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1. 3aCHOBHHMKHM MapKETUHTOBO1 JIYMKH

2. KHaury, siKk1 1oTp10HO IPOYMTATH MApPKETOJIOraM
3. Cy4acHl MapKETHHTOBI I'ypy

4. YKpalHChKI MapKETOJIOTH-TEOPETUKU Ta MPAKTUKH

Prepared by Ph.D. Tetiana Zavalii
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1. 3aCHOBHUKM MapPKeTHHIOBOI IYMKH

Prepared by Ph.D. Tetiana Zavalii
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[CTOp1sI MAPKETUHTOBOI AYMKH

TEOPIA [IPAKTHUKA
MApPKETUHTY MApPKETUHTY

JOCIIIKEHHSA . BUKJIaJaHHS
S BUBYCHHS MIK1JI ,
VieH MapKETUHTOBOI1 RS

KOHIICTILIA MKH MapPKETUHTY
MapKETUHTY Ay
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JEPXABHWA YHIBEPCUTET

IcTopilo MApKeTUHTY
ITOJTUISTIOTH Ha

/\;

IcTopiro IcTopiro
NPAKTHKH MAPKETUHTY MAPKETUHTOBOI IYMKH
3 MOMEHTY 3HaXO/KECHHS IIEPIINX 3 MoYaTKy XX CT., KOJIM OYaJIx
noka3iB (apTedakTiB) MOMIOHUX (opMyBaTHCS 11€1, KOHIEMII11

MIPAKTUK MapKETUHTY
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3aCHOBHHUKH TE€OP1l MAPKETUHTY

Edward David Jones
(1870-1944)

University of Michigan

Course «The Distributive and
Regulative Industries of the US»
(1902)
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AEPXABHMA YHIBEPCUTET

3aCHOBHHUKHM T€OP1l MAPKETUHTY

Simon Litman
(1873-1965)

University of California

Course «The Technique of Trade
and Commerce»
(1902-1903)
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AEPXABHMA YHIBEPCUTET

3aCHOBHHUKH TE€OP1l MAPKETUHTY

Ralph Starr Butler
(1882-1971)

University of Wisconsin

Course «Marketing Methods»
(1910)
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AEPXABHMA YHIBEPCUTET

3aCHOBHHUKHM T€OP1l MAPKETUHTY

Paul Terry Cherington
(1876-1943)

Graduate School of Business
Administration at Harvard

Course «Commercial Organization and Methods» (1908)
Book «Advertising as a business force» (1913)
Book «The Elements of Marketing»

(1920)

The first President of the American Marketing Association
(1931)
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3aCHOBHHUKM TEOP

Marketing Marketing

PAUL T. CHERINGTON!
Cherington and Roper

~ His “Instincts of the Herd in Peace and

War” published a few years ago, W.
Trotter has a paragraph which seems to
merit serious pondering by those of us whn
have committed ourselves to the develo
ment of marketing.

In a branch of human activity which
trying to formulate itself into some set
blance of a science, there are necessarily t
serious problems of maintaining exacti
professional and scientific standards,
guarding ourselves and our reputatio
against the wild doings and claims of t
charlatans and the camp-followers, and
sifting out the good and constructive ne
developments from those which are mere
the fruits of misguided zeal. But we hay
at the same time, a more serious and urge
problem in getting a world, which has g
on a long time without us, to believe th
we really do have something to contribu..
to human welfare.

Mr. Trotter says:

There is abundant specialization of a sort;
but it is inexact law, wasteful of energy, and
often quite useless through being on the one
hand superfluous or on the other incomplete.
We have large numbers of experts in the vari-
ous branches of science and the arts, but we
insist upon their adding to the practice of their
specialisms the difficult task of earning their liv-
mg in an open competitive market. The result is
that we tend to get at the summit of our pro-
fessions only those rare geniuses who combine

real specialist capacity with the arts of the bag-
man.

The term “bagman,” 1 presume, is the
British equivalent for what we refer to as a
traveling salesman. In any case, here we
have an impressive statement of what is

'Remarks at the Annual Convention of the
American Marketing Society, Nov. 27, 1936,

one of the real problems of marketing as a
science,—namely,—how to market market-
ing.

