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OOUEHT Kadhepyt EKOHOMIYHOT
KiGEpPHETUKN Ta MapPKETUHTY

KuiBCbKUiA HaLiOHa/IbHUIA YHIBEPCUTETY
TEXHOOrili Ta An3anHy

Y cmammi po3asisiHymo 0cob/iuBocmi po3su-
mKy ma hyHKYiOHyBaHHSI COYia/IbHOI Mepexi
TikTok y cyyacHux ymosax. BusHayeHo crieyu-
cbiky chopmyBaHHsI BIOEOKOHMEHMY, WO pPO3-
MiljyemsCsi Ha YbOMy cepsici. Poskpumo oco-
6/1uBoCMI BrAUBY IHHOBAUIUHUX mexHo/0ailt Ha
KOHKYpeHmy 60pomb6y KomraHili 8 OH/1alH-
cepedosulyi. OKpecsieHo nepedymosu  Momny-
ngpHocmi niamagbopmu TIKTOK y pisHUX KpaiHax
csimy. BusHa4yeHO KOHKypeHmHI ro3uyii TikTok
ceped coyiasibHUX MePEeX, sk rorny/spHi ceped
aKmusHux Kopucmysadig  IHmepHemy. [lpo-

aHasli308aHoO K/I0HOBI pucu Yiyibosoi ayoumopii

yiei coyjiasibHOI Mepexi ma BCMaHoB/IeHO, WO
OCHOBHY YacmuHy KopuCmysa4ig CmaHoB/IsiMb
npedcmasHUKU  MOKOAiHHA Z.  BcmaHosrieHo
OCHOBHI 2pynu Kopucmysadig 3a IHmepecamu:
opieHmayisi Ha CMBOPEHHST BIOEOPO/IUKIB Mma
repea/isid po3miujysaHo20 KoHmeHmy. ObipyH-
mosaHO MoXJ/IuBoCMI  BukopucmarHsi  TikTok

Y npoyeci rpocysaHHs memamuy4HoI Mpooykyir

npedcmasHUKaM MOKOHHST Z. BUOKPEM/IEHO

OCHOBHI €r1oco6u, 3a 00MOMO20I0 SIKUX KOMITaHii

Matomb MOX/IUBICMb rpodasamu MPooyKYito Ha
puHKy TikTok.

KntouoBi cnosa: TikTok-MapkemuHe, Bi0e0KOH-
meHm, KOHKYPeHUsi, coyiasibHi Media, Yinbosa
ayoumopisi.

B cmambe paccMompeHbl 0CobeHHoCmuU pas-
BUMUST U ghyHKYUOHUPOBAHUSI coyuasibHoli cemu
TikTok 8 cospemeHHbIx ycriosusix. OnpedesieHa
crieyucpuka ¢hopMuposaHusi BUOEOKOHMEHMA,
pasmewjaemo20 Ha OaHHOM cepsuce. Pac-
KpbIMbl OCOGEHHOCMU B/USIHUS  UHHOBAUUOH-
HbIX MexHosoaull Ha KOHKYPEHMHY0 60pb6y
KommnaHuli 8 oH/1aliH-cpede. OnpedesieHbl npeo-
rockl/KU - fomysspHoemu  naamagpopmsl TikTok
B PasHbIX cmpaHax mupa. OrnpedesieHb! KOHKY-
peHmHbie nosuyuu TIkTok cpedu coyuasibHbIX
cemell, KOmopble Morny/IsiPHbI CPeOU aKMUBHBIX
nosib3ogamenel ViHmepHema. [MpoaHasiuupo-
BaHbl K/I04eBble Yepmbl yesnesol ayoumopuu
amoli coyuasibHoOU cemu U ycmaHOB/IEHO, Ymo
OCHOBHY!0 Yacmb ro/lb308amesieli cocmas/istom
rpedcmasumesiu MokosieHus1 Z. YcmaHosa/eHb!
OCHOBHble 2pynnbl ro/b308amesiell o uHme-
pecam: opueHmayusi Ha co3daHue BUOeOpPO/IU-
KOB U MpoCMomp pasmeujaeMo20 KOHMeHMma.
O60CHOBaHbI  BO3MOXHOCMU  UCIO/Ib308aHUST
TikTok 8 npoyecce MpPoAdBLXXeHUsI meMamuye-
ckoli npodykyuu rpedcmasumersisiM MoKosIeHus1
Z. BbiOesieHbl 0CHOBHbIE CroCcO6bI, C MOMOWbIO
KOMOpbIX KOMMaHUU UMErM BO3MOXHOCMb 1PO-
0asamb nPOOyKYUK Ha pbiHke TIKTok.
KnioueBble cnoBa: TikTok-mapkemuHe, sude-
OKOHMEHM, KOHKYPEeHUUS, coyuasibHble Meoua,
yesesasi ayoumopus.

