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BCTYITHE CJIOBO

Bitaro mraHoBHMX 4YmuTauiB HaykoBoi MoHorpadii «bpeHn-
KOMYHIKaLil: cydacHi BUMipvi»!

Bu TpumMaceTe B pyKax BUOAHHS, 110 IIPOAOBXYE cepilo Kojie-
KTVBHMX HayKOBMX MOHOrpadiy, 3alouaTKOBaHy Ha IIOYaTKy
2021 poxy. Haramaro Bawm, 1110 iHiniaTopamm i€l BUgaBHUYOI cepil
BucTymwiv HaBuasibHO-HayKOBUM IHCTUTYT XypHaicTuky Knis-
CBKOI'0 HaIllOHaJIbHOro yHiBepcureTy iMeHi Tapaca IlleBueHka,
Cminka pexitamictiB Ykpaian, OO0’ egHaHHS MapKeTosIoriB Ykpai-
HIU Ta Hepiuum B YKpaiHi XypHaJI MapKeTMHIOBO-PEKIIaMHOIO
CIIpsAMyBaHH:A — «MapKeTuHr 1 pekjiaMa».

Lle Bxe 11'sita MOHOrpadis i3 yKaszaHoOI cepil. SIk Bu Bxxe, Ma-
OyTb, 3Ha€Te, Hepll YOTUPY BUAAHHS OyJIM NPUCBAYEHI TaKUM
rpo0OsieMaM:

- AKTyaJIbHi IIPO0IIeMM JIOTICTUKM Ta IVUCTPUOYIIiL.

- CyuacHuUII MapKeTVHI: TpeHOM, IHHOBAaLlll, IHCTPYMEHTN.

- bpenp-MenemxmeHT: BUMIip I7100a/IbHMI, BUOIp JIOKasIb-
HIL.

- MapkeTHIoBi KOMyHIKalIlil: B Cy4acHOMY MIiHJIMBOMY cCe-
penoBuILi

Y manmcanHi MaTepiaiis i€l MoHOrpadii B3y y4acTb 21
aBTOp. Lle — mpoBiHI HayKOBIIl Ta IIPeACTaBHVIKI MapKeTVIHTOBO-
KOMYHIKaLimHoI nIpakTuku 3 YKpaiam, [lomemmi ta CIITA.

Oco0s1MBicTIO IILOIO BUJAHHS € Te, 110 aBTOPM IIpalllOBaIU
Haj 11 MaTepiajJlaMM IIif Yac BeJIMKOMAaCHITaOHOI BiVIHM, IO
O3B’ 3a/IM POCIVICBKI OKyHaHTU IIPOTU YKpaiHU Ta YKpalHCbKOIO
Hapony y jmoroMmy 2022 poky. 3BiCHO, IO 1Ie BIUIMHYJIO 1 Ha IIpO-
Os1eMaTVKy HayKOBMX AOCIIIKeHb, 1 Ha TeMaTUKY [esK/X MaTepi-
aJIiB IIbOT'O BUIaHHSA. BuBUeHHs MaTepiastiB MOHOrpadii CBiTUYnUTh,



1110 BiViHa BHeCJIa CBOT KOPEKTUBM 1 B TaKy cienudiuny cdepy, K
OpeHO-KOMyHIKaIIii.

Marepianu monorpadii «bpena-komyHikamii: cydacHi BuMi-
pv» Oysu po30uUTi pegakTopaMy Ha TPY TeMaTWYHi PO3AIIIN:

Po3nin 1. bpenn-koMyHiKaliil: METOI0JIOTIUHI ITPOOIIeMu.

Posnin 2. bpeHa-koMyHiKaliil: BUKOPUCTaHHS B IIeBHMX cde-
pax OisyIbHOCTI.

Posnin 3. bpenn-komyHikarii: KOHKpeTHI IIPOEKTU Ta iHHO-
BalliviHI1 TeXHOJIOT1I.

HaBeneHna cTpyKTypa [03BOJISE€ JIOTIYHO BUCBITUTV T'OJIOBHI
rpobsiemMn opMyBaHHS Ta peastizallii Ha ITIPaKTUII Pi3HOMAaHIT-
HVIX TUIIIB, BUIIB Ta iIHCTPyMeHTIB OpeHI-KOMYHIiKaIlii.

Bin iMeHi HayKOBUX pedaKTOPIB 1€l KOJIeKTMBHOI MOHOI'Pa-
il xouy BMCIIOBUTH BOAYHICTH ycCiM, Oe3 €IMHOro BUHATKY, Ha-
VM TIPOPeciViHMM Ta TaJIaHOBUTVMIM aBTOpaM MaTepiasliB IIi€l
MoHorpadii!

JISIKYIO TaKOX BCIM IIPWYETHUM 10 BUIaHHA I11€1 KHUT.

Beakaro 3a HeoOXxiiHe HOASKYyBaTM IIaHOBHMM HayKOBUM
pelleH3eHTaM 3a IX BHECOK Y BIOCKOHaJIeHHI MaTepiasliB, IO
YBIVIIIIN 10 MOHOTpadii Ta IPVHIMUIIOBY HO3WILIIIO MO0 OLIHKNI
HedKX po3aiIiB, o Oyiam oTpuMaHi Bifg ix aBTopis. ITpuemno
BiI3HAUMTV, 110 B YMCJI peleH3eHTU ABa Ipodecopm Kadenpu
pexIaMy Ta 3B $3KiB 3 I'poMajicbKicTio HaBuaibHO-HayKOBOrO iH-
CTUTYTY XypHa/icTK KuiBCcbKOro HalllOHaJILHOIO YHiBepcuTe-
Ty iMeHi Tapaca IlleBueHKa, Ky s Maro 4ecTb oyosroBaTu. Lle -
Erprina IluxosBceka Ta HMurpo OsrrapkeBcbkuy. BoHm obuisa
OOKTOPY HaykK, IIpodecopu Hauloil Kadeapy pexiamu Ta 3B SA3KiB
3 IPOMAaJICHKICTIO.

Kopwucryrounch Haromoro, Xxouy TakKoX IMOASIKyBaTV KOJIEKTH-
By Kadpempm pexslaMi Ta 3B SI3KiB 3 I'POMaIChKICTIO, WIEHM SKOI
B3sUIM y4acTh Y HallMCaHHI KUIBKOX PpO3AUIB IIbOr0 BUOAHHS, pe-
IIeH3YBaHH: MaTepialiB Ta peKOMeHallii IX 40 Oy OyIiKyBaHHS.

BBaxkato, 1110 € 00’ eKTMBHI IIificTaBy NOOAKYyBaTH BueHint paai
HaBuayibHO-HayKOBOI'O IHCTUTYTY JXypHaicTuku KuiBcbkoro Ha-



LIOHaJILHOTO YHiBepcuTeTy iMeHi Tapaca llleBueHka, 1110 Ha CBO-
€My 3acilaHHI KOHCTPYKTMBHO Ta pax0BO PO3IVIAHYJIa MaTepiain
MOHOrpadii Ta CBOIM pillleHHsAM peKoMeHOyBasia 11 1o ApyKy. Bu-
CJIOBJIIOEMO TaKOX IIOISIKY OupeKTopy IHcturyTy, nokTopy dino-
JIOriYHMX HaykK, npodecopy Bonmomumupy PisyHy, mo migrpumas
11e10 IIHOT'O BUIAHHSI.

I, HacaMKiHellb, XO4y IIOJSKyBaTV IIpodpecopy Haroi Kade-
OpV peKjIaMy Ta 3B A3KiB 3 rpoMaachKicTio HaBdyaslbHO-HayKOBOIo
IHCTUTYTY XypHaICTHKM KuiBCbKOro HaliOHaJIbHOTO YHIBepPCH-
TeTy imeHi Tapaca IlleBuenka, rososi CIIyiku pexyamicTiB YKpai-
H11, Tpodecopy €Breny PoMarTy 3a 7oro iHiliaTMBy Ta BaroMwmii
BHECOK Y 3araJlbHy cHopaBy BupaHHA MoHorpadii «bpenn-
KOMYHIKaIlii: cydacHI BUMipW».

Bix cBoro iMeHi xouy nmobakaTyt BCiM UMTadaM IIbOro BUaH-
HS IIPOodeciViHO-KOPVICHOIO Ta HPMEMHOIO O3HaVIOMJIEHHS 3 Ma-
TepialaMyt KOJIEKTMBHOI HayKOBOI MOHOTpadii!

3 nobaeoro,

Hoxmop ¢hironoeiunux nayx, npogecop,
3a6i0yBau kagpedpu pexaamu ma 36 A3xi6 3 epomadcvkicmmo
Habuaarvno-nayxoboeo incmumymy xypHasicmuxu
Kuibcvkoeo nayionasvroeo yHibepcumemy imeni Tapaca LleBGuenka
[Ipesudernm Axademii ykpaincokoi npecu

Baaxepin 16anob6



Po3min 1

BPEHI-KOMYHIKAIIIL:
METOOOJIOITYHI ITPOBJIEMUA

SECRETS AND CONTRADICTIONS
OF BRANDING THEORY
WITH THE PRACTICE OF ACHIEVING PLANNED SALES

Kolyadyuk, R.I., PhD, co-founder in the marketing company
«AMGC Right Decision LLC», Kyiv, Ukraine
rk@amgcRightDecision.pl

Relevance: The reason for the preparation of the article is my
participation in the Retail Summit of Central and Eastern Europe
in 2023 in Warsaw and the contradictions seen between the theory
of branding and the practice of developing retail chains (increas-
ing sales). The analysis of contradictions leads to unexpected use-
ful results regarding the interaction of Branding and Positioning
practices. The key problem and the main secret of marketing is to
guarantee the planned sales with minimal costs instead of a mar-
keting process with a «for luck, we'll see what happens» result.
The article reveals the place of branding, positioning and brand
communications in the LOFT-technology of strategic marketing
developed by me to maximize the guarantees of achieving the
planned sales, which is a development of the theory of Marketing
Warfare [1] and includes 5 basic stages, as well as a mathematical
model of sales guarantee, an algorithm for assessing the probabil-
ity of achieving the desired sales. In the context of dynamic
changes in the world markets and the development of new com-
munication channels, the questions of sales achievability guaran-
tees depends less on competition and much more on the technol-
ogies used. Guarantees of sales achievability depend on filling
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each of the 5 basic stages of LOFT technology with marketing
tools and qualitative passage of all stages. You will see the math-
ematical justification that to guarantee sales, the key factor is the
informativeness of marketing research, which is a prerequisite for
the quality of all other stages of work. This article reveals the con-
tent of my theses on the topic «Brand communications in the loft
system of strategic marketing theory to achieve the planned sales
and market share with maximum guarantees» for the Internation-
al Scientific and Practical Conference «Brand Communications:
Problems and Solutions» [2, p. 96-100].

The scientific novelty of the chapter is to reveal the func-
tional relationship between brand, positioning and sales, to
demonstrate the role of branding and brand communications in
the LOFT theory of strategic marketing to minimize the risks of
achieving the planned sales. Understanding this will significantly
increase the effectiveness of brand communications for entering
new markets, allow you to gain the planned market share and
help you achieve the planned level of sales in a highly competitive
environment.

Introduction. When marketers talk about contacts and com-
munication with consumers, they mean brand communications,
which are based on a brand. No brand means no brand communi-
cations. It is logical that a «bad» brand is the reason for the low ef-
fectiveness of communications in terms of achieving sales. If the
brand is not associatively logical, vague, and if the trademark was
not created according to brand science, then it is logical that such
a brand should not be successfully sold. In practice, we see some-
thing completely different. We observe commercially successful
businesses in which commercial offers do not correspond to the
content of the brand. If a brand is so important, why is a food re-
tail chain called Jabka (Poland), Song of a Bird (Auchan - fr.),
chicken (kurka - ukr.) named after the philosopher Epicurus
(Ukraine), sportswear named after a combination of letters from
the owner's surname and first name, i. e. Adidas?



Professor E. Romat defines brand communications as a set of
brand communications aimed at achieving brand marketing goals
[3, p. 23]. I believe that the key marketing goal of a brand is to
achieve the planned sales volume. Branding and communications
are part of this process. Often the practice of using brand commu-
nications is a process of trying to increase sales in a competitive
environment to the level of «as much as possible». I believe that
the whole theory and practice of marketing should gravitate to-
wards a clearly defined goal, namely, achieving planned (justi-
fied) sales, not luck. For ambitious companies, this means achiev-
ing the planned market share in physical and monetary terms.

k%%

It is well known that people love simplicity, and human de-
velopment is a consequence of laziness and running away from
problems. Perhaps that is why, when new communication chan-
nels appeared on the Internet and consumers "moved to another
space" businessmen no longer perceive classical (non-digital)
marketing as a tool for achieving expected sales. Businessmen
have plunged into the Internet and digital technologies, social
networks as new opportunities. Opportunities that allow you to
automatically calculate the profitability of sales and income. This
process has also affected the marketing services market. In 2019,
the new reality led to the merger of marketing communications
leaders Wunderman (a direct advertising agency in 1958 and a
digital advertising agency since 2015) and the most respected clas-
sic marketing communications company, the cult giant ] Walter
Thompson (since 1864), in the Ukrainian part of which I worked
as the Research and Strategic Planning Director. The newly creat-
ed giant became known as Wunderman Thompson, which is in-
dicative of who name first.

There are still three reasons to use offline marketing now
[4, p. 20-27]:

1. Since people still live offline, there are offline distribution
and communication channels.
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2. Marketing without consumer research is fantasy and as-
sumptions. That is why in social networks, they first offer to test
advertising messages. For companies that want to grow from a
medium-sized business to a large one, and from a large business
to an international one, effective branding and positioning based
on previous consumer research is indispensable. And online con-
sumer research cannot yet serve as a full-fledged base, it is still be-
ing improved.

3. The most important thing that unites offline and online
marketing is the theory of branding and brand positioning. In the
conditions of competition, branding and differentiation of strate-
gic brand positioning still remains an important basis for online
technologies.

At the European Retail Summit 2023 in Warsaw, the rapid
growth in the number of stores in Polish food chains was noted,
which is obviously due to a significant increase in the number of
new migrants (millions). The market was also affected by the
withdrawal of some international and European chains due to le-
gal restrictions on weekend shopping.

The stores of the different chains I visited differed in logos
and window colors. But all of them were roughly the same in
terms of format, layout, and assortment. Contrary to all the rules
of branding, retail chains are named with any words (Zabka -
frog, Biedronka - ladybug, Stokrotka - chamomile, etc.) This is the
case both in Ukraine and in the world. For example, Auchan
means birdsong, Silpo means a Soviet rural cooperative. Who
among the youth knows what a rural cooperative with a poor as-
sortment is, which died in Ukraine as a concept 30 years ago?
What does «Velika Kyshenya» (Big Pocket) mean? Do we carry
food in our pockets? Is an «Ecomarket» a store of ecological prod-
ucts? No, it is not. The largest retail chain in Ukraine is called
ATB. Is it a autobus and trolleybus bureau? Loyalty programs in
retail are usually built as a system of discounts, not as love for the
retail chain. Where is the originality and differentiated brand posi-
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tion in this? Let's look at the discrepancies between sales theory
and practice using specific examples.

Examplel: Zabka has established itself as a leader in the mod-

ern comfort segment [5]. The new positioning of Zabka reflects the
slogan «Free your time», which in 2023 replaced «Small big store»
[6]. The Polish retailer Zabka Group has completed the opening of
the largest network of autonomous stores in Europe, launching
dozens of Zabka Nano and Zappka stores. The stores of the Polish
Zabka Group use contactless object recognition technology based
on artificial intelligence from the American company AiFi (similar
to the Just Walk Out system used by Amazon) to make shopping
fast, including by eliminating the need to stand at the check-
out [7].
Interestingly, now, the Zabka chain reached the 9000 mark with a
green frog in its logo in beginning and without an updated, really
powerful positioning based on consumer research. Is there a con-
tradiction in the fact that one of the largest retail chains is called a
frog, and together they symbolize a source of free time? Isn't this a
celebration of illogic, absurdity for the mind of a mentally healthy
person? This shows that positioning is much more important than the
name, which was most likely created without any branding science
and in conditions of low competition. In 1998, 7 experimental Zabka
stores were built in Poland, which became a «convenient alterna-
tive» to the rapidly growing supermarket and hypermarket mar-
ket. And the trademark, which was not organic and logical for the con-
tent of the offer, did not hinder sales in the face of shortages. Moreover,
the trademark has become a brand. Nowadays, consumers see a store
frog more often than a real frog, and the name already becomes
associatively familiar, does not break the mind. If the name had
been more logical, would the budgets for brand promotion and
business development have been smaller?

Interestingly, now, the Zabka chain reached the 9000 marks
with a green frog in its logo in beginning and without an updated,
really powerful positioning based on consumer research. Is there a

12



contradiction in the fact that one of the largest retail chains is
called a frog, and together they symbolize a source of free time?
Isn't this a celebration of illogic, absurdity for the mind of a men-
tally healthy person? This shows that positioning is much more im-
portant than the name, which was most likely created without any
branding science and in conditions of low competition. In 1998, seven
experimental Zabka stores were built in Poland, which became a
«convenient alternative» to the rapidly growing supermarket and
hypermarket market. And the trademark, which was not organic and
logical for the content of the offer, did not hinder sales in the face of
shortages. Moreover, the trademark has become a brand. Nowadays,
consumers see a store frog more often than a real frog, and the
name already becomes associatively familiar, does not break the
mind. If the name had been more logical, would the budgets for
brand promotion and business development have been smaller?
They would have been smaller, if there had been high competition
at the time and supply had exceeded demand. Now we have a
new sub-brand for e-commerce and stores without salespeople
named Zappka. By the way, the Zappka brand looks very similar
to Zabka (Picture 1). Is this the beginning of a move away from
the association with a frog? No, it's a mixture of the words Zabka
and app (software application).

Picture 1: History of the development of the “Zabka” retail
chain logos (Poland)

13



So it's another blow to the classical theory of branding.

Example 2: The slogan of the Auchan retail chain ("Auchan's
lifestyle changes life (itself)”) in Ukraine is "With you at every
moment!" [8]. And when I sleep, where is Auchan, do I remember
Auchan when I eat? Ask anyone what Auchan is? It is unlikely
that you will hear anything related to the slogan, which reflects
the brand's positioning. The bird appeared as the logo of the first
store (who knew it would turn out to be an international chain?),
because the store was originally named after the neighborhood
where the first store was located: Hauts-Champs («upper fields»).
Soon after, the owner changed the name to a similar-sounding "au
chant". According to the official legend, this step was necessary
for the brand to be at the very top of the directories. The image of
a bird as the brand logo is also the result of a play on words: «au
chan» means "birds' trills" in French. The upper fields and bird
trills are already combining in one concept (go hand in hand).
However, the birds' trills (the red logo) in the retail chain and the
current slogan raise doubts about their clear for human percep-
tion. Birds live in the wild and spread infection indoors, which is
sometimes a problem in large shopping areas. Gérard Mulliez
founded Auchan in 1961 based on the postulate of Bernardo Tru-
jillo, the «progenitor» of modern retail principles: «The poor need
low prices, the rich love them» [9].

So, branding as a system is used in practice according to all the
rules only in a highly competitive environment and if owners and man-
agers understand not only the importance of this tool, but also the nu-
ances. And they also think about business development in the future, be-
lieve in themselves. Few business people are deeply concerned with
the issues of proper brand creation and positioning at the begin-
ning of business creation. That's why consumers are unlikely to
tell you the brand slogans of the stores they visit. How do retail
chain slogans demonstrate strategic brand positioning and moti-
vate purchases? In reality, and this is confirmed by my repeated
researches of consumers in shopping and entertainment centers in
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Kyiv, people care about distance because there are similar prod-
ucts everywhere. Most often, consumers visit stores near their
homes, not for thanks of slogans and image. Try to remember the
slogans of retail chains or other brands, and you will understand
the depth of the problem. As a rule, respondents formulate the re-
al, actual positioning of the store differently than the brand's "par-
ents" intended. As my many years of experience in researching
brand image shows, few of them achieve the image of the planned
positioning in the mass consciousness if you ask questions with-
out prompts... I suspect that the reason is mistakes in brand crea-
tion, positioning, and brand communications or their low intensi-
ty. Despite this, businesses are working and making a profit.

So, any product or service can be called any word. For sales,
it is important that consumers associate this word with the offer.
The question is, how much effort and money will have to be spent
in conditions of high competition for advertising of absurd so that
consumers remember that a bird is a supermarket, a frog is a
store? For brand creators, my answer is not comforting.

Probably not much, because the human mind perceives re-
peated alogism, as if you are learning a foreign language where
you have to take sounds and objects and phenomena for granted.
Thus, thanks to humor of bloggers, according the ban on using
this word in the Russian Federation, in Ukraine during the war
the word «explosion» has a new absurd synonym: it's meaning -
«cotton» (cotton in ukr. / rus. has another meaning «slam» too).
Again, a sale depends on the level of competition. It is unlikely
that apple juice with the name «screw» or WC will enter the mar-
ket more easily with saturated shelves than juices with names
such as «Garden», «Delicious», etc. Jack Trout and Steve Rivkin
recommend taking a positioning and they declare it in the book of
the same name «Ditferentiate or Die!» [10]. Positioning can change
the association with the brand thanks to brand communications,
as we can see on the example of the Zabka and Auchan retail
chains.
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Branding, positioning, brand communications, including
online marketing for a business that has ambitions to grow «with-
out limits» are only part of a system of typical 5 stages that must
be passed on the way to achieving planned, justified sales. I called
this system «LOFT - strategic marketing technology», as a devel-
opment of the Marketing Warfare theory by Al Ries and Jack
Trout.

«Loft» is a military term that means the last stage of a ballis-
tic missile's trajectory, along which it will surely reach the target.
That's why my practice-proven strategic marketing theory and
mathematical model for predicting the probability of achieving
market share (planned sales) is called this term. LOFT theory de-
fines the last key communication goal as maximum brand loyalty
(«I prefer this brand»). If all consumers prefer and buy only your
brand, it means that all competitors are broke because no one
buys their products. The founder of the Auchan chain, Gérard
Mulliez, was one of the first to put loyalty above margins. This is
because constant repeat purchases are extremely important for a
sustainable long-term business. By the way, how does this relate
to the accepted loyalty indicators NPS, CSAT, CES, Churn?

On the way to maximizing customer loyalty, a company has
to go through 5 steps (similar ones a person goes through when
choosing anything), Picture 2:

1. Research. Researching the current situation with the per-
ception of the brand and competitors (actual positioning), con-
sumer psychography;

2. Strategic planning, the basis of which is strategic position-
ing of the brand + reasonabled level of sales, marketing strategy;

3. Tactical planning (which tools, including brand communi-
cations, will be used to achieve the planned sales level in terms of
marketing and business organization). This may include a loyalty
program in line with the brand's positioning;
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WE INCREASE SALES BY LOFT TECHNOLOGY
AND THE THEORY OF STRATEGIC MARKETING

Investment
100%

Marketing technology -
Strategic Planning k3=1
100%
k2=1

w k1=1
Efficiency of achieving market share E=k1xk2xk3xk4 xk6=1x1x1x1x1=1(100%)
If k1=30% than E=k1xk2xk3xk4 xk5=03x1x1x1x1=0,3(30%)

The informativeness of traditional marketing research doesn't exceed 30% (k1=0,3), while the SICR
method reaches 100%

LOFT theory of strategic marketing

Picture 2. Schema of LOFT - strategic marketing technolo-
gy by R. Kolyadyuk

4. Budgeting._ 1 recommend submitting the budget to the
management in the form of an investment project with the calcu-
lation of the terms for achieving sales, returning investments and
their profitability. The project should include, in addition to plans,
an estimate for brand communications and marketing, a budget
for organizational activities (introduction of a new assortment,
purchase of equipment, etc.);

5.Generation brand demand through brand communications.

If all 5 steps are 100 % completed, the result is 100 % guaran-
teed. To explain the probability of the forecast of achieving the
planned sales, the quality of each stage in per cents should be
mathematically converted into a coefficient k (from 0 to 1). In oth-
er words, if the quality of a steps is 100 %, then k,=1.

The probability of achieving the goal, i. e. the effectiveness of
our efforts from passing the 5 stages (steps), is the product of the 5
quality coefficients: E= kixkaxksxksxks. If all stages are 100 %
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complete, then E=1x1x1x1x1=1 (100 %). If the justified budget is
reduced, for example, by 40 %, then the quality of stage 4 is ks=1-
0,4=0,6 (60 %) and E=1x1x1x0,6x1x=0,6. That is, at best, the proba-
bility of achieving the goal is 60 %. And if you did not conduct
marketing research (stage 1), and did everything else at 100 %,
then the quality of stage 1 is zero and ki=0, therefore
E=0x1x1x1x1=0. In other words, the achievement of sales not sub-
stantiated by research is illusory. As you can see, each of the 5
steps is important, especially step 1. It is based on comprehensive
research that develops the strategic positioning of the brand, de-
termines the real level of possible sales in a given competition, as
well as a loyalty program, brand communications and budget.

The problem with marketing research is, first of all, the weak
mastery (cognition) of CEOs and many marketers of this complex
area of science and practice. Marketing research is developed by
international research companies because they have scientific em-
ployees. Secondly, the developed tools and types of sample con-
sumer research are focused mainly on big and international busi-
nesses. In a competitive environment, this makes it almost impos-
sible for medium-sized businesses to grow rapidly. Why? Because
big business is focused on exploiting the main trends in respond-
ents' answers regarding consumption and purchasing behavior.
This is enough for all of them, because we are talking about a gru-
eling marketing warfare for the largest market shares. Sample
quantitative research (not based on open-ended questions) usual-
ly captures, by my calculations, only up to 30 % of consumer opin-
ions, which in reality has only about 50 % of consumers.

When medium-sized companies receive the same infor-
mation as large businesses, they become disillusioned with re-
search because companies cannot create a competitive advantage,
original powerful brand positioning: others are already working
using this information. To determine the above figures of infor-
mation loss (70%), I had to introduce the concept of Informative-
ness of Marketing and Social research and mathematically calcu-
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late Kolyadyuk's Informativeness Coefficient from 0 to 1 (100% in-
formativeness) as a convenient comprehensive indicator of re-
search quality.

InKo=100 % equals approximately 3 sigmas (statistical rule
68-95-99.7), i. e. covers 99.73% of consumers. The general result of
any research, and especially in marketing, is information. The
more complete the information, the better the research.

Developed on the basis of empirical data from the Gallup In-
stitute (USA) and Lomonosov Moscow State University in 2017,
the InKo Informativeness Coefficient is used to determine the lev-
el of informativeness of marketing research. InKo and depends on
the number of respondents, and also depends on the size of the
response variation: InKo = {(P,Var), more details here [11, p. 34]. If
InKo =1, it means that the sample survey received all possible an-
swers (100 %) from consumers, provided that there are semi-open
and open-ended questions. And its quality is 100%, if, of course,
the list of questions meets the expectations for substantiating sales
growth. It should be borne in mind that at the first stage of sample
research, focus groups are conducted, the informativeness of
which (spectrum of answers on questions) directly affects the in-
formativeness of quantitative sample research. InKo of 100% is
equal approx. to 3 sigmas (the 68-95-99.7 statistic Rule). Now,
when you buy a research with a certain number of respondents,
you can evaluate its informativeness using InKo tables and de-
termine, using the 3-Sigma Rule, how many consumers' opinions
remain unknown. On this information, medium-sized companies
can grow to the level of large ones, if you will get all the infor-
mation, and not the main trends, as in sample studies. It is on this
"unrecorded" information that there is a huge potential for creat-
ing niche brands, new categories of goods and services. Kolyady-
uk's Coefficient also allows you to set a price for the amount of in-
formation received, to choose the best research from several in
terms of their informativeness. The closer InKo is from 0 to 1, the
higher the research quality (more complete the information). Ta-
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bles of Kolyadyuk's Informativeness Coefficient (InKo) will help
you find Google and it is here [11, p. 40; 12]. Brand communica-
tions can be most effective in achieving sales only when they are
based on market research with the highest level of informative-
ness, i.e., the values of Kolyadyuk's InKo coefficient are close to 1.

Back in 2003, Harvard Business School professor Gerald
Zaltman confirmed the effectiveness of my Super Informative Re-
search Method in sense the use of in-depth interviews in mass
sample research in his book The Subconscious Mind of the Con-
sumer (and how to reach it): Many researchers tell us that one-on-
one interviews are superior to focus groups. Gerald Zaltman notes
the substantial truthfulness of answers in individual interviews
rather than in focus groups [13]. To maximize the informative
value of research, especially when entering business/brand the
market, I have been practicing and recommending my method of
Super Informative Consumer Research (SICR) for 30 years. SICR
for strategic planning is a massive survey of 1000-1600 respond-
ents or more with 20-30 open-ended questions and several levels
of probing. The sample size can be determined in the InKo tables
by the level of expected informativeness. I learned how to quickly
conduct a content analysis of open-ended questions and rank the
answers in semi-automatic mode, for presentation as in conven-
tional statistical reports. It is such quantitative and qualitative
(2inl) Super Informative Consumer Research that allows medi-
um-sized businesses to create competitive advantages over large
businesses, find new category niches, calculate their capacity, de-
termine the real positioning of your brand and competitors, the
weaknesses and strengths of your brand and competitors, create a
new brand and powerful strategic brand positioning, understand
the consumer deeply, find new segments, create an appropriate
deep loyalty program (based not only on discounts), marketing
strategy, effective packaging, develop effective brand communica-
tions, justify the investment project (marketing budget) in order to
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achieve a research-based and planned level of sales in the specified time
with minimal risks!

Conclusion:

1. In practice, an unqualified brand (from the point of view of
branding theory) does not block sales and company revenues. The
main task is to stand out.

2. Strategic brand positioning is more important than the
brand and manages its image. High-quality strategic positioning
with the help of brand communications can give the brand a new
meaning and new perception, new associations. When creating a
new brand, it is better to develop the brand after developing the
strategic positioning of the future brand.

3. The attractiveness of using branding, strategic brand posi-
tioning, brand communications correlates with the level of compe-
tition and is a function of the level of competition. In conditions of
shortage, as well as in conditions of market growth, branding and
brand communications are not priority tools for increasing profit-
ability for many businessmen. You can sell "on the stream".

4. In the LOFT-technology of strategic marketing, the devel-
opment of strategic positioning belongs to the "Strategy" stage.
Brand development can already be a tactical decision, like the im-
plementation of brand strategic positioning.

5. In LOFT strategic marketing technology for achieving re-
search-based sales, brand communications belong to the 3 stage of
work (tactical communication planning) and the 5 (demand gen-
eration to achieve maximum brand loyalty, i.e. sales).

6. Brand communications can be most effective for achieving
sales only if they are substantiated by market research with the
highest level of Informativeness (comp-leteness of answers), i.e.
the values of the Kolyadyuk's InKo Coefficient that go to 1.
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IHOMBIOYAJIbHI TA MACOBI EMOIIII
B CYUACHMX COUIAJIBHMX
(MAPKETVMHI'OBMX) BPEHI-KOMYHIKAIIIAX

Hemynpka AneBTrHa BosmogumupisHa.

Kanoudam nayx i3 coyiasbHux KOMyHikayiil, 00yeHm.
[nemumym xypuasicmuxu KuiBcvkoeo HayionaibHoeo yHibepcumemy
imeni Tapaca [leBuenka
alevtyna.demutska@knu.ua

CydacHl JOCIIIKeHHsS aBTOpa 1LIbOr0 JOCIIIKeHHS B rajrysi
Teopii coliaJIbHOI KOMYHIKallil ITOKa3yIoTh, 110 KaHaJlaMy MacOBOY
KOMYHIKallii pyxa€eTbcd He TUIbKM iHdoOpMallis Ta il iHTepHpera-
I[i KOXXHMM Yy4YaCHMKOM OOMiHY iH(OpMAaLiHUM IIPOOYKTOM.
TperiM UMHHMKOM Cy4acHMX COIlaJIbHMX KOMYHIKaIlivi, Ha Harly
IYMKY, CTalOTh MacoBi eMollil (KpiM MacoBoi iHdopmarii Ta Maco-
BOI iHTepIIpeTartii).

MapkeTHIoBi KOMyHIKallil € MATBePAXeHHSIM 1IbOI'O TPeH-
ny: IHOMBiOyasIbHI eMOILIil Pi3HMX CIIOXMBadiB 00 €IHYIOTBCS 3a
IIeBHVX OOCTaBMH y 4aci Ta IIPpOCTOpi, a OpeH/ CcTae emileHTpoM
yBaru Ta IIPUYMHOIO PO3TOPTaHHSI MacOBMX eMOIIil B IIapuHi co-
IiaJIbHVIX KOMYHiKaIliv.

[aHe HOC/Ii/KeHHs IIOTBePAXXYE HasABHICTb Yy MapKeTUHIO-
BVIX KOMYHIKalIisIX IIPUYMHHO-HACIIAKOBMX 3B SI3KiB IIOSBY Maco-
BUX €MOIIili, IX B3a€MO/Iis 3 MacOBOIO iHQOpMaIli€lo, 3 MacOBOIO
IHTepIIpeTalli€lo, 10 MIATBePIKYy€E HOBY IIPUPOLY TPUEAVHOIL CY-
YacHOI colliayIbHOI KOMYHiKallii. /laHe mOC/IiKeHHsT JeMOHCTPYE,
1o cBitoBi Operan Apple, Coca-Cola Ta yxpaiHceki Operan Ykp-
romrra, «POKCTPOT» YCIIIIHO MPaIoOTh 3 IHAWBINYaIbHUMM Ta
MacCOBVIMM €MOLIiIMY B MapKeTVMHIOBMX KOMYHIKaIIisX.

Ilent maTepiasr OyJi0 CTBOpPEHO Y CIIiBIIpalli i3 Ha4aJIbHUKOM
BiZIIisTy TOprooro MapketmHry «®okcrpot» Jleceto HikyiriHoro,
uysl IIpe3eHTallis 3 BuUcTynly Ha dopymi Big Trade-Marketing
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Show-2023 «EmominHa ckj1agoBa KOMyHiKallil B yMOBaxX BO€HHOI
eKOHOMIKM» I0Ka3aJla CUCTeMHICTb poOOoTH OpeHa 3 iHAMBIiOya-
JIBHVIMV eMOLIiIMY Pi3HMX CIIOXKMBaYiB, 9K BOHV 00 €IHYIOTbCH 3a
IIeBHVIX OOCTaBMH y Yaci Ta IPOCTOPi, 110 HPU3BOAUTD 10 KOMYHi-
KaLliHUX 1 MapKeTUHIOBMX Pe3yJIbTaTIB.

BuitiesasHaueHi Kevicu OpeH[IiB moKasai, 110 pe3yJIbTaTOM
eMOLIIMHOI MacoBizalii ayauTopil MapKeTUMHIOBMX KOMYHIKallill €
3a0e3reueHHs NO3UTVBHMX BpakeHb BeJIMKOI KUJIBKOCTI CITOXXMBa-
4iB Bi, KOMyHIKaIlii 3 OpeH0M Ta 3MiIJTHEHHS JIOSJIBHOCTI CIIOXM-
Bada. A Ile - CKJIaoBa 11 PopMyBaHHA ronuty. [1pu samydeHHi
peKIaMHIX MapKeTHMHIOBMX IHCTPYMEHTIB — IlepeqyMoBa IHTeH-
cudikartiii 30yTy.

HayxkoBi romisan Ha mpo0sieMi eMOIIITHOTO MapKeTUHIY SIK
iHCTpyMeHTa IOOYyZOBM €KOHOMIKM BpakeHb TaKMX BiJOMMX aB-
topiB, Ik @. Kornep, K. Kemwiep, K. PobGeprc, [Ix. Ilata Ta
k. I'inbept, b. IlIMinT cBiguaTs, 1110 Hapasi icHye Aesdka pisHUIISL
B Ioriamax Ha emowimHmii mapketuHr. Y @. Komrepa ta K
Kerutepa MapkeTuHr BpaXkeHb - Ile CHCTeMa MapKeTUMHIOBUX 3a-
XOJIiB, 110 TIOKJIMKAHI MHiABUIINUTY OO0i3HAHICTh CIIOXWMBAYiB IIPO
XapaKTepUCTHKN Ta IlepeBary ToBapiB 1 ITOKasaTy, AK i TOBapm
PpOOJISTH XXUTTH CIIOXMBAYiB OUIBII IIikaBMM Ta Pi3HOMaHITHUM
[1].

Take nulenoxIamaHHA apryMEHTYETbCSA OUYiIKyBaHVUMMU pe-
3yJIbTaTaMV KOMYHIKAIIiI Y paMKaxX MapKeTVHIY BpaXkeHb: CIIOXMN-
Baul, YMs eMOllid aKTya/li3oBaHa TaKMMWM IHCTpyMeHTaMu, Kpalle
3aIlaM'dTOBYIOTh iHQOpMAllil0 PO IIPOAYKT (TOProBy MapKy,
OpeHn); y clioXMBayda CKJIQJIA€ThCS BIIUYTTS BJIACHOTO BMOOpY, a
OTPVIMaHMI IO3UTUBHUI e(PeKT 30epiraeTbcs HaI0BIO.

En Paric i [Ixxek TpayT HasmBam eMOLIIVIHUI MapKeTVHT ce-
pen 3allopyK YCIHiITHOI KOMYHIKallii 31 cioxvuBauamu [2]. A crieri-
aJIicT 3 OpeHO-mMeHe XMeHTYy [leBin Aakep HaBiThb Ha3WBaB II ATb
TUIIIB eMoLi Bif, OpeHnis: cvwibHw, pByukumt (Nike), mpwii,
terwnii (Nivea, GoodWine, Pampers), xBrrorounii, eMOLiNHNU
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(Snickers, Red Bull, Apple), xomnerentHun, smiymit (Google,
Gillette), Buroruenun, mocsimuenui (Tiffany&Co) [3].

OOcTraBnHM, B gKMX BiOyBa€TbcA pobOTa 3 iIHAMBIAYaIbHU-
MV Ta MacOBVIMM eMOLIisIMM, Ma€ BaximBe 3HaueHH:. Came y 2022-
2023 pp. - y Hepioz IOBHOMACIITAOHOIO BTOPTHEHHS POCIVICHKIX
BIVICbK B YKpaiHy colliajIbHi KOMYHIKaIlil CTalOTh II0JIEM IS PO3-
rOpTaHHS MacOBUX eMoIlii, 60 cj10Ba, B AKi 0OPMITIOIOThCS iH-
dopMariiviHi IOBiHOMJIEHHS, BOJIOMiIOTh II€BHMM KOMYHIKaTWUB-
HVM IIOTE€HIIlaJIOM, CTAIOTh «3arOTOBKOIO» He TUIbKVM HOMIHATWB-
HOI, ajie ¥ HparMaTU4HOIL O1SJIBHOCTI, IIpeaCcTaBIIsIIOumn co0010
«KOMYHIKaTVBHU 3apsf, I MacoBOI ayguTopii» [4].

OCHOBHY IIparMaTV4YHy 3aJjady KOMYHIKallil Ha TOPTrOBOMY
MamaHuuKy OpeHa «PokcTpoT» v BoeHHOMY 2022 p. mleperaBa-
j10 racyio «BuacHo Ta Biryuno! Tuibku mosuTmBHI eMoriil». «Mmu
BUKOHAaJIM III0 3a7a4y, 3aJIy4VBIIN ITOIEPeaHIN JOCBIA eMOLIiVi-
HIX KOMYHIKali KoMmIaHii «@DOoKCcTpoT», BIPOBAIPKEHOIO Ie 3
2019 p., - roBoputs Jleca HikyriiHa, HaYaJIbHUK BIAIy TOProOBO-
ro MapkeTuHry «@okcrpoT». - Hamr 6penn-repoit dokci 3miHMIa
BUIIYKaHI HapsAay Ha Cy4acHUVI HallilOHaJIbHUM 1 HaBiTh BIMICHKO-
BUW OHAr; MM 3MIiHWIM Bisyasli3allifo OemKiB Ta OCHOBHUII Me-
Ce/lK Ha HbOMY; IJIS HIATPVIMKM IIPalliBHUKIB TOPrOBOIO 3aJ1y 3a-
II0YaTKyBa/Ii OOMIiH BifleO-JIMCTiBKaMM, sIKi TpaHC/IIOBaIM Ha BCixX
eKpaHax y BCIX [Aifo4mx MarasmHax Mepexi « DOKCTpoT».

J1J1s1 TTIOCIeHH eMOLIiIHOT KOMYHIKaIiil /10 [IHs He3aieXXHo-
CTI KOMIIaHis BUITyCTWIA JIIMITOBaHY Cepilo KOJIEKIIIMHOI irpariKmu
Poxkci y BUIIMBAHIL Ta M K01 Hogymkn Pokci B yKpalHCbKOMY
BIHOUKY. | 3aBgxu npoekty Foxmusic.ua 3 mmonyssgpmsaliii ykpa-
THCBKOI aBTOPCBHKOI IiCHi, B Hammx 3aj1ax Hapasi 3Byuntb 100 %
YKPalHCBKOI'O MY3MYHOIO KOHTeHTy. lli€ero cmcremMoro KOMyHIKa-
i1 MU II0Ka3ajIy OJHOYAaCHO Hallly IO3UIIIIO MO0 BIVIHM 3a He-
3aJIeXHICTh YKpaiHu, IPpOABWIIN II0Bary Ta MIATPUMKY IS KITi€H-
TiB, IIOKa3aJIM TypOOTy Ipo ciBpOOiTHMKIB» [5].

Y mucronani 2022 poky xypHai Forbes-YkpaiHa BusHaumB
«DokcTpoT» cepen 30 KOMIIaHIV, CTIVKIIMIMX 3a IHIINX, K1 3MOIJIN
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30eperty, a yacoMm i mpmuMHoXuTK 0i3Hec [6]. Ha nymky «Forbes-
YxpaiHa», «@OKCTpOT» yBIVIIIOB JO OKpeMOI IT ATipKM KOMIIaHil,
Kl HeaOMSK IOCTpakIalM Ta IIepeXwIn JpaMaTUYHe MaJliHHS,
aJie HiAIIPUMEMHMIIBKIIL XVICT 1 MeHe/KepchbKa BITPAaBHICTh KalliTa-
HiB Oi3Hecy IIBUIKO [IOBEPHYJIN IX y TPy.

3agamo coli mMUTaHHS, K IHAMBIAyaIbHI eMOollil TpaHcdop-
MYIOTBCS B MacOB1 eMOLIiT B colliayIbHMX KoMyHiKartiax? ITix maco-
BVYIMV €MOLISIMY B COLIIAJIBHMX KOMYHIKAITISIX MU PO3YMIEMO «UyT-
TEBY peaKLi€l0 BeJIMKMX Mac JIIOfeVi Ha IO4BY COLlaJIbHO 3Ha4du-
Moi iHdopMartii» [7].

[r1rocTpartii€ro 11boro aJIrOpUTMY € Keric, TIOB's13aHM i3 peOd-
pennuarom Coca-Cola B 1985 poni. Kowmmania sutpaTmia
$4 MTH Ha MapKeTMHIOBI TOCTKeHHs, opraHizyBaita 200 Tuc.
perycratin y gopmarti «no contact» i, 4K pe3ysbpTar, 3MiHWIA
CMaK Harlorwo, popMy IUIALIKN Halloo Ta Has3By 3 «Coca-Cola» Ha
«New Coke». Asie 3BOpOTHIN 3B 30K BiJl CIIOXXMBaUiB BUSBUBCS
HeCIIO[iBaHMM: Ha KOMIIaHil0O OOpyIIMBCs IIKBaI JI3BIHKIB Ta
JINCTIB 3 BUMMOraMm IIOBEPHYTU Tpa,'ELT/ILIiVIHT/IT?I penernT,
3'gBWlacd rpyHa cIOXuBadiB 1o 30epexeHHIO0 crapoi «Coca-
Cola», mrogm dpakTMYHO 3MiTaIv CTapuil Hallil 3 IIOJINIIb Ta ir-
HOpYBa/Il HOBMHKY OpenHpa. Yepe3 3 Micslli KOMIIaHisl IIOBep-
HYyJIach JI0 TPaOMIIiIHOTO peLenTy V1 3po3yMisia: OpeHp, Oisibiiie
He HaJIeXKWTD 111: BIH HAJIKUTD CIIOXMBAaYaM.

IIpuraATO BBaXkKaTw, IO (POPMyBaHHAM MaCOBVX €MOLNN Y
COLIlYMI Ta BBeOEHHAM IX B IIOTOYHWI AVCKYPC Ta OpraHi3alli€io
IIeBHMX IHIparMaTUYHMX COLHaIbHMX KOMYHIKAII 3arMaloTbCs
IIOJIITVYHI MeHe/Kepr-KOMyHIKaTopu. AJie He MeHIII ACKpPaBUMM
€ cripoOu Ta 3pa3ky POpMyBaHHS MacOBMX €MOIIil B KOMepIIiii-
HIX MapKeTMHIOBMX KOMYHiKaligax. «bymp-xTo Moxe poscepnu-
TIUCS — 1ie JIeTKO, ajle OyTu po3cep KeHVM Ha IIOTPpiOHY JIIOAMHY,
B IIOTPiOHOMY CTymeHi, B HOTPiOHWMI 4Yac, i3 HNeBHOIO METOIO Ta
BIAIOBIAHMM CIIOCOOOM - OCh y 4YOMYy CKJIaJHICTb», — TOBOPWB
Apucroreins [8].
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distocodpm HaAyKOBO [I0BeIM, IO abuM 3AIICHUTI HaMipy,
SKi 03ByuMB ApuCTOTelIb, Tpeba IIyKaTy, KoMy Lie Tpeba. Amxe
B OCHOBI1 Oyab-gKoO1 il JIFOOVMH JIEXUTH IIoTpeda - IIpo 1ie Vie-
TbCsA y Teopil moTped A. Macsioy, y npatsix B. Xenngepcona, A.
JleonTtneBa. 11151 3a10BOJIEHHS JIFOACBKMX IIOTPed BMHMKAE MOT-
peba B iHdoOpmarii Ta MOXIMBICTE 11 iHTeprperartil. Croiiky-
BaHH: Ta OOMiH iHdoOpMalli€ro 00CIIyroBye HOTPeOM JIIOAVHIAL

«TepMmin «iH(OpMalLlisg» MU BUKOPUCTOBYEMO, Maro4y Ha
yBasi 1 IIparmMaTuuHe 3Ha4eHHsI, TOOTO 3MiHY IMOBIpHOCTI JOCAT-
HeHHs MeTU (3aJ10BOJIEHHS ITI0TpeOn) 3aBIsKM OTPUMaHHIO JaHO-
ro IOBiZIOMJIEHHs1», — 3ayBaXyBas ditocod I1. Cimonos [9].

TaxviMm unHOM iHdOpMaLIid € caMe TUM IHCTPYMEHTOM, AKUI
3MEHIIy€ HeBU3HAa4YeHICTb, BIAIIOBIAHO, IS IIPUMHATTS PIIICHHI
Ta POpMyBaHH: IIOBEIHKM ayAUTOPIl Ta BIUIMBY Ha Hel IIOTPiOHO
MaTM gKoMora OisibIlte iHopMallii [y1d 3aJ0BOJIeHHS I10Tpedun iH-
nuBinyyMa. EmoriniHa cdepa crioxmsuoi ayguropii Mae HanOi-
JIBIINIL IHTepec. 3a paxyHOK IIPaBWIBHOIO €MOLIIHOIO BIUIVBY
Ha MacOBOIO ITOKYIIIIM ITi[J, Yac MapKeTVMHIOBMX KOMYHIKaIlil KO-
MYHIKaTOp MOXe 3MIHUTK OOHY MOTMBAIIiIO Ha iHIIY, aKTyasli3y-
BaTW Ty 4N iHIIY HOTpeldy Ta 3arporpaMyBaTi HOTPiOHY CIIOXMB-
uy 11oBe1iHKy (Prc.).

IToTrpebu - 11e GiosIoriuHMI paKypc eMolLlilt, a IIIHHOCTI - CO-
IiaJibHe B OCHOBI emowin. Ha mosBegiHKOBOMY piBHI ILIIHHOCTI Ta
roTpedun APTUKYJIIOIOTHCA SIK IHAMBIAyaIbHI €MOIII JIIOIVIHL
CryneHi BUsBIIeHH IHAVBINYaJIbHMX, a 3TOA0M 1 MacOBMX €MOLIiN
3aJIeXXaTh BiJl CTyIIeHIO 3a0e3IledeHOCTi/ He3abe3I1eueHOCTi OCHOB-
HUX IOTped, TOOTO IOpYyIIIeHHs UM 30epiraHHs OCHOBHMX IIiHHO-
crent. Bigrak i moTpeOmu, i IIHHOCTI MalOTh 4K IHAMBIAyaIbHI UM
IPYIIOBi, TaK 1 MacoOBI PiBHI iCHYBaHHS — 1 MOXYTh BUSBJISTVCS Ye-
pe3 macoBi emortii (Prc.).

J1OBOJII IIPOMOBVCTOIO UTIOCTPALII€IO 1IbOIO aJITOPUTMY € KeVIC
IIPO PpOJIb eMOoLiN (IHOMBigya/IbHMX Ta PO3rOpTaHHHA IX B €MOLIil
MacoBi) BCecBiTHBO BijtoMoro OpeHa Apple.
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IIpesenTariii Ta Buctynm Crisa [I>)koOca - 3acCHOBHMKa, ii€0-
JIora Ta MapKeTosiora OpeHpga Apple - BUKIMKaIM 3aXOIUIEHHS B
MIJIBVIOHIB J1tofet. BiH mparrosas 3 iHAMBiAyaIbHUMM HOTPedaMu
Ta LIHHOCTSMM CBO€I ayauTOpil, BUKIVKaB IHAMBIAyaIbHI eMOLIil
y KOXXHOIO iHOMBiyyMa, KOHBepCYIOUM IX Y MacoBi eMOIlii, 110
po3ropTajgvcsd IIicId IIKII0YeHHs MacoBol iHdopwmariii, 1o, y
CBOIO Yepry, HaJlaBajIo eHeprii MapKeTMHIOBMM KOMYHIKaIlisIM Ta
pOOWIIO 1X pe3ysIbTaTUBHUMIA.

iHguBigyanboHi
norpebwu/

piako couianbHi
norpebu

Puc. BeptukanbHa cTpyKTypa cdepm MacOBMX eMOIIiV.

JIKuI aJITOPUTM pO3rOpTaHHs IHAVBIYaIbHUX €MOLIIN Y Ma-
COB1 eMOLIiT B cOLiaJIbHMX (MapKeTMHIOBIX) KOMYyHIiKallisIxX JeMOH-
crpyto Cris I>xo0c?
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1. CriB [I>x00c mimoB Big morpedm. Ha nouarky 80-x ame-
PVIKaHIII BTOMWINCS BifI, 3aCWUIA CTAaHOAPTIB €OMHOI Ha TOM 4Yac
KOMIT 1oTepHOI Iwiatrdopmu — IBM. Apple Boasiocs TouHO Bimuy T
nyx Toro 1984 poxy, mokasaBlIV ayOuUTOPII CBIT, 3aceyleHnN KJIO-
HaMu Komir'torepis IBM. Hosun MaxkinTorn Bin Apple Buctynms y
posti OyHTaps-peposonioHepa. Crioxxnsad noTpeOyBaB CMIIMBIX
innosanin B IT-imgycTpii, i came B ciuni 1984 poky Cris [I)x00c
pO3II04YaB PO Lie KOMYyHIKalio 3 peKJIaMHOIro poska «1984» 1ipo
KoMIT 1oTep MaxkinTor BupoOHuIiiTBa Apple computer [10].

2. CriB [I>x00c akTyasi3yBaB JIIOJACHKi iHHOCTI B peKJylaMi
nepinoro rpadgiynoro kommn'rorepa Apple Macintosh. «Csit He
Oyme Takmm, Ak B KHM31 Opsernia «1984» . CsiT Oyne BUIBHUM», -
TakyM OyB Itocu1 postika «1984». LliHHicTb «cBOOOIa» CTaB B I1eH-
Tpi komyHikarii Crisa [Ixobca. Pexiama Buminia y ciuni 1984
POKY $K ajieropis Ha Bimommuit poMaH [Dxopmxka Opservia «Tucsada
IIeB'ATCOT BiciMaecaT ueTsepTuii» [11], B IKOMy ommcyBasIocs Jiec-
IIOTMYHe MalnOyTHE, KM KepyBaB «Crapimii bpar» 1o teneba-
UeHHIO (3aByaJIbOBaHMI yAap II0 KOHKYPeHTY - BUPOOHMKY
KoMmIl 1oTepis IBM). Poman MaB BesmdesHMM ycCIlix y aMepuKaHIIiB,
CTaBLIV IiHHICTIO CYCIIUIBCTBA, i TOMYy POJIMK OyJi0 3po0sieHO 3
Voo ypaxyBaHHSM. «Mwu Bupinmwm po3owuTtn crapuit Mid, 1o
KOMIT'IOTEp Hac IIOHEBOJINTb», — CKas3aB apTAMPEKTOP areHTCTBa
Chiat-Day 3 xomannu tBopuis posnnka Tomac bpenr [12]. Bubu-
patoun koMrr'1orep Apple, crioxxmnsad od0upae cBoboy Ta iHHOBa-
nii. He Benmuki Kopriopatliii, He ypsn, a IIPOCTI JIIOOU MalOTh BUKO-
pucTOBYBaTU Ilepenosi TexHosioril. Komm'torepu maroTe Oyt go-
CTYIIHMMM KOXXHOMY, Y IIbOMY CBOOO[a KOXKHOI JIFOAVIH.

3. CriB [Ix00c pocsar MacoBoi NOiHGOPMOBAHOCTI HOPO
Openn Apple uepes 3aco0mu MacoBOi KOMyHiKaIIii.

Pexsiamaum ponuk «1984» Ha HarioHasIbHOMY TesleOadeHHi
OyJ10 ImoKa3aHO BCbOI'O OAVH pas, ajle y IparM-TaM, VIoro Iisja-
yaMyM CTajla aMepUKaHCbKa ayAWTOpiss B KIJIBKOCTI OJIM3BKO
70 MiIH DIAaviB 4eMIIiOHATy 3 aMepuKaHCbKoro dgyroosy. Ha-
CTYITHI KUJIbKa JHIB IIPO POJIMK FOBOpWIa BCd KpaiHa. 3rofmoM po-
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JIVK CTaB 3araJIbHOBiZOMMM iHOpMaLiTHUM IPUBOIOM - VIOTO
He3JIIYeHHY KUIbKICTh pas3iB peTpaHCIIoBaIVl y TeJIeBI3iiHMUX HO-
ByHax CIIIA, m1o npuHecsio Apple 6e3KOIITOBHY pexIaMy Ha Mi-
npvioHn nosapis. Y Tomy x 1984 porti Apple 3a $2.5 MiiH Kynmia
Bci 40 pextamumx cMyr XypHaity Newsweek. ITomixx MapkeToso-
riB xogus Tozi XapT: «Hesposymino, 11e Apple nasa pexiamy B
Newsweek, abo Newsweek 3pobus cBOi BCTaBKM B Opourypy
Apple».

4. CtiB [I>x00c cTBOpMB MacoBl eMOIIii B cOMiaJIbHMX KO-
MyHiKalisix HaBKos1o 0peHna Apple. CumMnarii cycrisibcTBa Oy
Ha cTOpoHi Apple - HeBeMKOI KOMIIaHil, 110 IIPOTUCTaBWIIa ceOe
KOMIT'FoTepHOMY riranty IBM 3 nyxe XXOpCTKOIO KOPIIOPaTVBHOIO
KyJIpTyporo. Came 3 IIbOTO POKY HOYMHAETbCA (PeHOMeH iMeHOBa-
Hum «Cult of Mac» — cropaBxHs 3arajgka [jisi OaraTbox JIIO[el,
dKi BBaXaloTh IIaHYBaJIbHUKIB Apple cekToro. Apple 1r00s14TH,
a00 HeHaBU/IATh V BCbOMY CBiTi. Ajle GanayXmx g0 1Iporo opeH/a
HeMae.

