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CiBak M.A. IloBeniHka cmo:kuBa4viB, il 0COOJMBOCTI Ta 3HAYEeHHS IJIs
MapKeTHHIOBOI AisVIbHOCTI MiIMPUEMCTBA

KBamidikamiitna poboTa TpUCBAYEHA JOCTIIHKCHHIO CIIOKUBYOI TOBEHIHKHA Yy
chepi OmaromiiHOCTI Ta 1i BIUIMBY Ha (GOpMyBaHHS €QPEKTUBHOI MapKETUHTOBOI
JiSUTBHOCT1 HeMPUOYTKOBO1 opranizatii Ha npukiani bO «b® Pimrydi cepis».

Y po6oTi 37iiicHEHO aHalli3 MOBEAIHKOBUX MOJENEH OJep)KyBadiB JIOTIOMOTH,
BOJIOHTEPIB 1 JIOHOPIB, PO3KPUTO KIIOYOBI MOTHBAIlIIiHI YMHHUKH, II0 BHU3HAYAIOThH
B3aeMOi0 3 (OHIOM, 1IEHTU(PIKOBAHO OCHOBHI cermMeHTH ayaurtopii. [IpoBemeHO
SWOT-anani3 opranizaiii, oiiHeHO HU(POBY AKTUBHICTh CIIOXKUBayiB Ta PIBEHb iX
E€MOIIIHHOTO 3aJTy4YCHHS Yepe3 COIllabHI MEPEexKi.

OCHOBHUM pe3yJbTaTOM JOCHIKEHHSI € pO3poOKa eMOlIiHO-HapaTUBHOT
MapKeTHHTOBOI ~ CcTpaTerii, 1o 0a3yeTbcsi Ha  BHKOPHCTaHHI  CTOPITEJIHTY,
MEPCOHAJII30BAHMX KOMYHIKAII 1 1HTEPaKTUBHOIO KOHTEHTY. Tako 3amporoHOBaHO
NOCWINTH JI1JIKUTAI-NPUCYTHICTh OpraHi3alli, BOPOBAJAUTH CHUCTEMHY pPOOOTY 3
ayIUTOPIEIO Yepe3 CollianbH1 MIaTGOPMHU Ta ONITUMI3YBAaTH KaHAIU 3BOPOTHOIO 3B A3KY.
3anmponoHOBaH1 3aX0Jy CHPSIMOBaHI Ha MIJBUIICHHS JOBIpU, 3MIIIHEHHS €MOIIHOTO
3B’13Ky 3 OeHedimiapamu Ta 3a0€3ME4eHHs] CTAOLIBLHOTO PO3BUTKY (POHIY B yMOBax
JTUHAMIYHOTO COILIaJbHOTO CEPETOBHIIA.

Kuarw4yoBi cjioBa: TmoBediHKAa CHOXHUBAYiB, OJaroJiMHICTh, MapKETUHTOBA
JISUTBHICTB, EMOIIIHA CTPATET1sl, COLIAIbHI MEPEXKI, IIIJTLOBA ayAUTOPIsl.

SUMMARY

Sivak M.A. Consumer behavior, its features and significance for the
marketing activities of the enterprise

The qualification work is devoted to the study of consumer behavior in the field of
charity and its influence on the formation of effective marketing activities of a non-profit
organization using the example of the NGO "Decisive Hearts Foundation".

The work analyzes the behavioral models of aid recipients, volunteers and donors,
reveals key motivational factors that determine interaction with the foundation, identifies
the main segments of the audience. A SWOT analysis of the organization is conducted,
the digital activity of consumers and the level of their emotional involvement through
social networks are assessed.

The main result of the study is the development of an emotional-narrative
marketing strategy based on the use of storytelling, personalized communications and
interactive content. It is also proposed to strengthen the digital presence of the
organization, implement systematic work with the audience through social platforms and
optimize feedback channels. The proposed measures are aimed at increasing trust,
strengthening the emotional connection with beneficiaries and ensuring the stable
development of the fund in a dynamic social environment.

Keywords: consumer behavior, charity, marketing activities, emotional strategy,
social networks, target audience.
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