Bix opranizamii mporecy mponmmnminry [2], mo o3Havae Oe3mocepeHio JOCTaBKY TOBapiB Ta
MOCIYT BiJl TTOCTaYalbHUKA JIO KIIIEHTA, MPH SKid Mpojasenb He 30epirae ToBap Ha CKJIajai 4d B3araii
mporec Komeplii BigOyBaeTbcsi ©e3 HBOTO, BHKOPHCTOBYIOUHM 3allacHl TOBApiB Pi3HUX BHPOOHUKIB,
3aJIOKUTh BEIMYE3HUI 00CAT PI3HOMAHITHUX MOCIYT, 10 HAJAIOThCS KIIEHTaM, JOIICTUYHOK KOMITaHIE
abo Internet maiinaguukoM, un |nternet-marasuaom.

Edexr cumeprii Bix B3aeMomii TOPriBeNbHUX ILIOMIAIO0K, Maiimanunkis, market places, Internet-
MarasuHiB 3 JIOTICTHYHHMH Ta (HiHAHCOBHMHU KOMIAHISIMH BUPAKAETHCS B TIEPEXO/Ii TOBAPY 3 OJHOTO CTAHY
B iHImWMiA, T0o0TO 3 pexxumy online B pexum Off-ling mo B cBOO uepry BIUIMBa€E Ha (YHKIIOHYBaHHS
JIOTICTHYHUX (DipM Ta MIAMPUEMCTB, 1110 3aHMaIOThCSI JIOTICTUYHOIO TISUTBHICTIO.

Takum yuHOM, OEpydH 0 yBaru Cy4acHi TEHICHI[IT PO3BUTKY €IEKTPOHHOI KOMepIlii Ta HOBITHI
JOCSITHEHHSI B c(epi JIOTICTHYHHX TOCIYT, 3'SIBISETHCA IMUPOKE KOO MUTaHb, PE3YJITATOM BUPIIMICHHS
SKUX Oyne MiIBUIICHHS €(PEKTUBHOI MISUIBHOCTI PI3HOIO BHJY €IEMEHTIB JIOTICTUYHOrO JaHIfora B
MPOIIEC] HaJaHHS JIOTICTHYHUX MOCIYT KIIIEHTaM.

1. Enexmponnuii pecype https:/[uk.wikipedia.org/wiki

2. Poszsumox Inmepnem mazasuna. Enexmponnuii pecype https://lemarbet.convua/razvitie-inter net-
magazi na/dr opshi pping-kak-shema-r aboty-inter net-magazi na-pl yusy-i-minusy/

3. Cumnepeis. Cunepzemuunuii egpexm Enexmponnuii pecypc
http://www.confcontact.com/2012_03_15/ek1_kovalev.php
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MAPKETHHI BILIMBY SK CIIOCIBb JOCATHEHHA YCIIIXY KOMITAHISIMHA
© Kinoinu M.B., Cimuixosa 1.0., 2018

AHaN3ylOuu JISUTBHICTh MIANPUEMCTB HA CHOTOMHIMIHIMN JEHb MOXKEMO CTBEpP/DKYBATH, IO
THCTPYMEHTH TPaJUIIfHOr0 MAapKETHHTY B)KE HE aKTyallbHi: JIIOJM HE 3BEpTalOTh yBary Ha SICKpaBi
peKilaMHI IIMTH Ha BYJIHIAX, aBTOMATUYHO, HE 30CEPEIKYIOUNCh, TOPTAIOTh PEKIaMHI 3alHcH B
COIlIaIbHUX MeEpekax, He UyloTh ayJio pekiaMmy B cylepMapkerax 1 He AMBIATBCA ponnkd Ha Th.
CknamaeTbesi BpaKeHHs, HIOW y CIIOKMBadiB 3a 4Yac ICHyBaHHS pEKJIaMH BHUPOOWBCS IO Hel CTIMKHMA
imyniter. Came ToMy 3 KOXXKHUM pokoM mapkeTuHr BBy (influencer marketing) nadysae nemani 6i1biol
MOIYJISIPHOCT.

