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JIOJIATOK A

AHKeTa IS CIIOKHUBAaYlB

[ITanoBHi mokymii cupy! VY  paMmkax TpPOBEICHHS  IHIIIaTUBHOTO
MapKeTUHTOBOTO  JIOCTI/DKCHHS JJI1  BUKOHAHHA  MAariCTepchkoi  poboTH
npeactaBauku kageapu XHYPE 3Bepratoteest 10 Bac 13 nmpoxaHHSM BiATOBICTH
Ha TTUTAaHHS aHKETH.

Mera aHKeTyBaHHSA — JOCHIIWTA CTaBJEHHS TMOKYIIIIB CHPIB y PI3HHUX
rpymnax (CerMEHTax PUHKY) O BUKOPUCTAHHS HOBHX TEXHOJIOTIH MapKETHUHTY.

1. BkaxiTts Bamry crarth:

— YOJIOBIK,

— JKIHKA.

2. Bxaxite Bamr Bik:

— monoame 17;

— 17-25;

— 26-35;

— 36-50;

— crapie 50.

3. SIx Bu omiHroeTe Barmn noxomu / noxomu Bamoi cim'i?

— HM3BKI;

— cepenHi;

— OCTAaTHI,

— BHUCOKI.

4. SIx vacto Bu kynyere cupu?

— KUIbKa pa3iB Ha TUXKJCHb;

— 1 pa3 B TUX/ICHb,

— 2-3 pa3u Ha MicHllb,

— piamie 1 pa3y Ha MiCSIIb;

— KIJbKa pa3iB Ha pIK;

— He YacTillle, HiXK pa3 Ha piKk (TUIbKU Ha CBATO);

— HE KYIIYIO.
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. SIxi cupu Bu kynyere? (Moxe OyTH KilbKa BapiaHTIB BiIMOBIII)
TBEP/Ii;
M’ SIK1;
KOITUEHI,
MOJTYKOITYEHI;
CUPHUU ITPOAYKT.
. Axi Buau cupy Bu kynyere? (Moxke OyTH KiJIbKa BapiaHTIB BiAMOBI/I)
CynyryHi;
Panomep;
layna;
[Tapme3an;
Mouapena;
Kamambep;
Pocilicekuii,;
["oiutanACHKUN;
Yennep;
3 BUOOPOM BU3HAYAIOCS B MarasuHi,
1HIIIE.
. Cxuibku rpamiB cupy Bu kymyere onHOpa3oBo?
10 100 r;
100-200 r;
200-500 ;
outeire 500 r;
3aBXK/IU 10 PI3HOMY.
. SIxa cyma oJTHOpa30BOi MOKYIIKH CUPY?
1o 100 rpH.;
150-300 rpH.;
nonana 300 rpH.;

HIKOJIM HE 3BEpTal0 yBary Ha BapTiCTh CHPY.
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9. BuGepits BipHi mono Bac 3aTBepmxeHHs (Moxke OyTH KijbKa BapiaHTIB

BIJIMOBII):

— KYIyIO CHpHW TEBHMX BUPOOHMKIB, aje HE 3BEpPTal0 yBary Ha MapodyHi

Ha3BH,

— KYIYIO MPOJYKIIIIO BITYN3HAHUX BUPOOHHUKIB,

— KYIIyIO IMIOPTHI CHpH;

— KYIYIO MPOAYKIIIIO JOKAJLHUX/MICIIEBUX BUPOOHUKIB;

— KYIIyIO CUPHU BiJIOMHUX OpEH/IB.

10. Bigznaure BipHI TBEPIDKEHHS 3HAKOM «+», MO0 XapakTEepU3yrTh Bare

CTaBJICHHS 0 BUOOPY CUPHOI MPOTYKIIIi:

BapiaHT craBieHHs

TBepmxeHHs abCOTI0THO
HE 3roJIeH

cKopiIe
HE
3rofieH

HE 3HAIO0, YU
3roJieH ado
HE 3roAcH

HIBUILIIE
3rojieH

a0COJIFOTHO
3roJIeH

1. S xymyoo ¥OpoAyKIiO
NIEBHUX BUPOOHUKIB

2. S xynyo MOpOIyKIIO
pi3HUX BHPOOHHKIB (JIFO0ITEO
SKCIIEPUMEHTYBATH)

3. Bubip 3anexurs BiI
MIIOYUX aKI[IH

4. MeHi BaxIMBHI copT
CHpY, @ He BUPOOHUK

11. Po3craBTe (hakTOpW OIIHKM B 3aJIEKHOCTI BiJl CTYINEHS BaXKJIMBOCTI MPHU

npuadaHHi cupy Bia 1 (He BaXXJIMBO) A0 5 (BaXKIIMBO)

DaKTOp OLIHKH : CTyrn;L Ba)KJ'II/IB‘300Tl aKT40py -
Buy/copr cupy
Cknan
Cwmak
Bara

JlocTymHICTh 3a IIHOIO

3py4HICTh YIIaKOBKU

Hapizka

Kpaina BupoOHHKa

[TonynsipHicTh OpeHay

[Tpoaxk B 3py4HHX ISl MEHE MICISIX

ITorouHi axrii
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12. OminiTe Bamry peakiiro Ha MapKETHHTOBI 3aXOJM 3a MIKajIow Big 1

(HeraTUBHO, MEHE 11€ JIpaTye) 10 5 (MEHi 1€ 10100a€ThCsI) MPU MOKYMIIl CHPIB:

IlIxana omiHkKH, Oa
1 2 3 4 5

MapkeTUHroOBUI 3axXi]

1. 3ByKOBHIA CYIIPOBiJl B CHPHOMY BiJIiII1

2. ApomaTu3aiiist BiTITy B TOYKaX MPOJAXKIB

3. 'apmomiiiHa (3py4yHa, MpuBadJIMBa) YIIAKOBKA
4. CBiTJI0Ba MiACBITKA

5. JlerycralliiiHi CTIHKH B MarasuHax

13. 3 uyum y Bac acomitoerbest KymiBist cupy? (Moxke OyTH KijibKa
BapIaHTIB BIAMOBI/)

— rapHUM HACTpiil;

— TOJI0POXKI;

— CBSITO;

— TOBCSIK/JEHHA 1%a;

— Kajuopii;

— 1HIIIE.

14. Ski komipHi acomianii y Bac BHHMKaIOTH 31 CIOBOM «SIKICHO» (SIKILO
acolialfiii He BUHUKA€, TOCTaBTE MPOYEPK)?

15. Ski xomipHi acoriamii y Bac BuHHKaIOTH 31 clioBoM «CMauHO» (SIKIIIO
acoliaiii He BAHUKAE, TOCTABTE MPOUYEPK)?

16. flki xomipHi acomianii y Bac BUHUKAaIOTH 31 CIIOBOCHOJYYHHSIM
«be3neuno i1 310poB’s» (SKIIO acolliariii He BUHUKAE, TTIOCTaBTE MPOUYESPK)?

17. ki xomipHi acowmiamii y Bac BuHuKaroTh 31 cioBoM «HatypanbHO»

(SIKII10 acorrialliii He BUHUKAE, TIOCTABTE MPOUYEPK)?

JIsikyemo 3a BijmnoBimi!
[Tpodecop xadenpu EK, n.e.n., mpodeccop Coxonosa JI. B., marictp
kadenpu EK 3inuenko M. E.
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THEORETICAL AND PRACTICAL ASPECTS OF INTRODUCING INNOVATIONS
IN THE ENTERPRISE'S MARKETING ACTIVITY

The subject of this study is a new direction in the marketing activities of the enterprise - neuromarketing, which uses the latest
developments in the field of psychology, neurobiology and behavioral economics in the analysis of consumer behavior. The goal of
the study is to determine the definition of "neuromarketing", provide a comparative analysis of traditional marketing and
neuromarketing, to identify strengths and weaknesses, opportunities and threats of neuromarketing, and create a new information
component of the system for scanning strategic information of business entities of the country. Further development of certain
theoretical and practical aspects of the use of neuromarketing as an effective modem toolkit for product promotion in commodity
markets has been studied. The following tasks are solved in the article: analysis of the theoretical and practical aspects of the use of
neuromarketing, analysis of the main methods for obtaining and processing relevant information. The following methods are used:
theoretical generalization, comparative analysis, analytical, analysis and synthesis, SWOT analysis. The following results were
obtained: descriptive model of neuromarketing was proposed; the principles of neuromarketing were formulated; the comparison of
neuromarketing and traditional marketing was done; the main ethical problems of neuromarketing research were considered; the
SWOT-analysis of neuromarketing, which will contribute to a clearer understanding of the nature was carried out, advantages and
disadvantages of the new innovative marketing technology were studied, assessment of the prospects for the development of
neuromarketing in the country was considered; proposals for the further development of the marketing information system of the
enterprise by supplementing its primary information obtained in the process of applying neuromarketing — an innovative marketing
technology were developed. Conclusions: It has been established that neuromarketing is an innovative modern instrument of
traditional marketing, a promising method of product promotion. A study of neuromarketing has shown that this area today is one of
the marketing technologies of the future; the functionality of it has not yet been fully formed and explored. However, today
neuromarketing is a powerful innovative marketing tool that, over the quarter century of its existence, has made a significant
contribution to both the development of business structures and the science of traditional marketing.

Keywords: marketing activity; neuromarketing; innovative technology: consumer; neuromarketing formula; relevant
information; SWOT analysis.

Introduction

Analysis of recent research and publications

In today's changing economic conditions, the market
for goods and services is constantly undergoing
drastic changes. The marketing activity of an industrial
enterprise is the direction of its production and
commercial activity, which is aimed at identifying and
meeting the needs of market consumers in products
through exchange for profit. In a competitive
environment to develop effective strategies for
the sale of goods and services, marketers are forced to
look for modern, innovative means of conducting
marketing research on consumer behavior. Recently,
researchers, scientists, experts note that the use of
traditional marketing methods, which are not always
effective and are quite common, does not provide the
desired results [1].

In the period of active development of
neurophysiological and psychological Sciences, the
conclusion of  market  researchers  becomes
logical. In order to study consumer behavior
and their wishes, it is necessary to ensure
the direct participation of consumers themselves in
conducting relevant research [2]. As a result,
many manufacturers have started using neuromarketing in
their marketing activities in order to activate
the process of promoting their products and
services in foreign and domestic markets. A significant
amount of research conducted in this area
indicates that neuromarketing is becoming a tool of the
future, the use of which opens up wide opportunities for
marketers.

Many foreign and domestic scientists have been
engaged in research of theoretical issues of
neuromarketing, namely: J. Saltman [3], A. Trindle [4],
B. Oyeman, M. Lindstrom [5], D. Lewis [6], P. Dooley
[7], E. Plessie, P. Glimcher [8], R. Solso [9]; M. Borodin
[2], I. Astakhova [10], O. Kurban, S. Kurban [11],
N. Skrygun [12], A. Krasilnikov [13], A. Figun [14],
M. Chernova, O. Klepikov [15] and others. However, the
analysis of the professional literature on the selected topic
of the work showed that some issues of theoretical
orientation require further research, which led to the
relevance of the research topic.

Selection of previously unsolved parts of the overall
problem

An analysis of the professional literature on the
chosen research topic revealed that, despite the significant
amount of theoretical work and the number of applied
research, neuromarketing is a new area that requires the
use of expertise and more thorough research to study a
particular business problem. It was also found that not
only the essence of the definition of "neuromarketing", but
also some theoretical and practical aspects of
neuromarketing as an effective modem tool "promotion
tool" have not been studied enough. There has been no
complete analysis of the strengths and weaknesses,
opportunities and threats of neuromarketing in order to
use it effectively. This is what determined the relevance of
the research topic.

© L. Sokolova, G. Veriasova, M. Zinchenko, 2020
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Formulation of the purposes of the article (task
statement)

The pumpose of the research is to define the
definition of the concept of "neuromarketing", conduct a
comparative analysis of the concepts of traditional
marketing and neuromarketing, conduct a SWOT analysis
of neuromarketing in order to identify its strengths and
weaknesses, opportunities and threats, develop
recommendations for improving the system of scanning

strategic  information of business entities by
supplementing it with primary neuromarketing
information.

Results of the research

The concept of "neuromarketing" has emerged
relatively recently in the world economy, but, despite this,
is already of great interest to both marketers and potential
consumers. The new way of influencing the market
behavior of buyers of goods opens up the new promising
opportunities to researchers, specialists - representatives
of business entities for improving the effectiveness of both
the whole marketing complex and its important
communication component. That is why neuromarketing,
as a tool for influencing consumer behavior, is gaining
more and more popularity among practicing marketers, is
becoming a necessary condition for launching successful
advertising campaigns, creating and promoting a new,
innovative product. Neuromarketing research allows to
obtain unique primary information about the preferences
of the target audience (potential consumers) about the
features of the product, its characteristics, "soft and hard"
parameters of competitiveness, which together have the
maximum impact on the human subconscious in deciding
to buy a product on the market [13].

