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BCTYN

Crapranu y cdepi DeepTech cTBOpIO-
I0Th NPOAYKTHU 1 pillleHHsd, 34aTHI BUpilly-
BaTW HAMWCKJAJAHIIII BUKJIUKU CY4aCHOCTI.
CtrapTanu B Iiikl Tayy3i Ail0Tb Ha NepeTUHi
HAyKM Ta TEXHOJIOTIH, 3aCTOCOBYIOYU TaKi
HaNpsIMKH, SIK IITyYHUH iHTeJIeKT, MallMHHE
HaB4YaHHA, 6i0TexHoJ10rii, KBAaHTOBI 064YHMC-
JIEHHS, p060TOTEeXHiKa Ta HAaHOTEXHOJIOTII.
BoHM NpoONOHYIOTH HOBATOPCHKI pillleHHA
JUis mpo6JieM, fIKi paHillle 37aBajivcs He-
3/10JJaHHUMH, 30KpeMa y cdepi OxXOopoHH
3/I0pOB’sl, eHEPreTUKHU Ta KOMyHikauii. Lle
Oi/iblIIe HiXK MPOCTO PO3BUTOK TEXHOJIOTIN —
1]e PEBOJIIOLIIMHUN CTPUOOK, IKUH JJOKOPIHHO
3MiHIOE OCHOBH 0araTboX rajiy3em.

OpHak, He MeHI Ba)KJIMBOIO € €KOHO-
MiuHa ck/aaoBa peadisarii DeepTech crap-
TaniB. OKpiM iHHOBaLIiIMHOI CUJIY, TaKi Mpo-
eKTU NOTPeOYyIOTh PETENbHOr0 GiHaHCOBOIO
IIJIAHYBAaHHA, OCKIJIbKU PO3BUTOK Iepeso-
BUX TEXHOJIOTIA MmoTpebye 3HAUYHUX iHBeC-
THUIIK Ta eEKOHOMIUHOI cTpaTerii. Ycnix nux
CTapTaliB 3aJIeXKUTh He JIULIe BiJ TexHid-
HUX [OCATHEHb, ajle W BiJf IpaMOTHOrO
BpaxyBaHHSl PUHKOBHUX YMOB, ¢piHaHCOBUX
pecypciB Ta eKOHOMIYHUX aCleKTiB, AKi 3a-
6e3nevyyrTh CTIMKICTh Ta MacuITabyBaHHSA
TaKUX IPOEKTIB.

Jlpyra 4acTvHa JBOTOMHMKA 30cepe-
JbKeHa Ha (iHAHCOBUX Ta MapKETUHIOBUX
acnektax 3anycky DeepTech crapTany.
OpHuM i3 K/IIOYOBUX (QAKTOpPIB ycmixy €
npaBuyibHe QiHaHCyBaHHA. Bu fisHaeTecs
npo pi3Hi mxepesna ¢iHaHCyBaHHS, Taki
sIK BEHYYPHMM KalliTaJsl, aHreJbCbKi iHBecC-
TULii, TpaHTH Ta KpayadaHauHr. KuHura
HaB4ya€, fIK CTBOPUTHU Oi3Hec-mJIaH, SAKUU
[IEPEKOHAE IHBECTOPIB Yy KUTTE3LATHOCTI
BALIOTO MPOEKTY, a TaK0X K ePeKTHUBHO
Npe3eHTyBaTH CBIM cTapTal JAJs 3aJ1y4eHHs
¢dinancyBaHHs. OkpiM Toro, y Bac 6yje
MOJIMBICTb [[i3HAaTHUCS NMPO OCOOJIMBOCTI
pPO3pOOKU Mpe3eHTallil, sKka COpaBUTb Bpa-
>KeHH4 Ha iHBeCTOpiB.

INTRODUCTION

DeepTech startups are creating prod-
ucts and solutions that can address
the most complex challenges of our time.
DeepTech startups operate at the intersec-
tion of science and technology, leveraging
fields such as artificial intelligence, machine
learning, biotechnology, quantum comput-
ing, robotics and nanotechnology. They
offer innovative solutions to problems that
previously seemed insurmountable, par-
ticularly in healthcare, energy and commu-
nications. This is more than an evolution
in technology - it is a revolutionary leap
that is changing the fundamentals of many
industries.

However, the economic component of
implementing DeepTech startups is no less
important. In addition to innovation, such
projects require careful financial planning,
as the development of advanced technolo-
gies requires significant investment and
economic strategy. The success of these
startups depends not only on technical
achievements, but also on the proper con-
sideration of market conditions, financial
resources, and economic aspects that
ensure the sustainability and scalability of
such projects.

The second part of the two-volume set
focuses on the financial and marketing as-
pects of launching a DeepTech startup. One
of the key success factors is proper funding.
You will learn about different sources of
funding, such as venture capital, angel in-
vestment, grants, and crowdfunding. The
book teaches you how to create a business
plan that will convince investors of the vi-
ability of your project, as well as how to ef-
fectively pitch your startup to attract fund-
ing. You also have the opportunity to learn
the ins and outs of developing a presenta-
tion that will impress investors.



Po3gin «®iHaHcysanHss ma 3a/1y4eHHS
iHeecmuyitl» onucye pi3Hi BUAM iHaAHCY-
BaHHA s ctaptaniB DeepTech. Bu gisHae-
Tecs Mpo pi3Hi mKepena ¢diHaHCYBaHHS,
BKJIDYAlOYW BEHYYpPHUM KalliTaJ, aHreJib-
CbKi iHBecTUIlii, TPaHTH Ta KpayAdaHIUHT.
KoxeH 3 1jux BapiaHTiB Ma€ CBOI nepeBarv
Ta HeJOJIiKM, i BaXXJMBO BHOpPATU TOH,
IKWW HaWOiJblle MigX0AUTh JJIs BallIOro
npoekty. ®PopMyBaHHA 0i3Hec-JIaHy €
KJIIDYOBUM €TalloM JJid 3aJly4YeHHs IHBec-
TUIil. Bu fi3HaeTecs, ik CTBOPUTH 6i3HecC-
IJIaH, KWW NepeKOHA€E IHBECTOPIB y XKHUT-
TE3JATHOCTI BAlIOT0O NIPOEKTY.

Takox My po3ryisHeMO npornec po3poob-
KU TNPOEKTY [JJid Npe3eHTalil iHBecTopaM.
BMiHHA YiTKO Ta NEepeKOHJIMBO NpPEe3eHTy-
BaTU CBIU MPOEKT € KPUTHUYHO BAXKJIMBUM
Ji1s 3a/ydeHHs piHaHcyBaHHA. Bu fi3Hae-
Tecd PO OCHOBHI KOMIIOHEHTH YCIILIHOTO
IIPOEKTY, @ TAKOX MPO Te, IK YHUKHYTH I10-
LIMPEeHUX OMUJIOK MiJ yac npe3eHTalil.

Y posgini «MapkemuHzoea cmpamezisi»
BM Jli3HAETECH, AK CTBOPUTU MapKETUHIOBY
CTpaTerito Ta IIaH KOMYHIKalik, {Ki
JIONOMOXKYTh BaM e(deKTUBHO JOCIAITH
Ballol LiyiboBOI ayauTopil. Bu aisHaerecq
PO Pi3Hi KaHa/IM MapKeTUHTY, BKJIOYalo-
4yd 1MPPOBUIM MAapPKETUHT, COllia/ibHI Mepe-
i, PR Ta iHImi MeToau, sKi MOXyTb OYTH
BUKOPHUCTAaHI [Jid TNpPOCyBaHHA BalIOIo
npoaykty. Takox MU po3rjisHeMO cTpare-
ril BBeleHH Ha PUHOK Ta IMOUIYK MapTHe-
piB. CmiBnpansd 3 iHIWMMWA KOMIIAHiAMH Ta
OopraHisanissMuM MoKe 3HayHO 30UIBIIMTHU
Ballll NIaHCU Ha ycmix. [Ipe3eHTania a4 no-
KYILiB € BAXXJIMBUM €TaloM JJid 3a/y4YeH-
HS KJIIEHTIB Ta MOOYZ0BU JOBrOCTPOKOBUX
BifHOCUH. Bu pfi3HaeTecd, AK CTBOPUTHU
epeKTUBHY Npe3eHTallilo, AKa NIPOJEeMOHC-
Tpy€ IepeBary Balloro NpoAyKTy Ta Ilepe-
KOHAE MOKYIIiB y UOT0 LIIHHOCTI.

Pozain «Ycniwni DeepTech cmapmanu»
€ BaXXJIMBUM eTaloM /il 3an06iraHHs mno-
MMWJIKAM Ta OTPHUMAaHHA HATXHEHHA [Jif
BJIACHOTO MPOEKTy. Y 1bOMY pO3AiJi BHU
po3srisiHeTe npukaaau ycnimHux DeepTech
CcTapTamiB, IxXHI cTpaTerii Ta KJ/KY0BI

«The Financing and Raising Investment
section» describes the different types of
funding for DeepTech startups. You learn
about different sources of funding, includ-
ing venture capital, angel investment,
grants, and crowdfunding. Each of these
options has its own advantages and disad-
vantages, and it is important to choose the
one that best suits your project. Creating
a business plan is an important step in
attracting investment. You learn how to
create a business plan that will convince
investors of the viability of your project.
We also look at the process of developing a
project for presentation to investors.

The ability to present your project
clearly and persuasively is critical to at-
tracting funding. You learn the key compo-
nents of a successful project and how to
avoid common presentation mistakes.

«Marketing Strategy» teaches you how
to create a marketing strategy and commu-
nication plan that will help you effectively
reach your target audience. You learn about
different marketing channels, including
digital marketing, social media, public rela-
tions, and other methods that can be used
to promote your product. We also look at
go-to-market strategies and partnering.
Working with other companies and organi-
zations can greatly increase your chances of
success. Presenting to buyers is an impor-
tant step in attracting customers and build-
ing long-term relationships. You learn how
to create an effective presentation that
demonstrates the benefits of your product
and convinces customers of its value.

The «Successful DeepTech Startups» sec-
tion is an important step to avoid mistakes
and get inspiration for your own project.
In this section you can see examples of suc-
cessful DeepTech startups, their strategies
and key success factors. You learn the most
common mistakes to avoid and how other



dakTopu ycnixy. Bu fisHaetecqa npo Hau-
NOLIUPEHII NTOMUJIKY, AKUX CJIiJi yHUKATH,
a TaKO0X IIPO Te, AK iHIII cTapTany 3MOIJU
[0J0JIaTU TPYAHOLL Ta AOCATTHU YCIIXY.
BuBYeHHS peaslbHUX KEWCIB JONOMOXe BaM
OTPUMATHU LIiIHHI HaBUKU Ta 3aCTOCYBATH iX
[0 Baworo mnpoekty. lle mo3BosuTe Bam
YHUKHYTH NOLIMPEHUX MACTOK Ta NobyAy-
BaTH YCIHIIIHMWM CTapTal 3 ypaxyBaHHAM
JlOCBily THX, XTO BXKe IPOMIIOB LjeH LIAX.

[lg KHUra cTaHe BallUM NPOBIJAHUKOM y
cBiTi DeepTech, pgonomararouu KoxxHOMY
KpPOKy Ha ULLIAXY /[0 peaJjisalil Baloro
cTapTany. 3aHypIOUTeCh y CBIT iIHHOBaLiH i
IIOYMHANTe CBOIO MOJAOPOXK A0 YCIIXy BXe
CbOTroiHi!

startups have overcome challenges and
achieved success. By studying real-life
cases, you gain valuable skills that you can
apply to your project. You will be able to
avoid common pitfalls and build a success-
ful startup based on the experiences of
those who have been there before.

This book will be your guide to the
world of DeepTech, helping you every step
of the way to make your startup a reality.
Dive into the world of innovation and start
your journey to success today!
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SECTION

®IHAHCYBAHHS TA 3AJTYYEHHS IHBECTULLIN
FINANCING AND INVESTMENT ATTRACTION

OuiHka diHaHCOBMX NOTPEH
Ta MOX/IMBOCTEN CTapTany

BuBYEHHS pi3HKX BUAIB (iHAHCYBAHHS
Po3pobka bisHec-nnaHy Ang iHBeCTopiB

3anyyeHHsl iIHBECTULI, NPe3eHTaLlis ans iHBecTopa

1.1 OuniHka ¢piHaHCOBUX IOTPEO
Ta MOXKJIMBOCTEH CTapTaiy
Axumu € hinaHcosi nompe6u

~ DeepTech cmapmany Ha pi3HuUx
® | emanax po3eumky?

YcnimHe BnpoBakeHHs DeepTech
iHHOBAlik 3aJIeXKUTh He JIMIIe BiJ SKOCTI
po3po6sieHOr0 NPOAYKTY, aje W BiJ mpa-
BUJIbHOTO IJIAaHYBaHHS Ta ynpaBJiiHHSA ¢i-
HaHcaMmu. [lepir 3a Bce, npaBU/IbHE BU3HA-
yeHHS1 piHAHCOBUX NMOTPeO € KPUTUYHO Ba-
KJIIUBUM /11 epeKTUBHOTO BUKOPUCTAHHA
¢dinaHcoBUX pecypciB ctapTany. YiTKo BHU-
3Ha4yeHl BUTpaATH JONOMararmTb KOMaHZl
ONTUMI3yBaTH BUKOPUCTAHHA KOILUTIB Ta
CIpsIMOBYBAaTH iX Ha HAWOIJbII BaXKJIWBI
3aBJlaHHA. KpiM Toro, npaBu/ibHa OLiiHKa
noTpeb JoNoMara€e ynpasisTH PU3UKaAMMU.
[neHTHdiKalligd MOTEHLiHHUX PU3HUKIB Ta
pe3sepByBaHHs (GiHAHCOBUX peCypciB Ha
IXHE yIOpaBJiHHA [JO3BOJIAE 3MEHIIUTH
MMOBIipHicTb ¢$iHaHCOBUX Npo6JeM Ta 3a-
0e3MeYUTH CTabI/IbHICTb PO3BUTKY CTapTally.
Bisibiie TOro, NpaBU/IbHO CKJIAJlEHUN KOIII-
TOPUC MOXe NO3UTUBHO BIJIMHYTU Ha MO-
YKJIUBICTb 3a/ly4YeHHS iHBeCTHULil. [HBecTO-
pU LIYKalTb JeTaJlbHe Ta OOIPYHTOBaHe
IUIaHYBaHHSA BUTPAT, IKe IeMOHCTPYE edek-
THUBHE BUKOPHUCTaHHS piHAHCOBUX pecypciB
Ta NiATBEPKYE NEePCIeKTUBHICTb CTapTaIly.

11

1.2
1.3
14

Assessment of financial needs
and opportunities of a startup

Study of different types of financing
Developing a business plan for investors
Attracting investments, presentation to investors

1.1 Assessment of financial needs

and opportunities of a startup

What are the financial needs of

a DeepTech startup at different
9 stages of development?

Successful implementation of Deep-
Tech innovations depends not only on the
quality of the developed product, but also
on proper planning and financial manage-
ment. First of all, the correct definition of
financial needs is critical for the efficient
use of a startup’s financial resources.
Clearly defined costs help the team opti-
mise the use of funds and direct them to the
most important tasks. In addition, a proper
needs assessment helps to manage risks.
Identifying potential risks and reserving
financial resources for their management
reduces the likelihood of financial problems
and ensures the stability of the startup’s
development. Moreover, a properly pre-
pared estimate can have a positive impact
on the possibility of attracting investment.
Investors are looking for detailed and rea-
sonable cost planning that demonstrates
the efficient use of financial resources and
confirms the startup’s prospects.



DEEPTECH STARTUP: ' ” DEEPTECH STARTUP:
MokpokoBUW NnaH po3pobKu Ta 3anycky ‘ Step-by-step development and launch plan

®inaHcoBi nmotpe6u DeepTech craprany
MOXKYTb 3HAaYHO BapiloBaTHUCA Ha PI3HUX
eTanax Moro po3BUTKy. Huxde HaBezeHO
3arajbHUM orzsaf, piHaHCOBUX MOTpPed Ha
KOXXHOMY eTalli:

L. [lTouamkosuii eman (IPOTOTUINYBAHHS
Ta AOCTiKeHH):

[IlpaBusbHO  BU3HayeHi  ¢iHAHCOBI
noTpebU Ha eTali NPOTOTUIIYBAaHHA Ta J0-
ClipKeHHs1 € HeoOXiZJHOI YMOBOK yCHill-
Horo po3BUTKY DeepTech craprany. YiTko
BU3HA4Y€HI BUTPATH, YNPABJiHHA PU3UKAMHU
Ta epeKTUBHE BUKOPUCTAHHSA (PpiHaHCOBHUX
pecypciB € KJIHOYOBHMHU (aKTopamu, 110
COPUAKTH CTBOPEHHIO IHHOBALIMHOTO Ta
KOHKYPEHTOCIIPOMOXXHOTO MPOAYKTY abo
TEeXHOJIOT1I.

@iHaHCOBI NOTpebM Ha NPOTOTUIYBAaHHSA
Ta gocaigpkenHsa ais DeepTech craprany
BKJIOYAIOTh:

— BaprTicTh npuAbGaHHA ab6o opeH/ U J1abo-

paToOpHOTO 06/1a/iHAHHS;

— BUTpATH Ha NpUAGAHHA MaTepiaJis,
KOMIIOHEHTIB, XiMIKaTiB Ta IHIIMX
pecypciB, Heob6XiJHUX JJisi CTBOpPEHHS
MPOTOTHIIIB;

— BUTpaTHU Ha OIJIATY Ipali HayKOBIIB,
IHKeHepiB Ta IHIIMX CHeniasicTiB, 4Ki
OyAyTb 3aliMaTHCA AOCII)KEHHSMU Ta
pPO3pO6KOI0 NPOTOTHUIIIB;

— BUTpaTH Ha NpUAGAHHA eKCllepUMeH-
TaJIbHUX MaTepiaJliB /iJisi BUPOOYBaHHS
Ta TeCTYBaHHA HpOTOTI/IHiB;

— BUTpATH HA MOCJIYTH 3a1y4yeHUX eKcrep-
TiB a60 JlabopaTopiil Jiyis MpoBeieHHS
BUNPOOYBaHb Ta aHaJi3y pe3y/bTaTiB;

— pesepBHi poHJU HA BUMALOK HEOYiKy-
BaHUX BUTpPAT abo 3MiH y IJIaHax J0-
CJli/PKEHb Ta PO3POOKY;

— BHUTpAaTH Ha OpeH/ly J1abopaTOpPHUX abo
odicHUX npuMillleHb A/ NpOBeJeHH:A
JloCJIi/P)KeHb Ta pO3pO6KY;

— BUTpaTH Ha odicHe ycTaTKyBaHHS,
nporpaMHe 3abe3nedyeHHs Ta iHII af-
MIiHICTpaTUBHI BUTpPATH;

— Map:ka Ha pPU3UK IS MOKPUTTS MOX-
JIMBUX BUTpPAT, OB’si3aHUX 3i 3MiHaMu
y IJIaHax a60 HeCrno/jiBaHUMHU NOAISIMU.

The financial requirements of a Deep-
Tech startup can vary considerably at dif-
ferent stages of its development. The fol-
lowing provides a general overview of the
financial needs at each stage:

L Initial stage (prototyping and re-
search):

It is crucial to have a clear understand-
ing of the financial needs at the prototyping
and research stage, as this is a fundamental
aspect in the successful development of a
DeepTech startup. Having a well-defined
budget, effective risk management, and
efficient financial resource utilisation are
key factors that contribute to the creation
of an innovative and competitive product
or technology.

The financial needs for prototyping and
research for a DeepTech startup include:

— the cost of purchasing or renting labo-
ratory equipment should be included;

— the cost of purchasing materials, com-
ponents, chemicals and other resources
required for prototyping must also be
considered;

— in addition, the costs of employing sci-
entists, engineers and other specialists
who will be involved in research and
prototyping must be considered;

— costs of purchasing experimental mate-
rials for testing and prototyping;

— expenses for the services of engaged
experts or laboratories to conduct tests
and analyse the results;

— reserve funds for unexpected expenses
or changes in research and develop-
ment plans;

— costs of renting laboratory or office
space for research and development;

— costs of office equipment, software and
other administrative expenses;

— risk margin to cover possible costs as-
sociated with changes in plans or unex-
pected events.
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[licsi oLiHKM NOTpPe6 3a KOXKHUM MYHK-
TOM (QOPMYETbCA [AeTaJbHUU KOIITOPUC
BATpPAT Ha MNPOTOTUIYBAHHA Ta JOCJi-
JPKEHHSI, SIKUU JlonoMoxe e(deKTUBHO
ynpaBisaTu ¢inHaHcamu DeepTech craprany
Ha [I0YaTKOBOMY eTalli pO3BUTKY.
1. Eman panHbo2o po3sumky (po3pobka
NPOJAYKTY):
BusHaueHHs1 1noTpe6 <¢iHaHCYBaHHS
BUTpAT /JJi1 pO3pOOKH, BUNPOOYBAHHA Ta
B/IOCKOHaJIeHHS NPOAYKTY Ha OCHOBI IpoO-
TotuniB Jysa DeepTech craprany - ue
CKJIaJiHe 3aBJlaHHA, fAKe BKJIIOYAE CTaTTi
OCHOBHMX BUTpPAT Ha pO3pOOKYy Ta BUIPO-
OyBaHHS, a TAKOXK JA0AATKOBUX BUTpAT.
Y nepuiy yepry, Heo6XiAHO ieHTUPiKy-
BaTU OCHOBHI BUTPATH, AKi BKJIOYAOTh:
— BuTpaTu Ha po3po6Ky Ta BUTOTOBJIEHHS
NIPOTOTHIIIB.

— Ilpun6aHHA MaTepiasiB, KOMIOHEHTIB
Ta 06J1a/]HaHHS.

— OmutaTa npaii po3po6HUKIB, iHXXeHepiB
Ta IHIIHKX CIleliaiCTiB.
Jani caifi BpaxyBaTh BUTPATU Ha BU-
npobOyBaHHS, TECTYBaHHS Ta iTeparii npo-
TOTHIIB, AKI MOXKYTb BKJIIOYaTH:
— BuTpaTu Ha npoBesieHHs JabopaTop-
HUX Ta [10JIEBUX BUIIPOOYBaHb.

— Onnara ekcnepTiB il OLLIHKXA Ta Tec-
TyBaHHA NIPOTOTHUIIIB.

— AHausi3 pesyJsbTaTiB BUIIPOOYyBaHb Ta
BiATYKiB KOPUCTYBayiB.

— Mopaudikaniro Ta OHOBJIEHHSI IPOTOTH-

1B HA OCHOBI OTPUMAaHUX JAHUX.
HapewTi, 0 Kowrropucy cjiifg AofaTu
iHIII BUTpATH, TaKl AK:
— Butpatu Ha odopMiieHHS maTeHTIB Ta
IHIIO1 iIHTeJIeKTya/IbHOI BJIaCHOCTI.

— AjMiHicTpaTUBHI BUTpaATH, BKJIKYAKOUU
OpeHAy NpuMillieHb Ta odicHe yCTaTKYy-
BaHHH.

[licnga npoBeeHHA BCiX LIUX KPOKIB MO-
)kHa cPOpMyBaTU [JeTaJbHUU KOLITOPUC
BUTpAT, SKWU BifmobOpakae Bci HeoOXigHi
BUTpPATHU /i1 pO3POOKH, BUIIPOOYBAaHHS Ta
BOCKOHasieHHs1 mnpoTtoTuniB DeepTech
NpPOJYKTY ab0 TEXHOJIOTII.

After assessing the needs for each item,
a detailed cost estimate for prototyping and
research is generated, which will help to
effectively manage the finances of a DeepTech
startup at the initial stage of development.

II. The initial phase of product develop-
ment is characterised by:

The process of determining the financ-
ing needs for the costs of developing, test-
ing and improving a prototype-based prod-
uct for a DeepTech startup is a complex one
that includes items of core development
and testing costs as well as additional costs.

Firstly, it is essential to identify the
principal costs, which include:

— Costs of developing and manufacturing

prototypes.

— Purchase of materials, components and

equipment.

— Remuneration of developers, engineers

and other specialists.

Next, you should consider the costs of
prototype trials, testing and iterations,
which may include:

— The cost of conducting laboratory and

field tests.

— Paying experts to evaluate and test pro-

totypes.

— Analysis of test results and user feed-

back.

— Modification and updating of proto-

types based on the data obtained.

Finally, other costs should be added to
the estimate, such as:

— Costs of patents and other intellectual

property.

— Administrative costs, including rent and

office equipment.

After completing all these steps, a de-
tailed cost estimate can be generated that
reflects all the necessary costs to develop,
test and improve prototypes of a DeepTech
product or technology.
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[Il. Eman 3pocmanHs (MacmiTabyBaHHSA
6i3Hecy):

Oninka ¢inaHcoBux notpe6 DeepTech
CTapTaly Ha eTami MaclITabyBaHHs Gi3Hecy
BUMara€e KOMIIJIEKCHOTO MiJXOAYy Ta ypaxy-
BaHH{A Pi3HUX ACHEKTIB PO3BUTKY KOMIIAHil.
Ocb ZiesiKi KpUTUYHI aClleKTH, SKi MOXKHa Bpa-
XyBaTH NPU OLiHLi piHAHCOBUX MOTPED:

1. PosmupeHHs KoMaHAW: 30iJblIeHHSs
nepcoHassy AJis BUPOOGHHUITBA, MapKe-
TUHTY, NIPOJAXiB, AOCJIIPKeHb Ta pO3-
po6KHU MOXKe MOTpebyBaTH JOAATKOBUX
¢diHaHCOBUX pecypciB Ha 3apIiaTy,
CTpaxoBi BHECKU Ta iHIII NepCcoHaJbHIi
BUTpPATH.

2. IndpactpykTypa Ta o6saaHaHHS: [Ipu
36iJIbIlIeHHI 06CATiB BUPOOHUIITBA Ta
po3iurpeHHi 6i3Hecy MoXe 3HaZJ0OUTH-
cd JoJaTKoBe 00J1alHaHHS, IporpaMHe
3abe3neyeHHs Ta iHIII MaTepiajabHi
pecypcH.

3. MapkeTHHI Ta pek/jaMma: PosumnpeHHd
MacuiTabiB 6i3Hecy Moxe NoTpedyBaTH
6isbLIOro 06CATYy MapKeTHHTOBUX Ta
pPeKJaMHHUX BUTpAT [Jid NPOCYyBaHHA
NPOAYKTY HAa HOBUX PUHKaXx Ta IpUBep-
TaHHS HOBUX KJIIEHTIB.

4. TligTpuMKa KJi€HTIB: 361/bILIEHHS KiJb-
KOCTI KJIIEHTIB MOKe BUMaraTu po3LIu-
peHHs KOMaHAU JJi1 00C/1yroByBaHHS
Ta NiATPUMKU KJIEHTIB, a TaKO0X BU-
TpaT Ha MiATPUMKY KJI€HTIB.

5. [JocnifpxeHHss Ta po3BUTOK: [Ipozmos-
>KeHHSl JOC/i/pKeHb Ta po3po6oK s
B/IOCKOHAJIEHHS IPOAYKTY ab0 po3po6-
KU HOBUX TEXHOJIOTIA MO>e BHMaraTu
JI0JJaTKOBUX IHBECTUILi y HaAyKOBO-
JlocJliTHI po60TH Ta creljiaaicTib.

6. MixHapojHa ekcnaHcida: Ko crapran
IJIaHYE PpO3IUMPeHHs1 Ha MDKHapOJHI
PHUHKH, BapTO BpaxyBaTH BUTpPATH Ha
ajanTayino NpoAyKTy mij MicLeBi BUMO-
I'Y, BUBYE€HHS HOBUX PUHKIB Ta KyJIbTyp-
HUX 0COGJIMBOCTEH, @ TAKOX Ha JIOKaJi-
3allilo MapKeTUHTOBUX KaMITIaHiH.

s onjiHku piHaHCOBUX MOTPed cTap-
Tany Ha eTani MacuITabyBaHHS HEOOXiAHO
NPOBECTH JleTaJIbHUM aHaJli3 KOXKHOIO0 3 [[UX
acIleKTiB Ta po3poOUTU MPOTHO3U PpiHAHCO-
BUX BUTPAT Ha HACTYIIHI KiJIbKa POKIB.

[0,
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III. Growth stage (business scaling):

Assessing the financial needs of a Deep-
Tech startup at the business scaling stage
requires a comprehensive approach and
consideration of various aspects of the
company’s development. Here are some
critical aspects to consider when assessing
financial needs:

1. Expanding the team: Increasing staff for
production, marketing, sales, research
and development may require addi-
tional financial resources for salaries,
insurance premiums and other per-
sonal expenses.

2. Infrastructure and equipment: Addi-
tional equipment, software and other
material resources may be required as
production volumes increase and the
business expands.

3. Marketing and advertising: Expanding
the scale of the business may require
more marketing and advertising expen-
ditures to promote the product in new
markets and attract new customers.

4. Customer support: An increase in the
number of customers may require an
expansion of the customer service and
support team, as well as customer sup-
port costs.

5. Research and development: Continuing
research and development to improve a
product or develop new technologies
may require additional investment in
R&D and expertise.

6. International expansion: If a startup is
planning to expand into international
markets, it is worth considering the
costs of adapting the product to local
requirements, learning about new mar-
kets and cultural characteristics, and
localising marketing campaigns.

To assess the financial needs of a
startup at the scaling stage, it is necessary
to conduct a detailed analysis of each of
these aspects and develop forecasts of fi-
nancial expenses for the next few years.
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BpaxoByro4u Li JaHi, cTapTamn MoOXxe
BU3HAUYUTU ONTHUMAJIbHYy cTparerito ¢iHaH-
CyBaHHA [l 3a6e3MeyeHHs1 CTabiIbHOrO Ta
yCHilIHOTO MaclITabyBaHHS CBOTO Gi3HeCY.

KoxeH 3 LMX eTamiB BUMarae pisHoro
piBHS (QiHaHCyBaHHS Ta pO3yMiHHf, L0
NOTPIOHO AN 3a0e3nedYyeHHd CTaJoro
po3BuTky DeepTech crapramy. BaxkiuBo
nJiaHyBaTH piHaHCOBI pecypcH BiJimoBigHO
Jl0 cTpaTerii po3BUTKY 6i3Hecy.

AKI icHyromb moscaugocmi
~ pinancyeanHs, docmynHi
® | DeepTech cmapmany
3 ypaxysaHHam iiozo cneyudpiku,
pUHKo80i cumyayii ma nompe6?

diHaHCyBaHHS € BOXKJIMBUM iHCTPY-
MEHTOM /iJI1 PO3BUTKY HAYKOBUX JOCJIi-
JDKEHb Ta peastizalii KOHLeNnii NpoAyKTiB
B DeepTech crapTanax. CTBOpeHHS IPOAYKTY
3 BHCOKOI0 J[OJAHOK BapTICTIO CIOPUAE
PO3BUTKY HaliOHAJIbHOI €KOHOMIKHU Ta
Jl06poOYyTYy Hallil, TOMy Ile TaKOX Mae€
CyCIliJIbHE 3Ha4€eHHH.

@diHaHCyBaHHS AJisi NPOBeJEHHs Hay-
KOBUX JOCTi/PKEHb Ta PO3POOKU KOHLeNIil
NPOAYKTY Nepeadayva€e TPy BapiaHTH:

1. JlocnigHunbke &iHAaHCYBaHHA -— Il
OTpPUMaHHSI TpaHTIB, sAKi 3a3BUYal
HaJlal0TbCA Ha KOHKYPCHIA OCHOBI.
['paHTOfaBLSAMU MOXKYTb OyTHU Gi3Hec-
opranizauii (Hanpukaaz, dapmaneBTH-
YHi KoMMaHii) abo ypsAAoBi OpraHu
(nanpuksaz, HauionanbHué GoHJ M0-
cnipkeHb YKpaiHu). OTpuMyBad rpaHTy
Ma€ JOTPUMYBATUCS >XOPCTKUX yMOB
040 NMpPOBeJeHHA [OC/aiKeHb, 3BITy-
BaHHs NpO mporpec i miAroToBKy pe-
3yJbTaTiB Jlo my6Jikarii [1].

2. Kowmepriline ¢iHaHCcyBaHHS mepenada-
Ya€e OTPUMaHHS KOUITIiB BiJ KoMepIliii-
HUX Opradisaiii, ki MalOTb iHTepec y
pe3yJibTaTax J0CJi)KeHb (HalpUKJIaJ,
dapmarneBTHYHUX KoMMaHil). Lle Moxe
OyTH iHBeCTULIIHHUN KamiTaJ, ClIOHCOP-
CTBO 260 MapTHEPCTBO 3 NMPUBATHUMU
KoMmaHigMu. Cjii po3yMmiTy, 1o 3asy-
YeHHS] KOUITiB Ha TaKHUX YMOBax - Iie

1

Taking this data into account, a startup
can determine the optimal financing strat-
egy to ensure the stable and successful scal-
ing of its business.

Each of these stages requires a different
level of funding and an understanding of
what is needed to ensure the sustainable
development of a DeepTech startup. It is
important to plan financial resources in line
with the business development strategy.

What funding opportunities are

available to a DeepTech startup,
4 taking into account its specifics,

market situation and needs?

It is essential for DeepTech startups
to have access to the appropriate financing
to support the development and commer-
cialisation of their products. The creation
of a high-value product contributes to the
development of the national economy and
the welfare of the nation, making it a matter
of public importance.

There are three options for funding
research and development of product con-
cepts:

1. Research funding is the receipt of

grants, which are typically awarded on

a competitive basis. Grantors can be

either business organisations (e.g.

pharmaceutical companies) or govern-

mental bodies (e.g. the National

Research Foundation of Ukraine). The

recipient of the grant is required to ad-

here to a number of strict conditions in
relation to the conduct of research, the
reporting of progress and the prepara-

tion of results for publication [1].

2. Commercial funding is the receipt of
funds from commercial organisations
that have an interest in the research
results. These organisations may in-
clude pharmaceutical companies. This
can take the form of investment capital,
sponsorship, or partnerships with pri-
vate companies. It is important to note
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nepejayda, B TOMy 4HMCJi MOBHICTIO abo
YaCTKOBO, i IpaB BJIACHOCTI Ha IIpPoO-
JIYKT, i IpaBa ynpaBJiHHA MalOyTHbOIO
KOMIIaHIEH.
3. HekomepuiiiHe ¢piHaHCYBaHHS MOMJIM-
BO 3aJIy4YUTHU JJIA JOCHIKEeHb B CyCIi-
JIbHO BaXKJIMBUX rajy3sx. BoHo Haja-
€TbCA OGJIaTOAIMHUMH OpraHizamisimy,
Jilep>kaBHUMU yCTaHOBAMH, aKaJieMisiMU
TOWLO, IKi He MAalTb KOMepLilHUX iH-
TepeciB i LIyKalOTh JIMIlle BU3HAHHS Ta
NiITPUMKY HaYKOBUX JOCJi/PKEHB [2].
DeepTech crapTanu 4yacTto 3’BJASIOTH-
CA MicJAg HAYKOBUX JOCJII[PKEHb y Taay3ax
eHepreTUKH, XiMil, GPi3UKU Ta eJIeKTPOHIKH.
Y po3pobKy TakKux MNPOAYKTIB 3a3BU4Yal
BKJIQJIEHO YMMaJIo Tpolled Ta pecypcis, i
BOHU MOXYTb OYTH 3axXHllleHi NaTeHTaMHU.
B YkpaiHi ocHOBHUM mxepesioM ¢iHaH-
cyBaHHA € KowTu HanioHanbHOro ¢oHAay
JlOCJIIKEHb, 4Yepe3 SKUH OroJIOUYHTbhCS
KOHKYPCHM Ha OTpUMaHHA IpaHTiB 3 /[lep-
»KaBHOT'0 OI0/KeTy abo BifJ, Mi>KHapOAHUX
iHiniaTuB. @®iHaHCyBaHHSA 3/iMCHIOETHCS
yepes IoeTalnHe nepepaxyBaHHs KOLITIB BiJ
@®oHZly Ha paxyHKU TpPaHTOOTPUMYBAUiB.
3HayHa 4yacTKa BU/JATKIB HAa HAYKOBI J0CJIi-
JOKEHHSI Ta po3po0OKHY B YKpaiHi Npunaiae Ha
chepy TexHiuHUX Hayk (6sim3bko 60%) Ta
NPUPOJHUYHUX HayK (mpubsausHo 30%) [3].
[licna npoBeaeHHdA AOCAIKeHHS 1 po3-
POOKU KOHLENTIB NMOCTA€ MUTAaHHA (piHaH-
CyBaHH BUTpPAT Ha CTBOPEHHHA MPOTOTH-
niB Ta BUNPOOYBaHHS KOHILENLil, a TaK0X
3abe3neyeHHs] XUTTEBOTO MiHIMyMy [Jig
KOMaHAY Ta OIJIaTH MOCJYr 3aJy4eHUX
¢axiBuiB. Lle Ti ¢iHaHCcOBI moTpebwu, fAki
MaloTh OyTH BpaxoBaHi B KOIITOPUCI NpHU
no/laHHi 3asBKHU HA GiHAHCYBaHHS.

Ak euzHayumu o6cs2
~ piHaHcysaHHs1 nompi6HUil

@ | 0414 00CA2HEeHHS cmpameziYHux
~ yineii GizHecy?
BusHaueHHs o6c¢csATry ¢diHaHCYBaHHS
O [OOCATHEHHS CTpaTeriyHux Lijen

6i3Hecy DeepTech BuUMarae KOMIJIEKCHOIO
Ta CHCTEMHOTrO MiAX0J4y, SKHU BpPaxoBYE

[0,
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that raising funds on such terms entails
the transfer, in whole or in part, of both
product ownership and the right to
manage the future company.

3. Non-profit funding can be used for re-
search in socially important areas. Such
funding is provided by charitable organisa-
tions, government agencies, and academic
institutions that do not have commercial
interests and seek only recognition and
support for scientific research [2].

DeepTech startups frequently originate

from scientific research in the fields of
energy, chemistry, physics and electronics.
A significant investment of capital and
resources is typically made in the develop-
ment of such products, which can be pro-
tected by patents.

In Ukraine, the National Research Fund
is the primary source of funding, offering
grants through competitions funded by the
state budget or international initiatives.
Funding is provided in stages, with funds
transferred from the Fund to the accounts
of grantees. A significant proportion of R&D
expenditure in Ukraine is allocated to engi-
neering (approximately 60%) and natural
sciences (approximately 30%) [3].

Once the research and development
phase is complete, the next step is to con-
sider the costs of prototyping and testing
the concept, as well as providing a living
wage for the team and paying for services,
including the cost of the specialists
involved. It is important to consider these
financial needs when preparing a budget
for funding applications.

How to determine the amount

of funding required to achieve
4 strategic business goals?

A comprehensive and systematic
approach is required to determine the
amount of funding needed to achieve
the strategic goals of a DeepTech business.
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noTpe6u 36a71aHCOBAHOTO PO3BUTKY KOM-
naHii Ta onTuMiszauil npouecis. [Ipu oniHLi
¢diHaHCOBUMX MOTpeb cTapTany BaXKJIUBO
BpPaxOBYBAaTH He JIKIIe KOHKPEeTHI BUTPATH,
aJsie ¥ cTpaTeriyHi i, pU3vKy, NOTEHI|iN-
Hi MOXJIMBOCTI Ta iHLIi ¢paKTOpH, 1110 BILJIU-
BalOTh Ha JOBrOCTPOKOBUH YCHiX KOMIaHii
[4].

[lepm1 3a Bce, HeOOXiJHO MPOBECTH [ie-
TaJIbHUU aHaJi3 CTpaTeriyHuX Lijied KOM-
MaHil Ta BU3HAYUTHU, AKI KOHKpETHI 3a-
BJlaHHSI HEOOXiTHO BUKOHATH AJId iX JJOCAT-
HeHHS. lle MOXyTb OyTH po3poOKa HOBUX
NpOAYKTIB ab0 TEeXHOJIOTiM, PO3IIMpEeHHS
PUHKIB 30yTy, 3a/ly4eHHSI HOBUX KJIIEHTIB
Yyl mapTHepiB, MiBUIleHHsS ePeKTUBHOCTI
BUPOOHUYUX NPOLECiB To1LO [5].

Jani ciij peTesbHO OLiHUTH piHAHCOBI
noTpebu JJii BUKOHAHHSI KOXXHOTO 3 IIUX
3aBAaHb. lle BK/IIOYae BUTpATHU Ha JOCII-
JPKeHHsI Ta po3po6Ky, BUPOOHUIITBO, Map-
KeTHHT Ta peKkjaMy, 00J1afHaHHSA Ta iHppa-
CTPYKTYpy, IepCOHaJ, a TaK0X pe3epBHU
JI/1s1 yIpaBJiHHA pU3WKaMU Ta HemepeJ0a-
yeHUMHU BUTpaTamu. [Ipu oninii piHnaHco-
BUX MOTpe® HEOOXiJJHO TAaKOX BpaxoByBa-
TH ¢aKTopu 36a7aHCOBAHOTO PO3BUTKY
KOMIIaHil, Taki 9K piBHOBara MiX pO3BUT-
KOM NPOAYKTY Ta PUHKIB 30yTy, iHBECTULi1
y AOC/IIP)KEHHA Ta PO3BUTOK HOBUX TEXHO-
JIOTiH, a TAaKOXX BUTPATH HA MiATPUMKY ic-
HYKYUX NPOAYKTIB UM MMOCJYT.

OnTuMisaliisga npoueciB TaKoX Bifirpae
KJIOUYOBY pPOJIb Yy BHU3HA4YeHHiI o06csary
¢dinancyBaHHA. [lnasixoM BOpoBaKeHHS
epeKTUBHUX CUCTEM ylNpaBJliHHS, aBTOMa-
TU3alii BUPOOHUYUX MPOLECIB Ta ONTUMI-
3alil BUTpAaT MOXXHa 3MEHIIUTH 3arajJbHUU
o6¢cAr noTpeb y ¢iHaHCyBaHHI Ta 3a6e3mne-
YUTHU 6i/1b1I epeKTUBHE BUKOPUCTAHHS pe-
CypCiB KOMIaHil.

Jlnsg BU3HaAueHHs 006cAry ¢iHaHCyBaH-
Hfl, HEOOXiIHOTO /i1 JOCATHEHHS CTpaTe-
rivHux uizeir 6i3Hecy DeepTech, MoxkHa
BUKOPUCTOBYBATU PsAJ METOJLIB Ta IHCTpY-
MEHTIB:
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This approach must take into account the
needs of balanced company development
and process optimisation. When assessing a
startup’s financial needs, it is important to
take into account not only specific costs,
but also strategic goals, risks, potential op-
portunities, and other factors that affect the
company’s long-term success [4].

Firstly, it is essential to conduct a com-
prehensive analysis of the company’s stra-
tegic goals and determine the specific tasks
required to achieve them. These may in-
clude developing new products or tech-
nologies, expanding sales markets, attract-
ing new customers or partners, improving
the efficiency of production processes, etc.
[5].

Secondly, it is vital to meticulously esti-
mate the financial requirements for each of
these tasks. This includes the costs of re-
search and development, production, mar-
keting and advertising, equipment and in-
frastructure, personnel, and reserves for
risk and contingency management. When
assessing financial needs, it is also neces-
sary to consider factors of balanced devel-
opment of the company, such as the bal-
ance between product and market develop-
ment, investment in research and develop-
ment of new technologies, and the costs of
maintaining existing products or services.

