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OCHOBHI HAITPAMKH PO3BUTKY MAPKETHHI'Y EKOHOMIKH JOCBIAY B YMOBAX
CTAJIOTI'O PO3BUTKY

Axkmyanpnicme. AKmyanbHumM € 600CKOHANECHH MAPKEMUH208UX MEXHON02it 6 00aacmi eKOHOMIKU 00CBi0Y 6
ymosax cmanoeo pozeumky. CoyianeHi HHOBAYI] MAlOMb Gelude3He 3HAYEHHs Ol eKOHOMIYHO20 DO3BUMKY, 3d
00NOMO2010 600CKOHANCHHA MEXHIKU | MeXHON02IU, Hosux OizHec-mooenel O NONINWEHHs AKOCMI Jcumms nooell |
coyianvHoi  iHppacmpykmypu 6i0nogioHo 2nobanvHux menoenyiti. Memow € 00CAcHeHHA Cmano2o po38UMK)
Cycninbcmed, 8 AKOMY 3a0080JIeHHS eKOJNOIYHUX, eKOHOMIYHUX | cOYyianbHux nomped 30iUCHIOEMbCA 30ANAHCOBAHUM
yunom. CyuacHuil eman po3eumky c8imoeoi eKOHOMIKU MAE MeHOeHYii0 nepexody 00 iHGOPMAYiIHO-KOMYHIKAYIUHO20
cycninbemea, 0e iH@OpMayia SUCIIYNAE TMOBAPOM, alle MAKULl Nepexio MOMCIUSUL MITbKU 6 YMOBAX O0CHAMHLO2O
3abesnevenns cycniibemea mamepianohumu onazamu. Mapkemune ekoHOMIKU 00C8I0y (8padiceHb) - ye 000amKosa
J00CbKA OIANbHICHb, AKA MAE BIOHOULEHHS. 00 PUHKY 8 YMOBAX JCOPCMKOI KOHKYPEHYIT I HACUYEHO20 PUHKY, KOAU 11020
NPUHYUNU CLYHCAMb €OUHO MONCTUSUM WITIAXOM 3a0e3neuentss npudbymxosocmi i nioc 000amkosoi npubymrosocmi
BUPOOHUYMEA, 3poCmaHHA 1 po3eumKy nionpuemcmea. Opienmayis HA PUHOK BUSHAYAE OCHOGHI HANPAMU
20CN00apcuKoi JisIbHOCHI | OYIHIOE i pe3yIbmamu 8eIUUUHOI0 KIHYeB020 00X00).

Taxum uyunoM, 00 COYIANBHUX [HHOBAYIU BIOHOCAMbCA HOGI cmpameeii, Konyenyii, idei i opeanizayii, sKi
3a00801bHAIOMb 0Y0b-5KI COYianbHi nompedu - 8i0 YM08 npayi ma 0ceimu 00 pO3GUMK)Y 2POMAO Mda OXOPOHU 300P08 '3,
CRpUSIOYU POSUUPEHHIO | SMIYHEHHIO 2DOMAOSHCHKO20 CYCRIIbCMBA. Y NOHAMMS cOYianbHi IHHO8AYIl 6X00AMb Mogapu
ma nocuyeu, sKi 6y0yms nOEOHY8amu IHMENeKMYAIbHI Ma eKOoN02iuHl nompebu cyCcniibcmed, d ye OOUH 3 207108HUX
HAanpsMKi6 eKOHOMIKU 00C8I0).

Amnaniz icnyiouoeo 0ocgidy @ obaacmi mapkemunzy eKOHOMIKU 8padceHb 0a€ NiOCmagy 2080pumuy npo me, wo
npobnema ynpagninHa mMapKkemuneom 00Cgidy (8padxcens) 8 NPOCYS8AHHI eKON02IYHO 30ananco8anoz2o 0Oiznecy i 102o
peanizayii K HA GIMYUHAHUX, MAK [ MIJCHAPOOHUX PUHKAX NPAKMUYHO He PO3POOIeHA.

Mema ma 3aeédanna. Memolo cmammi € 6U3HAYEHHA 6 YMOBAX CMAN020 PO3GUMKY, 0A308UX HANPAMKIE
MapKemuney eKOHOMIKU 00C8i0y ¢ OO0NOMO20l0 OOIPYHMYBAHHA MEOPEeMUYHUX I NPAKMUYHUX 3acad QopmysaHHs
Mexamizmy iHHOBAYIUHO-eKOA02IYHO20 PO3BUMK) CYCNITbCMEA.