MapKkeTHHT BIUIMBY — II€ BiIHOCHHH MiK OpeHaoM Ta iHdayeHcepoMm (TOOTO JIOIUHOIO, SKa Ma€
MeifiHy Bary y COIliadpHMX Mepekax). IHdiyeHcep mpocyBae MPOAYKINIO UM TOCIYTH OpeHay uepes
pi3HOMaHITHI comianbHi watdopmu, Taki sk Instagram uu YouTube Ilpu 11bOMy MapKEeTHHT BILTHBY
MoJIsira€ He JIUINE y TPUB'A3I 3HAMEHUTOCTI 10 OpeHmy. B Toif ke vac, iH(yeHcepaMu MOBHHHI OyTH
JIIOJIM, SIKUM JIOBIpSI€ KOHKPETHA ayIUTOpis Ta sKi BOJOAIOTh 3HAHHSAMHU YU JOCBIOM CTOCOBHO TOI'0, IO
BOHU peKIaMyroTh [1].

3a maHWUMH JIOCHTIKEHb MapkerwHroBoi aremiii WhoSay 70 BifcoTKiB aMepHKaHCBKHX
MapKeTOoJIOriB Ta OpeHA-MEeHEKEPIiB MOrOLKYIOTHCS, 1110 OroukeTH Ha influencer-mapkeTuHr 3pocTyTh y
2018. 89 smimcotkiB crtBepmkye, mo influencer marketing mMoke MO3UTHBHO BIUIMHYTH Ha TyMKY
crniokuBaviB BigHOCcHO Openny [2]. Mocmimkenns musaiH-ctyaii Dana Rebecca Designs mokasaso, mo 72
BIZICOTKIB CITOKHBAYiB IIPHUIAOAIN TOBAp IICHs TOTO, sIK mobauwnnu #oro B Instagram [3].

MapkeTHHI BIUTUBY CTaB THM I1HCTPYMEHTOM, SIKUH TOE€IHye B coOi TiepeBaru MpoJaKT-
mieiicMenTy (memiKaTHa TPAHCIAIIS PEKIAMHOTO TIOBIIOMIIEHHS, PaBIIIBHI acomiallii, BUXiJ Ha MOTPiOHY
ayaMTopif0), 1 pa3oM 3 THM BiH M030aBJIEHWI HOro HEMOIKiB, TOOTO TOBapy Ta HMOro SKOCTAM
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MPHIIISETECS JOCTAaTHRO YBarW y peKIaMHOMY ToBigomiieHHI. lle HeHaB'siznmBa AymKa JIIOJMHH, SIKa
pekiiamye 1ei Toap, py [bOMY BOHA HEe 000B'SI3KOBO 3BYYHUTH SIK ITOpPaa.

Sx MU Bke HaroJomryBaid, iH}pIyeHCepoM Moxke OyTH OyIb-ika OCOOHCTICTh, SIKa Ma€ BILIUB Y
coliaNibHUX Mepexax. Ll moanHa Morja craTd BiIOMOIO e O TOrO, SIK 3'ABUJIACh B COIIIaIbHUX
Mepexax, abo K Halyna MOMyJSIPHOCTI caMe 3a 1X paxyHOK. | Ti, 1 iHIII BBaXKarOThCS PIBHONPABHUMH
arecHTaMu BIUTHBY.

Haiiyacrilme pekgaMo/aBili OpIEHTYIOThCS Ha o0csaru mpomaxiB (i 1X 30UTbIICHHS), KITKH,
aKTHBHICTh B COIiallbHUX Mepexkax. [Ipu BHOOpi Jigepa AYMOK BOHH aKIIGHTYIOTh CBOIO yBary He Ha
KUIBKICHUX TIOKa3HHMKaX, YMCIi APYy3iB ab0 MiANUCHUKIB, a HA 0COOMCTOCTI «iH(IyeHCcepa», SKOCTI Horo
KOHTEHTY, TEMAaTHIIi iHoro Oiory abo cdepi AisIbHOCTI.

[paritoroun 3 JigepaMu IyMOK, OpeH/I 3a/1it0€ Bipa3y KilbKa MapKETHHIOBUX MEXaHI3MIB!

* CeneOpirti-edexr.

Brnorepu chorofiHi cTany MomyNspHIIIMY, HIXK TeleBeAydi i mon-3ipku. He gapma ix 3amnpornryrors
Ha Th abu migHaTH peliTHHrH Tenemoy. [Ipaioroun 3 iHdyeHcepoM, OpeHa OTPUMYE B PO3MOPSIKCHHS
ABTOPHUTET BiJOMOI OCOOMCTOCTI.

