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MAPKETUHTI IHTENNEKTYAJIbHOIO KANITANY

O.A. Kapniok
Kumomupcokuti deporcasnutl ynisepcumem im. leana @panka

Y cmammi 3pobreno cnpoby ananizy nOMAmMIUHO20 anapamy MepMIHIE «MApPKemuHe
3HAHLY, «MAPKEMUHZ [HMENeKMYaIbHO20 Kanimanyy ma ix CKIa0o8UX eNleMeHMIs.
Poszenanymo memoou oyinku iHmenexmyanbHo20 Kanimany KOMNAHii, cghopmosano
KOMNIeKC MapKemuHey 015t cghepu 0ceimu sk 3 NO3Uyii npoo0asys, max i CRONCUBAYA.

Knrouoei cnosa: mapxemune iHmeneKmyaibHo20 Kanimauy, MApKemuHe 3HAHb |
0C8imu, KOMNIEKC MAPKEMUH2Y, MAPKEeMUH2 OP2aHi3ayitiHo20 Kanimany, MapKemuHe
CHONCUBAULKO20 KANIMATLY, MEMOOU OYIiHKU IHMENeKMYAIbHO20 KANIMAJ).

Ha nymxy anrmiiicekoro ekoHoMicta A. Mapinamia, 3HaHHS SIK HAHITOTY KHIIIN
JIBUTYH BHPOOHMIITBA JO3BOJISIOTH JIFOJSM ITiIHOPSAKOBYBATH IPUPOAY 1 3aJ10-
BOJIBHATH BJIacHI moTpeOu. HaBiTh KOHKYpEHTHI IiepeBary mepexo/sTh Ha OiK THX,
XTO 030pO€HUI 3HAHHSIMU, JOCTATHIMU IUIsl (DOPMYITIOBaHHS 3aBaHb, X BHPIIICHHS
¥ OTPUMAaHHSA 3 IOTO BUHATOPO I [6, . 92].
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VY cydacHMX yMOBax iCTOTHO 3pOCTa€ 3HaYECHHS OCBITH 1 HAYKH SIK (paKTopa, SIKHA
JIa€ 3MOTY JIIOJIMHI TPaMOTHO KEpyBaTH €KOHOMIikOr0. Ha piBHI KpaiHu OCBIYEHICTH
HaCeJIeHHs1, HOTO CIIPOMOYKHICTh 3/[IHCHIOBATH MapKETHHT 1 MEHE/PKMEHT iH(opMaltii,
3HaHb CTA€ OJHIEI0 3 HAWBAKIIUBIIINX KOHKYPEHTHUX IIEPEBAr.

[IpobneMr MapKETUHTY IHTENEKTYaJbHOTO KaIliTaly JOCTIHKYIOThCS B €KOHO-
MIYHIN JiTepaTypi mepeayciM K 3aci0 MiABUIIEHHS e(PEKTUBHOCTI MiSJIBHOCTI Iif-
MPUEMCTB Ta OpTraHizalliid, 30KpemMa B MpalsiX TAKUX JTOCHIIHUKIB, sk A.B. Andepos,
A.B. banamog, I1.B. bapmin, FO.I'. Bacin, JI.I. Banuyxina, FO.C. Bacuibe, O.B. Buii-
HeBcokuid, H.M. Bunorpagos, B.B. Baamumupos, A.B.IsanoB, M.E. Kopsris,
€.H. Muxaiinosa, €.B. Mapkina, O.B. CarinoBa, A.A. CuianpkoB, A.B. ®enoros,
C.A. ®inatos, T.B. FOp’eBa Ta iH. 3Ha4HUI BHECOK y JTOCHIKEHHS MTPOOIEMaTHKH
OCBITHROI'O MAapKETUHTY BHECIIH Taki 3apyOikHi aBropw, sik T. biep, C. I'pimOnar,
M. Jonence, 1. Hoppic, Ix. Crirmin, . Jlesic, J.Xennen, T.Iymsra. Oxpemi
ACIIEKTH OCBITHBOTO MapKETUHTY PO3rIsiaatoThest B nipaisix B.I1. Aunpymienka, B.A.
Bbanuxina, C.A. Benskopa, A.l. I'anarana, O.A. I'pimmuosoi, C. XKapoi, 1.I. Kuuko,
C.B. Kisanoga, O.A. Kparra, B.I'. Kpemens, €.€. Macauitinoi, FO.€. [Terpyni, I".B.
Cemeko, T.O. Conomanizina, A.l. Cy6erro, B.B. UekmapboBa Ta iH.