Pesynomamu. I[lpiopumemuum HanpsamKom YOOCKOHANIEHHS MeXAHI3MY peanizayii 0epicagHoi eKOHOMIKO-
eKOoJI02IYHOI  nonimuku € pehopmMy8aHHs 3AKOHO0A8HOi ma HopmamusHoi 6Oasu npupodoxkopucmysauus. [ns
ehekmueHO20 BUPIUIEHHS eKOHOMIKO-eKON02IYHUX 3a0ay HeOOXIOHUUl HAOIp NneeHux Mmemoois, Npuiiomie, MexHoio2il
opeaHizayii ma ynpasiinHs eupooHuY0-20cnodapcvkoi disnbrnocmi. 1LJo6 ynpasisimu nodisamu, nompiono gopmysamu
2poMaocoKy OYMKYy [ HACMPIN, YIIeCNPIMOBAHO HANA200JCY8AMU KOMYHIKAYIUHI 36'3KU 3 PISHUMU 2PYnamu
2pomaoceKocmi, moobmo 3MiHa ICHYIOHOI KOHYenyii coyianbHO-eKOHOMIYHO20 PO3GUMKY MOJICE 3MIHUMU ICHYIOUUU
nopsadok. Cmanuti coyianbo-eKOHOMIYHUN PO36UMOK YKPAiHu 3HAUHOIO MIPOI0 BUBHAYAEMbCA CIMAHOM HABKONUUHE 020
NPUPOOH020 cepedosuya ma pieHem GUKOPUCMAHHA HPUPOOHO-pecypCcHo2o homenyiany. Bunuknia nompeba 6
3abe3neuenti pisHOBAcU MIdNC eKOHOMIKOI0 MaA eKON02IEI0 Npugera 00 moco, w0 8 CUcCmemi MapKemunzy cmanu
3'aenamucsa i 0coOIUBO GUOLIAMUCT NUMAHHS MAPKEMUHZY eKOHOMIKU 00c6idy. Llinbosumu opienmupamu cmano2o
PO3BUMKY € BUCOKA AKICMb JHCUMMSL T PIBEHb eKOHOMIUHO20 PO3GUMKY, A MAKOIC eKOL02ITYHA CMAbINIbHICMb.

Cyuacnuti eman po3eumky C8imo6oi eKOHOMIKU MA€E MeHOeHYilo nepexody 00 iHpopmayitinozo cycnitbemaa, oe
inghopmayis. eucmynae mosapom, aie MaxKuil nepexio MONCIUBUU MINbKU 6 YMOBAX O00CMAMHbO20 3abe3neyeHHs
cycninecmea mamepianoHumu Onazamu. Takum uYuHOM, 00 COYIATbHUX IHHOGAYIN GIOHOCAMbCS HOGI cmpameeii,
KOHyenyii, idei i opeawnizayii, sKi 3a00801bHAIOMb 0YOb-8KI coyianbHi nompebu - 6i0 yMo8 npayi ma oceimu 00
PO36UMKY 2POMAO MA OXOPOHU 300PO08'Sl, CHPUAIOUU DPOSWUDEHHIO | 3MIYHEHHIO 2POMAOSHCLKO20 CyChiibemed. Y
NOHAMMSL COYIANbHI IHHOBAYIT 6X00AMb MO8APU Ma NOCayeU, aKi 6y0yms NHOEOHY8AMU IHMENeKMYALbHI MA eKOJI02IUHI
nompebdu Cycninbcmea, a ye 00Ul 3 20JI06HUX HANPAMKIE eKOHOMIKU 00CBIOY.

Mapkemune exoHOMIKU 00C8i0y 6 YMOBAX CMANO20 PO3GUMKY, MOOMO MapKemune 3MiH 6 cghepi eKOHOMIKO-
eKONOCIYHUX GIOHOCUH, 3Mic Ou cmamu 8adxcerem AaKMueizayii eKOHOMIUHO20 po3eumKy. Y cy4yacHux meopisx
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COYIaNbHO20 PO3GUMKY NPOCMENCYEMbCA MEHOeHYisl po321a0amu COYianbhi THHOBAYIl K eKOHOMIYHI, eKON02iuHi,
NONIMUYHI, eMOyitHi, emuuni IHHOBayii. ApecymeHmyemvcs ye mum, WO came Yi CMPYKMYpU € Mexamizmamu
NpPOBeOeHHs 6 JHCUMMS HA3PINUX 8 2MUOUHI Cycninbemea 3miH i 0e3 iX 0onomocu OHU NPOCMO He MOJiCYMb Oymu
peanizosaHi. I3 3minamu nog'sizana ekoHoMika 00c8idy, MoOMY MAPKeMUHE08I Ni0X00u 8i00bpax3camumyms ece coyio-
EKOHOMIKO-eKOI02TYHI 3MIHU [HMepeci8 CHOXNCUB8AYI8 [ peanbHUX OYIHOK abo AcopmumeHmy, AKOCMI mda [HWUX
napamempis eupobieHoi i peanizo8anoi npooyKyii ma nociuye.

