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Crporoani nugpoBuii Ta iHTEepHET-MapKeTHHI — rajy3i MapKeTHHIY, fKi HaWIIBHAIIe
3poctaioth. lludposi Texnosorii TpanchopmyroTs opraHidaniiini Ta ynpasilIiHCBKI npounecH,
(opMyIOTH HOBi BUKJIMKHM Ta MOMKJIHUBOCTI AJIsl MAPKeTOJIOriB Ta CMIOHYKAalOTh WTH B HOTY i3
HOBHMHM TeHJEHLisIMM, 3yMOBJIECHUMH IJI00AJIBbHO0 IiIKMTAJI3ali€0. Y CTATTI BUBYEHO €BO-
JIOWi0 HM(POBOro MAPKEeTHUHIY Yepe3 AOCHiIKeHHs] MiAX0AIiB 10 TPAKTYBAaHHS KaTeropiiino-
NMOHSATIHHOIO amapary; CHCTeMATH30BAHO BiAMIHHI XapaKTePHCTHKH TPAJAMUIHHOIO Mapke-
THHTY, iHTEPHET-MAPKETHHIY Ta NM(POBOro MAPKETHUHTY. ABTOPHY NMiATBEPAWJIM TrinoTe3y, 110
nM(pPOBHIi MAPKETHHI € BHIOI0 (OPMOI0 eBOJIIONII iHTEPHET-MAPKeTHHIY Ta TPaguLiiiHOro
(k1acHYHOr0) MapKeTHHIy. BpaxoByloun pisHi mizxoau 1o opranizanii MAapKeTHHIOBOI Aisljib-
HOCTi, aBTOPH CHCTeMATH3YyBaJHM OCHOBHi BiiMiHHOCTI Mixk Tpaauuniiinum, nudpoBuM Ta
IHTepHeT-MapPKEeTHHIOM.

KarouoBi cioBa: MapkeTHHT;, TpaaMUiiiHUi MAPKETHHI;, €JeKTPOHHUII MAPKETHHT,
I (pPOBHIl MAPKETHHT; iHTePHET-MAPKETHHT.

IMocTanoBKa npobJeMu

Hudposa Tpancdopmaris B ycix cepax CyCcHiIbHOrO Ta eKOHOMIYHOTO KUTTS BU3HAYA€ HOBI TPEHIU
Ta BCTaHOBIIOE MpaBWia (OPMYBaHHS BIIHOCHH MIXK CyO €KTaMM MiANPUEMHHUIITBA Ta CIIOKUBAYaMHU.
[Ipornecu mikuTaNizalli Ta HOBI Oi3HEC-MOIE YSTBEPTOI IPOMHUCIIOBOT PEBOJIIOLIT IUKTYIOTh HOBI IIpaBHUiia
I'pY Ha EKOHOMIYHii apeHi. MapKeTHHT € OJIHi€r0 3i cdep, sKa 3a3Ha€ HaHOLIBIINMX TpaHchOPMAITiH 11| BIUTH-
BOM 3raJ[aHiX MPOIECIB — HAa 3MiHY TPAAUIIHHAM (KJIACHYHKUM) IHCTPYMEHTaM Ta TEXHOJIOTiSIM MPUXOISATh
mdposi. Ilpore He Bci miAmpuEMCTBAa YCBIAOMIIOIOTH MEpEBard 3aCTOCYBAHHS CYYaCHHX IHTEPAKTHBHHX
TEXHOJIOT1#, HEe TOTOBI JI0 TIepeXo1y Ha BUKOPUCTAHHSI MapKETUHTOBHX MU(POBUX KaHAIB KOMYHIKAIIA Ta
BCE IIIe HE TOTOBI aIaNTyBaTHCS JJO HOBUX YMOB TJI00aJIbHOI A1 DKHUTANI3alii. barato MapkeTosoriB He po3y-
MIIOTh BiIMIHHOCTI Ta OCOOJMBOCTI IHTEPHET-MapKETHHIY Ta LU(PPOBOrO MAPKETUHTY SIK HOBHX KaTeropii
HaykoBoro o0iry. He Bapro HexTyBaTtu TUM (hakTOM, IO MpOLEcH LU(poBizalii HAOUPaAIOTh Bce OLIBIINX
00epTiB. 3aJIe)KHO BijJi BUKOPUCTOBYBAaHOTO BH3HAYEHHS PO3Mip IH(POBOI EKOHOMIKH CTAaHOBHTb, 3a OIliH-
kamw, Bix 4,5 mo 15,5 % csitoBoro BBII [1]. 3rigHo i3 ominkamMu YKpaiHCEKOTO iHCTHTYTY MalOyTHBOTO,
yacTka 1udposoi ekoHomikn y BBIT Halibinemmx kpain ceity B 2030-1i poku pocsrae 50-60 %, a B Vkpaini
el IoKa3HUK Moxke OyTH 1me BuiuM — 65 % BBII [2]. BaiuBicTh akTHBHOT NPHCYTHOCTI B iHTEpPHETI
3aCBIAYWIM M OcTaHHI MOZii B CBiTi, OB’ A3aHi 13 KOPOHABIPYCOM, KOJIH, 3 OXHOTO OOKY, aKTyaJbHICTh HO-
KyIIOK y MEpeXi 3pocia 4yepe3 HEMOXIIMBICTh BiABIAYBaHHsS 3BHYaiHUX MarasuHis, a 3 1HIIOTO — B3araii
OYIKYIOTBCS 3MIHH Y KyJBTYpi CHOKUBaHHS.
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EdexTuBHe BukopucTaHHs UU(POBUX TEXHOJIOTIH i3 opMyBaHHIM JIOSIBHOI ayAWTOpii Ta moLIM-
PEHHSM MO3UTHBHOI iHpOpMaLii mpo cede cTae BaXKIMBUM (PAKTOpOM HE MPOCTO MPOLBITAHHS, ajie i BU-
’KUBaHHs y HOBUX yMOBax peanbHOCTi [3]. CamMe TOMy /s HAyKOBOI CHIIBHOTH aKTyalli3ylOThCs TIUTaHHS
NOJABIIOr0 AOCHIIKEHHA TEOPETHKO-TIPUKIAAHUX 3acall PO3BUTKY MApKETHHIOBOI MiSUIBHOCTI MiANpH-
€MCTB 13 ypaxyBaHHSIM yMOB LU poBizarii.

