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BLT PEJAKIIIT
MAPKETHUHT B ENOXY IIU®POBOI EKOHOMIKHA

Y 1995 p. Hon TanckoTT BBIB TepMiH «Iu(ppoBa E€KOHOMIiKa», A0 SKOro € 0Oararo
CUHOHIMIB — IHTEPHET-€KOHOMIiKa, HOBa €KOHOMIiKa, Be0-CKOHOMIKa, CKOHOMIKa, 110 0a3yeTbes
Ha 1UGPOBUX KOMIT IOTEPHUX TEXHOJIOTIAX: [HdpoBa TpaHchopmalis Oi3HEC-TIPOIECiB
(iHTepHET-peuell Ta BEIMKUX TaHWX); PO3YMHI PETIOHHW, PO3YMHI MicTa ¥ pO3yMHI cena;
€JICKTPOHHA MEIUIMHA, LHU(POBI TexXHOJOrl 11 cdepu EHEepreTUKH; muQpoBi3allis
JOTiCTHYHHX MPOIIECIB 1 TpaHCcopTy; HdpoBi iHHOBaNiiHI Xabu (DIHS).

B Exonomiuniit ctparerii «Ykpaina 2030 — kpaiHa 3 PO3BHHYTOIO ITM(POBOIO
€KOHOMIKOI0» Ha/IaHO BU3HAYECHHS IIU(PPOBUX TEXHOJIOT1H — 11e IHTepHeT-peuelt, poboTu3amis i
KibepcrucTeMH, IITYYHUH 1HTEJIEKT, BEJIUKI JIaHi, Oe3manepoBi TEXHOJIOTIT, aIUTUBHI TEXHOJIOTI{
(3D-apyk), XxMapHi Ta TyMaHHI OOYMCIIEHHS, OC3IIOTHI Ta MOO1TBHI TEXHOJIOTIT, GlOMETpUYHI
TEXHOJIOT1i, KBaHTOBI TEXHOJOrii, TeXHojorii iAeHTUdIKaIii, OJOKYeHH. 3 MO3HIii
€BOJIIOIIITHOTO Ta (POPCOBAHOMY PO3BUTKY IU(MPOBOI EKOHOMIKH KIIFOUOBUMHU (DaKTOpamu €
nndposi nani. [lepeBaskHa OUTBIIICTh HAKOMMYCHHUX 1 TIOCTIMHO 3pOCTAIOUYMX OOCSTIB IHTEpHET-
iH(popMalii € MapKEeTHHIOBOIO iH(OpMAILi€I0, siKa Ma€ MIHHICTh Ui MapKeToJoriB. Tomy,
icTopisl BiABiAYBaHHS CTOPIHOK, PEKJIaMHi, CMAaKOBI, I[IHOBI ymoJ00aHHS, KOJO CIUIKYBaHHS,
3HAMOMCTBA, KYJIbTYpPHI, COIliaJIbHi, OCOOWCTi, TICUXOJIOTIYHI YHMHHHKHA KOPHUCTyBada
JI03BOJISIFOTH MAapKETOJIOTaM CKJIACTH MOPTPETH KOPUCTYBauiB [HTEpHETa K CIIOKMBAYiB.

B 2021 poui Ha ykpaincekoMmy MapkeTuHrosomy ¢opymi «Marketing Survivors: sik cratu
JiIEpOM Yy HOBUX YMOBax» C(HOpMYJIbOBaHO MAapKETHHIOBI cTparterii udposizamii —
epeKTHBHA iH(IIOCHC-KaMIIaHisl, 10 HAMaraTUMEThCs aIallTyBaTUCS 1O HOBHUX peallii.

Ha wac mpuitasarts Ilporpamu indopmatuzanii HAH VYkpainun na 2020-2024 poku
3aKJIaZICHO OCHOBM XMapHoi iH@pactpykrypu HAH VYkpainm, mo Hamae pecypcu 3a
OPUHIUIIOM — 1H(QpacTpykTypa sK cepBic. HHHI mocuiaroroThecst mpouecu 1udpoBoi
Tpancopmarii. Lle Bupaxena TeHaeHIs (GopMyBaHHS 1HHOBAlLIHOI €KOHOMIKM B YKpaiHi.
Bxe 3ampornoHOBaHO BIPOBAKEHHs €JIEKTPOHHOI KOMyHiKauiiHoi miuardopmu «Hayka s
0i3Hecy» SK TMEpIIOro OHJANH-IHCTPYMEHTY aBTOMAaTH30BaHOi CIHIBIIpalll HayKOBIIB 1
HiANPUEMIIB, 110 MparHe po3BUHYTOI HUPPOBOi ekoHOMIKH, |T-TexHomorii, 1MdpoBi NPOEKTH,
dbopmyBaHHS MpUBAOIUBOTO Oi3HECCEpenoBHIIa, U(PPOBI3allisl CTaE MEHHCTPIM-TEHACHITIEIO 3
YIPOBA/DKEHHS 1HHOBALITHUX BUPOOHUITB, IHAYCTpiaJIbHUX MapKiB, HU(POBHUX MIATPOPM,
IHTEepHET-013HECY 1 cTapTamiB Ta 3abe3nedye ImepexiJi €KOHOMIYHOi cdepu IisIbHOCTI 3
peasbHOro CBITY y CBIT BIPTyaJbHM, CTBOPIOE€ arMocdepy BIAKPUTOCTI 10 HOBHX i€l y
peasnizanii rao0anbHUX 3aBJaHb HUPPOBOT TpaHCHOpMaLlli EKOHOMIKH.

[udpoBa ekoHOMiKa O6a3yeThbcs HAa BUKOPUCTaHHI HamiBNpOBiIHUKIB. ToMy Ta KpaiHa, B
€KOHOMIIIl SIKOi HasiBHA Tajly3b, [TOB’s13aHa 3 BUPOOHUIITBOM HaIliBIIPOBIIHUKIB, Ma€e (PaKTHUUHY
MOJJIMBICTh BJIACHOTO JIMHAMIYHOTO PO3BUTKY, a TaKOX MOXE CIPHUITH YU CTPUMYBATH
pO3BUTOK 1HIIMX KpaiH. OTxe, BHUPOOHUITBO YMIIB CTa€ CTPATEriUHUM YUHHUKOM
€KOHOMIYHOT'O PO3BUTKY B CHOTOHIIIHHOMY IIU(PPOBOMY CBITI.

[TpoBinHi koMnaHii YKpaiHH Bke BIPOBAHKYIOTh TEXHOJOTIT 1H1ycTpii 4.0.

Tak, ykpaincbka kamnanist «Infomiry apykye nerani moponkoBOO TEXHOJOTIEK0 Ha JIiHIT
3d-npyxy HP Jet Fusion 5210. CriBnpairioe i3 npeacTaBHUKaMH 0OOPOHHOI Ta MPOMHUCIOBOT
ramy3eid YkpaiHu, BHpoOJe€ JneTaqi B HEOOXIIHUX M KpaiHH MPOEKTIB: KOPIYCH
aKyMYJISITOPIB JUIsl aHTHAPOH-PYLIHUIIb; KPIIJICHHS 7S MyJbTIB KEpyBaHHS JPOHAMHU; IIBKH,
Mara3vHu Ta KaCTOMHI KOPIYCH JJsl IITYPMOBUX T'BHUHTIBOK; KOPIYCH ONTHYHHUX IPHJIAJIIB;

5



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

MaKeTH TaKTHUYHOTO Ta CTPATEriuHOTrO O030pOEHHS; 3aXMCHI KOPHYCH ISl PO3BIAYBaJIbHUX
cucreMm BITJIA.

B ymoBax 1mu¢poBoi €KOHOMIKH, SK 1 B IHIIUX EKOHOMIYHHUX yMOBaX, JI€ € PHHOK
MIOKYTIIISI BAKOPUCTBYETHCS MAPKETHHT.

MapkeTuHr — 1€ pO3JAlT €KOHOMIKH, CHOPSIMOBAaHHWN Ha BHUBUYEHHS mpobiemu 30yTy B
KpyrooOiry kamitamxy, TOOTO MHUTaHb, LIO IMOB’A3aHi 3 TpaHcOpMali€lo TOBapHOi Gopmu
BapTOCTI KaIliTaay B TPOIIOBY (pOpMY BapTOCTI KaIliTamy.

B ymoBax mnudpoBoi ekoHOMiKM HacTasia epa HHU(PPOBOTO MAPKETUHTY — MOJENi
Mapketuary XXI cropiyus. Ileit merarpeHn B YkpaiHi € BKe TOTaIbHHMM. I[HTerparis
MapKeTUHTY 1 UU(GPOBUX TEXHOJIOTIH BiAOYBAa€ThCS y BCIX Taly3siX COLIAJIBHOTO 1
€KOHOMIYHOTO JKUTTA. EBOJIOINISA KOHIENIi MapKETHHTY MPOMIUIA INIIAX BiJ KOHIEIIii
MapKETUHTY 10 KOHIIEBIIii OMHIKaHAJILHOTO MAPKETHHTY.

[HudpoBuit MapkeTHHT — OJIWH 3 HaWOLIBII Cy4aCHHUX KaHaJIiB MapKETUHTOBOT
KOMYHIKaIlii, 10 BUKOPHCTOBY€E 1HHOBAIIiIHI TexHoorii: CTpaTeriuHuii HanmpsIMOK UPPOBOMY
MapKETHHTY — MEepPCOHAI30BaHe BITHOILIEHHS /0 KOPUCTYBauiB. binmplna yacTuHa MeIiiHOTO
KOHTEHTY CIOXHBAETHCS 32 JIOTIOMOTOI0 ITEPCOHAIIBHUX KOMII I0TEpiB, HOYTOYKiB, CMapT(OHiB,
IUTAHIIETIB, TOMOOKCIB, MiIKI0YEHUX 10 [HTepHeTy TeneBi30piB Ta iIrpOBUX KOHCOJICH.

OCHOBHUMH TpEHIaMU LHU(PPOBOrO MApKETHHTY €: aBTOMATH3allis; TapreTyBaHHS Ta
nepcoHai3allis; iHTerpallis MapKeTUHTY 3 MPOJakaMU; BIICOKOHTEHT; CyNep10/1aTKH; OHJIAiH
MapKETUHITOBI JocmiKeHHs. Lli TpeH 1 opieHTOBaH1 HA MiABUIIEHHS JOCTYITHOCTI, 3py4HOCTI,
e(eKTUBHOCTI, BpaxyBaHHI MEPCOHATI30BAHMX BUMOT KOXHOTO MOKYIIIISL.

OcHoBHUMH (popMamu HU(GPOBOrO MAapKETHHTY €: MoOuIbHA KoMepiisi, Showrooming,
webrooming. IudpoBuii MapkeTHHT, 3a paxyHOK BUKOPHUCTAHHS COIIAIBHHX MEPEX, J071aB
MapKETUHTY HACTYITHI XapaKTEPUCTUKHU: JIOSIbHI MOKYIIII CTAlOTh IPOIAraHArCcTaMH TOBapiB,;
MOXJIMBE OJHOYACHE CIIKYBaHHsA 3 OaraTbMa; iHKJIIO3UBHICTH (MOCTYIHICTH 3B’SI3KYy MiXK
HOKYIISIMHA M TIPOJIABIIMH, TIOKYIIISIMH 1 TIOKYIILSIM) TOPU3OHTAIBHICTD (IS TIOKYIIIIB AyMKa
IHIIUX MOKYIIIB Ma€ OiNbllle 3HAUYCHHS HK JyMKa MPOABIIiB), COMIaIbHICTh (COIiaTn3aIlis
NpoLeCy NPUUHSATTS PpIMICHHS PO  KYIIBIK) JOMIHYIOTh HaJl EKCKIIIO3MBHICTIO,
BEPTHUKAIBHICTIO, IHAUBIAYATbHICTIO.

Hudposi TexHoONOTIT MO3UTUBHO BIUIMHYJM 1 Ha BieopekyiaMy. Bineo crano HaiOLIbII
HIBUAKO3POCTAIOYMM CETMEHTOM B OHJIalH-pekyaMi. [Ipu oMy KpiM MpeposiB i CITUBAIOYUX
POJIMKIB BUKOPUCTOBYIOThCS U 1HII (popmMaTu BCTaBKM OpEeH/I0BAaHOTO ab0 PEKIAMHOIO BiJ€O-
KOHTEHTY Ha pi3HUX MaiJaHunkax. EKCriepTy BBaXKalOTh Take PeKJIaMHE BiJle0 €PEeKTUBHIIIIM,
HIX TpaJMIIiiHI CTaTUYHI OaHEepH.

Muxaiisio Oxnanjaep
Tonoenuii peoakmop scypnany « Mapremune i yughposi mexunonocii»
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NEUROMARKETING RESEARCH TRENDS OVER THE LAST TEN YEARS:
A BIBLIOMETRIC ANALYSIS OF THE SCOPUS DATABASES

The purpose of this study is to investigate and examine the scientific literature on
neuromarketing using bibliometric analysis to investigate the main subjects, authors, sources, most
cited papers, and leading nations in the neuromarketing literature. From 2014 through 2023, articles
indexed in the Scopus database were examined. As a result of the initial search, 780 papers were
collected, of which 103 published articles were chosen as valid for neuromarketing analysis utilizing
the VOSviewer tool to show density, co-occurrence, trends, and data linkage. The findings suggest that
the development of publishing is on the rise between 2014 and 2022. Furthermore, the findings imply
a growing interest in neuromarketing research. The United States came in first, followed by Spain and
the United Kingdom. Sungkyunkwan University in Korea topped the list of the finest institutions for
publishing. Furthermore, the findings revealed that Plassman is the most referenced author in the
Scopus database. The keyword "neuromarketing” has the most outstanding overall association
strength (95) with neuroscience, consumer neuroscience, EEG, consumer behavior, FMRI, marketing,
neuroscience, and psychology. The findings of this study assist researchers in developing a solid
roadmap for delving deeper and defining future research areas in neuromarketing.

Keywords: Neuromarketing, Bibliometric Analysis, Scopus Database, Co-occurrence, Co-
citation.

DOI: 10.15276/mdt.7.3.2023.1

Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Neuromarketing is one of the newest types of modern marketing
and has a significant role in designing Commercial advertisements by knowing the tendencies
and motives of consumers. Researchers and those interested are searching neuromarketing to
learn about the most critical developments in this topic. Where the interest of researchers
recently increased through various studies and linking them to multiple fields. This study

© 2023 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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attempts to determine the trend of neuromarketing research in the Scopus database in recent
years to get acquainted with the development of publishing, the most influential researchers,
journals and research centres, and the countries in which neuromarketing is active.

Nowadays, the dilemma is whether neuromarketing is a sustainable strategy.
Neuromarketing provides more conditions for success compared to classical marketing.
Marketing research effectively analyses the purchase decision, saves organisations money,
maintains the brand's reputation, and understands consumer behavior in various states [1].
Usually, neuroimaging techniques are used before a product is marketed and can increase its
chances of success. On the other hand, traditional marketing needs to be more accurate
concerning the decision-making process [2]. In addition, neuromarketing research confirms
the possibility of identifying the emotions being processed quickly, allowing the identification
of the origin of these feelings [3]. Furthermore, due to its low cost, speed, and volume of
information it can process, neuroimaging can contribute to the success of neuromarketing [4].

Nevertheless, there are numerous criticisms levelled at neuromarketing. For example,
the latter concerns the consumer's subconscious mind and is a source of individual privacy
infringement [5]. Also, people who use neuromarketing question how much people can
choose to avoid buying products being marketed to them, making them easy targets for
campaigns by different organizations[3]. In the same context, neuromarketing-related
developments will exacerbate the issue of consumer autonomy, mainly if the optimization of
efficient neuromarketing is realized[6].Neuromarketing may unethically use consumer data to
identify biological weaknesses and infer thoughts[7]. In addition, for-profit companies using
neuromarketing may manipulate preferences, extrapolate results from small samples, and
disregard individual welfare[8].

Analysis of the latest research and publications, which initiated the solution of
this problem and on which the author relies. Neuromarketing is the use of neuroscience
methods and techniques in marketing. The term "neuromarketing™ was first used in June 2002
by an Atlanta advertising firm, Bright House, to start a business that used Functional
Magnetic Resonance Imaging (FMRI) for marketing research[9]. Neuromarketing aims to
measure, record, and analyze signals related to the brain's physiological response to specific
stimuli in various market contexts[10]. Indeed, it is to comprehend and forecast consumer
behavior in response to a specific stimulus[11]. Neuromarketing employs neural methods to
determine the driving forces behind consumer choices and interactions with specific
advertising. Thus, data can be utilized to develop new advertising campaigns and brand
promotions[12]. Neuromarketing helps to improve customer understanding and the trend
toward creating creative advertisements to enrich the various fields of marketing (Luther&
Hayes,2022). Neuromarketing is being developed with the contribution of several scientific
disciplines, including medicine and psychology [13]. This fusion of science and marketing
aims to explain purchasing decisions and analyze thoughts and desires in an unconscious
state[14].

Scholars have stated the different tools of neuromarketing. For instance, FMRI
(Functional Magnetic Resonance Imaging) measures the rise in oxygenated blood to particular
brain regions in reaction to a specific stimulus. PET, or Positron Emission Tomography,
utilizes radioisotopes to classify molecules in the brain and identify specific neurotransmitters
of interest. Electroencephalography (EEG) is a method of assessing brain function which uses
electrodes. Eye-tracking is a technique for assessing visual attention that can trace a person's
perspective and status of excitement in a stimulus's reaction. GSR Galvanic Skin Response is
a physiological response to any stimulus representing the emotional state. Heart rate and
respiration accurately measure changes in a person's emotional response to stimuli[15]-[20].
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Thus, the advancement of the field of neuromarketing necessitates a significant contribution
to the following scientific fields: technology, neuroscience, and computer science[21].

Neuromarketing is a contemporary approach to achieving marketing goals[22].
Neuromarketing shares have risen because it is expected to be the fastest marketing strategy
and can provide information that has previously eluded traditional marketing[23]. Also, the
use of neuromarketing influences the consumer through the decision-making process. On the
other hand, organizations that use neuromarketing will benefit financially through effective
budget management[3]. Neuromarketing could strengthen the various contents of advertising,
as it provides innovative mechanisms to extract the content of minds[23]. Hence,
neuromarketing is a crucial marketing proposition since it allows organizations to distinguish
between consumer desires, needs, and what they can buy[24]. In other words, neuromarketing
is linked to consumers' minds while being far from their thinking, as it differs entirely from
marketing models [23].

The goal of neuromarketing is to develop sound neuroscientific explanations for the
effect of marketing on customer behavior. Thus, theories and methods from neuroscience are
adapted and incorporated into marketing[25]. The latter allows for data disclosure in
connection with the purchaser's decision-making. Furthermore, one of the benefits of
neuromarketing is information security for marketers. Organizations' failures under
neuromarketing are low due to prior customer and product research, which provides a
competitive advantage[26]. In addition, neuromarketing may be to better understand the
neural correlates of emotion, awareness and cognition on the one hand and decision-making
in advertising campaigns on the other[27].Researchers have summarized the goals
environment of neuromarketing as follows: Integrating neuroscience methods with marketing
theories, collecting consumers' information and their mental orientations, monitoring brain
activity towards any marketing stimulus and customer motivations, and finally, determining
the essential part of the brain that is responsible at the moment of making a consumption
decision[28].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. The bibliometric study is vital for studying the intellectual structure and
publishing trends on a specific topic. It was determined by 103 articles published on the
Scopus database from 2014 to the beginning of 2023. Also, many bibliometric studies were
conducted, especially in neuromarketing. However, this study seeks to analyze bibliometric
neuromarketing in the field of Business, Management and Accounting and any publications
related to this field.

Formulation of the purpose of the article (statement of the problem). This article
aims to know the trend of publishing on the topic of neuromarketing from the years 2014-
2023 in the Scopus database. It attempts to increase the effectiveness of information exchange
between academics and researchers on neuromarketing. Furthermore, to identify the authors,
countries, research institutions, and the most influential journals in neuromarketing. Also, to
predict future research trends in neuromarketing.

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

Methodology.

The bibliometric analysis uses academic publications from a database to study global
research trends[29]. The bibliometric analysis technique review examines knowledge base
trends and structure across disciplines. Thus, it provides robust technical, objective, and
methodological analysis[30], [31]. Scientific or bibliometric mapping shows how disciplines,
fields, specialities, papers, and authors relate. VOSviewer is a mapping tool. VOSviewer can
create co-authorship, co-citation, bibliographic coupling, and co-occurrence maps[32].

R. Mokhtar, T. Ahlam, S. Elhadja, S. Mohammed. Neuromarketing research trends over 9
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e Data analysis process.

This analysis uses bibliographic data from 103 Scopus neuromarketing publications
from 2014 to 2023. Figure 1 shows the stages of a search strategy that sum up the whole

process.

Identification

)

Screening and Eligibility

)

Inclusion

)

A total of 902 documents
were found {n=902).

-)I Related study 780 documents (n = 780)

103 publications included( n = 103)

= =

=

222 documents were deleted
for the following reasons;

The study was limited to
documents published
between 2014 -2023 only

Only the field of business administration and
acoounting was studied with 256 documents,
i.e. 524 documents were excluded

P

Related documents [n=256)

= =

*110 studies were excluded because the study
was limited to published scientific articles only,

*14 articles were excluded because the search
was limited to articles published in English only,

= _=

29 posts were dropped for the following reasons:

Limiting the search to the keywords
Neuromarketing, marketing only

Limiting the search to publications in scientific

= =

132 related documents

Figure 1 — research strategy summary (compiled by the author)

e Results: According to the Scopus database, the number of articles published each year
ranged from five in 2014 and 2016 to eighteen in 2021 and 2022, indicating the ongoing
evolution of the marketing field in general and the neuromarketing field. Figure 2 illustrates
the evolution of research on neuromarketing studies over a decade from 2014 to 2023. Hence,
due to its diversity of disciplines and fields, neuromarketing has become an extensive and
fertile field for publication, enabling researchers to comprehend and predict consumer choices

and behavior[11].
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Figure 2 — Publications trend (2014 to 2023)

1-Top Countries in Neuromarketing: Figure 3 — shows the countries involved in
research activities on neuromarketing from 2014 to 2023. A total of 41 countries worked on
neuromarketing in the world from 2014 to 2023. The top 10 countries were selected to
participate in the publication of the most significant number of articles. Among the most
important of these countries, the United States tops the list with 12 publications. Spain and the
United Kingdom were in second place, with 10 articles each. The third place includes
Australia and Italy with 8 publications each, Malaysia, Turkey and the Netherlands with 6
articles, then Germany and Brazil with five articles.

United States IR 12
Spain  [IEE— 10
United Kingdom I 10
Australia I 8
italy I 8

COUNTRY

Malaysia [N ©

Netherlands I ©

Turkey [N ©
Brazil . S
Germany NN 5

Articles

Figure 3 — Publications by Country (2014 to 2023)
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Also, Figure 4 shows that publications related to Business, Management and
Accounting topped the chart with the highest percentage, amounting to 53.9%, and
publications related to Economics, Econometrics and Finance came in second place,
amounting to 14.7%. On the other hand, the publications of other majors were in descending
order, with the percentage of publications in Social Sciences at 6.8%, followed by Psychology
publications at 4.2%, Computer Science publications at 3.7%, Arts and Humanities and
Engineering publications at 2.6%, and Decision Sciences publications at 2.6%. 2.1%, the
publications of Agricultural, Biological Sciences and Mathematics by 1.6%. Finally, others by
6.3%. It is worth noting that these statistics were extracted between 2014 and 2023, and it is
noted that the field of Business, Management and Accounting is of great importance
compared to other fields due to its connection to neuromarketing. Such topics represent an
essential cornerstone for making strategic decisions in Business organizations.

Other (6.3%)

Mathematics (1.6%)
Agricultural an... (1.696) s
Decision Scienc... (2.1%) .

Engineering (2.6%) ~ -
Arts and Humani... (2.6%) A
Computer Scienc... (3.7%) /&
Psychology (4.2%) 7

Social Sciences... (6.8%) /

Economics, Econ... (14.7%)

" Business, Manag... (53.9%)

Figure 4 — Publications by subject area (2014 to 2023)

Moreover, Figure5 depicts the top 10 research institutions in terms of publication on
neuromarketing in business administration, with the Korean Sungkyunkwan University at the
top of the list with 5 research papers published, followed by the other research institutions
depicted in Figure5.For instance, institutions are mainly ranked by the quality of their
researchers' articles.

Sungkyunkwan University I 5
Georg-August-Universitat Gottingen IS 4

Universidade de Sdo Paulo [N 3

Curtin University I 3

Universiti Teknologi Malaysia Kuala Lumpur NN 3
Universitat de Valencia [N 2
Middle East Technical University METU NN 2
Tokai University I 2
Luiss University I 2
Universidad de Cadiz IS 2

HasBaHue ocu

Articles

Figure 5 — Publications by affiliation (2014 to 2023)
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e Co-authorship analysis: Co-authorship analysis by the VoSviewer at the level of
country/region and author will be carried out to characterise the collaboration relationship for
publications on neuromarketing.

1-Organizations: The degree of organisational collaboration is depicted in Figure 6 on
a network visualisation map. 90 out of the 235 organisations met the requirement. One article
with at least 10 citations identified the organisation with the fewest articles overall. The
findings reveal that the cooperating organisations were all represented in a single, five-
element red cluster.

memac ogilvy,@lbai, united ar ]
griffith univegity, australia

american univggsity of central

s p jain neuroggience lab, aus

5;%5 VOSviewer s p jain school(gf global mana
Figure 6 — Co-authorship network visualization map for organizations

2-countries/regions: Figure 7 — contains countries/regions with collaboration on a
network visualization map. The lowest number of articles for a country/region was identified
in two articles. Of the 42 countries/regions, 25 countries/regions met the threshold. The
results show that the cooperating countries/regions were classified into 05 clusters: Cluster 1
(in red) contains four countries (Japan, Lithuania, Malaysia, and Pakistan). Cluster 2 (in
green) contains four countries (Croatia, India, Saudi Arabia and the United Kingdom). Cluster
3 (in blue) contains three countries (Australia, South Korea, and the United Arab Emirates).
Cluster 4 contains four elements (in yellow) (France, the Netherlands, and the United States),
and Cluster 5 (in purple) contains three elements (China, Italy, and Spain).
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Figure 7 — Co-authorship network visualization map for countries/regions

A minimum of two articles per author and a minimum number of citations were set.
The results showed 38 authors, as shown in the table, and the collaborating authors were
classified into 37 clusters: Cluster 1 contained 2 authors (Chen t and Jai T.M.C). In contrast,
the other clusters each cluster included only one author. Thus, individual research is widely
used and no connections between authors who have done work on neuromarketing, as shown
in Figure 8 and Table 1 by correlation strength. In the same context, the authors' collaboration
map indicates the strength of the authors' collaboration, where the lines' thickness represents
the collaboration level. The circle's size indicates a large number of articles. At the same time,
the colours indicate the cooperation cluster [33].

3- authors.

Table 1 — Presents the results concerning authors on the topic of neuromarketing.
Authors parameters

Author Documents | Citations | Total Link
Strength

Al-Kwifi S.0. 1 19 0
Alonso Dos Santos M.; Calabuig Moreno F. 1 27 0
Alvino L.; Van Der Lubbe R.; Joosten R.A.M.; 1 15 0
Constantinides E.
Baldo D.; Parikh H.; Piu Y.; Miller K.-M. 1 31 0
Bastiaansen M.; Straatman S.; Driessen E.; Mitas O.; 1 59 0
Stekelenburg J.; Wang L.
Boksem M.A.S.; 1 182 0
Smidts A.
Booth D.A.; Freeman R.P.J. 1 11 0
Boz H.; Arslan A.; Koc E. 1 44 0
Cruz C.M.L.; De Medeiros J.F.; Hermes L.C.R.; Marcon 1 15 0
A.; Marcon E.
Daugherty T.; Hoffman E.; Kennedy K.; Nolan M. 1 27 0
Gountas J.; Gountas S.; Ciorciari J.; Sharma P. 1 22 0
Hakim A.; Klorfeld S.; Sela T.; Friedman D.; Shabat- 1 14 0

Simon M.; Levy D.J.
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Hamelin N.; Moujahid O.E.; Thaichon P. 1 66 0
Hamelin N.; Thaichon P.; Abraham C.; Driver N.; 1 19 0
Lipscombe J.; Naik M.; Pillai J.

Horska E.; Ber¢ik J. 1 17 0
Hsu L.; Chen Y.-J. 2 37 0
Hsu M. 1 55 0
ChenT.; Cai W. 1 14 1
Jai T.-M.C.; Fang D.; Bao F.S.; James R.N. 1 14 1
Koc E.; Boz H. 1 30 0
Kili¢ F.; Yolbulan Okan E. 1 10 0
Lee E.-J. 1 42 0
Lee E.-J.; Kwon G.; Shin H.J.; Yang S.; Lee S.; Suh M. 1 32 0
Lee N.; Chamberlain L.; Brandes L. 1 51 0
Lim W.M. 1 101 0
Meyerding S.G.H.; Mehlhose C.M. 1 38 0
Michael I.; Ramsoy T.; Stephens M.; Kotsi F. 1 24 0
Nemorin S. 1 20 0
Peyravi B.; Nekrosiené J.; Lobanova L. 1 12 0
Pileliene L.; Grigaliunaite V. 1 26 0
Spence C. 1 45 0
Stanton S.J.; Sinnott-Armstrong W.; Huettel S.A. 1 81 0
Sung B.; Wilson N.J.; Yun J.H.; Lee E.J. 1 17 0
Touchette B.; Lee S.-E. 1 35 0
Ulman Y.l.; Cakar T.; Yildiz G. 1 41 0
Van Der Rest J.-P.1.; Sears A.M.; Miao L.; Wang L. 1 13 0
Yang D.-J. 1 10 0
Cakir M.P.; Cakar T.; Girisken Y.; Yurdakul D. 1 35 0

lee e.-j.; kwon g.; shin h.j.;

yang d.-j.

baldo d.; parikh h.; piuy.; m

lee n.; chamberlain I.; brande

bastiaansen m.; straatman s.;

cruz c.m.l.; de medeiros j.f.;
hsu Lichen y.-j.
ulman y.i.; cakar t.; yildiz g
horska e.; ber¢ik j.
boz h.; arslan a.; koc e.

spence c.

alonso dos saftps m.; calabuig

pileliene |.; grigaliunaite v. al-k@l s.0. iii; cher®; cai w.

jai t-m.c.; fgijg d.; bao f.s.

gountas j.; gountas s.; ciorci

. ino |.; lubber.; j
&VOSvsewer alvino |; van der lubbe r.; j

hsum.

boksem mia.s.; smidts a.

booth d.a.;feeman r.p.j.
hamelin n.; moujahid o.e.; tha

Figure 8 — Co-authorship network visualization map for authors
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e Co-occurrence (Author Keywords): Frequency analysis was performed for the authors'
keywords, and a minimum number of keyword impressions was set equal to 5. The analysis
resulted in 14 keywords out of a total of 320. Table 2 shows keywords based on their overall
link strength. The total association strength was 146. In addition, according to Figure 9, the
keyword "neuromarketing” ranked higher in terms of total association strength 95 and is the
most frequent occurrence 99, and with neuroscience, consumer neuroscience, and EEG, with
association strength 27, 22, and 20, respectively. In addition, "neuromarketing" has significant
links with consumer behavior, fMRI, marketing, neuroscience, and psychology correlated 17,
16, 15, 27, and 9, respectively. Simultaneously, the word neuromarketing with attention,
decision-making, neuroeconomics, and eye tracking had correlation strengths of 10,14,11,9,
respectively.

Table 2 — Represent result of top 14 keywords co-occurring in articles published o of the
neuromarketing (rank based on total link strength).

Keyword Links Occurrences Total Link Strength
Advertising 5 6 13
Attention 7 5 11
Consumer Behavior 6 9 17
Consumer Neuroscience 8 12 22
Decision-Making 7 7 14
EEG 6 12 20
Electroencephalography 6 6 14
Eye Tracking 6 5 10
FMRI 7 6 16
Marketing 6 10 15
Neuroeconomics 5 5 9
Neuromarketing 13 99 95
Neuroscience 9 13 27
Psychology 5 5 9

atteﬂ'tién psyCilogy,
" eye tracking ;
\ / A dpcisioMuiaking marketing
advettising & } / >
\ I Sig .
~neur rketing frori

_~—consumer nguroscience
&

neuro§;ience consumegbehavior

g?b VOSviewer eeg

Figure 9 — Co-occurrence network map of keywords from articles published (2014-2023).
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e Co-citation of cited authors: FigurelO indicates only 22 authors out of 10271. For
author citations, the lowest number of author citations was set to 33. Out of 10271 authors, 22
authors fulfilled the threshold. By total association strength is Plassman. He is the most cited
author in the Scopus database, followed by Lee and Kenning.
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Figure 10 — Co-citation of cited authors.

e Co-cited references: Regarding the co-citation of cited references, 6 out of 5837
references met the minimum of 20 citations for the quoted reference. Therefore, Table 3 only
contains 20 references. The results indicate that Plassmann H. et al. (2015) is the most
frequently cited reference, with 67 citations and 18 total link strength. In other words,
Plassmann H. et al. (2015) have the best aggregate co-citation association strength. Table 3 is
illustrated the results of co-cited references.

Table 3 — Co-cited references

Author(S) Title C** T

**k

Agarwal S., Dutta T., Neuromarketing And Consumer Neuroscience: Current 6 21

(2015) Understanding And The Way Forward,

Ariely D., Berns G.S., | Neuromarketing: The Hope And Hype Of Neuroimaging 15 50

(2010) In Business,

Camerer C., Neuroeconomics: How Neuroscience Can Inform 6 30

Loewenstein G., Prelec | Economics

D., (2005)

Harris J.M., Ciorciari Consumer Neuroscience For Marketing Researchers, 6 20

J., Gountas J., (2018) Journal Of Consumer Behaviour
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Hubert M.,(2010) Does Neuroeconomics Give New Impetus To Economic 6 21
And Consumer Research? (2010)

Hubert M., Kenning P., | A Current Overview Of Consumer Neuroscience 10 38

(2008)

Khushaba R.N., Wise | Consumer Neuroscience: Assessing The Brain Response 7 15

C., Kodagoda S., To Marketing Stimuli Using Electroencephalogram (Eeg)

Louviere J., Kahn B.E., | And Eye Tracking

Townsend C.,

(2013)

Knutson B., Rick S., Neural Predictors Of Purchases 12 39

Wimmer G.E., Prelec

D., Loewenstein G.,

(2007)

Lee N., Broderick A.J., | What Is ‘Neuromarketing’? A Discussion And Agenda 9 35

Chamberlain L. (2007) | For Future Research

Lee N., Chamberlain Welcome To The Jungle! The Neuromarketing Literature 6 36

L., Brandes L., (2018) | Through The Eyes Of A Newcomer

Mcclure S.M., Li J., Neural Correlates Of Behavioral Preference For 13 40

Tomlin D., Cypert Culturally Familiar Drinks

K.S., Montague L.M.,

Montague P.R., (2004)

Morin C., (2011) Neuromarketing: The New Science Of Consumer 10 29
Behavior

Ohme R., Reykowska | Application Of Frontal Eeg Asymmetry To Advertising 9 31

D., Wiener D., Research

Choromanska A(2010)

Plassmann H., Marketing Actions Can Modulate Neural Representations 7 33

O'doherty J., Shiv B., Of Experienced Pleasantness

Rangel A., (2008)

Plassmann H., Ramsoy | Branding The Brain: A Critical Review And Outlook 10 46

T.Z., Milosavljevic M.,

(2012)

Plassmann H., Consumer Neuroscience: Applications, Challenges, And 18 67

Venkatraman V., Possible Solutions

Huettel S., Yoon C.,

(2015)

Solnais C., Andreu- The Contribution Of Neuroscience To Consumer 7 33

Perez J., Sanchez- Research: A Conceptual Framework And Empirical

Fernandez J., Andreu- | Review

Abela J., (2013)

Stanton S.J., Sinnott- Neuromarketing: Ethical Implications Of Its Use And 6 28

Armstrong W., Huettel | Potential Misuse

S.A., (2017)

Venkatraman V., Advertising Success Beyond Traditional Measures: New 7 36

Dimoka A., Pavlou Insights From Neurophysiological Methods And Market

P.A., Vo K., Hampton | Response Modeling

W., Bollinger B.,

Winer R.S., (2015)

Zurawicki L., (2010) Neuromarketing: Exploring The Brain Of The Consumer 6 12
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e Bibliographic coupling analysis: When two documents tend to cite one or more of the
same sources, Kessler (1963) describes them as a "bibliographic couple”[34] . In addition, the
bibliographic coupling science mapping method is predicated on the notion that two
bibliographic records should have identical references[35]. Out of 74 sources, Figure 11
displays those 16 journals met the criteria. The source required a minimum of one document.
The Journal of Business Research, the Asia Pacific Journal of Marketing and Logistics, the
European Journal of Marketing, the International Journal of Market Research, and the Journal
of Psychology and Marketing have the highest total link strengths, as shown in Table 4.
Moreover, Psychology and Marketing is the most recent neuromarketing journal published in
2022. (Figure 11). The Journal of Consumer Marketing, the eldest publication, was published
in 2015. Also, Figure 12. shows the bibliographic coupling of countries is clustered, and 12
met the threshold out of 42 countries. The minimum number of documents for a country was
5. The yellow colour represents a recent interest in neuromarketing. In contrast, the blue
indicates that the country's interest in neuromarketing is previous. The curve length indicates
the total strength of the connection between countries. These include Australia, Brazil,
Germany, India, Italy, Netherlands, Malaysia, South Korea, Spain, Turkey, and the United
States.

european jourpal of marketing

-
international §eurnal of techn

internati®nal journal of marke
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Figure 11 — Bibliographic coupling of sources
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Figure 12 — Bibliographic coupling of countries
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Table 4 — Bibliographic coupling of sources

Source Documents | Citations Total Link Strength
Asia Pacific Journal Of Marketing And 6 44 133
Logistics
Australasian Marketing Journal 2 24 44
European Journal Of Marketing 3 113 84
Ibima Business Review 2 1 1
Indian Journal Of Marketing 2 5 11
ernational Business Management 2 2 0
International Journal Of Market Research 2 8 62
International Journal Of Technology 2 6 14
Marketing
Journal Of Advanced Manufacturing 3 12 25
Technology
Journal Of Business Ethics 2 113 22
Journal Of Business Research 6 210 154
Journal Of Consumer Marketing 2 37 12
Journal Of Neuroscience, Psychology, And 3 9 7
Economics
Journal Of Retailing And Consumer Services 4 94 8
Psychology And Marketing 2 7 45
Social Marketing Quarterly 2 11 6

Conclusions from this research and prospects for further developments in this
area. Neuromarketing (NM) is a fertile and relatively recent field that combines neuroscience,
marketing and psychology through research on the motives behind consumer preferences and
brain stimuli towards products and interactions with them. These signals are analysed for
predicting consumer choices and used in advertising campaigns and brand promotion. The
most popular neuromarketing tools are Functional Magnetic Resonance Imaging FMRI,
Electroencephalography EEG, Positron Emission Tomography PET, eye tracking, Galvanic
Skin Response (GSR), heart rate, and respiration. The present review paper focused on NM
studies in action research from 2014 to 2023 by searching the Scopus database. 103 articles
were drawn from the Scopus database. Thus, the data were analysed descriptively using
bibliometric analysis to understand research trends based on the VOSviewe program. It was
noted that NM research increased exponentially between 2014 and 2022.

The outputs show that Publications on Business, Management, and Accounting
dominated the chart with the highest percentage, totalling 53.9%, while publications on
Economics, Econometrics, and Finance came in second, totalling 14.9%. Due to its
connection to neuromarketing, the field of Business, Management, and Accounting has been
determined to be more significant than other disciplines. In addition, the results suggest a
developing interest in neuromarketing research. First place went to the United States, Spain,
and the United Kingdom. Korea's Sungkyunkwan University led the list of the finest
publishing institutions. Furthermore, the results demonstrated that Plassman is the most cited
author in the Scopus database. Neuroscience, consumer neuroscience, EEG, consumer
behavior, FMRI, marketing, neuroscience, and psychology are the terms with which
"neuromarketing” has the strongest overall association strength (95). In the future, conducting
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a bibliometric analysis on the ethics of neuromarketing is necessary, especially since there is
significant controversy among researchers on this subject.

1. R. Gill and J. Singh, “A study of neuromarketing techniques for proposing cost effective
information driven framework for decision making,” Mater. Today Proc., vol. 49, pp. 2969—2981,
2020, doi: 10.1016/j.matpr.2020.08.730.

2. H. Mohsen and E. M. Mostafa, “The Relationship between the Applicability of Neuromarketing and
Competitiveness: An Applied Study on Real-Estate Marketing Companies in Egypt,” Open J. Bus.
Manag., vol. 08, no. 05, pp. 20062028, 2020, doi: 10.4236/0jbm.2020.85123.

3. V. C. R. Fortunato, J. D. M. E. Giraldi, and J. H. C. De Oliveira, “A Review of Studies on
Neuromarketing: Practical Results, Techniques, Contributions and Limitations,” J. Manag. Res., vol.
6, no. 2, p. 201, 2014, doi: 10.5296/jmr.v6i2.5446.

4. W. Kottier, “The added value of neuromarketing tools in the area of marketing research,” 4th IBA
Bachelor Thesis Conf. Novemb. 6th, 2014, Enschede, Netherlands, pp. 1-12, 2014.

5. C. Cossio-Silva, F. J., & Mercado-Idoeta, “Neuromarketing as a Subject of Legitimacy,” pp. 105—
119, 2018, doi: 10.1007/978-3-319-75990-6.

6. L. Boji¢, L. Tucakovi¢, and N. Nikoli¢, “Neuromarketing unmasked: A review of current state in
the field,” Ekon. Preduz., vol. 69, no. 7-8, pp. 403-413, 2021, doi: 10.5937/ekopre2108403b.

7. M. Nadanyiova, “Neuromarketing - An opportunity or a threat?,” Commun. - Sci. Lett. Univ. Zilina,
vol. 19, no. 4, pp. 90-94, 2017, doi: 10.26552/com.C.2017.4.90-94.

8. T. Nyoni and W. G. Bonga, “Neuromarketing Methodologies: More Brain Scans or Brain Scams?,”
J. Econ. Financ., vol. 2, no. 3, pp. 30-38, 2017, [Online]. URL:
https://ssrn.com/abstract=2945380www.dynamicresearchjournals.orgwww.dynamicresearchjournals.o
rg

9. C. E. Fisher, L. Chin, and R. Klitzman, “Defining neuromarketing: Practices and professional
challenges,” Harv. Rev. Psychiatry, vol. 18, no. 4, pp. 230-237, 2010, doi:
10.3109/10673229.2010.496623.

10. A. Al-Nafjan, “Feature selection of EEG signals in neuromarketing,” Peer] Comput. Sci., vol. 8,
2022, doi: 10.7717/peerj-cs.944.

11. L. Cardoso, M. M. Chen, A. Araujo, G. G. F. de Almeida, F. Dias, and L. Moutinho, “Accessing
Neuromarketing Scientific Performance: Research Gaps and Emerging Topics,” Behav. Sci. (Basel).,
vol. 12, no. 2, 2022, doi: 10.3390/bs12020055.

12. Z. Zhu, Y. Jin, Y. Su, K. Jia, C. L. Lin, and X. Liu, “Bibliometric-Based Evaluation of the
Neuromarketing Research Trend: 2010-2021,” Front. Psychol., vol. 13, no. August, pp. 1-12, 2022,
doi: 10.3389/fpsyg.2022.872468.

13. 1. L. D. S. Jordao, M. T. De Souza, J. H. C. De Oliveira, and J. D. M. E. Giraldi, “Neuromarketing
applied to consumer behaviour: an integrative literature review between 2010 and 2015,” Int. J. Bus.
Forecast. Mark. Intell., vol. 3, no. 3, p. 270, 2017, doi: 10.1504/ijbfmi.2017.085371.

14. N. Lee, A. J. Broderick, and L. Chamberlain, “What is ‘neuromarketing’? A discussion and agenda
for future research,” Int. J. Psychophysiol., vol. 63, no. 2, pp. 199-204, 2007, doi:
10.1016/j.ijpsycho.2006.03.007.

15. I. H. Sourov et al., “EEG-Based Preference Classification for Neuromarketing Application,” vol.
2023, 2023.

16. E. Kolar, “Neuromarketing and Marketing Management : Contributions of Neuroscience for the
traditional Marketing Mix,” Univerisaty of Twente. pp. 1-16, 2014.

17. J. Sanchez-fernandez, “Advances in neuroscience and marketing : analyzing tool possibilities and
research opportunities,” vol. 26, no. 1, pp. 3-22, 2022, doi: 10.1108/SJIME-10-2021-0196.

18. M. E. Mondejar et al., “Digitalization to achieve sustainable development goals: Steps towards a
Smart Green Planet,” Sci. Total Environ., vol. 794, no. June, 2021, doi:
10.1016/j.scitotenv.2021.148539.

19. P. Malarvizhi and T. R. S. Kumar, “Neuromarketing — The Potential Tool for Sales of Aesthetic
Lasers,” no. 2, pp. 1510-1513, 2019, doi: 10.35940/ijrte.B1092.0882S819.

R. Mokhtar, T. Ahlam, S. Elhadja, S. Mohammed. Neuromarketing research trends over 21
the last ten years: a bibliometric analysis of the Scopus databases



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

20. Z. Birknerova, D. Misko, I. Ondrijova, and B. N. Cigarska, “Analysis of Consumer Awareness of
Neuromarketing,” TEM J., vol. 11, no. 2, pp. 870-875, 2022, doi: 10.18421/TEM112-47.

21. M. Diana, “Munich Personal RePEc Archive Quantitative versus qualitative in neuromarketing
research Quantitative v e r s u s Qualitative in Neuromarketing Research,” no. 44134, pp. 0-12, 2013.
22. N. R. Olivar Urbina, “El neuromarketing: fundamentos, técnicas, ventajas y limitaciones,” RAN.
Rev. Acad. y Negocios, vol. 9, no. 1, pp. 13-28, 2023, doi: 10.29393/ran9-2nfn0o10002.

23. C. Morin, “Neuromarketing: The New Science of Consumer Behavior,” Society, vol. 48, no. 2, pp.
131-135, 2011, doi: 10.1007/s12115-010-9408-1.

24. J. Brenninkmeijer, T. Schneider, and S. Woolgar, “Witness and Silence in Neuromarketing:
Managing the Gap between Science and Its Application,” Sci. Technol. Hum. Values, vol. 45, no. 1,
pp. 6286, 2020, doi: 10.1177/0162243919829222.

25. P. Duque-hurtado, V. Samboni-rodriguez, M. Castro-garcia, L. A. Montoya-restrepo, and I. A.
Montoya-restrepo, “Neuromarketing : Its current status and research perspectives,” vol. 36, no. 157,
pp. 525-539, 2020.

26. A. Ismajli, B. Ziberi, and A. Metushi, “THE IMPACT OF NEUROMARKETING ON
CONSUMER BEHAVIOUR,” vol. 6, no. 2, pp. 95-103, 2022, doi: 10.22495/cgobrv6i2p9.

27. A. H. Alsharif et al., “Cogent Business & Management Neuromarketing research in the last five
years : a bibliometric analysis MARKETING | REVIEW ARTICLE Neuromarketing research in the
last five years: a bibliometric analysis,” Cogent Bus. Manag., vol. 8, no. 1, 2021, doi:
10.1080/23311975.2021.1978620.

28. R. Stefko, A. Tomkova, J. Kovalova, and 1. Ondrijova, “Consumer Purchasing Behaviour and
Neuromarketing in The Context of Gender Differences,” vol. 2021, 2021, doi: 10.5171/2021.321466.
29. A. H. ALSHARIF, N. Z. M. SALLEH, and R. BAHARUN, “Research trends of neuromarketing:
A bibliometric analysis,” J. Theor. Appl. Inf. Technol., vol. 98, no. 15, pp. 2948-2962, 2020.

30. T.-V. Le and B.-V. Tran, “Studies on Startup Success in Southeast Asia: a Bibliometrics Analysis
with Scopus Dataset Between 2001-2020,” Proc. Int. Conf. Emerg. Challenges Bus. Transform. Circ.
Econ. (ICECH 2021), vol. 196, no. Icech, pp. 320-330, 2021, doi: 10.2991/aebmr.k.211119.031.

31. V. Cucino, M. Passarelli, A. Di Minin, and A. Cariola, “Neuroscience approach for management
and entrepreneurship: a bibliometric analysis,” Eur. J. Innov. Manag., vol. 25, no. 6, pp. 295-319,
2021, doi: 10.1108/EJIM-01-2021-0015.

32. M. A. Rojas-Sanchez, P. R. Palos-Sanchez, and J. A. Folgado-Fernandez, Systematic literature
review and bibliometric analysis on virtual reality and education, vol. 28, no. 1. Springer US, 2023.
doi: 10.1007/s10639-022-11167-5.

33. 1. Deveci, “Review of entrepreneurship education literature in educational contexts: Bibliometric
analysis,” Particip. Educ. Res., vol. 9, no. 1, pp. 214-232, 2022, doi: 10.17275/per.22.12.9.1.

34. G. Schiuma, S. Kumar, R. Sureka, and R. Joshi, “Research constituents and authorship patterns in
the Knowledge Management Research and Practice: a bibliometric analysis,” Knowl. Manag. Res.
Pract., vol. 21, no. 1, pp. 129-145, 2023, doi: 10.1080/14778238.2020.1848365.

35. U. Igbal, M. Z. Bin Riaz, J. Barthelemy, P. Perez, and M. B. Idrees, “The last two decades of
computer vision technologies in water resource management: A bibliometric analysis,” Water
Environ. J., no. December 2022, pp. 1-17, 2023, doi: 10.1111/wej.12845.

Moxmap Pabi, npogecop gaxynomemy 6isnecy Yuisepcumemy owcenvhi (Ansxcup, Ansicup).

Axnem Tampi, acnipanmka, Oocnionuys gaxyrememy 0isnecy Yuieepcumemy [owcenvehi
(Anorcup, Anocup).

Envxaoxnca Caioa Benaxmeo, acnipanmxa, docnionuys gaxyiememy 6iznecy Yuieepcumemy
IDicenvpi (Anocup, Anicup).

Moxammeo Caio [xcyan, npogecop gpaxyromemy 6iznecy Yuieepcumemy Howcenvghi (Anorcup,
Anoicup).

Tenoenuyii  docnidicenv HeUpoOMaApKemMunzy HPOMAZOM OCHAHHIX OecaAmu pOKia:
oioniomempuynuii ananiz 6az oanux Scopus.
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Mema nonseae 6 00CniONHCeHHI HAYKOBOI nimepamypu 3 HeupoMapkemuHzy 3a 00noMO20H0
Oibniomempuyno2o ananizy O OOCHIONCEHHS OCHOBHUX meM, asmopis, oOdcepeln, HaudiIb
yumogaHux cmameil i nPosioHux Kpain y nimepamypi 3 uetpomaprxemuney. 3 2014 no 2023 poku
docaioacysanuca cmammi, iHOekco8ani 6 6a3i Oanux Scopus. Y pe3ynbmami nouamko8020 NOULYKY
oyno 3iopano 780 cmameii, 3 axux 103 onybnikogani cmammi Oynu obpaui aK OilicHi 074
HelpOMAPKeMUH208020 AHANIZY 3 GUKOpUCMAHHAM iHcmpymenmy VOSviewer o0na 6i0obpadicenus
WinbHOCMI, CRITbHOCMI, MeHOeHYTl | 36 A3Ky oanux. Ompumani 0aui ceiduame npo me, Wo Po36UMOK
suoasnuyoi cnpasu spocmae migie 2014 i 2022 poxamu. Kpim moeo, pe3yivmamu 03HaA4arOmo
3pocmarouuil iHmepec 00 00Cnioxcensb Helipomapkemuney. llepwe micye satinanu CLIA, 3a Humu
Icnanisn ma Benuxa Bpumanis. Yruisepcumem Sungkyunkwan e Kopei ouonus cnucox Haukpauwux
3axnadie 0ns sudasnu4oi cnpasu. Kpim moeo, pezynemamu nokasanu, wo Plassman € asmopom, axuii
Hatiyacmiwe 32adyemscsa 6 0a3zi Oaumux Scopus. Kiwouoge cnoso «Helipomapkemuney Mae
Hatguoamuiugy 3azanvhy cury acoyiayii (95) i3 Heliponaykor, HeupoHaykoro cnodcusaua, EEI,
nogedinkoio cnodicusaua, FMRI, mapxemunzom, Hetiponaykoio ma ncuxonozier. Pesynomamu yboeo
00CHI0HCEHHA OONOMA2AIOMb OOCHIOHUKAM pO3pOOUMU HAOIUHY OOPONCHIO KApmy OJisl 2AUOu02o
BUBUEHHSL MA BUSHAYEHHS MAUOYMHIX HANPIMKIE 00CII0MHCeHb HePOMAPKEMUHS).

KitrouoBi ciioBa: HeMpOMapKeTHHT, 0i0JiOMETPHUYHUE aHami3, 0a3a JaHUX Scopus, CIIBIOSBA,
CIiBIIUTYBaHHSI.
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3 orsiy Ha Te, 10 €KOHOMIKa YKpaiHM Opl€EHTOBAaHA IEPEBaKHO Ha BUPOOHMIITBA
TPETHOTO 1 YETBEPTOTrO TEXHOJIOTIYHMX YKJIaliB, SIKI B CY4acCHHX YyMOBax (3aBEpILICHHS
m’saToro 1 (opMyBaHHS OCHOB IIIOCTOTO TEXHOJIOTIYHMX YKJIAMiB) BTPAaTHJIH CBOIO
aKTyaJbHICTh, IPAKTUYHO O€3aJIbTEPHATHBHUM € MEPEXiJ Ha IUISIX IHHOBALIHHOTO PO3BUTKY.
[Ipu BHOOpPI HOro TpaekTOpid CiiJi BpaxOBYBaTH CBITOBI TEHICHIII PO3BHUTKY 3aKJaJieHi
YETBEPTOIO MPOMHUCIOBOIO peBooliiero (IP4.0), TexHOoIOTIi SKOT CIPUYUHSIOTh PaTUKaIbHI
TpaHchopmarllii IpakKTUIHO B YCIX cdepax JOACHKOI AISUIBHOCTI, 1HINIIOIOTH (GopMyBaHHS
U(PPOBOi EKOHOMIKH.

[ToBoeHHe BigHOBICHHS YKpaiHM B pycll KOHIEMIIl 1HHOBAaIIMHOTO PO3BUTKY
notpedyBaTuMe BeIMUE3HUX 00CATIB (PiHAHCOBUX pecypciB, sIKI MOXKHA OTPHUMATH Y BUIJISI
BUIUIAT 10 permapamisM, JIOIMOMOTH 1 KpPEIUTIB MDKHApOAHUX OpraHi3allii, 1HO3eMHHUX
iHBecTuwii Tomo. OnHuM 3 (akTopiB, SKI COPHUAIOTH 3ay4eHHIO (PIHAHCOBHX DPECYpCiB B
€KOHOMIKY KpaiHW, a TaKOX ITJBHIIYIOTh ITAHCH Ha YCIiX i OI3HECOBHX CTPYKTYp Ha
30BHIIIHIX PUHKAaX € MDKHApOAHUN IMIDK KpaiHn. MDKHapOIHUH IMIK y3arajibHIOE
CTaBJICHHA [JI0 Hel EeKOHOMIYHMX KOHTPAareHTIB 1 KOHTAaKTHUX ayAuTopiil (CBITOBOI
IrPOMAJCHKOCTI y 1IoMy), ¢opMmye B iX cBimomocti oOpa3 kpainu. [lo3uTuBHHI IMITK €
nepeayMoBor (OpMyBaHHS HalllOHAJIBHOrO OpeHJy KpaiHu. BiH, B cBoro uepry, crpuse
(GOopMyBaHHIO JIOSUIBHOCTI CIOXHBA4iB Ta IHIIUX CyO’€KTIB PHHKY, 3a0e3leuye BUCOKY
e(eKTUBHICTh BIUIMBY MapKETHHTOBUX 3aXOJliB HA IUIbOBI ayAUTOPIl 1 MEHIIY YyTIUBICTh JI0
MapKETHHTOBUX 3aXO0JIiB KOHKYPEHTIB, BUKIIMKAE OUIBIIY JOBIpY Yy CyO’ €KTIB PUHKY TOIIO.
BinmoBigHo, akTyani3yeTbcsi MpoOiemMa YAOCKOHAJIEHHsS YIpaBiiHHS  (OPMYyBaHHIM
MDKHAPOJHOTO IMIDKY JCepKaBU B KOHTCKCTI MiJABHUINCHHS IHBECTUIIHHOI MPUBaOIMBOCTI
HAI[IOHANIbHOT E€KOHOMIKM, TIOCHJIEHHS KOHKYPEHTHUX IiepeBar ii raiy3ed, OKpeMux
HiANPHEMCTB 1 yCTAaHOB Ha MDKHApPOJHHUX puHKaX. OcoOIMBO TOCTPO 3a3HavyeHa mpodiemMa
nocrae s YKpaiHy, 0 Mae 30BHIIIHBO OPI€HTOBaHY €KOHOMIKY. [i po3B’s3aHHs J103BOIMTH
aKTUBI3yBaTH MPOIECH TTOBOEHHOTO BiJHOBJCHHS 1 IHHOBAIIMHOTO PO3BHUTKY HAIllOHAJIBHOI
€KOHOMIKH, 3pOCTaHHs T00pOOYTY 1 SIKOCTI KUTTS HAPOLLY.

AHaJi3 ocTaHHiX gocailzkeHb 1 myOaikaniii, B SIKUX NOKJIAJeHMI I0YaTOK
BHUPILIEHHIO 1aHOi MPo0/eMH i Ha fAKi cnupaerbest aBTop. CtaH Ta mpobiaemMu GopMyBaHHS
MIDKHApPOJHOTO MKy YKpaiHu pO3KpUTO B po0OoTi [1]. BusHaueHO OCHOBHI JeCTPYKTHUBHI
(dakTOpH BIUIMBY, 3allPONOHOBAHO PEKOMEHJAIIl 00 YJOCKOHAJIEHHS I1HCTPYMEHTIB 1
MeTO/I1B (hOpPMYBaHHS MO3UTUBHOTO MI>KHAPOJHOTO IMIJIKY KpaiHU.

B po0ori [9] okpecneno ocHOBHI GakTopH (OpMYyBaHHS MO3UTUBHOTO MIXKHAPOIHOTO
IMIJDKY YKpaiHd. 3a3HayeHO BaXKJIMBICTh MDKHAPOJIHOTO IMIJKY YKpaiHM Ui 3aXHCTy ii
HalllOHAIBHUX 1HTEpeciB Ha MDKHApOJHIM apeHi, eBpomnelchKoi iHTerpamii KpaiHu,
3a0e3MeueHHs] BUCOKOi IHBECTULINHOI NPUBAOJIMBOCTI Ta KOHKYPEHTOCHPOMOKHOCTI Ha
MDKHapOJAHMX PUHKaX, MPOCYBAHHS YKPATHCHKOI KYJIBTYpH B CBITI.

B poGoti [3] BuAIIEHO METOMOJOTIYHI HANpsSAMH MDKHAPOJHOTO JIEPKABHOTO
IMIJDKMEHKIHTY, po3po0jeHa HOro CTpykTypa B sKill HO€IHAHO MapKETHHIOBI CTpaTerii.
®opMyBaHHS YHIKaJIbHUX IMIJDKEBUX XapaKTEPUCTHK JEprKaBH 3aIIPOIIOHOBAHO IMPOBOJUTH 32
TpbOMa HampsMaMH: T'€OMOJTITHYHUM, MAapKETUHIOBUM, OpeHAMHTOBUM. JlOCHiIKEHO BIUIUB
JUIUIOMAaTHYHUX TEXHOJIOTiH Ha (opMyBaHHS MDKHAPOIHOTO IMIJDKY JIE€pXkKaBH, CEpel SKUX
BUJIUICHO CTPATETiI0 M’SIKO1 CHIIH (SIK HaWOUIBII JII€BY B CYYaCHUX YMOBAaX), II0 TPYHTYEThCS
Ha yOiYHIN UTIIOMATI].

B po6ori [10] Ha ocHOBI aHaNi3y iICHYIOUMX HiAXOIB 10 (OPMYBaHHS MIKHAPOIHOTO
IMIJDKY KpaiHU TIOKa3aHo, IO B CY4aCHUX YMOBax Ha mporiec GopMyBaHHS OLIBIIOI MIpOIO
BIUIMBAIOTh 30BHIIIHI ()aKTOPH, OKPECIEHO iX KOJIO. 3a3HAueHO 3pOCTaHHs poiii 3aco0iB

C. Innsuenxo, FO. unynina, H. Innawenxo. Bnaus midcnapoonoeo imiodcy Yxpainu na 25
nepcnekmusu ii N0BOEHHO20 IHHOBAYIUHO20 PO3BUMKY
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MacoBoi iHdopmarii y ¢GopMyBaHHI MIKHAPOAHOTO IMI/DKY KpaiHH, Y IIbOMY KOHTEKCTI
OKpECJICHO BaXJIMBY pOJb JAepkaBHOI i1H(QopmauiiHoi momituku. CTBEpIKYETHCS, IO
dbopMyBaHHS MIKHAPOAHOTO IMIJKY MOBHHHO OyTH OAHIEID 3 TMPIOPUTETHUX CKJIAAOBUX
CTpaTerii pO3BUTKY JACP>KaBH.

HocnipkenHio Bukopuctanns 3MI i popMyBaHHS IMIZKY CBOIX KpaiH 3a KOPAOHOM
(3okpema B Tainmanni) mpucssidena podora [14]. Ha npuknaai aHamizy HissIbHOCTI (METOIaMU
KOHTEHT-aHaJIi3y Ta TJIMOMHHHMX IHTEPB’I0) TPhOX OCHOBHHMX 1HO3EMHHUX Meia-areHTCTB
(T'omoc Amepuxu, BBC News i Mixknaponne panio Kurato) nmokasano, mo i iHpopmamniiHi
areHTCTBAa HIBEJIOBAIM HETaTUBHI CIHPUMHATTS Ta MOJINIIUTH IO3UTUBHI, a TaKOX
chopMyBaIH MTO3UTUBHI IMIJ[KI CBOIX KpaiH.

ExoHOMIYHA IIHHICTE MIKHAPOTHOTO IMIDKY KpaiHM 3 TO3HWIIA EKCIOPTHUX IIiH
nocmimkeHa B poOoti [26]. IlokazaHo, 1m0 BHUCOKHI IO3UTUBHUN IMIDK KpaiHH J1a€e
MOYJIMBICTh 11 TOBApOBUPOOHMKaM IpOAABATH MPOAYKLII0 HAa MDKHApOJHUX pPHUHKax IO
BUCOKMM IiHaM. Hwu3pkWii iMip)K HETaTUBHO BIUIMBAE HA EKCIOPTHI I[iIHU, BOHHU
3MeHIyI0Tbcad. OOIPYHTOBAHO, 10 YMM HMKYMH pPIBEHb €KOHOMIYHOI'O PO3BUTKY KpaiHU
eKCIopTepa, TUM OUTBIINIA BIUTHB MIXXHAPOTHOTO iMIKY KpaiHH Ha €KCIIOPTHI IiHH.

VY poboti [22] pO3KPUTO CYTHICTH OPHUTIHATBHOTO METOOJIOTIYHOTO MiJXOLy [0
OIIIHIOBAaHHSI MIXKHAPOJHOTO IMI/PKY Kpainu. BxmameHo pe3ynapTaT ampodarrii po3poOok Ha
npukiai ouinky imimky [liBnennoi Kopei.

Amnaniz edeKTHBHOCTI MeEXaHI3MIB JEpKABHOTO YIPABIiHHSA IMIIDKOM YKpaiHu
BUKOHaHO y poOoTi [13]. ABTOp mpocyBae AyMKY, IIOJO HEOOXiTHOCTI Ha AOAATOK N0
30BHIMIHIX (aKTOPIB BIUIMBY Ha IMi/DK JIepKaBH aKTUBI3YBaTH 3aX0{ BHYTPIIIHHOTO BILIUBY.
30kpeMa, BIH NpoToHye pexkoMeHAalii 1040 BHECEHHS 3MiH B CTPYKTYPY OpraHiB
JIepKaBHOTO YIPABJIIHHS 1 BUAUICHHS CHEIIabHUX CTPYKTYP YIPABIIHHS 1MiJHKOM.

[Ipobnematuka QGopMmyBaHHS IMIIKY YKpaiHM B YMOBAax IOIIMPEHHS TEXHOJOTIH
IP4.0 nocnimxena y po6ori [11]. 3a3HaueHo akTyanbHICTh HOpMyBaHHS MO3UTHBHOTO 1IMiJKY
VkpaiHu B ymMoBax BiliHM, 30KpeMa, B KOHTEKCTI (OpMyBaHHs MO3UTHBHOIO CTABJIEHHS B
CBITOBOMY iH(OpMAIIfHOMY TPOCTOpi Ta MIKHAPOAHOI MIATPUMKH, a TaKOX (hopMyBaHHs
nepeayMOB Il HOBOEHHO] CITIBIIPalLll B IJapUHI €KOHOMIKH, TOJITHKH.

Pe3ynbTaty cHCTEMHOro JJOCHIDKEHHS CTaBJIEHHA 3a KOPJOHOM J0 YKpaiHu 1
yKpaiHIiB miJ yac BiiiHM 3 Pociero BUKIageHo y 3BiTI rpomajackkoi opraxizaimii BRAND
UKRAINE [4]. docnimkeHHs BAKOHAHO 3a €KCIEPTHOI MIATPUMKH Ta KOoHCynbTallii 3 M3C
VYkpainu. BoHo 6a3yeTbes Ha pe3ynbTaTax aHali3y MDKHApOJHUX 1HJEKCIB 1 PeHTHHTIB, SKi
XapaKTepU3ylTh PI3HI aCMeKTHU CHPUHHATTS CBITOBOIO CIUIBHOTOK IMUIKY 1 OpeHay
VkpaiHu. 3a3HayeHO CTpIMKE 3POCTaHHS MO3UTUBHOTO CTaBJIEHHS /10 HapoAy YKpaiHu 1
KpaiHU 5K y HIJIOMY, TaK 1 32 OKpEMUMH MOKa3HUKAMHU.

Bupinennsi HeBHpPilIEHMX paHille YacTHH 3arajibHOI MNpPo0JeMH, KOTPHM
NPUCBAYYETHCA CTATTA. AHaII3 MyOJiKalii CBIIYUTH PO TIIMOOKE ONpalfOBaHHS TEMATUKU
JociiJkeHHs. [IpoTe muTaHHs ypaxyBaHHs 3MiH B COPUHHATTI YKpaiHu sKi BiAOyauCs B pOKU
BIiHM, ()OpMYyBaHHS Ha I[iil OCHOB1 MO3UTUBHOTO IMIJ)KY KpaiHU, BU3HAUYE€HHS HOro poji B
3a0e3MeueHH] MiCIIBOEHHOTO BITHOBJIEHHS 1 MEPEXOAY /10 CTINKOI0 €eKOHOMIYHOT'O 3pOCTaHHS
B YMOBaX TEXHOJOTIYHHUX TpaHchopmariii cnpuunHeHnx 1P4.0 1 3MIHOIO TEXHOJOTIYHHUX
YKIAJiB  3alMIIMIMCS MANoOOCTiIKEHUMHU. IX BMpIlIEHHS J03BOJNHTH OOIPYHTOBAHO
YIIPABJIATH CTPATETisIMA TTIOBOEHHOTO BiTHOBJICHHS 1 MEPEX0/ly KOHOMIKM YKpaiHH Ha IUISX
IHHOBAIIITHOTO PO3BUTKY, 3a0€3MEUNTH E€KOHOMIUHY, a 4epe3 Hei 1 HallloHaJlbHYy Oe3rneKky
JIep>)KaBU SIK PIBHOMPABHOTO UJIEHA CBITOBOT'O CIIBTOBAPUCTBA €KOHOMIYHO PO3BUHEHHX
KpaiH.

dopmy/IIOBaHHS MeTH CTATTi (MOCTAHOBKAa 3aBAaHHs). MeETOH € BHU3HAYEHHS
BIUIMBY MDKHAPOJHOTO IMIJDKY YKpaiHH, 3 ypaxyBaHHSM 3MIHM HOTO XapaKTEpUCTHUK B
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yMOBax BiliHHU, Ha TMEPCIIEKTUBU MTOBOEHHOTO BiJHOBJICHHS HAI[IOHAJILHOI €KOHOMIKH B pyCIIi
KOHIIENIIi1 IHHOBAaIliIHHOTO PO3BUTKY.

BukJiiageHHsI OCHOBHOIO MaTepiajy JOCHiIKeHHS 3 NMOBHHUM OOIPYHTYBAHHSIM
OTPUMAHHMX HAYKOBHMX Ppe3yJbTaTiB. J[I9 [OCSATHEHHS TOCTaBlIeHOI MeTu Oyio
3alpONOHOBAHO CTPYKTYPHO-JIOTIYHY CXE€My sKa BigoOpakae TOCHIIOBHICTh 1 3MICT
npoueayp aociipkenns (puc. 1).

HocnimkeHHs poini iMiaxy 1 Openay kpainu y GopMyBaHHI i OCHIICHHI i1 KOHKYPEHTHHX
nepeBar Ha MDKHApPOIHUX PUHKaX

JocnimkeHHs BILTMBY BifHN Ha MOKA3HUKY CIPUAHATTS YKpaiHu y cBiTi 1 popmyBaHHS i1
MDKHAPOJHOTO 1MiJIKY

A 4

BusnadeHHs mepcneKTUB i mpoOiieM iHHOBAIIHOTO PO3BUTKY YKpaiHU B CBITJi MO3UTHBHIX
TEHJICHIIIH 11 CIPUUHSATTS CBITOBOIO CHUTBHOTOIO 1 POPMYBaHHS MMO3UTUBHOTO M>KHAPOIHOTO
IMimKV

'

OxpecneHHs epeyMOB IMTOBOEHHOTO iHHOBAIIHOTO 3pOCTaHHS €KOHOMIKH YKpaiHH, a TAaKOX

BH3HAUYEHHS 11 KOHKYPEHTHUX TIepeBar i HeJIOiKiB Ha MIDKHAPOIHUX PUHKAX

Pucynok 1 — CTpyKTypHO-JIOTi4Ha CXeMa J0CI1IKEHHS

YTouHtoroun Bu3HadyeHHA [5, c¢. 207], BIANOBIZHO AO WIUILOBUX TPYN CHPUHHATTSA,
MDKHApOAHUN IMIDK CyO’€KTa TOCIIONAPIOBAHHSA PO3TIINAETHCA SK CTIMKHHA TO3WTHBHHNA
foro oOpa3 (IO3UTHUBHE CIPUHHATTSA) Y CBIIOMOCTI CBITOBOi CHUIBHOTH (MIKHApOJHUX
€KOHOMIUYHUX KOHTPareHTIB Ta KOHTAaKTHUX ayAWUTOpii), SKUM CTBOPIOE IJIsl HUX IEBHY
cUCTeMy IIIHHOCTeH 1 € HemarepiadbHUM (aKkTOpoM (OpMYBaHHS KOHKYPEHTHHX IEpeBar Ha
MDKHApOJHUX PUHKAX y JIOBIOCTPOKOBIN mepcrekTuBi. BiH € ocHOBOO (hopMyBaHHS OpeHay
cy0’€KTa rocrioJJaproBaHHs SIK LUJIICHOTO KOMIUIEKCY O3HAK, 110 BKJIFOYAa€ HOro parjioHanbHe 1
eMolliifHe CpUHHATTS, 3a0e3nedye HOro BII3HABAHHICTh 1 YiTKE BHUIUIEHHS y CB1AOMOCTI
€KOHOMIYHUX KOHTPAreHTIB Ta KOHTAKTHUX ayJUTOPii. IMIPKMEHKIHT 1 OpEHIUHT € OJHUMHU 3
HalOUIbII N1€BUX 1 €(PEKTUBHUX IHCTPYMEHTIB 3a0€3MeUYeHHs] KOHKYPEHTOCIPOMOXKHOCTI
TOBApHUX 1 HALlIOHAJIBHUX OPEH[IIB HA MIXKHAPOJHUX PUHKAX.

Binomo, mo iMiK KpaiHM MOXO/PKEHHS BIUIMBAa€E Ha IMIIK TOBapiB (BMpOOIB uu
MOCJTYT) HalllOHAJIBHUX TOBAPOBUPOOHMKIB. Tak, TOBapuM E€KOHOMIYHO PO3BMHEHHUX KpaiH,
3a3BUYAH, CIIPUIMAIOTHCS CIIOKMBaYaMH Ha MDKHAPOJHHUX PHHKAX Kpalle, HiX TOBapH KpaiH,
10 pO3BHUBaIOTHCSA. OHOYACHO, BUCOKMH 1MIJK MEBHUX TOBApiB BIUIMBAaE Ha (HOPMYBaHHS
IMIJDKY JIepKaBU K BUPOOHHMKA TIEBHUX BUJIIB MPOAYKIIIi: MBEHIIAPChKl TOJMHHUKH, HIMEIbK1
Yd  STMOHCBKI aBTOMOOLTI, aMepUKaHChKi 1H(oOpMamiiiHi KOMIT'IOTEpHI TEXHOJOTI],
Opa3uibcbKa KaBa, (ppaHIly3bKi BUHA.

AHAJOTIYHHH 3B'SI30K CIIOCTEPIra€ThCss MiXK TOBAPHUMHM 1 HAlllOHATBHUMHU OpeHJIaMH.
3rigno peiitunrry Nation brands 2022 ranking [19] nepii 10 mo3uiiiit 3a BapTicTIO 3aiiMalOTh
HarionansHi Openau CIIA, KHP, ®PH, fnownii, Benukoopuranii, ®panmii, [uaii, Kanamy,

C. Innsuenxo, FO. unynina, H. Innawenxo. Bnaus midcnapoonoeo imiodcy Yxpainu na 27
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Itanii, IliBgennoi Kopei. B nepimiii mecsatui peiitunry toBapaux Openais Global 500 2022
ranking [16]: 7 opennis CIIA, 2 — KHP, 1 — IliBnennoi Kopei. B mepmriit asamsarii: 10
toBapHux OpenniB CIIA, 6 — KHP, 2 — ®PH, no omnomy — fnonii 1 IliBnennoi Kopei.
Hamionaneuuii Openy Ykpainu 3aiiMae 59 mosumito y pedtunry. Y nepensoeHHomy 2021 p.
BiH OyB Ha 55 moswuii. [Ipu npomy >xoaeH ToBapHUi OpeHa Ykpainu He BXoauTh 10 TOP
500.

B 1a6:n. 1 momano posmnonin 6penaiB i3 TOP-500 3a chepamu CBITOBOI €KOHOMIKH.
Jani T1abn. 1 xapakTepus3yloTh aKTYaIbHICTh 3a3HAYCHHUX Cep EKOHOMIKH. BOHHM Takoxk
JIAI0Th YSBIICHHS MPO aKTyaJIbHICTh Tally3el BeJIeHHS 013HECY Y CBITOBIM €KOHOMIIII.

Tabmuus 1 — Posmoin OpeHiB 3a iX CyKyImHO BapTicTio (00ymoBaHo 3a ganumu [16])

Cdepa eKOHOMIKH Yactka, %

Bucoki texHosorii 14,78
Po3npibna Toprieius (pitein) 14,40
bankiBchKa cripaBa 11,60
Menia 10,22
TenekoMmyHikanii 7,2

ABTOMOO1T1 6,8

CrpaxyBaHHs 4,37
[rxenepist 1 KOHCTPYIOBaHHS 4,02
Hadra i ras 3,90
[ami 22,7

VY Tabn. 2 monaHo MOPIBHSHHA PEHUTHHTY HalllOHAJIbHUX OpEeHiB 3 peHTHHramu, 110
XapaKTepU3yIOTh 1HHOBAIliHY aKTUBHICTh KpaiH, a TaKOX iX TOTOBHICTh J0 (popMyBaHHSA
1u(ppoBOi EKOHOMIKH, sIKa CTPIMKO PO3BHUBAEThCS B yMoBax nmotouHoi I1P4.0. Anani3 tabmn. 2
MoKa3ye, 110 OlbllIe MOJOBUHU KpaiH MPHUCYTHI y BCIX TphoX peitunrax. Lle cBimuuth npo
HAsBHICTh TEBHOTO 3B’S3Ky TMO3MIIM HaIllOHATBHUX OpEeHIiB, 1HHOBAIIHHOI AKTUBHOCTI
Cy0’€KTIB TOCMOJApPIOBAHHA, a TAaKOXX MEPEXKEBOiI TOTOBHOCTI BIAMOBIAHUX Kpaid. [ms
NOPIBHSAHHS y Ta0J1. 2 MO3HAYEHO MO3UIii YKpaiHU 3a BIAMOBIJHUMU PEHTHHIaMH.

Hani Tabn. 1, Tabn. 2 XapakTepu3ylOTh aKTYalbHICTh IHHOBAaLiNHOI 1 LU(POBOI
CHPSAMOBAHOCTI 3aXO0IiB IMiKMEHKIHTY i GpeHMHTY y Taly3eBoMy po3pisi. Ix ciix 6Gpatu 10
yBaru npu (HopMyBaHHI MIKHApPOAHOIO IMIJKY 1 HalllOHAIbHOIO OpeHny YKpaiHM, a TaKoxk
OKpeMHX TOBapiB (BUPOOIB UM MOCIYT).

Tabmuus 2 — [To3utii KpaiH y cBITOBUX peWTHHrax (mepiui ABajlsATKy) ctaHoM Ha 2022 p.

Peii Kpainu cBiTy
eHUTHUHTOBa -
MO3UITis Nation brands [19] Global Inn[c;\giltlon Index Network Readiness Index [21]
1 CIIA IBetinapist CIIA
2 Kwurait CIHIA Cigramyp
3 dPH IBemisa IIBewis
4 Anownist Benukobpuranis Higepnanau
5 BenukoOpuraHis Hinepianau [Beitmapis
6 Opaniist [Tisnenna Kopest Janis
7 Tuis Cinranyp Dinstamis
8 Kananma ®PH ®PH
9 Tramisa dinnaumis [liBnenna Kopes
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[IpomosxenHs Tabdm. 2

10 IliBnenna Kopest Hanis Hopgseris

11 ABcTpanis Kurait Kanana

12 Icnanis Opanuis Benukobpuranis

13 Hinepnanmu SnoHis SInowis

14 IIBeimapis I"'oHKOHT ABcTpaiis

15 Innonesis Kanama I3painn

16 Benis I3paine Opanuis

17 OAE ABcTpis JlrokcemOypr

18 Mekcuka EcToHis ABcTpist

19 CayniBcpka Apasist JlrokceMOypr Hoga 3emangist

20 Bpaszwiis Icnangis Ipnangis
59. Ykpaina 57. Ykpaina 50. Ykpaina

Crhin 3a3HauMTH, OI0 BiifHA ICTOTHO 3MIHWJIA CTaBJICHHSA J0 YKpaiHH CBITOBOI
rPOMaJICHKOCTI. Y3arajlbHEeHHs JaHuX [4] 1a€ miIcTaBu BUAUINTH HACTYIHI 3MIHU:

- Pi3KO 3pociia yBara HaceJIeHHsS KpaiH CBITY /10 moaiid B YKpaiHi, 3HauHa HOro
yactuHa (40%-80%) crana mocTiiiHO CIiAKYBAaTH 32 HOBUHAMHU 3 YKpaiHH;

- VYkpaina, sika paHime Oyina mpakTUYHO HEBiIOMA, CTaja BUKIMKATH >KBAaBUH
iHTEpec, BOHA Mociyia 3 Miclie cepe/] KpaiH 3a HOBUHAMU 3 SIKHMX CJIIJIKYIOTh Y BCbOMY CBITi;

- 3HaYHAa YaCTHMHA HACEJCHHA KpaiH CBITY 3MiHWIA CTaBJICHHS 10 YKpaiHu i
ctana ii npuxwibHUKamMu. [IpuyoMy npuxmibHUKIB YKpainu B kpainax [liBHIYHOI AMepHuKu
Ta €Bponu Oinblie HIX y KpaiHax A3ii, Appuku, Jlatuacekoi Amepuku, Cepenaporo Cxomy;

- 3pOCJI0 TO3UTHBHE CTAaBJIEHHS JI0O OKPEeMHMX XapaKTepUCTUK YKpaiHU:
HACEeJICHHS, 10T0 €THOCTI, KYJIBTYpH, 1CTOpIi, IHTErpamii y Mi>kHapOiHi CTPYKTYpPH TOIIO;

- BiIOYBCA cHaj iHTEpeciB 0 MPUPOIU 1 Teputopii YKpaiHu, B yMOBaxX BiliHU
BOHA CTaja CIpUIMaTHCS SK HeOe3nmeuHa i mepeOyBaHHS 1 BeleHHs Oi3Hecy KpaiHa 3i
3HaYHHUM CHaJIOM €KOHOMIKH;

- 3pOClI0 TO3UTHBHE CTaBJIEHHS 10 YKpaiHIIB Yy KpaiHax $KI HpUAHSAIN
TUMYACOBO MEPEMILIEHHUX 0Ci0;

- 3pOCIIO TIO3UTUBHE CTABJIEHHS A0 MOJITUYHMX JiepiB YKpaiHu, 0coOIMBO 10
IIpe3unenrta Ykpainu.