An example of the use of neuromarketing is a study
by Frito Lay; a company that produces chips Lays [12]. It
showed that the use of natural and matte colors, as well as
photos of healthy products do not motivate to buy.
Therefore, the company began to use a shiny package of
bright colors with the image of fried chips. Google once
studied which ad formats YouTube users liked best. The
choice was between overlays (small banners at the bottom
of the screen) and prerolls (commercials that run before
the main video). It tumed out that viewers prefer overlays,
so the company delved into the development of this area
[27].

It should be mnoted that the concept of
neuromarketing, as scientists believe, was developed by
psychologists at Harvard University in the last century.
However, the founders of this direction is traditionally
considered to be General Director Retail branding AG
Arndt Traindl and Director at the store branding Retail
branding Bart Aamana. General method for the
neuromarketing was developed in the late 1990-ies,
Harvard Professor Jerry Zaltman, immediately patenting it
called ZMET (Zaltman Metaphor Elicitation Method, i.e.
a method for retrieving metaphors Saltmen) [3]. The
technique ZMET consists in the recognition of the human
unconscious with specially selected sets of images that

cause a positive emotional response and activate hidden
images, metaphors stimulating the purchase of [16].
Marketing technology, which is based on the technique
ZMET quickly, gained popularity among hundreds of
major companies-customers, among which can be noted
Coca-Cola, Pepsi, Nestle, General Motors, and Procter &
Gamble etc. The term "neuromarketing" was suggested by
Professor Smids in 2002, and the first international
conference devoted entirely to neuromarketing study was
conducted in 2004 in the United States. According to F.
Kotler, today, neuromarketing has evolved to a full-
fledged marketing direction [17]. The technology of
neuromarketing put the model, according to which more
than 90% of human mental activity, including emotion,
takes place in the subconscious area that is below the
levels of controlled awareness. The concept of
neuromarketing is based on the recognition that a potential
user primarily perceives the stimuli of the market
environment at the level of neurophysiological signals.

The concept of "neuromarketing" in the Great
Glossary is interpreted as follows: one of the modern
concepts of marketing influence in retail, which is based
on the study of consumer psychology, using the
technology of "scanning" the brain of potential consumers
to determine which images the target group responds most
actively and relies on the feelings and emotions of
customers [18].

Thus, neuromarketing can be defined not only as a
new direction, but also as a new field of marketing
research, which studies the sensory, cognitive and
emotional responses of consumers to marketing incentives
that influence their decision-making about purchasing a
specific product [19], which will contribute to the growth
of sales volumes of industrial enterprises or distributors,
jobbers, dealers-independent large market intermediaries.

Neuromarketing, as a new type of science
"marketing", is based on the achievements of
neurobiology, neurophysiology, psychology, behavioral
economics and, of course, traditional (classical)
marketing. This opens up new possibilities not only for
determining the consumer's attitude to products, which is
characteristic of traditional marketing, but also for the
impact on his subconscious. The proposed descriptive
model of neuromarketing is shown in fig. 1.

Neuromarketing is an innovative tool of marketing
science, in the modern sense - innovative marketing. The
condition for implementing the strategy of advanced
development of industrial enterprises today is the
introduction of the concept and technologies of innovative
marketing, production and sale of innovative products,
which directly affects the high level of competitiveness of
the enterprise in foreign and domestic markets [20-22].
Let’s formulate the basic principles of neuromarketing as
follows:

a) the impact on consumer behavior by methods of
neuroscience to form in them a positive perception of
supply;

b) the use of unexpected, non-standard stimuli of
potential consumers;

c) the effective use of all human senses as a
condition for victory in the struggle for the buyer;
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d) the use of tools of all types of neuromarketing in
conducting neuromarketing research;

e) the permanence of the process of studying
opinions and stimulating behavioral reactions of
consumers.

[ NB — Neurobiology J
[ PS — Psychology ]

[ BE - Behavioral Economics ] | = |

NB+PS+BE+NP+CM=NM

N

NM
NEUROMARKETING

[ NP - Neurophysiology ]

[ CM - Classic marketing ]

Neuromarketing allows to answer the following
questions:
@) what motivates buyers to make irrational and
impractical purchases or vice versa;
b) why some brands become cult, while others remain in
oblivien;
¢) the influence of what factors can increase sales of
expensive goods;
d) how does the design of the product or site affect the
desire of consumers to use them?

Fig. 1. Descriptive model of neuromarketing. Source: author's development for [2, 13-15].

Adherence to these principles will contribute to the
development of sales strategies of industrial enterprises,
increase the efficiency of their marketing activities, and
increase sales of goods (services). All this indicates that
the introduction of the latest innovative neuromarketing

technology in the system of traditional marketing is a
relevant and promising area of modern domestic
enterprises. Comparative characteristics of traditional
marketing and its new type — neuromarketing are
presented in fig. 2.

Analysis of respondents'’ opinions and reactions
after their acquaintance with the researched
material

The basis for further research is the answers of
the respondents

A

Low research
costs

Research methods

questionnaire, survey, observation,
experiment, interview, content analysis, focus
group

A

Subjective expert
assessment

?

T f

I

[ TRADITIONAL MARKETING ]

[ NEUROMARKETING ]

I

v

v =

High research

costs

Research methods:

Objective
formalized
assessment

measurement of electrical resistance of the

skin, monitoring of the cardiovascular system,
registration of facial muscle contraction,
analysis of evoked potentials, eye tracking
A 4 A 4

Registration of the respondents’ reaction at the
moment of acquaintance with the researched
material

respondents’ reactions

Processing of data sets {BigData) about

Fig. 2. Comparative characteristics of traditional marketing and neuromarketing. Source: author's development
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According to the results of neuromarketing research,
the company receives adequate, relevant specific primary
information, on the basis of which the array (bank) of Big
Data is formed. The received information about the
reactions of the respondents becomes a new source of
replenishment of the marketing information system (MIS)
of the enterprise, part of a continuous system consisting of
procedures and methods for continuous receipt, analysis
and interpretation of both primary and secondary
information needed to provide, integrate, support and the
transfer of information to the managers of the enterprise in
a form suitable for them to make informed management
decisions [23].

Since neuromarketing is a fairly new concept of
marketing research, it increases the interest of researchers
and practitioners in a more thorough study, analysis of the
peculiarities of its application. One of the most common
and effective methods of analysis is the so-called SWOT-
analysis, which is known to involve the identification and

Table 1. Strengths and weaknesses of neuromarketing

assessment of strengths,

thorough understanding of the

presented in table 1.

Opportunities and threats of neuromarketing are

presented in table 2.

weaknesses, as well as
opportunities and threats. It studies the internal strengths
and weaknesses of the object of study, evaluates the
prospects for further development of its capabilities,
taking into account the manifestation of risks and effective
ways to protect against them, provided by the market [20,
21]. As practice shows, currently SWOT-analysis is used
in various fields. Its versatility allows it to be used at
different levels and for different objects [24, 25]. All this
became an objective basis for conducting a SWOT-
analysis of neuromarketing, which allows a more
current state of
neuromarketing and future prospects for its development
in Ukraine. Strengths and weaknesses of the use of
neuromarketing, i.e. its advantages and disadvantages are

Strong side

‘Weak side

More effective study of various consumer inquiries regarding
the impact on them of individual components of a set of
marketing activities, which allows you to quickly get hidden
information about the specific benefits of brands, products of
different manufacturers

The need for both the use of specific equipment required for
research, and the need to involve highly qualified specialists who

it correctly, competently

are able not only to obtain specific information, but also to process

Evaluation of the appearance of the object using biometric
tools

High cost of neuromarketing research

The use of certain psychological tools to assess the perception
of the brand of the enterprise or its product

The duration of the collection of neuromarketing information and
the duration of its special processing

Focus on the marketing concept, which is formed on the basis
of consumer data

The need for additional study of the ethics of neuromarketing
research

High quality of neuromarketing information, the effectiveness
of the impact of marketing incentives on consumers, the lack

of subjectivity in research, the clarity of the obtained primary

data

Insufficient attention from scientists to a more detailed study of
the problems of the spread of practical use in the country of
methodological tools of innovative technology - neuromarketing

Overcoming a number of barriers in the process of conducting
marketing research using traditional methods

Quite a complex procedure for conducting neuromarketing
research in terms of choosing a room equipped with special
medical devices

Variety of used special instrumental methods used in
neuromarketing research

The need for highly qualified interviewers and respondents who
are a priori positive about participating in experiments

Increasing the company's profit and increasing the efficiency
of promoting its brand, product, provided the use of
neuromarketing tools

The emergence of a negative synergistic effect due to the shortage
in the country of scientists, researchers, specialists in the field of
neuromarketing

The uniqueness of the information obtained from the results of
neuromarketing research, which is based on a combination of
certain aspects of the theory and practice of marketing,
psychiatry and neurophysiology

Private results obtained from conducting neuromarketing research
on the basis of a small sample do not always provide a high level
of representativeness of the obtained primary information

Source: developed by the authors taking into account [14, 16, 24,
Table 2. Opportunities and threats of neuromarketing

25].

Opportunity

Threat

1

2

Formation of a new direction of research in marketing,
interesting for the study of human neural activity at the time
of purchase of goods

State reduction of planned funding for sectoral applied research in
the fields of psychiatry, neurophysiology and marketing

Increasing the sample size several times when conducting
neuromarketing research compared to traditional provides a
higher level of adequacy of the information obtained

Over time, the likelihood increases that in the near future a person
may and will be completely deprived of the ability to make
reasonable independent decisions about the choice of a particular
product

Study of the reaction of many people (potential consumers of
market products) both in the natural environment and in the
laboratory

Impossibility to fully predict the social consequences of the
introduction of the achievements of neuroscience in the marketing
activities of enterprises
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The end Table 1

1

2

Correspondence of the developed methodology of collection
of primary neuromarketing information to the set purposes of
research for the decision of concrete problems of commodity
producers - subjects of market relations

Outflow of qualified personnel in the field of marketing and
medicine due to insufficient funding and reduced attention from
managers to the conduct of fundamental, exploratory and applied
research in the country

Carrying out of neuromarketing researches on various
organizational forms: external, internal, mixed

The presence of demographic, financial, political, economic
instability in the country

Development of products that best meet consumer demand

Conscious use of the mechanism of manipulating the
consciousness of consumers

Obtaining primary, exclusive, reliable, relevant, targeted
marketing information, the use of which will strengthen the
market position of the enterprise in a competitive
environment

There is an urgent need for both marketers who have the
necessary knowledge and have certain skills in the field of
marketing, and the need for highly qualified specialists in the field
of neuroscience, who are able to solve applied marketing issues.

Source: developed by the authors taking into account [14, 15, 24, 25].

The unambiguous advantage of neuromarketing is
the use of many methods to identify the consumer's
subconscious attitude to products/design/advertising and
their components. These methods vary according to the
tools used, but they all have a common goal - to create a
set of techniques that affect the subconscious of
consumers and ensure their loyalty, turning loyalty into a
desire to own a product, and this desire - a regular need.
In addition, the use of neurobiology methods to study
consumer reactions allows you to see more objective
reactions and emotions of the buyer to advertising or
product than those that can be learned from the customer,
who often gives already processed, interpreted and
rational, and therefore incomplete and insufficiently
objective information.

Neuromarketing methods in accordance with [12, 14,
26] include such as: monitoring the human cardiovascular
system (measuring heart rate, pressure and vascular tone);
measuring the electrical resistance of the skin (to detect
increased sweating); recording facial muscle contractions;
analysis of evoked potentials (analysis of the brain's
response to certain stimuli); eye tracking (recording the
direction of the gaze, pupil size and duration of gaze
delay). Eye tracking allows to determine the degree of
concentration of a person on a particular object and the
change in his emotional state. It should also be noted that
increasing the sample size several times will improve the
quality of information obtained as a result of
neuromarketing studies, and this will improve statistics
and forecasts.

As well as strengths and capabilities, neuromarketing
has weaknesses and threats. One of the important
weaknesses of neuromarketing is the question of research
ethics. This is a problem that needs further study, as there
are new tools for research, new schemes of processing and
application of the results [10, 15]. In fact, firms,
companies have gained access to the subconscious of their
customers, that is, acquired the ability to control the
decision-making process to purchase a particular thing or
service. However, due to the ability to observe the brain in
high spatio-temporal resolution and receive information
about events in it in real time, in the last one and a half to
two decades, significantly increased opportunities to
understand consumer behavior in purchasing decisions
and this trend will eventually only intensify.

