, gains
their trust;

— CSR may facilitate financial and administrative organization and help build
goodwill.

On the other hand, social media marketing is a group of marketing activities aimed at
generation of traffic on the website using social media, namely popular websites such as
Facebook, Google, Twitter, Linkedin, YouTube, Goldenline, Yelp, Snapchat. Some people
also include in this group actions in the blogosphere, however, the latter are more associated
with the word-of-mouth marketing or sponsored posts. Marketing in the social media is used
by an increasing amount of companies in creating the long-term marketing strategy. It is a
popular solution, since creating and running an account is usually free, and thus companies
can reach many recipients with a diverse information offer concerning products and
services?®,

12 Levinson J. C., Rubin Ch., Guerilla Marketing on-line, Polskie Wydawnictwo Ekonomiczne, Warsaw 1998;
Conrady R., Jaspersen T., Pepels W., (Hrsg.), Online Marketing Instrumente, Luchterhand Verlag, 2002.

13 Levinson J. C., Guerilla Marketing , Polskie Wydawnictwo Ekonomiczne, Warsaw 1998.

14 Kroélewski J., Sala P., E-marketing. Contemporary trends. Starter pack, Panstwowe Wydawnictwo Naukowe
PWN, Warsaw 2016.

15 «Shared responsibility. The role of marketing», (Ed.) N. Cwik, http://odpowiedzialnybiznes.pl/wp-
content/uploads/2012/04/Wsp%C3%B3Ina-odpowiedzialno%C5%9B%C4%87. -Rola-marketingu-13.pdf
(retrieved on: 29.03.2018).

16 Evans, L., Social Media Marketing. Discover the Potential of Facebook, Twitter and other Social Networking
sites, Helion, 2011.
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Statement of the main material of the research with full justification of the
scientific results obtained. The literature presents various divisions of a company's
resources. According to the classic approach, resources are divided into capital and work.
Capital is defined as any physical property of the company, while work is defined as
employees with their experience, knowledge, and skills. This approach, owing to its
universality, has not become outdated.’

M.J. Dollinger distinguishes six types of resources: physical, reputational,
organizational, financial, intellectual & human, and technological resources — PROFIT,
Intellectual and human resources include the following: knowledge in the field of
management, trainings, experience, challenging, observing, creativity, vision, the individual
intelligence of employees, and their social competences. The authors fully share the idea that
intellectual resources have a strategic importance for the development of a company and have
a critical importance for the creation and maintenance of competitive advantages.

Assuming as the starting point the broadly understood notion of intangible resources,
the authors propose the following classifications of intellectual resources: organic (primary)
intellectual resources, and acquired (secondary) intellectual resources (see Table1)®.

Table 1 — Organic and acquired intellectual resources in the company

Organic  (primary) intellectual Acquired (secondary) intellectual resources
resources
— founders' knowledge and —new knowledge
experience — copyright
— market contacts —ancillary rights
— talent and behavioral skills of — inventions (patents)*
employees — utility models
— brand names (logo, name)* — industrial models
— trademark — brand names*
— website — geographical indications
— patents* — rights to new plant varieties
— corporate culture — mask works
— databases
— non-disclosed information (trade secrets,
know-how, recipes, processes, technologies,
organizational techniques, etc., trade secrets)
— license agreements
—cooperation networks

* Patents and brand names in the company are dual. Depending on the business
development stage, they are either organic (primary) resource or acquired (secondary)
resource.

Source: Deren A.M., Skonieczny J., Strategies for protecting intellectual resources in
a company, Problemy Eksploatacji — Maintenance Problems, 2/2016 9101), s. 22.

17 Koscielniak H., Organizational and Financial Aspects of Functioning of Polish Companies, The Publishing
Office of Czestochowa University of Technology, Czestochowa 2008.

18 Dollinger M. J., Entrepreneurship. Strategies and Resources, Marsh Publications, Lombard 2008, p. 32 -62.
19 Deren A. M., Skonieczny J., Strategies for protecting intellectual resources in a company, Problemy
Eksploatacji — Maintenace Problems, 2/2016 (101), p. 21-22.
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Organic (primary) intellectual resources are the founders' knowledge and experience,
market contacts, the talent and behavioral skills of employees, brand names (logo, name),
trademark, website, patents, and corporate culture.

The listed resources are primary and basic assets, which enable the creation of the
company and commencement of business activities. These are resources that may be used in
many places at the same time. They are not depreciated during use, but they usually are
enriched and strengthened in the process of organizational development. The discussed
resources are a unique foundation to organize and coordinate any processes in the company,
in accordance with the vision or mission adopted by the founders.

On the contrary, acquired (secondary) intellectual resources are resources that are
created as a result of the company's activities in the process of the conversion of primary
resources into specific outcomes, assuming the form of, e.g., works (copyright), art
performances (ancillary rights), inventions (patents), utility models, industrial models, brand
names, geographical indications, new plant varieties, mask works, databases, and non-
disclosed information (trade secrets, know-how, recipes, processes, technologies,
organizational techniques, etc.).

These forms, as intangible products of the human mind, are components of intellectual
resources, being decisive for the company's potential and its competitive position on the
market.

It should be emphasized that inventions and brand names hold a particular position in
intellectual resources. Resources may occur both at the stage of organizing the company and
in the course of its activities. An invention patent may be a direct decisive factor for starting
business activity or it may be a result of these activities. Therefore, innovativeness can be
regarded as an intellectual resource with a dual character, i.e. as an organic or acquired
resource.

In the authors' opinion, the presented classification of intellectual resources in a
company has practical importance, since it makes it possible to conduct a comprehensive
identification and analysis of resources held by the company. This, in turn, enables their
protection and development based on a properly selected marketing strategy.

H.I. Ansoff distinguishes four generic marketing strategies. These are?®: market
penetration strategy; market development strategy; product development strategy;
diversification strategy. Until recently, a common and dominant strategy was the market
penetration strategy (occupying and expulsing from the market), because — as compared to
other marketing strategies, with a given unit of resources (e.g. 100%) — its probability of
success amounts to 50%. The essence of the concerned strategy consists in the fact that the
company, aiming at reduction in costs of manufacturing of an innovative product, offers the
lowest price for this product on the market. By achieving that, the company becomes a price
monopolist. This marketing strategy is effective until the emergence of a new product with a
lower market price. In such a case, the three remaining strategies, i.e. market development,
product development and diversification strategy, provide a sort of alternative. The first
strategy is based on internationalization or segmentation of the market. According to the
research, the probability of its success is 33%, and the demand for resources is four times
higher as compared to the market penetration strategy. On the other hand, the product
development strategy (innovation and differentiation of product) requires eight times as many
resources, with simultaneous reduction in the likelihood of success to 20%. On the other
hand, the diversification strategy (vertical, horizontal and lateral) requires from 12 to 16 times

20 Weis H. Ch., Marketing, Ludwigshafen (Rhein), Kiehl, 1990, 47, 48.
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as many resources as the penetration strategy, and the probability of success is the lowest,
amounting only to 5%.

The effectiveness of all the aforementioned marketing strategies and the reduction in
the quantity of resources for their implementation should be the key aim in measuring the
company operations. In our opinion, it is possible with the inclusion of legal protection of
intellectual resources that constitute the basis for creating and implementing innovative
products.

Different IP rights may contribute to marketing strategy in different ways. For
example 2%

— trade and service marks — a well-crafted mark is often a decisive tool for the success
of enterprises in the market place. It will enable consumers to distinguish products or services
from those of competitors and to associate products or services with desired qualities.
Furthermore, it may play an important part in the ability of product or service to penetrate a
new market, especially if care was taken while selecting or creating the mark so that it appeals
to the target market;

— collective marks — the use of a collective mark (by a cooperative or an association of
enterprises) allows different enterprises to benefit from a reputation acquired on the basis of
the common origin or other common characteristics of the goods produced or services
rendered by different enterprises. This is, particularly, the case where the origin or other
common characteristics are the main contributing factor in determining the quality or good
taste of a product or service;

— industrial designs — in today's highly competitive global economy, a visually
attractive design alone may enable you to captivate a demanding and extremely diversified
clientele. Through creative designs, enterprises could reach out and appeal to diverse groups
of customers from different age groups, regions, cultures, etc. Having design rights on an
attractive shape or style of a product may give you the much-needed edge over the
competition;

— geographical indications — inherent in certain products from a particular region are
characteristics that are due to the soil, climate or particular expertise of the people of that area
which consumers of those products expect and have confidence in. Capitalizing on that
reputation for products that emanate from such area or benefit from such skills in different
marketing strategies make sound business sense in differentiating products from those of
others. It is important to note that in the case of such products, the company must maintain the
standards and quality expected of goods produced in that region or with such expertise;

patents — the market for innovative product can effectively be protected by obtaining
patent protection. Being a patent holder can also open other business avenues such as
licensing or strategic alliances;

— utility models — effective utilization of utility models, where such protection is
available, can help enterprises stay abreast of their competitors. If strategically used, the
protection of utility models can be an effective tool in positioning different enterprises in the
marketplace, especially if enterprises are active in a business where technological advantage
plays an important role in determining who holds a larger share of the market.

21 Why is Intellectual Property Crucial for Marketing the Products or Services of Your SME?
http://www.wipo.int/sme/en/ip_business/marketing/marketing.htm (retrieved on: 3.04.2018).
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The intellectual resource protection instruments described above naturally shape the
marketing strategies adopted by companies. Therefore, these instruments should be
considered in the marketing-mix concept.

The marketing-mix concept is the basis for the marketing strategy. The name itself
indicates that it consists of different elements of the marketing program, the correct
application of which guarantees the marketing success of companies. The author of the
marketing-mix concept is considered to be N.H. Borden?2. Up to this day, its classification
that is the most popular and commonly accepted by both theoreticians and practitioners is the
4P concept suggested 5 years later, in 1969, by E. J. McCarthy, covering the following
instruments: product; price; promotion; place. This model perspective was obtained as a result
of simplifying the list proposed by N.H. Borden (by incorporating in the «product» such
elements distinguished by Borden as packaging and creation of the brand, to «promotiony» of
acquisition, advertising, sales promotion, demonstration of goods in shop windows, and
resignation from such instruments as market research, warehousing and transport of goods).
Gradual expansion of the marketing concept (mainly to cover services) and growth in
competition forced the search for new factors distinguishing the company's marketing offer.
Subsequent modifications proposed by Ph. Kotler, B.H. Booms, M.R. Bitner, and A. Payne®
concerned subsequent Ps: People; Process; Physical evidence.

The concept of marketing-mix cannot be considered a closed one. Our proposal to
enrich this concept by further Ps (Patent and other Intellectual Property Rights) is an example
of this. It fits in the contemporary trends typical of knowledge-based and creative economy,
where intellectual resources constitute the groundwork for preparing and implementing the
marketing strategy. The following table (Table 2) presents changes in the marketing-mix
concept, taking account of our proposal.

Table 2 — Marketing-mix concept

Marketing-mix 4P Marketing-mix 5P Marketing-mix 7P Marketing-mix 8P
(E.J. McCarty) (Ph. Kotler) (B.H. Booms, M.R. (Deren, Skonieczny)
Bitner and A. Payne)
— Product — Product — Product — Product
— Price — Price — Price — Patent (and other
— Place — Place — Place Intellectual Property
— Promotion — Promotion — Promotion Rights)
— People — People — Price
— Process — Place
— Physical evidence — Promotion
— People
—Process
— Physical evidence

Source: prepared by the authors.

Selection of the patent and other forms of legal intellectual property protection as
instruments of the marketing-mix concept is closely related to the nature of an innovative

22 Borden N. H., The Concept of the Marketing Mix,

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.588.6640&rep=repl&type=pdf, (retrieved on:

3.04.2018).

23 Pluta-Olearnik M., Services Marketing, Panstwowe Wydawnictwo Ekonomiczne, Warsaw 1993, p. 37 — 42;
Payne A., Essential of Services Marketing, Polskie Wydawnictwo Ekonomiczne, Warsaw 1997, p. 157 — 225.
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product, and through this connection affects the remaining elements, such as: price, place,
promotion, personnel, process, and proof.

In the contemporary economy, the relationship between marketing and new
technologies, constituting a result of the creative (intellectual) effort, is stressed more and
more strongly. The integration of creative work, research and development work as well as
production with the proper marketing strategy is the basis for effective implementation of the
innovative process and affects its dynamics.

In the traditional perspective, it is assumed that marketing consists in searching for
optimum sales channels, determining the right pricing strategy and promoting innovations
created in the company. In the new perspective, marketing should cover the phase of creation
and development of the innovative idea. The idea creation phase requires market analysis in
terms of the needs of its participants. On the other hand, in the idea development phase,
marketing is focused on seeking funds, investors interested in participating in the product
development, as well as testing the new product concept.

The new concept suggested by the authors, containing 8P, enables the expansion of
marketing activities by the two aforementioned phases. Furthermore, it stresses the legal
intellectual property protection as a kind of determinant for the development of the company's
marketing strategy and its implementation. Therefore, the marketing strategy is not only one
of the many functional strategies of the company, but the strategy of the company's business
unit.

Conclusions from this research and prospects for further developments in this
area. The new marketing-mix concept (Product, Patent and other Intellectual Property Rights;
Price; Promotion; People; Process; Physical evidence) developed by the authors has important
practical implications for innovative enterprises, especially those that base their market
activity on new knowledge and information technologies. This developed concept is an
integral part of marketing strategies such as: market penetration, product development, market
development, diversification, with strategies for protection of intellectual property resources
(patent, sale, license, franchise).

1. Ansoff, H.I. (1985). Strategic Managament. Panstwowe Wydawnictwo Ekonomiczne Warsaw.

2. Borden, N. H. The Concept of the Marketing Mix. citeseerx.ist.psu.edu Retrieved from
http://citeseerx.ist.psu.edu/ viewdoc/download?doi=10.1.1.588.6640&rep=repl&type=pdf.

3. Conrady, R., Jaspersen, T., & Pepel,s W. (Hrsg.). (2002). Online Marketing Instrumente.
Luchterhand Verlag.

4. Deren, A., & Skonieczny, J. (2016). Organizational management. Process approach. Difin
Publishing House.

5. Deren, A. M., & Skonieczny, J. (2016). Strategies for protecting intellectual resources in a
company. Problemy Eksploatacji — Maintenace Problems, 2/2016 9101, 21-22.

6. Dollinger, M. J., (2008). Enterpreneurship. Strategies and Resources. Marsh Publications,
Lombard.

7. Evans, L. (2011). Social Media Marketing. Discover the potential of Facebook, Twitter and other
social networking sites, Helion.

8. Fonfara, K. (1999). Affiliate Marketing, Warsaw: Polskie Wydawnictwo Ekonomiczne.

9. Grant, R. M. (2011). Contemporary analysis of strategies. Warsaw: Wolters Kluwer business
Publishing House.

10. Koscielniak, H. (2008). Organizational and Financial Aspects of Functioning of Polish
Companies. Czestochowa: The Publishing Office of Czestochowa University of Technology.

11. Kroélewski, J., & Sala, P. (2016). E-marketing. Contemporary trends. Starter pack.
Warsaw:Wydawnictwo Naukowe PWN.

12. Levinson, J. C. (1998). Guerrilla Marketing. Warsaw: Polskie Wydawnictwo Ekonomiczne.

28


http://citeseerx.ist.psu.edu/%20viewdoc/download?doi=10.1.1.588.6640&rep=rep1&type=pdf

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

MapxkeTuHr i TudpoBi TEXHOJIOTIT Tom 2, Ne 2, 2018

13. Levinson, J. C., & Rubin, Ch. (1998) Guerrilla Marketing, on-line. Warsaw: Polskie
Wydawnictwo Ekonomiczne.

14. Mazzucato, M. (2016). Enterprising state. Poznan: Wydawnictwo Ekonomiczne Heterodox.

15. Payne, A. (1997). Marketing services. Warsaw: Polskie Wydawnictwo Ekonomiczne.

16. Pluta-Olearnik, M. (1993). Marketing services. Warsaw: Panstwowe Wydawnictwo Ekonomiczne.
17. Rifkin, J. (2014). Society of zero endpoints. Studio Emka Publishing House.

18. Silk, A. (2008). What is marketing? Dom Wydawniczy Rebis, Poznan.

19. Weis, H. Ch. (1977). Marketing. Friedrich Kiehl verlag, Ludwigshafen (Rhein).

19; Hofner, K. (1977). Probleme bei den Verwierklichung des Marketingkonzept im
Ivestitionsguterbereich. «Rationalisierung», 10.

20. Weis, H. Ch. (1990). Marketing. Ludwigshafen (Rhein), Kiehl.

21. Why is Intellectual Property Crucial for Marketing the Products or Services of Your SME?
www.wipo.int. Retrieved from http://www.wipo.int/sme/en/ip_business/marketing/marketing.htm.

21. «Shared responsibility. The role of marketing», joint publication edited by N. Cwik.
odpowiedzialnybiznes.pl Retrieved from http://odpowiedzialnybiznes.pl/wp-content/uploads/2012/04/
Wsp%C3%B3lna-odpowiedzialno%C5%9B%C4%87.-Rola-marketingu-13.pdf.

Hepeiin A.-M., xanouoam mexHiuHUX HAYK, DaKyivmem KOMR'IOMepHUX HAYK ma
MeHeOcmenmy, Bpoynascokuil ynisepcumem nayku i mexwixu (Bpoynas, IHonvwa)
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Mapxkemunz inmenekmyanvbHoi e1acnocmi

Mapxemune euznauacmocs pisHum yunom. llpome, natiuacmiuie cnputiMacmscs K npoyec,
onucanull 8 mapkemune-mixc 4P, mapkemune-mixke 5p i mapkemune-mixc 7P y cmeopenni yinnocmi
071 cnoocusauie. Hosa xonyenyis mapxemune-mixe, axa po3pooiena agmopamu (npodykm, nameum i
IHWI npasa IHMeNeKmyaibHol 6A1ACHOCMI, YIHA, Promotion, zroou, npoyec, pevosi 0okaszu), mae
8adICIUGe NPAKMUYHE 3HAYEHHS 0151 IHHOBAYIUHUX RIONPUEMCING, 0COOAUBO 0151 MUX, SIKI 3ACHOBYIOMb
CB0I0 PUHKOBY OUAIbHICHb HA HOBUX THGOpMayitinux mexnonozisx. Po3pobaena modens € Hegio 'emHoW0
YACMUHOW pelikogoi MoOei, KA po3pobleHd asmopamu, i AKa NOEOHYE 8 co0i MApKemuHz08)y
cmpamezito  (NPOHUKHEHHS. DPUHKY, pO3poOKa NpoOyKYii, po3eumox puuky, ougepcugpikayis) 3i
cmpameziamMu  3axXucmy pecypcié IHmMeneKmyaibHoi 61acHOCmi (nameHm, npooaxdc, JAiYyeH3is,

¢panwuza).
Ki1r04oBi c10Ba: MapKeTHHT, KOHLETIIIS MAPKETHHTY, IHTEJIEKTyallbHa BIACHICTh, TATEHT.
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Ky3b0 Haranis €Brenina
cmapuiuil 8UKIA0ay Kagpeopu MapKemuHey i 102iCmuKy
Hayionanvnuii ynisepcumem «Jlvgigcorxa nonimexuixkay

(/Ivsis, Ykpaina)

Kocap Haranis CrenaniBna

KaHO. eKOH. HAayK, 0oyeHm, 0oyenm Kagheopu Mapkemunzy i 102icmuKu
Hayionanvnuii ynisepcumem «JIvgigcorka nonimexuixkay

(J/Ivsis, Ykpaina)

HAIIPSIMU AKTHUBI3AILIIL PO3JIPIBHOI TOPI'IBJII TPOJYKTAMMA
XAPUYBAHHS HA OCHOBI 3AJTYYEHHS IHTEPHET-TEXHOJIOTTH

3 suxopucmauHAM  8MOPUHHOI iHopmayii ma  KOperAYlUHO-pespeciiHo2o  aHanisy
BCMAHOBIEHO NEPCHEKMUBHICMb pO38UmKy InHmepnem-mopeieni npodykmamu xapyyeanus Yxpainu.
Ilpoananizosani Inmepuem-macazunu mopeogenvuux mepedxc «laspia By, «@ypwemy, Fozzy,
NOVUS, METRO, «Awan» 3a maxumu nokasuuxamu, sk Web-eimpuna, ingopmayitinuii ma
Mo8apHull KAManoe, pecCmpayis Kienma, 0QopmaIeHHs 3AMOGIEHHS, PO3PAXYHKU 3a MO8aApU, pe2ioHu
ix docmaexu 05t 6CMAHOGNEHH HAUOIIbW npusabausux 0is 6i06idysauie noxazuwuxie. Ha niocmaei
BU3HAYEHUX HeOOoNiKi6 [Hmepuem-mopeieni 0a cnoicusayie po3pobieHi peKkoOMeHO08a i 3axo0u O
30inbUleHHs NPUBAOIUBOCMI 3aKYNIGNI NPOOYKMie XapuyeanHts 6 Inmepnem-mazazunax mopeogenbHux
Mmepedxc Yrpainu, sKi cmocyiombcsi 600CKOHANEHHS IX IHGopMmayilinoeo 3a0e3neyuenHs,, npuiHsAmms,
BUKOHAHHA MA ONAAU 3AMOBJIeHb KIICHMIG.

Kniouoei cnosa: mopeosenvni  mepeoici, Inmepnem-mopeiensi npoOyKmamu Xapuyeanms,
noKasHuku  eiosioyeanocmi  Inmeprem-maeasunis, Oocepera mpagixa InHmepnem-macazunis,
3AMOBAEHH KAIEHMIB.

DOI: 10.15276/mdt.2.2.2018.3

IMocTaHoBka mpodjeMH B 3arajbHOMY BHIVISAI Ta ii 3B'SA30K 3 BaKIMBUMH
HAYKOBHMH a00 NPaKTHYHUMH 3aBAaHHAMHU. CKOpOUEHHs JOXOIIB HaceleHHs YKpaiHu,
NOsiBa HOBHMX CYO’€KTIB TOCHOJApIOBaHHS Ha PHUHKY pPO3ApiOHOI TOPTriBii 3MYyIIye
TOPrOBEJIBHUX IMOCEPEAHMKIB BIOCKOHAIIOBATH CBOIO AISUIbHICTH, MPOMOHYIOYHM JOJATKOBI
IIHHOCTI Ui CBOiX KJIi€HTIB. OHI€I0 3 HUX € MOXJIMBICTh KYNUTH HEOOXiJHI TOBapu, HE
BIJIBIIYyIOUM MarasuHu, uepe3 TenedoH uyu IaTepHer. 3akymiBii ToBapiB y Takiil dopmi
JIO3BOJISIFOTH CIIO’KMBAa4aM OTPUMATH 3HaYHY KUIBKICTh 1HpOpMalii mpo ToBapu, MOPIBHATH iX
AKICHI MapaMeTpu Ta LIHHU, iX OIIHKY 13 CTOPOHM KOPHUCTYBayiB, IIBUIKO KYyIUTH TOBap-
HOBHMHKY. OJTHOYAaCHO peatizallis TOBapiB 3 BUKOPUCTAHHAM [HTepHETY Hajae NEeBHI nepeBaru
pO3ApIOHUM TOCEpEeIHUKAM, OCKIJIbKM BOHA HE MOTpedye 3HAUHMX BUTpAT, ajie 3abe3neuye
OXOIUICHHS HOBHMX CErMEHTIB puHKY. [IpoTe He BCi po3apiOHI MOCEPEAHUKH PO3TJIISNIAIOTh
BUKOPHCTAaHHS I[HTEpHET-TEXHOJIOTIH SK Ba)JIMBUH HaIpsiM 3pOCTaHHS OOCATIB peasizaiii
CBOIX TOBapiB Ta HAIIPSIM MMOCUJICHHSI KOHKYPEHTHUX MIEpeBar Ha pUHKY.

[lepcriekTHBU PO3BUTKY €JIEKTPOHHOI KoMmepilii B YKpaiHi MOB’si3aHi 13 3pOCTaHHSAM
KUIBKOCTI KOpPHUCTYBauiB [HTepHETY, YMCENbHICTh SKUX B YKpaiHi ckiajgae Oau3bko 19 mulH.
oci6 (maitxe 44% BiI KUIBKOCTI HaceleHHs), CTaHOM Ha moTuil 2016 p. perynspHUMHU
KopuctyBadamu [HTEpHETY Oyno 62 % ycix kuTemB YKpaiHu, BIK SKHX CTaHOBHUTH Bif 16
pokiB, 90 % 3 sAKUX — BIKOM 10 55 POKIB € HaWOUIbLI IUIATOCIIPOMOXXHHUMH, COLIaJIbHO-
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akTUBHUMU [1], 10 HAHOULIBII CXWJIBHI POOWTH TMOKYIKH, HE BUXOAsSuH 3 nomy. Y 2017 p.
yacTKa KOpUCTyBauiB [HTepHeTY, siKi KylyBald ToBapu B IHTepHeT-maraszuHax, ckiaia 36%
BiJl 3arajbHOi KUTBKOCTI KOPUCTYBauiB [HTEpHETY, HOCATHYBIIN CEPEIHHOTO MOKA3HUKA IS
kpain [lenTpanbroi Ta CxigHoi €Bponu. KinbKicTh MOKYMIIIB, SKi pOOUIIN MOKYITKH TOBapiB 3
BUKOpHUCTaHHAM [HTepHEeTy, v 2017 p. B Ykpaini nepeBummia 3,5 MiIH. 0cid, Ipu oMY 3a
OCTaHHI pOKH BOHa 3pocia Ha 1 mitH. oci6 [2].

AHaui3 BTOpHHHOI MapKeTHHI0BO1 iH(popMaii cBiTuuTh, 1m0 A0 KiHug 2018 p. obcsaru
peamizanii ToBapiB [HTepHeT-Mara3uHaM y CBITOBOMY MaciTadi CKJIaayTh 2 TPJIH. J0JapiB
CILIA (36inpmatbes Ha 6% mopiBasiHO 3 2017 p.), @ 10 2020 p. 04iKy€eThCS 3pOCTaHHA Y IBA
paszu [3]. Cepen migepiB mpomaxy — OASr Ta B3YTTs, JOMAIIHS €IEKTPOHIKA, KHUTH. 3HA4YHi
NEPCHEKTUBH Ma€ [HTEpHET-TOPriBIIA MPOAYKTAMH XapUyBaHHSA, SKa YK€ JTaBHO AKTUBHO
po3BuBaeThecs y €Bpori. 3okpema, me y 2011 p. 12 % ycix kopuctyBauiB IHTepHeTy Yy
Himeuunni Bxke KymyBaiu ix B Mepexi, IpUIOMY MPHU 3aMOBIJIeHH] ToHaa 60 €Bpo MpoayKTH
Xap4yBaHHs TOCTaBIAIOThCs Oe30raaTtho [4]. binabme 36% po3apiOHKMX MOCEPEIHUKIB Y CBITI,
SKi TOPTrYIOTh TPOJYKTaMH XapuyyBaHHS, BHKOPHCTOBYIOTh OararokaHajbHI METOIU
IPO/IaXy, OCKUIbKH I[bOr0 MOTpeOytoTh crioxkuBaui. Hanmpukian, y CIHIA 31% kopucryBaui
[HTEepHEeTY 3aKyMOBYIOTH MPOAYKTH XapUyBaHHS 3 HOT0 BUKOPUCTAHHSAM, a TaKOX MoHax 25%
pPO3ApIOHUX TOPTOBLIB MPOAYKTAMH XapuyyBaHHS TMpU IX peamizaiii BHKOPUCTOBYIOTh
MOOUTPHHI J0AaToK [5]. BHacmiok MIMPOKOro pO3MOBCIOKEHHS CcMapT(oOHIB Ta iX
AKTUBHOI'O0 BMKOPHMCTAHHS, 3pOCTaHHS JOCTyny crnokuBadiB 10 3G-Iarepuery, mossi Apple
Pay ta iHmmx cucreM O€3KOHTAKTHOTO MPOBEIEHHS po3paxyHKiB Ounbine 30% ycix OHJaiH-
TpaH3aKLil y CBITI IPOBOJUTHCS 3 BUKOPUCTAHHSAM MOOLTBHUX MPUCTPOTB.

AHaJi3 ocTaHHiX AociailkeHb i myOaikaniii, B SIKUX NOKJIAaJeHMH I0YaTOK
BUPillleHHIO 1aHOI NpodjemMHu i Ha sAki cnupaTbesi aBTOPU. OCTaHHIM YacOM MUTAHHS
BUKOPUCTaHHS IHTEpHETY SK BaXJIMBOTO HAMpPSIMy MPSIMOTO MAapKETHHTY aKTHBHO
00roBOPIOIOTHCA Y HAYKOBIH JiTEpaTypi.

[TominoBa L.I. mocnmiguna CyTHICTH €JIEKTPOHHOI TOPTiBI, i MO3UTHBHI CTOPOHHU Ta
NEepCHeKTHBH B YKpaiHi [6].

BanrskoBa H.B. [7] npoananizyBana nuHaMiKy po3BUTKY [HTepHeT-TOpriBii B YKpaiHi,
sKa Ma€ TEHJEHII0 JI0 3pOCTaHHs, (akTOpH, SAKi OOMEXYIOTh NMPOBEACHHS CIIOKHBAaYaMU
3aKymliBeNb TOBAapiB 3 BHUKOPHCTAaHHAM [HTEpHETY Ta TmepeBaru Uisl HHUX, BU3HAYMIIA
BA)XXJIUBICTh aKTUBHOCTI OPEH]ly Yy COLIIAIbHUX Mepekax JUIsl yKpaiHChKUX CIOYKUBAYiB.

@opcaiir C., JIro Y., lllennonom /[I., T'apnuepom JI. Y. y [8] 3 BUKOpHUCTaHHSIM
pe3ysbTaTiB SKICHOTO ONUTYBaHHS Ta KUIBKICHOTO OI[iHIOBaHHS Oyna po3poOiieHa Ta
nepeBipeHa Ha MiICTaBl pealbHUX JaHUX YOTHpU(AKTOpHA IIKaJla IJs CIpUiMaHuX IepeBar
Ta TpUQaKTOpHA IIKaja JUIsl pU3HKiB [HTepHET-Mara3uHiB, SKi CIPUHMAIOTHCS CIIOKUBAUYaAMH.

Insmenkom C.M., IBanoBoro T.€. [9] mpoaHanizoBaHO CBITOBHUH OCBIiJ 30yTy Ta
IPOCYBaHHS TOBapiB 3 BUKOPUCTAHHAM [HTepHeTYy, iX mepcrnekTHBH B YKpaiHi, 0COOIMBOCTI
[HTEepHET-MAPKETHHTY Yy CIIOKHBUYOMY Ta TIPOMHUCIOBOMY MapKETHHTY, TIEpeBard Ta HETOIIKH
InTepHeT-mMara3uHis.

Hy6osux T. y [10], xpiMm nuHamiku po3BUTKY I[HTepHeT-TOpriBii B YKpaiHi Ta ii
NEpCHEeKTHB TIOJaHO OCHOBHI Oi3Hec-MoJeni MAisUIBHOCTI oOpraHizamiii y miid cdepi,
XapaKTepUCTUKU MOKYMI[B, SIKI 31HCHIOIOTh [HTepHET-3aKymiBIli, BCTAHOBJIEHO, II0 Y CBITI
HaOLIbIl TONYyJISpHUMH € [HTepHeT-mMara3uHu, IO BUCTYNAIOTh (UIISAMHU TpaauLiHHUX
TOPTOBEJNIGHUX  IMANpUEMCTB. [IpoTe aBTOpOM 3a3HAYAETHCSA, IO B  OCHOBHOMY
NpeJICTaBHUITBA HAsSBHUX B YKpaiHi [HTepHEeT-Mara3uHiB po3TalloBaHi y BEITUKUX MICTax, a
JI0CTaBKa TOBApiB /10 CIOXKUBAYiB y Mekax YKpaiHU BIUIMBA€E Ha 1[IHY CIIO’KUBAHHS TOBApIB Ta
3MEHIIY€E MepeBart Ui CIOXKHUBauiB 3aKyIiBIi TOBapy uyepe3 IHTepHeT.
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bonnapenkom A.® ta Conoayxoro M.B. [11], [lumoro O.O. npoaHani30BaHO OCHOBI
dbopmu IaTepHeT-TOpPriBii Ta cdhepu ix mormmpenns [12].

[Hanesa O.I., Kongpatenko A.M. [13] anami3yloTh JUHAMIKy pO3BHUTKY I[HTepHeET-
TOPIiBJIl B YKpaiHi 3arajom, ii CTpyYKTypy 3a TOBApHUMHU KaTEropisMu, IiepeBaru CroxuBayiB
npu 3akymiBiai B IHTepHeTI NPOAYKTIB XapuyBaHHs, [HTEpHET-Mara3uHU TOPTOBEIBHUX
Mepex, K1 A1F0Th B YKpaiHi Ta MPONOHYIOTh NPOJYKTH XapyyBaHHS.

[MomynsipHOIO CTaIa MOJENb MPOAAXKY HPOAYKTIB, KOJH IMOKYIEb pOOUTH 3aMOBJICHHS
OHJIAMH, a TMOTIM 3a0upae Horo B MaraswHi. B 11boMy BHMaaKy HMOBIPHICTH 3aMOBJICHHS
OKpEMHUX BH[IB CBDKHMX TPOIYKTIB 3pOCTae B Pa3H, SKIIO KIIEHT Mae HaMip 3abparu
3aMOBJICHHsSI caM B Mara3uHi, a He oQopMJIATH JOCTaBKy. Tak, MMOBIPHICTb 3aMOBJICHHS
CBIXKOTO M’sica 3pocTae Ha 223%, cinbrocmmpoaykiii — Ha 180% [14].

BuninenHsi HeBHMpilIeHUX paHile 4YAaCcTHH 3arajbHoi Mpo0JieMu, KOTPUM
NpUCBAYYETbCSA cTaTTs. [IpoBeneHuii aHami3 JiTepaTypHHUX JDKEpEN CBITYUTH, IO iCHYE
HEJAOCTaTHS KUIBKICTh MYOJNiKaiii, $Ki TPUCBAYEHI JOCHIIKEHHIO BUKOPHUCTaHHS
BITYM3HSHMMH TOPTrOBEIBPHUMH MEpeXXaMH I[HTepHeT-Mara3wHiB, HE NPOAHATI30BaHO iX
(G yHKIIIOHATBHI MOKJIMBOCTI Ta HE BU3HAUYEHO HAIPSIMU aKTUBI3alii iX AisTbHOCTI.

@opMy.IIOBAHHSI MeTH CTATTi (MOCTaHOBKAa 3aBAaHHs). MeTor naHOi cTaTTi €
aHami3 IHTepHeT-Mara3wHiB MiI0OYMX TOPTOBEIBHUX MEpEeX, fAKI peani3yloTh MPOIYKTH
XapuyBaHHs, iX IepeBar Ta HEAOJIKIB Ha PHUHKY, PO3pOOJEHHS pPEKOMEHJAliil moa0
M ABUIICHHS iX €)EeKTUBHOCTI.

BukiiajeHHs1 OCHOBHOr0 Marepiajy IOCJTiI’KeHHS1 3 TOBHMM OOIPYHTYBAaHHSIM
OTPUMAaHMX HAYKOBHX pe3yjbTaTiB. B VYkpaini cporomHi oOHIalH-Tpogaxki MPOAYKTIiB
xapuyBaHHs 37iicHioe mnpubnuzHo 15 FMCG-mepex, 30kpema I[HTepHeT-marazuHu € y
mepex «TaBpis By, «@ypmer» i Fozzy. Takox crHiBIpamo0Th 3 MaliJaHYUKOM OHJIANH-
3aMOBJICHHS TpoAyKTiB Zakaz.ua Ttaki Mmepexi, sk NOVUS, METRO i «Aman». 3
HAOUTBIINX TOPrOBEJIBHUX MEpPEX HE MarTh oHiaiH-tiponaxiB «ATb», «Pireitn I'pyn»
(mepexi «Benuka Kumens» 1 «Beamapty»). CKenTUYHO BIIHOCSTHCS 10 OHJIAH-3aMOBIIEHHS 1
B TOproBenbHiit Mmepexi «kEKO-Mapker» [5].