[MuranHs DOCHIPKEHHS KaTeropiiHOro amapary i3 3a3HaueHoi NpoOiieMaTHKU
KBABO JUCKYTYIOTCS B HAayKOBHX Koiax. OcOONMBO CyINEpewIMBUMH € JTyMKH
HAYKOBIIIB I[OZI0 BHU3HAYCHHS TEPMIHIB «MapKETUHI 3HAHB» 1 «MAapKETHUHT
IHTEIEKTYaJbHOrO KarmiTany». HediTKicTh TpakTyBaHHS TAHMX KaTeropiii oOyMOBHIIH
HEOOXITHICTh IPOBEICHHS JOCIIKCHHS.

3Bakalo4M Ha aKTYaJIbHICTh BHKIIQJICHHX MUTaHb, METOIO CTATTI € 3’SICYBaHHS
MOHATIMHOTO anapaTry KaTeropii «MapKeTHHT IHTENEeKTyaJlbHOTO KalliTamay», BH3-
HaYeHHS CKJIAJOBUX ii eJIEMEHTIB.

Ha nymky €.B. CaBenbeBa, CyTh TOHSTTSI «MapKETHHT 3HAHB» PO3KPUBAETHCS Y
TaKUX TIIyMayeHHSX:

— «MapKETHUHT 3HaHb» — € CKJIaJIOBa MAapKEeTHHTY (PpipMHU, TOOTO MapKeTUHT ii
HeMaTepiaJlbHUX aKTHBIB;

— «MapKETHHT 3HaHb)» — II¢ BCTAHOBIICHHS MAPTHEPCHKUX B3aEMOBITHOCHUH MiX
¢ipMoto, ii ciBpoOITHUKaMHU Ta KIIIEHTaMH (CIIOXKMBaYaMu) Y TIPOLIECi CITiBIpalli y
¢dbopMi HemMaTepiallbHOrO aKTHBY 3 METOI0 OTPUMAaHHS MaKCHMAlbHOTO MPUOYTKY
[6, c. 94].

Ha mpotuBary 3anporoHoBaHOMY MiIXOMy, pociiicbkuii BYeHU A. [TlaHKpyXiH
CTBEP/UKYE, IO MApKETUHT 3HAaHb WiANPHUEMCTBA BITHOCHTHCS IO MapKETHUHTY
THTEJIEKTYaJIHOTO KaIliTaly SK CKJIaJI0BOi YACTWHH MApKETHUHTY ITiIIPHEMCTBA, IO
BKIIFOYa€ MApKETUHI HeMaTepialibHuX akTuBiB. KpiMm TOro, aBrop Hamossrae Ha
BHOKpPEMJICHHI B CTPYKTYpl MapKETHWHTY IHTEIEKTYaJbHOTO Karitanry — «Map-
KETHHTY CIIOKHUBAIbKOr0 (KJIIEHTCHKOI0) KaIliTady», 10 BKIHOYAE CHCTEMY 3B’ SI3KIB
1 HaJaro/PKCHUX BIJHOCHH 13 KII€EHTAMH Ta CIOKHABAa4aMH, SKi CIPHUSAIOTH
eexTHBHUM KOMYHIKallisiM. BapTo 3ayBaXkuTy, 110 JOCHTH OOIPYHTOBAHUM € T1IX 1T
A. TlaHkpyXiHa /O BH3HAYEHHS CKIIQJIOBUX CJIEMEHTIB MApKETHHTY IHTENEeK-
TyaJIbHOr'o Karitany (puc. 1).

MapKkeTuHr JIFOACHKOr0 KaIliTalty sIK TEPIIMH KOMIIOHCHT BKITIOYA€ MApKCTHHI
po6oY0i cuin (HepCOHEUIy) Ta p060111/1x MICIIb Ha PHHKY mpaili, a TAKOK MAPKETUHT
pobounx Miclb, BIJTHOCHH i1 Kap’epH Bcepemzml ¢dipmu. O6’exToM yBaru Map-
KETHHTY, HacamIiepell MapKeTHHTOBUX JOCHi/DKEHb Ha PHHKY IIpalli, 3a3BUYaii
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BUCTYINAIOTh TEHJCHINI 1 MPOIECH PO3BUTKY PHHKY pO0OYOi CHIIM, BKIOYAIOUU
aHami3 3MIiHA EKOHOMIYHUX, HayKOBo-TeXHquHx neMorpadiuyHnX, COLiaTbHUX,
EKOJIOTIYHUX, 3aKOHOJABYMX Ta IHIIMX (PaKTOpiB. JlocmmKeHH;I pOOOTONABIIIB SIK
CIIOKUBAYiB pOOOYOI CHJIM JO3BOJISIE BH3HAYUTH 1 JOCIHIJIUTH BECh KOMILIEKC
YHHHHKIB, SKAUMH KEpYyIOThCs poOOTOAaBIli Mpu BUOOpi poOoyoi cuiu. 3rigHo 3
KOMIDIEKCOM MapKeTHHTY 4P, MapKeTHHT poO040i crim rependavae:

— product — JOCHIDKEHHST TOBapy «poOoya cujiay Iepeadavae BHU3HAUCHHS
BIJIMIOBITHOCTI XapaKTEPUCTHK IPAIiBHUKIB Ha PHHKaX poOOUYoi CHIIM 3amuTam i
BHMOTaM POOOTOIABIIIB, @ TAKOXK aHaJi3 X KOHKYPEHTOCIIPOMOXKHOCTI;

— price — IOCIIIPKEHHS I[IHK po0040l criin (3apo0iTHOT IJIATH) CIIPSIMOBaHEe Ha
BHU3HAYEHHS BapTOCTi poOOYOI CHITH, BUTPAT OJHOPA30BHX 1 MOTOYHHUX TEHJICHIIN Yy
(hopMyBaHHI LIIHK Ha KOHKPETHI BUIM pOOOYOT CHIIH;

— place — BuBYeHHS HOPM 1 METOJIIB pEryJIFOBaHHSI PO3IMOALTY POOOUOI CHIN Mae
Ha METi BU3HAYCHHS HaWOUIbIN e()eKTUBHMX IIISXIB 1 CIIOCOOIB MpalieBalTyBaHHSL.
lonoBHUMHU 00’€KTaMH aHAII3Y CTAlOTh KaHAJIM TIPAllCBNIAIITYBAHHS, TOCEPETHHUKY,
(dhopMH 1 METO I TIpaIlCBIAIITYBAHHS;

— promotion — JOCTI/PKEHHsI CHCTEMH KOMYHIKaIliii Tiepe10ayac BUBUCHHS CTHMY-
JIFOBAHHS MOIUTY Ta MPOIO3HUILil poO0YOT CHITH, IPOBEACHHS PEKIIAMHOT JisTIBHOCTI.

" ] Manke oBonof ; MapxketuHr
KETUHT YOI CHIIH .
APKETHHT 3HaHb i p 6o p - iHTEIEeKTyanbHUX
YUX MiCIb e
OCBITHIX MOCIIYT p a MPOAYKTIB i MOCIyT
f/ »
MapxkeTunr

IHTEJICKTYaJIbHOTO KaItiTany

/\

MapKeTHUHT opraHi3aniiiHoro MapKeTHUHT CIIOKUBALBLKOTO
KaIrTary: (KJIIEHTCHKOT0) KaIriTaay
TEXHIYHOTO 1 MPOrpaMHOTrO (Relationships marketing):
3a0e3MnedYeHHs; ITaTeHTIB, JIIEH31H, B3a€EMOBIHOCHH i3 CIIOKHMBadaMu;
aBTOPCHKHX IPaB; TOBAPHUX MapTHEPCHKUX B3a€MOBITHOCHH.
3HAKiB; OpraHi3aliifHoOl CTPYKTYpH;

KyJIBTYPH OpTraHi3arii.

Puc. 1. Cxi1a10Bi ejleMeHTH MAPKETHHTY iHTEJIEKTYaJILHOI0 KamiTary

MapkeTHHT 3HaHb 1 OCBiTH. 3HAHHS 1 OCBITa SIBIISIOTH COOOKO OAHY 3 HAWOLIBII
OYypXJIMBO 3pOCTAIOYMX 1 TIEPCIEKTUBHUX cep EKOHOMIKH. TeMn iX MIOpiYHOro
3poctanHs gocsrae 10—15 %.

lonoBHUM crO)KMBaveM 3HAHb € OCOOMCTICTh, OJHAK IOBHOIIHHA peati3allis
HAOyTOT0 OCBITHBOTO TIOTEHIIANy CTa€ MOMJIMBOKO JIUIIE TPH aKTUBHOMY
3aJlydeHHI 0 I[bOr'0 MPOIIeCy MIANPHEMCTB 1 Oprasizailiii, 00’eqHaHb TPOMaJsH,
SKI HE TUIBKH TPHUBIIACHIOIOTH PE3yNbTaTH (YHKI[IOHYBAHHS OCBITHBOTO ITOTEH-
1iajny, aje i 3a0e3MeuyoTh YMOBH JIJIS HOro pO3ropTaHHS.

[IpuBabnuBicTs oOpranizaiiii, ¢ipMu Oe3MOcepeHbO IOB’S3aHA 3 THM, SKI
MOXKJIMBOCTI BOHA HA/IA€ CBOIM CITIBpOOITHUKAM (B T.4. MAOYTHIM) JUISI ITiIBUIIICHHSI
OCBITHBOT'O PiBHSL.
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Tabnuya 1. KoMIuieke ejieMeHTiB MAPKeTHHIY OCBITHIX 1ocJIyr

3 no3uuii npogasIst 3 mo3uiii criokuBaya

Product (mpoaykT) — OCBITHS mocyra. Customer value — HiHHICTb OCBITHBOI
HOCIIYTH IJIsI CIIO)KUBAYa.

