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CywacHuli pigeHb iHghopmamu3sayii cycrisib.cmsa
Mae Benukull BryuB Ha BeOeHHs! bisHecy. Oco-
6/1UBUM YUHOM e BIO0OBPaXXaEMLCS Ha pek/iam-
HUX acnekmax Oisi/lbHocmi ridnpuemcms ma
opeaHizayili. Pekiama 8 iHmMepHemi € Baxsiu-
BUM (hakmopoM po3BUMKY ma forny/spu3ayil
calimy i Mae HU3Ky nepesaz Had mpaouyitiHumu
Budamu peksiamu 8 3acobax Macosol iHghopma-
yii. ¥ cmammi 0oc/1io)eHo Aoyi/ibHICMb BUKO-
pucmaHHs Social Media Marketing sik okpemo2o
Cy4yacHo=20 IHCmpyMeHmy hopMyBaHHS Mo3u-
MUBHO20 IMIOXy nidnpuemMcmsa ma. cy4acHo20
Memody rpocysaHHs mosapis ma  rocrye.
Y cmammi rpoaHasizo8aHO CMamucmuyHi
daHi Wooo po3BUMKy Mac-media 8 YkpaiHi ma
csimi. P032/1IHymo HU3KYy Cy4acHux Memoois
mac-mediliH020 MpocyBaHHs MoBapis Ha Mebrie-
BOMY PUHKY YKpaiHu, ix adanmayito 00 PUHKO-
BUX YMOB ma MOXJ/IUBOCMI BUKOPUCMaHHS Ha
niorpueMcmsax. HasedeHO Xxapakmepucmuky
Halb6i/IbW  MOMy/spPHUX — COYfa/IbHUX — MEPEXK.
Ha ocHosi yiei xapakmepucmuku 3po6/ieHi
BUCHOBKU U000 0OUi/IbHOCMI  BMPOBAOKEHHS
Facebook, Instagram ma YouTube sik Okpemux
Memooig NpocyBaHHs mosapis Ha Mebresomy
PUHKY YKpaiHu.

KntouoBi cnosa: mac-vmedia, peknama, coyi-
a/bHi Mepexi, iHmepHem, Meb6/esuli PUHOK,
mediapeksiama, digital-cepedosulye.

CospeMeHHbIll  yposeHb  UHghopmamu3ayuu
obwecmsa dukmyem Hosble npasusia BeOeHUs
6usHeca. OcobbiM 06pa3oM Mo ompaxaemcsi
Ha pekaMHbIX acrekmax 0essme/lbHoCmu KoM-
naHudl. Pekiama 8 UHMepHeme 18/151emcs Bax-
HbIM ¢hakmopoM pa3sumusi U rnofy/spusayuu
calima u umeem psid npeumywecms rneped mpa-
OUYUOHHbIMU BUGaMU peK/iaMbl 8 cpedcmsax
maccosoll  UHhopmayuu. B cmambe uccre-
dosaHa UenecoobpasHoCmb  UCM0/b30BaHUS
Social Media Marketing kak omoe/ibHo20 cospe-
MEHHO020 UHCMpyMeHma (hopMUpOBaHuUsi 1oJsio-
JKUME/TIbHO20 UMUOX@ rpeorpusimusi, & makxe
rpoaHa/1u3upoBaHbl 0aHHbIe U MEHOEHYUU pas-
sumusi CMU 8 YkpauHe u mupe. PaccmompeH
psI0 COBPEMEHHbIX Memodos Macc-MeouliHo20
MPOOBUXEHUST MOBapo8 Ha MEbe/IbHOM PbIHKE
YKpauHbl, ux adanmayusi K PbIHOYHbIM YC/10-
BUSIM U BO3MOXHOCMU UCIO/b308aHUsI Ha Mpeo-
npusimusix. [JaHa xapakmepucmuka Haubosee
rony/IsiPHLIM coyuasbHBIM cemsm. Ha ocHose
amoli  XapaKmepucmuku coeflaHbl  BbIBOObI
0 yesecoobpasHocmu BHeopeHusi Facebook,
Instagram u YouTube Kak omoe/ibHbIX MEMOO08
MPOOBUXEHUST MOBapo8 Ha Mebe/IbHOM PbIHKE
YKpauHbl.

