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BLT PEJAKIIIT

AHATOMIS HEMUPOMAPKETHHI'Y

OpauuM 3 MmBHUAKO HAOWparOYMX TMOMYNAPHICT HAMNpsSMIB  MapKETUHTY €
HEHpPOMAapKETHHT, KU BHHUK B pe3yJbTaTi BHUKOPUCTAHHS JOCATHEHb HEWpoOionorii B
YaCTUHI BUBYEHHS (i310J0TIYHUX PEaKIi CIOKMBAYiB HA TOJPA3HMKH OPTaHiB BiIUYTTS.
Crenudika HEHPOMAPKETUHTY TOJISATAE Y BUKOPUCTAHHI TICUXOTEPANIEBTUYHHUX JOCHIKEHb
MO3KY 1 BU3HAYEHHSI HeHpOpeaKI[ii A 31iCHEHHS BIUTMBY Ha MOBEIIHKY CIIO’KMBAYIB.

Buninsiors HacTYIHI po3/1iii HEHPOMAPKETHHTY:

1) MapKeTHHTOBI JTOCIIIIPKEHHS 3 BU3HAYCHHIM PEaKIliid MO3KY;

2) apoMaMapKeTHHT;

3) ay1iOMapKeTHHT;

4) TICUXOJIOTisl KOJIBOPY.

Mapkemuneosi 00Cni0NCeHHA 3 GUSHAUEHHAM peaKkyill MO3K) — BUJl HEHPOMapKETHHTY,
B SKOMY JOCHTI/DKEHHS peakiii MO3Ky Ha BIUIMB 3OBHIIIHIX IOAPA3HUKIB 1 (ikcaris
M1JICB1IOMUX TIPOIIECIB CIIPUHHSTTS JaI0Th MOKJIMBICTh BUSIBUTH 3aKOHOMIPHOCTI, TPHYUHHO-
HACJIIJIKOBI 3B'SI3KM MK TaKUM BIUIMBOM 1 MOBEAIHKOIO crioxuBava. CydacHl JOCIIKESHHS
MO3KY 3 BUKOPHCTaHHSIM ToMmorpada, alTpekepa JO3BOJIAIOTh BUSIBUTH MiACBIIOMI peakiii
CHOXHBaya. 30KpeMa, METOJ BiZICTeKYBaHHS PyXy OUei BUSBIISE IICHTP 30POBOI yBaru 3 OUIBII
BHCOKOIO TOYHICTIO 1 TOAPOOHIIAMH, HIXK TP TPATUIIHHUX BIAMOBIASIX PECIIOHACHTIB. Takox
3aCTOCOBYIOTHCS CIIOCTEPEKEHHS 32 3MIHOIO MYJBCY, apTEPIaIbHOTO THCKY, BOJIOTOCTI HMIKipH
IIPU Pi3HUX BIUIMBAX, 10 A03BOJISIE BUSBUTH HEYCBITOMIICHI peakiii JroauHu. HoBe mokoIiHHS
HEHpOCKaHEepiB 3aTHE JOCITIIUTH MO30K 3 TOYHICTIO 2,3-3,3 MM 1 peecTpyBaTu 3MiHH MO3KOBO1
aKTUBHOCTI 3 uactororo 10 pa3iB Ha cekyHay. BukopucroByeThcsi alTpekep — cucrema
peecTpallii MOJIOKEHHST O4Yel 1 HampsMKy MOTisay. Burismae me sk OKymsipH, Ha SKHX
KPIIUIATHCS HEBEJIMKI KaMepH, K1 He 3aBaKaroTh orjsiny. [npopmariis 3 kamep nepeaaeTsbes Ha
KOMIT'IOTE, /i€ MporpaMa aHajli3ye MOJIOKEHHS o4el 1 HanpsiMoK yBaru. Lleit MeTon oTpuman
HIMPOKE MOUIMPEHHS B peKiaMi, 1u3aifHi 1 OpeHauHry. JloCHiAHUKN MOXYTh aHalli3yBaTu 4u
MpUBEpPTaE MOTJISA YuTayiB OaHep ab0 JIOTOTUIT KOMIIaHIl B »ypHasi, Ta3eTi, PeKIaMHOMY
pOJIMKY, SIK 4acTO 1 Ha yoMy (iKCye MO BiABIyBau cailTy, siKi JeTalli MPHUBEPTAIOTh
MOKYTIIS B TU3aifH1 TOBapy.

Apomamapremune — BUJl HEHPOMapKETHHTY, KM BUBYA€E BILIUB 3aMlaxy Ha MOBEIIHKY
criokuBadviB. JloBeeHO 3B 30K MIXK 3amaxoM 1 mam’sTTI0. 3amax MOpOJPKYe acoliailii, mo
B)XXJIUBO NP (POPMYBaHHI JIAHIIOKKY «3arax-pekjaaMHUi o0pas». JlochmiakeHHs MoKa3aiH,
110 PEAMETH, K1 MalOTh IPUEMHUI apomart, Ha 40% niABUILYIOTh HacTpiil. [lokynii KynyroTh
Ha 10% yacriie Te B3yTTs, sKa MaxHe MKiporo. bpeHau 13 3amaxom Kpaiie 3amnam’ iTOBYIOTbCS
1 cripuiiMaroThCsl. 3aBISKH apoMaTH3allli TOProBHUX 3alliB, 4ac, IKUW MPOBOJATH BiJIBllyBaul B
MarasuHi 301IbI1yeThCst Ha 16%, rOTOBHICTE pOOUTH MOKYNKH — Ha 15%, 4MCiI0 IMIYIbCHUX
MOKYTIOK Ha 6%.

Cain BUALIATH HACTYIHI BUJU apOMaMapKeTHHTY:

sapoMaTtu3allisl NPUMILIEHb YUCTUMHU apOMaTaMu;

*apOMaJIM3aifH MPUMIIIEHb 3MIMIAHUMU apoMaTaMu (KOMIIO3UIIISIMH ),

sipodeciitHuii miadip apoMaTy 3 BpaxyBaHHAM chepu Oi3Hecy;

*apOMAaKJIIHIHT (HeHTpai3alis 3anaxis);

*Ce30HHA apOMaTH3aIlis;

eapoMaTtu3aIlis 3aXoIiB;
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sapomabpennyBaHHsl ((hOpMyBaHHS acOI[IaTHBHOTO 3B’SI3Ky apoMaTry 3 TOPTOBOIO
MapKoOI YW OpraHizamiero il igeHThdIKamii TpOoayKIii, a TaKoX IS ITJAKPECICHHS
BIZIMIHHOCTI TOBapiB BiJ MPOIYKIii KOHKYPEHTIB. [ 0JIOBHOIO CKJIaJOBOIO0 apoMaOpeH IyBaHHs
€ po3poOKa apoMajoroTUIy — €JIeMEHTY (PipMOBOTO CTHIIIO, IO MPEACTABIISAE Crienu(iIHII
apomar, sIKHil BAKOPHCTOBYETHCS B SIKOCTI BIMITHOT O3HAKH.

Ayoiomapkemune — BUJ HEMPOMApKETUHTY, IKUM BUBYA€ BIUIMB 3BYKY Ha MOBEIIHKY
cnoxkuBayiB. llle HeHapo/KeHA TUTHHA TIOYMHAE YYTH 3BYKH 30BHIINIHBOTO CBITY 1 Yy Hel
MOYMHAE 3aKJIafaThcs aconiaTuBHuM psia. el psa nponosxkye popmyBaTucs B IpoIeCi )KUTTS.
[Ipu tpoMy, MaTH yacTilie 3BEPTAETHCSA JO JUTHHHU 3 €MOLIHHUM IOCHIOM, a 0aTbko — 3
pamioHanpHUM. ToMy, y aymiopekiiami €MOIliiHI apryMEHTH Kpalle O03BYy4YyBaTH >KIHOUHUM
TOJIOCOM, a paIioOHaIbHI — YOJIOBIUMM.

Ilcuxonocis konbopy — BHUI HEHPOMApPKETHHTY, SKHH TPYHTYEThCS Ha 3IIMCHEHHI
BITMBY Ha MOBEAIHKY CIIOKMBAYIB 32 PAXYHOK KOJILOPOBUX PIIICHb. 3HAIOUN 3aKOHOMIPHOCTI
CIIPUUHSATTS KOJIBOPY CIMOKHMBAaYaMHU Ta IIJIbOBI CETMEHTH PUHKY, IPOBIIHI CBITOBI KOMITaHii
pI3HUX BH[IB EKOHOMIYHOI isTIbHOCTI BHUKOPHCTOBYIOTH B KOPIIOPATUBHUX CHMBOJIAX
KOJIbOPOBY 1ACHTH(IKAITIIO.

3Haroun HEHWpo(di3ioNOTiYHI TPOIECH EMOIIHO-KOPKOBUX PEAKIid  TOKYIIIIIB,
MapKeTOJIOTH MOXYTh €()EKTUBHO BIUIMBATH HAa BCI OpPraHd BiIYYTTIB CIOXKHBAYiB,
3aCTOCOBYIOUH 3amax, 3BYK, KOJIp, TAKTHIIBHI BIAUYTTS Ui €(EKTUBHOTO IIPOCYBAHHS TOBapIB.

Muxaiisio Oxiaanaep
Tonosnuii peoaxmop acypuany « Mapkemune i yugpogsi mexnonozii»




ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 4, No 3, 2020 ISSN 2523-434X (Online)

UDC: 338.48.(379.8) JEL Classification L83; L86; M21; M39

Alla Levitskaia

Doctor of Economics (Habil.), Professor, Faculty of Economics
Director, Il "InnoCenter"

Nadejda lanioglo

Ph.D in Economics, Associate professor, Faculty of Economics
Svetlana Curaxina

Ph.D in Economics, Associate professor, Faculty of Economics
Comrat State University

(Comrat, Moldova)

DIGITAL MARKETING STRATEGY APPROACH IN WINE TOURISM:
TRADITION VERSUS INNOVATION

The tools and technologies of traditional marketing cannot ensure the effective functioning of
companies in the field of tourism and services. In this regard, the use of digital marketing technologies
becomes a prerequisite for successful tourism activity. The results of the study confirm that the use of
the digital marketing strategy approach in Moldovan wineries is at an initial stage while global trends
prove the effectiveness of their application in the development of competitive advantages of wine
tourism. In this article the authors consider it important and relevant to develop potential in the Republic
of Moldova through the implementation of a digital marketing strategy in wine tourism promotion
activity.

Key words: wine tourism, digital strategy, mobile marketing.

DOI: 10.15276/mdt.4.3.2020.1

Statement of the problem in general form and it’s connection with important
scientific or practical tasks. Currently, the tools and technologies of the traditional marketing
apparatus cannot ensure the effective functioning of companies in various sectors of the
economy, especially those representing the sphere of tourism and services. In this regard, the
use of digital marketing technologies, along with traditional marketing approaches, and in some
cases, a complete transition to the use of Internet marketing technologies become a necessary
condition for successful development, promotion, increasing competitiveness, reducing costs
and increasing the financial performance of tourism businesses [6].

Taking into account the fact that the Republic of Moldova's Wine tourism (WT) is at
the initial stage of its development, the authors believe that it is the digital marketing tools that
will play a crucial role in promoting the services of this tourism industry in the development of
competitive advantages.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. Wine tourism (WT) considered as a subcategory of
Food tourism (OECD, 2012) and as an integral part of a comprehensive travel package
including activities based on introduction of regional culture. Also, the wine tourism can be
seen as a category by itself (Charters, Ali-Knight, 2001; Getz, 2000) due to its capability of
generating economic benefits to an array to local stakeholders (Carlsen, Charters, 2006) [1].

© 2020 The Authors. This is an open access article under the CC BY license
(http://creativecommons.ora/licenses/by/4.0)
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Perspectives of management and marketing towards the implementation of Digital
through Wifi and IoT in Wine Tourism business described by Pelet J., Barton M., Chapuis C.
(2018) [12]. The study information base consists of materials of the World Tourism
Organization, National Bureau of Statistics of RM, tourism agencies, legal and regulatory
framework of tourism industry. In the process of developing a Strategic plan for the
development of vine tourism (WT) have been applied: individual interviews and questionnaires;
focus group method; methods of economic analysis. Individual interviews and survey were
conducted with managers of small and medium-sized wineries.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. An analysis of recent studies showed an insufficient study of marketing tools
used in the tourism industry in Moldova in general and in wine tourism in particular. In addition,
digital methods of promoting services in the tourism market of the country are poorly studied
and presented. In view of this, this article is aimed at studying the problem of adapting digital
marketing strategies in promoting the WT services of Moldova.

Formulation of the purpose of the article (statement of the problem). The purpose
of this article is to investigate the development potential of WT in the Republic of Moldova as
part of a digital marketing strategy. To achieve this goal, the authors identified the following
tasks: identify the specific features of WT and marketing tools; introduce digital marketing
tools that can be successfully implemented; describe the effect of digital marketing strategy
tools as opposed to traditional.

Statement of the main material of the research with full justification of the
scientific results obtained. The Republic of Moldova has the highest planted vineyards density
in the world and ranked 19 th among the countries that produce wine. The area of vineyards for
wine grapes is 78,000 hectares (3rd place in the Black Sea basin). In total, there are 52,000
winemakers (farmers), 980 enterprises operating in the wine making sector, including nurseries,
wineries, agricultural enterprises and cooperatives, engineering companies, packaging and
service enterprises, 6 educational institutions, technology transfer, and research centers.

This industry generates about 150,000 jobs, i.e. every 4th able-bodied citizen is directly
or indirectly involved in winemaking. For the last 15 years, about 600 million US dollars have
been invested in the development of 30 thousand hectares of vineyards. 24 wineries and 5
specialized agencies in wine tourism are actively involved in viniculture tourism. Compared to
2016, there was an increase in the number of tourists visiting wineries by 31 per cent (175
thousand people), of which local residents are 64 per cent, foreigners — 36 per cent, whose stay
in the country is 3.2 people/day and the amount of expenses is of 28.5 EUR/day. Thus, VWT
generates about 7 million euros per year [14]. The industry forms 3 per cent of Moldova’s GDP
and makes up about 12 per cent of exports.

In this case WT is a motivational form of tourism, in order to visit vineyards and winery
areas to combine the pleasure of tasting wine products with the opportunity to familiarize
themselves with local customs, rural lifestyles and cultural events [8]. The “Wine Route of the
Republic of Moldova” program, approved in 2004, marked the beginning of the promotion of
the country's image on the basis of grape-wine tourism. This type of tourism is recognized as
“anchor” for the development of inbound and domestic tourism. This was facilitated by a
comprehensive program to promote Moldova as a wine-tourism destination, an online
campaign, participating in specialized fairs and exhibitions, organizing thematic events and
study visits, etc. [7].

Moldova's participation in the EU project to promote wine tourism in the black sea basin
countries "Black sea wine tourism network" gave a serious impetus to the development of
winemaking. The greatest influx of foreign tourists in the framework of WT in fall, when is the
wine Festival and in late winter, when the exhibition “Expo Vin Moldova”. The study shown

A. Levitskaia, N. lanioglo, S. Curaxina. Marketing Strategy in Wine Tourism: Tradition 7
Versus Innovation
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that there is a reserve for organizing events that can be visited by domestic tourists and visitors
from neighboring countries [8].

A study conducted by Magenta consulting for the National Association of Inbound and
Domestic tourism in Moldova showed that more than 40% of all tourists are interested in
Moldovan wine and wineries. So, in 2016, 47% of tourists visited wineries and complexes, in
2018, the number of such tourists was 60% of the total number. According to tourists, the most
popular event in Moldova is the celebration of the National Wine Day. So, in 2016, 78% of
respondents were satisfied with this holiday, and in 2018 — almost 90%. In addition, 37% of
foreign tourists associated the phrase "Tourism in Moldova™ with wine in 2016, and 40% in
2018.

Promotion of wine tourism in Moldova currently takes place in traditional ways:
advertising in the media, participation in thematic international exhibitions, personal sales, etc.
However, the low level of information technology using by the wine sector for the promotion
of tourism services is indirectly confirmed that in general, the expenses of the manufacturing
sector makes average 4,5%-5% of all expenses for information technologies in total of country.
The expenses for information technologies of accommodation and food service sector makes
up less than 1% of all expenses for information technologies in total of country (table 1).

Table 1 — Expenditures for information technologies in total of country, in manufacturing
sector, in accommodation and food service activities sector

2014 2015 2016 2017 2018
Total, thousand lei 1305455,1 1438895,2 1549706,6 1743226,5 1784061,3
Manufacturing, thousand lei 49080,5 58450,6 70323,2 712451 105586,1
Accommodation and food service  gna6 ) 36554 68558 56386 57803
activities thousand lei
Manufacturing, % in total 3,8 41 45 41 5,9
Accommodation and food service 0.5 0.3 0.4 0.3 0.3

activities, % in total
Source: National statistics database of Moldova. http://statbank.statistica.md

In recent years, the Internet has developed from a mere source of information into a
force that communication experts now call the ‘Social Web’ (Schindler and Liller, 2012).
Related to COVID-19 there have been some major recent developments in the field of social
media: Facebook, Twitter and other services allow people to remain participants virtual
discovery tours. Wine producers needs to benefit from social media usage in a special way.

Accordantly to study only 17 wineries (from 61st) actively participate in promoting of
tourism activity through social networks, mainly in Facebook. The weak use of digital
marketing tools to promote tourism services is also confirmed by the extremely low number of
own websites of enterprises in the industrial sector and the accommodation and food sector
(table 2). These low rates directly affect the low level of promotion of products and services of
tourism industry enterprises, including wineries.

Table 2 shows that the number of web-pages of enterprises in the manufacturing sector
and the accommodation and food sector is growing. However, the average number of
enterprises in the manufacturing sector for the entire period of analysis is more than 3,500 units,
of which on average only 331 enterprises (9%) have their own web-pages. The average number
of accommodation and catering businesses is more than 1,400 units, of which an average of 58
enterprises (4%) have their own web-pages.
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Table 2 — Number of enterprises which have web pages in manufacturing sector, in
accommodation and food service activities sector

2014 2015 2016 2017 2018
Quantity of manufacturing
enterprises, units 3474 3480 3368 3643 3757
Share of manufacturing enterprises
sector SMEs which have own web- 8,4 9,3 9,6 9,1 10,0
page, %
Quantity of accommodation and
food service activities enterprises, 1378 1431 1418 1359 1613
units
Share of accommodation and food
services sector SMEs which have 3,2 3,1 3,7 5,4 4,9

own web-page, %
Source: National statistics database of Moldova. http://statbank.statistica.md

However, according to the authors, the unique "viticulture-IT" tandem can become a
driving force for the development of grape and wine tourism and the economy of the Republic
of Moldova as a whole. Moreover, the information technology sector set a record in 2019:
revenues from the export of this type of service exceeded those from the export of wine. Survey
for the WT movement, confirmed the preponderant role of using of social media by wine
tourists is six times higher than average and two thirds of winery tours are planned online:
CENSIS has reported that in 89% of the cases wine lovers can be intercepted online. [2]. The
world has seen an increase in the use of mobile applications to promote online commerce (figure
1,2)

———— ———  Facebook

59
56
54
49 2 5 YouTube
43 WhatsApp
z 36
3
3T 23 26 28 A
5 10 32 m Instagram
fes 9 15%  Facebook
e Messenger
21 ”

W——— 4% Pinterest
2%  Twitch
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--u

n Other Connected Devices Desktop / Laptop  mMobile

Figure 1 — Daily hours spent with Digital Figure 2 — % Internet Users using select
Marketing per adult user, USA platform
Source: BOND Internet trend platform 2019

Most users of age groups from 20 to 50 years searching for wine tours use such platforms
as: Facebook, YouTube, Twitter, Instagram, Pinterest, LinkedIn, Hello Vino and other
platforms (table 3). Due to the COVID-19 pandemic, through the use of social media data,
online sales have increased, the number of online tastings, training programs.

A. Levitskaia, N. lanioglo, S. Curaxina. Marketing Strategy in Wine Tourism: Tradition 9
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Table 3 — Social media regularly used for wine discourse by age, %

Social media 20s 30s 40s 50s 60 70+
Facebook 81 75 58 27 20 6

YouTube 56 61 40 10 8 4

Twitter 53 61 37 13 5 1

Instagram 50 66 36 9 2 1

Pinterest 31 31 18 12 5 3

LinkedIn 17 24 17 5 3 2

Hello Vino 21 25 10 1 0 0

Vivino 13 22 6 2 2 1

Delectable 13 14 7 1 0 0

None of the 11 8 29 64 74 90
above

Source: BOND Internet trend platform 20109.

The practice of widespread use of digital marketing by foreign companies convincingly
proves that today effective business development in the field of tourism and services with a
focus on medium-and long-term sustainable presence in both the domestic and foreign markets
is impossible without the development, systematization and integration of digital marketing
strategies into the business. Digital marketing is the practice of using all aspects of traditional
marketing on the Internet, affecting the main elements of the marketing mix: price, product,
place of sale and promotion.

The conversion of traditional marketing methods to the digital field provides a more
effective use of market strategies for market segmentation, targeting of client data groups,
differentiation and positioning of goods and services. The Internet environment allows you to
create an interface for exchanging ideas, products and services, which strengthens the
company's competitive advantages, contributes to improving the efficiency of its work, and at
the same time provides the maximum degree of customer satisfaction. Digital technologies of
Internet marketing provide a significant increase in the effectiveness of traditional marketing
tools due to their adaptation to digital form.

In essence, Internet marketing for WT can be defined as the process of building,
maintaining and developing relationships with consumers of tourism services through the
creation and implementation of online activities and strategies aimed at meeting the needs of
consumers. An obvious disadvantage of traditional marketing is the practical lack of interactive
interaction with a potential consumer of the service, while in the case of digital marketing, the
consumer often initiates contact and analyzes the information posted.

Digital marketing promotes two-way communication, which, if properly organized, can
not only help a travel company sell tourist services to the customer, but also allows you to
collect, accumulate and analyze all information about each specific customer (for example, age,
gender, income level, previous purchases, suggestions for improving the services offered, etc.).
This, in turn, can be used in building revenue management systems in tandem with digital
marketing.

The Internet, new digital marketing tools and social media take a crucial role in
profitability of wineries: increase domestic and international sales through e-commerce,
promote WT, attract ‘millennials’ and new consumer who are not now more about wine culture.
These new marketing tools are especially relevant in the period of overcoming the crisis
provoked by a pandemic of COVID-19.
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Therefore, it is now necessary to implement transition from the traditional for the wine
industry strategic planning approach to digital innovation marketing strategy, which consists of
the following stages [3]:

—Selection the digital tools — it needs to be related with specific of vinery, country, wine
road.

—Using Big Data - it’s important to analyze data about preferences, spending power of
tourists, the number of days spent in the journey, preferences types of wine.

—Digitalization Wine Tourism business - winery owner need to have own card on Google
Search with link to website, map and present in social media.

—Attracting regular customers — it’s important to be included in databases of Apps and
regularly mailings news for main customers.

Conclusions from this research and prospects for further developments in this
area. WT in the Republic of Moldova today has a high digitalization potential. building
strategies for the development of wine-making enterprises on the basis of digitalization of wine-
making tourism, widespread use of the capabilities of the IT industry, will make it possible to
comprehensively develop this industry, increase its competitiveness and economic efficiency.
This study demonstrates that social media already widely used as a communication tool in the
wine business. A high level of acceptance of social media tools could be observed in many
countries. Facebook is seen as the most important among the available social media tools.
Facebook is still the number one tool used, even in the wine industry, but new and innovative
platforms occur day by day. Winery owners should be aware of the effectiveness of this modern
communication tool, however at the same time they have to define a communication strategy,
in which social media is integrated too.
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Lugposa cmpamezia mapKemuHnzy y 6UHHOMY MYypu3mi: mpaouyis npomu iHHOGaAYil.

Incmpymenmu ma mexHonocii mpaouyitino2o MapKemuHzy He MOXICYMb 3a0e3neuumu
epexmugne QyHKYIOHY8anHa KOMNAHiU y cghepi mypusmy ma nociye. Y 363Ky 3 yum 6UKOpUCMAHHSA
YUpposUx MapKemuH208Ux MexHo102itl Cmae HeoObXiOHo YMOE0I0 YCRIUWHOI Mypucmuunoi 0isibHOCHI.
Pesynomamu  0ocniooicennss  niomeepodicyloms, W0  BUKOPUCHAHHA — Ni0X00y 00  yupposoi
MapkemuH2060i cmpamezii 8 MOJI0ABCHLKUX BUHOPOOHUX 3A600AX 3HAXOOUMbCS HA NOYAMKOBOMY emani,
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nepesaz 6UHHO20 Mypusmy. Y yill cmammi asmopu 86axicaiomy 8aANCIUBUM | AKINYATbHUM PO36USAMU
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OIANLHOCMI 3 NPOCYBAHHSL BUHHO20 MYPUSMY.
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It is substantiated that for a successful entry into the world market, an information enterprise
needs to solve a number of important issues: to determine the desired and most attractive market
segment that corresponds to the material capabilities of the enterprise; risks; choose the time to market;
assess the scale of market entry; substantiate the way (form) of entering the international market. It is
recommended to build a future strategy of the information enterprise in the international market using
the concept of three horizons: the first horizon reflects the work of the enterprise to further improve the
existing information product; the second horizon reflects the work of the enterprise to find new sources
of profit; the third horizon reflects the capabilities of the enterprise, given the availability of the required
amount of material and intellectual resources, access to international markets with a progressive
information product developed on the basis of the blockchain.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. One of the most important strategic goals of Ukrainian
information enterprises is to enter the international market. At the same time, it should be noted
that this strategic task presupposes continuous work, the results of which are intended to ensure
the readiness of the enterprise to sell the necessary information technologies abroad in a certain
segment of the international market (country, region), taking into account the original
characteristics of this market segment and the level of development of its consumers.

It should be understood that the activity of an enterprise in the foreign market is
distinguished by a significantly higher level of risk (in comparison with the national market)
due to the existing differences in economic, political, cultural, legal conditions, as well as a

© 2020 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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higher state of competition, requirements for the quality of a technological product, its
packaging, labeling, service, etc. You should also be prepared for a higher level of international
marketing research spending.

The international information technology market is currently characterized by a high
level of competition both between individual enterprises and between individual countries, high
dynamics of development and a high degree of science intensity and innovation, consumer
behavior patterns, as well as the specifics of products and services offered in this market. In this
regard, companies operating in the global information technology market are forced to
constantly improve their products, expand the range and quality of services, optimize
production and management processes, as well as use all available resources and tools that
allow them to resist constantly growing competition. The leading role in this process belongs
to the strategy of the company, which not only determines the priority strategic goals of the
company to enter the world information technology market, but also sets the rules for making
decisions in the event of changes in external economic conditions that ensure the required level
of achievement of these goals, and one of such tools is an international marketing that offers a
set of technologies that enable companies to operate successfully in this modern global
competitive market. So, the issues related to the formation of marketing strategies for the entry
of domestic IT companies into the international information technology market are currently
very important.

All these features determine the need and relevance of the scientific study of the
international strategy of information enterprises, detailed and scientifically based planning of
production and commercial activities and the implementation of marketing research on the
international market.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The work of many domestic scientists is devoted to
the study of the theoretical and methodological provisions of international marketing, strategic
marketing planning, marketing strategies and the processes of their formation and practical
implementation, as well as issues on the formation of marketing strategies for Ukrainian
enterprises to enter foreign markets. In the work of S.V. Tyutyunnikova "Theoretical
foundations of the formation of the marketing strategy of domestic enterprises when entering
the foreign market™ defines the principles of the marketing strategy of Ukrainian enterprises in
the foreign market and considers the effectiveness of using an integrated approach to its
formation [1]. In the article by T.V. Spivakovskaya. "Formation of international marketing
strategy" investigated the process of international marketing of an enterprise and proposed a
structural-logical scheme for making strategic decisions on the choice of foreign markets and
segments [2]. In articles Ivashkiv I.R. "Analysis of the main stages of decision-making on the
entry of the organization into foreign markets" and Semenchuk TB "Stages of an enterprise
entering international markets in the context of globalization of the world economy", the main
stages of an enterprise entering international markets were studied as a set of strategic and
organizational and economic decisions aimed at achieving a stable competitive position of an
enterprise, methods for assessing the attractiveness of international markets in a globalized
world economy processes, the stages of an enterprise's entry into international markets are
determined in order to develop effective market strategies [3, 4]. And in the works of Mushtali
V.A. "Substantiation of the marketing capabilities of the enterprise and analysis of the risks of
its activities” and Shapoval A.V. "Marketing tools for an enterprise to enter new foreign
markets" assessed the feasibility of an enterprise to enter a foreign target market, taking into
account potential risks, and investigated marketing tools for entering new foreign markets [5,
6]. The works of P. lichuk "Study of the influence of internal factors on the formation of a
marketing strategy for the internationalization of enterprises™ and Blagun 1.S. "External factors
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of influence on the formation of the marketing strategy of internationalization of enterprises” is
devoted to the study of external and internal factors influencing the formation of the marketing
strategy of internationalization [7, 8], and the work of Shimanskaya L.M. "Assessment of the
impact of characteristics of the external market on the competitiveness of the company's
products” is devoted to the methodology for assessing the barriers that arise when an enterprise
enters new international markets [9]. In the article by V.V. Zinovchuk. "Development and
implementation of an international marketing strategy for a forestry enterprise™ considered
strategic options for the entry of forestry enterprises to foreign markets and proposed an
algorithm for the development and implementation of an international marketing strategy [10],
and the work of N.V. Skidonenko. is devoted to the strategy of airlines entering foreign markets
[11].

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. At the same time, a detailed analysis of the above and other [14-26]
scientific studies allow us to conclude that many problematic issues on the formation of
marketing strategies for companies to enter foreign markets have not been studied enough. In
particular, there is ambiguity in the interpretation of marketing strategies in general and
marketing strategies for entering international markets; there is no unified systematic
methodological approach to their formation; issues directly related to the formation of
marketing strategies for companies to enter the international information technology market are
fully covered. All this, taking into account the importance of the development of the IT-industry
for the country's economy and the entry of domestic IT-enterprises into the international
information technology market, emphasizes the importance and relevance of the topic of the
study.

Formulation of the purpose of the article (statement of the problem). The purpose
of the study is to determine the features of the formation of models for the entry of Ukrainian
enterprises to the international market and to substantiate methodological recommendations for
developing a marketing strategy for an IT company to enter the international information
technology market.

Statement of the main material of the research with full justification of the

scientific results obtained. In the context of the development of the processes of globalization
of national economies, an increasing number of enterprises want to develop international
(external) markets in order to strengthen their leading positions in their field of activity. The
entry of the information business into international markets allows attracting new consumers,
reducing the risk of losses, significantly increasing the level of competitiveness of enterprises
and increasing the level of their capitalization. Entry of enterprises to international markets is
an important and responsible strategic decision. Several important reasons affect the adoption
of such a decision, among which the following should be noted:

— the desire of the enterprise to increase the volume of profit and ensure the growth of
its business activity in the conditions of the national market saturated with similar goods and
technologies;

— the desire to increase the level of competitiveness of their products through the use of
intellectual competencies (patents, unique technologies, know-how, a new level of relationships
with consumers, etc.);

— to minimize commercial risks and possible losses during the financial crisis by
introducing enterprises to international markets.

Due to the effective solution of the assigned tasks, there are real opportunities for the
growth of the level of capitalization of the business of enterprises and its resistance to changing
market factors (actions of competitors, legislative changes, etc.).

P. Pererva, Y. Maksymenko, K. Sokol. Marketing Prerequisites for Entering the Enterprise 15
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The decision to organize a business in another country is preceded by an analysis of the
current situation and development prospects of the company, which is expressed in the
following questions:

— determination of the desired and most attractive segment of the international
information market, which corresponds to the material capabilities of the enterprise, the
possibility of expansion and provides acceptable commercial risks;

— the time to enter the market, determines the presence of the most favorable
opportunities for the enterprise for the development of a new segment of the information
market, and also provides real opportunities for successful competition;

— the scale of entering the market, which largely depends on the availability of material
and intellectual capabilities of the enterprise: an aggressive market strategy (mass market
capture) or an evolutionary market strategy (a gradual increase in the market share of the
enterprise);

— to determine the form (path) of entering the market, i.e. how an enterprise can achieve
the desired goal: create a joint venture, organize one of the forms of exporting its products to
the foreign market, acquire a franchise from one of the companies well-known in the foreign
market, etc.

In Table 1, we present the main tasks of an enterprise striving to enter the world
information technology market, as well as options for their solution and recommendations for
the success of this process.

Table 1 — Tasks of the enterprise to enter the world market and options for their solution

Enterprise objectives

Solution option

Recommendations

Choosing a segment
of the international

Segment of the international
market that presupposes a

The capabilities (resources) of the enterprise
must meet the marketing needs of the

of the selected market
segment)

technologies

market sustainable competitive | segment

advantage
Time to market New market (segment) and | It is recommended to carry out preliminary
(depends on the state | new information | work to prepare the market for the new

information ~ technology.  There are
opportunities to get profitable channels for
technology implementation. It is difficult to
gain a dominant role in the market.

New
traditional
market

technologies in a
but emerging

Evolutionary market development s
recommended (by stages of the technology
life cycle). Leading the market is hard for
innovators

Traditional technologies in
the traditional market

Very quick market conquest s
recommended. Significant material
opportunities are required

Form (path) of
entering the market

Joint venture (risk of high
costs and conflicts with
partners)

Allows you to gain access to parterre
technologies, gain experience from it.
Doesn't allow you to get full control over the
market

Export indirect,

joint)

(direct,

Lack of high costs when entering the
international market. Exports can be
unprofitable with significant customs duties

16




. . . ISSN 2522-9087  (Print)
MapkeTHHr 1 1uPOBi TEXHOJIOTIT Tom 4, Ne 3, 2020 ISSN 2523-434X (Online)

Continue tabl. 1
Franchising — transfer to an | Lack of significant costs when entering the
intermediary of a franchise — | international market. Quality control of
the right to conduct business | manufactured products becomes more
under its own trademark complicated
Licensing — transfer of the | Provides a low level of costs for
right to use technologies, | organization and control, the ability to set
patents, etc. to a foreign | your own strict conditions for conducting

company business. Difficulties arise in control, the
uniqueness of the technology is lost
Mergers / acquisitions Due to the use of the resources of the

absorbed enterprise, a quick entry into the
international market is carried out

Source: generated by the authors

It is recommended to build the future strategy of the information enterprise in the
international market using the concept of three horizons (Fig. 1) [17-19].

Profit volume, UAH

) Horizon 3 - Leveraging High-Risk Startups

\ Horizon 2 - new sources of profit in the

external market

Horizon 1 - the results of the main activities of
the enterprise

Business hours

—»
»

Figure 1 — Strategies of three horizons of the enterprise in the international market
Source: built by the authors using [16]

The first horizon reflects the work of the company to further improve the existing
information product, which allows the company to maintain and maintain its market share and
maintain a certain stability of work, as well as ensure consumer loyalty to its brand. At the same
time, it is recommended to take into account to a certain extent the specifics of the consumption
of an information product in different countries (market segments).
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The second horizon reflects the work of the enterprise to find new sources of profit. In
line with the approach proposed by Acer founder Stan Shih in 1992, the greatest added value
to information enterprises comes from patents and technology, and the enterprise brand. Taking
into account the specifics of ICL Service, it is recommended that information enterprises try to
develop new information areas — for example, security, monitoring, video surveillance software
—which may be potential areas of activity in the international market [17].

The third horizon reflects the capabilities of the enterprise, taking into account the
availability of the required amount of material and intellectual resources, entering international
markets with a progressive information product developed on the basis of the blockchain. For
example, it can be smart contracts [18]. The renewed brand and positive reputation of the
company will help it to promote information technologies in the international market and get a
significant increase in profits. Note that in this strategic horizon of the information enterprise
there are significant commercial risks.

We will assume that the formation of appropriate marketing strategies on each of the
three horizons necessarily provides for the stage of analysis and assessment of the
corresponding marketing strategic alternatives in order to select for the further implementation
of such marketing strategies that best match the marketing goals and capabilities of the
enterprise on each of the horizons, its strategic business -units and functional marketing division
in target segments of the international market within the current and future business portfolio
of the information enterprise.

A special role in the formation of a marketing strategy for an information enterprise to
enter the international market should be assigned to the choice of marketing competitive
strategies, which should be considered from the point of view of creating competitive
advantages and ensuring the competitiveness of the enterprise, as well as from the point of view
of its competitive behavior in order to achieve and maintain stable competitive positions.
enterprises on the world market. As competitive strategic alternatives, it is advisable to consider
classical competitive strategies according to the criteria for obtaining a competitive advantage
(price leadership strategy, differentiation strategy, focusing strategy and optimal prices) and
according to the criteria of market position (market leader strategy, Challenger strategy
(candidate for leadership), follower strategy , nichera strategy, etc.) [14, 15].

Considering that in modern high-tech markets those enterprises that have formed their
competitive advantages on the basis of advanced innovative technology, low costs in their
industry and better adaptation to market conditions and needs are successful, as well as the fact
that in these markets it is the information technology that lies at the heart of the creation of
products or the provision of services becomes one of the main sources and tools on the basis of
which competitive advantages are formed, the information technology factor should be the basis
for the formation of appropriate competitive strategies of an enterprise when entering the
international high-tech market. At the same time, the process of obtaining a competitive
advantage in a high-tech market should be described by the following sequential chain:
innovative technology - high consumer value - effective positioning in the target segment of
the foreign market - differentiated offer - to meet the specific needs of consumers [20].

So, to the competitive strategic alternatives of an information enterprise, as an enterprise
of a high-tech industry according to the criterion of creating competitive advantages, it is
proposed to include the corresponding technological strategies characterizing the level of
technology development: the strategy of early technological leadership, the strategy of late
technological leadership and the strategy of technological sequence.

Potential sources of competitive advantages of information enterprises in the modern
high-tech market, which is the global information technology market, are proposed to include:
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— possession of a unique technology (the third horizon of the enterprise), which underlies
the creation of products or the provision of services,

— innovativeness of the offered products or services;

— providing the opportunity to improve the quality characteristics of existing products
or services that are very important to consumers;

— continuous and timely improvement and updating of the range of products or services,
taking into account the requirements of the modern international market.

Achieving success in competition in today's dynamic high-tech markets is a
consequence of the constant search for new, non-traditional sources of competitive advantages
and the use of new integrated approaches to managing the competitive advantages of an
enterprise. In the context of the international information technology market, the
implementation of classical competitive strategies alone is not enough to achieve competitive
advantages of an enterprise. Therefore, it is expedient, in our opinion, to use modern hybrid
(combined) competitive strategies, which, in contrast to classical competitive strategies,
combine low-cost marketing strategies and information product differentiation strategies based
on creating high consumer value. The success of hybrid competitive strategies and a
simultaneous decrease in the effectiveness of classical competitive strategies in the international
information technology market is due to the fact that competitive advantages are inherently
short-lived, supply in the market exceeds demand, there is a steady tendency to evade
competition or change its form and is gaining its development the concept of the uniqueness of
the company and the consumer value of its products [21-23]. In conditions of high rates of
development of the international market of information technologies and copying of
information technologies, direct competition between information enterprises is too expensive
and destructive for the enterprise. Therefore, modern competitive strategies are often directed
towards the formation of future progressive segments of information markets, in which it would
be possible to evade competition.

Considering the concepts of modern marketing competitive strategies, one should also
take into account the innovative concept of intellectual leadership by G. Hamel and K. Prahalad,
according to which marketing efforts should not be limited to meeting existing needs, but
should be aimed at offering such products or services that consumers are still talking about.
don't know. According to G. Hamel and K. Prahalad, the main reason for the success of leading
enterprises in the global information technology market is that they can create new products,
services and even entire industries with the help of intellectual superiority. Thus, these
enterprises create a new market space in which they can dominate competitors, which provides
them with the opportunity to "penetrate” the markets of the future. To achieve this goal, the
information company must also independently form the needs of its potential consumers, thus
creating new markets for itself [12, 15, 24-26].