AHaJIi3 OCTAHHIX J0CTI’KeHb Ta MyOJaiKamin

3a KopoTKuil epio omyOIiKOBaHO YUMAaJIO HAYKOBUX POOIT, Y AKHX AOCIHIIKEHO MUTAHHS CTAHOB-
JIeHHS Ta OPMYBaHHS TAKMX HOBHUX ()OPM MAapKETHHIOBOI AiSUTBHOCTI, K IHTEPHET-MapKETHHT Ta U PO-
BHii MapkeTHHT. Lle, 30kpeMa, mpaili Sk BITYM3HSIHUX HAayKOBLIB, cepen sikux A. boxok [4], O. Kapuwii [5],
JI. TansekiB [5], H. Hepomanko [6], O. IToxunsuenko [7], I. ®@nuk [7], O. Yronbkosa [8], Tak it iHO3eMHHX:
A. Kicvomuk [5], B. @octep [9], M. xoxancis [9], T. imena [10], C. Xamkexcani [11], A. Adomizane [11],
JI. dexpsiarapi [11], M. ITitep [12], M. Jamna Beuia [12] Ta in. ®. Kotiep, 6aTbk0-3aCHOBHUK MapKETHHTY, B
cBoiii kum3i “Mapkerunr 4.0. Big tpaauiiitnoro go nuudposoro” [13] posmosinae, sk MpaBUILHO BHKO-
PHUCTOBYBATH IUQPPOBI TEXHOJOTI sl CTBOPEHHS e(heKTUBHOT MapKETHHIOBOI KOMYHIKaIIil, 3aKJIa1al0un
OcHOBH ()OpMYBaHHS MapKETHHTY HOBOT'O MOKOMiHHS — Mapketunry 4.0.

OKpiM 1IBOTO, TEOPETUKO-TIPUKIIAHI 3acaau MmpolieciB nudpoizaiii y chepax eKOHOMIKH BHCBIT-
JICHO Y JIOCII/DKEHHSIX OpraHizalliii Ta MapKeTHHTOBUX KoMIaHiii. 30kpema, YKpaiHCHKUN 1HCTUTYT Maii-
OyTHBOTO OITyOJIIKYBaB POTHO3H IIOJI0 TPEH/IB, CLIEHAPIIB, BUKJIMKIB Ta MOKJIMBOCTEH PO3BUTKY IUPPO-
BOI ekoHoMikn Ykpainu [2], Llenrp PasymKoBa MOCTIINB CY94acHHH €Tall CBITOBOIO €KOHOMIYHOTO Ta
COIIAJILHOTO PO3BHUTKY, IO XapaKTePU3Y€EThCS ICTOTHUM BIUIMBOM LK(POBI3allii, MpoaHati3yBaB OCHOBHI
JIETepMIiHAHTH Ta IiJICTaBU PO3BUTKY IM(PPOBOT EKOHOMIKH B YKpaiHi, a TAKOXK TOTOBHOCTI HAIOi KpaiHH
JI0 3aIPOBAKEHHS Ta BUKOPHCTaHHS NMU(POBUX TexHoJori# [1]. BiamoBigHo 10 YHHHOTO 3aKOHOAAaBCTBA
ta HamionaneHol nporpamu iHdopmarusanii Ykpainu [14] po3pobieHo perioHanbHi mporpaMu inpopma-
tu3aii [15], ski BU3HAuar0Th OCHOBHI 3acajiy pealizallii perioHaabHOI MOMITUKH Y cdepi iHdhopmaTH3aii,
UQPOBOTO PO3BHUTKY, HUPPOBUX TpaHCHOpMAIIill i mUPpoBizarii.

®opMyJ/II0BaHHA IiNoOTe3 i MOCTAaHOBKA IiJIeH
Lini cTarTi: BUBYEHHS €BOIIOLIT MU(POBOTO MAPKETHHTY Yepe3 MOCTIHKEHHS MiAXO/IB 10 TPaKTy-
BaHHS KaTeropiiHO-TIOHITIHHOTO anapary; CUCTeMaTH3allisl BIIMIHHUX XapaKTePUCTHK TPAIUIIITHOTO Map-
KETUHTY, IHTEPHET-MapKETHHTY Ta I(POBOTO MAPKETUHTY. ABTOPH TIIIOTETHYHO MPHITYCKAIOTh, MO IU(PO-
Bl MapKETHHT € BHUIIOI (OPMOIO SBOJIOIIT IHTEPHET-MAPKETUHTY Ta TPaaULidHOro (KIaCHYHOTr0) Map-
KETHHTY.

MeTtopoJiorist A0CTiIKEHD
Y mochiKkeHHI BUKOPHUCTAaHO TaKi 3arajJbHOHAYKOBI METOAM HAYKOBOTO ITi3HAHHS: IMOPiBHSUTEHOTO
aHaN3y Ta CHHTE3y, TEOPETUYHOTO y3araJlbHEHHsS, CHUCTeMAaTH3allii Ta JIOTIYHOTO y3aranbHeHHS. [Hdop-
MaIifHO0, TEOPETUIHOIO Ta METOAOJIOTYHO 0a3010 JOCTI/HKEHHS CTAIHM HAYKOBI Mpalli BITYU3HIHUX Ta
3apyODKHUX BUCHHMX, SIKI BUBUAIOTh MUTAHHS, OB’ A3aHi i3 pO3BUTKOM MapKETHHIOBOI AisUTBHOCTI MiANpH-
€MCTB B YMOBaXx JliJDKATATI3AII].