Bucnoexu. Kongepeenmuicmo mexnonozitl, iHOycmpitl, punkis, npooyKmie, 003601unb pOSUWUPUMU MPAOUYIUHT
KOpOoHU 2anysei. V 36'a3Ky 3 yum HeoOXioHi 6azamoacnekmti 00CHIONCEHHI MAPKEMUH2OBUX CUCTEM, WO 8X005iMb 00
CKAa0y IHMe2PANbHUX —COYLO-eKON020-eKOHOMIYHUX —cucmem, 00'€OHanux nomoxkamu IiHopmayii. Y npoyeci
opmysanHs pUHKOBUX CMPYKIMYD €KOHOMIKU 00C8I0y CMasumvpCs 3a60anusi 00'conamu inmepecu eKOHOMIKU,
cycninbemea i NOMNUIeHHS HABKOIUWHBO20 NPUPOOHO20 cepedosuyd. 3MeHuleHHs 3a0pyOHenHs 1 30epedicents
NPUPOOHUX PeCypCié CMAE BULIOHO OJisl eKOHOMIKU 8padicetb (00CBI0y, MAUCMEPHOCMI).

Inobanizayis ceimo6oi eKoHOMIKU, RNONE2UYIOUU 20CHO0APCbKe B3AEMOOIS MIdC 0epiHcasamu, CMUMYIIOE
EeKOHOMIUHe 3POCMAHHA, CHPUAE NPUCKOPEHHIO MA 30iIbUEeHHI0 Macumabie oOMiHY nepedosuMiu O0CACHEeHHAMU
00CM8a 8 eKOHOMIUHIU, HAYKOBO-MEXHIYHIll ma IiHmeneKmyanivHiti cgepi, wo, 0e3yMOBHO, CHPUAE 3A2ATTbHOMY
npozpecy 1oocmaa.

Knrwuosi cnosa: mapxkemune, ekoHomika 00c8idy, cmanuii po36umox, iHHO8ayilHa OIATbHICMYb, YiHd, PUHOK,
iHGhopMayitiHO-KOMYHIKAYTIIHI MeXHOA02T], coyianbHi IHHOBAYI].
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BASIC DIRECTIONS OF EXPERIENCE ECONOMY MARKETING DEVELOPMENT IN
CONDITIONS OF SUSTAINABLE DEVELOPMENT

Topicality. Actual is the improvement of marketing technologies in the field of economics of experience in the
conditions of sustainable development. Social innovations are of great importance for economic development, through
the improvement of equipment and technologies, new business models to improve the quality of life of people and
social infrastructure in accordance with global trends. The goal is to achieve sustainable development of society in
which the satisfaction of environmental, economic and social needs is carried out in a balanced way. The current
stage of development of the world economy has a tendency to transition to an information and communication society,
where information is a commaodity, but such a transition is possible only in conditions of sufficient provision of society
with material goods. Marketing the economy of experience (impressions) is an additional human activity that relates
to the market in the conditions of fierce competition and a saturated market, when its principles serve as the only
possible way to ensure profitability and plus additional profitability of production, growth and development of the
enterprise. Market orientation determines the main areas of economic activity and evaluates its results by the value of
the final income.

Thus, social innovations include new strategies, concepts, ideas and organizations that satisfy any social needs
- from working conditions and education to the development of communities and health care, contributing to the
expansion and consolidation of civil society. The concept of social innovation includes goods and services that will
combine the intellectual and environmental needs of society, and this is one of the main directions of the economy of
experience.

An analysis of the existing experience in the field of marketing the economy of impressions gives reason to say
that the problem of managing marketing experience (impressions) in promoting an environmentally balanced business
and its implementation in both domestic and international markets has not been developed.

Aim and tasks. The aim of the article is to determine, in the context of sustainable development, the basic
directions of marketing the economy of experience by substantiating the theoretical and practical foundations of the
formation of the mechanism of innovative and ecological development of society.

Research results. The priority area for improving the mechanism for implementing the state economic and
environmental policy is the reform of the legislative and regulatory framework for environmental management. For the
effective solution of economic and environmental problems, a set of certain methods, techniques, technologies for the
organization and management of industrial and economic activities is required. To manage events, it is necessary to
form public opinion and mood, purposefully establish communication with various groups of the public, that is,
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changing the existing concept of socio-economic development can change the existing order. Sustainable socio-
economic development of Ukraine is largely determined by the state of the environment and the level of use of natural
resource potential. The need for a balance between the economy and the environment has led to the fact that marketing
experience economics began to appear and stand out in the marketing system. Sustainable development targets are a
high quality of life and a level of economic development, as well as environmental stability.

The current stage of development of the global economy has a tendency to transition to the information society,
where information is a commodity, but such a transition is possible only in conditions of sufficient provision of society
with material goods. Thus, social innovations include new strategies, concepts, ideas and organizations that satisfy any
social needs - from working conditions and education to the development of communities and health care, contributing
to the expansion and consolidation of civil society. The concept of social innovation includes goods and services that
will combine the intellectual and environmental needs of society, and this is one of the main directions of the economy
of experience.

Marketing experience economics in the conditions of sustainable development, that is, marketing changes in the
sphere of economic and environmental relations, could become a lever for enhancing economic development. In
modern theories of social development, there is a tendency to consider social innovation as economic, environmental,
political, emotional, ethical innovation. This is argued by the fact that it is these structures that are the mechanisms for
implementing changes that have matured in the depths of society, and without their help they simply cannot be
implemented. The economics of experience is associated with the changes, so marketing approaches will reflect all the
socio-economic-environmental changes in the interests of consumers and real estimates or assortment, quality and
other parameters of products and services being produced and sold.