Deep awareness of the secrets of the human psyche
makes it possible not only to diagnose various diseases,
determine the capacity and judgment of intellectual
abilities or gain accurate knowledge about the benefits of
shopping, but also allows you to use the information to
control the processes occurring in these cases. In addition,
neuroscanning is "armed" by forensic and government
agencies to identify specific behaviors of a particular
person. Today, against the background of a revolutionary
breakthrough in neuroscanned technologies, the question
of awareness of the possible consequences of the
uncontrolled application of these methods is more relevant
than ever. Against this background, the creation of an
effective comprehensive neuroethical approach, both in
theory and in practice, is significantly delayed. It can be
assumed that any attempts to determine the extent and
limitations in the use of neuromarketing will currently
encounter barriers related to the inability to fully predict
the development of neuroscience and social consequences.

As for the main existing ethical problems of
neuromarketing today, they include: the omission of the
main objectives of the experiment (researchers interfere in
the private opinions of the consumer, which he cannot
hide, and use them for their own purposes); discrimination
of individuals by influencing the psychophysiological
vulnerabilities of the consumer; the use of remote images
in advertising or product design that do not comrespond to
its essence; lack of funds for supervision and control of
neuromarketing research [10]. In addition, there is a
danger that in the near future a person may be deprived of
a reasonable choice, as the emotional component of
personal consumer decision-making will be leveled by
experts in the field of neuromarketing. As a result, the
potential buyer will not be able to refuse the goods offered
to him. Nevertheless, it can be stated that the level of
awareness of the need to accelerate the process of
formation of neuroethics and, as a consequence, a positive
attitude to neuromarketing as an innovative technology of
marketing research has recently increased.

Conclusions

The study of theoretical and practical aspects of the
application of innovations in marketing activities of
enterprises revealed that today neuromarketing is
definitely an innovative, promising technology to
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stimulate market demand, increase the effectiveness of
measures to promote the product, brand, and website. As
traditional marketing and sociological methods of
collecting information are not always reliable, as the
consumer is influenced by many factors, it should be
expected that the frequency of neuromarketing research in
the near future will only increase. Therefore, the task of
conducting a SWOT-analysis of neuromarketing and the
use of the obtained results in the marketing activities of
enterprises became important. The introduction of

innovations in the marketing activities of enterprises
requires the joint efforts of both marketers and specialists
in the field of neuroscience to carefully study the
mechanism of influence on consumer behavior with the
ultimate goal to ensure the effective promotion and sale of
goods in markets. Today, neuromarketing is a powerful
innovative marketing tool, which for a quarter of a century
of its existence has made a significant contribution to the
development of business structures and the science of
traditional marketing.
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TEOPETHYHI TA IIPAKTAYHI ACIEKTH BIIPOBA/[KEHHS IHHOBAIIA ¥V
MAPKETHHI'OBY JAIAJIBHICTD IIIIIPUEMCTB

TIpeaMeToM JOCTiDKEHHS JaHOI pOOOTII € HOBIIT HAIPSIMOK Y MapKeTHHIOBill MisIBHOCTI HiAMpIIEMCTBA — HelipOMapKeTHHT, SKIIT
BIKOPIICTOBY€E HOBITHI po3poOKH y coepi mcmxororii, HefipoGionorii Ta moBeliHKOBOI €KOHOMIKII B aHATi3i MOBEIiHKH CIIOKIIBAYiB.
MeTor0 JIOCTUKEHHA € BI3HA4YeHHA JediHimii moHATIA "HeilpoMapKeTHHI", NpOBEIeHHA IOPIBHATPHOIO aHAT3y IIOHATH
TpaINIiifHOro MapKeTHHIY Ta HeflpOMapKeTHHIy, BIABISHHS CIUIBHHX Ta CIaOKIX CTOpiH, MOXIIBOCTeif Ta 3arpo3
Hell]pOMapKeTIHTYy, IO CTBOPHTh HOBY iH(OpMamiifHy CKIaloBY CHCTeMII CKaHYyBaHHA cIpaTeriuHoi iHpopmamii cy0’ekTiB
TOCIO/IapIOBaHHA KpaiHil. ITogambmmii po3BUTOK OKPEMIX TeOPeTHYHO-IPAKTHYHIX acIeKTiB 3aCTOCYBaHHA HeflpOMapKeTHHIY K
e()eKTHBHOrO Cy4acHOTO iHCTPYMEHTApilo CIICTEMII NIPOCYBAaHHs MPOIYKIii Ha TOBApHIX PIHKaX. B CTaTTi BHPIMIyIOTbCA HACTYIHI
3aBJIAHHA: IIPOBEIeHH] aHaTi3y TeOPeTIMHIX Ta IPAaKTHYHIX aCIeKTiB 3aCTOCYBaHHS HeifpoMapKeTIHIY, aHajli3 OCHOBHIIX MeTOJiB
OTpHMaHHA Ta OOpoOKH peseBaHTHOI iH(opMmamii. BHKOPHCTOBYIOTBCSA TaKi METOJH: TEOpPETHYHe y3aradbHEeHHS, MOpPiBHAIBHIILT
aHali3, aHANTIYHIN, aHATi3 Ta cuHTe3, SWOT-aHati3. OTpIMaHO HACTYIHi pe3yabTaTH: B PoOOTi 3aIPOIIOHOBAHO JIeCKPIITIBHY
MOJens HeflpoMapKeTHHTY; c(opMyThOBaHO IPHHINIIN HelipOMAapKeTHHTY; IPOBeJIeHO IOPIiBHAHHA HellpOMapKeTIHIY Ta
TPAJIMIiiHOro MapKeTHHTY; PO3TJITHYTO OCHOBHI eTIMHI IpoO1eMI HeffpoOMapKeTIHTOBIX JOCTiUKeHB; IpoBeneHo SWOT-aHami3
HeffpoMapKeTHHTy, IO CHpHATHME OLTBII YiTKOMY PO3yMIiHHIO CYTHOCTI, IlepeBar Ta HeJOIIKiB HOBOI iHHOBamiifHOI TexHomorii
MapKeTHHTY, OINIHII NepCcHeKTHB pPO3BHTKY HellpoMapKeTHHIY y KpaiHi; po3po0IeHO IpONO3MIIil IIOX0 MOJATBIION0 PO3BHTKY
MapKeTHHI0BOI iH(opMamiifHOl crcTeMII MiImpHeMcTBa NUIAXOM JIONOBHEHHA ii IMepBIHHOIO iHpopMalli€o, OTPIMAHOK B IpoIleci
3acTOCYBaHHA HeflpoMapKeTIHIy — iHHOBamiiiHOI TeXHonorii MapkeTHHTy. BucHOBKH: BI3HadYeHO, IO HeflpoMapKeTHHI €
IHHOBAIIIHIIM Cy4JacHIM iHCTPYMEHTOM TPaJNIIifHOTO MapKeTHHIY, HepCHeKTHBHIIM METOJOM IpOCYBaHHS TOBapy. BIBYeHHS
HeifpoMapKeTHHTY MoKa3allo, 1o Ieli HalpsAM Ha CBOTO/IHINIHIIT IeHb € OJHI€X0 3 TeXHOIOTiil MapKeTHHTY MailOyTHBOro, (yHKIIOHAT
Akoro me if moci He yo KiHmA chopmoBaHO i HocmimkeHo. ITpoTe choroiHi HeffpOMApKeTHHI € MOTY/KHIIM IHHOBAIiffHIIM
IHCTpyMEHTOM MapKeTHHIY, fAKIIf 3a 4BepTh CTOJITTA CBOTO iCHYBaHHS 3pPOONB CYTTEBHIl BHECOK SIK Y PO3BHTOK Oi3HECOBIX
CTPYKTYP, TaK i B HAyKy TpaIIIiIfHOr0 MapKeTHHTY.

KrouoBi cjoBa: MapKeTIIHTOBAa JisIBHICTB; HelfpOMapKeTHHI; IHHOBaNiifHa TeXHOJOrif; cHoxXmBad;, Qopmyaa
HeffpoMapKeTHHTy; peneBaHTHa iHpopmanis; SWOT-aHami3.
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TEOPETHYECKHE U ITPAKTHYECKHE ACIIEKTBHI BHEIPEHUA HHHOBAIII/IIT
B MAPKETHHI'OBYIO JEATEJIbHOCTD IIPEAITPUATHA

TIpeqMeToM IICCIeIOBAHIIA JaHHOIl pabOTHI SBIAETCA HOBOE HAIpaBlIeHNEe B MapKeTHHTOBOIl JIeATeTbHOCTH MPENIpIATIS —
HelipOMapKeTIHI, KOTOpHIi ICHONb3yeT HoBeilme pa3padoTKi B 0ONAcTH IICHXOTOIINI, HeifpoOHOJIOrmII I IOBeIeHYecKoil
SKOHOMIIKII B aHamI3e IOBeleHIs moTpedureneil. Ileqbl0 IICCIeIOBAHIIA ABIACTCS ONpelerdeHIe Me(IHIIIIN ITOHATIA
"HelfipoMapKeTITHI "', NpOBe/IeHNe aHAII3a MOHATHIT TPaINIIIOHHOTO MapKeTIHIa I HelfpoMapKeTHHTa, BBISBIEHIIe CIUIBHBIX I CTaOBIX
CTOpPOH, BO3MOKHOCTeII I yTpo3 HeifipoMapKeTHHIa, 9T0 CO31acT HOBYIO HH(GOPMAIIIOHHYIO COCTABIAIONIYIO CHCTEMBI CKAaHIPOBAHILA
CTpaTermdeckoil NHpopMammI CyOBEKTOB XO3SiICTBOBAHNA CTpaHEl. JladbHeiillee pa3BHUTHE OTHEIBHBIX TEOPETHYECKIX II
NpPAaKTIYeCKIX acHeKTOB IIpIMEHeHNs HeifpoMapKeTHHra Kak 3(@eKTHBHOIO COBPEeMEHHOIO HHCTPYMEHTApHA CHCTeMBI
TIPOIBIDKEHIIA IPOIYKIIII Ha TOBAPHBIX PHIHKAX. B CTaThe pemIaroTcs CIeXyIoIle 3aJatuu: IpoBeleHe aHamI3a TeOPeTIrecKIX I
TIPaKTIYeCKIIX AacIeKTOB IPIMEHEHId HelfpOMapKeTIHTa, aHallN3 OCHOBHBIX METONOB IIONy4YeHId I 0oOpabOTKI peleBaHTHOIT
nHbopMmarm. 1ICIoIb3yI0Tcs Takile MeTOJbI: TeopeTireckoe 0OOOmIeHIle, CPABHNTENBHBII aHAMI3, aHATHNTIYECKIN], aHATI3 I
cnHTe3, SWOT-aHam3. IToTydeHb! CIeIyIolle pe3yIbTaThl: B paboTe NpeUIoKeHa JeCKpPHIITIBHAA MOIeTb HefipoMapKeTHHTa;
copMyIIpOBaHE! NPUHINIIE HelfpoMapKeTIHTa; IPOBEIeHO CpaBHEHNe HelfpoMapKeTHHTa I TPaININIOHHOTO MAapKeTHHTa;
PaccMOTPEHB! OCHOBHBIE 3TIMECKIe IpodieMbl HelfpoMapKeTHHTOBIX HCCleI0BaHMIl; npoBeneH SWOT-agann3 HeflpoMapKeTHHTa,
4gTo OyzeT crmocoOCTBOBaTh Golee HeTKOMY IIOHIIMAHIIO CYIIHOCTH, NPENMYIIeCTB I HeJOCTaTKOB HOBOIl IHHOBAIIIOHHOI
TEXHOJIOTHII MapKeTIIHTa, OIIeHKe MepPCIeKTHB Pa3BUTIL HellpoMapKeTIHIa B CTpaHe; pa3padoTaHB! PENTOKEHI 0 JalsHeiimemy
Pa3BUTIIO MapKETIHIOBOIl MH(MOPMAIIIOHHOI CIICTEMBI IpPEeINpHATIIA JOIOTHEHIIEM ee HepBIrYHOI HH(pOpMAIII, HOIyIeHHOIl B
mpoIrlecce IPHMEHEHI HelipoMapKeTHHTa - IHHOBAIIOHHOII TEeXHOJOIMI MapKeTHHTa. BbIBOJBI: Y CTAaHOBIEHO, IO
HelfpOMapKeTIIHT ABISeTCs IHHOBAIIIOHHBIM, COBPeMEHHBIM HHCTPYMEHTOM TPAIIIIIIOHHOTO MapKeTIIHTa, IepCIIeKTIBHEIM MeTOI0M
TIpOJIBIDKEHIA ToBapa. II3ydeHne HefipoMapKeTHHIa MOKa3algo, YTO 3TO HANpaBjeHNe Ha CeTOJHANIHINI JIeHb SABIAeTCA OXHOII m3
TeXHOJIOTHIf MapKeTHHTa Oy/Iymiero, GpyHKIIOHaT KOTOPOro ele J0 CIX IOop He J0 KOHIA copMIpPOBaH I ICCIe0BaHbl. ONMHAKO
CeroHsA Hef[pOMAapKeTIHI SABJIAETCS MOIUHBIM IHHOBAIIIOHHBIM IHCTPYMEHTOM MapKeTIIHIa, KOTODHIl 3a 4eTBEepTh BeKa CBOEro
CYIECTBOBAHIIA CJIeTall CyIleCTBeHHBI BKIa KaK B Pa3BUTIIe OI3HeC-CTPYKTYP, TaK I B HAyKy TPAIIINIOHHOIO MapKeTHHTa.