Buxsiaa ocHOBHOT0 MaTepiajly 10C/IiIKeHHsI

Bukopucranns indopmaniitaux (iHpopmaniitHO-KOMYyHIKAI[IHHUX) TEXHOJOTIH BXE CTajJ0 MOBCSK-
JICHHUM SIBHILIEM B OpraHizaliii TocroaapchbKoi AisUIbHOCTI CyCHiIbCTBa. [IpoTe Bece wacTiiie y JpKepenax
BKHUBAIOTh MOHATTA “ mipkuranmizaris’ (Bix anrt. digit — mudpa), sike 03HaYae nepeTBOPEHHs Ta MepeiaBa-
HHs1 iHdopMaiil y uudpoBiii Gpopmi i3 BUKopucTaHHSIM HU(POBHUX TeXHOJOTH. Sk 3a3HaueHo y ukepeni [16],
3MiCT TepMiHiB “ ipxutanmizauis’ i “uuppysanss (oimdpyBanHs)”’ BapTo po3mexoBysati. Tepmin digitization
(tmdpyBanss1, orudpyBanHs) 3’ IBUBCS Ha 3aMiHy a0 sSIK TOMOBHEHHs TepMiHa “ koMt otepu3aitis’ . Ouudpy-
BAaHHS BapTO PO3MVIIATH SIK MPOIIEC NEPETBOPSHHS OKPEMUX aHAIOTOBHX JaHHMX Ha mUQpOBi OiTH, a JimKu-
tamizauito (digitalization) — sik crioci6 pectpykTypu3arii Oaratbox cdep ComianbHO-eKOHOMIYHOIO HPOCTOPY
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Lugposuii ma inmepuem-mapkemune. cnie8iOHOUIEHHS NOHAMb

HaBKoJIO udpoBoi komyHikarii (Brennen & Kreiss, 2014). To6to “mipkuramizaiiss’ — MIUPIIE TTOHSTTS, SKe
3yMOBJIIOE SIKICHO HOBHI PiBEHb CHCTEMH B3a€EMOBIJIHOCHH KOHTPAreHTiB y iH(popMaLiiiHux ciuctemax [16].
Hudposizawis, Ha IyMKy aBTOpiB, € HEB1l' eMHHUM aTpuOyTOM opraHizauii Oyap-skoro 0i3Hecy, 30KpeMa i
MapKETHHTOBOI JisTEHOCTI.

MapKkeTHHT SIK AisUTBHICTh Y (hOpMyBaHHI IONUTY Ta 33J0BOJICHHI MOTPEO CIIOKUBAUiB BUHUK 1€ HA
MIOYAaTKOBOMY €Talli CTAHOBJICHHSI TOBAPHO-TPOIIOBHX BiTHOCHH. TEOpEeTHUHI OCHOBH TPaJHI[iHHOrO (Kiacud-
HOT'0) MapKETUHTY K CAaMOCTIIHOT HayKu modvaiy 3akiaaat Ha nmodatky XIX cr. B ymoBax 3MiHU TeXHO-
JIOTIYHOTO 0a3uCy B HAMpsiMi MOOLIBHOCTI Ta COLIAIBLHOCTI BiIOYBAETHCS MEPEXill IO HACTYIHOI SBOJIIO-
uiitHoi ¢a3u po3BUTKY HE TINBKH TPAJULIHHOIO MapKETHHTY, ajie i IHTepHET-MapKEeTHHTY — HU(POBOTO
mapketuary (digital marketing), mo mgae 3Mory aapecHo B3a€EMOIIATH i3 I[IIBOBUMHM CETMEHTAMH PHH-
Ky y BIpTyaJbHOMY Ta pealbHOMY CEpEJOBHIIaX Ha OCHOBI Cy4acHHX IM(PPOBHUX KaHAIIB Ta HU(PPOBUX
meroniB [17, c. 366] (puc. 1).

Enexrponnuit mapketunr (E-mapkeTuHr)

