
ÅÊÎÍÎÌ²×Í² ÏÐÎÁËÅÌÈ ÐÎÇÂÈÒÊÓ ÃÀËÓÇÅÉ ÒÀ ÂÈÄ²Â ÅÊÎÍÎÌ²×ÍÎ¯ Ä²ßËÜÍÎÑÒ²

76 © ÒÊÀ×ÓÊ Ñ.Â., ÑÒÀÕÓÐÑÜÊÀ Ñ.À.,  
ÑÒÀÕÓÐÑÜÊÈÉ Â.Î., 2021

14. Chupryna Kh.M. Stratehiyi rekonfihuratsiyi biznes– 
protsesiv budivel’nykh pidpryyemstv / Kh.M. Chupry-
na, Yu.A. Chupryna, M.V. Borodavko, D.O. Havrikov// 
Upravlinnya rozvytkom skladnykh system. – 2020. – 
¹ 41. – S. 169 – 174.

Äàí³ ïðî àâòîð³â
×óïðèíà Õðèñòèíà Ìèêîëà¿âíà,
ä.å.í., äîöåíò Êè¿âñüêîãî íàö³îíàëüíîãî óí³âåðñèòåòó 

áóä³âíèöòâà ³ àðõ³òåêòóðè 
https://orcid.org/0000– 0001– 5518– 3607
e–mail: immens.ukr.net
Ì³ðîíîâ Îëåêñàíäð Îëåãîâè÷,
àñï³ðàíò êàôåäðè ìåíåäæìåíòó â áóä³âíèöòâ³ Êè¿â-

ñüêîãî íàö³îíàëüíîãî óí³âåðñèòåòó áóä³âíèöòâà ³ àðõ³-
òåêòóðè

https://orcid.org/0000– 0002– 4550– 8831 
e–mail: Mironov@ukr.net
Âàëÿåâ Îëåêñàíäð Âàñèëüîâè÷,
àñï³ðàíò êàôåäðè ìåíåäæìåíòó â áóä³âíèöòâ³ Êè¿â-

ñüêîãî íàö³îíàëüíîãî óí³âåðñèòåòó áóä³âíèöòâà ³ àðõ³-
òåêòóðè

https://orcid.org/0000– 0003– 2039– 6084
e–mail: alexvalyaev1985@gmail.com
Ãóëÿºâ Äìèòðî Àíäð³éîâè÷,
àñï³ðàíò êàôåäðè ìåíåäæìåíòó â áóä³âíèöòâ³ Êè¿â-

ñüêîãî íàö³îíàëüíîãî óí³âåðñèòåòó áóä³âíèöòâà ³ àðõ³-
òåêòóðè

https://orcid.org/0000– 0002– 0223– 2142 
e–mail: ca3515ce@gmail.com

Äàííûå îá àâòîðàõ
×óïðèíà Êðèñòèíà Íèêîëàåâíà,
ä.ý.í., äîöåíò Êèåâñêîãî íàöèîíàëüíîãî óíèâåðñè-

òåòà ñòðîèòåëüñòâà è àðõèòåêòóðû
e–mail: immens.ukr.net

Ìèðîíîâ Àëåêñàíäð Îëåãîâè÷,
àñïèðàíò êàôåäðû ìåíåäæìåíòà â ñòðîèòåëüñòâå 

Êèåâñêîãî íàöèîíàëüíîãî óíèâåðñèòåòà ñòðîèòåëü-
ñòâà è àðõèòåêòóðû

e–mail: Mironov@ukr.net
Âàëÿåâ Àëåêñàíäð Âàñèëüåâè÷,
àñïèðàíò êàôåäðû ìåíåäæìåíòà â ñòðîèòåëüñòâå 

Êèåâñêîãî íàöèîíàëüíîãî óíèâåðñèòåòà ñòðîèòåëü-
ñòâà è àðõèòåêòóðû

e–mail: alexvalyaev1985@gmail.com
Ãóëÿåâ Äìèòðèé Àíäðååâè÷,
àñïèðàíò êàôåäðû ìåíåäæìåíòà â ñòðîèòåëüñòâå 

Êèåâñêîãî íàöèîíàëüíîãî óíèâåðñèòåòà ñòðîèòåëü-
ñòâà è àðõèòåêòóðû

e–mail: ca3515ce@gmail.com

Data about the authors 
Khristina Chupryna,
Doctor of Economics, Kyiv National University of 

Construction and Architecture
e–mail: chupryna_yura@ukr.bet
Oleksandr Mironov,
postgraduate student of the Department of 

Management in Construction, Kyiv National University 
of Construction and Architecture

e–mail: Mironov@ukr.net
Oleksandr Valiaiv,
postgraduate student of the Department of 

Management in Construction, Kyiv National University 
of Construction and Architecture

e–mail:alexvalyaev1985@gmail.com
Dmytro Huliaiev,
postgraduate student of the Department of 

Management in Construction, Kyiv National University 
of Construction and Architecture

e–mail: alexvalyaev1985@gmail.com

ÓÄÊ 339.138      http://doi.org/10.5281/zenodo.4980218
ÒÊÀ×ÓÊ Ñ.Â.

ÑÒÀÕÓÐÑÜÊÀ Ñ.À. 
ÑÒÀÕÓÐÑÜÊÈÉ Â.Î. 