Conclusions from this research and prospects for further developments in this
area. The study of marketing competitive strategies conducted by the authors allows us to
conclude that in the modern world information technology market, only those information
enterprises can successfully compete that will offer consumers truly unique innovative
information products and information services or create new needs among consumers, thus
creating new market segments (market niches). The final main result of the formation of a
marketing strategy for an information enterprise to enter the foreign market is the creation of
an international marketing complex of the enterprise adequate to the market environment and
the characteristics of the target segments of the foreign market. The main elements of this
complex correspond to separate functional marketing strategies, which are the main marketing
tools of the company and its strategic business units in the target segments of the external
market to achieve the strategic marketing goals of the enterprise.
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Thus, the proposed approach to the formation of a marketing strategy for an information
enterprise to enter the international information technology market is a methodological tool that
allows you to form a marketing strategy for an information enterprise, the implementation of
which will help achieve its strategic marketing goals when entering the international
information technology market.

The use of modern marketing strategies by Ukrainian information enterprises planning
to enter the international information technology market allows obtaining certain competitive
advantages, and the key to the successful implementation of their plans to enter this market is
precisely the presence of a well-founded marketing strategy for entering the international
information technology market, which plays a significant role in this process.
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ma MapKkemuHe08020 3A2albHOi eKOHOMIYHOI meopii, Hayionanvnuii mexuiunuil yHigepcumem
«Xapriecokuil nonimexuiunuil incmumymy (Xapkis, Yxpaina).

K.M. Coxon, xano. exou.Hayk, doyeum, OoyeHm xageopu eKOHOMIuHOI KibepHemuxu ma
Mapxemunz08020  mMenedxwcmenmy, Hayionanenuu — mexuiynuii  ynieepcumem  «XapKiecoKuil
nonimexuiunul incmumymy (Xapkis, Yxpaina).

Mapxkemunzosi nepedymosu  6uxody RIONPUEMCMEA HA  MIICHAPDOOHUN  PUHOK
iHpopmayiiinux mexnonocii.

Obtpynmosano, wo 01 YCHiwHo20 BuUxody HA CE8IMOSUIl PUHOK IH@oOpMayiinomy
RIONPUEMCINGY HEODXIOHO Supiumu psao BadCIUsUX NUMAHL: GUBHAYUMU OadCaHull i HalOilbw
npUBAOIUBULL Ce2MEHM PUHKY, SIKULL 8BI0N08I0AE MAMEPIATbHUM MONCIUBOCHIAM NIONPUEMCINEA, PUSUKU,
subpamu 4ac 6Uxo00y Ha pUHOK, OYIHUMU MACUMAabu 6UX00y HA PUHOK, 0OIpYHmMysamu wiisx (hopmy)
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BUX00Y HA MidCHAPOOHUL puHok. Pexomenoosano 6Oydysamu matiOymHuio cmpamezito pobdomu
iHGhopmayitinoeo niOnpueMcmea Ha MIHCHAPOOHOMY DPUHKY 3 BUKOPUCHMAHHAM KOHYEenyii mpbox
2OPU3OHMIG: Nepuwuti  20pu3oHm  8i0obpadicac  pobomy NIONPUEMCMBEA  WOOO  NOOATLULOSO
B00CKOHAIEHHA ICHYIOY020 [HOpMAYitino2o Npooykmy, Opyeull 2opu3onm eidobpascac pobomy
RIONPUEMCINBA 3 NOULYKY HOBUX Odfcepell NpuOymKy, mpemill 20pu3oHm 8i0o0paxdcae MONCIUBOCHLE
RIONPUEMCINGA, BPAXOBYIOYU HAABHICMb HE0OXIOHOI KilbKOCMI MAMEPIANbHUX MA THMELEKMYAIbHUX
pecypcie, 8uxo0y HA MIJCHAPOOHT PUHKU 3 NPOZPECUBHUM THOOPMAYIUHUM BPOOYKIMOM, PO3POOIEHUM
Ha Oa3i O0KYellH.

KirowoBi ciioBa: iH(popMaIliiHi TEXHOJIOT1l, MDKHAPOIHUH PHHOK, MapKETHHTOBI CTpaTerii,
TOPU30HTU PO3BUTKY, PU3UKU
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I[IA®POBI TEXHOJIOI'TI SIK 3ACIBb HIIBUIIEHHA E@QEKTUBHOCTI I
IMPO30POCTI BIPKOBOI TOPT'IBJII AEPEBUHOIO!

Buoineno i cucmemamu306ano ocHosHi pakmopu, wjo CHpusioms 6NPOBAONCEHHIO YUPPOBUX
mexHonoelll y pisHux euoax OizHecy. Po3pobiena y3aeanvbHeHa cxema NPOBeOeHHs edeKmueHux i
NPO30PUX eNeKMPOHHUX MOP2i6 HeoOPOONIEeHOI0 0epedUHOI0 3 3ACMOCYBAHHAM CYUACHUX YUDPOGUX
mexHono2il, cgopmosana cucmema npunyunie ii Qyukyionyeanns. Pospobnena cxema 63aemooii
VYACHUKIG OIPIHCOBUX MOP2i6 HA emanax NpUtHAMMmMs HUMU piuleHs Wooo Kynieni-npoodadcy. Busnaueno
OCHOBHI  XAPAKMEPUCTUKY, AKI NOBUHHA MAmMu YOOCKOHANIEHA CUCMEMU eNeKMPOHHUX MOp2ie
HeobpoOAEHOI0 0ePeBUHOI0, 3aNPONOHOBAHO OCHOBHI NIOX00U 00 ix 3abe3neuenus. OKpeciieHo nepesazu
npaKmMu4Hoi peanizayii 3anponoHo8ano20 nioxody 00 noOyo0osu HOBOI CuCMeMU eLeKMPOHHUX MOP2i6.
PO3UUPEHHS (DYHKYIOHATbHUX MONCIUBOCMEU [ NIOSUYEHHS eheKMUBHOCMI MOp2i8; NONINUIeHHS
iHhopmayitinozo 3abe3neuenHs OOIPYHMYBAHHA piulenb WO000 KYRIBLI-NPOOaxtCcy; CHPOUJeHHS,
nioguwenHs: ONepamusHOCmi ma 0edIoPoOKPamu3ayis OOKYMeHmManbHO20 CYnpo8ooy.

KirodoBi crnoBa: Oip»koBa TOprieisi, HUPPOBI TEXHOIOTii TOPTIiBII, MPO30OPICTH TOPTIB,
00’ €EKTUBHICTH TOPTiB, €(EKTUBHICTH TOPTiB, HEOOPOOIEHA epeBrHA.

DOI: 10.15276/mdt.4.3.2020.3

IlocTanoBka mnpoO/jieMH y 3arajibHOMY BHIJISIAI Ta Ti 3B’fI30K i3 Ba:KIUBUMU
HAYKOBHMHM YHM NPAKTHYHHUMM 3aBJAHHSAMM. Y JiSJIbHOCTI BITYM3HAHUX OIp)X ICHY€
npobsieMa 3abe3nedeHHss 1HPOopMaIiiHOI MPO30POCTI Ta 00’ €EKTUBHOCTI PE3yibTaTiB TOPTIB,
HEJIOMYIIEHHS MaHIMyJALIN, [0 MOB’A3aHi 31 CHOTBOPEHHSI Pe3yJbTaTiB TOPriB Ha KOPUCTh
MEBHUX YYaCHUKIB.

© 2020 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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OnHuM 13 NUIAXIB pO3B’sI3aHHS 11i€] TpoOIeMHU € BIPOBAHKEHHS €JIEKTPOHHUX TOPTIB,
SIK1 3MEHIIYIOTh CTYIIHb CYO’€KTHUBI3MY MPU MPUKUHSATTI pillieHb, 010 BUSHAUYCHHS KPaIuX
NPOMO3ULIN MiJ 4Yac HpoBeneHHs OipKOBUX omepariii KymiBhi-mponaxy Ttosapi. Ilporte
BITUM3HSHA TPAKTHKA TMPOBEICHHS EJICKTPOHHHUX OIpKOBUX TOPIiB CBITYHTH, IO HasSBHI
NpOLEAYPH iX 3aCTOCYBaHHS HE JO3BOJISIOTH 3amo0iraTy MaHIMIALISIM HEZ0OPOCOBICHHX
y4acHHKIB. Take CTaHOBHIIE IMiJPUBAE JIOBIPY IO €ICKTPOHHHUX TOPTiB 1 OIpPKOBOI TOPTiBIIi
B3araii, IPUBOJUTH JI0 CYTTEBUX €KOHOMIUHUX BTpaT. OCOOIMBO roCcTpo 3a3HaueHa mpodiemMa
MOCTa€e TpH O1PIKOBIN TOPTiBIII HEOOPOOJIECHOIO JEPEBUHOIO, IO TIOB’SI3aHO 3 HEJOCKOHAIICTIO
3aKOHOJIAaBYMX Ta HOPMATHUBHUX JIOKYMEHTIB, SIKI PETyJIOIOTH Led mporec. BpaxoByroun 1i
¢dakTu, a TaKOK 3HAYHHUM CYCIUIbHUN PE30HAHC, OB'SI3aHUN 3 MAaCIITAOHUMH PO3KPaTaHHIMHU
JEPEeBHHH TOIO, AKTYalli3yeThCsl 3ajada 3MIHM MPHUHIMINB 1 yJOCKOHAJIEHHS CHCTEMH
Oip)KOBHX €JICKTPOHHHX TOPTiBIII HEOOPOOJICHOIO JIEPEBUHOIO.

AHaNi3 ocTaHHIX JoCHiIKeHb |1 myOuaikamid, B SKUX MNOKJIAJEHUH MNOYATOK
BUpilIeHHI0O mnpobaemu. IlpoGnemarrika BHOPOBAKEHHS IHU(PPOBUX TEXHOJOTIH 1
nepeHeceHHs Oi3Hecy B [HTepHET, y TOMY YHCIIi 3 TIO3UIIiH MiABUIICHHS HOro e)eKTUBHOCTI 1
MIPO30POCTI, TOCIIIKEeHa OaraTbMa HayKOBIISIMH.

3HayHa YacTMHA IX pOOIT HPUCBAYEHA OCOOIMBOCTAM (OPMYBAHHS 1 PO3BUTKY
1u(pOBOi EKOHOMIKHM Ha PI3HUX PIBHAX y3araJbHEHHS.

Kapuesa I'.T., Oropogns 1.B., Onensko B.A. [8] mocmimkyroTs mporecu GopMyBaHHs
1u(poBOi EKOHOMIKH Ta iX BIUIMB Ha €()EeKTUBHICTh 1 KOHKYPEHTOCIIPOMOXKHICTh Oi3HEeCy Ha
HAIlOHAILHOMY Ta MI>KHAPOJIHOMY PiBHSIX.

Hu6a M. L, T'epuero FO.O. [6] anami3yloTh CBITOBUUM OCBiA PO3BUTKY IH(PPOBOT
€KOHOMIKH 1 MOXJIMBICTh HOTO 3aCTOCYBaHHS B YMOBaxX YKpaiHH.

Kymuanu M.B. [10] mocmimkye koHuenTyaidbHI 3acaau Hu(poBoi e€KOHOMIKH, Il
KaTeropiiHui anapar. Buainse nmepeBary i HeJOIIKM BOPOBAHKEHHS IU(POBUX TEXHOJIOTIN y
BUPOOHMIITBI.

JIsmienko B.I1., Bummnescekuit O.C. [11] mocmimkyrooTh TEHACHINI Ta OCOOJMBOCTI
PO3BUTKY LU(PPOBOI €KOHOMIKH Yy CBiTi, OOIPYHTOBYIOTh B@XXKJIHMBY pOJb AMJUKITATI3alll y
3a0e3MeueHH1 3pOCTaHHS! EKOHOMIKHM Y KpaiHu.

HayxkoBisimMu TocnipkeHo akTyalbHI MUTaHHS AUDKATai3alli 6i3Hecy.

baranpka K., T'eitmop A. [2] po3misinaroTh 3araibHi MIAXOAU 0 JUDKHTAI3AINT
0i3Hecy, a TaKOXX BIATOBIAHY MOHATIHHY 6a3y. BoHU aHai3yIOTh NMPOLECH KYMIBIi-MIPOAAKY
(emextponHi Topru) B cucreMi PROZORRO 1 Big3Ha4yaroTh, 1o ii 3acTOCYBaHHS Mae Barome
CyCHUIbHE 3HAuU€HHs, MiABUIIYE €(EeKTUBHICTb 1 MPO30PICTh BUKOPUCTAHHS MyOIIUYHUX
(i1HaHCIB, MIHIMI3Y€ KOPYILIHHI PU3UKHU.

Bep0Oa B.A. [3] nocnigkye nepenymMoBHU Ta pe3yabTaTu AWDKUATANI3ALIT O13HeCy.

I'yceBa O.10., Jlerominoa C.B. [5] aHami3yiTh BIUIMB U DKUTAMI3aIll Ha
ONTUMI3aIliI0 1 €PEeKTUBHICTH O13HEC-TIPOLIECIB.

®ocronoBuu B.A. [16] noBoauTh, 1110 OCHOBOIO (hOPMYBaHHS Cy4acHOro Oi3Hecy Ta
3a0e3meueHHs] HOro KOHKYPEHTHHUX IepeBar € IUDKUTami3alis 0i3Hec-MpoIeciB Ta CHCTEMHU
yIpaBJIiHHSA HUMH Ha yCiX eTanax.

VYerenko M.O., Pycbkux A.O. [15] noBoasTh mpoBiIHY POk AWIKUTAI-CTPATETid y
3a0e3MeyeHH1 KOHKYPEHTOCIIPOMOKHOCTI MiAMTPHUEMCTB.

Oxnannep M.A., Pomanenko O.0. [12], Hofacker C.F. [21], a Takox aBTOpH poOOTH
[17] po3kpuBarOTh 0COOIMBOCTI IUYPOBOTO MAPKETHUHTY.

KoBanbuyk C.B., Koinpko O.M., JlicoBebkuii .B. [9] — #foro ponb y MikHapoaHii
013HECOBIH AISTIBHOCTI MiIPUEMCTB.
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UYepen A.B., Boponkosa B.I'., Myt J1.®., ®ypcia O.0. [18] aHanmizyoTh 3aCTOCYBaHHS
iHpopMaIiiHuX TU(POBUX TEXHOJIOTIH K 3aci0 MiABUINCHHS €(pEKTUBHOCTI Y Pi3HUX BUIAX
Oi3Hecy.

[IpobreMaTrka ymOCKOHAJEHHS MiAXOAIB 10 OIp)KOBOI TOPriBIi, Y T.4. 32 PaxyHOK
BITPOBA/DKCHHSI ITUPPOBUX TEXHOJIOTIH JociimkeHa y podorax Auapocosuu T.1O. [1], T'ya3e
M.B. [4].

Buninennss HeBHpilIeHMX paHille YacTHH 3arajibHOI MNpo0JeMH, KOTPHM
NMPUCBAYYEThCS CTATTS. SIK CiTiye 3 pe3ysbTaTiB aHANI3y JIITepaTypHHUX JKEepel B OCTaHHI
JeCATUPIUYsl aKTUBHO BiOYBalOTHCSA MpOIECH AMDKHTaNi3amii Oaratbox BHUAIB Oi3HeCy 1
nepeBefeHHs iX B IHTepHet. [IpoTe muTanHs 3abe3medeHHs Mpo30pocTi mudpoBoro OizHECY
Ipyd OAHOYACHOMY IiJBHUIICHHI HOTO e(pEeKTUBHOCTI € MayopochimkeHuM. HasBHi pobotu
PO3KPHUBAIOTh B OCHOBHOMY IHTaHHS MiHIMI3alii KOPYMUIHHUX PU3HKIB Y BUKOPHUCTaHHI
nyOniyanx ¢inanciB. B Toil ke uyac muTaHHSA 3a0e3MedeHHS MPO30pOCTi 1 IMiJABUIICHHS
e(eKTUBHOCTI €NEeKTPOHHOI OIp>KOBOI TOPriBiIi HEOOPOOJIEHOI IEPEBUHOI0 MPAKTUYHO HE
PO3TISIIAIOTECS, IO aKTyalli3ye€ 3aBAAaHHS YIOCKOHAJICHHS ICHYIOUHX, y T.4. €IEKTPOHHHX
CUCTEM.

@opMy.TI0BaHHS MeTH CTATTi (MOCTAHOBKA 3aBAaHHA). METOI0 € yIOCKOHAJICHHS
MPUHIIMIIB 1 MIIXOAIB 0 €NeKTPOHHOI OipKOBOI TOPTiBII HEOOPOOJIEHOI JEPEBUHOKO IS
IiABUIEHHS ii €EeKTUBHOCTI Ta IPO30POCTI.

BukiaieHHs1 OCHOBHOIO Martepiajly AOCTIAKEHHSI 3 NMOBHMM OOIPYHTYBAHHSAM
OTPUMAHHMX HAYKOBHX pe3yiabTarTiB. JloCHi/DKeHHS TPOBOAWIOCA Yy  HACTYIHIN
[IOCJIIJOBHOCTI.

1. Anamiz icHyIOUYOi CHCTEMi TOPriBIi HEOOPOOJIEHOK JepeBUHOI0, (OPMYBaHHS
CUCTEMH MPUHIIUITIB BIAMOBIIHO /10 SIKUX HEOOX1JHO BECTH 11 YAOCKOHATICHHS.

2. AHami3 1 y3araJlbHEHHS OCHOBHHMX (PAaKTOpIB, IIO CHPHUSIOTH BIPOBAIKEHHIO
u(ppPOBUX TEXHOJOTIH y pi3HUX BuAax Oi3Hecy. OIliHKa MOJIMBOCTEH YJOCKOHAJCHHS
CHCTEMH EJIEKTPOHHUX Oip’KOBHX TOPTiB HAa OCHOBI JIOCBily BHKOPHUCTAaHHS IU(PPOBUX
TEXHOJIOT1H y aHaI130BaHUX BHUJaxX Oi3Hecy.

3. Po3poOneHHs y3araJpHEHOI CXE€MHU TMPOBENEHHS €(PEeKTUBHUX 1 IPO30PUX
€JIEKTPOHHUX TOPTiB HEOOPOOIEHOIO EPEBUHOI0, PO3POOICHHS CXEMH B3a€MO/IIi YYaCHUKIB
O1p>KOBUX TOPTIiB Ha €Tanax MNPUHHATTS HUMHU PIllIEHb I0A0 KYMiBIi-IPOJaxy.

4. BusHaueHHs OCHOBHMX XapaKTEepPUCTHUK CHUCTEMH E€JIEKTPOHHUX TOPTiB
He0oOpoOIIeHOt0 IepeBUHOI0. OKpecIeHHs OCHOBHUX IMIIXOMAIB 0 iX 3a0e3MmeueHHs.

5. OuiHKa JOUIIBHOCTI 3aCTOCYBAaHHS aBTOPCHKUX PO3POOOK Yy MPAKTHUIIl €IEKTPOHHOT
01p>k0BOi1 TOPriBiIl HEOOPOOJIEHOIO IEPEBUHOIO.

AHai3 iCHyI0401 CUCTEMHU TOPTiBIi AEPEBUHOIO, Y T.4. OIp>KOBOI (K 3BUYAMHOI, TaK 1
€JICKTPOHHO1), TTOKa3aB, 110 BOHA HE M030aBJieHa €JIEMEHTIB Cy0’ €KTUBI3MY 1 € HEPO30POI0, a
1€ TIPUBOJIUTH J10 3HIKEHHSI €KOHOMIYHOI €()eKTUBHOCTI 1 BTpATH J0BipU 3 OOKY ii yuaCHHKIB
[20]. Lle cTBOpIOE MEpelyMOBH BHECEHHSI ICTOTHHX KOPEKTHB y 3arajibHi MPUHIUITK TOPTIiBJI
JIEpEeBUHOI0. BiNMOBITHO 10 LBOTO BUIIIEHO CUCTEMY 3araJbHUX BUMOT, $IKi TOBHHHA
BpPaxOBYBaTH CHUCTeMa OIpKOBOi €JEKTPOHHOI TOPTiBJII HEOOPOOIEHOIO JEPEBUHOIO SKa, SIK
3a3HAYCHO, € MPAKTUYHO O€3aIbTEPHATUBHOIO:

— JTOTPUMYBATHUCS €IMHOTO MAXOMY 10 IPOJaXy (pOo3moaiTy) HeoOpoOIeHOT NepeBUHI
IUIA BCIX CIIOXKHBAYiB;

— IIPOBOJIUTH pealtizallito HeoOpOoOJICHOT JEPEBUHU BUKIIFOYHO Yepe3 eIEKTPOHHI TOPTH
(aykuioHm);

— onudpyBartu OaslaHc HEOOpPOOJEHOT NEPEBUHHM, SKA PEATI3yEThCs, 3 OAHOYACHUM
BIIPOBA/KEHHSIM MeXaHi3My 00JIiKY Ta KOHTPOJIIO MpH ii mpocyBaHHi Bijx JlicokopucTyBaya 10
[Tokymiis.
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3 ypaxyBaHHSM 3a3HAYCHHX BUMOT C(OPMOBAHO CHCTEMY HACTYINHHX IMPHHLUIIB
€JICKTPOHHOI 01p>KOBO1 TOPTiBIIi HEOOPOOJIICHOIO IEPEBUHOIO:

— MPO30PICTh NPOIIECIB KYMIBIi-NIPOAAXKY 1 BU3HAUCHHS 1X pe3yJbTariB;

— NOOPOBUIBHICTh yYacCTi MOKYIIIIB Ta MTPOJIABIIiB;

— JIKBiJAlis KOPYNUIHHUX PHU3HMKIB NpPU YKIAACHHI JOTOBOPIB KYMIBII-IPOIAXKY
JicomMaTepiaiB;

— PUHKOBE L[IHOYTBOPEHHS Ha MPOAYKIIIIO JTICOBOTO TOCIIOAApPCTBA;

— TJI00QJIbHUM KOHTPOJTh 32 CYMITIHHICTIO YYaCHHUKIB TOPTiB;

— MaKCHMaJIbHa JUJDKUTAII3alliA O13HEC-TIPOIIECiB, €NEKTPOHHHNA JOKYMEHTOOOIT;

— yuactb JlepkaBu 6€3 JOMiHYI0YOr0 (HaKTOpy (I€eMOHOIIOII3AITIs).

Crniuparounch Ha pe3yJIbTaTH BUKOHAHOTO aHAJi3y JITEpaTypHUX JDKEpesl, BUALICHO
HACTYMHI Tpyn# (aKkTopiB, AKi COPHUAIOTH MPOIecaM U DKUTaTI3allii 613HeCc-TIpoIeciB:

— CKOHOMIUYHICTh — EKOHOMisi Ha IepCcOoHalli, OPEHIi NPUMIIIEHb, BHPOOHUYOMY
oOJiatHaHHI;

— JIOCTYIHICTh JJisi Oi13HECMEHIB-TIOYATKIBIIB Y SKMX OOMEXKEHI MOMJIMBOCTI IIOJO
CTapTOBOIO KariTtaiy;

— BUPIBHIOBAHHS KOHKYPEHTHHUX MOXIIUBOCTEH, OCKIIBKHM 3HAUYHA YaCTKa KOHKYPEHTIB
(He3aJIeKHO BiJ 1X BEJIMYMHU) BHUKOPUCTOBYIOTH BIJIHOCHO HeAOpori 1 (hakTHYHO
CTaHJAPTU30BaHi HU(PPOBI TEXHOJIOTII;

— BHCOKa KOMYHIKAI[iliHa 3/1aTHICTh — JOCTYIHICTh BIJIOBIIHUX CEPBICIB y PEKUMI
24/7, 1BOCTOPOHHIHN 3B'S30K, MOMIIUBICTH ONEPATUBHOIO 1 BITHOCHO HEJAOPOTOr0 BHXOIY Ha
Bij1asieHi pUHKY (Y T.4. 3apyOixKHi);

— ONEPAaTHBHICTh B3a€MOJII1 3 EKOHOMIYHIMH KOHTPareHTaMu;

— THYYKICTb 1 aJaITUBHICTh OPraHi3alliiHO-YIIPaBIiHCEKUX CTPYKTYP - MOXKIIUBICTD JIJIS
0i3HECMEHIB 1 IEpCOHATY MPALIOBATH BiIIAJICHO, CAMOCTIIHO OpraHi30BYyBaTH 4ac i MPOCTIip,
MOJKJIMBICTh CTBOPIOBATH BIpTyaibHI MiAmpueMcTBa (00 €IHYIOUM 4Yepe3 KOMYHIKaIliiiHi,
MmarepiaipHi 1 (iHAHCOBI MOTOKM pi3HI He3alexHi Oi3HECH), sIKi Mepel TPEeTIMH ocodamu
BUCTYNAIOTh K €JMHE IIiJIe.

3 ypaxyBaHHSIM 3alpOINOHOBAHHWX TPUHIIMIIB, CIIHPAIOYHUCh Ha Yy3arajlbHEHHS
pe3yibTaTiB aHaNi3y MiAX0/IIB 10 3aCTOCYBAaHHS IU(PPOBUX TEXHOJIOTIH y pi3HUX BHIaX Oi3HECY
TOB «YkpalHChbKI TOProBi €JIEKTPOHHI CHCTEMHU» PO3pOOJIEHO EIEKTPOHHUN MalJaH4YMK
«Enextponny TtoproBy cucremy» (ETC) [13], skuii mo3Bomsie 3a0e3MeuuTH Mpo30pe
NPOBEJEHHS  €JNEeKTPOHHMX  ayKIIOHIB 3  MpoJaxy  HeoOpoOJieHOT  JepeBUHU
JICOrOCIOAAPCHKUMH  MIANPUEMCTBAMHU,  YIPABIIHHAMHU  JICOBOTO Ta  MHCIMBCHKOTO
rOCIOapCTBA, KOMYHAITBHUMH arpapHUMH JIiICOTOCTIONAPCHKUMU T ATPHEMCTBAMH.

Cxema (yHKIIOHYBaHHS €JIEKTPOHHOTO MaijaH4yMKa mojaHa Ha puc. 1. Ctpiikamu
MOKa3aHO y4acTh YUYAaCHHKIB TOPTiB HA iX eTamax: MpsIMAMHU MTOKa3aHO OEe3MOCEPeHIO0 YIacTh;
OYHKTUPHUMHU — TI0Ka3aHO OIIOCEPEIKOBaHy YydacTh (crocTepexkeHHs). lloToBumieHMMu
CTPUIKaMHU MTOKA3aHO MOCI1IOBHICTh BUKOHAHHSI €TaIliB TOPTiB.

ETC sBnse mporpaMHo-anapaTHUM KOMIUIEKC, SKUH CKJIaJa€TbCs 3 LEHTPAIBbHOTO
cepBepa, TEpPMIHAIIB MPOJABLIB Ta MOKYIIB, II0 00’€HaHI B €JUHY CHUCTEMY (amapaTrHy
YacTHHY) 3a JIONIOMOT0I0 [HTEepHeTy, a TakoX MakeT MPUKJIAJHUX MporpaM, IIo 3abe3neuye
e(eKTUBHY B3a€EMOJIII0 yYacCHHUKIB TOpriB (mporpamHa uyactuHa). CtpykrypHa cxema ETC
MojiaHa Ha puc. 2.
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Pucynok 1 — Cxema B3aeMoO/Ii1 yYaCHHKIB €ICKTPOHHHX TOPTiB Ha iX etamax ([19],
aJIanTOBAHO)

Oprasizatop TOpris

Lentpansuuit < | CrewuianbHe nporpaMHe |4 > OmnopHi
cepsep 3a0e31e4eHHs cepBepH
A
v
InTepuer
¢ A A A
\ 4 \ 4
IMponasens 1 IMponasens N IMoxynens 1 TMokynens M
TepmiHany mpoaBiiiB TepmiHaiu MOKyMIiB

Pucynok 2 — Cxema nporpamuo-anaparsHoro kommiekcy ETC (aBTopcbka po3poOka)

Po3pobneno ¢opmaiizoBaHi nporneaypy BAKOHAHHS €TalliB TOPTiB, aATOPUTM B3a€MOIIT
iX y4acHHUKIB, a TaKOX perjaMeHTH poOOTH opraHizaTopa TOPriB, NMPOJABLIB 1 MOKYIMIIIB.
OcunogHi xapaktepuctuku ETC nonano y taba. 1.

CM. Imsuuenxo, FO.C. Lunynina, FOF0. Cmonap. Lugpoei mexuonocii sx 3acio 27
niosUeHHS eheKmuUsHOCMI | npo30pocmi DIPIHCOBOL Mop2iei depesunolo



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 4, No 3, 2020 ISSN 2523-434X (Online)

Tabmuns 1 — XapakrepucTuku enekrponHoro maiinanunka ETC (moOynoBaHo 3a TaHUMU

[13,7])
XapaKTepuCTHKA CyTHICTB
Jlo3BoJ1s€ 3a0€3MeUNTH 3aXUCT BiJ
3axuct iHOpMaIIii Bi/l HECAHKIIIOHOBAHOTO MaHinyssii. basyerscst Ha Texaosorii Block
BTPYYaHHSI chain, o peaizyeTbcs 3a JOMOMOT OO

MIPOrpaMHO-anapaTHUX 3aco0iB

JocsraeTbest IUTSIXOM IPOTPaMHOTO 00’ € THAHHS
B PEXKHMI PeaTbHOTO Yacy BiIOMOCTEH
MIPOJIABIIiB IIOJ0 HASBHUX MIPOIIO3HIIIH TOBAPiB
Ta 3aMKTIB MOKYIILIB (32 JOMOMOTOI0
LEHTPAIEHOTO CepBepa 3 MOXKIIMBICTIO
JyOJIFOBaHHSI KPUTHYHO BaKJIMBOI iH(GOpMaIiii)
3abe3neuyeThes NUISIXOM 00’ €IHAaHHSI B €TUHY
Mepexy (3a I0moMororo [HTepHeT i mporpamHo-
amapaTHUX OJIOKiB) IIEHTPaJIHLHOTO cepBepa i
BilJalIEHUX TEPMiHAIIB MPOJABIIIB Ta IMOKYIIIIB.
OnepaTUBHICTh KEpyBaHHs TOpramu (B Lle yMOKITUBITIOE OpraHi3allito, KepyBaHHS Ta
peanpHOMY MaciTabdi yacy) KOHTPOJIb 32 TOPTaMU iX OpraHizaTopam, y T.d.
30ip, 00pOOKY, CHCTEMATH3AIIIIO T4 PO3MIIIICHHS
B [HTEepHeTI iHpOpMAaLIii PO TOBapHi MPOMO3MIIii
32 HOMEHKJIATYPHUMH Ta reorpadiaHuMu
O3HaKaMHu

3MiCHIOETHCS 32 IOTIOMOTOK0 MEPEXi A0 SKOT
BXOJIUTH IIEHTPAIBLHUI CEpBEp Ta TepMiHAIN
y4acHUKIB TopriB. Po6odi Mictis (TepmiHam)
OCHAIIYIOTh CHCTEMOIO CITOCTEPEKEHHS Ta
y4acTi B TOprax B peKuMi peaqbHOro vyacy,
CHCTEMOI0 TIpuiioMy, 0OpOOKH, KOHTPOJIO Ta
riepenadvi iHopmallii Ha TOJIOBHHUN cepBep
rI100aJIbHOT Mepexi

VY4acHHKaM TOPTiB IPUCBOIOIOTH 1M1,
ineHTHdiKaiitani HoMep ado 1HIIHA
ineHTH(diKaToOp, HANAIOTH MAPOIIb AJIS y4acTi B
KOHKPETHHX Toprax. JJoKyMeHTOO0O0Ir €
€JIEKTPOHHUM 3 MOXKJIMBICTIO BAKOPHCTAHHS
eNeKTpoHHO-IM(poBoro mianumcy. Jlimity gacy,
IPOTATOM SIKOTO BiJIOYBAIOTHCSI TOPTH 11O OHIN
Opranizatlisi 00’€KTUBHUX 1 HEyIepeIKEeHNUX TOProBii Mo3uIlil (JIOTY) 3a7a€ThCsl TAIMEPOM,
TOPTiB 3aBepIICHHS TOPIiB MO3HAYAETHCS IUPPOBUM,
rpa¢iyHuM a0 3ByKOBUM CUTHAJIOM. 3aXHCT
pe3ybTATIB TOPTiB BiJl MaHIMYJISIIIHN,
ocHoBaHuit Ha TexHouorii Block chain.
Pesynpratu TOpriB onepaTtuBHO HaICHIAIOTHCS
Ha JIeKiJIbKa OTIOPHUX CEepBEpiB, Yy pasi
BUHUKHEHHS CYMHIBIB III0JI0 iX JIOCTOBIPHOCTI €
MO>KJIMBICTD MIEPEBIPKH

OO0’ EKTUBHICTD TOPTiB

OOMmiH iH(opMALIi€IO Ta [TOIa4a TOPrOBUX
3asBOK Ta MPOTO3UIIiH 32 HOMEHKIATYPHUMH
Ta/4u reorpaigHUMH O3HAKAMU

3anponoHoBaHuii  crocid TpoBeneHHS eneKTpoHHuX OipxkoBux TopriB  (ETC)
nepeadavae MPOBEACHHS PI3HUX BUJIIB ayKIIOHIB, 30KpeMa: 3a CIlEHapieM 30UIbIICHHS Yd
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3MCHILICHHSI I[IHOBOI MPOMO3UIli 3 3aJaHUM KpPOKOM, 3 OOMEXKEHHM 4YacoM TOJaHHS
MIPOIIO3HIIIH, 3yCTPIYHUX TOPTIB.

[Tpaktuune BnpoBampkeHHss ETC 103BoaMIO0 30UIBIIATH KiJBKICTh TOPriB (puc. 3): y
2016 p. opranizaTopoMm TOpriB JicomaTepiajiaMu Oylia BUKJIIOYHO TOBapHa OipXka, TOPTH
npoBoauiucs 1 pa3 Ha TwxaeHb; y 2017 p. — 3 pa3u Ha TwxzaeHb; y 2018 p. — KOXKeH AeHb. 3
2019 p. Topru npoBaauIKCs HE JIMIIE Ha OipKi, e 1 Ha eJISKTPOHHUX MailaHuuKax, a 'y 2020
p. Oipxa Oyla MPaKTUYHO BUKIOYEHA 3 TOPriB. TOpPrH MPOBOAMIMCS HA EICKTPOHHHX
MalJaHIMKax 710 6 pa3iB Ha JieHb (i e He € Mexero). Lle 103BoniIo pi3ko 30UTBIIUTH 00CITH
TOPTiBJI1 HEOOPOOIECHOO IEPEBUHOIO.

40
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2016 2017 2018 2019 2020

o o1

Pucynox 3 — KisibKicTh TOPriB Ha THXKACHB IO pOKaMm, (T0OYA0BaHO aBTOPaMM)

OnuTyBaHHS MPOJABIIIB 1 TOKYIIIIB CBIT4aTh, IO BOHHU IIBHJIKO 3BUKAIOTH JI0 HOBUX
MOKJIMBOCTEH, AKi iM HagaroTh HU(POBI TEXHONOTii Oip>KOBOi TOPTiBIi 1 POPMYIOTH HOBI
CTCPEOTHITH ITOBEIHKH.

BucHOBKHM 3 1aHOTO0 JOCHIIKEHHS i MEPCNEeKTHBH NMOAAJIBIINX PO3PO0OK 32 JaHUM
HANPSIMOM. ¥Y3arajbHEHHS BUKJIa/I€HOTO J03BOJIsiE€ 3p0OOUTH BUCHOBOK, III0 PO3POOJIEHO MIAX1]]
10 (opMmyBaHHS cHCTEMH €(PEKTHMBHHMX 1 MPO30pUX EJNEKTPOHHHUX TOPriB HEOOpOOIEHO0
JIEPEBUHOI0, B OCHOBY SIKOI'O IOKJIAJEHO CydacHl LU(POBI TEXHOJOTIi, 3alpOIOHOBAHO
IOPUHIUIM Ta 3arajbHa cxeMma ii (opMyBaHHSA Ta (DYHKIIIOHYBaHHS, OKpeclieHi ii OCHOBHI
XapaKTEPUCTUKU Ta CIIOCOOU iX 3a0e3MeueHHs.

3anponoHOBaHUN MiAXiA JO3BOJSE: POMIMPUTH (PYHKI[IOHANBHI MOJIJIMBOCTI Ta
HIJBUIIUTH €EKTUBHICTh IIPOBEJICHHS €JIEKTPOHHUX OIp’KOBUX TOPTiB; 30UIBIINTH KUIBKICTb
Ta AKicTh 00poOIIOBaHO1 iH(OpMAIlil, 1110 CHpHUsE ONEPAaTUBHOMY 3a0€3MEUEHHIO MPOJABIIIB 1
MOKYTILIB PEJIEBAaHTHOIO aKTYyaJbHOIO 1H(OpMalli€l0 HEOOXITHOI [ NPUHWHATH HUMHU
OOIPYHTOBaHMX pillleHb; CKOPOTUTH TEPMIHM YKJIaJaHHSA BIANOBIAHUX JOTOBOPIB KYMiBIi-
MPOJIaXy; TMPOBOIAUTH Pi3HI TUIMHU ayKI[IOHIB, OOIPYHTOBAHO 1 OO’€KTHBHO 3/1MCHIOBATU
HiZBEICHHS. MiJICYMKIB 1 JOKyMEHTAJbHUI CYyHpoBiJ OipXOBHUX TOpPriB, B TOMY YHCII 3
H1JIUCAHHSM JIOKYMEHTIB €JIeKTPOHHO-IIU(PPOBUM HIANKCOM; IPOBOAUTH KOHTPOJIb Ta aHANI3
TOPIiB, a TaKOX 3a0€3MEYUTH MPO30PICTh 1 3aXUCT PE3YNbTATiB TOPriB BiJ MaHIMYJISLIN.
[IpakTruna ampoOariisi MPOrpaMHO-aNapaTHOrO KOMILIEKCY, M0 pealli3ye 3ampOonOHOBAHHI
OiAXiA MmiATBepAnMia HOro BUCOKY €(EeKTHBHICTh 3 TOTJISAY MiJBUIIEHHS €(PEeKTHBHOCTI 1
MIPO30POCTI €IEKTPOHHUX O1P>KOBUX TOPTiB HEOOPOOIIEHO0 AepeBUHO0. OTprUMaH1 pe3yJbTaT!
NOMINOJIIOI0Th  TEOPETUKO-METOAWYHI  3acajld  OpraHi3aliiHO-eKOHOMIYHOTO MeXaHi3My
€JICKTPOHHOI TOPTIBJII HEOOPOOICHO ACPEBUHOIO B YACTHHI MIABUIICHHS 11 €()eKTUBHOCTI 1
PO30POCTi.
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[Momanpuii AoCHiPKeHHS TMOBHHHI OyTH CHPSMOBAaHMMH Ha OILIHKY MOJJIHMBOCTI 1
aJlanTallio po3poOOK JUIsi BUKOPUCTAHHS iX y OIp)KOBIM TOPTIBII MPOAYKIIEI IHIIUX TaTy3eH
BITYM3HSHOT CKOHOMIKH.
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The aim of the article. Domestic stocks suffer a problem of ensuring information transparency
and objectivity of trading results, manipulations caused by the distortion of trading results in favor of
certain participants. One way to solve this problem is to introduce e-bidding, which reduces the degree
of subjectivity in determining best offers during the trading process. However, the domestic practice of
digital stock trading proves that existing procedures do not prevent the manipulation of dishonest
participants. This situation undermines confidence in e-trading and stock trading in general, causing
significant economic losses. This is a burning problem in the stock trading of unprocessed timber, which
is due to deficient legislation and governmental regulations of this process. These facts, as well as the
significant public response associated with large-scale theft of timber, arise the task of changing
principles and improving the system of stock electronic trading of raw timber. The aim of the article is
to improve principles and approaches to e-trading of raw timber to increase its efficiency and
transparency.

