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Ñòðàòåã³÷íèé STP–ìàðêåòèíã  
ó çáóòîâ³é ä³ÿëüíîñò³ ï³äïðèºìñòâà

Ïðåäìåòîì äîñë³äæåííÿ º ñòðàòåã³÷íèé STP–ìàðêåòèíã ó çáóòîâ³é ä³ÿëüíîñò³ ï³äïðèºìñòâà.

Ìåòîþ äîñë³äæåííÿ º çä³éñíåííÿ äîñë³äæåííÿ ö³ëüîâîãî ðèíêó ï³äïðèºìñòâ íà îñíîâ³ êîíöåï-
ö³¿ STP–ìàðêåòèíãó.

Ìåòîäè äîñë³äæåííÿ. Ó ðîáîò³ âèêîðèñòàí³ ä³àëåêòè÷íèé ìåòîä íàóêîâîãî ï³çíàííÿ, ìåòîä 
àíàë³çó ³ ñèíòåçó, ïîð³âíÿëüíèé ìåòîä, ìåòîä óçàãàëüíåííÿ äàíèõ.

Ðåçóëüòàòè ðîáîòè. Ó ñòàòò³ ðîçãëÿíóòî îñíîâí³ ñòàä³¿ ñòðàòåã³÷íîãî ìàðêåòèíãîâîãî ïëàíóâàí-
íÿ çáóòó ³ ñåãìåíòóâàííÿ ðèíêó, âèá³ð ö³ëüîâîãî ðèíêó. Íàâåäåí³ êðèòåð³¿ ì³êðîñåãìåíòóâàííÿ ïî-
êóïö³â òîâàð³â ñïîæèâ÷îãî ïðèçíà÷åííÿ. Îêðåñëåí³ îñîáëèâîñò³ ïîâåä³íêè ïîêóïö³â, ¿õ ñóáäîì³íóþ-
÷èõ ìîòèâ³â ³ ïîòðåá. Âèçíà÷åíî ïåðåë³ê ôàêòîð³â, ÿêèìè ïîêóïö³ êåðóþòüñÿ ó âèáîð³ ï³äïðèºìñòâà 
äëÿ çä³éñíåííÿ ó íüîìó êóï³âë³. 

Âèñíîâêè. Ðåçóëüòàòè ìàêðîñåãìåíòóâàííÿ ñâ³ä÷àòü ïðî òå, ùî íà ñòàä³¿ íàðîäæåííÿ ï³äïðèºìñòâà 
ïî÷èíàþòü âèçíà÷àòè ñâ³é áàçîâèé ðèíîê, íà ñòàä³¿ çðîñòàííÿ ï³äïðèºìñòâà ðîçøèðþþòü ñâ³é áàçî-
âèé ðèíîê, íà ñòàä³¿ çð³ëîñò³ – çîñåðåäæóþòüñÿ íà ïðîäàæó ïðîäîâîëü÷èõ àáî íåïðîäîâîëü÷èõ òîâàð³â 
³ íàìàãàþòüñÿ ï³äòðèìàòè ñâî¿ ïîçèö³¿ øëÿõîì íàäàííÿ ïåâíîãî àñîðòèìåíòó ïîñëóã, à íà ñòàä³¿ ñòà-
ð³ííÿ ï³äïðèºìñòâà ìàêñèìàëüíî ðîçøèðþþòü ñâ³é áàçîâèé ðèíîê ç ìåòîþ çàëó÷åííÿ íîâèõ ïîêóï-
ö³â. Ì³êðîñåãìåíòóâàííÿ ïîêóïö³â òîâàð³â ñïîæèâ÷îãî ïðèçíà÷åííÿ çà ãåîãðàô³÷íîþ, äåìîãðàô³÷íîþ, 
ñîö³àëüíî–åêîíîì³÷íîþ ³ ïîâåä³íêîâîþ îçíàêàìè ïîêàçàëî, ùî ñòàä³ÿ æèòòºâîãî öèêëó ï³äïðèºìñòâà 
âïëèâàº íà òèï ö³ëüîâîãî ðèíêó: äëÿ ñòàä³¿ íàðîäæåííÿ õàðàêòåðíîþ º ïåðåâàãà ïîêóïö³â ç ñåðåäí³ì ³ 
âèñîêèì ð³âíåì äîõîä³â ³ â³äñóòí³ñòü åòè÷íèõ ïîêóïö³â, äëÿ ñòàä³¿ çðîñòàííÿ õàðàêòåðíèì º ìàêñèìàëü-
íå ðîçøèðåííÿ ö³ëüîâîãî ðèíêó, äëÿ ñòàä³¿ çð³ëîñò³ – âòðàòà àïàòè÷íèõ ïîêóïö³â ç â³ääàëåíèõ ðàéîí³â, à 
äëÿ ñòàä³¿ ñòàð³ííÿ – âòðàòà ïåðñîí³ô³êîâàíèõ ïîêóïö³â ç âèñîêèì ð³âíåì äîõîä³â.