Ôîðìóâàííÿ ñòðàòåã³¿ STP– ìàðêåòèíãó  
ó ñôåð³ ðèòåéë– ïîñëóã

Àêòóàëüí³ñòü äîñë³äæåííÿ. Â ñó÷àñíèõ óìîâàõ âñå á³ëüøîãî çíà÷åííÿ íàáóâàº ôîðìóâàí-
íÿ ö³ííî¿ äëÿ êë³ºíò³â ïðîïîçèö³¿, ùî äîçâîëèòü çäîáóòè ñò³éê³ êîíêóðåíòí³ ïåðåâàãè òà ì³öíî òðè-
ìàòèñÿ íà ðèíêó. Ðèíîê ðèòåéëó ðîçâèâàºòüñÿ øâèäêèìè òåìïàìè, çàçíàþ÷è çì³í ï³ä âïëèâîì 
çîâí³øíüîãî ñåðåäîâèùà. Çîêðåìà, çðîñòàþòü âèìîãè êë³ºíò³â, ùî º äèôåðåíö³éîâàíèìè çà-
ëåæíî â³ä ñóêóïíîñò³ ñîö³àëüíèõ, åêîíîì³÷íèõ, ïñèõîãðàô³÷íèõ òà ³íøèõ õàðàêòåðèñòèê ñåãìåíò³â. 
Öå çóìîâëþº íåîáõ³äí³ñòü ôîðìóâàííÿ ïðîïîçèö³é, îð³ºíòîâàíèõ «÷³òêî â ö³ëü», òîáòî òàêèõ, ÿê³ á 
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ïðåäñòàâëÿëè ö³íí³ñòü äëÿ îáðàíî¿ ãðóïè àáî ãðóï ñïîæèâà÷³â. Â îñíîâó òàêî¿ ïðîïîçèö³¿ ìàº áóòè 
ïîêëàäåíå ñó÷àñíå ìàðêåòèíãîâå ðîçóì³ííÿ ñòðàòåã³¿ STP– ìàðêåòèíãó ç óðàõóâàííÿì ñïåöèô³êè 
ðèòåéë– ïîñëóã.

Ìåòîþ äîñë³äæåííÿ º àíàë³ç òà ñèñòåìàòèçàö³ÿ ³ñíóþ÷èõ ï³äõîä³â òà ðîçðîáëåííÿ àëãîðèòìó 
ôîðìóâàííÿ ñòðàòåã³¿ STP– ìàðêåòèíãó ñó÷àñíîãî ðèòåéëåðà.

Ìåòîäè äîñë³äæåííÿ: ïîð³âíÿííÿ, óçàãàëüíåííÿ, ³íäóêö³¿ òà äåäóêö³¿, àíàë³çó òà ñèíòåçó, ãðà-
ô³÷í³ ìåòîäè.

Ðåçóëüòàòè äîñë³äæåííÿ. Ñèñòåìàòèçîâàí³ ³ñíóþ÷³ ï³äõîäè äî ôîðìóâàííÿ ñòðàòåã³¿ STP– 
ìàðêåòèíãó, íà îñíîâ³ ñèñòåìàòèçàö³¿ çàïðîïîíîâàíèé àëãîðèòì ðîçðîáëåííÿ ñòðàòåã³¿ STP– ìàð-
êåòèíãó ó ñôåð³ ðèòåéë– ïîñëóã. Çàïðîïîíîâàí³ áàçèñí³ òà ðîçøèðåí³ õàðàêòåðèñòèêè ñåãìåíò³â 
ñïîæèâà÷³â. Ñèñòåìàòèçîâàíî ïîíÿòòÿ ïðîïîçèö³¿ ö³ííîñò³ äëÿ êë³ºíòà. Âèîêðåìëåí³ ñêëàäîâ³ öüî-
ãî ïîíÿòòÿ ó ñôåð³ ðèòåéë– ïîñëóã. Ðîçãëÿíóò³ îñíîâí³ íàïðÿìè ôîðìóâàííÿ êîíöåïö³é ìàãàçèí³â 
òà ïîçèö³îíóâàííÿ ³ì³äæó ðèòåéëåðà â î÷àõ ñïîæèâà÷à.

Ãàëóçü çàñòîñóâàííÿ ðåçóëüòàò³â: ðåçóëüòàòè äîñë³äæåííÿ ìîæóòü çàñòîñîâóâàòèñü ó ñôåð³ 
ïîñëóã ðîçäð³áíî¿ òîðã³âë³.

Âèñíîâêè. Çà êëàñè÷íèìè ï³äõîäàìè STP– ìàðêåòèíã ñêëàäàºòüñÿ ç òðüîõ ïîñë³äîâíèõ ä³é: 
ñåãìåíòóâàííÿ (ïîä³ë ñïîæèâà÷³â íà îêðåì³ ñåãìåíòè), òàðãåòóâàííÿ (âèá³ð ö³ëüîâèõ ñåãìåíò³â) 
òà ïîçèö³îíóâàííÿ (ôîðìóâàííÿ ³ì³äæó ÒÌ â î÷àõ ñïîæèâà÷à). Ïðè öüîìó âàæëèâî ñôîðìóâàòè 
ä³éñíó ïðîïîçèö³þ ö³ííîñò³ äëÿ êë³ºíò³â, ÿêà ëåæàòèìå â îñíîâ³ êîíöåïö³¿ ðèòåéëåðà òà çà ÿêîþ â³í 
áóäå ïîçèö³îíóâàòè ñåáå ó ñâ³äîìîñò³ ïîêóïö³â. Ñêëàäîâèìè, ÿê³ ìîæóòü ëåæàòè â îñíîâ³ ôîðìó-
âàííÿ ö³ííîñò³ êë³ºíòàì ó ñôåð³ ðèòåéë– ñåðâ³ñó, º àñîðòèìåíò, äîñòóï òà çðó÷í³ñòü, ö³íà (â àñïåêò³ 
ö³ííîñò³ ð³øåííÿ), àòìîñôåðà òà, ÿê äîïîì³æíèé åëåìåíò, ùî äîçâîëÿº äîíåñòè ö³íí³ñòü êë³ºíòó, 
– ³íôîðìàö³ÿ. Ïîçèö³îíóâàííÿ ðèòåéëåðà çä³éñíþºòüñÿ íà îñíîâ³ ñôîðìîâàíî¿ ö³ííîñò³. Çàëåæíî 
â³ä ïîòðåá òà êëþ÷îâèõ ïðîáëåì ñåãìåíò³â ìîæëèâ³ ñòðàòåã³¿ ïîçèö³îíóâàííÿ çà çðó÷í³ñòþ, ö³íîþ, 
ñåðâ³ñîì àáî âðàæåííÿìè.

