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Äâîñòîðîíí³é ïðîöåñ ìàðêåòèíãîâèõ 
êîìóí³êàö³é ï³äïðèºìñòâ

Ïðåäìåòîì äîñë³äæåííÿ º ñóêóïí³ñòü òåîðåòè÷íèõ, ìåòîäè÷íèõ ³ ïðàêòè÷íèõ îñíîâ çàñòîñó-
âàííÿ ï³äïðèºìñòâàìè ìàðêåòèíãîâèõ êîìóí³êàö³é ÿê äâîñòîðîííüîãî ïðîöåñó. 

Ìåòîþ äîñë³äæåííÿ º âèÿâëåííÿ øëÿõ³â îïòèì³çàö³¿ òà òåíäåíö³é ðîçâèòêó ìàðêåòèíãîâèõ êî-
ìóí³êàö³é ï³äïðèºìñòâ. 

Ìåòîäè äîñë³äæåííÿ. Äëÿ äîñë³äæåííÿ øëÿõ³â îïòèì³çàö³¿ òà ðîçãëÿäó ãîëîâíèõ òåíäåíö³é 
ðîçâèòêó ìàðêåòèíãîâèõ êîìóí³êàö³é â õîä³ íàïèñàííÿ ñòàòò³ âèêîðèñòîâóâàëèñü çàãàëüíîíàóêîâ³ 
òà ñïåö³àëüí³ ìåòîäè. 

Ðåçóëüòàòè ðîáîòè. Â ñòàòò³ ðîçãëÿíóòî òðàêòóâàííÿ ïîíÿòòÿ ìàðêåòèíãîâèõ êîìóí³êàö³é, ùî 
äîçâîëèëî ðîçêðèòè ¿õ ñóòí³ñòü. Âñòàíîâëåíî, ùî íàóêîâö³ ââàæàþòü ìàðêåòèíãîâ³ êîìóí³êàö³¿ âàæ-
ëèâèì çàñîáîì âïëèâó íà ñïîæèâà÷³â, àëå ðîçãëÿäàþòü ¿õ çäåá³ëüøå ÿê ñêëàäîâó ìàðêåòèíãó äëÿ 
ðåàë³çàö³¿ ïîë³òèêè ïðîñóâàííÿ òîâàðó (ïîñëóãè). Â³ääàþ÷è ïîâàãó òàêîìó ï³äõîäó, ðîçóì³þ÷è âàæëè-
â³ñòü ìàðêåòèíãó äëÿ ïðîñóâàííÿ âæå âèïóùåíî¿ ïðîäóêö³¿ (ñôîðìîâàíîãî ïàêåòó ïîñëóã), ââàæàº-
ìî çà ïîòð³áíå ïëàíóâàòè îíîâëåííÿ íîìåíêëàòóðè é àñîðòèìåíòó ç âðàõóâàííÿì òîãî, ùî ö³êàâèòü 
ïîêóïö³â. Ìàðêåòèíãîâ³ êîìóí³êàö³¿ ìàþòü áóòè íå ëèøå îäíîñòîðîíí³ì âïëèâîì ï³äïðèºìñòâà íà 
ñïîæèâà÷³â, àëå é ³íòåðàêòèâíèì äâîñòîðîíí³ì ïðîöåñîì, ó ÿêîìó îáèäâ³ ñòîðîíè ³ ï³äïðèºìñòâà, ³ 
ïîêóïö³ àêòèâíî âçàºìîä³þòü. Öåé ï³äõ³ä äîçâîëÿº ï³äïðèºìñòâàì àäàïòóâàòè ñâî¿ ñòðàòåã³¿ ï³ä ïî-
òðåáè ñïîæèâà÷³â, ôîðìóâàòè äîâ³ðó òà çàáåçïå÷óâàòè òðèâàëó ñï³âïðàöþ. Øëÿõîì çàïðîïîíîâà-
íîãî ï³äõîäó, ìàðêåòèíãîâ³ êîìóí³êàö³¿ çðîáëÿòü ïîçèòèâíèé âïëèâ íà âñ³ åëåìåíòè ìàðêåòèíãó, à íå 
ò³ëüêè íà ïîë³òèêó ïðîñóâàííÿ. Äîñë³äæåíî îñíîâíèé ³íñòðóìåíòàð³é ìàðêåòèíãîâèõ êîìóí³êàö³é òà 
çðîáëåíî éîãî êëàñèô³êàö³þ íà òðàäèö³éí³ é ³ííîâàö³éí³. Â³çóàë³çîâàíî âïëèâ ìàðêåòèíãîâèõ êîìóí³-
êàö³é, ÿê äâîñòîðîííüîãî ïðîöåñó íà ïîêðàùåííÿ êîíêóðåíòíèõ ïîçèö³é òîâàðó (ïîñëóãè).

Ãàëóçü çàñòîñóâàííÿ ðåçóëüòàò³â: ñóá’ºêòè ðèíêîâèõ â³äíîñèí, ÿê³ âèãîòîâëÿþòü ïðîäóêö³þ, 
ðåàë³çîâóþòü òîâàðè ÷è íàäàþòü ïîñëóãè äëÿ çàáåçïå÷åííÿ êîíêóðåíòîñïðîìîæíîñò³ ïðîäóêö³¿ 
ï³äïðèºìñòâ.

