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CRM SYSTEMS AS A DRIVER OF UKRAINE'S MARTECH SECTOR DEVELOPMENT:
FROM AN OUTSOURCING TO A PRODUCT-ORIENTED MODEL

The rapid digitalization of business and the growing adoption of marketing
technologies are fundamentally reshaping approaches to customer relationship
management. In the digital economy, Customer Relationship Management (CRM)
systems have evolved beyond customer data storage and transaction recording into
strategic platforms supporting marketing automation, sales management, customer
experience personalization, and data-driven decision-making. The development of the
Ukrainian CRM market reflects broader structural changes within the national IT
sector, particularly the transition from an outsourcing-based model toward the
creation of proprietary software products.

Prior to the full-scale Russian invasion in 2022, the Ukrainian CRM market
was highly dependent on software products originating from the Russian Federation.
Between 2010 and 2021, solutions such as Bitrix24, AmoCRM, and RetailCRM
accounted for more than 70% of the market. Their dominance resulted from
aggressive pricing strategies, linguistic proximity, and historical integration into the
post-Soviet business environment. However, this dependence created significant
technological and security risks, as customer data, financial information, and business
processes remained within external software ecosystems [1, p.160]. Following
February 2022, digital sovereignty became a strategic priority for Ukrainian
enterprises. Concerns regarding cybersecurity, data protection, and service reliability
forced thousands of companies to migrate to alternative CRM platforms while
maintaining operational continuity. This process represented not only software
replacement but also a broader transformation of business processes and digital
infrastructure.

The migration away from Russian software became a catalyst for the rapid
development of domestic CRM solutions. Traditionally, Ukrainian IT companies
focused on custom software development and outsourcing services for foreign clients.
However, the post-2022 environment generated substantial demand for locally
developed products adapted to Ukrainian business needs. As a result, the CRM
segment emerged as one of the most dynamic areas of the national MarTech sector.

By 2025, the structure of the CRM market had changed significantly. The share
of Russian platforms declined to marginal levels, while Ukrainian solutions
accounted for approximately 60% of the market. At the same time, international
vendors such as HubSpot, Zoho, and Pipedrive maintained a stable presence. These
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changes indicate not only technological substitution but also the emergence of a
competitive domestic MarTech ecosystem.

Today, the core of the Ukrainian CRM market includes SalesDrive,
KeepinCRM, Uspacy, NetHunt CRM, and Creatio [2, p.157]. A key advantage of
these platforms is their adaptation to local business requirements through integration
with Ukrainian logistics operators, payment systems, marketplaces, and
communication channels. Consequently, CRM systems have become comprehensive
digital environments supporting marketing, sales, and customer service activities.

Empirical evidence demonstrates the positive impact of CRM implementation
on business performance. Automation of order processing, lead management, and
customer communications can reduce order-processing time by 35-40%, while
improving service quality and operational efficiency [3]. The growing importance of
omnichannel communication has also increased demand for integrated solutions
capable of consolidating interactions from Telegram, Viber, Instagram, Facebook,
and other digital platforms within a single interface.

An additional driver of market development is the integration of artificial
intelligence into CRM platforms. Modern systems increasingly incorporate Al-based
tools for customer segmentation, behavior prediction, personalized recommendations,
and sales optimization. As a result, competition within the CRM market is shifting
from basic automation functions toward advanced analytical capabilities and
intelligent decision support.

The transformation of the Ukrainian CRM market demonstrates broader
structural changes within the national IT industry. While Ukraine has traditionally
been recognized as a global outsourcing hub, recent developments have stimulated
the emergence of a product-oriented model focused on creating scalable technologies
and generating long-term value. CRM platforms represent one of the most visible
examples of this transition. Therefore, CRM systems should be viewed not only as
instruments of customer relationship management but also as strategic assets
contributing to digital transformation, technological sovereignty, and the
development of Ukraine's MarTech sector.

References
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BIG DATA IN MARKETING ENVIRONMENT

«Big data 1s a popular term used to describe the exponential growth and
availability of data, both structured and unstructured. And big data may be as
important to business — and society — as the Internet has become. Why? More data
may lead to more accurate analyses» (Davenport & Dyché, 2013). An important
volume of semi-structured and unstructured data is generated by transaction systems,
social networks, server logs, sensors and mobile networks. Even the ratio of data
coming from social media sites, mobile networks and relational databases is clearly in
favor of the first group, the ratio of useful information collected is reversed.

The main characteristics of Big Data are described by experts through the five
V’s as follow (Bowden, 2014) (Dijcks, 2013):

— Volume — refers to the scalability as the most important aspect for every
domain of application. The data volume build-up may be from unstructured sources
like the social media and from traditional databases. The relevance of the volume of
data collected may be obtained by filtering using analytic tools in order to identify
important patterns and metrics that are found in business field.

— Velocity — the increasing flows of data need hardware and software solutions
to process data streaming in a paced as fast as possible; the actors of the market need
answers to their questions in real time.

— Variety — concerns the combination of all types of formats and the differing
meanings attached to the same forms, Big Data must cover every opportunity of
connecting the business with the customers in a virtual marketplace.

— Veracity - refers to the trustworthiness of the information; the data may be
not significant, also there could be discrepancies in the sample of data collected,
filtered and processed.

— Value — is the most important V of Big Data because it turn the increased
amount of data into commercial or scientific value. The final target of processing Big
Data is to develop the business, to obtain a stronger competitive position and a high
level of knowledge, to find new solutions in all areas (economic, social, health and
education).

Business environment 1is interested in collecting information from
unconventional data sources, in order to analyse and extract meaningful insight from
this maze of data, be it security related or simply behavioural patterns of consumers.

We will specify several ways by means of which the companies using Big Data
could improve their business (Rosenbush & Totty, 2013):
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1. Great software companies, like Google, Facebook and Amazon, showed
their interest in processing Big Data in the Cloud environment many years ago. They
are collecting huge amounts of information, analyze traditional measures like sales
using comments on socialmedia sites and location information from mobile devices.
This information is useful to figure out how improve their products, cut costs and
keep customers coming back.

2. Product development for online companies — Big Data could help to capture
customer preferences and use the information in designing new products. For
example, Zynga Inc., the game maker, uses the collected data for customer service,
quality assurance and designing the features for the next generation of games. Also,
Ford Motor Co. designed a common set of components that would be on Ford cars
and trucks by using algorithms that summarize more than 10,000 relevant comments.

3. Human resources - some companies are using Big Data to better handle the
health care of their employees. For example, Caesars Entertainment Corp. analyzes
health-insurance data for its 65,000 employees and their family members, finding
information about how employees use medical services, the number of emergency-
room visits and whether they choose a generic or brand-name drug.

4. Marketing — is the enterprise department made to understand the customers
and their choices. Using Big Data analytics the information is better filtered and the
forecasts are more accurate. An important company, InterContinental Hotels Group
PLC has gathered details about the 71 million members of its Priority Club program,
such as income levels and whether they prefer family-style or business-traveler
accommodations.

5. Manufacturing companies, as well as retailers begin to monitor Facebook
and Twitter and analyse those data from different angles, e.g. customer satisfaction.
Retailers are also collecting large amounts of data by storing log files and combine
that growing number of information with other data sources such as sales data in
order to forecast customer behaviour.

Big Data will radically change the current business models for gaining
important benefits on marketplace. The evolution of open-source software for
NoSQL databases will allow small and medium enterprises to benefit from this new
trend that empowers today’s business. But, there is another problem that is required
to be solve: the integration between Hadoop and the existing ERP system of the
organizations. Consequently, a possible scenario refers to a unified architecture that
integrates Big Data technologies in actual systems. In our future research we intent to
implement a single node Hadoop structure and evaluate its performance working with
unstructured data from Social media.
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THE ROLE OF SOCIAL MEDIA IN A SCIENTIST'S WORK: SELF-PROMOTION AND
PERSONAL BRANDING

DataReportal (2026) indicates that in April 2026 there were 5.79 billion social
media «user identities» around the world [8]. The growing importance of digital
technology has significantly reshaped academic work, positioning social media (SM)
as a key tool for scholarly interaction, visibility, and reputation building. Social
networking sites (SNS), such as ResearchGate, Academia.edu, and LinkedIn, enable
researchers to disseminate their work, collaborate, and build professional identities in
increasingly networked environments [1]. The concept of personal branding —
defined as the strategic construction of a professional identity — has gained relevance
in academia, although it remains a relatively emerging and interdisciplinary research
field [7]. Social media, therefore, serves not only as a communication channel but
also as an instrument of self-promotion and academic positioning.

The literature contains many publications on how scientists use SM to promote
their research results, communicate, and collaborate with other scientists [1, 4, 5, 6].
The extent of engagement with SM by academics varies significantly depending on
both academic discipline and geographical location. For instance, SNS exhibit a
higher frequency of utilization among scholars situated in developed nations, with a
pronounced preference among STEM researchers in contrast to their social science
counterparts. [3]. An investigation undertaken by Collins, Shiffman, and Rock (2016)
illuminates that scientists engage with distinct SNS platforms compared to the
general populace, highlighting Twitter, Facebook, and LinkedIn as the predominant
venues, whereas the general public demonstrates a greater propensity to utilize
Facebook, YouTube, and Twitter [2]. Notably, the most widely recognized platform
tailored for academics, ResearchGate, did not feature among the top five most
utilized tools, being surpassed even by Instagram. [5] Concurrently, it was discovered
that platforms such as Facebook and YouTube are predominantly employed for
personal endeavors, while LinkedIn and X (Twitter) additionally fulfil a more
professional purpose. Mazurek et al. (2018) indicate that researchers' use of social
media is positively correlated with academic citation rates — the higher a scientist's
presence in scientific, professional, relational, and microblogging social media, the
greater their scientific success [6].
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Our own study, conducted in 2023 among Polish researchers, examined the
role of social media in the work of researchers [4]. The first part of the study
examined the social media usage by academics in their didactic work, while the
second part focused specifically on its role in self-promotion and personal branding.
The study was based on a CAWI survey conducted among 73 researchers from the
Faculty of Organization and Management at the Silesian University of Technology.

The findings indicate that scholars most frequently use ResearchGate (58%)
and Google Scholar (51%), followed by LinkedIln and Academia (29% each),
confirming the dominance of specialized academic platforms that facilitate
knowledge sharing and professional networking. In terms of usage purposes, social
media is primarily employed for communication and information exchange, including
quick interaction with colleagues (63%), access to peers’ research outputs (53%), and
maintaining scientific contacts (47%). Respondents also use these tools to learn about
other researchers’ work (47%) and obtain information about academic events (40%).
Functions related directly to personal branding — such as popularizing one’s research
(26%), building an expert position (22%), and increasing citations (22%) — are less
frequently indicated but still significant.

The results suggest that while social media plays a crucial role in supporting
collaboration, knowledge dissemination, and networking, its potential for strategic
self-promotion and personal branding is not yet fully exploited by scientists. This
aligns with previous studies highlighting both the opportunities and challenges
associated with integrating social media into academic practice [1, 2, 5].
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SOCIAL MARKETING FOR INCLUSIVE HIGHER EDUCATION: SUPPORTING REFUGEE
STUDENTS IN MOLDOVA

The rapid increase in the number of refugees in the Republic of Moldova since
2022 has introduced new challenges for universities that must ensure equitable
access, social cohesion and academic inclusion. The quantitative stage of our study
was based on an anonymous online survey conducted among students of Comrat
State University and Cahul State University «B.P. Hasdeu». In total, 210 students
participated in the survey, including citizens of the Republic of Moldova, and
students holding refugee status or temporary protection [1]. As a result, it was
revealed that integration of refugee youth in the Republic of Moldova faces a number
of interconnected legal, educational, socio-economic, psychological, and institutional
challenges.

1. Legal and administrative barriers. Although temporary protection was
introduced in Moldova in 2023, many young refugees remain dependent on
temporary support mechanisms. Access to health insurance without formal
employment remains limited, while recognition of documents, academic certificates,
and previous studies is often slow and fragmented.

2. Educational difficulties. The main barrier is insufficient knowledge of the
Romanian language. Among refugee students, around 61% identified language
difficulties as a major obstacle. This affects learning, communication with teachers,
and participation in student life. Problems with recognition of diplomas and academic
credits were mentioned by around 9% of respondents.

3. Socio-economic vulnerability. Financial difficulties remain one of the most
important problems. Approximately 65% of refugee students reported financial
barriers, while about 75% indicated financial assistance as the most needed form of
university support. Housing, tuition fees, and daily living costs remain especially
difficult for young families and vulnerable students.

4. Psychological and social challenges. Stress, isolation, uncertainty, and lack
of psychological support complicate the adaptation process. About 26% of refugee
students considered psychological support important for integration.
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5. Institutional gaps. Although 56.5% of refugee students felt fully part of the
student community, 34.8% felt included only partially. Among Moldovan students,
42.2% believed that refugee students were well integrated, while 27.8% could not
assess the situation. These figures show that integration is progressing, but it remains
uneven and requires more visible institutional support, language courses, mentoring,
and intercultural activities.

The survey results show that the student environment in the two universities is
generally open to intercultural dialogue, although the integration of refugee students
remains uneven and requires more structured institutional support. The main sources
of information about refugees were social networks, mentioned by 44.4% of
respondents, followed by news media at 31.6% and personal communication at
19.3%. At the same time, direct interaction between local and refugee students
remains limited. Only 23% of Moldovan students reported regular communication
with refugees, while 45.5% had occasional contact. Another 12.8% had not
communicated with refugees but expressed interest in doing so, whereas 18.7% had
neither experience nor interest. These findings show that openness exists, but
systematic interaction is still insufficient. Regarding the perceived level of
integration, 42.2% of Moldovan students considered refugee students well or very
well integrated into university life. However, 24.6% assessed integration as only
partial, and 27.8% found it difficult to answer. This confirms the need to increase the
visibility of inclusion measures and create more opportunities for joint participation
in academic and extracurricular activities.

Support for a more inclusive university environment was also significant. In
total, 58.8% of respondents supported the idea that universities should create a more
inclusive environment for refugees and stateless persons, including 40.6% who rather
agreed and 18.2% who fully agreed. The refugee student survey provides a more
direct picture of integration needs. The most frequently mentioned barriers were
financial difficulties, indicated by approximately 65% of respondents, and
insufficient knowledge of the Romanian language, mentioned by approximately 61%.
Lack of information about available opportunities was reported by about 22%, while
difficulties with recognition of diplomas or certificates were mentioned by around
9%. Overall, the results indicate that integration is progressing, but remains uneven.
Local students demonstrate relatively high awareness and generally positive or
neutral attitudes, while refugee students identify clear practical barriers related to
language, finances, access to information, and institutional support. These findings
confirm the need for structured university policies, visible support services, regular
intercultural activities, language assistance, psychological support, and a monitoring
mechanism to make integration more systematic and sustainable.
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DIRECTIONS FOR PROMOTING THE KRAKOW CULIONARY TRAIL

The issue of culinary heritage is a current trend in interdisciplinary research
that also attracts broad social interest. Exploring it is important not only from the
perspective of scientific research but also has a practical dimension, which can
translate into undertaking promotional, educational, and social initiatives [1]. These
initiatives attract the attention of residents of cities with rich cultural heritage and
visitors alike.

The aim of the paper is to identify directions for promoting the Krakoéw
Culinary Trail. It was decided to present its subject matter through the prism of
activities dedicated to the communication and popularisation of Krakow's culinary
heritage. The distinguished trail was created on the initiative of the Foundation for
the Promotion of Craft Products. Its unveiling took place in December 2025. The
Krakow Culinary Trail was developed as part of a public task undertaken by local
government authorities. The distinguished trail falls within the scope of a broader
project aimed at highlighting Krakow's rich culinary heritage and incorporating it into
the city's tourist offer [2]. As a result, the research on the Krakow Culinary Trail
addresses current and key issues from this perspective. The paper addresses issues
important for developing Krakow's tourist offer, promoting tourist products, and
clarifying matters in the field of economic history. In addition, it is an attempt to fill a
research gap and aligns with current research directions on the culinary heritage of
historical cities, including its use in promotional activities.

For the purposes of the adopted study, the following research question was
formulated: Which tools and communication channels are the most effective in
promoting the Krakow Culinary Trail as a culinary tourism product? To achieve the
adopted research assumptions, it is worth applying research methods such as critical
analysis and the case study method. The use of the latter method can be justified by
following a theory-building approach. Within this research convention, it is assumed
that concepts or categories (including their relationships) are recognised as
approximations of selected subject areas.

The Krakow Culinary Trail includes places considered particularly important
for local gastronomy and food craftsmanship in a historical context, as well as places
visited by residents and guests of Krakow. The route includes locations such as Stary
Kleparz, Krakow Planty, Maty Rynek, Rynek Giéwny (baker’s stalls), Parysa
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Maurizio Confectionery (Rynek Glowny 38), Hawetka (Rynek Glowny 34), the
Town Hall (former Swidnicka cellar), Wierzynek (Rynek Glowny 16), and the
Headquarters of the Food Crafts Guild and Guild House (ul. Westerplatte 18). The
trail allows visitors to get acquainted with selected gastronomic establishments,
authentic dishes, and culinary traditions of the capital of Matopolska. In light of the
submitted observations, it can be considered that the trail constitutes a proposal and
an interpretation of a culture in which taste, smell, and atmosphere become integral
indicators of local history and elements of the city's identity. Importantly, the list of
points on the trail is not a closed list. This means that the concept is assumed to be
successively expanded to include additional locations related to urban culinary
heritage. Based on literature research and observations made by the author as a tour
guide in Krakow, it was determined that the following proposals qualify for the
program promoting the analysed culinary trail: events and festivals dedicated to local
culinary traditions and gastronomic issues; cooperation with representatives of the
tourism and hotel industry; a storytelling campaign regarding Krakow -cuisine;
collaboration with influencers and selected media channels; designing a mobile
application and an interactive map.

As part of the first highlighted action, a program of themed culinary walks with
a tourist guide should be developed, including conducting workshops with chefs of
local restaurants or tastings in urban spaces. The second proposal concerns
incorporating the trail into the tourism offerings of hotels, city guides, travel
agencies, or tour operators. Meanwhile, the aim of the storytelling campaign could be
to build an emotional narrative dedicated to Krakow's culinary traditions by
presenting stories about old recipes and craftsmen, family histories, and showcasing
bourgeois cuisine or other ethnic groups that once inhabited the city. The next
proposal is dedicated to building a wide reach by inviting influencers as well as
culinary and travel creators to prepare reviews, vlogs, or reports from visits to places
located on the Krakow Culinary Trail. The last proposed activity is related to creating
conveniences in the area of using the trail through a mobile application and an
interactive map. The implementation of modern digital tools can streamline activities
such as geolocation of dining establishments, collecting recommendations based on
user preferences, developing a points and badges system for visited places, and
integration with selected city tourism products. In summary, it should be added that
the considerations presented do not exhaust the issues under analysis, but rather
constitute a contribution to the ongoing discussion on the examined topic in Polish
literature on the subject, as well as in economic practice.
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BUSINESS PROCESS MANAGEMENT SYSTEMS AS ENABLERS OF KNOWLEDGE
MANAGEMENT, DIGITAL TRANSFORMATION, AND MARKETING EFFECTIVENESS:
INSIGHTS FROM THE USER PERSPECTIVE

In the contemporary digital economy, the effectiveness of marketing activities
1s increasingly determined by an organization's ability to rapidly adapt to changing
customer preferences, market conditions, and technological environments. Marketing
processes have become more complex and multifaceted, encompassing customer
relationship management, omnichannel communications, big data analytics, offer
personalization, and the automation of interactions with target audiences. In this
context, Business Process Management (BPM) has gained particular importance as an
approach that ensures the systematization, coordination, and continuous improvement
of marketing activities. Modern organizations employ BPM approaches to optimize
customer acquisition and retention processes, manage marketing campaigns, analyze
customer experience, and enhance data-driven decision-making. By integrating
processes, information, and knowledge, business process management becomes a
critical factor in increasing competitiveness, building sustainable customer
relationships, and implementing digital transformation strategies.

BPMS have evolved from workflow automation tools into strategic digital
platforms that support organizational transformation. Their current capabilities allow
organizations not only to model, execute and monitor business processes, but also to
capture, structure and reuse knowledge generated during process execution [1]. This
dual role is increasingly relevant in digital environments, where organizations require
flexible systems capable of integrating operational efficiency with knowledge
management. From a business process perspective, BPMS contribute to improving
coordination, task allocation and process control. Their flexibility allows
organizations to adapt workflows quickly and integrate information from multiple
sources, supporting continuous improvement and responsiveness in dynamic contexts
[2]. At the same time, BPMS provide a valuable infrastructure for knowledge
management because the knowledge embedded in processes can be codified, stored,
distributed and reused through the system [1]. In marketing contexts, these
capabilities are particularly important because they enable the integration of
customer-related processes, campaign management activities, and market intelligence
into a unified operational framework.
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Recent empirical evidence confirms the relevance of this dual functionality.
First, user perception plays a central role in understanding BPMS success. Service
quality, system attributes and information quality significantly influence users’
perceptions of system quality and perceived usefulness [3]. In particular, user training
and technical support remain essential for helping employees understand and exploit
the full capabilities of BPMS. Likewise, access to accurate and relevant information
contributes directly to more positive evaluations of the system and reinforces its
usefulness in daily work [3].

Second, BPMS have demonstrated their potential as tools for knowledge
management. Organizations increasingly rely on process-based technologies not only
to automate workflows but also to support knowledge creation, transfer and
application across teams. The integration of business process management and
knowledge management becomes especially valuable in contexts where decision-
making depends on timely access to structured information and accumulated
organizational experience. When users perceive BPMS as useful for managing
knowledge, their tendency to actively use the system for this purpose increases
significantly [1].

Third, recent studies highlight the importance of user satisfaction and
perceived usefulness in consolidating BPMS adoption. Positive user experiences
strengthen trust in the system, improve acceptance and reinforce the perception that
BPMS contribute simultaneously to operational performance and organizational
learning [2]. In this sense, BPMS become strategic digital infrastructures that support
efficiency while facilitating collaboration and knowledge sharing. Overall, BPMS
should be understood as more than automation software. Their strategic value lies in
connecting process execution with knowledge management and digital
transformation. This perspective is particularly relevant in current organizational
environments characterized by rapid technological change and the growing need for
learning and continuous adaptation.

The strategic role of BPMS is particularly evident in marketing activities.
These systems enable the creation of a unified information environment for managing
customer interactions, provide transparency across marketing processes, accelerate
decision-making.
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DIGITALISATION AS A DRIVER OF MILITARY MARKETING TRANSFORMATION

In the context of a digital society, marketing ceases to be exclusively an
economic category. It is transforming into a tool for behaviour management, value
formation, and the construction of social narratives. Military marketing, which
emerges at the intersection of strategic communications, information security, digital
technologies, and behavioural economics, gains particular relevance.

In modern conditions, victory depends not only on the military potential of the
state but also on the ability to effectively manage the information space, mobilize
civil society, form international support, and counter information threats.

Unlike classical marketing, the object of influence in military marketing is not
consumer demand but civic mobilization, social consolidation, trust in institutions,
international support, countering disinformation, forming a culture of security, and
supporting the moral and psychological resilience of the population.

Thus, military marketing takes on the characteristics of socially responsible
marketing at the state level. And it is precisely digitalization that has become the
defining driver of its development, fundamentally changing approaches to managing
information flows, public interaction, and strategic communications. Unlike
traditional communication mechanisms, digital technologies have provided
unprecedented opportunities for collecting and processing large volumes of data in
real-time, allowing for the rapid monitoring of public sentiments, assessing the level
of trust in government and military institutions, identifying potential information
threats, and predicting the reactions of various social groups to different events.

The ability to conduct deep audience segmentation based on socio-
demographic, behavioral, value-based, and psychographic characteristics is
particularly significant. This allows for the formation of differentiated informational
messages for various groups of the population, international partners, business
representatives, volunteer communities, or military personnel, enhancing the
effectiveness of communication impact and reducing the risks of information noise.
Thanks to the development of artificial intelligence, machine learning, and predictive
analytics technologies, military marketing has gained tools for personalizing
communications, allowing for the adaptation of content, format, and channels of
message dissemination according to the characteristics of specific target audiences.
The personalized approach contributes to increasing citizen engagement,
strengthening trust in government policy, and forming resilient models of public
support.
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No less important a result of digitalization has been the ability to respond
promptly to information challenges, including disinformation campaigns,
information-psychological operations, the spread of fake messages, and crisis
situations. Modern digital platforms provide constant monitoring of the information
space, automatic risk detection, and rapid formation of counter-narratives, which
allows for minimizing the negative impact of information attacks and maintaining the
stability of public communication. As a result, digitalization has transformed military
marketing from a supplementary tool for informational support into a high-tech
system for the strategic management of trust, reputation, public mobilization, and the
state's information resilience. It is precisely thanks to digital technologies that
military marketing gains the ability not only to respond to current challenges but also
to forecast future risks, forming a proactive model for ensuring national security in
the context of a digital society. Modern military marketing should be considered as
an integrated system with four interconnected levels (Fig. 1).
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Fig. 1. Four-level model of digital marketmg
Source: The author created this figure using Al visualization.

The integration of these levels forms the modern architecture of digital military
marketing. Instead of solely providing advantages, the digitization of military
marketing also introduces new risks, with the main challenges including cyber
threats, information attacks, manipulation of public opinion, the use of deep fake
technologies, algorithmic information distortions, and societal digital addiction.

Accordingly, the effectiveness of military marketing increasingly depends on
the level of digital literacy among the population and the development of information
security systems. Therefore, the prospects for further research should be linked to the
development of models for evaluating the effectiveness of digital military marketing,
the creation of indices for the information resilience of society, and the
implementation of artificial intelligence technologies in the field of state strategic
communications.
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BETWEEN THE EDITORIAL OFFICE AND THE ALGORITHM: THE ROLE OF
JOURNALISM IN INTEGRATED BRAND COMMUNICATION IN THE HYPERMEDIA
ENVIRONMENT

Introduction. Contemporary brand communication is undergoing dynamic
transformations resulting from the development of digital technologies,
communication platforms, and evolving audience practices. The hypermedia
environment, characterized by multi-channel, interactive, and media convergence, is
redefining both the creation and distribution of marketing messages. As a result,
brands increasingly function as autonomous content providers, competing with
traditional media for audience attention [1, 2].

At the same time, the role of journalism is undergoing a transformation. It is
losing its monopoly on information selection and distribution, but still plays a crucial
role in imparting meaning and building message credibility. This raises questions
about the place of journalism in integrated brand communication and the relationship
between brand-controlled and media-mediated communication. The aim of this
article is to identify contemporary trends in brand communication, organize the main
communication tools, and define the role of journalism in the hypermedia
environment. This article is theoretical in nature and based on an analysis of the
relevant literature.

Contemporary Trends in Brand Communication. One of the key trends is the
development of hypermedia, understood as the coexistence and interpenetration of
various communication channels. Brand communication is no longer limited to single
media but takes the form of multi-channel ecosystems in which content is distributed
simultaneously across social media, websites, mobile applications, and traditional
media [1].

This phenomenon is accompanied by the platformization of communication,
which involves the growing dominance of global digital platforms as intermediaries
in accessing content. Algorithms determine the visibility of messages, leading to a
shift in communication logic — from a broadcast model to a model based on user
attention management [3].

Another significant trend is the personalization of messages, based on data
analysis and the use of artificial intelligence tools. Brands are tailoring their messages
to individual audience preferences, which increases their effectiveness but also raises
questions about the transparency and ethics of communication [4].

Finally, a process of brand communication autonomy is being observed.
Thanks to the development of owned media channels, such as blogs, podcasts, and
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newsletters, brands are becoming producers and distributors of content, performing
functions similar to those of the media [5]. As a result, the line between marketing
communications and media activities is blurring.

Brand Communication Tools and Means. The literature often distinguishes
three basic categories of brand communication tools: owned, paid, and earned [6].
Owned media encompasses all channels controlled by a brand, such as websites,
mobile applications, and social media profiles. Their main advantage is full control
over the content and form of communication, but their reach can be limited. Paid
media primarily encompasses digital advertising, including display campaigns, search
engine ads, and influencer collaborations. They are characterized by high scalability
and the ability to precisely target audiences.

Acquired media, on the other hand, encompasses all forms of brand presence in
the media space that are not directly controlled or paid for by the brand, including
journalistic publications, reviews, and social media mentions. These are particularly
important for message credibility.

In practice, the boundaries between these categories are increasingly blurred.
Examples include hybrid forms such as branded content and native advertising,
which combine elements of marketing and journalistic communication [7]. As a
result, brand communication is becoming integrated and requires coordination across
various channels.

The Role of Journalism in Brand Communication. In the hypermedia
environment, the role of journalism is undergoing a significant transformation.
Traditionally, journalists served as gatekeepers, deciding which information reaches
audiences. Currently, in the age of social media and direct brand communication, this
function has weakened [8].

However, this does not mean that journalism has been marginalized. On the
contrary, its role is shifting toward verifying, interpreting, and contextualizing
information. In an environment of content overload and disinformation, journalism is
becoming a significant source of credibility and trust [9].

Journalists also play a crucial role in shaping the narrative around brands
through their selection of topics, their presentation, and their interpretation of events.
This process, This framing, known as framing, influences audiences' perceptions of a
brand and can strengthen or weaken its image.

At the same time, the relationship between brands and the media is becoming
increasingly complex. On the one hand, there is collaboration in content creation
(e.g., branded content), and on the other, there is competition for audience attention.
Furthermore, the development of social media is leading to the emergence of new
actors, such as influencers and online creators, who are partially taking over the
functions of traditional journalism.

In this context, journalism can be viewed as part of a broader communication
ecosystem in which various entities coexist: brands, media, technology platforms, and
users.
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Conclusions. An analysis of contemporary trends in brand communication
indicates the growing complexity and integration of communication activities. The
hypermedia environment fosters the development of multi-channel communication,
personalization of messages, and the autonomy of brands as content providers.

Despite these changes, journalism remains important but its role is evolving.
Instead of serving as the sole source of information, it is becoming responsible for
interpreting, verifying, and providing context. In an environment of information
overload, these functions take on particular importance. Consequently, brand
communication should be viewed as an ecosystem of relationships between various
actors, where not only the effectiveness of the message but also its credibility plays a
key role. Integrating communication activities, taking into account the role of media
and journalism, is a crucial prerequisite for effective communication in a hypermedia
environment.
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THE ECONOMY OF INTIMACY AS THE LATEST
CONTENT MANAGEMENT TREND IN SOCIAL MEDIA MARKETING

Today, a fundamental change in the role of social media is being observed: in
2026, they have finally transformed from auxiliary platforms to the main stage of the
global ecosystem of entertainment and cultural influence. However, the rapid growth
hides a crisis of attention — due to the fragmentation of the audience and the
oversaturation of feeds with content created by artificial intelligence, the quality of
communication is becoming increasingly uncertain. In response to this digital noise
an economy of intimacy is emerging [1]. The central idea behind this trend is that
brand authenticity is no longer defined by complete transparency or perfect visual
aesthetics. On the contrary, spectacle and performativity became exhausting for the
audience. Today, successful content management focuses on creating emotional
intimacy through the sacralization of everyday rituals that used to be considered
unremarkable: making coffee, taking care of yourself, or ordinary trips in public
transport. This leads to a transition from an interruptive strategy to a strategy of
everyday relevance. Brands should integrate into the micro-moments of the
consumer’s life, becoming not just a broadcaster of advertising, but a close
companion sharing the real human experience. In a world dominated by the Al-
generation, it is the imperfect, sometimes awkward, but emotionally honest moments
that become the most valuable currency, as they are tiny proofs of real life.

Key aspects of the trend:

1) Aesthetics of the everyday as an act of resistance.

In a hyper-curated digital environment, the fixation of simple rituals is perceived as a
quiet rebellion against over-optimization. Brands using unpolished formats (eg,
Amazon's Girl Room projects) demonstrate higher loyalty, breaking down the barrier
between the corporation and the individual [2].

2) Slowing down in the communications system.

As Al accelerates the pace of information delivery, audiences are beginning to
consciously choose slower and quieter content that helps them reconnect with
themselves. The economy of intimacy involves abandoning the pursuit of
verisimilitude in favor of deep, sometimes even clumsy, but sincere storytelling. New
platforms for collective psychological relief are being formed, such as A Mug of Life,
where an ordinary cup of tea turns into a microtherapy format, or Scream Clubs,
which are focused on group release of emotions. Such initiatives, in particular the
project A View from a Bridge, highlight the growing importance of emotional
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openness and establishing trusting connections between strangers in the digital space
[3-5].
3) Transformation of thought leaders.

Trust finally shifts from large institutions to individual creators who do not hide their
subjectivity. This allows to create spaces of shared catharsis, where the consumer
feels solidarity with the brand through sincerity and shared values. The modern
communication paradigm shifts the focus to engaging the audience to broadcast
authentic views (Fig. 1). Documenting spontaneous and candid discussions of
controversial topics during daily commutes, the Subway Takes project demonstrates
the benefits of low-key observational storytelling as opposed to methods of

artificially viralizing content [6].
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Fig. 1. Changing the paradigm of content marketing in social media

The economy of intimacy in content management is a strategic response to the
deficit of human attention and trust. Victory in the marketing race of 2026 belongs to
those who are able to replace a large-scale digital show with an intimate interaction,
turning every everyday action into a source of emotional connection.

References
1 Pereira L. F., de Carvalho J. C. From Noise to Sense-Making. Advances in Computational
Intelligence and Robotics. 2026. P. 275-330. URL: https://doi.org/10.4018/979-8-3373-8337-
8.ch011 (access: 03.06.2026).
2 Girl Room's Amazon Page. Amazon. URL: https://Ink.ua/Pq70VXO4f (access: 03.06.2026).
3 A Mug Of Life (@a mug of life) ¢ Instagram photos and videos. Instagram. URL:
https://Ink.ua/yda3iR17g (access: 03.06.2026).
4. Scream Club. URL: https://screamclub.club/ (date of access: 03.06.2026).
5. A View From A Bridge. Apple Podcasts. URL: https://podcasts.apple.com/gb/podcast/a-view-
from-a-bridge/id1841850523 (access: 03.06.2026).
6. SubwayTakes Uncut with Kareem Rahma. Spotify. URL: https://Ink.ua/MSECMJCLr (access:
03.06.2026).

25



YII MizkHapoiHa HayKOBO-IPaKTHYHA KOH(pepeHuiss «MapkeTuHr i un@posi TexHoJorin

Savchuk Tetyana

PhD, Associate Professor

Associate Professor of the Department of Entrepreneurship and Marketing
Ivano-Frankivsk National Technical University of Oil and Gas

Ukraine

BIG DATA ANALYTICS AS A TOOL FOR OPTIMIZATION AND EVALUATION OF THE
FINANCIAL EFFECTIVENESS OF MARKETING STRATEGIES

In the context of the digital transformation of the economy, traditional
approaches to the formulation and evaluation of enterprise marketing strategies are
losing their effectiveness. The contemporary digital environment generates colossal
volumes of information regarding consumer behavior, transactional activity, market
trends, and brand interactions. Within this context, Big Data analytics becomes a
critical factor in ensuring the financial sustainability and commercial success of a
business. Today, marketing effectiveness relies heavily on the management's
capability to promptly process structured and unstructured data arrays, transforming
them into strategic managerial decisions. Classical evaluation models, such as the
general Return on Investment (ROI), frequently fail to account for the multifactorial
nature of modern omni-channel marketing campaigns. Therefore, the investigation of
Big Data tools as a means for optimization and predictive assessment of the financial
indicators of marketing strategies is highly relevant to contemporary economic
science.

Efficient management of the financial performance of marketing strategies
requires the integration of advanced data mining, machine learning, and predictive
modeling methods. Big Data analytics allows for a shift from retrospective analysis
(evaluating past events) to predictive and prescriptive analysis, which minimizes
financial risks and optimizes enterprise budget expenditures. The primary data
sources for financial and marketing modeling include clickstream analytics (the
history of interactions on web resources), CRM system records, transactional history,
social media activity, and geotargeting logs. Manipulating these datasets enables
high-precision differentiation of the customer base and the calculation of key
financial-marketing metrics at the micro-level.

A core element of maximizing marketing expenditure efficiency based on Big
Data is the transition from static budgeting to dynamic, real-time resource allocation.
Utilizing Big Data algorithms allows for a significant increase in the accuracy of
calculating fundamental indicators of marketing financial performance, such as: 1)
Customer Acquisition Cost (CAC) — analytics helps identify the least costly yet most
conversion-oriented communication channels, preventing budget fragmentation;
2)Customer Lifetime Value (CLV) — predictive models forecast the future net profit
an enterprise will generate over the entire duration of cooperation with a consumer;
3)Return on Marketing Investment (ROMI) — calculated not globally for the
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enterprise, but in the context of specific segments, products, and marketing
touchpoints (multi-model attribution).

Owing to predictive analytics algorithms, an enterprise gains the ability to
optimize the CLV/CAC ratio, which serves as the primary indicator of the long-term
financial viability of a marketing strategy. Furthermore, Big Data analytics acts as an
effective tool for customer churn management. Early warning models analyze
customer behavioral patterns and signal declining activity, enabling the company to
deploy targeted retention instruments (personalized discounts, offers) in a timely
manner. The financial cost of these measures is significantly lower than the expenses
required to acquire new buyers.

The process of integrating Big Data analytics into the financial performance
evaluation system of marketing strategies is comprehensive and must be executed
through a rigorous sequence of stages. In the first stage, data aggregation from
diversified sources (ERP, CRM, web analytics, social media) into a single data
warehouse or a "data lake" is conducted. The second stage involves data cleansing
and structuring, since big data is characterized by a high level of noise and
fragmentation. In the third stage, analytical tools and machine learning algorithms are
applied to detect hidden patterns in consumer behavior and their financial response to
marketing stimuli. In the final stage, modeling results are visualized on interactive
dashboards to support operational and strategic financial-marketing decision-making.
This architecture provides continuous monitoring of the financial state of marketing
campaigns and allows for the preventive adjustment of media budgets.

In conclusion, Big Data analytics transforms the concept of marketing
management, converting it from a budget expense item into a strictly controlled and
predictable profit-generating instrument. The application of Big Data technologies
allows enterprises to shift from subjective expert assessments to an objective, high-
precision, and dynamic measurement of the financial effectiveness of marketing
strategies. Cost optimization is achieved through deep personalization of
communications, maximization of the Customer Lifetime Value (CLV), and
minimization of the Customer Acquisition Cost (CAC). Prospects for further research
in this area include the development of integrated dynamic models for multi-model
conversion attribution based on artificial intelligence, which will automate the
process of marketing budget reallocation in real time.
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FEATURES OF FORMING BRAND COMPETITIVENESS DEVELOPMENT STRATEGIES

In the contemporary economy, a brand is increasingly viewed as a strategic
intangible asset generating sustainable behavioral and financial effects over the long
term. Added brand value emerges as a differential effect of consumer knowledge
influencing responses to marketing stimuli and choices under alternatives. This shifts
managerial logic from a product focus to perception structure, associations, and trust
that enhance marketing effectiveness. The problem of brand competitiveness is
conceptually linked to sustainable competitive advantage. Resources that are
valuable, rare, difficult to imitate, and without close substitutes provide a framework
for analyzing the brand as a strategic resource. Modern markets are characterized by
high volatility, accelerating technological cycles, and turbulent consumer demands.
Dynamic capabilities enable enterprises to adapt brand propositions under crisis
conditions [2]. The ability to systematically renew, combine, and reconfigure
resources allows brand strategy to be viewed as a continuous process of seizing
opportunities and maintaining relevance.

Concepts of brand capitalization, brand value and competitiveness are often
conflated, complicating strategic goal-setting. Mechanisms for aligning long-term
brand identity with rapid adaptations remain underdeveloped, particularly during
crises and reputational risks. An integrated logic of brand strategy design is needed,
considering competition as a relative category, digital ecosystems, internal
organizational architecture, and measurement systems at brand, customer.

Brand competitiveness strategy encompasses two interrelated dimensions. The
first concerns creating brand capitalization through knowledge, associations, and trust
as prerequisites for differential consumer response. The second concerns maintaining
relative competitive advantage by managing organizational capabilities and aligning
the value proposition with environmental evolution. Research by Gupta, Gallear,
Rudd, and Foroudi (2020) [1] demonstrates that brand value indirectly enhances
competitiveness through marketing orientation, while differentiation has a direct
positive relationship with competitiveness.

Several conceptual lines for forming brand competitiveness can be identified.
The first emphasizes process discipline, offering a management cycle from market
analysis to brand audit and communication design. The second focuses on
digitalization, highlighting holistic brand presence in digital channels and transition
from fragmented activities to systematic audience interaction. The third examines
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brand competitiveness in shocks and turbulence, where growth requires resistance to
adverse impacts, recovery, and rethinking [2]. The fourth shows that digital brands
are analyzed through engagement and behavioral metrics, yet the strategic challenge
is converting these metrics into competitive advantage. Winzar and (2018) [3]
introduce the brand competitiveness index as a measurement tool. A brand strategy
ignoring organizational capabilities risks becoming a communication plan without
sustainable results. Conversely, a strategy overly focused on capabilities may
underestimate the psychological nature of brand value. Conceptually justified is an
integrated approach where brand capitalization is a necessary condition for
competitiveness, while dynamic capabilities and digital opportunities support it,
especially during turbulence [1; 2].

Operationalization requires clarifying causal relationships between brand
value, enterprise orientations, and competitive outcomes. As demonstrated by Gupta
et al. (2020) [1], marketing orientation and differentiation translate brand value into
competitive advantage, indicating the importance of internal management practices as
a bridge between brand proposition and market outperformance.

A structural design of brand strategy as a multi-level construct is proposed. At
the strategic level, the brand core is formed, including identity, promise, values, and
positioning. At the organizational level, a capability portfolio guarantees promise
fulfillment and adaptation, including marketing, operational, analytical capabilities.
At the market level, interaction mechanisms ensure consistent experience and
sustainable differentiation at points of contact. At the control level, a measurement
system combines brand capitalization indicators, relative competitiveness [3], and
financial results. The conceptual model of brand development strategies must adhere
to three key principles. First, relativity: results should be evaluated not only in the
brand's own dynamics but also against competitors. Second, capability-based:
marketing decisions translate into competitive outcomes through organizational
capabilities, not merely communication pressure [2]. Third, dynamism: the strategy
must include mechanisms for resistance and recovery in response to turbulence
without destroying the brand core.
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FACTORS ON CONSUMER BEHAVIOR

Consumer behavior is changing due to the accelerated pace of life, changes in
lifestyle, life values, and the influence of external and internal stimuli on the human
body. Also, consumer attitudes and perceptions change due to financial crises, natural
disasters, wars, and pandemics. For the above reasons, it is necessary to monitor the
behavior of consumers and adapt the offer on the market to their needs. In this paper,
an analysis of the impact of various factors on consumer decisions among
respondents in Croatia was carried out using the multi-criteria AHP decision-making
model. The results show that personal factors dominate over other factors, such as
psychological, social, and cultural. Also, personal budget has a dominant role for
consumers compared to other criteria. The use of the AHP model proved to be an
excellent tool for evaluating multi-criteria problems in assessing the impact on the
consumer. It is proved, again, that the AHP method is the most widely used in the
multi-criteria decision-making (MCDM) process. This study provides valuable new
insights into the growing consumer perception literature. Future research should
conduct a more detailed analysis of underlying consumer influence factors, identify
new influence factors, and examine the significance of expanding consumer
influence, including the undoubted differences between nations and regions. In our
research, it has been proven that influential factors on consumer behavior have
different levels of impact. The greatest influence comes from personal factors as well
as an individual’s income and financial capabilities. An individual’s financial
capabilities and income affect what they can afford, which directly influences their
purchases. A person with higher income is more likely to buy expensive and luxury
products, while one with lower income will be forced to shop rationally. Personal
factors significantly influence decision-making regarding purchases. For instance, if
someone cares about ecology, they will certainly buy eco-friendly products. The
motives and motivation of an individual for buying a product are very important, and
the influences on motivation are varied. Studying consumer behavior and its impact
on their purchasing decision-making is challenging for the following reasons:

1) Complexity of Consumer Behavior: Consumer behavior is a complex and
multifaceted phenomenon that involves various psychological, social, personal, and
cultural factors. Studying all these factors can be challenging and requires a
significant amount of time, resources, and expertise.

2) Rapidly Changing Consumer Trends: Consumer behavior is continually
evolving and new trends are emerging at a fast pace. Keeping up with these changes
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can be difficult for researchers and it may be challenging to capture the nuances of
consumer behavior accurately.

3) Limited Funding: Conducting research in the field of consumer behavior can
be expensive and securing funding can be challenging. This can limit the number of
studies that can be conducted, and researchers may have to prioritize certain areas of
research over others.

4) Lack of Collaboration: Collaboration among researchers, businesses, and
policymakers can be essential in advancing research in the field of consumer
behavior. However, there may be a lack of collaboration among these stakeholders,
which can limit the scope and impact of research in this field.

5) Ethical Considerations: Research involving human subjects must adhere to
strict ethical guidelines, which can be time-consuming and costly. These guidelines
can also limit the scope of research in some areas.

6) Sample Size: The size of the sample can significantly impact the
generalizability of the findings. Small sample sizes may not be representative of the
population, while large sample sizes may be difficult and expensive to obtain.

7) Time Constraints: Conducting longitudinal studies can provide valuable
insights into consumer behavior over time, but they can be time-consuming and
expensive. Researchers may face challenges in securing funding for long-term
research projects.

8) Limited Access to Data: Access to data can be a significant limitation in
consumer behavior research. Some data, such as sales data or customer data, may be
proprietary and difficult to obtain. Additionally, data privacy laws and regulations
may limit the use of certain types of data.

9) Influence of Social Desirability Bias: Social desirability bias occurs when
participants respond in a way they believe is socially acceptable rather than their true
feelings or behaviors. This can be a limitation in self-reported studies and researchers
must take measures to reduce the impact of this bias.

Future research on consumer behavior may face limitations related to sample
size, time constraints, ethical considerations, limited access to data, the influence of
social desirability bias, and the complexity of consumer behavior. The complex
nature of consumer behavior, rapidly changing trends, limited funding, lack of
collaboration, and ethical considerations can all contribute to a shortage of research in
the field of consumer behavior. However, understanding consumer behavior is crucial
for businesses and policymakers to develop effective strategies and policies, and
more research in this area is necessary.
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MARKETING RISKS OF A BANK IN THE PROCESS OF LOAN LOSS PROVISIONING

In the context of the digital economy and the implementation of the Industry
5.0 concept, banking institutions are undergoing significant transformations driven by
the digitalization of business processes, the adoption of artificial intelligence
technologies, and the growing importance of customer-centric approaches. One of the
key areas of bank risk management is the establishment of provisions for expected
credit losses. At the same time, the process of credit risk assessment and provisioning
has not only a financial but also an important marketing dimension, as it directly
affects customer relationships, the bank’s reputation, and its competitive position in
the financial services market. The relevance of this topic is determined by the high
level of economic uncertainty, which requires banks to respond promptly to changes
in borrowers’ financial conditions and the external environment through adjustments
in provisioning levels. An excessively conservative approach to credit risk
assessment may lead to marketing risks and the loss of competitive advantages.
Conversely, insufficient provisioning may negatively affect a bank’s financial
stability and business reputation among investors, regulators, and customers.

Provisions are established based on the assessment of expected credit losses
using indicators such as Probability of Default (PD), Loss Given Default (LGD), and
Exposure at Default (EAD). In addition to financial indicators, the assessment may be
influenced by macroeconomic factors, industry-specific risks, and forward-looking
economic scenarios. In the event of a deterioration in a borrower’s financial condition
or the emergence of additional risk factors, a bank may decide to transfer the loan to a
higher-risk impairment stage and increase the level of provisions. Particular attention
should be paid to the process of individual provisioning, which is applied to large
corporate borrowers, high-risk loans, or situations where the specific characteristics
of a client’s business do not allow the exclusive use of standardized assessment
models. Unlike collective assessment, where provisions are calculated on the basis of
statistical models and homogeneous asset groups, individual assessment requires a
comprehensive analysis of a specific client’s financial condition, business model, and
prospects for future debt servicing. This approach enables a more accurate estimation
of expected credit losses; however, it also increases the complexity of the process and
the dependence on professional judgment.

A distinctive feature of individual provisioning is the need to consider a wide
range of financial and non-financial factors. In addition to analyzing liquidity,
profitability, leverage, and capital adequacy indicators, banks assess the quality of
corporate governance, the stability of business processes, industry-related risks,
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dependence on specific counterparties or sales markets, and the impact of
macroeconomic conditions on the borrower’s operations. Particular importance is
attached to evaluating the realism of business plans and development forecasts, as
well as the company’s ability to generate sufficient cash flows to meet its debt
obligations in the future.

Within the framework of Industry 5.0, the process of individual provisioning is
gradually being transformed through the use of big data technologies, artificial
intelligence, and automated analytical systems. Modern digital solutions enable the
aggregation of information from internal and external sources, the automatic
identification of risk factors, the analysis of market trends, and the generation of
predictive scenarios regarding a borrower’s future performance. This contributes to
greater objectivity in assessments, reduced time required for analytical evaluations,
and a lower influence of human factors on provisioning decisions. Marketing risks
emerge precisely at the provisioning stage and may be defined as the risks of losing
customer trust, damaging the bank’s reputation, and reducing customer satisfaction as
a result of decisions concerning financing conditions or stricter borrower
requirements. For corporate clients, increased provisioning is often accompanied by
enhanced monitoring, revisions of financial covenants, additional collateral
requirements, or restrictions on access to new credit resources. Such actions may be
perceived by clients as a sign of distrust.

From a marketing perspective, provisioning decisions may adversely affect
customer trust, long-term client loyalty, the quality of bank—customer
communication, and overall market performance, potentially encouraging customers
to seek financial services from competing institutions. These risks become
particularly significant during periods of economic instability when a substantial
number of borrowers simultaneously experience financial difficulties, forcing banks
to tighten lending policies and increase provisioning levels.

An important instrument for mitigating marketing risks is the implementation
of transparent communication with clients regarding the reasons for changes in risk
assessments and the necessity of additional provisions. Providing customers with
clear and understandable information about the factors influencing the bank’s
decision contributes to higher levels of trust and reduces negative perceptions of such
measures. A personalized approach to borrower relationship management allows
banks to consider the specific characteristics of each client.

Therefore, the process of establishing provisions for expected credit losses
should be regarded not only as a tool of credit risk management but also as an
important factor influencing customer experience and the bank’s reputation. This is
particularly relevant for provisions established on an individual basis, where each
decision may significantly affect future relationships between the bank and the
borrower. The successful integration of advanced risk analytics, process automation,
and customer-oriented marketing approaches enables banks to achieve a balance
between financial stability and the maintenance of long-term client relationships.
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THE MATURITY OF POLISH NON-PROFIT ORGANIZATIONS IN TERMS
OF MARKETING ORIENTATION

Theoretical background. Although non-profit organizations have become
firmly established in the socio-economic realities of most countries worldwide, and
interest in them among social science researchers is on the rise, the body of research
on the use of marketing, and digital marketing in particular, within these
organizations remains limited and insufficient [1], [2], [3]. This observation applies
to both academia and the research conducted therein, and to education and the
training of future generations of managers tasked with managing non-profit
organizations.

Both within the academic community and among representatives of non-
governmental organizations, there is, with few exceptions, a prevailing belief in the
possibility and validity of applying marketing in the non-profit sector [4], [S]. There
is also agreement that the general principles, rules, and marketing tools developed
over the last century for the needs of commercial enterprises must be adapted to the
different conditions and objectives of non-profit organizations [6]. The shift towards
a marketing approach and the use of digital technologies is undoubtedly driven by the
ongoing processes of professionalization and economization within non-profit
organizations, which necessitate a reorientation and a focus on new principles and
foundations for their operations.

At the same time, practice shows that the ongoing process of
‘marketingisation’ of non-profit organizations encounters numerous problems, the
most significant of which are: difficulties in the proper implementation of marketing,
a fragmented and ad hoc use of its potential limited to promotional activities, the lack
of strategic, long-term marketing planning, difficulties in coordinating activities
aimed at diverse stakeholder groups, low substantive competence among
management staff, and limited financial resources for marketing activities [7].
Another major constraint in NGOs is the limited use of communication and
information technology tools that are now widely available.

An opportunity to mitigate the scale of these problems lies in greater interest
among researchers in the academic community in management and marketing in the
non-profit sector, and in the dissemination of their scholarly output. There appears to
be an urgent need to address gaps in knowledge of both theoretical and practical
nature, which could be valuable not only in practice but also in the sphere of teaching
and educating future generations of non-profit organization managers [8].
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The classical understanding of marketing orientation, proposed by Narver and
Slater [9] (1990), encompasses three dimensions: customer orientation, competitor
orientation, and internal orientation (structures and processes within the
organization). However, taking into account the specific nature of how non-profit
organizations operate, both their environmental conditions and the limited resources
they usually have, Abdulai Mahmoud & Yusif [10] proposed a slightly different
approach to the three dimensions of marketing orientation. These are, respectively:
(a) NGOs’ stakeholder orientation, (b) NGOs’ relationship orientation, and (c)
orientation towards internal coordination of activities. In practice, across these three
dimensions, the marketing orientation of a non-profit organization will manifest in its
engagement, leading to the achievement of its statutory objectives and the fulfillment
of the functions i1t has undertaken. In accordance with current standards, four main
levels of organizational engagement are distinguished: informing, consulting,
partnership and dialogue.

Research results. Based on the above assumptions and theoretical framework,
the author conducted his own nationwide survey in Poland in 2025, using a sample of
260 non-profit organizations. The CAWI method was used for this purpose. The main
research question concerned the level of marketing orientation among Polish NGOs.
When addressing this issue, respondents were asked to consider their most important
stakeholder groups, which were defined in the study as: beneficiaries, donors,
volunteers, and public institutions. The research shows that 31% of respondents, who
were the individuals responsible for managing these organizations, do not understand
what marketing entails, associating it with advertising or sales. At the same time,
72% of respondents see a very broad or broad application of marketing in the third
sector of the economy; for 18% of respondents, marketing in NGOs has limited
application, whilst 10% have not formed an opinion on the matter.

Of the three dimensions of NGOs’ marketing orientation, relationship
orientation received the greatest support among respondents, followed by internal
coordination of activities, whilst relatively few responses were recorded for the
stakeholder dimension. The group of entities that attracted the most interest across the
three aforementioned dimensions of marketing orientation was beneficiaries.
Respondents pay significantly less attention to donors and public institutions — which
may be surprising, given the importance of these entities in providing tangible
support to NGOs. As regards the level of engagement of Polish NGOs in
implementing a marketing orientation, it is highest at the stage that requires the least
input, namely, informing their stakeholders about the organization’s activities.
Building partnerships came second, and maintaining dialogue third. It is surprising
that the second stage of the engagement process, namely consultation, received the
lowest percentage of responses. This result applies to each of the reference groups
surveyed, i.e., beneficiaries, donors, volunteers, and public institutions.

In summary, referring to the research results, excerpts of which have been
presented, it can be concluded that:
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a. Knowledge of marketing among NGOs operating in Poland is
moderately good. Nearly 69% of respondents correctly interpret what marketing
entails in organizations, describing it as «activities directed at the external
environment that all organizations can undertake to increase their effectiveness.

b.  The usefulness of marketing in the activities of NGOs is perceived as
average. As many as 18% of respondents see moderate or no application of marketing
in NGOs, whilst a further 10% have not formed an opinion on the matter.

C. Among the three dimensions of NGOs’ marketing orientation, building
relationships with stakeholders is the most important, whilst meeting their needs and
ensuring their satisfaction is the least important. Polish NGOs attach the least
importance to ex post diagnostic activities.

d.  In the process of engaging NGOs in cooperation with stakeholders, one-
way communication (informing) predominates. The least attention is paid to
consultation on initiatives that NGOs intend to undertake in the future.

e. At each successive stage of the process of engaging in building
relationships with stakeholders, NGOs’ willingness to act diminishes.
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ADVERTISING SHAPED BY Al — PERSPECTIVES OF ANALYSIS

The theses of the paper are a synthetic reflection on the use of artificial
intelligence in advertising. We draw attention to three important aspects of the issue:
1) the problem of advertising creativity, 2) artificial intelligence, and 3) the opinions
of Poles regarding the use of AI in advertising. They are an expression of two
paradigms of analyzing the digital world: the paradigm of technological revolution
and the paradigm of network society [1].

Advertising 1s the basic form of communication between companies and the
market [2, pp. 127-204]. It is a mass and media message. Advertising is an encoded
and clearly condensed message of information directed at the market. Strategic
decisions in advertising, which relate to creativity, content, and the form of the
message, respond to these challenges. The source of advertising creativity in the
contemporary digital world is becoming Al, including Gen Al.

Artificial intelligence, and more broadly the challenges of digital technologies,
present each social and economic system with specific, serious, and continuously
growing challenges, in the form of opportunities and threats [3]. All of these are the
subject of deep analyses and evaluations in the global literature, including articles in
the journal «Marketing and Digital Technologies» [4, pp. 37-46], [5, pp. 55-65]. Al
has significant and already widespread importance in shaping advertising, selecting
creative strategies, and is the basis for advertising personalization on a scale that was
previously unattainable. The use of Al, Big Data, and digital technologies in
advertising creation and media selection is becoming common in the world of
advertising and marketing communication. Al algorithms have the ability to learn,
process vast amounts of information, and develop creative strategies. They allow for
precise adjustment of advertising content and form to the needs of the user, a given
segment, and a market niche.

In analyzing the problem, it is worth highlighting two important aspects. What
kind of advertisements — in terms of content and form of communication, creative
strategy — do consumers expect, and what is consumers’ knowledge about Al — its
opportunities and threats. By way of exemplification, we will provide synthetic
results from representative studies of the inhabitants of Poland [6]. They show that
75% of Poles have encountered the concept of Al (Switzerland 98%, Spain 93%)), yet
knowledge about its nature and possibilities of use was moderate. Only 15% of
Poland's inhabitants rated their knowledge of Al as good or very good. For this
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reason, Al evokes more concern than hope. However, a skeptical attitude is also
presented by many Europeans from other surveyed countries.

Empirical research on advertising in the Al world in Poland yields diverse
results. Research by the Inbound Marketing Institute [7] (2024, N=1002) shows that
73% of Poles believe there is too much advertising in the media, and 51% feel its
negative impact on self-esteem, emphasizing the need for more realism and
entertainment in ads. This research produced an important conclusion — Poles
critically assess the artificial world of advertising created by Al. Consumers expect
genuine messaging: 41% of respondents want advertising to show the essence of the
product and how to use it. In the opinion of respondents, advertising should be a true
characterization of the product (51%), be unambiguous (29%), free from elements of
idealization (26%), while also being creative (27%), funny (17%), and able to evoke
emotions (17%).

ARC agency research concerns Al-generated advertisements [8]. This research
is important, has an opinion-shaping character, and is often cited by the media. The
basic question was as follows: how do you assess the creation of advertising content
using AI? The response distribution i1s as follows: definitely positive and rather
positive — 21%, neither positive nor negative — 35%, rather negative and definitely
negative — 26%. It is worth emphasizing the high social expectation for information
about the use of Al in advertising and for transparency of information. These results
correlate with Solski Communications research [9]. They provided a social
assessment of the credibility of creators using Al in advertising creation. Positive
assessments are made by 41% (including only 4% very positive). However, 59% of
internet users have the opposite opinions — such creators are very untrustworthy
(22%) and rather untrustworthy (37%). These results are important and deserve to be
highlighted.

The use of Al in advertising is a new and still open scientific problem.
Artificial intelligence is taking over the role of the main creator of advertising content
and form. This is a clear and dominant scenario for the development of the situation
in the advertising industry worldwide [10]. Most advertising spots are already created
and will be created using GenAl. This will certainly collide with consumer
expectations, their expectations for message transparency, showing the real world,
and natural brand settings. A query of empirical research yields varied results. They
focus on consumer research, the study of digital technology experts, and creators of
creative strategies [11]. Research on the problem should be systematic, cover all
cross-sections of social stratification of consumers (target market), combine different
methodological approaches (triangulation), and take an international perspective. An
important element should also be the issue of communication ethics in advertising
strategies, as well as media ethics and ethics of new technologies. These are three
perspectives and key elements of the paradigm of research on the titular problem of
the theses.
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SOCIAL BRANDING OF ORGANIZATIONS IN THE CONTEXT OF DIGITAL
SOCIETAL TRANSFORMATION

Digitalization is a key driver of societal and economic transformation,
reshaping interactions between organizations and their stakeholders. In this context,
social branding has gained importance as an approach to building brands based on
social responsibility, socially significant values, and sustainable development.

Contemporary research demonstrates that a brand is increasingly co-created not
only by the organization itself but also by a wide range of stakeholders through
digital communications and social media. Brand value and meaning are therefore co-
created through continuous interaction between organizations and their audiences
within the digital environment [1, 2].

Social branding is a brand management concept based on the integration of
social responsibility, ethical principles, and socially beneficial activities into an
organization's marketing communication system. Unlike traditional branding, which
primarily focuses on commercial outcomes, social branding aims to create additional
social value and contribute to the well-being of society.

In the modern business environment, social responsibility is evolving from an
auxiliary component of corporate activity into a strategic factor of competitiveness
and long-term brand value. Organizations are increasingly expected to demonstrate
their commitment to social and environmental issues while maintaining transparent
and responsible relationships with stakeholders [1].

Digitalization creates new opportunities for the development of socially
responsible brands. The use of social media, digital platforms, data analytics, and
artificial intelligence technologies enables organizations to interact more effectively
with stakeholders and respond promptly to societal needs and expectations.

The main characteristics of social branding in the digital environment include:
openness and transparency of communication;
interactive stakeholder engagement;
rapid dissemination of information across digital networks;
personalization of messages;
the ability to monitor and evaluate public responses in real time.

In the context of global digitalization, trust has become a critical strategic asset
of a brand. Within the digital environment, reputational risks spread instantly, and
any discrepancy between declared values and the actual behavior of an organization

can rapidly undermine its image and stakeholder confidence [2, p. 3891].
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Research on the relationship between digital transformation and social
responsibility confirms that digitalization contributes to the effectiveness of social
initiatives, while social responsibility, in turn, enhances the legitimacy and
acceptance of digital transformation processes (Table 1).