Pe3ynbratu aHamizy 3MiHU COPUNHATTS 3HAUMMUX Ui GOPMYyBaHHS IMIIKY 1 OpeHny
XapakTEepUCTHK YKpaiHM y CBITOBMX I1HJAEKcax Ta peHTHHrax ctaHoM Ha 2022 p. naroTh
HACTYITHY KapTHHY:

- 3a CyOiHJIEKCOM BIUIMBY Ha MikHapojaHii apeni (pedtunr U.S. News Best
Countries Ranking [25]) Ykpaina BBiiiIiuia 10 MepIioi ABAIATKA KPaiH;

- 3pociia pemyTailisi, a TaKoXX OO0I3HAHICTh CBITOBOi TPOMAJICBKOCTI MO0
VYkpainu [17], 30kpeMa 3a XapakTepUCTUKaMU: TOJIEPAHTHOCTI, IIOBAru J0 3aKOHIB, JOBIPH 10
3MI, n06pux BiTHOCHH 3 KpaiHaMH CBITY, HAsIBHOCTI ME€PeIOBUX TEXHOJIOT1H;

- srigHo ingekcy Anholt-Ipsos [20] 3pocio mo3MBHE CTaBJICHHS CBIiTOBOI
IPOMAJCHKOCTI 32 TOKAa3HUKAaMHU: TOTOBHOCTI KYNYBaTH MPOIYKIIIO  YKPaiHCBKUX
TOBapOBUPOOHUKIB (HaJaBayiB IOCIYT), FOTOBHOCTI HailmMatu Ha poOOOTYy YyKpaiHIIB Ta
JPYKUTH 3 HUMH, OIIIHKH JISUIbHOCTI OPTaHiB By KpaiHU TOILO;

- Ipu [bOMY BIIOYBCS cIajJ CHPUMHATTA CBITOBOIO TI'POMAJCHKICTIO PSAY
noka3HukiB [20]: Typu3My, TOTOBHOCTI iHBECTYBaTH B YKpaiHy i T.II.

C. Innsuenxo, FO. unynina, H. Innawenxo. Bnaus midcnapoonoeo imiodcy Yxpainu na 29
nepcnekmusu ii N0BOEHHO20 IHHOBAYIUHO20 PO3BUMKY
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3a3HaueHi TEHAEHIIl 3pOCTaHHA MO3UTHUBHOTO  CIPUHHATTS  YKpaiHM  SIK
JIeMOKPATUYHOI CMIJIMBOI KpaiHu, IO OOpeThcs HE JIMIIE 3a CBOI CBOOOAY, aie il 3a
JIEMOKpPATiI0 Y BChOMY CBITI, CJIiJi BUKOPUCTOBYBaTH B (POPMYBaHHI MO3UTHUBHOTO IMITKY
KpaiHu. BoHM MOKa3yloTh Ha SKHX XapaKTEPUCTHKAX CIiJ 3arOCTPUTH yBary 1o JOCSITTH
MaKCUMaIbHOTo edekry. YV [4] HaBeeHO OpiIEHTOBHHU MEpeIliK 3aralIbHUX XapaKTePHCTHK Ha
SAKUX CHil poOuTH Harosoc mpu (GopMyBaHHI MDXHAPOTHOTO IMiIKY, a Ha HOrO OCHOBI —
HanioHanbHOrO OpeHay Ykpainu. 30kpema, BOHHM CBif4aTh, M0 YKpaiHa Iie: Hamis Tepois;
BIJIbHA HAIlisl; JIEMOKpaTHYHA KpaiHa; KpaiHa 3 THCSUYONITHBOIO ICTOPI€I0 Ta KYJIbTYPOIO;
KpaiHa 3 4YapiBHOIO NPUPOJOI0; WIEH €BPONEHCHKOI PpOJAMHHU; KpaiHa 3 BUCOKUM
TEXHOJIOTIYHUM MOTEHI[IaJIOM; BUHAX1JUIMBI1 JIt0 . MiKHapoaHUN iMIDK 1 copMOBaHUI Ha
H0ro OCHOBI HalliOHABHUM OpeHT YKpaiHy 3 3a3HAYCHUMH aTpHOyTaMu MOXKYTh CTaTH CBOTO
POy «ImapacoibKaMpu» MiA SIKUMH BigOyBaeThcsl (OPMYBaHHS IMIIKY OKpEMHX Taily3el
€KOHOMIKH 1 OKpeMHUX BHUPOOHMIITB, a TaKoX (OpPMYyBaHHS HAIIOHAJIHLHOTO 1 TOBapHUX
OpenniB (puc. 2).

HatioHansHuil IMIJK

Hartionansauit 6peny

Imimpxi ramyseit Ta Y

BUPOOHUIITB

\ 4

Toapni OpeHIU

Pucynok 2 — Cxema B3aemo/Iii piBHIB IMIJKY 1 OpeHay

Heo0xigHO TakoX 3HAaXOAMTH NUIAXWM TpaHchopMallii HEraTMBHOTO CTaBJIECHHS
CBITOBOi CHUIBHOTHM JO OKPEMHUX XapaKTePUCTHUK B MOJJIMBOCTI, $KI MpOSBIATHCA B
HICJIIBOEHHUH TepioJl, 30KpeMa: JO0Ty4eHHS 1HO3eMHOro Oi3Hecy /10 BIJHOBJIEHHS YKpaiHu;
pO3pO0JIEHHS EeKCTpeMallbHUX TYPUCTUYHMX MapuipyTiB MicisgMu OoHoBuX [Jii — 3a
aHaJIOTIEIO 3 eKCKYpCisIMU 710 HOpHOOMITIO.

VYkpaiHa B JOBO€HHUHN mepio] 3100yna Ha 3apyODKHUX pPHUHKaX CTIMKMHA 1MIIXK
nocTavyalbHUKA MPOJYKIIi MeTamyprii 1 pyH, CUIbCHKOTOCHONAPChKOI MPOAYKIIT HU3BKOTO
CTymHsS TiepepoOku, HamaBada sikicHUX [T-mocmyr [8], MOTYyXHOTO TpaBiisi HAa CBITOBOMY
pUHKY 1dpoBoro ¢pinancy [24]. B ymoBax posropranns IP4.0 chepa IT i BnpoBamkeHHs
IHHOBAI[IItHUX (OopM oprasizamii mpaui 1 HepOpPMaIbHUX TPYIOBUX BIIHOCHUH HaOyBalOTh
aKTyaJbHOCTI, OCKUIBKM BIUIMBAIOTh Ha YCIIIX BNPOBa/pKEeHHS TexHonoriid IP4.0 1 ctBopeHHs
Ha X OCHOBI IHHOBALi# [6]. ¥ IIbOMYy KOHTEKCTI MEPCHEKTUBU PO3BUTKY B YKpaiHl MarOTh
3a3HayeHi y Tabia. 1 iHHOBauiiiHI cdepu Oi3Hecy. Jlo HMX MOXHa BiIHECTH BiMCHKOBO-
MIPOMUCIIOBUN KOMIUIEKC, 30KpeéMa BHMI'OTOBJIEHHS BHCOKOTEXHOJIOIIYHUX BHJIB 30poi 1
BIICHKOBOi TEXHIKM, $IKI MiJTBEpIMIM CBOIO BHCOKY e(eKTHBHICTh y BiiHI 3 Pociero.
3pocTaHHs IHTEPECY CBITOBOI IPOMAJICHKOCTI 10 YKpaiHH, a TAKOXK MO3UTUBHOTO CIIPUMHSITTS
OKpeMHX, 3HAYMMHMX 3 OIVIAAy Ha (GOpMyBaHHS IMIKY 1l XapaKkTepUCTHK, HaJla€ IIAHCH Ha
BIIPO/DKEHHS KOMEpIIITHOrOo 1HTEpecy /[0 aepoKOCMIYHOI Traiy3i, CyJHOOyIyBaHHS,
MaIImHOOYAyBaHHS TOLIO. 3a pOKHU BIHHU YKpaiHa CyTTEBO MiJHSIIACH Y PEUTHHTY HU(POBOT
rotoBHOCTI: 3 64 mosuiii y 2021 mepeaBoerHomy pori g0 50 Ha kinenp 2022 p. (Ha 14
nosuniit) [21]. Lle cBimuuTh Tpo B3ATUH Kypc HA PO3IIUPEHHS BIPOBAHKEHHS HUPPOBHX
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texHousioriii 1P4.0, o € mMo3UTUBHUM 3 OTJISAy HAa MEPCHEKTUBH 1HHOBAI[IHHOTO PO3BUTKY.
3Ha4Hi MEePCIEeKTUBY I 300yTTS MIMPOKOTO MIXKHAPOJAHOTO BU3HAHHS TaKOX MalOTh BiJJOMI
Ha HaIllOHAJBHOMY piBHI Openau [12].

Lle cnpustume QopMyBaHHIO IMIUKY YKpaiHH SK IHAYCTpIalbHOI JEp)KaBH, 3
MOTY)KHUM CEKTOPOM BHCOKHX TEXHOJIOT1H, a Takok moTyxHow cheporo AIIK. B perionax,
mo Oe3rnocepelHbO HE MPUJISTAIM 10 30HU O0MOBMX Hiif 10 arpuOyTiB iX MKy MOXKHA
JOJaTH  XapaKTePUCTUKU iX TYPUCTUYHOI MNPHUBAOIMBOCTI: MapLIPyTHO-MI3HABAIBHOIO,
ICTOPUYHOTO, €THOTPaiYHOTO, IPHUPOTHO-EKOIOTIHHOT0, CHOPTUBHO-03/I0POBYOTO.

IIpoTe 3pocTaHHA MO3UTUBHOIO CTaBJIEHHSA [0 YKpAiHIIB B KpaiHax B sIKI BOHH
€BaKYIOBAJIUCh TIOPOJKYE 1 TeBHI mpoOsieMu. BoHW MOB’s3aHi 3 THM, IO 3HAYHA YacTHUHA
KkBami¢ikoBaHUX (PaxiBIiB MPOTHO30BAHO HE MMOBEPHETHCS 3 €BaKyaIlil 3 HACTYITHUX MPUYKH: B
KpaiHax mepeOyBaHHSA CTBOPEHO BJIACHUM YCHIMIHMK Oi3HEC; MpaleBialTyBaHHS Ha ILiKaBy,
no0pe orauyBaHy poOOTY; IMOBHIIIA HiX Ha OATHKIBIIMHI pealti3allis iX MOTeHIany; Oiibiia
HDDK Ha OaTbKIBIIMHI 33J0BOJICHICTb YMOBaMH HpOXKMBaHHS 1 mpani Tomo. OkpiM TOrO,
MpaKTHUKa CBITYUTH, IO IIMPOKHI Jiama30H 3HaHb 1 yMiHb BUIYCKHHUKIB YKpPaiHCHKUX
YHIBEPCHUTETIB J03BOJISIE iM MIBHIKO 1 SKICHO ajanTyBaTHCs 10 3MiH cnpuynHeHux [P4.0. B
psAl ramys3ed e € BaKJIMBOIO KOHKYPEHTHOIO IepeBarol0, HapiTh mepen (axiBUAMU sKi
OTPUMAJIM Kpamly MiAroTOBKY, ajle y IyXe BY3bKIi ramysi, o oOMexXye HampsMOK iX
nisuibHOCTI [7]. 3a3HaueHe CHpUYMHsSE BTPATy YacTUHU KaJpPOBOIO 1 I1HTENEKTYalbHOIO
KaIliTanay, 0 CYTTEBO YCKIIAIHIOE MOKIIMBOCTI ITEPEX0ay Ha NUISAX IHHOBAI[IHHOTO PO3BUTKY.
OkpiM TOro, HEMOBEPHEHHS TAaKUX (PaxiBLIB CYTTEBO MOCHIUTh KOHKYPEHTOCHPOMOXKHICTh
3apyOiKHUX TOBAapOBUPOOHUWKIB, B T.4. Y MPSIMOMY IPOTHCTOSHHI 3 YKpaiHCBKUMHU Oi3Hec
CTPYKTYpaMH.

[ToBepHeHnHs1 Takux (haxiBHiB NMOTpeOye MOTYKHUX cTUMYHiB. s ix ¢dopmyBaHHS
noTpiOHe MpoBeIcHHS TNMMOOKMX 1 IIBHAKUX cucTreMHux pedopm [2]. Hacammepen,
¢dbopmyBaHHS 1 peanizalii 1ep>KaBHOI IPOrpaMH MPIOPUTETHOTO PO3BUTKY MTPOMHCIOBOCTI (Ha
6a3i texnouoriit IP4.0), ockinbku BoHa BruiBae Ha TeMnu HTII 1 ekoHOMIYHOTO 3pOCTaHHS
IHIIMX Taxy3edl HamioHaNbHOI EKOHOMIKM. SIK pe3ynpTar, e 3a0e3MeYdTh IONUT Ha
KBaJli(hikOBaHy poOOUy CHUIY, CIPUSATUME 3pPOCTAHHIO ii TOXO/IB, a BIANOBIIHO — 100po0OyTY
HaceleHHd YKpaiHu y wnijoMmy. Takuil miAXiAg CTUMyIIOBaTUME HOBEPHEHHS B YKpaiHy
BHUCOKOKBaI(1KOBaHUX (axiBI[IB, 5Kl CYTTEBO PO3IIMPHIM Jiala30H CBOIX 3HaHb 1 YMIiHb,
HaOynu J0CBiLy poOOTH y 3apyODKHHMX KOMIIaHIfX, 3aCBOUIM iX 1HHOBAILIMHY KYyJIbTYpY,
HaJIaroJIMIN CUCTEMY JUIOBUX 3aB’S3KIB, BUBYMJIM 1HO3EMHI MOBH, 1110 103BOJINTH MOCUIIUTH
IHTENEeKTYalbHUIM KamiTaa HalioHaIbHOI eKOHOMIkH. OKpiM TOro e OyAe i BaKIMBUM
IMIJKEBUM 37100yTKOM, OCKUIBKM 3acBIIYUTH MPO MPUBAOIMBICTE poOOTH B YKpaiHi Ui
BUCOKOKBaJIi(hikOBaHMUX (PaxiBIiB HE JIMIIE 3 YUCIIA TPOMAJIIH YKpaiHu.

Crmpatounich Ha pe3yJbTaTH BUKOHAHOTO aHali3y MOXHA CTBEP/DKYBaTH PO
HasBHICTb 3HAUYHUX HEPCHEKTHB (HOPMYBaHHS MO3UTUBHOIO IMIJKY YKpaiHM Ha OCHOBI
BUJIUIEHUX B po0oTi [4] arpuOyTiB. [IpoTe MO3MTHUBHUI HAI[IOHATBHUM IMIIK 1€ JUIIE OJHA 3
HepeayMOB 1HHOBALIHHOIO PO3BUTKY, SIKA XapaKTEpPU3Yye CIPUATIMBE CTaBJIECHHS CBITOBOI
CIIITLHOTH JI0 KPaiHK y IiNOMy i Pi3HHX 1i XapaKkTepUCTHK 30kpeMa. MIoro HasBHICTb CIyXHTh
NEBHUM CHUTHAJIOM JUIsl TOCIOJNAPIOIOUMX CYO’€KTiB YKpaiHM MO0 MO3UTHBHOTO iX
COPUMHATTA SK NPEJCTaBHHMKIB KpaiHHM, a TaK0oX iX MPOIYKIl Ha 3apyOLKHHUX pHUHKAaX,
3BHUYAHO SKIIO 11 XapaKTEpUCTHKH BiIMOBINAIOTH 3alMTaM CIOKMBaviB. JlJsi 1HO3EMHHUX
MapTHEPIB MO3UTUBHUN MIKHApPOAHHUM IMIDK € CUTHAJIOM LIOJ0 MEePCHEeKTUBHOCTI poOOTH 3
TOCHOJApPIOIOYUMHE Cy0’€KTaMu YKpaiHU sIKl BXOAATH Y cdepy iX iHTepeciB.

C. Innsuenxo, FO. unynina, H. Innawenxo. Bnaus midcnapoonoeo imiodcy Yxpainu na 31
nepcnekmusu ii N0BOEHHO20 IHHOBAYIUHO20 PO3BUMKY
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[HmMMKE  TepenymMoBaMU € IHTENCKTyaJdbHUW KamiTan, I1HHOBAIliiHA KYJIbTYypa,
iHcTUTYIiiHE 3a0e3MeyenHs IHHOBAIIMHOr0 Mpolecy. IX HasBHICTBH crpuse TpaHchopmarii
MDKHApPOJHOTO IMIJKYy KpaiHM y HalllOHaJbHUK 1 TOBapHI OpeHI, 3BUYAHHO, y BHIAJKY
BIZIMOBITHOCTI Oa4eHHsT MDKHAPOAHOI CHUIBHOTH iX pealbHUX XapaKTEPUCTHK 3 OaueHHSIM
aTpuOyTiB MIXKHAPOIHOTO IMIDKY.

Ha ocHoBi BukianeHoro copmoBaHO Tabia. 3, sika Jae YysABICHHA NP0 HAsSBHICTh
NepeyMOB TOBOEHHOTO IHHOBAILlIHHOTO PO3BUTKY VYKpaiHW, a TakKoX iX BIUIMB Ha
(dopMyBaHHS KOHKYPEHTHHMX II€peBar i HEAOJNIKIB CyO’€KTIB TOCIOAApIOBAHHS, OKPEMHUX
rajxy3ei, a TaKo)K HalllOHAJIbHOT EKOHOMIKH Y ILJIOMY.

Ta6muist 3 — KoHKkypeHTHI niepeBaru i HeJIoJIiKyd Y KpaiHu 3 Mmo3uiliil hopMyBaHHs 1 peasizamii

IlepeBaru Henoniku

[o3uTrBHMIA MiXKHAPOIHUH MK chopMOBaHU
TiJ] 9ac BiiHH, IO CTIPUSE 3aTyYeHHIO IHO3eMHUX
IHBECTHUIII} 1 BUXO/Y Ha 30BHIIIHI PUHKH

Brpara yacTHHM iHTENEKTYaILHOTO KamiTaty
BHACJIJIOK BIMHU

SxicHa miarotoBku (axiBLiB 3a BigcyTHicTh MEXaHi3MiB CTUMYJTIOBaHHS
CIEIIabHOCTSAMM, SIKi € aKTyallbHUMHU B YMOBax | MTOBEpHEHHS Y KpaiHy BUCOKOKBaITi(hiKOBaHUX
1P4.0: IT, imxeHepHi ceniaJbHOCTI TOMIO JTOCBiTueHNX (haxiBIIiB

3HayHa KOHIICHTPAIlis BUCOKOTEXHOJIOTIYHUX 1 Hu3sbkuii piBeHs KOMepITiatizaiii HOBIUX
JIOCITTHMIIBKKX TTAPUEMCTB 1 KOMITaHi i aKTyaJbHUX 3HAHb

[loTyxHa BiTYM3HSIHA CHCTEMA MPOTYKYBaHHS HeBinnoBinHICTh CTPYKTYpH HOBHX 3HAHb
HOBHX 3HaHb pearbHUM oTpedam

[MpakTH4Ha BiACYTHICTB AEPKaBHOT POMHUCIOBOT
MOJIITUKHY, TSHICHIIIT 10 JeiHTycTpiati3amii
KpaiHu, 3acTapiia cTpyKTypa IPOMHUCIOBOTO
BUpoOHUITBAa. Hecnipusitiugi npaiisepu
€KOHOMIYHOT'0 3pOCTaHHSI

KoHKypeHTHI iepeBaru B OKpEMHX Tary3sx
(aepokocmiuHiii, cynnoOynyBansi, BITK, ATIK i
T.I1.), 1110 JTIO3BOJISIE pPeai3yBaTh CTPATETIIO
BUTIEPEHKAFOYIOT0 IHHOBAIITHOTO PO3BUTKY

Bucoki cBiToBi mo3uiii ykpaincekoi [T Brpara 3HauHOi yacTHHU BHPOOHWUYOI O6a3u

Bucoxi cBiToBi mo3uuii Ykpainu y cdepi
BUKOPHUCTaHHI HOBITHIX (hopM opranizaiii npaii | HegocratHiit piBeHb pO3BUTKY iHHOBAIIHHOT

Buie cepeIHEO€BPONIEHCHKOTO PiBHS YacTKa iHpacTpyKTypH
HaceseHHs BikoM 30—34 poku 3 BUIIIOIO OCBITOIO

Amnani3 Tabn. 3 cBiIYUTH PO HASIBHICTh KOHKYPEHTHUX IEPEBar Kl € CyTTEBUMHU JJIs
peaizanii crpareriii iHHOBaII{HOTO PO3BUTKY CyO’€KTIB rOCIOJIAPIOBAHHS PI3HOTO PIBHS, Y
T.4. y PYCJl KOHIIEMIIi IHHOBAIITHOTO BUIEepe/HKeHHsI. HeraTuBHI MOMEHTH MPaKTHUYHO BCi
NOB’s13aHI 3 BIUIMBOM BOEHHHX [Iiff, a TaKoXX HEJOJIKaMH IHCTUTYILIHHOro 3abe3nedyeHHs
iHHOBAIIHHOI MisUTBHOCTI. IX JKBifamlis BiTHOCHTHCS B OCHOBHOMY JI0 KOMIETEHIIii
JiepKaBHOT Biaau 1 moTpeOye BHECEHHS KOPEKTHB Y 3aKOHOJaBuy Oa3zy 1 cTpaTeriui
NIPOTPaMH PO3BUTKY €KOHOMIKH KpaiHH.

BucHOBKHM 3 1aHOT0 JOCJHIIKEHHS i MEPCNEeKTHBH NMOAAJIBIINX PO3PO0OK 32 JaHUM
HANPSIMOM. Y3arajbHIOIOYH BHKIIAZICHE MOXHA 3pOOUTH HACTYITHI BUCHOBKH.

BcranoBieHo, 1o MDKHapoJHMM 1MIJUK KpaiHM Oe3locepeiHbO BIUIMBAE Ha
dbopMyBaHHs ii HallOHAIBHOTO OpeHay. 3a pe3yslbTaTd aHalli3y MDKHAPOJHUX PEHTHHIIB
BCTAHOBJICHA B3a€MO3AJICKHICTh MO3UIIH  HallOHAIBHUX OpeHIiB 3 MOKa3HUKaMHU
1HHOBAIIIITHOT aKTUBHOCTI Cy0’€KTIB rOCTIOJApIOBaHHS Ta MEPEXKEBOI TOTOBHOCTI BIMOBIAHUX
KpaiH, [0 BHU3HAYAIOTh KOHKYPEHTOCIPOMOXKHICTh HAI[IOHAIBHUX EKOHOMIK (OKpeMHX
rajy3ei 1 manpueMCTB SIK iX eIleMEHTIB) Ha MIXKHApOJHUX puHKax B ymoBax I[P4.0. 3 uporo
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ciye, MO MDKHAPOJAHUX IMIJDK 1 HalllOHAIbHUHA OpeHJ € JiEBUMU 1HCTPYMEHTAMH
(opMyBaHHS KOHKYPEHTHHX IepeBar Ha MDKHapOAHUX PHHKAX.

OOrpyHTOBaHO MO3WUTHUBHUM BIUIMB CTIKKOCTI Hapoay YKpaiHu B BiiiHI 3 Pocieto Ha
MbKHapoaHU iMiK Yipainu. ChopMyBaocst CIPUHHATTS CBITOBOI CIIUIBHOTOIO YKpPaiHU SIK
KpaiHM 3 0araTor ICTOpi€0 Ta KYyJbTYPOI, TFApHUMHU INPUPOJAHUMH YMOBaMH, BUIBHOI,
JeMOKPAaTUYHOI, BIAKPUTOI 70 CHIBPOOITHUIITBA IHIYCTplalbHO-arpapHOi JAep)KaBU 3
BUCOKMMHU TEXHOJIOTISIMH 1 TOTY)KHOIO PECypCcHOI0 0a30i0, BOJIETIOOHUM BHHAX1IJIUBUM
npaneTto0HIM BUCOKOOCBIUYEHHM 1 TOJIEPAaHTHUM HApOJIOM, YjieHa eBporeichkoi poaunu. Lli
XapaKTePUCTUKH (PAKTHUYHO CTaIM aTpuOyTaMH TIMO3MTHBHOTO MDKHAPOJIHOTO IMIIKY
VYkpainu, skuwii Oe3mocepelHbO BIUIMBAE HA CTABJICHHS CKOHOMIYHUX KOHTPAreHTiB 1
KOHTAKTHUX ayJWTOPii Ha MDKHApOJHHUX pHHKAaX, a BIUIMOBIIHO — Ha I1HBECTULIWHY
NpUBa0JIMBICTh KpaiHU, KOHKYPEHTOCIIPOMOJXKHICTh HAIllOHAIBHOI €KOHOMIKM Ta Oi3Hecy.
BukopucranHsa clipusTIMBUX MOXJIMBOCTEH, 110 BIIKPWINCS, IOBUHHO CTAaTH CTPATETI4YHUM
3aBJIaHHIM OpraHiB JEP>KaBHOI BJIAJH, OCKUIBKU II€ CIIPUATHME ITOBOEHHOMY BiJHOBJICHHIO
KpaiHu 1 mojanplmioMy ii CTIMKOMY iHHOBAIifHOMY pPO3BHUTKY. [lo3UTHBHMIT MiKHapOIHUI
IMIJDK TTOBHHEH CTaTH «IIapacojbKOIO» IMif KO Oyae BimOyBatucs (HOpMyBaHHS iMiJDKY
OKpEeMHUX Taily3eil 1 BUpOOHUIITB, a Ha X OCHOBI - HallIOHAJILHOTO OpeHy 1 TOBapHUX OpeHIIB
VYkpainu. 3anpornoHOBaHa CXeMa B3a€MO/Ii1 3a3HAYCHHUX PIBHIB IMIIKY 1 OpeHy.

Bu3HayeHo MO3UTHBHUI BIJIMB C(HOPMOBAHOIO B YMOBaxX BIHHM MDKHapOIAHOIO
iMipKy YKpaiHM Ha NEpCHEKTHBH IHHOBALIHHOTO PO3BUTKY ii Taimy3eil i BUPOOHHIITB B SIKMX
30epiratotbes 1 HaBiTh nmocuioThes (BIIK) BigHOCHI KOHKYpeHTHI mepeBaru. 3a3HauyeHo,
10 MO3UTHUBHUI MDKHAPOAHMN IMIDK 1 BUCOKI mo3uuii Ykpaiau B ramysi IT, 3acrocyBanHi
CydyaCHHX oOpraHizauidHux ¢opm mpaiui i HeGOpMadbHUX TPYIOBHX BIJIHOCHH CIIPHUSE
PO3BUTKY Taiy3el i BUpOOHUIITB, sIKi € akTyallbHUMHU B yMoBax 1P4.0, ¢popmye mepemymoBu
nepexoay Ha HUISX BUIEpPEIKarouoro iHHOBaIiitHOro 3poctaHHs. OKpecieHo Kojio npodieM,
CIPUYMHEHUX TO3UTHBHUMHU TEHACHIISIMU CHPUUHATTA YKpaiHLiB 1 YKpaiHW CBITOBOIO
cnuibHoTOIO. lle cmpuumHse BTpaTy KaJpoBOTO 1 IHTENEKTYaJIbHOTO KamiTaly KpaiHu,
HEOOXIJTHOTO JJIsi TMOBOEHHOTO BiJHOBJIGHHS 1 i1HHOBAaIiHHOTO 3pocTaHHs. Bu3HaueHO
OPUYMHU BIITOKY (haxiBLIB 1 OKpECIEHO 3aXOAM MO0 3amobiraHHs HoMmy, 30KpeMma
CTUMYJIIOBaHHS TNoBepHEHHS (axiBUiB B YkpaiHy. [lokazaHo ouiKyBaHMH pe3yibTaT BiJ
MOBEPHEHHS 1 BKJIIOUEHHs 3a3HaueHMX (paxiBLiB B IHHOBaLIHY 1 013HECOBY NiSJIBHICTb.

OxkpecneHo OCHOBHI MEpPEyMOBH MOBOEHHOTO 1HHOBAIIMHOTO 3pOCTaHHS €KOHOMIKH
VYKkpaiHM: TO3UTUBHUM MDKHAPOJHMM IMIZK, IHTEJNEKTyaJbHMHM KamiTall, IHCTHTYIiiHE
3a0e3neueHHs 1HHOBalliiiHOrO npouecy. Ha ocHOB1 aHamnizy cTaHy iX CKJIaJOBHUX IIJICUCTEM Ta
€JIEMEHTIB BU3HAUCHO KOHKYPEHTHI MepeBaru 1 HeJJodMiKu YKpaiHu 3 Mo3ulliil popmyBaHHSA 1

OTtpumaHi pe3ynbTaTH MNOMNIMOJIOIOTh 3acaJyd MapKETUHIY IHHOBALlid B YacTUHI
dbopmyBaHHS 1HPOPMAIIHO-aHATITUYHOI 0a3u HJisi YIOPaBIiHHA MIKHAPOIHUM IM1HKOM
JiepKaBU B KOHTEKCTi (popMyBaHHS mepeayMoB ii iHHOBaliiHOro po3BUTKY B ymoBax [P4.0.
BoHn Takox po3BMBAIOTH 3acaly iHHOBALIHHOTO MEHEIKMEHTY B YaCTHHI YIOCKOHAJICHHS
MapKETUHTOBOTI0 3a0€3MeUeHHs CTpaTeriid iHHOBAIITHOTO pO3BUTKY JAep>kaBU B yMoBax [P4.0.

[Toganpmni  gochipKeHHST TOBWHHI OyTH CHpSMOBaHMMH Ha (OPMYBaHHS 3acaj
OpraHizalifHO-€eKOHOMIYHOTO MEXaHi3My YIpaBIIiHHS NMOBOEHHUM BiJHOBJICHHSM JEp)KaBHU 1
il IHHOBaI[IMHUM 3pOCTAaHHSM B YMOBAaX TE€XHOJIOTTUHUX TpaHchopMaii cripuunHenux 1P4.0 1
3MIHOIO TEXHOJOTIYHHUX YKIIAIIB.

C. Innsuenxo, FO. unynina, H. Innawenxo. Bnaus midcnapoonoeo imiodcy Yxpainu na 33
nepcnekmusu ii N0BOEHHO20 IHHOBAYIUHO20 PO3BUMKY
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The impact of Ukraine’s international image on the prospects of its post-war innovative
development.

The aim of the article. Is to determine the impact of the international image of Ukraine
(considering changes in its characteristics during the war period) on the prospects of the post-war
recovery of the national economy in the concept of innovative development.

The results of the analyses. It was established that the international image of the country
directly affects the formation of its national brand. The interdependence of the national brands’
positions with indicators of business entities’ innovative activity and network readiness of the
respective countries was established. These countries determine the competitiveness of national
economies and businesses on international markets in the conditions of the fourth industrial revolution
(IR4.0). The positive influence of Ukrainians’ resistance in the war with Russia on the international
image of Ukraine was substantiated. The world community perceived Ukraine as a country with a rich
history and culture, good natural conditions, a free, democratic, industrial-agrarian state open to
cooperation with high technologies and a powerful resource base, a free-spirited, inventive,
hardworking, highly educated and tolerant people, a member of the European family. These
characteristics are attributes of Ukraine's positive international image, which directly affects the
attitude of economic counterparties and contact audiences in international markets, and accordingly,
the country's investment attractiveness, the competitiveness of the national economy and business. The
positive influence of Ukraine’s international image formed during the war on the prospects of
innovative development of its industries and enterprises was determined. The range of problems
caused by positive perception of Ukrainians and Ukraine by the world community was outlined. In
particular, a huge brain drain and intellectual capital loss necessary for post-war recovery and
innovative growth. Activities to prevent these problems were proposed. The prerequisites for the post-
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war innovative growth of Ukrainian economy are outlined: a positive international image, intellectual
capital, institutional support for the innovative process. The competitive advantages and shortcomings
of Ukraine from the standpoint of the formation and implementation of its post-war innovative
development strategy were determined.

Conclusions and direction for further research. The obtained results deepen the principles of
innovation marketing in terms of the development of an information and analytical base for managing
the international image of the state in the context of the formation of prerequisites for its innovative
development in the conditions of IR4.0. They also develop principles of innovation management in
terms of improving the marketing support of the innovative development strategies of the state in the
conditions of IR4.0. Further research should be aimed at forming the foundations of the
organizational and economic management mechanism of the post-war recovery of the state and its
innovative growth in the conditions of technological transformations caused by IR4.0 and changes in
technological way.

Keywords: international image, national brand, war in Ukraine, perception of Ukraine in the
world, post-war recovery, innovative development.
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The article examines the influence of the factors of the endogenous and exogenous
environment of the mall on the process of implementing the positioning and re-positioning strategy of
the brand, as well as their essence in the conditions of the transformation of modern market relations.
Considered the need to apply the business model of brand activity and its derivatives in the concept of
marketing. A complex of macro-, meso-, and micro-level indicators influencing the current state and
prospects for the development of the market of trade and entertainment services within its elements is
highlighted. A methodical approach to managing the positioning of the shopping center brand,
consisting of five blocks, is identified: creation of signs of differentiation and recognition of the
shopping center brand; increasing the level of loyalty of the target audience of the mall; generation of
high-quality leads; support of client relations with key stakeholder groups of shopping center;
strengthening the capital of the shopping mall brand. A survey of experts of the trade and
entertainment market of Ukraine was carried out in order to identify influencing factors on the
formation of brand positioning strategies in the field of trade and entertainment services. In light of
this, the brand positioning map of the shopping center is described, based on the motivations for
making a purchase decision, and the behavioral characteristics of the young segment of the shopping
center's target audience are summarized. As a result of the study, it was concluded that in response to
the challenges of the exogenous and endogenous environment of the mall in terms of brand
positioning, it is necessary to develop solutions based on data of the target audience and implement an
agreed solution in terms of blocks: clear brand positioning; a clear understanding of the current
behavior of the target audience; a clear strategy of placement in geographical locations and network
associations.
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Statement of the problem in a general form and its connection with important
scientific or practical tasks. In the past two decades since the beginning of the 21st century.
a significant number of developers, guided by the market conditions, massively - and often
chaotically - carried out shopping mall construction projects. This process was characterized
by a lack of adequate planning of future mall projects beyond the mandatory requirements.
This included, in particular, a lack of thoughtful and informed brand positioning in the realm
of retail and entertainment services. The objective reasons for the lack of adequate work on
the positioning of the shopping mall brand are the high rate of market development due to
favorable exogenous conditions, namely the high rate of economic development, the trend of

© 2023 The Authors. This is an open access article under the CC BY license
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urbanization, the expansion of the middle class, the development of consumer credit, and
changes in the behavior of the Ukrainian consumer. All this led to a stable increase in the flow
of visitors, the number of purchases made in the mall, and an increase in the size of the
average purchase receipt. Analyzing today's economic market, it is possible to trace the
strengthening of the role of consumer opinion, the growing degree of dependence of
enterprises on changes, demands, moods and tastes of consumers, as well as the uncertainty of
the conditions of operation against the background of intensifying competition, therefore the
issue of effective formation of brand management of shopping malls in terms of brand
positioning becomes relevant.

Analysis of the latest research and publications, in which the solution to this
problem was initiated and on which the author relies. In the research of foreign and
domestic marketers, the theoretical and methodological aspects of enterprise positioning and
the analysis of influencing factors occupy a significant place, however, with all the diversity
of directions in the study of this problem, for the current period of time there are insufficiently
presented studies devoted to the influence of exogenous and endogenous factors on the brand
positioning system. Most often, brands are considered as elements of the company's
communication or product policy along with other components. theories and practices of
branding. In the reviewed literature, much attention is paid to the methodology of forming the
concept of brand management, which is based on the formation and management of brand
positioning against the background of intensifying competition. In particular, a number of
researchers [1] , as well as O. M. Godin [2], V. M. Domnin [3], Keller K [4], Le Pla F. [5],
Makashev M. O. [6], Nilson T. [7], Pring A. [8], Rozhkov I. Ya. [9] and others.

Highlighting previously unresolved parts of the general problem to which the
article is devoted. The lack of attention to brand positioning by the company's management
is explained in the work [10, c. 5] by the fact that it is difficult to successfully articulate value
for a stakeholder within the framework of a brand as a set of tangible and intangible features .
Instead, the company's management gravitates towards investments in tangible assets that,
from their point of view, better satisfy the key needs of the target audience due to functional
and material advantages. As a result, the above-mentioned factors led to a significant increase
in the demand for shopping center services among the population, which prompted
developers, investors, financial institutions to actively and often hastily finance projects
without adequate planning at an in-depth level, which primarily includes proper planning,
research, development of positioning strategy and brand -marketing shopping center. This
often led to the non-achievement of the planned financial and economic indicators of the
shopping center and failure to meet the expectations of stakeholders, primarily investors in the
development project. In general, the situation described above reflects the lack of adequate
strategic planning, competitive analysis and study of the market landscape [11, c. 9]. The
results of the analysis of literary sources proved that the works of scientists contain a
significant number of works devoted to the analysis of market factors and key factors and
trends of their development. However, the issue of positioning the malls presented on it, with
the aim of developing effective marketing strategies and programs, remains insufficiently
studied. Given the limitations in the application of classic methods of marketing research and
the corresponding marketing budgets, this problem is of great relevance for the prospects of
successful implementation of their activities in the conditions of martial law and post-war
recovery.

Formulation of the purpose of the article (statement of the problem). The purpose
of the article is the development and theoretical substantiation of the scientific and
methodological system of shopping center positioning, taking into account endogenous and
exogenous factors and methods of clustering based on sets of statistical indicators of their
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activity. The theoretical and methodological basis of the article are the fundamental and
applied works of foreign and domestic scientists in the field of brand management and the
development of brand management strategies. The instrumental and methodological apparatus
of the research is based on the use of system analysis in economic processes and phenomena,
methods of comparative and statistical analysis.

Statement of the main material of the research with full justification of the
scientific results obtained. Given that the shopping center project is complex and costly to
implement from a financial and market point of view, the developer must set up a well-
founded and informed process of planning and implementing the shopping center project. The
above process should cover the blocks of research, planning, positioning and brand marketing.
We emphasize that the selected blocks are equivalent, and the work within the process should
be carried out in a clear sequence, which is highlighted above. As a result, the result is
ensured at a high level of quality, on time and within the framework of the allocated amount
of funding.

At the same time, practice shows that in rare cases, developers ignored or
oversimplified the planning stage of the mall project in terms of its positioning and the
concept of value proposition for the target audience. This was often motivated by a lack of
time, an unreasonably high level of costs for project planning and research, a lack of
understanding on the part of the developer's or investor's management of the benefits of the
planning and research stage for the future successful launch of the shopping center on the
market, and the investor's and developer's motivation to excessively save on the cost of the
shopping center project. This, in turn, leads to a lack of adequate research of the target
audience of the mall, the study of consumer behavior, analysis of the expected level of
attendance of the mall and the matrix of tenants, development of the design of the mall.

The complex of the above-mentioned studies is necessary for the creation of high-
quality positioning of the shopping mall brand. In turn, the lack of a preparatory analytical
stage leads to a weak and poor implementation of the mall's brand positioning strategy. As a
result, the weight of weakly functioning malls on the market is growing, which is especially
aggravated in periods of crisis. It is worth emphasizing the importance of taking into account
aspects from the point of view of stakeholders - first of all, the target audience of the shopping
center.

the socio-cultural and socio-psychological portrait of the target audience within the
framework of the task of successful planning and implementation of the shopping center
brand positioning. As a result, the achievement of maximum results in the formulation and
implementation of shopping center positioning is ensured.

Within the framework of socio-cultural and socio-psychological profiling, a number of
criteria are distinguished, namely:

— Income level;

— Social status;

— Lifestyle;

— Likes and dislikes;

— Personal characteristics;

— Level of conservatism;

— Level of innovation;

— Propensity to adopt new technologies;

— Price elasticity.
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A psychographic map is formed around the above-mentioned characteristics and a
portrait of the target audience is drawn up. These tools are used further in the analysis and
planning of the shopping center brand positioning.

It is important that the portrait of the target audience defines and examines the entire
range of characteristics of the shopping center's value proposition - namely, tangible and
intangible features, rational and emotional drivers, functional and perceptual features of the
value proposition.

Brand positioning should be based on a number of tangible and intangible features that
resonate with the target audience. These above-mentioned features should fit into the
appropriate structure. In particular, in the work [12, c. 80] single out a number of features,
which should consist of a proposal for positioning the shopping center brand (Table 1).

Table 1 — Material and non-material characteristics affecting the positioning of the
shopping mall brand

Sign | Comment
General features of brand positioning
Price segment Premium, Deluxe , Affordable , etc
Geographical location Megapolis , Regional center , Small town
terroir Local , International
Location City center , Sleepy district , Suburbs
Service level Basic service , Customer-centric service , Personal service ,
Premium service , etc

Level of reliability Reliable , Durable
Attractiveness level Aesthetic , Youthful , Elegant

Specific signs of brand positioning

The profile of the shopping | Narrow-profile, Wide- profile
center

A mix of shopping mall Mono- category mall , Multi- category mall
product categories

A mix of brands present in | International brands , Local brands
the mall

A mix of formats of shop Large shops , Medium shops , Small shops
premises

A mix of sales and service | Offline store , Online store ( with implementation of the service
channels in shopping malls | at the final stage in an offline location );

A mix of entertainment Omni- channel store
destinations in the mall

Source: based on [13]; own analysis

Research and consulting company GfK collects respondents' data in the areas of
lifestyle, consumption characteristics, brand preferences and value orientations. Accordingly,
based on data from regular research, the company has formed a number of consumer types
within the framework of the GfK map Roper [14]. The above-mentioned analytical tool is a
complex of life orientations that reflect worldviews, life preferences, preferences in
purchasing.

42




. . . ISSN 2522-9087  (Print)
MapkeTusr i mudpoBi TEXHOJIOTIT Tom 7, Ne 3, 2023 ISSN 2523-434X (Online)

It is necessary to emphasize that GfK Roper are relevant for all groups of consumers,
regardless of country of residence, age, social status. GfK consumer styles in general detail
Roper is presented in the Table 2.

Table 2 —Types of consumers based on psychotype according to GfK Roper

Main types of psychotype Comment

Adventurous Motivated by passion and lust

Demanding Balance responsibilities, duties, own interests and
pleasure

Critical They strive for self- realization and stability in life

Dreamy They want that achieve happiness

Rational and realistic They emphasize work and responsibility

established They focus he achieving peace and harmony

Established materialistic They seek material security and stability in life

Broad views They are looking for a balance between self-
realization, social responsibility and satisfaction of
their own needs

Source: materials GfK Roper [14]; own analysis.

In terms of functional and perceptual features of the value proposition, we will
highlight the following steps of forming the positioning of the shopping center brand:

1. Creating an exciting atmosphere inside the shopping center that immerses the visitor
in a new reality;

2. Creating a sensual atmosphere with the help of aromatic and musical background
accompaniment;

3. Appropriate design of the shopping center, which makes it impossible for the visitor
to feel bored or tired;

4. Easy search for the desired department in the shopping mall;

5. Maintenance of a high level of sanitary conditions and air conditioning / heating of
shopping center premises;

6. Provision of high-quality mobile communication and high-speed Internet
connection in the shopping center;

7. Creating a shopping center service that meets the expectations of the target
audience;

8. Ensuring an appropriate level of flexibility in the work and service of the shopping
center;

9. Formation of an affordable premium service — even for a non-premium segment of
the target audience;

10. Providing visitors with an impression of an individual approach in the service.

In order to ensure the highest level of visitor satisfaction, it is necessary to provide an
effective digitalized system for monitoring the level of satisfaction with the shopping center
experience and collecting feedback.

This can be ensured due to a multi-channel digital system that collects visitors'
answers to short questions received on its digital devices, in the shopping center application,
as well as on interactive panels at the entrance and exit of the shopping center. The collected
feedback can be used both in real time during the visitor's stay in the mall, and for prospective
improvement of the client's experience in the mall.
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We note the importance of adequate positioning of the shopping center brand in the
changing market conditions. In particular, in the context of the development of online trade
and service channels, as well as the growing importance of younger visitors in the structure of
the target audience of modern malls. Due to this, the need to clearly define the positioning of
the shopping center brand is becoming more acute. Let's pay attention to the fact that a full
understanding of the positioning of the shopping mall brand requires an understanding of the
segment in which the shopping mall operates and various problems faced by the target
audience. In this context, a number of drivers have significant weight:

— determining the positioning of the mall as primarily a place for shopping or a place
for entertainment;

— assessment of the behavior of various consumer segments and target audiences
depending on their socio-cultural and socio-psychological profile;

— macro-, meso-, and micro-level trends on the overall work of the trade and
entertainment industry and individual malls;

— the impact of digitalization on the positioning of the shopping center brand and its
operation in the short- and long-term time horizon.

Based on the concept of a functional or recreational visit to a shopping center, it is
necessary to consider purchasing behavior in the context of the entire process from initial
interest to the purchase of a product or service. Decisions to purchase a product or service are
often thought to consist of rational, purposeful steps in which consumers make optimal use of
all available channels and ultimately choose the option that offers the best value for money.

In this context, modern technological changes are also taken into account, in
particular, the digitalization of trade, which is manifested in the formation of the so-called
omni-channel sales and service model. However, it is worth noting that often the decision to
buy does not have a purely rational basis on the part of the consumer.

Thus, the modern positioning of shopping malls is on the border between the approach
of functional shopping mall visits and purposeful decision-making to purchase a product or
service, as well as an approach based on the visitor's experience. In addition, it reflects such a
state of development of the field of trade and entertainment services, when the main market
force shifts to the side of the visitor (consumer), and not the mall due to a change in the
market situation, saturation of supply.

Within the framework of this concept, the analytical and consulting company GfK has
formed an approach that covers approaches both by types of organization of shopping malls
and consumer expectations. Special attention should be paid to the fact that the less a certain
concept is oriented towards a clear market position, the lower its competitiveness.
Accordingly, it is unpromising to take an uncertain, poorly defined position on the market,
which is reflected in the unclear positioning of the shopping center brand.

The above-mentioned concept for forming the positioning of the shopping center
brand, based on the functional and emotional motivations for making a purchase decision, is
shown in Figure 1.
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Figure 1 — A map of the shopping mall's brand positioning, based on the motivations
for making a purchase decision
Source: GfK materials [15]; own analysis

Functional and emotional motivations are placed on a kind of positioning map, based
on the motivations for making a decision. Motivations of various types are grouped according
to the degree of accessibility and premiumness , functionality and uniqueness, and in this way
the corresponding direction of positioning of the shopping mall brand is crystallized. This
approach clearly presents the shopping center's value proposition and demonstrates its place
within the market.

Accordingly, in order to ensure adequate implementation of the positioning of the
shopping center brand, it is necessary to coordinate it with the characteristics of the target
audience. In particular, these features are manifested in expectations and behavioral patterns ,
which, along with socio-demographic characteristics, have a significant impact on the features
of consumer behavior. It is possible to characterize the expectations and consumer behavior of
the relevant group of the target audience with the help of consumer values. We note that it is
important to take into account these life orientations not only in the general concept of the
positioning of the shopping center brand, but also in the framework of the service model, the
formulation of the media mix , the choice of online and offline channels of interaction with
the consumer as part of his experience in the shopping center. Interesting in this context are
the results of a study of the preferences of young people as a segment of the target audience of
shopping malls. So the results of the GfK study Young Shopper Study [16] indicate that young
buyers need an offline shopping center channel. The results of the above study are presented
in Figure 2.
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plan to continue to buy offline in the future
at the same level (or more)

do not buy online due to the high cost of delivery
of the purchased product

do not buy online due to the lack of physical
contact with the product

buy in online stores only if they have
an offline platform

believe that the presence of an offline store
is a significant advantage for an online store

Figure 2 — Results of a survey of the young segment of the mall's target audience in
the context of their purchasing behavior and motivations to buy in offline channels
Source: GfK materials Young Shopper Study [16]; own analysis.

A significant share of respondents (74%) in the study of young people and their
purchasing behavior indicates that they prefer to continue to buy offline in the future - as
before. More than a third of respondents (38%) say that they are ready to buy in an online
store only if it has an offline store. Two out of five young respondents (41%) say that they do
not buy online because they are unable to physically contact the product, which is instead
available in an offline channel. A significant share of respondents (43%) also singles out an
additional reason not to buy online — namely, too high costs for delivery of purchased goods.

Accordingly, in order to identify influencing factors on the formation of brand
positioning strategies in the field of trade and entertainment services, we conducted a survey
of experts of the trade and entertainment market of Ukraine. The survey was carried out by
the method of in-depth interviews with the help of a telephone conversation or a face-to-face
meeting. Respondents were selected based on the criterion of belonging to one of the selected
expert groups, namely, functional managers of shopping malls, experts of development
companies, investment analysts, experts of marketing agencies and consulting companies. The
sample consisted of 27 experts, distributed as follows: 33% - functional managers of shopping
malls; 26% - investment analysts; 22% - experts of marketing agencies and consulting
companies; 22% are experts of development companies. The composition of the respondents
IS presented in Figure 3.
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O functional managers of shopping malls

m experts of development companies

Dinvestment analysts

mexperts of marketing agencies and
consulting companies

Figure 3 — The structure of the surveyed experts of the market of trade and
entertainment services by field of employment
Source: survey results of industry experts; own analysis.

During in-depth interviews, selected experts named a number of factors influencing
the formation of brand positioning strategies in the field of trade and entertainment services.
Having applied the methods of analysis and synthesis, we identified the following groups of
factors based on the survey data:

1. Convenience shopping center;

2. The presence of price and non-price promotions in shopping malls;

3. Experience of making purchases in shopping malls;

4. Perception of the shopping mall atmosphere;

5. Quality of real estate management;

6. Availability of entertainment in the mall.

The results of the survey of industry experts in terms of factors influencing the
positioning of the shopping center brand are summarized and presented in Figure 4. The
above-mentioned groups of factors influencing the positioning of the shopping mall brand can
be divided into functional and emotional drivers, also the results of experts reflect the current
trend of the retail and entertainment real estate market to change the business model in the
context of combining shopping and entertainment components with a focus on visitor
experience.
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Figure 4 — Factors influencing the positioning of the shopping center brand,
highlighted by industry experts
Source: survey results of industry experts; own analysis.

As we can see, the formation of a business model in the context of choosing a
combination of channels has a significant impact on the positioning of the shopping mall
brand. So currently, the concept of multi-channel is actively developing, namely the
combination of online and offline sales and service channels within the value proposition of
shopping centers. As more and more visitors in the structure of the shopping center's target
audience begin to actively use online shopping and service channels, it becomes increasingly
important for them to have multi-channel capabilities in the shopping center. Thus, shopping
center visitors can use various advantages offered by both offline and online channels. For
example, a shopping center visitor can first research a product or service on the Internet, agree
on a demonstration of the product in an offline store, after a successful demonstration and
answering questions from the seller-consultant, purchase a product in an online store, after
purchase pick up the product in the nearest shopping center.

Accordingly, against the background of intensifying competition and growing
consumer expectations, malls are increasingly implementing a multi-channel strategy within
their positioning, which is focused on quick ordering of goods on the Internet and receiving
the goods in the nearest or most convenient offline store (so-called Click & Collect).
Accordingly, both offline and online sales and service channels are involved.

One of the advantages of the above-mentioned service strategy within the framework
of the shopping center brand positioning is the strengthening of interaction with the target
audience, which is manifested in the growth of customer satisfaction and the growth of their
loyalty level, as well as an increase in the number of accompanying purchases to the main
order. Note that customers are usually better served when malls use a combination of sales
and service channels that complement each other. As a result, a unique convenient service is
created for the shopping center visitor, stimulating the growth of sales both in quantitative and
monetary terms.

In order to successfully change the business model under the influence of market and
technological trends, it is important to understand the needs and preferences of the target
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audience. The young segment of the shopping center's target audience is gaining more and
more weight. This happens under the influence of socio-economic and demographic changes
in society. Note that changes in the exogenous and endogenous environment do not lead to a
complete abandonment of the traditional way of making purchases in offline channels, in
particular, shopping centers. Instead, consumers at the current stage tend to combine online
and offline sales and service channels. In response to this, shopping malls need to develop a
multi-channel business model taking into account modern macro-, meso- and micro-level
trends. In this vein, GfK singles out a number of features that affect the specifics of the
positioning of the shopping center brand in terms of working with a younger target audience:

1. Younger consumers believe that they use the most optimal way of making a
purchase decision and making it. In particular, this segment of the target audience applies
modern methods of price monitoring, research of goods and services, communication at all
stages of sales using social network platforms;

2. Shopping malls should be integrated into the everyday life of young consumers by
delivering relevant content through digital channels. The young target audience expects a high
level of digitization and a high-quality experience of interaction with shopping centers in the
digital space;

3. The young segment of the shopping center's target audience is actively looking for
new experiences and entertainment that are at the center of their lifestyle;

4. Young consumers clearly distinguish between different shopping models, which are
focused on solving everyday tasks (for example, buying food) and on gaining experience or
entertainment;

5. The young segment of the shopping center's target audience expects greater
authenticity and personalization in communication and service; Malls should support the task
of the young target audience in their desire to achieve life balance and public image.

On the basis of changes in the preferences of the target audience and a shift in their
focus, it is necessary to improve the positioning of the brand in the market of trade and
entertainment services. This manifests itself in various areas, in particular, the emergence of
new platforms for making purchases and receiving services, growth in the quality and
availability of goods and services, changes in terms of expected added value. The above-
mentioned drivers stimulate the emergence of new concepts and formats of retail and
entertainment real estate. With this in mind, shopping malls should formulate and implement
adequate brand positioning, in particular, with the help of a number of solutions:

Solution 1. Shopping becomes a form of entertainment. Making purchases has ceased
to be a purely functional task. Instead, modern retail and entertainment real estate formats
offer additional emotional benefits in terms of stimulating inspiration and curiosity,
maintaining an ecological and ethical agenda. In response to these requests, malls provide a
digital experience for visitors, offer opportunities to visit gastronomic and cultural
establishments, and create favorable conditions for communication and social interaction.

Solution 2. Leveraging channel and solution synergies for better customer service and
experience. Modern consumers are interested in a complex integrated solution in the plane of
offline and online channels. On a practical level for the market of trade and entertainment real
estate, this is manifested in the creation of network associations of trade and entertainment
locations with a single control center.

Solution 3. Clustering and grouping of retail and entertainment real estate locations
according to the needs of the target audience.

Differentiation of shopping center concepts in the context of the aforementioned
drivers is becoming the mainstream of the work of operators of the retail and entertainment
real estate market. Clustering takes place according to geographical location, concept, various
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formats of retail and entertainment real estate. All this allows you to attract more visitors and
better satisfy their needs and expectations.

Solution 4. Strengthening of articulation in terms of positioning of the shopping center
brand. Against the background of the intensification of competition and the erosion of the
attention of the target audience, it becomes important for shopping malls to update their brand
and highlight distinctive characteristics such as exclusivity, environmental friendliness, status.
The shopping center's brand and concept should be associated with stories that resonate with
visitors and correspond to their experience and worldview.

Conclusions from this research and prospects for further developments in this
area. The results of the study showed that in response to the challenges of the exogenous and
endogenous environment of the mall, for effective brand positioning, it is necessary to
develop a strategic solution based on the data of the target audience and implement a
coordinated solution in the following blocks: clear brand positioning; a clear understanding of
the current behavior of the target audience and a clear strategy of placement in geographical
locations and network associations. In this way, an in-depth analysis of the factors of the
shopping center environment, operating on the market of Ukraine against the background of
intensifying competition, allows us to generalize their current market positions thanks to the
integration of both the observation objects themselves and the key indicators of their activity.
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Manunwok  A.Q, acnipanm kageopu mapkemunzy. 3axiOHOYKpAiHCbKUll HAYIOHATbHULL
yrigepcumem. (Tepnoninw, Yrpaina)

JocaitskeHHsI eK30TeHHUX Ta eHAoreHHuX (akTopiB BILIMBY Ha ¢opMyBaHHS cTpaTeriii
no3uionyBanus openay TPLI.

Y ecmammi oocniooceno ennue paxkmopis endozcenno2o ma exzoeennozo cepedosuwya TPL] Ha
npoyec peanizayii cmpamezii NO3UYIOHYBAHHA MA pe-No3UYIOHY8AHHA OpeHdy, a MAKoXMC IXHIO
CYMHICMb 68 YMO08aX MPAHCHOpMayii Cy4acHux puHKosux 6iOHocuH. Pozenanymo HeobXioHicmb
3ACMOCY8aHHs Y KOHYenyii mapkemuwney 0OisHec MoOeni OpeHO OUANbHOCMI ma U020 HOXIOHUX.
Buoineno xomnnexc inouxamopie Maxpo-, Me30-, MiKpO-pieHs, WO YUHAMb 6NIUE HA CYUACHUL CMAH |
NEePCReKmuUsU pO36UMK)Y PUHKY MOP2080-PO3BANCATILHUX HOCIYE Y Mexcax 1Uo2o elemenmis. Buditeno
MemOoOUYHUL nioXi0 00 ynpaeinHs no3uyionyeanuam opendy TPL], wo ckiadaemocs 3 n’smu O10KIG:
cmeopenHsi 03Hak ougpepenyiayii ma eniznasanocmi 6pendy TPL]; niosuwenus pisHs N0SIbHOCHIE
yinvosoi ayoumopii TPL]; cenepayin nidie eucoxoi axocmi, NIOMPUMKA KIIEHMCbKUX CHMOCYHKIG 3
Karouogumu epynamu cmetixkxonoepie TPL]; nocunenus kanimany 6pendy TPL]. 30iticneno onumysanns
eKcnepmis Mmop2080-po36aNCATLHO20 PUHKY YKpainu 3 memow GusasieHHs (DaKmopié Gniusy Ha
dopmysanna cmpameziti NO3UYIOHYBaAHHA OpeHdY V cghepi MOpP2080-po36adXtcaATbHUX nocaye. B ceimii
Yb020 ONUCAHO Many no3uyionyeanus opendy TPL], suxooauu 3 momusayii NpUUHAMmMA pilleHHs npo
HOKYNKY MA Y3a2aibHeHO 0COOIUBOCHI NOBECOIHKU MOI00020 ceeMeHmy Yintbosoi ayoumopii TPI]. V
pesynvmami 00CaiOHCeHHs: 3p0DNIeHO BUCHOBOK NPO Mme, W Y 8i0n06i0b HA GUKIUKU eK302eHH020 Mda
eHoozennoeo cepedosuwa TPL] 6 po3pizi no3uyionysanusa 6pendy HeobXiOHo po3pobasmu pillenHs Ha
OCHOBI OaHUX YLIb0BOI ayOoumopii ma peanizyeamu y3200%ceHe PilleHHs. 8 po3pisi OJ0Kie: 4imKo2o
NO3UYIOHYBAHHS OPEeHdY; YIMKO20 PO3YMIHHS CYYACHOI NOBEOIHKU YINb0osoi ayoumopii; uimkoi
cmpamezii po3miuerHs 8 2eo2papiuHux 1oKayiax i Mmepesicegux 06 €OHAHb.

KittouoBi cioBa: Mo3uIIiOHyBaHHS, CTPATETisA, OpEH/I, YIIPaBITiHHSA, (AKTOPHU BILIUBY.
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®OPMYBAHHSI CUCTEMU I'EHEPAIII AOJATKOBHUX NPOJAXKIB HA
IMPUHOUITAX MAPKETHHI'OBOI AHAJIITUKU

Y cmammi pozensoacmvca ¢hopmysanna cucmemu 2eHepayii 000aAmMKOBUX NPOOAXHCi6 Ha
APUHYUNAX MAapKemuHe080i aHaAmimuKky. AHAni3 niamocnpomMoN*CHO20 HONUMY, KOHKYPEHMHO20
cepeoosuya ma BUKOPUCMAHHA THCIMPYMEHMI8 MAPKemuH2080i aHANIMUKY CMaromes Ki0408UMU
eleMeHmamu po3pooKu epekmusHoi cmpamezii 30inbUieHHA NPooaxcie i 00x00i6 NIONPUEMCMS.
Hocniooicenns pisHux YUHHUKIS, WO 6NIUSAIOMb HA 3MEHULEHHS NONUMY MA PUHKIG, 00360JIA€ GUABUMU
MONCIUBOCI Ol CMBOPEHHS YIHHOCMI Ol KAIEHMI8 i 3anyYeHHs iX 00 000amKo8Ux MNOKYNOK.
3acmocyeanns mapxemuneo60i aHanimuku y GopmMy8anHi cmpamezii 000amMKOSUX NpPOOaAdKCi8
00nomMazac KOMNAHIAM PO3YMIMU NOGEOTHKY CHOJICUBAYIB, NPOSHO3VEAMU 3MIHU HA PUHKY ma
PO3poOISIMU NEPCOHANTZ068aH] NPONO3uYyil 0 30inbenHs: eumpam Kiienmie. Omoice, po32isio pPi3HUX
acnekmie opmyeanna cucmemu 2enepayii 000aAMKOBUX NPOOAdICI@ HA OCHOBI MAapKemuH2080i
AHANIMUKY MAE KAIOY08e 3HAUEHHS 015 NiOGUWEHHS KOHKYPEHMOCNPOMONCHOCMI ma OOCACHEHHS.
YCRIXY HQ PUHKY.

KitrouoBi ciioBa: MapKeTHHIOBa aHAJITHKA, 10JaTKOBI mpojaaxi, Repeat Purchase Rate, CRM,
ERP, Customer Retention Rate, Net Dollar Retention, Price premium MS, Value-to-Volume Ratio.

DOI: 10.15276/mdt.7.3.2023.4

ITocranoBka mpoOJieMu y 3arajbHOMY BHIVISAI Ta 1i 3B’S30K i3 BasKJIMBHUMH
HAYKOBHMH 4YHM NMPAKTHYHUMHU 3aBJaHHSMHM. B yMOBax arpecMBHOr0 MakpoOCepeI0BHIIA,
KJIIOYOBUMH (akTopaMu sikoro cranu covid-19 Ta BiliHa, 3HMXKEHHS IIATOCIIPOMOKHOTO
MONUTY, 3POCTAaHHS KOHKYPEHIli Ta 3MEHIIEHHS PUHKY, pallioHajdbHa IMOBEIIHKA KIIIEHTIB,
¢dopmyBaHHS e(EeKTHBHOI CHUCTEMH TeHepallii J0JaTKOBMX MpPOJaXiB CTa€ KIHOYOBUM
3aBAaHHAM Uil mignpueMctB. OMHAK, TPaJWIiNHI TIIXOMW O CTUMYJIIOBaHHS IPOJIaXiB
MOXYTh OyTH HEAOCTaTHBO €(EKTUBHUMHU y TaKUX ymMoBax. KoMmnanii miJ yac eKOHOMIYHUX
KpHU3 Ta TaHIEMiil, BiffH, KOJH 3MEHIIYETHCS TOMUT, BUKOPHUCTOBYIOTH arpeCUBHY IIIHOBY
CTpaTerilo, HaJAITh 3HAYH1 3HIKKU.

© 2023 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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Ile momomarae 3amyduTd OUIBIIE KJIIEHTIB, 30UIBIIMTH OOCSATH IMPOAAXIB, HABITh Yy
CKJIaJHUX EKOHOMIUYHMX yMoBax. Jlng mocsrHeHHS ycmixy HEOOXiJHO 3acTOCOBYBATH
MPUHIIMIIA MApKETUHIOBOI aHAJITUKH Ta BpaxoByBaTH crenudiky cydacHoro Oi3Hec-
CepeI0BUILA.

AHaJIi3 OCTaHHIX JOCTIIKeHDb i myOJikamii, B AKHX 3al104aTKOBAHO PO3B’SI3aHHS
AaHoOl Mpo0JieMH i Ha fAIKi CHUPAETbCsl aBTOP. AHaII3 MMOCTABICHOI MPOOJIEMHU CIPHSE
PO3YMIHHIO METOJUYHHUX aCIEeKTiB ()OPMYBAHHS CHCTEMH TeHepallli J0JaTKOBUX MPOJaXiB y
CKJIaJHUX YMOBax. YTPaBIIHHS CUCTEMOIO MPOJAKiB Ha MiANPHEMCTBAX, ii Pi3HI METOAMYHI,
opraHizaiiiini Ta iH(opMaIliiHI acleKTH JOCIIHKYBAJIOCh B poOOTaX TaKWX HAYKOBIIIB 1
NPaKTUKIB y Talxy3i MapKeTHHTY Ta yhpaBiiHHA Oi3HecoMm BitumsHsHHX: Jsuyn O. Ta
Pamguncekuii C.[1], [Tumumuyk B. Ta J{anaikos O. [2], Casina C. [3], 3akopaonnux: Dopson
E.[5], Smith K.[6], Chai W.[7], Sacks D. ta Ruby E. [8],Cohen J. [9], Policella G. [13], John
A. Davis.[17]. TIpore, HemoCcTaTHS KUIBKICTh BITYM3HSHHMX PO3POOOK Ta MyOJiKaIliil 11010
aHaTI3y CHUCTEMH MPOJAXiB Ta MOKA3HWKIB, YaCTKOBE BUCBITJICHHS JAaHOI MPOOJIEMATHKH, a
BIJIMOBIAHO OpaKk METOINYHOTO 3a0e3MeYeHHS 3yMOBIIOE HEOOX1/IHICTh JAHOTO JOCHIIKEHHS.

Bupinennss HeBHUpilIeHMX paHille YacTHH 3arajibHOI Npo0JeMH, KOTPHM
NPUCBAYYEThCA O3HAYeHA cTAaTTi. CKOpOUEHHS MOMHTY Ta PUHKIB MOXXE MAaTH KiTbKa
peTbHHUX TPUYHH, SKi BIUTMBAIOTH Ha CIIOKMUBAYiB Ta ixHe criokuBanHs. [langemis COVID-
19 cnpuunnmna BOO3 Ta HamioHanbHi ypsiau Maiike BCiX KpaiH CBITY BBECTH OOMEXEHHS Ta
JIOKJIAyHH 1 1€ TIPU3BEJIO 10 3MEHIICHHS MOMUTY Ha OaraTo ToBapiB Ta mociyr. Hampukian,
cdepa rorenpHOro Oi3HECY, aBialliiHa IHIYCTPis Ta pecTOpaHHUI Oi3HEC 3a3HAIU CEPHO3HOTO
BIUIMBY, OCKUIBKH Oararo Jrojeii 0OMeXyBaJld CBOI IMOJOPOXKI Ta BUTPATH Ha XapuyBaHHS.
[TosiBa HOBUX KOHKYPEHTIB Ha PUHKY a00 3MiHAa KOHKYPEHTHOI CUTYyallii MOKe MPU3BECTU 10
3MEHIICHHS TIOMUTY Ha TOBapHW Ta MOCIYrH KOMIaHii. | Ko Ha pUHKY 3'ABISETHCS HOBHNA
rpaBellb 13 AaTPaKkTUBHOIO TMPOMO3ULI€0 a00 HUXKYOK IIHOIO, CIOXKHBa4Yl MOXYTh
NEPEKIIOYUTUCH Ha HBOTO, 1 1€ MPU3BEE A0 3MEHIIICHHS MMOMMUTY HA 1HII aHAJIOT149HI TOBAPH.

3MiHAa MOJHHMX Ta CIOXHUBUMX TPEHIIB MPHU3BOAUTH [0 3MEHIICHHS IOMUTY,
HANpUKIaJ, TO0sSBa HOBOTO CTHIIIO OAATY a00 CIIOKMBYHMX TPEHMIIB JO E€KOJOTIYHO YHCTHX
IPOAYKTIB MOX€E 3MIHUTH BIIOJ0OAHHS CHOXHBAYiB 1 MPU3BECTU JIO0 3MEHIIECHHS MOMUTY Ha
TpaauLilHI TOBapH.

BiiicbkoBi Ail CYyTTEBO Ta KapAWHAIBHO BIUIMBAIOTH HA €KOHOMIYHI 3MiHH, Taki SIK
3pocTaHHs 0e3p00ITTsI, 3HKSHHS PIBHS I0XO/IB a00 MmoripiieHHs (piHaHCOBOI CTaOlILHOCTI,
BOHM IIPU3BEIIN J0 MaJiHHS HOMUTY Ha 0arato ToBapiB Ta MOCIYT, 3HUKHEHHS a00 peoKalliio
BUPOOHMYMX MignpueMcTB. CHoOKMBadl CTalOTh OLIbII OOEPEKHUMHU y CBOIX BUTpaTax Ta
3MEHUIYIOTh BUTpAaTH Ha ToBapu poskomr abo jgopori mociayru. ToMmy 3HaHHS Ta
BUKOPHUCTAHHS TNPHUHIUIIB MapKETHUHIOBOI AHAJITHUKU MOXYThb JIOMOMOITH y (OpMYyBaHHI
CHCTEMHU IeHepallii 10JaTKOBUX MPOJaKiB MiIPUEMCTBA.

dopmy/oBaHHs Uijed crarTi (MOCTaHOBKA 3aBAaHHA). MeTOl 1aHOI CTATTi €
pO3MIIA] PI3HUX AaCMHeKTIB Ta IMOKa3HUKIB (OPMYBAaHHS CHCTEMH TeHepalii J0JaTKOBUX
NpOJaXiB HAa OCHOBI MPUHIUIIB MapKETUHTOBOI AHAJIITUKM B YMOBaX arpecMBHOTO
MaKpocepe10BHILA.

Bukiag ocHoBHOro wmarepiajgy [I0C/HiIKeHHI 3 TOBHMM OOIPDYHTYBAHHSIM
OTPUMAHMX HAYKOBUX pe3yJabTarTiB. Bimomo, mo mignpuemMcTBaM  HEOOXiTHO
BUKOPHUCTOBYBATH PI3HI aHAJITUYHI JIaHl MO Mpoja)xax, MpoTe A LBOTr0 MOTPIOHO 3HATH
CBOTO KJIi€EHTa Ta HOro MOBEAIHKY, CUCTEMY OpraHi3allii Ta MexXaHi3M IIaHYBaHHS MPOJIaiB
Ha MIANPUEMCTBI.

Ha nywmky Iumaumuyka B.UII. ta [annikoBa O.B. cykymHi HaaXxo/DKEHHS BiX
CIOXKMBA4Ya TMPOJYKIIT MIAMPHUEMCTBA € HAHOUIBII Ba)KJIIMBUM aHATITHYHUM 1HIUKATOPOM
I[IHHOCTI CITO’KMBayva BIIPOIOBXK YChOTO MOTO KUTTEBOTO MUKy [2, . 295].

0. Casuy, B. lHununuyx, A. I'oniyun. @opmysanus cucmemu eenepayii 000amrosux 53
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MapketunroBa ananmituka, sk BBakae Capina C.C., crnpuse MiABUIICHHIO IIHHOCTI
TOBapiB Ta MOCIYT, a OT)KE U 30UIBIICHHIO JOXOMIB HiANPHEMCTBA, BUSBICHHS PE3EpBIB
HiABHMIICHHS PE3yJIbTaTHBHOCTI OO MisSUIBHOCTI 3 MapKkeTuHry [3] Ta, 6€3yMOBHO, MPOIAKY.
st uporo BukopuctoBytoTh CRM (Customer Relationship Management) Ta ERP cucremu,
aHAJTI3YIOTh IMOBEIIHKY KJIIEHTIB TOIIIO, 110 Y CBOIO YEPTy BILIUBAE HA OOCST MOKYIIOK.

ITo cyri, 3a BuzHaueHHsMm O. [lsuyn ta C. Pamumncekoro CRM € «ctpateriero
YIpaBIIHHS B3a€MOBITHOCMHAMU 3 KiieHTaMu» [1], a Ha mymky 3apyOixHoro ¢axisis Chai
W. CRM € BKkpail BaXIMBUM MiAXOJOM Ta HPOTPAMHUM pIOICHHSM JO OLIHKH
PE3YIBTATUBHOCTI IMPOIECIB YIPABIIHHAM MPOJAXKEM Ha MIAIPHUEMCTBI. 3 BUKOPHCTAHHSIM
CRM cucremu 101aTKOBO 30MparOTh Taky iH(GOpMalilo Mpo KIIEHTIB, K iH(opMaris mpo
iXHl TomepeAHi TMOKYIKH, IOMEepeHl 3aluTH, BIATYKA Ta PEUTUHTH, IO J03BOJISE
HiANPUEMCTBY aHANi3yBaTH Il JaHI Ta BHKOPHCTOBYBATH IX JUIS TOKPAILICHHS IPOLECIB
npogaxy [7].

Hanpuknan, nianpueMcTBo Moke BukopuctoByBatd CRM cucremy aisi BUBHAUCHHS
HaNO1IbII MPUOYTKOBHUX KIIIEHTIB Ta IXHIX MOTPeO, 10 JO3BOJIIE HANAIITYBATH CBOI MIPOLIECH
MPOJAXKyY 3 METOIO 30UIbIIEHHS MPUOYTKY Bix 1uX KiieHTiB. CRM 11e Takok 1 aBTOMAaTH3AIIIs
MapKETHHTY, MPOJaXiB, poOOYUX MPOIIECiB, TEXHOJIOTII reoIoKallii, aHaliTHKa Ta iH.

upoxko 3acrocoBytotbest ERP (Enterprise Resourse Planning) cucremu y miianyBaHH1
MPOJaXiB, SKI BU3HAYAIOThH IIAHOBI 00CATHM BHUPOOHUIITBA TOTOBOI MPOAYKIIi, BPaXOBYIOUH
HasBHI 3amacH, IUIaHW TPOJAXIB, CTPAaXxOBI BUPOOHMYI Ta CE30HHI 3amach, a TaKOX
3aTBEPKCHI BUPOOHMYI 3aMOBJICHHS JIJIsI Pi3HHUX MPoaykToBHX rpyi [11].

Cuctremu ERP nomomararoTh BHOPSIKYBaTH MPOIEC BHPOOHHIITBA, YIPABIiHHSI
3aracaMu Ta JIOTICTHUKOIO, IO JIO3BOJISIE 3MEHIIUTH 4Yac, HEOOXITHHUM [Uisi BUPOOHMIITBA Ta
JIOCTaBKH MPOJIYKIIii 10 KIIEHTIB, @ OT’KE MPU3BOAMTS JI0 MIBUANIOTO pEaryBaHHs Ha MOTHT Ha
PUHKY Ta MOXJIMBOCTI 3A1MCHUTH JOJATKOBI MPOJAXi, OCKUIBKM MiANPHEMCTBO 3MOXKE
3aJI0BOJIBHUTH MTOTPEOU KITIEHTIB BYaCHO Ta €(hEKTUBHO.

Takoxx ERP no3Bosisie oTpuMatu I0OCTyn 10 1HTETpoBaHOI 0a3u NaHUX KIIIEHTIB, IO
JIO3BOJISIE  TIOKPAIUTH B3AaEMOMAII0 3 HHUMH. Tak, WIANPHEMCTBO MOXKE HaJaBaTH
NepCOHANI30BaHe OOCIyrOBYBAaHHS, BpPaxOBYIOUM TIONEpPEAHI IOKYNKM Ta BHOAOOAHHS
KJIIEHTIB, 110 Y CBOIO Yepry Beae A0 NiABUIIEHHSA JOAJbHOCTI Ta CTUMYJIIOBaTH [0
JIOJaTKOBUX TMOKYyMoK. OkpiM 1nporo, ¥ HairomoBHime, ERP cuctema namae kommanii
MO>KJIMBICTh aHAJII3yBaTH JlaHl MO Tpoja)xam, KiIi€eHTaMm Ta puHkam. Lle mo3Bosisie komrmaHii
OTpUMATH OUIBII INIMOOKE PO3YMIHHS CBOIX LIBOBUX TpPYIl, CHOXHBALBKUX TEHJEHIH Ta
e(DeKTUBHOCTI MapKETUHTOBUX KaMIlaHid. 3a JOMOMOTOI0 HUX JaHUX KOMIIaHIsi MOXe
BIIPOB/KYBATH OUIBII HAIUIEHUH Ta epeKTUBHUIM MAapKETHHTOBUH MiJXiJl, 3aJlydaTH HOBUX
KJIIEHTIB Ta 301IBIIYBATH JOJIATKOBI MPOJaXi.

3a nganuMu ykpaiHcbkoi IT-xkommanii «BukopucranHss CRM Tta ERP no3Bonse
30UIbIIMTH O0CsATH TpoAaxiB Ha 60%, MIABUILMTU OXOIUIEHHS ILIOBOI aylWUTOpIii MOHa]
400%, mokpalleHHsI KOHTPOJIIO 3a eTanamu nporecy npoaaxisy» [11]. Takox imMmiaemMeHTaris
4yaT-00TIB Yy MPOrpaMHi PILIEHHs HaJla€ MOKJIMBICTh B3a€MOIIT 3 KIIIEHTAMU 0€3110CePETHBO 3
MECEeH/Kepa, 3/A1MCHIOBAaTH A3BIHKM a00 HAJCWUJIATH MOBIJIOMIICHHS, aHANI3yBaTH MPOJaXIi,
NEeperyisiiaTd CTaTUCTUKY LIOJ0 MOTEHLIMHMX KIIEHTIB, MpU3HAYaTH 3YyCTpiul Ta Oararto
1HIIOTO.

[Ipore, icHye nymKa cnerianicTiB, 0 BUKOpUcTaHHS KoMOiHalii cucteM ERP+CRM e
¢iHaHCOBO OOIPYHTOBAHMM JIMIIIE [T BEIMKHUX KOMIIaHiil. ¥ manomMy 6i3Heci B YKpaiHi yacTo
o0uparoTh oAHYy 3 HUX. [Ipy IbOMY BpaxoBYIOTh, SIKa 3 CHCTEM Kpallle 3aJ0BOJBHSE MOTpeOn
KOHKPETHOT'O MiANPHEMCTBA.
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Haiikpamumu ERP cucremamu 3a geskumu mxepenamu Ha 2023 pik €: Microsoft
Dynamics 365, Oracle NetSuite, SAP S/AHANA, Salesforce, Acumatica, Infor CloudSuite,
Epicor ERP, Sage X3, IFS Applications, Odoo [4].

A maiikpammmvu CRM cucremamu s npogax Ha 2023 pik BBakaroTecs: Salesforce
CRM, HubSpot CRM, Freshsales, Zoho CRM, Salesflare, Pipedrive, Worksection,
SalesDrive, Microsoft Dynamics CRM [12].

[Ilo6 makcuMi3yBaTH YCIIX MPOJAAXIB MiAMPUEMCTBA, BaXJIHBO 30CEPEIUTHCH Ha
KO>)KHOMY €JIEeMEHTI ()opMyiH MOTEHIIHHUX npoaxis (1):

P = Q (quantity of focus consumers) X F (frequency of consumption) X
C (average check), 1)

ne P — moTeHmiitHi mpomaxi;

Q — KiIBKICTh OKYCHHX KITIEHTIB;

F — gacToTa CIOXKMBaHHS;

C — cepenHiii yek.

30UThIIICHHS] KITBKOCTI HOBHX KITI€HTIB € BOKIUBUM JUISI POCTY OyAb-sIKOTO Oi3HECY.
Bcix kJ1i€eHTIB MiANPUEMCTBA MOKHA MOIIJTUTH HA Taki TPYIIH:

1) HOBI KJII€HTH, SIKi BUXOJATH BIEPIIE HA PHHOK;
2) KJII€EHTH KOHKYPEHTIB;
3) ICHYFOUI KJTI€HTH.

CTOCOBHO mepIIoi TPymu KIIIEHTIB MOTpiOEH momyK 1 momoBaHHS. lle MoxHa
3nificHIoBaTH uepe3 pi3Hi kaHamu: Google Ads mo mpomoHye MeTy "3alydeHHS HOBHX
KIII€HTIB", ¢piraHc-mIaTGopMu, OrOJIOIICHHS, X0JIOAHI A3BIHKU. J[JIg MOIFOBaHHS Ha HOBUX
KIIIEHTIB BUKOPUCTOBYIOTH Takoxk LinkedIn nuisxom miakiroueHHs 10 MOTEHIIHHUX KIIE€HTIB,
NpUEIHAHHS IO TPYI, CIEMialli30BaHUX Yy KOHKPETHIM ramysi, myOuikamii BiIOBiTHOTO
KOHTEHTY, IHTEpPHET Ta pedepanbHuil MApKETUHT, BUCTABKH, KOH(QEPEHLIT TOILO.

