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lwr trré¢sAuwy

OPOPMUTA[ b dI R t[VIRUSWBUNLO[T 4O

OpepxXaklamwDi Aeokur OBOH OT K a p T USHKMA MBAINDHONYOr BHib/MDA €0 , |
BCi X Trpyn cycninbcTBa, 3abe3neyyeTbCca 3any
rpomagcbKoOCTIi , npeagcTtTaBHWUKI B HayKWu T a 6i 3
MO i TCMOHLHIT 8ENKbOHHOO M i Y H i [ KYynbTYypHI ocob6bnumsocCTi

MoXNnNunuBi CTb OO6MIi HATMUCA [AYyMKamu, noyyTwu 0
OOT NK W e i € ronoBHAKGRAB 4 POPWE adlyylb [TOTOBHI
(agMi HicTpaTMBHOTIO arlHamMaT Yo K peuMixB HJIaKX iBB LK BN
Cni ITbHO OLIiHMTWNW p[OBTOCTPOKOBI nepcnexKkTunsBMn
KOPOTKOCTPOKHKBTWX)O H K OH MOMBATI3B T O/TOBHMUX Yy MO |
BUKOpPUCTaHHA dopcanrty.

3anexXHo Bi 4 I HTepeciBa,HaGkdBEOCY, CYypgMmogwb
NPUUHATMU HaAaCTynHiI dGopmu:

1 ayui oHraAHBHHSA PO3BUTKY €KOHOMI KN [Oepx

1 I Xperi emBa/BHHEIYM € HHSA KN4 O0BMUKX TeHAaeHLUi
LeKi NbKOX KpafiH,;

any3BeMBiHa4YeHHSA NepcneKTUB PO3IBUTKY T
opnopaToEHIy THOBAaHHSA cTpaTeri YHUX MO M
TUBI KNYyoBIi KOHKYPEHTHI nepeBarmu Ko
eMaT#Hm@mMpcant chep XUMTTH cycninbcTBaA

)

T
H
M
K
peri oHr@opeaniT OJHOINO perioHy,;
r
K
K
T
T) .
Ha BUWAI MMWT, N HTap A Kentxa meTtTa PopcanTtTy 3Mil
Tab6bnudfEsr almm po3BUTKY dopcanrty
ETa Ha3 B a 3Mi CT
0 Mi aroTtToBuYyndPopca#AtognHt 3 i HCTpPpyMe
60-i pp. XX |pocni oXAHbAMCRH I T
1 TexHonor-i yydopcaisraci 6 poepofrKTMUB

pp. cXX TEeXHiIi YHOT c depwu

2 PMWHK-0BO dopcaiBraci 6 ouyi HKM coUi
Opi EHTOBAaAHHAaAcCAMAI A4KIi B nosaBwu i BMNPpOB,|
90i ppcT XX

3 Couyi anbHO |®dopca##aBaci 6 po3B’ A3aHH
EKOHOMIi YHUTr nobanbHUX npob6bnem T OiaQH

noyarToxXT XX

Mi 4oroTOBUYK N PPT HXKP & Wi MeToaun dopcalWTy BM
CWA, nmnoT1timM y HAnoHiIiT nepeBaxXHO ANdA 060POHHMUX

Mepwuil —€EeAARONOTi UHMUN dopcaumTt (Technol og
3acTocoByBanaca pAnAa po3pa@kMHOépcrmwepwnusIllea
nporpama (1984) BM3HaAavYana TexHoOoNoOriyuvHumm oo
HayKOoOBMUX i TEXREBHQI AMHMEB AOBADBTPOKOBOMY N7
BNNWUB Ha E€KOHOMI YHMK i coui anbHWW PO3IBUTOK.
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Apyr vnin—-paMHkfo Bioe HToOBaHUWW dopcannt, AaABAAE C
KYNbTYPHUX Hacni oKi B nNoaABW Ta BNpOBapfgXeHHSH
3B' A3KY, aBTOHOMHOFHIA ecHiee OH3ia,6 e ai/eivyTeH HHII i H
npauyi W3 Tn.omr.mA.gy BUKOPUCTAaAaHHS4A MapKeTUHTY,
TeXxXHonorin, npukKnagHe BUKOPUCTAHHSA SKWUX CIJ
Ti €1l HaWOd Kpai Hu.

TpeTi WC em a BE/KbOHHOO Mi Y H U443 odroeppceaditkie HH A Ha npoc

HeMOXIuMBO poO3B’ A3aTwu, TpuBakwuymx B 3a 4vyaci,
O BapiaHTi B po3B’ 93aHHA fgaHoOiT npob6Hpélpwm (np
nepexopagi Ao TpeTboro nepiopgy ®opcaihT yce 6i
eni T, CTBOpPEHHSHA KOHULEHCYCYy nNpo ManWwbyTHE An4
OpraHi 3auyui a npoBegeHHa dopcantTy MIiCTUTHDLb
1. BuaBneHHSA 6adyeHpHesr i a6 ypTi H3bHOUTMOM B e P C T B
ayka, ©6i3Hec, ypsaa, HaceneHHS4da.
2. Ouyi HKa PpPUHKI B I notTpeb perioHYy.
3. MOHI TOPWUHT CcTaHy pA[gocCni AXeHb I po3pobo
4. dopMyBaHHA T pyn eKkcneprTi B.
5. dopmMyBaHHA KputepiiB OoULIi HKNW nNpoekTi B
6. OnmntyBaHHA evwemaepTRABRI BY,KDHpobBKka pes3y
7. Buéip npiopmnmtTetTHMUX HanpsaMmMKi B 3 BpaxyB
Hpopmauyui i ouUui HKWU PUHKI B | notTpeb perioHYy.
8. Oyi HKWBAaHHA MNpoeKTiIi B 3a o6paHMUMU KpPpMUT
acTynHoOoro o6roBopeHeROWpYyMBRAABHHSA oOCTaTOYH
9. OpraHi 3aui a9 cycni nbHOro o6roBOpPEeHHHA M
10. 3aTtTBepAaoXeHHSA i NOWNPEHHHA pe3ynbTaTtTi B
dopcaunrt 3BMYaANHO CYynpoBOAXYETbCA MacoB
€EeNTNKOKW Ki NbKi CTH KOHMepeHLUI #ho pyeaudivena ip iyB K N X
LOCATaeTbCcsd -OPHMO Ba@aBHIsAaHMEApPEeX O06OMI HY | Hdopmal
i HHoBaui WHOT nNonNni TUKKMW Ta 3MiHa BIi AHOWEHHS C
Heo6xi aAHIi cTb ®opcaunwTy CbOTOAHI BUKNUKAET
1. KOHKYpeHWDmi oM Nw& Tb CA.
2. O6bMeXeHHAM pagepxXaBHOTNTOoO @i HaAaHCYBAHHSA.
3. 3pocTamwy4yol CcKnapjpgHi cTo Ta nNi ABULWEHHSAM
omMneTtTeHUI T .
3actTocyBaHHAa ®opcalWTy [O3BOMNAE:
1 noninwysBaTWnw nNpouec NPURNHATTSHA Ppi WEeHSDL,;
1 ynpaBnaTtTu BMUOBOpPOM TexHONOTr i n;
1 CTBOpWBAaTW aBAEBpPEMKATABHI MBWOYTHBLOTIO P
T ni gacumnwBatTn npouyec HaB4YaHHS T a na
enepegpbavyeHnx ob6GCTaBMUH,
1 MOTMBYBATU 3 Mi HU.
Ui ni bdopcanTy:
1 cnpuaTtTwu NMOCUNEHHKW nNpoMUCNOBOTI KOHKYDp
OproBenbHWIAN NOTeHLUI an;
1 CTUMYyNnNwBBRABHNOBMWEeKTN B CcdPepi eKOHOMI K
epegoBuMWwla Ta CcCoUi aNnbHODMWHGMY €8 NEeireiHMMAAa JHEAH O
1 dbopmMynwBaTKuU i HHOBaAaUWi MHMUAN nNnigxi g y non
TexHoOonoriga i MEeTO/OMWB KI/pDHOBEE] € Bl MG i pPao ) Tie aaHa By 1
eXHOoONnNori yHa-eabeaomoyHaAanNBApPpAMOBAHI CTb,;, BW3HaA
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peri oHy i BM3IHAaUYeHHss Kona ranyseim, A K i 3 MO
NMPOrHO3 NepcnekKTWUB PO3IBUTKY TUX BRNIPEEBVNbAA
byHOLaMeHTanbHUNX HayKOBMUX AOC/NAI AXeHb B 006p:

HOBUX TexHoNor i u,; NPOrHO3yBaAaHHHA BUXOAOY Ha
Oani pe3ynbTaTtTun NPOrHO3y nNoOpiBHWWTbCHA 3 B
pessyraTaMn PO3IBUTKY A[OCAAI AXEeHb, po3pob6okK i
OUIi HMUTKM NOTeHUI an A4NA BAACHWUX BUPOOHWUKI B 1t
nNpo Ni ATPMUMKY Hawbi NblWw NepcneKTUBHUX HaNmnpsanw
Ona KepymeaH/Hia3 awmi i nporpamum CTBOPHWKWTbCA
eKcnepTHWUKH KOMI TeT, po6ouyi ni grpynw, a Tak
pes3ynbTatiB. Cekuil eKCnepTHOINo KOMIi TeTy MO
3a MiXgucuunni papHMWM HOPWHLMKINAL BXOA4ATHL n |
cniBrtToBapucTBa, Al noBuUX Kin, ypapoBoi apgMiH
dopcaldT 3BMYaAaMHO 3Aai AICHWETbBLCA 3a [AONOMOT
MO3KOBMWUWK WTYypmMm, ekvenrteopar HOe ebndp T B A HHA S K 1104 O B V
SWOT-aHani 3, ekKcTpanonauyi A TpeHAai B, A1 NoBIi

MYyNbTUKPUTeEepPi anbHMNR aHani 3.

Muxaitiio Oxiaanaep

ISdkso dzd? ©j HOCkEE ) pdWEosps dEases |
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ROLE OF Al TECHNOLOGY IN BRAND BUILDING OF CHINESE HIGHER
EDUCATION INSTITUTIONS -- THOUGHT BASED ON INTEGRATED
MARKETING COMMUNICATION

As the competitions among higher education institutions (HEIS) intensify, brand building has
gradually become an important means for HEIs to build their images and ernthairvampetitiveness.
For HElIs, the significance of integrated marketing communication lies in the integration of brand image
communication content, communication channel and communication process. At present, the influence
of traditional communication @nnels declines, the influence of sedtablished media is limited, and
the negative information is not monitored well. Under such circumstances, Al technology can provide
technical support for integrated marketing communications of HEI brand. In teromwrohunication
content, VR/AR, UAV, interactive games and chatbot are mainly applied. In the aspect of communication
channels, the data mining technique is mainly used to achieve differentiated communication, and the
big data analysis technique is adoptedntegrate brand image information communication channels.
With regard to negative information monitoring, the natural language processing technology can
provide highefficiency, fullcoverage and rounthe-clock regative information monitoring.

Key words:Atrtificial intelligence Higher Education Institutiondrand building; IMC

DOI: 10.15276/mdt.5.2.2021.1

Statement of the problem in general form and it’s connection with important

scientific or practicaltasks. Cur r ent |l y, we have been in the
of median&aeaping in the aspects of communic
communication content, hoping to cahvewnt mon
So as to create a good image for cobhmercess
field, etand ooomp so d&xirstHEI amo mag ghtbEBlds .br an
i mportant role for student enrol | manti,onam
devel opment .

© 2021 The Authors. This is an open access articider the CC BY license
(http://creativecommons.orgd/licenses/by}4.0
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As of June 30, 2020, there were 2740 reg
HEIl s, g0¥emomen$i iH&FIesej ghOcooperative HEI s ¢

run by Chinese mainland, Hong Kong, Macao
entrance examination system, most prov-inces
tier antdiewmevemdi ti es. As a r esguolvter ngnewmdr nH
contend at the same starting | i nego\Vviehren meomt
HEI s, begweennment HEI's and government HE I
wi || bret emmosreé B éA e tafmehiRadad i ve i s | mpl ement ec
the | ine, HEI s in China recruit i nternati o
i nternati onal educati on, thus furthee ahba
competitions among HEIls for funds, projects
good brand i mage as a support, maki ng br anc
for Chinese HEIs to bui |l denthhaenicre itnhaeg es ,c oarbpt

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

Study on HEI brandbuilding. The research on HEI brand building mainly focuses on
brand connotation, brand creation, brand strategy, brand influencing factor and brand
communication strategy, etoc. Rosen first di
selectionad i ts influence and proposed the main
and the framework of brand elimination [2]. Shi Peihua and Lu Mingming indicated that the
brand gene of HEIs was a system, and its carrier included university branérti@bsuperior
disciplines, the brand of scientific research achievements and the talent brand. It is an
aggregation of brands of various levels and various aspects [3]. Sevier put forward seven steps
of HEI brand building from the aspects of identifyisgstomer requirements, evaluating
customer cognition, recognizing gaps, formulating response strategies, revising school
demands, developing and implementing brand communication strategies, testing and improving
brand strategies [4]. Zhou Guangli pointad that, Chinese HEIs had begun to implement the
brand competition strategy, and the brand influencing factors included political connections
among HEI leaders, the relation between HEIs and the government, the relation between HEIs
and consumers with Higr status, the relation between HEIs and HEIs with higher status, and
the relation between HEIs and third party educational evaluation organizations [5]. Ding Feng
proposed to deepen consumer s’ i mpression ¢
advertsing, public relations, wordf-mouth and other communication strategies [6]. Wu
Xiangzhi indicated that HEIs should build a good image and establish a good reputation through
various threedimensional and diversified communication activities, and in cation with
mass communication, interpersonal communication, symbol communication and marketing
activities [7]. Jing Chaoping expressed that, HEIs should attach importance to WeChat and
other new media platforms, deem them as important display channelsgtsen the
construction of system, personnel, content, typesetting, speed and audience, communicate the
brand image of HEIs, and enhance the influence of HEIs [8].

Effect of Al technology in marketing communicatigkl, as a comprehensive
interdisciplinay discipline, usually refers to the construction of intelligent systems based on
computer technology and completion of the activities which can only be completed by
intelligent creatures or humans in the traditional sense such as pattern recognitiai, natu
language processing, data mining and automation. Since the concept of Al was first proposed
in 1956, the development of Al technology has experienced several twists and turns. With the
breakthrough of Al core algorithms, the rapid improvement of coengethnology and the
support of big data, Al technology has made significant progress in machine learning in recent
years. At present, Al technology has achieved great breakthroughs in computer vision, speech

8
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recognition, generation and natural language@ssing, and has been widely used in medical
treatment, health care, finance, education, security and smart home. With the introduction of a
series of national strategies suchMade in China 202%&nd theNext Generation Atrtificial
Intelligence Developent Plan China have all withessed a boom in scientific research, talent
investment, investment, entrepreneurship, and market application of Al in recent years. In the
media field, Al technology has a lot of results that have come into use, such asdgogtian,

face generation, automatic writing, virtual anchor, speech synthesis, intelligent content review,
image search and sound search. Ruo Dong indicated that, with the help of Al, big data, cloud
computing, blockchain, AR/VR/MR, 5G, intelligent Imbet of Things and other new
information technologies, marketing communication developed intelligent and automated
digital marketing tools and platforms and provided intelligent matching, intelligent labeling,
intelligent acquisition, intelligent executi@md other services under the digital ecology, which

is the reform of marketing communication [9]. Zhan Lingqi pointed out that, with the
integration of voice interaction and face recognition into the creative content of advertising
communication, Al techriogy drove the emergence of new forms and new ideas of advertising
communication, and that the communication content achieved personalized precise distribution.
The communication patterns became more dimensional and moredimeesional. The
communicati!m i dea changed from users’ passive r e:
“I mmersive interactive experience” and resh
Junjie indicated that, Al technology, characterized by intelligent matchiegtect immersive
experience for users in an -allound threel i mensi on al manner, enha
participation and interact i @aensoryaxpetienceeltavhsi z e d
reshaping the ecology of the advertising industry|.[Liao Bingyi and Yao Jinming carried

out visualized analysis of intelligent marketing communication, and divided intelligent
marketing communication into three main application forms: computer advertising, intelligent
speech recognition technology, augres reality (AR) and virtual reality (VR) [12]. Wang
Xiaohong and Jin Yingying proposed that in the face of a public emergency, Al technology
could improve the pertinence and effectiveness of public opinion response from the four
dimensions (public opinio warning, analysis and judgment, emergency response and
intervention, and information distribution), and help improve brand credibility with more calm
and efficient responses [13].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. With the rapid development of mobile internet, the main front of HEI brand
building has also shifted from traditional media to new network media represented by social
media, which brings an opportunity for the application offAHEI brand building. In the HEI
brand communication process, Al technology will play an important role in precision
distribution of communication content, integration of communication channel, negative
information monitoring and management.

Formulation of the purpose of the article (statement of the problem). We tried to
explore how to implant integrated marketing communication into the process of HEI brand
building and communication, and proposed the application approach of Al technology in the
integratel marketing communication of HEI brand, hoping to improve the effect of HEI brand
building and communication.

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

Main problems in the brand building &hinese HEIsRelevant research results show
that, there are some problems in the policy, concept and practical operation of HEI brand
building, restricting the development of HEI brand building, such as lack of brand awareness,
inaccurate positioning, nedistinctive brand characteristics, lack of brand core
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competitiveness, lack of brand building integration, unsound brand building, limited
communication content, undefined communication audience, insufficient connection between
emotion and the brand, atalv communication efficiency. We mainly sort out three problems

in the brand communication process.

Decline I n t he i nfl uence of . Ttrraaddiittiioonn
communi cation media usually adoptedr abdyi oHEI
websites and ot her ¢ hwanyn e@lnst,e rwahcitciho na.r ewWiltahc kt
media in recent years such as Wei bo, WeChat
of traditional me di a h asmebdeiean wgirtahd usatlrloyn gr eiy
sharing and acmamnrhu gihc gtairan ci pati on degr ee.

Limited inésuebcesbédseEmbedi asobdl HEI Bave t
for external and internal publ ii oint,y,TVi nsctlau
website, official Weibo and official WeChat
station and TV station, are only Ilimited tc
of the official we bhsel twi siist olrismiotneldy. ilnnc | guedne
examinees in the school, and the periodical
such as official Wei bo, of ficial We Chat an
covering tretaxc,hegesme saludmn i and parents, as
Of ficial Wei b o, of ficial We Chat and Douyin
buil di ng. However except some very charact
accoamtgener al HEls mainly depends on the
influence is | imited.

| mproper negative i nfor maltni oonh emofniietlodr ionfg
management, it is difficultitoem menwedbdt asds
the traditional manu al met hod. Negative inf
students, staff and parents of students, ar
Wei bo, and openaf amum&Zh( hwgh BesTidels, the <c
are often uncontrollable. Where the negati v
stage, i f handled i mproperly, it may be upc_
| ar gaet ineqg i mpact on the image of the school

Application of Al technology in integra
Connotation of i ntegrated marlknetteignrgat @ a mnmian
communication (I MC) i snmancianpobtantd bbebdy
successfully applied in the business field.
view of Schult z, i ntegrated marketing c¢omml
be used to puae, addvelvapuaeérecoordinated, r
communication programs relate to consumers
external and internal audiences [14]. | n |
i ncl udepss :f iivdee nsttief y customers and potenti al
and potenti al cust omer s, create and trans
i nvest ment, budget, allocate and estimbhte.
i nformati on co‘mMmu ir ena tt ii-mwemd-a Bdilve. Tk e i mport e
significance of integrated marketing commun
content into a clear and wunified hurnancdati na
content, communication channels and communi
communi cation. Based on the definitions of
communication, the integratedi snad&feitmed &on
of establishing a good brand i mage throug
communi cation content and communication pr

=
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aspects: (1) brand i magne fionrtne girmaatgieo nl .o gHEsl sd t
release and external exchange. For the sam
should corroborate and cooordt madiec teiacrh. o 2)
brand communic&t somholbaddndlud.l yHstudy advan
existing communication channel s, consider
communication effect o f di fferent medi a at
communi cat iaonnd cora&krenealns ,opti mi zed combinati or
communi cation process. The active behavior s
and brand repair are integrated with user |
bul di ng. The wultimate purpose of i ntegrate
establish a good brand i mage, angudlhiet Wi gtew
pools dmedehi gheaching staff, e n hsasn coef tghrea deur
I mprove &lkillity to obtain various resource
i nt ernatfilureanlce and competitiveness.

utilize Al technol ogy t o i ntegrate cor
tractivenhl®ppl pf VREAR t o generate experi el
fer free display of campus maps and satel
videos to some campus | andscapes, | abora
meusegance exhibition. I f possible, HEI s n
[ ing more Vvisual experience to examinee
code to the offer, and AR d¥ reansicca nenfif
i's vivid and interesting and makes t
|l ogy to make aegrriaadle cUAVt @retc.h noH e® gy o m
and it has become a vrdedstasusewdA
ee activities on c@anpas .t d 3pr &Je@t e nu s
ring. At present, i mage synthesis t¢
f reality, amtd @a@ma shieo nuss eldi kien firnepsadi
s
m

('})_C 3003
pul®]
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ary and graduation to create an atm
ize user experience. The chatting p
emeonft rceocnrsuuiltt ati on, WeChat and Wei bo
cient staff dumrtienrgr wpetaekd hcoourrssu latnidn go r
ize Al technology to optimize inform
fcfae ¢ tofolff HKESles t he data mining technigq
val ue, and achieve differentiated
tion number, whi ch provi e sustelre
ir i nteractive behaviors such a
kstage data anal ysi s, we can | a
e value of the umserstddent aball um
age group, active period, active wuser s,
mmuni cation content, we may accurately pt
gs, SO as to achniiecvaet iao nb eetftfeerc thr a(n2d) cUssnemu
integrate brand image i nformation commun
I ki nds of soci al media public accounts
n aneal yraditmhmg amount, forwarding amount
mbi ne the time mark to obtain the change
ading/ sharing quantity and make stadi st.i
mmuni cation rules of di
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of brand communi catiocoosmedhanmceimmunamcadthbwinl dne

Utilize natur al | anguage processing tec
negative Nedgatrimae iiomf or mati on muosnti tbcer iprag da m
to anytime in the process of brand commun
carelessness will seriously affect the effe
network informationrnktmadi tomninmg mMmanullaéemeu
massive I nternet i nformation. Hence, It owi
opinion monitoring system with natural |l an
processing tdgkendlhegyemodn onal tendency of
semantic analysis, and it is combined with
efficieonve,r afgwelan@dgat hve i nformation monito

Conclusions from this research and prospects for further developments in this
area,ASs a universal technology with rapid deve
rapidly in the fields of scienti fligcorrietshema rac
computer hardwar e, there wildl be more appl
become more popular. Al technology has been
fierce competitions among rHiEdat i oinntefgr HEE d
become a future devel opment trend. Brand bu
of Al technology in HEI brand marketing con
brand buil ding. Al tteecchhnnioclad g ys ucpapnor pr ofvoird e
communications of HEI brand. I n terms of cc¢
games and chatbot are mainly applied. I n t
mining techniquehievmaidnlfy eueadi abed commu
anal ysis technique is adopted to integrate
With regard to negative information monitol

can pr owvdidiei emicydqivet algle -talmcel ocloumdegati ve [
monitoring.
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BNANMHYyNa Ha YCHK CBIi TOBY €eKOHOMI KY. Ocobnune
Bi nbwe cCcOTHI KpalH BBe/JIM OOMEexXeHHSHA HAakKke' T3
CKOpPpOTMANMCA HaAXOLXEeHHSA Bi A TYPUCTUYHOT T ar
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Ocki NbKNMW YyacTKa TYpumusmy B €KOHOMI Ui 3ap
Mi XHapoAHUNYP) cmaHPBUTbL O6NM3bKO 10 %, TO ULe n
OgHMUM 3 HaWbi NbWKUX Ai €BUX 3axo[i B BuUNpasNert
€ PO3BUTMKbLOBTHOYy TPl PU3 MY, AKUMR MaEN PKMOMME HC
3MeHHUEM NOTOKY 3 ap)BoikypHinxX axy BU QQTOI3BB.MHEHOK TY
T X YyacTKa cTaHOBUTbL fOo 90%. TypuctuyHa rany
TypucrTi B, iI'X YyacebvpkKka cpemaBuTwBabAnNbHOINIO 06C
TYypumsmM B perioHax KpaiHWU MOXe He naunwe 3abe
nepcnexkTMUBI KOMMNEHCYITb BTpartTwu, ane 7 il
Mi XHapogHOTo Typus3amMgOMiD-1®&na cnapy nadHgemil

3Baxawuyunm HanesuKaia gepebdbnemMa nNOWYyKY Wnaxi B
Typusamy B YKpaiHI 3 NepcneKkTMNWBOKW NOCUNEHHHA
Mi XHaAapPOAHOMY PUHKY TYypUCTUUYHUX nocnyr. Ti p
3 BlaiB MR NP AMI B 3 &®&ezHMmaevi3epHHCTT KHpHasAli H @er i e Hi B
BUPIi BHIOBAHHSA EKOHOMI YHOT O PO3BUTKY KpalHMU
3poCTaHBAMWNBEHABBATIB Hpaecre /OBHERBAI NN O B IHADW @IC T PY K T Y
HanoBHWH@HHMDHaNbHOOOAKeemiLhba e BU XA 3 apBOTHRHUENWAEH
L OCBI A C BpOQO3YBAMTTLO, K LFOY p MO WPeHyie rax/Ty8B8IHOTN o 3 an
|l HCTPYMEHTI B MapKeTWUHT Y, AK i LO3BOMNAKWTbL C g
6peHpg RKRpaiilHuM peri oHi B, 3anyvyaTtm] NyopmMMAE @M
NOANKHMIWMXNBAYI B TYPUCTMUUYHUX NnocAayr Touwo

AHaJli3 OCTaHHIX AOCHiIKeHb 1 myOJikaniii, B AKX NOKJAJCHUHA MNOYATOK
BHUPillIeHHIO 1aHOI NPodJeMu i Ha fAKi cupaeTbest aBTop. [Ipo 6 nemMaTmnka BUKDO
i HCTPYMEHTI B MapKeTUuHTYy y BEYPUNCBMNHMMIBIH ir a
3apyobi XHMMM HaAayKOBLAMMU.

