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KoH' IOHKTypa CcNoKMBYOro pUHKY peKJaMH B YKpaiHi

AHomayia. Y cmammi euceimsieHo cymHicmb pekAaMHO20 puHKYy YkpaiHu, docaidiceHo ocobsaugocmi iiozo
¢yHkyioHysanHs. IlposedeHo aHa.i3 puHKYy pekjaamu YkpaiHu 3a 00noMozol0 cmamucmuyvHux Memodie. BukoHaHo
cmpykmypHuli ma JuHaMivYHUl aHAAi3 OCHOBHUX NOKA3HUKI@ PEKAAMHO20 PUHKY 3a OCMAHHI CiM pOKI8; aHA/I3 KAIO408UX
eseMeHmi8 peKJAaMHO020 PUHKY md iX po3sUmoK 3a OCMAaHHI poKu. YcmaHoe/eHo npobaeMu po38UMKY PEKAAMHO20 PUHKY
Ykpainu ma Ka0408i YUHHUKU, WO 8NAUBAIOMb HA HbO20, 3ANPONOHOBAHO HANPAMU PO38’A3aHHSA YuX npobaem. Takoxc 6yau
nocmassieHi ma 8UKOHAHI HACMYNHI 3adayi: po32AssHymu coyiaabHO-eKOHOMIYHY CYMHICMb PeKAAMHO20 pUHY Ma 8udu peKaamu
Ha puHKy; docaidumu npobsemu ma nepcnekmueu po3gUMKY Ha PEKJAAMHOMY PUHKY. 3anpOnoHO8AHO HANPAMU NOKPAWEHHS
pobomu Ha peKAAMHOMY PUHKY.
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Advertising Consumer Market in Ukraine

Abstract. Introduction. The essence of Ukrainian advertising market is defined in this article, and its peculiarities of
functioning are investigated too. The analysis of Ukrainian advertising market is made by using of statistical methods. Structural
and dynamic analysis of basic indicators of advertising market for the last seven years is carried out. Measures for developing and
improving of advertising market are suggested. The analysis of main elements of advertising market is made, and its development
for last years is considered too.

Purpose. The most promising types of advertising, which are developing and according to forecast for the next years will
develop, are revealed and described. Development problems of Ukrainian advertising market and factors, which influence it, are
contemplated, also the ways of solving these problems are suggested. With each passing day more and more production of goods
and services is developing, the market is getting bigger and the saturation of the market is also increasing. Entrepreneurs and
manufacturers face the problem of promoting and selling their goods. At this stage, advertising is of great importance. Advertising
is a dynamic and rapidly evolving field of human activity.

Results. As a result of the analysis of the advertising market of Ukraine, we can conclude that advertising is an industry
that has not yet been fully explored in Ukraine and in need of continuous improvement. In the modern world, it has become an
integral part of any business activity, since the market is very quickly saturated with goods and services. The flexibility of
advertising allows you to reach a growing segment of consumers with different needs. However, there are problems that prevent
advertisements from developing at the same rate as abroad. The biggest problem is the lack of funding for the advertising market,
as well as the very high advertising distribution costs. Also important is the fact that in Ukraine it is quite difficult to get a good
education in the field of advertising, and good professionals find work abroad. Therefore, for the development of the advertising
market, you must pay attention to these problems and solve them.