Conclusion. The basis of the strategy of the economy of impressions (in particular, when developing the strategy
of the “blue ocean”) is the innovation of value - this is not a competitive advantage, but what makes competition simply
unnecessary due to the company reaching a whole new level. In contrast to the classical competitive approach, in order
to use the strategy of innovation of value, it is not necessary to choose between low costs and high value. This strategy
allows you to simultaneously create high value at low cost. The convergence of technologies, industries, markets,
products, will expand the traditional boundaries of industries. In this regard, multidimensional studies of marketing
systems that are part of integrated socio-ecological-economic systems, combined by information flows, are necessary.
In the process of formation of market structures of the economics of experience, the task is to combine the interests of
the economy, society and improve the natural environment. Reducing pollution and preserving natural resources
becomes beneficial for the economy of impressions (experience, skill). The globalization of the world economy,
facilitating the economic interaction between states, stimulates the growth of the economy of impressions, accelerates
and increases the scale of the exchange of advanced achievements of mankind in the economic, scientific, technical and
intellectual sphere, which, of course, contributes to the general progress of mankind.

Keywords: marketing, economics of experience, sustainable development, innovation, price, market,
information and communication technologic, social innovation.

Problem statement and its connection with important scientific and practical tasks. During the
period of the ecological crisis, society faced global problems of environmental pollution, depletion of
natural resources, and disruption of connections in ecosystems, which undermines the very basis of human
life. Reforming the economy of Ukraine involves a structural reorganization in the field of use, protection
and reproduction of natural resources, covering the banking, financial and credit systems, investment,
innovation policy and direct environmental management at private and state enterprises. The priority area
for improving the mechanism for implementing the state economic and environmental policy is the reform
of the legislative and regulatory framework for environmental management. To effectively solve economic
and environmental problems, a set of certain methods, techniques, and technologies is needed. To manage
events, it is necessary to form public opinion and mood, to purposefully establish communication ties with
various groups of the public, that is, changing the existing concept of socio-economic development can
change the existing order.

The communication policy of the economics of experience includes the definition of communication
goals, ways to achieve them, the content of information distributed to various audiences, and feedback
planning. It should be borne in mind that without the optimal amount of necessary, reliable, versatile
economic and environmental information, it is impossible to determine any intermediate goals, nor ways to
achieve them, or the target audience. Identification of information and communication problems begins
with the collection of information about the external environment of the organization.

Sustainable socio-economic development of Ukraine is largely determined by the state of the
environment and the level of use of natural resource potential. The need for a balance between the economy
and the environment has led to the fact that marketing experience economics began to appear and stand out
in the marketing system. Sustainable development targets are high quality of life and the level of economic
development, as well as environmental stability. The economy of experience (impressions) is a type of
economy where, unlike all the previous ones, the main productive resource is something non-material -
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information, the production, processing and dissemination of which is carried out by the vast majority of
active labor. The basis of the economy of experience is a set of industries producing a variety of
information, the coordinating mechanism is the information market, and the connecting system is the
information infrastructure. The technological base of the economy of experience (impressions) is formed by
the latest marketing information and communication technologies.

Analysis of recent publications on the problem. At present, a direction has arisen - the economy of
experience, studying changes in needs as a result of additional impressions. Foreign researchers appeared
(Adrian J. Slywotzky, Joseph Pine, James Gilmore, E. Toffler, B. Schmitt, D. Rogers, K. Wrocos [1, 2, 8,
10, 11,18]and others) and domestic researchers (Pekar V., Grafsky M., Barsukov A., Komarov K. O,
Porotnikova N. [3, 5, 6, 7]etc.), working in the framework of this area. But any scientific and practical
research intuitively or consciously proceeds from certain value orientations that determine the choice of the
innovation itself, the ways of its implementation, etc.

An analysis of existing experience in the field of marketing the economy of experience (impressions)
gives reason to say that the problem of managing marketing impressions in promoting an environmentally
balanced business and its implementation in both domestic and international markets has not been
developed.

Allocation of previously unsolved parts of the general problem. When studying publications on
the economics of experience, it was revealed that due attention is not paid to the convergence of social
innovations, the economics of experience, and sustainable development. Consideration should be given to
the marketing of “service-impressions” in an environmentally-innovative space.

Formulation of research objectives (problem statement). The aim of the article is to determine, in
the context of sustainable development, the basic directions of marketing the economy of experience by
substantiating the theoretical and practical foundations of the formation of the mechanism of innovative and
environmental development.

