OPUT'THAJ TEKCTY:

Marketing

Marketing is the cornerstone discipline of some of the most successful companies in
America and a discipline of growing interest to companies and nonprofit
organizations throughout the world. All organizations face the problem of how to
increase value for target markets that are undergoing continuously changing needs
and wants. Organizations must thoughtfully define their products, services, prices,
communications, and distribution in a way that meets real buyer needs in a
competitively viable way. That is the task of marketing.

Although selling is a very old subject, marketing is a relatively new subject. It
represents a higher-order integration of many separate functions - selling,
advertising, marketing research, new-product development, customer service,
physical distribution - that impinge on customer needs and satisfaction. Many
organizations at first resist marketing because it threatens vested interests within the
organization and their own concepts of how to manage the organization effectively.
Marketing gradually gets established, however, first as a promotion function, later
as a customer service function, still later as an innovation function, then as a market
positioning function, and ultimately as an analysis, planning, and control function.
Few companies understand and install marketing in its full form when first
considering it. Even after marketing is effectively implemented in an organization,
there is a tendency for many managers to forget its main principles in the wake of
success.

Marketing's task in the organization is not only to help it recognize business
opportunities and serve the various publics but also to harness the organization's
energy to enhance the quality of life in society. Marketing is human activity directed
at satisfying needs and wants through exchange processes.

The starting point for the discipline of marketing lies in human needs and wants.
Mankind needs food, air, water, clothing, and shelter to survive. Beyond this, people
have a strong desire for recreation, education, and other services. They have strong
preferences for particular versions of basic goods and services. There is no doubt



that people's needs and wants today are staggering. In one year, in the United States
alone, Americans purchased 67 billion eggs, 250 million chickens, 5.5 million hair
dryers, 133 billion domestic air travel passenger miles, and over 20 million, lectures
by college English professors. These consumer goods and services led to a derived
demand for more fundamental products, such as 150 million tons of steel and 3.7
billion pounds of cotton. These are a few of the wants and needs that get expressed
in a $1.3 trillion economy.

A useful distinction can be drawn between needs, wants, and intentions, although
these words are used interchangeably in common speech. A need is a state of felt
deprivation of some generic satisfaction arising out of the human condition. People
require food, clothing, shelter, safety, belonging, esteem, and a few other things for
survival. People actually need very little. These needs are not created by their society
or by marketers; they exist in the very texture of human biology and the human
condition.

Wants are desires for specific satisfiers of these ultimate needs. A person needs food
and wants a steak, needs clothing and wants a Pierre Cardin suit, needs esteem and
buys a Cadillac. While people's needs are few, their wants are many. Human wants
are continually shaped and reshaped by social forces and institutions such as
churches, schools, corporations, and families.

Intentions are decisions to acquire specific satisfiers under the given terms and
conditions. Many persons want a Cadillac; only a few intend to buy one at today's
prices.

These distinctions shed light on the frequent charge by marketing critics that
"marketers create needs" or "marketers get people to buy things they don't need.”
Marketers do not create needs; needs preexist marketers. Marketers, along with other
influentials in the society, influence wants. They suggest to consumers that a
particular car would efficiently satisfy the person's need for esteem. Marketers do
not create the need for esteem but try to point out how a particular good would satisfy
that need. Marketers also try to influence persons' intentions to buy by making the
product attractive, affordable, and easily available.



The existence of human needs and wants gives rise to the concept of products. Our
definition of product is very broad:

A product is something that is viewed as capable of satisfying a need or want. A
product can be an object, service, activity, person, place, organization, or idea.
Suppose a person feels depressed. What might the person do to get out of his or her
depression? What products might meet the need to feel better? The person can turn
on a television set (object); go to a movie (service); take up jogging (activity); see a
therapist (person); travel to Hawaii (place); join a Lonely Hearts Club
(organization); or adopt a different philosophy about life (idea). All of these things
can be viewed as products available to the "feeling depressed.” If the term product
seems unnatural at times, we may substitute the term resource or offer or satisfier to
describe that which may satisfy a need.

In the case of physical objects, it is important to distinguish between them and the
services they represent. People do not buy physical objects for their own sake. A
tube of lipstick is bought to supply a service: helping the person look better. A drill
bit is bought to supply a service: making a needed hole. Every physical object is a
means of packaging a service. The marketer's job is to sell the service packages built
into physical products.

Marketing exists when people decide to satisfy needs and wants in a certain way that
we shall call exchange. Exchange is one of four ways in which a person can obtain
a product capable of satisfying a particular need.

The first option is self-production. A hungry person can relieve hunger through
personal efforts at hunting, fishing, or fruit gathering. The person does not have to
interact with anyone else. In this case there is no market and no marketing.

The second option is coercion. The hungry person can forcibly wrest food from
another. No benefit is offered to the other party except the chance not to be harmed.

The third option is supplication. The hungry person can approach someone and beg
for food. The supplicant has nothing tangible to offer except gratitude. The fourth



option is exchange. The hungry person can approach someone who has food and
offer some resource in exchange, such as money, another good, or some service.

