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3AIMCHEHHSA PEKJIAMHOT KAMIIAHII HA MIANPUEMCTBI
SIK BAIIOPYKA E®EKTUBHOI 30BHIIIHLOEKOHOMIYHOI AIS1IJIbHOCTI

CTarTsi IPUCBSYEHA TUTaHHSIM aKTya/IbHOCTI QQOPMYBAaHHS PEKIAMHOI KaMIIaHii Ha rMigrpueMCTBI SK BaX/IMBOIO E/1EMEHTY
AOro MapKETUHry, OCKIIbKM B PaMKax MAapKETUHIOBOI fif/IbHOCTI PEKIaMa aKTHBHO BI/IMBAE HA AIS/IbHICTb IAMPUEMCTBE,
3a6e3reyeHHs! MPOLECIB /1aHyBaHHs, BUBYEHHS 1OMNTY, LIIHOYTBODEHHS [ 36yTy. SK NOKa3ye AOCBIA, 34IMCHEHHS epeKTUBHOI
PEKIIAMHOI KaMIaHii' MpsSMo Br/IMBAE Ha 30I/IbLUIEHHS 06CSITB peasiizauli npogyKuii [, Takum YyHOM, € OfHUM 3 OCHOBHUX (PaKTOpIB
3pocTaHHs npubyTKOBOCTI MIANMPUEMCTBE, TOMY B CTATTi PO3KPUTO METOAMUKO-TEOPETUYHI OCOO/IMBOCTI GOPMYBaHHS €PEKTUBHOI
DEKIIAMHOI" KaMIaHii' Ha MOTEHLIIVIHUX 30BHILLHIX PUHKAaX 36yTy. BE3 peKsiamu HEMOXIMBE (DOPMYBAHHS LUMPOKUX PUHKIB NPOAaXY
TOBApIB, NMEPETBOPEHHS MOTEHLIIMHO ICHYOYMX MOTPE6 MEBHOI LiIbOBOI ayANTOPII Ha IHTEHCUBHWIA OMUT. [JOC/IIAKEHO pobriemmu
HEOOXIAHOCTI QPOPMYBaHHS CUCTEMM JIOITYHOI Ta 06T PYHTOBAHOI MapKETUHIOBOI TOBEAIHKY B MPOLEC! MPUIHSITTS PILUEHHS PO BUXA
Ha 3apyGiKHMI PUHOK, 33CTOCYBAHHSI CyYacHUX YIrpaB/liHCbKUX TEXHOJIOMU B yMOBax [HTEPHALIIOHa/30BaHOIO MapKETUHIOBOIO
cepenoBmLYa | ONEPaTUBHOI OLIIHKV €EKTUBHOCTI PE3Y/IbTaTIB 30BHILLHEOEKOHOMIYHOI iS/IbHOCTI.

KI1t040Bi C/10Ba. peKiamMa, MapKETUHI, 30BHILLHbOEKOHOMIYHA LIS/IbHICTE, YIIPAaB/IIHHS, PEKIAMHE KaMIIaHis,36yT,30BHILLHV
PUHOK, TOBap, CrioXuBay.
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IMPLEMENTATION OF THE ADVERTISING CAMPAIGN AT THE ENTERPRISE
AS A GUARANTEE OF EFFECTIVE FOREIGN ECONOMIC ACTIVITY

Advertising as a form of demand management performs the function of strengthening not only the image of the product,
but also the image of the enterprise. In real life, advertising is in the field of communications. Professional advertising establishes
effective communicative relations with the consumer, which affects the turnover. This is especially important when the company
carries out foreign economic activity. The company, to make a profit, taking into account the excess reserves of its production
capacity, has the opportunity to increase sales in foreign markets, effectively using advertising activities.

The article is devoted to the relevance of the formation of the advertising campaign at the enterprise as an important
element of its marketing, because in marketing activities advertising actively influences the activities of the enterprise, ensuring
planning processes, studying demand, pricing and sales. Experience shows that the implementation of an effective advertising
campaign directly affects the increase in sales and, thus, is one of the main factors in increasing the profitability of the enterprise,
so the article reveals the methodological and theoretical features of effective advertising campaigns in potential foreign markets.
Without advertising, it is impossible to form broad markets for the sale of goods, to transform the potentially existing needs of a
certain target audience into intensive demand. The problems of the need to form a system of logical and sound marketing behavior
in the decision-making process on entering the foreign market, the use of modern management technologies in an internationalized
marketing environment and operational evaluation of the effectiveness of foreign economic activity.

Key words: advertising, marketing, foreign economic activity, management, advertising campaign, marketing, foreign
market, product, consumer.