An outline of the main results and their justification. P. Drucker, one of the founders of modern
concepts of social and managerial innovations, wrote that it has social value, that social value is a change in
the habitual type of thinking and lifestyle. The introduction of dynamism into a “stable” order, the creation
of a higher level of uncertainty, - according to P. Drucker, the essence of innovative activity as a social and
managerial process [4]. The economy of experience can be attributed to the social innovative concepts of
Drucker P. After all, social innovation is a new strategy, tactics, company, through which social needs are
met. Social innovations are of great importance for economic development, through the improvement of
equipment and technologies, new business models to improve the quality of life of people and social
infrastructure in accordance with global trends. The goal is to achieve sustainable development of society in
which the satisfaction of environmental, economic and social needs is carried out in a balanced manner.
The current stage of development of the global economy has a tendency to transition to the information
society, where information is a commodity, but such a transition is possible only in conditions of sufficient
provision of society with material goods.

Thus, social information innovations include new information approaches that satisfy any social
needs, from working conditions and education to the development of communities and health care,
contributing to the expansion and consolidation of civil society. The main and determining value of which
is not material benefit, but information that can be manifested in impressions. The criteria for the transition
of society to the economy of experience can be reduced to the following aspects: the number and proportion
of people employed in the service sector exceed absolute and relative employment in all areas of material
production; the share of services in the gross domestic product, which exceeds 70%; the growth rate of
production and sales of intangible goods is higher than the growth rate of production and sales of physical
goods; investments in intangible sectors of the economy in terms of volume and pace are greater than
investments in tangible ones.

The concept of social innovation includes goods and services that will combine the intellectual and
environmental needs of society, and this is one of the main directions of the economy of experience.

Intelligent technology, the introduction of 5G will be a key factor in the effectiveness of sustainable
development. Smart, environmentally sustainable homes, cities will require the introduction of emotional,
environmentally friendly products and services, using the latest eco-innovations to reduce energy
consumption and improve all aspects of human life. Social innovations should be aimed at supporting the
economy of experience, which will be able to resolve with the help of scientific and technological progress
the contradiction between the economy and environmental problems arising from its activities. Ensuring the
protection of the environment is one of the main goals of the economics of experience, as in the information
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society natural landscapes and the relationship of people with wildlife will be in greater demand. Social
innovations contribute to the development of the economics of experience, on the one hand, and, on the
other hand, the economics of experience is constantly looking for and undertaking ways to help meet a
range of social needs. Socially innovative expediency is the correspondence of a phenomenon or process to
a certain, relatively completed state, and the goal can be material, which will show the client that the money
invested in a product or service will pay off as a result of receiving, satisfying an emotional upsurge, that is,
an ideal model. Expediency is considered, on the one hand, as an immanent (internal) interconnection of an
object about itself, and on the other hand, as a certain relation in the sphere of interaction between an object
and a subject.

It is the marketing of the economy of experience in the conditions of sustainable development, that is,
the marketing of changes in the sphere of economic and environmental relations, that could become a lever
for enhancing economic development. In modern theories of social development, there is a tendency to
consider social innovation as economic, environmental, political, emotional, ethical innovation. This is
argued by the fact that it is these structures that are the mechanisms for implementing changes that have
matured in the depths of society, and without their help they simply cannot be implemented. The economics
of experience is associated with the changes, so marketing approaches will reflect all the socio-economic-
environmental changes in the interests of consumers and real estimates or assortment, quality and other
parameters of products and services being produced and sold.

Social-innovative activity - a type of activity related to the transformation of ideas (usually the results
of scientific research and development or other scientific and technological achievements) into
technologically new or improved products or services introduced on the market into new or improved
technological processes, or production methods ( transfer) of services used in practice. Modern equipment
and technology requires from the employee not just experience, qualifications, skills and dexterity, but a
certain system of scientific knowledge, high general education, which allows you to navigate throughout
the production, meet the requirements of growing professional mobility, the speed of mastering technical
innovations and scientific discoveries.

The globalization of the world economy is the increasing interdependence of economies of different
countries of the world due to the growth of cross-border movements of goods and services, export and
interweaving of capital, intensive exchange of information and technologies. In essence, it expands the
boundaries of the development of an experience economy. It is the logical expression of the growing
internationalization of economic interaction and mutual influence.

Now the main aspects of the economics of experience are clearly distinguished: social, economic,
environmental, ethical, aesthetic and cultural, which are characterized by the following features:

. deepening the international division of labor due to differences in the allotment of countries
of the world with economic, environmental resources, which leads to cooperation in the field of recreational
and tourist destinations, etc .;

° computer-informational development, a revolution in telecommunications based on
electronics, cybernetics, satellite communications systems. Coverage of virtually the entire planet with the
Internet computer connection;

. creation of a highly developed information and communication infrastructure;

o strengthening the influence of transnational corporations on new technology and know-how,
changing the speed of introduction of "new products” on the market.

The convergence of technologies, industries, markets, products, will expand the traditional
boundaries of industries. The convergence of economics, ecology, technology, management and marketing
will contribute to the development of an experience economy, the share of newly created value will increase
due to new impressions, sensations, which will lead to an improvement in the quality of life. The economy
of experience has arisen because society needs positive emotions to, in the future, increase labor
productivity and efficiency. The speed of introduction of scientific and technological progress does not
always positively affect human biology and psychology, therefore new approaches, leverage for effective
work are needed.

