5. Bo3zneiicTBue Ha moTpeOuTeNs yCIyr YCIOBHM UX MperocTaBlie-
HUSI — BPEMEHHBIX, CAHUTAPHO-TUTUEHUYECKUX, STHUIECKHX, TICHXO-
JOTMYECKHX U Ap. — KaK BaKHEHIINX CBOWCTB MOTPEOICHNUS YCIIyTH.

6. O600meHHbIl XapakTep YPGHEKTUBHOCTH YCIYTH, O0BEIUHSIO-
M Ka4eCTBO YCIIyTH, KAYECTBO €€ MPEAOCTABJICHUS U KAa4eCTBO €€
BOCIPUATHS.

7. Paznuuus B TIOBEIEHUM TOTPEOUTENEH YCIyT, B 3aBUCHMOCTH
OT JINYHBIX UEHHOCTEW, 3HAHUM, CTUJIIS )KU3HU.

8. HeB03MOXHOCTD MaTepHaIbHOI (POPMBI TPEICTABICHUS YCIYTH
U, COOTBETCTBEHHO, €€ XPAHEHUS U TPAHCTIOPTHPOBKHU.

B ¢dopmupoBannn mHTErpasbHOrO KayecTBa yCIyTH MPUHUMAIOT
ydJacTHe, Ha Halll B3TJISL, TPH Ipoliecca:

— mporuecc GOpMUPOBAHUS YCIIYTH;

— TPOIIECC MPEIOCTABICHUS YCIYTH;

— TMIPOLIECC BOCIIPHUITUS yCITyTH.

Takum 00pa3oM, COBOKYITHOCTh MapaMETPOB KadecTBa YCIyTd
MHOTOMEpHA, a €€ KOJIMYECTBEHHAas OIIEHKa HE BCETJa OYeBHIHA U
4acTO HaxoAHWTca B cepe WHAMBHUIYATHHOTO YMOIMOHAILHOTO BOC-
NPUSTHS U CPABHEHUS C 0)KUJIAHUSMU ITOTPEOUTES.

Zhurilo Viktoriya,
NTUU «KPl»

RISKS IN HIGH TECHNOLOGY MARKETING

High technology companies have wide experience in the field of
technological development that allows them to achieve a high level of
technological advance. However, the technological development is
not sufficient for the market success. Effective marketing is required
to transform technological advances into competitive advantages. Last
time the importance of marketing in high-tech industries significantly
increased. Many foreign researchers today are specialized in high
technology marketing. Unfortunately only a few researchers in
Ukraine give attention to this problem. But all of them assert that the
marketing of high-tech products differs significantly from the low-
technology products marketing. These differences can be explained by
rapidly changing nature of this products and their markets as a result
of frequent product improvements, major technological breakthroughs
and so on. So it is difficult to analyze technological future and predict
changes of whole market for high-tech companies.

Research, development and production of high technology prod-
ucts contain severe risk elements. The application of high technology
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to new products constitutes a measurable risk. The considerable risk
exists in determining the target dates for the new technology to leave
scientific research department. There is another risk in setting up tar-
get dates for the practical application of new technology. And there is
a risk of impossibility to set up reasonable target dates. Traditionally
risk in the high technology business environment is associated with
the premature application of new technology or its misapplication to
an operational problem. Effective marketing is essential to reduce this
high level risk.

Marketing researches will essentially allow to lower risk
connected with practical occurrence of high technology on the
market as well as the risk of its fast aging. Simply the development
of marketing strategies will guarantee the acceptance of high-tech
products by the market. Therefore to become more competitive high
technology companies have to manage risks with the help of
marketing programs.

U. B. 3abniodckas, kaHO. 3KOH. Hayk, Oou.,
B. . MayeHko,
BocmoyHoykpauHcKul HayuoHarnbHbIl yHugepcumem, 2. JlyzaHck

SWOT-AHAJIN3 MAPKETHUHI'OBLIX
BO3MOKHOCTEU JIYI'TAHCKOHA
OAPMAIEBTUYECKOU ®ABPUKH

[Mon MapKeTHHrOBHIMH BO3MOXKHOCTSIMH TOHHUMAETCSl TPHUBIICKA-
TEJIbHBIC HANPABJICHHUSI MAPKCTUHTOBBIX YCHIMHA MPEANPUITHS, HA KO-
TOPBIX OHO MOXET JOOHMTHCS KOHKYPEHTHBIX IMpeumymiecTB. Jis ux
ornpezaeneHus T0BOJIbHO MHPOKO npuMensercs metogq SWOT.

Ha ocnoBanum npoBeaeHHoro mis Jlyranckoi ¢apManeBTHIecKon
¢abpukun SWOT-ananuza (puc.) BO3MOXKEH BBIOOp MapKETHHIOBOM
CTpaTernu — CTpaTeruu AUQQGEpeHITHAIH 32 CUeT 00CCIICUYCHHSI BbI-
COKOro KayecTBa (papMaleBTHUECKOW MPOIYKIWHU, BHEAPEHUS CMe-
IIAHHBIX KaHAJIOB COBITA W CO3JaHMS TO3UTHBHOTO MMHUKa JlyraH-
cKoii (hapmarieBTHYECKOH (adpuke.
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