Tenetos O.C. YKocpopinarympRreaamKKo@ NCTaHHA MapKeE
TEXHONOTNi M y po3pob6NeHHI TYPUCTUUYHUX Mapuwpy

JaHbKO H. I ., BMKyps3 ipiae §G.e@G.e¢H ATeTHYWP U C T MUY HOT
MapkerunuaDYpemMa KacToMi 3auyiw i ekonorisaui
KOMMNO’ T EepHNX TexHonori n, HegoycTRA HMKaAaALRIPE H a
PUHKY.

BoratupboBa TI. A.[2] pbap/asoas 0B a nBooBTdCy B aH:
LL i @enTbWHYOH O T O MapKeTUHTY H a PUHKY BompwcT WK
r'PYHTOBYKTbY HEXOWOKRDHHBA OB HMETHABEMX o16pwe Xe H
PMYyB@G@KEBHOMI YH U X CTUMYJYipBI C BMPHETIG H HBPN T DK O
OXMBYOT Ui HHOCTI .

PomaHwhk, IMaAdH gunu O. B.12] Hhiokcinti igwkay 10@.6M.0 K[p e M i
MaAapKeTUWHIOBHNX KAMPMHKIUTYPUCTUYHNUX NOCAYT .

Mpumax T. 0., [MycurecHTkeoM aM.MB.y OT b Cy Y acHI I H
MapkKeTUHTY 3 no3wnuyi m 1T X 3acTCUlYWEaHHIO0 KHa MP
NPOCYRMXHMOCNYT

BapgaBA.3 [ oocni oXXYe BUKOPUCTAaHHS MIi CLUeB

BUKOPUCTAHHAM I HCTPYNEMHHBT MAaPHMBSBROWMMBOTYP [
Mncapesa | .B., NpPwgo pHid®agM.IWWMaoxg®dBENBOCT
PO3BUTKY MNoAi eBOro TypusamMy YyBpOBPI ia oponay
TepuTopi n.
Xa3nepdadh OpB3rpsapgae MapkKeTUWHT TepuTtopiil 4
PO3BUTKY | NMPpoCYyBaHBI®H art yIpama a3 yaE oMl MOEHK TC. Wy
MapKeTWHT YA orreg MoT COHa Bi H, i BMUAW i cTpaTterii

. ). whdvh jdSs, 5.u. zqOhHEsGE Oddy . dGjuldmm 15
BOS jIsddzcl HdY tsLodlsCl o dbklstc COMDI8EE Iktsd
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Bacwkl] Opofni oxye npobébnemum O6GpeHOoUHTY Tepy
BMULOOM ePeKTMUBHOCTI OpeHAOUHTY TepuTtopiil €
KOMNOHEHTI B SAKOT HMAMKA ITHUK 1B asKKIMBMIMUT & BapTOo
a TaKOX MNOKa3HBROVWPKYRASGBT YpPHA@O TPpeeHKLpieaa/uyi nTHY P WwOC
peri oHy.

CMMnpHOBa T. A. , MpWBe a pmHowknd gaaky bt 80. p § N b
ni ABWULWEeHHI TYPUCTUNYHOT npuemaborBBoeHI MipO"
bopmMyBaHHSA Ta NpocCyBaHHSA TYPUCTUUYHOT O OpPpeHS

My3snu&€mewomoBCHSmo30r.Bagae-vegapaimgacagm 6p
peri oHy.

Mpob6bnemMn PpoO3IBUTKY TypusamMy Yy peri oHax, 38
i TEeXHONQOXY BWTYb gEpca/yia X 3 apyobi XHUX HAYKOBLUI B.

GazzolaP., PavioneE., GrechiD.,OssolaP.[18] pocni o XyWTb pPO3BUTO

ManoBi gAoMMUX Ta Bi gpaneHux perioHax Tli BHI
T a /Ipoor3oB U T K Yy .

SharmaA.[2l]B B 9@ BiiMHPUNU3I M, HAKUWU po3rnapgaeTbcesd
yBarum O pegAI BKNE THANBM He € XxXapaKTepHUM.

Roméo J., Nijkamp P. [200 npegcTaBunu pe3ynbTaTn e€ekKOoOt
BNAMBY pi3HuUx dakTtTopi B (i 3MY4HOT O i NIWACDbKC
i HHOBaAUIi M ToukoM) THyap MB MK a 32H3U7/ Al ad i io3Bieme €6 p BN
BOCbMUPI YHUK nepiopn.

TomczewskaPopowyczN. [22lnpoaHanNp S Y BRAGRAAT b, noBs.
TYPW3HIEOS8MA N P O N OyH30aBraad/obl H1eé KCYH 'y B M [, O O ENTOHHAUT Xb

Buhalis D. [16) noc ni g Xy e i cmcrtemMmaTtTunsye pOoO3BUT
i HPOPMEALDIMIFMHO KalLi "NHUX [OHTEMEKTY@HHBMHIOT OiF TYypV
NMO3UTMUBHI i HeraTuWBHI Hacni AKW BNpoOBapgXeHHS:s
acnekTun A1 ANbHRETTYpPpYOETBUHAMNEB paenyr .

KhurramovO.K., SaidovaF.K.[199po3rnagawTb MapKeTWUHI B CO

[

(@I

A3 at

i HCTPYMEHT Cy4yacCHOro Typuamy, wWo cnpuse niapg
3 poCTaHHUKB MHpaMabayBTaKyii B TYPUCTUUYHNUX NOCAYT .
Font X.,, McCabe S. [17] aHani 3 ywTb npob6nemnu i nepecrne

3a6e3nNeyeHHA TYPUSMYNPUKOHUMERBCTTagqOTpPUMPMaHd B A
BujijieHHs1 HeBHpilleHMX paHille YaCTHH 3arajibHOi MNPoOOJeMH, KOTPHM
NPUCBAYYEThCSI cTATTSA. AK  C NI AYy€ 3 pe3ynbTaTi B, NdA@AMIHAY

PO3BUTKY peri oHanbHOT O TYypusmy, 3acTocyBal
MapKeTUHTY PO3KIpEHHBRAIOTRAR AY BUTYUYU3IHAHUX I 3
MpoTe Bi O CYTHI W ni gxi g p[o CUCTEMHOT O 3acrtT
bopmMyBiaMiHAEXY | 6peHpgy peri oHy, 3oKpemMa B
TYpuUusmy 3 nojganblwow NepcnekKTMUWBOKW MNOCUNEHE
Mi XHaAapPOAHOMY PUHKY TYPUCTUYHUX nocnyr. A Le
COVID-19 i nepiop moac TikHap OHMEBKEMHS , OCKI NTbKNU M

TYypumsamMy B LMUX yMOBax PpPi3KO 3HU3IUAMCH Yy nepe
@opmy.IIOBaHHSI MeTH CTaTTi (MOCTaHOBKA 3aBaaHHsA). Me T O 0 € po3po6
ni gxoay A0 @GopMyBaHHA Ha 3acajax OpapliegT prT:
AONA PO3BUTKY BHYTPI WHbOT o TCOYIR-BMYy3 Bne@g@meT
noganblWwWOro BUXOAY Ha MIi XHaApPOAHUN PUHOK TYypwu
BukiageHHs1 OCHOBHOIO MaTepiajy IOCTiAKeHHS 3 NOBHHM OOIPYHTYBAHHSIM
OTPUMAaHMX HAYKOBHX pe3yabTaTriB. CNn M patwyumceb Ha pe3ynbTtTaTtmn a
LXxepen, a TakKoxX BpaxoByllUYMN pes3ynger &T un B J
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3anponoHoBaHa MNoOCAiI LOBHI CTHb npouyueayp dopmy
peri oHy B KOHTEKCTI PO3BUTHKY HIWWHKINPHEVO I HOA
nNoKas3aHMI3B8BPO3IAaK.

Oui HKa TYPUCTMUUYUHOTO NOTEH
OKpeMuUXx CcKNapgosBMwUX

4

dPopmMyBaHHHA
TYPUCTUYHOTO | Mi gXy

4

PopmMyBaHHSH
D R TYpucTuUUYHOTO 6GpeHpy

PuycHo «kMdcni goBHihpopmyBBMMIAB TYPUCTUYHOT O | Mi
(aBTOpCcbKa po3pobka)

3a3sHayYyunmmo, Wo TYPUCTUYHUA |1 Mi AX perioHy
NeHHSa i CNPUMNHATTSA €KOHOMIi YHMUMMU KOHTDPpPaAlI
AKTHUMM ayaunTopi AaMM TYPUCTUYHMUX npoayk
eMMNn 3 axoHjgBaHMHGALGQ 10X’ €eKTi B TYPUCTUYHOI
My [7]. TypucFuiHUWC OPrea a e il iYW y CB
pareHTi B | KOHTAKTHMUX ayagutTopi hm CTOCOB
OHY i MOM@POpYRERWMEC BYUYHWWX POpPpMYWTb Yy 3asH
KOHaHIi CTb Yy nepesBar ax, 6axXxaHHa CKOpMUCT
OHY i pekxkomMeHpagyBaTunW 1T X | HWKUM.

CHOBHI CKnaposBi TYPUCTMUYHOTIO nNYmM&MWLUIi3an)
AAYHUAKITUMOTEHULI MHKMX CNODKMUBHAWX BN 0 C JHyar[ are
. 1.

peagcTaBNeHO HAK Tpaaguwuyi WHI , Tak i Bi AHO
€HHA. AK cni pgyteypcavmanmay noaénaui an Y
TN B KI IBHYya@Ipii auma » , Tak MIiXHapoAgHWUR T
6neHoO aHani sysBaTMu cCKnaposBi TYPUCTWMUYH
oBaTuW [JOULiIi NbHIi CTb PO3BUTKY B HUX TNEBHMUN
oBecCcTUSWEFaeaomm 3 Y byK | ailB Ti oHp1[5¢, p ndppeatramieiHIT T akK o r
KOHaHOTNo Ansda Yy mwmoBsnoCyavwco, Kyo i T ao6b/.a c2r.i

Ouyi HKn®, Wo nNpocTaB/MEeHI e K(c3nee pmr@aammo ky &ing
banixgddpakTepunusymwTb CTyni Hb BN/INBY CUNbHMWNX
nNoTeHUI any CymMcbKOT 06n. H a nepcnexKkTunBM
MOXNunuBOCTEen i npoTMAI T PWHK OCBIPW Y3MBHTEpHOM3XA M1 aBH |,
COVID-1 9 . bByno po3spaxoBaHO CyMMU npocTaBALHUX
A NS MO X/ /3BAOrCPTOE3N, iN-e4 /TS O@MMBIKN X | cnabkunx c1
noTeHUui any) . Mpnm uboOoMYy ©O6inbwa cyma Yy psagky
PUHKOBI MOXNuUBOCTI-nNpmeHawab6{ ABAi suar pas pos3wmu,
CUNBbHUX —BP AMKH)T b HI Wi CTOPOHWNW TYPUCTMUYHOT O
(AnN8a cnabkmMXo CAH®IPO HHawWmwcnab Wi CTOPOHMU.
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Taob6bnu4ACsk nlagosi TYPUCTMYHOTNIO NOTeHUI any, o

(aBTOpCcCbKa po3pobka)

Cknapgd .
EnemeHTHn cknapgpoBu XapaKTepHIi B
nNoTewHLy
3anoBi OHUKKW, 3aKas3HMU : o
, EKonori 4yHwun n-, N
Pekpeauyjnapkun, nam’ ATKWU npupid_. M
; ni 3HaBanNnbHWNI,
Towo (Wayubki o03epa)
KypopTwu, 6caaiHbaHTeoopnioir,i u
KypopTtHpecypcun (TpyckaBeUlUubKIKy popoT3Hioo poB Y U
caHaToOpi )
l cTOpUMYHI nam’ STKW®,
lctTopmnuyjtowo (Komnnekc y bHaTtTyKynbT-ypsmwasanky
Mopai nbcbKa dGopTeus)
ETHoOrpadmuAaiTkn, eTHOIKYANbTYPHO nNi 3H
ETHOrpal(cagmnbum, KomMnnanekcwun), eTHoOrpadi 4yHmnim,
(COPOUYMUHCBLKNUN ApMaAapPOIEeKONOTri YHNN
CnopTUBHUIN, cCT
) . lo3 gpopoBYMMI, M U
HpmpoAHnlcm’ ropmn, MO p A, pIBoAHMM puobanky
(Kapnatun, YopHe wmMope] . T :
ni ABoAaHWNK, nNi ¢
eKoOnori yHwumimn, n
XpamMn, ™MoHacTwupi, na
KynebToBnoxoBaHb Towo (KumeBo|Penirinumm, TEe¢
AHTOHI €BIi nedyepmun)
Il cTOpMUYHDOMEEGDA, T&AI C
ETHi ynul€ 3YURMW ANA NEeBHOTO ETHI YHMN, HOCHT
TeputT,@mpi ApoXmMBaNN NPTAHTPUYHNI
(m. JlbBi B, M . UepHi BI
dabpukn, 3aBogmu, nok .
MpomMuncn , MpomMu ainos MU
06 ekTn (YopHOOGBUANDbLCHLI
KomMmnnexkcun, wo BKIAKWYa
Ta KOHrIrpec UeEBPWMHI HY
. o "e€KTKM T HCn THOI . o
Alnosmm06 € paHc OP 0 i noBumn
Ta €eK3O0TWYHI 06’ eKTM
OHi npor ec, 0. XopTtunuyy
aeponoprT, rotveni [ T |
HaykoBi Ta HaB4YanbHI
Hay k-0BoO 06 exTv, nPUPOAHI Ta HaykoBwuim, HaB\Y
AKi 38eb6i nbworo pos3r J o
HaBu4Yanb . . i H T eynaerkbTH N i
(YHiBepcurtetwn i HAI,
i CTOPMYHMUX MicTax: Ji
HahkpawummMm PUHKOBUMMU MOXTMUBOCTSAMMU € CNOX
3akKpuTicTb 6arartboXx 3apyo6i XHWNKX peri oHi B B
3arpos3ow € HeCcnNpPUATANUNBI Kmpppawmwma €r pymw»o BOAN s Na
MapwpywiBse®aBanbHoro (24), pexpeauyi nHoro (23)
TYypusmy, H—-e W rHiog pranpi yHor o (19) i HayKoBOT OO
30pi EHTOBAHI CTb TYPUCTUUYHMXE) BNEAKLYITHI B8ab 3pF
BHYTPI WHboOoT o Ocy@mamwodMHe ( ) WeHHA wo A4 o po3BMUT
KOHKpPEeTHMUNX BMAI B ,TCYIMP3ANOM MB P U HMA T3 Y b TaTu
i HaHECKOBWHWOMI YHOT O aHani 3y 3a cTaHAapTHUMN M
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Tabnuubp ale SWOTaHani 3y MOXNUBOCTEN PO3IBUTKY

CymMmcbKin ob6nactTi (aBTOpCbKa pos3p
CunbHiIi CTOpPOH Cnab6Ki CTOpOH
= [+ = [ [&] x — T .—
= m I [ $ ooz (@] s m T u
T © T | == O a0 ® 0 > om o
= @ — || = & oIT o T c 2 |® > m
— 5 | 8|7 = g S = - o |z - o
MoXxnusBo| | o | @ |—-| m E s | s © ©| 8@ |7 => F
3arpos| ®© = al | == |5 |=s 0 |— - ® | T+ |S 2 E-T
0} - - |O] s |m O |T o X >| o © I |- mIox
o ) olg|lal |3 |o |x | movE|O| O |xES/lm.—-0
N = I |o|l o g | o | = >N | Hoo| | om |8 x QKR QT
() > - | x| E o | ® — © O oLoLOo| o L T O VU >® O =
0| ¢ (WWO|lm|S [T | Cxsce|lT | T EorTno
Cnoxunsu
rotToBHI| 5| 4 | 4|5|/4|4|5|3]3 2 2 2 1 1 |45
Hace/newH
3pocTaH
SNONYNAP 4 4 |alala|a]|4a|3|3 2 2| 2 1 1 |4
BHYTPpPI W
ClTypusmy
szsbKa
<|lkynisBen
=|(CNpPOMOX
spaceneH 40 4 l3lala|3|a|a|a 1 1] 1 2 2 |4
CTPpUMYE
Zlha 6inb
popori
TYPU3 MY
3akpurti
6baratbo
3apy6ix 4| 4 |3 |4|4|4|5| 4|4 2 2| 1 1 1 |43
peri oHi
Bi Ano4wn
Heo6i 3H
CnoXunmsa
s|uoao 2l 2 202323 ]|2]2] 2 |2 1 | 1 | 1
m|MOXNWNBO 27
OBHYTQPI W
QITypumnsmy
;Bip,cyTH
mAePXABH 5 1ol 22222 2 1] 1 1 1 |24
peri oHa
ni ATpuUM
Hecnpwusda
"npaswunl 2 1 1 (11|11 2]1 1 1 2 1 1 17
ona 6i 3
23 21 19 22 22 20 24 20 19 12 11 10 9 8
Ak cni pye 3 puc. 1, HacTynHUMUAN eTan nepe,
peri oHy, SAaKunh dopMye NO3UTUBHY penyTauyitw vy
aygouTtopi nn, 30KpemMa: BIi TYUN3IHAHUX (Hacawmnepe
nocnyrnepangkTusBi Ha mnepioa nicnsga 3akKi HYeH
obmMexsRPYOI XHMUX CNOXMBAUYi B; nepcoHany caMux
nocnyr; painoBux (61 3HecoBUWX) NapTHepi B, HAac
peri oHaNHMHCILEBOT Bnapgwu,; rpomMajc b-@in XN a HO BaHX

. f . whdvhjdSs, 5.u. zqOPOEsSGE, Oddzy . dBjuldzmM 19
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TaHOB,; Mi XHapoagHoOoro 3arany (y nepcnexKkTwusBI
OX perioHYy BKAWYae HaAacCTYyNHI cCcKnapgosBi

— i Mi ax CKnapjpoBMW®uX notTeHUi ani B TY p UTC. TYX Y H
Kpeaui "HMMN, KYPOPTHWUNA, I CTOPUYMHUINA, e€THOTC[
OMUWCNOBUN, gHaADBaMMEHWHIA)Y KOBO

— COUi aenKbOHHOO Mi Y H U A i Mi ogXx: €EKOHOMI UYHMU A
pob6bHMUTBA i nooGyTYy, picB alalc THO H@LieBl eHaiie ji e
—i Mi X TYPUCTUYHUX NPOAYKTI B;

—I MIi AX HapgaBa4yi B TYpPpUCT-MMIHEMmX) No& Nyak gy T
bpacTpyKTypwu perioHy,;

- Mi X CGII@BXWBPUCTMUYHNX NOCANYT perioHY;

— Bi3yanbHUM i Mioaox, AKNMNW nepgpedbdbavuyrapeM HO A
OBECHOro onnucy TYPUCTUYHUX NPOAYKTI B (TY
a3un Ta i HdbopmMauyi WHI NOBI AOM/IEHHSA.
Cnmpawyunmcb Ha pes3ynbTaTu aHani,BMagningxo/a
OBHI KOMYHI Kaui wHii TbHOT ByaMagTW.BYBRTN AHa
pewmMa: i Mi oXeBYy peKknawmy, o nogaeTbcCc4da
loYatwyuMm TN pea3eHKToaHu e p, e HeUuBi ATT ai, Tn.pre.c; CTUMY NI
XKW, IpORODMpa@ailUnHI , NO@BOPFAEGMUHSA IT. peanisyua
aykKuyiTd; bopMyBaHHSH nporpamM nNOSANbHOCTI
Bauyi B; peani 3ayi o 3axopniB nNpamoro wmap
maun | e T owo ; GopMyBaHHSH i NpOYPWUTOIKE PK O E
epaTtTopi B Ta .TYPpUCTUYHUX 06’ €eKTIi B
axoByltlumn peani i CbOT OfgEHHSH (aKkTnBHE
PTEePHUX | HPOPpMAWILE MIBLX U M e X H B/ACITION)Y B a H H
A1 B -M aHPTKEEPTHAEHTT Y K i ONPEWPWTE PO PMPB & WMH [
OHY. EdbeK TUBHMUM € BUKOPUCTAHHSA couyi an
K
n
3

T WOOSsSOo=XT-TI
=

.M X ® —03ImWO O X

R ® R BN

cm Az

Ti B Ta nocnyr peri oHy; nNi gBUMWEeHHSA pil
Bayi B WoA[oO BUAI B TYPWU3MYP U MRBKHIH Ap BB3BBOVBOA
Ky 3i cnoxXxumBayvyamum, CTUMynwBaHHSA T X | HT
ATpumMyBaTWu (MopgepyBaTwn)pgor pyrmmx ycciogy i &
MYHUX I NOTEeHUI WHMX cnoxXumBaudi gy Rewi obH
MW NOBMUHEH O6BYTUM 3B’'A3aHUN 3 rpynamMm y
MY HI Kauyi WHMNX i HCTPYMEHTI B 3annexXnTsb Bi A
PUCTMUWYHOT O | MIi XY peri OHY;i awviTKapKoocke pyeviooBB U3
3a3HauYTeHy i MEeHWTCN peani 3ywTb KOMYHI Kaui AHNINI
MW 3acTOCOBYIWTb Ha piBHI peri oHi B. Ha np:
ani 3ywTb bbeHR@GA@B@ARIAH TYPUCTUYHNX NOoOCAYT
—BUPOOBHMYUYMNN, wo nepepgbavyae aBioC eHppe [ Xe 31 B
PUCTUNMUHKKXI BIpoa&, TeXHOoONorim T X HapgaHHSA,;
—-KagpoBuin, nepepbavae CcNpaAMYB aHIHKSM A3 yHCa/d/ AbE
PUCTMUWYHI nNnocnyr u;

—CNOXMUBYMMA, CNnpAMOBAHMUI Ha Hanar ogXeHH
oXumBayvyamwu TPPAEYRVWHMHBUX | AWM MMN €EKOHOMI UYH U M

e}

=
-

OHTAKTHUMMU ayagutTopi amu.