Promotion — peknama, PR, indopmaniiino- | Communications (koMyHikanii) —

IporaraHaucTchbki Matepianu. Iponec CIIJIKYBaHHS 13 IIPEACTaBHUKAMU
IIPOCYBAHHS OCBITHBOI IOCIYTU TIOBUHEH HaBYAJIbHUX 3aKJaiB, OTPUMaHHS
BKJIFOYATH TaKi €Tamnu: nepconidikoBanoi iHdopmanii mpo Ti
- 3aBOIOBATH yBary CIOXHBayiB; HIEpeBary, ki OTPUMYE CIIOKHUBAY y
- 3al[IKaBUTH CIIOXHMBaYa B IIOCIIYrax; KOHKPETHOMY HaBYaJIbHOMY 3aKiIafi.

- BUKJIMKATH Oa)xxaHHs 1X NpuadaTy;
- CIIOHYKATH aKTHBHI Jii 3 60Ky
MOTEHIIIHHOIO CITOKHUBAYa.

BiJIBilyBauiB).
People («People costy») — nepconai, sikuii Customer care — TypOoTa i miKITyBaHHs

Ge3nocepenHbo Oepe ydacTb y BUPOOHHIITBI | IEPCOHAILY PO CIIOXKMBA4a OCBITHIX
I IpoJlaXKy OCBITHIX IOCIYT. MOCHYT.

Price — miHa OCBITHIX IIOCIIYT. Costs — 107aTKOBI 0OCOOUCTI BUTPATH
& | BusHauaeTbcs Ha OCHOBI TakuX (akTopiB: CIIO)KMBAYiB Ha OZlep KaHHS 1
E BUTpATU HaBYAIbHUX 3aKJaliB Ha BUKOPHUCTAHHS, CIIO)KMBAHHS OCBITHIX
g BUPOOHULITBO IIOCIYT; IIOCJIYT; CIiBBiJHOLIEHHS 3aTpaT
E CTYNiHb JudepeHwialii OCBITHIX IOCIYT; CIIO)KHBaya i MPOrHO30BaHOTO e(EKTY,
.E | HiHHICTH OCBITHIX MOCIYT JUIS CIIOKHBAyYa. SIKMM 31aTHUI IPU3BECTH 10
§ poeciiiHOro 3pocTaHHs NpaLiBHUKA.
E Place — TepuropianbHe po3MillIEeHHS Convenience — 3py4HICTb (Ha CKiJIbKH
5 | OCBITHIX 3aKJIaiB i CEPEOBHILE, L0 iX 3PY4YHOIO € JIOKai3allisl HaBYaIbHOIO
§ OTOUYE. 3axany s cnoxuBadiB OlII Ta iHmmx
=

Proof (physical evidence) —oka3u cToCOBHO
TOrO, 1110 CIIOKUBAY OTPUMAE IOCIIYTY, SIKA
Bi/TOBi A€ Horo norpedam (BiAryku
CIIOXXHMBAYiB, peKOMEHAallii, cepTudikaTy,
pe3yiabTaTi KBasli(hikalifHUX ICITUTIB,
JTUTJIOMH, HarOpOJIx TOILIO).

Process — HisUIbHICTB IPOJIABLISL OCBITHIX
TOCITYT I1I0/I0 TIPOLECY HAJIaHHS BIATIOBIHHUX —
TIOCITYT.

Jnst oOrpyHTYBaHHS KOMIUIEKCY MapKETHUHTY Y c(epi OCBITHIX MOCIYT BapTo
3aCTOCOBYBATH JIOJATKOBI €JIEMEHTH, 30KpeMa Jirojachki pecypcu (People cost). ¥V
HaykoBiii mpami «The Practice of Educational Marketing in Schools» amepukaHcbKi
nociigauku C. Jlxefimc ta P.®ininc momaroTh HOBI €IEMEHTH MapKETHHI-MIKCY Y
cepi ocith, siki mo3Ha4YaroTh Tiporiec (Process) Ta ominky Hamanux nociyr (Proof)
[2]. Taka monenb gicTana Ha3By «7P», Ha mporuBary mMozeni «5P», B sKili BBeIEHO
HOBHH I’siThil eneMeHT — o (People). TakuM 4rHOM, TIPOBEIEHI JOCIIKEHHS
JIO3BOJISIFOTH  CHOPMYBATH KOMILIEKC MApKETHHTY Uil cepH OCBITH SIK 3 TO3MIIii
MPOJABIIS, Tak i crnokuBava. JlaHa KoHIemis mictana Ha3By «4C» (aHri. custom
mer — crioxkuBay). KoHrernrist Briepiie 3anpornonosana b. Jloreoopraom B 1990 porti.
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Tounwmii TPOIIOBHIT €KBIBAJIECHT BAPTOCTI 3HAHB Y (pipMax BayKKO BU3HAYMTH, TIPOTE
KOMIIaHil Ta BapTiCTIO 1l MaTepialbHUX aKTHUBIB € OJHUM 13 TMOKa3HWKIB BapTOCTI
HeMaTepiaJbHUX aKTUBIB. JOCTIHKEHHsI MApKETUHTY 3HAHb CBITYATh, IO TUILKH BiJ 6
1o 30 % BaprocTi ycHinHoi KOMMaHil Mpunajgae Ha aKTUBH, SIKI BiIOOPaXKAIOThCS B
OaJlaHCOBHIX 3BiTaX; iHIIE — 1€ HEMaTepialbHi akThBH [6, ¢.100].