[MocTranoBka mpoGJjemu. Pekimama sk gopma ympaBiliHHS HMONUTOM BHKOHYE (DYHKIIO YKpITUIGHHS HE
TUTBKH IMIJDKY TOBapy, ajie i iMiKy miampueMcTBa. Y peallbHOMY JKHUTTI pekiiama rnepedyBae y cdepi KOMyHIKaIii.
IIpodeciitna pexiaama Hamarokye ePeKTHBHI KOMYHIKATHBHI CTOCYHKH 31 CIIO)KMBadeM, IO MO3HAYAETHCSA Ha
ToBapoobiry. OcoOMMBO IIe BaXJTUBO TMPH 3MIMCHEHHI IiJIPHEMCTBOM 30BHIIIHBOCKOHOMIYHOI JiSUTEHOCTI.
[TinnpueMcTBO, AL OJiep KaHHSI MPUOYTKY, BPaxOBYIOUHM HAJUTUIIKOBI pe3epBU HOro BHPOOHMYMX IMOTYXHOCTEH,
Ma€e MOXIIMBICTB 30UIbIIYBaTH OOCSTY peastizalii MpoayKiii Ha 30BHIIIHBOMY PHHKY, €()eKTHBHO BUKOPHCTOBYIOUH
pEKIaMHY JisUTbHICTb.

[TeproyeproBo, pekiiama 3/iHCHIOE €KOHOMIYHI (YHKIi — 3a0e3reuye 3aIlikaBjIeHICTh TOBAPOM CIIOKHBAYA,
CKOpOUye Yac BUXOJY TOBapy, OCOOJIMBO — Ha 30BHIIIHI PUKH, 3a0e3Meuye MOMyISIpHICTh TOBapy Ha BiAIOBIAHOMY
PHHKY, 3a0e31euye pHHKU 30yTy, CTUMYJIIOE 3aMOBJICHHSI Ha TOBAp, PEICTABISIE TOBAp 0€3 YIIAaKOBKH, CTUMYIIIOE
3aKa3M JI0 MMJIbrOBUX MPOJIaxiB, 3a0e3euye 3poCcTaHHs TOBApooOiry, 3a0e3neuye 3arajpHy peryTariio ToBapy.

OTxe, BUKOPUCTAaHHS PEKJIaMU HE TIJIbKH (POPMYE TIOIHNT, a i yrpaBisie HUM uepe3 epeKTHBHY TEXHOJIOTiI0
cuctemu «publicrelations» sik kepyr4oro enemMeHTa CyCHijbHHX 3B SI3KiB.

Buxsian ocHoBHOro marepiaiay aociimkeHHsi. JOCHiDKEHHSM pEKIaMHOI MisIIBHOCTI MiINpUEMCTBA
NpUCBsiYeHO mpali Takux HaykoBmi: /JI. B. fmok, A. B. I'punpko, A. B. Karepniok, K. O. Ilanamok,
JI. A. Muxurenko, B. B. boxkoBoi Tomo. OgHak, Ha TeNepiliHii 4ac HEIOCTaTHRO BUCBITICHI OCOOJIMBOCTI Ta
crienudika pekIaMHOI KaMIlaHii MiANPUEMCTB, 10 3IIACHIOIOTh 30BHIITHHOEKOHOMIUHY JiSUTbHICTB, IO TOTpeOye
3MIMCHEHHS TOIaJBIINX JTOCIIKEHD Ta PO3pOOKH HAMPSIMKIB BIOCKOHAJIEHHS PEKJIAMHOT TisITbHOCTI.

CyTHICTh peKJIaMHOI KaMIlaHii MOJSTaE y TOMY, IIO PEKJIaMOJABElh BCTAHOBIIOE METY, a pPEKIaMHE
areHTCTBO BHW3HAYA€ HAWKpamiuii croci® i1 JOCATHEHHS, JUIS YO0Tro pO3pOoO0se TaKTHKY Iid, KOOpAWHYIOUHW ii 3
IHIIMMHU TiIMH, COPSIMOBAaHHMH Ha NPOJaX TOBapy, a IOTIM MOYMHAE peasli3oBYBaTH 3aruiaHOBaHi 3axomu. Ilpn
YOMY peKJiaMa BHUKOPHCTOBYETHCS Y HAMIIMpIIOMY 3HaueHHI — 3aci0 iH(opMyBaHHS, NEpeKOHaHHS, BIUIMBY 1
MaHinmysnii. Pexnama — ne inopmartist mpo ToBapy MiANPHUEMCTBA, IO CIPHIE HOTo peasizarii.
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Jdns mignpueMcTB pekiamMa € IIecnpsMOBaHMM iH(GOPMAaIifHUM BIUIMBOM Ha CIOXXHBada, LI0
BiIOYBa€ThCS MPSAMO a00 OMOCEPEAKOBAHO NMUISXOM IOIIMPEHHS Ha pUHKax 30yTy iHpopMalii mpo ToBap Ta HOro
BJIACTHBOCTI. METOI0 peKilaMH € IPUBEPHEHHS YBaru, BUKJIMK 3alliKaBJICHOCTI, Ilepeaya croxuBauesi iHGopmaii i
MPUMYIICHAS WOTO MiATH NEBHUM YHHOM. 3BEpHEHHS B pEKJIaMi IMOBHHHI OYTH NpaBAMBHMH, JOKA30BHMH i
BUTOJIONIYBAaTUCS JOCTYITHO, 00 MOKYIEb 3BEPHYB yBary Ha TOBap, 10 PEKIaMYy€eThCS.