Êëþ÷îâ³ ñëîâà: ï³äïðèºìñòâî, STP–ìàðêåòèíã, ðèíîê, ³íôîðìàö³ÿ, çáóò, êîíêóðåíòîñïðîìîæ-
í³ñòü, ³ííîâàö³¿, åôåêòèâí³ñòü, ô³íàíñè, ïîêóïö³.
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Strategic STP–marketing in the enterprise’s sales activities
The subject of the study is strategic STP–marketing in the sales activities of the enterprise.

The purpose of the research is to conduct research on the target market of enterprises based 
on the concept of STP–marketing.

Research methods. The work uses the dialectical method of scientific knowledge, the method of 
analysis and synthesis, the comparative method, and the method of summarizing data.

Work results. The article discusses the main stages of strategic marketing planning of sales and 
market segmentation, the selection of the target market. The criteria for micro–segmentation of buyers of 
consumer goods are given. Features of buyer behavior, their subdominant motives and needs are outlined. 
The list of factors that buyers are guided by in choosing a company to make a purchase in it is defined.

Conclusions. The results of macro–segmentation indicate that at the stage of birth, enterprises 
begin to define their base market, at the stage of growth, enterprises expand their base market, at 
the stage of maturity, they focus on the sale of food or non–food products and try to support their 
positions by providing a certain range of services, and at In the aging stages, enterprises expand 
their base market as much as possible in order to attract new customers. Micro–segmentation of 
buyers of consumer goods according to geographic, demographic, socio–economic and behavioral 
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Ïîñòàíîâêà ïðîáëåìè. Ñó÷àñí³ óìîâè ãîñïî-
äàðþâàííÿ âèìàãàþòü â³ä ï³äïðèºìñòâ ñâîº÷àñíî¿ 
ðåàêö³¿ íà çì³íè, ÿê³ â³äáóâàþòüñÿ ó çîâí³øíüîìó 
ñåðåäîâèù³. Ì³íëèâ³ñòü çîâí³øíüîãî ñåðåäîâè-
ùà îáóìîâëþº íåîáõ³äí³ñòü âèêîðèñòàííÿ ñòðà-
òåã³÷íîãî ï³äõîäó â óïðàâë³íí³ çáóòîì. Îäíàê, â 
óïðàâë³íí³ çáóòîì â óìîâàõ ðèíêîâî¿ åêîíîì³êè 
íåäîñòàòíüî âèêîðèñòîâóâàòè ëèøå ³íñòðóìåíòè 
ñòðàòåã³÷íîãî ìåíåäæìåíòó. Ðèíîê âèìàãàº ìàð-
êåòèíãîâîãî ï³äõîäó äî óïðàâë³ííÿ âñ³ìà ñôåðàìè 
ä³ÿëüíîñò³ ï³äïðèºìñòâà, ó òîìó ÷èñë³ çáóòîì.