Process optimisation also plays a key
role in determining the amount of funding.
By implementing effective management
systems, automating production processes
and optimising costs, you can reduce the
overall amount of funding required and en-
sure more efficient use of the company’s
resources.

A number of methods and tools can be
used to determine the amount of funding
required to achieve the strategic goals of a
DeepTech business:
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1. Pospob6ka 6i3Hec-msaHy: CTBOpeHH:A
JIETAJIbHOTO  Gi3Hec-IJIaHy — J0MOMOXKe
BU3HAUUTH CTpaTeriyHi wiai, pospaxysa-
TH BUTPATHU Ha Pi3Hi acCleKTU AiA/JbHOCTI
KOMIaHii i oliHUTH 06cAAT diHaHCYBaHHS,
HeoO6XiJHOro /14 X JOCATHEHHS.
2. @inaHcoBe MoJesOBaHHA: Bukopuc-
TaHHs piHaHCOBUX MoJiesiell [103BOJISIE
MPOrHO3yBaTH [JOXOJH, BUTpPATH Ta
nprubyTOK KoMmaHii Ha OCHOBI pi3HHUX
cueHapiiB po3BUTKY 6i3Hecy. Lle gomo-
Mara€ BU3HAUYUTHU ONTUMaJbHUU 06CAT
¢diHaHCyBaHHS /IS NOCATHEHHS MOCTa-
BJIEHHUX LiiJIeH.
3. Ouinka BapTtocTi npoekty: Buxkopuc-
TaHHA MEeTOJAIB OLHKM BapTOCTI mpoe-
KTy, TaKUX SIK IUCKOHTYBaHHS MOTOKIB
rpomed (DCF) yu aHasi3z mopiBHSAJIb-
HUX KOMIaHi#, [03BOJISE BU3HAYUTHU
BapTICTh NPOEKTY i 06cAr iHBeCTHUILiH,
HeoOXiHUX A1 oro peasisarii.
4. Ananiz pusukiB: BpaxyBaHHA pi3HUX
pU3HUKIB, TMOB'I3aHUX 3 peaJiisalli€lo
MNPOEKTY, AOINOMAara€e BUSHAYUTH He0b-
XigHUH pe3epB ¢iHaHCYBaHHS JJIs IMO-
KpPUTTS MOXJIHWBUX BUTpAT Ta BTpaT y
pasi HeraTUBHUX CLieHapilB.
5. KoHcyabTarist 3 ekcrieptamu: 3aaydeH-
HS IiHAHCOBUX KOHCYJbTAHTIB ab6o
ekcrepTiB y ranysi DeepTech go3Bosisie
oTpuMaTH mpodeciliHi mopaau mOA0
o6cary ¢iHaHCYyBaHHS Ta cCTpaTeriit
Moro 3asiydeHHs JJ1s1 JJOCATHEHHS CTpa-
TeriyHuX IiJeH.
3arasnbHUM NiJxig nosasrae y Tomy, o6
30MpaTH Ta aHa/i3yBaTHU SIKHAWOijiblle iH-
dopmarii npo 6i3Hec, BU3HAUYaTH HMOro IO-
Tpebyr Ta MOXKJIMBOCTI, a IOTIM PO3pO6JISATH
ctparerii ¢piHaHCyBaHHS, gKi HaWKpalle BiJ-
MOBiZ@AIOTh UM MOTPedAM i MOXKJIUBOCTSIM.

Y miJicyMKy, BU3Ha4eHHs 06cary ¢piHaH-
CyBaHH{ [Jid [OCATHEHHA CTpaTeriyHux
nisiei 6i3Hecy DeepTech - ne ckiagHuit
npolec, AKUKA BUMarae AeTaJbHOrO aHasIi-
3y, IJIaHYBAHHS Ta CTPATETriYHOTO0 MUCJIEH-
He. BaxxsinBo noeaHaTu GpiHaHCOBI NOTpe6OU
3 CTpaTerivHUMHU LiJIAMH, 36aJaHCYBATH
PO3BUTOK KOMIAHIi Ta ONTUMI3yBaTHU MpPoO-
LleCU AJ1d NOCATHEHHH YCIiXy y JOBrOCTPO-
KOBIil MepCHeKTUBI.

[0,
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1. Developing a business plan: Creating a
detailed business plan will help define
strategic goals, calculate the costs of
various aspects of the company’s opera-
tions, and estimate the amount of fund-
ing required to achieve them.

2. Financial modelling: Financial model-
ling allows you to forecast the com-
pany’s revenues, expenses and profits
based on various business development
scenarios. This helps to determine the
optimal amount of funding to achieve
the set goals.

3. Estimating the project cost: The use of
project valuation techniques, such as
discounted cash flow (DCF) or compa-
rable company analysis, enables the
cost of the project and the amount of
investment required to implement it to
be determined.

4. Risk analysis: By considering the poten-
tial risks associated with the project
implementation, it is possible to deter-
mine the necessary funding reserve to
cover any costs or losses that may arise
in the event of a negative scenario.

5. Consultation with experts: Consulting
with financial advisors or DeepTech
experts allows you to obtain profes-
sional advice on the amount of funding
required and the most effective strate-
gies for raising it in order to achieve
strategic goals.

The general approach is to gather and
analyse as much information as possible
about the business, identify its needs and
opportunities, and then develop financing
strategies that best meet those needs and
opportunities.

In summary, determining the amount of
funding to achieve the strategic goals of a
DeepTech business is a complex process
that requires detailed analysis, planning
and strategic thinking. It is crucial to align
financial needs with strategic goals, facili-
tate the company’s growth, and optimise
processes to achieve long-term success.
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1.2 BuBYeHHH pi3HUX BUJIB
¢iHaHCyBaHHA

. docmynHi 015 cmapmanie
@® | DeepTech (aHzen-ineecmuyii,
6eHYypHI Kanimasaicmu, 2paHmu,
KpedumyeaHHs mowjo)?

? AKi ocHo8HI 8udu (piHaHCYy8aAHHA

DeepTech-ctapTanu mnoTpebyOTh
¢diHaHCYBaHHS [/l CBOTO 3pOCTaHHS Ta
pO3BUTKY. bisblle TOro, yacto ajd crapra-
[iB HeJJOCTaTHbO EJUHOIO JpKepesa KOUI-
TiB, TOMy 11O Lie IK NPaBUJIO iHHOBALilHI
iHiliaTHUBY, SKi NOTPeOYIOTh 3HAYHUX iHBe-
cTuLid. ToMy cJify OpiEHTYBaTUCA B Pi3HUX
BUJIaX [OCTYNHUX Mxepesa ¢iHaHCYBaHHSA
[6,7,8,09].

1. IuBectunili B akuili nmepeab6avyarTb
BKJIa/IeHHS KalliTaJly Ha yMOBax IlpaBa BJia-
CHOCTI Ha aKTHMBH i y4acTi B ynpaBJiiHHi 6i-
3HecoM. /lo HUX BiAHOCSATbCH:

Benuypnuii kanimaa (VC): ®ipmu BeH-
YYpPHOTro KamiTajly iHBeCTYHTb Y CTapTanu
Ha paHHIX cTajisx B 06MiH Ha KaniTaJ. Be-
HUYYpHI KaniTasicTy - 1e npodeciiiHi iHBec-
TOPY, AKI KEPYIOTh KOLITAMHU, 3aJy4EHUMU
BiJi IHCTUTYL[iMHUX IHBECTOPIB, TaKUX SK
neHciiHi ¢oHau, 6aaroaiiHi poHau Ta 3a-
MOXHI 0co6U. BeHUypHI KaniTasnicTy iHBec-
TYIOTb y CTapTanu B 06MiH Ha KamiTaJ i 3a-
3BHYal 30CepePKyI0ThbCS Ha KOMIIAHIfAX i3
BHCOKHM IOTEHIiaJIoM 3pocTaHHA. CTapTa-
nu DeepTech MoxyTb 3asy4yuTu BeHUyp-
HUU KamiTaJ, FKIL0 BOHU NPOJLEMOHCTpPY-
I0Tb CWJIbHY JOudepeHliallilo TeXHOJIOTIH,
MacumTaboBaHi 6i3Hec-MoJiesi Ta YiTKUH
LJIAX 10 BIIPOBA/PKEHH HAa PUHKY.

[HeBecmopu-aHzeau — ye 3aMoHCHI 0cobu,
sAKI [Heecmyomb 8 cmapmanu. 3a3BUYal
BOHM IHBECTYIOTb BJIaCHI KOLITH Ta MO-
KyTb 3alpONOHYBATH He Juile GiHaHCOBY
HOiITPUMKY, ajle ¥ HaCTaBHUI[TBO, 3B’S3KU
3 rajys33l0 Ta CTpaTeriyHe KepiBHUIITBO.
[HBecTOpiB-aHresiB 4YacTo NpPUBAOJIIOIOTH
craptanu DeepTech yepes ixHili moTeHnian
BHCOKOI MPUOYTKOBOCTI Ta TEXHOJIOTIYHUU
3pUB.

SECTION Financing and investment attraction

1.2 Learning about different
types of funding

What are the main types of

funding available for DeepTech
3 startups (angel investments,

venture capitalists, grants,

loans, etc.)?

DeepTech startups need funding for
their growth and development. Moreover, a
single source of funds is often not enough
for startups, as they are usually innovative
initiatives that require a significant amount
of investment. Therefore, it is important to
be aware of the different types of funding
sources available [6, 7, 8, 9].

1. Equity investments involve the in-
vestment of capital on the basis of owner-
ship of assets and participation in business
management. They include:

Venture capital (VC): Venture capital
firms invest in early-stage start-ups in ex-
change for capital. Venture capitalists are
professional investors who manage funds
raised from institutional investors, such as
pension funds, charities and high net worth
individuals. Venture capitalists invest in
startups in exchange for capital and usually
focus on companies with high growth po-
tential. DeepTech start-ups can attract ven-
ture capital if they demonstrate strong
technology differentiation, scalable busi-
ness models and a clear path to market
adoption.

Angel investors are wealthy individuals
who invest in start-ups. They usually invest
their own money and can offer not only fi-
nancial support, but also mentoring, indus-
try connections and strategic guidance. An-
gel investors are often attracted to Deep-
Tech startups because of their potential for
high returns and technological disruption.



DEEPTECH STARTUP:
MokpokoBMK NNaH po3pobKkM Ta 3anycky

KopnopamusHuii eeHuypHull kKanimasn
(CVC): Jleski Besuki Kopmopalii MawTb
BJIACHI NiApO3A4iJM BEeHYYpPHOIrO KaliTasny,
AKi IHBeCTYHOTbh y CTapTalu BiANOBIAHO [0
CBOIX cTpaTteriyHux iHTepeciB. Kopnopanii
MOXYTh iHBeCTyBaTH 6e3mocepe/lHbO B
craptanu DeepTech abo BcTraHoBaIOBaTH
CTpaTeriyHi NapTHEPCTBa, 1006 OTpUMATHU
JIOCTyN J10 iIHHOBAL[iIMHUX TEXHOJIOTIH, TaJlaH-
TiB 260 iHTeJsIeKTya/IbHOI BjlacHOCTI. L] criB-
npalsl MoXKe HaJlaTu cTapTanaM ¢iHaHCyBaH-
Hfl, peCypcy, pUHKOBY Ie€peBIpKY Ta KaHaJ/IU
po3noziiy. KoprnopaTUBHI iHBECTOPU TaAKOX
MOXXYyTb  3allpONIOHYBAaTH  HACTaBHULTBO,
TeXHIYHy eKCIepTU3y Ta LOCTYIl L0 CBOEI
Mepexi KJIIEHTIB i mapTHePiB.

[lpusamnuii kanimas (PE): Xo4a 6isbI1
NOLIMPEHUN [/ KOMIIaHiA Ha mi3Himin
CcTafZlii, NMpUBaTHiI IHBECTULiMHI KOMHaHii
TaKOXX MOXYTb IHBeCTyBaTH B CTapTalH
DeepTech.

2. 'panTu Ta cy6cufii HajawTbCca Ha
6e33BOpPOTHIK OCHOBi A/ ¢iHaHCYBaHHA
CyCHiJIbHO 3HA4YyLUX Gi3Hec-igell. [paHTUH -
1e kepesia GpiHaHCYBaHHSA 6e3 po36aBJyieHHS,
AKI HaZlaloTbhCA JepKaBHUMU YCTaHOBAMHU,
JIOCJAIAHUIBKMMH YCTaHOBaMH, (QOHAAMU
abo KoprnopauiiMy i NiATPUMKH KOHK-
pPeTHHUX MPOEKTIB AOC/IiPKeHHs, pO3POOKHU
yu kKoMmepuiasizauii. Ctaptanu DeepTech
MOXyTb OTPUMATH IPAHTH J1Jis1 piHAHCYBaH-
H] paHHIX CTaAill JocaimkeHb i po3poboK,
pPO3pOOKU MPOTOTHUMNIB abo BasiifaniiHUx
Jocaipkedsb. Lli rpaHTU 4acTo BUMararwThb
Bi/l 3aABHUKIB BiZIOBIJHOCTI KOHKPETHUM
KpPUTEPISAM NPUUHATHOCTI Ta €eMOHCTpalii
MOTEHI[IHHOTO COLaJILHOTO YU €KOHOMiyY-
HOTO BIIJIMBY IXHIX IPOEKTIB.

JepoicasHi epanmu: baraTo ypaaiB npo-
MOHYIOThb I'PAHTH CleliaJIbHO /1 IPOEKTiB
focaipkens i po3po6ok (HAAKP). Lii rpan-
THU He NMOTPeOYITh PO3BEJEHHS BJIACHOTO
KaniTtasny.

®inaHcysaHHs €sponelicbkoi padu 3 iH-
Hosayill (EIC): EIC Hajlae rpaHTH Ta iHBec-
THUIII B KamiTaJl iHHOBAlL[iHHUM KOMIIaHisIM,
30kpeMa ctapTtanaM DeepTech [9].

[0,
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Corporate Venture Capital (CVC): Some
large corporations have their own venture
capital departments that invest in startups
in line with their strategic interests. Corpo-
rations may invest directly in DeepTech
startups or establish strategic partnerships
to gain access to innovative technologies,
talent or intellectual property. These col-
laborations can provide startups with fund-
ing, resources, market validation, and dis-
tribution channels. Corporate investors can
also offer mentoring, technical expertise
and access to their network of customers
and partners.

Private equity (PE): Although more
common for later-stage companies, private
equity firms can also invest in DeepTech
startups.

2. Grants and subsidies are provided on
a non-repayable basis to fund business
ideas that are deemed to be socially signifi-
cant. Grants are a form of non-dilutive
funding provided by government agencies,
research institutions, foundations, or cor-
porations to support specific research, de-
velopment, or commercialisation projects.
Start-ups engaged in the field of DeepTech
may be eligible to receive grants to fund
early-stage research and development, pro-
totyping, or validation studies. Applicants
for these grants are often required to meet
specific eligibility criteria and demonstrate
the potential social or economic impact of
their projects.

Government grants: A significant num-
ber of governments offer grants that are
specifically intended for research and de-
velopment (R&D) projects. Such grants do
not require any dilution of equity.

European Innovation Council (EIC) fund-
ing: The EIC offers grants and equity invest-
ments to innovative companies, including
those engaged in DeepTech startups.
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[Hwi iHcmumyyiiiHi e2paHmu: YHiBepcu-
TeTH, AOCAIJHULIbKI YCTAHOBU Ta rajy3esi
oprasisalnil MOXyTb NPOINOHYBAaTHU IPaHTHU
Ha NiATPUMKY TEXHOJIOTIYHOT'0O IPOrpecy.

3. boproBe ¢iHaHCyBaHHS HaAA€ETbCS
Ha 3BOPOTHIN | NJIATHIA OCHOBI, ajle He Ie-
pefibadae 3ajydyeHHd iHBecTopa B Hpolec
ynpaBJ/iiHHSI 6i3HecoM i He TsArHe 3a co600
BUHUKHEHHS Yy HbOTO IpaBa BJIACHOCTI Ha
akTuBU. CtapTanu DeepTech MoXyTb oTpu-
MaTH JOCTyl A0 60oproBoro ¢iHaHCYBaHHS
yepe3 TpPaJULiMHUX KPeAUTOPIB, TaKUX fK
6aHKM abo crelianizoBaHi giHaHCOBI ycTa-
HOBH, /11 GiHaHCYBaHHA NOTPed y 060poT-
HOMY KamiTauli, IpuA6aHHs 06J1aJHaHHS 260
3ycuJib 3 KoMepliasisanii. Bapiantu 6opro-
Boro ¢iHaHCyBaHHA MOXYTb BKJIIOYATH
CTPOKOBI TO3WKH, KpeJWUTHi JiiHii, ¢piHaHCy-
BaHHs 00/1aZilHaHHSA ab0 BEHYYpHUU 60pr. Xo-
ya 6oproBe ¢piHaHCYBaHHS 3a3BM4Yail BUMarae
3aCTaBM Ta 3000B’f13aHb 1110[j0 TOBEPHEHHS],
BOHO MOXe HaJ|laTu cTapTanaM JoJaTKOBUU
KamniTas 6e3 po3MHUBaHHS BJIACHOCTI.

BbaHkiecbki nosuku: CTapTalnu MOXYTb
OTpUMATH KpeJAUTH B 6aHKax abo ¢piHaHCO-
BUX ycCcTaHOBaX. Haibisbm TpaguLidHUH,
ajie BOAHOYAC TPYAHOJOCTYNMHUK BapiaHT
JIIS CTapTy Oi3Hecy.

KoneepmosaHni o6aizayii: lle 60prosi
IHCTPYMEHTH, AKi MOXHa KOHBEPTYBaTH B
KamiTaJ Ha Mi3HilIoMYy eTari, 3a3BUYau mij
4yac HaCTYyMHOTO payHAy GiHaHCyBaHHSI.

4. Kpayadanauur. [lnatdpopmu kpayza-
baHAMHTY 03BOJISAIOTh CTapTanaM 3ajy4a-
TH KamiTaJl BiJi BeJIMKOI KiJIbKOCTI OKpeMHuX
iHBecTOpiB abo CHOHCOPIB 3a AOMNOMOIOI0
oHJIaMH-KaMnaHii. Crtaptanu DeepTech
MOXYTb BUKOPUCTOBYBATH KpayAdaHJUHT
JUJIS MiATBepJ KeHHS PUHKOBOIO IOIHUTY,
NOMepeAHbOT0 MPOAAXKY MNPOAYKTIB abo
¢diHaHCyBaHHS KOHKpPETHUX NpoeKTiB. Kpaya-
baHUHT TaKOXX MOXe CIY>KUTU iHCTpyMeH-
TOM MapKeTUHTY Ta 3a/Iy4eHHs], 1[0 JJ03BOJISIE
cTapTanaM CTBOPIOBAaTH CHIJIBHOTY IMpH-
XUJIBHUKIB 1 TEPIIUX KOPUCTYBaYiB.

Kpayoganoune Ha ocHosi euHazopodu:
Taki miatdopmy, gk Kickstarter i Indiegogo,
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Other institutional grants: Universities,
research institutions, and industry organi-
sations may provide grants to facilitate
technological advancement.

3. Debt financing is provided on a re-
payable and repayable basis,with no in-
volvement of the investor in the manage-
ment of the business and does not entail
the investor taking ownership of assets.
DeepTech start-ups can access debt financ-
ing through traditional lenders such as
banks or specialised financial institutions
to fund working capital needs, equipment
purchases or commercialisation efforts.
Debt financing options may include term
loans, credit lines, equipment financing or
venture capital debt. While debt financing
typically requires collateral and repayment
obligations, it can provide startups with ad-
ditional capital without diluting ownership.

Bank loans: Startups can obtain loans
from banks or financial institutions. This is
the most traditional, but also the most diffi-
cult option for starting a business.

Convertible bonds: These are debt in-
struments that can be converted into equity
at a later stage, usually during the next
round of funding.

4. Crowdfunding. Crowdfunding plat-
forms provide startups with a means of
raising capital from a large number of indi-
vidual investors or sponsors through online
campaigns. DeepTech startups can use
crowdfunding to confirm market demand,
pre-sell products, or fund specific projects.
Crowdfunding can also be used as a mar-
keting and engagement tool, allowing start-
ups to build a community of supporters and
early adopters.

Reward-based crowdfunding: platforms
such as Kickstarter and Indiegogo allow
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JI03BOJIAIOTb CTapTalaM 3ay4aTU KOLUTH BiJ
IPOMaZICbKOCTI, IPONOHYXOYM BUHAropoau
(HanmpuKJIaz, paHHi# AOCTYN [0 MPOAYKTIB).

Kpaydganoune akyiii: Crapranu Mo-
KYThb 3a/ly4aTU KalliTaJ, NpPOJAr4YM aKIil
Oe3nocepelHbO OKPeMHUM iHBeCTOpaM 4e-
pes3 miatdopmMu KpayapaHJUHTY.

5. CTpaTeriuHe napTHEpPCTBO Ta KOPIO-
paTUBHA CHiBIIpaLid BK/IOYA€E NAPTHEPCTBO
3 BiJoMMMHU KOMIIaHiIMHM i MOXKe 3abe3Ie-
YUTU LOCTYIl O pecypciB, KaHa/iB poO3Io-
Jiiy Ta pociny. [lapTHepcTBa MOXyTb OY-
TH peasiizoBaHi B GOpMi cnijibHOro miAgnpu-
€MCTBAQ, JIilleH3iMHOI yroau abo MpOeKTiB
CIIIJIBHOT'O PO3BUTKY.

6. AkcesiepaTopu Ta iHKy6aTopHu. [Ipo-
rpaMM akceJjiepaTopiB Ta iHKyb6aToOpiB Ha-
JlaloThb cTapTanaM ¢iHaHCyBaHHS, HacCTaB-
HUILTBO Ta PeCypcy B 0OMIH Ha BJIaCHUM Ka-
nitan abo roHopapu. Lli nporpamuy, sik npa-
BUJIO, IIPONOHYIOTh CTPYKTYPOBaHy MiATPH-
MKY, AOCTYI O MepexX i OCBITHI MOXKJIMBOC-
Ti, 1106 OMOMOI'TH CTapTanaM NPUCKOPUTH
CBill PO3BUTOK i 30U/IBLIUTHU IIAHCHU Ha YCIIIX.
Ctraptanu DeepTech MOXXyTb OTpUMaTH BU-
roAly Bij cnenjasi3oBaHUX MPUCKOPIOBAYiB
Ta iHKy0aTOpiB, OPiEHTOBAaHMUX HA KOMeEPIIi-
asi3anilo TexXHOJIOTIH, rajays3eBi BepTHKaJi
a60 HAYKOBI AUCIUIIIIHMU.

Akcesnepamopu 3a6e3ne4yroms HACMAas-
HUYMB0, CNiAKYy8aHHs ma (PIHAHCYBAHHS 8
06MIiH Ha esacHull kanimasa. CTaptanu 6e-
PyTb y4acTb y CTPYKTypOBaHiNd mporpami
JJ1 IPUCKOPEHHSA CBOTO 3pOCTaHHA.

IHKy6amopu nponoHytoms ogicHi npu-
MIWeEeHHS, HaCMasHUYymeo ma pecypcu 04
cmapmanie Ha paHHix cmadisx. BoHu Mo-
)KyTb ab0 He MOXYTb OTPUMAaTH BJIACHUU
KaIiTaJl HATOMICTb.

7. 3aBaHTa)keHHs. JlesiKi 3aCHOBHMKHU
BUPILIYIOTh CHOYATKYy CaMOCTiKMHO ¢iHaH-
CyBaTH CBOI CTapTallM, BUKOPUCTOBYIOYHU
0COOUCTI 3aowaKeHHda abo Aoxij, OTpH-
MaHHUHU BiJ, paHHIX npojaxis. He3paxarwuu
Ha CKJIQHICTb, MOYAaTKOBE 3aBaHTAXKE€HHA
Jl03B0OJISIE 3aCHOBHMKAM 30epiraTu NoBHUM
KOHTpOJIb. [IpaBusibHa cTpaTerisa ¢giHaHCy-
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startups to raise funds from the public
by offering rewards (e.g. early access to
products).

Equity crowdfunding: Startups can raise
capital by selling shares directly to individ-
ual investors through crowdfunding plat-
forms.

5. Strategic partnerships and corporate
collaborations include partnerships with
established companies and can provide ac-
cess to resources, distribution channels and
expertise. Partnerships can take the form of
a joint venture, licensing agreement or joint
development projects.

6. Accelerators and incubators. Accel-
erator and incubator programmes provide
start-ups with funding, mentoring and re-
sources in exchange for equity or fees.
These programmes typically offer struc-
tured support, access to networks and edu-
cational opportunities to help startups ac-
celerate their development and increase
their chances of success. DeepTech startups
can benefit from specialised accelerators
and incubators focused on technology com-
mercialisation, industry verticals or scien-
tific disciplines.

Accelerators provide mentoring, net-
working and funding in exchange for equity.
Startups participate in a structured pro-
gramme to accelerate their growth.

Incubators offer office space, mentoring
and resources for early-stage startups. They
may or may not receive equity in return.

7. Bootstrapping. Some founders choose
to initially self-fund their startups using per-
sonal savings or revenue generated from
early sales. Despite the complexity, boot-
strapping allows founders to maintain full
control. The right funding strategy depends
on the startup’s stage, goals and specific
needs.
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BaHHA 3aJIeXUThb BiJ cTaaii crapramy, Li-
Jied i KOHKpeTHHUX OTpeo.

Craptranu DeepTech yacTo noeHy0ThH
KisibKa mpxepen ¢piHaHCyBaHHS, 1006 JOCAT-
TH CBOT0 6ayeHHs Ta 3/iMCHUTH TEXHOJIO-
riYHUU IPOPUB.

AKkull icHye doceiod 3a1y4eHHs
?; @piHaHcysaHHA das1 cmapmy i
@ _{ po3sumky gidomux cmapmanis?
Koxxen DeepTech cTapTan mae cBill yHi-
KaJIbHUWA LJISIX PO3BUTKY 1, BiAMOBIAHO,
CBOIO cxeMy QpiHaHCyBaHHA. TUM Oisnblle 114
cxeMa Led MIHAETbCA HA PI3HUX eTamax
pO3BUTKY 6i3Hecy. B Tab6.. 1.1. HaBegeMo
NpUKJIAAM HAWOIIbII BiIOMHUX CBITOBUX
DeepTech cTapTamiB i cxemu piHaHCyBaHHS,
AKI BOHU BUKOPHUCTOBYBAJIU.

DeepTech startups often combine
several sources of funding to achieve their
vision and make a technological break-
through.

What is the experience

of raising funds for the start-up
3 and development of well-known

start-ups?

Each DeepTech startup has its own
unique development path and, accordingly,
its own funding scheme. Moreover, this
scheme changes at different stages of busi-
ness development. The table 3.1. below
shows examples of the world’s most fa-
mous DeepTech startups and the financing
schemes they used.

Ta6auns / Table 1.1

Deep- CyTb 6i3Hec-imel ®opmu dpinaHCyBaHHS
Tech
startup The essence of the business idea Forms of financing
1 2 3
[uBecTuLii B akuioHepHU# Kamitas: OpenAl
. . . : OTpMMaB 3HayHe ¢iHAaHCYBaHHA BiJ KOMIa-
Biomuid coiMH nepeoBMMH AOCTIDKEHHAMM Hill BEHYYpHOr0 KalliTaJ/ly, BK/JI04alyHy iHBec-
B o6usacTi wtyyHoro iHTenexty (LUI), po3po- 0! .
; . . : . | Tunii Takux komnaHiy, gk Khosla Ventures i
6uB nepeaoBi MOBHI MozeJi, Taki gk GPT-3 i 6naropiiinuii dony Peitga Xodbdmana
GPT-4'. Li mozesi MAIOTh 3ACTOCYBARHA AJIA ['panTu: OpenAl Takox OTpUMaB IPaHTH BiJ
< POSYMIRHA MPUPOAHOL MOBH, CTBOPEHHA KOAY | oy yx oprauisauiit, six Open Philanthro
= TOIIO p L1H, p py
2 Project Ta Future of Life Institute, mo6 miz-
o TPUMATH CBOI JOCTIIKEHHA
Known for its advanced research in artificial | Equity investments: OpenAl has received sig-
intelligence (Al), has developed advanced lan- | nificant funding from venture capital firms,
guage models such as GPT-3 and GPT-4. These | including investments from companies such as
models have applications in natural language | Khosla Ventures and the Reid Hoffman Charita-
understanding, code creation, and more. ble Foundation.
. . . . [uBecTulii B akuioHepHu# kamitan: NVIDIA
34ilicHUB peBoJOLi0 B 06/acTi rpadiyHux CHOYATK . . i
. . y 3aJlyuusia Kanitaa 4yepes ¢iHaHCYy
nporecopis (GPU) i mprcKOpeHNK 064HCIIEHD. BaHHs BeHUYPHOTO KamiTay
Ixui rpagpiumi nponecopy 3apas IHPOKO BUKO- [ly6iuna mnpomosuuif: y Mipy 3poCTaHHA
PUCTOBYIOTBCA B IUTYYHOMY IHTeIEKT, HayKo- | = oo o Gipry LLISXOM
i 6po6 - . .
E ig::y MO/AEJIOBAMII Ta NEHTPax 05POBIH Ad NepBUHHOrO my6JiyHoro po3mimenHs (IPO),
E 110 1ie 6i/blle crpuso il po3UMpPEHHIO
. : . . Equity i tments: NVIDIA initiall ised
Revolutionised the field of graphics processing Cgu.l Ly investments N
. , : pital through venture capital funding.
units (GPUs) and accelerated computing. Their Pkl affrtan: As #he commmy g, & wen
GPUs are now widely used in artificial intelli- blic th h' mitial publi ) PO
o , public through an initial public offering (IPO),
gence, scientific modelling, and data centres e faelmg i e
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2

3

Graphcore

3ocepemKY€EThCA HAa CTBOPEHHI creljiani3oBa-
Horo o6sagHanua 1. Ix 6/10Kku inTenexTya-
JbHOI 06po6ku (IPU) po3pobuieHi s edek-
TUBHOI'O TJIMO0OKOI'O HaBYaHHA OOYMCJIEHb,
30KpeMa B HEHWPOHHHUX Mepeax Ha OCHOBI

rpadis

[HBecTULii B aKLioHepHUM KamiTas: Graphcore
3a/Iy4MB 3HAYHUM BeHUYYpPHUH KamiTasa BiJ Ta-
KX iHBeCTOpiB, Ik Sequoia Capital i Atomico.
CTpaTeriuHe nmapTHepCTBO: KOMIIAHIis TaKOX
yKJlaJla CTpaTeriyHi apTHepCTBa 3 rpaBLUAMHU
rajiysi, o6 NIpuCKOPUTU CBOE 3pOCTAHHS

Focuses on creating specialised Al hardware.
Their Intelligent Processing Units (IPUs) are
designed for efficient deep learning computing,
particularly in graph-based neural networks

Equity Investment: Graphcore has raised sig-
nificant venture capital from investors includ-
ing Sequoia Capital and Atomico.

Strategic Partnerships: The company has also
formed strategic partnerships with industry
players to accelerate its growth.

C3.ai

[loenHy€e ITY4YHUN iHTeNEKT, BeJHKi JaHi Ta
XMapHi 06YUC/IEHHS [/IsT PO3PO6GKHK Mporpam
KOpNOPaTUBHOrO MaciuTaby. IxHi pimeHHs
BUKOPHUCTOBYIOTbCSI B Takux cdepax, {K
yIpaBJIiHHSA €HEepri€l, NMPOTHO3HE TeXHiuHe
006C/YyroByBaHHSl Ta ONTHUMI3allisg JiaHLOra
IoCTa4yaHHA

[nBecTulii B akiioHepHud Kamitasa: C3.ai
oTpuMaB diHaHCYBaHHS Bifi KOMIIaHIM BeHYYy-
pHoro Kamitasny, Brkitodaruyud TPG Capital i
Sutter Hill Ventures.

CtpareriyHe napTHepcTBo: CmiBnpanysa 3 Be-
JIMKMMHU NiAIPUEMCTBaMHU, TakuMU K Shell i
Enel, Hagana noaaTKoBi pecypcu

Combines artificial intelligence, big data and
cloud computing to develop enterprise-scale
applications. Their solutions are used in areas
such as energy management, predictive mainte-
nance, and supply chain optimisation

Equity investment: C3.ai has received funding
from venture capital firms including TPG Capi-
tal and Sutter Hill Ventures.Strategic partner-
ships: Cooperation with large enterprises such
as Shell and Enel has provided additional re-
sources

DeepMind

Bigomu#i cBOiMM HpopuBaMM B HaB4YaHHi 3
nigxpinennaM. Ixua nporpama AlphaGo ne-
peMorJia rpaBlL-4eMIioHa CBITY B ro, poje-
MOHCTPYBaBLIX CUJY LITYYHOIO IHTENEKTY B
CKJIAJHHUX irpax

[uBectunii B akmii: DeepMind oTprmaB ¢piHaHCy-
BaHHs Ha paHHIW cTafii Bif, Takux iHBeCTOpIB,
sk Founders Fund i Horizons Ventures.
[Ipunb6anusa Google: Google mpuzn6as Deep-
Mind y 2014 poni, 3a6e3neyuBIIM 3HAYHY
¢diHaHCOBY MiATPUMKY JJs HPOJOBXKEHHS
JOCaiIPKeHb

Is known for its breakthroughs in reinforcement
learning. Their AlphaGo program defeated a
world champion go player, demonstrating the
power of artificial intelligence in complex
games

Equity investments: DeepMind has received
early-stage funding from investors such as
Founders Fund and Horizons Ventures.
Acquisition by Google: Google acquired Deep-
Mind in 2014, providing significant financial
support for continued research

Zebra Medical

Vision

BukopucroBye Al paa aHami3y JaHUX Meaud-
HUX 300pakeHb, JOIOMararmyu pajiosoram
BUSIBJSTH Taki 3aXBOpPIOBAaHHS, fAK pak,
3axXBOPIOBAaHHS NMEYiHKW Ta cepleBO-CyAUHHI
npo6.ieMH. IXHi aIropuTMH MOXYTh i1eHTHdI-
KyBaTH ILIA6GJOHU, SIKi JIIOJICBKE OKO MOXKe
NPONYCTUTH

[HBecTuLil B akiioHepHUH KamiTas: Zebra
Medical Vision 3any4usa kamiTan yepe3 BeH-
yypHe GpiHaHCyBaHHS.

['paHTH: KOMIIAHIAA TaK0X OTpUMaJa IPaHTHU
Bifi YnpaBsinHA iHHOBaNi# [3painto Ta iHmUX
YCTaHOB

Uses Al to analyse medical image data to help
radiologists detect diseases such as cancer, liver
disease, and cardiovascular issues. Their algo-
rithms can identify patterns that the human eye
might miss

Equity investments: Zebra Medical Vision has
raised capital through venture capital funding.
Grants: The company has also received grants
from the Israel Innovation Authority and other
institutions
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Blue River Technology
(renep John Deere Labs)

Po3po6uuia pilieHHs AJ1s1 TOYHOTO 3eMJIepo6-
CTBa 3 BUKOPHUCTAHHSAM KOMITIOTEPHOTO 30py
Ta po6OTOTeXHIKU. [XHA TexHoJsorisa «See &
Spray» BH3Haya€ Ta BUOGIPKOBO PO3MUIIIOE
rep6inyau Ha 6yp’siHYU, 3BMEHILIYI0YW BUKOPUC-
TaHHA XiMiKaTiB

[HBecTuIlil B aKLioHepHUH KamiTas: Blue River
3abe3neyeHe BeHYYpPHUM QiHaHCYBAHHSIM.
[IpugobanHs John Deere: John Deere npuj6an
Blue River, 110 103B0/IN/I0 HOMY TPOJJOBKUTH
CBOI0 po60TY B paMKax 6ijiblol opranizariii

Has developed a precision farming solution us-
ing computer vision and robotics. Its ‘See &
Spray’ technology detects weeds and selectively
sprays herbicides on them, reducing the use of
chemicals.

Equity investment: Blue River is backed by ven-
ture capital.

Acquisition by John Deere: John Deere acquired
Blue River, allowing it to continue its opera-
tions within a larger organisation.

Desktop Metal

®okycyeTbcs Ha 3D-fpyli MeTaseBUX JeTa-
JIed JIIs1 TPOMMCJIOBOTO 3aCTOCYBaHHsA. IXHA
TEXHOJIOTis [03BOJISIE LIBUJKO CTBOPIOBATHU
NPOTOTHUIIM Ta peHTabesJbHe BUPOOHUITBO
CKJIaIHUX MeTaJIeBUX KOMIIOHEHTIB

[HBecTuLii B akiioHepHui kamitas: Desktop
Metal 3any4uB 3HauyHe ¢iHAHCYBaHHSI BeH-
YypHOI0 KaniTaly.

[ly6siyHa mpomno3ullis: MisHillle KoMmaHis
cTaJjia ny6siyHor yepes [PO

Focuses on the 3D printing of metal parts for
industrial applications. Its technology enables
rapid prototyping and cost-effective production
of complex metal parts.

Equity investments: Desktop Metal has raised
significant venture capital funding.

Public offering: the company later went public
through an IPO

Ava Robotics

CTBOpro€E po6OTIB TeJeNpPUCYTHOCTI AJis Bif-
JaneHoi crisnpai. [xHi po60TH BUKOPHCTOBY-
I0ThCSI B OXOPOHI 3/10pOB’sl, OCBiTi Ta 6i3Hec],
JLO3BOJISIIOYM JIIOAAM B3a€EMOJIATH MPAKTUYHO
Ha BiCTaHI

[uBecTuLii B akijioHepHUH Kamitas: Ava Ro-
botics orpumasia ¢piHaHCYyBaHHSA BEHUYPHOTO
KamniTtasny.

CrtpareriyHe napTHepcTBO: ChiBnpans 3 KOM-
NaHiIMU B pi3HUX rajysfax NiATpUMasa Horo
3pOCTaHHA

Creates telepresence robots for remote collabo-
ration. Their robots are used in healthcare, edu-
cation, and business, allowing people to interact
virtually at a distance

Equity investments: Ava Robotics received ven-
ture capital funding.

Strategic partnerships: Collaborations with
companies in various industries have supported
its growth

Carbon Engineering

Mae Ha MeTi BJIOBJIIOBAaTH BYTJIEKUCIUN Ta3s
6e3nocepeJHbO 3 MOBITPA 3a [ONOMOIOI0
BEJIMKUX MallMH. IXHI TeXHOJIOrii MOXyThb
3irpaTv BUpIilIaJIbHY poJib Y 60poThOi 3i 3Mi-
HOIO0 KJIiMaTy

[HBecTuLii B akiioHepHui Kamitas: Carbon
Engineering 3asy4usia KamiTaj BiJi TaKuX iH-
BecTopiB, sk bis eittc i Chevron.

['paHTH: KOMMNaHisA TaKOXX OTPUMYyBaJa rpaH-
TH Bif ypaay Kanaau ta npuBaTHUX GOH/AIB

Aims to capture carbon dioxide directly from
the air using large machines. Their technology
can play a crucial role in the fight against cli-
mate change

Equity investments: Carbon Engineering has
raised capital from investors such as Bill Gates
and Chevron.
Grants: The company has also received grants
from the Canadian government and private
foundations

[llnsx ¢iHaHCYyBaHHS KOXKHOIO CTapTa-

Each startup’s funding path is unique,

Iy YHiKaJIbHUM, | BOHU 4aCcTO MOEAHYIOTH
KiJIbKa JpKepes IJid JOCATHEHHS CBOIX Lii-
Jied. 3arajioM, iHBeCTULil B akKlii, rpaHTH,
CTpaTeriyHi napTHepcTBa Ta Ny6JIivHi Mpo-
MO3ULII BiAirpaloTh BUPILIAJBHY pOJb Y iX
PO3BUTKY.
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and they often combine multiple sources to
achieve their goals. In general, equity in-
vestments, grants, strategic partnerships
and public offerings play a crucial role in
their development.
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= Jlnga aHausizy mnepeBar i HemoJIiKiB

pi3HUX BapiaHTiB ¢iHaHCYBaHHS, AOCTYII-
HUX pajs craptaniB DeepTech, ckinagemo
Tab6.s. 1.2.[10, 11, 12].
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DEEPTECH STARTUP:
Step-by-step development and launch plan

What are the advantages
and disadvantages of each type
h/ of funding?

To analyse the advantages and disad-
vantages of the different funding options
available to DeepTech startups, let's draw
up a table 1.2.[10, 11, 12]

Ta6nauus / Table 1.2

. ®opma [lepeBaru Henoniku
¢diHaHCyBaHHSA
Form of funding Advantages Disadvantages
1 2 3
[IpuBaTHUM [IBUAKUHN | 3pyYHUN 0O6MeXeHHSI 0COOUCTUX FOTIBKOBUX KOIITIB,
Karitasa JOCTYII O KOUITIB. JOCTYITHUX /151 iIHBECTYBaHHS.
BigcoTkoBi miaaTexi Mo2ke MOTipLUIKUTH AKICTB XKUTTSA NiJNIPUEMIIA.
He MoTpi6Hi HeMoxxinBo /151 BCix 6i3HeCIB i3 BeJIMKUMU
MO4YaTKOBUMU BUTpPATaMU
Private Quick and convenient Limitation of personal funds available
equity access to funds. for investment.
No interest payments May affect the entrepreneur’s quality of life.
Not feasible for all businesses with high
start-up costs
baHkiBCbhKi Hu3bKi Npo1jeHTHI CTaBKMU. Peryngapui BunsiaTu BiZjcCOTKIB
KpeJuTH [lepen6auyBaHuil rpadik (ab0 BiZICOTKIB + OCHOBHOI CyMHU) MOXYTb

IJIaTeXIB.
306epexeHHs BJIACHOTO
KarmiTasy B 6i3Heci

HaINpy>XATH MOJIOAY KOMIaHIIo.
[IpubyTOK MOXKe He Ha/IXOJUTH 3a MJIaHOM.
Bumarae 3acTaBy Ta KpeJUTOCIIPOMOXKHOCTI

Bank
loans

Low interest rates.
Predictable payment schedule.
Preservation of equity in the
business

Regular payments of interest (or interest +
principal) can stress a young company.
Profits may not come in as planned.
Requires security and creditworthiness

[HBecTOpU-aHrenu

diHaHCyBaHHS Ha paHHIN
crazii 6e3 Heo6xigHOCTI
noraiieHHsl.