A\ 4

Tpaauuiiiauii MapkeTHHr —  [HTEpHET-MapKeTHHT Hudposwuii MapkeTHHT

Puc. 1. Egomoyis yugposoeo mapxkemunzy

SIK CTBEPIDKYIOTh aBTOPH HayKoOBHX nociimkenb [18-20], uudpoBuii MapKeTHHT MICTHTh y COOi
IHTepHET-MapKEeTHHT, a TaKOXK OyIb-SIKHHA NPUHOM MapKETHHTY, IO NOB S3aHUX i3 HU(POBOIO KOMYyHIiKa-
1i€r0. AHaNI3 KaTeropiiHo-MOHsTIHHOrO anapaty (Tadm. 1, 2) miaTBepkye, 1o udpOBHii MAPKETHHT € M-
IO KaTeropi€ro, aHiXK iIHTEPHET-MApKETHHT, M0 € MOro CKIAJHUKOM, i TOJOBHA BiJIMiHHICTH — BiJCYT-
HICTh HEOOXiTHOCTI BUKOPHCTaHHS IHTEPHETY SIK JpKepesa mepenaBanHs iHdopmaiii. Skmo B iHTepHET-
MapKeTHHI'y BHKOPHCTOBYEThCS OAWH KaHAJ1 — IHTEPHET, TO Y IM(POBOMY MAapKETHHI'Y KUIBKICTh KaHAaliB
JIOCTaTHhO BeNUKa (HAMpPHUKIAd, MOOUIBbHI MPHUCTPOi, IMdpoBe TenebadyeHHs, iHTepakTuBHI ekpanu, POS-
TEpPMIHAJIM TOIIO) i B MIEPCHEKTUBI 3pocTaTuMe. BoHOYAC €JeKTPOHHHUI MAPKETUHT — MMOHATTS IIHUPIIIE, 110
nepeadayae iHTErpauio iHTepHeT- Ta HU(PPOBOr0 MAPKETHUHTY, TOOTO OXOIUIIOE OOUABA BN MapKETHHTY
[19, 20], siBnsie cO0OK0 MApKETHHTOBY MiSUIBHICTH MiAMPUEMCTBA, YIMPABIIHHS SIKOK 3IiHICHIOEThCS Ha
OCHOBI €JICKTPOHHUX TeXHOMOTiH [21], Ta BiaA3epKamoe KIaCHUHUI TEPMiH “elIeKTpOHHA KOMeplis”, 110
yBiOpaB yci HasBHI KaHAJIM Ta 3acO0M KOMYHIKAIli y Oi3HECi 3a IOMOMOro TeXHIUHHX 3aco0iB [22]. Ha
aymky O. T'ymennoi [23], enekTpOHHHIT MapKETHHT € COILIaJbHAM Ta YHNPABIIHCHKUM IPOLECOM, SKHi
CTIPSIMOBaHMI Ha 33/I0BOJICHHS MOTPEO CHOXKHMBAYIB y MEPEXKi IHTEPHET i/l Yac CTBOPEHHSI MPOIO3MIIii Ta
o0OMiHy ToBapiB ab0 MOCIYT 3a JONMOMOror iH(GOPMaLiiHO-KOMYHIKALiHHUX TEXHOJOTiH. ExexrpoHHmi
MapKeTUHT (e-MapKEeTHUHT) y CHCTEMi BiIHOCHH ITiNPHEMCTBA 13 MOKYIIIMHU — 116 MAPKETHHIOBA [isUTbHICTh
HiAMPUEMCTBA, CIIPSIMOBaHa Ha (OpMyBaHHs Ta MiATPUMAHHS JIOBrOCTPOKOBOI CUCTEMH HOTO BITHOCHH i3
NOKYIIEM fK KIIOUOBHM CYO’ €KTOM B3a€MOJii, 3B’SI3KM 13 KOTPUM MiATPUMYIOTHCS 13 3aCTOCYBaHHSAM
CYYacHHUX CJICKTPOHHUX TeXHOJOTiH [21].

I. Boiiuyk BuaiIsie TpH PiBHI PO3BUTKY IHTEPHET-MapKeTHHTY [uis mianpuemctsa [39, c. 6]:

— MepIIuii PiBeHb — NIPOCTa MPUCYTHICTH GipMHU B iHTEpHETI (HAsBHICTH iHTEPHET-CTOPIHKH, MOIITO-
BOI ajipecH);

— IpYTHiA — B3aEMOJIisSI MiXK MMOCTa4aIbHAKAMH 1 CIIO)KWBaYaMK Ha OCHOBI BUKOPHCTaHHS MO>KJIHMBOC-
Tell iHTepHeTY;

— TpeTill XapaKTepHU3y€EThCs MEBHOIO TpaHCPOPMAIliEr0 Oi3HEC-TIPOIECiB, KOJIM OCHOBHA YAaCTHHA 3a-
XO/IiB, IPUHOMIB YU NIl 3IHICHIOETHCS 3a JOMTOMOTOI0 iIHTEPHET-TEXHOIOT 1.

BBaxkaemo, 1m0 nu@poBril MApKETHHT € MTOXIAHUM Bijl IHTEpHET-MapKETHHTY Ta GOpPMy€e HACTYIHUI
piBeHb PO3BUTKY MAapKETHHIOBUX KOMYHiKawid. TpamguiiliHe BUKOPUCTAaHHS 1HTEPHET-IHCTPYMEHTIB J0-
MOBHIOETHCSI BUKOPUCTAHHAM 1HHOBAaLIHHUX HU(PPOBUX IHCTPYMEHTIB Ta TEXHOJOTIN A B3aeMOIl 3i
CIIOYKMBAYaMH, 30KpeMa TaKiMH, SIK MoOiTeHI tipricTpoi (texuosorii Click To, Hash SMS, QR-kon), miidpose
TenebaueHHs (TEXHOJIOTISI JOMOBHEHOI peabHOCTI), iHTepakTiBHI ekpanu (3D-mpoexkiii), POS-tepminany,
Bijieokamepu (OiOMETPHYHI TEXHOJIOTII) TOLIO.
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Tabauysa 1
Ilinxoau 10 TpaKTyBaHHS NOHATTA " iHTepHET-MapKeTHHT”

ABTOD, JUKEpENo

TpaxTyBaHHA

H. 1O. I'peuanux
[24]

[HTEepHEeT-MapKEeTHHT — Lie HOBHI BHJ] MAPKETHHTY, 1110 BKJIIOYAE TPAJUILIHHI €lIeMEHTH
(ToBap, po3moia, MPOCYBaHHS, MAPKETHHTOBI JOCHIKSHHST), peali3oBaHi 3a JOMOMOT 00
IHCTPYMEHTIB MepeXi iHTepHET y AUCTaHIIHHOMY, IHTEpaKTUBHOMY PEKUMi, TOMY 3a0e3Ie-
qy€ MOXKIIMBICTh IPUCKOPEHHS, 3[ICIICBIICHHS Ta OLIBII SKICHOTO 3MIHCHEHHS BCIX
MapKETHHTOBHX MPOLECIB

M. 1. /laHnieHKo
[29]

[Tig iHTepHET-MapPKETHHTOM CJIiJl PO3YMITH OpTaHi3alliio MisUTbHOCTI, IO 3iHCHIOETHCS
3aco0amu r100aNbHOT MEpeXki IHTEPHET, 3 METOO JOCSATHEHHS MapKETHHTOBUX IILTCH
MiIPUEMCTBA Ta 33I0BOJICHHS TOTPEO CIIOKUBAUiB

