AKOCTAMM Ta HE3HAYHMM MPaKTUYHUM [OCBIAOM, ane AO0CTaTHIM WapMOM |
TanaHTOM Hanarof)XeHHs MiKOCOOOBUX CTOCYHKIB, WOO 3T no cnyxOoBin
ApabuHi 40 CBOET TenepilHbOi nocaamn Ym cratycy. Llei Tnn kepiBHUKIB gie no-
iHLUOMY: HaWronoBHilLe 3aBAaHHA — He BTPATWUTW BRacHy penyTauito, Tomy, abu
YHUKHYTU CKaHZany, MOXHa BMKOPUCTATU HEAONyroro npauiBHUKA B iHLUIN
SIKOCTi, A€ BiH, MOXNMBO, 3MOxe cebe BUSABUTK;, yCiMa 3yCUnsaMun nigTpumysaTu
Ao0pnin MikpoknimaT B KOMEKTUBI, a BigMNoBiganbHICTb 3a Heaonikn B poboTi
nepeknagatm Ha nignernux Ta Ha «O0'€KTMBHI MPUUUHUY», SKIi  3aBXAu
3HangyTbea [3].
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ROLE OF CONSUMER INSIGHT IN SUCCESSFUL MARKETING CAMPAIGN

Consumer-centric marketing is more than just a buzzword. The world has
changed dramatically, and continues to evolve rapidly. What appeals to
customers one day may not work the next. Businesses need to adopt very fast
to the changing needs of its consumers. Moreover, marketing nowadays is part
art and part science, where both creative and scientific approach play a crucial
role in successful marketing. Creative approach helps marketer to create eye-
catching and memorable marketing campaign, but behind every marketing
campaign should be theories grounded solidly in psychology, economics and
research ofconsumer behavior. Especially research of consumer behavior is
crucial for marketers, as it helps to find consumer insight, which is generally
defined as a non-obvious understanding about consumer behavior, which if
acted upon, has the potential to change their usual behavior for mutual
benefit. Therefore,insights help marketers create campaigns that deal with inner
fundamental concerns and desires of their audience, greatly deepening the
impact of the marketing materials.

In other words, marketer should find a deep “truth” about its consumer to
create successful marketing campaign. This truth may relates to consumer
behavior, experiences, beliefs, needs or desires, that is relevant to the task or
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issue and may catch attention of the target audience. Marketer can find insights
in how consumers purchase the goods or services, which role emotions have in
purchasing decisions, how post-purchase attitudes change the perception of the
brand etc. Understanding these issues enhances a marketing campaign’s
effectiveness and its impact on consumers.

Its common misbelief that it's easy to find consumer insight. Unfortunately,
consumer insights don’t necessarily come from theconsumerresearch. It's
everyday work on understanding consumer inner needs, which consists of
information-gathering activities and combined with an analysis that provides
deep details and general meaning. Sometimes, it's good to consult an
anthropologist or ethnographer to get a deeper cultural understanding of why an
individual or a group chooses to take a specific action.

The process of finding insight is similar to removing the layers of an onion.
With each layer marketer go deeper and deeper exploring the drivers,
motivations, actions, symbols, heroes and values of your consumer to
understand what a certain product, service or brand really means to them by
using qualitative research methodologies as focus groups, in-depth interviews
and observation studies [3]. With standard/quantitative market research
marketer can only understand general trends and current situation of the
consumer (usage, demographics etc).

Powerful insights should contain several characteristics, which are shown
on pic. L

Picture 1. Key characteristics of consumer insight
[author’s research based on 1-4].

Let's go through the main characteristics of a strong insight. One of the
main characteristics is relevance of the insight.Insight cannot be general and
cover the whole audience, someone needs to beaddressed and involved. When
looking for insights it's vital to focus the activity, narrow research to a specific
target group and key gap’s in marketer’'s knowledge. It's impossible to look for
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insight in general, it's better to find the real people — representatives of your
target group and then extrapolate the findings on the bigger audience.

The second characteristic of a strong insight is addressing inner need of
target audience, which is not visible for others. A strong insight automatically
means familiarity for a certain extent, sometimes even to the extent that
marketer may learn things about its consumer, which can be even not visible to
the consumer. It's good to get as close as possible to the target group when
looking for the relevance of an insight. An insight differs from an observation in
the fact that it is not immediately ‘evident’, but that it only becomes clear when
you are actually confronted with it. A strong insight is equal to a sort of ‘Aha’
experience: a combination of surprise and something familiar [1]. Finding insight
is similar to finding something, whichwas implicit all that time. To find the inner
need it can be useful to takeconsumers out of their comfort zone.

Tension is the extremely important characteristic of a strong insight. Behind
the existing situation or need should be a desire to improve an existing situation.
It's not enough for insight to be relevant, consumers should also feel a need to
change something to an existing situation — feel tension or true dilemma that
need to be solved.