Marketing centers on that last approach to the acquisition of products to satisfy
human needs and wants. Exchange assumes four conditions:

1. There are two parties.

2. Each party has something that could be of value to the other.

3. Each party is capable of communication and delivery.

4. Each party is free to accept or reject the offer.

If these conditions exist, there is a potential for exchange. Whether exchange
actually takes place depends upon whether the two parties can find terms of
exchange that will leave them both better off (or at least not worse off) than before
the exchange. This is the sense in which exchange is described as a value-creating
process; that is, exchange normally leaves both parties with a sense of having gained
something of value.

The concept of exchange leads naturally into the concept of a market:

A market is the set of all actual and potential buyers of a product. An example will
illustrate this concept. Suppose an artist spends three weeks creating a beautiful
sculpture. He has in mind a particular price. The question he faces is whether there
is anyone who will exchange this amount of money for the sculpture. If there is at
least one such person, we can say there is a market. The size of the market will vary
with the price. The artist may ask for so high a price that there is no market for his
sculpture. As he brings the price down, normally the market size increases because
more people can afford the sculpture. The size of the market depends upon the
number of persons who have (1) an interest in the object, (2) the necessary resources,
and (3) a willingness to offer the resources to obtain it. These three things make up
the level of demand.



Wherever there is a potential for trade, there is a market. The term "market" is often
used in conjunction with some qualifying term that describes a human need or
product type or demographic group or geographical location. An example of a need
market is the relaxation market, which exists because people are willing to exchange
money for lessons on yoga, transcendental meditation, and disco dancing. An
example of a product market is the shoe market, so defined because people are
willing to exchange money for objects called shoes. An example of a demographic
market is the youth market, so defined because young people possess purchasing
power that they are willing to use for such products as education, bikinis,
motorcycles, and stereophonic equipment. An example of a geographic market is the
French market, so defined because French citizens are a locus of potential
transactions for a wide variety of goods and services.

The concept of a market also covers exchanges of resources not necessarily
involving money. The political candidate offers promises of good government to a
market in exchange for their votes. The lobbyist offers services to a legislative
market in exchange for votes for the lobbyist's cause. A university cultivates the
mass-media market when it wines and dines editors in exchange for more publicity.
A museum cultivates the donor market when it offers special privileges to
contributors in exchange for their financial support.

The marketing concept is a management orientation that holds that the key task of
the organization is to determine the needs and wants of target markets and to adapt
the organization to delivering the desired satisfactions more effectively and
efficiently than its competitors.

In short, the marketing concept says, "find wants and fill them" rather than "create
products and sell them." This orientation is reflected in various contemporary ads:
"Have it your way" (Burger King); "You're the boss" (United Airlines); and "No
dissatisfied customers" (Ford).

The underlying premises of the marketing concept are:

1. Consumers can be grouped into different market segments depending on their
needs and wants.



2. The consumers in any market segment will favor the offer of that organization
which comes closest to satisfying their particular needs and wants.

3. The organization's task is to research and choose target markets and develop
effective offers and marketing programs as the key to attracting and holding
customers.

The public and many business people frequently confuse the selling concept and the
marketing concept. Levitt draws the following contrast between these two
orientations:

Selling focuses on the needs of the seller; marketing on the needs of the buyer.
Selling is preoccupied with the seller's need to convert his product into cash;
marketing with the idea of satisfying the needs of the customer by means of the
product and the whole cluster of things associated with creating, delivering and
finally consuming it.

The marketing concept replaces and reverses the logic of the selling concept. The
selling concept starts with the firm's existing products and considers the task as one
of using selling and promotion to stimulate a profitable volume of sales. The
marketing concept starts with the firm's target customers and their needs and wants;
it plans a coordinated set of products and programs to serve their needs and wants;
and it derives profits through creating customer satisfaction.

Among the prime practitioners of the marketing concept is McDonald's Corporation,
the fast-food hamburger retailer.

In its short, twenty-year existence, McDonald's has served Americans and citizens
of several other countries over 27 billion hamburgers! Today it commands a 20
percent share of the fast-food market, far ahead of its closest rivals, Kentucky Fried
Chicken (8.4 percent) and Burger King (5.3 percent). Credit for this leading position
belongs to a thoroughgoing marketing orientation. McDonald's knows how to serve
people well and adapt to changing needs and wants.



Before McDonald's, Americans could get hamburgers in restaurants or diners, but
not without problems. In many places, the hamburgers were poor in quality, service
was slow, decor was poor, help was uneven, conditions were unclean, and the
atmosphere noisy. McDonald's was formulated as an alternative, where the customer
could walk into a spotlessly clean outlet, be greeted by a friendly and efficient order-
taker, receive a good-tasting hamburger less than a minute after placing the order,
with the chance to eat it there or take it out. There were no jukeboxes or telephones
to create a teenage hangout, and in fact, McDonald's became a family affair,
particularly appealing to the children.

As times changed, so did McDonald's. The sit-down sections were expanded in size,
the decor improved, a very successful breakfast menu featuring Egg McMuffin was
added, and new outlets were opened in high-traffic parts of the city. McDonald's was
clearly being managed to evolve with changing customer needs and profitable
opportunities.

In addition, McDonald's management knows how to efficiently design and operate
a complex service operation. It chooses its locations carefully, selects highly
qualified franchise operators, gives them complete management training and
assistance, supports them with a high-quality national advertising and sales
promotion program, monitors product and service quality through continuous
customer surveys, and puts great energy into improving the technology of
hamburger production to simplify operations, bring down costs, and speed up service.