The article discusses the features of development and functioning of the TikTok social network in the present conditions. The specificity of the formation of
video content placed on this service is determined. The features of the innovative technologies impact on the competitive struggle of companies in the online
environment are revealed. Competition on a constant basis leads to the introduction of advanced technologies to ensure the company relevant positions in
the market and maintain a sufficient level of loyalty to the target audience. Important in this case are the key digital marketing tools that allow company to
stay in close touch with a diverse group of leads through the use of multiple channels of communication. The prerequisites for the popularity of the TikTok
platform in different countries are outlined. In the article identified TikTok's competitive position among social networks, which are popular with active Inter-
net users. The key features of the target audience of this social network are analyzed and it is established that the majority of users are representatives of
Generation Z. The main interest groups of users are determined. orientation to creating videos and watching the content. The possibilities of using TikTok
in the process of promotion of thematic products to representatives of Ggeneration Z are substantiated. The basic ways by which companies have the
opportunity to sell products in the TikTok market are distinguished. In a competitive environment, companies try to combine these methods to increase
their target audience and maximize their conversion rate. The optimal ratio depends on the specificity of the company, product characteristics and features
of potential customers, since Generation Z can be segmented by different socio-demographic characteristics. The advantage of using TikTok is the ability
to reach the top of the company by creating up-to-date video content that can exceed the large number of service users over a short period of time. In this
case, the cost of content may be very low, but it will provide a high level of popularity, that is, the network ensures the functioning of the «social elevator».

Key words: TikTok-marketing, video content, competition, social media, target audience.