JlocBiz i HACTaBHUIITBO
Bi/| iHBecTOpiB

Po3mMuBaHHSA BJIaCHOCTI B 6i3Heci.
IHBECTOpH-aHFeJII/I MO)KYTb BUMaAraTu npaB
yHpaBJIiHHA Ta KOHTPOJIIO

Angel Early stage, non-repayable Dilution of ownership.

investors funding. Angel investors can demand management
Investor experience and control rights
and mentoring

BenuypHuii 3HavHe piHaHCYBaHHS Bricoke po3MUBaHHs BJIACHOr'O KamiTasuly.

kamitas (VC)

JUJIsl LIBUJIKOTO 3pOCTaHHS.
JocTyn o mepex i oCBiay

Tuck s JOCATHEHHS arpeCUBHUX
LiJiel 3pOCTaHHA

Venture
capital (VC)

Significant funding
for rapid growth.
Access to networks
and expertise

High equity dilution.
Pressure to meet aggressive growth targets
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[IponoBxkeHHs TabJ. / Continuation of Table 1.2

1 2 3
Kpayandbauauur PisHOMaHITHUN nyJ1 Maiux BisHec, skuil moTpebye 6araTo yacy.
IHBeCTOPIB. BunHaroposu Ha 0CHOBI KaniTany
MapkeTHHr i nepeBipka ifel a60 NpoAYKTY
Crowdfunding Diverse pool of retail investors. | Time-consuming business.
Marketing and idea validation | Capital or product-based rewards
I'panTH diHaHCYBaHHS KonkypcHu#i iponec nojavi 3asgBOK.
6e3 po3MUBaHHS BJIACHOCTI. KoHkpeTHi kpuTepii NpUAHATHOCTI
[ligTpumye noCaiI>KEHHS Ta
PO3pO6KHU HA paHHIX CTafAisgX
Grants Funding without diluting Competitive application process.
ownership. Specific eligibility criteria
Supports early stage R&D
(research and development)
KonBepToBaHi [HHOBaNiHUI BapiaHT HoBuii i ManoBigomMuii croci6.
yro/i¥ PO po3nojia | 6e3 po3MUBaHHS KaliTany YMOBU MOXKYTb CUJIbHO BiApi3HATHUCS
noxony (CISA) Ha paHHi# cTaxil.
Hemae ¢ikcoBanoro rpadika
noralieHHs
Convertible income Innovative option without A new and little known route.
sharing agreements | early capital dilution. Conditions can vary greatly
(CISA) No fixed repayment schedule

[IpaBusbHe [Kepesio $iHaHCYBaHHA
3aJIeXKUTh BiJl YHIKaJIbHOI cUTyalil, eTamny
Ta cTpaTeril po3BUTKY cTapTany. CiaiJ yBa-
»KHO OLIiIHUTU KO>KEH BapiaHT, 106 NpUHH-
ATH 3BaXKeHe pilleHHH.

Ak cmapmanu eu6upaoms
 MiXC aKyioHepHUM Kanimasiom
P } i 6opzosum gpiHaHcyeaHHAM?

. [lopiBHIOIOYH y3araJibHEHO MiAX0/H,
0 Kpallle obpaTu akijioHepHe ¢iHaHCY-
BaHHA (iHBecTHIIil Ha MpaBax BJIACHOCTI) Ta
6oproBe ¢iHaHCyBaHHS (Ha yMOBax MoBep-
HEHHS Ta MJIATHOCTI), TO TaK0X BapTo 3Ba-
>KUTH MepeBary i Hefosiku - Ta6.. 1.3.

TakuMm uyuHOM, akuioHepHe QiHaHCY-
BaHHf 3abe3neyye THYYKiCTb i gocTyn [0
Jl0CBify, ToAi sk GoproBe ¢iHaHCYBaHHSA
Jl03BOJISIE CTapTanaM 30eperTu MnpaBo BJja-
CHOCTI, ajie CynpoBO/KYETbCS 3000B’sA3aH-
HSMU L10J0 NOBepHeHHs. Bubip 3anexuTb
Bi/l KOHKpETHUX NOTpeb cTapTamy Ta ToJie-
paHTHOCTI 1o pyu3uky [18].
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The right source of funding depends on
the unique situation, stage and strategy of a
startup’s development. Each option should
be carefully evaluated to make an informed
decision.

How do startups choose between
equity and debt financing?
g When comparing the general ap-
proaches of equity financing (equity invest-
ment) and debt financing (repayment and
payment), it is also worth weighing the ad-
vantages and disadvantages (table 1.3).

In summary, equity financing provides
flexibility and access to expertise, while
debt financing allows startups to retain
ownership but comes with repayment obli-
gations. The choice depends on the specific
needs and risk tolerance of the start-up
[18].
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Ha mpakTuui ctapTanu 4acTo BUKOpPUC-
TOBYIOTb NMOEAHAHHSA 000X TUIIB QiHAHCY-
BaHHA. Hanpuk/iaZ, BOHU MOXYTb 3aJy4UTH
BJIACHUUW KamiTaJ [iyil PO3IIMPEHHSA Ta 3a-
6e3ne4yuTH 60pT AJs oNepaliiHUuX NoTpeo.
3peliuToto, BUOIp 3a/7€KUTh Bif] YHIKaJbHUX
00CTaBUH CTapTamny Ta JOBrOCTPOKOBOTO
6ayeHHS.

Aki Kkpumepii eu6opy
gpiHaHcy8aHHA nidXodsamb
dasa DeepTech cmapmany
3 ypaxy8aHHAM cmpamezii
po3sumky?

)

Bubip onThMasbHOro /xepeJsa
dinaHcyBaHHs A5 DeepTech craprany Bu-
3HAYAEThCS He JIMIIe HasBHICTIO KOIITIB,
ajie ¥ 3JaTHICTIO LIbOTO JiXKepeJsia BiAMNOBI-
JlaTU TMoTpebaM CTapTamy Ta CHOPUATH
JIOCATHEHHI0O HOro CTpaTeriyHux LiJen
PO3BUTKY.

1. Cyma ¢inaHcyBaHHs: CniBBiJiHOIIEHHS
MK mnoTpe6aMu B ¢iHaHCyBaHHI Ta
JIOCTYIIHUMHU pecypcaMu € KJIHYOBUM
¢dakTopom. CTapTan NOBUHEH OLIHUTH,
CKiJIbKU KOIITiB MOTPiOHO JJ1s1 peasisa-
Lil cBO€EI cTparerii po3BUTKY Ta AKi
Jokepesia piHaHCYBaHHA MOXYTb 3a6€3-
MEeYUTH LII0 CyMYy.

2. YacoBuil ropusoHT: /Jlesdki mxepesa
¢diHaHCyBaHHS, Taki $K BeHUYpPHHUU
KamiTan abo KpeAuTH, MOXYTb MaTH
0oO6MeKeHUH TepMiH noBepHeHHs. CTap-
Tan NOBHHEH BPaXxOBYBAaTH 4acoBi pam-
KU CBOEI cTparerii po3BUTKY Ta 06paTu
¢diHaHCyBaHHS, sKe BiJNOBiJlae I1UM
TepMiHaM.

3. Crparerida pocty: Pi3Hi pxepesna pinan-
CyBaHHSl MOXYTb OyTH 6inblm a6o
MeHI MiAXOAAIUMU [JJi peasisanil
KOHKpEeTHUX CTpareriii pocty. Hanpu-
KJ1a/l, BEHYYpPHUU KamiTas Moxe OYyTH
KOPUCHUM [I CTpaTerii MWBUJKOTO
MaciTabyBaHHS, TOJi fK TPAaHTH MO-
KYTb OYTH OiJbII BiMOBIJHUMU AJis
cTpaTeril JoCaiPKeHb Ta PO3BUTKY.

4. Jloctynm [0 pecypciB Ta eKCIepTH3H:
Jesiki mxepesia piHaHCyBaHHS, TaKi K
BEHUYYPHi KalliTa/licTh abo KopropaTHUBHi
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In practice, start-ups often use a combi-
nation of both types of finance. For exam-
ple, they may raise equity for expansion
and secure debt for operational needs. Ulti-
mately, the choice depends on the startup’s
specific circumstances and long-term vi-
sion.

What are the criteria
for selecting the most suitable
9 financing for a DeepTech startup,
taking into account
its development strategy?

The optimal source of funding for a
DeepTech startup is determined not only
by the availability of funds, but also by the
ability of the source to meet the startup’s
needs and contribute to the achievement of
its strategic development goals.

1. Amount of funding: The ratio between
funding needs and available resources
is a key factor. The startup should as-
sess how much money is needed to im-
plement its development strategy and
which sources of funding can provide
this amount.

2. Time horizon: Some sources of funding,
such as venture capital or loans, may
have a limited repayment period. A
startup should consider the timeframe
of its development strategy and select
the most appropriate financing option
to align with this timeframe.

3. Growth strategy: The suitability of dif-
ferent sources of funding for specific
growth strategies may vary. For in-
stance, venture capital may be a suit-
able option for a rapid scale-up strat-
egy, whereas grants may be more ap-
propriate for a research and develop-
ment strategy.

4. Access to resources and expertise:
Some sources of funding, such as ven-
ture capitalists or corporate investors,
can provide not only financial support
but also access to expert support, men-
toring, contacts and other resources
that can be important for the success of
a DeepTech startup.



MokpokoBMK NNaH po3pobKkM Ta 3anycky

Step-by-step development and launch plan

DEEPTECH STARTUP: " |n DEEPTECH STARTUP:

IHBeCTOpH, MOXKYThb HaZlaBaTH He JIMILe
¢diHaHCOBY MiATPUMKY, ajie ¥ JOCTYI A0
€KCIIepTHOI NiATPUMKH, MEHTOPCTBa,
KOHTaKTIB Ta IHIIUX pecypciB, gKi Mo-
XKYyTh OyYTHU BAaOXJUBUMH [ YCIIIXY
DeepTech crapTany.

YMoBu ¢iHaHcyBaHHS: KoxHe xepesio
¢diHaHCYyBaHHS Ma€ CBOI YMOBH, TaKi sIK
BapTICTh KamiTaay, yMOBH MOBEPHEH-
Hf, YMOBM [iJIeHHAd BJIACHOCTI TOLO.
CrapTan NOBUHEH OLiHUTH i yMOBH Ta
iX BIJIMB Ha Horo ¢piHaHCOBY cTabiib-
HICTb Ta CTpaTeriYyHUuM KOHTPOJIb.
JioTHICTD BJIacHOTO Kamitasny: Bax-
JINBO BPax0OBYBAaTH, HACKIJIbKU BJIAaCHUK
rOTOBUU PO3JIMATH BJIACHUH KamiTas 3
iHBecTopamMu. IHBecTOopu-aHTesu Ta
BEHYYPHI iIHBECTHUIIl MOXKYTh IPUBECTHU
Jlo AiM0THOCTI (3MiHA YaCcTKHU BJIaCHOTO
KaliTajly Ta pO3MOJiJ MPUOYTKYy Ha
617111y KiJIbKICTb BJIAaCHUKIB).

Pusuk Ta crifikictb: Pi3Hi mxepena ¢i-
HaHCyBaHHSA MalOThb Pi3Hi PiBHI pU3UKY
Ta cTidkocTi. Hanpukiaz, BeHUypHUU
KamiTaJa Moxe 6yTH GiJbIl PU3UKOBA-
HUM, ajie ¥ Ma€ NoTeHLias A/ BeJUKO-
ro NpubyTKy, TOZAi sIK TPAaHTH MOXYTb
MaTH MEHIIWU PU3HK, ajle i MeHIy Io-
TeHLilHYy BUTOY.

Kpim Toro Haz3BM4aiHO BaXXJIMBO Bpa-
XyBaTHU CTail0 pO3BUTKY O6i3HeECy, TOMY 110
Bi/Jl IbOTO 3aJIeXXUTh KOHKpeTHa popMa 3a-
JIy4eHHH KOUITIB:

PaHHili eTam: AHresbCbKi iHBecTopu
abo rpaHTH.

Cepeaniii eran: BeHuypHuM KamiTasn
JUisi 3a6e3meyeHHs] 3HAYHOTO 06CAry
¢diHaHCYBaHHS.

[lisHil eTan: BaHKiBCcbKi KpeauTu ab6o
BeJIMKI IHBeCTULIMHI payH/H.

Bubip ontuManbHOro mxepesa ¢iHaH-
cyBaHHs gJia DeepTech craprany noBuHeH
BpaxoBYyBaTH yci Li paKTOpu Ta COPUATH
JOCATHEHHIO MOro CTpaTeriyHux Lijnen
PO3BUTKY.
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5. Funding terms: Each source of funding
has its own terms and conditions,
which should be carefully considered.
These may include factors such as the
cost of capital, repayment terms, own-
ership sharing, and so on. A startup
should evaluate these terms and their
impact on its financial stability and
strategic control.

6. Divisibility of equity: It is important to
consider the extent to which the owner
is willing to divide equity with inves-
tors. Angel investors and venture capi-
tal investments can result in a change in
the share of equity and distribution of
profits to a larger number of owners,
which is known as divisibility.

7. Risk and sustainability are key consid-
erations in any business decision. It is
important to note that different sources
of funding carry varying degrees of risk
and sustainability. For instance, ven-
ture capital may be more risky but also
have the potential for high returns,
whereas grants may have less risk but
also lower potential rewards.

Furthermore, it is crucial to assess the
stage of business development, as this de-
termines the most suitable form of fund-
raising.

— At the early stage of development, it is

important to consider the following:
Angel investors or grants.

— At the mid-stage of business develop-
ment, it is advisable to consider the fol-
lowing options: Venture capital pro-
vides a significant amount of funding.

— At the late stage of business develop-
ment, it is important to consider the
following options: Bank loans or large
investment rounds may be required.

The choice of the optimal source of
funding for a DeepTech startup should take
all these factors into account and contrib-
ute to the achievement of its strategic de-
velopment goals.
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<4—— Financing of technological research and search for viable economic model continue across stages ————»

N = Receiving Earl
\ Finding Product Validating the Cammeraay Y

Market Fit Technology Contracts Commercialization

| slended finance product
]

|
[ ]
l Accelerators

Corporate Venture Capital & Corporate Partnerships
| Traditional Venture Capital Funds

Alternative Fund Structures

Venture Debt
|
. Institutional Investors

High-Net-Worth Individuals

Project Finance (Credit Funds, Partnerships)

Sowrce: IFC and Bplfrance,

1.3 Po3po6ka Gi3Hec-IUIaHy 1.3 Developing a business plan
AJisl iIHBeCTOpiB for investors
Ak po3po6umu 6i3Hec-naaH How should a business plan for a
?: d151 cmapmany DeepTech? DeepTech startup be developed?
@ i Po3pobka 6i3Hec-myiaHy AJis1 cTap- A business plan is an essential tool
tany DeepTech € BakyinBoro AJis ycmixy. for success in developing a DeepTech
BisHec-myiaH nmoTpibeH JJis camMoro iHilia- startup. A business plan is essential for the
Topa 6i3Hecy, 1106 MaTHU YiTKe ysSBJEHHS business initiator to gain a clear under-
Npo BCi acneKTH peaJiizalii 6i3Hec-ifei, A standing of all aspects of the business idea,
NOTEHI[IHHOr0 iHBecTOpa abo KpeJAuTopa. for a potential investor or lender.
Bisnec-msian gnsa DeepTech crapramy A business plan for a DeepTech startup
3arajiloM Ma€ CTaHJApTHY CTPYKTypy, ajie typically follows a standard structure, but it
MOTPi6GHO BpaxyBaTH OKpeMi 0COGJIMBOCTI should also take into account the specifics
caMe BHMCOKOTEXHOJIOTIYHUX O6i3HeciB, qu- of high-tech businesses, market dynamics,
HaMiKy PHHKY, 0COG/IMBOCTI MPOCYBaHHS and the unique challenges of promoting in-
iHHOBaLiHHUX NPOAYKTIB TOLLO. novative products.
1. Pestome: KOpOTKuit BUK/aZ GisHec-inef, 1. Summary: A brief overview of the busi-

BU/JIJIEHHS] IP06JIeMHU, fIKa BUPILIYETh-
csl, pilieHHs 1i€l po6eMU Ta pUHKOBI
MOXJIMBOCTI. Ba/IMBO [0AaTH KJIIOY0-
Bi MOMEHTH IPO NPOAYKT abo MOCIyTY,
LiJIbOBY ayAUTOpPiI0 Ta KOHKYPEHTHY
nepenary [19].

ness idea, outlining the problem to be
solved, the solution to this problem,
and market opportunities. It is crucial
to include key information about the
product or service, target audience and
competitive advantage. [19].
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Executive | Market

Marketing and

Sales Strategy

Summary Opportunity

S~ N\ A7

Business Plan

Ny

Key Financial

Onuc 6i3Hecy: icTopis, Micis, 6aueHHS 2. Business description: history, mission,
Ta OCHOBHI LiiHHOCTI 6i3Hecy. BaxxiuBo vision and core values of the business.
NpOAEMOHCTPYBaTH BJIACHUM [JOCBIfA i It is important to demonstrate your own
JIOCBiJ| Oy/Ab-SIKUX MapTHepiB, dki Ge- experience and the experience of any
PyTh y4acTb y ctapTami [20]. partners involved in the startup [20].
AHasi3 pUHKY: BUBYEHHS IiJIbOBOTO 3. Market analysis: study of the target
PUHKY, OoTpeb KJieHTiB, 60/1b0OBiI TOY- market, customer needs, pain points
KM Ta TeHJIeHllil, aHaJli3 CUJIbHUX i cya- and trends, analysis of the strengths
OKUX CTOPiH KOHKYpEHTIB, nocTavyasb- and weaknesses of competitors and
HUKIiB. BaxkJIMBO BUJIJIUTH yHIKaJIbHY suppliers. It is important to identify a
uinHicHy nponosunito (USP) [21]. unique value proposition (USP) [21].
Onuc npoAyKTy ab6o MOCAyrd: OMHUC 4. Product or service description: a de-
NpOAyKTy abo MOCJAyrd, K BUpILIYyE scription of the product or service, how
npo6JsieMy CIOXKHUBa4a, HOro 0co6JMBO- it solves the consumer’s problem, its
CTi Ta mepeBaru. BaxxysinBo migkpecau- features and benefits. It is important to
TH, 1110 POOUTH HOro iHHOBaLiMHUM i IK emphasise what makes it innovative
BiH BUpIillye KOHKPETHY MPO6JEMY UM and how it solves a specific problem or
NpOrajJuHy Ha PUHKY. gap in the market.

YnpaBiiHcbKa Ta onepayiiiHa CTPYKTY- 5. Management and operational structure:
pa: onMcaHHs OpraHi3aliiHol CTPYKTY- describe the organisational structure,
pY, BU3HAYeHHS poJii Ta 060B’A3KIB define roles and responsibilities for
IJisl 4JeHiB KoMaHAU. Baxk/inBo omnuca- team members. It is important to de-
TH IIPOLECH ONlepalifHOTr0 YIIpaBJiHHS, scribe operational management proc-
KOHTPOJIb SIKOCTi Ta JIOTiCTUKY [22]. esses, quality control, and logistics [22].
[l1aH MapKeTHHTy Ta MpOJaxiB: AeTa- 6. Marketing and sales plan: details of the
Jli3anisi MapKeTUHI0BOI cTpaTerii, 0xo- marketing strategy, target audience
IJIEeHHS 1iJIbOBOi ayAuTOpii, KaHaIu coverage, and sales channels. It is im-
360yTy. Bak/IMBO BU3HAUUTH MiAxia S0 portant to define the sales approach,
MPOJIaXKy, CTpaTETito0 [[iHOYyTBOPEHHS Ta pricing strategy, and distribution meth-
MEeTO/I1 PO3IO/Iiay. ods.
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7. DiHAHCOBHUH IJIAaH: OIiHKA MOYaTKOBUX
BUTpAT, ONlepalliitHUX BUTpAT Ta J0XO-
nly, 1 Ha 1iit ocHOBi popMyBaHHS diHaAH-
COBUX NpOTHO3iB. [lasi f0Ja€eTbCA 3BIT
Mpo pyX TPOIIOBUX KOWITIB, 6asaHC i
3BIT PO Ao0xoAu. BaxinBo nifgkpecu-
TH NOTpe6bu y piHaHCYyBaHHI Ta mOTEH-
LilHi [pkepesa iHBecTUL i, i B pa3y 3a-
JIydeHHsl 60proBOro Kamitajay B rpouio-
BOMY IOTOLi OKpeEMO NPOIeMOHCTPYBa-
TH MO0 NnorameHHs.

Jlobpe mpoayMaHuM 6i3Hec-NJlaH Mae
BUpilla/ibHe 3Ha4eHHA [J/1d 3a/Iy4eHHd iHBe-
CTOPIB, CIPAMYBAaHHA PO3BUTKY CTapTaIly Ta
3a0e3ne4YeHHs JOBIOCTPOKOBOIO yCHiXy.

AKi Kao4oei e1emeHmu
c/1id epaxosysamu, cKaadaw4u
6i3Hec-n/aH 015 iHeecmopia?

Po3po6HUK  6i3Hec-yIaHy  [AJs
DeepTech cTraprany nepejbadae ypaxyBaH-
Hf MEBHUX KJIKYOBUX eJIEMEHTIB MiJ 4ac
Woro ckjazaHHd. lle Te, o € HEOOXiJHUM
I iHHOBaliMHUX 6i3Hec-ized, 0co6JUBO
Ha cTajiii po3po6KH, ajie BiICyTHE B THUIIO-
BUX Oi3Hec-IJIaHaxX Jil09MX KJIaCUYHUX 0i3-
HeciB [23].

1. TanaHTH i JOCTYN 4,0 PUHKY:

— 3aJlydeHHs Ta YTPUMaHHS HaWKpaliux

TaJIaHTIB i3 J0CBiIOM po6OTH B mepe-

JIOBHUX TEXHOJIOTiSIX MOe OyTH CKJIaJl-

HUM, ToMy 1[0 cTapTanu DeepTech yac-

TO BUMaralwTb CIeliaJicTiB 3i creria-

JIbHUMU HaBUUYKaMU, IIOJI0 AKHUX MOXKe

icHyBaTu edillUT HAa PUHKY Tpalli;

— pimenHsa DeepTech MoXxyTh MaTu J10B-
MM UK/ BIOPOBA/PKEHHS 4depe3 iXHI0
CKJIQJHICTB, i, BIATTOBIIHO, CKJIQTHIIIIUM
i pU3UKOBaHIIIUM OyZe OTPUMAaHHSA
JOCTyNy [0 BiAIOBIJHUX PUHKIB 1 KJIi€-
HTIB.

. KepiBHMLITBO 3 fOC/II>KEHHA:

— BaXJIMBUM € Opi€EHTYyBaTHUCA B JOCJHiJ-
HUIbKOMY cepeJloBHIi, 6yTH B Kypci
JOCATHEHD | CHIBOpPALOBATH 3 AOCIL-
HUIbKMMU YCTAaHOBaMH, TOMY 1110 CTap-
tanu DeepTech 3HayHOl Mipoto Tmo-
KJIa/JlaloThCsl Ha HAyKOBi JOCJiP)KeHHSA
Ta pO3POOKHU.

N
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7. Financial plan: estimates of start-up
costs, operating costs and income, and
on this basis, financial projections. This
is followed by a cash flow statement,
balance sheet and income statement. It
is important to highlight financing
needs and potential sources of invest-
ment, and if debt capital is raised, the
cash flow should show its repayment
separately.

A well-designed business plan is crucial
for attracting investors, guiding the devel-
opment of a startup and ensuring long-term
success.

What are the key elements

to consider when writing

a business plan for investors?

When developing a business plan for
a DeepTech startup, it is essential to con-
sider a number of key elements. This is a
crucial element for innovative business
ideas, particularly at the development
stage. However, it is often absent in typical
business plans of existing classic busi-
nesses.

1. Attracting and retaining the best tal-
ent with experience in advanced technolo-
gies can be challenging for DeepTech start-
ups, as they often require specialists with
specialised skills that may be in short sup-
ply in the labour market. DeepTech solu-
tions may have a longer implementation
cycle due to their complexity, which makes
it more difficult and risky to access relevant
markets and customers.

2. Research guidelines:

— It is crucial for DeepTech startups to
navigate the research environment,
stay abreast of developments and col-
laborate with research institutions. This
is because research and development
play a pivotal role in the success of
these businesses.
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3. PosyminHa iHBectopamu DeepTech

— xoHueniii DeepTech MoxyTh 6yTH He
TaKUMH 3HAUOMMMM TpaAULiHHUM iH-
BECTOpaM, L0 BUKJIHUKAE CKENTHLIU3M
ab0 BaraHHs, TOMy NOTPiGHO JeTaJbHO
I IepeKOHJIMBO PO3KPUBATHU NOTEHLial
IPOPHUBHHUX TEXHOJIOTIH.

4. 3a/iy4eHHA KJIE€HTIB:

— KOMIIJIEKCHI  nepeBard  pillleHHA
DeepTech maroTh 6yTH mNpejcTaBJieHi
OpPOCTHM | NEepPeKOHJHMBHUM CIOCOO0M,
106 JAOHECTH MOTEHIiHHUM KJiEHTaM
npo oro 1iHHicTh [25].

5. BuTpaTu Ha TasjaHT:

— TOpu 0O6YUCIEHHI BUTPAT HA PO3POOKY i
TecTyBaHHS NPOJYKTY BaXKJMBO 36aja-
HCYBaTHW BUTPATU Ha TaJIaHT I HaABHI
pecypcy, 60 HaliMaHHsI eKCIepTiB y Ta-
KUX Tajys3dX, fIK LITY4YHUH IHTeJeKT,
KBAHTOBI 00YMC/IEHHS YU GiOTEXHOJIO-
rii, € JOporuMm i Moxe CyTTEBO BILJIMHY-
TH Ha GpiHAaHCOBUH pe3yabTaT [26].

Bci 1i oco6yiMBOCTI moTpi6HO BpaxyBa-

TH NP CKJaJaHHI 6i3Hec-MJIaHy cTapTamny
DeepTech, mo6 3asy4yuTu iHBecTHlii Ta
YCIIIIIHO MOTO peasi3yBaTH.

AKUM YUHOM OYIHIOIOMbCA
>~ DeepTech cmapmanu

® | 0. 3a1y4eHHs iHeecmuyiti?

DeepTech cTtapTanu - 1je iHHOBaLil-
Hi KoMmaHii, siki 6a3yl0TbCsl Ha MepeoBUX
TEXHOJIOTIAX I HAaYKOBUX [LOC/IIPKEHHAX Y
rajy3six eHepreTUkKH, xiMii, ¢pisuku Ta ese-
KTPOHiIKH. BOHM 3a3BMYall BUHMKAIOTH IIic-
Ji1 HAYKOBUX JOCJHI[KeHb, 110 BUMAarae€
3HayHoro ¢iHaHCyBaHHA i, BignoBigHO, 3a-
JIy4eHHs IHBeCTHUIIiN.

Ouinka DeepTech crapraniB asnsa 3any-
YeHHs IHBECTHUII € CKJIAaJHUM IMPOLLECOM,
SIKMU BKJIIOYA€E aHaJli3 Pi3HUX aCleKTiB TeX-
HOJIOTi], KOMaH/JAY, PUHKY Ta MOTeHLiaaxy
36yTy. OCh KJ/IIOYOBiI YMHHHUKH, SIKi iHBECTO-
pu 6epyTb A0 yBaru npu ouinni DeepTech
CTapTaliB:

1. TexnoJsioriyHa iHHOBaliliHicTb: IHBec-

TOPU OLIHIOITHL TEeXHIYHY CKJIALHICTb

[0,
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3. Investor understanding of DeepTech
[24].

— DeepTech concepts may not be so fa-
miliar to traditional investors, which
causes scepticism or hesitation, so it is
necessary to reveal the potential of
breakthrough technologies in detail and
convincingly.

4. Attracting customers:

The comprehensive benefits of a Deep-
Tech solution should be presented in a
simple and convincing way to convey
its value to potential customers [25].

5. Talent costs:

— When calculating the cost of product
development and testing, it is impor-
tant to balance the cost of talent with
available resources, as hiring experts in
areas such as artificial intelligence,
quantum computing, or biotechnology
is expensive and can significantly affect
the financial result [26].

All of these features need to be taken
into account when drawing up a business
plan for a DeepTech startup in order to at-
tract investment and successfully imple-
ment it.

What criteria are used

to evaluate DeepTech startups
9 for investment?

DeepTech startups are innovative
companies based on advanced technologies
and scientific research in the fields of en-
ergy, chemistry, physics and electronics.
Such companies typically emerge from sci-
entific research, which requires significant
funding and, consequently, investment.

The evaluation of DeepTech startups
for investment is a complex process that
involves the analysis of various aspects of
the technology, team, market and sales po-
tential. The following are the key factors
that investors consider when evaluating
DeepTech startups:

1. Technological innovation: Investors
assess the technical complexity and in-
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Ta HOBATOPCTBO TEXHOJIOTII cTapTamy.
BoHU 1IyKalTh YHiKa/JIbHI TEXHOJIOTIY-
Hi pileHHs, Ki MOXYTb 3a6e3MeYUTH
KOHKYpPEHTHY IllepeBary Ha PHUHKY Ta
BeJIMKUU MOTeHLiaJl JJisl pO3BUTKY.
PuHKOBUM mnoTeHUian: [HBecTopu no-
CJIIKYIOTb PUHKOBI MOXJIMBOCTI [Ji4
NpPOAYKTY abo Mocayry craprany. Bonu
aHaJIi3yl0Th PO3Mip Ta JMHAMIKy pUH-
Ky, KOHKYpeHTHY OOGCTAaHOBKY, MOTEH-
MiMHUX KJIIEHTIB Ta iXHi MOTpe6H.
KomaHpa: [HBecTOpu 3BepTalOTh yBary
Ha JIOCBiJi Ta KOMIIETEHTHICTh 3aCHOB-
HUKIB Ta KJIIOYOBUX 4YJIEHIB KOMaHZU
ctaprany. BoHU oLiHIOOTE ixHI morme-
peZiHi IOCATHEHHS, eKCIIEPTHICTD Y Bij-
MOBIJHIN rajysi, a Takox 3JaTHICTb 10
edpekTUBHOTrO BeJleHHsI 6i3Hecy Ta po3-
BUTKY TE€XHOJIOTII.

TexHoJioriyHa 3aBeplueHHICThb: [HBec-
TOpPU aHaJi3ylTh piBeHb 3aBeplLIeHOC-
Ti Ta yCHILIHOCTI JOC/AiKeHb Ta pO3po-
60K, fIKi B’)Xe MpOBeieHi KOMaH/[0l0 CTa-
pramy. lle Moxe BKJHYAaTH HAsABHICTb
NpPOTOTHUMNIB, pe3yJbTaTU TECTYBaHb,
MaTeHTH Ta iHIII J0Ka3Wu KOHLeNIil Ta
MOTEHLia/ly TEXHOJIOTII.

bisHec-mMozenb: [HBECTOPU aHaMI3yIOTh
6i3Hec-Mo/ies1b cTapTamy Ta Horo cTpa-
Teriro MoHeTu3alii. BoHM OLIHIOIOTH
JOXOJIHICTb Ta CTiHKiCTh MoJeJi 6i3He-
Cy, TMOTEHLiMHI mKepesa JOXOAIB Ta
PU3HKH, NTOB’s13aHi 3 iX peasizaniero.
[ToTpe6u B ¢iHaHcyBaHHi: IHBecTopHU
BU3HAYaIOTh CyMy KOIITIB, Ky MOTPi6-
HO CTapTany [AJs [OOCATHEHHS CBOIX
[[iJled PO3BUTKY Ta MaclITabyBaHHS.
BoHu o1iHIOIOTb ebeKTHUBHICTb BUKO-
PUCTAHHA KOLITIB Ta MOXJIMBICTb 3aJ1y-
YeHHS 0/JaTKOBUX pPecypciB B MalOyT-
HbOMY.

[ToTeHyian BnpoBamxeHHA: [HBecTOpuU
JOCHIKYIOTh, HAaCKiJIbKA WBUAKO Ta
epeKTUBHO NPOAYKT MOKe 6yTH BIPO-
Ba/PKeHUU Ha puHKYy. YuM 6inblue mo-
TeHLlia/ly BIPOBa/PKEHHS], TUM Oijblie
iHTepecy BiH BUKJIMKAE.

SECTION
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novation of a startup’s technology. They
are seeking out unique technological
solutions that can provide a competi-
tive advantage in the market and great
potential for development.

Market potential: Investors conduct
market research to assess the potential
market opportunity for a startup’s
product or service. They analyse the
size and dynamics of the market, the
competitive landscape, potential cus-
tomers and their needs.

Team: Investors are keen to assess the
experience and competence of the foun-
ders and key members of the startup
team. They assess their previous
achievements, expertise in the relevant
field, and their ability to run a business
and develop technology effectively.
Technological completeness: Investors
assess the extent to which the startup
team has already conducted research
and development activities, and the
success of those activities. This may
include, but is not limited to, proto-
types, test results, patents, and other
proof of concept and technology poten-
tial.

Business model: Investors assess the
startup’s business model and monetisa-
tion strategy. They assess the profitabil-
ity and sustainability of the business
model, potential sources of revenue,
and the risks associated with their im-
plementation.

Funding requirements: Investors deter-
mine the amount of funding required by
a startup to achieve its development
and scaling goals. They assess the effi-
ciency of the funds being used and the
potential for attracting additional re-
sources in the future.

Implementation potential: Investors
assess the speed and efficiency with
which a product can be brought to mar-
ket. The greater the implementation
potential, the more interest it attracts.

Bci i dakTOpu pazoM BHM3HA4YalOTh o-
TOBHICTb iHBECTOPIB 10 NPUHUHATTS pillleH-
Hd npo ¢inaHcyBaHHsA DeepTech cTtapramy.

All these factors together determine the
readiness of investors to make a decision
on financing a DeepTech startup.
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Axi ¢pinancosi modeni

= ma npocHo3u edpmo eK/1io4umu

@1l do 6i3Hec-naaHy?

CTtBOopeHHa HajilHOI ¢QiHaHCOBOI
MoOJieJli Ma€ BUpillaJbHe 3HA4YeHHA [Jid
Oyab-sKOTro cTapTaiy, BkJato4Ho 3 DeepTech.
Jns sikicHoi oniHKkM ¢piHAHCOBHUX Mepcrek-
THUB i npe3eHTallii iHBecTopaM y ¢iHaHCO-
BUM muiaH craptany DeepTech matoTh 6yTH
BKJIIOYEHi TaKi KJIIOYOBi KOMIIOHEHTH, 11100
3abe3MeYyruTH NMOBHe pPO3yMiHHA ¢iHaHCO-
BUX IPOTHO3iB KOMNaHIil Ta MOTEHIikMHOI
TpaekTopii 3pocTanHs [27, 28]:

1. Mogenb foxoay: ssK KOMIaHisg IJIAHYE
OTpUMAaTU JOXiJ BiJ CBOIX NPOAYKTIB
a6o nocayr. lle Moxke BK/IIOYaTH Mojei
Ha OCHOBI miAmucky, JineHsiiHi 360pH,
0ZIHOPA30Bi NMpoaxi abo iHii JKepesia
JIOXO/1y, XapakTepHi s rasny3i DeepTech.

2. CTpykTypa BUTpaT: JeTaJjisalisg BH-
TpaT, 0B’I3aHUX 3 BeJleHHAM 0i3Hecy,
BKJ/IIOYAI0YM BUTpPATH Ha AOCJIIKEHHSA
Ta pO3pOOKH, BUTPATU Ha BUPOOHUIIT-
BO, BUTpPAaTH HAa MapKeTHHI, HaKJaAHi
BUTpATH Ta 6yAb-sKi iHLIi omepaniiini
BUTpaTU. PO3yMiHHA CTPYKTypU BHU-
TpaT Ma€ BUpillajbHe 3HAYeHHs M/
OL[iIHKM NpPHUOYTKOBOCTI Ta MacuTabo-
BaHOCTI.

3. 3BiT mpo pyx rpouoBUX KOUITiB: Mpo-
rHO30BAaHUM 3BIT NP0 PyX I'POLIOBUX
KOIITIB i3 ONIMCOM HaAXO/KeHb 1 BiATO-
KiB IpOIIOBUX KOUITIB 3a NEBHUU Nepi-
oJi, IK MpaBuUJIO, LIOMicAALA abo LI0KBa-
prany. lle fonomarae iHBecTopaM 3po-
3yMITH, K KOMIIaHid IIJIaHy€ ylpaBJif-
THU CBOIMM TPOLIOBUMM pecypcaMy Ta
4y MaTHMMe BOHA A0CTaTHIO JIiKBiIHICTh
[iJIs1 BAKOHAHHA CBOIX (QiHaHCOBHUX 30-
60B’s13aHb.

4. 3BiT mpo npubyTKH Ta 36UTKHU (3BiT
PO JJ0XO/AM): IPOrHO30BaHUM 3BIiT Npo
NpUOYTKHU Ta 30MTKY, Y IKOMY BKa3aHO
NPOrHO30BaHi 0X04H, BUTPATH Ta YHU-
CTUM NpuUOYTOK KOMIaHii 3a MeBHUH
nepiog. L 3asBa Jonomarae iHBecTO-
paM OLIiIHUTH 34aTHICTb KOMIIaHil OTpuU-
MyBaTH NpUOYTOK i ii 3arasbHi ¢piHaH-
COBi IOKa3HUKH.

5. BanaHc: nmporHo3oBaHUM 6GasaHCOBUU
3BiT, IKUU MiZICYMOBYE aKTHBH, 30060-

[0,
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What financial models
and forecasts should be included
in a business plan?

Creating a reliable financial model is
crucial for any startup, including DeepTech.
For a quality assessment of financial pros-
pects and presentation to investors, a Deep-
Tech startup’s financial plan should include
the following key components to ensure a
full understanding of the company’s finan-
cial projections and potential growth tra-
jectory [27, 28]:

1. Revenue model: the manner in which
the company intends to generate reve-
nue from its products or services. This
may include subscription-based mod-
els, licensing fees, one-off sales, or other
revenue streams specific to the Deep-
Tech industry.

2. Cost structure: detailing the costs asso-
ciated with running the business, in-
cluding research and development
costs, production costs, marketing
costs, overheads and any other operat-
ing expenses. It is essential to under-
stand the cost structure in order to as-
sess profitability and scalability.

3. Cash flow statement: a projected cash
flow statement describing cash inflows
and outflows for a given period, usually
monthly or quarterly. This helps inves-
tors understand how the company
plans to manage its cash resources and
whether it will have sufficient liquidity
to meet its financial obligations;

4. Income statement (income statement):
A projected income statement that sets
out a company’s projected revenues,
expenses and net income for a given
period. This statement assists investors
in evaluating a company’s capacity to
generate profits and its overall financial
performance.
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B'SI3aHHS Ta aKLiOHEepHUM KamiTas
KOMIaHii Ha MeBHUM MOMeHT 4acy. lle
JornoMarae iHBecTopaM OI[iHUTH i-
HAHCOBUH CTaH KOMIIaHii, il miaTocnpo-
MO>KHICTb i 3IaTHICTh BUKOHYBATH CBOIL
JIOBIrOCTPOKOBi 3060B’s13aHHS.

6. @inaHcoBi mnporHo3u [29]: jgeTasnbHi
¢diHaHCOBI MPOrHO3W Ha HACTYIMHI TPHU-
M'ITb POKIB, BKJIIOYAIOUM TEMIU 3pOC-
TaHHA [,0X0/iB, TeH/leHLil BUTpaT, HOp-
MU OpUOYTKY Ta K/I4Y0Bi ¢iHaHCOBI
nokasHUKU. lli mporHosu noBuHHI 6a-
3yBaTUCA HA peaiCTUYHUX NPUNYILEeH-
HAX 1 JAaHUX JOCHIIKEeHHS PUHKY.

7. Crparerist BUXOZy: ONUC TOTO, K iHBeC-
TOPU MOXYTb OYiKyBaTH OTpPHUMaHHH
npubyTKy BiJ cBOix iHBecTHLi#. Lle Mo-
»Ke BKJIIOYATH TMOTEeHLilHe mpuj0aHHs
6i71b1110I0 KOMIIaHi€l0, TEPBUHHE My6JIi-
yHe po3MmimmeHHs aknik (IPO) a6o iHmri
CTpaTeriyHi BapiaHTH NO/il JiKBiTHOCTI.

BruitouuBIIM 1ji piHaHCOBI Mozesi Ta

MPOTHO3HU B 6i3Hec-11aH, cTaptany DeepTech
MOXYTb HaJIaTU iHBECTOpaM 4YiTKe yABJIEHHS
npo ¢iHAaHCOBUU CTaH KOMIaHil, MoTeHLial
3pOCTaHHS Ta IJISX /10 TPUOYTKOBOCTI.

[IpoTe pa3om 3 TUM cJij namM’iTaTH, 110

X04Ya TOYHICTBb € BaXJIUBOIO, 2KOJHA MO/ EJb
Hikosi1 He € ToyHow Ha 100%. Cnig mpar-
HYTH 10 KOPUCHOCTI, a He JocKoHas1ocTi [30].

1.4 3anyyeHHd IHBeCTULLiH,
npeseHTaLisa A/ iHBeCcTopa
Ak epekmueHo nidzomysamucs
~ do 3ycmpiui 3 nomeHyiliHUMuU
® | iHeecmopamu ma npoeedeHHs

N

iHeecmuyitiHozo nimuy?
[ligroToBKa Ta MpoOBeJleHHS iHBec-
THUIIKHOI pe3eHTalil € BUpIlIaJbHUM KpPO-
koM Juisi ctaprtaniB DeepTech pas oTpu-
MaHHS1 GiHAHCYBaHHSA Ta 3a/lyyeHHs NOTe-
HI[iHUX iHBecTOpiB. HM>X4ye HaBeaeHO Ki-
JibKa npakTukK [31, 32].
1. Aynutopis. CiiJi BpaxyBaTH BIoJ00aH-
Hfl, IHTepecHu Ta KpuTepil iHBeCTyBaHHA
iHBecTOpiB, nepe/| AKUMHU MPOBOIUTHCS
npeseHTanisa. [IpeseHTalis Mae 6yTu
HaJsIallITOBaHA BiJIMOBiIHO /10 KOHKPET-
HUX OTPe6 i mpob6IeM.
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5. Balance sheet: a projected balance
sheet that summarises the company’s
assets, liabilities and shareholders’ eq-
uity at a particular point in time. It en-
ables investors to assess a company’s
financial position, solvency and ability
to meet its long-term obligations.

6. Financial projections [29]: detailed fi-
nancial projections for the next three to
five years, including revenue growth
rates, cost trends, profit margins and
key financial ratios. These projections
should be based on realistic assump-
tions and market research data.

7. Exit strategy: a description of how in-
vestors can expect to make a return on
their investment. This may include a
potential acquisition by a larger com-
pany, an initial public offering (IPO) or
other strategic liquidity event options.

By incorporating these financial models
and projections into a business plan, Deep-
Tech startups can provide investors with a
clear picture of the company’s financial
health, growth potential, and path to profit-
ability.

However, it should be remembered that
while accuracy is important, no model is
ever 100% accurate. You should aim for
utility, rather than perfection [30].

1.4 Attracting investments,

presentation for investors

How to prepare effectively for a

meeting with potential investors
9 and an investment pitch?

Preparing and delivering an invest-
ment pitch is a crucial step for DeepTech
startups to obtain funding and attract
potential investors. Below are some best
practices [31, 32].

1. Audience. Consider the preferences,
interests and investment criteria of the
investors to whom the presentation is
made. The presentation should be tai-

lored to meet their specific needs and
concerns.
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How To Deliver An Effective Investor Pitch

Your first pileh probably won't be your lagl. Likoly, you will piteh to many
difterent investors before finally landing a deal.

CREATE AN ENTERTAINING PITCH

“Your first pileh prebably won't be your last. Likely, you will pitch to many
different investers belore finally landing a deal.

[lepekonsuBicTb. BapTo po3noyaTu
Npe3eHTallil0 3 MEePEKOHJMBOI icTopii,
siIKa BUCBITJ/IIOE MPOGJIEMY, SIKY BUPIILYE
6isHec-pimteHHss DeepTech, puHKOBI
MOXJIUBOCTi Ta BIJIUB, IKHUM BOHO MO-
»)Ke MaTd. MeToau omoBifaHHA (Story-
telling) gomoMoXxyTh eMoOLilHO 3aJy-
YUTH IHBECTOPIB i IPUBEPHYTH IX yBary
3 CaMOro Mo4aTKy.