KioueBble €JI0BA: MapKeTHHIOBas JIeATeTbHOCTh; HelfpOMapKeTIHT; NHHOBAINIOHHAS TeXHOJOTIM; IOTpeduTens; dopmyna
HelipoMapKeTIIHTa; peleBaHTHas H$ opMamma; SWOT-aHamms.
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KibepHemuKu ma ynpasiiHHsi eKOHOMIYHOW Oe3neKoro,
Xaprkiecokuil HaYioHANLHULL YHIGepcUmem paodioeieKmpoHiKu
3inuenxko M. E.,

cmyoOenm,

Xapxiecvkuil HayioHANLHULL YHIGepcumem paodioeiekmpoHiKu

TPAJIAIIAHI TA IHHOBAIIIITHI METO/IA
MAPKETHHI'OBUX JOCJIIKEHD

MapKeTHHTOB1 JTOCTIJKEHHS — 1€ CHCTEeMAaTHYHII 301p Ta aHawi3, OB’ I3aHIX
3 HAasSBHOK CHTYaIll€l0 JaHUX IMOJO0 MAapKETHHIOBOI MISUILHOCTI IANPHEMCTBA YU
oprauizamii [1]. IcHyrOTH TpaguiliiiHi Ta IHHOBAIlifHI METOQU MapKETUHTOBUIX
JOCTIKeHb. POJIb MapKETUHIOBUX JOCITIPKEHB IIONIATA€ B OIMIHIII MapKeTUHIOBHX
cuTYyaliii, 3abe3nedeHHl 1HGopMaIli€lo, sIKa YMOYKIUBIIIOE CTBOPEHHSI e(peKTHBHOI
MapKEeTHHTOBOI MMPOrpaMi MiAMPUEMCTBA.

MeTa MapKeTUHTOBHX IOCTIIPKEHb IOJATae B 1AeHTU]IKAIII SK IpoOieM,
Tak 1 MOKIHNBOCTEH MAIPUEMCTBA 3aifHATH KOHKYPEHTHY IIO3MINI0 Ha PUHKY B
KOHKPETHHII Yac, 3HU3UTH MIPY pHU3UKY Ta HEBU3HAYEHOCTI, 3O0LIBIINTH
HMOBIPHICTH YCHIXY MapKEeTHHIOBOI ALSUIBHOCTI [1].

TpamumiiiHi METOAM CKIAMAIOTHCA 3 SKICHUX TaK KUIBKICHUX. SIKICHI MeToau
MapKeTHHI'OBHX JOCTKEHb CIPSIMOBAaHI Ha BHBYEHHS ITOTJIAMIB, BIIHOCHH, JTyMOK
Ta IHTEPECIB CIOXIBAYIB. SIKICHI METOIU JTO3BOJISIOTH JOCIITHUKY PO310paTHCS B
CKJIQJIHII Ta PI3HOMAaHITHII IPUPOJI J1iT IOKYIIIIB.

ITopsig 3 cerMEeHTYBaHHSAM PUHKIB JTy’K€ Ba)KIIMBO BMITH Ilepen0adaTH 3aIliTH
CIIOKIBAYIB, TOYHO pO3OHMpaTHCS B IlepeBarax Ta CIIOHYKAIBHIX CTHMYJaX,
BHU3HAYaTH OCHOBHI 30BHINIHI Ta BHYTpimHI (aKTopu, SKI BIUIMBAIOTH Ha

CIIOKIBAYIB.
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SIKiCHI METOaUM € MEHII CTPYKTYPOBAHHIMIH, B3a€EMOMISI 3 PECIOHICHTOM
BUXOJNUTHh TPHUBAJIIIA Ta THYYKA, a OTPUMaHl JaHl € OLIBII JeTalbHIMHI Ta
TIHOOKIMH 33 3MICTOM, IO O3HAYa€ 30UIBIICHHSA IIMOBIPHOCTI OTPUMAaHHS HOBOTO
PO3YMIHHS Ta HOBHX 171eii.

Jlo SKICHUX METOJIB BITHOCATH CIIOCTEPE)KCHHs, IHTEpPB’I0, pOOOTY 3
ekcriepTaMu, (GOKyCyBaHHS B TIpymi, TecTyBaHHS. CIOCTEpPEXEHHSIM HA3UBAETHCS
OesmocepenHiil  BI3yambHHII a00 13 3aCTOCYBaHHAM 3aco0IB  BI3yaizaii
(BimeokaMepn, MOHITOPHI) BUICTOPOHEHUI KOHTPOIb 3 OOKY MOCTIIHHKA 3a OYIb-
SIKUM SIBUIIEM a0o mporiecoM. IHTepB'10 — ¢opMamnizoBaHa Oecifia 3 pECIIOHICHTOM,
cokycoBaHa Ha TeMIl, IO IIKAaBUTH gociigHnka. Dokyc-rpyma — me o0’exHaHa 3a
JeIKIMI KPUTEPIIMI Mala IpyIia, yBara SKoi THMYacOBO CKOHIICHTpOBaHa Ha IIEBHI
TeMi. 3aBaHHA (OKYCYBAaHHS CKJIAIAIOTHCS HE TUIBKU B TOMY, OO OTpUMATH OLIBIIT
rOOKY 1H(OPMAIIIO SIKICHOTO XapaKTepy BiJl KOXKHOTO 3 YUaCHHUKIB, ale 1 B TOMY,
o0 B XOJiI OOTOBOPEHHS BHISABUTU PI3HI TOUKU 30pYy Ta MO3HAUNTU BaplaTHBHICTH
JIYMOK, TIOBEJIIHKY 1 BIAHOCHH [2].

KinpKicHI MeTOOM MOCHKEeHb HAIllJIeHI Ha OTpUMaHHA I1H(OpMAIii Ipo
BENMIKY KIUTBKICTE O0’€KTIB JOCTIIKCHHS: IOKYIIIIB, CIIOXKIBAYiB, II1IPIEMCTB.
T'oOBHUM 3aBJaHHAM KIUIBKICHUX JOCHIKEHb € OTPUMAHHS YHCEIbHOI OIIHKII
JIOCIIIKYBAaHOI TEMI.

B OCHOBI KINBKICHHX METOMIB JOCHIPKEHBb 3aBXKIH JeXaTh CTAaTHCTUYHI
Mojenl, B SKUX BUKOPUCTOBYIOTHCS Benuki BuOipku. Ile m03BONse He MPOCTO
OTPUMATH JYMKH Ta TMPUIYIIEHHA, a 3 SCyBaTH TOYHI KIMBKICHI 3HAUYEHHS
JTIOCTIPKYBAHNUX TTOKA3HUKIB. JIOCTKEHHS 3 BUKOPUCTAHHSAM KUIBKICHIX METOJIIB —
Ile OCHOBHHII IHCTPYMEHT OTPHMAaHHS HEOOXimHOI iHpopMamii I INIaHyBaHHA 1
MPUITHATTS PIIIEHb Y pa3l, KOIH HEOOXIJHI T1IIOTE3H IIOJ0 IOBEIIHKH CIOXXIBAYiB
BXke c(OpPMOBaHI 3a JIOIOMOIOIO SKICHHX MeTomiB. J[o KITBKICHUX METOIB

BITHOCATS [3]:
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— eKCIIEpUMEHT — Ile MIJeCIpsSIMOBaHA 3MiHa OKpPEMHX IIapaMeTpiB TOBapy:
I[IHU, VIAaKOBKH a00 OKpeMuxX II eJeMEeHTIB, pO3TallyBaHHA Ha IIOJHUIX,
KOMILJIEKTAIi, pIBHI 00CITyTOBYBaHHS;

— MacoBe ONUTYBaHHS (aHKeTyBaHHsI). MacOBHM BBaXKA€ThCS OIUTYBAaHHSI, B
XOJIl SKOTO IUIIXOM OCOOMCTOI OecCiIu CITIBpOOITHHKA JOCTIIHUIIBKOI KOMIaHIl 3
HocliMHI 1H(opMarii (pecrHoHIeHTaMU), BUBYAIOTHCS IYMKHI KIUTBKOX COTEHBb ado
THCSY YONOBIK. IIif] aHKETYBaHHAM pPO3YMIIOTH 0€30C000BY (GOpMY CILIKYBaHHS
IOCHITHUKIB 3 HoclaMmu iH(oOpMaIii, NpH SKIiH PECIHOHASHTH CaMOCTIITHO
BIJIIIOBIIAIOTE HA IMUTAHHS,

— MOHITOPHHI — CHCTeMa ITOCTIIfHOro 300Dy, CYIIUIBHOTO BIJICTEKEHHS UYITKO
BH3HAYCHOTO, SIK IPABIJIO, JIOCUTH BY3bKOTO KOJIa JIAHUX.

Y TenmepimHiil Yac HaAOyBalOTh IONYJIPHOCTI 1HHOBAIINHI METOIU
MapKeTHHIOBIX JIOCIHIKeHb, 70 AKIX MOXKHA BiJHECTH HeHpoMapKeTnHr. Moro
MOXXKHA BH3HAUNTH HE TUIBKH SK I1HHOBAIUHUII HampsM, ane SK HOBE IIOJe
MapKeTHHIOBHX JOCIIKeHb, Ha SKOMY BHBYAIOTHCS CEHCOPHI, KOTHITHBHI Ta
€MOITiiHl BIIIOBIAl CIIOKUBAYiB Ha MapKETHHIOBI CTUMYIM BIUIIBY Ha IpoIiec
MPUITHATTSA HIMU PIlIeHb 1010 KYIIBII KOHKPETHOTO TOBapy [4].

Cepenl 1HCTPYMEHTAIBHHUX METOMIB HEHPOMApKETHHTOBUX  JOCTIIKEHb
BiAmOBiMHO 10 [5] MokHa BusHadutn Taki, sk: MPT (MarmiTHo-pe3oHaHCHa
toMorpadisn); Eyetracker; merextop Opexni; Facereading; Emextpoennedanorpadis
(EET'); ®yHKII0HaIEHA MarHITHO-pe3oHaHcHa ToMorpadit (PMPT ado FMRI).