The results of the analyses. Main factors contributing to the introduction of digital technologies
in various types of business are identified and systematized. The generalized scheme of carrying out
effective and transparent electronic trading with application of modern digital technologies is
developed, the system of principles of its functioning is formed. The scheme of interaction of stock
trading participants at stages of decision-making is developed. Basic characteristics of an improved
system of electronic trading of unprocessed timber are defined, the basic approaches to their
maintenance are offered. The advantages of practical implementation of the proposed approach to the
introduction of a new system of electronic bidding are outlined: wider functionality and increased
bidding efficiency; improved informational support of substantiated decisions on purchase and sale;
simpler, efficient and non-bureaucratized documentary; ensured bidding objectivity and transparency;
advanced control and analysis of bidding, prevention of manipulation.

Conclusions and perspectives for further research. The obtained results deepen the theoretical
and methodological principles of the organizational and economic mechanism of electronic trading of
raw timber in terms of increasing its efficiency and transparency. Further research should be aimed at
assessing the feasibility and adaptation of developments for application in stock trading in other fields
of the domestic economy.

Key words: stock trading, digital trading technologies, trading transparency, trading objectivity,
trading efficiency, raw timber.
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MAPKETHUHI'OBI IHCTPYMEHTHU IPOCYBAHHSA OCBITHIX ITIOCJIYT 3A
JOITOMOI'OIO COUIAJIBHUX MEPEX

Y cmammi pozensnymi mapkemuneoi incmpymenmu 0Jist BPOCYB8AHHS OCEIMHIX NOCTY2 Hepes
coyianvuy mepesicy Instagram. Ilpoananizoeano ceimogi cmamucmuyui 0aHi Wooo CoyianbHOi Mepexci
Instagram. Po3zensinymo OCHOGHI emanu ancopummy OJia NPOCYEAHHA OCGIMHLOI NOCAyeU y Yill
coyianvHitl Mepedici, Wo 6KII0UA0Mb: NOCAOKOBY CHOPIHKY, HANA200NCEHHS MA 3aNYCK Map2emo8anol
pexnamu 8 coyianvrit mepedxci Instagram 3 KOHKpemHUMU PeKIAMHUMU YIAAMU, KOHMEKCMHOI peKiamu
6 nowykosii cucmemi Google; ananizy ma no6yoosi 60poHKU npooasic, po3pooyi MoOiIbHO20 000AMKY;
BIOHOCUHU 3 YIIbOBOIW ayoumopierl. Pozxpumo cymuicmv iHCMpPYyMeHmié NPOCYSAHHS OCEIMHbOL
nocayeu 6 Instagram. Haoano nponoszuyii wjooo cmeopenns yughposoi npucymnocmi catimy 3BO.

Kirouosi cioBa: comianbhi Mepexi, 3BO, npocyBaHHsI, pekiiamMa, OCBITHI OCITYTH.

DOI: 10.15276/mdt.4.3.2020.4

IMocTaHoBKa mpodjeMH B 3arajJibHOMYy BHIVIAAI Ta ii 3B'A30K 3 Ba'KJIMBHMH
HAYKOBMMHM a00 mnpakTuyHuMHu 3aaaHHsaMu. CBITOBI TeHAeHIIi riobamizaiii,
IHTeNeKTyani3amnii Ta iHpopMaTH3alli Ha PUHKY OCBITHIX IOCIYTI BHOCSTH KOPEKTHBH Yy
NOBEJIHKY CYO’€KTIB OCBITHBOI MISUIBHOCTI, IO AaKTyali3ye 3aBJaHHS TEOPETHYHOTO
OCMMCJIEHHSI CYYacHOI pOJII OCBITHBOI MOCIYyTH Yy 3a0e3MeyYeHHl CTajJoro po3BUTKY
€KOHOMIYHHUX CHCTEM pi3HUX piBHIB. PO3BUTOK KOHKYpEHLii B chepi HalaHHS OCBITHIX MOCIYT
aKTyaiizye AOCTI/HKeHHS TpoleciB amanTaili 3akiamiB Buiioi ocBiTH (3BO) mo Oimbin
KOPCTKMX  YMOB  TOCHOJAapIOBaHHS, a  TaKoX  MUTaHb  MiJABUILEHHS  HOro
KOHKYPEHTOCIIPOMOXHOCTI Ta $KOCTI OCBITHIX MOCIYr $K TrapaHTii 3aTpeOyBaHOCTI 1
KHUTTE3AATHOCTI [1].

© 2020 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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I3 KO)KHUM POKOM 30UIBIIYETHCSA OOCAT MOMUTY 1 MPOMO3MIIi Ha OCBITHI MOCITYTH. 3
0COOJIMBOIO TOCTPOTOIO IMOCTajka MpodsieMa MiABUIIEHHS KOHKYPEHTOCIPOMOXKHOCTI Iepen
cydacHUMH ykpaiHcbkumu 3BO, 110 31TKHYIHCS 31 3MEHIIEHHSIM KOHTUHTEHTY abiTypi€HTIB 1
3 HEOOXIAHICTIO MOCUJICHHS POOOTH 3 OPEHIMHTY CBOiX MOXJIMBOCTEH HA PUHKY OCBITHIX
nocayr. 3acTOCYBaHHS MEXaHI3MIB MapKETHHTY CbOTOJHI € BaXKJIUBOIO CKIIAJOBOIO Y
dbopmyBaHHI e€pEeKTUBHOI CHUCTEMH OCBITH B YKpaiHi. Came MapKETHHI, 3aCHOBaHHMH Ha
dbopMyBaHHI MOMUTY Ha OCBITHI MOCIYTHM Ta WOTO 3a/J0BOJICHHS, 3a0e3meuye KOMIUICKCHE
YIpaBIiHHS BUPOOHHUIITBOM 1 30yTOM mociyT y cdepi ocBitH [1].

AHaNi3 oCTaHHIX AoCHiIxkeHb |1 myOuaikamiii, B AKX NOKJIAJEHUH MNOYATOK
BUPIilIEHHIO 1aHOI MP00JieMH i HA AKi cIMPalOTHCsi aBTOPU B Ham yac nmpo6seMi OCBITHIX
MOCIYT Ta MOMIMPEHHIO ITUGPOBOTO MAPKETHHTY MPHCBSYEHO Oe3niu pobit. 30kpema, naHi
IUTAHHS JOCTIKYIOTBCS y MpalsX BITUM3HSAHUX Ta 3aKOPAOHHMX BUCHMX TakuX, sk: C.M.
Iusirenko [2-3], M.A. Oxnanzepa [4], C.B. KoBanbuyk, O.M. Kosinbko, I.B. JlicoBchkoro
[5], B.IL. ITumumuyka [6], H. JI. CaBurpkoi [7-8]. 3akopmonsni aBropw, Taki sk U.B. Crendin,
X.-E. Yy, P. Jlapoc, A.Benackec [9] posrisganu pi3Hi acleKTH Ta pOJjb BHKOPHCTAHHS
COLaIbHUX MEpeX. 30KpeMa, BOHM BHUSBWIM, IO BUKOPHUCTaHHS COLIAJIbHUX MEPEX
HETaTHMBHO BIUIMBAa€ Ha 3aJy4eHHS MOJIOALI y JKUTTA Tpomanu. 3a pocmimpkeHHsm B.IL
[Twinnyyka BITYM3HAHUMH MIANPUEMCTBAMU HEAOCTATHBO BHMKOPHCTOBYETHCS IMOTEHIIAJ
COLIIaTBHUX MEpEekK, 0araTo KOHTEHTY HU3bKOI SKOCTI, Ta, B3araji, HeJJOCTATHE BUKOPUCTAHHS
[HTepHET-TeXHOJIOTI# y mopiBHsHHI 13 3axigHoto €Bpomnoro ta CIIIA [6].

Bupinennss HeBHUpilIeHMX paHille YacTHH 3arajibHOI NpPo0JeMH, KOTPHM
NPHUCBAYYEThCS cTAaTTA. HeocTaTHhO yBaru NpuaijieHO MPOCYBAaHHIO OCBITHBOI IOCIIYTH 3
BUKOPHCTAHHSM COLIIaJIbHOT Mepexi Instagram, sika € epeKTHBHUM iHCTPYMEHTOM KOMYHIKaIil
3 LIJTLOBOIO ayIUTOPIEIO.

@opMy/TI0BaHHS MeTH CTATTi (IOCTaHOBKA 3aBJaHHs). MerToro CTarTi €
IPOMNOHYBAaHHS OCOOJIMBUX 1HCTPYMEHTIB IPOCYBaHHs OCBITHBOI IOCIIYTH 4Yepe3 COLialbHY
Mmepexy Instagram.

BukiageHHs1 OCHOBHOIO MaTepiajy JOCTIAKEHHSA 3 NMOBHHM OOIPYHTYBAHHSM
OTPHMMAHHMX HAYKOBHX pe3yabTariB. CyyacHI MapKETHHIOBI KOMYHIKalli J103BOJSIOTh
PO3KPUTH y CIIOKMBAUiB SK BHYTpIIIHIN, Tak 1 30BHIIIHIA 00pa3 3BO, a couianbHi Mepexi
CTalOTh AaKTYyaJbHOIO IIATPOPMOIO ISl B3Aa€EMOJIIi BCIX YYACHUKIB OCBITHBOTO IPOIIECY.
[TpocyBanns 6penay 3BO B comianbHUX Mepekax Ja€ 10AaTKOBI MOXKIIMBOCTI CErMEHTYBAaHHs
1 1uecpsiMoBaHoro iHgopmariiiiHoro nocuny. 3BO HeoOXiAHO MPUIUIATH HaJIEKHY yBary
MPOCYBaHHIO OPEH[y, OCKUIBKH 1€ MOB’S3aHO 3 MEBHOI CKJIAJHICTIO AJS a0ITypieHTIB MpHU
BHOOp1 OCBITHBOI IOCTYTH.

3a 10TTOMOT 00 COLIIaJIbHUX MEPEX CIIOKMBAY OCBITHIX MOCIYT MOXKE 3HAUTH HEOOX1THY
iH(popmariro npo 3BO, nepeiioBiy 3a mocuyiaHHAM Ha odiuiiHui cailT. ColianbHi Mepexi
CHpPSMOBaHI Ha CTBOPEHHS JIOSUIBHUX KOPHUCTYBadiB, BCTYNUBIIM B OyIb-SKYy 3 CIUIBHOT,
3’ SIBJISIETHCSL MOXKIIUBICTB TOCTIMHOTO KOHTaKTY 3BO 3 1IJTOBOIO ayIUTOPIETO.

VY 3B’s3Ky 3 OCTaHHIMHU MOAISIMH B CBIiTi, 1m0 moB’s3aHi 3 manaemiero COVID 19,
aKTyaJIbHICTh on-line—mokymok Ta mociIyr B Mepeski 3HA4HO 3pOCiia i TOMY OYIKYIOThCS 3MiHU
B KyJIbTypi crnoxuBaHHA. llangemis 3mycuna mrofed 3/iMCHIOBATH OHJIAHH-TIOKYIIKH.
dopMmyBaHHS JOSIBHOI ayJUTOPIl 3a JOMOMOrOK0 BUKOPUCTAHHS 1HTEPHET TEXHOJIOTIH CTae
BOXJIUBUM (DAKTOPOM CIIO’KMBAHHS i BUKMBAHHS B HOBUX YMOBAX peaJIbHOCTI.

OpuuM 3 HaOLIbII e()EKTUBHUX HANPSIMKIB MTPOCYBAHHSI OCBITHBOT MOCIYTH Ha TaHUI
Yyac € BUKOPUCTaHHs collianbHoi Mepexi. Hamu obpano commepexy Instagram, tomy mio
IIpOaHaNi3yBaBIlIX CBITOBI CTATUCTUYHI J1aH1 ii PO3BUTKY, HAMU 3’ SICOBAHO:

—Instagram — 1ie Apyruii 3a KITBKICTIO 3aBaHTaXeHb OE3KOITOBHUHN 10J1aTOK B AppStore;
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—1 mupn moxeit y cBiTi BUKOpHCTOBYE Instagram momicsis. 3 TOYKH 30py 4YMCIA
aKTHBHUX KOPUCTYBaYiB 1Ie Apyra TpajulliiiHa coliaibHa Mepexa B cBiTi micist Facebook. 500
MJTH KOPUCTYBaYiB AUBIATHCA Instagram Stories KOXKEH JeHb;

—89% xopucryBauiB Instagram (110 mun) 3HaxonaTecs 3a Mmexxamu CIIA;

—y 2020 poui aymuropia Instagram B CIILIA 30inpmuthes Ha 11%. BapTto uekaru
3pOCTaHHS ayIUTOPii 1 B IHIIUX KpaiHax;

—0CcO0JIMBO cCoOIliaibHA Mepeka MOIMyJsipHa cepel KopuctyBadiB 18-29 pokiB - ii
BUKOPHUCTOBYIOTH 67% KOpHUCTYBauiB 11i€1 BIKOBOI FPyIIH;

—PpO3MO/II 3a CTATTIO cepell KOpUCTyBaviB Instagram mocuth omHakoBHiA: 52% KIHOK i
48% 40JIOBIKIB;

—63% xopuctyBauiB Instagram 3axoaiTh B MEpexy IIOHAWMEHILE OJUH pa3 Ha JICHb.
42% poOnaTh Lie KijbKa pa3iB Ha JeHb. | Timpku 16% kopucTyBadiB BiAKpHUBaIOThH Instagram
pijie oqHOTO pa3y Ha THKJICHB;

—y 2020 pomi cepenniii yac, nmpoBefaeHuld B Instagram moaHs, ckiaae 28 XBUJIMH Ha
onHOTO KopucTyBaya. Lle Ha oqHy XBuiHHY Oinbiie mokazHukiB 2019 poky;

—200 miH KopHCTyBayiB Instagram mepernsgaroTh K MiHIMyM OAMH Oi3Hec-mpodisib
moaHA, a 62% KOPUCTYBaiB 3asBISIIOTH, 110 CTAJIM OUIBIIE MIKABUTUCS MPOIYKIIE OpeHIY
HicJis TOTO, SIK MOAUBMIMCSA Horo Stories;

—81% KOpHCTyBauiB 3aBXAM MEPE MOKYIKOIO NIYKAIOTh iHPOPMALIiI0 TPO TOBApU came
B Instagram;

—o6imbemie 50% Instagram-akayHTiB epeTIsSAal0Th BKIAAKY «PeKoMeH Al momicsIs;

—TIOTEHIIHEe pekslaMHe OXoIUieHHs Instagram - 849,3 MiIH KOPUCTYBadiB CBITY, 3 HUX
52,9 muH KOpHCTYBauiB - e rpyna y Bimi 13-17 pokis [10].

BuiesasnaueHe BKa3ye Ha IIBUIKI TEMIIM PO3BHUTY i€l COIaNbHOI MeEpexi,
BiJITOBIAHOCTI MITHOBOT ayUTOPIT 32 BIKOBUM ITOKa3HUKOM Ta JOCTYITHOCTI JUIsl KOPUCTYBAYiB.

binburicTs pimeHs mpo MoKynky abo mpu BUOOP1 OCBITHIX MOCIYT BiIOYBAa€ThCS MiCIs
NOIIyKy i BUOOpPY BapiaHTiB 3 iHTepHeTY. s edexTuBHOCTI poOdOTH MOTPiOHO, MO0 Oyna
udpoBa NPUCYTHICTH caliTy Kadeapu. [ns Toro, mob OyB Tpadik 3 OyIb-SKOro KaHaTy
MIPOCYBaHHsI, MOTPIOHO MAaTHU aJeKBaTHY IMOCAIKOBY CTOPIHKY abo kadeapu B miiomy, abo
crneuiagbHOCTI. IcHyrOuMii caliT kadenpu MapkeTUHry 1 KomepuiiHoi aismbHOCTI XY XT ms
IbOTO HE MiAX0auTh. Ha HhOMY HEe MOKHA BCTAHOBUTH aHAJITHKY, BiH HE aJalTOBAaHUHA IS
MOOUIBHUX cMapT(OHIB, MOTaHO 3aBAHTAXKYETHCS, HE Mae (HOPMU /7Sl 3aTIOBHEHHS 1 KHOIOK
3aKJIMKY 70 M.

Jns  3’acyBaHHsA aidropuTMy Jiil  abiTypieHTa 1o mouyky iHopmamii 3a
conemianbHocTIMH  Ta 3BO y coumepexkax, HaMu Oylno NpPOBEACHO ONUTYBaHHS
NEePUIOKYPCHUKIB XapKiBChKOTO JIEP’KaBHOIO YHIBEPCUTETY XapuyBaHHs Ta TOPTiBIIi 3a BCiMa
crienianbHOCTAMU. Jani 00po0seHo Ta chopMOBaHO KOMILIEKC AiH, K1 3IMCHIOIOTH OUTBIIICTh
abiTypieHTiB. CXeMaTU4YHO BOHU IpeJICTaBleH] Ha puc. 1.

baxxaHo 3a3HauMTH, 1110 BKA3aHUW HA PUCYHKY JIJ-MarHiT — 1€ MpOCTe PIIIEHHs, SKe
CTIIOHYKA€ JIIO/IMHY 3aJIUIINTH epBUHHI KOHTAaKTH. BiH Moxe OyTu pi3HUX (OpM, HAIIPUKIIAJ,
6e3komrtoBHI PDF-kHury, iHCTpyK1ii a00 HaBITh MOMJIMBICTh O€3MIOCEPEAHBO I3HATUCS TIPO
BapTICTh HaBUaHHS. UMM Kpaliuid JiJ-MarHiT, TUM Kpalla KOHBEPCis 1 THM HH)K4a BapTiCTh
3asBKH, 1110 ICTOTHO 3HM)KY€ MAapKETHHT OBl BUTPATH.

Jlin-MarHiT MOBMHEH OyTH: HAI[UIGHUMH Ha OYIKYBaHUM KIHIIEBMH pe3ynbTaT; HOro
MOYKHA 3pO3YMITH, HE 3aMHUCIIOIOYNCH; TOJAWBUBIINCH Ha HHOTO, PIlICHHS MPUHMAETHCS 3a
KIJIbKA CEKYH/I; 111 KOPUCTYBaya BiH sIBJIsI€ COOO00 BUCOKY IiHHICTB. J{J1s1 Kadeapu MapKeTHHTY
1 xomepmiitHOoi misutbHOCTI XY XT 3ampomonoBaHo mig-marHit: «Yek-muct, YoMy BapTo
BUOpaTH CHELiabHICTh MapKeTUHI», «/li3HaTHCA BapTiCTh HaBYaHHS», «Jli3HAaTHCS BapTiCTh
HaBYAaHHS 31 3HUKKOIO.
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EBapiant bes TpHmEaiepy

PenvmpreTHHT

Ilocagroea
CTOPIHKA

Tpadix

IMigirpie - Pobora s
(i abirypierTOM
SBIHEIL
POSCHIAHHA)

Pucynok 1 — IInsax aGitypieHTa, skuii nepeadavaeTshest 10 Betyny y 3BO

3a3HaueHMii Ha pPHUCYHKY eIEMEHT TpimBaiilep — L€ «Iocayra-BMHMKady. Moro
BUKOPHCTOBYBAaTH He OOOB’S3KOBO, aje JIIOJUHI, SIKa BXXE CIIOKMBaja MOCIyrd 1mporo 3BO
paHilie, IPOCTIlIe OCh MpojaaTu. Sk TpimBaiep MM MOXEMO BUKOPUCTOBYBATH MiATOTOBYi
KypCH.

Sk Oyno 3a3Hau€HO BHILE, BEJIUKY POJIb JIi IPOCYBAHHS IOCIYr y IHTEpHETI Mae
¢ poBa MPUCYTHICTH cailTy. [y Toro, mob cTBOpuTH HUGPOBY IPUCYTHICTH caiiTy Kadenpu
MapKETHHTY 1 KOMEPIIIHOI JisSUIbHOCTI, BBAXKAEMO 32 MOTPiOHE PO3poOUTH:

1. ITocagKoOBY CTOPIHKY ITiJl BOPOHKY IPOJAXKY.

2. Hamarogutu Ta 3alyCTUTH TapreToBaHy pekiiamy B Instagram 3 KOHKpPETHUMH
PEKIIaMHUMH IUTSIMHU.

3. HanaroauTs Ta 3allyCTHTH KOHTEKCTHY peKiiaMy B MOLIYKOBii cuctemi Google.

4. IIpoBectu aHaii3 1 MOOYAyBaTH BOPOHKY B IM(pax, 1100 OLIHUTH ii €(EeKTUBHICTD.

5. IIpoBecTH aHKEeTyBaHHS 3 METOIO JIOIIOMOTM MalOyTHIM CTyAeHTaM oOpaTu CBOIO
npodecito

6. Po3poOuTi MOOINBHUI AOJATOK BiJ 3aKJIay OCBITH.

7. CTBOpUTH IpSIMHUIM 3B’S30K 13 3aKiagaMu ocBiTH 1-2 piBHIB akpeauTanii. HaliGinbm
JOCTYIHUH crocib — 11e mpogopieHTaliitna podoTa.

[TocaakoBy cTOpiHKY Kpale po3poOisTH Ha KOHCTpYKTOpi «Tumbaa». Bona mae psn
nepeBar B L[IHOBIM MOJITHIII 1 B MOXKJIMBOCTSX pelaryBaHHs Mepejl IHIMUMHU. Tak caMo MOXHa,
no cyti, BupoBagut CPM-cucremy «biTpikc24» 1 CTBOPIOBATH MOCAJIKOBY CTOPIHKY BXKE B
camiit cucremi. Ile Oyne moOpe s BiACTEKEHHs, OOpOOKH TiAIB 1 aHANITUKH, ale TaKe
pimieHHst nocuth jaopore. € Oe3komToBHa Bepcis 1 B Tinmbna 1y bitpikc24, ane B KiHII
MOCAJKOBOT CTOPIHKH, CTBOpEHOi Ha 1ux miardopmax, Oyae BOASHHUM 3HAK 1 BIACYTHICTb
MO>KIMBOCTI MAKIIOYUTH OO HUX CBil TOMEH.

3a pe3ynbTaTaMu AOCIHIHKEHB 3’ SICOBAHO, 3 SIKUX €JIEMEHTIB CKIIaJJa€ThCS «IIPALIOI0Ya
MOCAJKOBa CTOPIHKM: IO-TIEpIIe, 3aroJIOBOK MEpIIOro OJOKY IMOBHHEH OYTH SICKpaBUM,
[[IKaBUM Ta Ofjpa3y MpUBa0IIIOBATH, 00 KOPUCTYBaUy 3aXOTUIOCS 3IMIIUTUCS HAa CTOPIHIII Ta
MOJAWBUTHUCH 11 BCIO. Y MbOMY 001l MOXK€ OyTH TMPOIO3MIIS MPO JIiJI-MarHiT abo MPOCTO
cuibHU odep. BrnacHe, TyT 3HAXOAATHCSA MPOIO3UIIII, TKUMU HaMaraemMocsi 3allikaBUTH
KJIIEHTIB/a0I1TYpI€HTIB.
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[To-gpyre, mMae OyTH Mig3aroJIOBOK Ui KOXKHOTO OJIOKY CTOpiHKH, a y Oiomi, jae
posnosigaemo npo 3BO - 3aronoBok «IIpo Hac» 1 Tak A KOKHOIO OJIOKY CTOPIHKH.

[To-Tpete, mikaBUM Ta HpUBAaOIMBUM OyJe PO3MIIICHHS BIATYKIB Ta pPE3yJbTaTiB
HaBYaHHS CTYJICHTIB Ta BUIIYCKHUKIB criemiaiibHocTi. Hanmpuknan, pororpadis i im’s1 cTyaeHTa,
fioro Biaryk mpo xadenpy i 3BO B mioMy, KOpOTKHN OMUC CBOIX TOCSITHEHB 1 TOCUIAHHS HA
CBOIO CTOPIHKY COIIJIBHOI Mepexi (I 3B 3Ky 31 CTYACHTOM, 1100 MEPEKOHATHUCS, IO IIe
CIIPaBKHIN CTYACHT 1 BiH MOKE€ BI/IMOBICTH HA MHUTAHHS, 10 BUHUKIIY, 1 TIATBEPAUTH, IO 1€
He «(elKk») 1 TaK KUIbKa CTYJICHTIB, 3-5 B cCepeIHbOMY Oy/Ie IOCUTb.

UYerBepTe, 11e OJIOK 31 CIIUCKOM KOMIIaHi|, 3 sskumu criBnpaiioe 3BO abo kadenpa. B
1IbOMY OJIOIIl MOTPIOHO BKa3aTH HA3BU IMIANPUEMCTB, KOMMaHiH, sKi OepyTh CTYJIEHTIB Ha
NpaKkTUKy, poOoTy. Biaryku npencraBHUKIB KoMMaHid OynyTre He 3aiiBuMu. HeoOXximHO
nokazatu — y 3BO € mepcrnekTtuBa 1 MOXJIMBICTh MpAlEBJIAIITYBAaHHSA HaBITh y HeEpioJ
HaBuaHHs. L{e 3HauHuil BaXinb K U1 abiTypi€eHTIB, Tak i I iX OaThKIiB.

Ha mocankoBiii CTOpiHIII TakOXX PO3MINIYEThCSA OOIIIHKAa MPOCTOTO BHPIIMICHHS
npobnemu Bcrymy. Hampukman, 610k 3 3aroioBkoM «Buutwces 3 Hamm mpocto» (¢oTto 3i
CTYJIEHTaMH 3aXO[iB/CBSIT/BEUIpOK CTYJEHTIB, IMpaleBlalITyBaHHd a00 MOKJIHUBICTh
MeHTOpcTBa. Lle MOXKHa BHHECTH HaBiTh K OKpemuil 010Kk «MeHTopcTBOY», (oTorpadii
CTYJICHTIB, sIKI TOTOB1 CTaTH MEHTOPAMH 1 3aKJIHMK J0 Aii «X04y BUUTHUCS 3 MEHTOPOM).

BaxxuBUM €J1EeMEHTOM € 3aKJIUKHU JI0 Jii B KOXKHOMY OJori. ToOTO, micisi KOXKHOTO
iHdopmariifHoro 650Ky Wae 3akiuK A0 Iii, Hampukiana, «/li3Hatuca Outbmie», «OTpumMaTu
KOHCYINIbTAIlif0», «XO04y Ji3HATUCS TMPO HAOXOMKEHHS», «X04y OTpUMaTH OiIbIe
iHdopmanii», «3anucatucs Ha JEHb BIOKPUTHX IBEpei», «Xody Ha EKCKYpCilo» 1 TOMY
noioHi. PoOuThCA 11€ 17151 TOTO, 00 B Oy Ib-SIKMIl MOMEHT abiTypi€HT MIr 3alIOBHUTH (hopMmy,
a He IIyKaB NOTPiOHY oMy KHONKY HEpeXoay.

Icropis kadenpu, cydacHi dotorpadii BukiIagadiB, Bizyamisaiis iX poOOTH CIIPUSIOTH
niBUIIeHHIO piBHA qoBipH 10 3BO. KopoTka 1 Hanrcana 3po3yMiioro MOBOIO icTopis kadenpu
Ta i1 BUKJIa1a4iB, KIJIbKICTh CTYACHTIB, SIKi HABUAIOTHCSI, IHO3EMHHUX CTY/ICHTIB Ta BUITYCKHUKIB
03HAMOMITIOIOTH a0iTypieHTa 3 MicIieM Horo Maii0yTHporo HapuaHHs. Pororpadii HaBYaTEHOTO
MPOLIECY B CY4aCHO OOJIAIITOBAHUX AYAUTOPISIX COPUSIIOTH MiIBUILIEHHIO 03HAHOMIIEHOCTI PO
3BO.

HasiBHICTB 3py4HOI 1 IHTYITUBHO 3p03yM1I0i (JOPMU 7S 3aIIOBHEHHS — F'OJIOBHA BUMOTa
JUIs OTpUMaHHS 3BOopoTHoro 3B’si3ky. Hampuxiazn, «Jli3Haiics, domy BapTo BUOpaTH
CHellaJIbHICTh MAapKETHHI» 1 MiJ3arojoBOK «3arnoBHU (HopMy HMKYE 1 Ji3Halcsa Ouiblie Ipo
3aTpe0yBaHy 1 CydacHy ClelialdbHICThY, Taka (opMa Mae moiis Juid e-mail, iMeHi 1 Tenedony.
[TocamoBi CTOPIHKK MOKYTh MaTH CTOPIHKY MOASIKU, ajie 11e He 000B’I3KO0BO.

Konu moauna 3anummmiia 3asiBKy Ha MOCAJIKOBIi CTOPIHI, BOHA MOBHMHHA MOOAYUTH
MIATBEPHKEHHS CBOIX it 1 Oubine, Hixk «Cracu61, mu 3 Bamu 3B’ skemocsi». Bona mosunHa
06aunTH, 1Mo 3po0uia BipHE pillleHHs; ii OYIKYBaHHS MOXHA 33J0BOJILHUTH aBTOMATHYHO
c(OpMOBaHUM €JIEKTPOHHUM JIUCTOM, Hampukian: «MeHe 3ByTh ... 1 s paauid, mo Bu
3alliKaBJIEH] B HAILIOMY 3aKJIaJi BUIOi ocBiTH / Kadenpi. Mu BianoBiMo Ha Bci Bami nutanHs i
JIOTIOMO’KEMO 3pOOUTH BipHUI BUOIp 1 MPUIHATH BipHE PIILIEHHS HA TAKOMY Ba)XJIMBOMY €Tari
Bamoro xwutts. Tak camo y Hac € moch ocobnuBe 1 Bac (Hampukian, Oe3KOIITOBHE
HaBYaHHS B €JIEKTPOHHIN HIKOJI MapKeTUHTY 3 OTpUMaHHSIM cepTu(iKary, 3HWKKH, aKiii 1
T.iH.). Lle BmiuBae 1 MOTHBYe MaiOyTHIX CTYHIEHTIB, I'OJOBHE «IiAirpiBaTu» abiTypieHTa
BIJIpa3y Xk 1 HE JJaBaTH HOMY «OXOJIOHYTH.

Beryn 1o 3BO — cknmaguuil nuisx, skuii 6aTbKH MPOXOASTH Pa3oM i3 CBOIMH JITbMHU.
Cxmagnuii BuOip mocrae He TIIbKM MK camuMu Bapiantamu 3BO, a 1 cepex pi3HHUX
cneuiagbHocTei.  [lepeBaxkHa  OutbwiicTh  aliTypieHTIB  crocoBHO  BuOOpy  3BO
NPUCITYXOBYETHCSI IO AYMKH JApY3iB, pOAHWUiB, 3HailomMux. lle MOSICHIOETBCS THUM, IO
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abITypieHTH CepHO3HO MIAXOASTH A0 MUTAHHS 100 MaOyTHHOI CIEiadbHOCTI. A OCKUIBKH
JIIOJIMHA Pealli3ye€ThCs Y B3a€EMO/II1 3 1HIIIMMH JIFOJIBMH, SIK1 3HAYHO BIUIMBAIOTh Ha 11 MOBEIIHKY,
TO JyMKa OJM3bKUX B MUTaHHI BUOOPY CIIEIiaIbHOCTI sl a0iTypieHTa Ayxke Bakiusa [1].

Ha nmanomy erami BuOOpy mOTpiOHO JIONMOMOTTH CTYJAEHTY BH3HAYUTUCh a00 HamaTu
BIIEBHUTHUCh y BIPHOCTI CcBOTO BHOOpY. st mbOro po3poOiisieThCcsi HEBENHMKA ITOCAIKOBA
CTOPIHKA, SIKA 3aBJASKU MMPOCTUM ISl CHPUMHSATTS TecTaM MpodeciiiHOro opi€eHTYBaHHS MOXKE
HalpaBUTH MAalOYTHBOTO CTyJeHTa Ha BipHUH nuisx. [licist MpoXomKeHHS TECTY MPOIIOHYEMO
OTpUMATH pe3yiabTaTH y 3py4uHUil U1 abiTypieHTa Messenger, Ta MPOCUMO 3aJIUIIUTH HaM
fioro iM’s Ta HOMep TenedoHy, Ha sKuil mpuB’s3aHo Messenger. MoxeMo MeperyissHyTH
pe3ynbTaTH abiTypIEHTIB, CSTMEHTYBATH X 3a 3JI0HOCTAMHM Ta BIIOAOOAHHSIMH Ta IIPOIOBKUTH
npodopieHTaliiiny pobOTy 10 BCTymy Yy 3akjaj BHUINOiI OCBITM HA Pi3HI CIHEiaTbHOCTI,
MPOMOHYIOYM M 3HIKKM HA HaBYaHHS, MiJTOTOBYI KypCH JO 30BHIIIHBOTO HE3aJEKHOTO
OIIIHIOBAaHHS Ta KypcH 3a MailOyTHIM (paxoM. TakuM YMHOM OTPUMYEMO ILTHOBY ayTUTOPIIO 3
JETAIbHO OIMpPalbOBaHUM HOPTPETOM JUJIs MPOMO3ULIIT MaHOYTHIM CTYJECHTaM.

HactynmauM etamom mpocyBaHHS € CTBOPEHHS 1 3allyCK TapreTOBaHOI pEeKIaMu B
Instagram, sika moTpeOye 3’siCyBaHHS LITLOBOI ayAUTOPIi, Y HAIIOMY BUIAJKY II€:

1) Vkpaina, Bik 10 18 pokiB, abiTypi€eHT, 3aKiHUY€ IKOJIY B IOTOYHOMY POIIi (MOXKIIUBA
3al1iKaBJICHICTh O MAPKETHHTY);

2) Ykpaina, Bik Bix 20 poKiB, MOKJIMBA 3aI[IKaBJICHICTh 0 MAPKETUHTY, 3aKiHYHB 200
BUMTHCS Ha MEPIIOMY CTyIeH1 BUIIOi ocBiTH «bakamaBp» (kpeatuBu 3 oddepa Ha Ipyruit
CTYHiHB BHIIOI OCBiTH «Marictp», OKpeMa CTOpiHKa); OaThKH 1 TiTH.

PekiiaMHOIO METOIO € TeHepallis JTi/1iB Ta OTPUMaHHS KOHTAKTiB MallOyTHHOTO CTyIEHTa
ab0 0aTBKiB AJISl TOJATBIIOT OOPOOKH.

Anroput™ aiil mepenbadae, mo abiTypieHT abo Horo OaThbKM l0adyaTh pEKIaMHE
OTOJIOLICHHS, LIKABISATHCS HUM, HaTUCKAIOTh Ha KHOIKY 3aKJIMKY A0 Jii (B 3aJ€KHOCTI BiX
oddepa pi3Hi BapiaHTH), BIIKpUBAETHCSA PopMa, KyId aBTOMATUYHO MIATATYETHCS 1M 51 1 HOMEP
TeneoHy JIIOIUHY, sIKa 3alTOBHIOE (OPMY 1 il TPOCTO TOCTATHBO ITIATBEPAUTH CBOT JIii OJHUM
HaTHCKOM KHOIIKH.

o cyTi, 1u1s i€ pekIaMHOT METH He MOTpi0HA HABITh 1OCAAKOBA CTOPIHKA 1 JIII-MarHiT
MOJKHa TECTYBaTH PI3HMH, TECTyBaTH Pi3HI BapiaHTH mpono3uuii. B cepeanbomy BapTicTh
onHi€el 3asBKU Moke konuBatucs Bif 0,8 1o 3 mon. CIIA. Yum kparie HasamToBaHa pexiama,
300pakeHHS 1 MIPOIO3UIIis AT MITbOBOT ayIUTOPIi - TUM OLITbIIIE OTPUMAEMO — BiJITOBIAHO, MU
otpumaemo Jlimu Bce jemieBIe 1 JenieBiie B paMkax 3amaHoro Owokery. Konsepceis — 11e
OCHOBHA M€Ta OTPUMATH IJIbOBY JIif0 Ha MOocaaAKoBil cTopiHi. [licis 3anoBHEHHs popMH Ha
MOCAJKOBIA CTOpIHIII — JIIOAMHA TEPEMIIIYETbCSI HAa CTOPIHKY IMOASKK 3 YHIKaJbHUM
nocuiiaHHAM. BinBinyBaHHs came IIi€i CTOPIHKM MOJISKH MH 1 PO3paxOBYEMO KOHBEPCIEIO.
YoMy BapTO BHUKOPHUCTOBYBATH L}0 pekjIamMHy MeTy? Instagram BiAcTeXye MOBEAIHKY
BiJIBilyBayiB Ha MOCA/IKOBI{ CTOPiHIIi, 30Mpae CTATUCTUYHO 3HAUYIY KIJBKICTb (B CEpEIHBOMY
6m3pk0 40-50 KOHBepcCii) 1 Jai MoKa3ye peKaamMy Tiil JIIOJUHI, sKa 3 OLIBIIOK HMOBIPHICTIO
BUKOHA€ IIJILOBY JIi10, IKY MU 3apaxOBYeEMO KOHBEpCi€lo, Tak Instagram 3Hae Bce mpo Hamry
MOBEIHKY.

VY Hamomy BHUMAJKy Oprasizauis Al Mo 30UIbIIEHHIO 00cAry Tpadika He cama
pe3yJbTaTUBHA peKJIaMHa MeTa, TOMY III0 OCHOBHE 3aBIaHHs y Instagram crae — 3aimydnTt Ha
MOCAJKOBY CTOPIHKY TiJIbKM Tpadik 3a iHTepecamu. Lle Tex macTe pe3ynabTaT, ajue sSBHO B
MeHIIi Mmipi. byne kopucHo mist miaTpuMKH Tpadika (SKIIO MJIaHYeEMO 1HIEKCYBaTH Hally
NIOCaJIKOBY CTOPIHKY B opraHiuHiii Bugaui Google).

Meta — pemapKeTHHT Jis 30UIbLICHHS LUIBOBOI ayAMTOPii MOCAIKOBOI CTOPIHKU B
COLIIAIbHUX Mepexax. AJTOPUTM PEMapKETUHTY Ha PUKJIa/li: IPUITYCTUMO, a0ITYPI€HT IIyKaB
«MapkeTuHr 0akanaBp y XapKoBi», NepeiiioB Ha 3po0jieHy HaMH TMOCaJKOBY CTOPIHKY 1 3
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SIKUX-HEOY/Ib TPUYMH HE BUKOHAB IIIHOBOT i1 (HE 3aJIMIINB JIaHi, 3alI0BHUB (hopMy, HE TTOBIBCS
Ha JIJI-MarHit 1 T.4.) 1 BuiimoB 3 caiity. Ilicng BiH yBeuepi 3axoquTh B Instagram, mounnae
ropratu IcTopii 1 3HOBY OTpaIUIsie Ha Hally peKiaMy, aie Bxke B Instagram, sika abo moseprae
HOro Ha MOCaJIKOBY CTOPIHKY, a00 MPOCHUTH 3aIOBHUTU MPOCTY (HOPMY 1 MH OTPUMY€EMO HOTO
KOHTAKTH.

