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C.B. YHEPHOBPOBKIHA .
BIIJIUB MAPKETHUHT'OBUX KOMYHIKANIN
MMPOMUCJIOBOI'O IMIATPUEMCTBA

HA ®IHAHCOBUM PE3YJIbTAT

JlociikeHo BIIMB MapKETHHIOBUX KOMYHIKaIliil Ha (hiHAHCOBUII pe3ysIbTaT IPOMHCIIOBOrO HiAIPUEMCTBA. PO3IIIHYTO 3MiCT MOHATTS «(piHAHCOBUI
pe3yNIbTaTy», 0 3aiMaE [IEHTPAJIbHE MICLIe Y CUCTEMI YIIPaBIIiHHS Ta XapaKTEePU3y€ BC1 CTOPOHH (PIHAHCOBO-TOCIOAAPCHKOI AisUIBHOCTI i ANPHEMCTBA.
®dinaHcoBUi pe3yabTaT y GopMi IPUOYTKY BUCTYIAE FOJIOBHOIO METOIO iCHYBAaHHS IIIIIIPUEMCTBA HA PUHKY Ta OJIHUM 3 KIIFOYOBUX [OKA3HHKIB, SIKUIT
BU3HaYae eeKTUBHICTb Horo aisuibHOCTI. [Tepeniveno GyHKIil GpiHAHCOBUX pe3yJbTaTiB mianpueMcTBa. IlepenideHo TpaauuiiiHi Ta HeTpaauLiiHi
KOMYHIKaii, 1[0 BIUIMBAIOTh HA MO3UTHBHUN (piHAHCOBHUH pe3yibTaT AISUIBHOCTI HiANPHUEMCTBA. 3aPONOHOBAHO MOJEJIb BIUIUBY MapKETHHIOBHUX
KOMyHiKaliii Ha ()iHAaHCOBMI pe3yJIbTaT HPOMHUCIOBOIO HiANPUEMCTBA 332 PAXyHOK CKJIAZOBUX KOMYHIKATUBHOIO Ta EKOHOMIYHOTrO e(eKTy, L0
JIO3BOJISIE BiCTEKUTH BIUIMB KOXKHOTO 3aXONy MAapKETHHIOBHX KOMYHIKaliif Ha (piHAHCOBMII pe3ynbTaT HPOMHUCIOBOrO MiANPHEMCTBA B IJIOMY.
MapKeTHHIOBI KOMYHIKaLiifHi 3aX0QM MPU3BOAATH 10 KOMYHIKATHBHOTO e(EKTy, SKHH BHPAXa€TbCs y AEKUIBKOX HampsMmKax: iHGopM yBaHHI
ILOBOI ayAWTOPil; (POpPMYBaHHI MEBHOI IYMKH PO MiAMPUEMCTBO Ta HOro MPOAYKLIK; MOOITi3alii CHOXUBAYiB Ta MOKYIIIB Ha TEBHI Iii;
MiJIBUIICHHS PiBHS aKTUBHOI ITOMYJIIPHOCTI MiANPUEMCTBA; BCTAHOBJICHHS CTIMKUX MO3UTHBHUX aCOIialliif; 301/bIICHHS JOSUIBHOCTI CITOXXUBAYIB i
BITi3HaBaHHs OpeHIy BUpOOHMKA. [103UTHBHUIT KOMYHIKATHBHUH e(eKT Bee N0 eKOHOMIUHOro e(eKTy: 301JbIICHHs YaCTKH PHHKY; 301IbIICHH 51
TOBAapOOOIry; MiJABUIIEHHS KiTbKOCTI 3aMOBJICHb; 301IbIICHHS] MAPOYHOro KamiTaay. Y CBOIO Yepry, CKJIaJa0Bi eKOHOMIYHOTO epeKTy IPU3BOIATH 10
301IbIIeHHs PUOYTKY MiINPUEMCTBA, WO 1 3a0e3mneuye (hiHAHCOBHI pe3yibTaT HOro AisUIBHOCTI. Y3araabHEHO KpUTepil BU3HAUCHHS e(eKTy Bif
BIIPOBAKEHHS TPaJUL[IHHUX Ta HETPAIMUIIHHAX KOMYHIKaI[IHHUX MapKETHHIOBHX 3aXOiB.