Àíàë³ç îñòàíí³õ äîñë³äæåíü òà ïóáë³êà-
ö³é. Â ñó÷àñí³é åêîíîì³÷í³é ë³òåðàòóð³ çíà÷íà 
óâàãà ïðèä³ëÿºòüñÿ ñòðàòåã³÷íîìó ìåíåäæìåí-
òó (Âîëîäüê³íà Ì.Â., Ìàéäåáóðà ª.Â., Ðåä÷åí-
êî Ê.²., Òðåíºâ Ì.Ì., Øåðøíüîâà Ç.ª.), âèêî-
ðèñòàííþ ìàðêåòèíãîâîãî ï³äõîäó (Àññåëü Ã., 
Áàëàáàíîâà Ë.Â., Åòê³íñîí Äæ., Êóäåíêî Í.Â., 
Øóëüã³íà Ë.Ì.), êîìïëåêñíîãî ï³äõîäó äî ñòðàòå-
ã³÷íîãî ìàðêåòèíãîâîãî óïðàâë³ííÿ (Áàëàáàíî-
âà Ë.Â., Õîëîä Â.Â.). Îäíàê, ñòðàòåã³÷íå ìàðêåòèí-
ãîâå óïðàâë³ííÿ çáóòîì ÿê êîíöåïö³ÿ óïðàâë³ííÿ 
çáóòîâîþ ä³ÿëüí³ñòþ ï³äïðèºìñòâ ç ìåòîþ ïî-
êðàùåííÿ ïîçèö³¿ ï³äïðèºìñòâà íà ðèíêó, ðîçøè-
ðåííÿ êîëà ñïîæèâà÷³â, ïîñèëåííÿ êîíêóðåíòíèõ 
ïåðåâàã ó ñôåð³ çáóòó íåäîñòàòíüî ðîçãëÿäàëîñü 
³ òîìó ïîòðåáóº ïîäàëüøîãî äîñë³äæåííÿ.

Ìåòà ñòàòò³ – çä³éñíåííÿ äîñë³äæåííÿ ö³ëüî-
âîãî ðèíêó ï³äïðèºìñòâ íà îñíîâ³ êîíöåïö³¿ STP–
ìàðêåòèíãó.

Âèêëàä îñíîâíîãî ìàòåð³àëó. Â óìîâàõ 
ðèíêîâî¿ åêîíîì³êè íàéâàæëèâ³øîþ ïåðåäóìî-
âîþ åôåêòèâíîãî ôóíêö³îíóâàííÿ ï³äïðèºìñòâà 
º îïòèìàëüíà ö³ëüîâà îð³ºíòàö³ÿ ï³äïðèºìñòâà 
³ éîãî êîíêóðåíòîñïðîìîæíå ïîçèö³îíóâàííÿ. 
Ó çâ’ÿçêó ç öèì íåîáõ³äíèì ñòàº âèêîðèñòàííÿ 
ñòðàòåã³÷íîãî STP–ìàðêåòèíãó ó çáóòîâ³é ä³ÿëü-
íîñò³ ï³äïðèºìñòâà.

Ïðîöåñ STP–ìàðêåòèíãó ò³ñíî ïîâ’ÿçàíèé ç 
ïåðøèì åòàïîì ñòðàòåã³÷íîãî ìàðêåòèíãîâî-
ãî óïðàâë³ííÿ çáóòîì – ñòðàòåã³÷íèì ìàðêåòèí-
ãîâèì ïëàíóâàííÿì çáóòó ³ îõîïëþº îñíîâí³ ñòà-

ä³¿, ÿê³ âèïëèâàþòü ç éîãî íàçâè: ñåãìåíòóâàííÿ 
ðèíêó, âèá³ð ö³ëüîâîãî ðèíêó, ïîçèö³îíóâàííÿ. 