3 MeTor OTpuMyBaTH Tpadik BiJ MOTEHUIWHUX abITYpIEHTIB 3 MOLIYKOBOi BUAAul
HEOOXiJJHE CTBOPEHHS 1 3aIlyCK KOHTEKCTHOI PeKJIaMHOI KaMIaHii.

AOGiTypieHTH IIyKarOTh 4epe3 nouykoBy cucremMy Google 3BO, cneunianbHOCTI,
BapTICTh HAaBYaHHSA, MPOXiAHI Oanu, BIATYKH, pEUTHHTH. SIKIIO HE CTBOPUTH KOHTEKCTHY
peKiIaMy B IIbOMY TIOITYKYBa4€Bi, BTpa4aeMO MOTEHIIIHY KOHTAKTHY ayauTopiro. KoHTekcTHa
peKiIaMa LiKaBHUTh JIIOJCH, SIKi BXKe YCBIJOMWIM CBOIO MOTpeOy. Y MOpIBHSAHHI 3 PEKIaMOIO B
Instagram, B moiIykoBiil cucTtemMi MOXHa CTBOPUTH 1110 ToTpedy. Tak camo, 3aBasku Tpadiky 3
MOLTYKOBUX CHCTEM, MOXHA 310paTH I11e OAHY ayTUTOPIIO 3alliKaBJICHUX JIIOJIEH 1 po3MillyBaTu
pekJIamMy B COLIIaIbHUX Mepexax JIJIsl THX KOPUCTYBayiB, K1 BXke OyJIM Ha [TOCAIKOBIH CTOPIHII.

[ToGynoBaHO BOPOHKY MpPOAAXY JJIsi KOXKHOTO KaHATy MPOCYBaHHs, JIA-MarHity i
pO3paxoBaHO €(heKTUBHICTb POOOTH LIbOT'O AITOPUTMY. 3aIIPOIIOHOBAHO A0CTPAKTHUM MPUKIIA]
BOPOHKH, TOMY IIIO TIOTPIOHO TOYHO OMPAIIOBATH IUISAX, 00 OTPUMATH MAaKCUMAIBHO TOYHI 1
aKTyanbHl 1UQpu 1 3BopoTHUI npubyTok. IloTpiGHO mpopaxyBaTu, HACKUIbKM peHTabebHi
Oynu mpoBeAeHI pekiaMHi Kammnanii. BopoHka OymyeTbcsi Aisi KOKHOTO JpKepena Tpadika
OKPEeMO Ta BKIIOYAE YC1 «TOTUKUY 13 aDITypi€EHTOM Bijl MOOAUYEHOT0 PEKJIAMHOTO OTOJIOLICHHS
1o Beryny y 3BO. Ha pucyHKy 2 MOXHa pO3TIISIHYTH MTPUKJIaT OOYI0BaHOT BOPOHKH.

Tlobaummn
OTOIOIICHHA
73.8%
67.8%
70%
21.4%
TIpmiimrTe Ha KypeM '
50%
Berymnzo 50 U8

Pucynok 2 — Boponka npojiaxxy «a0iTypi€HT-CTYI€HT» 3 BUKOPUCTAHHIM
KOHTEKCTHOI peKIaMu

Ha noOynoBaHiii BOpOHIIi 6auuMoO, 110 peKIaMHe OTOJIOLIEHHS, siKe Moka3yBajock 1300
pasiB, 430 pa3iB mpuBeno BiABiayBaua Ha caiT. KoHBepcis 3 1moOa4eHOro OTOJIOMIEHHS Yy
nepexiJl Ha MOCaJKoOBY CTOpiHKY ckianae 33%, mo € noOpum mokasHukom. Jami i3 430
B1JIBITyBauiB caiTy 295 3aiMuIImiig CBOi KOHTAKTHI JIaHi 1 KOHBepcis ckiana 73%, 1o o3Havae,
1110 CTOpiHKA HECE BEJIMKY KOPUCTh Ta MPONOHYE PEIEBAaHTHY LIHHICTH JUIS abiTypieHTa. 3 HUX
Ha JIeHb BiAKpUTHX aBepeil mpwuitnuio 140 abitypieHTiB, mo ckmamo 21% Big 3aramnpHOL
KUJIBKOCTI BiJIBiyBauiB caifTy. I3 140 aliTypieHTiB, SKi NIPUHIUIA HA AEHb BIAKPUTUX JBEPEH,
30 abiTypi€eHTIB 3amMCaINCh Ha MiJrOTOBYI KypcH 10 yHiBepcuTery. I3 30 cTyneHTiB Ha
HiArOTOBYMX Kypcax — 15 BCTYNUIIM 0 BUILOTO HABYAJIBHOTO 3aKIaTy.
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Ha pexnamHy kamImaHiro y MOIIYKOBii cuctemi Oyino ButpadeHo 21500 rpusens. 10
CTYJICHTIB BCTYNUJIM Ha HaBuaHHA 10 3BO Ha xoHTpakTHIi ocHOBI 32 12000 rpuBeHb Ha PIK.
TakuM 4YMHOM, 32 pO3paxyHKaMH OTPHUMAEMO, 1o yHiBepcuteT orpumye 120000 rpuBeHb.
KoeoilieHT moBepHEHHSI MAPKETUHTOBUX 1HBECTHIIIH ckitagae 458%.

VY Ham yac, sk Bxxe OyJio 3a3Ha4eHO, TOJIOBHY POJIb B iCHYBaHHI OpraHizaiii Biairpae
<« DKUTATI3AIisa», 3pYYHICTh Ta IMIBUIAKICTh OTPUMaHHS iH(OpMaIlii MalOTh BEJIMKE 3HAYCHHS
Ut 3aknaniB Bumoi ocBith. YUepe3 BuHumKHeHHS manaemii COVID-19 cramo BumHO, 5K
BITUM3HSHI JIepKaBHI 3aKJIaJ i HABYaHHS B1JICTAIOTh BiJl 3aKOPJIOHHHUX Ta MAlOTh IPOOJIEMH 13
JIOHECeHHAM 1H(opMmarlii 1o cTyneHTa. JlepaBHa opraHizallisi IOBHHHA PO3TIISIIATUCS 13 YCIE0
CEpHO3HICTIO Ta BIAMOBIIAIBHICTIO, K Oi3HEC-CUCTEMA, 110 MA€ HEOOXIAHICTh aJanTyBaTUCS
i pUHKOBI YMOBH Ta MOTPeOU CBOET LTBOBOT ayquTOpii. SIKIo 6i3HeC afanTyBaBCs MIBUJKO,
TO JesIK1 3aKJIaJi1, HE MAlO4YM €1MHOT HU(POBOI CUCTEMH, AAANTYBAIUCH JO HOBUX YMOB OUIbIII
OomicHo. 3amicTb TOro, mo0 BHKOPUCTOBYBAaTH 3BHUYHY, IIBUAKY Ta 3pyYHY CHUCTEMY,
CTyJICHTaM Ta BHUKJIAJa4aM NPHHUILIOCh BUKOPHUCTOBYBATH HaOlp pi3HUX 1HCTPYMEHTIB IS
JTUCTAHIIIMHOTO HaBYAHHS, IO YCKJIATHIOBAJIO MPOIIEC T 000X CTOPIH.

JlJis 3py4HOCT1 CTYACHTIB MPOMOHYETHCS PO3POOUTH MOOLIBHHM J10JATOK, y SAKOMY
CTYACHTH 3MOXYTh MIBHJIKO OTPUMYBATH iH(OPMAIIIO 11010, HAPUKIIAA, PO3KIIAAy 3aHSTh,
OIIIHOK 3aJliKiB/€K3aMeHIB/IHAUBIAyaTbHUX POOIT (€JIEKTPOHHUHN >KypHaJ 100 YCIIIIHOCTI),
YaTh BUKJIAJa4aMd 3 MOXKIIHUBICTIO BIANPaBUTH pPOOOTY OHMaiH. MOOUTBHHMN 10JaTOK
JIO3BOJIMTH HE TIJBKH IOJIETTUUTH XUTTS CTYyAEHTaM Ta BUKJIaJayaM, a i NpUBEpHYTH yBary
a0ITypieHTIB, SKi OYAyTh PO3YMITH, 110 HABYAIBHHNA 3aKJIaJ BUIUISETHCS Cepell KOHKYPCHTIB
Cy4yaCHUMH 1H(POpPMAI[IHHUMH TEXHOJIOTISIMHU Ta 3PYYHICTIO MPOIIECY HAaBYAHHS.

Jis  yCmimrHOTO 3alydeHHS HOBHX CTYIEHTIB 7O XapKiBCBKOTO JIEPKABHOTO
VHIBEPCUTETY XapuyBaHHS Ta TOPriBJi, a caMe Ha CHelialbHICTh «MapKeTuHT», MOTPiOHO
BUKOPHCTOBYBATH TUIBKH CyYacHI IHCTPYMEHTHU JUIsi IPOCYBAHHS Ta B3a€MOJi 3 KIII€HTAMHU.
SIK1110 He MOXKEMO JicTaTHCA LIbOBOI ayJUTOPIi Ta 3alpOIIOHYBATH T€, YOI0 BOHA OTPEOYIO€e
— BTpAva€eMo IepeBary cepell iHIuX HaBYaJIbHHUX 3aKIajiB, a00 (haKyIbTeTiB.

BucHOBKHM 3 1aHOTO0 JOCHIIKEHHS i MEPCNEeKTHBH NMOAAJIBIINX PO3PO0OK 32 JaHUM
HANPSAMOM. Y LIIJIOMY /17151 3a0€e31eueHHs CTaOUIbHOTO (PYHKIIOHYBAHHS Ta PO3BUTKY HAa pUHKY
ocBiTHIX nocayr 3BO Mae 1isiTi B KaTeropisix 1 Ha NPUHIMIIAX MApKETUHTY, BAKOPUCTOBYBATH
BJIACTUBl HOMY IHCTPYMEHTH 1 MPHUHOMHU 3 ypaxyBaHHSM OCOOJIMBOCTEH OCBITHIX MOCHYT,
npoleciB 1 pe3yabTaTiB iX HajxaHHs. OTke, BJajie MPOCYBAHHS OCBITHBOI IOCIYTH Yepes
couianbHy Mepexy Instagram Bi10yBa€eTbcs 3 GOpMYyBaHHIM aKTyaJlIbHOI'O KOHTEHTY 1 iA00py
JIEBUX MAapKETHMHIOBHUX IHCTPYMEHTIB JIJIsl POCYBaHHs Ta pekyamu. [Io3uTHBHE BpaXKeHHs Bij
3BO y couMepekax TOMOMOXE 3akyaqy cOpMyBaTH HEOOXIJIHY pemyTallilo, MiJABUILUTh
JIOBipY, CTBOPUBIIH MTO3UTUBHY CYCIIJIbHY TYMKY.

PosrasinyTa y cTarTi cTparteris mpoCyBaHHS 13 3AIy4EHHSIM COIMEPEX Ta MOCATKOBUX
CTOPIHOK — II€ Cy4acHHUH MiAXiJ 0 MpoOieM MI0J0 3aTydyeHHs a0iTypi€HTIB Ha HaBYaHHS 10
3aKknajiB BUIOi ocBiTH. 3BO moBUHHI ajnanTyBaTucs IO Cy4yaCHUX IMOTped MOTEHLIMHMX
CTYACHTIB Ta HOBUX YMOB. Y yac JiJpKUTali3awii — MiANPUEMCTBO, J€pKaBHE YW MpPUBATHE,
MOBMHHO MaKCHMAaJIbHO ONTUMI3YBaTH U(GPOBY NPUCYTHICTH JIJsl BUKUBAHHS Ha 3MIHHOMY
PHHKY.
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Marketing tools for promotion of educational services through social networks.

The aim of the article. The application of marketing mechanisms nowadays is an important
component in the formation of an effective educational system in Ukraine. It is marketing, based on the
formation of demand for educational services and its satisfaction, which provides integrated production
and services sale management in the field of education. Insufficient attention is paid to promotion of
educational services using Instagram social network, which is an effective tool for communication with
the target audience. The aim of the article is to offer special tools for promotion of educational services
through Instagram social network.

The results of the analyses. Modern marketing communications make it possible to reveal both
internal and external image of a higher educational institution to consumers, and social networks
become an actual platform for interaction of all participants of educational process. Promotion of
higher educational institution brand in social networks provides additional opportunities for
segmentation and targeted information message. It is necessary to pay due attention to promotion of
higher educational institution brand as it is connected with certain difficulties for applicants in choosing
of an educational service. With the help of social networks, consumers of educational services can find
necessary information about the higher educational institution by clicking on the link to the official
website. Social networks are aimed at creation of loyal users, joining any of the communities; there is
a possibility of constant contact of higher educational institution with target audience.

One of the most effective directions to promote educational services at the present time is to use
a social network. The article deals with marketing instruments for promotion of educational services
through Instagram social network. The world statistical data regarding Instagram social network were
analyzed. The main stages of algorithm for promotion of educational services in this social network
were considered, including: landing page, setting up and launching of targeted advertising in Instagram
social network with specific advertising objectives, contextual advertising in Google search engine;
analysis and construction of sales funnel; development of mobile application; relations with target
audience. In order to get to know the algorithm of an applicant’s actions regarding search for
information on specialties and higher educational institution in social networks, we conducted a survey
of first-year students of the Kharkiv State University of Food Technology and Trade on all specialties.
The data were processed and a set of actions that are carried out by most applicants was formed. The
essence of the instruments for promotion of educational services in Instagram was revealed. Proposals
to create a digital presence of the website of higher educational institution were given.

Conclusions and perspectives for further research. In general, in order to ensure stable
functioning and development of educational services on the market, higher educational institution
should operate in the categories and under the marketing principles, use tools and techniques, which
are appropriate to marketing, taking into account the peculiarities of educational services, processes
and results of their provision. Thus, successful promotion of educational services through Instagram
social network takes place with formation of actual content and selection of effective marketing tools
for promotion and advertising. Positive impression of higher educational institution in social networks
will help it to form necessary reputation, will increase confidence by creating a positive public opinion.

Key words: social networks, higher educational institution, promotion, advertising, educational
services.
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npogecop kagedpu mapkemunzy ma OizHeC-a0OMIHICMPY8AHHS
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Ooecovkutl HayionaneHutl yHigepcumem imei 1.1. Meunuxosa
(Ooeca, Ykpaina)

BILIVB BI3YAJIBHOT'O MEPYAHJIAM3UHIT'Y HA ®OPMYBAHHS
JJOAJIBHOCTI KJIIEHTIB

Y pobomi docnioaxcyemuvcs incmpymenmapii 8i3yanbHo20 MEPUAHOAU3UHSY CMAYIOHAPHO20 MA
iHmepHem-maza3uty y KOHMeKcmi 1io2o 6nausy Ha Gopmysanis 10saneHocmi kiicnmis. /Jogedeno, o
BI3VANLHULL MepUaHOAU3UHe GNIUBAE HA JOAIbHICMb KIIEHMI8 Ha cmaodii 30iliCHeHHs Kynieui
nOCepeOHUYMBOM Gi3VATbHUX el1eMEeHMI8, MAKUX K OCGIMACHHS, KOTbOPU, WpUudmu, GUGICKU, 8iMpuna,
nonuyi ma wagu, NON0JNCEeHHA MO6Apie y Mouyi npooaxicy, Mmicye mMazasuHy mowjo, wjo y Cceoil
KOMOIHayii hopmytoms 8padiceHHs 8I0 npoyecy Kynieni ma 3a0080jenHs cnoxcusada. Ilpoananizoearno
PIBHUYIO MIdC THCMPYMEHMAPIEM BI3YANbHO20 MEPUaHOAt3uH2y CMAYiOHAPHO20 mMa IHmepHem-
Mazazuny Ha NPUKIAdi mopeogenbHoi mepedici 00s2y Zara. 30iticheHo 8UCHOBOK Npo pi3Hi nepesazu 060X
6aPIAHMIE MOP2i6Ni. MONCIUBICMb DEe3N0CePeOHbO20 KOHMAKMY 3 MOSAPAMU Md MONCIUBICIb
OUCMAaHYIUHOI Kynigni. A makodc peKoMeHO08AHO BUKOPUCIAHHA 000AMKOBUX NPUHYUNIE 8I3YANbHO20
MepuaHoau3uney 01 NOCUNEHHS NO3UMUBHO20 egheKmy: NPUHYUN NIpamiou ma nPaguio mpsox.

KitouoBi cnoBa: mapketuHr 4.0, JOSJIBHICTb, Bi3yaIbHUH MepuYaHIaN3WHT, CTaI[iOHApHUHA
MarasuH, iIHTepHET-Mara3uH.

DOI: 10.15276/mdt.4.3.2020.5

ITocranoBka mnpoOjaeMH B 3arajJbHOMY BHIVIAAI Ta il 3B'I30K 3 BaKJIUBHMH
HAYKOBHMH 200 NPAKTHYHUMHU 3aBJAaHHAMHU. B yMOBax ChOTOICHHS, KOJIM MapKETHHT iCHY€E
Ha MeXI1 TpaJuLifHOro Ta HU(POBOTO, MUTAHHA Bi3yalIbHOTO MEpUYaH/Iai3uHTY TOPKA€ETHCS HE
JUIIE CTalllOHApHUX, a ¥ TaKOXX IHTEpHET-Mara3uHiB. BiH MOBHHEH ajanTyBaTHCS 10
HEeCTaOUIbHUX YMOB TOPTiBIII Ta IMiJUIAIITOBYBATHUCS MiJ] MOBEIIHKY Ta MOTPeOH CHOXKHBaUiB.
ABTOpH BBaXarOTh, 110 KIHIIEBOIO METOI0 CYYaCHOTO MAapKETHHTy BHUCTYIIA€ HE CTUIbKU
3IHCHEHHS KYMIBJ TOBapy ab0 MOCIYTH, CKUIBKU JOCSTHEHHs JOSJIBHOCTI KJi€HTIB. bo y
MIHJIMBHX yMOBaX ICHYBaHHA €KOHOMIK KpaiH, 3aHaJTO BHCOKOi 3aBaHTaXEHOCTI
iH(popMalli€ro, NEPEHACUYEHOCT] TOBAPHUX PUHKIB Ta MPUCKOPEHHS 3aralbHOTO TEMITY KUTTS
CYCIJIBCTBA ICHYE HEOOX1IHICTh (OPMYBaHHS JIOSIBHOCTI Y BIIACHUX KIIIEHTIB [T BUKUBAHHS
MiIPUEMCTB.

© 2020 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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A 3pyuHICTh KyHiBIi (CKJIAIOBOI YaCTUHOIO SKOI BUCTYIA€ MEpYaHIal3UHT), PIBEHb
SKOCTI 0OCITyroByBaHHs, IliHa, SKICTh Ta BIAMOBIIHICTh ICHYIOUHMM TpEHIAM TOBapy
BUCTYIAIOTh 3aMIOPYKOIO 3IIMCHEHHS KYIIBJI1 Ta EPEeIyMOBOIO (hOpMYBaHHS JIOSITBHOCTI.

AHaJIi3 OCTaHHIX JoCHiIKeHb 1 nyOJikamid, B SAKHUX MOKJAJeHUN NMOYATOK
BHPIillICHHIO JaHOI Mpo0JieMHu i Ha AKi cnupawTbesd aBTOpH. [luTaHHs MepuaHaail3uHTY
onpainboByBaiu Taki BueHi sgk: [mumuk C.B., Conomsurok H.H., 'ymenna M.B., [li6poa T.IT".,
Posywmeii C.b., Jomok A.B., Cemenenko K.1O., Tarynosa H.M., Jlicia B.B., IBanos 10.B.

ITutanHio GopMyBaHHS CHOXKHUBYOI JOAIBHOCTI mnpuaumau yesary: @D.Kornep,
I'.Kapramxas ta I.CerpaBan, borosenencekuii O.B., Bropiuena O. I'., IsannikoBa M. M.,
Kopxenko K. A., Ilerpuuenko I1.A., Pyaiaceka O.B., Apomiu C.A.

Mnmumk  C.B., Jlyweiiko M. po3risaaoTh 3arajibHi IpaBHjia Bi3yaJbHOTO
MepyaHaaisunry [1].

Conmomsirok H.H., I'ymenna M.B. nocmiukyloTh Bi3yadbHHI MepYaHIAN3UHT 5K
IHCTpYMEHT YIpaBIiHHS PO3ApiOHUM mpomaxem [2].

HibpoBa T.I'. po3kpuBae CyTHICTh MEpPYAHIAW3HHTY SK IHCTPYMEHTY HpPOCYBaHHS
OpeH/Iy Ha CIIOKUBYOMY PHHKY [3].

Posymeit C.b.,, Jomok A.B., Cemenenko K.IO. mochimxyoTs Bi3yalbHUI
MepUYaHAAi3UHT 3 MO3UIIT BITPUHICTHKY SIK 3aC10 MPOCYBaHHS TOBapy [4].

TsarynoBa H.M., Jlicina B.B., IBanoB FO.B. IrpyHTOBHO pO3KpHBAaIOTh TEOPETHYHI Ta
METOAMYHI aCIIeKTH MepyaHJai3uHIy Ta Horo oco0IMBOCTI Ha mpakTuli [5].

®inin Kotnep, I'epmasan Karapmxas, IBan CeThaBan HaBOAATH HOBITHI MifXomm 10
(opMyBaHHS JOSIBHOCTI CIIOKMBAYIB B €MOXY MapkeTUHTy 4.0, 1o nepeadayae BpaxyBaHHs
CTPIMKOTO PO3BUTKY IIH(PPOBHUX TEXHOJIOTIi [6].

borosisnenckuit O.B. nocnifkye NUTaHHS YNpaBliHHA JIOSUIBHICTIO CHOXHMBAyiB Ha
BITYM3HSHUX 1 3aKOpJOHHUX PHHKAaX SK (PAKTOp MiJBHUIICHHS KOHKYPEHTOCHPOMOXKHOCTI
nponykuii [7].

Bnosiuena O.I'. mociimkye OCHOBHI MiIXOAu Ta 0COOMUBOCTI (HOpMyBaHHS
e eKTHBHUX MPOrpam JosuIbHOCTI OpeHmy [8].

IBanHiKOBa M.M. HaBOAUTH y CBOIX MyOJIIKAI[ISIX TEOPETUYHI OCHOBH MAPKETUHIOBOI'O
YIPaBIIiHHS JOSJIBHICTIO crioxkuBadiB [9].

Kopskenko K. A. nocnixye nutanHs GopMyBaHHS JIOSUIBHOCTI CIIO’KMBaviB HA OCHOBI
OLIIHKH KOHKYPEHTOCIIPOMOXHOCTI mpoaykiii [10].

[lerpuuenko II.A., Pyninceka O.B., Spomiu C.A. 10CHiKyIOTb OCHOBHI MOHSTTA 1
TEH/IEHIIT PO3BUTKY JIOSUIBHOCTI KJIIEHTIB Ha CIIOKUBYOMY PUHKY [11].

BunijienHsi HeBHpilleHMX paHille YacTHH 3arajbHOi MNpPodJjeMH, KOTPHUM
NPHUCBAYYETbCH €TATTHA. BpaxoByroun 3HauHui oOcar myOmikamiii y cdepi MapKeTHHTY,
BUSIBJICHO, 110 TIUTAHHS BIUIMBY Bi3yaJIbHOTO MepYaHIAW3UHTY Ha (OpPMYBaHHS JIOSUIBHOCTI
KIIIEHTIB 3QJIMIIIIIOCH O€3 JOCTaTHhOI yBarum HaykoBIB. lle Bu3HAaumno Mery 1 3aBIaHHS
JTAHOTO JTOCIPKEHHS.

@®opMy/TI0BAaHHA MeTH CTaTTi (IOCTAHOBKA 3aBJaHHs). MeTa CTaTTi mosdrae B
0oOrpyHTYyBaHHI BIUIMBY Bi3yaJIbHOI'O ME€pUaHIai3uHTy Ha OpMYBaHHS JIOSUIBHOCTI KJIIEHTIB Ha
NPUKJIIA/1 CTalllOHAPHOTO Ta IHTEPHET-Mara3uHy.

BukJjiageHHsi 0OCHOBHOro Matepiajy AOCJTiIKeHHsI 3 MOBHUM OOIPYHTYBAHHAM
OTPUMAHMX HAYKOBHUX pe3yJbTaTiB. BidyanbHuil MepyaHJaif3MHr — 1€ OJHE 3 MUTaHb
MepYaHJA3UHTY, STKE PO3TIISIAECTHCS K OUTBII By3bKe MOHATTS. BiH 3aliMa€eThcst CTBOPEHHAM
KOMEpIIITHOrO MpOCTOpy TaKUM YMHOM, 100 NMPUBEPHYTH yBary 3aMOBHHKA Ta MEPEKOHATH
Horo mpundatu TOBapu 4M MoOciayru. BiH Moke 30cepemxyBaTHCS JHILIE HAa Bi3yalbHOMY
acIeKTi Bi0OpakeHHsI TOBapiB a00 MOXKE PO3IIISAATHCA K IHCTPYMEHT IpocyBaHHs [12].

0.0. Cenesnvosa, O.B. Pydincvra, HJI. Kycux. Bnaug 6i3yanvhio2o Mepuanoatisuney Ha 45
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BizyanpHuii Mep4yaHIal3UHT TiCHO TMOB'SI3aHUN 3 MApPKETHHTOBOIO KoHIeNIliero AIDA
(attention, interest, desire, action). AHaJOTiYHO 3MiHaM, IO BIAOYBAIOTHCS y KOMIUICKCI
mapketunry 4P (product, price, place, promotion), BinOyBarorscst Moaudikamii y momemni
MOBEIHKK TOKYyMIA. B emnoxy icHyBaHHs KoOHIENIii MapkeTHHTY 4.0 JOSUIBHICTh KIIIE€HTIB
BUPAXAETHCS HE TUTBKU Y IOBTOPHIH KyIiBIIi, a 11e i peKOMeH1a1lii TOBapiB iHIIKUM, TOOTO HOTro
npomnaranai. Tomy ®. Kotnep, I. Kapramxas ta I. CeTpsBaH MpONOHYIOTH PO3NIMPEHHS
konueniii AIDA (attention, interest, desire, action) g0 5A (aware, appeal, ask, act, advocate)
[6]:

1 eram — 3HaHHSA, KOJNM TOTEHIIWHUN TOKyINeNnb crnpuiiMae iHGOpMAIliI0 TIPO
TOProBeJIbHI MapKH MMaCUBHO 3 PI3HUX JKEpel iHpopMarii,

2 eranm — BIUIMB, TOB’SI3aHO 3 BPKEHHSM BiJl KOHKPETHHX TOPrOBEIbHHX MapoK Y
«CIIJIbHOTH,

3 eran — 3anUTaHHS, II0 BUHUKAIOTH JJIS KPAIIOTO PO3YMIHHS BIIACTHBOCTEH OKPEMHUX
TOPrOBEJIBLHUX MApOK JIJISt IPUHHATTS PIIICHHS 3 KYIiBJIi;

4 eramn — 11isi, TOOTO BIIACHO KYIIIBJIS;

5 eran — mpomnaranjga abo MOBTOpHA Jis, L0 BIAJ3EPKATIOE CTYIIHb JOSUIBHOCTI
CTOXHBAYa.

[nsax crioxxuBava Bijg cTadil 3HAHHS 10 CTaIii Iporaralay MPOXOAUTh ITiJT TISIMH TaKHX
CHJI, SIK: BJIACHUH BIUIMB, BIUIMB iHIIMX Ta 30BHIIIHIN BIUIMB. BriacHWi BIJIMB Mae KOpeHi y
HAsSIBHOMY JIOCBiJli, OTPUMAHOMY 3a SIKMICh MOMNEepeHill yac, Ta BUpakaeTbcsa y BHOJ0OAHHSIX,
cummarii ab0 HaBMAKW AaHTUMATII OKpeMUX OpeHAIB 4Yu ToBapiB. Brume iHmmx ocid
BiI0YBA€THCS B MPOILIECT KUTTEIISIILHOCTI MOKYIIIS, TOOTO MiJl 4ac CIUIKYBAaHHS 3 OTOYYIOUOIO
CHUIBHOTOI0 — POJHMHOIO, JAPY3SIMH, KOJIETaMH, CyCillaMd, 3HAHOMHUMH Ta HE 3HAHOMHMH
JIOJbMH, Y TOMY YHCII y COLIAJbHUX Mepekax Ta rpymax 3a intepecamu. [Ipum yomy
BBKAETHCSI, IO Y COMIATLHUX MEepEeKax HAHCWIBbHIIIE BILTUBAIOTH XKIHKH, MOJIOJIb 1 TaK 3BaHi
«TPOMAJITHU 1HTEPHETY». 30BHIIIHBO CBIJIOMO BIUTMBAIOTH MPOJABI[ TOBapiB Ta MOCIYT
BJIACHMMH CHJIaMH a00 3a JIOTIOMOTOI0 TIOCEPEIHUKIB, TAaKUX SK PEKJIaMHi, Mefia abo miap-
areHiii.

Haii6i1b1 BiIKpUTI MOKYIILI /10 BIUIMBY HAaBEJAECHUX CWJI Ha TPEThOMY €Tall — eTarll
3aMUTaHb, KOJM CIIOXHBaueBl HEOOXiAHI MOpaay Ta KOHCYNbTALil I TPUWHATTSA BIPHOTO,
BIJIMOBITHOTO HOTO 3amuTaMm pilneHHs. AJjie YuM OUIBIINI BJIACHUM JOCBiA, TUM KOPOTIIHI
HUIAX KJI€HTA BiJ HaMipy 10 KymiBii npoaykuii. OCKIIbKY BiH BXKe€ KEPYeETbCs 0COOMCTHMHU
3HaHHSIMM Ta oOupae ymoOieHuil ToBap abo mociayry 0e3 moTpedu y 3HauHiM KUIBKOCTI
BiJnoBiAel Ha 3anuTaHHs. [IpoTe 11e He o3Hauae, 110 HeOOXIAHICTh y Ha/laHHI 1H(OpMaIlii Ha
KOKHOMY eTari KoMmyHikauii BiacyTHs. [IpocTo 3 HapolyBaHHSIM JTOCBIAY CIIOXKHBAad CTa€
OLIBII OCBIYEHUM.

Ha uyerBepTromy etani — erami Jii — CHIOKMBaY 3/1IHCHIOE KYMIBIIIO Oa)kaHOT MPOTYKIIiT
Ta OLIHIOE TPU I[bOMY SIK caM IpoLeC, Tak 1 ToBap. BiacHe Ha mpoliec KymiBii BIUTUBAIOThH
piBEHb OOCIYrOBYBaHHS Ha MICII MPOAAXY, SIKICTb O(QOPMIIEHHS EKCHO3MIIli, HasBHICTb
JOJJATKOBUX TMOCHYr (MapKiHT, TyaJeTHa KIMHAaTa, JUTsI4Ya irpoBa KiMHAaTa, MOKJIMBICTh
KPEIUTYBaHHS, TIPOJaXK Yepe3 iHTepHeT). TakuM 4MHOM po3yMieMO, IO caMe Ha JaHOMY eTarti
Ha CIIO’KMBAayYa BIUIMBAE MEPUAHAaH3HUHT Ta 30KpeMa HOro Bi3yalbHa CKJIaJ0Ba.

BizyanpHuii MepuaHAAaM3UHT MPE3eHTYe NPOAYKII0 HAWOUIbII BUTIIHUM Ta
pYBa0JIMBUM YMHOM IIISXOM KOMIO3HUIIT Bi3yaJbHHUX €JIEMEHTIB Y €IMHUIN, KOMPOPTHUH 115
CIO’KMBaya Ta JIOCUTh OpraHIYHUN TOProBelbHHUM mpocTip. Haillbinpm mmpoko Bi3yaabHUMN
MepYaHJaii3MHT BUKOPUCTOBYETHCS Mara3uHaMu HETPOJ0BOJIbYOI chepH, ajne Horo ereMeHTam
NPUAULIIOTE yBary W iHmi 00’ekTu TopriBiai. HeoOxigHO 3BepHYTH yBary, mo MpaBHII
oopMIIeHHS Bi3yalbHOI CKJIaJJOBOT TOUKH MPOJAXY JTOTPUMYIOTHCS HE TIJBKH CTalllOHApPHI,
ane i iHTepHeT-MarasuHu. MoxHa A0JaTH, 110 A0 BI3yaJIbHUX €JIEMEHTIB MepyaHAal3uHTyY
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MOYKHa BIJJHOCHTH SIK MiCLleé pPO3TallyBaHHs MarasuHy, Tak 1 Ha0lp KOJIbOpiB, KOMOiHAIil
OCBITJICHHSI, O(DOPMJICHHsSI BITPWH, HAasBHE TOProBeJIbHE OOJaJHAHHS, PEKJIaMHI TUIaKaTH,
BUBICKHU, MIPU(TH, JOTiKa pO3TAIIyBaHHS TOBAPIiB Ha MONHUIAX Ta y madax. ToOTo Bee Te, 1o
Ma€ Bi3yaJIbHUH KOHTAKT 3 MOKYIILIEM.

BuninstoTe 3aKOHOMIpHICTh BUKOPUCTAHHS €JIEMEHTIB Bi3yaJIbHOT'O MEPUYaHAAU3HHTY Y
BIJIMOBIIHOCTI /10 PUHKOBOI'O CETMEHTY, Ha SKOMY Ji€ TOpropemb. Yum OLIbII eTiTHUN
CerMEHT, TUM YiTKillle cTaHIapTu 3 opopMIICHHS, KOMITO3UIIii, Bi3yalizalii Ta peKiaMyBaHHs
nadJIiK pieHIH3, TOOTO KOMYHIKAIT 3A1CHIOIOTHCS OLIBII OMIOCEPEAKOBAHO. Taki CEerMEHTH
3a3BUYA 30CEPEDKYIOTHCS HA TEPUTOPIAX MPEMIabHUX TOPTrOBEIbHHUX IIEHTPIB 1 OCHOBHUM
3aBJJaHHSAM Bi3yaJlbHOTO MEpYaHIAW3UHTY CTa€ HE TIJIbKU 3a0€3MeUeHHs MPoLecy IPOoAaxy, a
11e i BIUIMB Ha (JOPMYyBaHHS JIOSUILHOCTI CIOXKBaYiB [5].

Mera Bi3yaJdbHOI0O MepYaHJIAH3MHIy — CTBOPUTH IpPaBUIbHY aTMocdepy B TOULl
NPOIAXY JJIsl CTBOPEHHS KOHKPETHUX €(DeKTiB ISl TIOKYIIIIIB.

ATMoOchepa CTBOPIOETbCS BIUIMBOM Ha BIIUYTTA IOKYILSA, BHUKIMKAIOYM y HHUX
cnennivyHi BiTYYTTS: 30pOBi, CIIyXOBi, HIOXOBI Ta TaKTWIbHI (CEHCOPHUI MapKETHHT).
Po3npiOui 1imi juig 1iei MeTU: BITpHHA, MAaKeT Mara3uHy Ta OoOJaJHaHHA, MO3HUIIIOHYBaHHS
BUPOOIB, OCBITIICHHS, a TaKOK MapKyBaHHs Ta POS/POP-marepianm.

3arainbHi 3aBJaHHS Bi3yaJbHOIO MEpYaHJal3UHTY BKIIIOYAIOTh:

— 30UTBIICHHS POJIAXKIB;

— 3aJIy4eHHS KJII€HTIB Ui IPUI0aHHS TOBapYy;

— YiTKa Ta Ipo30pa KOMYHIKaIlisl MiXK KJIIEHTOM Ta KOMITaHI€lo,

— iHpOpMYyBaHHS PO TOBAPU Ta MOCIYTH TaHOT KOMIIaHif,

— IIBU/IIE MPEICTABICHHS TOBapy MPOAABISMHU,

— CTBOPEHHS IM1/I>Ky KOMITaHii;

— PO3IIMPEHHS OXOIUICHHS Mara3uHy.

OCHOBHUMM IHCTPYMEHTAMHU, IKi BUKOPUCTOBYIOTbCS Y Bi3yalbHOMY MEpUaHAal3UHTY,
€: kouip; ocBiTienus; POS/POP matepianu nponaxy; BiTpUHA.

3aBJlaHHs OCBITJIEHHS IOJISITA€ B TOMY, 11100 MPUBEPHYTH yBary MOKYIIIIB 10 MPOIYKIIii,
00paHoi pO3JpiOHOI0 TOPTiIBIEIO, CTBOPUTH IMpPaBWIBHUNA HACTpid, BUKIMKATH crenuiyHi
eMollii Ta moA0aTH MPO MPECTUKHICTh Ta CYYaCHICTh KOMIaHIi, alanTylOUHCh JI0 Cy4aCHUX
TeHJIeHII1i. BUKOPUCTOBYIOTHCS /1B TUITH OCBITJICHHS: 3arajbHe Ta akieHTHe. [lepmmii 3 HUX
OCBITJIIOE BECh Mara3uH, piBHOMIpHO B KOXXHOMY MicIli. JIpyruil TN OCBiTIIEHHS (POKyCYyeThCs
Ha BUCBITJICHHI BUOPAHOT'O TOBAapY UM BITPUHHU.

Komnip Mae Benukuii BIUIMB Ha pillIeHHS MOKYIIIB, TOMY BHOIp MPaBUIBHUX KOJIbOPIB
MOYKE TIO3UTUBHO BIUTMHYTH Ha MPOJaX KOHKPETHHUX TOBapiB. 3aBASKH KOJIbOpAM KOMITaHil
MOXYTh CTBOPUTH CBOIO BJIACHY Bi3yaJibHY 1I€HTMYHICTb, 3aB/ISKM YOMY BOHA BUAUIAETHCA
cepen KoHKypeHLii. JloOpe BiaperynboBaHui KOJIIp MiJIKPECIIOE MPUBAOINBICTD MPOIYKIIT Ta
BUKJIMKA€E CTIeU(pIUHI MOYYTTS OJIepKyBaya, sKi 3r0JJOM MEPEHOCATHCS Ha CIPUNHATTS JaHOl
MapKH.

Marepianu POP (Touka 3akymiBimi) — Iie pekJIaMHI MaTepiand, sIKi € YacTHHOIO
o0ONajHaHHA MarasMHy Ta BHMKOPUCTOBYIOThCS JUIS MOKa3y TOBapiB. IX BUKOPHCTaHHS
NOKJIMKaHe: CIOPUATH MpOoAaXkaM, MPUBEPTATH yBary MOKYIMIIIB, HaraayBaTH IMOKYIIEBI PO
TOBapH, SIK1 BIH MIT OM MpUA0aTH, MiJKPECIIOYH IPUCYTHICTh OPEHIy B MarasuHi.

MosxHa BUAIUTH Taki kareropii POP:

—KOHCTPYKIIi1 3 MOJNYOK, IK1 € TOTOBUMH KOHCTPYKIIISIMU JIJ1s1 30€piraHHs TOBapy;

—3HaKH, MaTepiaiy, 110 HAJal0Th 3aMOBHUKY JI0JIaTKOBY 1H(pOpMaIlil0 PO TOBap;

—HOCI1 Ha TOJIMIIAX — II€ MaTepiaju Ta TOBAp, K BUKOPUCTOBYIOTHCS O€3MOCEPETHBO Ha
HOJIHILISX;

0.0. Cenesnvosa, O.B. Pydincvra, HJI. Kycux. Bnaug 6i3yanvhio2o Mepuanoatisuney Ha 47
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—HOBI MeJia BHMKOPHCTOBYIOTh HOBITHI TEXHOJIOTii, HalpUKIaJ EJIEeKTPOHHI
iH(opMariiHi cTeHau a00 KOMIT IOTEPHI TEPMIiHAIH.

Tpaauuiitni matepianu POP BritouaroTh: IUIakaTH, pi3HI CTEHA-AMCIUIE], peKIaMHi
MaHeJi, BiJeo-Mpe3eHTaIlll, HaKJIeHKH, TUCTIBKH, iH(OPMAIIiiHI JIUCTH, PEKJIaMHI CTEH/IH.