Ha puc. 2 nopgaHoO cxemy 3acTtTocyBaHHA |
PMYyBaHHSA CKNnajgoBUX TYPUCTUYHOT O | Mi XY PpE
OPOTHI 3B’ A3KWN.
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TypucTtTumMHANX perioHy, 'y T.u4. (
|l MIi OX TYPWUCTUUYHOTO -BRDEBMI &RV
TYPUCTUYHNUX npopykTtie (nocnyr)l

TYPUCTUYHOT | HpPpacTpykKTypwu, I mi A4
1 1
KoMy HIi Kauyi "Hi 1T HCTpymMmMe:H
I mi aoxeBamM®ReKk CTUMYyNOBaHHSA 36yTY;
Mpor pamu nosanbHOCTI ; Kopnopart
KOMYHI Kaui MHI TexHonorifi [ i HCT
MapKeTUWUHT

FrpyompuinHATTA:
CnoxuBavinapbHepeac-bKpapmeaoBio ycTaH-t
3MI; OpraHwmw pgepxaBHOT, perioHanNnbl
Cycni nbHI i HCTUTYyUI T ; MepcoHan T

PuycH kKomMnnekc KOMYHI Kaui m popmMyBaHHSA Typ
(aBTOpCcCbKkKa po3pobka)

Oani po3rnsHeMO ocob6nNnmBOCTI 3acTocyBaH
bopmMyBaHHA TYpPUCTUYMHOTO OpeHAY peri oHwe (pwnc
TpMBANMUN NPMOKeEeC POIGRARAMHYTMUCA Ha POKMU i Aecs
TYypucritTumyHoro ©OpeHAY perioHy € #noro i mMigx.
CTOCOBHO TYypuUCTMYHUX nNpopykTtTiB/ nocnyr, Hapga
(pmBKk napgosBi i MIpPMYETN bCPawcdcomcTeEeMY NMoB’ A3 aHy
CBi LOMOCTIiI €©KOHOMI YHUMUX KOHTpPpAaAreHTIiI B i KOHT a

OpoHMMM 3 enemMeHTIi B TYypucTMWYHOTNro 6peHpay p
CUMMBONMU, nepcoHaxi , Ha3Ba, CNnNor amy ®KOBIBIDPI
agekBaTHO | OLHO3HAaAaYHO BIi gob6bpaxaTun TYPUCTMULL
npoaykTiB (nocnyr) [ NMOBWUHHI acoui roBaTtTmucsA
SHRAMWM CTb 3 NOrnNsapgy XapakKTepWUCTWUK KOHKPeTHOT
ecTeTMYHaAa npuBabNuBi CTb; MOX/NTMWBI CTb apgantal
6e3 BTpaTtTu”n 3MiCTYVY; 3b6epiraHHa 3MiIiCcTYy I ecrT
MOBMUW;, nNpupagaTHi cTb A0 peecTpayi i i PPpUAUNYHOT

Ha pwuc. 3 nNoamHOP W,CHWO@BHBNApMBawWTb Ha qGqop
6peHay perioHy. 3BuMYaWHO, 3a3HauYewHi dhbakTOpYV

Bi Aono@miogme umMm DK KpPETHMUX peri oHi B Ta BUAOgi B T
(pgoui NnbHO po3BMBATWN) B UUX perioHax.

MpoTBgXa3koymnm Ha TpuBani cTb @GOoOpMyBaAaHHSA TV
npoyec WMOBI pHi we 3a BCce 6ype 3a€@VDHlB8. 80 B X
Be/NMKOKW | MOBi pPHI CTH MOXHa cTBepaoXyBaAaTMU, LUl
KapaHTUHHUMUX Ta i yMOXNOoBMeEXxeMW®WBHWDOI HHUNAK poOa3
TYpPpU3IMY. MporTe pPO3BUTOK BHYTPI WHbLOT O Typwu
Mi XHapoagHOTNToOo Tipnesmey U qionpPin BUCKU OCTaHHbBLOT O

. f . whdvhjdSs, 5.u. zqOPOEsSGE, Oddzy . dBudm 21
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TYypucTtTuUuUYHMNM KomMnnekc KoM |l peHTUMdPi KarT
peri oHy i HCTPYMEH] peri oHy

TypuctTmnuyHunuim 6peH

TypucTunuH EKOHOMI YHI KopnopaTwuBH
noTeHLUI an Ta KOHTaKkKTH TYPUCTUYHMX

PucHox®8KkTopKu BNNWUBY Ha @OpMyBaHHSA Typwuc
(aBTOpCcCbKa po3pobka)

BuCHOBKH i mepCcneKTUBH MOJAJBIINX JTOCTiIKEHb. Cnnpawuunmce Ha C°
OaHi nNokKa3s3aHO, Wo 3ropTaHHSA HapagxXxopgXeHb Bi A
COVvID-1 9 MO Xe 6yTM KoOMNneHCOBAaHDO PO3IBUTKOM B
LO3BO/NMUTbL NiagrorTyBaTucsa [0 Bi QHOBNEHHSA PUHL

cnapgy nCOVIDA@iL 7T YTOUYHEHO OCHOBHI cCKnapoBi TyYyp
YKpal HW. YoOoCRRHANEMH®D oOuUi HK WU AouUui NbHOCTI
BHYTPI WHbLOT O TYypusmy B KOHKpPeEeTHMUX peri oHa:
noTeHUI any, CcTaHy TYPUCTUYHOT i HpacTPYKTYVyRQp
3 ypaxyBaHHSAM BOOWID-2 9. mMBBmamMihor o npakKkTMWUH:
YTOYHeHa CTpyKTypa TYPUCTUYHOTO | Mi AXYy per

| HCTPYMEHTI B QopmymB@HHMI g\ vicOTapprevdagHyi  ppeer 3i yos
bopmMywTb nNniagaxi g A0 po3pob6nNeHHSAO HiamizmxXya arax O
peri oHy ANnA PO3BUTKY BHYTpPI QGOVIDA Mg Ty Bun Myl as
nepcneKkTUBI Ni cng 3aBep HIHIH SB UKXaopaayH ATHV/AH FHI XM HOB0
TYpUCTNWUYHNRoAROEGMYT AOC/AI AXEHHSA N O BPUOH3HPI O BO/lyeTHAH
MeTOAMYMHKMX nNniagxopiB [0 ynpaBni HHA 3a dGopma

hbakTOpi B HEeNnoOBHOI BM3HAaAaUYeHOCTI [ PU3INKY) d
i Mi gXxy i 6peHAay perioHi B YKpai HMU 9K Ha BHYT
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Application of marketing methods and toofsr the development of domestic tourism in a
pandemic COVID19.

The aim of the articlas development of an approach to the formation on the basis of marketing
of the tourist image and brand of the region for the development of domestic tourismeénidkeand
after the pandemic COVHD9 with the prospect of further entry into the international market of tourist
services.

Analysesresults The global pandemic COVHD9 has negatively affected the entire world
economyThe tourism sector has suffereagtly from it. More than a hundred countries have imposed
restrictions on entry into their territories, which has reduced their revenues from the tourism industry.
This has led to significant losses, as the share of tourism in the economy of foreigiesasiatipout
10% (international average). One of the most effective measures to correct the negative trends in the
field of tourism is the development of domestic tourism, which should compensate for the losses caused
by reducing the flow of foreign toutssin countries with developed tourism, their share is up to 90%.
Ukraine's tourism industry is less dependent on foreign tourists, accounting for about a third of the
total. However domestlc tourism can not onIy prowde rapld results that will ofﬁse'uthent losses,
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pandemic.In view of the above, there is a problem of finding ways to develop domestic tourism in
Ukraine with the prospect of strengthing the position of the domestic tourism industry in the
international market of tourist servicd3ased on statistics, it is shown that the development of domestic
tourism can not only compensate for the curtailment of revenues from internatoniam in the
context of the COVIEL9 pandemic, but also prepare for the recovery of the international tourism
services market after the recession of the COY®DpandemicThe main components of the tourist
potential of the regions of Ukraine are spemifi The approach to assessing the feasibility of developing
certain types of domestic tourism in specific regions of the country has been improved, based on their
tourism potential, the state of tourism infrastructure, existing market opportunities aradshtaking

into account the impact of the COMVI® pandemic. Its practical approbation is execulidte structure

of the tourist image of the region has been clarified. The range of communication tools for the formation
of the tourist image and and ofthe region is outlined.

Conclusions and directions for further researchhe obtained results form an approach to the
development on the basis of marketing the tourist image and brand of the region for the development of
domestic tourism during the panden@©OVID-19, and in the future after the end of quarantine
restrictions- to enter the international market of tourist servidesrther researctshould be aimed at
developing methodological approaches to management by formalized procedures (taking umd acco
factors of incomplete certainty and risk), formation and promotion of the tourist image and brand of the
regions of Ukraine in both domestic and international markets.

Key words:tourism marketing, domestic tourism, tourist image, tourist bragional tourism.
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AHaNi3 ocTaHHIX JoCHiIxkeHb i myOuaikamid, B SKUX MNOKJIAJEHUH MNOYATOK

BUPIIIEHHIO JaHOi npodJjemMn i Ha fAKi cnupaoTbes aBropu. OC T a H H i pgocnipf
nNi oTBepAXYWTb [ HTepec HayKoBLI B A0 npob6newm
ni gxoay A0 nNpocyBaHHA KomMnaHiIi T 'y unmdpposomy
npumceavyeHo pob6oTwu aBToOopiB b. WmirTT, . oProeq x e

ANnuwe He3HayYHa YacTMHAa 3 HWUX NpuUucBAYeHAaAa MNpol

CemeHtok C. b.lUle OwmeyHaye M.yl6.ni Kayi W € CTOCOBHO

€EKOHOMI KM BpaXeHb Ta CcToOoOpiTeniHry 3aknapgammu
Bupinennss HeBHpilIeHMX paHille YacTHH 3arajibHOI Npo0JeMH, KOTPHM

npucBsiuyerbesi crarrs. OC 06 /1M BOT akTyanbHOCTI ynpas~ni H
UM PPOBOMY MaAapPKETUHTY. Lle noB’'A3aHO 13 TwumM,
aygunrtopi i Bi 6yBaeTbC4 y umdppoBoMy cepepgol
ragxe@GmXi.MKMN PO3BUTOKEOT ap enkoluavprme Hei Gy MBOI B 10 €
HayKoOBWUIW I HTepec CTOCOBHO nNnpob6bnemMaTWK®K CTB
poanRABO lMpobnemMatTmnmka, -psokMBEOn poly&eli OPYB@HHS
nporpamMu,; petTani3aui 9 N PO HHYSAT HTi a TMO XJ/TIVEBLO caT/ib
OCBIi THA nporpama; HaBepeHHSd Trnajgadvya Ui NbOBO
O nopganbworo BCTyNny.

dopmy/I0BaHHA MeTH cTarTi (MocTaHoOBKa 3aBaaHHsa). Me T O 10 ceaatTTi

bopMyBaHHA nNPaKTUWUYHUX peKkDIMBE@@KQH e HUTOYq Oy CLO
cepepoBu Wi Ha npukpioasgBBPo3pobkum npomo
BukianeHHs1 OCHOBHOrO Martepiajy AOCTIIKEHHSI 3 TMOBHUM OOIPYHTYBAHHAM
OTPMMAHUX HAYKOBHUX pe3yabTaTiB. [Ip 0P ® N¥AKe oOoOAWMH 3 BUAI B Bi fge
3acTOCOBYETbLCA AOpe HmyNYy NHpwm3 A apicdiaHBIBVOE N poMm

bopmMyBaHHSA | Mi AXY YyCTaHOBMW Ta 3alNyudyeHHAa Ui
nepuenui i 3acobamwu rapHoro Bi peopsaagy, noag
Tunor padgi Kn, I Hpor padi Kn Ta BUYB NpeHm/Mma NCH X O
AKIi MOXYTb TpaHcCcnwBaTwmwca nNo TenebGayvyeHHO, Ta
y BH3, popomom cTBOpPHWWTbLCHA [ANA PO3IMIi WEeHHA B

pi 3HMUX 3axopgax. Ocob6nueBoi aKTYVy &/ HBXMT iB I Ha 6V
HagaTtTu BuMuYyepnHyYy i HpopmMaui[wl] AkBizpsH amaxre Creo
HaBi Tb HaWcknapgHi wy i ManoBi goMy nocnyry.

Ona OCBI THI X nporpam € BKpaim BaXNuBuM
bopmMaui WHa peknama HBJAaGAKBB@BEHKOBY | i3WAADN
THIi CTb cneyianbHOCTI , BUKNajgaHHA Ta MOXI.L
peBar i 0 NPI&IMO O C Bi T H b-OUie nHpaoorypHai Mcut b | BN/WB
Apa3y No —BBGYW aKIdHaO MY XaH B/BW KD/BSO MIyp.-@ &Koam g L i 1
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UMNPPOBOT O,HKKO®WMHOH OY,B N XYHABHWON 03 ,Fpaxydasam@a njJ
Bi A6yBaeIBbCHIA OWOHYi W (nep,aim owWBwma Ar A synapaa)r asi
PosywmiimHHTSe pnpeTauyi a noagpas3HNKa.
3anamM’ ATeBgpaHaaeHHA nopgpasHuidaby’'afl@aBir o (
Bi Airpae ponb i Ha nonepepgHi X eTanax, OCKI N
HapopgXeHHSA, MaTn OGyae cnpaAaMOBYBADImMY Yy BMa®DKW a
cTBepAaxXyBaTnu, WO CcCnNnoOXuMBauvyi CXUNbHI @yBaMOI p
4O TmMOO Mae MNOTOYHY abo [JOBrocCTpPOKOBY Li HH
AOoOCnNi oXeHHS Ui HHocCcTeWw Ui NnboBOT aypgutopi i
MpoBi AHOKW METOKW CTBOBEOHHWA KOMOILEIHITHO E0 BLplad®
ana 060X TUNi B KOHTEeHTY 6yae LOpPEeUYHUM B U
nepepgpb6bavyae po3NoBIi A amHaHma H & Tyo pTi gifx.yo MeH dBOVIT MrasLyg a st
eMoLuUiIi WHO, nNpopuBawymnm HaB’ A3a@IMBIa Pt MaLipaUN KKQ
Ta i H.[ 4] AKWO Nepwumuim TuMUN KOHTEeHTY (HaAaoOUYHMI
3agna nepeBipkKun pes3ynbtTaTtTy poboTwu 3a [gpyr.
HeobGXi AHO cnNUWTaAaTW:. YU MIi CTUTb NpepcrTaBNeHUNR
Mpwn 3 pobui umnmdoppoBOT O KOHTEHTY pekKkomMeHLOY
enemeHTR). (Tabn.

Ta6bnuiEsmeameHTHN cToOpi Teni HIry i umdppoBOr o Marf
KOHTEeHTY

EneMeHT N | Me T a
1 dzs§ Mmistste’ Isj dz' dze Iz
l.JeTani 3yBaHHA (Hafa CcTBO paTHWOAC he p K
HabnumXeHHS oC @@V aTNMEA@RAI
2BnkopumcrtaHHA apxeT/Bi ATBOPEHHSA B Xe 3Hauqg
NOBEepPHEHHSHA 4O NPUEMHMWMX
eMoUui WARBK3IB3 O6GpeHAOM
3HaaBHi cTb Tepoda (rOTOTOXHEHHSH 2aatBON € AP O T |
co6bopmagadem
4dMoponaHHA Npo6NneMUKOPUCHIOPMEBUIIHYP HabOYyTT
Sl HTpwUT a cacneHc (o4Yyi KyBamBHOIKER
ni AgTpumMmKka i HTepecy
6.BuKkopucrtTaHHsa doy My ni gaoTpumMKka I HTepecy
1 dzsC ydWtcsoatsets B30t jIsddze Iz
1. MynbTumepgi WHi CTb AO0O3BONAE nepepgatwun i pgei
Ni AKEMHOHYA AeKi TbKOX KaH
22l HTepaKTUBHI CTb rpa,BHIKaOMb T ndaada, ni
3.MepcoHi i KOBaAaHiIi CTHOTOTOXHEHHHA rTeposa i3
rnapgpada, rnapapi ¢7T7aedr
MNPUCYTHOCTI
4 Bnk@pgmw@mHHSA cydyacHwu]ni ATpumKka i HTtepecy
5 Tevmi i Kaui a rpa, ni gatTpumMKa | HTepeq(
6.MapaTtTeKkcTyanbHi CTHCNKYIBaHHA, 3HauyYeHHSA [V
3annwaTtwu KOMeHTa aApI
CoOUi anNnbHMUX MepexX)
7.TpaHcMepgi WHIi CTb ((noBTOpBAaHHSA, i Mi Tauyi
icToOopi T HaHB®aAaBMWAM MENACMNEHHSA nNi 3HaBaHHOCT
YHi KanbHWX acnekTi B
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MOTMUBMU [NA CTBOPEHPGO/ABBP@KIOMER /MY € MDO MIY K &

a) wnaoomobébopatuvil i 3 KOHKYpPeHTamu T a n
CTBOPBAT W ECTNMI, 1 bUHYIK anTpuo H O B | I pei ) ;

6) BCe3pBeQinacHtiopi i nNpo BMUKNapgaudi B, HaBuYanb
A1 anbHB@ar bi H. ) ;

B) Yy cTypeHTi B (nNpon OHWECarTOVB YGOT \b /[ aHTOaaW ,K T
HaB4YalwBBMAO3yMoBIi CTN NPO Le,eKCVWB@PWOBBAYMT TIEBIOA
abi TypieHTi B Ta 1 H.),;

MnaHyBaHHA Ta peanis3ayi g Woy Yy UUWDPPOBOM
np oaxioe H H A HacTynHux eTtanis [4,5]:

1.Bh3#WR@AT3M AKOKW MeTOwWw CTBOPWeETbCA wWdWAi) an
(TT Ui HHOCTI i i HTepecwu) ;

2. ob6bpatTun doopmMaTtum (HalpyHMUA Ta YyABHUN Twun

3. ob6bpaTtwu KaHanu B3aegMOXH& 3Ipawiypwmk dua il
B3aemopgil BOHa BUKOPUCTOBYE: coui anbHI M e |
enekKkTpoOHyatubeo ugroam yanir,u , pPpekKnamMH.i 6aHepun, 610

4 . HanumcaHHHE cuUueHapi o wWwWoy, cCTBOpPeHHa i CT
5. BTIi npeiHiH ay iuwwdmagn it adonepegadya B cepepgoBun LW

CueHapi m woy g9BNA€e CcOoO6OO0OKW [JOKYMEHT, pe |
eni 3opy i cynpoBOAXYylYya 306paXeHHS @QOHOrpamw
YOTUPU OCHOBHUX eTanwu. Me pTuevvin  eTTaa nd onpenvpyeBaabHaH
Apyr-mimbi p MaTepiany Ta O3HaWoOMNeHHA 3 —-TuUM,
HanuMcaHHA caMOro cueMmapioXx HeTpeppep. eTan

Pob6oTa Hapjg cueHapiix M3 auyMyn.o YNaBREM bRAE M
OpPpUTH HYA NI geto. BoHa HeoAgAMi HHO KOHKPEeTWU3YETH:
YTOUYUHEHHSHA MeTpaxy, a&,06PH.THMNBaAMOEIT A-0 @O @ K& A
noBRABIIHANOBI aTMW Ha NUTAaHHA «4YOMYy camMe U Cn
BUCNOBBMOFMPAbOMAa @Mpas3amMm 3a TEeXHONOTi € No3ulL

MpUHULUMANWN CTBOPEHHSA 3ajgyMmMy cueHapi H:

—no4vyaToOK Ma e opramHi 4yHoO BnNnmMmcyBaTucsH4 B (
nopyuwywyun piBHOBAT U;

—CHXeT MNOBMHEH Ppo3BMUBATUCHA B HaNpAMKY
Bi@/BI KalYNUX MOMEHTI B,

—CHXeT NOBUHEH O6YyTW TYMAHHUM;

—-rnapady NOBWUHEH MaTW MOXANUWMBILPOT B i BLi6Ly BYATEW b

—Ki NbKIMETHbT ieBN eNOBMUHHA OYTWU Mi Hi ManbHOI,;

—-nocni AOBHI CTb AYMOK MNOBWHHA nNerkKko npocT

—cnoBa noBmpacT Oy ni 3 pPO3YyMIi NTUMM, 6es3 p
Mpono-=S3KWUioiT KW MNM ;

-He cnip BMUTpavyaTwm cnosBa Ha onumc TOTr O, LW

—C/noBa MNOBWHHI noAacHIWOBATKNW 306paxeHHSA i r

—-NpuUucCcyTHIBegIy@BMPIIHI 6yTn pobpe nipgrortTosnae
nNoMi THI , ane He BIi ABOMNiIi KaTwn yBary;

—ay A Rl oBIi poeopAag NOBWUHHI OGYyTMW CUHXPOHI 30Ba

—-peknamMa NOBMWHHA BUTrNnapgaTn;

—3aranbHe BPaxXeHHS Bi gpoomeayi noBmePO adyT

CknapoBMEHTN MNOCTAHOBKW WOy Yy uundppsasomy
po3pob6bneHo aBTOpaMuU Ha OCHOBI [ 6, 7, 8]

{.w. 1E¥h[C Oty OlsOftcflsitsj p@Pdz’ toj SR dzn Oy' ~ N H 31
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| Hbopmauyi MHI Own3aiH
JOoOCNi AXeHH

TekececT | TekcT

I
, |
| Aypi o/ Bi gpeo | A i o/ Bi pé
I 306paxeHHs/ [@oT 30g§;§eH$£l
| fLocni gxeHHSH ﬂoﬂ
| Al B 1TecTvhd L

0
doToO

Cyb6Ttpa

MoCcTaHI®BK &
CueHapi B undpposomy dsf Luppos

/] !\ KOHTEH

Mporpamé@es3neuye
o6nagHaHHS4

Vi I
:HDOFpaMM nnsa ol | < finsannep
i Bineo, ayaiol el OHTEeHT MeHepaxXep
I
I
I

306Daxe / o 1| Mpor pami ¢T
Lo paxs A (o T BepctanbHpK

T epwu Ta|ned T
noncrTonoi | ecTveansbi

Kowmn

PNcyH-CKK N2 40BiI eNnNemMeHTW WWOOET@BH®MBK 1J aum N :

B3HayYyHyYy ponb BipgirpawTb | HPopmMaUui WHI pec
HalhyacTi we3IBMAaBRDKHBUHNKAE B MOMEHYY B PILWQr o
3ocepeagnTun Ha BIi AE€O0OKOHTEHTI B npoueci dop
TEeKCcCTOM B TOMY, o AVMHAaAMI UYHIi CTb Bi oeo oAl
CNPUMNHATTA NWOAWHKN NAbBHI.wellenepexpH)yBaTan 3 an
i HCTUHKTMW®W, Haguxartwu, nakaTwu ,jedpepanamnecsa,
npob6nema He 6ypne BUPIi WeHa BYUacCHDO, Hanpwuk .
abi Typi eHTi B.

