10) y Pymynii peanizoByBaBcs npoekt «Integrated approach for prevention of
labour exploitation in origin and destination countries», OIOKET SKOTO CATHYB
€450000, 3 Hux €350000 — migrpumka €C. Y pamkax HpPOEKTY IPOBEICHO
55 xammani#, 1800 akmiii i oxoruteHo Oinmbire 150 000 mpeacTaBHUKIB Ypa3IUBHX TPYIT
HaceJIeHHs, OUTBIT HiXK 2 MITH. 0Ci0 OTpUMajy OH-JaliH MOBIJOMJICHHS, TOIIHPESHO
Oinmpm Hik 70 THC. IPYKOBaHUX MaTepialiB. Y paMKax BHINE3TalaHOTO TPOEKTY,
SAKAM OJHOYAacHO mpoimoB y 6 kpaiHax, B PymyHii BinOymace iHdopmariiino-
MPOCBITHUIIPKA Kammadis mig racioM «[IpamroBatm — me mpaswibHO! Tpymosa
eKCIUTyaTallisi — Le 3J04uH!», CHpsIMOBaHAa MHPOTH TpyAoBoro pabcrea. Kirowdose
MOBiTOMJICHHSI TIOIIMPIOBAJIOCH Yepe3 Telie- Ta PaiOKaHalld, CATHYBIIU Oist 22 THC.
NOBTOPIB 1 OXONMUBIIM S-MiIbHOHHY aynuropito. Kawmmanis i3 mnomnepemkeHHs
BikTHMizamii fgiteit «Where the begging starts, the childhood ends» 6yna cripsmoBana
HAa TIJBUINCHHS pIBHSA OOI3HAHOCTI IiTeH, iXHIX OAaThKIB 1 Tpomaj i3 CIIBCHKOI
MICIIEBOCTI MPO HETaTHUBHI HACHiIKU siBUINA keOpairBa. [Ipoekt «The No Project»
OyB cIpsIMOBaHWH Ha MIUTITKIB 3 METOIO MiABUIMUTH iXHIH piBeHb 00i3HAHOCTI i3
SIBUIIIEM TOPTIBI JIFOJBMU 32 JIOTIOMOTOK) MHUCTEIBKUX, CIIOPTHBHUX, MY3UYHHX,
TaHIIOBATBHUX, ITPOBHUX, OCBITHIX 3aX0JIiB Ta COLMEPEK.

Bapro 3a3HauwTtH, mo y OursmrocTi kpain €C HallioHanbHI TUTAHW 3aXO0JiB i3
MPOTHU/IIT TOPTIBIII JIFOABMH MICTSTh 3arajibHi OCBITHI 1 HABUAIBbHI 3aX0/H 1 IPOTPaAMH.
KpiM Toro, y po3BHHYTHX KpaiHaX CBiTy MpPaKTHKYIOTh BHKOPUCTaHHs iH(pOpMa-
MIHHUX TEXHOJIOTiH, SIKi 9acTO 3aCTOCOBYIOTH 1 TOPTOBIN JJIS 3aiTydeHHs JIFOIeH 10
CHUTYAIIil TOPTIiBIIi JIIOAbMH, — [HTEpHET 1 TUPPOBI TEXHOJIOTII.

AmHaniz MapKeTHHIOBHX KOMYHIKalliiHuX 3axoaiB ypsuiB ta HYO y cdepi
TIPOTHUIiT TOPTIBII JIFOJBMH JO3BOJIMB BUSBUTH TaKi HAMPsAMH iX PO3BHTKY B YKpaiHi:
PO3MIUPEHHS IITHOBUX ayTUTOPil, BKJIIOYMBIIK HOBI ypa3yMBi TPYNH HaCEICHHS
(JostoBiYe HaceJICHHs, BHYTPINIHBO TMepeMilieHi ocoOn); BUKOPUCTAHHS [HTepHET-
MapKETUHTY, HU(PPOBOTO MAPKETHHTY, IOMIEBOTO MApKCTHUHTY; BHUKOPUCTAHHS Y
iHpOopMaIifHOMY 3BEpHEHHI pEalbHUX ICTOpIH 3 JKUTTSA TOTEPIUIAX Bil TOPTIBIL
moJeH, GakTiB Ta QP MO0 TOPTiBII JIFOIHMHU; MOHITOPHHT Ta OL[IHKa €()eKTHBHOCTI
KOMYHIKAIIIMHIX 3aXO[iB; 3aJy4CHHS BIiJOMHX Yy CYCHUIBCTBI IEPCOHANIN 10
COMIAEHOT PEKIIaMI; TIi IBUTIICHHS aTPaKIiHHOCTI 3aX0/IiB.

