- mepcoHidikarii KII€HTIB,;

- IHTErpoBaHOMY yMpaBIiHHI JEKIIbKOMa KaHajaMH B3aeMOAll 3
KJII€HTAMU,

- ICHYBaHHS €IMHOI CHUCTeMH 30epiraHHs, sSika MUTTEBO MOK€ BMICTUTHU
BCIO 1H(OpMaIIiI0 PO BCl BUIAJKK B3aEMOJII 3 KJIIEHTaMH, 1 3 SIKOi BOHA MOXeE
OyTH HETalHO JOCTYIIHA,

- TMOCTIMHUN aHaji3 310paHoi iHdopMmalii Mpo KIIEHTIB 1 NPUAHATTSA
3aCHOBAaHUX Ha HiM OpraHi3alliifHuX pilleHb.

CRM-cucrema- Habip MOAYJIB, TPU3HAYCHUX JJIsI aBTOMATHU3allli Pi3HUX
013HEC-TIPOIIECiB, BIAMOBIIAIOUNX 3a BITHOCHHHU 3 KJIIEHTaMU (MapKETUHT, MPOAAXK
ta oOcmyroByBanHs). CRM-cucrema nm03Boisie  €DEKTHBHO  YIPABISTH
B32€EMOBITHOCHHAMH 3 KJII€HTaMHU.

MPOBJEMU MPUBYTKOBOCTI B’IOTI-IHAYCTPII TA LIJISAXH iX
BUPIHIEHHA

O.I. CJIABYTA, A.P. BYIIBKA
Xapxiscbkuii HAYIOHAILHUL YHIGEPCUMEM MICbKO20 20CN00apCcmea
imeni O. M. bexemosa

3rilHO 3 MAapKETUHTOBUMH JIOCIIKEHHSIMU PUHOK MOCHYyr O'OTI-1HAYCTPIl
ckopoTtuBcs B 2017 p. B OCHOBHOMY 3a paxyHOK CETMEHTa KJIACHYHUX CaJOHIB
Kkpacu. Taka curyarlisi poOUTh aKTyaJlbHUM THTAHHS 3a0€3MeYeHHS] €KOHOMIYHO1
e(eKTUBHOCTI IIsUTBHOCTI CaJIOHIB KPacH.

Cdepa o6CiyroByBaHHs 1 CAJIOHHMM O13HEC CXWJIbHI JI0 CE30HHUX CITaJIiB
aKTUBHOCTI, BaXJIUBY POJIb BIJIrpae JMOJACHKUAN (aKTOp, BIUIUB MOJH, MOTOJHUX
YMOB, KOH'IOHKTypa PUHKY Ipalll Ta CTaH €KOHOMIKM KpaiHU B LIJIOMY, a TaKOX
3aJIeKHICTD BiJl IEPEBIPAIOUMX OPraHiB 1 BiJl KOHKYPEHTHOTO CEpPEIOBHUIIIA.

Jlo 30BHIMHIX (aKTOPIB BIUIUBY JOJAIOTHCA BHYTPIIIHI: TMOYHMHAIOYU
rOCIIOJIaPCHKOI0 IAJBHICTIO, 3aKIHUYIOUM MapKeTuHroM. KoxeH 3 mux ¢akropis
BIUIMBAaE Ha OOOpOT, BUTpPATH, NPUOYTOK CaJOHIB Kpacu. [l BHU3HAUEHHS
(GiHAHCOBOTO CTaHy YYacCHHUKIB CaJOHHOTO Ol3HECY MOIIBHO BHUKOPHUCTOBYBATH
TaKl MOKA3HUKHU: IIOMICSYHA PEHTA0CIbHICTh CaJOHY KpacH 1
TEPMIH OKYITHOCTI CAJIOHY KpacH (MOoro BIIXHUJIEHHS BiJ 3aIJIaHOBAHOTO).

OKyIHICTh CaJIOHIB Kpacu Ma€ CBOi 0coOaMBOCTI. SIK mMpaBujo, mepi Tpu
MicALll — MIBPOKY CaJOH Kpacu He TUIbKM MpOinae Bce 3apoliieHe, a W BUMarae
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JI0JTATKOBOTO BJIIMBAHHS KaIliTaJbHUX BKIIAJIEHb, HAPUKJIIAJ, HA 3aKyMiBIIO0 HOBOTO
1HHOBAIIHHOTO 00JIaHAHHS, PEKIaMy — 1€ MePioJi CTAHOBJICHHS, KOJIM JOXOIH BiJl
calioHy Kpacu MiHiManbHI. IloTiM gocsraerbcst Touka ©€330MTKOBOCTI.
3aBaHTaXXEHHS POOOYMX MICIh (IIOTY>KHOCTEH) MOCTYNOBO 301IbIITYETHCS TTIOKA HE
JOCATAETHCS IEBHUIM ONTUMYM 1 JOX1]] BiJ MepyKapHi (MaHIKIOPHOTO CaJOHY 1 T.1.)
MIOYMHAE MOKPUBATH BC1 BUTPATH.