Table 1 — Advantages of Using Digital Technologies in Social Branding

Digital Tool Opportunities for Social Branding Expected Outcome
Social Media Dissemination of socially significant content | Increased brand awareness
Big Data and | Analysis of audience needs and sentiments Improved communication
Analytics effectiveness
Online Platforms | Implementation of social projects and | Greater stakeholder

crowdsourcing initiatives engagement
Artificial Personalization =~ of  interactions and | Enhanced trust and loyalty
Intelligence communications
Digital ESG | Ensuring transparency and accountability Strengthened positive
Reporting reputation

Despite the significant benefits of digitalization, social branding faces several
challenges, including: information overload among audiences; risks associated with
the dissemination of misinformation; the issue of digital inequality; cybersecurity
threats; the risk of social and environmental greenwashing.

For Ukrainian organizations, social branding has gained particular significance
in the context of wartime challenges and future post-war recovery. Social initiatives
aimed at supporting local communities, veterans, internally displaced persons, as well
as educational and cultural development projects, can become important drivers of
trust-building and positive brand perception.

The future development of social branding in Ukraine is expected to be
associated with: the implementation of ESG approaches; the wider adoption of
artificial intelligence technologies; the development of digital stakeholder
engagement platforms; increased transparency of organizational activities; the
integration of sustainable development principles into brand strategies.

In conclusion, social branding is a significant component of contemporary
marketing in the digital age. Digital technologies enhance social communication,
strengthen stakeholder engagement, and foster long-term brand trust. However, its
effectiveness depends on transparency, consistency, and authenticity in
organizational social activities.
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FROM TRANSACTIONS TO RELATIONSHIPS: RELATIONSHIP MARKETING AS
PERCEIVED BY SUBSCRIPTION SERVICE CONSUMERS

Theoretical background. Despite the growing importance of subscription
models in today’s digital economy and their increasingly widespread use across many
market sectors, the issue of relationship marketing in the subscription economy
remains relatively understudied. Existing research has primarily focused on the
economic and technological aspects of subscription operations. At the same time,
significantly less attention has been devoted to the processes of building long-term
customer relationships, fostering loyalty, and reducing churn [1, 2]. This gap is
particularly evident in empirical research analyzing user behavior at specific stages of
the relationship with a subscription service provider, namely customer acquisition,
customer retention, and service cancellation. In the face of growing competition and
the ongoing digitization of the market, these issues are gaining significant
importance, both in terms of knowledge and practical application.

The subscription model signifies a shift from: a) ownership to access, b) a one-
time payment to a long-term relationship, c¢) an anonymous transaction to
membership and a sense of belonging. It constitutes the practical implementation of
relationship marketing principles, whose goal is to build lasting bonds between the
company and the customer [3]. This model is evolving through the use of digital
technologies and online marketing tools that enable personalization, automated
communication, and customer relationship management. Unlike traditional sales
models, a company’s success does not depend on a single transaction, but on
retaining the customer for as long as possible. In this context, the Customer Lifetime
Value (LTV) metric, which measures the value generated by a customer over the
entire relationship, takes on particular significance [4, 5].

The literature indicates that consumer behavior in subscription models can be
analyzed in three stages: customer acquisition, customer retention, and service
cancellation. During the acquisition stage, price, ease of use, user recommendations,
and the ability to test the offer for free are key [6]. In the retention phase, satisfaction,
quality of service, personalization, and positive experiences related to using the
service become paramount. Over time, consumers become accustomed to specific
features, and the service becomes part of their daily routines. At this stage,
relationship marketing tools such as personalized communication, individual
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recommendations, and loyalty programs become particularly important. Interestingly,
research on subscriptions also shows that consumers often choose not so much the
«cheapest» package as the one that provides the highest perceived value. Therefore,
in subscription models, highlighting the additional benefits of a higher-tier package is
more effective than simply lowering the price. In freemium models, the decision to
upgrade to premium is driven primarily by the enjoyment of use and a favorable
price-to-value ratio, while maintaining the premium subscription is driven by the
service’s «anywhere» availability and the discovery of new content [7]. Consumers
are more likely to subscribe to products perceived as useful (utilitarian), though the
importance of pleasure (hedonia) also increases over the course of regular deliveries
[8, 9]. Conversely, cancellation most often results from a loss of perceived value,
increased costs, or the offer failing to adapt to the customer’s changing needs [7].
Contemporary research on consumer behavior indicates that the sources of customer
loyalty are undergoing a gradual transformation. While loyalty was traditionally
associated primarily with emotional attachment to a brand, factors related to the
quality of the consumer experience and the predictability of the purchasing process
are now gaining increasing importance. Consumers expect not only a satisfying
product or service but also stability, convenience, and reduced effort in making
purchasing decisions. This is confirmed by the findings of The Future Shopper
Report 2025 [10], which indicate that high product quality remains the most
important factor in maintaining brand loyalty (44%). Free delivery (42%) and a
favorable price-to-value ratio (39%) ranked next. These results indicate that modern
consumer loyalty is increasingly based on a rational assessment of the benefits and
quality of experiences associated with using a company’s offerings, rather than solely
on emotional ties to the brand.

Research results. Based on the established research objectives and a review of
the literature, a nationwide original study was conducted between August and
December 2025 to examine perceptions of relationship marketing activities employed
by companies operating under a subscription model. The study was conducted using
the CAWI (Computer-Assisted Web Interview) method with a sample of 1,000
respondents in Poland. The main research problem was to determine the importance
of selected relationship marketing tools in building customer loyalty, maintaining
long-term relationships, and reducing the likelihood of subscription service
cancellations. The results indicate that consumers view activities aimed at building
customer relationships positively. The most valued relationship marketing tools were
fast customer service (68%), personalized offers and recommendations (64%), loyalty
programs (61%), and exclusive benefits for regular customers (58%). Significantly
less importance was attributed to regular email communication (24%). The survey
also showed that relationship-building activities foster brand loyalty. Over half of
respondents (54%) reported feeling connected to a brand they have subscribed to for
over a year. At the same time, 26% of respondents do not feel such a connection, and
20% are undecided. The most important factors influencing subscription retention
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were good value for money (79%), high-quality customer service (61%), and
personalized services (54%). Only then did respondents cite brand loyalty (35%) and
loyalty programs (33%). Respondents also highlighted the risks associated with the
growth of the subscription economy. As many as 48.4% of respondents expressed
concerns about companies' use of personal data for subscription offers. Furthermore,
48% of respondents considered companies’ marketing activities to be too aggressive.
These results indicate that transparency and ethical data management are becoming
essential elements in building long-term relationships with customers.

In summary, based on the research findings presented here and the literature
review, it can be concluded that: a). Relationship marketing supports the building of
long-term relationships in subscription models, but its effectiveness depends
primarily on delivering real value to customers; b). A favorable price-to-quality ratio,
high-quality service, and personalized offers most strongly influence subscription
retention; c¢). Relationship marketing tools, such as fast customer service,
personalized recommendations, and loyalty programs, promote increased loyalty and
reduce service cancellations; d). Transparency in business operations and responsible
management of personal data are essential for building trust and long-term customer
loyalty.
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OOKTOP EKOHOMIYHUMX HayK, Npodecop

npodecop Kadeapn MapKeTUHry i bisHec-agMiHICTpPyBaHHA
KWiBCbKMI HauioHanbHUI yHiBEpcUTET imeHi Tapaca LUeByeHKa

TPAHC®OPMALLIA KPAYLCOPCUHTY AK IHCTPYMEHTY FEHEPALLII
MAPKETUHIOBUX IAEXA B YMOBAX PO3BUTKY FTEHEPATUBHOTIO LUTYYHOIO
IHTENEKTY

Y cydacHux ymoBax 1u(ppoBoi TpaHchopmallii Ta TOCHICHHS KOHKYPEHIIIl Ha
r100anbHUX PUHKAX 3AaTHICTD MiJMPUEMCTB HIBUIKO T€HEPYBATH Ta BIIPOBAKYBATU
HOBI MAapKETHHTOBI i/Iei CTa€ OJHHWM 13 KIIFOUOBHX YMHHUKIB 3a0€3MEUYCHHS IXHBOI
KOHKYPEHTOCIPOMOKHOCTI. TpaauiiitHi miaxoau 10 po3poOJICHHS MapKETUHTOBUX
pllIeHb Jie/1ajl YacTille MOCTYMAIThCA MICIIEM BIAKPUTUM 1HHOBAUIWHUM MOJEISIM,
10 nepeadavaoTh AKTUBHE 3AITyYCHHS 30BHINIHIX YYACHUKIB J0 MPOIIECIB CTBOPEHHS
miHHOCTI. OJHUM 13 HaWOUTbII TMOUIMPEHUX I1HCTPYMEHTIB Takoi B3aeMOMIl €
KpayJACOPCHUHT, SIKHWA JT03BOJISIE BUKOPUCTOBYBATH KOJEKTUBHHUM 1HTEIEKT HIMPOKOI
CHUIBHOTH U1 TOUIYKY HOBHUX 11€H, yJOCKOHAJEHHS MpPOIYKTIB, PO3pOOJIEHHS
pPEKJIAMHUX KOHIICTIiM Ta BUPIIICHHS MApKETHHTOBUX 3aBJaHb. BomHoYac cTpiMKuHit
PO3BUTOK TexHoJOrii mry4yHoro iHTenekry (ILI), 30kpema renepaTuBHOrO, CyTTEBO
3MIHIOE TIJIXOIM J0 TeHepallil 1/1e Ta CTBOPEHHS IHHOBAIIMHOTO KOHTEHTY. 3aBIsKU
3aTHOCTI aHaNI3yBaTH BEJIWKI MAacCHWBH JaHUX 1 MPOAYKYBaTHU HOBI TEKCTH,
300pakeHHsI, AU3alHEepChKl pilleHHs Ta KoHuenuli, reHepatuBHuii LI crae
BAXCUTMBMM  iHCTPYMEHTOM  IIATPUMKH  MAapKeTHHTOBOI  JisibHOCTI.  Moro
3aCTOCYBaHHS BIJKPUBA€ HOBI MOKJIMBOCTI JUIsl aBTOMAaTHU3allli TBOPYMX MPOLECIB,
MIJBUILEHHS MIBUAKOCTI PO3pPOOJIEHHS MApPKETUHIOBUX PIIIEHb Ta PO3IIMPEHHS
CIIEKTpa MOTEHI[IHHUX 1HHOBAI[IMHUX 17EH.

[TosiBa reneparuBHoro Il we nwuie MOMOBHIOE TpaaMIiHI MeEXaHI3MU
KpayJICOPCUHTY, a ¥ ¢opMye HOBI TiOpUAHI MOACTI B3aEMOJIi MK JIIOJMHOIO Ta
anropuTMamM. Y TaKUX MOJENSIX INTYYHUN 1HTEICKT MOKE€ BHKOHYBATH (YHKITI
reHepailii MepBUHHMX 17eH, iX MomepeaHhoro BIAOOPY Ta amamnTailii 10 MmoTped
[ITFOBUX ayAUTOPIH, TOMI SK JIOAW 3a0€3MeUy0Th OI[IHIOBaHHS, IHTEPIPETAIIO Ta
BpaxyBaHHS COLIIOKYJIbTYPHOTO KOHTEKCTY.

Bigomo, 110 KpayacOpCHHI € OJHMM 13 Cy4YaCHHUX IHHOBAIlIMHUX METO/IIB
reHepallii MapKeTUHIOBUX 171eH, SIKUIl IPYHTYETHCS HA 3alTy4Y€HHI IUPOKO1 ayAUTOpii
710 CTBOPEHHSI HOBUX MPOJYKTIB, pEKIAMHUX KOHUENI1H a00 Tu3aiiHEpChKUX PIllIeHb
[1]. OnHiero 3 KIOYOBUX MPUYUH MOIMYJISPHOCTI JAHOTO MIAXOAY € MOKIIMBICTD
aKTUBYBATH KOJIEKTUBHUHU 1HTENEKT, OTPUMYIOUYH IIUPOKHA CIEKTP HECTaHAAPTHHUX
171ed, 1110 MepPEeBUINYIOTh MOTEHINad BHYTPIIIHIX KOMaHJ KommaHnii [2]. Ha Biaminy
B1Jl TPAIUIIIHHUX METOJIB KPEaTUBY, KPAayJACOPCUHT J03BOJISIE TIPAIIOBATH 3 PI3HUMU
KaTeropisiMU KOPUCTYBadiB, 3anydatoud ¢axiBiiB, (aHaTiB OpeHay Ta HaBITh
BUITAJIKOBUX YYaCHUKIB, SIKI BOJOJIFOTh HECIOMAIBAHUMU TMOTJISIAMHA Ta YHIKAJIbHUM
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KUTTEBUM  JocBiioM. HoBiTHI  ¢dopMu  KpayJICOpCHUHTY,  QJITOPUTMIYHUIA
KpayACOpCUHT, TiOpumHi moxaeni «Al + cHoimbHOTa» Ta MEpPEeXeBl CHUTBHOTH
MIKpPOKOHCTPYKTOPIB, PaIUKaIbHO PO3LUIUPIOIOTH MOKIIMBOCTI OPEH/IIB Y TECTyBaHHI,
MOJIETIIOBaHHI Ta aJlamnTallii pillieHb y peadbHOMY Yaci. Tak, reHepaTUBHUHN ITYYHHUMA
IHTEJIEKT CTaB MEPCHEKTUBHUM IHCTPYMEHTOM JUIS JOMOBHEHHS a00 HaBITh 3aMiHU
JIOJICBKOIO KpayACOPCUHIY B IIEBHUX KOHTekcTtax. l'eHeparmBHuu LI, mo €
M1MHOKMHOIO IITYYHOTO 1HTEJIEKTY, XapaKTepU3y€eThCA 3IaTHICTIO CTBOPIOBATH HOBI
JaHl, Kl TICHO B1IOOpakaloTh XapaKTEPUCTUKH THX JaHUX, Ha SKUX HOro Oyjo
HaBueHO. lle Moxe BKJIIOYaTH CTBOPEHHS TEKCTIB, 300pa)K€Hb, MY3MKH Ta THIIMX
(hopM KpeaTUBHOTO KOHTEHTY [3].

Mopeni renepatuBHoro III ocobmuBo goOpe MiAXOAATH sl T€HEPYBaHHS
PI3HOMAHITHMX 1JIeH 3aBISKH HAaBYAHHIO HAa BEJIMKOMY O0OCS31 JaHMX 1 3JaTHOCTI
CTBOPIOBATH IIUPOKUN CIEKTP MOTCHIINWHUX pIlIeHbh a00 KOHUEMIM, SIKI JIIOAU
MOXYTh HE NpUAyMard. Y CHUTyallisdX, KOJU ICHYIOTb Oap’€pu MJii CTBOPEHHS
KpayJCOPCUHIOBOIO 3aBAaHHS, 3JaTHOTO 3aJyYUTH BEIUKY Ta pI3HOMAHITHY
aynuropito, abo Koiau oOMexeHl yac uu pecypcH, reHepatuBHuil LI wmoxe
JOTIOMOTTH JIFOJICBKOMY KPayACOPCHHTY, CTBOPIOIOYH BEJIHUKY KUIBKICTH 11€H MIBUAKO
Ta epeKTUBHO - AK Ha 3aMiHy, TaKk 1 Ha MATPUMKY JIOACHKOI ydwacti. OTxe,
reHeparuBHuil LI mMoxe Oyt OuthIl MacmITaOOBaHUM 1 MOCTIAOBHUM y CTBOPEHHI
SAKICHUX Pe3yJbTaTIB, HIXK JIOJCHKUIA KpayACcOpcuHT [3].

[IpoTe mITy4HUI 1HTENEKT MOXKE€ HE MAaTHU 3JAaTHOCTI PO3YMITH COIaJIbHI Ta
KyJbTYpHI HIOQHCH, II0 MO€E OYyTH BUPIIIAJIBHUM Y CTBOPEHHI MO-CHPABXKHbOMY
IHHOBalIMHUX 1 wiHHUX 1ned. ['enepatuBHuii I Moxke 3iITOBXHYyTHCS 31
CKJIaJIHOIIAMU Yy BIJTBOPEHHI JIIOACHKOI KPEaTHMBHOCTI Ta 3/1aTHOCTI 3[1MCHIOBATU
IHTYITUBHI1 «CTpUOKWNY, 10 MOETHYIOTh eJIEMEHTHU BHUIIAJIKOBOCTI,
HemependauyyBaHOCTI Ta TIHMOOKOI mpeaMeTHoi excreptusu [3].  HaiiOuibm
MEPCTIEKTUBHUM HAMPSIMOM PO3BUTKY € BUKOPUCTAHHS TOPUIHUX MOJETICH «II0ANHA
— IITYYHUH 1HTENEKT», y Mexkax sikux renepatuBHuid LI BHcTynmae iHCTpyMeHTOM
MOCUJICHHS KOJICKTMBHOI TBOPYOCTi, a JIOAChKAa y4acTh 3a0e3ledye KpPUTHYHE
OIIHIOBAHHSI, aJallTallil0 OTPUMAaHUX pe3yJbTaTiB /10 notped puHky. Lle cTBOproe
NepeayMOBH ISl MiABUIICHHS pe3yJbTaTUBHOCTI MAPKETUHIOBUX 1HHOBALIIM.
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beperoseHko [1.B.
acnipaHT Kadeapu MapKeTHHry i 6isHec-aAMiHICTpyBaHHS
KWiBCbKMI HauioHanbHUI yHiBepcUTET imeHi Tapaca LLeByeHKa

IHCTPYMEHTU CTPATEIN4YHOIO NPOrHO3YBAHHA NOBEAIHKU CNOXUBAYIB

Y cywyacHux yMoBax mudpoBizallii, BHCOKOI PHHKOBOI KOHKYpEHIIi Ta
3pOCTal0y0i HEBU3HAYEHOCTI 30BHIIIHBOTO CEPEIOBHUINA MPOTHO3YBaHHS MOBEIAIHKU
CIOKMBAYIB JUIsl PO3POOKU THYUYKUX PUHKOBO-TIPOAYKTOBHUX CTpPATEriil CTa€ OJHUM 13
KJIFOUYOBUX 3aBJIaHb Cy4acHOT0 MapKeTUHTY. OcoOJIMBOi aKTyallbHOCTI L MpodieMa
Ha0yBae B yMOBaX BIMCHKOBO-IIOJNITUYHOI Ta EKOHOMIYHOI HECTaOLIBHOCTI.
Tpanumiiiai mMaxoau A0 aHaji3y MOBEMIHKK CIOKHBAYiB JO3BOJISIOTH MOSCHIOBATH
BJK€ 3/11ICHEH1 PIlIEHHs], OJIHAK YacTO BPAXOBYIOTh HE BECh CIIEKTP (PAKTOPIB BILUIUBY
Ta MatOTh OOMEKEH1 MOKJIMBOCTI 111010 MPOTHO3YBaHHS MallOyTHHOTO BUOODY.

BoaHouac cyyacHI TEXHOJOTII IITYYHOTO IHTEJEKTY 3a0€3MeUylOTh IIBUAKY
00poOKy BENMKHMX MAacHBIB JaHUX Ta BHSBJICHHS NPHUXOBAHUX 3aKOHOMIPHOCTEH
CIOKMBYOI TOBEAIHKA. Mojeni TOBEAIHKHA CIIOKMBA4iB Ha OCHOBI TEXHOJIOTIN
MITYYHOTO I1HTEJIEKTY — II€ CHUCTEMH, Kl 3a JOMOMOTOI0 aJIrOPUTMIB MAIIMHHOTO
HaBYaHHS, ITMOMHHOIO HaBUYaHHs Ta reHepatuHoro I aHami3yoTh BenMki HaboOpH
JAHUX TIPO CHOXKHMBYI BIOJOOAHHS, MOBEIIHKY, MOIIYKOBI 3alUTH, TpaH3aKIiii,
coIllajibHI MEPEXi TOIIO0, 1100 MPOTHO3YBaTU a00 BUSBIATH TPEHAM, NependadaTu
MOMNUT, epcoHami3yBatu npono3utii [1-3]. IIpote, m1s cyyacHoro Gi3HECY BaXKJIMBO
HE JIMIIEC aHai3yBaTH TOBEIIHKY CIIOKWBAYiB 1 BUSBIATH 3arajbHI TPEHAHW, a U
BIIHAXOJWTH TJIMOWHHI MOTHBAIlii CITOXMBaya, MPOTHO3YBATH HWOTO TOBEAIHKY Ta
OyIyBaTH TEPCOHAJIBHUM TIAXiJ B yMOBax HECTaOIBLHOTO CEpPEIOBHINA Ta i
BIUTMBOM  IIUPOKOTO Habopy  (akTopiB: 30BHIMIHIX (COIIOKYJBTYpPHI  Ta
MapKEeTUHTOBl1), BHYTpIIIHIX  (IICHUXOJIOT14HiI, OCOOHMCTICHI ~Ta €KOHOMIYHI
XapaKTEPUCTUKU CIOKMBada) Ta CUTyaTUBHHX [4]. 3Baxkarouu Ha 10 TOTpeOy,
MMOTOYHI IHCTpyMeHTH Ha ocHOBI I MoxxyTh OyTH BIockoHaseHi. [ 110ro MokHa
MOETHATH MOXKJIMBOCTI IITYYHOTO IHTENEKTY 3 METOJaMU OaraToKpUTEPiaibHOTO
aHai3y Ta aHali3y 1€papXiil, IO CTBOPUTH MIATPYHTS sl (popmMyBaHHS OLIBII
TOYHHMX IHCTPYMEHTIB Ta MOJI€JIEH MPOrHO3YBAHHS MOBEAIHKH CIIOKHBAYIB.

Jns  cuctemaTtu3zauii B3a€MO3B’SI3KIB MDK (DaKTOpaMu BIUIMBY JOLIJIBHO
BUKOPHUCTATH KOTHITUBHE MOJE/IIOBaHHS. Ha OCHOBI Mojielli MTOBEIIHKU CIIOKHBAYiB,
3aMpONOHOBaHIN y po0oTi [4], MOOYIyeEMO KOTHITUBHY KapTy (puc. 1).

Kapra meMoHCTpy€, 0 KIIOYOBUMH JIpaiBEepaMHu MOBEAIHKA € MapKETHUHT Ta
MOTICPETHIA JTOCBIJ, SAKI Yepe3 CHPHHHATTS 1 MOTHBAIII0 BIIMBAIOTh Ha IIPOIIEC
npuiHATTS pimeHHs. [Ipu mboMy cucteMa Mae 3BOPOTHUMN 3B’SI30K — peaKilisl MiCs
MOKYTNKH, siKa (opMye MallOyTHIO TOBEAIHKY CIIOKMBaua MIOJ0 TPOIYKTY.
[IyHkTHpHI KONa BiOOpa)karoTh 1€papxit0 (PAKTOPIB BIUIMBY — BIJ 30BHILIHIX [0
BHYTPIIIHIX, 3 (POKycOM Ha Tpolieci NpUHHATTS pimeHHs B 1eHTpi. Lle 3abe3neuye
MOKJIUBICTh TOOAYUTH, SIK BILTUB MTPOXOJUTH Y€PeE3 PIBHI CUCTEMHU.
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Pucynoxk 1 — KorniTuBHa KapTa MOBEIHKH CIIOXKUBaya
JIxeperno: po3po0IeHO aBTOPOM

Ha xapTti BimoOpaxkeH1 sIK TTO3UTHBHI, TaK 1 HEraTUBHI MPUYUHHO-HACITIIKOBI
3B’s13kM. HeratuBH1 BIUIMBY MO3HAYEHI YEPBOHUM ITYHKTHPOM, IO MOKa3ye (GaKkTopH,
Kl MOXYTh 3HHXKYBAaTH HMOBIPHICTb MOKYNKH a00 MOTIPIIyBaTH CIPUHHATTS.
JlomaTkoBO BioOpaXkeHa CWiIa BIUIMBIB 4Yepe3 TOBIIMHY 3B’s3KiB. [lomambimmii
PO3BUTOK MOl mependavyae IHTErpalil0 TEXHOJOTIH MTYYHOrO I1HTENEKTY JUIs
aHaNli3y CIOXHUBYMX JAHUX, BHUSBJICHHS TOBEIIHKOBHUX IMAaTEPHIB, MPOTHO3YBaHHS
TPEHIB, pO3p00OKa BapiaHTIB BILUIMBY HA KPUTHUYHI BY3JIH.

bazyrourich Ha 3ampomnoOHOBaHIM KOTHITUBHIA KapTi, 3 iHTerpaumiero LI Ta
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3aCTOCYBaHHSM METOJMY aHaNi3y 1€papxXiii, MOXXHA PO3POOUTH KOMILICKCHHMA
IHCTpYMEHT (MOJENB) Al OUIBII TOYHOTO MPOTHO3YBaHHS MOBEIIHKH CIIOXKHBAYA.
Baromicts kputepiiB BuOOpy Oynae BH3HadaTuch 3a jgomnomororo Merony DIBR, a
paH)XyBaHHS albTepHATUB 3/1McHIOBaTHMEThes MeTonoM TOPSIS [5].

3anponoHOBaHUM MiAXiA A0 MPOTHO3YBAHHS MOBEIIHKU CIIOKHBAUiB MOETHYE
MepeBard  KOTHITUBHOTO  MOJICNIOBAHHS, INTYYHOTO 1HTENEKTy Ta METOIB
OaraTokpuTepiabHOTO aHajizy. I[HTerparmis MeToay aHamizy lepapxid 13
texHonorissimu Il cTBoproe ocHOBY i TOOYAOBH CHCTEM  MIATPUMKH
MapKETHHTOBHUX PIIIEHb Y BUTJIAA1 HUGPOBUX 1HCTPYMEHTIB/MPOrPaMHUX MPOIYKTIB,
3JIaTHUX NPOTHO3YBAaTH CHOKUBYUNA BHOIp y peaibHOMY Yaci.

Anroput™M (YHKI[IOHYBAaHHS TaKUX 1HCTPYMEHTIB/TIPOTpaM MOKHA TMOJATH Y
BUTJISIII HACTYITHOI MOCII1TOBHOCTI KPOKIB:

1) 36ip Ta aHai3 JaHUX MPO AKTUBHICTH CHOKMBaya, BU3HAYEHHS €TAJTOHHUX
3Ha4eHb (3a qonomorotro 1111);

2) BUSBIEHHS HOBUX TpeHIIB Ta (akropiB BrumBy (LI +anroputm
KOTHITUBHOI KapTH);

3) mporHo3yBaHHS MOBEIHKU CIOXKMBaya B KOHKpeTHi curtyarii (LI +meton
aHaii3y le€papxiid): BU3HAUEHHS LIl CIOXHKBaya, (pOpMyBaHHS CHCTEMH KpPUTEPIiB
U1st 00paHoi i, (opMyBaHHS a00 30ip albTepHATUB BUOOPY, BUBHAUEHHS BaroBUX
Koe(ilieHTIB KPUTEPIiB A 3a/laHol iepapXii (OLIHIOBAHHA 3a JOTOMOTOI0 METOIY
DIBR), ominka anbrepHatuB wmetogom TOPSIS (3 ypaxyBannsm DIBR-Bar
KpUTEpiiB, HaINpsIMIB KpalloCTI KPUTEPIiB Ta BIACTaHEW [0 1JeaNbHOI Ta
aHTU1JeabHOI aJIbTEPHATHB);

4) BuOip aTbTEpPHATUBY Ta PEKOMEH/IaIlisl BAP1aHTIB MAPKETUHTOBUX BILIHBIB.
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bopucosa T.M.

OOKTOP EKOHOMIYHMX HAyK, Npodecop
3aBigyBay Kadbeapn MapKeTUHry
3axiaHOYKpPaAiHCbKUI HaLiOHAbHMI yHiBEPCUTET

HEMPOMAPKETUHIOBI TEXHOOTIT B OLIIHIOBAHHI E®EKTUBHOCTI BEECAMTIB:
PE3Y/IbTATU AUTPEKIHTOBOIO TA EEG-LOC/NIAMKEHHA

VY cyuacHoMy HH(PPOBOMY cepeqoBUIlll €(hEeKTHUBHICTh BEeOCAUTy BU3HAYAETHCS
3MATHICTIO TPUBEPTaTH Ta YTPUMYBaTH yBary KOPHUCTyBauiB. Y 3B'S3Ky 3 LUM
aKkTyaJdbHOCTI HaOyBalOThb HEHMPOMAPKETHHIOBI TEXHOJIOTii, 30KpeMa aMTpEeKiHI Ta
enekrpoennedanorpadis (EEG), saki m03BONSAIOTH OIIHUTA OCOOJMBOCTI yBarw,
3aJIy4€HHS], EMOLIIMHUX Peakiiii KOpHUCTyBadiB.

MeTo0  JOCHIKEHHS  CTajl0  OLIHIOBaHHS  €()EeKTUBHOCTI  LU(pPOBUX
MapKETMHTOBUX  KOMYHIKAliil  ocBiTHhOro  BeOcauTy  https:/kmds.ua/ 13
BUKOPHUCTaHHAM TexHoJor1i aiitpekinry, EEG (puc. 1) Ta aBTOMaTU30BaHOTO aHaNI3y
MIMIYHHUX peakiii (puc. 2).
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— Attention Meditation

Pucynok 1 — [liarpama yBaru Ta menuraiii mija yac neperiisany caiity 3 EEG
Jxepeno: nociipKeHHs aBTopa

Tpanumiitni  Meromu  BeOAHATITUKH  JIO3BOJISIOTH  OIIHUTH  TTOBEIIHKY
B1/IBIlyBauiB, MPOTE HE AAIOTh 3MOT'M BU3HAUYUTHU M1JICBIIOMI MEXaHI3MU CHPUUHSTTS
iH(dopmarii. Pe3ynbraTi alTpEeKiHrOBOro AOCIIIKEHHS 3aCBITYMIM BUCOKUM PIBEHB
KOHIIGHTpAllli yBaru Ha JIOACBKUX OOJMYYAX, OCOOJMBO Ha CTOpPIHKax 13
BUKJIala4aMl Ta MeHTopamu. HailOubiry KimbKICTh (hikcalii OTpUMYyBajlu oOul,
YCMIIIKK Ta  KOHTPACTHI  €JIEMEHTH  30BHIMIHOCTI. BogHouac  TEKCTOBI
XapaKTepUCTUKH BUKJIAJa4diB, 1H(OpMALIis PO IXHIO KBaMI(iKalliio Ta 3aKJIUKH 10 J1i
MpUBEPTAIM MEHIIE yBaru MOpiBHSIHO 3 (otorpadismu. BcraHoBIEHO 3HAYHMIMA

BIUTMB KOJIbOPOBHUX €JIEMEHTIB iIHTep(elicy Ha pO3MOALT yBaru KOPUCTYBadiB.
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PucyHok 2 — JliarpaMa eMoIiitHOT 3a]Ty4€HOCTI 1] Yac Mepersiay caTy 3 dikcaliero
MIMIKH PECIIOHJICHTa
Jlxepeno: nocaipKeHHS aBTopa

JKoBTi OMOKM Ta KHONKMA WIBHJKO TNpPHBEPTAId TOMISA BiJBIIyBayiB,
3a0e3Meuyour BUCOKY BMI3HABAHICTh OpeHAY Ta €(PEeKTUBHE NMEPBUHHE 3aXOTUICHHS
yBaru. Pa3zom 13 THUM HaJMipHE BHUKOPUCTAHHS SCKPABUX KOJIHOPOBUX AaKIICHTIB
MIPU3BOIMIIO /IO BiJIBOJIIKAHHS B1Jl 3MICTOBHOTO KOHTEHTY. AHaJIi3 MapuIpyTiB HOTIISATY
MOKa3aB HU3BKUM PIBEHb 3aJy4€HHS JO BEJIMKUX TEKCTOBUX OnokiB. KopuctyBaui
CKaHyBaJIM 3aroJIOBKM Ta ()parMEeHTH TEKCTY, HE MEPEXOJS4YH 10 TOBHOTO YUTAHHS
iHdopmarii. EMortiliny peakiiito Bukiukanu Gororpadii giTeit Ta iXHOT B3aeMOIii B
OCBITHbOMY cepefoBHIll. Taki 300paxeHHs 3a0e3nedyBajy TpuUBadimil (ikcari
yBaru Ta BHUIIUMKA PIBEHb EMOILINHOIO 3aly4yeHHs [MOPIBHAHO 3 IHTEpP €pamu,
porpaMamMu HaBYaHHS YW TEKCTOBUMH onucamu nociyr. Ilig yac BUOOpY OCBITHIX
MOCIHYr OaTbKM 3HAYHOIO MIPOIO OPIEHTYIOTHCS HA €MOLIMHI CHUTHAidu Oe3NeKH,
koMpopty Ta Onarononyuus autuHd. Jlani EEG mnpomeMoHCTpyBanu piBeHb
€MOIIIMHOI 3a]Ty4€HOCTI, 110 MEPEBUIIYE CEPEIHI TOKA3HUKU, OJHAK aHaJi3 MIMIYHUX
peaxiliii BUsIBUB HAsIBHICTh 3HAYHOI YACTKU HEUTPATbHUX Ta CKENTUYHUX €MOIIIHUX
CTaHiB, iK1 B okpeMi MoMmeHTH nocsaraiu 30-50%, 1110 CBiIYUTh PO MEePEeBAHTAKEHHS
KOpUCTYBauiB 1H(HOpPMAIIIE€I0 1 HEJOCTATHIO CTPYKTYPOBAHICTh €JIEMEHTIB BeOCAMTY.
PesynbraTi miaTBEpIKYIOTH JOIUIBHICTH 3actocyBaHHs EEG Tta aifTpekiHry sk
IHCTPYMEHTIB MiABUIIECHHS €()EeKTUBHOCTI IIU(PPOBOTO MAPKETUHTY B OCBITHIH cdepi.

Nitepartypa
1. bopucosa T.M. Heitpomapketunr: Hasu. noci6. Tepuonuis: 3YHY, 2025. 180 c.
2. Camnonscbki P. Biosnoris noeninku. Ilpuunnu nobporo i moranoro B Hac. K.: Ham ¢opmar.

2021. 672 c.
3. Oxnangep M., I'ybapesa FO. HelipomapkeTuHr — Teopisi Ta MpakTHKa BIUIMBY HA MiJICBIIOMICTh

cunoxxuBaua. Exonomicm. 2014. Nell. C. 59-62.
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FanbkKo /.P.

KaHAMAAT EKOHOMIYHUX HAYK, AOLEHT

O0LUeHT Kabeapn MapKEeTUHTY
3axiAHOYKPAIHCbKNI HaLiOHaNbHUIM YHIBEPCUTET

AI-TEXHONOTIT NEPCOHANI3ALIT KNIEHTCbKOro A0CBIAY Y CYYACHUX
MPOOAXAX

[Hudpoa TpanchopMmallisi CIOKUBUMX PHUHKIB CYTTEBO IepedopmaTyBaia
KOHKYPEHTHY JIOTIKYy CyYaCHHUX NpOAaXiB, ajpke 3JaTHICTb KomIaHii (opmyBatu
1HAWBITyali30BaHy KOMYHIKAIlII0O 3 KIIEHTOM Y PEXKHMI PEaIbHOTO dYacy Aemali
Oinplie BU3HAYae il PUHKOBI MO3MIII, BIATICHAIOUM HA JAPYTUN TUIaH TPaguIliiHI
YUHHUKH KOHKYPEHTOCIIPOMOKHOCTI, 30KpeMa IIHOBY TOJNITHKY Ta IIUPOTY
acopTuMeHTy. B ymoBax HacuueHOro iH(QpOpMaIlifHOTO CEpeIOBUILIA Ta 3arOCTPEHHS
MDKOPEH/I0BOI KOHKYPEHIIII SKICTh KJIIEHTCHKOTO JIOCBIy IEPETBOPIOETHCS HA
KJIIOYOBHUM JIETEPMIHAHT 3aJlydy€HHS Ta YTPUMAaHHS CIIOKHMBayda, a MEepCOHa130BaHI
KOMYHIKaIlii, 1[0 IPYHTYIOTbCSI HAa CUCTEMHOMY aHali31 MOBEAIHKOBUX MATEPHIB 1
I[IHHICHUX OpIEHTAlllii KOPUCTYBadiB, BHUCTYMAIOTh OJHUM 13 HAMOUIbII J1€BUX
IHCTPYMEHTIB YIIPABIiHHS UM JOCBIZIOM Y TIpOJaxKax.

[lepconamizaiisi y cy4acHUX MPOAaKkax OXOIUIIOE BECh CIEKTP TOUOK B3a€EMOJIIT
3 KIIEHTOM 1 HE€ 3BOAMTHCS [0 aJanTallii pekJaMHUX MOBIAOMJIEHb. ToOBapHI
peKoMeHjalli, JMHAMIYHMA  KOHTEHT, LIHOYTBOPEHHs,  OpIEHTOBaHE  Ha
XapaKTEPUCTHKU CIIOKUBYOTO CErMeHTa, iHTepdeiic mudpoBux mmargopMm, 0o
MIJJIAIITOBYETHCS B PEAJTbHOMY 4acl, @ TaKOK KOMYHIKAIisl Yyepe3 1HTEJIEKTYaJIbHUX
acucCTeHTIB (OpPMYIOTh 0araTOBUMIPHY CHUCTEMY I1HAMBIAYai30BaHOi B3a€MOJIi Ha
KOKHOMY eTarli npoAaxis [3]. TeXHOJOrYHOI OCHOBOIO peaizallli Takoro Miaxory
BHUCTYNAIOTh IHCTPYMEHTH IITYYHOTO 1HTEJIEKTY.

Cyuacni Al-cuctemu nepconamszanli y npogaxax GyHKIIOHYIOTh Ha IEPETHHI
MalIMHHOTO HaBYaHHS, OOpPOOKH TMPUPOIHOI MOBH Ta MPEIUKTHBHOI AHAIITHUKH.
AJTOPUTMHU MAIIMHHOTO HaBYaHHS aHANI3YIOTh IMOBEIIHKOBI MaTEepHU CIIOKHBaYa,
30KpeMa ICTOpiI0 MEeperiisiiiB, KyIiBelb 1 peakilii Ha KOMyHikaiii, Ta (opMyIOTh
IUHAMIYH1 mpodiiai, MO0 TMOCTIHHO OHOBIIOIOTHCA, 3a0€3MEeUyI0Yd OCHOBY IS
PEKOMEHJAIIMHUX CUCTEM, SIKI TeHEPYIOTh 1HAMBITyalli30BaH1 TOBapHI MPOMO3UIIIi B
pexumi peanbHoro yacy. NLP-Mozeni po3muproioTh aHaIITHYHY 0a3y 3a paxyHOK
HECTPYKTYPOBAaHUX JaHUX — BIATYKIB, YaT-3alUTIB 1 aKTUBHOCTI Y COIlaJIbHUX
Mepekax, J03BOJISIIOUM BpPaxOBYBaTH HE JIMILE TPaH3aKI[IWHUNA, a ¥ eMOIWHUIMA
KOHTEKCT B3aeMOAli y HUGPOBUX KaHAax mpoaaxiB. lIpeaukTuBHA aHaIiTHKa
MEePEBOIUTh HAKOMUYEHI JaHl B MPOAKTUBHI PIllIEHHS, (JOPMYIOUM MPOIMO3UIIIIO I1Ie
710 TOTO, AIK CIMOYKMBAa4 YCBIJIOMHB BJIACHY MOTPEOY, 110 MPUHILIUIIOBO 3MIHIOE JIOTIKY
MPOJaXiB 3 pEaKTUBHOI Ha BUMEPEIKYBAIbHY.

JlunaMiyHe I[IHOYTBOPEHHSI Ta reHepaTUBHUN Al JOMOBHIOIOTH LIO CUCTEMY,
3a0e3medyrour BiJIMOBITHO aJamlTallif0 IIHOBOi MPOIMO3HINI JI0 XapaKTePUCTHUK
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KOHKPETHOT'O CErMEHTa 1 aBTOMAaTH30BaHE CTBOPEHHS MEPCOHATI30BAHOTO KOHTEHTY
y TPOMHUCIOBOMY MaciiTabi. AHaTITUYHI JaHI NEPEeKOHJIMBO MiJTBEPIKYIOThH
eKOHOMIuHY edexTuBHICT, Al-mepconanizamii y mnpoaaxkax. 3a pe3yibTaTaMu
nocaikeHb McKinsey, koMmaHii, 110 3aCTOCOBYIOTh IEPCOHANI3AIlII0 HA CHCTEMHIM
OCHOBI, TeHepyloTh Ha 40% Oinplne AO0XOAYy MOPIBHSHO 13 CEPEIHbOTATY3eBUMHU
MOKa3HWKAMH, a TPHUPICT BUPYYKH BiJl TMEPCOHATI3AIINHUX IHIIIATHB y PI3HUX
CeKTOopax CTaHOBUTH BiJ 5% 10 25% [1].

B Al-niepconasizariii BUXOIUTh 32 MEK1 OKPEMOT TpaH3aKIii, OXOIUTIOIYH
JIOBFOCTPOKOBUH BUMIP BIJJHOCHH 13 KJIIEHTOM Y Mpoja)kax. 3a JaHUMH HIOPIYHOTO
ONMUTYBaHHs, MpoBeAeHoro kommadiero Salesforce, 65% cnoxkuBauiB 30epiraroTh
JOSUTBHICTh 710 OpeHMiB, 10 3a0e3MeuyloTh IEePCOHANI30BAaHUM JOCBIM, IO
MEePETBOPIOE MEPCOHATIZAIlII0 HA MEXaHI3M HapOITyBaHHs JJOBIYHOI IIIHHOCTI KJIIEHTA.
3BOpOoTHHI €(dEeKT € He MEHII IOKa30BUM, ajke 76% CHoXXUBayiB BiA4yBalOTh
pO37paTyBaHHs BiJ HEpPEJNEBAaHTHOI KOMYHIKAIlli, HACIIAKOM SIKOi HEpIJKO CTae
BTpaTa KJIIEHTA, 10 00XOIUTHCS O13HECY 3HAUHO JIOPOKUE 3a 3aTydeHHs [2].

[Tonpu nepeKkoHNINBY PE3yJIbTATHUBHICTh, BOPOBaKeHHA Al-nepconamnizamii y
npojakax IMOB’S3aH€ 3  HU3KOI0  CHUCTEMHUX  BUKIMKIB. EQEKTHUBHICTH
MepCoHaI3aAIMHUX aJTOPUTMIB 3aJICKUTh BiJl SIKOCTI Ta MOBHOTH BXIJHUX JaHUX,
TOAl SIK (hparMEHTapHICTh KIIEHTCbKOI 1H(opMmarii, Hanpukmaa, Mk CRM,
eCommerce-matdopmoro Ta odailH-KaHaJaMu, NPU3BOAUTH 10 CIIOTBOPEHUX
pPEKOMEHJAIIN 1 3HIKYE TOUYHICTh TapreryBaHHs. [lapajienbHO MOCHJIEHHS BHMOT
GDPR 3Mymiye nmepeocMHCIIIOBATH apXITEKTypy 300py nepcoHaibHHX JaHuX. He
MEHIIl 3HAYYIIUM € OpraHi3alliiHuil BUMIp: BIpOBaKeHHS Al-nepconanizarii
nmoTpedye mepeOyqoBH MPOLECIB, y SKUX aJTOPUTMIYHI pPEeKOMEHAAIlli CTaloTh
PIBHOIIPaBHUM €JIEMEHTOM TOPYY 13 JOJICHKOI0 €KCIIEPTU30IO.

Al-niepconanizaiiisi TpaHchopMyBajia JIOTIKY Cy4aCHUX MPOJaxiB. 3JaTHICTh Y
pEeXUMI pealIbHOrO Yacy KOHBEPTYBATH MOBEAIHKOBI JaHl CIOKKWBaya B PEJIEBAHTHY
MPOTO3HUIIII0 BU3HAYAE MIOTOYHY KOHBEPCIIO, ApXITEKTYpPY 1OBFOCTPOKOBUX BIAHOCHUH
MK OpeHaoM 1 kmieHToM. Kowmmanii, 1o BUOYAOBYIOTH MEPCOHATIZAIII SK
HACKpI3HY OpraHizaliiiHy KOMIETEHI[II0, 0CATal0Th CTPYKTYPHO BHUIIOIO PiBHS
3aJly4eHHS Ta BUMIPIOBAHO KpaluX (piHAHCOBUX pe3yJbTaTIB y NpOoAaxKax.

Nitepartypa
1. McKinsey & Company. Next in Personalization 2021: How to Captivate Consumers with More
Meaningful, More Personal Experiences. 2021. URL: https://www.mckinsey.com/capabilities/growth-
marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
(accessed May 27, 2026).
2. Salesforce. State of the Connected Customer. 6th ed. Salesforce, 2023. URL:
https://www.salesforce.com/resources/research-reports/state-of-the-connected-customer  (accessed
May 27, 2026).
3. Cepb6in Mukuta. IHCTpyMeHTH Ta pOJb NEPCOHANI30BAHMX KOMYHIKaliid y ¢opMyBaHHI
KIIIEHTCHKOTO JOCBINY. Vxpaincoxuil scypran npuxiaouoi exonomixu ma mexuiku. 2025. Tom 10.
Ne3.C.77-8l.
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fopo6eub O.B.
acnipaHT Kadeapn MapKeETUHTY
JepraBHUI TOProBeIbHO-EKOHOMIYHUI YHiBEPCUTET

POJb MMEPNEPCOHANI3ALYITY ®OPMYBAHHI KNIEHTCbKOrO A0CBIAY B
LiIM®GPOBOMY CEPEA,OBMLL|

[inmepnepconanizaiisi € OAHUM 13 IHCTPYMEHTIB (DOPMYBaHHS KIIIEHTCHKOTO
JI0CBiTy B IM(POBOMY CepelOBHII. Ii CYyTHICTh MoNATae y BUKOPUCTAHHI IITY4HOTO
intenekty (III), mammHHOrO HaBUYaHHA Ta aHAMITUKU JAHUX JII CTBOPEHHS
1HIMB1Ayalli30BaHOI B3aEMOJII1 3 KOKHUM criokuBadeM. Ha BinMiHY Bia TpaauiiiifHOL
nepcoHamizaiii, ska 0a3yeTbcs 3J€OUIBIION0 HAa BUKOPHUCTAHHI JaHUX MPOQLUIIO
KJIIEHTA Ta 1CTOPIii MOro mornepeaHix B3aeMOJIN 13 KOMIMAaHIE, TineprepcoHati3aIis
BpaxOBY€ TaKOX IOBEJIHKOBI, KOHTEKCTHI Ta TpaH3aKIliiHI JaHI KOpHUCTyBaua, 110
J03BOJISIE aIallTyBaTU KOMYHIKAIli Ta MPOMO3MULIi BIAMOBIIHO A0 MOro morped Ha
PI3HMX eTanax B3aeMojii B IiuppoBoMy cepenoBuii [1].

['inepniepconanmizamiss 103BOJIsIE BpPAaxOBYBATH 1HAMBIAyaJIbHI OCOOJIMBOCTI
MOBEAIHKA CIOKHMBAayiB, L0 CIPHSE IMIJBUIIECHHIO PEJIEBAHTHOCTI KOMYHIKAILIM 1
MapKeTHUHIOBUX Mpomno3uuiid. PekoMmeHnanii, I1HAMBIAyalbHI MPOMO3ULII  Ta
aJIalTOBAaHUIl KOHTEHT CIHPOIILYIOTh NPOIEC NPUUHATTA PIIMIeHb 1 JO03BOJSIOTH
IIBU/IIIE 33/I0BOJIBHATH MOTPEOHU CIOkuBadiB. BogHOYac KITl04OBe 3HAYCHHS Ma€ HE
cam mporec 300py AaHHUX, a 3JaTHICTh KOMIaHii €(QEKTUBHO BHUKOPUCTOBYBATH
oTpuMaHy iHdopmalio i (GOpMYyBaHHS aKTyaJllbHUX MPOMO3UINi. Y pe3ynbrari
(hopMy€ETHCS OLIBIIT PeICBAHTHUM 1 KOM(DOPTHUH JJIs CIIOKMBaYa JOCBIJT B3a€MOIII.

OpHuM 13 pe3ynbTaTiB BIPOBAIKEHHS TiMepriepcoHai3alli € 3pOCTaHHs PIBHS
3aJI0BOJICHOCTI CTIOKUBAYiB Ta iX JIOSJIBHOCTI 10 KOMITaHii, 110 CTBOPIOE MEPEAYMOBU
JUTSI TIABUIIICHHS PIBHSA 1X yTpUMaHHs. BUKOpUCTaHHS TaKOro 1IHCTPYMEHTY J103BOJISE
MIHIMI3yBaT HEBIJANOBIJHICTh MI)K MapKETHMHIOBOIO MPOIO3HIIEI Ta peaJTbHUMU
noTpedaMu crioxkuBaya [2]. ¥ pe3ynbrari 3pocTae IMOBIPHICTh HOBTOPHUX MOKYIIOK 1
JOBrOCTpPOKOBOi B3aemofii. Kpim Toro, rimepnepcoHanizaiisi COpusie M1IBULIEHHIO
KOHKYPEHTOCTIPOMOKHOCTI KOMIMaH1i, OCKUIbKM B YyMOBax BHCOKOi HAaCHYEHOCTI
PUHKY Ta 3HAYHOi KUIBKOCTI aJbTEPHATMBHMX IPOIO3HIII OCOOJMBOrO 3HAUYECHHS
HaOyBa€ CTBOPEHHS JOJATKOBOI I[IHHOCTI /IS CIIOXHKBaya. 3IAaTHICTh KOMIIaHii
CBOEYACHO pearyBaTM Ha IHAMBIAyallbHI 3alUTA KJIEHTIB 1 MPONOHYBaTU
rineprnepcoHaIi3oBaHUM JTOCB1I B3aEMOJIIT CTa€ BKJIMBUM YHHHHUKOM JH(epeHITiamii
Ta (hopMyBaHHSI KOHKYPEHTHHUX IepeBar.

Oco0nmuBO TOMITHUM € BIUIMB TimeprepcoHamsaii y cdepi ereKTpoHHOI
KoMepIii, mudpoBux cepsiciB 1 Meniamatdopm. Anroputmu I anamizyoTh
MOTIEPETHIO TIOBEIHKY KOPUCTYBadiB Ta (OPMYIOTh PEKOMEHAIli MI0J0 TOBApIB,
mociyr abo KOHTeHTy. Takui TiaXin J03BOJSiE 3MEHIIWTH 1H(OopMalliiiHe
MEePEBAHTAXKEHHS, CKOPOTUTH Yac MOIIYKY HEOOX1AHOi 1Hdopmalli Ta MHiABUIIUTH
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piBeHb 3aimydeHocTi ayautopii. Momeni Ha ocHoBi Il 103BOMSIFOTE OUTBIT TOYHO
MPOTHO3YBaTH MailOyTHIO MOBEIIHKY CIOXKUBaYiB Ta chepu iX 1HTEpECiB.

OnHi€ero 3 0cOOMUBOCTEN TinepriepcoHatizaiii € ii 37aTHICTh BIUIMBATH Ha BCl
eTanmu KIIE€HTCHKOTO HUIsiXy. [IepBMHHO 1HCTpYMEHTH MepcOoHami3allii HaiuyacTile
BUKOPHUCTOBYBAINCA Y MapKETHMHIOBHX KOMYHIKAlisX, OJHAaK ChOTOJHI cdepa ix
3aCTOCYBAaHHS OXOILUIIOE€ TAKOXK MPOIEC MOIIYKY 1H(OpMaIlii, 3M1iCHEHHS TOKYIIKH,
micasnpoakHe OoOCTyroByBaHHA Ta NIATPUMKY KIi€HTIB [3]. 3aBAsSKA LOMY
KOMITaHli OTPUMYIOTh MOXJIHMBICTh (OPMYBAaTH TOCHIJIOBHUN 1 IUIICHUNA JIOCBIA
B3a€EMOJIIl HE3AJIE)KHO BiJI KaHATy KOMYyHikamii. B yMoBax Takoi OMHiIKaHaJIbHOI
B3a€EMOJII1 CIOKMBA4Yl BUKOPHUCTOBYIOTh BeOCAWTH, MOO1IBHI 3aCTOCYHKH, COIlIaJIbHI
Mepexi Ta iHmN I1udpoBi miatopmu, ToMy edEeKTHUBHICTh TileprepcoHatizamii
3HAYHOIO MIPOIO 3aJICKHUTh BIJI 1HTErpallii JaHUX MPo KIIE€HTa B €IUHY cUCTeMy. B
CBOIO 4Yepry 1e Jo3BoJigse ¢GopMyBaTh IUUIICHUM Tpodiab CHOXKHBaya Ta
MIATPUMYBATH BIAIOBIAHICT KOMYHIKalli HOTro MOTpedaM Ha BCIX eTanax.

BaxxnuBUM HacliJIKOM BUKOPHUCTaHHS TiNepriepcoHami3alli € IMOCUJICHHS
€MOI[IIHOI 3aJIy4eHOCTI CHOKMBaudiB. [HAMBIIyai30BaHI KOMYHIKaIlli CTBOPIOIOTH
BIIYYTTS yBaru J10 MOTPeO KIIEHTA, 110 TAKOXK CIpHsie POPMYBaHHIO OUIbII CTIMKUX
BIJHOCHH M1 HUM 1 KOMIIaHi€ro [2].

Pasom 13 mnepeBaramu TrimeprepcoHali3amis MOPOKYe HU3KY BHUKJIHUKIB,
MOB’SI3aHUX 13 BUKOPUCTAHHSM TEPCOHANBHUX  JIaHUX. 3POCTAHHA  PIBHA
1HAUBITyami3amii norpedye 300py 3HAYHMX OOCATIB 1HQOpMalii Mpo MOBEIIHKY
KOPHCTYBauiB, IO MIABUILYE BUMOTH 10 3a0e3NedeHHs KOH(MIACHIIWHOCTI Ta
MPO30pOCTi mpolieciB 00poOku naHux. JloBipa crmokuBaya /10 KOMIIaHii ChOT'OJIHI
3aJIeKUTh HE JIMIIE BiJI SIKOCTI MPOJIYKTY UM CEPBICY, a ¥ Bl TOTrO, HACKIIBKU
BIIMOBIJAIbHO KOMIIAHISI CTaBUTHCS 10 3aXHCTy IepcoHanbHOI iHMopMarii. ToMmy
e(deKTUBHA TineprnepcoHai3ailis MOBUHHA TMOEAHYBaTH BUCOKUN pIBEHb ajamTailii
KJIIEHTCHKOTO JIOCBIZTY 3 JOTPUMAHHSIM €TUYHUX MPUHLMUITIIB POOOTH 3 TaHUMH.

[lepeBaroro rineprnepcoHatizaiii € MiJBUILCHHS PEJIEBAHTHOCTI MPOMO3UIIIi,
MOXJHUBICT  (hOPMYBaHHS JIOBFOCTPOKOBHX BIJHOCHH 3i CHOXHBaueM. i
€(EeKTUBHICTh BU3HAYAETHCS 3/ATHICTIO KOMIIaHII BUKOPUCTOBYBATH JaHl JJis
CTBOPEHHSI ILIHHOCTI JJisi KJI€EHTAa 3a yMOBM JOTPUMAHHS  IPUHIUIIB
KOH(]1IEHIIIITHOCTI Ta €TUYHOTO BUKOPUCTaHHS 1H(hOpMaIii.

Nitepartypa
1. Mimenko, B., & I'ym3p, T. (2026). BuxkopuctanHs iHCTpYMEHTIB TineprepcoHaizamii s
MIJBUIIEHHS KIIEHTCHKOI JIOSUIBHOCTI B mudpoBomy cepenoBuilli. STREDOEVROPSKY VESTNiIK
PRO VEDU A VYZKUM. https://doi.org/10.65237/2336-3630-2026-2(1)-13
2. Rane, N., Choudhary, S., & Rane, J. (2023). Hyper-personalization for enhancing customer
loyalty and satisfaction in Customer Relationship Management (CRM) systems. Available at SSRN
4641044.
3. Guendouz, T. (2024). Artificial intelligence-powered customer experience management (moving
from mass to hyper-personalization in light of relationship marketing). International Journal for
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Aasunposa l.B.
aCUCTEHT Kadeapu MapKeTUHry
HauioHanbHM yHiBepcuTeT «OaecbKa NONITEXHIKa»

BMN/INB TAPTETOBAHOI PEK/IAMM HA NOBEAIHKY CNOXUBAYIB Y LLUGPOBOMY
CEPELOBMLLI

[Mudporizailiss €KOHOMIKHM CYTTE€BO 3MIHWIA IMIJXOAU JO MAapPKETHHTOBUX
KOMYHIKaIlii Ta B3a€MOJIi MiANpUEMCTB 31 crnoxuBauamu. ColianbHI Mepexi,
MOIIYKOBI CUCTEMH Ta OHJIAWH-TIIAT(GOPMH CTali OCHOBHUMU KaHaJaMH MPOCYBaHHS
TOBapiB 1 TOCIYT, a TapreToBaHa peKjIamMa — OJHHM 13 HalOUTbIl e(EeKTUBHUX
iHCTpYMEHTIB IU(POBOr0 MApKETUHTY. li OCOOIHUBICTIO € MOYKIHMBICTH aJpPEcHOro
BIUIMBY Ha KOHKPETHI CErMEHTH ayJIMTOpii Ha OCHOBI aHali3y JAeMorpapiyHux,
reorpa1yHuX, MOBEJIHKOBHX 1 ICUXOrpaPIUYHUX XapaKTEPUCTUK KOPUCTYyBauiB [1].

Ha BigMiHy BIO TpaauUldHOI pEKIaMH, TapreTUHr J03BOJisi€ (HOpPMYBaTH
MEePCOHAJII30BaHl pEeKJIaMHI TOBIJOMJICHHS BIJAMOBIIHO JI0 IHTEpPECIB Ta MOTPed
criokuBadiB. Lle migBUIye peaeBaHTHICTh PEKJIAMHOTO KOHTEHTY, MOKpAIIy€ SIKICTh
B3a€MOIl MK OpEHIOM 1 IUJIbOBOIO ayJIUTOPIEI0 Ta CIpHsie OUTbII €(PEeKTUBHOMY
BUKOPUCTAHHIO MAapKETUHIOBOro Oromkery. HalOuibll MOMKMPEHUMH BHUAAMU
TapreTuHry € jaemorpadiuyHuii, reorpadiyHuii, MOBEIIHKOBUN, KOHTEKCTHHH Ta
pETapreTUHr, sIKIi aKTHBHO BUKOPHUCTOBYIOThCS Ha miuaTdopmax Facebook Ta
Instagram [1].

CyyacHi anropuTMH aHali3y JaHUX 3a0e3MedyloTh MEepexiJ BiJ MacOBHUX
pEKJIaMHUX KOMYHIKalli 110 1HAMBIAYali30BaHOI B3a€MOJIi 31 CIOXUBayeM. Y
pe3yJbTaTi pekjiaMma CIpUuUMaEeThCs HE sIK HaB A3/1MBa iH(popMallisi, a K MPOMO3HUIIis,
o0 BIANOBIZAE AaKTyalbHUM MOTpedaM KopuctyBaya. lle miaBuInye piBEHb
3a]ly4eHOCTI ayAMTOpii Ta MO3UTHBHO BIUIMBAE HA MPOIEC MPUUHATTS CHOKUBUHX
pilIEeHb.

TapreroBana pekjiamMa 3AIMCHIOE KOMIUIEKCHHM BIUTMB Ha TOBEIIHKY
CIIOKMBAYiB, TMOEJHYIOUM  1HPOpMALIMHUN, eMOIIWHUM Ta  TMOBEIIHKOBHIMA
KOMITOHEHTH (Tab. 1).

Tabmuns 1 — BrumB TapreToBaHoi pekjiaMy Ha MMOBEJIHKY CIIOKUBayYa

Enement BBy XapakTepucTrKa BIUIMBY
InpopmyBaHHs ®opmyBaHHs 0013HaHOCTI PO OpeH 200 NPOAYKT
Ilepconamnizanis A anTailisi MOB1JIOMJIEHHS 10 IHTEpeCiB KOpUCTyBaya
Emoniitauii BIums dopmMyBaHHS O3UTUBHOTO CTaBJICHHS J10 OpeHay
JloBipa [TinBuIIEHHS BIEBHEHOCT1 Y BUOOP1 TOBapy
IToBeniHKOBa peaxilis 3niiCHeHHs OKYIKH, MIJIUCKH a00 Tepexoay Ha CalT
JlosimpHICTB dopMyBaHHS JOBIOCTPOKOBHX BIIHOCHH 31 CLIOKHMBAYEM

BmiuB TapretoBaHOi pekiiaMu Mae€ MOCHiIOBHMM Xapaktep. Cnodarky

dbopmyeThCcss 0013HAHICTh TIPO OpeH, Jajdl BUHMKAE 1HTEpEC A0 MPOIO3UIi, MiCIs
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YOro MiJi BIUIMBOM MEPCOHATI30BAHOTO0 KOHTEHTY Ta MO3UTHUBHOTO JIOCBIY B3a€MO/IIT
MOCHUJTIOETHCS IOBIpa CTIOKHUBava. Y pe3ysbTarTi 1€ CIpUse MPUUHITTIO PILICHHS PO
MOKYTIKY Ta (JOPMYBaHHIO JOBFOCTPOKOBOI JIOSUTBHOCTI 10 OpeH Y.

Oco06nmBoro 3HaueHHs HaOyBae MOBEAIHKOBE TapreTyBaHHs, sike 0a3yeThCs Ha
aHaJli31 OHJIAWH-aKTUBHOCTI KOPUCTYyBauiB. E(PEKTHUBHICTh peKkIaMHUX MOBIJIOMIICHb
3aJICKUTH HE JIUIIIE BT TEXHIYHUX MOYKJIMBOCTEH aJITOPUTMIB, a W Bl TICUXOJIOTIYHUX
ocobmmBocTe crnoxuBadiB. OcoOM 3 aHaJIITUUYHUM CTUJIEM MUCIEHHS Kpalle
CIIpUHMAIOTh CTPYKTYpPOBaHY Ta JeTaji3oBaHy 1H(OpMAIlilo, TOAl K KOPUCTYBadil 3
[UIICHUM CTWUJIEM HaJalTh [€peBary €MOLINHO HacCHYEeHOMY Ta BI3yaJbHO
npuBadIMBOMY KOHTEHTY [2]. Ile miaTBepmKye HEOOXIIHICTh ajanTallii peKIaMHUX
MOBIJIOMJIEHB /IO OCOOIMBOCTEN LIJIBOBOT ayIUTOPIi.

PO3BUTOK TEXHOJNOrIM IITYyYHOrO IHTEIEKTY Ta MAIIMHHOTO HAaBYaHHSA
PO3LIMPIOE MOXKJIMBOCTI MepcoHam3anli pexiaamMu. CydacHl alropuTMH 3[aTHI
aHaNI3yBaTU NMOBEAIHKY KOPHCTYBauiB, MPOTHO3YBAaTH iXHI NMOTpeOM Ta QopMyBaTu
IHAMBIyalli30BaHl peKiIaMHi 3BepHEeHHs. lle crpusie miIBUILIEHHIO €()EKTUBHOCTI
MapKETUHIOBUX KOMYHIKAI[ll, MOKPAIIEHHIO MOKAa3HUKIB KOHBEPCIi Ta 3MIIHEHHIO
KOHKYPEHTHUX MO3UIIN TIANPUEMCTB.