VY mepioJ; po3BUTKY IHTEPHET-TEXHOJIOT1H IMONYISPHIM 3aCO00M IIPOBEICHHS
MapKeTHHIOBHX JOCTI/DKEHh € OHIaliH-JocmipkeHHS. CHIBHIMH CTOPOHAMU
OHJIAIH-TTOCTIKCHHST €. INBHIKICTh IIPOBEACHHS JOCIIDKEHHS Ta OOpOoOKH
1H(dopMaIi; BIIHOCHO JEIIEBUil CIIOCIO JOCTKEHHS, MOXIUBICTh BHKOPHCTAHHSI
BHCOKOTEXHOJIOTIYHINX METOANK, aHIMamiid. [IpoTe HEZOMKOM TaKmX OHJIAH-
OINTYBAaHb € BIICYTHICTH MOXJIIBOCTI CITOCTEPIraTH 3a PEaKIi€l0 PECIOHICHTIB IIpH
IIPOBEJIeH] SKICHIX JOCIKeHb I BU3HAYaTH HEBIAOBIIHOCTI MK BepOaTbHIMU Ta

HEBepOaTbHIMI BUPAXEHHAMI [6].
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OTXe, OCHOBHHM OO0 ’€KTOM MAapKETHHIOBHX JOCIUDKEHb BHCTYIAIOTh
IHTUBITyallbHI CIIOXKMBAYl, SIK1 KYIIYIOTh TOBapU Ta IOCIYTU. 3MICT MapKEeTHHTOBHIX
JOCTI/PKEHb BH3HAYAETHCS TOBAPHOIO CTPYKTYPOIO 1 THIIOM DPHHKY. 3aleXHO BiJ
IIOCTaBJICHNX e, 3MICTy HeoOXimHoi iHdopMamii Ta cmocoOiB il 300py B
MapKeTHHI'Y HEOOXITHO OOHMpaTH MeTOJ IPOBEJCHHS Ta IIEBHHUII METOIIIHHI

IHCTPYMEHTap1ii MapKETUHTOBOIO JIOCTI K CHHS.
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HEMTPOMAPKETHUHI : IEPEBATH TA HEJOJIIKH
3inuenko MLE.
HaykoBuii kepiBHHK — J1.€.H., Ipo¢d. Cokomnosa JI.B.
XapKiBCHKUI HalllOHAIBHUH YHIBEPCUTET Paji0eIeKTPOHIKH
(61166, Xapkis, npocn. Hayku, 14, kap. ExoHOMIUHOI KiOEpHETHKH Ta
YIpaBIiHHI €eKOHOMIYHOIO Oe3nekoro, Tei. (057) 702-14-90)
e-mail: maryna.zinchenko@nure.ua
The market for goods and services is constantly undergoing various
changes. In the period of active development of the neurophysiological and
psychological sciences, the conclusion of marketers and researchers becomes
logical, in order to study consumer behavior and their preferences, it is
necessary to ensure the direct participation of consumers themselves in
conducting relevant studies. As a result, many manufacturers began to use
neuromarketing in their marketing activities in order to enhance the process of
promoting their goods and services in foreign and domestic sales markets.

IlouATT «HEHpOMapKETHHI» NOPIBHAHO HEIABHO 3apOJWIOCS B CBITOBIH
EKOHOMIITi, aje BHKIMKAae IIJBHUINCHY 3aIlikaBIIeHICTh 3 OOKy SK caMHX
MapKeTOJIOTIB, TaK 1 CIIOXKUBYOT0 ceTMeHTY. HOBHil cITOCiO BIUTHBY Ha CITO)KHBAadiB
BilkpuBae TIiepesy (GaxXiBISIMH  ITAIPHEMCTB-TOBapOBHPOOHUKIB  BEIIMYE3HI
MOXJTHBOCTI II[OJIO ITi/TBHITIeHHS e()eKTHBHOCTI CHCTeMH  «marketing-mix».

IouaTtts «uelipoMapkeTHHr» Yy BenukoMy TIyMauHOMY CIIOBHHKY
TPaKTy€TbCA TaK: OJHAa 3 CYYaCHHUX KOHIIEMIili MapKeTHHTOBOTO BIUIHBY B
PpO3apiOHili TOPTiBIIi, SIKAa CIIHPAETHCSA HA JTOCTIIKEHHS IICHXOJIOTIT CII0XKIBAYiB,
[0 BUKOPHCTOBYE TEXHOJIOTII0 «CKAaHYBaHHS» MO3KY IOTEHI[IITHIX CIIOKUBAYiB
3 METOIO0 BU3HAYNTH, Ha SKi 00pa3H I[IL0BA TPyIIa pearye HailOo Ik aKTHBHO, 1
poOuTh cTaBKy Ha mouyTTsA i emomii kmieHtiB [1]. Ha gymxy ®. Kotuepa,
ChOTOZIHI HEeHpOMapKeTHHI pO3BHHYBCS JO IIOBHOI[IHHOTO  HAIPSIMKY
MapkeTHHTy [2]. B oCHOBY TeXHOJOTIi HEHpOMapKETHHIY IOKIAJEHO MOJIENb,
3TiIHO 3 SKOI0 OCHOBHAa YacTHHA pPO3YMOBOI JiJIBHOCTI CIIOJKHBadYa,
BKJTFOYAIOYN €MOIIil, BifOyBa€eThCA B MICBIMOMOI 00JacTi, TOOTO HIDKYE PiBHIB
KOHTPOJILOBAHOT'O YCBITOMIICHHS.

3a pe3ybpTaTaMH BUBYCHHS HAYKOBHX ITyOJTiKaIliil y cepi HelipoMapKeTHHTY
Oymm BUABIEHI Horo SK TIiepeBard, Tak 1 Hemomiku. Jlo mepesar
HEHpOMapKEeTHHTY MO)KHAa BITJHECTH TakKi, SK: OUIBII e(peKTHBHE BHBUCHHS
3allUTiB CIIOXKUBAYiB IIOJIO BIUIMBY Ha PHHOK OKPEMHX CKJIAJIOBHX KOMILIEKCY
MapKeTUHTOBHX 3aXOMiB, IO JO3BOJSIE INBHIIIE OTPUMYBATH IIPHXOBaHY
iHpOpMaIlif0 PO IIepeBardm TOBapiB; OIliIHKA 30BHIIIHLOIO BUIVIANY (IU3aifH
VIaKOBKH, BHJI KIHIIEBOTO IIPOJYKTY TOIIO) 3a JOIIOMOrOI0 OiOMETPHIHHX
IHCTPYMEHTIB; BHCOKA SIKICTh OflepKyBaHOI iH(opMmarii, epeKTHBHICTh BIUIHUBY
CITO’KMBYHX CTHMYJIIB, BIICYTHICTh Cy0’€KTHUBI3MY B JIOCIIDKEHHSAX, HAOUHICTH
OJIep)KYBaHUX JaHUX; TOJOJAHHSA psny Oap’epiB, IO MAlOTh MiCIle Y IIpoIleci
IIPOBEZICHH MAapKETHHIOBHX JOCII/DKEHb 3a JOIOMOTOI BHKOPHCTaHHSI
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TPaJUIIHHAX METO[(iB; 30UIBIICHHA TMPHOYTKY IIJIPHEMCTBA Ta 3POCTaHHS
e(eKTUBHOCTI TPOCYBaHHSA OpeHAY IIAINPHEMCTBA, HOro TOBapy 3a YMOBH
BHKOPHCTaHHS IHCTPYMEHTapil0 HeipOMapKeTHHTY.

Tak camo sK mepeBaru, HEHpPOMapKETHHTY NPUTAMAaHHI IIEBHI HEJOJIKH:
IIITaHHA €THYHOCTI HeHPOMAapKeTHHIOBHX JOCIDKEHb BHMAarae JIOAaTKOBOTO
BHBYCHHS;, BHCOKa BapTiCTh IIPOBEJCHHS JOCIIKEHb HEHpOMapKeTHHTY;
NPUBaTHI pe3yiabTaTH, OTPHUMaHI Bl IPOBEJCHHS HEHPOMapKETHHTOBUX
JIOCITI/KCHb Ha OCHOBI HEBEIHKOI BHOIpKHU, He 3a0€3MeuyIoTh BHCOKHUI PiBEHb
PEIIpe3eHTaTUBHOCTI; IMOTpeda Yy BHKOPHCTaHHI CHEI[iallbHOTO MEJHUYHOTO
o0NMagHaHHA y TIpolleCi IPOBEJCHHS HEHPOMapKETHHIOBHX JOCII/[KECHb;
HEOOXIZHICTh pPO3pOOIATH JU3aifH eKCIIEpUMEHTy, o0O0poOka Ta aHami3
OTPHMaHHX METPHK; HasABHICTh TOCTPOI TOTpPeOM Yy MapKeTojloraXx —
BHCOKOKBaTi(hikoBaHNX (paXiBIIX, IO MAIOTh HEOOXITHI 3HAHHA 1 BOJOMIIOTH
IIEBHUMU HaBHYKaMH y c¢epl IcuxiaTpii Ta Heiipodiziomorii abo HaBHaKu —
HasBHICTh IOTpeOM y IICHXiaTpax 1 HeiipoOiojorax, IO OpPIiEHTYIOTHCA ¥
NPUKIAJHUX TMHTAaHHIX MapKeTHHTY; HEJIOCTaTHSA yBara 3 OOKYy BYEHHX ][O
OLTBII JeTalbHOTO BUBYEHHS IIPOOJIEeM IIOAO IOIIMPEHHA IPAaKTHIHOTO
BUKOPUCTaHHS METOJHMYHOTO IHCTPYMEHTApPil0 HeiipOMapKeTHHTY.

Omxe, HeIPpOMapKETHHT, O€3yMOBHO, € IHHOBAI[IITHIM Ta ITEePCIIEKTHBHHM
METOZIOM TIIpocyBaHHS ToBapy. OJIHaK MOXIHUBOCTI OO0 IPAaKTUIHOTO
3aCTOCYBaHHS HEOOXITHO peTeIrHO OOMIPKYBATH 3a3/aJIeTi/lb, 3BEPTAI0OYU yBary
Ha psJl HETaTHBHUX HIOAHCIB. JlaHMI MapKeTHHI'OBHI HAIIPSMOK € aKTyaJbHUM,
IHHOBAIIHHUM 1 JONUIBPHUM, TOMY IO TpaAMIiiHI MapKeTHHTOBI Ta
COITIOJIOTIYHI METOANKHU 300py iH(popMaIlii He 3aBXKIU OyBalOTh JOCTOBIPHUMH,
apke Ha CIIO)KHBada BIUIMBAalOTH Oarato ¢akTopiB. I[ITKOM MOXIHBO, IO
¢dyHKIIIOHAT HefipoMapKeTHHTY y KpaiHi e He M0 KiHIg chOpMOBaHHI i
BHUBYEHHI, IIPOTE MEPIIi KPOKU Ha NMUIIXY JI0 IhOT0 BXe poonAThcs. TexHomorii
HEeIIpOMapKeTHHI'y B YMOBaxX Cy4acHOro Oi3HeCy JIOCHTh CTPIMKO HaOyBaroTh
IIOIIYJIIPHOCTI Ta Jiefaii OLIble BUKOPHCTOBYIOTHCS SK IOTY)KHHI 1HCTPYMEHT
BIUIMBY Ha TOBEIIHKY IUIBOBOI ayauTopii. OTKe, MOXHa CTBEPIKYBaTH, IO
HeHipOMapKeTHHT Ha CHOTOMHIINIHINA JeHb € OJHIE€I0 3 IHHOBAIIMHUX TEXHOJOTIH
MapKEeTUHTY MaifOyTHBOTO.

Coucok BHKOPHCTAHHUX JIZKEpeEJI:

1. Bopomua M.A. HeilipoMapKeTHHT: OHMOJIOTHS 3KOHOMUKHU. ExoHomika
ma cycninecemeo. 2017. Ne 9. URL: http://www.economyandsociety.in.ua
/journal/9 ukr/211 .pdf.

2. Cxpuryn H.II. HefipoMapkeTHHT K 3aCi0 IICHXOJOTIYHOTO BILUIMBY Ha
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3APYBIKHUII TA BITYH3HSHMII JOCBIJI 3ACTOCYBAHHSA
IHHOBAIIIIMMHOI MAPKETHHI OBOI TEXHO.JIOI'Ti
Coxkouoa JI.B., 3inuenxko M.E.
Xapkiecokuii HaYIOHATLHUT YHIGEpcUmMem padioeleKmpPoHIKU, M. XapKie

HefipoMapkeTHHI — Ile¢ OJHA 13 CyYacCHHX KOHIICIIIili MapKeTHHTY, sKa
CITHPA€ETHCS Ha JTOCHIPKEHHS IICHXO0JIOTII criokuBadiB. HelipoMapkeTHHT Bce OimbIe i
OLIBIIe 3aBOHOBY€E MOMYJSIPHICTE Cepe]] MapKETOJIOTIB-IIPAKTHKIB, aJKe JOIIOMarae 3
HayKOBOIO TOYHICTIO BH3HAYHTH, SKHH KOJIp, 3allax i CMakK IIPHBEPTAE ILIHOBY
ayIUTOPiIo.

[IpukinagaMu BHKOPUCTaHHS HEHPOMApKETHHTY € JOCHIKSHHS BiJl KOMITaHiil
Frito Lay — Bupo6Huka uinciB Lays ta Google [1]. Bymo yctaHOBIEHO, IO ITOKYIIIIIB
YUIICIB HEe MOTHBYE BHKOPHUCTAaHHS HATypaJbHHX 1 MAaTOBHX KOJILOPIiB, a TaKOX
¢dororpadiii KOpHCHHX [UIA 3IO0pOB’S IPOAYKTIB. ToMy KOMIIaHis cTaja
BHKOPHCTOBYBAaTH OJUCKYy4y YIAKOBKY SCKPAaBHX KOJILOPIB 13 300paKeHHIM
cMaxkeHnx uinciB. Google cBoro yacy BuBYana, SKi pekiIaMHi (opMmaTH OuIbIIe
criono6aroThes KopuctyBadaMm YouTube. Bubip cTosB Mixk oBepiesiMu (HEBETHKIMHU
OaHepaMHU B HIDKHIM YacTHHI eKpaHa) 1 IpepoiiiaMi (peKIaMHUMH pPOJIMKaMH, SKi
3aIyCKAaIOThCA IIepel OCHOBHUM Bimeo). BusBmiocs, mo migadam OuibIme
10100aI0THCS OBEpIIEl, TOMY KOMITaHIs ITOTTIHOMIIACA B PO3POOKY IIHOT'0 HATIPSMKY.