A marketing orientation is also relevant to nonprofit organizations. Most nonprofit
organizations start out as product oriented. Thus, many colleges facing declining
enrollments are now investing heavily in advertising and recruitment activities.
These organizations begin to realize the need to define their target markets more
carefully; research their needs, wants, and values; modernize their products and
programs; and communicate more effectively. Such organizations turn from selling
to marketing.



HEPEKJIAJI TEKCTY:

Mapkemumne

MapkeTuHr € HapiKHOI JHCIHIUIIHOIO JESKUX HAWYyCIINIHIMNAX KOMITaHIH B
AMepuIli Ta TUCHUIUIIHO, IO 3pOCTaE 1HTEpPEC M0 KOMIMaHIA Ta HEKOMEPIIMHUX
opraHizaiiifi y BChOMY CBITI. YCli Opraizaiii CTHKAlOTBbCS 3 MPOOJIEMOIO, SK
30UIBIINTH IIHHICTB JJIA IIIJILOBUX PUHKIB, HA SIKMX TTOCTIHHO 3MIHIOIOTHCS IOTPEOU
Ta moTpebu. Opranizaiii MOBUHHI MNPOAYMAaHO BHU3HAYATH CBOIO MPOIYKIIIIO,
MOCJIYTH, I[IHA, KOMYHIKaIlii Ta pO3MOIij TAKMM YHHOM, 1100 KOHKYPEHTHO3JaTHUM

YNHOM BiIIHOBiI[aTI/I pCaJibHUM HOTpG6aM IMOKYIILIA. I_[e 3aBJaHHA MAapKCTHUHTY.

Xoua mpoaax - AyKe cTapa TeMa, MAapKETUHI - IOpPIBHSHO HOBa Tema. BiH
MIPEICTABIIAE IHTErPALlI0 BULIOTO NOPAJIKY 3 0ararbox OKpeMux () yHKIIIH - IpoJaxy,
peKjiaMd,  MapKETUHIOBUX  JIOCHIIKEHb, pPO3pOOKM  HOBUX  MPOAYKTIB,
0OCITyroByBaHHSI CIOKMBaviB, (PI3UYHOTO PO3MOAUTY - IO 3adyilae Mmorpedu Ta
3aJI0BOJICHHS KJIIEHTIB. baraTo oprasizaiiii crioyatky 4YUHSTH OMIP MapKETHHTY,
OCKUJIBKH II€ 3aTPO>Ky€ KOPIHHUM 1HTEepecaM OpraHi3allii Ta iX BJaCHUM KOHIICTIIIISIM
e(eKTUBHOTO  YIpaBNiHHSA opraHizamiero. OIHAK MapKETHUHT  MOCTYIOBO
YTBEPKYETbCS CIOYATKY $K (YHKUIS MPOCYBaHHS, MI3HINIE SK (QYHKIIA
oOCITyroByBaHHsI CIIOKHWBayiB, IIe Ti3HIMIE AK (YHKIIS 1HHOBAIINA, TMOTIM K
GyHKIIST TO3UIIOHYBaHHS Ha PUHKY 1, BPEIITI-PEIIT, SK (YHKIIiS aHamizy,
IUIAHYBaHHS Ta KOHTPOJO. Majo XTO 3 KOMIIaHI# po3yMi€ Ta BCTAHOBIIIOE
MapKETUHT y MOBHIM QopMi Mpu nepuomy ioro po3risai. HaBite micist Toro, sk
MapKEeTUHI €(EKTUBHO BIPOBAKEHUI B OpraHizauli, y 0ararbox MEHEIKEepIB

CIIOCTEPITAETHCS TEHEHIIS 3a0yBaTH PO HOT0 OCHOBHI MPUHITUITN HA XBUJII YCITIXY.

3aB/aHHs MApKETUHTY B OpraHizalii Mmojisirae He JIMIIE y TOMY, 1100 JOTIOMOTTH 11
pO3IMI3HATH MOXJIMBOCTI JJisi OI3HECY Ta CIYXHUTH PI3HIM TpOMaiChKOCTI, a W
BUKOPHUCTATH €HEPril0 opraHi3allii sl MiIBUIICHHS SKOCTI KUTTS B CYCIUIbCTBI.
MapkeTuHr - 1ie¢ misSUTbHICTh JIIOJIMHM, CIPsSMOBaHA Ha 3aJ0BOJICHHS IOTped Ta

Oa)kaHb 3a JIOITOMOTOI0 OOMIHHHUX IIPOIIECIB.

BianpaBHa Touka Jyisi AMCIUIUIIHA MAapKETUHTY JIEKUTh y MoTpedax 1 moTpedax

moauHu. JIF0aCTBY [U1sl BUKUBaHHS MOTP10HI 1Ka, TOBITPSI, BOAA, OJIAT Ta MPUTYJIOK.