Êëþ÷îâ³ ñëîâà: STP– ìàðêåòèíã, ðèòåéë– ñåðâ³ñ, ðèòåéë– ìàðêåòèíã, ñòðàòåã³÷íèé ìàðêåòèíã, 
ïîñëóãè ðèòåéëåð³â, ñòðàòåã³ÿ ïîçèö³îíóâàííÿ ðèòåéëåðà, êîíöåïö³ÿ ðèòåéëåðà. 

ÒÊÀ×ÓÊ Ñ.Â.
ÑÒÀÕÓÐÑÊÀß Ñ.À.
ÑÒÀÕÓÐÑÊÈÉ Â.À.

Ôîðìèðîâàíèå ñòðàòåãèè STP– ìàðêåòèíãà  
â ñôåðå ðèòåéë– óñëóã

Àêòóàëüíîñòü èññëåäîâàíèÿ. Â ñîâðåìåííûõ óñëîâèÿõ âñå áîëüøåå çíà÷åíèå ïðèîáðåòà-
åò ôîðìèðîâàíèå öåííîãî äëÿ êëèåíòîâ ïðåäëîæåíèÿ, ÷òî ïîçâîëèò ïîëó÷èòü óñòîé÷èâûå êîí-
êóðåíòíûå ïðåèìóùåñòâà è êðåïêî äåðæàòüñÿ íà ðûíêå. Ðûíîê ðèòåéëà ðàçâèâàåòñÿ áûñòðûìè 
òåìïàìè, èñïûòûâàÿ èçìåíåíèÿ ïîä âëèÿíèåì âíåøíåé ñðåäû. Â ÷àñòíîñòè, ðàñòóò òðåáîâàíèÿ 
êëèåíòîâ, ÷òî ÿâëÿåòñÿ äèôôåðåíöèðîâàííûì â çàâèñèìîñòè îò ñîâîêóïíîñòè ñîöèàëüíûõ, ýêî-
íîìè÷åñêèõ, ïñèõîãðàôè÷åñêèõ è äðóãèõ õàðàêòåðèñòèê ñåãìåíòîâ. Ýòî ïðåäîïðåäåëÿåò íåîáõî-
äèìîñòü ôîðìèðîâàíèÿ ïðåäëîæåíèé, îðèåíòèðîâàííûõ «÷åòêî â öåëü», òî åñòü òàêèõ, êîòîðûå 
áû ïðåäñòàâëÿëè öåííîñòü äëÿ âûáðàííîé ãðóïïû èëè ãðóïï ïîòðåáèòåëåé. Â îñíîâå òàêîãî ïðåä-
ëîæåíèÿ äîëæíî áûòü ïîëîæåíî ñîâðåìåííîå ìàðêåòèíãîâîå ïîíèìàíèå ñòðàòåãèè STP– ìàðêå-
òèíãà ñ ó÷åòîì ñïåöèôèêè ðèòåéë– óñëóã.

Öåëüþ èññëåäîâàíèÿ ÿâëÿåòñÿ àíàëèç è ñèñòåìàòèçàöèÿ ñóùåñòâóþùèõ ïîäõîäîâ è ðàçðà-
áîòêà àëãîðèòìà ôîðìèðîâàíèÿ ñòðàòåãèè STP– ìàðêåòèíãà ñîâðåìåííîãî ðèòåéëåðà.

Ìåòîäû èññëåäîâàíèÿ: ñðàâíåíèå, îáîáùåíèå, èíäóêöèÿ è äåäóêöèÿ, àíàëèç è ñèíòåç, ãðàôè-
÷åñêèå ìåòîäû.

Ðåçóëüòàòû èññëåäîâàíèÿ. Ñèñòåìàòèçèðîâàíû ñóùåñòâóþùèå ïîäõîäû ê ôîðìèðîâàíèþ ñòðà-
òåãèè STP– ìàðêåòèíãà, íà îñíîâå ñèñòåìàòèçàöèè ïðåäëîæåí àëãîðèòì ðàçðàáîòêè ñòðàòåãèè STP– 
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ìàðêåòèíãà â ñôåðå ðèòåéë– óñëóã. Ïðåäëîæåííûå áàçîâûå è ðàñøèðåííûå õàðàêòåðèñòèêè ñåãìåí-
òîâ ïîòðåáèòåëåé. Ñèñòåìàòèçèðîâàíû ïîíÿòèÿ ïðåäëîæåíèÿ öåííîñòè äëÿ êëèåíòà. Âûäåëåíû 
ñîñòàâëÿþùèå ýòîãî ïîíÿòèÿ â ñôåðå ðèòåéë– óñëóã. Ðàññìîòðåíû îñíîâíûå íàïðàâëåíèÿ ôîðìèðî-
âàíèÿ êîíöåïöèé ìàãàçèíîâ è ïîçèöèîíèðîâàíèÿ èìèäæà ðèòåéëåðà â ãëàçàõ ïîòðåáèòåëÿ.

Îáëàñòü ïðèìåíåíèÿ ðåçóëüòàòîâ: ðåçóëüòàòû èññëåäîâàíèÿ ìîãóò èñïîëüçîâàòüñÿ â ñôåðå 
óñëóã ðîçíè÷íîé òîðãîâëè.