5. CriB [I)xo0c MOHeTn3yBaB JII000B ayaAMTOpii: opraHisy-
BaB edpeKTVBHI oNepaliliHi IIpogaxi Ta IIo4aB HapollyBaTy Bap-
TicTb Openy Apple.

Ponmk nipu3BiB 110 3pocTaHHs npogaxis Apple Macintosh Ha
$3,5 mitH ofpasy micis pexiamu. [Tpomaxi Macintosh Oy Bestu-
KMMW 3 MOMEHTY VIOTO IIepILIOro BUITycKy 24 ciung 1984 p. 1 mocs-
vt 70 000 ogyamie craHoM Ha 3 TpasHs 1984 p. [13].

Aste HavIOUIBIII TOKA30BMMM CTaJIa BapTicTh OpeHna Apple. Y
2022 p. amepukaHcbKa KomrtaHiss Apple B 10-11 pa3 3a cBoro icro-
piro ouosmwia penTuHT «500 HaMBIUIMBOBIIIVIX OpeH[IiB CBITy» Bil
nociigHoi xomrmaHil World Brand Lab. Opranizatopu penrunry
Bifcrexnmv roHas, 80 tvc. OpeHnpis i3 60 xpaiu [14].

Keric mpo Buxin 6penga Apple Ha cBiTOBUII PUHOK CBITUNTD
PO Te, 110 MAapKeTVMHI eMOLlill Ma€ BpaxoByBaTu IIOTpebdu, IIiH-
HOCT1, OUIKYBaHHS ayquTOPIi, 3aKIagaTy 1l 3HaHHA B YHIKaJIbHI
Mece[KI ITpO YHIKaJIbHI TOPTOBi IIPOITO3ULLil IIPOAYKTY, 3a/Iy4aro-
4yl HaMOUIbIT edpeKTMBHI MalilaH4YMKM KOMYHIKaIlii Ta criocoou
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PO3roOHY MeceKiB KaHaJlaMM COLiaJIbHMX (MapKeTMHIOBMX) KO-
MY HIiKaLi.

IIporioHyI0 pO3IIIHYTM IIPUKIaZ poOOTH 3 MAacOBMMM €MO-
LiSIMM B COLLiaJIBHMX (MapKeTMHIOBMX) KOMYHIKallisiXx yKpalHChb-
KX MapkeTtoJsioriB. Y OepesHi 2022 poky yKpaiHCBKi IPUKOPHOH-
HVIKM, 110 HecIn cIyX0y Ha ocTposi 3mitHum y YoprHoMy Mopi,
BIZIIOBUIM MOpsKaM BOPOXOTo Kopabisg «MockBa» Ha 3aK/IMK
CKJIacTV 30poro ¢dpasoro, 10 CTajla 3ara/JIbHOBIJOMOIO He JIMIIe B
YkpaiHi, a 7 i cBiTi: «Pycckuit BoeHHBII KOpaOiib, van Ha#yii».
IlepmmiMu B MapKeTMHIY €MOLIiVI HamBiOOMIIINII KOMYHIKallivi-
HUV TpeHJ, BUKOPWUCTaJa YKpPIIOIITa, BUIIYCTUBIINM IIOLITO-
By MapKy «Pyccknit BoeHHBIVI KOpa0yb, man Ha#ym». Croxu-
Baul IIVKYBaJIVICA B Yepru Iepes BioaUIeHHSIMM, XBaJIVIIUCS II0-
KYIIKOIO B coIlMepeXkax, 0OrOBOpIOBaIIN, >KapTyBaly, IIpOogaBaIn
Ha ayKI[iIOHaX 1 «KJjIaJm» calTu Ipofaxy. Yepes b OHIB I1iciId cTa-
PTy IpopaxiB Mapkyu OysIo IIPOOAHO IIIBMUIBMIOHA eK3eMIUISApPIB
IIPOAYKTY, a IliHa Mapku Ha Ebay cxiama $1000. Mapkerosoru
peaHiSyBaJm y LIbOMY KeVICi TOVI Xe caMWV JIaHIIOT, SIKMiT M Oa-
4TV IpY IIPOCYyBaHHI Ha puHOK OpeHpa Apple: OasoBa 3araib-
HOHalliOHaJIbHa IToTpeba ayauTopii y repemosi Ykpainy, 1110 Befe
710 3aKPUTTS ILIIHHOCTeN «0Oe3reKa», «CIIpaBelIMBicTh», iHPopMa-
11id y BUITISAIL CJI0raHa, 1110 cTajla MacOBOXO JJIS CBITOBOI ayAMUTOPII
ITiCJIA TTOSIBV HOBMHM ITPO IIPUKOPIAOHHMKIB B edipi 3araJibHOHa-
IIIOHAJIBHOTO TeJIeBi3iiHoro MapadoHy «CavHi HOBMHWM» 3 BeJIu-
KVIM OXOIUIEHHSM 3araJibHOHalliOHa/IbHOl ayauTopii. I xoya 3 KiH-
1151 OepesHsa 2022 poky B YKpailHi He OHIPWIIOOHIOIOTHCA JaHi BU-
MipIOBaHHS TeJIeBi3iHOI ayauTopii, «abCOIFOTHO BCi TOMOTOCIIO-
JapcTBa B YKpaiHi MarOTh AOCTYII IO HBOTO, a 1ie AyKe BaXJINBO 3
TOYKM 30py OFHOYACHOro iHdopmaritHoro oxoruieHHs [15].

BucaHoBKM. PopMyBaHHAM MacOBMX €MOILIN B COLlyMi, BBe-
JEeHHSM iX B IOTOYHWMI OVUCKYPC Ta OpraHisalli€io IIeBHMX IIpar-
MaTUYHMX COLHaJIbHMX KOMYHIKaIIil 3aiMalOTbCs He TUILKM I10JIi-
TUYHI MeHe/Kepu-KOMyHikaTopu. lle mocimimkeHHd ITPpOoeMOH-
CTpyBaJIO pe3yibTaTit (POpMyBaHHS IHAMBIYaJIbHMX Ta MacOBUX
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€MOIIiVI B MapKeTMHIOBMX KOMYHIKaIlisIX CBITOBUX Ta YKPaiHCbKMX
OpeHnis.

Maemo mifcraBy TOBOPUTY, 10 IHAMBIAYaIbHI €MOLIiT pi3HMX
CIOXMBayiB 00’ €IHYIOTHCS 3a IIeBHMX 0OCTaBVH y 4aci Ta IIPOCTO-
pi, a OpeH[] CTa€ emilleHTPOM yBaru Ta IMPUUYMHOIO PO3rOpTaHHS
MAacOBMX €MOLIN B IapuHI COLllaJIbHMX KOMYHIKamin. HasgBHicTb
KeVCIB 3 HJaHOTO HOCIIPKEHHS IATBePIKy€e TeOopilo IIpO HOBY
TPUEOVIHY IIPUPOAY COLIaJIbHMX KOMYHIKAaLIiV, 1110 CKJIaJae€ThCd 3
MacoBoi iHdopMaliii, MacoBoi iHTepITpeTaliii Ta MacoBOI €eMOILIil.
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MOTVBU TA YMOBWM PEBPEH/IVHIY - )
BUKIJINKW OJ13I MAPKETMHI'OBUX KOMVYHIKAIIIN
KEVIC KPAKIBCbKOI'O EKOHOMIYHOI'O YHIBEPCUTETY

Jan W. Wiktor Prof. dr hab.
Kpaxiecvkuu ekonomiunuu yuigepcumem,
Kadgheopa Mapkemuney
Kpacxis, lonvwa

Llert MaTepiaj1 Ma€e Ha MeTi aHaJli3 IIpoOsIeMI PoJIi MapKeTu-
HrOBOI KOMYHIKaIlii B IIpolleci peOpeHAMHIY Ha CHelliaJIbBHOMY
KeVICl — IHIiaTUB1 1040 3MiHM JIOTOTUIY KpaKiBCbKOro eKOHOMi-
uHoro yHiBepcutetry (KEY) y TpasHi 2023 poky. Lle oguH 3 Bax-
JIVBUIX HAIIPsIMKIB yIIPaB/IiHHA OpeHZIOM, IOro amaeHTMKOI Ta
imiypxkom. Cama mmpoOstema cKiTa/iHa Ta Ma€ Oe3stiu acriekTiB. 3 of1-
HOTro OOKYy, B JIiTepaTypi Ta MPaKTULIi HiIKPeCTIOEThCS BaKJIMBICTh
cTajIoCTi OpeHy, a 3 IHIIIOrO - MiIKPeCIIOEThCsl HEOOXIIHICTD 1
repeyMoBM 114 vioro 3MmiHn. Llent npyruit acriekr i € cyTh pebpe-
HOVIHTY.

bpenn - y 0OasoBomy mifxozi, mpencrasieHoMy AMepUKaH-
CBKOIO acollialfi€ro MapKeTHHIYy, € Ha3Ba, TepMiH, CMMBOJI, Bi3epy-
HOK a0o0 X KOMOiHaIlig, g9Ka YiTKO BM3HAYaE 1IIeHTUYHICTD IIPOITy-
KTy 1 Bigpi3Hse VIOTO Bi HPOYKIlil, IIPOIIOHOBAHOI KOHKYpeHTa-
M [1]. OgHak Takmi IiIXiZ HETIOBHUM — OpeHJ1 MicTuUTh abo BU-
CJIOBJIIOE IIeBHUM OyKeT IlepeBar i IIiHHOCTeV pallioHaJIbHOTO Ta
eMOLIiTHOTrO XapakTepy. bpeHy - 1ie 3000B's93aHHS BIacHMKA, 1ie
CBOTr'0 pojly OOIIHKa i rapaHTis IMX aTpUOYTiB, SIKi B IIeBHi ¢do-
pPMi 3HaKy, JIOTOTUII CHUMBOJIi3y€ IUIS 3allikaBjleHMX oci0 i moro
KopucryBsauiB [2, 3]. Bpenp - 11e 3000B'A3aHH: BjIacHMKa, 1le CBOIO
pony oOilsiHKa i rapaHTis Iyx aTpuOyTiB, AKi B IeBHIiN dopMi
3HaKa, JIOTOTUII CMMBOJII3y€ Ta KOMYHIKY€ 3alliKaBJIeHUM CTOPO-
HaM Ta V10ro KopucrysauaMm. Lle BaxximBa riaTdpopma 11 OLiHKNU
BapiaHTiB HOKYIIKM, (POpMYyBaHHS BIIHOCMH MDK OpeHIOM i 110ro
KOpUCTyBadaMM, 1le iHCTpyMeHT POpMYBaHHS JIOSUIBHOCTI CIIO-
XMBauiB i mooymosm iMifpKy. Lle BaxomvBa miaTdopMa A1 OLIIHKNA

35



BapiaHTiB IOKYIIKM, POpMyBaHHS BIIHOCMH MDK OpeHIOM i 110ro
KOpPUCTyBadaMM, 1ie IHCTPYMeHT (POPMYBaHHS JIOSUIBHOCTI CIIO-
XMBadiB 1 HoOymoBM imMifKy. JlocuTh 4acTo B JriTepaTypi migKpec-
JIIOETBCS iHTerparisa pyHKIIOHAIBHNX [IIHHOCTeN OpeHAy (SIKiCTB,
crioci® BMpOOHMIITBA HPOAYKIIil — HAIIPUKIIaJl, BiIIIOBIIHO 10 BU-
MOT CTaJIOTO PO3BUTKY, KOHIIEIIIT CITpaBe/IMBO1 TOPTriBili) 3 Joa-
TKOBVIMM ITIHHOCTSIMU I CIOXMBada sIK peajIbHOIO, TaK 1 CUM-
BOJIIYHOTO XapakTepy [4, 5]. Takum unHOM, 1ie He TiJIbKM rpadpiv-
HUM 3HaK (CJI0BO, 0oOpa3, Kosiip) abo ToBapHMI 3HaK, Xoda ey
3HaK - JIOTOTUII € BaXXIVMBVMM e€JIeMeHTOM Bi3yaJIbHOI 4aCTVHU
OpeHny i K Takuyl HifjIsgrae IIpaBoBit oxopoHi. MoxHa cpopmy-
JIIoBaTH, 110 BCi (pyHKIII OpeHy 30cepekeHi Ha BU3HaUeHHI
YHIKaJIbHOI IIHHOCTI - gapa OpeHply, siKe CMMBOJIIYHO, CTOCOBHO
ceMioJIOTil, BUpaka€ CyTHICTb OpeHy 3aKOJOBaHMM CIIOCOOOM i €
3HAKOM, IIIO0 JO3BOJIZE IepemaBaTy KOHKPETHWMI 3MICT Ta VOTO
3HaUeHHsd HaBKOJIMIIHLOMY cepenmoBuiny. Cemiosorid ImgKpec-
JIFO€, 1110 3HAK, CMIMBOJI Ta€ MOXXJIMBICTD JIFOIMHI 30/IM3UTI II€BHI
aOCTpakTHI IIOHATTS B YMOBHIN (pOpPMi, 3pO3yMiJIill peluIlieHTY,
Jla€ MOXJIVBICTB VIOTO iHTepIIpeTalil i opMysIroBaHHSA KOHKpPeT-
HOI peakil i ctaBiieHHs. Peatizanis Takvx PyHKIiN 3HAKy — CHM-
BOJIy YMOXJIVIBJIFOETBCS IIPOLIECOM 3B'gI3Ky 3 HaBKOJIMIIIHIM cepe-
moBuIeM [6, 7].

OcobimBoro mmpo0sieMoOr0 B yIIpaBiliHHI OpeHIIOM € auiema:
CTaOUIBHICTD — 3MiHM. Take IMTaHHS 3aBXIM CTOITH Iepes KOM-
IaHiero abo ycraHOBOO. e BaXxImMBa Ta KOMIUIEKCHa IIpodsieMa. 3
OIHOro OOKY, 3 ypaxXyBaHHSAM CyTi OpeHAy, 10ro Ba’KJIMBOCTI IS
BJIaCHMKA 1 CIIOXKMBAYiB, CJIiJ HIAKPECIINTU JOBIOCTPOKOBUI IIPO-
1iec popmyBaHHA iMiKy OpeHIy, HeOOXigHICTh CTaOLILHOCTI B
yaci OpeHpy 1 eJleMeHTIB 110ro apxitekTypu. bpenn 3a coimu xa-
paKTepuCcTUKaMM € IIHHICTIO — TAKOX Y CeHCl COolaIbHMX IIIHHOC-
TeV, IIPUCYTHIX Y CYyCIIUIBHOMY JKWUTTI, €JIeMeHTOM KYJIbTYPU, 110
dopmye coriasibHy IIOBEiHKY TaKOX y MDKHapOOHOMY Ta IJ100a-
JIBHOMY MacIITa0i (OpeHay 3 TakmMM reorpadpiyHmM giaria30HOM).
3 iHmoro 00Ky - OpeHp, BK/IIOUarouM 1oro rpadivHy, BisyayibHY
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CTOPOHY (JIOTOTWUII, BUBICKY) He MOXe OyTu deTuIM30BaHU i
IIPUIYCKaTy abCOIIOTHY CTaIicTh. Lle 30HM NpuUMHATHMX 3MiH 0e3
INKOOWM IS YHIKaJIBHOI I[IHHOCTI OpeHAy, 1IOro apXiTeKTypu Ta
ocoOwmcTicHMX akTMBiB. Pi3HiI KOMIIOHEHTM 1 Hepe0avyBaHi acoLi-
alii (cTasmx ICUXOJIOTIYHMX 3B 43KiB) OpeH/y B TiVl UM iHIIIN Mipi
CXWIBHI J10 3MiH, XO4a ix HepemyMoBy, 4ac i ¢popMa BMMararmTh
BEJIMKOI yBarm 1 BigmosigasabHocTi. 11 1Ba ejieMeHTr € OCHOBHUMU
yMOBaMM peOpeHIVHTY.

PeOGpeHaVHT BU3HAUYA€ETBCA B JAEKUIPKOX Pi3HMX aclekTax, 3
Pi3HMM MacIITaOOM i ITIMOVMHOO 3MiH, III0 BHOCSATBCS B iCHYIOUM
OpeH1 - 110r0 iIeHTUYHICTD 1 apxiTekTypy [8]. V mmx Tesax mu mi-
JIKPecIIIoeEMO J1Ba KpaviHix migxomu. Ileprmit By3pkum Iepemoa-
4ae, M0 CyTh peOpeHAMHIY IIoJIgra€ y BHeCeHHi Oyab-sIKMX, Ha-
BiTh HeBeJIMKIX, 3MiH B CKJIaJIOoBl OpeHAy, 0COOIMBO B CHCTEMY Bi-
3yaJIbHOI ifeHTHUdiKalil. Y poMy IiaXo[i HeBeJIMKi 3MiHN Open-
Iy Ha3MBaIOTbCs II0XKBaBJIEHHAM OpeHly aboO OHOBJIEHHsAM OpeH-
ny. Y cBoo uepry, B IIMPOKOMY CeHCi peOpeHAMHI Ilependadac
3MiHy BCiX MaTepiaJIbHMX i HeMaTepiaJIbHUX eJIeMeHTiB OpeHAy,
Hopsy i3 dopMyBaHHAM HOBVX BIITHOCKH i3 3alliKaBJIEeHVIMU CTO-
poHaMM i PopMyBaHHSAM HOBOI'O, 3MiHeHOro iMiIKy. b Toro,
y JIiTepaTypi HifKpecIIoI0ThC s, 110 B IIpolieci peOpeHANMHIY cama
oprasisariis 1 Ii opraHisarliriHa KyJIbTypa TaKoXX IIOBMHHI 3a3HaBa-
TV 3MiH B IIMPOKOMY acIleKTi, BiAIOBIOHO 110 IependavyBaHMX
3MiHamu igeHTUYHOCTI OpeHmy. Lg mpobsrema cama 1o cobi 1ika-
Ba 1 BaXKJIMBa 3 HAayKOBOI TOYKM 30pY, ajle BOHA BUXOOWUTH 3a pam-
KV LIMX Oyicepramin. Y Takiyi cuTyarlii HOBMHHa 3MIHUTUCH 1 cuc-
TeMa 3B's13Ky KOMIIaHil 3 pyHKoM [9, 6, 7]. BaxxsmBuM ejleMeHTOM €
BUISIBJIEHHS MOTUBIB peOpeHnMHry. BoHM, K IIpaBWIo, JUIATBCS B
JliTepaTypi Ha ABi IpyIIn: eHJOoTeHHi (BHYTPpIIIIHI) i eK30TeHHi (30-
BHiIIHI). IlepenymMoBu mepIoi rpynm 3amycKaloTh iMITYJIbCK [0
3MiH B cTparerii OpeHOMHIY BcepenuHi Kommasii. Lle opranisa-
LIVIHI CTPYKTYypW, KaIpoBi 3MiHM B CUCTeMi yHOpaBJliHHS, 3MiHa
BJIACHOCTI, 3/IUTTS 1 MOIVIMHAHHA KOMIIaHii 1 T. 1. B pesysbrari Ta-
KX CUTYalill IIOUYMHAETHCS IIPOIleC eHIOreHHOro peOpeHIMHTYy.
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Benuke 3HaueHHSI MarOTh 30BHIIITHI MOTMBM. /IBa 3 HMX 0cO0JIMBO
BaKImBL. Ilepiria cTocyeTbest 3MIH y MaKpOCepeqOBUIILIL — IIPOLIeCiB
riiobastizariii, 1M poBoI peBOJIIOLIT, BKIIIOUAloUM 3MiHU B iHdOp-
MaLiTHO-KOMYHIKaLIIVIHUX CUCTeMax, PO3BUTKY MepeXXeBOro Cyc-
IIUIBCTBA, 3MIHM COLlaJIbHMX YCTAaHOBOK 1 O4iKyBaHb 1 T. A. Jpyrum
MOTVB IIOB'I3aHMV 3 IHTEHCMBHICTIO i dopMaMIM KOHKYypeHIIil B
CeKTOpi - peOpeHIVHT CTa€ BUKIMKOM i MalIaHUYMKOM [jI1 KOH-
KypeHIIil B Takux ymoBax. IIpu 1miboMy ciif, IgKpecianTyu, 10
oOMBl rpyny IIPpUMIIlleHb TiCHO IIOB'si3aHi MiXX COOO0I0, CTBOPIOIO-
4yl CTPYHKI YMOBU I cTpateril pebpenauury openny [10]. ITig-
KpecJIMMO, IO PillleHHs TaKOro XapaKTepy € CKJIagHMM, KOMILIe-
KCHWM 1 BIOIIOBITAJIbHVIM.

LlikaBuM DpuKIIaZoM IIpo0sieM peOpeHAVHIY € BiAIIOBiTHIT
Keric y Kpakosi. Ha mouaTtky Tpasna 2023 poky 3'aBwiacs iHiria-
TVBa 3 peOpeHOMHIy - 3MiHa JIOTOTUILy YHiBepcureTy (puc. 1).
Humnimniv stororun aie 3 2007 poky, konm YHiBepcuteT EXoHOMI-
K1 Ha mifcrasi akTy CeriMy 3MIHMB CBOIO Ha3BY 1 OTpUMaB CTaTyC
IIepIIIOr0 eKOHOMiuHoro yHisepcurery B Ilombiii. B oOrpynTy-
BaHHI 3MiH - peOpeHIVHT y By3bKOMY CEHCi YUTAaEMO, II10:

«KpaxiBcokuii exoHoMiuHut yHibepcumem € BusHanum OpeHooM,
AKUU nepecaioye Haykobi ma ocBimui yiai, a MaxKox cOyialbHi, KOMYHi-
kayiuni ma imioxeBi yiai. Hacaiokom 3minu mucienus npo nodyooby
no3uyii yHibepcumemy, 8 momy uucai i OpeHdy yHibepcumemy, € MOOU-
ikobanuil r0eomun, axutl Ginuae 100 poxi6 CUE i Bo0Houac noBede
yHiBepcumem y HacmynHi cmosimms. [... | [lonepednin 3anuc 1020mu-
ny Buxauxal sHaAuHi MpYoOHOW Y A100et 3 00MexeHUMU MOXKAUBOCTA-
mu. Taxum uunom, Hobuti 1020mun € BupaxenHam mypbomu npo ege-
KMuBHy KOMYHIKaYilo, oxonaiotouu 6ci 3ayikabieni cmopoHu 0a2amomn
nponosuyier iy cnocid, adexkBamuuil cb0200HIUHLOMY OHIO [...]. Moodudpi-
KOBAHUT 1020MUN MAKOXK € OCHOBOI0 045 CNIALHOI MA Y3200KEHOT KOMY-
HikayiuHoi ma imioxeBoi disrvHocmi, AKY 301UCHI0E YHIBepcumen».
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Puc. 1. IlpoexT 3miH nororuny KpakiBcbKOro eKoHoMid-
HOro yHiBepcureTy (TpaBeHb 2023). JIiBopyu - storotun y 2017-
2023 pokax, IIpaBOpyd - IPOEKT 3MiH y TpaBHi 2023 poky.

B oOrpyHTyBaHHI 3MiHM JIOTOTUITY BUPa’KarOTbC PO3IJIAHYTI
BUILe BHYTPIIIHI 1 30BHIIIHI MOTUBN. Y depBHi 2023 pOKy IIPOEKT
3MiH - peOpeHOMHT oroTuily Oyme obrosoprosatics CeHaToM.
Yu Oyne nmpumHATO 3alIpoIIoHOBaHe pirteHHs? Yu Oye eKkoHOMiI-
4HUV YHiBepcuTeT cBATKyBaTu cBoe 100-piuus y 2025 porti 3 110-
TOYHMM - Y HOBUM JioroTurioMm? Binmosinp Ha 1je nmuTaHHS Oye
BizioMa He3abapoM, asie miciis 3aBepieHHs KoHdepeHnitii «bpens-
KOMYHIKallil: IIpo0siemMn Ta pillleHHs», 110 BigOyJsiacs 25 TpaBHA
2023 poky. fkmro HoBuyi jiorotun Oyme npuaATHU CeHaTOM
CUE, niepen, cucteMor0 KOMYyHIKallil yHIBepCUTeTY IIOCTaHyTh HO-
Bl 3aBIaHHS Ta BUKJIVKIA.
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CYICTEMA CMHTETUYHMX BPEHI-KOMYHIKAIIIVA:
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IlocranoBka mpoOsemn. KapoyHaibHi 3MiHM B MOZIEIIAX
CIIOXXMBUYOI ITOBEIIHKM Ta BiIHOBIHIN 11 Oi3Hec-IIpaKTuIli BMU3Ha-
YalOTh TOJIOBHI TeHAEHIIII PO3BUTKY CHCTeMI MapKeTMHIOBUX KO-
myHikanin (MK), y T. u. - 6penn-komynikanin (bK). Cepen myix
TPeH/IiB - TapreTaslisallis Ta, K IIOfaJIbllle ITOMIMOIeHHS Ipolie-
cy, - IHAMBIAyasTi3alis KoMyHikawin openay. Ciig TakoX Bifi3Ha-
YNTU CYTTEBY 3MiHY poli MapKeTMHIOBMX KOMYHIKAIll y KOM-
IUIeKCI MapKeTVHIY: KOMIUIEKC «IIPOMOYIIH» Aedasli IIepeTBOPIO-
€TbCS B KOMIUIEKC, BjlacHe, «KOMYHiKallii». 3a IIUX YMOB OTPUMY-
Bau KOMYHIKAIIMHNX IIOBIIIOMJIEHb CTa€ IIOBHOIIPABHMUM YyYacHU-
KOM OpeH-KOMyHiKallint. /1o I1bOro TakoX A0Hal0ThCsi KOMIUIEKC-
Ha AIDKUTasIi3allisa Ta IVMPOKe BUKOPUCTaHHS TeXHOJIOTIN Ty Y-
HOTO iHTeJIeKTy B IIpolecax OpeHpa-KoMmyHikawin [1, c. 19; 2, c.
124]. O3HaueHi BuIlle TeHIEHIIT IpUTaMaHHI BCil CHCTEMi MapKe-
TUHIOBVX KOMYHIKaIIivL.

HaramaemMo, 1110 MapKeTMHIOBI KOMYHiKalii B mporeci ¢op-
MyBaHHsI OpeH/iB MOXYTb BUCTyIIaTM i B 4KOCTi OpeHn-
KOMYHiKariri. ToMy 1o mux OBOX BeJIMKUX CUCTeM Ha OKpeMi
3aco0m, mneBHOIO Mipor, € momgibHmm. Lle, 30kpema, crocyeTbcs
IIOAUTY 000X LMIX CMCTeM Ha JIBi BeJIMKi IpyIi: OCHOBHI Ta CHHTe-
TUYHI 3acoOm komyHikarlinn. Cxema xitacudikariii Bcix 3acoOiB
OpeHO-KOMyHIKalliVl HaBeeHa Ha puc. 1.

Crtuciio HaramaeMo, SKi KpuTepil BUKOPVICTOBYIOTBCS B IIPO-
11eCi I10/1JIy Ha OCHOBHI Ta CMHTEeTUYHI.
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OcHoeHi 3acobu bpeHa-KomyHiKayiM
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Puc. 1. CtpyKTypa cucremu OpeHA-KOMyHiKanin [1]
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Ho ocnobnux 3aco00i6 mapxemuneoBux KOMyHiKAYiTi MOXYTb
OyTu BigHeceHi: pexksaMma, IPAMUI MapKeTUHI (B T. 4. IIepPCOHa-
JIBHUV TIPOJiax), 3B’ sI3KM 3 I'POMAJICHKICTIO (B T. 4. I1aOsicuTi) Ta
CTUMYJIIOBaHHH 30yTy (200 cemyI3 mpoMoyIH, ado mmpowmotiii). 1o
IPyIIMI OCHOBHMX KOMVHIKAIIIN IX JO3BOJIAIOTH BiIHECTU XapaKTe-
PVICTVIKIAL:

a) 3HayHe IlepeBakaHHS HaJ yciMa iHIIMMM 3aco0amu Ko-
MyHiKallill 3a MacIITabaMy 3aCTOCyBaHHs Ta oOcAramy OO KeTiB;

0) mesKi eJleMeHTV OCHOBHMX MapKeTVHIOBVMX KOMYHIKaIIili €
BaKJIMBMMM CKJIQZIOBUMU I POPMYyBaHHS CMHTETUYHMX MapKe-
TUHTOBVIX KOMYHiKa1in [3].

Cunmemuuni mapxemuneoBi komynikayii o0'€eqHYIOTh TaKi
3aco0u, sIK: CIIOHCOPCTBO; y4dacTh KOMIIaHil B BUCTaBKax (apMap-
Kax); iHTerpoBaHi MapKeTVHIOBl KOMYHIKallil B MiCIIIX IPOHaXy
(IMKMIT); mapketuHr nogint (event marketing); mpogaxT Iuievic-
MeHT (product placement); ridpT-MapkeTVHI (IIOZApPyHKOBUI Ma-
pkeTuHr), ¢dipMOBi ineHTUdiKyIOUl MapKeTMHIOBI KOMYHiKallii
(cucTemMa KopriopaTuBHOI imeHTHdiKarllii). B octanHi poku BinOy-
JIOCSL  CTAHOBJIEHHS ~ TaKOoro  3acol0y, 4K  ajBepreviMiHT
(advergaming) [4, c. 71].

HavimenyBaHHS «CHMHTeETMYHI» B IO3HAa4YeHHI JAHOIO TUILY
KOMYHIKaIIiV IIOSICHIOETBCS HeKUILKOMa OCHOBHUMM IIPUYVIHAMMN.
Ilepir 3a Bce, KOXXHUII OKpeMoO B3gTum 3acid MK manoro Twuiy
MOXKHa pO3IJISaTH, sIK HO€AHAHHSA (CMHTe3) eJleMeHTiB OCHOBHWIX
3aco0iB MapKeTMHIOBMX KOMyHikalin. BisbmMeMo gk mpukiiazn Ta-
KUV CMHTeTUYHWI 3aci0 MapKeTMHIOBMX KOMYHIiKallill, K y4acTb
KOMIITaHil y BUCTaBKax i spMapkax. Voro yMOBHO MOXXHa «PO3KJIa-
CTV» Ha OKpeMi eJIeMeHTM OCHOBHMX 3aCO0iB MapKeTVHIOBMX KO-
MYHIKalIliVi IHTerpoBaHi B paMKax peaslisallil JaHOro CMHTeTUYHO-
ro 3acoby komyHikarin. Tak, HanpuKiIag, iHCTpyMeHTaMU IIpsi-
MOI'0 MapKeTMHIY B IIpOLieci y4acTi y BIUCTaBLI €: podoTa KOMyHi-
KaTopiB Ha CTeHl, IpsMI OUIOBI KOHTAKTU IIPEeACTaBHUKIB KOM-
IaHil-eKCIIOHeHTa Ta IIOTeHIIMTHOIO MapTHepa B IIeperoBOPHiN
30HI CTEeHIy Ta T. 1H. SIKIIO TOBOPWUTM IIPO €JIeMEeHTV CTUMYJIIO-
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BaHHS 30yTy, TO CJIi[, 3rajiaTyi IIPOBeIeHHs BCUISKMX BUCTAaBKOBMX
aKIliy, HaJaHHS BUCTaBKOBMX 3HVDKOK, po3gada ITPOMOLIVIHVIX
MaTepiaJiiB, 3pa3KiB IIPOMYKIIil TOIIO K IHCTpyMeHTH NaOJIiK pu-
JIEVIIIIH3 B paMKax AaHOr'0 CMHTETMYHOIO 3aCO00y MapKeTMHIOBMX
KOMYHIKallivi MOXHa po3IVIsiaTy OpraHisaliilo B paMKax IIporpa-
MM BVICTaBKOBMX 3aXO[iB KOH(QEepeHIIil1 Ta KPyIJIMX CTOJIB, OCO-
OuvcTi BUCTYIIM Ha [JaHMX 3axofax IIpefCTaBHMKIB KOMIIaHiI-
eKCIIoHeHTa To1lo. IlepepaxoByroun pexksaMHi IHCTPYMEHTV, BU-
KOPVICTOBYBaHi B XOJIi y4acTi y BUCTaBLIl, CJIIZL BULUINTI po3gady
APYKOBaHMX PeKJIaAMHMX JIMCTIBOK 1 KaTaJIOriB Ha CTeH[Il, BUKOPU-
CTaHHs eKCIIOHEeHTaMV Pi3HMX peKIaMHUX Mefia Id iHPOpMY-
BaHH: IIPO CBOIO y4acTh Y BUCTAaBIIL: Bifl pajioMepexxi KOHKpeTHOI
BVICTaBKM 0 peKJIaMHMX IIOBiIOMJIEHb B IHTepHeTi Ta 10 pazio i3
3aIlpoIlIeHHsIM BifBimaTu creH. BomHouac, Oysio 6 HemnpaBwIb-
HIVM Ha3BaTM y4acTb y BUMCTaBKax HIPOCTUM MeXaHidHUM IIO€]I-
HaHHSIM OKpeMMX eJIeMeHTiB OCHOBHMX 3aco0iB MapKeTVHIOBMX
KoMmyHikanin. Ile Bxxe cpopmosanmii, Tpaguitiniamm 3aci6 MK, 1o
Mae cBO1 creldiuHi 0coOIMBOCTI Ta KOMYHIKAIIiIHI XapaKTepuc-
TUKWV, BJIACTMBI TUIbKM BUCTaBKaM. Llent cvHTeTMuHMII 3acid Map-
KeTVMHIOBVX KOMYHIKallil edeKTVBHO BUpilllye KOHKpPeTHi clie-
1mdpivuHi 3aBIaHHs, 110 CTOATH Ileper, KOMyHiKaTopoM [5, c. 56-57].

Meta HanmcaHHsA pO3AUTY IIOJISITa€ B NOOAJIBIIIOMY [OCIIi-
JDKeHHI TpaHcdopMallil cucteMnt OpeHI-KOMyHiKalin. Y 1mpomy
po3niii MoHorpadii MM 30cepeayVMoO yBary Ha OOHIV i3 HalBax-
JIVIBIIIMIX Ta HAVICYTTEBilINM TeHaeHIi. Tak, HaBemeHa Ha pwuc. 1
crcTeMa OpeHI-KOMYHIKallill Hapasi IIPOJOBXY€e PO3BMBATIUCA Ta
TpaHcopMyBaTyca. My BXXe 3BepTaIi Ha 1le yBary B IIOIIepeHix
cBoix pobotax [1; 2; 6; 7 Ta iH.].

Hampuxiiaz, 3a ocranHi 25-30 pokiB po3MillieHHs MapKeTVH-
rOBO-KOMYHIKAIVIHMX 3BepHEHb y XYIOXHIX TBOpax 13 OIHOIO 3
OaraTbOx IHCTPYMEHTIB 3B 3KiB i3 IpOMaJIChKICTIO O CAMOCTIVIHO-
IO CMHTeTUYHOIO 3aco0y - IIPOOaKT IUIericMeHT [1; 6 Ta iH.].

Tak camo, IIpoBeJeHHs IIeBHMX I'e€HepOBaHMX IIOMiN fAK iH-
CTPYMEHT OTpMMaHHS iH(OPMAaIITHOTO IIPUBOAY IIepPeTBOPUBCS
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Ha IIUTy KOMYHIKaIiMHy iHOYCTpil0 - PO3BMHEHY Trajly3b iBeHT-
MapKeTUHIY.

B ocraHHI poKM IIPOmOBXYyBaJIMICA AMBepcUdiKaLiriHi IIpo-
Ilecl HaBiTb y HOBOCTBOPEHMX Ta imeHTH@IKOBaHMX OUIBIIICTIO
creliasticTiB cdepax OpeHza-komyHikauin. Tak, i3 cucteMu Ipo-
HOaKT IUIeVICMEeHT BUOKPEeMIIOCS B CAMOCTIVIHVI CUHTeTUYHI 3a-
ci6 azpBepreviMuHr. Take BM3HaUeHHS OTPUMAJIO PO3MillleHHS KO-
MyHIKaIiIHVX HOBiJOMJIEHb Y KOMII IOTEpHIX irpax.

OnHuM i3 gcKpaBUX HpPO4BiB MOAi0OHOI TpaHcdOpMaliil cuc-
TeMV OpeHI-KOMYyHIKallilI MOXHa PpO3IJIsiJaTii BUOKpPeMJIEHHS B
SIKOCTI Ba’KJIMBOI'O Ta CAMOCTITHOIO 3aCO0y CMHTETMYHMX 3acO0iB
OpeHI-KOMYyHIKaIliVl TIOCTIVIHO JIifo4i CcTallioHapHi KOMYyHiKallilHi
rpoextn (ITICIIK) [8].

Buxsiag ocHOBHOrO Marepiasy. 3rajyBaHi Bullle TeHIEHIIIT
3a Cy4YacHVX YMOB 3YMOBJIIOIOTB ITOAAJIBIINY TPaHCHOPMaLilo I1eB-
HVX, JOBOJII TpaguLiHMX, 3ac00iB KOMYHIKarlit OpeHny. Hesxi 3
HVIX ITOCWIIOIOTH CBO€E 3Ha4YeHHs. 1o HuX, mepeaycim, CIifl BiiHecC-
T iBeHT MapKeTVHI, IHTerpoBaHi MapKeTMHIOBI KOMYHIKallii B
Miciax rpogaxis (IMKMII), mpopakT riericMeHT, aJiBepreviMyHT
Ta iH. [leski 3acoOu cuMHTeTMUHMX OpeH/I-KOMYHIKallill, HaBIlaKy,
B Cy4aCHMX YMOBaX 3HVDKYIOTb CBOIO POJIb Y LIV cHCTeMi. Y SIKOCTi
PpUKIagy MOXHAa Ha3BaTW y4acTb KOMIIaHIM y BUCTaBKaX. 3BU-
4JariHo, 110 L@ CTOCYEThCA He BCiX ToBapHMX puHKIB. Hanpukiiaz,
BVICTaBKV 3aJIMIIAIOThCS OIHUM i3 HaVlBaXJIMBIIINX 3aCO0iB KOMY-
HiKalit 11 BUpOOHMKIB 30poi, aBTOMOOLIIB (i JIerKOBMX, 1 BaHTa-
JKHVX), IPOAYKIIiT, III0 BU3HAYAETHCS PO3BUTKOM HayKM Ta TEXHO-
JIOTi (KOMIT FOTEePHI CCTeMM Ta IIporpamMHe 3a0e3reueHHs) Ta Jli-
TaJIBHMX arapariB. Ajle, SKIIO WHAETbCSA IIPO TOBApHI PVIHKM
FMCG, To TeHpaeHIIisl 3HVDKeHHs 3HAa4eHHs BUCTABOK, SK 3acoOy
OpeHO-KOMyHIKallill, Ha >XaJjib, JIOBOAUTHCH IIPaKTMKOIO OizHec-
I1SUTBHOCTI.

ITogiOHVMM cyyacHMM TeHOeHIIisIM PO3BUTKY MapKeTVHIOBMX
KOMYHIKallirt 1 OpeHAVHTY BeJIMKOI MipOIO BiIIOBiae TaKMM J1a-
BHO BXX€ BUKOPMCTOBYBaHMM 3aci0, sIK ITOCTIVIHO Aifodyi cTallioHa-
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pHi xomyHikarivHi npoexty (ITJCIIK). Ilpore, meit 3aci6 He
OTPVIMaB BiZIIIOBITHOTO KOMIUIEKCHOTO JIOCITIIKeHHS, B SIKOMY O

Oysmit T7IOOKO IIpoaHasIi30BaHi IX OCHOBHI KOMYHIKalliViHi Xapak-
TePUCTVIKM Ta IHCTPYMEHTN.

Puc. 2. Ilapag aHiMaTOpiB, 10 TpaaMIiiIHO HPOXOONUTH Y
napky po3Bar Disneyland xo>xHoro pasnky

Puc. 3. Bxig mo mapky po3sar Lego-Park y rpadcersi Binzgop
y Beaukii bpuranii
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JlckpaByMM IIpUKIIagaMy aKTVIBHOTO BUKOPWCTAaHHS TaHOIO
TUIly OpeHI-KOMYHIKalliil Ha HpaKTULi MOXYTb CJIYTyBaTU IapKu
posBar Disneyland (pwc. 2) Ta Lego-Park (pwc. 3).

o oxkpemoro tnny IIJICIIK moxHa BigHecTr mysei. Hapwu-
K1a/, My3el koMmnaHii Mercedes B Mronxeni ta IlItytrapti (puc. 4)
Ta My3e1 koMmraHii Volkswagen (y Boibed0Oypsi).

Puc. 4. B nemoHcTpanininomy 3aiai Mys3e KoMmHaHii
Mercedes y MroHxeHi

Ilirta HM3Ka My3eiB, Oyia Bigkpura KomiaHielo Samsung. Ceper,
Hux - Myseri innoBauivianx texaosorii Camcynr y Cysoni, My-
sent mucrelrs Camcynr Leeum, ursaunin mysert Camcynr y Ceyori
Ta iH. C1ipg TakoX BinsHaunTy, mo Bukopucranusa [IJICIIK mpu-
TaMaHHe He JIMIIe [I00aJIbHMM, abo IIPOCTO BeJIMKMM, OpeHOaM.
CBoi cranioHapHi KOMyHiKaliliHi IIpoeKTU (HaIllpuKiIaz, Mysel ic-
TOPIi pO3BUTKY) Hapasi MaloTh He TIJIbKM BeJIMKI OpraHisaliii, ajie
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71 OUIBIITICTD BUILIMX HaBUYaJIBHMX 3aKJTa/1iB i HaBiTh cepeqHix 3ara-
JIBHOOCBITHIX IIIK1JI.

ITorpwm Te, 110 BKa3aHMM 3aci0 BUKOPUCTOBYETHCA B IIPaKTM-
Il MapKeTMHIOBMX KOMYHIKallili BXe JOCUTh TPUBAINUI 4Yac, Ha
JaHUVI MOMEHT MO)KHa KOHCTaTyBaTM HeJOCTaTHIO HayKOBY [JOC-
mmpxeHicTs [TICIIK. PosmaHemo noro poxmagHimie. Ilepemycim,
€ HeoOXiTHICTh YiTKO BM3HAUMUTM CYyTHICTB IIbOTO 3acO0y, pO3KpM-
TV VIOTO MicClle B CcuCTeMi OpeHI-KOMyHiKalili, IIpoaHali3yBaTu
OCHOBHI KOMYHIKallillHi XapaKTepUCTKI TaHOro 3aco0y KOMYHi-
KaIIiv.

Ha nouaTky IIbOTO aHaJli3y 3aIlpOIIOHYEMO TaKy aediHilliro
3aco0y. IlocTiviHo miroui cTarfioHapHi KOMYHIKaliliHi IIPOeKTH -
Ile IIPOeKTH, 110 (PYHKIIOHYIOTh IIOCTIMIHO Ta pPeali3yIOThCS B
CTalllOHAPHO PO3MIIIeHMX JIOKALigX, K1 IIpU3HadeH1 I IIOCTiN-
HIX KOMYHIKallii 3 IUIbOBOIO ayauTopicro. Takum 4MHOM, y BU-
3Ha4YeHHi BifoOpaXyIOTbCs OCHOBHI CYTHICHI O3HaKM 3aco0y: I1oc-
TiviHe PyHKIIIOHYBaHH:, CTalliOHapHe PO3MIiIlleHH: Ta IIOCTiVHWI
XapaKTep KOMYHIKalIiVi i3 IIJIbOBOIO aydUTOpPi€IO.

Axmo mu npoaHatizyemo Micte ITJICIIK B cucremi OpeH-
KOMYHIKaIlii, TO MOXeMO BilI3HauuTu Take. Lle - cuHTeTMYHUMI
3aci0 OpeHO-KOMyHIKaIli 3a BciMa o3HakaMu (puc. 1). byt nmomy
ocHoBHMM 3acoboMm bK He mo3B0osIg10TE TOBOII OOMEeXeHm o0ciar
iHBeCTHUIIiV y HOPIBHAHHI 3 peKIaMoIo, 3B’ s13KaMI 3 I'POMa/IChKic-
TIO Ta psaMuUM MapkeTrHroM. OcHosHi iHcTpyMenTH [IJICIIK sB-
JIAIOTh CODOIO CHMHTEeTUYHe IIO€HAaHHS eJIeMeHTiB OCHOBHUX Ta
iHIIIMIX CMHTeTYHMX 3aco0iB bK:

1. loBos1i MacoBe BUKOPWCTaHH ejleMeHTiB pexiiaMu, PR ta
dipMoBuX imeHTM@IKaIITHMX MapKeTMHIOBMX KOMYHIKaIlin y
KOMYHIKalliIHMX  IIporecax IIOCTIiMHOTO  (PYyHKIIIOHYyBaHHA
TTJICKII, y Micirsgax cranioHapHOI JIOKaIIT IIX IIPOeKTiB.

2. Big cuHTeTMYHOrO 3ac00y «y4acTb y BUCTaBKax» — CTallio-
HapHe PO3TalllyBaHHS, [I0 SIKOIO JOOPOBUIBHO IIPUXOHSTb OTPWU-
MyBa4di KOMyHIKallivi. Ajle Bifl BUCTaBOK BIIPI3HAIOTBCA PEXKMMOM
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dyHKIioHyBaHH4. BiH - omeHHMII, Ha BiAMiHY Bil IlepiognyHO-
ro (oyHKIIOHYBaHHS BUICTABOK B [IEBHWII IIePiof, POKY.

3. Ilpopaxr 1wienicMeHT. Ilo-miepie, iHOAi cTalioHapHIi
00’extn IIJICKII craroTe j1okaltiero dpisibMiB ado Tenernepenau. A,
IO-IIpyTe, BOHU SCKPaBO UIIOCTPYIOTh, TaK 3BaHWMI, 3BOPOTHIN
IpONaKT IvlercMenT. Hanpukian, y [licHeruleHl € OeKijIbKa Be-
JIVKVIX MarasuHiB, Jie TIPOJaIoThCs irpaliky, 110 YOCOOJIIOI0Th Te-
poiB MybTdiIbMiB KOMIaHiT Disney.

4. ITpssMuii MapKeTVHI — BUKOPUCTaHH:A KOMYHIKallil yepes
©€KCKYPCOBOIIB 1 Ti/IiB.

5. IBenT-MapkeTuHr. BifBinmyBaHHS cTallioHapHMX OO €KTiB
KOMYHIKaIIil IHO/I1 IIepeTBOPIOETHCA Ha 3aXOIUIIOI0UY ITOIIIO 3 I1e-
BHMM clieHapieM. Hampuxiian, ekckypcii no Myser «Koka-Kosta
besepimxns Ykpaina». HacudeHe iBeHTaMM TakKOX BIIBIYBaHHHA
HicHevuienny. Bin TpagnniiHux napazis aHiIMOBaHMX IIePCOHAXKIB
MyJIbT(IIIBMIB, IO CTBOPeHi KoMmnaHieo Disney, Ha 1odaTky po-
OOTI KOMIUIEKCY Ta BBeuepi, 10 IOCTiHMX KOHTAaKTiB BilIBigyBa-
4iB i3 aHIMaTOpaM¥ BIIPOIOBX yChOT'O JHH.

Puc. 5. My3eit «Koka-Kosa beBepimknus Ykpaina» 3Hario-
MWUTB BiABigyBadiB i3 icropiero kommnasii. IIpencrasiena pek-
JlaMHa NPOAyKIlisi MMHYJIVX POKiB
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6. InTerpoBaHi MapKeTVHIOBI KOMYHIKaLil B MICIIIX IIpofaa-
XXy — HasIBHICTb UMCJIEHHMX CYBEeHIPHMX Mara3syuHiB i3 CIMBOJIIKOIO
Ta HPOMYKIII€I0 KOMIIaHI-KOMYHIKaTOpiB Ha TepUTOpPIil JIOKariii
ITICKIL

7. Ilpomomii. Inoai ekcKypcii 10 My3elB 3aKiHUYIOTbCSI HeBe-
JIMYKMY TTofjapyHKamu. AOO OedaKuMy HPUEMHUMM «IpiOHMY-
xKamv». Hanpuxitazg, doto «Hamam sSiTb»

. .
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Puc. 6. Exckypciss mo Mysero «Koka-Kosa besepimxkmns
VkpaiHa» 3aKiHUye€ThbCsl Bpy4deHHsAM 0e3KOmITOBHOro ¢oto Ha
creniaipHiN doTosrokanii Mysero.

Amnajnis npaktnky KomyHikanin TIJICKIT mossorse Buokpe-
MWUTM KOHKPEeTHI KOMYHIKaIlIVIHI XapaKTePUCTUKN IIbOTO CUHTe-
TUYHOro 3acoby bK.
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1. CranioHapHa JOKallis Ta IIOCTIVIHUI PeXUM [OisUIBHOCTI
pobwute CKII 3pyunnM aj14 BigBigyBaHHH, a 3HAUMUTD 1 10 KOMY-
HIKalliVl 3 UIbOBOIO ayAUTOPIEIO.

2. JlocTaTHBO BUCOKWI piBeHb CeTMEHTyBaHHs LIIJIbOBOI ay-
nuTopii. JIroguHa He IIiJie 0 CTalliOHApPHOTO OO'€KTY, KWL iV
JIFOAMHI He ITIKaBUM

3. CKII - edextuBHMUI iHCTpyMeHT bK 3 Toukm 30py noHe-
CeHHs KOpIOpPaTUBHMX LIIHHOCTeV OpeHy

4. «TsoxiHHS» 00 HiOTPUMKM TepuTopiasibHMX OpeHpis. Ha-
pUKIIaL, OyOb-aKuUil MONYJISpHUI My3ell (XyHLOXHil, ictopwud-
HUVI, Kpa€3HaBUMI, TEMAaTUUYHUI Ta iH.) CTa€ eJIeMeHTOM OpeHmy
TepUTOpil, Ha SIKiVI BiH pO3TalllOBaHW

5. [JoOpoBUIbHU XapaKTep KOMYHiKallil 3 OOKy BiZlBi/lyBadiB.

6. MoXJIMBICTh BUKOPVICTAHHS 1 BeJIMKMMM OpeHamaMy, i Ma-
JIVIMU OpeHJTaM.

7. MeHOMeH «CIiBy4YacTi» OTpMMYBadiB, 110 BIABIAYIOTH JIO-
Kariii 6esnoceperaro Ha [TJICKIT.

8. [loBrorpusaimi KOMyHiKallilTHU e(eKT.

9. InTeHCHBHe ITO3UTMBHE eMOLliliHe 3a0apBIeHHs KOHTaKTiB.

10. InTepakTMBHMI XapaKTep OedKMX KOMYHIKaIIil y paMKax
pearizamii [TJTICKII.

11. BimHOCHO HeBMCOKa cepeHs BapTICTb OJHOIO KOHTAaKTy
Ha BUCTaBIli B IOPIiBHAHHI 3 iHIIMMM 3aco0aMyM MapKeTUMHTOBMX
KOMYHiKalinn (Hanpuiag, pexiama Ha Tb). ITpm mpomy, nesdxi
[TICKII He TifIbKM He BUTpaTHI, a caMi € BUCOKO IIPUOYTKOBUMM
npoektamy. Hanpuxiiag, Disneyland ta Lego-Park.

12. YVHiBepcasibHUM XapakTep 3aco0y komyHikarin. ITJTCKII
MOXYTb BUKOPMCTOBYBAaTI i KOpIIOpaTMBHI OpeHnN, i TepuTopia-
JIbHI, 1 ToBapHi OpeHOM, i, HaBiTh, OCOOWCTICHI (HaIpHUKIIAL,
NeverLand).

13 BigcyTHicte mpobieM i3 xombOinyBanHsaM IIJICKII 3 in-
1M 3acobaMm OpeHI-KoMyHikanin [3, c. 162; 4, c. 14].

Yce e mosBosrge miviTU 3arajJIbHOrO BUCHOBKY, 110 IloctiriHo
[ifoui cTallioHapHI KOMYHIKaIliViHi ITPOEKTM OyJIM Ta IIPOIOBXKY-
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I0Tb  OyTu edeKTMBHMM CUHTEeTMUYHMM 3acobomM OpeHn-
KOMYHIKaITi.

BucHoBKM.

1. CucreMa 6peH-KOMYHIKaIlil 3HAXOOUTBCS B IIpolieci 11oc-
TITHOI TpaHcdOpMaLii, 110 XapaKTepU3YETbCA 3MIHOIO ITPaKTIY-
HOI 3HQUMMOCTI OKpeMMX OCHOBHWX 1 CMHTeTMYHMX 3aco0iB KO-
MyHiKamir. TakoX cIiocTepiraroTbCsa TPeHOU INOO0 BUOKPEeMIICH-
Hs TIeBHMX CUHTETUMUYHMX 3aco0iB OpeHI-KOMYHIKaIlill B caMoc-
TiVIHI KOMYHIKaIIIVIHI IHCTPYMEHTA.

2. OpanM i3 ODpukiagiB popMyBaHHS Ta PO3BUTKY CaMo-
CTiIHOTO CHMHTETUMYHOIO 3aco0y MapKeTMHIOBMX KOMYHiKallin
MOXXe CJIyTyBaTV CTaHOBJIEHH: IiJICVICTeMU ITOCTIVIHO AIFOUMX CTa-
1ioHapHMx KoMyHikanivHux npoekTis (ITJCIIK). 3a ycima o3Ha-
KaMM (IIOLIVIPEHICTI0O BUKOPWUCTaHHS, aBTEHTUYHMMM KOMYHiKa-
LIVHYMM XapaKTepUCTMKaMM Ta KOMYHIKaIiTHUMM OIofKeTaMm)
IIJICKII mepeTrBOopuMBCA Ha OOCTAaTHBO BiJOKpeMJIEHY IHOYCTPIro
KOMYHIKalTiV.

3. OcCHOBHVMMM KOMYHIKAIlIVIHMMI  XapaKTepuUcTUKaMu
I'TICKII crig Ha3BaTm:

- CTalllOHapHa JIOKALlis Ta IIOCTIVIHUIL PEXVUM A1sUIbHOCTI;

- JOCTaTHBO BVICOKUW PiBeHb CeTMEHTYBaHHs IIUJIbOBOI ayIy-
TOPIl IIbOr0 CMHTETUYHOIO 3acO0y KOMYyHiKalliv;

- «TsDKIHHS» 10 HIATPUIMKY TepUTOpiaIbHIX OpeH/IiB;

- OOPOBUIBHNI XapaKTep KOMyHiKallil 3 00Ky BiIBilyBauiB.