3aKkyniBis OPOAYKTIB XapuyBaHHs dyepe3 [HTepHeT-Mara3uHu € He JIyXe MOMYJIsSpPHOI0
B YkpaiHi. Tomy cy0’ekTH rocrnojaproBaHHs, SKi BUKOPUCTOBYIOTH 110 (hopMy po3apiOHOT
TOPIriBJi, MOBMHHI ii aKTMBHO MpPOCYBAaTH Ta 30UIbLIYBAaTH 3pYYHICTh 3aKyMiBIl JJIs
CMOXKMBAYIB Yepe3 ONTHUMI3allii0 HaBiraiii cauTy, oro npuBabauBoro oopmiIeHHs. 3T1IHO 13
nocrmimkeHHsaM 3a kBiTeHb 2017 p. Big komnanii GfK, 3a octanniii pik nume 10% ykpainiis
KyloyBaJi B IHTEpHETI MPOAYKTH XapyyBaHHsS 1 aJKoOrojib. [l MOPIBHSHHS: TEXHIKY 1
€JIEKTPOHIKY B Mepexi IHTepHeT KkymyBanu 56% onuranux, a omar — 49%. OOmexeHe
BUKOPHUCTAHHS OHJaMH-pojaxy B ykpaiHcbkux FMCG-mepexax moB’si3aHe HacaMmIiiepen 13
[5]: menramiTeroM Ta 3BHYKOK HaceJeHHs YKpaiHH OOMpaTH TOBapH CaMOCTIHHO B
MarasuHax, a He MOKJaJaTUCs Ha CIykO0y AOCTaBKH; HEJIOCKOHAJIICTIO CEPBICIB JOCTaBKU Ta
3aMOBJIEHbB; BIJICYTHICTIO I[IHOBOT'O MOHITOPHMHI'Y; HEBIIEBHEHICTIO MOTEHLINHUX MOKYMIB y
AKOCTI TOBapIB; BIICYTHICTIO KYJIbTYpPHU 3aMOBJIEHb ITPOIYKTIB XapuyBaHHS.

ToproBenbHi Mepexi, $SKi MarOTh IHTepHET-MarasuHM, HOBHMHHI aHaIi3yBaTW i
(daxTOpH Ta HAMAraTucs BIUTHHYTH Ha HUX.

Po3rnsiHeMO 0cOOGIMBOCTI OHJIAHH-TIPOJaKiB TAKUX TOPTOBEIBHUX MEpeXK, K «TaBpis
By, «®@ypmrery», Fozzy, NOVUS, METRO, «Amany.

IIponykroBuii IHTepHeT-mMarasuH ToproBenbHoi Mepexi «TaBpis B» mpomnonye
HOKYMISAM Taki mepeBaru [15]: ekoHOMis CHJ i 4Yacy 3aBISKH 3pYyYHOMY PYOpHKAropy i
CHCTEMI MOIIYKY; €KCIpec-I0CTaBKY; BIICYTHICTh HEOOXiIHOCTI CTOSITH B uep3i Ta HOCHTHU
BaXKKI [TAKETH.
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Ha caiiti InTepHer-marasuny TtoproBenbHOi Mepexi «TaBpis B» mnpeacrasiaeHo
oinpire 50000 HaiiMeHyBaHb MPOAYKLIi, & caMe — MPOJAYKTH Xap4dyBaHHS, 10 KOPUCTYIOTHCS
HAOUTBIINM TOMUTOM, TOBapH Ui OYIMHKY, KOCMETHUKY Ta KaHLEISIPi0. ACOPTUMEHT
TOBapiB TOCTIHHO TOMOBHIOETHCA. i 3B’S3Ky 3 MOKYHISIMH y TPOAYKTOBOMY IHTEpHET-
Mara3uHi CTBOpPEHHUH cydacHu# call-nieHTp, ornepaTtopu SKOro KOMIIETEHTHO BiJNOBIIAIOTh Ha
MUTAHHS 1010 pOOOTH, HAJIaroKeHa podoTa Ciy:KOHM TOCTaBKH.

B InTepner-marazuni «®Dypiuier» npuiiMaroTh 1 BUKOHYIOTh SK 1HIWBiAyaldbHI, TaK 1
KOJIGKTUBHI 3aMOBJICHHS 3 JIOCTAaBKM MPOAYKTIB XapuyBaHHS BiJ MepEeBipeHUX, HaAIHHUX 1
EKCKJIFO3MBHUX TMOCTa4aJIbHUKIB [16]. ®opMyBaHHS MPOAYKTOBOIO KOIIWKA, MiAOIp CBIKHX,
SKICHUX TPOAYKTIB 1 IX JOCTaBKa 3AIMCHIOETHCSA BIAMOBIJAIBHUMH MpodecioHaraMu, 110
BOJIOJIIIOTh 3HAYHMM JIOCBIZIOM 1 HaBUYKaMH TPAKTUYHOI pOOOTH Yy Taidy3l JOCTaBKH
npoaykTiB. [licast opopmIeHHS 3aMOBJIEHHS 3 KJIIEHTOM O0OB’SI3KOBO 3B'SI3y€THCS OIEepaTop,
KU MOTOKy€e YMOBH (POPMYBAHHS 3aMOBJICHHSI 1 JIOCTaBKHU MPOAYKTIB.

AcoptumenTt IaTepHer-marasuny Fozzy cknamae monaa 12000 HaliMeHyBaHb TOBapiB
MPOJIOBOJIBYOI TPYIH, TOBApIB I JOMYy Ta odicy. 3aMOBIICHHS KII€HTIB 30MparOThCS Ta
YIIAKOBYIOTBCS PETENBHO BimiOpanumu criBpoOiTHukamu [17]. IaTepHET-Marasuu «Alany,
KU CTBOPEHHWH 3 Joromoror Zakaz.ua, mpOIOHYE HAWHFDKYI I[IHM HA BECh ACOPTUMEHT
CBOIX TOBapiB. MeTa MarasuHy — 301UIbIIIYBaTH KYIiBEJIbHY CIIPOMOXKHICTh KITi€HTIB [18].

Toprosenbna mepexxa NOVUS mnoku He miiaHye 3amyckaTd OKpeMuil IHTepHer-
MarasuH, a CIiBIpaIoe i3 cepsicom Zakaz.ua [19]. V mepmiomy kBaprtam 2017 p. cepenns
KUTBKICTh 3aMOBJICHb 4Yepe3 JaHui OHIalH-cepBic ckiamana Omm3pko 100 3amoBiIeHB
110J00M, B OCHOBHOMY CIIOKMBa4i 3aMOBIISUIM MOJIOYHI MPOIYKTH, M’sicO, 0e3alKOroibHi
Haroi, cBiXi oBoui Ta GpykTu. CTpyKTypa OHJIAH-3aMOBIICHb Li€] TOPrOBEIBHOT MEpPEXKi Ha
cepsici Zakaz.ua HaBe/ieHa Ha puc. 1.

i
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——— HIBUIIKO
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° 42%
Hamoi
13% .
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20%

Pucynoxk 1 — CTpykTypa 3aMOBJICHb OHJIAH 3 JONIOMOTOI0 cepBicy NOVUS.zakaz.ua
CkIazieHo Ha OCHOBI [5]

VY toprosensHiit Mmepexxi METRO, sika Tex criBnpaitoe 3 Zakaz.ua, OHJIalH Ipoaaxi
30UIBIIYIOTBCA KOXKHOrO Micsis. CepBic OHJIaH-IOCTaBKU IMPOCYBAIOTh Yy TOPTOBEIbHHUX
[EHTpax Ta HAaroJoUyloTh, L0 NPOMOHYIOTh KII€HTaM pi3HI BapiaHTH A 3pYyYHOIO
3aificHeHHsT MOKymok. Came Tomy ToproBenbHa Mepexka METRO 3ampoBammma me i
MOOUIBHY BEPCitO CalTy.

[Mokymui [aTepHer-marazuny METRO orpumyrots [20]: ananmoriuHi miHu Ha TOBapH,
gk 1 ToproBenbHUx HeHTpax METRO; nepconanbHy CKIaAadbHUIO, KOTpa TOYHO BUKOHYE
BKa31BKHM KJII€HTA; JOTPUMAHHS XOJIOJHOTO MPOIECy MPH TPAHCHOPTYBAaHHI 3aMOPOKEHUX Ta
OXOJIO/PKEHUX TPOAYKTIB; 30UpaHHs, YINaKyBaHHS, 30€piraHHd Ta TpPaHCIOPTYBaHHS
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NPOIYKTIB 3TiJHO MPaBUIaM TOBAapHOTO CyCiJCTBA; OCTaBKY HPOIYKTIB JI€Hb B JICHB; JICTKE
MOBEPHEHHS HPOJIYKIIii.

[TopiBHsIbHA XapaKTepUCTHKa IHTepHET-Mara3uHiB BKa3aHUX BHILE TOPTrOBEIBHHUX
MepeX HaBejieHa B Taour. 1.

Tabmuus 1 — Anani3z [HTepHeT-Mara3uHiB TOProBeIbHUX MEPEK YKpaiHu

1B, XapkiB, Xep-
COH, XMEJIbHHUIIb-
Kui

CrximanoBa | «TaBpigs By | «®ypmer» | Fozzy «Aman» NOVUS METRO
uyn QyHKIIis
Web- BiTpHHa Posmimena Po3smimena Posmimieni Posmimena Posmimena Posmimiena
MOUTYKOBA CTPiUKa| IOLIYKOBa aKIifiHI  |[MOLIyKOBa CTpiuka MOILITYKOBA TIOIITYKOBA CTPidKa
M0 ACOPTUMEHTY CTpiuka Mo TOBapu M0 ACOPTUMEHTY CTpiuka Mo 10 ACOPTUMEHTY
TOBapiB, iHPOP- | ACOPTUMEHTY TOBAapiB, aKI[iifHi | aCOPTUMEHTY | TOBapiB, aKUilHI
Mallis Ipo akuii, | ToBapiB, peKo- TOBapH, MOXKIIUB1 TOBapiB, TOBapH, QiIETPU
mpoay0IbOBaHi MEHJTOBaHi TEPMIHI 3aKJIaJKU
BCl OCHOBHI Ipynu TOBapu JIOCTaBKH, HOMYJIIPHUX
TOBapIB, € 3aK- peLenTH CTpaB | TOBapiB, migdopy
JIaJIKH TIOITY- TOBApiB 3a
JSIPHUX Ta eKC- peuenramy,
KIIFO3UBHUX aKLIIHHAX
TOBapiB, aKIIii, TOBApiB, TEPMIHU
HOBHHOK JIOCTaBKH, PeK-
JIAMHI MaTepiau
Iadopma- [Nomryk Mox- [omyk [omyk IMomryk moxu- | Ilomyk moxnu- | Ilomyk moxnu-
18070302071 JIMBUI 3a KITFOYO- | MOKJIMBMH 32 | MOKJIMBHMH | BHH 3a KIIIOUO- BUI 3a KJIF0YO- BUI 3a KITFOUO-
KATAIIOT BUMH CJIOBaMH, 33 | KJIIOYOBUMH 3a BHMH CJIOBaMH 4M | BHMH CIIOBAaMH | BHMH CJIOBaMH, 32
JIOTIOMOT 010 CJIOBAMH YH 32 |KJIIOUOBUMH | 3a AOTIOMOTOI0 |4H 3@ JOIMOMOTOI0| JOIOMOTOIO I10-
MOILIYKOBOT JIOTIOMOTO10 | CJIOBaMU 4u MOIIYKOBOT TIOIIYKOBOT LIYKOBOT CTPIYKH
CTPIYKH YH 3a- MOUTYKOBOI | KaTajoroM, | CTPiYKH, MOBa — | CTPi4KH, MOBa — | Ta (LIBTPIB, MOBa
KJIaJI0OK OCHOBHHUX |CTpPiYKH, MOBAa —| MOBa — YKpaiHCbKa, YKpaiHCbKa, — YKpaiHCbKa, po-
IpyI TOBapiB, pociiiceka pociiiceka pociiiceka, pociiiceka, cilicpKka,
MOBa — pPOCiiichbKa aHTTIHChKa aHITiHChKa aHTJTIHChKA
ToBapHm}i 17 ocHoBHUX Trpyn | 14 OCHOBHHX 23 11 ocHoBHUX Tpym| 14 ocHOBHUX |20 OCHOBHHX Ipyn
KaTaior ToBapiB (3 HUX 10 | rpyn ToBapiB (3 | OCHOBHMX | TOBapiB (3 HUX 8 | rpym ToBapiB (3 | ToBapiB (3 HuX 10
MPOAOBOJIBYKX), | HUX 10 mpomo- | Tpymu To- | MPOAOBONBYHX), HuX 10 MIPOIOBOJIBYHX),
114 miarpyn BONBUNX), 125 |BapiB (3 HUX 125 migrpym MIPOJOBOJIBYHX ), 168 miarpyn
APy 14 mpono- 128 miarpym
BOJIBYHX),
125 miarpyn
Peectpamis 3a momomororo | 3a gornomMororo | 3a fonomo- | 3a JONOMOrow | 3a J0IOMOror 3a J01OMOroI0
KIieHTa MEPCOHANBHUX | MEPCOHAIBHUX | FOIO MEPCo- | IMEePCOHANBHUX | MEPCOHATBHUX MIePCOHAIBHUX
JAHUX 49U JTaHuX 4u Face- | HampHMX JTAHUX JTAHUX 9H JTAHUX
Facebook book, Twitter, IaHUX Google+
Google+
Odopmnenns | Bix 300 rpu. Hemae Bin 1 rpm. Hemae Hemae o6MexeHb Hemae
3aMOBJICHHS 0OMexeHb 00OMexeHb 00OMexeHb
Po3paxyHok lotiBkoBuit Ta | T'oTiBkoBHii Ta | [oriBKOBHIA | ['oTiBKOBHIT 4epe3| ['oriBkoBuii | ['oTiBKOBHII Uepes
3a 0Opanuil KapTKOBUI yepe3 KapTKOBUM gyepe3 Kyp'epa, yepes Kyp'epa, Kyp'epa, KapT-
TOBap Kyp'epa, 6e3- yepes Kyp'epa, | Kyp'epa Ta KapTKOBUH Ha KapTKOBU Ha | KOBHH Ha caifTi Ta
TOTiBKOBHH [UIsl | OE3rOTiBKOBHIA 6esro- caiiTi Ta Oe3ro- | caiiti Ta O6e3ro- |Ge3rOTIBKOBHH s
IOPUANYHHX 0Ci0 JUIs 10pU- TIBKOBUI TIBKOBHH JUTs TIBKOBHH JUI1 | IOPUIMYHUX OCi0
JYHKX 0Ci0 IUTS I0pU- | IOPUAMYHAX 0CI0 | FOPUANIHUX 0Ci0
IUYHUX 0Ci0
Perionu Opneca, binropoa- | Kuis, Oneca, Kuis, KuiB ta Kuisceka |Kuis Ta Kuisceka| Kuis ta KuiBcbka
JIOCTABKU Juictposcekuii, |JIpBiB (B pexxnmi| Opeca, o0 o0u1. o6u1., XKurtomup,
TOBapiB I3main, YopHo- TeCTyl.SaHHﬂ), Muinpo BiHHP.ILIﬂ, Oﬂec.a,
MOpCBK, MuKona- Juinpo 3anopixoxs, JHin-

po, JIsBiB, XapkiB

CkiazieHo Ha ocHoBI [ 15-20]
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Jlo nepeBar IutepHer-marazuny ToproseibHOi Mepexi «TaBpis B» MoxkHa BigHecTu
iHpopmaTtuBHy Web-BiTpuHYy, 3pY4YHHH TOIIYK HEOOXiIHUX TOBapiB, OXOIUIEHHS 8§ MICT
VYkpainu, 3pydHy peecTparlito Ha CaiTi, 10 HEeJOJIKIB — OHY MOBY CalTy (TiLIbKH POCIHCBHKY),
MiHIMaTbHUHA 00csrT 3amMoBieHHs — 300 rpH.

Jlo nepeBar IHTepHeT-Mara3uHy TOproeeiabHOi Mepexi Fozzy HaexuTb Mmporno3uiis
BEJIIMKOI KUIBKOCTI TPyl TOBapiB, pPO3MILNICHHX HA CaiTi, OO0 HEIOJIKIB — HHU3BKY
iHpopmaTuBHicTh Web-BiTprHHM, YCKIIaHEHUH MOIITYK TOBApiB, OJTHY MOBA IS CIIUIKYBaHHS,
00MEKEHHS MOXKIIMBOCTEH PO3paxyHKIiB KapTKOIO.

B IuTepHer-marasuHy TOProBelbHOI Mepexi «AIlaH» TakoX JOCTaTHbO
iHpopmaTtuBHa Web-BiTpHUHa, CHIUIKYBaHHS MOMJIMBE TPhbOMa MOBaMH, NPOTE pPEECTparlist
MOJKJIMBA JIMIIE 32 NEPCOHAIBHUMHU JTaHMMHM, IOCIYyTH JocTynHi jume B M. Kuesi Ta
KuiBcekiii o6macTi.

OcobnuBicTio IHTepHeT-Marazuny ToproBenbHOi Mepexxi NOVUS e 3pyuyna Ta
iHpopmaruBHa Web-BiTpuHa, MoXuBUNA BUOIp 13 TphOX MOB. [IpoTe mociyru AOCTYIHI JHIIe
B M. Kueni Ta KuiBchkiii 06macTi.

[lepeBaramu IHTepHET-Marazuny toproBenbHOi Mepexxi METRO e HaiiOinbima
KUTBKICTh PO3MIIIEHUX TOBapiB Ta BEIMKA KUIbKICTh OXOIUICHHX PETiOHIB, CHUIKYBaHHS
PI3HHMH MOBaMHU, HEJIOJIKAMH — OJIH BHJI PEECTpAIIii.

VY nmocnimkyBanux IHTepHET-Mara3WHiB THYYKi yYMOBH JOCTaBKH, 30KpeMa, SIKIIO
3aMOBJICHHsS C(OpPMOBaHE 3paHKy, TO OTPUMATH MOro MOXHA B TOH ke AeHb. Ha caiftax
po3mimieHi Tpadikd JOCTaBKH. BHUKOPUCTOBYETHCS TpU BHIU JOCTaBKHM — IUIAHOBA,
MO3aIUIaHoOBAa (EKCIpec), CAMOBUBI3 TOTOBOTO 3aMOBJICHHS.

Jlnst OmiHKM eQeKTHBHOCTI (YHKLIOHYBaHHS [HTEpHET-MarasMHiB TOPTOBEIBHUX
MEpEekK JOLIIHHO PO3TIISHYTH MOKAa3HUKHU BiJIB1IyBaHOCTI IuX [HTepHeT-Mara3uHiB (Tadu. 2).

Tabmuns 2 — [loka3Huku BiBinyBaHOCTI [HTepHET-Mara3uHiB

[TokazHuKH «TaBpis By | «®ypmer» Fozzy «Amran» | NOVUS METRO

CepenHs KUIbKICTh 215860 84730 440460 289820 339740 563240
BiJ[BiTyBadyiB 3a
Micsp (3a 11
niBpiuus 2017 p.)

CepenHst TpUBANICTh 4:54 2:00 2:16 3:18 2:01 4:37
nepeOyBaHHS Ha
CaiTi, XB

CepenHs KUIbKICTh 7,28 2,97 3,08 3,91 3,2 6,36
MePErsTHy THX
CTOPIHOK

YacroTa BigMOB, % 44,39 67,94 65,12 32,34 49,75 37,52

CkiiageHo Ha ocHOBI [21]

Haii0inbi BigBigyBaHuMM € IHTepHeT-marazunu ToproenbHUX Mepexx METRO Tta
Fozzy, HalinoBuie kiieHTH nepeOyBalOTh Ha cTopiHkax IHTepHer-maraszuHiB «TaBpis B» Ta
METRO, BIiAMOBIIHO Ha IUX K€ CalTax TMeperisgaroTh OUIBITY KUIBKICTh CTOPIHOK.
HaiimeHy kinbKicTh BigMoOB crioctepiraemo B Inteprer-marazunax METRO Tta «Taspis By.
OTxe, HailOUIbI edexkTuBHO GyHKUIOHYE [HTepHeT-Marazun METRO. binemioro € yacrota
B1JIMOB TIOKYMIIIB Y TUX [HTepHET-Mara3uHax, Ha CalTl AKUX MOKYMII mepedyBarOTh HEAOBTO.
Lle cBiqunuTh a00 MpO CKJIAJHICTh HaBiramii caity, abo HOro HempuBaOIUBICTH YU BY3bKIiCTh
MIPOMIOHOBAHOTO ACOPTUMEHTY TOBapiB, BUILUN PIBEHb IIiH.

H.€. Kysvo, H.C. Kocap. Hanpamu axmugizayii po30opionoi mopeieni npooykmamu 35
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Jns aktuBizamii gismpHOCTI [HTEpHET-MarasuHiB HEOOXIAHO BHM3HAYUTH OCHOBHI
mokepena tpadika (tadi. 3).

Tabmuns 3 — J[xxepena tpadika [HTepHeT-Mara3uHin

xepena Tpadika «Taspisg B» | «Dypuier» Fozzy | «Aman» | NOVUS | METRO

[psimuit 24 16,3 16,14 13 19 34
Pedepanu 13,78 9,21 7,69 9,97 14,09 19,55
[Momyk 3a KJIFOYOBHMH 58,21 73,81 74,68 63,54 64,65 40,22
CIIOBaMH

CoriaiibHI Mepexi 1,53 0,28 1 7,8 1,46 1,94
[Tomra 1,27 0,15 0,49 2,43 0,36 2,64
Meniitna pexinama 1,21 0,25 0 3,26 0,44 1,65

CknazseHo Ha ocHOBI [21]

Haii6inpmmit npsimuit Tpadik xapaktepuuit ans IarepHer-marazuny METRO, nns
HBOT'O TAKOK XapaKTepHE 3aIy4eHHS Ha CalT KIIIEHTIB Yepe3 MapTHEPChKi nmporpamMu. MoxHa
3pOOUTH BHCHOBKH IIOJI0 HEIOCTAaTHHOI'O BUKOPHUCTaHHS [HTEepHET-Mara3uHamy COLiaIbHUX
MEpEX, TIOMTOBUX PO3CHWIOK Ta I[HTepHET-peKiIaMu, M0 MOXKe 30UTBIIUTH KiTBKICTh
Bi/JIBiyBauiB. AJDKe y4acHUKU yKpaiHcbkoro puHky FMCG-piteiiiny He CyMHIBalOThCS, L0
OHJIAMH-TIPOJIaXK1 Y IEPCIEKTHBI 3pOCTaTUMYTh, IIPHUOMY BBaXalOTh, IO TPOIOBOJIBYA TPYIIA
TOBapiB — OJHA 3 HaWHOLIBII MEPCIEKTHBHUX JUIS 3POCTaHHS B OHJaWH-cermeHTi. IIpo me
CBiIYaTh TAKOXK PE3YJIbTATH MMPOrHO3YBAHHS, SIKE IIPOBEJICHE 3a JAaHUMH Ta0II. 4.

Tabnuus 4 — Jlunamika oocsri [arepuer-toprisim B Ykpaini [22]

Poxku 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
[Mepiomun 1 2 3 4 5 6 7 8 9 10
O6csr IurepHer- 0,4 0,6 0,55 | 0,73 1,1 1,59 2,37 3,24 | 4,44 5,65
TOPTiBIIi, MJIPA. JOIN.

JIst BU3HAYEHHS MPOTHO3Y OHJIAWH-TIPOIAXKIB Ta HOT0 1IHTEPBATY JOBIPH MOOYIO0BAHO
TiHIAHUHN, KBaAPATUYHUN, CTETICHEBUN Ta €KCIIOTSHUIWNHUN TpeHau (puc. 2).
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y = 0’262160,3067x
R>=09804
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y =0, 0853><2 0,3752x + 0,8448
=0,9977 /

y =0, 5636x 1,0327
=0,87
/

y = 0,2412x718
g R® =0,8387

OO6csr [HTepHeT-TOPriBII, MIP/. JOJ.

[epionn

Pucynok 2 — [ToOymoBaHi TpeHu 175 MPOrHO3yBaHHs 00csTiB [HTepHEeT-TOpriBmi B YKpaiHi

Haiikpaie onucye TeHIEHIII0, 1[0 CKIanacs Ha pUHKY [HTepHeT-TopriBii B YKpaiHi,

KBaJpaTUYHUI TPEH]I

y = 0,0853x > —0,3752x +0,8448,

OCHOBHI pe3yJIbTaTH JOCIIIKEHHS IKOr0 HaBeJeHi y Talul. 5.

Tabmuus 5 — OCHOBHI pe3ynbTaTH JOCIIKEHHS KBaJPaTHUYHOTO TPEHIY

[loka3Huku Busznauene Pesynprar
3HAYCHHS

Koedirient 0,9977 IcHye nrinbHMI 3B’ 30K

JIeTepMiHaIi

Kpurepiit ®imepa 1518,239 Kputnune 3navenns kpurepito dimepa ckinanae 4,74,
TOMY MO>KHa 3pOOMTH BUCHOBKH, 1110 MOJIENb
aJieKBaTHa iCHYIOYOMY 3B’ 513Ky (KBajpaTHyHa popma
3B’SI3KY MiITBEPIKYETHCS)

IIpornos Ha 2018 p., 8,63 Teopernune 3Ha4eHHs U1 00csTiB [HTEpHET-TOPriBI

MJIpJ. J0J1. B YKpaiHi

Hwxhua Mexa

IHTEepBaITy JIOBIPH, 3 timoBipHicTio 0,95 Mporuo3oBaHe 3HAYCHHS 00CATIB

MJIpJ. J0J1. 7,49 Iarepret-Toprieni B Ykpaini y 2018 p. cknagatume —

Bepxus mexa Bin 7,49 no 9,76 miupa. goi.

IHTEepBaAITY JIOBIPH,

MJIpJI. AOT. 9,76

H.€. Kysvo, H.C. Kocap. Hanpamu axmugizayii po30opionoi mopeieni npooykmamu 37
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OTxe, 3a pe3yabTaTaMu pO3PaxyHKIB MOKHA 3pOOUTH BHCHOBKH TIPO CYTTEBE
3pocTaHHs 00cATiB [HTEpHET-TOPTiBII B YKpaiHi NpH YMOBI, IO TEHACHIT Ha [bOMY PUHKY
OynyTh 30epiratucs.

3 MEeTOI0 BHM3HAYCHHS HANpPSAMIB MiJBULICHHS €(QEKTHBHOCTI MisuIbHOCTI [HTEpHET-
MarasuHiB TOPrOBEJIbHUX Mepexk HEOOXiIHO BHUSBUTU HEHOJIKA TaKOrO PO3MOIUTY IS
KIIIEHTIB Ta NUISAXU IS 1X 1ogoIanHs (Tabm. 6).

Tabmuus 6 — OcHOBHI HeAOMIKH [HTepHET-TOPTiBII MPOYKTaMU-XapUyBaHHS 3 TOUKH 30PY
CIIO’KMBAYiB Ta OCHOBHI CIIOCOOM 1X YCYHEHHSI

Henoniku [aTepuer- OcHOBHI c1tocoOu yCyHeHHS
TOPTIBIIL JUTSI CTIOKUBAYIB
HeBnieBHEHICTh y SIKOCTI — po3MilieHHs iHpopMaIlil PO CKIIaa MPOAYKTY
TOBApIB — pO3MIilIeHHS porKa Mpo GOpMyBaHHS 1 IEpPEBE3CHHS 3aMOBIICHHST;

— CTBOpEHHS POPYMY MOKYIIIIIB
— 3a0e3meueHHs MOXKITUBOCTI JJIsI KITIEHTIB 3aJIUIIATH BIACHUH BIATYK

MosKIIUBICT IIAXPaCTBa | — iCHYBaHHS Pi3HUX CIIOCOOIB OILIATH

TIPH OILIATI Ta JIOCTaBIl — IepeBipKa 3aMOBJICHHS B TIPUCYTHOCTI KITIEHTA

ToBapy — MOXIIMBICTh TIOBEPHEHHS TOBapy B MaraswH IMPOTATOM BH3HAYEHOTO
TEpMiHY

Iadopmaniiina Oesneka — BUKOPUCTAHHS MU(PYBaHHS Ta 3aXHUILEHOTO 3’ €IHAHHS

JaHMX KIIi€HTa — MIJABMILIEHHS PIBHS 3aXHUIICHOCTI IUIATDKHUX TPAHCAKI[iH, 3MCHILICHHS
KOMICIMHUX IUIaTEeXKiB

TpuBaii TepmiHu — CKOPOYEHHS TEPMiHIB [IOCTAaBKH 4Yepe3 3aIyueHHS [OJAaTKOBUX

JOCTaBKU HEePEBI3HUKIB
— BUKOPHUCTaHHs NOCIYTH "'cynep JOCTaBKU' NpoTAroM 1 roa

CxnannicTs npouenypu — PO3MILICHHS IHTEPAaKTUBHOT IHCTPYKIIIT 1010 3aMOBJICHHS TOBApY

3aMOBJICHHS TOBapiB — MaKCUMAJIbHE CIIPOIIEHHS IPOLENYPH

Omutata 10CTaBKU — BU3HAUCHHS MiHIMaJIBbHOI BapTOCTI Ta MaKCHMAIbHOI Baru, NpH sKii

JocTaBka Oyne Oe3KOmToOBHA
— HapaxyBaHHS OOHYCIB 3a JOCTaBKY, fKi MOXXHAa BUKOPUCTATH JUJIsI
OILIATH

Ille onmHum d¢akropom, sKUM 0OMeXye BHUKOPUCTaHHS OH-TIAllH MpPOJaXIiB
TOPTrOBEJILHUMHM MEpeXaMH, € BIJCYTHICTb Yy CIOXKMBauiB iH(opmalii Mpo HasBHICThH iX
IutepHer-marazuHiB. ToMy TOproBelbHUM MepekaM HEOOX1HO aKTHBI3yBaTH poOOTYy Yy
[[bOMY HAaIpsMi SIK 3 BUKOPUCTAHHAM TpaJAMLIHHUX 3ac00iB MOIMIMpPEHHsS iH(popMarlii, Tak i3
3aJly4E€HHSM COIIaJIbBHUX MEpEeX, aKTUBI3YBATH pO3POOJIEHHS B1JIEOPOJIMKIB Ta BIPYCHOI
peKJIaMH 1010 3pYYHOCTI 3aKyMiBIIi MPOIYKTIB Xap4uyBaHHsI, HE BUXOJIUHU 3 JIOMY.

BucHOBKHM 3 1aHOTO0 JOCJTIIZKCHHS | IEPCHEeKTHBH NMOAAJIBIINX PO3PO0OK 32 JAHUM
HanpsMoM. BHaciIok CKOpOUYeHHs J10XOJIB HacelleHHs YKpaiHu Ta 3MEHIIEHHs KiJIbKOCTI
3aKyIliBeJIb TOBApIB, MOCHJIEHHS! KOHKYPEHLI Yyepe3 MOosBY HOBUX Cy0’ €KTIB rOCTIOAAPIOBAHHS
HAa PUHKY pO3apiOHOT TOPriBIi, TOPTOBENbHI MOCEPEIHUKH BIOCKOHATIOIOTH MiSIIBHICTS,
MPOTIOHYIOYM JOJATKOBI IMiHHOCTI. OJHUM 3 TakuUX CHOCOOIB € TPOJax TOBapiB depes
InTepHeT-MarasuHy. 3Ha4YHI MEPCIIEKTUBU OCTAaHHIX B YKpaiHi IMOB’A3aHi TaKOX 13 MOCTIHHUM
3pOCTaHHSAM KUIBKOCTI KOpUCTYyBauiB [HTepHEeTYy Ta cMapT(hOHIB.

Jlinepamu mpojaxy udepe3 IHTepHeT-MarasuHu € Taki TOBapH, SK OJAT Ta B3YTTA,
JIOMAIIHS €JEeKTPOHIKa, KHUTH. Benuki MOXIUBOCTI Mae IHTepHET-TOpriBis MpOAyKTaMu
XapuyBaHHs, KA y>Ke IaBHO aKTUBHO po3BHBaeThes y €Bpori Ta CIIIA. 3akymiBis NpoayKTiB
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XapyyBaHHA 4epe3 [HTepHeT-MarasuHu € He JIy)Ke MOMyJSIpHOI B YKpaiHi, Xoya CbOrOJHI
OHJIAMH-TIPOJIaXKI MPOMYKTIB XapuyBaHHs 37iiiCHIOE TpuOIM3HO 15 TOProBelbHUX Mepex
VYkpainu. [103UTHBHI IEPCHIEKTUBH X IISJIBHOCTI MIATBEPIKECHI pe3yJbTaTaMU MPOBEACHOTO
NPOrHO3Y Ta BHU3HAYEHOrO IHTEpBaldy [OBipH Ui OHIAlH-mponaxiB. Ha mincrasi
PO3paxyHKIB BCTaHOBJIEHO, 110 3 HMoBipHIcTIO 95 % y 2018 p. mporHo3zoBaHe 3HAYEHHS
o0csriB peamizauii ToBapiB uepe3 [HTepHeT B YKpaiHi OUiKyeTbesl B iHTEpBai Bix 7,49 mupa.
non. CIHIA no 9,76 mapa. non. CIHIA.

Jlyis BUSIBJIGHHSA IepeBar Ta HEAOMIKIB [HTEpHET-TOPTriBIIl MPOIYKTaAMH XapuyBaHHS y
poboti Oynu mpoaHanmi3oBaHi IHTepHET-MarasuHu TOproBe’dbHUX Mepex «TaBpis By,
«Dypmier», Fozzy, NOVUS, METRO i «Amran» 3a TakuMH MMoKazHuKamH, sk Web-BiTpuHa,
iH(pOpMaLiHHUI KaTaJlor, TOBAPHUIA KaTaJoT, peecTpalis KiIieHTa, opopMIeHHs 3aMOBJICHHS,
pPO3paxyHOK 3a OOpaHUl TOBap, PEriOHM JOCTaBKH ToBapiB. HalOiiabIe 3pocTaroTh OHJIAMH-
npojaaxi ToproeenbHOi Mepesxxi METRO, ska cniiBnpamtoe 3 Zakaz.ua. IlepeBaramu [HTEpHET-
Marasuny ToproBenbHOI Mepexki METRO € HaiiOuibma KilbKICTh PO3MIIIEHUX TOBApiB Ta
BEJIMKA KUTBKICTh OXOIUIEHUX perioHiB. [IpoananizoBaHi MOKa3HUKH BigBiAyBaHOCTI [HTEpHET-
MarasuHiB CBi4aTh, 10 HAWOBIIE KIIEHTHU NepedyBaloTh HA CTOPIHKAaX [HTEepHET-MarasuHiB
«TaBpis B» Ta METRO, mnepermsmatoun HaWOULIbIIy KUIBKICTH CTOPIHOK Ta y HHX
CIIOCTEPIraeThCs HAWMEHINA KUIBKICTh BiJIMOB.

Jlis BU3HAuUeHHS HaNpsMiB akTUBI3alii [isiabHOCTI [HTepHeT-marasuHiB  Oynu
MpOoaHaIi30BaHi TAKOK OCHOBHI JDKepena iX Tpadika. BctaHoBieHO, 10 HAMOUTHIIAN TPSIMUI
Tpadik xapakrtepHuil s InrepHer-marazuny METRO, y Hboro Ttakox BigOyBaeThCs
3aJlydeHHsI Ha CalT KJIIE€HTIB yepe3 MapTHEPChKi MporpaMu. BibIl akTHBHE BUKOPUCTAHHS
[aTepHeT-Mara3uHaMu COLIaIbHUX MEPEX, MOIITOBUX PO3CHIOK Ta [HTEepHeT-pexiiaMu Moxke
30UTBIIMTH KUTBKICT BiJIBilyBaviB HAa HUX.

3 METOI0 BCTAHOBJICHHS HANpPsMIB IMiIBUIIECHHS €()EKTUBHOCTI MisUIBHOCTI [HTEpHeT-
MarasvHiB TOPTOBEIBHUX Mepex YKpaiHu Oynu mpoaHasi3oBaHi HENOJIKH TaKOrO CIIOCOOy
pPO3MOJTYy TOBapiB MJs KIIEHTIB, J0 SIKUX HaJeKaTh HEBIEBHEHICTh y SKOCTI TOBAapiB,
MO>KJIMBICTH IIaXpaicTBa MpH OILJIATI Ta JOCTaBIll TOBapy, CyMHIBHa iHopMaIliiiHa O6e3meka
JaHUX KII€HTa, TPUBAJII TEPMIHM JOCTABKH TOBapiB, CKIAIHICTh MPOIEAYPU 3aMOBICHHS
TOBapiB Ta OIUIATH iX JocTaBKku. Ha mimcTaBi mporo y poOOTI peKOMEHIOBaHI 3aX0AU IS
30UIbIIEHHS TNPHUBAOIMBOCTI 3aKyMiBii MPOAYKTIB XapuyBaHHA B IHTepHeT-MarasmHax
TOPrOBEJILHUX MeEpeX YKpaiHH, fKI CTOCYIOTbCSI BJIOCKOHAJIEHHS IX 1H(OopMaliiHOro
3a0e3neueHHs], MPUIHHATTS, BAKOHAHHS Ta OIUIaTH 3aMOBJICHb KIII€HTIB.