Âûâîäû. Ïî êëàññè÷åñêèì ïîäõîäàìè STP– ìàðêåòèíã ñîñòîèò èç òðåõ ïîëåäîâàòåëüíûõ äåé-
ñòâèé: ñåãìåíòèðîâàíèå (ðàçäåëåíèå ïîòðåáèòåëåé íà îòäåëüíûå ñåãìåíòû), òàðãåòèðîâàíèå 
(âûáîð öåëåâûõ ñåãìåíòîâ) è ïîçèöèîíèðîâàíèå (ôîðìèðîâàíèå èìèäæà ÒÌ â ãëàçàõ ïîòðå-
áèòåëÿ). Ïðè ýòîì âàæíî ñôîðìèðîâàòü íàñòîÿùåå ïðåäëîæåíèå öåííîñòè äëÿ êëèåíòîâ, êîòî-
ðîå áóäåò ëåæàòü â îñíîâå êîíöåïöèè ðèòåéëåðà è ïî êîòîðîìó îí áóäåò ïîçèöèîíèðîâàòü ñåáÿ â 
ñîçíàíèè ïîêóïàòåëåé. Ñîñòàâëÿþùèìè, êîòîðûå ìîãóò ëåæàòü â îñíîâå ôîðìèðîâàíèÿ öåííîñòè 
êëèåíòàì â ñôåðå ðèòåéë– ñåðâèñà, ÿâëÿåòñÿ àññîðòèìåíò, äîñòóï è óäîáñòâî, öåíà (â àñïåêòå 
öåííîñòè ðåøåíèÿ), àòìîñôåðà è, êàê âñïîìîãàòåëüíûé ýëåìåíò, ïîçâîëÿþùèé äîíåñòè öåííîñòü 
êëèåíòó, – èíôîðìàöèÿ. Ïîçèöèîíèðîâàíèå ðèòåéëåðà îñóùåñòâëÿåòñÿ íà îñíîâå ñëîæèâøåéñÿ 
öåííîñòè. Â çàâèñèìîñòè îò ïîòðåáíîñòåé è êëþ÷åâûõ ïðîáëåì ñåãìåíòîâ âîçìîæíûå ñòðàòåãèè 
ïîçèöèîíèðîâàíèÿ ïî óäîáñòâó, öåíå, ñåðâèñîì èëè âïå÷àòëåíèÿì.

Êëþ÷åâûå ñëîâà: STP– ìàðêåòèíã, ðèòåéë– ñåðâèñ, ðèòåéë– ìàðêåòèíã, ñòðàòåãè÷åñêèé ìàð-
êåòèíã, óñëóãè ðèòåéëåðîâ, ñòðàòåãèÿ ïîçèöèîíèðîâàíèÿ ðèòåéëåðà, êîíöåïöèÿ ðèòåéëåðà. 

TKATCHUK S.V.
STAKHURSKA S.A.
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Formation of STP– marketing strategy  
in the field of retail services

Relevance of research. In modern conditions, the formation of a valuable offer for customers is 
becoming increasingly important, which will allow to gain a stable competitive advantage and stay firmly in 
the market. The retail market is developing rapidly, undergoing changes under the influence of the external 
environment. In particular, customer requirements are growing, which are differentiated depending on 
the combination of social, economic, psychographic and other characteristics of the segments. This 
necessitates the formation of proposals focused «clearly on purpose», ie those that would be of value to 
the selected group or groups of consumers. Such a proposal should be based on a modern marketing 
understanding of the strategy of STP– marketing, taking into account the specifics of retail services.

The purpose of this study is to analyze and systematize existing approaches and develop an 
algorithm for forming a strategy for STP– marketing of a modern retailer.

Research methods: comparison, generalization, induction and deduction, analysis and synthesis, 
graphical methods.

Research results. The existing approaches to the formation of STP– marketing strategy are 
systematized, on the basis of systematization the algorithm of STP– marketing strategy development 
in the field of retail services is offered. Basic and extended characteristics of consumer segments 
are offered. The concept of value proposition for the client is systematized. The components of this 
concept in the field of retail services are highlighted. The main directions of forming the concepts of 
stores and positioning the image of the retailer in the eyes of the consumer are considered.

Scope of the results: the results of the study can be applied in the field of retail services.

Conclusions. According to classical approaches, STP– marketing consists of three multi– step 
actions: segmentation (division of consumers into separate segments), targeting (selection of target 
segments) and positioning (formation of TM image in the eyes of the consumer). At the same time, 
it is important to form a real value proposition for customers, which will be the basis of the retailer’s 
concept and according to which he will position himself in the minds of buyers. The components that 
can underlie the formation of value to customers in the field of retail service are the range, access and 
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Ïîñòàíîâêà ïðîáëåìè. Ñôåðà ðèòåéë– ïî-
ñëóã ðîçâèâàºòüñÿ øâèäêèìè òåìïàìè òà çàçíàº 
ïîñò³éíèõ çì³í ï³ä âïëèâîì ÷èííèê³â çîâí³øíüî-
ãî ñåðåäîâèùà. Ðèòåéë, çîêðåìà õàð÷îâèé, ìàº 
ñòðàòåã³÷íå çíà÷åííÿ äëÿ åêîíîì³÷íî¿ òà ïðîäî-
âîëü÷î¿ áåçïåêè êðà¿íè. Ôîðìóâàííÿ ìàðêåòèí-
ãîâèõ ñòðàòåã³é ³ç çàñòîñóâàííÿì ïðîãðåñèâíîãî 
ìàðêåòèíãîâîãî áà÷åííÿ òà ðèíêîâèõ òåíäåíö³é 
äîçâîëèòü ðèòåéëåðàì çäîáóòè ñò³éê³ ïîçèö³¿ íà 
ðèíêó, ñïðèÿòèìå ïðèøâèäøåííþ òîâàðîîá³ãó, 
ïîïîâíåííþ äåðæàâíîãî áþäæåòó òà ï³äâèùåí-
íþ ð³âíÿ æèòòÿ ñïîæèâà÷³â.