LliHHiCTB. YHIKaJBHICTD LiHHICHOI NpO-
no3uuii piieHHss DeepTech Mae 6yTu
4yiTko chOpMyJbOBaHa, i YoMy BOHO
BU/JIJIETbCA cepeJli KOHKYpeHTIB. Bap-
TO 30CepelMTHUCA Ha KJIIYOBUX BUIO-
Jax 1 mepesarax, gKi iHHOBaLid npono-
HYE KJIIEHTaM i pUHKY.

JocarnenHss. Bixu, 1ocAruyTi Ha cboro-
JHILIHIA JeHb, TaKi K YCHILIHI NiJIOTHI
IIPOEKTH, NAaPpTHEPCTBA, BIATYKU KJIi€H-
TiB 260 3pOCTaHHS [10X0/y, MalOTh OY-
TH NpoAeMOoHCTpoBaHi. lle neMoHcTpyE
IepeBipKy NIPOAYKTY Ta 3HUXKYE lepes-
6ayyBaHUM PU3UK [ iHBECTOPIB.
CusibHa 6i3Hec-Mojesb. bisHec-Mozenb,
BKJIIOYAIOYM IIOTOKU J[OXOLYy, CTpaTe-
ril0 LiHOYTBOpPEHHS, KaHa/lu 3a/ly4yeH-
HS KJIEHTIB i MacmrTaboBaHiCTh, Ma€
OyTu d4iTko oOKpecseHa. Ciig HajgaTH
peanictuyHi ¢$iHaHCcOBI mporHosu Ta
IJIAHU 110/10 JOCATHEHHS TPUGYTKOBO-
CTi Ta CTaJIOr0 3pOCTaHHA.

34

2.

3.

4.

KNOW WHAT MAKES YOU SPECIAL

Mo matter how unique your business seems, likely, it's not as
unigue as you think,

USE TIME TO YOUR ADVANTAGE

I thare is one regrol that hava after
faiting to secure an investment, it is that thay wish they had
more time o say everything they wanted to say. In many
cases, piiches will have a time limit — and il thay don't, it's stil
wist 10 b brigh,

DEVELOP A GREAT PITCH DECK

Strangthan your pitch by daveloping an amazing pétch deck
{hat helps the audi fellow your p ion and helps
them visualize your message. Your pilch deck must create o
harmenicus balance with your plich.

Persuasiveness. It is worth starting the
presentation with a compelling narra-
tive that highlights the problem that the
DeepTech business solution solves, the
market opportunities and the impact it
can have. Storytelling techniques will
help to emotionally engage investors
and grab their attention from the start.

Value. The uniqueness of the DeepTech
solution’s value proposition should be
clearly articulated and why it stands
out from the competition. It is worth
focusing on the key benefits and advan-
tages that the innovation offers to cus-
tomers and the market.

Achievements. Milestones achieved to
date, such as successful pilots, partner-
ships, customer feedback or revenue
growth, should be demonstrated. This
demonstrates product validation and
reduces perceived risk for investors.

Strong business model. The business
model, including revenue streams, pric-
ing strategy, customer acquisition chan-
nels and scalability, should be clearly
outlined. Realistic financial projections
and plans for achieving profitability and
sustainable growth should be provided.
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6. PunHKOBI MOx/1UBOCTI. PeTesibHU aHa-
Jli3 PUHKOBUX MOXJIMBOCTEH, BKJIOYa-
044 pO3Mip pUHKY, TeHJeHLil 3pocTaH-
Hfl, LiJIbOBUX KJIIEHTIB | KOHKYpEHTHe
cepeioBUIlle Ma€e MepeJlaTU TJIUOOKe
pPO3yMiHHA LiJILOBOTO PUHKY Ta TOTO,
ak pimieHHs: DeepTech Bupiuye Hesa-
JI0BOJIeH] MOTPe6H Yu Mpo6JIEMHI TOUKH.

7. Texuosorig Ta IP. Heo6xifHuM € uiTke
Ta 3pO3yMiJie MOSACHEHHSA TEeXHOJIOrI],
10 JIEXKUTh B OCHOBI pillleHHS. 3a HasAB-
HOCTI TaKO CJIi/l HaBeCTH 3amnaTeHTo-
BaHIi TeXHOJIOTi], aKTUBHU IHTeJIeKTyaJlb-
Hoi BsacHocTi (IB), nateHnTn a6o kKome-
pLiliHi cekpeTH, $Ki 3a0e3Me4yrTh
KOHKYpEHTHY IlepeBary Ta 6ap’epu s
BXOJy.

8. Komanpga Ta gocBig. OGOB’I3KOBOIO €
JeMOHCTpaLid JLOCBify 1 IOCIYXKHOTO
CIIUCKY 4JIEHIB KOMaH/JM, 30KpeMa Ha-
BUYKM Ta KBasidikanito. IHBecTopu
BKJIAZ,AKOTHCA y JIIOJleN TaK caMo, SK i B
TEXHOJIOTil, TOX NpPOJEMOHCTPYUTE,
YOMYy KOMaHJa Ma€ YHiKaJIbHI MOXJIU-
BOCTI 14 peastizanil i€l MOKJIUBOCTI.

9. JlakoHiuHicTb. Buctyn Mae 6yTH J1akoHi-
YHUM, 30CEepePKeHHUM i NMPUBAGJUBUM.
[Ipe3eHTaniss Mae OYTH BiAmpaljboBaHa
KiJIbKa pa3iB, 1106 3a6e3Me4YnTHU SCHICTB,
BIIEBHEHICTb i ryaakicTb. Takox HeoO-
XiJHUM € BUKOpPHUCTAaHHA Bi3yaJIbHUX
MaTepiasiB, TaKuX K cjJaugu abo ae-
MOHCTpallil NpoAYKTiB, 1106 MOKpaliu-
TH PO3YMiHHSA Ta 3aNaM SITaTH.

10. BignoBiai Ha nutaHHA. Ciig nepenba-
YUTU NOUIMPEH] 3aIUTAHHSA Ta 3amepe-
YeHHs Ta MaTe JlaHi Ta JOKa3u AJid Mif-
KpinJieHHs cBoixX BifgmoBized, aki Mma-
I0Tb OyTH BIIEBHEHHWMH Ta MPO30PUMHU.
[ 6e3mepedHo ciaif 6YTH YeCHUM I00
Oyib-IKUX P06JieM ab0 pU3HUKIB i mpo-
JIeMOHCTPYBATH 3AaTHICTb ePEKTUBHO
iX goJiaTu.

3araJioM cJij, eKClnepuMeHTYBaTH 3 Pi3-

HUMHU raykaMu Ha OCHOBI 6 «[I» (mpo6.siema,
NPOAYKT, JIIOAH, A0Ka3u, Ipolec i mpuoy-
Tok) [33], w06 3HAUTH Te, L0 HaWKpalle
pe30oHye 3 ayauTopieto. KoxkHoro pa3y Tpe-
6a BpaxoByBaTH BiATYKU i YTOYHIOBATH
niTy [34].
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6. Market opportunities. A thorough
analysis of market opportunities, in-
cluding market size, growth trends, tar-
get customers, and the competitive en-
vironment, should provide a clear un-
derstanding of the target market and
how the DeepTech solution addresses
unmet needs or pain points.

7. Technology and IP. A clear and under-
standable explanation of the technology
underlying the solution is required. If
available, proprietary technologies, in-
tellectual property (IP) assets, patents
or trade secrets that provide competi-
tive advantage and barriers to entry
should also be cited.

8. Team and experience. It is imperative
to demonstrate the experience and
track record of the team members, in-
cluding skills and qualifications. Inves-
tors invest in people as much as they
invest in technology, so demonstrate
why the team is uniquely positioned to
deliver on this opportunity.

9. Brevity. The presentation should be
concise, focused and attractive. The
presentation should be rehearsed sev-
eral times to ensure clarity, confidence
and smoothness. It is also necessary to
use visuals, such as slides or product
demonstrations, to enhance under-
standing and memorisation.

10. Answers to questions. You should an-
ticipate common questions and objec-
tions and have data and evidence to
back up your answers, which should be
confident and transparent. And, of
course, you should be honest about any
problems or risks and demonstrate the
ability to deal with them effectively.

In general, you should experiment with
different hooks based on the 6 P’s (problem,
product, people, proof, process, and profit) in
order to identify the most effective approach
for your target audience It is important to
consider feedback and make adjustments to
your pitch on a regular basis [33, 34].
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JlOTpUMYIOYHCh [UX HaWKpaLIMX Npak-
THK, cTapTanu DeepTech Moy Tk 36i1b11H1-
TH CBOI IIAHCY Ha OTPUMAHHSA NEepeKOHJIU-
BOI IHBeCTHUIIMHOI mpomno3uliii, gKka pe3o-
HYE 3 iHTepecaMU iHBeCTOpiB Ta NPOKJIALA€E
LJIAX 0 YCIIIIHOTO 3aJy4eHHs KOLUTIB.

AKux nomuaok CJliayHllKamu

nio yac nim4y8aHHs

ma npezeHmayii npoekmy?

[cHye LMK paj TUIOBUX MOMUJIOK,
AKUX BOXK/JIMBO YHUKATHU IiJ{ Yac npe3eHTail
craprany DeepTech norenniiinuMm iHBecTo-
paM, TOMY 1110 BOHM MOXKYTb IiZlipBaTH edek-
TUBHICTb Npe3eHTallii Ta 3MEeHIIUTH LIAHCU
Ha oTpuMaHHs ¢iHaHcyBaHHA [35, 36, 37].

— HapmipHo TexHiYHUM xaproH. IlepeHa-
CHUYEHICTh CcreljaJlbHUMA TepMiHaMH i
TEXHIYHUMU JIeTalsIMU 3POOUTH MpPe3eH-
TaLlil0 BaXKKO 3pO3yMIJIOI0 HETEXHIYHUM
iHBecTopaM. MoBa Ma€ GyTH 4iTKOIO, KO-
POTKOIO Ta JIOCTYIMHO0, 30cepe/pKeHa Ha
MOSICHEHHI [[IHHICHUX NPOINO3ULIiKA TEXHO-
Jioril B TepMiHax HecleljiajicTra.

— BiacyTHicTh scHOCTI 100 NMpPOGJIEMH
Ta pimeHHs. HesasoBoJieHi moTpe6u
abo mpo6/ieMHi TOYKU Ha PUHKY Ta Te,
dk 1e Bupimye DeepTech iHHOBaris,
MalTb OYTH 4YiTKO CHOpPMYJIHOBaHI.
Csip mpoZieMOHCTPYBATH LIiHHICTDh Tex-
HoJiorii Ta if moTeHUiAHUN BIJIUB.

— HespaTHicTh NpoJieMOHCTPYBATH Jl0OKa-
31 epeKTHUBHOCTI. |[HBECTOpU XO4YyThb
nob6ayuTu MAoka3d eQPeKTUBHOCTI Ta
nepeBipku pimeHHs1 DeepTech. He mae
CEeHCy npe3eHTyBaTH 6e3 MiATBep/KeH-
Hf KOHILenIlil, MJIOTHUX MPOEKTIB, BiJ-
TYKiB KJIEHTIB uM iHImUX dopM 3asy-
YeHHs], SKi JeMOHCTPYIOTb PUHKOBUU
MNOMUT | NPUUHATTS.

— IrHopyBaHHS PUHKOBUX MOXJIHMBOCTEH.
[HBecTOpU XO4YyTh 3PO3YyMITU PO3MIp,
NOTeHIia/ 3pOCTaHHA Ta JUHAMIKY pU-
HKy AJs pimeHHs DeepTech, a Takox
CTpaTerito 3aX0MNJeHHsI YaCTKU PUHKY.

— Hepoouinka koHkypeHunii. Bapto 6yTtu
YeCHUM Ta MPO30PUM I110/I0 KOHKYPEH-
THOrO CepefloBUINA Ta BU3HABATH IO-
TeHIINHUX KOHKYPEHTIB, yHUKATH NPHU-
MeHIlleHHsI ab0 irHOpyBaHHS KOHKYype-
HTIB, OCKIJIbKM IHBECTOPU MOXYThb pO3-

el
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By following these best practices, Deep-
Tech startups can increase their chances of
delivering a compelling investment pro-
posal that resonates with investors and
paves the way for successful fundraising.

What are the most common
mistakes to avoid when pitching
1 and presenting a project?

There are a number of common mis-
takes that are important to avoid when
pitching a DeepTech startup to potential
investors. These mistakes can disrupt the
effectiveness of the presentation and reduce
the chances of getting funding [35, 36, 37].

— Excessive technical jargon. An over-
abundance of specialised terms and
technical details will make the presen-
tation difficult to understand for non-
technical investors. Language should be
clear, concise and accessible, focusing
on explaining the value proposition of
the technology in layman’s terms.

— Lack of clarity on the problem and solu-
tion. Unmet needs or problem areas in
the market and how the DeepTech in-
novation solves them should be clearly
articulated. The value of the technology
and its potential impact should be dem-
onstrated.

— Failure to demonstrate evidence of ef-
fectiveness. Investors want to see evi-
dence of the effectiveness and valida-
tion of a DeepTech solution. There is no
point in presenting without proof of
concept, pilots, customer testimonials,
or other forms of engagement that
demonstrate market demand and ac-
ceptance.

— Ignoring market opportunities. Inves-
tors want to understand the size,
growth potential, and market dynamics
for a DeepTech solution, as well as a
strategy to capture market share.

— Underestimating competition. It is im-
portant to be honest and transparent
about the competitive environment and
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LIIHUTH Lie IK HeJ0CTaTHIO 00i3HaHICThb
Mpo PHUHOK abo BifCyTHICTb cTpaTeriy-
HOTO IIJIaHYBaHHS.

— HexTtyBaHHd 6i3Hec-Mojet0. lyis Mo-
HeTu3anii pimieHHs DeepTech Hag3Bu-
YallHO Ba)XKJIUBOIO € HASIBHICTb 4YiTKOI
Ta XUTTE3ZaTHoOI 6i3Hec-Mozesi. Ciif
4yiTKO cPOpPMYyJIIOBATH, K IJIAHYETHCS
OTPUMYBATHU LOXiJ, 3a/Jy4aTH KJIEHTIB
i focsiraTy NprUBYTKY 3 YaCOM.

— HespaTHicTb nopo/1aTU PU3KUKHU TA BU-
KIUKU. Byab-sakuit ctaptan DeepTech
Ma€ pU3UKH i npobsieMu. He MoxkHa 3a-
MOBYYBaTH TMOTEHIiHI MepelKoan
abo mpeACTaBJASATH HaATO ONTUMICTHY-
HUH norJgj Ha 6i3Hec, HATOMICTb CJifJ
NPOJIEMOHCTPYBAaTH CBOK 3/JaTHICTb
epEeKTHUBHO IX MOM SIKIIIyBaTH.

— BigcyTHicte miarorosku. [lepes KoxxHOIO
Mpe3eHTalli€l0 HEOOXiZTHO peTesbHO [0-
CJIIIATH IHBECTOPIB, BAOCKOHAJIUTH IIiTY,
MPaKTUKYBaTH Mpe3eHTallilo Ta nepesaba-
YUTH NOTEHLIMHI 3aNMTaHHS YU 3arepe-
yeHHs. Jlobpe MiArOTOBJIEHUN JEMOH-
cTpye mpodecioHasiaM i BlleBHEHICTb.

— bByTtu HaaTo arpecuBHUM a60 060pOHS-
tucd. Ilig yac BucTyny ciaifi JoOTpUMy-
BaTHCS MPABUJILHOTO GaJIaHCy MiX yrie-
BHEHICTIO Ta CKpPOMHICTIO, YHHUKAaTHU
Ha/IMipHO arpeCHBHOTO Y4 0OOPOHHOI0
BUIJIAAY y BiANoOBiAb Ha BIATYKU YU
3anuTaHHsA iHBecTopiB. Tpeba OyTu
BIIKpDUTHMMHU [0 KOHCTPYKTHUBHOI KpH-
THUKU Ta FTOTOBUM aJlallTyBaTH CBil mij-
XiJi Ha OCHOBI BiJT'yKiB.

— HexTyBaHHfI mojajbUIMMU CHOCTeEpe-
>keHHsAMHU. Ilicisg mpeseHTaulifiHOI 3y-
CTpivi BapTO NMOTrOBOPUTH 3 iHBECTOPaA-
MM, IOJAKYBATH IM 3a NPUJAIJEHUH Yac,
BifmoBicTH 6yAb-sKi AOAATKOBI 3amu-
TaHHA YU 3aHENOKOEHHS, Ki BOHU MO-
)KYTh MaTH, | MOBiJOMUTH NpO CBiH
nporpec. HexTyBaHHS noJa/blIUM CIIO-
CTepeKeHHAM MOKe CBIJJUMTH IIpO He-
3alikaBJjeHicTb abo BiJCyTHICTH mpo-
decionanizmy.

YHuKawuu 1yxX NOWUPEHUX MOMHUJIOK
nig 4Jac npe3deHTtanii craprany DeepTech,
MOXKHa MiABUIIATU ePeKTHUBHICTb NMpe3eH-
Tallii, 3aBOIOBaTH J0Bipy 3 OOKy iHBeCTOpiB
i mMiABUIIMTU IIAaHCHM OTPUMATH QiHAHCY-

BaHHs, HEOOXi/He /s 3pOCTaHHA U YCHiXy.
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acknowledge potential competitors,
avoiding belittling or ignoring competi-
tors, as investors may interpret this as a
lack of market awareness or lack of
strategic planning.

— Neglecting the business model. To
monetise a DeepTech solution, a clear
and viable business model is crucial. It
should clearly articulate how you plan
to generate revenue, attract customers,
and achieve profit over time.

— Inability to overcome risks and chal-
lenges. Any DeepTech startup has risks
and challenges. Potential obstacles
should not be ignored or an overly opti-
mistic view of the business should be
presented, but instead, the ability to
effectively mitigate them should be
demonstrated.

— Lack of preparation. Before each pres-
entation, it is necessary to thoroughly
research investors, refine the pitch,
practice the presentation and anticipate
potential questions or objections. Being
well prepared demonstrates profes-
sionalism and confidence.

— Being too aggressive or defensive. Dur-
ing the presentation, you should strike
the right balance between confidence
and modesty, and avoid being overly
aggressive or defensive in response to
investor feedback or questions. You
should be open to constructive criticism
and ready to adapt your approach
based on feedback.

— Neglecting to follow up. After the pres-
entation meeting, you should follow up
with investors to thank them for their
time, address any additional questions
or concerns they may have, and update
them on your progress. Neglecting to
follow up can be a sign of disinterest or
lack of professionalism.

By avoiding these common mistakes
when pitching a DeepTech startup, you can
improve your pitch, gain investor confi-
dence, and increase your chances of getting
the funding you need to grow and succeed.



DEEPTECH STARTUP: ' ” DEEPTECH STARTUP:
MokpokoBUW NnaH po3pobKu Ta 3anycky ‘ Step-by-step development and launch plan

JlitepaTtypa - References

1. HoBuil ropusoHT MoxauBocTel s ykpaiHcbkux DeepTech crapramis. URL: https://
ucluster.org/blog/2022/07 /novi-mozhlyvosti-dlja-diptek-startapiv/.

2. Hamionaneuuit doup nocaimkenb Ykpainu. URL: https://nrfu.org.ua/.

3. ®iHaHCcOBe 3a6e3meyeHHs] HAYKOBUX JOC/i/»KeHb i po3pobok: ctaH, TeHAeHnil. URL: http://
nti.ukrintei.ua/wp-content/uploads/2022/01/%D0%9F%D0%B8%D1%81%D0%B0%D1%80%
D0%B5%D0%BD%D0%BA%D0%BE%D0%9A%D1%83%D1%80%D0%B0%D0%BD%D0%B4%
D0%BO0_4-20.pdf.

4. ®inaHCcyBaHHS 3aX0/IiB, CIPSMOBAHUX Ha JocsATHeHHA Lisell cTramoro po3BUTKyY B YKpaiHi: yo-
TUpU KJI04YoBi ¢aktopu ycmixy. URL: https://www.undp.org/uk/ukraine/news/finansuvannya-
zakhodiv-spryamovanykh-na-dosyahnennya-tsiley-staloho-rozvytku-v-ukrayini-chotyry-klyuchovi-
faktory-uspikhu.

5. 4k gocartu ctpateriunux uinei? URL: https://www.myroniuk.com/en/strategicgoals/.

6. A Guide to Financial Projections for Startups. URL: https://www.startups.com/library/expert-
advice/different-stages-of-funding-for-startups.

7. 11 Startup Funding Options To Grow Your New Business - Forbes. URL: https://
www.forbes.com/advisor/business-loans/startup-funding/.

8. The 5 Types of Startup Funding. Startups.com : web-site. URL: https://www.startups.com/
library/expert-advice/5-types-startup-funding.

9. EIC Accelerator - €285 million funding in deep-tech start-ups in most competitive funding
round. URL: https://eic.ec.europa.eu/news/eic-accelerator-eu285-million-funding-deep-tech-start-
ups-most-competitive-funding-round-2024-02-28_en.

10. Funding for Startups: Pros & Cons of 6 Common Financing Options. URL: https://
www.chisos.io/blog-posts/funding-for-startups-pros-cons.

11. 6 Types of Funding for Startups: Definitive Guide. URL: https://foundersnetwork.com/blog/
types-of-funding-for-startups/.

12. The advantages and disadvantages of the different sources of finance. URL: https://
www.bbc.co.uk/bitesize/guides/zj7yy9q/revision/2.

13.  Advantages and Disadvantages of  Equity  Financing. URL: https://
www.capstonepartners.com/insights/article-advantages-and-disadvantages-of-equity-financing/.

14. The Pros and Cons of Equity Financing for Startups. URL: https://www.brokersolutions.org/
blog/the-pros-and-cons-of-equity-financing-for-startups.

15. Debt Financing For Startups: When And How To Get It. Zeni : web-site. URL: https://
www.zeni.ai/blog/debt-financing-for-startups.

16. The pros and cons of debt financing for startups. FasterCapital : web-site. URL: https://
fastercapital.com/content/The-Pros-and-Cons-of-Debt-Financing-for-Startups.html.

17. Debt vs equity financing: What's best for your startup? DigitalOcean : web-site. URL: https://
www.digitalocean.com/resources/article/debt-vs-equity-financing.

18. The Pros And Cons Of Debt Financing For Venture-Backed Startups. URL: https://
startupgeek.com/blog/debt-financing/.

19. 7 Steps to Create a Technology Startup Business Plan. URL: https://masschallenge.org/
articles/technology-startup-business-plan/.

20. Creating a business plan for your startup: step-by-step guide. URL: https://labs.uk.barclays/
learning-and-insights/running-your-business/strategy-and-planning/creating-a-business-plan-for-
your-startup-step-by-step-guide/.

21. How to build a Deeptech startup. Sting : web-site. URL: https://www.sting.co/resources/
articles/building-a-deeptech-startup-lessons-from-the-trenches-and-hofstadters-law.

22. Create a Tech Startup Business Plan: 199+ Business Plan Templates .... URL: https://get.tech/
blog/business-plan-for-startup/.

23. Can Europe Create Its Own Deep-Tech Giants? BCG : web-site. URL: https://www.bcg.com/
publications/2022 /how-can-europe-build-deep-tech-leaders.

24. What challenges do entrepreneurs face in developing a successful. URL: https://
www.tactyqal.com/blog/challenges-developing-business-strategy/.

38



DiHaHcyBaHHA Ta 3anyuyeHHs IHBECTULLIN Po3ain | I SECTION Financing and investment attraction

25. Scaling A DeepTech Startup: Lessons From The Front Line. Forbes : web-site. URL: https://
www.forbes.com/sites/forbestechcouncil/2022/08/29/scaling-a-deep-tech-startup-lessons-from-
the-front-line/.

26. DeepTech Startups. G G{IEEQW : web-site. URL: https://www.drishtiias.com/daily-updates/
daily-news-analysis/deep-tech-startups.

27. TNocibHuk i3 ¢iHaHCOBUX HpOTHO3iB A crapramiB. NetSuite : web-site. URL: https://
www.netsuite.co.uk/portal/uk/resource/articles/financial-management/financial-projections-
forecast-for-startups.shtml.

28. OcHOBHUM MOCIGHUK i3 diHaHCOBOro MozesOBaHHA s crapTtaniB. EY : web-site. URL:
https://www.ey.com/en_nl/finance-navigator/the-ultimate-guide-to-financial-modeling-for-startups

29. ®dinaHcOoBe TMpOTHO3YBaHHA JJs cTapTamiB: mnokpokoBud mocioHuk. URL: https://
fuelfinance.me/financial-forecasting-for-startups/.

30. Ak cTBOpUTH HailiHy piHaHCOBY Mojesb cTapTany (mopaau Ta npukaagu.. URL: https://
www.digitalocean.com/resources/article/startup-financial-model.

31. How to Pitch to Investors: Mistakes to Avoid and 8 Expert Tips to Level ... URL: https://
www.close.com/blog/pitch-investors.

32. How to Pitch an Idea to Investors With Confidence and Get Funded. URL: https://
www.liveplan.com/blog/how-to-deliver-a-powerful-10-minute-investor-pitch/.

33. How to Build a Great Pitch that Hooks Investors. URL: https://startupguide.hbs.edu/
fundraising/fundraising-pitching/how-to-build-a-great-pitch-that-hooks-investors/.

34. How to Pitch an Idea to Investors With Confidence and Get Funded. URL: https://
www.liveplan.com/blog/how-to-deliver-a-powerful-10-minute-investor-pitch/.

35. Startups: How not to pitch to a deeptech investor. Sifted : web-site. URL: https://sifted.eu/
articles/deeptech-investor-pitching-tips.

36. 16 startup pitching tips every entrepreneur needs to hear. URL: https://www.sting.co/
resources/articles/16-startup-pitching-tips-every-entrepreneur-needs-to-hear.

37. 10 Common Mistakes Entrepreneurs Make When Pitching Their Ideas to ... URL: https://
www.tactyqal.com/blog/mistakes-entrepreneurs-make-pitching-their-ideas-to-investors/.

39



PO34IJI

SECTION

MAPKETUHIOBA CTPATErlA
MARKETING STRATEGY

Po3pobka MapKeTWHroBOi cTpaTerii

BuBefeHHS Ha PUHOK HOBOTO TOBapy
Ta MOr0 NPOCyBaHHS

Po3pobka nnaHy KoMyHikaLin

Mpe3eHTaLig ang nokynuis

2.1 Po3po6Ka MapKeTHHIOBOi
cTparerii
LIJo make cmpamezis
= .mapkemuHzy?
® |

MapkeTUHroBa cTpaTerid — Le Kepi-
BHUIITBO JIJis1 6i3HECy 3 MUTaHb MO3UILIOHY-
BaHHA Ta NPOCYBAaHHSA TOBAapiB YU MOCIYT
cepe/Zl NOTEHLIMHUX Ta ICHYHYUX KJIEHTIB
3 MEeTOI JOoCATHeHHs Iijed kommnadii. Ilo
IHIIOMYy - Ile IOpPOXKHA KapTa, fKa OKpec-
g€ pyHJaMeHTaJbHUN Miaxia 6i3Hecy A0
MOr0 B3a€EMOJII 3 ayIMTOPIi€0, KOMYHiKalii
IiHHOCTeW (LiHHiICHOI Mpomno3ullii) Ta CTU-
MYJIFOBAaHHA NPOJAXiB.

MapkeTHHroBa cTpaTeris Mae ps/ BJa-
CTMBOCTEH - BOHA YiTKa, JIJAKOHIYHA, KOHK-
peTHa i JOBroCTPOKOBA.

7

v,
o

AKi € Budu MapKkemuH208uUx

cmpameziii?

€ 4OTHUpPU OCHOBHI I'pyNIx MapKeTUH-

roBUX CTpaTeriii a6o HanpsiMiB 3poCTaHHS,

32 OCHOBY IOy HA AKI B34TO NIPIOPUTETHU

6i3Hecy.

1. T'JIOBAJIbHI MAPKETHUHI'OBI CTPATE-
'l - mupokomaciuTa6He 6ayeHHs B3a-
eMo/iii 6i3Hecy 3 cmo)kMBayaMH 3a Ta-
KUM HallpAMKaMU:

— ImmepHayioHasaizayisa — BUXiJL Ha 3apy-
6i>kHi pUHKH, X OCBOEHHS, 3Mil[HEHHS
MO3UIlil KoMMaHil.

— CeameHmMysaHHs1 — PO3NOJIJ PUHKY Ha

rpynu 3 MeTOl0 Mif6opy Ta HaJlaHHSA

2.1

2.2

2.3
2.4
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Development of a marketing strategy

The introduction of a new product
to the market and its subsequent promotion

Development of a communication plan

Presentation to customers

2.1 Development of a marketing

strategy

What is a marketing

strategy?

A marketing strategy is a guide for a
business on how to position and promote
goods or services among potential and ex-
isting customers in order to achieve the
company’s goals. In other words, it is a
roadmap that outlines a business’s funda-
mental approach to its interaction with the
audience, communication of values (value
proposition) and sales promotion.

A marketing strategy is characterised by a
number of properties, including clarity, conci-
sion, specificity and long-term orientation.

What are the various types
of marketing strategies?

Four main groups of marketing
strategies or growth areas can be identified
based on business priorities.

1. GLOBAL MARKETING STRATEGIES - a
broad vision of business interaction
with consumers in the following areas:
— Internationalisation: the process of ac-
cessing foreign markets, developing
them, and strengthening the company’s
position in those markets.

— Segmentation: the division of the mar-
ket into distinct groups for the purpose
of selecting and providing services to
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MOCJAYT KJIEHTAM KOXHOI'0 3 OKpeMHUX
CNOXMBYHUX CETMEHTIB.

— Tno6asizayis - opieHTaniss ToBapiB 4u
MOCJAYT KOMIAaHil Ha €AUHI cTaHJApTH
PUHKY.

—  [usepcugikayis - po3mMpeHHs acop-
THMEHTY TOBApiB YU MOCJYT, 1110 peaJli-
3yIOTbhCA KOMIIAHI€10; BKJIKOYA€E OCBOEH-
Hf KapJMHaJbHO HOBUX HaNpsMKIB
JisIJIbHOCTI.

— Koonepayiss - Hanaro/pkeHHs1 B3a€EMO-
BUTiAHOTO O6i3Hec-CcniBpob6iTHUIITBA 3
KOMIIaHIAMU-IIapTHEPAMH.

BA30BI CTPATETIl - cnuparoTbca Ha

OLIHKY IepeBar Ta YHIKaJbHUX NPOIIO-

3Uliil. BUKOPUCTOBYIOThCS, KO KOM-

naHisl BUGOPIOE Miclie Jifiepa Ha PUHKY.

PisHOoBUM 0a30BUX CTpaTerid mnpep-

CTaBJIEHI HUXKYe.

— Ilinose nidepcmeso 3 sumpam — CIpsIMO-
BaHa Ha MiHiMi3allito BCiX TMOIB BHU-
Tpar.

—  Jlugpepenyiayis - crpaTerisi CTBOPEHH:
YHIKaJIbHOTO NPOJYKTY.

— Konyenmpayis - ctpaTeria $okycyBaH-
HSl Ha CETMEHTI YU TPy CETMEHTIB pU-
HKY.

CTPATETII 3POCTAHHS - cnpsmoBsaHi

Ha pO3BUTOK KOMIaHii, 306iJblIeHHS

NpUOYTKY Ta YTPUMAHHSA JIiIepCbKUX

MO3UIiH:

— IHmeHcusHe 3pocmaHHA - CTpaTerida
MOBHOI'0 BUKOPUCTAHHS pecypcHoi 6a-
34 KoMmaHii. Pe3ysnbTaToM BUKOpHUC-
TaHHS PUXOBAaHUX paHille MOXJIUBOC-
Tell € OCBOEHHA HOBUX CETMEHTIB pUH-
Ky, MOKpallleHHSl CIIOXKUBYUX SIKOCTEHN
TOBApiB Ta NOCAYT.

— IumezposaHe 3pocmaHHs - CTpaTerida
peasi3yeTbcd 3a paXyHOK CIIJIbHUX 3Y-
CUJIb NMAaPTHEPCBKUX Ta KOHKYPEHTHHUX
KOMIaHili - rOpHU30HTa/IbHA Ta BEPTHU-
KaJIbHa iHTerparid BiAnOBiAHO.

— JlusepcugpikosaHe 3pocmanHsi — cTpaTe-
ris CTBOpeHHSI HOBUX TOBapiB, HOro
BHU/IiB UM IOCJYT, IKI[O € HEOOXiIHICTh
BJIOCKOHAJIUTU PO3BUTOK MNiJIIPUEMCT-
Ba Ha JJaHOMY PUHKY.
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Marketing strategy

customers within each individual con-
sumer segment.

— Globalisation is the process of aligning a
company’s goods or services with the
prevailing market standards.

— Diversification is the expansion of the
range of goods or services sold by a
company. It encompasses the develop-
ment of fundamentally new areas of
activity.

— Cooperation: the establishment of mu-
tually beneficial business relationships
with partner companies.

THE BASIC STRATEGIES are based on

the assessment of advantages and

unique offers. Such strategies are em-

ployed when a company is engaged in a

competitive struggle to attain the posi-

tion of market leader. The following
types of strategies may be employed:

— Cost price leadership is a strategy that
aims to minimise all types of costs.

— The differentiation strategy is employed
to create a unique product.

— Concentration is a strategy of focusing
on a specific segment or group of mar-
ket segments.

GROWTH STRATEGIES are designed to

facilitate the development of the com-

pany, enhance profitability and sustain
leadership positions:

— Intensive growth represents a strategy
of optimal utilisation of the company’s
resource base. The result of the utilisa-
tion of previously untapped opportuni-
ties is the development of new market
segments and the enhancement of con-
sumer perceptions of goods and ser-
vices.

— Integrated growth: the strategy is im-
plemented through the joint efforts of
partner and competitive companies,
respectively, in the context of horizon-
tal and vertical integration.

— Diversified growth is a strategy of creat-
ing new products, types or services
when there is a need to improve the
development of the enterprise in a
given market.
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4. KOHKYPEHTHI CTPATETII - me crpa-
Terili po3BUTKY KOMIAHII 1[040 KOHKY-
pEHTIB:

ETamn 2.

ETam 3.

ETam 4.

ETan 5.

ETan 6.
ETam 7.

Jlidepcmeo - cTpateris [l BU3HAHUX
JifepiB, Kka nepeabavyae 3aKpinieHHs
Ta 36epeXxeHHs JiJlepCbKUX MO3UIliN
KOMIIaHii Ha pUHKY. LlboMy cnpuse,
HallpUKJIaJ,, BAKOPUCTAHHS HOBUX TeX-
HoJIOTiM, iHIMX cnoco6iB Ta iHCTpY-
MEHTIB.

Po3wupenHsi — cTpaTeria MOLIyKy HO-
BUX KJIIEHTIB Ta NIPOCYBaHHA TOBAPY.
O6opoHa - cTpaTeris s KOPCTKOL
KOHKypeHLil, KOJIM KOMIIaHil-KOHKY-
PEHTH Ha TOMY K PiBHi a60 TPOXH HIXK-
YOMY, METOI SIKOI € 3aXUCT 3aWHATHX
MO3UILiH.

Hacmyn - cTparTerisi arpecUBHOro Map-
KEeTUHIY JUIA KOMIIaHil, METOW fAKOl €
aKTUBHE 3aBOIOBAHHS pPHUHKY, 306i1b-
LIIeHHS YaCTKH, 3aMHATOI KOMITaHi€lo.
JlemapkemuHz - cTpaTeris 3MeHLIEeHHS
YAaCTKU PUHKY, Ii/|BUILLEHHS L[iH TOWO.
KuHymu sukauk - cTpaTeriss 60poTb6u
3 KOMIaHIAMU-JIiZjlepaMU 3 aKLEeHTy-
BaHHAM HaA CWUJIbHI CTOPOHHU KOMIAHIl
Ta cJabKi i He3axuleHi chepyu KOHKY-
peHTiB.

Caidysamu 3a sidepom — cTpaTeriss pos-
BUTKY [I0 PiBHA Jiiepa.

Hiwep - 11 KOMNaHiH, AKi NpaioTh Ha
OJJMH CerMeHT PUHKY Pa3oM 3 iHUIUMHU.

3 AKUX 0OCHOBHUX emanie
CK/1a0a€MbCs1 po3pooKa
MapkemuH2080i cmpamezii?

Bu3sHayeHHsI HampsIMKy PO3BUTKY 0i3-
HeCy i 10CTaHOBKa LiiJien.

AHaJli3 MOTOYHOrO CTaHy KOMMaHil, il
BHYTpIilIHbOI iHpopMauii Ta 3BiTHOCTI.
SWOT-anaunis.

MapkeTHHIOBI JOCJIi)KEHHS pPUHKY,
BCTAaHOBJIEHHSA NO3ULil 1 poJsii KoMnaHil
Ha PUHKY.

BuBYeHHS1 KOHKYPEHTIB Ta IX aKTUBHO-
CTeM.

CTBOpeHHS OPTPETY CHOXKUBaYa.
Bubip i o6rpynTyBaHHs cTparerii pos-
BUTKY KOMIIaHil.

[0,
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4, A COMPETITIVE STRATEGY is a strat-
egy for the development of a company
in relation to its competitors.

Stage 1.

Stage 2.

Stage 3.

Stage 4.

Stage 5.

Stage 6.
Stage 7.

Leadership: A strategy for established
leaders, which involves consolidating
and maintaining the leading positions
of companies in the market. This is fa-
cilitated, for example, by the use of new
technologies, other methods and tools.
Expansion is a strategy for identifying
new customers and promoting products.
Defence is a strategy employed in situa-
tions of intense competition, where
competitors are at a similar or slightly
inferior level, with the objective of
maintaining the established position.
Offensive: an aggressive marketing strat-
egy for a company, the purpose of which is
to actively conquer the market and in-
crease the share occupied by the company.
Demarketing is a strategy of reducing
market share, raising prices, and other
similar actions.

Challenge: a strategy of competing with
leading companies, with a focus on
identifying the company’s strengths
and weaknesses, as well as those of its
competitors.

Follow the leader: a strategy of develop-
ment to the level of a leader.

Niche: This strategy is employed by
companies that operate in the same
market segment as others.

What are the principal stages
of developing a marketing
strategy?

The initial step is to determine the di-
rection of business development and
set goals.

An analysis of the current state of the
company, including an examination of
its internal information and reporting.
A SWOT analysis is conducted.

The objective of market research is to
ascertain the company’s position and
role in the market.

A study of competitors and their activi-
ties is required.

The creation of a consumer profile.

The selection and justification of the
company’s development strategy.
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Etan 8. Onuc NpUHLMMIB cTpaTerii MapKeTUHTY
Ha OCHOBIi KoHIenii «4P».

Eran 9. ®opMyBaHHA noOpTdess MNPOEKTIB,
peaJiizanis AKUX HeoOXiJHa JIJIsT BIPO-
Ba/pKeHHAd MapKeTHUHIOBOI cTpareril:
OpeHJMHI; acopTUMeHTHa 1| IjiHOBa
NoJIiTHKa; 36yTOBA MOJIiTHKA; peK/IaMHa
cTpaTerisi; aHaliTUKa PUHKY i GpeH/-
aHaJIITHKA.

Etan 10. Po3po6ka msaHy 3axoAiB 1ofo peasti-
3alil cTparTerii MapKeTHHTY.

Etan 11. CynpoBiJ; Ta MOHITOPUHI BUKOHaHHA
MapKeTUHIOBOI cTpareril, ayaudT Ta
BHECeHHA KOpUTYBaHb, €KOHOMIiYHa
OLIHKa MPOMIXXKHHUX | KiHLIEBUX pe3yJib-
TaTiB [is1JIbHOCTI.

AKki yini ma peaawvHi 6axcaui

?;_ pe3ys1bmamu eu niaHyeme?

2 j_ MapKeTHHroOBa CcTpaTeris nepenaba-
Ya€ BU3HAYEHHH Lijied AiAJIbHOCTI.

[{is1i — 11e KOHKPETHI BUMipIOBaHI pe3yJib-
TaTH, HAa JOCATHEHHA AKUX OYiKy€E KOMIIaHif.
To6To, 11i/1i BU3HAYAIOTh, 1110 i KOJIU OyZe J0-
carnyto. Llineit moxke 6yTu 6araTo.

Jnda iX BU3HA4YeHHS BUKOPHUCTOBYIOTH
cucteMmy SMART. Llis1i noBUHHI 6yTH:

— KoHnkpemHumu - uii GopMyIIOI0Th YiTKO,

JIAKOHIYHO i AeTa/ibHO, TOYHO BH3Ha4a-
I0Th KiHIIeBi pe3yJbTaTH.

— BuwmipweaHumu - [ BUMIPIOBaHHSA
Nporpecy Ta yCIixy B AJOCATHEHHI 1jiiel
MOTPiGHO BCTAHOBUTHU KpUTePii — moKa-
3HUKHY, 3 JONOMOr0I0 SIKUX MOXHa BiJ-
CTEXXUTU Ta OIIHUTU ePeKTUBHICTD.
Hanpuknag, 3arajJbHUM 0o6cAr mpoja-
’KY; 4aCTKa PUHKY, 1110 HOT0 06CIyTOBYE
dipma; mpupicT 06¢cAriB NpoJaxKy, 4acT-
KU PUHKY; PiBEHB LIiH TOLIO.

—  JocaxcHumu — TaKMMH, pe3yJbTaTy 3a
SIKMMU MO>KHA JJOCSATTH HU3KOK YiTKHUX
KPOKiB, BM3HAaYe€HUX pPOOOYUX IMpolie-
ciB, iIHBeCTULiH, IHCTPYMEHTIB.

— PesnegaHmMHuUMuU - aKTyaJIbHUMHU I
6i3Hecy, y3ro/pKeHUMHU 3 iHIIUMU 1IiJs-
MH KoMmaHii. Hanpukiaz, 36i1biieHHs
Joxony, MiJBUIIEHHA BIIi3HABAaHOCTI
OpeHAay TOLIO.

— O6mesceHuMu 8 yaci — 3 KOHKPETHUMHU
YiTKUMHU.

SECTION  Marketing strategy

Stage 8. A description of the principles of the mar-
keting strategy based on the «4P» concept.

Stage 9. The formation of a portfolio of projects,
the implementation of which is neces-
sary for the implementation of the mar-
keting strategy, is a crucial step. These
projects include branding, assortment
and pricing policy, sales policy, adver-
tising strategy, and market analytics
and brand analytics.

Stage 10. The formulation of an action plan for the
implementation of the marketing strategy.

Stage 11. The support and monitoring of the im-
plementation of the marketing strategy,
as well as the auditing and adjustments
that may be required, and the economic
evaluation of the intermediate and final
results.

What specific objectives
and anticipated outcomes
9 that you intend to achieve?

A marketing strategy involves the
setting of goals. These are specific, measurable
results that a company expects to achieve.
That is, goals determine what will be achieved
and when. There can be many goals.

The SMART system is used to define them.
In order for a goal to be effective, it should be:

— Specific: the goal is formulated clearly,
concisely and in detail, accurately defin-
ing the final result.

— Measurable: in order to ascertain the
progress and success of the aforemen-
tioned goals, it is necessary to set crite-
ria, or indicators, which can be used to
track and evaluate performance. For
example, total sales; market share
served by the firm; growth in sales,
market share; price level, etc.