Takox BHUKOPUCTOBYIOTH OCOOJMBI CIIEHApil MepIIoi MOKYNKH, SKi BiAPI3HAIOTHCS
3aJIeKHO BiJ O13HEC-MOJIeI KOMITaHil Ta MPOAYKTY a0o MOCIYTH, Ky BOHU MPONOHYOTh. Lle
Moke OyTu npoOHMI mepio abo Oe3KOmTOBHA CHpoda TOBapy/NMOCIYrH, 3HUXKKU Ta
POMOKO/M, TIEPCOHANIbHI MPOTO3UIIT 1151 HOBOT'O KJIIEHTA, Pi3HI MPOrpaMu JIOSIIBHOCTI.

Haiibinpin ckinagHOIO 3a/1a4er0 BBAXKA€TbCSA 3aJyYEHHS KIIE€HTIB KOHKYpEHTiB. TyT
IPOMNOHYIOTh OCOOJMBI YMOBHM Ta KOMYHIKallii 3 Kii€HTaMu. {1 1IbOro BHKOPHCTOBYIOTH,
HaIMpUKIIA] TaKWi aHATITUYHHN 1HCTPYMEHT SK KaHBa I[IHHICHOI MPOMO3UIlii, € IIHHICHY
IPOMO3HULIII0 BU3HAYAIOTh 32 GOPMYIIOL0 (2):

IinnicHa npono3uuis = [Ipobnema + Pimenns=IIpoaykr (2

Inakme kaxyuu, sIKIIO MpobiaemMa iCHye 1 Ball MPOAYKT ii BUpIIIye, 1€ O3HaYae, 10 Y
BacC € LIHHICHA IPOMO3UIIiS.

IcHyrOUMX KIIIEHTIB MIANPUEMCTBA TAKOXX CETMEHTYIOTb, MO-TIEpIIe, 3a METOAMKOIO
RFM-ananizy, mapamerpamMu MOJEN SKOI € JaBHICTh, 4acToTa, Tporr. Bcix Kii€eHTIB
MOAUISIOTH IO JIaBHOCTI 3aMoBiIeHHS (1 - JaBHI KIIEHTH, 2 - BIAHOCHO HEJaBHI, 3 - HEIaBHI
KJIIEHTH), 32 YaCTOTOIO MOKYMOK (1 - OIMHWYHI 3aMOBJEHHS, AYXE 3piAKa, 2 - KYyNyKTh
HEYacTo, 3 - KYIYIOTh YacTO) Ta 3a CyMOIO MOKYyNoK (1- He3HayHi cymMH MOKYIOK, 2 -
cepenHiil piBeHb, 3 - BeNMKa cyMa IMOKYNOK). B pe3ynbraTi aHamizy BUIUISIOTH 3 TpynH
KJIIEHTIB: «IKI BIIXOJATHY», «CIUIAYL», «IMOCTiHI». IcHyroTh pi3Hi Bapianii RFM-anani3y,
OJIHAK 3arajJlbHAM NPHUHIMI, SKHA TYT MOXHA 3aCTOCYBATH: MH 30CEpPEIKYEMOCS Ha
30epekeHHI HAIIMX HAWKpaluX KIIE€HTIB, HAMaraeMocs MiABUIIMTHA pIBEHb CEPEIHIX

0. Casuy, B. lHununuyx, A. I'oniyun. @opmysanus cucmemu eenepayii 000amrosux 55
npooaicieé Ha NPUHYUNAX MAPKEMUH2080i AHANTMUKU



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

KJIIEHTIB, TIEPEBOJIIYM iX B KATETOPil0 HAMKpAIIHMX, 1 aKTHBHO MPAIIOEMO HaJl MOBEPHEHHSM
KJIIEHTIB, SIKI BTPAaTHJIU iHTEpeC.

Jlist iCHYFOUHX KIIIEHTIB 3aCTOCOBYEMO MMOKA3HUK aKTHBHUX Ta HOBHX Kii€HTIB (3, 4),
yacToTu noBTOpHUX MOKynok (RPR) (5), a takox 36epexxenns wiieHtiB (CRR), BimToky
kiientiB (CR), Brpatu kmientiB (LR):

. . tit ti lient.
Active clients (%) = Quantity of active clients 3)

Total clients' base !

ne active clients — akTUBHI KJIi€HTH;

quantity of active clients - xijbKiCTh aKTUBHUX KJIIEHTIB;

total clients™ base - 3aranbna kiieHTCHKA Oa3a.

AKTHBHI KII€HTH — L€ TEBHA Tpyna CHOXHBauiB, SKI MalOTh BUCOKHUH piBEHb
B3aeMO/Iii 3 OpeH1I0M 260 KOMITaHI€Ho.

Quantity of new clients (4)
Total (active)clients' base’

New clients (%) =

ne new clients — HOB1 KITi€eHTH;

quantity of active clients - KiJIbKiCTh HOBHX KJTI€HTIB,;

total clients’ base - 3aranpHa KiieHTChKa 0asa.

HoBi kiieHTH — 1€ TIEBHA TPyIa CIIOKWBAYiB, K TUIBKH 3MIHCHUIIN TEPITY MOKYIKY
Ta HEe MalOTh JIOBFOCTPOKOBOI B3aEMO/IIT 3 OpeH1I0M 200 KOMITaHI€l0.

RPR (Repeat Purchase Rate) — 1ie moka3HUK 4aCTOTH MIOBTOPHUX MOKYIOK (5):

The quantity of clients which bought more than once within the T-period

RPR (%) = x 100%, (5)

Total quantity of clients T-period

ne the quantity of clients which bought more than once within the T-period — kinbKicTb
KJIIEHTIB, SIK1 KYNTWAJIU OUTbIle HIXK 1 pa3 3a KOHKpETHUM Mepioj Jacy;

total quantity of clients T-period — 3aranbHa KibKiCTh KJIIEHTIB 32 KOHKPETHHN TIEPiO
qacy.

[Toka3uuk yacToTn MOBTOpHHUX MOKYNoK (RPR) Bkasye Ha Te, sikuii BiICOTOK KITi€HTIB
MOBTOPHO KYMNYIOTh MPOJIYKTH a0O0 MOCIYrM KOHKPETHOro MiAnpHeMcTBa BiH BHMIpIOE,
HAaCKUIbKM e(eKTUBHO Oi3Hec 30epirae Ta yTpUMYe CBOiX KIIIE€HTIB.

Bucokuii MOKa3HUK YacTOTH TOBTOPHHUX IIOKYIIOK CBIMYUTH PO Te, MO0 Oarato
KIIIEHTIB TPOJOBXKYIOTh 3/IMCHIOBATH TMOKYNKH 1 1€ MOXE OyTH O3HAKOKI 3aJ0BOJICHOCTI
KJIIEHTIB TOBAPOM/IIOCIIYTOI0, €PEKTUBHOCTI MIPOrpaM JIOSUIbHOCTI, 800 CHJIbBHUM OpEHIIOM Ta
OpeHIUHTOM.

Hu3zpkuii moKa3HUK 9acTOTH MOBTOPHUX MOKYITOK MOKE BKa3yBaTH Ha Te, IO KIIEHTH
HE 3HAaXOJATh JOCTaTHbOI IIIHHOCTI B NPOAYKTAaX/MOCIyrax MiJIpUEMCTBA Ta MOXYThb
nepelT 10 KOHKYpeHTIB. | me cBiquuTh Npo HeepeKTHBHICTb MApKETUHIOBHX CTpAaTerii,
NOraHy SIKICTb TOBapy/MOCIYTH, HEIOCTaTHE MPUAUICHHS yBaru 10 NOTped 1 OYiKyBaHb
KJTIEHTIB.

PexomenoBane ¢axiBLsIMU 3HAYEHHS LIOTO MOKa3HUKa >60%.

CRR (Customer Retention Rate) — koediriieHT 30epekeHHS KIII€HTIB BU3HAYAETHCS (6):

Quantity of clients at the end of period—

New clients for the period
CRR (%) = —— e — % 100%, (6)
Quantity of clients at the begining of period
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ne quantity of clients at the end of period — kinbkicTh KJIi€HTIB Ha KiHEIb TEPIOLY; AKi
Kymid Outbie HiXK 1 pas 3a KOHKpETHUH mepioJ acy;

new clients for the period — HoBi KiieHTH 32 TIEPIOL;

quantity of clients at the end of period — kinbKicTh KJII€HTIB Ha KiHEIlb TEPIOAY.

Ile#t moka3HUK JO3BOJISIE BU3HAYUTH Ha BIJICOTOK KIIEHTIB, SIKi 3aJIMIIAIOTHCSA 3
HiANPHEMCTBOM TPOTATOM MEBHOTO MEpioAy yacy Ta e(pEeKTUBHICTH A MO yTPUMAHHIO 1
30epeKEHHIO CBOIX ICHYIOUUX KJIIEHTIB.

Bucoke 3HayeHHs KoedilieHTa € pe3yJabTaTOM BHCOKOI SKOCTI TOBapiB/MOCIYT,
BIJIMIHHOTO OOCTyroByBaHHs, MPOTpaM JIOSUIBHOCTI Ta TIEPCOHATI30BAaHUX IIJIXOJIB O
KOMYHIKAIIi1 3 KIII€EHTaMH.

Bucoke 3HaueHHs KoeQili€eHTa CBITYUTH PO MPOOJEMH, 3 SKHUMH CTHKAEThCS
HiIPUEMCTBO IIOAO 3aJ0BOJICHHS IMOTPeO CBOIX KIIEHTIB, HANPUKIAA, CTOCOBHO SIKOCTI
TOBApPiB/TIOCIYT, HEAOCTATHHOTO OOCIYrOBYBaHHS, KOHKYPEHTHHX IPOIMO3MINNM BiJ IHIIHMX
KOMITaHii a00 He3aJOBUILHOI KOMYHIKAI] 3 KITIEHTaMH.

PexoMenoBane cnemiaicraMy 3Ha4eHHs IbOro mmokasuuka >100%.

CR (Churn Rate) — xoedillieHT BiITOKY KJII€HTIB BU3Ha4aeThes (7):

__ The quantity of gone clients
~ Total quantity of clients

CR

x 100%, 7

ae churn rate - koe(illieHT BiATOKY KIIEHTI;

the quantity of gone clients — kibKicTh KJTI€HTIB, SKi MUY,
total quantity of clients — 3aranpHa KiTbKiCTh KITI€HTIB.

Lost Rate (LR) — koediuieHT BTpaTH KiieHTiB (8):

The quantity of clients at the begining of period —
uantity of clients at the end of period
LR = —dquantity of ct Lo/ p — % 100%, (8)
The quantity of clients at the begining of period

ne lost rate - koedilieHT BIATOKY KIIEHTI;

the quantity of clients at the beginning of period — kinbKiCTh KJTi€HTIB Ha MOYATOK
nepioxy;

the quantity of clients at the beginning of period — kinbKiCTh KJTi€HTIB Ha MOYATOK
nepiozy.

Churn Rate (CR) i Lost Rate (LR) — e sBa pi3Hi MOKa3HUKH, SIKi MMOB'sI3aHi i3 BTPATOIO
KJIIEHTIB, ajleé BOHU BUKOPUCTOBYIOTHCS I BUMIPIOBAHHSI PI3HUX aCIEKTIB IIbOTO MPOLECY.

Churn Rate (CR) Bka3ye Ha BIiJICOTOK KJ€HTIB, SKi MPHUITHHHWIA CIIBIpAIo abo
NPUIIMHWIA  BUKOPUCTOBYBATUCS TOBApOM/TIOCIYTOK TIIMPUEMCTBA TPOTATOM TIEBHOTO
nepiony 4acy. BiH mokaszye 3arajqbHy KUIBKICTb KJI€HTIB, SIKy BTPATHJIO MiANPHEMCTBO
BIJIHOCHO 3arajlbHOi KUIBKOCTI KJIIEHTIB Yy BIJICOTKOBOMY BimHOIIEHHI. [leil moka3Huk nae
3arajibHy KapTHHY IpO MaclTaOu BTpaTH KIIEHTIB 1 BHMKOPUCTOBYETHCS MJIS OLIHKU
3araJbHOTO 3JI0pOB's Oi3Hecy KommaHii [5].

3 inmoro 6oky mokasHuk Lost Rate (LR) Bka3zye Ha BiICOTOK KJII€HTIB, SIKI 3aJIAIIIIN
KOMITaHIl0 BHACTIIOK KOHKPETHUX NMPHYUH, HAMPUKIIAI, TAaKUX SIK HE3aJ0BOJICHICTh, TIOTaHE
00CIIyroByBaHHS, HEJOCTATHS SKICTb TOBapy/mociyru abo iHmi npuuuHu. Lleit moxaszHuk
(boKyCcyeThbCSl Ha BUMIPIOBAaHHI BTPATH KIIIEHTIB 4epe3 MEBHI NMPUYMHU 1 MOXKE JTOMOMOITH
3pO3YyMITH, SIKi aCHIeKTH Oi3Hecy, MpoJjak NOTPeOyI0Th yBaru i 30epexeHHs KII€HTIB.

PexomennoBane 3HaueHHs noka3zHukis CR ta LR <20%.

Jlyis 30inbIIeHHS KITBKOCTI KJi€HTIB Q MOTPIOHO 301MbIIYBaTH YacTOTy MOKYIOK
kiieHtTamu (PF), 30inbIIyBaTé JOSUTBHICT Ta «4YAacTKy TaMaHLss», TOOTO CTUMYIIOBATH

0. Casuy, B. lHununuyx, A. I'oniyun. @opmysanus cucmemu eenepayii 000amrosux 57
npooaicieé Ha NPUHYUNAX MAPKEMUH2080i AHANTMUKU



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

KylyBaTH BCe L0 HEOOXIJHO came y Hac, a He y KOHKypeHTa. I[IpakTHka mokasye, IO
30inbmeHast CRR Ha 5% npu3BoauTh 10 25% 301IbIIEHHS IPOIAXKIB.
Purchase Frequency (PF) — gacrora nokymoxk (9):

Transaction (purchase) quantity at T—period
PF = C ) x 100% , (9)

Quantity of unique clients

ne PF — qactora mokymnox;

transaction (purchase) quantity at T-period — kinbkicTh TpaH3axiiii 3a T-miepio;

quantity of unique clients — kinbkicTh yHIKaIbHHUX KITI€HTIB.

Yacrora mokymnok (PF) — 1ie moka3HuK, KU MOKa3ye CEPEIHIO KUIbKICTh pa3iB, KOJIU
KJIIEHT pOOUTH MOKYIKY MPOTSATOM BCTAHOBJICHOTO MEPiOAy Yacy (THXKIEHb, MICSIb abo pIK).
PF Mo’xHa BUKOPUCTOBYBATH PI3HUMH CIIOCOOAMH, 3MIHIOIOYH YaCOBI PAMKH, MPOTE BAXKIIMBO
BKITIOYHUTH «yHIKQJIbHUX» MOKYIIIIB 3311 YHUKHEHHSI Y PO3PaXyHKY OBTOPHHUX MOKYIIOK.

BaxxnuBo, 1110 MOKa3HUKK 4acTOTH MOBTOpHUX NMoKynok (RPR), yactora nokynok (PF)
BUKOPUCTOBYIOTBCS SIK OPIEHTHUD ISl BIUIMBY Ha Te€, SIK YaCTO KJIIEHTH TOBEPTAIOTHCS, 1100
3pobutn mie oaHy Nokynky [13]. Takoxk po3paxoBYeETbCS Ta BHKOPUCTOBYETHCS TMOKA3HUK
Time Between Purchases (TBP) — vac mixk mokynkamu. BiH BUMIipIoe cepeaHiil mpoMiKOK
gacy MK JIBOMa TOCTIJIOBHUMH TOKYIIKAMH KII€EHTA Ta PO3PAXOBYETHCS HJISI KOXKHOTO
OKPEeMOTro KIII€HTa IIJISIXOM BHU3HAYEHHS PI3HUII MK JaTaMH IXHIX MOCIIJOBHUX MOKYIOK 1
00YMCIICHHS CEPeTHBOTO 3HAYCHHS I BCix KiieHTiB (10).

TPB = nata qpyroi KymiBii — 1aTa nepuoi KymiBii (10)

Hanpukan, sKmo KIi€HT 3poOWB CBOIO mepiry mokynky 10 Gepesns, a mpyry — 25
oepesnst, TBP 6yne pozpaxoBano: TBP =25 Gepesnst —10 Gepe3ns = 15 nHiB.
Oxpim Toro mist po3paxynky TBP mosxHa 3actocyBatu nmokasznuk PF (11):

1
TPB = — x 100%, (11)

ne TPB - yac Mi> MOKyIKamH;

PF — gactoTa nokynoxk.

3a miero (OpMyNOI0 PO3PAXOBYETHCS CEpeNHIM Yac MK TOKYNKaMH Ha OCHOBI
KUIBKOCTI pa3iB, KOJIM KJIIEHT 3/11HCHIOE MOKYIIKY POTATOM MIEBHOTO MEPIONY.

Hanpuknan, skuio kiieHT poOuTh 24 NOKYIKH OPOTIAroM 6 MICSIIB, YaCTOTA MOKYMOK
PO3paxoBYeThCS K 4 MOKYIKM Ha MICSIb, a BUKOPUCTOBYIOUH I[I0 YacTOTy MOKYNok, TBP
MO’KHA PO3paxyBaTH SIK:

TBP=1/4= 0,25 micsusg abo 7,5 nHiB.

o dbopmyny MOKHA BUKOPUCTATH ISl OIIHKU cepeaHboro TBP s kiieHTIB, sKi
3MIIACHIOIOTH KUIbKa IMOKYIOK MPOTSTOM IEBHOTO NEPioAy,

bararo xoMmaHiii BUKOPUCTOBYIOTh KOPOTKI OMUTYBAaHHS JJISi OTPUMAHHS BIATYKIB Bl
CBOIX KJIIEHTIB II0JI0 SKOCTI OOCIyroByBaHHs, ToBapy a0o mociyru. O/He 3 TaKuX 3aluTaHb
MOXe MaTu Take ¢opMmynroBaHHS: "Uu mopekoMeHAyBaid O BU Hally KOMIAHIIO CBOIM
sHariomum?". Ile 3amuTaHHsS JomoMara€ BH3HAUWUTU PIBEHB JOSUTBHOCTI KimieHTIB. [msaxom
aHaJli3y OTPUMAaHHUX BIJINOBiJEH, MOXXHAa BUAUTUTH TPH KaTeropii KIIEHTIB: MPOMOYTEpH,
HeUTpaiabHl Ta JeTpakropu. [l BUMIPIOBaHHS PIBHS JIOSUIBHOCTI BHKOPUCTOBYETHCS
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noka3sHuk Net Promoter Score (NPS), sikuii 0OUYMCIIOETBCA SK PI3HUISI MK BIJICOTKOM
IPOMOYTEPIB 1 BIICOTKOM JETPAKTOPIB, 1 MOke MaTu 3HadeHHs Bix -100% mo 100% (puc. 1).

0= Not at all likely 5= Neutral 10= Extremely Likely
|
0 1 2 3 4+ 5 o AN
NPS™ Promoters (%) Detractors (%)
(Net Promoter Score) (9s and 10s) (0 through 6s)

Pucynok 1 — Po3paxynok piBus mosuisHOCTI NPS [14, 17, ¢. 367]

Fred Reichheld y cBoiit po6oTi [15] HaBoauTh JaHi, SKi CBIAYaTh PO TE€, MO0 KOMIAHIT
3 BUCOKHUM piBHeM NPS neMOHCTpYIOTH 3HA4HE 3pPOCTAHHS, IO IEPEBUIINYE CEepeaHi
MOKA3HUKH y iX ramysi BaBiui. HaBoIAThCA NMpUKIagU TaKMX KOMIAaHIM 3 BHCOKUM PiBHEM
nosueHOCTI. Ile Apple, Amazon i Costco, ski 3a3BUYail MarOTh BUCOKI 3HaueHHS NPS,
Habmmxarounch 10 80%, komu cepenni mokazHuku NPS mis xomnawniit y CHIA cknagaroTh
10-20%. 3anexxHO Bix ranysi, Ii MOKa3HUKHA MOXXYThb BapilOBaTHCh. BHCHOBOK Takwii, IIO
NOTPIOHO MOCTIHHO MPAIIOBATH HAJ MiBUIICHHIM 3HAYE€HHS [[LOTO MMOKA3HHUKA.

Ha punky SaaS, manpukiaja, BUCOKHI PICT TOXOMIB € HAWBAKIUBIIIUM MOKA3HUKOM
uist SaaS-TIPOAYKTY, OCKIIBKK BiH BiloOpakae YCHIIIHY B3a€MOJII0 3 1HIIMMHU BaXXJIMBHUMH
aCIIeKTaMH, TaKUMH SK BIANOBIOHICTD NTPOAYKTY pPHHKY, 3allydeHHS KII€HTIB Ta iX
yrpuManHs. Tomy okpim nokazHuka CRR (koedimieHT 30epexeHHs KIII€HTIB) BaXKIUBUM €
IHIIWIA TOKAa3HUK YTPUMAHHS:

NDR (Net Dollar Retention) a6o NRR (Net Revenue Retention) — mnoxka3HuK
yTPUMaHHS YUCTOTO JOXOAYBINICHYIOUMX KIi€HTIB (12):

Revenue by N clients at the end of period —
Revenue by N clients at the begining of period
NDR = ( e gining of periody . 1)(gy, (12)
Revenue by N clients at the begining of period

ne NDR - noka3zHuK yTpuMaHHS YHCTOTO JIOXOAY BiJ] ICHYIOUMX KIIIEHTIB;

revenue by N clients at the end of period — moxizx Bix N KTi€HTIB Ha KiHEIb IEPIOY;

revenue by N clients at the begining of period - moxin Bix N KiTi€HTIB Ha MOYAaTOK
nepiony.

[Toxaznuk NDR mnoka3ye cKUIbKH JOXO/1B IPUHOCUTH LIJILOBUI CErMEHT y KOKHOMY
nepiosi BIJHOCHO Horo mowatkoBoro po3mipy. Dollar Retention BpaxoBye noxonau Bix
po3mmpeHHs 1 Moxke Oyt OutbmmM 3a 100%, KO Take pO3MIMPEHHS MEPEBUIIYE JOXOU
BiJl BIATOKY 1 3 KoHTpakTiB. Hailikpami SaaS-kommanii marote 120%+ Dollar Retention
HIOpOKY. 3HaueHHd Iboro mnokazHuka wmeHme 100% Ha pik cBAYUTE TOpo  edeKT
MPOTIKAIYOTO BiJ[pa 1 € CHOpaBXKHBOIO Tmpobiemoro nans OisHecy [8,9]. Bsarami x
PEKOMEHIOBaHE aHATITUKaMU 3HaueHH Mmoka3zHuka >110%.

BaxuBuM MOKa3HUKOM, SIKMH BKa3ye Ha €(pEeKTUBHICTh MPOJAXIB €:

C (average check) — cepenniii uek. lle mokasHUK, SIKUI BiTOOpaXkae CEPEIHIO CyMY,
Ky KJII€EHT BHUTpayae IiJl 4ac KOXHOI MOKyHnKHM abo TpaHcakuii. BiH po3paxoByeTbcs
BIJTHOILIEHHSIM 3arajlbHOr0 00CAry MpOJaXiB JI0 KUIBKOCTI 3AIMCHEHMX IOKYMOK abo
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tpancakmiii (13). Cepenniii 4ek jormoMara€e BU3HAYWTH CEPEIHIN piBEHb BUTPAT KJIEHTIB 1
BIUIMBATH HA CTPATETiI0 LIHOYTBOPEHHS, MApKETUHIOBl KaMIIaHii Ta B LIJIOMy Ha BUPYUKY 1
MPUOYTOK MiMPUEMCTBA.

C = Total sales (13)

Total number of customers

ne C — cepenHii 4yek;

total sales- 3aranbHi npogaxi;

total number of customers — 3arajbpHa KiJIbKICTh CIIOXKHBAYIB.

Tak, 30iIbIIEHHIO CEPEIHBOTO YEKYy MOXKYTh CIPHATH Pi3HI akmii, KOMyHikamii 3
KJIIIEHTOM Ta TpeMianbHi IiHA. [[01aTKOBI Tpojaxi BUKOPUCTOBYIOTh K y cepi MpOCTUX
TOBapiB, Jic epea0avacThCcs OJHOPA30BA MOKYIIKA, TaK 1 MPH NPOAAXKy CKIAJHUX MPOIYKTIB,
ne GOpMYIOTHCS TPUBAII BITHOCHHH 3 KJII€EHTAMHU. 337151 1[bOTO, MOTHUBYIOTh CITIBPOOITHUKIB
MaTepiaibHO, CKJIAJal0Th TaOJNWII CYMICHOCTI TOBapiB/IIOCIYT, CKIQJAlOTh CKPUITH
MPOJIaKiB, BUKOPUCTOBYIOTH up-sell Ta cross-sale mpomaxi.

Ha pict n1ogaTkoBux mpoiaxkiB BIUIMBAE J0AATKOBA IIHHICTh MPOAYKTY 1 1€ 3aJICKUTh
BiJl KOHKPETHOTO PHWHKY, CETMEHTY CIIOXHBa4iB 1 KOHKYpeHTHOi cutyamii. JlomaTkoBy
IiHHICTH, TOOTO OCOOJMBI XapaKTEPUCTHKH, repeBard abo iHHOBaIli, SKI BHIIPABIOBYIOTH
BUCOKY IIIHY MH MOXXEMO BHMIPATH ITOKa3HHKOM IiHOBOI mpewmii (Price premium). I
HAUTIPOCTIIIAM CITIOCOOOM € PO3PAXYHOK 3 BUKOPUCTAHHSIM YacTOK pUHKY (14).

Revenue market share (%)
Quantity market share (%)

Price premium MS (%) = (14)

ne Price premium MS (%) — yacTka puHKY 110 iHOBIiW TpeMmii (Haa0aBKHU Ha IiHY);

revenue market share — wdyacTka pUHKY KOMIIaHii 1O JOXOAY BiJ MPOJAKY
TOBApiB/TIOCTYT;

quantity market share — vactka puHKy KOMIMaHil Mo 00CATY peaizallii TOBapiB/moCIIyT.

[Tonsatrss "uiHoBa mpemis" o3Hayae LIHY OpeHAy [JIs CIOXHUBauya y IMOPIBHSAHHI 3
I[IHOI0O OCHOBHOTO KOHKYpEHTa a00 B MOPIBHSAHHI 13 CEPEIHBOIO I[IHOIO, sIKa BCTAHOBIIIOETHCS
Ha puHKY. [loka3HUK 11IHOBOT MpeMmii BKa3ye, K OpeH]l LIHYEThCS B MOPIBHAHHI 3 CEPETHBOIO
IPOJIAXKHOIO I[IHOK Ha PUHKY ISl CXOKHMX ToBapiB/mocayr [16].

"Price premium MS (%)"o3Ha4uae "mpemis mo IiHM 3a 4acTtky pHHKY (%)". Ls
¢dopMyna BUKOPUCTOBYETHCS U PO3paxyHKY Haj0aBKM, SIKy KOMIIaHis OTpPUMY€ 3a CBOI
TOBapH a00 MOCITYTH MOPIBHSIHO 3 KOHKYPEHTAaMH Ha PUHKY.

Hanpuknan, skmo Opena mae 45% puHKOBY 4acTKy mo jgoxony Ta 30% pHHKOBY
YaCTKY 3a KUTbKICHUMHU OJMHHMIISIMHU, TO HOTO IiHOBa npeMis Oyne aopiBHioBatu 45%/30% =
1,50 Ile o3Hauae, mo niHoBa npemist Ha 50% Bulla 3a pUHKOBY. A OpeH, SIKUM, HAIPUKIIAI,
HUKYOT SKOCTI Ta MPOJAETHCS HUKYE CEPEAHbOI PUHKOBOI LIHU BOJIOJII€ PUHKOBOIO YacTKOIO
3a poxoxamu 5%, a pUHKOBY 4acTKy 3a oOcsiramu peanizauii mae 20%, mMaTuMe LIHOBY
npemito 5%/20% = 0,25. Lle o3nauae, mo oro miHa Ha 25% HUXKYa 3a CEPEHIO HA PUHKY.

Otxe, Price premium MS Mo)ke BKa3yBaTH Ha CIPOMOXXHICTh HiANPHEMCTBA
BCTaHOBJIIOBATH OUIBII BUCOKI LIHHU, IO MOXE CBIAYUTH MPO i1 KOHKYPEHTOCIIPOMOXKHICTh Ta
NpyUBa0JIMBICT TOBApiB Ta MOCIYr I crnoxuBadiB. Jleski OpeHIH MOXYTh CBIZIOMO
BCTAHOBJIIOBATH BHCOKY I[IHOBY IPEMII0 3 METOIO CTBOPEHHS E€KCKIIFO3MBHOCTI 1 MparHeHHs
CTHOXHBAUIB 0 TPUAOAHHS IHOTO MPOAYKTY. lle MOke CTBOPUTHM TONHUT i BUKJIHMKATH
OakaHHs CIIOYKMBAUiB MaTH LIOCh 0COOJIMBE a00 YHIKAJIbHE, 1110 MOKE IMiIBUIIUTH MPOJAXKI.
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[lle omHWUM BaXIMBUM TIOKa3HUKOM, SIKUH JONOMAarae BH3HAYUTH €(QEKTHBHICTh
MapKETHHTOBUX 3YCWJIb y TIOPIBHSHHI 3 KOHKypeHTamu €: Value-to-Volume Ratio (VVR)
(CTIiBB1THOIIEHHS BApTOCTI 10 00CATY).

CriBBiTHOLIEHHST BapTOCTI A0 O00CATy BHMIPIOE 4YacTKy BaJIOBOIO HPUOYTKY
3arajJpbHOTO PHHKY SIK JUIsl BCi€l KOMITaHii, TaK 1 JJii KOHKPETHOTO TOBAapy Yy IMOPIBHSHHI 3
YAaCTKOK 3arajbHOro 00cAry MpoJaxy Ha pHHKY abo y ToBapHiil karteropii. VVR € myxe
KOPUCHHUM ITOKAa3HUKOM, OCKIUJIBKU BiH Ha/Ia€ MOXITUBICTh PAHHBOT JIarHOCTHKH MO0 TEBHUX
MapKETUHTOBUX 3aXOMiB, $Ki MOTPeOylOTh BIOCKOHAJCHHS Ta IIOKa3ye SKI 3 HHUX
BUKOPUCTOBYIOTbCS  edektuBHO [6,17]. MapkeTosorn MOXYyTb BHUKOPHUCTOBYBATH  IIi
aHAITUYHI AaHi 3a/ui1 MoOyJOBH MapKETHHTOBUX Iporpam. Lle Takox 103BOJisi€ BUSBUTH
MOYJIMBOCTI JUUIsl ONITUMI3aIlil MapKETUHIOBHX CTPATETid Ta JOCSATHEHHS KPAlIUX Pe3ysIbTaTiB
y nponaxax. BiH po3paxoByerbes 3a popmynoro (15):

PM (%)
RM (%)

VVR (%) = x 100% , (15)

ne VVR — Value-to-Volume Ratio (crmiBBiHOIIEHHS BAPTOCTI 10 00CATY);

PM — gactka puHKy 1o mpubyTtKy (Mapiki) (market share by profits (margin));

RM — gactka punky mo goxoay (market share by revenue).

Hasenemo mpuknan pospaxynky VVR s komnaniii PepsiCo, CocaCola, Keurig Dr
Pepper 3a 2020-2023 pp. 3a Buxinaumu ganumMu (tadm. 1):

Ta6muus 1 — Buxigni qaHi ajsi po3paxyHKy nokasHuka Value-to-Volume Ratio

Basosuii mpudyrok, $mip Basnoswuit moxin, $ mups

2020 2021 2022 2020 2021 2022
PepsiCo 38,575 42,399 45.816 70.372 79.474 86.392
Coca-Cola 19,581 23.298 25.004 33.014 38.655 43.004
Keurig Dr Pepper 6,486 6.977 7.323 11.618 12.683 14.057
3arajbHUHI 64,642 72.674 78.143 - - -
BaJIOBHUI MPUOYTOK
3aransHul - - - 115.004 130.812 143.453
BaJIOBUH JOXIJ

Torcepeno:[10]

Po3zpaxyemo vactky puHKy no npuOytky (PM)ra mo noxony (RM) 3a BianmoBiiHUMEI
dbopmynamu:

PM = (Gross profit / Total gross profit)*100% (16)

ne PM - yacTky puUHKY 10 IPUOYTKY;
gross profit — BanoBuii mpuOyTOK;
total gross profit - 3aranpHuil BajoBHiA TPUOYTOK.

RM = (Gross revenue / Total gross revenue)*100% a7
ne RM — gactka punky mo goxoxy (market share by revenue);

gross revenue — BaJIOBU IIOXiI[;
total gross revenue - 3arajgbHHI BaJTOBUI TOXII.
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Pesynbratu po3paxyHkiB HaBeJeH1 B Ta0I. 2.

Tabmuus 2 — Pe3ynapTaTu po3paxyHKy MOKA3HHUKIB YacTKy PUHKY 1o npubyTtky (PM)

Ta 4YacTKa pUHKY 1o noxoay (RM)

Yactka puHkKy 10 mpuOyTky | Hactka puHky mo goxoay (RM)
(PM),% %
2020 2021 2022 2020 2021 2022
PepsiCo 59.68 58.34 58.63 61.19 60.75 60.22
Coca-Cola 30.29 32.06 32.00 28.71 29.55 29.98
Keurig Dr Pepper 10.03 9.60 9.37 10.10 9.70 9.80
Pazom 100 100 100 100 100 100

/icepeno: po3paxoBaHO aBTOpaMU 3a JaHUMH Taou. |

3rigHo 11i€l TaOaWIl MPOMDKHUX PO3PaxyHKIB HAHOUIBIY YacTKy PHHKY 3aiiMae
kommanis PepsiCo, Coca-Cola Mmae BIBiYi MeHHIy YacTKy 3a 00OMa MOKa3HHKaMH 1
HaiimeHnury Oi1st 10 % 3aiimae Keurig Dr Pepper.

Haui po3paxyemo mokasHuk VVR (ta6m. 3).

Tabmuis 3 — PesynpTatn po3paxyHky nokaznuka VVR (%)

2020 2021 2022 Temn npupocty 2022/2021 (%)
PepsiCo 97,53 96,03 97,36 1.36
Coca-Cola 105,5 108,49 106,74 -1.32
Keurig Dr Pepper 99,31 98,97 95,61 -3.51

IDicepeno: po3paxoBaHO aBTOpaMu 3a JaHUMU Taou. 1, 2

s PepsiCo ta Keurig Dr Pepper 3Hauenns nmokasauka VVR menmie 100%, e Moxe
CBIIYUTH TPO BHUCOKI BHUTPATH Ha BUPOOHUITBO ab00 MApKETHUHI TOPIBHIHO 3 OOCSATOM
MPOJaXKiB, HU3bKI1 L[IHU MOPIBHIHO 3 KOHKYPEHTAMH 1 PO MOKJIMBY MOTPeOy B KOPEKIii LuX
I[iH, @ TAKOX MOTpeOy y MiABUILIEHHI IPUHHATHOI LIHK TOBApy Ul CIIOKUBAYiB.

Hagnaxkwu, nis Coca-Cola 3nauenns nokazauka VVR 106,78 (>100%) mosxe o3Hadatu
BUCOKI IPUOYTKH BiJ] CBOiX MPOJIAXiB MOPIBHIHO 3 00CATOM MPOaXiB KOHKYPEHTIB, a TAKOX
BKa3ye Ha Te, L0 KOMIIaHIs Ma€ KOHKYPEHTHY IepeBary 1 3aliMae MpOBIIHY MO3MIII0 Ha
PHHKY, ITPO 1110 CB1TYATh JaH1 YaCTKU PUHKY MO MPUOYTKY Ta JT0XOY.

Ananiz VVR gomomarae BU3HAUUTH, UM JIOCSTA€ KOMITaHIS ONTUMAJIBHOTO OallaHCy
MDK LIHOIO TMPOJYKTY 1 o0csiroM mnpojaxiB. Skmo mokazHuk Hwxkde 100%, e moxe
BKa3yBaTU Ha HEe(EKTUBHICTb MapKETHMHTOBUX 3yCHJIb, JI€¢ LIHM MOXYTh OYTH 3aHaJITO
HU3bKUMHU a00 BUTpPATH 3aHAJTO BUCOKMMHU. B TakoMy BHIaAKy, aHalITHKa MPOAAX MOXeE
JIOTIOMOTTH  BUSIBUTH TPOOJEeMHI 00JacTi 1 3HAWTH WUIAXA Uil BJOCKOHAJICHHS
MapKEeTUHTOBUX CTpaTeriil.

BucHOBKM 3 1aHOT0 T0CTiIKeHHS i MepCneKTUBH MOJAJBIIMX PO3POOOK 32 TaHUM
HANpSAMOM. Y pe3yibTaTi AOCHIPKEHHS Oylo BHABIEHO, 10 (OpMyBaHHA €(QEKTUBHOI
CHUCTEMHU TeHeparii JO0JaTKOBUX IMPOJAKIB B arpeCMBHOMY MaKpOCEPEIOBHINI BHUMAarae
IMIMOOKOTO  aHali3y IUIATOCHPOMOXKHOTO — TOMHUTY, KOHKYPEHTHOTO TMOJIOKEHHS  Ta
BUKOPUCTAHHS MPUHIUIIB MapKETUHTOBOI aHAMITUKH. Po3pobiieHI MeTOIWYH1 acheKTH
reHeparlii CUCTeMHU JO0AAaTKOBUX MPOJaKiB HA OCHOBI IMOKa3HUKIB MAapKETUHTOBOI aHATITUKU
MOXYTh CIIYI'YBaTH OCHOBOIO JJIsi MPHUUHATTA OOIPYHTOBAHUX pIllleHb Ta pPO3POOKHU
e(eKTUBHHX CTpaTerii mpoaax.
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Pesynbrati qOCTIIKEHHS MOXKYTh OYTH BUKOPHCTaHI JIJIsl IIOKPAICHHS CTPATETIYHOTO
IUIAHYBAaHHS, TNPUHHATTI pilleHb OIOAO CTUMYJIOBAaHHS MPOJAXIB Ta  ITiBUIICHHS
KOHKYPEHTOCIIPOMO>KHOCTI TiAMPHEMCTB.

3acTocyBaHHs TMPUHIMITIB MApPKETUHTOBOI AHANITUKHA JO3BOJIAE 30MpaTd Ta
aHaJI3yBaTH BENHMKI OOCATH JTaHUX MPO CIIOKUBAYiB, 1XHI MOBEIAIHKOBI Ta ICHXOJIOT14HI
XapaKTEPUCTHKH, a TaKOX MPO KOHKypeHTHi ¢akrtopu. Lle mae 3mory 3po3yMiTH 3MiHU B
ynoao0aHHAX Ta MOTpebdax CHOKMBAYiB, MPOTHO3YBATH iXHI peakilii Ha PUHKOBI 3MiHU Ta
pPO3pOOIIATH TEPCOHANI30BaHI cTparerii 30yTy, a TaKoX BUSBISATH HOBI MOXIHUBOCTI IS
PO3IIUPEHHS] ACOPTUMEHTY MPOIYKIi abo TMOCHyr, 3aly4eHHsS HOBHX I[UIbOBHX TIpYII
CIHOXHBAYiB Ta PO3BUTOK IHHOBAIIMHUX PillIEHb.

BukopucTtanHs aHaTITUYHUX 1HCTPYMEHTIB Ja€ MOKJIMBICTH OUIBII TOYHO BU3HAYATH
o0csAru MOMUTy, OOIPYHTOBYBAaTH I[IHOBI CTpaTerii 3 ypaxyBaHHSIM 3aaad 30UIbIICHHS
NpuOYTKY Ta PO3pOOJSITH Ta peadi3oByBaTH CydacHI I1HCTPYMEHTH MAapKETHHTOBHUX
KOMYHIKAI[iil B CHCTEMI TPOJaXKY.
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Forming the system of generation of additional sales on the principles of marketing
analytics.
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The aim of the article is consideration of various aspects and indicators of forming an
additional sales generation system based on the principles of marketing analytics in the conditions of
an aggressive macro-environment.

Analyses results. The formation of the system for generating additional sales based on
principles of marketing analytics is a necessary step for the enterprises under effect of complex
conditions of an aggressive macro-environment impact. Under the analysis of paying demand, the
competitive environment and the application of marketing analytics tools, enterprises could gain
significant advantages, increase sales and strengthen their competitive position. The use of marketing
analytics allows to identify new opportunities for expanding product or service assortment, attracting
new target consumer groups, and developing innovative solutions. The utilization of analytical tools
enables more accurate demand forecasts, determination of optimal pricing strategies, and the
development of effective marketing communications. However, the successful implementation of the
system for generating additional sales based on the principles of marketing analytics requires the
availability of appropriate resources, qualified personnel and a technological base. An important
stage is the collection and processing of a large volume of data, their analysis and interpretation. To
accomplish the sales tasks, specialized software tools are needed to be utilized as well as highly
skilled analysts should be involved.

The article examines various indicators of a sales generation system based on marketing
analytics principles such as Potenicial Sales, Repeat Purchase Rate, Customer Retention Rate, Churn
and Lost Rate, Purchase Frequency , Net Promoter Score, Net Dollar Retention, average check, Price
premium Market Share and Value-to-Volume Ratio. Customer Relationship Management & Enterprise
Resourse Planning systems. The metioning of ussin CRM and ERP systems is also important. The
analysis of solvent demand, the competitive environment and the use of marketing analytics tools are
key elements in developing an effective strategy for increasing sales and company revenues.
Examining the various factors that influence the decline in demand and markets allows to identify
opportunities of value creation for customers and attract them in order to gain additional purchases.
The application of marketing analytics in the formation of an additional sales strategy helps
companies understand consumer behaviour, predict changes in the market and develop personalized
offers to increase customer spending. Therefore, consideration of different aspects of the formation of
the system for generating additional sales based on marketing analytics creates the key importance for
increasing competitiveness and achieving success in the market.

Conclusions and directions for further research. As a result of the study, it was found that the
formation of an effective system for generating additional sales in an aggressive macro environment
requires a deep analysis of solvent demand, competitive position and the use of marketing analytics
principles. The developed methodical aspects of the generation of the system of additional sales based
on the indicators of marketing analytics can serve as a basis for making informed decisions and
developing effective sales strategies. The results of the research can be used to improve strategic
planning, decision-making on sales promotion and increase the competitiveness of enterprises.

The application of the principles of marketing analytics allows collecting and analysing large
volumes of data about consumers, their behavioural and psychological characteristics, as well as
competitive factors. This makes it possible to understand changes in consumer preferences and needs,
predict their reactions to market changes and develop personalized sales strategies, as well as identify
new opportunities for expanding the range of products or services, attracting new target groups of
consumers and developing innovative solutions. The use of analytical tools makes it possible to more
accurately determine the volume of demand, substantiate price strategies taking into account the
objectives of increasing profits, and develop and implement modern tools of marketing
communications in the sales system.

Keywords: Marketing analytics, additional sales, Repeat Purchase Rate, CRM, ERP, Customer
Retention Rate, Net Dollar Retention, Price premium MS, Value-to-Volume Ratio.
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INITYYHUI IHTEJIEKT B YMOBAX CYUYACHHMX NIAIPHEMCTB TA
MAPKETHHI'OBUX KAMITIAHINA: EOEKTUBHI IHCTPYMEHTH TA
HHEPCIIEKTHUBH PO3BUTKY

Y cmammi posensnymo axmyanvui npooremu cmeopeHHs ma npaKmuuHo20 3aCmOCy8aHHs
WMYYHO20 [HMENeKmy 6 YMOGAX CYYACHUXx nionpuemcms. [Jocniodceno nepcnekmusu po3gumKy
MEXHONO02TU WMYHHO20 IHMENeKmy ma MONCIUBOCmIi X inmeepayii 6 pisHi chepu OisinbHOCM
nionpuemMcms 30Kpema, 6 cgepy mapkemuney. Posersnymo axmyanvui uanpsamu 3acmocysanms
wmyuHo2o inmenekmy 071a 6npoeaddcenns Inoycmpii 4.0. Y3acanvueno egexmueni Hanpsamu ma
NepCcneKmusU po3sUmKy, Nnoe sa3aHi 3 3aCMOCY8AHHAM WIMYYHO20 IHMENeKmy 6 DIZHUX CecMEeHMAax
Mmapxemuuey ma ix mpancgopmayiclo 018 MAPKEMUHSOBUX CEKMOpi6. 3anponoHosano mooenn
cmpamezii  8NPOBAONCEHHS WMYUHO2O [HmMeneKkmy Ha nionpuemcmsi. OmpumaHi pesyrbmamu
00CNIONHCEHHS. MONCYMb OYMU BUKOPUCTHAHI 8 KOHMEKCMI NEePCHeKmugHO20 PO3GUMKY NOIIMUKU
pobomuzayii ma po3sumKy IHQOPMAYiUHUX cucmem NIONPUEMCME 3 MEMmOol0 NPUCKOPEHHS
IHHOBAYIIHO20, MEXHIKO-eKOHOMIYHO20 PO3BUMKY 8 00820CHPOKOBIIL NEePCNEeKMUBL.

KirouoBi ciioBa: iHTeneKTyaldbHa €KOHOMIKA; MiJNPUEMCTBO; MAapKETUHI; IITYYHHUH
iHTENIeKT; MOJIEJh CTPATETIi BIPOBAHKEHHS IITYYHOTO 1HTEICKTY.

DOI: 10.15276/mdt.7.3.2023.5

IlocTtanoBKka mpob6ieMH B 3arajJlbHOMY BHIVIAAI Ta il 3B’130K 3 Ba'KJIMBUMU
HAYKOBHMHM 200 NPAaKTHYHUMH 3aBAaHHAMHU. CyyacHa IHTENEKTyallbHa €KOHOMIKa, sKa
Oa3yeTbCcss Ha  BHUKOPHUCTaHHI 3HaHb SK  OCHOBHOIO  HEMAaTepiaJbHOIO  aKTHUBY,
XapaKTepU3Y€EThCS 3/1aTHICTIO BUKOPUCTOBYBATH 1HTENEKTYallbHI PECYpCH IJIsl 3a/I0BOJICHHS
JIOJICBKUX TOTped 1 CTBOPIOBAaTH IMPOPHUBHI PIIIEHHS 3 METOI CBOro po3BUTKYy. HoBuit
TEXHOJIOTIYHUN JIETEPMiIHI3M CTBOPIOE YMOBHU MOAIOHUX 3MiH, JUKTY€ JIOTIKY PO3BUTKY
JIOACHKOT IMBLII3AIll, BHU3HA4Ya€ JUHAMIKy Ta KOHTYpH MOXJIMBUX TpaHCcpopMmariil
COLIIaTbHO-€KOHOMIYHHX CUCTEeM. [HTeIeKTyallbHI pecypcH HaOyJIH BaXKIMBOTO CTPATEr1uHOTO
3HAYEHHS SK 711 OKPEMHUX OpraHizalii, Tak 1 Juisl CyCIIbCTBA 3arajioM, OCKUIBKH (JOPMYIOTh
PO CY4aCHUX €KOHOMIYHMX BIJHOCHH, JalOTh 3MOT'Y CTBOPIOBATH HOBY JI0/1aTKOBY BapTiCTh
1 BUKOPHCTOBYBATH iX SIK JJOBITOCTPOKOBY CTiIIKy KOHKYPEHTHY IepeBary.

© 2023 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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II# exoHOMIKa XapaKTEepHU3YETbCA CTPIMKUM 3POCTaHHAM HAYKOMICTKOI IMPOIYKLIi;
CKOPOUYEHHSIM JKUTTEBOTO IUKJIY TOBAapiB Ta aKTyaJbHUX MNPO(ECiiHUX HaBUYOK;
IHTeNeKTyam3amiclo (a TouvHime, Mu(poBi3aIiern) TEXHOJOTIH, 0 BHUKOPUCTOBYIOTHCS Ta
3a0e3MeuyroTh KpaTHe MiJBUILEHHS MPOIYKTUBHOCTI Mpalli; a TAKOXK (POPMYBaHHSIM BEIHKOTO
CEerMEHTY PUHKY IHTEIEKTyaJbHUX HPOAYKTIB Ta IOCIYr, TAaKUX SIK MAaTE€HTH, JILEH3I],
TPaH3aKIlii, KOHCAITHHT.

B ymoBax 1HTENEKTyaJllbHOI €KOHOMIKM TEXHOJIOTii INTYYHOTO IHTEJIEKTY €
HEBiJ’EMHUM  KOMIIOHEHTOM  COIaJIbHO-€KOHOMIYHOTO  pO3BUTKY.  l[IpukmagHumu
JOCIIJDKEHHAMH Ta MPaKTUYHUMH €KCIIEPUMEHTAMH 13 3aCTOCYBAaHHIM TEXHOJIOT1H HITY4YHOTO
IHTENIeKTy 3aiiMaroThCsi OLTbIIE TPETWHH BCIX BEIMKHX CBITOBMX Kommadii. ITpuBartHi Ta
Jep>KaBHI  OpraHizailii BHKOPHUCTOBYIOTh 1HCTPYMEHTH IITYYHOTO I1HTEJEKTY SK JUIs
onTuMi3anii okpeMux Oi3HEeC-TIPOIECiB, Tak 1 st HHUQPPOBOi TpaHchopMarii Oi3HeCy 3araioMm.
[HCTpYMEHTH IUTY4YHOTO I1HTENEKTYy LIUPOKO 3aCTOCOBYIOTh SK Yy IEpPEeJOBHX Traly3six
(indopmariitni TexHOJOrii, 3B’S30K, MPOMHUCIOBICTB), 1 Yy TPAJAULIHHO KOHCEPBATUBHUX
cdepax (ciibCcbKe rocrmoaapcTBO, OCBITa, OXOPOHA 3/10poB’°s1). Ha choroaHi mTy4HUH iHTETEKT
PO3TISINAETCS K HAaWBAXKIMBIIIMK (PaKTOp, IO BU3HAYAE 3arajbHE 3POCTAHHS EKOHOMIKH
Ykpainu, MaiiOyTHE KOKHOT KpaiHH Ta ii CTAHOBHUIIE HA CBITOBIN apeHi 3arajiom.

AHaJi3 ocTaHHiX AociailzKeHb i myOaikauniil, B SIKMX MNOKJIaJeHMl I0YaTOK
BHPillleHHIO 1aHOI mMpo0JieMu i Ha fAKi cnupaTbhess aBTopu. [IpoOnemartuili po3BUTKY
NepeOBUX TEXHOJIOTIH, B TOMY YHMCIIi IITYYHOTO iHTEJEKTY, BiIBOAUTHCS 3HAYHA yBara THUX,
XTO (opMye TEXHOJOIIYHY CKJIaJOBY pO3BUTKY CBIiTY, 30kpema, JIx. be3zoca, I. Macka,
C. Xokinra, M. Llykep6epra. B nmpoBinHux 1abopaTopisix Ta IHCTHTYTaX CBITYy PO3pOOJISIOTH
MITY4HU 1HTeNneKT Taki ¢axiBui, sk: II. Acapo, A. Auapeoni, I'. Anzomin, . Bappar,
H. Boctpom, B. Binmxke, /. [Haiicon, P. Kano, K. Kemni, A. Trwopinr, E. Xopsin, K. I1IBa6d ta
1H. ACNEKTH PO3BUTKY LITYYHOTO IHTEJIEKTY HPOMHCIOBHUX HIANPUEMCTB KPHUCTANI3yIOTh
ykpainceki HaykoBui: [. Argpomyk, FO. Hikitin, O. Bummnescekuii, M. KapueBcbkuii,
B. JIsmenko, B. [Tununuyk, O. Pagytauii, M. Credanuyk, JI. ®enynosa, A. llleBuenko Ta iH.

[Tpobnemu po3BUTKY HUGPOBUX TEXHOJIOTIH B KOHTEKCTI KamiTali3amii MOTEHIaly
3HaHb BHCBITIIOIOTECS B poOoTi [1]. OcHOBHa yBara akIEHTYeThCS Ha KOHKPETHHUX
npobiemax, 3 SIKHMH B TIPOIECI BUKOPUCTAHHS HOBHUX TEXHOJIOTIH CTHKAETHCS TEpEBaKHA
OUIBIIICT MPOMUCIOBUX MIATNPHUEMCTB Ta OKPECIEHO HANpsSMHU BKa3aHUX MpoOieM: 0a30BHi
MOTEHILIIaJ; MOJEpHI3alisl Ta iHTerpauis; nudpoBa iHGpaAcTpyKTypa, pO3pUB LHUPPOBOTO
MOTEHIIIay; TOCTYI Ta AOCTYMHICTh. Y MOCIIHKeHHI [2—4] TOMiHYy€ MO3HUIis 00 BaXKJIUBOI
pOJII IITYYHOTO 1HTENEKTY B YCHIIIHOMY BIIPOBA/DKEHHI Ta PO3BUTKY Ta iHaycTpii 4.0. Y
[IbOMY KOHTEKCTI HEOOX1HO MOTOAUTHCS 3 TBEPIKEHHSIM aBTOpa podoTH [5], 1o mporpec y
PO3BUTKY TEpPEIOBUX/MIPOPUBHUX TEXHOJOTIA, TaKUX SK pPOOOTOTEXHIKA, TEXHOJOTIi
HITYYHOTO 1HTENEKTy, aJUTHUBHOIO BHUPOOHUIITBA Ta aHali3y JAaHUX BIJKPHBA€ 3HAYHI
MOJKJIMBOCTI JUIsl IPUCKOPEHHS MPOLECY 1HHOBAIM Ta MIJBUIIEHHS YacCTKU MPOMHCIIOBOTO
BUPOOHUIITBA B 3arajbHiil 10JaHild BapTOCTi. 3 MM TEXHOJOTTYHUM MEPEXO0JIOM OB’ I3aHUMN
pPO3BUTOK HOBHUX IuIaTGoOpMHUX Ol3HEC-MojzeNiell Ta CrocoOiB CTBOPEHHS BapTOCTI.
3acnyroBye Ha yBary JochijukeHHs [6], B sSkOMy aBTOPOM 3alpoOIOHOBAHO KOHIIEIIIIO
PO3BUTKY IITYYHOTrO iHTEJIeKTy B YkpaiHi. Huskoro aBTopiB [7] mociimkeHO TeHIEHIi
PO3BUTKY CBITOBOIO PHHKY pPOOOTOTEXHIKH, OCOOJIMBO CErMEHTa MPOMHCIOBOL
POOOTOTEXHIKH, @ TaKOX CErMEHTa CEpBICHMX pOOOTIB. AKTYalbHOIO € 17€s, BHUCYHyTa B
poGoti [8], me Teopemu I'emenst 11070 HEMOBHOTHM Ta PO3BUTKY IITYYHOTO IHTENIEKTY
M1JKPECIIOITh HEOOX1IHICTh TIHOMIOr0 PO3YyMIHHS 3B’A3KYy MDK 3HAaHHSMH, ICTUHOIO Ta
obuncnenusMu. OOUIBI MaIOTh BXKJIMBI HACTIAKU 711 MalilOyTHHOTO TEXHOJOTIN 1 JIIOJCTBA.
VY nmocmimkeHHsx [9-10] migkpeciroeThCs OE3MEKHMM TOTEHINAJ TEXHOJIOTI] ITYyYHOTO
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IHTENIEKTY B MapKETHHIy. ABTOPU I1JIKPECIIOIOTh BaXKIUBICTh KPEATUBHOCTI, MaTEMAaTHUYHUX
Ta aHAJTITHYHUX HABUYOK, 0A30BOT0 PO3YMiHHS TEXHOJOTIH 1 3HaHb B MPOIEC] CHIJIKYyBaHHS
MDK JTFopMU. i HaBUYKKM Oyiy 3asiBJICHI SIK BUMOTH JIO IITYYHOTO 1HTEJICKTY B Iu(ppoBOMY
MapKEeTUHTY 3ajUi1 BHKOPHCTAHHS TEXHOJOTIYHOTO TIPOTpecy Ta CHPUSHHS YCIIXY
MapKETUHTOBUX KaMIaHiM.

BupinenHss HeBHpilIeHMX paHille YacTHH 3arajibHOI Npo0JeMH, KOTPHM
NPHUCBAYYEThbCS cTAaTTA. BopHouac, KOMIUIEKCHMH 1 MDKIUCLMIUIIHADHUN XapakTep L€l
npoOJeMaTuKY, JAWHAMIYHICTH 3MIH Yy 3a3Ha4yeHiid cdepi moTpedye MomanbIIMX HAYKOBO-
TEeXHIYHUX Ta EKOHOMIKO-IIPABOBUX [JOCIIIKEHb, 30KpEMa I0J0 E€KOHOMIYHOI'O BIUIUBY
HITYYHOTO 1HTEJEKTY, POJi IHTENEKTyalbHOTO MOTEHIialy B HOr0o CTBOPEHHI, ICHYIOUHX Ta
MOTCHIIIHHUX PU3HUKIB.

@opMyJIIOBaHHS MeTH CTATTi (mMOCTaHOBKA 3aBaamHs). METOIO CTarTi € aHami3
IOTOYHOTO CTaHy Ta IMEPCHEKTUB PO3BUTKY LITYYHOIO IHTEJIEKTY B yMOBaX Cy4acHHX
HiANPHEMCTB Ta MApPKETUHTOBUX KaMIIaHil, a TAKOXK pO3pOOJIECHHS MPOMO3HILIIK B KOHTEKCTI 1X
e(eKTUBHOTO BHKOPUCTaHHS SK TNPIOPUTETY 3a0e3MEUYeHHs 1HHOBAIIIHOTO pPO3BUTKY
i IPUEMCTB.

BukianeHHs1 OCHOBHOrO Martepiajy AOCTIKEHHSI 3 NMOBHUM OOIPYHTYBAHHAM
OTPUMAHMX HAYKOBHUX pe3yJbTaTiB. HeBi’ €MHOIO YaCTHHOIO YETBEPTOi MPOMHCIIOBOI
pesoumonii «IHaycTpis 4.0» BBaXKA€THCSI PO3BUTOK TEXHOJIOTIH IITYYHOTO 1HTEJIEKTY.

B nmonosixi, miarorosienii excrnepramu B 2021 p. s BeecBiTHBOIO €KOHOMIYHOTO
dopymy B [aBoci [11] igeTbcs mpo Te, 1m0 BHecOK y riobanpHuii ciToBuii BBII Bix
BUKOPUCTAHHS IHTEJIEKTyaJbHUX TEXHOJOTiH ckimamae 15,73 TpaH. mon. BomHouac, 3rigHO
MIPOTHO31B €KCIEPTiB, 1el nokasHuk a0 2030 p. 3pocre 1ie MiHiMyM Ha 14 % BiacHe 3aBASKU
MITYYHOMY iHTENEKTY. 3a IIMX YMOB Ha 3pOCTaHHs NPOAYKTHBHOCTI Ipumiaae 10 7 TpIH J0M.,
a Ha 30UIBIICHHS CIOXKMBaHHA — TOHaA 9 TpiH noi. [6]. 3a3HauMMo, 110 1HBECTHUII B
PO3BUTOK TEXHOJIOTIH MITYYHOTO IHTENIEKTY B CBITI TEXK MOCTIHHO 3pOCTAIOTH.

3a oLiHKaMH MDXHAPOJHUX €KCIEePTiB 00CAT 1HBECTHIH y mTy4Hui iHTenekT y 2021
p. MocsaTHYB 57,6 Mupj oNIapiB, Y TOH 4Yac, sSIK NpHOYTKHU BiJ HOTO BUKOPHUCTAHHS B TICBHUX
rajy3sx CBITOBOi eKOHOMikH, 3a JaHuMu «McKinsey Global Institute Analysis» ckianu Bif
3,5 1o 5,8 TpUIBbIOHIB J101apiB.

3rigHo 3 nociimkeHHsM «International Data Corporation», rio0anbHi BUTpaTH Ha
PO3BUTOK IITYy4yHOro iHTeNneKTy B 2023 p. moxyTth csarunytd 500 mupza non. Ilpu mpomy
OCHOBHA yBara NpUAUIAETbCS CTBOPEHHIO Ta BIPOBA/HKEHHIO TEXHOJIOTINH B O13HEC-TIPOEKTH
JUISL IOKPALIeHHs JIOTICTUKH, TEXHIYHUX MPOLIECIB Ta IJIaHyBaHHs. 3ayBaxxumo, 1o B 2023 p.
NEepeIOBUMH TPEHJAMH IUTYYHOIO I1HTENEKTy €: TilepaBTOMAaTu3alis, JA0AaTKU JJis
ki0epOe3nexu, inTerpamiss Al ta ML 3 LoT, 6i3Hec-iporHo3yBaHHs Ta aHaji3, TOMOBHEHUN
IHTEJEKT.

3a cnoBamu [. Anzapoiryka, 1€ BHU3Ha4ya€ IUTYYHUIH 1HTENEKT SK HalOUIbIIy
€KOHOMIYHY MOXJIMBICTh HACTYIHOTO JAECATUPIYYS, 1[0 CTAHOBUTH LIHHICTh OUIBIINY, HI)K ra3
1 HadTa, HUHINIHI CTPaxXyBaHHs, aBTOMOOUIbHA IPOMUCIIOBICTh 1 KOMEpILiiHAa HEPYXOMICTb —
yci pa3oM [6]. AMOITHI 11l YKpaiHU NOJSAraloTh Y HaJaHHI €KOHOMILI «IIU(PPOBOro CTPUOKY»
Ta Karitatizamii «uudpoBoi epu» 3a paXyHOK 1IHTEJIEKTY Ta HOBITHbOTO 3HaHHS [13].

Y 1upoMy KOHTEKCTI YKpaiHa, sk uwieH CHemiaJlbHOro KOMITETY 31 IITYYHOTO
iHTenekTy npu Paai €Bponu, B kiHii 2019 p. Ha 0OCHOBI MEMOpaHAYMY PO B3aEMOPO3YMIHHS
npHUeTHANACS IO TaKuX cTanaaptiB OpraHizailii eKOHOMIYHOTO CIiBPOOITHUIITBA T4 PO3BUTKY
sk «Pexomennanii Pamm OECP momo mryunoro inrtenekty» (OECD/LEGAL/0449).
BrpoBamkenHs iHGopMaIiiHUX TEXHOJIOTIH, KIIFOYOBY YaCTHHY SKHX CKJIQAAlOTh TEXHOJOTil
HITYYHOTO IHTEJNEKTY, € Ba)JIMBOIO KOMIIOHEHTOIO PO3BUTKY COLIabHO-€KOHOMIYHOI,
HAYKOBO-TEXHIYHOI, €KOJIOT14HOi, OOOpPOHHOI, KyJAbTYpHOI Ta iHImMX Tamy3ed. OpHak, 3a
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BIJICYTHOCTI KOHIICNITYaJbHUX 3acaj Jep)KaBHOI MOJITUKH B cdepi ITYYHOTO IHTEIEKTY
HIiBEJIIOETHCSI CTBOPEHHS Ta PO3BUTOK KOHKYPEHTHOTO CEpEJOBHUINA Yy BKa3aHHMX Tally3six
nismbHOCTI. Y 1iboMy KoHTekeTi KabGinerom MinicTpiB Ykpainu 3aTBepmkeHo «KoHuemnio
PO3BUTKY IITY4YHOTO iHTENeKTy B Ykpaini g0 2030 poky» 3amis MiABUIICHHS
KOHKYPEHTOCIIPOMOXHOCTI YKpaiHu Ha MI>KHapOJHOMY PUHKY.

V Bkazaniii Konnenuii Benuki nani (Big Data) ta mtydHuil iHTENIEKT BH3HAYCHI SIK
OCHOBHI HAaCKpi3HI TEXHOJIOTIi, IKMM HeMae ajnbTepHaTuBH» [14]. Y BKazaHOMY JOKYMEHTI
yBara akIEHTYEThCSI Ha MEPLIIOPSAHMUX MpoOJieMax, fKi HEOOXiJTHO BHUPIIIMTH, 30KpeMa:
B1JICYTHOCTi 200 HEJOCKOHAJIOCTI ITPABOBOTO PETYJIFOBAHHS IITYYHOTO 1IHTEIEKTY; BiJICYTHOCTI
CydacHUX Nporpam IIiJBUICHHS KBamiikaiii Jjas BHKIAJA4iB 3aKIaJiB BUIIOI OCBITH Ta
rpaHTOBOrO (hiHAHCYBAaHHS HAYKOBOI JISJILHOCTI y Tajy3l MITYYHOTO IHTEJEKTY; BIJACYTHOCTI
3aCTOCYBaHHA TEXHOJIOTIH IMITYYHOTO IHTEIEKTY B CYIOBIM NpakTHUIll, HU3BKOMY piBHI:
M(ppoBOI T'PAaMOTHOCTI, 1HBECTHIIH y pPO3pPOOJEHHS TEXHOJIOTIH INTYYHOTO I1HTEJEKTY,
BIIPOBA/DKCHHS Ta peali3amii TOCIOAaproYUMU Cy0’€KTaMU 1HHOBAIIMHUX MPOEKTIB 3
BUKOPHUCTAHHAM TEXHOJOT1H IITy4YHOTO 1HTEJEKTY, 1HBECTHUIIN Yy IPOBEACHHS JOCHIKEHb 13
MITYYHOTO IHTENIEKTY 3aKJaflaMd BHUIIOI OCBITH; HEIOCTaTHHOMY piBHI iH(OpMAaIiiiHOT
Oe3nekd Ta 3aXHUCTy JAaHUX B 1HGOPMAIIHHO-TEICKOMYHIKALIMHUX CHUCTEMax Jep>KaBHUX
OpraHiB; HEJJOCKOHAJIOCTI MEXaH13MiB MPUHHSATTS yIPaBIIHCHKUX PIllIeHb Y MyOumiuHii cdepi;
HAsIBHOCT1 PHU3UKIB 3POCTaHHA PiBHS O€3pOOITTS y 3B’SI3KY 3 BHUKOPUCTAHHSIM TEXHOJOTIH
HITYYHOTO iHTENeKTy. BogHOUac oyikyBaHUME pe3ynbTaraMu peanmizanii Konnenmii po3BuTKy
HITYYHOTO 1HTENIEKTY €: CTaHOBIIEHHS CEpPBICHO OpPIEHTOBAaHOI JIepP’KaBHOI TMOJITHKH,
HOPMAaTUBHO-TIPABOBE  PETYJIIOBaHHS  [ISUIBHOCTI, 3HA4yHE  30UIBIIEHHS  KUIBKOCTI
KBaTi(DIKOBAaHUX CIIELIATICTIB, MOIIMPEHHS CEepel HACENeHHS HaBUYOK KOMIIETEHTHOTO
BUKOPUCTAHHS IITYYHOTO IHTEJIEKTY, MiABUINEHHS SIKOCTI HAYKOBHX JOCIHIPKEHb y BKa3aHIl
chepi, onTuMizamis ASUIBHOCTI CYO’€KTIB €KOHOMIYHOI [isSJIBHOCTI Ta  3A00YyTTS
KOHKYPEHTHOI IepeBard, CTPYKTypHE BIIPOBA/KCHHS TEXHOJIOTIM IITYYHOTO IHTEIEKTY B
HAI[IOHANIBHIN cucTeMi KibepOe3meku, CyTTeBe MiABUIICHHS SKOCTI YNPaBIIHCHKUX PIllIE€Hb,
BUXil YKpaiHM Ha MpPOBiAHI TO3MIIi Yy CBITOBOMY HAyKOBOMY CEpEIOBHII. Y I[bOMY
KOHTEKCTI YIOCKOHAJIEHHS KOHIIENITYyaJbHUX 3acaj JIep’KaBHOI MOJIITUKU B cdepi MTYyYHOTO
IHTENIEKTY NacThb 3MOTY CTBOPHTH Ta PO3BHUBATH KOHKYPEHTOCIIPOMOXKHE CEPEIOBHIIE B
3a3HauYeHiN ramys3i JisUIbHOCTI.

He3Baxxaroum Ha JOCHTH MIMPOKE BUKOPUCTAHHS MITYYHOTO 1HTEIEKTY Y BUPOOHUIITBI
Ta YIpPaBJIiHHI B CYCIUJIBCTBI BCE 1€ BIJICYTHE YITKE PO3YMIHHSI CYTHOCTI LIbOTO (JEHOMEHY,
HEOOX1ZIHOCTI Ta HACHiAKIB HOro BIPOBAJKEHHS Yy TEXHOJOrIl MpPOLECIB CYCHUIbHOTO
BIITBOPEHHS. 30KpeMa, INTYYHUN 1HTENEKT BU3HAYAETHCS SIK 00UMCIIOBaJIbHA TUIAThopMa Juis
BUKOHAHHS KOHKPETHHUX, 3a3/1aJIeT1/1b 3aaHuX (PyHKIIH Ta po3B’si3aHHs 3a71a4. JlabopaTopiero
HITYYHOrO 1HTeNeKkTy Kkopropauii Google BHKOPUCTOBYETbCS 1H)KEHEpHE BH3HAYCHHS
MITYYHOTO IHTEJNEKTY SIK IMPOrpaMHO-amapaTHOTO KOMIUIEKCY, IO 3ade3rneduye MiATPUMKY
a00 / Ta MPUAHATTS pe3yNbTATUBHUX DIllIeHh B JTUHAMIYHOMY, HECTIHKOMY CEpEIOBHIII Ha
OCHOBI CBIJJOMO HETOBHO{1, HEUITKOI 1 TaKkoi, 1[0 HE Ma€ MOBHOI JI0Ka30BO1 0a3u, iHdopmarrii
[15]. Hikago, 110 mpu BH3HAHHI BKA3aHUX MEPEIYyMOB J0Ka30BOCTI iH(popMallil epeKTHBHICTh
HITYYHOTO 1HTEJNEKTY HE€ MiJJa€ThCs CYMHIBY. TBOpII CHCTEM IITYYHOTO IHTENEKTY
HA3MBAIOTh J[BA HAMPSAMHU, SKi B IIMPOKOMY Ta BY3bKOMY pPaKypcl XapakTepHU3ylOTh BUIU LUX
CUCTEM. 3a BY3bKHM aCIeKTOM PO3yMIIOTHCS FOJIOCOBI MOMIYHUKY IIPU MONIYKY 1H(opMalii B
KOMIT IOTEPHUX CHUCTEMax, 3a IIMPOKHM — CUCTEMH, L0 MAIOTh Mi3HABaJIbHY 3/IaTHICTh Ta HE
00MEKeH1 B CBOIX JisX. 3BaKAOUH Ha Te, 110 MOAI0HI HEHPOHHI CHCTEMH MalOTh BIACTHBOCTI
CaMOCTIMHOCTI Ta HE3aJIeKHOCTI, 3/1aTHICTh J0 MOJENIOBaHHSA, pO3Mi3HaBaHHS 00Opa3iB Ta
HNPUMHSTTS EBHUX CAaMOCTIHHUX pILIEHb, IITYYHUHN 1HTEJIEKT — 11€ BUKOHABUUHN MPUCTPiil a0
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KUIbKa BHUKOHABYMX IPHUCTPOIB, IO MAaKOTh 1HOPACTPYKTYpy, SK IICHTpali3oBaHy, TakK 1
nereHTpatizoBany. [l MMTydyHUM 1HTEJIEKTOM pO3YMIIOTh TaKOX 3/aTHICTh MAIIHHU
BUKOHYBAaTH KOTHITHBHI ()YHKIII{, BIACTHBI JIFOJMHI: BMIHHSI MIpKyBaTH 1 BYMTHCS Ha OCHOBI
MOTEPEAHHOT0  JOCBiTy, BUPINIYBAaTH I[I€BHI 3aBJaHHS, B3AEMOJISTH 3 HABKOJIUIIHIM
cepenoBuiieM [16]. DyHKIIOHYBaHHS INTYYHOTO IHTEJICKTY OPTraHIYHO IIOB’S3Y€EThCS 3
TEXHOJIOTISIMU OOPOOKHU BEIMKUX JaHUX.

L{iHHICTh IITYYHOTO 1HTEJIEKTY IOJISATAE B TOMY, 11O BiH MIACHIIIOE JIIOJICHKUN IHTETIEKT
[UISTXOM IIBUJIKOI OOpOOKH 3HAYHUX MACUBIB BEIHKHUX JAHUX, SKI MMOCTIMHO MOTOBHIOIOTHCSI.
B KOHTEKCTI OIiHIOBaHHS MOXJIMBOCTEH IITYYHOTO 1HTEJIEKTY Ta HOTO 3B’S3KIB 3 IHTEJIEKTOM
JFO/IMHYU 3a3HAYMMO Take. B iHTeneKTyanbHil MisUIbHOCTI JIIOJUHHE PO3PI3HAIOTH TPU OCHOBHI
MOHATTS: 1HTEJIEKT, PO3yM, CBIIOMICTh. PO3Tismaround OCHOBHI TOHSTTS 1HTEIEKTYaIbHOI
JISUTBHOCTI JIIOJAMHU B iX NMPHPOJHOMY B3a€EMO3B’SI3KY Ta B iX BTUICHHI B MPOrPaMOBAHUX
IPUCTPOSIX IUTYYHOTO I1HTENEKTY, BHUKOPHUCTAEMO TEPMIHOJIOTI0 KOTHITUBHUX HAayK, B
KOHTEKCTI SKHX I1HTEJEKT pO3IJISAA€ThCS HacaMmmepen sK 3AaTHICTh JIIOJUHM paxyBaTu 1
CTBOPIOBaTH QJITOPUTMU OOYHMCIIEHb. [HTenekTyanbHa (YHKLIA poOOTa MOJENIOETHCS Ha
OCHOBI (hopMaIbHUX MaTeMaTHYHUX Mozesel. Lls GpyHKIis BKII0Yae MOHATTS «MipKYBaHHS
Ta «CHCTeMa CHpPUHHATTS». MipkyBaHHsS po0OOTa MOJENIOETHCS OJIHUM 13 PI3HOBUIIB
¢dopManbHOI JIOTIKH, a CHCTeMa CIIPUUHATTS — HEMPOHHOIO Mepeskero. JIoriuHi cucreMu, 1o
BUKOPUCTOBYIOTbCA Ul pOOOTIB, CKJIAJAIOThCS 3 TAaKUX €JNEMEHTIB: (OpMalIbHUX MOB,
NpaBUJI BUBEIECHHS Ta akcioM. MexXi MOKIMBOCTEH JIOTTYHUX (POPMAIIBHUX CUCTEM HAIPOUy.l
BY3bKi. Ix Bu3HAueHO B teopemi K. I'egenst mpo HEMOBHOTY, BIIMOBIAHO JI0 K0T «OyAb-siKa
cHUCTeMa MaTeMAaTUYHHUX aKCIOM MOYMHAIOYHM 3 TIEBHOTO PIiBHS CKIAJHOCTI a00 BHYTPIIIHBO
cynepewiuBa, abo HenoBHa» [8]. ToMy 1 mpakTHMYHa KOPHCTb BiJ] TaKMX CHCTEM Mae
OLIIHIOBATHUCS 3 BEIMKUM CTYIIEHEM 00EpPEKHOCTI.

[IpakTHyHe 3aCTOCYBaHHS IUTYYHOI'O IHTEJIEKTY PO3BUBAETHCA B cpepax yNnpaBiIiHHS
MEXaHIYHUMHU TPUCTpOSIMH Ta 1X cuctemamu (IHTepHeT peueil), ramy3eBUMH 1
TEPUTOPIAJILHUMH BUPOOHUYMMHU KOMIUICKCAMH, B TPOBEJACHHI (DIHAHCOBHX oOmepariiii, B
MEIWIUHI 1 OXOpPOHI 3J0pOB’S, B CHCTEMI OCBITH TOIIO. 3AeOULIBIIOrO Ie YMpaBIiHCBHKI
¢GyHkii, [K1 MonAraloTh B aHali3l iHGopMmanii 1 BHOOpPI ONTUMAIBHOTO PpILIEHHS,
MIPOTIOHOBAHOTO OTIEPATOPY.

HITyyHuii 1HTENEKT 3HAYHO BIUIMBA€ Ha MPOLECH Ta MOCIYTH PI3HOIO CHEKTPY
3aBllaHb, TAKUX SIK:

— MEpEKEBOr0 MAapKETHHTY $IK aHali3y IOBEAIHKM KOPHCTYBayiB y Mepexax Ta
CTBOpEHHS po(1iB KOPUCTYBaUiB, KyJU OPIEHTOBaH1 IPOMO3UILIIT TOBAPIB Ta MOCIYT;

— Ha BUpPOOHMYI BIUIUIM, KEPYIOUM TEXHIYHHUM OOCIYyrOBYBaHHIM INepeadadyBaHUM
YUHOM, aBTOMAaTH3YIOUM KOHTPOJIb SKOCTI Ta BHSBIISIOYM aHOMaJil y BUPOOHHUYMX JIIHIAX
nepes TUM, IK BUHUKHYTb IPOOIeMH;

— Ha JIOTICTUYHI MpPOLIECH, PO3paxoBYKOUH €(QEeKTHBHI MapUIpyTH, MepepaxoByHOUU
HOB1 MapLIpyTH Ha OCHOBI Hemepen0ayeHuX MOAIA Ta MIATPUMYIOYM KOHTAKT 3 KJIEHTOM Ta
MOCTAYaIBHUKOM JIOTICTHYHUX TTOCIYT TUIABHUM Ta aBTOMAaTHYHUM CIIOCOO0M;

— Ha MicJIA IpoaXkHe 00CITyrOBYBaHHS, aHATI3YI0UH AYMKY KJII€HTIB PO MPOAYKTH Ta
MOCJIYTH, OI[IHIOKOYH PIBEHB 1X 3a]0BOJIEHOCTI Ta MOXKJIMBI 3001 UM MOKPAIICHHS, SIKi MOXYTh
3aCTOCOBYBATHUCS 10 MPOAYKTIB/IOCTYT.

[ligpuBHI 3HAaHHSA Ta TEXHOJOTIi — II€ €JIEMEHTH, SIKI T€HEPYIOTh BaXJIMBI 3MIHH Yy
BUPOOHUYMX CTPYKTYpax, CYCHUIBCTBI Ta Yy 3arajJbHOMY 3HaHHI, POOJSYM TIOMepenHi
CTpyKTypu 3actapiaumu. B XX CT. mITydHHUH 1HTENEKT MPOMIIOB HUISX BiA cepu 3HAHb Y
rajy3i KOMIT IOTepHUX HayK 3 OOMEXEHHMM 3aCTOCYBaHHSAM Ta OOMEXEHUMHU MOKJIUBOCTIMHU
amapaTHOro 3a0e3MeYeHHs TOTO Yacy [0 JKHTTEBO BaXXJIMBOTO €JIEMEHTa I PO3BUTKY
npomucioBocTi Ta nocayr XXI cr. bizHec-iHAyCTpis HE MOrjla HE MOMITUTH KOJOCAIBHUX
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MO>KJIMBOCTEH, SIKI BIIKpPUBAE Tepe] HEO IITYYHUH IHTEIEKT I pO3pOOKH HOBUX MPOJIYKTIB
Ta MOCIIYT, a TAKOX 30UIBIICHHS MPOJIAXIB.

Ha BigMiHy Big  iHpOpMaIiHO-KOMYHIKAIIMHUX  TOCIAYr  IHTEPHETY, IO
KOPUCTYIOTBCSI ~ 3pOCTal0YMM  MAacCOBUM  IONUTOM, 3aCTOCYBaHHS  IHTEJNEKTYaJbHHX
POOOTOTEXHIYHUX CUCTEM B PEAIbHOMY BHPOOHHIITBI HOCUTh OOMEXEHU xapakTep. I 010BHI
NPUYMHA: BUCOKA IiHA, BEJIMKI BUTPATH Ha IHTErpalil0 B BUPOOHHUIITBO 1 EKCILIyaTalilo,
TPUBaJl TEPMIHUM OKYMHOCTI BKJIaJ€Hb. Ha 1boMy TIII TpaguIliiHI TEXHOJOTIl 3
BUKOPUCTAHHSM >KMBOI Tpalli Oi1bl e(peKTHBHI B EKOHOMIYHOMY BiJTHOIICHHI. BaxxiauBy poiib
BiJlirpae comiaabHuid (akTOp — BUBUIBHEHHS pOOOYOT CHIIM 1 TIEPCIIEKTUBU OE3pOOITTS st
3HAYHOI YaCTUHU Mpare3aatHoro HaceneHHs. LLlinpHicTs poboTu3anii B YKpaiHi cTaHOBUTH |
po6ot Ha 20 000 pobouux Micib, TOI K s iHIKX Kpaid 113 pobotis Ha 10 000 oci6 [17].
3rigno 3 nannmu MixHapoanoi denepariii poOOTOTEXHIKH, HA CbOTOMHI Y CBITI (pyHKIIOHYE
1,1 muH. poOoTiB, a y BUpoOHHLTBI aBToMOO1IIB 80 % pobouoro mporecy 3abe3neuyroTh
came wMmamuHH. JlizepoM y BHpPOOHHMITBI TpOMHCIOBUX pPoOOTiB € Snonis (52%),
KOHKYpEHIII0 SKili cTaHOBUTH KuTall, akTUBHO Hapolye oOcsru BUpoOHUITBA. BiacyTHICTD
eJIeMEHTHOT 0a3u 1 1e(iUT KOMIUIEKTYIOUHX CTalOTh CEPHO3HOI0 MPOOIEMOI0 YKPaTHCHKOTO
PUHKY POOOTOTEXHIKH.