Pracident Cantant in cavaral racent nuhlic

Marketing Marketing

11 MAPKETUHTY

Paul Terry Cherington
(1876-1943)

PAUL T. CHERINGTON!

our growth and our more general accept-
ance, is the problem of selling individual
jobs to individual concerns. This is a side
of the marketing of marketing which calls
for the best of marketing skill,

The four most conspicuous methods
which have been tried so far may be listed ;

1. Joint selling efforts.

2. Setting and propagandizing high stand-

ards of performance.

3. Case stories of successful operations.

4. Individual solicitations.

Joint selling efforts have been almost uni-
formly a failure. Attempts to sell a com-
bined service of engineering, accounting,
management, reorganization, and marketing,
with perhaps other features do not attract
buyers. The reasons for failure are some-
times the forbidding cost, sometimes the
sweeping changes in organizations involved,

223

Crarta B «Journal of Marketingy» (1937)

Tepmin «komiBosbkep» (bagman), st mpuIyckaro, € OpUTaHCHKHM €KBIBaJICHTOM TOTO,

10 MM HAa3WBAEMO MaHPIBHUM MPOAABIEM. Y OyIb-SKOMY BHIAJKY, TYT MU Ma€MO

Bpaskaroue TBEPXKEHHS PO Te, 110 € OIHIEIO 31 CIIPaBXKHIX MPoOIeM MApKETHHTY 5K
HayKH, — a caMe, — K [MPOIaBaTH MapKETHHT

Konna ¢popma npoaaxy He Moske NOPiBHATHCS 3 Ti€I0, 110 POOUTHCS I HAC, OUIBII-MEHIII
JTO0OPOBLUIBLHO, 3210B0JIeHUMH KiaieHTamMu. OTxe, 116 0OrOBOPEHHS «MHUCTEIITBA KOMIBOSIKEPa» BeJe
Ha3aJ 10 «IIPAaKTUKH CIeIialli3My,» — He XBaJbKYBAaTOCTi HAIIMMH YeCHOTAMM, a 3a0e3MeueHHS
TOTO, 11100 BOHU OYyliK TaM, 1 3MyIIEHHS] HAIIUX KJII€HTIB XBAJUTHCA HUMU 32 HAC
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AEPXABHMA YHIBEPCUTET

3aCHOBHHUKHM T€OP1l MAPKETUHTY

Arch Wilkinson Shaw
(1876-1962)

Harvard Business School

Course «Business Policy» (1911)
Article «Some Problems in Market
Distribution» (1912)

Book «An Approach to Business Problemsy
(1916)
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AEPXABHMA YHIBEPCUTET

3aCHOBHHUKHM T€OP1l MAPKETUHTY

Fred Emerson Clark
(1890-1948)

Northwestern University

Book «Principles of Marketing» (1922)
Mentor of Robert Bartels




XUTOMUPCbKA
NONITEXHIKA

AEPXABHMM YHIBEPCUTET

3HAHHS  3aCHOBHUKIB  MapKETMHIOBOI  JyMKH
JOIIOMarae po3yMiTH, SIK MAPKETHMHI NEPeTBOPUBCH 3
NMPAKTHYHOI AISJIBHOCTI HA aKaJeMiYHy TUCHUILTIHY 3
BJIACHUM IMOHATIHHUM aNlapaToM Ta MeToa0J10rier. Le
Ia€ PO3YMIHHA KOHIENTYAJIbHUX OCHOB, Ha SKHUX
noOyJ0BaHa BCSI Cy4aCHa MapKETUHIOBA HayKa.

MapkeTHHI SIK HAyKOBa JIHMCIHUILUIIHA BUHHUK B
CIIJA 3 KOHKpETHMX NOpUYMH. MacoBe BHUPOOHHIITBO
CTBOPHJIO MpobsieMy e(eKTUBHOI AUCTpUOyILl Ha
reorpagiyHo  BIJJAJCHUX  pUHKAX. AMEpPUKAHCHKI
YHIBEPCUTETH MEPIIUMU BIAKPUIIUCS JJIs1 O13HEC-OCBITH,
NPAaKTUKW CTajld BUKJIAJa4aMH, a IparMaTtu3M BHUMAaras,
100 TeOopis CIy>KHUia IMPaKTUIIL
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2. KHUIH, IKi MOTPIOHO NPOYMTATH
MapKeToJI0ram