— Achievable: results that can be achieved
through a series of clear steps, defined
workflows, investments, tools.

— Relevant: relevant to the business,
aligned with other company goals. For
instance, increasing revenue, increasing
brand awareness, and so forth.

—  Time-bound: with specific and clear goals.

The most effective practice for setting

goals is to construct a «goal tree» (fig. 2.1).
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HaliepekTHBHillIa MpaKTHKa BUSHAUYEHHS
1iJilel - nodyoBa «aepena Iisel» (puc. 2.1).
[le - rpadiyHe 306parkeHHS B3aEMO3B'SI3KY
i minopsiIKOBAHOCTI LiiJieH, 10 Bijobparkae
po3moAia Micil 1 MeTH Ha LiiJIi, miALiIi, 3aBAaH-
Hs Ta okpeMi Ail. OcHOBHa MeTa no6ya0BU
«JlepeBa Iijied» — JIeKOMIO3Ullii abo po3-
KPUTTS CTPYKTYpHU LiJIed MapKeTUHIOBOI
cTparerii 1106 NMOB’sI3aTU reHepasibHy MeTy 3i
crnoco6aMu i ocArTHeHHsl, cpOpMy/IbOBaHU-
MU Y BUIJISIZ] 3aBJjJaHb OKPEMHUM BUKOHABLAM.

Lfii I pisns ‘ Lins 1 ‘ "
Level I goals ‘

Llini I piBHs
Level II goals

PucyHok 2.1 - «JlepeBo 1iiyiei»

Ha oOCHOBi CTpPyKTypoBaHO mepesiKy
1[iJiel CKJIaJa€ThCs ONMUC TAKTUKHU 1X J1OCAT-
HEHHSs.

7

® | BaxinBuM eTamoM po3pobKU Map-
KETUHIOBOI CTpaTeril € BU3HAYEeHHA PI3HUX
rpyn (tumiB) srofeld abo opradisanii, ski
KOMIIaHisl X04e 3a/Iy4UTH Ta 00CIYyroBYBaTH.

llinboBa ayauTopis 6peHAay — 1ie J0H,
AKI MOXYTb CTaTH NOTEHLiMHUMU IMOKYII-
LAMHY TOBApy 4YM MOCJIYTH.

/Il MaKCMMaJIbHO TOYHOI'O i MOBHOTO
BU3HA4YeHHA LiJIbOBOI ayAuTOpil BapTo il
MOAIJIMTU Ha KiJIbKa CEKTOPIB 3a 3araJibHU-
MU O3HAKaMU: CTaTE€BUM, BIKOBUM, reorpa-
¢iunuM, piHaHCOBUM, TpodeCciiHUM Ta iH.

Xmo € yinvoeoro aydumopieio
a6o 011 K020 Mu npayloemMo?

[0,

Mera .'
Goal ‘
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This is a graphical representation of the inter-
connection and subordination of goals, reflect-
ing the division of the mission and goal into
goals, sub-goals, objectives, and individual ac-
tions. The primary objective of constructing a
goal tree is to elucidate the structure of the
marketing strategy’s goals, thereby establish-
ing a link between the overarching objective
and the means of achieving it, which are then
delineated as tasks for individual performers.

ins 2
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ins 3 '
Goal 3 .

Lline 4 |
Goal 4 |

Figure 2.1 - «Tree of goals»

A description of the tactics for achiev-
ing the goals is then drawn up based on the
structured list of goals.

Who is our target
audience?

One of the initial steps in the develop-
ment of a marketing strategy is to identify
the various groups (types) of individuals or
organisations that the company wishes to
attract and serve.

The target audience of a brand is de-
fined as the group of individuals who have
the potential to become future purchasers
of the brand’s products or services.

In order to ascertain the target audi-
ence as accurately and completely as possi-
ble, it is necessary to divide it into several
sectors based on common characteristics.

These include gender, age, geography,
financial status, professional background,
and so forth.
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KoxxeH TOBap Ma€ CBOI yHiKaJIbHI Xapa-
KTEPUCTHUKU 1 CBOIO 1[IJILOBY ayIUTOPIIO.
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Haegiwjo nompi6oHo wykamu

c8010 Yibogy ayoumopiio?
JleTasizoBaHe 1 4iTKe BU3Ha4YeHHS
L[i/IbOBOI ayAUTOPIi loIOMOXKe BUOYAyBaTH
epeKTUBHY pekJlaMHy KamnaHiwo. bi3Hec
3MOXe CTBOPIOBATH yHiKaJIbHI NMPONO3uIii,
4Kl BIANOBIAATUMYTb iHTepecaM KJIIEHTIB.
KommnaHidg wBuaue i npocTille 3HaxX04UTH-
Me HOBUX IMOKYILiB, MOCTIMHO BJOCKOHA-
JIIOBAaTUMe NIPOrpaMH JIOAJIbHOCTI.

Bizg wisiboBol ayauTopil 3a/1eXuTh, 9Kl
BUKOPUCTOBYIOTbCS GOpMaTH NPOCYBaHHSA
Ta KpeaTWBU. PO3yMiHHS, XTO € KJIIEHTOM,
Jla€ MOXJIUBICTb MpPe3eHTYyBaTHU NPOAYKT
YU NMOCJYTY B HANUOI/bII BUTiITHOMY CBIiT/Ii.

Jna iMipKy KoMIaHil 3aBX/JU BaXJIU-
BUM 3BOPOTHUHU 3B’sI30K. [IJIsT KOKHOTO Bi-
Ky, COLLiaJIbHOT'0 CTAaTyCy BUKOPUCTOBYIOTh
pi3Hi cnoco6u KomyHikauii. lled YHHHHUK
MiABULLYE JIOAJBHICTD KJIIEHTIB 1 3aJIe2KUTh
BiJl XapaKTepPHUCTHUK LiJILOBOI ayJUTOPIl.

MapkeToJioraM BW3Ha4Ye€HHA LiIJIbOBOI
rpynu [,03BOJISIE 3'ICYBaTU: 3araJlbHUN BU-
rJsj, ayauTopii; couliaibHO-geMorpadidHi
XapaKTepUCTUKU CIOXUBAYiB; JeTaJIbHi
CerMeHTH ayAuTOopil; NonepesHE OXOIJIEHHSA
3allikaBJIeHUX 0Ci0; mepeBaru KJi€HTIB; Ki
dbakTopu HaKMGiJAbIIEe BIJIMBAIOTh Ha
pillieHHS1 3pOOUTH MOKYINKY; NPOTHO3 MO-
JAJIBIIOr0 PO3BUTKY.

Po3pi3Hda0Th pi3HI BUAU LJIBOBOI
ayauTopii. 3a OCHOBM 6epyThb JeKijlbKa
O3HaK:

JUKEPEJIO TIPUMHATTA PIIIEHHA -
CIIOKMBaY Ta MOKyIelb.

— IlepsuHHa abo ocHosHa - 1ile TpiopUTeT-

Ha ayAuTOpis B KOMYHiKalisx 6peHAy,
JIIOJY, SIKi iHINiIOI0Th MOKYNKH i 6e3mo-
cepesiHbO KyNyKTb TOBAp ab0 MOC/IYTY.

— BmopunHna abo Henpsma - 1e Oinbin
MacyMBHA rpyIma Jw/JeH, Ki He caMi Ky-
NyITh TOBap, aje € iHiygiaTopaMu mo-
KYTKH, Ti, XTO 6e31ocepeiHbO BILJIMBAE
Ha pimeHHs1 npuzabatu ToBap. Hampu-
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Each product possesses its own distinc-
tive characteristics and target audience.

What are the reasons for
identifying the target audience?

A precise and transparent definition
of the target audience will facilitate the de-
velopment of an efficacious advertising cam-
paign. Businesses will be able to devise dis-
tinctive offers that align with the interests of
customers. The company will identify new
customers with greater efficiency and will
consistently enhance loyalty programs.

The formats of promotion and the crea-
tive content used depend on the target au-
dience. An understanding of the customer
enables the most favourable presentation
of a product or service.

Feedback is always important for the
company’s image. Different methods of
communication are used for different ages
and social statuses. This factor increases
customer loyalty and depends on the char-
acteristics of the target audience.

For marketers, defining a target group
allows them to ascertain a number of key
insights, including the general appearance
of the audience, the socio-demographic
characteristics of consumers, the composi-
tion of detailed audience segments, previ-
ous coverage of stakeholders, customer
preferences, the factors that most influence
the decision to make a purchase, and a fore-
cast of further development.

There are a number of different types of
target audience, which are based on a num-
ber of different features.

THE SOURCE OF DECISION-MAKING
CAN BE DIVIDED INTO TWO CATEGORIES:
consumers and buyers.

— Primary or main - this is the priority
audience in brand communications, the
people who initiate purchases and di-
rectly buy the product or service.

— Secondary or indirect audience is a more
passive group of people who do not buy
the product themselves, but are the ini-
tiators of the purchase, those who di-
rectly influence the decision to buy the
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KJaJ, irpaliky NoTpibHi AITAM, ane Ky-
NyTh iX 6aTbkU abo poauyi. Tomy fo-
pocai BifHOCATbCA SO NIepBUHHOI, a Ai-
THU — 10 BTOPUHHOL.

OBCAT 3ALIKABJIEHOCTI: minpoka ay-
JUTOpPisA — Ti, XTO JOOUTH 4Yall; By3bKa ay-
JUTOpisA - Ti, XTO JIIOOUTH 3eJIeHUH 4au 3
6epramMmoTOoM.

3A LIJIbOBOIO I'PYIIOKO: B2C - kiHne-
Bi cnoxuBaui, AKi KynylTb TOBapu AJis
cnoxxuBaHHf; B2B - 6i3Hec, Akui Kynye
TOBApH /Ji1 BAPOOHUIITBA YH MPOAAKY.

['OTOBHICTb 0 NPUABAHHA TOBA-
PIB: xosioqHa ayauTopisa — 1e JIloA1 30BCiM
He 3HalOMi 3 KOMIIaHi€l; TelJia ayAuTopis
- JIIOAY 3HAWOMI 3 KOMIIaHi€lo, ajie Hapasi
He MalOThb Ha MeTi 3iHNCHUTH NOKYIKY; Ira-
pda4a ayJUTopid — e JIOAU BXKe 3HauoMi 3
0COOJIMBOCTSIMM MPOIMNO3HUILii Ta TOTOBI A0
npuJ0aHHs, HaUMeHIIa 3a YMCEJbHICTIO.
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AK 0CHOBHi Memodu 8U3HAYEHHS
yinvoeoi aydumopii?

OfuH i3 coco6iB BU3HAYUTH LiJIbO-
BY ayJUTOpPil0 — Lie cerMeHTalid 3a MeTo-
oM 5W:

— WHAT? (Ilo?). Lo came nokyneyws 36u-
paemocs npudbamu? Aki npodykmu 4u
nocayau tiozo yikagaame? Yozo 8iH xoue
docsieHymu? fAki yini ma nompebu 8iH
Mmae?

— WHO? (XT07?). Xmo eawi nokynyi? - co-
yiaavHi ma demozpagiuHi xapakmepuc-
MmuKu: cmams, 8IK, cimelHull cmaH, pi-
8eHb oceimu, coyiaibHUull cmamyc, npo-
¢decisa | m.iH. ki ix inmepecu ma cmub
scumms? lljo ix 06°edHye ma 8idpisHsie?

—  WHEN? (Kosu?). Koau isik yacmo noky-
neys Kynye abo comosuti Kynysamu? fki
4acosi NPOMINCKU, KO/U NOKyneyb WyKAe
6adxcaHe? Yu € ce30HHicmb 8 lio2o 3anu-
max?

— WHERE? ([e). Je eaw nokyneyb nepe-
oyeae ¢izuuHo? [le nokyneyb npoeo-
dumob yac? - naamgopmu, catimu, coyia-
AbHI Mepedxcl. [le, sk npasu/o, nokyneys
Kynye mosapu? - nopy4y 3 6yOUHKOM, y
8e/IUKUX MOp208UX YeHmpax, 8 iHmep-
Hem-Mdaz2a3uHax i m. Iix.

[0,
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product. For example, children need
toys, but their parents or relatives buy
them. Therefore, adults are referred to
as primary and children as secondary.

SCOPE OF INTEREST: broad audience -
those who like tea; narrow audience -
those who like green tea with bergamot.

TARGET GROUP: B2C - end consumers
who buy goods for consumption; B2B -
businesses that buy goods for production
or sale.

READINESS TO PURCHASE GOODS:
cold audience - people who are not familiar
with the company at all; warm audience -
people who are familiar with the company
but do not currently intend to make a pur-
chase; hot audience - people who are al-
ready familiar with the features of the offer
and are ready to purchase, the smallest in
number.

What are the main methods for
identifying the target audience?

One of the ways to identify the tar-
get audience is to use the 5-Wh segmenta-
tion method:

— WHAT? What exactly is the customer
going to buy? What products or services
are they interested in? What does he
want to achieve? What goals and needs
does he have?

— WHO? Social and demographic charac-
teristics: gender, age, marital status,
level of education, social status, profes-
sion, etc. What are their interests and
lifestyle? What do they have in common
and what makes them different?

— WHEN? When and how often does the
customer buy or is ready to buy? What
are the time periods when the buyer is
looking for what they want? Is there any
seasonality in their requests?

— WHERE? Where is your customer physi-
cally located? Where does the customer
spend time? Where does the customer
usually buy goods? — near the house, in
large shopping centres, in online stores,
etc.
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—  WHY? (Yomy). Lo mMomusye subip mozo
Yy [HWO020 mosapy nokKynyem? — 308Hiul-
Hill eu2/10, YyiHa, hpecmudcHicmy, yHika-
JIbHICMb mosapy, iH. Yomy ye saxcauso
0151 Hboz0? fka liozo yikasumsv UiH-
Hicmb? Yomy nokyneys obupae came
saw npodykm 4u nocayzay?

[HIIMMU [iEBUMU MeTOAAMU BU3HAYEH-

HA LIJIbOBOI ayAUTOPII €:

— AHaJIi3 KOHKYPEHTIB Ta IXHIX KJIE€HTIB.

— Couianbni Mepexi Ta popymu.

— AHnasiTUKa mNOBeJiHKH KOpPUCTYBayiB
Ha Be6-CauTi.

— AHKeTyBaHH{ Ta ONUTYBaHHS: OHJIaNH-
onuTyBaJbHUK (online survey); onuTy-
BaJIbHUK-TlepexomitoBay  (intercept
survey) - 3amlycKaeTbCA MiJi 4aC BUKO-
pUCTaHHS CaWTy; ONMUTYBAaHHS e€JIeKT-
pOHHOI0 moInTolo (email survey).

BY3Ha4YUTH LIJIbOBY ayAUTOPiI0 MOXXHA

B TPU eTalu:

1. 36ip iHpopmarii mpo MOTEHIIHHUX KJTi-
€HTIB.

2. CermeHTalif LiZIbOBOI ayIUTODII.

3. Amnani3 nisboBOI ayAUTOPII.

[HdopmMalisi npo NOoTeHiMHUX KJIIEHTIB

BKJ/IIOYA€E TaKi HaWBaXJMBIilli AaHi: cTaThb;
BiK; Miclle MpPOXUBAHHSA; Pij, 3aHATH; IJa-
TOCIPOMOXHICTb; NOTpPebU Ta MpobJieMy;
TOBapHi BNOJ06AHHS; KaHAIW OTPUMaHHS
iHdopMallii npo NpoAyKT; L[iHHOCTI.

Jlns 6inbll AeTaJbHOTO JOC/iIKEeHHS

MOKYMNUiB LiJILOBY ayAUTOpil0 AiNATh Ha
BYK4i IpyNIY — CETMEHTYIOTh.
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Ak ceemenmysamu
yinvo8y aydumopiio?
Kpurepii
ayauTopil:

— Teoepagiunuil. PuHOK criokuBayiB mpo-
AYKTY NOAIIAETHCA 32 KpalHaMy, MicTa-
MU, TEPUTOPISAMU 3aJIeKHO BiJ Macui-
Taby. Hail6inbp11 Bax/IMBUM KpUTEPiH.

- [femoepagiunuil. CTaTh, BiK, peJiris, pi-
BEHb JI0X0/ly, CiIMelHHUI abo cycniibHUI
cTaH. Bij Hporo 6esmnocepeHbO 3ase-
KUTb KylliBeJIbHa aKTUBHICTB JII0JeH.

— ExoHomiuHull. PiBeHb OCBITHM Ta [J0XO-

JliB, YMOBU KOMQOPTY Ta NPOKUBAHHS.
el mOKa3HUK BU3HA4Ya€ NepeBary, Ky-

cerMeHTalil  LiJIbOBOI
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— WHY? What motivates the customer to
choose a particular product? — appear-
ance, price, prestige, uniqueness of the
product, etc. Why is it important to him?
What value is he interested in? What
factors influence the customer’s decision
to select your product or service?

Other effective methods of identifying

the target audience include:

— Analysis of competitors and their cus-
tomers.

— Social networks and forums.

— Analytics of user behaviour on the website.

— Questionnaires and surveys: online sur-
veys; intercept surveys - launched
when the website is used; email sur-
veys.

The process of identifying one’s target
audience can be divided into three distinct
stages:

1. Collecting information about potential

customers.

2. Segmentation of the target audience.

3. Analysis of the target audience.

Information about potential customers
includes the following most important data:
gender; age; place of residence; occupation;
solvency; needs and problems; product
preferences; channels of obtaining informa-
tion about the product; values.

For a more detailed study of customers,
the target audience is divided into nar-
rower groups - segmented.

How to segment your
target audience?

Target audience segmentation criteria:

— Geographic. The market of product con-
sumers is divided into countries, cities,
and territories depending on the scale.
The most important criteria are.

— Demographic. Gender, age, religion, in-
come level, marital or social status. It
directly affects the purchasing activity
of people.

— Economic. The level of education and
income, comfort and living conditions.
This indicator determines the prefer-
ences, purchasing power and activity of
the audience.
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MiBeJIbHY CIIPOMOXKHICTb I aKTHUBHICTH
ayauTopil.

— Ilcuxonoeivnutl. lle nauHi npo 3axomnJieH-
Hsl, 06pa3 »KUTTH, IepeKOHaHHs, collia-
JIbHUH CTaTyC, CNoci6 KUTTS, NparHeH-
HS 10 MiIBUIIEHHS CaMOOIL|iHKH, CaMo-
BUpaXKeHHs ab0 CAMOPO3BUTKY.

— [Ilosedinkosuil. 3 sSKUMU pecypcamMu
B3aEMO/I€ MOTEHLIMHUN NOKYyIlelb, K
4acTo Ta JOBrO.

OfUH MNpeACTaBHUK MOXe HaJleXaTH

BiZipasy [0 [eKiJIbKOX I'pyIlL.
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Yomy Haw 6peHO Gyde
gidpizHamucs e8id iHwux?

bpeHp - 11e He KOMIIaHifd, He piy, He
npeJMeT, He POAYKT abo nocayra. Lle abc-
TpPaKTHe MOHATTH, AKe iCHY€E B MiACBiOMO-
CTi Jarofel, 1e LiHHICHI XapaKTepUCTHUKH,
JIYMKH, acoljialii abo emollii, Aki BUKJIHUKAE
NPOAYKT KOMIIAHIl.

BpeHp - 1e npo Te, IKUM 6aYUTh MPO-
JAYKT YA KOMIaHil0 KiHIIeBUH CII0KMBaY.

[lig BuiMBOM LjijiecipsiMoBaHOro cdop-
MOBaHOIO Yy MOKYILiB CUJIBHOTO aCOLiaTH-
BHOI'O CHPUHHATTSA CYTHOCTI TOBapy Ta
KOMIaHil, 1110 HMOro CTBOPIOE, CIOXUBauyi
3[IMCHIOIOTh TNOKYINKU. 3BiZicM BUILJIMBAE,
mo OpeHJ, - Ile MapKeTHHTOBUHM IHCTpY-
MEHT i I[iIHHUU piHAHCOBUM aKTUB.

CuabHe aconjiaTUBHE CHPUUHATTA Y
CHO>KMBauiB LjijiecnpsiMOBaHO GOPMYETHCSA
KoMIMaHiero. lle — 6peHAiHT - paj 3a3jase-
TiJb CIJIAHOBAHUX Ta IOB’S3aHUX MIX CO-
0010 3ax0/iB, CHPSIMOBAaHUX Ha CTBOPEHHA
NO3UTUBHOIO iMifKy OpeHAy abo Ha mif-
TPUMKY | MiJABUILEHHS MO3UI[IA HA PUHKY
BXKe icHywudoro O6pengy. OcHOBHa MeTa
OpeHJiHTy - CTBOpPEHHs YHIKaJbHOTO i
CTiiKOro 06pa3y GpeHAy.

BpeH/; BiApI3HAOTH pAJ, XapaKTepuc-
THUK, AKi JOIOMaralnTb Heynepe KeHo OlLii-
HUTH KOTO piBEHb:

— Bucoka o6i3HaHicTh Mpo 6GpeH/]; B HOTO
LIJIbOBUX ayAuTOopiax. JJud cUabHOro
O6peHy piBeHb BIi3HABAHHS NMPeE/CTaB-
HUKaMHU LiJbOBOI ayauTopii y CIUCKY
3anporoHoOBaHUX iMeH < 60%.

[0,
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— Psychological This is data on hobbies,
lifestyle, beliefs, social status, lifestyle,
desire for self-esteem, self-expression
or self-development.

— Behavioural. What resources a potential
buyer interacts with, how often and for
how long.

One representative can belong to sev-

eral groups at once.

Why will our brand
be different?

A brand is not a company, a thing, an
object, a product or a service. It is an
abstract concept that exists in people’s
subconscious; it is the values, thoughts,
associations or emotions that a company’s
product evokes.

A brand is how a product or company is
perceived by the end consumer.

Consumers make purchases under the
influence of a strong associative perception
of the essence of a product and the com-
pany that produces it. It follows that a
brand is a marketing tool and a valuable
financial asset.

A strong associative perception among
consumers is deliberately formed by a com-
pany. This is branding - a series of pre-
planned and interconnected activities
aimed at creating a positive brand image or
at maintaining and improving the market
position of an existing brand. The main goal
of branding is to create a unique and sus-
tainable brand image.

A brand is distinguished by a number of
characteristics that help to assess its level
impartially:

— High brand awareness among its target
audiences. For a strong brand, the level
of recognition by representatives of the
target audience in the list of proposed
names is < 60%.

— The quality of products is consistent
and meets the brand’s stated promises.

— The brand always evokes positive asso-
ciations and emotions among target
audiences.
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— ({kicTb npoAyKTiB € cTabisbHOM i BijJ-
MOBi/1a€ 3asBJIEHUM ObilIsTHKaM OpeH/Iy.

— bBpeng 3aBxau BHUKJIWKAE TO3UTHUBHI

aconjanii Ta eMouii i IbOBUX ayJUTOPIiH.

— 3aBX/JHU € CTiliKa JiosiJibHa rpymna KJi€eH-

TiB 1 IPUXUJIBHUKIB.

[l crioxkyMBavya BaXK/IMBI NPOAYKTH, AKI
npejcTaBJsie OpeH/;, a He OpeH/, caM Mo Co-
6i. AkicHUN GpeHJUHT JoloMara€ MOKYII-
[0 TIOMiYaTH Ii NPOAYKTH i HaWKpalUu
OpeHAUHT - 1L {KiCTb NpOoAYyKTy. BiH
BKJIIOYAE peKJIaMy, CIIJIKYBaHHA 13 KJIiEH-
TaMH, aKLil TOLLO.

Jlnsa crnokuBadiB 6peH — Lie LiJicHA
CHCTEMA 3 CHOPUUHSATTS PEeKJIaMHHUX KOMY-
HiKalil, BUTAAAY, CAaMOr0 IPOAYKTY YU IO-
cayru. B kommnaHii 3py4Ho AidTu po6oTy 3
O6peH/IoM Ha CKJIaJ0Bi YaCTUHU: KOMYHiKa-
1isl, AM3aWH, CTpaTeTis TOILO.

OcHOBHI BUM OpeH/IiB:

— MamepuHcbkuil 6peHd 3 1020 nodasb-

WuM nowupeHHssM — 6a30BUH, J06pe

BijlOMUH  LIMPOKOMY  CIOXXHBadeBi
OpeH/i BUBOJAUTb Ha PUHOK HOBi BUAU
MPOAYKTIB.

—  3oHmuyHull 6peHd — i, €AMHOK HA3BOIO
IIPONIOHYETLCA JleKiJIbKa pi3HUX 3a CBOI-
MU XapaKTepUCTUKAMU MPOAYKTIB.

— JlaliH-6peHd — 10 HasiBHUX MPOJAYKTIB
Jl0J1al0ThCsl HOBi a60 Pi3HOBUIM.

— Okpemull 0415 KoxcHo2o npodykmy. [lpu
[[bOMY MPOJAYKT IOBUHEH MATHU CyTTEBY
nepeBary 3a sIKiCHUMU XapaKTepUCTHKa-
MU Ha/l iIHIIMMHU CXOXKUMH POAYKTAMHU.

= IIlo make no3uyioHyeaHHs?

®
= Bax/1vMBUM 3aBJaHHA OpPEHJUHTY €

MOWYK TOJIOBHOI ifiei, dka dKiCHO BUpi3-
HUTb OpeH/i cepesi KOHKYDPEHTIB Ta [030-
JUTb cPOpMyBaTHU UYiTKHU 06pas y cBimo-
MOCTI cnoxuBaya. [lo3unjioHyBaHHA - ye
me Micye, sike KOMNAHisi NAAHY€E 3aUHAMU 8
cgidomocmi cnojxcusava, nouymms, SKI 8IiH
giduysamume npu KOHmMakmi 3 npodykmamu
YU niod 4ac cnoXCUBAHHS NOCAY2.

dopmysia no3uIioHyBaHHS BU3HAYAE:

— Koukypenmuuil ceemeHm. BaxiuBo
BCTAaHOBUTH, SIK cebGe NO3ULIOHYIOTH
KOHKYPEHTH, 11006 3pO3yMiTH, 4YHUM
OpeH/; KOMITaHil MOXKe BUIIIUTHUCh.
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— There is always a stable loyal group of
customers and supporters.

Brands are about products, not the
company behind them. Good branding
helps customers notice products and the
best branding is about quality. It includes
advertising, customer communication, pro-
motions, etc.

For consumers, a brand is a system of
advertising, appearance, and the product or
service itself. In a company, it is convenient
to divide work with a brand into its compo-
nent parts: communication, design, strat-
egy, etc.

The main types of brands are:

— Parent brand with its subsequent exten-
sion - a basic brand, well known to the
general consumer, introduces new
types of products to the market.

— Umbrella brand - several products with
different characteristics are offered un-
der a single name.

— Line brand - new products or varieties
are added to existing products.

— Separate for each product. In this case,
the product must have a significant ad-
vantage in terms of quality characteris-
tics over other similar products.

What is positioning?

One of the key tasks of branding is
to identify the core idea that will differenti-
ate the brand from competitors and help
form a clear image in the minds of consum-
ers. Positioning is the place that a company
plans to occupy in the consumer’s mind, the
feelings that they will experience when in-
teracting with products or consuming ser-
vices.

The positioning formula defines:

— Competitive segment. It is important to
establish how competitors position them-
selves in order to understand how the
company’s brand can differentiate itself.

— Target audience. It is important to study
the characteristics of the product that
can meet the needs and pains of the
consumer. For this purpose, the target
audience is analysed.
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— llinvosa aydumopis. Bax/MBO BUBYHUTH
XapaKTepPUCTUKUA MPOAYKTY, SKi Mo-
KyTb 33/]l0BOJIBHUTH MOTpebu Ta 60Ji
crnokuBava. /[l LbOro NPOBOJUTHCA
aHaJli3 LiJIbOBOI ay4UTOPIl.

— [lidcmasu dogipu. BaJINBO BCTaHOBU-
TH, SIK caMe BUT'0/iY, 3asiBJIeHi OpeH/10M,
€ CIPaBXHIMHU ¥ 3aCaAyroByOTb Ha J0-
Bipy. /lokas JIoBipu € HEOOXiJHUM eJie-
MEHTOM PEKJAMHOI'0 3BepHEHHS.

— Touku dugpepenyiayii. ki mepeBaru 4u
XapaKTEePUCTUKHA Ma€ MPOJYKT TiJbKU
JlaHOTo 6peH/y, 110 BUKJIHUKAIOTh Y CIO-
JKMBaya BUKJIIOYHO TO3UTUBHI eMOLlil.

Bubip MeTojiB /i1 MO3UI[iOHYBAaHHSA

3/IiINCHIOETbCSI 3 TaKMUX: BiJi KOHKYPEHTa,
Jliiepa pUHKY, TOCJiJOBHUK, aTPUOYT Mpo-
JYKTy / mepeBary, Biji KOpUCTYBayiB TOIIIO.
[lo3uilioHyBaHHS TNOTpPeOye omparjto-
BaHHS YiTKWM MJIaHYy AiH, NPOAyMaHOI pekK-
JlaMH, IM3aiiHy, MOBY OpeH/ly Ta iHIIUX aT-
puOyTIB, AKi NMiIBUILYBaTUMYyTb BIi3HaBa-
HiCTb Ta A03BOJISAITh CGOPMYBATH MPABUJIb-
HUIM 06pa3 KOMMaHil cepe/; COKKMBaYiB.

2.2 BuBeJeHHs Ha PUHOK HOBOTIO

TOBapy Ta HOro NPOCyBaHHS

Koau i sik 3anyckamu npodykm?
[Ipouec mnpocyBaHHA MNPOAYKLil, B
TOMY 4YHCJI 1 IHHOBALiMHOI, HAa PUHOK
BKJIIOYAE TaKOX ii pizuuHe mepeMilleHHs
Bii BUpOOHUKA [0 CIIOXKMBAya, 1110 BU3HA-
Yyae€ iHUy MeTy NPOCYBaHHA — MOCTaYaHHSA
KOHKpeTHOI BUpPO6JIeHOI NpOAYyKLil B mo-
TpibHe Micle, B MOTPiOHUM 4ac i3 MiHi-
MaJIbHUMHU BUTPATAMMU.

[IpocyBaHHA NPOAYKTY — 1ie KOHKPEeTHI
cnpsiMoBaHi [ii 3 60Ky BUPOOHHKA Ha Mij-
BUIIleHHA BIi3HAaBAaHOCTI Ta KoMepliai3a-
Uil npoaykrty. /Iyid 0boro BUKOPUCTOBYIOTh
6e3J1iu KaHaJsiB, MOYMHANOYU BiA npsaMoi
pek/jaMy, ¥ 3aKiH4yI04YU MeTOJaMU CTUMY-
Jauii 36yTy. [IpaBuibHa cTpareris Ta npo-
CyBaHHfl 3a0e3MevyylTh MOMNyJsApHU3alilo
NpPOAYKTY, NiJiBUILEHHS MOr0 BIIi3HABAHOC-
Ti Ta 3aJy4YeHHS LiJIbOBOI ayJUTOPIi.

el
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— Grounds for trust. It is important to es-
tablish how the benefits claimed by the
brand are genuine and trustworthy.
Proof of trust is an essential element of
an advertising message.

— Points of differentiation. What are the
advantages or characteristics of a prod-
uct of a particular brand that evoke
only positive emotions in the consumer.

The selection of positioning methods is
based on a number of factors, including those
derived from competitors, market leaders,
followers, product attributes and benefits, as
well as those derived from users.

The development of a clear action plan,
thoughtful advertising, design, brand lan-
guage and other attributes is essential for
the successful implementation of a posi-
tioning strategy. These elements must be
employed in order to increase consumer
awareness and to facilitate the formation of
a positive image of the company in the
minds of consumers.

2.2 Launching a new product

on the market and promoting it

When and how to launch
a product?

The process of promoting products,
including innovative products, to the mar-
ket also includes their physical movement
from the manufacturer to the consumer,
which determines another goal of promo-
tion - the delivery of specific manufactured
products to the right place, at the right
time, at minimal cost.

Product promotion is a specific, tar-
geted action by a manufacturer to increase
the awareness and commercialisation of a
product. For this purpose, many channels
are used, ranging from direct advertising to
sales promotion methods.

The right strategy and promotion en-
sure the popularisation of the product, in-
crease its awareness and attract the target
audience.
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Axum yuHoM 30ilicHUMuU
eusedeHHs Ha HO8UIl pUHOK
H08020 npodyKmy?

»

)

BuBeZieHHI Ha PUHOK HOBOTO MpO-
AYKTY BUMarae CyTTEBUX BUTPAT i € HENpo-
CTUM 3aBJaHHSAM, aJie IiJIKOM 3JilCHeH-
HYMM. Ha moyaTKkoBUX eTanax peaJisalii HO-
BOTO MPOAYKTY NPUOYTOK KOMIIaHii Moxe
6yTH He 3HayHUM. lll06 ToBap abo mocayra
3aUHAJM JIIAUPYIOYi NMO3ULII HA PUHKY B
HAWKOpPOTUIi TepMiHM, KOMMaHii MOTPi6GHO

pPO3pOOUTH  MPABUJIbHY MapPKETHUHIOBY
CTparTerito.
BuBeJjeHHA HOBOro IPOAYKTY Ha

PUHOK MOYMHAETbHCA 3 PO3POOKHU i BHU3HA-
YyeHHS MapKeTHUHIOBOI cTparerii. B ymoBax
KOHKYpeHLil MOKyIIAM Ha PUHKY IpOIo-
HYIOTh LIMPOKUK BUOIp TOBaApiB 3i CXOXHU-
MM CIHOXUBYMMHU BJIACTUBOCTAMHU, TOMY
HOBUM HeBiloMUH OpeHJ; aBTOMATHUYHO
He 3MOXe 3aBOIE IX NPUXUIbHICTb. OTXe,
nepliMi KpOK BUBEJEHHS HOBOTO MPOAYK-
Ty Ha PUHOK - Ll MapKeTUHIOBe JOCJi-
JKEHHS.

Akow mae Gymu cmpamezis
8ugedeHHs1 H0O8020 npodyKmy
HdA pUHOK?

Jlng ycnimHoro BMBeJeHHS HOBOI'O
NPOAYKTY Ha PUHOK PO3PO6JISIEThCS KOMOi-
Hallisl IEBHUX CTpATeTiH, sKa cTae 6a3ucom
JlaHOorO 3aBAaHHA. KoMIlsieKcHa cTpareriq
BHBEJIeHHA Ha PUHOK HOBOLO NPOAYKTY
BKJIFOYA€ HACTYIIHI cTpaTerii:

— MapkeTHHroBa (Mojesab 6peHy).

— IHHOBanifHa.

— lli"oga.

— IlpocyBaHHA.

— KowmymnikaniiiHa.

BuBeseHHA HOBOrO NPOAYKTY Ha pU-
HOK CYINPOBO/KYETbCH CBOEI YHIKaJIbHOO
KOMILJIEKCHOIO CTpaTeri€lo, po3pobKa siKoi
CIIMPAETHCA Ha aHAJITU4HI JaHi poBeje-
HOTO0 JIOCJiKeHHsI pUHKY. To6TO, pi3Hi ToO-
Bapyd Ta IOCIAYI'd BUXOLATH HA PUHOK B
YMOBaX, ciequpiuyHUX B KOXKHOMY BUIAJIKY, —
pisHi ymMoBaMu Ajs1 6i3Hecy, piBHI KOHKY-

o)
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How do you launch a new
product in a new market?

The launch of a new product on the
market is a costly and challenging endeav-
our, yet it is not an insurmountable task. In
the initial stages of a new product launch,
the company’s profit may not be significant.
In order for a product or service to achieve
a leading position in the market in the
shortest possible time, a company must de-
velop an effective marketing strategy.

The launch of a new product on the
market is initiated by the development and
definition of a marketing strategy. In a com-
petitive market, customers are presented
with a plethora of products offering similar
consumer properties. Consequently, a new,
hitherto unknown brand is unlikely to be
favoured automatically. Consequently, the
initial stage in the introduction of a new
product to the market is the conduct of
market research.

What is the optimal strategy
for introducing a new product
9 to the market?

In order to successfully launch a
new product on the market, a combination
of certain strategies must be developed,
which will form the basis of this task. A
comprehensive strategy for launching a
new product encompasses the following
strategies: The following strategies are em-
ployed in the development of a comprehen-
sive strategy for launching a new product:

— Marketing (brand model).
Innovation.
Pricing.
Promotion.

— Communication

The introduction of a new product to
the market is accompanied by the develop-
ment of a comprehensive strategy, the de-
velopment of which is based on analytical
data from market research. In other words,
different products and services enter the
market under conditions specific to each
case, including varying business conditions,
levels of competition, and target audiences.
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peHuii, nisboBi ayauTopii. Tomy yHiBepca-
JIbHUX F'OTOBUX pillleHb 3 BUBEJEHHS HOBO-
ro NpoAyKTYy HA PUHOK He iCHYE.

Etanu po3po6ku cTpaTerii BUBeJeHHS

HOBOT'O IPOAYKTY Ha PUHOK:

— [IloyaTkoBUM eTanm - MOCTaHOBKaA i 3'd1-
CyBaHHSl IOTOYHOI MeTH Gi3Hecy.

— /Jpyruii etan - npoBeileHHs] MapKeTHH-
rOBOrO JOCHi/PKEeHHS JAJ CTBOPEHHA
MoJiesi GpeHJy: ONHC PHUHKY: OOCHT,
CTPYKTypa, iHWi BakJIUBI JaHi; napa-
MeTpy Mo3ullii, 3aliMaHOi Ha PHUHKY
KOMIIaHI€l0; BUCHOBKHM N0 KOHKYDPEHT-
HOMY CepeJOBHILi; OPTPET CIOXKHUBA-
ya: icHyro4oro i moTeHUiiHOTO; aHasi3
ACOPTUMEHTY aHaJIOTIYHOI NpOAYKLil;
aHasi3 TeHAeHIlill PO3BUTKY BiTUM3HSI-
HOT'O Ta 3aKOPZ0HHOTO PUHKIB; NpOIIo-
3UIlil 110 HOBOMY GpeH/ly: iHCAaWTH, aT-
pubyTH, BUTOAU i CYyTHICTb.

— KinneBu#i etan - po3pobka KOMILJIEKC-
HOI cTpaTeril BUBeJjeHHA HOBOI'O Mpo-
KTy Ha pUHOK: ACOpTUMEHTHa i IjiHO-
Ba noJituka. Mogesnp npogaxis. IIpo-
FHO3 PO3BUTKY i cucTeMa OLLiHKU HOTro
pesysbTaTiB. O6CATd HEOOXiJHUX pe-
cypciB. CueHapil po3BUTKY B YMOBax
pi3KOI 3MiHM PUHKOBOI'O CepeOBUIIA.

Ak npodasamu
~. ma po3nosclodxcysamu
® | npodykm?

Bubip cucremu peanisanii 3ane-
KUTb BiJj 0COOJIMBOCTEN i XapaKTepPUCTUK
TOBapy, iMixKy GipMu i IPOAYKTY, @ TAKOXK
Bif, penyranii kommnanii. IIpu po3spob6ui
cTpaTerii 30yTy MOXYTb OYTH PO3IJISAHYTI
JilBa BapiaHTH:

— IIpsima ducmpu6byyis — IpoAyKT Bijg BH-
po6GHUKA TNOTpanJse 6e3nocepeHbO
Jo crnoxusada. Tak opraHizoByOTb
cxeMy peasisanii BHUCOKOTEXHOJIOTIY-
HUX TOBApiB Ta NIPU JOPOTUX | BEJTUKUX
yrojax.

— Jfucmpu6byyis 3a ywacmio  pipm-
nocepedHukie — IPOJYKT 0 CIOXUBa4a
NOTpalJse 3aBAdaKU pipMaM-liocepes-
HHUKaM, fKi BOJIOJIIOTh 3HAYHOIO KiJb-
KiCTI0 pecypciB, HeobxifjHOWO AJ1s J0Be-
JleHHA NPOJYKTY A0 KiHIIeBOTO CIOXKH-

[0,
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Consequently, there are no universal, ready-
made solutions for launching a new product.

The stages of developing a new product

launch strategy are as follows:

— The initial stage is the establishment
and clarification of the current business
objective.

— The second stage is the conduct of mar-
ket research to create a brand model.
This involves the collection of data on
the market, including volume, structure,
and other important information. It also
entails the analysis of the company’s
market position and the identification of
the competitive environment. Addition-
ally, consumer profiles are created, in-
cluding existing and potential consum-
ers. Furthermore, the range of similar
products is analysed, as are trends in the
development of domestic and foreign
markets. Finally, proposals for a new
brand are developed, including insights,
attributes, benefits, and essence.

— The final stage is the development of a
comprehensive strategy for launching a
new product on the market. The assort-
ment and pricing policy. The sales
model. A forecast of the development
and a system for evaluating its results.
The quantity of resources required. The
potential scenarios of development in
the context of a sudden and significant
shift in the market environment.

How to sell and distribute
the product?

The choice of a sales system de-
pends on the features and characteristics of
the product, the image of the company and
the product, and the company’s reputation.
When developing a sales strategy, two op-
tions can be considered:

— Direct distribution: the product is deliv-
ered directly from the manufacturer to
the consumer. This is the manner in which
high-tech goods are sold, and how expen-
sive and large transactions are organised.

— Intermediary distribution: the product
reaches the consumer through interme-
diary firms that possess the requisite
resources to facilitate the product’s deliv-
ery to the end consumer. Furthermore,
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Bauya. BoHM Takox 3a6€31e4y0Th MOKY-
nueBi BUOGIp MK pi3HUMU TOPrOBUMHU
MapKaMy, 10 L03BOJIAE KJIEHTY iCTOT-
HO eKOHOMMTH Yac.

[Ipu ¢opmMyBaHHiI 30yTOBOI cTpaTerii
pO3p06JISETHCA MAPKETUHTOBUH IJIaH NPO-
CYyBaHHA IIPOAYKTY.

B KO0XXHOMY KOHKPETHOMY BUIIAJKYy
IIJIaH IPOCYyBaHHS HOBOTO MPOAYKTY Ha pU-
HKY BKJIIOYA€E CBOI iIHCTPYMEHTH JOCATHEH-
HA MeTU. BesiMki KoOMMaHil MJIaHYIOTh CyT-
TEBI BUTpPATU HA peKJlaMy Ha pafio, TeJe-
6adeHHi Ta B [HTepHeTi, po3MilleHHS 30B-
HIIIHBOI peKJiaMH, 3/iMCHIOITh NPOCyBaH-
HS TOBApy B Micugx Horo peasnisanii. Men-
i 3a po3MipaMu KOMIIaHil He BOJIOAIIOTh
3HAaYHUMU CyMaMU KOLUTIiB, TOMY IX iIHCTpY-
MEHTHU - «capadaHHe paZiio», KOHTEKCTHA
pekJiaMa, colliasbHi Mepexi Toio. OgHaKo-
BO MO>YTbh BUKOPUCTOBYBATH BCi KOMIIAHIl
MiAXiJ, 3a AKOro HOBUM TOBap, po3Mille-
HUU Ha NOJIMLSAX MarasvuHiB, BUTIAHO BiJpi-
3HAETHCA Bii NPpONO3MLiM iHIIUX BUPOOHU-
KiB, MPHUBAOJIIOE ICKPABOIO YIAKOBKOIO.