OxpiM 1[OTO, JIOJU CHJIBHO MPAarHyTh 1O BIAMOYHHKY, OCBITH Ta 1HIIMX MOCIYT.
BoHM MaroTh CHIIBHI ITepeBar ImoA0 OKPEMHUX BepCili OCHOBHHUX TOBApiB Ta MOCYT.
Hewmae cymHIBIB, 110 moTpeOu Ta OaxkaHHS JIFOJEH ChOTOHI MPHUTOJOMIIUIMBI. 3a
onuH pik juie B CILIA amepukanii npuadamu 67 MibspiB seib, 250 MUTEHOHIB
Kypei, 5,5 minblioHIB (eHiB, 133 MiIbIpAN BHYTPIIIHIX MAaCAKUPCHKUX MUIb Ta
moHaa 20 MiIBHOHIB JIEKIIM BHKJIAJadiB aHTJIIMCBKOI MOBH B Kojaemxkax. Ll
CIIO’KMBY1 TOBApH Ta MOCIYTH MPHU3BENIH JI0 TOX1THOTO MOMUTY Ha O1IbIIT OCHOBHI
TOBapH, Takl Ak 150 MUIBHOHIB TOHH cTaii Ta 3,7 Mulbspaa GyHTiB 6aBoBHU. Lle

JeKiJbKa moTped 1 moTped, SKi BUpaxartoThCs B eKOHOMII Ha 1,3 TpiH qonapis.

KopucHy pi3HUIIIO MOXHA MPOBECTH MK MOTpedamMu, OaKaHHSIMHU Ta HaMipaMH,
X04a I11 CJI0Ba B)KUBAIOTHCSA SIK B3aEMO3aMIHHI y 3BU4aiiHiil MoBi. [loTpeba - 11e ctan
BIJIYYBAaHOTO MO30aBJICHHSI MEBHOTO 3arajlbHOTO 3aJI0BOJICHHS, 1[0 BUILIMBAE 13
CTaHy JIIOAWHU. /{7151 BHOKMBaHHS JIIOJSIM MOTPIOHI 1Ka, OJAT, MIPUTYJIOK, Oe3Ieka,
HaJICXKHICTh, MIOBAra Ta IIe Kijabka pedeid. JIroasM HacipaBi NOTpIOHO AyKe Malo.
[{i moTpeOu He CTBOPIOIOTHCS IXHIM CYCHUIBCTBOM a00 MapKEeTOJIOTaMH; BOHH

ICHYIOTb y caMiil CTPYKTYPp1 JIFOJCHKOT 010J10Tii Ta CTaHy JIFOIUHH.

Xoue - 11e OakaHHS KOHKPETHOTO 3aJ0BOJICHHSI IUX KIHIEBUX moTped. JlroguHi
noTpiOHa i%a 1 moTpiOeH cTelk, moTpiOeH oasr, noTpideH koctioM I1’epa Kapaena,
noTpiOHa rmoBara ta KynyeTthest Kaginak. Xoda nmotpe0 jrojeit Maso, iX motped ayxe
Oararo. Jlroachki mOTpeOM MOCTIMHO (QOPMYIOTBCA Ta MEPEepOOIITIOTHCS
COIIIAJIbHUMH CHJIaMU Ta YCTAaHOBaMU, TaKUMHU SK IEPKBH, IITKOJIH, KOPIIOpAIIil Ta

ciM'T.

Hawmipu - 11e pinieHHs npuadoaTi KOHKPETHI 33J0BIILHUKY 32 TIEBHUX YMOB. barato
monert xouyTh Cadillac; numie onuHuIl MaroTh Hamip npuadaTd HOro 3a

CHOTOJHIIIHIMY I[IHAMHU.

1 BiAMIHHOCTI MPOJMBAIOTH CBITJIO HA YACTl 3BUHYBAUYE€HHSI MAapKETOJIOTIB y TOMY,
10 '"MapKeTOJOrH CTBOPIOIOTH MOTpeOu" abo "MapKeTOJOTH 3MYIIYIOTH JIFOJEH
KynmyBaTH pedi, siki iM He moTpiOHi1". MapkeTosorn He CTBOPIOIOTH TOTPEO;
noTpedye paHilie ICHYOYMX MapKeToNoriB. MapkeTojoru, mopsa 3 I1HIIUMU
BIUIMBOBUMU B CYCIUIBCTBI, BIUIMBaIOTh Ha MOTpeOM. BoHU MNPOMOHYIOTH

CIO’KMBauaM, III0 KOHKPETHHH aBTOMOOUIb MOXe €(PEKTHUBHO 3aJ0BOJIbBHUTH



notpedy JIOAMHMA B TOBa3l. MapKeTonoru He CTBOPIOIOTH MOTPeOH B MOBa3i, aje
HaMararoThCsl BKAa3aTH, SIK KOHKPETHUH TOBap 3aJOBOJBHUB OU 110 MOTPeEOy.
MapkeToa0ru TakoX HaMararoTbCs BIUIMHYTH Ha HaMIpu JIIOJEH KyIlyBarTw,

pO6JI$I‘II/I TOBAp HpI/IBa6HI/IBI/IM, AOCTYIIHUM Ta JICTKOAOCTYITHHUM.