KnioueBble cnoBa: macc-vedua, peksiama,
coyuasibHble cemu, UHmepHem, MebesIbHbI
PbIHOK, Meduapekiama, digital-cpeoa.

Promotional activity and Marketing are the source of any business that sells services or products. The modern level of informatization of society dictates
new rules for doing business. This reflects on the advertising aspects of companies in a special way. Advertising on the Internet is an important factor in the
development and promotion of the site and has several advantages over traditional types of advertising in the media. Most of these traditional promotional
methods and media are well-established, because of the long foundation time. However, in last 10 years “new media” such as blogs, websites, and social
media have opened up a range of additional promotional opportunities for companies all over the world. The article explores the feasibility of using Social
Media Marketing as a separate, modern tool for creating a positive image of the enterprises. Data and trends in the development of the media in Ukraine
and the world were also analyzed. A number of modern methods of mass media promotion of goods on the furniture market of Ukraine are considered.
Their adaptation to market conditions and the possibility of using in enterprises. General stages of marketing on social networks are revealed. Goals for
promotion in social media have been identified and the main characteristics of promotion channels have been established. The characteristic was given to
the most popular social networks. In Ukraine, thanks to the advertising market, international advertising campaigns in the last six months of 2018 amounted
to 1094 billion UAH, which is 32% more than in the same period last year. The share of direct sales in the online display advertising market for this InAU
study was 56.13%. This speaks of a steady growth of this sphere. Based on this characteristic, conclusions were drawn about the feasibility of introducing
Facebook, Instagram and YouTube as separate methods of promoting goods on the furniture market of Ukraine. On average, advertising costs in this seg-
ment will increase by 20% annually over the next few years. All of these indicators and data indicate that the focus is shifting to Internet communication.

Key words: mass media, advertising, social networks, Internet, furniture market, media advertising, digital environment.

MocTaHOBKa Npo6nemMu. 3a CydaCcHUX PUHKOBUX
YMOB BMKOPWCTaHHSI METO/iB NPOCYBaHHA TOBapIB, LLIO
6y ePEKTUBHNMY M'SATb POKIB TOMY, HE A€ Heobxia-
HUX pe3ynbraTiB. MMignpuemcTea B yMOBaXx >XOPCTKOI
KOHKYpeHLIi BCe u4acTille BWKOPUCTOBYHOTb Cy4acHi
BMAW MAPKETUHTY B CBOIA NiANPUEMHULIbKIRA AiANIbHOCTI.
MMig yac ix BMOOPY CYTTEBE 3HAYEHHS Mae BUA, Aisi/b-
HOCTI MiANPUEMCTBA, NOro NO3WLii Ha PUHKY, pekIaMHa
aKTVBHICTb KOHKYPEHTIB TOWo. OTXe, BaX/IMBUM €
BM3HAYEHHS HalbiNblL ePEKTUBHMX HaNpsIMiB NpPocCy-
BaHHS TOBapiB Me6/1eBOro pUHKY YKpaiHu y Cy4acHmx
yMOBaxX y MeXax 3arasibHOi TeHAEHLT 3aCTOCyBaHHsI
Mac-MefinHNX MapKETUHIOBUX IHCTPYMEHTIB.

AHania ocTaHHiX pgocnimkeHb i nyo6nikayin.
Oc06/IMBOCTSAIM  PI3HOBWAIB Cy4YacCHOro MapKeTuHry
3 aKUEHTOM Ha iHTepHET-MapKeTUHI MPUCBAYEHO

ny6nikauii FO.A. [OaiHoscbkoro, H.C. KysHeloBa,
IB. MosroBa. lMunTaHHAM BWKOPUCTAHHSI iHTEPHET-
MapKETVHIy B [AiS/IbHOCTI Cy4yacHUX KOMMaHid npu-
CBSAYEHi HayKOBI NnpaLi Takmx yyeHux, aK: |. AluMaHoB,
A. bBacos, A. Kynep, 4. Nleacopa, M. Talinep Ta iHLui.