BoagHodac 3pocTaHHS poJl  TapreToBaHOI pEKJIaMU  aKTyalli3ye€ MHUTaHHS
JOTPUMAHHS E€THYHUX NPUHLUIIB IUPPOBOTO MapKETHUHTY. BuKOpHCTaHHSA
MEePCOHAIbHUX JaHUX T[OBMHHO OYTH TMPO30pHUM 1 BIANOBIZATH BUMOTaM
KOH(IAEHIIHOCTI. Y Cy4aCHMX YMOBax TapreTUHI pPO3IJISIAE€ThCA HE JIMILE SIK
IHCTPYMEHT CTUMYJIIOBAaHHS MpOJaXiB, a # $K CKJIaJoBa COLIAJIBbHO-ETUYHOIO
MapKEeTUHTY, CIPSIMOBAHOTO Ha ()OpPMyBaHHS JIOBIPH Ta JTOBIOCTPOKOBUX BIJTHOCHH
MIX ITAIPUEMCTBOM 1 CIIOKHUBadeM [3].

TapreToBana pekjama € Ba)JIMBHUM 1HCTPYMEHTOM LHU(POBOTO MapKETHHTY,
AKUW CYTTEBO BIUIMBAa€E Ha MOBEAIHKY cHokuBauiB. llepcoHamizaiiss pexiaaMHUX
MOBIJOMJICHb MIABUIIYE pIBEHb 3allydyeHocTi ayautopli. [loganbiimii po3BUTOK
U(PPOBUX TEXHOJIOTIA MOCHIIOBAaTUME MOMJIMBOCTI TApreTUHTY, 0 OOYMOBIIOE
HEOOXIJTHICTh MO€JHAHHS BHUCOKOi €()EKTMBHOCTI MApKETMHIOBUX KOMYHIKalli 13
JOTPUMAHHSIM €TUYHUX HOPM BUKOPUCTAHHS MEPCOHATBHUX JaHUX.

Nitepartypa

1. I'punkeBuu C. C., Copokina XK. [I., Cirapuyk M. A. TapreroBaHa pekjiama y COIL[aJIbHUX
Mepeskax: 11 NOMYNSpHICTh Ta €PEKTUBHICTb. AKMYyanvHi npodiemu po36umKy eKOHOMIKU pecioHy.
2021. T. 2. C. 115-123. URL: http://hdl.handle.net/123456789/12561 (nata 3BEepHEHHS:
31.05.2026).
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ctumto  mucneras. [ abimyc. 2025. Ne 73. C. 243-249. DOI: https://doi.org/10.32782/2663-
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Ayaap B.T.

KaHAMAAT EKOHOMIYHUX HAYK, AOLEHT

O0LUeHT Kabeapn MapKEeTUHTY
3axiAHOYKPAIHCbKNI HaLiOHaNbHUIM YHIBEPCUTET

BUKOPUCTAHHA LUTYYHOIO IHTENEKTY A1 ONTUMI3ALIT BAKNAAKU TOBAPIB
TA NIABULLEHHA EGEKTUBHOCTI MEPYAHOAUIUHTY

CydacHuil eTan po3BUTKY ITU(POBOI €KOHOMIKH XapaKTEPU3YEThCSI aKTUBHOIO
TpaHcQopMaIli€ero  KOMEpPIHOI  AISUIBHOCTI  MIAOPUEMCTB  MiJ  BIUIMBOM
TEXHOJIOTIYHUX 1HHOBAIIM Ta 3MiHM TOBEIIHKU CIIOKWBAYiB. Y PUTEHII TpaaUIliiHI
METOJIM OpraHizaimii TOPrOBETBLHOTO MPOCTOPY TMOCTYMOBO BTPAvyarOTh CBOIO
€(EeKTUBHICTh Yepe3 BUCOKY 3aJIEKHICTh BIJl JIIOACHKOTrO (hakTopa Ta JUCKPETHICTH
KOHTpoJit0. Opranizamis BUKIAIKU TOBapiB IMOTpeOye Mepexoay BiJl IHTYITHBHO-
JTOCBITHUX MOJEJNEH 0 KOHIEMIIi MPOAaKTUBHOIO YIpPaBIiHHS Ha OCHOBI JaHUX
(data-driven management). Y 1HMX yMOBaxX akTyaJlbHOCTI HaOyBarOThb MUTaHHS
aBTOMAaTHU3allli MEpUYaHJAN3UHTy Ta BUKOPUCTAHHS TEXHOJIOTIH IITYYHOTO 1HTEJIEKTY
(ITI) nst omTuMmi3aliii TOBaApHUX MOTOKIB O€3MOCEPEAHBO B TOUKAX MPOJAKY.

Po3BuTok 1M(ppoOBUX TEXHOJOTIH 3a0e€3MEeUuUB pUTEHTIEpaM MOXKIIUBICTh
HAKOIMMWYYBaTH Ta aHAJI3yBaTH 3HAYHI MACUBU JIaHUX MPO TOBEAIHKY MOKYMIB Y
peXUMi peaJpHOro Yacy. TpaiuiiiHuN ayauT TMOJUIb, SKUW 3T1HCHIOETHCS
TOPrOBEJILHUMU TPEJCTaBHUKAMU a00 BHYTPILIHIMHU PEBI30paMH, XapaKTepU3YEThCS
BHCOKOIO BAPTICTIO Ta HU3BKOIO ONEPATUBHICTIO. 3aTpUMKa B OTpUMaHHI1 1H(popMalii
PO BIJACYTHICTh TOBApy Ha TMOJMII HaBITh HA KUIbKa TOAWH BeAe A0 MNPAMHUX
(1HaHCOBHX BTpaT MiANPUEMCTBA Ta 3HUKEHHS JIOSUIBHOCTI CIIOKUBAYIB.

OpHuM 13 HaAOUIBII MEPCHNEKTUBHUX BEKTOPIB BUPILIECHHA L€l NMpoOieMu €
BIPOBA/KEHHSI CUCTEM KOMIT I0TepHOTO 30py. HelipomepekeBi Mojieni, 1HTErpoBaHi
3 KaMepaMH Bi1JICOCTIOCTEPEKEHHSI a00 MOOUTbHUMU J0JIaTKaMU TpalliBHUKIB, 3/1aTHI
aBTOMATUYHO PO3IMi3HABATH 300pa)KEHHS TOProBeIbHUX cTenaxiB. [Iporiec oOpoOku
BKJIIOYAE JICKIJbKa €TalliB: CETMEHTAIlII0 300paKeHHs, 11eHTHU(DIKAII0 KOHKPETHOTO
SKU (toBapnoi mo3uiiii) 3a (OpMOI, KOJbOPOM 4YH IITPUX-KOJIOM, a TaKOX
nopiBHsUIbHUM  aHami3. Cucrema aBTOMAaTUYHO 3BIpsS€ peajbHy BHUKIAJIKY 3
€TAJIOHHUMH TIAHOTPaMaMU, KOHTPOJIIOE YACTKY TOJIHII, (PIKCYE MOPYIICHHS TPaBUII
TOBApHOTO CYCIICTBA Ta MHUTTEBO TEHEPYE CIOBIMICHHS MJis TMEPCOHAIY B pasi
BUSIBJICHHS TIOPOKHIX MICIIb.

Oco0MMBO BaXKJIUBY POJb BIAICPalOTh AJTOPUTMU MAIIMHHOTO HaBYaHHS
(Machine Learning), siki BAKOPUCTOBYIOThCA I a3y Big Data, 1110 T€HEPYIOTHCS
BHYTpIIIHIMU 1HpOpMaliiHUMK cucteMamu puteinepa. Mogeni Il 3pathi
IHTErpyBaTu JlaHi 3 PI3HUX JXKEPEIL: ICTOPII0 MPOJAXKiB, CTPYKTYPY YEKIB, TOKa3HUKU
BHYTPIIIHBOTO Tpaiky (3aBISKU TEIJIOBHUM KapTaM pyXy HOKYMI[B), CE30HHI
KOJIMBAaHHS, MapKETUHIOBl KaJIeHJapl Ta HaBiTh MOTOYHI MOrojiHi yMmoBU. Ha ocHOBI
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[[BOTO 3IACHIOETHCS 1HTENEKTyaJlbHEe MPOTHO3YBAHHS JIOKAJIBHOTO IMOMHUTY Ha PiBHI
KO’KHOI OKpEMOI TOProBOl TOUYKHU.

AJTOpUTMH  CaMOCTIHHO  BHU3HAYalOTh  HAWOLIBII  €()EeKTHBHI  30HHU
TOPTOBENILHOTO 3ally Ta PO3PaxOBYIOTh ONTHUMAIBLHUN OOCSIT BUKIAAKHU JJIsI KOXKHOTO
TOBapy 3 METOI0 MiHIMi3alll MOTpeOu y MOCTIHHOMY J03aBaHTa)KeHHI 31 ckiany. Lle
3a0e3neyye TOYHE MPOCTOPOBE PO3MIIIECHHS B3a€MOIIOB'I3aHIX TOBAPHUX KaTETOPii,
CTUMYJIIOE KpPOC-TIPOJaXi Ta MAKCUMI3Y€e OINepaliifHui MNPUOYTOK 3 KOXKHOIO
KBaJIpaTHOTO METPa TOPTrOBEIHHOI IIIOII].

Pazom 13 TuM BnpoBamkeHHs Il B mepuyaHmal3MHTY CYIPOBOKYETHCS
NEBHUMH BUKJIMKAMH Ta CACTEMHUMH PU3HKAMU:

— BHCOKa BapTICTh IHTErpallii: MEPBUHHE PO3TOPTAHHS I1HTEICKTYyaTbHUX
wiatgopM, 3aKyIiBJIs BHCOKOTOYHOrO OOJIaIHAHHA Ta HaBYaHHS HeHpoMepex
BHMAararoTh 3HaYHHUX KaIliTaJOBKJIaICHb;

— TEXHIYHA CKJIaJHICTh MacIUTa0yBaHHS: AJITOPUTMH MOTPEOYIOTh MOCTIMHOTO
NepeHaBYaHHs 332 YMOB JMHAMIYHOI 3MIHM acOpTUMEHTy, nmosisu HoBux SKU abo
peOpEHIMHTY MTaKyBaHHs TOBapiB BUPOOHUKaMU;

— npobsiemMu KiOepOe3neku: 301p Ta 00poOKa BEIMKUX MACHBIB KOMEPLIMHHUX
JAHUX, BKJII0Yar4u iHTerpaiio 3 CRM-cucteMaMu, akTyasai3ylOTh MUTaHHS 3aXUCTY
KOMEPIIIITHOT Ta€EMHUIII Ta KOH)1ACHIIHHOCTI.

Jnst yKpaiHCBKHUX — MIANPUEMCTB  PO3APIOHOT  TOPriBIi  BIPOBAHKCHHS
iHcTpymenTiB LI mae cnemudiuni ocobnuBocti. B ymMoBax MakpoeKOHOMIYHOI
HECTaOlIbHOCTI, JIOTICTUYHUX PO3pUBIB Ta AehIUUTY JIHIHHOTO TEpCOHATY
aBTOMATH3alllsl KOHTPOJIIO BHUKJIAQJKH CTa€ XUTTEBO BaXKIMBOKW. BoHa 1o03BoIIs€
MIATPUMYBATH BHCOKI CTaHJApPTH  OMEpPAIIHOTO MEHEKMEHTY HaBiTh 3a
MIHIMAQJIBHOI KUTBKOCTI TPAIIBHUKIB y 3aii. BiTun3HsSHI puTeiliepu, Kl NepuiiMu
nepelnuM Ha MUQPPOBI PEWKH aBTOMATH30BAHOTO MEPYaHIAN3WHTY, OTPHUMYIOTH
BaroMi KOHKYPEHTHI TepeBard SK Ha BHYTPIIIHHOMY, TaK 1 Ha MIDKHapOJHOMY
PUHKaX 3aBISKU THYYKOCTI O13HEC-TIPOIIECIB Ta JKOPCTKI €KOHOMIT pecypciB.

OTXe, BHUKOPUCTaHHS TEXHOJOTIA IITYYHOTO IHTEJIEKTY € OJHUM 13
BU3HAYAJIbHUX YMHHMKIB IIJIBUILIECHHS €()EKTUBHOCTI CYyYaCHOTO MEpyYaHJai3HHIY.
[HTerpamiss KOMI'IOTEPHOTO 30py Ta MAUIMHHOTO HABYAHHS CIPUSE >KOPCTKIN
CTaHAapTU3allli MpoIeciB Yy MacmTadax po3apiOHUX MEPEX, MNPUILIBHIIIYE
MPUIHATTS YIPaBIIHCHKUX PIIIEHb, MIHIMI3Y€ BTpadeHl Npojaxi Ta TpaHchopmye
TOPrOBEJIBLHUMN MPOCTIP BIAMOBITHO IO peaTbHUX MOTPEO MOKYIIIIA.

Nitepartypa
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acnipaHT Kapeapun MeHeaKMEHTY
IBaHO-PpaHKIBCbKMM HaLLiOHANAbHUI TEXHIYHMIA YHiBEpCUTET HadTH i rasy

YNPAB/IIHHA PENYTALIEIO BPEHAY B ULUOPOBOMY CEPEAOBULLI

[Mudporizaris Oi3HEC-NPOLIECIB CYTTEBO 3MIHMJA MEXaHI3MU B3aeEMOJIT
OpeHaiB 31 croKuBadyaMmH. SIKIO paHillle pemyTaiis MianpueMcTBa (opMyBaacs
MEepPEBAXXHO 4Yepe3 TPAJMIIINHI KaHaJIM KOMYHIKAIlli, TO ChOTOJIHI KJIIOYOBY POJIb
BIIIrpalOTh  COMLabHI ~ Mepexi, MnudpoBI Melaia Ta  OHJIANWH-TIATHOPMHU.
Indopmarriiina BIZKPUTICTh 1 BUCOKA IMIBUIKICTh MOIIMPEHHS KOHTEHTY MOCUIIOIOTH
BILJTUB TPOMAJICHKO1 JYMKHU Ha AIsUTbHICTh KOMIAHIHM Ta piBEHb CIOXKHUBYOI JOBIPH.

OpHi€ro 3 KIOYOBUX MPOOJIEM YIpaBIiHHS peryTalielo OpeHy B uudpoBomMy
CEpPElIOBUILl € BHUCOKAa MIBHJKICTh TMOMIMPEHHS 1H(OpMaNii, [0 CHOPUYHUHSIE
CKJIQJHICTh KOHTPOJIIO 32 KOMYHIKALISIMU B OHJIAWH-IPOCTOPl. OCKUIBKU CIOKHBaYl
aKTUBHO (DOPMYIOTh TPOMAJICHKY JYMKY U€pe3 COLlalbHI MEpexi Ta HUPPOBI Meia,
1€ 3HAYHO MOCHJIIOE BIUIMB KOMEHTApIB 1 MyOJiKaIlli Ha peryTaIiio MiANpUueMCTRA.
Tomy HaBITH HE3HAUHA pemyTalliiiHa Kpu3a a00 HeraTUBHUM 1HGOPMAIIHUI MPUBIJ
MOXKYTh IIBHJIKO Ha0YTH HIMPOKOTO PO3rojiocy, 110 B MOAAIBUIOMY OyzAe BIUIMBATH
Ha pIBEHb JOBIPH IUIHOBOI ayauTopii 10 OpeHay. KpiM 1boro BenwKul BIUIMB Mae
3pocTaHHsl OOCSTIB HEAOCTOBIpHOI 1H(GOpPMAIlll, MaHIMYJISTUBHOTO KOHTEHTY Ta
iHdopmaliiiHux atak y mudpoBoMy mpoctopi. IliampueMcTBa 4Yacto HE MaroTh
JOCTaTHbO €(EKTUBHUX MEXaHI3MIB MOHITOPUHTY IHU(PPOBOTO CepeloBUIa Ta
OMEpPAaTUBHOIO pearyBaHHs Ha pemyTalliiHl 3arpo3u. BiACYTHICTb CHCTEMHOIO
aHaJ13y peakili CroKUBaviB, HEIOCTATHSI IIBUKICTh KOMYHIKaIIil Ta HEBAAJIO 00OpaHi
cTpaTerii B3aeMOJIli 3 ayJUTOPIEI0 MOXYTh MPU3BOIUTH 10 3HMKEHHS JIOSJIBHOCTI
KJIIEHTIB 1 MOTIPIIEHH KOHKYPEHTHUX MO3UIIN TIANPUEMCTBA.

3a nanumu DataReportal, y 2025 poii KUIBKICTh KOPUCTYBaYiB COIIaIbHUX
MEpeX y CBITI mepeBuinmwia 5,24 miapa ocid, IO CTaHOBUTH Osu3bko 63,9%
HacelleHHs cBiTy. lle miaTrBepkye 3pocTaHHs poidi MudpoBux mIaTdopM y mpolieci
dbopmyBaHHS pemyTallii OpeHIiB Ta B3aeMo/Iii 3 1IIb0BOIO ayautopiero [1]. Bognouac
CTaTUCTUYHI JaHl CBIIYaTh MPO BHUCOKHM PIBEHb MOMYJSPHOCTI COIIATBHUX
mwiathopm 1 B VYkpaini. 3a pmanumu  StatCounter, y 2026 pori Hal#OUIbII
BUKOPHCTOBYBAaHMMHU COIIAJILHUMU Mepexamu 3anumaioTbes Facebook (43,28%),
YouTube (32,81%) Ta Instagram (9,43%). Lle Bkazye Ha 3HAYHUI BIUIMB COIIaJIbHUX
Mepek Ha (OPMYBAaHHS CIIOXKHBYOI JOBIPH, TPOMAJCHKOI JYMKH Ta pemmyTallii
NIANpUEMCTB y nudpoBomy cepenosuili [2]. Tomy mepumMm eranom epeKTUBHOTO
VIOPABIIHHSA PENyTalli€l0 € TOCTIMHUI MOHITOPUHT LHU(PPOBOrO CEpeloBUIA Ta
OMEpPAaTUBHOIO pearyBaHHs Ha MOTEHIIMHI penyTaiiiiHi 3arpo3u. CUCTeMHUN aHami3
3raJIoK Ipo OpeH/I, OIlIHKa peakilii ayAuTopii Ta CBOEYACHA KOMYHIKAI[IS J03BOJISIIOTh
MIHIMI3yBaTl HETaTUBHI HACHIJKA KPU30BUX CHUTyalld 1 MIATPUMYBATH MO3UTUBHE
CHOPUMHATTS OpeHay crnioxuBayamu (puc. 1).
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| |
MoOHITOPHHT - DopMyBaHHA
P AmHari3 DOpMyBaHHS i L PMYB
M POBOTO peaKii MIpPOBOTo KomyHikamid 31 PearyBanHA JIOBIPH Ta
cepegOBHINIA CIIOKHBAYaMH Ha PH3HKH JIOSITLHOCTI JIO
PEAOBHIM ayIuTopii KOHTEHTY p e A

Pucynok 1 — OcHOBHI eTamnu ynpaBiiHHs penyTali€eio OpeHay B HuppoBoOMy
CepeIOBHUIIT
JIxeperno: po3po0IeHO aBTOPOM

Hactynmaum etamom € aHami3 peakilii ayauTopii, KWW JT03BOJIAE OIIHUTH
pPIBEHb 3ally4€HOCTI KOPHUCTYBauiB, iX CTaBJCHHS N0 OpeHAYy Ta €(EeKTHUBHICTH
KOMYHIKAIIHOT JISJIbHOCTI KoMmmaHii. BaxiuBe 3HaYeHHS Yy MIpoLECl YNpaBIlliHHS
penytaniero Mae ¢GopmyBaHHS HUGPOBOTO KOHTEHTY, SKUW TIOBUHEH OyTH
OpIEHTOBAaHUM Ha MOTPEOU I1IIbOBOI ayauTopii. Yepe3 KOHTEHT, coliaibHl MEepexl Ta
1HII UU(POBI KaHAIM MIANPUEMCTBA MIATPUMYIOTh KOMYHIKAIIIO 31 CHOKHWBaYamH,
(hopMyrOUr MO3UTHUBHUH IMIJUK 1 3MILIHIOIOUHM B3a€EMO/IIIO 3 KilleHTaMu. OKpeMy yBary
HEOOXITHO MPUIUIATH pearyBaHHIO Ha pemyTauiiiHl pu3uku. CBo€yacHe pearyBaHHs
Ta e(peKTMBHA KOMYHIKAIlisl J03BOJIAIOTH MIHIMI3yBaTU HETATHBHI HACHIJIKH Ta
MIITPUMYBATH MO3UTUBHY pemnyTaiito. EQexTuBHe ynpaBiaiHHS penyTaliieo OpeHy B
u(ppoBOMYy CEpeloBUIIl MOTpedye KOMIUIEKCHOIO MiXOAy 10 BUKOPHCTAHHS
COIIIAIBHUX Mepexk, MUPPOBUX IIaThOpM Ta OHIANMH-KOMYHiKamii. Baxiusum €
iHTerpaiisi MU pPOBUX TEXHOJIOTIN y Mpollec yrpaBiiHHsA OpeHmoM. Bukopucranhs
aHATITUYHUX THCTPYMEHTIB, aBTOMAaTU30BAaHUX CUCTEM OOPOOKH AHUX 1 TEXHOJOT1N
MITYYHOTO 1HTEJNEKTY CHPUATHUME MIJBUIICHHIO €(GEKTUBHOCTI CTPATEri4HOTO
YIpaBIiHHS OpEHIOM.

@dopMyBaHHS MO3UTHUBHOI penyTtaiii OpeHay B LHUPPOBOMY CEpelOBUII €
Oe3nepepBHUM TIPOLIECOM, KWW MOTpedye aganTaiii 10 3MiH 1HGOPMAIIMHOTO
MPOCTOPY, PO3BUTKY UUPPOBUX KOMYHIKaIid Ta TpaHchopmallii MOBEAIHKH
cnokuBaviB. [lepCreKTHBHUM HAMPSIMOM TOMABIIUX JOCTIHKCHb € BUKOPUCTAHHS
IHCTPYMEHTIB IUTYYHOTO I1HTEJIEKTY, aBTOMATHU30BAHUX CHCTEM MOHITOPHUHTY Ta
TEXHOJIOT1M aHali3y BEJIMKUX MACHBIB JAHUX Y TPOIIECI YNMPaBIIHHS PENmyTalli€ro
OpeHay. 3acToCyBaHHS CY4YacHHX HH(PPOBHX TEXHOJIOTIM JO3BOJIUTH ITiIBUIIUTU
e(eKTUBHICTh aHaNi3y TOBEIIHKK CIOXXKHBAYiB, IPOTHO3YBAHHS pEMyTalliifHUX
PU3HKIB Ta ajanTarlii KOMyHIKaIiiHOI JIsITEHOCTI 10 YMOB ITUGPOBOI EKOHOMIKH.

Nitepartypa
1. Digital 2025: the state of social media in 2025 URL: https://datareportal.com/reports/digital-
2025-sub-section-state-of-social
2. Social Media Stats Ukraine URL: https://gs.statcounter.com/social-media-
stats/all/ukraine?utm.com
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3natosa I.0.

KaHAMAAT EKOHOMIYHUX HAYK, AOLEHT

O0LEeHT Kabeapn MapKeTUHry

HauioHanbHW yHiBepcuTeT «OaecbKa NONITEXHIKa»

NPAKTUYHA LIHHICTb LUTYYHOIO IHTE/IEKTY B PEANI3ALLIT 3ABAAHb
MAPKETUHTY COUIAIbBHUX MEPEX

CydacHUIl MapKeTHUHT 3MIHIOEThCS IIBHUAIIE, HIX Oyab-koiu. Te, mo e
KUJIbKa POKIB TOMY BHUMAarajio poOOTH MLiJ0i KOMaHIW KomipaiTepiB, aHAIITHKIB,
au3aiiHepiB 1 SMM-MeHemKepiB, ChOTOHI MOKE€ OyTH BHKOHAHO 32 JIOIIOMOTOIO
KUTBKOX 1HCTPYMEHTIB IITYYHOTO 1HTEJIEKTY 1 31 3HAYHO MEHIINM OIOKETOM HIXK
BHHAWMAaTH CIIELIAIICTIB JUII BUKOHAHHSA TUX CAMUX 3aBJaHb.

[Ilupoka MNOMYNAPHICTH IMTYYHOTO IHTENEKTY MPU3BOAUTH JO TOTO, IO
KEpPIBHUKH KOMIIAHIN CTBOPIOIOTH 3alUTH HAa BUKOPUCTAHHS IITYYHOTO IHTEIEKTY
HaBITh 0€3 JE€TaJbHOI'0 PO3YMIHHS, JAJII YOr0 HOro MOYKHAa BUKOPHUCTATH 1 SIK caMme.
Crnemianict, 1m0 OBOJIOAIE HABUYKAMM CITIBIpAlll 31 IITYYHUM IHTEJIEKTOM CTaHE
KOHKYPEHTOCTIPOMOKHUM Ha PUHKY Ipalll, a TAKOXX MOTEHIIHNHO 3MOXKE 30UIbIIUTH
CBIM BIacHUM JOXIJ 3aBASKH €KOHOMIi 4Yacy Ta 3yCHJIb Ha BHUKOHAHHS OUIBIIOTO
00’eMy poOotH HiX I1Ie Oyno panime. Paktuydo I moke mepeTBOPUTH OHOIO
MapKeToJora Ha IUIMA BIJUIUT crieiamicTiB. TakomMy creriaiicTy BxKe HEe MOTpPiOHO
BOJIOJIITH O€3JIIYYIO PI3HUX MPOTPAMHUX MPOJIYKTIB, HE MOTPIOHO BUBYATU MPOTPAMU
s nuzainy, HakmTant Adobe Photoshop abGo mporpamu mjisi BiIGOMOHTaXYy.
JlocTaTHBO YyMITHU JOCUTH YITKO (POPMYIIOBATH 3aJayl 1 OOpaHUil CepBIC IITYYHOIO
IHTEJIEKTY peaji3ye MOCTaBJIEHY 3aJadyy B HAWKOPOTIIlI TEPMiHM 1 B OLIBIIOCTI
BUIAJIKIB a0COJIFOTHO OE3KOILLITOBHO.

[T He mpocTo JIomoMarae MapKeTojgoraM — BiH MOBHICTIO 3MIHIOE MIIX1J 10
poOOTH: J03BOJIIE CTBOPIOBATHU OljIbIIIE KOHTEHTY 3a MEHINWN 4Yac (aymio, BiJeo,
300paKeHHs); TEPCOHATI3yBaTH KOMYHIKAII0 3 KIIEHTaMU; aHali3yBaTH BEIHUKI
MAaCHBH JIaHUX; aBTOMATU3YBAaTU PYTUHHI MPOIIECH.

Bci cnemianictd 3apa3 MarOTh BUIBHMI JOCTYN A0 TEXHOJOTIA IITYYHOTO
IHTEJIEKTY, ajieé He BCl BMIIOTh HOTO BUKOPUCTOBYBATH Ha JIAHOMY €Tarll, 1 IEPEMOKe
Yy KOHKYPEHTH1i 00pOoThO01 TOM, XTO HABUUTHCS TPABUIIBHO (POPMYIIFOBATH 3aBJAHHA 1
OTPUMYBATHU CaM€ TOW pe3yJbTaT, SIKUW MOTPi10EH.

[lepen TuM K TEPEeXOTUTH A0 TEXHIYHUX JETalei, BAXKIMBO 3PO3YMITH
rojoBHe: Il B MapkeTUHTY — L€ IHCTPYMEHT MiJICUJICHHS JIIOJAWHM, & HE i1 MOBHA
3amiga. IIII Moke 3aMIHUTH OEKIJIBKOX CIIELIAIICTIB OJHOYACHO, ajl€ HE MOXKE
MPAITIOBATH IIJTKOBUTO 0€3 Harsy xo4da O OHi€l JIOAUHY, SKa Oy/1e CTaBUTH HOMY
3aJa4i 1 KOHTPOJIIOBATH Ta ONTUMI3yBaTH BUKOHAHHS. MOXJIMBO, B MailOyTHROMY 1151
nocajaa Oyne HazuBatucs «omeparop LlI», amxe, Ha BiAMIHY BiJ By3bKOMIPO(iIIHHUX
creliaJbHOCTe, BoHa Oyne monsratu y cnuikyBanHi 3 LI, a He BuKOHaHHI
CHeIiaji30BaHuX 3aBJaHb 0 HaAMpsiMKaMm (IU3ailH, MEHEIKMEHT, cepmic). Takox
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Brano mimiiine HasBa «lllI-apxiTexTopy», amke 3a momomoror MoxumBocten [III
MOKHa OYKBaJIbHO MOOYyIyBaTH paHille HEICHYIOYl peyi, BIATBOPIOBATH KAPTHHKY,
sKa CKJIaJach B Y#Bi, ajie 1Ie He Ma€ >KOAHOTO BTIJICHHS B PEaTbHOCTI.

TyuyHuii iHTENEKT HE CTBOPIOE MAPKETUMHIOBI CTparterii cam mo cobi. Bin
BUKOHY€ KOHKPETHI 3a/1a4l, TOCTABJICHI JIIOJIMHOIO, SIK1 paHime noTpedyBanu 6arato
Yyacy: HalMCaHHs TEKCTiB; 00poOKa JaHMX; CTBOPEHHS PEKJIIAMHUX KpEaTHBIB; aHAIi3
MOBE/IIHKU KJIIEHTIB; aBTOMaTHYHA KOMYHIKaIIisl.

®daktuano, IIII MoxHa MOPIBHATH 3 1ACAIPHUM aCUCTEHTOM, SIKMM: HIKOJIM HE
BTOMJIIOEThCS; Tpaitoe 24/7; He poOUTh TpaMaTUYHUX MOMUJIOK; MOXE OJHOYACHO
BUKOHYBATH THUCSY1 3aBJIaHb (Tab. 1).

Ta6mui 1 — [lepesaru 1111 B MapKeTHHTY COIIaIbHUX MEPEK

Ax mapkerunr Burisigan 6e3 L1 Sx mapketunr Burisnae 3i 11

JOBT1 OpudiHTH U1 KOTIipaTepiB reHepyBaTHU TEKCTHU 3a CEKYHIU

TOAMHU pOOOTH HAJl TEKCTAMHU

3HAYHI OFO/KETH Ha KOHTCHT ABTOMATUYHO CTBOPIOBATH COTHI OIKCIB TOBApIiB,
300paxXeHb, B1JICO, PEKIAMHIX KaMITaHil

pyuHy 00poOKYy BIATYKiB a00 I3BiHKIB ABTOMATUYHO aHATI3yBaTH CIUIKYBaHHS
CHiBPOOITHUKIB 3 KITIEHTAMHU

BIJIMOBI/1 KJTIEHTAM BPYYHY ABTOMATHU3YyBATH CHUIKYBaHHS 3 KIIEHTaMU

KoHnteHT — 11e cepiie Oynb-IKOTO OHJIAaH-MapKETUHTY. AJle camMe BiH BUMaraB
paHime Haiouibme pecypciB. [lyOmikyBaTM KOHTEHT B COINAIBHUX MeEpexax
PEKOMEHIOBAaHO Maibke moaHs abo JAEKIIbKa pasiB Ha JAeHb. TakuM ynHOM SMM
CTaB HAWOLIBIITUM CIIOKMBAYEM KOHTEHTY. [ OZIMHU 1 JTH1 3yCUJIb WIILJIK HAa CTBOPEHHS
OJIHOTO TIOCTy a0o0 BIJEO, SIKI KOPUCTYBad Ieperoprae OYKBaJIbHO 3a CEKYHIY.
3poctatoua nomyisapHicTh TikTok 3 2020 poky mie Oinbiiie TPU3BOAUTH J0 TMOSBU
PAYT (posnamy nedinuTy yBard Ta TINEPAKTUBHOCTI) Ta KOHTEHTHOI CIINOTH
KOPUCTYBauiB, SIKI BXK€ HE XOYYyThb JOBrO BIJIAJATUCA B MyOJiKallilo, a MpOCTO
MEPEropTarnTh 11 MAKCUMAIBHO IIBUJKO. 3aXOMUTH yBAary KOpPUCTyBada CTa€ BCE
CKJIQJIHIIIIE, a BPAxXOBYIOUM 3YCWJUIA Ha CTBOPEHHS KOHTEHTY — M€ JOpOXKYE.
CTBOpEHHsI €JIEeMEHTapHOTO OaHepy MJis COLIAJIbHUX MEPEXK paHille BKI0YaAIo
HACTYIIHI eTamu:

— CTBOpEHHS 1/1e1 Ta TEeMaTUKH MOCTa;

— opranizamis ¢oTocecii MPoAYyKTYy (BKIIOYHO 3 BHHaMaHHSIM (oTorpada,
MoJeIel, CTy il 715l 3UOMKH );

— MOKYIIKa KOCTIOMIB Ta PEKBI3UTY, BUTOTOBJICHHS TOBapy AJisi (hoTocecii;

IT1JT MICIISl PO3MIIICHHS (TIOCTH, CTOPi3, OaHEepH).

Takuii mporec BKIItOYaB B ceOe Oe3i1id CreriaaicTiB Ta HeMaluil OIOKET, a
TaKoXX BUTPATH 4acy. 3apa3 MpoIEeC CIPOIIYEThCS Maibke 10 OJHOI JAli: 3alTH B
cepBic Il 1 mnocraButu iomy 3amauy. Jlyig HaWKpamoro pe3ysbTaTy MOKe
3HamoouTHcs naekiabka cepsiciB I, amke koKeH 13 HUX Mae IepeBary y CBOIX
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HampsiMKax. TakuM 4uHOM, oauH SMM-crneriamicT MoOe: CTBOPIOBAaTH KOHTEHT-
TJ1aH; TEHEPYBATH 300pa)KEHHS Ta TEKCTH IIiJ] IOCTH; TEHEPYBATH i€l ISl KOHTEHTY;
dbopMyBaTH clieHapii BiZieo; MUCATH BIAMOBIII HA KOMEHTapI.

B pe3ynbTaTi, 3apa3 s TOro mo0 CTBOPUTH PEKIaMHY KaMIlaHito ab0 KpeaTuB
JUTS COTIATBHUX MEPEeXk, MPOXOJAMMO BXKE 30BCIM i1HII Kpoku. HeoOXiaHICTh BUBYATH
Taki mporpamu, sik Canva, Adobe Photoshop, Figma 3BomuThcs 10 HE0OX1AHOCTI
BMiTH KopuctyBaTucs Tuibku ChatGPT, Gemini, Grok.

VsaBiMmo, mo moTpidHe Bijeo B TeMatwill JlHg 3akoXaHMX Jis COILIaTbHUX
MEpex, ajie 1€ HeMae KOHKPEeTHOi iAei, mo 1e Moxe Oyrtu. B Takomy pa3si
IPOXOJIUMO HACTYIHI KPOKHU:

1) CraBumo 3amauy ChatGPT: 3zenepyii ioei 6ioeo onsa coyianvhux mepedsic Ha
memy docmaexku mosapy 0o /{usa 3axkoxanux [1].

2) SIxuio 3amporoHOBaHi 171e1 He cnogo0anuch ado BXKE MA€Te 17et0, TPOMIT
MOXKE€ MaTH BUIIISA[, HANPUKIAI: 32eHepyll 300pajdceHHs SH20ad, AKUU 30IUCHI0E
KYp '€pCbKYy 00CMABKy moeapy no mMicmy.

3) [ns Halkpamoro pes3yJbTaTy HajJaemMo pedepeHcH 300pakeHb SHroJa 1
300pakeHHsI TOBapy, Ha K1 ciij opieHTtyBatucsa I, mo6 npumBuAIIMTHA reHepaio
came Toro 300paxeHHs, sIKe MOTP1OHO.

4) Konu 300pak€HHsI 3r€HEpPOBAHO MOXHA BHOCHUTU NMPABKU B 300pa)KE€HHS,
JIOJIaTH JeTalll, TaKl K JIOTOTHII KOMITaHil ado1o.

5) Hami, mo6 aHiMyBaTu 300pa)K€HHS IMEPEXOJMMO B MOOLIBHUN JTOJAATOK
Grok.

6) Ha Bxianmi Imagine moxuna nogatu 3reHepoBane ChatGPT 300pakeHHs i1
aHiMyBaTHu ¥oro. Skmo Ha GaHepi € TekcT, To Grok Moke aBTOMaTUYHO O3BYUHUTH
fioro Ha Bizeo [3]. A6o MokHa oaTH OaKaHUN TEKCT, IKHMH B XOYETE O3BYYHUTH B
POJHUKY.

7) 3a HEOOX1THOCTI MOkHa 00paTH TPUBAJIICTh aHIMAIIll, @ TAKOXK PO3LIMPEHHS
TUTS BIJIEO.

OTpuMyeMO TOTOBUH 10 PO3MIIICHHS Bi€O POJUK OYKBaJIbHO 3a JIiYEH1
XBUJIMHU 0€3 aKTOPiB, TU3aiiHEPIB Ta PEKBIZUTY.

3BicHO, Oe3komToBHa Bepcisi ChatGPT mae cBoi 0OMEXeHHsS MO KUIBKOCTI
BHECEHMX MPABOK B 300paXkeHHs a00 KIJIbKOCTI 3reHEpOBaHUX 300pakeHb 3a EBHUMN
yac. B Takomy pa3i BHOCHUTH TpaBKM MOKHa 4Yepe3 aHaJOTI4HI CEepBICH, TaKi SIK
Gemini [2]. 3agava o reHeparlii 300pakeHHs] MEPETBOPIOETHCS HA MPOCTUM CBITY
MIK ITMMH JBOMA MporpamMaMH, 1110 J03BOJISIE 001HTH OOMEKEHHS Ta EKOHOMHUTH Yac.
Sxmo ChatGPT norano 3po3ymiB 3aaauy — ii 3po3yMie Gemini 1 HaBIaKH.

Nitepartypa
1. ChatGPT — URL: https://chatgpt.com/
2. Gemini — URL: https://gemini.google.com/
3. Grok — URL: https://grok.com/
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3o03ynbos O.B.

KaHAMAAT EKOHOMIYHMX HAYK, Npodecop

npodecop Kapeapn NPOMUCAOBOrO MapKETUHTY
HauioHanbHWMI TEXHIYHMI YHiIBEPCUTET YKpPaAiHK
«KMIBCbKUIM NOAITEXHIYHWUI IHCTUTYT im. Iropa CikopcbKoro»

KAMPOC MAPKETUHTI: CYTHICTb TA Al TEXHOOTIi

[Tepexin Bix TypOYJEHTHOCTI PHUHKOBOTO CEPEAOBHUI J0 HEBU3HAYCHOCTI
BHMAara€e HOBHX IIJXOJIIB /IO YIIPaBJIIHHSI MapKETUHTOBOIO JISJILHICTIO TMIANPUEMCTBA

(puc. 1).

Mogaeni ceity PUMO Tpw pieni Tpanchopmauii
IpenTndikayin
pUTMY IHnuBigyanoHuii:
TUNA MaiByTHIX ) CenexTueHa yeara
Turbulent, SMiH ¥ TOMKAX ey i
BANI Uncertain, HEBIAOMOCTI w TECiyeaks o]

MOTTEBO NEPEMMKETHCA
MiX ananisom Ta

InTyiyiewo,

Novel,
Brittle,

VUCA Anxious, Amos
Non-linear,

Volatility,
DEST Uncertainfy, Incomprehensible

SPOD (NpoexroeHicTs) Complexity
(CrabinuhicTo)  Momnueocred Ambiguity

¥ UHdpoBMx
faxanoia EKOCHCTEMaX

OprasizauiiiHmii:
NMpocrip
MOMNHBOCTER
Nepexip sig wopcTrnx
PErNaMENTIB 4O EYALTYDR
lﬂ}]HSOHTEﬂbHDI.
CHHXpONizaLT,

onTuMizauis Ta
anropuTMia

Unsinizauiinuii:

Hoea oceira
Nigrovoexa cy6'ckrie,
= Big VUCA o PUMO BANI Ta ncuxonoriuimii  TUNA Ta Kanitanisauia it bl
(CrabinbhicTb) (NpoexToBHicTD) Kaiipoe nepeteopioe 3AXMCT HOBH3HK caiTi
Noxaneka ontumizayis  Texwonoria quaal’lur TYPOYNEHTHICTD T2 HEMH- ¥ kprxxomy ceiti kaipoc gie  3pathicTs TpaHchopMyBaTH
T8 k MO iy CNHMICTB NOMIA Ha NpocTip Ak 3an06iMHUK ANA NPUITHATTA  NAPAAOXCANLHY HOBHAHY HA
ANropuTMiE eKDCHCTEMAX AR CTR MaKeapy. piluekb. PeansHy KOHKYPEHTHY NEpesary.
A NotebookLM

Pucynok 1 — PiBHi Tpacopmariii ynpaBiiHHS B KOHTEKCTI 3MiH cepeoBUIla [ 1]

OauH 3 MIIXOMIB — 1€ BUKOPUCTAHHS Kallpoc-MEHEIXMEHTY [2] Ta kaipoc-
TEXHOJIOT1 B MapKeTHHTY [3].

Konnernmist «xaiipoc» (Kairos) — 11e BMiHHS 3HaWTH Ta BUKOPUCTATH 1/1€abHUMN
MOMEHT JIsi KOMYHIKaIlii 3 KJII€EHTOM, KOJHU Ballle MOBIJOMIICHHS Oyae HahO1IbIIn
JopeyHuM 1 BIuTMBOBMM. Ha3Ba moxoauts BijJl iMeH1 JaBHbOTpenbkoro 6ora Kaiipoca
(yocoOneHHsl CHpUSATIMBOTO MOMEHTY) Ha BIAMIHY BiJ XpoHoca (piBHOMIPHHIA,
JTHIMHUN TUIMH  4Yacy). ['ojoBHa 17ed Kalpoc-MEHEIKMEHTY: IMepeTBOPIOBATH
HEBH3HAYCHICTh Ha CTPATETiYHY IepeBary. 3aMiCTh KOPCTKOTO IIAHyBAaHHS KOMaHIN
HABYAIOTHCS IIBUAKO aJalTyBaTHCS, CHHXPOHI3yBaTW BHYTPIIIHI pecypcu 13
30BHIITHIMHA MOKJIUBOCTSIMH.

Kaifpoc-mMapKkeTHUHT — 1i€ CTpaTeriuHuid MiXiJl y MAapKeTHHTY, L0 TMOJSArae y
BUSIBJICHHI, TTPOTHO3YBaHHI Ta BUKOPUCTaHHI 1/I€albHUX MOMEHTIB (KaWpocCiB) aJis
KOMYHIKaIlii 3 I[IJTbOBOIO ayJUTOPIEI0, KOJU MOBITOMJICHHS OPEHIIy € MaKCUMaIbHO
JOPEYHUM, CBOE€YACHUM 1 3JaTHUM BUKJIMKATH HAWUCWIBHIMINKA BIiATYK. Takwii
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MapKETHHT 0a3yeThCs Ha aHaNi31 KOHTEKCTY 3 BUKOPUCTAHHSIM TEXHOJIOT1H ITYYHOTO
IHTEJIEKTY, MAIIMHHOTO HaBUaHHS Ta AHAJITUKUA B PEATbHOMY 4Yaci, IO O3BOJISE
aBTOMATU3YBAaTU NPUUHATTS PIllIEeHh caMe€ B Ty MHUTh, KOJIW KJII€HT HaWOLIBII
CXWIbHUM 10 TOKynkd. OCHOBYIO i1 KalWpoC-MapKETHHTY  IOCIYTOBYE
MpEeAUKATUBHUNA MapKeTuHr. [IpequkaTHBHUI MapKETHUHI CTBOpPIOE 0a3y 3HaHb PO
MalOyTHI TOJIi, a Kalpoc-MapKEeTHHI BUKOPHCTOBYE 110 0a3zy Al MUTTEBOL [ii B
11€aIbHUA MOMEHT.

Tabmuus 1 — 3B’A30K MK MNpeIUKATUBHUM MApKETUHIOM Ta Kailpoc-
MAapKCTHUHI'OM
3aBJlaHHs Kailpoc- [Ilo nae npeauKaTUBHUN MAapKETHUHT
MapKETHHTY
3HaNUTH «i1eaNbHUI [TporHo3ye YacoBi BikHA 3 MAKCUMAIIbHOIO KOHBEPCIEIO ISl KOKHOTO
MOMEHT» KOpHCTYBaya
Busnauntu aktyansHuii | Po3paxoBye, sika mporo3utlis Oyae HalOIbII PEICBAaHTHOO Y
MeCeIK HaWOIMXK4iil cecil
OOpatu kaHal [Tepenbadae, yepe3 KU KaHAT KITIEHT 3 OUTBIIOK WMOBIPHICTIO
KOMYHIKaIlii BiJ[pearye came 3apas
He npomryctutit MoMeHT | BukopucroBye real-time ckopuHT, 100 aKTUBYBATH TPUTEP, KOJIH
HMOBIPHICTH JIiT IEPEBUIILYE TOPIT

TunoBumMu TpuUrepamMu sl  KaWpOC-MAapKETHHIy €: TIOBEAIHKOBI  Aii
KOPUCTYBaya, YacOBO-KOHTEKCTHI, €MOILIiHI Ta coulajgbHl Tpurepu (aHami3
TEKCTY/T0JIOCY), TPOTHOCTUYHI TPUTEPH, 30BHIIIHI MO/11, TEXHIYHI TPUTEPH.

KitouoBUMH TEXHOJIOTIYHUMU TUIATHOPMU IS peatizallli Kaipoc-MapKETHHTY
e: Kairos Bim ZEMEDIA («po3yMHI» alroputmMu Jyisi aBTOMaTu3allii TOPTiB Ha
pexnamMuux aykiionax (RTB)), Knorex KAIROS (Al-nBuryH st OMHiIKaHaJIbHOTO
Mapketunry), Kairos for Advertisers (IHCTpyMEHT JUIsl OIIHKM €MOIIIWHOT peakilii
aynurtopii Ha pexiamHi martepianu), Kairos for Retail (TexHomorist mist po3apioHoi
toprieii). Ak ka3zaB Kondymiit: «He nait Bam boke xuTu B emoxy 3MiH 1 He
CKOPUCTATHUCS X MOKITMBOCTSIMM.

Nitepatypa
1. JIancekuit 1.K. Kaiipoc-MeHEDKMEHT - HOBUI YIpaBIIHCHKHI 1HCTPYMEHT B yMOBaX HEBU3HAUEHOCTI.
URL: https://marketing.net.ua/marketynh/kayros-menedzhment-novyy-upravlinskyy-instrument-v-umovakh-
nevyznachenosti (gara 3BepHenHs: 25.05.2026).
2. JIancekuit 1.K. Kaiipoc-MeHe>KMEHT — yHnpaBIiHCHKUI IHCTPYMEHT Ha MepPeXpecTi COLiaIbHOTO
IHTEJIEKTY, CAMOMEHEIPKMEHTY Ta KpeaTuBHOCTI. Exonomiynuil npocmip. 2025. Ne198. C. 188-193.
3. Yerik T.B. Kaiipoc-texHounorii B chepl MapKeTHHTY Ta peKJIaMU: HOBI BUKJIMKU Ta TPEHIU.
Meneoosicmenm ma mapxemuue 5K Gaxkmopu possumky 0OisHecy: Marepianu IV MixHapomHoi
HAyKOBO-IIPaKTHUHOI KoH(pepeHuii 15-17 kBiTHs 2026 p. [Enekrponne Bumanns] y 2 T. / BiAm. pex.
ta ynopsia. B.B. Xpankina, K.B. ITiunk. Kui: BunaBanunii gim «KueBo-MorunsHCbKa akaieMis,
2026. T.2. C. 185-187.
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InnaweHko C.M.

OOKTOP EKOHOMIYHUMX HayK, Npodecop

npodecop Kadeapn eKOHOMIKK BizHecy i Mi*KHapOAHUX EKOHOMIYHMX BiAHOCUH
HauioHanbHWUI TEXHIYHMI YHiIBEPCUTET «XapPKiBCbKUI NONITEXHIYHUIA IHCTUTYT»
AOKTOp Xab., npod.

EKOHOMIKO-ryMmaHiTapHUI yHiBepcuTeT, M. benbcbKo-bana

Monbla

PoHb 4.0.

acnipaHT Kapenpu MapKeTUHry
HaLioHanbHWMI TEXHIYHMI YHIBEPCUTET «XaPKiBCbKUIM NONITEXHIYHUIA IHCTUTYT»

LUPPOBI3ALIA K CTPATEMNYHUN HANPAM PO3BUTKY MIKPOBI3HECY B
YMOBAX BINMHU

[lpaktuka cBimuuTh, 1O MUdpoBI3alis 3a0e3neunsia  (QyHKIIOHYBAHHS
E€KOHOMIKM YKpaiHu 1 11 perioHiB B yMOBax BIHHHU, BOHA TaKOX PO3TJISIAETHCS SIK
ApaiiBep iX MOBOEHHOTO BIJHOBJEHHS 1 1HHOBauiHOro po3BUTKYy [1]. B ymoBax
BIIHM Ha TEpPUTOPIAX YKpaiHW, sKI MepeOyBarOTh y 30HI MIJBHUILIEHOIO PHU3UKY
ypak€HHsI BOPOTOM, 3aJI0BOJICHHS 0a30BUX MOTPEO HACEJICHHS B 3HAYHIA 4YaCTHHI
3a0e3neuyeTbcss  MiKpoOi3HecoM. B yMoBax  0e3nekoBHX, BHUPOOHHUYUX,
1H(PACTPYKTYpPHUX, KaJApPOBUX, (PIHAHCOBUX OOMEXKEHb CYO’€KTH MIKpOOI3HECY
AKTUBHO BUKOPUCTOBYIOTh HU(PPOBI TEXHOJIOTT.

Pe3ynpTaT aHamizy [IsJIBHOCTI CyO’€KTIB MIKpOOI3HeCY (IIPUBAaTHUX C/T
caaud), sIKI CHenliagi3yloThcsl Ha BUPOOHMIITBI 1 peani3auii MpOIyKTIB XapuyBaHHS,
CBIJUUTH MPO AaKTUBHE BUKOPHUCTAHHS HUMH LUPPOBUX TexHOJorii. Cepes HUX CIlil
BIJI3HAYUTH BHUKOPUCTAHHS COLUAJIBHUX MEpPEeX 1 MECEHKEpIB A1 NPOCYBaHHS 1
peatizailii CBO€l MPOAYKILIIi.

HabGyna mommupenHs npaktuka GopMyBaHHS Tpyn (PaKTUYHUX 1 MOTEHIIHHUX
CIIO’KMBAYIB 1X MPOAYKIIIT y monyJisipHoMy Mecenkepi Viber. Lle 3abe3mneuye:

— BHCOKY THYYKICTh O13HECY BIAMOBIHO O YMOB 30BHIIIHBOTO CEPEIOBHUIIIA,
30KpeMa, y po3pisi: reorpadiyHuxX, 4aCOBUX, COLIAIbHO-AeMOrpadiuHuX, TPaBOBUX
Ta 1H. XapaKTEpPUCTUK;

— 3HIDKEHHSI pU3HUKY YpaKeHHSI BOPOTOM B MICIISIX peaizallii mpoayKIlii;

— €KOHOMIIO KOIIITIB Ha YTPUMaHHS TOPTiBEIbHUX MJIONI;

— €KOHOMIIO KOIITIB HA MPOCYBaHHS MPOAYKIII 1 MIATPUMAHHS KOMYHIKALIH 31
CIIO’KMBaYaMH;

— 3aMOBJICHHS MPOYKIIii B pexkumi 24/7 3 1i JOCTaBKOIO B 00YMOBJICHE MICIIE;

— (opMyBaHHS HOMEHKJIATYPH 3aMOBJICHb MPOYKIIi1 BIAMOBIIHO JO 3alUTIB
CITO’KMBaYiB;

— TapreToBaHy peKyaMmy IpoIyKIii;

— TIATPUMAaHHS MOCTIMHMX TPSIMUX 1 3BOPOTHUX KOMYHIKAIId  3i
CIIO’KMBaYaMH;
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— JIOJy4€HHS JO0 peKJIaMd TMPOAYKLIl KIIEHTIB, fAKI JIISATHCS CBOIMHU
BpaXXCHHSIMU 3 POJIMYAMU, APY3IMHU, 3HAHOMHMH TOLIO;

— (¢dopMyBaHHS KoJIa TIOCTIMHMX KIIEHTIB (CIOXXHUBAYiB), PO3IMIMPECHHS
KJII€EHTCHKOI 0a3H;

— 30ip iHdopmarii qIsS TUTaHYBaHHS OOCATIB BHUPOOHHUIITBA 1 TOCTAYaHHS
IIPOTYKIIi.

VY cykymnHocTi 3 3aco0aMu MOOUIBHOTO OAHKIHTY I1e 3a0e3Ieuye:

— BHUKOPHUCTAHHS JUIsl PO3paxyHKIB ITU(POBUX aHAJIOTIB TepMiHAIIB Ha 0Oa3i
cMapTdoHiB);

— 3py4Hi 0€3TOTIBKOBI PO3paxyHKH (TONepeiHi, o (pakTy MOCTaBKH);

— 0OE3roTIBKOBI PO3paxyHKH Ha TEPUTOPIAX 3 BIICYTHBOI (OOMEKEHOIO)
OaHKIBCBKOIO 1H(PPACTPYKTYpOIO, sKa 3abe3nedye TOTIBKOIO (30HHM MiJBUIIEHOIO
PHUBHUKY YPAKEHHS BOPOTOM), III0 0OMEKY€E/yHEMOKITUBIIIOE BUKOPUCTAHHS TOTIBKH;

[Ile OuIbII MIMPOKE KOJO MOMKIMBOCTEH [UIsi UU(POBOro MiKpoOi3HECy 1
Majoro Oi3Hecy HaJa€ BUKOPUCTAHHS MOMYJSPHUX COIIAJLHUX MEPEeK, a TaKOXK
CTBOPEHHsSI CallTy cy0’ekTy MikpoOi3Hecy. Ili MOXIMBOCTI OIIBIIOK MipOIO
BUKOPUCTOBYIOTBCA y c(epl MOCIHYr: PEMOHT EJIEKTPONOOYyTOBUX 1 €JIEKTPOHHUX
MPUCTPOIB, KOHCAITHHI, PEMNETUTOPCTBO, 3aKJIagud TPOMAJICHKOTO XapuyBaHHS.
30KkpemMa, BHUKOPHUCTAHHS COIIIAJIbBHUX MEPEX CTBOPIOE MOXIMBOCTI [2, 3]
3aCTOCYBaHHS 1HCTPYMEHTIB LHM(PPOBOrO0 MAPKETHHTY, 1H(IIOEHC-MAPKETHHTY,
google-ananituku, CRM-TexHosorii Ta iH., 10 ICTOTHO MABHUIINYE €()EKTUBHICTH
013HecCy.

Y3araJbHIOIOUM pe3yJdbTaTH aHaji3y MOXKHA 3a3HA4WTH, M0 LudpoBizallis
MIKpOOi3HECY 3HAYHOIO MIPOI0 CHpHusie 30EpEeKEHHI0 WOTO IKUTTE3JATHOCTI 1
PO3BUTKY B yMOBax BiliHM, a pa30oM 3 THM 30€PEKCHHIO 1 PO3BUTKY COIIaIBHO-
€KOHOMIYHOI 1HQPACTPYKTYpHU PEriOHIB YKpaiHU 1 iX Tpomaj, MiATPUMAHHIO YMOB
KUTTEAISUIBHOCTI HacesieHHs. [loanbliin AOCIiIPKeHHs] IOBUHHI OYTH CIIPSMOBaH1 Ha
aHaji3 BIUIMBY HM(POBI3allli Ha PO3BUTOK XapaKTEpHHUX JUIsi YKpaiHU Ta HOBHUX
(1HHOBAIIHUX) BUAIB MIKpOOi3HECY.

Nitepartypa
1. Immsmenko C.M. Iludposizamis sk CcTpaTeriyHUNA HANpsiM MOBOEHHOTO BIJHOBICHHS 1
IHHOBAIIITHOTO PO3BUTKY €KOHOMIKM YKpaiHU. AKTyallbHI POOJeMU €KOHOMIKH, IMIANPUEMHHUIITBA
Ta MEHEDKMEHTY B €loXy IioOanbHUX 3arpo3 : 30. Mar.-JiB BCEYKp. HayK.-PakT. KoHpep. 27
mucronaga 2025 p. / HHI JMerl VYAVYHT. [uinpo. 2025. C. 16-18. URL:
https://repository.kpi.kharkov.ua/handle/KhPI-Press/96621 (nata 3sepHenns 26.05.2026 p.).
2. Kononiéi P.B., Pycun-I'punux P.P., Kpyrnos C.B. CytnicTs aipxuTanmizamii Ta ii BEeKTOpU
po3BUTKY. Exonomixa ma cycninbcmeo, 2025. Bunyck 73. C. DOI: https://doi.org/10.32782/2524-
0072/2025-73-131
3. Indmroenc-mapkerunr 2025: yomy 6i3Hecu obuparoTh nano ta micro-iHgumoencepis. Ukrainian
digital community. URL: https://ukrainiandigital.com/infliuens-marketynh-2025-chomu-biznesy-
obyraiut-nano-ta-micro-infliuenseriv/ (gara 3sepuenns 26.05.2026 p.).
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KapaHgin O.B.
acnipaHT Kapenpu MapKeTUHry
HauioHanbHW yHiBepcuTeT «OaecbKa NONITEXHIKa»

CRM-MIATBEPAMEHA ONTUMI3ALIA TAPTETOBAHOT PEKTAMW NPOMMCIOBUX
NIANPUEMCTB

VY npomuciosomy B2B-cermMeHTI TapreToBaHa pekjiaMa He MOKE OLIIHIOBATUCS
JMIIE 3a MOKa3HUKAaMU PEKJIaMHUX TUIaT(OpM, OCKIIBKM KIIIK, MEpexi] Ha calT abo
HaBITh 3asBKa HE 3aBXIHM O3HAYaIOTh pealbHUI KoMmepliiHui iHnTtepec. Ha Biaminy
BiJl MacoOBOTO CIOXXHBYOT'O PUHKY, MPOMUCIOBI 3aKyMHiBIl HependaydaroTh TOBIIHMA
[UIAX yXBaJCHHs PIMIECHHS, Y4acTh KIJIbKOX CTEHKXOJJEpiB, TEXHIYHY MEPEBIPKY
MPOJYKTY, MOTO/JKEHHS OIOKEeTy Ta MOAaNblll MeperoBopu. Tomy peKiIamHa
aKTUBHICTh y mpomucioBoMy B2B € numie mo4arkoBUM €TanoM CKJIaJHIIIOrO
npouecy (GOpMyBaHHS TMOINUTY, a 1i PE3yJbTATUBHICTh MAa€ OLIHIOBATUCA 3
ypaxyBaHHSIM MOAAJIBIIOTO PyXY Jifa y BOpOHI npoaaxis [1, c. 74-87].

KirouoBa npobnema mnossirae B TOMy, 110 0araTo MPOMUCIOBUX MIJIPUEMCTB
IPOJOBXKYIOTh aHaji3yBaTH TapreTOBaHy peKaMmy IEpEeBaXXHO 4epe3 IMOBEPXHEBI
nokazHuku: CTR, CPC, CPM, CPL abGo KijmbKicTh 3asBOK. Taki METPUKH €
HEOOXIIHUMHU JUIsl ONEpPAaTUBHOTO KOHTPOJIIO KaMIaHiil, OJJHaK BOHU HE JalOTh
BIJNOBIZAI HAa TOJOBHE MMTAHHSA: YW TIEPETBOPIOETHCS 3alyueHUN KOHTAKT Ha
KBaJi(hikoOBaHMI JIi 1, IEPErOBOPH, KOMEPIIHHY MTPOMO3UIIII0 a00 yroay.

Jns  po3B’si3aHHA 1€l  1poOiemMu  AOUUIbHO BUKopucTtoByBaTH CRM-
MiATBEpKEHY JIOTiKy OIIHIOBAHHA pEKIaMM. i CYTHICTh MOIArac B TOMY, IO
PE3yNbTAaTUBHICTh PEKJIIAMHOI KaMIIaHii NEPEBIPSETHCS HE JIUILIE HA PIBHI MIATHOPMHU
abo BeOaHaMITUKH, a i1 HA piBHI CRM: un OyB g 0OpoOieHHit, UM BIANOBIIAB BIH
LIJTLOBOMY MpOQUII0 KJIi€HTa, uyn nepeimoB y MQL a6o SQL, Aki npUYrMHU BiIMOB
Oynu 3adikcoBaHi, YW BHUHHUKIM TMeperoBopu abo mnoreHiiiHa yroja. Came
Y3TOJIPKEHHSI MapKETUHTY, MPOIAXKIB 1 TEXHIYHUX MIAPO3/IIIB € KPUTHYHO BAKIMBUM
st B2B-komnianii, ockiIbky 111 GyHKIIIT pazoM (GOpMYyIOTh KIHIIEBUM KOMEPIIAHUN
pesyabTar [2, c. 221-239].

3 opraHizaIfiifHoi TOYKH 30py 1€ 03HAYa€E, 0 TapreToBaHa pekiamMa Mae OyTu
BOy/IOBaHA y 3arajibHy CUCTEMY YIPaBJIiHHS MOMUTOM. MiHIManbHUNA KOHTYpP TaKoi
CUCTEMHU BKIIOUae peksamHi muatdopmu, BeOananmituky, UTM-po3miTKy, MOAIEBY
Mojenb Ha caiiti, CRM 1 BI-3BiTHIcTh. PekiiaMHi kKaOiHETH MOKa3yrOTh, K1 KaHAJH,
ayJIuTOpii Ta KpeaTHBHU 3aJly4arOTh KOpUCTyBadiB. BebananiTuka (ikcye MOBEIIHKY
MICTs KIIKY: Meperisii TEXHIYHUX CTOPIHOK, 3aBaHTaXEHHS crienuQikailiii, moBTOpHI
Bi3uTH, 3anoBHeHHs GopM. CRM mnokasye, mo BigOyJoCs 3 KOHTAKTOM IMiCJIs
3BEpHEHHS. Y CYKYIOHOCTI III JlaHl JO3BOJISIIOTH TEPEHTH BiJ 3BITYBAaHHS PO
aKTUBHICTH /10 aHATI3y peajbHO1 SKOCTI JIi/IiB.