- YVHIBepCa/IbHICTb Y BUKOPWUCTAHHI BEJIMKUMM Ta MaIVIMU
OpennaMmu. YHiBepcasIbHICTh IIPOIJISIAETHCS TaKOX 1 B PI3HMUX THU-
rmax OpeHmiB, fAKi IleM IHCTpPyMeHT peasti3oByroTh. Hanpukiian,
OpeHaM KOMepLiViHi, coliiajibHi, TepuTOpiasibHi, OCOOWMCTICHI,
Iep>KaBHi Ta 1HIIII;

- (peHOMeEH «cITiBy4YacTi» OTpUMYBadiB, 110 BiABiNYIOTh JIOKa-
it TTIICKIT;

- JOBIrOTPUBaINI KOMYHIiKaLiiHUI e(PeKT;

- iIHTeHCMBHE TIO3UTMBHE eMOIliliHe 3a0apBIeHHS KOHTAKTiB;

- IHTepaKTUBHUI XapaKTep OedKnX KOMYHIKallil;
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- BIIITHOCHO HEBMCOKa CepeaHs BapTiCTb OAHOIO KOHTaKTy 3a-
cobamu ITIICKII;

- BincyTHicTh mpobsteM i3 komOinyBanHsaM [TJICKII 3 ixmm-
MM 3acobaMm OpeHI-KOMYHiKallin

4. KoMIUlekCHMII aHaIi3 KOMYHIKaTMBHUX XapaKTepUCTUK
TIJICKII mo3Bosisie OQHO3HAYHO BITHECTM IX A0 BUIY CUHTETWY-
HUX OpeH/I-KOMYHiKalTill.
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The concept of the Metaverse has captured the attention of
marketers and businesses worldwide. As a virtual space that
connects multiple digital realities, the Metaverse offers an un-
paralleled opportunity for brands to engage their customers in
immersive experiences. This article delves into the potential of
the Metaverse as a driver for customer experience and value
co-creation. The Author explores how the Metaverse redefines
marketing, its benefits, and the challenges brands face in lever-
aging this technology.

The Metaverse is a digital universe that connects various
virtual environments, allowing users to interact with each other
and digital objects in real time through avatars [1,2]. This con-
cept was initially envisioned in the sci-fi novel “Snow Crash”
1992 [3]. This immersive space blurs the lines between physical
and digital realities, creating a seamless user experience. Ac-
cording to Hollensen, Kotler, and Opresnik, this so-called “3D
version of the internet” will revolutionize nearly every indus-
try, including sales, travel, gaming, and many more.

As technology evolves, the Metaverse is becoming an at-
tractive brand marketing channel. The Metaverse offers a new
dimension for customer engagement, enabling brands to create
interactive, personalized experiences that drive customer loyal-
ty and value co-creation. By integrating the Metaverse into
their marketing strategies, brands can offer customers an im-
mersive, interactive experience beyond traditional advertising
[2]. Users can explore digital environments, engage with
branded content, and interact with other users, creating memo-
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rable experiences that foster loyalty and brand affinity. The
Metaverse enables users to shape the value of products and
services, allowing brands to foster a sense of co-creation. By in-
volving customers in the ideation, development, and promo-
tion of products and services, brands can better understand
their preferences and deliver tailored experiences that drive
customer value. The Metaverse transcends geographic bounda-
ries, allowing brands to reach a global audience [4]. By estab-
lishing a presence in the Metaverse, businesses can access new
markets and customer segments that may have been previously
unreachable. The Metaverse generates a wealth of user behav-
ior, preferences, and interactions data. Brands can leverage this
data to gain valuable insights, enabling them to deliver person-
alized experiences and optimize their marketing strategies. Ac-
ademic research has begun with metaverse research in multiple
disciplines, including marketing [4]. The most significant
amount of work is in retailing. The frontrunners are the luxury
[5,6] an masstige brands [4]. According to the literature review
[3,4], we can identify six different marketing strategies. Its de-
scription and characteristics are presented in Table 1.

It is worth mentioning that the technological barriers may
hinder its widespread adoption as the Metaverse is still in its
early stages. Brands must invest in infrastructure and devel-
opment resources to create immersive, interactive experiences
that resonate with users.

Although the metaverse brings many benefits - both from
the perspective of businesses and the experience of consumers,
it is also worth mentioning some limitations and risks associat-
ed with its dynamic development. Among them are:

e Privacy and Security Concerns. The Metaverse raises data
privacy and security concerns as users share personal infor-
mation and engage with sensitive content. Brands must im-
plement robust security measures and adhere to data protec-
tion regulations to safeguard user data and build trust.
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Table 1. Different metaverse marketing strategies.

Metaverse
marketing
strategy

Characteristics

Virtual Show-
rooms and Re-
tail ~ Experi-
ences

Brands can create virtual showrooms in the
Metaverse, allowing customers to explore prod-
ucts and services in a 3D environment. This im-
mersive experience can enhance product discov-
ery and drive sales, as users can visualize items
in a realistic context before making a purchase
decision.

Branded Vir-
tual Events

The Metaverse enables brands to host virtual
events, such as product launches, fashion shows,
and concerts, attracting a global audience. By of-
fering exclusive, engaging experiences, business-
es can foster brand loyalty and generate buzz
around new offerings.

Influencer
Collaborations
and User-
Generated
Content

Brands can collaborate with influencers in the
Metaverse to create content that resonates with
their target audience. Additionally, businesses
can encourage users to generate and share their
own content, amplifying brand reach and foster-
ing a sense of community.

Gamification
and Rewards

The Metaverse offers opportunities for brands to
gamify their marketing strategies, creating engag-
ing experiences that drive customer retention and
loyalty. By offering rewards and incentives, busi-
nesses can motivate users to engage with their con-
tent and share it with their networks.

Collaborative
Product De-
velopment

Brands can leverage the Metaverse to in-
volve customers in the product development
process. By gathering user feedback and input in
a virtual environment, businesses can make data-
driven decisions and create products that cater to
customer needs and preferences.

Source: own elaboration based on literature review [3, 7, 8].
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e Navigating Ethical Implications. The Metaverse presents
ethical challenges regarding user behavior and its impact on
society. Brands must navigate these issues carefully, ensuring
their marketing strategies align with their values and promote
a positive, inclusive environment [8].

o Adapting to Evolving User Expectations. Brands must be
agile and adaptive, continuously refining their marketing strat-
egies to keep pace with changing customer needs and prefer-
ences.

e Emerging Technologies and Platforms. New technologies
and platforms will continue to emerge, enabling brands to cre-
ate increasingly immersive and interactive experiences in the
Metaverse. Businesses must stay abreast of these developments
to capitalize on new marketing opportunities.

Regulatory Developments. As the Metaverse grows in prom-
inence, regulatory bodies may introduce new guidelines and
policies governing its use. Brands must stay informed of these
developments and ensure their marketing strategies comply
with evolving regulations [8].

To summarize the above discussion, the Metaverse holds
immense potential for marketers, redefining customer engage-
ment and value co-creation. As the technology matures and
adoption grows, businesses that seize the opportunity to har-
ness the Metaverse for marketing will have a competitive ad-
vantage in the increasingly digital landscape. By understanding
its potential and addressing its challenges, brands can harness
the power of the Metaverse to create memorable, immersive
experiences that drive customer loyalty and business growth.
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Y cydacHOMy KOHKYpeHTHOMY Oi3Hec-cepeloBUII, ie
CIIOXKMBa4i MaloTb Oe3Jliu BapiaHTIB BMOOPY, JIOSUIBHICTB IO
OpeHy cTae KIIIOUOBMM (PaKTOpOM yCIixy 11 KomIiaHin. JIo-
SUTBHICTB IIpeICTaBjIsi€ COO0I0 MO3UTMBHY acoLliallilo, Ky CIIO-
KMBadl YTBOPIOIOTH IOAO KOHKPETHOIO TOBapy 4YM TOPIOBOI
Mapku. KitieHTH, 110 BUABIIAIOTE JIOSUIBHICTD 10 6peHny, IIpO-
ABJISAIOTH BiJJaHICTh 10 IPOOYKTY aO0 IIOCIIYTH, 1110 BUSIBIISIETD-
Cd Y IX HOBTOPHMX IIOKYIIKaX, He 3Bakarouy Ha 3yCWUIS KOH-
KypeHTIB 3a5tydnTy 1X. CIIoXnBYa JIOSUIbHICTB OXOIUIIOE IPYILY
CIIOXXVBaUYiB, Kl HOCTIVIHO IIOBEPTaIOThCS 10 PO3IIOBCIOIKYBa-
4yiB Ta MPOHABIIIB OpraHisarlii, OCKUIbBKM TyT IIPOIIOHYIOTBCS
OUIBIII HM3BKI LiHNM, HDK Y KOHKYpeHTiB, ado Kpallia cucreMa
3HVDKOK JUIA KOHKPeTHUX IIpPOOyKTiB, sKi IM HOTpiOHI
[11, c. 255].

CrioxmBaui, 1110 IIPOSIBIILIOTH JIOSUIBHICTE 10 OpeHny, 3a-
JIIIIAIOTBCA KIIIEHTaMM OpraHisaliil, OCKUIbKIM BOHM BBaXKarOTh,
III0 BOHA ITPOIIOHY€E Kpallle 0OCIIyrOByBaHHS Ta BUIIY SIKiCTb,
HK OyOb-sSKMUI iHIINMI HiOIIpreMellb, He3ale)XHO Bifl IIiHM a0o
inmmx dinancoBux dakropis. Llet Tuir crioxmBava 3 OUIBIIOO
VIMOBIpHICTIO BUKOPVCTOBYBaTVIMe 1HIII ITPOLYyKTM TI€l XX Map-
KV, HaBITb SKIIO BOHV TPOXW JOPOXKYI.
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JTosmpHicTh M0 OpeHa Ta IOBipa CIIOXMBaya € KIIOUYOBU-
M1 paKTOpamy, 10 BU3HAYAKOTh YCIIiX Cy4acHMX KOMIIAHIN y
KOHKYpPeHTHOMY cBiTi. TeMa JI0sJIBHOCTI 10 OpeHa mpuBepTae
3HA4YHY yBary AOCIIHMKIB Ta MapKeTOJIOTB, OCKIIbKI BOHA Bi-
Airpae BaXJIMBY POJIb y BCTAHOBJIEHHI CTaOUIBHMX Ta B3a€MO-
BUTITHMX BITHOCMH MiX OpeHzamMm Ta crioxmsauamu. Lle Hay-
KOBe HOCIKEeHHs HPUCBAYCHe aHali3y KIIOYOBMX acCIIeKTiB
JIOSUIBHOCTI 10 OpeHOy Ta BIUIMBY HOBipM CHOXMBada Ha lien
npoitec. [TepeBakHa OUIBLIICTE DOCIIAKEHD Yy ILIiVl rajlysi IMifAT-
BEPIIKYE, 1110 CTBOPEHHS JIOSUIBHOCTI 10 OpeHAy 3aJIeXXUTh Bif
JOBipM crioXXmBaya /10 OpeHay Ta 1ioro mponaykris [11, c. 256-
257]. Hosipa Bifmirpae 3HauHy poJib gK IlepeayMmoBa i pop-
MYBaHHS JIOSUIBHOCTI, OCKUIBKM CIIOXMBa4i, CHMpPaIO4YNMCh Ha
JOBipy, OOMparoTh OpeH[, K HaZillHOIO, YeCHOT'o Ta BiIloBila-
JIBHOTO.

JIostibHICTB 10 OpeHly BU3HAYaETHCA SK CTYIIIHb BifjIaHO-
CTi croXmBada KOHKpeTHOMYy OpeHay. TepMiH «JIOsUIBHICTB»
IIOXOOWUTB Bil aHIJIVICBKOTO cjioBa «loyal» (BipHWI, BigmaHwi) i
IepeyciM BioOpakae IO3UTMBHE CTaBJIeHHs ITOKYIIII [0 ITe-
BHOTO TOProBesIbHOTO mifgmpuemcTsa [3, c. 939]. JlosuibHICTH, B
CBOIO Uepry, € CYKYIIHICTIO €MOLIil, 1110 BUHMKAKTh y KJII€HTa.

IToxa3HMKM JIOSUIBHOCTI CIIOXMBa4iB MOXKHa KJIacUiKy-
BaTV Ha I[IOBeIIHKOBY JIOSUIBHICTD Ta COPUHATY JIOSUIbHICTb.

IToBemiHKOBa JIOSUIBHICTE BU3HAYAETHCS CIIOXKMBavYeM 4Ye-
pes3 10ro KyIliBeJIbHy aKTMBHICTb. BoHa MoXke posBiIATICS Ha-
CTYIIHVIMM CIOCODaMI:

- IIepexpecHUN IpogaXx: KUIbKICTb JOAATKOBMX HPOIYKTiB
KOMIIaHiT, siKi Oysmi mpuidaHi crioXXnBadeM IIPOTSATrOM IIEBHOTO
Iepioay 4acy;

- 30UIbIIIeHHs TOKYIIOK: CyMa abo yacTKa 30UIbIIeHHs 00-
CATY HOKYIIKM OJJHOTO V1 TOI'O X IIPOAYKTY IIPOTAIOM II€BHOIO
Jacy;

IIOBTOPHI MOKYIKM (KUIBKICTB): KUIBKICTH pa3iB, KOJIU
CIIOXMBa4 3[1VICHIOE IIOKYIIKY ITPOAYyKTY KOMIIaHil IIOBTOPHO;
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- MIATPUMKA CIIOXMBaYeM JOCATHYTOIO PIBHSA B3a€MOMIL 3
KOMIIaHIi€I0: BITHOCHA CTIMKICTh 0OCATY IIOKYIIOK OJHOIO 1 TO-
r'0 X HPOAYKTY IIPOTATOM II€BHOI'O IIepiofy vacy.

Cr1aioBi «CIIpUVMaHOI» JIOSUIBHOCTI BUMIPATY CKJIAIHI-
Ile, OCKIJIbKM IIOTPiOHO BpaxoByBaTV eMOLIiVIHi aclIeKTH, I10B's-
3aHI 3 OyMKammu cIioXusauiB. IIpoTe MoOXHa BUAOUIUTK Taki
CKJIaIOBI:

- piBeHb 3a710BOJIEHOCTI;

- CTaBJIEHHS;

- iMiJK OpeHy a0 KOMITaHiT;

- TOTOBHICTb 0O IMOKYIIKM IHINVX TOBapiB I1iJ] KOHKPEeTHNM
OpeHmOM;

- BepOasIbHa JIOSJTBHICTD;

- BITHOCHA JIOSUIbHICTD;

- IlepeBara OpeHzly ab0 KOMIIaHil Yepe3 BUIiJIEHHS 3 KOH-
KypeHTHMX aHaIoris [10, c. 140-142].

YV KOHTeKCTI IOKa3HMKIB JIOSUIPHOCTI, MOXXHa BUIUIUTU
TPY IPyIn: HOKa3HUKM ITOBeIIHKOBOI JIOSUIBHOCTI, ITOKa3HUKN
CIIPUIHSTOL JIOSUIBHOCTI Ta KOMIUIEKCHI, abo iHTerpasbHi, I10-
KasHuku. ITpu nbomy, ciaif 3BepHYTH yBary Ha Iiie OVH BaX-
JIVIBUVI acIIeKT JIOSIBHOCTI — noBipy. HoBipa € xodosum dak-
TOPOM IIpM HpuadaHHiI ToBapiB abo mociayr i dopmye BigHO-
IIIeHHH CIIOKMBayva.

Hunui GaraTo mnpopaBsliiB IPOSBIISIOTH 3alliKaBJIeHICTb Y
IIPOOaXy TOBapiB Ta IIOCIYT OyAb-sIKOIO IIIHOIO, 3aHAATO MaJlo
3BepTaro4y yBary Ha II0Tpebu Ta ¢dpiHaHCOBI MOXJIMBOCTI KITi€-
HTa, a TAKOX Ha MIOr0 eMOLIIVIHWUI CTaH IICI ITOKynKu. Bimro-
BITHO, PEKOMEHIIY€TbCA yTpUMYyBaTHCA Bijl oOMaHy KIIi€HTIiB
abo mpopaxky HenoTpiOHMX TOBapiB 3a 3aBUILEHMMM I[iHAMV,
OCOOJIMBO KOJIM iCHYIOTh AOCTYIIHI ajlbTepHaTUBU. lrocTpaTu-
BHVM HPUKIIAJOM € CUTYyallisl, KOJIM KOHCYJIbTaHT y MarasvHi
KOCMETHMKV HaMaraeTbCsl IIpofjaTy HOporui napdym, HaBbiTbh
IIPV HagBHOCTI JOCTYIIHIIINX BapiaHTiB, He3aJIeXXHO Bif, collia-
JIBHOTO CTaTyCy IOKYIIIL. Y TaKux BUITQJKaX, 4acTO KILEHTU
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BIIIMOBJISIIOTBCA Bl IOKYIIKM, a JOBipa OO0 MarasyHy 3MeHIIy-
€TbCA. 3a YMOBWM, KOJIM KOHCYJIbTAaHT IIPOIIOHYBaB OM KiJIbKa
BapiaHTIB 3a pi3HMMM I[iHaMI Ta ITOSICHIOBaB OM TX BiIMiHHOCTI
Ta IlepeBaryl, KI€HT OyB OM OUIBII CXWIBHMM 3HIVICHUTU IIO-
KYIIKy, a piBeHb [OBipM 3ajMIlaBcs O BMCOKMM, IO YacTO
CIIpVI€ IIOBTOPHMM IIOKYIIKaM caMe y 1IIbOMYy Maras3viHi.

JlosutpHICTH KJIiEHTa TakOX Oa3yeTbcs Ha HO3UTUBHIX
eMOLIisiX, AKi BUKJIMKaEe caM ToBap abo nociryra. Y BUnagky, Ko-
JIVL KJIIEHT € IiVICHO JIOSUIBHMM, BiH Oy[e IIOCTiIHO KyIlyBaTu
11eVl ToBap abo IOCIIYTy 3 HepeKOHAHHSM Yy IX BUCOKIiV SKOCTI.
['os10BHe mOJISAITAE B TOMY, 1110 TaKMV KJIIEHT He MMiIJaBaTiMeTb-
Cs 3aMaHJIMBYM ITPOHO3UIIIAM KOHKYPEHTIB.

TakoX JIOsUIbHICTE KITIEHTA IIOB'A3YEThCA 3 IIPUB' A3aHICTIO
710 IIeBHOTO OpeH.y, IO BimoOpakae BUIIMI PiBeHb CIIPUI-
HATTSI — Uy TTEBUIL.

JlosAsIbHUY TMOKyIIeIlb BM3HA4Ya€TbCA HACTYIIHMMM Xa-
paKTepUCTUKaMM:

1) 30epirae cTiViKy nepeBary BiTHOCHO IIPOAYKIIil KOHKpe-
THOI KOMIIaHii abo TOProBeibHOI TOUKM TTOPiBHAHO 3 iHIIIMMM
BapiaHTaM;

2) Mae OakaHHS Ta PeryJIPHO 3[iVICHIOE IIOBTOPHI ITOKY-
IIKA;

3) KyIly€ IIMPOKUI CIIEeKTP IIPOAYKIIil JaHOl KOMIIaHil abo
aCOPTUMMEHTHUV PsId TOPTrOBOI TOUKM,

4) pekoMeH/Iy€e IIPOAYKIIIO KOMIIaHii ab0 TOProBy TOUKY
CBOIM IPY3sIM Ta 3HAVIOMUM;

5) 3aJIMIIa€ThCS CTIMKMM O IIPOIIO3UILIiI KOHKYPEHTIB i
JIOSUIBHVIM 10 OpeHy, CMMIIaTKOM sIKOT'O BiH € [8, c. 23-25].

IITo X Take IIporpamMa JIOsUIBHOCTI Ta Kl ICHYIOTb BUOU
IIporpam JIOSJIbHOCTI?

ITporpama y10s17IBHOCTI Ma€ Ha MeTi 3pOOUTM BUITAIKOBUX
ITOKYIILIIB ITOCTIVIHVIMI, MOTVBYBATH IX Ha HOBI IIOKYIIKM, Hajla-
rOKyBaTV IOCTIVMHY KOMYHIKaIlil0 Ta pO3BMBATU €MOILIIVIHY
IIpUB'A3aHICTh 10 Openna. ['oy10BHe 3aBOaHHSA TaKMX IIporpam
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I10JIITa€ B HOOY/I0Bi TOBrOTPMBAIMX CTOCYHKIB 31 CBOIMM KITi€-
HTaMI.

OnmHuM 3 BUOIB IporpaM JIOSUIBHOCTI € AMCKOHTHA IIpo-
rpama, e KJI€HT OTPUMYy€ KapTKy 31 3HVDKKaMy Ha BeCb acop-
TUMEHT IIPOAYKIIil a00 Ha IIeBHi KaTeropii ToBapis ab0 ITOCIIYT.
Llevt dpopMaT 4acToO BUKOPUCTOBYETHCA ITPOLYKTOBMMM Mara-
suHaMmu, MarasuHaMmu Tosapis rpymmvi FMCG Ta opgary. 3asnaH-
HsI IVICKOHTHOI IIporpamu IIOJIsiTa€ B TOMY, IIOO CIOHyKaTu
KIIieHTa 00paTu caMme Balll OpeH/ cepel] KOHKYPEeHTIB, 0cO0IIM-
BO SIKIIIO aCOPTMMEHT Ta I[IHM y BCIX IIPOMJABINB Yy CEerMeHTI
IpMOJIV3HO OJTHAKOBI.

HaxonuuyBaivna npoepama crupssMoBaHa Ha OyayBaHHS
JOBrOTPUBAJINX BIJHOCUH 3 ayaAUTOpicro. KoxXHa MOKyIIKa IIpu-
3BOANTD 10 HapaxyBaHHs OOHycHIX OasliB abo kemrbeky Ha pa-
XYHOK KJIi€HTa. boHycr MOXXHa BUKOPWCTOBYBaTU I OIUIATU
TOBapiB abo mociryr. boHycu CTBOPIOIOTE CBOEpPiAHY BaJIIOTY
IIOKYIILIIB, SIKOXO BOHM MOXYTbh YaCTKOBO OIUIATUTW ITOKYIIKM
[10, c. 150-154].

Saxpumuii k1Yo € POPMOIO ITporpamm JIOSUIBHOCTI, IIIO
BUKOPWUCTOBYETbC IpeMiayibHVMM OpeHmamu. KpiM 3HVKOK Ta
OOHYCiB, HOCTIiVIHI KJIIEHTV OTPUMYIOTh IIOJaPYHKM Ta €KCKIIIO-
3VMBHUV IOCTYII IO CIlelliaylbHuX Iponosuiin. Llem Bum mipo-
rpamMy Ma€ OUIBIIT eMOLIiVIHUI XapaKTep i 103BOJIsiE KITiEHTaM
craT aMmbacamopaMu OpeHAy, IIO CIIpus€ 30UIBIIEHHIO Kijlb-
KOCTI JIOSUIBHOY ayIUTOPii.

KobpenodunzoBa npozpama j10sUIbHOCTI BUKOPUCTOBYETHCS
KOMIIaHIsAIMM, $Ki MaIOThb CXOXY ayAuTOpPIiI0 Ta IiHHOCTIL. Lla
IporpaMa [03BOJISIE€ PO3MIMPUTI Oa3y ITOTEeHLIMHMX KJIE€HTIB
3aBASIKM ITIAPTHEPCTBY 3 IHINVIMM KOMIIaHISIMM, 1110 MalOTb CXO-
X1 UIBOBL I'pyIM. Y paMKax TaKoi IIporpamMy HaJalOTbCs CIIe-
IiaJIbHl KapTKM 31 3HVDKKaMlM Ha IIPOAYKIIIIO BCIX YYaCHUKIB
nporpamu. BriMm, BIpoBamkKeHHs Ta yHpaB/IiHHSA TaKOIO IIPO-
IrpaMOI0 MOXYTh OyTM CKJIa[IHIIINMM, i YacTille iX BUKOPWUCTO-
BYIOTb BeJIVKi Oi3HecH.
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Takox icHYIOTb Hecmandapmui npozpamu A0AALHOCHI 3
¢poxycom na 0aaeoditinicms. Y 1LIbOMY BUIIQAKy KOMIIaHid
CIIiBIIpallfoe 3 OJIarofiiHOI0 OpraHi3alli€lo, 3allycKae aKIlilo Ta
3aIlpollye KOPWUCTyBaudiB NpuUMHATK B Hin ydacTb [10, c. 155 -
156].

JlesKi OCHOBHI TWUIW JIOSJIBHOCTI, K1 BiJOKPEeMJIIOIOTHCS,
BKJIIOYAIOTh ITOBEIIHKOBY, adpeKTVBHY Ta KOMIUIEKCHY JIOSIb-
HicTb. IToBeniHKOBa JIOSIBHICTD IIPOSBIISIETHCA B TOMY, IIO I10-
KyIellb KyIIye TOBapy IeBHOI MapKu abo 3[iVICHIOE IIOKYIIKI B
OJTHIVI KOHKpPETHill TOProBim Todulli Oe3 ocoOyIMBOI eMOIimHO1
IPUXIMWIBHOCTI. [ToBeqiHKOBa JIOSUIBHICTh IPYHTYETHCA Ha palti-
OHAJIBHVIX MipKyBaHHSIX.

AdekTMBHaA JIOSAJIBHICTH, TIOB'd3aHa 3 €MOIIiTHUM CTaB-
JICHHSAM, BUSBIIAETBCA B 3alliKaBJIEHOCTI HOKYIIA 10 ITeBHOI
MapKy abo TOProBoi TOUKM IPOTATOM TpuBajloro nepioay. Llen
TUII JIOSUTBHOCTI BiftoOpa’ka€ BUCOKUI piBeHb eMOIIiTHOI IIpu-
XWIBHOCTI Ta 3a10BOJICHHS Bi/l IIOKYIIOK.

KoMIulekcHa JIOAIBHICTE ITOEQHYE IIOBEOiHKOBY Ta ade-
KTVBHY JIOsUIbHICTh. BOHa XapaKTepusyeTbCs pO3IOAUIOM IIO-
TEeHIIMHMX Ta aKTyaJIbHVX HOKYIILIIB B 3aJIEXKHOCTI Bifl, CTyIIeHS]
IX MOBeAIHKOBOI Ta adpeKTMBHOI JIOSJIBHOCTI. [J1g ommcy KoM-
IUIEKCHOI JIOSUIBHOCTI BUKOPUCTOBY€ETbCA MaTpulls "[loBropHi
NOKyIIKM/ 3agoBosieHicTs". 1o MmigTuMINB KOMIUIEKCHOI JIOSUIb-
HOCTI1 BiTHOCSTHCS: ICTMHHA JIOSUIbHICTD, JIaATeHTHA JIOSJIBHICTD,
X1OHa JIOSUIbHICTD, BiICYTHS JIOSUIBHICTD Ta Yy TJIVBICTB 10 AVl
KOHKYypeHTiB [11, c. 256]. MeTo0 KOMIIaHiI € HepeTBOPeHHs
BCIX IHINVX TWUIIB JIOSUIBHOCTI Ha ICTMHHY KOMIUIEKCHY JIOSIb-
HICTb.

JIaTeHTHa JIOAJIBHICTB XapaKTePU3YETbCS BUCOKVMM piBHEM

IPUXVWIBHOCTI JO MapKy abo0 TOProBoi TOYKM, IIPU OFHOYACHO
HV3bKOMY PiBHI IIOBTOPHMX IIOKYIIOK. PIIlIeHHs PO MOKYIIKY 3a-
JIEXXUTB Bifl CUTYaLiNIHOTO edeKTy, a He Bij] CTaBJIeHHs 10 OpeHy.
Y npoMy BUIIaIKy KOMIIaHisIM HEOOXiIHO PO3yMITU IIPUPOAY CU-
TyaliiHux edeKTiB Ta po3poOUTH cTpaTerito I 3MilTHEeHHH JIa-
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TEHTHOI JIOSUILHOCTI Ta IIepeTBOPEHH: i B CIIPaBXHIO JIOSUILHICTD.
XvbOHa JIOSUIBPHICTh XapaKTepU3y€eTbC HU3bKMM PiBHEM IIPUXIIIb-
HOCTI, ajle BUCOKMM piBHEM ITIOBTOPHMX IIOKYIIOK, 110 OijIbIlle mo-
B's13aHO 3 paliOHaJIbHVM ITiaxomoM. [IoKynKu 30iicHIOIOTBC de-
pe3 3HIVDKKM, 0OMe)XeHYy HasIBHICTb TOBapiB JIMIIle B IIbOMY OpeH/Ii
abo 3pyuHe po3TallyBaHHS TOPTroOBMX TOYOK. KoMmaHisaMm ciIif
3BEepHYTH yBary Ha TaKMX CIIOXKMBayiB, 11100 IlepeTBOPUTI XMOHY
JIOSUIBHICTD B OUIBII MilTHY (pOpMY JIOSUIBHOCTI, @ TaKOX BU3HAYM-
TV HOB1 IPOAYKTVBHI IUIAXW [JIs 301IbIIIeHHS PiBHS yIIOZOOaHHS
TOBapy abo ITOC/IIYTM Ta MiABUILEHHs PpiBHA 1X OudepeHItialiil Bif,
aJIbTepHAaTUBHIMX BaplaHTIB. BillCyTHS JIOUIBHICTH XapaKTepusy-
€TbCSI HE3aJI0BOJIEHICTIO CIIOXKMBada OpeHIoM ad0 TOProBoOO TOY-
KOIO 1 MaVbKe BifICyTHICTIO Oyab-sKMX HOKyIHok. KommaHnisiMm He
BapTO 3BepPTaTy yBary Ha ILieyl CerMeHT CIIOXMBa4diB, OCKUIbKM BO-
HI HiKOJIV He CTaHyTb JIOSUIbHVMM ITOKyIIaMu [3, c. 28-33].

O1iHKa JIOSUIBHOCTI CIIOXMBAYiB Ta BU3HAa4YeHHs pe3ysibTa-
TUBHOCTI 3yCWIb KOMIIaHIiM, SIKI BUKOPVCTOBYIOTE IIPOrpaMm JIOs-
JIBHOCTI, € OIHMM 13 HaVCKJIQIHIIIIMX 3aBIaHb. Bemka KiJIbKICTh
JIOCJIITHMKIB 3a/IMa€ThCS PO3B'SI3aHHSAM ITi€l IpodieM, 110 IIpus3-
BOIUTB 10 PO3POOKM UMCIIeHHMX KOHIIEIIIiM i MeTO/iB ImapaMeT-
PVYHOI OLIIHKM JIOSJIBHOCTI CIIOXMBa4viB. OCKUIBKIM HOHATTS JI05-
JIBHOCTI CIOXMBada € KOMIUIEKCHMM, BMHMKIIO OaraTto pisHMX
IiIXOLIB, YacTO CyIepewINBMX OOVH OOHOMY. Yepe3 CKIIaaHICTb
KOMIUIEKCHOI'O aHaJli3y JIOSUIBHOCTI, IMMPOKO BUKOPUCTOBYIOTHCS
CIIPOLIeHI MeTOOM OLIHKM PiBHA JIOSUIBHOCTI, IO 0a3ylOTbCA Ha
OIHOMY IapameTpi, HallpyuKJIad, Ha BITHOCHIN YaCcTOTI IHOKYIIOK.

Y nanomy mocitipkeHHi OyJI0 IIpoBeeHOo aHali3 BIUIMBY pPis-
HIX METOAMK BMHAropoay 3a JIOsUIbHICTh Ha e(PeKTUBHICTb IIpo-
rpaMy MIATPVIMKYM KJIIEHTIB y Pi3HMX KOMIIaHiAX. 3a JOIIOMOTOXO
CHCTeMaTUYHOI0 aHali3y JaHMX, OTPVMMAaHMX 3 BIOIIOBIAHMX IKe-
peJ1, OyJI0 IIpoaHali30BaHO iHAOPMALIilo IIPO BUKOPUCTaHHS I1'd-
TV MeTOVK BMHAropoaM 3a JIOSUIbHICTB: ccTeMa OasliB, IIporpamMa
VIP/IInaTHa niporpaMa, OnarofiriHa mporpama JIOSUIBHOCTI, piB-
HeBa ClCTeMa Ta ITapTHepchbKa mporpama [3, c. 33-42].
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PesysibTaTyi HOCITIIPKEeHHS CBIYaTh IIPO Te, IO BUKOPWCTaH-
Hs npozpamu 0a4i6 10aabHocmi, siKa 0a3yeTbcsd Ha cucTeMi OatiB,
CIIOHYKa€ KII€HTIB JO 30UIbIIIeHHs CBOIX BUTpAT, OTpMUMYyIoun Oa-
IV, SIKi MO>KHa OOMIHSATY Ha Ppi3HOMaHITHI Ipu3u abo nepesaru y
MamOyTHiX ITOKyIIKaX.

Ilpoepama VIP / Ilramna npoepama, sika Iiepedoavae cIuiaTy
aOOHeHTCHKOI TwIaT 11 BCTyny 1o VIP-mporpamu, Hajjae Kilies-
TaM eKCKJIIO3VMBHI BMHAropoAyu Ta IlepeBaryl, CIIPULIOYN IHiABU-
IIIeHHIO IX CTaTyCy Ta 3a0BOJICHOCTI.

BxiitoueHHs1 04a200i1iH0T npoepamu A0A4bHOCHI, i€ TIeBHA
YJacTVHa BMHATOPO/I Ta CTUMYJIIB Ilepela€ThCs Ha Oy1aroiviHi 11,
J103BOJIs€ IHTErpyBaTy MiCifO Ta I[IHHOCTI OpeHly Y MapKeTUHIOBY
KaMIIaHilo, CIiBIpalfoloun 3 OyarofiiHMMM opraHisarlisiMu, IIo
IMOTPUMYIOTBCS KIIIEHTaMIA.

PiBueba cucmema crnumyatoBanna 10a16H0cmi, IKa 0a3yeThb-
Csl Ha Pi3HMX PiBHSX JIOSUIBHOCTI 10 OpeHIy, Hajla€ KJlieHTaM CTU-
MYJIV IPOIIOPIIIVIHO OO IXHBOI'O PIBHS IIOKYIIOK, IIIO CIIPUAIE 3aIy-
YEeHHIO Ta YTPUMaHHIO KIIIE€HTIB.

Ilapmuepcvka npozpama a0aabHOCmi, B SKiVi PO3ApiOHMT
IIpofaBellb CIIBIpAIIOE 3 IHIMMMM [apTHepaMy I HaJaHHS
©€KCKJTIO3VBHMX 3HVDKOK Ta aKLIVHMX IIPOIIO3ULIVI KIIIEHTaM, MOXe
3a0e311eunTI 10AATKOBI IlepeBaryt Ta HpyBaOJIMBICTb IS BIIaCHMX
KJIIEHTIB.

Hapernri, mporpama rpoMaficbKuX ITOCIYT JIOSUIBHOCTI, sIKa
Ha/la€ IlepeBary TUIbKM WIeHaM CHUIBHOTW Ta JOCTYIL IO IPyHu
OIHOAYMIIIB, 320X0YY€ JIOUIPHICTb CIIOXMBAYiB Ta crpusie gpop-
MYBaHHIO 10Uy TTs HaJIeXKHOCTI J10 OpeHy.

Cayxba nepeonaamu, nonibHa no nporpam VIP abo ruiat-
HUX IIpOrpam JIOSUIbHOCTI, IIPOIIOHYE yYacHMKaM IIPOIYyKTU B 00-
MiH Ha peryJapHy IUIaTy, IO CHpUsE IIOCTIVIHUM IIpofakaM Ta
3a0e3reuye KIi€HTaM CTaOUIBHWI IOCTYII 10 IIPOOYKTIB.

PesynbTraTi JaHOro OOCIIIIKEHHS MHiATBEPIKYIOTh 3Hady-
IIiCTh BUOOPY afeKBaTHOI MeTOHOJIOriI BMHAropoau 3a JIOsUIb-
HICTb, 3aJIEXKHO BiJ, KOHKPETHOrO KOHTEKCTYy Ta OCOOJIMBOCTEN
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KOMIIaHil, 3 MeTOIO0 JIOCSITHeHHS HamBUINOI edeKTMBHOCTI Ipo-
IrpaMM JIOSUIBHOCTI Ta 3a30BOJICHHS KIII€HTIB.

HapeneHni mpuxizagn OOIIOMOXYTh HaM Kpallle 3pO3yMiTu
dyHKIIOHYBaHHS BuUIesraganux mporpaMm. Hanpuxian, cBiToBoO
BimoMmi1 cepBic Amazon HapaxoBye 11oHas 100 MUIBVIOHIB KOpHC-
TyBadiB II0 BCbOMY CBiTy Ta HaJa€ JOCTYII A0 INNPOKOIO CHEKTPY
IIOCJIYT, BKJIIOUAIOYM MY3MKY, Bifeo, Oe3KOIITOBHY [IOCTaBKy Ta
CIlelliaJIbHi IIPOIIO3MLIiT, Taki sIK 3HVDKKM mif vac Prime Day. On-
Hi€0 3 HaMOUIBIII BITOMMX HOCIIYT JIOSJIBHOCTI JJIst KJIIEHTIB € ITif-
micHUM cepsic Amazon Prime, SKuit Hajla€ y4acHMKaM HeoOMe-
XeHy Oe3KOIIITOBHY JOCTaBKYy MUIBbIOHIB TOBapiB 3a HIOMICSYHY
IUIAaTy, a TAKOX OOOATKOBI IlepeBary, Taki sIK II0TOKOBe Menia. Ba-
PTiCTh WieHcTBa cTaHOBUTH 4.99 eBpo Ha Mics1ib abo 36.00 eBpo Ha
pik. KitieHTn roToBi crurauyBaTy 1if0 IUIaTy, OCKUIBKM BOHM BBa-
XKalOTh, 110 eKCK/IIO3MBHI yroaM BapTO BpaxoByBaTy, a TaKOX Oa-
KalOTh BUIIPaBIATV CBOI BUTPaTH, IIOKYyIIatouy OIblile TOBapiB Ha
Amazon abo BigrosigHOro 6pexHay.

M. A. C. Cosmetics € IIpoBiZHVM CBITOBMM OpeHIIOM Yy TraJIysi
rpodpeciviHOl KocMeTMKM It BisaxwmcTiB. CkopouenHsa M.A.C.
posmmdposyeTbea sk Make-Up Art Cosmetics. Y ixHin niporpami
JIOSUIBHOCTI ICHY€ TpM PiBHI CTaTyCy, 3aJIeXKHO Bil 3araJibHOI CyMuU
IIOKYIIOK ITPOTATOM POKY. [jIst MOCSrHeHHS BUILOTO PiBHS HEoO-
xigao BuTrpatuTy noHazn 500 ponapis CIIA. YuacHuKN nporpamMu
OTPUMYIOTHb PI3HI BMHAropoay B 3aJIeXKHOCTI Bi CBOIO CTaTycCy.
Ycim yyacHMKaM HaOCWIaIOTh eKCKJIIO3MBHY KOCMETVUKY Ta CIIelli-
aJIbHI ce30HHI ToBapu. Kili€eHTM 3 HaVIBUIIVIM CTaTyCOM OTPVIMY-
IOTH JIOZIaTKOBI IlepeBaryl, Taki 4K IIOJJapyHKM Ha [eHb Hapo-
JDKeHHs, Oe3KOIITOBHUI MaKisDK, HOBI IpoayKTu OpeHOy Ta 3a-
IIPOIIICHH Ha eKCKJIFO3VBHI 3aXOIM.

ITpuBar baHk BinmipaBsise JMCTM 3 HPONO3ULIISIMM Marasu-
HiB-IIapTHePiB CBOIM KJIiEHTaM Ta IIPOIOHYE IM pOOUTM HOKYIIKM
Ta CIUIavyBaTV TOBap YacTMHaMM depe3 IXHil cepBic.

Y Luxoptica.ua icHye AMcKOHTHa Iporpama (IIOCTiVHi 3HVIK-
K1) Ta IIporpama «JleHb HapOIpKeHHI».
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Brocard UA Bupaisige HakonmuyBajIbHY AMCKOHTHY KapTKy
KJIi€HTaM, SKi 30iVICHWIM HOKYIKY Ha cyMy Bixg 250 rpH. y Oynb-
SIKOMY MarasuHi Mepexi ado B iHTepHeT-MarasuHi BROCARD.UA.

AmMepukaHcbKa KowmrlaHig Nordstrom, ska crieriasiisyeTbcs
Ha IIPOJIaXXy MOJHOTO OJsTYy, po3poOwia IIporpaMy JIOsUTbHOCTI
mi;; Ha3oto Nordstrom Rewards. OcHOBHOIO MeTOIO IXHBOI IIPO-
rpaMu JIOSUIBHOCTI OyJI0 BCTaHOBJIEHHS MIIITHOTO [iaJIory MiX IIO-
KyrueM i OpergoM. [TouaTkom icTopil IXHBOI IpOrpaMm JIOSUIBHO-
CTi CTaB BUITYCK KapToK 1t nokymuis y 2007 pori, siki Oysm 11oB'-
A3aHi 3 OaHKIBCBKMMM KapTaMu. BacHMKM KapTOK HaKonM4dyBa-
1 OOHyCHU 3a IIOKYIIKM, SIKi MOXKHa OyJI0 BUKOPUCTOBYBATH SIK Y
3BMYaVHNX, TaK i B iHTepHeT-marasmHax Nordstrom. IlisHimre
Nordstrom oHOBWIN CBOIO IIporpaMy JIOSUIBHOCTI Ta 3aIlpoBay-
711 baraTopiBHeBY CHCTeMY, sika 0a3yeTbCsl Ha piBHI HAaKOIIMYEHVIX
Oonycie 3a pik. KiienTn 3 BepxHix piBHiIB oTpumyBamm VIP-
IIpUIBLIET, Taki 4K 3allpollleHHs Ha 3aKPpWTi IIOKas3yu MO, IIpiopu-
TeTHUV OOCTYII JO HOBMX KOJIEKIIIVI Ta 1HIII I1epeBarv. AHaIi3y1o-
un faHi npogaxis, Nordstrom crsopwim "[IHI JOOaTKOBMX 60Hy-
ciB" 3 MeTOIO 3aJIy4eHHs KIIE€HTIB B Iepiof], HM3bKOTO HOIINTY. Y Iii
JOHI KJII€EHTM OTpUMYyBajy OOHYCHU 3 MHOABIMHOIO abo HOTPiNTHOIO
Tapudikartiero 3a nokynku. Takum unHOM, Nordstrom Bukopwic-
TOBY€ Cy4acHi TeXHOJIOIII B CBOIX ITporpamax JIOSJIBHOCTI.

i1 po3poOkn edeKTMBHOI IIporpaMm JIOSUIBHOCTI BasKJIM-
BVMMU acrieKTaMy € BUOip oNTMMaIbHOI CXeMI peastisaliil crpaTeril
Ta Mi0ip TexHosoriyHoI IU1aTdopmMy, II0 BKIIIOYUA€E IIpOrpaMHe
3a0e3reyeHHs U1 BeJleHHs 0asy JaHMX Ta 11 CMHXPOHIi3allito 3 Te-
pMmiHasiamu. ITpm mpoMy HeoOximHO 30aslaHCyBaTH CIIiBBiIHO-
IIIeHHY 11X [apaMeTpiB BiOBiIHO 10 oO0paHoi cxeMu ineHTUdI-
Karrii xtieHTiB [10, c. 123-127]:

1) Ilepim 3a Bce, mporpama JIOSUIBHOCTI Ma€ OyTu IIpogyMa-
HOIO, 3pYYHOIO Ta 3PO3yMUIOIO IS KII€HTA, OCKUIBKM 1Ie Ma€ BU-
pilllaJIbHNUI BIUIVB Ha YCIIiX KOMITaHil.

2) s 3a0e3rniedyeHHs JIOSUIBHOCTI KJIIEHTIB Iporpama Io-
BYHHA OyTV HeMiKYIIHOIO, III0 O3Havae€, 10 KJIIiEHT OTPUMYE BU-
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Haropou abo repesarmt JIuille IIpy aKTMBHOMY CIIiBPOOITHUIITBI 3
KOMIIQHIEIO.

3) BapTo yHMKaTM HaB'd3/IMBOCTi, OO He CTBOpIOBATH He-
3py4YHOCTeV KJIiEHTaM .

4) SIk11o po3poOsIsieThCs KOoasIilliviHa IIporpama JIOsUIbHOCTI,
BCi 11 y4aCHMKM IHOBMHHI 3aKPUTY OCOOVCTI IIporpaMim Ta IIepeT
Ha €VHY KapTy, 10 COpUSTUMe 1 epeKTMBHOCTI.

5) Ilporpama JIOsUIPHOCTI IOBMHHA IIOCWIIOBaTU OpeHOMU
IIapTHEPIB, IO CIIPUATIME B3a€EMOBUIIIHIM CTOCYHKaM MDK Hap-
THEePCHKMMM KOMITaHISIM.

6) HeoOxigHo mpasmibHO HifibpaTit nomapyHKM I ydac-
HUKIB IIporpamy, 30uparoum iHdpopMallito IIpo ixHi BIIOgoO0aHH:
3a JOIIOMOI'OI0 OIINTYBaHb, IO MOXXHA ITPOBOAUTU €JIEKTPOHHOO
IIOIITOXO 200 TesredpoHOM.

7) HeoOximgHO mam'dTaTy, 110 IIporpama JIOsJIbHOCTI HOTpe-
Oye OHOBJIEHHS Ta yAOCKOHAJIeHHs, HIO0 YHMKHYTM CTarHallif.
IlepiogyuHe HOJIMNINEHHS CEPBICY, CIIPOIIEHHS YMOB IIpOrpamm
Ta 3MiHa MaKeTiB IIPUBiJIeIB CIPUSTUMYTh 30epe’XeHHIO iHTepecy
KJIEHTIB. BaxwmBo TakoX HIATPUMYyBaTW 3BOPOTHUI 3B'd430K 3
KIIiEHTaMV, IO [O3BOJIUTb 3PO3YyMITM IXHi IIOTpeOM Ta HagBHI
BIIOTI00aHHSI.

OriHKa epeKTMBHOCTI IIPOrpaM JIOSUIBHOCTI 3/IiVICHIOETbCS 3a
JOIIOMOTOI0 Pi3HMX METOOMK, SIKi MOXYTb OyTHU iHAeKCHMMM abo
BimHOCHVMM. OOMH 3 TaKMX METOAIB - «MapKeTMHIOBa IIKasa»,
MO3BOJIE OLIHWTH JIOSUIBHICTh IUIAXOM aHaJIi3y ITOBEIiHKOBMUX
XapaKTepUCTUK Ta cHpuHATTA KiieHTiB [10, c. 133-138]. IHmmi
MeTO[I, 110 BUKOPUCTOBYETBCH, 1ie «MeToq, ofHiel nudpm P. Pan-
xeJIbJla», SIKMUI 0a3yeThbCs Ha 3allMTaHHI IIPO peKOMeHIAllil0 KOM-
raHii gapyssam [10, c. 133-138]. 3a pesysibTaTamMyt OIUTyBaHHS BU-
KOPMCTOBY€ThCs OasbHa 1mKasia Big 1 go 10.

Y3arajbHIOOUNM iCHYIOYl METOOVYHI IIIXOOM Ta BPaxOBYIO-
4yl KpUTepil JIOSIIBHOCTI, 3aIlIPOIIOHOBAHO cpOpMyBaTH OBl rpynu
ITIOKA3HMKIB - OCHOBHI Ta JOJATKOBl — JI OIIHKM JOCATHEHHS
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JIOSUIBHOCTI CHOXMBaYiB Ta JOJATKOBOTO €KOHOMIYHOTO edeKTy
[10, c. 133-138].

Y win possigii Oys mIpoBedeHMII aHaIi3 BIUIMBY Pi3HMUX Me-
TOAVIK BMHArOpOAM 3a JIOSUIBHICTh Ha e(peKTUBHICTb IIporpam Mij-
TPUMKM KIIEHTIB y pisHMX KomnaHisgx. I1sgxoM cucteMaTMuyHOro
aHaJli3y JaHMX, OTPMMAaHMX 3 Pi3HUX JKepes1, OyJIo IIpoaHasli3o-
BaHO BUKOPWCTAaHHSA II'ATV METOOVK BMHAropoau 3a JIOSUIbHICTD:
cucteMa OastiB, mporpama VIP/IDliaTHa mporpama, OsaropiviHa
IIporpamMa JIOSUIbHOCTI, pIBHeBa CHCTeMa Ta IIapTHepCbKa IIporpa-
Ma. HocitimpKkeHHs iaTBepaIo, 110 BUOIp BiAIOBIIHOI METOAMKN
B/HArOpOAM 3a JIOSUIbHICTD 3aJIe)KUTh Bif, crielndiky KOMITaHil Ta
rotped wiieHTiB. OTpuMaHi pe3ysIbTaTi MOXYTb OyTM KOPUCHU-
MM I KOMIIaHiV, SKi IparHyTh IOJIIIINTY CBOI IIpOrpamMm JIOsI-
JILHOCTI Ta 301/IbINNMTY BimIaHIiCTh CBOIX KJII€HTIB.
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A feature of the modern market is increased competition.
Solving the problem of competition, enterprises must positively
differentiate themselves among other entities participating in the
competition and create a unique position in the minds of market
participants. In this regard, there is a need to form one's own im-
age, which today is an effective means of creating competitive ad-
vantages and one of the main factors of ensuring their competi-
tiveness.

The image of the enterprise can be formed independently of
the managerial actions of the management, that is, regardless of
the desire, actions or inaction of specialists and managers, the im-
age of the company is formed. The difference is that with an un-
controlled process, the image is formed spontaneously and does
not always correspond to the goals and objectives of the compa-
ny's development. In order for the image to perform its functions,
contribute to the creation of additional values and provide the
company with competitive advantages, it is necessary to develop
measures for the formation and maintenance of a positive image
of the enterprise, as well as to implement effective image man-
agement mechanisms.
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Theoretical studies and practical developments related to
various aspects of enterprise image management were carried out
by various scientists, in particular V. Gardener, I. Ansotf, N.A. Pa-
tutina, E.A. Blazhnov, O.M. Palivoda, L.V. Danylenko, A.A. Ro-
tovskyi, E.V. Popov, A.V. Block and others.

However, today, the theoretical and methodological aspects
of the formation of the enterprise image management mechanism
are an under-researched topic and require further research.

An image is a set of ideas, a persistent stereotype and a psy-
chological reflection of any attribute of a person, other object or
subject that can have an emotional and psychological impact on
them [1]. At the same time, the image is defined as an image that
arises in the imagination as a result of an individual's perception
of certain characteristics of the company. Therefore, interpreting
the concept of image through "image", we can assume that an im-
age is a certain imaginary form that arises in the mind of an indi-
vidual as a result of the perception of reality directly or indirectly.
At the same time, not only external, but also internal properties of
objects, objects or phenomena are presented in this form.

Based on this assumption, it can be concluded that the "im-
age" is characterized by the following features:

- the image is a reflection of objects and phenomena in the
mind of a person, that is, they exist perfectly;

- it is subjective, because each person is an individual;

- the image is formed in the process of perceiving objects or
events [3].

Taking into account the specified features, the image creates
a perception of the desired image of the object in the minds of cer-
tain groups of consumers. The concept of "image" is key to defin-
ing "image" and is the basis for its creation under the influence of
factors of the internal and external environment, as well as stereo-
types that affect the consciousness, behavior and attitude of con-
sumers towards the image of the company.
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Therefore, the main goal of each company's activity is the
formation of a positive image in the minds of various market par-
ticipants. The purpose inherent in the formation of the image of
the enterprise is expressed in the functions it usually performs,
namely:

- demonstration function - positioning of the enterprise on
the market. For the effective positioning of the enterprise, it is
necessary that the personnel clearly understand the goals of the
organization and the means planned to achieve them;

- incentive function - encourages consumers to take action.
Desired consumer actions include buying products and services
offered by the company, passing on positive information about
the company to other consumers, and the desire to buy new
products and services.

- adaptive function - adaptation of the enterprise to the con-
ditions of the external environment. The enterprise must immedi-
ately respond to the negative impact of environmental factors,
quickly develop measures that minimize this impact;

- advertising function - draw attention to the company to in-
crease sales. It should be noted that the image is the result of the
effective use by specialists - image designers of various tools for
the formation of positive public opinion [4].

Based on the above, it is possible to formulate the main goal
of the image of the enterprise - to attract potential customers by
creating a desired image based on the quality of goods and ser-
vices that meet their needs. It is also possible to formulate such an
interpretation of «<image». Image is a certain collective image that
is formed in the minds of consumers about a certain organization,
contains a large amount of emotional information about it and en-
courages a positive attitude towards the company [2].

An important factor in understanding the essence of an im-
age is the problem of its content, that is, the constituent elements
that make up the company's image. Every element of it, which has
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a long-term impact on consumer perception, must be formed by
the company itself.

Researchers divide the image into three components:

1. Visual image: purposeful impact on visual sensations, fixa-
tion of information about design, brand symbols and other graph-
ic media (advertising).

2. Social image: to impose on the general public an idea
about social goals and the role of the organization in the econom-
ic, social and cultural life of society.

3. Business image: formation of ideas about the subject of en-
trepreneurial activity (business reputation, innovative technolo-
gies) [6].

Consumer perception of individual components of the image
is characterized by contradictions, complex formation mecha-
nisms, expected results have a high error and can only be approx-
imate, but not guaranteed. These components include:

- the nature and style of the company's relations with cus-
tomers, the level of corporate culture, the image of the company's
personnel: reactions to the professional qualifications of employ-
ees, personal characteristics, behavior, appearance and age, as
well as the gender structure of employees;

- understanding of the company's style, its role and place in
the market, the presence of its own trade policy, the nature and
content of the company's relations with external entities;

- the general atmosphere of the enterprise: the level of corpo-
rate culture, the psychological atmosphere at points of direct con-
tact with customers, retail outlets, offices and receptions, design of
buildings and premises, visual characteristics of the identity;

- external attributes, including elements of image symbolism,
such as name, mission, traditions, uniform style, logo, slogan,
motto and general corporate style used for advertising purpos-
es [5].

All of these elements add the desired features to the corpo-
rate image. External characteristics indirectly affect social groups,
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and therefore the importance of psychological processes in this
case increases.

Let's consider in more detail the constituent elements of the
image structure shown in fig. 1.

Ve Y
{ A\

« functional value, ergonomics, additional

product image e

consumer image social status, professional activity, habits;

psychological climate, level of conflict, presence of

internal 1mage values and norms of behavior;

) level of education, social affiliation, hobby, experience,
1mage of the founder professional activity, social-psychological level,
behavior style;

» professional skills and abilities, social status, level of

internal 1mage education and culture;

' /
‘1 * the level of the organization's participation in social
social LIRS projects, the role of the organization at the local level;
business — image « financial stability, business activity
/

Fig. 1. Hierarchy of elements of enterprise image levels

Image elements are part of the overall image of the
enterprise. All elements that make up an image are interconnected
and must work together. The structuring of the elements that
make up the image of the enterprise provides the most accurate
definition of its essence. It also makes it possible to create
relationships of interaction and subordination between parts of
the image. The multiplicity of the image structure of the enterprise
gives its management the opportunity to choose methods of its
formation and development.
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By forming the image of the enterprise, you can create a
unique identity that goes far beyond a narrow visual description.
Creating the right image in the minds of customers is one of the
company's most important goals.

For a more accurate understanding of the concept of "image",
consider the process of its formation on the example of a specific
enterprise.

The company under study is located in Dnipro and offers the
following products on the B2C and B2B markets: metal tiles,
profiled flooring, small elements (roofing slats) made of painted
and galvanized rolled metal. In addition to the production of
roofing materials, the enterprise is engaged in the production of
vegetable storages, grain storages and universal hangars. The
enterprise has its own production, which can perform the tasks of
steel profile bending and powder painting of metal structures.

In the organizational structure, the enterprise has a
marketing service, into which the sales department was
transformed with the involvement of new specialists. The
company has not established a purposeful process of image
formation in the market of roofing materials. The investigated
enterprise does not have a specialized department for PR
communications, which would deal with creating a positive
image of the enterprise. The image of the enterprise was formed
spontaneously. The company's management believes that for a
good image it is enough to produce a quality product and fulfill
its obligations to counterparties.

From the above tools, we can conclude that the company
does not sufficiently use its own potential and opportunities
offered by marketing communications to interact with interested
stakeholders and potential audiences.