Ïåðøà ñòàä³ÿ STP–ìàðêåòèíãó – ñåãìåíòóâàííÿ 
ðèíêó – ïåðåäáà÷àº ïðîõîäæåííÿ äâîõ îñíîâíèõ 
åòàï³â [6]: ñòðàòåã³÷íå ñåãìåíòóâàííÿ (ìàêðî-
ñåãìåíòóâàííÿ); òîâàðíå (ïðîäóêòîâå) ñåãìåí-
òóâàííÿ (ì³êðîñåãìåíòóâàííÿ). Íà åòàï³ ñòðà-
òåã³÷íîãî ñåãìåíòóâàííÿ (ìàêðîñåãìåíòóâàííÿ) 
ï³äïðèºìñòâó íåîáõ³äíî âèçíà÷èòè ñâ³é áàçîâèé 
ðèíîê. Äëÿ öüîãî äîö³ëüíî âèêîðèñòîâóâàòè òðè-
ì³ðíó ñõåìó Ä. Åéáåëëà. Îñê³ëüêè ï³äïðèºìñòâà 
ä³þòü íà ðèíêó òîâàð³â ñïîæèâ÷îãî ïðèçíà÷åí-
íÿ ³ ìàþòü ð³çíèé àñîðòèìåíò òîâàð³â, òî íåîáõ³ä-
íî ðîçãëÿäàòè ïîòðåáè ïîêóïö³â (æ³íîê, ÷îëîâ³ê³â ³ 
ä³òåé) ó ïðîäîâîëü÷èõ ³ íåïðîäîâîëü÷èõ òîâàðàõ, 
ó ïîñëóãàõ, ÿê³ âèêîíàíî çà òåõíîëîã³ÿìè ð³çíîãî 
ñòóïåíÿ ³ííîâàö³éíîñò³ (òðàäèö³éíèìè, óäîñêîíà-
ëåíèìè (ìîäåðí³çîâàíèìè) ³ íîâèìè). 

Ìàêðîñåãìåíòóâàííÿ ñâ³ä÷èòü ïðî òå, ùî íà 
ñòàä³¿ íàðîäæåííÿ ï³äïðèºìñòâà ïî÷èíàþòü âè-
çíà÷àòè ñâ³é áàçîâèé ðèíîê, íà ñòàä³¿ çðîñòàííÿ 
ï³äïðèºìñòâà ðîçøèðþþòü ñâ³é áàçîâèé ðèíîê, íà 
ñòàä³¿ çð³ëîñò³ – çîñåðåäæóþòüñÿ íà ïðîäàæ³ ïðî-
äîâîëü÷èõ àáî íåïðîäîâîëü÷èõ òîâàð³â ³ íàìà-
ãàþòüñÿ ï³äòðèìàòè ñâî¿ ïîçèö³¿ øëÿõîì íàäàííÿ 
ïåâíîãî àñîðòèìåíòó ïîñëóã, à íà ñòàä³¿ ñòàð³ííÿ 
ï³äïðèºìñòâà ìàêñèìàëüíî ðîçøèðþþòü ñâ³é áà-
çîâèé ðèíîê ç ìåòîþ çàëó÷åííÿ íîâèõ ïîêóïö³â.

Íà åòàï³ òîâàðíîãî (ïðîäóêòîâîãî) ñåãìåíòó-
âàííÿ (ì³êðîñåãìåíòóâàííÿ) çä³éñíþºòüñÿ äîñë³-
äæåííÿ ïîêóïö³â çà ð³çíèìè íàïðÿìêàìè (êðèòå-
ð³ÿìè ñåãìåíòàö³¿). 

Â ÿêîñò³ êðèòåð³¿â îáèðàþòüñÿ òàê³: ãåîãðàô³÷í³ 
îçíàêè (ïðîæèâàííÿ ïîêóïö³â ó ð³çíèõ ðàéîíàõ); 
äåìîãðàô³÷í³ îçíàêè (ïîêóïö³ ðîçãëÿäàþòüñÿ ó 
òðüîõ â³êîâèõ êàòåãîð³ÿõ: äî 35 ðîê³â, â³ä 35 äî 
55 ðîê³â, ïîíàä 55 ðîê³â); ñîö³àëüíî–åêîíîì³÷í³ 
îçíàêè (ð³âåíü äîõîä³â ïîêóïö³â: íèçüêèé, ñåðåä-
í³é, âèñîêèé); ïîâåä³íêîâ³ îçíàêè (â çàëåæíîñò³ 
â³ä îð³ºíòàö³¿ êóï³âë³ ïîêóïö³â ðîçãëÿäàþòüñÿ ÷î-
òèðè ¿õ êàòåãîð³¿: åêîíîìí³, ïåðñîí³ô³êîâàí³, åòè÷-
í³, àïàòè÷í³).