Bitpunu ctBOpeHi Uis TOro, 100 CHOHYKAaTH IMOKYIIIB 3aiTH B MarasuH, ILiKaBO
MIPEACTaBUTH TOBAp Ta 1HGOPMYBATHU MPO TEHJACHIII B JaHOMY ce30HI. BiH moBuHEeH OyTH
OpUTIHAIBHUM 1 NPHUBEPTATH yBary KIi€HTIB. BinmoBiiHUII KOJIp Ta OCBITJIIGHHS TaKOX
BUKOPUCTOBYIOTHCS JUIsl O(DOPMIICHHSI BUCTABKOBOTO BiKHA. BiTpuHH MOXYTh 1HGOpMYBaTH
Bac MpO HOBY KOJIEKIO, II0 BUXOJHUTh, MPO MaiOyTHI akIii Ta MOXXyTb MaTH CE30HHI YU
CBATKOBI TeMd. OIHMM 13 €JIEMEHTIB BUCTaBKOBOI'O BIKHA € MAaHEKEH, SIKUH € HalKpaum
CHOCOOOM MPECTABUTH MPOTIO3UIIII0 Mara3uHy.

OTxe, MOXHA CKa3aTH, 10 CbOI'OJIHI Bi3yaJbHUH MepuaHJai3uHT Ma€ BEIMKHHA BILIUB
HE JIMIIE Ha 30BHIIIHIA BUTJISAA KOXKHOTO MarasuHy BCi€i Mepexi, aje 1 Ha piBeHb MPOAaXKiB
IPOIO3HIIii, sIKa T0CTymHa choroai [13].

[Ilo0 nocmimuTH PpI3HUIIO BI3yaJIbHOTO MEpUYaHAAH3MHTY MK TpaauliiHUM Ta
IHTepHET-Mara3uHoM, B34TO 3a IIPUKJIAJ MarasuHu Zara.

[IpiopureTamn Zara € 3a0e3redeHHs NpUBAOIMBOI Ta BIAMOBIIATBHOI MOAW Ta
MOKpAIEHHS SKOCTI 00cmyroByBaHHs KiieHTiB [14]. Tomy 3yminemo BuOip Ui MPOBEIEHHS
JOCITIJKEHHS caMe Ha IboMY OpeH/Ii.

Icropis Zara mnouynHaeTbcs 3 BIOAKPUTTS TMEPHIOrO Mara3uHy B 1CHaHCHKOMY
npubepexxaomy Micti Kopynabs B 1975 pori, o € 3HaKOBOIO JJIsl AOBroi icTOpii KOMIaHii.
[Ipotsirom ©Oaratb0X pOKIB Zara 3ajMIlazacs BIPHOIO CBOIM OCHOBHUM I[IHHOCTSM,
BUCIIOBJICHUM IIPOCTO B YOTHPHOX KIFOYOBUX CJIOBAaX, SIKi BU3HAYAIOTH yCi Mara3wHH: Kpaca,
ACKpaBiCTh, (YHKI[IOHATBHICTh Ta CTIHKICTb.

Omnixkytounch Oyke ONU3bKMMH CTOCYHKaMH 3 KIII€HTaMH, JAu3aiiHepu Zara
IHCTUHKTUBHO pearyroTh Ha X MIHJIMBI HOTpeOU, pearyroun Ha OCTaHHI TeHJIEHIT Ta MOCTiNHI
BIITYKH, OTPUMaHi BiJ >KiHOYOI, YOJIOBIYOI Ta IUTAYOI KOJEKIii, mo0 B moTpiOHUI wac
MIOCTaBUTH HOBI 171€1 B OTpiOHE Micle.

Jlig mopanblioro BJAOCKOHAJIEHHS OOCITYyrOBYBAaHHSI KJIIEHTIB MarasMHM Zara TaKOX
BKIIIOUAIOTh  TEXHOJOTI0  pamiodactoTHoi igeHtudikamnii (RFID), BuxopucrtoByroun
HaWCy4JacHINI CHCTEMH, 1100 MHUTTEBO BIJICTEKYBATH MICIs OASATY Ta IIBUJKO HAaJlaBaTH
KJIi€eHTaM HalnomynsipHim ToBapu. Llg TexHosoris jgo3Bosinia Zara 3aBEpLIMTH
BIIPOBA/KEHHS IHTETPOBAHOI CUCTEMM YMpaBIiHHA 3amacamu Ha 49 puHKax, Ha SIKUX BOHA
MPALOE 3 IHTErPOBAHOI0 Mara3uHOM Ta IHTEPHET-TUIaT(HOPMOIO.

Konexkis Join Life Ta exo marasunu Zara € 1BOMa MPUKIIAIaMH, IO MIAKPECTIOIOThH
HEMOXUTHUH (poKyc OpeHIy Ha CTaJHil PO3BUTOK Ta MOKPAIIEHHS 00CIyroByBaHHs KJIIE€HTIB.
I{i 3MiHM OynM JOMATKOBO 30aradeHi psiioM HOBHX Ta 1HHOBAIIMHUX IMPOEKTIB, TaKHX SIK
BCTAHOBJICHHSI KOHTEHHEPIB s IepepoOKH OASTy B Mara3uHi Ta mporpama, sika 3adesmneuye
0E3KOITOBHY KOJIEKI[II0 BXXHBAHOTO OJSTY B JOMAIHIX YMOBAaxX JJIsl 3aBEPIICHHS JTOCTABKU
OHJIaH-3aMOBJICHb.

JUis TOpIBHAHHSA CKJIAQJ0BUX BI3yaJbHOTO MEpUYaHIAM3UMHTY CTalllOHApHOIO Ta
IHTepHeT-MarasyHiB, Oy/1eMO BUKOPUCTOBYBAaTH HAacTymnHY Tadu. 1.

Ha inTepHer-cTopinii Marasuny oaary «ZARA» MoxkHa Bifpa3zy mo0auuTd JIOTOTHUIL
Zara, 3poOneHuil YopHUM KoJbopoM. YopHo-Oumi ¢ororpadii, Ha SKUX MOXKHA MOOAUUTH
YOJIOBIKA 1 KIHKY B OJs31, SIKI HE JIMIIE CIHOHYKalOTh, a W MPHUBAOIIOIOTH CHOXKKMBaya 0
npuadanHs pedeit. Li mrou € MaHeKeHaMu, 3a JOMTOMOT 00 SIKUX KIIIEHT MOXe MEPEBIPUTH, SIK
BUIJIAJIAE OJST, SIKUM oMy mpomnoHye kommadid. Kpim toro, obmuyus He3aOyTHI, TOMY Iie
CTHMYIIIO€ acoIlifoBaTH Zara 3 UMM JIOAbMHU.
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Tabmuus 1 — [opiBHsIbHA TAOMMIIA CKIAJOBHUX Bi3yalbHOTO MEPUYAHAAU3UHTY TPAJAULIIHOTO
Ta IHTEpHET-Mara3uHy

Tpamuiiiiauii Mara3ux InTepuer marasun
Bitpuna marasuny I'onoBHa cTopinka(cTapToBa)
Busicka Jlorotun
[1nan 3amy g mpogax CTpyKTypa caiiTy Ta cxema HaBiramii
[lada Cropinka kareropii
[Moymns CropiHKa MPOIYKTY
Marepianu POS Peknamui 6anepu
Crenay/ oy 31 3HIDKKaMHU «amm Tex kymyroTe», «TOII 10 mpoaykTiBy
[TyHKT 06CITyrOBYBaHHS KITI€HTA Mento nonomorun/FAQ

MoskHa 3pO0OUTH BUCHOBOK, 1[0 YOPHUH 1 OLTHI KOJIBOPH, SIKI € OCHOBHUMH KOJIbOPAMH
BeO-caiiTy, € OIHUM 3 OCHOBHHX IHCTPYMEHTIB, SIKI BHKOPHCTOBYIOTHCS y Bi3yaJIbHOMY
MepYaHJai3uHIy IHTepHET-Mara3uuy.

Bapto Takox 3a3HauUTH, 10 B Mara3uHi MepioUIHO i/1e pO3MPOaax (BiH MO3HAYCHUI
Ha CTOpIHII POXXEBUM KOJbOPOM), TaKOX 3aBXKJIM JOCTyIIHa HOBa Kosekuis. Ilponax
3MIMCHIOETHCS 33 JOTIOMOTOK) XEIITEriB, SKi € HaWOLIbII MPUCTOCOBAHUMHU 1 € XOPOIIMM
CHOCOOOM OXOIUICHHSI OUTBIIOI KUTBKOCTI JIFOAEH, IIO TaKo)X BUKOHYE OJHE 13 3aBIaHb
Bi3yaJIbHOTO MEpUYaHai3uHTy (PO3MIMPEHHS A1aMa30Hy BIUIMBY KOMIIaHi1).

[Mponmaxx — Hoa konekuist — Join Life — Ictopii — [Hpopmariist — 11e OCHOBa KOHTEHTY
IHTEpPHET-CTOPIHKM Ta HaBiraimiiiHa cxema, sika MOoKa3ye HaM He TUIBKM BCIO IPOMO3UIII0
MarasuHy, aje i pi3Hi BUIU JiSUTbHOCTI, SIKI IPOBOAMTH KOMIIaHis, 00 i 4acTimme po3riisiias
KO)KeH TMOTeHUIHHUM nokynenb. BUKOHyeTbcs 1€ OJHE 3aBJaHHS  Bi3yallbHOTO
MepYaHJa3MHTY — YiTKa 1 MPO30pa KOMYHIKAI[isl MiXK KITIEHTOM 1 KOMITAHI€H0.

SIKI110 HATUCHYTH JIOBIJIKY Y BEPXHbOMY IIPAaBOMY KYyTi CTOPIHKH, TO TAaKOX 3 SBISATHCS
Ha CTOPIHIII eIEMEHTH HaBirarii, Taki sk: [Ipunoartu Ha zara.com, ToBap, [lonapynkosa Kapra,
Omuara, [locraBka, O0MmiH Ta [loBepHenHs, Marasunu ta Komnanis. L{i enemenTn oco0i1mBo
MOB’s3aHI 3 TOKYNKOK, TNPONO3MUI[SIMM Ta akKIiIMH B  MarasuHi, BKIJIIOYAIOYU
MiCIIe3HaxX0/KeHHs MarazuHiB. Lle nornomarae nocsrat oiHy 3 OCHOBHHUX IIiJIeH Bi3yaJIbHOTO
MEpYaH/Ial3uHTY — 1H(HOPMYBaHHS TIPO TOBAPH Ta MOCIYTH JaHOI KOMMaHii.

Kpim Toro, € takoxx posnum 3Haiitu Hac — Kommanis — IlomiTuka, siki He TUIBKH
MOJIETTYIOTh CIIIKYBaHHS M1 MTOKYIILIEM Ta MPOIABIIEM, ajie i TIOMOMaratoTb CTBOPUTH 1IM1JIK
KoMMaHii, ocobnuBo po3nin Kommnanis, Ae KIIEHT MOXKe 3HAWTH JeTanbHy iH(OpMAaILi0 Tpo
camy KOMIIaHilo, ii MOCTavyalbHUKIB YU IISIIBHICTh, IKY IPOBOAUTH KOMMaHisl. Ajie HE TUIbKH
BeO-cTopinka Kommanisi, ane i cropinka Join Life momomararoTh TBOpUTH iMiK KOMMAHIT i
NEePEKOHATH MOTEHLINHUX KIIEHTIB KyIyBaTH, TOMY 110 Zara BeJe BiIacHUI Oi13HeC Mpo30puM
YUHOM, BiJITIOBIJTHO /10 Cy4YaCHUX MPUHIIMITIB.

Ha cropinii npoaykTy Mo)kHa OOQUUTH caM MPOAYKT AJISl MPOAAXKY, HOTO TOCTYIHI
pPO3MIpH, a TaKOXX MOTO CKJaj, MpaBWia MpaHHs, TEXHIYHE 00ciIyroByBaHHs. J[s 3B S3Ky 3
KIIIEHTOM TaKOX JOJAIOThCSA TOCIYTH 3B’SI3KYy, TOCTaBKH, OOMIHY Ta IOBEpHEHHA. Yci
marepianu POP Takox po3maliboBaHi YOpHO-OLIMMHU KOJIBOPAMH, Miclis [J1s 30€piranHs ofsry
PO3/iIeH] 3a CTAaTTIO, BIKOM, PO3MIPOM, a TaKOK THUIIOM OAATY. TakoXX Ha CalTi € Marepiai,
SK1 HaJalTh 3aMOBHHUKY J0JATKOBY iH(oOpMalilo, TOOTO CKIaja ToBapy, NpaBHia MpaHHS,
TE€XHIYHE 00CITYyrOBYBaHHSI.

IikaBuM (hakTOM /7151 KIIIEHTIB € MOKJIMBICTD 3HAWTH BJIACHUH PO3Mip, BBIBIIN BIACHUN
3picT, Bary Ta mepeBaru Kpor, TOX y [bOMY BUIIQJIKy CIIOKHBAaY MOKE aJaNTyBaTH TOBAp 10
BJIACHHUX MOTPED.

0.0. Cenesnvosa, O.B. Pydincvra, HJI. Kycux. Bnaug 6i3yanvhio2o Mepuanoatisuney Ha 49
hopmysanHs N0ATLHOCMI KIIEHMIB
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VY 1poMy MarasuHi HeMae peKJIaMHUX OaHepiB, IO JOBOAUTS, IO MOMHUT Ha MPOIYKIIIIO
Zara XopoIui 0e3 101aTKOBO1 peKJIaMH.

[Ipomo-KomMKKM B IHTEpHET-MarasuHi Zara NpPEICTABISIOTh PO3NPOAAXK, SKUN
HO3HAYEHUH POKEBUM KOJILOPOM.

[Tommpeni 3anuTaHHs MOKHA 3HAWTH, AKIIO HaTUCHYTH JloBinky un Yar. Hatuckaroun
Yar, 311HCHIOETbCA KOHTAKT 3 KOHCYJIBTAaHTOM Zara.

Sk mpukiaa marasuHy B3sATO MarasuH "ZARA", skuii 3HaxomuTbes B ManydakTypi
(JTomss, Ionbmra) Ha 0 i 1 moBepci. KoskeHn Mara3uH MOYMHAETHCS 3 BITPUHHU Ta BUBICKH.

Y Manydakrypi € Tpu Bxoau: Bxia "Jlitu"; Bxin "XKiaku"; Bxig "Homosiku".

YopHuii Ta OiMUMH KOJBOPU € JOMIHYIOYMM B OOJaJHAHHI BXOAY JO Mara3uHy, IIo0
BU3MBAE acollialii 3 Mara3uHoM, IPUBAOIIIOE MOKYIILIIB Ta 320X0UY€ iX KyIMyBaTH.

ITopiBHSHO 3 IHIIMMM Mara3uHamH, Zara poOUTh JTy’Ke€ BEIMKHUI aKLEHT Ha IPO30pUX
BIKHAaX, HE HAKONMYYIOUM pedi Ha BXOJi, a TAaKOXX Ha OCBITJIEHHI, fKe 3aliMae OnHE 3
JOMIHYIOUMX TIO3HMIIA 3 yCIX IHCTPYMEHTIB, IO BHUKOPHUCTOBYIOTHCS HJIsi BI3yaJIbHOTO
MepYaHJai3uHry. bine sickpaBe OCBITJICHHS, YOPHUMA 1 OLIHiA KOJIBOPH - AyKe T00pe 1 JIETKO
3aram’ATOBYIOTBCS JUIsl KOXKHOT'O TTOKYTILIS.

Ha mouaTky MaraswHy € NpOIO3MINSI PO3NPOAaXy, Ha SIKy Zara poOWUTh BEIMKUI
aKIIeHT, TOMY 1110 PO3MPOJaXKi Ta 3HMXKEHI I[IHU 3aBXKIU 30UIbIIYIOTh MOMHUT CIOKUBAYiB, 110
TOTO XK 3 CaMOTO BXOJYy HEOOXiJHO MPUBEPTATH yBary KOXHOTO MOTEHI[IHOTO MOKYIIIIS.
[TimkpecauMo, 110 BXKE Ha BXOJI1 MOYKHA ITOOAYUTH OJUH 13 MPUKIIATHUX CIIOCO0IB PO3CTABUTH
pedi B MarasuwHi — 3a JONOMOTOIO BIIIaJIOK, BUKOPUCTAHHS MOJUIb, Imad, a Ttakoxk POS
MaTepiaiB, sIKi CTBOPEH1 AJI MPOCYBaHHSI MPOIYKIIli IEBHOT KOMITaHii.

[Ticns Toro, sik moGaunay Bei madu, MONHII Ta pedi, AKi € Ha BillaJKaX, MePeX0IuMO
JI0 CaMOro MPOJYKTY Ta iH(popMallii, IKy BiH MICTHUTb, BUKOPUCTOBYIOUH €TUKETKH, HA SKUX
MICTUTBCS BMICT: pO3Mip, IiHa, a Takok QR-Ko, IKuii BUKOPUCTOBYIOTH mpojiaBili. QR-ko —
e ouH 13 3aco0iB IT, mo Bxoauts g0 MarepianiB POP. V mara3uni € cneniaiabHi CKaHEpH, 3a
JIOTIOMOTOI0 SIKHX OTPHMYETHCS 1H(OpMaLis Mpo MOTOYHHWK PiBEHb 3amaciB, JAOCTYIHICThH
PO3MIpiB TOBapy, LI0 MOJETIIY€E TOUTYK NOTPIOHOT MPOIYKILIi.

CaMe 3 KOHTaKTy 3 MpOJABIEM IMOYMHAETHCS AKT OOCIYrOBYBaHHS KIIEHTIB, SIKUN
pO3TalIOBaHUM Mailke B KO)KHOMY KyTOUKY Mara3uHy, Kyl MOXe MPONTH KOXKEH IPO/1aBelb.
KpiM Toro, Ha kaci po3TalloBaHUM CTAl[lOHAPHUI MYHKT OOCIYrOBYBaHHS KII€HTIB, KyIU
KO>KEH MOXKe IPUNUTH Ta OTPUMATH HEOOX1IHY iH(pOpMaIlito.

Bcei ckitaioBi Bi3yallbHOrO MepuaHAal3uHTY, MO3HAYeHl B TaOJIUISAX, € B IHTEpPHET-
MarasuHi Ta TpaauiiiiHoMy Mara3uHi Zara. OCHOBHA BiIMIHHICTh — BUKOPUCTAHHS B IHTEpHET-
MarasuHi OUIBIIOI KUJIBKOCTI TEXHIYHMX 3acoOiB. TpamuiiiiHuii mara3uH mae oOMeKeHUi
IpOCTip, TOMY, YIOPSAKOBYIOUH MIPOCTIp MarasuHy, NpoAaBLsM NOTPIOHO 3BEpHYTH yBary Ha
T€, [0 BOHU HE 3aBXJIM CIIPOMOXKH1 BTUIMTH B XKHUTTS BC1 KOHIIEIIIIT, a JIUIIE Ti, IKI MOMJIHBI.
[Iloo iHTEepHET-MarasuHy, TO BiH HE HAJa€ MOXIIMBOCTI KIIE€HTY HNEPEBIPUTH, K CHUIUTH
IpeIMET Ha JIIOJIMHI, TOMY OOMEXEHHSM € BIJICYTHICTh (P13MYHOTO0 KOHTAKTY IEpe]] MOKYIKOIO.

Tox ocHOBM Bi3yaJbHOrO MepyaHJIAH3MHTY MOTPiOHI KOKHOMY MarasuHy, mo0 He
JIOITYCKATH TaKUX TTOMUIIOK, SIK:

—Oaarat Ha MMOJIMIIX — OJIHA 3 HAHUMOIIMPEHINX MOMIIOK. He icHye JiTKoro npasuia,
Ha MICTaBl SKOTO OYyTh BJIAIITOBAHI TOBApPH, 1 UITKOTO YSIBJIEHHS PO T, 1[0 3aHAATO O6araTo
MapoOK MOXYTh CTBOPIOBATH Yy IOKYIILS BPaKEHHS, IO BIAMITOBXYE HOro BiJx MpHUIOaHHS
TOBapYy;

—YacTi 3MiHU €KCIIO3UIIii - PO3TallyBaHHS MOJMIb, PO3TAIIYBaHHS MPOAYKTIB y 3aili Ta
TOBapiB Ha MpUJIaBKax MPHU3BOIATH 10 TOTO, IO TMOCTIWHI KII€HTH, SKI 3BHKIM 0 iXHIX
TOPrOBUX MapILIPyTiB, MOYHYThH BIIMOBJISATHUCS BiJl TOBApiB, Ki BOHU HE MOXYTh 3HAUTH, 11100
3a0Ia/INTH Yac;

50



ISSN 2522-9087  (Print)

MapkeTHHr 1 1uPOBi TEXHOJIOTIT Tom 4, Ne 3, 2020 ISSN 2523-434X (Online)

—TI0raHa KOMYHiKarist abo ii BiICYTHICTb.

Jlo aHamizy BUKOPHUCTaHHs Bi3yalbHHUX IPaKTHMK MepYaHIAaW3MHIYy MarasuHiB Zara
MOYKHA JJOJaTH KOPUCHICTh BUKOPUCTAHHS 1€ ¥ TaKUX MPUHLMUIIIB, SK:

1 — mpaBuso Tprox. Tpu — 11e MariyHe 4YMCIIO IPH CTBOPEHHI ekcro3uiii. He Tinbku
NPUBEPTAE yBary 3aMOBHHKA, ajle TAKOX JIOIIOMAra€ 3aKpillUTH 30BHIIIHINA BUTJISA TOBApY B
roro mam’sati. Ock yomy Oararo (axiBIliB 13 Bi3yaJIbHOTO MEpYaHAAN3UHTY JOTPUMYIOTHCS
«TpaBHiIa TPHOX». BapTo maM’siTaTu, KOJIM BIAIITOBYETHCS MAKET: AOLIBHO PO3MICTHTH TPU
TOBAapHU NOPYY. SIKIIO TOBApH BCTAHOBIIIOIOTHCS 3a BHCOTOIO — BUKOPHUCTOBYETHCS IMOALT Ha
MaJli, Cepe/iHi Ta BUCOKI, TOJII SIK, KEPYIOUHCh IIMPUHOI0, BUKOPUCTOBYETHCS MO HA BY3bKI,
CepeNHi Ta MUPOKi. SKIIo € HaMmip MPUBEPHYTH yBary KJII€EHTIB, sIKIi OPIEHTYIOTHCS Yy BUOODI
TOBapy Ha OCHOBI IIiH, TO PO3MILIYIOTHCS TOBAPH B MOPSAKY BiJl HAIIEIIEBIIIOTO IO CEPETHBOTO
1 10 HaWaopoXk4doro. 3aBASKM LbOMY I[OKYyNELb IIBUIKO 3Halae ToBap 3 HaHOLIbII
BiJITIOBiTHOIO I[iHOIO.

2 — npuHmun mipamigd. IlpuHOMO mipaMiad 3aCTOCOBYETHCS 10 TPUKYTHOTO,
IIPOCTOPOBOTO BiZJOOpakeHHs TOBapiB. bararo MarasmHiB BUKOPHCTOBYIOTH IO TEXHIKY, TOMY
0 BOHa mepeBipeHa 1 edeKkTuBHA. 3abe3MeUnuTH PI3HOMAHITHICTH (OPM, YTBOPEHUX
nipaMiJHIMU BUpOOaMu, 0 O3HAYAE, 10 BUCTABKA HE € IJIOCKOI0 a00 HYITHOO.

Hagseneni npaBuiia NOIMPIOIOTHCS HA BC1 TUIM €KCIIO3UIIIH, HE3aJIEXKHO BiJl TOTO, YU 11€
MOJTUTIS 9H mada.

BHCHOBKH 3 1aHOT0 JOCJII’KEHHS i NepCNEeKTUBHU MOJAJbIINX PO3POOOK 32 JaHUM
HanpsAMoM. JIOSUTBHICTh Yy Yach €KOHOMIYHOI HeCcTaOUTbHOCTI NPOSBISAETHCS HE JIHMIIE Y
BUIJIAJII 3A1MCHEHHS TOBTOPHUX KYIIBENb, aje ¥ y BUIVISAI Iponaranaud. ToOTO OCHOBHOIO
METOI0 MApKETHHTY CTa€ HE TUIbKM 3a0e3MeveHHs MPOJaxiB, a me i (opMyBaHHS pemyTamii
MOCEPEAHUIITBOM 300py MO3UTHUBHUX BIATYKIB KIII€HTIB Ha MPOIYKIIIO Ta caMe MiANPUEMCTBO.
HInsx KITi€HTa B MOSBU MOMUTY 0 3MIHCHEHHS KYIIBJIl MPOXOANUTH KiJIbKA CTaMdii, HA SIKUX
BiJI0OYBA€THCS BILIUB SIK BIACHOTO JOCBilY, PEKJIIAMHUX il MiJIPUEMCTB, TaK 1 JIyMOK 1HIIMX
Jroel, B TOMY YHCII CHIJIBHOTH B IHTEpHET. BisyanbHuil MepyaHIAi3UHT BIUIMBAE Ha
(dopMyBaHHS JIOAJIBHOCTI Ha eTami 3A1HCHEHHs KymiBii, Ha erami Aii. BiH BHKOpHCTOBYE
PI3HOMAHITHI IHCTPYMEHTH [UIsl ONTHUMAJBHINIOI TpEe3eHTalli TOBapiB MiJNPUEMCTBA
CHOXHBayaM, Ta (OpMye Bi3yallbHUH KOHTAKT y Mara3uHi. SIKIO MOpiBHIOBAaTH Bi3yaJlbHHUN
MepUYaHAAl3UHT CTalllOHAPHOTO Ta IHTEpHET-Mara3uHy, TO MOXHa 3pOOMTH BHUCHOBOK IIPO
PI3HOMaHITHICTh 1IHCTPYMEHTapIil0 Ta /€Ki 0cOOIMBOCTI KOKHOI muatdopmu Toprisii. Tak,
CTal[lOHapHI Mara3uHd MarlTh IiepeBary y O0e3locepeHbOMY KOHTAaKTI CIIOKHMBaya 3
IPOAYKIIE€I0 Ta MOKJIMBOCTI MOMNEPEIHBOT0 TECTYBAaHH, MPUMIPKHU, Y TOM Yac SK IHTEpHET-
Mara3uH HaJla€ 1HIIY TepeBary — 3J1MCHEHHS KYIIBII BiJaleHO, 0€3 HEOOX1THOCTI BJIACHOI
IPUCYTHOCTI y CTalllOHapHOMY MarasuHi. BizyanbHuii Mepuanaaii3uHT BIUIMBAE HA JIOATIBHICTD
MOKYMIIB JOCUTh OIMOCEPEIKOBAHO, HETMOMITHO MJII CaMOTO KJIi€HTa. AJle OCKUIBKH BiH
3a0e3neuye KoMpOpT Mporiecy 3AIMCHEHHS KYMiBJIl MOCEPETHUIITBOM Bi3yalbHUX €JIEMEHTIB,
TaKUX SIK KOJbOPH, MPOCTOPOBI KOMIO3MIII, BITPUHHU, OCBITJICHHS, MICL€ PO3TAlIyBaHHS,
BUBICKH, PEKJIaMHI IJIaTaTH, MapKyBaHHsS TOILO, TO WOTO BIUIMB JOLIUIBHO BPaxoBYBaTH Y
MapKETUHI OB} A1SUIBHOCTI MiIPUEMCTB.

[lepcnexkTBaMM MOAATBIIUX PO3POOOK MAIOTh OyTH OLIbII JETajbHI JOCHIIHKEHHS
BI3yaJIbHOTO0 MepYaHal3UHTY Y po3pi3l IHPOpPMaLIHUX TEXHOJOT1H, 1110 BUKOPUCTOBYIOTHCS
y IHTE€pHET-MapKETUHTY

1. Wmumuk C.B., Jlyueitko M. Bisyanvuuili mepuyandatizune: Matepiaim MIKHApOIHOI HAyKOBO-
MPaKTHYHOT KOH(EPEHIiT CTYICHTIB 1 MOJIOJUX Y4YeHHX ,,COlllalbHO-€KOHOMIYHI acleKTH PO3BUTKY
exoHoMiku“, M. TepHomine, 27-28 kBitHs 2017 poky. T.: THTY, 2017. C. 72-74.

0.0. Cenesnvosa, O.B. Pydincvra, HJI. Kycux. Bnaug 6i3yanvhio2o Mepuanoatisuney Ha 51
hopmysanHs N0ATLHOCMI KIIEHMIB



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 4, No 3, 2020 ISSN 2523-434X (Online)

2. Comomsmarok H.H., I'ymenna H.H. BisyanbHuii MepuaHHai3WHT K I1HCTPYMEHT YIPaBIiHHA
po3npioHEM TipojakeM. DPopmysants punkosux gionocun ¢ Ykpaini. 2018. Ne 12. C. 56-64. URL:
http:/nbuv.gov.ua/UJRN/frvu_2018 12 8 (mara 3BepHenns 11.06.2020).

3. Hibpoa T.I'. MepuaHmali3WHT SIK IHCTPYMEHT IIPOCYBaHHA OpeHJa Ha CIIOXHBUOMY PHHKY.
Exonomiunuii éicnux HTYY «KIIl». 2010. Ne 47. C. 161-165.

4. Pozymeii C.b., Homok A.B., Cemenenko K.}O. Bizyansuuii Mepuangai3uar (BiTpHHICTHKA) SIK 32Ci0
MPOCYBaHHS TOBapy. biznec-nasiecamop. 2018. Ne 2-2. C. 47-51. URL:
http://nbuv.gov.ua/UJRN/bnav_2018_2-2 11 (xara 3Bepuenns 11.06.2020).

5. Tarymosa H.M., Jlicima B.B., IBanmoB l0.B. MepuaHmaif3suHr: KpeaUTHO-MOAYIBHHNA KypC
Hapuanbnuii nocionuk. Kuis: Llentp yuboBoi siteparypu, 2014. 332 c.

6. ®imin Kotnep, I'epmaBan Karapmxkas, IBan CerwsBan, Mapketunr 4.0. Bin TpaumiitHoro m0
udposoro. Kuis: Bumasanga rpyna KM-BYKC, 2019, 224 c.

7. borosiBnenckuii O.B. YnpasiniHHs JOSIIBHICTIO CIIOKMBAUiB Ha BITYM3HAHUX 1 3aKOPAOHHHUX PHHKAX
K (hakTop MiABHILEHHS KOHKYPEHTOCIPOMOXKHOCTI MPOAYKUil. BicHUK eKoHOMIiKU mpauchnopmy i
npomucnosocmi. 2011. Ne 36. C. 331-336.

8. Bnogiuena O.I'. OcHOBHI miaxoau Ta 0coOIMBOCTI (hOopMyBaHHs €EKTHBHUX MPOTrpaM JIOSUILHOCTI
openny. Mapxemune. 2018. Ne I-11 (69-70). C. 69-79.

9. IpannikoBa M.M. MapKeTHHTOBE YIIPaBIiHHS JOSIIBHICTIO CIIOKUBAYiB. Mapkemune i MeHeoicMenm
innosayiti. 2014. Ne 3. C. 62-72. URL: http:/nbuv.gov.ua/UJRN/Mimi_2014 3 8 (mata 3BepHEHHSA
11.06.2020).

10. Kopxenko K.A. ®opmyBaHHS  JOATBHOCTI  CIIOXHBA4iB HAa  OCHOBI  OIIIHKH
KOHKYPEHTOCIIDOMOXKHOCTI ~ mponaykuii.  Tpaexmopisa  wayku.  2015. Ne  2-3. URL:
http://pathofscience.org/ index.php/ps/article/view (nara 3pepuenns 11.06.2020).

11. ITerpuuenko I1.A., Pyninceka O.B., SIpomiu C.A. JIosIBHICTh KII€HTIB Ha CIOXXHBYOMY PHHKY:
OCHOBHI TIOHATTS 1 TeHACHIIIT pO3BUTKY. bisunec Ingpopm. 2012. Ne 5. C. 255-257.

12. Wiszowata. U. Czym jest i jaka jest rola visual merchandisingu? 2017. URL:
https://fashionbiznes.pl/ok-tylko-o0-co-chodzi-o-odeslaniu-do-rozdzialu-7-na-samym-koncu-visual-
merchandising-kiedys-a-dzis/ (nata 3Bepuenns 11.06.2020).

13. Gajewska, P., Piskrzynska, K. Wptyw visual merchandisingu na decyzje zakupowe klientoéw ZN
WSH Zarzadzanie. Bielsko- Biata. 2016. Ne 4. C. 18.

14. Our Brands — Zara. URL: https://www.inditex.com/en/about-us/our-brands/zara (n1ata 3BepHEHHS
11.06.2020).

1. Shpylyk S., Lucheiko M. (2017) Vizualnyi merchandaizynh [Visual merchandising]. Proceedings of
the International scientific-practical conference of students and young scientists "Socio-economic
aspects of economic development” (Ukraine, Ternopil, April 27-28, 2017). T.: TNTU, pp. 72-74.

2. Solomianiuk N. N., Humenna M. V. (2018) Vizualnyi merchandaizynh yak instrument upravlinnia
rozdribnym prodazhem [Visual merchandising as a tool for retail management]. Formation of market
relations in Ukraine, no. 12, pp. 56-64. Available at: http://nbuv.gov.ua/UJRN/frvu_2018 12 8
(accessed 11 June 2020).

3. Dibrova T.H. (2010) Merchandaizynh yak instrument prosuvannia brenda na spozhyvchomu rynku
[Merchandising as a tool to promote the brand in the consumer market]. Economic Bulletin of NTUU
«KPI», no. 47, pp. 16 —-165.

4. Rozumei S. B., Doliuk A. V., Semenenko K. Yu. (2018) Vizualnyi merchandaizynh (vitrynistyka)
yak zasib prosuvannia tovaru [Visual merchandising (showcase) as a means of product promotion]
Business Navigator, issue 2-2, pp. 47-51. Available at: http://nbuv.gov.ua/UJRN/bnav_2018 2-2 11
(accessed 11 June 2020).

5. Tiahunova N.M., Lisitsa V.V., Ivanov Yu.V. (2014) Merchandaizynh: kredytno-modulnyi Kkurs.
Navchalnyi posibnyk. [Merchandising: a credit-module course. Textbook]. Kyiv: Tsentr uchbovoi
literatury, 332 p.

6. Kotler F., Katardzhaia H., Setiavan Y. (2019) Marketynh 4.0. Vid tradytsiinoho do tsyfrovoho
[Marketing 4.0. From traditional to digital]. Kyiv: Vydavnycha hrupa KM-BUKS, 224 p.

52



ISSN 2522-9087  (Print)

MapkeTHHr 1 1uPOBi TEXHOJIOTIT Tom 4, Ne 3, 2020 ISSN 2523-434X (Online)

7. Bohoiavlenskyi O.V. (2011) Upravlinnia loialnistiu spozhyvachiv na vitchyznianykh i zakordonnykh
rynkakh yak faktor pidvyshchennia konkurentospromozhnosti produktsii [Consumer loyalty
management in domestic and foreign markets as a factor in increasing product competitiveness]. Bulletin
of Transport Economics and Industry, no. 36, pp. 331-336.

8. Vdovichena O.H. (2018) Osnovni pidkhody ta osoblyvosti formuvannia efektyvnykh prohram
loialnosti brendu [Basic approaches and features of forming effective brand loyalty programs].
Marketing, issue I-11 (69-70), pp. 69-79.

9. Ivannikova M.M. (2014) Marketynhove upravlinnia loialnistiu spozhyvachiv [Marketing
management of consumer loyalty]. Marketing and management of innovations, no 3, pp. 62-72.
Available at: http://nbuv.gov.ua/UJRN/Mimi_2014_3 8 (accessed 11 June 2020).

10. Korzhenko K.A. (2015) Formuvannia loialnosti spozhyvachiv na oshovi otsinky
konkurentospromozhnosti produktsii [Formation of consumer loyalty based on the assessment of
product competitiveness]. Trajectory of science, no. 2-3. Available at: http://pathofscience.org/
index.php/ps/article/view (accessed 11 June 2020).

11. Petrychenko P.A., Rudinska O.V., Yaromich S.A. (2012) Loialnist kliientiv na spozhyvchomu
rynku: osnovni poniattia i tendentsii rozvytku [Customer loyalty in the consumer market: basic concepts
and trends]. Business Inform, no 5, pp. 255-257.

12. Wiszowata. U. Czym jest i jaka jest rola visual merchandisingu? 2017. URL:
https://fashionbiznes.pl/ok-tylko-0-co-chodzi-o0-odeslaniu-do-rozdzialu-7-na-samym-koncu-visual-
merchandising-kiedys-a-dzis/ (accessed 11 June 2020).

13. Gajewska, P., Piskrzynska, K. Wptyw visual merchandisingu na decyzje zakupowe klientoéw ZN
WSH Zarzadzanie. Bielsko- Biata. 2016. Ne 4. C. 18.

14. Our Brands — Zara. URL: https://www.inditex.com/en/about-us/our-brands/zara (accessed 11 June
2020).

Seleznova Olha, Doctor of Economics, Associate Professor, Professor of the Department of
Marketing and Business Administration, I.1. Mechnikov Odessa National University (Odessa, Ukraine).

Rudinska Olena, Ph.D., Associate Professor, Associate Professor of the Department of
Management and Innovation, I.I. Mechnikov Odessa National University (Odessa, Ukraine).

Kusyk Nataliia, Ph.D., Associate Professor, Head of the Department of Accounting and
Taxation, I.1. Mechnikov Odessa National University (Odessa, Ukraing).

The Influence of Visual Merchandising on the Formation of Customer Loyalty.

The aim of the article. In modern conditions, marketing exists on a border between the
traditional and the digital. The visual merchandising affects not only stationary but also online stores.
It must be adapted to volatile trading conditions and be adapted to consumer behavior and needs. The
authors believe that the ultimate goal of modern marketing is not only in the purchase of goods or
services, but in the achievement of customer loyalty as well. Because in the changing of conditions of
the economies of countries, high load of information, oversaturation of commodity markets and
accelerating the overall pace of society, there is a need to form loyalty to their own customers for the
survival of enterprises. Convenience of purchase, the level of service quality, price, quality and
compliance with existing trends in the goods are the main motivation to the purchase and a prerequisite
to the formation of loyalty. The aim of the article is to substantiate the influence of visual merchandising
on the formation of customer loyalty on the example of a stationary and online store.

The results of the analyses. The article investigates the tools of visual merchandising of a
stationary and online store in the context of its influence on the formation of customer loyalty. The
influence of modern marketing trends on the concept of AIDA and its transformation into 5A is revealed.
The step-by-step content of the buyer's path from the stage of knowledge to the stage of propaganda is
detailed and described. The essence of visual merchandising and the composition of its main elements
are given. It has been shown how visual merchandising influence customer loyalty at the stage of
purchasing through visual elements such as lighting, colors, fonts, signs, shop windows, shelves and
cabinets, position of goods at the point of sale, place of store, etc., which in combination form
impressions of the buying process and consumer satisfaction. There are revealed the tasks and tools of
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visual merchandising with details and descriptions of most of them. It is justified the choice of the store
for conducting a study of the impact of visual merchandising on customer loyalty. The difference
between the tools of visual merchandising of a stationary and online store on the example of Zara
clothing retail chain is analyzed. A brief description of Zara store is presented. The possible actions of
the buyer at the stage of the purchase process and the composition of the elements of visual
merchandising of the website are analyzed. The analysis of the buyer's path in a stationary store is
given. It is concluded about the different advantages of both options of trade, i.e. the possibility of direct
contact with goods and the possibility of remote purchase. Possible mistakes of visual merchandising in
the process of loyalty formation are indicated. It is also recommended to use additional principles of
visual merchandising to enhance the positive effect (the pyramid principle and the rule of three). The
scientific novelty of the work is the allocation of visual merchandising as a separate tool in the process
of forming customer loyalty, which is justified by the extension of the AIDA concept to 5A: to aware, to
appeal, to ask, to act, to advocate.