B VkpaiHi 1OKH 10 3aCTOCOBYIOThCS JIHIIE OKpEMi  €IeMEHTH
HeHpOMapKeTHHTOBUX TEXHOJOTIH, 30KpeMa: apoMaMapKeTHHI — 3amax MOpPCBHKOI
CBDKOCTI OXONO/KYBaHOTO Hamoro «MHUpPropojaceka»; aymioMapKeTHHI — Y
cynepmapkerax «Cimpro», «Komocy»; MepuaHmali3umHT — ONAKUTHHI KOJIp HAIIOIO
«bop>xoMi» BHKIHMKAE IPYXKHIO IPHUXIIBHICTB, CIIOKIH Ta MHpP; TOJMITHUYHUH
HeHpoMapKeTHHI. 3amaX, MeJOJifd, KOJIbOpoBa raMMma Ta IX IIO€JHAaHHS BiJirpae
BXUINBY pOJIb Yy HEHPOMAapKETHHIOBil TEXHONOTiI BIUIMBY Ha IiJICBiIOMICTB
CIIOXKMBAYiB Ta aKTHBHIH B3aeMojii 3 HHMH. II0oCTyIIOBO BIPOBaKYIOTHCS METOIU
MIOJITHYHOrO HEHpOMapKETUHTY, PO IO CBITYUTH BEJIHMKA KUTBKICTH TEIEBI3IHHIX
TOK-IIIOY, B SKHX BHUBYAIOTH OCOOJIMBOCTI pEaKIlii IIyOJIKH Yy IpoIleci 0OTOBOPEHHS
MOMITHYHUX TpoOiieM. Tak cTBOPIOEThCS MOTY)KHA 0a3a JTaHMX €MOIIHUX peakIlii,
IIJICBIIOMIX IIPiOPUTETIB elekTopary. CIuparodnch Ha I JaHi, MOJITHKH MOXYTh
e()eKTUBHO KOPUTYBATH CBOI ITOJIITHYHI BUCTYIIH, IMIJIXK 1 Tacia [2].

daxiBIli BBaXKalOTh, 0 HEHPOMapKETHHT € CyJaCHUM 1 JOBOJI €(peKTHBHIM
METOJIOM IIpOCYBaHHI B YycboMy cBiti. Ha oxamp, B VYkpaiHi MeToqu
HeHpOMapKEeTHHTY BHUKOPHCTOBYIOTBCA Jy)K€ OOMEXEHO, aje € HaJisd, IM0 IIpH
HasBHOCTI HEOOXiJHOI TeXHiYHOi 0a3um i JOOpPOBOJIBIIB pPECIIOHACHTIB MOXHA
OUIKYBaTHU 3pOCTAHHSA 3aI[iKaBIIEHOCTI Y HEIIpOMapKETUHTOBHX JTOCIIIXKEHHSIX.
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CHOKUBYI IEPEBATH SIK OF’€KT HEIPOMAPKETHHT OBHX
JTOCJIL/UKEHD

B yMoBax pHHKOBOI €KOHOMIKH BaXKIIUBE MICIE V MISIBHOCTI IMPOMUCIOBHX
MIIIPHEMCTB 3aiiMae 3a0e3leueHHs KOHKYPEHTOCIIPOMOXKHOCTI CBOIX ToBapiB. Ha
TepUTOpIaTbHUX PUHKAX HA pPIBEHbh KOHKYPEHTOCIIPOMOXXHOCTI TOBapiB BILIUBAaE
ICHYIOUMII IIONMUT, SKUIl 3aJeKUTh BiJ CHOPMOBAHMX CIIOXKHBUMX IIepeBar IOJIO0
BHOOpPY TOBapOBUPOOHUKA Ta fOTO OPEHIOBIX TOBapIB.

OTxKe, y CydacHHX YMOBax aKTHBI3alll MapKETHHTOBHX JOCIIKEHBb Ta
PO3BUTKY HAITIOHATHHOI 1 PEriOHANBPHUX €KOHOMIK aKTYali3yeThCS IMHTAHHA IOJ0
BHU3HAYCHHS CIIOKIBYNX IIepeBar Ha TOBAapHUX pHHKax 30yTy. Ile o00ymoBMIIO
aKTYalBHICT, TEMH POOOTU, BH3HAYMIO 1 METy Ta MEpeNliK MHTaHb, SKI HEOOX1THO
OyJI0 pO3TIITHYTH.

Meroro CTaTTI € BUBUCHHS CIIOKUBYUX IIEpeBar K 00’€KTa MapKETHHIOBUX
JTIOCTII’KEHb 3 BUKOPUCTAHHIM CY4acHOTO 1HCTpYMEHTapiio HeifpomapkeTusry. J[us
JIOCSTHEHHSI IIOCTaBJIEHOI MeTH Tpeda PO3IVIAHYTH TaKl INTaHHT:

— JOCHIIUTH TOITAAN HAYKOBIIB Ha JAe(IHINIO IOHATTS «CIIOXKIBYI
IIepeBarm;

— knacudikyBaTH MIJXOMM IMOJO BHU3HAUCHHSI CYTI IOHATTS «CIIOXKUBYI
[IepeBarn;

— PO3pOOUTH TEOPETUYHIIT OA3IC TOCIIIKEHHI;
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— PpO3MIAHYTH HellpOMAapKeTUHI SK IHHOBAIUHIIA METOJX JIOCHIKEeHHS
CIOXKUBYIX IIepeBar.

PimeHHs PO MOKYIKY TOBapiB, MPHUAOAHHS IIOCHYT, KOXEH CIIOKHUBAd
mpuiiMae caMmocTiiiHo. JIroquHa mparHe 3aJOBONBHUTH CBOI NHOTpeOM, OTpHUMATH
3aJIOBOJICHHS 3a JIOIIOMOTOI0 PpI3HOMaHITHHX Omar. Po3ymimHS moTped CcBOEi
ayJIUTOPI] € 3aMOPYKOIO YCIIITHOCTI Ta MPUOYTKOBOCTI O13Hecy [1].

ITOHATTA «CHOXIBYI II€peBarm» akTHBHO BHUKOPHCTOBYETHCS IPU MPOBEEH1
IPUKIIAJHIX MapKeTUHIOBHUX JIOCHIPKEHb. Ajle B HayIl BOHO QIrypye Iuiie
mo6iuno. Moro cTpykTypa, BHAN Ta BIACTHBOCTI Iie crabo Bu3HaueHi. Tomy B
KOXXHOMY OKPEMOMY BHIIa[IKy MapKeTOJIOTH, PEeKIaMICTH 3MYIIEHI KOKHOTO pa3zy
3aHOBO BHABIIATH  CIIOXKIBYI IIepeBaru IMOJ0 OKpeMoro ToBapy. Ilpm mpomy
aKTYalbHICTh BHU3HAYEHHS Ne(IHIII MOHATTS «CIIOXKIIBYI II€pEeBaru» BH3HAYAETHCS
TUM, IO I1MeHTU}IKAmisd CIOKUBYNX IIepeBar IO03BONSIE OyIb-IKOMY CYO’€KTYy
TOCIIOIapIOBAHHS Kpallle IIAaHYBaTH CBOIO KOMEPIINHHY ALUIBHICTB. [ Toro, mob
JMOKJIAJHINIE PO3TISIHYTH AeQIHINIIO IOHATTA «CIIOKUBYL IIEpeBarm», HEOOX1THO
MIPOAHATI3YBAaTH ITOTJIAIU PI3HUX JOCTITHIKIB 3 JAHOI'O ITUTAHHA.

Breprie mOHATTS «CHOXHBYL (CIIOKUBAINbKl) IepeBaru» 3aMiCTh IOHSATTI
«KOPHCHOCTI» TOBapy BHKOpHCTaB HaykoBenb Ilapeto B. [2]. Ha pgymxy
ITocumanoBoi O.I'. — aBTOopku poGoTu [3] CHOXMBalBbKl IepeBarn OO0 CHX IIIp
3aMIIAIOTECA  OLTo0 MaMoro. Ilim IMM TMOHATTAM BOHA pO3yMIE «BHUOIPY,
«CTaBIICHHS», «IlepeA0adeHHs BUOOPY», «HaMIpU MOKYIKM» 1 T.7. ToMy Ile MOHATTA
HE TUIBKH 3MICTOBHO PO3IINPIIIOCS, a If CTAal0 MEHII BU3HAYCHIM.

Buennit Porrbap M. BBaxkae, IO «CIOXHBYI IIepeBarm» — Ii€ IepeBarti,
CIIpIMOBaHI Ha JOCSTHEHHS MakKcuMi3amii BiacHoi Buromu [4]. ABtop pobGortu [5]
Mak®aanen JI. BU3HAYMB IIOHATTS «CIOXKHBYI IepeBarm» SK MaTeMaTHIHY
¢dyuKIi0, MO0 BiMoOpajkae Kpaliuii BUOIp CIIOYKIBaya I0JI0 JOCTYITHUX aIbTePHATUB.

3apy6ukui HaykoBll brekyemn 1., Oumxken Jx. 1 Munnapz I1., Jlimen I'. 1
PobGeptc JI>x. pO3TiIAIatoTh IIEPEeBaru CIIOSKUBAYIB 3 TOYKU 30PY YCTAaHOBKU 1HTUBLIA

IOJT0 SIKOTOCh 00’€KTa B NOPIBHAHHI 3 YCTAaHOBKAaMH IIOJO IHIIOIO SIK 3aralbHy
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OIIIHKY TOBapy 1 SIK HailOILNIBIN ITO3UTUBHE CTaBJICHHS 10 ToBapy [6,7]. IlepeBary
crioknBayda posripinae Haiit I'. sk HaMip MOKYIIKH, ITepenOadeHHs Buoopy [8].

Buena Ampommua [. B. oTOoTOXHIOE mepeBarn 3 OUIBII CHPUSTINBIM
CTaBJICHHSAM JI0 OJIHOTO TOBapy, HIK [0 1HIIOTo [9]. BimHOCHHN aBTOpKa BU3HAYAE SK
3arajpHy OIIIHKY TOBapy — IOA00a€ThC a00 He MOJ00a€eThCA.

CmiBaBtropu pobotu [10] Kaneman J[. 1 TBepcki A. BBaXKaroTh, IO IIepeBaru
CIIOKUBAYIB 3alle)kaTh Bl KOHTEKCTY 1 IIKala IepeBar OYAYeThCS depe3 Ipollec
BHOODPY, 3aMICTh TOTO 00 ITepeyBaTi BHOOPY, K CTBEPKYE CKOHOMIUHA TEOPIS.

Y pobGoti [10] 3a3HaueHo, IO CIOKMBAIBKI IIEpEeBard — II€ PaHTH, SKI
CIIOKMBA4 BCTAHOBJIIOE UL albTEPHATUBHUX BaplaHTIB 3a70BOJIeHHs moTped. Ilig
MTOHATTSAM «CITO’KHMBAIBKI IIepeBaru», sk 3a3Haumna Bepscosa I'. M. y po6oti [11],
PO3YMIIOTE «BHOIPY, CTABIICHH», «IIepei0aueHHs BUOOPY», KHaAMIPU ITOKYIIKI.

TakuM 4YHHOM, BUBYEHHSI HAYKOBOI JITEpaTypH II0Ka3alo, IO IIOHSATTS
«CTIOKHBYI ITEPEBAri» JOCIHKEHO He IOCTaTHRO INIMOOKO, BOHO HEe CTPYKTYpPOBaHE 1
Juire Aeskl BYeHI BUAUIMIOTH BIACTUBOCTI Ta BUAM IepeBar. PazoM 3 TUM B
JITEepaTypl TPOCTEKYETBCA KIUTbKAa MIIXOIIB IMOJO0 BU3HAYCHHSI CYTlI IIOHATTSI
«cmoxuBYl IepeBarm». Cepel] HIX 3a CTYIIEHeM HOIIIPEHOCT] BUALUIIOTECS HACTYITHI

IIIXOJIU: COIIIAIBHO IICUXOJIOTIYHII, €EKOHOMIYHIIT Ta MapKeTUHToBHii (puc. 1).