[TpomucioBa poOOTOTEXHIKA MpHU3HAYEHA JJII BUKOHAHHS OCHOBHHX 1 JOIMMOMDKHHX
orepariii BUpOOHUYOro MUKy 0e3 ydacTi JoauHU. BiAmoBigHO A0 HBOTO poOOTH MOXYTh
CHemiai3yBaTucsi Ha OCHOBHUX a00 JOMOMIKHHUX oOmeparisx, abo OyTH yHiBepCaJbHHMH.
OcHoBHI onepallii mojisraloTh B 00po0O1li, 3BaproBaHHi, 30iplii Ta IHIIKMX poOOTax, JOMOMINKHI
— B TepeMillleHHI 3aroTOBOK 1 TPaHCIOPTHO-CKIAACHKUX omepamisax. Excruryararis
IPOMUCIIOBUX POOOTIB IMOB’s3aHAa 3 IMOSABOK IEBHUX PHU3UKIB JJIs JIIOAMHU Ta BHMAarae
CTBOPEHHS BIJIOBITHUX CUCTEM O€3IeKH, X04a 0 y BUIIIA/II 3aXUCHUX OTOPO/KEHb.

IIporpamue 3abe3neueHHs poOOTIB Moke IependadaTH IEpernporpaMyBaHHS B
ponmeci ¢ynkmionyBanHa. HoBitHi poOoTu Takoro Tumy 3’siBuumcs B 1999 p. — me
KojabopaTuBHI poOoTH abo koOoTH. Sk 1 3BHYaliHI pPOOOTH, BOHM CKJIQJAIOTHCA 3
MaHIIMyJIATOpa 1 TPUCTPOIO TEPENpPOrpaMyBaHHs yIpaBlIiHHSA. BOHM MarOTh JaTYUKA
TEXHIYHOTO 30pYy, TOOTO PO3MiI3HAIOTh JIOJMHY Y BUPOOHHYOMY CEpENOBMILI, IO ICTOTHO
3HIDKYE PU3UKM 1 BUTPAaTH Ha iX IHTErpamio B BUPOOHHUTBO. KpiM TOro, BOHM MOXYTh
aHaJi3yBaTH 1 MOJIEJIIOBATH BUPOOHMYI TMpolecH 1 mpuiMaTH pimeHHs. ['onoBHa mepeBara
KOOOTIB — MOXJIMBICTh MPALIOBaTH y B3a€EMOJIl 3 JIOAWHOK. EKOHOMIUHUN eQeKkT Bif
poboTu3alii CKIagaeThcsl 3 TaKMX CKIAJIOBHX: eKOHOMisi GoHay oratu mpami (15-20 %);
3pOoCTaHHs MpoayKTUBHOCTI mpari (60—70 %); miaBuieHHs i cradinizamis sikocti (15-20 %).
HaiiOinbimry edexkTuBHICTP HNPOMHCIOBI pOOOTH IOKa3ylOTh Ha OIeEpalisiX 3BaplOBaHHA,
(dapOyBaHHS, HaIJIaBJIEHH, OaraToBepCTaTHOrO 00CIYroBYBaHHsI, 301pKU, TEPMOOOPOOKH.

Meranyprisi, XapyoBa IpPOMHCIOBICTb, JIOTICTHKa 1 arpocdepa € migepamu y
BUKOPHUCTAHHI IPOMUCIOBUX pPOOOTIB. Y BaxKii MPOMHUCIOBOCTI YKpaiHM MPHUKIATIOM
KOMIUIEKCHOI aBTOMaTH3allii € MeTanypriiauii 3aBoj «luTepnain Cranby, Ae BUPOOHUUUMU
npouecamu ymnpasise cucrema MES, a cnenianbHe nporpamHe 3a0e3NedeHHs! JTa€ 3MOry
HEMepepBHO MOHITOPUTH CTaH obnaaHaHHA. Y 2019 p. BIIKpHIM aBTOMATU30BaHy JIUISIHKY 3
BUPOOHUITBA 3aii3HWYHMX Koiic Ha «lurepmaitn HT3» nns excrnoptHoro punky. HoBiTHi
TeXHoJIorii y cdepi JorictTuku akTuBHO 3actocoBye «Homa Ilomray. [lpuxiagu
BUKOPHUCTAHHA POOOTOTEXHIKHM BIICIIAKOBYIOThCA TaK0X B MeIUYHOMY cektopi: B 2019 p.
kiiHika «Innomed» (M. Binnuist) mpuabana pobota-xipypra DaVinchi ans mposeneHHS
omepairiii. B ykpaiHCbKOMy arpapHOMY CEKTOp1 pOOOTOTEXHIKA JIOKATI3Y€EThC OE3IMITOTHUMHI
JITaJbHUMU anapaTaMu, siKi 3a3BU4ail BUKOPUCTOBYIOThCA JJIs TOJIbOBUX pooiT [18].

I Ocmpoecovka, O. Ocmposcokuu. LLImyunuii inmenexm 6 yMog8ax Cy4acHux nionpuemcme 71
ma MapKkemuH2o08Ux KamMnauiil: eqheKmueHi iHcmpymeHmu ma nepcneKmuey po3eUmKYy
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Y Tabn. 1 monmaHi aKkTyalbHI HampsSMH 3aCTOCYBaHHS INTYYHOTO I1HTEICKTY st
BIipoBaKeHHS [HaycTpii 4.0.

Tabmuus 1 — AKTyanbHI HalIpsIMU 3aCTOCYBaHHS WITy4yHOTO iHTENnekTy (L) ms

BrpoBauKeHHs [HIyCTpii 4.0

Hanpsm Onuc
IIpomucnoBa pobororexnika 3 miarpuMkoro 1111 BUKOPUCTOBYEThCS Il aBTOMATHYHOT
00poOKM Ta BHKOHAHHS TUHHUX 3aBJaHb 0 MPU3BOAWTH 10 YHHKHEHHS abo
Bukonanns p py AlaHe, I P a oy

PYTHUHHUX 3aBJAaHb

MiHIMi3alil JIOJCEKUX IIOMWIOK. B mporpamy 3akiajgeHO CKJIAJaHHS, 3BaprOBaHHS,
(apOyBaHHs, BUIpOOYBaHHS 3amaciB, 30MpaHHs, HaKJIaJaHHs, GOpPMYBaHHS MiJ THCKOM,
KT SITiHHS, BAPOOHHUIITBO i NITiyBaHHS CKJIa TOIIO.

IInanyBanHs
BHUPOOHHUIITBA
Ta MPOTHO3YBAHHS
TIOTIUTY

CucTeMH NPOTHO3YBAaHHS IIONUTY, KEPOBaHI IITyYHUM IHTENEKTOM, HPALIOIOTH 3HAYHO
MIBHU/IIEC Ta JAIOTh OLIBII TOYHI pe3yNbTAaTH, HUK 3BHYAHE NPOTHO3YBAHHS IOIUTY, B
3B’A3Ky 3 3Ha4HO OumemmM 3amacoM iHGopwmarii, sky LI wmoxe 3HaTH 1
BUKOPUCTOBYBAaTH. [amy3i MOXyTh Kpamie oOpoOIsATH oO0csArm 3amaciB, KepyHOUHCHh
IUVIAHYBAaHHSAMHU Ta MPOTHO3aMH 1, TAKAM YHHOM, 3MCHIIYBAaTH HMOBIpHICTH CHUTYyaIlil
TIepeHaOBHEHHS 200 HEAOCTaul Ha CKIIaIi.

ITigBuIeHHSA
00i3HaHOCTI
PO MPOIYKT

I momomarae BHUpOOHWKaM MIABUIMUTH OO0I3HAHICTH MPO CBilf MPOAYKT i 3a0X0Uye
KOMIIaHii eKCIIEPUMEHTYBATH 3 MOTCHIIHHIUMHU 3aXO0aMH IS MiABHIICHHS ¢(EKTHBHOCTI
aktuBiB. Jl0o BHpoOOHHMUTBa ioro (i3MYHOrO eKBiBaJICHTa BHPOOHUKU MOXYTh
BUKOPHCTOBYBaTH LU(POBI ABIHHHMKU, BUNPOOOBYIOYM Ha HHMX HOBI i€l Ta NpakTHKU
3apajyl CTBOPEHHs aKTyaJbHOTO IPOJYKTY, BiIIIOBIIHOTO 3alIUTaM PHHKY.

Kpammii
MOHITOPUHT
1 Oe3meka

11 3abe3neuye Kpamuii MOHITOPHHT i Oe3leKy — HOro MO)KHa BHKOPHCTOBYBATH JUIS
Oe3mepepBHOi  imeHTH(DIKALIT MMEPCOHANTY, TEIJIOBOTO CKaHyBaHHS a00 MOHITOPHUHTY
KOHTaKTIB CIIBPOOITHHKIB JJsI BIICTS)KCHHS JOTHKIB 1 CcaHIiTapii, 3aBASKH YOMY
CKOPOYYEThCS 4Yac MPOCTOI0 Ta TFAPAHTYETHCS BHCOKA SIKICTh KIHIEBOI MPOAYKIHI B
mporieci BUpOOHUIITBA.

BusaBnenns ta
YCYHEHHS
nedeKTiB

Y BupoOHW4i cucreMmi iHQoOpMamis 3 SABIAETBCS HE oOnpa3y abo 3aHIIAeThCS
HETIOMIYEHOI0 JTIOCHKUM OKOoM. [lepenoBi TexHoorii, Taki Sk MamuHHe HaBdaHHA (MH)
ta Il MOXyTh OyTHM TYT KOPHUCHHMH, OCKUJIBKM 1O HHX MOXXHA IiJ’€JHATH KaMepH,
nazepu Ta ckaHytodi iHctpyMmeHTH. LI aHamizye 00’ ekt mig gac iX pyxy Mo BUPOOHHUIH
JiHIT 111 BUSBICHHS Ta YCyHEHHsS Ie()eKTiB y pealbHOMY Yaci, [0 3a0laKye 4ac i

pecypcH.

IIpoexryBaHHs
Ta BUPOOHUIITBO

Y BUpOOHMUTBI TOBapiB i3 reHepaTHBHOW apxiTekrypoto LI Bigirpae BasxiuBy poib - Le
iTepaTUBHUI MPOLEC MPOEKTYBAHHS, SIKWil BKIIOYA€ BBEJCHHS B aJITOPUTMH IITYYHOTO
IHTEJIeKTy JieTaneil Au3aiiHy Ta (QyHKIIOHATY KiHIIEBOro mpoaykry. Lli 3HaHHS MOXYTh
OXOIUTIOBaTH 0e3nid KpUTepiiB, B TOMY YHCIi METOAH OOpPOOKH, XapakTep HpPOIYKTY,
4yacoBi Ta OIOJKETHI OOMEXEeHHs. AJITOPUTM TEpPeBIpUTh OYyIb-Ky MOXIUBY
MIEPECTAHOBKY PIIICHHS, BPaXOBYIOUH BCi i TApaMeTpH, i MaTuMe HaHOITBII BiAIOBIIHI
3aMUTy KOPUCTYBada BUXiTHI PIlICHHS.

Bigmosigna

iHpOpMaIis

Busasnenns
nedeKTiB

Texuonorii ML i Al MoxyTh OyTH TYT KOPHUCHHMH, OCKUTBKH KaMepH, Jla3epu Ta
CKaHYI0Ui IHCTPYMEHTH MOXHA MIAKIIIOYNTH 10 TporpaMu Al. BoHa aHamni3ye 00’e€KTH iz
gac iX pyxy mo BUpOOHW4IN miHil. Ll TEeXHONOTisI BUKOPUCTOBYETHCA ISl BHSBICHHS
nedekTiB y peanbHOMY 4aci. Kibka MpoayKTiB MaroTh OJHAKOBUH AedekT, 1 Horo MokHa
BUIIPAaBUTH B PEXKUMi peanbHOro dvacy. lle 3aomaaute dac i pecypcH, OCKIIBbKH s
YyTJIMBA TEXHOJIOTisS 0OMEXKye Bixomu Bijx AedekTiB 0e3 BTpydaHHs o quHu. TexHOIoris
HITYYHOTO IHTEJIEKTY MOKE CTBOPIOBATH LIIHHY 1H(OPMAILit0, SIKa A€ 3MOTY i JIPHEMIIIM
OynyBaTw iHHOBaIliliHI Ta HaAiHHI Oi3Hec-moneni. Il kopucHU# I BUSBICHHS MOJIENeH
1 SIBUIIL, SIK1 3BUYaiHa JIOMHA HE 0AYUTh.

Ha npomucnoBux HiANpHUEMCTBAX TAKOXK OYIKYIOTHCS PEBOJIOLINMHI 3MIHU Yy cepi
mapkeTtuHry. Cepel NpiOPUTETHUX 3aBJaHb PO3BUTKY LU(GPOBOTO MAapKETUHTY MOKHA

MO3HAYUTH TaKi:

BJIOCKOHAJICHHSI BHPOOHMYOi HAyKOBO-TE€XHIYHOI 0a3u; KUIbKICHE

HapOILyBaHHSI PUHKIB 30yTy; 3pOCTaHHS KOHKYPEHTOCIPOMOXKHOCTI MPOIYKIIii; MOCHUICHHS
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KJIIOUYOBHX (aKTOpiB YCHiXy Ta KOHKYPEHTHHMX NiepeBar MiANPHEMCTB; PO3IIMPEHHS
30BHIIIHBOEKOHOMIYHOTO TIOTEHINATY; YIOCKOHAICHHS SIKOCTI MPOJTYKIIii.

TexHosorii IWTY4YHOrO IHTENEKTY MalOTh 3HAYHWH BIUIMB Ha CYYaCHHUH MAapKETHHT.
Bonn HagaroTh MapKeTolioraM HOBI IHCTPYMEHTH Ta MOXKIMBOCTI JJs TOKPAICHHS
e(DEeKTUBHOCTI MISUTBHOCTI MIAMPHUEMCTB 1 B3a€EMOJIi 31 CHOXKMBa4aMH. 3a JOCIIIKEHHSIM
«McKinsey & Company», 63 % MapKeTOIOriB BBaXKAIOTh IITYYHUN IHTEIEKT KIIFOYOBUM JUIS
yCmiXy MapKeTHHTOBUX cTpateriii, 70 % MapKeToJOriB BiJ3HAYalOTh MOKPAIICHHS TOYHOCTI
IIPOTHO30BAaHOI KOHBEPCIi 3aBASKM BUKOPHCTAHHIO IITYYHOTO IHTEJEKTY B MapKETHHTOBUX
KaMIMaHisgX Ta ToJimmeHHs iX edektuBHocTi. [Ipn 1bOMY BIPOBAIHKEHHS TEXHOJOTIM
IITYYHOTO 1HTEJNEKTY MOXe 3a0€3MEeYUTH IiJIBUIICHHS TPOIYKTUBHOCTI MapKETHHTOBUX
koMan Ha 10—-30 %, B Toit yac sk 6sm3bk0 50 % MOKYMIIIB 3a3HAYa0Th, 110 IEPCOHATI30BaH1
pexoMeHallli, siki 6a3ylThCs Ha IITYYHOMY 1HTEJIEKTi, MAIOTh BETUKUI BIUTUB Ha X pillICHHS
npo Nokynky [19].

[TigTpumyemMo AyMKy aBTOpiB gociipkeHHs [20], ki po3yMilOTh IITYYHUI IHTETEKT Yy
MapKETHHTY SIK PO3BUTOK IITYYHUX areHTIB, sIKi, BpaXOBYIOUH iH(OpMaIlio, IKy BOHH MalOTh
PO CIOXHMBAaYiB, KOHKYPEHTIB 1 LIJIbOBY KOMIIAHIIO, MPOMOHYIOTh Ta/ab0 BIKHUBAIOTh
MapKETHHTOBHX 3aXO/(iB JUIs JJOCATHEHHS HAHKPaIIOro MapKETUHTOBOTO Pe3yIbTaTy.

ABTOpamMHu y3aranbHEHO €()EeKTHBHI HANpsSIMHU Ta NEPCHEKTHBH PO3BHUTKY, ITOB’sI3aHi 3
3aCTOCYBaHHSM LITYYHOT'O iHTEJIEKTY B Pi3HUX CErMEHTaX MapKETHHTY Ta iX Tpanchopmaris
JUIS MAPKETUHTOBHX CEKTOPiB (Tadu. 2).

Tabmuus 2 — OCHOBHI HaNPsIMU 3aCTOCYBAHHSI IITYYHOTO 1HTEJIEKTY 3 METOIO
aBTOMaTI/ISaHﬁ MAapKCTUHTY

IHCTpYMEHTH Onmuc

HITy4Hnii iHTENEeKT BIUIMBaE Ha UU(PPOBUHA MapKETHHI, IO3BOJITIOYM MAapKeTOIoraM
3pO3YMITH TOBEIIHKY CIOXMBauiB 1 3ampoBaguTH €(PEeKTHBHI MapKETHHIOBI ITiJXOIU.
Ludposwuii Bukopucroyroun 111, MoxHa mMBHIKO 0OpOOIATH BEMUKI 00CATH JaHUX 13 COLIaIbHUX
MapKEeTHUHT Mepex, enekTpoHHoi momrtH Ta IHTepHery. lle nmae 3mory 30uparu i1 aHaii3yBaTu
iHpoOpMallil0 Npo CHOXKKMBA4iB, IPOrHO3YBATH 1X MOBEMIHKY 1 MPUHAMATH aBTOMAaTH30BaHI
MapKETHHIOBI PillICHHsL.

I nomoMarae 3MEHIIMTH JIIOACHKI MOMHUJIKH, OCOOJMBO B KPUTHYHUX OOmacTsx. Bin

3MeHIIeHHS MOXe PO3poOIISATH Ta ONTHMI3yBaTh BMICT enekrponHoi nomrd. I Takox momomarae y
JIFOJICBKUX 3aXHCTi JaHWX Ta BUPIMICHHI MPoOJieM KiOepOe3lmekH MUITXOM HaBUaHHS Ta ajarTalfii.
IIOMHJIOK Bukopucranns Il Moke CHpHATH €KOHOMIi KOIITIB, SIKi 3a3BHYaii BHUTPAYAIOThCS Ha

PO3poOKy Ta BOPOBAKSHHSI MAPKETHHIOBHX CTPATETil.

I mipkmrogae GizHec-mporecu Ta 3abe3medye Oe3qoTaHHNN JOCBIT y cdepl MApKETHHTY.

BukopucroByroun III, MapkeTonors CTBOPIOIOTH IHAMBIIyalbHI Ta KpeaTUBHI
[MigxmroyeHHS | MapKETHHTOBI CTpATeTii, MPUBEPTAOTH KITIE€HTIB i popMyIoTh (aHaTiB Opermy. LI Takox

0i3HEC-TIPOLIECIB | J103BOJISIE KOHTPOJIIOBATH MIKPOMOMEHTH B3a€MOAIl 31 CIIOXKHMBavyaMH, [MiJBUILYIOYH

3arajnbHuil gocBin. lle mepeocMuciioe MapkeTHHr 1 3abe3nedye BHCOKY SIKICTBb

00CIIyTOBYBaHHS.

LI moske aHai3yBaTH BeNIHMYE3HY KUIbKICTh PMHKOBHX JaHUX 1 mependavaTtH, ska Jis

KOpHCTyBaya Oy/ie HAaCTYIHOI. BiH OXOIUII0€ MiNbSP/IH MOIIYKOBHUX 3alUTIB 1 JoIoMarae

AHaii3 BeIMKux

o0csriB . o o
HHKOBHX BHU3HAYMTH, HACKIJIBKM OJM3BKUI KOPUCTYBay 70 31iHcHeHHs mokynku. Brums LI Ta MH
p AHIX BUXOJUTH JAJICKO 32 MEXI HaJaHHs MPOCTUX IHCTPYMEHTIB. Lle JOKOPIHHO 3MiHIOE CIIOCIO

BeJ/ICHHs Oi3HEec-omepalliif i TaKUM YMHOM Maiike BTpHYi MiJIBUILYE e()eKTHBHICTh Oi3HECy.
LI cnpourye poOOTY MapKeTOJIOTiB, HAIAal0UM aKTyalbHy iH(OpMaIlilo KITi€HTaM 3aJIeKHO
Big 1IxHIX ymomoOaHb. BiH miATpUMYe TNepcOHANI30BaHI MAapKETHHIOBI CTparerii,
MPUCTOCOBAHI JIO 1HIUBITyalbHUX MOTPeO KIEHTIB. AJTOPUTMH BU3HAYAIOTh aKTUBHICTH
BiIBilyBauiB caiiTy Ta IOKa3ylOTh iHAWBIAyaJIbHY pexiamy. Bukopucranus ocodbucrux ta

Hapanus ninaol

iHpopmaii X . .
HOBEIIHKOBUX [AaHHX JOIOMAarae 30CEpEeIUTHCS Ha Pe3yJIbTATHBHOCTI Ta 3aJ0BOJICHHI
kiieHTiB. I Takox BHKOpHCTOBYe Icuxorpadiky JUis Kpamoro po3yMiHHS HijTed Ta
no0a)kaHb KITI€HTIB.

I Ocmpoecovka, O. Ocmposcokuu. LLImyunuii inmenexm 6 yMog8ax Cy4acHux nionpuemcme 73
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BxnroueHns
3py4HOL
MiATPUMKH
KJIIEHTIB

Bukopucranns 111 B aBromMaTH3awii MapKeTHHTY JoroMarae 30MpaTH Ta iHTepIIpeTyBaTh
JlaHi KJIEHTIB y PEeXKHMMI PEalbHOTO Yacy 1 3aCTOCOBYBATH IX JUIsl TilepIepCOHATIZ0BaAHUX
nporno3uuiil. Ile monermye po3aiieHHS Ta NpiOpUTE3allil0 JaHUX, a TaKOX ITOKpallye
MapKEeTHHIOBI CTpaTerii.

Y nockoHaJaeHHS
IHCTPYMEHTIB
aBTOMAaTH3aLlil
MapKEeTHHTY

Il nonomarae MapKeToJoraM IIBHJKO BHUSBIISITH NOTCHLIHHUX KII€HTIB, pO3pOOISITH
e(eKTUBHY TaKTUKY HIATPUMKH Ta CTBOPIOBATH PEJICBAHTHUN KOHTEHT. BukopucTaHHS
JUHAMIYHOTO BMICTy, OCOOJIMBO Yy TEPCOHANI30BaHUX EJIEKTPOHHHUX JIMCTaX, J03BOJISIE
aKTUBI3yBaTH KOMYHIKallifo OpeHAy 1 BpaxoByBaTH IHIWBiAyalbHI TOTpedH Ta
Brogo0anHs nepeamiaTHukiB. 111 3abe3medye KOHTEKCTyalbHy aJalTalilo eJIeKTPOHHUX
JIMCTIB Ha OCHOBI TeorpadiyHOro po3TanryBaHH, IICHXOTpadiky, TOBEIIHKOBAX JaHUX Ta
iHMX (HaKTopiB.

Tlonermenns
pobouoro
HAaBaHTA>XXCHHS

LIl nonomarae 3MEHIIMTH poOOYE HABAHTAXXCHHS Ta 3aOLIaJMTH Yac NPH OTPUMAaHHI
KopuCHOI iH(popMarii 3i ckiagaux maHuX. [IporHo3Hmii anami3, BukopuctoByrouu LI,
MOJKE CYTTEBO BIUIMHYTH Ha MapKETHHTOBY MiSIBHICTH, HAIAIOYU LiHHY iHpOpMALio 3
HasBHUX pgaHux. LI Predictive Lead Scoring € momysispHOI0 mporpamoro, ska
BUKOPHCTOBYE MPOTHO3HHW aHali3 Jyisi COPTYBaHHS Ta OLIHKM NMOTEHHIHHMX KII€HTIB.
MapxkeTosoru npoJoBXKyOTh BAKOPUCTOBYBATH Iied MiXif uisi e(peKTHBHOTO BU3HAYCHHS
MOTCHIIIMHUX KIIIEHTIB.

[IBuakicTe
00pOoOKH JaHUX

I npuckoproe 0OpoOKy maHMX, 3a0e3lmeuye TOYHICTh 1 OC3MEKy, J03BOJISE KOMAaHI
(okycyBaTucs Ha CTpaTeTiuyHKUX LIIIX Ta CTBOPIOBAaTH epeKkTHBHI KammaHii. Bin 30upae ta
BIZICTE)KYE HaHI B PEXKHMI PEaTbHOrO 4Yacy, AOMOMAralodd MapKeToJoraMm MpHAMaTh
MBHUIKI pilmeHHS Ta pobuth 00’ekTuBHI cymkeHHa. LI aBTOMaTtm3ye moBTOpIOBaHI
3aBJaHHs, 3MCHINYIOYH MMOMHUIIKA Ta CKOHOMIISIYM Yac Ta pecypcu. Bukopucranus [T
JIO3BOJISIE 30€perTH BUTPATH Ha HAWM Ta BUKOPUCTATH HASBHI 3MI0HOCTI IS BaXKITUBIIINX
3aB/IaHb.

IHcaliTn, sKi 30Wpae IITYyYHWH IHTENEKT U OpraHi3amiil, € LiHHAM pPecypcoM Ui
KpaImoro po3yMiHHS CIIOKMBAYiB 1 MPUHHATTS Opi€HTOBaHOTO Ha KiieHTa BHOOpPY. LI

Bubip, NPOIMOHYE 3HAHHS 30BHINIHBOTO PHHKY, OLIHIOIOYHM BEJIWYE3HHH IHTEPHET-KOHTEHT Ha
opieHTOBaHMI | IIaTopMax COLIAUIBHUX Mepex, Onorax Tomo. MapKeToJorH MOXYTh IIBHIKO
Ha KJIi€HTa PO3BUHYTH OCOOMCTICTh CHOXKHMBaua, BUKOPHCTOBYIOYH MIJIbSIDAN TOYOK JIAHHX i3 CHCTEM
11I. Bonn BKJIIOYArOTh B3a€EMOJII0 Ha MiCLl, perioHalbHI MPONO3ULiT, KyIiBeJIbHI 3BUYKH,

nonepeHi B3a€MOIii/CIKyBaHHS, JDKepena peKOMeHalii Ta iHm (hakTopu.
LI Moxe NOoKpaliuTH KOHTPOJIb 3aMaciB MiJl 4ac IHTEHCHMBHOTO TONHUTY Ta KyIiBii. KoxkHa
[MoninmieHHs | kommaHiss morpedye AMHAMIYHOTO IIHOYTBOPEHHS Ta IPOTHO3YBAaHHS  IOIHTY.
KOHTPOJTIO IaguBinyanpHe pilleHHsS, CTBOPEHE KOMAaH/I0I0 a00 30BHIIIHIM IOCTaYaJbHUKOM, MOXKE
3amnaciB OyTH HaWKpammM BapiaHTOM JUIS pO3POOKH CHCTEMH, sIKa MOXE JOCATTH IIijel 3aJie)KHO

BiJl BUIIB IISUIBHOCTI Ta TUMIB KIIIEHTIB.

HamamryBanas | LI cTBoproe imitamifiHi Mojeni Ta Hagae TPOIO3MINI Ha OCHOBI JaHHWX MOMEPEAHIX
TIporeciB MOKYTOK. BiH mosernrye B3aeMoifo 31 CroXKMBadyaMH Ta JOIOMarae MpoOTHO3YBaTH iXHi
TIOKYTIOK TIOKYTIKH.

11 BukopucTOBYeThCS B U POBiil pekiami Ha miatdopmax, Takux sk Facebook, Google

i Instagram, a1 TOYHOrO TapreTHHry Ta NPONOHYBaHHS BIJNOBINHOI pekiamu. Bin
Mudpora JIOTIOMarae MapKeToJIoraM BUSIBIISITH  MIKpOTpeHAM 1 mnependavaTv TeHISHLIT s
pexinama NpUiHATTS crpateriunux pimenb. LI Takox BrumBae Ha MaiiOyTHe 1HM(POBOrO

MapKeTHHTY, BHUKOPHUCTOBYIOYM IHTepHeT peueil Ta MigKIIOYEHI mpHCTpoi ISt

MOKPAIICHHSI Pe3yIbTATUBHOCTI PEKITAMHUX KaMIIaHil.

IHTEeNneKTyanbHi TEXHOJOIii BHKOPHUCTOBYIOTHCSI KOMIIAHISIMH Ta MapKETHHIOBUMHU

[Tokpamenuit BIJUIIJIAMH JIJISL MIJABHUIICHHS ©()EKTHBHOCTI Ta IMOJIMIIECHHS CIOXHBYOTO JOCBimy. BoHu

JIOCBiJl pOOOTH 3 | JONOMararoTh MapKeToJoraM OTpHUMAard TJIMOOKe PO3YMIHHS LIBOBHX CIIOKHBAYiB 1
KIIIEHTaMHU BUKOPHCTOBYBATH I JaHi JUIsl 301IbIICHHS] KOHBEPCii Ta 3MEHIICHHS HaBaHTAXKCHHS Ha

IepCOHAI.
HII nonomarae mMapkeTosioraM e(heKTHBHO B3a€MOMISATH 3 KIIIEHTAMH, 3MEHIIYIOUH PO3PUB
Jloromora MK 'BEITMKOIO Kinmcicno IaHUX 1 MOXKIUBUMU Maﬁ§yTHiMH giﬂMI/I. LI pae 3mory
aHaJTi3yBaTH KaMIlaHii Ta y3araJbHIOBaTH OTpuMaHy iHdopmauito. Buxopucranns I
MapKeToJIoraM

HaJla€ MapKeToJoraM IeHTpasli3oBaHy IIaTdopMy Aist poOOTH 3 BEIMKMMH OOCATaMu
JTAaHHX.
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Kpauux pileHb

30uIbIIeHHS LIl B MapKeTHHTY 3HWXYE PH3HKH, IPUCKOPIOE MTPOLIECH, 3a/I0BOJILHSIE MOTPEOH KIIEHTIB
3aJI0BOJIGHOCTI | Ta 30iipurye npuOyTok. BiH momomarae BUpOOHHMKaM pO3NOAUISITH BUTPATH, HAICHIATH
KJIIEHTIB 1 MepCOHATI30BaHi MOBIIOMJICHHS Ta iIeHTH(IKYBaTH KIi€HTIB 3 rpynu pu3uky. I Takox
JIOXOJiB 3a0e3neuye JeTajlbHy aHAJTITUKY Ta e)eKTUBHHUH PO3IOJIII pECypCiB.
HII momomarae 30uparty nAaHi, po3poOJIATH TPOTHO3HI MOJETl Ta MNepeBIpATH IX Ha
Po3pobOxa peanpHUX KiieHTaX. BiH Hajae mepcoHaNi30BaHI ENEKTPOHHI JIMCTH Ta BUSIBISE
MPOTHO3HOT He3aaHra)koBaHI TIpynu croxkuBaviB. [IporHo3yBaHHS BinTOKy 3 BHKOpucTaHHAM [III
Mozel JIOTIOMarae aHaji3yBaTH OaraToKaHANBHI MMOMII Ta 3aidydaTd OiibIle KIIE€HTIB HUITXOM
HaJIaHHS BiIOBITHIX IPOIIO3UIIIH Ta MEPCOHATI30BAHOTO KOHTEHTY.
I momomarae MapKEeTHHTOBUM KOMaHIaM OTPHUMYBaTH JACTalbHY iH(OpMAIo Tpo
BuBuenns BITOJI00aHHA Ta IeMorpadidHi JaHi CBOIX KIIE€HTIB Ha IepcoHali3oBaHOMY piBHI. Lle mae
BITOJI00AHb 3MOTY CTBOPIOBATH IHAWBIAyaJdbHUH MOCBIA [UIA KOXKHOTO Kii€HTa. J[aHI MOXYTh OYyTH
KIII€HTIB BUKOPHUCTAaHI JJIsI CTBOPSHHS OUIBII TOYHOTO MPOQII0 KITi€HTA 1 TOKPALICHHS MaOyTHIX
[IOBIIOMJIEHb.
I anamizye KiTBKICHI Ta SIKICHI JaHi, IO CHpPHSAE NPUHHATTIO e()eKTUBHHUX pilieHs. B
Google Ads, mTy4HWil IHTENCKT JOMOMAarae MEHEMKEpaM OOJIKOBHX 3amuCiB 1
. MapKeToJioraM y BHOOpI Kpamux kKammaHidl. [7iOoke HaBYAaHHS BUKOPHUCTOBYETHCS IS
[Ipuiinarrs

aHali3y BEJIMKHX OOCSTIB JAHMX Ta BUSBICHHS CKJIAJHUX 3aKOHOMIPHOCTE.
Bukopucranns 111 B 6i3Heci mokpaiiye sSKicTb OpeHy Ta crpusie OUIbII iHHOBALIHHINA Ta
inecnpsMoBaHiii pexiami. B pesynbrari, koMmaHii MOXyTh 30UIBIIMTH MPOJAXi Ta
36KOHOMHMTH KOIITH, BKIro4Yarouu 111 y cBoro cTpaTerito Hu(ppOBOro MapKEeTHHTY.

I mormomarae KOMITaHIsIM PO3YMITH Ta 3aI0BOJBHATH MTOTPEOU CBOIX KITIEHTIB MIITXOM

BusnaueHHs nepcoHaiizoBaHoro Aoceixy. LI migsumye epeKkTUBHICTE YIIPaBIiHHS MEPETBOPCHHIMHA
LTBOBOL Ta JIoTIOMarae BUPINTyBaTH CTPATETiYHI 3aUTaHHA. 3a paXyHOK PO3BHUTKY TE€XHOJOTIH i
ayauTopii 3MiH OUiKyBaHb CIIOXHBAYiB, IIOCTIHHO 3pOCTae MOTpeda y MepcoHaTi30BaHX PIIICHHIX
JUTS €IIEKTPOHHOT KOMep1ii, po3apiOHOT TOPTiBIIi Ta KOPIIOPATHBHHUX CEKTOPIB.
Buacue Pimrenns 3 111 noromararoTs MapKeTOJIOraM Kparie po3yMiTH CBOIX KIIIEHTIB Ta
JOHECCHHS CTBOPIOBATH MEPCOHANI30BAaHMIT KOHTEHT. BOHM 30MpalOTh aHi MiJ 4ac KOXKHOI B3a€MOIil,
MPaBWJIBHOTO | JOIOMAaraloTh yIOCKOHAIIOBATH KaMIIaHii Ta BHKOPUCTOBYIOTh INHPOKHUIT CLIEKTP
MOBIIOMJICHHS | CIIOKUBYMX JTAHHX JUIA e)EKTUBHOI IH(DPOBOT pEeKIaMu.
LI Bigirpae BaXJIMBY poJib Y AOIOMO31 MiJNPUEMCTBAM II0JI0 PO3YMIHHS MOTPEO KIIIEHTIB
i 3a0e3neueHHsT MNEpPCOHATI30BAHOTO JIOCBiAy KopucTyBada. KowmmaHil  MOXyTh
e(eKTUBHIIIE HAIIIOBATUCS HA KJIIEHTIB 1 OXOIUIIOBATH iX, 30MpaTH iCTOpito X MOKYIOK i
Jlonomora JmaHi comiambHux Mepex. Texwosoris Il Bimgirpae 3Ha4YHYy poJib B ONTUMI3AI]
OizHecy e(eKTUBHOCTI pEKJIaMH, BHUKOPHUCTOBYETHCSI B COILIalbHUX Mepexkax, L00 3aIlycKaTh

ABTOMAaTUYHY PEKJIaMy, NPOIOHYBATH HAMWKpalli MPaKkTHKU Ta BHCBITIIOBATH MpoOJieMU
npoayktuBHocTi. OmHowacHO iHCTpymeHTH LI MOXYTH ONTHMi3yBaTW BUTpaTH Ha
peKiIamMy, MiIBUITYI0YH e()eKTUBHICTH HAaBITh y CKIIaTHUX KaMIIaHIsAX.

3rimHo 3 nocmikeHHsM Narrative Science [21], 38 % MapkeTosoTiB OTOIKYIOThCH,
10 HAWB@KJIMBIIIOW MEPeBarolo, Ky MOXKe HagaTH IUTYYHUH IHTEJEeKT, € TOYHe
nepeadavyeHHsl MOBEIIHKM crokuBaydiB. Ha OCHOBI KOHTEKCTYyallbHOTO XapakTepy pO3yMiHHS
MapKeTOJIOTH MOXYTh T€HEpyBaTH OpPI€EHTOBaHI Ha JIIOJUHY i7ei NMPOIYKTIB HAa OCHOBI
rIOOKOr0 po3yMiHHSI TOTPed CBOIX KopucTyBauiB (puc 1).

I Ocmpoecovka, O. Ocmposcokuu. LLImyunuii inmenexm 6 yMog8ax Cy4acHux nionpuemcme 75
ma MapKkemuH2o08Ux KamMnauiil: eqheKmueHi iHcmpymeHmu ma nepcneKmuey po3eUmKYy
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-Target (upatHicTe pocTy)

Walmart (kpatuicTs pocTy)

Pucynox 1 — 3pocranns npoxaxi «Target» i « Walmart» y Amazon Prime Day (monenni
BUTPATH KIIIEHTIB)
KIIIEHTIB Mara3uHiB

OTxe, Uit BHUSBICHHS 3pOCTal040i MOTpeOM B 3aMOBJICHHSX Ha CaMOBHUBI3 cepen
«Target» 1
HITYYHOTO 1HTEINIEKTY.

«Walmart» BHKOpPHUCTOBYBaJIM IPOTHO3HY AaHAIITHUKY
[lepcriekTUBM PO3BUTKY I1HHOBALIHUX TEXHOJIOTi Ta IITYYHOTO IHTENEKTYy B
MapKeTUHTY Oe3MeXHi. 32 JONMOMOTOI aBTOMATH3allii, PO3MIMPEHOI aHATITHKH, TITUOOKOTO

IHHOBAITiI{HI MApPKETUHTOBI KaMIIaHii.

HaBYaHHS Ta IHIIMX HOBHX TEXHOJIOTIH, MapKETOIOTH 3MOXKYTh IIPOIOBKYBATH ITOKPAIyBaTH
CBOi cTparerii, B3a€MOJISTH 31 CIIO)KMBAa4aMH Ha OUIBII OCOOMCTOMY piBHI 1 CTBOPIOBATH

OCKUIbKY BIUTUB MITYYHOTO 1HTEJIEKTY Ha O13HEC-CTPYKTYPH Ta CYCHIIBCTBO 3pPOCTAE,
TOMY ICHY€ HarajbHa norpeda y chuibHii po3poOlli HOPpM €TUYHOTO HOro BUKOPHUCTaHHS Ha
0y1aro MDKHApOJHOI CHIIBHOTU. Y IIbOMY KOHTEKCTI BcecBITHIN exkoHOMIYHMH (opym
3arnoyaTkyBaB [yo0anbHMI anbsiHC 3 mMTaHb ITyyHoro iHTenekty (Global Al Action
Alliance) — HOBY 0araToCTOpOHHIO IIaTopMy Uil CHIBIpall Ta MPOEKTHHH iHKyOaTop,
CHpPSMOBAHUN Ha NPUCKOPEHHsS BIPOBAKEHHS BCEOCSIKHOIO, HAIIHHOrO Ta MPO30pOro
HITY4YHOT'O 1HTENEKTY B ycl raiy3l CBITOBMX €KOHOMIK. Jlo AunbsHcy Bxonaath monazn 100
NPOBIAHUX KOMIIaHiHM, ypsiliB, MDKHAPOJHHUX OpraHizaiiif, HEKOMEpUIHHUX opraHizalii Ta
HayKoBILiB. YiieHH AJbSHCY CHUIBHO NpPALIOIOTh HaJ PO3POOKOI0 Ta BIPOBAKEHHIM
IHCTPYMEHTIB, $KI TapaHTyIOTh, II0 IUTYYHUH IHTEIEKT € €TUYHUM JUIs BCIX TIpynl
CyCIUIbCTBA.

BucBiTinuMo ckiagHOLI 1100 BHOPOBAKEHHS TEXHOJOTil IITYYHOrO 1HTENEKTY, Kl
MOXYTh TOPKHYTHCS TAaKUX aCHEKTIB:

— CTpaTeris PO3BUTKY — TUIAH JOCATHEHHS OJHIET UM KUIBKOX JOBIOCTPOKOBHUX ITiIEH
BIJIMOBIAHO 0 Tpadiky, 3aTBEPKEHOTO Ta Y3TOJHKEHOTO 3 yCiMa 3aI[ikaBIeHUMHU CTOPOHAMHU;

— KBajiQikalis TepcoHany — HEOOXIIHWH pIBEeHb 3HAHb CHIBPOOITHUKIB JUIS
PO3YMiHHS TEXHOJOTIYHUX MPOIIECIB IMiJl Yac BIPOBAKEHHS IITYYHOTO 1HTENEKTY;

76

KOMIT IOTEpU MTPOBOSATH HABUAHHS Ha 1X OCHOBI;

— YIpaBIiHHS JAaHUMHU — Oprasizamis mpoueciB oOMiHy Ta 30epiraHHs BEIMKOI
KUJTBKOCTI JIaHUX, 3aIIPOBA/KEHHS BUMOT JI0 JOCTYIY Ta JKUTTEBOTO LIUKIY AAHUX, OCKUIBKU
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— iH(pacTpyKkTypa — FOTOBHICTh anapaTHOI Ta MpOrpamMHoOi 06a3u, NpU LOMY TOCTPO
MIOCTAa€ MUTAHHS CYMICHOCTI Ta iHTeTpalii pi3HUX CUCTEM.

BpaxyBaBmu Ta BIJHAWIIOBUIM HUIAXM BUPIMIEHHS LUX HPOOJIEM HPUCTYIUMO A0
PO3POOKHU MOJIeIN CTpaTerii BIPOBAHKCHHS IITYYHOTO IHTEICKTY Ha MiANPUEMCTBI IOETAITHO.

1. [InanyBaHHS Ta aHaji3 — CTOCYEThCS BCIX 3aXO/liB, OB SI3aHMX 31 CTBOPCHHSIM Ta
HiATPUMKOIO IUIaHY, B SIKOMY ONHCYIOTHCSI TEpeNiK eTamiB 3 JeTalbHUM 3a3HAYCHHSM
TEPMIHIB Ta PECYpCiB, HEOOXIAHMX Ui JOCSITHEHHS OakaHWX IIUICH, a TaKoX OO0CATH
(diHaHCYBaHHS Ta THMYACOBI paMKH.

2. IlpoexkTyBaHHS Ta YTOUHEHHs — CHPSAMOBAHE HA IIATOTOBKY Ta BCTAHOBJIEHHS
CTPYKTypH ¥ oOpraHizamii CHCTEMH, a TaKoX Ha BHU3HAUCHHS (YHKIIIOHATHHUX Ta
He(DyHKIIIOHAIbHUX BUMOT. [HakIe Kaky4u, crenudikaliisi TOBUHHA OXOIUIIOBATH BCI LTI HA
NepUIOMY eTarli.

3. Po3po0ka Ta HanaropkeHHs IPOrpaMHOro 3a0e3MeYeHHs.

4. TectyBaHHA — CHOPSAMOBAaHE Ha TEPEBIPKY BIAMOBITHOCTI  PO3POOICHOTO
IPOTrpaMHOro 3a0e3MevyeHHs 3 BAMOI'aMH, BCTAHOBJICHUMHU Ha JJPYroMy eTari.

5. MOHITOPHHT Ta TeXHIYHE OOCIyrOBYBaHHS — CTOCYETBHCS BCIX 3aXOMiB Ha CTamil
eKCIUTyaTalii CUCTEeM, HaJlaHHs JOIOMOTM KOPUCTyBauaM y BHUIIAJKy MOXJIMBUX HEINOJAJ0K
Ta 3001B y poOOT!I.

Mogenb cTpaterii BIpOBaPKEHHS IITYYHOI'O IHTEJIEKTY € MPOLECOM YIOPSIKOBaHUX 1
CHCTEMaTH30BaHUX 3aBJaHb y MOCHiAOBHUX rpynax [22]. I[leBHi 3aBnaHHS BHKOHYIOTHCS Ha
KO>KHOMY eTarll, BOJHOYAC MOKYTh IIEBHOK MIPOIO MEPECIKATUCS 3 IHIIUMHU eTanamMu. Takum
YHHOM, €Talld MOJICNI B3aEMO3AJICXKHI, TIPH I[bOMY iX TPHBAIICTH 1 TPYIOMICTKICTh MOXYTb
icToTHO Bigpi3HATHCS. KpiM TOro, HEOOXiZTHO BH3HAYMTH OCOOJHMBOCTI TPOrPAMHOTO
3a0e3MedeHHs MTYYHOTO IHTENIEKTY Ta MPOBECTH OIIHKY HAsBHUX arapaTHUX MOXKIUBOCTEH,
iX CyMICHICTB Ta piBeHb 3HaHHA 00CIYrOBYIOUOTO IEPCOHATY.

JIOCHiDKYIOud  TIEPCIIEKTUBM  PO3BUTKY TEXHOJIOTIH INTYYHOTO IHTENIEKTY Ta
MOXXJIMBOCTEH iX 1iHTerpamii B pi3HI cdepu AiIBHOCTI, KOHCAJITHHIOBA KOMIaHis
«Pricewaterhouse Coopers» miaTBepauia Taki pe3yiabTaTti. 72 % TOn-MeHEeIKepiB KOMIIaHii
BIIEBHEHI, 110 BK€ B HAHOMMKYOMY MallOyTHHOMY TEXHOJIOTII IITYYHOTO 1HTENEKTY OyIyTh
KIIIOYOBUM (DakTopoM (OpMYBaHHS KOHKYPEHTOCIPOMOXHOCTI Ta CTIMKOCTi. bimbm Hix
60 % yd4JacHMKIB JOCIIJ>)KEHHS BUCIOBUIN BIEBHEHICTh, IO IITYYHHUN IHTENEKT JIa€ 3MOTY
BUPIIIYBaTH CKJAJHI 3aBJaHHA Ta NpoOJieMH, IO MOCTAlOTh nepeja O13HECOM 1 COLilyMOM
3arajioM, a 59 % pecnoHJEHTIB BBaXalOTh TEXHOJOTIl IITYYHOTO IHTEJIEKTY 1HCTPYMEHTOM
OUTHIII TIOBHOTO PO3KPHUTTS MOXJIUBOCTeH monauHu. [lonoBuHa onuTaHux OayaTh Yy
TEXHOJIOTISAIX IITYYHOTO 1HTENEKTY MOXKJIMBOCTI 3HM)KEHHS COLaIbHOI HEPIBHOCTI B YaCTHHI
JTIOXO/IIB 1 ITPaB JIIOIMHU. PECIOHIEHTH BIIEBHEHI, 1110 PO3BUTOK Ta BIIPOBAKEHHS TEXHOJIOT1H
IITYYHOTO 1HTENEKTYy € IHCTPYMEHTOM THOJIOJaHHS pi3HUX (opM  JTUCKpHUMIHAIII,
3abe3neueHHs1 1H(opMalliiiHoi Ta (IHAHCOBOI O€3MEeKH, 3aXUCTy MEePCOHATBHUX JIAHUX.
Takox, Ha JYMKY ONHUTaHUX, IITYYHUH IHTEIEKT Ma€e He0O0X1/IHI MOXJIUBOCTI JJ1s1 60pOTHOU 31
3JIOYMHHICTIO, JIIKYBaHHSI PIIKICHUX Ta BaYKKUX 3aXBOPIOBAHb, PO3BUTKY IJI00aNbHOI OCBITH,
3a0e3nedeHHs r100aJbHOro 3710pOB’sl Ta O6Jaronoyyysi, MOJIMNIIEHHS KIIMaTHYHUX YMOB Ta
MPUCKOPEHHS TII00AJIbHOTO €KOHOMIYHOrO 3pocTaHHs [23]. He3Bakaroun Ha Taki OYeBHUIHI
nepeBaru pO3BUTKY TEXHOJOTIH IITYYHOTO I1HTENEeKTy, Ounbin HiX 45 % pecrnoHJeHTIB
B0AYalOTh y CTPIMKOMY NPOHUKHEHH] IITYYHOTO 1HTENEKTY B Pi3HI cpepu CYCHIIBLHOTO KUTTS
npobiemu Ta 3arpo3u. BogHowac 23 % omnuTaHux B3arasi He 0adyarh MO3UTHBHOTO BILIUBY
HITY4YHOT'O 1HTENEKTYy B MailOyTHhoMY. OCHOBHUM MOOOIOBaHHIM PECIIOHACHTIB, OB’ SI3aHUM
13 CTPIMKMM pPO3BUTKOM TEXHOJOTIM IITy4yHOro IHTEJNEKTY, € BIUIMB poOoTu3awii Ta
aIropuTMizalii Ha pUHOK Mpali. Y IIbOMY KOHTEKCTI YYaCHMKHU JOCIIIKEHHS BIEBHEHI, 1110

I Ocmpoecovka, O. Ocmposcokuu. LLImyunuii inmenexm 6 yMog8ax Cy4acHux nionpuemcme 77
ma MapKkemuH2o08Ux KamMnauiil: eqheKmueHi iHcmpymeHmu ma nepcneKmuey po3eUmKYy



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

MTYYHUW IHTENEKT 1 poOOTOTEXHIKA CHPHSAIOTH 3POCTAHHIO O€3pOO0ITTS Ta CKOPOUYEHHIO
3alHATOCTI JIFOJeH y BUpOOHHUIMX mporecax [23].

BHCHOBKH 3 1aHOT0 JOCJIIKEHHS | NePCNEeKTUBY MOJAJbIINX PO3POOOK 32 JaHUM
HanpsiMoM. [lepenioBi kpaiHH CBITY 3HAXOJUTHCSA HA MOPO31 PEBOIOLIRHUX 3MiH y 0aratbox
CEeKTOpaxX EKOHOMIKM BHACJIJIOK IHTCHCHBHOTO PO3BHUTKY IHTEJICKTYaJbHUX TEXHOJIOTIH Ta
MITYYHOTO iHTENeKTy. HalBImMBOBIIII KOMIaHii CBITY aKTUBHO BKJIQJAIOTh KOIITH 3 METOIO
30UTBIIEHHST E€KOHOMIYHOI Ta COIaJIbHOI BHUTOJAW BiJl BIPOBAKCHHS y TEXHOJOTI 3a
OCHOBHMMH HAIpsIMAMU PO3BUTKY IITYYHOTO IHTEJIEKTY: TEXHOJIOTIH IIIMOOKOrO HaBYaHHSA,
IHTerpamifHuX TEXHOJIOT1H, MAIIMHHOTO HABYaHHS Ta KOTHITUBHUX JIaHHX.

VY 1bOMY KOHTEKCTi, BUXOASAYH 31 CTPYKTYPH 1 CTaHy Cy4acHUX MiANPHEMCTB, MOKHA
MPUITYCTUTH, 1110 3a3Ha4YeH1 TeHICHII1 poOoTH3allii 30epeXyThCs Ha MPOTSI31 TPUBAJIOTO Yacy.
BuBinpHEHHS MpaliBHUKIB BHACTINOK PO3BUTKY IITYYHOTO IHTENEKTY BiIOyBaTHMEThCS,
MepuI 3a Bce, HE y BUPOOHUITBI, a B cepi Mociyr, ympariiHHA, (iHAHCIB, 3a paxyHOK
CKOpOUYeHHsI O(icHUX Ciy:k00BLiB. OIHAK MpaKTHKa MiATBEPIKYE, 10 HAWBAXIJIMBIIIMMU
pe3ylbTaTaMi PO3BUTKY BKA3aHOTO IHTENEKTY € HE TIIbKU 3POCTaHHS MPOIYKTHUBHOCTI 1
BUTICHEHHSI JKMBOi TIpaimi 3 BHPOOHHWIITBA, ajie, MEpII 3a Bce, TpaHchOpMAIlisl CHCTEMHU
CYCIJTPHUX BIJHOCHH, BKItouarouu (opmu ix opranizaiii, Gopmu B3aeMoJild MiX JIOJbMHU,
MK JCpXKaBOK 1 HACEICHHSIM. BaKIMBO BH3HAYUTH MICIIE INTYYHOTO IHTENEKTY B IHUX
cUCTeMax 1 MOro MOTEHMIHHI MOJIHMBOCTI B SKOCTI 3aco0y pEryJsTUBHOTO BIUIMBY Ha
cycninbeTBO. BomHowac it Ge3nmeYHOro 3aKpilICHHS TEXHOJOTIYHOTO PpO3BUTKY Ta
YCYHEHHSI [UIsl CYCHUIbCTBA PU3HKIB HEOOX1MHO C(HOPMYIIOBAaTH Ta IOCHWIWTH YWHHE
3aKOHOJIAaBCTBO BKa3aHOi cdepu. Lle CTBOPHTH €TWYHO MpaBOBE CEPENOBHIINE B KOHTEKCTI
PO3BUTKY 1HHOBAIIIH.

[lITydHuid iHTENEKT TAKOX BOJIOJIE 3HAYHUM IMOTCHIIAIOM y cdepi MapKETHHTY.
Bkazanuii iHTeNneKT 3MiHIO€ croci0 B3aeMojii OpeHIIB 1 KOPUCTYBayiB OJUH 3 OJHUM.
OCKUTBKY 3pOCTaHHS TaHUX 3HAYHO BHIIEPEKAE MOYKIIMBOCTI JIFOACH ONpanboBYBaTH I1i JIaHi,
MapkeTHHT 4.0 TMOBHMHEH MJHCOHYBAaTH 13 TEXHOJOTISIMH MpOMHUCIOBOI iHAycTpii 4.0,
BIIPOBKYI0uH 3HaHHA cepu IT 1o cBoix mpodeciitHuX KOMITEeTEeHIIH.

HanpsiMmoMm mopanbIiuX AOCHIIKEHb, BUXOASYU 3 MPIOPUTETIB € MPOIMO3UILII 1070
BIIPOBA/KEHHS T4 PO3BUTKY 1HHOBALIM y BIHNCHKOBIM CIIpaBl 3 METOIO 3aXUCTYy HAIIOi KpaiHU
BiJ] pociiicbKO1 30poifHOT arpecii, IpPyHTYIOUUCh MPU I[bOMY Ha TPbOX KIIOYOBUX CKJIAJ0BUX
BOEHHMX TEXHOJOTIH — IITYYHOMY I1HTENEKTI, BUKOPUCTAHHI «BEJIMKHX NAaHUX», 1HTEPHET-
TEXHOJIOTISIX YIPaBIIiHHSA BUPOOHUYKMMU Ta TEpUTOpiaIbHUMHU cucTeMamu (IHTepHeT peueit).
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Artificial intelligence in modern enterprises and marketing campaigns: effective tools
and development prospects.

The aim of the article. The purpose of the article is to analyze the current state and prospects
for the development of artificial intelligence in the modern enterprises and marketing campaigns, as
well as to develop proposals in the context of their effective use as a priority for ensuring the
innovative development of enterprises.

Analysis results. The article examines the current problems of artificial intelligence creating
and practical application in the modern enterprises. It has been proven that artificial intelligence
technologies, the spread of which is based on the mass use of digital information and the rapid
computer computing power growth, leave the sphere of purely theoretical research and become one of
the world market segments, which can lead to truly revolutionary results. The prospects for artificial
intelligence technologies development and the possibility of their integration into various enterprise
activity spheres, in particular, into the field of marketing, have been studied. Current areas of
artificial intelligence application for the Industry 4.0 implementation are considered. Effective trends
and development prospects related to the use of artificial intelligence in various marketing segments
and their transformation for marketing sectors are summarized. It is noted that for the effective
operation of industrial enterprises, full-fledged information support is necessary at all stages of
management decisions design and formation. It was concluded that artificial intelligence is considered
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today as the most important factor that determines the overall growth of the Ukrainian economy, the
future of each country and its position on the world stage in general.

The article develops modern approaches to the use of artificial intelligence for the Industry
4.0 implementation, in particular in marketing. A model of artificial intelligence introducing at the
enterprise strategy is proposed.

The obtained research results can be used in the context of robotics policy and industrial
enterprises digital systems future development in order to accelerate innovative, technical and
economic development in the long term.

Conclusions and directions for further research. The advanced countries of the world are on
the revolutionary changes verge in many economy sectors due to the intensive development of
intelligent technologies and artificial intelligence. The world’s most influential companies are actively
investing in order to increase economic and social benefits from the implementation of technologies in
the main artificial intelligence development areas: deep learning technologies, integration
technologies, machine learning and cognitive data.

In this context, based on the structure and state of the Ukrainian industry, it can be assumed
that the indicated industrial robotization trends will persist for a long time. The release of workers as
a digital technologies development result will occur, first of all, not in production, but in the sphere of
services, management, finance, due to the office worker’s reduction. However, practice confirms that
the most important results of artificial intelligence development are not only the increase in
productivity and the displacement of live labor from production, but, above all, the transformation of
social relations system, including their organization forms, the interaction between people forms,
between the state and the population. It is important to determine the place of artificial intelligence in
these systems and its potential as a means of regulatory influence on society. At the same time, in
order to secure technological development and free society from prejudice and risks, it is necessary to
formulate and strengthen the current legislation in this field. This will create an ethical and legal
environment for the development of innovations.

Artificial intelligence also has significant potential in the field of marketing. This intelligence
is changing the way brands and users interact with each other. Since the data growth far outstrips the
ability of people to process this data, Marketing 4.0 must align with Industry 4.0 technologies,
introducing IT knowledge to their professional competencies.

In the direction of further research, proceeding from priorities, there are proposals for the
introduction and development of innovations in military affairs in order to protect our country from
Russian armed aggression, based on the three key components of military technologies: artificial
intelligence, the use of "big data", Internet management technologies production and territorial
systems (Internet of things).

Keywords: intellectual economy; industrial enterprise; artificial intelligence; marketing; a
model of the strategy for artificial intelligence introduction.
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Hayionanenuii ynigepcumem « Odecvka nonimexuikay

BIL/IMB BITEO-KOHTEHTY HA 3AJIYYEHHA AYJUTOPIL: JOCJII)KEHHS
COIIAJIBHUX MEPEK YKPAIHCBbKHUX BPEH/IIB OJAT'Y

Y cmammi 30cepedoiceno yeacy Ha GUKIUKAX MA MOICTUBOCMSX 6I0€O-MAPKEMUHSY 8
COYIANbHUX MEPEICAX, 8I03HAYAIOYU 11020 8ANCIUBICMb OIS YCHIUHO20 PO3GUMKY CYYACHO20 DI3Hec).
Busnaueno sasicnusi acnexmu 8i0eo-KOMmMeEHmMYy, Wo CHpUsiioms 83aeMooii 3 Yilb08oi0 AyOUMOpIcio 8
OHAAUH-Cepedosuwyi 01 KOJICHOL 3 posenanymux niamegopm. Jlocrniodcenus 63aemodii ayoumopii 3
gideo-koumenmom Opendy "STAFF" na pisnux naamgopmax, maxux sk Instagram, TikTok ma
YouTube, eusisuno pizui peakyii, sioobpadxcaroyu ocobausocmi koxcuhoi niamgopmu. Pezyromamu
AHANIZY NONYJIAPHOCMI KOPOMKUX GIOCOPONUKIE GUSHAYUIU WAISAXU ONMUMI3AYI] KOHmMeHmy ma
3any4enHs ayoumopii Ha KodicHill niamgopmi. 3aznavena HeobxioHicmes adanmayii cmpame?ziti ioeo-
Mapkemunzy 00 pisHux ayoumopiu ma niamgopm. Bucrosku yboco O0ocniodcenns niokpeciroromo
SHAYEHHsT BI0eO-MAaAPKemuHey Ol VKPAIHCbKUX Opendie 0052y ma niomeepodlCyiomb aKmyaibHICb
ounamiunoi adanmayii cmpameziti 00 3MiH Y IPMYALLHOMY cepedo8ULYL.

KittouoBi cioBa: Bijileo-MapKeTHHT; OpeHI; ColliaibHi MEepexKi; TPEeHI; CTpaTeris.

DOI: 10.15276/mdt.7.3.2023.6

IlocranoBka mnpo0JieMH B 3arajJilbHOMYy BHIVISAI Ta il 3B’SI30K 3 BaKJIMBUMH
HAYKOBMMM a00 NMPaKTHYHMMH 3aBAaHHAMH. CyyacHHMI pO3BUTOK TEXHOJIOTIM Ta Mesia
CepeoBUINA BIJIKPUBAE MOXKIIMBOCTI Al OpeHAIB OJry y cdepi 3alydeHHs Ta B3aeMOJIl 3
ayauTopiero. Bileo-KOHTEHT CTae KIIFOUOBUM THCTPYMEHTOM IS MM1JIBUILLIEHHS 3a1y4€HOCT] Ta
e(eKTUBHOCTI KOMYHIKaIii 3 kiieHTamu. OMHaK, icHye moTpedba B JOCTITKEHHI MEXaHi3MiB
BIUIUBY BIJ€O-KOHTEHTY Ha CHPUHHATTS OpeHAy, CTBOPEHHS [O3UTHBHOIO IMIJIKY,
dbopMyBaHHS JOATBHOCTI Ta 30iNIblIeHHS 00cATIB MpojaxiB. HaykoBa chinpHOTa Ta Oi3Hec-
CEpeOBHILE BITUYBAIOTh HEOOXITHICTh Y PO3YMIHHI TOTO, SIK CAME B1/1€0-KOHTEHT BILIMBA€E Ha
ayJIUTOpil0, $KI AaCHeKTH TBOPATh TMO3UTUBHUM eMOLIMHUI 3B'30K, SK 3a0e3MeuuTH
HalBUIIMHM pIBEHb 3ay4E€HOCTI Ta B3aeMoaii. bpeHau oasry moBUHHI po3poOUTH cTparterii
CTBOPEHHS Ta MOLIMPEHHS BiJI€0-KOHTEHTY, 1110 BiJIOBIJIa€ iHTepecaM Ta noTpedam IiIbOBO1
ayauTopii, 30UIbIIIy€E IXHIO y4acTh Ta B3a€MOJII0 3 OpeHaoM. OTxe, pO3yMiHHSI BIUIMBY B1J€0-
KOHTEHTY Ha 3aJy4eHICTh ayAuTopii 10 OpeHAIB OAATYy BIAIrpae KPUTUYHY POJIb K JUIs
HAayKOBOTO PO3BUTKY, TaK 1 JJI MPAKTUYHOTO OI3HECY, HAJAI0OUHM MOXJIMBICTH ONTHUMI3YBAaTH
KOMYHIKaI[iifHi cTpaTerii Ta TOCATTH MaKCUMAJIbHOTO €(EeKTy B3aeEMOII.

AHaJi3 ocTaHHiX AociailzkeHb i myOaikauiil, B SIKMX MNOKJIaJeHMil TOYAaTOK
BUpilIEHHI0 AaHOI mnpodjeMu i Ha sAKi cnupaTbess aBTOpPH. Bineo-mapkeTHHr y
COLIIATBHAX MEpekax € aKTyaJIbHOI0 TEMOIO B IIU(PPOBOMY MapKETHHTY.

© 2023 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Bin 3amydae yBary ekcmepTiB 3 ychbOro CBITY, 30KpeMa TakMX aBTOpiB, sk Gary
Vaynerchuk, Neil Patel, Amy Landino, Mari Smith, Jay Baer, Andrew Macarthy, Peg
Fitzpatrick, Michael Stelzner, Amy Porterfield, Makcum Kynp6aba, Onexcanap Mopryitic,
Anton Ckpunnuk, HOpiii Marnit, Ta Ipuna Mopryn. Y paniii crarti pobuthest crpoba
MIpOaHAJIi3yBaTH OCTaHHI JOCIIKEHHS Ta MyOIiKallii, B SKUX Il aBTOPH BIAITPalOTh KIOUYOBY
poJIb, MO0 3pO3yMiTH, AKi MPOOJIEMH BOHM BHPIIIYIOTH Ta SKi i7iei BOHM NMPOMOHYIOTH IS
HOKPAILIEHHS B1IEOMAPKETHHIY B COLIAJIBHUX MEpexkax.

Amnaniz pocnimpkens Gary Vaynerchuk ta Neil Patel Bkazye Ha Te, mo Bimeo €
HOTY)KHUM 1HCTPYMEHTOM JUIsl 3allyd€HHsI yBaru ayJauTopii B COLIaJbHUX Mepexax. Bonu
HaroJIOIylTh HA TOMY, IO KMBI TPAHCIALII Ta IHTEPAKTHUBHUN KOHTEHT MOXYTh 3HAYHO
HiABMIIUTH 3a7y4EeHHS Ta 30UIBIINTH KUIBKICTh epersiain [1].

Mari Smith Ta Jay Baer mpoBenm aoChmipkeHHS, B SKHX OYJIO BHSBICHO, IO
ONTUMI3AIlis BIICO-KOHTEHTY I PI3HUX COMIAJIBHUX MEPEX € KIOYOBUM YHMHHHKOM YCITIXY
[3]. Bonu pexoMeHIylOTh CTBOPIOBaTH Bineo mija cnenn@ivni GopMaTH Ta XapaKTEPUCTHKH
pisHux miardopm, o0 3abe3meunTH MakcumanbHy edextuBHicts [4]. Kpim Toro,
nocmikenas Mari Smith Ta Jay Baer minTBepmKyroTh, IO pi3HI COLiajbHI MEpeXi MalOTh
CBOi OCOONMBOCTI, 1 HEOOXIJHO CTBOPIOBATH KOHTEHT, IO BIJAMOBiJa€ iXHIM BHMOTaM Ta
xapaktepuctrkam [4]. Lle nomomarae 3a06e3neunT OLTbITY €(EKTUBHICTh PO3IMOBCIOIKCHHS
BijIeO Ta 3ajay4eHHs ayauTopii [5].

Peg Fitzpatrick, Michael Stelzner Ta Amy Landino akineHTyrOTh yBary Ha BaKJIMBOCTI
BUKODUCTaHHA Bifeo maisi moOynoBu ocobuctoro Openay. Bouu AocHimKyroTh, SIK
pEeryJIsipHAN BiJEO-KOHTEHT Ta aBTEHTHYHICTh JIOTIOMAraloTh 30UIBIIMTH JIOSUTBHICTH
ayauTOPii Ta MOKpAIIUTH B3aeMoio [6, 8].

Amy Porterfield Ta Andrew Macarthy mpoBenu mocmipkeHHs, 00 3'AcyBaTH, K
BiJIeO BIUIMBAE Ha IMpoLec MpoJaxiB. BoHM MIAKPECIO0Th, 110 Bile0O MOXKE JIOMOMOITH B
CTBOpPEHHI e()eKTUBHUX MAPKETUHTOBHX KaMIlaHill Ta 301IbIeHHI KOHBepciit [9].

Maxkcum Kynwp6aba, Onexcanap Moprynic, Auton Ckpumnuuk, FOpiit Marnir, Ipuna
MopryH 30CepeIDKYIOTh JOCTIDKSHHS Ha METOJaxX TIPOCYBAaHHS BiJCO-KOHTCHTY, SIKi
JIOTIOMAraroTh 3ay4aTd HOBY ayJUTOPit0, BAKOPHCTOBYIOYH IIiHHI Ta IikaBi MaTepianu [12].
J103BOJISAIOTH 3pO3YyMITH METOJAU MPOCYBAaHHS BIJEOKOHTEHTY, SIKI JIONIOMAararTh 3alydyaTH
HOBY ayJMTOPit0 Ta po3uruproBatu 6a3y kiientis [10].

Amnaniz pocnimkeas Amy Porterfield Ta Andrew Macarthy mokasye, 1o Bijieo MOxe
OyTu e()eKTHBHUM IHCTPYMEHTOM JJIsi 301TbIICHHS KOHBEPCii Ta 30UIbLICHHS TPOoAaxiB [7].
BuxopuctaHHs Biie0 y MapKETMHIOBHX KaMIaHISIX MOJKE JIONOMOITH 3alydyaTH Ouiblie
HOTEHIIHHUX MOKYIIIIB i IEPEeTBOPIOBATH iX y KilieHTIB [9].

AHani3 OCTaHHIX JOCHIPKeHb Ta IyOJiKalii, M0 AOCTIKYIOTh MUTaHHS BIiJ€O-
MapKEeTUHTY B COLIaJbHUX MeEpeXkax, CBIIYMTh MPO 3HAYUMICTH L€l TEMU B CY4aCHOMY
MapKETHHTOBOMY CBIiTi. BiZle0 € MOTY)XHUM IHCTPYMEHTOM MJIsi 3aJly4€HHsSI Ta yTpUMaHHS
yBaru ayautopii, moOynoBu OpeHay, 30imbleHHs. KOHBepciil Ta nmpoxaxiB [13]. Pesynbratu
JIOCJIIJDKEHb MOXKYTh CTaTH LIHHUM J[KEPEJIOM 3HAHb JIJII MAapPKETOJIOTIB Ta MiANPHEMIIB, 1110
0aXkaroTh MOKPALIUTH PE3YJIbTaTH B COLIABHUX MEpeXkax 3a JI0IIOMOTOI0 BiJIEO-MapKETHHTY.

Bupinennsi HeBUpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NPHUCBAYYETbCA cTATTHA. Binomo, 1o icHye HeBupilmleHa mpobiema, MoB's3aHa 3 BUOOPOM
ONTUMAJIFHUX METOMAIB MPUBEPTAHHS yBaru ayJauTopii yepe3 Bieo-KOHTEHT. P gociiikeHb
MOKa3ye HapOCTal0uy KOHKYPEHIII0 Ha PUHKY BiJI€O, IO YCKJIQJHIOE 3aBOIOBAHHS YyBaru
KopucTyBauiB. Ha mpoMy erami BaXJIMBO TPOBECTH aHaNi3 €(PEKTUBHUX MIAXOAIB Ta
CTpaTerii, CIpIMOBAHUX Ha CIIPUUHATTS BiZI€O-KOHTEHTY ayauTopieto. [ mubokuit anami3 nuux
HEBHPIMIEHUX aCTEKTIB JOMOMOXKE BUSBUTH HOBI MOXJIMBOCTI Ta IMJIXO/AH, CIPSIMOBaHI Ha
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MOKpAIICHHS! PE3yJbTaTUBHOCTI BIiJCO-MAPKETHHTY Ta CHPUSHHS OUIBII  YCITIITHOMY
BIIPOB/KEHHIO LIbOTO IHCTPYMEHTY B MapKETHHIOBI CTpaTerii MmiIpueEMCTB.

@opmyJilOBaHHS MeTH CTarTi (MoCcTaHOBKAa 3aBAaHHs). MeTow CTaTTi €
JOCITIJKeHHsI e(EeKTUBHOCTI 3allydeHHs ayauTopii 3a JOMOMOrOI0 BiJCO-KOHTEHTY B
collalbHUX Mepexax, CIIPSIMOBAHOIO Ha YKpPaiHChbKi OpEeHIH OZATYy.

JlJiss mocsiTHEHHST TTOCTAaBIIEHOI METH BH3HAYCHI Ta BUPINICHI HACTYIHI 3a/Ja4i: aHawi3
[IJTLOBOT ayIMTOPii, 30ip iH(DOpMaIlii po CTOPIHKKM 0OpaHUX OPEH/IIB B COIliaIbHUX MEPEkKax,
BU3HAUCHHS aKTUBHOCTI aynuTOpii BiHOCHO Binmeo-koHTeHTy Openay "STAFF", a takox
aHaJi3 TPEHIIB Ta OCOOIMBOCTEH BiZICO-KOHTEHTY Ha Pi3HUX IUTaTgopMmax.

BukJ/ageHHs1 OCHOBHOro Martepiajy AOCJIiAKeHHSI 3 MOBHHM OOIPYHTYBAaHHSIM
OTPHMAaHMX HAYKOBHX pe3yiabTaTtiB. Ha npuknani ykpaincekux openzi omary Staff, Vovk,
GUNIA Project npoBezeHo aHaii3 e)eKTHBHOCTI 3Iy4CHHS ayUTOPIl 3a JIOTIOMOT OO BiJIeO-
KOHTEGHTY B COIIJIbHUX Mepekax. BuOip mux OpeHmiB OyB OOTpyHTOBaHWW 3a JTaHUMH
BIuMBOBOro XypHany "ELLE", sikuit Mae 3Hauynuii aBTOPUTET y Taly3i MOJIU Ta CTHIIIO.

Kypunan "ELLE" perymspHo mnyOiikye CTaTTi Opo TOMOBI TPEeHIHU, AU3aHHEPIB,
KoJieKlii Ta MomHuX ikOH. OmuH i3 NpoekTiB — pedtuHr "31 CHUMBOJN HE3aJeKHOCTI:
YKpaiHChbKI MOAHI OpeHau" — € Ba)XJIMBOK IHIIIATHBOIO MAJsi BHU3HAHHS Ta MIATPUMKHU
BITYM3HSHAX MOJHHMX OpeHIIB, fKi 3M00ylM BEIMKHA YCHIX Ta CTajdl CHMBOJAMHU
HE3aJIeKHOCTI y CBITI Monu. JlaHuwii peWTHHT OXOIUIIOE MIMPOKUIM CHEKTp KaTeropii i
BU3HA4Ya€e TOM-OpEHIM Ha OCHOBI iX CYTHOCTI, OpPWTIHAJBHOCTI Ta BHECKY B Taly3b.
Binobpaxae auBepcudikoBaHy HTpHUpPOAY YKPAiHCBKOI MOJM, a TAaKOX MIAKPECIIOE BIUIMB
OpeHiB Ha KYJIbTYpPY Ta CTHIIb.

Otxe, oOpani Openau Staff, Vovk Tta GUNIA Project € penpe3eHTaTUBHUMU
NpeJCTaBHUKaMU MOJHOI iHAYCTpii YKpaiHu, 1 IXHI BiZI€0O-KOHTEHT CTparterii B COLiaIbHUX
Mepexkax € O00'€KTOM J[IeTalbHOTO aHalidy AJis 3'ACyBaHHS TEHACHLIW Ta MiAXOMiB, IO
JIOTIOMOKYTh MOKPAIIUTH 3Ty9E€HHS ayAuTOopii.

[lepen 3aificHeHHSM aHali3y Oyina BU3HAUYEHA I[1IIbOBA Ay IUTOPIS.

Staff: minpoBa aymuTopis OpeHIY BKIIOYAE CYYAaCHUX, MOJIOJAHMX JIOPOCIUX, SIKi
LiHYIOTh KOMGOpT 1 cTuiab B ofs3i. Lle MoxyTe OyTH stoju, sIKi NMparHyTh BUIJIAZATH
CTWJIbHO, aJIe MPU LIbOMY HE TOTOBI1 BIJIMOBUTHCS BiJl KOMPOPTY. AKTHBHI MOJIOAL JIIOAU 31
CBDXKUM Ta MiHIMAJTICTUYHUM TOTJISIIOM Ha MOJY.

Vovk: sk npaBuiio, cipsMOBaHUI Ha ayJIUTOpIIO, sIKA LIHYE aBaHTapAHUHA CTUIb 1
opuriHaibHICTh. Lle Mosoni Jopocii, apTUCTH, KpeaTUBHI OCOOMCTOCTI Ta BCi, XTO LIYKa€e B
YHIKQJIbHOMY 1 €KCIIEPUMEHTAIIbHOMY 0/1131 BUPA3HICTh 1 0COOIMBICTb.

GUNIA Project: Bkirodae drojed, sKi IIHYIOTh PY4YHY pPOOOTY, aBTEHTHYHICTH 1
HaTypaJibHI Martepianu. lle MoxyTb OyTH NPUXWUIBHUKU CTajOro CIIOXHUBAHHS, JIOAH, SIKI
HiATPUMYIOTh POOOTY MICHEBUX MAHCTPIB 1 XOUyTh HOCUTH YHIKaJbHMHM Ta €KOJOTiYyHO
YUCTHI OJIST.

Takum dYnHOM, KOXeH 3 o00paHMX OpeHAIB Ma€ MLUIbOBY ayauTOpilo, sKa
B1J10Opa)kaeThCs B IXHBOMY CTHIII, TU3alHI Ta MiIX0aX 0 BUPOOHUIITBA.

bpenn "Staff" cnpsmoBanuit Ha MOJIOAY ayIUTOPIIO, sIKa IIHY€E 3PYYHICTb 1 CTHJIb.

"VovKk" npuBaOitoe THX, XTO IIyKAa€ aBaHTapIHHUIA Ta YHIKATbHUI OJIAT.

"GUNIA Project" 3BepraeThcst 10 JrOJICH, IO MPArHyTh J0 CTAJOr0 CIIOKHBAHHS 1
0o0MparoTh HaTYpaJbHI Ta py4yHOi pOOOTH.

I{inboBa ayauTopis € KII0UYOBUM (PAKTOPOM YCHIXy KOKHOT'O OpeH/1y, 1 BOHA BU3HAYAE
HaANpPSIMOK TXHBOI CTpaTerii pO3BUTKY Ta MApKETUHIOBHUX 3YCHJIb.

B Tabn. 1 npeacrasiena iHpopMallis Mpo CTOPIHKH JAOCHIHKYBAaHUX OpEHIIB OAATY B
COLIIAJIbHUX MEPEXKax.
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Tabmums 1— 3aranpHa iHGOpMAaITis PO CTOPIHKU JOCIIKYBAaHUX OPEH/IIB OJIITY B
COLIIAJIBHUX MEepexax

Instagram TikTok YouTube
Cropinka KinmpkicT KinpkicTs KimpkicTh KimpkicTh Kimpkicts KimpkicTs
M AITACHNUKIB myOumikamnii MIAMUCHUKIB JIAlKIB MM AICHUKIB myOmikamin
STAFF 626000 1694 833300 7.9 M 46100 179
GUNIA 75400 943 2391 35,700 29 16
Project
VOVK 233000 3091 HEMae 752 50

[IpoBenenuit anami3z MOCHiIPKyBaHUX OpeHIIB omsry Ha miardgopmax Instagram,
TikTok Tta YouTube Bka3ye Ha HasBHICTh BEIUKOI'O CIEKTPY MIAMUCHUKIB, aKTHBHOCTI
nyOuikaniid Ta pizHoi Bxaemonii ayautopii. Ha ocHOBI maHMX, MOXKHA 3a3HAYMTH, 10 OpeH.
"STAFF" mae 3HauHy KinbKicTh mignucHukiB Ha Instagram ta TikTok. "GUNIA Project”
TaKO’K IOKa3aB TapHi pe3yJbTaTH B IUIaHI akTHBHOCTI Ta yaikiB Ha TikTok. bpeng "VOVK"
BiJI3HAYAETHCS 3HAYHOIO KUIbKICTIO MyOumikaiiii Ha Instagram Ta akTUBHOIO B3a€EMOJIEI0 Ha
YouTube. 3aramom, naHi BKa3yrOTh Ha Pi3HOMAaHITHICTh CTpaTeriid Ta yCHINIHOT B3aeMOJIl 3
PI3HUMU ayUTOPISIMU Ha PI3HUX IUTaThopmax.

B Tabmn. 2 BU3HAUEHO AaKTHBHICTH ayIWUTOPil BIHOCHO BiJ€O-KOHTEHTY OpeHIY
"STAFF", sikuii Mae 3HauHy KUIbKICTh HiANUCHUKIB Ha Instagram ta TikTok, nemonctpyroun
BEJIMKUI 00CAT B3a€EMOJIIT 3 ayTUTOPI€I0 HA 000X TuIaThopMax.

Tabmuus 2 — AKTHBHICTB ayIMTOPii BiIHOCHO Bifeo-koHTeHTYy Openay "STAFF"

[Tnardopma KinbkicTb Cepenns Cepenniii Cepenniit Cepenmniit
I AMUCHUKIB KUJIBKICTH BiJICOTOK BiJICOTOK BIJICOTOK
MeperJIsIiB JIafKiB KOMEHTapiB penocTiB
HAa BiICO
Instagram 626000 61360 6,2 % 0,10 % 0,28%
YouTube 75400 2701,2 39,3% 0,37% He
8i000pascacmocs
Tik Tox 233000 200215,7 30, 96% 0,54% 0,26%

s ocranHix 10 Bineo Ha miuatdopmi (Instagram, YouTube, TikTok) po3paxoBano
METPUKH B3a€EMO/IIT ayTUTOPIi 3 B11€0-KOHTEHTOM HAaCTYITHUM YHHOM:

Cepeons kinvkicmo nepeanadie = Cyma Kinbkocmetl nepe2isiois Ha 6cix 6ioeo /
3acanvha Kinvxicmos 8ideo.