Conclusions and perspectives for further research. Visual merchandising affects customer
loyalty quite indirectly, which is unnoticed by the customer. But since it provides comfort of the purchase
process through visual elements such as colors, spatial compositions, shop windows, lighting, location,
signs, billboards, markings, etc., its impact should be taken into account in the marketing activities of
enterprises. Prospects for further development should be in more detailed studies of visual
merchandising in terms of information technology used in modern marketing.

Keywords: marketing 4.0, loyalty, visual merchandising, stationary store, online store.
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INEPCIIEKTUBH PO3BUTKY INIOTEHIIAJIY CBITOBOTI'O EJIEKTPOHHO-
JJOI'TCTUYHOI'O PUHKY

Y3azaneneno cyuacui umanpamu po3eumxy CEIM0O6020 eNeKMPOHHO-I0ICIMUYHO20 PUHKY.
Buoineno menodenyii: xonconioayin uepez cucmemy 31ummie i NO2IUHAHb, CIBOPEHHS MINCHAPOOHUX
HAYKOB0-8UPOOHUYUX ANIbAHCIE, PO3POOKA HOGIMHIX NPOSPAMHUX NPOOYKIMIE O CUCEMU €-TI02ICIMUKU
3poCcmanHs ceemenmy MobOinbHOI Komepyii; po3uupents cepu nociye, wo HadalombCs CHONCUBALAM
yepes Inmenem. Po3pobneno i 0OIpyHmMOSAHO cucmemy MeXauizmie po36UMKY MIidCHAPOOHO20 ma
HAYIOHANbHUX e/IleKMPOHHO-TI02ICIUYHUX PUHKIG. [JaHo peKkomenOayii wo0o CMeopeHHs aHATIMUYHOL
0azu OYiHKU PO3GUMKY Ce2MeHMI8 PUHKY GIOHOCHO Pe3yIbmMamueHol inmespayii Kpainu 00 cimogozo
PUHKY eIeKMPOHHOL 102ICIMUKU.

KitouoBi cioBa: CBITOBHIA €IEKTPOHHO-JIOTICTUYHUN PHHOK, MEXaHI3MH e-JIOTiCTHKH,
CTPYKTYpHIi TpaHC(opMarlii, CTaINi pO3BUTOK €-JIOTiCTHUKH.

DOI: 10.15276/mdt.4.3.2020.6

ITocTtanoBka mpobJiieMuH B 3arajbHOMY BHUIJISIAI Ta ii 3B’A30K 3 Ba'KJIMBUMH
HAYKOBHUMHM 200 NPaKTHYHMMHM 3aBIaHHAMM. TpaHchopmarlii, o BiAOyBarOThcs y CydacHin
CBITOBIM €KOHOMIII MiJ BIJIMBOM IPHCKOPEHHS HAYKOBO-TEXHIYHOI'O MHpPOrpecy, MpOIECiB
iH(popMaTH3alii, riodasizanii Ta perioHanizauii npu3Bean 10 GOpMyBaHHS HOBHX IiJIXOIB Ta
METO/MIB BeJeHHs1 Oi3Hecy. [700anbHUN CBIT HEBIMUHHO IMPOCYBAETHCS 0 1H(OpMAIHHO-
IHHOBALlIMHOI €MOXM, MEepeKeBOi EKOHOMIKM, Yy sKiii Oiidblia yacThHa OIi3HeCy CcTae
€JIEKTPOHHOIO 1 3/IHCHIOEThCS y Mepexi [HTepHeT Ha 6a3i 1H(opMaliiHO-KOMYHIKAIIHUX
texuojorii (IKT) [1].

VYcknaaHeHHsT  30BHINIHBOGKOHOMIYHHMX  BIIHOCHMH 3a PaxXyHOK  3arOCTPEHHS
KOHKYPEHTHOi O0pOThOM Ha CBITOBHX PHMHKAaX BH3HAUalOTh HEOOX1IHICTh PO3POOKU HOBITHIX
MEXaHI3MIB 3a0€3MEeUeHHs] CTajoro PO3BUTKY TJ00ATBHOTO EJIEKTPOHHOTrO Oi3Hecy.
3nifCHeHHsl cTpaTerii po3BUTKY 1H(OpMAIiiiHOro CycHiibCTBa y MPOBIAHUX KpaiHax CBITY
CBITUUTH MPO T€, L0 OAHUM 13 TaKUX MPIOPUTETHUX IHCTPYMEHTIB 3pPOCTAHHS PHUHKY
€JIGKTPOHHOI KOMep1ii € HOro MocTynoBa JorictTu3anis. MiXXHapoJHHH TOCB1JT 3aCBIIUYE, 110
BUKOPHUCTAHHS MOJIENI €JIEeKTPOHHO-JIOTICTHYHHUX 3aKYIIBEIbh Y CHCTEMi BEIMKOTro Oi3HECy
NPU3BOJUTH 10 €KOHOMII Oa13bK0 45% BapToCTi TpaHcakuid. Lle miakpecitoe akTyaabHICTh
MIPOBEJCHHS IOCIIJKEHb Y cpepl PpO3BUTKY €JIEKTPOHHO-JIOTICTUYHOTO Oi3HECy.

© 2020 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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Jis Ykpainu, sika Ma€ JOCUTh MEPCIEKTUBHI MEepeayMOBH iHpopMaTH3alii 0i3HeCcy
caMe JIOTICTH3aIlisd EJIEKTPOHHO-KOMEPIIIHHUX TPOIECIB MOXKE CTaTH HAWBAKJIMBIIINIM
(axTOpPOM MiABUIIEHHS KOHKYPEHTOCTIPOMOKHOCT] KpaiHU Ha CBITOBHX PHHKAX, y TOMY YHCIII,
eJIeKTpOHHUX. ToMy BHMHHKae HEOOXIJHICTb OOIPYHTYBaHHS IEPCIEKTHB PO3BUTKY
€JIGKTPOHHOTO Oi3HECY Ta MeXaHi3MiB MOTO MPAaKTUYHOTO 3aCTOCYBAaHHS 3TiIHO 3 HOBHMHU
r100aTbHUMHU BUKJIMKAMU 11010 PO30yA0BH 1H(GOPMAIITHOTO CYCITIIbCTBA.

AHaNi3 oOCTaHHIX A0CHiIKeHb i myOJikaniii, B fIKMX MNOKJAJAeHHIl MMOYaTOK
BHPIIIEHHIO JaHOI MPOo0JeMH i HA AKi cnupaeTbes aBTOP. CyTTEBUN BHECOK B PO3BHUTOK
TEOopii Ta METOAOJIOTI1 MPOIIECIiB JIOTICTU3AIlIT TOCTIONAPCHKUX CUCTEM Ta €JIEKTPOHHOTO Oi3HECY
BHECIIM Taki Biomi 3apyOiDKHI Ta BiTunm3HsHI HaykoBmi, sk JI. Bayepcokc, JI. Ko3z'e, T.
Croynep, .M. Kpicrodep, H. MemkuboBchka, M. Oknauaep. . SmkiH.

B poGori [2] po3rnsgHyTo npUHIUNK (HOPMYBaHHS CHCTEMH EJIECKTPOHHOTO
00CITyroByBaHHS IMIOCTABOK.

B pobori [3] 3mificHeHa ertami3aiisi PO3BUTKY €JIEKTPOHHOTO IIOCTa4aHHS B
IIPOMHCIIOBOCTI, 3aIPOTIOHJIOBAHO HANPSIMUA (POPMYBAHHS CUCTEM EJIEKTPOHHOTO IMOCTaYaHHs
B YKpaiHi.

B poborti [4] 3ampornoHOBaHO METOAMYHHMM MiIXiJ IO YIPaBIiHHS JOTiICTUYHUMH
IpolecaMy 3 BpaxyBaHHM [Iii YNHHHUKIB HEBU3HAYEHOCTI, 10 HOCATh BUITAJKOBHI XapaKkTep.

BujineHHs1 HeBUpilleHMX paHille 4YacTHH 3arajbHoOi MNpodjeMH, KOTPHUM
NPHUCBAYYETbCST cTaTTd. He3Bakaioum Ha 3HAYYINICTh HAYKOBUX PpO3poOOK (akropu
PO3BUTKY CBITOBOTO  EJIEKTPOHHO-JOTICTUYHOTO PHHKY 3aJMIIAIOTHECA  HEJOCTaTHBO
IOCIIJPKEHUMMU.

@opMyTI0BaHHS MeTH CTATTi (IOCTaHOBKA 3aBAaHHs). Meroo cTarTi €
y3arajJbHEHHS 1 CHCTeMaru3allisi MPIOPUTETHUX BEKTOP-(haKTOPIB CTAJIOr0 PO3BUTKY
HAIIOHAIBHUX 1 CBITOBOTO PHHKIB €JIEKTPOHHOT JIOTICTHKH.

BukinageHHs1 OCHOBHOr0 mMartepiajny IOCJHiKeHHs 3 MOBHMM OOIDYHTYBAHHSIM
OTPUMAHMX HAYKOBMX Ppe3yabTaTiB. B KOHTEKCTI pPO3BUTKY CydyacHOI TJ00ambHOI
IHHOBaLIHOI TinepkoHKypeHLii Taki nepxasu, sk CIIA, kpaimn €C, Kwuraii, Snonis,
[IIBeiinapis Ta iH., MOKa3yIOTh HAHOUIbII BUCOKUN PIBEHb PO3BUTKY €1€KTPOHHO-JIOTICTUYHOTO
0i3Hecy, YOMY CIPUSIOTh:

1. Po3ymiHHS 3pOCTat040ro 3Ha4Y€HHS €JIEKTPOHHOI JIOTICTUKH B Cy4acHI €eKOHOMIII];

2. HasiBHiCTh HEOOX1JHOI HOPMAaTUBHO-IIPABOBOI 0a3y;

3. CucreMHu#l miaxig y po3poOll HallOHAJIBHOI MOJITUKH PO3BUTKY €JIEKTPOHHOIO
0i3Hecy;

4. Bucokuii piBeHb PO3BUTKY JIOTICTUUHOT 1HPPACTPYKTYPH;

5. IlocTiifHO 3pOoCTalouuii piBEHb KUTTS HACEJICHHS;

6. HasBHiCTh JOCTymy B HAaceJ€HHs /0 HOBITHIX 1H(OpPMAaLIMHUX TEXHOJIOTIH 1
KOMYHIKaIlii;

7. EdbexTHBHE BUKOPUCTAHHS MEpEBar eJIeKTPOHHO-JIOTICTUYHOTO Oi3Hecy [5, 6].

OpHak CBITOBUH PUHOK €JIEKTPOHHOI JIOTICTUKU BKpail HEOJHOP1IHUI 3 MOy PiBHS
HOro po3BUTKY K B OKpPEMHUX perioHax HaBiTh BUCOKOpo3BHMHeHHX aepxkaB (Kanana,
HIBeitnapis, Anonis, Kutaii 1 iH.), Tak 1 B po3pi3i KpaiH BETMKUX IHTETpalliiHUX yrpyHOBaHb,
30Kpema, €Bpocoro3y, Je BHIUIEHI KpaiHu 3 BUCOKUM (nepkaBu CkanauHaBii, benimokcy,
Himeuyunna, BenukoOputanis Ta iH.), cepenim (®panmis, Itamis, Yexis i 1H.) 1 HU3BKUM
(xpainu CxigHOi €Bponu) piBHEM PO3BUTKY €JIEKTPOHHO-JIOTICTHYHOTO O13HECY.

[Ipu npoMmy, 3arajJbHUMHU MPOOJEMaMU CBITOBOI'O PHUHKY €JIEKTPOHHOI JIOTICTUKHU 3
TIOTJISTY HEPIBHOMIPHOCTI po3BHTKY € [7, 8]:

— 1dpoBa HEPIBHICTh MK KpaiHaMU 1 perioHaMu;
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— Cepio3Hi BIAMIHHOCTI B MOXJIMBOCTSAX IIHPOKOCMYTOBOT'O JOCTYIY JIO MEpexi
IntepHer, 1m0 HE CTBOpHOE A OaraTbOX TEPUTOPIA OO0'€KTUBHUX IEPEIyMOB JUis
MPUCKOPEHOTO PO3BUTKY cerMeHTiB B2B Ta B2C enekTpoHHOTO pUHKY;

— TPYAHOLIl B CHPHUHATTI HOBUX 1H(OpPMAIIHHO-KOMYHIKAIIIMHUX TEXHOJIOTIN
KOPITOpAI[isIMH 1 HACEJICHHSAM OKPEMHX KpaiH;

— BIICYTHICTh MaTepialbHO-(DIHAHCOBHX 1 TEXHOJIOTIYHUX PECYPCIB y MATHUX 1 CEPEaHIX
HIiATPUEMCTB, 1110 CTPUMY€E BIPOBAHKEHHS CHCTEM 1 ITPOLECIB €JEKTPOHHO]I JIOTICTHKH;

— HU3bKa CXWJIbHICTh KOPIIOPALliii 1 HACENIEHHS /10 3/IHCHEHHS TPAHCKOPJAOHHUX YTOJI;

— BHCOKHMH piBeHb ()ParMEHTApPHOCTI CBITOBOI'O PHHKY EJIEKTPOHHO-JOTICTHYHHUX
HOCIYT.

VY3aranpHIOIOYM HAsBHI 1aHi MPOBEIEHUX AOCHIIHKEHb, MOXKHA 3pOOUTH BUCHOBOK PO
T€, 1110 CBITOBUI PUHOK €JIEKTPOHHOI JIOTICTUKH B Cy4aCHUX YMOBax BKpall (hparMeHOBaHUIA.
Ha HpoMYy 371HicHIOIOTH Oi3HEC-TIporiecu Oubine 63 tuc. hipMm, 93-94% 3 sxux — cepeani abo
MaJli 3a MOTEHINAIOM 1 32 0OMEKEHUMH O0CSTaMU HasBHUX TEXHOJIOTIYHHMX, MaTepialbHUX 1
¢dinancoBux pecypciB. IIpm npomy, Ha vactky 40 TpOBIZHMX KOPHOpaLid, IO MAalOTh
0e3yMOBHUI MPIOPUTET HA MIOOATBHUX 1 BHYTPIIIHIX E€IEKTPOHHO-JOTICTUYHUX PHHKAX,
npurnaae oinpire 38% mpogaxis yepe3 mepexy [aTepuer [9].

3 MOTJIsiAY CTPATETYHUX OPIEHTUPIB EKOHOMIYHOTO PO3BUTKY YKpaiHH 1 MEPCTIEKTHB i
iHTerpaLii 31 CTPYKTypaMu CBITOBOTO €JIEKTPOHHO-JIOTiICTUYHOTO PHUHKY, OCOOJIIMBHI iHTEpeC
BUKJIMKAIOTh TEHJCHLI, 10 BIIOYBalOTHCs Ha €BPONEHCHKOMY PUHKY €JIEKTPOHHOIO Oi3Hecy,
KW Ma€ 3HAYHHUIA TTOTEHITIAN 1 TTOKa3ye cTabuIbHI TeMITr 3pocTanHs. [Ipu oMy 3a mepion 3
2014 no 2018 poku cepenHbOPIUHUE 3POCTAHHS BUTPAT HA €JIEKTPOHHY JIOTICTHKY B €Bpormi
cknanas 3,4-4,1%, mo 3uauHo BUIIe TemiriB npupocty BBII y kpainax €C 3a 1ei xe nepiof
(2,4-2,7%) [9].

JlocmiKeHHs CTpaTeriuHuX MiIX0/iB BeleHHs Oi3HeCY HAWOUIbIIMMHU €BPOTIEHCHKUMHI
npoBaiinepamu enektponHoi yorictuku (Exel, DHL, TNT Logistics 1 iH.) Aa€ MOXJIHBICTb
0COOJIMBO MIAKPECIUTH, IO B IIJIOMY BOHH CHPSIMOBaHI Ha 3pOCTaHHS SKOCTI MPOTPaMHOTO
3a0e3MeueHHs]  €JIEKTPOHHO-JIOTICTUYHUX — TOCIYT, SKI HaJalTbesd, iX reorpadiuny
nuBepcr(iKOBaHICTh 1, HA 1[I OCHOBI, 3a0e3neueHHs TpuOyTKOBOCTI komepiii. [Ipu mpomy
BOHM IparHyTh A0 MOCTIMHOI iHTerpauii HasBHUX Oi3HEciB. YcCi CBITOBI JiiepH HAa PHHKY
€JIEKTPOHHOI JIOTICTUKM OCOOJMBY YyBary MNpUAUIAIOTh YAOCKOHAIIOBAaHHIO CTPYKTYpH,
croco0iB mepeaayi iH(opMarii KI€HTypl 1, y HUIOMY, MiJBULICHHIO €(EKTUBHOCTI pyXy 1
BUKOPHUCTAaHHA 1H()OPMALIHHUX MOTOKIB.

[Ipy npomy mNpiOpUTETHUMH JUIsI HUX y cdepi iHGOpMAIiHOI JIOTICTUKM € Taki
HaNpsIMKU  JISUTBHOCTI, SIK pO3poOKa MporpaM MOHITOPUHTY IPOLECIB 1HTEPAKTUBHOTO
CHIOCTEPE)KEHHS 3a XOJOM 3/1MCHEHHsS EJIEKTPOHHUX YTroJl, TEXHOJOIIYHOi OCHAIIEHOCTI
€JIEKTPOHHUX Ol3HEC-CUCTEM, 30KpeMa, TEXHOJOTH paaioyacTOTHUX MasKiB Ui aHali3y
PUTMIYHOCTI pyXy HOTOKIB MaTepiajibHUX pecypciB. [Hakie kakydu, MOBa, Ha HAIly JyMKY,
ine mnpo QopMyBaHHS HOBOI MEPCIEKTUBHOI TEHIEHLII PO3BUTKY CBITOBOIO pPHHKY
€JIEKTPOHHOI JIOTICTUKM, a caMe: pO3pOOKM 1 BIPOBAPKEHHS HOBHUX MpPOrpaMHUX iAeH 1
IPOAYKTIB, SKi MOBHICTIO aJalTOBaHi O B3a€MO3AJICKHUX IHTEpECiB 1 MOTped KoMmaHii 1
KiieHTypu. s iXHBOT pO3poOKH, SK TIMOKa3yKTh JOCTIKEHHs, HEOOXITHE CTBOPEHHS
NapTHEPChKUX aJbsHCIB Y CKJIaJi €JEeKTPOHHO-JOTICTUYHUX KOMIIaHiil 1 mnpodeciiHux
PO3pOOHUKIB MPOTrPaMHUX MPOAYKTIB. 30KpeMa, YKIAIEHO TOTOBOPHU MPO MAPTHEPCTBO MIXK
«Schenker» 1 «IBM», «Panalpina» i «Lufthansa Systems», a Takox 1HIIHICbKOI0 KOMIIaHI€I0
«TKS-Tehnosoft» (TKS), «DHL Logistics» i «Finmatica» [10]. Ymop y cmiibHHX po3poOkax
OPOTPaMHUX MPOAYKTIB POOMTHCA Ha TEXHIKO-TEXHOJOTIUHI PO3B'SI3KM 3 BUCOKHUM DPIBHEM
Oe3neku B paMkax ix peamizauii. Taka Mmoaens IT-cTparerii ctaHe 0coOIMBO PIOPUTETHOIO
BXK€ B HAHOIMKYii EpCIEKTUBI.
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Bu3nauyaroun mepcrneKTUBH PO3BUTKY CY4YacHOi INI0OanbHOI €KOHOMIKM, HEOOXiJHO
3pOOMTH BHUCHOBOK IIPO T€, L0 ICTOTHUM €JIEMEHTOM (POpPMYBaHHS CY4YacHOI CTPYKTYpH
I00ALHOTO PUHKY €IEKTPOHHOI JIOTICTUKY € KOMIUICKCHI MPOIIECH 3JIUTTIB 1 MOTJIMHAHb, SKi
BUCTYIAIOTh y CyYaCHMX yMOBax JOMIHAaHTaMM B CTPATErisX KOMIIAHIM, IO MpalolTh Ha
CBITOBOMY pHHKY eJeKTpoHHOi Jjorictuku. Cepen JOTICTHYHUX MpoBaiiiepiB, MI0
(YHKIIOHYIOTh Ha CBITOBOMY €JICKTPOHHOMY PHUHKY, B OCTaHHI POKH IepeBakae KOMOiHOBaHa
CTpaTerisi pocTy, KOJiH (ipMa pO3BUBAETHCS AK 32 paXyHOK MPUAOAHHS 1HIINX KOPHOpaIliii, Tak
13a paXyHOK BHYTPIIIHIX JpKepea PO3BUTKY (PO3IIMPEHHS KIII€EHTCHKOT 0a3H, TPOITO3HIIT HOBUX
BUJIIB MOCIYT, 30UIBIICHHS MMOTEHLIATY CBOIX pUHKIB). OCOOIMBO 1Ii MPOIECH BiA3HAUYEHO HA
3aX1IHO€BPOIEHCHKOMY PUHKY €IEKTPOHHOI JIOTICTUKH B paMKax ()OpMYyBaHHS MapTHEPCHKUX
QJIBSHCIB, CIUJIBHUX MiIIIPUEMCTB.

Sk npukian HaBeAeMO HaWOLIBITY KOMITaHIIO €JIeKTPOHHOI JoricTuku «Exely», sxa 3a
nepiog 2009-2018 pp. ykmama 22 yrogu 3 NpuAOaHHS CHEMiali30BaHUX JIOTICTUYHUX
MIAPUEMCTB Ha cymy Oibine 2,2 mipa. €Bpo [11]. Cepen cTpaTeriyHuX acreKTiB, K1 OyayTh
BpPaxOBYBaTHCA TIPH TPUAOAHHI KOMIIAHIM Ha eJIEKTPOHHOMY pUHKY B HaWOMMK4il
nepcrnekTuBi Ha 5-10 pokiB Oy1yTh epeBaskaTH: TUBEPCU(PIKOBAHICTh reorpadiuHoi rany3eBoi
JISUTBHOCTI, @ TaKOX JiSUTBHOCTI 3 aCOPTHMEHTY TOCIYT; IO HAJAIOTHCS, 3MIIIHEHHS CBOTO
€JIEKTPOHHOIO O13HECYy 3a ICHYIOUMMM KJIIEHTCBKUMU Tally3siMH, a TaKOXX 32 BUAAMU IOCIYT,
0 HamawTbes y Mepexi Iatepuer. Cepen mpoBaiiiepiB €BpONEHCHKOTO €IEKTPOHHO-
JIOTICTUYHOTO PUHKY HAHOUIbII MEPCIIEKTUBHUMH 3 TIOTJISILY reorpadiqHoil eKClaHcli € pUHKU
Kurato 1 nmami 3a pamxupyBaHHSM pUHKH A3iaTcbko-TuxookeaHChKoro periony, Cximuoi
€pponu, llentpanbnoi i [liBgennoi Amepuku, ne mpencrtaBieni Big 78% mo 94% ycix
NPOBIAHUX JIOTICTHYHHX TPOBANIEPIB.

[Ile ogHMM HOpPOSBOM CTAOLIBHOIO PO3BUTKY MOTEHIally IJIOOAIbHOTO PHUHKY
€JIEKTPOHHOI JIOTICTUKH € TOETaIrHe 3MIIHEHHS OJHOTO 3 HOBHX MOTO CErMEHTIB — PUHKY
«MOOUIBHOT KOMEpIIi» (m-COmmerce), Mo Ja€ MOXKJIUBICTh YKJIaJaTH YrOAM 13 3aKymHiBii
TOBapiB Uepe3 MOOLITHHUH TeeOHHMI 3B'130K. TEXHOIOTIYHOK OCHOBOKO IIHOT'O IMTPOCYBAHHS
e nporokonn GPRS, EDGE 1 3G, mo n03Bosisit0TE Ha Juciuiei TenedoHy 3aiHCHIOBATH
neperysii Web-caiiTiB 1 311iCHIOBaTH 3aMOBJIEHHS B [HTepHeT-Mara3zuHax.

V:xe Ha movyatok 2015 p. mpakTHYHO BCi MOAEN1 MOOUIBHUX Tesle()OHIB aJalTOBaHi J10
ICHYIOUMX NPOTOKOJIB Iepenadi JaHux, 6arato Web-caiiTiB po3po0ieHO y ABOX BepCisix —
3BHUaiiHii 1 MOOLIBHIN, a MUTOMa Bara MOOUIBHOI'O CEIMEHTA CBITOBOI'O PUHKY €JIEKTPOHHOI
JIOTICTUKY 3a IPOrHO3aMU KoHcanTUHIroBoi ¢ipmu «Forrester Research» [9] Ha kinens 2020 p.
moxe pocartu 30-32%. Mo kinms 2020 p. ovikyeThCs, 10 Y CBiTI OyAe BUKOPUCTOBYBATHUCS
oinpre 7 mupa. MoOutbHEUX TenedoniB (B 2000 p. MoOinbHI Tenedonu Oymu nume B 12%
HaceJieHHa 3eMii), a y cBiTi Oyne Oinbiue 75 KpaiH, Jie 4acTKa MPOHMKHEHHS MOOUIBHOTO
3B's13Ky ckitajie ounbire 100%. [Iporaosyerbes, o o0caru 10X0/1iB Bl m-commerce, 30KpemMa,
y €Bpori, 3poctyTh a0 Kinug 2020 p. mpubmuzHo no 174 mupa. mon. [12]. Tomy moxHa
TOBOPUTH TIPO BEIMYE3HHH IMOTEHIiaJl PO3BUTKY JAHOTO CETMEHTa CBITOBOTO EJIEKTPOHHO-
JOTiICTUYHOTO PUHKY.

BaxnuBy posib y mijBUIlleHH] €()EeKTHUBHOCTI (DYHKLIOHYBAHHSI PUHKY €JIEKTPOHHOI
norictuku B CIIA, kpainax €C, Snonii, Kurai BifirpatoTs AuHaAMIuHI IHHOBAIiiiHI 3pyLLIEHHS
B CHCTEMI 3/11IICHEHHS HACKPI3HUX 3MIIIAHUX 1HTEPMOAAIBHUX NEPEBE3€Hb 3 BUKOPUCTAHHIM
PI3HUX BHJIIB TPAHCIIOPTY HA OCHOBI €JIEKTPOHI3allii came Mpolecy nepeBe3eHb. Tak, IpoTsIrom
OCTaHHIX JIECSATH POKIB y IIUX KpaiHaX BIPOBAHPKEHO CUCTEMY aBTOMAaTU30BaHOI 11eHTUDIKaIIIT
pyxomoro cknany tpancnopry (CAI) HiMenpskoi kopropartiii Siemens, siky npu3Ha4eHo JUis
aBTOMaTu4yHOi (iKcalii OJUMHHUIL PYXOMOIO CKJIAay pI3HUX BHUIIB TPAHCIOPTY MpH
OpOCIiAyBaHHI dYepe3 3a3jajeriib BCTAHOBJIEHI MYHKTH, TOOTO BHU3HAUYEHHI THILY
IHIUBIAYalbHOIO HOMEPY Ta IHIIUX IapaMeTpiB BAHTAXKHUX Ta MMacaXUPChKUX BaroHis,
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JIOKOMOTHBIB, KOHTEHHEpIB Ha IuIaTopMax, CIEHialbHUX Ta YHIBEPCAJbHUX aBTOMOOLTIB,
MOPCBKHUX Ta PIYKOBUX CYJEH IIPH LIBUAKOCTI iX pyxy a0 160 km/rox.

Pesynbrat BuKOpUCTaHHA TOAIOHUX cucTeM, y BenukoOpuTaHii 103BOIWIN:
MIJBUIIUTH SKICTh TPAHCIIOPTHOTO OOCITYTrOBYBaHHS KIIIEHTYPH; MPUCKOPUTH OOIr PyXOMOTO
ckiany Ha 15-18%; migBumuTH e(heKTUBHICTh BUKOPUCTAHHS PYXOMOTO CKJIaJy TPAHCHIOPTY
Ha 22-24%; NOJEeTrmMUTH Ta COPOCTUTH MPOLEAYPY OOMIHY iH(POPMAIIEIO ISl PO3PAXYHKIB M1k
TPAaHCHOPTHUMHU TNEPEBI3HUKAMHU; 3MEHIIUTH 3aTPUMKH PYXOMOTO CKJaxy Yy Hporeci
nepese3eHb Ha 18—20%; 3abe3neuntu O6e3mnexy pyxy 1 30epekeHHs BaHTaX1B; aBTOMaTU3yBaTH
Ta ONTUMI3yBaTW TMpPOLEC CKJIAJaHHS 3BITiB, BKIIOYAIOUM BEACHHS CYNPOBOIKYBAIHHOI
JOKYMEHTAIlli Ha TepeMIlIeHHs BaHTaxiB; 3MEHIIUTH Ha 14—17% KiIbKICTh MEpCOHANy,
3aHITOrO 00JIIKOM PyXOMOTO CKIIQAy Ta BAHTAXKIB.

be3ymMOBHO, KaTali3aTOpOM PO3BUTKY HOTEHIiay IJI00aJbHOTO PUHKY €JIEKTPOHHOL
JIOTICTUKH € PO3LUIMPEHHS CepH MOCIYT, 10 HAJAI0ThCS CIIOXKHKBayaM yepe3 InTepHer, a came:

— iHpopMaIiitHi TocIyTH, ChOKYCOBaH1 Ha HaJIaHHA JI1JI0BOI1 ((hiHAHCOBOT, KOMEPIIIIHOT,
0iprkoBOi), IpodheciiiHO OpiEHTOBAHOI (HAYKOBO-TEXHIUHOI, CIIEIIaTbHOI), @ TAKOXK CIIOKHBYOT
(HOBHUHHU, KiHO, JTiTepaTypa) iHpopmarlii;

— ¢inancoBi nmociyru (OaHKIBCHKI IUIATIXHI cucTeMH: [HTepHET-OaHKIiHT, [HTEpHET-
TPEeWIUHT, IPOJAX LIIHHUX ANepiB, BAJIIOTH, [HTepHET-CTpaXxyBaHHs);

— IOCIYTY MapKETUHTY (pekyiama, OpeH/IUHT);

— TYPUCTUYHI MOCIYTU (€AUHI MAKETH TypOOCIYrOBYBaHHs, 3aMOBIICHHS aBiaKBUTKIB,
OpOHIOBaHHS MICIIb Y TOTEIAX);

— OCBITHI MOCJIYTHY (AUCTaHIIHHE HABYAHHS);

— opeHza cepBepHUX nonaTkiB (ASP) — mpomak mociyr AOCTYIy J0 JOAATKIB Ha
BiJIJAJIEGHOMY CEpBepi.

[Tpy upOMy BHpPA3HO MPOCITIIKOBYETHCS JIOTIYHHNA JIAHIIOKOK (PaKTOPIiB CTAOUIEHOTO
PO3BUTKY MOTEHIIIaTy CBITOBOTO PHUHKY €JIEKTPOHHOI JIOTiCTUKU: KIJIBKICHUH PICT T100aibHOI
Mepexi [HTepHeT (dmciia mepcoHaJbHUX KOMMI'IOTEpiB, KOpUCTyBadiB IHTepHET, aOOHEHTIB
HIMPOKOCMYTOBOT'O JTOCTYIy, a0OHEHTIB MOOUIBHOTO 3B'SI3KYy) + cucreMa IHTepHeT-nociyr =
3pOCTaHHs 00CSTY 3aMOBJIEHB 1 A0X0MiB y cekTopax B2C 1 B2B cBITOBOro €leKTpOHHOTO
PHHKY.

Yce 103BONMIO y3aralbHUTH 1 CHCTEMATHU3YBaTH TMPIOPUTETHI BEKTOP-(PakTopu
CTaJI0r0 PO3BUTKY HAIlIOHAIBHUX 1 CBITOBOTO PUHKIB €JICKTPOHHOI JoricTUkKH (Tabdm. 1).

AHai3yrouu MPOrHO3H1 OLIHKK KOHCaNTHHIoBUX (pipM «Forrester Researchy», «Boston
Consulting Group», «IDC», «PROTRANS», HeoOXiIHO KOHCTAaTyBaTH, IO iX BUCHOBKHU
MOBHICTIO MIATBEPKYIOTh 3allPONIOHOBAHI ()aKTOPU CTAJIOro PO3BUTKY IJI00AJIBHOTO PUHKY
€JIEKTPOHHOI JIOTricTUKU. [IpH 1bOMY IX IPOTHO3 PO3BUTKY PUHKY IJI00aBHOTO €IEKTPOHHOTO
613Hecy 10 2025 poky nependaydae 3pocTaHHs 00cATy MpojaxiB y Mepexi a0 10 TpaH. goi., a
YacTKa eJICKTPOHHOI JIOTICTUKH Y CBITOB1M €KOHOMIL MOXKe ckiacT 26-29% [12]. [Tpu nipomy
46-50% ycix npoaaxiB uepe3 Mepexy Iarepuer Oyne 3aiiicHioBatucs B CLLA, a npyrum 3a
BEJIMYMHOIO CTAHE a31aTChKO-TUXOOKEAHChKUI pUHOK (BKItoyatoun Kurait). Ha Tperiii mo3uii
13 NpUOJU3HO TAKUM CAMHUM I[OTEHIAJIOM a31aTCbKOMY pPHUHKY — €BPONEHCHKUN PHUHOK
€JIEKTPOHHOI JIOTICTHKH, JI€ <«JIOKOMOTHBOM» PO3BUTKY BUCTYNaroTh JlaHis, Benukobputanis,
Himeuuuna, [IBemis, [1IBetimapis.

BapTto Takox migKpeciauTH, 10 HalOUIbII 3HAUH1 TEMITH MPUPOCTY OOCSTIB MPOJIAXKIB
nependavaroTbes B cermenTi B2B, axuit go kinng 2020 p. npunece 6mau3bko 94% Bix ycix
JIOXOJIB  €NIEKTPOHHOI JIOTICTUKU. HaiiBaknmuBimmM  (akTopoM pPO3BUTKY CBITOBOTO
€JIEKTPOHHO-JIOTICTUYHOTO PUHKY MOBUHHO CTAaTH MIJBUIIEHHS POJIi HAOUIBIINX OopraHi3amii
TpaHCHAIlIOHAJILHOTO XapakTepy, 30kpema, Global Trading Web Association (GTWA) —
TpaHCHalllOHAJIbHA TOProBeJIbHA MEepeKa He3aleKHUX MPOAABLIB 1 MOKYIIIIB.
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Tabmuus 1 — @akTopu cTaJIOr0 PO3BUTKY HALIOHAIBHUX 1 CBITOBOIO PUHKIB €IEKTPOHHOL

JIOTICTUKHU
InHOBaNilHO- ®dinancoBo- IndpactpykrypHo- | MapkeTHHIOBi [IpaBoBi
TEXHOJIOT14Hi €KOHOMiYHI JIOTiCTUYHI
ToprosenbHi
CTPYKTYpH
cermeHty B2B:
- Enextponni IIpaBoBa 6a3za
Po3BuTok mMepexi xepena TOPTOBEIbHI Pexiama €JIEKTPOHHOT
Inrepner ¢dinaHcyBaHHS MalJaHUYUKH; JIOTiCTUKHU
- Enexrponni
ayKITIOHU;
- Enexrponsi
Oipxi
Kinmpkictp 3poctaHHs ToprosenbHi
KOPHCTYBayiB n00podyTy CTPYKTYpH VHidikamisa
HaceJIEHHS cermenty B2C: HAI[lOHAJIBHOTO 1
Kinmpkicts [IK PozBuTox - IuTeprer- MIXHapOAHOTO
KinbkicTh aOOHEHTIB (biHaHCOBHUX BITPHHH 3aKOHOJABCTBA Y
ITUPOKOCMYTOBOTO OCIIyT B - [ureprer- coepi
JOCTYILy Mepexi MarasiHi eIIEKTPOHHOT
KinpkicTh Oe3meuHnx ITepuer: TIC JIOTICTHKH
; - bpenaunr
IHTEpHET-CEPBEPIB _ Inteprer
CTBOpeHHs GarkiHr [TpoBaiinepu: JlineH3yBaHHs
TepPCIEKTHBHUX _ mrepuer- | _ JOTiCTHYHHX TnpoBaiiepin
MIPOTPaMHUX TPEHHAT nocayr €JIEKTPOHHOI
. - InTepuer- | — IT- .
HPOIYKTIB . vrco JIOTiCTHKA
CTBOpEHHS HOBUX YICOPCHHLY
MoJieJIel anapaTypu B m-commerce
MOOIITBHOTO 3B’ SI3KY
KoHKypeHTOCTIPOMOKHICTh HAIlIOHAJIbBHUX €KOHOMIK B KOHTEKCTI BUXOJly Ha CBITOBUIl PHHOK
€JICKTPOHHOT JIOTICTUKHU
3pocTaHHs NOTEHIIATY CBITOBOTO €JIEKTPOHHO-JIOTICTHYHOTO PHHKY

Bona noegnye Oinbie 50 kopropariiif, siki 06¢cayroByroTs y miiomy 480 THC. KIIIE€HTIB

3 Owbm HDK 130 KpaiH CBITY B paMKax CBITOBOiI CHUCTEMH €JIEKTPOHHO-JIOTICTUYHUX
TOpProBeJIbHUX MaijaHuukiB. 3a naHumu 2018 poky oOcsr mpojaaxiB JaHOI €JIeKTPOHHO-
ToproBebHOT acomiaii ckiaaB 11800 muH. moi. 1 Bupic maiixke B 1,7 pa3u B mopiBHsiHHI 3 2008
p. [13]. B naitbmmkue m’satumittsa (2020-2025 pp.) eneKTpoHHI TOProBeibHI MailJaHYMKH
CTaHyTh NPIOPUTETHUM IHCTPYMEHTOM EJIEKTPOHHOTO Oi3HECYy B KOPIOPATUBHOMY CETMEHTI
B2B.

BHCHOBKHM 3 1aHOT0 T0C/TiI>KEeHHS i MePCNneKTHBH MOAAJBIINX PO3POOOK 32 JaHUM
HanpssMoM. B XXI croniTTi eneKkTpoHHA JOTICTHKA MpUiiJe Ha 3MiHYy 0araTbOM BiJIOMHUM
HarpsiMKam Oi3Hec-TexHoJoTiH. [losiBa 1IbOTO MEPCIEKTUBHOTO THCTPYMEHTA BEJICHHsI O13HECY
BU3HAUYUTh TOETANHy TpaHchopMalio OUTbIIOI YaCTHHM TJ00AJbHOI €KOHOMIKH B «HOBY
U(ppPOBY €KOHOMIKY», IO € OJHUM 13 HOBITHIX HampsSMKIB MOJAIbIINX AOCTIIKEHb Yy I
cdepi. Takuii miaxia 103BOTUTH OOTPYHTYBATH MEXaHI3MU (POPMYBaHHS HalllOHAJILHOT'O PUHKY
€JIEKTPOHHOI JIOTICTUKH, 3a0€3MEUYUTH MOHITOPHUHT HOTO PO3BUTKY 3 TIOTJISAY PE3yIbTaTHBHOI
1HTerpaLii 1 a1JanTOBaHOTO BXO/PKEHHSI Y CBITOBHI €lI€KTPOHHO-JIOTICTUYHUN PUHOK.
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Perspectives of world potential development electronic logistics market.