MocTaHoBKa Npo6nemu. PyHKLIOHYBaHHS KOMMNa-
Hil B ymMOBax UMppoBi3aLii K/1lo40BMX NPoLeciB npu-
BOAWTb [0 HeOoOXiAHOCTI BpaxyBaHHs IHHOBaLiHWX
TEXHO/OrI y NpoLeci Noby0BM MapKETUHIOBUX CTpa-
Terin. KoHKypeHTHa 60poTbba Ha MOCTIiliHIl OCHOBI
NPVBOAUTL A0 3anpoBapKeHHSA NepesoBux TEXHOO-
rii gnsa 3a6esnevyeHHs KOMMaHii BignoBiAHMX NO3WLINA
Ha pUHKY Ta MiATPYMKM OCTATHLOTO PiBHSA JIOS/IbHOCTI
LiIbOBOI ayauTopii. BanneBe 3HAYEHHS Y LibOMY pasi
BifjirpatoTb OCHOBHI IHCTPYMEHTU LMIPOBOro Mapke-
TUHTY, SIKi 4al0Tb 3MOrY 3aB/AKN BUKOPUCTAHHSA Pi3HO-
MaHITHUX KaHauliB KOMYHiKaUiid NigTpuMyBaTtu TiCHUIA
3B’A130K i3 PI3HOMAHITHUMW Fpynammn NOTEeHLAHNX K/li-
EHTIB. Y CcydacHMX ymoBax KOMMNaHii NpuainsTb 3Ha-
YHy yBary peaviisauii KOMMIEKCHUX MapKETUHIOBUX
cTpaTeriii y couiasibHUX Mepexax, SKKUMU KOpPUCTY-
€TbCA 3HaYHa Ki/IbKICTb KOPUCTYBa4iB Mepexi IHTep-
HeT. He3Baxaroun Ha BiHOCHY MOOAICTb OCHOBHUX
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IHCTPYMEHTIB LMJPOBOro MapKeTUHry, B TOMY YuCHi
n SMM, NOCTIlHO 3'ABMAKTLCSA IHHOBALIMHI Nigxoau,
SKi BNPOAOBX HETPMBAsIOro nepiofy yacy 3anyvarTb
3HAYHY KiNbKiCTb NPUXUAbLHUKIB [1; 2]. Chig BigMITUTHK,
L0 € Be/MKa KiSbKICTb CoLja/ibHUX Mefia, WO Xapak-
TEPU3YTLCA 0COOMBOCTAMU PO3MILLEHHSA KOHTEHTY
(ayniomarepiasiv, BIAEOKOHTEHT, TEKCTOBI Marepianu,
hoTorpacpii  Towo) Ta BIANOBIAHO KOMYHIKaLiE
MDK NiANUCHUKaMM KOHKPETHOI Mepexi. Mopsag, i3 umm
BaXK/IMBMMM XapakTepucTikamu ayamTopii € cTaTteBo-
BiKOBa NPUHAJIEXHICTb, BpaxyBaHHS SKOI € npioputeT-
HUM 3aBAaHHSAM MapKETO/0rB KOMMaHiin. TapretuHr
[ae MOXNMBICTb Hajasatu iHdhopmaLilo npo npo-
OYKLI0 UibOoBIA ayanTopii, ika NOTEHUINHO 3aLlikaB-
NleHa y neBHUX ToBapax abo nocnyrax. 34e6i/1bLworo
KOMMaHii OPIEHTYHOTLCS Ha CNOXMBaYiB Y Bilj CTapLue
18 pokiB, MpocyBarun ToBapu Ta NOCAyrn Yepes Bif-
NOBIgHI KaHa/M UMPOBOro MapKeTUHTY, OCKIfbKK
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3a3HayeHi kareropii xapakrepusyrTbCs NaaTrocnpo-
MOXHVMM MOMUTOM. 3a3HauyeHy KOHUenuito 6peHan
peanioBylOTb | ANA ToBapiB, WO MNpuU3Ha4YeHi ansd
AiTein Ta nigniTkiB, OCKINbKA nepegbdadyacTbca npu-
[6aHHA 3a3Ha4YeHNX NPOAYKTIB 0c06amMu Y BiLj cTapLue
18 pokiB 418 MONOALMX BIKOBUX rpyn, Hanpuknag, sk
nogapyHkis. MpoTe 3a3HayveHuiA nigxig KomnaHii 3my-
LLEHi nepernsgatv y 3B's3Ky 3 HEOOXIAHICTIO aganTa-
Uil 3 HasdABHMMUK HaTenep O6’eKTUBHUMU hakTopamu.
3 ofHOro 60Ky, NOKOMIHHA Z BYMTLCA MOHETU3YBaTU
B/IACHI BMIHHSA Ta HaBUYKW, 3ap0obnsaoumM BignoBigHNM
YMHOM TPOLLi, & TakoX OTPMMYKOUM MEBHI KOWTK Bif
6aTbkiB Ta iHWMX poAuYiB. 3 iHWOro 60Ky, HEOOXiAHO
BIAMITUTW HAABHICTb MEBHUX COLUiasIbHUX Megia, AKi
nonynsipHi cepepn Aiteli Ta NigMITKIB i MOXYTb BUKO-
pYCTOBYBATUCA KOMMaHiAMW A5 NPOCYyBaHHA Bifgno-
BigHMX ToBapiB Ta nocnyr. ¥ 2019 p. ocobnuey yeary
HeoOXigHO 3BEpHYTU Ha couiasibHy mepexy TikTok,
AKa € AyXe NonyssapHO cepes MooAi. Y Ui Mepexi
KOpMCTyBaui pO3MiLLYOTb HEBENUKI BEPTMKasIbHI Bige-
OPONVIKN PI3HOTO TEMATUYHOTO CNPSMYBaHHS.

AHani3 ocTaHHiX pocnipkeHb i ny6nikauii.
JocnimkeHHo peanisauil MapKeTUHIOBUX NiAXOAiB
y coujanbHin mepexi TikTok npuceaveHo npai Takmx
iHO3eMHUX yueHux, Sk M. Beig, M. lopbauy, M. Ik6an,
K. CtpoHr, Ox. WaHb, L3aH Cdao KO Ta iH. Mopsag, i3
UMM Y BITYM3HSHIA NiTepaTypi Hatenep AOCIIKEHHIO
0C06MBOCTEN HanaroMKeHHS KOMYHIKaLii i3 Linbo-
BOH ayAWTOPIEID Y 3a3HaYEHIl coLljiabHili Mepexi He
NPUAINAETLCA HANEXHOT yBaru.