bymycoeé Muxaiino
TepHoninbcokuti HAYIOHATLHUL eKOHOMIYHULL YHI8epcUumem

B2B MARKETING
ON THE BUSINESS MARKETS WORLDWIDE

According to the recent researches on B2B markets, there is a shift in methods
of working with clients. Those companies that are able to see and understand the key
drivers of increasing sales in the business markets will improve the competitiveness
of their products. Also, they will take the leading and growing positions in their
respective industries. So, now it is vital to apply a step by step guide to marketing in
the B2B market, based on the latest global trends and to take into account the
evolution of the sales techniques.
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Only the most proven and effective marketing tools for B2B should be
discussed. At the end of this article you will have a detailed marketing vision of how
to promote products and services on the B2B market.

The new model of work with clients

There is a three-step model of working with clients in the B2B market, which
has proven effectiveness in practice. First, a company must establish contact with the
customer. This means that a combination of finding particular people and
understanding of their needs have to be followed. Next, the company must convince
the client that it is the best choice of all alternatives. Finally, the company must show
the maximum level of cooperation with customers.

How this model has to be interpreted in terms of the work of a marketing
manager? We offer a detailed guide to marketing management in the B2B sector,
taking into consideration all the peculiarities and specifics of the business market.
The first step: establish contact with customers

You should first build and polish the quality of interaction with customers. This
means improving the quality of the first contact with customers, to develop a program
for managing feedback from clients, to analyze the demand and the needs of key
customers to develop a plan for the improvement and development of the product.
Second step: find out the right arguments for negotiations

Work with texts about the product. Make it so that the texts can show:

» your product is the best solution among the alternatives;

» your product shows the most effective result;

» cooperation with your company does not make any risks for the client, but

only the benefits.
The third step: develop a customer support program

At the end, create a working program to retain customers: the ability to rule out
switching to competitors, increase the frequency of use of the product, which
increases the amount of the transactions with the customer.

Unique selling offer

The marketing of industrial products is particularly important to pay attention to
this classic method of promotion as a unique selling proposition (USP). For
marketing in the B2B sphere it is extremely important that the USP concept has been
carefully prepared. As for example, it can be the production of drugs of domestic raw
materials for the patented technology, for which the cost price is several tens of times
lower than the world average. In this course, it is important to ensure appropriate
protection of intellectual property. In such cases, other means of marketing effects
can be worked more poorly, but the advantage of a unique global method will
obviously prevail.

For the technically complex products and solutions in the field of B2B such USP
is, for example, the presence of a competence center (CC) in a certain direction, the
possibility of a unique test equipment, and independent examination, during which
automatically records the objective data.

Deciding corporate client is characterized by high demands on the availability of
technical justification. Especially convincing is the technical justification, supported
by calculations, measurements, instrumental expertise, automatically fixed testing
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protocols and other objective data. In the field of information technologies such
examination carried out in the centers of competence in the relevant areas, quite
common in large foreign companies. Conducting such objective studies (eg.
examination of billing systems, telecommunication companies) is already common
practice for western organizations.
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T'omieka Bonooumup
TepHoninbcokuti HAYIOHATLHUL eKOHOMIYHULL YHIBepcUumen