[lepciekTvBM MOAANBIIMX JOCHIPKEHb TIOB’sA3aHl 13 30UpaHHSIM MEpPBUHHOI
MapKeTUHroBoi i1H(OpMalii m0J0 OOMEXEHOCTI KOPHUCTYBAaHHS CIOKMBauaMHU MPOAYKTIB
XapuyBaHHS B YKpaiHi mociayr [HTepHeT-Mara3uHiB TOProBeIbHIX MEPEXK.
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The aim of the article. The purpose of this article is to analyze the online stores of existing
retailers, which sell foodstuffs, their advantages and disadvantages in the market, to develop
recommendations to improve their effectiveness.

The results of the analyses. As a result of reduced incomes of Ukrainians and number of
goods procurement along with increased competition due to the new companies foundation on the
retail market, trading resellers are improving their activities by offering additional values for
customers. One of these is the sale of goods through the Internet-stores. Significant prospects for the
Internet-stores in Ukraine are also connected with the constant increase in the number of Internet
users and smartphones.

Secondary marketing information shows that the leaders of sales at online stores are clothing
and shoes, home electronics, books. The Internet trade in food products, which has long been
developing in Europe and the United States, has great possibilities. It is established that purchase of
food products through online shopping is not very popular in Ukraine, although today the online sale
of these products offers approximately 15 retail chains in Ukraine. Positive prospects of their
activities is confirmed by results of the prediction and certain confidence interval of online sales of
goods.

To identify the advantages and disadvantages of the Internet trade in food products Internet-
stores of next retailers were analyzed: «Tavria-V», «Furshet», Fozzy, NOVUS, METRO and
«Auchany; according to such indicators as Web showcase, information catalog, product catalog,
customer registration, ordering, payment for the chosen product, the regions of the goods delivery.
Research has established that the largest growing online sales network is in METRO, which
cooperates with the Zakaz.ua. This is due to the active promotion by the network of new for them
method of selling goods — in the shopping malls, introduction of a mobile version of the website,
offering clients a variety of options for shopping, an abundance of available goods and regions
coverage. To determine the directions of activization of Internet-stores usage the main sources of their
traffic were analyzed. It is found that the largest direct traffic is typical for online store METRO,
where also happens the involving on-site customers through affiliate programs. It is proved that a
more active use of social networks, mailings and Internet advertising by Internet-stores can increase
the number of visitors.

In order to identify ways of increasing the effectiveness of the online stores for retail chains in
Ukraine the disadvantages of this method of distribution of goods to customers have been analyzed —
that include the uncertainty in the quality of goods, the possibility of fraud in the payment and delivery
of goods, questionable informational security of client data, long product delivery time, the complexity
of the procedure the ordering of goods and payment for their delivery. Based on this recommended
measures are listed in this paper to increase the attractiveness of the food purchases in online stores,
particularly posting the videoclip on the website about the formation and transportation of the order;
creation of a forum for customers; providing opportunities for customers to leave their own opinions;
the ability to return merchandise to the store during a fixed term; placing the interactive instructions
on ordering of goods; the accrual of bonuses for shipping, which can be used for further payments.

Conclusions and directions for further research. So, the analysis demonstrates the prospects
of Internet-stores development for Ukrainian trade networks that are selling foodstuffs. However, to
increase their efficiency it is necessary to improve their information support, processes for the
adoption, execution, and payment of orders.

Prospects of further researches are connected with gathering of primary marketing information
about limits for using services from Internet-stores of trade networks by Ukrainian consumers.

Keywords: trade networks, Internet food trading, the figures of online stores attendance, the
sources of the traffic at Internet-stores, customer orders.
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Bacuabuis Hanis MuxaijiBua

KAaHO. eKOH. HayK, cmapuiull 8uxkiaoad Kkageopu mapremuHey i 102icmuxiu
Hayionanvnuii ynisepcumem «Jlvgigcorxa nonimexuixay

(/Ivsis, Ykpaina)

CTPATETTYHA OIIIHKA CEPEJIOBUIIA PO3BUTKY PIYKOBUX NEPEBE3EHD
B YKPAIHI

Ilposedeno PEST-ananiz cepedosuwya po3sumky piukosux nepeseszenv 6 Yrpaini. [lo posensdy
834M0 NOAMUKO-NPABOGi (NepCnekmusy YOOCKOHANEHHS HOPMAMUBHO20 3aDe3nedeHHs HA 3acadax
EKON02IYHOCMI MA HU3bKO3AMPAMHOCMI NEPEBE3ECHb), MEXHIKO-MEXHONO2IMHI (MEXHON02IYHULL CIAH,
pisenv HIJIKP, Oepoicasna mexuonoeiuna noaimuxa, 3anenad cgepu cyOHOOYOY8aHHs, CAAOKuUil
mpancghep mexnono2iti ma O0OMIH [HHOBAYIAMU), EKOHOMIYHI (MeMnu pPO36UMK)Y eKOHOMIKU,
CMPYKmMypa 306HIWHbOL mopeieni YKpainu, ocobaugocmi ceimogoi mopeini, po36Uumox ce2mMeHmy
CYOHOOYOy8anHs, b6ap’epu 6x00y HA PUHOK), COYIANbHI (MAUHHICMb KAOPI6 34 KOPOOH, Xapaxmep
nonumy Ha poboui micys 6 cexmopi, 6IOmiK 3 CeKmopy eKCneoumopie) WUHHUKY GNauey Hd CMaH
KOH TOHKMYpU Y ce2MeHmi pIuKO8UX 8aHMAICHUX nepege3eHb 8 YKpaini.

KirouoBi cnoBa: piukoBi mepeBe3ennsi, PEST-anani3, cepenoBuille pO3BUTKY, JIOTiCTHYHA
KOHIIETIIIis, JIOTICTHYHA CUCTeMa KpaiHu

DOI: 10.15276/mdt.2.2.2018.4

IlocTtanoBka mpobJiieMH B 3arajJlbHOMy BHIVIAAI Ta 1l 3B’f30K 3 BasKJIMBUMU
HAYKOBMMHM a00 NPAaKTHYHHUMH 3aBJAHHAMM. PiukoBHH TpaHCHOPT € HAHOUIbII
€KOHOMIYHMM Ta €KOJOIriYHO YHCTUM BHJOM TpPAHCHOPTY, SKUM Mae 3HAYHUN
HEBUKOPUCTAHUN TOTEHIal pPO3BUTKY B YKpaiHi. Taki YMHHUKM, $K TOJITHKA
Tapru(OyTBOPEHHS, CTaH 1HPPACTPYKTYPHOTO 3a0e3MeueHHs Traiy3i, IHTEpecH PI3HHUX Tpyll
CTEWKXOJIEPIB BH3HAYAIBHO BIUIMBAIOTh Ha (OPMYBaHHS CTpPATETIYHUX TEPCIIEKTUB
PO3BUTKY Ta peai3allilo KOHKYpEHTHHX MepeBar piukOBUM TPAHCIIOPTOM.

3acTocyBaHHS MOJIOXKEHb JIOTICTUKH B JISJIBHOCTI PIYKOBOI'O TPAHCIOPTY JO3BOJISIE
BUOKPEMHUTH HOro $K BY3JIOBUH €JNEMEHT pEriOHaJbHUX JIOTICTUYHUX CHUCTEM, SIKHH
MPU3HAYEHUN CIPUSATH BJIOCKOHAJIEHHIO CIIOCOOIB OpraHizarlii JOTICTUYHOI MisUTBHOCTI, IO
(GyHKILIOHYe Ha 3acajax I1HHOBALIMHOTO PO3BHUTKY, 3arajbHOl JOCTYMHOCTI Ta OXOPOHHU
HaBKOJIMIIHBOTO cepeloBulla. PO3BUTOK PIYKOBOrO TPAHCIOPTY B yMoOBax TIJiobamizallii,
IHTepHallioHaJi3alii TOPriBial Ta PO3BUTKY TEXHOJOTH mepedayi AaHUX, 3 OAHOrO OOKY,
YMOXXJIMBIIIOE ~ 3aCTOCYBaHHS  TOJIOK€Hb  MIDKHAPOJAHOI Ta  €KOJIOTIYHOI  JIOTICTHKH,
IHHOBAIIITHOT' O, JIOTICTUYHOTO Ta COIiaIbHO-BIMOBIJAIEHOIO MEHEIXKMEHTY Ta MAPKETHHTY.
3 iHIoro OOKy, 3aroCTPEHHs BHYTPIIIHBOTaTy3€BOi Ta MIKIaJly3€BOi KOHKYpPEHIIIi B yMOBax
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3HMKEHHS 3arajJlbHOro JEIBEHTY CyAeH Ta 3aKOHO/aBYOi HEBU3HAYEHOCTI ()YyHKIIIOHYBAaHHS
pIUKOBOrO TpaHCcHopTy [7] akTyanidye MpOBEIEHHS aHali3y YMHHHKIB BIUIMBY 30BHIIIHBOTO
CepeloBUILA HA JISUIBHICTh MIANPUEMCTB B CETMEHTI PIYKOBMX BAaHTa)KHUX I1E€PEBE3EHb, IO
CHpUSATHME peaji3amii CyJHOIUIABHOTO IOTEHLIaNly, MOTEeHIIady BaHTAKHUX IEpeBE3CHb
PIYKOBUM TPAHCIOPTOM, HPHIATHOTO 10 (PYHKIIOHYBaHHS MOTEHIATy PIYKOBOTO (JIOTY,
NOTEHIIAy IPOIYCKHOI CIPOMOXHOCT] PIYKOBHX MPHYAIIB 1 IOPTIB.

3 oAy Ha BHUKJIAJEHE, aHali3 YMHHUKIB BIUIMBY 30BHILIIHBOTO CEpENOBHILA Ha
JSUTBHICTD MIAMPUEMCTB PIYKOBOTO TPAHCIOPTY B YKpaiHi B YMOBaxX 3aCTOCYBaHHS JI0 HHUX
HPUHIMIIB JIOTICTUKU BUAAETHCS JOCUTh AKTYyaJIbHUM.

AHaJIi3 OCTaHHIX JocCaiIKeHb i nyOJikamid, B SKHUX NOKJIAJeHUN NMOYATOK
BHPIIIEHHIO JaHOI MP00JeMH i HA AKi cnupaeTbes aBTOP. CTaH Ta NEPCIEKTUBU PO3BUTKY
PIYKOBOrO TPaHCTIOPTY YKpaiHW AOCIIDKYIOTHCS PI3SHUMHM HAYKOBISIMH Ta IHCTHTYIIISIMH.
3okpema, (YHKIIIOHYBaHHS PIYKOBOTO TPAHCIOPTY B yMOBaX €BPOIHTErpamii —
HarmionanbHUM 1HCTUTYTOM CTpaTEriuHUX JOCIIIKEHb, HAIIPSMU ITiIBUIICHHS €()EeKTUBHOCTI
TiSUTBHOCTI PIYKOBOTO TPAHCHOPTY — MiKHApOAHUM OaHKOM PEKOHCTPYKIIi Ta po3BUTKY [1].
Oco0nuBOCTI JIep>KaBHOTO DETryJIOBaHHA JIIHIWHUX TIe€peBE3eHb pika-Mope B YKpaiHi
BUCBITJICHI y nipani [2]. [lepcrieKTHBHI HANPsIMUA MIKHAPOHOTO CIIIBPOOITHUIITBA YKpaiHU 3a
yuactio [lonemni, CnoBayunnam, Yropmman, Oiansgaaii, kpain banrii, [eenii, [Beknapii y
peamizanii rimobanpHOro iH(GpacTpykrypHoro npoekty «Hosuii [1IoBKOBUI HIIAX» HABEICHO
y [3], 1110 CBOEIO 4eproro po3IIMPIOE MOTEHIIIAN 3IyYeHHs PiYKOBOrO TPAHCHIOPTY y MPOLECi
JOCTaBKM BaHTaXiB. PerimaMeHTarist piukoBHUX IepeBE3eHb 32 HOPMaMH HaIliOHAJILHOTO IpaBa
Vkpainu npoananizoBana y [4]. Kapmenko O.0. [5] 3aiiManacsi MUTaHHSIMH €KOHOMIYHOI'O
PO3BHUTKY TPAHCIIOPTHO-JOTICTUYHUX IMIIPUEMCTB Ha 3acajax KiIacTepu3allii.

Bupinennsi HeBUpilIeHMX paHille 4YacTHH 3arajbHoOl NpodJieMH, KOTPHM
NPUCBAYYETHCH CTATTA. Y 3HAUHIN YacTHHI MyOJIiKaIiii, B IKUX IMOCIYyTOBYIOTHCS TEPMiHOM
«TPAHCIOPTHO-JIOTICTUYHA CUCTEMay, IIPOBIHA POJIb BIIBOAUTHCS TPAHCIIOPTHIN CKJIaI0BIMH,
SK OCHOBHIH, BH3HAUYaJbHIH, II0 TIEBHUM YHHOM 3BOJIUTH JIO JAPYTOPSIHOTO 3HAYCHHS
JOTiICTUYHY CKIJIAJIOBY, 3@ SIKYy JIEXTO BBaXKa€e CKJIAJChKY mijcucTeMy. Takuil miaxia Moxe
NPU3BECTU JI0 CYOONTUMAJIBHUX PIllIeHb MO0 PO3BUTKY JIOTICTUYHOI CHCTEMHU Kpainu [6].
Tomy aBTOpHM MOCTaBWIM €001 3a METy 3AIHCHUTH KOMIUIEKCHUM aHalli3 YMHHUKIB BIUTUBY
30BHINIHBOTO CEPEAOBUINA HA MISUTBHICTh MIAMPUEMCTB PIYKOBOIO TPAHCIOPTY 3 OIJISIAY Ha
NEepCHEeKTUBHM aKTHBI3alii ydacTi PIYKOBOIO TPAHCHIOPTY y (OpPMYBaHHI perioHaJbHUX
JOTiICTUYHHX CUCTEM KpaiHH, MPUIMAI0UN BU3HAYAIBHOIO JIOTICTHYHY TTapaJuTMy.

@opMy.JIIOBAHHSI MeTH CTATTi (MOcTaHOBKa 3aBAaHHs). MeTtoo pobotu €
MIPE/ICTABJIICHHS. PE3YJIbTATIB MPOBEACHOIO KOMIUIEKCHOTO aHalli3y UWHHHUKIB BILUTUBY
30BHIIIHBOTO CEPENOBHILA Ha PO3BUTOK CEIMEHTY PIYKOBUX BaHTAXXHHUX IEPEBE3E€Hb B
VYKpaiHi B KOHTEKCT1 NPUKJIAJAaHHS O HUX JIOTICTUYHOTO MIAXO.Y.

Bukisiag ocHoBHOro wmarepiajgy /AOC/JHiIKeHHA 3 TOBHHUM OOIPYHTYBAHHSIM
OTPUMAHHUX HAYKOBHUX pe3yJbTaTiB. MeratpeHau CydacHOCTi, PO3BUTOK TOPTIBII,
HEOOXIJHICTh aJanTyBaTUCSA JO BIUIMBY YHHHHUKIB 30BHIIIHBOIO CEpPEAOBHUINA, 3MiHA
TPAHCIIOPTHUX MAapIIPYyTIB NepeBe3eHb BaHTaxiB B 00xiq Pocii 3myiiye cy0’eKTiB pUHKY
BAaHTKHHUX IEPEBE3EHb 3a YYaCTIO PIUKOBOTO TPAHCIOPTY PO3IJIANATH OCTaHHIM SIK OJUH 3
€IIEMEHTIB JIOTICTUYHOI CHUCTEMH KpaiHW perioHaJbHOr0/HAIllOHAIBHOIO 3HAYEHHS, IO
XapaKTepU3yeThes MepeBaraMu (11010 €KOJIOTIYHOCTI, PiBHS IIyMYy, O€3MeKH MepeBe3eHb Ta
IITICHOCT1 BaHTaXI1B, JATHHOCTI IMEPEBE3€HB) BITHOCHO allbTEPHATUBHUX BUIIB TPAHCIIOPTY. 3
OINIAy Ha 3pPOCTaHHA BHYTPIIIHBOTATY3€BOi Ta MDKrajlly3eBoi KOHKYPEHLIi pIiYKOBHUN
TPAHCIIOPT Ma€ TEPCIEKTHBH PO3BUTKY 3a YMOB 3POCTaHHS TONMUTY HA WOTO MOCTYTH,
IHIIIHOBAHOTO BIAMOBITHUMHU IHCTUTYLISIMH. PO3KPHUTTS MOTEHIially PO3BUTKY PIYKOBOTO
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TPAHCIIOPTY BUMArae MPOBEICHHS CTPYKTYpHU3allil YAHHHUKIB 30BHIIIHBOTO CEPEIOBHINA Ta
aHaJi3y iX BIUIMBY HA JISUIBHICTH MIMPUEMCTB PIYKOBOTO TPAHCHIOPTY B Y KpaiHi.

AHaJi3 TOKa3HUKIB (DYHKI[IOHYBaHHS IANPUEMCTB CEKTOpa PIYKOBUX BaHTAKHHUX
nepeBe3eHb 3aCBIIYMB MaJiHHI TOBAPOOOOPOTY Ta 0OCATIB MEpEBE3CHb BAHTAXIB. 3ayBa)keHO,
10 JOMIHYFOYMM YMHHHUKOM BIUIMBY Ha (DYHKIIIOHYBAaHHSI IMIANPUEMCTB Taly3l € MOXIIHUN
XapakTep TOMUTYy Ha PIYKOBI TEPEBE3CHHS 3aJIEKHO Bil PO3BUTKY OCHOBHHUX
CErMEHTOYTBOIOIOYHX rairy3ei, SKi 00CIyroBy€e piukoBHii Tpancopt (tabm. 1).

Tabmuus 1 — AHai3 AMHAMIKK MOKa3HUKIB (DYHKIIIOHYBAaHHS PIYKOBOTO TPAHCIIOPTY Y KpaiHH
3a 2010-2016 pp.

Pik 2010 | 2011 2012 2013 2014 | 2015 | 2016 | 2016/2010

Banrtaxo060por,
MUIIP/I.TKM,

B T. 4. 33 BUJaMH
CIIOJTyYCHHSL:

3,8 2,2 1,7 1,4 1,3 1,6 1,5 0,394

3aKopJOHHE 3294,2 | 2010,1 | 14366 | 1171,4 | 1100,6 | 1287,4 | 1237,6 0,376

KaboraxHe 542,5 | 207,9 311,8 2158 | 2575 | 284,3 | 2274 0,419

OO0csr iepeBe3eHb
BaHTaXIB, MJIH. 7 6 4 3 3 3 3 0,429

TOHH

Ianmexc obcsary
nepeBe3eHb

BaHTaxXiB, y % 10 136 82 75 66 111 100 115 -
HONEePETHHOTO

POKY

CepenHs BiJICTaHb
MIEPEBE3CHHS
OJIHi€T TOHHU 549 388 407 488 432 498 402 0,732
BaHTaXi1B, KM, B
T.4.

Yy MIXKHApOJHOMY

. 991 965 1169 1021 955 1083 885 0,893
CIIOJTy4eHHI

IHTEeHCHBHICTE
MEPEBE3CHb

BAHTAXIB, 1,8 1,0 0,8 0,7 0,8 1,0 0,9 0,5
MJIH.TKM Ha 1 KM
JIOBYKUHH IIUISAXIB

Pyxomuii ckiiag,

or 2064 | 2040 2040 2040 1261 1321 1312 0,636

Ob6c¢sr nepepodku
BaHTaXIiB
PIYKOBUMHU 6 7 7 4 4 4 4 0,667
MOPTaMH, MITH.
TOHH

ExcrutyaTtartiiina
JIOBXKHHA
PIYKOBHX 2,2 2,1 2,1 2,1 1,6 1,6 1,6 0,727
CYTHOTIJIAaBHUX
IUISIX1B, TUC. KM

Jlxepeno: [10-11]
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KinpkicHuid aHami3 AUHAMIKM MMOKAa3HUKIB (DYHKIIOHYBAHHS PIYKOBOTO TPAHCIIOPTY
VYxpaiau 3a 2010-2016 pp. cBiguuTh Npo MajiHHSA BaHTaxkoo0opory Ha 60,6%, B T.4. 3a
BUJIAMH CIOJIYYECHHs: 3aKOpJIoHHEe — Ha 62,4%, xkaboTaxHe — Ha 58,1%; oOcsary nepeBe3eHb
BaHTaXiB — Ha 57,1%. 3a yMOB 3MEHIIIEHHS CepelHbOI BiACTaHI MepeBE3eHHs OJHi€i TOHHU
BaHTaXXIB Ha aHAJII30BaHUU Tepioa Ha 26,8%, 3HU3MIIACh IHTCHCUBHICTD MTEPEBE3CHL BAHTAXIB
Ha 50% Ta oOcsr mepepoOku BaHTaxiB piukoBuMHU noptamu — Ha 33,3%. Y nepiox 3a 2010-
2016 pp. cnoocrepiragoch TOTIpHIEHHS 1HOPACTPYKTYPHUX IIOKA3HUKIB  PIYKOBOIO
TPAHCIIOPTY: PyXOMOro ckmaxy — Ha 36,4% Ta ekcrumyaTarifHoi JOBXHHH PIYKOBHUX
cynHomnaBHuX HULsiXiB — Ha 27,3%. ToOto, Ans piuKOBOrO TPAHCIOPTY € XapaKTepHUM
NaJiHHSA TOMUTY MPOMHCIOBHX CIIOKHMBAaYiB Ha TNEepeBe3€HHS BaHTaxiB. Lle CBIMYMTH TaKkoX
PO HASBHICTH CJIAOKMX MOTHBAIIMHUX YMHHHKIB MO0 3aJyYCHHS IiIIPHUEMCTB PIYKOBOTO
CEKTOpa JI0 KOHKYPEHTHOI OOpOTHOM 3a BaHTaX Ta KIIEHTYpHY 0a3y, sKi CyNpOBOIKYIOTHCS
3aHEMaJOM EJIEMEHTIB PIYKOBOI 1H(PACTPYKTYpH, CJIa0Ky I1HBECTHIIIHHY NpUBAOIUBICTh
JTAHOTO CEKTOpa.

3ayBa)K€HO BUCOKY 3aJI€KHICThH MiJMPUEMCTB PIYKOBOTO TPAHCIIOPTY BiA AiSUIBHOCTI
eKCIopTepiB Ta iMrmopTepiB. JluHaMiKy €KCHOPTY-IMIIOPTY TOCIYT PIYKOBOTO TPAHCIIOPTY
HaBeeHO y TaluI. 2.

Tabnuis 2 — AHani3 AMHAMIKY €KCIOPTY-IMIIOPTY MOCIYT PIYKOBOTO TPAHCIIOPTY Y
2010-2016 pp., Tuc. moux. CILIA

Pix 2010 2011 2012 2013 2014 2015 2016 2016/
2010

Excropt 72735,7] 82952,1 | 63091,2] 42299,6 | 46342,3] 44494,8 | 29944,4 0,412
Immopt 1214,8| 1009,6 | 372,6 360,8 1087,6| 600,8 3511 0,289
Canbjio 71520,9] 81942,5| 62718,6] 41938,8 | 45254,7| 43894 | 29593,3 -
Koedirient -
MOKPUTTS IMIIOPTY
EKCIIOPTOM 59,87 82,16 | 169,33| 117,24 42,61 74,06 85,29

Jxepeno: [10-11]

Buano, mo excrnopTt mocayr piukoBoro tpancrnopty y 2016 p. BimHocuHo 2010 p.
3MeHIMBes Ha 58,83%; IMIOPT MOCIyr piuKOBOro TpaHcmnopTy — Ha 71 % mpu 30epexeHHi
MO3UTHUBHOTO CaJIb/I0 30BHINIHLOT TOPTIBII JAHUMU MOCIYraMy Y aHaJII30BaHUMN MEPioj, M0 €
HACJIIZIKOM MaJiHHS BUPOOHMLTBA 1 CHOXHMBAHHA. AHali3 piBHS JOJaHOI BapTOCTI TOBapiB,
110 IMIIOPTYIOThCS, BKa3aB Ha BUCOKHUI CTyINiHb 0OpOOKM rOTOBOI MPOAYKIIii, a B CTPYKTYpi
TOBApiB, IIO0 EKCIOPTYIOThCS, IMEPEBaKar0Thb CHUPOBHMHHI HU3BKO TEXHOJOIIYHI TOBapu 3
HU3BKOIO JIOJIAHOI0 BAapTICTIO, IO TEPETBOPIOE YKpaiHy Ha CHPOBHHHHHA MPHIATOK Ta
CTBOPIOE YMOBH JIJIs1 MACOBOI eMirpaiii Tpy0BOro HaceIeHHs KpaiHH.

HeratuBHi TeHAeHLII Yy pO3BUTKY pPIYKOBOIO TPAHCIOPTY 3aCBIIYYIOTh TOCTPY
notpedy y MpOBEAEHHI SIKICHOIO aHaji3y BIUIMBY YMHHMKIB 30BHIIIHBOIO CEPEAOBHUINA HA
PO3BHTOK BaHTXHHUX IEPEBE3CHb PIYKOBUM TpaHCIoOpToM. CBITOBHII JOCBIA Ta MpaKTHUKa
rOCHOJApPIOBAHHS BITYM3HSHHUX MiJIPUEMCTB PENPE3CHTYE MOLUIBHICTh 3aCTOCYBaHHS IS
fioro npoBeneHHst meroauku PEST-anamni3y.

Po3rnstHeMO MOJITUKO-TIPaBOBI YMHHUKHM BIUIMBY Ha PO3BHTOK BAaHTa)KHUX PIYKOBHUX
nepeBe3eHb (Tabn. 3) B YkpaiHi. AHami3dy MiAgaMO OKpeMi IOJOKEHHS 3aKOHOJaBYOTO
peryJIroBaHHs rary3i, MOJITHYHOI CUTYAIil B KpaiHi, MUTHOI TIOJITHKH.
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Tabmuis 3 — AHami3 NoJMITUKO-NIPABOBUX YNHHHKIB BILUTUBY HAa PO3BUTOK BAaHTAKHUX

PIUKOBHUX IepeBe3eHb B YKpaiHi

YUuHHUK IIposiB Bruus
OyHKUIiIOHYBaHHS VY YMHHOMY 3aKOHOJABCTBI HE BU3HAYEHI IOHATTS «PIUYKOBHU IOPTY, —
PIUYKOBHX HOPTIB Yy HEMa€ TOHATTA TEPUTOPIl Ta aKBaTopii PiYKOBOTO IOPTY, HE BCTAHOBJICHI
HEYITKOMY NPaBOBOMY | BHMOTH II0JI0 MOPTOBOI JIOTICTHYHOI 1HYPACTPYKTYPH, B T.4. THMYACOBHX
TIOJT. (MOOiITPHIX) MYHKTIB TpPHUHAOMY BaHTaXiB; 3axomiB y cdepi Oesmexu

CYAHOILIABCTBA; OXOPOHM HAaBKOJIMIIHBOTO CEPEAOBHINA; HE CHOPMOBaHI
MTOJIOKEHHSA MIOA0 YIPABIIHHSA PIYKOBAMH TOPTaMH, B T.4. OpraHi3amii
KaOOTa)XKHUX TepeBe3eHb PIUKOBAM TpaHcmopToM. Y mpoekti 3Y «IIpo
BHYTPIIIHIA BOXHUA TPaHCIIOPTY» PIUKOBHH MOPT NPEACTABICHUH K
cy0’€eKT rocroapioBaHHs, a He K reorpadidHa TEPUTOPid, IO HE CIpPHUIE
IHBECTYBAHHIO Y PIYKOBI TEpMiHAIH Ta 00 €KTH PiYKOBOi iHPPACTPYKTYpH
BoenHi aii Ha BoiioBi nii Ha cxomi VYkpainm Ta asekcii Kpumy He cCrnpusiorh —
Teputopii YkpaiHu. pedopMyBaHHIO PIYKOBOIO TpPaHCIOPTY, 30KpeMa peaii3alii MpOeKTiB
€Bpomneiicbkoi  komicii  «Ilintpumka  iHTerpamii = Ykpainm B
Tpanc’eBponeiicbky TpancnoptHy Mepexy (TEN-T), perionansHuii
tpancnoptauii mpoekt TPACEKA, mpoekt «Jlorictuuni mporecu i
Mopcbki Marictpaiti II» (JIOI'MOC) nporpamu cniBrpaii «TBiHIHY
@®parmMeHTapHa y9acTh | BiACyTHICTP HOPMAaTMBHHX YMOB JUIS CTaJOTO PO3BHTKY Pi4KOBOTO —
JIep>KaBH y po3poOITi TPaHCIIOPTY, HEY3TO/DKCHICTh (PYHKIIIOHYBaHHS PIYOK Ta disJIHOCTI
HOpM (pYHKIIIOHYBaHHS | MPUOEPEKHUX  MPOMUCIOBUX  TepuTopiit 1 wmict. [IpmBarwmzaris
PIYKOBOTO MIIIPHEMCTB PIYKOBOTO TPAHCIIOPTY Ta Iepenada npaB Ta (QyHKIIH 3
TPaHCIOPTY. 00CIyroByBaHHsA OO0’€KTIB 1HPPACTPYKTYpH, SKi MAaIOTh CTpaTeTivyHe
3HAYEHHS, [0 PUBEJIO 0 BTPATH KOHKYPEHTHHX II€PEBar BiTHOCHO Tarysi
3aJII3HUYHUX [IEPEBE3CHb BAaHTAXIB, B SIKil 3aCTOCOBAHO JIEMITIHTyBaHHsI
dopmainbHICTh Ta BigcyTHicTh 03BONy y TEpeNiKy JOKYMEHTIB JO3BUIBHOIO XapakTepy, —
3aiBiCTh OTPUMAHHS Bu3HaueHoro 3Y «IIpo mepenik MOKYMEHTIB MO3BLILHOTO XapakTepy y
JI03BOJIY Ha KaboTaxkHi | cepi rocmomapcbkoi mismbHOCTI». Y cr. 131 Komekcy Toprosoro
NepeBe3eHHs CyJJHaMH | MOpEIUIaBcTBa YKpalHM 3a3HaueHO CyO0’€KT JI03BOJy, MPOTE HE YTOUHEHO
i1 IHO3EMHUM 006’exT n03B0Ny (KaboTakHe MepeBEe3eHHs K BU AiSIBHOCTI abo CyIHO),
npamopoM B MIY MOPSIIOK T4 YMOBH HOr0 OTPUMaHHSI, IIATHICTh a00 0E30IUTaTHICTh BUIAYI;
(ct. 131 Konexkcy CTPOK BHZAdYi; MEpeiK MmiJCTaB IS BiIMOBH Y BHA4i; CTPOK Iii TO3BOY;
TOPrOBOTO TIepertik IOKYMEHTIB, JJIsl OJIepXKaHHS ZI03BOILY
MOpETUIaBCTBA
Ykpainn).
[Hdopmariitaa [oryxHa indopmarniitna npomararga B Pocii, binopyci momo xopymii ta —
JMCKpeauTanis poOOTH | 3aXOIJIEHHS BaHTaXIB B yKpalHCHKMX HOpTax mpejcTaBHHKaMu «lIpaBoro
MOPTIB; MPOSIBH CeKTopa». 3acTocyBaHHS  KOpynumidHMX cdep, sKi  J103BOJISIOTH
KOpymuii y noprax. NPUXOBYBATH TOBApH BiJl MUTHOTO KOHTPOJIO 32 CXEMOIO: 3aHMKEHHS
MHUTHOI BapTOCTI TOBapiB Ta HAJaHHS HEIOCTOBIPHOI iH(oOpMarii 11010
PIBHS SIKOCTI, HOMEHKJIATYpH, KUIBKOCTI Ta Baru, HI0 3HAYHO 3MEHIIYE
MUTHI TUTATEXKI.
BigcyTHICTh BUIBHOTO JOCTYIy 10 MOPTY, B T.4. 4Yepe3 HeoOXinHICTh
OIUTATH 32 MPOI3/ Ha TEPUTOPIIO MOPTY IS TOPOKHBOTO KOHTEHHEPA.
BincyTHicTh 9iTKOi cremianizamii poOOTH MHTHHX OPTaHIB Ta areHTYypPHHUX
CHJIOBHUX CTPYKTYp, IO YCKJIAIHIOE TMpPOLEAYpy OISy BaHTaXiB.
HasiBHicTh KOpynifHuX (akTopiB y 3akoHONpoeKkTax Ne 2475a, Ne2712 Ta
2713: wmiomo cmiaTh piukoBoro 360py He A0 AepKaBHOro / MicLEeBOro
OIOJKETIB, a [0 aAMIHICTpaIlii pIYKOBUX BOJHUX NUIAXIB, sKa
KOHTPOJIFOBAaTUMETHCS (DIHAHCOBO-TTPOMUCIIOBOIO TPYIOI0 3 POCIHCHKHM
KaliTajioM; CTBOPEHHS MepeIyMOB OE3KOHTPOJBHOTO BHUKOPHCTAHHS
1HO3eMHUMH CYJHAMH PIYKOBHX BOJHMX IUIIXiB YKpaiHu, 6e3 ypaxyBaHHA
MOJKJIIMBOCTEH YKPaiHCHKHMX IIEPEBi3HHKIB. BiACyTHICTH BiAMOBiIaNbHOCTI
3a 3[iHCHEH] OPYIIEHHs Yy MOpTaxX Ta Ha TPAHCIIOPTI
0.€. llanopiscoka, JLA. Axumuwun, HM. Bacunvyie. Cmpameziuna oyinka cepeooguiya 47
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[IponoBxeHHs TabuIl 3

HeoOxigHicTs y
¢dopmyBaHHi
e(eKTHUBHHX 3aca]
PO3BUTKY HOPMaTHUBHO-
MPaBOBOTO CEpPeIOBHUILA
B CEKTODI
KOHTEHHEPHHUX
nepeBe3eHb y
CepeIHLOCTPOKOBIH
TIEPCIECKTHBI.

@®opmyBaHHS  e€(pEKTUBHOrO  HOPMATHBHO-NIPABOBOTO  CEpPENOBHINA +
CIIPUATHUME PO3BUTKY PUHKOBUX 3acal]l ()yHKIIOHYBAaHHS MEPCIEKTUBHOTO
CeKTOpa — KOHTCHHEPHHX IEpeBe3eHb 3a Y4YacT0 HaHaKTHBHIIINX
YYaCHHKIB CETMEHTY IepeBe3eHb (EKCIEAUTOPiB, a TaKOX IOPTiB,
TepMiHaJIB, JiHIHA Ta iH.), IO JTO3BOJHTH, 32 OI[IHKAMH EKCIIePTiB, 3HU3UTH
BapTiCTh IIEpEBE3€Hb y II'sATh pasiB — g0 $0,2 meHTiB 3a TOHHY Ta
CIIPOCTUTH YMOBH iHBECTYBaHHA y pa3i mpUAHATTS oHOBieHOTO 3Y «IIpo
BHYTPIIIHII BOXHUI TPaHCIOPT

JIxepeno: cucTeMaTu30BaHo Ha OCHOBI [9—17]

[TuTanHs BIUTMBY MOJITUKO-TIPABOBUX YHMHHHUKIB Ha PO3BUTOK PIYKOBOT'O TPAHCIIOPTY,
NpU3HAUYEHHSAM SKUX € 3[1HCHIOBaTH MPaBOBE pETryJIIOBaHHA poOOTH y Wi Tramy3i Ta
YHOPMOBYBAaTH OpraHi3alliifHO-TipaBoBi (OpMH pPIYKOBHX MOPTIB, MiJNAIOTECA TOCTPIii
mucKycii y 3akoHonpoekTax Ne2475a ta Ne 2475a «IIpo BHyTpilIHIA BOAHUN TPAHCHOPTY.
Haii6inpm npoOieMHUMH TIOJIOKEHHSIMHU BH3HAHI HOPMU, 3TiTHO SKUM 3JIHCHIOBATUMETHCS
¢dinaHCyBaHHS PIYKOBOi 1HPPACTPYKTYpH, X aIMIHICTPYBaHHS, CTUMYJIIOBAHHS KOHKYpPEHIIil
B PpIYKOBHX II€PEBE3CHHSAX, YMOBH JONyCKY CYACH MiJ I1HO3EMHUMH Mpanopamu I0
nepeBe3eHb BHYTPIIIHIMU BOJAHUMU LUIAXaMU YKpaiHu. Po3B’s3aHHS IUX MUTaHb CIPUATUME
NIEPETBOPEHHIO YKpaiHU HAa aKTHBHOTO CY0 €KTa €BPOIEHCHKOT0 PHHKY PIYKOBHX IIEpEBE3CHb
[UIIXOM 3aTy4eHHS TIOTOKIB BaHTaXXIB HA PIUKOBHIl TpaHCIOPT; TpaHCchopMaIlii yKpaiHChKUX
PIYKOBUX TOPTIB y BY3JIOBI 00’€KTH PEriOHANbHHUX JIOTICTHYHHX CHUCTEM, SIKIi BUKOHYIOTbH
GyHKIIT TUIOBUX JIOTICTUYHUX IIEHTPIB 3 OOCIYrOBYBaHHS PI3HUX BHJIIB TPAHCIOPTY;
CTaHOBJICHHIO Ha MApPUTETHHX 3acajax 3 IHIIMMHU BHJAMH TPAHCIIOPTY PIYKOBOT'O KOMILJIEKCY
SK CKJIQJIOBOI €KOJIOTIYHOI Ta TPAHCIOPTHOI MOJITHKK YKpaiHU 3aBASKH PO3IIUPEHHIO
HA/IaHHS KOMIUIEKCY JIOTICTUYHHX MOCIYT Ta aJeKBaTHOI IONMHTY I[IHOBOI IOJIITUKH Ha
PIUKOBOMY TPaHCIIOPTI, 3a0€3MeUEeHHI0 Ha{IHHOCTI Ta IUIICHOCTI BAaHTAXiB.