KurrouOBi Ci10Ba: KOMyHiKalil, MapKeTHHIOBI KOMYHiKauil, ()iHAHCOBHI pe3yJbTaT, MPOMHCIIOBI MiJIPUEMCTBA, CKOHOMIYHHH edekT,
KOMYHIKaTHBHHH e(eKT.

C.B. YHEPHOBPOBKHHA
BJIUSHUE MAPKETHUHIOBBIX KOMMYHHUKAIIMIAT HA ®WHAHCOBBII PE3YJIBTAT
ITPOMBIHIVIEHHOTI'O ITPEITPUATHUA

UccneioBaHo BIMsIHEE MApKETHHIOBBIX KOMMYHHUKALM Ha (DMHAHCOBBIN PE3y/bTaT MPOMBIILICHHOTO MPEANpUsTHs. PaccMOTpeHO conepikaHue MOHATHS
«hUHAHCOBBI PE3yNbTaT», 3aHUMAIOLIEE LEHTPAILHOE MECTO B CHUCTEME YIpPABICHHSI M XapaKTEepU3yIolee BCE CTOPOHBI (DMHAHCOBO-XO3SIICTBEHHOM
JIeATENBHOCTH TIpeArpusiTHst. PUHAHCOBBIHA pe3ynbTaT B ()opMe NPUOBUIM BBICTYNACT ITIABHOI LEIBIO CYIIECTBOBAHMS HPEINPUATUS HA PhIHKE M OTHUM W3
KIIIOUEBBIX TOKasaTesieil, KOTopblii ompenenseT 3Q(deKTUBHOCTh €ro JesTeabHOCTH. IlepeuncrieHsl QYHKIMH (UHAHCOBBIX PE3Y/IbTATOB IIPEITPUSTHS.
IMepeuricieHsl TpaaUIMOHHBIE U HETPAJHIMOHHbIE KOMMYHHKALIMH, BIMSIONIME HA MOJOKUTEIBHBIN (PHHAHCOBBIA PE3yNbTaT NEATENHHOCTH MPEITPUITHS.
Ipennoxena Mozenb BIMAHMS MEPONPHATHH MAapKETHHTOBBIX KOMMYHMKAIMH Ha (DHMHAHCOBBIA pE3yNbTaT IPOMBIIUICHHOTO IPEANPUATHA 33 CYeT
COCTABJIIONIMX KOMMYHHKATHBHOTO H 3KOHOMHYECKOT0 3(eKTa, MO3BONIAIOIIAs OTCIEIUTh BIMAHHE KaXKI0r0 MEPOIIPHSTHS MAPKETUHIOBBIX KOMMYHHUKALIHI
Ha ()MHAHCOBBI Pe3y/bTAT MPOMBIIUICHHOTO TIPEANPHSATUS B 1EIOM. MapKeTHHIOBbIe KOMMYHHKAIIMOHHbBIE MEPONIPHSTHS IPHBOIAT K KOMMYHHKATHBHOMY
adexTya, KOTOPBIH BBHIPAKAETCs B HECKONBKHX HATIPaBICHUSIX: HH()OPMHPOBAHUH 1E/IEBOU ayIUTOPHH; (YOPMUPOBAHHH ONPEIETIEHHOr0 MHEHHS O IIPEATIPHATAN
U €ro NpomyKIMH; MOOHIIM3ALIHY TIOTpeOuTeNel 1 MOKyIaTeNel Ha OmpesIeIeHHbIe ICHCTBHS; MOBBIIICHHE YPOBHS aKTHBHOW IMOMYJISIPHOCTH MPETIPUSITHS;
YCTaHOBJIEHHE YCTOMUYMBBIX MOJIOXKUTENBHBIX ACCOLMALMIL; YBEIMYEHHE JIOSIIBHOCTH MOTpEOUTENeH M y3HaBaeMOCTH Open/ia npou3BoauTestst. I1onokuTebHbIi
KOMMYHMKaTUBHBIN () QeKT BeneT K 3KoHOMH4ecKoMy 3(dexTy: yBeImueHne oM PhIHKA; yBEIMYEHHE TOBAPOOOOPOTa; YBEIMYCHHE KOIMYECTBA 3aKA30B;
YBEIMYEHHE MapOYHOro KammTana. B cBoro ouepernp, COCTAaBILIONIME SKOHOMHYECKOro d(QeKTa MPHUBOAAT K YBEIMUYEHHIO NPHOBUIH MPEANPHSTHS, YTO
obecrieunBaeT (HMHAHCOBBINA Pe3yNbTAT ero AesrenbHocTi. OO00IIEHb! KpuTepry onpeaeneHus dpdexra oT BHEAPSHUS TPAAULIMOHHBIX M HETPAJULIMOHHBIX
KOMMYHHKAIIOHHBIX MAPKETHHT OBBIX MEPOTPUSITHIL.