Representatives of different sectors, which in the past worked in isolation from each other, are now
joining forces to create innovative products and services that help in the development of society. Some
companies have a partnership approach, working with non-governmental organizations and civil society
through independent programs, while others use innovation to develop local infrastructure.

The main characteristics of marketing experience management (impressions) in the conditions of
market convergence are:
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° development of sustainable policies using information and communication technologies,
political analytics and forecasting;

° forecasting and taking into account in practice positive and negative trends in the
development of social phenomena, developing measures to localize and eliminate shortcomings,
determining the need for changes, innovations and taking practical steps to implement them;

. analysis, generalization and interpretation of social, environmental and political indicators
characterizing the state of a district, region, country;
° organization and conduct of empirical research on the study of socio-political, socio-

economic, cultural and ethical processes in the region (region, country) to search for optimal managerial
decisions;

. the application of rational methods of searching, processing, storing and using the necessary
social, political, economic and scientific information.

In modern conditions of economic development, a fundamentally new environmental policy of the
state is needed, which would clearly define the strategy and tactics for improving relations between society,
production and nature, the optimal combination of environmental, economic and marketing positions. In
this regard, multidimensional studies of marketing systems that are part of integrated socio-ecological-
economic systems, combined by information flows, are needed. In the process of formation of market
structures of the economics of experience, the task is to combine the interests of the economy, society and
improve the natural environment. Reducing pollution and preserving natural resources becomes beneficial
for the economy of impressions (experience, skill). If earlier the interests of economics and ecology were
located in the plane of conflicts, now in the ecological and economic space their interests coincide: the
producer receives additional profit, while improving the environment.

An important direction in pursuing the marketing policy of the economy of impressions is the
creation of new goods (services) and the determination (forecasting, prediction) of the type and time of
appearance of new goods (services) and their impact on the nature of demand. Market competition is
certainly a positive and necessary phenomenon. However, when consumers are no longer able to
distinguish one manufacturer from another, when the significant differences between the products on the
market disappear, the time comes to change the strategies of companies trying to be leaders. A departure
from standards, the creation of something completely new, is needed. Many companies are moving to “a
blue oceany strategy. When using this strategy, the main focus is on creating new markets at the stage of
product development and improvement. “Blue Oceans” is an unknown, free from competition space, that is,
industries and impressions that do not yet exist. In the "blue oceans" demand is not recaptured, but created.
There are no competitors because they cannot be there, your product or service is innovative and therefore
there are no rivals, you are alone in this market. The concept used in this case is formulated in such a way
as to encourage managers to focus on creating those markets that no one has yet claimed, i.e. not contested
with other participants.

You can create two marketing approaches to the implementation of the economy of impressions:

1. you can offer a completely new industry;

2. to develop new opportunities for existing production, which will lead to the expansion of its
strategic borders.

The basis of the strategy of the economy of impressions (in particular, when developing the strategy
of the “blue ocean”) is the innovation of value - this is not a competitive advantage, but what makes
competition simply unnecessary due to the company reaching a whole new level. In contrast to the classical
competitive approach, in order to use the strategy of innovation of value, it is not necessary to choose
between low costs and high value. This strategy allows you to simultaneously create high value at low cost.

Impression marketing is a type of human activity that complements and increases the value that
relates to the market in the conditions of fierce competition and a saturated market, when its principles
serve as the only possible way to ensure profitability and plus additional profitability of production, growth
and development of the enterprise. Market orientation determines the main areas of economic activity and
evaluates its results by the value of the final income.

Typically, the concept of “new product (service)” includes changes in the form, content, packaging,
for the service, the originality of its submission, which are relevant to the consumer. It is the struggle for the
consumer, when it is necessary not only to reduce production costs, but also to create new goods (services)
with higher consumer characteristics. The shortage of unique and specific places is limited, so the minimum
price for such a service will always be determined by a similar service in other "worse" conditions.
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The basic principles of marketing services-impressions practically do not differ from the principles of
marketing, but there are specific features that must be observed in the economy (experience) of
impressions, for example, are that marketing technologies move to a new level of development, economic
and environmental leverage consumers are changing and consumers are looking for new goods and services
in an age of rapid change and speed in the economy.

When considering the environmental component in the economy of experience, we can consider the
following direction, which were identified earlier in [14, 15], but are now more fully disclosed:

1. The originality of a product or service lies in its natural quality. Today, consumers are willing to
overpay for environmentally friendly goods. When considering, for example, land resources, we can talk
about organic farming. The development of organic farming contributes to the creation of new jobs,
protects the natural environment and preserves natural resources such as groundwater and lakes. Organic
farming is a form of sustainable agriculture. But, unfortunately, there is no single acceptable international
standard. Since the standards adopted in different countries differ from each other, foreign buyers,
purchasing organic farming products for sale on their domestic market, may be faced with the fact that the
purchased products in their country will not be designated as organic. In order to avoid such situations,
which could undermine the market for organic products, in 1991 the European Union adopted Regulatory
requirements 2092/91 for the production of organic products. In subsequent years, they were adjusted.
Now, regardless of the country, any agricultural product produced in accordance with these requirements is
considered organic in the EU countries. And although this direction can be considered usual for agriculture,
with the help of the economy of impressions, marketing of impressions services will speed up the
development of organic farming, which is one of the forms of sustainable agriculture.