BrimB OCHOBHMX UYWHHHKIB €KOHOMIYHOTO CEpENOBHINA Ha PO3BHTOK BaHTAKHHUX
PIUKOBHUX IepeBe3eHb B YKpaiHi HaBeAeHO y Talul. 4.

Tabnuus 4 — AHalli3 YUHHUKIB BIJTMBY €KOHOMIUYHOI'O CEPEAOBHUINA HA PO3BUTOK BAHTAKHUX
PIYKOBHX NEpeBe3eHb B YKpaiHi

YuHHUK ITposiB Bruus
Cnan temiiB 3HMKEHHS MDKHApOIHMX IIepeBEe3€Hb 3a Y4acTI0 PIYKOBOTO TPAHCIOPTY _
PO3BHUTKY Yepe3 TOTipIICHHS 30BHIITHROCKOHOMIYHOI KOH IOHKTYpH (mo 2017 p.) Ta
E€KOHOMIKH KpaiH- | BTpaTy 30BHIIIHIX pPHHKIB 30yTy MPOAYKIii; CKOPOYEHHS pIiBHA
cycimiB 3aBaHTAXKEHOCTI BUPOOHHYNX TOTYKHOCTEH PIYKOBOTO TPAHCHOPTY
3wmina ctpyktypu | Ilepeopientanis 3 puaky CH/I, B T. 4. pociiickkoro puHKY Ha kpainu €C, 1o _
30BHINTHBOT € HACJIiJIKOM BIHCHKOBOTO KOH(IKTY Ta TOpPTriBeJIbHOT BiliHUM 3 Pociero,
TOpriBii YKpaiHH | €KOHOMIYHOT KpU3M Ta jeBayibBalii exoHoMiku 2014-2015 pp. Ha 3aranbHOMY

¢oHI TMamiHHA MOKA3HWKIB 30BHINIHHOEKOHOMIUHOI IiSTBHOCTI, B MEpIIy

yepry — ekcnopty. OCHOBHUMHU YMHHHUKAMH 3aHETajay €KCIOPTY € MOBUIbHE

3pOCTaHHS CBITOBOI €KOHOMIKHM Ta YIOBUIBHEHHS TeMIiB 3pocTaHHs B Kurai
Crnenudika ITouarok po6GoTH 30HU BiIbHOI TOpriBii Mik Ykpainoto i €C (3 2016 p.), +
PO3BHUTKY TPEHIIB | mgNHCaHHA Yroau Npo BimekHY TopriBmio 3 Kanamoro, mpu3ynuHEHHS
MDKHapOAHOT pexxumy BilbHOI TOpriBai 3 Pociero, iMmaeMeHTamis KOHIICIi «€IHMHOTO
TOpTiBII BiKHa» IOJI0 OTPUMAaHHS CaHITapHUX, (iTocaHiTapHUX, EKOJOTIYHHX,

panioJOTiYHMX JO3BOJIB Yepe3 eJIeKTPOHHY cucteMy oOMiHy iHdopmariero,

1110 CIPUSIIOTH Oi3HECY Y CErMEHTI PIYKOBHX BAHTAXXHUX NEPEBE3EHb
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[Iponosxenus Tabui 4

3HMXKEHHSA Pefitunr Ykpainu 3a 2017 p. 3HM3MBCS Ha 5 MyHKTIB BimHOcHO 2016 p.
e(eKTUBHOCTI VYkpaina 3aiimae 115 micue y peditunry 3rigHo gocnijxkens CeiroBoro banky
MIPOBEJECHHS «Benennst 6izHecy-2016», 83 Micie y peHTHHTY 3aly4eHOCTI KpaiH 10
MIXKHAPOIHOT MiXKHapoAHOI TopriBii BcecBiTHROro exkoHomiunoro (opymy-2014, 3rimHO
TOPTiBII iHnuKaTopy crpoiueHHs mnpoueayp topriimi OECP 2015 p. — peiirtunr 1,0;

3rizHo  IHzaekcy rino0anbHOT  KOHKYPEHTOCHPOMOXKHOCTI  BcecBiTHBOTO
exoHoMiuHOTO (opymy 2016-2017 pp. — 104 wmicme, mO CBITYHTH TIPO
3HIDKCHHS €)eKTHBHOCTI IPOBEACHHS MIXKHAPOTHOI TOPTIiBIIi

Buxin inBecTopis
3 CETMEHTY
CyIHO-OyIyBaHHS

Henockonane HOpPMaTHBHO-TIPABOBE CEPENOBHINEG, HASBHICTH NPHUXOBaHMX
MOJATKIB 1 HEMPO30PHX JOTOBOPIB OPSHIM Ta iHINX (iHAHCOBHUX OIEpaIlii,
3aTpHMKa YA HE TOBEPHEHHS cyM Oro/pkeTHoro BimmkonysaxHs [1/IB Ta iH.
YMHHUKH CHPHSIOTh BIATOKY NPHBATHUX IHBECTHIIH Ta BHUXOAY 3 PHUHKY
inBecTopiB (1o npukiany «Jameny» 3 ITAT «MC3 «Okean»)

OOMexeHHS 3 2018 p. B €Bpori 3aluiaHOBaHO BBEACHHS B Jif0 HOBOI binoi kHurHM Ta

IAJIBHOCTI 00ME)XEHb BaHTAXKOIEPEBE3CHb HAa BINCTaHb He Oumbiie 150 kM., mo y

TPaHCIIOPTYBaHHS | TMEPCHEKTHBI CTBOPUTH IIONHMT Ha pIYKOBI NepeBe3eHHA. Sk pesynbrar

y €Bpomi OYIKYETHCS 3pOCTaHHS EKCIIOPTY Ta IMIOPTY MOCIYT PIYKOBOIO TPAHCIIOPTY B
VYkpaini

Bucoxki 6ap’epu Bucoki TexwiuHi Ta (iHaHCOBI Oap’epu BCTymy B Taly3b (BHCOKa

BXOJY Ha PUHOK
Ta BUXOZY 3 HBOTO

KaIliTalOEMHICTh Ta HHU3bKa JIIKBIAHICTH OCHOBHHMX (DOHIB); HEOOXIJHICTH
3HaHHS KOH'IOHKTYpH PUHKY I€PEBE3¢Hb BOIHUM TPaHCIOPTOM; HAsBHICTH
Ta po3’€HAHICTh IHTEPECIB PiI3HUX TPYII CTEUKXOJIEPiB

«By3bKi MicIs»
MUTHHII SIK JaHKH
30BHIIIHBO-
€KOHOMIYHHX
JIAHITIOT1B
ITOCTaBOK

Vcknagaennit JIOKYMEHTOO0IT Ta HeeeKTHBHE MDKBiZOMYE
CHIBpOOITHUITBO, fAKi 3IOPOXYYIOTh, YCKIAOHIOIOTh Ta CIIOBUIBHIOIOTH
poOOTYy MUTHHX OpTaHiB, BIIICYTHICTh aBTOPH30BaHUX TpeUepiB/ omeparopiB
1 MexaHi3MiB  TOCTIMIIOPTHOTO  KOHTPOIIO,  BIICYTHICTH  CTpaTerii
MoJepHizaii MHUTHOI (YHKII HE CIPUSIOTh CHPOIICHHIO Mi>KHApOIHOL
TOPTiBJI Ta BUMAaraloTh PO3BHUTKY EJIEKTPOHHOTO AEKJIapyBaHHS TOBAapiB 1
0e3MmanepoBoro CEepeOBUINA, ABTOMAaTH3allll MHUTHHX mporenyp (1omao
00pOOKHM MUTHHX JCKIapaIliii Ta BMOCKOHAJICHHS TeleKoMyHikariiiaux ta IT-
CHCTEM), PO3BUTKY IHHOBAIlIHHUX TEXHOJIOTIH

[Maxinus monuTy

3HW)KEHHS BHYTPIIIHIX KaOOTa)KHHX IIEPEBE3CHb PIYKOBHM TPAHCHOPTOM

Ha MPOAYKIIIO yepe3 HEKOHKYPEHTOCHPOMOXKHI Tapu(y BIiJHOCHO 3ali3HUYHUX Ta
CETMEHTO- aBTOMOOULTEHUX TI€peBe3¢Hb, HEPUHKOBI (pakTopu I[IHOYTBOpEHHSI Ha
YTBOPIOIOYUX 3QJII3HUYHI TepeBe3eHHs; HEee()CKTHBHMHA MEHEDKMEHT y IIOpTax; BHCOKa
ramyseiu 3aJIOKHICTh Ta IMOXITHWH XapakTep IONMHTY Ha PIYKOBI IEPEBE3CHHS BiJ
pIYKOBOTO PO3BHUTKY CYMIKHUX Taly3eH, siki OTpeOyIOTh PiYKOBHX ITEPEBE3CHD
TPAHCIIOPTY

(OKpiM 3epHOBUX

NepeBe3eHb)

dinaHcyBaHHS HenodinancyBanHs miIpHeEMCTB raiy3i COPUUMHIIO 3aCTapuIicTh GIIOTYy Ta
raiysi 3a HaBaHTaXXyBaJIbHO-PO3BaHTAXKYBAIBHOTO ob0naHaHHS, HE3a0BITbHUN
SAIMIIKOBUM TEXHIYHUN CTaH IUI031B, HEJOCTATHICTh Ta HEBIANOBIZHICTE BUMOraM 00
MPUHIIUIIOM, 0e3neKu CyIHOIIABCTBA T'apaHTOBAHUX IPOEKTOBAHUX TIIMOWH Ha TEBHUX
Jgediur IUITHKAaX

JIEPKOI0DKETY

BincyTtHicTb HepeanizoBaHni  CynHOIJIABHMK  TMOTEHIiaJ),  MOTEHI[ial  BaHTAKHHUX
nporpam KaOOTaXXHUX Ta MIKHApOJHUX BHIB NEPEBE3CHb PIYKOBUM TPAHCIIOPTOM,
€KOHOMIYHOTO npuiaTHU 10 (QyHKIIOHYBaHHS MOTEHIiaJll PiYKOBOro (UIOTYy, IMOTEHIlial
PO3BHUTKY NPOITYCKHOI CHPOMOXHOCTI PIYKOBUX TNpHYaliB 1 MOPTIB Ta iHIN BHUAX
piuKOBOTO MOTEHIiaJliB, HU3bKA IHBECTHIIfHA TPHUBAOIUBICTh ramy3i

TPAHCIIOPTY, B T.4.
SIK €KOJIOTTYHOTO
HU3bKO3aTPaTHOTO
BHJy TIEpPEBE3EHD

0.€. llanopiscoka, JLA. Axumuwun, HM. Bacunvyie. Cmpameziuna oyinka cepeooguiya
PO3BUMKY PIUKOBUX NepeseseHsb 8 YKpaiti
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ITinBuieHHs Jedinut BimbHUX OOITOBHUX KOIITIB, HEOOXITHHX JJs 3a0€3MCUCHHS _
BapTOCTI 6e3nepebiliHoro BupoOHUYOro mpouecy. CTpuMyBaHHs OyIiBHUITBA HOBOTO
KpPEeIUTHUX piukoBoro ¢uIoTy Ta 00’€KTIB iIHPPACTPYKTYpH, SIKE MOXKE 3/11HCHIOBATHCS 32
pecypciB Ta paxyHOK BaHTaXXOBJACHHKIB a00 Ha yMOBax JepiKaBHO-NPUBATHOTO
YCKJIaTHEHHS MapTHEPCTBA 3a YYacTIO JAEp)KaBH, BUPOOHMKIB IPOAYKIii, iHBECTOPIB,

JIOCTYILY IO HUX
(moTOYHMIA CTaH y
rairysi)

CYZAHOBJIIACHUKIB, MICBKHUX OpTaHiB BJIaId Ta MDKHApOJHHUX (iHAHCOBHX
IHCTHTYIIN

IlepcnexTuBa
BBEJICHHS BUIBHUX
30H y noprax

3anpoBaKeHHS BUTPHHUX 30H Y TOPTaX JO3BOJIUTH CIIPOCTHTH OTEpaIliifHy
IISUTBHICTh Ha TEPUTOPIl MOPTY, SHU3UTH PO3MIp IUIAT i 300piB, POIIIMPUTH
KOMIUICKC HaJIlaBaHHUX MOCIYT, COPUATHME NPUTOKY IHBECTHIIH Y raiysb

CKIIagHicTh CrnpuunHsS€e YCKIAQTHCHHsI TMPOLECY IUTAHYBAaHHS (PpPaxTiBHUKAMHU BIJIACHUX _
OLIIHKH TPAHCIIOPTHUX BUTPAT 3 OIVISLY Ha BHCOKY BOJIATWIIBHICTH CLHIOTOBOTO PHHKY
HNEepCHEeKTUBHOT (HanpukIiia, yepe3 MOJXKIMBE 3pOCTAaHHS CTaBOK MpoTsroM podou Ha 3000

KOH IOHKTYpH
PHUHKY IepeBe3eHb
BaHTaXIB

USD/ noOy, nmpotsirom Micsiist — y 2 pasu., 3a 4 micsani — y 10 pasiB ta
CKJIQJIHOCTI TIPOTHO3YBaHHS KOH'IOHKTYpH (paxToBOro puHKY (uepe3
HEOOXiTHICTh BpaxyBaHHsI TAaKUX YWHHHUKIB, SIK MPOCTOi ()JIOTY B OYiKYBaHHI
3aBaHTa)XECHHs/ PO3BAaHTAKEHHs, 3POCTAaHHS BapTOCTi OyHKEPHOro IaiuBa,
HaJIMIpHY IPOIMO3MIII0 BaHTaXIB, KA LITy4YHO MOXKE OYTH CKOPOYEHOIO 32
PaxXyHOK 3HW)KCHHS IOBHIKOCTI XOIy OajJKepiB y BHIAIKYy HHU3BKUX
(hpaxTOBUX CTaBOK, OOPTY CYAHOIUIaBHUX KOMIaHIH, iHEPIIHHICTh PO3BUTKY
OaNKkepHHX NepeBe3eHb MICIs 3aTSHKHOTO crany GpaxToBol KOH FOHKTYPH, 10
3Mymye (QpaxrtiBHUKIB BraBatucs no pobotm 3a COA (Contract of
affreightment) abo moBroTpmBamoi opeHIN CyAeH) Ta OIHKH MEPCHEKTHBHOT
KOH'IOHKTYpH CBITOBOTO CYIHOIUIABCTBAa (4epe3 cmajx BHPOOHMITBA B
OCHOBHHX CEKTOpax, B T. Y. MPOMHCIOBOTO BUPOOHUITBA, MaJiHHSI KypCy
HAIIOHAJLHOI BAJTIOTH, [0 YCKJIAIHWIO KOHTPOJb HaJ JAc(IillUTOM Ta CTaIo
MEPeIKO0I0 sl TOYKBABJICHHS EKOHOMIYHOTO 3pOCTaHHs) 32 Y4YacTio
PIUYKOBOTO TPAHCHOPTY

Bucoki pusmku
3ayYCHHS
BaHTaXiB

Bucoki pu3uku 3anyudeHHs EKCIEIUTOPaMH BaHTaXIiB LIOJO JOTPHUMAaHHS
TEPMIHIB Ta NEPEBHIIICHHS BapTOCTI JOCTABKHM BaHTaXKiB, JOCTABKM BaHTAXIB
y HETIOBHOMY 00cs13i. BimMoBa ekcrieIMTOpiB Bif y9acTi y TeHAEpax 3 OTIBI Ty
Ha CKJIaJHICTh IIPOrHO3yBaHHS KOH FOHKTYPH PHHKY KaOOTa)XHHX MEPEBE3eHb
Ta HeOOXITHOCTI IeKJIapyBaHHS I[iH Ha PiK MPOTHO3Y

JI>xepeso: cucTeMaTH30BaHO Ha OCHOBI [9-17]

CTBepIUKYETbCS, IO Ha CEPEIOBHUINI PO3BUTKY PIYKOBOTO TPAHCHOPTY YKpaiHu
MI03HAYaThCs TaKl YUHHUKH, SIK:

a) TPUCKOPEHHS TEMIIB 3pocTaHHs TIIo0anpHOi TopriBai y 2018 p. (BHacmimok
mianucaHHd «YToau Mpo CHPOIIEHHsS MpoLeayp MixkHapoaHoi TopriBmi», 2017 p., xoua
ICHYIOTb 1 PU3MKHU 4Yepe3 HasBHICTh TakuxX (DakTopiB, AK MONITHUYHA HEBU3HAUEHICTh B PsAi
PETIOHIB CBITY 1 IPOJIOBKEHHS MOJIITUKU TOPIOBOTO NMPOTEKIIOHI3MY;

0) BUTICHEHHA 3 pUHKY JIOTICTUYHHUX MOCIHYr IIOCEPEIHHUKIB Yepe3 3POCTAHHS
KOHKYpEHIii Ha KOPUCTh PiOHUX, ajle TEXHOIOTTYHO OUIbII PO3BUHYTUX KOMIIAHIMN;

B) NOLIMPEHHS MPOLECIB perioHali3alii Ha Tl CTPYKTYPHUX MpoOJeM Ta BEIHKHUX
TEXHOJIOTIYHUX 3alMTiB, SAKI MiJBUILYIOTh peHTa0enbHICTh. [IpuKiagaMu Takux HOy-Xay €
TPEKIHT MOPCHKUX MEPEBE3CHB B PEXKUMI PEATBHOTO Yacy, 3alponoHOBaHni kommnaHiero DHL
Ha OcHOBI onmaiH-Tutomanku Ocean View; pimenas DP World (BenukoOpurawnis), ski
MOJIETIIYIOTh TPEKIHT KOHTEHHEPHUX TepeBe3eHb; MIJIOTHA CUCTEMa YIPaBIIiHHSI MOPCHKUMHU
nepeBe3eHHsAMH KoMnanii Panalpina (HiMedunHa); o4ikyeThCs pO3TMOBCIO/IKEHHS 3a3HAYEHHX
TEXHOJIOT'1H Ha PIYKOBUI TPAHCIIOPT;
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I') PO3BUTOK CYYaCHHUX JIOTICTUYHUX TEXHOJIOTiH, SIKI CYKymHO (OPMYIOTh IONUT Ha
piukoBi mepeBe3eHHA. OnHI€I0 3 TakuX € auritaiizamis. BoHa mos's3aHa 3 €BOMIOLIEO i
«o1r(pyBaHHAMY JOTICTUYHUX JIAHIIOTIB. 3aBSIKU i YPIBHOBaXXYIOTHCS YMOBH Ta TpaBUIIa
«TpW» K TSI HEBEITUKUX 1 CepeAHIX IPaBIiB PUHKY JIOTICTUYHUX TOCIYT, TAK 1 IS BETHKHX
JIOTiICTUYHUX KOMITaHi{, MPUIIBUANIYIOTECS MPOIECH Ta 3aTOCTPIOEThCS KOHKYPEHIIis (OTHAK
OpUCYTHI pH3UK Kibeparak). 3pOoCTaHHS MONMUTY Ha pIYKOBI MEPEBE3CHHS CIIPHSE
(dbopMyBaHHIO CTHEIiaTi30BaHUX JIOTICTHYHMX KOMIIAHIM, sSIKI TIPAIfOoBaTUMYTh Ha 3acajax
JOTiICTUYHOTO ayTCOPCUHTY, Ta, BIANOBIAHO, PO30YIOBI JOTICTUYHUX UEHTPIB. Y Takuid
Croci0 OYIKYETHhCS 3POCTAHHSA 3aMHATOCTI Ta KOHIEHTpAIlisl BUPOOHHWKIB, MOCTAYaIbHUKIB,
eKCIOPTEPiB, EKCIEAUTOPIB, TEPEBI3HUKIB, MHUTHUKIB Ta IHIIMX YYAaCHUKIB PHHKY
JIOTICTUYHUX TMOCTYT. AKTHUBI3AIlsS JIOTICTUYHOI AiSUTbHOCTI MIPU3BENE A0 TOKPAIICHHS SKOCTI
JIOTICTHYHOTO CEpPBICY, PO3IMIMPEHHS HOMEHKJIATYPH JIOTICTUYHHMX IOCIYT Ta CHeriamizarii
pa3oM 13 MIJBHUINEHHAM ILIHHOCTI Juisi Kii€eHTiB. OTKe, aKTHBi3allisl 3alydeHHS PIYKOBOTO
TPAHCHOPTY Yy JIOTICTUYHY CUCTEMY KpaiHM CIIPHATHME Kpallliii oprasizauii Ta pamioHanmizamii
0i3HeCy, EKOHOMIYHOMY PO3BHUTKY Ta €KOJIOT1YHIHM MOMITHIIL Iep>KaBU.

Takox, dYepe3 BIUIMB 30BHIIIHIX YHHHUKIB YMOJIJIMBIIOETBCS PO3TISA  PIYKOBOI
IHPPACTPYKTYpH SK KJIFOYOBOI'O AaKTHBY JUISl PETIOHAIBHOTO EKOHOMIYHOTO PO3BHTKY
TEpUTOPiii B KOHTEKCTI (OpPMYBaHHS CTpaTerii MATPUMKHA EKOHOMIYHOTO PO3BUTKY
MPOMHKCIIOBOCTI JIOKQJIBHUX TEPUTOPIH Ta X 3B’SI3Ky 3 TJ00AILHUMH PHHKaMu. Bakiuse
MICIIe Yy pETiOHATbHOMY EKOHOMIYHOMY pPO3BHTKOBI TEPUTOPIHl HAJIEKHUTH COLIAIHHOMY
cepenosuily (Tadu. 5).

Tabnuis 5 — AHani3 couiaabHUX YMHHUKIB BIUIMBY HA PO3BUTOK PIUKOBHX MEpEBE3EHb B

VYkpaini
YUuHHUK IIposis Bruis
Mirparist kBasiikoBaHUX BincyTHICTH colliaNbHOT 3alliKaBICHOCTI Y MOJIOJMX CIICI[ialicTaXx, _
Ka/IpiB 32 KOPJIOH; Ae(iuuT BUCOKHMII piBeHb KBamiikaiii poOOYOi CHIM 3a HAHHWKYOIO Y
KaJpiB HEOOXiTHOT €BpoIli  BapTICTIO CHPHSIOTH BIATOKY MOJOAWX KaapiB Ta
KBaJiQikarmii CIPUYHHSIOTH CTapiHHA KaJpOBOTO MTOTEHITiaIy, o

BiTOOpakaeThCsl HU3BKOK MPOAYKTHBHICTIO TMpaIli, 3HIDKCHHIM
OIBUIKOCTI Ta SIKOCTI 3aJOBOJICHHS TMOTped opradizamiii-
CIIO)KMBAYiB

3abe3neueHHs pOOOYNMU Bupo6Huyi mianpuemMcTBa, ki po3MimieHHi Ha BifgcraHi 50—70 kM. +
MICISIMH T ATIPHEMCTB nobnmusy Oaceiiny [uinpa, BHpoOmsitoTe Omm3bko 63% BBII
PIUYKOBOTO TPAHCHOPTY Kpainu abo 0 26 MJIH. TOHH BaHTaXy y pasi HOro mnepeBe3eHHs
3aBJSIKK PO3BUTKY CyMIDXKHUX | PIYKOBUM TpaHcrmoptoM mno /JlHinpy, mo ¢opmye mnomut Ha
CETMEHTOYTBOPIOIOYNX €KCIIEINTOPIB Ta NPALiBHUKIB PIUYKOBOI ramysi

ranyseit

[Maninus obcsris Brpara nexinpka THCSY POOOYMX MICIb EKCHEIUTOpPIB, SKI € _
KOHTEHHEPHHX NepeBe3eHb AKTMBHUMHM YYaCHHKAMM 3aJIy4eHHS BaHTaXIB B TepMiHaIM

TTOPTIB, POOOTH 3aJi3HUII, ABTOMOOITBHOTO TPAHCHIOPTY

JI>keperno: CHcTeMaTn30BaHo Ha OCHOBI [9-17]

Tennenuiss BTpatu KBaliiKOBaHMX KaJpiB TOBMHHA OyTHM YCyHEHa 3aBJSKHU
npodeciiiHo po3poOieHiit cTparerii po3BUTKY KaJpOBOIO MOTEHLIaNy y cdepi pidyKOBOTO
TPAHCIIOPTY, BIAMOBITHOTO CTHMYJIIOBaHHS TMpall Ha OCHOBI C(OPMOBAaHUX BHMOI J10
npodeciiinoi kBamidikanii poOITHUKIB y MacmTabax KpaiHHM, B3a€MHOIO BU3HAHHS PiBHS
kBamidikarii BITYM3HIHUX (PaxiBI[iB 3a MocepeaHUIITBA €BPOIEHCHKOT paMKOBOI MPOTpaMu
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nigsumeHHs kpamdikamii (EITK), iHmmx nporpaM CTUMYIJIIOBaHHS 3aJy4C€HHS MPAIliBHUKIB Y

JIaHy Taiys3b.

[Iposenemo

a”Ha3 TEXHIKO-TEXHOJOrIYHOI CKJIAI0BOI

PIYKOBOTO TPaHCIOPTY B YKpaiHi (Tad:. 6).

CepeoBUINA PO3BUTKY

Tabnuus 6 — AHaui3 TeXHIKO-TEXHOJIOTTYHIX YNHHHKIB BIUIUBY HA PO3BUTOK BaHTa)KHUX

pPIYKOBUX TIEPEBE3CHb B YKpaiHi

YuHHIK

IIposiB

Brns

Henocrarwii
TEXHOJIOTTYHHH
PiBEHD PO3BHUTKY
raiysi

1. [ToBinpHMIA PO3BUTOK MYIBFTHMOAAIBHAX IIEPEBE3CHb BaHTaXIB. [y fioro
pamioHami3amii CIiiJ JOTPUMYBATHCS CTpaTeriyHoro OadeHHA (Bi3ii)
PO3BUTKY HAIIOHANBHOI CHCTEMH pPIdKOBHX II€PEBE3€HB, SKY IOIIBHO
IHTEpIpeTyBaTH SK IMIATPUMKA TOPTiBI, 3aCTOCYBaHHS JIOTICTUYHHX
TEXHOJIOTIH TepeBe3eHHs] BAHTAXiB, CYMICHICTb TPAaHCIOPTHUX CHCTEM 1
PO3BUTOK MYJIbTHUMOAAIBHUX IEPEBE3CHb HAa OCHOBI CTaHAapTH3alil BCiX
CKJIaJIOBMX TPAHCIIOPTHOTO MpoleCcy: 1H(pacTpyKTypu TpaHCIOPTY
(iHIAHOT, B TYHKTax TIEPEBAJIKH BaHTaXiB, IEPEBAHTAKYBaILHOTO
yCTaTKyBaHHS); TPAHCIOPTHOTO NAapKy; YKPYNHEHUX BaHTKHHUX MiCLb
(xoHTEHHEepiB, MAIOHIB Ta iH.); TApH, YIaKyBaHHS; BAHTAXY.

2. 3aHenaa BUpOOHWYOI MisTbHOCTI B cynHOOymyBaHHi. (Y 2016 p. migepu
cynHoOynyBanHd Mukonaicbka Bepd SMG, TTAT «MC3 «Oxean», JIT
«C3 im. 61-ro KomyHapa» He CHYCTHIIM Ha BOJY CYACH, Ha HOBOMY
CYNHOOYIIBHOMY  3aBOJli, OCHAIECHOMY CYYacCHHM  OOJIaJHAHHSIM,
o0y I0BaHO CiM CyJIeH - OyKCHpH, GapiKi, IIaBydHil KpaH).

3. CynHOOyAiBHI MiANPHEMCTBA, 3BAXKAIOUM Ha TIIMOOKY KpU3y B CEKTODI,
3MyIIeHI 3I1HCHIOBAaTH AMBEpCU(IKALiI0 JiSUIbHOCTI I BUXOIUTH y HOBI
CerMEHTH; BAXJIMBUM Yy craOimi3aumii JAiSUIBHOCTI €  OTpPUMaHHS
nepx3amoBieHb. (MukomaiBcbka Bepd SMG mepeopieHTyBamacs Ha
BUPOOHHMLTBO OOJNaJHAHHA Ta KOMIUIGKTYIOUMX Ui MIAPUEMCTB
MeTanypriiHoi ramysi. MukonaiBcbka Bepd SMG Burpama TeHmep Ha
OyniBHHLTBO cepii 3 10 kopabiiB kiacy «kopser» ais BMC MOY Ha $2,5
mipa. go 2026 p.)

Hwuzbkuit piBeHB
JlepKaBHOT
MiATPUMKH
HAJKP y ramysi

3HayHM{ HAYKOBUH NOTEHIIad, MPEICTABICHHH HAYKOBO-IOCTIIHUMH Ta
MIPOEKTHO-KOHCTPYKTOPCEKAMHU IHCTHTYTaMH T4 BHIINMH HaBYaJbHUMU
3aKiafiaMu, SKi 3aiMaloOThCS JOCHI[DKEHHSAMH B Tally3l pPidKOBOTO
TPAHCIIOPTY; XapaKTepPU3YIOTHCS CHAIOM ACHTHYBAaHb 3 JICPKOIOJKETY Ha
HAYKOBI JOCII/KEHHsI, MAlIOTh OOMEXXeHi 3aMOBJICHHS BiJI Oi3HeCY

3anenar
BITYM3HAHOL
chepu cyaHOOY-
JIyBaHHS.

BigcyTHICTh pPO3YMIHHSL JIEpKaBOK BaXIIMBOCTI CYAHOOYAYBaHHS JUIst
exkoHOMikM Ykpaiuu. Kopymiis B ramysi, sika HEpeLIKOIPKAE IPUTOKY
iHBeCTHUIlI B 1 PO3BUTKY MIANPHEMHUIITBA B CyAHOOymyBaHHI. [HTEepecu
MEBHUX IPYI CTEUKXOJIZIEPIB, 3alliKaBICHUX B 3rOPTaHHI CYAHOOYyBaHHS B
Ykpaini

VYyacts Kutaro y
TpaHchepi
TEXHOJIOTIH Ta
00MiHI
IHHOBALIIMHU

3acrocyBaHHs TpaHC(heEpy TEXHOJIOTiH B paMKax KOHIeMNi « EkoHoMiuHmii
mosic LlloBkoBoro mmisixy» (2013 p.), skuii mepembauae peaiizariito
IHBECTUIIMHNX MOJIJIMBOCTEH KHTAHCBHKHX KOpIopamii B po30ymoBi
iHppacTpyKTypHUX 00’€KTiB YKpaiHu (TIOPTiB), TEXHOJIOTiH PIYKOBHX
NIepeBe3eHb Ta iH., BUMArae 3HaHb I0J0 CHEHU(IKH OCTABKH BaHTAXIB 3
KuTraro 3 BUKOpHCTaHHSM JIOTICTHYHHUX TEXHOJIOTiH, ocoOnmBocTel poboTH
Ta Oap’epiB BXOAY HA KUTAaHCHKUH PUHOK; IUISXIB 3aTy4eHHs (hiHAHCYBaHHS
JuTs BeJieHHsI O0i3Hecy 3 Kutaewm; crienudiku MiKHApOIHOT OHJIAWH-TOPTIBIII;
CTpaTerii BHXOAY Ha MDKHApPOIHI pUHKH; 3a0e3NedeHHs BaHTaXiB
(ceprudikarii, peectparii TOProBuX MapoK Ta KOMIIaHii, MHTHOTO
OUHIICHHS, CTPaXyBaHH)
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[IponoBxeHHs TaduIl 6

Henocrarnii HenocratHiii pO3BHTOK TEXHOJOTIYHHUX KJIACTEPIB 3YMOBJICHHH TaKHUMHU _
PO3BHUTOK Oap’epaMu: BIJCYTHICTIO JepXKaBHOI MIATPUMKH IpoueciB 00'eTHAHHS
TEXHOJIOTTYHUX MIANPUEMCTB Yy KJIacTepd, OCOOJMBO Ha IIOYATKOBUX e€Tamax Horo
KJIacTepiB 3 CTBOPEHHS, BIJICYTHICTIO KOIITIB Ha peaji3alil0 KIacTepHHUX IPOEKTIB,
oprasizauii, BUCOKMMH PHU3UKaMU YTBOPEHb 4Yepe3 HEYiTKO BHM3HAueHI HOPMAaTHBHO-

pO3TaIIOBaHUX Ha
onHiH TepuTOpii i
OB’ SI3aHUX
BUPOOHUYINMU

npaBoBi yMOBM iX (yHKuioHyBaHHsA. [Ipuknagamu kiactepis, B. T. 4. 3a
YYacTIO PIYKOBOTO TPAHCIIOPTY €: MuKonaiBchKka 00J1.: MOPCHKHN KIIacTep;
KJIacTep CyAHOOyIyBaHHS; KJAcTep CINEKTPOHIKH, XEpCOHChKa OOJL:
norictnyanii kiactep «[liBmeHHI BOpoTa YKpaiHm»; KiacTep puOaibCTBa;

Opmecpka o00N.: JOTICTHYHHN KJacTep; KIACTEP MAIIHHOOYAyBaHHS,
punynas’s Opecbkoi 061, (M. I3main): pubHMT knacrep; [IpuaHinpos’s:
KJIacTep-JIOTiCTHYHHUI Xab Ha OCHOBI J{HIPOIIETPOBCHKOTO Ta 3aropi3bKoro
PiYKOBHUX MOPTIB (3 HOPMATUBHOK MPOIYCKHO0 3aaTHicTIO Bule 50 K TEU/
pik). [lo mepcneKkTMBHUX KiacTepiB yKpaiHcbkoro IIpumop’st BimHOCSTBH
Kinactepu  iHGOpPMAaliHMX  TeXHOJOTiH,  MOpchbKoi  iHmycTpii ¥
cyaHoOyyBaHHs, OCBiTH; [IpWMAHINPOB’s: PO3BUTOK CETMEHTY PIYKOBHX
KOHTEHHEepHUX TepeBe3eHb Ha 0a3i  KuiBcbkoro Ta 3amopizbkoro,
JHIPONEeTPOBCHKOTO PIYKOBHX MOPTIB Y JIOTICTHYHOMY KJIACTEpi

3B'sI3KaMH

HasBricth iHdopmariitaux texnonoriii PIC duinpo Ta PIC Hdynaii Ta ix + -
(YHKITIOHYBaHHS Y B3a€MOil 13 CHCTEMOIO MOHITOPHHTY HaJBOJIHOL
00CTaHOBKH K KOMIUICKCY 3a0e3MeueHHs] PiYKOBOTO CYIHOIDIABCTBA, IIO
BiamoBigae eBpomneiicbkuM ctaHmaptam Ta JupektuBam €EK OOH (3
2012p.), mepcmekTHBa y3romkeHHsA 3 «lHpopMaIifHOI CHCTEMOIO
MOPTOBOTO CIHiBTOBapucTBa» y mnoprax Opecu. HasiBHi iHpoOpMariiiiHi
TEXHOJIOTIT MOBIIBHO  BIPOBAIXKYIOTHCS B  CHUCTEMY  €JIEKTPOHHOTO
JIOKyMEHTOOOIrY MiIIPHEMCTB

Iapopmariiiai
TEXHOJIOTIT

JI>kepeno: CHCTeMaTn30BaHo Ha OCHOBI [9-17]

TexHiKO-TEeXHOJOr1YHUI PO3BUTOK PIYKOBOrO TPAHCIOPTY JO3BOJUTH CHOPMYBATH
BHUCOKI KOHKYPEHTHI IE€peBaru CEKTOpY pPIUKOBHMX BAHTAaXXHUX IE€peBe3eHb Ta €(EKTHBHO
3MIHCHIOBAaTH BUPOOHMYY AisibHICTE. OnHak, 3a0e3Ne4eHHs KOHKYPEHTHUX MO3MLIN
PIYKOBOTO TPAHCTIIOPTY 3aBISKH BIPOBA/KEHHIO HAYKOMICTKOI TEXHOJIOTii € CKJIaJHUM
3aBJIaHHAM 3 OIJISIly Ha MOTpeOy IHILIIOBaHHS IONMUTY HA PIYKOBI BaHTAXKHI NEpEeBE3EHHS,
3HayHUX (PIHAHCOBUX BKJIAJECHb Ta IMONIYKY 3alliKaBJeHUX Y HOro pO3BUTKOBI TIpyl
crerikxonaepiB. KpiM TOro, BHCOKI €KOJIOTIYHI MOKa3HUKU (DYHKI[IOHYBaHHS TPaHCIOPTY
yepe3 HWK4YMK piBeHb BUkuiB CO2, nuily, MIKIJUIMBUX PEYOBUH Ta I'YYHOCTI BITHOCHO 1HIIHX
BUJIB TPAHCIOPTY € YMHHMKAMU PO3BUTKY PIUKOBOIO TPAHCIOPTY B YMOBaX €KOJIOTIYHOI
CIIPSIMOBAHOCTI O13HECY Ta COLIAIbHOI BiJIMOBIIAIEHOCTI MEHEHKMEHTY.