Àíàë³ç äîñë³äæåíü òà ïóáë³êàö³é ç ïðîáëå-
ìè. Ïèòàííÿì ñòðàòåã³÷íîãî ìàðêåòèíãó ïðèñâÿ-
÷åí³ ïðàö³ áàãàòüîõ â÷åíèõ òà ïðàêòèê³â [1 – 9]. ²ç 
âäàëîþ ìàðêåòèíãîâîþ ñòðàòåã³ºþ ïîâ’ÿçóþòü 
åêîíîì³÷íó ñò³éê³ñòü ï³äïðèºìñòâà [4], à ñòðàòåã³þ 
STP– ìàðêåòèíãó ââàæàþòü áàçèñîì óñï³øíî¿ ä³-
ÿëüíîñò³ íà ðèíêó [7]. Çîêðåìà, ìàðêåòèíãîâà ñòðà-
òåã³ÿ ðîçãëÿäàºòüñÿ é ó ñôåð³ ïîñëóã ðèòåéëåð³â ÿê 
âàæëèâà ñêëàäîâà âåäåííÿ á³çíåñó [3, 6]. Á³ëüø³ñòü 
àâòîð³â ï³äêðåñëþþòü íåîáõ³äí³ñòü çàñòîñóâàííÿ 
ïðîãðåñèâíèõ ìàðêåòèíãîâèõ ïîãëÿä³â íà ìàðêå-
òèíãîâ³ ñòðàòåã³¿ âçàãàë³ é ó ðèòåéë³ çîêðåìà, ñòâî-
ðåííÿ ðåàëüíî ö³ííî¿ òàðãåòîâàíî¿ ïðîïîçèö³¿ äëÿ 
êë³ºíò³â ç óðàõóâàííÿì ¿õí³õ ïîòðåá òà ïðîáëåì [1, 
5, 8, 9]. Âèíèêàº íåîáõ³äí³ñòü ñèñòåìàòèçàö³¿ âè-
ùå ñêàçàíîãî òà ñõåìàòè÷íî¿ â³çóàë³çàö³¿ àëãîðèò-
ìó ôîðìóâàííÿ ñòðàòåã³¿ STP– ìàðêåòèíãó ó ñôåð³ 
ðèòåéë– ñåðâ³ñó ç óðàõóâàííÿì ïîòðåá ñïîæèâà÷³â.

Ìåòà ñòàòò³. Çä³éñíèòè àíàë³ç òà ñèñòåìàòè-
çàö³þ ³ñíóþ÷èõ ï³äõîä³â ³, íà ö³é îñíîâ³, óäîñêîíà-
ëèòè àëãîðèòì ôîðìóâàííÿ ñòðàòåã³¿ STP– ìàð-
êåòèíãó ñó÷àñíîãî ðèòåéëåðà.

Âèêëàä îñíîâíîãî ìàòåð³àëó. Ñòðàòåã³ÿ 
STP– ìàðêåòèíãó áóëà çàïðîïîíîâàíà Ô. Êîòëå-
ðîì ³ ïåðåäáà÷àº çä³éñíåííÿ òðüîõ ïîñë³äîâíèõ 
åòàï³â: ñåãìåíòóâàííÿ, òàðãåòèíã òà ïîçèö³îíó-
âàííÿ [7, 8]. Ðîçãëÿíåìî êðèòåð³¿ ñåãìåíòóâàííÿ 
³ç âðàõóâàííÿì âèìîã ñó÷àñíîñò³. Äîö³ëüíî ðîç-
áèòè ö³ êðèòåð³¿ íà äâ³ ãðóïè. 

1. Áàçèñí³ õàðàêòåðèñòèêè: â³ê, ñòàòü, ð³âåíü 
äîõîäó, åòàï æèòòºâîãî öèêëó ðîäèíè òîùî. Íà 

îñíîâ³ òàêèõ êðèòåð³¿â ìàðêåòîëîã îòðèìàº ðîç-
ìèòèé ïîðòðåò êë³ºíòà, ÿêèé äàº çàãàëüí³ óÿâ-
ëåííÿ, âò³ì íå äîçâîëÿº ðîçðîáèòè òàðãåòîâà-
íó ö³ííó ïðîïîçèö³þ. Íàïðèêëàä, õàðàêòåðèñòèêà 
çà áàçèñíèìè êðèòåð³ÿìè: æ³íêà, 30 ðîê³â, ñëóæ-
áîâåöü, ð³âåíü äîõîäó – ñåðåäí³é, ìàº äèòèíó äî-
øê³ëüíîãî â³êó. Òàêèõ æ³íîê òèñÿ÷³, ³ ñòèëü æèòòÿ, 
âïîäîáàííÿ, ìîòèâè ïîêóïêè, ïåðåâàãè ùîäî äè-
òÿ÷èõ òîâàð³â òîùî áóäóòü íåîäíàêîâ³. Ïîòð³áíà 
äðóãà ãðóïà êðèòåð³¿â, ùî äîçâîëèòü «ïðîÿâèòè» 
íå÷³òêèé ïîðòðåò, íàäàòè áàðâ, âèä³ëèòè äåòàë³.

2. Ðîçøèðåí³ õàðàêòåðèñòèêè: ñòèëü æèòòÿ, 
óïîäîáàííÿ é õîá³, ìîòèâè äî ïðèäáàííÿ, ðèñè 
õàðàêòåðó, ïñèõîëîã³÷íèé ïîðòðåò òîùî. Ç³áðàâ-
øè é ïðîàíàë³çóâàâøè òàêó ³íôîðìàö³þ, ìàðêå-
òîëîã áà÷èòü á³ëüø äåòàëüíèé ïîðòðåò êë³ºíòà, 
ùî äîçâîëÿº òàðãåòóâàòè ïðîïîçèö³þ òà ¿¿ ïðî-
ñóâàííÿ. Â³äøòîâõóþ÷èñü â³ä ïîïåðåäíüîãî ïðè-
êëàäó, ñòàº çðîçóì³ë³øèì, ÷èì ö³êàâèòüñÿ íàøà 
êë³ºíòêà, ÷è îòðèìóº çàäîâîëåííÿ â³ä ïðîöåñó 
øîï³íãó, ÷è, íàâïàêè, ââàæàº ïîõ³ä äî ìàãàçè-
íó òðàòîþ ÷àñó, îáåðåæíà ÷è ëþáèòü ðèçèêóâà-
òè, ñõèëüíà äî åìîö³é òà ³ìïóëüñèâíèõ ïîêóïîê ³ 
ðåàãóº íà åñòåòèêó ÷è êåðóºòüñÿ ðàö³îíàëüíèìè 
ìîòèâàìè, òÿæ³º äî òîâàðèñòâà, ðîçâàã òà ôë³ðòó 
÷è ä³ì ³ç êîëîì áëèçüêèõ º ¿¿ «ôîðòåöåþ», ÿê, êî-
ëè òà ùî âîíà ñõèëüíà êóïóâàòè, ÷åðåç ÿê³ êàíàëè 
òà ó ÿê³é ôîðì³ ¿é êðàùå îòðèìóâàòè ³íôîðìàö³þ.