characteristics showed that the stage of the enterprise’s life cycle affects the type of target market: 
the birth stage is characterized by the preference of middle– and high–income buyers and the absence 
of ethical buyers, for the growth stage the maximum expansion of the target market is characteristic, 
for the maturity stage – the loss of apathetic buyers from remote areas, and for the aging stage – the 
loss of personalized buyers with a high level of income.

Keywords: enterprise, STP–marketing, market, information, sales, competitiveness, innovation, 
efficiency, finance, buyers.
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Ì³êðîñåãìåíòóâàííÿ ïîêóïö³â òîâàð³â ñïîæè-
â÷îãî ïðèçíà÷åííÿ çà ãåîãðàô³÷íîþ, äåìîãðà-
ô³÷íîþ, ñîö³àëüíî–åêîíîì³÷íîþ ³ ïîâåä³íêîâîþ 
îçíàêàìè ïîêàçóþòü, ùî â³ê ïîêóïö³â íå º âèçíà-
÷àëüíèì ôàêòîðîì âèáîðó íàïðÿìêó çáóòîâî¿ ä³-
ÿëüíîñò³ ï³äïðèºìñòâà (âñ³ ï³äïðèºìñòâà îð³ºí-
òóþòüñÿ íà ïîêóïö³â ð³çíèõ â³êîâèõ êàòåãîð³é). 
Ãåîãðàô³÷í³ ôàêòîðè (ì³ñöå ïðîæèâàííÿ) º âèð³-
øàëüíèìè ïåðåâàæíî ò³ëüêè äëÿ àïàòè÷íèõ ïî-
êóïö³â, ÿê³ îñíîâíó óâàãó ïðèä³ëÿþòü çðó÷íîñò³ 
çä³éñíåííÿ êóï³âë³. 

Ì³êðîñåãìåíòóâàííÿ ïîêóïö³â òîâàð³â ñïîæè-
â÷îãî ïðèçíà÷åííÿ çà ãåîãðàô³÷íîþ, äåìîãðà-
ô³÷íîþ, ñîö³àëüíî–åêîíîì³÷íîþ ³ ïîâåä³íêîâîþ 
îçíàêàìè ïîêàçóº, ùî ñòàä³ÿ æèòòºâîãî öèêëó 
ï³äïðèºìñòâà âïëèâàº íà òèï ö³ëüîâîãî ðèíêó: 
äëÿ ñòàä³¿ íàðîäæåííÿ õàðàêòåðíîþ º ïåðåâà-
ãà ïîêóïö³â ç ñåðåäí³ì ³ âèñîêèì ð³âíåì äîõîä³â ³ 
â³äñóòí³ñòü åòè÷íèõ ïîêóïö³â, äëÿ ñòàä³¿ çðîñòàííÿ 
õàðàêòåðíèì º ìàêñèìàëüíå ðîçøèðåííÿ ö³ëüî-
âîãî ðèíêó, äëÿ ñòàä³¿ çð³ëîñò³ – âòðàòà àïàòè÷íèõ 
ïîêóïö³â ç â³ääàëåíèõ ðàéîí³â, à äëÿ ñòàä³¿ ñòàð³í-
íÿ – âòðàòà ïåðñîí³ô³êîâàíèõ ïîêóïö³â ç âèñîêèì 
ð³âíåì äîõîä³â.

Òàêîæ âàæëèâèì êðèòåð³ºì ì³êðîñåãìåíòóâàí-
íÿ º ñòèëü (îáðàç) æèòòÿ.

