TPEHIV CYYACHOTO MAPKETVMHI'Y B KOHTEKCTI
LIV®POBOI TPAHC®OPMAIIIL BI3HECY

Casunpka H.JI., o.e.H., mpodecop,
XapKiBCBKMI Jep>KaBHUM YHiBepCUTeT
Xap4yBaHHs Ta TOPTiBJIi
natalisavitska2010@gmail.com

I'noGaspHi TpaHcdopmariii CYCIIUIBHOTO KUTTSA
MPOSBJIAIOTECA Y HACTYIIHMX KJIIOYOBMX TpeHpax: popMyBaHHS
IMdpoBOI  €KOHOMIKM 4K  HOBOI  CyCHUIBHO-eKOHOMIiYHOI
peasIbHOCTi; IOsiBa HOBUX MOfeJlell VIpaBlIiHHg B OisHeci y
pesysbTaTi mdposoi TpaHcdopMariii €KOHOMIKWM;
IHTepHalllOHaJI3allisd Ta perioHai3allid CBITOBOI €KOHOMIKM, IO
BUK/IMKAE HeOOXigHiCTh KOMaHAHOI pobOTM B  yMOBax
MWIBTMMOBHOCTI Ta MYJIBTUIKYJIBTY PHOTO cepeoBUIIIa;
BIIKPUTICTb PWMHKIB 3aBISJKM IIOsBi €JIeKTPOHHOIO IIPOCTOPY
€KOHOMIiUHMX BilTHOCVH, IIIO TIOCVJIIOE KOHKYPEHIIifo 3a oOMeKeHi
pecypcu Ta JIOsUIBHICTh CIIOXKMBava, ITOCTIVIHO 3MiHIOE ITpaBuula
I'p1, a OTXKe BMMarae OUIBIIIO1 KITi€HT-OPi€HTOBAHOCTI Ta THYYKOCTI
y BUOYIOBYBaHHI KOHKYpPeHTHUX CTpaTerilf; aBTOMaTW3allis
PYTVMHHOI Py4YHOI Ta iHTeJIeKTyaJIbHOI IIpalli, BUBUIbHSAE Yac I
TBOPYOCTI Ta BMMAara€ HaBWYOK YIIpaBJliHHA iHTeJIeKTyaIbHVUMM
IIOTOKaMM iHdopMmartii, KOOpIVHALIIT B3a€EMOIIT Ta
HiANIPUEMHUIITBA; Ilepexif] CYUIV BIUIMBY Bif, OpeH/IiB 1O ITOKYIILIiB
YHACIIOK KOHBEpreHIil TpaauiiiHUX Ta IMdpoBuUx 3acobisB
BIUIVBY Ha yXBaJIeHHs pillleHb IIO0 IOKYIIKM TOBapiB Ta MOCIYT
cooxmBauamy. OcoOMBO OMHAMIUHO B OCTaHHE IeCSITVIITTS
po3BUBasIVICA eJIeKTpOHHI puHKM B cekTopax B2C, B2B Ta C2C.

CyuacHuiI MapKeTMHI CTa€ TOTaJIbHO OLM@POBaHMUM, a
CIIOXKMBa4 -BUMOIJIMBIIIMM Ta panioHaipHimmM. Ilapagnrma
inbound-marketing - BxiZTHVX MapKeTHHIOBMX IIpOrpaM, Jie cuia
BIUIVIBY Ha pe3yJIbTaTV MapKeTUHIOBOI AisJIbHOCTI IIepeXOaNTh Ha
CTOPOHY CIIOXMBaYa, BU3HaYa€ HACTYIIHi KITIOUOBI
KOMIIETEHTHOCTI ~MapKeTojIora, TIIOB'si3aHi i3  crenmdikoro
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MapKeTVHIOBOI HisUIbHOCTI B yMOBaX OMHIKaHaJIBHMX B3a€MOIIN
odr1arH- i OHIaH-cepenoBuIl] OizHecy:

* 3[IaTHICTh A0 MapKeTMHIOBOIO aHaJli3y, IO BKIIOYa€E HaBUYKU
300py MapkeTMHroBoi iHdopmamlii, T cuUcTeMaTH3alil Ta
iHTepripeTarlii (TpaaguiIiviHi HAaBWYKM JIOIIOBHIOIOTHCS BOJIOAIHHSIM
iHcTpymeHTapiem web-anamiTukn BigData, Google Analytic,
Yandex Metrics, Google Trends, Similar Web Toro);