VY 1poMy KOHTEKCTI AOILIBHO 3anpornoHyBaTtu Mmojeilb CRM-miaTBepkeHoi
ONTUMIi3allii TApreToBaHoi peKIaMu IIPOMHUCIOBHX MiMPHEMCTB. i Jlorika mossrae B

69



YII MizkHapoiHa HayKOBO-IPaKTHYHA KOH(pepeHuiss «MapkeTuHr i un@posi TexHoJorin

TOMY, III0 3MiHa B KaMIlaHii — ayAuTOpii, KpeaTuny, odepy, JEeHAIHTY, OI0/pKEeTy abo
dhopmu 3a8BKM — BU3HAETHCS €(PEKTUBHOIO JIUIIE TOJII, KOJU BOHA MiATBEPKEHA Ha
piBHi CRM-BopoHKH. YcCHIIIHUM € TOW BapiaHT, AKUM MiABUIIMB YacTky SQL,
3MEHIIUB KIJbKICTh HEpEJICBAaHTHUX 3BEPHEHb, MOKPAIIUB MEpPEeXia 0 MeperoBopiB
a6o 3011bIIMB KOMepiiHMi pipeline.

[TpakTruHa peamizallisi Takoi MOJeNi Mependavyae 3aMKHEHUIN LUK TiMoTe3a,
HaJaIlITyBaHHS BUMIPIOBAHHs, 3aIlyCK KaMIIaHii, aHajl3 IOBEJIIHKOBUX CHUTHAJIIB,
CRM-niepeBipka Ta KopuryBaHHsl pimieHHs1. OCTaTOYHMI BUCHOBOK Ma€ poOUTHCS HE
mume 3a CTR, KOHBepci€lo JEHIIHTY 4YM 3aBAHTAKEHHSAM KaTajory, a Micis
nepeBipku sikocTi aiaiB y CRM. Lle n03Bosisie YHUKHYTH CHUTYallli, KOJIH KUIbKICTh
3asIBOK 3pOCTa€, ajie iXHS PEJIeBAaHTHICTh 3HMXKYyeThcs. st dopmanmizaiii Takoro
M1JX0/1y JIOILJIBHO BUKOPUCTOBYBATH 1HTErPAIbHUHN MOKA3HUK SKOCT1 MTOTOKY JI1JIIB —
LQ-Index. Moro 3aBnaHHS mONSrae B TOMy, OO IIOEIHATH B OJHOMY KpHTepii He
KUIBKICTB JI/1B, @ IXHIO KOMepLiiHy sKicTh. [lepeBara LQ-Index nossrae B Tomy, 1o
BiH JI03BOJIsS€ MOPIBHIOBATH KaHAIW HE 3a MPHUHIUIIOM «JI€ JCIICBIIUN JIiJI», a 3a
MPUHIUIIOM «J€ AKICHIIIMK 1 KOMEPUIMHO MIHHIIMI NOTIK». Lle 0co0IMBO Ba)IIMBO
IUIsL TIPOMHUCTIOBUX MiANpueMcTB, ne nemeBuid CPL Moxke cynpoBomKyBaTHCS
HU3BKOIO SIKICTIO 3B€PHEHbB, a JOPOXKYMIA KaHal MOKE IaBaTH MEHIIIE KOHTAKTIB, aje
oubmie SQL 1 morenuwiitHux yroxa. LQ-Index Moke BUKOPHCTOBYBAaTHCS SIK
YOPaBIIHCHKUNA  THAMKATOP JUIA TEpepo3Nojilry OmKeTy MK —KaHaJlamu,
ayJIUTOPISIMU Ta PEKJIAMHUMHU [TOBIJOMIICHHIMH.

JUis mpoMHMCIOBUX MIAIPUEMCTB ONTHMI3Allsl TapreTOBAHOI PEKIaMHU Mae
I'PYHTYBAaTHUCA HA MO€JHAHHI PEKJIAMHUX JIaHUX, NOBENIHKOBOI aHamiTHKU Ta CRM-
pe3yabTariB. Takui Miaxia A03BOJISE YHHUKHYTH TMOMHJIKH ONTHMI3AIl M «ICTKD»
METPUKHU ¥ TieperTH a0 ympaBiiHHA sKicTio B2B-nmommrty. 3anmpornoHoBana jorika
CRM-niaTBepmkeHoi ontuMizamii Ta BukopuctanHs LQ-Index cTBOpIOIOTH
METOJMYHY OCHOBY JUIsl TOPIBHSHHS PEKIAMHUX pIIIeHb Yy Yacl, OLIIHIOBAHHS
peaJbHOrO0 BHECKY PpEeKJIaMd y TMpoAaxi Ta MIABUIIECHHS e()EeKTUBHOCTI
MapKETUHTOBUX OIO/UKETIB MPOMUCIOBUX MiANpUeEMCTB. Y uudpoomy B2B-
CepelOBHINI, /¢ 3HAYHA YacTWHA MNUIIXY KII€HTa MPOXOJUTh M€ IO MPSIMOTO
KOHTaKTy 3 MpOAaBLEM, Taka CHCTeMa CTa€ HEOOXIJHOK YMOBOKO JOKa30BOIO
MapKETHUHIOBOT'O YNpaBiiHHA [3].

Nitepartypa
1. Purmonen A., Jaakkola E., Terho H. B2B customer journeys: Conceptualization and an
integrative framework. [Industrial Marketing Management. 2023. Ne 113. C. 74-87. DOI:
https://doi.org/10.1016/j.indmarman.2023.05.020
2. Vaid S., Ahearne M., Krause R. Joint marketing and sales appointment: Uncertainty from
intertwining of marketing and sales in one position. Industrial Marketing Management. 2019. Ne 85.
C.221-239.
3. CEB - Google. The Digital Evolution in B2B  Marketing.  URL:
https://www.thinkwithgoogle.com/ gs/documents/677/the-digital-evolution-in-b2b-
marketing_research-studies.pdf

70


https://doi.org/10.1016/j.indmarman.2023.05.020
https://www.thinkwithgoogle.com/_qs/documents/677/the-digital-evolution-in-b2b-marketing_research-studies.pdf
https://www.thinkwithgoogle.com/_qs/documents/677/the-digital-evolution-in-b2b-marketing_research-studies.pdf

YII MizkHapoiHa HayKOBO-IPaKTHYHA KOH(pepeHuiss «MapkeTuHr i un@posi TexHoJorin

KapmasiHosa B.A.

KaHANLAT EKOHOMIYHUX HaYK, OOLEHT

OOUEHT Kadeapy MapKeTUHry

Kapkyuwka O.0.

acuUCTeHT Kadeapn MapKeTUHTY, acnipaHT
[ep’KaBHUI TOProBebHO-eKOHOMIYHWUI YHiBEpCUTET

TPAHC®OPMALLIi MEXAHI3MIB YNPAB/IIHHA BPEHAOM MIANPUEMCTBA
PO3/APIEHOI TOPTIB/I B LLUGPOBOMY CEPELOBULL

CydacHuil eTam pO3BUTKY €KOHOMIKM  XapaKTEpHU3Ye€TbCS  aKTUBHUM
BIIPOBAHKEHHAM ITU(GPOBUX TEXHOJIOTIH y BCl chepu TOCMOAapChKOi TiSITBHOCTI, 110
3YMOBJIIO€ HEOOXIAHICTh MEPErisiny TPAAULIAHUX MIIXO/IB 10 YIPABIIHHSI OpeHA0M
MIAIPUEMCTB po3ApiOHOI Topriimi. llocuneHHs KOHKYpeHIii, 3MiHa MOBEIIHKH
CIIO’KMBAYiB, PO3BUTOK €JIEKTPOHHOI KOMEpIIii Ta HU(POBUX KOMYHIKALIA (POPMYIOTh
HOBI BUMOTH JIO IPOLIECY CTBOPEHHS, PO3BUTKY Ta MIATPUMKHU OPEH/IIB.

Y mudpoBoMy cepenoBuill OpeHi TMepectae OYTH JUIIE I1HCTPYMEHTOM
iIeHTUdIKaIll TOBapiB Ta MOCIYr, MNEPETBOPIOIOYHCh HAa KOMIUIEKCHY CHCTEMY
B3a€MO/II 31 CIIOKMBAYaMH Yepe3 pI3HOMAaHITHI OHJIalH- Ta odiaitH-kaHamu. CydacHi
CIOKMBa4l OYIKYIOTh IEPCOHATI30BAHOTO JOCBiAY, OMEPATHBHOI KOMYHIKAIlli Ta
BHCOKOTO piBHSA LU(PPOBOI B3aemomii 3 OpeHAOM, IO akTyamidye mnoTpedy y
TpaHchopmarlii MexaHi3MiB OpeHI-MEHEPKMEHTY TIPUEMCTB PO3JIpIOHOT TOPTIBIIL.

BaxnuBoro 3HaueHHs HaOyBa€e BHKOPUCTAaHHS LMQPPOBUX IHCTPYMEHTIB
VOpaBIiHHS OpeHJoM, cepel  SKUX COIllajJbHI MEpeXi, CHUCTEMH YIPaBIIHHS
B3aeMoBigHOCHMHAMH 3 KiieHTamu (CRM), TexHosorii aHami3y Benukux nanux (Big
Data), mTy4Huil 1HTEJNEKT, OMHIKaHAJIbHI KOMYHIKalli Ta MiIaTGopMH €IeKTPOHHOT
KoMepiii. IX 3acTocyBaHHs cHpuUs€ MiJBUINEHHIO e()EKTUBHOCTI KOMYHiKalliiHOI
MOJITUKY MIANPUEMCTB, 3MIITHEHHIO JIOSJIBHOCTI CIIOXHBadiB Ta (POpMYBaHHIO
CTIMKMX KOHKYPEHTHHUX TepeBar OpeHmy.

Y mnpouecit 1mudpoBoi TpaHchopmallii MIANPUEMCTB PO3APIOHOT TOPTIBII
CYTTEBHX 3MIH 3a3HAIOTh HacaMIlepe]] KaHaJIM KOMYHIKallii OpeHay 31 CIOKHBaYaMH.
Akmo TpagumiiHO OCHOBHHMHM 1HCTPYMEHTAMH KOMYHIKAIIHHOT  IOJITUKH
BHUCTyINAJIM MacoBa peKjama, 30BHIIIHI HOCIi Ta CTUMYJIOBaHHS 30yTy B MICIISIX
npofaxy, TO cydacHe ULu(dpoBe cepenoBulle Iependayae BUKOPUCTAHHS
IHTErPOBAaHUX OHJIAaWH- Ta O(IaiH-KaHAIIB B3a€MOMIl. Y CY4acCHOMY MapKETHHTY
OMHIKaHAJIbHUW TMIiJX1J CTa€ HEOOXIMHICTIO uepe3: 30UIBIICHUN BIUIMB IUGPOBUX
TEXHOJOTIM Ta 3MiHYy CHOXXHMBUMX 3BHYOK; MMOTpeda y CTBOPEHHI LLIICHOTO
KJIIEHTCHKOTO JIOCBIy HE3QJICKHO BiJI CITOCOOY B3a€MOJIil; MOMJIMBICTH 301TBIIUTH
PE3YNbTAaTUBHICTD MPOJIAXIB Ta YKPIMUTH KOHKYPEHTH1 O3 ignpuemMcTna [1].

BignoBimHo [0 KOHIEMNIi OMHIKAHAJBHOTO MAapKETUHTY, €(QEeKTUBHE
VIOpaBIiHHSA OpeHI0M MOTpedye CUHXPOHI3alli KOMYHIKalIi Y COLIAIbBHUX Mepexax,
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MOOITPHUX 3aCTOCYHKaX, Ha BeOcalTax, MapkeTiuieiicax Ta y (Pi3UYHHX
TOPrOBENIbHUX TOYKaX, 3a0€3MeUyI0UH IUIICHICTh COPUUHATTS OpEHIY CIOKHBAYEM.

Boanowac TpaHchopMyrOThCS  cmocoOM  B3aEMOJIl  MiANpPUEMCTBA 31
criokuBadamu. TpaauiiiHa MOJETb OJHOCTOPOHHBOI KOMYHIKAIll MOCTYMaeThCs
MICIIEM I1HTEPAaKTHUBHIA B3aEMOAIl, y MeXaxX SKOI CHOXHBa4 CTa€ AKTUBHHUM
y4acHUKOM (opMyBaHHs LIHHOCTI Openay. CouianbHi Mepexi, udposi mwiarhopmu
Ta OHJIANH-CHUIBHOTU HAAaI0Th MOXJIMBICTH ONEPATUBHOTO OTPUMAHHS 3BOPOTHOTO
3B'S3Ky, TNepcoHadi3alii KOMYHIKalllii Ta 3adydyeHHS KIIEHTIB J0 CTBOPCHHS
KOHTEHTY.

[Tinx BromBoM nmdpoBizamii BiAOyBaeTbCs TpaHchoOpMalliss MOBEAIHKH
CrokuBaviB. BOHM OYiKyIOTh pEJIEBAaHTHUX, KOHTEKCTHO-UYTIMBUX 1 EMOIIITHO
HAaCHYCHHUX IMOB1JIOMIJICHB, 1110 BIAMOBIIAIOTH iX IIHHOCTM 1 motpedaM. Lle 3ymoBioe
HEOOXIJTHICTh MEpPEeX0oqy KOMIMAaHId BIJ PEAaKTUBHUX 1O MPOAKTUBHUX MOJAENIEH
MepCoHANI3aIlll, Y MEKax KX MapKETHHIOBI ITOBIJOMJICHHS HE JIMIIE BII0OPaXarTh
MONEpeIHIA JOCBiA KOpUcTyBaya, a U (OpMyIOTh MOro MailOyTHI OYIKYBAaHHS Ta
pimieHHs. Byno BcTaHOBIEHO, 10 €(EKTHBHICTh MEpCOHAI3alli BHU3HAYAETHCS HE
KUIBKICTIO 3aJIIHUX LHA(PPOBUX KaHaIIB, a pPIBHEM IHTEerpauii KOMYHIKalii Yy
OMHIKaHaJIbHy CcUCTeMy. Take TIO€lHaHHS CHpUSE€ CTBOPEHHIO  IIICHOTO
KOPHUCTYBAI[bKOI'O JOCBIAY Ta MIJABUILYE piBE€Hb NOBIpU 10 OpeHay [2]. 3a Takux
yMOB €(eKTUBHICTh OpeHI-MEHEPKMEHTY JAeAani OiIblle 3ajeKUTh BT 34aTHOCTI
nianpueMcTBa GopMyBaTH JOBIOCTPOKOBI BIAHOCHHM 31 CIIOKMBayaMW Ha OCHOBI
JIOBIPH, 3AJIy4€HOCTI Ta IEPCOHAIII30BAHOTO JTOCBIY.

CyTTeBUX 3MIH 3a3HAIOTH 1 MAXOAH 10 (HopMyBaHHS OPEHIOBOTO JTOCBITY. Y
MQpPOBOMY CEpEOBUIIl CHPUUHATTS OpeHmy GopMyeTbcsi HE JHIIEe uepes
XapaKTepUCTUKU TOBapy 4YM IOCIYTU, a W 4Yepe3 CYKYyNHICTb BPakKeHb, OTPUMAHUX
CHOKMBAa4eM Ha BCIX eTamax KII€HTCHKOTO NIIAXy. ToMy KIIFOUOBHMM 3aBIaHHSIM
OpeHI-MEHEHKMEHTY CTa€ 3a0e3rnedyeHHs 0e3MepepBHOIO Ta Y3rOKEHOro JOCBITY
B3a€EMOJIIi Yepe3 yci TOYKM KOHTakTy OpeHay. OMHiIKaHadbHUM MiAX1J JO3BOJISIE
iHTerpyBatu (pizuuHi Ta UU(POBI KaHAIM, MIABUUIYIOYM PIBEHb 3aJ0BOJIEHOCTI Ta
JIOSUTBHOCTI CITO>KMBAYIB.

[MuppoBa TtpaHchopmaliss 3MIHIOE MEXaHI3MH  YNPaBIiHHA  OpeHIoM
MIAIPUEMCTB  pO3JAPIOHOI  TOPriBii, 3yMOBIIOIOYM Mepexif Bl TpaaHLIHUX
KOMYHIKAIIIMHUX TIIX0IB J0 1HTEIPOBAHUX, OMHIKAHAIBHUX, KIIIEHTOOPIEHTOBAHUX
mozenelr B3aemonii. lle moTrpebye BmpoBajkeHHS TUGPOBUX TEXHOJOTIH IS
3a0e3nedeHHs epeKTUBHOTO YIIPaBJIiHHS OPEHIOBOIO IIHHICTIO.

Nitepartypa

1. Munynina FO.C. Ponp oMHIKaHAJIBHOT MapKETHHIOBO-KOMYHIKAIITHOT IPaKTUKU y M1ABUIIEHHI
KOHKYPEHTOCIIPOMOKHOCTI YKpaiHCHKUX MiAnpueMcTB. EkoHOMIKa Ta cycminibeTBO, (76). 2025.
https://doi.org/10.32782/2524-0072/2025-76-36

2. KpacnonocoBa O., Inpuenko K. BrumB mnepconamizaimii MapKeTHHTOBMX KOMYHIKaliii Ha
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KipHocosa M.B.

KaHAMAAT EKOHOMIYHUX HAYK, OOLEeHT

O0LEeHT Kabeapn MapKEeTUHTy

HauioHanbHW yHiBepcuTeT «OaecbKa NONITEXHIKa»

BPAXYBAHHA TEOPII MOKOANIHb MPU NNAHYBAHHI TAPTETOBAHOI PEKNTAMMU

CporogHi IHTEpPHET CTaB HEBII'€MHOIO CKJIQJOBOIO JKUTTS OUIBIIOCTI
HaceJeHHs CBITYy. 3a jgociikeHHsM opradizaiii GWI, nopocii kopucTyBaui
MIPOBOJIATH B OHJIAH-CEPEIOBUII B cepeHboMy 6 roauH 38 XBwiIMH moaHs [1], 0
CBIJUUTH TMPO TOCTYNOBE 3HUKHEHHS YITKUX MEX MK HUPpOBUM Ta (i3HUHUM
KUTTSIM. AHaNI3 TOKOJIHb JEMOHCTpYE Ppi3HI LUEGPOBI TOBEIIHKOBI MOJIEI.
[Tokonminas Anbda (nmpubnuzHo Hapomkeni y 2010 — 2015 pokax) € HalOUIbII
AKTUBHOIO ayJIUTOPIEI0 COI[laIbHUX Mepe. Mosojiie MOKOJIIHHS 3pOCTallo B
YMOBax, /¢ U(POBI TEXHOJIOrIT TPUPOAHO IHTETPOBAHI Y MOBCAKACHHE KUTTA. | 11€
CJII/I BpaXOBYBAaTH B MAapKETUHIOBUX KOMYHIKAI[ISX, OCKUILKH He3a0apoM MOKOJIHHS
Anb(a cTaHyTh NOBHOLIIHHUMU CIOKMBa4YaMU TOBAPIB 1 MOCIYT.

[Toxominns 3ymepiB (nmpubmmzHo 1995 — 2009 poku HapoKeHHs), abo «digital
natives», BUPOCJIO B YMOBax IIMPOKOIO JOCTYIY 10 HUPPOBUX TexHOJorii. Bonu
aKTUBHO KOPHUCTYIOTbCS NE€peBaraMu OHJIANMH-TIPOCTOPY, MPOBOATh 3HAUHY YACTHHY
yacy B IHTEpHETI, 3BUKIM JO IIBUAKOTO JOCTymy A0 iHdopmamii. g HuX
XapaKTepHI KpeaTUBHICTh, MEM-KYJIbTYpa Ta MepeBara KOPOTKOI'O BIIEOKOHTEHTY.

Mineniasm  (ipubnuzno 1980 — 1994 poku HapOIKEHHSI) AaKTUBHO
ajganTyBaquca 10 UHU(PPOBOI €NOXH, BUKOPUCTOBYIOUM JIJKUTAI-TEXHOJOTIl Y
npodeciiiHiil IIAIbHOCTI Ta MOBCAKACHHOMY >KUTTI. [IpoTe BOHM 4iTKillIE, HIX
MOJIOJII TOKOJIHHS, PO3MEXOBYIOTh OHJIAH- 1 odnaiH-cepenoBuile. Jns Hux
BAKJIMBUMHU € aBTEHTUYHICTh OPEH/IIB, iXHS IIUPICTh Ta €ETUYHICTh Y KOMYHIKAIII.

KmrouoBumu  mmatdopMaMu  Jii  TapreTOBAaHOI peKJIaMH  3aHMIIAI0THCS
comianbHl Mepexki. OOCATH peKIIaMHUX BHUTPAT Y IIbOMY CETMEHTI JEMOHCTPYIOTH
cTablIbHE 3POCTAaHHA Ta, 33 MPOTHO3aMu, MOXKYTh aocartu 406,45 mapna gon. CILIA y
2029 pomi [2]. Lle 3ymMOBIIEHO BHCOKOIO €(hEKTHBHICTIO COLIMEpEX SK KaHajiB
KOMYHIKaIlii Ta TeHepalii JJiliB, a TaKoX 3pOCTaHHSM IMHU(PPOBOi aKTUBHOCTI
KopuctyBauiB. Ha rio0GanpHOMY piBHI COIllajbHI MEPEXi € OCHOBHUM JIKEPEIOM
iH(dopMartii mpo OpeHau st KOpUcTyBadiB BikoMm 16—34 pokiB (monan 30% y KoxHii
BIKOBIH Tpymi). s crapmux ayauTopii 1ei mOKa3HUK MOCTYIIOBO 3MEHIIYEThCS, a
st ocid 65+ coumMepexi B3arai He BXOAATh A0 Tom-10 mxepen OTpUMaHHS
iHpopmarii [1]. Facebook Ta Instagram 3anumiaroThCsi NPOBIIHUMH TIIATHOPMaMU
JUISL  PEKJIAMHUX IHBECTHMIN 3aBASKM IIMPOKOMY OXOIUIEHHIO ayauTopii Ta
PO3BUHEHUM IHCTPYMEHTaM TapreTHHTY. Instagram akTHMBHO BUKOPHCTOBYETHCS B
1H(IIOCHCep-MapKETUHTY Ta Bi3yallbHOMY OpeHauHry, tojl sik Facebook 36epirae
robaneHy ayautopito. Jocmimkennss GWI noka3yroTs, 110 nepeBarv colliagbHUX
m1aThopM CYTTEBO 3aJI€KATh BiJI BIKY Ta CTaTi KOPUCTyBadiB (Tabdm. 1).
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Tabmums 1 — Ymo0neni couianeHi mIaTGopMu KOPUCTYBaviB Pi3HOTO BIKY Y
cBiTOBOMY MaciTa0i (6e3 ypaxyBanas YouTube) [1]

ComianpHa miardgopma Bix

1624 | 2534 | 3544 | 4554 | 55-64

Kinku
Instagram 24,8% 20,8% 16,0% 13,9% 10,2%
Whatsapp 12,7% 14,3% 15,4% 17,3% 21,1%
Facebook 5,9% 10,6% 13,2% 14,9% 17,1%
Wechat 8,2% 11,7% 15,5% 13,6% 12,0%
TikTok 15,5% 11,3% 7,8% 6,9% 5,0%
YonoBiku

Instagram 26,6% 18,4% 11,7% 9,4% 6,1%
Whatsapp 14,1% 14,7% 17,3% 19,5% 21,9%
Facebook 7,8% 13,5% 14,7% 16,4% 17,5%
Wechat 8,2% 11,8% 16,0% 14,4% 14,4%
TikTok 9,6% 7,1% 5,7% 5,3% 4,3%

Monoama aynuropist yactime obupae Instagram 1 TikTok, toxi sk crapuri
rpynu HagaroTh niepeBary Facebook ta WhatsApp.

[Tokominas X (1965-1979 poxu HapokeHHs) niepeBaxkHo odupae Facebook, a
TaKOX AaKTUBHO CIIOKMBa€ KOHTEHT Ha YouTube. [Ins HHX BaXJIMBIIIOW €
iH(dopMaliiiHa IIHHICTh, HDK pO3BaXKaldbHUN acrekT. BoHu HamaioTh mnepeBary
JOBIIMM TEKCTaM 1 TPUBAIUM BiI€0, HI’K MOJIO/III MTOKOJIIHHS.

Minenianu 31e611bIOT0 KOpUCTYIOThCs Instagram 1 YouTube, a Takox
3aJIMIIAIOTBCS aKTUBHMMM KopuctyBadyamMu Facebook. lle mokomniHHS Bi3yasibHOI
KOMYHIKaIIi1l, JIJI1 SIKOTO Ba)XJIMBI CAMOBUPAXEHHS, CTUJb KUTTS, €MOIIAHICTh Ta
ABTCHTUYHICTh. BOHM TakKoXX aKTUBHO B3a€EMOJIIIOTH 13 COIIAJILHO 3HAYYIIUM
KOHTEHTOM.

3ymepu BignaroTh nepeBary TikTok 13 kopoTkumu Bizneo, a Takox Instagram
(ocobmuBo Reels) 1 YouTube Shorts. Ile mokomiHHs, SKOMY TpUTaMaHHE «KJIIIOBE
MUCTIEHHS». BOHU IIHYIOTh KpEaTHUBHICTb, 1HAMBIAYadbHICTH 1 HAJAIOTh IEpeBary
KOPOTKOMY, Bi3yaJlbHOMY Ta IHTEPAaKTUBHOMY KOHTEHTY.

3BICHO, JKOJHE TIOKOJIHHS HE OOMEXYEThCS  BUKIIOYHO TII€BHUMHU
miaThopMaMu M BHUKOPHUCTOBYE iX y KOMIUIEKCl. BojHouac po3ymiHHS Teopii
MOKOJIIHB JTO3BOJISIE MIABUIIUTH €(DEKTUBHICTh TAPTETOBAHOI PEKIaMH, aanTyrO4H ii
M1 BIAMOBIIHI TUIATGOPMHU Ta CTHIII KOMYHIKAITI].

Nitepartypa
1. Kemp S. Digital 2025: Global overview report. 5.02.2025. Datareportal. URL:
https://datareportal.com/reports/digital-2025-global-overview-report (1ata 3Bepuenss: 01.06.2026).
2. Daily time spent on social networking by internet users worldwide from 2012 to 2025. Statista.
URL: https://www.statista.com/statistics/433871/daily-social-media-usage-worldwide (mata
3BepHeHHs: 01.06.2026).
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KoHak €.I.
aCUCTEHT Kadeapu MapKeTUHry
HauioHanbHW yHiBepcuTeT «OaecbKa NoiTeXHIKa

CYYACHI TPEHAU KOHTEHT-MAPKETUHIY B YMOBAX LLU®POBOI
TPAHC®OPMALLIT BISHECY

[Mudposa tpanchopmariis Oi3HECYy CYTTEBO 3MIHIOE MIAXOAW 10 B3aEMOIl
OiAOPUEMCTB 31 CIOXXKMBauYaMHM Ta CIPHUSE AaKTUBHOMY PO3BUTKY CYYacCHHX
MapKETUHIOBUX 1HCTPYMEHTIB. B yMoBax CTpIMKOro MOMIMPEHHS HH(POBUX
TEXHOJIOT1H Ta 3pOCTaHHA POl MepeXi [HTepHeT miAnprueEMCTBA 3MYIIIEH] aIanTyBaTH
CBO1 KOMYHIKaIlliH1 cTpaTerii 10 HOBUX MOTped crokuBadiB. OQHUM 13 HAHOUIBII
e(eKTUBHUX 1HCTPYMEHTIB HU(PPOBUX KOMYHIKAIllil CHOTOJHI BHCTYIA€ KOHTEHT-
MapKeTHUHT, SKUU 3abe3nedyye He JHIIe MNPOCyBaHHS TOBApIB 1 MOCHYr, aje W
dbopMyBaHHS TOBrOCTPOKOBUX BITHOCHH 13 IUJILOBOIO ayauTopiero. Ha BimMmiHy Bif
TpaauLIHHOI peKIaMH, KOHTEHT-MapKETHHT CIIPSMOBAHUI HA CTBOPEHHS KOPHUCHOTO,
pPENEBAaHTHOIO, IIHHOTO KOHTEHTY (QopMye JOBIpy 10 OpeHay Ta CIHpusie
M1 IBUILICHHIO JIOSJIBHOCTI KITEHTIB [1].

CydacHi MIANPUEMCTBA AKTUBHO BHUKOPUCTOBYIOTh IIMPOKUH  CIIEKTP
IM(POBUX MAPKETUHTOBUX IHCTPYMEHTIB, CEpell AKUX BEOCANTH, COLlaIbHI MEpEXi,
email-mapketunr, SEO-onrtumizaiisi, kKoHTekcTHa pekiama, CRM-cuctremu Tta
IHCTPYMEHTH aBTOMAaTHu3alii MapkeTHuHry. (OcoOJMBOro 3HA4Y€HHS HaOyBalOTh
TEXHOJIOT1i IITYYHOTO I1HTEJEKTY, SKI JO3BOJIAIOTH ABTOMATHM3YBAaTH CTBOPEHHS
KOHTEHTY, aHaJlI3yBaTH TIOBEMIHKY CII0HBayiB, MPOTHO3YyBaTH IXHI MOTpeOH Ta
MEePCOHAJII3YBaTH MAapKETHHTOBI KOMYHIKaIlli. BakIiMBUM TpeHIOM OCTaHHIX POKIB
CTaJI0O AaKTUBHE BHUKOPUCTAHHSA BIJICOKOHTEHTY, KOPOTKHX BigeodopMariB Ta
IHTEPAKTUBHUX 1HCTPYMEHTIB KOMYHIKAIIil, [0 CIIPUSIOTH IMIBUILEHHIO 3Ty4€HOCTI
ayauTopii Ta GOpMYyBaHHIO €MOIIHHOIO 3B’ S3KY 31 ClIOKMBayaMu [2].

E(deKTUBHICTh KOHTEHT-MapKETUHTY 3HAYHOIO MIPOIO 3aJI€KUTh B1Jl HASIBHOCTI
4iTKO chopMOBaHOT KOHTEHT-cTpaterii. Ilpomec ii po3poOieHHsT mnependayae
BU3HAYEHHS LJILOBOI ayAMTOPIi, aHall3 KOHKYPEHTHOIO CepeloBHIla, (popMyBaHHS
MapKETUHTOBUX IIUJIeH, TJIaHYBaHHS KJIIEHTCHKOTO JOCBIY B TOYKaX KOHTAKTYy Ta
CTBOPEHHS KOHIIENIi1 KOHTeHTY. KOHTeHT-CTpareris nNoBMHHA OyTH 1HTErpoBaHa i3
3arajJbHOK0 MApKETHUHTOBOIO CTPATETI€I0 MIANPUEMCTBA Ta 0a3zyBaTHUCAd Ha CUCTEMI
KJIFOUOBUX MOKA3HUKIB €()eKTHUBHOCTI, 1110 JT03BOJIIOTH OI[IHIOBATH PE3YJIbTaTUBHICTD
MapKETUHTOBUX KOMYHIKAIi. Y CydacHiIM MpakTUIll IIUPOKO BUKOPUCTOBYETHCS
mozaenb See—Think—Do—Care, sxa mepemnbauae aganTaiifo KOHTEHTY J0 pPI3HUX
eTaIliB B3aeMOJIl cIokuBada 3 OpeHaoMm. Ha erami See OCHOBHMM 3aBIAaHHSAM €
MpUBEPHEHHS yBaru Ta (popmyBaHHs 0013HAHOCTI PO OpeH, Toal sk Ha etamni Think
3aCTOCOBYIOTHCS €KCIIEPTHI MaTepialiv, KeWCH, OTJsau Ta JTEMOHCTpAIlii MPOIYKTiB,
1[0 OMIOMAararoTh MOTEHUIHHOMY KIIEHTY MPUIHATH PIILIEHHS PO MOKYIKY [3].
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Oxpemoi yBaru 3aciiyrOBy€ BIUIMB TEXHOJOTIH IITYy4HOTO I1HTENEKTY Ha
PO3BUTOK KOHTEHT-MapkeTHHry. CydacHi Al-pilieHHs O3BOJIAIOTH 3A1MCHIOBATH
00poOKy BEIMKHUX MACHBIB JIAaHWX, BU3HAYATH MOBEIIHKOBI OCOOIMBOCTI CIIOKMBAYIB
Ta (¢GOpMyBaTH TIEPCOHAI30BaHI MApPKETHHTOBI TOBIJOMIJICHHS. | €HepaTHBHHIA
IITYYHUH 1HTENEKT, MpeAcTaBleHu Takumu iHCcTpyMeHTamu, Ak ChatGPT,
Midjourney ta DALL-E, 3a0e3meuye aBTOMaTH3aIlil0 CTBOPEHHS TEKCTOBOTO,
rpa@iqyHOro Ta MYJIBTUMEIIMHOTO KOHTEHTY, IO JO3BOJISIE MiANPUEMCTBAM
CKOpPOUYYBaTH BUTPATH 4Yacy Ta PECypCiB Ha MIJTOTOBKY MapKETUHIOBUX MaTepiaiB.
Kpim Toro, BukopuctanHss Al-TEeXHOJOTIM CIpHUs€ MiABUILICHHIO TOYHOCTI
MapKETUHTOBHUX PIIICHb Ta €(heKTUBHOCTI IUGPPOBUX KOMYHIKAIIIH.

BaxnmBy posb y peanizaliiii KOHTEHT-MapKETHHTOBUX CTpaTerid BiAIrparoTh
COIllaJibHI MEPEeXi, sIKI BUCTYNAIOTh KIIOYOBUMHU IIaTGopMaMu IS B3a€EMOJIL
OpeHaiB 13 1UIbOBOIO ayauTopiero. KokHa colliaibHa Mepeka Mae BIIAcHI
0cOONMMBOCTI Ta MOTpeOye amanTtamii KOHTEHTY 10 CHEHU(IKH KOPUCTYBayiB.
Instagram € epeKTUBHUM 1HCTPYMEHTOM JJIsl MOLIMPEHHS B13yaJIbHOIO KOHTEHTY Ta
dbopMyBaHHS  eMOIIIMHOTO 3B’S3Ky 31 chnoxuBadamu. Facebook mnoemgnye
iHopMaliiiHl Ta po3BaXalbHl (oOpMaTH KOHTEHTY, 3a0€3MeUyroUYd I[IUPOKY
KOMyHIKalito 3 pi3HUMU Tpynamu ayauropii. TikTok no3Bonsie mBHAKO
MOIIMPIOBATH BIPYCHUN KOHTEHT Cepell MOJOJIKHOI ayauTopii, Toal ik YouTube €
1aTGOpPMOI0 U1 PO3MILIEHHSI €KCIEPTHUX MaTepialliB, HABUYAJIbHOTO KOHTEHTY Ta
noBrogopmatHux Bigeo. Jns B2B-cermenTta ocobnube 3HaueHHs mae LinkedIn, a
Pinterest BUCTyIae IHCTPYMEHTOM Bi3yaJIbHOT'O MPOCYBAHHS TOBAPIB 1 MOCTYT.

Pe3ynbTaTUBHICTD MPOCYBaHHS B COLIAJBHUX MEPEXKaxX 3aJ€KUTh TaKOX BiJl
MPaBUJILHOTO BUKOPUCTAHHS PI3HUX THUINIB KOHTEHTY. [HQopMamiiiHU{ KOHTEHT
cupusic (HOpPMYBaHHIO JOBIPM Ta EKCIEPTHOCTI OpeHay, OCBITHIM Joromarae
ayJIuTopii 3100yBaTH HOBI 3HAHHS Ta HABUYKH, PO3BAXKAJIbHUN 3a0€31euy€e eMOLIHY
B3a€EMO/III0 Ta IMIJIBUILYE BII3HABAHICTh OpEHIy, a IMIJKEBUA (POpMye MO3UTHBHE
CIOPUIHATTS KOMIIAHIi Ta JEMOHCTPYE i LIIHHOCTI [4].

KOHTEeHT-MapKeTHHT € CKJIaTHO0 0araTOKOMIIOHEHTHOIO CHCTEMOIO U(PPOBUX
KOMYHIKaIlii, 110 MOEIHYE COLladbHI MEpPEeXkl, BIICOMApKETHHI, email-MapKeTHHT,
IHTepHEeT-peKIaMy, KOPUCTYBAIlbKHII KOHTEHT Ta TEXHOJIOT1] IITYYHOTO 1HTEJICKTY.

Nitepatypa
1. IBacenko O.B., babenko O.0O. KOHTEHT-MapKETUHI $K IHCTPYMEHT BIUIUBY Ha IOBEIIHKY
crnoxuBaviB. Exonomiunuii npocmip. 2026. Ne 211. C. 154-159.
2 I'moGanbHi TpEeHIN THTEPHET-MApKETUHTY: Cy4acHUM BUMIp. Exonomika ma cycninecmeo. 2024.
Ne 60. C. 227-229.
3 Iamenko O.I1., bypsak A.O. KoHTeHT-MapKeTHHT SIK IHCTPYMEHT CTBOPEHHS Bpa)XX€Hb KIIIEHTIB
Openay B udpoBomy cepenoBuilli. bizuec Ingopm. 2024. Ne 1. C. 444-454.
4. 3inpnpo 1O.B., ®egopyk M.C. OcHoBHI Buau Ta ¢popMatu KOHTEHTY st SMM. Exonomixa ma
cycninocmeo. 2025. Ne 71. URL: https://economyandsociety.in.ua (nata 3sepuaerss: 31.05.2026).
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KoHoHeHKo T.I.

KaHOMAAT EKOHOMIYHUX HayK, AOLLEHT

LOUEHT Kadbeapyn MapKETUHTY

JepraBHUI TOProBeIbHO-EKOHOMIYHUI YHiBEPCUTET

E®PEKTUBHICTb PERFORMANCE MARKETING Y MPOCYBAHHI ATPONPOAYKLII

VY cyudacHux ymoBax 1udpoBoi TpaHchopmallii eKOHOMIKM arpapHUN CEKTOP
VYKpaiHM aKTUBHO IHTETPY€ I1HHOBAIIMHI MapKETUHIOBl TEXHOJIOTHi Yy CHCTEMY
yOpaBaiHHS Ta 30yTy mpoaykiii. ITocuiaeHHs KOHKypeHIli Ha MiKHApoOJHOMY M
BHYTPIIIIHBOMY pHHKaX, CTPIMKHNA PO3BUTOK LU(PPOBUX IaTGopM Ta 3MiHA
MOBEAIHKM CIOXXUBAYiB 3YMOBIIOIOTh HEOOXIHICTb BHUKOPUCTAaHHS HOBITHIX
IHCTPYMEHTIB MAapKETHMHTOBUX KoMyHikaliid. Performance marketing € onnum i3
HalOUIbII €()EKTUBHUX HAMpPSAMIB LHU(PPOBOrO MPOCYBAHHS, BIH OPIEHTYETHCS Ha
JOCSITHEHHSI KOHKPETHUX KUIBKICHUX pe3yJbTaTiB Ta 3a0e3leuye MOKIUBICTb
TOYHOT'O BUMIPIOBAHHS €()EKTUBHOCTI PEKJIAMHOI AISUIBHOCTI [8].

Performance marketing siBiisie Mozenb HU(POBOro MapKETUHTY, Y MEXKax SIKOT
peKIamMo/aBelp cIyiauye He 3a caMm (pakT po3MILIECHHS PEKJIaMHU, a 32 KOHKPETHY IO
KOpHCTyBaya: MepexiJi Ha CalT, peecTpalio, OpOpMICHHS 3asBKU, MOKYNKY TOBapy
a00 1HIIY IIJILOBY B3aeMOAI0 [2]. MOXIUBICTh NMOCTIHHOIO KOHTPOJIO Ta aHali3y
pPE3yJIbTaTUBHOCTI PEKJIaMHUX KaMIIaHIM € OCHOBHOIO INEPEBArol TaKOTO MIAXOAY.
Ha BigMiHy Bif TpaauIliiHUX METOJ MpocyBaHHs, performance marketing 6a3yerbes
Ha BUKOPUCTAHHI CUCTEM BeO-aHAIITUKH, aBTOMATU30BAaHUX PEKJIAMHUX MIaTHopMm i
M(POBUX THCTPYMEHTIB OLIIHIOBaHHA €(PEeKTUBHOCTI [5].

B ymoBax JOuMHaMIYHUX 3MIH PUHKOBOTO  CEPEIOBUINA  arpapHUM
MIAIPUEMCTBAM HEOOXIAHO ONEpPaTMBHO pearyBaTH Ha MOTpeOU CIOKMBAuviB,
aZanTyBaTH MapKETUHIOBI cTpaTerii Ta 3a0e3neuyBaTi ePeKTUBHUM 30yT MPOTYKLIIi.
OCKiTbKM PUHOK arpoOmpoOAYKINi XapaKTepU3ye€TbCs BUCOKOK KOHKYPEHIIIEIO,
CE30HHICTIO BUPOOHUITBA Ta HECTAOUIBHICTIO MOMUTY 3acToCyBaHHs performance
marketing jis1 arpapHOro cekTopy Mae ocoOnuBe 3HaueHHs. Came ToMy 1U(pPOBI
MapKETHHTOBI ~ TEXHOJIOTIi  CTAalOTh  BAXKIMBUM  YUHHHUKOM  IIiJIBUILICHHS
KOHKYPEHTOCTIPOMOKHOCTI arpobizuecy [7].

OpnuM 13 OCHOBHHMX IHCTpyMeHTIB performance marketing € KoHTEeKCTHa
pekJiaMa, sika J03BOJIAE IEMOHCTPYBATH PEKJIAMHI TTOBIJOMIJICHHS IIUIBOBIM ayIuTOpii
BUIMOBITHO JI0 11 TONIIYKOBUX 3amuTiB. lle Hamae MOXIUBICT, arapHUM
MiAITPUEMCTBAM €(EeKTUBHO TTPOCYBATU CLIHCHKOTOCIIOAAPCHKY MPOIYKIIII0, HACIHHS,
TeXHiKy, J0OpHUBa Ta iHIII TOBapW arpapHoro mnpusHaueHHs. LlIBuake oxoruieHHs
MOTCHLIWHWX KJIIEHTIB 1 TIABHINEHHS PIBHA KOHBEpCii 3abe3medye TakKoxX
BukopucTanHs Google Ads Ta iHIIMX pexiaMHux miatdopm [4].

He menm BaxnuBe 3HaueHHs y cucreMi performance marketing 3aiimae
TapreToBaHa pekjiamMa y colllaJibHuX Mepexkax. Instagram, Facebook Tta TikTok
JO3BOJISIIOTh ~ arpomiaAnpueMcTBaM  (GOpPMYBATH  TO3UTUBHUMA  IMIIDK  OpeHny,
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B3a€MOJISTH 31 CIIOKMBAaUYeM Ta MIJBUIIYBATH PIBEHb BMI3HABAHOCTI MpoAykKiii. s
OUTBIII TOYHOTO HANAIITYBAaHHS PEKJIAMHHMX KOMIIAHIH, came COIialibHl MEpEexXHu
Jal0Th MOXJIMBICTh CETMEHTYBATH ayJuTOpil 3a BIKOM, MICIEM MpPOXHBaHHS,
iHTepecaMu Ta MOBEIIHKOBUMHU XapakTepucTukamu [6]. OcobnuBO ePeKTUBHUM €
BUKOPHUCTAHHS  BIJICOKOHTCHTY, SKHH  JIO3BOJIIE  JEMOHCTPYBaTH  IPOIIEC
BUPOOHUIITBA, SIKICTh MPOAYKIIIi Ta IepeBaru OpeHmy.

Takox performance marketing Bxitouae SEO-nipocyBanHs, email-MapKeTHHT,
affiliate marketing Ta aBTomMaTH3aIlil0 MAPKETUHTOBUX KOMYHIKalliii. Bukopucranus
SEO-ontuMizanii J03BOJISIE MOKPAUTUTH TMO3MIIT CaliTy arpapHOro MiANpUEMCTBA Y
NOIIYKOBUX CHUCTEMaxX, IO 3a0e3leuye 3pOCTaHHS OpraHiyHOro Ttpadiky Ta
MIJBUINCHHS KITBKOCTI TMOTeHHiMHUX KimieHTiB [3]. Email-mapkeTunr mno3Bojsie
MIITPUMYBATH JIOBFOCTPOKOBI BIJIHOCUHHM 31 CIIOKMBaueM, iHQOpMyBaTH iX Ipo HOBI
MPOAYKTH, akilii Ta CHemiadbHl MNPOMOo3ullii. ABTOMAaTH3alllsl MapKETUHTOBUX
KOMYHIKaIliil 3a0e3neuye epeKTUBHY B3a€EMO/IIIO 3 KJII€EHTAMH Ta CKOPOUCHHS BUTpAT
yacy Ha YMpaBJIiHHS PEKIIAMHUMU KaMITaHISIMHU.

OcHoBHOIO TepeBaror performance marketing € MOXIUBICTD BUKOPHUCTAHHS
aHanITHYHUX 1HCTpyMeHTIB, Takux sik CTR, CPC, CPA, ROI ta ROMI g ominku
e(DEeKTUBHOCTI PEKJIAMHOI JIsNIBHOCTI arpomiagnpueMcTB [1]. AHami3 MX MOKa3HUKIB
JI03BOJISIE arpapHUM MIANPUEMCTBAM BHU3HAYaTH HaWOLIbII e(EeKTUBHI KaHaIU
MPOCYBaHHsS Ta ONTHUMI3yBaTH CTPYKTYpPY MAapKETHHTOBHX BHUTpAT, IO J03BOJIE
MIJBUIIYBATH  PEHTAOCIBHICTh  PEKJIAMHUX  IHBECTHIIH Ta  €(EeKTUBHICTH
BUKOPUCTAaHHA MapKeTUHroBoro OrojkeTy. Performance marketing € omnum 13
HaWOIBII TEPCTIEKTUBHUX 1HCTPYMEHTIB HU(POBOrO MPOCYBAHHS arpOMpoOyKITii.
Moro BukopucTaHHs 3a0es3neuye TiJBHIICHHA e(pEKTUBHOCTI MAapKETHHIOBOI
TISTTBHOCTI,  ONTHUMI3AII0  PEKJIAMHUX BUTpAT, TMOKPAIEHHS B3aeMOMIl  3i
CIIO’KMBAYaMH, 3pOCTAaHHS KOHKYPEHTOCTIPOMOXKHOCTI arpapHUX MiANPHEMCTB.

Nitepartypa
1. Horobets O. Performance marketing: tools and KPI. Commodity science. Technologies.
Engineering. 2025. Vol. 54, No. 2. Pp. 69-82.
2. Khokhlov D. A. Performance marketing: exploring the new approach to promotion in the digital
space. BectHuk ynusepcurera. 2025. Ne 3. C. 38-52.
3. Kingsnorth S. Digital Marketing Strategy: An Integrated Approach to Online Marketing. Kogan
Page, 2022. 416 p.
4. Kumar V., Gupta S. Conceptualizing the Evolution and Future of Advertising. Journal of
Advertising. 2016. Vol. 45(3). P. 302-317.
5. Ryan D. Understanding Digital Marketing: Marketing Strategies for Engaging the Digital
Generation. London : Kogan Page, 2020. 320 p.
6. Tiago M. T., Verissimo J. M. Digital marketing and social media: Why bother? Business
Horizons. 2014. Vol. 57(6). P. 703-708.
7. Imnsmenko C. M. MapkeTuHr iHHOBaIiil 1 iHHOBaulii y MapkeTHHry : MoHorpadis. Cymu:
VYHiBepcutercbka kuura, 2008. 615 c.
8. Kotnep @., Kapramxkas I'., CeriaBan A. Mapketunr 4.0. Big tpaguriiinoro go nudposoro. Kuis:
KM-BYKC, 2019. 208 c.
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JlesuybKa |I.B.
acnipaHTKa Kapegpun MapKeTUHry
LepKaBHWUIA TOProBeIbHO-eKOHOMIYHUI YHIBEPCUTET

NOPIBHAHHA ULN®POBOIo MAPKETUHIY TA LULU®POBOIO PEHAUHIY

Y cyyacHOMy KOMYHIKAI[IHHOMY cepefAoBHUIll HUGPOBI TEXHOJIOTII CTaau
KJIIOYOBUM  1HCTPYMEHTOM (OpMYBaHHS KOHKYPEHTOCIPOMOXKHOCTI ~KOMIIaHiM,
TEPUTOPIN Ta THCTUTYIIN. Y IIbOMY KOHTEKCTI ITU(MPOBUM MapKETHUHT 1 IU(pOBHIA
OpEHIMHT BUCTYNAIOTh JBOMAa B3a€MOIIOB’S3aHUMU, ajie BIIMIHHUMH KOHIIEHIIISIMHU,
10 BU3HAYAIOTh CTpaTerii MpoCcyBaHHs Ta ieHTUdiKalii y HHPPOBOMY IPOCTOPI.

MapkeTuHT CpsSIMOBaHHI HAa MPUBEPHEHHS YBaru CIIOKUBAY1B, CTUMYJTIOBAaHHS
MPOJIaXKIB 1 3HAYHOIO MIPOIO 3aJIEKUTh BiJ CIEU(PIKA MPOAYKTY YU MOCTYTH, & TAKOXK
Bl PUHKOBHX TeHACHIIH. HaromicTh OpeHIMHI OpIEHTOBAaHMU Ha 30€pe’KEHHS
IHTEpeCy CIOKHUBayiB, (POPMYBaHHS BII3HABAHOCTI OpEHAY Ta JIOSUIBHOCTI 10 HBOTO,
Malud MOpU I[OMY JOBTOCTPOKOBUM 1 Oe3mepepBHuil Xxapaktep [1] [eranbhe
MOPIBHSHHSA HU(PPOBOT0 MAPKETUHTY Ta IUPPOBOTO OPEHIUHTY HABEEHO Yy TaoI. 1.

[MudpoBuit MapkeTuHr 1 UUPPOBUN OPEHIUHT € JIBOMA KJIIOYOBUMH
CKJIAJIOBUMHU Cy4YaCHO1 KOMYHIKaI[iiiHOi cTparerii. Bonu MaroTh pi3Hi QyHKII, aie
iXHS B3a€MOMIS CTBOPIOE CHHeEpriiHui edekr. bpenaunr QopMye OCHOBY
1IEHTUYHOCTI, IIHHOCTEH Ta IOBIOCTPOKOBOI JIOBIPH.

MapkeTuHr, y CBOIO uepry, 3a0e3neuye IMIBUAKE 3ay4eHHsS ayguTopli Ta
JOCATHEHHS KOHKPETHHX IOKa3HUKIB edeKkTuBHOCTI. CHiIbHUN OpeHJ MiACHIIOE
pe3yJIbTaTh MapKETUHTOBUX KaMITaHiM, ajke BII3HABAHICTH 1 JOBIpa 3MEHIIYIOTh
Oap’epu 11 B3aEMOJIIT 3 KJIIEHTAMU.

MapkeTuHr aonomarae MOUIMPIOBATH MOBIAOMIIEHHS OpeHIy, 3aKpIlILUIOIYU
HOro y CBIIOMOCTI UIIBOBUX TIpyn. be3 OpeHAMHTY MapKEeTHUHI 3aJIMIIA€THCS
CUTYaTUBHUM 1 MEHII CTiHKUM. be3 MapkeTuHry OpeHIUHI He peai3ye CBIA
MOTEHIlIAJT Y MPaKTU4YHIA TUIomuHI. ['apMoOHIiiiHE MOeAHAHHS WX JBOX KOHIIEMIIIMA
JI03BOJISIE  JIOCSITaTH SIK KOPOTKOCTPOKOBHMX, TaK 1 JIOBTOCTPOKOBUX PE3yJIbTATIB.
[{udpoBuii MapKkeTUHT TEHEPYE AOX1 Y MEXaX BU3HAYEHOTO NIEPI1oAy dacy.

[udposuit 6peHauHT 3a0e3Mneuye CTaliCTh 1IEHTUYHOCTI Ta (OPMY€E JOSTBHY
KIIEHTCbKY 0a3y. JlosnpHICTH KIIEHTIB cTae (YHIAMEHTOM JUisl CTaOlLIBLHOTO
PO3BUTKY Ta TOBTOPHUX MPOJIAXKIB.

MapKkeTUHT OpiI€HTOBAaHHWI Ha KUIBKICHI MOKAa3HUKH, TOMl SK OpEHAMHT — Ha
sKicHI. BogHouac mi miaxoau He MOYKHA PO3IIISIAATH 130Ib0BAHO, aJ[’KE BOHH B3aEMHO
MIJICUTIOIOTh OJWH OJHOTO. BpEeHJMHT 3ajae CTpaTeridyHuil HampsM, a MapKETHHT
peaizye Horo TaAKTHYHUMHU IHCTPYMCHTAMH.

VYenimHa cTpareriss  mepenfadae 1HTErpaiil0  IIHHOCTEH OpeHay y Bci
MapKETUHTOBI aKTUBHOCTI. Lle CTBOpIO€ IIICHY KOMYHIKAIIIO, SIKa CIPUUMAETHCA
ayJIUTOPI€I0 SIK aBTCHTUYHA Ta MOCTiJOBHA.

79



YII MizkHapoiHa HayKOBO-IPaKTHYHA KOH(pepeHuiss «MapkeTuHr i un@posi TexHoJorin

Tabnuus 1 — INopiBHAHHA 1TM(GPOBOr0 MAPKETUHTY Ta IU(PPOBOTO OPEHANHTY

[{ndpoBuii MapKeTHHT [{udposuii OpenauHr
udposuit mapkeTmHr — 1ne CykymHicth ycix | Lludposuit OpeHauHr cnpsMoBaHuil Ha (OpPMyBaHHS
METOMIB 1 IMpOIECiB, IO 3aCTOCOBYKOTBHCS JUIA | iCTOpii Bamioro OpeHay, MO0 JIOAM MOIIH JIETKO
NIPOCYBaHHs TOBapy YW MOCIYTH cepel IUIbOBOi | BII3HAaBaTH TOBAapH, MOB’s3aHi 3 MM OpenaoM. Lle, mo
& | ayauropii 3a nomomoroi0 uM(pPOBMX 3acO0iB. | CYTi, MAapKETHHTOBHH NpHHOM, sKHH jonomarae
& | KinneBoro MeTor0 1m(pPoOBOTO MapKeTHHIy € | CTBOPUTH YHIiKaldbHMH 00pa3 Bamoro OpeHTy cepern
% 3aydeHHS KIIEHTIB Ta CIOHYKaHHA iX [0 | KOHKypeHTiB. BiH mepembadae BU3HAYCHHS Bamoi
= | npunbaHHS TOBApY UM MOCIYTH. Micii, IPUHIATIB.
é OpieHTOBaHAI Ha TOBAp. OpienToBaHMi Ha OpEHT Ta KOMITAHIIO.
I | BocepemKyeTbcsl Ha IIJBULIEHHI BMI3HABAHOCTI | 30CepelKyeThcs HA TOMY, Yy 1IN0 BipuTh Bama
£, | Bammx MPONYKTIB Ta TOCIY, a Takok Ha | KOMIIaHis, YOMy BOHa ICHye Ta $K CIIOKUBadi
o TIpocyBaHHI OpeHTy. CTaBIATHCA JI0 BAIIOTO Oi3HECY.
Bxirouae Taki KOMIIOHEHTH, SIK coliajbHi | Biirouae Taki KOMIIOHEHTH, SK Ha3Ba KOMIIaHil,

Mepexi, ONTHUMI3allisl KIIFOYOBUX CIIB Ta peKyiama. JIOTOTHII, CJIOTaH Ta Bi3yaJbHUI AU3aiiH.

— Tenepye HOBUX HmifiB 11 Oi3HECY; — [igBumrye BIi3HaBaHICTH OpeHAY;

— 30iIbIIIye MPOIAXKI; — ®opmye rosoc OpeHy;
§ — Tokpaurye koedilieHT KOHBEPCi; — JlemoHcTpye arpuOyTH, sIKi Bifpi3HSIOTH Bally
— | — 30ubIye Tpadik Bix AKICHUX Ji/iB; KOMIIAHIO BiJ| 1HIITUX;

— Po3BuBae OpeHn; — BcraHoBoe MilHI eMOIiHHI 3B'SI3KU 3 KITIEHTaMH;

— 3MCHIIy€e BUTPATH HA 3aJy4YCHHS KITI€HTIB. — Jlonmomarae 3aBOIOBAaTH JIOBIpY 10 OpCHITY.
= | [luHamiuHuWii, Mae KOpPOTKOCTpOKOBi 1wt Ta | [locnmijmoBHME, Mae JOBrOCTPOKOBHMH MiAXiny st
E BMMipIQBaHi DE3y/IbTaTH, BHKOPHCTOBYE cTparerii, | CTBOpEeHHA HepeKOHHI/I.BO.l' illleHjFI/I’-IHOCTi OpeHay Ta
S | WO 3MIHIOIOTECS 3 YACOM Ta Pas’oM i3 NPOAYKTOM. | CHOPHSHHS JIOSUIBHOCTI  KilieHTiB. Moxe He narn
| PesynpraTn 3ycuiib MOXKHA IPOAHANTI3yBaTH. HeraiiHUX BUMIPIOBaHHX PE3yJIbTATIB

KimpkicHo BuMiproBani KPI: Tpadix BeO-caiiry, | Sxicai KPI: BmisHaBaHicTh OpeHny, Horo pemyTarfis,
= | xoedimieHTH KOHBepcii, MOKAa3HUK KIIKaOENBFHOCTI | HACTPOi IIOA0 OpeHXy, 3aJIy4eHICTh Ta JOSIBHICTH
a (CTR), Bapricts 3a miga (CPL) Ta peHTaOenbHICTh | KITI€HTIB TOIIO.

igBectrniil y pekiaamy (ROAS).

JI>kepelo: CKiIaJleHO aBTOPOM Ha OCHOBI [2-4]

VY miacymky, mudpoBuil MapKeTUHT 1 TUOPOBUN OPEHAMHT CIIiJT PO3MIISIATH K
€IMHY CHUCTEMY, 1€ KOKEH €JIEMEHT BHUKOHYE CBOIO poJib. [X moenHaHHs 3a0e3mneuye
KOMIUIEKCHHIM PO3BUTOK y IU(pOBOMY cepenoBuilll Ta GopMye CTIHKY OCHOBY ISt

JIOBTOTPUBAJIOT YCITIIIHOT KOMYHIKAII1.

Nitepartypa
1. Digital Marketing vs Digital Branding — What to Choose & Why? MNavicosoft. URL:
https://www.navicosoft.com/articles/digital-marketing-vs-digital-branding/ ~ (mara  3BepHEHHS:

04.06.2026)

2. Digital Branding vs Digital Marketing: Differences & Similarities. WEB ROl URL:
https://www.webroi.ca/blog/digital-branding-vs-digital-marketing-differences-similarities/ (mara

3BepHeHHs: 04.06.2026)

3. Digital Marketing vs. Digital Branding — What’s the Difference? LBN Tech Solutions Pvt. Ltd.
URL: https://lbntechsolutions.com/blogs/digital-marketing-vs-digital-branding-whats-the-

difference/ (mara 3Bepuenns: 04.06.2026)

4. Digital Marketing vs. Digital Branding: Understanding the Key Differences! i7" Gurus Software.
URL: https://www.itgurussoftware.com/blog/digital-marketing-vs-digital-branding-understanding-

the-key-differences/ (nara 3Bepuenns: 04.06.2026)
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Ne6epexkKo C.O.

KaHAMAAT TEXHIYHMX HAYK, OOLEHT

O0LUeHT Kabeapn NPOMMUCIOBOrO MapKeTUHTY

HauioHanbHWMI TEXHIYHMI YHiIBEPCUTET YKpaiHM

«KMiBCbKUI NONITEXHIYHMIA IHCTUTYT imeHi IropAa CikopcbKoro»

B2B-MAPKETUHI Y METABCECBITI

Konreniiisi MeTaBcecBiTY MpUBEpHYJIA yBary JOCTIAHUKIB, 110 3yMOBHUJIO [0
MOSIBU HU3KU TIIyMaueHb, SKI B1IOOpakarOTh Pi3HI TOYKHM 30py Ta iHTeprperarii. B
ICHYIOU1H JTiTepaTypl HaBEeICHO IIICTh OKPEMUX BU3HAUYCHb MeTaBCceCBITY [1].

[Tepme (3D Social Virtual Realm) — TpuBuMipHE coliagbHe BipTyaJIbHE
CEpeNOBHINE, IO MATPUMYETHCS TMEPEIOBUMHU TEXHOJOTISIMH, TakUMH SK XR
(Extended Reality) 1 comianbsHi Mepexi, e KOPUCTYBadl MOXKYTh B3a€EMOJIATH OJIHH 3
OJJTHUM 3a JOTIOMOTI'OK0 CBOiX aBarapiB 1 HM(POBUX aKTUBIB, OpaTh y4yacTh y PI3HHUX
BIPTYaJIbHUX MOJISAX 1 3aX0JIaX Ta OTPUMYBATH AOCTYI A0 IIMPOKOIO CHEKTPY HOBHX 1
BJIACHUX BPAKEHb, III0 MOXKE PO3MUTH MEX1 MK (PI3MUHUM 1 HU(DPOBUM CBITaAMHU.

Hpyre (Shared network virtual realm) — 4YOTHpPHLOBUMIpPHE CEPEIOBUIIEC
(peanicTuyHe, HepeadicTHUHE Ta 00’eqHaHe), iHTepdeiic (3D, imepcuBHUN Ta
¢b13uuHMi), B3aeMOI0 (CollianbHI MEpPEXi, CIIBMOpalsd Ta Jiajdor MEpCOHaXiB) Ta
COLlaIbHY IIHHICTD (CTIMKICTh Ta MDKIUCIUIUTIHAPHICTH). Y IOMY KOHTEKCTI
METaBCECBIT 3a0€3Meuye «KMEpPEXKY BIpTyaJIbHUX CEPENOBUILL, K1 MOXKYTb MMOILISATHUCS,
AK1 € 6e3nepepBHUMH, CHHXPOHHUMH Ta CYMICHUMU, JI€ B3a€EMOJIIIOTH JIFOJIU Ta PeUi».