Äëÿ âèâ÷åííÿ îñîáëèâîñòåé ïîâåä³íêè ïî-
êóïö³â, ¿õ ñóáäîì³íóþ÷èõ ìîòèâ³â ³ ïîòðåá çä³éñ-
íþºòüñÿ ì³êðîñåãìåíòóâàííÿ çà ïñèõîëîã³÷-
íî–ïîâåä³íêîâèìè îçíàêàìè: îáðàç æèòòÿ 
(àêòóàë³çàòîðè, çä³éñíþâà÷³, ïðèõèëüíèêè, ïðî-
öâ³òàþ÷³, øóêà÷³, åêñïåðèìåíòàòîðè, âèðîáíè-
êè, áîðö³); ñòóï³íü ïðèõèëüíîñò³ ïîêóïö³â äî ï³ä-
ïðèºìñòâà (íèçüêà, ñåðåäíÿ, çíà÷íà, àáñîëþòíà); 
ñòàâëåííÿ ïîêóïö³â äî ï³äïðèºìñòâà (íåãàòèâíå, 
áàéäóæå, ïîçèòèâíå, çàõîïëþþ÷å); ³íòåíñèâí³ñòü 
çä³éñíåííÿ êóï³âë³ ó ï³äïðèºìñòâ³ (ð³äêî, ïîì³ðíî, 
÷àñòî). Ïðîòÿãîì æèòòºâîãî öèêëó ï³äïðèºìñòâà 
â³äáóâàþòüñÿ çì³íè ó ïñèõîëîã³÷íî–ïîâåä³íêîâ³é 
ñòðóêòóð³ ïîêóïö³â: çì³íþºòüñÿ ñòóï³íü ïðèõèëü-
íîñò³ ïîêóïö³â äî ï³äïðèºìñòâà (íà ðàíí³õ ñòàä³-
ÿõ æèòòºâîãî öèêëó ñòóï³íü ïðèõèëüíîñò³ çðîñòàº, 
à íà ï³çí³õ ñòàä³ÿõ – çàëèøàþòüñÿ ïîêóïö³ ëèøå 
ç³ çíà÷íèì ³ àáñîëþòíèì ñòóïåíåì ïðèõèëüíîñò³). 
Òàêîæ â³äáóâàþòüñÿ çì³íè â ³íòåíñèâíîñò³ çä³éñ-
íåííÿ êóï³âë³: íà ðàíí³õ ñòàä³ÿõ ÷àñòî êóïóþòü òî-
âàðè ïîêóïö³ ç ñåðåäí³ì ³ çíà÷íèì ñòóïåíåì ïðè-
õèëüíîñò³ ïðè ïîçèòèâíîìó àáî çàõîïëþþ÷îìó 
ñòàâëåíí³ äî ï³äïðèºìñòâà, à íà ï³çí³õ ñòàä³ÿõ – 
ïîêóïö³ ç³ ñòóïåíåì ïðèõèëüíîñò³, ÿêèé íàáëèæó-

ºòüñÿ äî àáñîëþòíîãî ïåðåâàæíî ïðè çàõîïëþþ-
÷îìó ñòàâëåíí³ äî ï³äïðèºìñòâà.