MpoMo® NHAXA MU N 'SH3E/HMABBU N CUNEOHCHI 6 Yy3Baa/rym . Takunuim
He CcnpuMnMaeThbCs C 0 XKMNIBOVAYYr €OM1 OSBKH] APHKEMaaM ai H 0O p M
AKa B CBOW Yepry MOXe MaHinynwBaTu 6axXaHHSANW

MocTaHoOBKA WOy Yy HwepoBaoeyo/pOpPp  VEBKEOAKMEH'
po3pa@Monmnikeax HONOTNi YHMUMW nNpouULecC CTBOPEHHS
cepepoBu Wi pekoMeHAYETbLCSA 3 0i ACHWOBATM Ha
npepctaBneRekemeppen3 pobNeHI Ha OCHOBI [ 9, 1

LULndpamMu B@ROPHETU EHO 0N paijyTKETXMH oolma d adlHin X N p
BOAHE@HW@CTpaTaMm NS HaAacCcTynHWUX onepauyi n:

l-npoekTyBappPANRKRPAAMOCHOBI 3 ar ainb HPMOXT UXKAYp a k
Ta MeTOoOAMYHUX peKkomMeHgaUul i
2-BM3HaAaYeHHS cKnapoBux | Mi gaXy Ta nepesar
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IMUTKCBHX BLIO ‘ MeToaudH! AnRams3 12
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(Adobe Photshop)

Adobe After
Effects
Movavi
InShot
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En =

Pncyd3olke X HONOmMpAdoilHaAdi CTBOPEHHSA BIi AE0OKOHT
cepepoBwu Wi

S3—-BNW3HAUYEHHSHA BUNMDMMIKA O BAMPOMO Bapi aHTIi B pe
i CHYHUYMX KOHLETALY iHio BTOd ®TOBAQEaHHoT ogpabg3iocB
npodeci "nHOT nporpamu) ;

4 -po3pobKka CUROGRPH WS po3KaapoBKKW Ta adHi

npouyecy 3MWOMKMWM;
5-ni o6i p HeobXi AHMUX MaTepi aHATia dfocTToBMEPTEEHPHI
ANSA nNoJganblWOro BUKOPUCTAHHSA Ta MOHTaAXY)

6-peHpagep, o6pob6GKa Ta cumcTemMarT U 3ya U ca XNvaar Keg
Ta 3a Ui NbOBMUM NPU3ZHAYEeHHAM, KONbOPOKOPEKLUIi
{.w. LML Oty Ols Oftejflslayj pWdz' toj Ctsd3j dgh Oy*' ° N sH 33
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7—-MOHT-aBke TBOPUMW Ta TexXHiIi UYHMWN npouyec O
TPpYyKTypusaui a9 BCi X Heo6Xi gBkurxi B(XA i AHH WIAXH 1 [ii a H
eni Hi WHNN niln p e aia ik ri opmaHum MOHTax) ,
bopMNeHHA, My3IMuUYHEepO®KipmIKemsiopy, AW3aNH p
Un dppam#409 Ha pwuc. 3. fpeTani 3oBadHi pecy
TeXHOoONori YHMX npouyeci B.
BucHoBkwu 3 JAaHOI0 L[OCJIiI[)KeHHﬂ i NEPCHEKTUBU NMOJAJIbIINX p03p060K 3a JaHUM

C
H
o)

HampssMom.Y C T aTTi po3pob6neHi METOAMWYHI pPeKOMEH:/
KoOHUenmnui i €EKOHOMI KM BpaxXeHb B LUUMPpoBOMY CcCe
PpOoNMKaB@moMNoOBHI nNeppreaRAgWME NEOBMOTMLQE HMPpOWPEACT

BNAWB Ha ayagurtopi i BBABYRYIbHOMHAGN Y IBPRE B @M
poO-poOlaMXe KOMeHAOBAaHO BUKOpMUCTOBYBATMU BJacHI
XonuTtTnm gKomora 6i nbwe ui NnboBOIT ayigwnorppad Gk u
HopmMauyi T ,sA9KKM N4 UYHTHPUMKMBY € Yy Bary KopucTyBauya.
Bary KopucTyBayva Ta pobnaTtesb MOXITMWBWUM NOA
anam’ 9T O0BYaBraaHHbsH.e HY e NeMeHT U, N P OPR O T e /i Marpyk
pekKoMeH/au BpaoH3ip onbpy, i emMo Ui WHOT O UUMPPOEBO KA
CBOpPEHHSA | CcToppa MBRaD sHaipeoMeOHI CcKnNnapoBi enewme
umnopposomy bopmMarTi . OéXpgogROODBRAHOTOEeTRApOALUET
Bi EOKOHTeHTYEYepeygLopmas oMYy

W< TT0 O
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Methodical recommendations for creating video content in the digital environment on the
example of developing a promational video for universities

The aim of the articldmpression management is especially relevant in digital marketing. This
is due to the fact that more and more communication in today's audience takes place in the digital
environment in mobile phones and other gadgets. The probli lisck of systematic information on
the practical implementation of the concept of the economy of impressions in the digital environment.

The purpose of the article is to form practical recommendations for creating video content in
the digital environmet on the example of developing a promotional video of the university.

Analyses result§he article presents methodological recommendations for the practical
application of the concept of the economy of impressions in the digital environment on the example
the development of a promotional video of the university. The significance of impressions in the process
of information processing as a factor that holds the user's attention is specified. Successfully designed
digital content will enable the user's @gination, transfer him to the situation presented and make it
part of the action that takes place. Thanks to the proposed recommendations, the developer will be able
to offer content that will be a sensory user experience.

Conclusions and directions fofurther research The stages of planning and implementation
of the show in the digital environment in accordance with the laws of drama are substantiated. The
action should take place in the user's imagination, under the influence of emotions thahdes¢he
impressions of what is seen or heard. Summarized elements of storytelling and digital marketing, which
are recommended in the development of emotional digital content. The components of the show in digital
format are given. Motives for creatingpses for a promotional video of a higher education institution
are proposed.

Keywords impression economy, digital content, digital marketing, storytelling, impression
evaluation.
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Bban3niok Bacuias MukoJsaiioBuy4
OmYf " tOdzls ROBY j is tf dzc 2
sdmo ¢ d?2 dzOys apOn jjdddfs sz’ ydzd 2 k2 dz' o
sd, avCtcO’ dzO)

METPUKU B IUPPOBOMY MAPKETHUHI'Y HIATNIPUEMCTB TOPI'IBJII

ltotso j H j'datsy jHdedgdlz P sHis d3j sted ¢ yYydWtcsetsets dBBOtC j Is
ststec ' adz" . wdMmilsj BOSL 5o Odzs SO HEtsf sodzj des ctelztf d d3d
9 H' Wdz dztsfls '] dtfis CHelfj telRfzj ddatsls es.s dzts o dz'  d3d Isted & dreipdal O 9 1S ¢
By steds ydicsosets B@BOBS jIsddzelz 9 OMYy JSIs’® 0OdzOdz' L 2
sfdmMOdes BjlstedSCd, P LOMstsMsokzs s Mw o dBOWLS jIsd dzc |
HilsOdz' 3sBB®dSd yYydWictse 6 ®© MG led dgd v MEzvL MisOtcls O

KniwoyosBi cnosa: UMmdppoBUN MapKeTUHT, MeTpuUKa,
KomMepuyui 9, KOHTeKCcTHa peknaRDj, cloLyV,a nGHR, MeRPE@xi CH

DOI: 10.15276/mdt.5.2.2021.4

IlocTtanoBka mpolieMH B 3arajJlbHOMY BHIVIAAI Ta il 3B’30K 3 BasKJIMBUMU
HAYKOBHMH 200 NPAKTUYHUMH 3aBAaHHsiMu. CY Y aCHU W UMW PPOBUN MapKe:
nocTi WHY aHani TUY4HY poboOTy 3 BeNUKMUM o0b6cCcaAar
O aHMuX He Ti NbKMN AKI CHMX T a Ki NTbKI CHMX i)
Al AnNbHOCTI , NPOAYKTI B Ta KCya@MHaINk, BdJ/ge Cin OKm®
METPUKMU aHanNni TUYHI Bi gai nvm nignpumemMcTBa MO)»
NMOTOYHY MapKeTUWHT OBY A1 ANbHI CTb, T a bopwmy
BOOCKOHA/NEeHHA MapKeTUHTIoBOT Ai ANbHOCTI ni gn

OckKi migRHEAH 15U pPdHER OB MapKeTUHI aKTWUBHO p
WO 4O MepitoBU P ET'HBMAIBBEC A HPopmMaui MHI TexXHONOI
UM@PPoOBOro MapKeTUHT Y, Wwo 3 O0OQHOTO 6GPOGUBDLAK
aHani 3 MapKkKa@TmBHDOBOT 60 Mm% BUN ACKKTILACASH MMO B i3 HeBI
MeTpuwouMpoTpebykwaacw@UYicly Ta ageTani 3auil

MoTpebwnu unm@ppoBsBoOT O MapKeTUHTYy ni AnpunemMmcT
LOCNi AXEeHHSs.

AHaJi3 ocTaHHiX AocailzkeHb 1 myOaikauniii, B SIKMX NOKJIAaJeHUH IOYATOK
BHpilIeHHIO podieMu. AHa 1i 3 |1 CHYWUYUMX [OCANi AXeHb CBIi Oou
nigaxoay A[O oOoOnNucy Ta T pynyBaHHSHA MeTPpMUK uud
HanpsaMi B UMPPOBOTIO MapKeTWUHTY, npegmeTy 1T X
MEeTPUK THMpiwmcNEpm e iB yTedKk M. Coxaubka, B. Pnoéauy
Ci peHKO, . 0. bpapgynos, A. KpaByoBa,K.T. A
Bptc, NTA we APk oMB .T K a1 KdKo n o B u[i~k2]. 1O. 0.

© 2021 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by)4.0
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B poo6[dtm3pxkopymwwyca nBiTradBPpy MeTpPpUK ANsd KO
OCHOBHMUX | CHTPYMEHTI B NpPpoOCYyBaHHSA. MpoTe B
BUMOIi p MeTpUK 3anexHoO Bi 4 IiHpYyPYME@RTPBRKNIPDOC
LOMNOBHEHHSA

B pob6bbdagiTkKd okpecnwwTbca Bi AMIi HHOCTI M i
i HTe-papREeTUHT OM, o LO3BOMAE Kpauwe 3Irpyn.
3acToCyBaHHAM

HaykoBuyu8 [yx,ee®BiXT po3 po6/14tempn KTreaodpHeiT UK 0
UMNPPOBOTINIO MapkKkeDhWpERWWRa NBOKPpRNMApPAMIi B Ta pe
BUKOPUCTOBYIKTbCSHA.

Y ¢cBoix cT1dg i Xl]aHrapauaoTbOoBMVMBHRNEHMAET P U
cnmcrtemi UMNPPOBOT CA3VMEOP WMETIPWMIKY, 3N OMBENEBEAH TIHXI
3acTocCcyBaHHSA

BuninenHsi HeBHpilleHMX paHille 4YAaCTHH 3arajbHoi MNpodJjeMH, KOTPHUM
NpUCBAYYETbCA cTaTTd. He 3 Bayatloyuu Ha BeNnNnkKy Ki N"bKI CThb
i HpbopmMaui i Npo MeTPUKU Pi3HUX Hanpami B Un dj

[
Ta cumcrtemMaTuTunuszayi a BMUYEepPNHOT I pniepeing@§p awk
akTyanbHy uUuunmdppoBy MapKeTUWHTIOBY Al AAbHICTb I
Ki N"bKI CThb I HpopmMauyi i B Mepexi | HTepHeT, Ll
aHani THNYHOI, y LOCNI AXeHHI noTpi 6HO ,30C e,
B

MKOPUCTOBYIYMN -avHeaTNnoi By .K OHT e H T

@opMyJIIOBAHHS METH CTATTI (IOCTAaHOBKA 3aBIaHHsA). Me T OO0 € TBM3I HAa 4 eH.:
METPUK, UXEMYFaMLBMMHPPOBOT O Ma,pBK e I MM N1 H O C3TOIK P R IM £
TOpTrinEAJTi BM3 HAYeHUX MeTpPpUK, aiux sgpeTtani 3auyi 4

BukiiajeHHs1 OCHOBHOro Marepiajy IOCJTiI’KeHHS1 3 TOBHMM OOIPYHTYBAHHSIM

OTPMMAHMX HAYKOBHX pe3yiabTatriB. B CyyacHMX Yy MO B a X 3acToC
umnmpposor o MapKeTMUHT Ypie3wmmaDkp eNdeaT ppmx awmi T L
MapKeTUHTIy Ta KANHeageKkKMmBHO®ICTI HIBK ayjMmuppoBOoOMYy |

MeTpuxisar anbHMNIMI TepMi H, -AHOGAN N 0D KIaKSV&@& K , 6
BUKOPUCT YBYDHBOAT UL, I O n s OUi H-RKWOTe daK FUBHOC
i HTe-paeaemamMum, soci al-maneldiia mnmma@ikedH ardg]. wapkerT

Knwoyosi NOKas3HWU HadleoBIAB H@C Hie i HaHCOBa
gonomMar ae OPpT aAH iA30ELAITTH €EBHH3AH T YIPTK T1@0M OB H U X1 O LK ias3 ¢
epekKTMBHOCNMO XKyBWMBD)MB Ccebe NeBHKIOT M&T MOKKW,T b
i HTepnpeTyBaTUNCb HAK OKpewmi KHlEe. kB1 raMvodsponB aino
epekKTMBHOCTI , AKWN 3 ac3oBTUKYaaxh iB MMA P OEEBIEYW KO
nopi BHABWKN CcBKIMH Ipacepagauinmi gIMOP VPSYNHCKTYE O 3 P O 6 U
BUCHOBOK nNpocedek TmBlHcad MA[LSh nb HOC T i

MeTpuku B UMPPOBOMYY MiaPpE&ERTHUMBE YN ML N8 K
Al AanNnbHOCTI , [ METPUKMU ANA OAHMUX | HC TTpayoMIemHUTi i
1 HaBepgpeHO KpRroungghaenocwBaHHA MEeTPUK | HCTPYM

Ak 6aummMo i3 Tab6bn. 1, rapoyrnind HOMON3 BPOO/BAMNED A6 i /N |
ni AXoAunTMN 4o hPopMyBaHHS4 nepeniky MEeTPpPUK,
3BMyamiHoO, AanexKko He BCI rpynum 6yayTb 3apgiaA
HaaBHI CTb T X oOoOnNWMWCY Ta PO3YyMIi HHSANT3DH anuilyauloycsTai
BUKOpPUCTAHHA HOB WX i HCTPYMEHTI B LUKndgpoBoOr oo
HeoOXIi AHIHawvse TTpbM KW . p a 3 i 3anyyYyeHHSsS ayTCcOpPCWUHT

LuKndgpoBoOroOo MapKeTUHT Y, EAVWHa fO®BEAMMAHA e Pac
3 pdHIOBaAaTM ynpaBni HHA LWPPOBMUM MapKeTUHT OM.
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Tab6bnudspylnwnu

(c o p M caBeareaep a

3acTocyBaHHSA
0 c7H1B,41] |

MeTpPUK I

pexKxnamml

oui HKMN edeKTUBH
baHepHOBI [, eo Ta
peknammot

Fpyna mMm¢g Onwnc rpynwu 3HauYunMMi CTb AnH
TOpPrisBAi

E-commece FrpymaTtTpunk, wo HalfJo3BONsSeE OUI HW]
(enexTp Bi pobpaxae peas npocyBaHHmar as

Kome@uy ni gnpunemcTBa Ni ANpUWEMCTE

Ni por eHe f'pyna MeTpWUuK, w KoORTKTHI O aHl e

edhpeKTUMUBHI CTb po6C( oAgHEe 3 T 010BH

JaHM MG OYMX Ta nNojnNnpuUOYTKY ANd Mi

ni gnpunemcTtsB, T

MeTpPUKWU [03BON|

ePeKTMBHI CT T4

MapTHepg MeTpukun 3 paHoi r/ Jo3BonAe OUiI HU|
MapKeTu Oui HKM nNpocyBaH cniBnpatuyi

MAAWCTPIiBiBNnap|] BeMmancTpamma M

SMM( Mmapke lpyna MeTpuKkK, o Jo3Bonse oui HKU,

B couLui a|/ npuUcCyTHOCTI Ta M PCoy B @ HOHMSAP UMEIM C 7

Mepexax ni gnpuMmemcTBa B C( CoUi anbHNX M

MeTpuckinii y MetTpuku 3 pgaHoi Tr/ Ado3BoNsAeE OUi HN|

po3Misauemedgi W HOI
nNi ANPUEMCTE

MeTpwuKkKy
PPCp ek na

MeTpukun 3 pgaHoi T
oui HKN edeKTuUBH
KOHTEeKCTHOW, Ta

npacoBeawmnma B U-q

peknammu

Jo3Bonse oui HKU,
snpepgctTa®RAG H UM
IHCTPYMeEeHT al

E-mailma p Kk e ]

MeTpukun 3 [aHG®I
oOui HKN edeKTuUBH
NMOWTOBOKW pPO3CMUNK

i

LT p-RAPKETUHT Y

Jo3BonAae ouUi HU|
KOMYHI Kauyi i,
ni Agx o As vBK, O puyocC T ¢

ni ANpunemMcTB

Startupme T p U
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BUKOPUCTOBYHKTbC
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a TakKko
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N1 0ANb K
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P
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aMbi Ui THH@RamBAl
ni gnpwudlMxKTIea 430 |
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Taobnudspyhia ®eommerad i ANbHOCTI Ni gNpPpUEMCT
( ¢ boBpaviao® TOOMpa 0 ¢13, 45816]

MeTpuka Onwuc bopmMyna
LTV (lifetime value) / CLV MpnoéyTtTok, opgepxy LTV= cep. K
(customer lifetime value) / XUT KIH €EHT a TPpaH3IAMULC A1
CLTV (customer life time cep. Bap]
value) / LCV (lifetime 3aMOB/EHH:;
consumer value) Koedi i eHT
X cep. Xurt
KNni eHTi B
ROI (return on investment) [ lToBepHEeHHA | HBecC ROl = —poX
pgoxopny Ao iHBe( cobiBapTic
3aly4YeHHHd i HBeCTWn Y I
ROMI (return on marketing MfoBepHeHHA wMap ROMI= g @&X
investment) i HBEeCTMWUULI W, BU{BMTpPaAartTmMm Ha
Bi QHOWEHHA pJoxop/ ButpaTtwu Ha

MapKeTUWUHT X

100 %
ROAS (return on advertisingf NMoBepHeHBAbLBBNAA ROAS= [ &x
spent) BM3HaAaYaeTbCca 4K BUTpapeKk Ha
4O i HBecTUUI N | BUTPpAaTWN Ha

100 %
CPO(costperordel CepepgHsa BapTicTtl CPO= BUTPpa
po3paxoBYETbCHA peknaiMmyb K i

BMUTpPAT Ha pekxknal 34i CHeHMNX
OTPUMABH@EEK 1A MM

CPS(costpersalg CepeagHa uiHa 3a CPO= BUTPpa
po3spaxoBYETbCHA peknaimyb K i
BMUTpPpaAaT Ha pekKknal| 34i CHeHMNX
OTPMUMAHUX 3 Ppecxk

CPT (cost per transaction) CepeagHsa uiHa 3¢ CPT= BuUuTpa
po3paxoBYETbLCA peknaimyb K i
BMTPpPaT Ha pekKksal 340 C HepHMHX3 ia
OTPUMAHUX 3 pecx |

CVR (conversion rate) Koedgi ui eHT KOHBE CVR= Ki nbK
OTPUMAHUMUX aKTWUB|l KOHBepcCci M
3aMOB/IeHb, TPpaH|KiAbKiCcTb |
3aranbHOIT Ki NbK x 100%

AOQV (averageordervalue CepeagHin yek oaH AOV= cywma
OTPUMAHMX
3aMOB/IEeH

CAC (customer aquisition cos BapTsamyuke/HiHeaH T| CAC= BUTpa

3anyvyeHHsd

Ki NbKi CTb
KNni EHTI ¥

AIP (Averageltem Price CepepgHa uiHa o] AP= cywma LU
nosawnuyi n /

no3unui i
ANI (Average numberof |[CepepagHsa Ki NbKiCT ANI= Kynbk
items) 3aMOB/I€HHI nosunuyi W BCI
/| Ki nbKiCT
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Mepenp po3rnapgomMm HacTynHOI rpynmu MEeTPMWUK
Al AanNnbHOCTI , o BOHMU i HOEeKCYHRTb B U urdap o B O
BM3IHAUYeHHA Taki W pgianbHOCTI

Ni por eHepauyl.a | e a-de ngeemeeHkma H/RIiQAAME H T Y , MapK
akTnKka, cnpamMoBaHa Ha NOWYyK noTeHLUi WMAMX KN

T
Ana po3yMIi-HIHHH OGCITIIHELWLb OT O HRE@AEAPRPNMEY LPOAOT YN aK:T
cepBicy po6eiHubSpat /UkigAa,&@MVMH eOTT0i ,BUKEB® R MOHALHUMMN >
A3Bi HKaMui Ba3kypaaux, a nwoagnmHa abo opraHi 3
B a M[A8].

