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CrorofieHHsI TpH TPOCYBaHHI OpeHAYy OCHOBHa  yBara
MapKeTOJIOTIB 30Cepe/KeHa Ha BHWBYCHHI XapaKTePHHUX OCOOIMBOCTEH
MTOBEAIHKN TOKOJIHHS Z, SK OJHOTO 3 HANIEepCHeKTHUBHIIINX CETMEHTIB
CY4YacHOTO CIIO)KUBYOTO PHUHKY. IIOKOMIHHS Z-1ie mepiie MOKOJIiHHA, SKe
BUpOCIIO B LU(GPOBOMY CBiTi, Ae [HTEpHET cTaB roOJIOBHOIO MOTPEeOOIO
JIIO/INHH.

[TokoniHHs Z — 1ie MOKOJIHHA, Hapo/keHe y KiHui 90-x — Ha
mouatky 2000-x pokiB. Ha choroHi Z-TOKOIIHHS IPEACTABISIOTh MOJIOII
ocobu, BikoM 10 25-30 pokiB, sIKi SK KII€HTH IIHYIOTb SKICTh Ta
OpUTiHANBHICTh. OCOOJUBICTh JAAHOTO TOKOJIIHHS IOJISITA€ B TOMY, IO
BOHHU TMpaKTH4HI, aMmOimiiHi, OaXaloTh BHBYATH i 3MIHIOBAaTH CBIT Ha
kpame [3]. IlpeacTtaBHUKM NOKONIHHSA CKJIAaJalOTh 3HAYyHY 4YacTHHY
MOKYIIIB, SKi 3MIACHIOIOTh TMOKYIKH B CYYaCHHX KOMIIaHISIX y BCIX
ramy3sx. Hapa3i BoHH pOBOAATE OiNbIe TpaH3aKIii, HiX cTapili BiKOBi
TPYNHU 3 BUIIUM CEPEAHIM YEKOM, IO € OJHMM 3 KJIIOYOBHX ITOKA3HUKIB
1T eheKTUBHOI JisUTBHOCTI MiAIPHUEMCTBA.

CaMe TOMY BaKJIMBO HAIlIJIIOBATUCh HA KaHAJIH, KOTPi Kpaiie
CIIPUIMAIOTECS Ta OUIbIIE CIOHYKAIOTh MOTEHIIHHUX KJIIEHTIB [0
3MiHCHEeHHS WinboBOI1 1ii. Posmonin BIUIMBY pekiamMu NpH MPUHAHSATTI
pillieHHs PO MOKYTKY 300pakeno Ha puc. 1 [3].

OnwuryBaHHS NOKa3ye, 0 AOMiHy04Y YacTHHY (59%) MOKOJiHHS
Z croHykKae TpuAOaTH TOBap 3a pPEKOMEHAAINi€l0 ApYy3iB 49u ciM'i,
J0JaTKOBO Y 54% pecroH/AEHTIB MPOSBIAETHCS iHTEpEC 10 OpeHy, AKIIO0
BOHM TNO0aYWIM TPOAYKT Yy 3Haiiomoro. Buxonsum 3 HaBeneHHX
CTaTUCTHYHUX JaHWUX, OJM3bKI SBISIOTH COOOK HadiiHE JDKEpero
MPUXWIBHOCTI 10 OpeH.y.

Takox moxonminHa Z poBipse pexkomenpanism TikTok (39%),
BOHM TOTOBI KYyNHWTH TOBapu OpeHAy 3 Bimeoponuky. I[lomymspHicTb
TikTok € wHesamepeunmio, i 3a omiEkamMu eMarketer, KigbKiCTh
KOPHUCTYBa4iB cepel Mi€i BIKOBOI TPymH B IIbOMY pOIi IEPEBHUILYE
kopuctyBauis Instagram [2].
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Panio

Twitter pextama
Pexnama Ha BeG caltax
Instagram mpmoeHcepu
TB pexmama

TikTok Bimeo
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Puc. 1. Pexsiama npu NpuiHATTI pillIeHHsS PO NOKYINKY
nokoJiinHs Z 'y 2021p.