1.1. Cepenns kinbkicTh neperasaiB Instagram = 613600/10= 61360 nepernsiais.
1.2. Cepennst kimbKicThb mepersaiB YouTube = 27012 /10 = 2701,2.
1.3. Cepennst kinbkicts neperisini Tik Tox = 2002157 / 10 = 200215,7.

Cepeonitl 8iocomok natikie, komenmapie ma penocmis = Jlatiku |
Kinvkicmo nepeensnois x 100%.

2.1. Bigcorok maiiki Instagram = (3810 /61360) x 100% = 6,2 %.
2.2. Bigcorok naiikie YouTube = (1062/2701,2) x 100% =39,3%.
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2.3. Bigcotok naiikiB Tik Tok = (61991/200215,7) x 100% = 30, 96%.
Biocomok komenmapie= Komenmapi / Kinoxkicme nepeensoie x 100%.

3.1. Bigcorok komenrapis Instagram = (65 /61360) x 100%= 0,10 %.
3.2. Bincotok komenTapiB YouTube = (10/2701,2) x 100%=0,37%.
3.3. Bigcotok kxomenTapiB Tik Tok =(1088/200215,7) x 100%=0,54%.

Biocomox penocmie = Penocmu / Kinekicms nepeensois x 100%.

4.1. Bigcorok penoctis Instagram = (175/61360) x 100%=0,28%.
4.2. Bincorok penoctiB Tik Tox = (529/200215,7) x 100%=0,26%

VY pe3ynbTati aHai3y akTUBHOCTI ayIuTopii moa0 Bigeo-KoHTeHTY Openay "STAFF"
Ha 1iargpopmax — Instagram, YouTube, TikTok — Mo)xHa Big3HAYUTH HaASBHICTH
PI3HOMAaHITHOCTI B pEaKIisiX ayJuTOpii Ha el KOHTEHT.

Ha mmardopmi Instagram, ne KigpKicTh MIAOUCHHUKIB cTaHOBUTH 626000, cepenus
KUTBKICTh MeperyisaiB Ha Bijeo ckianae 61360. BincoTok naiikiB ctaHOBUTH 6,2%, BiJICOTOK
komenrapiB — 0,10%, a Bincorok pemoctiB — 0,28%. Lle cBiguuTh MpPO piBEHH B3a€EMOIIl Ta
MO3UTUBHUX PeakKIliii ayAuTopii Ha BiIeO KOHTEHT Ha 1iif rmatdopmi.

Ha mmardopmi YouTube, 3 kimpkicTio mianmucHukiB 75400, Bimeo gocCATaroTh
cepenHboi KibkocTi neperisiaiB y 2701,2. Bucokwuii Bincorok naikiB — 39,3%, Ta oOmexeHa
AKTUBHICTh KOMEHTApIB, 0 cTaHOBIATH 0,37%, BKa3ylOTh Ha aKTUBHY MO3UTHBHY B3a€MOJIII0
ayauTopii 3 BiJieo Ha i aTdopmi.

Ha TikTok, ne 6pern mae 233000 mianmucHUKIB, BiIeO OTPUMYIOTH cepeaaso 200215,7
nepersiIiB. 3HAYYIIUN BiIcOTOK JakikiB — 30,96%, 1 Bucokuit Bincorok komeHTapis — 0,54%,
a TakoX BIACOTOK penocTiB — 0,26%, MiIKPECIOTh €HEPriiHy peakililo Ta B3aEMOJII0
ayauTopii Ha B1JI€0 KOHTEHT Ha JaHii miardopmi.

B wninomy, B3aemopist ayaurtopii 3 Bineo-koHTeHToM OpeHay "STAFF" mnoxa3sye
pI3HOOIUHY peaklil0 Ha pi3HUX IulaTpopmax, BiLOOpaXkarl0oyd AaKTHUBHY IO3UTHBHY
3aJIy4eHICTh ayAUTOpIi Ha BCIX PIBHSX.

BaxnuBo Bi3HAYMTH, IO M'SITh POKIB TOMY BiJI€O-KOHTEHT OpEH/IB MaB OJHAKOBY
IPUCYTHICTh Ha pi3HUX IUIaTdopMmax, 1 momyisipHicTh BigeomarepianiB Ha TikTok Toni Oyna
He3HauyHowo. Ha 1ell yac crocTtepiraeTbesi Bk€ 30BCIM 1HILA TEHJCHI[IS: KOKHA miaTdopma
po3po0Iisie BIACHUH BiI€O-KOHTEHT 3 ypaxXyBaHHAM ii cneundiku ta ayauropii. Hanpukmnan,
Ha Instagram mnepeBaxarTh KOPOTKi Reels, ski JAeMOHCTPYIOTH OrJSiIM OJSIry Ta iHIII
npe3eHTailii, opieHtoBaHi Ha ecretnuHuid acrekT. TikTok 3aBoifoBye aynuropito 3a
JIOTIOMOT'0I0 MEMIB Ta BiJI€0 3 AlaJIOTaMU Ha BYJIHUIIX 3 MEPEX0KUMH, TAKUMH 5K 3arajiku abo
IHTEPAKTUBHI CIOKETH.

IikaBicTh criocTepiradiB 30Cepe/Ky€eThCsl HA BUBUEHHI MMOBEIIHKHA YYaCHUKIB, 1 BOHU
AaKTUBHO B3a€MOJIIOTh, 3aJIMILIAIOYN KOMEHTapl, a TaKOX IMOLIMPIOIOTH B1JIE€O-KOHTEHT CEepel
CBOTO KOJIa 3HAHOMHUX. 3HAUYIIOIO CTajla B3aEMOJIS 3 ayJAUTOPIEIO, sIKA BiAIrPae CyTTEBY pOJIb
y nowmupeHHi Bigeo. Hatomicts Ha muardopmi YouTube nmepeBakaroTh MigKacTH, KOPHUCHI
Hopaju Ta POJMKH, IPUCBSYEHI MO Ta CTUJIIO.

s nguHAMiKa CBIMYWTH MPO HEOOXITHICTH amamnTallli Bi€O-KOHTEHTY /0 YHIKAIbHUX
0coOnMBOCTeM KOXXKHOI MIATGOpPMHM Ta 3/4aTHICTH OpEeHIIB 3alydyaTd ayAUTOPil0 HUIIXOM
CTBOpPEHHS KOHTEHTY, L0 BIAMOBIJAE il OUIKYBAHHSIM Ta IHTEpEcaMm.
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LleHTpanpHOIO XapaKTEPUCTUKOIO B1JI€O-KOHTEHTY B COLIAJILHUX MEpeXax € SIBUILE
CHPSIMOBAHOCTI Ha CTBOPEHHS KOPOTKUX BijeomarepianiB. Ll TeHaeHuis crae BKpal
AaKTyaJIbHOIO 3 HACTaHHSAM HACHYEHOCTI IIaThopM  BiA€O-KOHTEHTOM. BakiauBoro
OCOOJIUBICTIO € TOH (aKT, IO KOPOTKI BiEO JJO3BOJSIOTH CIOXHBa4aM €(QEKTUBHO
BUKOPHUCTOBYBATH CBiii 0OMEXEHUH Yac, HEOOX1THUM JIJIs IEPETIsiy KOHTCHTY.

Oxpim TOTO, CIiJ BiAIBHAYUTH, 10 OUIBIIICTE KOPHCTYBAUiB CIIOKUBAE BiJI€O-KOHTEHT
y colianbHuX Mepexax 0e3 3ByKy. Lle mpuBeno 10 po3BUTKY TEHAEHLIII CTBOPEHHS KOPOTKUX
CIO)KETHUX POJIHKIB, SKI MOKHA CIpPUHAMATH 1 3pO3yMITH, HaBiTh HE BHUKOPHCTOBYIOUU
3BYKOBUH cynpoBia. binbiie Toro, y Bizmeo, A¢ MPHUCYTHIH BaXKJIMBUH TEKCTOBHM KOHTEHT,
pPEKOMEHAY€EThCs JofaBatu cyOTuTpH. Lle crpuse mokpaiieHHIO0 JOCTYMHOCTI KOHTEHTY JUIs
aynuTopii Ta 3abe3neuye OUTbITY B3a€MOJIIO 3 BiZlcOMaTepiajlaMH.

3aramoM, BHpilIaJbHAa POJIb KOPOTKOTO BiJI€O-KOHTEHTY B COILIAJBHUX Mepexax
noJisirae B 3a0€3IMeUeHH] 3PYYHOCTI JUIS ayauTopii, aganTtarii 0 ii 3BHYOK CIIOKHWBAaHHS
KOHTEHTY Ta MiJBUILEHHI e()eKTUBHOCTI CIPUHHATTS 1HPOpMALLii.

ToMy B Mexax MAaHOTO MOCHIIKEHHS OyJ0 BCTAHOBJICHO BAXKIWBI MOKA3HUKH, SKi
XapaKTepU3YIOTh TPEH] Ha KOPOTKI BiJIeO Ta iX B3aEMOJII0 B KOHTCKCTI COIIaTbHIUX MEPEK.
OcHoBHUMH (akTOpamu, ki Oynu aHami3oBaHi, Oylu TPUBATICTH BiZ€O Ta iX B3aeMOAis 3
ayJIUTOPIEIO.

{06 3po3ymiTH, SIK KOPOTKI BiJJeO BIUIMBAIOTh Ha CIOXHMBAuiB, MPOBEACHO aHaJI3
TpuBaiuocTi Bigeo o6penay "STAFF". Meniana TpuBaJIoCTi BiJIe0 BUMiprOBaiacs sl KOYKHOI 3i
CTOPIHOK, a cepeqHe 3HaueHHs Oyno oOuMcieHe Ui YCiX TOCHiKyBaHUX CTOpiHOK. Ha
ocHOBI anani3zy 10 HalfHOBIIIMX Bi/l€0 MPOBEJICHO BU3HAUYCHHS MEIiaHU TPUBAIOCTI Bineo. Lle
A0 MOXKJIMBICTh BUSIBUTH 3arajbHy TEHJIEHIIIO 0 CKOPOYEHHS TPHUBAJIOCTI BiEO s
3a0e3MedeHHs] ONTUMAIFHOTO CIIPHUHATTS ayAUTOPI€I0, aJallTOBAHOTO JIO ii CIOKUBAIIBKUX
3BHYOK (Tabi. 3).

Tabnuis 3 — TpuBanicTh BiIe0-KOHTEHTY B collianbHUX Mepexax Openay "STAFF"

Cropinka MeniaHa TpUBaJIOCTI BiI€O
Instagram 18,5 cex
YouTube 8,17 xB
Tix Toxk 19 cek

Po3paxyHOK Me/iaHU TPUBAIOCTI BiJIeO Ma€ TaKU BUIIISL:

Meoiana mpusanocmi sioeo= (11 +12) [ 2,
ne tl ta t2 - TpuBaNIOCTI BiZIEO

Meniana TpuBajocTi Bifgeo Instagram: (17 +20) /2 =37 /2 = 18,5 cexk.

Brniopsinkyemo TpuBanocTi BiZieo BiJ HAlMEHIO1 10 HalO1IbILIO]:

8, 8,12, 15, 17, 20, 20, 25, 25, 35.

Tenep maemo n =10 (mapue uucno). lLlo0 3HaiiTH MemiaHy, Bi3bMEMO J1Ba 3HAYEHHS,
K1 3HAXOATHCS TOYHO TocepenuHi: 17 ta 20.

Meniana TpuBanocti Bimeo YouTube: nmisi po3paxyHKy MeIiaHW TPUBAJIOCTI BIJEO
MOTPIOHO CMOYATKY MEPEBECTH BCi TPUBAJIOCTI Bi/IeO B OJUHUII BUMIPIOBaHHS (XBUJIMHH), a
MOTIM BTOPSAIKYBATH iX BiJI HAMMEHIIOI A0 HAWOUIBIIOI 1 3HAWTH CEpeIHE 3HAYEHHS, 110
3HAXOJUTHCS TTOCEPEIHHI.

[lepeBeneMo BC1 TPUBAJIOCTI B XBHJIMHU:

0,32 xB = 0,32 xB,
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6:03 =6+ 3/60 = 6,05 xB,

9:20 =9+ 20/60 = 9,33 xs,

6:30 =6 +30/60 = 6,5 xB,

8:10=8+10/60 = 8,17 xB,

8:57=8+57/60 = 8,95 xB,

1:11=1+11/60 = 1,18 x8,

8:11=8+11/60 = 8,18 xs,

10:57 =10+ 57/60 = 10,95 xB.

Bnopsinkyemo mi TpuBanocrti: 0,32, 1,18, 6,05, 6,5, 8,17, 8,18, 8,95, 9,33, 10,95.

Maemo n=9 (memapHe umcio). Tpeba 3HAWTH 3HAYCHHS caMe IMOCEpeluHi, sike Oyne
Menianoro. Meziana TpuBayiocTi Bizneo: 8,17 xB.

Meniana TtpuBanocti Bimeo TikTok: mms po3paxyHKy MeZiaHM TpPUBAIOCTI BiJ€O
CIIEpIITY BIOPSAAKYEMO TPUBAJIOCTI BiJl HAHMEHIIIO! 10 HAOUIBIIOT:

8, 14, 17, 18, 18, 20, 30, 31, 33, 39.

Maemo n=10 (mapue uucno). Meniana Oyne cepeqHiM 3HAYEHHSM JBOX BiJI€O, SIKi
3HAXOATHCA TOYHO TIOCEPEAHHI:

Meniana TpuBanocTi Bigeo: (18 +20)/2=38/2 =19 cexkyun.

Jyist BU3HAYCHHS ITUX JaHWX 31HCHEHI HACTYITHI KPOKH:

Meniana TpuUBajIOCTi Bifeo: 310paHO JIaHi MPO TPUBAIICTh KOKHOTO BiJICO HAa KOXKHIM
CTOpiHLI. 3arajbHa TPUBAIICTH BiJIEO PO3IUIMIACS HA KUIBKICTH BiJeO UIsI OTPUMAHHS
MeJliaHd TPUBAJIOCTI.

Mo>xHa 3p0OUTH HACTYITHI BHCHOBKH:

Instagram: mMeaiana TpuBajIOCTI Bifeo i wi€i miatrgopmMu cTaHOBUTH 18,5 cexyHu.
Lle BKa3zye Ha MOMYJSPHICTH KOPOTKOMETPAXKHUX BiIe0 cepen KopucTyBadiB Instagram, 1o,
HMOBIPHO, MOB'A3aHO 3 HIBUAKUM Ta JIETKUM CIIOKUBAHHIM BMICTY B I[bOMY CEPEIOBHILI.

YouTube: memiana TpuBamocti Bimeo mias YouTube ckmamae 8,17 xBunmam. Lle
CBITUUTH TPO OUIBIIY MPUXWIBHICTh ayAUTOpPii Li€i miaTdhopMu N0 TPUBAIUX KOHTEHTIB,
MOYKJIMBO, Yepe3 JeTalbHe OOTOBOPEHHS TEM Ta HaJaHHs OUIbIIO1 TIHOMHY iH(OopMaIiii.

TikTok: meniana TpuBanocti Bigeo mana TikTok Takox mopiBHioe 19 cekynmam. Lle
BiloOpaXkae ynoaoOaHHS KOPUCTYBaudiB O KOPOTKOTO, JUHAMIYHOIO Ta EKCIPECHBHOTO
BiJICO-KOHTEHTY, L0 BiANOBiZae popMmary w1i€i miaThopmH.

i nmani nOIAKPECTIOIOTh BAaXKIMBICTH BpaxyBaHHS cHElU(IKM MiIaTGopMu Mpu
CTBOPEHHI BiJIeO-KOHTEHTY JUIsl JOCATHEHHS HalOUIbIIOro BIUIMBY Ta 3JIy4€HHS ayAuTOpii.

3a nmomomororo iHcTpymMeHTa Social Buzz — momyky Ta MOHITOPHHTY 3TajioK B
CoLllaIbHUX Mepekax 31MCHEHO aHalli3, SKUM MiITBepuB, 1O cepell 00paHoi Ipynu OpeH/IiB
HaANOUIBII 3HAUYIY KIIbKICTh 3TraIOK BUKJIMKA€E caMe B11€0-KOHTEHT (puc. 1, puc. 2).

OBLLNK HACTPOEHWE [MONTb30BATE/N CCbIJTKK TUMbI

Bioeo 108 Qoto 5 Ccoblka 63 Cratyc O

(81% oT 06Lero uncna) (3% ot obuiero umcna) (36% ot obuero uncna) (0% o ofwero umcna)

Pucynok 1 — MOHITOpUHT KUIBKOCTI 3raZloK B COIlialbHUX Mepekax Openza 'Staff' yepes pizni
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BHUIU KOHTCHTY

DBLLK CTPOEHWE JITb30BATEN _ChlnKA T!Mbl OYEBBIE CNTOB

B_mneo 236 (oro 53 (;Cbmga 58 CTaTyc 8

Pucynok 2 — MOHITOPHHT KUTBKOCTI 3raJIoK B comianbHuX Mepexkax openna 'VOVK' uepes
pi3H1 BUIU KOHTEHTY

CyrTeBUM 3aco0oM crpuiiHaTTs Openma "Staff" € Bimeo-koHTeHT, 1m0 OYsI0
BiT0OpakeHO y BeNHUKIiil KimbKOCTi 3rafiok — 108. ¥V Toil vac sk g Openna "Vovk" takox
HaAUOIBIIE 3raJlok crocTepiraeTbes y Bimeo-popmari — 236. Ili pe3ynbraté BKa3yrOTh Ha
CXO0XY TEHJCHILIIO B CIPUHHATTI 000X OpEeHiB B COI[IaJIbHUX Mepexkax, /€ BiIe0-KOHTEHT
BUSIBIIIETHCS OCHOBHUM 3aCO00M KOMYHIKAITIT Ta B3a€MOIIT 3 ayIUTOPI€IO.

Jani, nns mpoBeACHHS MOPIBHSUIBHOTO aHali3y piBHS 3aJly4€HOCTI ayauTopii 10
JOCIIJKYBaHUX OpeHniB, OyB Bukopuctanuii inctpymeHT Google Trends. Lleit iHcTpymeHT
JI03BOJIsIE aHAJI3YBATH JMHAMIKY MOMYJISIPHOCTI 3alMTIB y MOLIYKOBiH cucteMi Google.

Y poboTi mMpoBeACHO aHali3 B3aEMOAIl ayaWTOpii 3 YKpaiHCBKUMHU OpeHIamu
"Staff","Vovk", "GUNIA Project” na miatdopmax cormiansHux Mepex. OcobnuBa yBara
OpU/iIeHa BHBYEHHIO pIBHSA 3alyd4eHOCTI IMX OpeHaiB Ta BHU3HAUCHHIO IIepeBar
BUKOPHCTAHHS Bi/IeO-MapKETHHTY.

Jiis ananizy Oyio BukopuctaHo iHCTpymMeHT Google Trends, sikuii 103BOJIsSIE BUBYATH
JMHAMIKY IMOIYJIIPHOCTI 3allUTIB y MOIIYKOBii cucrtemi Google. 3anutu Ha Ha3Bu OpeHIIIB
Oynu JOCTIKEeH1 32 OCTaHH1 5 pokiB (puc. 3).

BusiBneno, mo HalBUIMHA piBeHb MOMYJSAPHOCTI Bi3HauuBcs y mepion 3 20 mo 26
mucromaga 2022 poky. 3a MMM MOKa3HMKOM BHIHO, 1o Openy "Staff" nHaOys HaitOigbimol
HOMYJSPHOCTI, 3a3HABIIM BEIMKOIO MKy 3 KuUIbKicTIO 3anmuTiB — 100, y MOpIBHSHHI 3
opennamu "Vovk" (31 3amut), "GUNIA Project”" (0 3anuTiB).

IikaBuM € QaxT, 1o came y ociib 2022 poKy CIIOCTepIiraeThcs MiJBUIIEHA aKTUBHICTD
nyounikanin Openny "Staff ma ruatdopmi TikTok. Lle mpusBeno 10 3HAYHOI 3aay4EeHOCTI
KOPHCTYBAYiB 10 KOHTEHTY LIHOTO 6peHy. VIMoBipHO, meil ycmix Moxke GyTH MOB's3aHMii 3
e(eKTUBHUM BUKOPHCTAHHSAM BIJI€O-KOHTEHTY, SIKUH Ma€ BHUCOKHI pIBEHb B3aEMOJIi 3
ayJMTOPIEIO B COLIIAJIbHUX MEpPEexkax.
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Pucynok 3 — AHai3 TpeHiB MOMyJISIPHOCTI A0CipKyBaHux OpenaiB B Google Trends

3aranbHOI0 TEHJEHIIEI CTa€ MIABUINCHUN IHTEpeC A0 BiJIEO-KOHTEHTY B cdepi
MapKEeTUHTY Ha COLIaIbHHUX Mepekax. Bimeo € 3aco00M 3B'A3Ky, SKHU I03BOJISIE OpeHIam
e(eKTUBHO CIHIUIKYBaTUCS 3 ayAuToOpi€ro, TmepenaBatd iHGoOpMalico Ta  €MOIll.
Bineomarepianu 3maTHi Kpamie 3a BCi IHINI THOM KOHTEHTY BpaKaTH CIIOKHBAYiB,
3a0e3Mmeuyrour TIMOIINiA 3B'S130K Ta OLIbIILY 3aTY4YEeHICTD.

OTxe, MOCTIKEHHSI MiITBEP/DKYE BAXKIHUBICTh BiI€O-MApKETUHTY JUISl YKPAiHCHKHX
opeunie "Staff”, "Vovk", "GUNIA Project". AKTHBHC BHUKOPHCTaHHS BiJ€O-KOHTEHTY,
3okpema Ha tardopmi TikTok, cnpusuio minBuineHHIO momyiaspHocTi Openny "Staff" Ta
3aITy4eHHIO OLIBIIOT KIJTbKOCTI KOPUCTYBAYiB.

Ha mincTaBi oTpuMaHUX BHCHOBKIB Ta MPOBEICHOTO aHAI3y MOXHA CPOPMYITIOBATH
BUMOTH JI0 BiJICO-KOHTEHTY, SIKUIl Ma€ HalOUIbIIMN MOTEHIiall 3aJy4YuTH yBary Ta 3100yTH
MOMYJISIPHICTD y COLIAJIbBHUX Mepexkax.

CroxkeT: BaXJIMBO, LI00 BIJJCO-KOHTEHT MaB I[IKaBUH Ta 3aXOIUTIOIOUMH CIOXKET.
Bineoponuk moBMHEH PO3MOBIAATH ICTOPIIO, SIKa BUKIMKAE LIKaBICTh Ta €MOLi y IJsayiB.
[TinGip BipHOTO CIOXKETYy MOXE CTBOPUTH 3B'SI30K 3 ayJUTOpPI€I0 Ta MIiABULIUTU i
3aL1KaBJICHICTb.

JluHamika: BiZieo MOBMHHO OyTH JTUHAMIYHUM Ta PYXJUBUM. 3MiHA paKkypciB, MBUAKI
3MIHU KaJpiB, Mi01p BIAMOBIIHOI MY3UKH a00 3BYKOBOTO O(OPMIIEHHS MOXYTh MiJICUIIUTH
BpaXCHHsS BiA meperisny. JIuHaMmiuyHMM BiZ€O-KOHTEHT MpHBepTae yBary 1 301IblIye
HMOBIPHICTh HOTO MOMIMPEHHS.

TpuBanicTe: OTpUMaHi J1aH1 BKa3ylOTh Ha Te, 1[0 KOPOTKI BiIe0 3a3BUYaAll 3aJ1y4arOTh
Outblie yBaru. TakuM 4YMHOM, TPUBAIICTh B1JEOPOJIMKA MOBHHHA OyTH ONTHUMAJBHOIO - HE
HAJITO JIOBrol0, 100 HE BTPATUTH yBary Iisjaaya, aje J0CTaTHbOIO, 1100 mepeaaTu HeoOXiTHy
1H(popMalliIo YU eMO1Ii.

BpaxoByroun 1mi acnekTd, e(eKTUBHUI BiJ€O-KOHTEHT IOBHHEH 00'€THYBaTH
3aXOIUTIOIOYNH CIOXKET, TUHAMIKY, IO 3a0X0YY€E TIIsgada B3a€EMOIISTH 3 KOHTEHTOM, a TaKOX
OyTH ONTUMAIBHOIO TPUBATICTIO, 100 3a0€3MeYUTH MIBUIKE Ta JIETKE CIIOKUBAHHS.

BucHOBKH 3 1aHOT0 A0CJTiI>KEHHS Ta MEePCNEKTUBH MOAAIbLIINX Po3podok. KoxeH
3 o0OpaHux OpEH/IB Ma€ BJIACHY YHIKalbHY I[UIbOBY ayAWTOpPIIO, IO BiOOpa)kaeTbcs B
iXHbOMY CTWJi, JOW3aiiHI Ta migxomax 1m0 BupoOHuUITBA. "Staff' mnpuBabmoe momomy
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aynutopito, "Vovk" 3Bepraerbcs 1m0 mmaHyBaibHUKIB aBaHrapay, a "GUNIA Project"
MPOIOHYE CTaNi Ta HATypalibHi pimeHHs. [{i1p0Ba ayauTopis € HeaOUSIKUM JIETEPMiIHAHTOM
cTparerii PO3BUTKY KOXXHOTO OpeHIy, IO MiAKPECIIOE HEOOXIHICTh HalallTyBaHHS
MapKETUHTOBUX 3YCUJIb Ha BIAMOBIAHICTG 11 OYIKYBaHHIM Ta MOTpedaM.

AHai3 A0CIiKyBaHUX OpEHIIB Y COIlaIbHUX MEpEeXaxX JI03BOJIMB BUSBUTH ITHUPOKHIMA
CIEKTp MiANMHCHHUKIB, aKTUBHOCTI Ta PI3HOMaHITHY B3aeMoOJIit0 aynurtopii. Koxkna mmatdopma
(Instagram, TikTok, YouTube) Bukaukae BiIMIHHY peakiiro, 10 OOyMOBJIEHO ii
0COOJINBOCTSIMH.

B3aemonis aymutopii 3 Bifgco-koHTeHTOM Openmy "Staff' nHa Instagram Tta TikTok
HiATBEP/KYE >KBaBYy 3alliKaBJIEHICTb CIOKMBadiB. Y cBoo uyepry, YouTube aktuBHO
BUKOPHUCTOBYETHCS ISl JACTAIBHIIIMX OOTOBOpPEHb. AHaJI3 MOMYJISIPHOCTI BiZICO 3a Pi3HOIO
TPUBATICTIO JaB MOXKJIUBICTh MIJAKPECIUTH BaXIJIMBICTh aJanTallii KOHTEHTY Mij] Ccrernu@iky
maThopMH I ONTHMAJIBHOTO 3aimydeHHs ayaurtopii. s edexTuBHOI crpaterii Bigeo-
MapKETUHTY BaXJIMBO OpaTH 10 yBaru ocoOJIMBOCTI ayAUTOPii Ta I1aThopMH.

Posrnsgaroun nepcneKTHBY MOAATIBINNX JTOCTIKEHb, MOXKIUBO PO3IJISIHYTH aHai3
B3aeMOJii ayauTopii Ha pi3HHX IUIaTQopMax, BPAXOBYIOUM IICHXOJIOTIYHI ACTEKTH
CHpUUHATTA Bimeo. Takoxk, BaXKJIMBO BHBYUTH METOAMKH IIJBHIICHHS B3aEMOMIl 3
ayJIUTOPI€I0 HA OCHOBI PO3yMiHHS 11 OYiKyBaHb Ta MPIOPUTETIB.
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Yevheniia Konak, assistant of the department of marketing of the National University "Odessa
Polytechnic" (Odesa, Ukraine).

Impact of video content on audience engagement: a study of social media among ukrainian
fashion brands.

The aim of the artice. The aim of the research was to study the effectiveness of audience
engagement through video content in social media, targeted at Ukrainian clothing brands. To achieve
this goal, the following tasks were identified and addressed: analyzing the target audience, gathering
information about the pages of selected clothing brands on social media, determining the audience's
activity regarding the video content of the "STAFF" brand, and analyzing trends and characteristics
of video content on various platforms. Important indicators were identified that reveal trends in short
videos and their interaction on social media. Key aspects under analysis included the duration of
video content and the audience's response. To understand the impact of short video clips on
consumers, an analysis of video duration was conducted. The median duration of video clips was
measured for each individual page.

Analysis results. This scientific article has illuminated significant aspects of video marketing
in social media and underscored the necessity of meticulous strategy development to achieve success.
The research has revealed that the effectiveness of video marketing hinges on well-defined objectives,
understanding the needs of the target audience, prudent budgeting, selecting the optimal type of video
and distribution platforms, optimization for conversion, fostering an emotional bond with viewers, and
active engagement with the audience.

Conclusions and directions for further research. The need for further scientific research in
the field of video marketing is emphasized to unravel unresolved aspects, including the assessment of
result effectiveness, customization, and targeting of video content, alongside exploring the latest
trends and technologies. Incorporating novel innovative approaches in video marketing will enhance
the efficacy of brand and product promotion. The overarching idea of the article revolves around the
notion that the success of video marketing in social media depends on crafting a strategy that
considers audience needs and employs effective techniques to attract attention and engage viewers.
Research in this domain holds substantial potential for refining video marketing strategies and
ensuring success in branding and product promotion within the digital realm.

Keywords: video marketing; brand; social networks; trend; strategy.
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THHOBAIIMHICTH I ILTAHYBAHHS BI3SHEC-ITPOLIECIB CTAPTAIIIB Y
KOHTEKCTI 3EJIEHOI'O EHEPTETUYHOI'O IEPEXOAY

Y pobomi oocniosiceno 6iznec-npoyecu y cgepi 3eneHux cmapmanis, OemaibHO ONUCAHO
aemopcovkull npoekm Bioenergy-Startup, obrpynmosano uiozo 6iznec-mooenvs Canvas. Ilpoexkm mae
NO3UMUBHULl €KOI020-eKOHOMIYHUU eghekm | Hadae 3Mo02y 3HAYHO cKopomumu 00caeu SUKUOie
MOKCUKAHMIB 3 8IONPAYbOBAHUMU 2A3AMU OBUSYHI8 MPAHCHOPMHUX 3AC00i8 | KOMENbHUX YCMAHOBOK,
wo npayioromes Ha ousnaiugi. I[Ipoekm cnpsamosaHuil MaxodiC HA O03€/eHeHHsl eKOHOMIKU Kpainu
WIIAXOM  3MEHUICHHS MEXHO2EHHO020 HABAHMANCEHHSA HA  CIIbCbKO2OCHOOApCubKi  yeioos npu
BUKOPUCMAHHI  HCUPOBMICHUX 8I0X00I8 BUPOOHUYMBA, CAPUAE PAYIOHATLHOMY BUKOPUCIMAHHIO
NPUPOOHUX pecypCis, 3HUNCEHHIO sukudie naprurkosux 2azie i black carbon.

KirodoBi croBa: crapram, iHHOBaIlii, Oi3HEC-MO/JIeNb, UPKYJISPHA EKOHOMIKA, allbTePHATUBHA
EHEepreTHKa Ta 3eJICHUH eHepreTHYHHNA Tepexi.

DOI: 10.15276/mdt.7.3.2023.7

ITocTtanoBKa mpol6jeMH B 3arajJlbHOMY BHIVIAAI Ta il 3B’A30K 3 BasKJIMBHMHU
HAYKOBHMH a00 NPaKTHYHMMH 3aBAaHHAMHU. B cydJacHux ymoBax BigOyIOBH HamIoi
JiepKaBU OCOOJMBO aKTyaJlbHUM € BIIPOBA/PKEHHS NPHHILMUIIB 1HHOBAIIIHO-OPIEHTOBAHOI,
3€JICHOT €KOHOMIKH, IO 0a3yeThcs Ha 3acaax CTAJOr0 PO3BUTKY 1 3aTBEPDKEHOI ypsIoM
Crparerii po3BUTKY cdepu iHHOBaIiHOT AisabHOCTI Ha mepiox ao 2030 poky [1]. B
ICTOPUYHIM pPEeTpPOCNEKTUBl Taki MOHSATTS, SIK «cTapTam», «CTapTal-pyx», «BEHUYpHE
HiANPUEMHUIITBOY», & TAKOXK T€, K CaMO 3MIHIOBAJIMCH CYTHICTh 1 popMa MajHX 1 CepeaHixX
IHHOBAIlIMHUX, JOCHUTh YaCTO — HAYKOMICTKHX IMiANMPUEMCTB, O€3MOCepeIHhO TOB’sA3aHe 31
3MIHOIO TaK 3BaHUX TexHosoriynux yknaniB (TY) abo anrmilicekoro — waves of innovation i
PO3BUTKOM PUHKY BEHUYPHOI'O Kamitamny [2].

© 2023 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)

0.€. Koganos. O.B. 303y1606. O.B. Koganosa. Iunosayitinicms i nianysanus Oiznec- 95
npoyecie cmapmanis y KOHMeKCmi 3e1eH020 eHepeemuUiHo20 nepexooy



https://orcid.org/0000-0003-2181-9288
https://orcid.org/0000-0001-7087-2080
https://orcid.org/0000-0002-9851-6392
http://creativecommons.org/licenses/by/4.0

ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

Ha cporomni olHUM i3 MPOBITHUX JOCIHIIHUKIB KOHIICTIIII TEXHOJIOTTYHUX YKJIAIIB €
Kapnora Ilepec (Carlota Perez) [3]; a cyrHicTh koHmemnuii TY momsirae y ToMmy, 1m0 Ha
KOXKHOMY €Talli PO3BUTKY CYCIUJIbCTBA MPOAYKTHBHI CHJIM CIMPAIOTHCS HA B3a€MOIIOB’SI3aHY
CYKYIHICTb TEXHOJIOTiH, IO W yTBOPIOIOTH 3aMKHEHY CTiHKY CHUCTEMY — TEXHOJOTIUYHHMA
yKJIaJa. Y TaKOMY BHITaJIKy TIPOIEC CBITOBOIO PO3BUTKY MOYKHA IIPEJICTABUTH SIK POTPECUBHY
MOCITIIOBHICTH 3MiHIOBaHUX TV, sIKi BIINOBIIal0Th BEIMKHUM €KOHOMIYHUM ITUKIIaM (puc. 1).

1940 1950 1960

[V TexHOJOriYHMI yKIaz
JIBUI'YH BHYTPILIHBOTO

1970 1990 2000

2020 2030 p.

VI TexHONOTIYHUI YK

V TeXHOJIOTIUHHI yKIIa] HaBoTeXHONOG

MikpoeeKTpoHiKa

3TOPAHHA 6loTexHOIOTIi, remio-
Ta s1/IepHa EHepreThKa
I Etan 3apo/pkeHHs (KIacH4Ha enoxa) 11 Etan 3pocraunns | III Hosiths enoxa )
HasBHICTH 3HAYHOTO KarmiTamy 1 BHCOKOTO (uoBa enoxa) Pizke 30inblIeHHs iHBECTHLLIT.
HayKOBO-TeXHIYHOTO f10TeHuia;|y 06.VMOBII.IIII Jlesiki BKAaneHHs (IEI‘L %:‘:;L;::;'L?:fs:{:ag; s
MOABY MATHX HAYKOMICTKHX MIANPHEMCTS | 3YMOBHJIN BEITHKI OnHaK PHHOK BHABHBCA MEpeoLi-
BeH4ypHOro (hinancysanHs. KizbkicTh Brpari. PiHauHCy- Hernm. Y 2000 p. BiaOyscs

iHBeCTOpIB Oyna He3HAYHO, iHPpacTpykTypa | BaHHs 3MicTHIOCH Ha | €TIEPETIOMY, L0 MPUBIB 10 MOIIYKY
JIMIIE NOYNHAjA CTBOproBaTHeA. Xapakrepanmu | nisHi crazii peanizauii | HOBO! TPAEKTOPIL 3POCTAHHA. ITpore,
. — o 3aBSKH MOCTII0BHUM XBHJIAM
Oy/IH eKOHOMIYHE 3POCTAHHS, BIAKPHTICTD ¢ 2
2 S e Hoqasgﬂ " POCTY BHCOKHX T€XHOJIOTI,
BeH4ypHOro Oi3Hecy, cninbHi inBecTnwii, 00MiH | npoekTis y HOBIX CTapTaMI CTATH FONOBHIMII
indopmauieio, nediunt dinancosnx pecypcis. | cdepax mismbHOCTI. | OTPHMyBauaMH BEHUYPHOTO KamiTaty!

1946 p. ki, 1970 pp.
[TosiBa TepMiHy «cTapran»
y 1976 p.

cep. 1990 pp. Temnep. yac

1940 1950 1960 1970 1980 1990 2000 2010

«CTtpareriuHe BIKHO» JUIs peastizallii crapTan-rnpoeKTiB /

Pucynok 1 — T'enesa crapran-pyxy mig BrumMBoM 3MiHM TY i KOH'IOHKTYPU PUHKY
BEHUypHOTo Kamitany ([owcepeno. aBTOpcbKa po3poOKa; CKIaJeHO Ha OCHOBI HPOBEIEHOIO
JIOCITI/PKEHHS Ta 00pOOKH JIiITepaTypHUX daHux [2; 4—7]).

OTtxe, B enoxy 3MiHU TY BIAKPUBAETHCS CTpATEriuHe BIKHO JUIsl YCIIIIHOI peai3arii
CTapTaN-IpPOEKTIB, OCKUIBKM CaMe€ B TaKMW MepioJ BUCOKOI HEBU3HAYEHOCTI 3 SIBISIOTHCA
IPOPUBHI 1HHOBALlI], 1110 ¥ BIIKPUBA€E MOXJIMBOCTI /Il CTBOPEHHS 1HHOBAL[IMHUX MPOJYKTIB.
Sk BuaHO 3 puc. 1, HallbnMK4ye cTpaTeriuHe BIKHO Oyze BIJKPUTHUM Y INepiof MPUOIU3HO 3
2016 mo 2028 pp., 1 came BIAHOBIIOBAJbHA €HEPreTHMKa CTAa€ OJHIEI0 3 PYIINHUX CHUI
IHHOBALIHOT'O PO3BUTKY CYCHIbCTBA i, BINOBITHO, TIOSIBU HOBUX CTapTamiB B Lii cdepi.

[Ipore, Ha Hamly JyMKy, 3€JI€HUM TEXHOJIOTISIM 3apa3 Bce M€ MNPUAUISIEThCS
HEJIOCTaTHbO YBaru y cdepi crapTan-miIpUEMHMITBA, a, OTXKe, LEed HampsM norpelye
MOJAJbIIOr0 PO3BUTKY M 3aimydeHHs iHBecTHIiil. ChOrosHi crapTamn-pyx, ocodiuBo B chepi
3€JIeHOl, aAJIbTEPHATHUBHOI EHEpreTuKH, MoTpedye KapAMHAIBHMX 3MiH fAK Yy cdepi
€KOHOMIUYHUX B3a€MOBIIHOCHMH, Tak 1 B cdepl OHOBJIEHHS TEXHOJIOIM Ha OCHOBI
BIIPOBA/KCHHSI KOHLEMIIT HUPKYISIPHOI €KOHOMIKH, 3a0e3MeUeHHs MPOCYBaHHS Ha PUHKY
€KOJIOT1YHO CIPHUSTIMBUX TOBApiB 1 MOCIYr, MiHIMI3alil BUTpPAT TPAAULIMHUX, BUKOIHHUX
BH/IIB TTAJINB.

AHaNi3 oOCTaHHIX JOCHiIXKeHb i myOuaikamid, B AKX NOKJIAJEHUH IOYATOK
BUpIillleHHIO JaHOi mpodiemu i Ha ski cnupaoTbess aBTropu. Crapranamu 3a3BUYail
Ha3UBAIOTh HE3aJleKHI Oprasizamii, SK NpaBWIO, MOJOALI M'SATH pOKIB, HAaLIJIEHI Ha
CTBOPEHHS, MMOKPAILEHHS 1 PO3IMIUPEHHS] MacIITa0OBaHOrO, 1HHOBALIIHHOTO, TEXHOJIOTTYHOTO
IPOAYKTY 3 BUCOKHMM 1 IIBHJKKUM 3pOCTaHHIM. 3a nJaHuMu cepsicy Startup Ranking, Ykpaina
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Bke y 2018 pori mocina 42-e miciie B CBITI, BUMEPEHKAIOYM 3a KUIBKICTIO CTapTamiB Taki
po3BuHYyTI kpainu, sk Ectonis, Jlutea, Jlatsis, CnoBenis, ClioBauunHa TOIIO, X044, HA Kallb,
y 2021 pori 1151 mo3uiris moripmmiack 10 49-ro micus, a 'y 2022 porti — HaBiTh 10 57-10 [8; 9].
Ocrannim yacoM, 3a nanumu Startup Ranking, crocrepiraerbcs neBHa Mo3uTHBHA AMHAMIKa
010 301IBIICHHST KUIBKOCTI 1HHOBAIIIMHUX TPOEKTIB B YKpaiHi, 30KpeMa, Ha IOYaTOK
2023 poky Hama kpaiHa mocinza Bxke 39-y mosumito i3 368 crapramamu [10; 11]. Ilpote
3p03yM1JI0, IO YacTKa CTapTarmiB B KpaiHi Mae OyTu HabaraTo OUIBIIO, OCOOIMBO CTAPTAIliB,
10 IPUCBSIYCHI 3€TICHUM TEXHOJIOTISIM 1 aIbTepPHATHBHIN CHEPTETHILI.

3arajabHOBIIOMO, IO CTapTamud 1 cTapTam-pyx B LUJIOMY € BHUCOKOPHU3MKOBAHOIO
€KOHOMIUHOIO [IISTIBHICTIO. Y HAyKOBIH JiTepaTypi HEMae€ €IWHOTO0 MiAXOAYy [0
CTPYKTYpYBaHHS CTaJiil 1oro po3BUTKY — BCe 3aJIekKUTH BiJl crienudiku crapramy. OTxe, s
YCIIIIHOTO 1 CTaOUIBHOTO PO3BUTKY CTapTamy HEOOXiTHHM € CIPHATIMBE CEPEOBHIIE, 5K
30BHIIIHE, TaK 1 BHYTPIIIHE, a TAKOXK JOCTYI A0 (PpiHAHCIB 1 3HAHb. TakuM YMHOM, BaXKIMBUM
JUISL BCIX CTapTalliB € mpornec GpiHaHCyBaHHS, TOOTO 3aJy4eHHs IHBECTHILINA. Y HaIIii JepxaBi
€ TEeBHI 3pylIeHHS B cdepl MIATPUMKU CTapTam-pyxy uepe3 KOHKYypcHE (iHaHCYBaHHS.
3okpema, ctBopeHo PoH MiATPUMKY BUHAX0/1iB MiHicTepCcTBAa EKOHOMIKH Y KpaiHu (4epBEeHb
2018 p.), a Takox Ykpaincekuit pouy crapramiB (auners 2019 p.).

OnHuM 3 OCHOBHHX HampsMiB (inancyBaHHS 32 DOHIOM MIATPUMKHA BHHAXOIIB €
BIIPOBA/KEHHS €Heproe()eKTUBHUX TEXHOJIOT1i, OCBOEHHS aJIbTEPHATUBHUX JKEpell eHeprii,
a TaKOX HOBUX TEXHOJIOTiIH TpaHcmopTyBaHHs eHeprii [12]. He 3amumaerbcs OCTOpOHB i
MiHicTepcTBO OCBITH 1 Hayku YKpaiHHM, a TaKoXX IMPOBIAHI KOMIIaHii, SKi MPAIfOIOTh Ha
BITYM3HSIHOMY €HepreTudHoMy puHKy [13; 14]. OTxe, KIr040Ba poJib y 3a0€3MEUCHHI YMOB
IHHOBAI[IITHOTO PO3BUTKY, (OpMYBaHHI HAIlIOHAIBHOI 1HHOBALIMHOI €KOCHCTEMHU (TEepMiH
Briepie 3anpornonoBano Yapne3zom Beccuepom (Charles Wessner) y 2004 porri) HaJIeKUTh
JepKaBi, siIKa HE TUIbKM BCTAHOBIIIOE CTpATEriuHi I, a W, AK MpaBWIO, Ha KOHKYPCHii
OCHOBI 3a0e31euye CyTTEBY PECYpPCHY MiATPUMKY.

Y 2008 pomi VYkpaina crama wieHoM MiKHapOIHOI €BPOINENHCHKOI 1HHOBAILIMHOT
HaykoBo-TexHi4HOI nporpamu EUREKA, mo € npoBigHOIO BiIKpUTOIO MIaT)OpMOr0 Uis
MDKHapOAHOTo CHiBpoOITHUITBA B cdepi iHHOBauii [15], a y BepecHi 2022 poky oauH 3
MPOBIAHUX BITYM3HSIHUX 3aKJIaiB BUINOI OCBITU — KWIBCHKHI HaIllOHATHHUN YHIBEPCUTET
imeni Tapaca IlleBuenka i xkopmnopaiis «Haykosuit mapk KHY imeni Tapaca IlleBuenka»
noennanucs go imimiatuBu EIT HEI Initiative €Bpomelicbkoro iHCTUTYTY iHHOBAIH 1
texHosoriii (European Institute of Innovation and Technology) i cranu unenamu
koHcopuiymy «International Capacity Building in Innovation, Transfer and Entrepreneurship
with Focus on ShaRed Expertise in Higher Education Institutions» (INTREPID-HEI).

3aBIaHHAMU KOHCOPILIYMY € PO3pOOJIEeHHS 1 BIPOBA/KEHHS HAa MIKHAPOJIHOMY PiBHI
KpallluX CBITOBUX MPAKTHK, a TAKOXK TpaHchep HuppoBuX Mpono3uLiil y cepax iHHOBaALIN Ta
NIJIPUEMHUITBA JJI CTapTamiB, CTYAEHTIB, aKaJeMIYHOTO IEpPCOHANy BHILMX 3aKJIaIiB
ocBiTu Tomo. Cepesr OCHOBHHUX iHIIIaTUB €BPONEHCHKOro IHCTUTYTY 1IHHOBALIN 1 TEXHOJIOT1H
y cdepl palioHANBHOIO BHKOPUCTAHHS MPHUPOJHUX PECYpPCIB, 3€JIE€HOI EHEepPreTU4HOI
TpaHcopMallii 1 aNbTepHATUBHOI EHEPTeTUKHU TaKi BCECBITHBO BiZIOMI 1HIIIATUBH, SIK:

— EIT InnoEnergy — cnpusie ctanocTi eHepreTUYyHOro CEKTOpY 3aBASKU MiATPUMIIL
CTIMKMX €HepreTMYHHX IHHOBalil, MO0 3a0e3NedyloTh MPOMHUCIOBICTh OE3pU3UKOBUMHU
HOBAaTOPCHKUMH TEXHOJIOTISIMH, CIPHUSIOTh 3HIDKCHHIO BUTPAT Ha EHEPrilo, MiABHIIYIOTH
OPOAYKTHBHICTh CUCTEMH, 3MEHIYIOTh BUKHU/M IMAPHUKOBUX Tra3iB, CTBOPIOIOTH HOBI poboui
MICIIS Ta M1JIBUIYIOTh KOHKYPEHTOCIIPOMOKHICTb Taiy3i [16];

— EIT Climate-KIC — naiibinbine aepsxaBHO-ipuBaTHE naptHepcTBo €C, cnpsMoBaHe
Ha O60poTHOY 31 3MIHOIO KJIIMaTy Ha TUTAHET] 3a JOTIOMOTOK BIPOBA/KEHHS 1HHOBAIIA IS
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moOyJI0BU €KOHOMIKH 3 HYJIbOBUMHU BuKHaMu Kap6ony [17];

— EIT Alumni — o0’eqHye MiKHAapOAHY CHIJIBHOTY areHTiB TpaHCOpMAIliid, sKi
BTUTIOIOTh y JKUTTS MPOEKTH, M0 0a3yrOThCS HA KOHIIEMLIi CTalOro PO3BUTKY 1 CHPUSIIOTh
NO3UTUBHOMY BIUIMBY Ha €KOHOMIKY kpaiH €C Ta CBITy 3arajoM 3aBIsKH IHHOBAIisIM 1
nianpueMHUITBY [18];

— EIT Digital — cnopuse BriieHHIO iHHOBAIli 4Yepe3 3arajJbHOEBPONCHCHKY
eKocucTeMy, sika 00’ennye nonan 200 eBponeiicbKUX KOPIOpaIliii, cTapTaris, 3aKJIajiB BHIO1
OCBITH, HAayKOBO-JOCTIJHMX IHCTUTYTIB TOIIO, J€ CTYJISHTH, JOCIITHUKH, IHXKCHEPH,
Oi3HECMEHHM Ta MAMPUEMIII CITIBIPAIIOIOTH Y BIIKPUTHUX 1HHOBaIIMHKX ymMoBax [19; 20].

BimomMumu B CBiTI € TakoX ¥ IHII 3€JI€HI IHHOBAIlIIHI MPOEKTH, 30KpeMa, Cepel
pamkoBux mnporpam €C 3 JOCHiKeHb Ta 1HHOBalliil BapTO Ha3BaTU MPOrpamMu
«"opusonT 2020» i «['opuzont €Bpona» [21], a Takox IIporpamMmu HayKOBHX JOCIHIIKEHb Ta
HaB4aHHs €BpaToMm [22].

3araqbHOBIIOMO, 110 Oi3HEC-MOJAETIOBAHHS CTAPTAIliB € JIEBUM IHCTPYMEHTOM OITUCY
HOro OCHOBHHUX CKIIAQJOBUX — IIiJiel, Oi3Hec-3aBAaHb, CTPYKTYpH, CTpateriii, (piHAaHCOBUX
aCIIeKTiB, OCOOJIMBOCTEH PUHKY, MapKETHHTOBOTO IHCTpyMeHTapito Tomo. Jlns craprarmis
BOXUIMBHM € TaKOX CXEMaTH4HE 300pakKeHHsS MOJeNi NEepeTBOPEHHS MEeBHOI iHHOBalii Ha
€KOHOMIYHY LIHHICTh JJIs1 Oi3Hecy. Y TakoMy BHIAIKy Oi3HEC-MOENb CTapTaly ITOBHHHA
BiToOpakaTh MeXaHi3MHU JOCATHEHHS MEBHUX EKOHOMIYHUX DPE3YyJIbTAaTIB MPOEKTY HUIIXOM
BCTaHOBJICHHS HOTO MiCIIS B JIQHITFO31 CTBOPEHHS IIIHHOCTI [23].

OpnuM 3 HAWOUTBII TMOMYMSPHUX IHCTPYMEHTIB IIOJI0 CTBOpPEHHS Oi3Hec-mojenen
BBaKaeThcst Business Model Canvas (po3poonukm Onexcanap OctepBanmbaep (Alexander
Osterwalder) ta IB ITin’e (Yves Pigneur)) [24; 25].

Mopnens Canvas € crnenu]igHuM MmadIOHOM, KOHIICIIIIEI0, YHIBEPCATLHOI MOBOIO
TOILIO MpeACTaBICHHsS Oi3HECy, sika CKJIAJAeThesl 3 9 OCHOBHUX OJIOKIB, 10 HAAAIOTh 3MOTY
CXEMaTUYHO NPEJICTABUTH JisUIbHICTh MPOEKTY, a came [8; 26; 27]:

— CETMEHTH CII0XHBAYiB;

— LIHHICHI MPOTIO3UIIii, TOOTO TIepeBary, siki MPOIMOHYIOTHCS CIIOKUBAYAM;

— KaHaJM 30yTy MPOIYKIIii;

— B3a€MOBIJHOCUHHU 31 CIIOKHUBaYaMH;

— MOTOKU HAa/IXOJPKEHHS JI0XO/IIB;

— OCHOBHI pecypcH, Ha SIKl CIIMPAEThCS CTapTaIl-IPOEKT — IHTENEKTYalbHI, JIFOJCHKI,
MmarepiajibHi, (piHaHCOBI TOLIO;

— OCHOBHI HalpsMHU JISUIBHOCTI CTapTan-IPOEKTY;

— OCHOBHI MapTHEPH, SKI CIPHUIIOTh UM HaBITh 3a0€3MEUYIOTh 3[1HCHEHHS AisIBHOCTI
CTapTaI-TPOEKTY;

— CTPYKTYpa BUTpaT, TOOTO BUTpATH, MOB'S13aHI 13 (YHKIIOHYBaHHAM Oi3HEC-MOjENi
cTapTary.

[likaBor0 y 1IbOMY KOHTEKCTI € TakoX Oi3Hec-Mojenb, po3pobieHa Mapkom
Jlxonconom (Mark Johnson), sika, B cBOto uepry, 0a3yeThcs Ha MOl IPOPUBHUX 1HHOBAITIH
Kneiitona Kpicrencena (Clayton Christensen). Ii ocnoBruMuU enemMenTamu € Taki:

— I[IHHICHA MPOTIO3UIIis;

— (opmyIia OTpUMaHHS TOXO.Y;

— pecypcu kommadii ((iHaHCOBI, MaTepiaibHI, 1HTENEKTyallbHIl, JIOJACHKI PECYpCH,
IHHOBAITII{HI TEXHOJIOT11, KaHAIM KOMYHIKAIIli TOIIO);

— KJIIOYOBI mpouecu (kBaiiikamis i HaBYaHHS MPAIIBHUKIB, po3poOKa W BUITYCK
HPOAYKTY (TIOCIYTH), OIOJIKET MPOEKTY, MJIaHU, CepBic ToIo) [28].

Mapxk J[»KOHCOH J1e110 CIPOCTUB IF0 MOJIENb 1 MPEJICTaBUB ii y BUIJISII, TOKA3aHOMY
Ha pHC. 2, e B3a€MOIIOB’SI3aHO TaKi €JIeMEHTH, SIK:
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— TIPOTIO3HUIIIS IIIHHOCTI,;
— KJIFOYOBI pecypcH / IPoLIecH Ta
— ¢opmysa OTpUMaHHS MPUOYTKY.

\ 4 A 4

IIpono3wurtis Kittouosi pecypeu / ®dopmyna OTpUMaHHS
LiHHOCTI Tponecu IpUOYTKY

A A

Pucynok 2 — bizaec-mozens 3a M. JIxonconom (Jorcepeno: [23; 28])

Binomoro € takox OizHec-monenb ['api Xamema (Gary Hamel), mo Bkimrodae Taki
CKJIaJIOBi, SK KIIEHTCHKUH iHTepdeiic, KIUoBa CTpaTeris, CTpaTeriuyHi pecypcH, IiHHICHA
Mepeka. BakmuBuM € 1 Te, IO BCl CKJIQJOBI MOACNI IOEIHAHI MiXK Cc000I Tphoma
CTHOJIYYHHUMH €JIEMEHTaMH, TO/I K (pyHIaMEHTOM Oi3HEeC-MOJIeli € YNHHHUKH, 10 BU3HAYAIOTh
MOTEeHIIia] MPUOYTKOBOCTI cTapTan-mnpoekty [23; 29; 30].

Omxe, onTmMmizalliss Oi3HEC-TIPOICCIB BHUSBISETHCS OJHUM 3 HAHOUIBII JTi€BHX
IHCTPYMEHTIB MiJABUIICHHS e(EeKTHUBHOCTI Oi3HEeCy B CY4YaCHMX YMOBax, IO CHpPUATHME
3HIDKCHHIO BHUTPAT, 3POCTAHHIO MPOAYKTHBHOCTI, 30UIBIICHHIO NMPHOYTKY 1 TOJIMIICHHIO
akocTi mpoayktiB 1 mocayr [31]. Oxpim Toro, cydacHa IiHHOBaIlliHA EKOCHCTEMa
XapaKTePU3YEThCS MIHJIUBICTIO 1 TIEBHOK CIEeNU(}IUHICTIO 1i OCHOBHUX €JIEMEHTIB, IO, B
CBOIO 4Yepry, BUMAara€ BiJl IHHOBAI[IMHUX MIJIPUEMCTB TMOIIYKY HOBHUX MOXJIHMBOCTEH 1
BUKOPUCTaHHS OCYYaCHEHOTO IHCTpyYMEHTapiro 1 BemeHHs Oi3Hecy, a TaKoX HOBOTO
MapKETHHIOBOr0 3a0e3MedyeHHs Takoi iHHoOBamiiHOi mismibHOCTi [32]. Ilpm  1mpomy
NPUHIIUIIOBO HOBI TEXHOJIOTIi B cdepi 3eJeHOl, aTbTepHATUBHOI EHEPreTUKU — IHHOBAIIil, K
MPaBUIIO, MOTPEOYIOTh 3HAYHUX KaIiTaJOBKJIa/IeHb, PECYpPCiB 1 YaCOBUX BUTPAT HAa HAYKOBO-
JIOCJIIJIHY Ta 1HII BUAU PoOIT, a 3HAYHTH, K 3a3HAYAIOCH BUIIE, €, «BUCOKOPU3UKOBUMMY 1
HAaBITh «IyX€ BUCOKOPH3UKOBUMU» (Tabm. 1).

Tabmuis 1 — Martpuiis pu3ukiB crapTan-npoekTiB [34]

Hosuii punok (s Hosuid purox (y
IcHyroumit puHOK PHUHOK CBITOBOMY
KOMITaH1i) ;
Macitaoi)
Hosa npoaykiis (s | [omipHuii pusuk Bucoxwuii pusuk Hyxe Brucokni
CBITOBOT PAKTHKH ) piBEHb PH3UKY
. ITomipHMiA pU3MK — [TomipHMIA pU3HK — .o
Hoga nponyxkuis (ans PHIH P! PHIH P! Bucokuii piBeHb
o HU3bKUHN PiBEHBb BUCOKHIA PiBeHb
KOMITaHii) PU3HKY
PHU3UKY PU3HKY
BnockonaneHus Hu3sbkuii piBeHb ; Tomiprii pu3uK —
icH . 4Oro MPOJgyKT I/ISI/IIE) Homipruit pusi BUCOKHI piBeHb
yio POAYKTY p y PH3HKY

[IpoGnemaM 3MeHILIEHHSI PU3UKOBAHOCTI CTApPTAI-NIPOEKTIB, OCOOIMBO 1HHOBAIWHUX,
NPUJIUIEHO 3HAUHY YBary y poboTax BITUM3HSIHMX 1 3apyODKHHUX ydyeHHX. 30KpeMa, Ha JyMKY
CriBa bnanka (Steve Blank), pe3ynpraTuBHOMIO Y 1IbOMY ceHCl € MeTofoorisa Lean Startup y
MOETHAHHI 3 HOTO BIIACHOIO Po3pobOkor0 — Meromonoriero Customer Development. B ocHOBI
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Meroaosorii Lean Startup JeXuTh pO3yMiHHSA BIIMIHHOCTEH MK KOMIAHISIMH, IO BXKE
peari3yroTh CBOi Oi3HEC-MOAEeNi, 1 cTapTamaMmu, SKi TUIBKM HIyKalooTh ix. Llg meromosnoris
JIOBOJIUTh TIE€BHY HEE(EKTUBHICTh TaK 3BaHUX CTaHJAPTHUX CXEM 3aIlyCKy CTapTaliB 1
AKIICHTY€ yBary Ha HEOOX1JHOCTI 3MIHIOBATH iX 3MICT 1 0COOJIUBO — KITFOYOBI MIPUHITHITH.

To6to, Ha nymMKy aBTOpa, MOTPIOHO HaJaBaTHU IepeBary €KCIEpUMEHTYBaHHIO, a He
KaOiHEeTHOMY IUIaHYBAaHHIO; 3BOPOTHOMY 3B’SI3Ky 3 KJIIEHTAaMH W TI€BHOMY IiTEpaTHBHOMY
MIIX0/Ty 3aMICTh TPAAMIIIHHOTO PO3BUTKY IHHOBAIIHOTO MPOAYKTY YU TTOCITYTH.

VY cBoro uyepry, meronoiorisi Customer Development naronomye Ha HeoOXimTHOCTI
3a0e3rneueHHs 6e3MepepBHOro MKy 3BOPOTHOTO 3B’A3KY, AKHH BKJIIOYaE B ceOe BHUSBIICHHS,
MEPEeBiIPKY, CTBOPEHHS Ta PO3BUTOK KIIEHTIB. TakKuM YMHOM, 3aCHOBHUKHU CTAPTAIliB MOBUHHI
B IIEpIly 4YEpry 30CEpEeiUTUCS Ha PO3BUTKY KIIEHTIB Iepel PpO3pPOOKOI MNPOIYKTYy M
TECTYBATH TiIOTE3y II00 HHOTO, OTPUMYIOUH ITOCTIHHUI 3BOPOTHHH 3B’ 130K [26; 27; 33].

3HUBUTH PIBEHb PHU3MKOBAHOCTI CTapTaiy, OCOOJMBO Ha pPaHHIX CTaisXx, MOXKHA
TaKOXX 3a jgomoMoror wmeroxoisorii Business Model Generation Ta omnucaHoi Bule
metononorii Customer Development [26; 34]. IIpoGnemam moOynoBu ycHimiHHX Oi3Hec-
Mojenell crapramiB OyJlo NpPUCBAYEHO poOOTH Takux BYeHHX, ik Y. bagen-Oromnep
(Ch. Baden-Fuller) i C. Xedairep (S. Haefliger) [35], M. Ixoucon (M. Johnson),
K. Kpicreacern (C. Christensen) Tta X.Karepmann (H.Kagermann) [28], I'. Xamen
(Gary Hamel) [29], Crie Bnank (Steve Blank) [26], E. Paii3 (E. Ries) [27], JI. IlIBaiitep
(L. Schweizer) [36], S. bxycka [30], II.M. I'puropyk 3 koneramu [37], H.C. DIiasiienko
[38; 39], C.M. Isienko [39] ta iHIIHX.

Bupinennss HeBHUpilIeHMX paHille YacTHH 3arajibHOI Npo0JeMH, KOTPHM
NpucBAYYeEThes cTaTTA. ChOro/iHi y cepi aJbTepHATUBHOI Ta 3€I€HOI €HEePreTUKH cTapTan-
pyx HaOyBae 0COOTMBOTO 3HAYEHHS, 3BKAIOYHM HA HarajdbHYy HEOOXIIHICTh BIPOBAKECHHS B
VYkpaini 1 cBITI 3arajioM 3acaj 1 KOHUENIN HHUPKYISIPHOI EKOHOMIKH, IEpeBaKkarouoro
BUKOPUCTAHHS albTEPHATUBHUX 1 BiIHOBIIOBAJIBHHUX BUJIB eHeprii Tomo. CydacHHH CBIT
CTPIMKO 3MIHIOETHCS, IIBHAKO PYyXalOuuCh BHEpe[ 1 Brepea. Benuka KiTbKICTh MPOPUBHUX
TEXHOJIOTIN 3 SBISIEThCS, OypXJIMBO PO3BUBAETHCS, 3aMIHIOIOYM BXKE ICHYIOYl TEXHOJIOTII,
CTBOPIOIOYM HOBI po0OYl MiCIsl, pO3BUBAIOYM CIOPIAHEHI TEXHOJIOTIi 1 BUPOOHUIITBA TOILIO.
OTxe, akTHBI3AIlS cTapTal-pyxXy B HAIIM KpaiHi 1 y CBITI 3arajoM oOyMOBIIIO€ HEOOX1THICTh
JIeTaIbHOI0 PO3IIIAAY MIAXOAIB Ta IHCTPYMEHTapio MoOy10BH Oi3HEeC-Mo/ieNell IHHOBAIIHUX
IIPOEKTIB, OCOOJIMBO B Cpepi albTEPHATUBHOI 1 3€JIEHOT €HEPTreTHKH.

@®opMyJIIOBAHHSI METH CTATTi (MOCTAHOBKA 3aBAaHHsA). TakuM YMHOM, METOIO
JOCTIPKEHHSI € aHali3 IHHOBALIWHOCTI OI3HEC-NPOLIECIB BITUM3HSIHHUX CcTapTamiB y cdepi
3€JICHO1 aJIbTepHATUBHOI €HEpreTHKHU Ta OOIPYHTYBaHHsS OCOOMMBOCTEH Oi3Hec-TIaHYBaHHS
€KOJIOT1UHO JIPYXHIX CTapTaIl-IPOEKTIB B KOHTEKCTI 3€JIEHOI0 EHEPreTHYHOT0 MEPEXO/y.

BukiageHHs1 OCHOBHOIO MaTepiajy JOCTIAKEHHSA 3 NOBHHM OOIPYHTYBAHHAM
OTPHUMAHHX HAYKOBHUX pe3yabTaTiB. 3a BucHoBkamu Startup Genome [40], crapram-pyx y
CYy4acHOMY CBITI MEpEeTBOPUBCS HA BIUIMBOBY €KOHOMIUHY cuiy. Tak, Timbku y 2022 pori
00csr CTBOPEHOI HMUMH B T00aibHIM €KOHOMIIIl BapTOCTI OIIHEHO B 6,4 TpmH gon. [41].
biznec-npouecu (bII) mignpuemMcTB, y ToMy 4ucii ¥ crapTamiB, K MPaBUiIo0, GOPMYIOThCS i
peati3yroThes MiJl A1€10 BEJIMKOI CYKYIHOCTI J11i, YUHHUKIB, YMOB, SIK1 3a3BUYail BUSIBIISIFOTHCS
TICHO MOB’s13aHUMH OMH 3 oHUM. | pezynpTaramu BI1 MaioTh OyTH MOKpaleHHs MOKa3HUKIB
€KOHOMIYHOI JISUTbHOCTI MIANpPUEMCTBA, cOpMOBaHA J0JlaHA BaPTICTh, PO3LIMPEHHS KOJa
CTEUKXOJNAEpiB, 3a0e3MeueHHs] KOHKYPEHTOCIIPOMOXKHOCTI Ha CyYaCHHMX BITYM3HSHHMX 1
MDKHApOJHUX pHUHKaX 1 y CYKYNHOCTI — 3HauHe 30uiblieHHs mnpuOyTkiB [42]. Otxe,
npenu3iiHuil aHamiz Oi3Hec-TpoIeciB CTapTalliB, MO-TepIle, HAlIa€ 3MOTY BUSBUTH «BY3bKI
Micisi» Ta ¢hOpMyBaTH BIAMOBIIHI BUCOKOE(EKTHUBHI CTpaTerii, a, Mo-Ipyre, BUPOOUTH Ji€B1
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VOPABIIHCHKI PIMIEHHS SK 3 MIIBUIIECHHS PE3YyJIbTATUBHOCTI Oi3HECY 1 pO3MIUPEHHS HOTO
MO>KJIMBOCTEH, TaK 1 3 MiIBUILEHHS IHHOBAIIIHOCTI CTapTaIry TOMIO.

Takum yuHOM, Oi3HEC-TIpOIIEC 1€ CTPYKTYPOBAaHUH, MOCIIJOBHUHN 1 B3a€EMO3aIC)KHUH
HEepeNiK  YINpaBIiHCHKUX, (iHAHCOBO-EKOHOMIYHMX, BHUPOOHMYMX TOIIO 3axOJiB, 3a
JIOTIOMOTOO SIKUX (POPMYIOTBCSI BUPOOHHYI PECYpPCH MiAIPHEMCTBA (CTapTamy), CTBOPIOETHCS
[IHHICTh TOBapy YW TOCIYTH 1 pPO3pOOJIAIOThCS HUIAXM iX peamizamii [42]. ¥ cBorw uyepry,
ontumizamiss BIl (puc. 3) 1e mneBHUH KOMIUIEKC B3a€EMOIIOB S3aHUX YIPABIIHCHKUX,
oprafizaiiiHux Ta iHQOpMAaIiifHUX 3axo[iB, MO OO0’€IHAHI TEBHOK TEXHOJOTIEI 1
CIIPSIMOBAaHI Ha TOJIIIIEHHS MOKa3HUKIB SIK OKPEMHUX IPOIIECiB, TaK 1 B IJIOMY TOKA3HHKIB
TiSUTBHOCTI  TMIANPUEMCTBA 3 METOI SKHAWOIIBIIOrO 3aJ0BOJICHHS MNOTPed 1 OYiKyBaHb
3aIfikaBJIeHUX CTOpiH [31].
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onTuMI3auli MeHeaXXMEeHTY .
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Pucynok 3 — OCHOBHI IPUHIIMAITK ONITUMI3allii Oi3Hec-miporieciB (Jorcepeno: [42])

To6to nmonimmenns BIT (Business Process Improvement, BPI) € came Tim migxomom B
CUCTEM] MEHEIKMEHTY MiANPUEMCTBA, 10 HAJA€ 3MOTY ONTHMI3yBaTH CYKYIHICTb HOTO
Oi3HEeC-TIPOIIeCiB 3 METOI JIOCATHEHHs HalOuIbll e(eKTUBHUX pe3ysbTaTiB isUIbHOCTI
HIANPUEMCTBA, 3MIHUTH IcHytoul BII 3amis nominimieHHs sSKocTi HNPOAYKTY (HOCTYTH)
BIJIMOBIAHO 10 OTPeO KITEHTIB 1 cioxkuBayiB [43].

Otxe, monemoBanHs bBII 1e rpadiune, TabimnyHe, TEKCTOBE UM 3a JIOMIOMOTOIO
CHUMBOJIIB MIPEJCTABICHHS aJlTOPUTMY pPOOIT, 110 CKIAJAETHCSA 13 B3a€MOIIOB’ I3aHUX OTepaiii
1 BimoOpakae peanbHO ICHYHOUHM (200 mependadyBaHMil) UK TISTIBHOCTI MIAMPUEMCTBA
(crapramy) BiJl MOMEHTY OTPHUMAaHHS BXIJHUX PECYpCIB 10 MOMEHTY peasli3allii MpoIyKTy UM
MOCIYT'M Ha pUHKY. | o0coOnmMBOrO 3HAa4eHHs TMpU IbOMY HaOyBae€ eKcrpec- Ta
dbynnamenTanbHa niarHoctuka bIT [42]. [Ipudyomy, MeToan AIarHOCTHKH, a TaKOX CHUCTeMa
MOKA3HUKIB IOAO iX €QEeKTUBHOCTI, MO CYTI, € METOJaMU KOHTPOJIHTY 1 BHpPOOJIEHHS

101

0.€. Koganos. O.B. 303y1606. O.B. Koganosa. Iunosayitinicms i nianysanus Oiznec-
npoyecie cmapmania y KOHMEKCMi 3e1eH020 eHepLemUIHO20 Nepexooy



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

CHUCTEMH JIEBUX YIPABIIHCHKUX pillleHbh HA OCHOBI KOMIUIEKCY 1H(GOpMaIIHO-aHATITHYHOTO
3a0e3mneueHHs. 3po3yMiJio, 0 €MHOTO MiIX0Ty Ul IIHOTO HE iICHYE, OCKITIbKU 3a0e3MeueHHS
KOHTPOJIIHTY Oi3HEC-TIPOLIECIB 3HAYHOIO MIPOI0 3aJICKUTH Bij Taimysi, iX momenew, cramii
PO3BHUTKY MiIIPUEMCTBA (CTAapTaIly), IHTEHCUBHOCTI KOHKYPEHIIiT Ha pUHKY ToIlo [44; 45].

OcraHHIMH pOKaMHU iHHOBaIlli HEPO3PUBHO TOB’s3aHI 13 BIPOBAKEHHSAM IITYYHOTO
IHTETIeKTY, JOCATHEHHSIMHU OI10TEXHOJOTiH, IOIIYKOM aJlbTePHATUBHUX JDKEpEN EHEeprii,
3aCTOCYBAHHSAM PECYPCOOLIATHUX TeXHOJOrii Ttomo. OTxe, 3 ypaXyBaHHSIM KOHLEMIT
3eJIeH01 (LUPKYIAPHOi) eKOHOMIKM KOoMIaHiero Accenture Oyno po3po0iieHO Kiacugikarlito
IHHOBAIIMHUX O13HEC-MOJIeNeH, sIKI MOXYTh OyTH peaii3oBaHi B cdepl 3€JIeHOI eKOHOMIKH
ab0 oKkpeMo, a00 y CYKYITHOCTI 3 IHIIUMHU MOJICIISIMH.

30Kkpema, MOHATTA TaK 3BaHUX LIUPKYISIPHUX O13HEC-Mozeneil — Mojieneil 3aMKHEHOTro
UKy [46] € IEeBHUM YMHOM y3araJlbHEHHSM JUIs Oi13HEC-MOJIETIeH, 0 IParHyTh J0:

— BHKOPHMCTAaHHS MIHIMAJIBHOI KUTBKOCTI pecypciB 1 MaTepiamiB Jyuisi BUPOOHMIITBA
MPOAYKTIB UM MOCIYT;

— MPOJOBXKEHHSI TEPMiHY BUKOPUCTAHHS MPOAYKTIB (IIOCIYT) 3aBASKH iX PEMOHTY YU
BCTaHOBJICHHIO;

— 3aBEpIICHHS JKUTTEBOTO LUKIY MPOIYKTY BHUKOHAHHS NEpPepoOKU JUIsl OTPUMAaHHS
I0JaTKOBOI BUTOJIU.

Taxkum ynHOM, 3aIIPOBa/KEHHS 1HHOBALIMHUX O13HEC-MO/ENe!, TaKuX sIK, HAlPUKJIIa,
Lupkymsapai nmocraBku (Circular Suppliers), BignoBnennst pecypciB (Resources Recovery),
[Tnardpopmu ans obmiHy Ta chigbHoro BukopuctanHs (Sharing Platforms), IIpomoBxenHs
x)utTeBoro mukiny nponaykiii (Product Life Extension), Ilpoxykr sik mociyra (Product as a
Service) Moxke OyTH CIpsIMOBaHE 1 Ha MOJIEPHI3AlllI0 BXKE€ 1CHYIOUMX KOMIaHii, 1 y BUIAJKy
BIIPOBA/KEHHSI HOBOT'O CTapTaIly — Ha pO3pOOKYy NPUHIIUIIOBO HOBOI MOJIENI — «3 HYIIsD» [46].

Po3rnsiHemMo nesiki 3 BXK€ BIPOBAKEHMX Y BITUM3HSHY €KOHOMIUHY CHUCTeMy abo
NEPCIEKTUBHUX CTApTAIN-NIPOEKTIB y cepi anbTepHATUBHOI 1 3€IeHO0] eHepreTHKu. Bimomo,
0 3 KOXXHUM pOKOM aJbTEpHATHBHI, IMOHOBIIOBaHI JJKepeia eHeprii Bce aKTUBHIIIE
3aMIHIOIOTh TpaJuIliifHe BUKONMHE mainnBo. Kypc Ha Tak 3BaHM 3€JIEHWH EHEepPreTHYHUI
nepexiJi, TOOTO BUKOPUCTaHHS BiHOBIIIOBAHUX JKEpeN eHeprii, CTae MPiOPUTETHUM B HaIllii
KpaiHi 1 B cBITI 3arajioM. OCHOBHUMH MPUUYMHAMH 1IOTO € OOMEXEHICTh BUKOIIHOTO IaJInBa,
3pOCTaHHS 1IiH Ha €HEeProHocCii, OaskaHHs 30€perTH JOBKULISA, CKOPOTUTH BUKHIM TAPHUKOBUX
rasiB i oco0OnmBo — Tak 3Banoro black carbon.

Jns  MIOTPUMKH  3€JI€HOTO EHEepreTMYHOro Iepexoay y CBITI icHye OaraTo
PI3HOMaHITHUX CTapTan-npoekTiB, Hanpukiaa, — SolarCity, Tesla, Powerwall, Powerpack ta
1HII1. 30KpeMa, CBITOBUM JIiIEPOM 3 BIPOBAKEHHS aIbTEPHATUBHOI €HEPreTUKH BBAXKAETHCS
ABcTpatis, /¢ COHSYHI YCTAaHOBKM € B OunbIl HDK 18 % goMorocmojmapcTB KpaiHH, Xoua,
Hanpukian, y Hopomy IliBneHHoMy Yenbci et mokasHUK CTaHOBUTH moHax 25 % [47].

Hama xpaina Takok He 3aJTUIIAEThCS OCTOPOHB B chepi crapran-pyxy MIOAO 3eJIeHOT
TpaHcdopMalii  BITYM3HSHOT €KOHOMIKM 1 BIPOB3KEHHS EHEprozoepexyBalbHUX
(eHeprooiaaHux) TexHosorii. Hallounpl BIZIOMUMU B CBITI YKpaiHCHKUMH CTaparaMu B LiH
cdepi €, HaNPUKIAJ, TaKi IPOEKTH, SIK:

— ceHcop ECoisme — cucrema KOHTPOITIO Ta EKOHOMI| eJIEKTPOEHEPTii B Oy IUHKY;

— Go To-U — wmixHapoaHa omnaiH-miatrgopMa, IO OO0’€HYE EKOJOTIYHO
BIMOBIAANBHI (PipMHU, SKI IPOMOHYIOTH O€3KOLITOBHI MOCIYTH 3 3apsiIKH €JIeKTPOMOOLTIB
3a]1 3MEHIIIeHHS 3a0py/JHeHH JOBKUUIA 1 MOMYJIsipr3allii el1eKTpoMOO1IiB;

— SolarGaps — «po3yMHi» jKajr03i 3 COHTYHUMH TTaHEISIMU;

— UGrid — cepBic moOyI0BY €HEPreTHYHNX MIKPOMEPEK Ha OCHOBI 3BHYalHUX MEPEK,
IO JOTOMarae JIOKQJTbHUM EHEepPronocTadyalbHAM KOMITaHISIM CKOpOYYBAaTH OOCSTH
BUKOPUCTaHHS BUKOITHUX JDKEPEN eHEeprii 1 YHUKATH MeperiaTi 3a €HeprornocTayaHHs;
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— 3apsani craniii GreenFuel, E-Line ta mepexxa TOKA — my01igHO-I0CTYIIHI 3apsAaHi
CTaHLIi AJIs eNEeKTPOMOO1ITIB 33151 iABUIIEHHS KOM(POPTHOCTI iX BUKOpHCcTaHHS [48];

— Sirocco Energy — Tak 3BaHMii «MiChKHIT» BITPSIK AJ1s1 MOOyTOBUX moTped [49];

— cMapt-tepmoctatr €C0zy mns TpaauIifiHUX pagiaTOpiB OMAJICHHS — JO3BOJISE
KOHTPOJIIOBATH ¥ HAaBIiTh PEryJIOBATH TEMIIEpaTypy y TPHUMIIIEHHI dYepe3 I0JaToK Ha
cmaptdoni ab0 Ha ekpaHi TpUIady;

— xoutposnep WallSwitch dipmu Ajax Systems, mo Hagae 3MOry AHCTaHIIHHO
YIPaBJIATH TMOOYTOBUMH TPHIAAAMH, SKi BKIIOYEHI B MEpeXy; BIICTEXYBaTH ix
€HepTOCIOKMBaHHS B peaibHOMY Yaci [50] Ta 6araTo iHIIUX CTapTaIliB.

ABTOpH JaHOI CTATTI TAKOX JEKiIbKAa POKIB MPHUCBITHIN BIPOBAKEHHIO 3EJIEHUX
TEXHOJIOTIH y cdepl 3aMiHM TPAJAMIIIMHUX BUKOITHMX TMaJIMB Ha aJbTEPHATHUBHI JDKepesa
eHeprii, mpuIoMy, sIK Ha aBTOMOOLJIFHOMY 1 CHIELITPAHCIIOPTI, TaK 1 B KOTEJIBHUX YCTaHOBKAX,
10 TMPAIIOTh Ha au3enbHOMY nanuBi [51; 52]. 3okpema, aBTOpCchKHMI MpoeKT Bioenergy-
Startup mMae Ha MeTi 3eJeHMI Mepexia Ha aJbTEepHATHBHI OlOMANWBHI JpKepena eHeprii, mo-
nepiie, 3a paXyHOK BJIOCKOHAJICHHS KaTaji3aTOpiB TEXHOJIOTIi OTpUMAaHHs O010H3eIbHOTO
NaJuBa; TMO-Apyre, OUIBII AKTHBHOTO BUKOPHCTAHHS JUISI I[LOTO JIMIJOBMICHHUX BIJIXOIIB
BUPOOHHMIITBA W CHOXXHBAHHSA 1, TO-TPETE, HUIIXOM PO3POOKHM ONTHMAIBHOTO CKJIaIy
OaraTopyHKIIIOHATHHUX MPHUCAIOK JUISl TTAJIMB 1 O10MAIHMB JJIT CKOPOUYCHHSI 00CSTIB BUKHUIIB
BiJIIPAI[bOBaHUX T'a3iB Ta 3MEHINIEHHS IXHBOI TOKCUYHOCTI [53].