2. Location. Sanatoriums, health centers, recreation and health centers, camp sites are located in
places where additional environmental rent is created, which allows you to get additional profit due to the
unique location and originality of the service.

3. The originality of the supply of such goods and services.

4. Environmental friendliness of the environment surrounding us. For example, in France,
consumers overpay (literally 50 cents) for cheese, but this money goes to restore the meadows in which the
sandpiper nests.

5. Conservation of the biodiversity of our planet.

Thus, the market for environmental goods or services is defined as:

. the market for environmental goods (environmentally friendly equipment and consumer
goods, including environmentally friendly food, materials for housing etc.);
° market for environmental production (non-waste technologies, as well as environmentally

friendly technologies, production of equipment for monitoring and environmental protection, treatment of
emissions and effluents, waste treatment, rehabilitation and rehabilitation of territories, liquidation of
consequences of accidents, restoration of natural resources, etc.);

° the market for non-material environmental services (research, engineering, legal, auditing,
educational, advertising, consulting services, as well as services in the areas of environmental certification,
certification, metrological certification and standardization, monitoring, etc.);

. the market for “environmental capital” and financial and economic activities in the field of
ecology (settlements and collection of environmental payments, environmental insurance, environmental
banks and exchanges, environmental funds, etc.);

. the market of "environmental labor"”, that is, accounting and creating new jobs.

Consider the marketing mix in an era of experience:

Product. The product of the economy of impressions is: a product or service plus an additional
product or service that creates additional profit as a result of impressions. Impression - entertainment,
training, the possibility of personal participation, self-expression, development of social contacts and skills
(socialization), etc. are factors that create added value. Additional costs in the originality or uniqueness of a
product or service are paid off and bring additional profit.

An impression can become an indirect commodity and have economic and psychological qualities; it
is @ means of achieving any pleasure. An impression can, like any type of business, be accompanied by
risks and have negative utility, or disutility. Negative utility rapidly increases as a function of the intensity
or duration of the impression, which will continue until the subsequent increment brings more impressions
than the increment of the product (service) obtained in this way brings pleasure. But, such a product, as well
as the psychological state of a person, can get tired, tired of the explosion of emotions and surprises, and
this additional value begins to bring negative usefulness.
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According to Jevons, the most important thing for the economy is to maximize pleasure. How useful
the good we have depends on the quantity we have. According to Jevons, the degree of utility is the utility
of the increment of the good. From the point of view of William Jevons, the most interesting thing for
economists is the usefulness of the most recent gain in wealth. He called this utility the last degree of utility.
The greater the increase in the good, the more the marginal degree of utility decreases. This principle is
called the first law of Gossen, but William Jevons considered himself the discoverer of this "great
principle.” Jevons formulated a sequence of dependencies, known as the “Jevons chain”: production costs
determine supply - supply determines the last degree of utility - the last degree of utility determines value.
Jevons’s chain connected his theory of exchange with the theory of labor and production: the amount that
each person produces will depend on the result of the exchange, since this can significantly change the
conditions for the usefulness of the goods received and the negative usefulness of labor [19].

Price. The price of a product (service) of the economy of impressions develops and increases in the
first case - due to location, additional rental costs and additional profit for the uniqueness of receiving a
service in this area or the price of a service only increases due to the impression of a product or service and
covers the cost of the service. In the second case, the price of the service is adjusted relative to the
additional costs and profits for the originality of the provision of impression services. That is, we can
consider differential rents of the first and second order.

There is a good business qualifier. Try to answer the question of why you charge money from your
customers. If for materials - you work in the commodity business. If for useful objects - your business is
salable. If for useful actions - your service business. If you are in the business of impressions, the consumer
pays you for the time spent with you [2,6].

Place. “Place” (channels and methods of delivering goods / services to consumers) is also undergoing
changes in the economy of impressions. First, more and more often a product / service is delivered to the
consumer wherever he wants, eliminating the need to go somewhere. Secondly, the concept of "third place™
(not a house or office) arises where consumption is possible. At one time, Starbucks coffee chain played on
the idea of a “third place”. Thirdly, the place of receipt of the goods or services may be unexpected for the
consumer. The economy of impressions unites (sometimes paradoxically) different spheres of life,
generating neologisms, such as infotainment (informing and entertaining “in one bottle”), edutainment
(education and entertaining at the same time) entershopping (“entertainments”). Faith Popcorn has a lot of
such words: bankoraunt (a bank and at the same time a restaurant), agritainment (we would call it “green
tourism”), etc. And all this is done by dreamketing (marketing of dreams) [6].