C. M. Lurstiienko

[HTEepHET-MapKETHHT MOTPIOHO PO3TIIIATH K HOBUH BHI MapKETUHTY, SKUH Iependadae

[26] 3aCTOCYBAaHHS TPAAULIHHUX Ta IHHOBAI[ITHUX 1HCTPYMEHTIB 1 TEXHOJIOTIH Y Mepexi
iHTEPHET 11 BU3HAYEHHS 1 3aJOBOJIEHHS TOTPED 1 3amUTiB CHOKKUBaYiB (MOKYIIIIB) MUIAXOM
00MiHYy 3 METOIO OTPUMAHHS TOBAPOBUPOOHUKOM (MPOAABIIEM) MPUOYTKY YH 1HIIUX BUIOJI

I. Kinam [27] [HTEepHET-MapKETHHT — 116 HOBHH BUJ MapKETHHTY, KU mepeadavdae 3aCTOCyBaHHS

TPaIUIIfHAX Ta IHHOBAIIMHUX IHCTPYMEHTIB Ta TEXHOJIOTIH y MEpeXi IHTEpHET IS
BU3HAYCHHS 1 33JI0BOJICHHsI TOTPEO 1 3aMUTIB CHOXMBAYiB ([TOKYIIIIB) NUIIXOM OOMIiHY 3
METOI0 OTPUMAaHHS TOBAPOBUPOOHUKOM MPUOYTKY UM {HIIUX BUTOX

C. B. ManxoBu4ko

[HTEepHET-MapKETHHT — IIe 3aCTOCYBAaHHSI MAPKETHUHIOBOTO 1HCTPYMEHTApIIO MiATIPHEMCTBA B

[21] ro0asbHIN Mepexi iHTepHeT Al epeKTUBHOI pearizanii Horo MapKeTHHIOBOTO MOTEHIIATY
3 METOIO JOCSTHEHHS LiIeH i oTpuMaHHS IPUOYTKY
I. M. Mariis, [HTepHET-MapKEeTHHT — I1e KOMIUIEKC JiH, CIPSIMOBAaHHUX Ha ITPOCYBAaHHS 1 IPOJak TOBAPIB

B. Kymniprok [28]

M TIOCITYT 32 JIOTIOMOT'OI0 TEXHOJIOT1H Mepexki iHTepHET

I'. B. Mosrosa [29]

[HTEpHET-MapKEeTHHT — I1e TPOCYBaHHS TOBApiB 1 ITOCIYT HAa PUHKY MPOIABIS 3a JOMOMOTOI0

IHTEpHET-TEXHOJOTi#, 10 BHKOPHUCTOBYIOTh CHEIlaibHi iHCTpyMeHTH (iHCTPYMCHTH

iHTEepHET-MapKETHHTY)

B. JI. Ineckau [30]

[HTEepHET-MapKETHHT — IIe COLlIaNbHUH Ta YIPaBIiHCHKHHA MpOIieC, CIPSIMOBAaHUH Ha
3aJJ0BOJICHHS NMOTPeO CIOKMUBAYIB Y MEPEXKi IHTEPHET I Yac CTBOPEHHS MPOIO3UIIii Ta
00OMiHy TOBapiB/MOCIIYT 3a JONOMOTO0 1H(OPMAIIHHO-KOMYHIKAI[IHHUX TEXHOJIOT1i

H. C. Cepcprux

[HTepHeT-MapKeTHHT — 11 cepa MapKETHHTY, SKa, KPIM TPaIUIiifHUX iHCTPYMEHTIB, BKJIFO-

[31] Yae KOMIUICKC CIe(igHIX IHCTPYMEHTIB Ta METOJUK, SIKi TOTIOMAraroTh MIPOCYBaTH TO-
BapH Ta MOCIYTH Yepe3 IHTePHET Ta 3aJ0BOJIbHATH IIIATOCTIPOMOXKHHUIT OMUT CIIO’KMBAYiB
JI. Typuun, Iarepuer-mapkeruar (internet marketing) e cykymHicTiO 3aX0/1iB y BCECBITHI# Mepexi
B. Octposepxos IHTepHEeT, CIPSIMOBAHUX Ha MPUBEPHEHHS yBaru MOTEHIIIHNX CIIOXXUBAYiB IO TOBApY YU
[32] MOCITYTH, 301JIBIIIEHHS MOMYJISIPHOCTI IIbOTO TOBapy (caiiTa) B Mepexi Ta HOro MpOCYBaHHS 3
METOI0 MPOJIAXKY
C. Spowmiy, ITix TepmiHOM “IHTEpHET-MapKETHHI" PO3YMI€THCS TEOPisl 1 METOOJIOTIS OpraHi3aii

O. bekeToBa,
I1. IleTpuyenko
(33]

MapKETHHTY B TiepMeIifHOMY cepeJoBHUIIi Mepexi iHTepHeT. L{e — komrmieke dimocodii,
CTpaTerii Ta IHCTpyMEHTAapito iHPOpPMAaLifHOT MapKETHHIOBOI TisITBHOCTI Ta B3a€EMOIIi B
KOMIT FOTEPHUX MEpexax, IO JO3BOJISIE TOCITIHKYBATH PHHOK, aJIeKBATHO CTPYKTYPYBaTH
iH(opMaIliiiHe cepeloBHIIe, TPOCYBATH, IPOJAABATH i KyIIyBaTH TOBapH, ifel Ta MOCIyru

Tabnuys 2
Iinxonm 10 TpakTyBaHHS NOHATTA “ HUGPOBUA MapKeTUHT”
ABTOD, JKEpENo TpakTyBaHHs
1 2

€. 1. Benrep [34]

Digital-mapkeTHHT (imKuTaI-MapKEeTHHT, TH(POBHI MAPKETHHT) — IIe CYKYITHICTh IU(PPOBHUX
TEXHOJIOTIH, sSIKi BAKOPUCTOBYIOTHCS TS IIPOCYBAHHS KOMIIAHIT 1 3aTy4CHHS CIIOKIBAYiB