MocTaHoBKa 3aBpaHHA. MeTa cTaTTi nossrae
y NpOBEeAEHHI KOMMNMEKCHOrO aHaslisy 0cobnmBocTel
pPO3p06/IeHHS Ta peatizaLii MapKeTUHIOBUX CTPATETIN
y coujanbHin mepexi TikTok, gocnimkeHHi cneundikm
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cermeHTaLii NOKOMIHHA Z Ta BUBYEHHI PiBHA nonynsap-
HOCTi BiJEOKOHTEHTY PIi3HOI TemaTuku. [OoCArHeHHs
nocTtaBneHux 3aBfaHb nepegbayae npoBeAeHHs
KOMMMEKCHOro AOCNiMKEHHA MOTOYHOT cuTyauil Ta
PO3pO06/IEHHA Ha OCHOBI OTPMMaHWX pe3ynbTaTiB
npakTUYHNX pekomeHgauiin y cgoepi TikTok ans kom-
naHii, ki peanisyoTb NPOAYKLiH0, O KOPUCTYETHCA
nonynspHICTIO cepep AiTeli Ta monog;.

Buknag OCHOBHOro martepiasty AOCHioKEeHHS.
Y 2016 p. B Kutai 6yno 3anyuieHo gogatok Douyin.
Y mexax peanizauji, Wwo nepegbdayana Buxig komna-
Hil Ha MKHapoAHWIA PUHOK, ByN0 BUMYLLEHO aaanTo-
BaHWin cepsic nig Ha3sot TikTok. 3asHaveHuin goja-
TOK 3a CBO€0 (DYHKLIOHa/TLHICTIO Haragye Instagram,
Snapchat Ta Vine, ockinbkn nepegb6avae nepernsg
BileOpONUKIB TpMBaANicTO 15 cekyHA,

MounHatoum 3 2018 p. coujanbHa mepexa TikTok
KOPUCTYETBLCA 3HAYHOK MONYMSAPHICTIO, nepeBep-
LUMBLUM 3a LM MOKa3HMKOM Instagram. Y 3a3HaveHuit
nepiog ayguTopis cepaicy LWOMICAYHO NepeBuLLyBana
800 M/H. oci6. [ocArtn Takoi YncenbHOCTI Kopuc-
TyBauiB TikTok BAanocs nuwe 3a pik, a Instagram
BATPATMB Ha [OOCATHEHHSA MOA4IGHUX MOKa3HKKIB
6113bKO 9 pOKiB.

Cnig, BiAMITATY NEBHI BIAMIHHOCTI Y 3aBaHTaXXEHHI
Jofartky y rnobasibHomy BUMIpi. Ha pucyHky 1 Hase-
[OEHO 3aBaHTakeHHst aoaatky TiKTok y pi3HuX KpaiHax
CBITYy 3a nepwwuin kBaptast 2019 p. Bnpogosx gochni-
[)KyBaHOro nepiofy yacy 3i 3Ha4HOo nepesaroo Nign-
pye IHaia (41,7 MH. 3aBaHTaXeHb), a apyre micue
nocigae CLUA (16,0 m/iH. 3aBaHTaxeHb). OkpecrieHa
CUTyaList MOSICHIETLCA TUM, WO IHAIS nocigae apyre
MicLe 3a YMCesNbHICTI0O HaceneHHs y cBiTi, a B CLUA
BVWCOKUN piBEHb XXWUTTHA HACENEeHHS Ta PO3BUHEHWUN
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Puc. 1. 3aBaHTaxeHHs goaatky TikTok y pi3HuX KpaiHax cBiTy 3a nepLuuii kBaptan 2019 p.
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PYHOK IHHOBALIIHNX TEXHOMOTIN | 3HAYHUIA NONUT Ha
crevianizoBaHi fofaTtkn cepep Crnoxusadis.

