3aTpaThl Ha aKIHMIO ClIeAyeT BKJIIOYaTh BCE 3aTpaThl, KOTOpBIE CBA3aHbI C akiuei. B Tom uucne
CI0Zla BXOAMT TpaTa BPEMEHH COTPYIHHUKOB KOMIIAHUU Ha MPOBEJIEHUE MEPONIPUATHUS, YBEITUUECHUE
KOCBEHHBIX PAcXOJOB B CBSI3U C aKIUEH (HaIpuMep, 3aTpaThl Ha TeIe(POHHBIEC IEPETOBOPHI).

Ecnu Takoil aHanu3 ynaercs NpPOBECTH, MOSBIISIETCS BO3MOXKHOCTH OIPENEIUTh UCTHHHYIO
MIPUBJIEKATEbHOCTh KJIMEHTA s KoMnaHuu. JlJi 3TOro cHavaja HY)KHO pacCMOTPETb 000POTHI
orepanuil ¢ KJIMEHTOM 3a oT4eTHbIN nepuo. Ilocie yero o0OpoT AenAT Ha PaKTUUECKUI MTPOLIEHT
HaneHku. [lomygaem TOproByro HalleHKY B pacueTe Ha KiueHTa. M3 Hee HYXHO BBIYECTH BCE
MpsIMBbIE PACXOJIbl, CBA3aHHBIE C KIMEHTOM. Tak Mbl y3HaeM CyMMy MapkKu IO KiueHTy. M3 Hee
HaJ0 BBIYECTh PACXOJbl HAa KIMEHTA, KOTOPBIE CBA3aHBI C MPOBEICHUEM MAapKETHMHIOBBIX AKIIH.
Htorosyro nu¢py (CKOppEeKTUPOBAHHYIO MapKy) AEIAT Ha 000poT KiaueHTa. [lomydaem uCTHHHYIO
peHTa0enbHOCTh NPOAAXK IO JaHHOMY MapTHEpY. OTOT IMOKa3aTellb YK€ MOXHO aKTUBHO
HCII0JIb30BaTh B LIEHOBOW U (pmHaHCOBOMU nosuThke. Ciaydyaercs, 4To KJIMEHT, KOTOPBIH MTOKYIMAaeT Mo
caMbIM BBICOKMM II€HaMm, HE SIBJIsieTCS HamOoJiee MPUObUIBHBIM JUIsl (PUPMBI, MOCKOJBbKY C HUM
CBA3aHO MHOTO MpsMBIX 3arpaT. JlomycTum, HapTHEp HAaxXOOUTCS B YAAJCHHOM pEruoHEe U
TPAHCIIOPTHBIE PACXO/Ibl Ha IOCTaBKY €My TOBapa O4eHb BeJIMKU. OH aKTHUBHO y4acTBYET B aKIUsX,
M 3arpaTbl IpPOCTO «CHENAIOT» BBICOKYIO HALEHKY. A 10 KpUTEPUIO PpPEHTAO0EIbHOCTH H
CKOPPEKTUPOBAHHON Map)KH YK€ MOXHO MPOBOJUTH HWHIUBUIYAIbHYIO pabOTy € KIMEHTaMU,
npeiaraTb UM pas3jinyHble OOHYChI, UHIMBUyalbHbIE YCIOBUS U T.[.

TakuM 00pa3oM, MOXKHO YTBEPXKIaTh, UTO Map>KWHAJIbHBIN aHAIM3 UTPAET OTPOMHYIO POJIb B
KUZHEJCSATENIbHOCTH MPEANPUATHS, OyAb 3TO MPOMBIIUICHHBIM TMTaHT, PETMOHAJIBHBIN MOCTABIIUK
WIK TPEeACTaBUTENb PO3HUYHOW TOProBiIU. B jedTenbHOCTH KaXIOro U3 IEpPeUUCICHHBIX
CyOBbEKTOB XO34MCTBOBAaHUS MAap)KUHAJIbHBIM aHalM3 MWrpaeT BaXXHYI poOJIb B CHCTEME
MEHEPKMEHTA.
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Globalization processes and economic crisis in modern market conditions lead to the need to
develop and implement new approaches to the market activity management, the formation of new
marketing paradigm. Transformation of consumer behavior nowadays contributes to positioning of
new brands and strengthening positions of existing brands. In addition, there is appeared an
opportunity to fit not only into the new consumer stereotypes, but also to form them. Globalization
processes gain the growth in enterprises’ competition, which are allocated in different countries,
and lead to escalating dependence on consumer diversified base, which is represented by different
countries and cultures.

Globalization at the “enterprises level” depends on how the company has diversified its
earnings and placed their assets in different countries in order to increase: the export of goods and
services; the use of local benefits such as great access to natural resources and relatively cheap
workforce.

Strategic marketing planning is an integral part of effective development and organic
interaction between the company and a global market environment. Strategic marketing implies:
systematical and continuous analysis of the needs and requests of the major consumer groups;
development and production of goods (services) that will allow the company to serve selected
groups/segments more efficiently than competitors. Achieving these goals in view of the foreign
economic activities, the company itself provides a stable international competitive advantage.
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Marketing strategy is a logical scheme of marketing activities, by which the company hopes to
accomplish its marketing objectives. It consists of: specific strategies for target markets;
positioning; the marketing complex; level of marketing activities’ expenditures. Marketing strategy
should clarify the market segment on which the company plans to focus their efforts.