KiloueBble C/10Ba: KOMMYHHKAI[HM, MAapKETHHIOBBIE KOMMYHHKAILUH,
9KOHOMHYECKHH 3 (HEeKT, KOMMYHUKATUBHBIN 3(DEKT.

(HHAHCOBBI pe3y/lbTaT, HPOMBIIITICHHBIC IPEAIPUATHUS,

S. CHERNOBROVKINA
INFLUENCE OF MARKETING COMMUNICATION ON FINANCIAL RESULT OF INDUSTRIAL
ENTERPRISE

The influence of marketing communications on the financial result of the industrial enterprise is investigated. The content of the concept of “financial
result”, which occupies a central place in the management system and characterizes all aspects of the financial and economic activity of the enterprise,
is considered. The financial result in the form of profit serves the main purpose of the company's existence in the market and one of the key indicators
that determines the effectiveness of its activities. The functions of financial results of the enterprise are listed. Listed traditional and non-traditional
communications that affect the positive financial performance of the enterprise. The model of the influence of marketing communications on the
financial result of the industrial enterprise due to the components of the communicative and economic effect, which allows to trace the influence of
each measure of marketing communications on the financial result of the industrial enterprise as a whole, is proposed. Marketing communication
measures lead to a communicative effect, which is expressed in several ways: informing the target audience; formation of a certain opinion about the
company and its products; mobilizing consumers and buyers for certain actions; increase of the level of active popularity of the enterprise;
establishment of stable positive associations; increase consumer loyalty and brand recognition of the manufacturer. A positive communicative effect
leads to an economic effect: an increase in the market share; increase in goods turnover; increase in the number of orders; increase of venture capital.
In turn, the components of the economic effect lead to an increase in the company's profit, which ensures the financial result of its activities. The
criteria for defining the effect of introducing traditional and non-traditional communication marketing measures are summarized.
Key words: communications, marketing communications, financial results, industrial enterprises, economic effect, communicative effect.

BcCTyn. ['010BHOIO METOIO CTBOPEHHS Ta MOAABIIION
JSUTBHOCTI TTPOMHCIIOBOTO IATIPUEMCTBA € OTPUMAaHHS
KiHIIeBOro  (iHaHCOBOTrO  pe3ynbrary. DiHaHCOBHH
pesynbrar (puOyToKk abo 30HMTOK) XapaKTepusye BCi
CTOPOHH (hiHAaHCOBO-TOCTIONAPCHKOI ISsDTBHOCTI

miAnpreMcTBa. BiH € YacTHHOIO TOXOXY CyCHIBCTBA 1
TIOBHHEH BUKOPHCTOBYBATHUCH TS ITOJJANTBIIIOTO PO3BUTKY
BUPOOHUIITBA 1 TOJIMIICHHS MaTepiallbHOTO CTAHOBUINA
BCiX MPAIiBHUKIB, 3aiHATHX Y BUPOOHHIITBI.

Ha  ¢imaHCcOBHIT  pe3ymbTaT  MPOMHCIOBOTO
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MANPUEMCTBA BIUIMBAIOTh MAapKETHHIOBI KOMYHIKallii,
SIKi I ATTPUEMCTBO BUKOPUCTOBYE ISl IPOCYBAHHS CBOET
MIPOAYKIii a00/4¥ MOCIYT Ha PUHOK.

