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BO «BNIATOAIVHUN dOHA “NNIOANHA” »

KWIBCbKNWN NMPOGECINHUN KONEAX IHOOPMALUINHUX
TEXHONOIIN TA NONITrPA®II

3A ®IHAHCOBOI NIATPUMKWN EBPOMNEUCBKOI0O COLO3Y,
HIMEYYUHW, NONbLLI, AAHII TA ECTOHII B MEXAX
MYNbTUAOHOPCbLKOI IHILIATUBW SKILLS4RECOVERY, SKA
PEANI3YETbCH DEUTSCHE GESELLSCHAFT FUR
INTERNATIONALE ZUSAMMENARBEIT (GIZ) GMBH TA
SOLIDARITY FUND PL (SFPL)

[lepcoHanbHM 6peHa y

nonirpadii — AK CTBOPUTM,
PO3BMHYTU Ta NPOCyBaTWn
cebe K paxiBusn

MAPKETUHI
‘ 0 ’}J,HIHPOBCbKA I'IOJ'IITEXHIKA
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1899 MPO BPEHAWHTI

YCMNIWHI NEPCOHAJIbHI BPEHAU
Y COEPI BI3BHECY

o BbpeHAVHTI AK OAUH 3
HaneeKTUBHIWLNX MAPKEeTUHIOBUX

IHCTPYMEHTIB, WO A03BONIAIOTb
nosnuioHyBaTu 3400YTKN (paxiBLIB.
e NMepcoHanbHUN 6peHa y nonirpadlii

- MApPKEeTUHroBa CYTHICTb MOrO
chaxoBol AIANTbHOCTI.
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YcnilwHUN nepcoHasibHUN 6peHAa AK

OPIEHTOBAHOrO cBITOrNAAyYy
Oi3HecMeHa y nosairpadiyHin ranysi.

BaXX/InBa cCKnagoBa MeTun 6yAb-AKOro
dhaxiBua y nonirpadii.

e JlOCArHEeHHSA NO3UTUBHOIO OOpasy
Ta couianbHO, IHHOBaALINHO

YCNIWHNN
MEPCOHAJIbHUN
BPEHA

BIBYAJIbHUWN OBPA3
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1899 -BY
TOM
PETERS

YOU'RE BRANDED,

BRANDED,
BRANDED. WHAT'S
THE FUTURE OF

YOU?
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1899 A. AAKEP,
®. KOTJIEP

lpeHTUIKaLIA |

andpepeHuialisa NpPoaAyKTY B
AMePVlKaHCbKa KOHKYPEHTHOMY cepeaoBuLLI

Acouilauis

MapKeTUHry
BbPEHA AK HA3BA, TEPMIH,
SHAK, CUMBOJ1, MANTKOHOK ABO
IX KOMBIHALISA
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Mar ke'ti n g PekoMeHaaLii

3 MPOCYBaHHA

supporting nepcoHanLHoro

opeHAay B nonirpadii

KOMYHIKALUII

[loBIpYl KOMYHIKaLUIT YKpaTlHCbKOHO,
MoBamMu €C MDK Konieramm-
dhaxiBuAMHK, Y T.4. B KOM'HOHITI,
Mepexax, popymax, 6orax

OINOoB1I IBEHTW

[MpocyBaHHSA IMIOXXY NepCcoHasIbHOro
6peHay B nonirpadii Ha popymax,
KOH(PepeHUIsaX, BUCTaBKax.

BISHEC TAOCBITA
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Marketing Cknagos

OLIHKI

Su pportl ng nepcoHasIbHOrIo

opeHAay

ATpnbyTtn, nepesaru, LLIHHOCTI,
B nosnirpadii

IHAMBIAYaNbHICTb Ta CYTh

E.PANC,AX.TPAYT: )
CTPATErIIAd BSAEMOAIl 3 KOHTAKTHAMA
MO3BNUIOHYBAHHA B ABAUTOPISIMU

YMAX NKOE I

BpeHa paxiBusa y nonirpadivHin rany3|___, |
AK cMCTeMa napameTpiB, L0 BXOAAT, o I | ’

| \,",-"."ﬁj..l__i'{iﬁii;;-. S TN | A
B o6pa3s iHamBiaaA. SkillsdRecovery
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Marketing

- NMEPCOHA/TbHNI
supporting oS
dopmMyBaHHS

Oo6pas, penyTauiqa Ta acouiauil, AKi NMONIIITPA®II
BUHMKAIOTL Y Nt0AeN, KONEr, eKcnepTiB

Bucokmn npodecioHanism
HacoBuun BUMIP rapHa penyraLis

[TobyagoBa MOXXe TpuBaTu NeBHUN Yac

Bi3HecC | MncTeuTBO |
IM'si cTae 6peHaom y nonirpadivHivi cdpepi
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HOTUPIU BAX/INBI KPOKHU
o400 POPMYBAHHA

1.YcBIgOM/IEHHA TOrO Y YOMY € Balla BIACHOIO
YHIKa/1bHICTb | HE3aMIHHICTb fK NMEPCOHAJ/ILHOIO
haxiBLs. BPEHAY
2.Cknactu Ans cebe BnacHy B NONIrPA®IYHIA CHEPI
YHIKa/IbHY TOProBy
NPoNo3unuito.

3.CpopmynoBatn MeTy Ta

BM3HAYNTUN OCHOBHI
3aBaaHHAa 3a metogom SMART.
4.0KpecnnTn MexXi Ballol Li1boBOIl
ayanTopil cepen ekcnepTiB.

CknagaHHsa megla-nnaHy.
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Marketing
SuUu p po rti N g Omnichannel marketing while

supporting and promoting EU democracy.

[ i B IR, (N
[ e e [BusSaniN {100
i - - — o o g | (f
| [ Wi s TR, 1 .'I-
| Lo BRgEEESSISRG [N
G EggBigl R i
| L geRget SIS Y I
| f A T T I/
\Wardrees - AN |
Pl f1r ! g
I | I ey /’ A it ||

Social communications is a policy priority
for the European Commission and the
standard method of working under its
research and innovation funding
programmes as it improves the quality,
efficiency and responsiveness of
research.
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Sk.ill.sll-lliRe.covery
THOUGH THE FRAMEWORKS ARE
SOMEWHAT DISTINCT, THE
UNDERLYING PRINCIPLES ARE
SIMILAR. BOTH THE PYRAMID OF

. CULTURE CHANGE AND THE EAST
Five Principles of | ' \ FRAMEWORK ASSERT THAT

-~ PEOPLE ARE MORE LIKELY TO
SUSTAINABLE =4 K2 2 ENGAGE IN A DESIRED
MARKETING T ! BEHAVIOUR IF IT IS MADE EASY.

1. Consumer-oriented

2. Customer value - |
3. Innovative |

4. Sense-of-mission \!

5. Societal ")
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SUSTAINABLE
MARKETING is
rewarded with
competitive

advantage by

earning the trust
and loyalty of
consumers.

WIN-WIN!
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