JlocaimKkeHHs MOJIITUKO-TIPABOBUX, €KOHOMIYHHX, COIlIAJIbHHX, TEXHIKO-
TEXHOJIOTIYHUX Ta €KOJOTYHMX YMHHHUKIB BIUIMBY Ha PO3BUTOK PIYKOBOIO TPAHCIOPTY
JIO3BOJIMTH BITHAWTH HAMOLIbII €KOHOMIYHO 3HAa4YIIl Ta IPHUBAOJIMBI HUISAXH MIEPCIIEKTUBHOT'O
PO3BHUTKY CEKTOpa BaHTa)KHUX NEpeBE3eHb B Y KpaiHi.

BHCHOBKH 3 1aHOI0 JOCTIKEHHS i MEPCIEKTHBH MOJAJIBIINX PO3PO0OK 32 JaHUM
HanpsimoM. [IpesicraBieHO pe3ynbTaTW KOMIUIEKCHOTO aHai3y Ta OI[HKH CepeloBHINA
NEpCIEKTUBHOIO PO3BUTKY CETMEHTY PIUKOBUX BaHTAXKHUX IEepeBe3eHb B YKpaiHi Ha 3acajax
norictuaHoro migxoxy 3rimHo PEST-anamizy. I[lpakthaHuM 3100yTKOM JOCTIDKEHHS €
OUIKYBaHHS aKTHUBI3allil 3aJydyeHHs pPIYKOBOTO TPAHCIOPTY Yy Tporeci (opMyBaHHS
pETiOHANbHUX JIOTICTHYHHX CHUCTEM KpaiHW, NpUHAMArud BU3HAYAJIbHOIO JIOTICTHYHY
napajurmy.
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Cepen MHOMITUKO-NPAaBOBUX NPOOJIEMHUX MUTaHb BHU3HAHI HOPMH, 3TIIHO SKUM
3IACHIOETHCS (piHAHCYBAHHS PIYKOBOI IHPACTPYKTYPH, iX aMiHICTpYBaHHS, CTUMYJIIOBAHHS
KOHKYpeHIIii B cepl piYKOBUX MEPEBE3€Hb, YMOBH JOIMYCKY CYACH Mij IHO3EMHHUM MPAIIOPOM
JI0 TIepeBe3eHb BHYTPINIHIMM BOJHMMHU HUIAXaMH YKpaiHu. CTBepIKyeThCs, IO YCIIIIHE
pPO3B’s3aHHS LUX IUTaHb CIPHUATHME IE€PETBOPEHHIO YKpaiHM Ha aKTHUBHOIO cy0’ekTa
€BPONEHUCHKOT0 PUHKY PIUKOBUX IMEpeBe3eHb; TpaHCPOpMallii yKpaiHChKUX PIUKOBUX MOPTiB
y BY3JIOBI 00’€KTH pPETiOHaJbHUX JIOTICTUYHUX CHUCTEM, SKI BUKOHYIOTH (YHKIII THIIOBUX
JOTiICTUYHUX IIEHTPIB 3 0OCIYTrOBYBaHHS PI3HUX BUAIB TPAHCIIOPTY; CTAHOBJIEHHIO PIYKOBOTO
KOMILJIEKCY SIK CKJIaJ0BOi €KOJIOT1YHOI Ta 30ajaHCcOBaHOI TPAHCIIOPTHOI IMOJNITHKU YKpaiHu
3aBISKA PO3MIMPEHHIO JIOTICTUYHUX TOCIYT Ta aJEKBAaTHOI IMOMUTY IIHOBOI IOJIITUKH Ha
PIYKOBOMY TPAHCIIOPTI, 3a0€3MIeUEHHIO HAIIMHOCTI Ta ILTICHOCT] BAHTAXIB.

OOrpyHTOBaHO, IO HAa CEPEIOBHII PO3BUTKY PIYKOBOTO TPAHCIOPTY YKpaiHH
HaWOIBII CYTTEBO IIO3HAYMIIUCSA TaKi EKOHOMIYHI YMHHHKH, SK: TMPUCKOPEHHS TEMIIIB
3poctaHHs r100anbHOT TOpriBiai y 2018 p.; BUTICHEHHS 3 PHUHKY JIOTICTHYHUX MOCTYT
MOCEPEHUKIB Yepe3 3pOCTaHHS KOHKYPEHIlii Ha KOPUCTh APiOHUX, aje TEXHOJOTIYHO OUIbII
PO3BHHYTHX KOMITaHii; MOMMPEHHS MPOLECiB perioHatizamnii Ha T CTpyKTYpHHX IpoOieM Ta
BEJIMKUX TEXHOJIOTIYHUX 3alHTIB, SKI MIJABHUILYIOTh PEHTAOENbHICTh; PO3BUTOK CYYaCHUX
JOTICTUYHHUX TEXHOJOTIH, SKi CyKymHO (OpPMYyIOTh TONHT Ha PIYKOBI IepEeBE3CHHS.
CrBep/UKy€ETbC, 110 aKTHUBI3allisd 3aJly4€HHS PIYKOBOIO TPAHCIIOPTY Y JIOTICTUYHY CUCTEMY
KpaiHu CHpUsATHME Kpallid opraHizamii Ta pamioHamizamnii 6i3Hecy, eKOHOMIYHOMY PO3BHUTKY
Ta EKOJIOTIYHINA TOMITHII JepKaBU. 3ayBa)K€HO, IO 4Yepe3 BIUIMB 30BHIIIHIX YHMHHHUKIB
YMOXKITUBITIOETBCSL  PO3TJISA  PIUKOBOT  IHPPACTPYKTYpH SK KIIOYOBOTO AaKTHBY JUIS
PErioHAIbHOTO EKOHOMIYHOTO PO3BUTKY TEpUTOpIA B KOHTEKCTI (opMmyBaHHS cTparerii
HiATPUMKH €KOHOMIYHOTO PO3BUTKY MPOMHCIOBOCTI JIOKQJIbHUX TEPUTOPIA Ta iX 3B’SI3KYy 3
17100aIbHUMU PUHKAMH.

Cepen YMHHHKIB BIUIMBY Ha COLIAJbHE CEPEOBHUINE PO3BUTKY PIYKOBUX IE€PEBE3CHb
BaHTaXIB MpoOieMy BTpaTH KBali(piKOBaHMX KaJpiB TMPOMOHYETHCS YCYHYTH 3aBISKU
npodeciitHo po3poOieHii cTpaTerii pO3BUTKY KaJpOBOI0 MOTEHIIIATy, CTUMYJIFOBAHHS Mpalli
Ha OCHOBI C(OPMOBAaHUX BHUMOr A0 MpodeciiiHoi kBai¢ikauii poOITHUKIB y MacmTabax
KpaiHU, B3aEMHOTO BM3HAHHS PIiBHS KBadiQikaiii BITYM3HIHUX (axiBIIB 3a MMOCEPEAHMUIITBA
€Bporneiicbkoi pamkoBoi mnporpamu miaBuiieHHs kBamidikamii (EIIK), iHmmx mnporpam
CTHMYJTIOBAaHHS 3QJTy9€HHS MPAIiBHUKIB Yy TaHY Taly3b.

CTBep/UKY€ETbCS, IO TEXHIKO-TEXHOJOTIUYHUI PO3BUTOK PIYKOBOTO TPAHCIOPTY
JI03BOJIUTh C(OpMYBaTH HOro BUCOKI KOHKYPEHTHI IE€peBarl Ha pPUHKY Ta e(EeKTHBHO
3MIACHIOBATH BUPOOHMYY JisibHICTE. KpiM TOro, BHCOKI €KOJIOTIYHI IOKAa3HHUKH
(GYHKIIOHYBaHHS TPAHCIIOPTY € YWHHUKAMH PO3BUTKY PIYKOBOTO TPAHCIIOPTY B YMOBax
€KOJIOT1YHOT CITPSIMOBAHOCTI O13HECY Ta COLabHOI BIAMOBIJAIbHOCTI MEHEPKMEHTY.

OuikyeThcsl, 10 HaJaHAa OIlIHKA CEPEIOBUINA PO3BUTKY PIYKOBHX IE€pPEBE3EHb
COpUATHME BiJHAWJIEHHIO HAWOUIBII EKOHOMIYHO 3HA4YylMX Ta TMPUBAONMBHUX IIIAXiB
NEPCIIEKTHBHOTO PO3BUTKY CEKTOPA BAHTAXKHUX PIYKOBUX MEpEBE3e€Hb B YKpaiHi.

VY nojanpmMxX AOCHTIKEHHSAX JOLUIBHO 30CEPEIUTUCh HAa TEXHOJIOTIAX (OPMYBaHHS
JIOTICTUYHUX JIAHIIOTIB 33 YYacTIO MiJNPHEMCTB PIYKOBOIO TPAHCIOPTY B CErMEHTI
BAaHTAKHHUX TepEBE3€Hb.

1. Vkpaina: xoHUuenuis napTHepcTBa 3 kpaiHoto Ha 2017-2021 dinancosi poku. 3sit 114516-UA.
AHali3 ocTaHHIX JOCHi/pKeHb 1 myOmikamid // MikHaponHU OaHK PEKOHCTPYKINI Ta PO3BUTKY.
Miscnapoona acoyiayiss pozsumky. Misxcnapoona ¢hinancosa xopnopayis. Kuis, 2017. C. 18-19.
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Strategic Evaluation of the Environment for the Development of River Transport of
Ukraine

The aim of the article. The complex analysis of the environment of perspective development of
the river freight transport segment in Ukraine on the basis of logistics is carried out. For this purpose,
the PEST-analysis was performed. The practical achievement of the study is the expectation of
intensifying the attraction of river transport in the process of formation of regional logistics systems of
the country.

The results of the analyses. Among the issues of political and legal issues, the norms
according to which financing of river infrastructure is carried out, their administration, stimulation of
competition in river transport, the conditions of admission of ships under a foreign flag for
transportation by inland waterways of Ukraine are recognized. It is argued that a successful solution
to these issues will help: transformation of Ukraine into an active subject of the European market of
river transport; the transformation of Ukrainian river ports into the nodes of regional logistics
systems, which serve as typical logistics centers for servicing various types of transport;establishment
of the river complex as part of the ecological and balanced transport policy of Ukraine due to the
expansion of logistics services and the adequate demand for pricing policy on river transport;ensuring
the reliability and consistency of cargoes.

It is substantiated that on the environment of river transport development of Ukraine the
following economic factors such as:acceleration of global trade growth in 2018;crowding out of the
market for logistics services to intermediaries through increased competition for small, but
technologically more advanced companies;the spread of regionalization processes against the
background of structural problems and large technological demands that increase profitability;the
development of modern logistics technologies, which collectively form the demand for river transport.

It is argued that activating the attraction of river transport to the country's logistics system
will contribute to better organization and rationalization of business, economic development and state
environmental policy. It is noted that due to the influence of external factors it is possible to consider
river infrastructure as a key asset for regional economic development of territories, to formulate a
strategy for supporting the economic development of industry of local territories and their connection
with global markets.

Among the factors influencing the social environment of the development of river freight
transport, the problem of the loss of skilled personnel is proposed to be eliminated by: professionally
developed strategy for human resource development; stimulation of labor on the basis of the
established requirements for the professional qualification of workers on a countrywide scale; the
mutual recognition of the level of qualification of domestic experts in European countries, and other
programs to stimulate the involvement of employees in this field.

Conclusions and directions for further research. It is argued that technical and technological
development of river transport will create high competitive advantages in the market and effectively
carry out production activities. In addition, high environmental performance of transport is a factor in
the development of river transport in terms of environmental focus of business and social
responsibility management.

It is expected that the assessment of the environment of river transport development will help
to find the most economically significant and attractive ways of long-term development of the sector of
freight transport in Ukraine.

Keywords: river transport, REST-analysis, development environment, logistic concept,
logistic system of the country
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00KMOpanm Kageopu mapkemuHey i KomepyitHoi OisibHOCm
Xapkiscokuil OeparcasHull yHigepcumem xapyy8aHus ma mopeieii
(Xapxie, Ykpaina)

®OPMYBAHHS CTPATEIII MAPKETHHI'Y B COHIAJIbHUX MEPEXKAX
3AKJIAZLY BUIIIOI OCBITH

Ha ocnosi eusgnenux cmpameziynux 3min y cghepi uwoi ocgimu 8 Yxpaini oOIpyHmMoeano
HeOOXIOHICMb BNPOBADICEHHS Memo0die  YUPDPOBO2O MAPKEMUH2Y 8 3aKAA0ax uujoi oceimu O
BUPIUEHHS. MAPKEMUH208UX 3a680akb. CRuparuucsy Ha 0coOIUBoCmi MOLOOINCHOI YiNbo8oi ayoumopii,
5K OCHOBHO20 CNROMCUBAYA OCGIMHIX NPOOYKMIB, Ma YPaxosyrouu Kaoposi U (iHAHCOBI MONCIUBOCHI
3aK1a0i8 UWOT 0CBIMIU, 3A3HAUEHO, WO NPIOPUMEMHUM MEeMOOOM YUPPOBO2O MapKemuHay Oisl HUX €
Mapxemuue y coyianvHux mepesicax. 3a pe3yrbmamamu po3gioy8anibHo20 O0CHIONCEHHST CMOPIHOK
CMPYKMYPHUX niopo30inie 3akiadie euwoi oceimu y Facesook euseneno Husky npoonem, AKi
3YMO8/eHi HeOOCIMAMHICIIO NPAKMUYHO20 00CBI0Y Ma MemoOUYHO20 3a0e3neHeHHs MapKemuHay 8
coyianvHux mepedxcax. Y cmammi sanpononosano cmpykmypy SMM-cucmemu 0ns 3axnadié euujoi
oceimu ma npoyec Gopmysanns cmpamezii, HAOAHO NPAKMUYHI PeKOMEeHOaYil Wo00 KOMYHIKayii ma
830€MOO0Ii i3 NOMeHYIUHUMU AOIMYPIEHMAMU 8 COYIATLHUX MEPENCAX.

KittouoBi ciioBa: €BOJIIONS MapKeTHHTY, MapkeTHHT 4.0, 3akiaj BHUIIOI OCBITH, HU(POBHI
MapKeTUHT, MApPKETUHT Y COIialIbHUX Mepexax, cTpateris SMM, uinboBa ayquropis

DOI: 10.15276/mdt.2.2.2018.5

ITocranoBKka mnpol6jeMH B 3arajJbHOMY BHIVISAI Ta ii 3B'SI30K 3 BaKJIMBHMH
HAYKOBUMH a00 NPaKTHYHUMH 3aBJaHHAMM. CydacHi 3akjaau Bumioi ocBity (nani 3BO)
(YHKIIOHYIOTh y Ha3BUYAIHO IBUKOIIMHHOMY Ta CKJIaJTHOMY 30BHIITHHOMY CEPEIOBHIII.
Bonu mnepexuBaroTh TIJIMOWHHI, CHUCTeMHI TpaHcopMallii, sKi 3yMOBJIEHI CBITOBUMHU
TEHJCHILISIMU PO3BUTKY BHIIOi OCBITH, IpolecaMH MapkeTusalii cdepu BHILOI OCBITH B
Vkpaini, ii pepopMyBaHHSIM, BHCOKMMH TEMIIAMH TEXHOJOTIYHUX 3MIH Ta BUPOOHUIITBA
HOBHX 3HaHb.

Cutyanito Ha pPHUHKY TMpPOJYKTIB BHIIOI OCBITH, L0 CKJIajacs, CIiJ BHU3HATH
KPUTUYHOIO. BoOHa XapakTepu3yeThCsl TOCWICHHSM HUCIPOIOPIi MiXK TIOMUTOM Ta
NPOMO3ULIIEI0 HAa OCBITHI NMPOAYKTH, 3arOCTPEHHSM KOHKYPEHIii, CyTTEBUM CKOPOYEHHSIM
00csariB  (iHAaHCYBaHHS, YHACIIJOK YOro CTaH 3HAYHOI YacTHHH BITYM3HSHUX 3BO
NOTipIKBCs. Y MEpCrneKTHBl iM HEOOX1THO MEePEeKUTH MoHaMeHIIe 5-6 pokiB (puc.l), noku
NOTEHLIHHA MICTKICTh PHUHKY HE IO4YHE 30UIbIIyBAaTHCS [0 pIBHA, SKUHA 3a0€3MedyuTh
3pOCTaHHs MOTEHIIITHOT YNCEeNBbHOCTI a0ITYpIEHTIB.

Curyallis yCKJIaTHIOETbCS TIPOIIECaMH, IKi MOXKYTh MPU3BECTH 710 3MEHIIIEHHS TTOTOKIB
NOTEHIIIMHUX a0ITypi€HTIB, HAHOUIBII PU3UKH OB’ A3aHi 13 HACTYIHUMHU TeHICHIIIIMU:

— TOCWJICHHSIM CTYAEHTCBKOI emirpaiii, mMacmraOu skoi HaOyBarOThb BCE€ OUIBILIMX
posmipiB. 3a 2013-2014 Ta 2014-2015 H.p. YHCENBbHICTH YKpAlHCBKHX CTYJEHTIB, SKi
BHUIKDKAJIM HA HaBYAaHHS 3a KOPJOH, 30ubmryBanacs Ha 30% mopoky, y 2015-2016 H.p. — Ha
20%;

— BTPa4YaHHSIM MPECTUKHOCTI BUIIOI OCBITH, 3HAYYLIOCTI AUIJIOMIB IIPO BUIIY OCBITY
i1 yac npuiioMy Ha poooTy;
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Pix ecmyny
¥ Torenuiiina MicTKiCTh PHHKY IIPOIYKTIB BUIIOT OCBITH, THC. OCI0

Pucynok 1 — IIporao3 noTeHuiiHoOi MiCTKOCTI pUHKY IPOAYKTIB BUILOI OCBITH B YKpaiHi™
*CkJazieHo 3a JaHuMu JleprxaBHOI city>x0u ctaTuCTUKY YKpainu [1, 9]

— pPO3BUTKOM HedopManbHUX Ta I1HQOpPMaIbHUX (OPM OCBITH, SIKI BHCTYNAKOTh
3aMiHHUKaMH MPOJYKTiB BUIIOI OCBITH;

— 3pPOCTAaHHSIM YHMCEIbHOCTI BUITYCKHMKIB LKL, AKi IJIAHYIOTh O/ipa3y HpalloBaTH Ta
HaOyBaTH 3HaHb Oe3MmocepeTHhO Ha PpOOOYOMY MICII 1 He TIaHyIoTh BeTynatu 10 3BO.

HaBeneni TenaeHI1ii 3yMOBIIOIOTH HEOOX1HICTh MOIITYKY Ta CTBOPEHHS MOXJIUBOCTEN
301TBIIEHHS TTOTIUTY Ha OCBITHI npoaykTu B 3BO, cnipssMyBaHHS 3yCHITb HA HOTO ()OPMYBaHHS
Ta CTUMYJIFOBAHHS.

VYHacHiIoK PO3BUTKY PHUHKOBUX BIJHOCHH Ta pedopMyBaHHS chepu BHIIOI OCBITH
3BO Habymu craTycy cy0’e€kTa TrocloJaploBaHHS, SKHH (YHKIIOHYe Ha crenugpiuHoMy
rajly3eBOMy pPHUHKY — PHUHKY TMpOJAYKTIB BHUIIOI OCBITH, IO 3YMOBIIIOE HEOOXIJIHICTh
YIOCKOHAJIEHHS] CUCTEMM YIIPaBIiHHSI HUMH I 3a0e3MedeHHs IMBUAKOI ajanTauii A0 HOBUX
ymoB. HaOyTTsi ¢iHaHCOBO-TOCTIOAAPCHKOI aBTOHOMII CIIPUUMHIIIO HEOOXiIHICTH MEpexoy
BiJl ympasniHHsg 3BO, 3acHOBaHOMY Ha JAep)KaBHOMY IPOTEKILIOHI3MI 1 OHOIKETHOMY
¢diHaHCYyBaHHI, 7O MAapKETWHTOBOTO, SKHWA Tmependadae  aKTUBI3AIIO  IPOIECIB
IECTIPSIMOBAHOTO BHUKOPUCTAHHS MAapKETHHTOBHX TEXHOJIOTiH, 1HCTPYMEHTIB, 3ac00iB UIs
BUPILLICHHS CTPATEriYHUX 3aBJaHb HA PUHKY.

VYV HamionaneHiii cTpaTerii po3BUTKY OCBITH B Ykpaini Ha mepiog o 2021 poky
Bi[3HAYEHO, IO MOJIEpHI3allisi 1 PO3BUTOK OCBITH Ta HAyKH T[OBUHHI HaOyTH
BUIIEPE/IKAIIBHOTO HEINEPEpBHOIO0 XapakTepy, TIHy4KO pearyBaTH Ha BCl IPOLECH, MIO0
BinOyBatoThcs y cBiTi ¥ Ykpaini [10]. Cromparounch Ha 1€, NpiOPUTET CTPaTErivyHOi
OpieHTallli, SIK TIMOTETHYHE IMepeadavyeHHs MalOyTHHOro, TpaHC(HOPMYETHCS B TMPIOPUTET
MOIIYKYy Ta TPOAYKYBaHHS MOXIJIHMBOCTEH, TOOTO misipHICHE (Big CJoBa JiATH),
MITPUEMHHITBKE JAEPCTBO, TPoakTUBHY mo3uilito 3BO. Buxonsuu i3 3a3HadeHOro0, 3pocTae
HEOOXIJHICTh BUSIBJIEHHS HE MPOCTO 3arpo3 Ta MOKJIMBOCTEH 30BHIIIHBOIO CEPEIOBHINA, a

O. B. XKezyc. @opmysanus cmpamezii MapKemuHey 6 COYIAIbHUX MEPENCAX 3aKAa0y U0l 59
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CUTHAIB 3MiH, SIKI 3yMOBIIIOIOTh HEOOXIJHICTh HEBIAKIAAHOTO pearyBaHHS W MPUHHATTS
MPOAKTUBHUX MApKETHHTOBUX pIillleHb. Y Pe3yJbTaTi MPOBEACHOTO CTPATETIYHOTO aHalli3y
OyJii BHUSIBIICHI CHTHAJM CTpPATEriyHMX 3MiH y cdepl BHINOI OCBITH, CEpell SIKUX BHJIUICHI
HAMOUTBII 3HAYYII, a caMe — 3MiHa TOKOJiHb, PO3BHTOK EKOHOMIKM 3HaHb, LU(pOBA
peBosmoris (puc. 2).

Kiienro-

IIEHTPOBAHICTh

Hose
[MOKOJIIHHS

Hosga 013HEC-MOIETD

3BO, 3acHOBaHa Ha
MapkeTunry 4.0

Exonomika
3HAHb

Hudposa

PEBOJIIOII1A

-

[ [aHOBaIIIHICTE ]

[IpoakTHUBHICTH

Pucynok 2 — Curnanu cTpaTeriyaux 3MiH y cepi BHIIOi OCBITH

CyuacHi 3MiHH Maibke B yCiX cdepax KHUTTS 3yMOBHIM TOKOJIIHYACTI TIEPETBOPEHHS,
AK1 TIPOSIBIISIFOTHCSL B OCOOJMBOCTSAX TMOBEIIHKU, CBITOIISITY, KUTTEBHUX HOPM Ta MO3UIIN
HACEJICHHs pI3HUX BIKOBUX KaTeropid. 3a Teopiero mokosiHep Ha moyarky 2000-x p.
3apOJIUIIOCS HOBE TOKOJIHHS — TOKOJIHHA Z — «IEHTEHIanw», sKi MPUNIUIA Ha 3MIHY
MOKOJIIHHIO Y — «MiseHianm» [6]. ['0JIoBHUMU BiMiHAMU HOBOT'O ITOKOJIIHHS Z € TIOE€THAHHS 1
HEBIIPUBHICTh LIM(POBOTO Ta PEaIbHOrO CBITY, TiMEpaKTUBHICTb, BOHU BIJIAIOTh IepeBary
CIIJIKYBAaHHIO B COIIAJILHUX MEpekax, HDK 0COOMCTOMY; Kpalle po3yMmitoTh iH(opmailiio,
BMIIOTh 11 3HAXO/AUTH, JUIATHCS HEIO0, B HUX PO3BUHYTO Bi3yallbHE MUCJICHHS, BOHU HETaTUBHO
CTaBIAThCS N0 peknaMu. Jns Hux [HTEepHET 1 yYMIHHS TpalfoBaTH 3 TEXHOJIOTISMHU,
U(PPOBUMHU MPUCTPOSIMH € TIPUPOJHUM CEPEIOBUILEM KUTTS, SIKE BIUIMBAaE HAa (DOPMYBAHHS
HOBUX HaBUYOK, IIIHHOCTEH, OTPEO.

Skmo ypaxoByBaty, 1m0 B 2017-2018 H.p. Bctynanu nitv, Hapopkeni y 2000 p., To 3
YIEBHEHICTIO MO>KHa roBopuTH, 0 3BO moyanu mpaimoBaty i3 HOBUM MOKOMIHHAM Z. Lle
norpedye meperiany MiAXOMIB SIK 0 HABYAJIBHOIO MpOLECy, TaK 1 /0 IHCTPYMEHTIB
MPOCYBAaHHS TPOJYKTIB BHINOI OCBITH. 3MiHA IMOKOJIHb — OJIHA 13 HAMOUIBII 3HAYYIIUX
CTpaTeriyHuX 3MiH, a0 skux 3BO HeoOXiHO He MNpOCTO MiJUIAIITYyBaTUCA, a MdiSTH
NPOAKTHBHO, HAa BUIEPEKEHHS MUIIXOM TIPOIIOHYBAHHS HOBUX OCBITHIX TIPOJIYKTIB,
BUKOPHCTAHHS aKTUBHMX Ta 1HHOBallIHHUX METO/AIB HaBUaHHS, KOMYHIKamii 13
BUKOPHCTaHHSM, IEpI 3a BCe, HU(PPOBUX TEXHOJIOTIH.

Peasnizanii nux 3aBJaHb COPUSIOTH PO3BUTOK EKOHOMIKHU 3HaHb, SIKa BUCTyIHA€e Oa3ucoM
yCiX BHJIB 1HHOBalld, Ta HU(PpPOBa PEBOJIOLISA, Yy Pe3yibTaTi AKOi IIBHUIKO PO3BUBAIOTHCS
iHpopMaliiHO-KOMYHIKaLliiHI ~ TeXHoNorii, IuQpoBi 3acobu, 1mo 3abe3nedyroTh iX
BUKOpHcTaHHsA. HaBeneHi mpouecu BIUIMHYJIM ¥ Ha eBosomiro Mapketunry. Ille Oararo
BITYM3HAHUX T'OCHOJAPIOIOYMX CyO’ €KTIB HE mepediuin Ha MapkeTHHr 3.0, a Bxke HeoOXiTHO
BIIPOBAKyBaTu MapkeTHHT 4.0 — mudpoBuil MapkeTuHr (puc. 3), KUl BU3HAHO MOJEILIIO
mapketuHry XXI cropiuus [15, c. 46].
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Bukopucranns
UPPOBUX [HHOBAIIMHI MAPKETHHTOBI
TEXHOJIOTIN Ta || TEXHOJIOrii KOMyHIKalii Ta
3ac001B MIPOCYBAHHS
KOMYHIKaIII# 1
MIPOCYBaHHS 3amydyeHHs KIIE€HTIB
\ JIO IPOCYBaHHS
(" N [ N [ ) rMapKeTm{r\ [TepeopienTaris 3
M 4.0 - KIIIEHTOPIEHTOBA-
M APKETHHT M . . . .
a[;-KgTHHI‘ 20 - a%KSTHHr Op1€eHTaI1Ag > HOCTI1 Ha KJIIEHTO-
U opieHTallis oV Ha LIEHTPOBAHICTh
Opi€eHTAaIlist a Opi€eHTAaIlist KOMYHIKaIlii
Ha MPOJYKT Ha [IHHOCTI Ha 0as3i
CIIOXKUBAYa
G poBUX
\ ) \ ) \ ) kTeXHOJ'IOFII/I Y \ IHHI/IBiHyaﬂi:;aHi;[
KOMYHIKaIii
v
IIpuckopenHus

iHpopMaIlifHUX TTOTOKIB

Pucynok 3 — EBounro11ist MapKeTHUHTY Ti]] BILIMBOM TEXHOJIOTTYHOI PEBOIIOLIIT

Ha ocHOBi ocMUCIEHHS HACIHiJIKIB BIUIMBY TEXHOPEBOIIOLIi [7/], BU3BHAYEHO TOJIOBHI
BIJIMIHHOCTI Ta TiepeBaru mu(poBOro MapKeTHUHTY:

— BUKOPHUCTaHHS PI3HOMAHITHUX IUGPOBUX TEXHOJOTIH Ta 3ac00iB KOMYHIKAIi i
MPOCYBaHHSI, apCEHAI SIKUX MOCTIHHO PO3LIMPIOETHCS Ta OHOBITFOETHCS;

— TIepeTBOPEHHs JIIOJMHU 31 3BMYAHOrO CrHoXuBaya Ha e()EeKTUBHUN KaHal
IPOCYBaHHsS. 3 IUM IOB’A3aHO MOMYJSIPHICTh IHTPEHT-OJIONIEPIB, OHJIAWH-CTOPIHKU SIKUX
aKTUBHO BUKOPHUCTOBYIOThCA ISl PEKJIAMHHUX KOMIIaHill TOBapiB Ta MOCIYT; BiAEOPOJIUKIB, B
AKMX 3BHYAlHI CIOKMBAayl JIEMOHCTPYIOTb TOBap, MOXJIMBOCTI HWOTr0 BHKOPUCTAHHS, U
HOLIMPEHHS iX yepe3 colliaibHI MEpexi; COiaTIbHUX MEPEX Ul BIATYKIB Ta OTJISIIB;

— npuckopeHHs 1HpopmMauiiHux mnponeciB. LlikaBuil a7 wIIBOBOI  ayauTOPIi,
OpUTriHAIbHUM, KpeaTMBHUN KOHTEHT MOXKE MOLIMPIOBATHCA 13 HAJA3BUYANHOIO LIBHJIKICTIO.
Bineoponuk 6norepa IBana Pyzacbkoro ans xommanii Lenovo 3a 48 roaun 310paB 2,8 MiH.
neperysaiB Ha YouTube, Takoro MacimraOHOro OXOTUIEHHS 32 KOPOTKUN TEPMIH 1HIII 3aCO0U
KOMYHIKaIlil TpOCTO HE 371aTHI 3a0€31eUnTH;

— IHAMBiAyamizaiis KOMYHIKaIli, $Ka JOCSTaeThCsl 3a paxyHOK poOoTu3arii
KOMYHIKAI[IfHUX MpPOLECIB, BUKOPUCTAHHS TEXHOJIOTIM IITYYHOrO IHTENEKTY, IO J03BOJISE
3MEHIIUTH aHali3 JaHUX MPO KOHKPETHOTO KOPHUCTyBaya MO KiJIbKAa MUTICEKYH[, MPOTIroM
SKUX BaHTAKUTHCA CaWT, 3aBISIKM I[bOMY BiJIOYyBAa€ThCS 3BEPXTOYHE HAILIIOBAHHSA, IO
3a0e3neuye BUCOKY KOHBEPCito;

— TIPUCKOPEHHSI PO3BUTKY MAapPKETHHTOBHX TEXHOJIOTIH KOMYHIKAIliii Ta TpOCyBaHHS,
30UIBIICHHS MOXJIMBOCTEH B3aeMOJii 13 LIIbOBOIO AyJUTOPI€I0, JOCSITHEHHS OLIbIIOI
3aJIy4eHOCT1 KJIEHTIB, (JOpMyBaHHS HE MPOCTO JIOSJIBHOCTI, @ €MOIINHOI MPUXUIBHOCTI 10
OpeHny.

Ockinbku 1U(poBUN MapKETUHT B 3HAuHIN Mipi 0a3yeTbcs Ha 3aTy4E€HOCTI KIIIEHTIB
0 TPOCYBaHHS, HOr0 WIATPYHTSIM CTAalOTh PE3YJbTAaTH JIIOJACHKOI IKHTTEMISIIBHOCTI,
O. B. XKezyc. @opmysanus cmpamezii MapKemuHey 6 COYiaNbHUX MepeNcax 3axKnaoy uoi 61
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KJIIEHTCHKUH JTOCBIJ, TOMY HEOOXITHUM € TIEpeOpie€HTAllis 3 MPUHIIUITY KIIEHTOPIEHTOBAHOCTI
Ha KIIIE€HTOIIGHTPOBaHICTh. lle M03BONMMTH OUIBII TMOBHO 33J0BOJBHATH IHIUBIAYyalbHI
MOTpeOr KIIIEHTIB, BUPIIIYBATH X 0COOMCTI mpobiaemMu Ta (GopMyBaTH Ha Iii OCHOBI HOBHH
¢denomen nosutbHOCTI — Lustomers. KiieHTH 13 TakuMm THIOM JIOSIIBHOCTI OyIyTh TOTOBI
BUCTYIIATH «aJBOKATOM OpEH/a» 1 aKTUBHO CIIPUATH HOT0 MPOCYBAHHIO.

Buxonsuu i3 HaBegeHoro, marketing 4.0 MOXKHa BU3HAYUTH K HOBY MapKETHHTOBY
CTpaTerito, ska rnepeadadaec akTUBHE 3aJIyYCHHs KJIIEHTIB 0 KOPIIOPATUBHUX KOMYHIKAIIii
yepe3 coliayibHi Mepexi Ta UU(pOBI IHTEPAKTUBHI I1HCTPYMEHTH. ApCEHad METOJIiB
M(QPOBOTO MApPKETHUHTY JOCHUTh PI3HOMAHITHUM, IO JO3BOJISIE BHUPINIYBaTH YHCIICHHI
MapKETUHIOBI 3aBIaHHS, ajleé HOro BHOPOBA/DKEHHA SK CHCTEMH IOTpeOye HaJeKHOTO
MaTepiaabHO-TEXHIYHOT0, KaJpoBOTO, (hpiHaHCOBOTO 3abe3rnedyeHHs, dacy. Y Oumbmocti 3BO
3a3HaYeHI PECypCH CYTTEBO OOMEXKEHI, IO HE J03BOJSE iM CHCTEMHO Ta KOMILIEKCHO
BUKOPUCTOBYBATH yBEChb MOXJIMBUI HaOlp METOJIB Ta TEXHOJOIH HHU(POBOro MapKETHHTIY,
TOMY HEOOXiJJHUM € TIOCTYIOBE BIIPOBAPKEHHS METO/iB IU(POBOr0 MAPKETUHTY 1 BHOIp THX,
SKI MalOTh BHCOKMH KOMYHIKaTMBHHUH e(eKT Ta BOJHOYAC HE MOTPeOyIOTh CYTTEBUX
¢inancoBux Butpar. Came TakuM METOAOM IM(PPOBOrO MApKETUHTY € MapKETHHT Y
couianpHuX Mepexax (nam SMM — Social Media Marketing), 6a3010 AJisi SIKOTO BUCTYHaOTh
colianbHi TNIATPOPMH.

AHaJi3 ocTaHHiX AocaizkeHb 1 myOaikauniil, B SIKMX NOKJIaJeHMil IOYaTOK
BUPIlIEHHI0 J1aHOI NpodJjeMH i HAa sIKi COHMPAETbCA aBTOP. 3POCTaHHS AaKTYaJIbHOCTI
npobiem ocBoeHHs 3BO IHTepHeT-pocTOpy 3yMOBHWJIO MiJBHUINEHHS YBaru BITYU3HSHHUX
HAYKOBI[IB /IO JIAHOTO HAmpsMy JOCHiKeHb. OKpeMi TEOpPEeTHYHI Ta MPaKTHYHI acIeKTH
npocyBanHs 3BO Ta iX OCBITHIX MOCIYr y Mepexi IHTepHeT po3KpUTO B HAyKOBUX Mpallsix
C.Immsmenka [2, 3], H. Dmismenko [3], C. Konopamosoi [4], M. Koctiok [5], O.
MenbnukoBoi [6], B. Tlomosoi [11], I. Ymakosoi [14], 0. [Iunyninoi [3] Ta iH. ABTOpamu
BU3HAYEHO IepeBark Ta MOXKJIMBOCTI IpocyBaHHs 3BO Ta X mociyr 3a 1010OMOIor0 iHTepHET-
TEXHOJIOTif, OXapaKTEepU30BaHO IHCTPYMEHTAapid IHTEPHET-MApKEeTHUHTY B cdepi BHUIIOI
OCBITH, OOIPYHTOBAaHO HEOOXIHICTh BHUKOPHCTAHHS COLIAJBHUX MEpEeX SK eJIeMeHTa
IHTErpoBaHUX MapKETHUHIoBUX KoMyHikaii 3BO.