Äðóãîþ ñòàä³ºþ STP–ìàðêåòèíãó º âèá³ð ö³-
ëüîâîãî ðèíêó. Âèá³ð ö³ëüîâîãî ðèíêó äëÿ ï³äïðè-
ºìñòâ çä³éñíþºòüñÿ íà îñíîâ³ ì³êðîñåãìåíòó-
âàííÿ ïîêóïö³â çà ãåîãðàô³÷íîþ, äåìîãðàô³÷íîþ, 
ñîö³àëüíî–åêîíîì³÷íîþ ³ ïîâåä³íêîâîþ îçíàêà-
ìè. Äëÿ ïîäàëüøîãî àíàë³çó äîö³ëüíî ðîçãëÿäà-
òè 12 ñåãìåíò³â: åêîíîìí³ ïîêóïö³ ç íèçüêèì ð³â-
íåì äîõîä³â; åêîíîìí³ ïîêóïö³ ç ñåðåäí³ì ð³âíåì 
äîõîä³â; åêîíîìí³ ïîêóïö³ ç âèñîêèì ð³âíåì äî-
õîä³â; ïåðñîí³ô³êîâàí³ ïîêóïö³ ç íèçüêèì ð³âíåì 
äîõîä³â; ïåðñîí³ô³êîâàí³ ïîêóïö³ ç ñåðåäí³ì ð³â-
íåì äîõîä³â; ïåðñîí³ô³êîâàí³ ïîêóïö³ ç âèñîêèì 
ð³âíåì äîõîä³â; åòè÷í³ ïîêóïö³ ç íèçüêèì ð³âíåì 
äîõîä³â; åòè÷í³ ïîêóïö³ ç ñåðåäí³ì ð³âíåì äîõîä³â; 
åòè÷í³ ïîêóïö³ ç âèñîêèì ð³âíåì äîõîä³â; àïàòè÷-
í³ ïîêóïö³ ç íèçüêèì ð³âíåì äîõîä³â; àïàòè÷í³ ïî-
êóïö³ ç ñåðåäí³ì ð³âíåì äîõîä³â; àïàòè÷í³ ïîêóïö³ 
ç âèñîêèì ð³âíåì äîõîä³â. Îñê³ëüêè ö³ëüîâèé ðè-
íîê ï³äïðèºìñòâà ÿâëÿº ñîáîþ ñóêóïí³ñòü ðèí-
êîâèõ ñåãìåíò³â, ÿê³ âîíî îáñëóãîâóº, òî äëÿ éîãî 
âèáîðó çä³éñíþºòüñÿ îö³íêà ðèíêîâèõ ñåãìåíò³â ç 
ìåòîþ âèçíà÷åííÿ ¿õ ïðèâàáëèâîñò³ äëÿ ï³äïðè-
ºìñòâ ³ ñïðîìîæíîñò³ ï³äïðèºìñòâ äî åôåêòèâ-
íîãî ôóíêö³îíóâàííÿ íà íèõ. 

Íåîáõ³äíî âèçíà÷èòè ïåðåë³ê âàæëèâèõ ôàêòî-
ð³â, ÿêèìè ïîêóïö³ êåðóþòüñÿ ó âèáîð³ ï³äïðèºì-
ñòâà äëÿ çä³éñíåííÿ ó íüîìó êóï³âë³. Òàê, ð³çíèì 
êàòåãîð³ÿì ïîêóïö³â (åêîíîìíèì, ïåðñîí³ô³êî-
âàíèì, åòè÷íèì, àïàòè÷íèì) ç ð³çíèìè ð³âíÿìè 
äîõîä³â (íèçüêèì, ñåðåäí³ì, âèñîêèì) ïðîïîíó-
ºòüñÿ îö³íèòè âàæëèâ³ñòü òàêèõ ôàêòîð³â ïðè âè-
áîð³ ï³äïðèºìñòâà ç ìåòîþ çä³éñíåííÿ êóï³âë³, 
ÿê ð³âåíü ö³í, ÿê³ñòü òîâàð³â, àñîðòèìåíò òîâàð³â, 
³ì³äæ ï³äïðèºìñòâà, ð³âåíü îáñëóãîâóâàííÿ, ðîç-
òàøóâàííÿ ï³äïðèºìñòâà, êîìôîðò, îá³çíàí³ñòü 
ïðî ï³äïðèºìñòâî, òîðãîâåëüíà ìàðêà, ðåêëàìà, 
íàäàííÿ äîäàòêîâèõ ïîñëóã, ïåðñîíàë ï³äïðèºì-
ñòâà, ³íôîðìóâàííÿ ïîêóïö³â. Îö³íêà çä³éñíþºòü-
ñÿ çà 5–òèáàëüíîþ øêàëîþ. 