In this work an approach to develop marketing strategy, based on factors influencing global
market environment and the transformation of consumer behavior, is suggested.

To effectively manage the enterprise’s market-oriented (in terms of globalization) commercial
activities, requires: a clear organizational structure; established functional relationships and
optimized informational flows; trained staff, integrated in the team. Let’s define strategic marketing
as a process of controlling market operations of the company, which lies in analysis of marketing
environment, identifying market goals within the vision of the enterprise and forming a marketing
strategy. Marketing strategy is a policy of the company’s market activity in a long-run perspective;
a set of strategic market solutions, including market and product strategy, positioning strategy,
brand strategy, pricing strategy, marketing communications strategy. Market strategy includes:
growth strategy, the market coverage strategy and competitive strategy.

Analyzing changes in consumer behavior and their impact on the conduct of marketing
activities we get the following assumption: growing incomes of the consumers moves them up the
social pyramid (e.g. “Now I need a car to not ride in public transport”). Their range of needs is
expanding and the demand is increasing given their satisfaction in already existing needs (e.g. “I
don’t want to rest in Turkey anymore, I’d like to visit Spain”). One of the manifestations of modern
strategic marketing became an active movement along the needs of certain goods or class of goods
in the hierarchy of consumer needs. For example — mobile communications, mobile phones that
became an obligatory attribute of a modern human. Such an approach allows to compete effectively
for the limited consumer’s budget.

At the same time, the crisis (including financial and social crisises) led to the beginning of the
transformation of: motivation system; needs; consumers’ decision-making to purchase goods. The
economic crisis affects consumers’ incomes and leads to the origin of social crisis. Consumer
behavior is transformed into multiple directions:

- Delay changes. About 35% of consumers have not changed their behavior. Consumers (both
on a psychological level and in real actions) refuse to detect the mismatch between current resource
and needs. By borrowing or savings consumers support accustomed standard of living (delayed
crisis);

- “Twist” of “spiral of needs”. About 15% of consumers simultaneously refuse from non-
priority needs and reduce exactingness while taking satisfaction in other needs (“There is not
enough money — will save throughout”).

- Purchases rationalization. Slightly more than 50% of consumers rationalized their purchases
by reducing their regularity and volume as well as shopping places (e.g. the outflow from boutiques
to stock shops). Here is the following behavior — reducing the intensity of consumption.

These trends in consumer behavior lead to a decrease in effectiveness of existing marketing
tools and require reviewing of the companies’ marketing strategies.

Furthermore, different product categories have various relevant tools to strengthen brands.
The question of trust in brand places in the forefront. In a vulnerable position appear those that have
already formed stable image associated with the sole criterion positioning. The relevance criterion
decreases and the brand is losing market share. Also brands with blurred positioning (which have
not formed their uniqueness in consumers’ minds) lose their sales.

The main decision when creating successful brands should be determination of the
competitive positioning of the new brand as part of its concept. Positioning determines the brand’s
perception of target audience. The main task of positioning is not only transformation of the
consumer’s mind to make the brand popular, but also its differentiation from competing brands and
showing its volubility to the consumers. The key concept of the brand remains unchanged during
the cycle of brand’s success (life). At the same time brand positioning may undergo certain changes
that cause adjustment in brand’s strategy.
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In Ukrainian enterprises the main factors that prevent reviewing marketing strategies are:
realistic planning problems, no implication of staff, lack of cross-functional harmonization and
systematicness in the planning process. Note that marketing is a creative discipline that requires
innovations and nonstandard approaches, but in Ukraine companies use intuitive approach and
creative solutions predominance of analysis, research and strategic planning. The main attention is
paid to the tactical effectiveness, resulting in a medium — and long-term failure or inefficiency of
market activity. Therefore, the greater formalization of marketing will improve the efficiency of
enterprise’s strategic marketing activities in today’s globalized market environment.

In modern conditions the strategic marketing becomes a key element in forming and
maintaining business competitiveness. Saturation and stagnation in the market leads to reduction in
effectiveness of traditional ways to impact on the consumer. Significant changes also caused by
transformation of consumer’s behavior related to the crisis. All these factors require the
implementation of the enterprise’s marketing strategic planning and, consequently, reviewing
marketing investments and directing them into effective communication channels, reviewing of
brands’ positioning and optimizing business portfolios.

The current period is the most successful for the formation and strengthening of brands’
capitals. It is necessary to take into account the global nature of competition in the Ukrainian
market and the transformation of consumer behavior, which was the impetus of the global economic
crisis.

