HartionaabHuil yHiBepcuTeT
«IToaTtaBcbka moaitexHika imeni IOpist Konagpartioka»

National University
«Yuri Kondratyuk Poltava Polytechnic»

EKOHOMIKA I PET'TOH
No 1 (80) 2021

ECONOMICS AND REGION
Vol. 1 (80) 2021

INDEX@COPERNICUS G
oogle

I ~ T B KR = 4 T I o > A L
Scholar

Academic

Resource ULRICHSWEB™
S U1 [ - GLOBAL SERIALS DIRECTORY
ResearchBib

el || = Crossref

ChpaC
=

www.eir.nupp.edu.ua

IloaTtaBa 2021

Poltava 2021



EKOHOM

A

S

I PEI'IOH

M 1 (80)
2021

<> ECONOMICS AND REGION

Hanionansnuii yaisepeuret «llonraBcpka nomTexHika

imen1 FOpist Konapatroka»

PEJIAKI[IHHA KOJIET IA:
OHHMIIEHKO B.O.— rosioBuuii pepakrop, 1.e.H., npod., pekrop Harionansaoro
yuiepcutery  «IlontaBceka momitexHika imeHi  IOpis
Konnparioka»,

YEPHMUII I.B. — 3aCTYNIHUK T'OJIOBHOTO peAaKTopa, I.€.H., I0Il., AUPEKTOP
HaBYaJbHO-HAYKOBOTO IHCTUTYTY (IHAHCIB, EKOHOMIKH i
MeHe/kMeHTy HauionaneHoro yHiBepeurtery «[lonraBcbka
nositexnika imeni FOpis Konzapartioka»;
— BiAnmoBiganbHUI cekpeTap, K.¢.H., IPOPEKTOP 3 HAYKOBOI Ta
MiKHapomHoi ~ poOotm  HamioHanbHOTO  YHIBEpPCHUTETY
«IlonTaBcpka nomitexHika iMeHi IOpis Konnparioka,
BAPHAJIIM 3.C. — gen, mpodecop kabenpu dinmancie  Kuischkoro
HamioHanpHOTO yHiBepcurery imeHi T.I'. llleBuenka (3a
3roJI010);
— n.e.H., mpo¢., mpodecop Kadenpu myOIigYHOTO YIPABIIHHSA,
aIMiHICTpYBaHHA Ta TmpaBa HalioHaTBHOTO YHIBEPCHUTETY
«[lonTaBcbka momitexHika iMeHi IOpis Konnparioka,
— JA.e.H., mpod., 3aBigyBad Kadenpu eKOHOMIYHOI Teopil Ta
E€KOHOMIYHOI KiOepHeTHKH HaIlioHaJBbHOTO — YHIBEPCHUTETY
«[lonTaBcbka nomitexHika iMeHi IOpis Konnparioka,
KO3AYEHKO I'.B.— n.e.H., ipod., mpodecop kadenpn eKOHOMIUHOI Oe3MeKH Ta
(hinarcoBux po3cuimyBans HamioHanbHOT akageMii BHYTPIIIHIX
crpas (3a 3rooro);
— 1.e.H., ipod., npodecop kapeapru MEHEIKMEHTY 1 JIOTICTUKH
HarmionaneHoro yHiBepcutety «IlonTaBchka MOJTITEXHIKA IMEHI
IOpis Konnmpariokay,
KOPIAHAIBLII JI.A. — n.e.H., npod., KepiBHUK LEHTpPY 3a0e3MeUYeHHs SKOCTI Ta
HAyKOBOi  JisutbHOCTI ~ MDKHapogHOI  IIKOIH  TYpH3MY
TOiniceKOro Iep>kaBHOTO yHiBepcHuTeTy iMeHi 1. JkaBaximBini
(3a 3ro1010);
OHUUIEHKO C.B.- n.e.H., noueHT, npodecop kabenpu ¢iHaHCiB, OaHKIBCHKOTO
Oi3Hecy Ta omojxaTkyBaHHs HallloHaJBHOTO YHIBEpCHTETY
«[TonraBceka nomitexnika imeni FOpis Konnparioka»;
MAJTAIIAKOBA JAHIEJIJIA — nokrop ¢inocodii (PhD), Monommuii HaykoBHit
cmiBpoOiTHUK Kadenpn exkoHoMiuHOi Teopii TexHiuHOTO
yaiBepcutery y Kommne (CnoBauunHa) (3a 3rofi010);
NTAIIEHKO J1.O. - n.e.H., npod., 3aBigyBay kadeapu ¢iHaHCIB, GaHKIBCHKOTO
Oi3Hecy Ta omojxaTkyBaHHS HallioHaJbHOTO YHIBEPCHTETY
«IlonTaBcpka monitexHika iMeHi IOpis Konnparioka»,
POJIBHIK-CAJTOBCBKA €. — noxrop (Dr), acor. mpodecop, 3acTyITHHUK JeKaHa 3
HaBUAIBHOI poOOTH (aKyIbTeTy MEHEeKMEHTY bimocroupkoi
[Monitexniku, M. binocrok (ITonbma) (3a 3roa010);
PAMIEHKO Bikropis — 1.e.H., acou. npodecop, YHiBepcurer ISMA (Jlatsis) (3a

CIBIIIbKA C.IL

I'PUIIKO B.B.

JYBILIEB B.IL

KOMEJIIHA O.B.