O. B. I'ymenHa [23]

Hudposuit MapkeTHHT sBIsE€ COOOK0 CydacHHH IHCTPYMEHT MPOCYBAHHS MIPOAYKTY,
TOPTOBOT MapKu Yd OPEH/Y 3a JOMOMOTOI0 BCIiX UPPOBUX KaHaTiB (Tene0adeHHs,
iHTepHET, paaio, MOOLIBHI TenedOHH TOIIO)
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Ipooosoicennss mabn. 2

1 2
O. Kapmimenko, udpoBuit MapKeTHHT — IIe BUKOPUCTAHHS YCiX MOXIMBHX (popM IUPPOBHX KaHATIB IS
0. Jlorinosa [35] | momynspu3anii ycTaHOBH Ta il MPOYKIIi, MOCIYT

M. A. Oknannep, | LudpoBuii MapkeTHHT — Ll BUJ MApKETHHTOBOI ISUILHOCTI, 1110 32 IM(MPOBUMH KaHAJIAMU
O. O. Pomanenko | nuQppoBUMH METOJAMH JIA€ 3MOTY aJPECHO B3aEMOJISTH 13 IINIbOBUMU CErMEHTAMH PHHKY Y

[17] BipTyaJlbHOMY Ta peaJlbHOMY cepenoBuii. Ll poBuii MApKETHHT — [1€ BECh KOMILIEKC
MapKETUHTOBHX JIil y CydacHOMY cBiTi. TOOTO I1e CydacHHI MapKEeTHHT, IKOMY BJIaCTHBa
JyaJIbHICTh Yepe3 Horo TiOpuIHui XapakTep: YacThHa (DyHKIIH BUKOHYEThCS B OHIIAlH, a
YacTHHA — B 0()IaliH-CepeOBHIII

C. C.Tomnsax [36] | Ludposuii MapkeTHHT — 11 Binocodis, cTpateris i TakTuka 6i3Hecy, 10 6a3yeThes HA
KOMIUIEKCHIHM CHCTeMi opraHi3alii cTBopeHHs i 30yTy TOBapiB i MOCIYT, Opi€HTOBaHA Ha
3aJI0BOJICHHS MMOTPed KOHKPETHHUX CIIOKUBAYiB 1 OTPHUMaHHS NPHOYTKY HAa OCHOBI
BUKOPHUCTAHHS BCiX MOXIIMBUX (hopM IMU(DPOBUX KaHANIB, KOMYHIKAIITHIX MEPEK, Y TOMY
qucni GSM, GPS, GPRS, Bluetooth, Wi-Fi ta Internet

B. B. Py6an [37] Hudposuit MapkeTHHT — e 3acib KOMyHIKaIlil M JIpUEMCTBA 3 PUHKOM 32 JOMOMOTO0
IUPPOBHUX KaHAIIB IPOCYBaHHS TOBApY A epeKTUBHOI B3a€MOIii 3 HOTCHIIHHUME 200
peabHUMH CIIOKMBaYaMH Y BIpTyalIbHOMY Ta peaJbHOMY CEpPEIOBHII

A. B. Coxenpka udpoBuit MapkeTHHT — 1€ OJMH 13 KOMIIOHEHTIB Cy4aCHOTO MapKETHHTY, IO nepeadadae

[38] BUKOPHCTAHHSI yChOTO CIIEKTPY ICHYIOUUX HU(PPOBUX TEXHOJIOTIH JJIsl IPOCYBaHHS TOBAPiB
Ta NOCIYT HA PUHKY 3 METO0 JAOCATHEHHS Lijeil 6i3Hecy (3a10BOJICHHS MOTPeO COXUBAYIB,
i ABUIICHHS KOHKYPEHTOCIPOMOKHOCTI, OTPIMAaHHS BUINX (hiHAHCOBUX PE3yIbTATIB,
(dhopmyBaHHs Ga3uCy A MaiOyTHHOTO (hHiHAHCOBOTO 3POCTAHHS TOIIO)

Bcebiunuii orisy acnekTiB po3yMminHs kateropii “mdposuii (digital) mapkerunr” HaBeneno y [40].
Ile:

— KOMILICKCHHM MiAXiJ 0 MPOCYyBaHHS KOMIaHii, i MPOAYKTIB Ta MOCIYr y HU(POBOMY Cepeiao-
BUIIII, IO OXOIUTIOE TAKOXK OQIIAiiH-CII0KMBAYiB, & TAKOXK BUKOPHCTOBYE irpH, MOOLIbHI TeNIe()OHU Ta iHIII
1u¢poBi 3ac00M KOMYHIKallii;

— iHTerpamis OITBIIOI KiIBKOCTI PI3HHX TEXHONOTIH (coriamsHi, MOOiIbHI, Be6-, CRM-cucremun
TOIIO) 13 MPOAAXKAMHU Ta KITIEHTCHKHM CEPBICOM;

— 3a0e3MneueHHs MOCTIHOTO SKiCHOT'O JIBOCTOPOHHBOTO 3B'SI3KY MK PEKJIaMOJABIEM i KiHIIEBUM
CTIOXKHBAaYEM MIPOJTYKTY UM MOCITYTH,

— “po3ymMHE” TIO€THAHHS TEXHOJIOTIH Ta JIOACHKUX PECYPCIB 13 JOTPUMAHHSM MPABUIBHOTO OanaHCy
3 OTJISITy Ha MOTPEOH LiTBOBOI ayAUTOPIl Ta 03HAKU IPOITOHOBAHOTO MPOIYKTY;

— (heHOMEHAJIbHA JMHAMIKA POCTY Ta JTOCSATHEHHS OyIb-sKUX MapKETUHTOBHUX I[LJICH;

— 37IaTHICTh OYTH peJIeBAaHTHUM PHHKY, OIIIHIOBATH W aHAIII3yBaTH PE3yJIbTaTH MPOCYBAHHS, IIBUIKO
pearyBaTH Ha MOTPeOU CIIOKUBAYIB Ta BUIIPABIIATH CBill IPOYKT YU TMOCIYTY.