Let's consider the elements used by the company under
investigation to form an external image on the market of roofing
materials of Ukraine (Fig. 2).
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{ Moral principles

* Production of high-quality products for the economic stability of the enterprise and
satisfaction of consumer needs.

(The purpose of creating the company, mission, policy

* Development of the national market for sales of roofing materials through the
production of high-quality products and maximum satisfaction of consumer needs.

{ Personal business philosophy

* It is maximally focused on the consumer and guided by the principle of partnership,
ensured by the constant improvement of the product range and a clear development
strategy.

Standards of behavior and appearance

* Code of Conduct for Employees of "Roof and Facade of Donbas" LL.C

The history of the enterprise, its traditions’

* A brief summary of the company's activities since its inception in 2008 on its own
website

Image of products, quality

* Focusing all the company's efforts on improving product quality.

Cost of products and services

* The "price-quality" ratio. Prices are lower than those of competitors

Peculiarities of enterprise management

Fig. 2. Elements of forming the external image of the

enterprise

From the research we have conducted, we can conclude that

the formation of a general positive image of the company is
impossible without a formed positive internal image, in
particular, the image of the company's employees. Let's examine
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the elements that form the internal image of the enterprise under
study (Fig. 3).

LLoyalty of employees

*The presence of a cohesive staff that is highly qualified.

‘ Ideas about the enterprise

*On the company's bulletin boards, information about holding staff meetings and

congratulating anniversaries is highlighted.

-~

LThe need for recognition and respect

*There is harmony in the relationship between managers and subordinates at the

enterprise.

-

LThe need for two-way communication

*Every morning at 10 o'clock working meetings are held by the heads of each
department.

‘ The need for career growth

*Young specialists with knowledge of the English language are highly valued at the
company. Practice shows that about 25% of management positions at the enterprise
are held by young people. However, the average salary at the enterprise is UAH

10,000, which is not very attractive for middle management employees. The
enterprise does not organize training, participation in trainings for employees

Fig. 3. Model of formation of the internal image of the
enterprise

So, the marketing department uses separate tools to create a
positive image for the company, but without a structured
plan.The advertising communication of the enterprise is carried
out through publication on specialized online platforms, in social
networks and on its own website. Billboards and signs are also
used to post advertising messages.

We will evaluate the image of the company under study
using the method of summative ratings on a Likert scale. For this
purpose, a survey of three representatives from each group was
organized for each of the interested parties. The management of
the enterprise and the marketing department determined the
image evaluation criteria and the weight of each criterion. The
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assessment was carried out on a 5-point scale and was adjusted
in accordance with the weight of the criterion.

The combined assessment of the company's image by
business partners is 3.89 points and has room for improvement.
Over the years of activity on the market, the company has
already built relationships with suppliers and counterparties.
The key criteria that the business partners of the company highly
appreciated are the high qualification of the staff, business
reputation and recommendations and reputation of the top
management. Business transparency has the lowest value among
the assessment criteria. This is due to the low visibility of the
investigated enterprise in the network and the number of
communications conducted.

The next step in image research was an assessment from the
customers of the enterprise under study. The main factors that
had a positive effect on consumer evaluation can be identified:
high quality of goods and services, price level, compliance with
terms and conditions of product supply. The company has a lot
of positive experience in the market of roofing materials.

The company had developed a corporate style, but it
received a very low rating, due to an outdated design and an
aggressive color combination (1.6 out of 5 possible). The
company's financial position and general popularity and
reputation also have a negative impact on the formation of the
company's image.

According to the results of the survey among the company's
employees, the criterion of staff motivation and attitude to
official duties received the highest rating. The appearance
criterion was rated the least, and this is most likely due to the
lack of branded uniforms among workers in production shops
and warehouses.

According to the results of the conducted research, it was
established that the overall image assessment of the investigated
enterprise is at a low level and needs improvement, in addition, it
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is necessary to reduce the influence of factors of external
unmanaged and internally managed influence. Therefore, it is
advisable for the investigated enterprise to take a number of
marketing measures to form and maintain a positive image on the
market of roofing materials.

-

1. An analysis of the market of industrial products was carried out

* It was determined that customers want to receive high-quality, safe products with excellent
service

Vs

2. The strategic goals of the enterprise in the market are defined

Fig. 4. The process of preparing for the development of the
concept of the image of the enterprise under study

81



The process of preparing the enterprise for the development
of the concept of the image of the enterprise under study includes
the following stages (Fig. 4).

Let's consider in more detail the stages of image concept
formation for the enterprise under study (Fig. 5).

/ N
1 stage. Creation of the concept of the image of the organization
- definition of the target audience;
- analysis of consumer needs;
- defining the goals, tasks and mission of the enterprise;
- determination of types of tourist products;
- formation of an ideal image of the enterprise

2 stage. Formation of the image of the organization
- development and creation of corporate style;
- determination of prospective areas of work with mass media;
- development and implementation of an advertising campaign;

- calculation of the budget for the formation of the image of the
enterprise

3 stage. Maintaining a positive image of the organization
- systematic monitoring of the roofing materials market;

- determination of shortcomings in the formation of the image of the
enterprise

- development and implementation of measures to support the positive
image of the enterprise

\ /
Fig. 5. Stages of image formation of the enterprise
under study

We believe that the company under investigation should
focus on marketing communications to create a positive image.
The main communication channels at the first stage are the
updating of the own website, articles in specialized trade
publications, PR communications, advertising activities
(booklets, informational materials, souvenir products).

As the first stage before the launch of marketing
communications, it is proposed to carry out rebranding, change
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the logo and color palette for the enterprise under study. The
company's management was offered four variants of logos that
correspond to modern trends of minimalism (Fig. 6).

Y/

NMOKPIBNA NMOKPIBJ/IA
TA ®ACAQ TA®ACAL 22}5;2523
Option 1 Option 2 Option 3

Fig. 6. Variants of updated logos for the enterprise under
study

After long discussions and analysis of the prospects of using
the new design, Option 3 was chosen for the updated logo (Fig. 3)
and a color palette (blue and black) was determined for the
development of future communication materials.

Rebranding provides an open space to involve a designer in
the development of new communication elements, namely: site
redesign; layout of booklets by product categories, product
catalog and banners; development of corporate style for
documents. In addition, it is recommended to create a business
page on Facebook, which will provide an opportunity to launch
targeted advertising for the B2C segment of customers.

Through communication messages, the researched enterprise
can form long-term relationships with customers of both segments
of the B2C and B2B markets, therefore, for this, you can use the
AIDCA model (attention - interest - desire - confidence - action).

For each of the segments, it is necessary to choose a separate
tone of communication. The tone of the B2C segment is friendly,
positive, expert. The tone of the B2B segment is friendly,
businesslike, expert.

83



Table 1. Key messages of the communication strategy for
target audiences of the enterprise under study

Audience What they need Key messages
to know
B2C 1. What products do | We offer a wide range of roofing
segment we offer materials
2. Additional We will help you choose roofing
services, design, materials, make a project and
installation install it
3. How toorder | We will help you choose options
and send you a booklet
B2B 1. What products do | We offer a wide range of roofing
segment we offer materials
2. How to purchase | We work both on a subscription
from us basis and can offer deferred
3. Who can advise | payment
You will have a personal manager

An important condition for business communication with its

stakeholders is consistency and clarity. For each of the target
audiences, the researched enterprise must provide complete
information about its activities and the potential benefits that each
customer can receive from the interaction.We determined the
content of key messages for individual target audiences (Table 1).

The content of key messages must be effectively targeted to
target audiences and through appropriate communication
channels. Two types of channels were chosen for broadcasting
messages - impersonal and personal. To achieve the set goals, it is
advisable to use both types of channels in the communications of
the company under study (Table 2).
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Table 2. The main communication channels for the target

audiences of the enterprise under study

. Aud Key messages Main channels
ience
B2C We offer a wide range of | Contextual advertising;
segment |roofing materials Targeted advertising on
We will help you choose |Facebook and Instagram;
roofing materials, make a |Video reviews of
project and install it completed projects.
We will help you choose | Website
options and send you a
booklet
B2B We offer a wide range of | Direct calls;
segment |roofing materials E-mail distribution.
We work Dboth on a|Website;
subscription basis and can | Participation in
offer deferred payment professional exhibitions
You will have a personal
manager

Therefore, key messages were developed for the main
segments of the investigated enterprise, the content of which was
adapted to the identified needs and requests.

Conclusions.

1. Image elements are part of the overall picture of the
organization. All the elements that make up the image are
interconnected and must work together in symbiosis. The
structuring of the elements that make up the image of the
enterprise provides the most accurate definition of its essence. It
also offers the ability to create interaction and subordination
relationships between parts of the image. The multiplicity of the
organization's image structure gives the organization's
management the opportunity to choose methods of its formation
and development.
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2. The estimated total image assessment of the investigated
enterprise is not ideal, but it cannot be called negative either,
because the reserves for its improvement are about 25%. The
company plans to expand sales markets. A positive image of the
enterprise will help to win the trust and loyalty of consumers and
suppliers of raw materials.

3. It is proposed to carry out rebranding, change the logo and
color palette for the enterprise under study. Three versions of
company logos were offered to choose from, corresponding to
modern trends of minimalism. After discussion and analysis of
the perspectives of using the new design, option 3 was chosen for
the updated logo and a color palette was determined for the
development of the company's future communication materials.

4. An important condition for business communication with
its stakeholders is consistency and clarity. For each of its
audiences, the enterprise must provide a complete description of
its work and the potential benefits that each client of the
enterprise can receive from interaction with it. Therefore, key
messages were developed for the main segments of the
investigated enterprise, the content of which was adapted to the
identified needs and requests.
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Introduction. The market of medical products and medical
services is dynamically developing all over the world. The main
factors of the revitalization of this process became the increase in
quality and life expectancy in the countries with developed econ-
omies, the introduction of “new social programs, the raise of chari-
table activities around the world, the assistance to the population
of countries with a low quality of life from the countries with de-
veloped economies via the means of international non-
governmental organizations, activities of various public and chari-
table foundations, etc.

The constant and stable development of medical goods and
services market is the reason more and more providers of these
goods and service are joining in. This, in turn, leads to increased
level of competition in the above mentioned market and, as a re-
sult, to the increase in participant’s marketing cost. Under these
conditions, the brand management, including the developing of
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effective brand communications, becomes an important tool for
achieving the success on the market. Concurrently, the system of
brand communications of the entities operating in the market of
medical goods and services has certain specifics.

Conducting an analysis of brand communications of medi-
cal brands should reveal certain common parameters of their for-
mation, and investigate the peculiarities of branding in medical
marketing.

Purpose. The purpose of writing this chapter consists of an
identification of the specific features of forming the brands in the
field of medical marketing, using the example of relevant brands
operating in the United States of America. The choice of American
medical brands as the subject of research is explained by the fact
that this country achieved the highest level of medical marketing
in the world and medical brand management. Most of the most
expensive medical brands have been originated and developed in
the USA.

Literature review. Scientific research in the field of brand
management has been conducted since the beginning of the 20th
century. It is to this period that the works of researchers in which
the relevance of the formation and development of brands are
formulated. The beginning of the systematic analysis of medical
branding processes can be considered 1906, when the Center for
Drug Evaluation and Research (CDER) started its activities [1]. A
significant increase in research activity in the field of medical
marketing and medical brand management has been observed
since the 1990s [2; 3, etc.]. The increase in activity in scientific re-
search of medical brands continues at the present time. As of to-
day the challenges of medical branding are one of the most popu-
lar topics of marketing research. They are constantly the subject of
analysis by both academics and research organizations around the
world. The main reason for this state of affairs is the final trans-
formation of the medical field into the direction of activities of
state institutions of economically developed countries, which is
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provided with funding. Activity in the medical market has long
since turned into a profitable (and sometimes even super-
profitable) business carried out by private medical companies. As
examples of notable modern scientific publications on the prob-
lems of medical marketing and medical branding published in re-
cent years, one can cite, in particular, the works of such well-
known authors as Philip Kotler, Joel I. Shalowitz [4], Donald Mil-
ler [5], Garrett ] Smith [6], Victor Trush [7], Barbara Wooldridge,
Kerri Camp [8], Mohammed Ilias [9], Graham Robertson [1], Vic-
toria Borshch, Olena Rudinska O., Natalya Kusik [11], Naomi Di-
az [ 12] and others. The analysis of these and other studies made it
possible to conclude that, despite their high level and large num-
ber of them, there are currently no comprehensive studies, the
purpose of which is to generalize the main characteristics of medi-
cal brand management, in particular, to generalize the main
trends in the development of brand communications of entities,
working in the field of health care.

Results. Analyzing the problem of brand communications
of medical entities, we consider it is necessary to outline the envi-
ronment in which medical brands are formed and implemented
from the start. In the broad scheme of things this is the field of
medicine. Popular online dictionaries define the term as follows:
«Medicine is the science and practice of caring for the patient,
managing the diagnosis, prognosis, prevention, treatment, relief
of their injury or illness, and the promotion of their health. Medi-
cine encompasses a variety of health care practices designed to
maintain and restore health through the prevention and treatment
of disease. Modern medicine applies biomedical science, biomedi-
cal research, genetics, and medical technology to diagnose, treat,
and prevent injury and disease, usually through pharmaceuticals
or surgery, and through a variety of treatments such as psycho-
therapy, external splints, and traction. medical devices, biologics,
and ionizing radiation, among others» [13; 14]. Thus, medicine as
a discipline, combines scientific, practical and educational activi-
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ties. Thus, the practice of caring for the patient (his treatment) and
the prevention of diseases are presented as elements. They are not
so much different from the direction of health promotion and the
industry of production and sale of medical devices and medicinal
drugs which is a direct connection to pharmaceutical production.
It is obvious that each of the above-mentioned areas of medical ac-
tivities at the current stage of the development of medicine has
turned into developed industries, which has led to the formation
of certain markets for medical goods and medical services. Analy-
sis of these types allows you to define the largest of them:

- market of medical and outpatient services;

- market of diagnostics and laboratory research services;

- medical devices market

- the market of insurance services in the field of health care;

- the market of medical clothing and certain medical acces-
sories;

- the market of pharmaceutical products and pharmacy ser-
vices.

The narrow boundaries of this section of the monograph
does not allow us to give an extensive analysis of brand manage-
ment and brand communications in all the above mentioned are-
as. However, let's try to identify what exactly connects the brand-
ing process in these areas. Let's first review the concepts of «medi-
cal branding» and «medical brand». The specialists from Qualtrics
define this concept as follows: "Healthcare branding is the devel-
opment of a recognizable identity for your healthcare organiza-
tion that helps to shape perception by current and prospective pa-
tients and the wider world. Healthcare branding is more than just
the creation of logos, taglines, or specific brand messaging. It's
about creating a meaningful connection between your mission, vi-
sion, and values and the people you serve - from patients and
their families to local and global communities” [15]. In n our opin-
ion this approach can’t be considered deep enough, because it fo-
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cuses mostly on the identification of the owner of the medical
brand.

This is how Brian Lischer, a well-known expert in medical
branding issues, expresses his point of view «Healthcare branding
is the process of shaping how a healthcare organization is per-
ceived. Brands, after all, are perceptions. Your brand is the way
your organization is perceived by those who experience it. That
includes your doctors, your nurses, your board members, but
most of all, your patients. Healthcare branding helps organiza-
tions ensure they are perceived the way they want to be. As trust-
ed, caring, knowledgeable, experienced, etc.» [16]. In our view,
this approach is much deeper than the previously mentioned one.
The key concept is a brand perception. And this approach to a
medical branding, in our opinion, better reflects the essential un-
derstanding of this concept. Our analysis of the mentioned points
of view of various researchers allows us to propose the following
definition: Medical branding can be defined as a complex system-
ic, scientific and practical concept, the subject of which is the pro-
cess of managing the activities of a medical organization related to
the formation, development, maintenance and transformation of
its brand. The ultimate goal of these processes is building the
awareness, positive perception and trust of patients, recipients of
medical services and buyers of medical products.

And this, in turn, contributes to the achievement of the cor-
porate and marketing goals of the medical brand owner. Closely
related to the concept of «medical branding» defined above is the
concept of «medical brand». We define medical brand as a com-
plex of objective-virtual parameters that combines the real charac-
teristics of providers (sellers) of a medical service or medical
product and their subjective impression in the minds of patients,
recipients of medical services and buyers of medical products to-
gether with virtual advantages and values. which are generated
by the communicator using medical marketing tools [17, p. 6, 9;
18, p. 296, etc.].
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Let's review the processes of medical brand management
and brand communications using the example of some of the
above types of medical markets that have been built and function
in the United States of America. Important factors in the for-
mation of these types of markets are the main parameters of the
development of the health care system in the USA. They have the
greatest influence on the state of development of the general med-
ical market of this country, in particular, they determine the
sources and volumes of funding for medical expenses. The US
health care system has its own unique characteristics and is signif-
icantly different from all other developed industrialized countries.
Primarily, this uniqueness results from the fact that the United
States does not have unified health care system, and therefore a
define global medical coverage for each and every citizen. The US
health care system can at best be defined as a hybrid system. To-
gether with the national health service, the state operates a uni-
versal health insurance fund. An important factor in the growth of
volume indicators of the market of medical goods and services is
the dynamics of the cost of medical care. Thus, specialists of the
Health Research Institute (HRI) of the international research net-
work of the consulting company PricewaterhouseCoopers point to
the trend of the dynamics of costs for medical care at the level of
6.5% in 2022 (Fig. 1).

This indicator is slightly lower than in 2021. The trend of a 7
% decrease in health care costs is due to the overall end of the
COVID-19 pandemic. At the same time, this indicator is slightly
higher than similar markers in 2016-2020. It is expected that health
care spending will return to pre-pandemic levels in the near fu-
ture. HRI researchers also define the medical cost trend as the pro-
jected percentage increase in the cost of treating patients from
year to year. They claim that similar trends have remained un-
changed for many years.
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Source: PwC Health Research Institute medical cost trends, 2007-22
Fig. 1. Trends in the dynamics of the cost of medical care [19].

In 2021 and 2022, the costs of medical care increased slightly,
if we consider the growth in percentage compared to the volume
of costs of previous years [19]. The development of legal support
for health care processes continues.
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Fig. 2. Health care costs per capita in the USA [20].
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Relatively recently, the American Health Care Act was
passed, which makes health care available to almost all citizens.
At the moment, the United States remains the leader among all
countries in the world in terms of per capita health care spending
(Fig. 2).

The diagram in fig. 2 clearly illustrates the extent to which
the USA is ahead of other countries on this indicator. We see that
it is more than 2 times the corresponding average ($3,453) in The
Organization for Economic Co-operation and Development
(OECD). According to the most recently updated data from the
Centers for Medicare and Medicaid Services (CMS), which was
published in March 2023, total health care spending in the United
States was 18.3% of the gross domestic product (GDP) in 2021.
This indicator was lower than in 2020 (19.7 %). First, this hap-
pened due to the economic growth of the country, as well as due
to the reduction in the federal funding to combat the consequenc-
es of the COVID-19 pandemic. At the same time, health care costs
in the United States remain higher than the level before the pan-
demic, and this is one of the main factors in the growth of the
state's public debt (Fig. 3) [21].

US health care spendings in 2021 were $4.3 trillion, or about
$12.9 thousand per person. This is almost 3.0% more than in the
previous year. In 2021, health care spending in the United States
increased in both the public and private sectors. They were based
on the following main sources of funding:

- spending through private health insurance increased by
5.8%, accounting for $1.2 trillion in total health care spending in
2021. The increase mainly driven by increased spendings on med-
ical goods and services, as use and enrollment in private health
insurance
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Fig. 3. The share of national health care expenditures from GDP
in the USA in 2021 [21].
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Fig. 4. Health care expenditures by main sources of funds
and largest funds in the USA in 2021 [21].
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- Medicare spending rose 8.4% to $901 billion in 2021. This
was driven by increases in traditional fee-for-service and Medi-
care Advantage programs;

- Medicaid spending increased by 9.2% to $734 billion. This
was mainly due to a 22.3% increase in enrollment. In turn, this is
due to the temporary provision that Medicaid enrollees remain
during the COVID-19 public health emergency (which did not
end until May 11, 2023);

- expenses from citizens' own funds increased by 10.4%. The
reason for the increase is the increase in the use of medical ser-
vices and goods after the decrease in use observed in 2020 due to
the impact of the COVID-19 pandemic (Fig. 4) [21].

The above data indicate that the market of medical services
and medical products of the United States of America is the larg-
est among all the countries in the world and is a gigantic sum of
$4.3 trillion. The sources of obtaining the funds from which the
health care needs are financed are both state funds, relevant in-
surance funds and own funds of private citizens. As a result, this
gigantic market attracts thousands of medical marketing entities
competing with each other for these vast resources.

In the table 1 contains the information on the 10 largest
companies operating in the health care sector [22].

The largest among them is CVS Health Corp. This indicator
is $315.2 billion in the company. The company develops solutions
in the field of health care and provides medical services. It oper-
ates in the following segments: pharmacy services, retail or long-
term care, medical benefits, corporate and other. The company al-
so operates in the pharmacy services, retail and long-term patient
care segments. It also sells prescription drugs, a range of health
and wellness products and general merchandise.
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Table 1. Performance indicators of the 10 largest US com-
panies working in the field of health care, 2023 [22]

Rank Brand Revenue, | Net In- | Market Capi-
billion, $ | come, | talization, bil-
billion, $ lion, $
1 CVS Health Corp. (CVS) | 315.2 3.2 124.8
2 | United Health Group| 313.1 19.4 486.6
Inc. (UNH)
3 McKesson Corp. (MCK) 272.0 2.1 53.3
4 Amerisource Bergen | 238.6 1.7 33.9
Corp. (ABC)
5 Cardinal Health Inc.| 187.0 1.1 20.9
(CAH)
6 Cigna Corp. (CI) 180.0 6.6 100.8
7 | Elevance Health (ELV) 153.2 6.2 120.5
8 Centene Corp. (CNC) 141.6 2.0 45.5
9 | Walgreens Boots Alli-| 132.7 4.3 34.2
ance Inc. (WBA)
10 | Pfizer (PFE) 99.9 29.8 288.1

The Health Care Benefits segment offers traditional, volun-
tary and consumer-oriented health insurance products and related
services, including medical, pharmaceutical, dental and behavior-
al health plans, health management options, Medicare Advantage
and Medicare Supplement plans, Medicare Part D, drug plans
prescription, Medicaid health management services, and health
information technology products and services.

The Corporate and Other segment provides management
and administrative services [22]. UnitedHealth Group is second in
the ranking with a turnover of $313.1 billion. It is the largest US
company in the field of health insurance. Serves more than 100
million customers in the USA and some other countries.

UnitedHealth Group is ranked 6th on the Fortune 500 list of
the largest US companies and 35th on the Fortune Global 500 list.
McKesson Corporation closes the top three brands with a figure of
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$272.0. It is an American company that distributes pharmaceuti-
cals and provides medical information technology, medical prod-
ucts and care tools. The company supplies a third of all pharma-
ceuticals used in North America. Its staff includes more than
78,000 employees.

An analysis of other leaders of the TOP-10 ranking of brands
operating in the field of health care shows that half of them are
sellers or manufacturers of pharmaceutical products (CVS Health
Corp., McKesson Corporation, Amerisource Bergen Corp.,
Walgreens Boots Alliance Inc. and Pfizer). Companies working in
the field of health insurance also have similar positions regarding
their representation in the rating. They are CVS Health Corp.,
United Health Group Inc., Cigna Corp., Elevance Health and Cen-
tene Corp. Let's review the activities of major medical brands ac-
cording to the main types of the medical market. Let's start with
the market of medical and outpatient services.

Data on the total number of hospitals and their distribution
by functional purpose are presented in the table. 2.

As we can see from the data in the table. 2, the total number
of hospitals in the USA as of January 2023 was 7,335. The func-
tional structure of this total is dominated by short-term acute care
hospitals (52.8%) and critical access hospitals (18.5%) [23].

According to data from the Kaiser Family Foundation (KFF),
in 2023, more than 1 million professionally active physicians
worked in American hospitals [24]. The total number of nurses in
the United States in the same year was 5.35 million.

This number does not include only registered nurses, alt-
hough they make up a significant portion of the nursing work-

force at almost 56%. It also has many other types of nurses; CNAs,
LPNs/LVNs, NEs, CNMs, NPs and CRNAs.
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Table 2. The total number of hospitals in the United States
and their distribution by functional purpose at the beginning of
2023 [23]

Rank Hospital type othopitls | hospials
1 [Short-term acute care hospital 3876 52.8%
2 |Critical access hospital 1357 18.5%
3 |Psychiatric hospital 819 11.2%
4 |Rehabilitation hospital 416 5.7%
5 |Long-term acute care hospital 389 5.3%
6 |Children’s hospital 265 3.6%
7 E’;S:[Sirfﬁ’s Administration (VA) 161 210,
g l?;glljaii“;rlnent of Defense (DoD) 36 0.5%
9 iii%&?;i non-medical health care 16 0.2%

In total 7335 100%

The two specialties with the fewest nurses in the US are
nurse-midwives and CRNAs —and that's no surprise, since they're
both highly specialized; [25]. It is obvious that, being in a state of
competitive struggle for the client, American hospitals should
look into the development of their marketing and the formation of
their own brands. After all, it is the formed brand that influences
the decision of patients to use the services of a particular hospital.
Of course, when it comes to the possibility of choosing a hospital,
which is possible in cases of non-urgent treatment. Branding
agency Monigle in the middle of 2022, conducted a study of the
brand rating of American hospitals. The research was conducted
in partnership with the American Hospital Association and the
Society for Healthcare Strategy and Market Development. Mo-
nigle experts surveyed more than 28,000 consumers who evaluat-
ed the effectiveness of healthcare system brands in providing a
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humane experience. According to the study, the ranking of the top
20 American hospital brands was as follows:

1. Cleveland Clinic

2. The Ohio State University Wexner Medical Center (Colum-
bus, capital of Ohio)

3. The Christ Hospital (Cincinnati)

4. UC Davis Health (Sacramento, California)

5. Nebraska Medicine (Omaha)

6. Johns Hopkins Medicine (Baltimore)

7. University of Michigan Health (Ann Arbor)

8. Valley Health System (dually located in New Jersey & New
York)

9. UAB Medicine (Birmingham, Alabama)

10. Baptist Health South Florida (Coral Gables)

11. Massachusetts General Hospital (Boston)

12. UT Southwestern Medical Center (Dallas)

13. University of Miami Health System

14. Kadlec Regional Medical Center (Richland, Washington)

15. Mayo Clinic (Rochester, Minnesota)

16. UNC Health (Chapel Hill, N.C.)

17. Ohio Health (Columbus)

18. Bronson Healthcare (Kalamazoo, Michigan)

19. Memorial Healthcare System (Hollywood, Fla.)

20. Spectrum Health (Grand Rapids, Michigan) [26].

The first thing that catches the eye when even a cursory
analysis of the list of hospital brands included in the ranking is the
distribution of the best hospitals throughout the United States -
from California to New York and from Ohio to Texas and Florida.
In most other countries, there is a tendency to concentrate the best
clinics in state capitals. The second characteristic of the list of the
best hospitals is their distribution by different forms of organiza-
tions. First of all, these are medical centers with extensive work
experience and history (Cleveland Clinic, Johns Hopkins Medi-
cine, Massachusetts General Hospital, etc.). Another type of lead-
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ers are hospitals operating at well-known and reputable universi-
ties (The Ohio State University Wexner Medical Center, Universi-
ty of Michigan Health, University of Miami Health System).
Strong brands also have clinics at religious associations (The
Christ Hospital, Baptist Health South Florida). Brand communica-
tions of representatives of this type of medical market are quite
diversified. For example, at the leader of this rating - the Cleve-
land Clinic - advertising is widely used in the brand communica-
tion complex (Fig. 5). It should be noted that the media of adver-
tising are represented in brand communications in a wide spec-
trum: from advertising leaflets to advertising on the clinic's web-
site and in social networks. An important place in the brand
communication system of this hospital is also occupied by public
relations. The clinic uses a fairly large number of various bro-
chures devoted to various communication topics: from informing
about the hospital's activities to advice on the treatment of certain
types of diseases. It should be noted that PR itself occupies a very
important place in the complex of brand communications. After
all, it is the carriers of the PR tool that allow you to establish
communications with the target audience delicately, which con-
tributes to the formation of trust.

In addition, other means of brand communication are used
in the brand communication mix of this clinic. This is, first of all,
direct marketing. This is evidenced by the presence of a call cen-
ter, personal consultations with the doctors, etc. Event marketing,
sponsorship and other means are also widely used in the practice
of Cleveland Clinic brand communications. The prevalence of dig-
ital tools (website, pages in social networks, Internet banners, etc.)
among brand communication media attracts attention. There is no
doubt that the high position held by the Cleveland Clinic brand in
the ranking of the best hospital brands in the USA is the result of
the creation and skillful use of the above-mentioned brand com-
munication tools.
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communication by the leader in the ranking of US hospital
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One of the largest components of the integrated market of
medical services and medical products is, traditionally, the market
of pharmaceutical products and services of pharmaceutical insti-
tutions. In favor of this statement, the information on the sales
volumes of the world's largest pharmaceutical companies shown
in fig. 6. We observe the best positions in the brand of the largest
manufacturer of pharmaceuticals in the USA - Pfizer. If you ana-
lyze the structure of brand communications of this company, you
should recognize a noticeable predominance of advertising ex-
penses in the communication budget. The dynamics of Phizer's
advertising expenses in 2006-2022 is shown in the diagram
in fig. 7.

As we can see from these figures. 7, Pfizer is one of the larg-
est advertisers in the world. The volume of its advertising budget
in 2022 was $2.8 billion. Over the two previous years, this indica-
tor increased by $1.0 billion. is due to the peak of the budget re-
duction in 2020, which was associated with the global pandemic
of COVID-19. As we all well remember, the vaccine against this
virus that was developed by Phizer was one of the most popular
in the world.

5

Ad spending In billion U.S. dollars

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

© Statista 2023

Fig. 7. Pfizer's ad spending from 2008 to 2022 (in billion
U.S. dollars) [29].
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At the same time, such a situation did not require a signifi-
cant increase in advertising budgets. For the most part, the com-
munication goals of this drug were achieved by means of public
relations. But the anti-covid vaccine was also advertised (Fig. 8).
And Phizer's record advertising budget of $3.8 billion was record-
ed in 2010 [29]. In fig. 8 individual samples of brand communica-
tion messages are placed.

Brand communications of the pharmaceutical company
Phizer are so diverse and highly professional that they deserve a
separate study. However, even a peripheral analysis of this sys-
tem allows us to conclude that the subject of communications is
not the only umbrella brand of this company - Phizer.

Change the
history,get
vaccinated.
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8.4
Fig. 8. Separate samples of brand communication messages
of the pharmaceutical company Phizer [30].

A significant part of the promotional activities is aimed at
stimulating sales of the company's product brands. Some of them
are quite famous and expensive brands, for example: Cortizone,
Listerine, Viagra, Visine, etc. Brand communications of the corpo-
rate brand are aimed, for the most part, at emphasizing such
brand values of Phizer as creativity, accessibility, friendliness in
consumer relations, etc. In addition to advertising, the brand's
communication mix includes public relations, sales promotions,
event marketing, and other basic and synthetic types of brand
communications.

Conclusions. In today's conditions, brand communications
of medical marketing entities are developing both quantitatively
and qualitatively. The very high capacity of the medical services
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and goods market, estimated at $4.3 trillion, makes it attractive for
the operation of hundreds of thousands of companies.

The high level of competition that has developed in this area
requires them to use brand management tools, including brand
communication systems. Analysis of the brand communication
system of medical marketing subjects in the conditions of their ac-
tivity in the USA allows us to come to a number of conclusions:

1. The brand communication system in the market of medical
services and goods is characterized by the diversity and a highly
professional level. This is the result of the high level of competi-
tion, and the strong financial capabilities of the players in this
market. This is especially true for the business practices that have
developed in the United States of America.

2. The structure of the communication mix of medical brands
is unique for each of these brands. At the same time, there are cer-
tain general points. For example, medical brands' use of digital
tools continues to supplement word of mouth and referrals. This
is supported by the research showing that 84% of patients trust
online reviews as much as personal recommendations [31; 32].

3. Currently, consumers are getting more and more opportu-
nities to find new medical products and services and their quality.
Therefore, the formation of a medical brand, formation and
maintenance of its reputation are one of the main areas of market-
ing activity. Research shows that consumers are increasingly
weighing the delicate balance between cost and a provider's repu-
tation, accepting whatever provider is closest and in network.

4. The task of maintaining health or restoringt is very sensi-
tive and delicate for every person. This factor affects the wide rep-
resentation of means and tools of public relations and sponsorship
in the communication mix of medical brands.

5. One of the main purposes of a medical brand is to build
trust and reputation for a provider of medical services or a seller
of medical products. Therefore, for brand communications in this
area, it is important to establish positive feedback with patients, to
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form friendly relationship. Medical brands focus on each stage of
the customer's journey to branded goods and services. It is result-
ed in a wider use of social media marketing tools. The targets of
the communication messages are not only branded goods (ser-
vices), but also employees of the company that owns the medical
brand. Storytelling is one of the popular formats for the formation
of the communication address.
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ABSTRACT

The current debates on the premises of the current crisis, its
stages and the perspective on the way out towards the sustainable
society and planetary well-being appeal to the multidisciplinary
conceptualization of ‘energy’ as one of the agencies of synchroniz-
ing ecosystems’ processes. Within critical and cultural approaches
to studying energy related issues from the perspective of framing
strategies of communicating energy contributes to comprehend-
ing the current challenges of energy brand communication, aimed
at increasing energy consumption, using renewable energy
sources and promoting ideas and technologies for reducing the
environmental impact. The chapter aims to show the transfor-
mations of situating brand communication within the energy sec-
tor under the current digital environment, which provides new
opportunities for framing energy companies as the influential ac-
tors of the contemporary society dependent on its own technolog-
ical capabilities and risks. On the example of DTEK company - a
leading energy company in the region - the chapter emphasizes
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the digital components in its brand communication as well as
shows the war related transformations of DTEK’s brand commu-
nication practices, framing DTEK’s positive brand image by
stressing the appeal to DTEK’s consumers’ concern about the en-
vironment and social responsibility as well as its encouragement
for aligning its communication strategies with its consumers’ val-
ues and priorities.

The transdisciplinary and multicultural discussions on the
ways of tiding over a global energy crisis and gaining planetary
well-being, regarded as “a state in which the integrity of Earth system
and ecosystem processes remains unimpaired to a degree that lineages
can persist to the future as parts of ecosystems, and organisms (includ-
ing humans) can realize their typical characteristics and capacities’(JYU
Wisdom Community 2021:4) face the necessity to reconsider the
value paradigm of a human being, lying with the crisis settings
and/or intending to go through the personal and societal trans-
formations towards being integrated as an actor of planetary well-
being. By stemming from the premises and the current agenda of
the crisis community as well as framing the perspectives of imag-
ined future scenarios, the multidisciplinary conceptualization of
planetary well-being compasses ‘energy’ as one of the agencies of
synchronizing “‘Earth and biotic interactions in ecosystems s that are
critical for the satisfaction of the needs of various organisms, populations
and communities” (JYU Wisdom Community 2021:4) for further
making informed decisions that contribute to the well-being of all
living beings and the planet as a whole, enhancing “the highest at-
tainable standard of well-being for human and non-human beings and
their social and natural systems” (Anto 2021:3327).

Going beyond the traditional studies of energy and energy
resources as a subject of sciences and engineering studies, the fo-
cus on studying the social and cultural dimensions of conceptual-
izing ‘energy’ not only reframes the process of energy produc-
tion/transition/consumption in their social and cultural perspec-
tives but also enhances those aspects of energy studies as energy
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justice, energy freedom, energy dependence, energy advocacy,
energy ethics etc , underlining “the critical role of energy in determin-
ing the shape, form, and character of our daily existence’(Szeman
2016:9). By summarizing ‘the conceptual, affective, material, and
collective capacities of energy’ (Szeman 2017:12) within energy
humanities - an interdisciplinary field for researching energy as
an agency of framing not only the contemporary material orienta-
tions but our values, beliefs and priorities (Szeman 2017) - the
study of the ways of communicating energy - narratively, visual-
ly, conceptually - enables distinguishing ‘energy” among the epis-
temologies of the energy dependent society (Szeman 2013:146).
Within such outline of energy humanities’ agenda, the ways of
conceptualizing planetary well-being as a shift of the foci from in-
dividuals to processes, related to the framing the interconnection
of Earth system and ecosystem processes, communicating energy
can be regarded as a tool of reaching the well-being harmony and
sustainability within the strategies of making a greener future by
the empowered communities.

By examining the social, cultural, and historical dimensions
of energy, energy humanities contributes to framing the complex
challenges of communicating energy not only within its intercon-
nectedness with the environment (Fahy 2020:713) regarded energy
as an agency of mutual influencing biosystems on a human being
and vice versa, but also within developing more effective com-
munication  strategies, applied for energy  produc-
tion/transition/consumption by taking the social and cultural
dimensions of energy into account for framing public opinion and
decision making on energy-related issues. Such perspective on
communicating energy attracts new actors of creating energy-
related new publics around energy, bringing in a more diverse set
of ideological voices to discuss energy futures (Fahy 2022:715). In
this concern, the focus on examining the social, cultural, and his-
torical dimensions of energy provides insights into the complex
challenges of communicating energy by appealing not only to en-
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ergy policy discussions, highlighting technical and economic as-
pects of energy, but also to the communication strategies of ‘un-
cover[ing] different understandings of seemingly unproblematic or tech-
nical issues towards more effective collaborations and deeper understand-
ing between diverse societal actors, including the general public and its
anthropological, psychological, and communication determinants of (in-
Jaction’ (Briickmann 2023:1). Applying critical, creative, and cul-
tural approaches to studying energy related issues from the per-
spective of framing strategies of communicating energy contrib-
utes to comprehending the current social, political, and environ-
mental challenges of the energy transition as well as enables to
predict the risks and challenges of future energetic scenarios.
Within the transforming society towards planetary well-
being, the communication strategy of achieving the Sustainable
Development Goals, stated by the 2030 Agenda for Sustainable
Development (SDGs. Communication Guide 2018) enhances the
energy agency, where communicating energy is regarded as a crit-
ical instrument of adopting and applying the solutions for sus-
tainability and prosperity by facilitating the effective communica-
tion of the stakeholders at regional/national/sub-national levels.
Communicating about the Sustainable Development Goals en-
courages the urgency to amplify the message of the UN world-
wide. Thus, in its landmark resolution 72/279, the General As-
sembly outlines the intention to fundamentally transform the
United Nations development system to better respond to the 2030
Agenda for Sustainable Development, including through joint ad-
vocacy, shared communications and full accountability and trans-
parency of results. For that reason, the UN Sustainable Develop-
ment Group (UNSDG) launches national efforts to advance the
2030 Agenda and achieve the Sustainable Development Goals
with a stronger, more unified voice. ‘Working with the Department
of Global Communications, the Development Coordination Office and
UNSDG members agreed on a set of guidelines to boost the role of stra-
tegic communications and advocacy on the ground for increased impact
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tackling multiple challenges countries are facing. Communicating to-
gether and advocating for the SDGs amplifies the power of the UN mes-
sage worldwide’. (Communicating Together 2023) Outlined by ‘A
European Green Deal” (EU Green Deal 2019) striving to make Eu-
rope the first climate-neutral continent, and the United States’
‘Green New Deal” (Friedman 2019), calling for the launch of a “10-
year mobilization” to reduce carbon emissions in the United
States, the intention to make SDG communications a strategic pri-
ority contributes to ‘improving participation levels and empowering
stakeholders working on development issues and lobbying behind and/or
promoting initiatives that are efficient, effective, inclusive, and sustaina-
bly shape or transform development finance policy and practice’.
(Communicating Progress and Results 2022:3) The strive for suc-
cessful and effective communication of sustainable development
and the SDGs by highlighting good practice examples in commu-
nication (Mulholland 2018:4), amalgamated with the regional
needs in media experts in the field of energy transitions, enhances
to synchronize the global and local agenda in the field of com-
municating the agency of energy, resulted in framing ‘energy
communication studies’, defined as “the study of symbolic practices
surrounding material experiences with energy resources, production,
and consumption, including related practices of research, development,
deployment, and policy’ (Endres 2016 : 420).

While encompassing the tools, ways and approaches of
transmitting and getting information, related to energy produc-
tion/transition/consumption, this sphere of communicating en-
ergy involves the communication practices on exploring the role
of energy in the energy dependent and technology driven society.
Being a “content-oriented subfield’ of communication that is “held to-
gether across diverse theoretical and methodological’ approaches
(Cozen 2018:290), energy communication studies can situate the
practices of interconnecting ‘Earth-human being’ processes of
planetary well-being as the implications of ‘nature-culture’ inter-
connectedness via mediating energy systems, energy transitions,
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energy management, energy efficiency at the local/global levels in
their mutual impact. By studying the role of energy as a societal
category and the ways of communicating about energy within the
society’s agenda, energy communication encompasses the range
of issues - sensing energy and energy transmission, raising
awareness of energy management and promoting a sustainable
energy future through new communication strategies etc - which
distinguish energy as an agency of local, regional, and national
development strategies. This perspective involves the aspect of
developing new communication strategies that “promote energy effi-
ciency and renewable energy’ at various levels of communicating en-
ergy and energetic resources and ‘motivating behavior change among
individuals and organizations” (Communicate Energy Efficiency
2023). Within these frameworks of communication strategy devel-
opment, energy communication practices refer to the range of ac-
tivities such as holding knowledge exchange sessions to initiate a
dialogue on energy communication with a multidisciplinary
group of energy communicators, establishing an energy data
management policy and providing consistent communication to
motivate action through policy, leadership, incentives, and recog-
nition.

The multifaceted agenda of energy communication lies with-
in the field of communication technologies, which distinguishes
the ranges of discussions about the interconnectedness of the use
of information communication technology and energy produc-
tion/transition/consumption (Longo 2015:55). These debates out-
line the relationship between the energy sector and communica-
tion technologies, influenced by a variety of factors. Together with
increasing energy consumption, communication technologies can
also reduce the intensity of energy while being influenced by eco-
nomic growth, financial development, and carbon emissions.

The current digital environment provides new opportunities
for communicating companies within the energy sector, which
appear to be not only the influential actors of the field nowadays,
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but also enhance the contemporary society dependence on its own
technological capabilities and risks. Under such circumstances
each company within the energy industry can be regarded as a
brand with its own communication policy while distinguishing
the purpose of each brand’s communication policy as to ensure an
effective dialogue with its own contact audience (consumers, gov-
ernment bodies, shareholders, local communities, mass me-
dia, etc.)

Referring and thanking to digitalization processes, such
brands within the energy industry gain the opportunity to abso-
lutely adhere to the main principles of communication, which are
demonstrated on their own web resources and social media ac-
counts, namely:

- transparency, achieved due to constant information about
brand's activities, energy policy, environmental impact, energy ef-
ficiency, new projects and technological development plans, chal-
lenges and risks;

- dialogue making with the involved parties, conducted
practically around the clock, because such companies have to take
into account the needs, opinions and desires of the parties in-
volved by responding to them accordingly as well as supporting
communication with the public, authorities, governmental and
non-governmental organizations, shareholders and other actors
involved on the basis of mutual benefit and openness;

- sustainability, directing the brand's activities within en-
hancing sustainable development and environmental responsibil-
ity by highlighting the use of renewable energy sources as well as
reducing their impact on the environment via energy efficiency
measures.

By referring to the strategy of achieving the SDGs within the
2030 Strategy for Sustainable Development, the communication
policy of such brands of the energy field outlines not only the
promotion of their activities, but also the support measures for so-
cial responsibility of both the brands themselves and its own con-
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sumer, which enhances the product of energy companies to be
almost the basic value of human existence. From a technological
point of view, the digitalization process enables the steps towards
building a stable more sustainable and resilient infrastructure of
the energy sector. Also it is the digitalization process that contrib-
utes to the increase of the efficiency as well as the reduction of
maintenance costs, which highlights the role of information gain
in supporting the stability and reliability of electrical networks in
real time, making the issues of special urgency within the current
war in Ukraine nowadays. ‘Digital’ power plants - those with
dominating digital tool of management - provide the access to en-
ergy supply as well as the cloud computing enables the effective
re-distribution of energy. Smart measuring equipment provide the
consumers with the structured information about energy con-
summation by enhancing the effective consumption planning
(Bandura&Staguhn 2023:6)

Unfortunately, even such technological solutions do not pro-
vide the required result in terms of efficient energy consumption,
as it is confirmed by the empirical studies, conducted by British
and American scientists. Their studies result in framing the prob-
lem of consumers' awareness of energy-efficient consumption
while the consumers tend to reduce energy consumption in gen-
eral, and not to frame and implement efficient energy consump-
tion. Without information provision, consumers may develop
their own “folk’ theories and associated misconceptions about
their energy use (Krishnamurti 2019).

Nowadays energy companies are aware of the importance of
brand communication and its opportunities in building sustaina-
ble relationships with their target audience. But in terms of unique
specificity of each energy companies’ communications, reflecting
the singularity of the energy industry, this field happens to be
technically complex and involves a balk of specialized knowledge
within the related fields and scientific areas. Communication with
the consumers requires the skills to explain the complex technolo-
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gies and concepts in such a way that the consumers have the op-
portunity to comprehend their rights and responsibilities. The
next specific component of framing the brand communicating
with the energy sector is the regulatory component. Energy com-
panies are subject to regulatory bodies, establishing standards and
rules of activity both in the industry as a whole and in its specific
areas. This definitely affects the way of communication tools,
stemmed from the requirements and regulations of providing
messages. Another aspect of situating brand communication with-
in the energy sector is its reference to ecology, which distinguishes
environmental awareness as an important issue, encouraging
brand communications to be active in promoting ideas and tech-
nologies for reducing the environmental impact, using renewable
energy sources, and caring resources.

Energy efficiency and energy saving are among the im-
portant components, requiring communication, aimed at raising
awareness in these fields and providing the consultation on the
optimal energy use, installation of energy-efficient devices and
energy-saving programs.

The current war and man-made disasters in Ukraine confirm
the need in appealing to crisis management as one of the compo-
nents enhancing brand communications in the field of energy
production/transition/consumption. In case of emergent situa-
tions, the interruptions in energy supply or unforeseen situations,
energy companies must be able to effectively communicate with
the consumer by providing information about the problem, the
planned measures as well as the ways of solving them. All of the
above definitely creates a need for high-quality and effective
communication between powerful brands of the energy industry
and the contact audience for mutual understanding, raising
awareness and ensuring their trust in companies, and most im-
portantly, the stable existence of society.

Unfortunately, due to military aggression and the hell of war
in which we happened to find ourselves, our society requires such
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professional brand communication to switch to the military set-
tings, including terminology of the military field. And hereby we
intend to outline how the communication of the energy industry
is framed within the crisis of modernity and changing environ-
ment. Hereby these three necessary levels of communication can
be distinguished:

- strategic level,

- operational level,

- tactical level.

Referring to the ways of framing communication during the
attacks on the critical energy infrastructure, we can highlight the
professional level of communication of all the actors involved.

Government Private business

2  Yasho
EPO

At the next stage we determine the levels of communication,
formats and capabilities used:
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STRATEGIC LEVEL

OPERETIONAL LEVEL

YKPEHEPT O

TACTICAL LEVEL

ATEK

Yasno

At each of the levels determined, communication is built
effectively, each actor has the opportunity to hear answers to the
main questions, asked at that time: What's going on? When will the
blackout be over? Why does my neighbor have the light, while I don't?

STRATEGIC LEVEL
Format: Channels:
address TV
interview radio

online mass media

social media
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At the operational level, the National Energy Company in
setting the communication tried to provide the quick and accurate
information about a current situation, answer questions and
establish interaction with the public by implying all the possible
communication channels for effective information and
coordination of its actions.

OPERATIONAL LEVEL

| Format: Channels:

address TV
Interview radio
comment online mass media

(in TVmarathon) social media

At the tactical level, we also observe communication that is
both strategic and operational, as well as accompanied with its
own intentions to create effective content in order to achieve the
overall goal.

TACTICAL LEVEL

m ' Format: Channels:
Yosno & —

Social media post TV
interview online mass media
The DTEK Group as a diversified energy holding company,

comment (in TVmarathon) social media

enc

ompassing six business companies and the corporate
university DTEK Academy, demonstrates the effective use of all
possible communication tools to achieve the necessary result both
in crisis situations and in everyday communication. While being
one of the largest energy companies in Ukraine, DTEK can be re-
garded as an example of positioning itself as one of the leading
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energy brands by focusing on several key elements of framing
brand communication. First of all, DTEK brand positions itself as
a leader and a reliable partner in the energy industry, providing
energy to millions of consumers and ensuring the reliability of
electricity supply. In this concern, the company relies on an expe-
rienced team and the use of modern technologies to ensure the
stability of energy supply. Secondly, the brand actively functions
to promote awareness of energy efficiency and energy consump-
tion among consumers. The company develops its own programs
and supports initiatives aimed at spreading knowledge about the
optimal use of energy and the implementation of energy-efficient
technologies, which proves compliance with the goals of sustain-
able development and environmental responsibility of the brand.
Thirdly, their brand demonstrates an innovative focus through re-
search into new ways of producing, transmitting and consuming
energy, as well as a willingness to implement new solutions relat-
ed to renewable energy sources, smart technologies and digital
capabilities. And the last thing, without which no brand can exist
nowadays, is social responsibility. This positioning creates the
impression of a company that not only provides energy to mil-
lions of consumers, but also strives to improve the quality of life
of its consumers, tries to orient its activities to the support of so-
cial values. The brand implements its projects in the field of health
care, ecology and other socially significant areas. In the field of
education, the brand has its own corporate university, DTEK
Academy.

The communication policy of the DTEK’s brand corresponds
to the basic principles, represented with following issues:

1. Communications are developed in accordance with the
general strategy of the company, based on its mission, vision, val-
ues and business goals.

2. Being a leading brand in the industry, DTEK emphasizes
the analysis of its target audience, which helps comprehend their
needs, opinions, expectations and perceptions.
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3. In order o interact with the target audience, the brand
chooses the most effective communication channels, both tradi-
tional and modern ones.

4. The DTEK’s brand emphasizes effective two-way commu-
nication, highlighting feedback as a tool for improving operations.

5. Crisis communications work effectively within the current
transition environment by providing reliable information and
communication with the target audience.

6. DTEK professionally uses all the variety of brand commu-
nication tools. DTEK's advertising campaigns are aimed at raising
awareness of its products and services with the range of tools (tel-
evision, radio or online commercials, print ads, billboards, etc).

Also the company emphasizes its participation in the aca-
demic events as well as and professional events, by using them for
demonstrating its achievements, exchanging experience and
building partnerships. The brand appeals to corporate publica-
tions, booklets, newsletters, etc. DTEK’s corporate webpage repre-
sents all information about the company, its values, products and
services as well as demonstrates related news, press releases, as
well as the information about social and environmental initiatives.
The brand actively cooperates with mass media, which adds
transparency and understanding of the company's activities. The
presence of the brand in social networks is no less active. Face-
book, Instagram, YouTube, Twitter, LinkedIn and Telegram are
used by the company for keeping communication with their audi-
ences. The company successfully and harmoniously uses the en-
tire set of brand communication tools.

Conclusion.

Within conceptualizing planetary well-being with its empha-
sis on framing the interconnection of ecosystem processes, com-
municating energy appears to be among the tools of reaching sus-
tainability within the strategies of making a greener future by the
empowered communities. Such strategies include the various
ways of examining the social, cultural, and historical dimensions
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of energy and energy resources, which contributes to narrating
energy as a critical instrument of adopting and applying the solu-
tions for sustainability and prosperity by facilitating the effective
communication of the stakeholders at regional/national/global
levels.

Under such circumstances building a cohesive and effective
communication approach that promotes the images and values of
energy sectors’ actors is among the objectives of brand communi-
cation, helping create a consistent, appealing, and attractive image
of a company to target groups and shaping positive perceptions of
a company’s activities. Striving for harmonious interconnected-
ness of the environment and social responsibility as components
of planetary well-being, sustainability is becoming an increasingly
important factor in brand communication, which helps increase
brand awareness and credibility among consumers.

While being a leading energy company in the region, DTEK
company actively includes the digital components in its brand
communication practices by emphasizing their commitment to
sustainability. The war related transformations of DTEK’s brand
communication have not ceased - and even more - intensified the
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DTEK brand communication practices on integrating sustainabil-
ity into its brand's overall communication strategy, that enables
framing DTEK’s positive brand image by stressing the appeal to
DTEK’s consumers’ concern about the environment and social re-
sponsibility, which encourages DTEK’s brand align with its con-
sumers’ values and priorities.
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HNITCVIEHH HAIIIOHAJIDHOI'O BPEHTY YKPAIHU
Yy CBITT III1 YAC BIVIHI:
IHVBUIbHIN TA BIMCbKOBWMIM ACIIEKTU

I'aBpuneuxo IO. B.

K. Oepok. ynp., doyeHm Kadpeapy MEHeI)KMEeHTYy, MapKeTHHTY
Ta IyOJIiyHOro agMiHicTpyBaHHS MiXKHapOgHOro HayKOBO-
TeXHIYHOI'O yHiBepcuTeTy iMeHi akageMika 1O. byras,
c11iB3acHOBHUK ['O «[HCTUTYT eKOHOMIYHOTO HalllOHAJII3MY »,
Kuis

Beryn. Briporiosx ocTaHHiIX POKiB ITpoliec Oe3repepBHOTO
BIIPOBa/KEeHHsI IPVHIINIIIB OpeHOMHIY CIIOCTepiraeTbcs Ha BCiX
PIBHAX crcTeMM IyOJIiYHOrO yIpaBiliHHS: Bij] HalliOHaJIbHOIO Ma-
cirtaOy [0 BCix piBHIB OpraHis JepXaBHOIO Ta MYHIIIMIIaJIbHOIO
yipasiiHHsg. DopMyBaHHSA cTajIoro OpeHay cy0’eKTiB 11y Os1idHOrO
yIpaB/IiHHA BCiX PiBHIB € OIHI€IO 3 PyHIAMEHTAJIbHUX Iepeny-
MOB YCIIIITHOTO BMKOHaHHS HMMM cBOix yHKUin. ITpu npomy
1y OstiuHi OpeHay HeoOXiTHO popMyBaTH Ta PO3BMBATH Ha Pi3HMUX
piBHSX: Ha Oep>kaBHOMY pPiBHI YKpaiHW, Ha PiBHI pi3HMX 3eMeJIb
Ta TepUTOPIiN YKpaiHu, Ha piBHI OKpeMMX MYHIIUIAIbHMUX afiMi-
HiCTpaTMBHMX YTBOPeHb Ta Ha PiBHI pi3HMX Cy0’€KTiB Aep>kaBHO-
ro yIpasjliHHS. A/pKe HasBHICTh OpeHAy HacamIleper 3acBimuye
ccpopmoBaHMIT iMIIDK Cy0O’e€KTa Ta cIipusde IIBUIIEHHIO PiBHA [O-
Bipu 0o Hboro. lLle, y cBOIO 4epry, Io3sUTMBHO BIUIMBAE Ha 31aT-
HiCTb CyO’€KTiB Aep>XaBHO YIpaB/IiHHS YCIIIIHO 3HiMICHIOBATU
CBOIO HisUIbHICTB [1]. 3HauHOIO MipoOIO caMe yCITillIHe Ta IIBUIKE
dopMyBaHHA HOBUX Hep>KaBHO-IIEPCOHAJIBHMX OpeHiB, HacaM-
nieper, [Ipesunenra Ykpaiam ta 'ostoBHOKOMaHayBaua 30poiHMX
Cwi1 YkpaiHu 1icias modaTKy MOBHOMACIITAaOHOTO BTOPIHEHHS
pocivicbkoi denepartiili 1o YkpaiHM CIIpusyIO ITyOJIivHIN MiATpUM-
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111 ITOJIITUYHMX Ta eKOHOMIYHMX KPOKIB Ha HIATPVMKY HaIllol Kpa-
iHU 3 boKy rpomangH kpain €C ta HATO.