* 37aTHICTB 10 eMIIaTii, pO3yMiHH: CIIOXMBayda 3 MeTOI0 IT00yI0BI
HOBIOCTPOKOBMX BiTHOCMH Ta TreHepysaHHs momuty (CJM,
cTopiTeninr, JsoHrpin, social media marketing, ympasmiHHS
KJTIEHTCHKVM JIOCBiIOM);

* 3[IaTHICThP A0 MNO€QHAHHS TPaOWIIHMUX Ta e-MapKeTVMHIOBUX
texHosorin (Digital-marketing; Tapreruur: PPC, SMM, SEO, SEM,
email-marketing);

* 3JATHICTb [0 CTpaTeriyHoro IUIaHyBaHHS Ta peaslisanil
MapKeTVHIOBOI ITOJITUKM B yMOBaX OMHiKaHaJIbHOCTI;

* 3[IaTHICTBH A0 CIIBIIpalli Ha OCHOBI BHYTPIIHBOTO MapKeTVHIY
(CaBmribka, 2016).

TakyM YMHOM, CydYacHMV MapKeTMHI HaOJIVDKAEThCS IO
napagurmMu «MapxkeTtuHr 3.0: Bifg, HPOAYKTIB 110 CIIOXMBaiB i Jasti
- no mopcekoi aymti» (Cernasan, 2010). O36poenmmt 1 poBMMI
IHCTpyMeHTaMW, BiH IIepeTBOPIOETHCS Ha TeXHOJIOTIIO YITpaBIIiHHA
CBizToMicTIO JIFoAMHM Ta dijtocodiero, 10 3MiHIOE ITOBEIiHKY BCix
ydacHUKiB puHKy. Came 1mdpoBi TexHOJIOril [103BOJIAIOTH
3a0e3reun TV TEepCOHATI3AINI0 B3a€MO/il, KITi€HTOIIEHTPUIHICTD
OisHecy. IlD1ax crmoxmBaua HaCTUIBKM CKOPOUYETHCS, IO
3aJIly4eHHs [0 MOKYIKM BinOyBaeTbcs B OOMH KIIK. AJarmTariis
IiHHICHOI MPOIIO3WUIII Iij] iHTepecu 1 HepeBarM KOHKPETHOIO
KIIieHTa 3 YypaxyBaHHsM HasBHOI iHJoOpMalii IIpo HBOIO
BifOyBa€eTbCsl aBTOMATMYHO 3a HOIIOMOroio TexHosorin Lifecycle
MapkeTmHr. Lifecycle  MapkeTMHTr  KOHIIEHTPYIOTBCS  Ha
0coOMCTOCTI KITi€EHTa, TOOTO IOBEIiHKOBUX i IIcmxorpadmaeckmx
MOTMBax. BwBuUae IDIAX KIIi€HTa OUIBIN [eTalbHO 3 YyciMa
CyMHiBaMM Ta IX HOpuUYMHaAMM, iHTepecaMM 1 KIIEHTCHKUM
OOCBiIOM. 3a TaKMxX yMOB TeOpisd Ta MeTOAMKa IIOBeIiHKOBOIO
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MapKeTVMHIY $K HaIpsMKy MDKAVCIMIUIIHAPHMUX [TOCIiIKeHb
HaOyBae IepIIOPsTHOTO 3HAUeHHS.
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MODELS OF VALUATION OF INTELLECTUAL ASSETS
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agriculture

Traditional methods of economic valuations and
measurements based on accounting principles have ceased to be
adequate in today's conditions. For example, traditional accounting
practice treats a trademark as an intangible asset that, by analogy
with a tangible asset, loses its value in the process of its use and
transfers parts of its value to the manufactured product. In this
regard, intangible assets are accounted for according to the same
rules as tangible ones, depreciation rates are applied to them and
they are written off. At the same time, a trademark or brand in the
process of their operation not only does not lose its value, but,
conversely, often increases it. And many elements are not reflected
in the balance sheets, including communication with consumers,
staff qualifications, knowledge base, etc. [1, 5]

Researchers of the knowledge-based economy, such as
E. Brooking, L. Edvinson, M. Malone, T. Stewart and others [4, 6],
have developed a number of methods for assessing intellectual
capital. Recently, there have been publications that investigate in
detail the problem of intellectual capital valuation. This issue is also
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