CoujanbHa mepexa TikTok opieHTOBaHa Ha NOKO-
NiHHA Z Ta nepepbavae 3aBaHTaKEHHS KOPOTKMX
TeMaTu4yHMUX BiAEOpPONUKIB Y amaTopcbkoMy ¢oop-
MaTi 3 ayioCyrnpOBOMKEHHAM Mig NONyASPHI My3UYHI
Tpeku. BiAeOKOHTEHT CTBOPIOETLCSA Ha OCHOBI Haii-
nonynspHIlLIMX TPEeHAIB, NOeAHYUYM Stories, KOpPOoTKi
XapTiB/MBi CKeTYi, IILTPM | Macku B ynakoBLi
MPOCTOro i 3pyyHOro pegaxkTtopa Bifeo. Y cydvac-
HMX yMOBaxX 3as3Ha4yeHwuii cepBic C/if po3rnsagatu sk
CyOKynbTYpYy, SIKa XapakTepu3yeTbCs NEBHUMM MOMy-
NAPHMMU OCOBUCTOCTSAMMU 3 BEJIMKOK UUCENbHICTIO
nouiHoByBauiB. [epcoH, Wo MatTb 6arato Npuxub-
HUKIB Y TikTok, MOXHa MOPIBHATA 3a MOMY/SIPHICTIO
3 peasibHNMU 3ipKamu Lwoy-6i3Hecy.

OcHoBy UinboBoi ayauTopii TikTok cTaHOBUTb
Mono4b: Ha noyatok 2019 p. 651m3bko 41% KopucTy-
BayiB 3Haxogunocs y Biui Big 16 p. o 24 p. 3asHa-
YyeHa KaTeropis HacefleHHs aKkTUBHO nepernsjae
Pi3HOMaHITHUI BiAEOKOHTEHT B IHTEPHETI, Hacamne-
pen igetbesa npo YouTube. Mopsa i3 UMM HasiBHICTb
BEJ/IMKOT KiJIbKOCTI rapKeTiB i3 Kamepamu Crnpusie
3anucy Pi3HOMaHITHUX BifEOPOINKIB Y MOBCAKAEH-
HOMY XWTTI, L0 NOELHYETLCA 3 HaXKaHHSAM MOKO/TIHHA
Z eKcrnepyMeHTYBaTy 3 iIHHOBaLiiHNMY TEXHOMOTISIMM
Ta AinnTncsa BiANOBIAHUM KOHTEHTOM 3 OAHONITKAMM
3a [10NoOMOrot0 Pi3HOMaHITHUX coLia/ibHUX Mefja.

3rigHo 3 paHumn BusinessofApps, Ha noyartok
2019 p. cepefHbOCTATUCTUYHWIA BifBigyBay NpPoOBO-
amBy TikTok wopaHA 52 xB. Ha puc. 2 HaBefeHOo OCHO-
BHi NPUYMHM BUKOPUCTAHHSA 3a3HauyeHOoro JoAaTky.

OTpuMaHi pe3ynbrati NoKasylTb, WO CTaHOM Ha
KiHeub 2018 p. 68% kopuctysBauiB TikTok neperns-

3aBaHTa)KeHHS Bigeo "React"

3aBaHTaKeHHSI Bigeo "Duet"

Posmimerns Bieo 3 TikTok Ha iHIHX
COIaThHUX TUTaTopMax

KoMeHTyBaHHS Bi/I€O HIMIX KOPHCTYBAYIB
3aBaHTaKEeHHS Bi/le0

PeecTparisa 6e3 BUKOHAHHA OYIb-AKHX il
BiacTexyBaHHS {HIIIX KOPHCTYBAdiB
JIafik Bifeo IHITHX KOPHCTYBAJIB

TTepernaa BiIeo iHIMHX KOPHCTYBATIB

Jann vyxe Bigeo, a 55% — 3aBaHTaxyBasm 1ioro. Boa-
HOYac € NPOMIKHI KaTeropii KOpUCTyBauiB, SKi y Pi3HWI
crnocié BMKOPUCTOBYKTb CEPBIC Ta PO3MILLEHWIA Ha
HbOMY KOHTEHT. 3ara/ioM e MOXHa roBOpuUTK Npo Asi
BEJINKI rpynu 3a iHTepecamn: opieHTaList Ha CTBOPEHHS
BilEeOPONKIB Ta Neperniag po3MillyBaHOro KOHTEHTY.

Cepsic TikTok MOX/MBO BMKOPUCTOBYBATU /1A
NpoCyBaHHS MpOAYKUii ANs NpeacTaBHUKIB MOKO-
NiHHA Z. 3a3HaveHa 06CcTaBrHa MOACHIETLCSA TakMm
npuyYnHamu:

1. € Be/nvKa Ki/IbKiCTb NPOAYKTIB Ta NOCAYr, SKi
KOPUCTYIOTbCA NONyNsApHICTIO ceped monogi. Cno-
XMBadi MONOALINX BIKOBUX Tpyn noTpebytoTb 3a40-
BOJIEHHA NoTpeb B 0fA3i, OCBITi, NpoAyKTax xapuy-
BaHHS, Pi3HOMaHITHMX po3Barax TOLLLO.