Tabnuya 2. MeToAN OUiHKHU iHTeIeKTYaJbHOI0 KaNiTaxy KoMIaHii

Ne Haza INopsimox obuncneHHs
1 Meronu npsIMOro BUMIpy Ha ocHOBI iHTerpasbHOI OLIIHKM KOMITOHEHTIB
IHTeNeKTyabHOro Kamnitaiy (Direct IHTEJIEKTYaJIbHOrO KariTally I1iIpHeMCTBA.
Intellectual Capital methods — DIC)

2 MeToz pUHKOBO] KariTani3arii BuszHauaeThbest SIK pi3HULE MDK PUHKOBOIO BapTiCTIO
HeMaTepiaiabHuX akTuBiB (Market (bipMH Ta BIIACHUM KaIliTaJIOM ii aKLIOHEPIB
Capitalization Methods — MCM) (y4acHUKIB).

3 Meron Binnadi aktuBiB (Retum on Po3paxoBytoThCsl Ha OCHOBI hopMyITu:

Assets methods — ROA) cepenHii JoXi1 KoMIaHii — rmoaaTku —

BapTICTh MaTePiIbHUX aKTUBIB.
JlaHuii MOKa3HUK OPIBHIOETHCS 13 AHAIOTTYHIM
MOKAa3HUKOM ISl TaJTy31 B IIUIOMY.

4 Meron nigpaxyHky 6aiis (Scorecarg InenTudikyroThCs pi3HI KOMIOHEHTH
Methods — SM) HeMaTepiaJbHUX aKTUBIB, TEHEPYIOThCS Ta
ITIICYMOBYIOTbCS IHIMKATOPH M 1HAEKCH Y BUIISAAL
I paxyHKy OajtiB.

MapKeTHHT IHTEJIeKTYallbHUX TPOAYKTIB 1 mocmyr. nst Oimbmiocti mammx i
CEepeHIX MiANPUEMCTB MApKETHHT MPOAYKII 1 TMOCIYT € JOCHTH CKIIAHOK MpOoo-
nemoro. I[HTenekTyanbHa BIACHICTh, V BUMAAKY ii e€(pEKTHBHOTO BHKOPHCTAaHHS, €
BRXJIMBAM IHCTPYMEHTOM JUIsSi CTBOPEHHS IMiDKy Oi3Hecy B ysBI HHHINIHIX 1
MOTEHIIHNX KITIEHTIB a00 JUIst JToKaiizalii Oi3Hecy Ha puHKYy. [IpaBa iHTENeKTyanbHOT
BJIACHOCTI Y MOETHAHHI 3 IHIIMMH IHCTPYMEHTaMH MapKETHUHTY (TaKUMH, SK pekiama i
IHIII 3aXO/IH IIO/I0 IIPOCYBAHHS TOBAPIB) € BAXKIIMBUMH IS TOT'O, 11100:

— BIIPI3HATH MPOIYKILIO ¥ MOCTYTH i pOOUTH X JIETKO pO3ITi3HABAHUMU;

— MPOCYBATH MPOAYKIIIIO i TIOCIYTH 1 3700yBaTH MOTEHIIHHY KIIEHTYDY;

— nuBepcu(iKyBaTH PUHKOBY CTPATETit0 3 O0IIKOM Pi3HUX [UILOBHX T'PYII;

— 30yBaTH MPOIYKIIIO 1 MOCIYTH B IHIIIMX KpaiHax.

MapkeTHHT oprasizaniiHoro kamitary. OprasizamiiHui KariTaa — Ta 9acTHHA
IHTEIEeKTYyaIbHOTO KaImiTaly, sika CTOCYEThCsl opraHizanii B ninomy. Lle npouemypwu,
TEXHOJOTIl, CHCTEMH YIpaBIiHHsA, TEXHIYHE 1 TporpaMHe 3a0e3leuCHHS,
OPICTPYKTYpa, HaTeHTH, OpeHMHU, KyJbTypa OpraHizailii, BIJHOCHMHU 3 KJII€HTaMH.
Opranizaniiinuid Karmitan — Iie opraHizaiiiiHi MOJIHBOCTI ipMu BimmoBicTH Ha
BMMOTY PHHKY. BiH BimmoBimae 3a Te, sSIK JFOJCHKHIA KaliTajl BUKOPHCTOBYETHCS B
opraHi3alliifHuX cucTeMax, nepersoprotoun iHdopmarliro. OpraHizamiiHuil Kamiran
BKJIIOYA€ TaKi €TEMCHTH:

1. MapkeTHHT TEXHIYHOI'O i MPOrpaMHOro 3abe3reueHHs. PiBeHb 3a0e3neueHoCTi
Oyab-sKO1 opraHizalii pecypcaMu Juis 3AiHCHEHHS LIJIOBOI JISUTBHOCTI 3aBXKIu OYB
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OJTHUM 13 HaWOUIBbII BaroMMX apryMeHTiB i MEpPCIEKTHBHOCTI, MPHUBAOIMBOCTI.
lono mporpamHOro 3abe3meveHHs, TO HAETbCS HacamIepes TMpO YIPaBIiHHS
Oi3Hec-npoliecamu, ekoHoMiuHI Tiporpamu pipmu «1C» (Hanpukiaa, Ipo CUCTEMH
Oyxranrepchbkoro oONiIKy 3a MDKHAPOJAHUMH TpaBwiamu), mpo cucremu ERP
(Enterprise Resourse Planning — iHTerpoBaHi cHcTeMHU IUIaHYBaHHS peCypCiB
MiANPUEMCTB, IO OXOILTIOIOTH BECh CIIEKTP BUPOOHUYHX 1 YIIPABIIHCHKUX (YHKITii)
i E-CRM (enektponni cucremu Customer Relationships Management, mo m03-
BOJISIIOTH 30MpaTd, CHCTEMAaTU3yBaTH, aHAJ3yBaTd U pe3ydbTaTHBHO BUKOPHC-
TOBYBAaTH iH(pOPMAII0 PO KIIEHTIB, IXHI B3alHUTH, NOTPeOH, MpodIeMH i
MOJKJIMBOCTI, TPAIULIil TOBEIIHKH ).

2. IlarenTn, mineHsii, aBTopchke npaBo. OTpUMaHHS MATEHTIB 1 JIEH31H — 11e
BOKJIMBHIA 3aci0 MapKETHHTY IHTCICKTyaJIbHOro Kamitany ¢ipmu. Toprisis
OTPUMaHHMMH JIIICH3ISIMH - 11€ HOTr0 MOAAJIBIINNA pO3BUTOK. HalOUIbII PUHIIUITOBI
JUIs. BUPINICHHS B MapKETHHTY JIIEH3iil mpobieMu MiHOyTBOpeHHs. OCHOBHUX
METO/IiB PO3paxyHKy IIIHM JIIIeH3ii JBa: Ha OCHOBI pPO3MIpy MPOTHO30BAHOTO
npuOYTKY TOKYMIISE i HA OCHOBI posuITi (MEpiOAWYHUX BigpaxyBaHb y BHUTIISIL
(iKCOBaHUX CTABOK).

3. MapkeTHHT ToBapHUX 3HaKiB. L{eil pi3HOBH MapKETHHTY Tiepeidayae akTHBHY
poOOTY 31 CTBOpEHHs, MIIBHINEHHS I[IHHOCTi, MPOCYBaHHsS 1 TPOAa)xy OpeHIIB.
Bpenn nmotpibeH BUPOOHMKAM 1 TOPTIBIIO HAacaMmIlepe JJis TOro, 100 MOKYIIelbh He
BiJuyBaB OakaHHS MEPEBIPATH SKICTh TOBapy i OyB TOTOBHI 3aIIaTHUTH 33 TOBAp
OuTbIlle, HDK 3a aHANOriYHMH, ajne O0e3 OpeHay. bpenauHr nepenadayae KOMILICKC
iHpOpMaLiHHUX PO3POOOK i3 3aITydeHHS PI3HUX CHELIATICTIB Y raly3i eKOHOMIKHY,
COI[IOJIOTT, MCUXOJIOTI], CEeMIOTUKH, An3aiHy Tomo. OCHOBOI CIY)KHTh 3arajibHa
MapKETUHIOBa KOHIICMINiS, IO BKIOYae mpuBaTHI KoHmemnuii PR, pekmamu,
MPOCYBaHHSI, MPSMOI TOMITOBOT PEKJIaMH, BUCTABOK, PO3MIIIEHHS MPOIYKTY TOIIO.
lonoBHUI apryMeHT MapKETHHTY OpeHIIiB — IXHS IIHHICTH JJIS MAPHEMITIB, IO
BHU3HAYAETHCS CTYNCHEM BW3HAHHS CIIOKMBauyaMH. [OIOBHA MapKETHHIOBa
XapakTepucTuka OpeHny — npuxuibHiCTh TokynmiB (brand loyalty), 1o
BHMIPIOETHCS KUIBKICTIO TOKYIIIIB, SKi BiJJIalOTh IepeBary JaHOMY OpeHIy Ha
nporuBary iHmmM. [lpyruii 3a 3HAuUCHHSM IIOKa3HWK OpeHIy — Iie CTYIiHb
moiH(OpMOBaHOCTI MOKYMIIB po Openy (brand awareness) [4].