The aim of the article. The article emphasizes that the transformations taking place in the
modern world economy under the influence of accelerating scientific and technological progress,
processes of informatization, globalization and regionalization have led to the formation of new
approaches and methods of doing business.

The results of the analyses. The global world is constantly advancing to the information-
innovation era, the network economy, in which most business becomes electronic and is carried out on
the Internet on the basis of information and communication technologies (ICT). Complications of
foreign economic relations due to the intensification of competition in world markets determine the need
to develop new mechanisms to ensure the sustainable development of global e-business. The
implementation of the information society development strategy in the world's leading countries (USA,
Japan, Germany, etc.) shows that one of such priority tools for the growth of the e-commerce market is
its gradual logistics.

Conclusions and perspectives for further research. Due to the generalization of modern
directions of world development e-logistics market (its further consolidation through a system of
mergers and acquisitions; creation of international research and production alliances to develop new
software products for e-logistics; rapid growth of the potential of the mobile commerce segment;
expanding the scope of commercial services provided to consumers worldwide network) developed and
substantiated a system of mechanisms for sustainable development of international and national
electronic logistics markets, the basic basis of which is the strategic interaction and interdependence of
institutional, innovation and technological, marketing, infrastructure and logistics and financial and
economic transformations. This makes it possible to create an analytical basis for assessing the
development of its individual segments in terms of effective integration of the country into the global
market for electronic logistics.

Keywords: world electronic logistics market, mechanisms of e-logistics, structural
transformations, sustainable development of e-logistics.
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The article presents a methodological approach to the valuation of intangible assets and
brand value in marketing pricing policy. This approach takes into account the specifics of the formation
of intangible assets and sources of brand value in the B2B markets. It was proposed a modified ROI
(Return on Investment) to assess the effectiveness of the brand promotion system as an intangible asset.
It was proved the interrelation of an estimation of efficiency of marketing activity with pricing on the
basis of the complex account of quantitative and qualitative characteristics of the goods. With the help
of the BEST-marketing program, the most important quality characteristics of engineering products in
the B2B market have been identified.
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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In the conditions of aggravation of competition, monopolization
of the market and dominance of transformation of the economic basis, it becomes relevant to
determine the effectiveness of marketing activities of the enterprise. Over the last decade, a
significant development in the use of new marketing tools has taken place in the scientific-
theoretical basis and practical approaches to marketing activities. This process has been greatly
facilitated by the development of information technologies, the expansion of ways of forming
intangible assets and their growing role in the assets of industrial enterprises in the world market
and the development of digital technologies. All these trends have led to the use of the latest
marketing tools in promoting industrial products in the B2B markets. Thus, along with the use
of the concept of traditional marketing, industrial enterprises are beginning to shape the
promotion system in the digital economy. These trends are widespread in the global world and
are primarily used by multinational corporations. The above trends contributed to the
actualization of the issue of valuation of brands in the B2B markets. This issue is of particular
importance in the context of the diffusion of innovative technologies of Industry 4.0, as it raises
the issue of valuation of intangible assets generated by the brand.

Analysis of the latest research and publications, which initiated the solution of this
problem and on which the author relies. The problems of methodology of creating and
evaluating brand creation and management of brand value deals with several of foreign and

© 2020 The Authors. This is an open access article under the CC BY license
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Ukrainians’ scientists, including: Aaker D. [1], Keller K.L. [2], Lepley F. [3], Joseph D. [3],
Oklander M.A., [4,5,6], Oklander T.O. [6], Chukurna O.P. [4,8], Studynska G.Ya. [7],
Yashkina O. [5,10], Walsh K. [9] and other authors. However, the issue of creating a scientific
approach to the inclusion of intangible assets in the price of machine-building enterprises is not
sufficiently justified.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Although there are many approaches to brand evaluation, which are covered
in many scientific papers, most of them are devoted to the problems of brand evaluation in
consumer markets, B2C markets. Today, there is no single approach to the methodology for
assessing brands in B2B markets. This aspect is exacerbated by differences in the sources of
intangible assets in Ukrainian and European business practices and strategies. It should be noted
that foreign companies in the financial reporting system take into account the value of intangible
assets and the brand. It should be noted that there are difficulties in determining the valuation
of brands of Ukrainian enterprises in the B2B market. Their value is based on internal company
estimates and is determined when the business is sold or resold. This complicates the calculation
of indicators of marketing efficiency, due to the uncertainty of the sources of intangible assets.

Formulation of the purpose of the article (statement of the problem). The purpose
of the article is to form a methodical approach to the consideration of intangible assets and
brand value in the marketing pricing policy of the enterprise in the B2B markets.

Statement of the main material of the research with full justification of the
scientific results obtained. The choice of method for assessing the value of the brand depends
on whose interests the assessment is made, this value is added to the balance sheet of the
enterprise and whether the value of the brand is a factor influencing strategic decisions. Given
these features, in practice use many different techniques and individual methods to calculate
the value of brands, the choice of which is due to the specifics of the company and the
development of its portfolio of brands. In this regard, there is a need to develop and form a
methodology for assessing the effectiveness of marketing activities of the enterprise in its
individual areas, channels of brand promotion, taking into account the specifics of the market.
In addition, approaches to assess the effectiveness of marketing activities of the enterprise
should be carried out on a regular basis in order to monitor the dynamics of its changes.
Moreover, machine-building enterprises are oriented to the B2B market, so the tools for
assessing the effectiveness of marketing for them should be practically justified for use in these
markets.

However, according to the results of the analysis, marketers do not have a single approach
to the interpretation of this issue. A generally accepted approach is to assess the effectiveness
of marketing policy of enterprises in the following main areas, such as: optimal use of market
potential, including for a new product; increasing the reliability of forecast estimates; finding
the market segment of the product; improving the accuracy of market balance analysis, etc. This
approach to assessing the effectiveness of marketing activities is mainly aimed at calculating
and analyzing indicators that are taken into account when introducing and promoting a new
product. However, evaluating the effectiveness of existing marketing promotion channels under
this approach is a challenge. In addition, due to the actualization of the valuation of brands and
methods of valuing the income they generate as intangible assets, there is a need to introduce
an indicator to assess their effectiveness. In connection with the emergence and spread of new
information channels for the promotion of goods and services within the concept of digital
marketing and relationship marketing, there is a need for economic evaluation of the
effectiveness of marketing activities, which should be carried out for each channel to promote
a brand. Branding technology was introduced to identify the most promising and least expensive
channels.
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There are a lot of scientists consider approaches to assessing the effectiveness of
marketing activities based on an integrated calculation of the competitiveness indicator, which
includes qualitative and quantitative evaluation criteria. Indeed, when evaluating the
effectiveness of marketing, it is not always possible to express any result only by a quantitative
indicator. In our opinion, the economic efficiency of marketing activities of the enterprise
should be defined as a certain effect obtained from marketing activities, relative to the total cost
of carrying out these activities. Within this approach, in order to ensure the effectiveness of
each marketing activity, the economic effect should be calculated separately for each area of
marketing activities. It is proposed to consider marketing costs for brand promotion, including
as an investment in the promotion system, ie to equate them with investment costs in marketing
assets of the enterprise, it is reasonable to use a modified ROI (Return On Investment) to assess
the effectiveness of marketing activities.

Under investment costs on assets marketing refers to all expenses of the enterprise, which
are aimed at the marketing and promotion of its products and services on the market. Under
marketing assets we will understand a set of additional values that are created through the use
of marketing tools to promote goods, services and ideas on the market. Marketing assets
primarily include intangible assets that are derived from the added value that creates a brand.
The relationship between marketing investments, marketing assets and pricing is presented in
Figure 1.

The level of reflection in The level of evaluation of the effectiveness of marketing
pricing <:> activities
Pricing based on return on Marketing investments
imvestment (RO) [
e 45
Total income from ROI > Marketing assets
~~
~~ Formation of marketing intangible assets
Formation of the value of the <
product taking into account the
. 5>
parametricindex . - -
Evaluation of efficiency using ROI

~z

Ability to allocate marketing intangible assets
from the amount of intangible assets of the
enterprise and assess their effectiveness

Figure 1 — The relationship between the evaluation of the effectiveness of marketing
activities with pricing on the basis of comprehensive consideration of quantitative and
qualitative characteristics of the product (source: own development)

In the context of globalization and the development of information and digital channels
of promotion, the principles of branding in the B2B markets should differ significantly from
the approaches to branding in the B2C markets. It is in the system of principles and approaches
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to the formation of branding hidden sources of marketing assets. In this context, it should be
noted that foreign companies in the financial reporting system take into account the value of
intangible assets and separate the costs of research and development, which can be conditionally
attributed to the cost of marketing investments.

The ROI can be used to assess the effectiveness of each individual type of marketing
activity. Each marketing promotion channel requires constant monitoring of the return on
investment in marketing activities. This is necessary to improve efficiency and the proper
allocation of budgets.

ROI is the rate of return on investment or return on investment. It shows in percentage
terms the profitability (if the value is more than 100%) or the loss (if the value is less than
100%) of a specific amount of investment in a particular project. There are several formulas for
estimating the ROI. The simplest is the following:

. (1)

s
lpo,=7"100’/°

where: / RoI — return on investment index; D — sales revenue, rpu.; 2 I amount of

investment, UAH; S— cost, UAH.

Subtracting the cost from the profit, we get the final profit, ie real profit. The ratio of
final profit to the amount of investment shows how many times it is greater than the amount of
investment. If the number obtained is less than 100, the investment does not pay off. If you add
a period to the previous calculation, you will get another calculation formula used by financiers:

[ g U +D)-3 1, )
ROI z Ir ,

where: {#or 9 _ return on investment index for the period; I j—the amount of investment

until the end of the period; D i — income for the selected period; Z [ _ the amount of real
investment.

This formula calculates the return for the period of ownership of the asset. Applying the
calculations in practice, you can find out how much the deposit has grown by the end of the
period under analysis.

The above formulas have sufficient flexibility, so the calculations can and should be
detailed. In other words, ROI can be calculated: for a separate advertising channel; for a set of
promotion channels; for a single product; for a separate category of goods. To assess the
effectiveness of marketing activities in the areas of marketing activities, we offer a modified
formula for calculating ROLI:

D"V 10w @)
Ve

lRO!m=

1

where: [ ™_ index of return on investment from marketing costs for brand promotion;

D, _ income from marketing activities, UAH.; V.- the amount of investment to promote the
brand, UAH.
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This figure was calculated as a percentage for the group of machine-building enterprises.
In order to assess and analyze the effectiveness of marketing activities, 4 Ukrainian car-building
enterprises, 1 Ukrainian machine-building enterprise of agricultural machinery, 2 Russian
machine-building enterprises of diversified profile were selected, including car-building and 2
German multinational corporations, which also operate car-building. The assessment was
performed according to the financial statements of enterprises (Table 1).

Table 1 — Estimation of the impact of marketing costs using the ROI
(source: own development)

Year PJSC PJSC PJSC "Kryukiv Transmashholding
"Azovzagalmash" "Dniprovagonmash” Carriage Building Group of Companies
(Ukraine) (Ukraine) Plant" (Ukraine) (Eurasian Economic
Union, BRICS)
ROI,% % of ROI,% % of ROI,% % of ROI,% % of
marketing marketing marketing marketing
costs in costs in costs in costs in
income income income income
1 2 3 4 5 6 7 10 11
2005 4617 2,1 4615 2,1 7548,3 1,3 - -
2006 6642 1,48 6264 15 5568,2 1,7 - -
2007 5408 1,81 3681 2,6 9927,1 0,99 - -
2008 5818 1,68 5674 1,7 15268,3 0,65 9976,1 0,99
2009 5064 1,93 2457 3.9 3435,4 2,8 35878, 0,27
2010 2127 4,48 7215 1,3 7104,7 1,38 - -
2011 2665 3,61 7309 1,3 6852,8 1,4 11146,4 0,88
2012 1897 5 7567 1,3 7669,4 13 9259,8 1,06
2013 | 748,22 0,13 6523 15 4653,4 2,1 11819,9 0,83
2014 | 1054, 8,65 1594 59 266,8 27,3 11479,0 0,86
2015 | 635,0 13,6 784,4 11,3 3385,5 2,8 20695,5 0,48
2016 | 5099 16,39 5536 1,7 8201,8 1,2 14451,6 0,68
2017 1172 7,86 252,3 28,4 6599,2 15 - -
1 12 13 14 15 16 17
Alstom Corporation Siemens Corporation PJSC "Umanfermmash"
(Germany, EU) (Germany, EU) (Ukraine)
ROI,% % of ROI,% % of ROI,% % of
marketing marketing marketing
costs in costs in costs in
income income income
1 12 13 14 15 18 19
2005 - - - - 33354 29
2006 - - - - 2618,07 3,6
2007 - - 498,5 16,7 1708,1 55
2008 - - 469,1 17,5 24522 3.9
2009 - - 603,5 14,2 2748,7 3,5
2010 2219 4,3 582,6 14,6 3393,7 2,8
2011 2114 4,5 613,9 14 4656,1 2,1
2012 2029 4,7 601,4 14,2 3800,1 2,5
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2013 1998 4,7 545,7 15,5 37,5 72,6
2014 2996 3,2 970,0 9,3 191,6 34,2
2015 3502 2,8 562,9 15,1 3526,8 2,7
2016 3806 2,5 582,5 14,6 3193,1 3,06
2017 - - - - 3143,4 3,08

According to the calculations, Ukrainian car companies have a low percentage of sales
costs in the amount of gross income. Accordingly, the value of ROI in them is much higher.
For Russian machine-building companies is characterized by the fact that the costs of marketing
activities belong to the group of commercial costs, the relative share of which in the company's
income is also insignificant at high values of ROI. This trend is fully correlated with Ukrainian
car building. For all companies that have a high level of ROI is characterized by the fact that
they have a high level of sales revenue compared to the cost of sales and promotion. Based on
the calculations, it can be stated that in the machine-building enterprise markets the costs of
product promotion are relatively low compared to the income received by enterprises from
marketing activities. This indicates that companies receive a high level of income, which does
not always depend on marketing activities. Accordingly, it should be assumed that in the
engineering markets, the growth of sales depends on other factors, independent of marketing.
This is clearly shown in Fig. 2.

e r-A_b'-‘ 4‘~H JH‘—’A e —— 2
—_— 7

L] T [N=] 1 -

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

100000

0

=—P]SC Azovzagalmash (Ukraine)
PJSC "Dniprovagonmash” (Ukraine)
==>¢=PJSC "Kryukiv Carriage Building Plant" (Ukraine)
==ie=P]JSC "Stakhanov Carriage Building Plant" (Ukraine)
PJSC "Umanfermmash" (Ukraine)
PJSC "Uralvagonmash" (RF)
Transmashholding Group of Companies (RF)
Alstom Corporation (Germany, EU)

Figure 2 — Dynamics of ROI for machine-building enterprise that were studied
(source: own development)

As can be seen from the calculations presented in Table 1 and Figure 2 almost all
machine-building enterprises have a high ROI, which indicates a high level of income relative
to marketing efforts. However, the highest level of costs for sales and promotion of all
enterprises is observed in 2013-2015. The calculations show that the highest level of costs for
sales and promotion of Ukrainian engineering products in the industry is observed in PJSC
"Kryukov Wagon Plant" and PJSC "Azovzagalmash”. Accordingly, these companies have the
lowest level of return on marketing costs, which was estimated using ROI. The general trend
for all calculations is the dependence of the increase in ROI while reducing the cost of sales
and promotion.

As for the European machine-building enterprises represented by the two multinational
corporations Alstom (Germany, EU) and Siemens (Germany, EU), the level of commercial
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costs of these enterprises is much higher, but the ROI is lower than that of other enterprises.
However, according to the financial statements of these enterprises, they do not separate
commercial costs from administrative costs and in both of these types of costs are hidden costs
for marketing promotion activities. In addition, international companies have in their financial
statements a separate group of costs — for research and development, which also take into
account the cost of marketing research, but in our calculation, they did not participate. The
purpose of this analysis was to compare the level of commercial costs of enterprises in one
industry in different countries, which are members of different integration unions. At the same
time, in the context of globalization, it is not always possible to separate enterprises and
consider their activities within a single integration association, as transnational corporations
may be present in countries that are members of different integration unions. For example,
Alstom (Germany, EU) is the world's largest producer of the strongest trains in the world and
has a frequent stake in the Transmashholding group of companies (Russia, Eurasian Economic
Union, BRICS).

In addition, research has shown that foreign engineering companies have significant
intangible assets that are formed through goodwill and deductions made by the brand. An
analysis of the financial statements of Russian engineering companies showed that they also
take into account the costs of the brand and the revenues it accumulates. In turn, corporations
such as Alstom (Germany, EU) and Siemens (Germany, EU) have significant intangible assets
due to goodwill with significant contributions to research and development (Table 2).

Table 2 — Intangible assets in the form of goodwill of foreign machine-building
enterprises (source: own development)

Year PJSC Transmashholding Alstom Corporation Siemens
"Uralvagonmash" Group of Companies (Germany, EU) Corporation
(Eurasian Economic (Eurasian Economic Intangible assets (Germany, EU)
Union, BRICS) Union, BRICS) (Goodville) (million Intangible assets
Intangible assets Intangible assets euros) (Goodville)
(million rubles) (million rubles) (million euros)
1 2 3 4 5
2010 2450 1118410 5396 15763
2011 1970 1447903 5483 15706
2012 2636 2130662 5536 17069
2013 2932 4029173 5281 17883
2014 3294 4868090 4690 1248
2015 5337 22 1366 23166
2016 5335 4 1513 24159
2017 5345 21 1515 24560

Ukrainian machine-building enterprises do not have any sources of intangible assets in
the form of goodwill and their amount is not reflected in the financial statements of enterprises.
Intangible assets of Ukrainian machine-building enterprises are represented mainly by
depreciation deductions. Thus, for the formation of intangible assets, machine-building
enterprises must create marketing assets through marketing investments. The formation of
marketing assets can be carried out through marketing investments in the creation of brands of
machine-building enterprises by determining the strategy of positioning brands in B2B markets.
The capitalization of the brand and the company's profit depend on a successful positioning
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strategy. Brand positioning strategies are usually associated with the perception of the level of
brand quality by consumers, which forms consumer loyalty to the brand. In turn, the capital of
the brand is formed not only depending on consumer perception of the level of product quality,
but also other components, which include: the system of brand loyalty, brand associations,
brand awareness and others. Thus, the capitalization of a brand depends on its competitiveness
in the market. Moreover, the key role in this process belongs to the signs of perception of brand
quality. Of considerable scientific interest are differences in brand positioning strategies in
industrial B2B markets and consumer B2C markets.

In the context of globalization, the role of international competition has increased,
primarily between large companies, which has influenced the strengthening of such a factor of
competitiveness as the perception of product quality. This factor is especially inherent in
branded goods. Quality perception becomes the basis of the strategy of many companies in
international markets.

The question arises as to whether these factors are valid in a B2B market. In the markets
of machine-building products, where the payback period is much longer than in the consumer
markets, the capitalization of brands will be slower. In addition, industrial markets are
characterized by a high degree of innovation, which aims to improve product quality. Constant
work on quality is a factor of competitiveness in the market of industrial products. Industrial
brands are those brands that have significant competitive advantages in quality and this fact
confirms the development of global brands in the B2B market, such as: «Thyssen-Henschel»
(Thyssen-Henschel), «Siemens» (Siemens), «Krauss-Maffey» (Krauss-Maffei), «AEG»
(AEG), «Krupp». It is the perceived quality that becomes the strategy of positioning brands in
industrial markets. Moreover, the industrial markets use mainly corporate (umbrella) brand,
which covers the entire product line of the company. This approach ensures instant awareness
and creates strong associations with the level of quality. In addition, it is easy to promote
innovative products on the market under an existing brand.

The comparative analysis of brand factors in the B2C and B2B markets revealed that
the coincidence of the results of the influence of these factors exists only on two grounds: the
company's desire to change branding strategy and the desire to obtain short-term results. the
opposite effect was observed for other signs of the influence of factors.

Based on the comparison of brand creation factors in the B2B and B2C markets, we can
conclude that the main principle of creating a successful brand is the development of its identity.
For B2B markets, in contrast to B2C markets, the perception of product quality is a more
important characteristic of a brand than its price advantages. In industrial markets, it is quality
and functional benefits that create brand value. Thus, the absolute difference in creating brand
value in the B2C markets is the price advantages, and in the B2B markets - the qualitative
advantages of the product.

In this context, it is interesting to have a similar dependence on the Ukrainian
engineering markets (B2B). The first task is to identify qualitative indicators that affect the
value of the brand, the second task - to establish the dependence of the impact of quality
indicators of machine-building products of Ukraine on marketing assets. However, since
Ukrainian companies do not keep records of intangible assets and do not separate the costs of
research and development, we will compare the results with the financial result.

To solve this problem, in order to justify the impact of quality indicators on the
formation of the value of corporate brands in the engineering market, a competitive analysis of
the market was carried out using the program BEST-Marketing. The program provides an
opportunity to analyze the qualitative characteristics of the product and identify its benefits, on
the basis of which it is possible to position them. The following characteristics of machine-
building products were selected for competitive market analysis: product name, reliability,
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strength, durability, maintainability, safety, environmental friendliness, uniqueness, energy
consumption, compliance with norms and standards, warranty period, service, supply of spare
parts. Ranking of qualitative indicators on a scale is presented in Fig. 3.

energy consumption

supply of spare parts

warranty period

environmental friendliness

strength

uniqueness

reliability

0 5 10 15 20 25 30 35 40

Figure 3 — Ranking of quality indicators of mechanical engineering products (source:
own development)

Ranking the quality characteristics of engineering products using the BEST-Marketing
program revealed that reliability, durability, uniqueness, safety and durability - these are the
five most important quality indicators that are recommended to be included in the strategy of
positioning in the engineering markets.

Conclusions from this research and prospects for further developments in this
area. It was proposed to consider the marketing costs of brand promotion, including as an
investment in the promotion system, ie to equate them with the investment costs in the
marketing assets of the enterprise. This made it possible to offer to modified ROI (Return On
Investment) to assess the effectiveness of marketing activities of the company in the areas of
intangible assets, including the brand. It was calculated the modified ROI indicator on the
example of European multinational corporations and Ukrainian machine-building enterprises.
ROI calculations and competitive analysis of the machine-building industry using the BEST-
marketing program confirm that the value of the brand in the B2B market depends on the quality
and value of the product, rather than on marketing efforts to promote machine-building products
to industrial markets.
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O.11. Yykypua, O0oKmop eKOHOMIUHUX HayK, Oooyeum Kaghedpu maprxemuney, OoecbKuii
HayionanbHuti norimexHivHul ynisepcumem (Oodeca, Yxpaina).

Memoouunuit nioxio w000 001Ky HemamepianbHUX aKmueie ma eapmocmi Opendy 6
MApPKeMuH206il YiHoGill NOAIMUKY.

B cmammi npeocmasneno memooonoziunuii nioxio 00 OYiHKU HeMamepiaibHuxX aKmueie ma
sapmocmi Opendy 6 mapxkemunzosii yinositi norimuyi. Lle nioxio epaxosye cneyughiky gpopmysanms
HemamepianibHux akmueie ma odxcepen eapmocmi Openoy Ha punkax B2B. J[{na oyinku egpexmugnocmi
cucmemu npocyeants OpeHoy AK HeMamepiaibHo20 aKkmugy OYy10 3anponoHOBAHO MemOOUKY OYIHKU
MoOugixosanoeo koepiyienmy penmabenvHicmo insecmuyii (penmabenvricms iHeecmuyill). /{oeedeno
830EMO36'130K OYIHKU eheKmMUBHOCMI MAapKemuH2080i OIAIbHOCMI 3 YIHOYMBOPEHHAM HA OCHOBL
KOMNIIEKCHO20 00JIIKY KiIbKICHUX MA AKICHUX XAPaKmepucmux mosapy. Buseneni Hatleax)causiuli aKicHi
Xapaxmepucmuxu MauurobyoisHux mosapie Ha punxky B2B 3a oOonomoecoio npoepamu BEST-
Mapxkemune. Jlogedeno, wjo na punky B2B suznayanbhumu € AKicHi NOKA3HUKU U pOPMYBAHHS YIHHOCTI
OpeHOy 30UCHIOEMbCS, 6 NEPULY uepey, nio iX GNIUBOM.

Kiro4oBi ciioBa: MapKeTHHTOBE [[IHOYTBOPEHHS, OIliHKa OpEeHy, HeMaTepialbHi aKTHBH, PHHOK
B2B, mammHoOy ryBaHHS.
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Cak Tersina BacuiiBHa

KanHouoam eKOHOMIUHUX HAYK, O0yeHm Kagheopu eKOHOMIKU, be3neKu
ma iHHOBAYILIHOL OIAIbLHOCMI NIONPUEMCINBA

XoBxaawk Janniao OJsiekcaHIpoBUY

3000y6au suwoi ocsimu kapeopu exoHoMiKu, be3nexu

ma iHHOBAYILIHOL OIAIbHOCMI NIONPUEMCINBA

Cxionoeeponeticokuil HayioHanvHuil yHieepcumem imeni Jleci Yrpainku
(/yvk, Yrpaina)

EJJEKTPOHHA TOPTIBJISI B YKPAIHI: CTAH, TEHAEHIIIL, IEPCIIEKTUBHA
PO3BUTKY

B cmammi eusnaueno Oeiniyito ma icmopuuHull po3GUMOK NOHAMMS «eNeKMPOHHOL
Komepyiiy. Busnaueno nopmamueHo-npagosy 6asy peanizayii npasoeioHOCun 6 cghepi inmepHem-
eKOHOMIKU. Bcmanoeneno ponv mapxemnieiicie wjo0o npocyeaHHs moeapie ma nociye 8 OHJIAUH-
pedcumi, HABeOeHO CIAMUCMUYHE OaHi Ma OUHAMIKY eimuusHsano2o E-commerce 6 piznux ceamenmax
exonomiku. Ilpoananizoeano ocrosHi nepesazu ma neooniku oHaaun-pumetiny. Okpecieno npobremu
eleKkmpoHHoi Komepyii 6 Ykpaiui. /locniodceno acnekmu YOOCKOHANEHHS PO38UMK)Y DPO30PIOHOI
mopeieni uepes Bcecgimmuio mepescy Inmepuem 6 ymosax KapaHMuHHUX 0OMedCeHb ) 36 A3KY 3
nandemiero COVID-19. Bucgimneno nepcnekmusu ma nooanbidi meHOeHyii po3eumKy elekmpoHHol
mopeieni 6 Ykpaini.

KittouoBi cnoBa: ejlekTpoOHHa KOMEPIIis, €IeKTPOHHA TOPTIiBIs, OHIAWH-PUTEHI,, IHTepHET-
EKOHOMiKa, MapKeTIIeic

DOI: 10.15276/mdt.4.3.2020.8

IlocTtanoBKka mnpobieMH B 3arajJlbHOMY BHMIVIAAI Ta ii 3B'I30K 3 BaKJIUBHUMH
HAYKOBHMH 200 NPAKTHYHUMM 3aBJaHHAMM. Ha cydacHOMy erami po3BUTKY CYyCIIIbCTBA
IHTEPHET TEXHOJIOT1i POHUKIIN Y BC1 cPepu KUTTS. Y 3B 43Ky 3 IIUM BEJIUKOIO MMOMYJISPHICTIO
KopucTyeTbes cdepa nuudpoBoi exkoHomiku — E-commerce, mo monsrae y 3acToCyBaHHI
IHTEpPHET-PECYPCIB Ta PEaTI30BYETHCA LUISIXOM 30LIBIIEHHS 3HAYHOTO 00CATY MPOAAXKY
ToBapiB y BcecBiTHINM Mepexi iHTEpHET.

Hapasi Bce Ounble mocTae MUTaHHS MPO aKTYaJbHICTh JOCIHIIKEHHS €JIEeKTPOHHOI
KOMepIii, aJyke BOHO JI0IIOMarae 3p0o3yMiTH OHJIaliH-pUTensepaM ii cabki Ta CUiIbHI CTOPOHH,
JIa€ ySIBJICHHSI [IPO CTaH Ta PO3BUTOK PUHKY, O3HAMOMIIIOE 3 IOPTPETOM CIOXKHBA4a B IEBHOMY
CerMEHTI Ta JIa€ 3MOTY IMOPIBHATH MOTO 31 CBOIMHU JJaHUMHM IPO KJi€HTIB. Takox perenbHUi
ananiz E-commerce gae 3mory OynyBatu Tpadik CIOKMBaiB, 3a JOTIOMOTOI0 SIKOTO OHJIAiH-
pureiiepu 3MoxyTh KoperyBatu SEO ta SMM crparerii B KOpOTKi CTPOKH. AKTyaJbHICTb
JTOCJTIJDKEHHS TIOJISITa€ TaKOXK Y TOMY, IO CbOTOJIHI BEJIMKUN CErMEHT €JIEKTPOHHOI TOPTiBII
CTBOPIOE YMOBH JIJIS IIPOJIOBKEHHS ICHYBaHHS CTapuX Mpobiiem, sKi MpUTaMaHHi TpaJuliiiHii
pO3apiOHIM TOPriBii, Ta TMOPOHKEHHS HOBUX BHUKIMKIB, SKI TOCTAlOTh TIEpe]l OHJIAWH-
pUTEHIIEpaMH.

© 2020 The Authors. This is an open access article under the CC BY license
(http://creativecommons.org/licenses/by/4.0)
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AHaNi3 ocTaHHIX JoCHiIxkeHb i myOuaikamid, B SKHUX MNOKJIAJEHUH MOYATOK
BUPILLIEHHIO TaHOI NMPo0JieMH i Ha sAKi CIMPAOTHCsl AaBTOPH. PUHKY e€eKTpOHHOT TOPTiBIIi
NPUCBSAYCHI Mpalli 6araTb0X BITYM3HIHUX Ta 3apyOKHHUX ydeHUX. J|0 HUX HalIeXUTh: [ TiHEHKO
JI., HaiinoBebkuit FO. [1], 3ocimoB B., bepko O. [3], Kosbe . [4], Konapyc JI., JI3uBumpka O.
[5], Mamtora 1., Oross A. [7], [Tarpamanceka JI. [9], Cunsisepka O. [15] Ta inmii. BijabimicTs
aBTOPIB y CBOIX MpalsiX MPOBEIM CTATUCTUYHUNA aHAJII3 CTaHy PUHKY €JIEKTPOHHOI TOPTiBii B
VYkpaini [1; 3; 7; 9]. 3Hauna yBara HayKOBIIiB IPUILJICHA TOCIIHKCHHIO MIUTAaHHS HOPMATHUBHO1
0a3u peryiIroBaHHS €JICKTPOHHOI KoMepitii [5; 15].

Bupinennsi HeBHUpilIeHMX paHille 4YacTHH 3arajbHoi NpodJieMH, KOTPHUM
NPHUCBAYYEThCH CTATTA. Pa3oM 3 TuM, y 3B’513Ky 3 BIIPOBAPKEHHSIM KapaHTUHHUX OOMEXEHb
Ta Haja3BuuaiHoi cutyanii s npotuaii COVID-19, BOa4ar0ThCsl MOTEHIIINHHI EPCIEKTUBU
JUI PO3BUTKY IHTepHET-puTeiay. OOMexeHHss poOoTH odaiiH-Mara3uHiB CyTTE€BO 3MIHHIIO
CUTYallill0 HAa PHHKY TOBapiB Ta TOCIYT 1 MPHU3BEJIO 10 OXOIUIEHHS OULIbLIOi ayauTopii
CIOXMBAYiB, a OTXKeE, 1 40 30UIbLICHHS] 000POTIB POJIAXKyY uepe3 Mepexy IHTepHer.

@opMyTI0BaHHA MeTH CTATTi (IOCTaHOBKA 3aBAaHHs). Meroro cTarTi €
JIOCJTIJDKEHHSI OCHOBHUX IMPOOJIeM, HEOJIIKIB 1 IIepeBar eJIeKTPOHHOT KOMEPIIii Ta BUCBITICHHS
MOJANIBIINX TEHICHIIIH PO3BUTKY PO3APiOHOI TOPTiBIIi Uepe3 3aCTOCYBAHHS IHTEPHET-PECYPCIB.

BukianeHHs1 OCHOBHOrO Martepiajy AOCTIIKEHHSI 3 TMOBHUM OOIPYHTYBAHHAM
OTPUMAHMX HAYKOBHX pe3yjbTaTiB. [loyaTok iCHYBaHHS IHTEPHET-€KOHOMIKH MOKHA
noB’si3aTH 13 npopuBoMm cucteMu WorldWideWeb y cepenuni 1990-x pokiB. 3 Toro gacy
[HTEepHET TEepeTBOPUBCS HA CEpBIC, IHTETPOBaHY TJIO0ATBHY MEpeXy 3 Pi3HOMaHITHUMH
MyJIbTUMEAIMHUMH LIIAMH. Taki MOHSTTA, SIK €IeKTPOHHA KOMEPIIisl, eIeKTPOHHHM Oi3Hec,
IHTepHET-eKOHOMIKa, (pPOBa EKOHOMIKa € BIIHOCHO HEJAaBHIMH KOHCTPYKIIISIMH. 3arajiom,
0a30BOI0 € caMe KOHIICTIIIIS «IHTepHEeT-eKoHOMiKa» [15].

Tak, iHTepHET-eKOHOMIKa 3aCHOBaHA Ha HU(MPOBUX TEXHOJIOTISAX, SAKi € IHTEHCHBHO
B32€MOIIOB’SI3aHUMHU Ta II100ALHUMU. TepMiH «IHTEpHET-eKOHOMIKay IMiJIKPECTIOE MATPUMKY
3B’3KiB €KOHOMIUYHUX CyO €KTIB Ta MPOIECIB 3a JOMOMOTOI0 €IEKTPOHHUX KOMYHIKAIlIHHUX
3ac00iB MacoBoi iH(opmarlii.

J1. Ko3be, B cBOIO Uepry, Bii3HAYAE, M0 «EJIEKTPOHHA KOMEPIlisH» BKIIOUAE B ceOe HE
JMIIE KYTMiBIIO-TPOJIaXK TOBapiB Ta MOCIYr uepe3 InTepHeT i1t 6e3rnocepeIHbOro OTpUMaHHS
npuOyTKy. Y 1€ MOHSTTS, HAa HOTO TYMKY, TAaKOX BXOJUTH MiATPUMKA OTPUMAHHS MPHUOYTKY,
CTBOPEHHS IMONUTY HA TOBApH Ta IMOCIYTH, BOPOBAKEHHS MICIANPOAAXKHOI0 00CIyrOByBaHHS
KJII€HTIB, TIOJICTIICHHS B3aEMO/IIT MiX JTIIOBUMH mapTHepamu [4].

BaximBUM MOMEHTOM € 3aKOHOJIaBU€ PEryJII0BaHHs €JIeKTPOHHOI KoMeplii B YKpaiHi.
JlaHe mUTaHHS, X0Y 1 OMOCEPEIKOBAHO, aJie PETYIIOETHCS YUMAJIOK KITbKICTIO HOPMaTHBHO-
IPABOBUX AaKTIB PI3HUX pIBHIB. Xoua EJIEKTPOHHA KOMEpIlis ICHyBaja B YKpPaiHCBKOMY
IIPaBOBOMY I0JI 1 paHime, pyHAaMEHTalIbHI IPUHIUIIN IHTEPHET-TOPIiBIII BCE K OTPUMAIU
3aKOHOJIaBY€ 3aKPIIJICHHS Y 3B 43Ky 3 IPUUHATTAM Ta BBEICHHAM Y Jit0 L{UBUIbHOTO KO/IEKCY
Vkpainn [17], 3akony VYkpainm «IIpo eneKTpOHHI JOKYMEHTH Ta eJIeKTPOHHHM
nokyMmeHToo0iry [12], 3akony VYkpainu «[Ipo emekrponHHi moBipui mociyrm» [11] Tta
BHECCHHSIM 3MiH 10 3akoHy Ykpainu «IIpo 3axuct npas crioxusadiny [14].

[puitasarts 3akony «IIpo enekTpoHHY KOMEpLiI0» Jajlo 3MOT'Y IHTEpHET-CII0KHBauYaM
yOe3neunTtu cebe BiJl 31MOBKHBAHb CYy0 €KTUBHUMH MPAaBaMHU iX KOHTPAreHTIB Ta JAJI0 MILHY
MPAaBOBY MIJACTaBY JUIsl 3/IHCHEHHS €JIeKTPOHHUX MpaBOuYMHIB. BiamosinHo a0 cT. 3 3akoHy
VYkpainu «[Ipo enekTpoHHY KOMEpIIiIo» eJIeKTPOHHA TOPTiBIIs BUZHAYAETHCS K FOCMOIapChKa
IISUTBHICTh Yy cdepl eNeKTPOHHOI KYHIBII-MpOoAaXxy, peaii3alii TOBapiB JUCTAHLIHHUM
CHOCOOOM TMOKYIII0 MHUISXOM BYMHEHHS ENEKTPOHHUX TPABOYUHIB 13 BUKOPUCTaHHAM
1H(popMaLiifHO-TeeKOMYHIKaIiiHUX cucteM [13].

74


file:///C:/Users/Ð�Ð°Ð½Ñ�%20Ð¥Ð¾Ð²Ñ�Ð°Ð»Ñ�Ðº/Downloads/texc_2017_5_4.pdf

ISSN 2522-9087  (Print)

MapkeTHHr 1 1u(POBI TEXHOJIOTIT Tom 4, Ne 3, 2020 ISSN 2523-434X (Online)

Kpim Toro, 3 ciunst 2006 p. 3akon Ykpainu «IIpo 3aXucCT mpaB CHOXKHUBaUiB» BKIIOYAE
MOJIOXKEHHS, IO CTOCYIOTBhCS <«JIOTOBOPIB, YKJIQJICHHX Ha BIJICTaHI», TOOTO JOTOBOPIB,
VKJIQICHUX TpOoJaBIeM (BUKOHABIEM) 31 CIIOXKHBA4YeM, OKpPIM IHIIOTO, 32 JOMOMOTOI0
TEJIEKOMYHIKAIIHUX Ta iHPOpMaLIHHUX Mepex (30Kpema, InTepHety) [14].

Criocrepiraerbesi NIOPIYHUI PICT MIKHAPOIHOTO PUHKY €JIEKTPOHHOI Toprieii. Tak, y
BianmoBimHocTi 3 manumu The Statistical Portal 3a mepiog 2014-2019 pp. oGcsar cBiTOBOI
po3piOHOI eneKTpOHHOI TopriBii 3pic y Oinbm HiX 2,6 pasu (puc. 1). Lopiuamii mpupict
konuBaeTbes Big 15,9% y 2015 p. mo 29,2% B 2017 poui. Ilpu upoMy miopiuauii mpupict
CBiTOBOI po3apiOHOT TopriBimi 3 2016 poky HE3MIHHO CTaHOBHUTH Onmu3bko 6%. Yacrtka
eJeKTpOoHHOI Toprisii 3a nepioa 2014-2019 pp. 3pocna yasiui i cranoBuTh B 2019 p. 11,4%

[19].
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Pucynok 1 — Po3npiOHa enektpoHHa Toprisis B cBiTi 3 2014 p. 3 mporHo3om a0 2023 p.
Jlxeperno: mobymoBano 3a ganumu The Statistical Portal [19]

[IporHo3yeThcst 3pocTaHHs 00CATIB €IeKTPOHHOI TOPTIBII K Y CBITI, Tak 1 B YKpaiHi,
NPOTE YNOBUIBHEHHS IIOPIYHUX TEMITiB pocTy. [IOmTOBXOM aiisi PO3BHTKY EIEKTPOHHOL
KOMepI1Iii € Te, [0 Hapasi MPOBiJHI MPOJIaBIli TOBApiB BCe MEHINE MOIUISIOThCS Ha odraiiH- 1
OHJIAH-TIPO/IABIIiB, HATOMICTh, HAMAaralOYuCh JOTPUMYBATUCH 3arajlbHOTO TIPUHIIHITY
KJIIEHTOOPIEHTOBHOCTI. B CBOIO Yepry, CHoXuBau, OJHOYACHO CIMPAIOYUCh HAa Ba)IIUBI
nepesaru o¢iaiiHy Ta OHJIaliHy, Ha/la€ IepeBary TOMy UM 1HILIOMY Mara3uHy, BpaxXOBYIOUH TaKl
KpUTepil: ToBap Mae OyTH B HasBHOCTI, OIJIaTa — 3py4YHOIO Ta O€3MEYHOI0, OTPUMAaHHS Ta
MIOBEPHECHHSI — IIBHJIKAMH, a OOCIYrOBYBaHHS — SIKICHUM. TakKOX dYacTO BaXIJIUBY PpOJIb
BIJIIrpalOTh BIATYKH, SIKI CTAIOTh B HAroji CIOKMBady Hpu OOpaHHI TOBAapy 4M MepeBipli
J0OpPOCOBICHOCTI MPOABIIS OHJIANH UM O(JIaiiH pUTEHITY.