Âèêîðèñòîâóþ÷è ñóêóïí³ñòü êðèòåð³¿â, ìàðêåòî-
ëîã ðîçáèâàº ñïîæèâà÷³â íà äåê³ëüêà ñåãìåíò³â 
(êðîê 1 íà ðèñ. 1). Äàë³ çä³éñíþºòüñÿ àíàë³ç ïîð-
òðåò³â öèõ ñåãìåíò³â òà ó ÿêîñò³ ö³ëüîâèõ ñåãìåí-
ò³â îáèðàþòüñÿ íàéá³ëüø ïðèâàáëèâ³ (òàðãåòèíã). 
Çà Ô. Êîòëåðîì â îñíîâ³ òàêîãî âèáîðó ïîâèíí³ 
ëåæàòè ï’ÿòü êðèòåð³¿â: âèì³ðþâàí³ñòü, äîñòàò-
í³ñòü, äîñòóïí³ñòü, îäíîð³äí³ñòü, çä³éñíåíí³ñòü [7].

Íàñòóïíèì êðîêîì (êðîê 3 íà ðèñ. 1) º ôîðìó-
âàííÿ ïðîïîçèö³¿ ö³ííîñò³ äëÿ îáðàíèõ ñåãìåíò³â. 
Âàæëèâî â³äøòîâõóâàòèñü â³ä ñó÷àñíèõ ðåàë³é òà 
ïðîãðåñèâíîãî ìàðêåòèíãîâîãî áà÷åííÿ (êë³ºí-
òîîð³ºíòîâàí³ ìîäåë³ 4 Ñ òà SIVA, ï³äõ³ä ÒÎÑ òî-
ùî) [1, 5, 7]. Â îñíîâ³ ö³ííî¿ ïðîïîçèö³¿ ðèòåéëå-
ðà ìàº ëåæàòè ³äåÿ: óñóíóòè íàéá³ëüø ïðîáëåìí³ 

convenience, price (in terms of value of the solution), atmosphere and, as an auxiliary element to convey 
value to the customer – information. The retailer is positioned on the basis of the generated value. 
Depending on the needs and key issues of the segments, positioning strategies based on convenience, 
price, service or impressions are possible.

Keywords: STP– marketing, retail service, retail marketing, strategic marketing, retailer services, 
retailer positioning strategy, retailer concept.
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òî÷êè, ÿê³ ìàº êë³ºíò ïðè êîíòàêò³ ç ðèòåéë– ñåð-
â³ñîì, ãàðìîí³éíî ïîºäíàòè êîíöåïö³þ ðèòåéëå-
ðà ³ç ñòèëåì æèòòÿ ö³ëüîâèõ ñåãìåíò³â. Ð³øåííÿ 
âàðòî ïðèéìàòè çà íàñòóïíèìè íàïðÿìàìè:

• àñîðòèìåíò: ÿêèé àñîðòèìåíò òîâàð³â ïðîïî-
íóâàòè äî ïðîäàæó. ßêùî éäåòüñÿ ïðî õàð÷îâèé 
ðèòåéë, âàãîìèé âïëèâ íà ö³íí³ñòü ïðîïîçèö³¿ áó-
äå ìàòè ìîæëèâ³ñòü ïðèäáàííÿ âñüîãî íåîáõ³ä-
íîãî íàáîðó òîâàð³â ó îäíîìó ìàãàçèí³. Êð³ì òî-
ãî, çàëåæíî â³ä õàðàêòåðèñòèê ö³ëüîâî¿ àóäèòîð³¿, 
ö³íí³ñòü ìîæóòü ñòàíîâèòè óí³êàëüí³ñòü ïðîäóêò³â 
(íîâàòîðè, ñòàòóñí³ êë³ºíòè, åêñïåðèìåíòàòîðè), 
¿õíÿ åêîëîã³÷í³ñòü (îð³ºíòîâàí³ íà çäîðîâèé ñïî-
ñ³á æèòòÿ), åòè÷í³ñòü òà «êðóåëò³ ôð³» (âåãàíè, âå-
ãåòàð³àíö³), êîøåðí³ ïðîäóêòè, õàëÿëü– ïðîäóêòè 
(åòí³÷í³ ÷èííèêè) òîùî;

• äîñòóï òà çðó÷í³ñòü – ïåðåäáà÷àº íàäàí-
íÿ êë³ºíòàì ìàêñèìàëüíî¿ çðó÷íîñò³ ó ðèòåéë– 
ñåðâ³ñ³ çàëåæíî â³ä ¿õíüî¿ æèòòºâî¿ ñèòóàö³¿. Öå 