3rinHo 3 gochimkeHHsM Wunderman Thompson [1], HoBe
MOKOJIIHHS ~ NepeKOHaHi, 10 OpeHAM TMOBMHHI OyTH  COIL{aJbHO
BIJMOBINAJILHUMY 1 HaMaraTHCsi 3MIHIOBATH JKUTTS JIIOJEH B Kparly
CTOpOHY. BOHM He CHOpUWMAIOTh CHUTYyaIlii, KOJM BEJIHKI KOMIIaHil
ITHOPYIOTh 3MiHH y CYCIIJIbCTBI. 3BEpTarOUYMCh /10 MOKOJIHHA Z, OpeHnam
BapTO 3alPONOHYBATH IM JOMOMOTY B AOCATHEHHI OCOOMCTHX LiJTEH, ajKe
BOHM TYpOYIOTbCS Tpo Trio0anbHI CBITOBI MPOONEMH, BKIOYArOUH
BiINOBiJAJIbHE BHPOOHHIITBO 1 CIOXHBaHHA. SICKpaBUM IPHKIAJIOM €
CTaHOBJICHHS OINBIIOCTI CBITOBHX KOMIIaHIM Ta OpEHNIB «eKO-(QpeHII».
Tomy ¢aBopuramu MoOJIOII € OpeHIM, sIKi HE TITBKM CTBOPIOIOTH SKICHI
TOBapW Ta TOCIYTH, a d TPAHCIIOITH CBOKO IJICI0, MO3HUII0, PO3YyMIIOTh
IHAMBITyadbHICTh KOXHOI JIIOJMHM Ta BHOCSTH CBifl BKJIQJ y 3aXUCT
€KOJIOTi1 Ta 0J1aroJiiHICTh.

OTmxe, popMyroun pekIaMHe TOBIIOMIICHHS 3 MOKOJIHHIM Z BapTO
iX He MepeHaBaHTa)XyBaTH BEJIMKOK KiUIbKICTIO iH(GOpMalil y peKIaMHHUX
MOBIZIOMJICHHSIX, KOHTEHT Mae€ OyTH MAaKCUMaJbHO 3pOo3yMUIUM i
eMOLIMHUM, 00 BHKIMKATH BiIY4YTTS OJIM3BKOCTI OpeHIy 3a IyXoM i
morsigamu. [loTpiOHO 3HIMCHIOBATH JETaJbHHUN OMJISAN, CETMEHTAIII0
LUILOBOT ayAnTOpii Ta mMepcoHi(iKyBaTH IOBIIOMIICHHS B 3aJE€KHOCTI Bif
rpym. Ilpu mpomy, IOUUIPHO HAroJONIYBAaTH HA IIHHOCTAX, (imocodii Ta
TIPOBIJHIH i1€T OpeHmy.
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ANTI-CRISIS MARKETING TOOLS

A. Mykytas, Dr. Eco., Assoc. Prof.
State Biotechnology Universytet, Kharkiv, Ukraint

In modern global crises and changes conditions, there is a need for
adequate anti-crisis management with the help of marketing tools.
Marketing in anti-crisis management depends on the market type, market
conditions, the life cycle of the enterprise, its development potential and the
specifics of the crisis situation itself. The epidemic of COVID-19 and the
introduction of quarantine restrictions affected all spheres of the Ukrainian
economy. The peculiarities of the companies’ marketing activities in the
conditions of the coronavirus pandemic include: a) regular monitoring of
the market and consumer needs; b) marketing budgets optimization;
c) remote operation mode; d) regular online trainings and webinars;
e) growth of corporate social responsibility; e) emphasis on situational
marketing; e) innovations in digital technologies for business and
communication support; f) search for new client demand centers;
g) maximum transition to electronic commerce; h) increasing of the
company’s activity due to the use of social networks; i) prompt response to
the changing customers’ needs [1].

Attention and use of management tools is implemented in a
specific program. The main point of anti-crisis marketing is the use
optimization of tools for the 4P marketing complex (Product, Price, Place,
Promotion). Anti-crisis marketing acts as opportunity marketing in
conditions of market instability. Some market opportunities are
imperceptible during the steady operation of the enterprise, and in crisis
conditions their use can help to take a favorable position in the market [2].
The main tools of anti-crisis marketing are integrated marketing
communications; digital marketing; CRM technologies; trade marketing;
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