IcnyBaHHS MIOACHKUX MOTPEO 1 OakaHHS MOPOJUTH KOHIEIII0 MpoaykTiB. Haie

BU3HAYCHHS MPOAYKTY Jy>K€ ITUPOKE:

ToBap - 1e Te, 0 PO3TISAAETHCA K 3AaTHE 330BOJIBHUTU MOTPEeOy U OaskaHHS.
ToBapoM mMoke OyTH 00'€KT, TIOCTyTa, MisUTbHICTD, JIFOJWHA, MICIIE, OpraHi3aiis 41
inest. [punyctumo, moanHa BiquayBae aemnpecito. o Mmoxke 3podutu iroauHa, 1moo
BUITHU 31 CBOET aenpecii? ki ToBapy MOXKYTb 33J0BOJILHUTH MOTPEOyY MOYyBaTUCS
kpaiie? JItouHa Moxe BBIMKHYTH TEJIEB130p (IIPEAMET); CXOAUTH B KiHO (TIOCIYTY);
3alHATUCS MPOO1KKOI (AKTUBHICTIO); 3BEPHYTHCS /10 TeparneBTa (0coOu); moizaka
Ha [aBai (micue); Bctymutu A0 kinyOy «CamoTHi cepus» (opraizaiis); ado
npuitHATH 1HIDY (inocodito mpo xutts (iaero0). Bel i pedi MokHa po3risaaTH K
MPOJYKTH, JOCTYIHI JJIs JIFOJIeH, K1 "BIAUyBalOTh Jenpecito”. SIKIo TepMiH TOBap
4acoM 3JIa€ThCS HENPUPOJHUM, MH MOKEMO 3aMIHUTH TEPMIHOM pECypc 4Yu

MPOTO3ULIIs UM 33JJOBIILHUK, 1100 OMUCATH T€, 1[0 MOXKE 3aJI0BOJILHUTHU MTOTPEOY.

VY Bunaaky 3 Gi3MYHUMHU 00'€KTaMU BAXIJIMBO PO3PI3HATH iX Ta MOCIYTH, K1 BOHU
peacTaBisioTh. JIroau He KynyroTh (Bi3uyH1 IpeaAMeTH 3apaau cebde. s naganHs
MOCITYTH KYIYETHCS TFOOUK 3 IOMaJI0k0: JOMIOMArae JIFOIMHI BUTTIAAATH Kpatie. s
npuaAOaHHA MOCIYTM KYIMYEThCA CBEPIJIO, poOUThCA HeoOxigHuil oTBip. KoxkeH
¢b13uyHul 00'€KT € 3ac000M ynakoBKH Mociiyrd. Po6oTa MapkeTosora - mpojaaBaTu

MaKeTH MOCIyT, BOy/10BaH1 y (Pi3UyH1 TOBapH.

MapkeTHHT 1CHy€ TO/JI1, KOJIU JIFOM BUPIIIYIOTh 33JJ0BOJILHUTH OTPeOU Ta HOTpedu
MIeBHUM YMHOM, SIKUM MU Oy1IeMO Ha3uBaTu 0OMiHOM. OOMIH - 1€ OJIUH 13 YOTHPHOX
croco0iB, 3a JIOMIOMOIOK SIKUX JIFOJMHA MOXKE OTpUMAaTH TOBap, 3JaTHUMN

3aJI0BOJIHUTH TIEBHY MOTPEOy.

[lepmmii BapiaHT - caMOBHpPOOHHITBO. ['ojogHA IHOMMHA MOXKE MO30aBUTHCH

rojioly 0COOMCTUMHM 3YCUJUISIMU Ha IMOJIFOBaHH1, pUOO0IOBII YK 30UpaHHl QPYKTIB.



JiomuHa He MOBWHHA B3a€EMOJIATUA 3 KHUMOCH 1HIIMM. Y I[bOMY BHUIIAJIKy HEMa€

PUHKY Ta MapKETUHTY.

Hpyruii BapianT - npumyc. ['oonHa N0AMHA MOXKE MPUMYCOBO BHUPBATH 1KY Y
iHImoro. IHIIM CTOpPOHI HE MPOMOHYETHCA KOJHA BUTOAA, KpPIM IIAHCY HE

HaIlTKOIMWTH.

Tperiit BapianT - Oyaranss. ['omogHui MoKe TIIIATH 10 KOTOCh 1 BUIIPOCUTH TKY.
[Ipoxau HE MOXe HIYOTO BIAYYTHOTO 3alpOIOHYBaTH, KpiM MOAsku. UeTBepTuit
BapiaHT - oOMiH. ['ooiHa M0 MHA MOKE 3BEPHYTHCS J0 KOTOCh, XTO Ma€ ixky, 1
3aIllpOINIOHYBATH B OOMIH SKHIICh pecypc, HAPUKJIIA PO, IHIINI TOBap YU SIKYCh

HOCIYTY.

MapKeTHHT 30Cepe/KY€EThCS HA OCTAHHBOMY IM1IXO/1 10 MPUAOAaHHS MPOAYKIIT s

3aJI0BOJICHHS JIFOJICBKUX MOTPeO Ta OakaHb. bipyka mepeadadae 4oTUpU yMOBH:

1. € 1B1 CTOPOHH.

2. KokHa cTopoHa Mae 110Ch, 110 MOTJI0 O OyTH I[IHHUM JJIS 1HIIIO1.

3. KoxHa cTopoHa 371aTHa 10 CHIJIKYBaHHS Ta JOCTaBKY.

4. KoxxHa cTOpoHa MOKe MPUHAHATUA 200 BIAXUIUTH MPOMO3UIIIIO.

SKio 11 yMOBHU 1CHYIOTh, ICHY€E MOTEHIan a1 oOmiHy. Uu BigOyneTbcsi oOMiH
HACITPaB/Ii, 3AJIEKUTH BiJ TOTO, YU 3MOKYTh OOMIBI CTOPOHU 3HAUTHU YMOBU OOMIHY,
AK1 3a0e3meyaTh iM 000M BUIIMI cTaH (a00, MpUHAMHI, HE TIPIIUN CTaH), HIX /10
oOMiHy. Y 11bOMY CEHCI OOMIH OMHCYETHCA SIK MPOIIEC CTBOPEHHSI IIHHOCTI; TOOTO
OOMiH, SIK TTPaBUJIO, 3aJIUIIIAE Y 000X CTOPIH BIAYYTTS TOTO, III0 BOHU 3100YJIH IIOCh
[IHHE.