2. Y nipnitkis € pi3HOMaHITHI [mpkepena Haaxo-
[PKEHHS TPOLLOBMX KOWTIB (6aTbkn Ta poaudi, camo-
CTIiHMIA 3apOo6ITOK rpolleii), ski BOHW BUTpa4varoTb
ONS 3a[0BOMIEHHA Pi3HONAHOBKX NOTPe6. MNopsas i3
UMM MigaiTkM akTMBHO BM/MBalOTb Ha BMOIP GaTbkiB
nif, Yac Kynisni pis3HOMaHITHUX TOBapiB Ta NOCNYT, L0
HeoOXiaHI AN 3a40BONEHHS NOTPEO YCiel ciM™.

3. Y maiibytHbomy TikTok Mae MOXMUBICTb pO3-
LIMPUTK BIKOBI MeXi LifIboBOI ayauTopii 3a paxy-
HOK [OpOChillaHHA HUHILLHIX KOPUCTYBa4iB CepBicy.
3aBasKM 36i/bLUEHHIO0 MOTEHLIHUX KNIEHTIB Mepexa
Mae MOXMBICTb Y MalibyTHI nepiogm yacy po3Busa-
TUCA, [O4aK4YM HOBI aKTyasibHi cepBicu 151 KOPUCTY-
BauiB Pi3HOro Biky [5].

3 oragy Ha Tol (pakT, wo ayautopusa TikTok
3poCTaEe Ayxe LWBUAKO, KOMMaHIT NOCTYNOBO aKTUBI-
3yl0Tb B/laCHY Aisi/IbHICTb Ha 3a3HauyeHOMY CEepBiCi.
Cepsic HUHI KOHKYpYEe 3 Instagram Ta YouTube y Hilwi
KOPOTKNX pO3BaXKasibHMX BiAEOPO/IVKIB, TOMY BpeHan

I 1%
I 43%
I, 50%
I, 54%
I 55%
I 59%o
I 3%
I 3%
I, 3%

Puc. 2. MpuunHm BukopuctaHHsa TikTok ctaHoM Ha KiHeLs 2018 p.
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NMOBUHHI BpaxoByBaTu 3a3HavyeHy 0COONMBICTb Yy NPo-
Leci peanisadjii BignoBiAHMX MapKETUHIOBMX MiAXo4iB.
Cnifa BUOKPEMUTM TPK OCHOBHI CNoco6wu, 3a A0MNOMO-
rOH0 AKMX KOMMNaHii MakTb MOX/UBICTb NpogasaTtu
NPoAyKLito Ha puHKy TikTok:

1. CTBOpEHHS MepcoHasIbHOro KaHay Ta 3aBaH-
TaXEHHS BiANOBIAHOIO BilEOKOHTEHTY, LLO Aa€ 3Mory
npocyBaTt TOBap Ha PUHOK.

2. Cnisnpaus 3 nigepamMuv oyMOK Ta iHLW1UMK nony-
NAPHUMN OCOBMCTOCTSAMM | CTBOPEHHS BiAMOBIAHMX
BigeomaTepianis, WO PO3MILLYOTbCA Ha Pi3HOMAHIT-
HUX KaHanax y coLljabHiii mepexi.