Conclusion. Advertising is very diverse and has a different nature, but everything related to advertising can be combined
under one concept as the advertising market. The purpose of the work is to determine the advertising market, its main
characteristics and types, analysis of the Ukrainian advertising market and possible forecasts for the future.
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MoctaHoBKa Npobaemu. 3 KOXKHUM AHEM Bce bifblie i  BEAMKOrO 3HayeHHA HabyBae peknama — AMHaMiyHa
6inbwe HabyBae pPO3BMTKY BMPOOHMUTBO TOBapiB Ta  cdepa N0 ACbKOT AIANBHOCTI, [T1Te} LWBWUAKO
NOCAYr, PUHOK CTA€E BiNbLUMM, HACUYEHICTb PUHKY 3POCTAE.  TPAHCHOPMYETbCA. 3  KOXHMM POKOM Bce binbwe
Mepepq nignpuemuamm i BUpobHMKammM noctae npobsema  NiANPUEMLi IHBECTYIOTb Y PEKAaMy CBOro MPOAYKTY UM
NPOCYBaHHA Ta NPOAaXKy CBOro ToBapy. Ha gaHomy eTani  nocayrn, TOMY TONOBHMM MNUTAaHHAM  3a/MLLAETHCA
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edEeKTUBHICTb peKNaMn Ta AO0CAIAKEHHA Ti noTeHuiany i
PO3BUTKY.

AHani3 ocTaHHiX gocnigKeHb i nybaikauin. Haykoso-
MeToA0N0riYHYy 633y 3 NUTaHb AOCAIAKEHHA PEKAAMHOIO
PUHKY YKpaiHM cKiagaloTb pobOTM TaKMX BYEHMX, fAK
J1. NoknoHcbKa, A. PomaHoBa, T.[lnyweHko, H. Kocap,

K. boHgapeHko, B. KapcekiH, H.Bopobiiosa, C. CeH-
LeLubKa.
MeTta crTatTi nonsrae y AOCAIAMKEHHI couianbHO-

€KOHOMIYHOI CYTHOCTI peKnamm Ta PEeKNaMHOro PUHKY,
QHaNI3i CTPYKTYPU BITYN3HAHOIO PUHKY Y PO3Pi3i OCHOBHMX
CErMEHTIB CMOXKMBYOI PeKNaMK, BU3HaYeHHi npobiemu,
TEHAEHUii Ta nNepcnekTMBM  PO3BUTKY  Cy4acHOro
peKNamHoOro puHKy YkpaiHu.

Buknap, OCHOBHOro martepiany  AoOCHiAXKeHHA.
PeknamHuit pPUHOK — Le CYKYMHICTb YMHHMX Ta
NOTEHLIMHMX  CMOXMBAYiB  peKNaMM  3i  CXOXMMU

notpebamm CTOCOBHO KOHKPETHOro TOBapy 4v MOCAYrH,
AKi XO4YyTb Ta MOXYTb iX KynuTWU. |HWMMKW CAOBamu Le
cucTeEMa EKOHOMIYHMX 3B'A3KIB MiK BUPOOHMKamu i

OOH Media

peknama y npeci
9%

peknamay
KiHOTeaTpax
0%

IHTepHeT
15%

pagio peknama
3%

CMOXKMBaAYaMM PEKNAMM Ta ycepeamHi rpyn BUPOOHUKIB i
cnoxkueadie. Mpyn LbOMYy OCHOBHOW ¢GoOpMO0 3B'A3KIB
nepworo TWNy € KyniBAA-npogax, a Apyroro -—
KOHKypeHLUis [1].

PeknaMHWiA PUHOK Aye BEMKUIA i NoAinAeTbcA Ha
BEJIMKY KiNbKiCTb BUAIB, fAKi, Y CBOK 4Yepry, MOXHa
pO3NOAiNINTM  Ha  AEKiZIbKa  OCHOBHUX  CErMeHTiB:
Tenesi3iHa peknama, pagio peknama, IHTepHeT, peknama
Y KiHOTeaTpax, peknama y npeci Ta OOH Media (peknama
«Out-of-Home», T06TO 3acobu  PO3NOBCIOANKEHHA
peKknamu nosa AOMOM (peknamHui Hagnucu, 6in-6opan
Towo) [3].