Crnip 3a3HauMTH, 110 BCi IMyOsriyHiI OpeHOM KpaiHM Ha BCixX
OIVICAaHMX BMUIIe PiBHAX POpMyBaHHsA OpeHMIB QyXe TiCHO B3ae-
Mornos's3aHi. [Ilogo HaioHastbHOrO O6penny YkpaiHu, To crpuii-
HATTS HAIIOTO HApOy Ta HpedCcTaBHUKIB PeIITi CBITy xapaKTe-
PU3Y€ETBCA IeBHUM IepedopMaTyBaHHAM. PaHillle, y mepeaBOeH-
Hi pokmu, 00pa3 YKpaiHyu MaB HU3KY OCOOJIMBOCTEN, SKi 3aBakasin
AKTMBHOMY IIPOCYBaHHIO Ha MDKHapOdHii apeHi. [Io mmoBHOMac-
IITaOHOT BilTHM TaKi KOMIIOHEHTM $K: YMOBU Be[JleHHs Oi3Hecy, iH-
BeCTULIIVIHUI ~ KJIMaT, KyJIbTypHI, OCBITHI Ta TypUCTUYHI
rmam’gaTKM; colliayibHa cdpepa (FOJIOBHUM YMHOM SKICTh XXUTTS Ta
piBeHb Oe3nekn); HalliOHAJIbHI CMMBOJIV, pelyTallid HalliOHaJTb-
HVIX JIIIepiB Ta 3araJibHOI HalllOHAJIBHOI €JIiTV — TaKOX He OTPWU-
MyBaJI BMCOKOI OLIIHKM MDKHapOHa CIIUIbHOTA. 3TigHO 3 KijIb-
KOMa HOCJI/DKeHHsAMM, cTaHOM Ha KiHens 2013 poky Ykpaina B
OCHOBHOMY po3IyIdfaiacd sIK MOJIOJa OeMOKpaTid 3 IlepeXiIHVIM
repiogoM, KpaiHa «IIOMapaH4eBOl PeBOJIIOLIT», BIIOMUX CHOPTC-
MEHIB 1 KpacyHb, a TaKOX JedKMX YKPaTHCbKMX BUCOKOTEXHOJIOTI-
YHUX Tajly3er. BapTo 3asHa4mTy, 10 10 HeraTUMBHMX XapaKTepuc-
TUK IMiJDKy KpalHV Ha TOW Yac TaKOX HaJleXayln: HeedeKTVB-
HiCTh, MaJIOBIIOMICTh KpaiHM, IIOJIITUYHO HECTaOUTbHUM IIeHTP,
KOPYIHILlisl, HeepeKTMBHICTh BJIaJI1 Ta HEBM3HAYEHICTb PO3BUTKY,
TIOTaHWY iHBECTUITIMHMY KiTiMaT [2].

AKTyasIpHIiCTh. [3 IOYaTKOM POCIVICBKO-yKpalHCBKOI BiliHM
cuUTyalisa KapaMHaIbHO 3MiHWwIacd. O4eBUIHO, 1110 TOJIOBHY POJIb
y TpaHcdopmaliil 3arajibHofIepKaBHOro OpeHay Ykpainu sirpaim
MY>KHICTh Ha CaMOBIIJAHICTb YKPpalHCHKOTO Hapomy, IepemyciM,
cwlI OOOpOHM HaIol Jiepkasy, 110 00 enHyoTh 30pomHi Crum
Vxpaiau (3CY), a TakoX iHIII yTBOpeHI BiIIOBIIHO /10 3aKOHIB
YkpaiHu BiIcbKOBi pOpMyBaHHsI, [IPaBOOXOPOHHI Ta PO3BigyBa-
JIbHI OpraHu, OpraHy CIeljaJIbHOIO IIPpM3HA4YeHHd 3 IIPaBOOXO-
poHHUMM (pyHKLIAMYM, Ha gKi KoHcTuTyiero Ta 3akoHaMu YKpa-
THU TIOKJIaZleHO (PYHKIIII i3 3a0e3rieueHHss 0OOpoHM AepxkasBu [3].
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Came caMOBiIJTaHICTB IIPeICTaBHMKIB 111X OOOPOHHMX YTBOPEHD 3
IepIIVX FOOVH i3 HOYaTKy BiVHM 3a0e3rednn ageKBaTHY Bifcid
arpecopy, 110 He O3BOJIVWIIO JOCATTU OCTaHHBOMY CBOIX 3JIOYMH-
Hux 1itent. OcobimBicTIO JaHoro nepiony € opMyBaHHS HOBOIO
iMiIKy YKpalHM depe3 CTaHOBJIEHHS [ep>KaBHO-IIePCOHAIbHIX
Opennis, BivicbkoBux Opennis (ax 3CY B 1ytoMy, Tak "1 OKpeMux
ITPO3/iTIiB, a TakoX cwiI TepuropiasibHOI 000pOHM Ta 1 HigpPO3-
nutiB). BapTo TakoX HarosocuTy Ha BapiaHTax HecTaHIAPTHOIO
BUKOPWCTaHHS CTOPOHHIX OpeHIiB yId IoCiIeHHs OpeH/IiB mep-
JKaBHO-IIepCOHAJIBHMX 1 KOPeJIALil MK 3pOCTaHHSM CUJIN OpeH.y
Ta piBHEM CHPUMHSTTS M 4KOl CWIM Aep>XaBU IIOIPY MajiHHS
HOMIiHaJIBHOI BapTOCTi OpeHAy Jiep>XaBy, 0OUMCIIEHOMY Yy I'POIIO-
Bint popmi.

1. 38’5130k MiXK BapTicTIO OpeHOy KpaiHWM, CMJIOI0 OpeHOy Ta
«M’SIKOIO CMJIOI0» Ta BIUIMBOBICTIO.

BapTo 3a3HauuTHN, 10 3 4aciB IIOSBYU ITOHSTTA HALllOHAJIBHO-
ro OpeHa, KOHKpeTM30BaHOTo y mpaiigx C. AHXoIbTa SIK [IeBHUN
acolliaTMBHUII Psifl, IIIO0 CTBOPIOIOTb KOPIOpaTMBHI OpeHOu Yy
IIPUB SA3111 10 COLIIOKYJIBTYPHOI CIIAAIIMHM KpaiHy IIOCTYIIOBO PO-
3HIVPIOIOYM TIOr0 Ta Hajalouy HOBI r'pai [3], Oysio mposeneHO
I'PYHTOBHY PpOOOTY 11010 PO3IIMPEHHS IIbOTO IIOHATTS Ta OIIUCY
VIOTO 4Yepe3 pi3Hi CKIIaJ0BI €KOHOMIYHOIO, COIIIOKYJIBTYPHOIO Ta
IIOJIITUYHOIO Xapakrepy. Tak, 30kpeMa, 3a aHaIi30M, IIPOBEIEeHMI
In ®anOM, BUIUISIOTECA YOTMPY OCHOBHI CKJIaZI0Bl HaIllOHAJIBHO-
ro Openny [4]:

1) ExcriopTHMI OpeHAVHT - BU3HA4Ya€ piBeHb IIpeCTaBHMIITBA
HalllOHaJIbHMX KOMIIaHi Ha CBITOBMX PUHKAaX

2) bpenauHr Michp (TepuUTOpili) - BU3HA4Ya€ HAsBHICTH JIOKa-
JIbHVIX OpeH/IiB Ta IXHiV BIUIMB Ha CIIPUVHATTS KpalHW Y CBiTi;

3) TloniTruHum OpeHAVHr - BIiAIOBiA€ 3a CHPUIMHATTS MiX-
HApOAHOIO CIIUIBHOTOIO IIOJIITMYHOI CUTyalili Ta Iepebi-
I'y IIPOLIECIB;

4) KyinpTypHWUII OpeHAVHT - BU3HA4Ya€ piBeHb PO3BUTKY caMoi-
neHTVdIKallil BcepeqyHi KpalH Ta il COPUIHSTTS Y CBITI.
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Okpim Toro, 3a Im ®anoMm, dopmyBaHHS HaAIlIOHAIIBHOIO
OpeHOy 3aIeXXUTh Bifl IIBUIKOCTI, JIETKOCTi Ta edpeKTMBHOCTI ¢o-
pMyBaHHS BCiX MOIO CKJIAOBMX Ta IUIICHOCTI y CHUCTeMi B3ae-
MO3B s13KiB MiXX HuMMK. B cBoro uepry, X. @. Toppec B sIKOCTi Kpu-
TepilB /I BU3HAUeHHsS HaIliOHAJIBHOTO OpeHjy OuIbIy yBary
npuniige iHpoOpMaLino-KyJIbTypHII CKIa[OBili, a €KOHOMIdHY
YacTUHY IIPOIIOHYE OpaTu 3 iHTerpasibHOrO MOKa3HMKa BaJIOBOIO
BHYTPIIIHBOTO IIPOOYKTY [5]. 3arajiom BiH TaKOX BUIiJISE€ YOTUPU
OCHOBHMX CKJIaJIOBi HaIliOHAJILHOTO OpeHiHTY:

1. Exonomiunuil. e mokasHuk BBII BukopucToByeTbea mirst po-
3yMiHHS BIUIMBY OpeH/IHTY Ha piBeHb IiJIBUIIeHHS eKOHOMIYHOI
aKTMBHOCTI.

2. PiBens ujacms. BusHadaeTbCa BUMipaMy TJIAHTY Ta TOPOCTI.
T'oprmicTb - 1e TOpAiCTh IPOMALAH 3a CBOE MICTO, CBOIO KpaiHy, sgKa
3MYIIY€E IX OUIIATUCA TUM, [1€ BOHU XUBYTh.

3. Ilonum, HantpuKiIag IMQPOBUI IIONNT. 30KpeMa, HaCKiJIbKI
30UTRIIIMITACS TIPMBAOIIVBICTE 1 iHTEpec /10 KpaiHu uepe3 3pOCcTaH-
Hsl 3aIllUTiB HOLIYKy B Mepexi [HTepHeT, TOOTO BM3HaUeHHs IpU-
BaOJIMBOCTI Uepe3 BUMipIOBaHHS OHJIaTH-aKTVBHOCTI.

4. Cnpuunammsa xpainu. BusHauaeTbcs 3MIHOIO i IMIZIXY Yy CTO-
POHHIX CIIOCTepirayis.

Hapasi, jy1g OLliHKM HallioOHaJIbHMX OpeH[iB BUKOPWUCTOBY-
IOTbCA IHTerpayIbHI pO3paxyHKM 3a HACTYIIHVMMM IIOKa3HVIKaMIL:
perryTarlist, iHHOBaIlil, JOBipa, JIOSUIbHICTH, SKICTh 1 CIIBBIIIHO-
IIIeHHs BapTOCTI Ta SAKOCTI XXUTTA. 30KpeMa caMme 3a HUMU po3pa-
XOBYIOTbCS PeNTUHIV OpeHMiB[6] KOHCaJITMHIOBOIO KOMIIaHI€rO
Brand Finance, pe3yspTaTit 1OCIi)KeHb SKOI BUKOPUCTOBYIOTBCS
JJIS OLIIHKYM BapTOCTi HaIliOHaJIbHMX OpeHIiB, CIIM HallioOHaIb-
HIX OpeH/IiB Ta IXHBOT'O BIUIVBY.

ITonpu Te, 1m0 BiMiHa 3aBOasla YKpaiHi KaTacTpodivHOI Iy-
MaHITapHOI Ta €KOHOMIYHOI pyViHallll, BHaC/Ii/IOK YOIro BapTiCcTh il
Openny Briasta Ha $22 mpy (3i $107 mpa no $85 muipn) [7], Hamis
YCHIIITHO 3axVCTWIa CBOIO He3aJIeXHICTh 1 3apydniacd HiATpUM-
KOIO COIO3HMKIB. Ha MDXKHAapOAHOMY PiBHI, 110 IIPU3BEJIO [0 3Hay-
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HOro 30UIbIlleHHs cvwin OpeHny. lle yHIKaIbHMUI BUITAIOK, KOJIN
IIpY 3HVDKEHHI BapTOCTi HaIliOHaJILHOTO OpeHOy 3pocTa€ [oBipa
110 KpaiHu Ta 30UIbLIyeTbCs cvula OpeHay.

i1 pospaxyHky cumm Openay Brand Finance BukopucToBye
BJIacHe TJIyMauyeHHs OpeHIy SIK «CYKYNHOCHI 10op206esbHUX MAapox i
no6’a3an0i 3 HUMU THINeAEKYAAbHOI BaacHOCMI, AKI MOXHA Buxopuc-
mobybamu, wob ompumamu nepeBaeu 6i0 cnpuiuHammas Bcix 3ayikab-
AEHUX CMOPIH 044 HAOAHHA PISHOMAHIMHUX eKOHOMIYHUX OeHeqpiyiil
cy0’exmy eocnodaprobanns».

BigHOCHa cmia HaIllOHAJIBHOIO BU3HAYAETHCS 3a JOIIOMOI'OIO
30a1aHCOBaHOI CMCTEeMM ITOKA3HMKIB, 110 OIIHIOKTH IHBEeCTUIII B
Openn, cripuHATTS OpeHIy Ta edpeKTUBHICTb OpeHAy. 3a LMMM
XapaKTepuCcTKaMM MOKa3sHVK CUJIN YKpalHCbKOro Openay B 2022
poui 3pic OUIBLI HiXX Ha 5 NYHKTIB y nopiBHAHHI 3 2021 pokoM - 3
52,8 no 57,9 31 100, rosioBHMM umHOM 3aBasKu 15%-My 3pocTaHHIO
CHOPUVHSTTS OpeH1y Ha MIKHapOIHIN apeHi 30KpeMa uepe3 30i-
JIBILIIEHHS TaKMX ITOKa3HMKIB Baru OpeHny YkpaiHu, sIK BIli3HaBa-
HICTB y CBiTI, pemyTallis Ta BIUIVMB, Ha JOAATOK 10 IHINMX II0Ka3-
HUKIB, TaKMX K aBTOPUTETHI JIifIepy, BepXOBEHCTBO IIpaBa Ta
IIpaBa JIIOOVHM, a TaKoXX HaminHai 3MIL

Y cBoOIO "epry, 3pocraHHs Barv TaKOIoO IIOKa3sHMKA SIK «aBTO-
pUTeTHI J1ifepn» BiIOyBaIoCh Yepe3 picT 0cOOMCTOI HOMYJISIPHOC-
Ti [Ipesupenrta Ykpainu Bonmogmmupa 3ereHcekoro ta I'osmosHO-
KoMaHyBada 36ponHmx Cut reHepasia Batepisa 3asyxHoro.

L1 monysisApHICTh, a TAaKOX HafBesIMKa LIKaBIiCTh O IOAIN B
YKpaiHi BIUIMHYJIM Ha 3POCTaHHS iHAEKCY «M SKOI CMJIV» HaIIlof
kpaian. Tak, 3okpema y Global Soft Power Index 2023[8] Vkpaina
rociia 3arajpHe 37 Miclie, Iporryctmsium yrepen, [loneiny(36) Ta
BuIepenuBiay Yexiero(38). Y perTvHIy MUHYJIOTO POKY MU OyJin
Ha 51-my micii. [Toxpamenns Innekcy sigpasy Ha 10,1 6aim - me
HaVIKpally IIOKa3sHUK Y CBITi.

B cyuacHiy iHTeprperariii «M'sika cwia» — Iie 3aTHICTb Ile-
peKOoHyBaTH, a He IIpUMYLIyBaTH iHIII KpalHy OaXkaTu TOTro camo-
ro, IO 1 TBOA KpaiHa. [ocsrHeHHH I1i€l MeTV BifOyBa€eTbCs uepes
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aZBOKaTyBaHHs IIiHHOCTel i HOpM. [y oOpaxyHKY HOTYXXHOCTI
«M'SIKO1 CVJIVI» BUKOPUCTOBYETBCS BiciM 0a30BMXx PaKTOPIB:

1) OisHec i Toprisig;

2) mep>XaBHe yIIpaBJliHHA (governance);

3) MDKHapOIHi BiTHOCVH;

4) KysIpTYypa i clafIHa;

5) Mefia i KOMYHIiKallii;

6) ocBiTa i HayKa;

7) J1rou 1 IIHHOCT;

8) CTiVIKicTh MamtOyTHBOTO.

3a IMMM IIOKa3HMKaMM Ta INKasIoro Big «0» mo «10» 3a BIIi3-
HaBaHicTIO YKpalHa oTpumMasia 7,3 Oasla, 3a penyTatii€to - 5,8 Oaria,
3a BIUIMBOM - 4,7 Oaia, 3a dpakTOpoM «Oi3Hec i Toprisisa» - 4,4 Oa-
J1a, 3a ep>KaBHMM yIIpaBliHHAM - 3,6 Oayin, Mi>KHapOIHVM BiJTHO-
cuHaM - 3,9 Oaymm, KyJIbTyporo i criagimnHoo - 3 Oaiy, Mefia Ta
KOMYHiKatissMu - 3,5 0aJin, ocBiToro i HayKoro — 2,7 Oasiu, JIIOAbMU
i ninHocTamu - 3,5 Oay, crivkicTio ManOyTHBOrO - 3,8 0aJUIOB.
Came 3a BIi3HaBaHICTIO YKpaiHa yBIMIUIAa A0 TPIVIKM JIZEpiB,
npontyctus Briepen, CIIIA Ta Bertuky bpwuraniro.

2. @opMyBaHHs HOBOIO iMII)Ky Jep>KaBu YKpaiHa:
IIMBUIBHUI aCIIEeKT

Came pimrydi aii kepiBHUITBa KpalHy Ha 4o 3 [lpesumen-
ToM YKpainu Bomomumupom 3erieHCbKMM, 1 BMijle yHIpaBIiHHA
3CY 3 BoKy yKpalHCBKMX BO€Ha4daJIbHMKIB, IepenyciM, I'o1oBHO-
KoMaHyBadyeM 30porHMX cwl YKpaiHu reHepasioM Bastepiem 3a-
JIY>KHUM, 1 3aTaJIbHOHapOIHAa MIATPUMKA YKPaTHCBKIMX 3aXVICHUKIB
3 OOKy MIMPOKMX BEPCTB YKPAIHCHKOTO Hapoay (30KpeMa, PyX BoO-
JIOHTepcTBa i T. iH.) cripusui PpOopMyBaHHIO HOBOI'O iMIIDKY iep-
kaBu Ykpainu. Ilompu Te, 1110 BCi BOHM pa3oM BIUIMBaJIM Ha IIO-
TY>XKHICTh HalliOHaJILHOIO OpeHIly, BapTO po3IVIAdaTV He TUIbKU
3araJIbHMUN pe3yJIbTaT, ajle M 4acTKy BHEeCKIB KOXXHOI'O BeJIMKOI'O
daxTOpy, CYKyHIHICTh AKMX MOXXHA PO3OUINTY Ha LMBUIBHUI Ta
BIVICBKOBWMV aCIIeKTV, KOKeH 3 SIKMX Ma€ BJIaCHI OCOOJIMBOCTI.
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B mmpoxoMmy po3ymiHHI, HACIHIKOM TpaHCHOPMYOUMX
BIUIMBIB 000X acIleKTiB, YKpaiHa cTajla CHpWUIMATICA y CBITi, 4K
KpaiHa CMUIMBOrO Ta BOJIEJIIOOHOTO HapoAy, IO Ma€ MIITHUI Xa-
paKTep i BiOIIOBIIHMI XapaKTep i1 OOpOoThOM i3 JOCUTH MIOTYX-
HOT apMil pocii, IIT0 caMOHAJIisSIHO O3MUIlIOHYBasIa cebe, K «Ipyra
apMid cBiTy». JlocuTb pimyui [ii yKpaiHCBKOIO Jep>KaBHOIO Kepi-
BHMIITBA Ha CBITOBIN apeHi CIIpUsUIM TaKMM IIpoliecaM, siKk KOHCO-
Jjganid 3yCcuiIb AeMOKpaTUYHMX KpalH IIPOTH il arpecopa. YkK-
paiHa Havasla HabyBaTu pycy cy0’ €KTHOCTI B CBITOBIiVI ITOJIITHLIL.

Y piskomy «ImepenosuilioHyBaHHI» 3aralbHOOepP>KaBHOTO
IMIIKYy YKpaiHu CBOIO pPOJIb 3irpajiv cCIielliajIbHO TIeHepoBaHi
Opena-komyHikamii [9] . [TpuxiiagomM MoXe cIyryBaTy KOMyHiKa-
ITITHA KaMIIaHis, ITTo 6yﬂa CTBOpeHa Ha CaMOMY II0YaTKy BIVIHU
areriiiero «Banda Agency» cinibHO 3 Odicom IIpesupenTta Ykpa-
a1, Kabinerom MinicTpiB Ykpainy, MiHicTepcTBOM KyJIBTYpPU Ta
iHdopMmanirHol nomiTnku i MiHicTrepcTBOM I poBoi TpaHcdo-
pmariii [10; 11]. BkazaHa kammaHig rodasiacs B IIepIil TVDKHI Bifl
rioyarky BivtHU - 8 xBiTHs 2022 p.

BE
BRAVE
LIKE
UKRAINE

Puc. 1. Pexitama «Be Brave Like Ukraine», m1io memoHcTpYy-
Bajlacsi y OaraTprox KpaiHax cBiTy. Pexstama «CMiIMBicTH Mae
IBa KOJIbOpw», KBiTeHBb 2022 p.

Hocii 30BHIIHBOI pexitamMn «byne cmiummBuM, gk YkpaiHa»
(puc. 2.1.) nosicvum Ha Byymisax Kanany, Ilospeimni, Himeuunnn,
Itasnii, Asctpii, Bermkoi bpuranii, Icrianii, CIIIA Ta in. [12]. bin-

138


https://uk.wikipedia.org/wiki/%D0%9E%D1%84%D1%96%D1%81_%D0%9F%D1%80%D0%B5%D0%B7%D0%B8%D0%B4%D0%B5%D0%BD%D1%82%D0%B0_%D0%A3%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D0%B8
https://uk.wikipedia.org/wiki/%D0%9E%D1%84%D1%96%D1%81_%D0%9F%D1%80%D0%B5%D0%B7%D0%B8%D0%B4%D0%B5%D0%BD%D1%82%D0%B0_%D0%A3%D0%BA%D1%80%D0%B0%D1%97%D0%BD%D0%B8

Oopmut Ta ciTualTH i3 BKa3aHMM KOHTeHTOM Oy po3MillleHi Ha
LIeHTPaJIbHMX IUIOMIax 1 BYJIMIIAX, IOOIM3Y CTaHIIi MeTpO Ta Ha
3ynmHKax rpoMaacbkoro tpaHcaopry. Y CIIA ykpaiHcbka pek-
naMa «Be Brave Like Ukraine» 3'aBwaca na Tamc-Cksep y Hbio-
Vopky, a y Benukin Bpuranii - #a oo TTikamburi-cepkyc y
JIoHmOHI.

ITomiOHY posb Bifirpasasa TakoxX pekiama «CMUIMBICTD Ma€e
nBa Koibopw» (puc. 1 Ta 2.). g pexiama, 31e0UTBIIIOrO, JeMOH-
CTpyBaJIacsd Bcepe)IE/IHi YKpa'l'HM.

CMINUBICTL’

MaEt BIMONKAPN

Puc. 2. CMiniMBicTh Ma€ IBa KOJIBOPU

PazoM i3 3arasibHOfepXKaBHUMM OpeHIamMy TpaHcdOpMyBa-
Jcs V1 perioHabHI Openan. Tak, My>)XKHICTb Ta camMOBiJaHICTb
saxvcHuKiB KuiBmmyny, Cymmyay, YepHirismHm, XapKiBIIHY,
XepCOHIIMHY Ta IHIIMX PerioHiB CIpysUla TOMY, II0 3MiHIOBaBCI
IMIIDK Oyx Teputopint. Tak, Hanpukiiaz, XapkKis, IO 3aBXXAV MaB
iIMIIDK IPOMMCJIOBOTO, HayKOBOI'O, OCBITHBOIO Ta KYJIBTYPHOIO
LIEHTPY, 3aBAgKNM CBOIM OOOPOHIISIM OTPMMAaB CTaTyC MicTa-repos
Yxpainn. Lle crayo ocHOBHMM KOHTEHTOM 3HaYHOI YacTMHW peri-
OHaJIbHMX OpeHI-KoOMyHiKariin (puc. 2.3., puc. 2.4.).
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MITTO FrEPOM

W

Puc. 3. Pexkstama «Micto-repovi XapkiB», ceprieHs 2022 p.

HJocuTh BayXIMBOIO MeTOI0 OpeHII-KOMYHIKallill TepuTopia-
JIBHMX yTBOpPeHb OyJia TakoX IATPMMKa MOpPajIbHOIO CTaHYy Ha-
CeJIEHH PErioHIB IIiJ], Yyac iX TMMYacOBOI OKYIIaIlii pOCIVICBKMMM
3arapOHMKaMM Ta I1ic/Is 3BUIbHEHHS YKPalHChKMX MICT Ta CiJl.

e Ykpaita

| ;,y‘u‘ DAL
i EBpona

Puc. 4. PexstameMI IUT «XepcoH - 11e YKpaiHa» 1eMOHCT-
pyBaBcA ITiZ 9Yac TMUM4YacoBOi OKyIIallii MicTa y CyMiDKHMX peri-
oHax. ITomkom>keHO OcCKOJIKaMM Mid Yac apT-oOCTpisiiB micias
3BUIbHeHHs MicTa y 2023 p.

3. ®opMyBaHHs HOBOIO iMI/I)Ky Jep>kaBu YKpaiHa:
BIVICBKOBM aceKT

ITin gac pocinchbKO-YKpaiHCHhKOI BiVIHM 3aJIMIIAEThCS aKTya-
JIBHMM IIpollec HigTpuMaHHS OpeH[iB OKpeMux IHCTUTYTIB Oep-
KaBHOI Bi1agy, 30kpema 30portHnx Cwt Ykpaiau ta cvwi Tepuro-
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piayibHOT 000pOHM. 3BMYANHO X, OCHOBHI 3yCWUISA 1100 IHiIBU-
meHHd iMipKy 3CY nokiIagaroTh caMi BiVICBKOBI, IO HUINATH PoO-
CIVICBKMX OKYIIaHTIB Ta 3BUIBHAIOTH YKPalHCHKI 3emiIi. Ajie 3 Io4a-
TKY BiVIHV CIIOCTepirascs CIUIECK COLIIaJIBHOI peKjlamMy, IIpucBIYe-
Hoi 30pomHUMM cwiaM YKpaiHM Ta iH. CWIOBMUM CTPYKTypaM

(puc. 5).

12 rpyaHs

JEHb
CYXOIMYTHUX
BIMCbK
YKPAIHA

Puc. 5. ComriannpHa pexsiama 30porvtHux cuil YKpaiam. 2022
Ta 2023 pp.

JIK pesyIibTar, — HaVIBUIIUVI PiBeHb IOBIpYM B yKpaiHIIiB /10
3CY cepen mepXaBHMX Ta CYCHUIBHWMX IHCTUTYTIB. Im JOBIPSIIOTH
96 % ommmranux ITpo 11e cBiquaTh pe3ysIpTaTit OIUTYBaHHS, IIPOBe-
JIeHOTrO COIlioJIoriyHo0 c1yXo0oio Llentpy Pasymkosa [13].

Cwin TepuropiasibHOI 000POHM TaKOX IIOYaIM BUKOPUCTO-
ByBaTU eJIeMeHTV OpeH[-MapKeTUHIY K I CaMOIO3MIIiOHY-
BaHHA OKpeMUX IIOPO3OUIB TakK 1 ISt CTBOPEHH Ta IOTPUMKU
dpyHKIIIOHaJIBHOTO-OpraHi3aliliHOro 3abe3ledeHHs 3araJbHO[e-
pKaBHMX OOOpPOHHMX ITPOEKTiB, TaKMx $K IporpaMa «Apwmis
I poHiB». ApMigd APOHIB - CHUTBHUI IpoeKT Minoboponu, MiH-
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mmdpy, I'enmrady 3CY, Hepxcnenss'ssky tTa UNITED24[14]. B
paMKax IIbOro IIPOeKTy Ha JaHMI Yac 3aCHOBaHO Ta IIPaLfOIOTh 26
y400BVIX YCTaHOBU (IlepeBa’kKHO Ha BOJIOHTEPCBKMX 3acajax), sKi
HaBYaIOTh eKillaXi QPpOHIB AjIg HomalIbIIol ciry>kOm B j1aBax 3CY
Ta cwiax TpO. Takox icHy10Th crienriasizoBaHi 3arounm TpO, opie-
HTOBaHI camMe Ha IIATOTOBKY IIUIOTIB Ta IITypMaHiB apoHiB. Of-
HIUM 3 HepImx MMoai0HMX miapo3aitiB i B YKpaiHi cTas 3ariH 100-
poBosibuoro dopmyBaHHs TepuropiasibHOI rpoManu (ODTT)
«Mpia». [louatkom dpopmysannsg JDTT «Mpia» € 25 mrororo 2022
POKY, Koiiit OyB cdopMOBaHUI JOOPOBOIBYMIT KOMEHIaHTChKUTL
B3Boj1 I1pu 112 O6purazni TPO 3CY; 3 02 Gepesns 2022 11e BXXe 100-
poBosibua porta B/u A7374; a Bxe 3 07.03.2022 - xoymt BigOyJImch
300pu iHilTiaTOpiB yTBOpeHH: «Mpil» i OyJI0 yXBajleHO CTBOPEHHS
Ha 0a3i JoOposopuoi potnt — odintiniHo 3 gaswiack HDTT M. Kue-
Ba «Mpis». OcKiJIBKM HigpO3/iT i3 caMOoro oYaTKy iCHyBaHHS OyB
Opi€eHTOBaHMI Ha poOOTY y LapVHi aepopo3BinKyt TO OyJI0 po3po-
0J1eHO V10TO CMMBOJIIKY, B $IKiVI BUKOPVMCTAHO HaOUIBII BimomMum
y CBIiTi yKpalHCBKUI JliTakK — «Mpisi» (puc. 8.).

Puc. 8. lllespon JPTT «Mpisi»
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ITiciis 1iboro Ha Oasi migposaity cpopmysasch HaBuasibHMI
LIeHTp HiAroroBkm BiricbkoBux ITi1oTiB BIUIA - Global Drone
Academy, 1110 mpuiiMae aKTUBHY y4acTb B IIpoeKTi ApMist [IpoHis
Ta € OOHMM 3 26 HIKUI IapTHepiB, 110 ITPOBOAUTH HaBUaHHS 3a
TpbOMa TOJIOBHMMM HaBYaJIbHMMM Hporpamm: 1) Aepopossigka:
3aCTOCyBaHHS KOITepiB B yMoBax Ooviosux fivt; 2) FPV kamikam3e;
3) BIUIA sitakoBoro Tuiy, 1o TakKoXX 3HaVIIUIO BifoOpa’keHHs B
CMMBOJIiLIl HAaBYaJILHOTO LIEHTPY (puc.9).

AEPOPO3BIAKA AEPOPO3BIAKA

GLOBAL DRONE

ACADEMY

GLOBAL DRONE

ACADEMY

GLOBAL DRONE

ACADEMY

Puc. 9. IIlkona aepopo3Binkm Global Drone Academy,
M.Knis

OxpeMO MOXHa BUAUIUTY IOEOHAHHS He JIVIIe BITYM3HI-
HUX, ajle V1 BiJOMMX CBiTOBUX OpeH/IiB /U1 HiICWIIEHHS ITO3UTUB-
HOTO CHPWMHATTA BXe BiOOMMX YKpalHCBKMX Oep>KaBHO-
IIepCOHAJIBHMX OpeHiB, Takux gk l'ojloBHOKOMaHAyBad 30poii-
HUX CWI YKpaiHu renepai Banepin 3anyxxunii, e ¢oto i3 1mies-
POHOM y BUIVIAAL IIONYJIIPHOTO KiHOrepost I'pory 3 KiHO-carm
«3opaHi BivtHm» g gac sitHOro kountpHacryy 3CY craso mpe-
AMeTOM yBaru Ta 0e3j1ivi 3anmTiB 3 OOKy KopucTyBadiB Mepexi Iu-
TepHeT (puc. 10).

B Takmi1 criociO BimOyBaeThCs MifCVIIeHHS O3UTUBHOIO iMi-
Ky gK ocobucro I'osloBHOKOMaHOyBaua, Tak i YKpaiHu, sK gep-

143



XKaBU, 3aXVICHUKM SIKOI IPOTUCTOSTD 3arapOHMUIIBKIN Ta arpecus-
HiVI POCIVICBKMII IMITepii.

Puc. 10. I'o1oBHOKOMaHayBad 30ponHMX ¢yl YKpaiHM re-
Hepas Banepin 3axy>xauni ta I'pory.

BukopuicrtaHnHs TIOAiOHMX IHCTPYMEHTIB I IMiJICWIEHHS
OpeHny KpaiHu HoTpedyBaTMe H0HaTKOBOTO AOCIIKeHHS ITiciIst
repeMory YKpaiHu.
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BPEHI-KOMYHIKAIIII
YKPATHCbKMX KHUTOBVIABHUIITB:
BUKJIMKN CYHACHOCTI

Cxxmxancebka T. C,,

CTaplIN BUKIagad Kadpeqpyt MeOialrpoatoCyBaHH Ta BUIABHU-
4ol crapaBu PaxyiibTeTy XypHamicTKi KiiBCbKOro yHIBepcuTeTy
imeni bopuca I'pindyenka
Kuiis

CraHOBJIeHHsI OpeHI-KOMYHIKallill yKpaiHCbKMX BUIIaB-
HUIITB BiZOyBasIoCsl B OCTaHHI KiJIbKa POKiB i PeBostrortii
I'igHOoCTI, 110 9ac pocivicbKO-yKpalHCBKOI BiViHM, B Yacy ITaHOeMil
Ta HOBHOMACIITaOHOIO BTOPIHEHHS, eKCIIaHCil POCiICbKOI KHUTM
Ha YKpalHCBbKMUI PVMHOK 1 He3aXMIIEeHOCTI YKpaTHCbKVX BUIABIIB
BiZl HeOOpoOUYecHOT KOHKYPeHIIil 3 00Ky pocii. YV 1yx HempocTmx
yMOBaX BiJOyBa€TbCsl OCMMUCIIEHHS OpeHAMHIY, OCKUIBKM BIUIVB
KpW3, CIIPUYMHEHMX SIK [aH/AeMi€lo, Tak i BilTHOIO, BifoOpa’kaeTh-
Csl Ha «BCiX TpbOX crelndigHmX Aj1d OpeHy pe3yJibTaTax, a caMme,
Ha iMiKi OpeHy, IOBipi A0 OpeHAy Ta JIOSUIBHOCTI 1O OpeHAy»
[2]. InTerpoBaHi MapkeTnHrosi koMmyHikariii (IMC) sk koMIUIeKcHe
IIPOMOLIiVIHe piIllleHHs € OCHOBOIO OpeH[I-KOMYHIKallii yKpaiHCh-
Kx BuUmaBHUITB. HeHasexxHa yBara yKpalHCBKMX KHVDKKOBVIX
BUIaBHUIITB 1O KOMYHIKaIlill B pe3yJIbTaTl IIPU3BOLUTH 10 TOTIO,
110 BTpPaydaroTbCs BeJIMKI MOXJIMBOCTI, a IMIIK 1 pelryTaliid cKiia-
HArOTbCd CTUXIVHO, IO MOXe 3illcyBaTM HepcHeKTMBM Oi3Hecy.
BinmoBigHO, BUTpaTM dYacy Ta IHINMX pecypciB Ha OpeHn-
KOMYHIKallil BUITpaBaaHi y Oararbox acreKkTax.

MeTta [OoOCTiIOKeHHSI — BUSBUTU OCOOIMBOCTI  OpeHn-
KOMYHIKalil YKpalHCbKMX KHVDKKOBUX BUAABHWUIITB, JIA OCAT-
HEeHHSs $IKOI IIOCTaBJIEHO 3aBIaHHI: CCTeMaTU3yBaTy TeOPeTUYHI
3HaHHSA Ipo OpeH/, OpeHOMHT i OpeHI-KOMyHIKaIlifo KHVDKKOBOIO
BUJABHUIITBA, a TaKOX BUOKPeMUTH 0OcoOIMBOCTI OpeHsI-
KOMYHIKallil y KHUTOBUIaBHMYiV raIysl.
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1 peastizanii IIOCTaBJIEHMX 3aBaHb BUKOPWMCTAHO J1aHI
BTOPVHHMX 1 HePBMHHNMX eMIIIPUYHMX JOCIKeHb, 30KpeMa pe-
3yJIbTaTV aBTOPCBKOTO OIIMTYBaHHSA 4YuTadiB Ha KHIDKKOBOMY
Apcenai Ta @opyMi BUAABLIIB Ta OIIUTYBaHHA BUIABIIIB, 110 BXO-
nath y TOIT-20 ykpalHCbKMX BUJaBHUYMX OpeH/IiB.

Orsin, HayKOBMX Opalb NPOBIIHMX HayKOBIIB 3 IIpo0iie-
MaTuky OpeHny i 6pennunry (. Aakep, @. Komiep, K. Kestep,
. TpayT), 30kpema OpenauHry y sBumasHu4in rainysi (E. Kokc,
E. HaBortka, I. Ilintaxi, B. Tepemxo, H. Koposttok, O. Korierok), Ta
Openn-komyHikanii (€. Pomat; P. Yinomona, C. Enmonzac Ta iH-
IIIVX), CBiTYNTH, 110 CHOTOAHI Jefasti OisibIlle JOCITiITHUKIB 3Bep-
TalOTbCS 10 BUBYEHHS HUTaHb OpeHny, OpeHOmHr i1 OpeHn-
KOMYHIKallil, IIpoTe II1e HeJl0CTaTHBO IIpallp, SIKi O JOCITiKyBaIn
Ll IIMTaHHA Y KHUTOBUOABHMYIN Taly3l YKpaiHu.

BpennuHT € cTpaTeri€ro, 31aTHOO 3pO0OUTM KHUTY BUJIABIIIB
«OUIBII HOMITHMMM Ha IlepeHaceJIeHOMY PMHKY Ta IIiIBUIIyBaTU
JIOSUIBHICTD KJII€EHTIB B YMOBax >KOPCTKOI KOHKypeHLii» [3, p. 12].
«bpeHaMHr — IIpoliec CTBOPeHHH SCKpaBOIrO oOpa3y «B IOJIOBi»
CIIOXMBaya, a MOro pesyJjbTaT, — BJjlacHe, OpeHy. BumasHuumm
OpeHI1 po3rIsiiaTIMEMO 4K BiJOMY, 3HaHY BUJAaBHUYY MapKy, II10
MOXKe CTOoCyBaTucs BuaaBHMIITBa (OpeH[, BUIABHUIITBA); BUIAB-
HIYOro IponyKTy (OpeHn KHUIM 4uu cepii), yognHu (OpeHn BU-
JaBllsi 4YM aBTOpa, OpeHn JiiTepaTypHOro repos). bpena-
KOMYHIKalliss — HpoIlec B3aeMOLIT 6peH):Ly BUIaBHMUIITBA 3 yciMa
LIUIbOBVIMM ayIUTOPisAMY, BHACTIIOK YOTO 3MIHIOETHCS MOTMBALif,
CTaBJIeHHs, IIOBeiHKa LIVIX ayAuTOpin i dpopmyeTbca oOpas Open-
1y BUABHUIITBa» [6, c. 2].

BumaBHMUi OpeHnm 3a3BMyaill He BBaXKalOThCS BaXKIIMBUM
dakTopoM BUOOpPY KHUIM umTadamu [7], 110 OBOISTH [10-
CJIIPKeHHsI KHUTOBUIAaBHNYOIO pMHKY. PecrionieHTV 3a3Ha4ar0Th
BUIABHULITBO cepel] HeIIPMHIIMUIIOBMX IapaMeTpPiB BMOOpYy KHUIY,
III0 JaJI0 MiCTaBy aBTOpaM AOCIDKeHHS YWUTaHHA KHVDKOK B
YkpaiHi [1] BigHecTr 00i3HaHICTD i BUSAB I0BipY BUIABHUIITBAM 3
OOKy 4UMTauiB-TIOKYIILIiB JI0 OCHOBHMX Oap’€piB A0 UMTaHHSA Ha
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KHIVDKKOBOMY PMHKY. 3a AOCIIIKeHHAM Bif, YKpalHCBKOIO iHCTU-
TyTy KHWUIY, IIPOBeAeHOro «4mroMo», BUAABHULITBA K YMHHUK
B1OOPY BKasasm juite 3,6% ycix onuraHux i 5,3% Tux, XTo unTae
KHVDKKM [9]. 3a iHmmMmM oTpmMaHMMM AaHUMU [5], BuUaBellb
Bilirpa€ HaVIMEHIIy PoJIb Iij] 4ac BMOOpPYy KHUTM, OpeH/ BUIaB-
HUIITBA He OyJle OCHOBHVM UMHHVKOM I1OT0 B1bopYy [5, c. 92].

LI TenmeHIl MMiOTBePIKYIOTH 1 pe3ysbTaT aBTOPCHKOIO
OnuUTyBaHHs 4ynTadiB Ha KHyokkoBoMmy ApceHasi Ta Popymi Bu-
nasLis nporarom 2016-2019 pp. JInmme HesHayHa KUIBKICTB pe-
CIOHIEHTIB (o 9%) 3asHauwwINM, IO Yy BMOOpPI KHUIM y IHepILIy
Jepry 3BepTaroTh yBary Ha Te, IKVIM BUIaBHMIITBOM BOHA BHIaHa.
B ocHOBHOMY BUIIAaBHUMIITBY BiJIBOJMJIM OCTAHHE II ITe Miclle ce-
pen Takmux akTopiB, gK Temy i 3MicT KHuUrM (et dakTop Ha
IIepIIOMY MiCIi), aBTOp KHUTWY, JaJli — Au3alH, XyJOXHE 0opopMm-
JICHHS KHWUI'M, IiHa. BiocoTOK TyX pecrioHAeHTIB, XTO B3araji He
3a3Ha4MB BUJABHULITBO ceper, paKkTOpiB BUOOPY KHUIM, CKJIaZae
Bizg 18 mo 50%.

Taxy cuTyallito IOSICHIOEMO, 3 OOHOIO OOKY, XapaKTepom
KHUIY SIK IIPOOYKTY, IO CTBOPIOE TPYIHOII Y 3aCTOCYBaHHI Teo-
pii OpeHOMHTY 10 Tajly3i, a 3 iHIIIOro, HeJOCTaTHHOIO YBarol BU-
JaBlliB g0 OpeHAMHry Ta OpeHn-KoMyHikarii. BomHouac BBa-
JKaeMo, 1110 OpeH T BUIaBHUIITBA € TapaHTI€l0 SKOCTi BUIaBHUYOIO
IIPOOYKTY, AOIOMara€ dmradaM YCBiIOMJIEHO BUOMpaTV KHUIY,
BIUIVBA€ Ha IMOBTOPHI MOKYIIKM, IO BaXXKJIMBO IIiJI 4Yac IIePexomy
BUIABHIYOI IHAYCTpil y I pOBUIL CBiT.

ITonpm Te, mo OpeHI BUIABHUIITBA He Bifirpa€ TOJIOBHY
pOJIb i 9ac BMOOPY KHIDKKM, Bil HOTO BIIMOBJISTICS HE MOX-
Ha. bpennuHr BUIaBHUIITBA CTBOPIOE HOBI MOXJIMBOCTI IJIsT PO-
3BUTKY Ta BMBOIAWUTH KOMIIaHiIO Ha HOBUM piseHb. lloiHdopmo-
BaHicTb IIpo OpeHp (brand awareness) i BIi3HaBaHICTb OpeHy
(brand recognition) xapakTepu3yIOTh 3HaTHICTb IOTEHIIITHOTO
IIOKYIIIld 3ragaTvi IIeBHWI OpeHn, imeHTMd@iKyBaTH 1IOroO,
BIII3HATM ITi[] YaCc KOHTAKTy 3 TOProBOI MapKoOIO 3a OKpeMMUMM Xa-
pakTepucTUKaMu 71 aTpubyTaM. Beajkaemo, 110 «3HarO4M IIOTOY-
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HUV piBeHb 00i3HAHOCTI, YKpalHChKi BUIaBHUIITBA MOXYTb I100Y-
AyBaTy IpaBWIbHY CTpaTeriro IIpOCyBaHHs, BU3HAYMUTU LIUI KO-
MyHiKarlii i pexytamHUM O610KET> [8, C. 241].

IIpaBmwIbHO cKIaJjeHa KOHIelllid OpeHay BUOaBHUIITBA MO-
Xe OyTn copMmysiboBaHa y BUIVIAL POPMYJIN IIO3UIIIIOBAaHHS:
III0 IPOIIOHYEMO; KOMY IIPOIIOHYEMO; 3 KMM KOHKYPY€EMO; UMM
Hallla IIpono3uliig Kpama. IlosmiiroBaHHsA KHVDKKOBOI'O BUIAB-
HUIITBA Ilepe0avae CTBOPEeHHH i 3aKpilUIeHHs y CBiJOMOCTI cIIo-
XIMBadiB IIeBHOrO oOpa3y OpeHIy BUIABHUIITBA depe3 TPaHCIIA-
[0 TI0r0 IIIHHOCTeN, Iepesar 1 mporosmnin. Konnenmiga mosm-
IIiIfOBaHHS 3a/la€ CIPSIMOBAHICTh yCill OpeHII-KOMYyHiKallil BuIaB-
HUIITBA.

o BimoMux yKpaiHCBKMIX BUIAaBHMYMX OpeH/IiB HasleXXaTb
KHVDKKOBI BUIIaBHMIITBA Taki sK «BumasHmTeo Craporo Jlesa»,
«OcHoBn», «A-BA-BA-TA-JIA-MA-T'A», 1m0 mnpocyBarTb CBOI
KHUI'M 71 aBTOPiB, 3OIVICHIOIOTH ITPOMOIII0O KHWUI 1 UMTaHHH, aK-
TVUBHI y CTBOpeHi i ImpocyBaHHiI OpeHAy BWIaBHMIITBA UM Cepii,
IIpOTe 4YacTKa TaKMX BUIABHUIITB HeBeJIMKa HaBiTh cepeq,
HaVBIIOMIIIMX yKpaiHCbKMX BuaaBHULOTB. CwwIbHI BUOaBHUYI
OpeHnM - 11e pe3ysbTaT edpeKTMBHOI OpeH/I-KOMyHiKarlii.

[TomyiaApHICTh YKpPaIHCBKMX BUIABHMIITB Y BiABioyBadyiB
Kmokkosoro Apcenany-2019 rtaka: «Bupasauirrso Craporo Jle-
Ba» (74%); «A-BA-BA-TA-JIA-MA-TA» (61%), «®Domio» (45%),
«Kity© cimerntHoro mossuwis» - 28%, «Ham dpopmar» (21%), «Oc-
HOBI» (16), Vivat (11%), «<KM-bykc» (9%), Meridian Czernowitz
(9%), «Bupmasauurso XymaHcbkoro» Ta «CMosockutl» (rmo 8%),
«PaHok» (3%). YKpaiHCBbKi BUIAaBHWUIITBA, IIOHYJISIPHI Y BiABiIy-
BauiB BookForum-2019 marirke Ti XX cami, 3 He3HAaYHMM BIIXWJIeH-
HsM Y BigcoTrkax. Cepen BujaBHUYMX OpeH/IiB, SIKi ITepHIMM CIIa-
naroTh Ha AyMKy (Top of mind), na Kuvokkosuim Apcenain-2019
Ha3BaHO «A-BA-BA-TA-JIA-MA-TA», «Bupasaunrso Craporo
JIeBa», «Ki1y0 cimernHoro mossuura», «@Porio», Vivat, «Ham dop-
MaT», Tomi Ak Ha BookForum y JIbBOBI HaviOUIBII 3HaHMM €
nbBiBCbKe «BumasHuirreo Craporo JleBa», a masni kniBcbke «A-BA-
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BA-T'A-JIA-MA-TA», xapkiBcbki «®omio» i «Kiryd cimertHoro
no3Buna», «Ha dpopmar» i «PaHok». IlopiBHIOIOUM pe3yiibTaTil 3a
rorepeHi POKM, MOXHa 3pOOUTY BUCHOBOK, IO IIi BUAABHMYI
OpeHOM BIEBHEHO YTBEePIKYIOTbCA Ha KHIDKKOBOMY PUHKY
YKpaiHu 1 Ha CBITY.

PesysipTaTyi BJIacCHVIX IIEPBMHHVIX JOCJIIKEHb 1 aHaIIi3 1HIINX
NOCIKeHb CBiA4aTh IIPO HU3BKUI PiBeHb HOIHPOPMOBAHOCTI
CIIOXXMBaUYiB IIpo BUaaBHMYI Operan. IlonyspHicTs yKpalHCBKIMX
BUOaBHMULTB, 3a pgocolkeHHsM Ukrainian Reading and
Publishing Data 2018, ny>xe Husbka: 37,6% yKpaiHIIiB He Ha3BaJIn
JKOIIHOTI'O BUIABHMIITBA, a00 He BimMIoBUIM Ha 3anmTaHHs, ado 00-
payIv BIOIIOBiAb «BaXXKO BIOIIOBICTI». XapKiBCbKe BVIABHUIITBO
«PaHOK» 3Ha€ HaviOUIbIIIa KUIBKiCTh unTauiB Ykpainu — 10,4 %,
Ha IIPpyroMy MICIIl 3a IIONYJIAPHICTIO OIVHWIOCH BUIABHUIITBO

«A-ba-0a-ra-ma-ma-ra» IBanma MankoBuua — 1wtoro 3Hae 7,2%
yKpaiHIliB; Ha TpeTboMmy Micli — «Kiry0 CimerntHoro /[1o3Binrs» 3
6,2% ommraHux, a 3a HUM — «BumaBHurBo Craporo Jlesa»

(3,9%) i «Dostio» (3,3%) [9]. Tpinka sigepis Maroke He 3MiHWIACH
3a 4 poxu: y mociimkeHHi 2014 poky peVITMHI BUAABHUIITB OYO-
moBajia «A-BA-BA-TA-JIA-MA-TA», 3a Heto «Panok i «Kiyb
Cimentnoro [lossiuwra». Illompasma, y 1bOMY OOCTIIDKeHHI
YKpaIlHIliB IIWTajJIM PO piBeHbL OBIPWM [0 BUIAaBHUIITBA, a He
3HaHicTb Openpy [1].

[IpranHOI0 HM3BKOI BIII3HABAHOCTI BUIAABHUUMX OpeHIiB
BBa)Ka€EMO HeOOCTaTHICTh KoMyHiKamin. IloHan rosioBuHa pe-
CIIOH/IEHTIB - BinBigyBauiB KHiokkoBoro Apcenaiy ta @opymy
BypaasLiB 3 2016-2019 pp. - BKasyooTh Ha HemOCTaTHICTH iHJOP-
Malii IIpo OIsUIBHICTE YKPalHCbKMX KHUTOBWMAABHUIITB, IXHI HO-
BUHKM y Me[ialipocTopi. Y Takmx ymMoBax akKTUBHI unTtadi (01mm13b-
Ko 40% onmTaHMX PeCHOH[IEHTIB) CaMOCTiIHO HAIIOBHIOIOTH iH-
dopMmaritHuII OpocTip BJIaCHMM KOHTEHTOM (aHIVI. user-
generated content), mommproo4M NOBiJOMIIEHHS IIPO KHVDKKOBI
HOBVHKM 1 HOIT BUIaBHMYOI Tajly3i Ta KOHKYpPYyOUl 3 Mac-mezia i
PR-daxiBiigmm BuaaBHUIITB [4].
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3a pesysjbpTaTamMy ONWTYBAaHHS BUABLIIB ONWUTYBAaHHS BU-
naslliB, 1110 BxoxsaTh y TOIT-20 yKkpalHChKMX BUAaBHUUYMX OpeH/IiB,
OCHOBHMMM BUIaMl KOMYHIKAIiVIHOI aKTVMBHOCTI BUIaBHUIITBA €
IIpOCyBaHHSA OKpeMMX KHUL 1 cepir, a TaKOX I1BeHT-MapKeTWHT,
SMM-mapkeTrHT, 0COOMUCTUIT OpEeHIMHT BUOABIISL Ta ITPOMOIIis
aBTOpiB. OCHOBHI HalpAMM KOMYHIKaIlli KHVDKKOBOTO BVIaB-
HUIITBa — Iie poboTa 31 3MI, opranisaiiis iBenTiB, PR-mrinTprmMka
npopaxis. 3pocrae yBara 4o KopriopatusHoro PR, 3okpema dop-
MyBaHHS iIMiIKy BUIABHUIITBA, Ta BHYTPIIIHbOKOPIIOPATVBHOIO
PR, ocM1CITIOETBCA BaXKJIMBICTD KPU30BMX KOMYHIKALIITA.

Ha cydacHOMy yKpalHCBKOMY KHUTOBUIABHUYOMY PUHKY
BUaBHMYI OpeHOM BUKOPUCTOBYIOTh Pi3HOMAHITHI KaHaIM KO-
MYHIKaLil: caiT¥ Ta CoLiaJibHi Mepexi, cmiBmpang i3 3MI
(Meniapintenuns), iBeHTn. Ilifg yac mmpocyBaHHSI KHIVDKKOBOI IIpO-
AyKUil yepes Tpaguuiviai 3MI Buzaslli 3BaXaloTh Ha CKOPOYEeHH:I
Micts B gpykosaHmx 3MI i wacy edipy Ha panio i TesrebaueHHi,
BiZIBeJeHVX IIiJI KHVDKKOBI HOBMHM. HavirmonyapHimor dopmoro
CIIIBITpalll 3 XypHaJliCTaMI € 3alIpOIleHHs IX Ha 3axO[y, OpraHi-
30BaHI BUIaBHMIITBaAMV, a TaKOX HaJlaHHSA KHWUT YIS pPeleH3in Ta
orrAzais. [Tormpu mpobrieMyt i MOXIIMBOCTI 3a/Iy4eHHS He3aJIeXKHMX
MeZlia 10 OpeHI-KOMYHiKallil BIJaBHUIITBA, YacTO BUIABHUIITBA,
gKi Mayim 6 OyTu 3allikaBjleHHi y HO3UTMBHOMY I1aOJIicuTi, He
VOYTh Ha KOHTAKT i3 XypHaJLicTaMy, 1[0 OUIIYTh PO KHVDKKU 1
BIIKPWUTI 110 CIIBIIpalii. 3aBgaHHs KOMYHIKaLiiHOIO BiOAUTY BU-
JaBHUIITBA 11010 MeAiapUIeNInH3 — CTBOPUTH IIYJI IIPUXVIIBHMX
110 BUOABHMIITBA XXy PHAJIICTIB, aKTMBHO HaflaBaTy IM iHdopMalliro
IIPO KHVDKKOBI HOBMHKW 4M 3aXOAM, CTBOPIOBaTU iHdOpMaLirHi
IIPVBOAM, BpaxoByBaTu crenmdiky pisHnx turmis 3MI Ta 3anmTtn
KOHKpeTHMX BuaaHb. Lle cripusuio 6 mOCTiIHOMY BUCBITJIEHHIO Y
3MI Ta n1pocyBaHHIO BIUIaBHIYOIO OpeHy.