3r0/I010);

XYHBET Anina - 1.¢., npod., npopexrop Yuisepcutery IliBHiu (XopBaris) (3a
3r0/1010);

YEBI'AHOBA B.SI.—  k.e.H., npod., 3aBigyBau kadeapu  CSKOHOMIKH,
MiATPUEMHHUITBA Ta MapKETUHTY HauionansHoro
yHiBepcurety  «[lonraBceka momitexHika imeHi  FOpis
KonpapaTtioka»;

YUUYKAJO-KOHAPALIBKA LBb. - geH, mnpod., 3aBigyBad Kadeapu
MDKHApOJHHX  €KOHOMIYHHMX  BIJHOCHH Ta  TypH3MY

HanionansHoro yHiBepcutety «IlonraBchka mosiTexHika iMeHi
10pist Konnparioka».

Bepesens 2021 p.

Kypnan “Exonomika i pezion” Buecenuit 00
nepeniky HayKogux

¢axosux euoanv Yxpainu

(naxaz MOH Ykpainu 1279 of 16.11.2014,

3i sminamu 32i0no naxasy Ne 157 gio 09.02.2021).

Bun BunaHHs — HAyKOBMIi KypHAaJI.

Kounuenuis sxypHaiy 6a3yeTbcs Ha 6araTopiauHOMy
HayKOBOMY, (haXOBOMY BHCBITJICHHI aKTyaJIbHHUX
mpo0JieM eKOHOMIKHM YKpaiHH i CBITY.

OcHO6HI pyOpuKu: eKOHOMIKA MA YNPAGIIHHA
HAYIOHATLHUM 20CTOO0APCMBOM; PO3GUMOK NPOOYKIMUGHUX
cunl i pecionanbHa eKOHOMIKA; eKOHOMIYHA meopis ma
icmopisi eKOHOMIUHOT OYMKU,; C8IMOBe 20CN00apcmeo i
MIDHICHAPOOHT eKOHOMIYHI 8IOHOCUHU; eKOHOMIKA ma
YRPaGAiHHA NIONPUEMCIMBAMU (30 BUOAMU EKOHOMIYHOT
OIANLHOCMI); eKOHOMIKA NPUPOOOKOPUCYBANHSL 1 OXOPOHA
HABKOIUWHBO20 cepedosuiya; 0emozpagis, ekoHomika
npayi, coyiarbHa eKOHOMIKA ma noaimuxa; epowt, ginancu
i Kpedum; OyxeanmepcobKuil 001K, ananiz ma ayoum,
cmamucmuka; Mamemamuyi Memoou, mooeni i
iHGhOpMayiliHI MEXHON02II 6 eKOHOMIYI;, eKOHOMIYHA
beszneka depacasu ma cyd'€ekmie 20cno0aprO6aHHs.

Bunaerses 3 ymnus 2003 p.
BuxomuTh 4OTHpPHU pa3u Ha Pik.
CBIJIOLTBO PO JIEP)KaBHY PEECTPALLit0
KB 24613-14553 I1P, Bupane 29.10.2020 p
MiHiCTepCTBO FOCTHLIT YKpa’l‘Hu

3aCHOBHHK i BH/IaBEllb JKypHAILY —
Hanionanbuuit ynisepcurer «llonrascbka
noriTexHika iMeHi IOpis Konaparroka»

Hasga, koHuemnis, 3MicT i n3ain KypHaIy “EIP”
€ lHTCHCKTyaHLHO}O BJ‘IaCHlCTIO penaxiii xKypHaiy
“EKOHOMIKA i PErioH” Ta OXOPOHSETHCS 3aKOHOM
PO aBTOPCHKI ¥ cymikHi mpasa. [Ipu
nepeaApyKyBaHHI TOCHIIAHHS Ha KypHAI

“EIP” 060B’sa3K0BeE.

Martepianu IpyKyrOTbCS MOBOIO OPHUTiHAITY.
BinoBinanbHiCTh 32 TOUHICT MOIAHUX

JIaHMX HECYTh ABTOPU MaTepialis,

PenaKilis He 3aBXKaN MOALIIE TyMKY aBTOpIB.

ISSN 2218-1199 (Print)
ISSN 2414-0538 (Online)
IHEPEJIUVIATHHH IH/JEKC 98763

Pexomennosano 10 1pyky Buenorwo panoio
Hamionansroro ynisepcurety «Ilonrasceka
nonitexnika imeni IOpis Konaparioka

(mpor. Ne 4 Bix 26.03.2021)

Bepcrka JI.A. CBuctyn

Kopexrop anr. 10.10. I'puiko

Kopekrop yxp. 51.B. HoBiukosa.

3nano 1o Habopy 26.03.2021.

Tlixnucano no apyxy 30.03.2021.

Dopmar 60x80 1/8. O6:.-BugasH. apk. 16,10.
Tupax 300 npum. 3amopnenns Ne 138.
HanpykoBano nonirpaduertpom HanionanbHoro
yHiBepcutety «IlonraBcbka HoJiTeXHiIKa iMEeHI
IOpis Konapatroka».

CBiZIONTBO PO BHECEHHS CY6’€KTa BUIABHUYOT
CHpaBH 10 I€PKABHOTO PEECTPY BHIABILIB,
BUTOTOBHHKIB i PO3TOBCIOUKYBAYiB BH/IABHAYO
OIyKIIT

JIK Ne 7019 Bin 19. 152019 p.