Ha KiHeup 2018 p. Hanbinbw pPoO3NOBCIOAKEHOI €
peknama Ha TenebauyeHHi, ane Bce 6iNbWOro Po3BUTKY
HabyBae peknama B IHTepHeTi, xoua peknama OOH Media
TeX 3alMa€ 3HaYHe Micue Ha peKNnamHOMY PUHKY. Xo4va 3a
OCTaHHIMM NOKa3HMKaMM CUNbHO 3HU3MNACk YacTKa pasio
PEKNAMM Ha PUHKY, LLO MOB’A3aHO 3 TUM, LLO 3 KOXHUM
POKOM BCE MEHLLE i MEeHLLE N0AEeN CNyXatoTb pasio.

TenesisinHa
peknama
53%

PucyHok 1 — CTpyKTypa peknamHoro puHKy YKpaiHu Ha KiHeub 2018 poky, %

Lmwepeno: [1]

Cnocrepiraetbca TeHAeHUis A0 36inblueHHA IHTepHeT
peKknaMm BHaCNiLOK 3MEHLIEHHA peKkfamu y npeci Ta
30BHILWHbOI PEKNAMM, XO4Ya YACTKa 30BHILHbOI peKiamm
Ha KiHeub 2018 p. cknana maimke 20%. XapaKTepHoto
TEHOEHLE0 PEeKNaMHOro PUHKY YKpaiHW € 3pOCTaHHA
UMbpPOBUX  OrosiIoWeHb, AKI  BK/IOYAlOTb  OH-aMH
KOMN'toTepHi 1 MOBiNbHI oronoweHHs [6].

Peknama Ha TenebayeHHi He BTpa4yae CBOro 3Ha4YeHHA
i 3 KOXHUM poKOM 36inbllUye CBOI MOKa3HUKM B TOW Yac,

KON pajio peknama Ta peknama y KiHoTeaTpax 3a Becb
pO3rNAHYTU  nepiog, MaliKe He 3MiHMNA  CBOIX
NOKa3HMKIB. 3BepTatoum yBary Ha Te, Wwo obcAar BUTPaT Ha
PEKNAMHOMY PUHKY 3HaYHO 36iNbLIMBCA B OCTAHHI POKM,
TO TaKa TeHAeHLUis cTabinbHOCTI AaHUX BUAIB peKnamu
BKa3y€ Ha 3MEHLEHHA iX 3HAaYEeHHA Ha 3araJibHOMYy PUHKY
peknamu. 1o TOro X 3a OCTaHHi POKWN CUBbHO 3HU3UIUCH
NOKa3HMKW PeKNaMM y NpPeCi i CNOCTepiraeTbca TeHAEHLIA
00 IX 3HUKEHHSA Y MalnbyTHbOMY.
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Lwepeno: [3; 4]

Kntouosi enemeHTH IHTEPHET PUHKY YKPATHM NPOTArom
OCTaHHiX 10 poKiB nNepmaHeHTHO BAOCKOHANKOOTb
niaxoau Ao BUMiptoBaHHA 06cary puHKY. NMoTouyHMI niaxia,
BMKOPUCTOBYE MiXXHapOAHY Knacuodikauito 3rigHo iab, a
TAKOX BPaAxXOBYE AaHi TPeTiX CTOPiH ANA OLUIHKU paHiwe
HEBUAMMMX i HEBUMIPHUX KaTeropin peknamu Google i
Facebook [5].

Cepes TeHAEHUiW, SAKi  BM3HaAYyalOTb 3MiHM  Ha
peKnamHoOMy PUHKY OCTaHHIX pOKiB, — aKTuBi3auia
peKknamm B COLja/IbHUX MepeXKaX, OCKi/IbKM came
couianbHi mepexi, Ha BigMiHy Big Mmepia-cepenoBulua,
CTaloTb BCe 6ifblW NpUBabANBMMU 15 PEKNAMOLABL,IB TA
MatoTb MOTYXKHY 6a3y AaHUX NPO CBOiX KOPWUCTYBaYiB, LLO
3abe3neyye MOXKIUBICTb OXOMUTU BEINKY ayaUTOPItO.
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PUHOK peknamm AMHaAMIYHUM | NOCTIMHO 3MIHIOETBLCA: 3
2013 no 2015 pp., NOKa3HMKK 0bCAry pUHKY peknammu
3HAYHO 3HU3WMAUCH, OCKIIbKM Ha Ll nepios npunagae
€KOHOMIYHa Kpu3a Ha YkKpaiHi. MNoumHatoum 3 2015 p.,
obcAr puHKY peknamu MovyaB 3pocTaT, WO i
cnoctepiraetbca Ao 2018 poky. Y Tabauui npeacTtasneHi
AaHi woao obcary BUTpPaT Ha peknaMHOMY PUHKY YKpaiHu
y nepioa 2013-2018 poku [2].