Âèñíîâêè. Äëÿ òîãî, ùîá ìàðêåòèíãîâ³ êîìóí³êàö³¿ áóëè åôåêòèâí³, ïîòð³áíî âðàõîâóâàòè òà âè-
êîðèñòîâóâàòè ¿õ ìîæëèâîñò³ ó âñ³õ àñïåêòàõ, âðàõîâóþ÷è ñó÷àñí³ öèôðîâ³ òåõíîëîã³¿ òà öèôðîâ³ 
êàíàëè ïåðåäà÷³ ³íôîðìàö³¿; îð³ºíòàö³þ íà âïîäîáàííÿ ñïîæèâà÷à; êðåàòèâí³ñòü ï³äõîä³â äî êë³ºí-
òà; íàä³ëåííÿ òîâàð³â äîäàòêîâîþ ö³íí³ñòþ; çàñòîñîâóâàòè ìîæëèâîñò³ ³ííîâàö³é; âèêîðèñòîâóâàòè 
ï³äõ³ä äî ïîáóäîâè ñèñòåìè ìàðêåòèíãîâèõ êîìóí³êàö³é, ÿê äî äâîñòîðîííüîãî ïðîöåñó. Åôåêòèâ-
í³ñòü ìàðêåòèíãîâèõ êîìóí³êàö³é çíà÷íîþ ì³ðîþ çàëåæèòü â³ä çàñòîñóâàííÿ â³äïîâ³äíîãî ³íñòðó-
ìåíòàð³þ, çíà÷íà ÷àñòèíà ÿêîãî äîçâîëÿº ìàòè äâîñòîðîíí³é çâ’ÿçîê ç ïîêóïöÿìè. 

Êëþ÷îâ³ ñëîâà: ìàðêåòèíã, ìàðêåòèíãîâ³ êîìóí³êàö³¿, ³íòåðíåò–ðåêëàìà, çâ’ÿçêè ç ãðîìàäñüê³-
ñòþ, êîíêóðåíòîñïðîìîæí³ñòü, öèôðîâ³ òåõíîëîã³¿.

OREL A. M.

Two–way process of the enterprises marketing 
communications

The subject of research is a set of theoretical, methodical and practical foundations for the use of 
marketing communications by enterprises as a two–way process.

The purpose of the study is to identify ways of optimization and trends in the development of the 
enterprises marketing communications.

Research methods: general scientific and special methods were used in the course of writing the 
article to research ways to optimize and consider the main trends in the development of marketing 
communications.
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Ïîñòàíîâêà ïðîáëåìè. Â ñó÷àñíèõ óìîâàõ 
íåäîñòàòíüî âèãîòîâèòè òîâàð (íàäàòè ïîñëó-
ãó) ÿê³ñíî é âèéòè íà ðèíîê ç àäåêâàòíîþ ö³íîþ. 
Â ñó÷àñíèõ óìîâàõ æîðñòêî¿ êîíêóðåíö³¿ ïîòð³áíî 
çàö³êàâèòè ñïîæèâà÷³â, íàäàòè ³íôîðìàö³þ, ÿêà 
ïðèâåðíå óâàãó ëþäåé íà ñò³ëüêè, ùî âîíè ñòà-
íóòü ïîêóïöÿìè. Íå äàðåìíî Ó¿íñòîí ×åð÷³ëü çà-
çíà÷àâ, ùî õòî âîëîä³º ³íôîðìàö³ºþ, òîé âîëî-
ä³º ñâ³òîì. Ìàðêåòèíãîâ³ êîìóí³êàö³¿ º âàæëèâèì 
³íñòðóìåíòîì âçàºìîä³¿ ï³äïðèºìñòâ ç³ ñïîæè-
âà÷àìè, ïàðòíåðàìè òà ³íøèìè çàö³êàâëåíèìè 
ñòîðîíàìè. Ó ñó÷àñíîìó á³çíåñ–ñåðåäîâèù³, ÿêå 
õàðàêòåðèçóºòüñÿ âèñîêîþ êîíêóðåíö³ºþ, äèíà-
ì³÷íèìè çì³íàìè òà ðîçâèòêîì öèôðîâèõ òåõíî-
ëîã³é, åôåêòèâí³ñòü ìàðêåòèíãîâèõ êîìóí³êàö³é 
ñòàº êðèòè÷íèì ÷èííèêîì óñï³õó ï³äïðèºìñòâà 
ùîäî ïðîñóâàííÿ òîâàðó (ïîñëóã). Àëå, ìàëî óâà-
ãè ïðèä³ëåíî ìàðêåòèíãîâèì êîìóí³êàö³ÿì íå ç 
ïîçèö³¿ ïðîäàæó âæå ³ñíóþ÷îãî ïðîäóêòó, à ç ïî-
çèö³¿ ôîðìóâàííÿ ïðîäóêö³¿ (ïîñëóã), ç âðàõóâàí-
íÿì ðåàëüíèõ çàïèò³â é ñïîä³âàíü ñïîæèâà÷³â. 
Êëàñè÷íî, ç òàêî¿ ïîçèö³¿ ìàðêåòèíãîâ³ êîìóí³êà-
ö³¿ íå ðîçãëÿäàþòüñÿ. Ðàçîì ç òèì, ï³äõ³ä äî ìàð-
êåòèíãîâèõ êîìóí³êàö³é, ÿê äî ïðîöåñó äâîñòî-

ðîííüîãî äîçâîëèëî á ï³äâèñèòè ¿õ åôåêòèâí³ñòü. 
Âèð³øåííÿ ö³º¿ ïðîáëåìè âèìàãàº êîìïëåêñíî-
ãî ï³äõîäó, ùî âêëþ÷àº àíàë³ç ö³ëüîâî¿ àóäèòîð³¿, 
ðîçðîáêó ³íòåãðîâàíèõ êîìóí³êàö³éíèõ ñòðàòåã³é 
òà âèêîðèñòàííÿ ñó÷àñíîãî ³íñòðóìåíòàð³þ ìàð-
êåòèíãîâèõ êîìóí³êàö³é äëÿ ï³äâèùåííÿ åôåê-
òèâíîñò³ âçàºìîä³¿ ç³ ñïîæèâà÷àìè .