Anpeca: 36011, HonTaBa

IlepmorpaBHeBuil ngocn

Ten.: (0532) 7-32-20;

e-mail: e .edu.ua;

Caiit xypHaiy: http: //elr.nupp.edu.ua/

| © Hamionaneauii yHiBepeuteT «IlonraBchka monitexnika imeHi FOpis Konapatroka, “ExkoHomika i perioH”, 2003 |

EkoHowmika i peczion Ne 1(80) —

2021 — HayioHanbHuli yHisepcumem im. IOpisi KoHOpamtoka




3MICT

EKOHOMIKA TA YIIPABJIIHHA

HAIIOHAJIBHUM I'OCITIOJAPCTBOM

6

15

20

26

34

B. Ouumenko, C. CiBiubka,
A. Yepn’sak. Anani3 BBy COVID-19
Ha €KOHOMIKY YKpaiHu

I. Yepuum, FO. ConoBeii. Teopernuni
OCHOBHM MITpaIliifHOT MOMITHKN

JL. Bboaaupena, A. Cunoposa.
Po3BUTOK yHpaBiIiHHA TPaHCIIOPTHUM
3a0e3MeYeHHSIM 32 YMOB €BpPOiHTETpaltii

B. Buoa, 1. Minsiiiaenko. Meroanuni
OCHOBH (OpMYBaHHS OprasizaliiHo-

€KOHOMIYHO1 KOHITEMIT
eHepro30epekeHHs

0. Kyuaakos. 3abe3neueHHs
KOOpAMHAIII1 MDKpETiOHaIbHOTO
CHIBpOOITHHIITBA Ta  1HBECTHUIIMHO-

IHHOBAIIHOT JISIIIBHOCTL

PO3BUTOK NPOAYKTHUBHUX CHUJI I

39

48

55

61

PEI'TOHAJIBHA EKOHOMIKA

B. yoimes, O. Kyninos. [IpornozyBanus
BIUIMBY (piHAHCOBOI JAeLEHTpati3allii npu
dbopmyBanHi Oromkery IlonraBchkoi
00J1aCcTI HA OCHOBI aalITUBHUX MOJEIIEH

A. be3xuiona. CkiagoBi KOHKYPEHTO-
CIIPOMO>KHOCTI IPUMOPCHKOTO PETIOHY

EKOHOMIKA TA YIIPABJIIHHA

HIAIPUEMCTBAMU

(3a BUIaMH €KOHOMIYHOI JislJIbHOCTI)

I. Ynukano-Konapanbka, I. HoBunbka,

A. Kouapaubka. MapkeTUHTOBUI
aHaimi3  KaHawmiB  30yTy  OpraHigyHoi
MPOAYKIIIT

B. TI'pumko. CydacHi KoHIeNIi
MEHEPKMEHTY Ta 1X 3aCTOCYBaHHS B
yMOBax  JDKATAI3AMil  CKOHOMIKH
Ykpaiau

68

75

82

87

92

0. Komeuina, M. I'yH4eHKo.
OniHoBaHHS Ta perymnoBaHHs
COLIaIbHO-€KOHOMIYHOI  €()eKTHBHOCTI
CHUCTEM YIIPABIIIHHS

B. bonpapenxo, O. Xajaapues,
O. I'purop’ena. EdexTuBHICTH

IIPOCYBaHHS TOBapiB Ta OpEHJIB: POJb
MapKETHUHTOBUX KOMYHIKaIIii

C. IBaHHILKA, A. AreiiueBa.
Oco6rBOCTI TPOCYBaHHS OpEHTY

I. Yepaum, M. Ko3uk. CyvacHi ¢popmu
1 Meromu  MOTHUBallli  TEpCOHATY
MiAPUEMCTB chepHr TTOCITyT

I'pOIII, PIHAHCHU I KPEJIUT

H. I0pkiB, O. lyopoBsin, C. /laBuaeHKo.

Jlep>kxaBHa ~ MATPUMKA  1IMOTEYHOTO
KPEIUTYBaHHS SIK YMOBa 3a0€3TCUCHHS
CTIHKOTO PO3BHUTKY  HaIllOHAJIBHOI
€KOHOMIKHU

BYXTAJITEPCHKHUH OBJIIK, AHAJII3

100

106

TA AYJIUT

A. [murpenko, O. ®ypmaHUyK.
[nsxu  BAOCKOHAJIEHHS  METOAMKHU
MPOBEACHHS aHaJi3y (piHAHCOBOTO CTaHY
T IITPUEMCTBA

O. Ko0a, JI. CBuctyH. /lokyMeHTanbHe
opopmileHHs ~ TpUAOAaHHS  TAJIUBHO-
MaCTUJIBHUX MaTepiajiB MiAMPUEMCTBOM

JAEMOI'PA®ISAA, EKOHOMIKA

IMPAILL, COOIAJIBHA EKOHOMIKA 1

95

INOJIITUKA

A. Jli. EKoHOMIYHO-TIpaBOBI BiJIHOCHHH
MK aBTOpoM 1 poboronaBiemM abo
3aMOBHUKOM

_ ExoHomika i pegion Ne 1 (80) — 2021 — HauioHanbHul yHieepcumem im. FOpisi Kondpamroka -




ECONOM

A Q4

\JAD)

AND REGION::

Vol. 1 (80)

<> EKOHOMIKA I PETTOH

National University

«Yuri Kondratyuk Poltava Polytechnic»

EDITORIAL BOARD:

ONYSHCHENKO V.O. - Editor-in-Chief, Doctor of Sciences (Economics),

Professor, Rector of National University «Yuri Kondratyuk

Poltava Polytechnic»;

— Deputy Chief Editor, Doctor of Sciences (Economics),

Associate Professor, Director of Educational-Scientific Institute

of Finance, Economics and Management of National

University «Yuri Kondratyuk Poltava Polytechnic»;

— Executive Secretary, PhD (Economics), Vice-Rector for

Scientific and International Work of National University «Yuri

Kondratyuk Poltava Polytechnic»;

— Doctor of Sciences (Economics), Professor at Finance

Department of Kyiv National Taras Shevchenko University

(with the consent);

— Doctor of Sciences (Economics), Professor, Professor at

Department of Personnel Management, Administration and

Law of National University «Yuri Kondratyuk Poltava

Polytechnic»;

DUBISHCHEV V.P. — Doctor of Sciences (Economics), Professor, Head of
Economic Theory and Economic Cybernetics Department of
National University «Yuri Kondratyuk Poltava Polytechnic»;