3. BukopucTaHHs naaTHOI pekiamMu y cepsici.

B ymoBax KOHKyYpeHTHOI 60pOoTb6M KOMMNaHii Hama-
raloTbCsl KOMOiIHyBaTV HaBefgHi Crnocobu 3 MEeTo
36i/IbLUEHHS LISIbOBOI ayauTOpIil Ta OOCATHEHHS Mak-
CYM&J/IbHO MOX/IMBOTO PIBHA KOHBepCii. OnTumansHe
CMiBBIAHOLLEHHSA 3a/1eXNUTb Bif cneundikn AisnbHOCTI
KOMMaHii, XapakTepucTuk NpoAayKLii Ta 0co6nmBocTei
MOTEHLiHNX K/TIEHTIB, OCKI/TbK/ NOKOMIHHA Z MOX/TMBO
CerMeHTyBaT 3a Pi3HOMaHITHUMU CoLja/ibHO-AEeMO-
rpadpiuHMMK xapakrepuctvkamu. Cnig, Bigmituti, Wwo
nnatHy peknamy y TikTok Heo6xigHO BUKOPUCTOBY-
BaTW MIiC/Si KOMIMJ/IEKCHOTO OOGI'pYHTYBaHHS, OCKISIbKN
peknamHi Nocayru y couiasbHili Mepexi novyann Haga-
BaTUCA HeJaBHO Ta € MEBHI PU3MKN CTOCOBHO ediek-
TMBHOCTI BUKOPUCTaHHS LibOro KaHasly KOMyHikaLili [6].

MepeBaroto BUKopucTaHHA TikTok € MOXIMBICTb
BMXOAY KOMMaHii y Ton 3aBAsSKN CTBOPEHHIO aKTyaslb-
HOTO BiJEOKOHTEHTY, SIKUI1 MOXe BMPOLOBX HETPMBA-
Noro nepiogy vacy nepeavBUTUCA 3HAYHA KiNbKICTb
KOpWCTyBadiB cepsicy. Y LbOMY pasi BapTiCTb KOH-
TEHTY MOXe OyTW AyXe HM3bKO, asie 3abesneuntb
BMCOKMIA PiBHb MONY/ISIPHOCTI, TOGTO MepexXa BUKOHYE
oYHKLiH0 «couiafibHOro NigTy».

OpfHUM i3 TPEHAIB Cy4acHOCTI € CTBOPEHHSA GpeH-
[OBaHVX MacoK. Y npoueci BUKOPUCTaHHA 3a3Have-
HOT TEXHO/10rIT KOMMNaHis Mae MOX/IMBICTb Y Bifeopo-
JIKax po3MilLyBaTh BNaCHi Macku 3 BUKOPUCTaHHAM
hipmoBoro ctunto. Mopag, i3 LM Kopuctysadi MaloTb
MOX/MBICTb BUKOPWUCTOBYBaTW OpeHAoBaHi Macku
y BflacHUX Bife€o, WO [Aae 3Mory 3a [0NOMOror
Li/IbOBOI ayaAMUTOPIi PO3NOBCOAXKYBATKN BiOMOCTI NPO
6peH/, Ha 6e3KOLUTOBHIA OCHOBI.

AK i B GINbLIOCTI NOMYNSAPHUX COLjasIbHUX Megia,
B TikTok € Bennka KinbKicTb /lifepiB AyMOK, SKi 3a OTpu-
MaHHs MaTepiasibHOi BUHArOpoAW NpaLiooTh i3 kKoMna-
HiSIMK, NpocyBayn IXHI0 NpoaykLuito. Cepes, OCHOBHUX
BapiaHTiB cnisnpayji AOLiSIbHO BUOKPEMUTU MPOLAKT-
nnerncMeHT (y BiJAEOKOHTEHT BK/IHYAETLCS MNEBHA
iHhopMauist Npo 6peHAa), diTh (CninbHI ponunku 3 nige-
pamun oymoK), aHOHCK, y4acTb Y XeluTer-yenneHmx [7].

XewrTer-yenneHmk. 3asHaueHuwin nigxig nepepba-
yae CTBOPEHHS YHIkasIbHOro 3 Mornsay ayauTopii Bige-
OKOHTEHTY 3 f0JaBaHHSAM BiAMOBIAHOIO XeLTery KoM-
naHii abo NpoAyKuil Ta NOCIBOM cepeg, MiaepiB AyMOK.
TemaTuyHi Bifeo, SKi KOPUCTYHOTbLCA MONYNAPHICTIO,
NoYMHaKOTb NepesHiMaTUCs 3Ha4YHOK KiIbKICTHO Kopuc-