4. MapkeTuHr opraHizamiiHoi cTpykTypu ¢ipmu. OpranizamiiiHa CTPyKTypa B
CHICTEMI YIPaBIiHHS Ma€ TOJOBHE 3Ha4eHHs. BoHa BimoOpaskae piBeHb COIMIAIBLHO-
EKOHOMIYHOTO PO3BUTKY OpraHizamii Ta I MEHEIKMEHTY, CTYIHb TEXHIKO-
TEXHOJIOTIYHOT 3pinocTi, (OpMH OpraHizailii BUPOOHMIITBA Ta IHII 00’ €KTHBHI
O3HaKH PO3BUTKY 00’€kTa 1 cy0’€KkTa ympaBiiHHs, Horo ¢ijgocodiro, crparerito,
3arajbHy OpI€HTAIlil0 PUHKY. 11 MapKeTHUHTy opraHi3aliiHoi CTPYKTypu GipMu
BaXJIMBO, MO0 I CTPYKTypa Oyja IO3WIIOHOBaHA Ui KIEHTIB HE TUIbKH SIK
BIIKpHTa, ajie 1 AK CydacHa, JUHAMIYHA, 110 aJCKBAaTHO BimoOpa)kae cTpaTerivHi
YCTaHOBKH (hipMu, i1 OpiEHTAIiF0 Ha CIIOXKMBAYa 1 HaJla€ MOXKIMBOCTI IS HAUOUTBIIT
MOBHOT'O PO3KPHTTSI TIOTEHIliay He TUTbKK camoi ¢ipMu, a # THUX opraHizamidi Ta
OKpEMHMX OCI0, sIKi 3 HEIO B3aEMOJIIIOTh Uepe3 pealizallito MPUHIUIIB MapTHEPCTBRA.

5. MapkeruHr KyJbTypH oprasizaiii, QipMi. ¥ 1[bOMy MapKETHHTY BUPIMIATBHY
poNb Bifirpae iHCTpyMeHTapid 3B’s3kiB 3 rpomanchkicTio (PR). Takox Benmke
3HAUCHHS Ma€ Micist Gipmu [4].
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6. MapkeTuHr crnoXuB4Yoro (Ki€HTChkoro) kamitanmy. CroxuBumii abo
KJIIEHTCHKUI KaImTaa — II€ KalliTal, 0 CKIAAAE€TEC 13 3B S3KIB 1 CTIHKHX BIJHOCHH
3 KIIiEHTaMHu Ta criokuBadamu. OJiHA 3 TOJNIOBHUX IIiJiel (OpMyBaHHS CIIOKHBYOTO
KaIliTaimy — CTBOPEHHsI TaKol CTPYKTYpH, KA JO3BOJISE CHOKUBAYy MPOIYKTUBHO
CITLIKYBATHCS 3 TIEPCOHAIIOM KOMIIaHii.

VYce wacrinie B KOHKYPEHII 3a CIOKMBa4a MEpeMararoTh Ti, KOMY BIA€ThCS
CTBOPHUTH TOBAap, SIKU HE MPOCTO Ma€ TEBHI (YHKIIOHANBHI «TEXHIYHI» SKOCTI 1
Oe3reyHni y BUKOPHCTaHHI, ajie ¥ CYNpPOBOKYETHCS BIIIOBITHHM CEpBiCOM,
CIpUsE MIIBUIICHHIO COLIAIBHOIO 1 0COOMCTICHOTO CTAaTYCy KJIIEHTA, 110 BHOCHTH
BKIIQJ B TIEBHY OCOOHMCTICHO-3HAYUMY JiSUTBHICTH KIIEHTA, HOTO PO3BUTOK,
0COOJIMBO CAMOPO3BUTOK. Y Cy4acCHOMY MAapKETHHTY B POJIi CIOXKHMBaya BHCTYIA€E
HE TUTbKU KIHIIEBHU KII€HT, ajie # yci 1HII YyYaCHUKH PUHKOBHX BITHOCHH — JIi€
MPHHIUIT TIOCTIHHOI iHBEpCil MOKYMI 1 MPOJABI: BOHH IMOCTIMHO MIHSIOTHCS
MICIISIMH, POJIsMU [4].