Y 17@86/mpmna nignpuemMcTBa TOpFuUdEPhLi [ee 2a HaakJ/TiyT
oui HOKWT b peHTabenbHiI CTb A1 AaNbHORATI fHéeuopm 3
peTani 3opBaHO NOKHAbLBWM3IABAMNPUEMCTBY KOWTYE
Hanpuknapg: DPMOBHEHHISO BgE HH A  &BRPIOCBHCTHMH A p SOL
LAaHNUXGAUNLWEHWNINI MOOGI NbHNI Tene PoH, A OMalWHA
KopucrtympaapaMun Ta nocnyramwu.

Tao6bndspyna meppneBepagnbHOCTI ni gnpwu
(cnctTemMaTnsIomaH @ ¢B3rR5BIH|P

MeTpuka Onwuc bdopmyna
CPL (cost petead) CepepgHa ui H CPL = pexnawmH
po3paxoBYET| KinbKicTb OTf
Bi AHOWEHHSA B
peknamy [0 |
OTPMMaAHUX 3

CPA (cost per action) CepeagHsda Ui Ha CPA= peknamMHWUNR
6i nbw 3aranbH Ki NnbKi CTb 0]
Hi X CPL i TpOo= aKTMUBIHMX [

Bi AHOWEHHSA B
peknamy [0 K
OTPUMAHMNXBBUXM

HacTtynHa T pympe MEETPWMKU nNapTHe Ak Hreq ¢ M &

Nnpor pE®MMNOAMH 3 | HC T-lPAYPMKEEHTTUi HBI Yi.H TV/eoprHoe TM O XX H @ B |
NpoCyBadWBHECY B -MaepceDkmaN(nBredp amm) , B SAKOMY T
BMUHaAropopagy 3a KOXHOro BiAagBiagyBaua, nepepan;/’s
3aBagAaku Hofeold.¥ycomHsave B EPU K M Li €T T1pynn.

Tabnuspyda MeTpPUK NapTHEPCbLKOro MapkeTm
(cnctTemMaTunsamwmad 00 (R ddfH 6, 19)

MeTpuka Onwuc dPopmyna
EPC (earning per click) 3apobi Tok 3 EPC = oTpumalt
MeTpUuK3aa [onoy Ki nbKi CcTb |

apb6i Tpamkexe O
peHTabenamincH
3aKkyni BenbHY
pas3i, 4d4KwWwWo 3a
Mo g ®PCa

40



MapKkeTWnHT i

undcgposiloBe ANR@INor i

ISSN 25229087  (Print)
ISSN 2523434X (Online)

Mp opjJoBXe H4H

EPM (earning per mille)

3apobi ToOK 3
MeTpsa&aajoaw MD
apbi Tpamkexe O
peHTabenamuCH
3aKkyni BenbHY
pas3i, 4d4KwWo 3a
M o g ®PRI(payper
impression

EPM= oTpKmR&HE
Ki nbKIi CTb T

ECPC (effective cost per click

EdbekTuyBmani K

ECPC=oTpumMaHum
/ Ki NTbKIi CTH

ECPM (effective cost per

mille)

Ecdbe Kk T wB Ha000
nokasi B

ECPM=0T pumMama c
Ki nbKi cTb T

HacTtynHa
pPpO3BUMHYBCSA

rpymaaMeTpParRpPABEBM
3a acmmHgdBEYe pOKOBT AT U .

MepexaSMMa 6 @a pgaHUWMKU C egiastatiay qoacmndmmKemMBp 4 .
KOpPpUCTYHKTbCH COUIi albHUMNU Mepexamwu, 4,15

3 MOOGIi NbHUX nNpucTtTpoi B, HaMbi NbWOKW COLUI
FacebooK20]. CboOor ogHi ceue afipHn a MEe & /KB HYl CBTCbi,
XNTTAa nwopen, A1 NoBOT AaKTWUBHOCTI Ta €eKOHOMI
oco6nmBoO ni oNpuMeMCTBO Topriseni, Ma e

coui anbHMWX MEebp elaaBxe.n eYH oT ar6o/rTo B Hi SMM T p UK MK

Taob6bnuspys a
(chbo p MO a BAWa

MeTpuUK SMManpumnemcTtTB
o0 ¢13 45816, 21, 22)

MeTpuka OoOnwnc dopmMyna
CPE (cost per engagement) Lli H al33aan y 4y(epHeHasay CPE = BUTpPpauvyeHi
NOWMPEHHSA, K 3anNnyudyeHHSH /

Ki NbKi CTb 3an)

CPF (cost per follower)

18 & o N o s(wvittar, B

CPF =BuTtTpaudyeHi

instagram) Ki TbKi CTb HOB./
CPF(fan) (cost per fan) Li Ha 3a ddaHagCPF(fan=BuTpayeHd,i
(facebook. Ki NbKi CTb 0o atilHa

CTOPIi HK M
ERpost engagementate per PiBeHb 3anyudy¢ERpost = Ki nb
pos) Ki NbKi CTb ni
Ki TbKi CTb NOC]

ERview(engagementratebyy Pi BeaBydYyeHHA [ERvi ew =
view) nepernappgi (nepernapgi s /

ni gnuMmcHuMki B /
x 100%

ERday(daily engagemeniate PiBeHb 3anyudqERday= Ki nbKi C
Ha noOYy /
ni ganuncHuWkKki B /[
x 100%

LR (love ratg PPBeHb BRNnoOoOAJoOGOGLR= Ki TbKiCT
peakuyi 1 /
ni anmice n/ Ki Nt
x 100%

I g Usde:d C

9 YydWtetseatsdlkz &BOwS jilsddzc kz

LndQpoBOIBOO Map
Mo B a

allbHDO

nnaHy
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MpofpoOBXeHHAa Tal

ER per 1000 P BeHabnyyeHHS |[ERpost = Ki nb
Ni ANMCHWUKIIKI NbKI CTb Ni 4l
ART (average response time Cepi.BepHb wWBU|ART = KIi nNbKiCT

Bi onoBocaoi6bmHcaBm TpadyeHOr o H
NOBIi AOMNEHHAKI NbKi cTix 486|

Buobip Ta BUKOPUCTAaAHHS4A MeTpuK -4uBNeIMMT a3
KOMYHIi KaTUMUBHMUX Ui neniw nignpumemcTtTBa, TOMYy onT
Ane OCHOBHI MEeTPMWKMN Y3aYCCTTOP i14Y avidTIGYCTSAb  OAYaXT U1 N p #”
npoBefgeHy pob6boTy 3 nNnpocyBaHHA Yy coLUi anbHUX
ERpostERRT &€PFE

MeTpukmn Meadi MNHOT peknammwu ponomar awTb I
peknamMHy alRHBEPGI®OTE K THUX Mepexax, WO € H«
MapKeTUWHT oB &l aT@id sHaHeOLEGHQ T aki METPUKMN.

Ta6bnuspyha MeTpuKk Meai WHOT pekKknawm

(chopvos@apa o0 ¢13 4588, 19)

MeTpuka Onwnc dopmMyna
CPM (costper mille) Li Ba000n ok gp3xikB1d CPM= BapTiCThb
Ki NbKi CTb NO

CPUI (cost per unique Ul Ha 3a yHiIi kg C CPU= BapTiCThb
impression) peknamvmun, ue u peknamun [/ K

npun SAKIi W onM YHIi KanbHWUX nNC
peknamopjgasBuys

3a BCI nokKkasm

He YHIi Kans
CTR (click throught rate) KnikabenbHictT| CTR = (uywncno
ymcna Kni Ki B nokasiB) X

OO uymcna #nor
GRP (grossrating profit)y |Cy Mmapewimmnpr p GRP = Y rat
KamMnaHi i no rating 2+ra

Nori YyHoOo NMopyyY 3 Mefgi THMUMNU MeT pppapE M i ,a maas] e
HaBepageHG.BMea@PmWIRCTOK BUKOPUCTOBYIKTbCSA nNi AnN|
NONYNAPHI CTaaK BOHPY ML I APPAaBOOMEMY MapKeTUNnH
CNPAATAEB € 1 U K | MOXNMWBOCT I onTumi 3aui i, Taprer
KaMn@pciHIE Tpyme e m a

Tabnndspyna ppEpemRamMu
(cdhopvomB@ewpa 0 ¢13 4588, 19)

MeTpuka Onwuc dopmyna
CPC(costper click) Lli Ha =:a KJseikkig CPC= 6tpgXeT Ha
Or onoweHHKW Ki TbKIi CTb K
CPV (cost per visitor) Ui H3aai oBi aoyBl CPV= cyma BMUT
36i nbweHAa Bi [
Ki NbKi CTb BI
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Mp opJoBXe H7H
CTR (click throught rate) KnikabenbHicT| CTR = (u4mucno
ymcna Kni Ki B nokasiB) x]
OO umcna #nAor

CPUC (cost per unique clicky Lji H3ag Hi KarRB.HK CPUC = (uucno
Kni ki [/ 4ywncn

%

Y Ta8bnHaBepgeHOo remyinvyapm e Tapomok YoM PEKET UHT Y
umnmopposBomy cepepoBu Wi . MoXnuBocCT.i cyyacHMKX
ni gnpuvMemMcTBaAM BUKOPUNEMM BIBRAENNBMHMEDT PYMOWIA N H E
6ragxXeTWun. Bi nbHuM pocTyn Ta ©6e3KOoOWTOBHI CTHb
bopmMyBaHHA AuUCTI B, pgocTtTyn 4O aHani TMKM 0oL
BUKOpMCTOBYBAaTMW LeWn | HCTI[R.Me e aikmap, BHOA NP VKA
OCBI THI Kypcwu, KOCMEeEYyTurkaa TTaa 034adCcro, 6 un paosrasmsHg y ,
napepecsbKkK.Ii nporpamMmu - emadyaipitie T WWHOTO AGiBan O C HO B H U

peknamMHUX KaHani B.

Ta6bnuspy&a e@dlpagKkeTUNHTY
(chopvoBamma o ¢13 458, 19)

MeTpuka Onwuc bPopmynna
OR (OpenRatg Moka3HWUK BIi OK OR= KinbKi CTb
gearanbHOT KnwucTtiB [ KIinnb
Hapjgi cnaHUuKX nmncTtiB x10
UR (unsubscribeate Kinbkictb wmpl UR= Ki nbKi CTb
Bi ganmcanunmcsa HKIi AbKi CcTb ni Al

CR (complaintatg PhBeHb Kinbko CR= imibKi CTb
SPAM. Ki nbKi CcTb Bi [

x100 %
OR (openratg PiBeHb Kinbkg OR= Ki NbKi CTHh
nmncrTi B. nuncTiB [/ Kine.b
nmncTti B x 1

Y T1Taoé6bnuuyi 9  HVIGEBTEDMEKH, O U[Op YATKAT Y a, ABRA P aRNSAIOTL
KOMaHAY PO3POOHUWKIBeRAYBHBRXINHB@MWORPBINE.

Tab6bnuspydha =statup n K
(cdhopvomB@awpa o0 ¢13 4588, 19)

MeTpuka Onwuc dopmyia
CR(c h uraten Mokas3HWMK Bi| CR= KinbKicCcTb
KopunmcrtyBaudi Bl noyaTOK —Kiepb
KNnNi eHTi B Ha K
Ki nbKi CTb KAni
nepiopny x ]
CAC (customer aquisition cos BaptsamypueH CAC= BapTiCThb
KopucTtyBaai B KopunmcrtyBaui B
Ki NbKi CTb HOB

popgaTtky x ]
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MpopaoBXe HOH

LTV (lifetime value) / CLV MpnoébyTokK, 0302 LTV= cep. Ki
(customer lifetime value) / "yac XurtTta" TpaH3akUui n B
CLTV (customer life time BapTicTb 3amdg
value) / LCV (lifetime Koedgi yui eHT pgo
consumer value) XNTTEBUN LUK
Mi caLyb

Cepenp Me T pstakup B X M w B O Bupagi n~nCAG, c 8 @€ p VBKOYH a
CTOCYE€ETbCA noganbwoionTuMIi 3auyil BaMTT@P a | a e a
MOXNTMNBI CTb KOPOTKOCTPOBOINO NNaHyYyBaHHA BUTPaA

BI/ICHOBKI/IS}I&HOFO L[OCJIiJI)KeHHﬂilIepCHeKTI/IBI/I nmogaajabuainx p03p060K 3a JaHUM

HampsiMoM. Y O C N1 OWeNHOH inpoaHani 3o0BaHi Ta AOMNOBHEH
MEeETPUK LWMWEPPOBOINTo MapKeTWUHT Y. YTOUYUHEHO onwuc
WMNpwmMm Habi p MeTpUK, wo BiIi ANOBiIi oa€e cy4yacHOI
CnctemMmaTunM3oOBaH® BHOPP®™MANX AXepen T a Aon

cnocTepeXeHHAMN 3a PYHKULUI OHYBaHHA <cepBiCciB
CYTTEBO [ONOBHEHOA3IMT pU3K MMa puKoe TMGB OM B C O UL
34i NCHeHO onwuc. OANna KOXHOTIMBGA HIEIMPMMEW , B WIDK poek
i HCTPYMEHTHN 3a pes3ynbTamMu.
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Blyzniuk Vasy| postgraduate of Department of Marketjrigyiv National University offrade
and Economics (Kyiv, Ukraing)

Metricsin digital marketing of tradeenterprises

Aim of the article The purpose of the article is to identify metrics that are relevant to digital
marketing, in particular, in the activities of trade enterprises. digson of certain metrics, their
detailing and systematization.

Analyses resultsA study on the metrics of digital marketing in the activities of trade enterprises.
Systematized, defined and supplemented groups of digital marketing metricapgiieation in the
activities of enterprises. The main metrics of digital marketing on some groups of metrics of digital
marketing in the aspect of the analysis of digital marketing are allocated. The metrics used in social
media marketing have been sigraihtly supplemented and describeéded an exhaustive list of
marketing metrics in social networks, in particular, highlighted the main ones. The interpretation of the
metrics for attracting, covering and evaluating the results of advertising campaigmdér to attract
new subscribers has been supplemented and detailed. The metrics of media-addepiging are
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described in detail, the most important of them are singled out. The metrics ofnreamadting are
considered, defined and supplementedyriiy ones are determined. The popularity of using digital
metrics in ppc and-enail groups is substantiatethe digital marketing metrics used for startups are
outlined, described and detailed.

Conclusions and directions for further researcihe studyanalyzed and supplemented the
main groups of application of digital marketing metrics. The descriptions and details of these metrics
have been clarified, a wider set of metrics has been found, which corresponds to the current state of
affairs in digital maketing. Systematized information from various sources and supplemented by
practical observations of the functioning of services and digital marketing systems. The metrics related
to social media marketing have been significantly supplemented and desémdvesach direction,
important metrics are identified that outline the tools by results.
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OTPMMAHUX HAYKOBHX pe3yiabTatiB. O C Ni AXEeHHA JaHOI npob6newmn
PO3YyMI HHSA, wo ouunmcdpyBaHHSA, umdpposBi 3ayi a Ta
Hapasi 6i NbWi CTb eKCcNnepiwm®dpXBAOBRHATIPOg eBangp!
Bi 4 aHanoroBoi Heoipvup @gowe equnpppembGavyaec NPpUNoOM

w c T

T Ho2 o< O

Ta 117 KoOgoyBaHHSA B HYNI Ta opguHMui , wo o6 KO
nepepgaBaTwnu TakKky i HMpopmaui w. TobToO uyLe TpaHCCd
CboropgHi cnocTtepirawntTeesas NpuUukpoPMALI OULMGRY
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AOMI HY Bi g oUW dpwaea HeHHAW H airMap puwiBT k3oarud
KOTT bpeHHeH Ta JaHienb Kpe#hnc nosac
B ®OREm@TEOLI aNNbHOTIO XWTTHA HAaABKONO
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T a nepeni Ar ot oBKWU po6i THUKI B a o
T p a-Hucepopemamp IC TO MNPOEKTWU Ni ANPUEMCT

aTeri @oipmagipaH@i 3Hecy, sSKa BUMaArae Hackp

€EeHHA uUudppoBUX TexHoNnorimw. TaKWUM YMUH
i 49, uUuUuMdpoBi 3ykEik BEagamMpbhuLena@apagi poli 3
aTHbCccgyo pGviyseH e c Ta WoOro cTpaTteri a. Ha
O HOBMUW BUA 6Gi 3Hecy, KoOTpumn 8. Mmoxe
OXYHOUYN nNUTaHHA uUumdppoBOro 6i 3HecCYy,

oT) . [BiirHp a €3 BMMHpaINMaOn b HBYi PO b Yy U WNdpC
| HTepHeT [ocatneeil, e sMKe pBewk3aH ag¥i asen YHOMTXO
BOyagoOBaHIiI TexHonorii An4g cniaHkayvsia H H
i WHIi M7].¢/Ye preofio BuMauge, M s K —ULe PCOTBBIOIP € iHFAH €
Hi B WANAXOM PO3MUTTSA TpaHULb ULUWAPPOBI
o Mi X O61i3HecoOM Ta peyawmu. Takox

EKTPOHAMMBIHI CTIH TavyeHWTempaliasmaHpPpe& 3 NOAb M

M OoOXapakKTepumusoBaHUN pJopaBaHHAM cne
HA MNOKa3HWUKI B O6Ii 3HecCYy. Ane enekTpo

MOTr o [#b].3HecCYy

unmopposa TPHe+YPO BMPLWIBA AKIeHHSA CcydyacH

CcMm ni gnpuemMcrTBaA. 3a TpaHcdopmMaui i
6nagpHaHHA 4KM nNnporpamMmHoOro 3abes3nevye
0, HAK Ha K O p npoipBaHTi M B3HOOBVHYI LDHI i BXH i K, O MIyaHKi
aHcopmaui i 6i 3HecCcYy, ni ABMwyeTtTbCca i
7 pi BeHb 3af40BONEHHH KNni eHTI B. Mp
W NpoOorpecmMBHOT Ta cyyacHOI

MHIi &8HOMYH ae T0a N | ALOCNi AXeHHSA BapToO p

paHorl®y npouecy (Tao6n
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3Bi TyBaHHS Ta Bi3yameBapgkeépusx AZBHHUXOIOOBRAO6au
woapo nepcnekTuniHllkomnaHi T Touwo
HactTynHotw npob6bnemotw umdpposoro 6i 3Hecy €

KOHTpontwBaRpayu®&cissecOCKIi NbkKNU ycda cucrtema 6i
CUCTEeMMU NHKOO HTTaPpK O XK Oy AYTb BUKOPUCTOBYBATMUCH
PO3YyMITWN, wo uunmdpposi 3auyi A 6i 3HecCy He pob6wu
noner WweHuWM.

Y BUPIi WeHHI UMmx npob6bnem Ta nNoner weHHI n
ePeK TUBHMUIN MeKEOKNM@HM™MMU IroBOpPMUMO NpPo UKNGPOB
MEHEeOAXMEeHTY MaltT b 6yTwu Bi ANOBI AHUWUMMN. To X
BM3HavYeHHA Ta pgocnigntm ocobnumBoCTI undogpposo

Ln cbpoBwunii MEeHeagXMEeHT O3 Hau4yae ynpasBni HH A
4 0 NAIMOo 10 uudposwux | HCTPYMEHTI B. Lle OCTaHH
umpposi 3ayi i Ta pob6GoOoTM3aui i A ANbHOCTI KOMT
BUKOPUCTOBYETbLCSHA HAK OKpemMa cucrtema ynpasBiait
KatTeropii o@ dkxyyopwYm kb UMWPpOBe ynpaB/ni HHSA
nocnyramm Ta i Hwi . KoxHa 3 KaTeropihn uwuwdcdpos
BnNnacHux 3acobiB Ta MeTtopgonorin i ni gnarae o

CyuyacHIi TexXxXHonorii LAPPPBOYOT LMEH@R KK E HIT
opraHi 3aui i ynp-arBHIyiYHKH 9 .M eCreopaeoy1 OHTMiXi P o3 P o6 K U
CTBOPEHHSA MeHTaNbHUX KapT Ta BUKOpPpUCTAaHHSA
cepepgoBuwa ANa ynpaBJ/i HHSA. MpuameWewm 0L.Iyp & BJ/D i/

Ta6n2adlpHmHyumnu ynpaB/i HHHA KOMMNaHIiIi e B Yy MOBa

MpuHUuMOKW ynpaB/Ai HH S
OBIi TexHonorii B 6GanaHCci 3 cydyacHMU
p ANna edPeKTMUBHOTNIO MEHEeAXMEeHTY.
nai a-Mmegeni BAOCKOHanNnwwWTbcAa ab6bo noB.
e
[

p

H TEXHONOT i YH e T a KOHTEeHTE 0
Kaui i B ynpaBai HHI

TMUMIi 3auUi a9 KaHani B KOMYHIi Kaui m Ta 64
HecCcy.