[IpescTaBiieHHA HOBOI'O TOBApy CIIO-
»KMBa4yaM Ma€ OyTH TaKWUM, 11100 BOHU MOTO
3anam’sataau. ToMy 060B’s1I3K0BO B peKJiaMi
POOGUTHU aKLEHT Ha 0COBJIUBOCTSIX TOBapY i
yoro BiZMiHHOCTSAX BiJl HassIBHUX aHaJIOTiB.
Ha mnepmux eramnax BHBeJEeHHHd HOBOIO
NpPOAYKTY Ha PUHOK JIOLIJIbHO 3/iMCHIOBa-
TH HOro peaJsisaniro depe3 IHTepHeT, Ha
crnelniajsi3oBaHUX BHCTaBKax TOILLO.

Axuo BUTpaTU Ha NPOCYBaHHA HOBOTO
TOBapy He 3a6e3Me4ylTh 04iKyBaHOTrO pe-
3yJIbTaTy, KOMIIaHis BHOCUTb 3MiHU B CTpa-
Terilo Moro NpocyBaHHs, 06UpaE iHLIi BUAU
peKJlaMM Ta aKLiu.

Kosiu ToBap AOCTYNHUN y IPOJaXKy KOM-
NaHii BXKJIMBO PO3LIMPIOBATU KaHaIU 30yTy,
CTUMYJIIOBATH NONUT 3a JOIIOMOTOK MPOCY-
BaHHA Ta BAOCKOHAJIIOBATU NpoAyKuir. Ha
[bOMY eTalli MapKeTHHT € Ha/|]3BUYalHO Ba-
»KJIMBHUM, TOMY Oi/IbIIICTb BUTPAT IMOB’sI3aHI
3 HUM. lle MOMeHT, KOJIM BaXKJIMBO TOYHO
cbopMyBaTHU Ta 3aKPiMUTH MO3UIliIOBAHHS
NPOAYKTY 1 pO3NOAIJIMTU iHBECTUL I B Ipa-
BUJIbHI KaHaJ/IX JIJ1 IPOCYBaHHS.
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they offer the client the option of purchas-
ing a product from a different brand, thus
saving time.

In formulating a sales strategy, a market-
ing plan for product promotion is developed.

In each instance, the strategy for launch-
ing a new product on the market incorpo-
rates a set of instruments designed to achieve
the desired outcome. Large companies typi-
cally allocate a significant proportion of their
marketing budgets to advertising on radio,
television and the Internet, as well as outdoor
advertising and the promotion of their prod-
ucts at points of sale. In contrast, smaller
companies lack the financial resources to em-
ploy the same range of promotional tools as
larger companies. Consequently, they rely
on word of mouth, contextual advertising
and social media to disseminate informa-
tion about their products. All companies
may employ the strategy of comparing the
new product’s placement on store shelves
with other manufacturers’ offers and pack-
aging in order to attract consumers.

It is of paramount importance that the
presentation of a new product to consumers is
such that it is memorable. Consequently, it is
of the utmost importance that advertising fo-
cuses on the product’s features and its differ-
ences from existing analogues. In the initial
stages of launching a new product on the mar-
ket, it is advisable to sell it via the Internet, at
specialised exhibitions, and so forth.

Should the costs of promoting a new
product prove to be insufficiently productive,
the company will implement modifications to
its promotional strategy, opting for alternative
forms of advertising and promotions.

Once a product is available for sale, it is
crucial for the company to expand its sales
channels, stimulate demand through promo-
tion, and improve the product. At this stage,
marketing is of paramount importance, with
the majority of costs being allocated to this
area. This is the pivotal moment when it is of
paramount importance to accurately define
and consolidate the product positioning
and to allocate investments to the most ap-
propriate channels for promotion.
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? AKoi noaimuKy i cmpameziio
= yiHoymeopeHHs eapmo
L eubpamu?

[liHa - ue €AUHUMN eJleMeHT MapKe-
TUHTOBOI'O KOMILJIEKCY, 110 HaJIeXKUTb [0
Joxony, TOAl 4K BCl IHIII HajseXaTb O BU-
Tpar. lle — Ki/IbKIiCTb rpoiei, 3aUTyBaHUX
3a NPOAYKT abo mocayry. Y LIMpoKoMy po-
3yMiHHI Ile - cyMa LIiHHOCTeH, sKi CIOoXHU-
Bay BiZijlae B 06MiH Ha mpaBO BOJIOJITH 260
BUKOPUCTOBYBATH TOBAP YU MOCIYTY.

CyTHiCTb MapKeTUHIOBOI LIiHOBOI MOJIi-
TUKU TIOJIATAE Y CTBOPEHHI Ta NiATpUMIi
ONTUMaJIbHOIO PiBHA 1 CTPYKTYpH LiH, iX
3MiHi y 4aci 3a ToBapaMH i pUHKaMHU 3 Me-
TOI OCATHEHHS MaKCUMaJIbHO MOXJIUBO-
ro ycmixy B Till Y4 iHILIIM PUHKOBIM cUTya-
1ii. Bona oxomtoe popMyBaHHS I[iHHU 3a
JOIIOMOr00 BU3HAYE€HOT0 METOAY LiHOYT-
BOpPEHHA Ta yNpaBJiHHA LiHAMU 3aJI€XHO
Bi/l KOH'IOHKTYpPU PUHKY. PO3pi3HAIOTH:

— AKmueHy noaimuky yiH - KOMIIaHif

IJIaHy€ peasi3yBaTH PUHKOBI MOXJIU-
BOCTI 1 THYYKO pearyBaTU Ha 3MiHy LiiH
KOHKYpeHTaMHy, BUKOPUCTOBYIOYHU
CBOIO LIiHY.

— [IlacusHy nonimuka yiH - KOMIaHis Ke-
PYETbCA BUHATKOBO LIHOBOI IOJITHU-
KO0 Jifiepa pUHKY, 1106 4yepe3 3MiHY
I[iH He BCTYyNaTH B KOHQJIKT 3 KOHKY-
peHTaMHu.

YUHHUMKYM LiHOYTBOpPEHHA KOMIIAHIl:
MOMUT i MOBeJiHKa CIOXXHUBa4viB Ha PUHKY;
CTYNiHb KOHKYpPEeHLiI B rajy3i i Ha pUHKY.

I mpoBeJieHHS BJIACHOI 1[iHOBOI MOJIi-
TUKH KOMIIaHisl 6epe Ha 030POEHHS MEBHY
CTpaTeriio, gKa JoloMara€e npauoBaTy Li-
JlecipsIMOBaHO i 06/1yMaHo.

Ctparerii L[iHOYyTBOpPEHHS:

— Huswki yiHu. TligxoAuTh A5 MOBCSK-
JIeHHUX TOBapiB HU3bKOTO i cepesiHbO-
ro LiHOBOTO cerMeHTy. l[iHM BCTaHOB-
JIIOIOTb 32 BapTiCTI0O aHAJIOT{YHUX Mpo-
AYKTIB y KOHKYPEHTIB I KOMIIaHif 3apo-
0JISIE 32 PaxyHOK IIBUJKOCTI i 06cATiB

MPOLAXKiB.
— Bucoka sapmicmsb. 3a3Bu4ail cTparterid
3aCTOCOBYETbCA /Il €KCKJIIO3UBHOI

[0,
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What pricing policy

and strategy should I choose?

Price is the only element of the mar-
keting mix that can be considered an in-
come item, while all other elements can be
considered costs. This is the amount of
money requested for a product or service.
In essence, price is the amount of money
asked for a product or service. However, it
is important to note that in a broader sense,
price is the amount of value that a con-
sumer gives in exchange for the right to
own or use a product or service. The es-
sence of marketing pricing policy is to cre-
ate and maintain the optimal level and
structure of prices, as well as their change
over time by product and markets in order
to achieve the maximum possible success in
a particular market situation. This encom-
passes price formation using a defined pric-
ing method and price management depend-
ing on market conditions..There are two
types of pricing policy:

— Aactive price policy - the company plans
to implement market opportunities and
flexibly respond to price changes by
competitors, using its own price.

— Passive price policy - the company is
guided exclusively by the price policy of
the market leader, so as not to come
into conflict with competitors due to
price changes.

Factors of company pricing: psurvey
and behavior of consumers in the market;
the degree of competition in the industry
and on the market.

To carry out its own pricing policy, the
company employs a strategy that enables it
to act with purpose and deliberation.

Pricing strategies:

— Low prices. Suitable for everyday goods
in the low and middle price segment.
Prices are set at the cost of similar
products from competitors, and the
company earns money through the
speed and volume of sales.

— High cost. This strategy is usually used
for exclusive products with a limited
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npoaykuii 3 06MeXeHOW KiJbKIiCTIO
KJIIEHTIB 3 BUCOKUM piBHEM [OCTaTKYy.
Ctparerisi po3paxoBaHa lepeBaKHO Ha
npubyTOK BiJi BEJIMKOI Map>KUHAJIbHOC-
Ti, il edeKTUBHICTb 3a/EXUTH Bij iMeHi
Ta penyTauii OpeHAy.

CepedHi yiHu. 3a paxyHOK MOMIpHUX LiH
3pOCTa€ piBeHb [JOBIpU MOKYMLIB I ix
BIIEBHEHICTb y HAAIMHOCTI NpoAyKIIil.
3Hudcku. CTpateris, sika mepejabdadae
BCTAHOBJIEHHS 3aBUIIEHUX LiH 3 HACTY-
NHUM IX 3HWXEHHSIM. Tak KoMIaHif
cTBOpIOE it03it0 ekoHoMil KowuTiB. Ede-
KTHUBHICTb CTpaTerii MOXJKWBa IpU Ipo-
JlyMaHOMY IiJIBUIIeHi /3HKEeHHI LIiH.
Heaminna eapmicmeo. CTparTeria mnoJs-
ra€e y MakCUMaJibHill cTabisibHOCTI i He-
3MmiHHOCTI wiH. [lokynui 3a3Buvai
6i/bII JIOSAJIBHO CTaBJASATHCSA [0 TaKoOi
crpareril. Bixg koMmnaHil BUMara€erbcd
BpiBHOBaXKyBaTU HEraTUBHUU BILJIUB
YUHHUKIB NiJBUILIEHHA LiH - 36iJb-
HIEHHS BUTPAT Ha BUPOOHUIITBO, KypCy
JloJ1apa, BApTOCTi KOMyHaJIbHUX IOCJIYT
TOIO, pi3HUMU cnoco6aMu - 3MiHa
CKJIaJly IpoAyKLii abo ii Baru.
Heokpyeneni yiHu. CTpaTerisd [03BOJISIE
CTBOPUTH 1/1103id /I TOKYIIB, IO
LiHa TOBapy MeHLlIa, BOHA CTPOro KOHT-
POJIOETBCA 1 [J03BOJIIE IOKYNLAM
OTpPUMyBaTH pellTy. JloOCUTh NOLIKXPEHA
CcTpaTerid MCUXO0JIOTIYHOTO BIJIMBY Ha
MOKYILB.

AKy cmpamecziio
yiHoymeopeHHs1 o6pamu?
B cyyacHux ymoBax ILiiHa, IKy BCTa-

HOBJIOIOTb BUPOOHHKM, Ma€ BiAmoBigaTu
JIBOM KpUTepiaM:

1.

[liHa Mae MPUHOCUTU NMPUOYTOK, TOOTO
MOKpUBAaTU BCi BUTpaTH, GopMyBaTH
MO3UTUBHUU GiHAHCOBUN pe3yJsbTaT
JUIsT KOMIIaHil, BilobpaskeHH B Gyxras-
TEepPCbKOMY 00JIiKY.

[[iHa MOBWHHA 3aJ0BOJILHATU CIOXU-
Baya B IJIaHi HOro MJaTOCHPOMOXKHOC-
Ti, CMakiB, BI0/I06aHb, AKICHUX XapakK-
TEPUCTHK, TOOTO CKJIAJATH ONTUMAaJb-
He CIiBBIJHOLIEHHH 3 CII0KHWBYOI0 Bap-
TiCTIO IPOAYKTY.
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number of high-income customers. The
strategy is designed mainly for profit
from high margins, and its effectiveness
depends on the brand name and repu-
tation.

Average prices. Moderate prices in-
crease the level of customer trust and
confidence in product reliability.
Discounts. A strategy that involves set-
ting inflated prices and then reducing
them. This way, the company creates
the illusion of cost savings. The effec-
tiveness of the strategy is possible with
a well-thought-out price increase/
decrease.

Unchanged cost. The strategy is to keep
prices as stable and unchanged as pos-
sible. Customers are usually more loyal
to this strategy. The company is re-
quired to balance the negative impact
of price increases, such as rising pro-
duction costs, the dollar, utility costs,
etc., with various ways to change the
composition of products or their
weight.

Unrounded prices. The strategy allows
you to create the illusion for customers
that the price of goods is lower, it is
strictly controlled and allows custom-
ers to receive change. It is a fairly com-
mon strategy of psychological influence
on customers.

What pricing strategy
to choose?

In the contemporary economic cli-

mate, the price set by manufacturers must
satisfy two criteria:

1.

The price must be profitable, that is, it
must cover all costs and generate a
positive financial result for the com-
pany as reflected in the accounting re-
cords.

The price must satisfy the consumer in
terms of their ability to pay, tastes,
preferences, and quality characteristics.

That is to say, the price must be in opti-
mal proportion to the consumer value of
the product or service.
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ToMmy BaxIMBO AOCHIAUTH daKTOpH, SKi
BIUIMBAIOTh Ha BCTAaHOBJIEHHH IjiHM. LliHa To-
Bapy MOXke KOHTPOJIFOBATHCA: PUHKOM — pUH-
KM 3 PO3BUHYTOI KOHKYpeHIi€; ¢ipMoro —
MOHOIIOJIif], OJIIFOIOJIICTUYHA KOHKYPEHIIES,
MOHOIIOJi30BaHi pPUHKY; ¢ipMo0 - 1iiji,
CTpaTerid MapKeTUHIOBOI'O0 KOMILJIEKCY, KOH-
LeNLli OpraHi3aliiHoOl [iiIbHOCTI; KOHKY-
peHTaMM; NOBEeJIHKOK YYaCHUKIB KaHaJliB
TOBAapoOpyXy; BUTpAaTaMM BHUPOOHUIITBA;
Jlep?KaBHOIO MOJITUKOK L[iIHOYTBOPEHHH.

Ctpareril L[iHOYyTBOPEHHS MOSCHIOIOTh-
Cs TAKOX CTPATETrisAMU YIPaBJiHHA L[iIHAMU:

— IlosniTuKa «3HATTA BepIUKiB» — Lie BCTa-
HOBJIEHHSI BUCOKOI I[iHM Ha HOBUH TO-
Bap y pO3paxyHKy Ha CIO0XWBayiB, Io-
TOBUX KYyNUTH HOro 3a L€l 1iHO0; pi-
IIeHHs AKHAWIIBUJIIE TOBEPHYTH BU-
Tpa4yeHi KOIITH.

— IloniTHKa NOCTYNOBOrO 3HWXXEHHA Iii-
HU - BUPOOHHK BCTAHOBJIIOE HAaWBHUILI
LiHA Ha HOBUHM TOBap, po3paxoBaHi Ha
OKpeMi CerMeHTH PUHKY.

— IlpoHUKHeHHs1 yrau6 PUHKY - TMepBic-
HUH MpoJiaX TOBapiB 6€3 MaTeHTHOro
3aXUCTY 33 HU3bKUMHU L[iHAMHU 3 METOI0
CTUMYJIIOBATU IONUT, BUTICHUTU KOH-
KYPEeHTIB, 3aBOIOBATHU CYTTEBY 4YaCTKy
MacOBOr'0 PUHKY i MOJAJIBLIOTO MiJBU-
LLleHHS I[iH.

— TonitTuka pudepeHniioBaHUX IiH -
BH3HAuY€Ha LIKaJia MOXKJUBUX 3HUXKOK i
Ha/I0aBOK JI0 CepelHbOTO PiBHSA IIiH
JJ11 Pi3HUX PUHKIB 1 IX cerMeHTiB 3 ypa-
XyBaHHAM LIJIbOBOI ayAUTOPil, Yyacy Io-
KYIIKY, BapiaHTiB ToBapiB. 060B’s3KOBI
YMOBU BUKOPUCTAHHS CTpaTeril: mpocTte
CerMeHTYBAaHHA PUHKY 3 YiITKUMHU Mexa-
MU MDK CerMeHTaM{; HEMOXJIMBICTb
NpoAaXy 1 nepenpogaxy ToBapiB i3 of-
HOT'0 CEerMeHTy B iHIIWMH, 36yTy TOBapiB
3a HHU3bKOK LiHOKW KOHKYpeHTaMy;
CTIMKUU MiABUILIEHUI TONMUT HA NPOAYK-
L[iI0; HECNPUATJUBICTb CIOXUBaYiB [0
nudepennianii 1iH; BiAMOBiAHICTL YMH-
HOMY 3aKOHOJaBCTBY. PisHOBUaMU ITO-
JITUKU nudepeHIiioBaHUX IIiH € CTpa-
Teris MiJIbTOBUX, AUCKPUMiHALiMHUX
I[iH, LiHOBI JIiHiI Ta TpaAguLilHI WIKaIU
L[iH Ha TOBapy PiBHOI KJIACHOCTI.

[0,

56

DEEPTECH STARTUP:
Step-by-step development and launch plan

Therefore, it is important to study the
factors that influence price setting. The
price of goods can be controlled by: the
market - markets with developed competi-
tion; the firm - monopoly, oligopolistic
competition, monopolised markets; the
firm - goals, strategy of the marketing com-
plex, concept of organisational activity;
competitors; behaviour of participants in
the channels of goods movement; produc-
tion costs; state pricing policy.

Pricing strategies are also explained by
price management strategies:

— The policy of «skimming the cream» is
the setting of a high price for a new
product in the expectation of consum-
ers willing to buy it at this price; the
decision to recover the money spent as
soon as possible.

— Gradual price reduction policy - a
manufacturer sets the highest prices for
a new product, targeting specific mar-
ket segments.

— Deep market penetration - the initial
sale of goods without patent protection
at low prices in order to stimulate de-
mand, drive out competitors, gain a sig-
nificant share of the mass market and
further increase prices.

— Differentiated pricing policy - a defined
scale of possible discounts and mark-
ups to the average price level for differ-
ent markets and their segments, taking
into account the target audience, time
of purchase, and product options. The
prerequisites for using the strategy are:
simple market segmentation with clear
boundaries between segments; impos-
sibility of selling and reselling goods
from one segment to another, selling
goods at a low price by competitors;
steady increased demand for products;
consumer aversion to price differentia-
tion; compliance with applicable laws.
Different types of differentiated pricing
policies include preferential and dis-
criminatory pricing strategies, price
lines and traditional price scales for
goods of different classes.
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[TosiTUKA NPECTUXKHUX LIiH — cTpaTerid
LIiH, OPIEHTOBAHUX Ha CIOKHUBaviB, AKi
He KyNylTb JelieBlli ToBapu, 60 BBa-
JKaIOTh, L0 AKICTb 1 cTAaTyC JelleBUX
TOBapiB HE3a/J0BIJbHI.

[lostiTiKa 36UTKOBOTO Jli/ilepa — BCTAHOB-
JIEHHSl HU3bKUX L[IH Ha OKpeMi TOBapH, 3
Ha/Ii€l0 1110 MOKYMIIi TaKOX NMPU/I6aI0Th 1
TOBApH 3i 3BUYaUHUMU Hal[iIHKaMHU.
[loniTUKA EAWHUX 1iH — €IMHA LjiHA AJI4
BCiX CIO>KMBayiB, sIKa JI03BOJISIE 3Mill-
HUTU [JOBipy CIIOXKMBayiB, NpPOJaX 3a
KaTaJIoraMH, TOPTiBJII0 IOUITOH.
[ToniTUKa cTaHJAPTHHUX IiH — CTaJiCTh
LiH OpPOTArOM IEBHOIO 4acy TPUBaIUU
4ac | 3MeHIleHHs BUTPAT Ha [aKyBaHHS,
CepBic, IpOCYBaHHA TOBAPIB.

[losiTHKa BCTAaHOBJIEHHS LIiH Ha TOBApH,
3HATI 3 BUPOOHUIITBA — BCTAaHOBJIEHHS
I[iH Ha TOBapHY, 1110 3HIMaIOThCA 3 BUPOO-
HMLTBA, OPIEHTOBAHI Ha MOKYNLIB, AKi
IIle MalTh MOTPeOYy B TaKil NPOAYKILil.

Aka noaimuka yiHo8UX 3HUMCOK
6yde 3acmocosysamucs?
[losiTUKA 3HUXKOK 3aCTOCOBYETbCA

JUIT CTUMYJIIOBaHHS ab0 MaTepiaJibHOro
3a0X04YEHHS CMOKHUBayiB. ICHYyIOTh TakKi BU-
JIU 3HUKOK:

Ha BEeJIMKHUU 06CAT 3aKyIIiBJi TOBapiB 3a
cyMoro abo «BOHyCHa 3HMXKKa». Po3mip
3aJIEXKUTDb BiJl 006CAry 3aKymjeHol map-
Til TOBapy, Bapitoe B Mexkax 10-15 %;
Ha BeJIUKY KIUJIbKICTb 3aKylliBeJib TOBA-
piB y HaTypaJbHUX OAMHHULISAX — Big 5
10 15 %;

«CKOHTO» — 3a pO3paxyHOK 3a yKJaJe-
HUM KOHTPAKTOM KYIIBJIi-IPOJAXy rO-
TiBKO0. Y MbKHapoAHiHM npakTuli - 2-3 %
Bifi cymu yroau; B yMmoBax Aedinuty
roTiBku — 5-10 %;

Ce30HHI 3HMXKHY;

0COOBJIMBUM MOKYMISM: NOCMIUHUM — Y
mexkax 5-10 %; npusineiiosaHum; 3a-
Kpumi - 3a TOBapaMH, 110 BUMararwThb
JIiLleH3yBaHHA IiJ, 4ac BUBO3y 3a Mexi
MeBHOI TepUTOPii, IKI0 BOHU NpUada-
Hi MOKyTLEeM, IKUM MepebyBae B MexKax
Li€l TepUTOPIl; ekcnopmHi — iIHO3EMHUM
MOKYIMLAM IOHA/, 3HUKKWA Ha BHYTpill-
HbOMY PUHKY.
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Prestige pricing policy is a pricing strat-
egy aimed at consumers who do not
buy cheaper goods because they believe
that the quality and status of cheap
goods are unsatisfactory.

Loss leader policy - setting low prices
for certain products in the hope that
customers will also buy products with
regular markups.

Single price policy - a single price for all
consumers, which allows to strengthen
consumer confidence, catalogue sales,
mail-order sales.

Standard pricing policy - constant
prices over a period of time and re-
duced costs for packaging, service, and
promotion of goods.

Discontinued goods pricing policy -
pricing of discontinued goods aimed at
customers who still need such prod-
ucts.

What price discount policy
will be applied?

The discount policy is used to stimu-

late or financially reward consumers. There
are the following types of discounts:

for large volume purchases of goods by
amount or «bonus discount». The
amount depends on the volume of the
purchased batch of goods and ranges
from 10-15%j;

for a large number of purchases of
goods in physical units - from 5 to
15%;

«sconto» - for cash payments under
a sales contract. In international practice,
it is 2-3% of the transaction amount;
in conditions of cash shortage, it is 5-
10%;

seasonal discounts;

to special customers: regular - within
5-10%; privileged; closed - for goods
requiring licensing for export outside a
certain territory if purchased by a
buyer located within that territory; ex-
port - to foreign buyers in excess of dis-
counts on the domestic market.
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Po3po6ka ny1aHy KOMyHiKanin

Aka poab gidgodumuecs
MapKemuHz208UM
KoMmMyHIiKayiam?

KomyHikanii - ne npouec o6MiHy
iHbopMalliero MiXK JIIOABMU 3a AOMOMOIO0I0
pi3HUX 3HAKiB, CUMBOJIiB, CIOCOOIB 3B’SA3KY.
KoMyHikalilHUM npolec 3aCHOBAaHUW Ha
B3aeMo/ii BifnpaBHUKa iHopMalii i ogep-
»KyBada. OCHOBHi y4YaCHUKU — BiAIPaBHUK
noBijoMsieHHs i oJep)KyBau abo pernui-
€HT; KOMYHIKaTUBHI iIHCTPYMEHTH - MOBIJ-
OMJIEHHS i MeJiia; KOMyHiKaTHUBHI pyHKIIT -
KOJlYBaHH¢{, IeKOJyBaHH4, BiOBiiHA pea-
KIisl i BBOPOTHUU 3B’A30K.

MapkeTUHroBi KOMYHIiKaLil - Lie mpo-
1ecy nepeaavi inpopmartiii npo KomIatito,
O6peHau, ToBapu abo MOCAYTH LiJIbOBIH ay-
AUATOpPIil Ta OTpUMaAHHA 3BOPOTHOI BiZIOBI-
JHOI peakiiil.

KoMyHiKaTUBHUM pouec B MapKeTHUH-
Iy — 1le iIHTepaKTUBHUM Jiasor MiXK KOMIIa-
Hiemw i coxkuBayamu. Moro Micue Ha cragaii
NiZATOTOBKHU [0 MOKYINKH, CIIOKUBAHHA TO-
Bapy ab0 Mmocjyry i nmoAajabuioro ix BUKO-
pUCTaHHA.

MapkeTHHroBi KOMyHiKalil BXOAATb B
KOMILJIEKC MapKeTUHIY | BUKOHYIOTb Ty
poJib, fIKa BiABOAUTLCA IM Yy BiANOBIAHUX
miaHax. [ljig upboro Ha piBHI KOMIaHii pos-
pO6JAITh MapKeTUHTOBY KOMYHIiKaliiHY
MOJIITUKY — CUCTEMY IPOCYBaHHA TOBApiB
abo mocayr Ha pUHOK. BoHa BkJIlO4YaE
(puc. 2.2):

—  pekJjamy;

— pisabHicTb «public relations» (PR);

— CTUMYJIIOBaHHS 36YTY;

—  0COOHCTUH NMPOJAK;

— TOpAMUH MapKeTHHT.

KoxxeH BUJ, MapKeTUHTOBUX KOMYHiKa-
Lii Ma€ CBOI IepeBaru i BiAirparoTh CBOIO
poJib y JOCATHEHHI MOCTaBJIeHUX Lijen 3
npocyBaHHs ToBapiB abo mocayr. Tomy B
3aCTOCYBaHHI MapKeTHMHIOBUX KOMYHIiKa-
Ll BaK/IMBe 3HAa4YeHHS1 Ma€ iHTerpoOBaHUU
nifixiz abo coiJibHe 3aCTOCYBaHHSI METO/IB
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2.3 Developing a communication

plan

What is the role of marketing
communications?

Communication is the process of ex-
changing information between people us-
ing various signs, symbols, and communica-
tion methods. The communication process
is based on the interaction between the
sender of information and the recipient.
The main participants are the sender of the
message and the receiver or recipient; com-
munication tools are messages and media;
communication functions are encoding, de-
coding, response and feedback.

Marketing communications are the
processes of transmitting information about
a company, brands, goods or services to the
target audience and receiving a response.

The communication process in market-
ing is an interactive dialogue between the
company and consumers. Its place is at the
stage of preparation for purchase, con-
sumption of goods or services and their fur-
ther use.

Marketing communications are part of
the marketing mix and play the role as-
signed to them in the relevant plans. For
this purpose, a marketing communication
policy is developed at the company level - a
system for promoting goods or services to
the market. It includes (fig. 2.2):

— advertising;

— public relations (PR) activities;

— sales promotion;

— personal selling;

— direct marketing.

Each type of marketing communication
has its own advantages and plays a role in
achieving the goals of promoting goods or
services. Therefore, in the application of
marketing communications, an integrated
approach or joint application of marketing
communications methods is important,
which allows to coordinate and enhance
the effectiveness of individual components
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.. A 1
Personal sale

Sales promotion

'

Catalogues; postal
marketing; electronic
sales; telestore; fax;
electronic
mail; voice mail

Branding; corporate
identity; flags; slogan: logo;
publication; movies;
performances; seminars;
annual reports; events;
sponsorship; charity;
lobbying

Presentations;
business meetings:
premium programs;
samples; fairs; trade

shows

Discounts; coupons;
lotteries; awards; gifts;
exhibitions; fairs: shows;
profitable loans;
entertainment; forced

assortment

Advertising in mass media; advertising at
points of sale; advertising films; packaging;
label; brochures; booklets; banner; postcards

Advertising

PucyHok 2.2 - Ck1aloBI MApKeTUHT OBUX Figure 2.2 - Components of marketing
KOMYHiKalii communications
MapKeTUHTOBUX KOMYHiKalil, fiKe J03BO- by obtaining a synergy effect, i.e. increasing
JIslE KOOPJIUHYBATH i MOCUIIOBATH AiEBICTH the effectiveness of different methods by
OKPEMHX CKJIJIOBUX 3a PaxyHOK OTpHUMaH- combining the advantages inherent in each.

HA edeKTy cuHeprii, TOOTO NOCUJIEHHS
epeKTHBHOCTI pi3HUX METO/iB 32 paxyHOK
00’eiHaHHSA MepeBar, BJaCTUBUX KOXKHOMY.

st cTBopeHHs edeKTy cuHeprii paxis-
[i 3 MapKeTUHIy MOBUHHI 3HATH, 3a AKUX
YyMOB KOXXeH 3 MeTOJiB MapKeTHHIOBUX
KOMYHIiKaljil npale HaWuKpaluM YUHOM i
AK MOX>XHaA OpraHi3yBaTH IX CIliJIbHE BUKO-
puctanHs. KpiM Toro, Heo6xiiHO BpaxoBy-
BaTH, L0 KOXE€H 3 MeTO/iB BUKOPUCTOBYE
pi3Hi 3aco6u BIJIMBY Ha IiJIbOBY ayJUTO-

In order to achieve a synergy effect,
marketing professionals must be aware of
the circumstances in which each marketing
communication method is most effective
and how to organise their joint use. It is
also important to consider that each
method employs different means of influ-
encing the target audience. Furthermore,
when planning marketing communications,
the motivation of potential consumers,

pito. TaKoX [pH IUIAHYBaHHI MapKeTHHIO- which underlies the actualisation of mes-
BMX KOMYHiKaliii BpaXOBYIOTb MOTHBALIO sages, should be taken into account.

MOTEHILiIMHUX CIIOKHMBayYiB, AKa JEXUTb B Marketing communications between
OCHOBI aKTyaJs1i3alii moBijoM/IeHb. consumers and businesses should be based

on trust marketing and the concept of val-
ues. This entails the construction of a chain
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MapkeTHHroBi KOMyHIiKauil MDX cIo-
>)KMBa4yeM i NiiNpUEMCTBOM MOBUHHI 6yay-
BaTHUCA HA OCHOBI MapKeTHHIY JAOBipH i
KoHLenuii ninHocred. lle nepenbayae Bu-
Oy/l0BYyBaHHS JIAHILIOKKA KOMYHiKal[iHHUX
noBijoMJIeHb, SIKi MpocyBawTb iHPopMma-
L[iI0 Bif MPOAYKTY Z10 NpOo6JeMHU, BUpIllleH-
HA AKOI Ma€ NeBHY LIiHHICTb [/ CIIOXXUBa-
ya i eMo1jiiiHe 3a6apBJieHHs Y dopMi 3a70-
BOJIEHOCTI 3a PpaxyHOK LbOTO MPOAYKTY.
YuM rocrpilie KOHKYpeHLisl, YUM OiJIbIIUN
BIJIMB MalOTh GaKTOPHU 30BHIIIHbOTO cepe-
JOBHUILA, B TOMY YMCJIi KPU30Bi ABULIA, TUM
roctpiue 60poTbba 3a yBary Crno>KMBayiB i
THUM Oi/bIIMN epeKT OTPUMalOTh KOMIaHii,
30piEHTOBAHI Ha L[IHHOCTI.

MapkemuHzoea KoMmyHIKayiliHa cmpa-
meeisi - 11e JigIbHICTD i3 3a6e3ne4eHHd iH-
dopManiiHOI NpUCYTHOCTI BUPOOHMKA Ha
pPUHKY, OpMyBaHHS AOBrOTPUBAJIUX NAPT-
HEpPCbKUX BIJTHOCHH 3 IHIIMMU PUHKOBUMHU
cy6’eKTaMM B NpoLeci CTBOpeHHs i po3no-
JliJIeHHsl NPOAYKTY BHMpOOHMITBa. lle yac-
THHaA cTpaTerii 6peHy abo KoMmmaHii, Me-
TOI0 SIKOI € N06Y/10Ba ePeKTUBHOT'O OOMiHY
iHpopMali€l0 3 IiIbOBUMU CerMeHTaMH
Il TpPOCYBaHHA OpeHAy KOMMaHil Ta
OTPUMAaHHS 3BOPOTHOTO 3B’SI3KY.

MeTa KOMyHiKaliliHOI cTpaTerii — JaTu
BiAANOBi/Ab OpeH/ly Ha iHCAWTH ayAUTOPI.

[Ipoiec  po3po6KKW  KOMYHiKaliliHOI
cTpaTerii, BKJIloUa€ B cebe Taki eTanu: BU-
3HaYeHHd Ljijiell KaMIlaHii; BUSABJIeHHS 11i-
JIOBI ayAUTOpii Ta IX MOTUBIB CIIOXXUBAH-
HSl TOBApy 4 MOCJIYTH; PO3POOKYy peKiaM-
HUX MOBIJOMJIEHb AJI KOXHOI i3 TpyIn; BU-
6ip kaHaJliB pO3MOBCIO/XKEHHSI MeCeIXKiB;
pPO3pO6KY NO3ULiFOBaHHS KOMIaHii/
TOBapy; [JOCJHi/pKeHHs KOMYHIiKal[inHUX
npo6JieM; BJOCKOHaJIeHHSl BHYTPIilIHI KO-
MyHIKalii; aHa/1i3 npoBeJeHOol KaMIaHil.

KomyHiKaTHBHI cTpaTerii B OCHOBHOMY
Oy 1yt0TbCS 32 TAKUMU MOJIEJISIMU:

e AIDA - Mozienib nepeib6ayvae, o Mefi-
aKOMYHIKaLil NPUBEPHYTH yBary MOKYIIL,
BUKJIMYYThb iHTEpEC, 1[0 NPUBOJAUTH A0 bOa-

[0,
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of communication messages that convey
information from the product to the prob-
lem, the solution of which is perceived to
have a certain value for the consumer and an
emotional connotation in the form of satis-
faction with the product. The greater the
intensity of competition, the more signifi-
cant the impact of environmental factors,
including crisis phenomena, on the struggle
for consumer attention and the greater the
effect of value-oriented companies.

A marketing communication strategy is
an activity that aims to ensure the informa-
tion presence of a manufacturer in the mar-
ket, while simultaneously forming long-
term partnerships with other market play-
ers. This is achieved through the creation
and distribution of a product. It constitutes
a component of a brand or company’s strat-
egy, the objective of which is to establish an
effective exchange of information with tar-
get segments with a view to promoting the
company’s brand and receiving feedback.

The objective of a communication strat-
egy is to provide a brand’s response to au-
dience insights.

The process of developing a communi-
cation strategy comprises the following
steps: defining campaign goals; identifying
target audiences and their motives for con-
suming a product or service; developing
advertising messages for each group; se-
lecting channels for disseminating mes-
sages; developing company/product posi-
tioning; researching communication prob-
lems; improving internal communications;
and analysing the campaign.

The majority of communication strate-
gies are based on the following models:

e The AIDA model postulates that me-
dia communications will initially attract the
buyer’s attention, subsequently arouse in-
terest, which will then lead to a desire to
have the product, and finally, interest will
motivate action, namely the purchase. A -
attention, I - interest, D - desire, A — action.
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’)KaHHA MaTH, IHTepec MOTUBYE [0 Ail — Ky-
niBjai. A - yBara (attention), I - iHTepec
(interest), D - 6axanHs (desire), A - ais
(action).

Moayab noby/joBaHUM Ha OCHOBi Ha-
CTYNHHUX JIOTIYHUX MipKyBaHb: JIIOJUHA
CXWJbHA MPUUMATHU pillleHHS NMPO MOKYNKY
Ha aBTomizioTi. To6TO BOHA po6bUThL BUOIp
He 3 MOXJIMBUX BapiaHTiB, a JiMlle 3 THX,
npo ski Ma€ iHpopMalio y BUTAAAI JOCBI-
Jly, BiArykiB, peksiamMy. B muani BubGopy
KOMIIaHi# JI0/icbKa MaM’AIThb Henepe/bauy-
BaHa i fy»ke obMexeHa 3a 00CAroM — 3a3BU-
yay JIloJIJMHA MO>Ke 3anaM’siTaTH 10 5 6peH-
JiB B ofHiM Kareropii. Tomy rosioBHe 3a-
BJIaHHA KOMYHIKallil B MApKETHUHTY — JJOHEe-
cty iHdopMalio npo 6peH/; A0 CHOXKKBada
i moTpanuTU A0 N'ITU MEPIUIMX B CIMUCKY
6peH/1iB, TOOTO MOTpPAaNUTH B consideration
pool.

AIDA Haby/s1la HaW6iJMbLIOrO MOUIMPEH-
Hf B MapKeTHUHTy. [HIII Mozei € 1i Bapiali-
AMHY, fKi 3MilyoTh GOKyc yBaru abo Ma-
I0Tb HECYTTEBI JJONOBHEHHAMU. BoHa € oc-
HOBOO KJIAaCUYHOI BOPOHKHU NPOJAXKIB y Ma-
PKETHHIY — «3Hal0 — X04y — IJIavyy».

[lepuy 6yKBy abpeBiaTypu TaKOXK MOX-
Ha TpakTyBaTH fIK Awareness - 006i3Ha-
HicTb. ICHye posumupeHa Bepcid Mojesi —
AIDCA 3 [04aTKOBUM eJeMEHTOM -
Confidence, /11 no6yayBaTU AOBTOCTPOKO-
BHUX BiJJHOCUHHU Oi3HeCy 3 ayUTOPIEL0.

e ACCA - y MogeJii iHTepec 3aMiHeHUH
pPO3yMIiHHAM apryMeHTIB peKJlaMy, a OakaH-
Hf — NepeKoHaHHsM: A - yBara (attention),
C - po3yMminHsa (comprehension), C - ymoB-
JsiHHA (conviction), A - nis (action).

e AIMDA - f10/1aHO OiVUH NYHKT — MOTHU-
Balito. To6To, HaroJIOWyEMO, 1110 MicJs Mo-
SBU iIHTepecy NOTPiOHO CTBOPUTU MOTHUB
3[|iICHEHHS MTOKYIIKHU.

e 4A: A - o6i3HaHicTb (awareness),
A - craBsieHHs (attitude), A - xis (action),
A - noBTOpHa Aid (action again).

e 4P: P - Bi3yasibHa ck/a/ioBa (picture),
P - ob6iusiHka (promise), P - nigTBepaxKen-
H4 (prove), P — ctumys yu nomrtoBXx (push).
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The module is based on the following
logical considerations: the decision to pur-
chase is made on autopilot. That is, the con-
sumer does not make a choice from all pos-
sible options, but only from those about
which they have information in the form of
experience, reviews, and advertising. When
it comes to choosing companies, human
memory is unpredictable and very limited
in scope. Typically, a person can remember
up to five brands in one category. Conse-
quently, the primary objective of marketing
communication is to disseminate informa-
tion about the brand to the consumer, with
the aim of positioning the brand within the
top five brands in the list, thereby entering
the consideration pool.

AIDA is the most commonly employed
model in the field of marketing. Other mod-
els are its variations that shift the focus or
have minor additions. The AIDA model is
the foundation of the classic sales funnel in
marketing, which is based on the sequence
of the consumer’s knowledge, desire, and
action.

The initial letter of the acronym can
also be interpreted as «awareness». An ex-
tended version of the model, designated
AIDCA, incorporates an additional element,
confidence, which is employed to facilitate
the establishment of long-term business
relationships with the target audience.

e ACCA - in the model, interest is re-
placed by understanding the arguments of
advertising, and desire is replaced by per-
suasion: A - attention, C - comprehension,
C - persuasion, A - action.

e One additional point has been added
to the AIMDA - motivation. It can be pos-
ited that once interest is generated, a mo-
tive for making a purchase must be created.

e 4A: Awareness, attitude, action, and
action again.

e The fourth element, 4P, comprises
four components: P for picture, P for prom-
ise, P for proof, and P for stimulus or push.
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e DIBABA - j0/1aHO 3BOPOTHUH 3B’fI-
30k: D - oniHka 6axanb LIA (desire), I -
OTOTOKHEHHS1 NOTpeb i3 NPOMO3ULiAMHU
xomnadii (identification), ¥ - migmToBxy-
BaHHSA /10 pillleHHs PO KYyMiBJIIO 3aBASKU
aKILeHTY Ha TOMY, sIK TOBapU 3aKpHUBAKTh
aKTyaJbHy noTpeby (bamp), A - ¢ikcaris
peakuil kiaieHTa (reAction), ¥ - 3ak/JIuK [0
kyniBji (buy), A - atMmocdepa, 1110 CrpuUsie
npubaHHIo ToBapy (atmosphere).

¢ DAGMAR - Defining Advertising
Goals for Measured Advertising Results /
BusHaueHHs Lisied pekaaMu [JJisi BUMipIo-
BaHHS peKJIaMHUX pe3yJbTaTiB.

AKi 3acadu nok/1adeHo 8 0CHO8Y
2 PeKAaMHOI noaimuku Komnauii?
® |

2L, PeksilaMa € 0HUM 3 MeTO/iB MapKe-
TUHIOBOI KOMYHiKanii. 3 njiel no3uuii ue -
HeocobucTa popMa KOMyHiKallii, 1o 3ikc-
HIOETbCA Yepe3 NOoCepefHULITBO IJIATHUX
3aco6iB momupeHHs iHpopmanil 3 4iTKUM
3a3HauyeHHAM /pKepesia piHaHcyBaHHs. Lle -
HaWOi/MbII TOTYXXHUK 3acib NpocyBaHHSA
TOBapiB i MOC/Yr HA PUHKY 3a PaxyHOK [0-
BeJleHHs iHpopMalil Npo HUX [0 BeJHKOi
KiJIbKOCTi MOTEeHI[iIMHUX CIIO>KUBaYiB.

Jlna peanisanii peksaMHOI KaMIlaHil
poO3po06JIAITh MefjiallJlaH — JOKYMEHT, B
SKOMY NMPONHUCYIOTh eTanu poboTH, rpadi-
KU BUXOJIB BCiX peKJIaMHHUX MOBiJOMJIEHb
y 3acobax MacoBoi iHpopMaliii, 6roKeT pe-
KJIaMH, IOKa3HUKU.

/loBeleHHA peKJIaMHOT0 3BEpHEHHA /10
NOTEHIIMHUX CIIOXXUBayiB, a TaKOX CKJIa-
JlaHHSI MeJiianiaHy noTpebye oOpaHHsS 3a-
C00iB momiMpeHHs pekyjaMu. |y NIpUUHAT-
TA YNPaBJIHCBKOTrO pillleHHA BiZITHOCHO BU-
O6opy KaHaJiB pekJaMHOI KOMYHikalii mo-
TpiOHO BiAMOBICTU HA TaKi MUTAHHS:

— fKy uinboBy ayUTOPIiIO BU XOUETE 0XO-
nutu? KoxeH KaHas peKJlaMHOI KOMy-
HiKallii Ma€e cBOI0 0COGJIUBY ayAHUTODIlO,
OT>Ke, pO3YMHMH MiJXiJ NoJArae B TO-
My, 106 JaBaTH peKJiaMy TaM, Jie 30ce-
pemxeHa 6isbllia KiJbKICTh MOTEHIIN-
HUX CIIO’)KUBayYiB.