Àíàë³ç äîñë³äæåíü òà ïóáë³êàö³é ç ïðîáëå-
ìè. Îêðåì³ àñïåêòè ñôåðè ìàðêåòèíãîâèõ êîìó-
í³êàö³é øèðîêî äîñë³äæåí³ ïðîâ³äíèìè â³ò÷èçíÿ-
íèìè é çàêîðäîííèìè â÷åíèìè òà ïðàêòèêàìè. 
Òàê, ñóòí³ñòü òà ñó÷àñí³ òåíäåíö³¿ ðîçâèòêó ìàð-
êåòèíãîâèõ êîìóí³êàö³é ðîçêðèòî â ðîáîòàõ Âà-
ñèëü÷åíêî Ë. Ñ. [2], Êîæóõàð Â. Â. [4], Êîïèòîâî¿ 
² [5], Ôåäîðåíêî Â. [5], Çîð³íî¿ Î. ². [6], Ñèâîëîâ-
ñüêî¿ Î. Â. [6], Íåñêóáè Ò. Â. [6], Ìêðòè÷üÿí Î. Ì. 
[6], Êîðîëü ². Â. [7] òà Ïàõó÷è Å.Â. [8]. Çàñòîñóâàí-
íÿ ³íñòðóìåíòàð³þ ìàðêåòèíãîâèõ êîìóí³êàö³é 
ðîçêðèòî â äîñë³äæåííÿõ Áðàäóëîâà Ï. Î. [1] òà 
Îðäèíñüêîãî Â. ². [1]. Íà îòðèìàííÿ êîíêóðåíòíèõ 
ïåðåâàã â³ä ìàðêåòèíãîâèõ êîìóí³êàö³é çâåðòà-
þòü óâàãó Áàííåò Ð. Äæ. [10] òà Ñì³ò Ê. [10]. Ì³ñöå 
ìàðêåòèíãîâèõ êîìóí³êàö³é â ñèñòåì³ óïðàâë³ííÿ 
ï³äïðèºìñòâîì ðîçêðèâàþòü â ñâî¿õ äîñë³äæåí-

Work results. The article examines the interpretation of the concept of marketing communications, 
that allows to reveal their essence. It has been determined that scientists consider marketing 
communications an important means of influencing consumers, but consider them mostly as a 
component of marketing for the implementation of a product (service) promotion policy. Paying 
respect to this approach, understanding the importance of marketing for the promotion of already 
released products (the formed package of services), we consider it necessary to plan the renewal 
of the nomenclature and assortment, taking into account what is of interest to buyers. Marketing 
communications should not be only a one–way influence of the enterprise on consumers, but also 
an interactive two–way process in which both parties and businesses,and buyers actively interact. 
This approach allows companies to adapt their strategies to the needs of consumers, build trust and 
ensure long–term cooperation. Through the proposed approach, marketing communications will 
have a positive impact on all elements of marketing, not just on promotion policy. The main toolkit of 
marketing communications was studied and its classification into traditional and innovative ones was 
made. The impact of marketing communications as a two–way process on improving the competitive 
positions of goods (services) is visualized.

Area of application of the results: subjects of market relations who manufacture products, sell 
goods or provide services to ensure the competitiveness of enterprise products.

Conclusions. To make marketing communications effective, it is necessary to take into account 
and use their capabilities in all aspects, taking into account modern digital technologies and digital 
channels of information transmission; focus on consumer preferences; creativity of approaches to the 
client; endowment of goods with additional value; apply innovation opportunities; use an approach to 
building a marketing communications system as a two–way process. The effectiveness of marketing 
communications largely depends on the use of appropriate tools, a large part of which allows two–way 
communication with customers.

Key words: marketing, marketing communications, Internet advertising, public relations, 
competitiveness; digital technologies
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íÿõ Øóëüãà Ë. Â. [9], Òåðåùåíêî ². Î. [9], Áîðîâèê 
Ò. Â. [9], ×óõë³á Î. Ñ. [9]. Ïðîòå ïèòàííÿ çàñòîñó-
âàííÿ ìàðêåòèíãîâèõ êîìóí³êàö³é ÿê äâîñòîðîí-
íüîãî ïðîöåñó çàëèøàºòüñÿ áåç â³äïîâ³äíî¿ óâà-
ãè, ùî ³ ñòàëî ìåòîþ íàøîãî äîñë³äæåííÿ.

Âèêëàä îñíîâíîãî ìàòåð³àëó. ²íôîðìàö³ÿ 
ñüîãîäí³ º çàãàëüíîäîñòóïíîþ é ïîøèðþºòüñÿ 
äîñèòü øâèäêî. Ñàìå òîìó, êëàñè÷íî ìàðêåòèí-
ãîâèì êîìóí³êàö³ÿì â³äâîäèòüñÿ îñîáëèâå ì³ñöå 
ñåðåä ³íøèõ åëåìåíò³â ìàðêåòèíãó [5, ñ. 71]. 

². Â. Êîðîëü çàçíà÷àº âàæëèâ³ñòü ñàìå ìàðêå-
òèíãîâèõ êîìóí³êàö³é, îñê³ëüêè í³ ÿê³ñíèé ïðîäóêò 
ç øèðîêèì àñîðòèìåíòíèì ðÿäîì (òîâàðíà ïîë³-
òèêà), í³ ëîÿëüí³ ö³íè òà ìîæëèâ³ñòü êóï³âë³ â êðå-
äèò (ö³íîâà ïîë³òèêà), í³ çðó÷íå äëÿ ïîêóïöÿ ðîç-
òàøóâàííÿ òîðãîâî¿ òî÷êè (ïîë³òèêà ðîçïîä³ëó) íå 
ãàðàíòóº íà 100% ùî ïîòåíö³éíèé ïîêóïåöü çðî-
áèòü ïîêóïêó. Ïåðåêîíàòè, íàãàäàòè ïðî ïåðåâàãè 
òîâàðó, çìóñèòè ñïîæèâà÷à çðîáèòè ïîêóïêó ìîæ-
ëèâî çàâäÿêè ìàðêåòèíãîâèì êîìóí³êàö³ÿì. Ìàð-
êåòèíãîâ³ êîìóí³êàö³¿ âàðòî ðîçãëÿäàòè ç òî÷êè 
çîðó ñóêóïíîñò³ ñèãíàë³â, ùî âèõîäÿòü â³ä ï³äïðè-
ºìñòâà íà àäðåñó ð³çíîìàí³òíèõ àóäèòîð³é: ïîñå-
ðåäíèê³â, êîíêóðåíò³â, ñïîæèâà÷³â, ïîñòà÷àëüíè-
ê³â, àêö³îíåð³â, îðãàí³â äåðæàâíîãî óïðàâë³ííÿ, 
âëàñíîãî ïåðñîíàëó ç ìåòîþ ³íôîðìóâàííÿ, ïå-
ðåêîíàííÿ, íàãàäóâàííÿ ñïîæèâà÷àì òà ðèíêó â 
ö³ëîìó ïðî ñâî¿ òîâàðè ³ ñâîþ ä³ÿëüí³ñòü [7, ñ. 7].