Amnani3 crany nutanus. KoxxHe mianprueMcTBo Mae
Ha METi OTPUMaHHA MNpPUOYTKY, TOMY TO3HTHBHHI
(biHaHCOBMI pe3yNbTaT CTa€ TOJIOBHUM, 1 MiJIPHEMCTBO,
SIK pe3yNbTaT CIOKUBYOI MOBEIIHKH, OUiKye 301IbIICHHS
00CsATiB MPOJIaXy TEpI 3a Bce. Y 3B’S3KY 3 IIUM BUHHUKAE
HEOOXIHICTh HAayKOBO OOIPYHTOBAHOTO IiJIXOMy JO
BIJICT&KEHHS ~ BIUTUBY  3aXOJiB  MapKETHHI'OBHX
KOMYHIKallili Ha ()iHAHCOBHH pEe3yJbTaT MPOMHCIOBHX
MATPUEMCTB 13 ypaxyBaHHSM OCOOJIHMBOCTEH KOXKHOTO
3axomy.

Mera po60TH. MeTOr0 1aHOi CTaTTi € MOETIOBAHHS
BIUIMBY 3aXOJiB MAapKETHMHTOBHX KOMYHIKallidi Ha
(hiHaHCOBMI pe3yabTaT IPOMHUCIOBUX MiAMPUEMCTB.

AHaJi3 OCHOBHHX JOCSITHEHb i JiTepaTypu.

[IpobnemaM BIUIMBY MapKETHHIOBOI JisUIBHOCTI Ha
(iHaHCOBMI pE3yJNbTaT NPOMHUCIOBUX MIiANPUEMCTB.
NPUIULUIA YBary Taki 3apyOiKHI Ta BITYN3HSHI HAYKOBLI,
ak: boxanoa O.B., Bacunenko [[.B., pyxkep II.,
Kamnan P., Hoprton JI., Kapnenko H.B., Yopna JI.O.,
Snosera H.1., Ta in. Ane ¥ 10ci 3aJIMIIAIOTHCS AUCKYCIiHI
Ta HCpOSKpI/ITi IUTaHHSA IOAO BIUIMBY MAapKETHHIOBUX
KOMYHIKaI[ifHUX 3axo[iB Ha (HiHAHCOBUHA pe3yJabTaT
IMPpOMHUCITOBUX Hi}]HpI/IGMCTB.

Buxiaaaenus OCHOBHOrO
HOCJIiIKEHHSI.

Ha miampueMcTBi MOXKIHMBI 1 TOXOIH, 1 BTpATH, SKi
He TOB'SI3aHI 3 peaji3alliel0 NPOAYKII, aje BOHHU
30UIBLIYIOTH 200 3MEHIIYIOTh CyMY HpHOYTKY abo
30UTKIB, e (iHAHCOBI pe3yNibTaTH, OTPUMAHI BiJ
iHBecTHLIIiHOT Ta (hIHAHCOBOI JISUIBHOCTI, a TaKOX
pe3yNbTaTy, SKi MOB'sA3aHi 3 HA/[3BUYAITHUMH TIO/TISIMH.

3micT  TOHATT  «(DIHAHCOBUIA  PE3yIbTaTH
BUPaXAETHCS B KATETOPISX «IPHOYTOK» 1 «30UTOKY, SIKi €
MPOTUIISKHUMU 32 3MICTOM, aJie MOPSAOK 1X popMyBaHHS
enuHUd. [lepeBUIIEHHS BaJOBUX XOXOIIB HaJ BAaJIOBUMHU
BUTpPAaTaAMU CTAQHOBHUTH NPHOYTOK, 3BOPOTHE SIBUILE
xapakrepusye 30uTok. [isnbHICTh MIANPUEMCTB Y cdepi
(IHAHCOBUX pE3yJIbTaTIiB CHpSIMOBaHa Ha 3a0e3meyeHHs
OTpPUMAaHHS NMPUOYTKY Ta HOro ONTHUMAIBHUN PO3MOILT i
BUKOPHUCTAaHHS, a 3a HasBHOCTI 30MTKIB — Ha
BCTaHOBJIEHHS 1X ITPUYMH Ta JKepea MOKpuTTa [1].