Po3rnagatoum guHamiKy 3miH BUTPAT Ha peKnamHoMy
PUHKY 3a nepiog 3 2013 no 2018 piK, MOXHa CKaszaTw, LWo
cnocTepiranacb TeHAeHUiA oo cnaay y 2014 ta 2015 pp.,
ane noTiMm uA TeHAEHUiA 3MiHWNAcb y NPOTUNENKHY
CTOPOHY, NounHaroum 3 2016 poky. Mpupict obcAry BuTpaT
Bupic y 2018 p. Ha 54 % y nopiBHAHHI 3 2013 pokom
(puc. 3).

Temn pocrty, %

180
160
140
120
100
80
60
40
20

2016 2017

Pokun

—@— Temn pocty

PucyHok 3 — AMHamiKa 3miHK 06cary BUTPAT Ha peKnamHOMY PUHKY 3a nepiog 2013-2018 pp., MAH rpH

Lcepeno: [3; 4]
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Ha paHomy eTani cBOro po3BUTKY PEKAAMHUIA PUHOK
BIOKPUTUI A0 EKCNEPUMEHTIB Ta NOABM HOBUX EIEMEHTIB.
3apa3 BiH Ma€e AyXKe CWIbHUI BNAMB 3i CTOPOHMU
coujanbHOro cepefoBulla. BapTo 3a3HauwMTH, WO Ha
PO3BMTOK PEKNAMHOIO PWMHKY e BMAWBAE HEOOCTATHE
¢iHaHCyBaHHA, WO 3aTpMMye MOro po3BUTOK. [nA
NoKpaleHHA poboTM Ha PWMHKY peknamu HeobxigHo
3a4iATM HAcTynHi 3axopgu: 36inbweHHA ¢iHaHCyBaHHA
PUHKY; 3MEHLIEHHA BapTOCTi Ha PO3MOBCHOAMKEHHA
peKkaaMu; NOKpaLLeHHA OCBITU y chepi peknamu.

BUCHOBKM. Y pe3ynbTaTti NpoBeAeHOro aHanisy puHKy

peknama € TiEl ranyssio, fKa noTpebye nocTiiHOro
YAOCKOHaNeHHA. Y cyyYyacHOmy CBiTi BOHa CcTana
HEOAMIHHOI  YaCTUHOW  bByab-AKOi  rocnogapcbKoi
AiANbHOCTI, OCKINbKM PUHOK AyKe LWBUAKO HACUMYYETbCA
TOBapamu Ta nocayramu. MHYYKiCTb peknamu [03BONAE
oxonuTn Bce Binblui CErMEHTU CMOXKMBaYiB, WO MalTb
pi3Hi noTpebu. MpoTe icHytOTb Npobaemu, LWLO 3aBaXKatoTb
peKknami po3BMBaTMCA 3 TIEHO K LWBWAKICTIO, WO M 3a
KopAoHoMm. Haibinbwot npobnremoto € HeAoCTaTHE
¢diHaHCYBaHHA PEKNAMHOIO PUMHKY, @ TAKOX [y*Ke BUCOKI
LiHX Ha PO3NOBCIOAXKEHHA PEKTAMU.

peknamu  YKpaiHM MOXKHa 3pobutn

BMCHOBOK, LIO
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