SIK pe3ynbpTaT BIPOBAKECHHS MPOIYKIIi CTapTamy OTPHUMAHO MO3UTHUBHUI €KOJIOTO-
€KOHOMIYHUH e(PEeKT 3aBIJKHM CKOPOUYEHHIO OOCATIB BHUKHIIB TOKCHKAHTIB BiJNpalibOBaHUX
ra3iB JM3EIbHUX JBUTYHIB — YaJHOTO Ta3y, NpiOHOIMCIEPCHUX YACTHHOK Caxi, OKCHJIB
a30Ty TOIIO; 3MEHIICHHS! TEXHOTEHHOTO HAaBAaHTA)KCHHS HAa CLIbCHKOTOCIIOAAPCHKI yriis 3a
paxyHOK BUKOPUCTAHHS )KHPOBMICHUX BIJIXO/iB BUPOOHHIITBA i CIIOKUBaHHs [54].

Omxe, Ha mpuKIaai NpoexTy Bioenergy-Startup po3riasHeMo W OOIpyHTYEMO
po3pobiieny Hamu Oi3Hec-mMoxens Canvas (puc. 4) s eramy BIOCKOHAJICHHSI CIIOCOOY
OTPUMAHHSI  EKOJIOTIYHO-NIPUHHATHOTO  OIOMU3ENBHOTO  TMajiBa  IUISIXOM  PO3pOOKH
CHEUiaJbHOTO JIOJAaHKy JI0 TOMOTEHHOTO JIY’)KHOTO Kartaji3aTopa i 3acTOCyBaHHSI OLUIbII
€KOJIOTIYHO OE3MEeUHUX peareHTIB y Ipoleci nepeectepudikalii pocaIMHHUX OJii, a TaKoX
HUISIXOM PO3UIMPEHHS CHPOBUHHOI 0a3W TEXHOJIOTIYHOTO TPOIIECY 32 PaXyHOK BUKOPUCTAHHS
TMiAOBMICHUX BIIXOJIB. 3a3HauyuMoO, IO BiAMOBiAHO 10 puc. 4 6i3Hec-moxens Canvas €
0a30BOI0 1 <«WEHTPAJbHOIO» MOJEIUIIO JJIsi TECTYBaHHS TINOTE3M 1 NpPUBENEHHS ii Yy
BIJIMIOBIHICTh 0 KOH’IOHKTYpH OOpaHOTO 3aCHOBHMKAaMM MpPOEKTY pUHKY. Tomy npaHiit
013Hec-MoJieNl MPUAIEHO KIIOYOBY YBary 3 TOYKHM 30pY 1l Ba)JIMBOCTI JJIS YCIIIIHOCTI
MOJAJIBIION0 PO3BUTKY MPOEKTY, 110 Y3TOKYEThCS TaKOX 1 3 MeTtononorisimu Lean Startup Ta
Customer Development.
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Pucynoxk 4 — ®@peiiMBOpK peatizalii crapraiy, IOYHHAIOYH 31 CTBOPEHHS Oi3HEC-MOo/Iei
Canvas Ta 13 BpaxyBaHHSM pPiBHIB TEXHOJIOTTYHUX 1HHOBAIIH 1 pu3UKiB (/[orcepeno. po3pobiaeHo
aBTOpaMHU Ha OCHOBI [26; 27; 34; 55])

Takum unHOM, Oi3HEC-MOMEns Canvas mpoekty Bioenergy-Startup Mae Takuii BUTIISA.

1. Ilomenyiiini cecmenmu cCnoAucuBayis:

— TPAHCIOPTHI Ta JIOTICTMYHI KOMIAaHIi, 1[0 MparHyTb 1O 3€JIEHOTrO0 IEepPexXoay —
nepexoay Ha €KOJIOTIYHO YUCTI BITHOBIIIOBAHI JKepela eHeprii;

— TPAHCIOPTHI MapKU MPOMUCIIOBUX 1 CUILCHKOTOCIOIAPCHKUX MMiIITPUEMCTB;

— MiIIPUEMCTBA-BUPOOHUKH NAJIMBHO-MACTUIIBHUX MaTepiaiiB.

2. Linnicui npono3uyii:

— €KOJIOT1YHO NMpUIHATHE 010[M3e/IbHE MAIMBO 13 MOKPAIEHUMH EKCIUTyaTaliiiHuMu
Ta €KOJOTTYHUMH XapaKTePUCTHKAMU;

— yTHJIi3allisl >)KUPOBMICHHUX BIAXOJIIB JJIs1 BAPOOHUIITBA O10U3EIIO;

— 3aCTOCYBaHHS €KOJIOT1YHO O€3MEeYHUX peareHTiB, 30KpeMa, ETaHOJIy Ta 010€TaHOIY;

— MiJIBUIIEHHS PIBHSA €KOJOriuHOi Oe3MeKd TPAaHCHOPTHHUX 3aco0iB Ta KOTEJIbHUX
YCTAHOBOK, IIIO TIPAIIOIOTh Ha Ol0u3elni, 32 paXyHOK CKOPOYEHHS BUKHUIIB YaJHOTO Ta3zy,
TBEPIUX APIOHOAUCIIEPCHUX YACTHHOK Ta OKCHUJIIB a30TY;

— MOKpalIeHHs MKy KOMIaHii, sika BUpOOJs€ MaJWBHO-MACTUIIBHI MaTepuId 4H
BUKOPHCTOBYE y BIaCHOMY aBTONApPKy ajlbTepHAaTUBHE 010AM3eNbHE MaINBO.

3. Kananu 36ymy:

— MpsIMI IPO/IaXi Ta MapTHEPCTBO 3 TPAHCIIOPTHUMHM Ta JIOTICTUYHUMH KOMITaHISIMH, 3
KOMIIaHISIMU TI0 BUPOOHUIITBY NAJIMBHO-MACTHJIBHUX MaTepiaiB;

— NPUCYTHICT B [HTEpHETI Ta MpeAcTaBIeHICTh Ha MIaT(HOpMi eIeKTPOHHOT KOoMepIii
JUTSL IHTMBITyaJbHUX CIIO’KMBAYiB 32 YMOBH MapTHEPCTBA 3 BUIIIE3a3HAYCHUMH KOMITaH1IMU;

— y4acTh Y KOH(pepeH1ifx, BUCTaBKaX Ta 1HIIMX 3aX0/1aX, Yy TOMY YHCIi i HABYaJIbHOTO
CHpSIMyBaHHS, 3 BIJITHOBJIIOBAHOT €HEPTETHKH Ta CTAIIOTO PO3BUTKY.
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4. B3aemM0BIOHOCUHU 31 CROMCUBAYUAMU.

— KOHCYJIBTaTUBHUH MiJXiJ] 10 PO3YMIHHS KOHKPETHUX MOTPeO KITI€HTIB;

— peryispHe 1HGOPMYBaHHS MPO TEpPeBard €KOJOTIYHO YHCTOro O10MU3eIBHOTO
NaJnuBa;

— TeXHIYHa MIATPUMKA JJs 3a0e3M1eUeHHs BIIPOBAIXKEHHsI 3allpOIIOHOBAHOIO CIIOCO0Y
OTpUMaHHS O10AM3ENI0 B ICHYIOYI CHCTEMHM W TEXHOJIOTi4HI JiHii BHPOOHHIITB MAJHWBHO-
MacCTUJILHUX MaTepialiB.

5. llomoku Haoxo0scenuss 00x00i6:

— poJax Ol0AM3EIBHOTO IMajliBa: JOXIJ BiJ MPOJaxy BHUPOOJIEHOTO O101U3€eII0
TPAHCHOPTHUM KOMIIaHISIM Ta IHIIMM MOTEHIIHHAM KOPUCTYBayaMm;

— KOHCQJITUHT 1 JIILEH3yBaHHS TEXHOJOIIM — HaJaHHsS KOHCYJIbTALIHUX MOCIYr 3
BIIPOBA/KEHHSI TEXHOJIOTIT CTapTaIly Ta JIIEH3yBaHHS TEXHOJIOTTYHOTO PIllICHHS.

6. OcHosHi pecypcu.

— KOMaH/1a JIOCTIIHUKIB 1 PO3POOHMKIB Ui TOCTIMHOTO BIJOCKOHAJICHHS IPOLECY
OTPUMAHHS €KOJIOTTYHO-NIPUHHATHOIO 010AU3€IBHOIO MAJINBA;

— BUPOOHUYI IOTYXHOCTI JUIst OTPUMaHHS 010M3€ITI0 1 KOMITOHEHTIB KaTalli3aTopa;

— MIIHI MapTHEPChKI BIIHOCHHM 3 MOCTAYaJIbHUKAMH CHUPOBHUHHU, Y TOMY YHCII
MapTHEPCTBA 3 CUTLCHKOTOCIIONAPCHKUMHU 1 XapUOBHMH ITiIIPUEMCTBAMH HIOAO MMOCTAYaHHS
JIIiTOBMICHUX BiIXO/iB;

— KOMaH/1a MapKEeTUHTY Ta MPOJIAXIB I IPOCYBAHHS 1 PO3IIOBCIOKEHHS TPOAYKTY;

—3aXHMCT IHTENEKTyaJbHOI BJIACHOCTI Ha PO3pOOJEHHI KOMIIOHEHT KartamizaTopa i
yIIOCKOHAJIEHUH c110ci0 ojiepKaHHs Oionanusa.

7. OcHOB8HI HanpAMU OiAIbHOCMI!

— MPOBEJICHHS JIOCIIHKCHDb 1 pO3po0Ka KOMIIOHEHTA KaTraii3aTopa, BIOCKOHAJICHHS
IpoLecy o/iep KaHHs 010/1U3eI0;

— BUPOOHUIITBO 1 peajtizallisi OuIbII eKOJOTIYHO-TIPHIHATHOTO 010/IM3EIBHOTO TaiBa,
JIIEeH311 Ha IHHOBAIlIHHE TEXHOJIOTIYHE PIICHHS;

— BCTQHOBJICHHSI MMAapTHEPCHKUX BIAHOCHMH 3 TMOCTA4aJbHUKAMH CHUPOBUHH 1
HNOTEHLIMHUMU CIIOKHBAaYaMU;

— MapKETUHT Ta MPOJaxKi 3 METOO MIBUIIIEHHS 0013HaHOCTI Ta (P OPMYBaHHS TOTHTY.

8. Ocnoeni napmuepu:

— CUIbCBbKE TOCIIOIaPCTBO 1 XapuoBa MPOMMCIIOBICTh, IO MPOAYKYIOTh >KHPOBMICHI
BIJIXO/IM BUPOOHHMIITBA 337151 OTPUMAaHHS JEUIeBOi i €KOJIOTIYHO YHCTOI CUPOBUHM INPOLIECY
nepeectepudikaiii;

— HayKOBO-JIOCJIiIHI YCTaHOBHM Ta YHIBEPCUTETH, 3al[IKaBJIECHI y PO3BHUTKY 3€JIEHUX
TEXHOJIOT1H, Y TOMY YHCIIl 3aKOPAOHHI;

— TPAHCIIOPTHI Ta JIOTICTUYHI KOMIMAaHIi /s PO3MOBCIOKEHHS 1 BIPOBAJKEHHS
TEXHOJIOTIYHHX PIIIeHb CTapTaIly;

— IPUPOIOOXOPOHHI Ta PEryJIsATOpHI OpraHu s 3a0e3leueHHsl BiANOBIAHOCTI
CTaHJapTaM SIKOCTI;

— €HTY31aCTH BIJHOBJIIOBAHOT €HEPreTHKH Ta €KOCBIIOMI CIIOKMBayi, MPEJCTaBHUKH
Oi13HECY TOIIIO.

9. CtpykTypa BUTpaT:

— BUTPATHU Ha JIOCIIIKEHHSI Ta PO3pOOKY;

— BUTpaTH Ha BUPOOHMIITBO Ta peallizallilo MpoAyKLii cTapTay;

— BUTPATH Ha MApKETHHT i IPOCYBaHHS,

— 3apo0iTHa myaTa i OOHYCHI BUILJIATH JJIs1 KOMAH/M, CTPaxXyBaHHs TOIIO;

— BUTPATH Ha TOTPUMAHHS PETYISATOPHUX HOPM.
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[IpocyBaHHs cTapTaily Ha pUHOK BUMarae He TUIbKU YIOCKOHAJIEHHS MEHEKEePChKHUX
HiAXOMIB /0 YHpPaBIiHHA BHUPOOHMULTBOM, pAIliOHAIBHOTO BHKOPHCTAHHS MPHPOTHUX
pecypciB, a W OHOBJEHHS MAapKETUHIOBOI'O I1HCTPYMEHTApil0 TOIIO. 30KpeMa, Iepen
MEHE/DKEpaMH 1 MapKeTOJIoraMu — 4JIeHaMU KOMaHIu ctapramy Bioenergy-Startup — crosuio
3aBJaHHS CTBOPUTH CYTTEBI KOHKYPEHTHI €KOJIOTIYHO JPY)KHI IIE€peBar, SKi HE JIUIIe
Y3TOJDKYIOTBCS 3 KOHIICTIIIEI0 CTAJIOTO PO3BHUTKY 1 3€leHOI (LUPKYISIpHOT) eKOHOMIKH [56;
57], a i HaAarOTh 3MOTY 3a0IIAJUTH I[IHHI MPUPOJHI PECYPCH, CHPHUSIIOTH JeKapOOHi3allii
MIPOMUCIIOBOCTI ¥ TpaHCHOPTY, 3amo0iraloTh 3MiHAM KJIiMaTy Ha IUIAHETI TOIIO. BUKOHAHHS
JTAHOTO 3aBJaHHS MOTpeOyBasio pO3pOOKH aBTOpaMU MapKETHMHIOBOI cTpaTerii MpocyBaHHS
IHHOBAIIItHOT MPOAYKIIi cTapTramy 1 CTBOPEHHS CHEHU(IYHOTO aNropuTMy MPOCYBAHHS
IHHOBAIIHOT MPOAYKIIii cTapramy (puc. 5).

KnrodoBi etanu miiaHyBaHHS i peanizanii MapKeTHHTOBOI CTpaTerii MpocyBaHHS iHHOBaLiHHOT
MPOAYKIii cTapTan-npoekty Bioenergy-Startup

l |
I |
| ) . AN
| InanyBaHHs, BuszHaueHHS ITLOBUX . DopMyIIIOBaHHA KOMYHIKa- I
: MOCTAHOBKA IIijei i ayJIUTOpil (CErMEHTIB) Ta IMHUX [TOB1JIOMIIEHD :
I 3aBaadb 3a SMART- TNO3UIIOHYBaHHs GpeHTy |
: HPHHIUIIOM — 1T Ma€ (3a HasABHOCTI) ¢ :
| OyTH KOHKPETHOIO, _ AN
| BUMiPIOBAHOIO, Bubip peneBanTHOrO |
: JIOCSKHOTO, IHCTpYMEHTapit0 :
: PEaTiCTHYHOIO, J
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| / \ |
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| OuiHka eeKTHBHOCTI CrumymoBaHHs 30yTy, |
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| k InTepHeTi / :
I o I
- I
Pucynok 5 — ANroputM MapKeTHHTOBOTO IPOCYBAaHHS 1HHOBALIMHOI TNPOIYKIi

crapran-npoekty Bioenergy-Startup (/[orcepeno: aBTopcbka po3pooOka)

AJTOPUTM MAapKETHHTOBOTO TMPOCYBAaHHS 1HHOBAIIHHOI MPOAYKII MOKa3aHO Ha
MPUKJIAJl BIHOBIIOBAIBHUX O1OJIOTIYHMX BHUJIB TAJIMB — MPOIYKIlI MpoekTy Bioenergy-
Startup, sika € MEPCIEKTUBHOIO AJIsl 3eJIEHOTO MEePEXOAY — )KUBIIEHHS aBTO- 1 CIICLTPAHCIIOPTY,
KOTCJIBHUX YCTAaHOBOK TOIIO, IO MPAMIOIOTh HA JHU3CIBHOMY TalluBi, 3 ypaxyBaHHIM
MOTEHIIWHUX EKOJIOTIYHUX PU3MKIB BiJl BHUKOPUCTAHHS s LUX IUIed TpaauliifHOTO
BHKOITHOTO JIN3EJLHOTO MaJIHBa.

BucHOBKH 3 JaHOr0 [JOCJHII:KEHHS i NepPCHeKTHBH NOJAJILIINX PO3pPo0OK 3a
AaHuM HanpsiMoM. OTKe, He3BaXKAIOUYHM HA BUKJIMKH, CIPHYUHEHI HACITIIKAMH BOEHHUX JIiH,
BITYM3HSHI I1HHOBAIIHI MiJOpUEMCTBA 1 crapTrand B cdepl aabTepHATHBHOI 1 3€JIeHOi
SHEPreTHKN TIPOJOBXKYIOTh AaKTHBHO PO3BUBATHCI. BojHOYac, TMpoBeIEHE JOCIIIKCHHS
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3acBiUye, 110 1HHOBAIlIWHA MISUIBHICTh B YKpaiHi MoTpedye CyTTEBOi akTHBi3allii, 30Kpema,
3a paxyHOK 3aly4eHHs IHBECTHLIH 3 OOKYy BITUM3HSAHUX 1 3apyOKHHUX I1HBECTOpIB 1
crienianizopanux (oHiB. 30KpeMa, BHSIBJICHO, II0 HE TMOBHOI MipPOK BHUKOPHUCTOBYETHCS
HAYKOBUH, IHTEJIEKTYaIbHUH 1 IHHOBAIIMHUI MOTEHIIaIM KpaiHu, y TOMY YHCH1 i MOTEHIial
3aKJIa/1iB BUIIOT OCBITH 1 HAYKOBO-JOCIIITHUX YCTAHOB.

B ymoBax HaraiabpHOT HEOOXiTHOCTI MICJISIBOEHHOI BiAOYIOBH BITUM3HAHOI €HEPTETHUKU
Ha TPHHIOUNAX 3eJeHoi TpaHcopMmalii HaJ3BHYAHO BaKIMBHM BUSBISIETHCS PO3BHUTOK
cTapram-pyxy B Iiii cdepi uepe3 akTUBHE BIPOBAHKCHHsS MPUHIUIIB 1HHOBAIlIITHO-
OpPIEHTOBAHOI, 3€JICHOI €EKOHOMIKH. Y 3B’SI3KY 3 IIUM aBTOPaMHU JIOCHIIPKEHO O13HEC-TIPOLIECH Y
cdepi 3eleHUX CTapTalliB, OMHCAHO BJIACHUI MpoekT Bioenergy-Startup Ta oOrpyHTOBaHO
HWoro 0i3Hec-Moneis Canvas.

ABTOpPCBKUH CTApTAI-TIPOEKT MA€E MO3UTHBHHUN €KOJIOTO-EKOHOMIYHHUN e(eKT 1 Hajgae
3MOT'Y 3HQUHO CKOPOTUTH OOCSTHM BUKHJIIB IIKIJUIMBUX KOMIIOHEHTIB BIANpAlbOBaHUX Ta3iB
JBUTYHIB aBTOTPAHCIIOPTHUX 3ac00iB, CHELUTPAHCHOPTY TOIIO, a TaKOX KOTEIbHUX
YCTAHOBOK, III0 TPAIIOIOTh Ha JU3EIbHOMY MNauBi. [IpOEKT CHpHsE TaKOX O3CJICHCHHIO
€KOHOMIKM KpalHM 3a paxXyHOK 3MEHIICHHS TEXHOTCHHOIO HABaHTAaXCHHS  Ha
CLIBCHKOTOCTIOAPCHKI YTis MPU BUKOPUCTAHHI B SKOCTI CHPOBHHHU KMPOBMICHUX BIIXOMIB
BUPOOHUIITBA 1 CITOKMBAHHS.
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Innovativeness and Business Process Planning of Startups in the Context of Green Energy
Transition.

The aim of the artice. Taking into account the urgent need of rebuilding the national economy
and energy system after the war destruction on the principles of green energy transition, it is
extremely important to develop the startup movement in the field of alternative & renewable energy.
The active implementation of the principles of an innovation-oriented circular economy requires
significant and well-thought-out reforms in both economic relations and technology advancement. In
this context, it is important to actively implement the concept of sustainable development, ensure the
promotion of environmentally friendly goods and services on the market, and minimize the
consumption of traditional fossil fuels, as well as the use of agricultural land for growing fuel crops.
Thus, the purpose of the study is to analyze the innovativeness of business processes of national
startups in the field of green alternative energy and to substantiate the peculiarities of business
planning of environmentally friendly startup projects in the context of the green energy transition
(also associated with the concepts of the renewable energy transition and the green deal).

Analysis results. The paper explores business processes in the field of green startups,
describes in detail the author's Bioenergy-Startup project, and substantiates its Business Model
Canvas. The Bioenergy-Startup project has a positive environmental and economic effect and makes it
possible to significantly reduce toxicant emissions from vehicle engines and diesel-fueled boiler
plants. The project is also aimed at greening the country's economy by reducing the technogenic load
on agricultural land through the use of fat-containing production waste, promoting the rational use of
natural resources, and reducing greenhouse gas emissions, as well as the emissions of so-called black
carbon. Using the Bioenergy-Startup project as an example, the authors proposed a framework for
implementing a startup, starting from the creation of the Business Model Canvas and taking into
account the levels of technological innovation and risks. In creating this framework, the authors took
into account, in particular, the Customer Development and Lean Startup methodologies, the work of
domestic scientists, as well as their own experience in the field of innovative entrepreneurship. During
the implementation of the Bioenergy-Startup project, one of the main tasks from the marketing point of
view was to create and communicate to the target audience significant competitive environmentally
friendly advantages that are not only consistent with the concept of sustainable development and a
green (circular) economy but also provide an opportunity to save valuable natural resources, promote
the decarbonization of industry and transport, prevent climate change on the planet, etc.

Conclusions and directions for further research. To accomplish this task, the authors have
developed a marketing strategy for promoting the innovative products of the Bioenergy-Startup, as
well as a specific algorithm for promoting the startup's innovative products, a schematic
representation of which is given in the paper.

Keywords: startup, innovation, business model, circular economy, renewable energy transition
and the green deal
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EKOHOMIYHA OHIHKA IHTEJEKTYAJIbHUX ITPOAYKTIB HA
3ACAJAX MAPKETHHI'OBOI KOHHOEITHII )KUTTEBOI'O HUKJTY

Y cmammi posenanymo meopemuxo-memooudri NUMAaHHs BUSHAYEHH eKOHOMIYHO20 epexmy
8I0 Npoyecie CMBopenHs ma GUKOPUCManus 06 ekmis inmenexmyanvnoi enacnocmi. Cghopmosano ma
00IPYHMOBAHO 6UOU EKOHOMIYHUX eqeKmis, Wo MOJCYMb BUHUKAMU & Npoyeci NpoBedeHMHs
EeKOHOMIYHOI OYIHKU 00 €KmMi6 IHMeNeKmyanbHOi 61ACHOCMI, AKi MICHO KOPEeaiomsb 3 MOYHICIIO md
00 exmueHicmio 30ilCHI08aHOI oyiHKU. Bnepuie 3anpononosano memoouunuil nioxio 00 OyiHKuU
Pe3VIbMAMUEHOCMI THHOBAYIUHOL OISIbHOCMI NIONPUEMCING HA 3AcA0ax MApKemuHe080i KOHyenyii
HCUMMEBO2O YUKILE THMENEKMYANbH020 NPOOYKmMY. 3poOaeHO UCHOBOK NPO Me, WO 8eCh HCUMMESUL
YUK 00’ eKma IHMeneKmyaibHol 61ACHOCE 3 MOYKU 30pY OYIHKU epheKmUBHOCMI 11020 CIM8OPEHHS Md
CHOXICUBAHHSL (8 CKIAOI [HHOBAYIUHO20 MOsapy abo Npu 4acmKo8omy ab0 NOGHOMY GIOUYICEHI)
OJoyinvHo posdoumu Ha 9 cmadii. BusnayenHs egexmy HCUMMEBO2O YUKILY I[HMENEKMYalbHO20
NPOOYKMY 6 Haubiibul egheKmueHomy 6ucisidi peKOMeHOYEMbC pooumu 8 momy 6undaoxy, Koiu 8
IHHOBAYITIHOMY npoyeci 3a0isHe MIilbKU 00HEe NIONPUEMCMBO, SIKe € OOHOYACHO I PO3POOHUKOM i
cnooxcugayem iHmenekmyaibHo2o NPoOyKmy.

KittouoBi cnoBa: iHTeNEKTyallbHA BIACHICTh, YIIPABIiHHSA, €(EKT, KUTTEBUH UK, EKOHOMIYHA
OIliHKa, €()eKTUBHICTh, IPOMHUCIIOBI MiAMPUEMCTBA
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ITocTtanoBKka mnpoOjeMH B 3arajJbHOMY BHIVIAAI Ta il 3B'I30K 3 BaMKIUBHMH
HAYKOBHMH 200 NPAKTHYHUMH 3aBIaHHSAMH. B 1aHuit yac y BCiXx €KOHOMIYHO PO3BHHYTHX
KpaiHax CBITY KJIIOUOBY pOJib B €(EKTHMBHOMY PO3BUTKY HAllIOHAJILHOI €KOHOMIKH BiJirpae
IHTENEeKTyaIbHO-IHHOBAIlIfHA MIsUTbHICTh. Bimmaroun Halle)KHE Ba)KJIMBOCTI 1HTEIEKTYaJIbHO-
IHHOBAIlIMHUX TPOLECIB, YPAId PO3BUHYTHX KpaiH CTBOPWJIM HEOOXiJHI YMOBU s iX
HOIATPUMKH Ta €(QEKTUBHOTO pETyJIOBaHHS, $AKI TPEICTaBIC€HI y BUIVIAAlI HPUNHHATTS
BIJITIOBITHUX HOPMATHBHUX AaKTiB, CTBOPEHHS PUHKOBOi 1H(YPACTPYKTypu Ta AEp>KaBHOTO
CTUMYJIIOBaHHS 1HTEIEKTYalIbHO-1HHOBAIIITHOI JISUTBHOCTI.
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Sk mokasye cBitoBuii gocBim [1-17], omHMM i3 OCHOBHHX JDKEpEd HOBHUX
IHTEJIEKTYaIbHO-IHHOBAI[IMHUX ~TEXHOJIOT1M, 03 SKUX HEe MOXXe OOIMTHCh HI OJHa
IHHOBAIlIifHA €KOHOMIKa, € MiAMPHEMCTBA, MO 3IIHCHIOIOTH 1HTEIEKTYyaIbHO-IHHOBAIIHHY
TIsTIbHICT. [HHOBAIIHI MIANPUEMCTBA HE TUIBKK 3a0€3MEeUyIOTh PO3BUTOK HAYKOBO-
TEXHIYHOI cepu KpaiHu, HApsAY 3 HAYKOBO-IOCHIAHUMHU IHCTUTYTaMH, ajleé TaKOX MAarOThb
BEJIMYE3HE  3HA4YeHHS i1 COLIaJbHO-€KOHOMIYHOTO  po3BUTKYy.  IliampuemcTBa
IHTEJeKTyaJIbHO-IHHOBALIHHOI cdepr (OpPMYIOTh 310pOBY KOHKYPEHTHY CEpeny, CIpHUSIOTh
3alHATOCT1 HaceJeHHs, 32 paXyHOK MOJIaTKIB MOMOBHIOIOTH JEPKaBHUMN OIOKET, CTBOPIOIOTh
1 MITPUMYIOTH I1HTENEKTyalbHO-IHHOBAI[IHY AaKTHBHICTh Yy KpaiHi, a came TOJIOBHE
3a0e3nevyye eKOHOMIYHUHN PICT.

Buxonsun 3 mHMX MOCHIaHb, €KOHOMIYHA OI[IHKA pPe3yJbTaTiB IHTEICKTyalbHO-
IHHOBAIIMHOT iSUTBHOCTI TMPEJCTABISAETHCA HAWOUIBII Ba)KJIIMBHUM €JIEMEHTOM B CHCTEMIi
YIPaBIiHHS 1HTENEKTYaJIbHOIO BIIACHICTIO Ha TMPOMHCIOBUX MiJIPUEMCTBAX. YXBaJTIOIOYH
pillIEHHS 3 YOpaBJIiHHA HAyKOBMMH MPOEKTAMH, BaXJIMBO HE JIMILIE BMITH OI[IHIOBATH
pe3yJIbTaTH IHTENEKTYyaIbHO-IHHOBAIIMHOT JISUTBHOCTI SIK HEMaTepialbHOTO aKTUBY, a 1
BU3HAUaTH WOTO pHUHKOBY BapTiCTh, pPO3paXxOBYBaTH MOTEHIAIbHUN (MalOyTHiN)
E€KOHOMIYHMH e(eKT BiJ BHPOBALKCHHS pPE3YNbTaTiB  IHTEIEKTYaJIbHO-IHHOBALIHHOT
TUSUTBHOCTI Y IAJBHICTE €KOHOMIYHHMX CY0'eKTiB. ['OJJOBHMM MUTaHHSM, IO 3aCIyrOBYE Ha
0COOJIMBY yBary, € OOTpyHTYBaHHs [TOKa3HUKIB €(pEKTHBHOCTI Ta CIIOCOOIB 1X pO3paxyHKy [1-
3]. KpimM Toro, HeOOXiZHO BpaxyBaTH MOXIIHBICTb BKJIIOYECHHS MOKA3HHUKIB €()EKTHBHOCTI
Pe3YJIBTATIB IHTEICKTYaTbHO-IHHOBAIIHHOI JiSUTBHOCTI Y MOJICNIb iIHHOBAIIHOTO TOTEHITIATY
Ta MPOrpaMy MapKETHUHTOBOI [isSJIBHOCTI MPOMMCIOBOIO MIiANPUEMCTBA, a M ILHOTO
HEOOXiJTHO BHOpATH 3 iICHYIOUMX MOJIENIEH pO3paxyHKiB €KOHOMIYHOTO e(eKTy TaKy, sKa B
HaANOUIBIIIN Mipi IpUTaMaHHa AJI1 TPOMHUCIIOBOTO MANPUEMCTBA B Cy4aCHUX YMOBaX.

Icuytounmu B 1ei uvac metomamu [1, 3, 4, 5] MokHa Bu3HAYHUTH €PEKTHUBHICTDH
IHTENEeKTyalbHO-IHHOBAIlIMHUX MPOEKTIB, fKI B CBOid OCHOBI CHHMparOTbcs Ha 00’ €KTH
IHTEJIEKTYaIbHOI BJIACHOCTI, TIIBKU B Jy)K€ OOMEKECHOMY (JIOKaJTbHOMY) 3HAYCHHI Ha PiBHI
OLIIHKM T'POIIOBUX MOTOKIB, SIKI BKJIIOYAIOTh BUTPATU-10X0AU. Pa30M 3 THUM, MOXHa BIEBHEHO
CTBEPJIKYBATH, 1110 OCHOBHI €()eKTH B1Jl pO3pOOKH Ta BUKOPUCTAHHS TaKOTO POAY MPOEKTIB HE
BIJITBOPIOIOTh OYEBHJIHOTO JUISL JIOCTIAHMKA BAapTICHOTO HANOBHEHHS 1 YacTillle BChOTO
NPOSIBIISIFOTBCS 3T0JIOM, a HE Bi/pa3y Iicis CBOTO MPAaKTUYHOTO BIPOBa/DKeHHS. OTHAK, Ha
Hallly TyMKY, caM€ Takoro pony e(pekTu 1 poOisTh IHTEIEeKTyaJlbHO-IHHOBALIWHI MPOEKTH
BaXUIMBUMH T4 EKOHOMIYHO OOTPYHTOBAaHUMH.

AHaJNi3 OCTaHHIX AoCHiIKeHb 1 myOJikaniii, B SAKHX NOKJIAJCHUHA MMOYATOK
BHUPIillIeHHIO 1aHOI Mpo0JieMH i Ha fIKi ciupaeTbes aBTop. [IpobieMu eKOHOMIUHOT OLIIHKU
IHTENEeKTyalbHUX NPOAYKTIB OY/IM B IIEHTP1 HAYKOBUX JOCIIIKEHb 0araTboX BITUM3HSHHUX Ta
3apyOikHuX BueHuX. Cepen HUX ocoOmuBo ciif Biamitutu Sxosnea A.l [1], bop3enko B.1.
[2], byrnik-CiBepcekoro O.b. [3], BurBunbky O.[1. [4], Ko6eneBy T.O. [35, 8, 15], IlepepBy
ILT. [6, 12, 13], Imnsmenko C.M. [6], Bipuerko B.B. [7], TkauoBy H.II. [10], CtapocTiny
A.O. [11], Komicki O. [9, 14, 17]. Bka3ani qoCiiIHUKK 3pOoOMIM CIPOOH JOMOBHUTH Ta
YTOYHUTH OQIIiHI METOAMYHI pPEKOMEHJAIlll 00 €KOHOMIYHOI OI[IHKM CTBOpPEHHS Ta
CHOXHMBAHHS 1HTEJIEKTYaJIbHUX MPOAYKTIB, MPOTE B MpallsiX IUX aBTOPIB HE PO3TIISAAAETHCS
MOJKJIMBICTh 3aCTOCYBaHHS MPHUHIMIIIB Ta METOAIB KOMIUIEKCHOIO aHajli3y CTBOpPEHHS Ta
BUKOPHUCTAHHA OO'€KTIB I1HTENEKTYaJIbHOI BIACHOCTI, IO € CYTTEBUM HEJOTIKOM JaHHUX
METOJUYHHUX pOo3po0oK. bararo B uomy 1€ MoOB'sI3aHO 3 BIACYTHICTIO €IMHOTO YSIBJICHHS MPO
CYTHICTb, 3MICT, IPUHIIMIIA Ta METOJIU KOMIUIEKCHOTO €KOHOMIYHOTO aHami3y e(heKTHBHOCTI,
a TakoX 3 TUM, L0 BUKOPUCTaHHS O0'€KTIB IHTENEKTyaJlbHOI BJIACHOCTI B Hallild KpaiHi
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3QJTMIIAETHCS BITHOCHO HOBUM 00'€KTOM €KOHOMIYHOTO aHAIi3Yy.

JlocmiKeHHsST €KOHOMIYHOI JIiTepaTypd 3 OIIHKK €(QEeKTHBHOCTI JOCITIKeHb 1
pO3po0OK TMOKa3ayio, IO iCHyroua 0a3a CHUPAETHCS, MEpIl 3a Bce, Ha O0i0mioMeTpuyHi i
TeXHOMETpHYHI iHAeKkcHu [1, 2, 6, 11]. Ha Ham morusa, BKa3aHi MOKa3HUKH HE BPaXxOBYIOTh
HasBHI (hiHAHCOBI PeCypCH, X04a BOHU BaXKJIMBI B HAYKOBOMY BHPOOHUIITBI Ta JUIs 3alHATOTO
nepconany. EkoHomiuHa OIliHKa TOBUHHA BpaxOBYBaTH MalOyTHIO, II1€ HEBIAOMY aKTHUBHICTb
IHTENeKTyaJIbHUX MPOAYKTIB, Ky MOXKHA MOPIBHATH 3 3aHYPEHOIO YaCTHHOIO aiicOepra, Ky
11e He BUJHO, ajle BOHA Jly’Ke 1cTOTHA. BUMIproBaHHs Ta OLIHKA JEpXKABHUX JOCIIIHULBKUX
OpraHiB MOXYTh 0a3yBaTHCsi Ha X BHECKY Ta BHUXOJi, BPAXOBYIOUM TPH BHMIpPH: BapTiCTh,
KUIBKICTh Ta AKICTb. Lli TP acnekTH NOKa3yroTh pealbHy J10/laHy BapTiCTh, 3 BUKOPUCTAHHAM
SKOI JOCHITHUIBKHIA OpraH BHJIMBA€ HA KOPUCTYBAdiB IHTEIEKTYaJbHOTO MPOAYKTY,
3a0e31evyrour BUCOKUH piBEHb HOTO €(hEeKTHUBHOCTI.

IcHyrOUl HAYKOBI JIOCHIDKCHHS € OCHOBOIO I PO3YMIHHS CTPYKTYpH €(eKTy Bif
CHOXHMBAHHS 1HTEJIEKTYaJIbHOTO MOTEHLIaTy, HOro OCHOBHUX XapaKTePUCTUK Ta PO3PaxXyHKIiB
[1-2, 15-17]. Pa3om 3 TuM, CIIiJ 3ayBaKUTH, 1[0 METOJUYHI MOJOXKCHHS IO PO3paxyHKaMm
o010 piBHA €(PEKTUBHOCTI CHOXKUBAHHS 1HTEJIEKTYaJbHOTO TMPOAYKTY Ha CHOTOJIHI
po3po0biIeHi 11e B HeAocTaTHIHM Mipi. L{e B CBOXO uepry 3HaA4YHO YCKIIAIHIOE IPOIIEC YITPABIiHHS
mpolecaMy po3poOKHM Ta Komepiliaiizaimisi 00’€KTIB I1HTEICKTYyaJIbHOI BIJIACHOCTI, IO 1
BU3HAYa€ aKTYAIBHICTh Ta HEOOXIJHICTh MOAANBIINX YJOCKOHAJIEHb B JOCIIIKYBAaHOMY
HaIpsMi.

Bupinennsi HeBHUpilIeHMX paHille 4YacTHH 3arajJbHoOl Mpo0jeMH, KOTPHM
NMPUCBAYYETbCSA CTATTA. Teopis 1 mpakTUKa €KOHOMIYHOI e€()eKTUBHOCTI 1HTENEKTYalbHO-
IHHOBAIIHOI AisUTbHOCTI MOXe OyTH B JIOCTaTHIM Mipi YCHIIIHO BHKOPHCTaHAa B Pi3HUX
chepax BHUPOOHMUO-KOMEPIIHHOT AISIIBHOCTI MPOMUCIOBUX MiANMpueMcTB. Hampuknan, mms
BIJICTe)KYBaHHS Ta aHali3y MpoleciB (OpMyBaHHSA, EKOHOMIYHOI OIIHKH, 3MIHM Ta
yIpaBIIiHHA MiJIPUEMHUIBKOI a00 1IHHOBALIWHOIO NiSJIBHICTIO MPOMUCIOBUX MiJIPUEMCTB
[9, 10]. Caix TakoX BIAMITUTH HENOBHY HAayKOBY PO3pOOKY HU3KH 3ajady, sIKI JOCIIIKYIOTh
€KOHOMIYHI pe3yJbTaTH MPOILECIB CTBOPEHHS Ta CIIOXKMBAHHS 1HTEJNEKTYaJbHUX NPOJYKTIB,
TaKOXK 1€ HE TMOBHICTIO JOCHIPKEHI TEOPETHUKO-METOAOJNOrIUHI 3acafl IPOBEIECHHS
€KOHOMIYHOI OIIIHKM KOH IOHKTYPHMX CIIIBBIHOIIEHb TMO3ULIN PI3HUX IHTENEKTyaJIbHUX
IPOAYKTIB Ha TEXHOJOTIYHOMY pPHHKY, HE BHM3HAu€Ha MOro poyib 1 MiClle B KepyBaHHS
PUHKOBUMH 3BEpLICHHSMH, NPAKTUYHO HEMae B I1eil yac oprasizamiifHO-MeTOINYHOTO
3a0e3MeueHHs] PO3PaxyHKIB €KOHOMIYHOI e(EeKTHBHOCTI Ta iX BpaxyBaHHS B IIpoleci
KoMepIiaizaiii IHTeNeKTyalbHUX MPOIYKTIB.

AKTyalbHICTh MpOOJIEMH OLIHKKM €(EeKTUBHOCTI 1HTEIEKTYyaJbHO-1HHOBAILIHHOT
JIATBHOCTI, HEJAOCTAaTHE 1i TEOPETUKO-METOAMYHE OOIPYHTYBaHHS, TEOPETHYHA Ta
METO/IOJIOTIYHA BAXJIMBICTh BKa3aHUX 3a]ad, iX MPAKTUYHA Ta HAYKOBA 3HAYYIIICTH IS
e(eKTUBHOI ~ BUPOOHUYO-KOMEPIIIHHOT Ta  IHTENEKTYalbHO-IHHOBAIIHOI  JisSUTBHOCTI
MPOMUCIIOBUX MIANPUEMCTB Ta OpraHizamiil 3ymMoBuIM BHOIp HampsMy OCTIIKEHHS,
TEMAaTUKY CTaTTi, ii METy Ta OCHOBHI 3aBJIaHHS.

®opMy/IIOBaHHSI MeTH CcTaTTi (NMOCTAaHOBKAa 3aBJaHHA). Mero JaHOro
JOCIIJDKEHHST €  PO3KPUTTA  KJIIOYOBUX  METOJMYHUX  ACHEKTIB  KOMILJIEKCHOI'O
€KOHOMIYHOTO  aHaJi3y BUKOPUCTAHHS  OO0'€KTIB  IHTEJIEKTyaJlbHOI  BJIACHOCTI,
PaBOBJIACHUKAMU SIKUX € MPOMHCIIOBI MiJIPUEMCTBA, OCKIIBKM B YMOBAaxX 1HHOBalliIHHOI
€KOHOMIKHM 3pOCTa€ poJib HeMaTepiallbHUX aKTHUBIB MIANPUEMCTBA, OCHOBY SIKHX
CTAHOBJIATH 00'€KTH 1HTENEKTYaIbHOI BIACHOCTI.
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BukJ/ageHHs1 OCHOBHOro Martepiajy AOCJHiAKeHHSI 3 MOBHHM OOIPYHTYBAHHSIM
OTPUMAHMX HAYKOBHX pe3yabTariB. [Ipy npoBeneHH! IOCHIAKEHHS MU BHUKOPHUCTOBYEMO
pi3HI Ha3BM pe3yabTATIB IHTENEKTyaJdbHOI (IHHOBaWiiHOI) AisUTBHOCTI. B  HasgBHHX
JOCIIIJDKEHHAX 1€ OO0'€KT 1HTENEeKTyaJlbHOi BJIACHOCTI, OO'€KT aBTOPCHKOTO IIpaBa,
IHTENIeKTYaJIbHUH TPOJAYKT, HeMarepiadbHU akTUB Ta 1iH. Xoda IIi pe3yabTaTtd i
PO3PI3HAIOTECS 332 KOHTEKCTOM IX BUKOPUCTaHHS, SIKUH MOXe OyTH (piHaHCOBMM, IPAaBOBHUM,
HAayYKOBUM 4YM OOJIKOBHMM, aje JJsl JOCATHEHHS TOJOBHOI METH JOCIHIIPKEHHS — OIiHKa
e(eKTUBHOCTI X CTBOPEHHS Ta BUKOPUCTAHHS — 1€ HEMA€ MIPUHLUIIOBOIO 3HAUCHHSL.

Sx Oyno Hamu JOBEACHO B momepenHix pociimkeHHsx [1, 3, 7, 12] Bapricth
IHTENEKTYalbHOT0 aKTHBY IIJIPUEMCTBA IPUPIBHIOETHCS 10 YUCTOI TMCKOHTOBAHOT BapTOCTI
IPOIIOBHX IMOTOKIB, SIKi CTBOPEHI JaHHUM aKTHBOM a00 O JTMCKOHTOBAHOI BapTOCTI BUTpAT,
AKl MiJOPUEMCTBO 3MOIVIO YHUKHYTH BHACHIJIOK BOJIOJIHHA (BHUKOPUCTAHHS Yy BIACHIM
JiSUTBHOCTI, TIOBHOTO TIPOJIAXKY, JIIICH3yBaHHS) CBOIMH 1HTEIEKTYaAIbHUMH aKTHBAMH.

[IpoBeaeHe HaMU JOCIIKEHHS MOYKJIMBUX BapiaHTIB BBEJICHHS B TOCIIOAAPCHKUI 00IT
pO3po0ICHNX Ha MIANPHEMCTBI 00 €KTIB 1HTENEKTYAIbHOI BIACHOCTI CBITYMTH IPO TE, IO
BU3HAYEHHS TIJbKM 3HAYCHHS EKOHOMIYHOro e(eKTy JaJeKo He 3aBXKId BHM3Hayae ix
nepeBaru. Xoya MnpiopuTeT IbOro BUAY e(peKTy I MPOMUCIOBOTO IMiIPUEMCTBA € 3a3BUYal
HalOIbIMi. B sIKOCTI MOXKIHBOTO €EeKTy 1HTEIEKTYaIbHOI BIACHOCTI MOXYTh OyTH 1 1HII
BUAM e(eKTiB, AKi B MEHIIIH Mipi XBWIIOIOTH PO3POOHUKIB 00 €KTIB IHTENEKTyalbHOT
BJIACHOCTI B pa3i iX BUKOPUCTAHHS HA BIACHOMY ITiITPHUEMCTBI.

B Ta61.1 Mu npuBonMMO mepernik (Ha HaIly TyMKY, JaJIeKO HE TIOBHUI) e(eKTiB, sKi
MOKJIMBO OTPUMATH B PHUHKOBIM €KOHOMIIll MPU BUKOPHCTAHHI OO’€KTIB 1HTEIEKTyaabHOI
BJIaCHOCTI. BUKOpHCTaHHSA PO3TISIHYTHX Ta OOTPYHTOBAHUX HAIPSIMKIB OTPUMAaHHS MEBHOTO
3UCKY BiJl IHTEJNEKTYAIbHUX MPOAYKTIB, sIKI pO3pOOJICHO Ha MIANPUEMCTBI 200 MO SIKUM BOHO
€ TPaBOBJIACHUKOM MOXE TMPHU3BECTH JIO OTPUMAaHHS PI3HOTO poAy €deKTiB, IajJeKko He
3aBXK/IM OB’ sI3aHHX 3 MaTepiaJbHUMU BUrogamu (tadi. 1).

Haii6inpm BaknuBi CKJIa/l0BlI 1HTETPAIBHOIO E€KOHOMIYHOTO e(eKTy, fKI MOXKIHUBO
OTPUMATH BHACIIJOK IPABOBOJIO/IHHSA OO0 ’€KTOM 1HTENIEKTyalbHOI BJIACHOCTI (BJacHe
CIO’KMBaHHA a00 Npojaxk) MpeJCTaBIeHO HaMU Ha puc. 1.

Tabmuus 1 — Bunu edexriB BiJ BBEIEHHS B FOCIOIAPCHKUNA OOIT IHTENIEKTYaIbHOI BIACHOCTI
Ta IX XapaKTepUCTUKA

NeNe Bun moxnuBoro XapakTepucTrka eQexTy
/I edexty
1. | ExoHOMIYHUH VY BapTicHiil popMi BpaxoBye BCi pe3ybTaTH Ta BUTPATH,
3YMOBJICHI CTBOPSHHSIM Ta BUKOpUCTaHHsM B
2. | PunkoBuii BiarBoproe sikicHe MOKpallleHHs IHHOBAIIHHOT TPOAYKIIIi,
BHUI'OTOBJIEHOI 3 BUKOpUCTaHHsM IB
3. | HaykoBwii BpaxoBye po3mmpeHHs: TEOpeTHYHHUX 3HaHb, PO3BUTOK Pi3HUX cdep

HAYKOBOI JisUTbHOCTI

4. | HaykoBo-TexHiuHMI | XapaKTepU3yeThCsl HOBU3HOIO, KOPUCHICTIO, TPOCTOTOIO,
€CTETHUYHICTIO, KOMIIAKTHICTIO iIHHOBaliHHOI NpOyKIii

5. | Komepuiitauit BpaxoBye (hiHaHCOBI HACHIAKH U1 YYaCHUKIB TIPOLIECY
(dbinancoBuit) BHPOOHUIITBA Ta CIIOKMBAHHS 00’ ekTy IB
6. | PecypcHuii BusnavaeTbes o0csiraMu CHIOKMBaHHS Ta BUPOOHHLITBA Pi3HOTO
POty pecypciB Ha MiIPUEMCTBI
7. | Texuiunuii BinTBOprOE PO3BUTOK TEXHIKH 1 TEXHOJIOTI1
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8. | Couianbuuit BpaxoBye nmokpalieHHs! )KHUTTEBOTO PiBHS Ta COLiaJbHUX MEepeBar
TIPH CIIO’KHMBaHHI 1HTENEKTyaIbHOI BIACHOCTI

9. | Exonoriununit BpaxoBye nokpalieHHs €KOJIOTI9HUX MTOKa3HUKIB Ta HACTIAKIB
BUPOOHUYOT IiSUTBHOCTI mignpueMcTBa (IyMm, BiOpais, Boaa,
OCBITJICHICTb, TIOBITPA i Take iH.)

10. | IIpaBoBuit XapakTepu3ye BIAOBIAHICTE 00’ €KTIB iHTEJICKTYaIbHOT
BJIACHOCT] YNHHOMY 3aKOHOABCTBY (HAIlIOHAJILHOMY 1
MDKHApOJTHOMY)

11. | MapkeTHHTOBHI BinTBoproe cBo€4acHICTh po3poOKH 00’ €KTY IHTEICKTYaIbHOT
BJIACHOCTI 3 TOUYKH 30py HASBHOCTI MOMUTY HA BiJIOBITHI
IHHOBAIIIiHI PO3pOOKH

12. | PerionanbHuii XapakTepusye MOKpameHHs! GakTOpiB Ta MOKa3HHUKIB PerioHabHOT
E€KOHOMIKH

13. | [ndpopmariitanii 3abe3meuyeThCcsl CTBOPEHHSM HOBOI iH(pOpMAaIIii Mpo MeTOIN
3aJI0BOJICHHSI TOTPE0, PO3BUTKY TEXHIKH Ta €EKOHOMIKH

14. | TlogaTkoBMiA BinTBOproe pi3HOTO pOAYy MOAATKOBI Jep KaBHi MIbTU B chepi
IHHOBAIITHUX PO3POOOK MiAIPHUEMCTBA

15. | Cunepriunmii Komniexchui BIUMB 00’ €KTy 1HTEICKTYaJIbHOT BIACHOCTI Ha
Pi3HI CTOPOHU JiSUTBHOCTI MiJIPUEMCTBA Ta HOTO CTEHKXOJIEPIB

16. | EtHiuHO- O11iHIO€E BIUTUB IHTEJIEKTYaIbHUX MPOAYKTIB Ha CIIOCIO KUTTS

KyJIbTypPHUI HaCeJICHHS

17. | HeratuBHuit BinTBoproe MOXKIHBI HETaTHBHI HACHTIIKHA CIIOKUBAHHS 00’ €KTY
IHTEJICKTYaIbHOI BIIACHOCTI, SKi IPOSIBIIAIOTHCS B IEBHUX
CYTIEPEYHOCTSAX MK 013HECOM, IEP>KABOIO 1 TOBKLISAM

orcepeno: CkIaaeHo aBTOPOM Ha ocHOBI [1-3, 16, 17]

Po3pobneno MeToaMuyHi peKoMeHJalil MO OIHIOBAaHHIO CYKYITHOTO E€KOHOMIYHOTO
e(eKTy BiJl BUPOOHMIITBA Ta BUKOPUCTAHHS 00 €KTY 1HTENEKTyaJIbHOI BJIACHOCTI Ha OCHOBI
BUSIBJICHHS Ta PO3PaxyHKY PI3HHUX CKJIQJ0BUX CYKYMHOTO (IHTErpajJbHOI0) €KOHOMIYHOIO
e(eKTy Ha PI3HUX CTAISAX )KUTTEBOTO LIUKITY.

Bci Buam TpomoBuMX NOTOKIB, fAKI MOB’A3aHI SIK 3 BHUTpaTaMH Ha pO3pOOKYy Ta
crokuBaHHA 00’exTy IB, Tak 13 popmMyBaHHSAM CKJIAZJOBUX CYKYITHOTO €KOHOMIYHOTO €PEKTY
BKJIIOYAIOTHCS B PO3PAXYHKH 33 BECh JKUTTEBUU IUKI 00’ €KTY 1HTEJIEKTYalbHOI BJIACHOCTI 3
ypaxyBaHHSIM X JUCKOHTYBaHHS, TOOTO MPUBEACHHS Ha JaTy MPOBEICHHS po3paxyHKiB. [Ipu
I[bOMY TPONOHYETbCA B JKUTTEBOMY LHUKII IHTENEKTYalIbHOTO NPOAYKTY BHIUIUTH TpHU
BaXJIMBI JUIsl IPOBE/ICHHS €KOHOMIUHOT OL[IHKU MEP10/Iu:

a) TmepioJy MOTOYHOrO CTaHy IHTEJNEKTYaJbHOIO TMPOJAYKTY (MOMEHT IpOBEICHHS
po3paxyHKiB €()eKTUBHOCTI);

0) mepioJl MOTEHIIIHHO €PEeKTUBHOTO (TIPOTHO30BAHOT0) CIIOKMBAHHS 1HTEIEKTYaIbHOTO
NPOAYKTY, SIKHH BU3HAYAETbCSA TEPMIHOM il MATEHTHOI OXOPOHHM (BHHAXOJy, KOPHUCHOT
Mojiei);

B) Mepioj MOCTIPOTHO3HOTO CIIOKUBAHHS 1HTEJIEKTYaJlbHOTO MPOIYKTY (Mae Micue y
BUMNAJIKAX, KOJU I1HTENEKTYalIbHUH MNPOAYKT OyAe M€ NPUHOCHUTH TMiANPUEMCTBY MEBHI
NpuUOYTKH 3 ypaxXyBaHHSM TIIOJOBXKEHHS TEPMIHIB TPABOBOTO 3aXHCTy I1HTEICKTYyaIbHOL
BJIACHOCT!I).
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TUTATEXIB, SIKI MaJId MicIle 0 BUKOPHUCTaHHS Y

3MeHIeHHs cobiBapTOCTI MPOAYKITT 32 PaXyHOK
BUKOPHUCTAHHS iHTENEKTYyaJIbHOTO aKTUBY TIPH il
BUPOOHHUITBI 200 32 paxXyHOK BiICYTHOCTI JIIEH31HHUX

BUPOOHHIITBI JAHOTO 1HTENEKTYaTbHOTO aKTUBY

-

301IbIIIEHHS TPOIIOBHUX TTOTOKIB 3a
PaxyHOK MPOJaXy BUKITIOUHHX
(MaTeHTHUX) MpaB Ha IHTENEKTyaJIbH1
aKTHBIB Ta HaJIaHHS JIIIEH31H Ha 1X

BUKOPUCTAHH

-

.

30UIbIIIEHHS 00CATIB

PUHKOBOTO 30YyTY IPOIYKIIii
M IIPUEMCTBA-PO3POOHUKA
IHTENEKTYalIbHOTO aKTUBY

~

s = N

30ibLICHHS BaJIOBOI BapTOCTI
MPOAYKIii (TTOCITyT), IO
BUITYCKA€EThCS (HAIAIOTHCS)
i IPUEMCTBOM

%

3MeHIIeHHs 0a3u
OTIOJIATKYBaHHSI 110 MOJATKY
Ha MpUOYTOK 3a PaxyHOK
301TBIIEHHS PiBHS

aMOPTHU3AIliTHUX BipaxyBaHb

- AN

~

)

Pucynok 1 — Knacugikaiiist OCHOBHUX CKJIaJI0BUX €KOHOMIYHOTO €()eKTi BiJl CTBOPEHHS
Ta BUKOPUCTAHHS 1HTEIEKTyaJbHOI BIACHOCTI
Horcepeno: po3pobiIeHO aBTOpaMH

[TpoBeneHi NOCTIKEHHST TO3BOJSIOTH 3pOOUTH BUCHOBOK IPO T€, IO BECh YKUTTEBHMA
UK 00’€KTa IHTENEKTYyaJbHOi BIACHOCTI 3 TOYKH 30pYy OLIHKM e(eKTUBHOCTI Horo
CTBOPEHHSI Ta CHOXXMBaHHS (B CKJIaJl 1HHOBAIIIHHOTO TOBapy ab0 TPH YacTKOBOMY a0o
HIOBHOMY BiZ4y)K€Hi) TOLIIbHO po30uTH Ha 9 craii (Tadm. 2).

Tabmuus 2 — Crafii )KUTTEBOrO LUKITY IHTEIEKTYAIBHOTO MPOAYKTY 3 TOUKHU 30py OLIIHKH
€(EeKTUBHOCTI Or0 CTBOPEHHS Ta CIIO>KUBAHHSI

NeNe | Hasga cranii | XapakTepucTHKa | Bug edexry
Cmaoii cmsopenus 00 ’ckmy IB

1 dopmyBaHHs 111el BuTpaTy Ha MOITYKOBI JIOCIKEHHS Tinbku BUTpaTH

2 HAJKP, dopmyna Butpaty Ha pyHIameHTaNbHI Tinbku BUTpaTH
BUHAXOY JIOCHIJDKEHHS

3 [IpaBoBa oxopoHa, MoLTyK BuTpaTtu Ha maTeHTyBaHHS, IPUKIIAIH] Tineku BUTpaTH
cthep CrIoKMBaHHS JTOCITIJPKEHHS

4 OcBo€HHS BUPOOHHIITBA BuTpaTy Ha MiroToBKY cepiiiHOro Tineku BUTpaTH
iHHOBaLii (IPOIYKT, BUPOOHUIITBA

TEXHOJIOTs1, OCIyTa)
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ITponosxenus tabdi. 2

Cmaoii camocmitino2o nOMeHYiiHo ehekmusHO20 CRONCUBAHHSL 00 €Kmy THIMEAeKMYANbHOL

B11ACHOCMI 6 CKAAOL IHHOBAYIL

5 Buxinx Ha puHOK Ta HOTO PunkoBi BuTpaTH, eQeKTH BiI IEpITHX EdexT neppicaux
OCBO€EHHS mapTii mpogax PHHKOBHX IPOJaXK

6 Hacuuenns punky PunkoBi BuTpaTH, eeKTH Bl BEIUKUX EdexT ocHoBHEX
napTiil mpogax PUHKOBUX MPOJAAXK
7 3MEHIIICHHS TIPOAaK PunkoBi BuTpaTH, eexTH Big EdexT 3menmenunx
3MEHIICHUX MapTiil mpoaax PHHKOBHX IPOJaXK

8 Buxin 3 puHKy PunkoBi BuTpaTH, eexTu Bix EdexT 3akmounnx
3aKJIIOYHUX MapTii mpoaax PUHKOBUX MPOJAAXK

Cmaoii cymicno2o nomeHyiliHO eqheKmUBHO20 CRONCUBAHHSL 00 €KY THMENEeKMYANbHOI 6IACHOCMI 6

CcKaoi inHosayiil

5 Buxin Ha prHOK Ta Horo PunKoBi BuTpaTH, eeKTH Bi MEpIInX EdexT nepBicHux
OCBOEHHS MapTii TPOIAK MIPOJIAXK, POSUITI
6 Hacuvenns pusKy PunkoBi BUTpaTH, epeKTH BiJ BENUKIX Edext ocHOBHIX
napTiil mpogax POJIaX, POSUITI
7 3MeHILeHHS MPOoIax PunkoBi BuTpaTH, eQexTu Bix EdexT 3mMeHmennx
3MEHIIIEHUX NapTii mpoax MIPOJIAXK, POSUITI
8 Buxin 3 punky PunkoBi BuTparu, edexru Bif Edexr 3akmounnx

3aKIIIOYHUX MapTiil mpoaax POJIaXK, POSUITI

Cmaoii eghekmuenoco cnodicudants 0o ’ekmy iHMeaeKmyaibHoi 61ACHOCMI 6 CKadi iHHO8ayii npu
11020 8IOUYHCeH]

4-8 | Cranii epeKTUBHOTO CIOKMBAHHS 00’ €KTY 1HTEICKTYaJIbHOI BJACHOCTI B CKJIa/Ii iHHOBAIiMHOT

MIPOJYKIIii HOBOTO MTPaBOBJIACHHKA (IO aHAJIOTIi 3 BIACHUM CIIOKHBAHHSIM PO3POOHUKA)

Cmadii nocmnpocHo3H020 CRONCUBAHHSL 00 '€KMY THMENEKMYANbHOI 61ACHOCTI

9 MopnepHi3ariis iHHOBaIli1, HOBi cdepu i1 BUKOPUCTaHHS, HOBI pUHKOBI | EdekT noctrnporao3Horo
CEeTMEHTH CITO’KUBaUiB CTIOKHBaHHS
IHTENEeKTyanbHOT
BJIACHOCTI

Lorcepeno: po3po0iieHO aBTOpaMH

Tabn. 2 ckiageHo 3riJHO BHU3HAYEHUX paHillle OCHOBHHUX CIIOCOOIB OTpPUMaHHS
H1AIPUEMCTBOM-TIPABOBIIACHUKOM NpHOYTKY (e(deKTy) BiAg IHTENeKTyallbHOI BJIACHOCTI.
KutreBuit MKy e(pEeKTUBHOCTI 00’€KTy IHTENEKTyalbHOi BIACHOCTI B MEBHIM Mipi Oyzae
PI3HUM B 3aJIe)KHOCTI Bl TOTO, YA PO3pOOHUK IUIAHYE TUIBKMU BJIACHE MOT0O CMOXUBAHHS, YU
CYMICHO 3 IHIIMMHU CIIO’)KMBAa4aMH, YW 30BCIM HE IJIAHY€ CIOXXHMBATU LEH 1HTEeNeKTyalbHUN
HIPOJYKT B CBOEMY BUPOOHUIITBI.

EdexT xuTTEBOrOo MKy 00’€KTY IHTENEKTYalbHOI BIACHOCTI — EleyB TPONOHYETHCS
OIIIHIOBATH 3 ypaxyBaHHSAM Tiepiony (HOpMyBaHHS KHTTEBOTO IUKITY, CTPYKTYpH BHUTpaT,
npuOyTKY Ta IHIIUX MaTepiaibHUX BUT1J pO3pOOHUKA:

Eseyis = f(T, B, 1I), 1)

ne: T — 4YacoBa XapaKTEpUCTHKA >KUTTEBOTO LUKIY; B — BUTpaTH, MOB’s3aHi 3

CTBOPEHHSIM Ta CHOXHUBaHHAM 00’ekTy IB; [/ — mpuOyTku Ta iHIII MarepiajibHi BHUTOJU
PO3pOOHHKA.
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3Ha4yeHHs MMOKa3HUKIB B Ta [/ B KOXHUH mepiog yacy 7 MaroTh pi3HE 3HAYCHHS, L0
HaJa€ MiACTaBU BBa)KaTH HAasBHICTHh meBHOI GyHKIII BuTpatr B = f(T) ta noxoxnis I1 = f(T).
Bkazani ¢yHKIil BU3HaueHI Ha BiANOBIAHUX YaCOBUX BiJpi3KaX >KUTTEBOTO LIUKIY €PEKTY
IHTEIIEKTYaIbHOTO MPOAYKTY, € BOHH MalOTh Miciie (puc. 2).

[arerpanbuuii epekT KUTTEBOrO IMKIY IHTEIEKTYaJbHOTO MPOJIYKTY MPOIOHYETHCS
BU3HAUATH 3 YPaxXyBaHHSIM BCIX BUJIB BUTpAT HiANPUEMCTBA By Ha KOXKHIN CTafll KUTTEBOTO
UKITY €(eKTy IHTeNEeKTyaJbHOrO MPOAYKTY (IO BiJHOLICHHIO J0 3HAYEHHS IHTETPabHOTO
edexTy 1e OyayTh BiJ’€MHI 3HAYCHHS) Ta BCIX BUIIB JOXOMAIB (MpUOYTKY, MayIIaJIbHOTO
TUTATEXKY, POSIITI, KOMIIEHCAI[IHHUX BHILIAT, JOTAIlii Ta iH.) — [15.

Bimsnauumo, mo ¢yskiis sutpatr B = f(T) 1 dynkuis goxoxiB I/ = f(T) Ha KOXHIi
CTaJii )KUTTEBOTO IIUKITY MOXKYTh OYTH PI3HUMH, 110 Nepeadayae NoeTamHui iX po3paxyHoK.

A

Hoxomu Bix 00’ekty IB, rpH

I1=f(1)
T T T33 T4 Ts Ts Tz Ts Ty
=I E E =I Yac, T

B=AD

v Bwurpatu Ha o6’ext IB, rpH

PucyHok 2 — Mozenb JKUTTEBOTO LUKITY €EeKTY IHTeNEKTyalbHOTO MPOIYKTY
Lowcepeno: noOy10BaHO aBTOpaMH

[Ipy upoMy 3aranpHuil OOCAT BUTpPAT MIAIPUEMCTBA-PO3POOHUKA IHTEIEKTYaJbHOTO
NPOAYKTY By MPONOHYEMO BU3HAYaTH 3 BUKOPUCTAHHSAM HACTYIHOI 3aJIeKHOCTI (2):

T1 Tz T3 T4- TS
BZ = J B(To_l)dT + J B(To_l)dT + J B(To_l)dT + f B(To_l)dT + j B(To_l)dT
0 T1 T, T3 4
Te Tz Tg
+ f B(T,_,)dT + f B(T,_,)dT + f B(T,_,)dT
Ts Te 7
Ty

+ j B(Ty_,)dT. 2)

8
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[Ticns pesxkux nepeTBopens Gpopmyna (2) HabyBae OUIbII KOMIIAKTHOTO BUTJISY:

T=9 T
By = Z f B(T)dT (3)

T=1T-1

3aranpHuid 00CAT TOXOIIB MiAMPUEMCTBA-PO3POOHUKA IHTEIEKTYAIBHOTO MPOAYKTY BiJ
fioro croxxuBaHHs (KoMmepuiamizamii) /Iy ~ TPONOHYEMO BH3HAYaTH 3 BHUKOPHCTAHHIM
HACTYITHOI 3aJIeXHOCTI (hopmyia 4):

T5 T6 T7 Tg
My = fl'l(T4_5)dT + f B(T,_,)dT + fB(TO_l)dT + f B(T,_y)dT
Ty Ts T T;
To
+ J-B(To_l)dT (4-)

8

[Ticiis MeBHUX TEPETBOPEHb MOJIENb BU3HAUCHHS 3arajbHOro oocsary noxomiB I1y
OB’ SI3aHUX 3 BUKOPUCTAHHSIM JAHOTO 1HTEIEKTYyallbHOTO MPOAYKTY, Oyae MaTh HACTYIHUN
Bursn (popmyna 5):

T=9 T
My = TZ;TLH(T)dT %)

3 BHUKOPHUCTaHHSIM MOJeNel 3araibHOro ob0csry ButpaT (3) Ta 3arambHOro obcAry
noxomiB (5) 3a Bech JKUTTEBHM IIMKI, €QEeKT BiJ BHUPOOHHIITBA Ta CIIOKWBAHHSI
IHTENEeKTYaIbHOTO TPOIYKTY BUSHAUMO HACTYITHUM YHHOM:

T=9 T T=9 T
Eyeyp = IIs - By = My = Z JH(T)dT— By = Z JB(T)dT. (6)

T=4T-1 T=1T-1

PospaxyHok 3HaueHHS FE,cp Ja€ MOXIUBICTh JUIsl 3arajJbHOTO BUCHOBKY IIOJIO
€KOHOMIYHUX MEPCIEKTUB JaHOTO 1HTEIEKTYaJIbHOIO MPOAYKTY, SIKHH Ma€ JaHUM >KUTTEBUH
ki edexrty. Pe3ymbrate po3paxyHKiB MOXYTh OJHO3HAYHO BHU3HAYUTH €(PEKTHUBHICTH,
HEUTpaNbHICTh 4YM 30UTKOBICTH I1HTENEKTYAIbHOTO MPOAYKTY, OTPUMAHOTO B pe3yJbTarTi
MIPOBEJICHH] 1HTENIEKTyaJbHO-IHHOBALIIMHOT AiSUIBHOCTI MPOMUCIIOBOTO MiMPHEMCTBA. binbin
HarJISIIHO BKa3aHi MOCTYyJaTH MPeCTaBIeHl HaMH B Tab. 3.

[IporioHOBaHO MOJENIb EKOHOMIYHOTO OLIHIOBaHHS 1HTEJIEKTYaJbHOTO MPOJIYKTY
JI03BOJISIE:

a) OUIbII TOYHO BpPaxOBYBaTH BCl MOTOYHI (IMHAMIYHI Ta CTATHUCTUYH1) BUTpATH Ta
JIOXOJIH, SIK1 TIOB’s13aH1 3 PO3POOKOIO Ta CIIOKUBAHHIM IHTEJIEKTYaIbHOTO IPOJIYKTY;
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0) BpaxoBye SK B)K€ 3/IMCHEHI BUTPATH Ta OTPUMAaHI JOXOAM, a TaKOX BKIIOYAE
MIPOTHO3 MAMOYTHIX BUTPAT Ta JOXOMIIB SK B paMKaxX MaTeHTHOTO (HOPMATHUBHOIO) TEPMIHY
CIy’kOHM, Tak 1 3a Horo Mexxamu (IOCTHPOTHO3HHMH TEpPMiH €(PEKTHMBHOTO BUKOPUCTAHHS
IHTEJIEKTYaIbHOTO TIPOJYKTY);

B) UITKO Ta OJHO3HAYHO BHU3HAYATH 3aKJIIOYHY XapaKTEPUCTHKY e(eKTHBHOCTI
IHTEJIEKTYaIbHOTO MPOAYKTY (MIPUOYTKOBHH, 0€330UTKOBH, 30UTKOBUIA);

I) TPOBOJUTH KOPEKTHE  TOPIBHSIHHSA JACKUIBKOX IHTENEKTyalbHO-1HHOBAIIHUX

MPOCKTIB 10 KPHUTEPII0 TIOKa3HUKa €(PEKTUBHOCTI IKUTTEBOTO IMKIY iX OO0 €KTY
(IHTETEKTYyaJLHOTO MPOIYKTY).

Tabmuns 3 — CreHapii eKOHOMIYHOT iHTepIpeTallii )KUTTEBOTO UKITY €(heKTUBHOCTI
IHTEJICKTYAIBHOTO IPOAYKTY

3HaueHHs Bun rpagigsoro BiATBOpEHHS €KOHOMIYHOTO ITUKITY Exonomiuna
Eeuis e()eKTUBHOCTI IHTEpIIpETAIis
HKIIIO A Jloxomn Bix 06’exty IB, rpH
3HAYCHHS n=1m InTenekTyaapbHUN
Eseyis >0, IPOIYKT €
TOOTO MpUOYTKOBUM
IIs > By Ty T, Ty Tu Ts Ts T; Ty Ts
: : : :
i Yac
i
\ 4
Butparn Ha 06’exT IB, rpH B=AT)
A Jloxomu Bix 06 exry IB, rpu
Ao 1=/ .
3HAaYEeHHS IHTenexTyansHMIA
Eyeyiz =0, IPOJIYKT €
TOOTO L T, T T T, T Ty Te 0€330MTKOBUM
IIy = By — T T 1
P e
v
Burtpatu Ha 06 ekt IB, rpH B=AfT)
A Jloxomu Bin 06’ekry IB, rpu
ko
3HAYCHHS =1T) IHTenexTyansHuit
1
Eyeyiz <0, N ! ] ) HPOIYKT €
TOOTO T, T T, T, Ty T s T To 30UTKOBHM
IIy < By — T ! i :
\ \ i \ I ! H Yac,
L ; ! j
V¥  Burparu Ha 06’exr IB, rpn B=fT)

Hoicepeno. aBTOpcbKa po3poOka

3ayBa)kuMoO, L0 MPOMOHOBAaHMM MiJAXiJ HAa OCHOBI MOJeNi €()EeKTUBHOCTI KHUTTEBOTO
[UKITY THTEIEKTYaIbHOTO MPOIYKTY MOKE HAJaTH MPUHHATHI Pe3yNbTaTH y BUIAIKY, KOIHU
IPOMHUCIIOBE MIMPUEMCTBO YM HAyKOBA OpraHi3allisi peaiidye BCl CTail KUTTEBOTO LIUKITY
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IHTEJIEKTYaJIbHOTO MPOIYKTY BIIACHUMHU cHiiaMu. ToOTO, HE3aIeXKHO Hi BiJ KOTO TeHepye HOB1
i1ei, 3aiiicHioe Bci podotu B chepi HIJIKP, camocTiitHO mpoBOIUTH MiATOTOBKY Ta OCBOEHHS
BUPOOHHUIITBA iHHOBAIIHOTO MPOAYKIIil HA OCHOBI pPO3pOOJIECHOr0 00’€KTY 1HTENEKTYaIbHOT
BJIACHOCTI, JOCIIKYE 1 MMPOTHO3YE TEXHOJOTTYHUM PUHOK, TPOBOJUTH POOOTY IO OXOPOHI Ta
3aXUCTy CBOi BHKJIIOUHHMX IpaB. SIKIIO K cXeMa TPOLIOBUX MOTOKIB (BUTpaT Ta MpHOYTKIB)
OyIyeThCS O JIEKUIBKOX MIAMPUEMCTBAX (OpraHi3allisx) To 3a3BUYail OTPUMYIOTHCS B TIEBHIM
Mipi poO3pi3HEHI MJaHi, fKI JyK€ CKJIaJHO KOHCOJiIyBaTH, TaKk SK EKOHOMIYHI Biiiin
TOJIOBHOTO IIAMPHUEMCTBA-PO3POOHUKA B TIIOBHIM Mipi BOJIOJIE TIUIBKH JT@HUMH, SIKi
CTOCYIOTBHCS HOTO MiITPUEMCTBA.

Tomy MoOxkeMO 3pOOMTH MPHUKIHIEBUNA BHCHOBOK PO Te€, LI0 BHU3HAUEHHS €QEKTy
KUTTEBOTO IUKITY IHTEIEKTYaJbHOTO MPOIYKTY B HAaHOUIBII €(EeKTHBHOMY BHUTJISAI MOXHA
3poOUTH B TOMY BHUMNAAKY, KOJIM B IHHOBAIIHHOMY TpoOIeci 3ajisHe TUIbKH OJHE
HiAPHEMCTBO.

BucHOBKH 3 1aHOT0 JOCJII:KEHHS | MEPCHIEeKTUBH MOAAJIBIIAX PO3POOOK 32 JaHUM
HANPSAMOM. Y CTaTTi po3poOJIEHO TEOPETHKO-METOJNYHE y3arajJbHEHHS Ta 3alpOIIOHOBAHO
ABTOPCHKE BUPIIIEHHS HAYKOBOi 3agadi IMIOAO YAOCKOHAJICHHS METOJUYHOIO Ta
OpraHi3alifHOro iIHCTPYMEHTAPII0 OIIHIOBAaHHS €(PEKTUBHOCTI IHTEICKTYaTbHO-1HHOBAIIIHOT
TiSUTBHOCTI TIPOMUCIIOBUX MIANPUEMCTB. Pe3ynbpTatu OaHOTO MOCHIPKEHHS JO3BOJISIOTH
aBTOopaM chOpPMYIIIOBATH HACTYITHI MPUKIHIIEBI y3araJlbHEHHS Ta BUCHOBKH.

VY pe3ynbTari MpOBEACHHS KOMIIAPATUBHOTO aHali3y METOJIB OI[IHKUA e(EeKTUBHOCTI
IHTENEKTyaIbHO-IHHOBAIIMHOT ~ JiSUTbHOCTI aBTOpaMU BHJUICHO pAaIlilOHATBHUN  CKIIAJ
MOXXJIMBUX KPHUTEpIiB Ta MOKA3HUKIB /IS IPOBEICHHI BIJAMOBIMHOI OIIIHKW, BUKOPHUCTaHHS
SKUX B TPAKTHII IiSUTBHOCTI TMPOMHUCIOBUX IMIJIPUEMCTB JIO3BOJISIE BUSIBIATH HAsBHICTDH
BaYUIMBUX HETraTHBIB, Cepell SAKUX CIiJ BUAUTUTH BY3bKY IUIBOBY OPIEHTAIII0 OTPUMAHOi
OLIIHKM e(eKTy,  MPAaKTHUYHY OJHAKOBICTh METOJUYHUX IOJIO)KEHb I10 OILIIHIOBAaHHIO
e(eKTUBHOCTI 1HTENEKTyalbHO 1HHOBALIMHOT MISUTBHOCTI Ta 1HBECTHUIiMHOI, nmedimut
HOPMAaTUBHUX XapaKTEPUCTUK IOKA3HUKIB €(QEKTUBHOCTI, 110 OPIEHTYE MIOCIIIHMKIB Ha
pO3pOOKYy HOBHUX HAyKOBO OOIPYHTOBAaHMX MiJXOJiB JIO OI[IHIOBaHHA €(EeKTUBHOCTI
IHTEJNEeKTyalbHO-1HHOBAIIIHOI A1SUIBHOCTI HA MPOMUCIOBUX MIANPUEMCTBAX.

Ha ocHOBI mocnipkeHHs Ta y3arajbHEHHs HasBHUX Ha IIeW 4ac METOAMYHUX TMiIXOMdIB
JI0 BHU3HAUEHHS E€QEKTUBHOCTI PO3POOKM Ta CHOKUBAHHS IHTEJIEKTYJIbHUX IPOAYKTIB,
BPAaxOBYIOUM Taly3eBl Ta KOPHOPATHBHI OCOOJIMBOCTI iHTENEKTyalbHO-IHHOBALIHHOI
TISJIBHOCTI  MPOMUCIIOBUX — MIANPHUEMCTB  JIOBEJEHO  HEOOXIMHICTh Ta  Ba)JIMBICTh
BUKOPUCTaHHS I1HTErPAJbHOTO MIiAXOMY JO OILIHIOBaHHA €(QEeKTHBHOCTI I1HTEIEKTYyalbHO-
IHHOBAIIHOI ISUTBHOCTI MMPOMUCIIOBUX MIANPUEMCTB. Takuii MiaxiJ € CHHTE30M IIJTbOBOTO,
pe3yAbTaTUBHOTO Ta BUTPATHOT'O MiXO/IB, SIKI BAKOPHUCTOBYIOTHCS B 1€papXidHOMY 3B SI3KY 1
3a0e3MeuyroTh, 10 TepIie, OI[HKY CTYIEHS OCATHEHHS pe3yJabTaTy IHTENeKTyalbHO-
IHHOBAI[IITHOT AisSUTBHOCTI MiANPUEMCTBA (B MOPIBHSAHHI 3 MAKCUMAILHUM PIBHEM), TIO-ApPYyTE,
JIOCSATHEHHS ITOCTABJICHOI METH IIOJO0 JOIUIBHOCTI BUTPAT IMIANMPHEMCTBA B CTATHYHOMY Ta
JUHAMIYHOMY BHUMipi. BUKOPHCTaHHS IOTO MiAXOAY TO3BOJIIE YTOYHHUTU 3MICT TMOHSITTS
«e(eKTUBHICTh 1HTEJIEKTYaJIbHO-IHHOBAIIMHOI TISTTLHOCTI MMPOMHUCIIOBOTO IMIAMPUEMCTBA» K
MaKCHMaJdbHO MOXIWBOI 3a HAasBHUX YyMOB CTaHy BHYTPIIIHROTO Ta 30BHIIIHHOTO
cepelioBUINa MiANpUEMCTBA. BKa3aHI TONOXEHHS CKIAJal0Th TEOPETHYHY OCHOBY IS
METOJUYHOTO 3a0e3MeYeHHs] TPOIECiB  OIIHIOBaHHS e()EeKTHBHOCTI IHTEIEKTYyalbHO-
IHHOBAIIIHOT ISITBHOCTI TPOMHCIIOBUX T ITPHEMCTB.
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Ha ocHOBI MapKeTHMHroBOi KOHLEMNIi JKUTTEBOTO IMKIY IHTEJIEKTyalbHO-
IHHOBAIIMHOTO TPOAYKTY, PO3pPOOJIEHO TEOPETHKO-METOIWYHUN MiAXiJ IIOJO0 OI[iHIOBaHHS
e(EeKTUBHOCTI 1HTENEKTYalbHO-IHHOBAIIMHOT MisTTBHOCTI MPOMHUCIOBHX MiANPHEMCTB, Yy
paMKax SKOTO 3alpOollOHOBAaHO IHTErpaJIbHy CHCTEMY OI[IHIOBaHHS  €KOHOMIYHOI
e()eKTUBHOCTI 1HTEIEKTyaIbHO-IHHOBAIIMHOI MisUTbHOCTI MPOMHCIOBUX MiANpueMcTB. JlaHa
cucteMa 0a3yeTbCs Ha TMPUHIMINAX THYYKOCTI, aJalTHUBHOCTI, (OpMalli30BaHOCTI 1
NpeICTaBIsiE CcOOO0I0 CYKymHY 0a3y YOTHPhOX YACTKOBHUX CHCTEM TIOKa3HUKIB 3a
BIJIMOBITHUMH KPUTEPISIMU HAYKOBO-TEXHOJIOTTIYHOT, EKOHOMIYHO1, €KOJIOTIYHOI Ta COIaJIbHOI
e(eKTUBHOCTI B paMKaX OKPEMHX I[IIbOBUX HAMPSIMIB OL[IHIOBAHHS.