Exonomiunmii  3micT (iHAHCOBHX pe3yIbTaTiB
MIIPUEMCTBA  PO3TIANAIOTH  depe3  ixX  (yHKIIIL:
HAKONMMYEHHs, CTHUMYNIIOBaHHSA Ta posnoxiry. [lpum
[MO3UTHBHOMY  3HaueHHI  (IHAHCOBHUX  PE3YNBTATIB
(mpuOyTKYy) MiANPUEMCTBA  TMPOSBIAETHCA  (DYHKIIIS
HAaKOMMYeHHs, TOOTO BOHM B JAHOMY BHIAJIKY CTarOTh
OCHOBHHUM PECYPCOM JIjIsl 30UTBIICHHS BJIACHUX AKTHBIB
T IIPUEMCTBA Ta CIPUSIOTH PO3MUPEHOMY BiITBOPEHHIO.
VY Bumamky 3a0XO4YEHHS YIPaBIiHCHKUX MPaIliBHAKIB
I IIPUEMCTBA Ta TiABUIICHHS CTaBKH 3apOOiTHOI IIaTH
1o pe3yiabTaTax BHUPOOHUIO-TOCIOMAPCHKOl MisSUTBHOCTI
crocTepiraeTeCsi (OYHKIS CTUMYTIOBAHHS. A (QyHKIisA
po3moniny (iHAHCOBHX pE3YIAbTATIB BiIOOpaKaeTbCS Y

Marepiany

pO3TOAiNCHHI mpubdyTKy — MiX T ATIPIEMCTBOM,
BJIACHHKAMH Ta JIepKaBoio [2].
HeratnBHe  (Big’emMHE)  3HAuYeHHS  KaTeropii

¢iHaHcoBoro pe3ynprary ((iHaHCOBHMH pe3ynpTaT 3i

3HAaKOM «—») 3HaXOJNTh CBOE BiI0OOpaKEHHS Y IOKA3HUKY
30UTKy, SKMH CBig4aTh IpO HHU3BKHH piBeHb abo
BIJICYTHICTh Pe3yJIbTaTUBHOCTI TOCIOAAPCHKOI
JUSUTBHOCTI, Hee()eKTWBHE  YNPABIIHHSA — PECYpCHHM,
BUPOOHUYHMM Ta €KOHOMIYHUM MIOTEHIliaJIaMK
MiAMPUEMCTBA,  HEBMiJIe  BUKOPUCTaHHS  HAsBHOTO
KamiTaixy, HU3BKY SKICTb pPOOOTH  MEHEKMEHTY
mianpueMcTsa toio [3].

Iadopmaris po (iHaHCOBUIA pe3yabTar
BifjoOpaxkaeThesl y (piHAaHCOBHX 3BiTax ITiIPHEMCTBA Ta €
3araJIbHOJIOCTYITHOK — 1H(pOPMAI€I0 JUTsI BU3HAYCHHS
PiBHS JIIKBIHOCTI, IIATOCIIPOMOYKHOCTI Ta (hiHAaHCOBOI
CTIMKOCTI MIANPUEMCTBA Ta € TOJOBHUM JDKEPETIOM
iHdopMarii a7 HOTeHIIHHIX mapTHepiB [4].

dinaHCcOBi pe3yJbTaTu 6e3mnocepeHbO
BIJINBAIOTh Ha CTabiIbHICTB, ¢dinancoBy
He3aJIeXXHICTb Ta 3JaTHICTb [0 PO3LIMPEHOro
BiATBOpEHHA MiANPUEMCTBA.

Ha  ¢inancoBi  pe3ynbrath  NIPOMHCIOBOTO

MIINPUEMCTBA BIUIMBAIOTh MapPKETHHIOBI KOMYHiKalliiHi
3aX0AM, SKI  TIOPHEMCTBO  BUKOPHCTOBYE ISt
MPOCYBaHHSA CBOET MPOAYKIi a00/4u MOCIYr Ha PUHOK.
Jo TpamMumiHHUX MapKETHHTOBHX KOMYHIKAIH, sKi

BHUMArarOTb 3HAYHUX T'POHIOBHX BKJIAaACHb 3 60Ky
MiANPHEMCTRA, Oymemo BiTHOCHUTH: pexnamy;
CTUMYNIOBaHHA  30yTy; BUCTaBKM;,; IE€PCOHAIbHUN

nponax; Event — 3axomm; spMapku;, CHOHCOPCTBO. o
HETPaTUI[ITHIX KOMYHIKAIIH, SKi HE BUMararOTh 3HAYHUX
IPOIIOBHX BKJIaJIeHb, OyIeMO BiJIHOCUTH:

— PR - 3amjaHoBaHi, TpuBali  3yCHILIA,
CIPSIMOBaHI Ha CTBOPEHHS 1 MIATPUMKY TOOPO3UUITUBUX
CTOCYHKIB 1 B3a€MOpPO3YMIiHHsI MIX oOpraHizaimiero Ta il
rpoMajchKicTio [5];

— Direct mapketmHr — (¢GopMHM KOMYHIKaLii,
CIPsIMOBaHI Ha BCTAHOBJICHHS MEPCOHAJIBHOIO KOHTAKTY
i3 mokymeM [6];

—  Mepuanpaiizuar — mpodeciiine odhopMIIeHHS
Micis MIPOAAKY, CTPYKTYpYBaHHS iHpopMartii,
PO3MIIIEHHsT peKJIaMHKX MaTtepianis [7];

—  Product Placement — po3mileHHs IpOAYKTY B
peaJbHOMY JKUTTI, BKIIOYCHHS B XYIOXKHIH TBIp
300pakeHHS TOPTOBEIHHUX MAapoOK Ta OpeHIOBaHUX
TPOAYKTIiB 260 3ramka mpo Hux [8];

—  PO3MOBCIOMKEHHSI YYTOK —  MOLIMPEHHS
BiJIOMOCTEH, 10 Yepe3 pi3Hi NPUYMHU HE MOXYTb OyTH
oroJoreHi odimiiao [9];

—  Customer Relationship Management (CRM) —
VIIpaBITiHHA B3a€EMHHAMH 3 KIIEHTAMH — CTpaTerist
KOMITaHii, CIpsIMOBaHa Ha PO3YMiHHS IIOBEIIHKU KIIi€HTIB
JUIS TIJABHINEHHS DPIBHSA YTPUMaHHS Ta 3aJ0BOJCHOCTI
HaiOLIpII TPUOYTKOBUX 3 HHUX, NPU OTHOYACHOMY
3HIDKCHHI BUTPAT 1 301IbIIIeHHI €peKTHUBHOCTI B3a€MOIII 3
wirierrom [10].

Mopenb  BIIMBY  3aXO[iB  MAapKETHHIOBUX
KOMYHIKaIliif Ha (iHAHCOBUH PE3yNbTAT IPOMHUCIOBOTO
MIAMPUEMCTBA 332 PAXyHOK CKJIAJIOBHX KOMYHIKATHBHOT'O
Ta eKoHOMiuHOro edekry (puc.l) mo3Bonsie BiACTEXRHUTH
BIUTUB KOXKHOTO 3aXO0Jly MAPKETUHIOBUX KOMYHIKAIlili Ha
(hiHAHCOBMIA Pe3yabTAT MPOMHUCIIOBOrO MIAMPUEMCTBA.



KomyHikauiitsuit 3axix
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Hesnauni rpomosi BKI1ageHH

Puc. 1. BruuB 3axo/1iB MapKETUHIOBHX KOMYHIKaIliif Ha (piHAHCOBUI Pe3yNbTaT MPOMHUCIOBHX MiAPUEMCTB (pO3p0o0IeHO

aBTOPOM)

[poBeneni MIPOMHCIIOBUM MiANPUEMCTBOM ~ TIJBUILIEHHS  KIJBKOCTI  3aMOBJICHb,  30UIBIICHHS
MapKeTHHIOBI KOMYHIKAlliiHI 3aXO0Id NPU3BOAATH 1O  MapodyHOro Kamitaiay. Y CBOIO uepry, CKIaJoBi
KOMYHIKATUBHOIO  €(eKTy, SKUi BHUPaXKAETbCS Yy  EKOHOMIYHOro edekTy TpHU3BOAATH [0 30UIbILCHHS
JEKIIbKOX  HampsiMKax:  iHGOpPMYyBaHHI  LIBOBOI  MPUOYTKY MiANPUEMCTBA, 1O i 3a0e3nedye QinaHCOBUI

ayAuTOpii; OopMyBaHHI IEBHOT YMKH PO i IIPHEMCTBO
Ta HOro MPOAYKIIiF0; MOOLTI3aLliT CIIOKMBAYIB Ta MOKYIILIIB
Ha TIeBHI [ii; MiBUICHHS PiBHS aKTUBHOI MOMYJISIPHOCTI