Prepared by Ph.D. Tetiana Zavalii



Hlepin ©riragsi
ILPCO PERINAMY

[IpakTHYHUM TOCIOHUK
B1J] «0aThKa pEKIaMM»
Ipo T€, SIK CTBOPIOBATH

peKIaMy, 1110 peaabHO
301IBIIY€E TIPOAAXKI

Pexmnama moBuHHA
ITPOJIABATMU, a He
PO3BaKaTH

Jesinx Orinsi (1911-1999) — pekimamicr,
KOITipaTep, 3aCHOBHUK PEKIIAMHUX arcHTCTB




1984 *j Market!ng
Needs J Essentials

Wants
Demands

Haii0a3oBima KoHLEMNIis, 1110 KO TJ—I E P

JIEKUTh B OCHOBI MAapKETHHTY, - | DI
11€ KOHIICTIIIISI JTFOAChKUX
norpeod

Jlpyra 0a30Ba KOHIICIIIIIS B
MapKETHHTY - 11€ KOHIICTIIIIS : T e
JIIOACHKUX 0a’KaHb ' O

Jlromu MaioTh Marxe 7. \ O C H O B V‘
HeoOMeKeH1 OakaHHS, alie i V g M A P K ET M H I—y

oOMeskeHi pecypcH. IxHi
OaXaHHA CTAlOTh MONMMTOM, KNACWUYHE BUAAHHA

KOJIM M1AKPITIIEH]
KYNIBEJbHOK CIIPOMOKHICTIO




pe) Mavikn Toptep

KOHKYPEHTHA
[Toprep nosicHIOE,

110 Mepel TUM SIK nepeqara
PO3pO0IATH
MapKETUHTOBY
cTparerito, Tpeda
3posymitu JE i AK
BU KOHKYpYE€Te.
Mapxketunr 6e3
PO3YMIHHS
KOHKYPEHTHOI
MO3HUIIIT — 11e
CTPIISATA HAOCIIM

1985

Maiixn [Toprep — aMmepukaHCcbKUid PaxiBellb B
00J1aCTi BUBYEHHS KOHKYPEHIII1

Ak pocaratu
VX pe3ynbTaris

I.
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0.
10.
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12. JlonoBHIOBAIbHI TOBapH i KOHKYPEHTHI NepeBarv

KoHkypeHTHa cTpareria: 6a3oBi MOHATTA

YACTUHA NEPWIA
MPUHUMNYU KOHKYPEHTHOI NEPEBATH

JlaHLIOXKOK CTBOPEHHA BapTOCTI

. TexHonOTil Ta KOHKYPEHTHA MepeBara

. Bubip KOHKYpeHTiIB -

YACTUHA APYTA
KOHKYPEHUIA B FANY3I

. CermMeHTallis ranysi Ta KOHKypeHTHa nepepara -

YACTUHA TPETH
KOPNOPATUBHA CTPATErIfA
| KOHKYPEHTHI NEPEBATH

B3aeMo3B’'A3kH Mk 6i3HeC-OAMHHIAMM
lopusoHTaNIbHA cTpaTeria -

dopmyBaHHA B3AEMO3B'A3KIB
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"MARKETING WARFARE, chock-a-block with e
and failed marketing campaigns. makes for a very interesting

BY THE AUTHORS OF

AL RIES

ek Tpayt En Pawnc

MAPKETUHIOBI
BINHU




1986 Ibkex TpayT En Paiic
MAPKETUHIOBI

CtpaTeriyHMM KBagpar

KOMMAHII 3 APYTOIO
NO3ULIEID
HacTtynanbHi

6onosi aji

MEHLLI KOMMAHII

Ynapu
3

dnanry

JNIOEPU PUHKY
OBOpPOHHI
boMoBI
Aii




DIFFERENTIATE
OR DIE

Ihxkek TpayT

ONDEPEHLIIOUCS
MOMPMU

Jlxxek Tpayt
(1935-2017)