Canit BuIaBHUIITBA MOXe OyTM 3py4YHMM KaHaJIOM I
OpeHO-KOMyHIKallil, IIpamfoBaTy Ha IIiABUINEHHs peIryTarlii Bu-
JaBHMIITBA 1 BIIi3HABaHOCTI OpeH]1y, € MaJaH4YMKOM JIJISI Be[leHH:
Aiasiory 3 akTuBHMMM ynTadamy. ColiajibHi Mepexi 3aJIMIIarThb-
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csl HaMOUIBIII ONTMMAJIbHUM KaHaJIOM IIPOCyBaHHS KHVDKOK (BU-
KOPWMCTOBYIOTBh yCi OIMTaHi BMUOaBLi) Ta KaHAJIOM OTPMMaHH iH-
dopMariii I UnTadiB-IIOKYIIIiB KHVDKOK.

BaxxmBuM HampssMoM OpeH-KOMYyHiKalin € i6enmu. Bunas-
HULITBA OPraHi3oBYIOThH 3YyCTpidi, IIpe3eHTallil, MarcTep-KiIacy,
POOVIHHI CBATa, YMTAHHS, BIKTOPVMHM, COLllaJIbHI IIPOEKTU TOIIIO.
Taxi moxii BiOyBaroThCcsl B OHJIaVH- Ta odpiamH-dopmari, B pis-
HyX JIoKauigax. IloBimoMiieHHd Ipo HMX HaJarOTbCd Ha CauTi BU-
JIaBHMLITBA Ta Ha CTOPIHKaX COLIMEPeX.

[Tanmemist KOpOHaBIPYCy 3Mycuila BUOABILIB OCBOIOBATM OH-
nanH-popMaTH IIPOBedeHHsS 3axofiB, 00 iHIIMX MaVJaHYMKiB
KOMYHIKallil 3 ayauTopi€ro, OKpiM OHJIanH-IUIaTdOpM, He CTallo.
BupaBHunTBa CcTBOpIOBaIM Irpadpikyt OHJIAVMH-TIOAIN (HalpuKiIaz,
«Ham dpopmar» nporsirom kBiTHA 2020 poky 3anporionysas 8 oH-
JIAVIH-3aXOMIB — 3yCTpiden 31 CBOIMM aBTOpaMU 4 JliiepaMu I1y-
MOK), UMM aKTVBi3yBaJIi KOMYyHiKallilfHi IIpoLiecyt Ha KHIVDKKOBO-
My puHKY. Kuvokkosun Apcenan i @opym Bupasiis 2020 poky
IPONIIUIN B OHJIaVH-dpopmaTtax. BinOysiocs HaBiTh HepeHacHueH-
Hs ayauTOpil TakmM ¢popMaToM IIOAIN, i, Ha BiAMiHYy BiJ BecHU
2020 poky, o0 OcCeHi aKTMBHICTH BIABiAyBadiB 3axO[iB IIOMITHO
cnasta. ITpore onama-dpopmMar OpeHI-KOMyHIKalil [g03BOJIVB
BUJaBHULITBAM He pO3pMBaTH 3B 30K 31 CBOIMI UM TavdaMu.

[ieBOr0 KOMyHIKaliTHOIO (POPMOIO € HpPOMOTYp, IO Op-
raHizoBye aBTOp uM BugaBHMIITBO. OdprianH-TIpe3eHTallil poMaHy
Makca Kigpyka «KoroHnis», BugaHoro crsopermm y 2022 poui 1
YJac [IOBHOMACIIITaOHOr0 BTOPTHEeHHS BUIaBHULITBOM «bopomaTnii
TaMapVH», OXOIUIIOIOTh 32 MiCTa, COTHI JIIOMeN, TUCAYl KHUT, I10-
rpu Te, 1110 BapTicTh kBUTKa 300 rpH. 3axin OrmaromivtHui, oTpu-
MaHWU IIPUOYTOK IlepepaxoOBYETbCd IS 3aKYIIBJI IPOHIB I
3CY. Tak BUOaBHULITBO JE€MOHCTPYE COLiaJIbHY BiOIIOBIAaJIbHICTD
OisHecy, 110 cIIpysge HO3UTMBHOMY CIPUVHATTIO OpeHAy BuaB-
HULITBA, aBTOpPa 1 CHIB3aCHOBHMKA BUIABHUIITBA.

KuyokkoBi BucTaBKM, ApMapKyu, decTuBali TeX € edeKTuB-
HUMM MaviJaHuMKaMu 11 OpeHI-KOMYyHiKallili KHVDKKOBOIO BU-
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JaBHUIITBA 3 yciMa LIUIOBMMM ayauUTOpisaAMM. BucTtaBku 1 KHVIK-
KOBl pMapKu € IOTYXHMMM 3acobaMu OpeHI-KOMyHiKalil: au-
3aliH cTeHOy Y pipMOBMX KOJIbOPax 3 BUKOPUCTaHHAM IHIIMX aT-
puOyTiB OpeHIy BUpi3HSAE BUAABHUIITBO 3-IIOMDK IHINMX yd4ac-
HIKIB, a IIepCOHaJI BUIOABHMUIITBA Ha CTeHAlI edeKTMBHO KO-
MYHIKYE€ 3 BiiBijlyBadaMu, OCKUIbKM JI00pe 3Ha€ BCi KHVDKKOBI HO-
BUHKV, aBTOPIB 1 IapTHEPIB, 1110 TeX BaXKJIMBO I HAJIArOI )KeHH I
edpeKTMBHMX KOMyHiKauin. TpagumiiHo ocoOimuBy yBary B
opopMJIEHHI CBO€I SPMapKOBOI IUIOLII NPpUAUIAIOTH «Bupas-
Hunreo Craporo Jlesa», Vivat, «Hamr dpopmar», «Kiryd CimentHo-
ro J1o3Binis», IesKi BUgaBHUIITBA A0a0Th 1 IIPO CTWIBHY PopMy
IUUISL CBOIX ITpOAaBIIiB (OKpiM HasBaHMX, Iie «OcHOBU», «A-BA-BA-
I'A-JIA-MA-TA», Maini.UA), i 1po ynnakoBKy IIpoayKlii y Open-
nosaHi Kpadr-naketn («JIrora crpasa», «OcHoBU», «Harmr dop-
MaT», «ArtHuss»). BucraBkm MakcuMaibHO edeKTMBHI I
OpeHO-KOMyHiKallil, OCKUIbKM iHdOpMAalLlis PO AisUIbHICTh KHVDK-
KOBOTO (pecTMBaIIO HOIIMPIOETHCS Ha pajiio, TejlebauyeHHi, yepes
inTeprer-3MI, TOMy y BUaBHUIITBA TeX € IIIaHC OTPUMAaTU IO3U-
TUBHe BUCBiTIIeHH: y 3MI, 0CcO0JIMBO, FKIIIO CTEHII BUMIaBHMIITBA
BIIBIAYIOTH Bimowmi smromu. I1in yac BuCTaBKM BUIABHMIITBY IOILTi-
JIBHO 3aCTOCOBYBaTM TakKi 3aco0M MapKeTMHIOBMX KOMYHIKaIlil,
sk PR-akmii (mmckycii, ipe3enTariii, aBrorpad-cecii, 3ycrpiui 3 Bi-
JOMVMM IIVMICbMEHHMKaMI Ta OiddyaMy KyJIbTYpPW, MY3W4HI Be4o-
pW, IIOKa3u PiIbMIB); 3aXOAM 31 CTUMYJIIOBAaHHS IHTepecy OO IIPo-
IO3UIIIV MIAIIPUEMCTBA (JIoTepel, akxilii, BIKTOpMHM); poboTta 3i
3MI (r1pec-koHepeH11il, OpndiHr); pyKoBaHa peKjiaMa (KaTayo-
'V, JIUCTiBKY, OykiieTn). Lporopiu xavokkoBum dectmsainb KHyok-
KOBUI ApceHasl BifOyeThCs, IIpoTe BIleplile KHUIY Ha HbOMY Oy-
AyTh IIpelcTaB/ieHl He BUIABHUIITBAMM, a TPpbOMa KWUIBCHKVIMU
KHUTapHSAMMY, 110 He JacTh BUIABHMYMM OpeHjaM MOXJIMBOCTI
IIOBHOIO MipOI0 KOMYHIKYBaTU 3 y4YacHUKaMV PUHKY.
BupasHuiTBa Ta ixHi aBTOpM OepyTh y4acTb Y KHVDKKOBVIX
KOHKypcax 1 OTpUMYIOTb IIpeMil, HOTPaIUIAOTh 40 YKPATHChKMX i
cBiTOBMX penTnHriB. Hanpuxian, «Bumasanmrso Craporo Jlesa»
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niepemorsio y mpemii BOP-2023 - Bologna Prize for the Best
Children’s Publishers of the Year i Bu3HaHO Hamkpamium Ou-
TAYMM BUOaBHMOTBOM €Bponmu Taka ydacTe € iHpopMaliHMM
IIPUBOIOM 14 BUCBITIIeHH: Y 3MI, opieHTye unTaya B HOBMHKAaX
BITYM3HSAHOIO KHUTOBWAHHS, IIpUBEpPTAaE yBary A0 HalKpallyx
BUIAHb.

HosBi xaHas KOMyHiKallii, gKi BiIKpmin 11 ceOe yKpaiHCh-
Kl BUAABHUIITBA IIPOTAIOM OCTaHHIX POKIB, Ile: OpraHisaliis
iBeHTiB; cHiBIIpald 3 JigepamMy AyMOK; pobora 3 Osrorepamu, 3
OykTroOepamy, iHcTaOsiorepamy; coLiajibHI Mepexi, 30KpeMa,
Telegram, TikTok; komyHikailii 3a JOIIOMOrOI0 cawITy BUIaB-
HUIITBA, ITyOsIikarii B anrioMoBHMX 3MI. Bce menie BukopucTo-
BYIOTb TpaJIMIIiViHi Mefiia (Tipeca, pa/iio, TeiebaueHH:), CTBOPEeHHS
IIOBiTOMJIEHb JId HUX (IIpecpesti3y, CTaTTi), BIIMOBIISIOTbCS BiJl
colMepeX, Ki HeedpeKTUBHI [JIs1 KOMyHiKariii.

Poip ocobucrocTi y OpeHA-KOMYHIKAllisiX HaA3BUYalTHO
BaxymBa. Cepell KIIOUOBMX IIOCTaTell - BUIABIL, aBTOpW, 1H-
drroeHcepr, akTMBHI umTadi. [lepcoHaribHUII OpeH BUIIABII,
KWV 9acTo BUCTyHae gK brand voice, BIuMBae Ha popMyBaHHA
Openny BupmasHMITBa. Hamsimomimri Bupaaslii, fK cBiguaTh pe-
3yJIbTaTV ONWTYBaHHS BiBigyBadiB HaMOUIBIINX KHVDKKOBVIX
nozit, e Isan Mankosuu («A-BA-BA-T'A-JTA-MA-T'A») - noro
Ha3sam O01m3pKo 30% Binsinysauis Kuvokkosoro Apcenasy i 40%
Qopymy BupasLis, lana Ilasmmuko («OcHoBu») (11% mHa KA),
bpatu Kanpanosu («3emerun nec») (20% Ha @B), Map’sHa CaBka
(«BumasaniTeo Craporo Jlesa») (18% na ®@B), Csarocias ITome-
panieB (Meridian Chernowitz) (16 % na ®B). Pemrry Bupiasiiis
3Hae 10 5 % pecrioHmeHTiB: AHeTTa AHTOHEHKO («BumaBHUIITBO
AneTT1 AHTOHEHKO»), Onekcanap Kpacosuipkun («®osio»), Po-
crucias CeMkiB («Cmortockutr»), Onekcin JKynancskuin («Bupas-
HUTBO JKynaHcekoro»), Bacue Kapmtok (Discursus), Kupuuen-
Ko Bragucias («Ham dopmar») Ta iH. BpaxoByroun Te, mo mnm-
TaHHSA OyJIO BiOXpwUTMUM (OOMUTYBaHVMM He IIPOIOHYBaJI TOTOBMX
BIZITIOBiJIeVl), aKTUBHI UMTayi 3HaIOTh BuAasliiB. IIpoTe BoHWM, 3a
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BUHSATKOM TVX, XTO OUOJIIOE€ PEVITVIHT, IIle He CTaJIM BIi3HaBaHVMM
Openpamu. BrisHaBaHicTh OpeHOy BWMOABIIA, SIKU € PEYHMKOM,
aBTOPUTETHVM JIKepeJIOM ITOBIOMIIEHH: I [IUIbOBOI ayAUTOPiI,
BaXJIVBA I [IPOCyBaHHA OpeH/y BUIaBHUIITBA.

I11o0 akTMBi3yBaTV KOMYHIKallifo 3 UMTadaMy, KHVDKKOBI BU-
IIAaBHUILITBA CTBOPIOIOTH aKTMBHI CIIUIBHOTU YMUTAUYiB, aJpke yuTadi
€ He JIMIIIe CIIOXMBadYaMM ITPOAYKIIIT BUAaBHUIITBA, a 11 aJBOKaTa-
M1 (41 ambacamopamu) BugaBHM4Yoro opexny. IloOynosa crisro-
BapuCTBa 1 PO3BUTOK BIJHOCMH BWIAaBHMYMX OpeHOiB - 1ie
B3a€EMO/IIS 3 UMTavyaMM Ha OCHOBI CHUIbHMX I[IHHOCTEV Ta 1HTe-
peci. Taki criBroBapucTBa MOXYTb Has3MBaTUCh aHKITyOaMmm
(fandoms). CriiyibHOTa, sIKa YTBOPIOETHCS HAaBKOJIO BUJIABHUIITBA €
BEeJIMKVIM COITiaJIbHMM KaITiTaJIOM. 3aBOSKM CIIIJIBHOTAM BUIaB-
HUIITBO MOXe 3a0e3meunTyt coOi Ilepena3aMoOBIeHHsI KHVDKKM, OT-
pyIMaTII ayguUTOPi0 Ha IOoAifx Ta mpeseHTauisx. CoisibHOTa o-
JIOBepiB Ta IIOTEHLIVIHMX YMUTauiB CTBOPIOETHCS 1 Yepe3 IoOyI0BY
CTOCYHKIB [IOBKOJIa BJIACHOT'O OJIOTYy BMIABHMIITBA YUV CTOPiHKM B
cojayibHin Mepexi. g npuxiany, CoutbHora Craporo Jlesa -
Ile «CIUIbHOTA, 3TypTOBaHa AOBKOJIA KHUIM», «OOHOLYMII» BU-
JaBHUIITBA, «JIIOAW, SKi PO3OUIATH Hallll IIIHHOCTI». «Mu 3amyma-
v CoineHoTy Craporo Jlea — abu HaOIM3UTICH OO IPUXVIIb-
HUX IO HaCc YMTadiB», — 3a3HAUeHO Ha calTi BUOaBHMIITBA. [1J1s
HVX BVIABHUIITBO IIPOIIOHYE CUCTEMY JIOSUIBHOCTI: «HaVIKpally
I[IHOBY IIPOIIO3UIII0, HAWMINBUAIILY [JOCTaBKy 1 HaWIIPUEMHIIIIe
cniikyBaHHsA». Y CIIUJIBHOTI icHye HaBiTh ocoOimBa «BaoTa» -
Oyxcu. IIporpama sosurbHOCTI «CristbHOTa CTaporo JleBa» € Bax-
JIVIBOIO CKJIa[JOBOIO OpeH/I-KOMYHIiKallill BUJaBHUIITBA.

Ha ykxpalHCbKOMY PUHKY PO3BUBAIOTBCS K04a00payii Mix 6u-
0aBrHuymbBamu i napmuepcmba i3 npedcmabruxamu HeBudaBruU020
0i3Hecy: CTBOPIOIOTb pa3OM KHVDKKM, CIUIBHO IIYKalOThb I'PaHTH,
OUIATH BUTpaTU Ta 3aVIMalOThCA ITPOMOLIIEIO CIIIBHUX IIPOEKTIB,
OOMIHIOIOTBCS LIUILOBUMM ayAanTopisiMu. Ilpuxiamom mMoxe Oyt
KHIVDKKa «Harma cromitasg. Koportki Hapucu ripo foBry BitHy» Bo-
nogumupa B'arposmua, Bupmana y 2023 p. coiipHO BuUIaB-
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HunTeamm «PaHok» 1 «®alyna». «Ykp3amisHuis» i1 «Bupas-
HuuTBo Craporo JleBa» CHJIBHO CTBOPWIN KHVDKKOBUM ITPOEKT
«3aJli3HULIEI0 IOAOMY», 00 IMiATpMMaTH MaJIeHbKMX yKpaIHIIiB,
AKi OyJIv BUMMYyIIIeHi JIMIIUTU cBOI HOMiBKM. KHVDKKY MOXHa OT-
pUMaTH B HOJAPYHOK Bifl 3aJIi3HMUYHMKIB a00 caMOCTiVIHO Hpw-
OaTy y KHUrapHsX, i KOIITH i3 KOXKHOTO IIPUMIipHMKA HadilyTh y
doun npoexrty #3armisHaPonyHa, cTBOpeHUN JOIOMOITU POIM-
HaM 3aJIi3HMYHVIKIB, SKi 3arMHYJIM ab0 HoCcTpaXdaayn BHACIIIOK
BirtHN. Taka Koabopallis — IpUKJIaL, YCIITHOrO KOOpeHANHTY —
BKJIMBUM COLiaJIbHUX IIPOEKT I 00ox KowmiIiaHin. Kopmopa-
TUBHY CIIBIIpAllfo, sKa Iepenbauvae OpeHOyBaHHS KHVDKOK -
CIIelliaJIbHUV THPaX KHVDKOK Yy KOPHOPATMBHMX KOJIbOPax KOM-
naHil-apTHepa, BUOAHHS KHVDKKM Ha yMOBax IIapTHEpPCTBa,
dopmyBaHHsA KOpriopaTMBHOI OiOJIiOTeK), YCIIIIHO poO3BUBaE i
«Ham ¢opmar». Ilomo opranizaliiHMX acnekTiB OpeH/I-
KOMYHIKallifl, TO y OaraTbox HPOBIAHMX BUOABHUIITBAX € IIOB-
HOLIIHHI mocaay daxiBLiB 3 KOMyHIiKallil i HaBiTh BiggiIm, 3a
HeOOXiTHOCTI BOHM 3a/Iy4aloTh CTOPOHHIX axiBIliB 10 peali3allii
KOMYHIKaIIIHMX CTpaTerivi BUIaBHUIITBA.

bpenn BupmaBHUIITBA BaXKIIVBUM 1 U1 BUXOAY Ha HOBI puH-
k1. Haribisiplite aBTOpChbKIIX IIpaB Ha yKpalHChbKi KHUTHM 3a KOPOH
y 2022 p. mponayii BUIABHUIITBA, SIKi € TOII-OpeHAaMM Ha PUHKY,
- «Bmpasaunreo Craporo Jlesa», «PPanok» Ta Vivat. Bmisna-
BaHICTb YKPAIHCBhKMX BUIABHUYMX OpeH/iB, IXHs peryTallis Bax-
JIVBa 1 JJIsL CBITOBOIO BUOABHMYOIO PUHKY. Peastii KHVDKKOBOIO
PVIHKY 3MYIIYIOTh BUOABLIB 3a[yMaTVCs HaJl, MOXJIVBICTIO BVUIKO-
PUCTaHHS TeXHOJIOTiI OpeHAVHIY Yy BUAABHWUYIN IpaKTULIi: BU-
JaBlll IIOYMHAIOTh BUXOAUTI 3 TiHI, CTBOPIOIOTH BJIACHI ManijaH-
YMKN Y coMepexax, po3BepTaroTb SMM-MapKeTHT, BXOOATb Y
Os10r0cdepy, BUKOPUCTOBYIOTb OpeH/I-0yKM, HaBaXXYIOTbCSA Ha aK-
TUBHE 1 IOCTiVIHe CIUIKYBaHHS 3 yMTadaMi. Juraui J0s1y4aroTbCs
710 IVICKYCII 1 BIICIIOKOBYIOTh Ti BUIABHUIITBA, SKi IIPVBEPTAIOTh
IXHIO yBary, a Il 4ac penyTalliViHUX Kpu3, 4Ki BIUIMBAIOTb Ha
OpeH/, BUIABHMUIITBA, CTAIOTh HA 3aXVCT TOTO BUAABHMYOIO OpeH-
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oy, 3 AKUMMM HOOUIAroTh meBHi cucteMm IiHHOcTenr [10]. Edexk-
TUBHI KOMYHIKallii BUAaBHMULITBA CTAlOTh IHCTPYMEHTapieM 3 aH-
TUKPU30BMX 3axO[iB Ta BaXJIMBVMM KOMIIOHEHTOM IIO[aJIbIIIOTO
PO3BUTKY K KOXXHOT'O OKPeMOrO BWMIABHUIITBA, TaK 1 KHUTOBU-
IaBHUYOI TajIysi B LIVIOMY.
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Po3aia 3.

BPEHI[-KOMYHIKAHI'[: KOHKPETHI ITIPOEKTH
TA THHOBAIINHI TEXHOJIOI'II

CTEPEOTWUIIN B BPEH/I-KOMYHIKATIIJIX:
BIIVJIVIB HA CITPUVHJITTI CIIOKMBAUYIB

Karpysnina Arna OsnekcaHgpiBHa
KOHCYJIBTAHT 31 CTpaTeriyHmx KOMyHIiKarliv,
Yepkacy, YkpaiHa
asmartburo@gmail.com

CrepeoTuii MaroTh BjIaaly HaJ HaIllVIM OTOYYIOYMM CBITOM -
BOHMV IIPUCYTHI Ha BYJIMLEIX, y edipi pamio i TesleGadeHHs, a Ta-
KOX Oe3yIMHHO IIPOHMKAIOTh Uepe3 Oe3yliu peKIaMHMX IIOTOKIB.
Hesxi cTepeoTuIi goroMararoTh JocdaraTi 1iijient OpeHgaM, a fe-
JKl — HaBIIaKWM, TUILKM 3aBaXXaloTb. depe3 cTepeoTuIln, AKi cKila-
JLaJIVICh BiKaMM, TUCSUi OpeH/IiB IIOTHS He JI0CATal0Th CBOIX ITijIer.
[To xparre 111 OpeHaa — BUKOPUCTOBYBaTH 1X abo 3 HuMM 6opo-
TUCS 1 CTaTU YacTMHOIO 3MiH? Mu po3riisiHeMo, IK OpeHIM BUKO-
PVICTOBYIOTb CT€PEOTUIIN It CTBOPEHHSI 1IeHTUYHOCTI Ta KOMY-
HIKallil 31 CBO€IO LIUTLOBOXO ayanTopiero. ITpoananisyemo pisHi ac-
IIeKTV BUKOPVCTaHHS CTePEOTUIIB y peKjlaMi Ta MapKeTUHIOBUX
cTparerisix OpenpiB. [locimifkeHHsI cIpsiMOBaHe Ha BUSIBJIEHHS
poJli cTepeoTUINB y OpPMyBaHHI CIIOXMBALIBKMX YySBJIEHD,
CIPUVIHSATTI OpeH1iB Ta HIPUMHSATTI HOKYIIHUX pillleHb. [laHa MoO-
Horpadist Ma€ BeJIMKe 3HaueHHs IS aKaJleMidHOIO cepeoBUIIa
Ta [IPaKTUKIB Y TaJTy3i OpeHAMHIY, a TAKOX MOXXe ITOCITYy XUTH I10-
YaTKOBVIM ITYHKTOM IS IIOJaJIBIINX JOCIIIDKeHb y cdepi MapKe-
TVUHIY Ta OpeHI-KOMYHIKalIlil.

KpiMm Toro, y MoHorpadii OyayTb pO3IJIIHYTi TaKi aCIIeKTu:

- JootimKeHHs I TeOPeTUYHMX OCHOB BUKOPVICTAaHHS CTEePEOTUIIB
y OpeHOVHTY.

- AHaJti3 IpakKTUYHMX NPUKIAAIB BUKOPVICTAaHHSA CTEPEOTUIIB Yy
OpeHOVHTY 3 Pi3HUX rajryserl.
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- BrummB cTrepeoTuIniB Ha CIIOXMBYY IIOBEIIHKY Ta PillleHHs CIIO-
KVBadiB

Teopist mpobsiemn. TepMiH «cTepeoTurr» OyB BBeIEeHWUI B
HayKOBY JIEKCUKY (PPaHIIy3bKMM IICHXOJIOTOM Ta aHTPOIIOJIOTOM
Kanom-Mapi ['toiHoM (Jean-Marie Guyau) B 1870 porii. IToxonuts
BiH BiJ] rpelbKoro cjioBa 'stereos" (cTivikuii, TBepauit) Ta «typos»
(T, 3pa3ok). ['ToTH BUKOPMCTOBYBaB 1ieVl TePMiH IS OLVCY 3ara-
JIBHVIX YsIBJIEHb Ta TUIIOBUX OOpas3iB, Ki OpMYIOTBCS Y CBiIOMO-
cti mopent. OgHak [OesKi Xepesla TBepOATh, III0 caM TepMiH OyB
3aIIpoOBa/KeHUNI aMepPUKaHCbKMUM >XypHasnictom Bonrepom Jlin-
rmvaHoM y 1920-x pokax. Bin B34B 110ro y mosirpadicris, siKi Bu-
KOPUCTOBYIOTB VIOTO JJIsI IIO3HAUeHHs I'OTOBOI ApyKapchKoi dpop-
MM, 1110 JO3BOJIS€ BiATBOPIOBATU TeKCT OaraTo pasis. B. Jlinmman
BBaXKaB, 110 CTePeOTUIIM MalOTh YOTUPY OCHOBHI XapaKTepUCTU-
KI: BOHU CHpPOINYIOTb pPeaIbHICTb, BOHM HeNpaBAVBi, BOHU 3a-
CBOIOIOTBCS 330BHi, a He PO3pOOJISIOTECS CaMVM JIIOAMHOIO, BOHU
nyxe criviki. I1po 11e Bin Harmicas y kHu31 «I' poMazicbka gyMKa».

Buan ctepeoTurnis — 1e yrepeykeHi Ta CIIPOIIeH] yABIeHH:
IIpO T'PYyIN JIIOEeV], 3aCHOBaHI Ha IXHiV HaJIe)XHOCTI 10 IIeBHOI Ka-
Teropii. CTepeoTu MOXyTb OyTM HO3UTUBHMUMM, HeraTVBHUMM
abo HeWTpaJIbHMMM, ajile BOHU 3a3BU4all € CIIPOIIeHMI Ta Hepe-
AJIICTUYHMMM y3arajibHeHHsAMM. Ochb [esKl 3 HanIONIMPeHIIIX
BU/IIB CTEPEOTMIIIB!
- ETHiuHI cTepeoTuINn: 3acHOBaHi Ha pacoBit abo eTHIUHIN Hasle-
kHOoCcTi. Hanmpukitan, crepeoruny Opo Te, IO BCi IpenCcTaBHUKNU
IIeBHOI eTHIYHOI Irpynu Jiefadi abo Hebe3eyHi.
- I'enpepHi crepeoTmIn: MoB'A3aHI 3 TeHIEPOM 1 3aCHOBaHI Ha Y-
BJICHHSIX IIPO TUIIOBI PUCK YOJIOBIKIB 1 XIHOK. Hampukiiazm, cre-
peoTuIl PO Te, II0 YOJIOBIKM Kpallle IIXOOATh I KepiBHUIIb-
KVIX IIOCasl, a XIHKM — IS JOTJIAY 3a JIOMOM 1 CIM'€I0.
- IIpodpecintai cTepeorumn: IOB'A3aHi 3 IIeBHMMM IIpodpecisMu
abo raiysamu. Harmpukiiaz, ctepeoTuIl Ipo Te, IO BCi Iporpamic-
T € rikamu abo 1110 BCi IIpoJIaBIli arpecrBHi 11 HACTUPIINBI.
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- CrepeoTnmiu Ipo BIK: 3aCHOBaHI Ha Bill JIIOJIeV Ta ITOB'A3aHMX 3
HUM ydBJIeHHsX. Hanmpukiian, crepeoTuIl mpo Te, 100 JITHI JIIOON
HeCIIPOMOXKHI JI0 aKTMBHOT'O XWUTTS a00 110 MOJIOAb HEPO3CyIN-
Ba 11 HeCcepro3Ha.
- CrepeoTuniit Ipo 30BHIMIHICTE: IIOB'sI3aHl 3 30BHINIHIM BUIJIA-
noM Ta disgHMMM XapaKTepucTuKamu jirofert. Harmpuxotan, cre-
PEOTUIT PO Te, IO JIIOAM 3 OXMPIHHAM Jiefladi ado 110 Kpacusi
JIFOIV OUIBII YCITIITHI 11 IITacyIVBi.
- CowiayibHI CTepeOTUIIN: TI0B'43aHi 3 COLia/IbHMM CTaTyCOM, OCBI-
TOIO, IOXOAOM Ta iHImmMM dakropamn. Hanpukiiaz, crepeoTul
IIPO Te, 1110 OaraTi JIroay 3apo3yMiIi abo 1110 OifHi JIIoaN Jieadi.
BrpomoBx ocTraHHIX POKIB 3'BUIIMICA TPU ITapajlesIbHi I10TO-
KV JITepaTypy, SKi IIOKa3yIOTh, IO CTEPEOTUIIHE CIIPUIHATTSI
Opennis (Aaker, Vohs Ta Mogilner, 2010; Kervyn, Fiske Ta
Malone, 2012), xpainu noxomxeHHs Openpis (Halkias Ta
Diamantopoulos, 2020; Magnusson, Westjohn ta Sirianni, 2019) Ta
KopucryBauiB OpeHniB (Antonetti Ta Maklan, 2016; Ziano Ta
Pandelaere, 2018) BrummMBaroTh Ha OIIIHKY OpeHIB Ta IOBEIiHKY
croXxmBauiB 110710 Hux. Ctepeoturin mpo OpeHan BimoOpa’karoTh
3araJIbHi IIepeKOHaHHSI CIIOXKMBAYiB IIPO OpeHAM SIK PO HaBMMC-
Hux areHTiB (Kervyn, Fiske Ta Malone, 2012) i rpyHTyIOTbCS Ha
ysIBJIEHHI, 1110 JIIOAM MOXYTb CTaBUTICS 1O OpeH[IiB TaK camo, SK
BOHV CTaBJIATbCA [0 JIIOMEN, 1, OTXKe, CIIpUMaTH 6peH;1M TakK ca-
MO, SIK BOHU crpuiiMmaroTs jrogent (Fournier, 1998). Crepeornn
IIPO KpaiHy BIHOCATHCA OO CHPOLIEHUX Y4BJIeHb IIPO PUICH, Ha-
Mip¥ 1 IIOBEAIHKY, XapaKTepHi [JIs JIIOHe, Kl XVBYTb y il Kpa-
1Hi, i POPMYIOTbCS IUIAIXOM HPSIMOrO abO AOTUYHOTO HOCBiLYy
(Chattalas Ta Takada, 2008; Maheswaran, 1994; Samiee, 1994). Bo-
HI He JIMIIle BifoOpaXkaloTh 3HAHHS OKpeMux ocib, ajie 11 € 3ara-
JIBHUMW pelpe3eHTallisIMV CTePeOTUITHOI CYTHOCTL Y CYCIUIbCTBI
(Stangor Ta Schaller, 1996), poO3IOBCIOIXYIOTBCA Ha BCiX WIEHIB
CTEepeOTUITHOIO 00'eKTa IPpM 3aCTOCYBaHHI BiAIIOBiIHOI KaTeropu-
3auii (Bodenhausen, Kang ta Peery, 2012). CrepeoTumnn opo Ko-
puUcTyBadiB OpeH/ia BifoOpa’karoTh 3arajibHi ysBJI€HHS IIPO OKpe-
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Mi 0coOM abo colliaJibHi IpyIny, SKMX BBaKAIOTh KOPUCTyBauyaMu
Openma (Antonetti Ta Maklan, 2016).

Konnenmig niHHOCTI OpeHy 3arMac LieHTpaIbHe Miclle SK Y
Teopii, Tak i B mpakTuii MapkeTuHry (Kumar ta Reinartz, 2016;
O'Cass Ta Ngo, 2011). 3 TeopeT4HOT TOUKM 30PYy, MAPKETVHT — 1ie
"MisUIbHICTB, HAaOip IHCTUTYIIIVI Ta IIPOIleciB JjIs CTBOPEHHS, KO-
MyHiKallil, OCTaBK/ Ta OOMIHYy IIPOIO3MIIisIMM, SIKi MAlOTh IliH-
HICTb I HOKYIILIB, KJII€HTIB, IIapTHEPiB Ta CyCIUIbCTBA B IILJIO-
My" (American Marketing Association, 2017). 3 ipakT4YHOI TOUKM
30py, COPWUVHATTA LIIHHOCTI CIIOXMBa4daMM € BaXJIMBUM (aKTo-
PpOM, 110 BU3HAYa€ 3a00BOJICHICTD, JIOUIbHICTD, BIATYKM Ta HaMipu
noKynok (Vieira, 2013); BoHM TaKOX € IXepesloM KOHKYPeHTHOI
nepeBarn Ta KoprnopatusHoro ycmixy (Vogel, Evanschitzky Ta
Ramaseshan, 2008; Watson Ta in., 2015).

OrXe, mepir HDK BUKOPUCTOBYBaTI CTEPEOTUIIV B peKyIaMi,
Oi3Hec IoBMHEH JaTu coOi BIAIIOBIOh Ha TaKi IIMTAHHSI:

e JIKa IIyIb peKJIaMHOI KaMIIaHi1?
e JIK 1 mocarTu? JIKi iHCTpPyMeHTV MOXKHa BUKOPC-

TOBYBaTW, KpPiM CTepeOTUIIIB?

e  XrTO € IIUIbOBA ayaUTOPist OpeHOy?
e JIKi pu3MKM MOXYTb BUHWMKHYTWM IIPW BUKOPUC-

TaHHI CTePEOTUIIB K IHCTPYMEHTY I JOCATHEeHHs 1iien? |

4yl € BOHM OOIPYHTOBaHUMM?

sIKa IijIe pexyiaMHOI KaMITaHii?

e Bukpwurra HOBOro mpoagyKTy abo mociryrm?

e  30uIbIIEHH: CBiOMOCTi Ipo Openn?

e  3SajyyeHHS HOBMX KJII€HTIB?

° ITinBuIIeHHs JIOSUIBHOCTL 1 3aOBOJIEHOCTI iCHYIO-
qyX KJIIEHTIB?

e KT mocarru?

JIKi IHCTPYMeHTV MOXXHa BUKOPVCTOBYBaTH, KPIM CTepeOTH-
ITiB?

XTO € LJIbOBa ayaAuTOpis OpeHay?
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e Bix, craTp, reorpadiuHe posTalryBaHH:, COLiaIb-

HMVI CTATyC TOIIO.

e [urepecu, noTpebu i IIIHHOCTI CIOXMBAUiB.
e JloBemiHKOBI 3BMUYKM 1 3BUYKU ITOKYIILIIB.
e JIKi pu3MKM MOXYTb BUHMKHYTU HIPV BUKOPWC-

TaHHI CTePEOTUIIIB SIK IHCTPYMEHTY I JOCATHeHH: 1iten? |

4yl € BOHV OOIpyHTOBaHMMM?

JIKi pU3MKM HeraTmMBHOIO CHPUIHSATTS ayauTopiero? Ocol-
JIVIBO SIKIIO CTE€PEOTUIINE MOXYTh OyTr oOpasimsuMmn abo Hellpas-
JAVIBUIM.

e Brpara nmoreHuiVIHVMX KI€HTIB, fAKi He imeHTUI-

KYIOTBCS 31 CTepeoTuIiaMmy, abo BiIUyTT BUK/IIOUEHOCTI.

e JlopylleHHs eTMYHMX HOPM 1 IIIHHOCTeN CYCIIIbC-

TBA.

. [\ L NPAMYEMO ::;} o @UN :33; y blasless
PA3OM INPOTH PA3OM 7w woMENED

g e R

Foudgendernvquality

Xtoch y Bawomy OTOYEHHi CXUNbHUIA reHgepHo-cTepeoTUnHoro MUCNEHHA?

Barekn 73(39.7%)

Bumreni 77 (41.8%)

Babyci/aiayci 81 (44%)

Opmonitkn 104 (56.5%)
Hixro 36 (19.6%)
Baxko signosicTit 30 (16.3%)
T
i, 38 kMM CTexy Y coulanbHmx 23 (12.5%)
mepexax
0 25 50 75 100 125

Nwepeno: focnipkenna koMnauii Biasless 2a nigrpumky nporpamd «EC 2a renaepHy PiBHICTL: pasoM NPOTH rewaepikx CTepecTvnia Ta
reHAepHO-3YMOBNEHOr0 HACUNBLCTBa», WO diHaHCyETsCa EBponeicokuM COI030M Ta peanisyeTeca CninbHe CTpYKTYpoio «O0H Xikku» Ta IOH®MA,
MNposeaeHo y ciyki-notomy 2021 poky cepea 175 PecnoHAenTis i3 25 MiCT | MicTesok Ykpaitiu y Biui 13-19 pOKiB METOAOM OHNGIH-GHKETYBaHHS.

Puc. 1. PesynbpTaTit onuTyBaHHA mimIiTKiB (13-19 pokiB) i3 pis-

HVIX peTioHiB YKpaiHM y paMKax IIPOEKTY IPOTHUAIl reHaepHUM
cTepeoTUIIaM
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BpaxoByroun 11i pm3nkm, Oi3HeC IOBMHEH peTeIbHO 3BaXKUTU
Ha BUKOPWCTaHHS CTEPEOTUIIB i OLIHUTHM, Yl € BOHU OOIPyHTO-
BaHVIMM J1JIs1 JOCATHEHHS KOHKPEeTHO! 11Tl peKJlaMHO1 KaMIIaHii.

Y ciuni 2021 poky Biasless riposesta onmrysanHsa 175 mimiiT-
kiB (13-19 pokiB) i3 25 HaceleHMX MNYHKTiB YKpaiHu.
#nomoregringe - 1ie YacTUHa I[IPOEKTY IMPOTHUAIl TeHaAepHUM CTe-
peoTumaM ceper, yKpalHCBKMX INJNTKIB Ta TIeHOepHO-
3YMOBJICHOI'O HaCVJIbCTBA.

byso BusBieHo, mo 92,4% onmMTaHMX 3HAIOTH IIO TaKe I'eH-
JlepHi CTepeOoTUIIN Ta OUIBII HiX IIOJIOBMHA 13 HUX BiguyBajm A0
cebe reH/IepHO yIlepe/ykeHe CTaBJIeHHS.

& Rq B3 o
\ [\ L | MPAMYEMO - @WUMN 55: .
PA3OM MPOTY PA3OM v woMEeN Ed X biasless

FEHAEPHWX CTEPEOTHIIB TA T
FERAEFHO SFMORNEROTD HARCHNEL TR
Farad gende reguality

Bipuysanu po cebe konu-He6yab ynepeayxeHe cTaB/eHHs, BUK/IMKaHe reHaepHUMHK
cTepeoTMnamMu?

® Tax
@ Hi

He nesen/a

Msepeno: Qocnipsedss komnadil Biasless 3a nigTpuMiy nporpamd «EC 33 redepHy piBHicTb: PE30M NPOTH MEHOEPHWX CTEPEOTNIB Ta
MEHABPHO-ZYMOBNEHOND HACANLCTBa®, WO ikaHcyeTsca Eaponefictium CowaoM Ta peaniayerkca cninsko crpyirypotg «00H ¥k a KOHEMNA,
MposeaeHo y ciudi-nioTosy 2021 poiy cepeg 175 pecnodgedTis i3 25 MicT | MicTexox Yxpaivd y el 13-19 pokis METOL0M OHNERH-2HKETYBAHHRA.

Puc. 2. Pe3ysapTaTi OOC/IiI)KeHHs yIlepeaKeHOIO CTaBJIeHHS,
BUKJIMKAHOIO yIlepeI >KeHUMM I'eHIepHUMI cTepeoTUIIaMH

164



bineir Toro, 53% ykpaiHCBKMX TiHeKepiB XoTiUIM O BUBUa-
TV HUTaHHA TeHOePHOI PIBHOCTI Ta HAaBUYUTHCS pO3Ii3HaBaTu 1 po-
3BIHUyBaTV reHIepPHi CTepeoTUIIN

Q GRC o..,

{\ / NPAMYEMO WUN 32
PA3OM POTU PA3OM !:%4» WwOMENEZT
T T

Feudgenderequality

X biasless

Yu cTUKanucsa Bu Konu-Hebyab 3 auckpumiHauicio (wyogo Bac)? NB luckpuminauia —
HeraTUBHe CTaBJ/IEHHS, HACW/IbCTBO, HecnpaBeAIMBICTb i N036aBNeHHA NeBHUX NpaBs nogen 3
NPUYMHK TX HANEXXHOCTI 4,0 NeBHOI couianbHOI rpynu?

® Tax
® Hi

Moxnuso

Dxepeno: JocnipxeHHa koMnaHii Biasless 2a nigrpuMiu nporpamu «€C 33 reHgepHy pisHICTL: pa3oM NPOTH reHaepHUX CTepeoTynis Ta
rEHAEPHO-3YMOBNEHOTD HACUNLCTBa®, 1O (iKaHCYETLES Epponerchkum COIN30M Ta PeaniayeThes CNNbHO CTPYKTYPoKy «O0H XKikkue Ta IOHOMA,
Mposeaeko y ciubi-niotoMy 2021 poky cepen 175 pecnoHaeHTis i3 25 MiCT i MicTeuok YKpaiiu y Biui 13-19 pokis METOAOM OHNGMH-8HKETYBaHHS.

Puc. 3. PesynapTat gOoCaigKeHb IMOAO0 AMCKPMMIiHaIIii 3a TeH-
OepHUMMU MOTMBaMWM

Pextamue arenrcrso 3 Kamidophii Girlpower Marketing
IIPOBeJIO MacIlITaOHe JOCIKeHHs 1 BCTAaHOBWIO, 1110 85% IIOKY-
ok y CIITA 3aivicHIOIOTB XIHKM. | B II0JI0BMHI BUIIaZIKIB caMe BO-
HV IIPUI0a0Th TPaAMIIiIHO YOJIOBidi TOBapL.

JociikeHHs, IpoBeneHe KoMIlaHiero Kantar rmig Ha3Boro
AdReaction-2019 Getting Gender Right, mokasaso, mo B KpaiHax
CH/I maHi Bigpi3sHAIOTBCS Bif, 3araJIbHOIIPUVIHATIX YsIBJIeHb. Tpa-
OVLIVIHO, PeKJIaMICTU BBaXKasly, 1110 XXIHKM IIPUNMAIOTh PillleHHs
ITI07I0 IIOKYIIOK Ta BUTpAT y CiM'l, TOMy peK/IaMHi KaMIIaHil crips-
MOBYBaJIVICA Ha HVIX 3 ypaxXyBaHHSAM CTE€PeOTUIIIB IIPO XIHOYY ay-
auropito. Ilpore pesynpratit pmocmimxkeHHs AdReaction Busisu-
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JIVICb HecIIodiBaHMMM. BOHM BKa3yrOTh Ha Te, 110 TeHOepHI CTe-
peoTuI B peKylaMmi IHOCTYIIOBO BTpavyarOTh CBOIO e(PeKTVBHICTB i
IepecTaii MaTy TaKUI CaMWii IIPOJaKHWUI edeKT, sIK paHillle.
ITosioBMHaA onmMTaHMX 3rOAHA 3 TBEPIKEHHSM, 110 Cy4YacHa pPekK-
JlaMa XapaKTepU3Y€eTbCS CTEPEOTUITHUM 300pa’keHHSM JKiHOK i
YOJIOBIKIB.

CrepeoTunu B OpeHjax MOXYTb OyTM CMJIBHUMM 1 BUKIIMKA-
TV Pi3HI acowiiarllii Ta eMoLil y crioXuBauiB. Baxxmso gy Openpis
OyTu 00i3sHaHMMM IIIOAO CTEPeOTHUIIB i 00epe’XHO BUKOPUCTOBY-
BaTH 1X, 1100 He CTBOPIOBATY HeEraTViBHE CIIPUVIHSATTS a0o 1IoIIm-
proBaTM  yHepemXeHHs. JSIki BoHM OyBaroTe y OpeHn-
KOMYHIKaIiax?

Exos1oriuni crepeormnm:

- bpennn, mo acomioOTbCA 3 IPUPOAOI Ta €KOJIOITYHOKO
BIIIIOBITaJIBHICTIO.

- Bpennu, 1m0 nTponoHyOTh OpraHiuHi ab0 €KOJIOriYHO YIMCTI
IIPOYKTU.

- TexHOJIOTI4YHI CTepeOTUIIN:

- bpennu, 1m0 acoLHIOIOTHCS 3 IHHOBALIAMI Ta IIepefOBUMU
TeXHOJIOTISIM.

- bpennu, cipsamoBani Ha MonOmy ayOouTOpio Ta LM@PPOBI
pillleHH.

CTunpoBi cTepeoTHIn:

- bpenay, o0 npencTaBIAIOTh IIeBHUV CTVIIb XXUTTSI, HaIIPW-
KJIa/l, MiCbKUI CTWUJIb 00 OOXO-IINK.

- bpennu, nos’s3aHi 3 IIeBHOIO MYy3MYHOIO CYOKYJIBTYPOIO
ab0 MOIHVIM PYXOM.

ETHiuHi cTepeoTnnn:

- bpennu, 3acHOBaHI Ha NIEBHMX ETHIYHMX Tpaauilisgx abo
KYJIBTY PHUX LIIHHOCTSX.

- bpennu, ciopsimoBaHi Ha crienmdivHi eTHIYHI abo Mirpa-
LIIVIHI TPYIIN.

CTwib XXUTTA i cTaTyc:

- bpenawn, nos'sa3aHi 3 PO3KIMLIIIIO, CTATYCOM 1 IIPECTVDKEM.
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- bpenny, sKi 11o3MIiOHYIOTH cebe SIK JOCTYIIHiI a00 MacoBi.

[TomiTryHi 1 coLiayIbHI CTePEeOTVIIN:

- bpenny, ki MiZTPUMYIOTE II€BHI IIOJITMYHI adO coLiaibHi
TIOTJISIIN Ta ITIHHOCTI.

- bpennu, mo BuUCTyIaloTh 3a PiBHICTH, IIpaBa TBapMH abo
COLaJIbHY CIpaBeJIVBICTD.

YcrminHe BUKOpUCTaHHS CTepPeOTUIIiB B OpeHIax MoXXe MaTu
gK IIO3UTVBHWI, TaK 1 HeraTMBHWII BIUIMB. BaxjimBo 3HaTH, 110
HesKi CTepeOoTUIINE MOXYTbh IIOCVJINTI a0 BUKOPUCTOBYBaTH, 100
3aJIyYNUTV IeBHY LUIbOBY ayauropito. Ochk AesKi IOMMpeHi cTe-
peoTuIy, IPUCyTHi B OpeHIax:

I'ennepHi crepeoTumn:

1) Typbotimmea MaTti: YacTto 300paxyeTbcs B peKkilaMi TOBa-
PiB I AOMY Ta OOIJISAAY 3a OiTbMMUL.

2) CyipHUM 1 He3aslexxHUN 4osIoBik: YacTo 300paxyeTbes B
pexylaMi CIIOPTMBHMX TOBapiB, aBTOMOOLIIB, a TaKOX (piHAaHCOBMX
IIOCJIYT.

3) KiHka, 3aHernIoKo€Ha Kpacoro: HacTo 3ycTpivaeTbcs B pek-
JIaMi TOBapiB 1 HOCIIYT y cdpepi Kpacu.

BikoBi crepeoTmmm:

a) AKTMBHa Ta aBaHTIOpPHa MOJIOJIb: SICKpaBoO ITpejicTaBjieHa B pe-
KJIaMi CLHOPTMBHMX TOBapiB Ta €HepreTMYHMX HaIlo1B.

6) Mynpi Ta gocBigueHi JIiTHI jrou: YacTo BUKOPUCTOBYIOTBECS B
pexsIami ITeHCiTHOro 3a0e31eueHHs Ta TOBaPiB OXOPOHM 3[I0POB'S.

KyneTypHi cTepeoTmnm:

- Ex3oTnuni Ta 3arajkoBi ysBjIeHHS PO AeSKi KyJIbTYypPU.
BUKOpPUCTOBYIOTBCS B peKiIaMi Ty PUCTUYHVIX HAIIPSAMKIB.

- CrepeoTniiHi 300pakeHHs IIeBHMX €THIYHMX ab0 pacoBux
rpym: IHomi 3ycTpivaroTeca B pekilaMi, IO MOXKe ITOCVIIIOBATU
LIIKiOJIVIBl CTEePEOTUIIN.

CrepeoTnnm comiaJIbHOIO KJjiacy:

A) bararti Ta riamypHi ocobucrocTi: IlokasyioTbcs B pexiami
TOBapiB PO3KOILI, 1100 MOB's13aTM CBOI IPOAYKTU 3 IIPeCTVKeM Ta
©€KCKJIFO3MBHICTIO.
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b) I'epoti 3 pobouoro xitacy: Yacto 300paxyioTbcs B peKlami
OOCTYIIHVX TOBapiB adO MOCIIYT.

IIpodecivini crepeoTymm:

- Ycnimmmun 6isHecMeH/ OisHecByMeH. € B pekiiaMi ¢piHaHCO-
BVIX IIOCJIyT, TOBApPiB CEIMEHTY «JIaKIllepi» Ta IIPOLYKTiB, IIOB'A3a-
HIX 3 Oi3HEecoM.

- TBopui Ta XyHgoxHi ocoOwmcrocti: YacTto 3ycrpivaroTbcd B
peKyIaMi MOTHOTO OAATY, AM3aiHy Ta PO3BakaJIbHOT 1HTy CTpil.

CTnnpoBi cTepeoTHIIn:

1) IlpurogHMUK-MaHOpPiBHUK: SICKpaBO IIpeCTaB/IeHUI B pe-
KJIaMi TYPUCTUYHMX areHTCTB Ta CIOPSAIDKEHHS I aKTVBHOIO
BIIIOYMHKY.

2) 3arHATHUI MICBKMUI MellIKaHellb: 300paXkyeTbcs B peKylaMmi
IIBUIKOTO Xap4yyBaHHs, TPAHCIIOPTHMX IOCIIYT Ta IIPOAYKTIB HO-
BITHIX T€XHOJIOTI.

BaxsmnBo 3a3HauUMTH, 1110 BUKOPVICTAHHS CTEPEeOTUIIB B Ope-
HIaX MOXe BUKIMKATV KOHTPOBEpCil Ta CIPUATH IOLIVPEHHIO
yllepekeHb Ta AucKpumiHanii. CrorogHi O6arato OpeHnisB Ipa-
LIIOIOTh HaJl TVM, 100 pO30UTIL CTepeOoTUIIN Ta IIpoCyBaTu ifel iH-
KJTFO3MBHOCTI Ta pi3HOMaHITTS. Bemki OpeHan mparHyTb BUIIA-
TUCS cepell KOHKYPEHTIB Ta BIIXOOATH Bif] CTaHOApTHMUX 0oOpasis,
cpbopmoBaHMX IPOTAroM OaraTbox pPoKiB. BoHU CTBOPIOIOTH HOBI
reHJIepHi CTepeOTUIIN y CBOIX peKJIaMHMX KaMIIaHisfX, 100 mIpu-
BepHYTM yBary LIUILOBOI ayIUTOPIi.

Hanpuxitan, y 2017 poui O'roti-0orep Menni I'yTeeppec
cTaB oOyMuusiM KocMmeTnyHO! KommnaHii "Maybelline New York".
PexstaMHa KaMIIaHid 3 VIOTO Y4acTIO BUKJIMKasIa KPUTUKY, OCKLIb-
KM BIIepllle YOJIOBIK CTaB oOymMudsiM Iii€l KkoMmaHii. [Ipore BoHa
TaKOX IIpMBepHYJla BeJIMKWUI IHTepec LUILOBOI ayauTopii, 1o
O3Hauae€, IO KOMIIAaHIS Hmocdariia CBOE€T MeTn. TakoX BimoMMII
openn "Nike" mpexcraBus MOTHBAaLliIHE Bifleo, Ke IIOKa3y€ CUJIb-
HY Ta CIIOPTMBHY XXiHKY, BIZIMOBJISIOUVCH BiJl 3aCTaplInx crepeo-
TUIIB PO XIHOK. Ile BUKIMKasIO pi3HY peaxliiio, ajie KOMIIaHid
3MOIJIa IPVBEPHYTHU yBary CBO€I ayAWTOPIl Ta CTBOPUTU IIperie-
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JIeHT Ha puHKY. Y Tou ke uac, Openy "Adidas" niperncraBus pek-
JlaMy 3 MOJeJUIIO, IKa He Opwia Horw. Llent oOpa3 BUK/IMKaB Hera-
TUBHY PeaKliilo y YacTMHU ayAuTopii, 1 JedKi BIIMOBIWINCS Bin,
nponykuii Openay. LlikaBa kaMnaHig Oyia y OpeHpa ririeHidHMX
npokitafgok Always ming Haszsoro "Jk gisumHa" (Like a Girl), sxa
MaJla Ha MeTI Ieperiy, CTepeOTUIIIB Ta yIepeKeHb, ITOB'I3aHVIX
3 XXIHOYOIO CIIoK0 Ta 3ai0HocTaMM. KammaHisa 3akivkasa posriis-
natu ppasy "pobuTyt 1I10Ch, 9K OiBUMHA" AK IIOCHh IIO3UTWBHE Ta
IIOTy>XXHe, a He cj1abke. «HoMy «OirTu sAK OiBUMHKa» He MOXXe Ta-
KOX O3Ha4aTu «IIepeMOI'TI Y TOHIII» ?». IIpoTe posmKoM KamIiaHis
#LikeAGir]l e obMmexwiace - Always 3amycTmio LM pyx,
KUV MaB HIATpUMYBaTU OIBYAT Ta MIABUIYBaT IXHIO CAMOOLIiH-
Ky B CKJIQJHWI IIepiofl 3pocTaHHs. bpenn Axe, BimomMwmil cBOIMM
peKJIaMHMMM KaMIIaHisIMM, SIKi paHillle OyyBasIVcsi Ha CTepeOoTH-
I1ax PO YOJIOBIKIB i IX HMpMBaOIMBICTH IS MPOTWIIEKHOI CTaTi,
IIPOBiB PEeBOJIIOLIVIHY KaMIIaHIiiO ITi] Ha3BOIO «3HaVM CBOK Ma-
riro». KamMmrianisa migkpecitoBasia pi3HOMAaHITTS YOJIOBIKOBOCTI 1 3a-
KJTMKaJIa YOJIOBIKiB MpuiiMaTy ceOe TaKMMM, sKi BOHU €, 3aMiCTh
TOTO, 11100 Iparuy T 110 igeastis. Apple "Shot°® on iPhone" (3usaTo
Ha iPhone). LI KaMmIaHig IIOKasyBajla, IO TBOPYICTB 1 AKiCHUM
KOHTEHT MOXYTb OyTV CTBOPeHi KOXKHIM, He3aJIe)KHO Bif, X COLIi-
aJIBHOT'O CTaTyCy a0 IOCTYITHOCTI JOPOIrMX Kamep.