Å.Â. Ïàõó÷à äàº âèçíà÷åííÿ ìàðêåòèíãîâ³é ïî-
ë³òèö³ êîìóí³êàö³é ÿê êîìïëåêñ ä³é ô³ðìè, ñïðÿ-
ìîâàíèé íà ³íôîðìóâàííÿ, ïåðåêîíàííÿ ÷è íàãà-

äóâàííÿ ñïîæèâà÷àì ïðî ñâî¿ òîâàðè àáî ïîñëóãè 
äëÿ àêòèâ³çàö³¿ ïðîäàæó òîâàð³â ³ ñòâîðåííÿ ïî-
çèòèâíîãî ³ì³äæó ô³ðìè [8, ñ. 13].

Áàííåò Ð. Äæ., Ñì³ò Ê. ðîçãëÿäàþòü ìàðêå-
òèíãîâ³ êîìóí³êàö³¿ ÿê êîíêðåòíó ñóì³ø ðåêëàìè, 
ïåðñîíàëüíèõ ïðîäàæ³â, ñòèìóëþâàííÿ ïðîäà-
æ³â, çâ’ÿçê³â ç ãðîìàäñüê³ñòþ òà ïðÿìîãî ìàðêå-
òèíãó, ÿêó êîìïàí³ÿ âèêîðèñòîâóº äëÿ äîñÿãíåí-
íÿ ñâî¿õ ðåêëàìíèõ òà ìàðêåòèíãîâèõ ö³ëåé [10].

Íàóêîâö³ ââàæàþòü ìàðêåòèíãîâ³ êîìóí³êàö³¿ 
âàæëèâîþ ñêëàäîâîþ ìàðêåòèíãó, àëå çäåá³ëü-
øå, ïîâ’ÿçóþòü ¿õ ç ïîë³òèêîþ ïðîñóâàííÿ (ðèñ. 1).

Íàóêîâö³ ïî ð³çíîìó òðàêòóþòü ïîíÿòòÿ «ìàðêå-
òèíãîâà êîìóí³êàö³ÿ», àëå âñ³ ïîãîäæóþòüñÿ ç òèì, 
ùî ìàðêåòèíãîâ³ êîìóí³êàö³¿ îð³ºíòîâàí³ íà âèð³-
øåííÿ ïåâíèõ çàâäàíü ³ º âàæëèâèì çàñîáîì âïëè-
âó íà ñïîæèâà÷³â. Äëÿ öüîãî âèêîðèñòîâóºòüñÿ ð³ç-
íèé ³íñòðóìåíòàð³é êîìóí³êàö³é. Äåÿê³ ç ³íñòðóìåíò³â 
çàñòîñîâóþòüñÿ ìàðêåòîëîãàìè âæå íå îäíå äåñÿ-
òèð³÷÷ÿ, ¿õ ìîæíà íàçâàòè òðàäèö³éíèìè; ³íø³ ñòàëè 
ìîæëèâèìè ÷åðåç ñó÷àñíèé ðîçâèòîê òåõíîëîã³é, ¿õ 
ìîæíà â³äíåñòè äî ³ííîâàö³éíèõ (ðèñ. 2).

Îòæå, äî òðàäèö³éíîãî ³íñòðóìåíòàð³þ ìàðêåòèí-
ãîâèõ êîìóí³êàö³é â³äíåñåíî ðåêëàìó, ïàáë³ê ðè-
ëåéøíç, ïðÿìèé ìàðêåòèíã, ïåðñîíàëüíèé ïðîäàæ, 
ñòèìóëþâàííÿ çáóòó, ñåìïë³íã ïðîäóêö³¿ òà ³íø³.

Òàê, ðåêëàìà – áåçîñîáîâà ïðåçåíòàö³ÿ ³äåé, 
òîâàð³â ³ ïîñëóã, ÿêà çà äîïîìîãîþ âèêîðèñòàííÿ 
çàñîá³â ìàñîâî¿ ³íôîðìàö³¿ äîíîñèëà ³íôîðìàö³þ 
äî ïîêóïöÿ ç ìåòîþ ïðèâåðíóòè óâàãó òà ñòèìóëþ-
âàòè êóï³âëþ ðåêëàìîâàíîãî òîâàðó (ïîñëóãè).

Ðèñóíîê 1. Âïëèâ ìàðêåòèíãîâèõ êîìóí³êàö³é íà ïîë³òèêó ïðîñóâàííÿ
Äæåðåëî: ïîáóäîâàíî àâòîðîì íà îñíîâ³ [1, ñ. 255; 7, ñ. 7; 8, ñ. 13].
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PR, ïàáë³ê ðèëåéøíç (çâ’ÿçêè ç ãðîìàäñüê³ñòþ) 
– îðãàí³çàö³ÿ äîâãîñòðîêîâèõ çàõîä³â ç ìåòîþ
ôîðìóâàííÿ ïîçèòèâíîãî ³ì³äæó ï³äïðèºìñòâà,
òîâàðó (ïîñëóãè) àáî áðåíäó.