MocTtaHoBKa 3aBAaHHA. MeTOH AOCHIIKEHHS
€ aHani3 cTaHy pUHKYy Mac-mefja B YKpaiHi Ta CBiTi;
OKpEeC/eHHs eTaniB NPoOBeAEHHSA MAPKETUHIY B COL-
aIbHMX Mepexax Ta OLiHKa fOLiSIbHOCTI BUKOPUCTAHHSA
OCTaHHIX Ha PUHKY YKpaiHu; po3paxyHOK eqpeKkTUBHOCTI
BNPOBaPKEHHA Mac-mefia B Cy4aCHUX KOHKYPEHTHUX
YMOBaX, a TakoX MPOrHo3yBaHHA PO3BUTKY iHTEPHET-
KOMYHIiKaLjin 4151 MeGneBOro CErMeHTy.

Buknap OCHOBHOro marepiany AocnigXeHHs.
PeknamHi 3acobu — 3aco6u, WO BMKOPUCTOBYHTbCSH
0N [oBefeHHA peknamun o Ti cnoxuBada y 6yab-
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IHOPACTPYKTYPA PUHKY

AKin cpopmi Ta B Oyab-Skuin cnoci6. o «Tpaguuii-
HUX» 3MI HanexuTb Nokas peksiaMHUX NoBiAOM/IEHb
Ha TeneBi3iliHMX ekpaHax, y razetax Ta XypHanax, Ha
pagioxsuniax. «Hosi» 3acoby macoBoi iHdopmaL,l
BKJ/T1H04AIOTb BUCOKOTEXHO/IOTiYHI 3ac006u, Taki Sk Be6-
caintn, gogatku gns mobinbHUX TenedoHis, 6aoru,
kaHanm YouTube i cTopiHkn Facebook Ta Instagram.
MoegHaHHs HOBUX Ta TpaamuiliHMX 3acobiB gae
CUHEpPreTUYHUA edexT.

Peknama y cBoeMy TpaauLiinHOMYy BUrAsAI BCe Lie
akTyasibHa. Llkona Wharton Business cTBepaxye,
WO «BigUYTHICTb» ApYyKOBaHOI peknamy pobutb i
6arato B HYOMY CWJIbHILLOK0, HX LMGPOBUIA 3B'A30K.
MOBTOPEHHS — MOTYXHWIA COH3HUK Yy MapPKETUHTY.
TakuM 4MHOM, MOCTIliHE HaragyBaHHSA K/lieHTam 3a
[LONOMOTOH0 peK/TaMHUX LWKTIB, KasleHAapiB, ra3eTHmX
peknam abo peknamHux posivkiB MOXe CTBOPUTY 3Ha-
YHWIA KyMYNSTUBHWIA BNUB.

Y CBITi, WO NOCTIAHO PO3BMBAETLCS, HOBI 3aC06U
MacoBOi iHhopmaLlji, Taki Sk 61011, Beb6-canTn Ta
couiasibHi Meflia, MalTb 3HaUYHI MapKeTUHIOBI MOX/1U-
BOCTi. lobpe nobyaoBaHWii BE6-CanT MOXe 3ayunTu
HOBMX KNIEHTIB 3@ [OMNOMOrOK MOLWyKy B IHTepHeTi
Ta Hagatu iCHYHUYMM KNiEHTam [04ATKOBI MPUYMHK
nosanebHocTi. besnocepegHe cnisikyBaHHA — yepes
6norn, Facebook abo Instagram moxe [0ONOMOITH
MOKynusiMm abo NOTeHUiiHMM MOoKynusaM BigvyBaTu
cebe MoB’A3aHNMK 3 BaLLOK KOMMAaHIEH.

Digital-cepegoBuue — Le iHTEPaKTUBHI KaHas1
KOMYHIKaLil; ue peknamMa, sika OHOCUTbLCA A0 Cro-
XvBaya 3a [J0NOMOrot iHTEpHeTY, MOOBISIbHUX Tene-
(POHIB, IHTEPAKTUBHMX NPUCTPOIB, coLia/ibHMX Megia.