Y Tom Xe yac MasieHbKi OpeH/IM HamararoThbCsl CTBOPUTU KO-
HTPKYJIbTYpPYy. baraTo xpeaTBHMKIB 3apa3 HaMararmoTbCd JOCATTU
yCIIiXy Ha iHTepHeT-IUIaTdopMax. Y TOV Xe 4Jac iCHyIOTb OpeHAN,
4Kl1 He MaloTh IIOCTIB, 1110 YTPUMYIOTH IX Ha IUIaBy B Mepexi, Bill-
CYTHI KaHaJIy, sIKi HaragyloTh IIpo ix icHyBaHH:. lle Openny, ski
ITpalfOlOTh I103a MexXamu Iuiatdpopm - Hanpukiajg, Cortiez,
MSCHEF, Sault - BoHU rpatoTh 3 aJITOPUTMOM IUIATPOPMU Y T10TO
BJIaCHYy TPy W IlepeMararmoTb. JIKIIO TOBOPUTU IIPO MY3WYHI
nevtonm, To Sault - me Havsickpasilia IwlatdopMHa aHapxisd. Y
MWHYJIOMY POLIi BOHW BUKJIQJIM I'ATh aJIbOOMIB, sIKi MOXHa OyJ10
3aBaHTaXUTW Oe3KOIITOBHO. A IIbOTO POKY BOHW OTpUMAasIN IIpe-
MIO 3a OIMH 3 HUX.
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BucHoBkm:

€ mouaTKoBl [JaHi, IO CBiJYaTh PO Te, IO CTEPEeOTUIIHE
CIIPUMHSTTS OpeHIiB CIIOXMBadaMM MOXKe ITO3UTMBHO BIUIMBATU
Ha OCHOBHI MeXaHi3MM CHPUMHATTA LIHHOCTI, 1 110 CTepPeOTUIIN
IIOXOIKeHHs OpeHy BIUIMBAIOTh Ha OLIHKY $KOCTi CIIOXMBada-
MM, OCKUIbKVM OCTaHHSI € OCHOBHVM KOMIIOHEHTOM CIIPUIIHATOL
niHHocTi. ITpoTe poib crepeoTuIliB KOpuUCTyBauiB OpeHAy, a Ta-
KOX KOMOIHOBaHMV BIUIMB KiJIBKOX CTepeOTUIIB Ha IIiHHICHI cy-
IDKeHH CIIOXMBaA4YiB A0 LBbOIO Yacy He OOCIDKyBaIucd. Tomy
HacIIpaBl Ay>Ke MajIo BiJOMO IIpO BIUIMB Pi3HMX CTEPEOTUIIB Ha
IMIABUINEHHS IIIHHOCTL Ta IXHIO KOPWUCHICTb 4K ITOSICHIOBQJIBHMX
KOHCTPYKLIV [JI MPUVHATTA PIIIeHHs IIPO IIOKYIIKY CIIOXWBa-
qJaMu.

Cromcok BUKOpMcTaHUX iHdOpMaIiinmHMX IKepet:
1. The Interplay of Brand, Brand Origin and Brand User Stereotypes in
Forming Value Perceptions, Petar Gidakovi¢, Ilona Sz6cs, Adamantios
Diamantopoulos, Arnd Florack, Martin Egger, Vesna Zabkar, 2021
2. JlocrmipkeHHs: XTO OUCKPUMIHY€E YKPalHChbKVIX MU TKIB?,
15.11.2021, PBK-VYxkpaiHa,
https:/ /daily.rbc.ua/ukr/show/issledovanie-diskriminiruet-
ukrainskih-podrostkov-1613394317.html
3. STATISTICS ON THE PURCHASING POWER OF WOMEN,
https:/ / girlpowermarketing.com/ statistics-purchasing-power-
women/
4. Networked Counterculture — Can creatives break the mold and still
find success online?, Wepresent, 24.05.2023
5. OH Ha KOHe, OHa IIpU IUINTe: II0YeMy 10 CMX IIOp B pekjiame pabo-
TaroT reHepHble crepeoTuIisl, LABA, 2020, https:/ /1-a-b-
a.com/blog/1804-pochemu-do-sih-por-v-reklame-rabotayut-
gendernye-stereotipy
6. Do stereotypes matter for brand attachment? Arnold Japutra
Sebastian Molinillo, Yuksel Ekinci, 2020,
https:/ /www.researchgate.net/publication/347322021_Do_stereotype
s_matter_for_brand_attachment
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HEVIPOHHI MEPEXI YV BPEHI-KOMYHIKAITISIX

Ilerenapcbka FOs1ia IlaBiiBHa,

K. IIOJIIT. H., IOLIeHT
HaBuajibHO-HayKOBOI'O iIHCTUTYTY XY PHaJIICTUKNA
KuiBcbKoro HarjioHaJIbHOI'O YHIBePCUTETY
imeni Tapaca llleBuenka

B ocraHHi poKmM eKcroHeHIaJIbHUI PO3BUTOK TeXHOJIOIiN
IITYyYHOT'O iHTEeJIeKTY 3MYIIye Aefasli OiIblile JIIOfer 3aMMC/IIOBa-
TUCS HaJ, IIPOo0IeMOI0 TEXHOJIOTIYHOI CHUHTYJISIPHOCTI, 10 MOXe
CIIPUYMHUTY HE3BOPOTHI paAMKasIbHI 3MIHU Y PO3BUTKY JIIOICH-
Ko LMBiTi3amii. 3 ogHOro OOKy, BXXe CbOTOAHI IITyYHUN iHTeJIEeKT
JoIioMara€ BUpIIIyBaTV CKJIaJHI 3aBIaHHS y Taly3six OOOpOHWY,
MeOVIMHY, TpaHcHnopTy i jiorictuky, IT Ta OaraTbox iHIMX cde-
pax. 3 iHIoro 00Ky, CTpIMKUI pO3BUTOK Al-TexHOIOTINT BUKIIN-
Ka€ HaBITh y MIPOBIIHMX BUYEHMX Ta BMHAXITHMKIB IT0OOIOBaHHS
IIIO/IO MOSBYU CYIIEPIHTEIIEKTY, AKUV HepeBepIINTb CYKyITHUI 1H-
TeJIeKT BChOTI'O JIIOLCTBA, 1 MOXe BUABUTICA HeOPY>XHbO HaJIallTO-
BaHMM [0 Hboro. Tak, aBTOp uMCIIeHHMX HyOJikalii Ha TeMy
IITYYHOIO IHTEJIeKTy aMepuKaHCbKUM pocmipgHuk — Eriesep
IOnxoBcbkmyi, BBakae mo Al paHO UM IMi3HO 3HMIOUTBH JIIOJ-
cTBO°[1].

22.03.23 p. Ha canrti IHCTUTYTYy MantOyTHBOTO XXUTTS 3’ IBUBCS
BIIIKPWUTWI JIVICT, B IKOMY TUCS4l HaVIBIIOMIIINX Y CBiTI BUEHMX Ta
CEQO, mo umcna gxkux BxoadaTth ItoH Mack Tta CtiB Bo3H$K, 3aKim-
Kaymm IT-koMrtaHil TMM4YacoBO IPU3YIIMIHUTYL CTBOPEHHS IITY4YHO-
ro CcyIlepiHTeJIeKTy, JOIIOKM He Oyje rapaHTOBaHO MOro Oesmneu-
HOCTI 11 JrrofacTsa [2]. IligmmcaHTit poro jmcTa HaroJjIomyIoTh,
1110 BJIajla BCiX KpalH CBITY IIOBMHHA HaKJIaCTV MOPaTOpii Ha pos3-
BUTOK IIITYyYHOIO iHTeJIeKTy OO MOMEHTY, KO Oyae CTBOpPeHO
HaZIiViHi ccTeMu yIrpasiiHHg Al, BKIIIOYHO 13 CCTEeMOIO ITepeBip-
KN ITOXOIpPKeHHsI (POTO-, ayAio- Ta BigeodalwiiB, IX MapKyBaHH:
cepTUdiKoBaHMMI BOASHVMMM 3HaKaMM, 10 JJOIIOMOJXXe Bipi3HsI-
TV peajIbHUII KOHTEHT BiJl CMHTETUMYHOIO 1 BIICTEXyBaTU VIOIO
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IIOXOIKeHHs TOI10. OKpeMO HVYMM TaKOX ITOPYILIYETbCA IUTaHHA
IIPO BiAIIOBIAJIBHICTD 3a HOTEHIIIHY IIKOAY, III0 MOXe OyTu 3a-
IIO/IisIHA Ty YHUM IHTeJIEKTOM.

Crtifg 3a3HaUMTY, IO 3aIIPOIIOHOBAHI ITiJIIVICAHTAMI BULIIe3a-
3HA4YeHOro JINCTa KPOKM € XOU i HeOOXiTHMMM, ajle IIOBEPXHEBUMU
(Ha yoMy B ToMy umciai Harosomrye Cem AjbT™MaH [3], reHepaiib-
HUVI OUPEKTOp 1 criB3acHOBHMK Kommadil OpenAl, mpaniBHMKM
SIKOI pOo3po0WIN IITYYHWUII iHTeJIeKT I FeHepyBaHHS TeKCTiB
ChatGPT4 Ta crBopeHHs 300paxens Dall-E2). Tak, cucrema map-
KyYBaHHS BOASHMUMM 3HakaMu dotorpadint Ta BimeodaruliB He
MOXKe OyTu [Ji€Boro xo4a O TOMY, IIO iCHYIOTb IpOrpaMM, Taki sK,
ckaxiMo, Watermark Remover abo Wondershare, o Ha ocHoBi
Al-asiropmTMiB TO3BOJIAIOTE BUIAJISATY 3aXVICHI CMMBOJIM SIK 31 CBI-
TJIVH, TaK 1 3 Bigeo3anwmcis. KpiM TOro, octaTouHO ITOKM IO He
3PO3yMUIO SIK CaMe «MWCJIUTb» MaIIVMHHWI IHTeJIeKT 1 UMM Kepy-
€TbCA IIPY TeHepyBaHHI JaHMX, a TaKOX Te, Y 30aTHI okpeMi Al-
rmporpamMy obMaHioBaTM Jirofeit. Bxxe BioMi IipeliefeHTH, KOJIU
I11I reHepyBaB (paJIbINMBI Fa3eTHI CTATTi, AKi MICTMIIVI HEIIPaBAVBY
indpopmartiro. 3okpema ChatGPT Hassas bpasina Xyna, Mepa Ok-
pyry XembepH (ABcTpasiisi), BUHHMM B OTpMMaHHi XxaOapy [4].
ITpore mompm BCl IIepecTOPOryM CbOTOLHI TEXHOJIOTII IITY4HOI'O
IHTeJIeKTy IepeBakKHO IO3UTMBHO BIUIMBAIOTH IIPAKTUYHO Ha BCl
cpepm XKUTTEAIsUIBHOCTI JIIOAVHY, IepelyciM Ha rajlysb Mapke-
TVHI'OBVIX KOMYHIKaIiil B JIOMy Ta peKIaMu i 3B's13KiB 3 rpoMaji-
CBKICTIO 30KpeMa.

Merta 1poro goCaig)KeHHs - BUSBUTH IIePCIIEKTVBI Ta I10-
TEHIIIVHI MOXXJIMBOCTI 3aCTOCYBaHHS TeXHOJIOTIV TeHepaTHBHOI'O
IITYYHOIO iHTeJIeKTy Y OpeH/I-KOMYyHiKallisIX Ha Cy4YacHOMY eTalli.

B 1issix 11p0or0 IOCTiIKeHHST HaMy OyJsIo pO3IOAUIeHO Hem-
POHHI MepeXi, gKi BUKOPUCTOBYIOTbCS y OpeHAMHIY, Ha Taki oc-
HOBHI I'pyIN: IpOorpamMu I CTBOPeHHs TeKCTiB, 300pa’keHHs, Io-
JI0Cy 1 mmiceHsb, Bineo Ta camTis. ITpoTe c1if 3a3Ha4YMTH, 1110 OKpeMi
3 JOCIIJKEHMX HaMM HelIpoMepeXX MaroTh JIeKIIbKa 13 3a3Ha4YeHMX
OIILIiVI, TOMY 11 KJIacudiKaliis € IIeBHOIO MipOIO YMOBHOIO.
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[0 Toro x iCHyI0Th HeMIpOMepeXi, 1110 aHaIi3yI0Th Ta 00Po0-
JIAIOTH ayio Ta Bimeodaruin, CTBOPIOIOTH IIpe3eHTallil i HaBiTh Oo-
TiB, AKi JOIIOMaraloTh MapKeTosioram 30upaTu iHdopmMmaliito B iH-
TepHeTi (IIPOBOAWUTM aBTOMAaTWM30BaHWMI KOMYHIKalliMTHUI ayguT
CalTiB Ta COLIMepeXX KOMIIaHI-KOHKYPEHTIB Ta OTpUMYyBaTU Iiep-
COHaJIbHI [IaHi KOpWCTyBauiB 3 iX OHJIaVIH-MarasuHisB ToIo). Lli
HeVPOHHI MepeXi He MOXKHa OHO3HAYHO BITHECTU 10 JKOHOI 13
3a3HaYeHMX I'pyIl. ToMy 1mompu MOTeHIiVIHY JOLUIbHICTD IX BIUKO-
puUcTaHHS y OpeHO-KOMYHIKaIliiX y ILIbOMY IOCI)KeHHi BOHWY,
3BaXKalo4y Ha 110ro 0OMeXXeHm1 00csT, He pO3ITIsatoThCs.

Heupouni mepexi 0aa zenepybanuna mexcmib. 1o ix dmcia
BxoaaTe ChatGPT, Merlin, Jasper, Copy Al, Gerwin Al, QuillBot,
Writesonic Ta inmmi. IlepeBa’kHa OUIBIIICTE 3 HMX HaVKpallle IIpa-
LIFO€ aHIJIVICBKOIO MOBOIO, IIpoTe Taki HevipoMmepexi sk ChatGPT i
Merlin 3gaTHI IpoayKyBaTu KOHTeHT Oararbma MoBamu. Lli mpo-
rpamMy MarTh CBOI crielindiuHi 0coOIMBOCTI, IepeBaru 11 HemoJTi-
k1. Ckaximo, ChatGPT3 gobpe migxonuTs [jisd reHepyBaHHS TBO-
pUMX TEKCTiB, TaKMX sIK I10e3id, OJHaK He AyXe J100pe CTBOPIOE
HAYKOBI TEeKCTM y IeBHUX cdepax, ado TeKCTH, siKi MaloTb OyTu
SEO-aganrTmBHVMMM (U1 HOITYKOBO ONTMMI30BaHMX TEKCTiB Kpa-
11e migxoauThk HevtpoMepexxa GrowthBar).

IcHyt0TH cepsicy, Taki sk Prompt Vibes, crieriiasibHO cTBOpe-
Hi U1 [IPpaBWIBHOIO POPMYJIIOBAHHS MiJJKAa30K 3 MeTOIO reHepa-
11ii pisHOro popy tekcriB y ChatGPT. 3okpema Prompt Vibes mae
y CBOeMY iHTepderici KJIIOUi 3alUTiB AJId FeHepallil HOCTiB 11 pi-
3HMX CcOLIMepeX, CTBOpPeHHsS peKIaMHMX IIOBilomyIeHb, e-mail i
HaBIThb aHaJIi3y CTWIIB KOIIPaWTUHIY TOIO. 3a3sHauYeHWUI cepBic
CYTT€EBO IOKpalllye pesieBaHTHiCTb Bimmosinent ChatGPT.

Mepexa Merlin, o mpaitoe Ha ocHoBi ChatGPT, mae Taxi
NOAaTKOBI (DYHKIIT K 30aTHICTb pe3IoMyBaTy BeJIMKi TeKCTH i Ha-
BITb Bifeo3aricy, po3MilleHi B IHTepHeTi, 1110 JO3BOJIA€E iI KOpUC-
TyBaueBl IIOIIePeHbO OLIIHWUTY, UM BapTO HPVIAUIATI yBary TOMY
4yl iHIIIOMYy MaTepialy, i MoXe OyTu BeJIbMIM KOPVICHOIO Ilepemny-
CiM IS IIpalliBHMKIB IIpec-ci1y>k0 Ta SMM-daxiBIiiB.
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IcHYIOTBH 11 IHINI HEeMPOHHI MepeXi, IMOKIMKAHI ITOJIerIINUTHI
poboty SMM-crieriiasticTi. 30KpeMa VeTbcs PO MOJIBCBKY IIPo-
rpamy Postello Al, mpu3sHadeHny 111 reHepyBaHH: IIOCTiB Ta TeMa-
TUYHUX 300paXkeHb 4O HUX 3 ypaxXyBaHHAM cllenudiky oOpaHOI
couMepexi. Llert MalmHHMUI 1HTEJIeKT CTBOPIOE AOIVCK aHIJIiVI-
CHKOIO Ta IOJIbCHKOIO MOBaMM Ha OCHOBi KJIIOUOBMX CJIiB Ta BUOO-
Py TOHaJIBHOCTI IOCTiB (iHdopMmalliviHi, po3BaXasbHi, CTUMYJIIO-
1oui 30yT To1o). B inTepderici Postello Al micTuThCAa iHCTpyMeHT,
1110 JI03BOJISIE€ OIyOJIiKyBaTV 3reHepoBaHi MaTepiai y oOpaHi J1a-
Ty Ta 4ac 0e3 Ilepexoy B IUIaHePH COLIaJIPHMX Mefia.

Taxkoxx SMM-daxiBLsgM B Haroi craHe MalllMHHW iHTeJIeKT
PostGenius, 110 reHepye TekcTy Ha ocHOBI ChatGPT, onHak Ha Bi-
AMiHy Bifl, OCTaHHBOIO Ma€ B iHTepderici BOyIOBaHy CTPYKTYypy
IIOCTiB: KOPUCTYBau MOXKe 0OpaTy CTaTTIO Ha OCHOBI 4KO1 BiH IIpa-
r'He 3reHepyBaTu cBiv1 gommc misa Twitter, Facebook abo LinkedIn,
a TaKoX calT (B T. 4. Mefia), B CTWII IKOro LeVl IIOCT Ma€ OyTu
ctBopeHo. PPostGenius /103BOJIsie 0O0paTy TOHAJIBHICTH TEKCTIB
oI pasy Ooaa€ OO HYIX XeIITeru Ta eMOXI.

IIle omHMM IIOMIYHVMKOM 3 IeHepyBaHHS IIOCTIB 1d Instag-
tam, Twitter, Facebook Ta LinkedIn e mempomepexxa Anyword.
ITomipu Te, 110 BOHA CTBOPIOE TEKCTM BUKIIIOYHO aHIJIVICBKOIO MO-
BOIO, IIporpaMa I0Ka3ye SIKMM caMe LIUIbOBMM I'pyIlaM (3a ITOKas3-
HMKaMU BiK i cTaTh) Oy[e IiKaBuil IIOCT Ta IIPOTHO3y€ PiBeHb 3a-
JIyYeHOCTI aygUTOPIi B IIPOLieC UMTaHHS.

Herponna mepexa WNR Al cripoMoxHa mmmcaTyi TeKCTU
OyIb-sIKOro XXaHpy B CTWIL 0OpaHOI 3HAMEeHWTOCTI 4M Mac-Mezia.
Takox KopucTyBau MOXe HaTpeHyBaTy eVl MalllViHHUN iHTeJIeKT
IycaTy CTaTTI VI IIOCTY B TiM XK€ MaHepi Ta TOHaJIbHOCTI, 1110 1 BiH
caM 1ix ruire (PyHKILiS «IIUIIN SIK 5»).

BapTo Takox 3ramaTi i mpo HempoMepexy Spin Rewriter, 1o
nossoise 3a 45 cekyHp, sreHepyBaTit 500 yHiKaJIbHMX cTaTell Ha
ocHOB1 opHiel. Spin Rewriter ocHammena SEO-miomMiuHMKOM, 10
JoIoMarae ONTVMMI3yBaTy CTBOPEHI INTYYHVIM 1HTeJIeKTOM TeKCTL.
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Oxkpewmi i3 HelpoMepeXX MaiOTb OOMeXeHHs Ha IIPOAyKY-
BaHHS TeKCTiB 3a KUIBKICTIO 3HaKiB (HaBiTh y IUIATHMX BepCisix),
HaToMicTb Writersonic BBa)ka€TbCA OOHICIO 3 KpalluX HIporpam
11 cTBOpeHHH JIoHTpifiB. Copysmith cTBOproe AKicHI TekcTm 11
LIJIen eJleKTpoHHOI Komepii, Tofl Ak Copy Al mHavikpare migxo-
IWTb I TeHepallil KOHTeHTY /115 OJIOTiB.

IIporpamm Copy Al ta Gerwin Al 3gaTHi He TUIBKM Bpaxo-
ByBaTV TOHAJIbHICTb TEKCTy - QUIOBUI CTWIb, PO3BaXKaJIbHUI
KOHTEHT [JII COIIMepeX TOIOo, a "I MaloThb IOTOBi HIaOJIOHM IS
CTBOPEHH$ Pi3HOXaHPOBUX pekjlaMHMX Ta PR-TekcTiB: Bif cTaTen
i TeHiHTIB 10 e-mail po3cwIoK, Bid TekcTiB Bizmeo 1 YouTube i
Vimeo 110 KapTOK TOBapiB 1 MDKHapOAHMX MapKeTIvlericiB Am-
azon ta Ozon To1ro. Hemtpomepexa Gerwin Al MicTuTh 111adioHM1
IUIsL CTBOPEHHs peKJIaMHMX OroJjiomreHb 3a dopmysiamu AlIDA,
PAS (mpobiema-aritauis-pimenHs), BAB (mo-micis-MicTok), go-
IioMara€ CTBOPUTHM HeVIMM I OpeH/IiB KOMIIaHil, TOBapy, cepsicy
Ta 1BEHTIB, 3/IiVICHIOE HallMCaHHs TEeKCTIB Ha OCHOBI Bigeo3arlncy 1
HaBIiTh IIPOBOAUTD PepanT, a TAKOX reHepye 300pakeHHs.

3a3HauMMoO, 110 PO3POOHMKNM MaIIMHHOIO iHTeJIeKTy Hama-
raloTbCs CTBOPUTHU TaKy HeVpoMepexy, ska o0’ eqHyBaTUMe Mak-
CUMaJIBHO MOXKJIVBY KUIBKICTh PYHKIIIN, 110 3a0e311eunTs 111 KOH-
KypeHTHY IepeBary Ha puHKY. Tak, ko HertpoMepexa ChatGPT
Iovasia CTPIMKO BTpadaTy CBOIO IIONYJISAPHICTH 3 IIOSIBOIO ajIbTep-
HaTuBHMX Al-miporpam, po3poOHMKN Joganm 110 i yeTBepTol IljIa-
THOI Bepcil OINIIO IUIATiHIB, SIKI 3HAYHO PO3IIMUPIIIM MOXJIMBOCTI
ChatGPT4. 3okpema miaria Wolfram po3ss’g3ye ceper iHImoro asi-
rebpaiuni, pi3nyHi Ta XiMiuHI piBHIHHSI, SOow Me cTBOpIOE Ta KO-
purye giarpamu, a Speak moriomarae y BUBUeHHi Oy/1b-5IKOI MOBU
to1o. Cepep, IUIariHiB, 1110 MOXYTb BUKOPUCTOBYBaTUCS Y OpeH/I-
KOMYHiKallisix, cj1izy HassaTu Video Insights (anastisye Binmeo, B To-
MYy 4MCII BeJIVIKI 3a XpPOHOMeTpaykeM, 1 MOXKe HallvcaTy YHIKaIbHY
CTaTTIO Ha OCHOBI iHdopMarii 3 Bigeodaruly IIpu bOMY JOCIIIBHO
He I[TOBTOPIOIOYVL TOrO, ITPO M0 MIIUIOCH Y 3ammci), Vox Script (30a-
TeH pe3lOMyBaTH Bifeo3anycy Ta B IIbOMY IUIaHI CXOXWII Ha IIPO-
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rpamy Merlin), Link Reader (aHastisye BeO-cTOpiHKMK, 300pakeHb,
pdf, ppt i Word-danstis i Moxxe HajaBaT peKOMeH/Iallil 3 X ITOK-
patieHH:), a TakoxX WebPilot (renepye yHikajipHi cTaTTi Ha OCHO-
Bi ogHOro abo mexiyibkox URL-mocwiasb, B TOMy 4MCIIi JIIHKIB Ha
BiZleo3arnmcim).

Opnmniero 3 Havkpaimx Al-rrporpam, sika 00’eqHye B coOi OI1-
I1i1 HalMCaHHS TeKCTiB Oyab-gKOro >KaHpPy 3a TOTOBMMM IadJio-
HaMM BiOIIOBITHO [10 IIOTpeDd KopucTyBaua (3 ypaxysaHHaM SEQO),
pepanTUHIy, «IIUIIN K S», Pe3lOMyBaHHs 1 IUIaHyBaHHs I1yOIi-
Kallill, IlepeKjIaly, a TaKOX reHepallil 300pa’keHb, ITpe3eHTallill Ta
HaBITh ayio € mTyuHui1 inTestekT Cohesive.

Heunpouni mepexi 014 eenepyBanns 300paxcens. 10 11i€1 rpy-
m HajiexaTe Midjourney, Plasma_bot, Bluewillow, Playground
Al, Leonardo, Dall-E, Stable Diffusion, CF Spark Toro. Hevipo-
MepexXi [JIs CTBOpeHHs 300paXkeHb, Ha BiIMIiHY Bifl TMX, IO CTBO-
PIOIOTh TEKCTY, He HACTUIBKM pasiode BiAPi3HSIOTbCS MK cO0O¥O.
SIKicTB, 3 SIKOIO BOHM CTBOPIOIOTH [eTasli30BaHi (B TOMY 4MCII 1
dororpadiuni) 300pakeHHsT B pi3HUX CTWIAX, € IPUOIN3HO OI-
HAKOBOIO, OCKUIBKM IIITYyYHUN iHTeJIeKT IOCTiIHO HaBYa€ThCA Ta
BJIOCKOHAJIIOETBCS, 1 BCe yacTillle 3'sBJISIETbCS OHOBJIEHHS IIporpa-
MHOTO 3a0e3nieueHHs. ToMy HeVIpOHHI Mepexi /jId TeHepyBaHHS
300pakeHb IIPaKTMYHO HiumMM, OKpiM dyHKIioHaTy i TapmudHMX
IUIaHiB, He OudepeHio0TbCA. 30kpeMma Midjourney 5.1 Ta
Bluewillow cTBOpI0IOTH 110 4 300pakeHH: 3a OHMM 3alIUTOM i J10-
3BOJISAIOTH T'eHepyBaTU ITOAAJIBIINL MaJIFOHKM Ha OCHOBI OOHOTO 3
rionepenHbo crBopeHmnx. Topi sk Plasma_bot gyra Telegram, saxwii
y 0e3KoIITOBHIN Bepcii mpaioe Ha ocHOBi Midjourney 3, Takoi
OIILIiT He Ma€, IIpoTe BOHOYAC LIeV 00T 3maTeH CTBOPIOBATM KOPO-
TKi TekcTr Ha 6a3i Chat GPT 3. Plasma_bot MoxxHa kepyBaTu 3a
JTOIIOMOT OO T'0JIOCY Ha Oy[b-sIKill MOBI.

3 ocTaHHIX HOBUMHOK, fKi 3’ sgBwinca y Midjourney, i, Bifro-
BinHO, mocTymHi y Plasma_bot - onmisg simurra 300paxens. Kopuc-
TyBad Moxe o0’egnyBatu Bifg 2 no 10 mamoHkis adbo dororpadin
IS CTBOpPeHHS abcoJIFoTHO HOBOI UttocTparttii. ChOroqHi 11em mna-
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pameTp (BOUeBVIb TMMYACOBO) 3a0e3IeunB KOHKYPEeHTHY IlepeBa-
Iy 3a3HaueHUM Al-Mepexam.

SIKicTp 3reHepoBaHVX 300pa’keHb HaIIpsIMY 3aJIeXXWUTh Bifl 3a-
UTy KOPHUCTyBaua Hempomepexi. IcHyloTb cepBicy, Taki $K
Promptomania, mo ponoMmararmTb HpPaBWIBHO CPOPMYIIIOBATU
IIiJIKa3KM U1 TeHepallil 300paXkeHb INTYy4YHUM iHTestekToM. Crrif
3a3HQ4YMTH, LI0 YMM OJIVDK4e 10 IIOYaTKy 3aluTy CTOITh TOW 4u
iHIIMI HDapaMeTp, TMM 3 OUIBIIOIO BipOTiAHICTIO 3ajaHa Hepo-
MepeXa VIOro Bpaxye, a Te, 110 He OyJIO BpaxoBaHe, MOXXHaA 3 JIer-
KicTio BigkopurysaTu. Promptomania g03B0J1si€ 00paTit MuUCTellb-
Ky Tedilo 1 HaBITb OKPeMOIO XYIOXKHMKA, B CTWI SKMUX ITOBVMHHO
OyTu 3sreHepoBaHe 300pakeHHs, a TAaKOX TaKi [IapaMeTpy KapTu-
HKI K PO3MIp, SKIiCTh, piBeHb OCBITJIEHHS TOIO. IIprmuoMy Kopmu-
cTyBau MoOXe OO’e€gHyBaTU [eKiIbKa MMCTeLIbKMX HaIlpsIMiB 4u
XYOOXHMKIB, B TeXHII[l AKX BIH XO04Ye OTpMMaTV 3reHepOBaHMIL
MaIroHOK. CJ1i;, Haros1ocuTH, 0 CbOTOOHI IIPAKTMYHO BCl HEMpPO-
Mepexi 371aTHi cTBoproBaTy doTorpadiuHi 300pa’keHHs, SKi He
MOJKHa BIAPISHUTY BiJ, CIIPaBXXHbBOI CBITJIVHIAL.

KpiMm Toro, HempoHHi Mepexi IjId CTBOpPeHHs 300pakeHb
AEeMOHCTPYIOTb 3pa3Ky 3reHepOBaHOIO0 KOHTEHTY. 3asBudari IIif,
TaKVIMM KapTMHKaMM MICTUTBCA PO3IINQPOBKa MigKa3Ky, 110 KO-
pUICTyBayY 3a/laBaB MalllMHHOMY iHTeslekTy. Ha ocHOBI 1€l iHdO-
pMallii MOXXHa CTBOPUTM aHaJIOTIYHY IIJIKa3Ky Ta BIIKOPUI'YBaTU
il BinmoBigHO 110 cBOiX HoTped. Takox MoXXHa BBecTM 0as30By iH-
dopmariro mpo 300pakeHHs, sike KOPUCTyBad Xode 3reHepyBaTy,
ckaximo, y Merlin i ChatGPT i nocrasuTyt M 3aBHaHHSA CTBOPU-
T IIJIKA3KYy U1 IporpamMyl, 1110 TeHepye MaJIlOHKN.

IcHYIOTb TaKOX HeVPOHHI Mepexi, IKi CTBOPEeHI I reHepa-
1111 JIOrOTUIIB Ta anaeHTUKN. 1o ix yncia HajexuTs Al-mporpama
Looka, 110 103BOIsIE 00paTH KOPIIOpaTVBHI KOJILOPU Ta 3reHepy-
BaTV OBHMI mockup-IakeT I 3aaHOro OpeHa 3a JjlideHi XBU-
JIVIHU (BifI BI3UTOK 1 MaKeTy IJI CallTy O OOAry Ta 30BHIIIHBOI
pexIamMu) BiOIIOBiHO H0 noTped KopucTysada. [dwsanH, cTBope-
HU 3a Jonomororo Looka, € 1ToBHICTIO afalTBHMM.
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Y 1iytoMy J1oroTmmy MOXXHa reHepyBaTu M y IHIINX Hepo-
Mepexax, 30KpeMa y BXe 3ragysaHmx Midjourney ta Plasma_bot.
SIkicTp Bapialiyi KpeaTuBy KapTMHKM Oyle BUIIOIO i YHiKajIbHe
300pa’keHHs [IOBHICTIO BiAIOBigaTvMe 3allUTy KOPHUCTyBada, TOAI
sk B Looka srororunm cTBOpIOIOTBCS Ha OCHOBI HasiBHOI'O Habopy
HIKTOIrpaM cepe sIKMX KOPUCTyBad 1€l HeMpOHHOI Mepexi 31ivi-
cHIOE BUOip (I He BUK/IIOUEHO 110 oOpaHe 300pa’keHHs Oyle BU-
KOPWMCTaHO I CTBOPEHHs JIOTOTUILY 1)1 iHIIToro OpeHia, Hexar i
B iHIII KostbopoBin rami). OgHak Midjourney ta Plasma_bot 11o-
KU 1110 He 3/JaTHi Jo/JaBaTy SKiCHI TeKCTM 10 300pa’keHHs (HeM i
cJIOTaH BiloOpakaloThbCs sIK Habip He3B sI3HMX a00 HaBiTh HeYMTa-
OesrpHMX JIiTep) Ha BigMiHy Bixg Looka. IIpoTe 11em1 Hemostik MokHa
3 JIETKICTIO YCYHYTU 3a JOHOMOIOI0 rpadpiuHMX peJaKkTopiB, TaKmMx
gk Figma, Pixelmator, InDesign, Canva To1o. Bapro BigzHaumnry,
1o mockup MOXHa CTBOPUTH y Oy[Op-sKill HeVIpOHHIN Mepexi
I TeHepyBaHHs 300paXkeHb, IO JI03BOJISIE TeHepyBaTy HOaIb-
11l MaIFOHKM Ha OCHOBI OOHOIO 3 IIOHEepegHbO CTBOPEHMX
(Midjourney, Bluewillow Ta in.), 3agaBi 11 BiiIIOBiTHMIL 3aIIAT.

Y Bumaaky, sKIo JIOTOTHII ab0 peKlaMHe 4l iHIIIOTO poay
300pakeHH: 3reHepoBaHi Al y HeBeJIMKOMY po3Mipi, HiABUIINTHU
PO3AUIbHY 30aTHICTE MOXHA 3a [JOIIOMOIOIO INTYYHOIO 1HTEJIeKTY
Upscale, 1110 70380/ Th y HOJAQ/IBLIOMY MacIlITaOyBaTy OTpUMaHy
KapTuHKY. IcHyrores 11 iHmi Al-mporpammu g penaryBaHHS 30-
Opaxens. Tak, MamMaHM iHTeIeKT Leia pix HepeTBOPIOE IBOBU-
MipHI CTaTU4HI KapTUHKM Ha TPUBMMIPHI OMHaMIUHI 1 MOXe 3a-
mmcyBaTu ix sk gif-pavum. Photoshop Al 3a TexcroBmMm 3anmroM
KOpMCTyBaya J10/1a€, Ipudupae, 30iIbliye etemeHTH dpoTorpadin
Ta MaJIIOHKIB Ta BMKOHYE€ iHIII HeoOXiaHi il 3 IX KOopeKIlil 0e3 mo-
TpeOu penarysanHs Bpy4Hy. [lomaTok Erase.bg na ocHosi 1111 Bu-
nassie poH 300pakeHb 3a JliyeHi CeKyH[IM, i KopucTryBauaMm OuTb-
Ille He [IOTPiOHO BUKOPWCTOBYBATH TaKi IHCTPYMEHTH 5K «JIacco»,
«IITaMIl» ado «IIeH3JIVK» I YCyHeHHs TiIa.

Heuponuni mepesxi 044 2enepybanna 2oaocy. [Jo 1x ducia Ha-
nexatp ElevenLabs, Resemble.ai, Speechelo, Revoicer, Voiser,
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Murf, Speechity, Play.ht, Lovo, Listnr Toro. Lli Ta i HertpoMe-
peXi HMPOHOHYIOTH INVPOKWUII CHEKTP TOJIOCIB, 3MaHUX IepeTBO-
prOBaTV TEKCTV Ha I'OJIOCOBI IOBIIOMJICHHS 3 ypaxyBaHHSIM IIOT-
PiOHOI TOHAJIBHOCTI TOJIOCY (arpecis, IIeMiT Ta iH.) i Iays, gki B
OKpeMMX IIporpamMax MOXKHa BU3HadaTy Bpy4uHYy. OCKUIBKM IOJIO-
cu reHepy1oTbca Al Ha OCHOBI rOJIOCIB peayIbHMX JIFOeV, IIPaKTU-
YHO HEMOXXJIMBO BiTuyTH, 1110 ix Oys1o crBopeHo IIII.

CporomHi a1 IKiICHOTO KJIOHYBaHHS T'OJIOCY 3 YpaXyBaHHAM
iHTOHAaIlil i TeMOpy HerpoMepexi, Takiit K Descript, morpidHO
omnparropatnt IpmbimmsHo 30-xBwivHHMUI aygiodawi. Oxpewmi 3
Al-iporpam, Hanpuxiaz ElevenlLabs, kj10Hyr0Th TOI0C Ha OCHOBI
ayaiosammcy Ha KiUIbKa CeKYH]I, OOHAaK i SKICTh IIbOTO HPOOYKTY
HI3bKa, a TeKCTV, BIATBOPIOBaHI TaKMM KJIOHOM, 3By4aTh IIOpa3y
rio-HosoMmy. CJIify 3a3HaUNTH, IO PO3POOHVIKM HellpoMepex Iof-
Oai mpo Te, 100 KOpUCTyBadi He MOIJIV KJIOHYBaTU Uy>XXUU TO-
j10C 0e3 3roau 1€l JTFOIVHIA

Ha >xajtb HOKM 110 OUIBLIICTE i3 LMX IIpOrpaM € aHIJIOMOB-
HIMV, OKpeMi 3 HMX 03BY4YIOTh TEeKCTU Ha JIeKUIBKOX €BPOIIeVICh-
Knx MoBax. OpHak icHyroTb Al-porpamu, 3paTHi IepexiazaTi
aynio- Ta Bimeodparm. Tak, Vidby 3mivicHroe nepexiian Ha IOHaJI
70 moB 3 TouHicTiO 99-100%. Takoro pomy mporpamHe 3abeslie-
YeHHs BUKOPUCTOBYEThCA Y BoeHHUN Itepion Odicom Ilpesvmen-
Ta YKpaiHu [UId IlepeKiiaay Bigeo3sepHeHb B. 3enencekoro.

HeBroBs3i Ha pMHKY Mae€ 3 SIBUTHCS HeVIpOHHaA MepeXa IS
3HiVICHEeHH IlepeKilafiB BifeosarmciB LingoSync, sika Oyne 3paTHa
JOIIacoBYBaTV MiMIKy oOIM4Ys IIPOMOBL BiOIIOBimHO 110 dpoHe-
TUYHUX ocobimBocTent obpanoi moBu. Ilokm mo npororun Lin-
goSync Mae 1 IeBHI HeOOJIKM: Iepeo3By4YyBaHHS 3I1VICHIOETbCS
BCe JK TaKM 1HIIIMM TOJIOCOM, a He I'OJIOCOM CITiKepa, 1 He BpaxoBye
VIOr0 MaHepu CIIUIKyBaHHS (CJIifl 3a3HA4YMTH, II0 I[OT'O ITOKM IO
He CIIPOMOXXHUII pOOUTY XKOJeH MaIlllVIHHUI iHTeJIeKT).

OkpeMo cI1iff, 3rajaT IIpO HelpoHHi Mepexi 044 2enepyBan-
HA nicens, Taki K MusicLM, Synthesizer V, Text-To-Song, Uber-
duck Ta inmii. BoHr 103BOIISIIOTE KOPUCTYBauaM O3ByYyBaTy TEKCT
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KJIOHOBaHMM TI'0JIOCOM abo rojiocoM obpaHOro ciiiBaka, I0TybOepa
4y KIHOrepos Ta HaKIaZaTy VIOTO Ha 3aJaHy My3uKy. l'inoreriy-
HO 1Ii HelpoMepeXi MO)KHa Oylie 3acTOCOBYBaTHU I CTBOpPEHHS
peKIaMHMX KMHIIB. OgHAK MOKM IO TUIBKM T'OJIOCU OKpeMMX
3HAaMEHWUTOCTEeV IOPUAVYHO [JO3BOJICHO BUKOPVICTOBYBAaTHU Yy KO-
MEPLIITHUX UTAX.

3okpema HemmpoMmepexa Uberduck mae B cBoeMy inTepdericu
rosiocu Hesina boyi, @penni Mepkiopi, Kypra KoGertna, Eminema
Ta OaraTbOX iHIIMX CIIiBaKiB, 1 HaBiTh IIONYJIIPHMX T'epoiB KiHOCar,
Takux gk Heo («Matpuiisa») ta Enakin Ckartyokep («30psHi Biit-
HI1»), AKi IIOKM III0 He MO)KHa 3aCTOCOBYBaTW I BUTOTOBJICHHS
pexitamyu. OgHaK rojioc KaHazcbKoi crriBauky 'pavimc B Uberduck
IOPUOVYHO J03BOJICHO BUKOPWUCTOBYBaTU JIsi TeHepyBaHHS ay-
niodaruliB KOMepILiTHOTO IIpU3HaUYeHHS.

Heuponuni mepexi oaa eenepybanna Gideo. Cepern HamIony-
ngpHimmx Al-mporpam i cTBOpeHHs Ta pefaryBaHHH Bigeo Ta-
ki: Kaiber, Pictory AI, Fliki, Inksprout, GliaStudio, FlexClip,
Descript, Lumenb Ta in. Tax, Pictory Al nieperBoproe TekcT Ha Bi-
Ieo, ajle He Hajae ayngiocynposin. Kaiber Mae omriiro jogaBaHH:A
aynio, i reHepye Bizeo B oOpaHOMY CTWIi (Hampukiaz, concept
art, BeKTOpHa rpadika TOII0) Ha OCHOBI 300pa’keHHs1 abo Bisieo-
3aIllCy 3a 3aJaHOK KOPMCTyBadyeM CIOKeTHOIO JIiHi€. 3a OoIIo-
Mororo Kaiber MoxxHa cTBOproBaTII K OaHepHY pekiamy y dop-
Mari gif, Tak i HoBHOdOpMaTHI peKIaMHi posMKu. I xoua oku 110
1151 HepoMepeXka He 3aCTOCYBYETBbCA IJIsI CTBOPEHHSI peKiIaMi,
TeH/IeHIII€I0 cepe]], CITiBakiB cTasio BuKopucTaHHsa Kaiber Al mis
reHepyBaHHS My3MUYHMX KIIIIB (30Kpema waeTrbcsa Ipo Mike
Shinoda ta Kailee Morgue, rypr Linkin Park ta in.).

I'enepatuBHMI mITyyHUN iHTesleKT Oxolo cTBOpIoe Bifeo Ha
ocHoBi URL abo TekcTy, 110 my’ke 3py4dHO 30Kpema ISl IIPOCY-
BaHHS OHJIAVIH MarasVHiB, y BJIACHMKIB SIKMX iCHye HoTpe0da y Bu-
TOTOBJICHH] peKjlaMM UId COLaJIbHMX MepeX Ha OCHOBI KapTOK
ToBapiB. [IJId reHepyBaHHs BigeOCIIOTY KOPUCTYBa4deBi IIi€l IIpo-
rpaMu JIOCTaTHBO BBECTM JIIHK TOBapy, BKasaTy Ha3By IIOTPiOHOI
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colMepexi, o0OpaTu 1IIbOBY ayauTopito Ta MoBy. Oxolo npoaHa-
JIi3ye He TUIBKM KapTKy TOBapy, a 7 yBechb CalT, HaluIlle TeKCT (3
ypaxyBaHHAM IHIIMX ITPOMIO3ULIINI MarasmeHy), obepe Trojoc Ta
aHIMOBaHWUVI aBaTap, a TaKOX KapTuHKMU 1 My3uky. Ha xasb, mo-
npu Te, mo Oxolo m03BOJIsiEe TeHepyBaTH aydio YKpPaiHCHKOIO,
O3BYy4yBaHHS TEeKCTY IIIM MAIIVHHVM iHTeJIeKTOM IIOKM IO € He-
nockoHayM: Al He 3aBXAM IPaBWIBHO PO3CTABIIE€ HArOJIOCK 1
YacTo MPOIIyCKaE JITepU «i» Ta «i», 3aMIHIOKYN IX IHIIMMM I'OJIO-
cHnMM. TakoXx mporpama poOUTE CMMCIIOBI IIOMMWJIKM PV Halu-
CaHHI TeKCTy, OJHaK IX MOXXHa BigpenarysaTul B iHTepderici pa3oM
13 CaMIM BIJI€eO.

Iamti Hempomepexi, Taki sk D-id, HeyGen, Synthesia Al,
Magic Al Avatars cepep, iHIIIOro 30aTHI IepeTBOproBaTN (POTOI-
padii abo MaItOHKM JIIOfen Ha aHiMoBaHi 3D aBatapu i HakIa/a-
TV Ha HUX 3ByKOpsn Oymp-skoro Moor. 3okpema HeyGen wic-
TUTb XKIHOYMII Ta YOJIOBIUMII I'OJIOCU yKpaiHCbKOw0. Takoro pomy
HEVIPOHHI MepexXi «OXMBIILIOTh» 300pa’keHHs 3aJIaHOTO IIepco-
Haka, I0Jaro4dM OO BimeopsAny HOBOPOTHM 1 KMBaHHS TI'OJIOBOIO,
OymMMaHHS oumMa (3 TOIO XX HEPIOAMYHICTIO SIK 11e poOUTH XXIMBa
JIO[IVIHA ITiJl Yac PO3MOBMU) 1 TOJIOBHE BiITBOPIOIOTH PyXU ry6 BIJI-
IIOBITHO 10 3aBaHTa’XeHOI ayHaiogopikkm Ta obpanoi Mosu. Crrif
3a3HaunTy, 110 HevtpoMepexxa HeyGen cTBoproe OibIll IipaBro-
roaiOHy aHiManiro, HDK D-id, i B okpeMux Burazgkax IIpaKTUYHO
HEMOXUIVMBO BiIPi3HUTM aHiMOBaHe 300pakeHHS Bil, BiI3HSTOIO
BiJIeO — SAKICTBb 3aJIeKUTh Bil II0YaTKOBOI KapTUHKM, sIKa aHIMYyBa-
TMeTbcs. [IpoTe 11l HeMpOHHI MepeXi IIOKM IO He 37IaTHI «OXM-
BJIATI» 300pa’keHHs TBapVH.

Takox iCHYIOTH IIporpaMu 31 IITYYHMUM IHTEJIEKTOM, CIIPO-
MOXHi reHepyBatu deepfake, ogHak 111 TOro, 11100 KOPUCTYBaTH-
cs1 OUIBIIICTIO 3 HUX IIOTPiOHO 3HATM OCHOBM MOB IIpOrpaMyBaH-
Hs, Hanpuxiang Phyton. o ix umcra Hastexare DeepFace Labs,
Faceswap, First Order Model Ta Wav2Lip.

Oxpemo ci1if, BMOKpeMUTH HertpoMepexy Yoodli, mpusHaue-
HY IS CcIiupaliTepiB Ta ciikepiB. BoHa TpaHckpuOye aymio- Ta
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Biteodavuiy, aHali3ye IX, Hagaroo4dM CTaTUCTUKY IIOAO TeMITy
ITPOMOBY, KUTBKOCTI 3aVIBUIX CJIiB («BOAM») Ta iHIIIMX TOKAa3HMKIB, a
TaKOX Ja€ IIiKasKy sK HoKpamuTy crid. Yoodli - me iHCTpy-
MEeHT, KWW 30aTeH aHali3yBaTV BUCTyIM B Zoom, ajie Ha >Xajlb
IIOKM 1110 IIPpaIllO€ TUIbKM Ha aHIVIIVICHKiV MOBI.

Descript - mTy4Hun iHTeJIEKT, KNI J10IIoMarac pegaryBaTi
AHIVIOMOBHI Bile0 Ta Ilepeo3BydyBaTU iX B TOMY UMl KJIOHOBa-
HVIM I'OJIOCOM, IIO Iy>Ke 3py4HO B PR-KOMyHIKaIIifX, SKIIIO CITIKeP
yepe3 HaJIMipHY 3alHSATICTb a00 3 iHIIMX IIPUYNH He MOXe Ilepe-
3HATU AyO0sb. [Ipudyomy Descript aBToMaTUHO [OIIacoBye Bifgeo-
p4n, BIAIOBIIHO 4O IIPaBOK Y TPaHCKPMOOBaHOMY TeKCTi Ha OCHO-
Bl SIKOI'O TaKOX 3[iVICHIOETbCS IIePEO3BYyUyBaHH .

ITle onniero Al-po3po0Okoro, sika Ma€ BUMTI Ha PUHOK 1 MOXe
BUKOPUCTOBYBaTMUCsL y OpeHA-KOMYHIKaIlisiX, € HelpoMepexa
Wist. Lle mporpamHe 3abe3neueHHs Oyje 30aTHe IIepeTBOPIOBATH
BIZI3HATI Bimeosamnvicu Ha 3D Bifeo 1 BITBOPIOBATH IX 4K CIIOrafu y
MICLIi 3VIOMKM Yy JI0/IaHilt a00 BipTya/IbHIV peasIbHOCTI.

Henpouni mepexi oaa eenepyBanna caumib. 1o ix ducia
BxoaaTh Zeely, Gamma, Durable, Stunning, Studio Design Ta in-
mi. [HTepderic Takoro poxy mporpam sk IIpaBWwIO € OyXe 3pyd-
HuMm. Tax, y Gamma [10cTaTHBO JIMIlle BBeCTU TeMy cauty i Al-
IIporpamMa 3allpOIIOHY€ TUIIOBl PO3MIUIN, 3reHepye 10 KOXHOI 3
oOpaHMX PyOpMK TeKCTM i TeMaTU4UHI 300pakeHHs. K10 Kopuc-
TyBad 3aJIMIIVBCSA He3aI0BOJICHUV pe3yJIbTaTOM, BiH MOXe 3 JIer-
KICTIO BigpenarysaTy 3allpOIIOHOBaHWUV MAaIIMHHWM IHTeJIeKTOM
MakeT. OKpiM reHepyBaHH: canTiB Gamma 3gaTHa CTBOPIOBaTH
Ha OCHOBI Al-airopmTMiB Ipe3eHTalil Ta JOKYMEHT.

Zeely - 11e MOOUIPHMUI HOHAATOK-KOHCTPYKTOP Ha OCHOBI
INTYYHOIO iHTEJIEKTY, po3po0sIeHmII KOMaHI00 yKpaiHcbkmx IT-
daxiBLiB, KNI reHepye TeKCTOBUM 1 Bi3yaJIbHMVI KOHTEHT IS 1H-
TepHeT-MarasyHiB (B TOMy YWCI M TUX, IO (PYHKIIOHYIOTH Y
Facebook Ta Instagram), a TakoX 103B0JIsI€ CTBOPIOBATY PeKJIaMy.

Y uniutoMy HempoHHI Mepexi It TeHepyBaHHS CaWTIB €
OinpIIT-MeHIIT TOAIOHMMM MiX CO0OIO i He MarOTh KapaMHAIBHMX
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BinMmiHHOCTet. OfHaK TakK 4y iHaKIIe BOHM (PYHKIIOHYIOTb He
ineaJIbHO, TOMY I CTBOPEHH$ IIOBHOLIIHHOIO IIPOAYKTY, AKU
Ov1 IOBHICTIO BiNIIOBiIaB BIIOOOOAHHSAM, KOPUCTyBadeBi JOBeaeThb-
Csl BUKOPUCTOBYBaTHU AeKisibka Al-riporpaM (Harpukiiaz, reHepy-
BaTV OKpeMO 300pakeHHs [T CalITy).

Y mincyMKy 3a3Ha4uMMO, 110 TE€XHOJIOTIT IITYYHOTO iHTeJIeKTY
BIZIKpMBAIOTh HIMPOKI MOXJIMBOCTI IS IX 3aCTOCYyBaHHH y OpeH[I-
KOMYHIKallisix, HacamIlepes, I CTBOpPeHHs pekilamu. I xoua Oa-
raro 3 Al-mporpaM HOKM IO IIPAIOIOTh HELOCKOHAJIO, IX II0sBa
Ha PUHKY BXe ChOIOAHI BIUIMHYJIa Ha rajly3b pexiamHmx i PR-
KOMyHiKalin Ta cdepy IepTMHEHTHMX OCBiTHiX Iociayr. Taxi
1podpecit SIK MOJIOAIINM [A3ariHep ad0 MOJIOAIINY KOITipanTep i3
IIOSIBOIO LITYYHOI'O iHTEJIEKTY IlepecTaroTh OyTu 3aTpeOyBaHMMMU.
HaroMmicTe y  HamOmwkdoMy  MamOyTHBOMY — OOHI€IO 3
000B A3KOBMX BMMOT JI0 IpalliBHMKIB pekilaMHMX i PR-areHTCTB
CTaHe BMIHHS JOCKOHAJIO OIlepyBaTU Pi3HOTO POAY TeHepaTuB-
HVIMV HeVIPOHHVMU MepeKaMIL.
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HAIIIOHAJIbHI YKPAITHCBHKI LIIHHOCT],
IHHOBAIIII I KPEATUB Y KOPTIOPATMBHMUX KO-
MVYHIKALISIX CYHACHOTIO BISHECY

Tomoposa Okcana BosrogmmupiBHa,
I IpesnpenTka 'O «Acomianis kopriopaTBHMX Meia
Ykpainn»,
M. KuiB, YkpaiHa
oksana.todorova@gmail.com

CyuacHum 0i3Hec YyTTEBO pearye Ha 3MiHM CEHCIB i aKTyaJIb-
Hi 3alMUTM CYCIUIBCTBA B KOMYHiKaliHoMy ImpocTtopi. Heo0-
XiIHICTh TPUMATM IIOCTIVIHUI 3B’S130K 31 CTeVMKXOoJiepaMy KOM-
IaHii, MIOAHS HAIIOBHIOBATM KaHa/IM KOMYHIKalliVl B COLIIaJIbHVIX
MepexXax, JaTax i rpymnax, ImpodeciiHux KOM IOHITI BMMarae Bifl
CHIBPOOITHUKIB JlellapTaMeHTiB 3 MapKeTMHIOBMX KOMYHiKallin
CTpaTerivyHoro MMCJIeHHs; CUCTEeMHOCT] y TaKTUYHMX OiIX; Kpea-
TUBHMX 10em, 1110 BiAIOBIIal0OTh KOHTEKCTY ceperoBuila i 3MiHaMm
B YCBiJOMJIEHHI BO€HHMX IOJiN y KpalHi; BifoOpaskeHHs: il KOM-
IIaHil y HAIPsMKY BOJIOHTEPCBKOIO PyXy; HOTpeOye iHTerparii
LIiHHOCTe! OpeHAy 3 iHHOBALIMHMMM TeXHOJIOTISIMM; CTVMYJIIOE
OCy4YacHeHH HalllOHaJIbHOI YKpalHChKOI KyJIbTYPHOI CHaIIIINH,
III0 BigoOpa’ka€Tbcs y Bi3yaIbHOMY KOHTEHTI KOPHOpPaTUBHMX
KOMYHIKalTiVi.