KOZACHENKO H.V. - Doctor of Sciences (Economics), Professor, Professor at

Department of Economic Security and Financial Investigations

of National Academy of Internal Affairs (with the consent);

— Doctor of Sciences (Economics), Professor, Professor at

Management and Business Logistics Department of National

University «Yuri Kondratyuk Poltava Polytechnicy;

KORGANASHVILI L.D. — Doctor of Sciences (Economics), Professor, Head of
Quality Assurance and Research Activities Centre of the
International Tourism School of Thilisi State I. Javahishvili
University (with the consent);

ONYSHCHENKO S.V. — Doctor of Sciences (Economics), Associate Professor,
Professor at Finance, Banking and Taxation Department of
National University «Yuri Kondratyuk Poltava Polytechnic»;

PALASHCHAKOVA DANIELLA - PhD, Research Worker at Economic Theory
Department of Technical University in Kosice (Slovakia) (with
the consent);

PTASHCHENKO L.O. — Doctor of Sciences (Economics), Professor, Head of
Finance, Banking and Taxation Department of National
University «Yuri Kondratyuk Poltava Polytechnicy;

ROLLNIK-SADOVSKA E. - Dr, Associate Professor, Vice-Dean for Educational
Work of Management Faculty of Bialystok Polytechnic
University (Poland) (with the consent);

RIASHCHENKO VIKTORIA - Doctor of Sciences (Economics), Associate

Professor of ISMA University (Latvia) (with the consent);

— PhD, Associate Professor, Vice-Rector for Scientific and Art

Work and International Cooperation, University «North»

(Croatia) (with consent).

CHEVHANOVA V.Ya- PhD (Economics), Professor, Head of Economics,
Entrepreneurship and Marketing Department of National
University «Yuri Kondratyuk Poltava Polytechnic»;

CHYCHKALO-KONDRATSKA 1.B.— Doctor of Sciences (Economics), Professor,
Head of International Economic Relations and Tourism
Department of National University «Yuri Kondratyuk Poltava
Polytechnic».

CHERNYSH L.V.

SIVITSKA S.P.

VARNALII ZS.

HRYSHKO V.V.

KOMELINA O.V.

HUNJET ANICA

March, 2021

Journal “Economics and Region” is included into
The register of specialized scientific publications
of Ukraine (MES of Ukraine Departmental

Order No. 1279 of 16.11.2014,

No. 157 of 09.02.2021).

Publication - scientific journal.

Conceptual paradigm of the journal is based on
the long-term scientific and professional treatment
of topical problems of the world and Ukrainian
economics.

Main milestones: economics and national economy
management; productive forces development and regional
economy; economics theory and economic thought history;
world economy and international economic relations;
economics and business administration; economics of
nature management and environmental protection;
demography, labor economics; social economics and
politics; money, finance and credit; accounting, analysis
and audit; mathematic methods, models and information
technologies in economics; economic security of the state
and economic entities.

Issued since July, 2003.

Four issues published yearly.

State Registration Certificate

KB 24613-14553 I1P, issued 29.10.2020
by the Ministry of Justice of Ukraine.

The journal’s founder and the owner: National
University «Yuri Kondratyuk Poltava Polytechnic».

The name, conceptual paradigm, content and
design of the journal “Economics and Region”
is the intellectual property of the journal’s
Editorial Board and is copyright.

Pass-through copyright.

Printed in the source language. Liability

for the data precision rests with the authors.
The Editorial Board does

not always share the author’s opinion.

ISSN 2218-1199 (Print)
ISSN 2414-0538 (Online)
SUBSCRIPTION INDEX 98763

Recommended for publication by the Academic
Board of National University “Yuri Kondratyuk
Poltava Polytechnic” (Ne11 of 26.03.2021)
Computer-assisted makeup by L.A. Svystun
Proof-reader: Yu.Yu. Hryshko

Proof-reader: Ya.V. Novichkova.

Sent to the printer’s on 26.03.2021.

Signed to print on 30.03.2021.

Page size: 60x80 1/8. Published sheets 16,10.
Circulation: 300 copies. Print Order No. 138.
Printed by the Printing and Publishing

Centre of National University “Yuri Kondratyuk
Poltava Polytechnic”. Certificate of the publishing
venture entity registration in the State Register of
editors, manufacturers and distributors of printed
output DK No. 7019 of 19.12.2019.

Address: Pershotravnevyi Avenue, 24,
Poltava, 36011.

Phone: (0532) 57-32-20;

. e-mail: eir@nupp.edu.ua;
the journal‘s site: http://eir.nupp.edu. ual

| © National University “Yuri Kondratyuk Poltava Polytechnic”, “Economics and Region”, 2003

Economics and Region Ne 1 (80) — 2021 — Yuri Kondratyuk National University




CONTENTS

ECONOMICS AND NATIONAL
ECONOMY MANAGEMENT

6 V. Onyshchenko, S. Sivitska,
A. Cherviak. COVID-19 and Its Impact
on Ukrainian Economy

15 1. Chernysh, Yu. Solovei. Theoretical
Foundations of Migration Policy

20 L. Boldyrieva, A Sydorova.
Development of Transport Service
Management under the Conditions of
European Integration

26 V. Byba, I. Miniailenko. Methodical
Foundations of Organizational and
Economic Concept Formation of Energy
Saving

34 0. Kulakov. Ensuring Coordination of
Interregional Cooperation and Investment
Innovative Activity

PRODUCTIVE FORCES DEVELOPMENT
AND REGIONAL ECONOMY

39 V. Dubishchev, O.Kudinov. Forecasting
the impact of financial decentralization in
the formation of the budget of Poltava
region on the basis of adaptive models