* Buxig Ha OTPiOHY ayaUTOPIIO.

Bpenau BuOuparoTh iH(IySHCEPOB HE TUTBKY 3a MOMYJISPHICTIO, ale i CIMpalvYrch Ha KaHaH, SKi
Ti BHUKOPUCTOBYIOTh. Hampukian, sKIIO OCHOBHHH CIOKMBa4Y MPOAYKTY — II€ CYYacHi MdiBYarta, sKi
LIKABJIATHCS TOBAapaMM UIsl KpacH, TO HEe0oOXimHO 3poOuTH BMOIp Ha KOPHUCTH O'tOTI-3ipku B Instagram.
SIKIIo X KITIEHTH KOMTAaHIi — 11e MKoJsIpi-reiimepn, Toai iH(QIyeHcepoM Mae CTaTH NepeloBHiA reiiMep Ha
YouTube a6o Twitch.

* [lorpiOHa TOHATBHICTS.

Y koxkHOro Onorepa — CBilf CTWJb, JIEKCHKA, TOHAJBHICTh, 3 SKOK BiH CIIUIKYEThCS 3
nepenruIaTHIKaMH, SIK1 SIKHAWKpaIle MiaXoJsITh Al pEKIaMU KOHKPETHOTO TOBAPY YX MOCIIYTH.

» JloBip4a KOMYyHIKaIlisl.

3aBasKd YCHINIHIA KOMYyHIKaIii Mk Oiorepamu i 1X MiANMCHUKAMU CKJIaJAOThCs TEILTi, Maixe
«OIMU3bKI» CTOCYHKHM — 4Yepe3 MOXKJIHMBICTh IOCHUIKYBATHCS 31 CBOIM KyMHpPOM B COIIaIbHHX MeJia
Oe3rocepe/IHbO: HANPHUKIAJ, OTPUMATH BiJIOBib HA NMUTAHHS B KOMeHTapsx. Jymmi Omorepa OymyTh
JOBIPATH OlIbIle, HUK AYMI[ TEISBEIYUNX UM IOM-/IiB, «KYIUICHUX» JJIs pekjiaMu Ha «1+1».

* JIOBrocTpOKORBA Jis.

Te, MO CTBOPIOIOTH OJOTepH, — I KOHTEHT. A KOHTEHT 3aJIMIIAE€THCS B MEPEXi 1 MPOJOBKYE
HaOUpaTH Meperisian i KOMEHTapi HaBiTh Yuepe3 PoKH micis myosikaiii [4].

[IpoTe, y MapKeTHHTY BILUIUBY € 1 KiIbKa HEJOMIKIB.

[To-mepiie, 1€ HEKEPOBAHICTh Ay AUTOPII 1 CAMOTo JIiaepa TyMOK. AJKe MOXHA OTPUMATH HE JIUIIIS
BI]MOBY y CIIiBIIpalli, aje i CIHPOBOKYBAaTH IIKBAJ HETATHBHUX OI[IHOK Bij caMoro Oyorepa i Horo
mianucHukiB. [HQmyeHcep MoXe pPO3KPUTHKYBAaTH OpEHJ, HaBiTh B3SBIIM rpomr, abo CTBOPUTH
HU3BKOSKICHUIT KOHTEHT. 3BMYallHO, MOXKJIMBICTh MOBEPHYTH TIpolni (HAmpuKiIam, uepe3 Cyma) €, aie
BIJTHOBUTH PEMyTAIlif0 OyJe CKIIaHO.

[To-npyre, 11e HeBeNMKa KUIBKICTh JiaepiB AyMoK. JlocTaTHbo iX Tinbku B CIIIA, B iHIIKMX KpaiHax
(daxiBls B OKpEeMO B3STIH Tamy3i JoBeneThes MolrykaTH. B YkpaiHi 1 cycifHiX KpaiHax IO KiTBKOM
HampsiIMKaM B3arajgi HEMae JOCTaTHhO KOMIICTEHTHMX Ta aBTOPUTETHUX iH(uyeHcepiB. Lle oOmexye
PEKIIaMOIABIIIB, aJie, 3 IHIIOTO OOKY, BIIKPUBAE MEPCIICKTUBY MallOyTHIM JijiepaM JyMOK.