— aMEpPUKAHCHKUU
MapKeTOJIOT,
3aCHOBHHUK
MPAKTUYHOTO IMiAXOy
710 MApKETUHTY
B1JIOMOTO SIK
MO3UIIFOBAHHS
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Cer [ozin — aMepHKaHCHKHI
H1MPUEMELD, KOJUIIIHIN Bille-
IPE3UACHT 3 MAPKETHUHTY
xoMItaHii « Yahoo»

... smart thinking and lots of
mples. A must read' Marketing

Seth Godin

Tozmin cTBEpIKYE, 110 €AUHUN CIIOCIO JOCATTH
YCHIXy — CTBOPUTH OPOAYKT a00 HOCIYTy HACTUIbKHU
BMHSITKOBI, 1110 JIOAU CaMl 3aX04yTh PO HUX
TOBOPHUTH, SIK PO (h10JIETOBY KOPOBY CEpEJl CTajIa
3BUYAUHUX
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2008*

Crarts (1960)

*3TI3HULI TyMaJlu,
1110 BOHU B
3TI3HUYHOMY O13HECI
Ta NPOTPAIH
aBTOMOO1JIIM Ta
JTITaKam

*Hacnpassi BoHU B
TPAHCTIOPTHOMY
013HeCl

[ 0J11BY/ IyMaB, 1110
BIH POOUTH PLIIBMU Ta
JeJlb HE 3aTMHYB B1/]I
TeJeOaueHHSs
*Hacnpasi BiH OyB y
PO3BaKaJIbHOMY
O13HecClI

MapKkeTHHIOBa KOPOTKO30PiCTh
— II€ KOJIM KOMIIaHisl BUBHAYA€E
CBiii O13HEC 3aHAJITO BY3bKO Uepe3
MPOAYKT, @ HE Yepe3 MoTpeoy
KJIIEHTA

CyTb KOHUemnii
KommaHnii cTpax1atoTh Ha
«KOPOTKO30PICTh», KOJIH:
*JIymaroTh Ipo CB1M MPOAYKT, a HE
PO MOTPeOM KJIIEHTIB
*@DOKYCYHOTbCA HA TOMY, III0 BOHH
BHPOOJISIIOTH, A HE HA TOMY, SIKY
NnpoodJjieMy BUPIIIYIOTh
*Br3HauaroTh KOHKYPEHTIB TIJIbKA
B ME)KaX CBOEI rajysil

Teomop Jlepit (1925-2006) — aMmepHUKaHCHKHIT €KOHOMICT
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OCHOBHA ifes1 KHMKKH — OpEHIM 3pOCTaIOTh MEPEBAKHO 3aBISAKU
3aJTy4€HHIO HOBUX IMOKYIIIIB, @ HE Yyepe3 MiABUILECHHS JOSIbHOCTI ICHYIOUUX
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. 3aBepluIanbHe CJIOBO

9 BepecHs 2025 p.

x 3MICT

Jloka3oBHit MapKETHHI

Ak apocraoTs Gpenam

Ak 36ubMTH 6a3y KIIEHTIB

Axi knieHTH HaltBaX MBI

Yci nokynui pisHi

XTO Hacnpagji Ballli KOHKYPEHTH

[MTanka NPpUXHABHICTD KIIEHTIB
Judepenuiallis NnpoTH BUPA3HOCTI

Ak Hacnipasai npaioe peiama

PeanbHuit epeKT LiHOBHX aKILii

Yomy He npaioioTh NporpaMM JOSAbHOCTI

MenTanbHa it pisMuHa AOCTYIHICTD

CeiTnnHa 3 BeOiHapa European
Marketing Confederation,
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3. Cy4yacHi MapKeTHHIOBI I'ypy

Prepared by Ph.D. Tetiana Zavalii



Philip Kotler

(27.05.1931)
— the founder of the modern theory

of marketing, a professor at the
J.L. Kellogg School of
Management at Northwestern
University
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‘wﬂITEXHIKA The «father of modern

JEPXABHWA YHIBEPCUTET .
marketing»

Yomy M HA3MBaEMO
dinina Kotiepa

1. Iomynsipu3ariss MapKEeTHHTY

2. Ilepexig 10 KIMEHTOOPIEHTOBAHOCTI
3. Po3mmmpeHHs KOHIIEII1T MAPKETHHTY
4. MapKEeTHHT 1J151 HEKOMEPIIMHOTO
CEKTOpY




/)KI/ITOMVIPCbKA
‘wﬂITEXHIKA The «grandfather of

JEPXABHWA YHIBEPCUTET ) ) )
digital marketing»

Yomy MU HA3MBAEMO
digina Kotiepa
«aixyceM HuppoBoro MaAapKeTHHIY»?