Ïðÿìèé ìàðêåòèíã (äèðåêò–ìàðêåòèíã) ðå-
àë³çóºòüñÿ øëÿõîì ³íäèâ³äóàë³çîâàíèõ ïîâ³äî-
ìëåíü, ÿê³ äîñòàâëÿþòüñÿ áåçïîñåðåäíüî ñïîæè-
âà÷àì (e–mail, SMS, ïîøòîâ³ ðîçñèëêè, âñ³ âèäè 
internet–ìàðêåòèíãó).

Ïåðñîíàëüíèé ïðîäàæ îðãàí³çóºòüñÿ, ÿê óñíà 
ïðåçåíòàö³ÿ òîâàðó ó ïðîöåñ³ áåñ³äè ì³æ ïðîäàâ-
öåì ³ ïîêóïöåì.

Ñòèìóëþâàííÿ çáóòó îðãàí³çîâóºòüñÿ çà äîïî-
ìîãîþ òèì÷àñîâèõ çàõîä³â, ÿê³ çàîõî÷óþòü êóï³âëþ 
òîâàð³â ³ ïîñëóã (çíèæêè, àêö³¿, ïîäàðóíêè, êóïîíè).

Ñåìïë³íã ïðîäóêö³¿ ïîëÿãàº ó áåçêîøòîâíî-
ìó ðîçïîâñþäæåíí³ çðàçê³â òîâàðó ç ìåòîþ îç-
íàéîìëåííÿ ïîòåíö³éíèõ êë³ºíò³â ³ç ïðîäóêòîì, 
ñòèìóëþâàííÿ ¿õ äî ïîêóïêè òà ôîðìóâàííÿ ëî-
ÿëüíîñò³. Öåé ï³äõ³ä äîçâîëÿº ñïîæèâà÷àì ñàìî-
ñò³éíî îö³íèòè ÿê³ñòü òîâàðó, éîãî õàðàêòåðèñòè-

êè òà êîðèñòü, ùî îñîáëèâî âàæëèâî äëÿ íîâèõ 
àáî ìàëîâ³äîìèõ ïðîäóêò³â.

Öèôðîâ³çàö³ÿ â³äêðèëà íîâ³ ìîæëèâîñò³ äëÿ 
ìàðêåòèíãîâèõ êîìóí³êàö³é. ²ííîâàö³éíèé ³íñòðó-
ìåíòàð³é ìàðêåòèíãîâèõ êîìóí³êàö³é ïðåäñòàâ-
ëåíî: ³íòåðàêòèâíèìè êîìóí³êàö³ÿìè, â³ðóñíèì 
ìàðêåòèíãîì, ïðîäàêò ïëåéñìåíòîì, åïàòàæíèì 
(åìîö³éíèì) ìàðêåòèíãîì, òîùî.

Òàê, ³íòåðàêòèâí³ êîìóí³êàö³¿ ïåðåäáà÷àþòü âè-
êîðèñòàííÿ äâîñòîðîíí³õ êàíàë³â, òàêèõ ÿê ÷àò–
áîòè, ³íòåðàêòèâí³ ñàéòè, ìîá³ëüí³ äîäàòêè.

Òàê çâàíèé «â³ðóñíèé ìàðêåòèíã» ïåðåäáà÷àº 
çàñòîñóâàííÿ ñîö³àëüíèõ ìåðåæ äëÿ ïðîñóâàí-
íÿ ³íôîðìàö³¿ ñåðåä ¿¿ êîðèñòóâà÷³â ïðî òîâàð àáî 
ïîñëóãó. Ïëàòôîðìè, òàê³ ÿê Facebook, Instagram, 
TikTok òà LinkedIn, äîçâîëÿþòü ñòâîðþâàòè òàð-
ãåòîâàí³ ðåêëàìí³ êàìïàí³¿, ÿê³ îð³ºíòóþòüñÿ íà 
êîíêðåòí³ ñåãìåíòè àóäèòîð³¿.

Ïðîäàêò ïëåéñìåíò ïåðåäáà÷àº ïðèõîâàíó ðåêëà-
ìó ïðîäóêòó ÷è ïîñëóãè â ê³íîô³ëüìàõ, êë³ïàõ, òåëå-
ïåðåäà÷àõ. Ïîÿâà òîðãîâèõ ìàðîê, ùî ðåêëàìóþòü-

Ðèñóíîê 2. Êëàñèô³êàö³ÿ ³íñòðóìåíòàð³þ ìàðêåòèíãîâèõ êîìóí³êàö³é
Äæåðåëî: ïîáóäîâàíî àâòîðîì íà îñíîâ³ [4, ñ. 70; 6, ñ. 12–14].
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ñÿ, íå ïåðåðèâàº ïåðåãëÿä, ÿê çâè÷àéíà ðåêëàìà, à 
ãàðìîí³éíî âïèñàíà â ñþæåò, ïîâ’ÿçàíà ç æèòòÿì 
óëþáëåíèõ ãåðî¿â, òîìó ïîçèòèâíî ñïðèéìàºòüñÿ 
ãëÿäà÷åì é â³äêëàäàºòüñÿ íà ï³äñâ³äîìîñò³.

Åïàòàæíèé (åìîö³éíèé) ìàðêåòèíã ïåðåäáà÷àº 
ñòâîðåííÿ êîíòåíòó, ÿêèé âèêëèêàº åìîö³¿: â³ä ðà-
äîñò³, çäèâóâàííÿ ÷è íàòõíåííÿ äî ñï³â÷óòòÿ. Àëå, 
³íîä³ åïàòàæíèé ìàðêåòèíã ïðèâåðòàº óâàãó äî 
òîâàðó ìåòîäàìè, ÿê³ íå ââàæàþòüñÿ çàãàëüíî-
ïðèéíÿòèìè é áàçóºòüñÿ íà âèêëèêàíí³ ñèëüíèõ 
íåãàòèâíèõ åìîö³é: ñòðàõó, çëîñò³, òîùî.