[0,
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o DIBABA - additional feedback: D -
Assessment of the target audience’s desires
(desire). I - Identification of needs with the
company’s offers (identification). B - Push-
ing to the purchase decision by focusing on
how the products fill the actual need
(bamp). A - Recording the customer’s reac-
tion (reAction). B - Call to buy (buy). A -
Atmosphere conducive to the purchase of
goods (atmosphere).

e In the context of advertising, the term
«Dagmar» refers to the process of defining
advertising goals with a view to achieving
measurable results.

What are the fundamental

principles that underpin
9 the company’s advertising policy?

Advertising represents one of the
principal methods of marketing communica-
tion. From this perspective, advertising can
be considered a non-personal form of com-
munication that is disseminated through
paid channels with a clear indication of the
source of funding. Advertising represents the
most powerful means of promoting goods
and services on the market, as it enables the
dissemination of information about them to
a large number of potential consumers.

The implementation of an advertising
campaign necessitates the development of
a media plan, which is a document that out-
lines the stages of work, schedules for all
advertising messages in the media, the ad-
vertising budget, and indicators.

Once the advertising message has been
disseminated to potential consumers and
the media plan has been formulated, the
next step is to select the appropriate media
outlets. In order to make a management
decision on the choice of advertising com-
munication channels, it is necessary to an-
swer the following questions:

— What target audience do you want to
reach? Each channel of advertising
communication has its own specific au-
dience, so a reasonable approach is to
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Axuil XxapakTep peKJaMHOr0 3BEpHEH-
Ha? ko ue iHdopmalis, 9Ky noTpib-
HO TepMiHOBO PO3MICTHUTH, TO o6GUpa-
I0Tb €JIEKTPOHHI 3aco6W peKJIaMHUX
KOMYHiKanii (iHTepHeT, Teseb6adyeHHs,
pazio), AKIIO e pekJaMHa iHpopmMariis
6ia1b1 TpUBasoi Ail, MOXXYyTb 06UpATHU-
cs iHwi 3aco6u.

Kosin HeoOXilHO po3MillyBaTu 3Bep-
HeHHa? BpaxoByWTb MNepiogUYHICTb
BUXO/y 3aC00y peKJIaMH, 4aC MOXKJIUBO-
ro KOHTaKTY.

AKki eudu pekaamu eapmo
eukopucmosyseamu?

3asiexkHo Bif 1ijsiel, cnpsiMOBAHOCTI,

CNOCOG6iB TMOLIMPEHHS1 PO3PI3HAITb TakKi

BU/IY.

3a LiJIbOBOIO OPIiEHTALLIEIO:

iHpopMmamueHa - e pekJsiaMa, MOKJIU-
KaHa iHGOpMyBaTHU MOTEHLHHUX CIO-
»KMBa4iB Mpo BUPOOHUKA, KOTO TOBAapH
i mocsyry, iHHOBalilHI 3MiHH, 3MiHU B
iHi, a TakoXx iHII mojii, iHpopMaliro
Mpo siKi He06Xi/THO PO3MOBCIOAUTH. 3a-
CTOCOBYETbCA Ha INOYATKOBUX eTalax
peksiaMHOi KaMmnaHii abo B Mipy Heo06-
xigHoCTi y momupeHH] neBHoOI iHOP-
Maliii;

yeiyysaisHa - GopMye nepeBary Jo
BUPOGHMKA, HOTO TOBApiB Ta MOCAYT i
NepeKoHy€E B HEOOXiAHOCTI ix mpu6aH-
HA. 3aCTOCOBYETbCA Ha MNOJAJBIIUX
eTalax peKJlaMHOl KaMIlaHil, KoJau J0-
CATHyTa MeBHA 06i3HaHicTh i Heobxia-
HO NepeKOHaTH MOTEHIIMHOTO CHOXKH-
Baya B IlepeBarax ToBapy Y4 MapKu;
Hazadysa/ibHa - NiATPUMYE 06i3Ha-
HiCTb PO BHUpPOOGHHUKA, WOr0o TOBapH i
MOCJYTH. 3aCTOCOBYETHCA KOJIM BUPO6-
HUK Y4 TOProBa MapkKa JOCUTH BiZjoMi i
MawTb MIIHI MO3ULii HA PUHKY /AJA
HaraZlyBaHHsl y4YaCHUKaM pHHKY IIpo
BUPOOGHMKA Ta MiATPUMKHU iMiIKy.
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advertise where the largest number of
potential consumers is concentrated.
What is the nature of the advertising
message? If it is information that needs
to be placed urgently, then electronic
means of advertising communications
(Internet, television, radio) are chosen, if
it is advertising information of a longer
duration, other means may be chosen.
When is it necessary to place an appeal?
Take into account the frequency of the
advertising medium and the time of
possible contact.

What types of advertising
should be employed?

The distinction between the afore-

mentioned types of advertising is contin-
gent upon the specific objectives, focus, and
methods of distribution.

In terms of target orientation, advertising
can be divided into the following categories:

Informative advertising is a form of ad-
vertising designed to inform potential
consumers about the manufacturer, its
goods and services, innovative changes,
price changes, and other events that
need to be disseminated. It is employed
at the outset of an advertising campaign
or when it is necessary to disseminate
specific information.

Pre-emptive advertising forms a prefer-
ence for the manufacturer, its goods
and services and convinces potential
consumers of the need to purchase
them. It is employed at subsequent
stages of an advertising campaign when
a certain level of awareness has been
achieved and it is necessary to per-
suade a potential consumer of the bene-
fits of a product or brand.

Reminder: This maintains awareness of
the manufacturer, its products and ser-
vices. This strategy is employed when a
manufacturer or brand is well-known
and has a strong position in the market.
[ts objective is to remind market par-
ticipants about the manufacturer and
maintain its image.
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3aJieXHO BiJ, CIPSAMOBAHOCTI peKJiaMHu
Ha NeBHIi Ipynu CHOXXKUBayiB i B 3B’A3Ky 3
THUM, 10 peKJaMHe 3BEepHEHHd He MOXe
OyTH OJJHAKOBO NpPUBAOJMUBUM [Jifl BCiX:
pekaama Ha iHOugidya/bHO20 Cnoxueavd —
BIJIMBAE Ha IHAMBIAYaJlbHOI'0 CII0KKWBAYa 3
METOI0 NMPHUAOaHHA TOBaApiB i MOCAYT JaHOI
TOProBOi MapKu abo KoMMaHii AJs ocobuc-
TUX notpeb - B2C; peksnama Ha supobHUKis,
cgepy mopeziei, nocepedHUKI8 — J0TIOMarae
JOMOTTHUCA JIOSAJIBHOCTI JJAHUX CPYII CIIOXKHU-
BayviB i CTaTU NOCTIMHUMU KJIEHTAMH, Ky-
Iy}0OYHU TOBAPHU i OCJAYTH AJ11 BUKOPUCTAH-
Hf Y BUPOOHMYOMY Mpoleci 44 6i3Heci 3
METOI0 [MOJAJBIIOTO MEePENnpojaxKy CBOIM
crnokuBayaM - B2B.

3aJsiexXHO Bif, cocoby po3MOBCIO/PKEH-
Ha iHdopmalii: dpykosaHa - peksama B
JIpPYKOBaHUX 3acobax MacoBoi iHdopmauii
(razety, KypHauu); nosizpagiyHa - y BU-
rasaAi nosirpadgivyHoi npoAyKuUii — TMCTIBKY,
nJlakaTH, OYKJIeTH TOllo; mesaesi3iliHa -
Bifleoposinky, croxeTtH, ¢inbmu; padio- -
ayiopoJIMKH, MPOMOYIIH; pekJaMa «direct
mail» - pekJiaMHi MaTepiaJiy, 1[0 po3CcuJia-
I0ThCSl TOLITON; 308HIWHA - 6i160pAH,
JIJAUTOOKCH, CUTI-JIaUTH, TOCTEPH, MJIAKATH,
PO3TAXKKU TOLLO; 8BHYMPIWHA — BCepeUuHI
rPOMa/ICbKUX NPUMIlLeHb; Hd mpaHcnopmi -
30BHIIIHA Ha TPaHCOOPTHUX 3acobax,
BHYTPILIHbCAJIOHHA B CaJIOHaX TPAHCIOPT-
HUX 3aco06iB, cTallioHapHa Ha 3yNMHKaXx
TPaHCNOPTY; 8 IHMepHemi — CAauTU KoMma-
Hii, KOHTEKCTHA pekJiaMy, 6aHepHa pekJia-
My; 8 Micysix npodadcie — pi3Hi TUIIU olepa-
i, ki BIJIMBAIOTb Ha MOBeAIHKOBI ped-
JIEKCH CII0?KWBAYiB y MiCLAX IPOJAXKY.

3a CcTyneHeM OXOIlJIEHHS TepUTOpil
pPO3PI3HATE: JIOKA/IbHY; PE2IOHA/bHY; 3d-
20/1bHOHAYIOHAAbHY; MIHCHAPOOHY.

3a XapaKTepoM [ifJIbHOCTI pO3pi3HA-
I0Tb: KOPNOpamueHy peK/aaMy — peKJama
NiJANPUEMCTB, OpraHisanii; coyiaabHy pek-
JAaMy - pekJjiaMa, cpsiMoBaHa Ha QopMmy-
BaHHA IEeBHOI NOBEAIHKH, CTaBJEHHA [0
CcoliaJIbHUX ABULY;, NOAIMUYHY peKaamy -

[0,
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The focus of advertising on certain
groups of consumers and the fact that an
advertising message cannot be equally at-
tractive to everyone mean that advertising
for an individual consumer influences that
consumer to purchase goods and services
of a given brand or company for personal
needs. This is known as B2C. Advertising for
manufacturers, trade, intermediaries helps
to achieve loyalty of these groups of con-
sumers and become regular customers,
purchasing goods and services for use in
the production process or business for fur-
ther reuse. This is known as B2B.

The method of information dissemina-
tion is also a factor to consider. Print media,
such as newspapers and magazines, are
used for advertising. Printed products, such
as leaflets, posters, and booklets, are also
employed. Television, radio, and direct mail
advertising are other forms of dissemina-
tion. The following are examples of adver-
tising materials sent by mail: billboards,
lightboxes, city lights, posters, banners, etc.
Outdoor advertising includes billboards,
lightboxes, city lights, posters, banners, etc.
Indoor advertising occurs in public prem-
ises. Transport advertising includes out-
door advertising on vehicles, in-car interior
advertising on vehicles, and advertising
at transport stops. Internet advertising
includes company websites, contextual ad-
vertising, and banner advertising. Finally, at
points of sale, various types of operations
affect consumer behavioural reflexes.

According to the degree of coverage of
the territory, there are: local; regional; na-
tional; international.

According to the type of activity: corpo-
rate advertising - advertising for companies
and organisations; social advertising - ad-
vertising aimed at shaping behaviour and
attitudes towards social phenomena; politi-
cal advertising — advertising for parties and
public associations; reference advertising -
«Golden Pages».
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pek/jaMa mapTii, rpoMajiCbKHUX 00’€HaHb;
dosidkosy pekaamy — «30JI0Ti CTOPIHKHU».

3a cTyneHeM OXOIJIEHHSI CIO>KHWBayiB:
Maco8a; nepcoHighikosaHa.

3a npeAMeTOM peKJIaMUu: mosapis; nio-
npuemcms; ocobucmocmi; iMioxcy.

3a KOMEpIIMHOK CKJaJ0BOKW: KoMep-
yiiiHa — MeTOI SKOI € OTPUMaHHS NPUOYT-
Ky; HeKomepyiliHa — coljiajJibHa, FpoOMa/Ch-
KHUX oprasizaniii, doHaiB To1o.

3a popmoto nojavi: npama — TpaauLin-
Ha ¢opMa nojadi pekjaMu; Henpsama — BU-
KOPHCTOBYE HENPSIMUM BIJIMB, HAllPUKJIAZ,
N0Ka3 CIoco0y XUTTS; NpUXo8aHa — BILJe-
TeHa B KOHTeKCT QisibMiB, epejiady — Mpo-
JaKT MJIeHCMEeHT.

OCHOBOIO peKkJlaMHU € peKJIaMHe 3Bep-
HeHHS, AKe MoXke OyTHU NpeJcTaBJeHe y pi-
3HOMY BUIJIAZI B 3aJIe)KHOCTI BiZl BUAU Ta
3acoby peksiamu. /Jlia nigBuieHHs edek-
THUBHOCTI peKJIaMU IIPU CTBOPEHHI peKJ/aM-
HOTO 3BepHEHHSI HEOOXi/IHO JOTPUMYBaTH-
cs psAAAy NpaBuUJ: 3BEpPHEHHS MOBUHHO Mic-
TUTHU LieHTPaJIbHY i/je10, 1Ka MPOIOHYE I0-
TEHLINHUM CIIO)KUBayaM I[IeBHYy BUIOJY;
BUKJIAJ, B PEKJaMHOMY 3BepHEHHI HU3KHU
nepeBar TOBapiB ab0 MOCIYT; Ma€ 3a/y4u-
TH ¥ yTPUMATH yBary; NIOBUHHO JOHOCUTHU
Jl0 ayaudTopil HeoOXxijHe ysBJIEHHS IMpPO
npeJMeT peKJaMH; MICTUTH LOBOJH, BU-
KJIaJleH] L[iIKaBO i MepeKoHJIMBO; peKJaMHa
TeMa INOBUHHA BIANOBIZATH LiJIAM IJIaHY
MapKeTHHTY; TEKCT Ma€ OyTH MO3UTUBHUM,
0€e3 4YaCTOK «He», CJIOBa «Hi» TOILLO; TEKCT
Ma€ OyTH NpPaBAYBUM, HE MICTUTH NPSIMHUX
NOPiBHAHb 3 KOHKYpPEHTaMH; BKJIIOYATHU
BKa3iBKM Ha MeBHi Jjii Ta ocobucre 3Bep-
HeHHA «Bu» 3aMicTb «Mu»; 10 MOXKJIUBOCTI
BKJIIOYATU JIEMOHCTpalilo, 06irpaBaHHSA
cuTyalii «Ao» i «micjasg», Mmokas crnocooy
YKUTTA i BCe, 110 TOBOPUTh PO BU3HAYEHY
BUT0/ly, BAKOPUCTAaHHSA BiJOMUX 0Ci0.
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By the degree of consumer coverage:
mass; personalised.

By the subject of advertising: goods;
companies; personality; image.

By commercial component: commercial
- aimed at making a profit; non-commercial
- social, public organisations, foundations,
etc.

By the form of presentation: direct - the
traditional form of advertising; indirect -
using indirect influence, e.g. showing a life-
style; hidden - woven into the context of
films, programmes - product placement.

The basis of advertising is the message,
which can be presented in different ways
depending on the type and medium of ad-
vertising. In order to increase the effective-
ness of advertising, a number of rules
should be observed when creating an ad-
vertising message: the message should con-
tain a central idea that offers a certain
benefit to potential consumers; the mes-
sage should describe a number of advan-
tages of goods or services; it should attract
and retain attention; it should give the au-
dience the necessary idea of the subject of
the advertisement; it should contain argu-
ments presented in an interesting and con-
vincing way; the subject of the advertise-
ment should meet the objectives of the
marketing plan; the text should be positive,
without particles «not», the word «no», etc.;
the text should be truthful, not contain di-
rect comparisons with competitors; it
should contain references to certain actions
and personal addresses «no». The text
should be truthful, not contain direct com-
parisons with competitors; include refer-
ences to specific actions and personal ad-
dress «You» instead of «We»; if possible,
include demonstrations, play on the
«before» and «after» situation, show a life-
style and anything that indicates a certain
benefit, use famous people.
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AKum 3aco6am po3noeciodiHceHHs
pekaamHoi ingpopmayii giodamu
nepesazy?

Bubip pekjiaMHUX 3aC00iB — 1ie Mpo-
eaypa NPpUHUHATTS pilleHHs Tpo ePeKTUB-
HICTb BUKOPUCTAHHA TOr0 Y IHLIOrO Me-
TOAY BIUIMBY Ha LiJbOBY ayAUTOPIil0 JJiA
BUpillIeHHA MAapKEeTUHTOBUX 3aB/JaHb.

[Ipu BUGOPI TOro 4u iHIIOro 3acoby pe-
KJIaMH{, BPaxOBYIOTb TaKi OCHOBHI YMHHU-
KU: OXOIUVIEHHA LIIJIbOBOI ayAUTOPII; 4YacTo-
Ta BiATBOPEHHH peKJIaMU; CTYIiHb BILJIUBY
Ha CIIOXKMBaya; BiIMOBIAHICTb MOBiJOMJIEH-
H{ KaHaJly; yac neperysgy inbopmariii, ska
nepeJlaETbCs KaHaJIOM; BiJMOBiAHICTH i-
HaHCOBHX MOXJIMBOCTEW KOMIIaHil BapToc-
Ti BAKOPUCTAHHSA JaHOI'0 KaHaJy.

Jlo KaHaJiB pO3MOBCIO/PKEHHA peK/IaM-
Hoi iHpopMmalii HajexaTb TeJsiebayeHHs,
paZio, raseru, KypHasi, peKJaMHi LIUTU
(bill boards), npsiMe agpecHe po3cUIaHHSA
pekJaMHUX MaTepiasiB mnomrtoto (direct
mail), TeJileMapKeTUHT TOIO. [X HA3UBaAIOTh
HOCIIMU peKJIaMHU.

[cHy€ KiJIbKa rpyI, Ha AKi MOS0 THCS
KaHaJIi OLIMpPEeHHS peKk/IaMHol iHpopMariii:

OHJaaMH: calim; coymepesxci; nowmo-
81 po3cu/sKu; pekaama npu nepeaasdi gideo
8 iHmepHemi.

Obnavin:

aydio: pajiio pekJiaMa; ay/lio pekjaMa B
MicCLi IPOAAXKY;

gideo: TeJieBi3illHa pekJiaMa; BiAeopo-
JIMKY B MicIli mpoJiaxky; 6acopama — maHeJib,
1110 BCTAHOBJIETHCSA Ha Jjaxy aBTobyca A4
TpaHCaALl  peKkJaMHUX  IOBiJOMJIEHb;
TPaHCAALA BiJeOPOJIMKIB B TPAHCIIOPTI Ta
Ha CTaHLigX MeTpo; peKJaMHi Bifgeoposu-
KM B I0i3/1ax i JiTakax;

pekaama 8 dpykosaHux 3MI: rassHUEeBi
)KYpHa/Id; TeMaTU4HI >XypHa/li; ra3eTy;
ra3eTH-0roJIouleHb.

BisyasnbHa:

8y/IUMHA peKkaama: 6iréopay; CiTianuTy;
BYJIMYHI BKa3iBHUKY; OpPeH/I0BAaHUU TpaHC-
IOPT; peKJlaMa Ha MiCbKOMY TPaHCIOpPTIi;
BUBicKa; opopmsieHs Byl (bacagy);

(e

N
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Which means of disseminating
promotional information

should be preferred?

Media selection is a process of de-
ciding the effectiveness of using a particular
method of influencing the target audience
to achieve marketing objectives.

When choosing an advertising medium,
the following key factors are taken into ac-
count: coverage of the target audience; fre-
quency of advertising playback; degree of
influence on the consumer; appropriate-
ness of the message to the channel; time
spent viewing the information transmitted
by the channel; appropriateness of the
company’s financial capabilities to the cost
of using this channel.

Channels for the distribution of adver-
tising information include television, radio,
newspapers, magazines, billboards, direct
mail, telemarketing, etc. They are called ad-
vertising media.

There are several groups into which
advertising channels are divided:

Online: Website; social networks; mail-
ing lists; advertising while watching videos
on the Internet.

Offline:

audio: radio advertising; audio advertis-
ing at the point of sale;

video: television advertising; point-of-
sale videos; basorama - a panel installed on
the roof of a bus to broadcast advertising
messages; broadcasting of videos in trans-
port and metro stations; advertising videos
in trains and planes;

print advertising: glossy magazines; the-
matic magazines; newspapers; classified ads.

Visual:

street advertising: billboards; city lights;
street signs; branded transport; advertising
on public transport; signage; street (facade)
design;
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peksaama 8 micyi npodasxcy: GpeHlyBaH-
Hs TMoJMLb; 0pOopMJIeHHS BiTPUHH; BUBIiC-
KU, BKa3iBHUKH, JlJaMOpeKeHH, IIIHHUKH, Ha-
KJIEWKH, IpJIUKH; TaKeTH;

pekaamHa noJiepagis: Bi3UTKH; Opo-
1ypH; OYKJIeTH; KaTaJoT .

HecTaHpgapTHAa: M06iabHUll Mapke-
MmuHe; 8ipycHull mapkemuHe;, 6/102iHe; po3-
mawyeaHHs peKAaAMHUX NOBIOOMAEHb ) He-
38u4HUX Micysix — ambient media; npedavua
3paskie npodykyii 6e3kowmosHo saidepam
dyMOK 0151 moz2o wjo6 ompumamu ix pekome-
HOayii i 8idzyku — product sitting; crazy PR;
pesoyiliHull mosap nokasyroms 8 peasb-
HoMmy ocummi - life-placement; modcau-
gicmb chpobyeamu, cKywmyeamu, nozop-
mamu mowo — mpatieepmatii3uHe; ceHcumu-
8HULl MapkemuHe - 3anax, edzda, memnepa-
mypa 1 ocgimeHHSI mowo; YAIUWMOOU;
mirror-TV; shockvertising; cmeopenHs1 migie
i 1eceHd npo saw mosap - cmopimenniue.

CKi/lbKu Kowmysamume
% opeaHizayis pekaamHoi

® | kamnanii?

[ peasizanil pekJaMHOI KaMIaHil
KOMIIaHisI-BUPOOHUK TJIAaHYE pPeKJaMHHUU
010/DKeT. AKTyaJIbHUMHU € JIBA NMUTAHHA -
SIKY KiJIbKiCTb KOIITIB HEOOXiTHO BUAIIUTH
Ha pekJiamMy? i SKMHM YMHOM BOHH OYAYyThb
BHUKOpPHUCTaHI?

OcHoBHi ¢akTopH, SIKi BpPaxOBYETbCS

pU po3po6bIii peKJIaMHOTO OI0/KETY:

— PayioHnaavHa sozcika.

— Posmipu punky. OXOIUIEHHSI BEJMUKHUX |
PO3KU/IaHUX PUHKIB 00XOJUTBCS JOPOXK-
4ye, HK CKOHIIEHTPOBaHUX MicueBuX. s
MaJioro Gi3Hecy AOLJIBHIIIE 30CeEpeKy-
BaTH peK/laMy Ha HeBeJIMKil TepUuTopil.

— Posb peknamu 8 KoMNAeKci MapKkemuHzy.
IcHye npsiMa 3a/1eXHiCTb 3 peKJaMHUM
OI0/KET.

— Posmip npubymky i o6csie 36ymy mosa-
pie abo nocaye. [lpu BeJMKOMY pO3Mipi
NpUOYTKY BUTPATHU HA PeKJIaMy MOXHa
36ibIIMTH. B cBol 4epry, peksama
MiABUIIYE LIHHICTL TOBapiB B 04ax CIo-
»KMBaudiB. 0OMeXXeHHSM € eJIJaCTUYHICTb
MOMUTY.
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point of Sale Advertising: Shelf Branding;
Window Decoration; Signs, Lambrequins,
Price Tags, Stickers, Labels; Packaging;

advertising print: business cards; bro-
chures; leaflets; catalogues.

Non-standard: mobile marketing;
viral marketing; blogging; placing advertis-
ing messages in unusual places - ambient
media; giving free product samples to opin-
ion leaders to get their recommendations
and feedback - product sitting; crazy PR;
showing a revolutionary product in real life -
life placement; the opportunity to try, taste,
flick through, etc.; sensory marketing - tra-
versal. - traversal; sensory marketing -
smell, weight, temperature and lighting etc;
flash mobs; mirror TV; shockvertising; creat-
ing myths and legends about your product -
storytelling.

How much does it cost to run
an advertising campaign?

{ To run an advertising campaign, a

manufacturing company plans an ad-
vertising budget. Two questions are rele-
vant: how much money should be allocated
to advertising and how will it be used?

The main factors taken into account
when developing an advertising budget are
— Rational logic.

— The size of the market. Covering large
and dispersed markets is more expen-
sive than covering concentrated local
markets. For small companies, it is
more appropriate to concentrate adver-
tising on a small area.

— The role of advertising in the marketing
mix. There is a direct correlation with
the advertising budget.

— The amount of profit and the volume of
sales of goods or services. With a large
amount of profit, advertising costs can
be increased. In turn, advertising in-
creases the value of goods in the eyes of
consumers. The limit is the elasticity of
demand.
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— Bumpamu koHkypeHmis. IcCHye 3B’f30K
MK YaCTKOI0 PHUHKY, YaCTKOK yBaru
CIOKMBaAYiB Ta BUTPATaMU Ha peKJaMy.

— @iHanHcosi pecypcu. Po3aMip pekiaMHOTO
OI0/PKETy 3a/IeXKUTh Bifi BeJIMUUHU Ha-
ABHUX KOLLTIB.

Jlo peKksIaMHOTO GI0/KETY 3aKJIaJAl0ThCS
LIOMiCAYHI BUTpPATHU KOMIIaHil Ha MpoBe-
JIeHHs peKJaMHHX KaMMaHii B MicClleBUX
3MI, iHTepHeTi, BUTpAaTH Ha OIJIATy MpaLi
HalMaHUX NpaliBHUKIB, IPOBeJeHHSA IPO-
MO-aKllil, Aru3alH i po3pobky moJsirpadiy-
HOI IPOAYKIIil.

BuTpaTtu Ha pekJiaMy BiJpi3HAIOTHCSA
3aJIe3KHO Bij 6i3Hecy, rasysi Ta MapKeTHH-
ropux ILijsed. CopmysitoeEMO 000B’SI3KOBI
JJIs1 BCIX CKJIaJHUKU:

— CmeopeHHA KOHMeHmMy — BUTpaTU Ha
CTBOpEHHS PEKJIaMHOTO MOBiIOMJIEHHS —
KONipalTUHT, rpadiyHUM Au3aiH, 06-
po6ka ¢poTo, MOHTAX Bi/[€0 TOLIO.

— Bupo6Huymeo - BUJIJaTKU Ha CTBOPEHHSA
Pi3HOMAHITHOI peKJlaMHOI NPOAYKLil -
JIpyK Opollyp, BUTOTOBJIEHHS OpeH10-
BaHHUX CyBeHipiB, 310MKa Bifie0 TOLIO.

— MediiiHi matidaHyuku - BUTpPATHU Ha pe-
KJIaMy B pi3HUX MeJiaKaHaJjax — TeJle-
6audeHHs, pajiio, peca, 61160pAH TOLIIO.

—  [Jlocaidxcennss - Le IJlaTa 3a aHasi3
ayauTopil Ta JOCHiPKEHHSA PUHKY, AKi
JlonoMararTb o6paTh HaleeKTUBHI-
Wi peKkJlaMHi KaHaJIv | IOBiOMJIEHHS.

— Tpetio-mapkemuHe - BUTpATH Ha opra-
Hizallilo MmpoMoakIliii, pisHUX 3axXo/iB
JUIST KJIIEHTIB, 0QOpPMJIEHHST MicIisl po-
JlaKy TOILLO.

— IHmepHem-peknama - BUTpaTH Ha
OHJIAWH-peK/JaMy OGpeHJly — coIliajibHi
Mepexi, BeOCalT, TapreTyBaHHS TOLIO.

— IHmi BUTpaTH - HenepeabaYyBaHi.

MeTtoau  po3paxyHKy  peKJaMHOI'O
Or/pKeTy:

— PospaxyHok 610dxcemy pekaamu 3a/1exc-

Ho 8i0 HasisHocmi ezomisku. KoMnaHis
BUTpavya€ Ha peKJaMy CTiIbKH, CKiJIbKU
MO>Ke CO6i JJO3BOJIUTH.

— PospaxyHok 6100xcemy pekaamu Ha niod-
cmasi pakmuyHux daHux nonepedHbL020
nepiody. PekiaMHuii 61omxetu Gopmy-
€TbCSI Ha OCHOBI pIiYHUX OHOMKETIB,
aJlanTOBaHUX 10 3MiHEHUX YMOB.

— Competitors’ costs. There is a relation-
ship between market share, share of
consumer attention and advertising
expenditure.

— Financial resources. The size of the ad-
vertising budget depends on the
amount of funds available.

The advertising budget includes the
company’s monthly expenses for advertis-
ing campaigns in local media and on the
Internet, staff salaries, promotions, design
and development of printed materials.

Advertising costs vary depending on
your business, industry and marketing ob-
jectives. Here are the components that are
common to all:

— Content creation — the cost of creating
an advertising message - copywriting,
graphic design, photo editing, video ed-
iting, etc.

— Production - the cost of creating vari-
ous promotional products, such as
printing brochures, making branded
souvenirs, shooting videos, etc.

— Media platforms - the cost of advertis-
ing in various media channels - televi-
sion, radio, press, billboards, etc.

— Research - the cost of audience analysis
and market research to help you choose
the most effective advertising channels
and messages.

— Trade marketing - the cost of organis-
ing promotions, various customer
events, point of sale decoration, etc.

— Online advertising - costs of online
brand promotion - social media, web-
site, targeting, etc.

— Other expenses — unpredictable.

Advertising budget calculation methods:

— Calculate the advertising budget accord-
ing to the availability of cash. The com-
pany spends as much on advertising as
it can afford.

— The advertising budget is calculated on
the basis of actual data from the previ-
ous period. The advertising budget is
formed on the basis of annual budgets
adapted to changing conditions.
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Po3paxyHok 6rodxcemy pekaamu Memo-
doM KOHKypeHmHo20 napumemy. Pek-
JIaMHUU O60/PKET BCTAHOBJIOETbCSA Ha
PiBHI BUTPAT KOHKYPEHTIB.

PospaxyHok 610dcemy pekaamu emnipu-
YHUMU Memodamu. BelndvHa BUTpPAT Ha
pek/iaMy BU3HAYaETHCA HA OCHOBI pAAy
TeCTiB Ha pPi3HUX PUHKAX Yy Pi3HUX pekK-
JIaMHUX OI0/PKeTax.

PospaxyHok 6t0dxcemy pekaamu y 8idco-
mkax do doxodis. BeauynHy BifCcOTKY
MO>XHa BHUBECTHM HAa OCHOBI MMHYJIOTO
JIOCBiZly, SIKILIO 3HAWJIeHO ONTHUMaJIbHe
CIIBBIJHOILIEHHA MIDXX BUTpaTaMU Ha
pek/aMy I J0X0ZaMH, a TAKOX 3 ypaxy-
BaHHAM [JaHOrO CIiBBiJHOLIEHHA Y
KOHKYPEHTIB.

PospaxyHok eumpam Ha pekaamy Ha
oduHuyt yacmku puHKy. MeTtoJ; pospa-
XYHKY 3aCTOCOBYETbCS IIPU NOPIBHAHHI
epeKTUBHOCTI pek/iaMHd OKPEMUX KOM-
MaHii - AKW0 BUTpPAaTU Ha peKJaMy B
PO3paxyHKy Ha OJUHULII0 YACTKU PUHKY
MeHIll, To ePeKTUBHICTb peKJIaMU BUILA.
Po3paxyHok 610ddxcemy pekaamu 3 ypa-
XyeaHHAM yisel i 3aedaHb. KoMmaHis
dopmysroe misii Ha MJIaHOBUM mepiof i
po3po06JIsi€ BIAMOBIIHUM MJaH Mapke-
TUHTY. PekslaMHUUM O6HO/KET CKJIaJa€
BapTiCTb 3allJJaHOBAaHUX peKJIaMHHUX
3axo0/iB.

Po3paxyHoKk peksamH020 6r00dxcemy Ha
0CHO81 M0OOe/N08AHHS 3A1EHCHOCMI MidC
pisHem KoMmyHikayii i nosediHkow cno-
scusauis. llo6 JoCTaTHHO CIIOXXHBaviB
CTa/Id MOCTINHUMHU MOKYILSAMHY, CoYa-
TKy 3a J0IIOMOTOI0 peKJaMU MiJBULLY-
€TbCS iX piBeHb 06i3HAHOCTI Mpo mpo-
JYKTH, MOTIM CIIOHYKAaEMO 10 OAWHOY-
HOI NOKYIIKH, Aaji — [0 IMOBTOPHOTO
NpUA0aHHs, B pe3yJbTaTi - MATpH-
MaHHS OJJHAKOBOI KiJIbKOCTi NOCTIHHUX
CIOXKMBayviB. BifnoBiiHO, BUTpaTHU BifJ
JIOCUTb BHUCOKHUX 3HWXKYIOTbCS Ha eTa-
nax 00UHO4HUX [ NOCMITUHUX NOKYNOK.
Po3paxyHok 6r00dxcemy pekaamu HA oc-
HogI naaHysauHs eumpam. IlianyBaH-
Hfl BUTPAT NOYUHAETHCS 3 MOCTAHOBKU
3a/1a4i Ha piK MOBHOI peHTabeJbLHOCTI 3
HAaCTyNHUM pillleHHSIM, B IKOMY 06cs3i
i Aki BUTpaATH HEOOXiHI MPOTATOM Io-
nepeJiHiX POKIB, B T.4. 1 Ha peKJamy.
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The advertising budget is calculated us-
ing the competitive parity method. The
advertising budget is set at the level of
competitors’ costs.

The advertising budget is calculated us-
ing empirical methods. The advertising
budget is determined on the basis of a
series of tests in different markets with
different advertising budgets.
Calculation of the advertising budget as
a percentage of sales. The percentage
can be derived from past experience,
once the optimal ratio between adver-
tising costs and sales has been found,
and taking into account this ratio for
competitors.

Calculate the advertising cost per unit of
market share. This method is used to
compare the advertising effectiveness
of individual companies - if the adver-
tising cost per unit of market share is
lower, the advertising effectiveness is
higher.

Calculation of the advertising budget
based on targets and objectives. The
company sets objectives for the plan-
ning period and develops a correspond-
ing marketing plan. The advertising
budget includes the cost of planned ad-
vertising activities.

Calculation of the advertising budget
based on modelling the relationship be-
tween the level of communication and
consumer behaviour. In order for a suffi-
cient number of consumers to become
regular customers, we first make them
aware of the products through advertis-
ing, then encourage them to make a sin-
gle purchase, then to make a repeat
purchase, and finally to maintain the
same number of regular customers. Ac-
cordingly, costs decrease from quite
high levels at the single and repeat pur-
chase stages.

Calculate an advertising budget based
on cost planning. Expenditure planning
begins with setting a target for the year
of full profitability and then deciding
how much and what type of expendi-
ture will be needed in previous years,
including on advertising.
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AcurHyBaHHA Ha peK/JaMy pPO3NOJiJf-
I0ThCs 32 QYHKI[iSIM peKJIaMHOI AislJIbHOCTI
TakK: BUTpaTU Ha jgocaigpxeHHs (0-15%);
BUTpPATH Ha BUPOGHUYI po6otu (5%);
BUTpPATH Ha KyNiBJIO 3aco6iB pekaMu
(70-90%); naknazgui BuTpaTu (5-10%).

2.4 IlpeseHTauis AJid NOKYNILiB

Illo make mosapHa

= npesewmayis?

=%~ Ilpu miarotoBLi HOBOr0 NPOAYKTY
J10 BUXOJly Ha PHUHOK MOCTiKHO MOTPi6HO
nam’siTaTy, [0 BUPOOHUKY MOTPiGHO Horo
npozsatu. B nepuy 4yepry - noTpi6Ho npu-
BEPHYTH /10 HbOTO yBary, npoiHpopMyBaTH
MaKCHMaJIbHO IIMPOKY ayAUTOpil0 Mpo Ta-
KHMU TOBap Ta Npe3eHTyBaTH MOTO 3 Kpa-
moro OOKy, MiAKpPeCJUTH WOTO YHiKaJb-
HIiCTb 1 KOpUCHIicTb. OTXKe, 3aBJaHHA MOJIf-
ra€ B TOMy, 11100 He Jiville CTBOPUTH yHiKa-
JIbHUY NPOAYKT, a ¥ JOBECTU MOKYIILO, 1110
NOTPiOGHO BUTPATUTHU rPOILLi HAa HOBUHKY.

[Ipe3eHTania - ne JeMOHCTpaLid ToBa-
Py 3 METOI0 NEPEKOHATH MOTEHLIMHOTO MO-
KyILUs KyINUTHU Led NpoAyKT. lle eTan npo-
CYBaHHA NPOAYKTY Ha IKOMY MeHepKep 3
npofiaxxy (KOHCYJIbTaHT, NpPe3eHTaTop) y
dopmi MoHoJsiOTy po3moBifae npo iHdop-
MY€E PO BJIAaCTUBOCTI TOBAapy, MO0 nepesa-
rd i 0cobsMBOCTi, croco6u po3B’si3aHHA
npo6JieM NMOTEeHLiMHOro MOKYMNUs 3 JO0Mo-
MOTO0 LIbOT'O TOBApPY, BUTOAY Ta IlepeBary,
4Kl BiH OTpPUMYE B IpOLeCi CIOKUBAHHA,
Jla€ MOTEeHLIINHOMY MOKYyILeBl MOXJIUBICTb
OL[iIHUTH TiHicTh TOBapy i T.m. To6TO, MeTa
O6yAb-sKOi Mpe3eHTallil ToBapy — NpojJieMo-
HCTPYyBaTH HOBUU TOBap, AOHECTHU iHOp-
Maliito Ipo Te, 1110 TAKUK TOBAp icHyo, i 6i-
JIbllle — 3alliKaBUTU NOTEHLIiMHOr0 MOKYII-
1, MiJIITOBXHYTH WOTO A0 NPUHUHATTSA pi-
LIeHHSA PO MOKYIIKY, IepeKoHaTH, 10 Ja-
HUM NPOAYKT MpeJCTaBJIsSE /11 HbOTO NEB-
HY LiHHICTb i 3aKpUBAE NeBHi NOTpeO6U.

OT>xe, mpe3eHTyBaTH TOBAap Tak, 11106
J0T0 3aX0TiJIM KyNnUTHU. TOMy /10 NJIaHYBaH-
H] npe3eHTallii HEOOXiHO MiAIATH 3 MakK-
CYMaJIbHOI PeTeJIbHICTIO.

[0,
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Advertising budgets are allocated by
advertising function as follows: research
costs (0-15%), production costs (5%),
media buying costs (70-90%) and over-
heads (5-10%).

2.4 Presentation for buyers

What is a product

presentation?

When preparing a new product for
launch, you should always remember that
the manufacturer needs to sell it. First and
foremost, it is necessary to draw attention
to it, inform the widest possible audience
about such a product and present it in the
best possible way, emphasising its unique-
ness and usefulness. The task is not only to
create a unique product, but also to prove
to the buyer that it is worth spending
money on a new product.

Presentation is the demonstration of a
product to convince a potential buyer to
buy it. This is the stage of product promo-
tion where a sales manager (consultant,
presenter) in the form of a monologue tells
about the product’s characteristics, its ad-
vantages and features, ways to solve the
potential buyer’s problems with the help of
this product, benefits and advantages he
will receive in the process of consumption,
gives the potential buyer an opportunity to
evaluate the merits of the product, etc. In
other words, the purpose of any product
presentation is to introduce a new product,
to provide information about the existence
of such a product and, more importantly, to
interest a potential buyer, to get him or her
to make a purchase decision, to convince him
or her that this product is of some value to
him or her and meets certain needs.

So present the product in a way that
makes people want to buy it. That's why
you need to plan your presentation very
carefully.
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Ak nidcomyeamu i npogecmu
moeapHy npezeHmayiio?

9

NI

Emanu mosapHoi npezenmauyii:
By3HayeHHd MeTHU npe3eHTallil.
[lizroTOBKa 3MicTy npe3eHTalil 3 ypa-

XyBaHHSIM 0COGJMUBOCTEH 1ibOBOI ay-
JuTopii (HacTpoto, piBHS 3HaHb, Bi/HO-
IIEHHS /10 TOBapy i T.IL.).

3. ®opmMyJil0OBaHHA KJOYOBHUX IOJIOXKEHb
npeseHTalil, 10 BpasfATh, 3anaMm’sTa-
I0TbCSl, IEPEKOHAITh Y KOPUCHOCTI TO-
Bapy.

4. BusHauyeHHs TUIy npe3eHTalii, BUGIp
MicLd i Yacy npoBeeHHs.

5. @®opMmyBaHHS CNUCKY rocTel, ix 3ampo-
IIEeHHS.

6. Po3pobka CTPYKTypu BUCTyIy, BUOIp
HeOOXiIHUX MeTOJiB, IHCTPYMeHTiB
npe3eHTalji.

7. Pemeruuis MaibyTHbOI mpe3eHTaLil
TOBapy.

8. IlpoBeneHHs npe3eHTauii ToBapy, OLi-
HKa pe3yJ/bTaTy.

KomnoHenmu mosapHoi npe3enmayii:
006’€KT peksiaMyBaHHf (TOBap y HaTypaJsb-
HOMY BUMIipi); NpoTOTHUI, 3pa30K; Bifgeopo-
JIUK; TIpe3eHTalliiiHi MaTepianu (6yk/jaeTH,
caauu); 306pakeHHs Ha eKpaHi (gouii).

Micye nposedeHHss mosapHoi npezeHma-
yii: IlpumilieHHa 3akJjaAiB KyJbTypH
(kiHoTeaTpwu, My3ei). 3akya rPOMa/iCbKO-
ro xapyyBaHHsa (kade, pectopanu). Po3Ba-
»KaJIbHI 3aKJ/a/iy, CaJIOHM, Oi3Hec-LleHTpH.
[IpuMilleHH TOProBeJIbHUX OpraHisanin
(Toprosi LeHTPHU, KpaMHHUIIi).

Mexanizmu npogedeHHss mosapHoOi npe-
3eHmayii: Jlerycrauisi (BUKOPUCTAHHS MPO-
oHukiB). HoReKa. JlemoHcTpaljisa (TecT-
JlpauB).

Cnocobu nposedeHHs1 MOBAPHOI Npe3eH-
mayii: Ocobucrta npeseHTtauis. [Ipe3eHTa-
1ig o tesiepoHy. OHJaWH-TIpe3eHTallis

IHcmpymenmu mosapHoi npe3eHmauyii:
Xocrtec. «KuBui ctinw. Ilpoektop, Led-
eKpaH, 3BYKOBe, OCBITJIIOBaJibHe 00J1a/l-
HaHH{A, TEeKCTWJb, KBITU. BHUKOpuCcTaHHA
nocayr MeMa, KoHepaHchbe, Jijxes, paep-,
apT-110y TOLLO.

How to prepare and carry out
a product presentation?

Stages of a product presentation:

1. Defining the purpose of the presenta-
tion.

2. Preparing the content of the presenta-
tion, taking into account the character-
istics of the target audience (mood,
level of knowledge, attitude towards
the product, etc.).

3. Formulate the key points of the presen-
tation that will impress, memorise and
convince the audience of the benefits of
the product.

4. Determine the type of presentation,
place and time.

5. Drawing up a list of guests, inviting
them.

6. Developing the structure of the speech,
choosing the necessary methods and
presentation tools.

7. Rehearsing the forthcoming product
presentation.

8. Carry out a product presentation,
evaluate the results.

Components of a product presentation:
advertising object (physical product); pro-
totype, sample; video; presentation mate-
rial (brochures, slides); image on the screen
(whiteboard).