MapKeTHHT BIUIMBY CTa€ Bce OUTBIN akTyallbHUM (hopMaToM B cdepi MUPPOBOro MapKETHHTY, ajpKe
BiH 703BOJIsIE e(DEeKTHBHO BHOYJOBYBATH KOMYHIKAIIO 3 IUTHOBOIO ayIHTOPIEIO 1 3ailydaTd HOBY. BiH mae
JFOJSIM MOJIMBICTH CaMOCTIHO BHBYATH OpeH[, MiIIITOBXYIOUM B TOTPIOHOMY HampsiMKy. Haiikparmii
crocib 3asBUTH OpeHITy PO ceOe ChOroJIHI — PO3IMOBICTH PO MPOAYKT Uepes JIFOINHY, SKill JOBIPSIOTH.

1. Methew J. Understanding Influencer Marketing And Why It Is So Effective [ Exexmponnuii
pecypc] / Jod Methew - Peacum docmyny 00 pecypcy:.
https: //mmw.for bes.comvsites/theyec/2018/07/30/under standing-influencer-mar keting-and-why-it-is-
so-effective/#2fcdch1971a9.
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2. WHOSAY Survey Identifies 2018 Industry Trends And Opportunities In EMarketer [ Exexmponmuii
pecypc] — Pexcum Oocmyny 0o pecypcy. https./imwmw.whosay.com/newsbl og/2018/2/9/whosay-
influencer-marketing-survey-2018-industry-trends.

3. Cara Salpini. Sudy: Instagraminfluences almost 75% of user purchase decisions [ Exexkmponnuii
pecypc] | Cara Salpini — Peowcum oocmyny 0o pecypcy: https./mww.retaildive.com/news/study-
instagram+-influences-al most- 75-of-user -purchase-decisions/503336/.

4. Muxanes C. Bnozepwor pewaiom:. Influencer Marketing ¢ odeticmeuu [ Exexmponnuii pecypc] |
Cepeeii Muxanee — Pexcum docmyny 0o pecypcy: https.//wamw.cossa.ru/trends/169304/.
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It cannot be denied that nowadays there is growing competition between various types of higher
education institutions. Out of the whole spectrum of available marketing instruments that the marketing
departments of these schools have at their disposal, the Internet cherishes a privileged status. These areas
get integrated and constitute a fruitful ground for research into the role of the Internet in the marketing
activity of higher education institutions. An analysis along these lines becomes additionally relevant in the
comparative context of two markets of educational services, i.e. Poland an the Ukraine, and set out for a
specific marketing tool, in this case e-marketing.

Advertisement is a type of promotion that aims to inform and persuade potential customers to buy
products offered by a given company [4, p. 105]. Traditionally, it appearsin press, on theradio, TV or inthe
form of outdoor advertisement. Y, it was aready in the ningties of the 20th century that researchers observed
that online marketing is markedly different from other forms of traditional marketing in the sense that the
former offers unique opportunities that no other medium can provide. The topic has recently been discussed by
D. Plata-Alf, G. Mazurek, A. Miegon [7, p. 313-347], J. Krolewski, P. Sadla[5], D. M. Scott [8].

In recent years, marketing activity of higher education institutions has been the subject matter of an
extensive exchange of opinions on both domestic and international arena. A number of scholars, including
M. J. Armstrong [1], B. R. Clark [2], H. Hall [4] and A. Pabian [6], have explored it at length.

The study was carried out in the period from 6 Feb. 2017 to 28 June 2017 as part of the
international research project entitted “The Internet in the marketing activity of higher education
institutions’. 123 Polish and 62 Ukrainian schools took part in the study.

In both countries, display with the emphasis on the traditional forms, plays the dominant rolein the
sphere of Internet marketing. Other derivative formats seem less popular with both the Polish and the
Ukrainian higher education institutions. Video e-marketing emerges as the most prospective form of e
advertisement and it is to be expected that its share in the market will gradually increase.

Precise targeting is one of the biggest advantages of e-marketing and, in this respect, geographic
and demographic targeting are commonly used by both Polish and Ukrainian higher education institutions.
Behavioural targeting is significantly less popular, and in Poland it is even less popular than in the Ukraine.
This type of targeting is expected to gain on importance in the foreseeable future.

In both Poland and the Ukraine, it is social media that constitute the most popular and high-ranking
e-marketing instrument. This is due to the fact that they gather both present and potential students. One
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