Ha cBiTOBOMY pUHKY iHTEPHET-MapKETUHT PO3BU-
BAETbCsl 3 HEMMOBIPHOW LIBUAKICTIO. 3a OLiHKaMu
ekcnepris, BUTPaATN Ha peknamy B digital-cepefoBuLi
y 2019 poui BupoCTYyTb Ha 12%, [OCArHYBLUK
$254 mnpg,., | Bneplle nepesuLLaTb nosHauky B 40%
Bif CBITOBOI 4acTku. BogHouac BuTpatu Ha Tene-
peknamy 3HM3ATbLCA Ha 0,5%, Tak camo, SK BTpa-
yaTme no3uuil i TpaguuiiHniA apyk — Ha 7—7,2%.
o 2019 poky, sik BBaKatoTb aHasliTWKK, 06CsArn
ras3eTHoi peksiamMmmy NoBEpPHYTbLCA A0 PiBHA 1985 poky.
e ogHVM TpeHAOM PWHKY Ha3uBalTb AMHaMIYHe
3pOCTaHHSA peknamu B coliasibHUX Mepexax. 3a npo-
rHo3oM, y 2019 poui BUTpaTn Ha peknamy B coume-
pexax nepesuLLLaTb peknamHi BUTpaTu B ApyKOBaHii
npeci Ta [ocArHyTb 55 Mnpa. fonapis. Y cepegHb0My
BUTPATV Ha peknamy B LLbOMY CErMEeHTi B Habavxui
Kinbka pokiB 6yayTb 3poctatm Ha 20% LopivHO.
Yci HaBefeHi MOKa3HWKM KaxKyTb Mpo Te, WO hOKyC
3MilLYETbCS Ha IHTEPHET-KOMYHiKau,ii [1].

B YkpaiHi 06cAr puHKY MeAiliHOI iHTepHeT-
peknamu y KpaiHi 3a nepwe niBpiyys 2018 poky
craHoBuB 1,094 mipAa. rpH, Wo Ha 32% nepeBuLlye
aHaU1orivyHNIA NOKAa3HUK MUHY/IOTO POKy. YacTka npsi-
MUX NPOAaXIB HA PUHKY MEAINHOT iIHTEPHET-PeKIaMm
3a JaHuMK OocnimkeHHs IHAY ctaHoBunia 56,13%.
Lle kaxxe npo cTabinbHWUiA 3pIiCT Liel cdepn.

wylsy Bunyck 36.2019

MapKeTUHT y coLja/ibHUX Mepexax — Le MOBHO-
LiHHWIA MapKeTWHI, @ He TiflbK1 MpOCyBaHHSA 4yepes
Pi3Hi coujasibHi nnaTopmMu.

MapKeTuHr y coujanbHux mepexax (SMM — Social
Media Marketing) — uUe KoOMMAekc fjil, o OpieHTo-
BaHi Ha 3a/lydeHHA LiNboBOI ayauTopil couiaibHUX
MepexX LUIAXOM CTBOPEHHS crhewiani3oBaHoro KoH-
TEHTY, SKuiA Bignosigae crneumdiui yHKLiOHYBaHHS
OKpeMoT coLiafibHOT Mepexi Ta LjikaBa AesKUM CMiflb-
HOTaM KopucTyBauiB [2].

3arasibHi eTany NpoBefeHHS MapKeTUHry B COLi-
AIbHNX MepexXax MOXXHa OKPeC/IUTU TaknM YMHOM:

1. TpoBefeHHss MOHITOPUHTY COLja/IbHUX Mepex
(BU3HAYEHHS MicLA akTUBHOCTI LiNIbOBOT ayAuUTopiT, 1T
iHTepecun Ta CTaB/IEHHS A0 NEBHOT MapKu, siki cTparte-
rii MpocyBaHHA BUKOPVCTOBYIOTb KOHKYPEHTM Ta ska
TXHS peKknamMmHa akTUBHICTb).

2. Po3pobneHHs cTpaTterii KOMyHikauiii B cou-
a/TbHUX Mepexax (415 peastiaLii MeTH MPocyBaHHSA).
CTparerisi 060B’A13KOBO NMOBMHHA MICTUTK B CO6I Npa-
BW/1a B3aEMOZIT 3 ayAWUTOpPIEID | NpaBuna 3asyyeHHs
ayauTopii B CNiIbHOTY.