HaykoBi migxoam 10 BU3HaAUeHHS CYTi
MOHATTS «CHOKUBYI MepeBaru»

ExoHOMIYHMI CorriabHO- MapKeTHHIOBHIH
TIX1T TICHX OJIOT 19HHI X1
aibivehi

Pucynoxk 1 — Knacudikairis HayKoBUX MITXO/IB JO BU3HAYCHHS CYT1
ITOHATTS «CITOKUBYI IIEPEBATI

IDicepeno: cknaoeno 3a oanumu [11,12]
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BiamoBiTHO O €KOHOMIYHOIO MIAXOAY CYTHICTH CIOXKUBUHX II€peBar MOXKHA
TPAKTYBaTH K MOTPeOU IMOKYIIIA, SIK1 3a7IeXKaTh BiJ HOT0 ITOJOXKEHHS B CYCIILIBCTRI,
COINaNmpHIil Tpymi, Bl pIBHA KyIbTYypHU, OCBITU, CIMeIiHOTO cTaHy Ta Tpamumiii. Tyt
IepeBarn CIIOKMBAYIB ITOCTYMIOIOTBCA K IMpea3ajaHi, CTIiiKl, HalUIeHl Ha
MaKCHMI3allil0 KOPUCHOCTI, IO BH3HAYAIOTECA B OCHOBHOMY 00 €KTUBHUMI
€KOHOMIYHIMI KPUTEPISIMI — ITIHAMU 1 JJOXOAAaMH 1 peai3yloThCs B IIPoIieci BUOOPY.
3a BU3HAYEHHSIM CYT1 IOHATTS «IIEPEBAru CIOXIBAUYIB» Cepell BUSHUX eKOHOMIYHOTO

MIJXO1Y HeMae €THOCTI (Tabm. 1).

Tabmmg 1 — CyTh HOHATTS CIIOKUBYNX IIEPEBar 3 TOYKH 30py €KOHOMIYHOTO

MIIXOTY
ABTOpP CyTh OHATTS

I[.B. AnpoinHa ITepeBara crio;kxuBada — I1e BITHOIIEHHS 0 ToBapy. Ile, 1Mo cyTi, oIliHKa iM
TOBapy, KOJIH TOBap ab0 MOA00a€eThes a00 He MOJ00a€ThCs, TOOTO Ma€ MicIie
OTOTOJKHEHHSI IIEPEBATH 3 BITHOIIEHHIM

IA.O. Kymux, IlepeBaru CIioXKHBaYiB MPECTABIISIOTH COOOI0 IIOBEIIHKY CIOKHUBAYIB,

T.A. JlyaHUK CIIPSIMOBaHe Ha 3aJJ0BOJIEHHSA ITOTPed 3 OTPHMAHHIM MaKCHMaIbHOI KOPHCTI 1
BUT'OJU JUIS cede

IB.A. ITepeBep3eB CIIOKHBYHMH IIepeBaraMu € CTBOPeHa 30BHINTHIMH 1 BHYTPIITHIME

(bakTopaMi IOBEIIHKA, SKe HalpaBlIeHa Ha 3aJJOBOJIEHHS TOTPes 3
OTPHMAHHSIM BHIOJIH 1 HAlfBHINIOi KOPHCTI IS cebe

C.H. Bunorpanosa | CroxuBYa IepeBara — BHOIP CIIOKHBAYEM OJTHOTO €KOHOMITHOTO GJ1ara B
KOPHUCTB 1HIIIOT'O

€.I'. l'ammmpka CroXHBY1 TTepeBaru — Iie TaKHi IHCTPYMEHT BHBYEHHS TIOTTUTY, K
JI03BOJISIE BUSIBUTH, K1 TOBApH 1 B SIKiil Mipi 3aTpeOyBaHi y IUTOBOI
aymuTopii

€.I1. Tony6koB IlepeBaru crioXHBaviB — IIe OJHA 3 XapaKTEPHCTHK, 110 BIUTHBAIOTh HA
PHHKOBI Hi MexaHi3MH. []e 3BHYKH, TPaUIli 1 CMAKOBI OCOOIHBOCTI
TTOKYIIIIIB.

Ymono6aHHS — HaHOLTBII Hellepe0avyBaHHH BapiaTHBHUI (hakTop

IA.JI. JlerncoBa CroXuBYI1 IepeBaru — Iie 6akaHHSI BOJIOAITH caMe ITHM, a He 1HIIIM HaGopoM
6JIar CIIOJKHBYI ITePeBarH SK CI0Ci0, SKHM PO3IOUIIIOTH CBOI BUTPATH
CIIO’KHBAaYi Ha BUIbHOMY PHHKY

C.H. KpaBueHKO CroXKuBYI1 ITepeBary — 1e 06yMOBIIeHe 30BHINTHIME (haKTOPaMH 1
(akTopaMH BHYTPIITHBO OCOOUCTICHA TIOBEIHKA CIIOKUBAYIB, CIIPSIMOBAHE
Ha 33I0BOJIEHHS IOTPe6 3 OTPUMAHHSIM MaKCHMAaTbHOI KOPHCTI 1 BUTOIH JUIS
cebe

JDicepeno: cknaoerno 3a oanumu [12,13].

CoIlansHO-TICUXOJIOTIYHAN MIAXLT OO BHUBYEHHS CYTI CIOKHBYUX IIepeBar

OpIEHTOBAHNII K Ha JOCTKEHHS I'PYIOBUX aCIEKTIB MOBEIIHKU IOKYII[B, TaK 1
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OKpPEMOT'0O ITIOKYIIIA. PO31"J'I$U_I HAaYKOBHX HaIIpalllOBAHb MAIOTh AY>KE€ BCIINKE 3HAYCHH

JUISL TOCTIIPKYBAHOTO HOHATTS (Tao. 2).

Tadmmsg 2 — CyTh HOHSATTS CHOXHBYUX IIEpEBar 3 TOYKH 30PY COIIaIbHO-

IICUXOJIOTIYHOTO MIIXOIY

ABTOp CyTb IIOHATTH
Masema A. P. CIoKHBYI1 ITepeBary MpeCTaBIsSIOTh COO0I0 COIIATTBHO 1 0COGHCTICHO
JeTepMIHOBaHe MO3UTHBHE Cy0 €KT-00’ €KTHE BIIHOIIEHHS CIIOKHBada 10
TOBApy, MOCIYTH a00 iX aTpPHOYyTaM, IO BU3HAYA€E BHOIP
ITocunanoBa O. C. | CroxuBYa IepeBara — I€ COIalIbHO 1 OCOOUCTICHO JIeTePMIHOBaHa
TIO3UTUBHE CY0 €KT-00’€KTHE BITHOIIEHHS CIIOKHBAYa 10 TOBAPY, IOCIYTH|
a00 ix aTpubyTaM, IO BH3HAYA€ BHOIP» 1 CTPYKTYPHO BHALISE B IIOHATTI
TPH KOMIIOHEHTa
Mapkynriaaa A. A. | IlepeBaru MOKYIIIIB SK BITHOCHHU Y BITYM3HSHIHN IICHX0JIOT1] BKIFOYAIOTh
TPH IX CKIAOBHUX: a(QeKTHBHUI KOMIIOHEHT (ITO3UTHBHI €MOIIii, EMOIIHHI
OIIIHKH, IHTePECH; KOTHITHBHHI KOMITOHEHT (aHalli3, MIpKYBaHHS,
palfioHaTbHE OCMHUCIIEHHS BCIX BIIACTHBOCTEH TOBApY Ta 1H.) Ta
MOBEIIHKOBHH KOMIIOHEHT (6akKaHHS, TOTOBHICTh MPHUIOATH TOBAp)

IDicepeno: cknaoerno 3a oanumu [12]

Ha BiMiHY Bl €KOHOMICTIB, MapKETOJIOTH HE TUIBKH PEECTPYIOTH II€peBaru,
ajie BUBYAIOTh iX CYTHICTB 1 MMPArHyTh iX ¢GopMyBaTU. Y MapKETUHTOBOMY ITIXO/Ii, SIK
1 B eKOHOMIYHOMY, 00 ’€KTOM YyBaru BUCTYIIAIOTh HE IepeBaru OKpeMoi JIOJUHU, a
mepeBarn Macu Jmojeil. TyT BakiImBa NpPUKIAJHA CIPIMOBAHICTh BHBUYCHHS
CIIOKUBYOI TIOBEIHKH, SKa CTaBUTh MAacOBY CTATUCTHKY BHINE IHIHBIIYaTBHOTO
nigxony. ToMy SKIIo ITOBelIHKA HOOAMHOKIX CIIOXKHIBAYiB BUXOINTH 33 PAMKH
3araJbHUX IPABIJI, IIe HE € BasKJIMBUM UL (axXiBIIB 3 MacoBHX mporieciB [11].

JlocmiKeHHs CIIOJKUBYIX IIEpPeBar MUPOKO BUKOPICTOBYETHCSA B MAPKETUHTY 1
30KpeMa IIpH 3[1HCHEeHHI MAapKeTHHIOBHX JOCII/DKEHb, IPU SKHX BUBYAIOTHCS
IepeBaru BEeIINKOI KUTBKOCTI JIFOJIell 1 BUBOJATECS 3arallbHI PeKOMEHIAIll Ha OCHOBI
mepeBar okpeMux 1HauBLIIB. CaMe Iie € IpeIMETOM BUBUYEHHS MAapKeTOIIOTIB, TaK 5K
JUIL TOTO, IMOO ICHYBaTH B KOHKYPEHTHOMY CEpEeIOBHUINY, II1JIBUIIYBATH CBOIO
e(peKTUBHICTh Ta PEHTAOENbHICTh, IIJIPUEMCTBA IOBHHHI OOPOTHUCSA 3a KOKHOTO
KIII€EHTa Ta OCBOIOBATU HOB1 BHJM TOBApIB 1 MOCTYT, SIK1 CIIOXKIBA4l OyAYTh BBAXKATU

HalKpaIuMu.
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JlocnmpkeHHS TOHATTS «IIEPeBarud CIOXXIBAYIB» JO3BOJILIO 3POOHTH Takl
BHCHOBKH: HasBHICTH TICHOTO B3a€MO3B’SI3KY MIJK ITIOHATTAMHU «CIIO)KHBYA IIEpeBara,
«TIOBEJIIHKA CIIOKIBAYiBY», «IICHXOJIOTIS CIIOKMBAHHS», CIOXIBYI IepeBarn — Iie
BUOIp TOBapiB 1 IOCIYr, IO IPH3BOAUTH [0 3pOCTaHHA e(EeKTUBHOCTI 1
MIPHOYTKOBOCTI OpraHi3aiii, CKIaJOBIMH €JIeMEHTaMI SKOTO € IOTPeOU, 1HTepecH,
IIHHOCTI, €MOIIIifH1 OITIHKM, OCMIUCJIEHHS KOPUCHOCTI TOBapy, HOTO BJIACTHBOCTEI,
Oa)kaHHs, TOTOBHICTh NPHUAOATH TOBAap abo0 IIOCIYTY; YITKOi Kimacudikamii BHIIB
CIIOKIBYIX IIEpeBar He ICHYe, 111 3HaHHS pparMeHTapH1 Ta YMOBHI.

[ITomo popMyBaHHS CIIOKUBYHX IIEpPEeBar MOXHA 3ayBaKUTH Take. EKOHOMICTHI
C.K. porn Bencakep ta PobGeptr Ilommak noauIsfioTh IepeBarn Ha EHIOTSHHI
(3acHOBaHI1 Ha BHYTPIIIHIX 3MIHHIX, MUHYJIOMY JTOCBIJIL Ta
3aJI0BOJICHHI/HE3aJOBOJICHHI OTPUMAaHOMY Bl TOBapy 4YH MOCIYTH, MOTHUBAIIi,
IIHHOCTI) Ta €K30TeHHI (3aCHOBaHI Ha peKjIaMi, ITopaJaxX JApYy3iB Ta IHIINX 30BHINIHIX
guHHUKIB) [14]. 3apyOvkHi HaykoBmi C.II. Manrens 1 @. Kapac Bunmimnmm jBa
OCHOBHHX IIPOIECH IIpH (pOpMYBaHHI CHOXHIBYUX II€PEBAr: IpoIlec, KUl 0a3yeThCs
Ha aTpuOyTax TOBapy (TOBap, IO BOJOJIE€ HANHOLIBII NMPUEMHUM a00 KOPUCHUM
BIIACTUBICTIO) Ta IIpollec, SKHIIl 0a3yeThcs Ha YCTaHOBKAX/BIHOCHHAX (TOBap,

BIIACTHBOCT1 SKOTO HAaBITh He IIEPEBIpSIIM, ale y Hac dYepe3 peKiIaMmy, ITOpaiil,

IIOKYIIKH IHIMNX JIojieil  copMyBamacs YCTaHOBKA, IO Iieil ToBap —

Halikparuii) [15]. 3 1boro BUIIMIBae Taki BUIU IIepeBar: ImepeBaru, IMo 0a3yIoThCs
Ha YCTaHOBKaX, Ta IIEpeBarti, o 0a3yloThCI Ha aTpUOyTax.