1. Po3yminHs mudpoBoi TpaHchopmarlli
2. KimeHToOp1€EHTOBAaHMHI M1AX1]]

3. PilmeHHS HA OCHOBI JaHUX

4. KOHTEHT-MapKETUHT

5. B1aKpuTICTh 10 3MIH
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JEPXABHUA YHIBEPCUTET
Kamirasa Openay [deBiga Aakepa
[IepeTBOpUB OPEHIUHT 3 «KPACUBOTO JIOTOTUITY» B CTPATETIYHUN aKTUB
KOMITaH1i, SKW MOYKHA BUMIPATH B IPOIIaX
bpen — 11e He mpoCcTO Ha3Ba, a (DIHAHCOBUM aKTHB KOMIAHI1, SKUH
MOXHa 1 Tpeba BUMIPIOBATH
bpeH/1 TOBMHEH MaTH YiTKY «OCOOUCTICThY» Ta «OOILSTHKY» CIIOXKHUBady
bpena Mae xapakrep, K JIFOJIUHA
KoMmnaHist Mae yripaBiaaTH BCiIMa OpEeHAaMHU SIK MOPTQEJIEM, & HE OKPEMO

er Strategic
From FArgo tothe o
World of Brands Management

-~ Creating © Relevance
P« Differentiation
@ Energy
& Leverage
‘ Clarity

David A. Aaker

DAVID A. AAKER = Co-Author of BRAND LEADERSHIP

David Aaker

(11.02.1938)
— aMEPUKaHCHKAN
MapKETUHTOBHI KOHCYJIBTAHT,
aBTOP KHUT 3 OPEHIUHTY
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AEPXABHMA YHIBEPCUTET

J{03BLIIbHUM MAPKETUHT
Cera I'onina

«MapKeTHHT J103BOIIBY —
HOBATOPCHKY KOHIICIIIIIIO, sIKa

CBO€ TOBIJJOMJICHHSI TAKMUM YHHOM, | ||\ 0o ¢
1100 CIOKKWBAYl OX04€e HOro
IPpUUMaIIN

Seth Godin

SETH GODIN e Vakoo!

=
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JEPXABHUA YHIBEPCUTET

4. YKpaIHCHKI MAPKETOJIOTH-TEOPETUKH TA
IPAKTUKH

Prepared by Ph.D. Tetiana Zavalii



Auapin Denopis,
3acHoBHUK FEDORIV
Group

Angpiii @enopiB nmoHanm 25 pokiB y
MapKeTUHTY. BiH — 3aCHOBHUK
FEDORIV Group, 1o cknaay siKoi
BXOJISITh MAPKETUHIOBA areHIIIsI
Fedoriv Agency, iBeHT-ipoCTOpy
Kooperativ Arena, po6ouuii mpocTip
Kooperativ Ta ocBiTHI IPOEKTH
Fedoriv Vlog i BrandFather.
KommnaHis ciiiBopairtoe 13 OpeHaaMu
Hosga I[Tomrra, Rozetka, Omag0aHxk,
\Vodafone, Genesis Ta inmumu. AHapii
TaKOX aBTOP HaBUAJIILHOTO KYPCY IS