Tpyonuxkosa M.M., lllymaesa E.A., k.roc.ymnp., 1ou.
I'BY3 «/loneykuii HAYUOHANbHBIU MEXHUYECKUL YHIBEPCUMEm»
OCOBEHHOCTHU MOTUBAIIMYM HHHOBAIITMOHHOM
JAEATEJBHOCTHU NEPCOHAJIA

B MoTHBanmoHHOM MEHEIKMEHTE WHHOBAIMKA Ba)KHO TO, YTO JIFOJM, CO3/AIOIIME HOBOE U
IyOOKO 3aMHTEPECOBAaHHBIE B CBOEHM paboTe, 00JIamal0T BHICOKOW BHYTPEHHEW MOTHBAIMEHd W
MEHEE TMOJIBEP)KEHBI BIUSHUIO BHEITHUX (aKkTOpoB. MOTHBAIUS CTAHOBHUTCS IIEHTPATBLHON
npoOJeMON  yIpaBjiCHUST HMHHOBAIIMOHHO-OPHUEHTHPOBAHHBIMU TPEANPUATHSIMH, a CO3JaHUE
YCJIIOBUHM JUIsl pa3BUTHS W 00Jiee TOJIHOTO MCIOJIb30BaHUS TPYJOBOTO IMOTEHIIMANA MPUOOpeTaeT
KJIFOU€BOE 3HAYCHHE [JIs1 JKM3HECNMOCOOHOCTHM OW3HEeca, MOSTOMY B COBPEMEHHBIX YCIOBHUSX,
MIPABUTEIHCTBA PA3JIMYHBIX CTPAH WHBECTHPYIOT OIPOMHBIE CPEICTBA B HAYYHBIE MCCIICAOBAHUS U
WHHOBAIIMOHHYIO JIE€ATEIbHOCTh. MoTuBamus, Kak (DyHKIUs YIpaBJeHUs, MPEICTaBIsACT CcO00i
MPOLECC, COCTOSIIMNA U3 KOMIUIEKCA MEPONPUSATUNA MO aKTUBU3ALMU JICITEIBbHOCTH YEJIOBEKA WU
KOJIJICKTHBA, HAIPABJICHHBIN Ha JIOCTKEHNE WHIUBUIYAbHBIX HIIA OOIIKX IEJIeH OpraHu3aIliH.

[Ipo6meMbl MOTHMBAIMM, KaK Ba)KHOTO HamNpaBieHHs (HOPMUPOBAHUS CUCTEMBI YIPABICHUS
MPEANPUITHEM U WHHOBAITMOHHOM JEATEILHOCTH MEpCOHaa, MOCTOSHHO MPHUBJIICKAIOT BHUMAaHUE.
Bxnaxg B pazBuTHe TEOpHH CTUMYJIWPOBAHUS MHHOBAIMOHHOW AEATEIBHOCTH IMEpCOHANIa BHECITH
Benymue ydensie B. Bpywm, JI. Iloptep, O. Jloynep, I'emmepcon, Jl.boruns, II. benenbkui,
O. Buxanckwuii, B. TI'epacumuyk, WM. I'epumkoBa, B. TI'omukoB, B. T'onwapos, O. ['pumiHora,
B. I'ymentok, M. lonmumuuk, A. Kammna, I'. Kanutua, O. Ky3emun, A. HaymoB, M. Cemukuna,
®. Xmuias, M.Uymauenko u np. [1].

3a10roM OpraHu3alui, KOTopasi XO4eT BEKUTH B YCIIOBUSX )KECTKOW KOHKYPEHIINH, TOJDKEH
OBITh MOCTOSIHHBIM MOUCK IYTH YCOBEPILIEHCTBOBAHUS CBOEH JAedTenbHOCTU. B Takol curyauuun
CIEAYyEeT yAEIATh BHUMAHUE PAlMOHAIIBHOMY MCIIOJIb30BAaHUIO BCEX BUJOB PECYPCOB, HAXOIAIIUXCA
B pacCIoOpsKEHUU KOMITAaHUH. 3aJI0TaM YCTICITHOW IeATeIbHOCTA OPTaHnu3aIlii U B&KHBIM PECYPCOM
SIBJISIETCS €€ TIEPCOHAJI CO CBOMMH HaBBIKAMH, YMEHUSMH, KBaTU(UKAIIUEH U HICIMHU.

NuHOBammsi — »9TO BHEIPEHHOE HOBIIECTBO, OOECIICUYMBAIONIEE KAYSCTBEHHBI POCT
3¢ ()EKTUBHOCTH TMPOIECCOB WM MPOAYKIIMU, BOCTPEOOBAHHOE PBIHKOM, KOTOpPOE SBIISETCS
KOHEUHBIM Pe3yJbTaTOM HWHTEUICKTYaTbHOU NEATEIIbHOCTUA YEJIOBEKa, ero (haHTa3HH, TBOPUYECKOTO
mporecca, OTKPBITHA, HW300pETeHHM W pandoHaIM3anuu. lIpuMepoM WHHOBAIUU SIBIISETCS
BBIBEJICHHE HA PHIHOK MPOJYKIIMU (TOBApOB M YCIIYT) C HOBBIMHU MOTPEOUTEIHCKUMHU CBOMCTBAMU
WJTU Ka4e€CTBEHHBIM MOBBIIICHUEM (P(HEKTHBHOCTH TPOU3BOJACTBEHHBIX CUCTEM.
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