Tpere (Interoperability in Virtual Realm) — e momisim Ha B3aeMomiro, KU
MOJIATAE y MJIABHIM 1HTErpalli Ta nepeMimeHH1 Hu(poBrUx 00'€KTIB Ta 1AEHTUYHOCTEN
y PI3HUX BIpTyaJIbHUX MpocTopax. Llsg mepcnexkTrBa Harosonrye Ha Ja(aoriHry ta
¢yHkuli mocTidHOCTI. JKUTTEBUI KypHaAl JT03BOJSE PEANICTUYHO B3AEMOJIATH MIXK
KOpUCTyBayaMu, MPEICTABICHUMHU y BUIVIA1 aBaTapiB y KiOepdizuuHomy cBiti. Lg
TEXHOJIOTI MOXE IHTErpyBaTH JlaHl 3 PI3HUX NPUCTPOIB (Kamep Ta JATYMKIB) JUIS
CTBOPEHHSI LIM(PPOBOTO 3aMUCY KUTTS JIIOAUHU, (PIKCYrOUU ii AOCBIJ, AISJIBHICTH Ta
B3a€EMOJII0 Yy BipTyasibHOMY CBITi. [lOCTIMHICTE € 1€ OAHIEI KIIIOYOBOIO
OCOOJIMBICTIO METAaBCECBITY, SIKa rapaHTy€, IO BIPTyaJibHI MPOCTOPU Ta KOHTEHT
30epiraroThCsi HaBITh TOJI1, KOJIM KOPUCTYBaul HE OEPYTh Y4acTi B METaBCECBITI.

Yersepre (Social Connectivity) — MallOyTHE COIiaIbHOI B3a€EMOJII, SIKE MOXKE
CKJIQZIaTUCS] 3 BEJIMYE3HUX, IMEPCUBHUX HHU(PPOBHUX MPOCTOPIB, IO 3a0€3MeuyoTh
CKJIJTHI B3a€MO/I1i B KOMIT' FOTEPHO-TEHEPOBAHUX CEPEIOBHIIAX.

I[I’ste (Hyper-ConnectedDigital Realms) — mpencrabise MeTaBCeCBIT 5K
TINEPHIIKIIOUCHUN 1TUPOBUM CBIT, AKUW 3MIHIOE CMOCIO B3aeMOJIi Ta 3A1MCHEHHS
TpaH3aKUId  MDK  MIJNPUEMCTBAMH Yy  BUCOKOIHTETPOBAHMX  MPOCTOpax
rineprnoB'si3aHuX BIPTyalbHUX PEabHOCTEH.

Ocrtanne mocre (Real-Time Interaction) — po3misigae METaBCECBIT —SIK
BipTyaJlbHE CEpENOBHUINE, IO XapaKTEPU3YEThCS IUPPOBUM IMOCEPETHUIITBOM
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(TEXHOJIOTIYHO OPIEHTOBAHOK KOMYHIKAINI€I0, IO 3a0e3medye B3aEMOMAII0 MK
KOpUCTyBauaMu ab0 cHUCTeMaMH Yy BIpTyaJbHOMY CEpPEIOBHILI), IMEPCUBHUMHU
BpPaXXCHHSIMH, MPOCTOPOBICTIO, CIUJIBHUM JIOCBIZIOM Ta IHTEPAKTUBHICTIO B PEKHUMI
peaNbHOrO dYacy, IO CYTTEBO 3MIHIOE YSBJICHHS MPO 1IEHTUYHICTb, IUHAMIKY
COLIIaJIFHOTO BIUIMBY Ta MapaJurMy BIACHOCTI B pi3HUX cdepax. Kpizp mo npuzmy
MPOTISAAEThCA OaraTorpaHHa MpUpoja MeTaBcecBiTY mia  B2B-mapkeTtunry,
BU3HAYAI0YN MOXJIMBOCTI1, BUKJIUKU Ta Oap'epu, 110 BUHUKAIOTb.

B ocHOBI 3acTocyBaHHSI METaBCECBITY B MAapKETUHTY MDK MHiANPUEMCTBAMHU
JIEKUTH CTiMKa IHTEpaKTUBHA €KocHcTeMa, molynoBaHa Ha TexHojoriax XR. YV B2B-
cepenoBuilll XR MTATpUMY€E MHUPOKUNA CHEKTP BIPOBAIKEHb — BIJl BIPTyaJIbHHUX
JEMOHCTpaIl MPOAYKTIB 1 IMEPCHBHOTO OOCIYrOBYBaHHS KJIEHTIB JO CIUIBHOTO
IIPOEKTYBaHHS Ta KOBOPKIHT-IIPOCTOPIB.

[IpoBigHl KOMIIaHii MOYMHAIOTh BHUKOPUCTOBYBaTH  METAaBCECBIT A
MPOBEJCHHS BIPTyaJIbHUX SApPMapKiB BakaHCIM, ONTHUMI3allll ajanTtaiii HOBHUX
CIIBpOOITHUKIB Ta HaJaHHS IMEPCHUBHOTO HAaBUAaHHS HAaBUYKaM, IO CBIIYUTH IPO
Horo moteHian ayg iHTerpauii qudpoBux 1 Ppi3UYHUX POOOYUX MPOLECIB 3 METOIO
MIJBUILIEHHS ONepaliiHoi e(heKTUBHOCTI Ta 3aTy4YEHHs 3aliKaBIeHUX cTopiH. OKpiM
repeBar, OB’ s13aHUX 3 IOCBIJOM, METABCECBIT 3alI0YaTKOBYE CTPYKTYPHI iHHOBAIIIT 32
nornomMororo Texnonoriii Web 3.0. biokueliH, cMapT-KOHTPAKTH Ta JACLEHTPaI130BaH1
CUCTEMHU 1110 3a0e3MeuyI0Th BUIIUN PiBEHb MPO30POCTi, MPOCTEKYBAHOCTI Ta AOBIpU
B B2B-Tpan3akuisx. Lludposi aktuy, Taki sik HezaminHi TokeHu (NFT) ta Tokenwu,
MIATPUMYIOTh HOBI MOJIeJIi OOMIHY I[IHHOCTSIMU, a BOyJOBaHUM IITYYHUN 1HTEIIEKT Ta
poOOTOTEXHIKA MIABUIIYIOTh MIBUJAKICTh pPearyBaHHS CUCTEMU Ta IUTICHICTh JaHUX
[2].

Bnposamxenns BipTyainbHuX 1uiardopm 1 TexHonoriii y B2B-mapketunr — 1e
IJIAHOBUM 1 MPOTPEeCMBHMM MIAXiA, SKUM BHXOAUTh 32 MEXI TPaJAMULIIHOTO
MapKETUHTY Ta MPOINOHY€E TMOTEHUIMHI mnepeBarn s B2B-xommaniif, 30kpema
MOKpallleHa TIpe3eHTallisl MPOAYKIIii, TOBIPJIUBI B3a€EMUHHM 3 KIIIEHTaMU, aHAJTITHKA Ha
OCHOBI JaHMX Ta 1HHOBaIii. ¥ Mipy PO3BHUTKY LMX TEXHOJIOTA BOHH, WMOBIPHO,
BIUIMBaTUMYTh Ha MailOyTHe B2B-mapkeTwHry, BIOKpHUBAaIOUYM MOXJIHMBOCTI JUIs
KOMIaHIM, $Ki 37aTHI MIABUINUTH iXHIM mnoTeHuian. [lg 3MmiHa € He mnpocTo
TUMYaCOBOIO TEHACHIIIEID, @ 3HAYHOIO PEOPraHI3alllel0 KOHTAKTIB 1 TPaH3aKUId Yy
B2B, mo 3anouaTkoBye OCHOBY JJisi OLIBIN MOB'SI3aHOTO, €(PEKTUBHOIO Ta THYYKOTO
Oi13Hec-cepeoBHIIIA.

Nitepartypa
1. Barrera, K.G. and Shah, D. (2023), «Marketing in the metaverse: conceptual understanding,
framework, and research agenday, Journal of Business Research, Vol. 155, p. 113420.
2. Gadekallu, T.R., Wang, W., Yenduri, G., Ranaweera, P., Pham, Q.V., da Costa, D.B. and
Liyanage, M. (2023), «Blockchain for the metaverse: a review», Future Generation Computer
Systems, Vol. 143, pp. 401-419.
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OknaHpep M.A.

OOKTOP EKOHOMIYHMX HAyK, Npodecop

3aBigyBay Kadbeapn MapKeTUHry

HauioHanbHW yHiBepcuTeT «OaecbKa NONITEXHIKa»

BUMIPIOBAHHA EQEKTUBHOCTI LWI-NEPCOHANI3ALLIT

BuwmiproBanns edextuBHocti IlI-nepconanizamii motpedye MoemaHaHHS
kmacuuux UX MeTpuk 3 Oi3Hec-mokasHuMKaMu. Haifvacrtime aHami3yloTh dac
nepeOyBaHHS Ha caiiTi, MMUOWHY Meperjsiay, KIiKaOelbHICTh IMepCOHATI30BaHUX
0J10K1B, KOHBEPCIi Ha KIIFOYOBHUX €Tarax, 3aJ0BOJIEHICTh, HaMip MOBTOPHOTO BI3UTY Ta
pexomennarnii. CucteMHa mepcoHaiizallis 3JaTHa HE JIMIIE MPUCKOPUTH KOHBEPCIi.
Bona ¢opmye M0BrocTpokoBY BIEBHEHICTh Y OpeHIl Ta MiABUILYE WMOBIPHICTD
MOBEPHEHHS KOPUCTYBaYiB.

[I-nepconamnizaiiisi COUpaEeTbCcsl HA IHTEHCUBHUM 301p 1 0OpOOKY JaHUX MPO
MOBE/IHKY Ta YacTO YyTJIMBl XapaKTEPUCTUKU KOpUCTyBauiB. E(QEKTUBHICTh TaKuX
CHUCTEM TICHO NOB’s3aHa 3 MUTAHHSAMHU JOBIPHU, IPO30POCTI Ta KOHTPOJIO 3 OOKY
KopucTyBaya. KilrouoBUMH €TUYHUMH BUKIMKAMHU €: 0ajJaHC MIX PEJIEBaHTHICTIO U
BTOPTHEHHSM Yy MPUBATHICTh; PU3UK MAaHIMYJALIl MOBEIIHKOK KOPUCTyBada 4depes
HAJITO arpecMBHY IMEpCOHANI3aIlil0; 3aJ]eKHICTh KOMIAHIA BiJI HEMNPO30PUX
QITOPUTMIB 30BHILIHIX IPOBAii/IepiB; BILUIUB 4aT-00TIB HA COLIAJIbHY B3a€EMOJII0 Ta
MICUXOJIOTTYHUI CTaH KOPUCTYBAYIB.

UX-MeTpuKH — 1LI€ KUIbKICHI Ta AKICHI IMOKAa3HUKH, 110 B1IOOPAXKAIOTH SKICTh
B3a€MOJIIi KopucTyBaya 3 IU(PpoBOIO0 cucteMoro (riardopma, 3acCTOCYHOK, BeO-
pecypc). BoHum 103BOMNSIOTH BHMIpIOBaTH €(EKTHBHICTH JAW3alHYy, 3pPYYHICTH,
3aJ10BOJICHICTH Ta BB UX-piiieHb Ha O13HeC-pe3yIbTaTH.

Cyuacni UX-MEeTpUKM Ta METOJIM OLIHIOBAHHS PETEIbHO PO3BHBAIOTHCS Yy
3B’SI3KY 3 IHTErpALli€l0 MITYYHOrO IHTENEKTY i MmepcoHam3anii B HUppoBl MPOAYKTH.
30Kkpema, JaHl MpO TMOBEAIHKY KOPHCTYBayiB Yy IMO€AHAHHI 13 CyO €KTUBHUMU
OLIIHKaMH HaJal0Th KOMIUIEKCHE po3yMiHHA epexkTuBHOCTI UX-nepcoHam3arnii.

OTXe, OCHOBHUMHU BUMipaMH €eKTy nmepcoHami3arii:

— PEJIEBAHTHICTh KOHTEHTY — UM BIAMNOBIAA€ MOKAa3aHUI KOHTEHT MOTpedaM Ta
OUIKyBaHHSIM KOPUCTYBaua;

— e(peKTUBHICTH B3a€EMO/I1i — BUMIPIOBAHHS IIIBUAKOCTI T4 TOUHOCT! BUKOHAHHS
Jii;

— eMoLilHa 3aJJ0BOJICHICTh — SIKICHI onuTyBaHHs Ta mkainu NPS abo CSAT;

— O13HeC-pe3yNIbTaTh: MOKA3HUKN KOHBEPCI Ta yTPUMaHHS.

Jlnst migmpueMcTB, Aki BOpoBakyroTh III-mepconanizamiro, 1e o3Ha4ae
noTpeOy B MOJITHIN BiAMOBITAILHOTO BUKOPUCTAHHS JTAHUX, YITKUX MOBIJOMIICHHSIX
PO TICPCOHAITI3AIIII0 M MEeXaHi3MaxX BiAMOBH. Bak/IMBO Takok 30epiraTé MOXKJIMBICTh
«JTIOJICBKOTO KaHaTy» B3a€EMO/I1i, 0COOJIUBO B UyTIUBUX CUTYAIlisIX.
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dyHaaMeHTOM TepcoHali3allii € anropuTMU MalIMHHOTO HaB4yaHHS (ML), ski
aHaJi3yl0Th MOBEIIHKOBI JJaH1: ICTOPIIO MEPErysiB, 4ac nepedyBaHHs Ha CTOPIHII Ta
naTepHu KiikiB. Bukopuctanus miargopm kimienTcekux nanux (CDP) nososse 111
CTBOPIOBATH JAWHAMIYHI MPo(disii KOPUCTYBAUiB, IO € KPUTUYHUM JUIsSI PEIEBAHTHOI
KOMYHIKaIlii.

Cydacui yar-60tn Ha 6asi Il tpanchopmyBammcs 3 IHCTpYMEHTIB 300py
3as1BOK y MOBHOIIIHHUX KOHCYJIbTaHTIB. BOHM BUKOPUCTOBYIOTH OOPOOKY TIPUPOAHOI
moBu (NLP) nns posmizHaBanHs HaMipiB kopuctyBada (Intent Recognition) Ta
3a0€3IeUyI0Th MUTTEBY MIIATPUMKY 24/7.

BaxxnmuBUM BEKTOPOM PO3BUTKY € JOTPUMaHHA OallaHCy MIXK MEPCOHATI3alII€l0
ta npuBatHicTio (GDPR, CCPA). IcHye HeoOxigHiCTh 3a0e3medeHHs] MPO30pOCTi
BUKOPHUCTAHHS JIaHUX, OCKUIBKU HaJIMIpHA MEepCOHaMi3allisl MOXKE BUKJIMKATH €PEeKT
«30eHTexeHH» (privacy paradox).

Ha ocHOBi1 aHam3y JOCHIKEHb 1 PUHKOBOI INMPAKTHKUA MOKHA OKPECIUTH
KiJIbKa KpOKIB 7151 BripoBakeHHs LII-nepconanizaiii Ha cauTi.

1. HiTko Bu3HaunTH poii Al y BOpoHLI — i€ 4aT-00T Ma€ A0MOMaraT MBUAKO
OTpUMATH BIJANOBI/Ib, 1€ TNOBMHEH CYNPOBOIXYBaTH IOKYNKYy, a J& MOTpiOHa
JIIOJIChKA MiATPUMKA.

2. Iloyatn 3 MPIOPUTETHHX CIEHApPIiB — JOMOMOra y BHOOpI MPOAYKTY,
MIATPUMKA T 4Yac OQGOpPMIICHHS 3aMOBJICHHS, IE€PCOHANI30BaHa MPOMO3UIIS
KOHTEHTY.

3. [uBecTyBaTu B SIKICTh JaHUX — 0€3 KOPEKTHUX, TOBHUX 1 PEJIEBAHTHUX JaHUX
HaBITh HallKpallla MOJIeJIb MIEPCOHANI3ALIIT 3ATUIIUTHCS MaJI0€(PEKTUBHOIO.

4. BuxopucTOBYBaTH OaraTOKaHaJbHMM ITiAXIJ 1O IEpCOoHai3aIii — Ccaur,
email, MOOLITEHUI 3aCTOCYHOK, COIIAJIbHI MEPEkKl MaIOTh Y3TOKEHI MepCOHATI30BaH1
CIIeHapIi, SK1 MiICUIIOI0Th OJTHE OJHOTO.

5. BumipioBaTu He JMIle KOHBEpPCito, a W NOCBig — nmoeanyBatu A/B tecTtu 3
ONMUTYBAHHIMHU, IHTEPB 10 Ta AKICHUMH JTOCIIIJKEHHSIMHU MMOBEIHKN KOPUCTYBayiB.

6. 3abe3neynuTH €TUYHI CTAHJAPTH Ta MPO30PICTh — OHOBUTU MOJITHKY
KOH(IJEHIIMHOCTI, 4YITKO TIOSICHIOBATH, SK TMpalloe€ TMepCcoHami3alis, JIaTu
KOPUCTYBa4aM MOKJIMBICTh HAJAIITOBYBATH CTYHIHb IEPCOHANI3ALII.

7. BynyBatu riOpuaHy Moneinb cepBicy — BukopuctoByBatu LI war-6otu nis
PYTMHHUX NHUTaHb, OJAHAK 3aJUIIATA MOXIIMBICTH IIBUJKO 3BEPHYTHCS A0 JIOAUHH,
11100 HE OCHITIOBATH (PYyCTpaIlito KIIEHTIB.

[Tomanpini MOCHIIKEHHST MalTh 30CEpeKyBaTUCh Ha craHmaptuszaiii UX-
METPUK [JJisi PI3HUX KJIAaciB TMPOAYKTIB Ta pPO3pOOINl aJanTUBHUX MOJEIEH
BUMIPIOBaHHS, K1 BPaXOBYIOTh 1HIMBIIyaIbHI BIIMIHHOCTI KOPHCTYBaYiB.

Nitepartypa
1. Oxmangep M.A. BUKOpPUCTaHHS IITYYHOTO 1HTEJIEKTY y MepCcoHali3alii KOMyHIKalii Ha CaWTI.
Exonomika ta cycninbctBo. 2025. Ne 82. https://doi.org/10.32782/2524-0072/2025-82-55
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O0LUeHT Kadbeapn MapKEeTUHTy
3axiAHOYKPAIHCbKNI HaLiOHaNbHUIM YHIBEPCUTET

Al-OPIEHTOBAHA TPAHC®OPMALIA CUCTEMU MAPKETUHIOBOIO
LUIHOYTBOPEHHA NIANPUEMCTBA

L[I/IcppOBisaui;I PHUHKIB CyTTEBO 3MIHIOE pois I[IHA B CUCTEMI MapKETUHTOBOTO
YOpaBITIHHS Hl,[[HpI/I€MCTBOM SIkmo paxime IiHa 3Ae011bIIOTOo clecyBaJIaCﬂ Ha
NEBHUHN nep10z[ 1 KOpHUTyBaacs micist aHaJn3y BUTpAT, il KOHKYpPEHTIB abo
pe3ynbTaTiB MPOAaXy, TO HUHI BOHA JeAalli YacTile PO3TJISAAE€THCSA SIK THYUKHMA
IHCTPYMEHT pearyBaHHS Ha PUHKOBI CUTHaIHU. BiIKpuTicTh I1iHOBOI iHQoOpMaIlii,
PO3BUTOK E€JIEKTPOHHOI KOMEPIIii Ta MOXKJIMBICTD IIBUAKOTO MOPIBHAHHS MPOIO3HUIII
MOCWJIIOIOTh YYTJIMBICTh CIOKMBAYiB JIO BAPTOCTI TOBApiB 1 MOCIYT. 32 TAKUX YMOB
TPaIUIIHI T1IXO0IU JI0 IIIHOYTBOPEHHS 30€piraloTh METOI0JOTIUHE 3HAUCHHS, OJTHAK
YK€ HE 3aBXkIH 3a0€3MeuyI0Th HEOOX1HY ONEepaTUBHICTh YIPABIIHCHKUX pillieHb [ 1].

[tyunuit iHTEeNeKT ¢GopMye HOBHM MIAXiA A0 MOOYAOBHM MapKETUHIOBOI
IiHOBOT MOITHKH. MOro BHUKOPHMCTAHHS Ja€ 3MOTY TepedTH Bil NepiomdHOro
Neperyisigy MpaiciB 0 MOCTIMHOIO aHajidy JaHuX Mpo IONUT, BUTpPATH,
KOHKYPEHTHY aKTHUBHICTh, CE30HHICTb, KaHAIM MPOJAXy Ta MOBEAIHKY CIOKHBAYiB.
Al-opieHTOBaHE LIHOYTBOPEHHS HE CKACOBYE KJIACUYHUX METO/IB (POPMYBaHHS ILI1HHU,
a PO3UIMPIOE iX 3a PaxyHOK IIBUJKOI OOpOOKM BEIMKUX MacuBIB 1H(opmaIlii Ta
MPOTHO3HOTO MOJENIOBAHHS. 3aBIJKA I[OMY MIANPUEMCTBO MOXKE TOYHIIIIE
BU3HAYaTH pIBEHb LIHHW, Y3TOKYBAaTH MHOro 3 I[IJIbOBOIO MAapKUHAIBHICTIO W
OTepaTHBHIIIIE pearyBaTu Ha 3MIHU KOH'IOHKTYpH [2, 3].

OmauM 13 HaWBaXIWBIMMX HampsMiB Bukopuctanus Il e puHAMIuHE
IHOYTBOpeHHs. MIoro CyTHiCTh MONsrae B KOPUTYBAaHHI IliH 3aJI€XKHO BiJ MOTOYHOI
CUTYyallll Ha PUHKY: KOJIUBaHb TOIUTY, IHTEHCUBHOCTI OHJIaWH-TpadiKy, HAsIBHOCTI
TOBApHUX 3aJMIIKIB, CE30HHUX YWHHUKIB 1 KOHKYpeHTHUX Aiii. Ha BigmiHy Bin
TPAaUIIMHOI TPAKTUKH, 1€ MIiArOTOBKA pPIIMICHHS MOXXE TpHUBATH 3HAYHUM dac,
QITOPUTMIYHI CHUCTEMH 3JIaTHI UIIBUAKO OINpalbOBYBaTH pIZHOPIAHI JaHi U
dbopmyBaTH WLIHOBI pexkoMeHpauii. lle miaBHUILYye ananTUBHICTh MIANPUEMCTBA,
3MEHIIYE PU3MK 3ali3HIJIOr0 pearyBaHHA Ta Ja€ 3MOTY Kpalle MOeAHYBaTH Il
MPOJIaXy 1 MPUOYTKOBOCTI [2].

BaxBe 3HaYeHHsS Mae€ TaKOX IepcoHaiizallis IMiHOBUX Tmpomno3uiii. Ha
ocHOBI Big Data mianpueMcTBO MOXe aHaji3yBaTH ICTOPiI0 MOKYMOK, PEaKIlilo Ha
3HM)KKHM, YacTOTYy B3aemMojiii 3 OpeHJoM, MOBEAIHKY B IU(POBUX KaHalaxX 1 piBEHb
I[IHOBOI YyTJIMBOCTI OKPEMHX T'PYIl CIIOKHUBaUiB. Y Pe3yJbTaTi L{IHOBA IMOJIITUKA CTA€E
He yHI1(IKOBaHOO, a GBI aIPECHOI0: JJI OAHUX KIIIEHTIB aKI[EHT MOXE POOUTHCS
Ha JIOJATKOBIM I[IHHOCTI CEpBICY, MJs IHIIUX — HA MPOMOAKTUBHOCTI 4H
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1HAMBIAYaTbHUX KOMEPIINHUX yMoBax. Takuil miaxia crpuse 3pOCTaHHIO KOHBEPCIi,
HiATPUMAHHIO JOSIBHOCTI Ta KPAIoMy KOHTPOJII0 Map>KHHAIBHOCTI MPOoJaxiB [3].

3actocyBanHs Al-mpalicHHTYy € JOUUIBHUM Ha PI3HUX eTanax XUTTEBOTO
UKy ToBapy. Ha cranii BuBeIeHHS NPOAYKTY Ha PHUHOK QJITOPUTMH MOXKYTb
BUKOPUCTOBYBATUCS IS  MOJEIIOBAaHHS CTapTOBUX IIIHOBHX  CIICHApIiB 1
MPOTHO3YBaHHS MEPBUHHOI peakilii MoKymiiB. Y ¢a3i 3pocTaHHs BOHU J0MOMAararoTh
HIATPUMYBATH OanaHC MK HApOIIyBaHHSAM OOCSTIB MpoJaxy Ta mpuOyTKoBicTiO. Ha
etar 3putocti I 3a0e3neyye MOHITOPUHT KOHKYPEHTHHX I[IH 1 pe3yJIbTaTUBHOCTI
IIPOMOAKTHUBHOCTI, a y ¢a3l craay Aae 3MOry BHU3HA4YaTH pallilOHAJIbHUNA MOMEHT 1
MacITad 3HKEHHS LIHU 3 METOI MiHIMi3allii BTpar [2].

OuikyBaHi ympaBiiHCBKI e(QeKTH BiJg YHpoBajKeHHS Al-opieHTOBaHOTO
I[IHOYTBOPEHHS MOJIATAIOTh Y MiJABUINEHHI IMIBUIKOCTI YXBAJICHHS PIllIeHb, TOUHOCTI
MPOTHO3YBAHHSI TOMUTY, MPO30POCTI I[IHOBUX CIIEHApPiiB 1 pe3yJbTaTUBHOCTI
MapKETUHTOBOTO ymnpaBiiHHA. BomHouac epeKTUBHICTh TaKUX PIIICHb 3aJIE€KUTh Bij
aKocTl 1H(opMmaniiiHol 0a3u, IHTEerpamii JaHuX 13 PI3HUX UU(PPOBUX JKEped,
KOMIIETEHTHOCT! (paxiBLIB 1 HAasABHOCTI YIPABIIHCHKOTO KOHTPOJIO. AJNTOPUTM HE
MTOBUHEH MOBHICTIO 3aMIHIOBATH CTpaTeTiuHe OaueHHS MEHEIKMEHTY; HOro JOIIBHO
pO3TISAATH K IHCTPYMEHT aHATITUYHOTO MOCHIJICHHS, IO JIOTIOMAara€ yXBalllOBaTH
O1b1I OOrpyHTOBaHI pimeHHs [1, 3].

Pa3oM i3 mepeBaramu airopuTMI4HE LIHOYTBOPEHHS CTBOPIOE MEBHI PU3UKU.
Jlo HUX HaleXaTh CKJIAJHICTh MOSCHEHHS OKpeMux pimieHb Al-mopenei, iMoBipHE
CHOPUMHATTS TMEPCOHANI30BAaHUX I[IH SK HECHpPaBEMJIMBUX, a TaKOX HaJIMipHa
3QJIEKHICTh  MIANPUEMCTBA  BiJ] AaBTOMATU30BaHMX  pekoMeHpamid. Tomy
BripoBapkeHHs I y cdepi miHOyTBOpeHHS Mae CyNpOBOKYBATUCS BIAMOBIIAIbHUM
BUKOPUCTAHHAM  JIlAaHUX, ayJAUTOM  QJTOPUTMIB, TIPO3OPUMH  TPaBUIAMHU
LIHOYTBOPEHHSI Ta KOHTPOJIEM BIAMOBIAHOCTI pIIIEHb IHTEPECaM CIOXKUBAYIB 1
CTpaTEer1yHUM LUISAM TignpueMcTna [3].

[IpaktnyHe 3HaueHHd Al-mpaiicMHTY TOCHIIOETbCS TOIl, KOJH  BIH
IHTErpyeThCS HE 130JIbOBAHO, @ B 3arajlbHy CHUCTEMY MApPKETHMHIOBOI aHAJIITHUKU
nignprueMcTBa. L{iHOBI pillIeHHS] MalOTh y3rOJKYBaTHUCS 3 MO3ULIIOHYBAaHHAM OpEHIY,
KOMYHIKAI[ITHOIO MOJIITUKOI, PIBHEM CEpBICY Ta (PIHAHCOBUMHU LUISAMHU. 32 TaKOIO
MIJIXOAY IITYYHUM 1HTEJIEKT HE JIUIIE MPUCKOPIOE PO3PAXYHKH, & I CTBOPIOE OCHOBY
JUTSI CIICHAPHOTO YIPABIIHHS: MIJIPUEMCTBO MOXE TMOPIBHIOBATH HACHIIKH PI3HUX
IIHOBUX BapiaHTIB, OIIIHIOBATH iXHIM BIUIMB Ha TIOMUT 1 J0OMpaTH HANOUIBII
MPUIHATHY MO/JIEb TIOBEIIHKY HA PUHKY.

Nitepartypa
1. Kotnep @., Kapramxas X., CeriaBan 1. Mapkerunr 5.0. Texnosorii ans moactsa. Kuis: @opce
VYkpaina, 2022. 272 c.
2. Anta Callersten J., Bak S., Xu R., Kalthof R., Bradley S. Overcoming Retail Complexity with
Al-Powered Pricing. Boston Consulting Group, 2024.
3. Adams J., Fang M., Liu Z., Wang Y. The Rise of AI Pricing: Trends, Driving Forces, and
Implications for Firm Performance. Federal Reserve Bank of San Francisco, 2025.
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LOUEHT Kadbeapyn MapKETUHTY

Xomuy B.M.

acUCTeHT Kadeapun MapKeTUHry

HauioHanbHWi1 yHiBEPCUTET BOAHOIO rOCNOAapcTBa Ta NPUPOAOKOPUCTYBAHHSA

IHCTPYMEHTAPIN IHTEPHET-MAPKETUHIY B CUCTEMI 3ABE3MEYEHHA
EKOHOMIYHOI BE3NEKU MOJIOKONEPEPOBHUX NIANPUEMCTB

B yMoBax MaKpOEKOHOMIYHOI HECTaOITPHOCTI EKOHOMIYHAa  Oe3meka
MOJIOKOTIEpEPOOHHUX  TIAMPUEMCTB ~ YKpaiHMm  O€3MOCepenHbO  3aJICKUTH  BiA
e(eKTUBHOCTI 30yTOBOI MOJIITUKH, OCKUIBKH ciel(iKa MOJIOYHOI MPOIYKIIIi BUMarae
MIHIMIi3alli JIOTICTHYHUX Ta YacOBUX BUTpar. MapKETHHI y MOJIOKONEepepOoOHIi
rajxysi rnepectaB OyTH MPOCTO THCTPYMEHTOM IMpojaxy. BiH cTaB cTpaTeriyHuMm
YUHHUKOM, 1110 BU3HAYa€ 37aTHICTh MIAMPUEMCTBA YTPUMYBATH CIOXKKBa4ya B yMOBaxX
MaJIIHAS peaIbHUX JIOXOJIB Ta 3MiHHM criocoOy »kuttd [1, c. 338]. IlIBunke ncyBaHHs
MOJIOYHOI CHPOBHHM Ta TOBapiB CTBOPIOE€ 3arpo3y (IHAHCOBHX BTpAT Uepes
HepeaTi30BaHl 3IMIIKHU. 32 TaKMX OOCTaBUH IHCTPYMEHTapiil 1HTEPHET-MapKETUHTY
TpaHC(POPMYETHCS y €JIEMEHT CUCTEMHU €KOHOMIYHOI O€3MEKH MiIPUEMCTBA.

Habip iHCTpyMEHTIB IHTEPHET-MApKETUHTY B CHCTEMI 3a0€3MeUeHHs CTIHKOCTI
MIAIPUEMCTBA MOXKHA TMOAUIMTH Ha TpU (YyHKUIOHAJIbHI OJIOKHM: aHAJIITUYHHM,
KOMYHIKAIITHUN Ta TpaHCAKIIIHIH.

AHaJITUYHI 1HCTPYMEHTH [O3BOJISIIOTH MIHIMI3yBaTl PHU3HMKH, OB s3aH1 13
3alli3HEHHSM pEaKIlii Ha KOJIWBAaHHS CIIOKMBYOTO MOMHTY. 3aBISKU ONEPATUBHOMY
aHaji3y TMOBEIIHKM KOPUCTYBAayiB Yy MEpEXl, MOJIOKONEpepoOHI MiANPUEMCTBA
CITPOMOXKHI TIPOTHO3YBATH CIAJIM YU CIJIECKHU 3allIKABJIEHOCTI B OKPEMHUX KaTeropisix
MOJIOYHOI TPOAYKINi 1€ 10 MOMEHTY (opMyBaHHS 3aMOBJIEHb 4Yepe3 TpaaulliiiHi
kaHanu 30yTy. Takox mIMOOKHII aHami3 JaHUX MPO TMOBEMIHKY KIIIEHTIB JO3BOJISIE
CTBOPIOBATH IEPCOHAJII30BaH1 MPOMO3UIIIi, 110 BiMOBIAAIOTh iXHIM OYIKyBaHHSM [2,
c. 349]. lle mo3BosiE THYYKO KOPUTYBAaTH OOCSATH 3aKyIiBJIl CUPOBHHH Ta Tpadiku
BUPOOHMIITBA, YHUKAIOUN HAKOTIMUEHHS 3JIMIIKIB Ha CKJIajax.

Hpyrum OJOKOM € KOMYHIKalliiiHI 1HCTPYMEHTH, Cepell SKUX KIIOYOBE MiCIe
MOCIJAI0Th MApPKETHHI Y COINaJbHUX MEPEKax Ta YIPaBIiHHSA pEnyTali€n B
MONIYKOBUX cucTteMax. 3rigHo aociimxeHHs All Retail y 2025 poui ykpaiHiil MaroTh
BHUCOKY YYTJIUBICTh 10 O€3MEYHOCTI MOJIOYHOI MPOAYKIli Ta MaKyBaHHS SIK MapKepiB
SKOCTi, @ TaKOX TOTOBHICTh IUIaTUTU OLIbIle 3a nepeBipeHuit Openna [3]. YV pasi
BUHMKHEHHS HEraruBy a00 MOIIMPEHHS HEAOCTOBIpHOI iHGopMalii B HUPPOBOMY
MPOCTOpPi, caMe€ KOMYHIKalllifHi 1HCTPYMEHTH 3a0e3MeuyloTh HEOOXIIHY IIBUAKICTH
peakiii mianpueMcTBa. MUTTEBE HaJaHHS OQIUIMHUX PO3’SICHEHb, JEMOHCTpAIIisd
pe3yabTaTiB Ja0OpaTOPHUX JOCHIPKCHh Ta BIAKPUTHUN Jlajior 13 ayauTOPIEI0 B
COLIAJIbHUX MEpEeXax JO03BOJSIIOTh 3HU3UTU pEMyTallliiHl pU3HKU 10 MOMEHTY iX
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MepepocTanHs y macmrTabHy Kpusy. lle MiHiMI3ye 3arpo3y pamToBOTO TMaiHHS
o0csriB 30yTy Ta ToroMarae yTpuMaTH JOSJIbHICTh HUTHOBOT ayTUTOPii.

Oco0nuBe Miclie y cucTeMi 3a0e3MeYeHHs CTIMKOCTI TOCIIal0Th TPaHCAKIIHH1
IHCTPYMEHTH, AKi 0e3MmoCcepeHhO BIUIMBAIOTH HA (DIHAHCOBY CKIJIAOBY €KOHOMIYHOT
6e3neku. PosButok BmacHux mudpoBux miarhopMm, 3okpema B2B-mopramiB ans
nuctpub’toropiB, iHTerpoBaHux i3 CRM-cuctemamu, ta ¢ipmoBux kananiB B2C-
IIPOJIAXiB, JI03BOJISIE MOJIOKOTIEPEPOOHUM IMiAMPUEMCTBAM JTUBEPCUBIKYBaTH 30yTOBI
KaHaly, 3a0e3mneuyroun cTane (OpMyBaHHS TPOIIOBUX MOTOKIB HaBITh B YMOBAax
PHHKOBOI HECTaO1IbHOCTI.

[HCcTpyMeHTapiii  iHTEpHET-MapKeTUHTY  (OpMy€e IUIICHUNM  aJanTHBHUI
MeXaHI3M 3a0e3MeUYeHHs] eKOHOMIYHOI O€3MeKH MOJIOKOIIEPEPOOHOTO IMiANMPUEMCTRA.
Ha mepmomy etami 3 BHUKOPHUCTAHHSAM aHAJTITUYHUX 1HCTPYMEHTIB 3/1HCHIOIOTH
MOHITOPUHT PHUHKY, 110 JO03BOJISI€ KEPIBHULITBY BYACHO 1AEHTH(IKYBaTH 3arpo3u
NaJIHHS MONUTY Ha KOHKPETHI BUAM MPOAYKIIii, [0 MIBUAKO TMCyeThess. Ha mpyromy
eTani OTpUMaHI JIaHl CTal0Th OCHOBOIO ISl aKTHBALlll KOMYHIKALIITHUX 1HCTPYMEHTIB,
3 BHUKOPUCTaHHSIM SIKMX OIEpPaTUBHO HIBENIOIOTh 1H(GOpMaLIiHI PU3UKU Ta
CTUMYJIOIOTHh 1HTEpPEC 0 LUIbOBUX TOBapHHMX Mo3uiii. Ha 3aBepmanbHOMy eTari
TpaHCakKIiiiHi tu@poBi 1arGopmu 3a0€3MEeUyIOTh KOHBEPTAIil0 C(HOPMOBAHOTO
MOMUTY y TapaHTOBaHI MPOJAXl, ONTUMI3yIoud (PIHAHCOBI MOTOKH Ta 3HUKYIOUU
3aJIeKHICTh BiJl 30yTOBUX pHU3HKIB. CHUHEPreTUYHHN ePeKT B3aeMoiil HUX OJIOKIB
MIHIMI3y€ YaCOBl BUTPATH Ta JIOTICTUYHI BTPATH MiIMPUEMCTBA.

[HCTpyMEHTapiil IHTEpHET-MapKETUHTY CJIIJl PO3MIAJATH SIK KPUTHUHO BaXKJIUBY
MiJICUCTEMY 3a0€3MeUeHHs] eKOHOMIYHOT Oe3MeKH MOJIOKOIIEPEPOOHUX IMiAMPUEMCTB.
OOmexxeHl TepMiHM peami3alli MPOAYKIi Ta JUHAMIYHI KOJMBAHHS TOMHUTY
BHMAararoTh BiJI KEpIBHHMIITBA BIIMOBHM BiJ 130JbOBaHMX PEKJIAMHHUX 3axOfiB Ha
KOpUCTh (opMyBaHHs KomruiekcHOi digital-cTparerii. IHTerpailisi aHamITUYHUX,
KOMYHIKAI[IHHUX Ta TpPaHCAKUIMHUX UU(PPOBUX I1HCTPYMEHTIB Yy CHCTEMY
CTPATEriyHOrO YIPAaBIIHHSA JI03BOJSE CTBOPUTH THYYKHA 3axucHUM KOHTYyp. Lle
3a0e3neuye MOXKIMBICTh MPOTHO30BAHOTO pEaryBaHHS Ha 3arpo3u, 30epeKeHHs
PUHKOBUX TMO3HMIIIH, cTaduII3alio (piHAaHCOBUX MOTOKIB.

Nitepartypa
1. JleBunpka 1. MapkeTuHroBi Ta iHHOBAIiliHI YMHHUKH BIUIMBY Ha KOHKYPEHTOCIIPOMOXKHICTh
MITPUEMCTB MOJIOUHOI Tany3i. Modeling the development of the economic systems. 2026. Nel. C.
336-342. URL : https://doi.org/10.31891/mdes/2026-19-42.
2. Augpymkesuu 3., Kizenko C., Auapymko B. Anamnraiiisi MapKeTHHT-JIOTICTUYHOL AISUTBHOCTI
IUCTPUOYIIITHUX MIJMPUEMCTB MOJIOYHOI Taiy3i 10 yMOB LU(POBOi TpaHchopMallii Ta BUKIHUKIB
BoeHHOTO 4acy. Herald of Khmelnytskyi National University. Economic sciences. 2025. No 340(2).
C. 346-352. URL : https://doi.org/10.31891/2307-5740-2025-340-55.
3. SIk 3MIHIOETHCS CTaBJICHHS YKpPAiHIIB O MOJOYHMX MPOAYKTIB: MK TPaJULI€I0, TPEHIAMH Ta
nosipoto. All Retail: BeO-caiit. URL: https://allretail.ua/analytics/80905-yak-zminyuyetsya-
stavlennya-ukrajinciv-do-molochnih-produktiv-mizh-tradiciyeyu-trendami-ta-doviroyu (mara
3BepHeHH:: 22.05.2026).
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MNaHyeHko M.O.

KaHAMAAT EKOHOMIYHUX HAYK, OOLEHT

O0LEeHT Kabeapn MapKEeTUHTy

HauioHanbHW yHiBepcuTeT «OaecbKa NONITEXHIKa»

BM/INB LUTYYHOI O IHTENEKTY HA CYSYACHY MAPKETUHIOBY AHANIITURY

CydacHa mapaaurma ynpapiliHHS MapKeTMHToM 0Oa3yeThcs Ha KoHuemniii data-
driven marketing (MapKeTHHTY, KEpOBAaHOTO JaHHUMHM), sKa Iepeadadyac MPUHHATTS
pillleHb Ha OCHOBI aHaJI3y 00’eKTUBHOI 1H(opMaIlii. B ymMoBax, KOJIu KOXKEH KJIIE€HT
IOJHST TeHepye TirabaiTu iHdopMmarii depe3 cBoi nmudposi ciiam, o0CIATH TaHHUX
CTaJId HACTIIBPKM MAacCIITa0HUMH, M0 iX 00poOKa TpaaUIIMHUMHU CTaTUCTHUYHUMHU
MEeToJaMU cTaja (PI3MYHO HEMOXKJIMBOK Ta €KOHOMIYHO HeNoLiibHOW. Ha 3MiHy
KJIACHYHUM 1HCTPYMEHTAaM MPUXOASATh TEXHOJOrli mTyyHoro iHtenekry (III) Tta
MamrHHOro HaByaHHsA (Machine Learning, ML), ski 3A1HCHIOIOTH PEBOJIIOIIIO Y
M1IX0/1aX 10 MApKETUHTOBO1 aHAMTUKH. LIITydHMI1 1HTENIEKT Y IbOMY KOHTEKCTI CH1J
PO3YMITH HE SIK OKpEMY IpOorpamy, a sIK KOMIUIEKC aJrOpUTMIB 1 OOYHMCIIIOBAIBHUX
CHUCTEeM, 3JaTHUX IMITYBaTH KOTHITHBHI (QYHKII JIIOAWHW: HaBYATHCS Ha
MOTNEPETHHOMY JIOCBI/Il, PO3Mi3HABATH CKJIAJIHI MATepHHU, aHaJI3yBaTH KOHTEKCT Ta
MpuiiMaTy aBTOHOMHI pillIEHHs 200 HaJlaBaTH BUCOKOTOYHI peKoMeHaltii [2].

Baxxnusum acriekrom TpaHchopMalii MapKETUHIOBOI aHAJITUKU MiJ] BIUIMBOM
IITYYHOTO 1HTEJIEKTY € MepexiJi 10 CTpaTerii AuHaMigyHoro miHoyTBopeHHs (Dynamic
Pricing). AnropuTMu MAaIIMHHOTO HaBYaHHS JI03BOJIAIOTH aBTOMAaTHU3yBaTH I
MPOILIEC, IHTETPYIOUM B CHCTEMY LIIHOYTBOPEHHS BEJIMWYE3HY KUIBKICTh 30BHIIIHIX 1
BHYTpIIIHIX ()aKTOPiB: PIBEHb MOTOYHOTO MOIHUTY, I[IHOBY aKTUBHICTb KOHKYPEHTIB,
3QJIMIIKKA Ha CKJIajax, 4ac J100M, CE30HHICTh 1 HaBiTh morojgHi ymoBu. Il 3marHumii
3HAXOJUTH «TOYKY ONTHMAIBHOI I[IHKU» B PEXKUMI peajbHOIro yacy, sika 3abe3mneuye
MaKCHUMaJIbHUI BaJOBHIl MPUOYTOK 3a 30€peKEeHHS KOHKYPEHTOCHPOMOXKHOCTI [3].
binbme Toro, y cdepi mociyr Ta asianepeBe3eHb Il BrnpoBamkye eneMeHTH
1HJMBITyalli30BAHOTO  IIHOYTBOPEHHS, KOJM CHUCTEMa OIIIHIOE TOTOBHICTH
KOHKPETHOTO CErMEeHTa KOPHUCTYBauiB IUJIATHUTH TEBHY I[IHYy Ha OCHOBI I1XHBOTO
MONEePEAHBOTO JTOCBIAY B3aemomii 3 OpeHaoM. Lle cTBOproe€ HOBI MOXKIMBOCTI JJIS
YIOPaBIiHHS JOXO/laMH, [TPOTE CTABUTh MEPE MAPKETUHIOBOIO aHATITUKOIO 3aB/IaHHs
PETENHHOTO MOHITOPUHTY €JIACTUYHOCTI MOMUTY Ta CHPUUHATTS CPABEIMBOCTI 11H
CHOXKHBaYaMH.

He MeHm1 3HauynuM € BHECOK IITYYHOTO 1HTEIEKTY B YIPABIIHHS JOSIbHICTIO
Ta TPOTHO3YBAHHS BIATOKY KIIE€HTIB. Y Cy4YacHId MAapKeTHHIOBIA aHaNITHII
YTPUMaHHS ICHYIOUOTO KJIIEHTAa € EKOHOMIYHO €(QEeKTUBHIIIMM, HDK 3aly4eHHS
HOBOTO, IO pOOUTH NPEIUKTUBHI MOJENl BIATOKY KPUTUYHO BAKJIMBHUMH.
Tpaauiiiina aHaniTuka 3a3Buyail pikcyBasna QakT BIATOKY BXKE MICIs TOTO, K KIIIEHT
MPUIMHAB KOPUCTYBaTHCS mociayramu. HaTomicTe Mopmeni TIMOOKOTO HaBYaHHS
aHATI3yIOTh HESBHI CUTHAJIM y MOBEJIHII KOPUCTYBa4ya: 3HMXKEHHSI YaCTOTH BXOAY B
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J0AATOK, 3MIHY CTPYKTYypH KOIIMKA, 3BEPHEHHS A0 CIYXOU MIATPUMKUA 3 MEBHUM
TOHAJILHUM 3a0apBJICHHIM a00 ITHOPYBaHHS MapKeTUHTOBUX poscuiiok. LI BusBise
11l TAaTepHU 3aJ0BTO JO TOTO, SIK KJIIEHT MPUHME OCTATOYHE PIMICHHS PO TEPeXis 10
KOHKypeHTa. Lle 103Boisie aHamITUYHIN CHCTEMI aBTOMAaTHYHO 1HIIIIOBATH 3aXOAH 3
yTpPUMaHHS: HaNpUKIaa, HaAICIaTH TMEpPCOHATI30BaHy MPOMO3UIIiI0, HagaTh OOHYC
abo 3a0e3neuynTd MPIOPUTETHE OOCTYroByBaHHS. TakuM YHWHOM, MapKETHHIOBa
aHaJIITUKA NEPETBOPIOETHCS 3 1HCTPYMEHTY 3BITHOCTI Ha NPOAKTUBHY CHUCTEMY
yOpaBIIHHS KIIEHTCHKUM KarliTajJoM KOMITaHii.

BripoBaiykeHHSI TEXHOJIOTIHM IITYYHOTO 1HTENEKTY B MAapKETHUHIOBY aHAJITHUKY
€ HE IPOCTO €BOJIOLIMHUM KPOKOM Yy PO3BHUTKY IHCTPYMEHTapil0 MapKeToJiora, a
(byHIaMEHTAIBHOIO 3MIHOIO TapajuIrMH  YIOPABIIHHA PUHKOBOIO  JIISUTBHICTIO
nianpueMctBa. IITydHuM 1HTENIEKT KapAMHAIBHO TpaHC(POpMye aHATIITUYHI MPOIECH:
Bl MPOCTOI PETPOCHEKTUBHOI KOHCTaralii (akTiB CHUCTEMH MEpPeXOoJsiTh M0
MPEAUKTUBHOTO (IIPOTHO3YBAaHHA MalOYTHIX TPEHIB Ta MOBEAIHKH CIIOXKHMBAayiB) Ta
MIPECKPUNITUBHOIO pIBHIB. BHKOpUCTaHHA alropuTMiB MAIIMHHOTO HAaBYaHHSA
J03BOJISIE KOMIIaHIsIM OOpOOJIATA TIraHTChbKI MACHBU HECTPYKTYPOBaHUX JaHUX Y
peXUMI  peanbHOro  4Yacy, peaji3oByBaTM  CTpaTerii  rinepnepcoHanizaiii,
JUHAMIYHOTO LIHOYTBOPEHHS Ta MPOAKTUBHOTO YTPHUMAHHS KIIIEHTIB YEpE3 TOYHE
MIPOTHO3YBaHHA IIOKA3HUKIB BIATOKY. Po3B's3aHHA mnpobieMu OaraToKpOKOBOi
aTpuOyuii 3a nonomororo 111 3a6e3nedye npo3opicTh MapKETUHTOBUX 1HBECTUILIIN Ta
CYTTEBO MIABUILYE MOKa3HUK OKYIMHOCTI BUTpAT Ha pekiamy. BogHouac iHTerparis
IHTEJIEKTYQJIbHUX CHUCTEM CYNPOBOKYETbCS HHU3KOIO BHUKIIMKIB, Cepel SKHX
KJIIOYOBUMHM € TIOJIOJIaHHS PO3PIZHEHOCTI JaHUX, 3a0e3Me4YeHHs MpPO30pOCTi
QITOPUTMIYHHUX PINIEHh Ta CYBOpPE JOTPUMAHHS ETUYHUX HOPM 1 BHUMOT IIOJO
KOH(DieHIIHOCTI TepcoHanbHOoi 1H(opmali kopuctyBauiB [4]. BiTumsnsanuii Ta
CBITOBUH JOCBIJ JOBOJMTH, II0 MapKeTHMHTroBa aHaimiTuka Ha ©Oa3i LI crae
KPUTUYHUM (HaKTOPOM 3a0€3MEUCHHSI KOHKYPEHTOCTIPOMOXKHOCTI 11 O13HECY.

[lepcnekTHBY MOAAIBIIMX JOCHIKEHb BOAYalOThCS Y BHUBYEHHI BIUIMBY
TEHEPATUBHOTO IITYYHOTO IHTENEKTy Ha (QOpMyBaHHS CHHTCTUYHHX JaHUX JUIS
MapKETUHTOBUX JIOCHIIKEHb. TaKoX aKkTyaJlbHUM € po3poOKa aJaliTUBHUX MOJEINEH
[I-anamiTuky  JJIS8  TIANPUEMCTB MaJIor0O Ta CepeAHboro Oi3Hecy, OlliHKa
e(EeKTUBHOCTI BUKOPHUCTAHHS MYJbTUMOJNAJIBHUX HEHpPOMEpEeXX [UIs aHalizy
KJIIEHTCHKOTO JIOCBITY.

Nitepartypa
1. Kotnep @., Kapramxkaiis I'., CerpsiBan . Mapketunr 5.0: TexHosorii HaCTYITHOTO MOKOJMiHHS /
nep. 3 aurit. Kuis : Bunasauurso, 2021. 240 c.
2. Davenport T., Guha A., Grewal D., Bressgott T. How artificial intelligence will change the future
of marketing. Journal of the Academy of Marketing Science. 2020. Vol. 48. P. 24-42.
3. Pemernikosa I. JI. Cy4acHi TenaeHuii aipkuranizanii MapKeTHHTOBOI AisIIBHOCTI MiJIPUEMCTB.
Exonomika ta nepxkasa. 2021. Ne 3. C. 45-50.
4. Huang M.-H., Rust R. T. Artificial Intelligence in Service. Journal of Service Research. 2018.
Vol. 21, Issue 2. P. 155-172.
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MpouyunwiuH HO.T.

KaHAMAAT EKOHOMIYHUX HAYK, AOLEHT

OOLEHT Kabeapn MapPKETUHTY
3axigHOYKPAIHCbKUIA HALiOHAaNbHWUI yHiBEPCUTET

OCOBJ/IUBOCTI MPOCYBAHHSA BPEHAY YEPE3 COLLIA/IbHI MEPEXI B YMOBAX
LLUPPOBOI EKOHOMIKU

VY cyyacHHX yMOBax IHM(PPOBOI €KOHOMIKH COIIaJIbHI MEpeXi CTald OJHUM 13
KJIIOYOBUX 1HCTPYMEHTIB MPOCYBaHHS OpEeHAIB Ta MOOYJAOBH JOBIFOTPUBAIHX
BIJIHOCUH 31 criokuBadamu. CollaibHI MEpexi NMepeTBOPUIMCS 3 IaTGopMm s
CIIJIKYBaHHS Ha TOTYXXHUM 1HCTPYMEHT IPOCYBaHHs OpeHmiB, popMyBaHHS iXHBOI
peryTaliii Ta MIATPUMKH JIOBTOCTPOKOBHUX BIJIHOCHH 31 crnokuBadaMu. ChOromsi
YCHIIIHICT, OpeHAY 3HAYHOI MIPOI0 3aJIeKUTh BIJ MOro 3MaTHOCTI IIBHJIKO
pearyBaTd Ha TMOTpeOM ayauTopii, CTBOPIOBATU PEJICBAHTHUW KOHTEHT 1
3a0e3MeuyBaTi JIBOCTOPOHHIO KOMYHIKaliio. OAHIEI0 3 TOJOBHHUX OCOOJMBOCTEH
IIPOCYBaHHs OpEHly Yepe3 colllaibHI MEpeXi € OpleHTAllisl HA CTBOPEHHS LIIHHOTO Ta
IHTEPaKTUBHOIO KOHTEHTY. CyyacHI KOpHUCTyBaul OYIKYIOTh Bl OpEHJIB HE JIMILE
iH(dopMmanii Opo MNPOAYKIII0, & i KOPHUCHOIO, PO3BAXAIbHOIO a0O0 OCBITHBOI'O
KOHTCHTY.

[Tpuknagom € mixkHapogHuil 6penn «Starbucks», sKkuil aKTHBHO BUKOPUCTOBYE
Instagram [3] 1 TikTok st CTBOpEHHS KOHTEHTY TpPO CTWJIb >KUTTS, 3aTy4YEHHS
KJIIEHTIB JI0 CE30HHUX KaMIIaHIM Ta IMOIIUPEHHS 1CTOPiM CBOiX BiABiAyBauiB. Takuii
niaxig copusie (GOpMyBaHHIO CHUTBHOTH HABKOJO OpEHIy Ta MiABUIICHHIO HOTO
Bmi3HaBaHoCTl. bpenn «Nike» - BUKOPUCTOBYE cOLlialibHI MEPEXi HE JUIIe IS
peKJiaMy TIPONYKIii, a W JUIs MOUIMPEHHS MOTHUBAIIIMHUX 1CTOPI CHOPTCMEHIB,
MPOCYBAaHHs COLIAJBHUX IHIIIATUB Ta (POPMYBaHHS CHUIBHOTH OJHOAYMIIB [2].
Takuii miaxig [103BoJsie OpeHAy MIATPUMYBAaTH BUCOKUW PIBEHb 3aJIy4€HOCTI
ayIUTOPIi Ta 3MILIHIOBATH €MOIIIMHUM 3B’ SA30K 31 CIIO)KMBaYaMH.

Cepen ykpailHChKMX OpEH[IB MOKA30BHM € IMPHUKIIAJ MEpPEXl MYJIbTUMAPKETIB
«ABpopa», sxa aktuBHO BukopuctoBye TikTok, Instagram [4] Ta Facebook s
CTBOPEHHSI PO3BAXAJTBHOTO KOHTEHTY, 3aTy4YCHHs KOPUCTYBadiB JO B3aEMOIIl Ta
nomyisipu3amii OpeHay cepel MOJIOADKHOI ayauTopii. 3aBIsKH BHUKOPHUCTAHHIO
aKTyaJlbHUX TPEHAIB, TYMOpPY Ta BIpYyCHHX (hOpMaTiB KOMIIaHisl CYTTE€BO MIJBUIILYE
BINI3HABAHICTh OpeHAY Ta piBeHb 3allyuyeHHS KopucTyBadiB. «HoBy momrty»
e(eKTUBHO BUKOPUCTOBYE COIAJIbHI MeEpexi s 1HGOPMYBaHHS KJIIEHTIB,
JIEMOHCTpAIlii COIliabHOI BIAMOBINAIBHOCTI Ta MIATPUMKHA 3BOPOTHOTO 3B'S3KY.
Komrmasnist peryisipHO BUCBITIIOE€ BOJOHTEPCHKI 1HIIIATUBU, IHHOBAIIIMHI CEpPBICH Ta
peanbHi iCTOpii KITIEHTIB, M0 TO3WTHBHO BIUIMBAE Ha JOBIpYy 10 OpeHmy [6].
BaxxnuBoro  XapakTEepHCTHKOK  CY4aCHOTO  TPOCYBaHHS €  BHKOPHUCTAHHS
BiieokoHTeHTy. KopoTki Bimeodopmatu B Instagram Reels, TikTok Ta YouTube
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Shorts 3a0e3meuyroTh 3HAYHO BHUIIMI pPIBEHb 3alydyeHHS ayAUTOpPii MOPIBHAHO 3
TpaauLiiHUMU opMaTaMu ITyOITiKaIliil.

«Kachorovskay — ykpaiHcbkuil OpeH]T O[Ty aKTUBHO B3a€MOJIi€ 3 OGiorepamu
Ta KII€EHTaMH, 3a0XOUYyIOYM IX [IJTUTUCS BJIACHUM JOCBIJIOM BHKOPHUCTAHHS
nponykiii. Ile cmpuse migBumeHHI0O a0Bipu a0 OpeHay Ta (HOpMyBaHHIO
MO3UTUBHOTO IMIJIKY CepeJl MOTEHUINHUX CII0KUBAUIB.

[IpocyBanHs OpeHay uepe3 collialbHI Mepexki B yMOBax IU(PPOBOi eKOHOMIKH
XapaKTepU3y€eEThCS OpIEHTAIE0 Ha TOOYIOBY JIOBTOTPUBAJIMX BITHOCHH 31
CIIO’KMBA4YaMH, BUKOPUCTAHHAM IHTEPAKTUBHOTO Ta BIJICOKOHTEHTY,
MepcoHaII3aIE0 KOMYHIKAIN 1 3aJTy9eHHSIM KOPUCTYBayiB JO CTBOPEHHS KOHTEHTY.
[IpakTka yKpaiHCBKMX 1 CBITOBUX OpEHIB JIEMOHCTPYE, LIO CaM€ KOMILJIEKCHE
BUKOPUCTAHHS  MOXJIMBOCTEW  COIllaJIbHUX  MEpEeX JO3BOJISE  IiJIBUIYBATH
BMI3HABAHICTh OpeH/y, 3MIIHIOBATH JIOSUIBHICTh ayJuTopli Ta 3abe3mnedyBaTh
KOHKYPEHTHI TIepeBaru Ha pUHKY.
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NonosuHyeHko A.M.
acnipaHT Kadeapu MapKeTUHTY Ta MiXKHAPOAHOT TOPriBAi
HauioHanbHM yHiBepcuTeT Biopecypcis i NpMpPoA0KOPUCTYBaHHA YKpaiHU

MAPKETUHIOBE YNPAB/TIHHA NOTICTUHMHUMU CUCTEMAMMU NIANPUEMCTB HA
OCHOBI LIUdPOBUX TEXHO/OTIA

3a0e3neyeHHs] KOHKYPEHTOCIIPOMOYKHOCTI arpapHuX MIJIPUEMCTB BUMAarae
1HTerparii MapKeTUHTOBOI Ta JIOTICTUYHOI (PYHKIIN Yy €IMHY CHCTEMY yNpPaBIIHHS, /1€
JIOTICTUKA BHUCTYMA€ HE TMPOCTO TEXHIYHUM TPOIECOM TPAHCIOPTYBaHHS, a
KIIFOYOBUM 1HCTPYMEHTOM BHUKOHAHHS MAapKETHUHIOBUX IOBIJOMJICHb HIOAO SKOCTI,
CBIKOCTI Ta CBOE€YACHOCTI JOCTaBKM NpoAyKuii. TpaauiiiHi iHIAHI JaHIIOTH
MOCTa4YaHHs arponpoAyKuli JEMOHCTPYIOTh BHUCOKY BpAa3JIMBICTh 4Yepe3 KPHUTHYHI
iH(hopMalliiiHl pO3pUBU, PHU3HKM TICYyBaHHS CHPOBMHM Ha CKJIaJax Ta HHU3bKY
IIBUAKICT peakiii Ha KOJIWMBaHHSA puHKoBoro momnuTy. [logomanHs 1ux
JNECTPYKTUBHUX YMHHUKIB MOXJIMBE 3aBASKH LU(PPOBUM TEXHOJIOTISIM, SIKI
TpaHC(OPMYIOTb MApPKETHMHIOBE YNPABIIHHSA JIOTICTHYHMMM CHUCTEMaMH Ha
IOPUHLIMIIAX TPO30POCTI, I1HTENEKTYaJbHOTO MPOTHO3YBAaHHS Ta MAaKCUMAaJbHOI
KJIIEHTOOPIEHTOBAHOCTI B PEKUMI PEATBHOTO Yacy.

[MudpoBi TexHONOTIi CYTTEBO PO3MIKUPIOIOTh MOMJIMBOCTI  yIPaBIIHHS
JOTiICTHYHUMU cucTeMaMu. Bukopucrtanus cucrem ERP, CRM, Texnomoriit Big Data,
TYy4yHOro 1HTeNneKTy, IurepHery pedeil (IoT) Ta XmapHuUX cepBICIB 3a0e3neuye
ONEpaTUBHUNA OOMIH I1H(OpPMALIEID MK YyYaCHUKaMH JIAHLIOTa TMOCTayaHHS Ta
MIJBUILYE SKICTh YOPABIIHCbKUX pimeHb [1; 2, c. 225]. 3aBasku uudpoBuUM
IHCTpYMEHTaM MiJANPUEMCTBA MOXKYTh 31MCHIOBATH MOHITOPUHT PYyXy HPOAYKII B
pPEeXHUMI peaJbHOTO Yacy, IPOrHO3yBAaTH MOMUT, ONITUMI3yBaTl MapIIPyTH MEPEBE3CHb
Ta OUIbII €(QEeKTUBHO YIpaBisATH 3anacamu. OcoOMMBY POJb Yy MapKETUHTOBOMY
YIPABIIIHHI JOTICTUKOIO BIAITPA€E aHANITUKA BEIMKUX JaHUX. AHam3 iH(popmMalii mpo
MOBEAIHKY CIIOKMBAYiB, CE30HHI KOJIMBAaHHS TIOMHUTY, PEriOHajJbHI OCOOJMBOCTI
CHOXXUBAHHS Ta pe3yJbTaTH MPOAaXiB JO3BOJISE MIJBUILIUTH TOYHICTH IJIAHYBaHHS
norictuuHux omnepaniii [3, c¢. 102]. e cnpusiec CKOPOUECHHIO JOTICTUYHUX BUTPAT,
3MEHIIICHHIO BTPAT MPOAYKIIil Ta MiABUIIICHHIO PIBHS 3aJ0BOJICHOCTI CTIOKHBAY1B.