KoHmenmisi «CHOXHBYHUX IIepeBar» axkTHBHO BHKOPHICTOBYETBCS  IIPU
MPOBEACHH] PI3HUX MapKETHHTOBHX IOCTIIKEeHb. J[IsI BUBUEHHS OLIBIN IMMOOKUX
MOTHBIB II€pEeBar CIIO’KIBAYIB BBAYKAEMO 3a JOLIIbHE Ta HEOOXiJHE BHKOPUCTAHHS
IHHOBAIIfHUX METOMIB JOCIIKEHHS IIPOIECIB MPUITHATTS MOKYIISIMU PIIIEHb II[0JI0
KYIIBIl KOHKPETHOro TOBap. Po3poOneHuii TeopeTHdHmii 0a3mnc JOCTIIKEHHI
IIpEICTaBICHO Ha puc. 2. Y TemepimHill Yac HaOyBalOTh IONYIAPHOCTI caMme
IHHOBAIlIfHI METOAM MAapKETUHIOBUX JOCIUDKEHb, OO0 SKHX MOKHAa BIJTHECTH
HelipoMapkeTHHr. HelipoMapKeTUHT MO’KHAa BU3HAYUTH HE TUIBKU SK 1HHOBAITIHHMIA
HampsM, ajle SK HOBE II0JIe MapKeTUHTOBUX JOCIKEHb, Ha SIKOMY BUBYAIOTHCS

CEHCOpHI, KOTHITHBHI Ta €MOIIIifHI BIITOBI/I CIIOXKIBAaYiB HAa MAPKETUHIOBI CTIMY I

320

154



BIIIINBY Ha IIpolecC HprIﬁHH’ITH HHMHA

ToBapy [16].

pIIIEHs IOJO0 KYIIIBII

PHHOK
cdepa eKOHOMIUYHHX BITHOCHH MIX
TIOJBMH 3 IPHBOAY KYHIBIi-IIPOJAXKy
TOBapiB 1 IIOCIIYT, 3aCHOBaHA Ha
TIPHHITHIIAX JOOPOBLIBHOCTI Ta PIBHOCTL

MAPKETHHI'

KOMIUTEKC 3aXOJIiB I[O/10 BHBYEHHS PHHKY
30yTy 1 aKTHBHOTO BILIHBY Ha CIIOKHBYHIT
TIOIHT /1 aKTHBI3amii 30yTy ToBapiB 3
MeTO0 OTPHMAHHA MaKCHMAlIbHOT'O

KOHKPETHOI'O

B 00MiHI TIpHOYTKY

v

MAPKETHHI'OBE JOCJIIIZKEHHSA
CHCTeMaTHYHHH 36ip Ta aHANli3, IOB’I3aHUX
3 HasBHOIO CHTYaIli€}0 JAHHX MO0 MapKeTHHI OBO{ isTBHOCTI
TiMPHEMCTBA YH OpraHizamii

— 3ip (Bi3yalbHi epeKTH);

— HIOX (3aMaxH);

— CMaK, cIyX (ayzio, 3ByKH);
— JOTHK (TaKTHIbHI BITUYTTH)

KAHAJIM BILTUBY HA CITOJKHBAYA THCTPYMEHTAPIN
(CeHCOPHHU I MapKeTHHT) HEVIPOMAPKETHHI OBAX
JOCIIIJI’KEHb

netekTop OpexHi facereading,
eneKxTpoeHIedanorpdis,

ToMorpadis

MarHiTHO-pe30HaHCHa ToMorpadis, eyetracker,

(yHKIiOHATbHA MarHiTHO-Pe30HAHCHA

v

HEIPOMAPKETHHI OBE
JOCJIIZKEHH S
HOBHI HAIIPAMOK MapKeTHHTOBHX JOCIIi)KeHb,
IpeIMETOM SIKOT'0 € BUBUEHHS HEYCBiIOMIIEHHX,
CEHCOPHHX, KOTHITHBHHX, eMOLIiOHaTbHHUX
peaxuiii cO)XHBaya Ha IIeBHI CTHMYITH

v

\ 4

CIIOJKMBAY
¢bi3uyHi Ta FOPHANYHI 0COOH, AKi MaIOTh GakaHHA NPHAGATH ToBap abo
HOCIIYTY 3a JFOYHMH I[iHaMH JUI1 BIIaCHOTO CIIOKHBAHHA a00 iHIINX BHIOZ

v

CIIOKHUBYI IIEPEBAT'H

MOBE/IiHKA CIIOKHBAYiB, CIIPAMOBAHA Ha 3aJ0BOJIEHHA IOTPe6 3 OTPHMAHHAM
MaKCHMAIIBHOI KOPHCTI Ta BUTOJH UL ce0e

v

PE3VJIbTAT HETPOMAPKETHHI OBUX JIOCIIIKEHb

— TIPOTHO3 KyMHiBeIbHOr'0 HOIHTY Ta KPHTePiiB BHGODY:
— OTpPHMAaHHA YHIKalIbHOI iH(pOpMaIii M0J0 CIOXKHBYHX IepeBar 3 MeTOI0
361nbIIeH s e(eKTHHOCTI MapKeTHHTOBO1 JisTHHOCTL

Pucynok 2 — TeopeTuynmii 6a3uc T0CIHKEHHS

IDicepeno: cknadeno aemopamu Ha ocHosi [16-21]
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HetipoMapkeTHHT, fK I1HHOBAI[lilHA TEXHOJIOTII MapKeTHHIY, Oa3yeTbci Ha
JIOCSATHEHHSX Heiipooiomorii, Heiipodi3101I0rii, IICHXO0IOTI1, IIOBEIIHKOBOI €KOHOMIKI
Ta, 0E3yMOBHO, TpaAuIiiiHOro (KIacHYHOro) MapkeTHHTy. lle BigkpuBae HOBI
MOXXJIHBOCTI HE TUIBKH BIJHOCHO BH3HAYEHHS CTABIICHHS CIIOXKIIBada JO IIPOIYKIIII,
IO € XapaKTepHHUM JUI1 TPAUIIITHOIO MapKeTHHIY, ale I IIoJo BILUIHBY Ha iioro
M1JICBIIOMICTb.

OCHOBHUMH TPUHIUIIAMH HEHpPOMapKeTHHTY € [22]: mimmMB Ha IIOBEJIHKY
CHOXKMBAYIB MeTOJaMU HeHpoHayK Jiasd (OpMyBaHHA Yy HHX IIO3UTHBHOTO
CIPUITHATTS MPOTIO3UIIT; BUKOPUCTAHHS HECIIOI1BaHUX, HECTAHJAPTHUX I10IPa3HIKIB
IIOTEHIIITHIX CIOXXMBaUiB, €()eKTUBHE BUKOPHCTAHHS YCIX OpPraHIB UYTTIB JIIOUHI
SIK YMOBHU IIepeMOTHU B OOpOTHO1 3a IOKYIIISA; BUKOPHICTAHHS IHCTPYMEHTapllo YCiX
PI3HOBHIIB HelpOMAapKETUHTY NP MPOBEICHH1 HEHPOMAapKEeTUHIOBUX IOCTIIKCHB,
[IEPMAaHEHTHICTh IPOLECY BHBYEHHSI JyMOK Ta CTHMYJIOBAaHHA ITOBEIIHKOBUX
peaxIiii CrioKnBavis.

OHO3HAYHOIO IIEpEeBarol0 HellpOMAapKeTHHIY € BHKOPUCTaHHA Oe3mdl
METOJIB, IO JO3BOJIOTH BHSBHTU IHIJCBIIOME CTAaBICHHA CHOXIBada JI0
MPOIYKINL/ u3aifHy/pekimaMi Ta IX ckmamoBux emeMentiB [19]. Ili  meTtomu
PI3HOMAHITHI 33 BXXIBaHUM IHCTPYMEHTAp1eM, IIPOTe BC1 BOHH MAIOTh CIIUIEHY METY —
CTBOPEHHS KOMIUIEKCY IIPUIOMIB, SIK1 BIUIMBAIOTH Ha IIIJICBIIOMICTH CIIO)KUBAYiB Ta
320€e3MeuyIoTh IX JOSJIBHICTh, IIEPETBOPIOIOYH JIOSUIBHICTH B Oa’kaHHSA BOJIOJITH
IIPOJIYKTOM, a Iie 0aXKaHHS — B pery/LIpHY IOTpeOy.

Cepexn  IHCTpyMEHTapito  HeflpOMapKeTHHTOBHX  JOCIUKEHb  MOXHa
BumumTH [23, 24, 25]: Mar"HiTHO-pe30HaHCHa ToMorpadis — TEXHOJIOTIS, sKa J1a€
3MOTY BIJICTE)KHTH, SIK KPOBOTIK Yy MO3KY IOCIIDKYBAaHIX pearye Ha BI3yalbHI,
3BYKOBI a00 CMakKoOBl IIOJIpa3HUKN; eyetracker gae MOIHBICTH OI[IHIOBATH
NpUBaOIMBICT OyAb-sKol pekmamu  (caiftu, digital-poexTn, momrpagigyHa
MIPOJIYKITiSA, BIICOPOINKI), a TaKOXX PO3TAIlyBaHHS TOBApiB Ha IONMIN B Mara3uHI
(BIATBOPIOIOYN pPEaJbHII IpOIleC MOKYIKH TOBAapiB); JETEKTOP OpEXH1 BIICTEXYE
IIEBHI ITOKA3HUKN: (PI310JIOTIUHI PEaKIlii, AKI MOXYTh IIOCIUIIOBATHCS 3a CTYIIEHEM

Ba)KJIMBOCTI 3amuTaHb; facereading — Iie cucTeMa OINIHKM €MOIIIH 3 BHKOPUCTAHHSIM
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ABTOMAaTUIHOTO pO3mi3HABaHHA MIKpO-BHpPAa3iB 00IIIIs JIFO/TITHIL,
enextpoennedamnorpadis (EEL') — BUMIpIOBaHHS €IEKTPUYHOI aKTUBHOCTI TOJIOBHOTO
MO3KYy JAalOTh 3MOTY 3apeecTpyBaTH OO €KTHBHI EMOIIfHI peakmii JTIOANHU Ha
IIPOJIYKT, peKiaMy abo Am3aiiH; (GyHKIIOHATbHA MarHITHO-pE30HaHCHA ToMorpadisd
JIoTIoMara€ BHBYATH YHIBEpCAlbHI IIPOIECH NPUITHATTA pimeHHA. J[ocmimKeHHsT
IIPOBOMATH IUIIXOM CKaHYBaHHS MO3Ky pECIOHICHTa B YMOBaX CIJIBHOTO Ta
OJHOPIHOTO MarHITHOTO ITOMS.

TakuM YIMHOM, OJHUM 13 HAHBAXIMBIIIIX €IEMEHTIB HEePOMapKEeTHHIOBUX
JIOCTJPKEHh € BUBYCHHSA CIOXHBYMX IIepeBar. 3acTOCYBaHHSA TEXHOIOTII
HeHpOMapKeTHHTIY 3a0e3nedye BIUIMB HAa II'ATh OpPTaHIB BIAYYTTIB IOTEHIIITHIX
IIOKYIIIB TOBapiB, IO BIAKPUBAE HOBI MOXKINBOCTI B IIpoIlecax OpTraHi3aIli
IIPOJaKiB, BEJCHHS IIEPEroBOpIB, BUOYIOBYBaHHS IO3UTHBHUX, B3a€MOBUTLIHUX
BITHOCHH 13 ITOTEHIIIIIHIMH CIIOKHBadaMH Ha TOBapHHUX pHHKaX. BrpoBamxeHHS
HOBITHIX  I1HHOBAIIiHIX  IHCTPYMEHTAIbHUX METOMIB  HelipOMapKeTUHTOBHIX
JMOCTIIKEHh Y CHCTEMY MAapKeTUHTOBHUX JOCHIKEHh € aKTyalbHUM Ta
IIEPCIIEKTUBHUM HAIPSAMKOM JISUIBHOCTI, SIKHII JIOIIOMOXKE YITKIIIE pO30MpaTHCS B

MTOHATT] «CIIOKIBYI TIepeBarin.
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