KTUMUBI 3agl apivgmamayagicopgawir, ayTcTadai
6. AMHaMi YHIi eTanunm XWUTTEBOINIO UWUKANY NPOAYK
7. MocTi WHMIK 3B’ A30K 3 KNi EHTOM 3a pi 3HMUN
OAxepeno: cKnapgeHo [BBTopamMu Ha ni gcTtasi
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Ha cy4yacHomMy =eTani PO3BUTKY nNpouecy UMKl
BaxXaTtTun Ha KpusoBi ymoBu COUDrHPI.Y n3iaexHa g m adeqem
anoob6iraHHs+ NOLWMPEHHSH XBOpoOO6GM nNPpPUCKOPMUAMN |
mppoBy C e OW.1 UK BWMVayHUETH i HeramHo nepeBecCTMU
eXNnm po6oTWN. 3aBaosaKku Taki i WOKOBI M Tepa
MKOPUCTaAaHHA XMapHWUX C-BYTEMPM| YBAOBBARBPACDAR
OKyMeHTauui I, nNi gBnweawr XKBA,NI i KBaK 6 X B3 ad
i opaneHoOr o KoHTponmwmpao@ael[§ipm@asni HHA O6i 3 HecC

YnpaBni Hempohiexaerer Y b AR mie npakTMuWKa npoe |
BUKOHAQHHSA, MOHI TopwuHHTO TEAY.iosbTaun miTDa Wioig e®i U g
AK nNgoaBrTTOMaTu3aui w pob6boyoro npouyuecy. OpfHaKkK
Ha pe3ynbTaTax | MNOBMHHO BpaxoBYyBaTW NOBHWUI
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PoKkKycCcyeTbCca Ha MNOBTOpPHBAHUNX I nepepgpb6badyyBadH,]
AKIi € YaGTWMHE@BHRAOT O [2BMTTA O6IiIi 3HecCYy

4o nepesBar BUKOPUCTAHHA NppQgeEEedaMWNBapgAD
€EKOHOMIi YHa edPeKTWUBHI CTb, ni gBuvMuweHa NPoOoaYyKTMWU
cnoXmBaydyi B Ta nocuneH[@Bl.kopnopaTuBHa cTparTer

CTtTpatarpiaiBni H#Mpohesammy MawTb Ha MeTI p e
aBTomMaTtTusayiil npouyeci B AnA noninweHHsA pobo
camMmx onepauyi gax, YBIN BUKOPUCTOBYE 4HYOTUPUCT
ynpasni HHA npwowekKmaMmun ga@ag3if mwBHOCT I

K i
on
0B

[ I R s B e B

%IUWO\WgOOmAOX&):
OO~ Dd®WSNTO 22T
T XXWT WS- ITOWY €T OO

-NMOBHE [JOKYMe#MKWKaHIKMYy®oOHMX npoueci B Ta B
Ky,

—ob6bpaxyBaHHAa Ta aHani 3 nNoKa3HWKI B edexkT
ynbTaTtTi B ANSA NOCTIi MHOINIo BAOCKOHAQI/MEHHS;

—nNi ABUMWEHHA dTKooecarpi BnoTcanye e K TMBHOCT I np
baXxaHoro pesynbTrTarTty,;
—ynpaB/i HHA nNpouecoM 4Yyepe3d NOTi K i HMOpMa
3 TOUYKMNW 30py nNporpamMHOr o 3ab6es3neyvyeHHA, Y
BNAMBawTb Ha nNnpouyecwu, 114 0360 BKaeHpoyr Boa T /K eHOVEN
omMar ae 3B’ A3aTwu B Xe i CHYUYIi -A€ C TNepMmd N1 p &
a3 adHi 3 1 X BIi ACYTHI CT1O. MporpamMHe 3 abe
CbKiI NOMUNK U, N O MVAN KHa BB 1 QL idAEKLYRB/ 8BHHHM p Oir p
e3nevye-aeAaekman I3 Hankpawnmmn npakTukKkamm
YKTYpHUX npof@nem B opraHi s3auyii
CamMme TOMYy KOMNaHi AaM BapToO 3BepTaTtTunu yBa
rpambesneyvyeHHsIS Aa«uagaoMoyeAab (P@amnBOBCHLXEHTE
e3nevyeHHsAs, B SAKIi W XMapHUW npoBamgep po3m
LEeEBUX KOpPpUCTYBauHue wgpHas 3| HFpePKxe DCHYBAH I X
McCneHb, nopAapng 3 | HMppacTpyKTypow HAK nocn
asS) Ha BiagamMi HY Bi g |l aaS T1Ta Paas, npoAay
, Tak MpBRECajd®]TaKkorcabponpareHOEN € [0CI
TeMu BunsHayueHHa CRM po3swunppoBYyeETHbHLCA AK
avyae «wynpaB/Ji HHSA B3aeMOBIi fHOCMUHaMMW 3 KnN
opni B, i HCTPYMEHTI B i T € X HI01JRO Tpioii3,B NUSTKKiY , B W
YyUYUEeHHSA KNnieHTiB. Cust-ogomemomcRBélhasmanshigpxi )
HecCcy, npuM HSKOMY Ha nepuwe ™Micue Ai ANbHOC
oBapgxe#€wnApaE®MBIOpPEeHHSA EAVMH®I 3aKydWeHTHeOM NH
BUTKY | CHYWOUYUX KNi EHTI B. YenHoHASB BA X U K BB @ B
TpanbHUX nokynui B nepeTtTBopBaTM B nosan
MyBaT-ma®T e ic B
Taka CcuUuCTeMa -noapoTeas/mepipyeem Biegpa MO XY Tb 3 6ep
y o4y un X T a NOTEeHLI WHMX KNni eHTi B, Bi 4 CT e x
MMaHOW | HpopmMauyi e 3 KoOMEeTawm .ni3[AN @ e M mD
MMYyE€ 3anuMuTaHHA BIiIi A4 KNI eHTaa wBAmMiME N aT OBD
OX KOHTAKTHY |1 HopMauyi O KOXHOTIO KANi eEHT a.
MMYyTb 3MOTY KOHTAaAakKTyBaTu 3 KaieHTaMn 61 &
eHb IiI¥]. cepBi Cy

poob
p o3

CRMcucTteMn ni gXofaTb HeaeHT i MKWHE O /PSO 3pMii 3pHY KN )
OT 1, ane i Ansa pPi 3HMUX ni gapo3pagi ni . U n X
pi 3HeHI |l HCTPpYMeHTN BefgeHHA O6i 3Hecy 06" ¢
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BXOA4ATb nNnporpamu Ana 360py AaHWX KMOMOT plomioe
MeHeaXepaMWn, aHani TUKNM i nNPpoOrHoO3yBaHHA. Yci
Management MOXHa nob6bauyumTtwu y Tab6n 3.

Tabnundwo x31rmBoc-tmc CBMn

3aBpgaHHA XapakKTepucrTunka
AHani 3 3anyyCucrtemMa 4Yi TKO-AKEePRAWaE ak grodijo
KNi eEHTiIi B YyefedPeKTUMUBHI CTb KOXHOT O. CRM pos
KaHanm KaHanax, ane i 1 X KOHBepciw Yy
3a6esnevyeHHYKoOMYHI Kaui A 3a LONOMOT OO0 B 6
KOMYHI Kaui T |MeceHmmbomae | . CnctemMa 36epira
sanuMmcm po3IMOB A4 1 X noppganbuwo
Bubip ctTpatd{¢Akwo npopgaxXx KOPOTKWUW, TO CUCT
opopMMTKN 3aMOBNEHHSA i nepegjari
AK WO [AOBTKAM,EHIT nNepexoaunTb A0
B6ypgposaHa B(Pos3nopgin npouecy yroagum Ha Heo
npopgaxi B TaAaKTUKY B3aemMoAii Ha KOXHOMY
Mi X cTagiamMmu, a TaKOX OLIi HWOBa
JokyMeHTOoOObGiCnucTemMa BE@EBUNSEOKY MEHTOO0O6I T,
onnaTty 3a 3afgaHuMu wabnoHammwu
i HTepdency Ta CTBOpPpHBATWU BHYT
3akpurtTta npdlicnsga npogaxy KnNni eHrt nepesBoj
O3 Hauyace BMCOKOKINACHE cepBi CH
KOMYHI Kauyi i 3 60Ky BipgAainy M
Halled@eKTUBHI WM KaHan i yacrTo
MoBTopHa KolY pasi, Konwu KNi eHT 6epedaxTtp
pasi Bi oMOBYBIi AMOBNAETDbLCSA Bi 4 NMOKYMNKMW®, C
cTapi o BOPOHKW ANA NOBTOPHOT O
AHani Tmka p(deTani 3oBaHa aHani Tuk a Bi 06
KoMnmaHi i 3aBaHTaXeHHSH MeHegXepi B, T X
KOHTpO/AnKWBATMW MaAapKeTMUWHIOBI BMUT
Oxepeno: CknapgeHo [@dBToOoOpamMum Ha ni gcrtasBi
Taka cmcrtemMa nokKkpusBae yci eTann B3aemofgi
MOXNUBI CTb O KOpPpRNnoOpaTWUBHOTNO CNi NKyBaHHSA, [

Knacumdgi kygactcme@RMmMoxHa 3a(TapiamMmnu T1Ta BMULE

Tabn#Kanacwudgi K acumi cat eQvR M

3a Tunnamu 3a Bugammn

-ChokycoBaHiI Ha c¢cni nk-HacTi NbHI cmepemy s

-CdhokycoBaHi Ha MnNoTenpauylwwTb Ha O[QHOMY K

MOXNMUBOCTAX KoMnaHi i |- Knic€epBepHa cumcrTe

-ChbokycoBaHi Ha KOHTaguUeHTpanbHyYy ©6as3y pgaHyV

-My nbTUMWHPYHKLI OHaAaNbHI cepBepi

-CucTtemMumu ANnA OoOKpeMUmx [- XMapHI cmcrtemu, A K
po3 Mi WYy T bCA B | HT¢
nocTadyanbHNUKaAaMU TFsaK 0f
Mi cUi 4Yyepe3 ni AKnwye

OxXxepeno: CknapgpeHo [@GBTOpamMm Ha ni gcrtasi
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Mpwun BWKNO6OGPUC TCERMM , BapTtTo 3HaTwn, Wwo i CHYITb
Kni-eaps&miipHaicTi nbHa cunmcrtemMa nNpusHaveHa AnA
noTpi 6HaAa eNnNeKTPOHHa Bepci a9 TenegoHHOTI KHWUT
TOMY OiNbwi cTb Ni ANPUEMCTB BUKOPUCDHBOBYKWTb C

Tao6bnwlsopi BHMAIHECHRTPB e pHUX Ta-cumwagmunx CRM

dakTOp Kni€epBepHa XMapHa -OMOBE
BapTticTb Kani TanbHI BU|Mi Hi ManbHI
3anyckKk, BKAWY|Kani Tanosknnapg

npunagbaHHAa Ta Bi ACYTHIi CTb 3
BCTaAaHOBJ/IEHHSH 3anycky maming:

nnarTa.
Besaneka Ta o06¢c¢cbi3Hec Bignos|lMigTpnumMmKka cep
| Hesneky. OHOBNEHHA cCcMuc

BXOASTb Yy WOM

KoHKkypeHTocnpoAdopgaBaHHA Kac|HoBIi UMDY HKMOXHa
PYHKUI B MOXe Bi AganeHo BMMU
Ta cCKnajgHuwm. X [LOCTYMNHI B C
KopumcrtyBadyawm.
Mo6i nbHIi CTb Mo6i nbHe BUKO|besneuyuHWMH pgoc
MOXe 6yTMW O0OO6M|AKOro nNnpucrTpo
HoOyTOGyKamMmn 3 ni g KU elHorreo H
pi BHeM 6e3necx
HaAaBHI CTH 3ax
ABapi nHe Bi gHoO AaHIi Kni eHTa Bi oHoBNneHHA H

BK/IHOYUeEeHiaKB @yl|lBKAWYeHe Yy wWo
pe3epBHOro kKolnnarTy.

Bi AHOBNEHHSA N
Oxepeno: CknapgeHo [A7BTopamMum Ha ni gcrtasBi

MpoaHani 3yBaBWKN PpPliadHXMM®DP LIELXY BEP E W& MC T3aan o (
3po3ymi no, wo-cMeMmaPeMa ©HORJAHW NpocCcTOW A4NdA CT
agxe ANa HUX O6i nbw BUTI AHO O6yae CEO@UEE AT UC
LO3BOMNTNTMTRHEKOMIOM Ta 4Yac Ha 3anNyckKk cucTtewmn
KOHTpPONwBamwBaaRX Y WEA Ni KNyBaTMuWCb ,gUPSD BPE/BIEKIIB
Ta Mi XHapoOAHMWUX KOMNOAaAHI W BcaeppTBOE PHO/3 rcmscaraeTMay , C
TakKoOMy BMWNaayKTyb BKOOHHUT p3OMIOIB a TMW Yy dineppoHaOKBHCa
He O6yAyTb p[OCTYnNHI[l7hpPpramme@ai™® WD O Y0 C i 4
BUAOI NUTKWU CNUCOK HBR@IDLOPB iwenxcCl(Radavonia. H i 614) .

TabnuwAHm Vi nb wWiBxWORMB METem y 2018 pouyi

Has3Ba Kowmn Joxi g, MOpa4. YacTKa pUHEK
Salesforce 9 420,5 19,5
SAP 4012,2 8,3
Oracle 2 669 55
Adobe 24548 5,1
Microsoft 1302 2,7
Oxepeno: CknapgeHo [@TopamMum Ha ni gcrtasBi

w. . 0.0t seOoykzs, AV o POBE Oy i Gatc B30 55
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TakoX 6yno B WMiWDE HI UC Mvoaiegkm £ P e mix0 JHRaMB e g e H

y T1Taébn. 7.
Ta6bnuwiHm nmonynapemawire@RM 2020
Ha3 Ba MOXNUMUBOCT.I
Pipedrive Il HTerpaui 9 3 eNNeKTPOHHOKW NOWTO
3Bi THi CTb 3a npogaxamu, C ymp @rHH
MOGIi NbHUMKU popgaTkamum ansa Andr o
Agile CRM Bi gcTexeHHSA npogaxi B, ynpasni
MapKeTun#aHpaJiee@a, TenewdoHi a9 ToO
Salesforce SalesClouf 1i gporeHepauyi i1, ynpaBani HH 4 K
nNPoOorHo3yBaHHA nNpojgaxi B, aBToOMa
aHani TukKka TOLWO.
amo CRM YnpaBni HHA BOPOHKOIWW, i HTerpauyi
06' egaHaHHA i HbopmMaui i 3a [ayo6niy
MOHI TOPWUHTIT AKTMWUBHOCT.I KOHTAaKT.I
ZohoCRM Bas3osBi i HTer pauyi i He notTpebylto
aHani TMKa, nNpPOrHO3yBaHHSHA, CNOB
Dynamics 365 YnpaBnai HH 4 KOHTaKTamMum, npoaax
JaHuXx, aBToOoOMaTuszaui A npoyeoi®
cueHapiiB, CTBOpPEHHSH wabnNnoHi B
Wi ndows-goaaBeE0B T OLUO.
HubSpot CRM |l HCTPYMEHTN ANSa aHani TUKU-ANTT P
canrt TpPpekKki HT AKTMWBHOCTI rocré
KOHTAaKTHOI @& AN ,n pioH dxoopHVTaa K T " V
oronoweHHsas y Facebook Towo.
Worksection CxoBuwe pgaHUWX, cucrtemMaTtTunmszauia |
KOMYHIi Kanpaki mapmpai arpamMa laHT
KeapnCRM CTBOpPEeHHS KapTKW KmipawmTad H8a a),
BUTpatamu, ynpaBnai HHA 3aBjaH
aBToMaTwmnusauyi A po6oTwu 3 cKnap
npopgaxiB, iHTerpauyiid
Bitrix24 HanawTyBaHHSA cBOIi X cTapgi i T a
paxyHKI B, ynipamwl iTHaH A3 aIBDEHKH A M U-,
npoueci B, BébygadpaHa TR iHTerpa
Oxepeno: CknapgeHo [RFopamMum Ha ni gcrtasBi
AK 6aynmo, NoawaH@MW M RWT b LOCMUTHDL CXO0
FONOBHUMMN i HCTPYMEHT RBAMK T EO HIHOTIOE T IP@IWT GIIG 3T a
Tened®oHIi A, aHani TmKka Ta ynpaB/ai HHA npoaax
BUKOpPpUCTOBYBAaTNUW MOOGI NbHY Bepci 0.
Jocni goaXytywu TeHAEeHIRBIBIMK O maORNME W C TPEOM,i B 6 Yy
BULOI neHi HacTynHI (tabn. 8).
MposamagReMncedpsicis. BCe 60 NwHIeN | iHBIEUT § KOT
onTumMi 3aui i B3aemopgi i 3  HemadataH 2 @Qurra«H Y3HIO YA4OH O
i HTenekTy Aang BD0Dp4M®p vOoeNnMCTTaBH»™M X KoM aHi W 6ynmn
dbopMMYHUTTYO | HTE@BeaHTOY1 0Ol i 9 MOXe B WK Op KWOCOTTOI BBY, B @
KoTpi gonomMar awTb ni aTpunmyBartm KOMYHI Kaui H
Bi AnoBi pemn. BoTwnm HaB4YeHi T a MO XY THb BUMNUTUC
3amO@NeHocCTI cnoXxmBayvya B3aemMopai €10.
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Ta6bnuAdlaHBeHUyi i y-cpoc@emi CRM

TeHAaeHL XapakKtTepucrtTuka
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oueci po6oTwn K |
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Hayae Xi g npouyuecy Ta nNeBHI K
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aCRM+ a | LUe i HTerpaui a KaHani B c-oma BdeE
TeMa Meperndapgatwuynm coui anbHi Mepgia Ta

6i "bW NOTYXHWIW oOr nap[ T@ErOO ,HUKO YN
MepexXax, a TaKOX Yi TKIi WwWe po3yMi

Be
pi

nmka KiAdKni eHTn BUGBMUpPpaAawWTb 3 PUHKY, -@ioC T
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=
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3 i HCTpyMeHTamu, o Bi AnoBi OaH
KOHKPpPEeTHWMVHIOWmaAM . T a
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i HT
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® O
T O

Fonocosi TexHonor ii MawTb BUP
i HCTpymMeHTIi B Saas. Tacki TexXHon
Salesforce, noner wymwTb npoagaae
NOBi AOMNEeHb, OHOBI/MEHKHMAaTHg, aQP®B i/

8 °
(9]

XS
O =c

Oxepeno: CknapgeHo [@BB23opamMum Ha ni gcrtasBi
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KOXUYHWMIY | HMoewiee KBMUKOpUCTOBYBAaATMUCbL ANA
Ti B, abo 8K aBTOMATMUUYUHWUN NOMIi YHUK AONS4
abo nocnyry, BUXOAAYM 3 3anNOBHEHOT Kn
m 3 12Playi BHUKI B

cTyneajgesHlpiBromMmaTmnsaygi fa cepsBicy. BoHa

BTOMAaAT MYab emailcpmcs c m n i . TakoX aBToOMaTwuilzawyi :

aHfMKkoODyZafgauvcneaeepry, CRMKe BOHaAa BUCBI YUYy

npoueci . ABTOMaTM3laui a 3aBgaHb BU3IHAaA4ace

aTtTun i MOXEe BUHMXYWMOMBMHHEHO BerKHYyBAaTMUCA
[ HasAgBHOCT.I KBani i KoBaHMUX npaui BHM!
yTmnsauwiyie 3w@BHAHE MOXNUBI CTb Yy paMKax

B a € T blc/Aa THdad 3EpRalVk

ooHa T-émAEemnpiagmi 9 gaHUux. Tpapguuyui AHO TE
pywTbCcAa 3 TaKWUMKWU KOpnopaTUBHUMU CUCTEN
MU BUCTaAaB/NIeHHA PpPaxyHKIi B, AKI OTPUMYIOT L
alnTb CepeppinceHwye TwBaH Y EMSIiBO n i HTepdtgeimcu np
i HTerpauyi o dainni s, i HTerpauyui o Kowmn
Il TaemMo B TeHpAageHui ax CRM wopgo i HTerpyp
y pedvyeii. CTOp®WHMOXMIKEFIEMMb NEIPIC@DIAC T
ctTem, WO 3CaecHBOEBPAiH | T aH af d CHTT ae@UHAERKaEG b C A

epi
HeT
cu
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( Hanp weogeMaps . Bi nbw i HHOBaAUIi W HME TE MMO YT VP BIiMCy
AaHiIi Bi p Takoro | HTepHeTy pedyeinn, 9K cmMapT X
HatcynHa p[fOCUMTb BaxX/jJuBa -TREEBaMUIBIMKYpPPCHa
KYeinHI B=U ebmookcurd MMH NN CNMCOK B3aeEMONOB’ A3
KaMmu. BnokyeinH MOXe BUKOpPpUCTOBYBATUCDHL 4
eXeBUX @OMEKBITHKHECAHKLUI OHOBAaHWUNW AOCTYHN
pirae Ta wWndppye ocoobUCTI AaHi Ta nepesBi
undik, TakKMUM YMHOM KOHTPONIWE PpiBeHb AOC
mMx Ana Kni eHWi B Ta opraHi 3zayin
Coui anbHcancCRMa i HTerpauyi g KaHani B -coui
nnatd@opmu. Mepernapgawyunm coui anbHI Meadi a Ta
NOTYXHWIW ornapg TOT O, wo AU Nyo6Nni KYwTb Y
4i TKI we po3iymi @flélJH ARcTpoO

Hes3Baxawuunm Ha Te, wo 4yacTtkKka Salesforce
BenNmyesHUNW Habip i HCTPpPYyMEeHTI B, WO 3MarawTbec
CRMcunctemM cKnapgpaeTbCcsa 3 nNoHapg 609 npoAayKTI B
3aranbHumMm nortTpebdBam, Tak i KOHKpPETHMUM HI wam

FonocoBi TexHoONOri i MawTb BUPI WanbHeEe 3HaI
Lle kKknwyoBuMUNN GakTop AJAOoOCTynHOCTI , ane BiH T
NPMEMHI WOKW Y BUKOPMUCTKAaHEHIIiN.stTed kni VTod XCHeO NAOSISIiiTs
noner wywTb NpojgaBLULAM Bi ACTeXeHHSA, HaAJACUTAHH
CBOT X KOMaHAa Trlplo pgaHi KNnNi eHTIi B

Y pamkK ax cTartTi 6yno npoBegeHoO BNnacHe
cnepTtTiB, SKONOBW® NAi B CRMCIMC mMEoEMpPYe/IA CHTI O X1 B a
aKOX B W30HIAUBMHTIMN Npobnef@y. uboro cepBi CYy

B onmTtTyBaHHI B34A/1UM YyyacThb 17 ekcnepTi B
epukmn (Mo, i% , BcBIi AUYeHICRMcwmaecpgleomT ¥y BAaAKEB CTb
cnepTtiB € KOMNEeTEeHTHOW Ui NbO0OBOT eKcneprTH:
6e3neyeHHAM Ha npodgeci NHOMY pi BHI Ta Of

(v} .

M
K

a

e3pyyHocTen-concpeamaite 4L ICRIMpaywwTb Yy pi3HUX 3
a K

1

6n
6n
M e
36
cn

n a

I ® dT O O

= D
=

KQNIBTYBAHHI B3A/AM y4yacTb nNpaui BHUKU BenK
7,6%) niganpuemMcTB.

BMOHOL 3Hambe Nblwy YyacTKy ekcnepTkrB CT
). TakoX cepep onNnuTaHWX 6FhpupsSepHemmxenrl
Y ni -5, MMAk)KN, (Nlp ooeckoTObHam i —m,e H%W)a K eipH X €LH
: dbaxi Beub 3i 3B’ A3«K5,89%)3  nNupeaHLeiaBXK
Oro HabyaMhg (hxdDeefha 3 edPeKFUBHO

~—4Two>
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= 5,90%
= 5,90%

= 590%
= 5,90% A = 41,20%
5,90%
= 5,90%
= 21,50%
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PuncyHn&Kwakmdpi kKayi 9 pecnoHAeHTI B 3a n
Oxepeno: CknapgeHo aBToOpaMu Ha OCHOBI pes

3ri oHO 3 MeTOW onNuUTyBaHHA, ECRMonewn@ammeHD

aK N X Bi AHOCATbLCA Pi pedr i v ee SaléiCloudi Z208B04CRM,Aqg i |
Dynamics 365 T1Ta HubSport CRM (punc. 2).