Bapro 3ayBaxuTH, 1110 pO3BUTOK €JIEKTPOHHOI KOMEPIIi CIUPAETHCS HA 3TyYEHHS 10
IuTtepHeTy Bce OUIBLIOI KUIBKOCTI KOPUCTYBauiB, TOMY HE JMBHO, L0 YacTKa 00OpOTY Bif
eslekTpoHHOI Toprisii y BBII kpaiH Ta yacTka eneKTpoHHOI CKJIaI0BOi y po3/piOHiii Toprisii
KOPEJIOE 3 TIOKa3HWKOM piBHS MPOHUKHEHHsS [HTepHETYy, TOOTO YacTKM HAceJeHHS KpaiHu
BikOM BiJ 14 110 74 pokiB, 110 € peryasipHuMu [HTepHeT- KopucTyBauamu. Tak, y MpoBiTHUX

Cak T.B., Xoexanwk [M.0. EnekmpoHHa mopeiens 8 YKpaiHi: cmaH, meHOeHUi, 75
nepcrnekmusu po3sumky (Moea — yKpaiHcbKa)



ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 4, No 3, 2020 ISSN 2523-434X (Online)

Kpainax 3axigHoi €Bponu nei mokasnuk Habmmwkaerbes 10 100 %, y Toi yac gk B YKpaini BiH
CTaHOBUTS JHILe O6Ju3bko 63 % [1].

Taka rpagamnis y moka3HUKaxX MOSICHIOETHCS THUM, 1[0 CEIMEHT E€NEKTPOHHOT KOMEepIii
MOKHU 1110 3aiimMae He Oinbie 4% Bij 3arajJbHOr0 PUHKY Po3ApiOHOI TOpriBii B Ykpaini. B cBoro
4yepry, CerMeHT MapKeTIUICHCIB € HalOUTBII MIBUIKO3POCTAIOYUM HAMIPSIMKOM B HIllll OHJIAMH-
TOPTiBJI, 3HAYHO BUIIEPEHKAIOYHN KJIACUYHI IHTEPHET-Mara3uHu 3a IMBUIKICTIO 3pocTaHHs [7].

OpHa 3 IPUYUH IIHOTO B TOMY, I[0 MAJIUM MiIPHEMIISIM YacTO BaXKKO MIATPUMYBATH i
peKIaMyBaTH BJIacHI callTH, YacTille iM BUTIHIIIE MPAIIOBATU 3 MalJaHUMKOM, sIKUi Oepe Ha
cebe uvacTMHY 3000B’si3aHb 3 MPOCYBaHHS ToBapy. lle 3HMXKye MOpir BXOQy Ha PHUHOK
po3apiOHOT TOPTiBII 1 MiHIMI3Y€e HEOOX1THI 00’ €MHU 1HBECTHIIIH.

3a migpaxynkamu ekcreptiB rpynu EVO — ykpaincekoi IT-komnaHii, mpoekTaMu Kol
€ HaNOUIBIII MapKETIUICHCH TSl OHJIAHH-IIIOINHTY, CEPBICH €JIEKTPOHHOTO JOKYMEHTOO00ITY Ta
MalaHYUK JJIS TPOBEJCHHS JCPKABHUX 1 KOMEPIIHHUX TOpriB, y 2019-if pik yKpalHChKUi
CErMEHT EJICKTPOHHOI Komeplii JocsrHyB 65 Mipna TpH, 30uUibmMBIIMCE 3a pik Ha 30%.
JIOKOMOTHBOM PO3BHUTKY, 5K 1 paHiIle, BUSBUINCS MapKeTiuieiicu [8].

Binrak, y 2018 p. nuisixom BUKOPUCTaHHS MapKeT-TUIeHCIB HAWO1IbII aKTUBHO 3pOCTa€e
MOMAT HA TOBAapH MOBCSAKICHHOTO BXHWTKY W JuTs4di ToBapu. Haiwactime y 2018 pori
KyIyBaJld OJAT, B3YTTsl, aKCeCyapH, TEXHIKY, €JIeKTPOHIKY, TOBAPU MOBCIKICHHOT'O BXKUTKY,
TOBapH JIJIsl IOMY Ta cay, KOCMETUKY i mapdymepiro (puc. 2).
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Pucynok 2 — JIlunamika npua0aHHs TOBapiB Ha MapkeTiieiicax ynpoaosx 2018 p. (wr.)
Jlxepeno: 3a nanumu Acouianiii pureitnepis Ykpaiau (RAU) [18].

Kpim Toro, mpocyBaHHsI €JIEKTPOHHHUX MAapKETIUICHCIB J1a€ MOXJIMBICTH OUTBIIMMHU
TEMIIaMU PO3BMBATUCH KOMIIAHISIM, K1 HAaJalOTh MMOCIYTH JOCTaBKU — juiie 3a 2019 pik Ha
JIOCTABI[i TOBApiB, MPUIOAHUX OHIIAH, oreparopu 3apobumu 2,6 mupa rpH. [3]. Takoxk, B
CTOPOHI HE 3aJMIIaloTbes TapreT-koMmasii, sIKi 3IiHCHIOIOTh pPEKJIaMHHUN MeEXaHi3M, MI0
JIO3BOJISIE 3°CYBAaTU 3 YCi€l HAABHOI ayJaUTOPIi JIMIIIE Ty YaCTHHY, SKa BIAMOBIIAa€ 3aJaHUM
KpUTEPIsIM (BU3HAUYEHIN ayAUTOPil) 1 JEMOHCTPYE peKliaMy KOHKPETHOTO TOBAPY M MOCIIYTH.

Bapto 3a3maumTH, MmO Hapa3i 3pocTae KOHKYPEHIII MDK MapKeTIielcaMu Ta
COLIIaIbBHUMHU MepeKaMH i MOIIYKOBUMHU CHCTEMaMH. 3Ae0UIbIIOro puTeiyiepu 3apo0isioTh
Ha TPojIaKaxX, a MapKETIUICHCH — Ha MPOCYBaHHI TOBapiB i mociyr. Lle poOUTh X CXOKUMHU
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came i3 ColMepekaMH Ta TOITYKOBHKaMH. Biiblie TOro, MapKeTIUICHCH CTaau Ccepio3HUM
KOHKypeHTOM mnomrykoBux cucreM. Y CHIA 55% mnokymuiB Binpa3y IIyKaiOThb TOBap Ha
Amazon, Etsy un E-bay, omunaroun Google. B Ykpaini HaiOinpmmidi 00CSIT MOTEHIIHHOT
ayJIUTOPIi MMOKYIIIIB 30CEPEPKYETHCS HA TAKKUX MOMYJISIPHUX IHTEPHET-MailaHInKax, sk Prom,
Je yacta npsMoro tpadika cranoButh 19%, Rozetka — 30%, OLX — 44%, Aliexpress — 50%
[18].

3a nmanumu Acorianii puTeinepiB YKpaiHM MO0 KJIIOYOBHX IHTEpHET-MarasuHiB
VYkpainu, cepel yHiBepcalbHUX Mara3uHIB BIEBHEHO Jinupye Rozetka.ua — HaiiOumbiimii
yKpalHChKHI MapkeTiuieiic (puc. 3).
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Pucynok 3 — Jlunamika ak THUBHOCTI JIiIepiB MapKeTIielcy B YKpaiHi yIpoI0oBX
2017-2019 pp., % oxoruteHHs ayAUTOpii Bij 3arajibHOI BiJIBIyBaHOCTI CETMEHTa
Jlxepeno: 3a nanumu Acomiariii pureitnepis Ykpainu (RAU) [16]

Rozetka konTpomtoe 63,68% BcixX BiJBiAyBaydiB yHIBEpCAIbHUX IHTEPHET-Mara3uHiB. 3a
PIK OXOTUICHHS MapKETIUICHCY BHPOCIO Maike Ha JBa BifAcoTkH. lIIBummre 3pocTaB TUTbKH
nouvipHiit mpoekT Mepexi Eninentp K-27.ua — sxuii 3a pik HApOCTHUB L€l MOKa3HUK OUIBII HIXkK
Ha 3%.Takox BapTO 3BepHYTH yBary Ha 6e3cyMHiBHUH ycrix Kasta.ua, 1o Brepiie noTpanuim
B TOI-5 yHiBepCcaJlbHUX IHTEpHET-Mara3uHiB (Bumnas 3 Jiaupytodoi n’satipku MOYO). A takox
Ha Te, [0 YaCTKa 1HIINX MapKETIICHCIB IPOIOBKYE MOBLUIBHO 3HHKYBATHUCS.

B 2018-2019 pp. cepen m’situ HaWOUIBIIUX OHJIAWH-PUTEUIIEPIB TEXHIKU Ta TaKETiB
(puc. 4) nigupye Lutpyc (86,18%), sxuit He Mae piBHUX. Citrus.ua CMiIMBO MOYKHA Ha3BaTH
MOHOTIOJIICTOM B I[bOMY cerMeHTI [16].

Cak T.B., Xoexanwk [.0. EnekmpoHHa mopeienda 6 YKpaiHi: cmaH, meHOeHyil, 7
nepcrnekmusu po3sumky (Moea — yKpaiHcbKa)
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2,66% 3,52%——— @l

0,83%

® Lntpyc m Xiaomi = fishki.ua Portativ.ua = city.com

Pucynok 4 — Jlinepu cepen OHNIaH-pUTEHIEPIB TEXHIKH Ta TapKeTiB B YKpaini y 2019 p., %
OXOIIJICHHS ayAUTOPIi BiJ] 3arajbHOI B1/IB1lyBaHOCTI CETMEHTa
Jlxepeno: 3a nanumu Acouianii pureitnepis Ykpainu (RAU) [16].

Bapto 3ayBakuTH, 10 MiCJI BIPOBAKCHHS KAPAaHTHHHUX OOMEKEHb Ta Ha/I3BUYANHOT
cutyauii mis npotuaii COVID-19, BUHHKIM HOBI MOXIMBOCTI JJii PO3BUTKY 1HTEpHET-
pureiiny. Tak, Ha ymoBax cmiBmparii MiHicTepcTBa OXOPOHHU 370pOB’Sl YKpaiHW Ta OHJIAMH-
pureitnepa «ROZETKA» po3po6ieHO anropuT™Mu 10CTaBKU MPOJYKTIB XapuyBaHHS Ta HOOYTY
B YMOBax KapaHTHHY 3 METOI0 MaKCHMaJbHOTO OOMEXEHHS KOHTAKTiB, HAJABIIHM IEpeBary
onnaiH-3amoBieHHAM [10]. ToOTo, 6aunmo, 110 AepxaBa, B 0co0i 11 yTOBHOBa)KEHUX OPraHiB,
TaKOX BJIAETHCA JIO MOCIYT IHTEPHET-PUTEUIIepiB sl 3a0e3neueHHs moTped rpoMaisiH B 4ac
CKPYTHOI Ta HarajabHOI CUTYaIlii.

Kpim Toro, HeoOXiJHO TIEPEHHATH JOCBi BEACHHS IHTEPHET-TOPTIBII KpaiH 3axigHOoi
€Bpomnu Ta BIOPOBaKYBaTH Horo B YkpaiHi. Tak, opieHTaliss MOBMHHAa OyTH Ha PO3BUTOK
OCHOBHHMX TEHJICHI[I CBITOBOi IHTEpPHET-TOPTiBIi, a caMe: Ha JIOSUIbHICTh TOKYIIS Ta
MepCcoHaNi3aIliIo Yyro/, MOOUIbHY KOMEpIIit0, poOOTY 31 CHIBHOTOO, CIIBIPAITIO 3 BiAaICHUMHI
perioHaMu KpaiH Ta BeJleHHsI €()eKTUBHOT JOTiCTUKH [7].

I 3 MM TBep/UKEHHSM Ba)XKKO HE MOTOAMTHUCH, Ta BapTO JOJATH, IO Jep)KaBa Mae
CIPHSITH PO3BUTKY €JICKTPOHHOI KOMEPIIii HE JIUIIE y MaTOBUX CUTYAIlisfX, a i 3a 3BUMAWHUX
YMOB Ha IOCTiiH1i ocHOBI. KpiM Toro, sik 3a3Ha4anoch BUIIIE, TOKa3HUK €1eKTPOHHOI KoMepii
Ha PHUHKY PO31piOHOI TOPTiBiIi B CBITI 3HAYHO BHIIHMHA, HIX B YKpaiHi, IO TOSCHIOETHCS
HE/IOCKOHAJIO0 HOPMAaTHUBHO-TIPAaBOBOIO 0a30(0 3 IIbOIO MHUTAHHS, BIJCYTHICTIO 1HTEpHET
3a0e3nedeH s, HABUYOK KOPHUCTYBAaHHS YW, €JIEMEHTapHO, JOBIpH CIIOKMBAYiB 10 KYIiBJi-
pojaXxy ToBapiB uepe3 [HTepHeT.

Hespaxkatoun Ha Te, mo y 2019 poui 71% ykpainuis (22,96 mMiaH) Manu JOCTyN A0
Inrepuer-mepesxi Ta aume 31% 3 HUX KyImyBaId TOBAapU Y MOCIYTH Xoua 0 pa3 uepe3 iHTepHeT
[6], BapTO BHM3HATH, IO HA CLOTOHI B YKpaiHi popMaT eeKTPOHHOT TOPTIBIIi CIIPAB/i CTPIMKO
PO3BUBAETHCS, OCKIIBKI MAa€ YUMAJIUI CIIEKTp MepeBar.

Biarak, ocHOBHHMH TiepeBaramMu €JIeKTPOHHOT KOMEPIIii €:

— IMIBUJKICTh Ta JOCTYHHICTh OTpUMaHHs iH(oOpMaIli MmoA0 TOBapy, HOro IiHH,
XapaKTepUCTHK;

— OIEpaTUBHICTh Ta 3PYYHICTh 3[IMCHEHHS TOpriBelbHUX omepaiiil (BuOip,
o(opMIIEHHS, omj1aTa, 3BOPOTHHH 3B’ SI30K);
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— 3HIKCHHS BHUTpAT (BUTpPAT HAa YTPUMaHHS OCHOBHHX 3ac00iB (OpeHAYy TOPTrOBHX
IOPUMILIEHB), OIUIaTy Mpall NepCcoHaldy, BUTPAaT Ha MAapKETUHI, BUTPAT, IOB’SI3aHUX 3
CEpBICHUM 00CIYrOBYBaHHSM Ta iH()OPMAIIITHOIO MiATPUMKOIO CIIOKUBAYIB);

— 3a0e3ne4eHHs] JOBMOCTPOKOBMX KOMYHIKALIl 3 MOKYHISIMH 4Yepe3 (hOpMyBaHHs
€JIGKTPOHHUX 0a3 JaHUX eNEKTPOHHHX aJpec, MOOITHHUX Tene(oHiB, MPOpUIIB y COmiaTbHIX
Mepexax ToILo;

— PO3BUTOK I[HTEpHET-MApKETHUHTY 4Yepe3 MOJKIJIHMBE PI3HOMAHITTS 3aCTOCOBYBAHUX
IHCTpYMEHTIB: OiliiHUI caiiT, [HTepHeT-Mara3uHu, MapKeTIUICHCH Ta PI3HOMAaHITHI OHJIalHH-
wiatopmu, KOHTEKCTHA Ta MeliiiHa pekiama, e-CRM-cucremu, GIOTiHT, TUPEKT-MapKETHHT
TOLIO;

— MOXJIUBICTh BHKOPHCTAaHHS CyYaCHHX aHAJITHUYHUX IHCTPYMEHTIB (HANpUKIAJ,
Google Analytics) mas TOCHIDKEHHS PHUHKY Ta OIIHKH €()EKTUBHOCTI MapKETHHIOBOI
IISIIBHOCTI,

— 301IBIIEHHS BIIKPUTOCTI JI0 CITOKUBAYIB Ta PICT iX JIOSIHHOCTI.

[lepeBaroro eneKTpoOHHOI KOMeEpLii TakoXX € Te, IO BOHAa 00’eqHye Oararbox
BUPOOHMKIB TOBapiB PI3HOrO Tally3€BOI0 MPH3HAYCHHS, NAlOYd iM 3MOTy 301IbIIyBaTH
000pOTH Ta CHEKTP MPOAAXKY TOBApiB IUIIXOM BHUKOPUCTAHHS OHJIAMH pECypCiB, MOpsI 3
TpaJULIMHUMU odualiH-MarasuHaMu. TakoX IHCTPYMEHTH €JIEKTPOHHOI KoMeplii, B TOMY
YHUCIII MapKETIUICHCH Ta PI3HOMAaHITHI OHJIAHH-TIATOPMH, HAJTAI0Th MOKITUBICTh PO3ITUPUTH
CIIEKTp Bapiarliii po3BUTKY MaJIOTO Ta CEPEAHLOTO Oi3HECY uepe3 peanizailiro 013HEC-TIPOSKTIB
OKpeMUX (PI3MUHUX Ta IOPUIUIHUX OCI0, K1 BUSABHIN Oa’KaHHS 3aliMaTUCS 1 ITPHEMHHUIILKOIO
JISUTBHICTIO, TMPU 1IbOMY 3MEHUIYIOYM BHUTpAaTH Ta YTPUMAaHHs, L0 MpUTaMaHHI oQuiaiiH-
Mara3uHam.

EnexTpoHHa TOpriBig Mae sIK TepeBard, Tak 1 Hemodiku. Jo meperniky mpobiiem
po3BUTKY enekTpoHHOI kKomepmii B Ykpaini Konapyc JI. JI., JI3uBunbka O.A. BiTHOCSTH:
HEJOCTaTHIO Oe3MeKy JaHWX CIOXKUBAYiB Ta HEHA1WHI CUCTEMH IUIATEXiB; HU3bKY SKICTbH
KOMYHIKaIlii Ta cepBicy; HeCTabIIbHICTh HAIlIOHAIBHOT TPOLIOBOT OJMHMIII BITHOCHO J10JIapa;
HE/I0CKOHATy HOpPMaTHUBHO-TIPAaBOBY 0a3y; BUCOKI I[IHM Ha JI0CTaBKY TOBapiB [5].

[IpyunHOIO HenocTaTHHOI O€3MEeKH JaHMX CHOKMBaYiB € Hee(eKTHBHA peanizaiis
npaBa Ha iHQOpMaLiiiHy IPUBATHICTh, TOOTO 3aXUCT NEPCOHANBHUX JAHUX MiJ Yac 3/11HCHEHHS
OHJIaH-TIOKYIIOK. B cBOI0 uepry, nmepcoHanbH1 JaHi BianoBigHo 1o Jupextusu 95/46 / €C
€Bporeiicbkoro napnamenty Ta Paau €sponelicekoro Coro3y Big 24 xoBTHA 1995 poky mpo
3aXUCT MpaB NPUBATHUX OCIO CTOCOBHO OOpPOOKH MEPCOHANbHMX JaHMX Ta PO BUIbHE
nepeMillleHHs TaKuX JaHUX, 03Ha4aroTh Oy/b-sAKy 1H(pOpMallito, OB’ sI3aHy 3 11eHTH]IKaIlI€0
¢iznyHoi ocobu («cyO’ekTa naHuX»). DaKT HAIBHOCTI BENUKOI KIIBKOCTI KiO€p-3JI0YMHIB,
3JIaMyBaHHSM IUIATIKHUX CHCTEM, B TOMY YHCJIl 1 YIOBHOBaXEHUMH JEpPKaBOIO 0codami, a
TaKOX BUTOKY MEPCOHAJIBHUX JAHUX TPOMAJsSH, ChOTOJHI TalbMy€ DPO3BUTOK IHTEpHET-
Komeptii [2].

Bapro 3ayBaxkuTu, 1o cepiio3HOIO MPOOJIEMOIO, SKa aCOLUIOETHCA 3 EJIEKTPOHHOIO
KoMepli€lo B YKpaiHi, € HeIKICHUM cepBic B YKpaiHChKUX [HTepHeT -marazuHax. Y [HTepHer
KOMIIaHI# Hemae uacy, 100 3agymaTucs Haj NepcrekTHBaMu Oi3Hecy 1 moTpedamu
cnokuBayiB. barato kommaHiil CTBOpIOIOTBhCS HacmiX, Ol3HEC-TJIaHM HE MICTATh TaKHUX
KJIIOYOBHUX JUIs Oi3HECY MOMEHTIB, SIK JIOTICTHKA Ta IJIATIXHI cUCTEMH. TakoK Ha PO3BUTOK
€JIEKTPOHHOTO Oi3HeCy B YKpaiHi HETaTWMBHO BIUIMBAIOTH Taki (aKTOPH, SIK: HEAOCTATHHO
PO3BHHEHA CHCTeMa EJNeKTPOHHMX IUIAaTeXiB, HeaoBipa KiieHTiB. Husbkuil piBeHb 3aprar
YKpaiHI[IB CUJIbHO BIJIMBA€ HAa PO3BUTOK 1 3pOCTaHHS OHJalH-TOpriBii. Crnabka eKOHOMiKa
KpaiHH, TAKOX raJibMye MPOIIEC PO3BUTKY Ha 2-3 POKH, B TOPIBHIHHI 3 PO3BUHYTUMHU KpaiHaMH.
[3]. Lle Tsarue 3a co0OK HACTIAKKM HECTAOLTLHOCTI HAIIOHAIBHOI BaOTH Ta 1 CTiiiKOl
3aJISKHOCTI BiJl 1oJapa, 4acTUX KounMBaHb Moka3HukiB BBII ta piBHS iH(ALIT B KpaiHi.

Cak T.B., Xoexanwk [M.0. EnekmpoHHa mopeiens 8 YKpaiHi: cmaH, meHOeHUi, 79
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He3Baxxarouu Ha iCHYBaHHS BIAMOBITHUX PETyIATUBHUX HOPMATHBHO-TIPABOBUX AKTIiB
y chepi OHJIAHH-PUTEITY, BCE K CBOTOJIHI ICHYE YMMAJIO CKJIQJHOIIIB IIMOJO peajizarii
BCTaHOBJICHOI 3aKOHO/IaBCTBOM MOJKJIMBOCTI KYITyBaTH OHJIAIH, SIKi HETATUBHO BIUTUBAIOTH HA
MEPCIEKTUBH PO3BUTKY €JIEKTPOHHOI-KoMepuii. Hanmpukman, ans ykiaJeHHS eJIeKTPOHHOIO
JIOTOBOPY, KWW BU3HAETHCS 3aKOHOM YKpainu «IIpo eneKkTpoHHY KOMEpIIito», MiICTaBOIO A
BUHUKHEHHS peaJbHUX MPAaBOBIJHOCHH MDK OHJIANH-TPOAABIEM Ta MOKYIIEM, HEOOXiTHE
creniajgbHe MporpamMHe 3a0e3redeHHs s MiANUCY eIEKTPOHHUM IIISIXOM, IO, SIK IOKa3ye
MpaKTHKa, HE 3aBXKIU HasBHE y KOHTPAreHTIB Ta MPU3BOJIUTH 1O TOTO, IO MOKYIKH
3IIHCHIOITHCS 0e3 (popMaTbHOTO 3aKPITUICHHS 3000B’13aHb, TOOTO 6€3 YKJIaJeHHS JOTOBOPY.

KirouoBoro mpoGiemMor0 iHTEpHET-Mara3uHiB € BHCOKI I[IHUM O€3MOoCcepeIHhO Ha
JIOCTaBKy OIJIau€HOro ToBapy nokymnieMm. Ockiibku B YKpaiHi pUHOK MOCITYT Ha JOCTAaBKY
dbopmyroTh eKibka MoHOTOICTIB (YKprnomTa Ta HoBa momra), 11e mpu3BOAUTh A0 MOCTIHHO
3pOCTa0v0i BapTOCTI MOCTYT JIOCTaBKH. Taka CUTYyallis, B CBOIO YEpry, € HACHiIKOM TOTO, 1[0
CIIOKMBayl, He Oa)kalouu BUTpayaTH 3aiiBl KOIITH Ha JOCTaBKY, HAJalOTh mepeBary oduaiH-
Mara3uHam.

HesBakaroun Ha HasBHI HEIOJIIKHU Ta 3arpO3U, PUHOK €JIEKTPOHHOI TOPriBil B YKpaiHi
Mae BCi MePCIIEKTUBU PO3BUTKY. AKTyaJIbHUMH OYAyTh TEHIEHIII1, [0 BJ)KE HAOYJIH PO3BUTKY B
CIIIA, €spori, Kurai Ta iHImx kpaiHax Ta CTOCYIOTHCS OCUJICHHS KJIIEHTOOPIEHTOBAHOCTI B
TOPTiBIIi, TOTPUMAHHS OE3MEYHOCTI Ta JOCTYIMHOCTI B yMoBax nanaemii Covid-19.

Buninumo okpeMi MNEepCHeKTUBHI HampsMU Ta MOAANbLIl TEHACHIII pPO3BUTKY
€JIEKTPOHHOI KOMepIIii B YKpaiHi.

1. Po3BUTOK nIEpCOHAILHUX OpEH/IIB.

JlocipkeHHST TTOKA3yIOTh, IO CIIOXKWBadaM CHOTOJHI OUIBIN IIiKaBi TOBapH, IO
OB’ s13aH1 3 OKPEMHMH OCOOMCTOCTSMH, YUM 3 KoMmraHisiMu. Tak, Imon Mack, CriBen Kinr,
€Brexis ["amuuHCHKA — 1€ CKOpile OpeH I, HiXK MPOCTO BiOMi 0COOM B Oi3HECI, MUCTEIITBI,
KYJIBTYPI.

2. CiiporieHHs MOKYIIOK Yepe3 BUKOPUCTAHHS TaJKETIB.

3nilfiCHeHHS MOKYIOK Yyepe3 MOOLTbHI JOJATKH, COLiabHI MEpeKi, MECEHIKEPH uepe3
cMapT(dOHU Ta 1HII MPUCTPOI JAOMOMArarTh 3pOOUTH MPOLEC KYHIBIl 3pyYHUM Ta JIETKUM,
HAaTUCHYBIIM JIMIIE OJHY KHOMNKY. MoOUIbHA KOMEpIis 3 BHUKOPHUCTAHHSAM IOMYJISIPHUX
nonatkiB Google Shopping, Facebook Marketplace i Checkout na Instagram mpuckoproe
npolec KymiBii M 3alMIIaTUMETbhCS aKTyaJdbHOI Ui Majloro 1 CepeAHboro Oi3Hecy.
[HHOBaLIMHUM € BUKOPHUCTAaHHS «PO3YMHHX [EBaiiCiB», [KI KOHTPOJIOIOTH MNOTpedy B
MOKYIIKaX.

3. Picr toprisni 3a mianuckoro (Subscription shopping).

HabyBae po3BUTKY Takuil BUJ €IEKTPOHHOI TOPTiBIIl, SIK KYIIBIS HAOOPIB TOBapiB, SIK1
MaroTh CTaOUIbHUI monuT, 3a mignuckoro. Haifwacrime no toBapiB Subscription shopping
BXOJISITh MPOJYKTH XapuyBaHHS, KOPM Ui TBapWH, TOBapH Kareropii Droggery. Takwii Bux
€JIEKTPOHHOI TOPTiBJi J03BOJIE MOKYNLSAM 3€KOHOMUTH Yac Ha 3aMOBJICHHS KOMIUIEKTIB
nepioJUYHO NMOTP1OHUX MpoayKTiB. Jlumie 3a 2019 pik npono3uuii nignucku Bupocau Ha 40%
[16]. Jlume Ha Amazon e Oinpme 150 BapianTiB HaOopiB ToBapiB (shopping boxes).
Bukopucrtanus mianucHux HaOopiB Oyle akTyaJbHUM JUIsl KJIEHTIB CTapuioro BIKy, a
BUKOPUCTAHHS MEPCOHAJIbHUX HAOOpIiB TOBApiB CTaHE 3pPYYHHM CIIOCOOOM KYMIBII IS
MOKYTILIB, K1 HE MalOTh BUILHOTO Yacy Ha NEPIOAUYHUMN HIOMIHT.

4. Y 10CKOHAJIEHHS JIOTICTHKH Yepe3 MOLIMPEeHHs Mocayr GyndiamMenTy.

Oyndinment cepsic (fulfillment) — e mocayru ayrcopcuHry 3 nepeaadi BCix MpoILECiB,
NOB’s3aHUX 3 OOPOOKOI0 3aMOBJEHb Ta BIANPABICHHSAM iX KIHIEBHUM CIIOKHBaYaM.
OyndinMeHT-KkoMIaHii 0epyTh Ha ce0e MOBHY BiJINOBIJAIbHICTh HE JIUIIE 33 TPUHOM, 00pOOKy
3aMOBJIEHb, a I OTpUMaHHS OIUIaTH, 30epiraHHs TOBapiB, YKOMIUIEKTYBAaHHS, MaKyBaHHS,
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TPaHCHOPTYBAHHsI, TOBEPHEHHS TOBapiB TOWIO. IIepCIIEKTUBHUM HAIPSIMOM € aBTOMAaTH3allis
byndinmenry.

5. PO3BUTOK iHCTPYMEHTIB Ta TEXHOJIOTIH B €IEKTPOHHII TOpriBiIi/

CyvacHuil puTeils, THM OLIbIIE EIeKTPOHHUU, NOTpedye iHHOBalIMHUX Oi3HeC-
mojeneil. CTpaTeriyHo BaKJIMBUM CTAa€ BUKOPUCTAHHS 1HCTPYMEHTIB Ta TEXHOJIOTIH, SKi
JIO3BOJISITUMYTb:

—IIBUAKO 00paTu MOTpiOHMI TOBAp 3 OAHOYACHUM MOPIBHSIHHAM LIHU 1 XapaKTEePUCTHK
pi3HUX BUPOOHUKIB;

—peKJIaMyBaTH MPOAYKIIIIO IIJIbOBUM CIIOKMBadyaM Ha OCHOBI aBTOMAaTUYHOTO BixOopy,
TeO0JIOKAIII] Ta MONTYKOBUX 3aITUTIB;

—OynyBaTd  peHTHHI TPOJABIIB 32 OOpaHMMM KpuUTepismu (I[iHa, TEXHIYHI
XapaKTepUCTHUKH, JOCTaBKa, CEPBIC, BIATYKH MOKYIIIIB TOIIO);

—e(eKTUBHO YIpaBIsATH 3amacaMd Ha OCHOBI  AUDKHTAI3aIi, poOoTH3alii,
BUKOPHUCTaHHSA CKiIaJcbKoro o6ianHanus 3 RFID natunkamu;

—PpO3LIMPIOBATH KAaHAJIHU €JIEKTPOHHOT KOMEpIIi.

Bunineni mnepcrekTHBHI HampsMU PO3BUTKY €IIEKTPOHHOI TOPriBiIi B YKpaiHi
BUMAralOTh BUKOPUCTAHHS IU(PPOBOTO MApKETUHTY, MEPErVisAAy Ta ONTUMI3alil AiF0ouux

BucHOBKM 3 1aHOT0 T0CJTiIKeHHS i NepcneKTHBH NOJAJBIIMX PO3POOOK 32 TaHUM
HANpsAMOM. TakuM YMHOM, MOXKHa CTBEPJUKYBATH, II0 PO3BUTOK TOPTiBJII Yepe3 BCECBITHIO
Mepexxy IHTepHeT B VYKpaiHi Mae€ CyTTeBI HEIONIKM Ta 3arpos3d, MpPOTE € OJHUM 3
HaWNEepCIeKTUBHININX BHUIIB Oi3HECY B MalilOyTHbOMY.

B xomi mocmimkeHHS BCTAaHOBJIEHO POJIb Ta TO3UTUBHHHA BIUIMB BITYM3HSHHUX
MapKeTIUICHCiB Ha pO3BUTOK E-commerce B pi3HHX CErMEHTaxX EKOHOMIKH. Binrak, came
MapKeTIUIEHCH, 1[0 € CBOEPIIHUMHU MalJaHUYMKaMHU A 00’€HAHHSA PI3HUX MPOAABLIB Ta
MOKYIIIB 32 iHTepecaMu, JAI0Th IMOIMITOBX JJISi 3pOCTAHHS MO3UTUBHOI TUHAMIKH IOIHTY Ta
IPOMNO3HULi, MPOJIaXKy TOBApiB Ta MOCIYT, IO CyTi, HE BUXOAAYM 3 IOMY — Ul CIIO’KUBAUiB, Ta
HE BUTpayaro4y 3HAUHUX BUTpAT HAa OpPEeHy OQuiaiiH-MarasuHiB — JUIsl IPOJIABLIB.

Ha mo3utuBHY rpajaiiito 3pOCTaHHS €JIEKTPOHHOI KOMEpIii BIUIMHYJIM KapaHTHHHI
oOMexxeHHs y 3B’ 13Ky 3 mannemiero COVID-19. HeoOxigHicTh caMOi30JA1Ii1 Ta COIIabEHOTO
JMCTaHIIIOBaHHs, TUMYAacOBE MPUIMHEHHs AISUIBHOCTI OduiaifH-Mara3uHiB HENpOI0BOIbYNX
TOBapiB Ta 3aKJaAiB y pi3HUX cdepax Mocayr(po3BakaibHl LEHTPH, 3aKJIaAH TPOMAJCHKOTO
XapuyyBaHHs) Ha MIJICTaBl BHUMOI Ypsijay, CTajJo pe3yabTaToOM HE JHIIEe 30UIbIIEHHS
MOMYJISIPHOCTI YK€ HasiBHUX MapKeTIUICHCIB Ta COLIAJbHUX MEpeX, a i 3Mycuio 0araTbox
puTeiiepiB MOpsA 3 TpaaULIHHUMU TOYKAMM MPOAAXy 3alo4yaTKOBYBaTH ab0 pO3BHUBATH
HasiBHI OHJIAH-Mara3uHu.

BusnaueHo nepeBaru 3/11iCHEHHsI €1€KTPOHHOI KOMEpIlii: MIBUIKICTh Ta JOCTYIHICTh
OTpuMaHHS 1H(opMallii 111010 TOBApY, HOTO LIHU, XapaKTEPUCTUK; ONIEPAaTUBHICTh Ta 3pyYHICTh
3MIHCHEHHS TOPTiBENbHUX OINEpaliid; 3HWKEHHS OMNepalifiHuX BHUTpaT; 3a0e3MeueHHs
JIOBFOCTPOKOBHMX KOMYHIKAIIH 3 TIOKYIIIISIMA; PO3BUTOK [HTEpHET-MapKETHHTY Yepe3 MOKIIHBE
PI3HOMAHITTSI 3aCTOCOBYBAaHMX 1HCTPYMEHTIB; MOXJIUBICTh BHMKOPHUCTaHHS CY4YaCHHUX
AQHAIITUYHUX IHCTPYMEHTIB I JOCTII)KEHHSI PUHKY Ta OLIHKH €(eKTUBHOCTI MapKETHHTOBOT
JISUTBHOCTI; 30UIBIIEHHS BIAKPUTOCTI /10 CIIO’KMBAYIB Ta PICT 1X JIOSUIBHOCTI.

BucsiTiieHo Taki OCHOBHI HENOJIKM E-commerce, sk HemocTaTHs Oe3leka JaHHUX
CTHOXHBAYiB Ta HEHA1MHI CUCTEMH TUIATEXIB; SIKICTh KOMYHIKallii Ta cepBicy; HecTabIIbHICTh
HaIllOHAJBHOT TPOIIOBOI OAMHUIN; HEIOCKOHATAa HOPMAaTUBHO-TIpaBOBa 0a3a; BUCOKI I[IHU Ha
noctaBKy. Bei mi mpoGiiemMu MarooTh CBOE MIAIPYHTS Ta 3ajexarb B OaraTbox (axTopis,
Hacamrepes — BiJ] pIBHS CTAJIOr0 PO3BUTKY €KOHOMIKU KpaiHU B IJIOMY.
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[IpoTe, 3Bakaroun Ha BUKJIMKH 4acy, HarajbHi MOTpeOM CHOXKMBAdiB y TOBapax Ta
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E-commerce in Ukraine: status, trends, development prospects.

The aim of the article. In relation to the introduction of quarantine restrictions and an
emergency situation to counteract COVID-19, there are potential prospects for the development of
online retail in Ukraine. The aim of the article is to study the main problems, disadvantages and
advantages of e-commerce and highlight further trends in retail development through the use of Internet
resources.

The results of the analysis. The development of e-commerce is based on attracting more and
more users to the Internet, so it is not surprising that the part of turnover from e-commerce in GDP and
the part of e-component in retail correlates with the Internet penetration rate, the part of the population
aged 14 to 74 that are regular Internet users. Thus, in the leading countries of Western Europe, this
figure is approaching 100%, while in Ukraine it is only about 63%.

In the course of an investigation we identified the role and positive impact of domestic
marketplaces on the development of E-commerce in various segments of the economy. Marketplaces,
which are a kind of platform for uniting different sellers and buyers by interests, give impetus to the
growth of positive dynamics of supply and demand, sales of goods and services, in fact, without leaving
home - for consumers, and without spending significant rental costs offline stores - for sellers.

The positive gradation of e-commerce growth has been affected by quarantine restrictions due
to the COVID-19 pandemic. Thus, the need for self-isolation and social distancing, temporary
suspension of offline shops of non-food products and establishments in various fields of services
(entertainment centers, catering establishments) on the basis of government requirements, resulted not
only in increasing the popularity of existing marketplaces and social networks, but forced many retailers
to start or develop existing online stores alongside traditional sale outlets.

The advantages of e-commerce are determined: speed and availability of obtaining information
about the product, its price, characteristics; efficiency and convenience of trade operations; reduction
of operating costs; ensuring long-term communications with customers; development of Internet
marketing through a possible variety of tools used; the possibility of using modern analytical tools to
study the market and evaluate the effectiveness of marketing activities; increasing openness to
consumers and increasing their loyalty.
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The main disadvantages of E-commerce are highlighted as insufficient security of consumer
data and unreliable payment systems; quality of communication and service; instability of the national
currency; imperfect legal framework; high delivery prices. All these problems have their basis and
depend on many factors, first of all - on the level of sustainable development of the economy as a whole.

Conclusions and direction for further research. Despite of the challenges of the time, the
urgent needs of consumers in goods and services, e-commerce currently has a positive development
trend and considerable prospects for further expansion of the market. The development of e-commerce
should take place with the simultaneous simplification and regulation of ways to consolidate legal
relations of contractors, methods and models of promotion of goods and services over the Internet,
which clearly requires additional research.

Key words: E-commerce, online retail, internet economy, marketplace, COVID-19.
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