BaxnuBum HampsiMmoM 1u(poBi3ailii JOTICTUYHUX CUCTEM € BUKOPUCTAHHS
TEXHOJIOTIA IITYYHOTO IHTEJEKTy Ta MAIIMHHOTO HaBYaHHA. Taki TEXHOJIOTii
JO3BOJISIIOTh  AaBTOMATH3YBaTH TPOIECH MPOTHO3YBaHHS TOMWTY, IIJIaHYBaHHS
MOCTABOK 1 YIPAaBIiHHS CKIAJACHKUMH 3amacamu. AJTOPUTMHU IITYYHOTO IHTEICKTY
MOXKYTh BUKOPHUCTOBYBATHUCS IS ONITUMI3allii TPaHCIOPTHUX MAPIIPYTiB, IO CHPHSIE
CKOpPOYEHHIO BUTpAT yacy Ta pecypciB [1]. [lepCreKTUBHUMHU TaKOX € TEXHOJOTIi
OJIOKYEliH, AK1 3a0€3MeUyI0Th MTPO30PICTh 1 MPOCTEKYBAHICTh PYXy arponpoA0BOIBIO]
MPOJYKII MO BChOMY JoricTuuHoMy JjaHmiory [3, c. 101]. Ile axrtyanbHO st
MIIIPUEMCTB, SIKI MPAIIOIOTh HA MIXKHAPOJIHUX PUHKAX Ta MOBUHHI MIATBEPIKYBaTH
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npoAyKTiB. Bukopucranus mudppoBUX CHUCTEM MPOCTEKYBAHOCTI MiJBUIIYE PiBEHb
JOBIpY CIOKUBAYIB Ta CIIPUSIE 3MIITHEHHIO PUHKOBHUX MO3MIIIH MiIMPUEMCTB.

Oxpemoi yBarum 3aciyroBye BUKOpHCTaHHS ImdpoBux BiHuKIB (Digital
Twins) y JOTICTUYHHUX CHCTEMax arpompoAOBONBUMX MiAIpueMcTB. Lludposuit
IABIMHUK SIBISIE COOOI0 BIPTyalbHY MOJIENb JIOTICTHUHOI MEpexi, sfika BimoOpaxkae
pealibHI TPOIECH TOCTa4yaHHs, TPAHCIOPTYBaHHS, 30epiraHHd Ta peani3amii
npoaykiii [4]. 3aBasKy Takiid TEXHOJOTII MANPUEMCTBA MOXKYTh MOJIEIIOBAaTH Pi3HI
creHapii (PyHKIIIOHYBaHHSI JIOTICTUYHHUX JIAHITIOTIB, OI[IHIOBATH MOXJIMBI PU3UKHU Ta
puHAMaTH OUTBIIT OOTPYHTOBAHI YIPABIIHCHK] PIIIICHHS.

Baromum HanpsmoM I1U@poBi3alii € TakoX PO3BUTOK MapKETHHTOBUX
KOMYHIKaliil y jmorictuuHux cucremax. CydacHi mu@posi miaThopMu J03BOJISIOTH
3abe3reuyBaTi Mpo3opuil 1H(POpMAIIHUK CYynpOBI MPOAYKIII Ha BCIX eTamax ii
pyXy BII BHUPOOHMKAa JO KIHIEBOro crnoxuBada. Bukopucranas QR-konis,
MOOUIBHMX JIOAATKIB Ta LHU(PPOBUX CEPBICIB MPOCTEKYBAHOCTI A€ MOKIUBICTD
CHOKMBa4aM OTPUMYBATH 1H(QOPMALII MpO MNOXOMKEHHS MPOAYKIi, YMOBHU ii
BUPOOHMIITBA Ta JIOTICTUYHUIN MapuipyT. Lle miaBumlye piBeHb 10BIpU A0 OpeHIy Ta
cupusie pOpMyBaHHIO JOBIOCTPOKOBHUX BIIHOCHH 13 KiieHTamMH. KpiM Toro, uudposi
TEXHOJIOT1i CTBOPIOIOTH NEPEAYMOBHU ISl 1HTErpauli MapKETUHTOBHUX 1 JOTICTUYHUX
GyHKUIA Yy €IUHY CHCTEMY YIpaBIiHHSA MIANPUEMCTBOM. lloemHaHHA OaHUX PO
CHOYKMBYMM MOMUT 13 MOKAa3HUKAMH JIOTICTUYHOI AISUIBHOCTI JJO3BOJISIE ONEPATUBHO
aJanTyBaTH JIAHLIOTH TOCTA4aHHS 10 3MiH PUHKOBOI KOH IOHKTYpH, II1JABUIILYBaTH
piBEHb CepBICY Ta 3a0e3leuyBaTH BUKOHAHHS 3asBICHUX XapaKTEPUCTUK MPOAYKLIT
II0J10 SIKOCT1, CBIXKOCTI Ta CBOEYACHOCTI IOCTaBKU. Y PE3yJIbTaTi JIOTICTUYHA CUCTEMA
CTa€ HE JIMIIE EJIEMEHTOM OMepaIiitHol AISIIBHOCTI MIAMPUEMCTBA, a ¥ BaXKJIMBUM
THCTPYMEHTOM peatizallii Horo MapKeTHHTOBOI CTpaTerii.

[upposi TexHoMOriT (QOPMYIOTH HOBI MOXIIMBOCTI AJIE MapKETUHTOBOTO
YIpaBliHHA JIOTICTHYHMMH CHCTEMAaMH  arpoIpOoOBONBUMX —MiANPUEMCTB. IX
BUKOPDUCTaHHS CIpUSA€ TMIJBUILICHHIO €()EKTUBHOCTI JIOTICTUYHUX MPOLECIB,
MOKPAIICHHIO SIKOCTI  OOCIYyroBYBaHHsSI CIOXKMBaYiB, ONTUMI3allli BUTpAT Ta
3MIITHEHHIO KOHKYPEHTHHUX TepeBar MmiJnprueMCTB.
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MAPKETUHIOBE 3ABE3MNEYEHHA PO3BUTKY AJIbTEPHATUBHOI EHEPTETUKU B
YKPAIHI: MOXX/IUBOCTI ULUPPOBUX TEXHO/OTIN

CyuacHuil cTaH €HEPreTUYHOIO CEKTOpY YKpaiHM BUMarae paJukaibHOI 3MiHU
— Tepexomy BiJ IEHTPali30BaHOI MOAENl 10 JELEHTPaTi30BaHOi, THYYKOI
€KOCHCTEMH, 10 0a3yeThCsl Ha BigHOBIIOBaHUX JKepenax eHeprii (BJIE). Po3sutox
aJBTEPHATUBHOI EHEPIreTHUKU B YKpaiHl Ha Cy4acHOMY €Tarll € He TMPOCTO €JIEMEHTOM
100aNbHOTO  EKOJIOTTYHOTO «3€JIEHOTO TMEepPexXoay», a KPUTUYHUM Oe3MEeKOBUM
IMIIEpaTUBOM, W10 3a0e3leuy€e EHEepPreTMYHy aBTOHOMIKO TpoMajJ Ta CTIMKICTh
HalloHaJIbHOI 1H(ppacTpykTypu. [IpoTe MacmTabHe 3aly4eHHs IHBECTHUIIA Ta MacoBa
nuQy3is TEXHOJOTNA aJbTEePHATUBHOI EHEPIETUKH SIK HA PI1BHI BEJIMKOTO O13HECY, TaK 1
Ha PpIBHI MNPUBAaTHUX JOMOTOCHIOAAPCTB, CTPUMYIOTbCSI BHCOKOI BapTICTIO
KalliTaJIbHUX 1HBECTHUIIM, TpPUBAIUMHU TEpPMIHAMH OKYIHOCTI Ta CKJAJHICTIO
CIIPUHHATTS 1HHOBAIlIMHUX TEXHOJIOT1H KIHIIEBUMH CHOKHMBadyaMu. BuHukae morpeda
y po3poOIli MapKeTHHTOBOIO 3a0e3MeueHHs, J¢ HU(PPOBl TEXHOJOTIi BHUCTYNAIOTh
0a30BUM 1HCTPYMEHTOM TMOJOJNAHHS 1H(pOpMaLIMHUX Oap’epiB, CTUMYIIOBaHHS
MOMUTY Ta CTBOPEHHS TMPO30PUX MEXaHI3MIB B3a€MOJli MDK BUPOOHUKAMHU
IHHOBALIMHOTO O0JIaJHAHHA Ta KIHIIEBUMU KOPUCTYyBadyaMHU.

Cneundika MapKETUHIOBOrO 3a0e3mneyeHHss y cdepl  albTepHaTHBHOL
EHEPreTUKH TOJIATAE € B TOMY, 1[0 CIIOXKMBAU KYIye HE MPOCTO (i3UIHHUI MPOAYKT
(COHsUHY MaHeNb), 8 KOMIUIEKCHE JOBITOCTPOKOBE PIIIEHHS, 10 Nependadae «BUTpaTU
CHOTOJIHI 3apaJid €KOHOMIi Ta aBTOHOMIi y MalOyTHROMY». Lle 00ymMOBIIIOE BUCOKUI
pIBEHb PHU3UKY [UIsl KII€HTa, JJI1 3HWKEHHA SKOro NOTpiOHI iH(opMaliifHa
MIATPUMKA, MPOCBITHUIIBKA ISUIBHICTh, KOMYHIKAI[IHI KaMIlaHli, COpsIMOBaHI Ha
(dhopMyBaHHS JIOBIpH Ta ITiABUIIIEHHS PiBHS 0013HAHOCTI HaceleHHs [1].

[lepcnexTuBHUM HampsMoM U(poBizallii chepu albTepPHATUBHOI CHEPTreTUKH
€ BUKOPUCTAaHHS TEXHOJIOTIM MPOCTOPOBUX  OOYHUCICHBb, SKI  TOETHYIOTh
TeONpPOCTOPOB] JaHi, IITYYHUN 1HTEJIEKT, TOTIOBHEHY Ta BIPTyaJIbHY PEAIbHICTH IS
aHamizy 1 Bi3yamizamii 00’€KTIB y pealbHOMY cepemoBumi [2, c. 236-237].
3acTocyBaHHA TaKMX TEXHOJOTIA J03BOJISIE 3AIMCHIOBATH KOMIUICKCHY OIIHKY
TEPUTOPIA ISl PO3MIIICHHS COHSIYHHUX 1 BITPOBUX EJEKTPOCTaHLIM, MPOEKTYBaTH
MaiiOyTHIO COHSIYHY YM TEIJIOBY CTaHI[I0 Oe3mocepeaHbO Ha JaX YW TEPUTOPIIO
KOHKPETHOTO OYJIMHKY, MOJENIOBaTH €(PEKTUBHICTh EHEPreTUYHHUX MPOEKTIB,
MPOTHO3YBAaTH BUPOOHHIITBO EHEPrii Ta ONTHMI3yBaTH BUKOPUCTAHHS MPUPOIHHUX
pecypciB. IIpocTopoBi 0OUYUCIEHHST MOXYTh BHKOPHUCTOBYBATHCS JJII MOHITOPHHTY
CTaHy €HEpPreTUYHOI IHPPACTPYKTYPU B PEKUMI PEaTbHOTO Hacy, JJs Bizyaizalii
€HEPreTUYHUX MPOEKTIB, MIABUIIEHHS SIKOCTI YINPaBIIHCHKUX PIIIEHb Ta 3HUKEHHS
PHU3UKIB.
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CrpareriyHuM  HampsMOM  PO3BUTKY  MapKETHHTOBOTrO  3a0e3meuyeHHs
aIIbTEPHATUBHOI €HEPTETUKHU € CTBOPEHHS IU(POBUX TIATHOPM ISl CHEPreTHUHUX
rpomMaa Ta BOpoBapKeHHA Mojem «P2P-3aemopii» Mk ydyacCHUKaMU PHUHKY.
Buxopuctanas TeXHOJOTIH OJOKYEHH 1 CMapT-KOHTPAKTIB J03BOJIsE€ (OpMyBaTH
JIOKaIbHI U(PPOBI PUHKYU, HA SKUX BIACHUKH 00’ €KTIB BIJIHOBIIOBAHOI €HEPTETUKH
MOXYTh  3IHCHIOBaTH TMpsSMUN OOMIH  eHeprielo (HampuKiIan, MpHUBaTHI
rOCI0/IapCTBa, 110 MAlOTh HAJUIMIIKOBY M€HEPALII0 Bl COHSYHUX MaHeNeH, MOXYTh
HampsMy IpoJaBaTu eHeprioo) [3]. ¥V Takux ymMoBaX MAapKETUHI OPIEHTYETHCS HE
JMIIE€ HAa NPOCYBAHHS EHEPreTMUHUX NPOAYKTIB, a W Ha PO3BUTOK LHUPPOBUX
CHUIBHOT, 3HA4YHE MIJBUIICHHS 3aJy4€HOCTI Ta MOMYJSAPHU3aLil0  CTaJIoro
€HEpProCIOKUBAHHS.

BaxnuBUM 1HCTPYMEHTOM TaKOK € BIPOBADKEHHS LU(PPOBUX pILIEHb IS
ESG-no3unionyBannsa nmianpueMmcTB [4]. s Oi3HeCy BaXXIMBUM € JOKYMEHTAJIbHE
MIATBEPKCHHS] BUKOPUCTaHHS BIJHOBIIOBAHOI eHeprii. LludgpoBl MapKeTHHIOBI
maTGOpMH, 1HTErpOBaHl 3 OJOKYEHH-peecTpaMu TrapaHTId MOXOJKEHHS EHEprii,
J03BOJISIIOTh KOMIIAHIsIM aBTOMAaTUYHO T'€HEpYBaTH AUHAMIYHI €KOJIOT1YHI MacnopTu
1UTst ToBapiB. MoOKHA pO3MIIyBaTH HA CalTax Ta yIMaKOBKax MPOIYKIIi IHTEPaKTHUBHI
QR-xomu, siki AeMOHCTPYIOTh KiieHTaM y €C TOYHMM BIJCOTOK YUCTHUX JIKEpEN
€Heprii, BAKOPUCTaHUX MiJ 4ac BUPOOHHUIITBA KOHKPETHOTO ToBapy. lle cnpusarume
3MIIIHEHHIO KOHKYPEHTHHMX TO3MILIM YKpaiHChKUX MiJMPUEMCTB, 3MEHIIYBaTHUME
PUBHUKHU «TPIHBOIIMHTY», MiJBUIIyBaTUME JIOBIpPY CIOXKMBadiB Ta 1HBECTOPIB, Ta
3a0e3neuyBaTu e(PeKTUBHICTH MPOCYBAHHS €KOJIOTIYHO BiAMOBIIaTLHUX OpEH/IIB.

Moskna 3poOUTH BHUCHOBKHM, II0 IU(POBI TEXHOJOTT (POPMYIOTH HOBI
MO>KJIMBOCTI JIJIsl PO3BUTKY aJIbTEPHATUBHOI €HEPreTUKHU, CIIPUSIOUYH BIOCKOHAIEHHIO
MapKETUHTOBUX 1HCTPYMEHTIB, MiJIBUILICHHIO 1HBECTUIIHHOT TPUBAOIMBOCTI raity3i Ta
PO3IIMPEHHIO BUKOPUCTAHHS BIJHOBIIOBAHMX JKepen eHeprii. BoHu mn03BoMsOTH
MEPETBOPUTHU CKJIA/IHI, KaMTAIOMICTKI TEXHOJOTIYHI PILIEHHS Ha MPO30p1, €MOLIIHO
MPUBAOJIMBI Ta €KOHOMIYHO 3pO3yMUIl CHOKHUBYI MPOAYKTH, a TAKOXK 3a0€3MeUYUTH
JOBTOCTPOKOBY  KOHKYPEHTOCIIPOMOXXHICTh ~ yYKpaiHCBKOi ~ €HeprocucTeMu  Ta
€HEPreTUYHY HE3aJEeKHICTh Y TJI00AIbHOMY LIU(PPOBOMY IIPOCTOPI.
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MpuHbko A.T.
acnipaHT Kadeapun MapKeTUHry
CYMCbKNI feprKaBHUN YHIBEPCUTET

NOAO/TIAHHA NPOTA/INH Y NPABO3ACTOCYBAHHI TA OBI3HAHOCTI
CTEMKXONAEPIB XAPYOBOIO PUHKY YKPATHU B KOHTEKCTI EBPOIHTEMPALLIT

Axmyanvuicmo O0ocnioxcenns. Y TIpollecl BUKOHAHHS 3aBJaHb €BPOMEHCHKOL
iHTerpamii  YkpaiHa CTHKAa€Thcsl 3 HEOOXIMHICTIO HE JWINE TapMOHi3allii
3akoHO/MaBcTBa 3 acquis €C, ame ¥ 3a0e3medeHHs MOro  HAJEXKHOTO
npaBo3acTocyBaHHA. OAHIEIO 3 HAWOUIBII CKIATHUX cep 3aTUIIaeTbCsl XapuoOBHid
PHUHOK, Jie TIOpAJ 13 MUTAaHHAMU O€3MEYHOCTI MPOAYKIIII JAeqani OUTbIIOro 3HAYeHHS
Ha0yBalOTh 3aXUCT IPaB CIIOXKUBauiB, 3all00IraHHS HETOOPOCOBICHUM KOMEPLIMHUM
MpaKkTUKaM Ta PO3BUTOK BIAMOBIIAILHOTO MapKeTUHTY. OcOOIMBOI aKTyaabHOCTI I
MUTaHHA Ha0yBalOTh y KOHTEKCTI BUKOHAHHS pekoMeHali €sponericbkoi Komicii 3a
pe3yabTaTaMi CKPHUHIHTY 3aKOHOAABCTBA YKpaiHU 3a po3auioM 12 «be3nedHicTh
Xap4OBHX MPOIYKTIB, BETEPUHAPHA Ta (DITOCAHITApHA MOITITUKA.

Mema  Oocnioscennss Tonsirae B OOIPYHTYBaHHI  pOJIl  MEXaHI3MIB
CHIBPETYJIOBaHHS Ta CAMOPETYIIOBAHHS Y TOJI0JIAHHI MTPOTAJIMH MPaBO3acTOCYBaHHS
Ta MiJIBUIIEHHI 0013HAHOCT1 KJIIIOYOBHUX CTEHKXOJEPIB XapuOBOTO PUHKY YKpaiHU B
MpoIieci IMIUIEMEHTaIlil cTaHaapTiB €Bponelicbkoro Coro3y.

Hayxosa Hosu3na nionsarae y po3misifii CIIBPETYIIOBaHHS Ta CaMOPETYTIOBaHHS
HE JIMIIE SK IHCTPYMEHTIB Tally3€BOrO YIPABIIHHS, a SIK CKJIAJOBHX MEXaHI3MY
BUKOHAHHS €BPOIHTETpalliiHUX 3000B’s3aHb VYKpaiHu y cdepi 3axucty IMpas
CIOKMBayviB, TOOPOCOBICHOT KOHKYPEHIIIi Ta BIANOBIAAIIBHOIO MAPKETUHTY XapYOBHX
MPOJYKTIB.

€Bpomneiickka 1HTErpamiss YKpaiHu rmnependadae KOMIUIEKCHE HaOIMKEeHHS
HaIllOHAJPHOI CHUCTEMHU PETYIIOBaHHS J0 CTaHAApTIB Ta BUMOr €BPOMEHCHKOTO
Corosy. OnHi€ero 3 KIFOYOBHX c(ep Takoro HaOIMKEHHS € 3a0e3MeueHHs Oe3MeUHOCTI
Xap4OBUX MPOAYKTIB, 3aXMCTy TIpaB CIOXKHBA4iB, JTOOPOCOBICHOI KOHKYpEHIIi Ta
BIPOBAKCHHSI BIJIMOBITAIBHUX MAapKETUHIOBUX MPaKTHK. BogHouac mocBia aepikaB-
yieHiB €C CBITYUTH, 10 €(HEKTUBHICTh €BPOMEHCHKOTO PETYIIIOBAHHS BU3HAYAETHCS
HE JIMIIIE PIBHEM TapMOHI3allli 3aKOHOJABCTBA, a M SKICTIO HOro MNPaKTUYHOTO
3aCTOCYBaHHS, PIBHEM 0013HAHOCTI YYAaCHUKIB PUHKY Ta COPMOBAHOIO KYJIBTYpPOIO
NOTpUMaHHsA npasui [ 1; 4].

[lin yac mpoBeAeHHS CKPUHIHTY 3aKOHOAABCTBA YKpAiHUW 3a IMEPErOBOPHUM
po3auioM 12 «be3neyHicTh Xap4yoBHX MPOAYKTIB, BETEpUHApHA Ta (iTOcaHITapHA
MONIITUKa» OcOoONMBa yBara MPUAUIIIACS HE JIMIIE CTYNEHI0 BiJMOBIAHOCTI
YKpalHCBKOTO 3aKOHOJaBCTBa HopMaMm €Bpomneiicbkoro Coro3y, a W NUTAHHAM 1X
nmpakTU4YHOi  iMIIeMeHTallli. €Bpomeiicbka Kowmicis  TpamuiiiHO  po3misaace
MPaBO3aCTOCYBAHHS K OJHUH 13 KIIOYOBHX KPHUTEPIiB OIIHKH TOTOBHOCTI JEpKaB-
KaHauaaTiB 1o udieHctBa. Came ToMy Il YKpaiHU BaXKJIMBHM 3aBIaHHSIM CTae
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CTBOpPEHHS JII€BUX MEXaHI3MIB 3a0€3ME€YeHHs BHKOHAHHS 3aKOHOJABCTBA, 30KpeMa
yepe3 MiJABHUILIEHHS pIBHSA OOI3HAHOCTI Oi3HECY, PO3BUTOK CAMOPETYJIIOBAaHHS Ta
3aITy9eHHS TPOMAJISTHCHKOTO CYCHIJIBCTBA JI0 MPOIECIB IMIUIEMEHTAIlli €EBPOIICHCHKUX
HODM [5].

Oco0nMBO aKTyallbHOIO IIsI TpoOiieMa € Il Xap4yoBOTO pPHHKY, SIKUH
Oe3nocepeHbO BIUIMBAE Ha 3/I0POB’Sl HACETIEHHS Ta A0OpoOyT criokuBauiB. Y cdepi
BUPOOHUIITBA, MPOCYBaHHS Ta peaji3ailii Xap4yoBUX MPOIYKTIB BHUHUKAE 3HAUYHA
KUIBKICTh PU3HUKIB, TOB’A3aHUX 13 HEIOOPOCOBICHUMHU KOMEPIIHHUMH MPAKTUKAMH,
HEHAJICKHUM 1H(POPMYBaHHSM CIIOKMBa4iB ab0 BUKOPUCTAHHSIM MAapKETUHIOBHUX
H1AXOA1B, 10 MOXKYTh BBOAUTU B oMaHy. Oco0uBe 3aHETIOKOEHHS B €BpONENCHKOMY
Coro31 BUKJIMKA€ MapKETUHT XapyoBUX IMPOIYKTIB, OpPIEHTOBAaHUN Ha MdITeH Ta
HIJJTITKIB, OCKUIBKM caMe I KaTeropiss HaceJIeHHS € HaWOLIbIl Bpa3IMBOIO 0
BIUTMBY PEKJIaMH Ta MapKETUHTOBUX KOMYHIKaiii [§; 9].

VY kpainax €C nuTaHHSA BIANOBIAAIBHOTO MApKETHHIY Xap4YOBUX MHPOAYKTIB
PETYIIOIOTBCA  KOMILJIEKCOM 3aKOHOAABUMX Ta CaMOPETYISUIMHUX MEXaHI3MIB.
BaxxnuBy poiib BIIITparOTh MOJOXKEHHS J{MPEKTUBHU MPO HEJOOPOCOBICHI KOMEPLIHHI
npaktuku (UCPD), JlupexktuBu mnpo ayaioBizyasibHi Memianociayru (AVMSD), a
TakoX  JOOpOBUIBHI ~ Tally3eBl  IHIIIaTUBU, CHOPSIMOBAHI HAa  OOMEXEHHS
MapKeTUHIOBOro BIuMBYy Ha nited [1; 2]. Takuil miaxig mNoenHye Aep:KaBHE
PETYIIOBaHHS 3 MEXaHI3MaMHU CaMOPETYIIIOBaHHS Ta CHIBPETYIIOBaHHS, IO J03BOJISIE
3a0e3mneuyBaT BUCOKUN PIBEHb 3aXHUCTY CIIOKUBA4YiB 0€3 CTBOPEHHS HAJIMIPHOTO
aaMIHICTPAaTUBHOTO HaBaHTakeHHs Ha Oi3Hec. JlocBim €C cBIIUUTH, 110
CaMOPETYJIAIIMHI MEXaHI3MHU € HaWOUIbI €(PeKTUBHUMU TOJ1, KOJIU MiATPUMYIOTHCS
JepKaBHUMHU TOJITUKAMH Ta CYHPOBOIXKYIOTbCS CHCTEMHOIO MPOCBITHUIIBKOIO
TISUTBHICTIO [6; 7].

Baxuuse micuie y cydacHit nomituii €C nocigae crpareris Farm to Fork, sika
€ CKJIaIoBOIO EBpONEHCHKOr0 3eleHOro Kypcy. Bona mnepenbadae ¢opMyBaHHS
3JI0POBUX XapUOBHMX CEPEIOBUIIL, MiABUIIEHHS MOIHPOPMOBAHOCTI CIOXKMBAYIB 1010
Xap4yyBaHHS Ta CTUMYJIIOBAHHS BiANOBIIAJIbHOT MOBEIIHKM BUPOOHUKIB 1 PUTEMIIEPIB
[3]. ¥V 1bOMY KOHTEKCTI MApKETHHIOBI KOMYHIKalli PO3MISAAIOTBCS SIK OIUH 13
YUHHUKIB, 1110 BIUIMBAIOTh HA CIIOKUBYMI BUOIpP Ta TPOMAJICHKE 3710POB 4.

[IpotsiroM ocTaHHIX POKIB YKpaiHa 3A1MCHWIA HU3KY BaXXJIMBUX KPOKIB Yy
HampsiMi HAOJMMKEHHSI 70 €BPOMEMChKUX CTaHAapTiB. Bylo BIpoBamkKeHO BUMOTHU
II0JI0 MApKyBaHHSI XapyOBUX IMPOJYKTIB, MOCUJICHO JIEPKABHUM KOHTPOJIbL y cdepi
0€3MeYHOCTI Xap4OBUX MPOAYKTIB, BCTAHOBICHO OOMEXEHHS I0JI0 BUKOPUCTAHHS
TPAHCKUPHHUX KHCIOT Ta TIAPOTEHI30BAaHUX JKHUPIB, YAOCKOHAJIICHO CHUCTEMY
KOHTpOJIIO omepatopiB puHKy Ha ocHoBl npunnumniB HACCP. Bomgnouac anamis
NpakTUKU (DYHKI[IOHYBaHHS PUHKY CBIJYHUTH, L0 HAsBHICTh 3aKOHOAABYUX HOPM
cama 1o co01 He TapaHTye X €e()eKTUBHOTO BUKOHAHHS.

OnHi€l0 3 NPUYMH 3AIMIIAETHCA HEIOCTaTHIM pPiBEHb MOIH(YOPMOBAHOCTI
O13HeCy 1100 €BPOINEUCHKUX MIIXOIB JI0 3aXUCTY MIPaB CIIOKUBAYiB Ta PEryIIOBaHHS
MapKETUHTOBOI  AisUIbHOCTI. OcCOOJIMBO 1€ CTOCYEThCS MalMX 1 CEepeaHiX
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MiANPUEMCTB, AKI 4aCTO HE MAlOTh JOCTATHIX PECYPCIB JJS BIACTEKEHHS 3MiH Y
PETYASTOPHOMY CEpEeZOBHILI. Y pPe3ylbTaTi YacTUHA MOPYLICHh BUHUKAE HE Yepes
CBIJJOME HEXTYyBaHHS 3aKOHOJABCTBOM, a 4Yepe3 BIACYTHICTh HAJECKHUX 3HaHb Ta
MPAKTUYHUX PEKOMEHAALIN MO0 MOro 3aCTOCYBaHHS. Y TaKUX yMOBax OCOOIHBOTO
3Ha4eHHS HaOyBalOTh OCBITHI Ta MPOCBITHUIIBKI 3aX0H, CIIPSIMOBaHI Ha (pOPMYBaHHS
KYJBTYpPH BiJINIOBIIAILHOTO BEJACHHS O13HECY.

BaxyimBy poiap y 1bOMY TIpoIeCi MOXKYTh BifirpaBaTH 1HCTUTYTH
I'POMAJITHCHKOTO CYCIUJIbCTBA Ta nMpodeciiiii 00’ eqHaHHsA. BoHu 31aTHI 3a0e3neunTH
e(eKTUBHY KOMYHIKaIlII0 MK JIepKaBorO Ta 013HECOM, CIPUSTH MOITUPEHHIO KpaIIuX
IIPAKTUK 1 CTBOPIOBATA MalAaH4YMKU NSl ipodeciitHoro mianory. [lpukianom Takoro
X0y € MISIIbHICTh YKpPaiHCHKOI acolfiallii MApKeTUHTY, sIKa peali3ye 1HIIIaTUBU 3
ajanTtaiii €BPONMEUCHKUX TIAXOMIB JI0 PETYJIIOBaHHS MAapKETHHTY Xap4yOBHX
MPOAYKTIB Ta 3aXWCTy MAITE€H Bl BIUIMBY pPEKJIAMU HE3I0poBOi k1. Peamizais
BIIMOBITHUX TPOEKTIB JO3BOJISIE TOEJHATH 1HTEPECH JepkKaBH, OI3HECy Ta
CYCIUJIbCTBA HABKOJIO CIUIBHOI MeTH — (OpMyBaHHS BIANOBIAAJIBHOIO Ta
KOHKYPEHTOCITPOMOYKHOTO PHHKY.

CyTTeBOIO MEpeBarold TAKUX IHIMIATHUB € iX NpeBEeHTUBHUN Xapakrep. Ha
BIZIMIHY BIJI BHKJIIOYHO KapajdbHUX MEXaHI3MIB JIEPKABHOTO  KOHTPOIIIO,
MIPOCBITHULIBKI MTPOTPaMHU Ta MEXaHI3MH CAMOPETYIIOBAaHHS JI03BOJISIOTH 3am00iraTu
NOPYLIEHHSAM 1€ 10 1X BUHUKHEHHS. lle MOBHICTIO BIANOBIJIA€ Cy4acHUM MiIX0O/1aM
€pponericbkoro Coro3y, sIKI OpI€EHTOBaHI Ha MIJABUIICHHS PIBHA J0OPOBUIBHOI
BIJMOBIAHOCTI BHUMOTaM 3aKOHOAABCTBA Ta PO3BUTOK KYyJAbTYpU JOOpPOYECHOT
MOBEIIHKU Ha PUHKY [4].

JlomaTkoBOTO 3Ha4eHHST HAOyBa€ CHIBIIpaIlsd 3 M>KHAPOJHUMHU OpTraHi3aIlisiMy Ta
€BPOINEUCHKUMU NPOdEeCIiiHUMHU 00’ €THAHHSIMU. BUKOpPHCTaHHS HamNpalroBaHb
€Bponeiicbkoro anbsHCy 31 cranaaptiB pexiamu (EASA) ta CsiToBoi (eneparii
pexinamonaniiiB (WFA) cTBoproe MOXIUBOCTI i afanTaiii B YkpaiHi €(heKTUBHUX
MOJIENIel CaMOpETYIIOBaHHS, SIKI BXKE JOBEJIM CBOIO PE3YyJIbTAaTUBHICTH y KpaiHax €C.
30KkpeMa, MEPCHEeKTUBHUM HAMNpsIMOM € BIIPOBAXKEHHS KOJEKCIB BIiJIMOBIAAJIBHOTO
pEeKJIaMyBaHHs XapyOBUX MPOAYKTIB JJIA AIT€H Ta MIJNITKIB 1 HOMKUPEHHS MPUHLHUITIB
EU Pledge cepen ykpaiHCbKUX BUPOOHHUKIB Xap4yoOBOi MPOAYKIi [6; 7].

Bucnosxu. llomomanHs mporajivH y NpaBO3acTOCYBaHHI Ta 0O013HAHOCTI
CTEMKXOJZEPIB XapuOBOTO PUHKY € BaXKJIMBOIO MEPEIYMOBOIO YCIIITHOTO BUKOHAHHS
VYkpainoro 3000B’s3aHb Yy MeXaxX MEPEroBOPHOro mpolecy momo Bcrymy g0 €C.
Hocein kpain €spomneiickkoro Cor3y CBIIUNTH, 1O €(EKTUBHE TOE€THAHHS
JepKABHOTO DETYIIOBaHHS, CIIIBPETryJIIOBaHHA Ta CAaMOPETYJIIOBAaHHS J103BOJISIE
JocsTaTd  BUCOKOTO  PIBHS  3aXWCTy TMpaB CIOXKWBA4YIB mpu  30epekeHHI
KOHKYPEHTOCITPOMOXKHOCT1  Oi3Hecy. Yd4acTh mpodeciiHUX acoIfiaiiid, OCBITHIX
YCTaHOB Ta I'POMAJITHCHKOTO CYCIUJIBCTBA Y (POPMYBaHHI KYJbTYpPH BIAMOBIIATBHOTO
MapKETUHTY CTBOPIOE JIOJATKOBI MOXJIMBOCTI IS MPEBEHIlll MOpyLIeHb 1
M1JIBUIIICHHS PiBHS JOOPOBUIBHOI BIAMOBIIHOCTI BUMoram acquis €C.
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OTxe, pO3BUTOK MEXaHI3MiB CHIBPETYITIOBAaHHS HAa XapuOBOMY PHUHKY MOXKE
pO3MIAATHCS K OAMH 13 MPAKTUYHUX 1HCTPYMEHTIB peati3allii €éBpoiHTerpariitHoi
NONMITUKKM YKpaiHM Ta 3a0e3MedyeHHs CTajoro HaOMMKEeHHA JO CTaHAapTiB
E€poneiicekoro Corozy.
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Paitko A.B.

[OKTOP EKOHOMIYHUMX HayK, Nnpodecop
3aBiflyBayKa Kadeapun MapKeTUHTY
HauioHanbHWUI TEXHIYHMI YHIBEPCUTET «XapPKiBCbKUIM NONITEXHIYHUIA IHCTUTYT»

LUOPOBI KOMYHIKALIT AK IHCTPYMEHT PO3BUTKY MAPKETUHIOBOI
DIANbHOCTI OPTAHI3ALLIA

[MudppoBi KOMyHIKaIii B CHUCTEMI MapKETHHTY € CYKYIHICTIO KaHaliB,
TEXHOJIOT1M Ta IHCTPYMEHTIB B3a€MOJIii OpraHizailii 31 cnokuBauaMu B HU(POBOMY
CEpEeIOBHIII, 10 3a0€3MeUyI0Th IBOCTOPOHHIN, IHTEPAKTUBHUI Ta MEPCOHATI30BaHUN
o6MiH iHdopMariero. IX cyTHicTh monsrae y GopMyBaHHI KOMYHIiKalliiiHOro 3B’A3Ky
MIK OpEHJIOM 1 IIITLOBOIO ayJIUTOPIEI0 Uepe3 OHNaH-TIIIaTHOPMU, COLIATIbHI MEPEXI,
MOIIYKOBI CHCTEMH, email-po3cuinku, MoOUTbHI Joaatk [1, c. 1435].

[MuppoBl KOMyHIKalii BiAIrPalOTh KIIOYOBY POJb Yy TpaHcpopMmalii
MapKEeTUHTOBOI AISUTbHOCTI OpraHi3alliii B yMOBaX HHU(PPOBOI €KOHOMIKH, OCKIIBKU
3MIHIOIOTh CaMy JIOTIKY B3a€MOAIl 3 PHUHKOM - BiJ] MacoBOI'O OJHOCTOPOHHBOTO
iH(hOpMYBaHHS J0 MEPCOHAIII30BAHOTO, IHTEPAKTUBHOTO Ta O€3MEPEPBHOIO /10Ty 31
cnoxkuBaueM. BoHu 3a0e3neuyroTh Tepexii 10 KIIEHTOOPIEHTOBAHOI MO
MapKeTUHTY, JIe pillIeHHs 0a3yI0ThCS Ha aHaTI31 JaHUX MPO MOBEIIHKY KOPUCTYBaYiB
y PpealbHOMY 4aci, IO JO03BOJSE€ 3HAYHO MIJBUIIMTH TOYHICTh CETMEHTAlll],
PEJIEBAHTHICTD MPOMNO3UIIiH 1 €EeKTUBHICTh KOMYHIKaLIHUX cTpareriii [2, ¢. 701].

3aBasgku 1UGPOBUM  KaHaJIaM  OpraHizamii  OTPUMYIOTb  MOJIMBICTb
IHTErpyBaTl MapKETHHIOBl IHCTPYMEHTH B €IMHY €KOCHCTEMY (COIllalbHI MEpexi,
CRM-cuctemu, aHamiTU4HI 1IaTGOPMH, ABTOMATHU30BaHI pEKJIAMHI CEPBICH).
Boanouac 1mugpoBi KoMyHIKalii TpaHC(HOPMYIOTh pOJIb CIOKHBAaya, SIKUWA CTae
CIIBTBOPIIEM KOHTEHTY Ta aKTUBHUM Y4YacHUKOM (OpMyBaHHS OpeHIy uepes
BIITYKH, PEKOMEHJAlli Ta KOPHUCTYBAaLIbKUW KOHTEHT. Y pE3yJbTaTi MapKETUHT
Ha0yBa€ MEPEXKEBOTO XapakTepy, CTae OUIbIl JWHAMIYHUM, BHUMIPIOBAHUM 1
aJanTUBHUM, a OpraHizaiii OTPUMYIOTh KOHKYPEHTHI TepeBaru 3a paxyHOK
IIBUIKOTO pearyBaHHsA Ha 3MIHM PUHKOBOTO CEPEIOBHUINA Ta TJIMOMIOTO PO3YyMIHHS
noTpeO 1iIpoBOi ayauTopii [3, ¢. 616].

OCHOBHUMHM IHCTpyMEHTaMU IU(MPOBUX KOMYHIKALIM Yy MAapKETHHTY €
coIliajbHI MEPEeki, KOHTEHT-MapKeTHuHT, email-po3cuiiku, SEO, SMM, KoXkKeH 13 IKux
BUKOHY€ cnienudiuHi QyHKIIT B CUCTEMI B3aEMO/III 31 cioxkuBaueM (Tadi. 1).

JInst BAOCKOHAJIEHHS BUKOPHUCTAHHS HU(PPOBUX KOMYHIKAIIA Ta MiABUIICHHS
KOHKYPEHTOCTIPOMOYKHOCTI OpraHi3aiisiM JOIIFHO BIPOBAHKYBAaTH OMHIKAHATBHUM
MIIX1T 10 B3aEMOJIi 31 CHOXHBadamMu. BaXJMBHM HaNpsSMOM € BUKOPHUCTAaHHS
IHCTpYMEHTIB aBTomaTu3auii mapkeTuHry Ta CRM-cucteM i mnepcoHamizanii
MOBIJOMJIEHb 1 (POPMYBaHHS 1HIMBIAYyaJIbHUX MPOIMO3UIIN BIJNOBIAHO 10 MOTPeO
KIIIE€HTIB. PeKOMEHAYyeTbCS TaKOX MOCHWIMTH pPOOOTYy 3 KOHTEHT-MapKETUHIOM
IIUISIXOM Ta 3aJTy4YeHHIO [UIbOBO1 ayIuTopii [6].
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Tabmun 1 — OcHOBHI IHCTPYMEHTH HU(DPOBUX KOMYHIKAIII

[HcTpyMeHTH QDyHKIIOHATbHE TPU3HAYCHHS Pe3ynbraT BUKOPUCTAHHS
ComianeHi 3abe3neyeHHs MpsAMOi B3aEMO/IIT 3 ayAUTOPIELO, [TigBuIIeHHA BOi3HABAHOCTI
Mepexi ¢dbopmyBaHHs OPEHIOBOT CIIIJILHOTH, OpeHIy, 3aIy4eHICTh ayauTopii,
orepaTuBHE MOMUPEHHs iH(opmartii 3BOPOTHUH 3B’SI30K
Konrent- CTBOpEHHS Ta MOMUPEHHS I[IHHOTO, JIosIIBHICTh KIIIEHTIB,
MapKETHHT PEJIEBAHTHOTO KOHTEHTY ISl (JOPMYBaHHS HiBUIICHHS aBTOPUTETY
JIOBIPH Ta €KCIIEPTHOTO 1MiJIKY OpeHy
Email- [TepconainizoBana KOMyHIKarlisl 3 KIIIEHTaMH, [TinTpuMKa KOHTAKTIB 13
PO3CUIIKU iH(hOpMyBaHHS TPO aKI(ii, HOBUHU, IPOMO3UIIIT KIJIIEHTaMH, CTUMYJTIOBaHHS
MOBTOPHUX MPOJAXKiB
SEO [TinBHIIEHHS BUAMMOCTI CAUTY B MOITYKOBHUX 3pocTaHHs BiJIBiIyBaHOCTI
cHCTEeMax Ta 3aJly4eHHs OPraHigyHOro Tpadiky | caiTy, po3MIHpEeHHs ayauTopil
SMM KommiekcHe ynpaBiniHHA IPUCYTHICTIO OpeHy | DopMyBaHHS IMIJDKY OpeHay,
B COIIIAJIbHUX MeJia i ABUILIEHHS] KOHBEPCii

Jlxepeno: CkIaaeHo Ha OCHOBI [4; 5; 6]

Jns  miaBunieHHs  €(EeKTUBHOCTI UU(POBUX KOMYHIKalId  HEOOX1IHO
saiicHioBatd  SEO-ontumizaniro  BeOpecypciB, BHUKOPUCTOBYBAaTH MOXJIMBOCTI
TapreTOBaHOI PEKJIaMU Ta aHaNI3yBaTH MOBEIIHKY KOpHcTyBauiB. KpiM Toro, Bapto
BIIPOBA/KYBATH 1HHOBALIMHI TEXHOJOIIi, 30KpeMa 4aT-00TH, IITyYHHUH THTEIEKT 1
CHUCTeMH MpOrHo3HOi aHamiTuku [2, ¢. 701]. KoMmriekcHa peamizaiis 3a3HauyeHUX
3ax0/lIB CIIPUATHME (POPMYBAaHHIO KOHKYPEHTHHUX II€peBar.
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Pa6uuk A.B.

KaHAMAAT EKOHOMIYHUX HAYK, OOLEeHT
AOLEHT Kabeapn MapKeTUHIY Ta MiXKHapOAHOI TOprisAi
HauioHanbHM yHiBepcuTeT BiopecypcisB i NpMpPoAOKOPUCTYBAHHA YKpaiHM

MEPCOHANI3ALIA MAPKETUHIOBUX KOMYHIKALLIA HA OCHOBI LIM®POBUX
TEXHONOrIA

CyuacHuii eTan po3BUTKY I00aTbHOI TU(POBOI EKOHOMIKH XapaKTEPU3Y€EThCA
KapAWHAIBHOIO 3MIHOIO TapaJurMy B3aEMOil MIX OpeHIaMu Ta CIHOKHBa4aMH.
Tpanuuiiini ctpaterii MacoBOr0 MAapKETHHTY, IO CIUpAIUCi Ha OJHOCTOPOHHE
3BEpHEHHS Ta yCepenHeH1 colioaeMorpadiuHi XapaKTepUCTUKU ayTUTOPii, 0CTaTOYHO
BTpPayaloTh CBOIO €(EKTUBHICTh. [OJOBHUMH ACCTPYKTUBHUMH YHHHUKAMHU IS
KJIACUYHUX KOMYHIKAI[IMHUX MOJEJel CTalud cydacHl sIBUIA «iH(opMarliitHoro
myMmy» Ta «OaHepHOi ciimoTu». Y BIANOBAL HA 11 BUKJIMKA KOMIIAHI1
TpaHC(OpPMYIOTH CBOi CTparerii y HampsiMi TepcoHali3allii, sKa mnepeadoadae
CTBOPEHHSI ~ YHIKaJbHUX, KOHTEKCTyaJlbHO  3YMOBJIEHMX Ta  JUHAMIYHHX
KOMYHIKAI[IHHUX JIHIA 111 KOKHOTO OKPEMOTO KJIIEHTa B PEXHMI PEalbHOTO Yacy.
Sxo paniinie nepcoHatizailis NepeBaXHO 0azyBanacs Ha CerMEHTallli ayauTopii Ta
BUKOPHUCTaHHI TapreTOBAaHOI PEKJIaMH, TO CbOTOHI BOHA I'PYHTY€EThCS HA MOCTIHHOMY
aHaji3l JaHUX TMPO TOBEAIHKY CIIOKHMBAYiB, MPOTHO3YBaHHI iXHIX TMOTped 1
dhopMyBaHHI 1HAMBIIYaTi30BaHOTO CIOXKKUBYOTO JocBiay [1]. Hapa3si mepconamizartis
KOMYHIKaIllil mependavae ajmanraifito 3MicTy, (GopMu, 4Hacy Ta KaHally Mepenadi
MapKeTHUHTOBUX TIOBIIOMJIEHb IO XapaKTePUCTHK KOHKPETHOTO CIOXKHBada abo
OKPEMHX CETMEHTIB ayJIUTOPIi.

dyHIaMEeHTOM ISl TOOY0BU €(EKTUBHUX MEPCOHATI30BAHMX KOMYHIKALIM €
301p, IHTErpaiisi Ta IHTEJIeKTyalbHa OOpOOKa KIIIEHTChbKUX AaHuX. OcoOIMBOTrO
3HAYEHHs1 Ha0yBae Nepexi]l BiJl BAKOPUCTaHHS CTOPOHHIX JAHUX 0 300py BIACHUX Ta
0e3mocepeIHbO HAJIAaHUX KOpUCTyBaueM JaHux. JlJis KoHcomiaamii MuxX po3pi3HEHUX
MOTOKIB 1H(oOpMallii, MO HAAXOAATH 3 KOPIOPATUBHUX BEOCANTIB, MOOIIHLHUX
nonatkiB, CRM-cucrem, comiaJibHUX Mepex Ta odrIailH-TOYOK MPOAaxy, KOMIaHil
BIpoBaKytoTh [lnardhopmu kmientcrkux nanux (Customer Data Platforms, CDP)
[2]. TonosHa ¢ynkuis CDP monsrae y cuntesi equHoro, 360-rpagycHoro 1u@poBoro
npoduI0  KII€HTa, J€ CTaTU4YHI AaHKeTHI JaHl Oe3mepepBHO 30aradyroThCs
JTUHAMIYHOIO TTOBEAIHKOBOIO AHAJITHUKOIO: ICTOPIEI0 KIIIKIB, TPUBAJICTIO MEPEITIsIy
KOHKPETHUX TOBAPHUX IMO3HUIIIM, TE€ONO3MUIIIEI0 Ta HABITH IBUJIKICTIO MPOKPYUYYyBaHHS
CTOPIHKH.

besnocepennss wmarepianizaifisi aHaJITUYHUX JIaHUX Yy KOMYHIKallHOMY
MPOCTOp1  BiIOYBAEThCA UEpe3 PO3TOPTAHHS CHUCTEM JUHAMIYHOI ONTUMI3aLil
koHTeHTYy (Dynamic Content Optimization, DCO) [3]. 3MicT €JIeKTpOHHOIO JHCTA,
push-moBiiomiIeHHs, 1HTEp(ENC TOJOBHOI CTOPIHKM CalTy, peKIaMHUNl OaHep Yy
COIIATbHUX MEpPEekKax TeHEPYIOThCS IHIUBIAYadbHO B MOMEHT BIIKPUTTS CTOPIHKU
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abo orpuMmaHHs curHany. [HTEerpartis renepatuBHoro LI mo3Bomse aBTOomMaTu3yBaTu
CTBOPCHHSI THCSY YHIKAJIBHUX MOBHHUX Ta BI3yaJIbHMX Bapiallii IMOBIJOMJICHb ITiJT
cnenupiuHuid  ncuxorpadiuHU  TUO Ta TOTOYHHUNA KOHTEKCT KOHKPETHOTO
KopucTyBaya [3].

BaxxnuBuM acmekToM € BIPOBADKEHHS CHCTEM TPUTEPHHUX KOMYHIKAIM Ta
KOHTEKCTYaJIbHOTO aHAJi3y B PEXKUMI PealbHOTO Yacy. TpurepHi MOiesli aBTOMaTHUIHO
aKTUBYIOTh KOMYHIKAIIIWHUN JIAHITIOKOK Y BUANOBIAL Ha cHeHuIuHy 110
KOpUCTyBaya («IOKMHYTHIN KOIIMK»), TPUBAJIUN MEpPeris]] MeBHOI Kareropii ToBapiB
a00 nocsarHeHHs reorpadiyHoi MITKH 003y PizuuHOro Marazuny openy. CyyacHi
M(poB1 CUCTEMH 37aTHI MHUTTEBO 3YMTYBaTH 30BHINIHIM KOHTEKCT CIIOKMBaya —
MIOTOYHI1 IMOTOHI YMOBH B MOT0 JIOKaIli, yac 1001, TUIT IPUCTPOIO, MAKPOCKOHOMIYHI
YM CIIOPTUBHI HOBUHU — aJIalITyIOUH 1]l HUX TOHAJIBHICTh Ta CYTh MPOMO3HUIIIT [4].

[lepcriekTHBY TMONAJIBIIOTO PO3BUTKY TEPCOHAII30BAHUX MAapKETHHTOBHX
KOMYHIKAI[Ii: 1HTerpamis NepcoHaizaiii B IMMEPCHUBHI TPOCTOPU METABCECBITIB Ta
TEXHOJIOT1i MPOCTOPOBUX OOYMCIIEHb (BipTyanbH1 acucTeHTH Ha 0a3l LI agantyrorh
CBOIO TIOBEMIHKY, MIMIKy 1 MOBJICHHS TIIiJl TICHXOCMOIIMHMA CTaH aBarapa
KOPHCTyBaua B pealbHOMY dYaci); mepexia BiJ CyTO KOMEPIIHHOI MmepcoHami3arii 10
noOynoBM EKOCHUCTEM TMPEIMKAaTUBHOTO JKUTTe3a0e3nedeHHs. bpeHau MaroTh
MIparHyTy 1HTErpaunii CBOiX KOMYHIKalld y MIOJIEHHI UU(POBI PYyTUHU CIOXKMBada
4yepe3 MPUCTPOi PO3YMHUX TaJIPKETIB, aBTOMOOLIbHI MYATUMEIMHI CUCTEMH. Y Takid
MOJIeJIl MapKETHMHIOBE KOMYHIKAIlliHE TOBIJOMJICHHS OCTAaTOYHO BTpavya€ O3HAKU
arpecUBHOI PEKJIAaMH Ta TIEPETBOPIOETHCS HAa KOPUCHY HATUBHY IIiJIKa3Ky abo
CepBICHY (YHKIIIIO.

[lepconamizaliiss MapKEeTMHTOBHUX KOMYHIKAIlii Ha OCHOBI  IU(POBUX
TEXHOJIOTIH MPOMUIIIIA MIJIAX BiJ MPOCTOI MIJCTAHOBKA aHKETHUX JAaHWX JI0 CKJIATHUX
CUCTEM ILITYYHOTO IHTEJIEKTY, II0 OINEpYyITh KOHTEKCTOM peanbHOro 4vacy. BoHa
BHUCTYNA€ TOJOBHUM IHCTPYMEHTOM BI)KMBAHHS Ta KarliTasi3alii OpeHaiB B yMOBax
TOTAJIGHOI Ji/pKUTam3amii Ta iHGOpMAaIliifHOTO TepeHacH4YeHHS pHHKY. CTiiki
KOHKYpEHTHI TIepeBard B MalOyTHhOMY OTPUMAIOTh KOMITaHil, SKi 3MOXYTh
BUOyIyBaTH 30aj1laHCOBAaHY apXITEKTYpY TileprepcoHatizalii.
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CasuuybKa H.J.
[LOKTOP EKOHOMIYHUX HayK, npodecop
3aBiAyBayKa Kapeapun MapKeTUHrY, YNIPaBAiHHA pPenyTaLi€lo Ta KNIEHTCbKMM ,0CBig0M

Makees O.C.

acnipaHT Kadenpu MapKeTUHTY, yNPaBaiHHA penyTaLi€lo Ta KNIEHTCbKMM 4,0CBIAOM
JepKaBHUI 6BIOTEXHONOTYHWNI YHiBEPCUTET

MAPKETUHTOBA NAPAAUTMA YNPAB/NNIIHHA ACOPTUMEHTOM
B PO3/PIGHIN TOPTIB/I

B ymoBax mocuneHHs koHkypeHIlii Ha B2C puHKax Ta CTPIMKOTO pPO3BUTKY
U(GPOBUX TEXHOJOTINA YIpPAaBIIHHA TOBAPHUM aCOPTUMEHTOM TpPaHC(HOPMYETHCS 3
onepauiiHoi (yHKLII y CTpaTeriuHuid 1HCTPYMEHT MIABULIEHHS pPE3yJbTaTUBHOCTI
TISTBHOCT] HIANPUEMCTB po3apiOHOI Toprisii [1]. TpaauiiiiHl miaxoau 10 aHATITUKH
TOBapHOI'O AaCOPTUMEHTY BK€ HE 3a0€3MeUyI0Th I0CTaTHHOI'O PIBHS IHCTPYMEHTApIO,
00 aJaNnTUBHO YNPaBIATH acOPTUMEHTOM. HeoOXiHICTh KPUTUYHOIO MOTJISAY Ha
3MIHY HE€ JIMIIE THCTPYMEHTapio, aje W caMol MapajurMu yHpaBiiHHSA TOBapHUM
ACOPTUMEHTOM Y pO3/piOHii TOPTiBIIl 3yMOBWIIU JaHE AOCTIKeHHS (Tadm. 1).

Tabmuus 1 — OCHOBHI MiAXOAW A0 YHpaBJIiHHS TOBApHUM aCOPTUMEHTOM B
PpO3apiOHIN TOPTIBIII

[Miaxin OO0’ exT aHamizy ini ynpasmiHHS

NV . [TigBumeHHsT pe3yabTaTUBHOCTI TOBApHOi Kareropii yepes

Kareropiitnuit Kareropis JIBHII pesy . P il 4ep
. Y3TO/KEHHSI aCOPTUMEHTY, IIiH, TPOMOAKTHBHOCTI Ta
MEHEKMEHT TOBapiB .
MepYaHIai3uHTY
Orrriisarist SKU Ta OnTumizanis CTPYKTYpH acOpPTUMEHTY uepe3  IOIIyK
ACODTHMEHT TOBapHUU Haiikpamoro Habopy SKU nns KOHKpETHOTro Marasuny,
P Y noptdenb dbopmary um perioHny

IToBeniHkOBO- ClioKIBaY T4 V3romkeHHs. CTPYKTYpH TOBAapHOI MPOIO3UIII 3 i€papXi€ro
Opl€HTOBAHA Horo BHG KpUTEPIiB CHOKHMBYOTrO BHUOOpY uepe3 KIIEHTOOPIEHTOBAHE
aHaJIITHKA P yIpaBJliHHS KaTeropisiMu
[nTerposana ToDroBeIb MaxkcumMizaiiist TpoAyKTUBHOCTI IJIOLI 1 MOIIYK OanaHCy MIX
IIPOCTOpPOBA pn oCTi PI3HOMaHITHICTIO BUOOPY JIsl CIIOXKHMBadya Ta €(EeKTHUBHICTIO
aHAJITHKA poctip BUKOPUCTAHHS TOPTOBEILHOTO IPOCTOPY
TporHosHa Ta [Torut Ta [TporHo3yBaHHsl Ta MIATPUMKA DIlIEHb LIOJO 3MiH MOIHUTY,

. creHapii OILIIHIOBAHHSI PU3MKIB BUJIyYEHHS TOBapiB 3 aCOPTUMEHTY Ta
Al-anamituka Henap B P i p p Y

PO3BHUTKY MO/JICJIFOBAHHS aJIbTEPHATUBHUX CLIEHApIiB
Cucrematuzaiis JaHUX JIO3BOJISIE TPOCTEKUTH  €BOJIIOLII0  HAYKOBHUX

JOCIIKEHb Ta MPAKTUYHUX 1HCTPYMEHTIB YIIPaBIiHHSA acopTUMEHTOM. [lepBUHHOIO
napajgurMoro ympasiiHHs OyB gokyc Ha ToBapHii kateropii Ta SKU sik HaimeHIin
OJIMHUIII aHaJi3y. B 0cHOBI OyJia TOBapHA KaTeTropisi, a aCOPTUMEHT PO3TISAAETHCS SIK
IHCTpyMEeHT  OanaHCyBaHHS IUUPOTH, TJIMOMHM, TNPUOYTKOBOCTI  KaTeropii.
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Kareropiitnuii MeHemKMEHT Ta MoIIyK Haikpamioro Habopy SKU B TOBapHOMY
nopT¢enai CTaHOBUTh OCHOBY LIOTO MiAX0Ay. Y paMKax Ili€i mapaJurMu CyTTEBUM
HANPALIOBaHHIM  XapaKTepU3YETbCS MIAXiJM, € aKIEHT TMEePeHOCUThCS Ha
MaTEeMaTHYHy ONTHMI3aIlil0, MPOTHO3YBaHHs MOMHTY, IHTErpallil0 aCOPTUMEHTY 13
3armacaMu Ta JIOTICTUKOIO, JIAHLIOTaMU CTBOPEHHS IIIHHOCTI.

[TpyHLIUIIOBO IHIIUM € MWAXIJ, SKUH YTBEPIKYE€ MApKETHHTOBY MHapagurmy
YIPaBIIIHHS aCOPTUMEHTOM, B MeXKaX SKOi aCOPTUMEHT PO3TJISIAAETHCS SIK €JIEMEHT
KJIIEHTCHKOTO JOCBIy Ta YHPaBIIHHS JOSUTBHICTIO CIOXKHMBa4iB. MapKeTUHTOBHIA
HiJX11 B YIpaBliHHI ToBapHUM acopTuMeHTOoM Ha FMCG-puHkax (okycyeTbcsl Ha
MEXaHI3Max CIIOXXKHUBYOrO0 BHOOpPY, Mpollecax MNPUUHATTA pPIIICHb MOKYMIISIMUA Ta
CTBOPEHHI CIOKHUBYOI IIIHHOCTI Yepe3 aCOPTUMEHTHY MPOMo3ulliio [2].

EdexTuBHICTP  aCOPTUMEHTY  BHU3HAYAEThCA  CTYNEHEM  BIAMOBIIHOCTI
CTPYKTYpH ACOPTUMEHTY JIOTII[l CHOXXHMBYOTO BUOOpY. BiamoBigHO, ympaBiIiHCHKI
plIlIEHHS] IOBUHHI 0a3yBaTHCsl Ha aHaJi31 TOrO, K MOKYyMNElb CIPUUMAE KaTEropiro
TOBapiB, 3a SKUMHU KpUTEPISIMU 3IIMCHIOE BHUOIp, SKI XapaKTEPUCTUKU €
BU3HAYAJIBHUMHM Ta $KI QJbTEPHATUBU BIH PO3IJIAJAaE Yy TMPOLECi KYIiBIIi.
TeopeTnuHoOO OCHOBOIO BOTO M1IXOAY BUCTYIAIOTh KOHIIETTIIT
KJIIEHTOPIEHTOBAHOCTI Ta YINPABIIHHA KIIEHTCHBKUM JOCBIAOM, IOBEIIHKOBOIO
MapKETUHTY [3], sIKi pO3TJIA/Ial0Th ACOPTUMEHT SIK CUCTEMY pIIlIeHb, 1110 3a0e3neuye
3aJI0BOJICHHS MOTpeO CHoKWBada B Tpolieci BUOOpPY Ta KyIiBii. Y ILEHTPl yBaru
3HAXOAUTHCS TMOKYIellb, HOTr0 MOTHUBAIliS, KpUTEpli OLIHIOBAHHA aJbTEPHATUB,
MTOBEIIHKOBI IMATEPHU Ta CIIOKUBYUIN JTOCBI/I.

MeTono0riYHUM  1HCTpYMEHTApieEM IIi€i MapaJurMu BHUCTYIAIOTh JIEPEBO
MPUIHATTS CIIOKUBYMX PIIICHb, aHAJI3 CIIOKUBUYOTO KOIIMKA, KapTa MIIAXY KIII€HTa
CJM, nocmipkeHHS JIOSUTBHOCTI, CETMEHTAIlld KIIEHTIB, aHalil3 TpaH3aKIIHHUX
JaHUX, a TAKOXK AJITOPUTMH MAITMHHOTO HaBYAHHS I MPOTHO3YBAaHHS TMOBEIIHKU
nokymmiB. Lle mo3Bomsie 3abe3meunTH Tmepexis A0 MPOAaKTUBHOTO MPOTHO3YBaHHS
CIIOKMBYHMX PIllIEHb HA OCHOBI MOEIHAHHS OMEPaIIfHOTO, TOBEIHKOBOIO MiAX0Yy Ta
M1IX0/y, 3aCHOBAHOTO Ha IIIMOOKIN aHAIITULII.
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MapKeTuHTy. Mapkemune y nionpuemHuymsi, 0ipi#cosill OisIbHOCMI ma mopeieni 8 smart-
CYCRiNbCMBI. YNPAGNIHCOKULL, THHOBAYIUHUL Ma MemOoOuYHUL 8UMipy: : KOIEKTUBHA MOHOTpadis /
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CapueHko 0O.B.