[ToHsTTS 0OOMiIHY IPUPOTHO BBOJAUTH Y TIOHSITTS] PUHKY:

PuHOK - 1€ CyKymnHICTh ycCiX (AKTHYHMX Ta MNOTEHUIMHMX TOKYMIIB TOBapy.

[Tpuknaa npouTocTpye L0 KOHUENioo. [IpunycTumMo, XyA0KHUK BUTpaydae TpU



THKHI Ha CTBOPEHHS MPEKpacHOi CKyJbNTypH. BiH Mae Ha yBasi MEBHY IiHY.
[TutaHHs, 3 SKUM BiH CTHKA€ETHCS, MOJIATAE B TOMY, UM € XTOCh, XTO OOMIHSE ITHO
CyMy TPOIIIEH Ha CKYJIbITYypyY. SKINO € Xo4ya 6 07HA Taka IO JMHA, MOXKHA CKa3aTH,
110 € pUHOK. Po3Mip puHKY Oy7ie 3MIHIOBATHCS 3aJICKHO BiJ IIHA. XYT0KHUK MOKE
MOTIPOCUTH HACTIJIBKUA BUCOKY ITIHY, IO JIJIS HOTO CKYJIBNTYpH HeMae puHKy. Komwm
BiH 3HWXYE ITIHY, 3a3BUYail pO3Mip PUHKY 301IBIIY€ETHCS, OCKUIBKU OUIBIINE IO/ IeH
MOXYTh JO3BOJUTU COO1 CKYJIBITYPY. PO3Mip pUHKY 3aI€KHUTh B KUIBKOCTI OCi0,
aki MmaroTh (1) iHTepec o o0'exta, (2) HeoOXimHiI pecypcu Ta (3) TOTOBHICTH
3aIpPOTNIOHYBATH PeCypcH s Woro orpumanHs. Lli Tpu pedui ckimamaroTh piBeHb

TIOITUTY.

Ckpi3b, 1€ € TOTeHIa] Juisl TOPTiBidi, € pPUHOK. TepmiH "puHOK" YacTo
BUKOPHCTOBYETHCS Y MOETHAHHI 3 SIKUM-HEOY1b KBaIi(DIKyIOUMM TEPMIHOM, SIKUN
OIHCYE JIIOJACHKI MOTpeOr abo TUIl TOBapy, AeMOrpadiuHy Ipyny 4u reorpadiuae
po3ztamryBaHHs. [lpukianom puHKY MOTpeO € PHHOK pernakcauii, SKUH ICHYE,
OCKIJIbKU JIFOJM TOTOBI OOMIHIOBaTH TPOIIl HA YPOKH HWOTH, TPAHCLEHEHTAIBHOT
MEUTAIlll Ta JUCKOTEYHUX TaHIIIB. [IpuKiIamoM TOBapHOTO PUHKY € PUHOK B3YTTH,
BU3HAYCHHUI TaKMM YUHOM, OCKUIBKH JIFOJIM TOTOB1 OOMIHSTH TPOIII Ha MPEIMETH,
K1 Ha3uBalOThCS B3YTTAM. [lpukiamom neMorpadiuHOro pUHKY € MOJIOIIKHUN
PUHOK, BU3HAYCHUN TAKUM YWHOM, OCKUTBKH MOJIOMI JIFOAM MAarOTh KYITiBEIbHY
CIIPOMOXKHICTB, IKY BOHH TOTOB1 BAKOPUCTOBYBATH JIJIsl TAKMX MPOAYKTIB, SIK OCBITA,
OiKkiHI, MOTOIIMKIM Ta cTepeodoHiuyHe obOnamHaHHs. [Ipukmagom reorpadiqHOro
pUHKY € (QpaHIy3bKUi PHUHOK, SKUM BU3HAYCHUM TaKUM YHHOM, OCKUIBKU
rpoMagsinn @paHuii € MicieM MOTEHUINHUX Oomepaliil 3 Halpi3HOMaHITHIIIMMHA

TOBAapaMH Ta IOCIIyraMu.

[ToHSATTS pUHKY TaKOX OXOIUTIOE OOMIH pecypcamu, HE OOOB'SI3KOBO 3aydeHHS
rpoiueit. [lomiTnaamii KaHAUIAT TPOMOHYE PUHKY OOILHKU T00OpOT0o YpsiAy B OOMiH
Ha ixH1 rojocu. JIOOGICT MPOMOHY€E MOCAYTH 3aKOHO/IaBUOMY PHUHKY B OOMIH Ha
rojIoCM 3a chopaBy JoOicTa. YHIBEPCUTET PO3BUBAE PHUHOK 3aco0iB MacoBOi
iH(opmarrii, Koau BiH BUHA Ta 00111 peJaKTOpiB B OOMIH Ha OLIBIIHI PO3ToJioC.
My3eit po3BUBa€ TOHOPCHKHUIM PUHOK, KOJHM BIH MTPOTIOHYE CTICIiaIbHI MTPHUBLIET s

BKJIAJIHUKIB B OOMIH Ha 1X (DiHAHCOBY MIATPUMKY.