B komnTekcTi BOeHHMX T1IOmiM Oi3Hec craB IPYyIMM, €KO-
HoMiuHMM PpoHTOM. BiH 1omae CTiMIKOCTI KpaiHi Ta BIUIMBAa€E Ha
3MiHM y camoineHTHiKallii, 1oTpedye akTyasisalii ¢akTiB 3
icropil Ykpaian. I g indopmaninHa OisUIbHICTE KOMIIaHIN IJIN-
Ooko iHTerpoBaHa y iHdOpMalliiHI IIOTOKM B HUQPPOBOMY IIPO-
cropi Kpaian. Oco0JIMBICTIO HOBITHIX KaHaJIiB KOMYyHIKallil € iH-
TepakTuBHICTb. KopucTyBaui MUTTEBO pearyioTh Ha IOIIVICK B
akayHTax OpeHZIB B KOMeHTapsx. Tomy Oi3Hec y KIIFOUOBMX CeH-
cax KOPIIOpaTMBHUX ITPOEKTIB BijoOpaXka€ OUIKyBaHHS W IIpar-
HEeHH$ CBO€I ayauTOpil, Ta B CBOIO Yepry BIUIMBA€E Ha CBITOIVIAL,
YCBiJOMJIEHHS 3MiH 1 CHPUIHSTTS BJlacHOro OpeHpy. SIKIro X iH-
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dopwmariig y gormicax 6i3Hecy BiflipBaHa Bif IOV Y CYCIJIBCTBI,
BifoOpaXka€e TUIBKM iHTepecu KOMIIaHil Oe3 ypaxyBaHHs HeTalHMX
1oTped OKpeMMx CerMeHTIB 3allikaBJIeHMX CTOPiH oOprasisariii,
KOMIIaHis Oyzie BTpavaTy BIUIVB B iHOpMaLiTHOMY IIPOCTOpPi Ta
B JIOBI'OCTPOKOBIiVI IIepCIeKTMBI ITe BifoOpasnThbCs Ha YMCIIeHHOCTI
KOM FOHITi 71 KIJIBKOCTIi CITOXKMBaUiB 1 IIPOAYKIIiT i ITOCITyT.

ToMy mocmimpKeHHs KOHKPeTHMX IIPUKIIagiB KOPIIOpaTUBHIX
IIPOEKTIB pelpe3eHTye aKTyaJIbHi 3allUTU CYyCIUIbCTBA Ha aKILleH-
T y CeHcaX, KJIIOYOBI IIIHHOCTI, 1110 HaJaloTh JOJATKOBI KOHKY-
PEHTHI IepeBary KOMIIaHisIM, HiICVIIIOIOTh eMOIliViHe 3a0apBiieH-
Hs1 y COPUMHATTI KOMITaHil 3aliiKaBJIeHVX CTOPIH OpraHisarii.

Ochb 4OMy PO3ITIAHYTI HIDKYe B LIbOMY OIS/l KpeaTVBHI if1el,
TeMaTU4HI BEeKTOPY KOMYHIKaIliyI MalOTh HPaKTUYHY IIHHICTH i
dopMyIOTh ysBJIEHHS PO HOBI CeHCU 1 OMHaMIKy 3MiH iHdoOp-
MAaIITHOTO CePeIOBUIIIA.

Hanbinpln akTyaslbHMMM 3aBIaHHSAMM KOMIIAHINM ITif, 4Yac
BIMTHU cTaJIn 30epeXeHHs KOMaH/IM CIIiBpOOITHMKIB, MiABUIIIeHHS
XUTTECTIMKOCTI, cTadiTi3alligd eMOIHMHOro CTaHy POOITHMKIB,
IMIOKJIIOYeHH 10 JKMBUIBHOIO pDKepesla HalllOHIBHUX KYJIBTYP-
HUX ILIHHOCTel. 3TiJHO 3 Teopi€ro 3alliKaBJIeHWMX CTOPIH Op-
raHizanii ekoHomicra Ensapna @piMeHa, cTpaTerigytie yIpasIiHHI
dipMamMm mpMBaTHOrO CeKTOpy MoXe OyTu HabaraTo edek-
TUBHIIIINM 1 pe3yJIbTaTUBHIIINM, SKIIIO MeHeKepy II0YHYTh Bpa-
XOBYBaTV IHTepeCu pi3HMX 3allikaBjieHnX cTopiH. Ha vioro mymky,
TUIBKM Y 3JIarOfpKeHint O0araTOBeKTOPHWUVI ITOJITHUIL yIpaBIIiHHSI
MOJXHa 3HAVIT! Bi[IIOBiAb Ha 3arpo3y, SKi CTBOPIOE Cy4yacHe pVIH-
KOBe cepejoBuILle, 110 IIPsIMYE 10 I100asIi3allil i HeBM3HauYeHOCT.

3alikaBJIeHOK CTOPOHOIO, 3a Bu3HaueHHsAM DpimeHa, Moxe
Oyt Oyab-siKa rpyma 4m ocoba: fKa cama MoXKe BIUIMBATU Ha [10-
CATHEHH 1IijIeVl opraHi3allil; Ha sIKy BIUIMBAE HOCATHEHH IIijien
opranisartii. B yMoBax BoeHHOro crany HeOOXiJHICTb HaJIarOOUTU
BIAIIOBiHI KOpHOpaTWBHI KOMYyHIKalil 3i cIliBpoOiTHMKaMu cTaia
KUTTEBOIO HeOOXimHICcTIO. A CTBOpeHHs KaHaJliB KOMYHiKarjii 3i
CIIOXVBadaMV, IIOCTaYaJIbHVMKAaMM, MapTHepaMy TOIIO, SAKi Cu-
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CTEMHO HAIIOBHIOIOTHCS aKTyasIbHOIO iHdopMmarii€ro i Bigoopaxa-
I0Th CTaBJIeHHS KOMIIaHIl 10 IIOAiM B KpaiHi, BHECOK Oi3Hecy y
CIIUIBbHI COIlasIbHI IIPOEKTM 1 BOJIOHTEPChKi IIporpamMy BUMIIUIN Y
IIpIOPUTET B KOPIIOPATUBHMX KOMYHIKaIlisX.

B BoBi1 KHYDKIII Acoriariii KOopriopaTuBHMX Media YKpaiHu
«[lepmaM ceHCiB Ta imev» po3MillleHi TOAPOOUMII peajti3arlii
e€THIYHIO IIPO€KTa 3 1HHOBALIMHOIO CKJIanmoBlO «Bumimra Kpaca.
3pobu ceom!». Kpicrina Kpisomreina, kepiBHUK HaIpsMKy Kop-
IIOpaTMBHMX KOMYHIKaIliil i 3B'$13KiB 3 I'pOoMafChKicTIO Acino B
YkpaiHi, OKIagHO IIpefcTaBiia LeVi KeviC B 3a3HaYeHi KHVDKIIL.
lle OyB KpeaTMBHMII KOHKYPC, 3aIlyIleHUN y MeXXaxX KOpPIIopaTuB-
HIX KOMYHIKaIlill IIBeMapchbKol QapmaneBTUYHOI KOMIIaHil
Acino B YKpaiHi 110 15-piuds cBATKyBaHHA [IH BUIIVIBAaHKN.

HaeneMo kisibKa Te3 i3 Kenicy: «Komrmaniga Acino masia MOX-
JIVBICTh KOXKHOMY CIIiIBPOOITHMKY TBOPYO CaMOBMPAa3UTWCS, B34B-
IV y4acTh Y KOHKYPCi, i CTBOPUTY Ha CIleliaJIbHO po3pobiieHoMY
BeD-CallTi-KOHCTPYKTOPi 710 TPbOX aBTOPCBKMX AM3aliHIB BUIIN-
BaHOK, BMKOPWCTOBYIOUM 3allpOIIOHOBaHI OpHaAMeEHTU 3 KOH-
CTPYKTOPpA.

Tomn-10 mepemoXxI1iB 3 HaMOUIBIIIOIO KiJIBKiCTIO OasIiB, HaOpa-
HUX BiJl KOJIET MUISIXOM I'OJIOCYBaHHS IIif KOXKHIMM BapiaHTOM BU-
IVBaHKV, OTPUMa/IM CBOI aBTOPCBKI COPOYKM, BIOUIUTI B
yHIKaJIbHOMY amsariti, 1o 30-pigus Iua HesanexHocTi Ykpainmu.

Canr cx1azmaBcs 3 IIecTy po3UTiB, MaB KiJIbKa IHHOBAIITHMX
CKJIaZOBUX. A TaKOX IIOTY>KHY MOXJIVMBICTH 3aHYPUTUCH B ICTO-
PVIYHMV HapWC Bifl ONVCY YaciB IIOABV BUINMBAaHKM 10 PO3IOBIiIi
IIpO 3HaYeHHs 11 OpHAMEeHTIB y Pi3HMX perioHax KpaiHu Ta Ipo Ii
PpOJIb B HaIlli [THI.

Yci cTBOpeHi yuacHMKaMM BUIIMBAHKY PO3MIIITYBaJIVICh B Ta-
nepei. OcoOnmBicTh 1M Iy OJIiKallivi IlojIdgraia B ToMy, 110 BCi Au-
3aViHV YYaCHUKIB pO3MIIIYyBa/IMCS aHOHIMHO, a TaKOX IIpU Iepe-
BaHTa)KeHHI CTOpiHKM y Opaysepi nepemimrysanmcs. Tak dokyc
CIiBpPOOITHMKIB, SKi TOJIOCYBaJIM, CIIPsIMOBYBaBCA Ha Te, 100 IIpo-
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rojiocyBaTy caMe 3a Am3aliH, sSIKMUI CIIof00aBcs, a He 3a KOHKpeT-
HOT'0 CHiBpOOiTHMKA.

Y konkypci B3y yuactb 206 nipaniBHuKiB. Bonu crBopvm
437 yHiKaJIbHVMX OM3aVHiB BUILIVBAHOK. Ycboro BigmaHo 1 715 ro-
JIOCIiB 3a BUIIMBAHKM Kojier. HaropomkeHHs gecsaTu IepeMOXIliB
aBTOPCHKVMMM BUIIVBaHKaMM BigOysiocs HanepenonHi xus Hesa-
nexHocTi Ykpainu. IlepeMoXxigmMu ctaim CHiBpoOITHUKM 3 pis-
HIX perioHiB YKpaiHu, Kyau 7 IoIXaIvt OpUriHaIbHI BUILMBAHKVI-
obeperm».

IIpoext «Bummmra Kpaca. 3poOn csomo!» moeqHye Tpamuiii,
IHHOBALIIl, Kpacy, eTHiUHYy eJIeraHTHiCTh, aKTya/IbHICTh 3a CeHca-
MM, TIi3HaBaJIbHY CKJIaQJ0By, (PYHKIII0O 00'€qHaHHS KOMaH/M,
ITJIBUIIIEHHS JIOSUIBHOCTI CIiBPOOITHMKIB. 3HAaYHO TOKJIQIHIIIIe 3
yciMa TeXHiYHMMM i eMOLITHVMM OCOOJIMBOCTAMM IIPOEKTY, IUIa-
HaMW Ha IIPOJOBXeHH: KOHKYPCY 1 BUCHOBKaMV YUTalTe B IIPaK-
TUYHOMY po3nitl kuurn «Ilepmvnm cencis ta inen. KopriopaTtms-
Hl KOMYHIKaIlil B MUPHWUI 1 BOEHHUM Yac».

KopnioparusHi koMyHikalii BimoOpakaloTb HavOUIbIII
IIparHeHHs 3alliKaBJIeHVX CTOpPiH opraHisaliii, TOMYy ILOCVIIOIOTH
€IHICTh 1 POPMYIOTH CIIUIBHY Bi3it0 MaT7I6YTHBOFO KpalHV, BHECOK
KOXKHOTIO CITIBpOOITHMKA, CHOXMBada VI apTHepa y AOCATHEHHI
crisibHOI MeTw. Take IIparHeHHs BioOpakeHe Yy HaCTyIIHOMY
HPUKIIaI]L.

Inea xarenmaps Ha 2023 pik Bifg KoMItaHil IHTEPITAVII -
repeMora YKpaiHM Ta CMUIMBICTH yKpaiHiiB. Tema: «Ilepemo-
xHm 2023» BijoOpakeHa y eKCKIIIO3MBHMX aBTOPCBHKMX aKBape-
ix. PosnoBigaroTe MeHemxepu npoekTy: «Hamm xkanenmap - mpo
Hal3amnoBiTHillle OakaHHd yKpaiHuiB. [Ipo mepemory. Ilpucsg-
yyemo 1ioro mipattiBaukam IHTEPITAVAT, siki Bcim cepiieM BipsTb
B IIepeMory Ta HaOJIVDKaIOTh i1 JeHb 3a ITHeM. 1M, XTO 3axmIrac
Ykpainy Ha nepenosint. TvM, XTo TpuMmae eKOHOMIUHUI PPOHT.
TwvM, XTO Bech Iiem 4Yac IorioMarac BiVICBKOBMM 1 ITMBUIBHMM. Pa-
30M MM BIIOPAa€EMOCh, MV BUCTOIMO, MM BigOymyemo! MasroHKM 110
KaJIeHOaps CTBOPEeH1 YKpalHCBbKMM XymoxXHukoM IOpiem Illamo-
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BaJIOM. B cBOIX akBapesrsix nmonraBcbkun xygoxHuk Opin Ilarro-
BaJ1 300paxye BiltHy i cMiBicTh GOopoTHCcs 3a HaviiHHime. Vioro
IIEH3JII0 HAJIEXXUTD YMMaJIo BiTOMMX PpOOIT, 30KpeMa — CMMBOJIiYHA
MapKa BoeHHOro 4acy «KpuMcbknit MicT Ha Oic!» Ta akBaperi, 110
po3MimieHi B odici Typenpbkoi kommnaHii «bavipakrap». s ka-
jeHnaps ctBopeHo 13 opuriHaspHUX pobiT. KoxkHa mos’g3aHa 3
komriatieto IHTEPTTAVIT ta YkpaiHowo».

Hactynamin nipuxiian 3 BijoOpa’keHHSAM KYyJIBTYPHOI cHaf-
INVHU - KopHopaTtuBHUI KasleHaap Syngenta & Ukrainer, B sxo-
My aBTOPM BIATBOPWIM HaWlapHINI AMBOBV/OKHI KYTOYKM
Yxpainu. 3a moromororo crrertiasibHOro QR-komy crioxmBsad Moxxe
repeniTit B I poBe cepeoBullie i MpoYnUTaT JOKIaIHWI OIVC
- 1ikaBi ¢pakTM Ta ICTOPMYHY [OBiAKYy IIPO KOXHY JIOKALIilo,
BifoOpaxeHy B KaleHgapi. Kpaca, mnarpiormunicts, indop-
MallifiHa CKJIaJi0Ba, IHHOBALiVHICTh BijoOpa’keHi y TakoMmy Kila-
CUYHOMY (popMaTi, 9K KOpIIopaTVBHMI KajleHgap. Po3nosigaroTs
MeHeJ[Kepy IIPOEKTY: «Mu, yKpaiHIli, 3HAEMO, SIKOIO OCOOJIMBOIO
Ta IHHOIO € Hama 3ewiId. KoXxeH KyTo4dok YKpaiHu — Hevi-
MOBipHMI. 3HaeMmo. 3axuiraemo. JIrooumo. Paszom i3 Ukrainer mm
CTBOPWIV KaJIeHJap, AKUI BIIKpWE IIPeKpacHl KpaeBumay Hamlol
KpaiHy, a nepernosinv 3a QR-komom mip ¢doro Micsansg — Bu
OiIbIlle Ii3HaeTech PO KOXHY 3 Jokauint. Ukrainer — e criib-
HOTa Ta opradisaiis, mo 3 2016 poky mocimimkye YKpainy Tta
YKPalHCbKMV KOHTEKCT, pOSHOBiLLaG iCTopi'l' caMVM YKpaiHIIsIM, a
TaKOXX TPaHCIIIOE IX y CBIT, IlepeKyIajlaloun JecsaTKaMy MOB. Y Ka-
JICHOapl BUKOPMCTAHO MaTepiajl 3 eKCIIeOuIin YKpaiHolo, fKi
xomaHpa Ukrainer 3aivicHmia 10 2022 poky».

PosrisiHeMo 111e onuH nipukitag. Komanna «/JoHbacenepro»
CTBOpWIa yYHiKampHUI KasteHgap «CBaTkymMo pasoM! Ilvmrarimo-
csi cBoiM!». YV HbOMY BifOOpakeHO I1aTV yKpaiHCBKMX CBST, SKi
IepenaroTbCs Bif IIOKOJIIHHA [0 IIOKOJIIHHA. B OCHOBI CloXeTiB —
MaJIIOHKV BiJOMOIO XyHZOXXHMKa, rpadika, aBTopa ecKi3iB IoBiIe-
Hyix MoHeT Mukonu Kouy0Oes. HaviBiomimvmy rtoro poboramm y
cdepi nomroBux Mapok € cepisa «Hapomuum omar Ykpaiam». LIi
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MaJTIOHKV CTaJIi OCHOBOIO /I (POTOCIOXKeTiB KajleHaaps, a o0pa-
311 IIepCOHaXiB BiATBOPWIN CIIBpOOITHMKM KowmraHil. Takwum
3B’5130K 3 iCTOpi€l0 HapoOAy HaJMxa€ i HAIIOBHIOE CWJIOK HAIIIOrO
HalllOHAJIPHOI'O KOPIHHS, HAIIMX eTHIYHMX Tpaaullii 1 HOpu
IIbOMY Ma€ aKTyaJIbHy Cy4acHY Bisyaslizaliiro.

Taxk, HartioHa/IbHA i1es 11 yKpaiHChKa avifieHTKa MoXe OyTu
ocydacHeHa. MoJsiozib He IpMBaOIIIOE «IIIapoBapIHa». YKpaiH-
CbKe MOXe OyTy CTWIBHMM, MOOHVM i rapHMM. Ajie yI IIbOTrO
IIOTPiOHO CIIBIIpalfoBaTM i3 Cy4YacHMMM MUTLISIMM, $Ki po-
3yMIIOTBCA Ha TpeHOax B AM3aliHi, aKTyaJIbHOMY Bi3yaJIbHOMY
KOoHTeHTI. [IpuKitamoM BOajioro BTUICHHS LMX Te3 € COLiaJIbHUN
pOoeKT «Mu OfHi€l KpoBi», AKUI peasi30BaHUV 3a IHIIIaTUBOIO
IIYMB.

Lle maTpioTuHMII MepY, 10 PATYE XUTTA yKpaiHiis. IToo-
BUHY BapTOCTI KOXXHOro 3amoniieHHs [IYMb mepepaxoBye rpo-
MaJICbKVM oprasizamisam «JoHopUA» ta «AreHTu KpoBi». 3i0paHi
KOIITY CIIPSMOBYIOTBbCSI Ha 3a0e3lleueHHs IIOTped y JOHOPCHKiN
KpOBI, IOCTaBKy KOMIIOHEHTIB KpOBI OO rapg4ymx TOYOK Ta 3a-
KYIIB/IIO 3aCO0iB TaKTMYHOI MeAVMIIVHM IS YKPalHChKMX BOTHIB.
TakuM uMHOM HPOEKT MIATPUMYE yKpalHChbKMII Oi3Hec i HaroBs-
HIOE KOIITaMM apTepil yKpalHCBbKOI eKOHOMIKM. Yci ImpeaMeru
Mepuy CTBOPEHIi Ta BUIOTOBJIEHI TUIBKM yKpalHCBKMMM BUPOOHM-
KaMIL.

Ko’xHe HOBe 3aMOBJIEHHS BiJ] CIIOXXMBaYiB - Ile HigTprMKa Oi-
3HeCy Ta BJIMBaHHsS (PiHAaHCOBOI KPOBi B YKPaiHCBKY €KOHOMIKY.
ITpoekT migTprMye MuTHiB 1 yKpaiHcbkut APT. 1o nusaviHy me-
puy HOIYyYWINCh YKpaiHChKi UrrocTparopu Sandra Ruth, Anas-
treela, Maliunok Ta ITwmomenko Karepuna, umst TBOpUicTh ITiAT-
pUIMy€ Bipy yKpaiHIIB y IepeMory. 3aMOBJIAIOYM Mepd, KOXeH
3MOXe HaB3a€M MIATpMMAaTU MUTIIB Ta yKpalHCBKUI aprT.
ConianbHum IpoekT «Mm OfHi€T KpoBi», peasli3yeTbcs y cOolMe-
pexax 1 Ha camri. OcHOBHa CTOpIHKa B  IHCTarpami.
https:/ /www.instagram.com/lifesavingmerch

189



www.facebook.com/lifesavingmerch Cantr IIPOEKTY:
https:/ /lifesavingmerch.com.ua

PosrisiHeMO KpeaTUMBHMII KeViC 3 apT-CKJIaJOBOIO Bil, KOM-
rmaHil Credit Agricole. Po3noBinaroTb MeHeKepy IIPOEKTY: «Mmu
3HAEMO, K YKpalHIIi pa3oMm i3 dpaHIly3aMl CTBOPIOIOTH BVICOKO-
xiacHuM cepsic y Credit Agricole B YkpaiHi. A Terep ysBiMO, 1110
Oysi0 O 300pakeHO Ha IllefieBpax BCECBITHBO BijomMux dpaHITy3b-
KX MaVICTpiB, $IKOM BOHM CIIBIpaLIOBaI 3 TaJaHOBUTUMU
yKpalHCbKMMM MuUTHAMK. Hanpukiiam, y myx Kojakax BUKOPU-
CTaHO BV3HA4YHI TBOPU MMCTELITBA: «YKPaiHCbKMX TaHLIIOPVICTIB»
Mapii IIpumauvenko i «YepBony ximuary» Awnpi Maricca; «Ko-
xaHHsa» Pepopa Kpuaescbkoro 1 «3axkimHauky 3min» AHpi Pycco;
«Karepuny» Tapaca IlleBuenka i1 «Ilome makis» Kitoma More. I3
LVIX Ta IHIIVX KpeaTMBHMX KOJIaXiB 1 OyJIO CTBOpeHO KajleHaap
Credit Agricole Ukraine”.

['onmoBHMMM mpiopuTeTaMy B Meflia € 3aKJIaJeHl CeHCH, II0-
3UILIISA, COLHaIbHI HPOEKTHM, Bi3yaJIbHWUI CYIIPOBid, eMOIliViHe 3a-
OappileHHs, TOHaJIbHICTL KoMyHiKawit. KoxeH criBpoOiTHUK,
IapTHep 1 KILEHT 3BIps€ CBOI IIHHOCTI 3 IIIHHOCTSAMM 6peH,[Ly.
Kenic «Kanrenpap Credit Agricole Ukraine», a me 40+ npuxiiaais
3a 2019-2022 poxu mpencTasiieHO B HOBIM KHM31 Acomianii «Ilep-
JIVHM CceHCiB Ta imen. KopniopatmBHI KOMyHiKalii B MUPpHMUI 1
BOEHHMM Yac».

IToTy>XHVMM BIUIMBOM Ha IIJICBIIOMICTH JIFOAVIHM, TI €MOIIiV-
HUVI CTaH i IlepeKOHaHHS, 1110 He II0TpeOyIOTh JOOAaTKOBOI pariio-
HaJIbHOI apryMeHTallil Ma€ BigeodpopmaT KOpHOpPaTMBHMX KO-
MyHIKallifl. 3aJIly4yeHHs IOTY>XHUX MeTadop, L0 aresroloTh 10
€MOLIiVI, Ma€ IIaTPIOTUYHY CKJIaIOBY 1 IIMPOKY XXaHPOBY HaJITPY 3
BIJOMOIO eMOIVIHOIO 3aKaJpOBOIO IICHEI0 IIPe3eHTOBAaHO VY
HaCTYIIHOMY IIPVKJIaJi.

«ApcenopMirran Kpusum Pir», 3 ripHuUd4o-MeTasryprirtHol
rajiy3i IIpe3eHTyBaB Ha KOHKypci «Harvikpamie kopriopaTtusHe
Menia Ykpaiau 2022» HOBUM KopriopaTvBHUII diibM «Bce mepe-
IUIaBVIMO».
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Po3noBimatoTe aBTOPY HPOEKTY: «YCiM CWJIBHMM Ta He3JlaM-
HUM HpUCBAUYyeTbcd. KOXXHOMY, XTO cTaB BOTHOM CBiT/Ia. XTO 3a-
xuiae cBim ppoHT. lle mpuceATa TMM, KOro He 3jlaMaTi Ta He
CKOPUTM, y 4MiX XWiIax Tede cTajleBa KpoB. OcoOIMBIM JIIOISM —
rippukam Ta MeTasypram Kpmsbacy, 3axmcHukam YKpaiHu Ha
BOEHHOMY 1 ITpoMucIIOBOMY dpoHTax. l'oocy, pykm Ta BMiHHA
# ApcennopMirranKpusuniPir - y npoMy pormky. A 1me - Hala
Oe3MexHa BOAYHICTH i IIOBara MeTaJlypraMm i ripHMKaM HaIIIOTrO
mignpvieMcTBa 1 Beiel Ykpainu. IlepemaeMo BiTaHHS Ta THUCHEMO
PYKy KoJieraM, fKi 3aXMIIAlOTh HAIl CIIOKIVIHMUV COH Iifl KYJISAMMU.
KaxeMo «IgKyI0, Opy>Xe» TUM, XTO 3JIMIIMBCA Ha HIAIIPUEMCTBI,
BU00yBae pyay um BapuTh cTayib. KoxeHn BaxmBuil. Koxen Ha
cBoeMy Micti. CkpyTHI wacu niponayTe. Hactane HOBuUII [ieHb, B
skoMmy Ilepemora Oypme 3a Hamu. Mu BinOyayeMo Kpainy. Mu Bce
repervIaBmumMo!»

TpuBamicte Bimeo 04 xB. 33 cex, Bimeo crBOpeHO 1A
CIIBIpaIlIBHMKIB KOMIIaHIl, MemnkaHIiB Micta Kpusumim Pir,
perioHy Ta YKpaiHu, AJIs1 IIapTHepiB Ta iH. 3aIiKaBJIeHUX CTOPIH

Bigeo cTBOpeHe BMKIIIOUHO CHJIaMM CIIyKOM KOMYyHIKalliv i
IpalliBHMKIB HiOIIpUeMCcTBa, Oe3 3aTyueHHs MipsTHIKIB.

Hpyrumm pisteM, sSIKuii BapTO Mpe3eHTyBaT y 1IbOMY OIJIALL
npencrasienuii I'pymoro xommnaninn Ferrexpo. Kopnopatmsaum
JineM «KHuBa 11871 4ac BiViHV» €MOLIVIHO Ilepefac Hallll yKpaliH-
CbKi 1iHHOCTi. PosnosifgaroTe aBTOpM IpoeKkTy: “Y Hamomy Ko-
POTKOMeTpaKHOMY PUIbMi 3HAVIIIUIM CBOE BiIOOpakeHHS PO3-
AyMU MiclieBoro dpepMmepa, KW LIBOTO JliTa 30Mpae Bpoxan y
HaVICKJIagHimmx obcraBuHax BinHM. Kilbka TVDKHIB TOMY BiH Ta
iHmi arpapii oOsacTi 3aBepHIWIIM >KHMBA PaHHIX 3€pHOBUX,
3i0paBimm 1,5 MJIH TOHH 3epHa, 110 CTAHOBUTH I10HaA, 88% MUHY-
JIOpIYHOrO BpoXaro.Mu numaemMocda TuM, IO HIATPUMYEMO
MiCIIeBl rpoMaal, 30KpeMa Ti, Jie CUIbCbKe I'OCIIOAapCTBO € OCHOB-
HOIO YaCTVHOIO eKOHOMIiKM .

Bineo-dpopmar mopeununt i B 3BiTHOCTI KowmiiaHii. Harpu-
KJIaJl, KommaHig JlaHTMaHHeH AKca CTBOpwWwIa KOPHOPaTVIBHWIL
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diteM, B ssKkoMy BioOpaswia obcsar monomoru OisHeca Osarofiv-
HMUM POHIAM 1 COLiaJIbHIN OisUIBHOCTI HA €KOHOMIYHOMY (PPOHTI.

Kommanii mpomoBXyBaiv BUITyCKaTV HaBITh IMIIKeBl Bizeo.
bo menm dopmaT KOpriopaTMBHOIO KOHTEHTY BUKJIVMIKA€E >KBaBUVI
iHTepec ayanTopii i popMye TOBrocTpoKoBy pelryTariifo. Oinbm-
eKcKypcis ripo podorty BupooHuirrea AT «Dapmak» «SIK BUTIIsiiae
cydacHa yKpaiHcpKa dapManeBTnka? BipryasbHa ekcKypcis
«DapMakoM», gKa 3aXOIUTIOe». PO3MOBINAIOTE MEeHeIDKePU ITPOEK-
Ty: «[JIgmanpKa ayguTopisd MpOEKTy — MMMPOKUM 3arayl. Puibm
O3By4Ye€HUV YKPalHCHKOIO Ta aHIVIVICBKOIO MOBaMWU IS IIOIMV-
peHHsI Ha 30BHiIIHIX KaHaslax (Youtube), a TakoX pocivicbKOIO
MOBOIO IJIsI IIOIIVIPEHHs ceper, IpencTaBHNITB oMmitaHUI (Kasax-
craH, Y30ekucran, Kupruscran).

KopoTko nmpo ponmk. 3a3Bmyan CrioXmBadl Mavbke Hi4Ooro He
3HAIOTh IIPO BMPOOHMIITBO TOBapiB, sKi KymyloTb. OcolsmBo 1ie
CTOCY€ETbC JIKiB. TOMy MM BUPIIIWIN 3MIHUTY LIIO CUTyaIlil0 Ta
IIO3HAVIOMUTI CIIOXKMBa4iB 3 yciMa eTaraMy BUIOTOBJICHHS
SAKICHVX JIIKapChKMX 3acO0iB.

ITin wac mepemiany eKCKypcii Iggad MoXKe HpPpOCIIiIKyBaTy
IIOBHWMVI LIVKJI CTBOPEHH: IIperaparis: BiJl OTPVMaHHS CUPOBUHN
10 MOMEHTY, KOJIV TOTOBa ITPOOYKIlisd OIIMHAETHCS Ha CKIIai” .

I'1smadi OynyTh HepeoasraTiics pa3oM 3 FepoeM Yy CIelliaib-
Hi KOMOiHe30H!1, OTPMUMAaIOTh CeKPeTHI OKYJISpU JOIOBHEHOI pe-
JIbHOCTI, 1100 MOTpanuTIl y CTepWwIbHI OJI0KM BUPOOHMUIITBA 3
HaVIBUIIVIM PiBHEM 3axMCTy, Kyay OOCTYII CTOPOHHIM CYBOPO 3a-
ooponenmii. XponomMerpax dpiteMy 18:28.

Lindposizania cepenosuina KOPHOpPaTMBHUX KOMYHIKaLIil
BVIMarae BiJi KOMIIaHil [IOCTYIIOBO BIIPOBaKyBaTV HOBI (popMaT
mpoekTiB. Ha 3MiHy marmepoBuM HOCIIM - raseTaMm 1 XXypHaslaM
IIPVIXOLATE €JIeKTPOHHI BUIIYCKM, pO3MillleHl Ha camTax, OKpeMy
ayauTopito Mae i popmar nopkactis. Llert iHHOBaIinHMUIT HaIps-
MOK 1 710T0 IlepeBaryt BifoOpakeHi y HaCTyITHOMY IIPVKJIa/I].

EBostroniist KopriopatusBHOToO Mepnia «ApcenopMirran Kpusuii
Pir» TpmuBae. He3Bakaroum Ha BOEHHWII 4Yac, HaJIBaXkKKi YMOBM, He-
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BVI3HAYEHICTb 1 eMOLIiHMY Oi1b Bi/] BTpaT HalllMIX BOIHIB i MUpPHO-
ro HaceJleHHs, pefaKliis Ipalfoe i KOXXeH JeHb OHOBJIIOE II0B-
HOILIiHHe 11 poBe Mezia.

BaxxmmBruMm BeKTOpOM I pO3yMiHHS TpaHcdOpMalLii cyc-
IIJTbCTBA € OadeHHs JIJepiB AyMOK IIIOJ0 TpaHcdopMariii
yKpaiHiiB mig vac BivtHu. Lli 3MiHM noTpiOHO ycBimoMuTH, 11100
MaTu IPYHTOBHe PO3YyMIiHHS CYCHUIBHUX TpaHcdopMalin Ha
MaKpOPpIBHI 1 Kpallle 3pO3yMiT KOHTYPW Cy4acHOIO JIJIepPCTBa,
11100 BHECTM II€BHi YTOUHEHHS B KOPIIOPaTVMBHI KOMYHIKaIlil.

Mwuxavoio BuvaauUIbkMi, BukiIamad KueBo-MorissHCBKOL
aKazeMii, Bij3HauMB TaKl 3MIHV: «ICHYIOTb 1Bl pedi, AKi BUOHO Ha
nosepxHi. Ilo-tiepitie, 3MiHa B KOHIIEIITaX 1IeHTUYHOCTI. [lymaro,
110 Ha Ilel MOMEHT MOXXeMO TOBOPWUTHM IIPO KOHCOJIJAIlifo
yKpalHCBKOI iTIeHTYHOCTI HaBKOJIO He 0OOB sI3KOBO €THIYHOI, ajle
TaKoOl KOHIIeIIIil, 10 Ha3MBa€ThCsI "MOBHO-HAIIOHAJIBFHOIO'. X0o4U
4K He OVBHO, ajie OYeBMIHO, 110 IUIaHyBaylacs 'meyKpaiHisarisa” 3
Ooky IyTiHa, Ta Lie He BOasocs. ToMmy III0 Ha CPOTOAHI SKpas3 I
KOHCOJIiJalis yKpaiHChbKOI 1IeHTUYHOCTI € OOHMM i3 OayXXe Bpa-
JKaroumx ITOKa3HVKIB, 30KpeMa JIIOOM Y MOBCAKIEeHHOMY CIIUIKY-
BaHHI IIepexoaTh Ha yKpailHCbKy MOBY. HuHi nmuranHHd JBOMOB-
HOCTi aOCOJIIOTHO He CTOITh (I HIKOJIM He CTOSUIO) I103a IOJIiTUY-
HVIMVI KOJIaMWD».

Kommnanisa «Hosa Ilomra» Bimpearysasia Ha 3alUT CYCIIUIb-
CTBa y BMBYEHHI pigHOI MOBM 1 CTBOpWIa y TejlerpaMi KaHasl, Ha
AKOMY Ha Oe3KOILUTOBHII OCHOBI, B IHTepaKTMBHOMY opmari
BVBYAETbCsI yYKpalHcbka MoBa. «PosmoBHUN K1y0 «JIt0 yKpaiHCh-
Ky» - 0Oe3leuyHur IMpoCTip, Hde ILIKaBIISTbCS TBOEIO JTyMKOIO».
3ycTpidi IPOBOOATHCA B OHJIaVH popMaTi HIOIIOHeAIKa. Y SAKOCTI
3a0XOUYeHHsI KOMIIaHisl HaJCWIa€e y4dacHMKaM KIyOy KpeaTVBHY
OpeHIOBaHy CyBeHIpHY ITPOIYKIIO.

KpacHOMOBHO pelnpe3eHTYIOTh LIIHHOCTI OpeHIy TeMaTW4Hi
BEKTOPM 1 >KaHpoBa NaJiiTpa KOPHOPaTMBHMX BuUIaHb. Po3rii-
HEeMO, HallpuKiIag, KOHTeHT raseru «lipHux» Bin kommnanii Fer-
rexpo. TemaTnuni Bekropmu 501 Bunycky: «Hasuanmag mig Bcix» -
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ITPO MOXJIVIBOCTI HaBYaHHS Ha OCBIiTHIiN ItaTdopmi; «Ditocodis
300pOB’sl» KOMIIaHis IIPOIIOHYE CBOIM CIiBpoOiTHMKaMm Oes-
KOILITOBHI 3aHATTA Vi0ro10; «Pementrt eqHaHHA» - OPO KyJliHap-
HUI IpoeKT «CTpaBu perioHiB»; «BpsTyBaTtu yiroOsieHIB» — sIK
KoMmmaHig Ferrexpo noromarae eBakyroBaTy TBapuH i3 XapKiBCb-
KOIO eKOHapKy, «3HamTy PiIIeHHsd» PO AOIOMOIY MIiCIIeBin
JIiKapHi IIpellapaTaMu IepIiol HeoOxigHocCTI, « loHaltis I XuT-
Ts» — PO AOHOPCTBO; posmmpeHnnn Marepian «Kypc Ha pos3Bu-
TOK» — IOAPOOUIIi mporpaMu IMIOPIiYHOTO OIiHIOBaHHS IepCOHa-
1y; «BUKIMK a1 MavicTepHOCTI» — PO KBalidpiKaLliVHWI LIeHTP
kommaHii; Hapgmxatoui ictopii y Marepiani «Cwia pobpa»;
«O0irpiT cepisi» — Hpo IlepecesleHIIiB i Te, IIO JOIOMAarae im
BITHOBUTMCH IICMXOJIOTiuHO; «Bripasu Ha ¢dokycyBaHHsA» - Ma-
Tepia/l IIPO HPOEKTU 3 PO3BUTKY ocobucTrocTi y Ferrexpo; mpo mii
ITi] Yac HOBITPAHOI TPUBOI'M Y MaTepiayll «YCIM B YKPUTTS».

Ortxe, 5K HAOYHO JeMOHCTpPY€ KOHTEHT BUJaHHs, Oi3Hec ITil
4yac BIVIHVM He TUIbKM BVDKMBAE, ajle 1 HapoOIIy€ CTIVIKICTb, KOMIIe-
TeHIIi1, HaJlyIXa€ i MOTMBYE IIepCcOHaJI Ha IIPOdeCiVHUI PO3BUTOK.
PosristHeMo TeMaT4Hi BeKTOPY BHYTPIIIHBOI0 KOPIIOPaTUBHOIO
XypHally dapManieBTMYHOI KoMnaHil «PapMak».

«Dapmak» citatus 304 MJIH I'pH IIOAATKIB 3a IIOHAZ, TPU
Micani BivtHM. KoMmaHis HagiiHO TpyMae eKOHOMIYHUI (PPOHT,
BUACHO CIUIauyrouy nopaTtku. [JenHp nonopa. Papmaxislii 3maim
oitb1re 30 J1iTpiB KPOBIi Ta IUIA3MI.

Ili Ta OaraTo iHIIMX TeM PO3KpwWIa peHdakilis BUIAHHS B
XypHasti Farmak Life. Lle BHyTpilHiV KOpIIOpaTUBHUIL XypHaI
dapmanesTiuHol KoMnaHii «Papmak». XKXypHall BUXOOUTE OpY-
KOM Ta B €JICKTPOHHOMY BUIIIANL KOXHI Tpu micani. Popmar A4,
36 cTopiHOK. TakoX BuaaHHA HepeKIaa€TbCa POCIVICBKOIO MOBOO
IUISA TIOIIVPEHHS OHJIAVIH cepeq, IIpencTaBHUIITB KommaHil B Ka-
3axcraHi, Y30ekucrani, Kupruscrani. Xypnan indopmye, pos-
KpVBaO4lM aKTyalIbHI TeMy, o0’€aHye CHiBpOOITHMKIB KOMIIaHII,
Ha/avxae, MOTUBYE, (popMye CTiVIKy penyTallito 0i3Heca, doKycye
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Ha [PpiOpUTeTHMX 3aBOAaHHAX KOMIIaHII, CJIIyrye MariJaH4MKOM
IJIs 3BePHEeHb TOII-MeHe)KMEeHTY.

Ha ki 11e ceHcM BapTO poOUTM aKIeHT B KOPIIOPaTUBHMX
KomyHiKanigx? Tom Konpin, ameprkaHCBKMN reHepall i JOKTOP
IICVIXOJIOTil, PO3MOBIB IIPO OCOOJIMBOCTI JIiJIEPCTBA B eKCTpeMaslb-
HIX YMOBaXx. Moro KHIDKKY «EXcTpemMasibHe JIiIepcTBO: Kepyil Tak,
HiOM TBOE XUTTH 3aJICKUTH BiIl ITLOTO» BUBYAIM B Oararbox BiViCh-
KOBMX akKaJeMmisXx 1 HaBUaJIbHMX Kypcax Yy BenukobpuraHii,
slnonii, Kurai, Ispauii Ta CIIA. Tom BM3Ha4YMB II'ITh OCHOBHMX
dyHIaMeHTaIIbHVIX HPVHLMIIIB, XapaKTepUCTUK eKCTPpeMaJIbHOTO
JIiflepcTBa, YHIKJIbHUX U HeOesneuHmx curyartin. Li mpuHIm-
VI KOMIIaHIl BifoOpaXaloTh B KOPIIOPATMUBHMX KOMYHIKaIlisgX, BO-
HVI CTAaHYTb y Harojli B KpM30Bi cUTyallil y KOMIIaHisgX i ocoducro-
My xurri. Tom Konpin 3asHadgae: «Jligepn MycdaTs MaTu IU'SITh
YHIKaJIBHMX OCOOJIMBOCTEN, SKi € BaXUIMBMMMU IIiJl 4ac HeOes3meu-
HVX KPWM30BUX IIepiofiB: OyTy BIIeBHEHMMM, CHHOKIIHMMY, CKPOM-
HUMI; POKyCyBaTMCs 3/1e0UIBIIIOr0 Ha 30BHIIIHIX 3aBaHHSX, Ha
BUPIIIIeHH]I KPUTWUYHO BaXXJIVIBUIX IINTAaHb; PO3OUIATI PU3UKY, IIe-
peXuBaTi IX pa3oM 31 CBOEHO KOMaHIOIO; IeMOHCTPYBaTW JIXO-
AAHICTb 1 OJIM3bKICTh 10 KOMaHOM; BUOYIOBYBaTU OOBipy, cdop-
MOBaHy Ha KOMIIeTEeHTHOCTI 71 BigmaHocTi. i yHiKaIbHI IpurHIIM-
I IIPaLIOIOTh He JIMIIIEe 3 MOT'O JOCBiAy IHCTPYKTOpa HapallryTHO-
ro CIIOPTY i 3 HOCBiny poOOTM B 30HiI OOMOBMX [IilI, @ TAaKOX i y
CKJIQJIHVX CUTYaIligx ocobmcroro Xxutts. Koy mricte pokis TOMY
Moint 31-piuHint gouri Oyila moTpiOHa TpaHCIUIAHTALis ceplld, Iii
3HAHHS MeHi TeX qy>Xe 3HagoOwIncs. 3apa3 JOHbKa 300POBa, Ma€
JIBOX JIiTe 1, SIK 1 paHillle, BeJie aKTUBHUI CIIOCIO XUTTH, XOOUTH B
ropu Konopano 1 mparroe. Y Kpu3oBint cuTyaniil g KepyBaBcs TU-
MV CaMVIMM TPVHITUTIAMU IS TiATPUMKM CBOET CiM 1».

HviByBaTii, momasBaTi y KOPIIOpPaTVBHI KOMYHIKALl Iparis,
JOpeUYHU I'YMOP, CydacHUM OVMHaAMIYHUI CTWIb — caMe B IbOMY
CceHC KopHopaTuBHMX KoMyHikamin y Kanami TikTok. I Oismec
TUIBKM ITOYMHAE BIAKPMBATU CTOPIHKM Y 1Iii corMepexi. Po3ryi-
HeMO HaCTyIIHUV IPVKIIa/.
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Cropinka komnaHii Lantmannen Axa B Tik[ok — iHimiaTnsa,
sKa OyJla 3aIlyIeHa IIifi Yac rOCTpMX HOiN MacIITaOHOIro BTOPI-
HeHH:A pd. Kommania Lantmannen Axa rimHo nepexwia Homil
JIIOTOrO, 3a0e3reuria Oe3lleKy IIpalliBHMKIB, HaJlaroguia CUCTeM-
He BiIBaHTa)KEHH IIPOOYyKUil y cynepMapKeTu KpaiHu i IIpoaoB-
XKnjla pO3BUTOK KOpHOpaTUBHMX KOMYyHiKarii. KomaHga 3 miapy
HIAIIPUEMCTBA 3allyCTiIa KopropaTuBHmit akayHT B TikToxk.

BpaxoByroun cepemHe OXOIUIEHHSA IIOCTy y O Tucsd.
CTOpiHKY UmMTaE KOXXeH YeTBepTUIL JIaJVDKVHeLb.

i koxHoro apyroro npamnisHuka TEC cropiHka KoMItaHii
B (ericOy11i - 11e OCHOBHe JpKepesio iHdopMallii. 3 mo4aTKy poKy
IIPU BiOCYTHOCTI peKjlaMy 3pocTaHHA BinsigyBaHb + 287%.
MicsayHe oxoIUIeHHs CTOpiHKM - Y2 HacesleHHs Micra. Lle 11,5
Tyc.0cib. 80% 1ocTiB cTopiHKM perocTsTh Mickki 3MI. PesyiipraTtnt
TOII-KOHTEHTY 3 HalOUIbIIMM OXOIUIeHHSIM HacTyIHi. Ilosimom-
neHHs npo craH TEC abo mpo KIi€HTCBKI ITOCIIYIM HaOMparoThb
HarOi1bIIe oxoruteHHs. OKpeMi ITOCTV OXOIUTIOIOTH BIIBivi OisIbIlle
Jofent, Hix jmofent y Micti. 2KBaBuii iHTepec BUKIMKAIOTh iCTOPIT
3 BUPOOHMYOTO XUTTS eHepreTukKis. YnuMm Oistbitte poTo 3 mpartis-
HUKaMM - TuM Ouibimi iHTepec. EMominni posnosigi mpo
COLHaJIbHI HPOEKTM 1 IXHIO IIIHHICTD I HacC 1 [IJId CyCIIUIbCTBA.

PesynpraTy. HavironosHimmii pesynbTarT - Ie eMOILiViHa
rmigTprMka MicTaH. CriiBpoOIiTHMKM Ta MICTSIHM Hac YMUTAIOTh 1 ak-
TUBHO HIATPUMYIOTh. HaBiTh KOJIM MU IIOBIAOMIIIEMO PO BUMY-
IITeHi BIIKIIFOYeHHS CBiT/Ia 4M Boau. bo posywmiroTe i OadaTs, 110
BiTOyBa€TBCH 1 SIK IIPALIIOIOTh €HePreTUKID.

Ha dencbyxk-cropinky Jlamvokmuucskoi TEC B Moxete Iie-
penitu 3a mocwiaHHAM: https:/ /www .facebook.com/dteklates

PosmigHeMoO icTOpit0 MaJIeHBKOI'O TejlerpaM-KaHally 3 BeJlu-
KM ITOKJIMKaHHAM. BayTpimmin Tenerpam-kanan DTEK Energy.
PosnoBigaroTe MeHemKepu IIpoeKTy: «LIUThoBOIO ayaAnTOpi€co Ka-
HaJly € ImpaltiBHuKu KoprioparusHoro 1eHTpy JITEK Enepro.

B kinni 2021 p. ctBopeHo npyxHin Ternerpam-Kanan DTEK
Energy nia xoster nentpaiapHoro odicy JJTEK Enepro, Habmvoke-
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Hux fo mapHukis HTEK Enepro. I'apumuin mobpum kaHas, ne
TPaHCJIIOBJIV IIPVIEMHI HOBUHM IIPO XWUTTs odicy, 3ycTpidi, BU-
pOOHMYI JOCATHEHHs, TOIIO. 3 KUIbKICTIO ydacHMKIB 10 70 ocib.
AJle HacTaB paHOK 24 JIIOTOTrO i MOYasIOCh XWUTTS «INCIIA». JIK 1y
BCi€1 KpaiHM, Bce 3MiHWIOCS i HOTPiOHI OYyJIM HOBI pillleHHS.

B npoMy orsrsiii mpakTUMYHMX KeVICiB CydacHOro Oi3Hecy Mm
BU3HAYWINM T'OJIOBHI aKIIEHTM y KOPIIOPaTMBHOMY KOHTEHTI i
vac BimHM. TpaHcdopmallito B CyCIUIBHIN CBiOMOCTI, 3MiHU Yy
IIIHHOCTSIX, HOBl1 pUCM yKpaiHIIiB, 110 BUMKapOyBala BiliHa. A uu
MOJKHA B3arajli BifHamTV YHiBepcaJIbHI CeHCM 1 4M € KiHIleBa TOY-
Ka y LIbOMY ITpolIleci IOIIyKy? AMepuKaHCbKMI 1icuxosnor Kitep
I'peviB3 rOoBOPYB PO MBI CIlipayli — PO3BUTOK MUCIEHHH 1 YMOBU
XUTTA, — nepervlereni rogiono o IHK. YV xkavokii Kpica Kosa-
Ha 1 Haram Tomoposuu «HeckiHueHHa IOmOpoOX», gKa MICTUTH
y3araJIbHeHHs cTaTel i aymiosamnmcis Oecim Kitepa I'peiissa, 1o
paHimle He nyOikyBasmcs, € Taki c1oBa: «Ha koxHoMy erari
icHyBaHH4 KOXKHa JOpOCiIa JIIOANMHa IlepeOyBa€ B IOIIyKax CBOIO
«cBdIeHHoro I'paassi». Mu 1rykaeMo HOpOry, SKOIO INOeMO Yy
cBoeMy XuUTTi. Ha nepmomy piBHi jognHa nparge ¢isiosorivao-
ro 3agososleHHs. Ha nmpyromy — Binmrykye Oesmeunwmit crioci6
KWUTTS, 1 aji, 1o 4yepsl, — HOIIYK INATBepIXeHHS CBOIO Iepoiy-
HOI'O CTaTyCy, BjIaiu 1 CjlaB¥, IOIIYK €JIeMEeHTapHOIO HOPSIKY,
IIONIYK MaTepiaJIbHMX OJ1ar, MOIIYK 3acCHOBaHMX Ha JIOOOBI
B3a€MMH, IIOIIyK CaMOIIOBary Ta IOIIYK CBITy B He30arHeHHOMY
BcecsiTi. I yuire 3po3yMiBIIM CBOIO He3OAaTHICTb 3HAWUTI BCe IIe,
JIO[IVIHA IIPSIMYE Y CBOIO HOBY IIOOPOX HeB ATuM piBHeM. Illopa-
3y, IOYMHAIOYM CBiVl I10Xil, BOHA BIPWUTH y Te, II0 3MOXe 3HaITU
BIZITIOBiAb Ha MMUTAHH IIPO CEHC CBOTro icHyBaHHA. OnHaK, Ha CBiN
HeaOVSIKMII IIOAMB 1 CyM SITTS, Ha KOXXHOMY eTalli po3yMie, II10
BUPIIIEHHs IbOTO IIMTAaHHA — 30BCIM He Ta BIAIOBiAb, SIKYy BOHAa
mykasjia. KoxxeH IOcATHYTWMI eTal 3aJIMIIaE JIIOAVHY po3ryoiie-
HOIO Ta 3OMBOBaHOIO. Bce mpocro — Bupimlyroun oguH HaOip
1po0JieM, BOHa Ofipa3y CTUKAEThCs 3 iHIMM Habopowm. I Tomy mo-
IIOPOX CTa€ HeCKIHUEHHOIO».
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Haseneni B omrsaai npukiiagn KOpIIopaTMBHUX KOMYHIKaIIi
IIPE3eHTYIOTh JisUIbHICTh KOMIIaHIN y pi3HMX rainyssx. IIpoexkTu
IIpeCcTaBlleH] 3 PI3HMX KaTeropin, CTBOPeHI I Pi3HMX KaHaJIiB
KOMYHIKaLi, IIs Pi3HMX 3alliKaBJIeHVX CTOPiH. Ajle BOHM MalOThb
€OVMHY MICIIO - IIe JOOATKOBUN pecypc IJIA XUTTeCTiKocTi. Kop-
IIOpaTVBHI KOMYHIKalIil JOOAI0Th APaviBy APYyroMy, eKOHOMIYHO-
My QpoHTy; BOHM OPMYIOTh HalliOHAJIBHY ineHTMIKaIlio;
HeCyTb BaXJIMBI ceHCH; POpMYIOTh Haauxarwdi Metadopu; Kap-
OyrOTb LiHHOCTI; HaZIaIOTh L[IHHICHI OPiEHTUPY [JIs PO3BUTKY.

KoxeH meHepkep i MeHe )kepKa KOPIIOPAaTUBHMX ITPOEKTIB
7l 4ac BivtHM TpuMae iHdopmauinHmum poHT, KoxeH OizHec,
KOXKeH IIPOEKT, KOKeH Ha CBOEMY MICIi 1 MM Bci pa3oMm HaOsm-
kaemMo riepeMory YxkpaiHu. KopriopaTusHiI KOMyHiKalii i 3aKa-
IOeHi B HMX KyJIbTYPHI L[iIHHOCTI CIPULAIOTH IJIOOAIbHIN TpaHC-
dopmMaliii yKpaiHCBKOIO CyCIIJIBCTBA. B HbOMY BaXJIMBy poOJIb aB-
TOPW KOPIIOPATMBHMX ITPOEKTIB HaJAMOTh HAlllOHAJIIBHM ILIiHHO-
CTSIM, IIaTPiOTM3MY, JIIOOOBI O KpaiHM, Bi3yaJIbHOMY KOHTEHTY
KYJIBTYPHOI CITaJIIHY, IHTerpaliii 3 IiHHOCTSIMM 1IMBLIi30BaHOTO
cBiTy. KommaHIl He 3aBXIU yCBIOMIIIOIOTb, 110 PpOOIIATE BaXIIN-
BUII BHECOK Yy 30epeXeHHs i pPO3BUTOK KYyJIBTyPHMX I[iIHHOCTEN
Yxpainu, 00 YacTo 3HaAXOASTbCS Ha IepeoBill €KOHOMIUHOIO
¢dpoHTy, BUpilIyIOTE HaravHi IoTpedu, BifoOpa’karoTb KpPU30Bi
MOMeHTI. Ajle TOM PaKT, 1110 Oi3HeC UyT/IMBO pearye Ha 3aluTy Y
CeHcax, I[iHHICHi "1 TeMaTU4Hi noTpebu CYCIIUILCTBA poOuTEH BUB-
YeHHs KOPHOPpaTUMBHMX KOMYHIKaIliVl BaXKJIMBOIO CKJIaJI0BOIO Hay-
KOBMX HAOCIIIKeHb. A It HayKoBMX ¢paxiBiliB Oys0 6 HOLIUIBHO
BUBYATU [OCBI IHIINMX KpalH, gKi MajlM aHaJIOTI4Hi BUKIIVKI B
icTopil CBOro pO3BUTKY W 3HaWIUIM VYCIUIIHI IUIEAXU I
PO3B’sI3aHHS LIVIX 3aBJIaHb i HajaBaTy Oi3Hecy ropanay, 1o OyayTh
OOLIUILHVIMU Y JOBIOCTPOKOBIV II€PCIIeKTMBI.

198



3amoBumu xuuey Oxcanu Todopoboi «Ilepaunu cencib ma idetl.
Kopnopamubni xomynixayii 6 mupruii i 60eHHUTI 4ac» Bu MoxKeme 3a
nocuarauuam: http://corpmedia.com.ua/biblioteka/perlyny-sensiv-ta-idej/

199



HayxoBe 6udannsa

ABTOpWM”:

IsatoB B. ®., Pomat €. B., Jan W. Wiktor, Lawrence Nemiroff,
Sanak-Kosmowska Katarzyna, I'aBputeuxo 1O.B., I'ypunipka M.C.,
Hemynbka A. B., emuenxo . B., €scenesa O. C., Kagipyc . T',,
€xiokaHcebka T. C., Karpymnina A.O., Ksacosa J1.C., Kossarok P.IL,
Kypb6arpka JI.M., JIsmenko A.B., Cyxenko I. B., Togoposa O. B.,
[Ivmra FO. 1., Hlerenscbka FO. I1.

bpena-komyHiKaIiii: cydacHi BUMipu

KonexTnBHa MOHOrpadis

3a 3aeasvHoto pedaxiyiero
00K1MOp hinoa02ITUHUX HAYK, Npoghecop
B. @. I6anoba
doxmopa Hayk 3 OepxabHoeo ynpabains, npogecopa
Pomama €. B.

dopwmat 60x84/16. ITigmcano go apyky 21.06.23
Hpyk odpcerrmnii. [lamip odpcerrmit. I'apHitypa Book Antiqua.

Ywm. opyk. apk. 12,5.
Haxstag 300 mpyM.

200