Y  KOpekTHO CcKJaJeHoMy Oi3Hec-IjlaHl CajloHy KpacH IOBHHHA
BIJICJIIIKOBYBATHCS MEBHA TEHJEHIIISI 3MIHM BEJIMYMHM IIOMICIYHOTO MPHUOYTKY 1
TEPMIHY OKYITHOCTI CajJOHy. BaXIMBO CBOE€YACHO OIIHUTH JUHAMIKY 3MIHU ITUX
BEJIMYMH B 4Yaci. YMOBHO MOXHa BHJIUIMTH TPU CTYIEHI1 (IHAHCOBOI KpU3H, IO
BHUpaXa€ B MaAIHHI JOXOy BiJ CAJIOHY KpacH:

- rmuboka kpuza (< 0%, TepMiH OKYIHOCTI JOBIIE CIJIAHOBAHOTO O1JIbIII,

HIX Yy 2 pa3n);

- Kpu3a cepenHboi TsKKOCTI (= 20%, TepMiH OKYIHOCTI JIOBIIE

3aIIaHOBAHOT'O MEHIII, HIK B 2 pa3u);

- crarHanis (= 0-20%, canoH OKYIHUBCS 1 JOCST «3pLI0CT», TOOTO HOro BiK

MOHAJ 2-5 POKIB /I PI3HOTO KJIacy CalOHIB).

PosrisiHemMo Kpu3y cepeaHbOi TSHKKOCTI, 32 SIKOi TepMiH OKYITHOCTI JOBIIIE
nependadyBaHOTO MEHII HIXK B 2 pa3u, a NpUOyTKOBICTh CaJOHY Kpacu BuIle abo
nopiBHioe 20%. ToOTO 00OpOT Har0Th BUCOKOpPEHTAOENbHI (BUCOKOMPHUOYTKOBI)
CAJIOHHI Tpolenypu, TMpoTe HeedeKTUBHE BUKOPHUCTAHHA MPOCTOpPY abo
BIJICYTHICTh TIOTIMTY Ha iHIII MPOIEIypU CATOHY HE NAlOTh JOXOMIY, TOCTaTHHOTO
JUTSI CBOEYACHOT OKYyMHOCTI. TyT TpeacTaBisie 1HTEpeC BUMAAOK JyXKE€ BHUCOKOI
npuOyTKOBOCTI calioHy Kpacu, Hampukiazg, 30-40%, konu npu ob6opoTi B 5 THC.
YMOBHUX OJIMHUITH TPUOYTOK CTAHOBUTH 2 THC. YMOBHUX OJUHUIIb.

[TprunHOIO TaKOro CTaHy CIpaB, SK MPaBWJIO, € HU3bKA 3aBAHTAXKCHICTh
BUPOOHUYMX TOTYKHOCTEH — HEBMIHHS 30UIBIIMTH MPOAAXi B CaJOHI Kpacu
(mpuyoMy TUIOIMIA camMa TO C€O00I TEX BBAXKAETHCS HEBHUKOPUCTOBAHWMU
MOTY)KHOCTsIMU). AOO TiHI3amis HagaHux mnocayr. I[Ipocroit twiomi Moxke
B11I0YBaTUCh Yepe3 Te, 110 JIOBro He MOHA 3HAWTH (axiBisd a00 HE BBOJUTHCS B
A0 paHille KyIUleHe 1HHOBalliiiHe oOnaaHaHHA. TiHI3alis MOXE MPOSIBIATUCA Y
00CIIyrOByBaHHI KJIIE€HTIB Ha J0J0OMY a00 y OOCIyroByBaHHI «CBOIX» KIIIEHTIB
CBOIMHM IpenapaTaMu B CaJIOH.

OTxe s BUXOJY 3 KPHM3U CEPEIHbOI TAKKOCTI HEOOX1THO 3a0e3MequTH:
KOHTPOJIb CIIBPOOITHUKIB HA MIANPUEMCTBI, BMUIE BEJEHHS OOMIKY 1 KOHTPOJIIO B

rocroIapcbkoMy 1 (hIHAHCOBOMY CErMEHTax AiSIIbHOCTI, €(PEeKTUBHE BUKOPUCTAHHS
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BCi€l TUIONII CaJIOHYy, 3allyd€HHS 10 IIOJEHHOI MIsUTbHOCTI BCiX 1HHOBAIlIMHHMX
TEXHOJIOT'1H, 110 € B CAJIOHI.

SOCIAL ISSUES IN THE CONTEXT OF WEB 2.0: NEW MARKETING
TRENDS

RUSLAN ANDRITANOV,
Kharkiv National University of Municipal Economy named after O.M. Beketov

While businesses have always been communicating their message and
advertising their products, social media allowed customers to respond, creating a
unique digital relationship. Web 2.0 is characterized by an emphasis on user-
generated content, as well as the prevalence of social interaction online. It is more
than the evolution of technology: it represents a social revolution in the ways in
which those technologies are used. Any company, which operates online, should
maintain its digital presence in social media platforms, as well as find new and
creative approaches to make the product stand out from the competition. Aside
from that, more people tend to put values at the central stance, believing that firms
should address social issues and have a positive impact on the environment,
education, health, etc. Therefore, one should define and analyze the way
technological evolvement and social awareness enhance marketing strategies.

While consumers often use social media to voice their opinion regarding
certain social problems, they also expect similar behavior from the brands. Many
companies are no longer concentrated on the mere promotion of their products, as
they shift to advertising a business’s beliefs, as well as the stance on social issues.
This issue can be viewed as a new branch of corporate social responsibility. A
recent study conducted by marketing firm Cone Communications revealed that 78
percent of consumers “want companies to address important social justice issues,”
while 87 percent “will purchase a product because a company advocated for an
issue they cared about” (Komornicki). Even if the issues are outside the
companies’ standard activities, social media users still believe that the firms are
obligated to play a role in addressing or solving the problems.

Addressing social issues is not as straightforward as it might seem and
companies should be careful when voicing their opinion. For example, 76 percent
of Americans claim that they would refuse to purchase a product if the company
supports an issue that contradicts their belief. In turn, 89 percent of consumers
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