ð³øåííÿ ìîæå âêëþ÷àòè òàê³ íàïðÿìè: ì³ñöÿ 
ðîçòàøóâàííÿ ìàãàçèí³â, äîñòóïí³ñòü êë³ºíòàì, 
çîêðåìà, âðàõóâàííÿ ïîíÿòòÿ «åêñòðåìàëü-
íèé êë³ºíò», ÷àñîâà áëèçüê³ñòü äî êë³ºíòà, äî-
ñêîíàëèé ñàéò, çðó÷íà ñèñòåìà çàìîâëåííÿ òà 
äîñòàâêè. Îñòàííº íàáóâàº âñå á³ëüøîãî çíà-
÷åííÿ, àäæå ÷àñòêà îíëàéí– ïðîäàæ³â çðîñòàº, 
ìàòåð³àëüíå ñåðåäîâèùå ðèòåéëåð³â ÷àñòêîâî 
÷è ïîâí³ñòþ çàì³íþºòüñÿ íà â³ðòóàëüíå, ëþäè 
ïðàãíóòü âèâ³ëüíèòè ñâ³é ÷àñ íà õîá³, ñàìîóäî-
ñêîíàëåííÿ, íàâ÷àííÿ, â³äïî÷èíîê òîùî. Çíà-
÷íà ÷àñòêà êë³ºíò³â çãîäíà ïëàòèòè çà äîñòàâêó 
òà çá³ð òîâàð³â â çàì³í íà âèâ³ëüíåíèé ÷àñ;

• ö³íà/ð³øåííÿ – ïåðåäáà÷àº ôîðìóâàííÿ 
åôåêòèâíî¿ ö³íîâî¿ ïîë³òèêè ç óðàõóâàííÿì ö³í-
íîñò³ ð³øåííÿ, ùî ïðîïîíóºòüñÿ (íèçüê³ ö³íè/
ïðèéíÿòíà ÿê³ñòü òà øèðîêèé àñîðòèìåíò; ïðè-
éíÿòí³ ö³íè/âèñîêà çðó÷í³ñòü; âèñîê³ ö³íè/óí³-
êàëüíà ïðîïîçèö³ÿ òà åôåêò âðàæåíü òîùî);

Ðèñóíîê 1. Àëãîðèòì STP–ìàðêåòèíãó ó ñôåð³ ðèòåéëó 
Äæåðåëî: ñêëàäåíî àâòîðàìè çà äæåðåëàìè 1 – 9
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• ³íôîðìàö³ÿ: ó ÿê³é ôîðì³ òà ïî ÿêèõ êàíàëàõ 
êîìóí³êàö³é íàøèì êë³ºíòàì çðó÷íî îòðèìóâàòè 
³íôîðìàö³þ, íàòèâí³ñòü ïîäàííÿ ³íôîðìàö³¿ (ðå-
êëàìè), ¿¿ òàðãåòîâàí³ñòü;

• àòìîñôåðà – øîïô³òò³íã, ð³øåííÿ ùîäî 
ìóëüòèêàíàëüíîãî ñåíñîðíîãî âïëèâó, çîâí³øí³é 
òà âíóòð³øí³é ³ì³äæ, ëþäñüê³ ÷èííèêè òîùî.

Íà îñíîâ³ îïèñàíèõ âèùå åòàï³â ôîðìóºòüñÿ 
ïðîïîçèö³ÿ ö³ííîñò³ òà êîíöåïö³ÿ ðèòåéëåðà, çà 
ÿêîþ ðèòåéëåð ïîçèö³îíóº ñåáå ó ñâ³äîìîñò³ êë³-
ºíò³â. Çà ðåçóëüòàòàìè ñèñòåìàòèçàö³¿ ³ñíóþ÷èõ 
ï³äõîä³â òà ïðàêòèêè ðèòåéë– ñåðâ³ñó, ìîæíà âè-
ä³ëèòè òàê³ âèäè ìàðêåòèíãîâèõ êîíöåïö³é ó ðè-
òåéë– á³çíåñ³ [3, 6]:

1. çðó÷í³ñòü – îäíà ³ç íàéá³ëüø ïðîãðåñèâíèõ 
ñòðàòåã³é ôîðìóâàííÿ ³ì³äæó ðèòåéëåðà. Ïåðåä-
áà÷àº íàäàííÿ ñïîæèâà÷àì ìàêñèìàëüíî¿ çðó÷-
íîñò³ ó ðèòåéë– îáñëóãîâóâàíí³: çðó÷íà íàâ³ãàö³ÿ 
ïî ñàéòó, çðó÷í³ñòü çàìîâëåííÿ, îïåðàòèâí³ñòü 
îáñëóãîâóâàííÿ, ì³í³ì³çàö³ÿ ïîòðåáè çàì³íè òî-
âàðíèõ ïîçèö³é ó çàìîâëåíí³, áàãàòîâàð³àíòí³ñòü 
îïëàòè, ÷àñîâà òà òåðèòîð³àëüíà (ó ô³çè÷íîìó 
ìàãàçèí³) áëèçüê³ñòü äî êë³ºíòà òîùî;

2. ö³íà – ðèòåéëåð ïîçèö³îíóº ñåáå ÿê ìàãàçèí 
íèçüêèõ ö³í. Òàêà ñòðàòåã³ÿ äîö³ëüíà â òîìó âè-
ïàäêó, ÿêùî íèçüêà ö³íà º ö³íí³ñòþ äëÿ ö³ëüîâèõ 
ñåãìåíò³â òà ïîïèò åëàñòè÷íèé çà ö³íîþ. Êð³ì òî-
ãî, ñë³ä âðàõîâóâàòè çàãàëüíó ö³íí³ñòü ïðîïîçèö³¿ 
(êë³ºíò, íåõàé ³ ç íèçüêèì ð³âíåì äîõîäó, íå çàõî-
÷å ¿õàòè ó âàæêî äîñòóïíèé ìàãàçèí òà êóïóâàòè 
òîâàð ñóìí³âíî¿ ÿêîñò³). ßêùî íèçüêà ö³íà ôîð-
ìóºòüñÿ ëèøå çàâäÿêè åôåêòó ìàñøòàáó, òàêà 
êîíêóðåíòíà ïåðåâàãà íå º ñò³éêîþ: ¿¿ çìîæå ñêî-
ï³þâàòè á³ëüø³ñòü ìåðåæåâèõ ðèòåéëåð³â. Âàð-
òî äîáèâàòèñü çíèæåííÿ ö³í é çà ðàõóíîê ñò³éêèõ 
ïåðåâàã (íàïðèêëàä, íàëàãîäæåí³ çâ’ÿçêè ³ç ïî-
ñòà÷àëüíèêàìè, ùî ïðîïîíóþòü òîâàðè õîðîøî¿ 
ÿêîñò³ çà íèçüêîþ ö³íîþ);