TyBayiB Mepexi 3 BUKOPUCTaHHAM BIiAMNOBIOHUX aTpu-
6yTiB, LLO HECYTb iHChopMAaLLito NPO NEBHUIA BPEHA.
KoHkypcu.  CTUMY/IHOBaHHA  PO3NOBCHOAXEHHSA
KopucTyBayamy TemMaTUYyHOTO KOHTEHTY 3 XxellTe-
ramu, L0 CNpUsOTb NPOCYBaHHIO KOMMaHii, BigoyBa-
€TbCA 3aBASAKN NMPOBEAEHHIO YeNeHIXIB Ta Haropogi
Halikpawmx aBTopiB. BigMiHHMIA npuknag 4eneH-
DKy — #BignounHb3TIKTOK, WO NpoBOAMTLCA 6e3no-
cepefiHbO CEePBICOM Ta [a€e MOXJ/IMBICTb aBTOpY Kpa-
LLIOrO BilE0 OTPUMYBATU NMOLOPOX Y BUMMALI NPU3Y.
BucHoBKu 3 npoBeAeHOro gocnimxkeHHAa. OTxe,
TiKTOK HauleXuTb 0 NOTEHLjaNIbHO NPUBab/MBUX cep-
BiCIB, LLIO MA€E 3HAYHi NepcneKkTUBY A1 BUKOPUCTaHHSA
y Mexax peasisauii MapkKeTUHIoBOI cTparterii KoMmnaHii
B Mepexi [HTepHeT. Y uboMy pasi € MOX/MBICTb Hasla-
rofyKysaty KOMyHikauii 3 npefcTaBHUKamM1 NOKOIHHA
Z, NPOMNOHYKUN akTyaslbHi NMPOAYKTU 3a [0MOMOroH
KOpPOTKMX TeMaTU4HWX Bifeo. Y npoueci peasnisauil
MapKETUHIOBUX CTPATETI KOMNaHIT MatoTb MOX/IMBICTb
BMKOPUCTOBYBATW LUMPOKOBXMBaHI Ta HOBI NigXoaW.
BoockoHaneHHa couiasibHoi Mepexi TIiKTOK HiBestoe
HeraTMBHWUIA BM/IMB HaKpyToK, 6OTiB Ta maccdonio-
BiHrY, LLO CTBOPIOKOTL iM1t03it0 €PEKTUBHOCTI MEBHOrO
BIJEOKOHTEHTY ab0 MepcoHanizoBaHOro KaHasy Kom-
naHii, peasibHO He CNpUSYM NiIABULLEHHIO KOHBEPCIT.
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TIKTOK MARKETING

The purpose of the article. The article discusses the features of development and functioning of the
TikTok social network in the present conditions. The specificity of the formation of video content placed on
this service is determined. The features of the innovative technologies impact on the competitive struggle of
companies in the online environment are revealed. Competition on a constant basis leads to the introduction of
advanced technologies to ensure the company relevant positions in the market and maintain a sufficient level
of loyalty to the target audience. Important in this case are the key digital marketing tools that allow company
to stay in close touch with a diverse group of leads through the use of multiple channels of communication.

Methodology. The research is based on a comprehensive analysis of TikTok functioning peculiarities and
determining the specifics of the marketing approaches implementation in this platform.

Results. The prerequisites for the popularity of the TikTok platform in different countries are outlined. In the
article identified TikTok’s competitive position among social networks, which are popular with active Internet
users. The key features of the target audience of this social network are analyzed and it is established that the
majority of users are representatives of Generation Z. The main interest groups of users are determined: orien-
tation to creating videos and watching the content. The possibilities of using TikTok in the process of promotion
of thematic products to representatives of Ggeneration Z are substantiated. The basic ways by which compa-
nies have the opportunity to sell products in the TikTok market are distinguished. In a competitive environment,
companies try to combine these methods to increase their target audience and maximize their conversion rate.
The optimal ratio depends on the specificity of the company, product characteristics and features of potential
customers, since Generation Z can be segmented by different socio-demographic characteristics.

Practical implications. The advantage of using TikTok is the ability to reach the top of the company by
creating up-to-date video content that can exceed the large number of service users over a short period of
time. In this case, the cost of content may be very low, but it will provide a high level of popularity, that is, the
network ensures the functioning of the «social elevator».

Valueloriginality. TikTok refers to potentially attractive services, which has significant prospects for use in
the implementation of the company’s marketing strategy on the Internet. In this case, there is an opportunity to
establish communication with representatives of the Generation Z, offering up-to-date products through short
themed videos. In the process of implementing marketing strategies, companies have the opportunity to use
widely used and new approaches. Improvement in the social network of TikTok eliminates the negative impact
of cheat, bots and mass-roll, which give the illusion of efficiency of certain video content or personalized chan-
nel of the company, without actually promoting the conversion.
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