7. 3B’SI3KHM 3 KITIIEHTAMU — MApPKETHHT JIOBTOCTPOKOBHUX TMAPTHEPCHKUX BIHOCHH
(MJIIB, Relationships Marketing) — 11e 6aanc iHTepeciB TPhOX TOJIOBHUX CY0 €KTIB:
CIIOKMBaya, CYCIUIHCTBA, BUPOOHMKA; IE TOYHIIIE — CHUTBHICTh BITYYTTIB 3i
CIIOKMBAaueM, CTaBJICHHS JIO KITIEHTA, SIK J0 caMoro cebe, aie 3 ypaxyBaHHSIM HOro
iHauBiTyansHOCTI. Lle cyyacHui eran po3BHTKY CTPATEriyHOro, COIialbHO-STUIHOrO
MmapkeruHTy. Cy0’ektamu M/ITIB BHCTymaioTh BUpOOHHKH, CIIOKHBAYi i mocepes-
HUKH. JIOBipYi BiZIHOCHHU B CyYacHMX YMOBaX CTalOTh BAXKJIMBIIIMMHU, HDK HH3BKI
I[iHK, akTHBHE (i HAaB SI3NIMBE) MIPOCYBaHHS TOBAPY, Cy4aCHI TEXHOJOrI (X04a BiH cam
Ha HHUX CIUPAETHCS). [HIMBiAyaTbHUI MapKETHHT BJKE CTAB OCHOBOIO HOBOT'O CTHIIIO,
HOBOI'O PI3HOBHY YIPABJIHHSI — MEHEHKMEHTY B3a€MOBIIHOCHH 31 CIIOKHBaYaMu
(Customer Relationship Management — CRM). Po3BuUHEHICTh IHIMBITYaJIbLHOTO
MAapKETHHTY 1 KOHKPETHI TMPHUKJIaAM HOro peaisaiii — HaHOLIbII Ji€BUN apryMeHTH
CIIOKUBYOTO Karitany GipMu.

BUCHOBKM

JisnpHICT 13 3aCTOCYBaHHSI BKE HarpoMaJDKCHUX 3HaHb W OTpUMaHHS HOBOT
iH(OpMaIii CTBOPIOE MepeyMOBH JUisi (POPMYBaHHsI OpraHizallii, 10 HABYAETHCS, a
MapKETHHT 1HTEJIEKTYAIBHOIO KalliTaly CTBOPIOE YMOBH, 3a SIKUX HeMaTepiaibHi
AKTHBH MAMPHEMCTB TIEPETBOPIOIOTHCS B PI3HOBU/I IHBECTHIIIMN.

Ha nepxaBHOMY piBHI PO3BHUTOK MApKETHHTY IHTEJIEKTYAIBHOI'O KaIliTary
3HaHb OBUHEH 3/1IHCHIOBATHCH 32 TAKUMH HaIpsIMaMU:

—npuadaHHsA ¥ ajanTailis T00aJbHUX 3HAaHb, HEMaTepiaJbHUX aKTUBIB, a
TaKOX PO3BUTOK cepH 3HAHb Ha MICIIEBOMY DiBHI,

— IHBECTHIIIT B JIIOACHKUI KariTaj IS PO3IIMPEHHS MOXKIHMBOCTEH 3aCBOEHHS
Ta 3aCTOCYBaHHS 3HAHb;

— IHBECTHIIIi B TEXHOJIOTI, 10 JOMOMAaraTh 3700yBaTH 1 3aCBOIOBATH 3HAHHS
[6, c. 95].

Po3BUTOK cydacHHX IHHOBAIIIMHUX I1H(QOpPMAIIfHUX TEXHOJOTI BHU3HAYAE
OCHOBHI 3aBJIaHHs Y chepi MapKETHHTY IHTENEKTyaIbHOT O KaIliTary:

— aKyMYJIIOBaHHS IHTEIIEKTYaIBHOTO KaIliTaly;

— BUSBIICHHS Ta MIOIIMPEHHS HAasiBHOT iH(pOpMAIIii 1 JOCBiAY;

— CTBOpEHHS NepelyMOB JUIsl IOMIMPEHHS ¥ nepenadvi 3HaHb [6, c. 96].
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MAPKETUHI UHTEJIJIEKTYAJIbHOIO KANMUTAJA

O.A. Kapniok
Kumomupckutl cocyoapcmeentulil ynugepcumem um. Meana @panxo

B cmamve coenama nonvimka amanuza HNOHAMUUHO20 annapama MmMepMuHos
«MApKemuHe 3HAHULY, «MAPKeMUHZ UHMELIeKMYaibHo20 KAnumana»y u ux
cocmasnaowux nemenmos. Paccvompensr memoobl oyenku unmenieKmyanbHo20o
Kanumana KOMAGHUY, COPMUPOBAH KOMITIEKC MapKemuHea 015 cghepvl 00pazoeanus
KaK ¢ nO3uyuu npooasya, max u nompeoumers.

Knrouesuvie cnosa: MapKemurne UHmeeKmyailbHoco Kanumaid, MapKemuHe SHAHUL U
06pa306anz, KOMNJIEKC MapKemuHed, MapKemuHe Opcanu3ayuoOHHOo20 Kanumajid,
mapxkemure nompe6umeflba<020 Kanumana, Memoobl OYECHKU UHRMEITIEKNM)AJIbHO20
KanumaJjna.
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