48 A. Bezkhlibna. Components of the
Competitiveness of the Coastal Region

ECONOMICS AND BUSINESS
ADMINISTRATION (ACCORDING TO
THE ECONOMIC ACTIVITY TYPEYS)

55 I. Chychkalo-Kondratska, I. Novytska,
D. Kondratska. Marketing Analysis of
Sales Channels of Organic Products

61 V. Hryshko. Modern Concepts of
Management and Their Application in
the Context of the Digitalization of
Ukrainian Economy

68 O. Komelina, M. Hunchenko.
Evaluation and Regulation of Socio-
Economic Efficiency of Management
Systems

75 V. Bondarenko, O. Khadartsev,
O. Hryhorieva. The Effectiveness of
Product and Brand Promotion: the Role
of Marketing Communications

82 S. Ivanytska, A. Aheicheva. Brand
Promotion Peculiarities

87 1. Chernysh, M. Kozyk. Modern Forms
and Methods of Employees Motivation at
Service Companies

MONEY, FINANCE AND CREDIT

92 N. Yurkiv, O. Dubrovin, S. Davydenko.
State Support of Mortgage Lending as a
Condition for Ensuring Stable
Development of the National Economy

ACCOUNTING, ANALYSIS AND
AUDITING

100 A. Dmytrenko, O. Furmanchuk. Ways
to Improve the Methodology of Analysis
of the Financial Condition of the
Enterprise

106 O. Koba, L. Svystun. Documenting the
Purchase of Fuels and Lubricants by the
Enterprise

DEMOGRAPHY, LABOR
ECONOMICS, SOCIAL ECONOMICS
AND POLICIES

113 A. Lee. Economic-Legal Relations
between the Author and the Employer /
Customer

Economics and Region Ne 1 (80) — 2021 — Yuri Kondratyuk National University




_ EkoHoOMiKa ma ynpaesniHHs nidonpuemMcmeamu

UDC 659.4.012:338.49 DOI 10.26906/EiR.2021.1(80).2240
JEL D83, M31

THE EFFECTIVENESS OF PRODUCT AND BRAND PROMOTION: THE
ROLE OF MARKETING COMMUNICATIONS

Viktoriia Bondarenko*, PhD (Economics), Associate Professor
Oleksandr Khadartsev**, PhD (Economics), Associate Professor
Olesia Hryhorieva***, PhD (Economics), Associate Professor
National University «Yuri Kondratyuk Poltava Polytechnic»

* ORCID 0000-0003-4625-0112
** ORCID 0000-0002-3520-4164
*** ORCID 0000-0001-7524-7161

© Bondarenko V., 2021.
© Khadartsev O., 2021.
© Hryhorieva O., 2021.

Cmamms ompumana peoaxyiero 07.03.2021 p.
The article received by the reduction 07.03.2021.

Introduction. Marketing is characterized with a variety of multifaceted tools: to identify patterns of
potential consumers’ behavior; to determine effective mechanisms for product promotion. In this point, the
urgent problem is always to determine the most optimal models of marketing communications and the
formation of marketing tools for managing these communications. Marketing communications is one of the
key elements in the effectiveness ensuring of product promotion and interaction with consumers. Taking into
account the current economic and social characteristics of the market environment, in this case, the leading
role in the communication mechanisms functioning is given to the brand. At the same time, marketing
communications is often given a secondary role or a separate application, which leads to underestimation of
the role of marketing communications in strategy’s formation of the enterprise market and product
competitiveness; and consequently — to non-use of potential competitive advantages and to loss of
prospective consumer segment.

Analysis of recent research sources and publications. Problems of marketing communications and
their effective arrangement are studied in the works by many domestic and foreign scientists. In particular, it
should be noted the publications by the following authors: Yu.V. Mironova, O.0O. Kahliak and O.V. Pityk
[1], A.F. Pavlenko, A.V. Voichak and T.A. Prymak [3], H.H. Pocheptsov [4], F. Kotler and J. Kaslione [6],
Ye. Romat [12], J. Yang and A. Battocchio [14], H. Sadek, S. Elwy and M. Eldallal [17], et al. However,
despite the significant achievements in this sphere, identifying the role of marketing communications for the
enterprise requires further study, in particular in terms of communication impact and interaction between the
category “brand” and customers-consumers of brand’s products.

Purpose. The purpose of the article is to investigate the features and role of marketing
communications in the activities of enterprises, to identify factors that increase their efficiency and
performance.

Results. Effective use of marketing is impossible without the existence of an effective
communication system. An acceptable pricing policy and well-chosen sales channels may not give the
desired result without bringing the information to the consumer. That is why communication policy is one of
the components of marketing [1]. Theoretical research has shown the growing importance of marketing
communications. Along with this, among researchers there is no single point of view on the definition of the
concept and components of the complex of marketing communications as a complex of promotion.
Marketing communications should be understood as the process of transmitting information about the
company and its products in order to influence the target audience and obtain counter-information about the
reaction of these audiences to the impact of the company. The activity of companies in the field of
communications can be considered successful only if it significantly achieves the goals and objectives. In the
case of impact on the target audience, the main purpose of marketing communications is to change its
attitudes or behavior, i.e., the transition from one state to another. Tasks, been set in accordance with the goal
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above, may relate to various aspects of the activity. Effective communication with consumers has become a
key factor in the market promotion of any organization. Modern marketing requires much more than simply
creation of a product, which meet customer’s needs. Businesses need to communicate with their customers.
At the same time, there should be nothing accidental in the content of communications. Therefore, the key to
the success of the enterprise in the market is the ability to organize properly the interaction of many tools of
marketing communications with the definition of the most effective and efficient means of communication in
each case of economic activity of the enterprise [2].