MiIIPUEMCTBA; BCTAHOBICHHS CTIMKMX HO3UTUBHHX
acolfaliif; 30IIBIIEHHS JIOSJIBLHOCTI CIOXKHMBAYiB 1
BIli3HABaHHS  OpeHny  BUpoOHuKa.  [lo3uTuBHHUI

KOMYHIKaTUBHUI e(eKT BeJe O eKOHOMIYHOTro eexTy:
30UIBIICHHST YaCTKU DPUHKY; 30UIBIICHHS TOBapooOiry;

pe3yJbTat Horo AisIbHOCTI.

Jus  po3paxyHKy (piHAHCOBOrO pe3yjibTaTy Bill
KOMYHIKaI[IIHOT MisJIBHOCTI MANPUEMCTBA HEOOXiTHO
PO3paxoByBaTH BUTPATH HA KOXKEH 3aCi0 KOMYHIKAITii.

Y Tabn. 1 mnpexacraBieHi Kpurepil BU3HAYCHHS
e(eKTy BiJl KOKHOTO 3aIIPOIIOHOBAHOTO KOMYHIKAIIHHOTO
3ax01y.

Ta6nuus 1 — Kpurepii Bu3HaYeHHS eeKTy BiJl BIPOBAKEHHS MAPKETHHIOBOrO 3aX0.1y (y3arajJbHEeHO Ta IOMOBHEHO

aBTOPOM Ha ocHOBI [5—12])

KomyHikauiitHui 3axig

Kpurtepii Bu3HaueHHs edekTy Bin 3axony

1

2

Pexnama

3arajibHa KUIBKICTh 3BEPHEHbB; KUIBKICTh 3BEPHEHb B PO3Pi3i KOXKHOTO JKepesa, B SKOMY pO3MilllyBanacs
pekJiaMa; MOKa3HUKHM 30yTy 0 i micis peKJIaMHOI KaMOaHii

CruMyJrOBaHHS 30yTy

BIJICOTOK KYyIiBeJb, 3A1HCHEHUX Y Pe3yJIbTaTi peai3alil 3aX0/iB CTUMYJIFOBAHHS 30yTy; BiJICOTOK MOTallIeHUX
KYIOHIB; KUIBKICTh KyHiBeJb, 3MIHICHEHUX YHACTIJOK JAEMOHCTpalii TOBapy; cymMa BHUTpAT Ha IPE3CHTALIIO
TOBApY 3 PO3PAaXyHKY Ha OfiHY TPOLIOBY OAHHMIIIO BiJI TPOJIAXKY TOIIO

IlepconanpHuii mpogax

KIJIBKiCTh BIAJIMX KOHTAKTIB; KiJIbKICTh 3aKa3iB/yroj

CroHCcOpCTBO

MiZIBUIIEHHS PiBHS MOIHGOPMOBAHOCTI CIIOKMBAUiB MPO TOBApH MiINPHEMCTBA B PE3YJbTAaTi CHOHCOPCHKOL
MIATPUMKU TOJIN; CTYNiHb BHUCBITIECHHS MOIil y 3aco0ax MacoBoi iHQopMmalii; 4acToTa 3raayBaHb Ha3BH
MiAPUEMCTBA

Event — 3axonu

KIJIbBKiCTh y4YaCHHKIB; aKTHBHICTh YYacCHMKIB; KiJIbKiCTh Me[ia-KaHaliB, SKi MOBIZOMIISIOTH IMPO MOZII0;
3aJI0BOJICHICTh YYaCHHUKIB; (iHAHCOBI MOKa3HUKHU

PR CTYNiHb OXOIMJIEHHS WLiJdbOBOI ayauToOpii; PO3YMiHHS, BII3HABAaHHS, 3allaM 'SITOBYBAaHICTh EJIEMEHTIB
OBiZOMJICHHST; C(pOPMOBAHE YSIBICHHS PO MiAIMPHEMCTBO
BHUTpPAaTH HAa KOXKHOTO MOTEHLIHHOTrO KJIi€HTAa;KIIBKICTh HOBHX KJi€HTIB (ab0 KINBKICTH BiJBimyBauiB, sKi
BHUSIBHJIM 3alliKaBJICHICTh Yy NOAATKOBiil iH(popmanii); miHHICT OTpHMaHOi iHpOpMaNii MPO KOHKYPEHTIB;
Buctasku/spvapiu KUIBKICTh OTPMMaHHX 3aMOBJIEHb (0OCST 3aMOBJICHB) y IDOLIOBOMY BHpa3i; BUTPATH Ha OJHE 3aMOBJICHHS,