BPEH/I: OCHOBHI IIOHATTA

ITousatrs «Openm» musg YKpaiHH HE € YUMOCh HOBHM, MNpoTe (axiBii 3
MapKETHHTY CTBEPJDKYIOTh, IO TOHITTSA Ha YKPAlHCHKOMY PHHKY TLTBKH MOYHHAE
¢dopmysatucs. B Ykpaini 6araro sitozeil BBaXaroTh, 110 OpeH Ta TOproBa Mapka —
me oxHe i e came. OHAK BapTO 3a3HAYHWTH TOW (akT, IO Maibke BCi KOMITaHil
VYkpaiHu Bke MaloTh TOPTOBI 3HAKH, a OT BIaCHUMH OpeHIaMH BOJIOAIIOTH JaJIeKoO HE
Bci. ToMy BapTo e pa3 MOKa3aTH CYTHICTh OpeHIy Ha HPHKIagi CTBOPEHHS EKO-
OpeHay HE IUISI BEIMKOTO arpolpOMHCIIOBOTO MiAMPUEMCTBA, a JJIS IiANPUEMCTBA
cimeltHorO Oi3HECY.

[oHATTST «OpeHI» MOXONUTH BiJl AHIIIHCEKOTO CIIOBa brand, 10 y CBOIO 4epry
MEePEKIIAIacThCs SIK «TOProBa MapKa», «TOPrOBHi 3HaK». HaTOMICTh y MapKeTHHTY
Mg OpeHIOM PO3YMIIOTBCS CYKYIHICTH iHoOpMarmii mpo KOMIIaHito, MOCIYTy YHd
HPOJYKT, & TAKOK IOPUIAMYHO 3aXHIICHY Ta JIETKO BII3HABaHY CUMBOJIIKY IPOAYKTY
abo  BupoOHWKa. ToOTO OpeHA — 16 CHMBOJIIYHE BTUICHHS iH(opManii, 1o
BKJIIOUae B ceOe: Ha3By, TOBApHHWHA 3HAK, JIOTOTHII, NEBHI Bi3yalbHiI €JIEMEHTH
(pudTH, KOIHOPOBY TaMy, CHMBOJH). 32 YMOBH YCIIIIITHOTO MPOCYBaHHS OpeHIy
KoMMaHil (ToBapy, MOCIYr) B PI3HMX ayIUTOpisX BHHUKAIOTH IEBHI acowiamii Ta
OYiKyBaHHsI, OB’ s13aHi 13 HUM. TakoX Ba)KJIMBO MaM’sTaTH, 0 OpEeHIOM MOXKe OyTH
(hbaKTUIHO 110 3aBTOIHO: TOBAp, MOCITyTa, Oi3HEC, OpraHi3allis, CIIopyaa, JII0INHA.

B cBoro uepry, OpeHAMHT — II6 MAapKETHHIOBA MisJIbHICTh, HAIlJICHA Ha
(dopMyBaHHsS B ayauTOpil MOTEHUIHHWX 1 HasSBHUX CIIOXKMBadiB JOBFOTPUBAIOL
cummarii 1o OpeHmy. Cam OpeHIMHT peali3yeTbcs 3a JOTIOMOTO0 [ii ayauTopii
LIUTSIXOM BUOOPY TOBapHOTO 3HAKy, YMAaKOBKH (TOBapy), KOMILIEKCY PEKIAMHHUX
3BepHeHb. JlaHi il Jal0Th MOXIJIMBICTH JJIsL TOTO, MO0 ayAWUTOpis MOTJa BHIULITH
JUTst ceOe pi3Hi OpeHIu cepell KOHKYPYIOUnX.

ToO6TO MU TOBOPHMO TIPO T€, IO OCHOBHOIO TisSUTBHICTH OPEHIy € BH3HAUCHHS
YHIKQJIBHHX SIKOCTEH TOBapy 4 IOCIHYT, ajpke 0e3 IbOro BUIUIUTH Horo Ha (oHI
COTCHb MOMIOHUX TOBapiB (HaKTUYHOTO HEMOXKJIMBO. SIKINO OI[IHIOBATH 30BHIILIHIO
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