Theoretical aspects of marketing communication in business are the subject of research by many
authors. Marketing communications are information and psychological connections between market objects,
which are established to ensure mutually beneficial relations and achieve the marketing goals of the
communicator in the process of creating and distributing certain values. Marketing communication policy is
a prospective course of action of the firm, aimed at ensuring interaction with all actors in the marketing
system based on a well-grounded strategy of using a set of marketing communications, to meet the needs of
consumers and make a profit [3]. Marketing communications are the basis for all areas of market activity, the
purpose of which is to achieve success in the process of meeting the aggregate needs of society. They are
used as an effective marketing tool, which includes the practice of bringing to consumers the information
necessary for the enterprise, and are considered as a process of managing the movement of goods at all
stages: at the time of product launch, before sale [4]. The objectives of an effective marketing
communications policy are [3]:

— creating a prestigious image of the manufacturer and its products;

— informing potential consumers about goods, prices, application features, advantages over
competitors’ goods, etc.;

— offering new goods, services, ideas on behalf of the manufacturer;

— maintaining the popularity of goods that are already on the market;

— providing consumers or intermediaries with information on the conditions of stimulating the sale
of goods;

— development of marketing communication measures that would persuade consumers to buy
products from this manufacturer;

— providing feedback to the consumer to determine the attitude towards the manufacturer and his
products.

The general program of marketing communication of the enterprise is a complex of advancement,
and represents a combination of five basic means of advancement [5].

1. Advertising — a paid form of impersonal presentation and promotion of ideas, goods and services,
which is ordered and funded by a particular sponsor. The main task of advertising is to encourage the
purchase of this product by a particular consumer (buyer). Therefore, advertisers need to know whether
advertising has managed to create, maintain, deepen the image of the company and its product or service,
whether advertising has encouraged the product to buy it, whether it has created a circle of regular
customers, and so on.

2. Personal sale — the presentation of goods to one or more potential customers, which is carried out
in the process of direct communication and aims to sell and establish long-term relationships with customers.
Personal selling is used in some cases much more often than other means of promoting goods and is more
effective in the wholesale sale of goods.

3. Sales promotion — one-time incentives that encourage the purchase of certain goods or services. It
is worth noting that the stimulation on the Ukrainian market began with simple tastings, which became very
popular among consumers. The effectiveness of the sales promotion system is greatly enhanced when its
tools are used in conjunction with other forms and elements of product promotion, such as advertising and
personal selling.

4. Public relations — establishing relationships between the company and various contact audiences
by creating a good reputation for the company, a positive corporate image, on the one hand, and eliminating
or preventing unwanted rumors, gossip and actions — on the other. The main tools of public relations are
contacts with the press, building a reputation, corporate communications, meetings of company
representatives with consumers and consulting. Thus, public relations (PR) are a prerequisite and an
important part (especially today) of marketing. According to some marketers, public relations is becoming a
new, fifth element of marketing, complementing product, price, promotion, place and becoming a new “P”.

5. Event marketing — the use of various means of communication for direct communication with
customers, designed to get a certain reaction. It involves the use of mail, telephone and other channels that
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allow you to reach a certain category of consumers or get an immediate response.

Although advertising effects have been the subject of research for decades, there is currently no clear
approach to determining the advertising effect. There are economic and psychological components of
advertising effects [6; 7]. Psychological advertising effects can be summarized using a multi-layered
advertising effect — the attitude of consumers. Attitude — is any change in the consciousness and/or
subconscious of the consumer, resulting in an economic advertising effect, i.e., consumer behavior in the
form of buying the product. The formation of an appropriate attitude serves as a basis for future economic
results, with a certain combination of situational factors.

Of course, every company aims to make a profit, so the economic advertising effect for everyone
becomes the main thing, and the company, as a result of consumer behavior, expects an increase in sales in
the first place. But (according to scientists who have studied the effects of advertising effects) it is almost
impossible to identify the share of sales, which has increased due to the system of marketing
communications of the enterprise. After all, there are many factors that increase the company’s profits.
Depending on the source of influence, there are three groups of the factors [8]:

— internal factors of the advertiser — compliance of advertising influence with the used marketing
strategies of the enterprise and its strategic plans, as well as the capabilities of the enterprise;

— factors related to the target audience of advertising — psychological features of the perception of
advertising, as motivation, previous experience, etc.;

— factors of the external marketing environment.

All marketing communication tools are closely related and have a common goal: to accelerate the
promotion of goods in target markets; to encourage customers to take active action (purchase or repeat
purchases, dissemination of feedback and recommendations). However, they help to achieve a common goal
in different ways and play a different role in the implementation of marketing tasks [9]. Thus, marketing
communications transform the market into a specific social category, and the key centralized phenomenon of
which — is the brand.

The brand can be rightly considered as the embodiment of various “paradigms of values” promoted
by the manufacturer and sought by the consumer: philosophical, cultural, psychological, sociological,
marketing, economic. The brand is able to act as a motivator of consumption, “psychological” of brand — is
identified with the effectiveness of marketing communication and consumer loyalty to the brand, and this is
the conceptual basis of brand’s success and profitability [10, p. 53-54]. Accordingly, in today’s market
environment, the brand is beginning to play a leading role of communicational “point of contact” between
the supply and demand. Therefore, the organization of effective marketing communication should be based
on determining the correct vector of translation of brand values. This, in turn, ensures the implementation of
business goals of a particular business entity, as well as long-term fruitful interaction with customers or
consumers [11, p. 121]. According to theoretical research and practical developments, such efficiency is
achieved by following the model of “communication pyramid” — a hierarchical system of marketing
communication goals, where each subsequent level is based on the previous one and represents a gradual
achievement of higher and more complex communication goals [12]:

— brand awareness by the target consumer audience;

— expanding knowledge about the brand by target audiences;

— formation of psychological associations of the brand in the mind

— representatives of target audiences;

— brand identification and differentiation;

— formation of a positive brand image;

— communication to the target audiences of the mission, vision and essence of the brand;

— promotion of brand values;

— stimulating sales of branded products (corporate brand of the company);

— formation of brand loyalty;

— reminders about the brand to representatives of target audiences.