MapxkeTHHroBa KOHIIEMIIIS - 1I€ OpIEHTAIISl HA YIPABIIHHS, SKa BBAXKA€E KIIOUOBUM
3aBJaHHSM OpraHizallii mpu BU3HAYUTH MOTPeOH Ta MOTpeOU IIIHLOBUX PUHKIB Ta
MPUCTOCYBATH OPraHi3alliio 0 JHOCATHEHHS 0aKaHOTO 3aJI0BOJICHHS €(EKTHBHIIIIE

Ta e(pEeKTUBHIIIE, HIXK 11 KOHKYPEHTH.

Koporiie kaxyuyu, MapKeTHHTOBa KOHIIEMIisS TOBOPUTH '"3HAWTH MOTpeOH Ta
3alOBHUTH iX", a He "CTBOpPIOBATH NPOJIYKTH Ta mpojaaBatu ix". Lls opieHTartis
BiIoOpakeHa B PI3HUX CydaCHUX oroJiomieHHsX: "Xai Oyne mo-coemy" (Burger

King); "Tu maganeauk" (United Airlines); Ta "Hemae He3amoBOICHHX KITIE€HTIB"

(Ford).

OCHOBHUMHU TEPETYMOBAMHU MAPKETHHTOBO1 KOHIIEIIIIIT €:

1. CnoxuBayi MOKyTh OyTH 3rpylOBaH1 B p13H1 CETMEHTH PUHKY 3aJIEKHO Bl iXHIX

noTped Ta 0a)kaHb.

2. CnoxuBaui B OyJb-sIKOMY CETMEHTI PUHKY JaJyTh IMEpeBary MPOMO3MINi Ti€l

oprasizaiiii, ska HalOJIK4e BIMOBIAAE IXHIM KOHKPETHUM MOTpedam 1 morpedam.

3. 3aBmaHHs oprasizailii moJisirae y JOCHIIPKEHHI Ta BUOOP1 LUIBOBUX PUHKIB Ta
po3po0Ili ehEeKTUBHUX MPOTO3UIIIN Ta MAPKETUHTOBHUX MTPOTPaM SIK KIIFOUOBOTO JJIs

3aJly4eHHsI Ta yTPUMaHHS KJII€HTIB.

KoHuenuiro npoaaxy Ta KOHUEMII0 MAPKETHUHTY YacTO IUIYTal0Th FPOMAJICHKICTh
Ta 0arato UTOBUX Jroed. JIEBIT MpOBOAUTL TaKUM KOHTPACT MK IIUMHU JBOMA

OpIEHTAIlISIMH:

[Tponmax okycyeThcsi Ha OTpedaxX MPOAABIIS; MAPKETHHT HA TMOTPEOH MOKYTIIIS.
[Iponax 3aifHATHII TOTPeOOI0 MPOJABILSI KOHBEPTYBATH CBIA TOBAap y TOTIBKY;
MapKETUHT 3 1J€€10 3aJI0BOJICHHS MOTped 3aMOBHMKA 3a JOMOMOTOI0 TOBapy Ta
LJIOT0 KJIacTepy pedei, MOB’A3aHMX 13 HOT0 CTBOPEHHSIM, JOCTAaBKOIO Ta

OCTaTOYHHUM CITIOXKHMBAHHSM.

KoHmeniis MapKeTHHTy 3aMIHIOE Ta 3MIHIOE€ JIOTIKY KOHIIEHII MpoAaxy.

Konneniis mnpoaaxy IOYHMHAETHCS 3 ICHYIOUHMX TOBapiB (ipMu 1 posrisijaae



3aBIaHHS SK BUKOPUCTaHHS TPOJAXy Ta TMPOCYBAaHHS IS CTHUMYJIIOBAHHS
BUT1IHOTO 00csATYy mpoaaxiB. KoHIlemNIliss MapKeTHHTY MOYMHAETHCSA 3 IIJILOBHX
KJI€HTIB (ipMH Ta iX MOoTpe® Ta Oa)kaHb, BIH IJIAHYE CKOOPJWHOBAHUN HaOIp
OPOAYKTIB Ta Iporpam, IO BIAMNOBIZAIOTH iXHIM MoTpedam 1 morpedam; 1 1e

MPUHOCUTH MPUOYTOK Uepe3 CTBOPEHHS 330BOJICHOCT] CTIOKHBAYIB.

Cepen 0CHOBHHMX MPaKTHKIB MapKeTuHroBoi KoHIenii € McDonald's Corporation,

pOo3IpiOHA TOPTIBISA TaMOyprepamMu IMIBUJIKOTO XapuyBaHHS.