OOKTOP EKOHOMIYHUMX HayK, Npodecop

3aBigyBayka Kadeapun MapKeTUHry Ta bisHec-aaMiHicTpyBaHHA
piHyeHKo 1O/,

OOKTOP EKOHOMIYHUMX HAyK, Npodecop

npodecop Kapeapn mapKeTuHry Ta bisHec-aaMiHiCTPyBaHHA
OpecbKnin HauioHaNbHMM yHiBepcuTeT imeHi I.I. MeyHnKoBa

CTAIUA PO3BUTOK NIANPUEMCTB HA OCHOBI KOHTUHYA/IbHOCTI
MAPKETUHTY TA LEAN-MEHEOXMEHTY

CyTHICTh KOHTHHYQJIBHOCTI MapKETHHIY TOJSTAa€ y PO3MISAAI MapKETHUHIOBOT
TISUIBHOCTI  SIK  Oe3nepepBHOro mporecy (OpMyBaHHS, MIATPUMKH Ta PO3BUTKY
B32€EMOBIJHOCHH 31 CIIOKMBaYaMH, NapTHEpAMU Ta 1HIIMMHU y4acHUKaMu puHKy. Ha
BIIMIHY BiJ TPagulIMHOTO TMIAXOAY, /€ MApKETUHI YacTO 3BOAMBCA O ETaIliB
MPOCYBAaHHS TMPOAYKIlli, KOHTUHYAJIbHUM TIJXiJ OpPIEHTOBAaHWW Ha MOCTIHHUN
MOHITOPUHT 3MIH CHOXXHUBYUX TOTpeO, THYYKE KOPUTYBAaHHS PUHKOBUX PIIIEHB 1
CUCTEMHE CTBOPEHHS JIOBFOCTPOKOBOI CHOXHBYOI IIHHOCTI. Y LbOMY KOHTEKCTI
MapKETUHI CTa€ HE OKPEMOIO (PYHKIII€O MIAIPUEMCTBA, & IHTETPOBAHOIO CKJIAJOBOIO
3arajgbHOi CHCTEMHU YIOPABIIHHSA PO3BUTKOM MiANpueMcTBa. KoOHTHHyallbHICTB
MapKeTUHIy [IOJiira€ y Moro mepexoial BiJl 1HCTPyMEHTa MPOCYBaHHS J0
KOOPAMHATOPA MOTOKIB HIHHOCTI MIXK MIAITPUEMCTBOM, CIIO)KHUBAYEM Ta EKOCUCTEMOIO.
Mapketunr y koHTekcTl [HaycTpii 5.0 Ta [HaycTpii 6.0 cTae CUCTEMOIO KOTHITUBHUX
3B’SI3KIB, 110 3a0€3ME4yI0Th IHTErPaliio CIOKUBYMUX MOTPEO, IHHOBAIIMHUX PIIIEHb 1
MIPUHIIUIIB CTAJIOTO PO3BUTKY.

Bonnouac  Lean-MeHeIXKMEHT  (opMye  yOpaBIIHCBKY  OCHOBY ISl
3a6e3neueHHs eeKTHBHOCTI BHYTPIIIHIX IpoleciB migmpueMcTsa. Moro kimodosa
171esl ToJIsAra€e B YCYHEHH1 BTpaT, ONTUMI3Allli BUKOPUCTAHHS PECYPCIB, CKOPOUEHHI
HETMPOIYKTUBHUX OMEpalliil Ta MiJBUILIEHHI IIHHOCTI JJI CIOXHBayda. Y Cy4acHHX
yMOBaxX MPUHIUIN Lean-MeHEIXKMEHTY BUXOMSTH 3a MEXI BUpPOOHWYOI chepu Ta
AKTUBHO IHTETPYIOThCS y MAPKETUHTOBY MISUIBHICTH, JIOTICTUKY, YIPaBIiHHA
nepcoHasoM, MHUGPOBI KOMYHIKaIlli Ta CHCTEMY CTpPAaTETiYHOTO YIPaBIiHHSA
nignpuemctBoM. Came Tomy mnoeaHaHHd Lean-miaxony Ta KOHTHHYaJIbHOTO
MapKEeTUHTY CTBOPIOE MIATPYHTS Uisi (GOpMyBaHHs OUIBII aJanTHUBHOI, THYYKOi Ta
CTIAKOT MOJIEJII PO3BUTKY M1NPHUEMCTRBA.

Cranuii po3BUTOK HIANPUEMCTB Ha OCHOBI KOHTMHYAJIbHOCTI MAapKETUHIY Ta
Lean-mMeHe»KMEHTY BiJI0OpaXkae CydacHUM MIAXiA A0 YIPaBIiHHS MiANPUEMCTBOM, Y
MEXax SKOr0 €KOHOMIYHAa pe3ylbTaTUBHICTh IMOEIHYETHCS 13  COLIAIBHOIO
BIJINOBIJIAJIGHICTIO, PECYPCHOIO €(EKTUBHICTIO Ta 3AATHICTIO MIAINPUEMCTBA 0
JIOBIFOCTPOKOBOI ajanTallii B yMOBax MOCTIMHMX 3MiH 30BHIIIHBOTO CEpeloBUINA. Y
Cy4yacHIA E€KOHOMIIll MiJIPUEMCTBA BXXE€ HE MOXYTh (DYHKIIOHYBAaTH BUKJIIOYHO Ha
OCHOBI  KOPOTKOCTPOKOBHX  pillleHb a00  OKpeMHUX  YIPaBIIHCBKHX  JIiH.
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KoHKypeHTOCTTPOMOXHICTh Jiefali OUIbIIe 3aleXHUTh BiJ Oe3MepepBHOCTI MPOIECIB
CTBOPEHHS IIHHOCTI, IIBUJKOCTI pearyBaHHs Ha 3MIHM PUHKY, PIBHS B3aeMOIIi 31
CHOKMBaYaMH Ta 3[aTHOCTI MIHIMI3yBaTH BTPaTu PeCypciB.

Lean-miaxin (OepexiinBe BHPOOHHUIITBO) 32 CBOEI0 CYTTIO OpPIEHTOBAaHWN Ha
YCYHEHHSI BTPaT, ONTUMI3allil0 MOTOKIB CTBOPEHHS LIHHOCTI Ta 3aJIy4€HHS [IePCOHATY
JI0 TIpoIecy Oe3lepepBHOTO HOJIMIeHHs (KaiimzeH). Moro KiIo4oBi HPUHIHIN —
BU3HAYEHHS LIIHHOCTI JJIsl KJIIEHTA, BUSIBJICHHS Ta ONTUMI3AIlisl TOTOKY, 3a0€3MeUeHHs
Oe3nepepBHOCTI, BMOpOBaPKEHHs pull-cucteM Ta TMOCTIMHE BIOCKOHAJCHHS —
MOBHICTIO KOPEIIIOIOTh 3 1JI€€10 KOHTUHYaJIbHOCTI. CTalluii pO3BUTOK Yy MeXkaxX JTaHOl
KOHIIEMIIIi TakoX mependadyae JOTPUMaHHS €KOJIOTIYHUX Ta COILadbHUX MPUHITUIIIB
ynpaBiainHg. IlignpueMcTBa  femani  OUIblIe  OPIEHTYIOThCS HA  3HHIKEHHS
€KOJIOTIYHOTO HABAaHTAXEHHS, BIPOBAXKEHHS pecypco30epiralounx TEeXHOJOTIH,
PO3BUTOK LUPKYISIPHOT €KOHOMIKM Ta (POpMYBaHHS BiJMOBIJATLHOIO CTaBJICHHS [0
cycmigbcTBa. Lean-MeHEDKMEHT y IIbOMY BHUNAQJAKY CIPHIE CKOPOYEHHIO
HAJIMILIIKOBOTO BUKOPUCTAHHSA PECYpPCIB 1 3MEHUIEHHIO BUPOOHMYMX BTPAT, TOl SIK
KOHTUHYaJlbHUH  MapKeTHHT  3a0esnedye  (GopMyBaHHS  JTOBIOCTPOKOBHX
B3a€EMOBIJHOCUH 31 CIOKMBaYaMWd Ha OCHOBI JOBIpH, MNPO30POCTI Ta CHIJIBHUX
HiHHOCTEeH. OCOONMUBICTh TAKOTO MIAXOAY MOJSArae y TOMY, MO MIAIPHEMCTBO
PO3IVISAAETHCS K JUHAMIYHA CUCTEMA, JI€ MAPKETHHIOBI, YIPABIIHCHKI, BUPOOHUYI
Ta 1HGopMaliiHI TpouecH (YHKIIOHYIOTh Y PEXKUMI IOCTIMHOI B3a€MOII.
KonTtunyanpHicTh 3a0e3reuye Oe3nepepBHICTh CTBOPEHHS CHOXHBYOI IIHHOCTI, a
Lean-MeHEeIKMEHT - palliOHaJbHICTh BUKOPUCTAHHS PECYPCIB 1 CKOPOUEHHSI BTpAT. Y
pe3ynbraTi (OpMYyeTbCS CHHEPIeTUYHMM €(QEeKT, 3a SKOTr0 MiANPUEMCTBO 3]1aTHE
OJTHOYACHO TIIJBUINYBAaTH €(EKTUBHICTh MISUIBHOCTI, 3MIIHIOBATH KOHKYPEHTHI
no3ullii Ta 3a06e3meuyBaTH €KOJIOTIYHY 1 COIlianbHy CTIAKICTb.

Cranuii pO3BUTOK HIANPHUEMCTB Ha OCHOBI KOHTMHYAJIBHOCTI MAapKETUHIY Ta
Lean-MeHeKMEHTY MOXKHA pO3IVISAATH K 1HTErpOBaHY YHPABIIHCHKY KOHUEMIIIO,
o TMoeAHye Oe3lepepBHE CTBOPEHHS CIOXKHMBYOi I[IHHOCTI, aJanTUBHICTb
MapKETUHTOBUX CHUCTEM, PECYpPCHY €(QEeKTHBHICTb, LHU(PPOBY TpaHChOpMAaLilO Ta
NPUHIUIN CTAJIOT0 PO3BUTKY. Takui Miaxif JO3BOJIAE€ MIANPUEMCTBAM HE JIUIIE
M1JIBUIIYBaTH €KOHOMIUHI pe3ylbTaTH AiSUIBHOCTI, ajie ¥ (popMyBaTu JOBrOCTPOKOBY
CTIMKICTh B YMOBaX IOOAJIbHUX BUKJIMKIB, BUCOKOI KOHKYPEHI[li Ta HeCTablIbHOCTI
CY4aCHOI'O pPUHKOBOIO CEPEOBHILIA.

Nitepartypa

1. Sadchenko O. (2025) The Continuity of Management Marketing and Lean Production in the Era
of Industry 5.0. The Research Journal of Business in Emerging Economics. Vol. 1, Ne 2, 2025. P.
24-40. DOI:10.54414/O0WV13223

2. Sadchenko O.V., Hrinchenko Yu.L. (2025) Synergy of Convergent and Hybrid Marketing with
the Principles of Lean Manufacturing in the Era of Industry 5.0. Marketing of innovations.
Innovations in marketing (2025). Materials of the International Scientific Internet Conference
(December, 2025). Bielsko-Biala: WSEH C. 260-263.
https://wseh.pl/pl/page/wydawnictwo/publikacje.html (maTa 3Bepuenns: 22.05.2026).
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Ce CaoxaH
acnipaHT Kadeapu MapKeTUHTY Ta MiXKHAPOAHOT TOPriBAi
HauioHanbHM yHiBepcuTeT Biopecypcis i NpMpPoA0KOPUCTYBaHHA YKpaiHU

POJ1b LM®OPOBUX TEXHONOTIN Y ®OPMYBAHHI KOHKYPEHTHUX NEPEBAT
KUTAMCbKUX BUPOEHUKIB YAIO B YKPAIHI

Y cydacHux ymoBax IM(dpoBoi TpaHchopmallli EKOHOMIKH MiXKHaApOIHA
KOHKYPEHTOCIIPOMOXKHICTh ~ KOMIIAHIA  BU3HAYAEThCSA  3AATHICTIO  €(EKTHBHO
BUKOPUCTOBYBaTU LU(poBi TexHoorii. OCHOBHI TPEH/IU Cy4acHOTO YaifHOTO Oi3HECY
GOpMyIOTBbCST MM BIUIMBOM MAapKETHHTOBUX I1HHOBAIli, OpIEHTOBAaHUX Ha
1 poBi3aIliio, MepCcoOHANTI3AII0, KPEATUBHICTD 1 cTanuil po3BUTOK [1]. AkTyanbHUM
1€ € 1151 KHTalChKUX BUPOOHUKIB Yalo, sIKI IPAarHyTh PO3IIMPUTH CBOIO MPUCYTHICTh
Ha MDKHApOJHHMX PUHKAX, Y TOMY YMCII 1 B YKpaiHi, Ta MPOCYBATH BIACHI OpeHIu
rOTOBOT YatHOT MPOAYKIIIi.

Kurait 3aliMae mpoBifHI MO3UIlI HA CBITOBOMY PHHKY Yaro, 3alUIIAIOYHChH
HaWOIBIIMM BUPOOHUKOM 1 CIIOKMBaue€M YalHOI MPOAYKIII, a TakoX KpaiHOIO 3
HaWOUIBIIMMHU TUIOIIAMU YalHUX Haca/xeHb [2]. g ramysi XxapakTepHUMU € BUCOKa
(bparMeHTOBaHICTh PUHKY Ta 3HAYHUN PIBEHb OAHOPITHOCTI MPOIYKIIIi, IO MOCHUITIOE
KOHKYpEHIIIl0 MDK BHpoOHuMKaMu. KoHIEHTpamiss KHUTalCbKOIO 4YalHOTO pPHHKY
3aJIMIIAETHCS BITHOCHO HU3BKOIO; YAaCTKa MPOBIIHUX KOMIIaHIM y 3arajibHOMY 00CsI31
pearizaiii € HEe3HAYHOI0, IO CBIAYUTH MPO BIJACYTHICTh JOMIHYIOUUX OpEHIIB Ta
HEOOXIAHICTh MOIIYKY HOBUX JDKEpel KOHKYPEHTHUX mepeBar [2]. 3a Takux yMOB
0COONMBOIO  3HAYEHHs1 HAOyBa€ BHUKOPUCTAHHA MApPKETUHIOBUX  LHU(PPOBHUX
IHCTPYMEHTIB 1 TEXHOJIOTIM /it AudepeHIiianii NpoayKilii Ta NOCUJICHHS PUHKOBHX
MO3MULIA KOMIaH1i BHYTPIIIHBOMY 1 30BHIIIHIX pUHKAX.

CyuacHi TeHJIeHLIi PO3BUTKY YaWHOTO PUHKY CB1IYaTh MPO 3MIHY CHOKHUBYUX
npioputetiB. [lokynmi aenani Oulbllie yBard OPUAUIAIOTH HE JIMIIE CMaKOBUM
XapaKTepUCTHUKAM 4aro, a i 1H(opMaIlii mpo Horo moxoKeHHs, yMOBH BUPOIIYBaHHS
CUPOBHMHH, TEXHOJIOT1l BHPOOHMIITBA Ta BIJAMOBIAHICTE BHUMOTraM O€3MEYHOCTI W
SAKOCTI. 32 TAKUX YMOB KOHKYPEHTOCIPOMOXKHICTh BUPOOHUKIB Yat0 BU3HAYAETHCS HE
JIUIIE XapaKTePUCTUKAMHM CaMOTO TMPOIYKTY, a ¥ pIBHEM MPO30POCTI BUPOOHUUUX
MPOIIECIB Ta 3[aTHICTIO 3a0e3nedyBaTtd JNOBipy criokuBadiB [3]. ¥V 3B’s3Ky 3 UM
nudpoBa TpaHcopmallisi CTa€ OAHUM 13 KIIOUOBUX HAIPSMIB PO3BUTKY YalHOI
rany3i. BukopucraHHs eJeKTpOHHOI KoMepilii, Mu(POBUX KaHAIIB KOMYHIKaIlii,
CUCTEM MPOCTEKYBAHOCTI MPOAYKIIi Ta IHCTPYMEHTIB YIIPaBIiHHS TaHUMH J03BOJISE
KOMIIaHISIM MiABUIIYBAaTH €()EKTUBHICTh B3a€MOJII 31 CIIOXKMBauaMH, 3a0e3MeuyBaTu
KOHTPOJIb SIKOCTI Ha BCIX eTamax BUPOOHHUYO-30yTOBOTO JIAHIIOTa Ta 3MIIHIOBATH
PHHKOBI mo3utlii openay [3].

[lepcniekTHBH PO3BUTKY MPOIYKTOBOI CTpaTerii KHTaHChKUX BUPOOHUKIB 4alo
Ha YKpaiHCbKOMY PUHKY JIeKaTh y IUIONIMHI NepexoAy Bia 0a30Boi mu@posizalii 10
moOy0BH 1HTEJIEKTYyaIbHUX €KOCUCTEM 1 MOTTMOMIeHH Jiokamizarii. [lepmodyeproBum
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3aBIaHHSM € pO3po0Ka Ta BIPOBAKCHHS TBOMOBHUX IHTEIEKTyaJIbHUX MOOITEHUX
nonatkiB  (abo mporpecuBHHX BeO-momatkiB PWA) i3 miaTpuMKor MITy4HOTO
iaTenexty (Al), ski BUCTymaTuMyTh IU(PPOBUMH YaHIUMH COMEIBE TSI YKPATHCHKHUX
cnoxuBayiB. [HTerpauis reneparuBHux moxaeneit I mo3Bonute HiBemoBaTu 6ap’ep
MOBHU Ta KyJIBTYpH: MOKYyIEIlb B YKpaiHi 3MOXe BBECTH CBOI CMakoBi BIOJ0OaHHS,
MOTOYHUIN eMOLIWHUIN cTaH abo HaBITh OIOIKET, a AITOPUTM MiA0epe 1HANBITyaTbHHIMA
KyHaX, po3paxye TOUHY TEMIIepaTypy Ta 4yac 3aBaprOBaHHS MiJ KOHKPETHUU COPT.
Kpim Toro, Taki miargopMu MaroTh MICTUTH MOAYJI JOMOBHEHOI peanbHOCTI (AR),
SKI TI1JT 9aC CKaHyBaHHS YMaKOBKH Yar BII0OpakaTuMyTh 00’emHy 3D-monenb
yaliHOi TUIaHTaIii abo 1HTEPAKTUBHY I1HCTPYKIIIO 3 TMPOBEJACHHS aBTCHTUYHOI
IIEPEMOHIT, 1[0 CYTTEBO MiIBUIIUTEH PIBEHb €MOIIIHHOTO 3 IyYEHHS KITIE€HTIB.

BaxximBuM BEKTOpOM omnTUMIZAIlli MPOJYKTOBOI CTpaTerii € CTBOPEHHS
nudpoBux xaliB KacTomizalii Ha TepUTOPli YKpaiHu. 3aMiCTh IMIIOPTY (hacOBAHOTO
Yar0, KUTAaChKUM BHPOOHHKAM JOIIJIBHO MOCTAa4aTH BUCOKOSKICHY MOHO-CHPOBUHY
y BaKyyMHHUX KOHTeWHepax 13 loT-garunkamMu KOHTPOJIIO MIKpOKJIIMATy, a (piHaiIbHE
MaKyBaHHs 3J1MCHIOBaTM Ha 0a3l aBTOMATU30BAaHUX JIOKAIBHUX MiHI-(paOpUK.
[udpoBe ympaBmiHHSI UM TMPOIECOM O3BOJUTH THYYKO TOEAHYBAaTH aBTEHTHYHI
KUTAChKI 4Yai 3 YKpaiHCBKUMH Teorpa(iuHUMH KOMIIOHEHTaMHU — KapHaTChKUMH
TpaBaMH, CyLIEHUMH fArofamu, (ppykramu uu menoMm. Koopaunaiiiss mux mporecis
yepe3 xmapHi ERP-cuctemmu 3abe3neunTh KacToMizallilo MPOAYKTY IIiJI CMAaKoOBi
BUMOTH YKPAIHIIIB Y PEKUMI «just-in-time» (TOYHO B CTPOK), MIHIMI3YIOUH CKIIQJCHKI
BUTPATH Ta MAKCUMI3YIOUH CBIKICTh TIPOAYKTY.

Jlis 3a0e3nedeHHsl JTOBIOCTPOKOBOI KOHKYPEHTOCHPOMOXKHOCTI KUTaNHChKUM
BUPOOHHMKAM HEOOX1JHO BIPOBAIUTH CTPATETIIO COIIaTbHO-EKOJIOTTYHOTO IU(PPOBOTO
MapKyBaHHS. AJDKE YKPATHCHKHM CMOXKMBad Jiefajil OUIbIle 3Ba)Ka€ HA €KOJIOTTUHUN
CIiJ TPOAYKTY 1 CcoOLiaJbHY BIAMOBIIANBHICT, O13HeCcy. Mo)kHa 1HTErpyBaTu B
OJIOKYEWH-TIacIOPTH 4ar BepH(iKoBaHI JaHl MPO BYIIECLEBUN CHIA KOXKHOI MapTii,
cepTu(dikaTi BIJCYTHOCTI MECTULMAIB Ta MIATBEPKEHHS CIPABEMNJIMBOI OIJIATH
npaii ¢epmepiB. LludpoBa npo30picTh E€KOJOTIYHUX CTAHIAPTIB, MIIATBEPIKEHA
HE3aJICKHUMHU CMapT-KOHTPAKTAMH, JO3BOJIUTh KUTAUCHKUM OpeHAaM BUNTH 3 Hilll
«EK30TUYHOTO» TMPOAYKTY Ta TOBHOIIHHO KOHKYPYBaTH y BHIIOMY I[IHOBOMY
CEerMEHTI 3axIJHOTO 3pa3ka, (OPMYyIOYM JAOBIpY Ta JOSJIBHICTh YKPAaiHCHKOTO
CyCIHiIbCTBA.

Nitepartypa
1. byt 10.B., Kamox I'.P. MapkeTuHroBi iHHOBaIii K JIpaiiBep pO3BUTKY CY4aCHOTO 4ailHOro
6i3Hecy Ha mpukiaai AT Monomax. Exonomika ma cycnineemeo. 2026. Bumyck 85. DOI:
https://doi.org/10.32782/2524-0072/2026-85-129
2. Amnami3 craHy pO3BUTKY Ta TEHJEHLIH puHKY u4alHoi iHaycTpii y 2025 pomi. URL:
https://ua.hoututea.com/info/analysis-of-the-development-status-and-market-
17690836576576512.html (nara 3Bepuenns: 05.06.2026).
3. [TinBumIeHHS crarycy «HAMKPALLIOro Yar» B uudpoBy €IoxXy. URL:
https://www.vietnam.vn/uk/nang-tam-de-nhat-danh-tra-trong-thoi-ky-so-hoa
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CemeHioK C.b.

KaHAMAAT EKOHOMIYHUX HAYK, OOLEeHT

AOLEHT Kabeapn NPOMUCNIOBOTO MAPKETUHTY

TepHONiINbCbKMI HALiOHANAbHUI TEXHIYHMN YHIBEPCUTET imeHi |. Myntoa

DOCNIAXKEHHA PUHKY CTPUMIHTOBUX CEPBICIB

PUHOK CTpUMIHTOBUX CEpBICIB — 1€ CEKTOp IU(PPOBOI E€KOHOMIKH, SKHUN
3aiiMa€eThCsl JIOCTABKOIO MEMIIAKOHTEHTY KOPHCTyBauaM y peajlbHOMY 4acl uepes
IaTepuer 6€3 HEOOX1THOCTI HOTO MOIEePETHBOI0 3aBaHTAKEHHS HA MPUCTPIM.

Ha cydacHOMy pHWHKY CTPUMIHTOBUX CEPBICIB BUIUIAIOTH KIJbKa KIFOYOBUX
HaIpPSIMKIB, cepejl AKX BIJCO 3a 3alMUTOM JJIs meperiisaay (iapbMiB Ta cepiaiiB y
OyAb-sIKMH 3py4YHHH Yac, MOTOKOBE ayAio Il MpPOCIYXOBYBaHHS MY3HKH Ta
MO/IKACTIB, 1IHTEPHET-TeJIe0aUeHHsI 3 TPAHCIISIEI0 CIOPTHUBHUX MOIIN 1 KIACHUYHUX
Th-kaHamiB yepe3 MepexKy, a TaKOX JIAUB-TIaTGOPMHU [JI1 CTPUMIHTY B pEaIbHOMY
yaci Bij OnorepiB Ta reiimepiB. ['0jloBHA WIHHICTH ISl KJIIE€HTA: MEPEXiJ BiJ
TPaAMILIIHOrO KaOenbHOTO TenebdavyeHHs [0 MEePCOHATI30BaHOIO CIIOKUBAHHS
KOHTEHTY 3a IPUHIIUIIOM «0yJ1b-11€, OyAb-KOJIH Ta HA OYy/Ib SKOMY IIPUCTPOI».

[Mogo rmobanpHOro mMacmrady, To 00CAr CBITOBOTO PUHKY JIMIIE B CEIrMEHTI
BizeocTpuMinry Bxke mepeBumuB $110-120 mapn, mo poOuth ¥oro omHuM i3
HalOaraTmux ceKTopiB po3Bar [1]. B KOHTEKCTI yKpaiHCBKOTO PUHKY, TO JIETAIbHUN
CErMEHT IUJIaTHUX MIANMCOK aKTUBHO PO3BUBAETHCS 1 3apa3 OLIHIOETHCS MPUOIU3HO B
$60-80 mmH Ha pik. ExcriepTu mporHo3yroTh CTaliIbHE CEpEeIHBOPIUYHE 3POCTAHHS
punky Ha piBHi 8-10% mo0 2030 poky [1]. Punok mepeiioB Bia cTajii «BUOYXOBOTO
Xa0TUYHOTO 3POCTAHHS YaciB MaHEMIi 10 CTalii 3pUTOCTI.

Bapro BuainmuTH Taki TEHAEHIII PO3BUTKY PUHKY CTPUMIHTOBHUX CEPBICIB [2].

1. JemeBmi manucku 3 pekinamoro: miatgopmu (HaBiTe Netflix Ta Disney+)
MacoBO BIPOBAKYIOTh TIOpUAHI Tapudu — KOPHUCTYBay IUIATUTh MEHIIE, aje
JIUBUTHCS peKJIamy.

2. Wtyunnii iaTenekt y ceppicax: Il BUKOPUCTOBYETHCS IS CTBOPEHHS
rineprnepcoHani30BaHuX PEKOMEHAI KOpUCTyBayaM Ta IIBUKOTO aBTOMAaTHYHOTO
TyOIsIKYy.

3. Jlokamizaitisg B YKpaiHi: JUIsl HAIIOTO CIIOKMUBaYa KPUTHYHO BAXKIMBOIO CTajla
HAsSBHICTh SIKICHOT'O YKPAiHCHKOTO NYOJISKY Ta CTBOPEHHS BJIACHOTO HAI[lOHAIBHOTO
KOHTEHTY.

4. bopotrb0a 3a YHIKQJIbHICTh KOPUCTYBAiB: CTPIMIHTU MOYaIH >KOPCTKO
0JIOKYBaTH WIEPHUHT (CH1JIbHE BUKOPUCTAHHS ) MapOIiB 32 MEKaMU OJHOTO JIOMY.

[Iomo rinobGanbHMX JiAepiB, TO nepiie Miciie y cBiTi yrpumye Netflix (24-26%
PUHKY), a TOJOBHUMH IepeciimyBayamMu € Amazon Prime Video (18-20%) Ta
Disney+ (14-16%). AGCoNIOTHUM JIiIepOM BITUYM3HSIHOTO pUHKY € Megogo (50%),
AKUW 3pOOMB CTaBKy Ha TeJeOaueHHS Ta EKCKJIIO3UBHHM CHoOpT. [ 0JOBHUMH
CylepHUKamu Jijiepa B Ykpaini € Sweet.tv, YouTube Premium, Netflix [2].
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['0710BHI MOTHBH CIOKMBayiB Ha PUHKY CTPUMIHTOBUX CEPBICIB €: €KOHOMIsA
Yyacy Ha MOWIYK (piibMy, BUCOKA SIKICTh KApPTUHKU Ta 3BYKY, BIICYTHICTh PEKJIaMH;
«BTOMA BiJ MIJMUCOK»: KOPUCTYBAUiB JIpaTye T€, 1[0 TOMOBUNA KOHTEHT PO3KUIAHUN
Mo PI3HUX CepBicax 1 JOBOAUTHCA KymyBaTu 3-4 MIAMHMCKH OJHOYACHO; 3alHUT Ha
HEHTpaI3alliio: CyJaCHUM CIOKHUBA4 X0ue 0auuTH €UHUIA arperaTop 3a MPUHIUIOM
«BCE B OJHOMY MiCIl» 3a OJHY aJeKBaTHYy IliHYy; Oap'epu g YKpaiHH: OCHOBHI
npoOJieMH — BHUCOKHI pIBEHb OE3KOIITOBHOIO MIpaTCTBa Ta 3HMKECHHS KYIMIiBEJIbHOI
CIPOMO>KHOCTI Yepe3 BiifHYy.

[IMomgo CTpYyKTypH CIIOKMBAYiB 32 BIKOM, TO SIAPO PUHKY CTAHOBIATH Jtoau 18-
34 poku. lle HalicmpuiHSATIMBIMIA ayIUTOPIA, KA KYIye 1HIWBIIyalbHl IMiIMUCKA
(Netflix, Spotify, YouTube) Ta opienTyeThecst Ha cBiTOBI TpeHau. Crapia rpymna (35-
50 pokiB) — wacTime oOWparTh CIMEWHI TUTaHW, JII HUX BaXJIMBAa HASBHICTh
JOUTSUOTO KOHTEHTY Ta KiacuuHoro Th nHa Megogo un Sweet.tv.

CrtpykTypa criokuBadiB 3a reorpadi€ro BKIIOYAE:

— perioHaJIbHE PO3MIIICHHS: OUTBIIICTh IJIATHUX KOPUCTYBadiB 30CEPEHKEHI Y
BEJIMKUX MICTaxX Ta 00JIACHUX IIEHTPAX 13 BUILUM PIBHEM JIOXO/IIB.

— 1HppacTpykTypHU (pakTop: 0OCATH MPOAAXKIB MIAMUCOK HAMPSAMY 3aJI€KATh
B1Jl HAIBHOCTI IBUJIKICHOTO JIOMaNIHbOro [HTepHeTy abo cTabiibHOoro 4G-3B's13KYy.

JlocnmiKeHHsT KyMiBEIbHOI MOBEAIHKHA CIOKMBAa4dlB HA PUHKY CTPUMIHTOBUX
CEpPBICIB JO3BOJUJIO BUSHAUUTH:

1). comianbHUl CTaTyC CIMOXKUBAYIB — MOKYMISIMU € IPEICTABHUKU CEPEAHBOTO
kiacy, [T-daxisii, ctynentu, odicHI MpaiBHUKU, MOJIOA] MICBKI CIM 1.

2). penomen «Bingewatchingy — 1ie nmomynsgpHa MOJieIb MOBEIIHKH, KOJIU BECh
ce30H a00 BEJUKUMN 00CsT cepiil mepersiaiacTbes 3a OJUH-BA JIHI.

3). BUCOKMH BIATIK KIIE€HTIB: CIOXHWBayl CTald MOOIIBHUMHU — CKACOBYIOTb
MIJMUCKY HA OJTHOMY CEpBICl ¥ MepexoIATh 10 KOHKYPEHTA.

PUHOK CTpUMIHTOBUX CEpBICIB JOCAT eTamy 3puioi TpaHcdhopmarlii, e
KOHKYpeHTHa 00poTh0a 3MICTHIACS 3 arpeCUBHOTO 3aJydeHHS HOBOI ayJauTOpii Ha
JIOBTOCTPOKOBE yTPUMAHHsS BXX€ HAsSBHUX KII€HTIB. [onoBHUMH (akTOopamu
PUHKOBOTO YCITIXy CTalOTh THYYKICTh Tapu()PHUX MOJETIeH, BIPOBAIKEHHS ITYYHOTO
IHTEJEKTY JJIsl IEpCOHAIII3allli Ta CTBOPEHHS YHIKAJIbHOTO €KCKJIFO3UBHOTO KOHTEHTY.
JUist  yCOimrHOro po3BUTKY Ha YKPAaiHCBKOMY PHHKY HEOOXIJHO I1HBECTYBATH B
PO3UIMPEHHS  SIKICHOTO yKpPaiHOMOBHOI'O —KaTajory, Oopotucs 3 LHPPOBUM
MIPAaTCTBOM Ta aJanTyBaTH LIHOBI MPOMNO3MUIII /0 PEaNbHOro PiBHS KYIIBEIbHOI
CIIPOMO>KHOCTI CIIOKUBAYiB.

Nitepartypa
1. Ctpuminrosi matdopmu Butpatsate $100 MinbspaiB Ha HOBUE KOHTEHT y 2026 pomi. URL:
https://mezha.ua/news/streamers-to-spend-100b-on-new-content-in-2026-307680/
2. Sk mpauoroTh crpuMiHroni miaargopmu B Ykpaini. URL: https://mediamaker.me/piratstvo-
konkurencziya-z-telebachennyam-i-robota-z-segmentuvannyam-yak-praczyuyut-strymingovi-
platformy-v-ukrayini-13147/
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CepbiH B.I.
acnipaHT Kapenpu mapKeTUHry
HauioHanbHMi yHiBepcuTeT «OaecbKa NONITEXHIKa»

Al-READINESS SCORE (E-ARS) AK IHCTPYMEHT OLIHKOBAHHA FOTOBHOCTI
NIANPUEMCTB EJIEKTPOHHOI KOMEPLLIT 0 BNMPOBAAMKEHHA LLUTYYHOrO
IHTENEKTY

CydacHuil pO3BUTOK E€JIEKTPOHHOI KOMEpIlli CYyIPOBOMKY€EThCS 3aTrOCTPEHHAM
KOHKYpEHILIIi 3a yBary CHOXKMBada, 3pOCTaHHSIM BapTOCTI 3alydyeHHS Tpadiky,
MiBUIICHHAM POJIi MAapKETUHTOBOI aHAIITUKH Ta HEOOXIIHICTIO MPUUHATTS PIllICHb
Ha OCHOBI BEIMKHX MacHBIB AaHuX [1]. 3a muxX yMOB IITYYHUI IHTEIEKT Aemali
AKTHUBHIIIE 1HTETPYETHCA B MApPKETUHIOBY ISUIBHICTH MIANPUEMCTB €-COMMErce,
3a0e3meuyrourd  MepCcoHaNi3allil0  KOMYHIKAIli, MPOTHO3YBAaHHA  MOBEHIHKU
CIOKMBA4YiB, aBTOMATH3allll0 KOHTEHTY, ONTHUMI3AIlI0 pPEKJIaMHUX KaMIaHiid Ta
MIJBUIEHHS TOYHOCTI TapreTuHry. BogHouac s OUIBIIOCTI  KOMITAHIM
XapaKTEpHUMH 3alIMIIAIOThCs (parMeHTapHICTh Al-BIpoBaKeHHs, HEPIBHOMIpHA
AKICTb JIJ@HUX 1 BIJCYTHICTh YITKOI TIOCIIIOBHOCTI MEPEXOy B OKpPEMHX
€KCIIEPUMEHTIB JI0 CUCTEMHOI TpaHCcpopMallii MapKETHUHTY.

E(eKkTuBHICTh BUKOPUCTAHHS IITYYHOT'O 1HTEJIEKTY B €-COMMErce-MapKeTHUHTY
3QJIEKUTh Bl HasIBHOCTI AKICHO1 data-OCHOBH, 34aTHOCTI OOpOOJISTH NOBEAIHKOBI i
TpaH3aKUIMHI J1aHI B pEaJbHOMY 4Yacl, a TaKOX BIJ TOTOBHOCTI MiANPUEMCTBA
MOEAHYBAaTH MapKETUHIOB1, aHATITUYHI Ta TEXHOJIOT1YH1 kommeTeHii[2]. Came Tomy
B IIEHTPI1 yBaru Ma€ OyTu He Juile nepeiik Al-IHCTpyMEHTIB, a il JoriKa yrnpaBliHHS
1X YIIPOBAIKEHHSIM.

Taky noriky peanizye ¢perimBopk E-C-R-S-T-M (Expertise — Collection —
Research — Scale — Transform — Maintain), skuii BimoOpa)ae MOCTITOBHUN MK
poboTu 3 Al-iHillaTUBaMU B MAapKETHHTY MiANPUEMCTB €IEKTPOHHOT KOMEPIIIi: BIJ
dbopMyBaHHS eKCIepTU3M Ta Oi3Hec-I[ie m0 MacmTabyBaHHs, TpaHchopmarrii
MPOIIECIB 1 MATPUMKH pimieHb. OTKe, MITYYHUN 1HTEIEKT PO3TIISAAETHCS K CIEMEHT
CHUCTEMHOT MapKETUHTOBOI TpaHchOopMaIlii miAMPUEMCTBA.

BaxnuBoto cknamoBoro dpeitmBopky ECRSTM e inTerpansuuii mokaznuk E-
commerce Al-Readiness Score (E-ARS), npu3HaueHuii 1 OL[IHIOBaHHS TOTOBHOCTI
MIIIPUEMCTBA €JIEKTPOHHOI KOMEpLli A0 BIPOBAKEHHSI IUTYYHOT'O I1HTEJEKTY B
MapkeTuHr. HeoOX1JHICTh TakKoro IHAMKAaTOpa 3yMOBJE€HAa THUM, WIIO0 HaBITh 3a
BHCOKOTO iHTepecy g0 Al xommaHii 4acTo HE MarOTh JOCTaTHHOI E€KCIEPTH3H, HE
BOJIOJIIOTh HAJICKHOK 1HGPACTPYKTYpOIO JaHUX, HE MaioTh (opMasi30BaHUX
MPOILIECIB 1 HE MOXKYTh OOIPYHTOBAHO MPOTHO3YBAaTH MapKeTUHroBUM edekT Big Al-
pimens. Tomy E-ARS nomineHO po3risigaTé SK IHCTPYMEHT JIarHOCTUKH, SKHMA
JI03BOJISIE BUSIBUTH PIBEHb TOTOBHOCTI MIANPHEMCTBA 10 Al-POEKTIB 1€ 0 eTamy
MacITaOHUX 1HBECTHIIIH.
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KonnenryanprHo E-ARS mor’s3anmii 3 etanamu ECRSTM 1 crimpaethcs Ha
OLIIHIOBAaHHS KIIIOUOBUX XapaKTepUCTUK Al-TOTOBHOCTI MiAMpHEMCTBA: SKOCTI Ta
MOBHOTH MAapKETHHTOBUX JaHUX, 3pLIOCTI MPOIECIB iX 300py Ta MIATOTOBKH,
HasBHOCTI Al-eKcriepuMeHTIB 1 MIJIOTIB, CIHPOMOXKHOCTI MacimiTadyBaTd YCHIIIHI
pIIICHHS, TOTOBHOCTI O13HEC-TIPOIIECIB 0 3MiH 1 3IaTHOCTI 3IHCHIOBAaTH CYIIPOBIJ
MoOJIeNiel Micid BOPOBAPKEHHSA. Takui MIAXiM BIAMNOBIZAE CYyYaCHHM HAyKOBHM
YSIBIIEHHSAM IIPO T€, 0 YCIIIIHE 3aCTOCYBAaHHS IUTYYHOTO 1HTEJIEKTY B MapKETUHTY
MOKJIMBE JIMIIIE 3a TOEAHAHHS MepCcoHai3allli, aHaJITUYHO1 3p1JIOCTI, aBTOMAaTH3allii

Ta CTPATET1YHOTO YIPaBJIiHHS 3MIHAMHU.
®opmyna E-ARS:

E-ARS=(MI x 0.20) + (M2 x 0.25) + (M3 x 0.15) + (M4 x 0.20) + (M5 x 0.20),

ne Mi = nokputts mxepen nanux (%);
M: = noBHOTa KpUTUYHUX 1OJ1B (%);
M; = 6a3oBa oBHOTa A0 o4uIeHHs (%);
M. = piBeHb gokyMmeHTalii nporuecis (%);
M;s = moxnuBuii BruiB Ha ROI (%).

[Ipaktnuna miHHICTE E-ARS mnonsrae y Tomy, 1o BIH Ja€ MOXIIMBICTb
CErMEHTYBAaTH MIJIPUEMCTBA EJIEKTPOHHOI KOMeEpLii 3a piBHEM TOTOBHOCTI M0
BrpoBapkeHHS Al, a Takox GopMyBatu /il HUX JU(epeHiiiioBadi TOPOKHI KapTu
po3Butky B Mexax ECRSTM. Ile no3Bosisie 3HU3UTH pU3UK XaO0TUYHOTO BHOOPY Al-
IHCTPYMEHTIB, MIABUIIUTH OOIPYHTOBAHICTh 1HBECTHUIIIH Y MapKETUHTOBI TEXHOJOTI1
Ta 3a0€3MeUnTH Y3TOHKEHICTh MK PIBHEM OpraHi3aIiitHoi 3pijoCTi MiAMPUEMCTBA i
cknagHicTio Al-pimiens, K1 MIaHyIOTHCS 10 BrpoBakeHHs. OTxe, E-ARS norinsHO
pO3IUIAIaTh SIK KIUIBKICHY OCHOBY ISl MPUUHATTA YNPABIIHCHKUX PIIIEHb 00
urdpoBoi TpaHchopMmallli MAPKETUHTY MIANPUEMCTB €IEKTPOHHOI KOMEpLIi.

[lomanpuil JOCHIIKEHHST JOUUIBHO CHPSAMYBaTH Ha PO3LIMPEHHS CHCTEMH
MeTpuk E-ARS 3 ypaxyBaHHAM OMHIKaHaJIbHOCTI JAHUX, CIELU(IKK PI3HUX MOJEIEH
e-commerce, a TAaKO»X HOBUX BUMOT JI0 OIIIHIOBaHHS €()EKTUBHOCTI TEHEPATUBHOIO Ta
AreHTHOr'0 IITYYHOI'O IHTEJIEKTY B MAapKETHMHTOBHUX Ipolecax. KpiM Toro, HaykoBi
MONIYKH JOUIIBHO 30CEPEIUTH Ha pO3POOJIEHHI 1HAUKATOPIB, SIKI I03BOJISATH TOUHIIIIE
BUMIpPIOBAaTH BHECOK reHepatuBHOro Al Ta Al-areHTiB y 3MiHM TaKUX MOKAa3HUKIB, 5K
KoHBepcisa, yrpuMmanHs kiieHTiB, LTV, ROMI, ROAS, mBuIKICT> BHKOHAHHS
MapKETUHTOBUX 3aBJIaHb, IKICTh KOHTEHTY Ta CTAOUIbHICTH O13HEC-TIPOIIECIB.

Nitepartypa

1. Zhuk A., Yatskyi O. The use of artificial intelligence and machine learning in e-commerce
marketing. Technology Audit and Production Reserves. 2024. Vol. 3, No. 4(77). P. 33-38. DOLI:
10.15587/2706-5448.2024.305280.

2. Lyndyuk A., Havrylyuk 1., Tomashevskii Yu., Khirivskyi R., Kohut M. The impact of artificial
intelligence on marketing communications: New business opportunities and challenges. Economics
of Development. 2024. Vol. 23, No. 4. P. 60-71. DOI: 10.57111/econ/4.2024.60.
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CninuyeHKo B.O.
acnipaHT Kadeapn MapKeETUHTY
JepraBHUI TOProBe/IbHO-EKOHOMIYHUN YHIBEPCUTETY

BNAMB IHAYCTPII 5.0 HA MAPKETUHIOBY AIA/IbHICTb B2B NIANPUEMCTB

CydacHuil  eram  pPO3BUTKY CBITOBOi  €KOHOMIKM  XapaKTEPHU3YEThCS
1dposizaiiero O13HeC-TIPOIIECiB, 1HTerpaI€ro IITYYHOTO IHTEJIEKTY,
aBTOMATH3aIlI€I0 BUPOOHMIITBA Ta 3POCTAHHSM POJII JaHUX y CHUCTEM1 yIpaBIIIHHS
HiAIpUeEMCTBAMU. 3a TaKUX O0OCTaBUH po3BUTOK [Hayctpii 5.0 popmye HOBUE eTarn
TpaHcopmarlii eKOHOMIYHUX CHUCTEM, Y MeXax sKoi Hu(pPOBI TEXHOJOTII, IITYIHUNA
1HTEJIEKT, aBTOMATH3allisl Ta aHAIITUKA JAHUX 1HTETPYIOThCS Y MPOLECH YIPABIIIHHS
M1IMPUEMCTBOM.

3rigHo [3], mia [agyctpieto 5.0 AOUUIBHO PO3YMITH HOBUM €Tal PO3BUTKY
MIPOMMCIIOBOCTI Ta LU(PPOBOI €KOHOMIKH, IO Mepeadadae IHTErpamio IMITYy4HOrO
IHTENEKTY, POOOTU30BAaHUX CHCTEM, JOIMOBHEHOI PEAJbHOCTI Ta IHIIMX LHUPPOBHUX
TEXHOJIOTIM Yy BHpPOOHMYI ¥ YHPaBIIHCHKI TIPOLIECH 3 METOI0 IOCUJICHHS
MOJIMBOCTEH JIIOJMHM, IMIJIBUIICHHS €()EKTUBHOCTI TMpaill MDK MpaIliBHUKOM 1
texHonorisimu. Konneniisi [amyctpii 5.0 opieHTOBaHa Ha CHHEPril0 JIOAUHU Ta
IHTEJIEKTyaJIbHUX CUCTEM, Y MEXKax SKOi KoJJaOopaTUBHI POOOTH 3/1aTHI B3aEMOIIATH
3 OIepaTopoM, aHali3yBaTH HOTO Jii, ajanTyBaTHCS J0 BUKOHYBaHUX 3aBJlaHb 1
CHPUATU 3HUKEHHIO BUPOOHUYNX PU3HKIB.

Ha Bigminy Big koHuenmii Inmyctpii 4.0, opieHTOBaHOI TNEpPEBaXHO Ha
uudpoBizailito Ta aBTOMaTH3aIlil0 BUPOOHUYMX TpoliieciB, [HaycTpis 5.0 akineHTye
yBary Ha JIIOAWHOIEHTPUYHOCTI, TMepCcoHai3alli B3aemMoaii Ta (QopMyBaHHI
IHTEJIEKTYQIbHUX CHUCTEM MiATPUMKH MPUUHSATTA pPillieHb. Y TaKUX YMOBAaX CYTTEBHX
3MiH 3a3HAa€ MAapKETUHT MiANPUEMCTB, ocobnnBo y B2B, ne edekTuBHICTH B3aEMO/I1T
MDK KOHTPAar€éHTaMM BHU3HAYA€ThCS pPIBHEM JOBIPH, CTAOUIBHICTIO MOCTayaHHS,
IIBUJKICTIO OOpOOKM 1H(poOpMalii Ta 3AAaTHICTIO MIANPUEMCTBA IMPOTHO3YBATH
noTpedu Oi3Hec-kimienTa. Tpanchopmairisit B2B-mapketunry B ymoBax Inmgyctpii 5.0
CYHPOBOJIKYETHCS MEPEXOAO0M BiJl TPATUIIIMHOI KOMYHIKAIIHHO-30yTOBOI MOJIEN 10
MOJIeNII AQHAMITHYHOTO YIPaBIiHHA B3a€MOBIIHOCMHAMHU 31 CHOXKMBadyaMu. Y
pe3ynbTari  MapkeTuHr iHTerpyerbes 13 CRM-cuctemamu, Al-anamitukoro,
dpoBuMH MIaTHOPMAMH Ta CUCTEMAaMHU MPOTHO3YBAHHS MOBEIIHKU CIIOKKBaul, 10
dbopMye HOBI MiAXOAW JO YIPaBJIIHHS IOMUTOM, OPEHIOM Ta JOBrOCTPOKOBUMHU
KOHTPAaKTHUMH BiTHOCHUHAMH.

B3aemoniss Ha punky B2B xapakrtepusyeTbCs TpHUBAJIMMH IpollecaMu
BUKOPUCTAHHS MPOAYKIIT Ta BOYJOBAHICTIO Y JOBIOCTPOKOBI A1IOBI BIAHOCUHHU, IO
MIJBUIY€E 3HAYYIIICTh AOBipM MiXK KOHTpareHTamMu Ta MOTEHILilHYy BapTicTh
MOMUJIKOBUX pilieHb [2, c¢. 84]. BianosigHo ocobnuBicTio B2B-puHKiB € BUCOKHIA
pPIBEHb CKJIQIHOCTI MpPOLECYy MNPUUHATTS 3aKyMiBEJIbHUX PIIIEHb, TPUBATl LMKIH
MPOJIaXiB, 3HAYHA BapTICTh MOMMJIKM Ta KPUTUYHA POJIb IOBIPH MIK KOHTpareHTamH.
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3a TakuX YMOB TPaJIuIliiiHI MApKETUHIOBlI IHCTPYMEHTH, OPIEHTOBAHI MEPEBaKHO HA
IpPOCYBaHHS TMPOMAYKIIi Ta KOMYHIKalldHYy MIATPUMKY MpPOJaXiB, MOCTYIOBO
BTpaydaloTh €PEeKTUBHICTh. 3POCTaHHS OOCATIB JaHUX, HU(PPOBi3allisd 3aKyHiBEIbHUX
MIPOIIECIB Ta PO3BUTOK Al-TE€XHOJOTIN 3MIHIOIOTh MEXaHI3MH B3a€MOJIii MiAMPUEMCTB
31 crokuBayamMu Ta (OPMYIOTH TOTpeOy y mepexoii a0 OUIbIll THYYKHX,
MEPCOHANI30BAHMX 1 MPOTHOCTHYHUX MOJENIEH MapKETUHIOBOTO yIPABIiHHS.

Bukopucranns Al-texHosorid y Mapketunry B2B no3Bossie mignpuemcTBam
3MIIMCHIOBATH O1JIbIII TOYHE CETMEHTYBAHHS PUHKY Ta MPOTHO3YBATH 3MIHU IMOMUTY B
peanbHOMY yaci. 3aBasiku iHTerpaiii CRM-cucrem, ERP-nimatdopm Ta iHCTpyMEHTIB
AQHAJIITUKU TIIMNPUEMCTBA OTPUMYIOTh MOJKIIMBICTH (OpMYBaTH 1HJIMUBIAYyasli30BaHi
NPOIO3HUIIl] JJIsI KOPIMOPATUBHUX CIIOKMBAYIB 3 ypaxyBaHHSAM IXHIX BUPOOHUYMX
notped, icTopii 3aKymiBeslb Ta PIBHA KOHTPAKTHOI AKTHBHOCTI. Y pe3yJbTari
MapKETHUHT TPaHCPOPMYETHCS Yy CHUCTEMY VYIOPAaBIIHHA [aHUMH, J€ KIOYOBUM
pecypcom BucTymae iHpopmarlisi Ipo MOBEAIHKY O13HEC-CIOXKKBaya.

CyTTeBUX 3MIH 3a3HalOTh 1 KOMYHIKAalliHI MeEXaHi3MU Ha puHKY B2B.
Tpangumiitai popMu IpocyBaHHS MPOAYKIIIi MOCTYIOBO JTOMOBHIOIOTHCS ITU(GPOBUMHU
miaTpopMaMy, aBTOMATU30BAHMMM KaHAJIaMH KOMYHIKAIll Ta 1HCTPYMEHTAMH
IHTEPaKTUBHOI B3a€MOIII 31 criokuBadamu. [lianpremMcTBa akTHBHO BUKOPUCTOBYIOTh
QITOPUTMHM IITYYHOTO 1HTEJIEKTY JUIsl (POPMYBAHHS NEPCOHATI30BAHUX PEKOMEHIAIIIN
1 IPOTO3HUIIiH, a TAKOXK BIPOBAKYIOTh 4aT-O00TH Ta BIpTyaJIbHUX KOHCYJIBTAHTIB JJIS
00CITyroByBaHHS KJIIEHTIB. 3aBISKH 3aTHOCTI TAKUX CUCTEM aHAIII3yBaTH MOMEpPEeIH1
B3a€EMO/IIT 3 KIIl€EHTaMU 3a0e3MeuyeThesi OTBIN IIBUIKE, TOYHE Ta MEPCOHAI30BaHE
HajaHHs 1H(popmalii ¥ cepBicHOi miaATpuMKH. 3a manumu [1, c. 9] ue crpuse
CKOPOYEHHIO 4Yacy OOpOOKHM 3amlMTiB, NIABUIICHHIO ONEPAaTUBHOCTI MNPUNUHATTS
pillleHb Ta  3pOCTAaHHIO  €(PEeKTUBHOCTI  KOMYHIKAIIifHOI  B3aeMonii  MiX
MOCTaYaIbHUKOM 1 CIIO’KUBAYEM.

VY pesynbrari po3BuToK IHmyctpii 5.0 3MiHIOE PO MapKETUHTY y CHUCTEMI
yopasimiHHS ~ B2B-mignpuemMctBoM.  MapKeTHHT  1HTErpyeTbCsl Yy MPOLECH
CTpATEriuHOTO IJIaHYBaHHSA, YIPABIIHHS KIIE€HTCHKUMHU J@HUMHU Ta MPOTHO3YBaHHS
PUHKOBOT MOBeAIHKUA. EGEeKTUBHICTh MApPKETUHTOBOI A1SUTHOCTI MIAMPUEMCTB JIe1all
Ounbllle 3alekaThMe BiJ 3JaTHOCTI 1HTErpyBaTHM aHAJNITUYHI CUCTEMHU y MIPOLIECH
YIpaBJiHHS B3a€EMOBIAHOCMHAMHU 3 KJII€EHTAMH, aJanTyBaTHCS 10 3MiH LU(PPOBOTO
cepenoBuila Ta GopMyBaTH JOBrOCTPOKOBY IIHHICTB JIJIsl O13HEC-TIapTHEPIB.
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Xopak B.B.
acnipaHT Kadeapun MapKeTUHry
YepKacbKnit eprKaBHUM TEXHIYHWUI YHiBEpPCUTET

FINEPMEPCOHA/I30BAHUIA ONBOARDING AK CTPATEIA 3HUXEHHA BIATOKY
KNIEHTIB Y B2B SaaS: POJIb BE/IMKUX MOBHUX MOLENEWN

['mobGanbHuil pUHOK SaaS 1EeMOHCTPYE CTPIMKE 3pOCTaHHS: 32 IPOrHO3aMHU, 10
2028 poky #oro obcsr mepeBUIUTh $234 MIIpA, MO CBIAYUTH MPO TMEPETBOPCHHS
XMapHOTO MPOTPAMHOTO 3a0e3MeueHHs Ha OJHY 3 KIIOUOBUX (hopMm oprasizarii
ugpoBoro 6izHecy [1]. Bognouac BiaTik Kii€HTIB (churn) 3amumiaeTsesi TOJIOBHOIO
3arpo30i0 ISl CTiMKOCTI SaaS-0i3Hec-Mopeni: MOCHIIKEHHS CTaOUIbHO (IKCYIOTh
3HAYHUU piBEHb BIATOKY y B2B SaaS-komnanisax [1]. YTpuMmaHHs iCHYyIOHUOro KiIi€HTa
€ 3HAYHO €KOHOMIYHO BUTIJHIIIAM 3a 3a71y4Y€HHS HOBOTO [2], 10 pOOUTh 3HUKEHHS
BIJITOKY KJIIOYOBUM MapKETUHIOBUM IPIOPUTETOM.

HocnimxenHss nokasyiotb, mo 60-70% siaToky y B2B SaaS BinOyBaethcs
npoTsaroM nepmmx 90 AHIB MCIS MIANUCKH, 1 OUIBIIICTh KIIEHTIB 3aJIUIIAIOThH
MPOAYKT, TaK 1 HE JOCATHYBIIM «aha moment» [3]. Tpamurmiiinuii onboarding,
noOy/J0OBaHUN Ha JIIHIMHUX THCTPYKISX O€3 ypaxyBaHHs pOJii, rajxy3l Ta 3aBJaHb
KOHKPETHOIO0 KOpPHUCTyBaya, HE 3JAaTHUN 3a0€3MEeUnTH NEPCOHAII30BAHUNA LUIIX 10
MOMEHTY YCBIJOMJIEHHSI LIHHOCTI mpoAyKTy [3]. IlosiBa BEeIMKUX MOBHHX MOJENEH
(LLM) y 2024-2026 pokax BIJKpUBAa€ MPUHLMIIOBO HOBI MOXJIMBOCTI IS
rinepnepconatizaimii onboarding-miporiecy B Macmitadbi — 0€3 MNpOnopIiitHOTO
3poctanHs BuTpar Ha Customer Success [4].

Metoro poboTH € OOrpyHTYBaHHS KOHIENTYadbHOI MOJENl 3aCTOCYBaHHS
BEJIMKUX MOBHHMX MOJEJICH JIJIs TineprepcoHani3oBaHoro onboarding sk IHCTpyMEHTY
3HM>KEHHSI BIATOKY KIi€HTIB Y B2B SaaS-kommnanisx.

Tpagumiiinuii  onboarding y B2B SaaS-nponykrax mnoOyaoBanuii 3a
MPUHITUIIOM €JIMHOTO JIIHIHHOTO MapmipyTy: yci HOBI KopuctyBaui — Big C-level
MEHEKEPIB 70 TEXHIYHUX CHEIIaNICTIB — MPOXOJAATh OJHAKOBY IOCIIIOBHICTh
KpokiB. Taka yHiikallisi TOPOJKY€E TPU CUCTEMHI IPOOIEMHU.

Koenimuene nepesanmasicenns. CrangaptHuii  onboarding aeMoHCTpye
MaKCUMaJIbHY KUJTBKICTh (PYHKIIIH y mepii cecii poOOTH 3 MPOIyKTOM, HaMaratounch
MOKa3aTH «BCIO I[IHHICTB» OJHOYAcCHO. HaToMiCTh KOpPHUCTyBad, MepeBaHTAKCHHIA
HOBOIO 1H(OpMaIIi€r0, HE MOXKE 1IeHTU(DIKYBAaTH peleBaHTHI s cebe QyHKIii, 1o
MIPU3BOAUTH J0 JIE30pI€HTAIlil Ta BIIMOBH BiJl IPOAYKTY.

Biocymuicmv  ponvosoi aoanmayii. B2B  SaaS-mpolykTH  OXOILTIOIOTH
MHOKHUHHI CIIeHapii BUKOPUCTAHHS 3aJIEKHO BIJI MOCAIH, rajay3i Ta Oi3HEC-ILIeH.
Mapxkeronor, (piHaHCUCT 1 pO3pOOHUK BUKOPUCTOBYIOTH TOW CaMHUi IHCTPYMEHT
MPUHIMIIOBO TMO-PI3HOMY, MPOTE OTPUMYIOTH 1IEHTUYHUM onboarding-gocBia, ae
3HaYHa YaCTHUHA IEMOHCTPOBAHMUX (YHKIIIH € I HUX HEPEJIEBaHTHOIO.
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Kopcmra ninitinicme npoyecy. Tpamumiiamii onboarding He pearye Ha
MOBE/IIHKY KOPUCTyBaua B pEaIbHOMY 4aci: He3aJeKHO BiJl BUKOHAHUX [iil, cHCTeMa
BEJIC HOBaukKa Hamepe] BHU3HAUYEHUM MapIIpyToM. BIACyTHICTh aJanTHBHOCTI
YHEeMOXJHBIIOE ckopoueHHs Time-to-Value (TTV) — vacy Big peectparii 10 nepioi
KITFOYOBOI [1i, IO KOPEJIOE 3 JOBrOCTPOKOBUM YTPHUMAaHHSM Ki€HTIB [2]. Bemnuki
MoBHI Mozeni (LLM) ycyBaioTh KOXHY 3 BHSABICHHX MpoOJiieM uepe3 Tpu
B3a€MOIIOB'sI3aH1 MEXaH13MH.

Intake-ananiz i ounamiuna ceemenmayis. Ha etami peectparii LLM 06po6isie
CTPYKTYpOBaHl JaHI KOpHCTyBada — TIocagy, rajay3b, pO3MIp KOMIIaHIi,
chopMyboBaHi 11 — Ta (popmye guHaMIYHHKN Tpodinsk. [{el npodiib yTOUHIOETHCS
B peaIbHOMY 4Yaci B Mipy HAaKOIWYEHHSI HOBUX MOBEIIHKOBUX CUTHAMTIB [4].

Aoanmusena eenepayis onboarding-wapwpymy. Ha ocHOBI chOpMOBaHOIO
npodimo LLM renepye nepcoHanizoBaHy MOCIHIJIOBHICTh KPOKIB: ISl MapKeToJora
aKLIEHTYE aHATITUYHI MOy, 111 po3poOHuKa — API Ta iHTerparii, 1yist KepiBHUKA —
namoopad 1 3BiTH. TakuM YWMHOM, KOXXEH KOPUCTYBau B3a€EMOJIE JIMIIE 3
peleBaHTHUMU (PYHKIISIMM, IO YCYBA€ KOTHITUBHE NMEPEBAHTAXKEHHS 1 CKOPOUYE Yac
J10 TMEPIIOTO MPOAYKTUBHOTO BUKOPHUCTAHHA [4; 6].

Conversational guidance na ocnosi RAG-apximexkmypu. LLM-acuctent
CYyHpOBOJIXKY€E KOPUCTYyBaya y opmaTi Jiajory: BIAMNOBIJa€ HA CUTyaTUBHI MUTAHHS
B KOHTEKCTI TOTOYHOTO KPOKY Ta MPOTOHYE HACTYMHY Ait0. ApxiTekTypa Retrieval-
Augmented Generation (RAG) 103BoJsiE acCHUCTEHTY OINEPATUBHO BUTATYBATH
peJsieBaHTHI (PparMEHTH JOKyMEHTAllli, He BUBOASIYM KOPUCTYBaya 3 MPOIYyKTY [5].

BaxxnuBoro ymMOBOIO peanmizallli I[uX MeXaHI3MiB € BUKOPUCTAHHS BIIKPUTOTO
crauaapty Model Context Protocol (MCP), mo ctBOproe yHiikoBaHy cXemy
nepeadi KOHTEKCTY, Ta JCICHTPaII30BaHOro MpoTokony Agent-to-Agent (A2A). Lle
no3Bosisie pizHuM IllI-arenTam Oe3neyHO OOMIHIOBATHUCS JAHUMHU Ta KOOPAMHYBATH
KPOKH HaJallTyBaHHS CHUCTeMH 0e3 dOpPCTKO 3aKoJl0BaHUX iHTerpauii [8]. CykymHO
11 MEXaHi3MU CKOpouyroTh Time-to-Value Ta miaBUIIYIOTh KMOBIPHICTh JOCSTHEHHS
«aha moment». Ilpononyerbcs TphoxetanmHa mojenb LLM-onboarding nns B2B
SaaS-xomnaniii (Tabu. 1).

Ta6muns 1 — Tproxeranna mojens LLM-onboarding nyist B2B SaaS-kommnaniit

Eran YacoBuii ¢ppeitm His LLM

Profiling 0-24 rogunau Intake-ananiz — ¢opmyBaHHs
MIEPCOHAIBHOIO MapLIPYTy

Activation 1-30 guis AnanTuBHI MAKA3KH —
BiacTexXeHHs milestones

Success Confirmation 30-90 nHiB CS-handoff npodins +
curHanu s upsell
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Ha nepmomy erami (Profiling) LLM 30upae gani, popmye nepcoHanizoBaHuA
MapuipyT 1 Bu3Hayae npioputeTHi Qynkuii. Ha apyromy erami (Activation) LLM-
aCHCTEHT CYIpPOBO/KYE KOPUCTyBaua aJanTUBHUMHU IIJKa3KaMH, (IKCYIOUu
JoCsITHeHHsT TIpoMikHMX milestones. Ha Tpetbomy etami (Success Confirmation)
LLM renepye 3Benenuii mpodisb kimienta mis nepenadi Customer Success-KoMaH i,
0 TEPEeBOAUTH MIATPUMKY BIJl PEAKTUBHOTO BTPYYaHHS [0 MPOAKTHBHOIO
CYIIPOBOLY.