Promotion. The economy of experience (impressions) makes everyone think only of the attention of
consumers. Attention is the most expensive, easy to lose and hard to return. Tools such as: new
communication channels - more personalized, more interactive, help to capture attention; game, humor,
shocking impressions, etc.

Marketing tools are varied and effective for promoting goods and service-impressions. Among these
tools are viral marketing, information marketing, the use of Big Data (Target online retailer), content
marketing for B2B (B2C), custom content marketing, news surfing (newsjacking), direct marketing,
internet marketing, referral marketing, hidden marketing, network marketing, holistic marketing
(transferring emphasis from goods to customers and from selling goods to satisfy consumer needs),
exhibitions, point-of-sale marketing (POS, point of sale), event marketing, immersive spaces ( interactive
trading floors, corporate museums, branded attractions and playgrounds, virtual spaces, etc.) and others.
Traditional advertising media are becoming increasingly non-standard (for example, in outdoor advertising)
or used in an unconventional way (for example, the segment of product placement on television is
growing).

Impression marketing actively uses the consumer to distribute marketing messages through rumors
(“word of mouth”, “gypsy mail”), myths, client communities (including virtual ones), Web 2.0 (user
generated web content) etc. [6].

And in order to apply one or another marketing tool of the economics of experience, it is necessary to
determine the economic value of the goods, which consists of the main stages:

1. determining the price (or costs) associated with the use of the good (product or technology) that
the buyer is inclined to consider as the best of the alternatives that are really available to him;

2. identification of all parameters that distinguish your product both for the better and for the worse
from the alternative product;

3. assessing the value for the buyer of the differences in the parameters of your product and product
alternative;
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4. summation of the price of indifference and assessments of the positive and negative values of the
differences between your product and the alternative product.

Marketing of “service-impressions” - marketing, the task of which is to promote services as a result
of new, unique impressions on the market. Marketing of “service-impressions” is a branch of modern
marketing that studies the features of the marketing activities of organizations whose business is to benefit
from the provision of this “service-impressions”.

Using the tools of marketing communications, one should remember: correspondence of
communication with the brand (its strategy, values); correspondence of communication to the target
audience, its values and needs; richness and memorability; the presence of elements of not only
entertainment, but also involvement; integration and unidirectional (“coherence”) of all tools.

Of course, if the emphasis is shifted from production to impression, then marketing tools should use
the features of the sale of goods and impression services. Under the influence of scientific and technological
progress, the human impact on the environment has increased and the marketing of the experience economy
should include processes such as the protection and rational use of surface and groundwater; the protection
and rational use of land resources, the protection of soils from industrial wastes; air protection; protection
and rational use of mineral resources; rational use and preservation of production waste and household
waste; protection against noise and magnetic pollution; protection and rational use of flora and fauna;
prevention of the consequences of possible environmentally hazardous situations; nuclear and radiation
safety. The implementation of the proposed measures requires the implementation of a system of legal,
social and economic-environmental levers that ensure effective management of sustainable economic
development. Innovative and ecological approaches of the economy of impressions consist in changing the
proportions between the economy, the economy of impressions and the ecological economy, which are
based on the use of the results of scientific and technological progress in the form of the production of new
goods (impression services), the use of new technologies, knowledge, etc. The mechanism for managing
innovative development of the economy, the economy of impressions and the ecological economy should
be considered as an ordered set of institutional settings that ensure that business entities achieve predicted
development results while maintaining the country's natural resource potential and the environment.

Conclusions and perspectives of further research. With an effective strategy for positioning a
service-experience, an impression is created that allows consumers to interact with the company on a more
personal, emotional level, which is the goal of the experience economy. Moreover, marketing technologies
increase awareness of both the company and the products or services that it offers. Complicated innovations
require a very special configuration that can bring together professionals from different professions into
well-functioning ad hoc (special) project teams. Using the term that has become widely known thanks to the
work of Alvin Toffler, we can say that these organizations are adhocracies of our society (Toffler, 1970)
[10]. Modern marketing approaches for the implementation of innovative goods and services require
diverse knowledge and, therefore, the creation of adhocratic teams.

The basis of the strategy of the economy of impressions (in particular, when developing the strategy
of the “blue ocean”) is the innovation of value - this is not a competitive advantage, but what makes
competition simply unnecessary due to the company reaching a whole new level. In contrast to the classical
competitive approach, in order to use the strategy of innovation of value, it is not necessary to choose
between low costs and high value.

This strategy allows you to simultaneously create high value at low cost. The convergence of
technologies, industries, markets, products, will expand the traditional boundaries of industries.
Multidimensional studies of marketing systems that are part of integrated socio-ecological-economic
systems, united by information flows, in the process of formation of market structures of the experience
economy will allow solving the problems of combining the interests of the economy, society and improving
the environment. Reducing pollution and preserving natural resources becomes beneficial for the economy
of impressions (experience, skill). Marketing of experience economics - the ability to use marketing
technology for additional company income by creating consumer experiences.
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