11,80% 11,80%

35,30% .‘ 35,30%

11,80%
23,50%
17,60%
64,70%
= Pipedrive = Agile CRM = Salesforce Sales Clo=Zoho CRM
= Dynamics 365 = HubSport CRM = Bitrix24 m_e

PncyH-dHwacZ kunm Hannonyom@He munxe fCRAM cn o xu
Oxepeno: CknajgeHo aBToOpaMW Ha OCHOBI pes

FonoBHOW NpPpob6nemMoOw BULWEHA3IBAHUXT ICMEWTREMG A
cnoxmBawui , € noBinNnbHa pob6boTa wopo o06pPpoOo6GKWM
TEeXHIi UHI npo6nemunu. Cepepg I HwWUX npob6GnNnem 6YANO

-BMUTpPpayvYyaHHA 4Yyacy Ha apgMi Hi cTpyBaHHSA CcuCT

Ww. [. ,[.Oe g0 UkC, Al o POB GO uEN GG BOY 59
o tctso OH Y j dzdzV Is CCRMHA diMIE jsaigO dzj dzdz™
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-nepexi g Bi A cuctTemMm [JO cUCTeMm EePpoOTI&
nonepeagHboOT pob6GOTM,;

-BenNnnkKka KinbKicTb BOYyAOBaAaHWUX | HCTPYMEHTI
cCmcrTemomw;
-BMWCOKa BapTicTb cepBi Cy,;
-TeXHI YHI npo6nemu, Wo CcTUupawTb YacCcTUHY
-BI ACYTHI CTb | HTer palwioir pa vMaeMmK M MW 0 Pi CHMU
Ak MeToO4LW BUPI WEeHHSA BUWenepepaxoBaHWUX N
HAoopaM BapToO CNPOCTWUTWNW BNACHWN NPOAYKT T
LO3BO/MNUTHDLb 3MEHWNTMU WO Mi CAYHY nnarTy 3
MWB W 4 upvaTUBlOB@MH HA AJaHWUX CUCTeEMOI, yepes BI
KOX Takwui 3axi g [ONOMOXe cnoXmBayvyam WBMUALL
awe opieHTyBaTwnWcbL B i HTepdehci. A pgopatTko
onoHyBaTunTamOROTMARBMEY «xNONETrWEHHSA» CcCUCTemMu
epaui MHocCcTI , Wwo BUPIi WNTbL nNpob6GnemMy 3 nepe
SPOOGHMUKM MOXYTb CTBOPUTU KHONKY «3b0eperTtu
orpamMamMmu 3anmcumbrAremMauntTtwupaenpadi i [Tpoodgi cHM
Xe O6yTnm BUPI WeHa CTBOpPeHHAM HapgbypagoBu Ta
Oani BapTtTo npupagi nntwu ysBary [ 0 C AC UOCK EEHVH. 10
OCKi NbKKW NepcneKTUBU YHaCTKOBOPBHUBMUIBWITSD BI
HUNX HanexaTtTuMyThb: nocuneHHsa | MBigbBatae dll a i 1
CRM-cncrtemamu,; BUKOPUCTAHHA rolToco0BMUX TEXHO
nocuMneHHA K oGRMecopcarueivia Mwmi X a CcOUi anbHMWaAMKUO TMEDP
Py HK LI T OO aBTOMaATMWUYHOCTI ; a TaKoOX cTBOpEL
KNnNi eHT a.

3aBaodakun i HTerpauyiil WWTYYHOTO | HTenekrTy,
NnPpakKTUWYUYHY I HpopmMaui 1o an s NOCWUNEHHSH cTpart
nporpameenevygaa CRM gnsg nporHo3yB®Bgbalm BUMO
L Ta CRM Hapgac Frbp akgoymrnHayH i igsHudo3pév0a i 10 np o K N

I
a
a
a

ZTO3TOIXH3FW®
OT OITT VT OO

waHcC KoHBepcii [22].

Fonocosi TexXxHonor ifi MOKANWUKAHI 3601 NbWNTMN
pob6oMgykpauweHHSH po3ni 3HaBaHHA Ta o06po6GKM M C
A3 Bi HKW®, BM3HaAaYaTW KNKWYOBI bpa3nm B CTEHOT p:¢

AONMOMOT T
nopganhb WK

aBTomMaTunsysBaTwu Tacki 3aBfgaHHSAa, $
Cna@agiowd HHUOT & . 6 ddracnpaBgi Tacki Ben

n
X
Sal esforce, TakoX i HaAHCY T b KoMMOnaHi w0 T
i HTenekTyanbHOINIO roocoOBOT O[22ROMiIi YHMKaAa Ansa n

Mo6i NnbHMIW Ta couyi anbHMm CRM HaOUP@3IOF b T KO\
aBTomMaTu3layi il inp@AHAXI T an & R E@yBaAWHIANK 3MBA MU TB .
Ha nNoCTi WHI 3B ' A3KMW Ta nNnepcoHani soBaHWUN [oc
TeHAEeHUIi 9 He nunwe 36upaTtTwume | Hpopmaui wy i 3
po3pobuyi pocBi Ay, SAKMUN KoMNmnaHiIi T 3anponoOHYIT
Ui QPYHKULI OHanNnbHI MOX/TUMUWBOCTI 6yayTb OOCTYNHI
[22].

CTBOpPEHHSA €AMWHOTO CNi NbHOT 0OE MDY el 4§ aX/e
nMMTaHHAM A4 cyyacHMNX KoMnaHi i. 3 a BGRMK un | H
nnaTtdgopmMa 3anponNoOHYE po3wWMpPpeHY [ HTerpauiw
CTOPOHHI MM nNporpamMamMmmu. Lla HoBa TeHAeHUI 9 A
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B3aemopgil 3K /IMI€E/HLTIA BH aldvayl ® & M C M BI. WO MnNepeBar Ok
MapkeTonorum MaTMUMYyTb NOBHWUINK, YHI i KoBaHMUNK N

Ha Hawy AYyMKY, KomMnaHI AaM BapTo pPOOUTU HE
ni eHtTammn, OCOONMNBOKIB B MPBIAX KPaMBWMaXx OCKIMA b
YKYNHOTIO CMNOXWBAHHSA. Takoro e@ekTy MOXHa
6cary i Hpopwmauyi i, Hi X KoMnaHi MaltT b 3ap
oI anNnbHMMU Mepexamu, OCK I /ABb K VK OHTED MNIIC HYEE KIO,
oya 6 ogHMUM cnocobBoOM KOMYHI Kaui i 4Yyepes Merf
I A1 rpawTb pPONb CNpPpOWEHMWX Ta nNpoi nNnwcTpoOBAaAH
oner wy e KomMnaHi amMm pob6boTy woago BOMPpBHMUR T
OTEeHUi WHnMx) .

BHCHOBKH 3 1aHOT0 JOCJTIIKEeHHS | NePCNEeKTUBH MOJAJbIIMX PO3PO0OK 32 JaHUM
HanpsimoM. Lin ppoBa TpaHCcpepragnpobagKeeya cydyacH

3w X O 00O X

6i s-ARpouyecu nNni gnpumemcTtTBa. Take B NgBOTBOANIAKTEVH3HaAL,
npouyeci B, ANCcCTaHUI WHMWW KOHTPOANDL, B3aemMopagi A
npouecy € NoNi NwewHHSH KNi EHTCbKOINIo pocBIi AY
npouyecy, BUKOpUCTaHHA Bi g Data Ta nooerrewe HH
i CHY KT b i Hepgoni KuW. O HUX BiIi AHOCSATbL BaXKioc

OpoHMM 3 1T HCTpPpYMEHTI B uUundppoBCRMzwiciTe @i 3 Hle

o6nuBmMNn nNi axi g AO BepeHHA @BOBABBMOPCTPUKA
aBUTIB EHT K OcHOBHaA Me T ac T P & p—ecBTaBiokpeeHHHHAA  CeRaV
ocuMcTeMM nNO 3aJilyyeHHIO HOBMUX i PO3BUTKY i
CcTeM HanexaTtTb aHani 3 3alyydYyeHHSHA HOBMUX K
MY HI Kauyi 1, BB3Mnabeipo ¢ ipaTtBebyiffoBaHa BOPOHKaAaA
KPpUTTHA nNnpojgaxy, noBTOpHaAa KoMy HKRMancmewma
yBawTb TPbOX BMWACEBHAB HPHIT I Tad HX Ma KHIii EHWCT e MU
JO OCHOBHWUX TeHAeEeHUIi W pPO3SPWMTRWBVHIKEMC WWE MW Y

oW xXOMmOOo
QO =S40

i HTenekxkTy, aBTomMaTtTuizaui a cepsBi cy, i HTerpauyi
CRMcuncrtema, Benunka Ki NbKi CThb pi 3 HWMX cuc
Havnonynap wmmm cumctemamum Bumuasumnumcob Agil e

H i
Dynamics 365 T1a Bitrix24.

Cepepng T 0n0BHKRMcmproeMmeMy 10 BUBH@G@IO @O N O
o6pob6GKM 3anunmTi B Ta BUBOAY LaHUX,; BUTPHEYAHH !
Ki NbKIi CTb BOYAOBaAQBBKOE NibHUY EP YYMBECH THaB HaBY aHHSA
BUCyBlepTi CTb CepBIi CYy TOLWoO.

MepcnekTwunB a@RM-cpnoc3TBenmr kMyo XX H a H a Bighataméll; H T e r |

BUKOPUCTAHHSHA rosno0coBMUX TexHonorim A K MeToOo
BUKOPUCTAHHSA HIBHUME BEX 0oU& aTldaKOX CTBOPEHHSA €
AO AeHTUMdI Kaui i KNOi eHT a.

Y ManbyrRewvmoDM3yémmopamM BapTo cnpocTwWUuTWM BNa
Ki NTbKI CTb |l HCTPYMEHTI B O o 6a3oBMUX, o 0 0 3
KOPUCTYBAHHSAT ackeopi8 i T@WMUB Mag WM Tb oONpauytwBaHHSA
Bi OCYTHI CTb HenoTpi OHUXKKEMA @y LoG@RE-g AT E®© M a |
NOBCAKAEHHI N pob6OTiIi cnipg npuainatTun 61 nbwy Yy
cmctTem 3 COULiIiaNbHKMVBREPENANNM ATBCHIEBOBY 4Yail
T XHbOT Ui NbOBOT ayagumtopii Ta BXe | CHywYNMxX K

w. . 0.0t seOoykzs, AV o POBE Oy i Gatc B30 61
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Business’s digital transformation: choice, implementation and improvement of CRM-
systems.

The aim of the article.The aim of the article is to determine the essence, advantages and
di sadvant ag e digital transbormatiom descilie sthe importance of busin@esess
management through its digital transformation, define the nature, types and capabilities ef CRM
systems, identify and describe trends in their development, analyze the results of paarhes and
select the most popular CR#stems, as well as research for existing problems of using defined CRM
systems, suggest recommendations for eliminating shortcomings of existingySiems.

Analyses resultsThe coronavirus pandemic has forced pamies to rapidly change business
processes and shift to remote work, which in turn has led to widespread using of CRM systems in
customer relationship management. The modern market offers different goods and services, but they are
mostly similar in many ays. The question is how to keep the customer for a long time? The introduction
of CRM systems will help answer this question. The definition of CRM stands for Customer Relationship
Management, which refers to all the strategies, methods, tools and tegiesdhat a business uses to
develop, retain and attract customers. Customer Relationship Management is a special approach of
doing business, where the first priority of the company is to focus on the client. The main purpose of the
CRM strategy is to cede a single ecosystem, which helps to attract new and develop existing customers.
Managing relationships means attracting new customers, turning neutral customers into loyal ones, and
forming business partners from regular customers. The concept of CRM€ et separate business
tools are combined intoawedlst abl i shed system. CRM includes
dat a, managing transactions, control and monit
The article considers the esg® of modern transformation of business processes, their advantages and
disadvantages, defines the concepts, types, existing opportunities and trends -sy&E&k. The
article analyses the expertsd -sgspemnandgemlizesfts t he
shortcomings, measures the main elimination of revealed problems. The article conducted a study based
on a survey of experts, the main purpose of which was to identify the share of populasy&iBiis
among consumers, as well as to identiy itiain problemand limitations of these systems.

Conclusions and directions for further researciThe main goal of the CRM strategy is to
create a single ecosystem for attracting new customers and developing existing ones. The main tasks of
CRMsystems iclude: attracting new customers through various channels, communication, choice of
interaction strategy, Purchase funnel, document management, closing satespmeinication and
analytics of the company. There are three types of CRM systems: desktdgseclier and cloud
systems. The main trends in CRM systems development include: increasing usage of artificial
intelligence, service automation, data integration, usage of blockchains and sociasy&Rih, a large
number of different applied subsystemd &oice interface. The most popular systems are proved to be:

w. . 0.0t seOoykzs, AV o POBE Oy i Gatc B30 65
off tcso OH Y J dgdg¥ Is @R G&MIS jsdlzO dzj dzdzv



https://solutionsreview.com/business-process-management/author/equirk/
https://solutionsreview.com/business-process-management/understanding-difference-lean-six-sigma-business-process-management/
https://solutionsreview.com/business-process-management/understanding-difference-lean-six-sigma-business-process-management/
https://assets.teradata.com/resourceCenter/downloads/ExecutiveBriefs/EB9867_State_of_Artificial_Intelligence_for_the_Enterprises.pdf
https://assets.teradata.com/resourceCenter/downloads/ExecutiveBriefs/EB9867_State_of_Artificial_Intelligence_for_the_Enterprises.pdf
https://www.ttec.com/articles/4-crm-trends-driving-crm-innovation

ISSN 25229087  (Print)

Marketing and Digital €chnologies Volumeb5, No 2, 2021 ISSN 2523434 (Online)

Agile CRM, Salesforce Sales Cloud, Zoho CRM, Dynamics 365 and Bitrix24. The main problems of
existing CRMsystems can be identified as: slow work on query processing and data output; wasting
time on system administration; a large number of boitbols increases the time to get used with the
system; high cost of service, etc. Prospects for further development eyaRivhs include: integration
with Big Data and Al; usage of voice technologissa method for increasing operational efficiency;
usage of data from social networks; as well as the creation of a single and common approach of
customer identification. In the future, vendors should simplify their product versions and reduce the
numberof tools to basic, which will reduce the monthly fee for service, as well as speed up data
processing by the system, due to the lack of unnecessagnad®n the other hand, companies that
use CRM systems in their daily work should pay more attentitretmtegration CRM systems with
social networks, which contain essential share of information about their target audience and existing
customers.

Keywords: CRM-s y st e ms , di gital busi ness, digital
functionality.
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MARKET SEGMENTATION OF INNOVATIVE PRODUCTS USING GENETIC
ALGORITHMS

One way to increase the company's competitiveness is to find new market niches. The market
niche is the result of movations that stimulate hidden, potential demand, as a result of which the
company, developing a new market, avoids intense competition and receives a higher rate of return. It
is proved that the growing number and complexity of tasks in the field oétingrkesearch, working
with a large amount of information, leads to the need to group data. The aim of the study is to develop
a universal approach to solving the problem of market segmentation of innovative products based on a
combination of genetic algithm with traditional clustering method#&n ideal market niche can be
defined as a compact and isolated series of points, which in some space of characteristics are objects
or data elements. The selection of a market niche in the medical equipmentiseakeéd out using
a topdown approach. This approach implies the traditional segmentation of customers, which is carried
out in the following order: segmentation, segment selection, positioning. It is believed that segmentation
is the starting point fothe formation of a market nich€o segment the medical equipment market, it is
proposed to use cluster analysis methods. According to the results of the analysis, it can be seen that
the market segments of potential consumers of medical equipment rsudnedles of Siemens in
Ukraine are characterized by a fairly dense grouping of images of consumers around the center of its
cluster in the space of featurde presented genetic clustering algorithm is flexible in relation to the
decisionmaking processas it allows to perform clustering based on various criteria, such as maximum
mutual removal of clusters, proximity of geometric images of objects to the center of the cluster, other
criteria. This is achieved by changing the calculation formula ofitheds function, which takes into
account the necessary combination of clustering criteria without changing the structure of the
algorithm. The algorithm is insensitive to initialization, as in the process of evolution of chromosomes
through the use of getic operators, the algorithm completely covers the whole set of acceptable
solutions, which, in turn, provides high quality market segmentation.

Keywords: market segmentation, niche market, innovative products, clustering, genetic
algorithm

DOI: 10.15276/mdt.5.2.2021.6

Problem statement in general and its connection with important scientific or
practical tasks. The current market situation is characterized by saturation and fragmentation
of markets, a high degree of competition in each segment aresdehmcreasing demands of
consumers for product quality. Under such conditions, any company must change, improve,
constantly trying to offer the buyer new products, better quality at a better price than
competitors. And as practice shows, the generaltg@ed approaches to marketing activities
are becoming less effective and lead to a decredbe meturn of marketing tools.

© 2021 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by}4.0
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New ideas are needed that would bring higher returns compared to traditional methods
of competitionOne way to stay one step aheadhef competition is to find new market niches
that are not occupied by competitors. At the same time, the niche is not just a market segment
in which companies are more comfortable to work. It is the result of innovations that stimulate
hidden, potential daand, as a result of which the company, developing a new market, avoids
intense competition and receives a higher rate of return. In addition, the market for innovative
products needs segmentation under the following conditions: changes in sales of specifi
innovative products or services of an innovative nature; a significant decline (increase) in
potential demand for the relevant industrial product; significant increase in the level of
competition; significant differences in consumer requirements fortigydar product.

Analysis of the latest research and publications, which initiated the solution of this
problem. The issue of market segmentation is given attention in the vast majority of marketing
educational literature, from foreign specialistassic of marketing, to domestic scientists:
Zozulova O.V. [1], llyashenko S.M. [2], Beloved T.V. [3], Kudenko O.V. [4], Lotish O.Ya. [5],
Aucklander M.A. [6], Smerichevsky S.F. [7] and others.

Highlighting previously unsolved parts of the general problem to which the article
is devoted. However, in most of these works, only a general analysis is performed for
educational purposes. In the contexglobalization and digital transformation of the economy,
the amount of information about the consumer has increased tenfold, the number of consumers
has increased. All this has led to the need to use data mining techniques to market segmentation.

Formulation of the purpose of the article (problem statement). The aim of this study
is to develop a universal approach to solving the practical problem of segmenting the market of
innovative products based on a combination of genetic algorithm with traditiosstrahg
methods.

Statement of the main material of the research with full justification of the
scientific results obtained. The processes of all stages of the life cycle of knowladigasive
innovative products (aviation, electronics, medical equipment, etc.) are accompanied by design,
management, marketing and other decisions in conditions of uncertainty caused by ignorance
or inadequacy of data, their incompleteness and inaccuracy (error) measurement or observation
, Subjective fuzzy assessment. To reveal this uncertainty, information technologies to support
artificial intelligence are used, which implement "soft computinglhg neural networks,
genetic algorithms, fuzzy sets, clustering [8]. The greatest effect is achieved when using hybrid
technologies that use a combination of the above models and methods [9].

The use of traditional clustering algorithms, such as itergtik-means"” [10], SOM
[11]), hierarchical divisive (BIRCH [12], MST [13]) and hierarchical agglomerative (CURE,
ROCK [14]) has changed to hybrid approach, which involves the use of clustering of the above
technologies "soft computing”. the possibilit@scluster analysis are expanded due to the use
along with traditional new methods (the method of wave transformations in the Wave Cluster
algorithm [15]), combining several methods into one, detection and accounting for clustering
interdependence in dafté6], and hybrid approach [17]. Many tasks involve multidimensional
data analysis, and any of them can cause automatic grouping tasks. These may include, for
example, tasks such as tasks of working with customer groups insyRiems, geographical
groupingof customers of service points.

The growing number and complexity of tasks to be solved within the framework of
market research, the need to work with a large amount of data, leads to the need to group data.
Cluster analysis aims to identify in the initnaultidimensional data such homogeneous subsets
that the objects within the groups were in this case similar to each other, and the objects from
different groups are not similar. Under "similarity" (degree of similarity) means the proximity
of objects ina multidimensional space of features and the task is to highlight in this space of
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natural clusters of objects that are considered homogeneous groups.

An ideal market niche can be defined as a compact and isolated series of points, which
In some space ofharacteristics are objects or data elements. In fact, a market niche is a
subjective concept, its definition may require knowledge in the relevant field. In the case of
two- and threedimensional data, a person is quite capable of identifying separags noch in
practical tasks, the number of data measurements can be very large. For example, in the applied
problem of clustering the medical equipment market, which is considered in this paper, the
dimension of the data can vary from tens to hundreds asunements.

The allocation of a market niche in the medical equipment market is traditionally carried
out using d'top-down’” approach. This approach involves finding your "place under the sun"
in accordance with the traditional marketing segmentationstbmers, which is carried out in
the following order: segmentation, segment selection, positioning. It is believed that
segmentation is the starting point for the formation of a market niche.

To segment potential consumers of medical equipment, it is geddo use the method
of k-means (kmeans). Thekneans method is the most popular algorithm for cluster analysis.
The source data is a set of vectors in space difeatures. Each vector belongs to a
corresponding group of objects. The source data alstains the required number of clusters
- k. The essence of the method is to fkqabints (centers) in thé-dimensional space, such that
the sum of the squares of the distances from the sample vectors to the nearest of the centers
reaches a minimum [18]:
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whereAi - instance vectors (vector that characterizes-theclient);
N - sample size (number of customers);

k - number of clusters (market segments);

X1, ..., Xk search points (centers of segments).

In our case, the data vectors are the vectors of the company's customer characteristics:
one vector corresponds to one customer, and the dimension of the space corresponds to the
number of parameters (characters)iby which the customer is evaluated.

This clustering algorithm can also be classified as hybrid, as it uses an evolutionary
approach specific to genetic algorithms. The basis for its development was the need to use in
decision support systems a univewrdgbrithm for the formation of clusters not one by one, but
by a set of criteria. In the presented algorithm, this versatility is provided by changing the
calculation of the fitness function (fitness function) used in the chromosome algorithm without
charging the structure of the algorithm itself. In this case, clustering, in addition to the
proximity of objects to the center of the cluster in the metric feature space (criterion for the
formation of denser clusters), takes into account the distance betwuséers (criterion of
maximum difference between clusters).

In our case, the vectors indtmensional space represent the following parameters of
consumers of the market of medical equipment and consumables of Siemens in Ukraine:

1. Location (1-Kyiv, 2 —regional centers, 3cities and district centers,~rural areas).
2. Estimation of the consumer budget(lbw, 2—-below average, 3 average, 4 above
average, 5 high).
3. Form of ownership of the consumer's company ftivate, 2— state, 3- communa).
4. Frequency of purchases of equipment and consumablesi(ihle, 2— periodic, 3—
regular).
S Zatsarynin Market Segmentation of Innovative Products Using Genetic Algoritms 69
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5. The cost of the order (from $ 10 thousand to $ 100 thousand).

It should be noted that the range of values of these parameters is different. Thus, the
scatter ofthe values of the income level estimate (maximum distance between the extreme
vectors for this parameter) is 4, for the order valueore than 100000. Thus, if thenkeans
method calculates the distance between the vectors as Euclidean distance,dbs tf the
order (the contribution of other parameters to the distance between the vectors will be
insignificant in comparison with it). To level this effect when calculating the distances between
the vectors, it is necessary to use normalized Euclidstances:

w O B o w 7T, ,

wherelp is the standard deviation of thetpparameter;
& is the average value of thetllp parameter;

The standard procedure fomnkeans includes the following steps:

1. From the whole set of vectofg k vectors are randomly selected. Suppose that the
centers of the segmer@=(cj1, G2,  €a) coirwide with the selected vectors.

2. For each of the cente@swe find a subse of vectorsA for which this center is the
closest.

3. For each of theubsets its true center is determined. To do this, calculate the average
value of each of thd parameters of this subset

(1) B B h N “Yh‘] N pm )

where§ is the power of the set.