3. CTBOpeHHA 6peHA-nnaropMu — CYKYMHOCTI
BCiX CMINIbHOT y coOLUja/ibHUX Mefia, Ha SKuxX npeg-
CTaBHUKA MapKu ChifikyloTbCA 3 Li/IbOBOK ayauTo-
pieto. FAKLWO MapKa npaLoe Ha Kisibka pisHUX LLiNIbOBUX
ayauTopili, TO 4151 KOXXHOI 3 HAX HEOOXIAHO CTBOPUTM
OKpeMUi MaingaHuvK o189 KOMyHIKaL,ii.

4. HanoBHEHHS CNiJIbHOTN KOHTEHTOM.

5. 3alyyeHHs KOpUCTyBauiB y CMifIbHOTY.

6. YnpasniHHA KOMYHiKaLuisimu.

7. AHani3 pesynbraris [3].

Takum 4MHOM, MIANPUEMCTBA, $Ki MpaLloTb
Ha Meb6/1eBOMY PUHKY, MOXYTb CTaBMTU COOI Taki
3aBaHHs Nif Yyac NPoCyBaHHSA B cOLiaNibHUX Mejia:

— 306i/1bLLIEHHS NONYAPHOCTI bpeHaa;

— (hopmyBaHHSA CNiSIbHOTU NOSASIbHUX 40 6peHaa
CNOXMBauiB;

— BIACTEXEHHS | pearyBaHHS Ha 3ragky bpeHaa
(nocnyrun) B Mepexi;

— 306i/IbLLIEHHS KiTbKOCTI MO3UTUBHUX BIAryKiB Mpo
OpeHs;

— 30iMblUEHHST TpadiiKy Ha canT i3 couiasbHuX
Mepex;

— nigoreHepadis abo npsmMi npogaxi ToLo.

BcTaHoB/EHO, LLLO OCHOBHUMMW XapakTepucTukamm
KaHaUTiB KOMYHiKaLiii €:

— OXONJIeHHA UiNboBOI ayauTopii. Hacamnepes
HeoOXiAHO 3alHATUCA TUMKW pecypcamn, Oe OXO-
N/IEHHS Li/IbOBOI ayauTopii 6yae Hansuwmm. Liinbosa
ayauTopis B LbOMY CEerMeHTi — 0co6u Bikom Big, 18 go
65 pokKiB i3 cepefHiM abo BUCOKNM PIBHEM [OCTaTKY.
30e06inblWoro ue nan, SKi € 3apeectpoBaHMMK Ta
NPOBOAATL Yac y couiasibHUX Mepexax [4, c. 199];

— MOXJIMBICTb OCOBUCTOrO CrifIkyBaHHSA, WO Mae
0N NpoAaxiB Benuke 3Ha4YeHHsl, 60 CbOrogHi TeH-
[OEHLii cnpsiMOBaHi Ha 0COBUCTI NpoAaxi i iIHAMBIAY-
aNbHWUA NigXig, A0 KOXXHOro KNieHTa,;
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— MOX/MBICTb HaZlaBaTWN KOPOTKi Ta B/TyYHi NOBIA0-
MAeHHs. MNonepeaHs AyMKa Npo nignprMeMCTBO Ta lioro
ToBapu/nocnyru 6yae copmyBatucsa 3 TakuMx NOBIAo-
MJ/1EHb, AKi HE MPOCTO AOCAralTb Li/IbOBOI ayauTopil,
a il y 3M03i CBOEYACHO MPOiHGOpPMYBaTU CMOXMBAYIB,;

— IHTEpaKTMBHICTb. IHTEpPaKTMBHICTL MOXe O6yTn
BaXX/IMBa He TaK [/1 CTBOPEHHSA NOIHOPMOBAHOCTI,
K A5 QOPMYBaHHSA CTaB/fIEHHA W 0CO6/MBO ANst
Oro KopuryBaHHs;