Åêîíîì³÷íà åíöèêëîïåä³ÿ íàäàº òàêå òðàêòó-
âàííÿ ìàðêåòèíãîâèì êîìóí³êàö³ÿì: «Êîìïëåê-
ñíèé âïëèâ ô³ðìè íà âíóòð³øíº ³ çîâí³øíº ñå-
ðåäîâèùå ç ìåòîþ ñòâîðåííÿ ñïðèÿòëèâèõ óìîâ 
äëÿ ñòàá³ëüíî¿ ïðèáóòêîâî¿ ä³ÿëüíîñò³ íà ðèíêó» 
[3, Ò2, ñ. 253]. 

Â ñó÷àñíèõ óìîâàõ æîðñòêî¿ êîíêóðåíö³¿ äîâ-
ãîñòðîêîâî¿ ïðèáóòêîâî¿ ä³ÿëüíîñò³ íà ðèíêó 
ìîæëèâî äîñÿãòè ò³ëüêè çàâäÿêè ä³ºâ³é ñòðàòå-
ã³¿ ñòàëîãî ðîçâèòêó. Öüîãî ìîæíà äîñÿãòè ò³ëü-
êè ìàþ÷è ³íôîðìàö³þ ïðî òå, ÿêèé ñàìå ïðîäóêò 
(ïîñëóãà) ïîòð³áí³ ñïîæèâà÷àì [9]. Íå ïðèìåí-
øóþ÷è âàæëèâ³ñòü ìàðêåòèíãó äëÿ ïðîñóâàííÿ 
âæå âèïóùåíî¿ ïðîäóêö³¿ (ñôîðìîâàíîãî ïàêå-
òó ïîñëóã) ïîòð³áíî ïëàíóâàòè îíîâëåííÿ íîìåí-
êëàòóðè é àñîðòèìåíòó ç âðàõóâàííÿì òîãî, ùî 
ö³êàâèòü ïîêóïö³â.

Çâàæàþ÷è íà âèùåâêàçàíå, ââàæàºìî, ùî â ñó-
÷àñíèõ óìîâàõ íàñè÷åíîñò³ ðèíêó òîâàðàìè, ìàð-
êåòèíãîâ³ êîìóí³êàö³¿ ìàþòü áóòè íå ëèøå îäíîñòî-
ðîíí³ì âïëèâîì ï³äïðèºìñòâà íà ñïîæèâà÷³â, àëå 
é ³íòåðàêòèâíèì äâîñòîðîíí³ì ïðîöåñîì, ó ÿêî-
ìó îáèäâ³ ñòîðîíè – á³çíåñ ³ ñïîæèâà÷³ – àêòèâíî 

âçàºìîä³þòü. Öåé ï³äõ³ä äîçâîëÿº ï³äïðèºìñòâàì 
àäàïòóâàòè ñâî¿ ñòðàòåã³¿ äî ïîòðåá êë³ºíò³â, ôîð-
ìóâàòè äîâ³ðó òà çàáåçïå÷óâàòè òðèâàëó ñï³âïðà-
öþ. Ñåðåä ïåðåâàã òàêîãî ï³äõîäó çàçíà÷èìî:

Ï³äâèùåííÿ äîâ³ðè ç áîêó ñïîæèâà÷³â. Çàâäÿêè 
â³äêðèòîìó ä³àëîãó ïîêóïö³ â³ä÷óâàþòü ñåáå âàæ-
ëèâèìè äëÿ ï³äïðèºìñòâà.

Àäàïòàö³ÿ òîâàð³â (ïîñëóã) ï³ä ïîòðåáè ñïîæè-
âà÷³â. Îòðèìóþ÷è â³äãóêè, ï³äïðèºìñòâî ìîæå 
âäîñêîíàëþâàòè ñâî¿ òîâàðè òà ïîñëóãè.

Ïåðñîíàë³çàö³ÿ. Íà îñíîâ³ îòðèìàíèõ äàíèõ 
ï³äïðèºìñòâî ìîæå ðîçøèðèòè íîìåíêëàòóðó 
òîâàð³â, ÿê³ áóäóòü â³äïîâ³äàòè ïîòðåáàì ñåãìåí-
òó êë³ºíò³â ç íåñòàíäàðòíèìè ïîòðåáàìè.

Ëîÿëüí³ñòü êë³ºíò³â. Âçàºìîä³ÿ ñïðèÿº ôîðìó-
âàííþ òðèâàëèõ â³äíîñèí ³ ïîâòîðíèì ïðîäàæàì.

Òîìó, íåçâàæàþ÷è íà çàñòîñîâàíèé ³íñòðóìåí-
òàð³é, ââàæàºìî, ùî ìàðêåòèíãîâ³ êîìóí³êàö³¿ ñë³ä 
ðîçãëÿäàòè ÿê äâîñòîðîíí³é ïðîöåñ: ç îäíîãî áîêó 
éäåòüñÿ ïðî âïëèâ íà ö³ëüîâó àóäèòîð³þ ç ìåòîþ 
ïðîñóâàííÿ òîâàðó (ïîñëóãè), ç ³íøî¿ – âàæëèâîþ 
º îòðèìàííÿ ³íôîðìàö³¿ â³ä ïîêóïö³â ç ìåòîþ âäî-
ñêîíàëåííÿ òîâàðó (ïîñëóãè). Òèì á³ëüøå, íà ñüî-
ãîäí³øí³é äåíü äîñòàòíüî ³íñòðóìåíò³â ìàðêåòèí-
ãîâèõ êîìóí³êàö³é äîçâîëÿþòü öå çðîáèòè øëÿõîì 
ïðÿìîãî ìàðêåòèíãó, ïåðñîíàëüíèõ ïðîäàæ³â, ³í-
òåðàêòèâíèõ êîìóí³êàö³é òîùî.