BunisienHsi HeBHpilleHMX paHille 4YacTHH 3arajbHoOi mNpodJeMH, KOTPUM
NPUCBAYYETHCA cTAaTT. HenocTaTHicTh MPaKTUYHOTO JIOCBIAY Ta CKOpIIIE 1HTYITHBHE, HIXK
[JIeCHPSMOBAHE 3aCTOCYBAHHS METOJIIB IU(PPOBOrO MApKETUHTY, Y TOMY YHCJII MapKEeTUHTY
B COLIIAJIbHUX Mepexax, a TaKoXk IIBHJKI TEMIH 3MiH, pO3BUTOK LHU(PPOBUX TEXHOJOTIH Ta
3ac00iB KOMYHIKaIlill 3yMOBIIIOIOTh HEOOXIAHICTH PO3BUTKY TEOPETUYHUX Ta MPAKTHUYHUX
aCIeKTIB BHUKOPUCTaHHS MeToAiB IdpoBoro MmapkeruHry B 3BO. HenocratHso
pPO3pOOJIEHUMH  3QJIMIIAIOTBCS NHUTaHHSA (GopMyBaHHS crTparterii Mmapkerunry 3BO B
COLIIAJIbHUX MEperKax.

@®opmy1I0BaHHA MeTH cTaTTi (MOcTaHOBKAa 3aBaaHHsl). OOrpyHTyBaTu
TEOPETUKO-METOMYHI 3acamu ¢opmyBanHs crpaterii SMM mns 3BO Ta po3pobutu
MpaKTHYHI peKoMeHjamii s ii peamizamii. [[ns T HOCSATHEHHs MOCTaBlIEHI Ta BHpIllEH]
HACTYIIHI 3aBJaHHS: BU3HAYEHO CTaH Ta mpoOinemMu po3BUTKYy 3BO; 3’dcoBaHO BILIMB
TEXHOJIOTIYHOT PEBOJIONI] Ha PO3BUTOK IU(PPOBOIO MapKETHUHIY; IpOaHATi30BaHO Ta
y3arajlbHeHO MPaKTUYHUM TocBiA BUKopucTaHHd SMM 3BO; po3po0ieHo mpomno3uiii Mmoo
nporecy ¢opmyBanHs crparerii SMM y 3BO; HagaHo mnpakTH4HI pekoMeHpaalii o0
BIIPOBAKEHHs Ta akTuBizauii SMM y 3BO.

BukiiajeHHs1 OCHOBHOr0 MaTepiajy IOCJTiAKeHHS 3 TOBHMM OOIPYHTYBAaHHSIM
OTPUMAHUX HAYKOBMX pe3yibTarTiB. 11 BiTunzHaHux 3BO npoHUKHEHHS B OHJIAMH-
OpOCTIp CTaJI0 HEOOXIJHOK CKIJIAJOBOIO iX KOMYHIKalifHOI MomiTUKd. BiamosinHo a0
3araJpHUX TpeHHAIB y cdepi mudpoBoro MapkeTHHry ocoOnuBO akTuBHO 3BO movamm
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BUKOPHCTOBYBaTH MAapKETHHI B COLAIbHUX Mepekax. 3a Bu3HaueHHsAM H. CaBuipkoi,
MapKeTHHT Yy COLIaJbHUX MEpeXaxX pO3IIISIAEThCS SK KOMIUIEKC Crenu(iuHuX OHJIAKH-
MapKeTHHIOBUX 3aXO/iB, IO 3IHCHIOE BIUIMB HA LUILOBY ayAMTOPII0 4Yepe3 KaHalu
comianbHUX TUTAT(GOPM Ta CIPSIMOBAHHWKA HA JTOCSTHEHHS MApKETHHTOBHX IIJICH opraHizamii
abo nepconwu [13].

Cepen miaTdopM COMIAIBEHAX MEPEkK HAHOUIBII MOMYJISIPHOIO B YKpaiHi 3aJIUIIAEThCS
FaceBook, oxomienHs sikoi, 3a manumu kommaHii TNS Vkpaina [12] y xoBtHi 2017 p.
csaraysio maibke 70%. TuTbkM 3a J)KOBTEHb JaHWUW MOKa3HUK 3pic HAa 5%, 10 CBIIYHMTH PO
TEHJICHIIIFO 3pOCTaHHS aynuTopii maHoi comianbHOi Mepexi. Came FaceBook HaiOuIbIn
aKTUBHO BHWKOPHCTOBYIOTH BiTum3HsHI 3BO sax miarpopmy SMM. 3a pesynbraramu
MOLITYKOBOTO 3alUCy «HAI[IOHAIBHUN YHIBEPCUTET» BHUABICHO 97 CTOPIHOK, «JIepKaBHUN
yHiBepcuTeT» — 92 cTopinku, y cykymHocTi — 189 cropinok 3BO. Skmo ypaxoByBarH, 110
cranoM Ha 2017-2018 u.p. B Ykpaini xitots 289 3BO -1V piBus akpeaurartii [1], To Ginbme
65% 3 HuX NpUCYTHI B coulianpHi Mepexi FaceBook. 3a pesynbraraMd MOHITOPHUHTY
cropinok BitTum3HsHHX 3BO y FaceBook, sxwii mposeneHo 12 xsitasa 2018 p., ckimameHo
peiitunar TOII-10 BITYM3HSHUX YHIBEPCUTETIB 3a YHCEIBHICTIO MIAMUCHUKIB Y JBOX
KaTeropisix: «HaI[lOHAJIbHI YHIBEPCUTETUY, «ICPKaBHI yHiBepcuTeTH» (Tadm. 1).

Tabmums 1 — Pelitunr aktuBHOCTI BiTym3HsHUX 3BO y FaceBook

Ton-10 HamioHAIEHUX YHIBEPCUTETIB TOII-10 nep>xaBHUX yHIBEPCHTETIB
1 2 3 4 5 6
YucenbHICTh YucenbHICTh
Jlorotun Hazga manucHukiB, | Jlorotuno Haszsa MAIUCHUKIB,
ocib ocib
KuiBcekuit —
HAILOHAILHHH &' C€BponelcbKkui
yHIBEpCHUTET 13213 W II{)iBe R 22076
imeni Tapaca Cam— YHIBEp
)l?io-xp«uwl
IlleBuenka
TepHOMIbChKHIA
Harmionansauii Jep KaBHUI
Jilia YVHIBEpCUTET MEeINYHUI
. K 12901 i 6708
SN 5' «Kueso- YHIBEPCHUTET
e ) MoruisiHCbKa IMEHi
aKaIeMisn) L.A.T'op6aues-
CBKOTO
TepHominbCHKUH . N
. N JIbBIBCHKMIT
HaIliOHAJIBHHUI .
eIaroriyHui JICpKaBHIH
. . 7494 YHIBEpCUTET 4567
YHIBEPCUTET 1M. A
BHYTPIIITHIX
Bonoaumupa
CrpaB
T'HaTioka
HauionansHuii JHinpONeTpoBCh
AN \N VHIBEpPCHTET P I))Ie )I(TEII)BHI/Iﬁ
G BOZHOTO 6035 YHiBeII)Z)CI/ITCT 3263
A4 | rocriomapcTBa T2 A
MIPUPOIOKOPUCT BHYTPILIHIX
P y CIpaB
BaHHS

O. B. XKezyc. @opmysanus cmpamezii MapKemuHey 6 COYiaNbHUX MepeNcax 3axKnaoy uoi

ocsimu
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[Iponosxenns Tadmui 1

2 3 5 6
HanionansHuii .
A N byxoBuHCBHKMI
£ FOPUTTITHHAHA o
4 YHIBEPCHUTET 5846 JICPAABHITH 2819
‘ iMeHi SIpocnaBa MO AEHIH
YHIBEpCUTET
Myaporo
Hamionansanit JKuromupchkuit
MEIUYHUN Jep KaBHUM
YHIBEPCHUTET 4878 YHIBEPCHUTET 2502
imeni O.0. iMeHi IBaHa
Bboromonbusg ®paHka
KuiBcbkuii Binnunpkuit
HAaI[lOHATTLHIH JepKaBHUI
niHr.BiCTI/IIIHI/Iﬁ 4404 negarorquHﬁ 2049
YHIBEpCUTET YHIBEPCUTET
(KHJTY) iMeHi Muxaiina
KomoOuHChKOT0
KuiBceknii
{/fix HaHiOHaTH)HI/I\I:/'I TepHpninLCLKlfﬁ
Q: aJ :"' CKOHOMIMHMi 3627 HaLIlOHaJ.'II;HI/IE/I 2782
Nemp/ _yHiBepcuter KOHOMi4HMI
N iMeH1 Baguma YHIBEPCUTET
T'erbmana
JoHernpkmii JIeBIBCHKHIT
HaLlOHAJIbHUIA Jep KaBHUM
YHIBEpCUTET 4437 YHIBEpCUTET 1979
iMeHi Bacus Oe3neku
Cryca KUTTENISUTBHOCTI
m [Ipuxapnarcekuit KpuBopizbkuii
E — HE?HiOHaJ]I)HI/.II‘/'I 3444 ,uepncal?Hm‘/’Iv 1901
R YHIBEPCHUTET M. reaaroriyHuim
B. Credannka YHIBEpCHTET
Cymapne
OXOIUIEHHS
ayuTopii
yHiBEpCH- 66279 50646
TETAMHU, 1[0
YBIATILITH
o TOII-10

3a pe3ynbTaTaMM MiJpaxXyHKIB CyMapHEe OXOIUICHHs ayJIuTopii yHiBepcUTETaMu, ILI0
yBiinum 10 TOII-10 B 060X kaTeropisx, ckianae maibke 117 tuc. kopuctyBauis. HaiiO1ibia
iX uucenpHICTh Ha cTopiHmi Jigepa B KaTeropii «TOII-10 nep>kaBHUX yHIBEpCHTETIB»
€Bporeiicbkoro yHiBepcutTery, a came 22076 mianucumkiB. B kareropii «Tom-10
HalllOHAJIbHUX YHIBEpCUTETIB» JiJepaMu 13 mokazHukamu 13213 ta 12901 mianmucuukiB €
MPOBIJHI BITYM3HAHI BUILI — KUiBChKuil HallloHaIbHUHN yHIBepcuTeT iMeH1 Tapaca llleBuenka
ta HanionanbHuii yHiBepcuter «KueBo-MoOruisHChKa akajeMish», BIAMOBIAHO. Sk cBig4aTh
naHi Tabnuii, piBeHb akTuBHOCTI 3BO B FaceBook cyTTeBO mudepeHiitoeTbes.

Y minmoMmy 3a pe3yibTaTaMM KOHTEHT-aHalli3y CTOPIHOK BiTYM3HAHUX 3BO
YCTaHOBJICHO:
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https://www.facebook.com/%D0%9F%D1%80%D0%B8%D0%BA%D0%B0%D1%80%D0%BF%D0%B0%D1%82%D1%81%D1%8C%D0%BA%D0%B8%D0%B9-%D0%9D%D0%B0%D1%86%D1%96%D0%BE%D0%BD%D0%B0%D0%BB%D1%8C%D0%BD%D0%B8%D0%B9-%D0%A3%D0%BD%D1%96%D0%B2%D0%B5%D1%80%D1%81%D0%B8%D1%82%D0%B5%D1%82-%D0%86%D0%BC%D0%92%D0%A1%D1%82%D0%B5%D1%84%D0%B0%D0%BD%D0%B8%D0%BA%D0%B0-1483258578591462/
https://www.facebook.com/%D0%9F%D1%80%D0%B8%D0%BA%D0%B0%D1%80%D0%BF%D0%B0%D1%82%D1%81%D1%8C%D0%BA%D0%B8%D0%B9-%D0%9D%D0%B0%D1%86%D1%96%D0%BE%D0%BD%D0%B0%D0%BB%D1%8C%D0%BD%D0%B8%D0%B9-%D0%A3%D0%BD%D1%96%D0%B2%D0%B5%D1%80%D1%81%D0%B8%D1%82%D0%B5%D1%82-%D0%86%D0%BC%D0%92%D0%A1%D1%82%D0%B5%D1%84%D0%B0%D0%BD%D0%B8%D0%BA%D0%B0-1483258578591462/
https://www.facebook.com/euuniversitet/?ref=br_rs
https://www.facebook.com/kyiv.university/?ref=br_rs
https://www.facebook.com/naukma/?ref=br_rs
https://www.facebook.com/122417424458672/photos/729663410400734/
https://www.facebook.com/325030590995558/photos/325035764328374/
https://www.facebook.com/214656325274991/photos/239719872768636/
https://www.facebook.com/139364059496639/photos/859704610795910/
https://www.facebook.com/1483258578591462/photos/1483258648591455/
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— y oumpmocti 3BO uncenpHicTh mianucunkiB MeHma 3a 1000, B okpeMux — MeHIIe
100, x0oua CTOPIHKU AEAKHUX 3 HUX (PYHKIIOHYIOTh JOCUTh TPUBAJIUH MEpioz;

— BUSIBJICHO CTOPIHKH B3araji 0e3 »KO/HOi myOJIiKaIlii;

— Ha OKpEMHX CTOpIHKax IMyOJiKaIii 1ye crapi, JaTyroThes HaBiTh 2014 p.;

— B JISAKUX BUIAJKaX Ma€ MICIIe IIepeHaBaHTaKCHHs MyOJTikaiil 3a 1eHp — Oibie 10,
aJie TIpu [IbOMY Ma€ MicCIle HEeperyJSIpHICTh MMy OmiKaiii;

— JIAWKW 3/1e01TBIIOT0 HaJIeXKaTh BHYTPIIIHIM «3aI[iKaBJICHUM ITiIIMACYUKAM.

Y mimomy SMM y O6inemocti 3BO nuime Ha eram BOPOBAa/DKEHHS, HaBelEHI
poOJIeMHI acIeKTH CBiAYaTh MPO BIACYTHICTH CTpaTerii, Melia-IiiaHy, CKOOPJIMHOBAHOCTI
niil. Hapasi MoXHa TiNbKM TOBOpUTH Tpo mpucyTHicTe 3BO B comianeHiil mepexi. s
3a0€3MevYeHHs] KOMYHIKAIIHHOT €)EKTUBHOCTI IIOTO HEAOCTATHHO, HEOOX1THO CIIPSMOBYBATH
3yCHJUIA Ha HAPOIEHHS YMCEIbHOCTI Ta aKTUBI3ALII0 MiANKUCYHKIB, [0 TOTPeOy€e MOCTAHOBKU
KOHKPETHHX I[JIeH Ta MIaHyBaHHs I1d JJIs 1X JOCSTHEHHS.

3 MeTow y3araJibHEHHS TPAKTHKH BUKOPUCTAHHS I1HCTpyMeHTiB SMM vy
MapKETHUHIOBIN MISUIBHOCTI CTPYKTYpHHX mifpo3auiiB 3BO Oyio mpoBeneHo po3BiAyBalbHE
JIOCITIJIKEHHSI METOJIOM MOHITOPHHTY CTOPIHOK Kadenp MapKEeTHHTY BITYM3HSHUX BUILIB Ta
dakynbrery MapketuHry y FaceBook, cranom Ha 12 kBiTHa 2018 p. OcHOBHHMH
napaMeTpaMu JOCITIDKEHHS 0yJI0 00paHO YUCENBHICTD IiMUCHUKIB, aKTHBHICTH TyOJTiKaIlii,
KUTBKICTDh MyOJTiKalliii 3a Oepe3eHb, JaTa OCTaHHBOI MyOiKallii, mepepBa M MyOiKalisIMH 3a
OCTaHHIO JaTy Ta AAaTOK0 MOHITOPUHTY, MaKCHMajJbHa KUIBKICTh JIAlKiB 3a MyOuikamito B
OepesHi Micsili, 3B’S30K calTy kadeapu 13 cropiHnkoro B FaceBook, BHA Ta IIKaBICTbh
KOHTEHTY. Y TaOJUIll HaBEJCHO OJIepXKaHi pe3yJbTaTH YaCTHHHU BUOIpKH, BiTiOpaHUX TaKuM
YHHOM, 100 MOKa3aTu pi3Hi piBHI BUKOpHcTaHHd SMM cTpykrypHuMu minposainamu 3BO y
FaceBook (3 ernunnx mipkyBaHb Ha3BU Kadeap He HaBOIATHCA). Hemonikom maibke B ycix
BHITQJIKaX € HEJAOCTATHS YMCEIbHICTh IIMMCHHUKIB Ta MBUIKICTH 11 3MiHH. SIKIO MOPIBHATH
CTOPIHKH Cy0’€KTIB PUHKY HE(QOPMaJIbHOI OCBITH, TO iX aKTHBHICTh y COIIJIbHIN Mepexi €
3HayHO BUMIOK. 7 MpuUKIagy Ha CTOPIHKY MDKHApoaHOI OcBiTHROI miuargopmu LABA
nignucano 79057 ydyacHUKIB TPyIIH.

VY wmigoMy 3a pe3ynbTaTaMH IPOBEIEHOTO JOCIHIIKEHHS, SKI HaBeleHO y Talnl. 2,
3p00JI€HO HACTYITHI BUCHOBKHU:

— HEeJIOCTAaTHA yBara JaHoMY 3aco0y KOMYHiKalliif Ta MPOCYBaHHS;

— BIJICYTHICTh CUCTEMHOT pOOOTH 3 ayIUTOPI€IO;

— HEeperyJSIpHICTh PO3MIIIEHHS MyOTiKaIiii;

— OJIHOTHITHICTh KOHTEHTY;

— HEJOCTAaTHICTh aBTOPCHKOIO, KPEAaTMBHOIO KOHTEHTY, LIKaBOro s IUIbOBOI
ayJIuTopii;

— BIICYTHICTh YITKMX MapKETHHIOBHX I[iJIei Ta 3aBJIaHb, 1110 BUPILITYIOTHCS;

— BIZICYTHICTh CETMEHTAIIl] [IUUIbOBOT ayUTOPIi;

— BEJIMKI MepepBU MK MyOiKalisgMy, B OKPEMUX BHUIAJKaX 10 ABOX-TPbOX THKHIB;

— HU3BKUH PIBEHb B3AEMOJII, SIKUH XapaKTEPU3YETHCS MAJIO0 KUIBKICTIO KOMEHTapiB,
MEPEeToCTiB, HABITH JAMKIB;

— MaJla YUCEIIbHICTD ITiIMMICHUKIB;

— HEJOCTaTHE CTBOPEHHS AaKWUBHOCTEH, SKi MpuBepTald O yBary Ta cOpusiud 0
3aJTy9E€HHIO 10 KOMYHIKAIIii;

— ca0kuii 3B’s130K MiXk cTopiHkoio FaceBook cTpykTypHOTo migpo3ainy i3 odiriitHo0
CTOPIHKOIO 3aKJIafy;

— BIJICYTHICTh 3B’sI3Ky MiX o(iuiiiHo0 cTOpiHKolo FaceBook Ta CTOpiHKOIO calTy
CTPYKTYpPHOTO HiAPO3/ily, 1110 CBIJYUTH MPO HEMOCIHIJOBHICTh KOMYHIKAIIMHOI CTpaTerii Ta
HEIOOIIHKY poiii SMM.
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Tabmuus 2 — Pe3ynpTaTei MOHITOPUHTY CTOPIHOK OKPEMHX CTPYKTYPHHUX MIAPO3/LIIIB, K1
3IIHCHIOIOTH MIATOTOBKY 3a CHEMialbHICTIO « MapKeTHHT»

Hapamerpu 06kt 1 06’k 2 06’ext 3 06’k 4 06’ekt 5
JIOCITIJOKEHHS
HncembHicTs 766 1137 655 23 903
I ANMCHUKIB
AKTH.BHIC.TUL Cepenns Hoctatibo Cepenns Husbka Hwuzpka
nyOikamin BHCOKA
KinpkicTsb
nyOmikarii 3a 12 21 13 4 6
OepeseHsb, of1.
OCTaHHﬂ . 5 KBITHS 11 xBiTHS 6 KBITHS 24 Gepe3Hs 3 KBITHSA
myOiKaris
HepepBa MDK TwxneHs 1 neus 6 IHIB 19 nuis 9 nHiB
myOiKaIi-ssMu
Makcumaib-
Ha KUIBKICTB
JTANKIB 32 34 83 16 5 5
myOmiKarito B
Oepe3Hi
Mics1i, oz,
HasBHicTh
nyOuikamii 3
odimiitHoi - - + - -
CTOpIHKH
3aKJIaay
3B’S30K CalTy Cropinka Cropinka
13 CTOpPIHKOIO B caiity cauTy
FaceBook kadeapu kadeapu
oB’sA3aHa 31 i i OB’ sI3aHa 31 i
CTOPIHKOIO CTOPIHKOO
3aKIaay 3aKIaay

3a pe3ynbTaTaMu aHali3y KOHTEHTY Ha cropiHkax 3BO Ta iX CcTpyKTypHHX
nigpo3autiB y FaceBook nomoBHeHO mepenik TemaTHuHux nyOmikaniidi y Facebook (puc. 4),
Bu3HaueHuil HaykoBigiMu Cym/1Y C.M. Imnamenko, FO.C [unyninoro, H.C. Innsmenko [3]
3a pe3yibTaTaMy aHaji3y KOMYHIKaTHUBHOI e(eKTUBHOCTI rpynu «MalicTepHsi MapKeTUHTY 1
1HHOBAI1» Kadeapu MApKETUHTY Ta YIPABIiHHSA IHHOBALIHHOO JISUIBHICTIO.
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Bunu koHTeHTy, 1110 HalOLIbII YacTo myOsiKyeThest Ha cropinkax 3BO B FaceBook

— AHOHCH CTHIICHIH, CTa)XyBaHb, TPAHTIB /U CTYACHTIB 1 acIipaHTiB

—| 3BiTH Ta PpoTOpETOPTAXKi PO CTAKYBAHHA, IPAKTUKY, EKCKYPCil CTYyJCHTIB, Y T.4. 32 KOPJOHOM

— XpoHika, peropTaxi mpo Mmoii, mo BigOyBarOThCA B 3aKIaIli

— H:oBunu B cdepi Buoi ocBitn

—1 Indopmaris Ta poTo3BiTH 3 HAYKOBUX KOH(EpEHIIN

__| Indopmariis mpo HayKOBi 3aX0IH, OJMIMITia i Ta KOHKYPCH JIJIS CTYICHTIB

—1 Indopmariis Ta GoTO3BITH IIOAO TEPEMOT y KOHKYPCAaX HAYKOBHX, JUINIOMHUX POOIT CTYACHTIB

—1 Indopmariis Ta GoTO3BITH OO0 POOOTH i CTaXKyBaHHS BUKJIAJa4iB 32 KOPIOHOM

— ®otopenopTaxi Mpo HaBYAILHUHN MPOLIEC 3 ayaUTOpiii, Taboparopiii

IHdopmaris Ta GOTO3BITH MO0 IEPEMOT CTYACHTIB y CHOPTUBHUX 3MaraHHAX, a TAKOX 1HIINX
3aX0/1ax, SIKi IPOBOIATHCS U CTYIEHTIB: KOHKYpciB TanaHTiB, KBK, iHTeneKTyaapHUX irop TOIIO

— Indopmauis Ta poTO3BITH 1010 PE3YIHTATIB 3aXUCTY MariCTEPChKUX, AUCEPTALIHHUX POOIT;
NPOBENICHHSI CBSIT BPYYCHHS JIHILIOMIB

[ opmaris s WKOSPIB, EPEBAKHO PO MPOBEICHHS «J[HS BIIKPUTHX ABEpe», 3aIpOILEHHS 10
3ax0JiB y Mexax IpodopieHTamiiHOTI poOOTH

— Tadopmaris mpo BUIAaHHS HAYKOBOI, HABYAIBHOI JIiTepaTypH, paxoBHX KypHAIIB

— Iadopmarmis mpo yyacTb BUKJIAIAviB Ta CTYACHTIB Y MDKHAPOTHHUX IPOEKTAX

— IlpuBiTaHHs 31 cBATAMU

—| T'ymopuctuyHi myOmikamii

Pucynok 4 — Tematuka my6mikariii Ha cropinkax 3BO B FaceBook

Buxoasun 13 HasBHOTO KOHTEHTY, CIiJ] 3a3HAYUTH 3arajibHOIH(QOPMATUBHUI
xapaktep mnyOmikamii 3BO Ha cropinkax y FaceBook, Akuil CBIAYNUTH HpPO MOTOYHY
JUSUTBHICTB, YCHIXM B NEBHHMX c¢epax. YCTaHOBJIEHO HEAOCTATHICTH i1H(opMamii 11010
CHellaJIbHOCTeH, PHUHOK TMpari, 3aTpedyBaHOCTi (axiBIiB, NPUKIAIIB  YCIHIIIHOTO
npaleBlalTyBaHHsd BUIIYCKHUKIB 3aKiajay, TOMy HaiOuipm HeoOximHa s 3BO minboBa
ayuTopiss — TOTEHLIWHI abITypi€eHTH, HENOCTaTHhO oxoruleHa. [locunenHs notpedye
KOMYHIKaIliilHa aKTHUBHICTb PpEKTOpaTy 3akiajliB, CTYJIEHTCTBA, IO € BAXIUBUM JUIs
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(dopMyBaHHs MO3UTUBHOrO cupuiHATTA 3BO, NpuUXMIBHOCTI Ta TOTOBHOCTI ayIAUTOpIi 110
B3aeMoJii. Buxomsuum i3 HaBEJEHOro, TOCTPOI0 € TpoliIeMa BHOKPEMJICHHS IIJIbOBOT
ayUTOPil Ta KOHTEHTHOT MOJIITHKH B COLIIAJIbHIA MEPEXi.

Y mimomy cmig  BiAMITHTH po3yMiHHA mpaniBHukamMu 3BO  HeoOXigHOCTI
IPUCYTHOCTI iX 3aKJIaJiB Yy COLIAJIBHUX Mepexax, aje MpH LbOMY pe3yJbTaTH B LbOMY
HampsMi JiSUTBHOCTI MOk HenocTtatHi. 3BO moTpiOHO BIPOBaKYBAaTH OpTaHi3aIliiftHO-
YIPaBIIHCBKUA MexaHi3M i1 ¢opMmyBaHHS crparerii SMM Ta HallaroJpKyBaTH B3a€MO/IIIO
CTPYKTYpHUX MIiApO3AUTIB y mporeci ii peamizamii. IlepmoueproBumu 3axolaMu II0I0
BIPOBaPKEHHS Ta akTuBizalii y 3BO e:

1) opranizaiiist po60ouOi rpyIy Ta MpU3HAYCHHS ii KEPiBHUKA,

2) po3pobOka Ta BrpoBamKkeHHs SMM-cucremu;

3) dbopmyBanus Web-kynbTypH, oprasizailis 3axo0jiB 3 HaBYaHHS MEPCOHATY MO0
peanizanii 3axoaiB SMM;

4) po3pobOka Ta peaizartist crparerii SMM.

Jnsa peanizanii ycix HeoOximHux 3aBganb SMM B 3BO nmotpiOHa koMaHJa aKTUBHHX
NpaliBHUKIB. YpaxoByroun crenudiky HayKoBo-mefaroriyaoi agisuibHocTi B 3BO, 0e3
3amyuyeHHs BUCOKOKBaiidikoBaHoro ¢axiBisg B i cdepi He o0Oiiituch. Bin moxe Oytu
NPU3HAYCHUH KEPIBHUKOM TPYIH, 10 CKJIAay SIKOTO JOUUIBHO BKJIIOUUTH TPEICTABHHKIB
PI3HUX CTPYKTYPHHUX MiJIPO3JLTiB, sIKi OyAyTh HECTH BiANOBIJAJIBHICTH 32 y4acThb HOro B
peamizanii crparerii SMM. Ockinpku 3piiicHeHHs SMM norpedye BHCOKOTO piBHSA
BIJIIAHOCTI, 3aJIy4€HOCTI TMEpCOHaNy, IMEBHOro HAa0Opy HABHUYOK, BMiHb HEOOXIIHUM €
dopmyBanHs Web-kynerypu B 3BO, 1m0 103BOJIMTH MiIBHIMUTH HU(POBY TPaAMOTHICTS,
3a0€3MeYUTH CIIPUUHATTS IEPCOHAIOM IHCTPYMEHTIB Ta TEXHOJIOT1H MPOCyBaHHA B IHTepHeT-
cepeoBuIli, HA0yTH HABHYOK X 3aCTOCYBaHHS.

Hactynuum xpokom € HanaromxeHHss SMM-cuctemu 3BO, ska 6 inTerpyBana B co0i
wIaThOPMH COLIATBHUX MEPEeX, CTOPIHKH JJsl PI3HUX IUIBOBHX ayAWUTOPid, CTOPIHKH
CTPYKTYpHUX MiJIPO3JLTiB, SIKI MOBUHHI 3 HUMHU B3aemoniatu. llpukian takoi cucremu
HaBEJIEHO Ha puc. 5, Ha skomy mokazaHo SMM-cucremy 3BO Ta HaBemeHo MmoOylIOBY
KOMYHIKaIliil B COIIaJIbHUX MepeXax 31 CTyJeHTaMHu Ta abitypieHTamu. Jlns HuX oOpaHO
wiargopMu, sIKI HaMOLIbII TOMYyJSpPHI cepel MOJOADKHOI aynuTopii, a came FaceBook,
Instagram, Youtube, a TakoXX CTPYKTypHI HiAPO3MALAM, SKI TOBHUHHI 3allyyaTHcs M0
KOMYHIKaIliil Ta B3a€EMO/I1i 3 TAHOIO IIJTHOBOIO ayAUTOPIETO.

KirouoBuM eranoM BIPOBAKEHHS Ta aKTUBHOIO BUKOpUCTaHHI SMM e po3poOka
CTpaTerii — JAeTali30BaHOro Ta MOCIi0BHOrO TUTany il (puc. 6).

Ilepumii eram — AIarHOCTMYHMM, peami3alis SKOTrO0 IO3BOJHUTH Yy3arajibHUTH
iH(popMmarito po 3BO Ta Bu3zHauutu cran SMM, 110 y CYKyIHOCTI CHOpUATHME BU3HAYEHHIO
MOYaTKOBUX YMOB 3alpoBa/KeHHs cTpaTerii. HeoOXimHO TakoX HpoaHasi3yBaTH CydacHi
teHaeHuii B SMM, mo6 oOpatu HaiOUIbIl e(peKTHBHI MeToAu. BaxiuBum HanmpsmMom
JIarHOCTUKU € aHalli3 ICHYIOYOi MpPaKTUKU 3acTocyBaHHA SMM  KOHKypeHTaMu, IIO
JIO3BOJINTh BUBYUTH HAsABHMM JOCBiJ, BUSBUTU CHJIbHI 1 CJa0Ki CTOPOHM KOHKYPEHTIB,
BU3HAYUTH NpiopUTeTH cTparerii SMM.

Ha ngpyromy erami Bu3HauaroTbes 1Tl Ta 3aBaaHHs ctparerii SMM. HeobxigHo
BU3HAUUTH TMepioA po3poOku Ta peamizamii crparerii SMM. Buxonsum i3 crnenudiku
¢yukionyBanHs 3BO, nepionom po3poOku Ta peanizauii ctparerii SMM € HaBuanbHUH PIK,
SKUH TOYMHAETHCS Y BepecHi i TpuBae 1o nunHa. CaMme Ha 11ei nepioa HeoOXi1HO MIaHyBaTH
AaKTUBHOCTI1 B COIIAJIbHUX Mepexax. Y JUIHI yBary HeoOXiIHO CIpsMyBaTH Ha KOMYHIKaIii 3
abitypienramu. CeprneHb — MiJBEJCHHA MiJACYMKiB, BH3HAu€HHA €(EKTHUBHOCTI CTpaTerii
SMM, Ta noyatok poGOTH HaJ PO3POOKOIO CTpaTerii Ha HACTYITHUIN HaBYAJIbHUI PIK.
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SMM-cucremMa 3akiaay BHIIOT OCBITH

[TnaTdopmu
COIIaTbHUX
Mepex

Cropinku (mmy0:mikariii)
3aJIeKHO BiJl UJTBOBOI
ayauTopii

CTOpiHKH y CBITOBHX
COITIATBHIX Meperkax

— FaceBook

LinkedIn

Youtube

N/

Twitter

Instagram

—

Myspace Ta iH.

CropiHku
HaI[lOHAJIBHUX
COLIIATIbHUX MEPExK

st ycix kareropiit

CTPYKTYpPHHUX
MiAPO3ILTIB

Cropinku (mmy0mikartii)

OdiuiitHa cTopinka |

KOpHUCTYBauiB 3aKmay

) dakynbTeTIB
s cTyneHTiB Ta
a0ITypi€eHTIB

P Kadenp

. bibmiorekn

151 HayKOBLIB
IIpuiimansHOL

st mpaneaBiiis KoMicii

Jns 6izHec-
CTPYKTYp

! Bigniny npaktuku
Ta
MpaIeBIAIITYBAHHS

CTyaeHTChKOro

CaMOBDPsAAYBaHHA

MixHapOIHOTO
BIJIUTY

HayxkoBoro Bijiny

Bigminy

[ opranizartii
HaBYaJILHOTO
porecy

Pucynok 5 — Ctpykrypa SMM-cuctemu 3akiiaay BUILOI OCBITH
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I Eran. JocaiaHuNbKO-AiarHOCTHYHHIH

36ip Ta y3araJpHEHHS JaHHUX Ipo cTaH Ta mpobiemu 3BO, crpaterito #oro po3BUTKY

BuzHaueHHs cydacHUX TEHAEHIIH Ta TPEHIB y HU(PPOBOMY MapkeTHHTY, SMM

BuBueHHs iCHYI0YOI IPaKTHKH Ta AOCBixy 3acTocyBaHHsI SMM y cdepi BuIoi ocBiTH

MowiTopuHT cTopiHOK 3BO-KOHKYpEHTIB Ta aHali3 KOHKYPEHTHOTO CEpeAoBHIIA

Orsi corianbHUX MIaThOPM Ta CTATUCTHKH 1100 IHTEPHET-ayIUTODIT

v

II ETan. ®opMmv.iioBaHHA WiJei

Busnagenns nepiogy po3poOku Ta peaiizarii ctparerii SMM

®dopmyroBanHs crparerivaoi Metu SMM

KOHKpCTPI?,aL[iH 3aBAaHb JIs1 JOCATHCHHSA CTpaTeFi'-IHOI MCTHU

III Eran. ®opmyBanHs crparerii npucyTHocti 3BO B conianbHuX Mepexax

Bu3HaueHHs cerMeHTIB HUILOBOT ayuTOpii Ta BUIUICHHS X KIIIOYOBHX

XapaKTEePHUCTHK, SKi BIUIMBATUMYTh Ha MMOOYJOBY B3a€MOBIIHOCHH (I[iIHHOCTi, OCHOBH1
MOTHBAii, iIHTEPeCH, 0COOINBOCTI TOTPeOd Ta IPOOIEM, MiCIsI HPUCYTHOCTI B
IHTEDHET] IUIS CKJIANaHHS MATEeDHIB I BIATIOBITHUX CETMEHTIB)

Bubip coniansHux matdopM BiIIOBITHO N0 MATEPHIB MUILOBOI ayJUTOPIl

q)OpMyBaHHﬂ Ta OImicC HO3I/IL[iOHyBaHH$I 3BO B COI_IiaJ'[BHI/IX MEpEKax, BUBHAYCHHS

HOTro yHIKaIBHUX BIIMIHHOCTEH, po3poOKa MpoIo3uLii moao GopMyBaHHS
KOHKYPEHTHUX ITepeBary JUis Lijeil MPUCYTHOCTI B Mepexax

A 4

IV Ertan. Po3podka komyHikaniiinoi mojitnku 3BO B coniaabHUX Mepexkax

@DopMyBaHHSI KOHTEHT-TIOJTITUKH: BU3HAYCHHS TEMAaTHKH, 3MICTY Ta THIIB KOHTEHTY,
3aco0iB npecTaBiIeHHs (TEKCTH, Bizieo, (OTo, KOMOIHOBaHI TOILIO ) JUTs Pi3HUX

1aTGOPM BIAMOBIIHO A0 0OpaHOI IIIFOBOT ayUTOPIii; YaCTOTH Ta KOHKPETHHUX JaT
a0o THIB MyOJTiKaIlii; MpU3HAYCHHS BIAMOBITATBHKX 3a MiATOTOBKY Ta PO3MIIIICHHS
KOHTEHTV

CknamaHHs Mefia-Tuiady: rpadika myOsikamii KOHTEHTY 3a THIIAaMH, BHIAMH, 3aco0amMu

BusnaueHHs 3ax071iB 3 TPOCYBaHHS KOHTEHTY

\ 4

V Eran. Peanizanisa koMmyHikaniiiHol MOJTiTHKH Ta KOHTPOJIb Pe3y/bTaTiB

BukonaHHS MeZia-TITaHy — CBO€YacHE PO3MIIIEHHS 3aIUIAHOBAHOTO KOHTEHTY

BincrexxeHHs Ta TeCTyBaHHS pe3yJIbTaTiB: 3MiHA YUCEIBHOCTI IMiIIUCHAUKIB; KIJIbKICTh

[IEPENOCTIB, 00rOBOPEHbD, JIAWKIB; aHaJi3 PEAKLil, MO3UTUBHUX Ta HEraTUBHUX BIATYKIB

- T
< >
PesynbTar He3amOBLTEHUIT Pesynbrat 3am0BibHUI
v v
Kopurysaunsi ctparerii, Bu3HaueHHs po6iem BusHa4eHHs Ta HAKOIIMYEHHS YCIILIHUX Pe3YJIbTaTiB

Pucynok 6 — Etanu npouiecy ¢popmyBanHs Ta peanizauii ctparerii SMM st 3BO
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ba30Bi 1Mon0KeHHs MOBEIIHKK Ta OCHOBHI JoMiHaHTH npucyTHOCTI 3BO B comianbHUX
MepeXax BHU3HAYAIOTBCA Ha TpeTboMmy eTami. [Ipm 1pboMy 0coOIMBY yBary HeOOXiTHO
OPUAUINTA CKJIAJaHHIO Tpo(dUIB HUILOBUX ayAUTOpId — OMNKMCYBaHHS YSBIIIOBAHOTO,
y3arajibHEHOro o0pa3y, mo 3abe3neyuTs OOIPYHTOBaHUH BHOIp coLialbHUX MIATGOPM Ta
HaWOIBII ONTHMAJIBHUX METOJIB 1 TEXHOJIOTIM MOOYIOBH B3a€MOBIJHOCHUH 3 BH3HAYCHOIO
[[ITbOBOIO ayAuTOpi€cto. [[si mpuBaOIeHHs yBaru Ta 3alydeHHs IUIbOBOT ayIUTOpii y Tporieci
PO3pOOKH CTparterii HeOOXiAHO BU3HAYWTH YHIKAJIbHI XapaKTEPUCTHKH, 5KI (HOPMyBaTUMYTh
KOHKYypeHTH1 nepeBaru 3BO 1 BU3HaUaTUMyTh HOT0 MO3UIIOHYBaHHS B COLIIAIBHUX MEpexax.