— MY/bTUMEAINHICTb. MyNbTUMEAINHICTb 5K 3acio
3a/Ty4EHHS i YTPUMaHHS yBarum rapHo npautoe Ha
30i/IbLUEHHA 06i3HAHOCTI Ta 4acTKOBO Ha hopmy-
BaHHS CTaB/IeHHSA (MY/IbTUMELINHICTL PO3rNsLacTbCs
K MOXJIMBICTb BUKOPUCTaHHSA Pi3HUX Mefdiadpopma-
TIB y MOBIAOMMNEHHI: BiA€O, TEKCT, 6baHepHi noBigo-
MJIEHHS, IHTEPaKTVB Ta iHLi);

— XXWTTEBUIA LMK NOBIZOMNEHHS. XKUTTEBUIA LK
MOBIZOM/IEHHS — XapakTepucTuka, Baxauea O/
TOro, WOo6 po3yMmiTH, AK AOBro 6yae «XuMTu» NoBsigo-
M/IEHHS i CKifbKM (B cepeHbOMY) MtoAein 3MOXYTh i3
HUM o3Haliomutucsa. € gymka, wo LiveJournal mae
B M/1aHi XWUTTEBOIO LMKy MOBILOM/IEHHA nepesary
nepen Facebook. Mepexa Facebook — ue mepexa
0[HOPa30BOr0 KOHTEHTY. Ony6nikoBaHe MOBIAO-
MJ/IEHHSI NPOTATOM ABOX AHIB NIIOAW YMTal0Th, a NOoTiM
BOHO 3HUMKaEe 3 nossa 3opy. Ane B LiveJournal 3anuwa-
€TbCHA NPaKTUYHO Ha3aBXAM | CTae AOCTYMHUM Yepes
NOLUYK. TakMM YNHOM, XXUTTEBWI LMK NOBIAOM/IEHHS
PO3pPI3HAETLCS B Pi3HNX coLiasibHMX Mepexax. OTxe,
MOXHa B1bupaTtu, SKi NOBIGOMIEHHS B AKX coLiasb-
HUX Mepexax BapTo po3miwysaTtu [5];

— BapTiCTb. 34e6iNbLIOro BapTiCTb PO60TH 3 COLI-
anbHYMK  Mepexamn CKI1afaeTbCa 3 OnaayveHoro
yacy CniBpoGITHUKIB abo BapTOCTi ayTCOPCUHTY.
Ockinbkn pakTuyHa BapTiCTb BUKOPUCTAHHSA COL-
aNlbHNX MEepexX HU3bKa, Le Jae 3Mmory 3agatun 6yapb-
AKY YaCTOTY MOCTUHIY, B TOMY YMC/i Taky, ska AacTb
3MOry NofonaTy 3acnamsieHicTb, BNacTUBY CoLiasib-
HUM Mepexam [6].

MeTol  peknamHux  IHTEepHET-KOMyHIkauin €
3a6e3neyeHHsT CTillkoro, 3pOCTatoyoro piBHSA Npo-
O2Ky NPOAYKTIB | MOC/yr KOMMaHii-BNacHvka camry.
B 0CHOBHOMY BVMKOPUCTOBYIOTLCS Taki cnocoou IHTep-
HeT-peknamu:

1. BaHepHa peknama Ha KOMepLiiHMX cainTax
Mepexi IHTepHeT (Banner ads).

2. PeecTpauifl y NowyKoBMX CUCTEMAX Ta KaTasio-
rax [HTepHerty.

3. E-mail-peknama y cneujanizoBaHnX MOLUTOBUX
ckpuHax (e-mail marketing).

4. PO3MILLEHHSA peKnaMHOro TeKCTy B IHTepHETI
Ha hopymax, Yarax, Ha MonyssApHUX caiitax HOBWH,
peknamMa Ha TeMaTUYHUX NopTasiax i KOHCY/IbTYBaHHS
Y PEXMMI OHNAWH.

5. OpraHizauis cuctemm 06MiIHY TEKCTOBUMMU
NOCUI@HHAMMW.

6. CTBOpPEHHA rpynu Ta CTOPIHKW MignpueEMCTBa
y coljiasibHUX Mepexax [7].

3 ornsagy Ha ocob6nvMBOCTI PO3BUTKY MeO6neBOro
puHKY B YKpaiHi Ta 6epyun fo yearu Social Media
Marketing, BapTo 3a3HauyMTW, WO He BCi couiasibHi
Mepexi [AOLiSIbHO BWKOPWUCTOBYBATU [71A NPOAKY
Meb6niB Ta hypHITYpW.