EQexTHBHICT 3aIIpONOHOBAHOT MOJEI BUMIPIOETHCA YOTHpPMA MOKAa3HUKAMU
(Tabu. 2).

Tabmuss 2 — TlokazHuku eeKkTHUBHOCTI TphoxeTamHoi wmozeai LLM-
onboarding jyis B2B SaaS-xommaHiii
MeTtpuka [To BuMiproe

Time-to-Value (TTV) Yac Bijx peecTparii 10 nepmoi KIo4oBoi il
KOpHUCTyBaya

Activation Rate (30/60/90 nniB) YacTka KOPUCTYBaUiB, 10 JOCATIIA BU3HAUYCHUX
milestones

Net Revenue Retention (NRR) YTpuMaHHs Ta pO3IMUPEHHS T0XOLYy BiJ
ICHYFO4O1 KOTOPTH

Cohort Churn Rate PiBens BiATOKY y po3pi3i onboarding-cerMeHTiB

[TpakTuunuit qocBin B2B SaaS-kommanii niaTrBepkye 3Haunnil Bruue L1 Ha
(1HAaHCOBY CTIHKICTh. 30KpeMa, BIpoBakeHHsI LLM-oHOOpIuHTY 3 pO3MOALIOM Ha
cermentu (Startups, Growth, Established) mo3Bommio 3HU3UTH pIYHUNA TOKA3HUK
B1ATOKY (Annual Churn Rate) Ha 34% Ta pagukaqbHO CKOPOTHTH CEpEaHii Yac 10
nepmoi iHHOCTI (TTFV) — Ha 63,6% (3 22 no 8 aniB). JlomatkoBo (iKCyeTbCs
3pOCTaHHs TOKa3HMKa akTuBallli Ha 43,5% Ta MiABUIIEHHS JIOSJIBHOCTI KJIIEHTIB
(NPS) na 250%. 3aranpHuil [AOCBII IHAYCTPIAJIbHUX BIPOBAIKEHb TaKOXK
JEMOHCTPY€E 3HWKEHHS BIATOKY mpoTsaroM nepmumx 90 nuiB Ha 21% Ta 3pocTaHHs
Net Revenue Retention y 1,6 paza [7].

Bucnosku. I'inepniepconanizoBanuii onboarding Ha ocHoBi LLM € epexTuBHUM
MapKETUHTOBUM 1HCTPYMEHTOM 3HMKEHHS BIATOKY KiIi€eHTIB y B2B SaaS. IlpakTuuna
IMITJIEMEHTAITIS 3alpPOMOHOBAHOI MO Tepeadadae TpU MOCHTII0BHI KPOKH: 3aMiHy
cTaHAapTHUX peectpamiitaux ¢opm Ha LLM-powered intake-miamor; po3roptaHHs
aganTuBHUX onboarding-mapmpyTiB 3 conversational guidance Ha ocHoBi RAG-
apxitekTypu; Ta aBroMaruzoBaHuii CS-handoff i3 LLM-3renepoBanum mpodinem
kimedTa micas 30-ro gHA. BropoBajpkeHHsS 3alpoNOHOBAHOT MOJENl  J03BOJISIE
ckopotutu Time-to-Value, migBummtu Net Revenue Retention Ta mepeTBopuTH

onboarding 13 TEXHIYHOTO MpPOIIECY Ha CTpPATErYHUN MapKETHMHTrOBUW akTuB. [lpu
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[OMY TEXHIYHA peaiizallisi TineprepcoHaNi30BaHOrO MiIXOAy Ma€ CIHUpATHCS Ha
cyBopi crtaHmaptu Oe3neku B2B-cektopy, mo 3a0e3medyeThcsi aBTOMATHYHUM
MacKkyBaHHsM niepcoHanbHuX naHux (PII) Ta GaraTopiBHEBOIO i30isIier0 iHPOpMAITii
(Multi-Tenant Isolation) Ha piBHI apXiTEKTypH.
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Xpynosuu C.E€.

KaHAMAAT EKOHOMIYHUX HAYK, AOLEHT

O0LUeHT Kabeapn MapKEeTUHTY
3axiAHOYKPAIHCbKNI HaLiOHaNbHUIM YHIBEPCUTET

FEHEPATUBHUM LUTYYHUM IHTENEKT AIK IHCTPYMEHT UU®POBOIO
MAPKETUHIY B YMOBAX HEBU3HAYEHOCTI

VY ChOTOJHIINIHIX HECTAOIILHUX YMOBAX BeJCHHS O13Hecy B YKpaiHi 0coOIMBOT
aKTyalbHOCTI HalyBa€ BIPOBA/KEHHS TE€HEPATHUBHOTO IITYYHOTO IHTEJEKTY Ta
MEePCOHANI30BaHOTO MapKeTuHry. lloB’s3yemo 1e 13 TuUM, IO 3a YOTUPU POKHU
noBHOMacITaOHa BiffHA CYTT€BO TpaHC(hOpMyBaia MAapKETHUHIOBE CEPEIOBUIIIE,
3MIHWJIa MOJIEJII CIIO’KMBYOI MOBEIIHKU Ta CIOHYKaJla MIANPUEMCTBA JOBOJI MIBUIKO
ajanTyBaTHCS JO HOBHUX EKOHOMIYHUX peainid. fIk BBaXarOThb aBTOPU Mpami i3
cTparerii 1ugpoBoi Tpancpopmamii [1, c. 45], cepen KIIOYOBHX PHU3MKIB, IO
BIUTMBAIOTh HA MApPKETUHIOBY JISUIbHICTh YKPAaiHCHKHUX KOMIIaHIM, BapTO BUIIIUTH
MOPYIICHHS JIOTICTUYHUX JIAHIIIOTIB, MITPAIlil0 HACEJIEHHS, 3HMKCHHS KYIIBEJIbHOI
CIIPOMOHOCT1 OKPEMHX CETMEHTIB CHOXKHBauiB, Ne(PIUT KBaIiPiKOBAHUX KaJpiB,
3arpo3u  kibepOesmerni Ta  HECTaOUIBHICTh  (DYHKI[IOHYBaHHS  KPUTHUYHOI
iHdpacTpykTypu. 3a Takux peaiii, nudpoBUN MapKETHHT Yy HaIllil KpaiHi CTae He
JUIIE 1HCTPYMEHTOM TPOCYBAaHHS MPOAYKIl, a ¥ BaXJIUBUM MEXaHI3MOM
3a0e3MeveHHs] CTIMKOCTI Oi3HeCy Ta MIATPUMKH KOMYHIKallii 31 CHOKUBa4aMH.
IHTerpamis TEXHONOrIA IITYYHOTO IHTENEKTY B MAapKETUHIOBY JISUIBHICTD
MIIIPUEMCTB 3a0e3Medye MiABUIICHHS €()EKTUBHOCTI YIpaBIiHHS MapKETUHTOBUMHU
MPOLIECAMH, PO3LIUPIOE MOMXKIMBOCTI MPOTHO3HOI aHAJITUKUA Ta CIPUSE ONEPaTUBHIN
aganTalii cy0'eKTiB rOCIIOIaprOBaHHS A0 TpaHcpopMalliii pUHKOBOTO CEpPeIOBHIIIA.

HaMm BaxI1MBO ChOTrOJIHI MOCTIMHO «TpUMAaTH» yBary crHokhpauda. Bakaemo,
o Taka miarany3p mry4gHoro iHTenekty (Al) sk Generative Al, xoTpa Moxe
CTBOPIOBATHU 3a JOMOMOTOI0 MAIlIMHHOT'O HaBYaHHS HOBUI KOHTEHT, Ty>K€ JTOMOMOXKE
y UpOMY HampsMKy. BojHouac, akTHBHE BIIPOBaJUKEHHS TeHepaTUBHOro Al
CYNPOBOJIKYETHCSL TOSIBOI0 HOBUX PU3HUKIB, 30KpeMa IMOUIUPEHHSIM Je3iH(opMaliii,
3aCTOCYBAHHSIM HITYYHO 3r€HEPOBAHOIO KOHTEHTY JUIsl MAHIMYJIIOBAaHHS CYCHUIbHOIO
CBIJIOMICTIO, 3pPOCTaHHSIM MaciTa0iB 1H(GOPMAIIITHO-TICUXOJIOTIYHOTO BIIUBY Ta
kibep3arpo3. lle axTyanmizye HEOOXIIHICTH PO3BUTKY HAIIOHAJIBHOI CHCTEMH
udpoBoi O€3MeKkH, YAOCKOHAJIICHHS MEXaHI3MIB peryJJiOBaHHS BHUKOPUCTAHHS
TEXHOJIOTIM IITYYHOrO IHTENEKTY Ta BIPOBAIKEHHS ETUYHUX CTaHAApTIB IX
3acTocyBaHHA y cepi MapkeTHHTy. KpiM Toro, eBpoiHTerpauiiiuii Kypc YKpainu ta
il akTMBHa 1UdpoBa TpaHcPopMallisi CTBOPIOIOTH HOBI MOKJIMBOCTI JJIS IHTErparlii
BITUM3HSHOTO O13HECY Y TJI00abHI pUHKHU. Y IIUX YMOBaX KOHKYPEHTOCIIPOMOXKHICTh
YKPAiHCbKUX MIAIPUEMCTB 3HAYHOIO Mipor0 Oyze BIAIITOBXYBATHUCS BiJ I1XHBOI
3IaTHOCTI TOEJHYBATH 1HHOBAIIHI MApKETHHTOBI TEXHOJIOTIl, IITY4YHUN IHTEJICKT,
KJIIEHTOOPIEHTOBAHUH T1IX1/1 T4 TPUHITUIHN COLIAJIbHOI BiIMOBIATBHOCTI.
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Takoxx  moTpiOHO  BpaxyBaTH, IO CyYaCHHH  CIIOKHMBA4  OYIKY€
MepCOHI(pIKOBAHOTO 3BEPHEHHS, IIBUAKOI KOMYHIKaIlli Ta MPOMO3UINHN, SKi
MaKCHMaJbHO BIJIOBIIaI0OTh HOro moTpedaM 1 MOBEIIHKOBUM XapaKTEepUCTUKAM. Y
3B'SI3KY 3 IIUM, NEpCOHAII3allisl MEPETBOPIOETHCS 3 KOHKYPEHTHOI IepeBaru Ha
OOOB'SI3KOBHI €JIEMEHT MapKETHHTOBOI cTpaTerii miAnmpueMcTBa. BukopucraHHs
QITOPUTMIB MITYYHOTO 1HTEJICKTY JO3BOJISIE 3MIMCHIOBATH aHAJI3 BEJIIMKUX MACHBIB
JaHUX Y PEXKHUMI pealIbHOTO 4Yacy, MPOTHO3YBATU CIIOXKHUBY1 MOTpeOu Ta hopMyBaTH
0COOJIMB1 TPOMO3UILIl JJII OKPEeMHX CEerMeHTIB puHKY [2, c. 78]. Moxemo
KOHCTaTyBaTH, 10 cy4yacHi Al-cucreMu 37aTHI aBTOMAaTUYHO T'€HEPYBaTH PEKIIAMHI
MOBIJIOMJICHHS, TEKCTOBE Ta Bi3yaJbHE HAIIOBHEHHS CaWTIB, CI[EHApii KOMYHIKAIIHA y
COITIaJIbHUX MEpEeKax, eJEeKTPOHHI PO3CHIKHM Ta TMEPCOHAII30BaHI PEKOMEHJAIII].
Takuit cuM0103 TOETHAHHS MApPKETUHTOBUX IHCTPYMEHTIB Bi3yaJbHOI'O BILJIMBY Ha
CHOXKMBaya CIpUsA€ CKOPOYCHHIO BUTPAT 4Yacy Ha pO3POOKY MapKETHHIOBHX
KaMIIaHii 1 TiABUIIYE IXHIO aIallTUBHICTH 10 3MiH PUHKOBOT'O CEPEOBUIIIA.

IMmieMeHTaIlii TEHEPaTHBHOTO INTYYHOTO 1IHTENEKTY B MAapKETHHIOBY
JUSJIBHICTh  CYNPOBOJIKYETHCS  HU3KOIO  BHUKJIMKIB, a caMme: 3a0e3ledyeHHs
KOH(1ICHIIIITHOCTI MEepCOHAIbHUX JAHMX; NUTAaHHA €TUYHOTO BHKOPHUCTAHHS
TEXHOJIOT1i; pU3UKH MOIIUPEHHS HEJOCTOBIpHOT 1H(OpMaIii.

EdexktuBne  BukopuctanHs  Al-texHonorii  motpedye  po3poOieHHS
BIJINOBIJIHAX MEXaHI3MIB KOPHOPATUBHOTO YIPABIIHHS Ta JOTPUMAHHS MPUHIUIIIB
udpoBoi etuku [3, ¢. 114]. ¥ nuHamMiyHOMY KOHKYPEHTHOMY CEpEIOBHUII YKpaiHu,
AK€ 3HAXOJIUTHCS MiJ MPU3MOI0 MUNTAPHUX BUKIWKIB, MIANPUEMCTBA TMOBHUHHI
MEPEXOUTH BiJ] TPATUIIIAHUX MojieNiel ITM(POBOTO MApKETUHTY J0 IHTENEKTYaIbHUX
CHUCTEM YIpaBJIiHHS B3a€MOBIIHOCMHAMH 31 CIIOKMBadyaMH, 5Ki 0a3yrOTbCcs Ha
KOMILJIEKCHOMY BHMKOPHUCTAHHI INITYYHOTO 1HTEIEKTYy, MAIIMHHOTO HaBYaHHS Ta
aHali3y BEJMKUX JaHux. Takuil miaxin 3adesneuye (GopMyBaHHS JOBTOCTPOKOBOI
JIOSUTBHOCTI  KJIIEHTIB, MIJBUILEHHSA €()EKTUBHOCTI MApKETUHIOBUX IHBECTHIIN Ta
CTBOPEHHS CTIMKUX KOHKYPEHTHHUX TepeBar.

['eHepaTHBHMI IITYYHHUI IHTEJEKT 1 MEPCOHAI3AIS BUCTYNAIOTh KIOYOBUMU
IpaiiBepaMH PO3BUTKY Cy4acHOTO IU(POBOro MapkeTuHry. [loganbin g0CaiIKeHHs
BapTO CHOPSIMYBaTH Ha BHUPOOJICHHS aJropuTMizallii METOAWYHUX MIAXOJIB 3
OLIIHIOBAaHHS €(EKTUBHOCTI BUKOpPUCTaHHS Al-TeXHOJIOTII y MapKEeTHUHIOBIH
TISUTBHOCTI MIANPUEMCTB Ta BU3HAYCHHS MEXaH13MIB 3a0e3meueHHs u(poBoi JOBIpH
CIIO’KMBAYiB B yMOBaX HECTa01IbHOCTI.

Nitepartypa
1. Makymok O.B., Cemenga O.B., Kopman LI. Crparerii uudponoi Tpanchopmanii B2B-
MapKeTUHTY: (JOPMYBaHHS KJIIEHTOOPIEHTOBAHMX MoJIeNIell B yMOBax IJI00AIbHOI JIJPKUTAII3ALi.
36ipnux naykosux npayv Ymancoxoco HYC. 2025. Bum. 106. Y. 2. C. 45-55.
2. Kpayc H.M., Kpayc K.M. lludpoBuii MapkeTUHT Ta ITYYHUH IHTEIEKT y PO3BUTKY Cy4aCHOTO
6i3Hecy. Exonomixa ma cycninbcmeo. 2024. Ne 61. C. 74-82.
3. Chaffey D., Ellis-Chadwick F. Digital Marketing: Strategy, Implementation and Practice. 9th ed.
Harlow : Pearson Education, 2024. 642 p.
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YepHuw O.B.

KaHOMAAT EKOHOMIYHUX HayK, AOLLEHT

LOUEHT Kadbeapyn MapKETUHTY

JepraBHUI TOProBeIbHO-EKOHOMIYHUI YHiBEPCUTET

LU®POBI NIAT®OPMMU AK IHCTPYMEHT NPOCYBAHHA IHHOBALIMHUX
NMPOAYKTIB

CydacHuil eTanm pO3BUTKY CBITOBOi €KOHOMIKH XapaKTEPHU3Y€TbCS aKTHBHOIO
ndpoBizarfiero Oi3HEC-MPOIECIB Ta 3POCTAHHSAM 3HAYCHHS MUQPPOBUX TUIATHOPM Y
B3a€MOAII MIX BHUPOOHUKAaMH, CIOKMBayaMU Ta IHIIMMH YYaCHHUKAMHU PHHKY.
[Hudposi miathopMu CTBOPIOIOTH HOBI MOXKIIMBOCTI JIJIsl TIPOCYBAHHS 1HHOBAIIHHUX
MPOJYKTIB, 3a0e3leuylour IIBUAKE MOMMPEHHA 1H(pOpMallii, MacmTaOyBaHHS
013Hecy Ta (popMyBaHHS JOBMOCTPOKOBUX BITHOCHUH 13 KIJIIEHTAMH.

3a nmanmumu 3BiTy UNCTAD Digital Economy Report 2024, mnudpoa
€KOHOMIKa TPOJIOBKYE JIEMOHCTPYBAaTH BUCOKI TEMIIM PO3BUTKY, a IU(poBizallis
CTa€ OJHUM 13 TOJIOBHUX JIpaliBEpiB E€KOHOMIYHOTO 3pPOCTAaHHS Ta MIKHAPOJHOI
KOHKYPEHTOCIPOMOXKHOCTI  mianpueMcTtB. OcoOnMBOro 3HaueHHs HaOyBaroTh
nudposi miarpopmu, sgKi 3abe3reuyioTh e(PEeKTHBHE IOIIMPEHHS I1HHOBAIA Ta
JOCTYII J10 TJIO0AIbHUX PUHKIB [1].

[udposi mnardopmu 3a0e3MeUy0Th MBUAKUHN 1 MUPOKUN TOCTYII 10 IIITHOBOI
ayquTopli, 3HAYHO pO3MIMPIOIOYM MOXKJIMBOCTI MAapKeTONOriB. 3 PpPO3BUTKOM
TEXHOJIOT1H 3MIHWJIMCS HE JUIIE KaHaJIM B3aeMOJIl 3 KJIIEHTaMH, a W IIJIXOIH JI0
CTBOPEHHSI, BOPOBAKEHHS 1 TPOCYBAHHS 1HHOBAIIIH.

[HHOBAIIMiHI MOPOAYKTHM 4YacTO MAalTh CKIAJHUN XapakTep, IO BHUMAarae
THYYKHX 1 €(QEeKTUBHUX MapKeTHMHroBux ctpaterid. [{udposi mnardopmu, Taki sk
colliajibHI MEpexi, MapKeTIielcu, MOOUIbHI JTOJAaTKH, Ta CHEIladi30BaHl OHJIAH-
pecypcH, CTBOPIOIOTh YMOBHU Jisi Oe3mocepeqHboi KOMYHIKaIlii 3 KOPUCTyBayamw,
30UpaHHsl 3BOPOTHOTO 3B’S3KY 1 (DOPMYBAaHHS CHUIBHOT JIOSUIBHMX CIIOKHBAYiB. 3a
JaHUMH  OCTaHHIX  JoCHimkeHb, ToHan 70%  IHHOBAIlIMHMX  IIPOEKTIB
BUKOPUCTOBYIOTH ITU(DPOBI T1aThOpMHu ISl 3aITyCKy 1 MPOCYyBaHHS MPOAYKTIB [2].

OcHoBHUMHK (GYHKIISIMU HUGPOBUX TUIATPOPM y MPOCYBAHHI 1HHOBAIIMHUX
MIPOJIYKTIB €.

1) MapketunroBa komyHikailisi Ta 6permiar. [{udposi mnathopmu 103BOIAIOTH
CTBOPIOBATH IIJILOBUI KOHTEHT, OPTraHi30BYyBaTH PEKJIaMHI KaMIlaHii 3 BAKOPUCTAHHSIM
AQHATITUKU Ta IITYYHOTO I1HTENEKTY JJIs TepcoHasi3alii moBioMieHb. Hamnpukan,
BUKOPHUCTAaHHSl aJIrOpPUTMIB MAaIUMHHOTO HaByaHHsS Ha Iuiatdgopmax Facebook,
Instagram ta TikTok nonomarae TO4HO cerMeHTyBaTH ayauTopito [3].

2) 30upaHHs 3BOPOTHOrO 3B’SI3KYy 1 ajanrtaiis NOpoaykry. Bizaemomis 3
KOPHCTYBa4aMH y peajibHOMY 4Yaci 4epe3 KOMEHTapl, OMUTYBAHHS, BIATYKH J1a€ 3MOTY
IIBUJIKO KOPUTYBATH MPOAYKT 1 MAPKETHHIOBY CTpaTerito. Lle 0coOmmBO BaKIMBO IS
CTapTariB 1 KOMIIaH1H, K1 MPAIIOIOTh y MIBUAKO3MIHHIX PUHKOBUX YMOBAX.
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3) dopmyBaHHS CHUIBHOT 1 KOPUCTYyBaJIBbHULBKHX ekocucteM. Lludposi
wiatrgopmu 00’ €IHYIOTh KOPUCTYBaUiB, CIPUSIOYA PO3BUTKY €KOCHCTEMH HABKOJO
1HHOBAIIIT, TII0 3MIITHIOE JIOSUTBHICTh 1 CTHMYJIIOE€ OpraHiuyHe mpocyBaHHs (word-of-
mouth).

4) Tlponmax 1 auctpudyiis. [lnarpopmu tumy Amazon, Etsy, Shopify 3nauno
MOJISTIIYIOTh TIPOLEC BUXOAY IHHOBAaLlIMHUX TPOAYKTIB Ha PHUHOK, HAJAAI0UU
THCTPYMEHTH JIsl YIIPABIIiHHS MTPOJIaXKaMu, JIOTICTUKOIO Ta OIIATOIO.

OCHOBHMMHM mMepeBaraMM BUKOPUCTaHHS HUPPOBUX  ImiaThopMm  JuIs
NPOCYBaHHS I1HHOBAI[IMHUX NPOJYKTIB MOKHA BIIHECTH: IIMPOKUM JOCTYN 10
1100aJIbHOT ayAUTOPIi; 3HKEHHS BUTPAT Ha MApPKETUHIOBI KOMYHIKAIIi1; MOXKJIUBICTh
IIBUJIKOTO TECTYBaHHS 1HHOBAIIMHUX PIIICHB; 301p Ta aHaATI3 JaHUX MPO MOBEIIHKY
CIIO’KMBAaYIB; IMEPCOHAI3AIls MPOIO3UIIINA; aBTOMAaTHU3allisl MAPKETUHTOBUX IIPOIIECIB;
MPUCKOPEHHS MPOLECy KOMepIliani3alii IHHOBAIIii.

Cepen cyyacHUX TEHACHLIN Yy LHUPPOBOMYy MapKETUHTY B IUIOMY, Ta
MPOCYBaHHI IHHOBAIIMHUX MPOIYKTIB 3a JOMOMOTOI0 IU(PPOBUX TUIaTHOPM 30Kpema,
MOKHa BHJUTUTH HACTYMHI: 3POCTaHHS POJI INTYYHOTO IHTEJNEKTY 1 MAaIIMuHHOTO
HaBYaHHS y MAPKETUHTOBIN aHaITUIIl [4]; TOsiBa METaBCECBITIB SIK HOBO1 IIaTHOpMU
JUIsL  TECTyBaHHS 1 TMPOCYBaHHS IHHOBAaUIMHMX MPOAYKTIB; BHKOPUCTAHHA
1H(pIrOeHCEepIB Y HU(PPOBOMY HPOCTOPI JJIsl MIJBUIIEHHS BMI3HABAHOCTI 1 IOBIPU A0
1HHOBAIII/; MOCUJICHHS YBAaru 10 €TUYHUX aCHEeKTIB IU(PPOBOTO MAPKETUHTY.

CyTTeBUl BIUIMB HA PO3BUTOK I1HHOBAIIWHUX TMPOAYKTIB  3I1HCHIOE
1aThopMHa €KOHOMIKA, Y MEXaX SIKOT I[IHHICTh CTBOPIOETHCS HE JIUIIIE BUPOOHHUKOM,
a 1 yciMma ygyacHuKamu 1udpoBoi ekocucteMu. EQexTuBHICTh UPPOBUX MIaThOpM
3aJICKUTH BiJl TIOETHAHHS TPhOX CKJIAJIOBUX: apXITEKTypu MiIaTdOpMH, CEpBICIB Ta
MEXaHI3MIB ympaBiiHHS ekocuctemoro. Came Taka B3aeMojlis 3abesneuye
MaciTaOyBaHHS 1HHOBAILIM Ta 3aJTy4Y€HHS HOBUX KOPHUCTYBaylB [5].

[udpoBi mnatpopmMu € HE3aMIHHUM IHCTPYMEHTOM JUIsl  MPOCYBaHHS
IHHOBAIIMHUX TIPOAYKTIB. BOHU MiIBUIIYIOTh aIallITUBHICTh MAPKETUHTOBUX CTpaTerii
3a PaxyHOK IIBUAKOI 3BOPOTHOI B3a€EMOJIi 3 KOpHCTyBadaMmd. [HTerpailis HOBITHIX
TEXHOJIOTIM, TakWX #AK INTYYHWH IHTENEKT 1 BipTyajdbHa peabHICTh, BiAKPUBAE
JOAATKOBI MOKIIUBOCTI JIJIsl €()EKTUBHOTO PO3BUTKY 1 MPOCYBAHHS IHHOBAITIH.

Nitepartypa
1. UNCTAD. Digital Economy Report 2024: Shaping an Environmentally Sustainable and
Inclusive Digital Future. Geneva: United Nations, 2024.
2. Kumar, V. (2023). Digital Platforms and Innovation Marketing: Trends and Strategies. Journal
of Marketing Innovations, 11(2), 45-58.
3. Smith, J. (2022). Al in Social Media Marketing. Digital Marketing Review, 8(1), 23-35.
4. Jones, A., & Lee, M. (2023). The Role of Artificial Intelligence in Modern Marketing.
International Journal of Marketing Technology, 19(3), 75-89
5. Jovanovic M., Sjodin D., Parida V. Co-evolution of Platform Architecture, Platform Services,
and Platform Governance: Expanding the Platform Value of Industrial Digital Platforms. 2021.
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WapsaH M.b.
acnipaHT Kapeapun MeHeaKMEHTY
IBaHO-PpPaHKIBCbKMM HALiOHANAbHUI TEXHIYHMI YHiBEPCUTET HadTH i rasy

MAPKETUHIOBE 3ABE3MNEYEHHA EPEKTUBHOCTI JIAHUIOTIB MOCTAYAHHA

Jlns ykpaiHChKUX MiANPUEMCTB MUTAHHS MiABUILICHHS €(EKTUBHOCTI JAHITIOT1B
noctayaHHs HaOyBae oOCOOJIMBOI  aKTyaJlbHOCTI B  yMOBax HECTaOUIBHOCTI
30BHIIIHBOTO CEPEJOBUINA Ta MOCWICHHS KOHKYPEHTHOTO THCKY. ApjanTaris 10
CydYacHUX BHUKJIMKIB TOTpeOye auBepcudikailii mNocTa4aJbHUKIB, ONTHUMI3allii
JIOTICTUYHUX  MAapUIPyTiB, OCBOEHHA HOBUX pHHKIB 30yTy Ta aKTHBHOTO
BUKOPHUCTAHHA MapKETUHTOBUX 1HCTPYMEHTIB [1].

Ha mnpakTuml ynpaBiaiHHS JIAHHIOTAMH TTOCTa4aHHsS MIJMPUEMCTBA YacTo
30CEpPE/KYIOTh YBary MEPEBAXKHO Ha JIOTICTUYHMUX acCMeKTax JISJIbHOCTI, 30Kpema
onTHUMi3alli BUTPAT, CKOPOUYEHHI TEPMIiHIB JOCTABKM Ta MiJBUILIEHHI €QEKTUBHOCTI
BUKOPUCTaHHA pecypciB. BogHoYac MapkeTHMHroBI YMHHHUKH, MOB’SI3aHI 3 aHAII30M
CHOXKMBYOTO TIOMHUTY, (OPMYBAaHHSM JIOSUIBHOCTI KJIEHTIB Ta OI[IHIOBAaHHSM
PUHKOBHX  PE3yJbTaTiB  JISJIBHOCTI, HEPIAKO  3aJUIIAIOTBCA  HEIOCTAaTHBHO
IHTErPOBAaHUMHU B CUCTEMY YIIPaBJIIHHS JIaHIIOraMu noctadanHs. Lle mpuzBoauTs 10
3HIDKCHHSI  QJIAlITUBHOCTI  MIANPUEMCTB O 3MIH PHUHKOBOTO  CEpEOBUIIIA,
BUHHUKHEHHS JTMCcOaTaHCy MK MOTpeObaMu CIIOKUBAYIB 1 MOMKJIMBOCTSIMH JIOTICTUYHOT
CUCTEMH, a TaKOXX BTpaTH MOTEHUINHUX KOHKYPEHTHHX IepeBar. ¥ 3B 43Ky 3 UM
aKTyaJIbHUM € TONIYK MiJIXOJMIB JI0 MapKETHHTOBOIro 3a0e3nedeHHs €PEeKTUBHOCTI
JAHIIOTIB MIOCTAYaHHsA, sIKI O 3a0e3neuyBaiy y3roJKEHHSI PUHKOBHUX 1 JIOTICTUYHUX
MPOILIECIB Y MEKaX €IMHOT CUCTEMU YTNpaBiiHHA (Tad. 1).

Tabnuns 1 BrumB MapkeTUHToBOro 3a0e3reueHHs] Ha e(DeKTUBHICTD JIAHITIOTIB
MOCTa4YaHHS

MapkeTHHroBHi BrnuiuB Ha J1aHIIOr MOCTavyaHHs OuikyBaHUii pe3ynbTaT
IHCTPYMEHT
MapkeTHHroB1 AmnHauni3 notped CroxuBadviB i [TigBUIIEHHS TOYHOCTI
TTOCIIIIKEHHSA PUHKOBHX TEHJEHITIN MJIAHYBAHHS
[Iporno3zyBanus VY3romxeHHs 00CSTIB 3aKyMiBEJb 1 CkopoueHHs 3anaciB Ta
HIONUTY BUPOOHMIITBA nedinury
CRM-cucremn Hakonuuenns indopmaii npo [TinBuIeHHS piBHA
KIIIEHTIB 00CIIyrOByBaHHS
MapkeTHHTOB1 [TokpamienHs iHhopMaIiiHOTO [TinBuIIeHHS] KOOPIUHAIIIT
KOMYHIKaIii O0OMIHY MIJK y4aCHUKaMU IpoIIeCiB
bpenaunr dopmyBaHHA JOSIIBHOCTI crioxkuBayiB | CTaOUIBHICTh MOIUTY Ta
KOHKYPEHTHI IlepeBaru

owcepeno: po3pobreno asmopom
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MapkeTHHroBi  IHCTPYMEHTH BIUTUBAlOTh Ha €(QEKTUBHICTh JIAHIIOTIB
MOCTayaHHs Yepe3 IMOKpalleHHs i1HGopMalifHOro 3al0e3meueHHs] YIpaBIiHCHKUX
pillieHb, MiJBUIICHHS TOYHOCTI MPOTHO3YBAHHS MOMHUTY Ta PO3BUTOK B3aeMOii 3i
crnokuBadamu. HaiOiapIl KOMIUIEKCHUN BIUTUB 3a0€3MEUyIOTh MapKETHHTOBI
JAOCT/DKEHHSI Ta TMPOTHO3YBAaHHA TMOMUTY, OCKIIbKA caM€ BOHU (DOpPMYIOTH
iHpopMalliiHy OCHOBY JUIsl TUIAHYBaHHS 3aKyIiBelb, BUPOOHHIITBA Ta PO3MOILITY
npoaykuii. Ile mo3Bosisie po3rifgnati MapKEeTHHTOBE 3a0€3MEUYEHHS SK BaXKIUBUN
IHCTPYMEHT IHTeTpallii pUHKOBUX 1 JJOTICTUYHHUX MPOIECIB MiAIPHUEMCTBA.

BaxxnuBuM  e1eMEHTOM  MapKETMHIOBOro  3a0e3ledeHHs  e(EeKTUBHOCTI
JIAHITIOTIB TIOCTAYaHHS € JOCTIPKEHHS] PUHKY Ta MPOTHO3YBaHHs nmonuTy. CBo€vacHe
oTpuMaHHs 1HdOpMalli TPO 3MIHM CIOXHWBYMX TMeEpeBar, MICTKICTb PHHKY Ta
MOBEIHKY TOKYIIIIB Ja€ 3MOTYy IIJANPUEMCTBY OLIBIIT TOYHO IIJIAHYBAaTH OOCSTH
3aKyMiBeIb, BUPOOHUITBA 1 pO3noAUTy Mponaykuii. Lle crnpuse 3HMKEHHIO PU3HUKY
HAJUIMIIKOBUX 3amaciB abo naedinuTy TOBapiB, a TakKOoX 3a0e3reuye OuIbII
palioHalbHE BUKOPUCTAaHHS pECypciB NIAOpHEMCTBA. He MeHII BaXJIMBUM
HaIMpsMOM € yIpaBJIiHHS B3aEMOBITHOCHHAMM 31 CIIOKMBaYaMH, sike Tiepeadadae 301p
1 a”am3 iHpopMalii Npo KIIEHTIB, IXHI MOTPeOM Ta pIBEHb 3aJ0BOJIEHOCTI.
Buxopucranns cydacHux mu@poBux TexHosorii 1 CRM-cuctem no3Bossie
ONEpPAaTUBHO pearyBaTH Ha 3MIHU MONUTY, MiJABUILYBATH SIKICTb OOCIYyrOBYBaHHS Ta
(dhopMyBaTH JIOBrOCTPOKOBI BITHOCHHH 31 CIIOKMBaYaMH. Y pe3ysIbTaTi MiANPUEMCTBO
OTPUMY€E MOXKJIUBICTh OUIbII €(EKTUBHO KOOPAMHYBAaTH MPOLECH IMOCTAavyaHHS Ta
30yTy MPOYKIIii.

KpiMm Toro, BaxiuBy poOJib BIAIrpalOTh MApKETHHTOBI KOMYHIKAIlli, $Ki
CHOpUSIOTH  OOMIHY  iHpOpMAIi€l0 MK  BUPOOHHMKAMH, IOCTaYaJIbHUKAMU,
MocepeIHUKaMHU Ta KIHIEBUMHU CrHoKMBadyaMu. HanarojpkeHa cucremMa KOMYHIKaIii
MIJBUIIYE TIPO30PICTh  O13HEC-TIPOIIECIB, CIPUSIE CBOEYACHOMY MPUHHSATTIO
VIOPABIIHCHKUX pIIIEHb Ta 3a0e3leuye NIBUJKE pearyBaHHS Ha 3MIHM PHUHKOBOIO
cepenoBuia. BaxiuBum € GopMyBaHHsS CUJIBHOTO OpeHAy mianpueMcTBa. Bucokuii
piBEHb BIII3HABAHOCTI Ta [JOBIpM J0 OpeHAy chopusie cTabumsamnii IMOMuUTy,
3MEHIIEHHI0 HEBU3HAYEHOCTI IiJI 4Yac IUIaHYBaHHS TIOCTaBOK 1 (OpMyBaHHIO
JIOBFOCTPOKOBUX BIAHOCHH 31 criokuBauaMu. lle CTBOpIO€ H0JAaTKOBI MOKJIMBOCTI
JUIS TABUILCHHS €(EKTUBHOCTI JIAHIIOTIB IMOCTAYaHHsS Ta 3MIIHEHHS PUHKOBUX
MO3UIINA TiANpUEMCTBA. E(QEKTUBHICTh Cy4acHMX JIQHITIOTIB MOCTaYaHHS 3HAYHOIO
MIpOIO 3aJICKUTh BIJ PiBHS 1HTErpaiii MapKeTUHIOBUX Ta JIOTICTUYHHUX IMPOIIECIB.
BukopuctanHs MapKeTUHTOBUX JOCHIKEHb, MPOTHO3YBaHHs nonuTy, CRM-cuctem,
MapKETUHTOBUX KOMYHIKAIM 1 OpEeHAMHTY CIPHUSE IMABUINCHHIO aTalTHBHOCTI Ta
PE3YNBTATUBHOCTI AISUTBHOCTI MIAMTPUEMCTBA.

Nitepartypa
1. 3emmsxkoB 1. C., llaitban B. M., Jlenemox O. B. HampsmMku miaBUIIEHHS €(QEKTUBHOCTI

yIpaBIiHHSA JAHIIOTAMH TOCTaBOK Ha MPOMHUCIOBHX MiANPHUEMCTBAX YKpaiHu. ExonomiyHui
npocmip. 2025. Ne 198. C. 47-52.
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Wadaniok O.K.

OOKTOP EKOHOMIYHMX HAyK, Npodecop

OeKaH GaKyNbTeTy MApKeTUHTY

KWIBCbKMI HALiOHaNbHUIA EKOHOMIYHWI YHIBEPCUTET iMeHi Baguma lNeTbmaHa

CYYACHI NIAXOAU B OPTAHI3ALLIT KPEATUBHOI TA AHANITUYHOI POBOTU Y
MAPKETUHIY

TpagumiiiHo MapKeTHHT BBakaBcs cQeporo A camopeanizaiii TBOPYHX
JOJIeH, ayie 3pOCTaHHS BUKOPHUCTAHHS BEIUKHX JaHUX Ta IITYYHOTO IHTEJIEKTY
3MIHWJIO BUMOTH 10 Tipodecii. Temep MapKeTOJIOTH MparHyTh PO3KPUTH HAUOLIBII
HIOAHCOBaHY aHAJITHKy TMpPO CBOIX KIIEHTIB Ta 3B'SI30K 3 OpeHmoMm, 100
MOBIJJOMJICHHSI JIOCSITAU iX Y MpaBWJIbHI MOMEHTHU MOBCSKJIEHHOTO KUTTS. Tak camo
3pOCTalOTh OYIKYBaHHS, II0 MAapKETOJIOTH 3MOXYTh €()EKTUBHO BUKOPHUCTATH IIi
3HAHHS JJI1 BUCOKO MPUOYTKOBOTO JIOCSTHEHHS CTPATETTYHUX IIJICH.

VY cydacHHX yMOBax riepKOHKYPEHIIli 1 I1o0anbHOI u(poBi3alii TpaauiliiiHi,
IHTYITUBHI MeTOoaU (HOPMYBAHHS MApKETUHT-MIKCY BTPAaualOTh CBOIO AKTYaJIbHICTb.
Ha ixHe miciie npuxoasTh MPOTPECUBHI MIAXOAH, K1 0a3yIOThCS Ha aHAMITHIN JaHUX,
THYYKOCTI YIPaBIiHHS 1 0araTOKpUTepiaibHIi OIIHIII PE3YJIbTATIB.

B cywsacHux ymoBax (popMyBaHHS IHCTPYMEHTAIBHOI CTPYKTYPH KOMILICKCY
MapKETUHTY HEMOXJIMBE Oe3 1HTerpaiii mry4Horo inrtenekty (mami — LII). I
nepectae OyTH NPOCTO IHHOBALIIMHUM IHCTPYMEHTOM 1 CTa€ CTaHAAPTOM ILOJAECHHOI
po0OOTH, SKWW JO3BOJIAE TIACWIIOBATH KpEaTHB, TPUIIBUJIIYBATH IPOIIECH,
BUBOJIIYM YIPABIIHHS MapKETHMHIOM Ha HOBHUW piBeHb. binusbko 85% kommaHii
BBakaroTh, 1o Il marmme BupimasbHe 3HAYCHHS ISl JIOCATHEHHS iXHIX
MapKEeTUHTOBUX IIlJIeH y HarOmmx4l poku [1].

OmHuM 13 HAUIPOTPECUBHIIIMX TIAXO/IB € BIPOBAKCHHS KOHIenIi «Next
best experience» (mami — NBE), ska 06asyerbcss Ha Buxopucranui I s
MPOAKTUBHOTO HA/JIaHHS KOKHOMY KIIIEHTY caMme Ti€i B3a€MO/IIi, sIKoi BiH MOTpeOye B
KOHKPETHUM MOMEHT dYacy, B KOHKpETHOMY Miciii. Ha BimMiHy Bia TpaauIiifHOTO
«push-mapKeTHHTY», e KOMIMaHisi MacoBO poscuiiae npono3uilii, NBE BukopucroBye
MPEAUKTUBHY aHATITUKY i BiANoBiAl Ha nuTaHHs: «I1[o oMy KIi€eHTY MOTPIOHO
HauO1IbIIe B IIed MOMEHT?» [2].

EdeKkTuBHICTh TaKOTO MiAXOAY MIATBEPKY€eThca JaHuMU McKinsey. 3rigHo 3
Humu BrpoBakeHHs: [1II-opienToBanux cuctemM NBE 103Bojisie migBUIIUTA PIBEHb
32/I0BOJICHOCTI KJII€HTIB Ha 15-20%, 3011bmmuTH 10X17 Ha 5-8% Ta 3HU3UTH BapTICTh
ob6ciyropyBanHs Ha 20-30%.

["'onoBHUM BHKJIMKOM T (OpMYyBaHHS €()EKTUBHOI CTPYKTYPH MAapKETHHTY
JIOBTMI Yac 3ajuIIajiack CUTYyaIlis, Koiu iH(opmalls mpo KiieHta ¢pparMeHTOBaHA
MDK pi3HUMH KaHaiamu ¥ cuctemamu. Il x go3Bossie iHTErpyBaTH Iii JIaHi,
CTBOPIOIOUH €AMHUN «IUGPOBUA ABIWHUK» KIIEHTCHKOTO NUIIXY. TexHomorii
00pOoOKHK MPUPOIHOI MOBH JAar0Th 3MOTY aHaII3yBaTW HECTPYKTYPOBAaHI JaHi 3 YaTiB,

127



YII MizkHapoiHa HayKOBO-IPaKTHYHA KOH(pepeHuiss «MapkeTuHr i un@posi TexHoJorin

roJOCOBUX J3BIHKIB, COLIaJbHUX Mepex. Hamani BOHM MepeTBOPIOIOTHCS Ha IiHHI
1HCAlTH ISl MAPKETUHTOBOTO KpeaTHBY, KOPUTYBaHHS TOBAPHOI Ta KOMYHIKAIIHOT
MOJIITUKU TOIIIO.

Pesynbratu gociikeHb TI00aTbHUX MAapKETHMHTOBHX TEHACHLIA KOMMaHil
Deloitte 3acBiI4yI0Th, 1110 KPEATUBHICTD - KJIIOY JI0 3POCTAaHHS y CYyYacHI €eKOHOMIIII
[3, 4]. Xoua maHi Ta aHalITUKAa W CTaJd OCHOBOIO /JIs TPUUHATTSA PIlIEHb Y
MapKEeTHHTy, CaM€ KpEaTHBHICTh 3JaTHa 3pOOMTHU MPOPHUB, SIKUIO ii 3aCTOCOBYBATU
npaBUJIbHO. BOoHa Monomarae 3HaXOUTH HECTAHJIAPTHI PILLIEHHS, HAJAUXA€E B CKIJIAIHI
Jacu W BIJIKpUBA€ HOBI MOXJIMBOCTI Tam, Jie€ iX HE BUAHO. Y cydacHoMmy Oi3Hecl,
OpIEHTOBAaHOMY Ha €(QeKTHBHICTh 1 mependadyBaHi pe3yJabTaTH, HECTaHIapTHE
MUCJIEHHSI MOK€ BUITIJATH pU3MKOBaHUM. [IpoTe came KpeaTuBHICTH Ja€ 3MOTY
BUMTH 3a MEX1 3BUYHUX IT1JIXO/I1B 1 CTBOPIOBATH CIIPABXKHIO IIHHICTb.

Pe3ynpTaTi onuTyBaHb KEPIBHUKIB KOMIAHIN BUSBUJIN 3pOCTAaHHS 3HAYYIIOCTI
HAaBMYOK KPEAaTUBHOCTI Ta opradizamii epextuBHOi cmiBnpaui [3, 4]. 3pocraHHs
BAKJIMBOCTI AHAJITUYHUX HABUYOK HE 3alepedye MpIOPUTETHOI 3HAYYIIOCTI
KPEAaTHBHOCTi, KOMITaHil y MOIMYKy e(eKTHBHUX CHHEpTiil. MeThes mpo 06'eHAHHS
(axiBiiB 3 00pOOKH AaHUX, CTPATErIB, IPOrPaMICTIB Ta KPEATUBHHKIB, 11100 3po0OUTH
1uUie OIBIIMM, HDK CyMa MWOro 4YacTWH, II0 HE 3aBXIU € HaWIermmM Yu
HAUTIPSAMIIIAM 3aBJIaHHSIM.

Jlxepena KpeaTMBHOCTI Ta KOHLEMII] 111010 TOTO, 3BIAKU OEpeThCsl KpeaTuBHE
MUCJICHHS, 3MIHIOIOThCS. Ba)KIMBOIO YaCTHMHOIO TOTrO, IO POOJATH CIpPaBIi Yy/0BI
(haxiBIil 3 00poOKHU JIaHMX, € T€, 1110 BOHU BCTAHOBIIIOIOTh TOPU3OHTAIbHI 3B'SI3KU MK
THM, 110 BOAYA€THCS PI3HOPIAHUMH TOYKaMHU 1H(POpMaIIii.

3 METOIO 1€ TICHIIMIOTO 30JIMKEHHS 3 KJIIE€HTOM, CIIBIpals - SIK BHYTPIIIHSA,
TakK 1 30BHINIHS - Ma€ OyTH KJIIOYOBOKO JJIsi CTBOPEHHS KPEaTHMBHOTO JIBUTYHA, IO
MOCTIIHO Tporpecye Ha 0a3l 1IHTErpoBaHOi MUGPPOBOI Ta (Pi3UYHOT IHPPACTPYKTYpHU
B32€EMO/III.

HaBunuTy HecTaHIapTHOMY MHMCIIEHHIO CHOpaBAl Ba)KKO; OJUH 31 CIOCOOIB
KOMIIEHCYBATH 1€ MPUPOJAHUM IUIIXOM, CTBOPUTH «TPYIN», A€ 00 €IHAHO B OAHY
KOMaHy (axiBIiB 3 O0OpOOKM MJaHMX, I1HXKEHEpiB, TpadiuHuX [AU3alHEPIB Ta
MapkeTonoriB. [ns 3amydeHHs 1 yTpMMaHHS TaJlaHTIB MOTPIOHO pPO3BUBATH HOBI
MpAIiBHUKIB 3 BUIIOI OCBITOIO MPAIIOOTh JUCTAHIIAHO. 3pOCTaHHS OOCATIB 1
YaCTKU BIJJANICHOI POOOTH Ha3aBX AW 3MIHUJIO CIIOCIO TMOIIYKY TaJaHTIB OpeHIoM,
1110 320€3MevyI0Th CTPATEr1yHy MepeBary Jjisi KOMIaHii.

Kowmmanii-Bnacauku OpeHiB 3 BUCOKUM piBHEM 3poctanHs (10% 1 Ounbiie Ha
piK) came KpeaTuBHI 11 pO3TISAalOTh K HAWBAKIIUBIINIL JIJIT JJOBITOCTPOKOBOTO
yCHiXy, BIJIMOBITHO CTBOPIOIOTH CEPEIOBHUIIE, SKE MIITPUMYE KpeaTUBHE MUCIICHHSI,
320X0UYIOYH 10 PU3UKY Ta MIXK(YHKIIOHATIBHOT CHiBITIpalll.

3a JOMIHYIOUOTO y IJIOOAJIbHOMY EKOHOMIYHOMY CEpEeOBUII TPEHAY [0
nepexoy Bl MPIOPUTETY TBOPUUX HABUYOK JO AHATITUYHHUX Y MAPKETUHTY, OpeHAU
3 BUCOKHM DPIBHEM 3pPOCTAaHHS YacTille poOJsiTh, HA MEPIIUNA MOTISAA, TPOTUIIEKHE,
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PO3TISAAIOYM KPEaTHBHE MHCIEHHS SK OJHY 3 HAWBaXKJIMBIIIUX SKOCTEH TallaHTY
MapkeTojiora. Ane TPOTHUpIYYsl HE BHHHMKAE, OCKUIBKM 332  Cy4acHHUX
BHCOKOTEXHOJIOTIYHUX 1HTep(deiiciB 3a0e3meueHHsl CHUTyaliiiHOoi 00i13HaHOCTI Ta
B3a€MO/I11, KPEaTUBHICTh Ha OCHOBI IaHUX CTA€ BIUTMBOBUM YHHHHUKOM €(DEKTHBHOCTI
1 mporpecy y po3poOii MpOayKTIB 1 MOCIYT; B3a€MOJIIi 3 KIII€EHTAMH; BHYTPIIIHbOT
KyJbTYpH OpTraHizaliil; MPUHHSITTSA CTPATET1YHUX PILICHb.

VY CBIiTI Ta IHAYCTPIAX MOCHIIOETHCS TPEH 10 PO3IIMPEHHS Ta IHTEHCUDIKaIii
NapTHEPCTB 3 TBOPIIMU, 3pOCTA€ IHTEPEC JI0 CHIBIpAIll 3 KOHTEHT-KpieUTOpamu,
iH(pmroeHcepamMu Toio. ONUTYBaHHS KEPIBHUKIB IMOKA3ajl0, 10 MEHIIE TPETUHU
openniB (32%) Bke MarOTh Taki €(pEeKTUBHI MapTHEPCTBA, Hapa3l CIIBOPAIIOIOThH 3
TBOpLSIMU, A OUIBIIICTh TBOPIIB BiA3HAYAIOTh CKJIAAHICTh MOOY0BH €(hEeKTUBHHUX
BIHOCUMH 13 OpeHaamu. YCIilIHEe MapTHEPCTBO MOTpeOye B3aEMOPO3yMIiHHS;
PENEeBAaHTHOCTI IIBOBIM ayIUTOPIii; TBOPUOI CBOOOU NIl aBTOPIB; YITKUX OYIKYBaHb
1 TOBIPH.

VY rno6anbHUX OMUTYBAHHIX Mailke YOTHPH 3 I’ATH PaxiBUiB KoMmmaHiil (78%)
BKa3aJd, 110 JIETKO a0 Ty’Ke JIETKO CIiBIIPAIFOBATH 3 TBOPILSMHU IOJI0 KPEATUBHOI
crparerii. OJHaK, MOHAJ MOJOBUHU ONMUTAHUX TBOPIIB (58%) MOBIIOMIISIOTH PO
TPYJHOILIl 13 3aJly4€HHSIM MapTHEPCHKHUX BIHOCHH 13 OpeHaamu. O4YeBUAHO, ICHYE
PO3pUB 3B'SI3KY Mk JIBOMa CTOPOHAMH MapTHEPCTBA.

Xoua omjaTta TBOPLIO 3a MPEACTaBICHHA OpeHAy B IMyOJiKalii € 04eBUIHUM
CHOCOOOM 3alydeHHs, L€ He € KOMIUIEKCHOIO KpEaTUBHOIO cTpaTeriero. barato
YCHIIIHUX OPEeH/11B BUSBIISIOTh, 1110 TBOPILII MOXYTh OyTH MPUPOJTHUM MPOIOBKEHHIM
KOMaH/JM CTPaTEeTiYHOrO0 PO3BUTKY. 3a TAKOrO CIIEHApil0 MapKeTHUHI Ma€ CTaTu
pyiuriem cucteMHux 3MiH. Lle Bkirouae: mociigoBHe 3a0e3medeHHs IS KITIEHTIB Ta
THIITMX CTEUKXOJIEPIB YHIKAIBHUX BPa)KEHb; 3y4CHHS BCi€i KOMMaHIil 0 MpoIecy
TBOPYOCTI; MOEJHAHHS AHAJIITUKU 3 1HHOBAUIMHUM MIJXOJ0M; PO3BUTOK KYJBTYpH,
110 MIITPUMY€E HOBATOPCTBO.
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OOKTOP EKOHOMIYHUMX HayK, Npodecop

npodecop Kadpespn MapKeTUHTY

HauioHanbHMi yHiBepcuTeT «OaecbKa NONITEXHIKa»

OUIHKA MAPKETUHIOBUX PU3UKIB 3A CLEHAPHUM NiAXoAOM METOAOM
MOHTE KAPJ10

BrpoBakeHHSI CHCTEMHOT'O PU3UK-MEHEHKMEHTY B MAPKETUHTOBY AiSUTHHICTh
€ pyHIaMeHTaILHOIO TIEPETyMOBOIO I MiHIMIi3allii HETaTUBHOTO BIIMBY PUHKOBOI
BOJIATUJIBHOCTI HA TPOIEC MPUUHATTA CTPATEriuHUX pilieHb. Takuil aHATITUYHUN
MiAXiJ J03BOJIsiE CYO'€KTy TOCIOJApIOBaHHsS HE JUIIE 11eHTU(IKYBaTH MOTEHLINHHI
3arpo3u, a W KUIbKICHO OLIIHUTHU iXHiM BIUIMB HA JOCSITHEHHS IIJIbOBUX MMOKA3HHKIB
e(eKTUBHOCTI. MeToa creHapiiB y IbOMY KOHTEKCTI BHUCTYHA€ SK KIFOYOBHMA
IHCTPYMEHT aHalli3y, IO JO03BOJISIE «IIPOTrpaTH» CYKYIHICTh IMOBIPHUX MaHOYTHIX
CUTyallll Ta 3aBYacCHO PO3pOOMUTHM MeXaHI3MM ajanTtauii. BUKOpHCTaHHA AaHOrO
IHCTPYMEHTApil0  CHpUsi€ CYTTEBOMY 3MEHLICHHIO PIBHA  HEBM3HAYEHOCTI,
3a0e3neyyroun MIArOTOBKY 10 HETaTUBHUX PUHKOBUX KOJMBaHb Ta I1JIBUILYIOUU
OOTPYHTOBaHICTh MAPKETUHTOBUX TUIAHIB.

EdexkTuBHEe  MapkeTMHroBe  IUIaHyBaHHA  0Oa3yeTbca  Ha  moOyHOBi
OararoBapiaHTHUX MOjeJiel po3BUTKY mojii. KimacuyHa metojosoris nepeadadae
BUOKPEMJIEHHSI TPhOX OCHOBHMX THIIIB CII€HApIiB: ONTHMICTUYHOIO, 0a30BOrO,
necuMicTuyHoro. MopmMyBaHHS LMX CIEHApiiB IPYHTYETbCA HA aHali3l KIOYOBHUX
(akTOpiB  HEBU3HAUCHOCTI: JMHAMINI  CHOXXMBYOI  TOBEIIHKH, 3MiHAX Yy
MaKpOEKOHOMIYHUX 1HIUKATOPaX, IHTEHCUBHOCTI KOHKYPEHTHOTO MPOTUCTOSIHHS Ta
TpaHcopmarllii  peryjasiTOpHOTO  cepeloBUIa. Y  MOpolect  MOJCIIOBAHHS
mapkeTuHroBl KPI, 3o0kpema koedilieHT KOHBepCli, 0OCATH BXIJHOTO Tpadiky Ta
BAPTICTh 3a7Ty4Y€HHS, TPAaHC(HOPMYIOTHCS 3aJI€XKHO B1J 00paHOi MOJIEN, 10 MOTpedye
MPOBE/ICHHS PETEIbHOT KIJIbKICHOI OI[IHKM TXHbO1 Bap1aTUBHOCTI.

['enesuc metomy Monte-Kapno moB’si3aHuil 13 PO3BUTKOM 1MOBIPHICHOTO
MOJICIIFOBAHHS BUTIAJAKOBUX TIpoILieciB y cepeauti XX CTONITTs, 30kpema y nparsx C.
VYnama ta Jx. ¢on Heitmana [1, 2]. ¥V cdepi MapkeTMHTOBOTO aHaNI3y M€l METO.
3a0e3nedye mepexiy Bi JACTEPMIHOBAHMX PO3PAXYHKIB JI0 CTOXAaCTHYHOTO
MozentoBaHHsA. KoHuenTyanbHa mepeBara CTOXAaCTUYHOIO MIAXOAY IMOJIATAE Y
BUKOPUCTAaHHI 1IMOBIPHICHUX [l1alla30HIB 3HAY€Hb 3aMICTh (PIKCOBAHMX IMOKA3HUKIB.
Lle no3BoJisie OUIBII aA€KBATHO BIIOOPA3UTU pealibHy PUHKOBY CUTYaIlll0, A€ KOXKEH
€JIEMEHT MapKETUHTOBOI BOPOHKH — BiJl BAPTOCTI KOHTAKTY 710 (PiHAIBHOI KOHBEPCIT —
€ BHITAIKOBOIO BEJIMUMNHOIO, IO MiAMOPAIKOBYETHCS IEBHUM 3aKOHAM PO3IOJILITY.

[IpoBeneHHs IMITAIIHHOT CUMYJIALIT MapKETUHIOBUX PHU3UKIB MOYMHAETHCA 3
eTamy BH3HAYCHHS BUMAJKOBHX 3MIHHUX, [0 MAalOTh HAWOIBIINNA MaTeMaTUYHHA
BIUTMB Ha pE3yJbTaTUBHUN TMOKa3HWK. J[0 Takux 3MIHHMX 3a3BUYail BiTHOCSATH
BapTICTh 3aJly4CHHsS OMUHUIN Tpadiky, KOoedillieHTH KOHBEpCii Ha PI3HHUX eTamax
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B3a€EMOJIII Ta 3arajJbHUKA OOCAT BXIJHOTO MOTOKY. JIJIs KOXHOI1 3MIHHOI 3a1a€ThCs
cnenupivHIN 3aKOH PO3MOIITY HMOBIPHOCTEH y MeXaX BCTAHOBJICHUX MIHIMAJIbHHUX
Ta MaKCHMaJbHMX 3HaueHb. Ha OCHOBI IIMX MapaMeTpiB TEHEPYEThCS 3HAYHA
KUTBKICTh iTepamiit (3a3Buuait Big 1000 i Oinbire), mo GopMye MacuB BHIAJIKOBUX
cueHapiiB. MartematnyHa ~ Mojenb — 3a0e3mneuye  MPOXOHKEHHS  KOXXHOTO
3r€HEPOBAaHOT0 HAOOPY YMCEN KPi3b JIOTIKY MapKETUHTOBOT BOPOHKH JII PO3PAXYHKY
KIHIIEBOT'O (hJ1IHAHCOBOT'O PE3YJIbTATY.

KitouoBUM €Tarom ajropuTMmy € arperaiisi OTpUMaHuX pe3yJbTaTiB Ta IXHS
CTaTUCTUYHA 00poOKa. 3aMiCTh MOOJMHOKUX 3HAYEHb AHAIITUK OTPUMYE LLUTICHUN
PO3MOJT IMOBIPHOCTEH pPE3yJIbTATUBHOTO TOKA3HMKA, IO JO3BOJISIE PO3paxyBaTH
CepelHE O4YIKyBaHE 3HAUEHHS, JUCIEPCII0 Ta cTaHiapTHE BiaxuieHHs. OcobiuBa
yBara NpuJIIsSE€ThCA aHali3y «XBOCTIB PU3UKY» Ha OTPUMAHHUX TicTOrpamax — 30H,
110 BIANOBIAAIOTH KPUTUYHUM 30UTKaM. L{e 103BosIsIE OOUMCIUTUA TOYHY WMOBIPHICTD
CueHapiiB, 3a fAKUX (IHAHCOBUW pe3yJbTaT BHUSBUTHCS HWXKYHM 332 TPAHUYHO
JAOMYCTUMHUIA PiBEHb, IO € KPUTUYHO BAKIUBUM JJS1 OIIHKH JKUTTE3JATHOCTI
MapKETUHI'OBOI CTpaTerii.

KinbkicHa Mojenb J03BOJSIE 1IEHTH(PIKYBATH «BY3bKI MICLS» 4Yepe3 aHalli3
YYTJIMBOCTI, IKMI peani3yeThCsl ABOMA METOJAMM: IIIIXOM COPTYBaHHS ITepallii 3a
pe3yabTaToM JUIsl BUSIBJICHHS KOpessiid abo yepe3 (ikcailito BCIX 3MIHHUX 3
Bapialli€ro Juile oAHOro napamerpa. Lle nae 3Mory BU3HaunTH, IKUHM caMe MOKa3HUK
— "Hanpukiaa, CTR uu xoHBepcid B omiaTy — Ma€ HalOUIbIIE MATEMATUYHE BayKEJIs
Ha 3arajibHy peHtabenbHicTh. [ cTabimizamii npuOyTKy B yMOBax CTPATEri4HOIO
INPOTUCTOSIHHA 3aCTOCOBYIOTHCS IPUHLIMIIK TEOPil 1rop IMIOAO 3MIIIAHUX CTpaTerii.
Panmomizaiiss MapKeTHHroBUX i (TIEPIOJAMYHICTh aKIId, BapiaTUBHICTH IIiH)
MEePETBOPIOE MAPKETUHIOBY AaKTHUBHICTh Ha HemependadyBaHy [Jisi OIOHEHTIB
cucteMy. MareMaTudHoO 11eé pOOUTh KOHKYpEHTa «Oaiaykum» 10 BHOOpPY BIACHOI
CTparerii, OCKUIbKA OyJb-iKa Horo crpoOa aganTailii HIBEIIOETHCA IMOBIPHICHUM
pPO3MOAUIOM A1l pipMH, 110 cTaOLII3y€e JOBIOCTPOKOBHM OUIKYBaHUI BUTpAILl.

VYopaBaiHCBKMM LMKA 3aBEpUIYETbCS (POPMYBAHHSIM CHUCTEMU TpPUTEpIB —
KUIBKICHUX MapKepiB (HaNpUKIa[, BIAXWUJIEHHS (PAaKTHUYHOI BapTOCTI 3aly4y€HHS BiJ
MOJIEJIbHOI), SIKI CUTHAJII3YIOTh PO TIOYATOK peajizallii NeBHOro cueHapito. dikcaris
TpUrepa € MiJCTaBOoO JJIsl HErailHO1 aKTUBAIllil PO3POOJIEHUX aIbTEPHATUBHUX IJIAHIB,
0 MIHIMI3y€E Yac peakiii Ha pPHU3UKOBY TOJi0 Ta 3a0e3rnedye THYYKICTh
MapKEeTUHTOBOI CTpaTerii.
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