[IpoBeneHe MOCHIIPKEHHS J03BOJIIE 3 HOBHX TIO3WIIIA OLIHUTH METOJOJIOTIYHY Ta
HAYKOBO-TEOPETUYHY CYTHICTh €KOHOMIYHOi OLIIHKMA OO’€KTIB iHTENEKTyalbHOI BIACHOCTI.
HEOOX1THOI0 YMOBOKO e(eKTHBHOI KoMepIiani3allii, TOOTO iX BBEJCHHS B IMPOIEC PUHKOBOT
KoMepuianizamii (KyIio-npojax) abo BUKOPUCTAHHA Yy BJIACHIA BHPOOHMYO-TOCTIOAAPCHKOI
JISUTBHOCTI 3 METOO IMiIBHIEHHAM ii edekTuBHOCTI. CIifl 3a3HAYUTH, IO MUTAHHS OIIHKU
e(eKTUBHOCTI 00’ €KTIB IHTEJIIEKTYaIbHOI BIIACHOCTI Ta X KOMepiiaizamii JOCUTh CKIaAH1 Ta
BUMAramTh MONAIBIIAX JOCTIDKEHb s (OpPMYBaHHS iX HAIiiHOI METOJOJIOTIYHOI Ta
METOAMYHOI 0a3u. bijmplIicTh HaJaHUX B CTATTI MPOMO3UIIA € HEOPAUHAPHUMH,
MPOTIOHYIOTHCS BIEPIIC 1 BUMAararoTh IMOJAJIBIIOTO OMPAIIOBAHHS, YTOYHEHHS 1 PO3BHUTKY,
0COOJIMBO B MPAKTUYHOMY AacrekTi. TOMy MepCHeKTHBH MOJAIBIIMX JOCIIIKEHb aBTOPU
OB’ SI3YIOTh 13 CHCTEMAaTH3AIi€l0 MPOBEACHUX TOCITIKEHb, IOKJIAJHINIMM BpaxyBaHHSIM
dakTopiB, 3B'I30K ix 13 rany3sr (cheporo exKOHOMIKM) 0a30BOr0 BHUKOPUCTAHHS Ta
MOJNAJBIIANA PO3BUTOK KOHIICNITYAILHUX IIOJIOKECHb, SKI TUIBKM IMOYAaTKOBO TIO3HAYECHI
aBTOpaMH Y JaHii cTaTTi.

1. SkoBne A.l. Meronuka BU3HA4YeHHS €(DEKTUBHOCTI IHBECTHIIiM, IHHOBAIH, TOCHOJAPCHKUX
pilieHs B cydacHuX ymoBax. Bun. 2-e, mepepo6i. i gon. Xapkis. Bua-Bo «lligpyunux HTY «XIII»,
2017. 100 c. URL: http://library.kpi.kharkov.ua/files/new_postupleniya/mevief.pdf (mara 3sepHenust
16.05.2023).

2. Ilepepra ILI. InTenexTyanmpHa BIacHiCTh: Marictepchkuid Kypc: miapyunuk / ILI.Ilepepsna,
B.I.bopsenko, T.O.KobGeneBa ; Hau. TexH. yu-t "Xapkis. noiitexs. iH-1". XapkiB : [Inanera-IIpinr,
2019. 1002 c¢. URL:http://repository.kpi.kharkov.ua/handle/KhPI-Press/415723 (nmata 3BepHEHHS
16.05.2023).

3. byrnik-CiBepchkuit O.b. Mertomonoriss OIIHKM BapTOCTI MaWHOBUX TMPaB IHTEIEKTyalbHOI
BJIACHOCTI Ta MPaKTU4HI acrekTH ii 3actocyBanHs: MoHorpadis. Kuis: Inrepeepsic, 2020. 344 p. URL:
http://ndiiv.org.ua/Files2/vydannia_2020/method.evaluation.pdf (rara 3seprenns 16.05.2023).

4. ButBuupka O.l., KobGexera T.O., Ilepepsa ILI., KoBampuyk C.B. Crpareriune ynpaBiiHHS
PO3BUTKOM TIANPUEMCTBA Ha 3acajiaX iHTENeKTyalbHOI BIacHOCTI // Bicnux HTY "XIII" (exonomiuni
nayku): 30. mayx. np. Xapkie: HTY "XTIII", 2022. Ne 1. C. 52-57. URL:
http://repository.kpi.kharkov.ua/handle/KhPI-Press/60492 (nara 3sepuenns 17.05.2023).

5. KooGenera T.O., [lepepsa I1.I". DopMmyBaHHS CUCTEMH EKOHOMIYHOI CTIHKOCTI Ta KOMITIAEHC 3aXUCTY
MalMHOOY IiBHOTO mianpueMctBa // Exonomixa: peanii uacy. 2018. Ne 1 (35). C. 98-106. URL:
https://economics.net.ua/files/archive/2018/N01/98.pdf (nata 3Bepuenns 17.05.2023).

6. Ilepepsa II., Macnak O., KobeneBa T., Kyunncekuii B., Imsmenko C. (2021). EdexruBHicTb
iHQOpMaI[iHHUX  TEXHOJOTIH B  YIPaBIiHHI  IHTENEKTYaJbHOI  BIACHICTIO  IPOMHUCIOBOTO
mignpueMcTBa. Bicnuxk Hayionanvnoeo mexniunoco yHieepcumemy "Xapriecbkuili noaimexsHiuHuil
incmumym" (exonomiuni nayxu), (1), 53-58. https://doi.org/10.20998/2519-4461.2021.1.53

7. Bipuenko B.B. IHTenexryanbHa BIAacHICTh: TEOPETWYHI BHTOKM Ta EKOHOMIYHI iMIIEpaTUBU

126


http://library.kpi.kharkov.ua/files/new_postupleniya/mevief.pdf
http://ndiiv.org.ua/Files2/vydannia_2020/method.evaluation.pdf
http://repository.kpi.kharkov.ua/handle/KhPI-Press/60492
https://doi.org/10.20998/2519-4461.2021.1.53

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

MapxkeTuHr i TUpOoBi TEXHOJIOTIT Tom 7, Ne 3, 2023

PO3BHUTKY. Kuis: BugaBuuitso Jlipa-K, 2018. 488 c. URL.: chrome-
extension://efaidnbmnnnibpcajpcglclefindmkaj/https://lira-k.com.ua/preview/12568.pdf4 (mata
3BepHeHHsS 17.05.2023).

8. Kobenera T.O. KommnaeHc-0e3meka MNPOMUCIOBOTO TiINPUEMCTBA: TEOpisl Ta METOIU:
MOHOTrpadisi. XapkiB: Ilnaneta-IlpuHT, 2020. 354 c. URL.:
http://repository.kpi.kharkov.ua/handle/KhPI-Press/54748

9. Pererva P.G., Kocziszky G., Somosi Veres M., Kobielieva T.A. Compliance program: tutorial.
Kharkov-Miskolc : LTD «Planeta-prynt», 2019. 689 p.

10.TxauoBa H.II. Ilepeppa IL.I'., KoGenera T.O., dopmyBaHHS IHHOBAIIHOI Ta I1HBECTHUI[IHHOI
MIOJITHKH TIPOMHUCIIOBOTO ITANPHUEMCTBA Ha 3acajgax 30aJaHCOBAaHOI CHCTEMH IOKAa3HHKIB // Bicnuk
HTY "XHI" : 36. nayx. np. Temam. eun. : Texniynuil npoepec ma egeKmueHicmv SUPOOHUYMEA.
XapkiB : HTY "XIIr", 2015. Ne 59 (1168). C. 96-100. URL:
http://repository.kpi.kharkov.ua/handle/KhPI-Press/20638 (nata 3Bepuenns 17.05.2023).
11.Crapocrina A.O. MapkeTuHr: Teopisi, CBITOBUI JOCBiN, YKpaiHChbka mpaktuka: miapy4d. K.: 3uauus,
2009. 1070 c.

12.Ilepepna I1.I"., Kobenera T.O. MapkeTHHIOBI TiAXOAM IO MOHITOPHHTY KOH'IOHKTYPH TOBapHOT'O
puHKYy mpommuciioBoro mianpuemctsa // Exon. Bicauk HTYY «KIII» : 36. Hayk. mp. Kui : HTYY
"KII", 2017. Ne 14. C. 468-477. URL: http://ev.fmm.kpi.ua/article/view/108749 (nata 3BepHEeHHs
20.05.2023).

13.Kobenera T.A., Ilepepsa ILI. Koppymuus kak cocTaBismoomas KOMIUIAGHC-TIPOTPAMMEI //
Crpareriydi MEpCHeKTHBH PO3BUTKY EKOHOMIYHUX CYO0'€KTiB B HECTaOUILHOMY €KOHOMIYHOMY
cepeoBHILi: 30. Te3 HayK. poOiT 2- Beceykp. HayK.-pakT. iHTEPHET-KOH. 3 MikHAp. y4yacTio, 28-30
muctomaga 2017 p. — Kpemenuyk, 2017. C. 135-139. URL: https://drive.google.com/file/d/1VfD6Q-
IXttC6E07GewolQywXXcljhzY8/view (nara 3Beprenns 20.05.2023).

14.Kocziszky G., Veres Somosi M., Kobielieva T.O. Compliance risk in the enterprise // Crparerii
IHHOBAIIITHOTO PO3BUTKY €KOHOMIKH YKpaiHW: MpoOiieMH, mepcrnekTnBH, eQekTuBHICTh "dopBapa—
2017": tp. 8-1 MixHap. Hayk.-ipakT. Internet-koud. Xapkis : HTY "XIII", 2017. C. 54-57.
15.Ko06eneBa T.O. CyTHIiCTh Ta BU3HAYCHHS KOMIUIaeHC-pu3uky. Bichuk HTY "XTIII": 30. Hayk. mp.
Exon.Hayku. Xapkis: HTY "XIII", 2020. Ne 1 (3). C. 116-121.

16.Pererva P.G., Kocziszky G., Szakaly D., Veres Somosi M. (2012) Technology transfer / P.G.Pererva,.
Kharkiv-Miskolc: NTU «KhPly. 668 p.

17.Kocziszky G., Veres Somosi M., Kobielieva T.O. Compliance risk in the enterprise // Cmpamezii
IHHOBAYINIHO20 PO3GUMKY eKOHOMIKU YKpainu: npodiemu, nepcnexmugu, egexmusHicms "Dopsapo-
2017": Tp. 8- MixHap. HayK.-mipakT. Internet-koHd. cTyn. Ta Momoxa. BYeHHX (XapkiB, 27 TpyaHs
2017 p). Xapkis : HTY «XIIl», 2017. C. 54-57. URL: http://repository.kpi.kharkov.ua/handle/KhPI-
Press/34528 (narta 3seprenns 20.05.2023).

1. Yakovlyev A.l. Metodyka vyznachennya efektyvnosti investytsiy, innovatsiy, hospodarskykh
rishen v suchasnykh umovakh [Methodology for determining the effectiveness of investments,
innovations, and economic decisions in modern conditions]. Vyd. 2-e, pererobl. i dop. Kharkiv. Vyd-
) «Pidruchnyk NTU «KhPI», 2017. 100 S. URL:
http://library.kpi.kharkov.ua/files/new_postupleniya/mevief.pdf (acessed 16.05.2023). (in Ukrainian).
2. Pererva P.G. (2019) Intelektualna vlasnist: mahisterskyy kurs: pidruchnyk [Intellectual property:
masters course: textbook] / red.: P.G.Pererva, V.l.Borzenko, T.O.Kobielieva; Nats. tekhn. un-t "
Kharkiv. politekhn. in-t". —Kharkiv: Planeta-Print. 20109. 1002 S. URL:
http://repository.kpi.kharkov.ua/handle/KhP1-Press/415723 (acessed 16.05.2023). (in Ukrainian).

3. Butnik-Siverskyy O.B. (2020) Metodolohiya otsinky vartosti maynovykh prav intelektualnoyi
vlasnosti ta praktychni aspekty yiyi zastosuvannya [Methodology for assessing the value of intellectual
property rights and practical aspects of its application]: monograph. Kiev: Interservis, 344 p. URL:

I1.I". Ilepepsa. M.B. Macnak. Exonomiuna oyinka inmenexmyanvHux npooyKkmie Ha 127
3aca0ax MapKemuHe080i KOHYenyii Hcummes020 Yukiy


http://repository.kpi.kharkov.ua/handle/KhPI-Press/54748
http://repository.kpi.kharkov.ua/handle/KhPI-Press/20638
http://ev.fmm.kpi.ua/article/view/108749
https://drive.google.com/file/d/1VfD6Q-JxttC6E07GewolQywXXc1jhzY8/view
https://drive.google.com/file/d/1VfD6Q-JxttC6E07GewolQywXXc1jhzY8/view
http://repository.kpi.kharkov.ua/handle/KhPI-Press/34528
http://repository.kpi.kharkov.ua/handle/KhPI-Press/34528
http://library.kpi.kharkov.ua/files/new_postupleniya/mevief.pdf
http://repository.kpi.kharkov.ua/handle/KhPI-Press/415723

ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

http://ndiiv.org.ua/Files2/vydannia_2020/method.evaluation.pdf (acessed 16.05.2023). (in Ukrainian).

4. Vytvytska O.D., Kobielieva T.O., Pererva P.G., Kovalchuk S.V. Stratehichne upravlinnia
rozvytkom pidpryiemstva na zasadakh intelektualnoi vlasnosti [Strategic management of the
development of the enterprise on the basis of intellectual property] // Bulletin of NTU "KhPI"
(Economic Sciences): coll. of science pr. Kharkiv: NTU "KhPI", 2022. Ne 1. S. 52-57. URL:
http://repository.kpi.kharkov.ua/handle/KhP1-Press/60492 (acessed 17.05.2023). (in Ukrainian).

5. Kobielieva T.O., Pererva P.G. Formuvannia systemy ekonomichnoi stiikosti ta komplaiens
zakhystu mashynobudivnoho pidpryiemstva [Formation of the system of economic stability and
compliance of the protection of the machine-building enterprise] // Economics: realities of time. 2018.
Nel (35). S. 98-106. URL: https://feconomics.net.ua/files/archive/2018/No01/98.pdf(acessed
17.05.2023). (in Ukrainian).

6. Pererva P., Maslak O., Kobielieva T., Kuchynskyi V. & llliashenko S. (2021). Efektyvnist
informatsiinykh tekhnolohii v upravlinni intelektualnoiu vlasnistiu promyslovoho pidpryiemstva [The
effectiveness of information technologies in the management of intellectual property of an industrial
enterprise]. Bulletin of the National Technical University "Kharkiv Polytechnic Institute™ (economic
sciences), (1), 53-58. https://doi.org/10.20998/2519-4461.2021.1.53 (in Ukrainian).

7. Virchenko V. (2013) Evolyutsiya pidkhodiv do klasyfikatsiyi obyektiv intelektualnoyi vlasnosti
[Evolution of approaches to the classification of intellectual property objects] // Visnyk Kyyivskoho
natsionalnoho universytetu imeni Tarasa Shevchenka. Ekonomika. 2013. Vyp. 144. S.5-7. URL:
http://nbuv.gov.ua/UJRN/VKNU_Ekon_2013 144 3 (acessed 17.05.2023). (in Ukrainian).

8. Kobyelyeva T.0. Komplayens-bezpeka promyslovoho pidpryyemstva: teoriya ta metody:
monohrafiya [Compliance-safety of an industrial enterprise: theory and methods: monograph].
Kharkiv: Planeta-Prynt, 2020. 354 s. URL.: http://repository.kpi.kharkov.ua/handle/KhPI-Press/54748
(in Ukrainian).

9. Pererva P.G., Kocziszky G., Somosi Veres M., Kobielieva T.A. Compliance program: tutorial.
Kharkov-Miskolc : LTD «Planeta-prynt», 2019. 689 p. (in Ukrainian).

10.Tkachova N.P., Pererva P.G., Kobielieva T.O. Formuvannia innovatsiinoi ta investytsiinoi polityky
promyslovoho pidpryiemstva na zasadakh zbalansovanoi systemy pokaznykiv [Formation of the
innovative and investment policy of an industrial enterprise on the basis of a balanced system of
indicators] // Bulletin of NTU "KhPI": coll. of science pr. Topic. issue : Technical progress and
production efficiency. Kharkiv: NTU "KhPI", 2015. Ne 59 (1168). S. 96-100. URL:
http://repository.kpi.kharkov.ua/handle/KhPI-Press/20638 (acessed 17.05.2023). (in Ukrainian).
11.Starostina A.O. Marketynh: teoriya, svitovyy dosvid, ukrayinska praktyka: pidruch [Marketing:
theory, world experience, Ukrainian practice: under the leadership]. K.: Znannya, 2009. 1070 s. (in
Ukrainian).

12.Pererva P.H., Kobielieva T.O. Marketynhovi pidkhody do monitorynhu koniunktury tovarnoho
rynku promyslovoho pidpryiemstva [Marketing approaches to monitoring the commodity market
situation of an industrial enterprise] // Ekon. gazetteer of NTUU "KPI": coll. of science pr. Kyiv:
NTUU "KPI", 2017. Ne 14. S. 468-477. URL: http://ev.fmm.kpi.ua/article/view/108749(acessed
20.05.2023). (in Ukrainian).

13.Kobeleva T.A., Pererva P.G. Korruptsiya kak sostavlyayushchaya komplaens-programmi
[Corruption as a component of the compliance program] // Strategic prospects for the development of
economic entities in an unstable economic environment: sb. thesis of sciences. robit 2-i All-Ukr. sci.-
pract. Internet conf. from international | will participate, 28-30 leaf fall 2017 - Kremenchuk, 2017. S.
135-139. URL: https://drive.google.com/file/d/1VfD6Q-IxttC6EQ7GewolQywXXcljhzY8/view.
(acessed 20.05.2023). (in Ukrainian).

14.Kocziszky G., Veres Somosi M., Kobielieva T.O. Compliance risk in the enterprise // Strategiyi
innovacijnogo rozvytku ekonomiky Ukrayiny: problemy, perspektyvy, efektyvnist "Forvard 2017": tr.
8-yi Mizhnar. nauk.-prakt. Internet-konf. stud. ta molodyx vchenyx, 27 grudnya 2017. Kharkiv: NTU
"KhPI", 2017. P. 54-57. (in Ukrainian).

15.Kobielieva T.O. Sutnist ta vyznachennia komplaiens-ryzyku [The essence and definition of
compliance risk]. Bulletin of NTU "KhPI": coll. of science Ave. of Economic Sciences. Kharkiv: NTU

128


http://ndiiv.org.ua/Files2/vydannia_2020/method.evaluation.pdf
http://repository.kpi.kharkov.ua/handle/KhPI-Press/60492
https://doi.org/10.20998/2519-4461.2021.1.53
http://nbuv.gov.ua/UJRN/VKNU_Ekon_2013_144_3
http://repository.kpi.kharkov.ua/handle/KhPI-Press/54748
http://repository.kpi.kharkov.ua/handle/KhPI-Press/20638
http://ev.fmm.kpi.ua/article/view/108749
https://drive.google.com/file/d/1VfD6Q-JxttC6E07GewolQywXXc1jhzY8/view

ISSN 2522-9087  (Print)

MapxkeTuHr i TUpOoBi TEXHOJIOTIT Tom 7, Ne 3, 2023 ISSN 2523-434X (Online)

"KhPI", 2020. Ne 1(3). S.116-121. (in Ukrainian).

16.Pererva P.G., Kocziszky G., Szakaly D., Veres Somosi M. (2012) Technology transfer / P.G.Pererva,.
Kharkiv-Miskolc: NTU «KhPl». 668 p. (in Ukrainian).

17.Kocziszky G., Veres Somosi M., Kobielieva TO. (2017) Compliance risk in the enterprise //
Stratehiyi innovatsiynoho rozvytku ekonomiky Ukrayiny: problemy, perspektyvy, efektyvnist "Forvard-
2017": tr. 8-yi Mizhnar. nauk.-prakt. Internet-konf. stud. ta molod. vchenykh, 27 hrudnya 2017.
[Strategies of innovative development of the economy of Ukraine: problems, prospects, efficiency
"Forward-2017": tr. 8th International. scientific-practical Internet conf. stud. and young. scientists,
December 27, 2017]. Kharkiv: NTU "KhPI". S. 54-57. URL:
http://repository.kpi.kharkov.ua/handle/KhP1-Press/34528 (acessed 20.05.2023). (in Ukrainian).

Pererva P. G., Doctor of Economics, Professor, Head of the Department of Business
Economics and international economic relations, National Technical University «Kharkiv Polytechnic
Institutey (Kharkiv, Ukraine).

Maslak M. V. PhD, Associate Professor, doctoral student of the Department of Business
Economics and international economic relations, National Technical University «Kharkiv PolytechniC
Institutey» (Kharkiv, Ukraine).

Economic evaluation of intellectual products based on the marketing concept of the life
cycle.

The purpose of the article. The purpose of this study is to reveal the key methodological
aspects of a comprehensive economic analysis of the use of intellectual property objects, the right
holders of which are industrial enterprises.

Analyses results. The theoretical and methodological issues of determining the economic
effect of the processes of creation and use of intellectual property objects are considered. The types of
economic effects that may arise in the process of conducting an economic assessment of intellectual
property objects, which are closely correlated with the accuracy and objectivity of the assessment
carried out, have been formed and substantiated. For the first time, a methodical approach to the
evaluation of the effectiveness of innovative activity of enterprises on the basis of the marketing
concept of the life cycle of an intellectual product is proposed. It was concluded that the entire life
cycle of the object of intellectual property from the point of view of evaluating the efficiency of its
creation and consumption (as part of an innovative product or in the case of partial or complete
alienation) should be divided into 9 stages. For a better perception of the significance and scope of
use of the efficiency estimates proposed for practical use, it is proposed to distinguish three important
periods for economic evaluation in the life cycle of an intellectual product: the period of the current
state of the intellectual product (the moment of performance calculations); the period of potentially
effective (forecasted) consumption of an intellectual product, which is determined by the term of
patent protection (invention, utility model, etc.); the period of post-forecast consumption of an
intellectual product (takes place in cases when the intellectual product will still bring certain profits to
the enterprise, taking into account the extension of the terms legal protection of intellectual property.
Determination of the effect of the life cycle of an intellectual product in the most effective form is
recommended to be done in the case when only one enterprise is involved in the innovation process,
which is both the developer and the consumer of the intellectual product.

Conclusions and directions for further research. The conducted research allows us to
evaluate the methodological and scientific-theoretical essence of the economic evaluation of
intellectual property objects from new positions. Assessment of the effect of intellectual technologies,
taking into account the stage of their life cycle, is a necessary condition for effective
commercialization, that is, their introduction into the process of market commercialization (purchase
and sale) or use in one's own production and economic activity with the aim of increasing its
efficiency. It should be noted that the issues of assessing the effectiveness of intellectual property
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objects and their commercialization are quite complex and require further research to form a reliable
methodological and methodical base. Most of the proposals presented in the article are extraordinary,
they are proposed for the first time and require further processing, clarification and development,
especially in the practical aspect. Therefore, the authors associate the prospects of further research
with the systematization of the conducted research, a more detailed consideration of factors, their
connection with the industry (economic sphere) of basic use and the further development of conceptual
provisions, which are only initially indicated by the authors in this article.

Keywords: intellectual property, management, effect, life cycle, economic evaluation,
efficiency, industrial enterprises
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THHOBAIIMHUI MAPKETUHTOBA MEHEJI)KMEHT B EKOCUCTEMI
E-TOPI'IBJII

Y cmammi poszensnymo cmpykmypy iHHOBAYINHO20 Npoyecy RIONPUEMCMBA e-MOpeieii, Wo
3HAYHO GUPIZHAECMbCA 6I0 MUNOBUX KOMNOHEHMI8, max AK 00 CKIady 6Xxo0umv npooykm. Aemopom
PpO3poONeHO  (DYHKYIOHATbHY — MOOenb  BHYMPIWHbOL  MApKemuH2080i  IHHOBAYIUHOI  eKocucmemu
nionpuemcmea  e-mopeieni.  JocnioxceHo  piHOMIpHICMb — 6nAUBY  IHHOBAYIN — MAPKEMUH208020
MEHEOICMEHMY HA KOMNJIEKC MapKemuHey nionpuemcmeda e-mopeieni. loenmugixosano ckiadosi
MApPKeMUH208UX pecypcié NiONpuUEMCmed e-mopeieii, a came: HAYKO8a ma Memooono2iuna 6asa, pieeHb
keanigixayii ma 00cei0 npayieHuxie; cneyiaibHi KOMN 'IOMEPHI npozpamu, cmpamezii ma npospamu
PO36UMKY; 6a3u HASAGHUX/NOMEHYIUHUX napmuepie, NocepeOHUKie, nopmeens cnoxcusadis, nosuyii Ha
PUHKY, chopmosanuil imiodc;, KOMNIEKC MAPKeMuHey.

KitouoBi crnoBa: iHHOBamii, iHHOBamiHHWN MapKETHHTOBHA MEHEIKMEHT, €KOCHCTEMa, e-
TOPTiBIIsI, IHHOBALIMHUH MPOIIEC, MAPKETUHTOBI PeCypCH.

DOI: 10.15276/mdt.7.3.2023.9

ITocranoBa mnpoGaeMu B 3arajJbHOMY BHIVIAAI Ta il 3B’A30K 3 BaKIMBHMH
HAYKOBMMM a00 NPAKTHYHUMH 3aBAaHHSAMH. QYHKIIIOHYBaHHS IHHOBAI[IIHOI €KOCHCTEMHU
HEMOXJIUBE 0€3 CHCTeMH MepeX 1 €KOCHCTEM CIIBMpalli, PO3BUTOK SKUX Oe3loceperIHbo
3aJIeXKUTh Bl 1U(ppoBoi exkoHoMiku. 1100 He BiacTaBaTH BiJ Cy4aCHOTO CTaHy PHHKOBHX
BITHOCHH, WiANMPUEMCTBA TOBHWHHI BIPOBAI)KYBAaTH I1HHOBAIIiHI CHUCTEMHU YIPABIIHHA I
3a0e3MneyeHHs IEpMaHEHTHOI CITIBIIpalll 3 PUHKOM.

IHHOBaNIMHUN PO3BUTOK MiJMPUEMCTBA O3HAYAE 3AATHICTH IIBUAKO pearyBaTH Ha 3MiHU
30BHIIIHBOTO Cepe/ioBHIA Ta (JOPMYBaHHS 1HHOBAIIHOI €KOCUCTEMHU €-TOPTIBII, 10 OXOIUIIOE
BCl €JEeMEHTH TMOTEeHLIaly MiANPUEMCTBA, BHU3HAYAIOYM II MOOUIBHICTH Ta THYYKICTb.
Jenenrtpamizamiss  OpUMHATTA  pilleHb, MeHma  ¢opMaiizalis Ta  perjamMeHTalis
a/IMIHICTPAaTUBHUX 3aBJlaHb, € IJIAIJJApPMOM OpraHi3aliitHOl CTPYKTYpH JUIsl IIBUIKOI ajanTaii
JI0 arpeCUBHUX 3MiH BHYTPIIIHHOI'O Ta 30BHIIIHBOIO CEPETOBHILL.

© 2023 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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3 ormAgy Ha aKTyaJbHICTH OOpaHOi TEeMH, CBITOBI EKOHOMIKM BiIJalOTh IepeBary
nudposizalli, a oTKe, I yTPUMaHHS KOHKYPEHTHHX II€peBar IIiJIMPUEMCTBAM €-TOPTIBIIi
HEOOXiJJHO BIPOBA/XKYBAaTH 1HHOBAIIIl B MAPKETUHTOBY AisUTBHICTH, @ OCOOJIMBO B ii yrpaBIiHHS.

AHaJIi3 OCTaHHIX JoCTiIKeHb 1 myOJikamid, y SAKHX TMOKJAJeHUN N0YATOK
BUpPIlIEHHIO JaHOI Mpo0/jeMHM i Ha SIKi CHMPaKTHCS aBTOPU. 3 TOSBOIO HACKPI3HUX Ta
mu(ppoOBUX TEXHOJIOTIM, 3araJlbHOro TpeHJIa Ha HudpPoBYy TpaHchOpMaIlilo Taly3eld Ta BHUIIB
€KOHOMIYHOI JiSUTBHOCTI, a caMe: MapKeTHHIOBI IHHOBAlii, IO CTaJW OUIbII BiIKPUTHUMH,
3aCHOBAaHMMH Ha Kosaboparii Ta cmiBmpalri Ha BCIX CTalisX IHHOBALIMHOTO mporecy. Tomy
3BaKAIOUM Ha TII00ali3aliiiHi mpolec, JI0JACTBO BUXOAUTH 3a MEXi Oe3nedHoi omepamidHoi
MISAIBHOCTI, &, OTIKE, OCOOIMBO MOMYJISPHUM CTA€ AJANTUBHUN MEHEHKMEHT B MAPKETUHTY.

Tepmin «iHHOBamii» 3anpononyBa M. Ilymmerep y mpami "Teopiss €KOHOMIYHOTO
po3Butky" (1911 p.)., akueHTyBaB yBary HiANPUEMIIB Ha OOOB’S3KOBOMY BIPOBAIKEHHI
IHHOBALlIM SIK OCHOBHOTrO Jpkepena nmpuOytky [1]. lana poGora nana momToBX Ul HAYKOBUX
JocikeHb y chepi mMapketuHry. 3okpema II. I[pyKep (1954 p.) 3anponoHyBaB poO3IIIsSIATH
IHHOBAIIi B MAPKETHHTY MiJ KyTOM I[IHHOCTI iHHOBAIlI{ JJIs1 pUHKY [2]

JIx. Myp Hanucas peBOJHOHII/IHy poboty «XmxKaku 1 JKepTBa: HOBa EKOJIOTiA
KoHKypeHIii» (1993 p.), y sKili poO3TIsgaB «CKOCHCTEMHU» SIK KOHTJIOMEpAT MiAIPHEMIIIB Yy
MEBHOMY CeKTopi ekoHoMiku [3]. Tomy KOXKHAa HACTyIHA Tedis B HAYKOBUX JOCIIIKCHHSX,
JlaBasia MoIITOBX JJISl pO3POOOK B IHIIUX Tally3siX Ta 3apOKEHHIO HOBOI TEPMIHOJIOT1.

[ToxomKeHHsT TEpMiHY «aJanTHBHE YIpaBIiHHA» Oepe modatok 3i cepu exonorii (K.
Xomiar, K. Bontepe, 1978 p.) i mepmiodeproBo Ha3WBaBCs «aJalTHBHA €KOJIOTIYHA OIliHKA
YIPaBIIIHHSA» — BUABJICHHS KPUTUYHUX MIOMHJIOK IIOJI0 IPUPOJHUX pecypciB [4].

K. BonTepc y 1986 p. Haronocus, 1o MpaIiBHUKH, SKi HE TPUIAMAIOTh y4acTi B IPUHHATTI
pIllIEeHHS BCE-0IHO BIUTMBAIOThH HA yIpaBiIiHHSA [5].

K. Annen (2011 p.) BBaxkae, 10 afanTUBHE YIPABIiHHSI Ma€ OJHY BEIUKY MPOOIEMy —
BIJICYTHIX BIJNOBIIAJbHUX 3a HeBJadi. TOOTO SKIO BCl MPUHMAIOTh PIlIEHHS B YHpaBIiHHI, TO
XTO Oepe Ha cebe BiAMOBITAbHICTD 3a pu3uKH [6].

Bupinennss HeBHpilleHMX PpaHille 4YacTHMH 3arajbHoi Npo0JieMH, KOTPUM
NPUCBAYYETHCA CTATTHA. ICHye OOMEXEHICTh HAayKOBHUX 3HaHb PO EKOCHUCTEMHU B Mipy
3aCTOCYBAaHHS 1HHOBALIH, @ TAKOX KOPUTYBaHHS MOJANbIINX YIPABIIHCHKUX PIIIEHb HA OCHOBI
JTOCTIPKEHb peakili CHUCTEMH MEHEKMEHTY Ha IONepeAHi pilleHHs. Tomy aJanThBHE
yIpaBIIiHHSA, 110 OPTaHIYHO MO€AHYE MEHEKMEHT Ta JOCHIJKEeHHs, 0a3yeThCs Ha HIMPOKOMY
3aJIydeHHI 3alliKaBJIEHUX CTOPIH JI0 Mpolecy MPUHHATTS pilIeHb 1 CHCTEMAaTUYHO BUBYA€E BILIMB
3aMpONOHOBAHMX JiH BITHOCHO KOMIUIEKCY MapKeTHUHTy. Ha chorojHi HeMae €IuMHOI ycTaneHoi
NPAaKTUKU 3aCTOCYBaHHS aJJallTUBHOTO MEHEIKMEHTY B MAapKETUHIY €KOCUCTEM €-TOPTiBIli, TOMY
JlaH1 JOCHIJDKEHHS € aKTyaJIbHUMH Yy TEOPETUYHIM Ta MPaKTHUYHIHN MIIOLIHMHAX.

@opmyJ/IIOBaHHS MeTH CTATTi (IOCTAHOBKA 3aBIaHHs). MeToo CTaTTi € po3poOKa
(YHKLIOHAJILHOI MOJIeJNII BHYTPIIIHBOI MAapKETUHIOBOI 1HHOBALIHHOI €KOCHCTEMH MiIPUEMCTBA
€-TOPriBJl Ta 1AeHTU(IKALis ICTOTHOCTI BIUIMBY 1HHOBAIllif MapKETHHTOBOTO MEHEIKMEHTY Ha
KOMILJIEKC MAPKETHHTY HIANPUEMCTBA €-TOPT1BIIi.

BukjageHHsi OCHOBHOTO Matepiajy AOCTiKeHHS 3 TNOBHHUM OOIPYHTYBaHHSAM
OTPUMAHHMX HAYKOBHX pe3yabTaTiB. YcCi YYaCHMKM I1HHOBAIIMHOI isUTbHOCTI 00’€maHaH1
€IVMHUM 1HTEPAaKTUBHUM JIAHIIOKKOM: 1H(ppainaycTpi€to. Jlo 30BHIIIHBOI MapKETHHIOBOL
IHHOBALIHOI €KOCHCTEMH MiANPUEMCTBA €-TOPTiBIII BXOJATh: MOCEPEAHUKH (CUCTeMa 0OpOOKH
Ta BUKOHAHHS 3aMOBJICHb — rOoTOBI piteHHs it CMS, XOCTHHT Ta JOMEHHI ITOCITYTH, TIOCTYTH 13
6e3neku caiity — SSL ceprudikar, cepBicu 13 HaJaHHS aHATITHYHOI iH(OpPMAIII] 3a TOIOMOIOI0
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MeTa TeriB, IUIATDKHI CEpPBICH, CEPBICH 13 PO3MIIIEHHS pEKJIaMHy, APOIIIMIIHT), MapTHEPH
(bpanyaii3uHr, JTIEH3YBaHHS, BUPOOHMYA KoOOIepallisi, KOHCOPIIyM, JI3HHT, (aKTOPHHT,
BEeHUypHE (IHAHCYBaHHA Ta CYOKOHTpaKIisf), MOCTaYalbHUKH (IUCTPHO’IOTOPH, pEcelepH,
BUPOOHHKH, PETEUJIEPH), KOHKYPEHTH (IIpsAMi, OTMIOCEPEAKOBaHI, JIiIEpU PUHKY Ta HOBA4YKH), €-
KOM IOHITI (€-KOpHCTyBaui MOAiIEHI HA CHUIBHOTH 3a iHTepecaMu). 30BHIIIHS MapKETHHIOBA
IHHOBAIIIfHA €KOCHCTEeMa IiAMPUEMCTBA €-TOPTiBJl MOCTIHHO B3aEMOJIIE€ 3 TAKUMHU CKIIaJIOBUMH
IHHOBALIIHOTO TPOIIECyY, SK: i7esl, peani3allis Ta iHHOBaIliiiHa IHHICTb.

3pocTraroua CUCTEMHA 3B’S3aHICTh COIIaJILHOTO Ta EKOHOMIYHOTO MPOCTOPY (TEXHOJIOTIT,
iHpopMarliifHi KOMIT'IOTEpH, TpaHCIOpTHA I1H(QPACTPYKTypa, CHCTEMHI Ta EKOJOTI4Hi
B3a€EMO3AJICKHOCTI) MPOTHUIIE aTroMmizallii Ta (parMeHTallli eKOHOMIYHMX peamiil. ¥ cydacHUX
YMOBaX PO3BUTOK BUPOOHMIITBA BiIOYBAETHCS MEPEBAKHO IUISTXOM 3pOCTaHHS 1HOPACTPYKTYpH,
10 MiATBEPDKYETHCS IICHTpaTi3alliero Ta AeleHTpaizaiieto Bupoouuirsa [7; 8, C. 17-19].

SnpoMm i1HHOBAIIMHOTO IMiIPUEMCTBA €-TOPTiBIi € (poHT-0dic (caiiT) Ta Oek-odic
(pizuynmii odic abo pugUYHA aapeca). YIPaBIiHHA MAapPKETHHIOM MiIPUEMCTBA €-TOPTIBI —
e KOMIUIEKC MAapKETHHI'Yy 4Yepe3 BHKOHAHHA (YHKIIH MapKeTUHIOBOTO MEHEIKMEHTY.
MapkeTHHroBa CTpaTeris € NEHTPATBHOIO /I IHHOBAIIHOT IHTEPaKTUBHOI A1STBHOCTI.

3anmpornoHOBaHO HOBUH MIXiJ IO PO3TIISAIY €TaIliB iIHHOBAIIHHOTO TPOIIECy, a came: ijes,
po3poOKa MPOAYKTY/MOCIYTH, IHHOBAIlli, peali3allis Ta IHHOBaIliiiHa I[IHHICTh. BpaxoByroouu
B33a€MO/III0 MAPKETUHTY Ta IHHOBAIIHHOTO MPOIIECY, aBTOP 3AIPOIIOHYBala CKOPOTUTH KiIBKICTh
erarniB i3 8 1o 5 (puc. 1).

@anasniﬂnn iHHOBAIIi AL @Ianosaniﬁna Gizmec-
= TlIporecH YIIpaBIiHESA] MOOens/cTpareria
® opra”Hizamiiida cTpyKTVPa = BizHec-MOIeITi;
TA POJIi; * PIHKOBL IepeBalll;
*  IIi7mi, BILOHOCHHIL, * CTBOPEeHHA YHIKAIBHIIX
pecyYpcCcH; MOMIIHBOCTSI
* zamikKaBIeHI CTOPOHII
. :
; : =
1| Imes | Pozpobxa | ImmoBarii | Peanizariisa | IHH‘.DBa.nurHa H
e e T T NS e
& 3 g
Onoepairitisgi immoBamii VYomockoHaATeHHA CepBicy
= Y oocKOHAaAIICHH:A OlzHec- s CrHcTeMIH IPOIYKL-
IpoIIlecie; cepBic;
= ONTHMIiZAIllA BHIOaTKIB: * EKII€eHTCBKIN JocBimx;
* BIHPOOHIITHIII MAPKEeTIHT; * MIHHICHI OpOmoO3MITil;
s NocBLO OOCIIYIOBYBAHHS * CclHcTeMa JIOMAIBEHOCTI

e-KOPICTYBATIE

Pucynok 1 — ®daktopu po3BUTKY IHHOBALIHHOTO IPOLIECY
Jlxeperno: po3poOka aBTopa

Crpareris nianpueMcTBa € TMPOBIAHOKO (YHKIIEIO, Ha SKIH 0a3yroTbes 1HIN (QYyHKIIT
yOpaBIiHHSA, 30KpeMa iHHOBAIll € KIIOYOBOI CKJIQJ0BOI BHYTPIIIHBOI 1HHOBAIIHHOL
€KOCHCTEMHU €-TOPTiBil, TOMY IPOMOHYEMO PO3IIISIHYTH BHYTPILIIHIO MAapKETUHTOBY 1HHOBAIIIHY
€KOCHUCTEMY MiAMPUEMCTBA €-TOPTiBIII I TOYHOTO PO3YMIHHS CTPYKTYpH (pHC. 2).
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Pucynok 2 — @yHKIiOHaIbHA MOJIENIb BHYTPIIHBOI MApPKETUHTOBOI IHHOBALIHHOT €KOCHUCTEMU MIIPHUEMCTBA €-TOPTIiBII

Jlxepeno: po3poOka aBTopa

134



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

MapkeTusr i mudpoBi TEXHOJIOTIT Tom 7, Ne 3, 2023

VYei  ¢yHKIIi  ynpaBiaiHHS IIIIPHEMCTBOM B3a€EMOIIOB’si3aHI MK co00K0  is
JOCATHEHHSI CTPATeriyHoi MeTH, aje B OKPEeMHX BHIIAJKaX KOOPAMHALIS HaJaro/KEHHS
IHHOBAIlIMHUX MPOIECIB CTAa€ OPraHi3alliiHO-TOCIOAAPChKUM 3aBJaHHAM KepiBHHITBA. L1
MO>KJIMBOCTI BU3HAUYAIOTh YYAaCHUKIB BHYTPINTHBOTO IHHOBAI[IHHOTO MpOIECy Ta (OPMYIOThH
BHYTPILIHIO iHHOBAIiiiHy ekocuctemy [9, C. 58-60].

[IponykyBaHHs 3HaHb Ta IHHOBAIili HUHI HAOyBa€ TPaHCHAIIOHAIBHOTO 1 HAaBITh
100abHOTO XapaKTepy, TOMY MiJIPUEMCTBA BIAKPHUTI JO CIIBpalll Ha pPEriOHAIbBHOMY 1
HalllOHAIbHOMY piBHAX. J[aHa Komabopallis BUXOIUTh 32 PAaMKH IMPOCTUX BIAHOCHH, TaK SIK
OJIHE MIMPUEMCTBO Oyaye 3 1HIITUM TICHI 3B’A3KH, TOEIHYIOUH KOMIIETEHIII B PI3HUX BUIaX
JUSUTBHOCTI, 1711 CTBOPEHHS YHIKAJILHOTO 1IHHOBALIMHOTO MIPOAYKTY / TIOCITYTH.

BpaxoByroun Tunu iHHOBaIii, OyJIO BHAUIEHO HACTYMHI (HaKTOPU PO3BUTKY
IHHOBAIIfHOrO TpoLeCy, IO MOXKHA PO3MOJUIMTH Ha: YIpPaBIiHHSA I1HHOBAILisIMH, BUOIp
IHHOBAIIMHOT ~ Ol13HEeC-Mojei/cTparerii, TMOKpAaIlleHHs  ONepamifHuX  IHHOBaIlii  Ta
YIOCKOHAJIEHHSI cepBicy. BuimenepepaxoBaHi (akTopu MOMIMBO BIIPOBAHKYBATH Ha BCIX
eTarnax iIHHOBAI[IITHOTO MPOIECy, HE3BAXKAIOYHN HA PO3MIp MIAIPUEMCTBA Ta cepy MisIbHOCTI.

Ha puc. 2 wneHTpanbHUM eneMEHTOM (YHKIIOHAJIBHOI MOJAETI BHYTPIIIHBOT
MapKEeTUHIOBO1 IHHOBAIIIHOT €KOCHCTEMH TIiIIPUEMCTBA €-TOPTiBJIl € IHHOBAIIHHUN TIPOIIEC.
OTxe, Ha ertari iaei BimOyBaeTbes i reHeparllisi, BUOip Ta OOTpYHTYBaHHS, MPOIO3UIIIi 1010
PO3BUTKY KOHIICTLIA Ta HaJaHHS OLIHKM NPUAATHOCTI (aHAmi3 e-KOPUCTYBauiB, PHHKY,
KOHKYPEHTIB, TPOIYKTIB, IiH, MOXJIMBOCTEH Tom0). HacTtymHuMm eramom € po3poOka
KOHCTPYKTOPCHKOTO 3a7yMy, OI[IHKA PU3UKIB Ta IX YMHHUKIB, IPOPAXYHKU MOMKIUBHUX (opc-
Ma)XOpPHUX OOCTaBMH Ta CTBOPEHHS IUIaHy WHIOAO iX BHpimeHHs. Ha erami iHHOBamii
BiIOYBAa€ThCS ~ BUTOTOBJIGHHS  €TAJIOHHOI  MapTii, TeCTyBaHHA  NPOAYKTY/IOCIYTH,
BIIPOB/DKEHHS MPOOHUX MPOAAXKIB MPOMYKTY/TOCITYTH, pO3poOKa KOMEpLIHHOI MPOMmOo3uIii
Ta IUJIAHYBaHHS OYIKYBaHMX pe3ynbTariB. Etam peamizaiis BKiIoYae B cebe BHITYCK
NPOAYKTY/TIOCTYTH; BUBEACHHS MPOAYKTY/TIOCIYTH HA PUHOK; HAJIArO/HKCHHS Ta Y3TO/KCHHS
BCIX €TamiB Mpolecy BUPOOHUITBA MPOIYKTY/TIOCIYTU. 3aKIIOYHUM €TaroM 1HHOBAIIiHOTO
mpolecy € IHHOBAI[iiHA IIHHICTH, IO BKJIIOYA€ OI[IHKY CKOHOMIYHOi IIIHHOCTI
HPOAYKTY/TIOCIYTH, aHai3 pPe3yNbTaTiB 3allyCKy HpOAaXy HpPOAYKTY/OCIYI'H, BHECEHHS
HEOOXIZIHUX 3MIH B KOMEpIIHHY TMpOMO3UIliI0, BHSBIECHHS HEIOJIKIB peani3amii
HPOAYKTY/TIOCTYTH Ta iX BunpasieHHs [10].

Jlyig mokpailieHHsl JisSUTbHOCTI 1HHOBAILIMHOTO MPOIECY Ha MIANPUEMCTBAX €-TOPTiBii,
IPOMOHYEMO 3BEpHYTHM yBary Ha aHajii3 BIUIMBY 1HHOBAIL[ifHOIO MapKETUHTOBOTO
MEHE/DKMEHTY Ha KOMIUIEKC MapKEeTHHTY. BIpoBa/KeHHS NPHUHIUIIB MapKETUHTY Ja€
MOKJIUBICTh MIAMPHEMCTBAM CTBOPIOBATH HE TIABbKA HOBI TEXHOJOTIYHO BJIOCKOHAJNEHI
NPOJYKTH Ta MOCIYTH, a i nepconidikoBani mporo3wuii [11, C. 30].

OpauM 13 1HCTpyMeHTIB igeHTHdikamii Ta Bi3yami3amii BIUIMBY 1HHOBaIlIHHOTO
MapKEeTUHTOBOTO MeHeKMeHTy € miarpama J[. Benna (Venn diagram, 1880 p.) [12]. Mu
3acTocyBaliu ii JUIs JOCHIJKEHHs BIUIMBY 1HHOBAIIHOIO MapKETHHTOBOI'O MEHEKMEHTY,
0CO0OJIMBO aKTyaJIbHOTO B YMOBaxX 3MIHM €KOHOMIYHOI CUTYyalli B KpaiHi Ta NPUIIBUALICHHS
pO3BUTKY TexHomoriid. [liarpamu BeHHa [03BOJSAIOTH MpoaHali3yBaTH Ta MPEACTaBUTH
1H(}OopMaLlio PO BILIUB I[FOTO MPOLIECY HA CKJIAJ0B1 KOMILJIEKCY MapKETHHTY.

Jlo TepcreKTUBHUX HAaMpsMiB IHHOBALIHHOTO MAapKETHHTOBOTO MEHEIKMEHTY MU
BIJTHECJIM: OLIAJJIMBE YIPABIIHHSA, YIPABIiHHS SIKICTIO, PEIH)XUHIPUHT, MEHEPKMEHT 3MiH,
OCHUYMApKIHT, yHOpaBliHHA  Oi3Hec-yacoM, eQeKTHBHE OOCIYrOoByBaHHS  KIII€HTIB,
KOMIT'IOTEpHE 3IHTETpOBaHE BHUPOOHUITBO, TMPOBAMIMHI 1HHOBaLId. ABTOpoM Oyio
chopmMoBaHa TiMoTe3a JaHOTO JAOCHIDKeHHS: «PIBHOMIpHICTH BIUIMBY  iHHOBAaLil
MapKETHHTOBOTO MEHE/DKMEHTY Ha CKIIQJOBI KOMIUIEKCY MAapKETHHTY IiIIMPUEMCTBA €-
topriBii». s 30opy iHdopmamii MH BHUKOPUCTOBYBAJIM B)XKE HAasBHI CTATUCTHYHI
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ONUTYBaHHS Y CBIiTi, TaK K B YKpaiHi JlaHa TeMaTWKa 3HAXOJUTHCS Ha MOYaTKOBOMY €Tari i
HiANPUEMCTBA, IO MiAIATaIM ONMUTYBAaHHIO MOBHHHI OyJaM MaTH 3aKOpJOHHUM Kamitan abo
BJacHUKIB [13].

Ha ocHoBi cucremarusamii Ta y3arajabHeHHs iH(opMallii, MU 3MOIJIM MPEACTABUTH
peneBaHTHY iH(oOpMAIii MOAO0 JOCHIIKYBAaHOTO NHUTAaHHS, IO OO €KTUBHO BiJOOpakae
CHUTYaIlil0 Yy CBITI cTaHOM Ha kBiTeHb 2023 poky. Y niarpami Benna po3mip kosia BKaszye Ha
CHITY BIUTUBY JUISI KOXKHOTO iIHHOBAIIHHOTO BIPOBAPKEHHS MAPKETHHIOBOT'O MEHE/KMEHTY, a
PO3MIIIIEHHA K — Ha XapakTep B3aeMOJlii IHHOBAI[IHHUX BIPOBAKEHb MApKETHHTOBOTO
MEHE/DKMEHTY. 3 OIISAy Ha pe3yJdbTaTd, HaWOUIBIIMK BIUIMB MalOTh IHHOBAIIl
MapKETUHTOBOTO0 MEHE/DKMEHTY Ha I[iHy Ta MpaIliBHUKIB, a caMe TaKi MiJIXOAU SK OLIa/UINBE
YIOpaBIiHHS, PEIHKUHIPUHT Ta MeHeKMEHT 3MiH. Illogo mpocyBanHs Ta 30yTy, TO y CBITI
Hai{O11bIIe BIPOBAPKYIOTh TaKi CHCTEMH 1IHHOBALIHHOTO MapKETHHTOBOTO MEHEDKMEHTY SIK
OCHYMApKIHT, YIpaBIiHHA O13HEC-4acOM Ta MPOBAWIMHT IHHOBAITIH.

) Hina

Owaminse

yIpaBIiHHS

MenemxkMeHT

3MIH

EdexTuBne

00CITyroByBaHHS PeinxunipuHT

KJIIEHTIB

>
»

IMIpocyBanus IpaniBHuKH

IIpoBaiiiHr

IHHOBAIlI

VYrpaBninus

benumapkinr SIKICTIO

/ Komrm'totepro

3iHTErpoBaHe

VYrpaBiiHHA

0i3HEC-4yacoM

BHPOOHUIITBO

36yt

Pucynox 3 — BruimB iHHOBaniiHOTO MapKETHHTOBOTO MEHEKMEHTY Ha CKJIQJI0BI KOMILJIEKCY
MapKeTUHTY MiJIpueMcTBa e-Toprisii. Jliarpama Benna
Jlxeperno: po3poOka aBTopa

He meHm icToTHM# BIUIMB MarTh Takl MIIXOAW 1HHOBAI[IHHOTO MapKETHHTOBOTO
MEHE/DKMEHTY SIK: YIpPaBIiHHS SKICTIO Ta KOMII IOTEpHE 3IHTErpoBaHE BHPOOHHUIITBO Ha
MpaliBHUKIB, 1[0 BIUIMBAIOTh Ha TaKl €JIEMEHTH KOMIUJIEKCY MAapKETUHTY SIK MPAIIBHUKHU Ta
30yT. Ilupokoro 3actocyBaHHs HaOyBae B €Bpomi cuctema «e(peKTUBHE OOCITyroBYBaHHS
KIIIEHTIB». AJie BapTO 3a3HAUYMTH, IO BIPOBA/HKEHHS IHHOBALIHHOTO MapKETUHIOBOTO
MEHE/DKMEHTY BIUIMBAa€ Ha KOMIUJIEKC MAapKETHHTY Ta poOOTYy MiJIPUEMCTBA 30KpeMa, ajie B
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JIOCJIIJDKEHHI BHWJIUICHO CKJIAJOBI KOMILIEKCY MAapKETHHTY, IO 3a3HAIOTh HAHOUIBIIOTO
BIUIMBY. Y3arajlbHeHE MPEACTABICHHS pe3yJbTaTiB JOCTIJKEHHS ICTOTHOCTI
IHHOBAI[Ii MapKETHHIOBOIO MEHE/DKMEHTY Ha KOMIUIEKC MapKETHHIY HaBeJeHO y Tabm. 1 3
JETaIbHOIO XapaKTEPUCTUKOIO KOYKHOI IHHOBAITI.

BILIUBY

Ta6muist 1 — [cTOTHICTB BIUTMBY iHHOBAIlIM MAPKETHHTOBOT'O MEHEKMEHTY Ha KOMILIEKC

MapKETUHTY

nop.

ITigxomu oo
1HHOBAI[IHHOT O
MapKETHHIOBOI'0
MEHEDKMEHTY

XapaKTepUCTUKH

Crymiap
BILIUBY,
%

Owmazanuse
YIpaBIiHHSI

— CHOPOIICHHS YCiX TPOIECIB i MepeMillleHh 3 METOK YHUKHCHHS
MIOMIJIOK 1 MapHOTparcTBa abo0 CHTyalii HEBUKOPHCTAHUX
MOKITHBOCTEH;

— 00OMiH iH(hopMaIli€ro 1 3MIITHEHHS 3BOPOTHUX 3B’S3KIB BCEPEIUHI
ycix ctep y manmpueMCTBI, a TaKOX Mixk chepamu;

— MOHITOPHHT KOMIDIEKCHOI SKOCTI;

— TIOCTii{Ha Koomeparlis

18

YrpapiiHHs
SAKICTIO

— TOJIMNIICHHs BUPOOHMYOI AisTILHOCTI Ta ii pe3ynbTaris;

— BHKOPHUCTaHHS MaTepialbHUX (TEXHIYHHX) 1 JIOACHKUX PecypciB
B iHTepecax Haile)eKTUBHIIOTO JOCSTHEHHS MMOBHOTO 33J0OBOJICHHS
noTped CIOKUBAUiB, CyCIiIbCTBA i CHIBPOOITHUKIB MiANPHEMCTBA;
— TIOJIIIICHHS SIKOCTI MUIIXOM PETYIISIPHOTO aHai3y pe3yNbTaTiB i
KOPDEKTYBaHHS  MiSJIBHOCTI, TIIOBHa BiJICYTHICTH ne(eKTiB i
HEBUPOOHMYUX BUTpAT, BUKOHAHHS BCHOTO HAMIUYCHOTO TOYHO B
CTpOK;

— TOmepe/KeHHS  TpWduH  AeeKTiB,  3adydeHHI  BCiX
CHIBPOOITHHUKIB 0 MiSTTFHOCTI 3 TOJIMIIEHHS SIKOCTI;

— AaKTHBHE CTpaTeTiyHe YNpaBiliHHS, Oe3NepepBHUN KOHTPOJb 3a
SKICTIO TPOAYKLii ¥ YIOCKOHAJIEHHS TPOIECiB, BUKOPHCTaHHS
HayKOBHX IJIXOJIB Y PO3B’s3aHHI 3aBJIaHb, PETYJIIPHA CAMOOITIHKa

15

PeimkxuHipuHT

— TIEPEOCMUCIICHHS 1 paJHWKajdbHE TEpernpoeKTyBaHHs Oi3Hec-
MpoIeciB Ui JOCATHEHHS 1CTOTHUX 3pYyHIEHb Yy KPUTHYHO
BOXJIMBUX ITOKAa3HUKAX pPe3yJbTaTHBHOCTI, TaKUX SK BHUTpATH,
SIKICTh, PIBEHb 0OCITYTOBYBaHHS 1 ONIEPATUBHICTB;

— Opi€eHTAIlis Ha TIPOIIEC;

— HEXTYBaHHS TPAAHIISIMH («JIAMaHHS MTPABHI);

— TBOpuYe 3acTOCyBaHHS iH(QOPMaIIHHUX TEXHOIIOTIN

MeneKkMeHT
3MIH

— e(peKTHBHE TMOJIOJaHHS 3MiH, 30KpeMa OpraizamiiHux, 3
MiHIMaJIbHUMH MOKIIMBUMH 3YCHJUISIMH;

— TOCTiitHa Koorepailis 3aMicTb KOH(GPOHTAIIIT;

— JleNeryBaHHs 3aMiCTh POOUTH CAaMOMY;

— Y3rOJDKEHICTB JIii 3aMiCTh HaMaraHHs OyTH OpUTIHAIBLHUM;

— 1iHTerparis 3aMiCTh crieniani3arii

benumapkinr

— BHBYEHHS Kpamloi MPaKTUKM KOHKYPEHTIB 1 HiINpUEMCTB i3
CYMIXKHHX TalTy3ei;

— TmocTiliHe MOpIBHSHHA OakaHWX 3MIiH 1 pe3ysbTariB Oi3Hecy 3i
CTBOPEHOIO €TAJIOHHOIO MOJICIUTIO BJIaCHOI opraHizauii 6i3Hecy;

— MOWIYK KOMIaHif, fKi poOJiATh IOCh Kpamie 3a BCiX Ta

10

)IOCJ'IiZI)KeHHH TOT'0, IK BOHH IBOT'O JOCATAOTh
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[Ipomosxenns Tabm. 1

— ¢QopmyBanHs  iHdopmamiiiHOi cuctemMu, 1m0 3abe3medye
OMIEpaTUBHE pETyJIOBaHHA KUIBKOCTI BHPOOJEHOT MNpOIyKmii Ha
KOXHI# cTajii BUpOOHUIITBA;

Ynpasniaas N .
6 GisHeC-9aACOM — ¢QopmyBanHs  opraHizamii = mANPHEMCTBA, IO  MOXHA 5
’ OXapakTepu3yBaTH 3a [JOINOMOTOK TaKHX pHC, 5K CB0OOOja
nepemilieHb, KOMaHIHUN XapakTep AisUIbHOCTI i e1aCTHYHICTD;
— BHKOPHUCTAHHS Cy4acHHUX 1HQOPMAIIHHNX TEXHOIOTIH
— pearyBaHHS Ha TIIONUT €-KOPUCTYBadiB yciMa y4YaCHUKaAMH
CHCTEMH - BiJl MOCTaYaJIbHUKIB CHPOBUHH H YIIaKOBOK;
EQexmupne — pOo3Mi3HaHHA 1 BUYEPIIAHHS [TOTEHIIATIB paLioHaIi3alii;
7 |oOcmyroByBaHHS pe P . 18P . ’ 14
CTieHTiB — 30UIBIICHHS MPOAAXY 1 MPUOYTKIB 3aI[iKaBICHUX i IPUEMCTB;

— CHillbHE pO3pOOJICHHA CTpaTerii i mporpam pamioHamizamii
IpoleciB y pi3HHUX chepax Koomeparii

— 3iHTEerpoBaHa KOMIT'IOTEPHA MIATPUMKA (YHKIH PO3BUTKY
POIYKTY;

— (opMyBaHHS BUPOOHUIITBA, IUJIAHYBaHHS W  yNpaBIiHHA
MPOLIECOM BUPOOHUIITBA;

— TapaHTYBaHHS SKOCTi B YCiX CHIBIPAILIOKYNX Biminax i cdepax 16
Ha MAIPHUEMCTBI,

— BH3HAYECHI CTAHJAPTH MOETHAHHS;

— 1HTerparis HassBHUX cep pallioHai3alii;

— TapMOHI3aIlisl CKJIaOBUX KOHIICTIIIIT;

— OXOIUICHHS MPOIecy BUPOOHHUIITBA HA i JIPUEMCTBI

Kowmm’totepue
8 [3iHTerpoBane
BUPOOHUIITBO

— IEpEeTBOPEHHS HAYKOBMX 3HAaHb HA PHUHKOBUI MPOAYKT 3
ypaxyBaHHSIM iHTEpECiB yCiX YYaCHUKIB iIHHOBAIIITHOTO TIPOIIECY;
TpoBaitgunr — TOCepeHUIIbKA JTisUTbHICTE Y cdepi TpanchepTy TF)XHOJ'IOFiIZ;

9 | o — CTBOPEHH: Ta IPOCYBAaHHs HAa PUHOK HOBUX TOBApIB YU IIOCIYT; 6
1HHOBAIIH — KOMIUIEKCHE 3a0€e31edYeHHs IHHOBALIHOI JisUIbHOCTI;

— TMpOoLeC TPOBAWIMHTY IHHOBAIlil BiOYBAa€THCSA HAa BCIX CTAisfX
IHHOBAI[IITHOTO ITUKITY TPOAYKTY/TIOCITYTH

Jlxeperno: ckmagaeno aBropom 3a [11, C. 35-38; 14]

Omxe, HAWOUIBLIOTO BIJIUBY Ha KOMIUIEKC MAapKETHHIY MAlOTh TakKli HalpsMH:
omannue ympasniHHA (18 %), komm’ioTepHe 3iHTerpoBaHe BHUpOOHHMLTBO (16 %)),
ynpaBiiHHS sKicTio (15 %) Ta edexTuBHEe 0OcinyroByBaHHs KiieHTIB (14 %). 3rimHO MaHUX
Statista, HalimOMyISIPHILIMM HAMPSIMOM IHHOBAIITHOTO MEHEKMEHTY B €BpOII € OIIaINBE
yhnpaBiiHHA a00 BUPOOHUITBO, 110 BIPOBAIKYIOTh B CBOKO IISIBHICTH NMpuOau3Ho 60 %
mianpuemcts [13].

Jl51s epeKTUBHOTO BIIPOBAKEHHSI IHHOBAIIIM B KOMEPILIHY IISIbHICTh MiANPUEMCTBA
BapTO 1EHTHU(IKYBATH CKJIaJ0BI MAapKETHHTOBHX pECypCiB MiJnpueMcTBa e-toprism. o
CKJIaJly MapKETHHIOBHX PECYpPCIB BXOJAThH: TPYAOBI, (JIHAHCOBI, MaTepialibHi, 1HGOpMaIliiiHI,
iHHOBAIIiHI 1 acoBi (Tadu. 2).

Tabmung 2 — Cka10BI MApKETHHIOBUX PECYPCIB MiANPUEMCTBA €-TOPTiBIII

HaiimenyBanHs

Ne . XapaKTepUCTHKH
MapKETUHTOBUX PECYPCiB
— 3HaHHA, MO0 MOXYTh OYyTHM KOPUCHHMH B  XOji
1 HaykoBa Ta MeTozoforiuda  |MiANPUEMHHUIBKOI JisUTbHOCTI (iCHYIOYI NPUHLMIHN, METOIH

Oaza TUSUTBHOCTI TOIO) JUIA TOOaHHS BXXKE HAsIBHOI IMTPOOJIEMH, TaK
i 1715t 1i 3aBYaCHOTO POTHO3yBaHHS
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IIponosskeHHs TadII. 2

. L . |— BlamoBigHWI iBeHb KkBamidikamii Ta  KOMIIETEHIIHA
PiBens kBamiikarrii Ta 70cBif . . p (bixan B

2 . ) MpAIiBHUKIB, 10 JO3BOJUTh INBHUIKO JIOCSIITH Oa)aHUX
MIpaIliBHUKIB AP
pe3yJbTaTiB/IiIeH
3 CrerianbHi KOMI FOTEPHI — BHKOPHUCTOBYIOTBCS I OOpOOKH JaHWX, 3aMOBJICHbB, IIAHY
IIporpamMu IIOCTABOK TOIIIO
— CcTpaTerisi PO3BUTKY € CTPAaTeriyHUM IUIAHOM PO3BHUTKY
4 Crparerii Ta mporpamMmu MiNPUEMCTBA €-TOPTiBII, 10 BU3HAYa€ I[iTi, 3aBJaHHSA,
PO3BUTKY MIPIOPUTETH, HAIPSIM CTAJIOTO EKOHOMIYHOTO 1 COIliadhbHOTO
PO3BUTKY

— TMepeliK JiJIOBUX MapTHEPiB/IOCEPEIHUKIB, 3 SKUMH
mignucani abo MOXYTh OyTH TIiANHCAaHI KOHTPAaKTH Ha
MOCTaYaHHs CUPOBHHH, KOMIUICKTYIOUHX, MIPOIYKTIiB, HAJlAHHS
MEBHUX MOCITYT TOIIO

ba3a HassBHUX/TIOTEHLIHNX
5 |minoBHX MapTHEPIB,
MOCEPEIHUKIB

— cdopmoBaHa 0a3a JaHUX €-KOPUCTYBadiB, CIIOKMBAdiB Ta
TOSITEHUX KITI€HTIB (€-KOM FOHITI) 3TiHO JIAHIFOKKA TPOIAXKyY
Ta KUTBKOCTI B3a€MONIA 3 MIANPHUEMCTBOM 3a BECh 4Yac
(YHKLIOHYBaHHS MiIMPUEMCTBA

6 |[loprdens cioxuBaviB

— TIOJIOKCHHS TIANPUEMCTBA HAa JaHWA MOMEHT BIJIHOCHO
7 |[lo3uris Ha pUHKY BEITMYMHU 3alHATOrO CErMEHTY PHMHKY B CepelrHi KpaiHu abo
MiXKHApOAHIH apeHi

— o0pa3, poib, aMmIUlya, THUNAX, peMyTallis, IPOrHO30BaHE
OYiKyBaHHS  TOmoO. IMi/DKy BIacTHBE  aKyMyJIOBaHHS
Bi3yaJbHUX 1 BepOANbHUX KOMITOHEHT (alJIEHTHKH), IO N1a€
O17TBIII TOBHE YSIBJICHHSI ITPO MiJIPUEMCTBO

8 |CdopmoBanuii imimk

— arperyBaHHs YCiX CKJIaJOBUX KOMIUIEKCY MapKETHHTY B

9 |Komrutekc MapKeTHHTY
€JIMHY MAPKETUHIOBY CUCTEMY

JI>xepeso: CKIaaeHo aBTopoMm 3a [14-18]

Jlo CcKIIaJoBHX MapKETUHTOBUX pECypCiB MiANPHUEMCTBA €-TOPTiBJIi BiJHECEHO:
HayKOBa Ta METOJI0JIOTIYHA 0a3u; piBeHb KBadiQikalii Ta JOCBIJ MpaliBHUKIB; CIeLiadbH1
KOMIT'FOTE€pHI IpOrpaMu; CTpaTerii Ta HporpaMu pPO3BUTKY; 0a3u HasBHUX/TOTEHLIHHHUX
napTHEPIB, OCEPEIHUKIB; MOPT(HETh CIOKMBAYIB; MO3ULII HA PUHKY; CHOPMOBAaHUN IMIIK;
KOMILJIEKC MapKeTUHTy. Takok MapKeTHMHIOBI pecypcd JOpPEeuHo Iie po3autuTv Ha [19, c.
141]:

— MaTepiajJbHI MapKETHHIOBI pecypcH (KUIbKICHI OJUHMII BHMIpPY): HayKOBO-
METOAMYHI OCHOBU; CIeLialbHI KOMIT'IOTEpHI IPOrpamMu; MO3MILisl HA PUHKY.

— HeMmaTepiaJbHI MAapKeTHHIOBI pecypcd (SKICHI OAMHMII BHMIpPY): pIBEHb
kBajadikamii Ta JOCBiA MpaliBHUKIB, CTparerii Ta NporpaMu pO3BUTKY; c(hopMOBaHA
KJIIEHTCbKa 0a3a CIOXKMBAa4yiB 1 MapTHEpIB; MOPT(Enb 3aMOBJIECHb; MO3ULIS Ha PHUHKY;
chopMOBaHUil 1MiJI)K; KOMIUIEKC MApKETHHTY.

[lepen po3poOKOIO KOMIUIEKCY MAapKeTHHIy Ta BHOOPOM KOHKPETHHUX pECYpCIB,
3ac00iB 1 TEXHOJOTH MAapKeTHUHIYy MiANPHUEMCTBO TOBUHHO BU3HAUUTH 3arajbHy
KOHKYPEHTHY Ta MapKeTHHroBy cTparterito. [Ipouec ¢opMyBaHHS MapKeTHHIOBOi CTpaTerii
JIOT1YHO TOYMHAETHCS 3 aHATI3y 30BHIIIHBOTO Ta BHYTPIIIHBOTO CEPEIOBHIL MiANPHEMCTBA €-
TOPriBil Ha OCHOBI iH(OpMallii, OTpUMaHOi B pe3yNbTaTi MApKETUHIOBHX JOCHIKEHb Ta
IHTEpIPETOBAHO] 3a JOMTOMOT 010 3aC001B MAPKETHHIOBO1 1HPOPMALIIHHOT CUCTEMHU.

dopMyBaHHSI MapKETHHTOBOI cTpaTerii 1 TaKTHKW MIANPUEMCTBA €-TOPTiBIi, BUOIp
pecypciB 1 TEXHOJIOTIH MapKeTHHTY MarOTh 3/IHCHIOBATHCS TUIBKU Micis GOpMyBaHHS LiTeH
MIAMPUEMCTBA B yCiX cdepax HOTo MISTBHOCTI Ta OLIHKW CTPATEriYHUX albTepHATHB. Etam
OLIIHKM pe3yJbTaTiB Ta KOHTPOJIIO MapKETUHIOBOI iSJIbHOCTI HA MIANPHEMCTBI €-TOPTiBIi HE
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MOBUHEH MAaTH IMKIIYHUNA XapakTep, a BUCTYNAaTH MPOMDKHUM €TalmoM 1 JDKEepelioM
dopmyBanHs iHGOpMaNii UIsI HACTYMTHUX KPOKIB y Oe3nepepBHOMY IpoOLEci KOPUT'YBaHHS
CHUCTEMH YIPABJIIHHSI MAPKETUHIOM B €KOCHUCTEMI €-TOPTiBII.

ABTOpPOM CHCTEMAaTH30BaHO CKJIAJIOBI MapKETUHTOBHX PECypCiB MiAMPUEMCTB €-
TOPTiBJIi, IO JO3BOJUThH OLIHUTH TOTOBHICTh MApKETHUHTY JO0 IHHOBAIIMHUX BIPOBAKEHb.
[I{omo BapTicHOI OLIHKKA MapKETHHIOBHX PECypCiB (MaTepialbHUX, (iHAHCOBUX, TPYAOBHUX,
iHpopMamiifHKX), M0 3AIMCHIOETbCS 3a TPAAUIIMHUMH MeToAuKamMu. Ilpum mpomy
3aCTOCOBYIOTBCS METOJAM BUTpaTHOro (oOmik ¥ aHamiz BUTpar Ha (QOpMyBaHHA Ta
BUKOPHUCTAHHS 3a3HAYCHUX PECYPCiB), MOPIBHAIBHOIO (MPU HAsSBHOCTI 0a3M JaHUX IO OIlIHIII
3a3HAYCHUX pECYpCiB Ha aHAIOTIYHUX O00’€KTaX 3 BUKOPUCTAHHSAM IIONMPABOYHUX Ta
KOPUTYBAJIbHUX KOE(DIIIEHTIB) Ta MOXIAHOTO MiAXOMiB. BUKOpUCTaHHS IOXITHUX METOIIB
OLIIHKH SIK MQpPKETUHTOBUX PECYPCIB, TaK 1 MAPKETHHIOBHUX 3YCHUJIb, O0YMOBIICHE BHAIJICHHAM
13 3aragpbHOl Macu aoxonay (mpuOyTKy) Ti€i HOro 4YacTHHH, IO CTBOPIOETHCS 3aBISKH
MapKETUHTOBIH JiSITBHOCTI.

om0 omiHKM MapKETHHTOBUX pecypciB (MaTepiaiiB, (¢iHaHCIB, mpaili, iHPopmarlii) 3a
TpaguIifHUMU MeTofamu. [Ipu 1poMy BuTpaTHHA Meronx (OOJIK 1 aHami3 BHTpAaT Ha
dbopMyBaHHS Ta BUKOPHUCTAHHS KOHKPETHOTO PECypcCy), MOPIBHSAJIbHUI METOJ (32 HasBHOCTI
0a3u JaHUX IS OI[IHKU KOHKPETHOTO PECYpPCy 3a aHAIOTIYHUMHU 00’ €KTaMU Ta BUKOPUCTAHHS
KOPEKI[IHO-KOPUTYBAJIbHUX METO/AIB Koe(imieHTiB) 1 wmerox goxonay. BuxopucrtanHs
JOX1IHUX METOIB OI[IHKH JUIsl aHAIII3y MapKETHHIOBHX PECYPCIB Ta MAPKETHHIOBHX 3yCHIIb
yepe3 Ty 4YacTHHY JOXOAy, 10 BuOpaHa 13 3arajipbHoro aoxony (mpuOyrky), ToOTO €
pe3yabTaTOM MapKeTUHTOBOI [isutbHOCTI [20].

BuCHOBKH 3 1aHOT0 JOCJII:KEHHS | NePCNEeKTUBY MOJAJbIINX PO3PO0OK 32 JaHUM
HANPSAMOM. 3HAIOUU CTPYKTYPY BHYTPIIIHHOTO MapKETHHIOBOTO CEPEIOBUINA ITiIIPUEMCTBA
IHHOBAI[IITHOT E€KOCHUCTEMH €-TOpPriBlli MOKHa e(eKTHMBHO pealli30oByBaTH KOHIEMIIIT
IHHOBAIITHOTO MApPKETUHTY Ta CTABHTH JIOBTOTPUBAJI I[iJTi, HE3BAKAIOYM HA NIBUIKOILTUHHI
3MIHH Yy 30BHIIIHbOMY CEpelOBUIIl. [HHOBaliHUI Mpollec € IEHTPAIbHUM €JIEeMEHTOM
(GYHKIIOHATPHOI ~ MOJENI  BHYTPIINIHBOI ~ MAapKETHHTOBOI  IHHOBAWIWHOI ~ €KOCHUCTEMH
MiAIPUEMCTBA €-TOPTiBIi. Y XOJi MOCHIIPKEHHS BUSBICHO, 1[0 HAWOUIBIINK BIJIMB MalOTh
IHHOBAIIIT MApKETHHTOBOTO MEHEHPKMEHTY Ha I[iHYy Ta MpaIliBHUKIB, a caMe TaKl MiIXO0Iu SK
OLIa/ITMBE YNPaBIIIHHSA, PEIH)KUHIPUHT Ta MEHEPKMEHT 3MiH.

3arajaoM, OJIHUM 13 TOJIOBHHMX 3aBJaHb MiANPUEMCTB €-TOPTiBIIl € PO3MIUPEHHS CBOEL
YaCTKW Ha PHUHKY 3a PaxyHOK PO3BUTKY Ta €(EeKTHBHOTO BMKOPHUCTaHHS MapKETHHTOBUX
pecypciB, 110 nependavyae KOMIUIEKC 3aX0/1B, EpeayciM MoOyA0BY MAPKETUHIOBOI CUCTEMHU
HiANPUEMCTBA, BUABJIEHHS MOXJIMBUX PU3MKIB, MiHIMI3allii 3arpo3, BpaXOBYIOUH MpaBUIIbHI
YIPaBIiHCBKI MapKeTHHroBl pimeHHs. OIllHKa MapKEeTUHIOBUX pECYpCiB € OJHIE 3
KJIIOYOBHUX JIAHOK CTpaTeriyHoro (opMyBaHHS Ta NPUHHATTA Oi3HEC-pillieHb MiANPUEMCTB e-
TopriBii. [lepcrieKTMBHUM HANPSIMKOM TOJAIBIIMX JOCTDKEHh € CTPYKTYpYBaHHS
KOMIIOHEHTIB ~ MAapKeTHMHIOBOIO  MOTEHI[laly  MIJNPUEMCTB  €-TOPriBJIi Ta  OIHKA
pe3yIbTaTUBHOCTI.
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Innovative marketing management in the e-trade ecosystem.

The aim of the article. To develop a functional model of the internal marketing innovation
ecosystem of an e-trade enterprise and to identify the significance of the impact of marketing
management innovations on the marketing complex of an e-trade enterprise.

The results of the analyses. A completely new approach to the stages of the innovation
process is considered. Taking into account the constant interaction of marketing and the innovation
process, the author proposed to reduce the number of stages from 8 to 5, namely: idea,
product/service development, innovation, implementation and innovation value. To improve the
activity of the innovation process at e-trade enterprises, the influence of innovative marketing
management on the components of the marketing complex was investigated. The promising areas of
innovative marketing management include: lean management, quality management, reengineering,
change management, benchmarking, business time management, effective customer service, computer
integrated production, and the provision of innovations.

Based on the results of the study, marketing management innovations have the greatest impact
on price and employees, namely approaches such as lean management, reengineering and change
management. As for promotion and sales, in the world, such systems of innovative marketing
management as benchmarking, business time management and providing innovations are being
implemented the most.

For the effective implementation of innovations in the commercial activity of the enterprise,
the components of the marketing resources of the e-trade enterprise have been identified, namely:
scientific and methodological bases; level of qualification and experience of employees; special
computer programs; development strategies and programs; database of existing/potential partners,
intermediaries; portfolio of consumers; positions on the market; formed image; complex marketing.

Conclusions and perspectives for further research. Knowing the structure of the internal
marketing environment of an innovative e-trade ecosystem, one can effectively implement the concept
of innovative marketing and set long-term goals, despite rapid changes in the external environment.
The innovation process is the central element of the functional model of the internal marketing
innovation ecosystem of the e-trade enterprise.

In general, one of the main tasks of e-trade enterprises is to expand their share due to the
development and effective use of marketing resources, which involves a set of measures, first of all, the
construction of the enterprise's marketing system, the identification of possible risks, the minimization
of threats, taking into account the correct managerial marketing decisions. Evaluation of marketing
resources is one of the key links of strategic formation and adoption of business decisions of e-trade
enterprises. A promising direction for further research is the structuring of the components of the
marketing potential of e-trade enterprises and the assessment of effectiveness.

Keywords: innovation, innovative marketing management, ecosystem, e-trade, innovation
process, marketing resources.
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OCOBJIMBOCTI PO3POBKM CTPATETITi IPOCYBAHHS OHJIAMH-MATA3ZUHY
B YMOBAX IIU®POBOI TPAHC®OPMAIIII CYCIHLJIbCTBA

Cmammsa  npucesauena O00CIONCEHHIO  MEOPemudHUX — ACNeKmie ma NpakmuyHol
imnnemenmayii npoyecie po3pooKku cmpameii Npocy8ants OI3HECI8 8 YMOBAX PO3IGUMKY eNeKMPOHHOL
Komepyii ma yughposoi mpancghopmayii. Y cmammi npoananizo8ano wupoke Kojio iHCmpyMeHmie ma
niamgopmu, AKi BUKOPUCMOBYIOMbCA OJis PO3POOKU MapKemuHeogux cmpameziti. Hageoerno npuxnao
AKMYAIbHO20 OHAAUH-0I3HeCy, 071 AK020 0YI0 BUSHAYEHO YiTbO8Y AyOUMopito 3a OONOMO20t0 Memooy
«5SWy» M. I[lleppunemona, euxopucmano SWOT-ananiz ma memoo SMART ons nooanvuioco
dopmysanns cmpameeiti possumxy. loseedeno, wo euxopucmanns Social Media Marketing e
KOPUCHUM 07151 NIOBUWEHHS HCUMMEZOAMHOCII OI3HeCY, 1020 PO3GUMKY MA MAKCUMIZAYii NpUOYmKY.

Kirouori cmosa: Social Media Marketing, emextponHa KoMmepiiis, mpocyBaHHs, HuppoBa
eKOHOMiKa, n(poBa TpaHchopMallis 6i3HeCy, OHIaH-Mara3uHu

DOI: 10.15276/mdt.7.3.2023.10

ITocranoBKka mpobseMH B 3arajJbHOMY BHIVIAAI Ta il 3B'SI30K 3 BaMKJIUBHMH
HAYKOBHMH a00 NPaKTHYHUMHU 3aBIaHHsAMHM. CHOTOIHI 3a JIOIIOMOTOK0 3aCTOCYBAaHHS
HOBHUX TEXHOJIOTIA Ta iHHOBAIlli MOXHa ONTHUMI3yBaTH Ta MOKpamuTu cBiil Oiznec. I1lo6
3aJMIIATHCS KOHKYPEHTOCTIPOMOKHUMH Ta 3aTpeOyBaHUMH HAa PHHKY HEOOXITHO KOKHOTO
JIHS pO3BHUBATH Oi3HEC, BTLIOBATH HOBI 1/1ei, 3HAXOAUTH HOBI MOMKJIMBOCTI Ta CTBOPIOBATH
HOB1 Oi13Hec-MoJieNi, BUKOPHUCTOBYBATHU JiJUKITaN-pimieHHs. Jleski KoMmaHii 3aiaydaroTh
Cy4acHi 004MCIIIOBAJIbHI CEpBICH, ONTHUMI3YIOTh KIIEHTCHKY 1H(PACTPYKTYPY 3a JOMOMOTOIO
Mirpatii B XxMapy, IHTErpaliifHUX CepBICIB, a TAK0XK pOo3BUBaIOTh edge-pimenHs. [Hi Gi3Hecu
npuiiMaroTh pillleHHs, MOB'A3aHI 3 ONTUMI3ali€l0 W ouudpyBaHHAM Oi3HEC-IIPOLECIB,
JIO3BOJIAIOTH ICTOTHO ONTHMMI3YBaTH Ta 3HU3UTU ONEpaliiiHl BUTpPATH, Kpalle YIpaBIsTH
PHU3UKaMH i KOHTPOJIIOBATH OEHUYMApKHU MPOIECIB 1 KIFOUOBUX onepariid. Takoxk akTyalbHUM
HaAIpsIMOM B MOKpallleHH1 O13HECY € MApKETUHTOB1 KOMYHIKaII1i.