Kputnunuii ananiz HaykoBuX jpkepen aaB 3mory H. Tpymikuiit [41] BHOKpeMUTH PO3yMiHHS IM(PO-
BOT'0 MapKETHHTY HAYKOBOIO CITIJIBHOTOIO SIK:

— IHCTPYMEHTY KOMYHIKAIIii;

— BUJY MapKETHHIOBOI JISUIBHOCTI, IO 3AIHCHIOETHCS 33 JOMOMOIO0 IU(GPOBUX KaHATIB IPOCY-
BaHHS MPOIYKIIIT;

— 1 poBOT KOMYHIKAIIi1, 1110 BiI0OYBAEThCS 1 OHJIAMH, 1 oIy,

— KOMIUIEKCHOT'O TIPOCYBaHHS, SIKE OXOIUTIOE Oe371i4 KaHaJiB,;

— BUKOPHCTaHHSA YCiX MOXJIMBUX (opM LU(PPOBUX KaHATIB IIPOCYBaHHSA OpeHIa,;

— croco0y npocyBaHHsI Oi3Hecy 3a JONOMOTOI0 U(PPOBUX TEXHOJIOTIH;

— KOMIUIEKCHOT'O MiIX0Ay 0 NPOCYBaHHS NPOAYKLii y HU(POBOMY cepelOBHUIL;

— MpocyBaHHA OpeHAa Ta 3ajJy4eHHsS KIIIE€HTIB 3a JOIMOMOTOI0 YCiX MOXIIHMBHX LU(PPOBHUX KaHAJIB
(cowianbHi Mepexi, iHTepHET, e-Mail-po3cHIaHHs, KOHTEKCTHA PeKiiaMa, KOHTCHT-MapKETHHT);

— KOMIUIEKCHOT'O TIPOCYBaHHS MPOAYKTY X MOCIIYTH 3a JOIIOMOT'OI0 Pi3HUX BHIIB MAPKETHHIY;
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— iHTerpamii BeMMKOl KiNBbKOCTI PI3HHX TeXHoJorii (couianbHux, MoOinmpHUX, iHTepHEeT, CRM-
CHCTEMH) 13 MIPOIAYKAMH Ta KIIIEHTCHKHM CEpBiCOM;

— KOMIUIEKCY Pi3HUX MapKETHHI'OBUX 1HCTPYMEHTIB ISl 3aIy4eHHs KJI€HTIB sK 13 OHJaWH-, TaK 1 3
odnaitH-cepenoBuIa;

— MYJIFTUKaHaJIbHOr'O MPOCyBaHHs Oi3HeCy B iHpOpMaLiiiHOMy poOCTODi;

— MapKeTHHTY, SKHH 3a0e3meuye B3a€MOJIIO 13 KIi€HTaMu Ta Oi3Hec-apTHEpaMmH 3a JOIOMOIOI0
poBuX iHGOpMaLIHHO-KOMYHIKAIHHUX TEXHOJIOTIH Ta eeKTPOHHUX IPUCTPOIB,;

— peaizalilo MapKEeTHHIOBOI IiSUTBHOCTI 13 3aCTOCYBaHHAM HU(PPOBHUX 1HPOPMALIHHO-KOMYHIKaIIii-
HHUX TEXHOJIOTIH.

BpaxoByroun pi3Hi miaxXoaud A0 OpraHizaimii MapKeTHHTOBOI JisSUTBHOCTi, y TaOi. 3 MU HaBOJIUMO
OCHOBHI BiMIHHOCTI MDK TpPaJHIiiHNM MapKETUHIOM, IHTEPHET-MapKeTUHIOM Ta IH(POBUM MapKe-
tHHTOM (Tab1. 3).

OKpiM 11bOTO, y HAyKOBOMY OGII'y TpaIUIsEThCS TaKe NOHATTS, SK “BeGMapketnHr” . Moro mpupis-
HIOIOTh SIK CHHOHIM JI0 “iHTepHET-MapKeTHHTY" 1 BUKOPUCTOBYIOTh JUIS POTUCTABICHHS O(hIaliH-KaMIia-
HISIM — KJIACHYHOMY MapKETHHTY He Yy Mepexi [22].

Hudposuii MapKeTHHT Ha 3acajax MOEAHAHHS TPaIULiHHOIO MApKETUHTY W iH(OpMaLiHHIX TEXHO-
JIOT1H PO3IIsAOTh 3apyOiKHI Ta yKpaiHCBKi BYEHI, AKi BXKe MOYald BXXHMBATH I LIbOTO CHELiaIbHUHA
tepMin “noctimdpoBuil Mapketunr” [47], mimkpecnmoud, mo “ipdpoBa MapKETHHTOBa isUIbHICTD”
OiNbIlIe HE BiJJOKPEMITIOETHCS BiJl IHIIMX BWJIIB MapKETHHTOBOI JisUIBHOCTI Ta MOBHICTIO IHTETPYETHCS B
MapkeTuHr [48].