Ïîòð³áíî åôåêòèâíî âèêîðèñòîâóâàòè ìàðêå-
òèíãîâ³ çàñîáè äëÿ ïðîñóâàííÿ òîâàðó, àëå, êð³ì 
òîãî, âàæëèâî ìàòè çâîðîòí³é çâ’ÿçîê â³ä ïîêóï-
ö³â, ùîá, âðàõóâàâøè ¿õ çàóâàæåííÿ é ïðîïîçèö³¿, 
çðîáèòè òîâàð ùå ïðèâàáëèâ³øèì. 

Âèõîäÿ÷è ç öüîãî, ñë³ä ðîçãëÿäàòè âïëèâ ìàð-
êåòèíãîâèõ êîìóí³êàö³é íå ò³ëüêè íà ïîë³òèêó ïðî-

Ðèñóíîê 3. Âïëèâ ìàðêåòèíãîâèõ êîìóí³êàö³é íà âñ³ ñêëàäîâ³ åëåìåíòè ìàðêåòèíãó
Äæåðåëî: ðîçðîáëåíî àâòîðîì.
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ñóâàííÿ, à é íà òîâàðíó ïîë³òèêó, ö³íîâó ïîë³òèêó é 
ïîë³òèêó ðîçïîä³ëó (ðèñ.3). 

Çâàæàþ÷è íà öå, ìîæíà ñòâåðäæóâàòè, ùî â ñó-
÷àñíèõ óìîâàõ, ùîá çàáåçïå÷èòè ñòàá³ëüíèé ðîçâè-
òîê äëÿ ñâîãî á³çíåñó, êîæíîìó ï³äïðèºìñòâó âàðòî 
íàëàãîäèòè ò³ñíèé âçàºìîçâ’ÿçîê ³ç ñïîæèâà÷àìè, 
ïîòåíö³éíèìè êë³ºíòàìè òà ³íøèìè ñòåéêõîëäåðàìè. 

Äâîñòîðîíí³ ìàðêåòèíãîâ³ êîìóí³êàö³¿ áàçó-
þòüñÿ íà îáì³í³ ³íôîðìàö³ºþ ì³æ ï³äïðèºìñòâîì 
³ ñïîæèâà÷åì, ùî äîçâîëèòü:

• îòðèìóâàòè çâîðîòíèé çâ’ÿçîê â³ä êë³ºíò³â;
• âèÿâëÿòè ïîòðåáè, î÷³êóâàííÿ òà ïðîáëåìè
ñïîæèâà÷³â;
• ñòâîðþâàòè ïåðñîíàë³çîâàí³ ïðîïîçèö³¿;
• çàáåçïå÷óâàòè äîâãîòðèâàë³ â³äíîñèíè, çà-
ñíîâàí³ íà âçàºìîðîçóì³íí³.
Ìàðêåòèíãîâ³ êîìóí³êàö³¿, ç ö³º¿ òî÷êè çîðó, áó-

äóòü ñïðèÿòè êë³ºíòîöåíòðèçìó. ²íôîðìàö³þ â³ä 
ïîêóïö³â ï³äïðèºìñòâàì ïîòð³áíî ìàòè äëÿ êî-
ðèãóâàííÿ àñîðòèìåíòó ïðîäóêö³¿, ïîêðàùåííÿ ¿¿ 
ñïîæèâ÷èõ ÿêîñòåé, îïòèì³çàö³¿ ö³íîâî¿ ïîë³òè-
êè, ðîçøèðåííÿ ðåàë³çàö³éíèõ ìîæëèâîñòåé òà 
ôîðìóâàííÿ ëîÿëüíîñò³ ïîêóïö³â (ðèñ. 4).

Ìàðêåòèíãîâ³ êîìóí³êàö³¿ ï³äïðèºìñòâà â êîí-
òåêñò³ äâîñòîðîííüîãî ïðîöåñó – öå âçàºìîä³ÿ 
ì³æ ï³äïðèºìñòâîì ³ ñïîæèâà÷àìè, ùî ïåðåäáà-
÷àº îáì³í ³íôîðìàö³ºþ, äóìêàìè òà ö³ííîñòÿìè. 
Ó öüîìó ïðîöåñ³ âàðòî âèä³ëèòè äâ³ êëþ÷îâ³ ñòî-
ðîíè – ï³äïðèºìñòâî ³ ïîêóïåöü, ÿê³ âçàºìîä³þòü 
ó ðàìêàõ òàêèõ åòàï³â:

² åòàï – Ïåðåäà÷à ³íôîðìàö³¿ â³ä ï³äïðèºìñòâà 
äî ñïîæèâà÷à. Íà öüîìó åòàï³ âàæëèâèì º îïòè-

ì³çàö³ÿ äîíåñåííÿ ³íôîðìàö³¿. Äëÿ öüîãî ïîòð³áíî 
âèêîðèñòàííÿ ð³çíèõ êàíàë³â êîìóí³êàö³¿ (ðåêëà-
ìà, PR, öèôðîâ³ ïëàòôîðìè, ïåðñîíàëüíèé ïðî-
äàæ òîùî) òà ôîðìóâàííÿ òàêî¿ ôîðìè ïîâ³äî-
ìëåíü, ÿê³ ïðèâåðòàþòü óâàãó, ôîðìóþòü ³íòåðåñ 
òà ñïîíóêàþòü äî ä³¿.