3a cBoe KoOpoTke JaBamisATHpiuHe icHyBaHHsA McDonald's o6cmyroByBas
aMEPUKaHIIIB Ta TPOMAJISH KIJIBKOX 1HIIUX KpaiH MoHaj 27 MiIbspaiB raMOyprepin!
Cooromui BiH 3aiiMae 20-BIICOTKOBY 4YacTKy pUHKY @acT-dyny, 3HA4YHO
BUTIEpPE/DKAIOYM CBOIX HAWOMKYMX KOHKYpPEHTIB - KeHTykki cMakeHa Kypka
(8,4%) Ta Burger King (5,3%). 3aciyra 111€i mpoBiAHOT O3UIII1 HAJIEKUTh PETEIIbHIN
MapKkeTUHroBid opieHrtanii. McDonald's 3Hae, gk go0Ope CIyXuTH HIOIIM 1

MPUCTOCOBYBATUCA /IO MIHJIIMBUX MOTPeO Ta OakaHb.

Jo "MaknoHanbacy" amMepuKaHill MOIJIM OpaTH ramOyprepu B pecTopaHax uu
3aKyCOYHUX, ajie He 0e3 mpobisieM. Y Oaratbox MicIsiX raMOyprepu Oyjid HU3BKOT
SAKOCTI, OOCITyroByBaHHs OyJI0 TOBLIBHUM, JEKOp OYB MOTaHWM, JOMOMOTa
HEpIBHOMIpHAa, YMOBH OyiM HEYHCTI, a atMocdepa ramacnuBa. McDonald's Oys
chopMyJIbOBAaHUN SK aNbTEPHATHUBA, KOJIM KIIIEHT MIT 3aUTH B O€310TaHHO YHUCTY
TOPTrOBY TOYKY, 3yCTPITU MOTO MPUBITHUM Ta €(DEeKTUBHUM 3aMOBHUKOM, OTPUMATHU
ramMOyprep 31 CMakOM MEHII HIXK 3a XBWJIMHY Hicas 0OpPMIIEHHS 3aMOBJICHHS, 3
MOXJIMBICTIO 3’icTM #oro Tam a0o BUNMITH. /[l CTBOpPEeHHS MIIIITKOBOT
BIJICOKIMHATH HE OyJI0 MY3HMYHHMX aBTOMATiB YW TenedoHIB, 1 HaCIpaBIl

MakaoHaJIbJIC CTaB CIMEHHOIO CITPABOIO, OCOOIMBO IIPUBAOIUBOIO JIJIS JIITCH.

Komm wacm 3MmiHIOBanmuch, 3MiHIOBaBcd 1 MakgoHanpac. Po3minm  cuaguux
PO3IIUPUIIH, TIOKPAIIUIN JIEKOp, NOJalu AYKE BIajie MEHIO CHiAaHKy 3 Sitnem
Maxkmadhinom, a TaKOK BIAKPHIA HOBI TOPTOBl TOYKY B YACTHHAX MICTA 3 BEJIMKUM
tpadikoM. OueBmmHo, mo McDonald's BmaBamocs po3BUBATHCSA 3 MIHIMBUMH

nmoTpedamMu KIIIE€HTIB Ta BUTITHUMH MOKIIUBOCTSIMHU.



Kpim Toro, kepiBHuutBo McDonald's 3Hae, ik epeKTHBHO CIpPOEKTYBAaTH Ta
KepyBaTH CKJIQJHOIO CEpBICHOIO omeparliero. BiH peTenbHO BUOUpae Miclie
po3TalllyBaHHs, BiIOMpae BUCOKOKBaJi(pikoBaHUX (PpaHUAN3UHTOBUX OIEPaTOPIB,
Haja€e iM TIOBHY IMIArOTOBKY Ta JOMNOMOTY 3 VIPaBIiHHA, HIATPUMYE iX
BHCOKOSIKICHOIO HAI[IOHAJIbHOIO TPOrpaMol0 CHOPHUSIHHS pekiaMi Ta 30yTy,
KOHTPOJIIOE SKICTh TPOAYKINi Ta MOCIYT 3a JOTIOMOTOI0 TIOCTIHHUX OIHMTYBaHb
KJIIEHTIB Ta BKJIAJa€ BEJIIMKY CHEPril0 y IMOKpaIIeHHS TEXHOJIOTiS BUPOOHMIITBA
ramMOyprepiB Uil CHPOIICHHS OTepalliid, 3HWKEHHS BUTPAaT Ta MPUCKOPEHHS

00CIIyrOByBaHHS.

OpieHTallisi Ha MapKETHUHT TaKOX aKTyaJlbHa [JIi HEKOMEPIIMHUX OpraHizallii.
binbiicTe HEKOMEPIIMHUX OpraHi3alliii MOYHHAIOTh 3 OpieHTAIlll Ha ToBap. Takum
YUHOM, 0arato KOJICJIKIB, SIKI CTHKAIOTHhCS 31 3HMDKCHHSM KIUIBKOCTI CTYJ/ICHTIB,
3apa3 BKJIAJIal0Th 3Ha4YHI KOLITH B pekjamy Ta HaOip mepcoHamy. Lli opranizamii
MOYMHAIOTh YCBIJIOMJIIOBATH HEOOXIAHICTH OUIbII PETEIbHO BU3HAYATH I[JIHOBI
PUHKH; JOCHIIUTH iX MOTpeOH, MoTpeOu Ta MIHHOCTI; MOJIEPHI3YyBaTH CBOIO
OPOJYKIII0 Ta Mporpamu; Ta e(EeKTUBHINIE CIIIKyBaTucs. Taki opraHizarii

IICPCXOIATh BiII MpOoAaXy A0 MAPKCTHHI'Y.