Facebook, 3a npu6AM3HMMK [aHVMKU, OXOMJIE
2,047 mnpg. nogen, ue 62% BCix KOPUCTyBaYiB iHTEp-
HeTy. BukopucToByBatu L0 nnarcgopmy gas npocy-
BaHHSA Ta Npofaxy CBOET Meb/1eBol MPoAyKLiT MOX/IMBO
3 0rNsAay Ha cepefHili Bik KOpUCTyBauiB LET couMepexi
(18-55 pokiB), a TaKoX MOX/IMBOCTi CTBOPEHHS 5K 3BU-
yaiHoro 6i3Hec-Npodisito, Tak i CNifIbHOTK.

CoujanbHy mMepexy BKoHTakTe, He3Baxaroun Ha
noAi6Hicte Ao Facebook, B3arani posrnagatn Heno-
LiSIbHO, OCKiSTIbKM B YKpaiHi BOHa 3abn0koBaHa. | xoua
NMeBHWI BiACOTOK NOAEN HEK KOPUCTYETHLCSH, Y CBOIN
6inbwocTi ue noam 13—18 pokiB, WO He CTAHOBNATb
Li/IbOBY ayAWNTOPI A1 PUHKY MeO6niB.

Instagram i3 4yacTko 50% TakoX He MOXHa
B 2019 poui pekomeHAyBaTV siKk MiCLEe MPOCYBaHHS
Ta npopaxy me6nis. Moro dyHKuis B Uil cuTya-
Uil — niaTpuMyBasibHa. K eNemMeHT HaragyBaHHS Ta
[04aTKOBOI KOMYHiKaLil L0 Mepexy BUKOPUCTOBY-
BaTM MOXHa. A Yy 3B'A3KY 3 BEIMYE3HMMU Temnamu
po3BuTKy (50,7%, 3a 2018 pik) Ta pekn1amHUMN TEeH-
OEHLiAMN MOXHa roBopuTy Npo Te, Wwo a0 2023 poky
Instagram MoOxHa OyAe BMKOPWUCTOBYBATW 5K OKpe-
MWIA | MOBHOLHHWI kaHas 36yTy ToBapiB MebneBoro
BMPOOHMLTBA B YKpaiHi.

YouTube 3a uMx ymMOB BWKOPUCTOBYBaTU HenO-
LiSIbHO, OCKiNbKX niiaTpopma OpieHTOBaHa Ha Bife-
oponukn. A Bigeo 3 MeO6M1eBOK MPOAYKLIED He
KOPUCTYIOTbCA NONUTOM. E4MHA TeMaTyrka, Lo MOXe
npuBepHytn yeary LA Ha YouTube-nnatcopmi —
PEMOHTU, NPUKIAAN CyYacHUX IHTEP'EPIB 3 BMKOPMC-
TaHHA Meb6/1eBOT NPOAYKLI, L0 NPOAaE KOMMNaHis.

3arasiom BMKOPUCTaHHSA CoLia/IbHUX MEpPEX KOM-
naHismn mebs1eBoi NPOMUC/IOBOCTI AacTb LifbOBIi
ayauTopil NOCTIMHWIA OoCTyn Ta 3B’SA30K i3 KoMna-
Hielo, MiABULLNTE 06I3HAHICTL CMOXMBAYiB, a TakKoX
TXHIO NOSANBHICTE A0 6peHpa. 3Baxatoun Ha po3BU-
TOK couianbHUX Mepex B YKpaiHi Ta CBIiTi, ekcnepTtu
[OX0ASiTb BMCHOBKY, LU0 TXHE BAa/1e BUKOPUCTaHHSA
MOX€e NPUBECTU A0 36i/bLUEHHA 06CAriB NPOAaxXy Ha
10-15% wopiyHo.

BucHOBKM 3 NpOBEAEHOro AOC/iAKEHHS.