4. If in the third step the coordinates of asfythe centers have not changed, then the
clustering process is complete. Otherwise, the next iteration is performed starting from step 2.
This procedure is an algorithm for local optimization, its result depends on the choice
of initial centers. Variousduristic algorithms are used to find the global minimum, the simplest
of which is to run the procedure described above repeatedly with different randomly selected
starting centers. The quality criterion of clustering is determined taking into accouvgtagea
size of the formed clusters and the assessment of the distance of the clusters from each other.
The target functions of market segmentation tasks usually have a large number of local
lows. As a result, the search for a universal algorithm that giesms an accurate solution
(except for problems with a small amount of data) is hopeless. The literature offers many
heuristic methods for setting the initial centers of the local search procedure. In the case of
evolutionary algorithms, various methodscofling valid solutions that form a population are
used. Hosage and Godchild [19] proposed the first genetic algorithm fentkedipn problem.
Quite an accurate algorithm with a special crossing operator called greedy heuristics [20]. If
research on clagal placement theory is aimed at obtaining accurate results, then research
related to the development of methods of cluster analysis and automatic grouping, as a rule,
focuses on improving the performance of appropriate algorithms. In some cases &éaghan
same time quite accurate methods are required, which the known methods do not allow.
In order to increase the accuracy of the result for the selection of initial centers, it is
proposed to use a genetic algorithm with greedy heuristics. The diaceedy heuristics as
a method of local search is due to the fact that it allows to obtairphégision results.
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Algorithms of the method of greedy heuristics are an effective method of solving optimization
problems of automatic grouping, placemerd aptimization with a large amount of input data
depending on the conditions and parameters of the problem [20].

Genetic algorithm with greedy heuristics for the problem -@hdans includes the
following steps:

1. To form a "population* to randomly selecP sets of vectors, in each of whictk
vectors. For each of the sets the standard procedure of-thealks method is
implemented, the results (total square of the normalized Euclidean distance) are written
in the variabld.

Randomly select two indices the setp andqg. Create the sé¥ Y °Y.
3. If | S| =k, then the se§ with the worst (greatest distance) vafue replaced by the set
S

4. For eachiw N "Ywe obtain the seB', from which the vectol. is excluded. For the

received set we start standard procedure, we write down result in a vaéiable

5. Exclude from the sethe vectory;. with the lowest value dfad We return to step 3.

The result of this algorithm, which implements the method -afeans, is a set of points
(centers) in a-dlimensional normalized Euclidean space. Each of the ve&tbedongs to the

cluster whose center is closest to it. This method is also convenient because the center is the
average values of each of the clugtarameters.

According to the results of-&verage calculations, consumers of medical equipment and
consumables of Siemens in Ukraine were divided into 7 groups. The analysis of the selected
segments showed that the bulk of the company's customers areuthstrbetween three
segments (Table).

N

Table— Results of segmentation of potential consumers of medical equipment and
consumables of Siemens in Ukraine

Location

The size
of the
consumer's

budget

Form of
ownership
of the
consumer
company

Frequenc
of
purchase

The cost (
the order

Segment characteristics

1 2,498

3,017

2,033

1,588

23,968

Regional centers, cities and
district centers

Average budget

State form of ownership
Single purchases

Small batches of goods

2 1,921

3,229

2,061

2,061

84,655

Kyiv and regional centers
Average and above budget
State form of ownership
Periodic purchases

Large batches of goods

3 2,659

2,972

1,838

2,020

54,279

Regional centers, cities and
district centers

Average budget

Private form of ownership
Periodic purchases
Medium batches of goods
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The results of the study show that the market segments of potential consumers of
medical equipment and consumables of Siemens in Ukraine are characterized by a fairly dense
grouping of images of clustered objects around the cehtex cluster in the space of features
and remote location of these centers. The algorithm uses genetic operators of selection,
crossover, mutation, as well as a new filtering operator, which excludes from consideration
chromosomes that reflect unaccdyi¢aclustering, ie do not correspond to the number of
clusters. The probability of such an event is quite high due to the random nature of the choice
of the above values of the components in the formation of the initial population of
chromosomes, as wel aue to the work of other genetic operators.

Genetic algorithms have traditionally worked with populations of chromosomes that are
modified in an iterative process of evolution. In our case, in a population of size w, each
chromosome reflects one of thegsible clustering options, which uses a vectos (the
chromosome number within the population). The number of chromosome vector components
is fixed and equal to the number of objects to be clusté&jed (

The presented genetic clustering algorithifteisible in relation to the decisiemaking
process, as it allows to perform clustering based on various criteria, such as maximum mutual
removal of clusters, proximity of geometric images of objects to the center of the cluster, other
criteria. This is daieved by changing the calculation formula of the fitness function, which
takes into account the necessary combination of clustering criteria without changing the
structure of the algorithm.

Like any genetic algorithm, this algorithm is simple in its safevimplementation,
which makes it reliable to use. The high reliability of the algorithm was confirmed by
computational experiments on data reflecting different cluster structures. Experiments have
shown the rapid convergence of the algorithm, which éstdiuhe small number of generations
of evolution in the process of finding the optimal solution.

The algorithm is insensitive to initialization, as in the process of evolution of
chromosomes through the use of genetic operators, the algorithm compdetly the whole
set of acceptable solutions, which, in turn, provides high quality market segmentation.

Conclusions from this research and prospects for further developments in this
area. Noting a certain deficit of compromise in time calculations anditguaf results
(accuracy closeness of the value of the objective function to the global optimum, stability
closeness of the obtained values to each other at iterative starts of the algorithm), the aim of this
study segmentation of the company's cugi@nwhich would meet the following criteria:

— tasks must be solved in a reasonable t

- t o carry out aut omati c segmentation
multidimensional space of characteristics (dimensims of measurements);

— s o | \emas uping diffetent clustering models;

— combine with | ocal search met hods us
opportunity to use different global search strategies;

— give stable results with mul ti pdftte | aun
results should not be inferior to other known methods;

— must either estimate the number of gr
with different numbers of groups.

The choice of genetic algorithm as a means of market segmentation  tiheefact
that these methods allow to obtain hygtecision results, characterized by deterministic
procedures, which gives hope for more stable results when using such heuristics in various
global search strategies, including marketing research.
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Cawme Li TecnpKIpWwoB arHkaa Tpao 6 0T a Hapgperm
BUKOPUCTAHHAM I HCTpyMeHTIi B SMM, SEO n
apaTtwnu neBHI pesynbTaTtmn A1 ANbHOCTI
praHi 3aui m B Mepexi |l HTepHeT.

MpoOXKe& NbKITCPTYMEIHHd B, K I MOXHa BUKOPUCTO
ecypcy, Be/inmka, a I X XapakKTeMHegiTAaH@MBHIaTHHN
MKOPUCTAaHHA I[HTHepPWAgTKEe RMHBY CTBOpPIE Heedek:
pradi 3auyi:il abo ni mmeweaeanecarT BaCaywe meapewsi NoT
HCTPY METHRTPMWBPTK €TUHIY Yy TMNeBHI ctTpaterii, K
anexHOoOCTI Bi 4 MeTWu T a CYKYNHOCTI OCHOBH
i anpnemMcTtBa abo opraHi s3auyii’i

AHaJIi3 OCTaHHIX JocCaigKeHb 1 nyOJikamid, B SKHX NOKJAJEHUHA IOYATOK
BHUPillIeHHIO 1aHOT MPoOJIeMH i HA sIKi cnupaTbest aBTOPU. AH A Ni 3 |1 CHYy LY nx A
CBi 4YNTbL NpPO Te, WO NUTAaAaHHAM BHATKEODDHIGETN @ HIH AT Y
npumpai NnaKTb 3Ha4yYHy yBary. ylictTmpa@®@xemm Q@ J/KI0O
Baspuk A.b. [1], Adawm@cMepal ®amloB 2T, €1l nhal

(@ e

O w T 0 W™©o

Ok namadeAp. , Ok ndsh,pepanom@a, BTYOpuyu ., 7-8cTposB
HaykoBuUi O I N | CAYXIYHD ECRPIBE TK 1€ T W, T ak [ NPOMNOHYI
KaTeropwumsauyii Ta K#macw@pPymawyiTi BHadgBHNX Beb

30Kpewma, | nnaweHko C. M. Ta | BaHoBa T. €.
Il HCTpy wearwmpMBepK eTUHTY [ 3] : «Bi oMy Ha <cboro
InternetMm a pTKKEHT' 'Yy MO XHa nofgi NmMTwKM Ha 8 KaTeropi n,
3acToCyBaHHSA:

1) NOWYKOBWUMN MapKeTWUHT ;

2) Internetp ek nama,;

3) MapKeTUWHTI coui anbHUX 3B’ 93KIi B;

4) Bi pycHWUNW MapKeTUHT,;

5) BMagpEKOe T UHT ;

6) EmallkMmapkKkeTuUHT ;

7) i HHOBaAUi WHMWN MapKeTWUHT ;

8) aHani TUYHMUAN MapKeTUuHT . ».

|l nnaweHko C. M. Ta | BaHoBa T. €. ONUWCYHKWTHb
|l HTe-MaprkeTNMHIy 3a 1 X XapaKT>epoM Ta MeTOW BMU

MnTaHHSH i CHYBAHHSA pi 3MOMatumie n HNyNH TMeeppREeSI
pocni aoxXxye MizyhwmweselRmppa Yy CBOIT W cTaTTi «Busi

HaBoauWTb HacTynwphk nacudi Kauyi o

Ta6bnuiXsaplakTepuc-monpganbéiiapecmeMRappgdlll HTepHeET

Bi 3-Megen Onwnc

MocepepgH|lMocepefiydusakcCH U K M PUHKY, BOHMW 3B O [
i cnpuawTb onepaui amMm. HAK npasBwuIl
ni ganpuemMcTBamMmmu (B2B) , ni AnNnpuemMdg
oKpemMumn cnoxumeBavyamu (Cc2cC) . 3¢
NONAT abk®T bB ar oHopapi (BmMHaropogi
LOCKOHaANY TRaaBWOaK WinwW.aTMp MOXY Tb
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Bupinennsi HeBHUpilIeHMX paHille YacTHH 3arajbHoi

NnpucBsYyeThesl cTtarTs. Be nn kK a
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noTpebywTb
y CTparT ewHoic, T iB B3ia
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pa [ 9]

npoodjieMu, KOTPUM
Ki TbKi CTb HasaBHMUX
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MOdenemn BHTMEMHeENRI,
3aBagMapK e-mMnkERB Tabn. 2.

npoaHa/Ui3opaaIp@® N e@naBadpy K M.

Taon2aKsmmacunmdpcrpagrari iM.RappaHG epHe T

EnemeHTun Knacudi kauyi i 5
MpoAayKkKT MpocyBaHH
Tun Ctpar My 6 A
Wu p o-k o By3bkKoO 3mi wan XOPOTH [fos-rg3miu HI CT
cneuyiani| cneuyi ani| cneuyi an C;Epz:$cgfp2:1:(;emk
leLrs Csmtf 4 y'
fistcOIsj e’ W
Bupo6HMY A +
MapTHepCb +
leLr Csmf iy’
fistc@Isj " w L |
ejfzlsOy’ 2
Mpepgnnartwu + +
Il Hdbopmaui + +
zdquesCsmyf jy’
fistcOIsj e’ W
PeknamHa + +
1 &3 P OdzO Mls tg
Topr osa + +
MMocepepaHudu + +
tdtfzlsOy’ 2 dzO
CniBTOBapwu + + +
Takum N HOM, MO XHa BI/I,CI,iI'II/ITVI HaCTyI'IHi

HekoMepUui WHUE a@mr aHi 3aLi 1

Tabnde Ta eviogeeicei B MepeXi I
Bi 3-Me gen Me T a
MocepeaH|36i NbWEeHHA Ki NH/XDXANM JNEioO/MBALKE BH A
Ha pecypc, HAKBYBWKGHYWTb Ui NboO
PeknamMH/ 36i NbuweHHSH Ki NbKOCTI nepernaHy
Ki NbKOCTI illAMPg BKOBAMHMIX Nepexogis
|l Hpopmau 36i NbWeHHSH Ki nbKOCTIi 36nNnpea&HHE,
BYy3bKocneuyui ani 3o0BaHMXx nepax opaing
pecypcy
ToproBg36i NbWeHHA Ki NbKOCT npogaxi B, |
Hacpy@®c, dKi BUKOHYIWTb Ui NbOBY [
Bnpob6HN|36i NnblweHHSA KinbKOCTi 36nmpe a&HiHE,
BY3bKioZmieyloBaHNX nepexoniB Ha pe
MapTHepd36i NbWeHHSH Ki nbKOCTI npopjgaxi B,
BYy3bKioxmieyJoBaHNX nNnepexopniB Ha peé
CniBTtoBal|lli gaoTpnumMKa penyTtauii pecypcy.
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nepepb6bavyawTb KOHKpPeTMUW3O0OBAHI sanntwn, aK i MO
nepexoamu KopucrtysBaudi B, AK i rnmbéokKoO PO3YyMi
copmMynwoBaTmn CcBi W 3anmT y NOWYKOBI W CUCTeEeMI

Takii AMmMPWNEMCHTTByaoT ® [T I € -HTaa HCVE3PLRKOOA 6 O H | 3anunTty

TOMY ULelW cerMeHT PUHKY XapaKTepuUu3ayeTbcCcsa HMUSI
CtrpaTteria paHoOoro Twuny ni gnpnemcTtBa 6a3"

nocnyr a, AKY, EBOBHYO3 bxeamieyyyeani 3 oBaHa, e pekT
|l HTepHeT Mae€e J[JOBIOCTPOKOBUW edekKT; 3HaAaUYHYy
Bi Airpae camMe penyTauia nignpumemtTcsea, a He

Takunuih Tun cTtpaTerii nepepjobauveceH THTBK BT T

MAPKETUHTY
- SEOnpocyBaHHSH
- AIBTecTyBaHHSA
- SMM;
- BnkopundcCRM-emnaTt,e Mmu
- CTumMynwBaHHA BIi ATYyKI B
- E-MailmMmapkeTunHT
- KOHT-RaApPKETUHT

dlstcOlsje'" W obkL! s’ Mfjy Odz" LOY' ' L J dzj d3j d

XapakTepHa pAans4 Mia M p U eECMCOTIB, Had K Me T i 360i
BYy3bKoOocCcneui ani 30BaHNX -mle@yrXo.4i @c -G weesii GAT bl H
3auyi KaBnewHi Yy BUKOPUCTAaAHHI cTpaTterii BY3bK
l HCTPYMEHTI B, nNondaraeayntToMyyuTwpHYy mpeerpbdalpg
cnoxXmsBawua (i HdbopMauyi MHa 6i 3HeC Moagenb) . I
ni gnpumemcTtBa (61 3Hec Mopgenb nepepgnnartun) pe.
TepMi H Bi NbHO MacwTabyBaTK, BalVmammibiey BINfPC
Cawme enemMeHTMN nyoéni yHoCTI LO3BO/MAKWTDL wB n 4
cer MmeHTax, agxe cnoxXxuBaui 3aszpgpaneriagb npoi
P VKHY

Llenn Bumpg cTtpaTteriil nepepyoéraoizakEa YBeMHOUYXM IRIGHT GR 1B
By3bKocneuiani 3oBaHOiT cTpaTterii Ta aKLeHTYB

- cni Bpo6i THMUYUTBO ;3 Ni gepamunm Ay MOK

- cni Bpo6i THM,u TBO 3 CMI

- napTHepCcCbKi nNnporpammwu

dlstcOlsje'w hdtesCs' Mfjy" Odz' L Oy

XapakTepHa And nNi ANpUERBRGTBbLWMRIM MAKMBK I ©Ca
Ha CBi M-pieey@PpHeTAagXe-TPpaWeK i BTEPHMOBHUM [Xep:
Bi ponoBi gawuyunm nepeBaxHO Ha i HDopMaui MHI 3an
i HTe-paeypc 3a40BONbHSAE [ noTp@®oy i W o mnuay Lk
HaTOMI CT K oipmTcCETpyrB@AT™ nNeper ngapae peknamy, o
abo Ha cawmvMeme yipLiepyHa@dMTr.nami 6noky cantTy

Tacxi nNi gnpuvMemMcTBAaA OpIiT@H TBWMHEIOEKICO® T HHia 3caerpreTal

TOMY ULell ceapmaKTEepPUWBYYETKCA BUCOKUM piBHEM K
CtrpaTteriga pgaHoro Twuny nignpunemcTtBa 6a3sye

(i HpopmMayi Aa), ,eKpMpoKOCpeginasaygoBaHa; e pekT
|l HTepHeT Ma€ KOPOTKOCTPOKOBWUINK edekT.
Takunm cwmpaTerii nepepbavyae BUKOIPMEpPpRAETHS

MAPKETUHTY
- KOHTEeKCTHRA peknama
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- TapretToBaHa peknama

- SMM;

- peTapr;eT MHT

- KOHT @MHBPKET MHT

- mpyCHmm MapKeTWUuHTr

dlstcOIsje' W Ld3 hOdes™ M Jjy" Odz' L Oy’

XapakTepHa AaAna ni gnpuemMcTB, A K I yepes E
3My weHi BUKOPMUCTOBYB ATHT eyporae@ B eNTO4MWH Ti YH,C TPO/ M e M
6YyTMU KOHKYPEHTOCNPOMOXHUMMN. Taknim TwUun 1 HTeE
cepefHi I mMHBEABBHO@APX NPOAYKTY, TOMYy nipagnpue
npoAayKUi T AKkomMor da@i neupgAnpaBmMBTERI DPi EHTYIOT
3anntn. Came TOMY Lell cCer MEHWCOPUMKYPiI BEAPHKR @

Takunuim Twunneprepmbreewra el BMKOPUCTAaAaHHS Yyci X BWU
IHT e pMa@TK € TUHT Y

dlstcOlsje' W Mddzjteec' ' twjflkzksOy" ' 1O §bksBd' ydzt
XapakTepHa ANdA HeKOMepuUui WHMX opraHi sauyi u
aBguntopi i abo 36ip I Hthbop Mae, & c ynpecBiH.0 T B urtepva

obnapHaHHS Ta peKknawmy KOMMNDEHCYITbCS 3a pa
6naropgi WHoOCTI

MpaBni HHA opratys3 aldigT pHmyi K pemeH alyil L n
| HCTPYMEHTI B nyoéni yHoCTI . Le [ 03B O 0 8 €E [ 03MVAC
KopumcrtyBaudyi B Ta NOTeHLUI NHWX CW/pecHi.B KnNnyoy paa

Takunuim Tumun cTpaTterili nepepbavyae BMEKBHPHNT T

MAPKETUHTY

- SEOnpocyBaHHH4

- SMM;

- CTUMMYyNnNBAaHHA BIi AT YKI B

- E-MailMmapKeTunHT

- KOHT @MRPKET UHT

- cni Bpo6i THMUYUTBO ;3 Ni gepamun Ay MOK

- cni Bpo6i TIMEyuTBO 31

- napTHepCcCbKi nNnporpammwu

BucnoBkmu 3 JAaHOI'0 JIOCJ'li}DKeHHH i MEPCNEKTUBUA NMOAAJIbIINX p03p060K 3a JaHUM
HanpsiMmoM. Cb O T BHMHKIOP M C T aHHSA IHITHQ@®EYKMETHITHIBY € - 6 a3 un
AKOT Ii-eTp@aHEpdcdyBaHHA. dopgmpr@awmwad B0x egHeT 3BeEe
yBary Ha o0oco6nnumBOCTI TaHLUaeapwaeK eXWUWBryg. 3 | HCT

AK 6yno 3a3Ha4vYeHoO paHi we, npob6bnema
i HCTpPpYIMEBPDPNMBK ETUHTIY. € [AOBOMNOARKOIYI@Mb A ®HDb H ¢
Ha BEeNWKY KiNnNbKicTb Ni gAnpueMCTB, Wo «Aai AaxXmu
aBaouTOpPI €10.
Knacudgi Ka-ydbgebedH®EAa CUCTERAMBO NISHAT FIY MEE

MapKeTUHT Y HY epoO®E ®ITANTb:

- npoaHani 3yp@TwB oI@BIHI pioxwMX BUAI B nNi Aan
BUAI NUTNU CXOXOCTIi T-OoORpBRIRAUYNTM MeTy Oi 3HecC

- Knacudgi KyBaTtTmn | HMopgmeHTHNn Ta 6i 3HeC

- 3anponoHyBaTWu NeBHY cTpaTeritwo woao n4i

3aBAAKN 3anponoHOBAHICHpPRTPROOGT iMiormra & W @iB k

MepexXi |l HTepHeT, KoMepui WHe ni ANPMEMCTBO
onTUMIi 3yBaT-mp mMa®XK,TNHAOWAAMNT M pecypcun Ta ME
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The strategies of the Interné¥arketing instruments choice in accordance with the business
model of the company on the web.

The aim of thearticlei s t o cl assify and form strat-egies
commerci al organisationso6 promotion on the web.

The results of analyseduring the analyses of the business models on the web, there were
distinguished next possildtrategies of the Use of Interpigarketing instruments:

Narrow specialization stratedythis strategy is appropriate for the companies, that want drive
narrow specialized traffic to the weabsource. Narrow specialized clicks on the webource are
spedfied requests of the user, that could contain professional terms. This kind-tfarsgtions belong
to the people, who understand the subject deeply and can easily form necessary request, using search
engine.

Narrow specialization strategy with the mlents of reputation instrumeritsthis strategy is
appropriate for the companies, that want drive narrow specialized traffic to theasehrce. The main
feature of the companies, that use narrow specialization strategy with the elements of reputation
instruments, is that they have to have positive reputation, to wake up the interest of the user. Another
main feature is that the companies sell the product, that could be freely scaled in a short period of time
in comparison with a companies, that have dgtgsoductions. It is an element of publicity, that allows
to reach first places in new segments.

Wide specialization stratedythis strategy is appropriate for the companies, that want to drive
more traffic to the welesource, because this trafficisso ur ce of compani esd i n
website is to answer to the information requests of the users, to encourage them to visit-the web
resource and to reach the needed information through the watching of the advertising.

Mixed specialization stragg/ 1 this strategy is appropriate for the companies, that have to use
the large amount of the Internbtarketing instruments due to the high level of the competition on the
market. This type of the strategy requires larger amount of varialdes t s whytthk uelékthe
profit margin is low or middle. In this case, companies do want to increase their profit, selling their
product to the big amount of consumers. This segment has a high level of competition.

The synergy of reputation and publicity segy i this strategy is appropriate for the non
commercial organisations, that have got an aim to educate their target audience or to collect the
narrow specialized information on their websource. The costs of the organisation are covered by
the donatim or by the montifiee.

The administration of the organization is interested to support and expand their reputation, to
wake up an interest in the larger amount of potential users.

Conclusions and perspectives for further researdtne classification ofhe businessnodels
strategies on the web lets commercial companies anecoiwmercial organisations optimize their
marketing processes, save resources, maximize the effectivity of the communication with their audience,
in accordance with their aims.

Keywords: internetmarketing, interneimarketing instruments, business models on the web,
internetmarketing strategies.
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