The reverse effect of the communicative influence of the brand on consumer behavior is a significant
activation of the mechanisms of social comparison. Thus, a particular consumer, comparing himself with
other individuals, gets the opportunity to assess their own abilities, attractiveness, personality traits,
comparing past and current situational-factor environment. In the social plane, this leads to categorization —
the moral-aesthetic and psychological process of assigning the subject to a certain class, on the basis of
perceptual standards, stereotypes of behavior, lifestyle, and so on. Studies show that the features of social
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comparison and categorization, although, allow to build more effective communication to ensure consumer
loyalty to the brand, but the intensity of social comparison and categorization does not depend on the level of
income [13]. Thus, effective marketing communication allows to eliminate a number of restrictive barriers to
consumption and thus to carry out structural transformation of the market environment.

However, the design of effective marketing communications and the specification of forms and
methods of their implementation depends on the initial segmentation of the client by economic and social
nature: consumer preferences and expectations; level of well-being; fashion trends in society; moral
qualities; desire for self-expression, etc. [14]. Therefore, long-term arrangement of “communication bridges”
is possible with a clear establishment of such specific requirements — the customer’s/client’s avatar. In terms
of communication, a customer’s avatar is a reflection of the type of person who is really loyal to a certain
brand (brands) — this is the “ideal customer”. Modern market features show that the customer’s avatar is a
key element of marketing strategy, a specific reflection of the target audience and a comprehensive segment
for research or obtaining data from the market [15]. Marketers note that an established customer avatar
provides 80% success in promotion, as it allows to turn the average consumer into a “fanatic” of a particular
brand; resources and efforts to identify the avatar can pay off in the plural.

In this sense, it is advisable to refer to the practical results of the market environment. According to
the results of the number of studies from Online Market Intelligence about brand communications in the
markets of post-Soviet countries [16], was revealed a stable correlation between:

— positioning and value proposition of the brand — on the one hand;

— socio-psychological type of behavior and motives for decision-making — on the other hand.

According to the results of such studies, 5 typical groups — customer avatars were identified [16],
and also their propensity in terms of specific brands (Fig. 1).
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Fig. 1. Customer’s avatars in brands: Apple, Samsung, Sony*
*Source: [16]

1. “Shopaholic-esthete”. This avatar is guided by feelings, not the mind, active and dynamic, likes to
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spend time away from home, easily changes residence, work. He has an active social position, wants to
benefit society, and does not depend on advertising, but his consumer behavior depends on fashion trends.
Such a customer is prone to impulsive shopping, shopping for him is a holiday, he likes to go to expensive
stores, because the buying process itself is fun, the one does not plan expenses and buys more than really
needs.

2. “Consumer on show”. According to the description, the one is close to the previous avatar —
social, emotional, active and dynamic, but very dependent on advertising and has the image of a person who
follows to the newest. Such a customer always listens to the opinion of friends, can buy a very fashionable
thing, even if it is inconvenient, but never buys unfamiliar brands, even for the sake of saving.

3. “Moderate rationalist”. The one is guided by the arguments of reason, pays great attention to value
for money, is not ready to overpay for the brand. Does not consider as necessary to keep up with fashion,
buys only what he really needs, plans and controls his expenses. Such a customer adheres to the strategy of
buying different products of certain brands, been sure of their quality in practice.

4, “Rationalist”. Such a client declares that he lives with his mind, not his feelings, carefully plans
his budget, does not buy on credit, tries to avoid unforeseen expenses. He is reasonably frugal, goes to
inexpensive stores, is willing to buy unfamiliar brands for the sake of saving and mostly does not trust
advertising. This client is looking not so much for the cheapest, but for the best value-money options.

5. “Traditionalist”. Such an avatar is the complete opposite to the “shopaholic-esthete” — the one
lives with his mind, does not follow fashion, goes to cheap shops, buys goods, guided solely with savings,
does not borrow money at all. This customer is quite conservative and passive, he based on the desire to save
products in choosing products, so none of the advertised brands can become his favorite.

This dispensation fully reflects the results of leading brands of marketing communications and the
positioning specificity. Effective promotion is formed under the affection of the decisive influence of the
customers’ avatar, which ensures the effectiveness of marketing communication. The meaning of the format
and methodology of marketing communications is especially important for the sphere of fast-moving
consumer goods, where the decision is usually made instantly, without long-term rationale, and directly at
the point of sale. In particular, researchers note [17] the need for companies to pursue an active
communication and content policy in social media to overcome the irrelevant content, which is generated by
users of social networks (Table 1).

Table 1
The variables and their items, explanatory factor analysis (EFA), confirmatory factor analysis (CFA)
and the average variance extracted (AVE) of each variable*

Variables ltems EFA |CFA| AVE

I am satisfied with the company’s social media 0.8990.886
communications conducted via Facebook for this brand ' '
The level of the company’s social media communications
conducted via Facebook for this brand meets my expectations

The company’s social media communications conducted via 73.331%
. . 0.878(0.824

Facebook for this brand are very attractive
The company’s social media communications conducted via
Facebook for this brand perform well, when compared with|0.787 {0.715
the social media communications of other companies
I am satisfied with the content generated on Facebook by
other users about this brand
The level of the content generated on Facebook by other
User-generated |users about this brand meets my expectations

social media |The content generated on Facebook by other users about this
brand is very attractive
The content generated on Facebook by other users about this

brand performs well, when compared with other brands
*Source: [17]

0.857|0.824

Firm-created
social media

0.826|0.748

0.867|0.863

72.393%
0.839|0.862

0.870|0.801

This moderation allows to ensure the competitiveness of the brand at a high level. In the information
society, the Internet becomes an environment for users to stay and interact in the form of community
formations, where their own information space is formed, which also affects consumer behavior [18].
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Researchers note that the model of the communication process in Internet changes — from the traditional
“one-to-many communication model” to “many-to-many communication model”. This leads to changes in
the object of marketing communications on the Internet: from a specific consumer to a whole group — a
virtual community of consumers who interact with each other within each community.