Ha erami po3poOku komyHikamiiHoi moisituku 3BO B comiaapHUX Mepexkax
BU3HAYAETHCS TAKTHKA i, KOHKPETU3YIOTHCS 3aXOJ, YCTAaHOBIIOIOTHCS TEPMIHU iX
peanizanii Ta BiagnoBigansHi ocodu. OcHOBHA poOOTa Ha IBOMY €Talll MOJIsSITa€ B CTBOPEHHI Ta
NPOCYBaHHI PEIEBAHTHOIO KOHTEHTY JJsl BU3HAueHOi HiboBoi aymuropii. Ilpm npomy
BOKJIMBO 3HAWTH HAWOLIBIN IIKaBy JUIs IUIBOBOI ayAWTOpii TeMaTHUKy, 3a0e3NequTH
YHIKaJIbHUH CTWIIb KOHTEHTY (iH(dopmarlii), ioro monxaui. s opMyBaHHS 3alliKaBICHOCTI,
YTPUMaHHS yBaru Ta MpUBaOJIEHHS MIAMUCHUKIB JAOLIIBHO PO3POOISTH KOHTEHT-IUIAH, SIKUN
YiTKO pEerJIaMeHTy€e TEMaTHKy KOHTEHTY, YacTOTy myOmikamiid, BiAMOBIAHMX 0cCi0 3a
HiArOTOBKY, MOCTIAOBHICTh HOr0 BHKJIAJEHHS B COLIaJbHIN Mepexi, o 3a0e3neduTh
NOCTIMHICTD Ta SKICTh IMyOJiKaIii, iX TOTOBHICT y moTpiOHui yac. s 3BO koHTEHT-1IaH
JOLLTEHO PO3POOIATH HA MiCSIlb, YPAXOBYIOUH OCOOIMBOCTI MEPioy HABUAIBHOIO MPOIIECY,
3aIyIaHOBaHI HAyKOBi, MpodopieHTalliiHI 3aX0J1U, 3aX0I{ 3 BHXOBHOI pOOOTH CTYACHTIB,
BU3HavYabHI nofii ;s 3BO, cBATKOBI Ta 1HII Ba)KIHMBI JaTH 7S HUIBOBUX ayIUTOPiil TOLIO.
Jnst peamizanii KOHTEHT-IUIAHY CKJIAJAlOTh Meia-TilaH — JOKYMEHT, B SKOMY YiTKO
BU3HAYAIOTHCS JaTH, 4ac MyOuiKallii, BUJ KOHTEHTY, BIANOBiAalbHI 0cobOu, ocobOmmBa
iHpopMarisa, mo moTpedye ypaxyBaHHS y BH3HAUCHHUH IMepiof; KOMYHIKaliiHI TMOKAa3HHUKH.
Po3pobOnieHHss Memia-TulaHy MOXHa 3ilcHIOBaTH 3a gornomoror Google Docs, Ttabwuis
Excel, Google Calendar. ITo mipi peamizarii meaia-rurany s 3a0e3MeueHHs] KOMYHIKaI[iHOT
e(deKTUBHOCTI HEOOXiMHO mepeAdayuTH 3aXOoAu 3 MPOCYBaHHS KOHTEHTY, IO CIPHUSTUME
aKTUBI3allll ICHYIOUMX MIJNUCHUKIB Ta 3allydeHHI0O HOBHX. Cepel HallOUIbII MOMYJISPHUX
3ac00iB Cil BIJ3HAYUTH KOHKYPCH, BIKTOPHMHH, IrpH, iX BUKOPUCTAaHHS 3a0e3MeyYUTh
IIBUJKICTh Ta MacIITaOHICTh PO3MOBCIOKEHHSI KOHTEHTY. [[s iX 3acTocyBaHHSI MOTpiOHA
rapHa ifies Ta MexXaHi3M ii peamizariii.

VYenimuicts SMM crpaterii 6arato B 4oMy 3aJ€KUTh BiJl 3aKJIIOYHOIO €TaIly, sSIKUi
nependavae CBOEYACHY MiITOTOBKY Ta PO3MIIMIEHHS 3alUIAHOBAHOTO KOHTEHTY, BiJICTEKEHHS
i peectpamiss peakuid ayaurtopii. [loTOYHMII KOHTpPOJIb Ta Yy3arajJbHEHHsSI pe3yJbTaTiB
JIO3BOJIAITH 3JIMCHUTH aHali3 Ta OLIHKY pe3ynbTaTiB peanizauii SMM crparerii. [Ipu npomy
BaYUIMB1 SIK HEraTUBHI Pe3yJbTaTH, K1 JO3BOJIATh CBOEYACHO KOPUTYBaTH CTpPATETrito, TaK 1
MO3UTHBHI, HAKOMMUEHHS SIKUX € BXKJIMBHUM 3 TOYKHU 30pY y3arajibHEHHS YCIHIITHOTO JOCBITY
Ta IMOAAJBIIOT0 HOTO BUKOPUCTAHHSI.

Cepen pekoMmeHaliii moao po3poOku Ta peamzanii SMM crparerii B 3BO cnix
B1JI3HAYUTH HACTYIIHI:

— BIpOBapKeHHA nocagu SMM-mapkerosora B 3BO;

— mopiyHa po3poOka Ta peamizaiis SMM cTparerii y BUTIsAII JOKyMEHTA, SIKUA Mae
y3ro/KyBaTUCS 13 yciMa CTpYKTYpHUMH miaposainamu 3BO Ta 3aTBepaKyBaTHCS PEKTOPOM;

— ONTHUMI3aIlisI CAUTY TiJT COIiaTbHI MEPEXKI,;

— BUKOPHMCTaHHS JEKUIBKOX COLIAJIbHUX MIaT(opMm;

— BIJCTEXEHHS Cy4acHHUX TPEHIIB y chepl uuppoBoro MapkeTunry, SMM;

— ¢opmyBaHHs 0a3u JaHUX MIOA0 CHENU(IKU IITHOBOI Ay IUTOPIT;

— Oprasizamisi IHTEpHET-CHUIBHOT Yy COIUaJIbHUX MepeXkax A pPI3HUX LUIbOBUX
ayIUTOPIH.
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Pi3HOMaHITHICTP IITLOBOT ayauTOpii, sfKa OXOIUIIOEThCS Ha cropiHkax 3BO, ix
CTPYKTYpHUX TIAPO3JUTIB B COIIIAJILHUX MeEpekax; pi3HOIJIAHOBICTH I1HTEPECIB Pi3HUX
CErMEHTIB, BiIMIHHOCTEH y 1iIsax ix B3aemomii i3 3BO, 3yMOBIIOE€ JOMUIBHICTH CTBOPEHHS
CHUIBHOT AN  KOHKPETHOTO  CErMEHTY. YpaxoBylOuW, [0  HaiOuIbpmon  Ta
Ha#mpiopureTHimow a1 3BO Ha maHoMy erarri € MOJOIIKHA ayUTOpPis, a caMe TOTCHIIHI
abITypieHTH Ta CTYACHTH, PEKOMEHIYEThCS OpTraHi3aiis MoJofixkHOi chinbHOTH 3BO B
coIialbHUX Mepexax. Takui miaxia BiAMoOBiAae nepeBaraMm MapkeTunry 4.0, siki MoysiraroTh y
3aJydeHHI KII€HTIB, B JIaHOMY BHUNAJIKy CTYJCHTIB, [0 NPOCYBaHHS;, NpPUHIUIIAM
KIIIEHTOIICHTPUYHOCTI Ta iHguBimyam3amii. KpiM Toro, IOIIBHICTE JaHOTO pillICHHS
3yYMOBJICHa OCOOJIMBOCTSIMH TIOBEJIHKOBHX NATEPHIB HOBOTO TIOKOJIHHSA Z, paHHI
MIPEICTAaBHUKHA SIKOTO BXXE € TOTeHIiHHMMU abitypieHtramu 3BO. Jlns 3a0e3neueHHs ii
(GYHKLIOHYBaHHS HEOOXiTHHUM € 3allydeHHS HaAHOLIbII AaKTHBHOI YacTUHHU CTYJEHTCTBA
3akiajny, sKi OyayTh ¢opMyBaTH Ta MPOCYBAaTH KOHTEHT Ha cTopiHkax. CTyaeHTCbka
IHTEepHET-CIUIbHOTA — IJIaT(opMa CIUIKYBaHHS OJHOJITKIB, Ha sKiil ctyaeHTr 3BO MOXyTh
pPO3MIIlyBaTH KOHTEHT MNP0 HABYaHHS, CTYAEHTChKE JKUTTS, MyOikamii, Ha TeMu, SKi
[IKaBJIATh MOJIO/b, OPTaHi30BYBaTH Ta IMPOBOJUTH KOHKYPCH; Ta, IO CaM€ BAKIHBE —
PO3MOBIIaTH NPO CBOIO CHELIAJIbHICTh, 3aJUIIATH KOMEHTapl Ta BIAT'YKH, HAJaBaTH MOpPAJH,
TOOTO BUCTYIIATH «aJBOKaTamu OpeHay». Criuparounch Ha BUIIMKA PiBEHb OBIPU OJHOJITKAM
B MOJIOIKHOMY CEpEIOBHIII, caMe Yepe3 CTYIEHTCHhKY CIUIBHOTY B COLIaJbHUX Mepekax
MOJKHA OyJie JOCATTH IIJICH MO0 MOMyJIsipHu3allii 3aKjiaay Ta CHeiaTbHOCTEH, BUKIHKAHHS
iHTepecy abiTypi€HTIB 10 HHMX, 3aJy4eHHS iX [0 KOMYHIKallii, IpUBEAEHHS 1O MPUUHATTS
pilIeHHs BiZIHOCHO MOJAHHS TOKYMEHTIB Ta Bcrymy a0 3BO.

BucHOBKM 3 1aHOTO 10C/TiIKeHHS i NepCNeKTHBH NOJAJIBIINX PO3POOOK 32 TaHUM
HanpssMoM. HoBi BukiuKu y cdepi BHUIIOI OCBITH 3yMOBIIOIOTH HEOOXIIHICTH MOIIYKY
edeKTUBHUX 1HCTPYMEHTIB KOMYyHikaulii Ta mpocyBaHHs 3BO. YHacmigok TeHIEHIH, sKi
chopMmyBaimcs i BIUIMBOM TEXHOJIOTIYHOI pPEBOJIOLII, BiAOyBaeThCs mepexiJ CyO’ €KTiB
rOCIIO/IapIOBaHHS Ha HOBY Oi3HEC-MOJIeNb, SiIka 3aCHOBaHa Ha MapkeTHHTY 4.0, B OCHOBI SIKOTO
BUKOPHCTaHHS KIIIEHTCHKOTO JIOCBIAY, IMPPOBUX TEXHOJIOrH Ta 3aco0iB. Came 1s Oi3Hec-
MOJIeNlb TIOBUHHA BIpoBajpKyBatucs i y 3BO. YpaxoByrounm cydacHuil CTaH pecypcHOro
3a0e3neueHHss 3BO Ta MapKeTWHroBl NpPakTUKH B cepl BUIIOI OCBITH, OOIPYHTOBAHO
HEOoOXiHICTh (hopMyBaHHs Ta peanizalii crparerii SMM.

3a pesyibTaTaMu MpoBeeHoro aHam3y npaktuku SMM B 3BO BusiBieHoO, 1110 TaHUMA
HampsAM ~ MapKETHUHTOBOI  MISJIBHOCTI  JIMIIE OCTaHHIMH  POKAMH  aKTUBHO  IOYaB
BIIPOBAKYBATHUCS, TOMY B OLIBIIOCTI BUMAJKIB BOHa HOCUTh HECHUCTEMAaTHYHHI Xapakrep,
3IACHIOETBCS 0€3 HaJeKHOTO IUIAHYBAHHS Ta KOHTPOIIO €(EeKTUBHOCTI. YPaxXxoBYIOUH
3HAYHUM HEBUKOPWUCTAHUNM TIOTEHINAJ] COLIAIbHUX Mepex s mpocyBanHs 3BO Ta
HEOOXIZHICTh aKTUBI3allli y HampsMi BIPOBA/DKEHHS CY4YacHUX LU(QPOBUX METOJIB
MapKeTHHTY, 3allpOIIOHOBAHO OpraHi3aliiHO-YIPaBIIHCHKUI MexaHi3M (QOpMyBaHHS Ta
peamizanii crparerii SMM, BOpoBa/KeHHs SKOTO JO3BOJUTH OpraHi3yBaTH JaHUM HampsM
JISITBHOCTI, 371ACHIOBATH WOTO BIJAIMOBIHO JO IOCTaBJIEHWX 3aBliaHb, IO Yy pasl YCHIXy
3a0e3neunTh TOCATHeHHs 1el npocyBaHHa 3BO B comiaabHUX Mepekax.

Hampsimamu mopanpiioro AOCHIKEHHS BU3HAYEHO PO3POOKY CHUCTEMH TOKA3HHKIB
MOTOYHOTO Ta IMiJICYMKOBOIO KOHTPOJIO KOMYHIKaIliifHOI, COLialbHOI Ta EKOHOMIYHOI
edpextuBHOCTI SMM crparerii 3BO.
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Forming of the Social Media Marketing strategy of higher education institutions

The aim of the article is to generalize the practice of SMM in the field of higher education
and to substantiate the theoretical and methodological foundations of the formation of the SMM
strategy for HEI, development of practical recommendations for its implementation.

The results of the analysis. In a difficult situation on the market of higher education products
which arose as a result of growing disproportions between supply and demand for educational
products, the intensification of competition, a significant reduction in funding, the state of a significant
part of domestic HEIs has deteriorated. To ensure their further development, search and creation of
opportunities for the increased demand for educational products, focusing efforts on its formation and
stimulation became relevant.

On the basis of the revealed strategic changes in the field of higher education in Ukraine,
among which the greatest influence is made by the change of generation, the development of the
knowledge economy and the digital revolution, the necessity of introducing digital marketing methods
in higher education institutions for solving marketing problems was established.
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It is established that under the influence of technological revolution a new type of marketing
4.0 — digital marketing was formed, the principal differences of which are the use of digital
technologies and means of communication and promotion, the integration of ordinary consumers in
corporate communications, accelerating information processes, individualization of communications,
accelerating the development of marketing technologies. Based on the particularity of the youth target
audience as the main consumer of educational products, and taking into account the staffing and
financial capacity of higher education institutions, it is noted that SMM marketing is the priority
method of digital marketing for them.

According to the results of the study of the pages of structural subdivisions of institutions of
higher education in Facebook, a number of problems was identified due to the lack of practical
experience and methodological provision of marketing in social networks in the field of higher
education. Among them there should be noted a lack of system work with the audience; irregularity of
publications; content of the same type; lack of segmentation of the target audience; low level of
interaction; small number of subscribers; insufficient activity creation; the absence of a link between
the official page of Facebook and the website page of the structural unit.

It is determined that in order to solve these problems, the HEI needs to implement an
organizational and management mechanism for the formation of the SMM strategy, which involves the
organization of the working group and the appointment of its head; development and implementation
of the SMM-system; formation of Web-culture of personnel; development and implementation of the
SMM strategy.

Conclusions and direction for further research. The article offers the structure of the SMM
system for institutions of higher education, which integrates social platforms, pages and publications
for various target audiences, pages and publications of various structural units. For formation of the
SMM strategy - the detailed and consistent action plan of the HEI, the following stages are defined:
research and diagnostic; formulation of goals; formation of a strategy for the presence of HEIs in
social networks; elaboration of communication policy of HEI in social networks; realization of
communication policy and control of results.

The emphasis is on the need to take into account current tendencies and trends in SMM.
Taking into account the specifics of the youth target audience of HEIs, increasing the importance of
attracting the audience to corporate communications, the expediency of organizing an advisory
community was identified, and the most active and progressive representatives of HEI students should
be involved in establishing and ensuring their functioning.

The directions of further research are the development of the system of current and final
control of the communication, social and economic efficiency of the SMM strategy of the HEI.

Keywords: marketing evolution, marketing 4.0, institution of higher education, digital
marketing, Social Media Marketing, strategy SMM, target audience.
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ACTIVITY OF RETAILERS AND FMCG PRODUCERS IN THE DIGITAL
AGE

Based on the fundamental results of research, the activity of retailers and FMCG producers in
the conditions of the digital era is investigated and analyzed. The directions of significant influence on
consumer behavior are identified; and the key aspects of retailers’ activities, which allow maximizing
meet consumer preferences and influence on their behavior, are interpreted. The prioritized FMCG
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Today’s consumers have strong needs for immediate
satisfaction. This trend is spread around the world as technology evolves and becomes more
readily available, and as emerging countries grow economically. Retailers and FMCG
producers are faced with the challenge of competing for consumers’ time and disposable
income. In such conditions, each market participant, including retailers and FMCG producers,
needs to constantly monitor consumer preferences and maximize their satisfaction, as well as
rationally choose directions for their activities for the future.

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies. Theoretical and practical aspects of the
retailers’ activity in digital economy are studied by well-known scientists and economists:
Davidaviciene V., Hitoshi S., Hoogenber M., Kesteloo M., Masayuki A., Oklander M.,
Rogers D., Sabaityte J., Samuely A., Schmitt B., Thau B. Despite this fact, the issue of
effective simultaneous functioning of traditional retailers, digital retailers and FMCG
producers has not been studied yet in detail.

Formulation of the purpose of the article (statement of the problem). The aim of
the article is to investigate and analyze the activities of retailers and FMCG producers in a
digital age using the results of thorough research, as well as give practical guidance for the
successful retailers and FMCG producers functioning in the market.

Statement of the main material of the research with full justification of the
scientific results obtained. According to [1] consumers’ perception and consumption
patterns have changed a lot in the digital age. As new purchase desires and demands are
created, consumers have higher and new demands for the connotation and denotation of
goods, consumption scenarios and experience along with consumption upgrade and update,
thus consumption demands have various new business formats. Accurate understanding of
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consumers’ demands is an important premise for enterprises to follow the trend and readjust
strategic orientation. In particular, the following four trends are important factors in the
diversification of consumer values [1; 5-6]:

1. Digital channels and socialized online shopping.

Changes in consumers’ shopping behaviors are mainly reflected in digitalized channel
and socialized online shopping. Firstly, the prevalence of Internet and electronic devices
makes the information screening in early stage easier for consumers. Consumers continue to
spend more time on obtaining product information in the multi-channel environment, and
large numbers of customers spend 90 percent time to browse products for a comprehensive
research before purchasing. Therefore, the new digital environment contributes to consumer
behaviors centered on knowing information related to brands and products. Deloitte research
results [5] show that consumers’ cost on «digital life» increases significantly.

Online shopping has huge potential in socialized media / social networks and
socialized online shopping will become a future trend. Socialized shopping behaviors at
consumption end reflect to a certain extent the application form of emerging community
economy in the retail industry. Consumers joining in the same community for similar hobbies,
identities and labels tend to have deep sense of identity and common languages in values and
aesthetic, and similarities in consumption behaviors and purchase intention. In a stable
community established either in a consciously or unconsciously way, an interaction closed-
loop is built among consumers for them to obtain information and spread it based on nodes.
Reputation-based quality contents are widely spread for many times and thus creating unique
sharing contents.

2. Quality-oriented purchase and experience-based consumption.

Customers’ consumption concept also changes dramatically. Firstly, changes in
consumption concept arise from improved purchasing power and changes in major consumer
groups. The new generation of customers grow up in a better economic environment with
better economic conditions; therefore, they know how to value quality more. That is why
consumption concept will gradually transform from price-driven to quality and consumption
experience-oriented.

The range of choices for products and services will further expand and consumers will
have a greater tendency to prioritizing not only physical value and price, but also a broad
variety of other factors. To understand these other factors, it is useful to consider the five
strategic experiential modules defined by Bernd H. Schmitt (2011) [7]. Experiential value
refers to sensory value arising when people feel satisfied or moved through the experience of
using a product or service, and its concept goes beyond the traditional sense of physical or
monetary value. These five components are: 1) sense (engages the five human senses of sight,
sound, smell, taste and touch); 2) feel (creates positive emotional experiences); 3) think
(appeals to our intellect and creative thinking); 4) act (invokes changes in our behavior and
lifestyle); 5) relate (draws upon our innate search for belonging and meaning). Providing
experiential value associated with these five components is expected to become increasingly
important. One of the characteristics of consumers emphasizing experiential value is that
consumers are meticulous about not only the products and services themselves, but also their
design and purchase process.

As pointed out in Masayuki, A. & Hitoshi, S. report (2014) [6] an important change in
consumer attitudes is the trend toward the desire to be active co-creators instead of simply
consumers. Another trend pointed out in the report is that consumers want to transform the
design, provision, sales, and purchase of goods and services to their preferences. These
consumers value their own personal scenarios linked to products and want to be attracted to
brand-name products without being constrained by the brands. What is necessary to provide
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value to such consumers is to encourage them to participate at various stages from design to
purchase. Concrete examples include consumer participation in product development
activities (user innovation), and sales activities related to used product markets and
transactions.

3. Personalized consumption and mobile payment. Focus on safety and security.

The emotional connotation and identities carried by goods are additional decisive
factors when consumers selecting goods. In general, they prefer to buy personalized and niche
goods, seek for the recognition of sub-cultural communities, and share shopping experience
on social media. Besides, consumers are becoming gradually mature in understanding and
accepting personalized products. To satisfy personalized requirements, consumers are not
averse to compromising on price to some extent.

Consumers’ open views on personalization, that Figure 1 illustrated, make consumers
participate in design and producing process of products more actively.
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Figure 1 — Customization of products in the market [1]

As digital mobile technology advances, consumers are rediscovering the importance of
human connections and have begun emphasizing customer service experiences at brick-and-
mortar stores and e-commerce websites [6]. Trust is essential for retailers seeking to harness
data about consumers in order to provide a better experience. Trust also plays an important
role in how consumers evaluate online security risks. The PwC (Global Consumer Insights
Survey, 2018) [8] asked respondents how they reduce the risk of online security issues and
fraud (allowing them to select all the options that apply). Figure 2 demonstrated all results of
the survey.

So more than half consumers said that they only use credible and legitimate websites
(57%) or choose providers they trust when making payments (51%). Other factors, such as
minimizing the amount of data given out and avoiding the use of artificial intelligence
devices, trailed far behind. It is notable that overall consumers’ security precautions seem to
have decreased slightly since survey [4] in 2017 year. This could mean that consumers trust
retailers more, which would be good news, and at the same time, it may imply raise
expectations for reliable security [8-9].

While consumer trust can be the key to a company’s success, the coveted prize is to
win consumers loyalty. Ideally, these consumers not only develop an allegiance to a company,
but they also become brand ambassadors, encouraging others to follow suit. Given the nature
of online shopping, where consumers are buying products sight unseen, providing personal
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data online, and often paying in advance, having a brand and website that consumers trust is
critical. Competitive prices or delivery options can be a deciding factor when potential
customers are choosing a vendor, but at the end of the day, consumers will only buy from
websites they trust. Therefore, when shopping in-store, consumers have certain service level
expectations of staff attentiveness or product knowledge. In an online environment, however,
most transactions are conducted with no personal contact or service at all [10].

Question - How do you personally reduce the risk of online security
issues / fraud?

Avoid using Al devices - — @2017  @2018

Scrutinize the data privacy policy

.

AT AT AT AT

Only purchase from retailers in my country

Restrict any requests for sharing my location

Minimize the amounts / type of data | give out

Use a credit card that gives me purchase protection
Use different passwords for different websites

Avoid clicking on ads / popups |
| 43%

Choose providers | trust to make a payment 0
Only use credible / legitimate websites [ —————— (579
(o]
0% 20% 40% 60% 80%

Figure 2 — Results of a consumers’ survey regarding online risks [9]

Providing excellent consumer online support, loyalty programs and benefits, and a
forum for feedback, will all remain vital to earning the loyalty of customers across
generations. However, in order to attract the younger consumers, companies need to offer
more personalized interactions, more customized experiences and engagement. To win and
retain online customers, companies need to find cost-effective ways of providing the service
and quality that customers expect, while keeping prices competitive. Consumers, depending
largely on their country, culture or age, as well as on the type of product being purchased, will
each be more or less willing to trade-off service or quality for price [8-10].

The retailers that are able to identify and segment their target customers based on these
factors, and develop product offerings and online strategies that are distinctly tailored for each
unique market, will be truly poised to succeed in the online revolution. Therefore, retailers
should properly understand the importance of consumers’ back-to-basics preferences and take
appropriate measures. With changes occurring in technology and lifestyle, consumers’
attitude toward time has significantly changed. A survey about consumer trends [6] showed
that 50% of the world’s consumers want timesaving products and services.
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Today’s consumers have strong needs for immediate satisfaction. These trends are
expected to spread around the world as technology evolves and becomes more readily
available, and as emerging countries grow economically. Retailers are faced with the
challenge of competing for consumers’ time and disposable income, rather than participating
in large market shares [6; 10]. Thus, consumer values are becoming increasingly diverse as
value chains based on collaborative value creation are emerging on a global scale, driven by
consumer market synchronization around the world, the rise of platform businesses and
bilateral information flow.

Consumers are increasingly gaining power, and, at the same time, producers are
increasing their contact with consumers. Today, having an omni-channel digital retailing
strategy is a must the time to discuss its necessity is over. The main existing digital retail
trends are interpreted below [6].

Trend 1. Stores are places for experiences and for covering the «last mile».

The movement to redefine retail stores as places for experiences instead of places for
shopping is spreading around the world. Offering a place for experiences is not a new role,
but reflects a back-to-basics approach for retailers. In other cases, retailers successfully
operate websites. As the online market develops, the value of being able to receive orders
anywhere at any time is gaining importance [11].

The above trends indicate a shift in the role of retail stores from places for shopping to
places for covering the «last mile», and we are heading into an era in which retailers that
cannot exhibit originality through their product lines will be unable to survive.

Trend 2. Transformation from vendors to «information providersy.

The ability to analyze and disseminate information has already been an important
factor for digital retailers, and its importance is expected to continue to grow. As retailers
become experience providers, they are expected to increasingly emphasize the use of digital
mobile technology for providing information on products and services in order to deliver
value to customers.

The key components of differentiated value will be not only the aforementioned
experiential value provided in stores, but also the value of guaranteeing product quality and
reliability. As mentioned earlier, Specify invests an enormous amount in its distribution
networks. If digital retailers consign e-commerce with such extensive infrastructure to
distribute products, retailers can concentrate their efforts on differentiating the products and
value that they provide. Cooperation in product development is also an important factor. By
collaborating with manufacturers as well as e-commerce businesses, retailers can promote
product development and user innovation based on the analysis of data on customers’
shopping experiences. This enables digital retailers to improve their ability to provide value to
customers and is thus an important factor in differentiating their products.

Digital retailing has become an information-based industry. One negative side effect
of this trend is risk associated with information security. Strengthening information security
systems has now become one of the highest priority issues for retailers and consumer products
companies around the world. While focusing on establishing and/or growing a profitable
digital retail, traditional retailers and FMCG producers often overlook a looming problem: the
liability of a physical store network in the face of shrinking offline sales [12].

Today FMCG producers face to a serious challenge: they must be able to launch new
products in the market during a short period. According to the Nielsen State of Innovation
survey (2017) [4], 84% of experts in the field of FMCG said that today it is much more
difficult to launch a new product to the market than 5 or 10 years ago, whether it is the
achievement of sales growth, adaptation to a new consumer trend or protection of market
share. To shorten the duration of the innovation process, producers to «cut corners» — for
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example, spend less time studying consumer feedbacks or ignoring the possibility of
improving the concept, which in turn leads to negative results in the market.

Now is the time for FMCG producers to rediscover their roles in response to changes
in technology and consumers. The source of value added by companies is expected to shift
from manufacturing to the creation of intangibles. In addition, the so-called service-dominant
logic, which emphasizes experiential value (generated from, for example, non-product
services, purchasing processes and user experience), is expected to become the mainstream in
marketing. FMCG producers need to prepare for a new environment in which they must take
charge of contact with customers, which has been entrusted to wholesalers and retailers in the
past [6].

In the current situation in the market, when FMCG producers and traditional retailers,
on the one hand, should launch new products faster, and on the other hand, maintain their high
quality and achieve stable market results with them, it is advisable to prioritize four areas of
their activity [4]:

A. Permanent tracking of trends over a long period.

In the traditional terms of launching new products, as a rule, there is no time to search
for potential «growth points» and new opportunities in the market. This is a significant
drawback for producers who want to launch new products quickly, because the search period
for an idea can be long and difficult to calculate in advance. This process, as a rule, is the
search and aggregation of various data and findings of research from many sources.
Moreover, the data is not often structured and coded in the most optimal way for analysis.

Given the need to act faster and therefore with less available information — 77% of
FMCG experts-retailers said that they spend less time than necessary, at least three stages of
the innovation process, since speed is the priority. Unfortunately, experience shows that
launching new products without processing insights does not lead to sustainable success in the
market. It is important to have a clear understanding of what kind of needs the consumer
wants to solve when buy a new product, and to collect quality feedback at key stages of the
innovation process rather than being guided by assumptions, wishing to speed up the launch.

B. Testing of innovation ideas.

To have the right information on product categories until the beginning of the
innovation process allows to correctly ranking the generating product innovation ideas in the
long term. Testing is critical in the early stages of the innovation process, when the initial idea
is in development and probably has the potential for market success. The opportunity to hear
the feedback from consumers about a new idea of creating a product will allow having
confidence that the future product will be desirable and necessary for consumers, so the
company will invest in the right innovation. Without that, there is a risk to spend years
processing an innovation idea that initially has no chance of becoming a successful new
product.

C. Concentration on insights and collection of consumer feedbacks.

A high level of primary purchases of a new product is the result of a strong proposal
that addresses the needs of consumers; and repeated purchases — this is a consequence, which
took place from a positive experience with the product. Traditional retailers and FMCG
producers, which meet the needs and exceed expectations, can count on sustainable sales.
FMCG producers and traditional retailers have the opportunity to respond to feedback from
consumers during the development phase of a new product. Consumer feedback can highlight
to skepticism or consumer concerns about the brand promise. Brands and retailers, in turn,
have the ability to dispel this skepticism, for example, at the point of sale or through
communications, providing a new product with feedback from experts or instructions on how
to use the product. Consumer feedbacks can also help improve the perception of the brand and
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the effectiveness of the product usage. The best product experts are consumers who want their
needs to be satisfied in the best possible way.

D. Fast optimization of launching a new product.

Trying to launch a new product can be faster — this is not an ideal scenario; However,
there are cases when it is not necessary to choose the launch time, and here it is important to
have the right tools and information in stock. For example, if a similar competitor’s products
to enter the market first, it is important to make adjustments on the timing of its launch in
order to be sure that a new product will appear on the shelves before consumers form loyalty
to the first brand. In addition, the ability to adapt marketing support will help the new product
in the event that its sales do not grow at the expected pace — of course, such a plan must be
considered before launch. Those that do not use flexible strategies and wait very long to
change the timing of launches or optimize them in the current dynamic market situation may
face risks. The same companies that can see the correct ideas of new products in the early
stages of creating concepts and ensure the correct marketing support and budget for the future
product will be one-step ahead. Special attention should be given to identifying the features of
the functioning of specialized retailers, as they play a significant role for today’s consumers.

According to the results of a global survey of specialized stores organized by Nielsen
(September 2016) [4], 90% of consumers in Ukraine said they were going to make a purchase
in a specialized store. The most popular were self-care stores, cosmetics stores and DIY store
(Figure 3).

Question — Are you planning to make a purchase in
specialized retailers in the next three months?
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Figure 3 — Results of a consumers’ survey regarding purchases in specialized retailers [4]

According to the figure 3, self-care store is the leader among specialized retailers. In
order to find out the attitude of consumers to small stores with a specialized assortment,
Nielsen in the annual survey [4], found out the share of consumers, that were planning to visit
specialized stores in a period of three months and what was the main reason for choosing
stores with a limited product range of one type or another.

Despite the fact that buying FMCG by consumers is mainly associated with purchases
in large supermarkets and hypermarkets, the small specialized retailers have benefit from a
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number of advantages that are gathered in four main consumer trends based on respondents’
answers in the Nielsen Specialty retailer survey [4]:

1. Focus on a specialized assortment. Specialized retailers do not allow buyers to
purchase all goods that are available in hyper- and supermarkets. However, the assortment of
goods in specialized retailers is satisfied buyer within a certain category. A wide choice of
brands or products inside the category compensates for the lack of a wide universal range.
62% of world consumers and 51% of Ukrainian consumers choose a specialized store,
because they can find the brand or product they need in the store. New products should be
given special attention. 59% of consumers in the world and 39% in Ukraine claim that they
can find new products in the categories they need only in specialized retail.

2. Buying experience — are unique impressions inside the store that will raise the
process of making purchases above what was ever before. Efforts from retailers should
include consumer service and the atmosphere in the store as a whole. More than half (62%) of
consumers in Ukraine believe that consumer service in specialized retail is better than in other
stores. At the same time, 65% of Ukrainians are willing to pay more for the best experience in
the store, and 65% of Ukrainians are willing to spend time and go around several retailers to
find and get the best buying experience. For 58% of consumers in Ukraine and for 59% in the
world, the design and atmosphere in a specialized retail seems to be better than in a
traditional.

3. Price and quality — an integral part of the goods of any store and specialized retail is
no exception. 51% of Ukrainian consumers and 61% of consumers in the world agree that the
goods in specialized retailers are more expensive than in others. At the same time, half of
those surveyed in Ukraine (59%) believe that specialized retailers often offer discounted
products and special offers. 50% of respondents in Ukraine believe that the main advantage of
goods in specialized stores is quality, which is better than in other stores.

4. Personalization. Protecting personalized data has become a part of the business
strategy of all retailers. Retailers offer special personalized offers through loyalty programs —
57% of Ukrainian respondents agree that retailers offer attractive promotions and vouchers as
part of loyalty programs compared to other stores. Thus, specialized retailers are popular
among consumers and form a separate consumer niche. Despite the fact that a modern buyer
is demanding and wants to find everything that he needs in one place, today the key factor for
them is a specific product or brand in stores. Consumer will satisfy his unique demand only in
a specialized store.