Âèñíîâêè
Ðåçóëüòàòè ìàêðîñåãìåíòóâàííÿ ñâ³ä÷àòü ïðî 

òå, ùî íà ñòàä³¿ íàðîäæåííÿ ï³äïðèºìñòâà ïî-
÷èíàþòü âèçíà÷àòè ñâ³é áàçîâèé ðèíîê, íà ñòàä³¿ 
çðîñòàííÿ ï³äïðèºìñòâà ðîçøèðþþòü ñâ³é áàçî-
âèé ðèíîê, íà ñòàä³¿ çð³ëîñò³ – çîñåðåäæóþòüñÿ íà 
ïðîäàæó ïðîäîâîëü÷èõ àáî íåïðîäîâîëü÷èõ òî-
âàð³â ³ íàìàãàþòüñÿ ï³äòðèìàòè ñâî¿ ïîçèö³¿ øëÿ-
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õîì íàäàííÿ ïåâíîãî àñîðòèìåíòó ïîñëóã, à íà 
ñòàä³¿ ñòàð³ííÿ ï³äïðèºìñòâà ìàêñèìàëüíî ðîç-
øèðþþòü ñâ³é áàçîâèé ðèíîê ç ìåòîþ çàëó÷åííÿ 
íîâèõ ïîêóïö³â. Ì³êðîñåãìåíòóâàííÿ ïîêóïö³â òî-
âàð³â ñïîæèâ÷îãî ïðèçíà÷åííÿ çà ãåîãðàô³÷íîþ, 
äåìîãðàô³÷íîþ, ñîö³àëüíî–åêîíîì³÷íîþ ³ ïîâå-
ä³íêîâîþ îçíàêàìè ïîêàçàëî, ùî ñòàä³ÿ æèòòº-
âîãî öèêëó ï³äïðèºìñòâà âïëèâàº íà òèï ö³ëüî-
âîãî ðèíêó: äëÿ ñòàä³¿ íàðîäæåííÿ õàðàêòåðíîþ 
º ïåðåâàãà ïîêóïö³â ç ñåðåäí³ì ³ âèñîêèì ð³âíåì 
äîõîä³â ³ â³äñóòí³ñòü åòè÷íèõ ïîêóïö³â, äëÿ ñòàä³¿ 
çðîñòàííÿ õàðàêòåðíèì º ìàêñèìàëüíå ðîçøè-
ðåííÿ ö³ëüîâîãî ðèíêó, äëÿ ñòàä³¿ çð³ëîñò³ – âòðà-
òà àïàòè÷íèõ ïîêóïö³â ç â³ääàëåíèõ ðàéîí³â, à äëÿ 
ñòàä³¿ ñòàð³ííÿ – âòðàòà ïåðñîí³ô³êîâàíèõ ïîêóï-
ö³â ç âèñîêèì ð³âíåì äîõîä³â.
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Àäàïòàö³éí³ ï³äõîäè â áåçïåêîâîìó ìåíåäæìåíò³ 
êîíêóðåíòîñïðîìîæíîñò³ ³ííîâàö³éíî îð³ºíòîâàíèõ 

ï³äïðèºìñòâ ñôåðè ïîñëóã â óìîâàõ íåñòàá³ëüíîãî á³çíåñ–
ñåðåäîâèùà òà ðîçâèòêó ë³äåðñüêèõ êîìïåòåíòíîñòåé

Àêòóàëüí³ñòü òåìè äîñë³äæåííÿ. Äîñë³äæåííÿ ïèòàííÿ ðåàë³çàö³¿ àäàïòàö³éíèõ ï³äõîä³â â áåç-
ïåêîâîìó ìåíåäæìåíò³ êîíêóðåíòîñïðîìîæíîñò³ ³ííîâàö³éíî îð³ºíòîâàíèõ ï³äïðèºìñòâ ñôåðè 
ïîñëóã â óìîâàõ íåñòàá³ëüíîãî á³çíåñ–ñåðåäîâèùà òà ðîçâèòêó ë³äåðñüêèõ êîìïåòåíòíîñòåé îáó-
ìîâëþºòüñÿ çíà÷íèì âïëèâîì ì³íëèâîãî çîâí³øíüîãî ñåðåäîâèùà íà äàí³ ïðîöåñè.