KIJIBKiCTh HOBHX MOCEPEIHUKIB, 3 SKMMH YKIAJIEHO yroay (a0o DOCATHYTO JOMOBJICHOCTI NMPO MiIIMHCaHHS
Yroau); 3ailikaBJeHiCTh, SIKY BUSIBMIM BiJBilyBadi BHCTaBKHM J0 HOBHX TOBapiB IiJIPHEMCTBA; KiUIBbKIiCTh
BiJIBi/lyBayiB CTEH/IiB IIiIIPHEMCTBA, B TOMY YHCJi KEPiBHHKIB I IIPUEMCTB - IOTCHIIHHHUX IIOKYIIIIIB




Kinens tabmumi 1

1

2

Direct MmapkeTHHT

BIZICOTOK BIAT'YKiB, OTPHMaHUX Ha T€ M iHIIE 3BEPHEHHS; KiIbKICTh 3BEPHEHb, SKi HAaIIHILIM O LiIbOBOT
ayauTopii; KUIBKICHI IapaMeTpy 3BOPOTHOI peakuii pUHKY y BHUIISAI yroJ, 3aMOBJICHb Ha TOBapU/IOCIYTH
ITiITPUEMCTBA, HiITBEPUKEHHS IIPOIO3UILIT I3BiHKaMH, (akcaMu, eIeKTPOHHOIO IOIITOK

Mepuanaai3unr

MiBUIICHHS pIBHA IOIH(QOPMOBAHOCTI CIIOXKHMBadiB a00 MUCTPUO’IOTOPIB IIPO TOBApH IiANPHEMCTBA;
IiIBHIICHHS 00CATiB IPOJIaXy TOBAPIB MIAIPHEMCTBA

Product Placement

IIBUIICHHS PiBHS MOIH(GOPMOBAHOCTI CIOXUBAYiB 200 AUCTPHO IOTOPIB PO TOBAPHU MiANPUEMCTBA; CTYIIHb
OXOIUICHHSI L{JIOBOI ayANTOPIl; MiABUIICHHS 0OCSTIB MPOJaKy TOBAPIB IiIIPHEMCTBA

PosmnoBcromkeHHs YYTOK

PO3YMiHHS, BITII3HABAaHHS, 3allaM'ITOBYBAHICTH IIOBIJOMJICHHS; AKTHBHICTh YYacHHUKIB (IepeKa3 YyTOK
HACTYITHUM ayJUTOPIsIM); MoOiJti3alis ayauTopii Ha neBHi aii

Customer Relationship . . . . A
BCTAHOBJICHHS I[OGpO?;PI'«IJ‘IPIBPIX BI1IHOCHH 3 KJIIEHTAMU, IT1IBUILICHHS 06C$IF1B Npoaaxy TOBapiB MIAIIPUEMCTBA
Management
BucHoBKH. Ha (hiHaHCOBMIA pe3yapTaT  eeKTy IO3BOJSE BIJICTEKUTHU BIUIUB KOXXHOTO 3aXOMY

MIPOMUCIIOBOTO TiIIPUEMCTBA BIUIMBAIOTh MaPKETUHIOB1
KOMYHIKaIliiiHi 3aX0/IH, SIKi IiJIPHEMCTBO BUKOPHCTOBYE
JUTS TIPOCYBAHHS CBOET MPOAYKIIii Ha pUHOK. Po3podieHa
MOJIEJb BIUIMBY 3aXO0/1iB MApKETHHIOBUX KOMYHIKalliil Ha
(hiHaHCOBHMI pE3yJbTaT MPOMHUCIOBOTO IiIPHEMCTBA 32
PaxyHOK CKJIaJIOBUX KOMYHIKaTHBHOTO Ta €KOHOMIYHOTO
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