[MignpueMcTBO, PO3POOIIIIOYH IMpOrpaMy CBO€i peKIaMHOi KaMIlaHii, MOBHHHO CTaBUTH 110 Hel MeBHI
BUMOTH, 110 3BOAATHCS A0 HACTYITHOTO:

— pexJiaMa He TIOBHHHA MICTUTH TBEPJIKEHb, SIKI MOXKYTh 00pa3UTH CyCHIILCTBO Y OKPEMY IPYILy oci0;

—pexiiaMa HE TOBHHHA BBOAWUTH NOTCHIIMHOIO CIOXKHBAa4a B OMaHy, BHKOPHCTOBYIOYH IOTO
HeoOi3HaHICTh B TOBapi;

— pekjaMa He MOBHHHA MiCTUTH HETIPaBAWBHX BiIOMOCTEH IO iHIII MiAPHEMCTBA;

— HE BUKOPHCTOBYBATH €JIEMEHTIB PEKJIaMH, 1[0 BUKOPUCTOBYETHCS 1HIIUM PEKIIAMOJIABIIEM.

Cepen 3aBIaHb peKiIaMu, SKY BUKOPUCTOBYIOTD ITiAIPHEMCTBA, MAlOTh OYTH:

— NoBeneHHs iH(popMallii 10 CII0KUBAYIB,;

— PO3LIMPEHHS yABICHb MOTEHIIHHUX CIIOKUBAYIB ITPO TOBA;

— CTBOPEHHS y CIIO’KMBAYiB MO3UTUBHOT JYMKH Y IIPOLIEC] peKJIaMyBaHHsI IIPO TOBap Ta HOro LiHy;

— peKJIaMyBaHHS YMOB IIPOJIaXKy TOBapy.

[Ipu upomy, Ail04M B MIKHAPOJHOMY PEKJIAMHOMY MPOCTOpI, MiANPUEMCTBO MOXKE HAIITOBXHYTUCS Ha
HHU3KY Ipo0JieM, 30Kpema:

— pexJiaMa MO>Ke He JIOCSTTH LIbOBOI ayuTopii;

— peKJiama IocATiIa CBOET IUIbOBOI ayMTOPii, asie He OyJa cripuifHATa HAJIC)KHIM YHHOM;

— peKJIaMHe MOBIAOMIICHHsI OYJI0 CIIPHIHATO BIPHO, MPOTE HE MPHU3BEIIO 70 Oa)KaHUX il 3 OOKY IITBOBOT
ayIUTOoPii;

— pexiamartis Oyna cripuiHsaTa He Tak, K nepeadavyaB peKiIaMo/IaBellb.

HeoOxigHO TakoX BpaXxOBYBAaTH HU3KY IHIIMX MOTEHIIMHUX 3arpo3 s HiANPHEMCTB 3 OOKYy MOBHHUX
0OMeXeHb, PI3HHII Yy CIPUHHATTI, KyJIbTypHHX BIOJOOaHb TOWIO. | TOMYy, NMpM BHUXOZIl HAa KOXHHH OKpEeMHii
30BHIIHIYA PHHOK, MiIIPHEMCTBO MOBUHHO BUKOPHCTOBYBATH 1HAWBITyaTEHAHN MIIXi 10 0OpaHHS peKIIaMHOT KaMITaHil.

Pe3ynbpraTHBHICTH pekiaMHOI KaMIaHil MiANPUEMCTB MOXKe OyTH 3a0e3rnedyeHa y BHNAIKy €QEeKTUBHOTO
MIOETHAHHS ONEPaTHUBHOI pekiiamu (TIpe3eHTalii, CBATa); iHpopMarii o0 HOBUX BUAIB MPOAYKIii; 3a0e3meueHHs
nepeBar iHpOpMaTUBHOCTI peKiIaMu Has il JekopaTuBHicTO. [Ipu 1ipomy:

— peKJIaMHa KaMIIaHisl, 0 BIPOBAKYETHCS B AiSUTBHICTD MIiAMPUEMCTBA, IOBHHHA OYTH OPiI€HTOBAHOIO Ha
yTPUMaHHS HasBHUX KIIEHTIB, @ TAKOX PO3LINPEHHS KII€EHTCHKOT 0a3u;

— pexyiaMa Mae OyTH CIPSIMOBAHOIO Ha MiATPUMAaHHS MPECTHKY IMiJIPHEMCTBA,;

— MpoIeC MPUHHSTTS YNPaBIIHCHKUX pillleHb 100 PO3MILIeHHS pekiaMHoi npoaykuii B 3MI moBuHeH
Oyt OOrpyHTOBaHMM Ta Oa3yBaTHUCS Ha aHali3i e(EKTUBHOCTI MPOBEACHHS pEKIaMHOI KaMIlaHii B HHX Ta
BPaxoBYBaTH JIaHl BIACHUX MapKETHHIOBHUX JIOCIIKEHb;

— pexJiama, 10 TTOIAE€ThCSI, TIOBMHHA OYTH PEryJIsIpHOIO Ta INIAHOMIipHOIO.

Oco06iuBy yBary MOTpPiOHO MPHUIUIATH peKjIaMi B Mepexi [HTepHET, OCKIIbKH Ii¢ HaWCydJacHIIIUH Ta
JIOCUTB TIEPCIEKTUBHUN peKJIaAMHIH 3aci0.

Ormxe, po3poOKa PeKIaMHOI KaMIIaHil Ha MIIPUEMCTBAX, IO 3AIHCHIOIOTH 30BHIIIIHHOCKOHOMIUHY JisUTbHICTD,
TIOBMHHA IPYHTYBATHCh Ha pe3yibTaTaX MapKETHHIOBUX JOCII/KEHb, OCKUIBKM BOHA HAIIPSIMY 3aJIeKHUTh Bill METH,
Ky CTaBJIITH Iiepei Hew. BipHo oOpaHi Ta OOIpyHTOBaHI CIIOKHMBYI MOTHMBH  IO3MTHBHO BIUIMBATHMYTh Ha
e(eKTUBHICT 3MIMCHCHHS pEKIaMHOI KaMIIaHii Ta JIOCATHCHHS EKOHOMIYHOTO e(eKTy, M0 OYIKYETBCSA BiX
peaiizarii pekJIaMHOI KaMIIaHii.

BucHoBkn. Pexiama moBoauth iH(GOpPMAIIO 10 CIOXKHBa4a, € MIEBUM 3acO00M KOMYHIKAIii Mix
MIATPHEMCTBOM 1 CIIOKHBAYeM, CIIPHSIE CTHMYIIFOBAHHIO IPOJAXKy i HOCUTH Y 001 MPOMAaraHIUCTChKY MisIbHICTE. Y
PHMHKOBIH eKOHOMILII 0e3 pekiaMu, 0coOJMBO, TPU 3AIHCHEHHI 30BHINIHBOEKOHOMIUHOI JisTIBHOCTI, IMIIIPUEMCTBO HE
MO)KE HJIC)KHUM YMHOM ()OPMYyBATH PUHOK CBOIX TOBApiB, IIEPETBOPIOBATH MOTEHIIIHHO iCHYIOUI ITOTPEOH Ha MOIINT.

Takum 9uHOM, MOXKHA BiI3HAYHUTH, 1[0 MAPKETHHT 1 peKjlaMa — I1e HeBil €MHI YaCTHHH OJHOTO IJIOTO, XOY
pexJiaMa i BUHUKA€ 33/I0Bro 10 MapKeTHHTY. MapKeTHHT BKIIIOYA€E pEKIaMHI 3aX0/11, IKi MOBUHHI OPI€EHTYBaTUCS Ha
CTpaTerivuHi IiJi MapKETHHTOBOTO IIAHYBaHHS. B3a€MO3B’SsI30K BCiX JJAHOK MAapKETHHTY — II6 OCHOBA €JIMHOI
cTparerii i TAKTHKH PEKJIaMHOT isUTbHOCTI B CUCTEMi MAapKETHHTY.

@opmyBaHHA ePEeKTHBHOI peKIaMHOi KaMIaHil cIpusie peami3amii TOBapy MiANPHEMCTBA, HEPETBOPIOE
TOBap B JIOXiJI, CIIpUSiE IPUCKOPEHOMY 1 YCIIITHOMY 3aBEpIIEHHIO Ipoliecy 30yTy ToBapy, o0iry komris. CydacHi
TEH/ICHIII PO3BUTKY pEKIaMHOI MisUIbHOCTI ITOBMHHI BHUKOPHUCTOBYBATHCS HA MIANPHEMCTBI SIK I1HCTPYMEHT
KOMIUIEKCY MapKETHHIOBUX KOMYHIKAI[iH.
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