BJIACHUKIB O13HECY M1J HA3BOIO
BrandFather




I1aBJyo Bp:xen, cmiB3aCHOBHUK

KpeaTHBHOI arenuii Banda
[Tonan 14 pokiB y kpeatuBHii iHAYyCTpli. [TaBmo
Bpokeni — onuH 13 3aCHOBHUKIB JiereHaapHoi Banda
agency. Y noptdoJiio areHTCTBa — CHIBIIpaLis 3
Comfy, KAN, GoodWine, OKKO, Uber,
«MopumHacbskay, OLX, MXII, MacPaw 1 6ararbma
iHmmMy. Bumyckauk mporpamu The UKrainian
Emerging Leaders CteHdOpACHKOTO YHIBEPCHUTETY.
VY 2022 porii BIH NOTpaNuB 10 CIIUCKY HaUKpaIux
KpeaTHBHUKIB 3a Bepciero Adweek, 30kpema 3a
yCHINTHANA MDKHapoaHuH mpoekT Brave UKraine,
KWW MIOKa3yBaB XOpOOPICTh YKPATHCHKOT HAIII].
Arenmis Banda 3m00yna wotupu Haropoau Ha
MibKHapoaHoMy koHKypci Red Dot Award: Brands &
Communication Design 2025




BikTop llIkypo6a

— 3aCHOBHUK 1 KpEaTUBHUI
nupektop I1SD Group, umnen xypi
Cannes Lions, inHoBarop Ta
cTaprarnep

VY 2004 poui Bikrop IIkyp6a
3aCHyBaB KpeaTuBHY areHiiro 1SD
Group, sika CTBOPIOE MPOEKTH B
HaIpsMKax TEXHOJIOT1H Ta peKJIaMHu.
ISD Group nepiioro B YkpaiHi
3m00yaa Haropoay Cannes Lions y
kateropii Creative Data

KaHcbKi JieBH — 11€ 1ITOp1YHa OIS Y rajly31 TBOPUUX
KOMYHIKAI[li, peKjIaMu i cymibkHUX rainysei. Ha dectuBani
BiJ3HA4YarOTHCS MIPOPHBHI, HECTAHAAPTHI 1€1, MAX0IH 1 __l 7
TEXHOJIOT1i, K1 3a/1al0Th TEHAEHIII B PO3BUTKY KYJBTYpH, FE e

0i13HECy 1 CyCIiIbCTBA CANNES
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MICIA YAM — *
BYTU TO/TIOCOM

MAPKETO/IOI'IB
YKPAIHU

IIpe3unent I'O «YkpaiHCbKa ® .
Aconianis MapkeTHHIY»
— Ipuna BikropiBHa JInnuk

O "YKpaiHcbKa Acouiauia MapKeTuHry" YKPATHCHKA ACOLYIALIS MAPKETHHIY
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MapkeTuHr author:TO author:3asanii n

MNpubnusHa KiNeKICTE pesynstatie: 21 (0,08 c)

uvtata] IH-TEPHET PEYEW AK TEXHOJNIOMNYHA OCHOBA MAPANIMW
LNePOBOIO MAPKETUHIY

TO 3aeanin, CP Jlerenqyk - Bichuk NNTEY. ExoHomivdi Hayku, 2025 - journals-lute Iviv.ua
lMpoaHaniaoBaHo ICTOPWYHI acNeKTH BUHMEHEHHSA KOHUENLT IHTepHeTY pedei Ta poskpuTo it
3MICTOBHI ocobnueocTi. Po3rnaHyTi NUTaHHA Woho 11 poni B pO3BUTKY LMGPOBUX ...

¥ 36epertv 99 Mocnatuca MMog'asani ctatti KinbkicTs sepcii: 4 9

Porl TPW POJI TEHEPATUBHOIO WTYYHOIO IHTENEKTY B
MAPKETWHIOBIW OCBITI

TO 3aeanin - conf.ztu.edu.ua

... Insa MapKeTHMHIrosol OCBITH UA TpaHcdopMalia Habysae ocobnUBOT aKTYanbHOCTI, OCKINEKK
MapKeTHMHr AK NpUKNagHa Hayka nepenbadvac nepeqyciM NpakTMYHe 3aCTOCYBAaHHA 3HaHb Y ..
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an be described as:

o starts with R or research into the market. The research
leads to STP. Segmentation calls tor distinguishing different groups of
customers in the marketing. 7argeting calls for deciding which group or
groups the marketing organization should pursue and serve. And
Positioning calls for giving a chosen target market a clear message of the

s distinct benefits that it is offering to that target market. Then the
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company develops a separate 4P plan for each of its chosen market

segments. Then the company implements (I) the plan. Finally, the

company collects feedback (C for control) to improve its 4Ps for the next

round of serving that target market.
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