OTxe, NpMxoAMMOo A0 PO3YyMIHHS TOro, WO Mpo-
CYBaHHS1 B COLi/IbHNX Mepexax Mae HWU3Ky nepesar
nepes K1acuyHUM MapKeTWHIOM Ta IHLWWMW IHCTpPY-
MEHTaMM OH/aiH-NpocyBaHHsA. Peknama B coui-
aNbHUX Mepexax iHTepakTVMBHA, LUBUAKO MOLUMPO-
€TbCA, MaE HepeknamHuii cpopmar, il /1erko MoxHa
cchokycyBatn /11 NOTPIGHOI ayauTopii. Bcynepeu
HEO06'EKTVBHMM YSIB/IEHHSAM MPO BMCOKY BapTiCTb NPO-
CyBaHHS B couMepexax, SMM mMoxe 6yTn Hefoporm
i HaBITb GE3KOLUTOBHMM: rPaMOTHA opraHisadisi po6oTu
B CMiflbHOTaxX nopsfg, i3 YiTkKUM BU3HAYEHHSM Lji/IbOBOT
ayauTopii Bege Ao iCTOTHOro NiABULLEHHS MPOAAXKIB.

2217




IHOPACTPYKTYPA PUHKY

[nsa puHKy Me6niB B YKpaiHi HaikpaLLow couiasb-
HOI Mepexero A1 NPOoCyBaHHSA CBOIX TOBaPiB HUHI €
Facebook. Takuii pesynstat oTpMMaHuii Ha nigcTasi
aHasnizy xapakTepucTVK1 HannonynsapHiWnx couianb-
HUX MepeX, LiIboBOi ayaMTopii koMnaHiii Ta 3icTaB-
NIeHHs1 oCTaHHIX i3 Temnamu po3BuTKy Social Media
Marketing.
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MEDIA AS A MODERN METHOD OF PROMOTING GOODS IN THE FURNITURE MARKET

The purpose of the article. The article explores the feasibility of using Social Media Marketing as a sepa-
rate, modern tool for creating a positive image of the enterprises. Data and trends in the development of the
media in Ukraine and the world were also analyzed. A number of modern methods of mass media promotion
of goods on the furniture market of Ukraine are considered. Goals for promotion in social media have been
identified and the main characteristics of promotion channels have been established.

Methodology. To complete tasks and analyze results, detailing and comparison (for the analysis and eval-
uation of organizationally-economical components of the furniture enterprises in Ukraine), are used in the
article. The analytical part uses data approved by official sources.

Results. Advertising on the Internet is an important factor in the development and promotion of the site
and has several advantages over traditional types of advertising in the media. Most of these traditional promo-
tional methods and media are well-established, because of the long foundation time. However, in last 10 years
“new media” such as blogs, websites, and social media have opened up a range of additional promotional
opportunities for companies all over the world. Social media promotion has a number of advantages over clas-
sic marketing and other online promotion tools. Advertising on social networks is interactive, fast-spreading,
has a non-promotional format, and can easily be targeted to the right audience. According to the results of
this survey, companies on furniture market should use the most popular social media platforms for reaching
their marketing and promotional goals. In Ukraine, thanks to the advertising market, international advertising
campaigns in the last six months of 2018 amounted to 1094 billion UAH, which is 32% more than in the same
period last year. The share of direct sales in the online display advertising market for this InAU study was
56.13%. This speaks of a steady growth of this sphere. After comparing Facebook, VKontakte, Instagram and
YouTube, it was concluded that it is advisable to use only one platform as an independent element of product
promotion on Ukrainian furniture market — Facebook (according to approximate data, it covers 2.047 hillion
people, which is 62% of all Internet users. This result is based on an analysis of the characteristics of the most
popular social networks, target audience of companies and comparing the latter with the pace of development
of Social Media Marketing.

Practical implications. Improvement of theoretical and practical aspects of Internet communications and
advertising strategy of promotion goods or services in the furniture market. The results of the study can also
be used for other markets of Ukraine, taking into account the peculiarities of communication in those markets.

Value. Based on the research, it is possible to predict the development of the Internet advertising market,
as well as to make conclusions about the feasibility of using certain elements of advertising in different mar-
kets of Ukraine. On average, advertising costs in this segment will increase by 20% annually over the next few
years. All of these indicators and data indicate that the focus is shifting to Internet communication.
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