BucHoeku

AHaJi3 mokasas, 10 BIPOBA/PKCHHS IMPOLECIB Ji/pKUTaNi3aMii B yci cepu CyCHIIbHOIO YKUTTS,
30KpeMa B MapKETHHIOBY JisUTbHICTh, CIIPUSIIO aKTHUBI3allil HAYKOBHX JOCHTIJDKEHBb y Wil cdepi Ta po3-
IIMPEHHIO KITBKOCTI TPAKTyBaHb MOHATIHHO-KAaTErOpiiHOTO amapaty. Y pi3HUX IKepenax MOKeMO 3HaiTu
TakKi BUJIM MapKEeTHHTY, SK “TuGpoBUil MapKeTHHT” , “eIeKTPOHHUN MapKeTuHr”, “IHTepHET-MapKeTHHT
“BeOMapkeTunr’, “moctundpoBuil MapkeTHHr” Tomo. Cucremarnsalis BU3HA4YEHb Jajia 3MOTY 3pOOHTH
BUCHOBOK, 110 HU(POBUN MapKETHHT — KaTETOPisl MIHUpPIIA, aHI 1HTEpHET-MapKETHHT, 10 € HOro CKIaaHu-
KOM, 1 FOJIOBHA BiZIMIHHICTb — BiICYTHICTh HEOOXiTHOCTI BUKOPHCTOBYBATH iHTEPHET SK JHKEPEIIO TIepeAaBaHHS
iHdopmarii. YToUHEHO, IO eIEKTPOHHMI MapKETHHI — MOHSTTS IIUpIIE, sKe ependadae iHTerpawio inrep-
HET- Ta IU(POBOT0 MapKETHHTY, TOOTO OXOIUIIOE OOMABa BUAM MapKeTHHTY. BpaxoByrouu pi3Hi miaxoan
JI0 OpraHi3allii MapKeTHHIOBOI MisIbHOCTI, aBTOPH CUCTEMAaTU3yBaJId OCHOBHI BIJIMIHHOCTI MK TpaJHIIii-
HUM, OU(QPOBUM Ta IHTEPHET-MapKeTHHroM. Ha BiqMiHy Bifi TpamumiiHOro (KIACMYHOT0) MAapKETHHTY,
(pOBUil Ta IHTEPHET-MAPKETHUHT Mepea0avatoTh BUKOPUCTAHHS OHJIaHH-KaHAIB 1 UQPOBUX iHCTPYMEHTIB
Ta TEXHOJIOTIH, SKI JAIOTh 3MOT'Y KOMIIaHisIM BUKOPHCTOBYBATH MEPCOHANI30BaHI MiIXOAW B KOMYHIKAIisIX
i3 KIHIIEBUMHU CIIO)KMBa4aMH Ta OPraHi30BYBAaTH CBOI MapKETHHIOBI KaMIIaHii iIHTEPAKTUBHO Ta B PEXKHUMI
peaNbHOro 4acy.

IlepcnekTHBH MOAAIBININX JOCTI2KEHb
HesBaxaroun Ha 3HaYHy KUJIbKICTh HAYKOBUX JOCTIKEHb, HAyKOBa 0a3a Ta TEOPETHYHHUI PO3BUTOK
NOHATIHO-KaTeropiiHOro anapaTty HU(QpPOBOro MapKETHHTY MOTPEOYIOTH MOAAIBIION0 HAYKOBOTO OOIPpYH-
TyBaHHS 1 OJATKOBUX JIOCHTIKECHb, 30KpeMa, YTOUHEHHS 3MICTy iHCTPYMEHTIB iIHTEpPHET-MapKETHHTY Ta
IU(QPOBOro MAapKETUHTY, BUABJICHHS IXHIX BiAMIHHHUX II€peBar Ta HEIOJIKiB Y BUKOPUCTaHHI Ui GopMy-
BaHHS MapKETUHIOBUX CTpaTeriil MiANpHeMCTBA TOLIO.
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Purpose. The purpose of the article is to study the evolution of digital marketing through the study of
approaches to the interpretation of the categorical and conceptual apparatus; systematization of the distinctive
characteristics of traditional marketing, internet marketing and digital marketing. The authors hypothetically
suggest that digital marketing is the highest form of evolution of internet marketing and traditional (classical)
marketing.

Design/methodology/appr oach. The research uses the following generd scientific methods of scientific
knowledge: comparative analysis and synthesis, theoretical generdization, systematization and logical generalization.
The information, theoretical and methodological basis of the research is the scientific works of domestic and
foreign scientists who study issues related to the functioning of marketing activities of enterprises in the
context of digitalization.

Findings. The article examines the evolution of digital marketing through the study of approaches to
the interpretation of the categorical and conceptual apparatus; systematizes the distinctive characteristics of
traditional marketing, internet marketing and digital marketing. The authors confirm the hypothesis that digital
marketing is the highest form of evolution of internet marketing and traditional (classical) marketing. Taking
into account different approaches in the organization of marketing activities, the authors systematize the main
differences between traditional, digital and internet marketing.

Practical implications. Today, digital and online marketing are the fastest growing areas of marketing.
Digital technologies have completely transformed organizationa and managerial processes, created new
challenges and opportunities for marketers and encourages them to keep up with new trends caused by global
digitalization. The results of the study will dlow enterprises and organizations to redize the advantages of usng
modern interactive technologies, increase their readiness to switch to usng marketing digital communication
channds, and adapt faster to the new conditions of global digitalization. The authors theoretical developments will
expand the scientific field and expand the understanding of the differences and features of internet marketing and
digital marketing among marketers and practitionersworking in the field under study.
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Originality/value. Marketing is one of the areas that is undergoing the greatest transformations under
the influence of digital processes — traditional (classical) tools and technologies are being replaced by digital
ones. Systematization of definitions allowed us to conclude that digital marketing is a broader category than
internet marketing, which is its component, and the main difference is that there is no need to use the Internet
as a source of information transmission. At the same time, it is clarified that e-marketing is a broader concept
that involves the integration of internet and digital marketing, that is, it includes both types of marketing. It is
proved that unlike traditional (classical) marketing, digital and internet marketing involves the use of online
channels and digital tools and technologies that allow companies to use personalized approaches in
communication with end users and organize their marketing campaigns interactively and in real time.

Key words. marketing; traditional marketing; e-marketing; digital marketing; internet marketing.

Paper type: Research paper.

156