While many retail categories show limited overall sales growth (or even a decline),
online sales continues to boom in spite of the economic downturn. Consumer adoption rates
are growing as commonly stated barriers to online shopping are starting to disappear. Free
delivery and returns are becoming more common. Although currently still mostly used as a
marketing tool to stimulate repeat purchase, or as a way to differentiate the customer value
proposition from competitors, free delivery and returns will at some point in the future
become a standard service for web shops. Even the main consumer barrier of not being able to
try or test the product is to some extent alleviated by augmented reality technologies. New
service propositions offered by some pure play online retailers, which were primarily meant
to remove online shopping barriers, are starting to create barriers for offline shopping. The
underlying fundamental problem is that customer flows are shifting. Customers will not only
go from offline to online, but also in the «offline world» store, traffic patterns will change.
The proper response for retailers is to shrink and adapt their physical store network and make
it part of a multi-channel experience [12].
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To thrive over the next decade, businesses in the traditional retail and FMCG
producers will need to develop critical capabilities including a partnership mindset, last-mile
delivery and advanced data sciences [13]:

(1) The partnership mindset. Partnerships provide an alternative to the traditional
«build or buy» approach to developing capabilities. To meet consumer needs and demands
effectively, businesses will have to embed a partnership mindset and culture of collaboration
throughout their organizations. In the next decade, partnerships will take a completely new
form, as they evolve rapidly and become much more complex. Dynamic, new partnership
models, rooted in collaboration, will form across the consumer industries. For future growth
opportunities to be realized, an ecosystem will need to develop around the industry. Instead of
being rigidly grouped around a specific business or branch of manufacturing, ecosystems will
draw together mutually supportive companies from multiple industries that collectively seek
to create differentiated offerings and capture value they could not reach alone.

(2) Last-mile delivery. Last-mile delivery will be an industry-wide issue on which
businesses will need to work together to solve. An innovative solution would create the
optimal combination of cost, efficiency and consumer experience. To achieve this, logistics
providers will need to be linked, distribution technologies weaved together, and aggregators
or hubs created. Over the next decade, last-mile delivery will need to change.

(3) Advanced data sciences. The future of retail will be built on insights derived from
proprietary data — in particular, consumer data. Businesses must act now to reap the rewards
of the consumer data gold rush by moving from simply collecting consumer data to using it to
support, scale and systematize better decision-making. Recent years have highlighted the
importance of leveraging data science as a core capability throughout the organization to drive
decision-making, yet it has not been adopted at the rapid rate that the industry requires.
Analytics is becoming ever more sophisticated and its use within organizations is
proliferating, which makes the speed of capability development crucial for retailers.
Advanced analytics drives profits because it provides real-time responses to market shifts and
can better inform innovation initiatives.

The primary obstacles preventing retailers from speedily developing these capabilities
include the expense of developing an insights-driven organization, a lack of data scientists
and the right talent to conduct analytics modelling, and infrastructure gaps that prevent action
on the insights generated by predictive analytics. Moreover, consumer relationships have
become more difficult than ever to secure and maintain. This makes it imperative for
predictive analytics to be applied throughout a retailer’s end-to-end value chain and that this
capability is continually upgraded to keep pace with industry demands.

Considering the high competition between retailers and FMCG producers, it is
recommended for traditional retailers to conduct active marketing policies and implement
relevant effective strategic decisions.

As it is mentioned in [12], First, retailers should develop new store formats in different
locations, effectively shrinking their average store size. Other channels and media are
increasingly fulfilling traditional roles of the store (e.g. getting product advice, doing
comparative shopping, trying and testing, and purchasing products). At the same time, the role
of the store needs to change in line with evolving shopping behaviors. Retailers have to think
beyond traditional size-based format development and management, and instead move to a
portfolio of formats based on the purpose of the store in a specific location. We see the
following new types of store formats emerging: flagship stores, complementary systems,
flexible formats, virtual showrooms, segment concepts and drop-off points.

Second, retailers have to compensate lost offline sales with new online sales providing
customers a seamless cross-channel experience. However, it can also be a disadvantage when
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retailers enter the multichannel world with a conservative mindset regarding their physical
stores. The belief that the physical stores do not need to change when retailers go multi-
channel is a dangerous one. Retailers leading the pack focus on providing a seamless and
coherent experience across all channels, turning their traditional stores into «connected
stores». Features and applications that originated online are entering the physical store. This
allows new brands — including pure play retailers — without heritage in a market to seize an
opportunity to leapfrog traditional players and become a household multi-channel brand.

Conclusions from this research and prospects for further developments in this
area. Based on the results of the study, the factors in the diversification of consumer values
are described. It is found that an important change in consumer attitudes is the trend toward
the desire to be active co-creators instead of simply consumers and the customization of
products in the market is graphically presented. Consumers’ online risks are researched and
analyzed and it is determined that trust also plays an important role in how consumers
evaluate online security risks. The main existing digital retail trends are interpreted. It is
justified that in the current situation in the market, when FMCG producers and traditional
retailers, on the one hand, should launch new products faster, and on the other hand, maintain
their high quality and achieve stable market results with them, it is advisable to prioritize four
areas of their activity. The attitude of consumers to specialized retailers is investigated and
analyzed. Considering the high competition between retailers and FMCG producers, it is
recommended for them to conduct active marketing policies and implement relevant effective
strategic decisions.

1. Chen, L. (2016). E-Retail Market Report. Deloitte, 42.

2. Oklander, M.A., Oklander, T.O., & Yashkina, O.l. (2017). Tsyfrovyi marketynh — model
marketynhu XXI storichchia [Digital Marketing — The Marketing Model of the 21st Century].
Oklander, M.A. (Ed.). Odesa [in Ukrainian].

3. Sabaityté, J., Davidavic¢iené, V. (2018). The analysis of Internet marketing research directions.
Marketynh i tsyfrovi tekhnolohii [Marketing and Digital Technologies], 2, 1, 7-20. Retrieved from
http://mdt-opu.com.ua/index.php/mdt/article/view/25/27.

4. Nielsen. Official website. Retrieved from http://www.nielsen.com/ua/uk.html.

5. Deloitte. Official website. Retrieved from https://wwwz2.deloitte.com/global/en.html.

6. Masayuki, A. & Hitoshi, S. (2014). Shifting from consumption to experience. Winning in the omni-
channel retailing. Retrieved from: http://www.ey.com/Publication/vwLUAssets/EY -Shifting-from-
consumer-to-experience/$FILE/EY -Shifting-from-consumer-to-experience.pdf.

7. Schmitt, B. & Rogers, D. (2011). Handbook on brand and experience management. Business
collection, 328.

8. PWC. (2018). Global Consumer Insights Survey. Retrieved from
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey.html.

9. PWC. (2018). Whom do Consumers really trust? Global Consumer Insights Survey. Retrieved from
https://www.pwc.com/gx/en/retail-consumer/assets/consumer-trust-global-consumer-insights-
survey.pdf.

10. KPMG (2017). The truth about online consumers. Global Online Consumer Report. Retrieved
from  https://assets.kpmg.com/content/dam/kpmg/xx/pdf/2017/01/the-truth-about-online-consumers.
pdf.

11. National Retail Association. Official website. Retrieved from: https://www.nra.net.au.

12. Kesteloo, M. & Hoogenberg, M. (2018). Offline retail in an online world. PWC, 15.

13. World Economic Forum (2017). Shaping the Future of Retail for Consumer Industries. Insight
Report. Retrieved from http://www3.weforum.org/docs/IP/2016/CO/WEF_AM17_
FutureofRetaillnsightReport.pdf.

A. O. Natorina. Activity of retailers and FMCG producers in the digital age 85


http://mdt-opu.com.ua/index.php/mdt/article/view/25/27
http://www.nielsen.com/ua/uk.html
https://www2.deloitte.com/global/en.html
http://www.ey.com/Publication/vwLUAssets/EY-Shifting-from-consumer-to-experience/$FILE/EY-Shifting-from-consumer-to-experience.pdf
http://www.ey.com/Publication/vwLUAssets/EY-Shifting-from-consumer-to-experience/$FILE/EY-Shifting-from-consumer-to-experience.pdf
https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey.html
https://www.pwc.com/gx/en/retail-consumer/assets/consumer-trust-global-consumer-insights-survey.pdf
https://www.pwc.com/gx/en/retail-consumer/assets/consumer-trust-global-consumer-insights-survey.pdf
https://assets.kpmg.com/content/dam/kpmg/xx/pdf/2017/01/the-truth-about-online-consumers.%20pdf
https://assets.kpmg.com/content/dam/kpmg/xx/pdf/2017/01/the-truth-about-online-consumers.%20pdf
https://www.nra.net.au/
http://www3.weforum.org/docs/IP/2016/CO/WEF_AM17_%20FutureofRetailInsightReport.pdf
http://www3.weforum.org/docs/IP/2016/CO/WEF_AM17_%20FutureofRetailInsightReport.pdf

. . . ISSN 2522-9087  (Print)
Marketing and Digital Technologies Volume 2, No 2, 2018 ISSN 2523-434X (Online)

A.O. Hamopina, kauo. eKOH. HayK, 3a8i0yeay CeKmopy HAGYANbHUX 3aK1adi8, 6i00in
cmamucmuku i ananimuxu euwoi ocgimu, [[HY «Incmumym oceimuvoi ananimuxuy (Kuis, Yxpaina)

Hianvnicmos pumeiinepie ma FMCG eupoonukis y uugpogy enoxy

Hocniosxceno ma npoananizogano OJisnvhicms pumeilnepie i FMCG 6upobHuxie 6 ymosax
yughposoi enoxu 06azy0UUCL HA IPYHMOBHUX DPe3YAbMamax 00ciiodxceHv. I10enmugixosano Hanpamu
0i€8020 GNAUBY HA NOGEOIHKY CHOJICUBAYI8 Md IHMEPNPEemoO8aHO KIYO08I ACneKmu OisibHOCMI
pumetiniepis, wo 0036015810Mb MAKCUMATLHO 3A008OJILHUMU CHOMCUBYT YNOOOOAHHS MA GNIUBAIOMb HA
ix nogedinky. /lemepminosano npiopumesosani cgepu Oisnvnocmi FMCG eupobHuxie na puHky. 3
0271510y Ha iHMeHCUsHy KouKypeuyiio mixc pumetinepamu i FMCG eupobrukamu, cghopmynrbosano
penesanmui pekomenoayii wooo ix epexmusHoO20 PUHKOB020 QYHKYIOHYBAHHS, d AKOIC NPOBEOCHHS
AKMUBHOI MAPKEMUH2080I NOAIMUKU Ma IMIIeMeHmayii e(heKmusHUX cmpamesiuHux pitieHb.

KirrouoBi cioBa: Tpagutiiitai purteiinepu, mmudposi pureiinepu, FMCG BHpOOHHMKH, CITOXKUBYI
yrnoj00aHHsI, CIIO’KUBYA ITOBEIIHKA.
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Statement of the problem and it’s connection with significant scientific and
practical tasks. The gaming industry is working its way to becoming the largest
entertainment industry ever. The rise of various kinds of gaming options and increase in
revenue begs the question: what makes games playable? What are the factors that weigh in
when trying to lure customers? This thesis aims to identify and explain the qualities of digital
games that appeal to players and potential players on a psychological level. Different kinds of
factors are used in analyzing what sorts of qualities virtual games have that play a part in
customer persuasion and prolonged satisfaction, flow, immersion, emotion and character
identification to name a few.

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies. After characterizing virtual games, it is
practical to define what neuro triggers are. The first definition to be used is by Goodman and
Helin: «An emotional trigger is an event that causes a reaction. Some occurrence, real or
imagined, sets off a series of intense feelings, and those feelings become the reason behind
subsequent actions or strongly held convictions». Another definition for a trigger comes from
psychcentral.com (2015) in the article about traumas, «What is a Trigger?»: «A trigger is
something that sets off a memory tape or flashback transporting the person back to the event
of her/his original traumay». For example, a person suffering from post-traumatic stress
disorder related to a car crash might produce eccentric behavior when hearing, seeing or
reading about car crashes or signs of them. The crash would, in this instance, be the
psychological trigger to that behavior. In marketing psychological triggers are used in a
different, and intentionally positive way. Some interesting articles have been written about the
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act of purchasing a product, the decision to purchase to be exact. Phil Barden (2013) handles
this subject in his book «Decoded: the science behind why we buy». Based on research done
by Knutson, Rick, Wimmer, Prelec and Loewenstein (2007), Barden suggests regarding the
decision to purchase that: «... if the relation between reward and pain exceeds a certain value,
the respondents are willing to purchase this item for this price. Our brain calculates a kind of
‘net value’ and if this is high enough, if the difference between reward and pain is great
enough, then we buy».

The decision to purchase is closely related to impulse buying, which Rook (1987)
defines as occurring when a consumer experiences a sudden and persistent urge to buy
something immediately. According to Dawson and Kim (2009), impulse-buying sales account
for $4 billion annually in the United States, and most shoppers occasionally engage in impulse
buying. In «External and internal trigger cues of impulse buying online» they aim at
investigating the matter in more detail, finding out that impulse buying is linked to retailers’
effort to upgrade an existing customer’s purchase and cross-selling strategies. As is the case in
gaming markets also, Dawson and Kim (2009) state that online marketers frequently
implement promotional strategies promoting up — and cross — selling through various means
to maximize their profits, possibly on expense of customers’ purchases that they were not
going to do in the first place. As their title suggests, they divide impulse buying into external
and internal factors: external being the ones that refer to marketing cues or stimuli that are
controlled by the marketer in attempt to lure consumers into purchase, and internal the ones
that focus on the individual. They further conclude that there exists a significant relationship
between a person’s affective state and cognitive state and their online impulse-buying
behavior. By this, Dawson and Kim (2009) mean that when a customer is more responsive to
their affective state, they are more prone to impulse—buying, whereas being more responsive
to their cognitive state lessens the proneness to impulse—buying.

Psychological triggers are seen as the factor that makes players:

1) purchase the game;

2) play the game;

3) continue playing the game;

4) seek individual experiences;

5) seek social experiences.

When purchasing a game, one invests money as the cost and receives the game as a
reward. When playing a game, one invests time and effort as the cost and receives some level
of enjoyment as a reward [6].

All these triggers in a whole can be called marketing targets in the field of game
industry. To reach these targets marketeers use neuromarketing tools, to influence on the
players’ subconscious. When considering the development from marketing to
neuromarketing, essentially, the key issue which changed is the way in which information
about consumer wants and preferences is acquired (Ariely, & Berns, 2010). Within the —
neuro-areal, we can differentiate between three terms, namely neuroscience, neuroeconomics
and neuromarketing. According to Plassmann et al. (2012), neuroscience — is the study of the
nervous system that seeks to understand the biological basis of behaviorl (p. 18). Put
differently, it is the practical application of neurological findings to sciences that tries to
understand human behavior, emotions and thoughts. (Esch, Méll, Elger, Neuhaus, & Weber,
2008; Kumlehn, 2011; Camerer, Loewenstein, & Prelec, 2004). Then, neuroeconomics can be
seen as some kind of subdiscipline of neurosciences in general. As stated by Rustichini (2005)
and Sanfey, Loewenstein, McClure and Cohen (2006), neuroeconomics makes use of the
techniques offered by the field of neurosciences and tries to explore brain processes with it,
but having a main focus on decision-making and economic aspects at the same time. It tries to
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understand all ongoing and economically relevant processes in the brain (Braeutigam, 2005).
Finally, let us come to the actual term of neuromarketing. Although there exist several
different definitions, we will summarize the most important ones in the following.
Neuromarketing can be seen as a sub-field of neuroeconomics, and therewith also of
neurosciences, which deals with problems relevant to marketing by making use of methods
from brain research in managerial practice (Hubert, 2010; Fugate, 2007; Lee, Broderick, &
Chamberlain, 2007; Gang, Lin, Qi, & Yan, 2012; Hubert, & Kenning, 2008; Ariely, & Berns,
2010; Dapkevicius, & Melnikas, 2011; Fisher, Chin, & Klitzman, 2010). Formulated
differently by Lee et al. (2007) neuromarketing is the application of neuroscientific methods
to analyze and understand human behavior in relation to markets and marketing exchanges
(p.200). Calvert and Brammer*s definition (2012) also points to the measurement of — non-
conscious| responses of the brain that can only be observed with neuromarketing techniques
[7].

The advertising industry realized the potential of psychology to understanding the
consumers’ subconscious in the early 1900°s (Lewis 2013: 8). It was realized that advertising
was as much persuasion as promotion (Lewis 2013: 10). «For the first time, the concept of
persuasion, which is a prime role of a salesman, was applied to the creation of advertising»
(O’Toole cited in Lewis 2013: 9). Psychoanalysts were the first psychologists to have a
profound influence on advertising, the majority of whom were followers of Freud.
Psychoanalysis places a lot of importance on the crucial part emotions played on a
consumer’s decision making. (Lewis 2013: 10.) At the time Dr. Ernest Dichter was one of the
leading psychologists following in the footsteps of Freud. He is known as the founder of
motivational psychology. He set up the Institute for Research in Mass Motivation (Lewis
2013: 10) or the ‘Dichter Institute’ as called in The New York Times. Dichter went on to
develop psychoanalytic theory and marketing that he sold to companies such as Exxon,
DuPont and Colgate—Palmolive (Ames 1998, Archives). By the 1950’s according to Lewis, an
estimated billion dollars was being invested into psychological research (2013: 12).

Until the mid-1960s the talk of conscious and subconscious were regarded as
unscientific. With time as the subconscious became more widely accepted, cognitive
psychology would become accepted by the advertising industry. This new field was focused
on skills such as memory, language, decision-making and reasoning (Lewis 2013: 14-15.) The
concept of neuromarketing was then developed. Professor Ale Smidts of Erasmus University,
Rotterdam is regarded by many as inventing the term Neuromarketing in 2002. He did so
explaining that the purpose of Neuromarketing was to better understand the consumers mind
and his or her response to stimulus and in turn to improve marketing effectiveness. (Lewis
2013: 17).

A study commissioned by the European Union divides the methods of
neuromarketing. It describes the first wave as ‘direct studies’ referring to analysing the brain
with e.g. Electroencephalography (EEG) and functional Magnetic Resonance Imaging (fMRI)
technology. The second wave is a focus on ‘indirect studies’ another words analysing changes
in the physiological state. This includes the analysis of facial expressions, eyemovement, skin
conductance, rate of inhalation and heart rate. (Probst, Frideres, Demetri & VVomhof 2014).

To analyse the data collected my NM measurement techniques different software
packages are available. Limited information is available, but according to Hammou, Galib &
Melloul the most commonly used software for analysis of brain imaging data is statistical
parametric mapping (2013: 22). Direct and indirect research methods or in other words NM
measurement techniques will be reviewed later in Chapter 4 (see pages 39-41). Figure 7 is an
example of an EEG device; developed by Neuro Focus in 2011, a leading neuromarketing
company.
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Figure 8 highlights the difference of a traditional consumer persuasion model (figure
6: 16) compared to one with the application of neuro-imaging from the perspective of Wilson
et al. (2008). One of the questions of marketers is why and how consumers react to various
marketing stimuli. This section presents a consumer persuasion model that could be
implemented into future research of product integration in digital games. Figure 8 (see page
20) or the collective Neuromarketing persuasion model is almost identical to Figure 6 (see
page 16) or the traditional consumer persuasion model. It only differs in the screening phase;
this model introduces neuroimaging into the consumer behaviour paradigm. Instead of asking
for the conscious opinion of subjects, the consumers agree to neuroimaging measurements
methods while observing the marketing stimuli. The insertion of Figure 8 here in the study is
to highlight the difference in Neuromarketing research in regards to traditional marketing
research methods.

According to Loewenstein, Rick & Cohen (2008) researchers mostly accept that brain
functions rely on a scattered framework. Additionally, brain areas may contribute to more
than a single function. (Reimann, Schilke, Weber and Neuhaus & Zaichkowsky 2011: 619.)
The following numbers 1-11 are in reference to figures 9, 10 and 11 (see pages 22-23); 1:
Putamen; 2: Caudate nucleus; 3: Nucleus accumbens; 4: Right anterior insula; 5: Anterior
cingulate cortex (ACC); 6: Orbitofrontal cortex (OFC); 7: Ventromedical prefrontal cortex
(VMPFC); 8: Medical prefrontal cortex (MPFC); 9: Ventral Tegmental area (VTA); 10:
Amygdala; and 11: hippocampus.

Advergames are classified as product immersions, meaning that a product or brand is
the focal point of a story. As defined by Nelson and Waiguny «Advergames are games
specifically designed to promote one company’s brand or products; in this way, they most
closely resemble a traditional advertisement». These games can be found on virtually all
devices and platforms. Firstly, «reskinned games» are a form in which a brand’s artwork is
replaced with those of the existing game. The second form is a completely original game
because it is designed from ground up for a brand. The third form is that in which a brand has
an entire web game arena, for example a website full of interactive games. (2012: ch. 5.) In
any case, Kretchmer states that all Aadver-games combine the two elements of brand and
entertainment: and «offer advertisers a powerful and dynamic medium to engage consumers,
build brand interactivity, drive traffic, and capture market information in the guise of
entertainmenty (2004: 48). Dahl, Eagle and Baez state that the aim of an advergame is to
«offer entertainment and to engage web or electronic game users in order to make an
emotional connection between the game and the brand featured within it» (2009: 47). Lee,
Park and Wise suggest that when advergames are used, the type of game needs to be
considered (2013: 1281).

In-game advertising (IGA) is classified as a product placement. Nelson and Waiguny
define in-game advertising «or product placement in games, as the inclusion of a product or
brand within an existing digital game that also features other brands and products» (2012: ch.
5). The primary purpose of the game is to bring entertainment to the player. Thus, in-game
advertising is second to the actual entertainment factor. In the beginning product placements
in games were unpaid, with an intention of adding realism to a game. Vedrasho (2006)
provides examples such as product placements of Ferrari, Renault and Lotus in Formula One
game. Presently, placements can occur in the background (subtly) as billboards or a part of the
scenery as well as prominently as they can be incorporated into game play, such as props,
clothing, game tools, etc. (Neslon & Waiguny 2012: ch. 5).

Games are uniquely adept at leveraging human psychology to motivate behavior. We
play them for hours on end and enter into a state of flow with an ease not found in other
fields. This is no accident: during my time studying game design and working in the field,
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neurological language like «dopamine hits» and «social proof» were commonplace. In this
post, I’ll examine some of the common tools used by video game designers in order ensure
engagement and ultimately drive sales.

1. Reward Escalation and Variability.

The «core loop» of a video game is the task which a player repeats over and over
again, becoming better each time, in order to excel at the game. Fundamentally a core loop
needs only to involve a challenge and a reward. For example, in a role playing game like
Zelda, a single level represents a major core loop: each stage is spent beating a challenge (a
dungeon/boss) which is followed by a reward (a new weapon). In his book «the Power of
Habity», author Charles Duhigg uses this exact same model to describe how habits are formed,
explaining why video games are habit inducing (some would say «addictive»). Two major
neurochemical reactions are at play, here. First there is the adrenaline induced by the
challenge itself, and second there is the dopamine involved in anticipating reward. Video
game designers start games with small challenges and frequent rewards, in order to give the
player a taste of these sensations, and gradually begin to make the challenges harder and the
rewards further apart. Over time, they may also use reward variability to create additional
anticipation and dopamine release (some games even take this so far as to introduce slot-
machine or other gambling mechanics, the ultimate exploitation of reward variability).

2. Social Proof and Collaboration.

Single player games, which offer no opportunities for competition or cooperation
between players, rely on players becoming excited enough to want to share the game in order
for the game to grow. This worked well in cases like Flappy Bird, but such examples are the
exception rather than the rule. Multiplayer features are so popular in today’s gaming culture
because they offer the game designer a way to engineer social elements into the game.

Game leaderboards are one of the earliest and most obvious examples of the use of
social proof in video games. In «the small BIGy, it is suggested that an ideal use of social
proof is to «simply and honestly depict what the majority of others who are similar to your
target audience are already doing that you would like your audience to do, toox». If you’ve
ever spent time in an arcade or watching gamers, you know that the leaderboard can use this
to transform the arbitrary concept of «points» or «score» into something that players are
willing to spend days and days attempting to one-up each other for. In essence, the social
proof provided by leaderboards says «this is fun, and other people are willing to put their own
time into it».

More sophisticated use of social components in video games provide mechanisms by
which the product becomes innately more fun when there are other people to play with. «Co-
op» mode is an example of a time where a challenge is too large to surmount alone, but
suddenly becomes achievable with friends. «Guilds» frequently offer no other benefits than
being able to associate with other players, and huge communities of devout gamers have
sprung up around the culture of joining and playing within online guilds. As a result, players
bring their friends into new games because they will collectively have more fun.

At a talk given by Zynga about Words With Friends at the 2010 Game Developer’s
Conference, the presenter discussed the massive increase in engagement/virality simply by
placing friends’ faces next to relevant actions. What they found is that accurately representing
achievements, leaderboards, scores, etc. with this highly visual social cue (a Facebook picture
as opposed to other things like names) social proof had a greater impact. So powerful is this
effect that Zynga created an entire series of games with the «... with Friends» suffix.

3. Time, Money and Sunk Costs.

Recently, the video game industry has seen a rise in «freemiumy video games, where
the player does not need to pay anything up-front but can choose to buy things for in-app
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purchases down the line. Putting aside the question of if this model is ethical (humorously
addressed by South Park in the recent «Freemium Isn’t Free» episode), it employs some very
basic psychology. A player who has played a game for many hours for free will reverse-
justify his use of time and equate it with money. Consciously or not, the fact that he has
poured so much time into the game will make him more likely to spend money. One would
imagine that the narrative would sound something like this: «I put 10 hours into this game,
and only a fool would invest so much time into a bad game, and I’m no fool, so this game
must be good and therefore worth something». Some unscrupulous game designers will then
go a step further, leveraging the sunk cost fallacy in order to exploit this sunk time. They will
hold past progress hostage behind a paywall if the player wants to continue playing. Another
tactic is to leverage loss aversion by allowing the player to escape a situation where he would
lose game progress by paying money. For example, some games will cause the player to
forfeit a hard-carned piece of equipment or unit when he dies or loses a level... unless he pays
up. Obviously I discourage the use of the more exploitative of these tactics, yet there is still
something to be learned from the basic principles [8-10].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. The creators of the games, especially indie games, don’t have large
budgets for researches, so they can’t make rational conclusions about success of the game.
They can just guess, what exact triggers influence on players, what do they like or don’t like
in a game, what makes them stay in game and play for a long time. Traditional methods of
marketing researches, such as surveys or focus groups don’t help to find out deep motivating
factors, that allow to attract and to increase customer retention rates.

Formulation of the purpose of the article (statement of the problem). This paper
aims to formulate the ways of improving customer satisfaction within a game and retention of
the customers with help of neuromarketing tools in th game marketing field. The purpose of
the experiment: collecting electrical impulses of the brain. Type of provision of information:
electronic file with digital frequency (Hz) and power (uV) of received electrical pulses.

Statement of the main material of the research with full justification of the
scientific results obtained. The neuron is an electrically excitable cell that processes, stores
and transmits information using electrical and chemical signals. If there is an electrical
impulse, then it has a certain frequency and power (amplitude) that can be measured.

The electrical activity of the brain is of a wave nature. There are four categories of
brain waves [7], each of which corresponds to certain states of human consciousness (Tab. 1).

Table 1 — summary indicators of wave impulses of the brain

Wave [Iirequ'ency Hz/ State / Effect How to achieve?
mplitude, pV

Beta 14-40/>20 — higher cognitive processes — wakefulness with open eyes
— focusing attention — monitoring of events
— focus on solving any current problems | — stressful situation
— strong agitation — resistance and protection
— stress from something
— a feeling of anxiety — powerful counteraction to
— NEervousness negative circumstances
— confusion — feverish aCtiVity
— fussiness
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Continue Tab. 1

Alpha 8-13/5-100 — activation of creative thoughts — manifested with closed eyes
— making sound decisions and in a darkened room
— Increase of intellectual logical — pacification
abilities — meditation
— easy assimilation of information — a state where you have not
— efficiency yet fallen asleep, but «here»
— a sense of inner comfort and well- you no longer exist, when you
being are just beginning to fall into a
— improvement of sleep, immunity dream
— Stress and depression

Theta 4-7/20-100 — creative insights; — concussion of the brain;
— Creativity; — asthenic syndrome;
— intuition; — a state of deep relaxation;
— spiritual ties with one's inner self and | — Hypnosis
loved ones

Delta 0-4/20-200 — deep sleep without dreams; — drugs;
— Sopor; — children from 3 to 6 years;
—coma; — a prolonged mental load;
— deep meditation; — listening to binaural beats;
— «exit from the body»

depicted in Figure 1 and described by function 1.

The mathematical model of the research object is presented in the form of a black box,

Ul u2u3
||
—X1— —Y1—
—X2— gamer [—Y2—
—X3— —Y3—
N
2322 71

Figure 1 — Mathematical model of the object of research software «BrainReaction
Y = f(X, U,2), 1)

where:

X (X1, X2, xn) — independent control variables (input) variables, which can be
purposefully changed during the experiment;

U (u1, U2, un) — controlled disturbances that prevent a purposeful change in the course
of the study;

Z (21, 22, zn) — uncontrolled and uncontrollable disturbances unknown to the researcher,
slowly varying in time randomly:

— external incentives (social networks, mobile games);
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—accumulated fatigue;

Y (Y1, Y2, ¥n) — controlled or calculated parameters characterizing the state of the
object: Beta, Alpha, Theta, Delta waves.

Stages of planning and organization of the experiment.

The type of equipment to collect information is a neuro-headset. We have 3 types of
headsets: MindWave Mobile, Emotiv Insight, Emotiv EPOC (Figures 2). For the experiment,
the Emotiv EPOC device was chosen, which, in comparison with other neuro interfaces, has
more accurate data fixation.

Figures 2 — MindWave Mobile, Emotiv Insight, Emotiv EPOC in action

Selecting a group of listeners. In this study, when it is not possible to provide a
sufficient number of neuro-types for all players, an experiment will be conducted on the basis
of a representative sample.

A representative sample is a sample of a finite volume that has all the properties of the
initial population, significant from the point of view of the research tasks. A necessary
condition for constructing a representative sample is the equal probability of including every
element of the general population in it.

The object of the research is 309 students, the average grade of which during the
winter session of the academic year 2017-2018 is ranged from 60 to 75 points. We consider
that for such students the need to increase the level of perception of information with the aim
of getting into the scholarship payment zone is clearly evident.

The size of the necessary sample was calculated by the function 2:

Zz.p.(1_p)

H[zz-p(lp)J

e’ N ’ 2)
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where:

N — number of the general population;

e — error margin (in the form of a decimal fraction);

z — confidence level (in the form of a z-score). Z-score measure of the standard
deviation of a certain fraction of the average value. For the confidence level of 95% z = 1.96.

p — percentage value (in the form of a decimal fraction). Requirements to the size of
the sample, which gives a definite answer. We will assume that 90% of students respond
correctly to the lecturer.

According to function 2, a representative number of students is 97.

The choice of the method of solution and strategy for its implementation. As a
solution, it was decided to select the SDK tools — community-sdk and Cortex API. Cortex
API in the basic version of BASIC, that allows you to obtain data of the following order:
mental commands, frequency ranges of brain waves, facial expression, motion data.

Function AverageBandPowers from community-sdk allows to collect averaged
frequency indices: theta (4-8 Hz), alpha (8-12 Hz), low-beta (12-16 Hz), high-beta (16-25
Hz), gamma 25-45 Hz).

Analysis and interpretation of results, their presentation. After obtaining the averaged
frequencies, a classification will be made according to the types of waves. The second step is
the spread of the resulting classes on the timeline (Figure 3).
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Figure 3 — Resulting classes on the timeline

The process of the research included 90 minutes of testing the game PhilBattle (the
access to the game at Google Play: https://play.google.com/store/apps/details?id=com.
GoodsCo.PhilBattle). The game type is educational game. Players must seize territory by
answering the questions. The research has several advantages:

1. the research includes the process of gamification of the educational process and the
analysis of it’s efficiency;

2. the testing of the game helps to indicate bugs and to make an improvement of the
game;

3. the neural activity during the testing can help to develop triggers for the game.

In the first part of the study, students played the game without intervention from the
teacher — he did not change their behavior in the testing process.

In the second part of the study the objects of the study played the game, and the
teacher changed the behavior of students.
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The data collected in the form of files revealed average values states the entire
population, and distribute to the timeline.
Figure 4 is a graph showing the averages status monitoring group with the experiment
described above.
Minutes

— TN Ao O W G0 —
WM AO N OO oo

Alpha rhythm (Creative) 15
Slow beta rhythm (Stress)
Quick beta rhythm (the
work) 23 |

Gamma wave
(Reflections) e |

Theta rhythm (Sleepy) ! |
Quick beta rhythm (the 20
work)

Slow beta rhythm (Stress) 10

Figure 4 — The states of the objects of observation time
To obtain a reverse reaction, questionnaires were drawn up, on the basis of which
decisions were made on the percentage of the level of assimilation of the educational material
of the game. An example of the questionnaire is shown in Table 2.

Table 2 — Example of profiles for the reverse reaction

How do you rate the % | m | How do you rate % | m | The game testingtime | % | m
level of interest to the i | the level of i | was 90 minutes. How i
educational game? n | knowledge you n | do you rate the n
5 - the game was u | received in the u | percentage of time of u
interesting about 75% of t | game? t | the maximum t
the time of playing e | 5 -the level of e | involvement? e
4 - the game was s | knowledge more s | 5 - the involvement S
interesting about 50% of than 75% about 75% of the time
the time of playing 4 - the level of of playing
3 - the game was knowledge is about 4 - the involvement
interesting about 30% of 50% about 50% of the time
the time of playing 3 - the level of of playing
2 - the game was knowledge is about 3 - the involvement
interesting abiut 15% of 30% about 30% of the time
the time of playing 2 - the level of of playing
1 - the game was not knowledge is about 2 - the involvement
interesting. 15% about 15% of the time

1 - the level of of playing

knowledge is less 1 - the involvement less

than 15% than 15% of the time

of playing
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Continue Tab. 2
5 75 |67 |1 0 0 |4 50 | 45
4 50 |45 |1 0 0 (2 15113
5 75 |67 |3 30 |27]3 30 | 27
2 15 113 |4 50 |45]3 30 | 27
1 0 |0 |1 0 0 3 30 | 27
5 75 |67 |5 75 |67]5 75 | 67
2 15 113 |5 75 (672 15113

According to the neural waves dinamic and the results of the questionnaires we made
the recommendations for the most efficient instruments for each type of neural wave, which
are represented in the Table 3.

Table 3 — Recommendations for a reverse reaction to the current state of the research object

Prevailing frequency of the

. Condition Recommendation
brain

The object of the research is ready solve creative
problems.

Begin to offer creative problems. Pay attention to
focusing on the stated material.

Alpha rhythm Creative

Research object is in a state of stress.
Pause.

Change the type of activity.
Performing exercises for relaxation.

Slow beta rhythm Stress

The object of research is ready to maximum
operating status.

Provide information with maximum intensity.

The audience is set to work.

Quick beta rhythm the work

Research object is in a state of active meditation
Gamma wave Reflections |that helps to solve a specific tasks.
Go to solving tasks for reflection. Ask questions.

The object of the research is in a sleepy state.
Please note that the student needs to finish the
Theta rhythm Sleepy  |game.

Change the mode of the game.

Wake the object of study.

Conclusions from this research and prospects for further developments in this
area. According to the plan of research, developed in this article, the NeuroSky technology
can be used to find out:

1. The moment in a game, when the user lose interest.

2. The type of waves, that appear, when the player wants to exit.
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3. The best triggers to increase time spent in a game.

4. The research of the convenient moments to make a player to buy virtual money or
improvements.

5. Which combinations of waves facilitate retention.
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Edexmuenicme neitpomapkemunzy ¢ KOmMn’omepHuxnux izpax

Y yit cmammi aemopu euxopucmosysanu 00CHiONCeHHS HeUpoOMapKemuney (@ IHCbKUX,
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mexHonoeii NeuroSky. 30iticneno po3paxynku 6ubipku 0n8 HOOANbUUX OOCNIONCEeHb AKMUBHOCMI
MO3KY Y epi, 3 Memor GUABNIEHHS KIHUO0BUX MOMEHMIB, WO CAPUAIOMb YCHIXY 2PU HA PUHKY.

Kurwouosi crnosa: ieposuii mapkemune, NeuroSky, uetipomaprxemune, docuioncenns EEL, UX,
103a0inimi epu, mpucepu 8 2pi, i2pu, BipmMyanvbHi iepu, NCUXONO2IYHI mpueepu, eMOYilHi mpuzepu,
OU3AlH 2puU, emMoyil, 3a1eHCHICMb.
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