The last characteristic of insight is rather obvious. Insight need to be fresh:
marketer should be confident that he found a new problem or an existing
problem described in a new way. Also it's good to keep in mindthat the insight
should be founded by the first time for this target audience, so marketer can
create innovative marketing campaign based on it.

Generally, an insightis not the same to the idea for the marketing campaign.
Insight is the start of possibly hundreds of ideas, it is a source of inspiration for
branding, communication, innovation and customer experience. Insight is core
knowledge about target audience, which can influence its behavior.

The “consumer insight finding’areain marketing is grossly under-
represented in contemporary academic and media discussions. Today’s
consumerbehavior has changed dramatically, due to globalization consumers
have different backgrounds and cultural foundations, receive and process
information in new ways, and want to interact on a more personal level.
Businesses and marketers that do not search for consumer insights, or who fail
to understand their anthropological backgrounds, will not be able to connect or
engage with prospects and won’t be able to motivate them to become
customers. Therefore, the further research needed in this area to understand
which methods and techniques are more relevant for finding the strong insights.
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Bacuns AEMBPOBUY

TepHONINbCbKUA HaLiOHANbHUN €KOHOMIYHUI YHIBEPCUTET
M. TepHoninb

(HayKOBUM KEPIBHUK: K.€.H., AOLEHT, AOLUEHT Kadespu
MeHeaXXMeHTY Ta nybnivyHoro ynpasniHHa Monosuy T.M.)

OoCOBNMMBOCTI HADAHHA MEOUYHUX NOCNYT TA OB’€EKTUBHA
HEOBXIOAHICTb MOHITOPUHIY IX AKOCTI

PuHOK mMeauyHux nocnyr asnde coOow cycninbHy OOpMYy opradisauii w
OYHKUIOHYBaHHA CUCTEMW OXOPOHU 340POB'A, WO 3abe3nedye eKOHOMIYHI
3B'A3KM  pisHMX CyO'eKTiB npoAaBLuiB, MOKYNUiB UMX MNOCNYr, a TaKoX
NocepeaHuKiB, O OOYMOBMEHI HE TifbKU MEAWYHMMMU, @ W EKOHOMIYHMMM
iHTepecamu [1].

PuUHOK MegnyHux nocnyr mae neBHi ocobnmeBocTi. 3 ogHoro 6oky,
NparHeHHs NOgen A0 340poB’a 3abesneyye MOCTIMHMWA NOMUT Ha AaHWin BUSA
nocnyr, a 3 iHWoro — crneuudika uux nocnyr OPMYye HeraTUBHUW nNONUT
(LuenneHHsa, XipyprivyHi npoueaypw, CToOMaToNorivyHi MmaHinynauii Towo). binblwe
TOro, 0cCOONMBICTb PWUHKY MeaguYHUX TMOoCnyr nos'A3aHa 3 OOEepHEHO
3anexHICTIO AKOCTI NOCMAYr i NONUTY Ha HUX: YAM BULLA AKICTb MEAWUYHOI NOCHYyrN,
TMUM MEHLUMA MNOMUT Ha Hel B KiHUEeBOMY pesynbTaTi. [MoBHaA HesanexHiCTb
crnoxunsada i BUpoOHMKa B peanbHii LiINCHOCTI PUHKY MeAUYHUX NOCNYr € AyXe
BigHOCHOK. [lpudomy, nikap, Hanpuknag, € He nuwe 6e3nocepeaHim
BUPOOHUKOM MeaNYHOT NOCMyrM, a U rpaHTOM 3axucTy iHTepeciB CBOro KrieHTa
Ta BI4NOBIAANBHOCTI 3a NPUNHATE PiLLIEHHS.

Cnig BpaxoByBaTh N Te, WO cdepa OXOPOHW 340POB'A CKNagaeTbcsa i3
YNCHEHHUX CaMOCTIMHMX | PiI3HOMAHITHUX KOMMOHEHTIB, PIBHO, fIK i KOXXHA oKpemMa
megunyHa nocnyra. puyomy, Ui KOMMAOHEHTU MOXYTb OyTu cneumdivHi gns
O4HWX | TUX camMux nocnyr (Hanpuknag, nepeB’daskn Yy PisHUX BiA4iINEeHHAX
nikyBanbHO-NPOgINakTUYHOro 3aknaay).

Ha puHKY MegudHUX NOCnyr NPUCYTHI Tpu CyB’ekTn, AKi MarTb KIHYOBE
3Ha4YeHHA Ana CUCTeMW OXOPOHW 3a0poB’d, OepyTb ydacTb B Npoueci
KOMYHIKaTUBHOI B3aEMOii 3 CnoXmBayvamum MeLUYHMX MNOCMyr, i BU3HAYaKTb
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