²² åòàï – Çâîðîòí³é çâ’ÿçîê â³ä ñïîæèâà÷à äî 
ï³äïðèºìñòâà. Äëÿ ðåàë³çàö³¿ öüîãî åòàïó ïîòð³-
áåí âñåá³÷íèé àíàë³ç ðåàêö³é ñïîæèâà÷³â (â³äãóêè, 
êîìåíòàð³, ïîâåä³íêà íà ðèíêó, òîùî) òà âèêîðè-
ñòàííÿ îòðèìàíèõ äàíèõ äëÿ àäàïòàö³¿ òîâàðíî¿ é 
ö³íîâî¿ ïîë³òèêè, ïîë³òèêè ðîçïîä³ëó òà ïðîñóâàí-
íÿ òîâàðó ç âðàõóâàííÿì ³íòåðåñ³â ñïîæèâà÷³â.

Äâîñòîðîíí³é ïðîöåñ ï³äêðåñëþº âàæëèâ³ñòü 
ä³àëîãó, êîëè ï³äïðèºìñòâî íå ëèøå ³íôîðìóº ïî-
êóïö³â, àëå é âðàõîâóº ¿õ äóìêè òà ïîòðåáè øëÿõîì 
ï³äâèùåííÿ åôåêòèâíîñò³ êîìóí³êàö³é. Çàçíà÷å-
íèé ï³äõ³ä ñïðèÿòèìå äîâãîòðèâàëîñò³ á³çíåñó òà 
ñòàëîìó ðîçâèòêó ï³äïðèºìñòâà.

Âèñíîâêè
Äëÿ òîãî, ùîá ìàðêåòèíãîâ³ êîìóí³êàö³¿ áóëè 

åôåêòèâí³, ïîòð³áíî âðàõîâóâàòè òà âèêîðèñòî-
âóâàòè ¿õ ìîæëèâîñò³ âî âñ³õ àñïåêòàõ, âðàõîâóþ-
÷è ñó÷àñí³ öèôðîâ³ òåõíîëîã³¿ òà öèôðîâ³ êàíàëè 
ïåðåäà÷³ ³íôîðìàö³¿; îð³ºíòàö³þ íà âïîäîáàííÿ 
ñïîæèâà÷à; êðåàòèâí³ñòü ï³äõîä³â äî êë³ºíòà; íà-
ä³ëåííÿ òîâàð³â äîäàòêîâîþ ö³íí³ñòþ; çàñòîñî-
âóâàòè ìîæëèâîñò³ ³ííîâàö³é; âèêîðèñòîâóâàòè 
ï³äõ³ä äî ïîáóäîâè ñèñòåìè ìàðêåòèíãîâèõ êîìó-
í³êàö³é, ÿê äî äâîñòîðîííüîãî ïðîöåñó. Åôåêòèâ-
í³ñòü ìàðêåòèíãîâèõ êîìóí³êàö³é çíà÷íîþ ì³ðîþ 

Ðèñóíîê 4. Ïîêðàùåííÿ êîíêóðåíòíèõ ïîçèö³é òîâàðó (ïîñëóãè) çàâäÿêè ìàðêåòèíãîâèì 
êîìóí³êàö³ÿì, ÿê äâîñòîðîííüîãî ïðîöåñó
Äæåðåëî: ðîçðîáëåíî àâòîðîì.
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çàëåæèòü â³ä çàñòîñóâàííÿ â³äïîâ³äíîãî ³íñòðó-
ìåíòàð³þ, çíà÷íà ÷àñòèíà ÿêîãî äîçâîëÿº ìàòè 
äâîñòîðîíí³é çâ’ÿçîê ç ïîêóïöÿìè. 
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Êëþ÷îâ³ íàïðÿìè åêîëîã³çàö³¿ ï³äïðèºìíèöòâà  
â óìîâàõ òðàíñôîðìàö³¿ åêîíîì³êè

Ïðåäìåòîì äîñë³äæåííÿ º ïðîöåñè åêîëîã³çàö³¿ ï³äïðèºìíèöòâà â óìîâàõ åêîíîì³÷íî¿ òðàí-
ñôîðìàö³¿, âêëþ÷àþ÷è âïðîâàäæåííÿ åêîëîã³÷íî ÷èñòèõ òåõíîëîã³é, ðîçâèòîê çåëåíèõ ô³íàíñ³â, ³í-
òåãðàö³þ êîðïîðàòèâíî¿ ñîö³àëüíî¿ â³äïîâ³äàëüíîñò³, ïåðåõ³ä äî êðóãîâî¿ åêîíîì³êè òà ï³äâèùåííÿ 
åêîëîã³÷íî¿ ñâ³äîìîñò³ ñåðåä ï³äïðèºìö³â ³ ñïîæèâà÷³â. 

Ìåòîþ äîñë³äæåííÿ º âèçíà÷åííÿ êëþ÷îâèõ íàïðÿì³â ïðîöåñó åêîëîã³çàö³¿ ï³äïðèºìíèöòâà â 
óìîâàõ åêîíîì³÷íî¿ òðàíñôîðìàö³¿, à òàêîæ àíàë³ç âïëèâó åêîëîã³÷íèõ ³ííîâàö³é, çåëåíèõ ô³íàíñ³â, 
êîðïîðàòèâíî¿ ñîö³àëüíî¿ â³äïîâ³äàëüíîñò³ òà êðóãîâî¿ åêîíîì³êè íà ñòàëèé ðîçâèòîê á³çíåñó.

Ìåòîäè äîñë³äæåííÿ âêëþ÷àþòü àíàë³ç ë³òåðàòóðè, ïîð³âíÿëüíèé àíàë³ç, ìåòîäè ³íäóêö³¿ òà äåäóêö³¿ 
äëÿ äîñë³äæåííÿ íàïðÿì³â ïðîöåñó åêîëîã³çàö³¿ ï³äïðèºìíèöòâà â óìîâàõ åêîíîì³÷íî¿ òðàíñôîðìàö³¿.

Ðåçóëüòàòè ðîáîòè ñâ³ä÷àòü, ùî åêîëîã³çàö³ÿ ï³äïðèºìíèöòâà ñïðèÿº ï³äâèùåííþ åôåêòèâ-
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