Conclusion. In modern conditions, companies must actively implement marketing communications,
that will increase an influence on existing and potential consumers, enhance competitive positions in existing
markets, increase access to new markets and raise up profitability. The ability of strategically organization of
the interaction of many marketing communications tools with the definition of the most effective means of
communication in each case of economic activity of the enterprise — this is the key to the market success.
Effective marketing communications contribute to the growth of the company’s image and competitiveness,
consolidation of the brand or organization image. Customer’s avatars and communication channels, for
achievement positive marketing effect and dominance, should be used in combination, depending on the
product factor’s peculiarities and the situation in a particular market environment.
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YK 659.4.012:338.49

JEL D83, M31

Bonnapenko Bikropin MuxaisiBHa, KaHIWAaT CKOHOMIYHMX HAyK, JOIICHT. Xajapien
Onexkcanap BajeHTHHOBHY, KaHTUIAT EKOHOMIYHUX HayK, noneHT. ['purop’eBa Ogsecss Borogumupisua,
KaHJIUAAaT eKOHOMIYHMX HaykK, foueHT. HamioHansHuil yHiBepcuteT «llontaBchka momitexnika iMeni HOpis
Konppatioka». EexTuBHiCTH MpocyBaHHA TOBapiB Ta OpeHAIB: PoJib MAPKETMHIOBMX KOMYHiKaIii.
PosrnsiHyTO 0COOIMBOCTI i pOJIb MAPKETHHIOBUX KOMYHIKaIliil, 30KpeMa B aCIieKTi BILIMBY Ta B3a€MOJIT Mixk
KaTeropisiMiu «OpeHa» Ta «KIIIE€HT-CIOKHMBAa4 HPOINYyKTiB OpeHmy». ocmimkeHo cnenudiky IisuIbHOCTI
KOMIaHi#l y cdepi KOMyHiKaIliid, BU3HAYEHO KIIOYOBI YHHHUKH, IO 3a0€3MEeUyI0Th CIIPOMOXKHICTh BiHANTH
epeKTHBHI 3aco0M W IHCTPYMEHTH MAapKETHHIOBHX KOMYHIKalliil. PO3rNIssHYyTO 3aBIaHHS Ta €IeMEHTH
(hopMyBaHHS MapKETHHTOBOI MOJITHKH KOMYHIKaIii. [laHO XapakTepuCTHUKy OCHOBHUX 3aC00iB KOMIUIEKCY
MPOCYBAaHHA SIK MPOTPaMU MapKETHHTOBOI KOMYHIKamii MiAmpueMcTBa. PO3TISHYTO CKIaMOBI peKIaMHUX
epeKTiB K TOYOK KOMYHIKATHBHOI B3a€MOJii MK CIIO)KMBa4eM 1 TOBapoM. BHOKpeMIIEHO 3HAYYIIICThH
OpeHIy K KOMIUIEKCHOI iHTerpallii HiHHICHUX MPOMO3UIiii BAPOOHHKA 1 CTIOKUBUMX OUiKyBaHb KiieHTa. Ha
MiJCTaBl aHami3y CY4YacHHX OCOOJIMBOCTEH PHWHKY OOTPYHTOBAHO, IO aBaTap KII€HTAa € OCHOBOIO
(hopMyBaHHS MapKETUHTOBUX KOMYHIKaIlil sIK BiIOOpa>KeHHS ILiJIhOBOTO CerMeHTa. J[OCHiKeHO PO3MOai
MPUXHUIIBHOCTI 10 MEBHUX OpEH/IB y Po3pi3i BIAMOBIAHMX aBaTapiB KiieHTiB. OXapakTepu30BaHO BILIUB
comiaJpbHUX Meia Ha ¢popMyBaHHS €(pEKTUBHOCTI KOMYHIKAIIMHAX KaHAJiB, 30KpeMa I CEKTOpa TOBapiB
MTOBCSIKJICHHOTO BXKUTKY. 3a pe3ybTaTaMH MPOBEICHUX TOCIIHKEHB, 3p00JICHO BiIMTOBITHI BUCHOBKH IIOA0
MOJANIBIIOTO BJOCKOHATIECHHS MapKETHHTOBHX KOMYHIKAIliifi Ha MiANPHEMCTBI 3 METOIO 3POCTaHHS 1MiKY
KOMIIaHil Ta ii KOHKypEeHTOCIIPOMOXKHOCTI, KOHCOIAaIii iMiKy OpeHay abo opraHizaiiii.

Kntouoei cnoea: mapkeTWHTOBI KOMyHiKamii, OpeHA, aBaTap KITi€HTa, MPOCYBaHHS, KaHAIH
KOMYHIKaIliii.
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University “Yuri Kondratyuk Poltava Polytechnic”. The Effectiveness of Product and Brand Promotion:
the Role of Marketing Communications. In the article features and role of marketing communications,
particularly in the aspect of influence and interaction between categories “brand”, clients-consumers of
brand’s products are considered. The specifics of companies’ activities in the field of communications are
studied. There are considered tasks and elements of formation of marketing communications policy in this
paper. The characteristic of the basic means of a complex of advancement, as a program of enterprises’
marketing communication are given. It is substantiated that the client’s avatar is the basis for the formation
of marketing communications. There are made appropriate conclusions, regarding the further improvement
of marketing communications at the enterprise.
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