3. ñåðâ³ñ: îñíîâíèé àêöåíò ðîáèòüñÿ íà îáñëóãî-
âóâàíí³. Òàêà ñòðàòåã³ÿ îñîáëèâî äîö³ëüíà äëÿ ðè-
òåéëåð³â, ùî ïðîïîíóþòü ñêëàäí³ òåõíîëîã³÷í³ òî-
âàðè, ùîäî ÿêèõ ïîêóïåöü ïîòðåáóº êîíñóëüòàö³é 
òà äîäàòêîâèõ ïîñëóã (äîñòàâêà, ìîíòàæ, âñòàíîâ-
ëåííÿ ïðîãðàìíîãî çàáåçïå÷åííÿ òîùî). Âàæëèâî 
îðãàí³çóâàòè äîñêîíàëèé ïðîöåñ îáñëóãîâóâàííÿ 
âèñîêîêâàë³ô³êîâàíèìè ñïåö³àë³ñòàìè;

4. âðàæåííÿ: ñòâîðåííÿ îñîáëèâî¿ àòìîñôåðè ³ç 
âèêîðèñòàííÿì óñ³õ íîò ÷óòòºâîñò³ êë³ºíòà (ç³ð, ñëóõ, 
äîòèê òîùî), óí³êàëüíèé äèçàéí, ñâ³òëîâ³ òà êîëüî-
ðîâ³ åôåêòè, òåàòðàë³çîâàí³ BTL– àêö³¿ (ïðîìî– øîó, 

ïîï– àï âèñòàâè). Öÿ ñòðàòåã³ÿ ìîæå âèêîðèñòîâó-
âàòèñü áóò³êàìè, ô³ðìîâèìè ìàãàçèíàìè. Âò³ì, âîíà 
íàáóâàº ïðàêòèêè ³ â õàð÷îâîìó ðèòåéë³ (íàïðèêëàä, 
ìåðåæà Ñ³ëüïî ïðîÿâëÿº ñåáå ðîçìà¿òòÿì êîëîðèò-
íèõ äèçàéí³â òà àêöåíòóº íà âðàæåííÿõ).

Íà ïðàêòèö³ êîíöåïö³¿ ìîæóòü ïîºäíóâàòèñü, à ³í-
êîëè ïîºäíàííÿ ¿õí³õ åëåìåíò³â º îáîâ’ÿçêîâèì (òàê, 
àñïåêò çðó÷íîñò³ ïîâèíåí âðàõîâóâàòèñü ïðè áóäü– 
ÿê³é êîíöåïö³¿). Êð³ì òîãî, áóâàþòü âèïàäêè, ùî ðè-
òåéëåð óòðèìóº äåê³ëüêà ñòðàòåã³÷íèõ îäèíèöü á³ç-
íåñó (ìåðåæ ðèòåéëåð³â), îð³ºíòîâàíèõ íà ð³çí³ 
ñåãìåíòè. Â öüîìó âèïàäêó äëÿ êîæíîãî ñåãìåíòó 
ìîæå âèêîðèñòîâóâàòèñü ñâîÿ êîíöåïö³ÿ. 

Âèñíîâêè
Àëãîðèòì STP– ìàðêåòèíãó ðèòåéëåðà ñêëàäà-

ºòüñÿ ³ç òðüîõ êëàñè÷íèõ åëåìåíò³â, ïåðåäáà÷à-
þ÷è ôîðìóâàííÿ ïðîïîçèö³¿ ö³ííîñò³ äëÿ êë³ºíòà. 
Â îñíîâ³ ñåãìåíòóâàííÿ ìàþòü ëåæàòè äâ³ ãðóïè 
êðèòåð³¿â: áàçèñí³ òà ðîçøèðåí³ õàðàêòåðèñòè-
êè. Ïåðø³ ôîðìóþòü óçàãàëüíåíèé ïîðòðåò, äðóã³ 
äîçâîëÿþòü áà÷èòè äåòàë³. ²ç ðîçìà¿òòÿ ñåãìåí-
ò³â ðèòåéëåð îáèðàº íàéá³ëüø ïðèâàáëèâ³, îð³-
ºíòóþ÷èñü íà ï’ÿòü êðèòåð³¿â Êîòëåðà. Äëÿ îáðà-
íèõ ñåãìåíò³â ðîçðîáëÿºòüñÿ ïðîïîçèö³ÿ ö³ííîñò³ 
çà òàêèìè íàïðÿìàìè ÿê àñîðòèìåíò, äîñòóï òà 
çðó÷í³ñòü, ö³íà, ³íôîðìàö³ÿ òà àòìîñôåðà. ðîç-
ðîáëÿºòüñÿ êîíöåïö³ÿ ðèòåéëåðà ³ç âðàõóâàííÿì 
æèòòºâî¿ ñèòóàö³¿ êë³ºíò³â, ¿õí³õ ïðîáëåìíèõ òî÷îê 
òà êëþ÷îâèõ ïîòðåá. Êëþ÷îâèìè õàðàêòåðèñòè-
êàìè êîíöåïö³é ìîæóòü áóòè çðó÷í³ñòü, ö³íà, ñåð-
â³ñ òà âðàæåííÿ, ìîæëèâå é ïîºäíàííÿ äåê³ëüêîõ 
õàðàêòåðèñòèê. Íàéãîëîâí³øèì ÷èííèêîì óñï³õó 
º çàêëàäåííÿ â áàçèñ êîíöåïö³¿ êëþ÷îâèõ ïîòðåá 
îáðàíîãî ñåãìåíòó (³â) òà óñóíåííÿ íàéãîñòð³øèõ 
ïðîáëåì ó çä³éñíåíí³ ïîêóïîê.
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