Ha croroani BiAMOBiaTH CydyacHUM CIOKMBYUM TpPEHIAM 1 MPOIMOHYBATU OibIIe
PI3HOMaHITHUX MOCTYT MOKYIISM € BUMOIOIO 4acy.
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AHaJIi3 OCTaHHIX JoCHiIKeHb 1 mnyOJikamid, B SAKHX MOKJAJeHUN NMOYATOK
BUPIlIEHHIO J1aHOI mpo0.JeMu i Ha siki cnupaerbest aBTop. Crij 3a3HAYNTH, 10 TpobdIeMHU
PO3BHUTKY pO3pOOKH CTpaTerii MpOCyBaHHS OHJIAWH-O13HECIB aKTUBHO pPO3TIIANIAIOTHCS B
HAYKOBOMY CEpEIOBUI 3apyODKHUX KpaiHu Ta VYkpaiaw. JlOCHi[KeHHSIMH CTpaTerii
MIPOCYBaHHs OHJIAiH-O013HeciB 3aiimaroTbest bepummpka JI. 1., KpaBuyk H. O. [1], sxi mix
IIPOCYBAaHHIM KOHCTATYyBaJIM CYKYIHICTh Pi3HUX BUJIB JiSUIBHOCTI IO TOBEACHHIO iH(pOpMAIIii
PO MepeBary MpoayKTy A0 kimeHTtiB, Koukina H. [2] moka3yBaiia BaXJIMBICTh CTUMYJTFOBAHHS
BUHUKHEHHS B CIIOKMBaviB Oa’kaHHS KyHOUTH ToBapu/mociyru, Aunpymkesnd M. 3. [3],
Aptioxina M. B., Ilomosa I'. B. [4] Ta iHmi. B po6oTax 1ux aBTOpIiB PO3KPUTO BAKIUBICTh
MPOCYBAHHS B MapKETHHTY, ETATI30BaHO 3aXO/]U MPOCYBAHHS Ta METOJIB MOJAHHS SIKICHOT
iHpopmMarii mpo TmpoayKT. AJle TemMa PO3POOKH CTpaTerii MPOCYBaHHs OHJIAWH-O13HECIB €
BITHOCHO HOBOIO, TOMY MOTpeOye OuIbIl TNTMOOKHUX JOCHIPKEHb Ta HOBHUX MiAXOMIB 10
3pO3yMiHHS MPOOJIEM 1 IIPOIIECY iX pO3B’sI3aHHS.

Buninennss HeBHpilIeHMX paHille YacTHH 3arajlbHOI Npo0JeMH, KOTPHM
npucBsuyerbess crarra. [lomanpmn gocmimkenHs SMM panyte 3po3ymiTu SK OHIJIAWH-
0i3HEC PO3BUBAETHCS, MAKCHMI3YEThCS MPUOYTOK, 3aly4arOThCs HOBI KIIIEHTH, BUXOAWUTH HA
HOBI MDKHApOAHI PHUHKH, a TaKOX SK BaXKJIMBO CTBOPIOBATU CTpaTerii MpOCYBaHHS IS
npoaykTiB kommnadii. Lle mgacTe MO3WTHBHMIA BIAKIMK B IMOJATKOBHX HAIXOKEHHAX 10
OromxeTy YKpainu BiJl 301bIICHHS peecTpallii 613HECiB, pO3BUTOK BUPOOHNYO1, IHHOBALIIHHOT
Ta cepu 3aiHATOCTI B HaIIIK KpaiHi, a TAaKOXK MiAHATTS HH(POBOT EKOHOMIKH, HABITh i/ Yac
MOBHOMACIITAOHOTO BTOPTHEHHS pocii B YKpainy.

@opMyJIIOBAHHSI METH CTATTi (MOCTaHOBKA 3aBAaHHs). Mera craTTi — JOCTIANTH
aKTyaJIbHICTh MPOOJIEMH pPO3POOKU CTpaTerii MpoCyBaHHS OHJAH-O13HECIB, MPOBECTU
6i0miorpadiunnii anami3 i OLIBIIOTO0 PO3YMIHHS JaHOI TeMH, OOTPYHTYBAaTH TOLIJIBHICTH
BukopuctanHga Social Media Marketing B xoHTekcTi mudpoBoi TpaHcdopmarlii 6i3HECIB
VYkpainu.

BukiiagjeHHs1 OCHOBHOIO MaTepiajy JOCTiIKeHHS 3 NMOBHUM OOIPYHTYBAHHSIM
oTpuMaHuX HaykoBuX pe3yabTaTiB. Social Media Marketing (SMM) e axryanbHEM
HaNpsIMKOM PEKJIaMHOi JIsNIBHOCTI y CBITI ¥ B YkpaiHi. Ll TeHneHuiss 3pocrae 3 KOXKHUM
poxoM. SMM npocyBaHHSI MOCHIIIOE MIJBULICHHS MOMYJISPHOCTI OpEeH[IB Ta MOKpallye ix
Bi3yaJIbHY 1IEHTHYHICTh Yy COLIaJIbHOMY MeJia-pocTopi. 3a OCTaHHI KUIbKa POKIB PUHOK
SMM Bupic 1 craB Ounbm npodeciiinuMm. KomnaHii modanu Kpamie po3yMITH BaXIJIHBICTb
BUKOPUCTaHHS COLIAJIbHUX Mefia g Oi3Hecy Ta pexiamu. Takox OynuM CTBOpEHI
crieliali3oBaHi areHTCTBA 3 PEKJIaMH Ta MPOCYBAHHS B COIIaJIbHUX Mepekax [5].

Jlis OUIbLI YITKOTO aHali3y BUKOPUCTAaHHUX TEPMIHIB Ta BU3HAUYEHHS MEPETHHY
HaIpsIMIB JTOCJIIJDKEHHS OYyJIM 3aCTOCOBAaHI METOJU CY4acHOTO Oi0JI1OMETPUYHOTO aHami3y 3
HayKoOMeTpHuHOi 0a3u JaHux Scopus. 3a pe3yiJbTaTaMHd MOXEMO CIPOrHO3yBaTH, IO B
MEepIOIMYHUX BUJAHHAX 3 SBUTHCS OUIbINA KUIBKICTh HOBHMX MyOJiKaIliii Ta yBara 10 TEMH
Oyze aKTyalbHOIO.

VY 0a3i gaHux Scopus JiJEpOM 3a KUIBKICTIO OIyOJIIKOBAaHUX JOKYMEHTIB 3a JIaHOIO
temoro € Cnonmydeni lItatu — 533. [Ipyroto kpainoro € Inaig 3 284 nokymeHTaMu. 3a HUMHU
BenukoOputanis — 166 moxkymentiB, Kutait — 157, [amonesis — 122, a Ykpaina Ha chOTOAH1
Mae nutie 17 myOmikartiii 3 miei Temu (pucyHok 1).
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Pucynok 1 — loxymentu TOII-5 kpaiH, HayKoBIIi SIKUX 3pOOMIIM BHECOK Y JOCI1IKEHHS
Social Media Marketing
Jlxxepeno: moOy1oBaHO aBTOpaMU Ha OCHOBI 0a3u JaHUX Scopus

Takox 6yno mpoBeneHo 6GiOmiorpadiunmii amamiz po6ir? y Scopus Database 3a
tepminom «Social Media Marketing», BUKOpPHUCTOBYBaHMM Y OCIHIDKEHHSX 32 BCi POKH,
Bkiogaroun 2023 pik (pucyHok 2). B3aemomnos’sizanumu TepMinamu € «Social networking
(online)», «e-commercey, «marketing», «digital marketing».
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Pucynox 2 — Bibmiorpadiunuii anaiiz 3a tepminom «Social Media Marketing»
Jlxepeno: moOym0BaHO aBTOpaMH Ha OCHOBI1 0a3| TaHUX SCOpus

2 3a I0MOMOr0I0 MPOTPAMHOIO IHCTPYMEHTY [1JIs MOOY/I0BH Ta Bi3yauizauii 6i01i0METPUYHIX MEPEK
VOSviewer. URL.: https://www.vosviewer.com/

146


https://www.vosviewer.com/

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

MapkeTusr i mudpoBi TEXHOJIOTIT Tom 7, Ne 3, 2023

B Vxkpaini BnpoBamkenass SMM cTpareriii 3pocTae, a coIliaJbHI MEPEXi, B CBOIO
qyepry, CTajld He3aMiHHUM IHCTPYMEHTOM MapKeTHHTy. SMM nomomarae migBUIYBaTH
yBary 10 OpeHay, 3aJlydaTH HOBHX KJI€HTIB Ta 30uUIbIryBatu mpoaaxi. SMM-ctpareris
NOBMHHA OyTHW po3pobiieHa BiAMOBiAHO A0 ayauTtopii Ta Openay. Kommnanii MoXyTh
BHUKOPUCTOBYBAaTH Bijico, (OTO, ayaiOo-KOHTECHT Ta 1HIIE I JOCATHEHHS e SMM-
kammadii. [Ipu po3pobui SMM-cTparerii BaXJIMBO BpaxOBYBaTH HE TIIBKH OCOOJMBOCTI
COIliaJIbHOI Mepexi, a W TeHJEeHIIi TOBEOIHKM pUHKY Ta ayaurtopii. Cepen
HAMMOMYNAPHIIINX YKPaiHCHKUX COLIAIbHUX Mepex BHAULAIOTH: Facebook, Instagram,
YouTube Ta TikTok [6].

[IpocyBaHHS uyepe3 IHTEPHET - 1€ KOMIUIEKC 3aXOJiB, CIIPSIMOBAHUX Ha 301TbIICHHS
BUMMOCTI BaIllOr0 OpeH/y, TOBApy UM MOCIYrH OHJIAH-cepenoBuili. Tox, OCHOBHI METOIH
pocyBaHHS yepe3 [HTepHeT moKka3aHo Ha PUCYHKY 3.

SEO (Search Engine Optimization) — me

Pexnama Ha Gnorax ta ONTHMI3allisl CalTy AJISI MOLIYKOBUX
caiTax — 1e po3MileHHs cucteM, TOOTO 11100 BiH 3aiiMaB BHUCOKI
pexJIaMHUX OaHepiB Ha no3ulii B pe3ysbrarax nouyky 3a £ PPC (Pay-Per-Click) —
caiftax Ta Onorax, sKi NIEBHUMH KJIIOYOBHUMH CIIOBAMH.
' : 116 KOHTEKCTHA
MaroTh 3B'SI30K 3 TIOTPiOHOIO
. pekiama, 1e
HIIIEIO Y TEMATHKOIO.
k TUTATUTHCSA 32 KOXKECH
== KITIK Ha OTOJIOIICHHSI.
4 é MapKkeTHHr y colialIbHUX
CTBOpEHHSI KOHTEHTY — L€ Meromm MEpEXKax — Ie 3aTyHCHHA
CTBOPEHHS IIKABOTO Ta KOPUCHOTO IpOCYBAHHA TIOTEHIIHHAX KITIEHTIB Yepe3
KOHTEHTY, SIKUI IIPUBEPTAE yBary I cpes coulalbHl MEPEKIL, TaKl AK
1iTEOBOT ayUTOPIi Ta Jomomarae HTCPHET Facebook, Instagram, Twitter
BCTaHOBUTH aBTOPUTETHICTh \ TOIIO.
Openmy. L /.
\_ J Bizeo-MapKeTHHT - 1ie
Email-mapkeTunr — ue CTBOpPEHHS Ta
BUKOPHCTAHHS €IE€KTPOHHOI PO3IOBCIOIKEHHS BiJI€0-
TMOMITH JUIS IPSIMOT PEeKIaMu KOHTEHTY ISl 3aJTy4CeHHS
TOBapy 4M MOCIYTH. \ MNOTECHIIMHUX KII€HTIB.

Pucynok 3 — Meroau npocyBaHHs yepe3 [HTepHET
JIxepeno: mobyaoBaHo aBTopamu 3a [7]

OTxe, TpOCYBaHHA B COIIAJBHUX MeEpeXax MOXE JIOTIOMOTTH ITiIBUIIATH
Hi3HaBaHICTh OpeHIy, 30UIBLIMTH CBOIO AyAMTOPII0 Ta MPOAAXi, MOKPALIUTH BIJIHOCHHU 3
KJIIEHTaMM Ta MOKPALUTH CBOIO PEMyTAIliIO.

SMM-iHCTpyMeHTH BKJIIOYalOTh y cebe pi3HI IHCTPYMEHTH Ta IaT(GopMu, IO
BUKOPUCTOBYIOTBCS Ui PO3POOKH Ta BUKOHAHHS MApKETHHTOBUX CTpaTeriii B COIiaIbHUX
Mepexax. J1o Takux IHCTpYMEHTIB MOXKYTh HaJIeXKaTu:

- [Tnatrdopmu ympaBiiHHS coliadbHUMH Memia — Taki sk Hootsuite, Sprout
Social, Buffer, sxi m103BONSIOTH KepyBaTH IEKIIBKOMa COIIaJbHUMHU MeJlia-akayHTaMu 3
OJHOT'O MICIIS;

- AmnaniThyHi iHCTpyMeHTH - Hampukian, Google Analytics, siki J103BOJSIOTH
BHUMIPIOBATH PE3yJbTaTH COLIANIbHOI Me/ia-KaMIaHii, a TakoX 30MpaTH Ta aHaNI3yBaTHU JaH1
PO ayIUTOPiIo;

- [HcTpymenTn aBromaTm3anii - taki sk I[FTTT aGo Zapier, siki 103BOJISIIOTH
AaBTOMATHU3yBaTH PYTHHHI 3aBJaHHsA, Takl sAK MyOmikamii B col. Media abo BiAmpaBka
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MOBIIOMJIEHE;

- [HCTpyMeHTH 17151 KOHTEHT-MapKeTHHTY - Taki sik Canva, Adobe Creative Suite,
SIK1 TOTIOMAraroTh CTBOPIOBATH SKICHUN Ta MPUBAOJIMBUN KOHTEHT IS COIl. MEJia;

- [HncTpymenTu pexiamu - taki sik Facebook Ads, Google Ads a6o Instagram
Ads, siKi 103BOJISIFOTH CTBOPIOBATH TapreTOBaHy pekiiamy B coil. Mepexax [8].

Jlns mpuKIazy po3risily PO3pOOKM CTpaTerii MpOCYBaHHS pPO3IIISTHEMO OHIAUH-
Mmazasun yonosiyux axcecyapie «SKILL»® B wmicti Cymu. OHnaiiH-MarasuH 4YOJIOBi4MX
akcecyapiB «SKILL» crneniamnizyeTbcst Ha MpoAaxi YOIOBIYMX CYMOK 3 HaTypajibHOI abo PU-
MIKipy. 3aMOBJIEHHS 0(OPMITIOIOTHCS OE3MOCEPEHBO Yepe3 CaluT OpeHIy, COollialibHI Mepexi,
MECEHKEPH Ta 0 TeIe(OHY.

Ilepen Tum, gk 3aliMaTHCh PO3POOKOIO CTpaTerii, HEOOXiMHO NpPOaHATi3yBaTH Ta
NPOCETMEHTYBATH AyIUTOPII0 KOMIaHii. 3arajbHi XapaKTePUCTUKU LUIbOBOI ayauTopii B
OHJIaH-Mara3uHi 4osoBiunx akcecyapiB «SKILL» nmokasani Ha pucyHokK 4.

G CEEEE— ey G
N ”
Jemorpadiuni I'eorpadiuni Exonomiuni MoruBaniiini Henxonoriuni
YooBiKH Ta KiHKH TIpoxuBatoTs B Hoxin € [MomapyHOK st JIi1s KO’KHOTO KITi€HTa
(mepeBaxxHO Vkpaini abo 3a cepenHiM abo KOXaHOTO notpidex
40JIOBiKH), 17-45 i MEKaMH, TaK BUILIC YOJIOBIKA, IHMBIAyadTbHUH i IXi],
POKiB, y SIK CYMKH JIETKO CEepEeIHBOTO Ta 36epiranHs Ta 0COOJINBO, SIKIIO KITIIEHTH
BifIHOCHHAX a00 BiINIPaBIIAIOTHCS cTabiIEHUM. MIePEHECeHHS € nocTiHuMHU. Y TakoMy
CaMOTHI, OCBiTa HE 3a IOTIOMOT' 00 3ne6uIbImoro € JIOKYMEHTIB, BUMAJIKY, € MOXKJIUBICTb
Mae€ 3HA4YCHHS MOIITOBUX BJIACHUKAMU HOYTOYKIB, OIIATY, JeTanbpHime
CIyx0 5K 10 Majoro abo CIIOPT. JOCIIKYBaTH XHi
VYxpaina, Tak i CepeIHbOro o0agHaHHSA, norpedn.
o €Bporri. Oi3Hec. TOLIO.
\. J \ J \. PAN J \_ J

Pucynok 4 — Anamni3 LA 3a 5 3aranbHUMH 03HAKaMU
JIxepeno: moOyaoBaHo aBropamu 3a [9]

Jlis BU3HAYEHHsSI CETMEHTIB LJIbOBOi ayAuTopii oHyalH-marasuHy «SKILL» wMmu
3actocyeMo Meton «5SW» M. Illeppunrrona. lleii MeTon € NOMMPEHUM Yy MPAKTULI
JOCTIPKEHHS CIIO’KMBAYiB. AJKe, UMM Kpallle CETMEHTYIOTh LINIbOBY ayIUTOPII0, TUM OLIbIIe
NEPCOHATI30BAHUMH CTAIOTh MPOJYKTH, 60 MOKHA IIPOMIOHYBATH KOKHOMY CEIMEHTY caMe Te,
mo #WoMmy mOTpiOHO. Y pa3l TpaMOTHOTO BHUKOPUCTAHHS 3JAaTHUM SKICHO TOJIMIIUTH
MOKa3HUKH MPOJIaXiB 1 MIBULLIUTH JIOSUIBHICTD ayTUTOPIi.

3acTocyBaHHsI JIaHOTO METOJy [Jsl aHali3y LUIbOBOI ayauTopii OHJIaliH-MarasuHy
«SKILL» naBeneno y tadm. 1.

3 MIpodins B corianpHiii Mepexi. URL: https://www.instagram.com/useful skill/
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Tabmuus 1 — 3acrocyBanHst MeToay «5SWy» M1 aHATI3Y IITHOBOT ayUTOPIi OHJIAH-

Marasuny «SKILLy»
[uTtannas I'pyma 1 I'pyma 2 I'pyma 3

o (what) — sikuit | YomnoBiui mkipsiHi [TopT™moOHE 3 CyMKH-CITiHT, WKipsSHi nopTdeni,
TOBAp MPOCYBAETHCS | KIIOUHUII, OpENIKM, | HATypaJbHOI MIKIpH, | KEHCH, BEJIMKi CYMKH 3

BupoOwm 31 PU OaHaHKH 3 HaTtypanbHOi Ta PU mikipn

HIKipH, IKapHIeTKH HatypanbsHOI Ta PU

HIKipH

Xro (Who) — stkmit | JKiHKH, 90IIOBIKH JKiHKH, 40I0BIKH JKinku, 9010BiKH, 10Ope
KIIIEHT KyIye ToBap | (TepeBakHO (mepeBaskHO 3abe3mnedeHi, 17-45 pokiB

4oJIoBikn), 17-45
POKiB

40J10BikH), 17-45
POKiB

Yomy (why) — sika
MOTHBAIlisI KJIiEHTa
CTa€ MPUYUHOIO
KYHIiBJIi TOBapy

Ha mipeseHT abo sk
JOJIATOK JI0
TOJIOBHOT'O
MOJIAPyHKY

IHomapyHok nis
pimauX abo
OJIN3BKUX YOJIOBIKIB

[HomapyHox mns pigauX ab0
OIM3LKUX YOJIOBIKIB, IJIs
BJIACHOT'O BUKOPHUCTAHHS,
MIPUBITaHHS KOJIET

Komu (when) — 3a

[Ipotsirom poky

[Ipotsirom poky

[Tonut Ha mi ToBapu 3pocTae

SIKUX YMOB nepen cBsitamu (JIeHb ko3amTBa,
BiJI0OYBa€THCsI Hoguwii pik, 14 oToro) ta nepen
MTOKYTIKa JITHIM CE30HOM

e (where) — 3aMOBJIEHHS Yepe3 CaiT, colianbHi Mepesxi, yepes meceHmkepu (Telegram,
KaHaJIM peasisarii Viber) ta 3amoBneHns y tenedoHHOMy hopmati

TOBapy

Jlxepeno: ckianaeHo apropamu 3a [10]

Omxe, g 3abe3meueHHs] MOCTIMHOrO POCTYy HEOOXITHO MEPIOJUYHO MEperyisaiaTh
XapaKTEPUCTHKHN ayJUTOpii, SIKI MOXYTh 3MIHIOBATUCS B 3aJI€KHOCTI Bl OCOOIHMBOCTEH
TOBapHOI MPOMO3UIIiil, TPEHIIB, JiSUTbHOCTI KOHKYPEHTIB Ta 1HIIUX QakTopiB. (s BU3HaUYCHHS
NpaBUIBHOI Ta Ji€BOI cTparerii MpocyBaHHS, BapTO PO3YMITH CBOIO IIUILOBOIO ayIAHTOPIIO,
TOOTO, XTO BOHH, YOMY BOHU KYITYIOTh II€BHI TOBAPH 1 Uuepe3 sKi KaHaJI OTPUMYIOTh KOPUCHY
iHdopmarito. YiTke po3yMiHHS CIIOKHMBAuiB JIOTIOMOKE €(EKTUBHO PO3MOAUIATH OIOIKET
MapKETUHTY 1 320€31eUuTh YCIiX CTpaTerii.

3aasia po3yMiHHS MOBHOI KAPTUHU JiSUTbHOCTI OHJIAaH-Mara3uny, Tpeda BUSIBUTH HOTO
cyabKi Ta CHJIbHI CTOPOHM, a TaKOXX MOXIIMBOCTI Ta 3arpo3u, Ul I[bOIO BHUKOPUCTAEMO
SWOT-anani3, Sskuii Moka3aHo B Ta0iI. 2.

OTxe, MOXKHA BUJIUIUTH OCHOBHI Mpo0JIeMH, 1110 BIUIMBAIOTh Ha ()OPMYBaHHS OHJIAMH-
maraszuny «SKILL»:

1. CunbHa KoHKYypeHLis: KoMmaHii BaXKoO 3aJIlyduTH yBary MOTEHIIHHUX MOKYIIIB Ta
3a0€3MeYNTH TOCTIMHUN TOTIK KJIIEHTIB, HEOOXIIHUMA 1 NOCATHEHHs MmpuOyTkoBocTi. Lle
BUMAara€e TIOCTIMHOTO HampauloBaHHA HOBHMX i€ [uld MpHUBEpTaHHS CHOXKUBadiB Ta
BUKOPHUCTAHHS B1JIMOBIJHUX 3HaHb, TBOPUMX PILLIEHb Ta crieln(IYHUX 3/110HOCTEH.

2. Tlotpeba B axkTHBHIA pekjiaMi Ta HPUCYTHOCTI B coOLialbHUX Mepexax: s
JOCSATHEHHSI BHCOKOTO MPUOYTKY HEOOXITHO aKTHBHO PEKJIAMyBATH IIOCIYTH Ta YIPABISTH
aKayHTaMH B COLialbHUX MepexkaxX. CoriaqbHi Mepexi € BaXJIMBUM IHCTPYMEHTOM IS
MaJloro Ta CepelHboro Oi3Hecy, II0 J03BOJSE JOHOCUTH 1H(GOpPMAIIIO0 MPO CBOI TOPIOBY
MapKy JI0 CIIO’KUBaYiB.

3. Cesonnicte 0i3Hecy: TopriBias 4YONOBIYMMH CYMKaMH € YacTKOBO CE30HHUM
6i3HecoM. TlomuT Ha Taki MOCIYrH Pi3KO 3pPOCTA€ MiJl Yac CBATKOBMX JHIB, TakuX sK JleHb
ko3arnTBa, HoBwuit Pik, 14 mroToro Toino, ane 3ajJuIIacTbCsl HE Jy>Ke€ BUCOKHM Y PEIITY 4acy.
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Ile Mo>ke CTBOpIOBATH CKJIAIHOIII B 3a0€31eUeHH] CTaOIBHOTO MPUOYTKY.
Tabmuus 2 — 3acrocyBanast SWOT-ananizy mis onnaita-marazuny «SKILLy

S W
-3a710BOJICHHS KITI€EHTIB gepes HagaaHs | -1loBUTEHUIT TEMIT 3pOCTaHHS HA PUHKY.
BUCOKOSIKICHOTO 0OCITyrOBYBaHHS. -Bucoka KoHKypeHIis.
- HasBHicTh Bike iCHYIOUO1 KIIIEHTCHKOI Oa3H. -dOinancoBa HECTAOUTBHICTS.
- KonkypeHTocmpoMoskHi IiHH. -BigcyTHicTh ehekTHBHOI cTpaTerii.
-Hassnicts HEOOXITHUX pecypcis IS

3a0e3MeYCHHS POCTy Oi3HECY.
- Bucoxka sikicTs poayKInii Ta HaJaHHS MOCTYT.

@) T
-UiTke BU3HAYEHHS MO3UIIOHYBAaHHS OpeHTY. -IllosBa HOBHX KOHKYPEHTIB Ta iX aKTHBHE
-Po3mmpenns acopTuMeHTy ToBapiB. MapKETHHTOBE TPOCYBaHHS.
-OopMyBaHHA YHIKaJIbHOI IPONO3HULIT OpeHmy. -HecrabinbHa ekoHOMiIYHA CUTYAITisl.
-30inbIIeHAs  O0I3HAHOCTI  CIIOKMBAdiB IIOJO | -3aXOIUIGHHS PHHKOBOI YaCTKH KOHKYPEHTaMH,
OpeHmy. SIKi TIPOTIOHYFOTh aHAIOTIYHUI TOBap.
-EdexTnBHE BUKOPUCTAHHS PEKIIAMH. -3MmiHa npiopuTeTiB Ta Brogooans LIA.
-Po3poOka mpaBmiibHOT CTpaTerii MpOCyBaHHS. -lllBunka 3MiHA TpPEHAIB Ta HEMOXKJIMBICTH

MIPUCTOCYBAHHS O HUX.

JI>xepeno: ckinageHo aBTopamu 3a [11]

4. 3MiHa MOJHUX TeHIEHIIH: MoJa NMOCTIHHO 3MIHIOETBCS, 1 TTOTPIOHO BCTUTATH 32
HalHOBIIIMMU TEHJCHIIAMH, 100 3aJI0BOJIBHATH TOTPEeOM CBOIX KIIEHTIB. SKImO He
BIIPOBA/KYBAaTH HOBI CTHJII Ta JAM3aiHU, TO 1€ BIUIMHE Ha KOHKYPEHTOCIPOMOXKHICTB.

biznec, nos'a3aHuil 3 NpoJakaMH YOJOBIUMX CYMOK, BUMarae HeBeJIUKUX BKJIAJICHb Ta
MO’K€ OKYIUTHCS MPOTATOM 6-9 MiCsIIiB aKTHBHOI poOoTH. Yepes 1e Ha pUHKY ICHY€E 3HAYHA
KUIbKICTh KOMMAaHiH, 110 MPONOHYIOTh MOoAIOHI mocayru. s minepctBa Ha puHky, «SKILL»
NOBMHHI aKUEHTYBAaTH Ha YHIKQIbHUX IIepeBarax, BiJICTE)KyBaTH Cy4yacHI TEHJICHIi Ta
HOCTIHO BAOCKOHATIIOBATHUCS, BAKOPUCTOBYIOUN MAapKETUHIOBI PIlLICHHS.

PosrisiHeMO KOHKYpEHTHE CepeloBHIIE, sKe€ Jonomarae Oi3Hecy 3pO3yMITH CBO€
MiCIle Ha PUHKY, BUSBUTH MOXJIMBOCTI Ul PO3BUTKY Ta pO3POOUTH €(PEKTHUBHY CTpaTETiIo.
Ile BaXJIMBUI €JIEMEHT YCIIIIHOTO YHpaBiiHHA O0i3HecoM. Takok BapTO BII3HAYUTH, L0 MU
PO3MIIAIaTUMEMO JIMIIE KOMIMaHii, po3ramoBaHi B MicTi CyMH, OCKUIBKM BOHHM € MPSAMUMH
koHKypeHTamu «SKILL. Pe3ynpratn ananizy HaBeneHi y Tabm. 3.

Tabnuis 3 — Ilepenik KoHKypeHTIB Ha muatdopmi Instagram

Ha3Ba marazuny K-t Cepenns k-16 | Bukopucranus
HiINMUCHUKIB | BHOAOOAaHb Ta | TAapreTOBaHOI KoHkypeHTHa niepeBara
Ha aKayHTi KOMECHTapiB pexIaMu
Poliakov_leather 53 624 300 + Bucoxka mizHaBaHiCTh OpeHy,

BEJINKAH aCOPTHMEHT YOJIOBIUMX
CYMOK, CIIBIpalls 3 0JiorepaMu
Ta JIiJIepaMu TYMOK, HasBHICTh
JOJaTKOBUX TOBapiB (peMeHi,
ramasdili, OpraHai3epu, Toulo),
CTHJIbHE O)OPMIICHHSI CTOPIHKH,
BHUKOPHUCTAHHS 3HIKOK Ta aKLiH.
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[IpomoBykenHs Tabdi. 3

Kohan_bags 3442 65 + Be3kornroBHa 10CTaBKa IpH
KYMiBIIi Bi 2-X TOBapiB,
criBIparis 3 Oorepamu,
CTHIIBHE O(pOpPMIICHHS
CTOPIHKU, BAKOPUCTAHHS
3HIKOK Ta aKIii.

Pin_gvinl0 2292 18 - [IBuaka gqocTaBKa 1Mo YKpaii,
3HIDKKH 38 IPOMOKOJIAMH.

_Puzzle.ua 2 657 5 - HasiBHICTB 101aTKOBUX TOBapiB
(KeTKH, KPOCIBKH).

_Liberty56 2758 35 + [IBuaka qocTaBKa mo YKpaii,
HasIBHICTh BEJIMKOI K-Ti
BiJITYKiB.

Jlxeperno: ckinaneHo apropamu 3a [12], [13], [14], [15], [16]

Moskna Buninuta Marasun Poliakov_leather, tak sik BiH Maroe HalWOUIBIY KUTBKICT
KOHKYPEHTHUX TIepeBar i BeJIMKY KUIbKICTh MiANMUCHUKIB.

3a3HauMMoO, 1O 0a30BUM MPHUHIMIIOM CTpaTerii € 4iTko chopMylboBaHi Widi, SKi
BU3HAYAIOTh KOKHMH KpPOK peamizamii  mpoekty. EdexTuBHOIO — crparerieo  uis
CTpYKTypyBaHHS Bciel wiei iHpopmarii € Bukopuctanus metogonorii SMART.

Ilepwa yiny: 3MiHATH Bi3yasibHEe O0OpMIIEHHSI CTOPiHKH OpeHny B Instagram (tabm.
4).

Hpyea yine: monarae B 30UIbIICHHI 00CSTY Ta aKTHBHOCTI ayAauTopii Ha Instagram-
CTOpIHII (OCKUIBKM CTOpPIHKa caMe B IIiil COIIaJIbHIM MEpeXi € OCHOBHUM KaHAJIOM IS
npoJaxy ToBapis) (Tabim. 5).

Tabmuus 4 — Anroputm 3actocyBanss Metonoiorii SMART ans BizyanbHOro ohopMIiIeHHs

S | CTBOpUTH HOBHH AW3aiiH POQiT0, pO3POOUTH YHIKaIBHUHN CTHIIb, 3SMIHUTH LIAIIKY MPOQio,
PO3pOOUTH HOBI OOKJIAQJMHKH JJIsl aKTyallbHUX StOries, momnpairoBatu Haa 0)OPMIICHHSIM TTOCTIB.

M | Byne orineHa micis roToBoi poOOTH.

A | 1151 po3po0KH HOBOTO JTU3aifHy HEOOXiJTHO CTBOPUTH IpeceT sl 00poOKH ycix (oTo, miaidpatu
GbinbTpH, 38 JOMTOMOT00 (POTOLIONY PO3POOUTH OOKIAINHKH [T aKTyaTbHUX StOries Ta mesxnx
TMIOCTIB.

Py

3a 70nOMOroI0 HOTo Oy/ie 3aTy4eHO OUIbITY KUTBKICTh KIIEHTIB 1 yTPUMAHO BXKE ICHYIOUHX.

T | IIpoTsirom TH>KHSI CTBOPUTH 2 BapiaHTH Bi3yally Ta y3TOJIUTH 3 JHPEKTOPOM.

Jlxeperno: ckiajeHo aBTopamu 3a [17]

Tabmuus 5 — 3acrocyBanHs meronosorii SMART mist 301JIbIIEHHS] aKTHBHOCTI 2y TUTOPi1

[TigsuiieHHs 3any4eHocTi ayautopii Ha 80%.

Pesynprar Oyne BUMipsHHI 32 JIOTIOMOTOIO CTATUCTHKH Instagram.

3aryck MpaBUIBHOT TAPTeTOBaHOT PEKIIAMK, CTBOPEHHS I[IKaBOTO KOHTEHTY, TOIIO.

o> Z| »w

3a 10MOMOr00 OO Mara3uH I IBUIIUTH BIACHY Mi3HABAHICTb, JOSJIBHICTD Ta 301IBIIMTHCS
3aIliKaBJICHICTh ayJIUTODIi.

T | IIpoTsrom 40THPHOX THKHIB.
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Tpems yine: MOKpAIIEHHS B3a€EMO/II 3 ayauTopiero (Tad. 6).

Ta6muis 6 — 3actocyBanns metogoiorii SMART s mokparnieHHs B3aeMoIii 3
ayJIUTOPIEIO

S | Bubynysaru npyXHIO KOMYHIKaLiO 3 KJII€EHTaMH, IPOCJIIIKYBaTH BiIIOBIi HA KOMEHTapi,
3BEpHYTH yBary Ha CBOE€YAaCHICTh BIATIOBIEH KITiI€EHTaM.

Pesynprar Oyme BUMIpsSHUI 3a AKICTIO BiANIPaBIEHUX KOMEHTAPIB 1 TOBiTOMJIEHb.

CtBOpeHHs MIabI0HIB BiAIOBIACH, ITepeBipKa MOBIJOMIICHb Ta KOMEHTApIB.

> Z

3a TOTIOMOT 00 IFOTO Mara3uH ITiIBUIUTH BIACHY Mi3HABAHICTb, JOSIIBHICTH Ta 301IBIITUTHCS
3alliKaBJICHICTh ayIUTOPIi.

T | [IpoTsroM TpHOX TIKHIB.

JI>xepero: CKiIaaeHo aBTopamu 3a [17]
Yemeepma yinw: onpantoBanus cermeHTiB LA (tabi. 7).

Tabmuns 7 — 3actocyBanus metogonorii SMART st onpamroBanHs cermeHTiB LA

CHJIaHYBaTI/I Ta CTBOPUTHU peKJIaMHi IMOCTH IAJId KOKHOI'O CCTMCHTY.

5
M | PesynbraT Oyne BUMipsHUil 32 JOIOMOTOO CTaTUCTUKH Instagram.
A | byne BUKOHYBaTHUCh 3a JOIIOMOTOX0 TapreTOBAHO1 PEKIaMH.

3a I0MOMOrOr0 IIOT0 Mara3uH ITiIBUIIUTH BIACHY Mi3HABAHICTb, JOSIBHICTD Ta 30UIBIIMTHCS
3aIiKaBJICHICTh ayAUTOPIi, 3pOOUTH aHaTi3 KOXKHOTO cerMeHTy LIA.

T ‘ [IpoTsiroM ABOX THXKHIB.

JIxxepeno: CKiIajaeHo aBTopamu 3a [17]

Busnadeni 1 10moMoXyTh MoOynyBaTW BipHUN IDIaH i, BHOpaTH HEOOXiTHI
CTpaterii Ta IHCTPYMEHTH JJIsl colliaibHOro Menia. Takoxk, BapTO BIA3HAYUTH, 10 KOMIIAHIs
MaTHMe YiTKU{ TUIaH poOOTH Ta 3pO3yMi€, IKMI Pe3yNbTaT IOCATHE 1 SIKUMHU KPUTEPisIMH HOTO
OLIIHIOBAaTUME.

Orxe, BukopuctaHHs SMM-TpocyBaHHS € HEOOXIIHUM [UIsl PO3BUTKY JIaHOTO
6i3Hecy. HeoOXiJHO MiJIBUIIUTH PiBEHb JOBIPH ayJUTOPIi, MOCHINTH KOHKYPEHTHI NepeBaru
KOMIIaHii, TaKoX HEOOXIJHO ONTUMI3yBaTH aKayHTH Ha Iular@opMmax 1 nependadunuTa
CTpaTerilo NPOCYBaHHsS. 3a JIOMOMOIOI0 KOHTEHT-IUIaHYy MOXKHa SKICHO OpraHizyBaTu
KOHTEHT, IJaHyBaTH TE€MH, 4acTOTy IyOiikaiii, Touo. Takoxk, HAasBHICTb KOHTEHT-IUIaHY
JI0NIOMarae MaTH 4iTKy CTpaTeriio, sika OyJie CIPUATH MOKPALCHHIO pe3yabTariB. [Ipu sKicHO
BUIIIE3a3HAYCHI poOOTi oHnaitH-Mara3uH «SKILLy mocsar cBoix mijei.

BucHOBKHM 3 1aHOT0 JOCJHIIKEHHS i MEPCIEKTHBH NMOAAJBIINX PO3PO0OK 32 JAHUM
HanpsiMoMm. Omxe, BukopucranHd SMM B ykpaiHCbKOMY Oi3Heci J03BOJIs€ OpeHIam
3aJydUTH HOBUX KIIEHTIB Ta 30UIBIIMTH OOCAT NpPOJAaxiB, CTBOPIOIOYM LIKaBUH Ta
npuBaOauBUN KOHTEHT. CTBOPEHHS SIKICHOTO Bi3yaJlbHOTO Ta TEKCTOBOTO KOHTEHTY JUIS
OpeHny € JyXe BaXJIMBUM, OCKUIBKM BIH Ma€ NOTY)XHY CHJy INpUBEPTAaHHS YyBaru
KOPHUCTYBayiB, 3a JOMIOMOTI'OI0 HHOTO MOKHA BHUPI3HATHUCH CE€peJl KOHKYPEHTIB Ta 3ally4aTH
OUTBIIY KUTBKICTh KITIEHTIB. TOX, 11€ € BXKIIMBUM €JIEMEHTOM YCIIILIHOI CTpaTerii /Ui OpeHay
B [nTepueri. B crarti Oyno mpoaHanmizoBaHO €(EKTUBHICTh BUKOPUCTAHHS 1HCTPYMEHTIB
SMM-npocyBaHHsI yKpaiHCbKOro Oi3HECy Ta JOBEJEHO, IO METOAM Ta IHCTPYMEHTH
IPOCyBaHHS OyJIM JiEBUMHU JUIs oHyaiH-Marasuny «SKILLy, marpumano pemyrariro OpeHy,
3011BILIEHO CBIAOMICTh PO MarasuH, 3aIy4€HO HOBY ayJAMTOPIIO Ta 301IbIIEHO MPOIaXi.
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Development of an online store promotion strategy in the conditions of digital
transformation of society/

The aim of the article. The purpose of the article is to investigate the relevance of the problem
of developing strategies for the promotion of online businesses, to conduct a bibliographic analysis for
a better understanding of this topic, to justify the feasibility of using Social Media Marketing in the
context of the digital transformation of Ukrainian businesses.

Analyses results. The application of Social Media Marketing (SMM) affects the efficiency of
the business, maximizing profits, attracting new customers, and promoting the business itself. It also
plays a significant role in the evolution of the digital economy and digital transformation. Thus, it is
important to analyze and study this essential tool in detail, as well as the peculiarities of its formation
and use in various campaigns, start-ups, and new businesses. At the moment, only a limited number of
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scholars are focused on thinking about and researching the development of online business promotion
strategies. However, based on the needs of today's digital society, the number of scientific papers is
growing every year. Therefore, the issue of evaluation of Social networking growth and the use of
SMM in business activities becomes all the more crucial. The authors have traced in the paper an
accelerating trend of SMM research in Ukraine and all over the world, employing the method of
bibliographic analysis. The article details several methods of promotion via the Internet and focuses
on the features of promotion through social networks. A detailed implementation of promotion through
social networks has been provided in the research on the example of developing a promoting strategy
for the online store of men's accessories "SKILL".

Conclusions and directions for further research. The researchers applied the method of
"BW" by M. Sherrington to determine the segments of the target audience of the online store "SKILL".
The paper has detected that understanding the target audience helps to gain a competitive advantage
in the market through properly targeted marketing efforts. The authors implemented a SWOT analysis
to identify weaknesses and strengths, as well as opportunities and threats of the issue. The
identification of the major problems, which were affecting the online store's progress, gave impetus to
the implementation of SMM promotion tools. These tools proved to be efficient, resulting in a sales
increase, they established the brand's reputation and did the brand's promotion in general. By
examining the development and implementation of the promoting strategy, the article revealed that it
is appropriate to use that for companies and online stores, and hence advisable.

Keywords: Social Media Marketing, e-commerce, promotion, digital economy, digital
business transformation, online stores.
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AHAJII3 BINIMBY KOHTEHT-MAPKETHHI'Y HA CBIJOMICTb IIOKOJITHHA Z

Y cmammi posenanymo cmpamezii KOHmMeHM-MApKEMuHey, CHNPAMO6AHI HA NOKONIHHA Z,
RIOKPECIeHO 8ACIUBICHb PO3YMIHHA IXHbO2O MUCTEHHA OJisl pO3POOKU eheKMUBHUX MAPKEMUH208UX
cmpameeini. [Ipedcmagneni xeiicu ma HAUKpawi NPaKmuky KOHMEHM-MAPKEMUHZy, CNPSIMOBAHI HA
NOKONIHHA Z, 5K HA0aromv YseieHHs npo epexmusni kamnanii. Lfi npuxiadu suceimuoioms 0CHOBHI
eleMeHmu, Wo Npu3800ams 00 YCHIXY KAMNAHIL Ma 00NoMazaoms MapKemoniocam adanmyeamu ceoi
cmpameeii. Mapkemonoau nogunui nepeddavamu 3MiHU 8 YNOOOOAHHAX ma YIHHOCMAX NOKONIHHA Z,
wWob 3aMUMAMUC  eeKMUBHUMY Y CBOIX 3YCULIAX YV KOHMeHm-Mmapkemunzy. 3aeanom, ye
00CHI0JCEHH. HA0AE YIHKY THpopMayito Ol MAPKemono2ie, ki 0axicarms eNIUSAMU HA MUCACHHS.
NOKONIHHA Z 34 OONOMO2010 KOHMEHM-MAPKEeMUHe.

Kiro4yoBi  cioBa: KOHTCHT-MApKETHHI, IIOKOJIHHSA Z, CBIZJOMICTh, MHCJICHHS, IU(PPOBI
1aThOPMH, COIliaTbHI MEpeXKi, MAPKETHHTOBI CTpaTeTii.
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IlocTtanoBka mnpobieMH B 3arajJJbHOMY BHMIVIAAI Ta ii 3B'I30K 3 BaKJIUBHUMH
HAYKOBUMHM 200 NMPAKTHYHUMH 3aBAaHHAMU. [IoOKOIiHHS Z Npe/CTaBise 3HAUHUI CETMEHT
CIOKMBAYIB 3 YHIKQJIbHUMH XapaKTEpUCTUKAaMH, BIOJOOAHHAMHU 1 MOBEAIHKOIO. Sk mepiie
MOKOJIHHA, SIK€ TIOBHICTIO 3pOCTaJ0 Yy LU(POBY €MOXy, BOHU MAaWCTEPHO BOJIOAIIOTH
TEXHOJIOTISIMU, € COLIAJIbHO CBIIOMHMH 1 CYTTEBO BIUIMBAIOTH HAa (pOpMyBaHHS TPEHMAIB Ta
CHOXHBUYOI MOBEIHKU. BiATak, 3aylyueHHs Ta BIUIMB Ha CIIOKMBAYiB MOKOJIHHA Z CTajlo
OCHOBHHUM TIPIOPUTETOM JIJIsi MAPKETOJIOTIB.

TpaauuiitHi MapKeTHHIOBI METOMHM, sIKi YCHIIIHO (YHKIIOHYBaIM IJIsi TMONEPEAHIX
TIOKOJIiHb, MOKYTh HE PE30HYBATH B CEPEIOBHILI NOKOJiHHA Z. IX mocTiiiHo oTodye pekiama,
1 BOHM pO3BUHYJIU MNPUPOJHMHA IMYHITET A0 TPAAMLIHHUX pEeKIaMHUX oroJsiomeHs. Lle
MPEJICTaBIIsIE BUKJIMK JUISI MapKETOJIOTIB, sIKI TIOBUHHI 3HAWTH 1HHOBAIIMHI Ta 3aXOILTIOI0Y]
Croco0u MPUBEPHYTH yBary Ta 3MIHUTH MMCJIEHHS MOKOJiHHA Z. OAuH 13 MiAXOXiB, IO
OTPHMAaB 3HAYHUH TOMYJISPHICTH B OCTaHHI POKH - II€ KOHTEHT-MapKeTHHr. KoHTeHT-
MapKeTUHT Iepefdadae CTBOPEHHS Ta PO3MOBCIOJUKEHHS IL[IHHOTO Ta aKTyaJlbHOTO KOHTEHTY
JUIsl IPUBEPTAaHHS LIUIBOBOI ayJUTOPii, 3 METOI0 CTUMYJIOBAHHS MPUOYTKOBUX AiM KJIIEHTIB.
Lleit miaxig goOpe criB3BYYHUH 3 yIOJ00aHHSAMH Ta MOBEIIHKOIO MOKOJIIHHS Z, sIKe BUCYBa€
BHMOTH JIO TIEPCOHAIII30BAHOI Ta 3HAYYIIO1 B3aeMOJI1 3 OpeHaamMHu.

© 2023 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)

AHaJi3 ocTaHHiX gociailzkeHb i myOaikauniil, B SIKMX MNOKJIaJeHMil TOYAaTOK
BUPIlIEHHIO JaHOI nmpoljemMu i Ha siki cnmupaerbesi aBTop. [lokonmiHHS Z mpejacraBise
co0010 3HAYHUI CErMEHT CIIO’KMBAYiB 3 YHIKQJIbHUMH OCOOJIMBOCTAMM, IXHE CHPUNHATTS Ta
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peaxirisi Ha KOHTEHT MaloTh OCOOJIMBHUH 1HTEepec I JocHigHuKiB. [lokomiHHsS Z, sSike 4acTo
HAa3UBAIOTh <«U(PPOBUMH abOpUTEHAMH», BHPOCIO B €MOXY IOCTIHHOrO 3B’A3Ky Ta
iH(opmMariiiHoro nmepeBanTtaxeHHs [1]. Lle MOKOMIHHS Ma€ YiTKO BUPaKEHI XapaKTePUCTUKH
Ta BIOJ00AHHS, sKi (JOPMYIOTh iIXHE MHUCJICHHS Ta CHOXHUBYY MOBeAiHKY. [TokomiHHsS Z 1inye
OPUTIHAJILHICTD, MEPCOHAIZAIlII, COLIANbHY BIIIMOBIIAILHICTh TAa MO3UTHBHUN J0CBiA [2].
Bonu nparnyrs 1o B3aemoxii 3 OpeHgamu i OLIBII CXMJIBHI MiATPUMYBAaTH KOMIIaHii, 110
BIJIMOB1IAFOTH IXHIM I[IHHOCTSM [3].

JlocmipKeHHsT BIUTMBY KOHTEHT-MApKETHHTY JUIS CIIOXKHMBAYiB TOKOJIHHS Z BEIyTh
BUEHI Ta JOCIIJHUKH 3 pI3HUX cdep, TaKuxX SK MapKETHUHT, IICHXOJIOTIS CIO)KHWBAYiB,
comiagbHa KOMYHIKaIlis, iHpopMatiifai TeXHOJIOr 1.

10.0.T'onoBuyk, JI.B. Iubuyk, JL.II. Cepenuuiipka [4] mocimkyBanu i o0rpyHTyBaIN
(dbakTOpH Ta MPUYMHU MOMYIAPHOCTI KOHTEHT-MapKETUHTY, IPOaHali3yBaJId OCHOBHI KpUTepii
YCHIITHOCTI KOHTEHT-CTpaTerii.

M.C. Smenko [5] BBakae KOHTEHT-MAapKETUHI OJHUM 13 TOJOBHHX IHCTPYMEHTIB
MapKETHHTY, 3aBASKH 3AaTHOCTI €)EKTUBHO PO3MOBCIOKYBATH 1H(POPMAIIIIO0 PO KOMITaHII0
cepell CHOXHMBAUiB, 3AIMIIAIOYMCH TNPH [BOMY MEHII BHTPATHUM, HDK 1HIN mu(pOBI
IHCTPYMEHTH.

I'.O. Cainosa, I''A. Pamuenko [6] 3poOWIM BHUCHOBOK, III0 KOHTEHT-MApPKETHUHT 3
KO)KHUM POKOM CTa€ OUIbII BAKJIMBOIO CKJIAJO0BOIO IHTEPHET-IPOCYBaHHs. 3a JIOMOMOIOIO
HBOTO KOMIIaHisi MOK€ CTBOPUTH BIIACHHW HETIOBTOPHHUN CTWIIb, SIKHH KOpHUCTyBadi OyIqyTh
BIII3HABaTH HaBiTh 0e3 3a3Ha4yeHHs OpeHay, 30UIBIIUTH MOTIK OpraHiyHoro Tpadiky Ha CBOi
pecypcu Ta cTaTé OUTbII aBTOPUTETHUM OPEHIOM B OYaX CIIO)KHMBaYa Ta IMOITYKOBUX CHCTEM.

Ha nymxy P.bpennan, P. Kpodt, A.Peiin [7] cnoxuBaui mokoiiHHS Z IiHYIOTh
OpUTIHAJIIEHY Ta TPO30pPY KOMYHIKAIil0 Big OpeHdiB, HAaAMIpHHA PEKIAMHHA KOHTCHT
HPU3BOJUTH 10 PO3YapyBaHHS.

C. Pamenceka [8] Bif3HaumIa, M0 CTOPITENIHT - 11 MOTY)KHUI IHCTPYMEHT KOHTCHT-
MapKeTUHTY, SKUA HNpUBEpTaE yBary. 3aXOIUIIOIOYl PO3MOBIJi, L0 BUKIMKAIOTh €MOLi,
MOXYTh BCT@HOBHTH MIIIHUH 3B’A30K 3 MOKOJIHHSA Z. BpeHIM MOXYTh BHUKOPHUCTOBYBATH
METOAM CTOPITENIHTY, 1100 JOHECTH CBOi I[IHHOCTI Ta MICil0, PE30HYIOUHM 3 IparHeHHAM
MOKOJIIHHS Z JI0 IIJIECIIPSIMOBAHOT B3a€EMOII1.

€.B.bensik, O.B.€Brymescrka [9], po3Kkpuiid CYTHICTH CTOPITETIHTY, JOCIIAMIN HOTO
posib B TIpolleci KoMepiliamizamii MpOAYKIli, BHUCBITIWIN OCOOJUBOCTI CTOPITENIHTY,
PO3po0MIIN peKOMeHallii 1010 Horo BAOCKOHAJIEHHS.

[loxoniHHA Z 1iHYE MOXJIMBOCTI JJIsi CHIBTBOPYOCTI Ta AKTHUBHOI B3aeMOJIl 3
opernamu. C.Kosanp [10], 3a3naumia mo kopucryBanbkuii koHTeHT (UGC) mo3Bosise im
Opatu ywacTb, IUIMTHCS CBOIM JOCBIIOM 1 CTBOPIOBAaTM BJacHUM. bpeHanm MoxyTh
320X04yBaTH CTBOPEHHS KOPUCTYBALbKOI'O KOHTEHTY, 3aJly4alouyM MOKOJIIHHA Z 10 pO3pOOKH
NPOJAYKTIB, 3aUTYIOYM BIATYKH Ta BUKOPUCTOBYIOUM IXHiI KOHTEHT Y MapKETHHTOBHUX
KaMITaHisX.

[Hdmroencepu BiairparoTh 3HauHy posib y (GOpMyBaHHI BNOJOOaHb Ta IMOBEIIHKU
nokoiiHHA Z. ChiBopard 3 JiiepaMu AyMOK, sIKi TOJIUISIOTH IIIHHOCTI MOKOMIHHA Z 1 MaloTh
CBOIO IIUJTHOBY ayJHTOPiI0, MOKE TIOCHIIUTH OXOIUICHHS Ta BIUIMB KOHTEHT-MAapKETHHTY, TaKO1
x nymku H.B. IlapxaeBa, K.II. 3y6 [11], I. I'nunsaxesuu-Ilpons, M.B. IlaBnuceko [12], O.
I'opo6uenko [13], B. Xpankina, H. Bpromiko [ 14].

C.C. Jluca, A.B. Kymnik [15] 3rpynyBanu moka3HMKH €(EKTHBHOCTI BUKOPHCTaHHS
couiagbHUX Mepex mignpueMctBamu. OIliHKa BIUIMBY Ta pEeHTa0EIbHOCTI 1HBECTHLIN B
KOHTEHT-MapKETHHI Ma€ BUpIIIANbHE 3HAUCHHS JJIs OLIHKU epeKTuBHOCTI. Taki MOKa3HUKH,
K OXOIUIEHHS, 3aJy4eHICTb, KOHBEpCIl Ta aHalli3 HACTPOiB, MOXYTb JaTH YSBJIECHHS PO
epeKTUBHICTh KammaHii. JIOBrOCTPOKOBUI BIUIMB Ha CHPUHHATTS Ta JOSJIBHICTH 1O OpeHIy

O.B. Cemenoa. Ananiz niuey KOHMEHM-MaApPKemuney Ha c8i0oMicmb NOKONIHHS L 157



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

MOKHa BHUMIPSTH 3a JIOINOMOIOI0 BIJCTEKEHHS HACTPOiB MIOJ0 OpeHJy Ta ONUTYyBaHb
3aJI0BOJICHOCTI KJII€HTIB.

OckUIbKH 00JIaCTh JOCIIHKEHHS MMOCTIHHO PO3BUBAETHCS, HOBI BUEHI Ta JOCIITHUKH
NPUEAHYIOTBCA IO PS/IIB THUX, XTO BUBYA€ BIUIMB KOHTCHT-MAapKETUHTY HA MOKOJIHHA Z 3
METOI0 HaJaHHA KOPHUCHMX 3HAaHb JUISI MApKETUHIOBHX CTpPATEriil y LbOMY CIIOXHBUOMY
cerMeHTi. KOHTeHT-MapKeTHHT Ui MMOKOJIHHS Z CTUKAETHCA 3 TAKUMH BUKIMKAMU, SIK BTOMa
B1Jl peKiamMu, iHpopMalliifHe MepeBaHTaKEHHS Ta MOCTIMHO MIHJIMBUN UGPOBUI JaHIIadT.
[lomHst MOKOMIHHA Z CTUKAETHCSA 3 BEIMYE3HOIO KUIBKICTIO KOHTEHTY, TOMY Juii OpeHIiB
BKpail BaXJIMBO BHPI3HATH HOro Ta HaJgaBaTH MNPUBAOIMBUN 1 pEIEBAHTHUNA KOHTEHT.
MapkeTosord MOBHHHI IOCTIMHO aJanTyBaTH CBOI CTpaTerii KOHTEHT-MAapKETHHTY, 100 HE
B1JICTaBaTH BiJl MIHJIMBUX YIIOA00aHb Ta miaTdopM, SKUM HaJa€ mepeBary mOoKOJIIHHS Z.

Bupinennss HeBHpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NMPUCBAYYETHCS CTATTS. Ba)XITMBO pO3yMITH MUCJICHHS, BIIOJOOAHHS Ta IIIHHOCTI TOKOJIIHHS
Z. OCKUIbKH BOHO HAapOJIWJIOCS B €HOXy HU(POBUX TEXHOJOTIH 1 MOCTIMHO MiANaeTbes
BIUIMBY COLIAJIbHUX MEPEX, OHJIAWH-KOHTEHTY, HOrO MHCIEHHS BHU3HAYA€THCSA MPArHEHHSIM
JI0 OPUTIHAJIBHOCTI, COLIATBHOT BIOBIJAIFHOCTI Ta MIEPCOHATI30BAHOTO J0CBiNy. Po3ymiHHA
[[UX aCMEKTIB Ma€ BUpILIAIbHE 3HAYECHHS JJIsi PO3POOKU €(PEeKTUBHUX CTpaTerii KOHTEHT-
MapKETUHTY, SIKi 3HAWAYTh BIATYK Cepes MOKOIIHHS Z.

@opMy.IIOBAHHSI MeTH CTATTi (MOCTAaHOBKA 3aBJaHHS). MeTa JOCTIKEHHS —
IPOBECTH aHaJIi3 BIUIMBY KOHTEHT-MapKETHHTY Ha CBIIOMICTh IOKOJIHHSA Z.

BukianeHHs1 OCHOBHOrO Martepiajy AOCTIIKEHHSI 3 TMOBHUM OOIPYHTYBAHHAM
OTPUMAHMX HAYKOBHX pe3yabTariB. [lokomiHHSA Z, sSiKe BKIIOYAE JIIOJCH, SIKI HAPOAWUIHCS
Mk 1996 i 2010 pokamu, 3a manumu McKinsey, cranosiaste 40% CBITOBHX CIIOKHBAadYiB.
[Ilo6 He BTpauaTH TaKy 4acTKy PHHKY, OpeHaaM MOTpiOHO BHOYIOBYBaTH KOMYHIKAIIiO, IO
BIJIMOBIIATUME 1X I[IHHOCTSAM Ta iHTepecaM. I1okomHHSA Z BiAPI3HAETHCS BiJl IHIIUX MTOKOIiHb
THUM, 1[I0 BOHH TIEPIIi MOBHICTIO BUPOCIIY B €NOXY HU(PPOBUX TEXHOIOTiIH. BOHN pO3yMitOThCs
Ha TEXHIlll, MepIl 3a BCE BUKOPUCTOBYIOTh MOOLUIBHI MPHUCTPOI Ta MAarOTh BUCOKI CTAaHAAPTH
npoBeneHHs uacy B IHrepHeri. lle moOKoOmiHHS Hacammepel KepyeTbCsS MPOTpecoM i
3a/I0BOJICHHSIM Bia KUTTA. [lokomiHHS Z 1yXe 3aleKUTh BiJ MOOLIBHUX TEXHOJOTIH 1
HIPOBOJUTH OaraTo 4acy B Pi3HUX COLIAJIbHUX MEpexkax.

Hudposizaiis 3miHWIa cnocid crnoxuBaHHS 1HQopMalii, TOoMy HEOOX1THO
aJlanTyBaTUCS 10 MOTped: HajlaBaTH KOHTEHT y 3pYYHOMY JUIsl CHOXHBaHHA ¢opmari
(KOHTEHT MOBUHEH OYTH JOCTYIIHUM Ha pi3HUX IU1aT(opmax, 1 BiH HOBUHEH OyTH KOPOTKHUM 1
JAaKOHIYHMM), BUKOPHUCTOBYBATH COLiaJbHI Mepexi JUlsl B3aeMoJii (€ iAeaJbHUM CIOCOOOM
B3a€MOJII 3 MOKOJIHHAM Z, OCKUIbKM BOHM € aKTUBHUMH KOPHUCTyBauaMHU COIIaJIbBHUX
Mepex), CTBOPIOBATH KOHTEHT, SKMH € aKTyaJlbHUM 1 IIKaBUM (TIOKOJIIHHS Z IIKaBUTbCA
aKTyaJTbHHUMH HOBHHAMH Ta TeMaMH, SKi IX CTOCYIOThCS), OyTH KPEaTUBHHUMH Y CBOEMY
KOHTEHTI (NOKOJIHHA Z pPO34apyBajocs TPaJULIHHOIO pPEKJIaMOKo, TOMY MOTpiOHO OyTu
KpeaTUBHUMH, 11100 IPUBEPHYTHU iXHIO yBary).

BukopucToByloUM KINBKICHHM METOJ JOCTI/PKEHHS NS BHUBUEHHS €(EeKTHBHOCTI
KOHTEHT-MapKETHHTY IPOAHAII30BaHO BIUIMB Ha CTaBJICHHS CIIO)KMBAYiB TMOKOJIHHSA Z [0
IPOAYKTY. B sIKOCTI OCHOBHOTO IHCTPYMEHTY 300py JAaHUX BUKOPHUCTAHO aHKETyBaHHs. 30ip
JAaHWX BKIJIFOYAB OMMTYBAHHS PECIIOHJIEHTIB MOKOJIHHA Z it 300py iHbopmarlii mpo iXHe
MUCIIEHHSI, BIIOJIOOAHHS Ta CIIPUMHATTS, OB’ A3aHi 3 KOHTEHT-MapKETHHIOM.

AHKeTa po3po0JieHa TaKMM YUHOM, II00 OTPUMATH BIAIMOBIMI MO0 PI3HUX ACTEKTIB,
TaKuX K 3aJTy4eHHS MMOKOJIHHS Z 10 KOHTEHT-MapKEeTUHTY, iXHE CIPUNHHATTS OPUTIHATBHOCTI
NPOAYKTY, BIONOOAHHS MIOAO THIMIB KOHTEHTY Ta KaHATiB, a TAaKOX BIUIMB KOHTEHT-
MapKETUHTY Ha IXHI pIIIeHHs MI0JI0 KYyMiBJi. AHKeTa pO3MOBCIOJKEHA cepell MpPeICTaBHUKIB
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MOKOJIHHA Z 4Yepe3 TPyHH B COLIAIBHUX MEpPEekax, PO3CHIIKY EIEKTPOHHOK TOMITOK Ta
OHJIAMH-TUTaT(OPMHU.

AHani3 naHux, orpuMaHux Bif 150 pecrioHIEHTIB MOKOJiHHA Z, TO3BOJUB 3pOOHUTH
KiJIbKa KIIOYOBMX BHCHOBKIB HIOJI0 €()EKTUBHOCTI KOHTEHT-MAapKeTHHTY Y (OpMyBaHHI
iXHBOTO CTaBJICHHsSI JIO MPOAYKTY. Pe3ynapTaTd MiIKpIIUIeHI BiANOBIIHUM CTaTUCTUYHUM
AHATI30M Y TaOJHIISIX.

[Ipn Bu3HaAYeHI B3aeMOAll TOKOMIHHA Z 3 KOHTCHT-MApKETHHTOM, OUIBIIICTh
PECIIOHJICHTIB TOKOJIHHS Z TOBIIOMHIM NP0 aKTUBHY ydacTb. 3i 150 pecmonnentis 120
(80%) 3a3HaymiM, MO TIED YU IHIIOK MIPOI0 PEryNIIpHO B3AEMOIIIOTH 3 KOHTEHTOM,
cTBOpeHuM Openmamu (Tabdm. 1).

Tabmuus 1 — BincoTok piBHA 3a1y4eHOCTI OKOMIHHS Z Ha PEryIIspHOMY,
€Mi30IMYHOMY Ta PIAKICHOMY PiBHSIX

PiBennb 3amydeHHs BifncoTok pecrioHAeHTIB
Perynsipao 80%
Tromi 15%
Pigxo abo HiKOIH 5%

BusBneno, 1mo OpWriHadBHICTh € BHUPIMAILHUM (AKTOPOM, SKUH BIUIMBAE Ha
CIPUUHATTS KOHTCHT-MapKETHHTY TOKOJIHHSAM Z. BiAmoBinaouyn Ha 3amWTaHHS TPO TE, K
BOHM CIPUHAMAIOTh OpUTIHANBHICTE OpeHay B KoHTeHTi, 110 pecnongentiB (73,3%)
3a3HAYMIIM, 10 BOHU 3 OLIBIIOI0 HMOBIPHICTIO OyIyTh B3a€EMOIATH 3 KOHTEHTOM, SIKHI BOHU
CIPUAMAOTh K OpUriHaabHui (Ta0I. 2).

Tabmuist 2 — BiiIcOTOK COPUAHATTS TOKOJIIHHIM Z OPUTIHAJIIBHOCTI B KOHTEHT-

MapKETUHTY
CrpuiHATTS OPUTiHATIBHOCTI BincoTok pecrioHieHTiB
VIMOBipHICTB 3amydeHHs 10 y4acTi 73,3%
HetiTpansHuit 18,7%
IMeHTI CXHITBHI 10 y4acTi 8%

VY nocnigkeHH1 BUBYAJIOCS BIIOI0OAHHS MOKOJIIHHA Z 1100 PI3HUX TUITIB KOHTEHTY Ta
KaHamiB. Pe3ynbraTu mokaszanu, mo BieokoHTEHT (Bineo Ha YouTube Ta TikTok) € Haitbinbmn
MOMYJISIPHUM THUIIOM KOHTEHTY: 95 pecnonneHTiB (63,3%) obpanu ioro sk Oaxanuil popmar
KOHTEHTY (Tabun. 3).

Tabmuusg 3 — Briogo6aHHs MOKOJIIHHS Z 1110/10 TUIIB KOHTEHTY

Tun BMmicTy BifcoTok pecrioHIeHTIB
Bineo 63,3%
CorianbHi Mepexi 18,7
lbioru 10%
[loxkacTh 5,3%
[adorpadika 3,3%

[Ipu pociikeHH! BIUIUBY KOHTEHT-MAapKeTHHTY Ha pIIIEHHS MOKOJIHHSA Z TMpo
nokynky, 105 pecnonaentiB (70%) moroaumucs, 10 KOHTEHT-MapKETUHT BIJIMBAB Ha iXHi
pIIIEHHS [IPO MOKYIIKY B MUHYJIOMY (Ta01. 4).
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Ta6ymist 4 — BriiuB KOHTEHT-MapKETUHTY HA PIIIEHHS MOKOJIIHHSA Z TIPO MOKYIKY

BrutuB Ha pieHHs PO TOKYTIKY BingcoTok pecioHIeHTIB
Tax 70%
Hi 30%

o6 mocmiguTH TOTEHIIHHI B3a€MO3B’SI3KM MK 3MIHHUMH, OYJIO TIPOBEICHO
KOpEJSIIIHHNN aHaii3. AHal3 BUSIBUB 3HAYHY MO3UTHBHY Kopeswito (r = 0,68, p < 0,01) mix
CHPUHHATTAM aBTEHTUYHOCTI Ta 3aJTy4YEHICTIO 0 KOHTEHT- MAPKETHHTY, 110 CBIAYUTH PO TE,
10 PECTOHJICHTH TOKOMIHHA Z, SKi CIPUHMAIOTh KOHTCHT SK OPUTIHAIBHHM, 3 OlIBIION
HMOBIpHICTIO OyyTh B3aEMOMISTH 3 HUM (TabI. 5).

Tabnuis 5 — Pe3ynpTaTi KOPENSIIHHOTO aHAIli3Y

. N . . B3aemoist 3 KOHTEHT-
3MiHHI CrpuiiHATa OpUTIHATHHICTH
MapKETHHIOM
CrpuiiHsiTa OpUTTHAIBHICTD 1,000 0,680
B3aemoist 3 KOHTEHT-
A 0,680 1,000
MapKEeTHHIOM

3aranoM, pe3yabTaTH MOKa3ylTh, IO MOKOIIHHS Z aKTUBHO 3a7y4a€ThCs 10 KOHTCHT-
MapKETUHTY, @ OPUTIHAIBHICTD € KIIOUOBUM (PaKTOPOM, 10 BIUIMBAE HA iXHE CIPUUHATTS Ta
3aJIy4eHiCTh. BiJCOKOHTEHT BHUSBUBCS HANYITIOOJCHIIIAM THIIOM KOHTEHTY, a KOHTCHT-
MapKETHHI CYTTE€BO BIUIMBAE Ha iXHI pilIeHHS MO0 KymiBimi. L{i BUCHOBKHU MiJKpPECTIOIOTh
B)XJIUBICTh CTBOPEHHSI OPUTIHAIBHOTO Ta IIKABOTO KOHTEHTY I €()eKTUBHOTO BIUIMBY Ha
CBIOMICTb ITIOKOJIIHHS Z.

Pesynprati nocmiKeHHs HarOTh LiHHY iH(pOpMaIio mpo e()eKTHBHICTh KOHTEHT-
MapKeTUHTY y (OpMyBaHHI CTaBJICHHS CIIO)KMBaYiB HNOKOJIHHA Z 1O NPOAYKTy. Bucokuii
piBEeHb 3aJy4EHOCTI PECIOHJIEHTIB TMOKONIHHSA Z CBIAYUTH MPO IXHIO aKTUBHY YYacThb Yy
KOHTEHT-MapKeTHHry. Lle cBiauuTh mpo Te, Mo OpeHAM MaroTh MOXIIMBICTh HAJIAaroJUTH
3B’SI30K 13 MOKOJIIHHSAM Z 32 JJOTIOMOT'010 SIKICHO CTBOPEHOT'0 KOHTEHTY. OfHaK MapKeTojaoram
BO)XJIMBO PO3YMITH, IO MPOCTUH JOCTYH AO KOHTEHTY HE rapaHTye 3ainydeHHs. KoHTeHT
MOBMHEH BIAMOBIAATH I[IHHOCTSAM Ta iHTepecam mokoiiHHS Z. 1106 3aBoroBaTH MOBIpY Ta
aBTOPHUTET, OpeHJaM HEOOXiAHO BIPOBAPKYBATH MPO30pi KOMYHIKaliiHI crparerii. Bonun
MOBUHHI 30CEpEANTHCS HA MOLIMPEHHI ICTOPIA Ta JOCBIAY, SIKI PE30HYIOTh 13 MpParHEHHSIM
HOKOJIHHA Z 10 3Ha4yIIHX 3B’ SI3KIB.

Haganus nepeBaru BiIECOKOHTEHTY cCepell PECHOHJIEHTIB TMOKOMIHHS Z BIANOBIAA€
iXHIM 1M(POBUM 3BHYKAM 1 mHomyispHocTi Takux muatdop™m, sk YouTube i1 TikTok.
BineokoHTEHT MpoMNoHye Bi3yalbHO NMPUBAOIUBUI 1 3aXOIUTIOIOUMN JOCBIJ, SIKUH MpUBEPTAE
yBary HOKOJIHHA Z 1 ctuMymtoe 3anmydyeHHs. 11lo6 edexkTuBHO oxomuTH 10 aeMorpadiuyHy
rpymy, OpeHaaM BapTO PO3TJITHYTH MOKJIMBICTH BKJIIOYEHHS BiJIGOKOHTEHTY JO CBOIX
CTpaTeriii KOHTEHT-MapKETUHTY.

BucHOBOK Tpo Te, 1110 KOHTEHT-MapKETHHT CYTTEBO BIUIMBAE HA PIICHHSI MOKOJIHHS Z
1010 KYIIBI, MOCWIIOE BAaXKJIMBICTH T0Ope MPOBEICHUX KOHTEHT-KammaHiii. Hanaroum
NpUBa0IIMBUI Ta pEIEBaHTHWHA KOHTEHT, OpEHAM MOXYTh BIUIMBATH Ha CHPUHHATTS
IPOAYKTIB MOKOJIHHIM Z Ta CTBOPIOBATH 3B’A30K, KU MOTHBYE iX MpUAMATH PIIIEHHS PO
MOKYTIKY

BucHOBKH 3 HOCTIIXKEHHS MAlOTh KUTbKA HACTIAKIB JUII MapKETOJIOTIB, SIKi IParHyTh
BIUIMHYTH Ha MUCJIEHHS MOKOJIIHHS Z 32 JI0TIOMOT'0I0 KOHTEHT-MapKETHHTY:

1. OpeHIM MOBMHHI HAJlaBaTU MPIOPUTET OPUTTHAIBHOCTI Ta MPO30POCTI Y CTBOPEHHI
Ta MOLIMPEHHI CBOro KOHTeHTY. [100ya0Ba TOBipU Ta aBTOPUTETY Ma€ BUpIIIAIbHE 3HAUYCHHS
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JUISL HAJIAroJKEHHS 3B’ SI3KY 3 MOKOJIHHAM Z Ta (hOpMyBaHHS JIOBIOCTPOKOBOI JIOSUIBHOCTI JI0
Openny;

2. mepeBara BiJICOKOHTEHTY CBIIYUTH IpO Te, 10 OpeHaaM BapTO 1HBECTYBATH Y
BUPOOHHUIITBO BiJICO Ta BUKOPUCTOBYBATH NOMYJIApHI 1atdopmu, Taki gk YouTube i TikTok.
3aXOILTIOIYHIA CTOPITEIIIHT, Bi3yalbHa €CTETHKA Ta 3p03yMijli HAPATUBH MOXKYTh JTOTIOMOT'TH
CTBOPHUTH MIITHUI eMOIIITHUI 3B’ 30K 13 MMOKOJIIHHSAM Z |

3. mepcoHaIi30BaHMK Ta IHTEPAKTUBHUN KOHTCHT MOBUHHI OyTH BKJIFOYEHI B CTpaTerii
KOHTEHT-MapKETUHTY. MapKeTOJIOTH MOBHHHI JOCITIDKYBATH IHHOBAIIMHI IMiIXOIH, TaKi sSK
refimiikarrisi Ta KOpUCTYBallbKUH KOHTEHT, 100 MiABUIIUTH PIBEHb 3a]Ty4CHOCTI.

BucHOBKH 3 1aHOT0 TOCJTiI:KeHHS i MePCNEeKTHBHU MOAAJBIINX PO3POOOK 32 JAHUM
HANPAMOM. Pe3ynbTaTi TOCIIKEHHS MOKa3aiH, 10 NOKOJIIHHS Z aKTUBHO JIOJIYYa€ThCS 10
KOHTEHT-MapKETUHTY, a OPUTIHAIBHICTh € KIFOYOBUM (PAKTOPOM MPUBEPHEHHS IXHBOI yBaru
Ta CTHUMYJIIOBaHHS 3aJy4eHOCTI. BiJCOKOHTEHT BHSBUBCS HaWymroONeHIMM (opmaTom, a
KOHTEHT-MapKETHHT CYTTE€BO BIIMBA€E HAa PIIIEHHS MOKOMIHHA Z moao Kymisii. [To3utuBHa
KOpeJsllis MDK CIOPUMHSTTSAM OPHUTiHAJIBHOCTI Ta 3aly4YEHICTIO MiJKPECIIOE BAKIUBICTh
CTBOPEHHSI CIPaBKHBOTO Ta MMPO30POr0 KOHTEHTY, KWW BiJIIOBIIA€ IIHHOCTSM MOKOJIIHHS Z.

MapkeTooru MOBUHHI Ha/JaBaTH MPIOPUTET MEpCOHai3alii Ta iHTEPaKTUBHOCTI Y
CBOIX CTpATETisiIX KOHTCHT-MAapKeTHHTY, OpEHJHM TOBHHHI 3aBOIOBATH JIOBIpYy, HaJlaBaTH
pelieBaHTHUN KOHTEHT Ta BUKOPUCTOBYBATU IIAT(GOPMH, AKi PE3OHYIOTh 3 HUPPOBUMHU
3BMYKaMH MOKOMHHSA Z, Taki sk YouTube Ta TikTok.

3aranom, 1€ JOCTIIKEHHS CIpHsi€ PO3YMIHHIO BITUBY Ha MUCIICHHS MOKOJIHHA Z 3a
JIOTIOMOTOF0 KOHTEHT-MapKeTUHTY. BU3Har0oun BIOJ00AHHS MTOKOJIIHHS Z, HATOJOIIYIOYH Ha
BUKOPHUCTAHHI I[IKaBUX (OpPMAaTiB KOHTEHTY, MapKETOJIOTH MOXYTh €(EKTUBHO HAIAroJIUTH
3B’SI30K 3 IIUM TIOKOJIIHHSM 1 CIIPHSITH TIO3UTUBHOMY CIIPUHHSATTIO Ta MIPUHHSTTIO PIllICHBH PO
KYMIBIIIO.

Y 1uudpoBOMy CEpelOBHIN, IO IIBHIKO PO3BUBAETHCS, PO3YMIHHS TOTO, SK
e(eKTUBHO 3aJly4yaTy Ta BIUIMBATU HA TOKOJIHHS Z, Ma€ BUpIlIaIbHE 3HAYEHHS JUIsl OpeH/iB,
SKi IParHyTh NPUBEPHYTH YBary Ta 3aBOIOBATH JIOSUIBHICTH L€l BIUTMBOBOI jaeMorpadiuHoi
rpynu. OCKUIBKM TEXHOJIOT1l NMPOJOBXKYIOTh PO3BUBATHCS, MalOyTHI JOCIIIKEHHS MOXYTb
BUBYATH BIUIMB HOBHUX TEXHOJOTIH, TaKWX SIK JOMOBHEHa pealbHICTh (AR), BipTyaibHa
peanbHicTh (VR) 1 mTyynuii inTenekT (Al), Ha epeKTHUBHICTb KOHTEHT-MapKETHUHTY JUIs
NOKOJIIHHSA Z. Po3yMiHHS TOro, SIK Il TEXHOJOIii MOXYTh OYTHM 1HTErpOBaHI B KOHTEHT-
CTpaTerii Al CTBOPEHHS 3aXOILTIOIYOr0 Ta MEPCOHANI30BAHOTO JOCBiAY, Oyiio O IHHUM IS
MapKeTOJIOTIB.
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Analysis of the impact of content marketing on the consciousness of generation Z.

The aim of the article is to analyze the impact of content marketing on the minds of
Generation Z. This knowledge will contribute to positive product perception and purchase decisions.
With an understanding of the unique characteristics, preferences, and values of Generation Z,
marketers will be able to develop effective content marketing strategies that will resonate with this
influential consumer segment. Traditional marketing methods that have worked well for previous
generations may not resonate with Generation Z. They are constantly surrounded by advertising and
have developed a natural immunity to traditional ads. This presents a challenge for marketers who
must find innovative and engaging ways to capture the attention and change the mindset of
Generation Z. One of the approaches that has gained considerable popularity in recent years is
content marketing. Content marketing involves the creation and distribution of valuable and relevant
content to attract target audiences and drive profitable customer actions. This approach is well
aligned with the preferences and behavior of Generation Z, which demands personalized and
meaningful interaction with brands.

Analyses results. The study results showed that Generation Z is actively engaging in content
marketing, and originality is a key factor in grabbing their attention and driving engagement. Video
content turned out to be the most favorite format, and content marketing has a significant impact on
Generation Z's purchasing decisions. The positive correlation between perceived authenticity and

O.B. Cemenoa. Ananiz niuey KOHMEHM-MaApPKemuney Ha c8i0oMicmb NOKONIHHS L 163


http://nbuv.gov.ua/UJRN/PSPE_print_2019_2%282%29__23
https://doi.org/10.30888/2663-5712.2022-16-02-024
https://doi.org/10.30888/2663-5712.2022-16-02-024
https://doi.org/10.32782/2524-0072/2022-44-64
https://doi.org/10.32782/2524-0072/2022-38-54
https://doi.org/10.32782/2524-0072/2022-38-64
https://doi.org/10.32782/2524-0072/2022-38-64
https://doi.org/10.32983/2222-4459-2022-1-432-437

ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 7, No 3, 2023 ISSN 2523-434X (Online)

engagement underscores the importance of creating authentic and transparent content that aligns with
Generation Z's values. Marketers should prioritize personalization and interactivity in their content
marketing strategies, brands should build trust, provide relevant content, and use platforms that
resonate with Generation Z's digital habits, such as YouTube and TikTok.

Conclusions and directions for further research. Overall, this study contributes to the
understanding of influencing the mindset of Generation Z through content marketing. By recognizing
the preferences of Generation Z and emphasizing the use of engaging content formats, marketers can
effectively connect with this generation and promote positive perceptions and purchase decisions. In a
rapidly evolving digital environment, understanding how to effectively engage and influence
Generation Z is crucial for brands looking to capture the attention and loyalty of this influential
demographic. As technology continues to evolve, future research may examine the impact of new
technologies such as augmented reality (AR), virtual reality (VR), and artificial intelligence (Al) on
the effectiveness of content marketing for Generation Z. Understanding how these technologies can be
integrated into content strategies to create immersive and personalized experiences would be valuable
for marketers.

Keywords: content marketing, generation Z, consciousness, thinking, digital platforms, social
networks, marketing strategies.
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