Location of the product presentation:
Cultural facilities (cinemas, museums). Ca-
tering establishments (cafés, restaurants).
Entertainment venues, salons, business
centres. Commercial premises (shopping
centres, shops).

Product presentation mechanisms: Tast-
ing (use of samples). HoReKa. Demonstra-
tion (test drive).

Ways of making a product presentation:
Personal presentation. Presentation by
telephone. Online presentation.

Product presentation tools: Hostess.
«Live table». Projector, LED screen, sound,
lighting, textiles, flowers. Use of the ser-
vices of a meme, an entertainer, a DJ, a fire,
art-show etc.
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DEEPTECH STARTUP:
MokpokoBUW NnaH po3pobKu Ta 3anycky

Ak cmeopumu edheKmueHy

i 2pamomHy moeapHy
npezeHmayirn?

[IpusepHymu ysazy aydumopii. 3asaBa-
TH NUTAHHA, 3alpPOCUTHU [0 JAiaJory.
3alikaBUTHU ayAyTOpil0 THUM, 10 Lie
nomnepezy.

3pobumu nhpeszeHmayiv NOBHicMw0 Npo
aydumopiro. [lepiinii Kpok — 3po3yMiTH
CBOIO ayJuTopito. Bukopucratu ictopil
p03B’si3aHHS NP06JIEMU PeabHOTO KJIi-
eHTa. [loAcHUTH eMOLiHY | TPaKTUYHY
KOPUCHICTB 3alpOIIOHOBAHOI0 IPOAYKTY.
Mamu 6iavwe caaiidie i3 KOPOMKUM
emicmom. Tak MOKHA IPUBEPHYTH yBa-
Ty ayAuTopii Ha TpuBaiui yac. Cianau
3 BEJIMKOK KiJbKicTI0 iHpopMaliii, sKi
He TIeperopTalThbCs, M0CJAA6II0I0Th
yBary. A ciaiiu 3 KOPOTKUM 3MiCTOM
CTBOPIOIOTh €PEKT 3a/Jy4eHOCTi.
lodinumucsa peaabHuMu npukaadamu
ma daHumu. JIo1iiIbHO TPOJEMOHCTPY-
BaTH, K MOXHa BHUKOPUCTOBYBAaTH
NPOAYKTH, NP0 AKi peseHTalid, L0I0-
BHUTHU IIpe3eHTallil0 JaHUMH, [IepEKOH-
JIUBUMU apryMeHTaMH, Bi3yaJlbHUMU
MarepiajJlaMH.

Jliaumucs momenmamu. Jlirogsasm nopooa-
€TbCS, KOJMU IM HAJAETbCA IIPUPOJHA»
MOMJIMBICTb NOAIMTHCA iHPopMallieto
Yl MOMEHTaMU 3 MapKeTUHTOBOI Ipe-
3eHTallii Y1 KoHbepeHLil - 3/1e6ibI10-
ro A0caAiBHO abo y BUTJIsA/I 300paXKeH-
HS 4M Bizieo. lle MOXXyTb OYTH TeH/IeH-
1ii B rasysi, 0CO6/JIMBOCTI MPOJYKTY YU
NnocJayry, uikasi fgaHi. Ha Takux ciaaii-
Jlax BapToO 3rajiaTy XeulTer y coyMepe-
»kax ab0 Ha3By KOMMaHii, 106 ayauTo-
pid TaK0 MOTJIa I0O3HAYUTH.
Hompumysamucsi  o0HOMaHIMHoOCMI.
Jna mpeseHTalii BaxkJIMBa Bi3yaJibHa
npuBab/MBICTh, 4YiTka TeMma. MoxHa
BUKOPUCTATH KOJIbOPH, AU3ANH, PUDT,
SKi BiANOBi1al0Th GpEeHAY.
Ompumysamu eideyku 6id aydumopii.
Hanpuknaz, B KiHLi npe3eHTanil opra-
HigyBaTu ceaHc «[luTaHHs Ta BiAMOBI-
Jli», IPOJOBXXUTHU PO3MOBY.

[0,
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How to create
an effective product
presentation?

Get the audience interested. Ask ques-
tions, invite a dialogue.

Make the presentation about the audi-
ence. Understand your audience. Use
stories of solving a real client’s prob-
lem. Explain the practical and emotional
usefulness of the proposed product.

Use more slides with short content. This
way, you can attract the audience’s at-
tention for a long time. Long slides with
lots of information lose attention. Short
slides create an engaging experience.

Share real-life examples and data. Show
how to use the products you are pre-
senting.

Share moments. People like to share
information or moments from a mar-
keting presentation or conference. This
can be industry trends, product or ser-
vice features, or interesting data. On
such slides, it is worth mentioning a
social media hashtag or company name
so that the audience can also mark.

Maintain uniformity. Visual appeal and
a clear theme are important for a pres-
entation. Use colors, design and fonts
that match the brand.

Get feedback from the audience. For ex-
ample, at the end of the presentation,
organise a Q&A session to continue a
conversation.
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DEEPTECH STARTUPS MPOEKTI:
BUBYEHHSA CTPATEINI TA AOCAIHEHDb
0719 3ANOBAHHA NOMWUJIKAM

DEEPTECH STARTUP PROJECTS:
STUDYING STRATEGIES
AND SUCCESSES TO AVOID MISTAKES

CraH DeepTech Startups npoektu
B YKpaiHi
DeepTech Startups npoekTu

B HauioHanbHOMY yHiBepcuTeTi KopabnebymyBaHHs
iMeHi agMipana MakapoBa

DeepTech Startups npoekTty
A9 YNpaBiHHA M. MUKONaEBOM

3.1 CraH DeepTech startups

NPOEKTH B YKpaiHi

PymiiHMMH cUJIaMU Cy4acHOI €eKo-
HOMIKHU € iHTeJIEKT, 3HaHH{, HOBI igei. BTi-
JIIOIYUCh B NpPOEKTaX, BOHU CTBOPKIOTh
JOJATKOBY LiHHICTb, TeHepylwTb JOXiJ,
3MIHIOIOTH Hallle XKUTTH. TakKi IpOeKTHU Ha-
JileKaTb [0 CcTapTal IpoekTiB 1 [0
DeepTech crapran mnpoektiB. DeepTech
a6o ['nboki TexHoJOTIl — 1e cTapTamn TeX-
HOJIOTIYHUM NPOEKT, Ha OCHOBI HAYKOBUX
abo iH)XeHepHUX 3aB/aHb, a TAKOX 3Hay-
HUX KaliTaJIOBKJ3JeHb IepeJ YCIiIIHO
koMepuianizanieto. DeepTech crapTan npo-
eKTH 3aBJfKM 3HA4YHIM iHTeJIeKTyasbHIil
CKJIaJIOBill XapaKTepU3yTbC HU3bKUM
[IOpOTOM BUXOJY HAa PUHOK, THYYKICTIO Ta
BHCOKOI0 IIBU/AKICTIO 3pOCTaHHs [4].

B YkpaiHi iHTeHCUBHO GOpPMy€ETBCA pU-
HOK DeepTech Startup mpoekTiB i ybomy
CHOPUSAIOTDb HACTYMHI dakTopH [1]:

— BUCOKIi cTaHJapTu npodeciiiHoi nigro-

TOBKM (axiBIiB TeXHIYHUX CIeliaib-

HOCTeH;

31

3.2

3.3

14

The state of DeepTech Startups projects
in Ukraine

DeepTech Startups projects
at the Admiral Makarov National University
of Shipbuilding

DeepTech Startups projects
for the management of Mykolaiv

3.1 The state of DeepTech

startups in Ukraine

The modern economy is driven by
intelligence, knowledge and new ideas.
When embodied in projects, they create
added value, generate income and change
our lives. Such projects are referred to as
startup projects and DeepTech startup pro-
jects. DeepTech is a startup technology pro-
ject based on scientific or engineering
tasks, as well as significant investments be-
fore successful commercialisation. Deep-
Tech startup projects are characterised by
a low market entry threshold, flexibility
and high growth rate due to their signifi-
cant intellectual component.

The Ukrainian market for DeepTech
Startup projects is being intensively
formed, and the following factors contrib-
ute to this [1]:

— high standards of professional training

of technical specialists;

— significant intellectual potential;
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— 3Ha4yHUMH iHTeJIeKTyaJIbHUM NoTeHLiasl;

— IIBUJKE 3pOCTaHHA pPUHKY iHpopMa-

LiMHUX TEeXHOJIOTIH;
— HaKONMWYEeHHA JOCBiAly 3aBAAKH 3Mill-
HEHHIO Mi>)KHapO/IHUX 3B’SI3KiB;

— OCBOEHHA TpPAaHTOBOIo, BE€HYYpPHOrO,

dpaapaiizauHroBoro ¢piHaHCyBaHHS.

Kpaina Ma€ 3HayHUM noTeHLian y chepi
LITY4YHOTO iHTEJIEKTY Ta IJINOOKHUX TEXHOJIO-
rii. Hampsimku inBectyBaHHs DeepTech
Startups mnpoekTiB B YkKpaiHi HacCTyIHi:
Software & Services, EdTech, Industrial 10T,
Defence, Entertainment Content, NanoTech
Electronics, Consumer Business Apps,
Internet Media & Services, Health Tech, e-
Commerce, GovTech, Publishing &
Broadcasting, Transportation Equipment,
Consumer Finance.

B Ta6s. 3.1, yactka puHky DeepTech
rajaysi nokasye BifCOTOK KOMIIaHii, noB’s-
3aHUX 31 IWITY4YHUM IiHTeseKTOM. [anysb
pO3pOOKH MpOrpaMHOro 3abe3nedyeHHs 3a-
MMae Haubinbmy yactky - 33,8% onepa-
LiMHOTO PUHKY KOMIIAHIM LITY4YHOTO iHTe-
JIEKTY.

OCKiJIBKM KOMIIaHiI MOXYTb BIIPOBa-
JPKYBATU TEXHOJIOTIIO LUITYYHOTO IHTEJIEKTY
B Mai’ke HeCKiHYeHHiH KiJbKocTi BHNaJ-
KiB, BOHM 6epyTb y4acTb He B OHi} rasnysi,
a B KiJIbkOX ofHo4acHO (450 kommaHii B
Ykpaini). Maike Bci kommnanii (81%) 3a-
WMalTbCsd PO3pPOOKOI MPOrpamMHOro 3a-
Oe3nevyeHHs, JiesIKi A/ BHYTPIilIHbOTO BU-
KOPUCTaHHA, a JedKi NpoJarnTb CBOE NPO-
rpaMHe 3abe3neyeHHs SIK MOcayry. biusb-
KO TPeTUHM KOMIIaHii NpanoTh y TaKUX
rajaysdx, 4K coliasbHi MeJia Ta KOMyHiKa-
1il, MAPKETUHT Ta peKiaMa Ta BeJIMKI JaHi.
BisplicTh yKpalHCbKUMX KOMIAHIA 3HAXo-
JaTbcsd abo 3apeectpoBaHi B Kuesi.
DeepTech koMnaHii 3apeecTpoBaHi y Besu-
KHUX YKpPaiHCbKUX MiCTax, TaKUX K XapKiB,
JHinpo, JIsBiB, Opeca. MoxkeMo BiI3HAYUTHU
3pOCTaHHSA KIJIBKOCTI KOMIIaHIM y TaKuX
MicTax, AK BiHHUIA Ta 3anopiKA.
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— rapid growth of the information tech-

nology market;

— gaining experience through strengthen-

ing international relations;

— development of grant, venture, and

franchise financing.

Ukraine has significant potential in arti-
ficial intelligence and DeepTechnologies.
DeepTech Startups can invest in the follow-
ing areas in Ukraine: Software & Services,
EdTech, Industrial [oT, Defence, Entertain-
ment Content, NanoTech Electronics, Con-
sumer Business Apps, Internet Media &
Services, Health Tech, e-Commerce, Gov-
Tech, Publishing & Broadcasting, Transpor-
tation Equipment, Consumer Finance.

Table 3.1. illustrates the market share
of the DeepTech industry, which represents
the percentage of companies engaged in
artificial intelligence. The software devel-
opment industry accounts for the largest
share, with 33.8% of the Al companies’ op-
erating market.

Given the vast number of potential ap-
plications for Al technology, companies are
involved in multiple industries simultane-
ously (450 companies in Ukraine), rather
than just one. The majority of companies
(81%) are engaged in software develop-
ment, with some utilising it for internal
purposes and others offering it as a service.
Approximately a third of companies oper-
ate in areas such as social media and com-
munications, marketing and advertising,
and big data. The majority of Ukrainian
companies are based or registered in Kyiv.
DeepTech companies are registered in ma-
jor Ukrainian cities such as Kharkiv, Dnipro,
Lviv, and Odesa. We can observe an in-
crease in the number of companies in cities
such as Vinnytsia and Zaporizhzhia.
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BMBYEHHA CTPaTeriv Ta QOCArHEHb
ana 3anobaHHA NnoMUNKaM

IT-pyHOK B KpaiHi 3a3Hae 3HA4YHOIO
3pOCTaHHA NPOTArOM OCTaHHIX 10 pOKiB,
NpUYOMYy HaHO6iJbII aKTUBHA JHUHaMika
NpOTSAroM OCTaHHiX 5 pokiB. CTaHOM Ha Mo-
yaTok 2022 pokKy YKpaiHa JeMOHCTPYE Te-
MIIU 3pOCTaHHA pUHKY IT-mociayr Ha piBHI
20-25% mwopiuHo. IT-cekTop HapaxoBye
noHaz 200 000 TexHiYHUX clleliasicTiB, 1106
3a/I0BOJIbHUTH 3pPOCTAlOYMU TIJ100aJbHUN
MOMUT HA MOCJYTU 3 PO3POOKHU Ta 06CIYTO-
BYBaHHSl nporpamMHoro 3abesmnedeHHs. Lo
BaXXJINBO, YKPAIHCbKI TEXHOJIOTIYHI CEKTOPHU
NepexXuBalTh SIKiCHI TpaHcdopMallii: Bce
6i/ibliIe KOMMAHIN MOYUHAITh PO3POOJIATH
BJIACHI IPOAYKTH, BIAJAIAYUCH BiJL MOZel
ayTCOPCUHIY, KA pOKaMHU J[JOMiHyBaja B
YkpaiHi.

[HBecTULiI B yKpaiHCbKi iHHOBaLiKHI
KOMIIaHIil 3Ha4HO 3poc/y 3a ocTaHHi 10 po-
KiB 3 $42,4 muiH y 2014 poui go $301,6 miH
y 2023 pouj, 110 CBiYUTb NP0 NpHUBaA6JIU-
BiCTh YKpaiHCbKUX KOMIIaHIiN AJis BiTYMU3-
HAHUX Ta 1HO3eMHUX IHBecCTOpiB. BapTto
Bi/I3HAUUTU pi3Ke MNaJliHHA iHBECTULIH Yy
2020 poui y 3B’s13ky 3 COVID-19, a Takox
y 2022 porii 4yepe3 BTOPrHEHHS Ta BIWHY
Pocii npoTu Ykpainu.

[Ipo6sieMy, noB’si3aHi 3 HeePEeKTUBHUM
po3BuTkoM DeepTech Startup mnpoekrTiB
HaCTYIHI:

— ¢axiBIsIM 3 TeXHIYHOIO 0CBiTOI0 GpaKye
3HaHb 3 MEHE/PKMEHTY, yIpaBJiHHA
NMpoeKTaMH, yHOpaBJiHHA  6i3Hec-
IpoLecamy;

— TraJiy3i IpOMUCJIOBOCTI 3aKyNOBYOThb Ta
BUKOPHUCTOBYIOTh 3apy0OixHi TexHOJIO-
rii, 0CBOI0OI0YH 3axi/iHi BUpO6HUYI CTaH-
AapTy;

— 4acTo BJIACHi JOCTiXKeHHs i po3po6KHU
TYPTYIOTBCA Ha 3aCTapiJiuX TEXHOJIOTI-
AX, TOMy He KOPUCTYHTbCA IMOINUTOM
Ha CBiTOBOMY PUHKY [2].

BusHayeHo nmpo6JieMU PUHKY LITY4YHO-

ro iHTeJsieKTy B YKpaiHi, Ta6.1. 3.2.
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The IT market in Ukraine has been
growing significantly over the past 10
years, with the most active dynamics over
the past 5 years. As of the beginning of
2022, Ukraine’s IT services market is grow-
ing at 20-25% annually. The IT sector em-
ploys more than 200,000 technical special-
ists to meet the growing global demand for
software development and maintenance
services. It is also worth noting that
Ukraine’s tech sector is undergoing a quali-
tative transformation. An increasing num-
ber of companies are starting to develop
their own products, moving away from the
outsourcing model that has dominated
Ukraine for years.

Furthermore, investments in Ukrainian
innovative companies have grown signifi-
cantly over the past 10 years. In 2014, they
amounted to $42,4 million, while in 2023
they reached $301,6 million. This demon-
strates the attractiveness of Ukrainian com-
panies for domestic and foreign investors.
It is worth noting a sharp drop in invest-
ment in 2020 due to the impact of the
global pandemic, as well as in 2022 due to
Russia’s invasion and war against Ukraine.

The challenges associated with the inef-
ficient development of DeepTech Startup
projects are as follows:

— Specialists with technical education
lack knowledge of management, project
management, and business process
management.

— Industries purchase and use foreign
technologies, adopting Western pro-
duction standards.

— Often, own research and development
is based on outdated technologies, so it
is not in demand in the global market.

The problems of the artificial intelli-

gence market in Ukraine are identified in

Table 3.2.
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B Ykpaini ¢pyHkuionye niardopma jis
cuniBnpani B DeepTech. Deep Knowledge
Analytics nparHe 3HalTH CTUMYJIH AJS NO-
Jla/IbILIOTO PO3BUTKY IUTYYHOI'O IHTEJIEKTY
Ta DeepTech. 3 nieto MeTomw cnenianizoBa-
Ha miatdopMa JJig cniBnpani Z03BOJUTh
3p0oOUTH BHECOK Y p0O30Yy/I0BY Mepexi Tex-
HOJIOTIYHUX  mignpueMmuiB. [HcTpyMeHT
NpU3HaYeHUU /14 BificTeKeHHS B3aEMO3a-
JIEXKHOCTEN MiXK KOMIIaHiIMU Ta HaJaHHS
MOXJIMBOCTEM MiATPUMYBAaTH OJHA OJHY
Ha OCHOBI IXHIX rajaysem.

TexHnoso02iuHi ocobausocmi Invest in
Ukraine. Invest in Ukraine Tech 3anycTtus
IT-nnatdopmy, sika cnpssiMOBaHa Ha aHasi3
IHBeCTULIH B IHAYCTPIIO IITYYHOTO iHTeJIeK-
Ty B YKpaiHi. [lnatdopma Mae Ha MeTi Haza-
TH KOpPUCTYBayaM I[iHHY iHpopmaliito Ta iH-
CTPYMEHTH aHaJli3y [Jid pO3yMiHHA BCbOTO
JIAaHAWAQTY ITYYHOTO iHTeJIeKTY B YKpaiHi.

[leHTp 3HaHb «IHBecTyiTe B YKpaiHy» €
KOMIIJIEKCHUM peCcypcoM, SKHM MICTUTh
BeJIUKY 0i6sioTeKy, 110 BKJIOYaE Mejia-
JUKepeJsia, KHUTY, KoHbepeHIil Ta chiJibHO-
TH, NOB’sI3aHi 3 iHBecTHLisAMU. AHasiTHKa
BEJIUKUX JOaHuX 1 iHdopMmaliiHa MaHesb
Invest in Ukraine Tech Industry HamawoTb
HenepeBeplleHy iHpopMalilo Mpo eKocuc-
TeMy Invest in Ukraine Tech, nHafatouu ko-
pUCTyBadaM JOCTYII 10 llepe0BUX 3HAHb.

Al Industry Analytics (AiiA) - ue aHasi-
TH4YHe areHTCTBO, IKe CTBOPUJIO NIePUIUH Y
CBITI OCTaTOYHUU aHai3 ryi06asbHOI eKo-
cuctremu Al KoMmnasil, iHBecTOpiB 1
LeHTpiB. [loeqHyHOUYM NOTYXKHICTb PUHKO-
BOI aHaJIITUKM Ta iHBECTULIMHHUX JaHUX i3
B/JOCKOHaJIeHUMU aJIrOPUTMaMHU Ta MeTO-
JaM{ MalllMHHOTO HaB4yaHHsI, AiiA Hajae
HelepeBeplleHy iHpopMallilo Ta pilieHHs
B peXUMI peasbHOr0 4acy.

®inaHcosi padnuku DeepTech i Longevity
Industry. DeepTech and Longevity Industry
Financial Advisors - 1ie npoBiJHUI KOHCY-
JIbTAL[iIMHUU LEHTD, L]0 30CepePKYEThCA Ha
rany3sax Longevity Ta DeepTech, Hagae no-
cepeiHMLbKI QiHaHCOBI Mocayry, siKi pos-
ropTawTbcs y GopMi iHTEpaKTUBHOI HaMiB-
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Ukraine has a platform for cooperation
in DeepTech. Deep Knowledge Analytics is
on a mission to identify the incentives
needed to drive the further development of
artificial intelligence and DeepTech. A spe-
cialised collaboration platform will help
build a network of technology entrepre-
neurs. The tool is designed to track interde-
pendencies between companies and pro-
vide clear opportunities to support each
other based on their industries.

The technological features of Invest in
Ukraine are unparalleled. Invest in Ukraine
Tech has launched an IT platform that will
analyse investments in the artificial intelli-
gence industry in Ukraine. The platform
provides users with valuable information
and analysis tools to understand the entire
Al landscape in Ukraine.

The Invest in Ukraine Knowledge Cen-
tre is the ultimate resource, offering an ex-
tensive library of media sources, books,
conferences, and investment-related com-
munities. The Invest in Ukraine Tech Indus-
try dashboard provides unparalleled in-
sights into the Invest in Ukraine Tech eco-
system, giving users access to cutting-edge
knowledge.

Al Industry Analytics (AiiA) is the
world’s leading research agency, with the
definitive analysis of the global Al ecosys-
tem of companies, investors, and centres.
AiiAi delivers unrivalled real-time insights
and solutions by combining the power of
market intelligence and investment data
with advanced algorithms and machine
learning techniques.

DeepTech and Longevity Industry Finan-
cial Advisors. DeepTech and Longevity In-
dustry Financial Advisors is the leading ad-
visory centre focusing on the Longevity and
DeepTech industries. We provide interme-
diary financial services deployed in the
form of an interactive semi-automated IT
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aBToMaTu3oBaHoil IT-miaTdopmu, npusHa-
YeHOl JJi KiHLeBUX KOPUCTYBauiB iHBec-
TUL[IMHUX MNPOAYKTIB 1 MOCAYyr, 30KpeMa
npodeciiiHi iHBecTOopH, ciMelHi odicu Ta
IHCTUTYLiMHI iIHBECTOPH.

Philanthropy.International - ue nJjart-
dopMa HaACTymHOro NMOKOJIIHHSA, CTBOpEHa
Deep Knowledge Philanthropy, godipHboto
kommnaHielro Deep Knowledge Group, ska
KepyeTbcsl 6ayeHHSIM BIPOBAJKEHHd Iie-
peloBUX TEXHOJIOTIH /1711 epeKTUBHOTO Ma-
KCUMi3alil colLiaJbHOTO BIJIMBY Ta CTBO-
peHHA CycniJIbHOTO 6J1ara.

Kpawi crparerii i npakTUKU YKpaiHU y
cTBopeHHi Ta ¢yHKuioHyBaHHI DeepTech
Startups, Ta6.. 3.3.

PosrsisHeMo fesiki ykpaiHcbKi Deep-
Tech Startup, siki BapTi yBaru i BUBYeHHS.

RefaceAl - yxpaincbkuii DeepTech
Startup, AkuM oTpuMMaB MiKHapoJHe BHU-
3HaHHA [5,8]. lle moAaTok yKpaiHCBKOTO
BUPOOHUIITBA, AIKUU J03BOJISIE KOPUCTYBa-
yaM 3aMiHoOBaTU 06sM4uda y Bigeo yu GIF.
JlogaTok 6a3yeTbCsd Ha OCHOBI TEXHOJIOTIl
GAN (Generative adversarial network). Ile
nepmni Al-70aTOK yKpaiHCbKOTO BUPOO-
HUIITBA, KWW NOCIB meplie Micue B ToOIi
aMepUKaHCbKOro AppStore, BunepeIuBIIN
Tik Tok, Netflix Ta Amazon.

Od¢ic kommnaHil po3TamoBaHo B M. KuiB.
[cTopis po3BUTKY noyrHaeTbed 3 2011 poky.
Kinbka ctygenTiB KueBo-MoruasHcbKoOL
akagemii, Poman Moruabnui, Osechd [letpis
i flpocnaB bouko 3acHyBasiu ML-cTapran
Neocortext. B Toii yac koMnaHis 3anMMaJsiaca
MallMHHUM HaBYaHHSM: BijJ po60TH 3 ce-
MaHTUKOIO TEKCTY JI0 Bi3ya/IbHOT'O KOHTEHTY.
3 yacoM KoMaH/ia 36ijbllyBaJiachk i po3BHU-
BaJach.

2016 p. - koMaHJa po3pobuIa HEUpO-
Mepexy, 1Ka aBTOMaTU4YHO IepeTBOPIOBa-
aa 2D-Bigeo B 3D. lle migmToBxXHYy/0 40
cTapTy poboTu i3 face-swap TexHOJIOTIE0.
3ronoM 3amyCTWJIM [epuidi cepBic Ha
OCHOBI Lli€l HeWpoMepexi, MiJf Ha3BOM
«Reflect.tech».

[0,
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platform designed for end users of invest-
ment products and services, including pro-
fessional investors, family offices and insti-
tutional investors.

Philanthropy.International is a next-
generation platform created by Deep
Knowledge Philanthropy, a subsidiary of
Deep Knowledge Group. It is driven by a
vision of using cutting-edge technology to
effectively maximise social impact and cre-
ate public good.

Table 3.3. outlines the best strategies
and practices of Ukraine in creating and op-
erating DeepTech startups.

Let us consider some Ukrainian Deep-
Tech Startups that are worthy of attention
and study.

RefaceAl is a Ukrainian DeepTech
Startup that has received international rec-
ognition [5, 8]. It is a Ukrainian-made appli-
cation that allows users to replace faces in
videos or GIFs. The application is based on
GAN (Generative adversarial network)
technology. It is the first Al application de-
veloped in Ukraine to be ranked first in the
top of the US AppStore, ahead of Tik Tok,
Netflix, and Amazon.

The company’s office is located in Kyiv.
The company’s development history dates
back to 2011. Several students of the Kyiv-
Mohyla Academy, Roman Mohylnyi, Oles
Petriv, and Yaroslav Boyko, founded the ML
startup Neocortext. At that time, the com-
pany was engaged in machine learning:
from working with text semantics to visual
content. Over time, the team grew and de-
veloped.

2016 - the team developed a neural
network that automatically converted 2D
videos to 3D. This prompted them to start
working with face-swap technology. Subse-
quently, they launched the first service
based on this neural network called Re-
flect.tech.
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Deeptech startups npoekTu:
BMBYEHHA CTPaTeriv Ta QOCArHEHb
ana 3anobaHHA NnoMUNKaM

Y 2020 p. koMaHAa CTBOpUJIA AOJATOK
Doublicat, y skoMy KopucTyBay Mir 3MiHIo-
BaTU 06Jinyud. [Ipo Doublicat Hanucanm
noHas 600 cBiTOBUX Mepnia, cepell AKUX
Forbes, Mashable, The Verge, TNW Ta The
Sun. Ili3nime B gojaTkKy 3'sBUAMCA QYHK-
1[ig 3aMiHM 06JiMYyYd y Bifeo, a A0JATOK
6yB nepeiiMmeHoBaHul y Reface. Tak Reface
CTaB MepUIMM YKpalHCbKUM J0JaTKOM,
SAKUU NocCiB nepuie Mmicie AppStore CIIA ta
e B 17 kpaiHax. 3a kopoTkui 4yac Reface
pocar 42 mMuH 3aBaHTakeHb B App Store.
Cepep, kopuctyBauiB Reface Taki 3HaMeHU-
ToCTi, Ak Mawai Caipyc, ko Poran, CHyn
Jorr, bpithi Cnipc, [ya Jlina, Kpic BpayH,
bxactin Bibep. [Ixon Jlereng Ta Kpicci
TelreH 3Hg/M Bileo Ha OCHOBI TeXHOJIOTil
Reface.

e Ki1to4oBi cTpaTerii KOHKypeHTOCIpo-
MOKHOCTI Ta pakTop ycnixy RefaceAl:

TexHnoso02iuHa dockoHasicmb ma iHHO-
sayii. YHikasbHa TexHoJsiorisa Al (Artificial
intelligence), no03BoJsisie peasicTU4YHO 3Mi-
HIOBaTH 006/1M44s. BupisHawouuch 3-moMix
KOHKypeHTiB, RefaceAl Hagae mnpioputeTr
IJIAaBHIMA Ta MUTTEBIM B3a€MO/II 3 KOPUCTY-
BaueM y cdepi nepesoBUX TEXHOJOTIMH.
ll4 iHHOBaLig He JiMlle IpUBEpPHYJia yBary
HIMPOKOI ayAUTOpii KOpPUCTYyBauiB, ajie U
IIpUBEpPHYJIa YBary CBITOBUX iHBECTOPIB Ta
€HTY3iacTiB TeXHOJIOTIH.

BipycHull mapkemuHz [ 8UKOpUCMAHHS
coyianvHux Mmepedxc. RefaceAl 3po6uB Besu-
KU [IPOPHUB, OCBOIBIIM CTpaTeril BipycHOro
MapkeTuHry. Kommnaniga ckopucTtasacd
NOMYyJIAPHICTIO COLiaJIbHUX Mepex, 100
CIIOHYKATHU KOPUCTYBAYiB JIJIUTHUCA CBOIMHU
Bizieo 3i 3MiHOI0 06/1MYYs1, paKTHUYHO Tepe-
TBOPIOIOYU KOXXHOT'O KOPUCTYBada Ha pek-
JamoJZaBls OpeHay. PesynbTaTH, AKUMH
JIETKO [JIJIMTHUCSH, WO JONOMOIJIU [LOLATKY
MiJHATUCA HA BEPIIMHU YapTiB y BEJUKUX
MarasvHax J0JaTKiB, 3HAaYHO 36i/bIINBIIH
J0OT0 OXOIJIEHHS Ta 6a3y KOPUCTYBaviB.

[lidsuweHHs1 3a/1y4yeHHs Kopucmyeauis.
RefaceAl nocTifiHO oHOBJIIOE CcBOI QYHKILI,
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In 2020, the team created the Doublicat
app, which allowed users to change their
faces. More than 600 global media outlets
wrote about Doublicat, including Forbes,
Mashable, The Verge, TNW, and The Sun.
Later, the app added a face replacement
feature in videos, and the app was renamed
Reface.

Thus, Reface became the first Ukrainian
app to be ranked first in the US AppStore
and in 17 other countries. In a short time,
Reface reached 42 million downloads in the
App Store. Reface users include celebrities
such as Miley Cyrus, Joe Rogan, Snoop Dogg,
Britney Spears, Dua Lipa, Chris Brown, and
Justin Bieber. John Legend and Chrissy Teigen
shot a video based on Reface technology.

e Key competitiveness strategies and
success factor of RefaceAl:

Technological excellence and innovation.
The unique Al (Artificial intelligence) tech-
nology allows for realistic facial changes.
Differentiating itself from its competitors,
RefaceAl prioritises smooth and instanta-
neous user experience in the field of
advanced technology. This innovation has
not only attracted the attention of a wide
audience of users, but also attracted the at-
tention of global investors and technology
enthusiasts.

Viral marketing and the use of social me-
dia are key elements in the marketing strat-
egy of our company. RefaceAl has made a
significant impact in the field of viral mar-
keting strategies. The company leveraged
the popularity of social media to encourage
users to share their face-changing videos,
effectively turning every user into a brand
advertiser. The app’s simple sharing func-
tionality enabled it to rapidly gain traction
in major app stores, significantly expanding
its reach and user base.

Increase user engagement to drive busi-
ness growth. RefaceAl is committed to on-
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11106 MOKpALUTH B3aEMOJiI0 3 KOPUCTYBA-
yeM. 3aBJSKU [0JAaBaHHIO HOBUX e(eKTiB,
NOPIBHAHHIO 3HAMEHUTOCTEW Ta iHTepak-
TUBHUM 3aBJIaHHAM INporpaMa € LiKaBOl
JJI1 KOPUCTYBaA4iB, BUMararmiu BUTpa4YaTH
Ha Hei 6inbie yacy. Takuit nigxig BTpuMan
ICHYI0YHMX KOPUCTYBAYiB, 3a/Iy4UB HOBHUX.

BupiweHHss numaHb emuku ma KoHI-
denyitinocmi. RefaceAl 3acTocoBye mpoak-
TUBHUM MifgxiJ [0 BUPILIEHHS ETUYHHUX
npo6JsieM, MoB’si3aHUX i3 ii TexHOJIOTi€l.
3aBASAKKM BIPOBA/PKEHHIO CYBOPHUX Mpolie-
Jyp 0OpOOKH JaHUX, MOJITUKHA KOHOifeH-
L[iIMHOCTi, MPO30POMY CIHiJIKyBaHHIO 100
BUKOPHUCTAHHA LWITYYHOrO iHTEJIEKTY, KOM-
NaHid Ma€ JOoBipy BiJ KOPUCTYBaYiB.

CmpameeziuHe cnigpobimHuymeo ma
napmuepcmeo. RefaceAl posmupuB cBoi
MOXJIMBOCTI 3aBAAKHA NMAapTHEPCHKUM BiJ-
HOCHHaM i3 Momy/JsipHUMU OpeHJaMHU Ta
3HaMeHUTOCTAMM. Llg cniBnpana npussesa
Jl10 BIPOBA/I>KEHHSI iIHHOBAL[iMHUX MapKeTH-
HIOBUX CTpaTeri, po3lIMpU/Ia PUHKOBUHU
MoTeHIiaJa AJ1d IXHiX TeEXHOJIOTIH.

Respeecher - ykpaincbkuii DeepTech
Startup, sikuil 3alHAB Hilly B LUppoBOMY
JaHamadTi 3aBASKU iHHOBAIiMHIN TexHO-
JioTii KJIOHYBaHHS roJjocy [6, 8].

Respeecher BuKopucTanum [oOCBig y
chepi wWITy4HOro iHTesieKTy, 1006 BiATBO-
PUTH TOJIOCU TA CTBOPUTHU CUHTETHUYHI 3a-
IUCH, [KI ieaIbHO BiZNIOBIalOTh OpUTiHA-
JaM. CborosHi KoMIaHisl AiJIUThCS TeXHO-
JIOTI€IO0 3 MPOBIJHUMMU TOJUIIBYACBKUMHU Ki-
HOCTYZiIMU, TBOpLUAMHU Bifeoirop. Kopuc-
TyBa4i BUKOPUCTOBYIOTb Hallly TEXHOJIOTIIO
JJIsl CTBOPEHHSI KOHTEHTY, fIKUM HIKOJU
paHille He MOIJIM CTBOPUTH, i PU LibOMY
BOHY €KOHOMJIATD 4ac i rpoiui.

Icmopis komnaHii Respeecher. KomnaHis
BUKOPUCTOBYE 3allaTeHTOBaHI MeTOAHU
rJIMO0KOr0 HaB4YaHHA (LWITY4YHOTO iHTeJsek-
TY) JI/1s CTBOPEHHS BUCOKOSIKICHOT'O CUHTe-
TUYHOTI'O MOBJIEHHA.

2018 p. - Respeecher 3acHyBasu aApysi
Ta KoJsieru Anekc Cepawk, JImutpo benes-

[0,
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going development, with a focus on enhanc-
ing the user experience. The app’s new fea-
tures, including celebrity comparisons and
interactive tasks, have proven to be highly
engaging for users, leading to increased
time spent on the app. This approach has
proven effective in retaining existing users
and attracting new ones.

Addressing ethical and privacy issues.
RefaceAl takes a proactive approach to ad-
dressing ethical issues related to its tech-
nology. The company has gained the trust
of users thanks to the implementation of
strict data processing procedures, a privacy
policy, and transparent communication
about the use of artificial intelligence.

Strategic cooperation and partnerships.
RefaceAl has expanded its reach through
partnerships with popular brands and ce-
lebrities.

These collaborations have led to inno-
vative marketing strategies and expanded
the market potential for their technologies.

Respeecher is a Ukrainian DeepTech
startup that has established a strong pres-
ence in the digital landscape with its inno-
vative voice cloning technology [6, 8].

Respeecher has leveraged its expertise
in artificial intelligence to recreate voices
and create synthetic recordings that per-
fectly match the originals. Today, the com-
pany is sharing its technology with leading
Hollywood film studios and video game
creators. Users are using our technology to
create content they could never have cre-
ated before, while saving time and money.

History of Respeecher. The company
uses patented deep learning (artificial intel-
ligence) methods to create high-quality
synthetic speech.

2018 - Respeecher was founded by
friends and colleagues Alex Serdyuk,
Dmitry Belevtsov, and Grant Rieber, who
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noB i I'panT Pibep, aki mpanroBanu Haj
Comcast  NBCUniversal  LIFT  Labs
Accelerator Ha 6a3i Techstars

2020-2021 pp. - KOMINaHig oTpuMasa
¢diHaHCyBaHHS Ha cTapTam y po3Mipi
1,5 minbiiona posaapiB CIIA Big ff Venture
Capital, Acrobator Ventures, ICU Ventures,
Network VC Ta kinbkox iHBecTOpiB-aHreJIiB.
Po6oTta y npoekTi Disney Mandalorian, Haz
rosiocoM BiHca Jlomb6apai [ss pekjamMu
Super Bowl (2,1 wmupa mnokasiB) i3
72andSunny, NFL, Digital Domain. 3anyiue-
Ha 6eTa-Bepciga Voice Marketplace. Koman-
nia Respeecher naropomxena EMMi 3a po-
6oty Haz In Event of Moon Disaster.

2022 p. Komanaa Respeecher, 3Haxo-
AUTbCA B YKpalHi, IPOJOBXKYE POCTH, Ipa-
I[I0BAaTH Ta MiATPUMYBaTH KpaiHy. 3amylie-
HUM HanpsiMok Healthcare - gonomora Jito-
JiIM i3 CIOTBOpPeHHAM MOBH. [lepuie Bupo-
OHULITBO NMOYMHAE BUKOPUCTOBYBATH MO-
JleJli IepeTBOpPEHHSI T0JIOCy B peajlbHOMY
yaci BiJy Respeecher y macwra6i. [lepmni
BUKOHaBellb CHHTETUYHOT'0 MOBJIEHHS, 3a-
3HayeHUH y God of War Ragnarok Biz Sony.

e Ki1to4oBi cTpaTerii KOHKypeHTOCIpo-
MOXKHOCTI Ta pakTopu ycnixy Respeecher:

IHHOBayiliHI mexHoso¢2il. Ycnix Respeecher
3aCHOBaHMM Ha MOT0 TEXHOJIOTiI KJIOHYBaH-
HA roJiocy (voice conversion). Lle no3BoJisie
Oy[ib-IKOMY T0JIOCY MepeTBOPIOBATUCS Ha
rojoc iHuoro, 36epiraroud BUCOKY TOY-
HiCTb eMOLINHOT0 Aiana3oHy Ta HI0AHCIB.

Entertainment npornoHye yHikaJbHi pi-
LIeHHS JiJI CTapiHHA roJjiocy abo BiATBO-
pPEeHHS THX, Ki BTpadalTbCs, 0OCOOJIUBO y
¢dinpmax Ta irpax. 3ocepeUMBIIMCh Ha Lii
Hiwi, Respeecher orpumMaB nepuioyeproBy
nepeBary Ha pUHKY, 1110 PO3BUBAETHCSI.

CmpameziuHe napmHepcmeo ma pe3o-
HAHCHI npoekmu. BcTaHOBJIEHHA CTpaTeriy-
HOTO NapTHEpPCTBa 3 KJIWYOBUMU TpaBls-
MU iHAycTpil pos3Bar. Paszom i3 Lucasfilm
BOHM NMPHUHHSJIU CTpaTeriyHe pileHHs Bif-
TBOpUTH rosioc Jlapra Beizepa, akui 3By-
YyaB y MpoeKTaxX «30psAHUX BiMH», 1[0 3HAY-
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worked on the Comcast NBCUniversal LIFT
Labs Accelerator at Techstars

2020-2021 - the company received
USD 1.5 million in startup funding from ff
Venture Capital, Acrobator Ventures, ICU
Ventures, Network VC, and several angel
investors. Worked on the Disney Man-
dalorian project, on the voice of Vince
Lombardi for the Super Bowl ad (2.1 billion
impressions) with 72andSunny, NFL, Digi-
tal Domain. The beta version of the Voice
Marketplace was launched. The Respeecher
team is awarded an Emmy for their work
on In Event of Moon Disaster.

2022 - the Respeecher team based in
Ukraine continue to grow, work and sup-
port the country. The Healthcare division
was launched to help people with speech
distortion. The first production facility
started using Respeecher’s real-time voice
conversion models on a large scale. The
first synthetic speech performer was fea-
tured in Sony’s God of War Ragnarok.

e Key competitiveness strategies and
success factors of Respeecher:

Innovative technologies. Respeecher’s
success is based on its voice conversion
technology. This allows any voice to be
transformed into another voice, while
maintaining high accuracy of emotional
range and nuances.

Entertainment offers unique solutions
for aging voices or recreating those that are
lost, especially in films and games. By fo-
cusing on this niche, Respeecher has gained
a primary advantage in an emerging market.

Strategic partnerships and high-profile
projects. Establishing strategic partnerships
with key players in the entertainment in-
dustry. Together with Lucasfilm, they made
a strategic decision to recreate the voice of
Darth Vader, which was heard in the Star

Wars projects, which significantly in-
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HO NiBUIMJIO A0Bipy A0 koMnawil. Li ¢sa-
IMaHCBbKi IpOrpaMy He TiJIbKU Y3aKOHUJIU
TEXHOJIOTIl, ajle ¥ NPOAEeMOHCTPYBaIU IX,
NpPUBEPHYBUIY OiJibllle YBarv Ta iHBECTULIM.
3aB/SIKM peTeJbHOMY BHOOpY TMPOEKTIB,
TEXHOJIOTIYHUM KoMIleTeHLissM, Respeecher
J0JaB LIHHOCTI 3aBJAKU BIIUBY Ta pO3-
LIWPEHHIO CBOEI NPUCYTHOCTI Ha PUHKY.
JompumaHHa emuuHux cmaHdapmis.
Respeecher Hapmae mnpiopuTeT eTUYHUM
CTaHJapTaM, CyBOpPid MOJITULI BUKOPHUC-
TaHHs, 11006 3amob6irTH 3JI0BXKMBAHHSAM.
BignoBimanpHuH miaxig komnaHii 3abe3re-
4yye JOTPUMaHHA 3aKOHOJABCTBA, CIIPUAE
JIOBipi mapTHepiB i KopUcTyBayiB. 3aliMaro-
YW MPOAKTUBHY IMO3UIII0 IIOAO0 E€THKH,
Respeecher Mae KOHKYpeHTHI no3uLii B iH-
AyCTpil TEXHOJIOTIM, 3aBOMOBYE NPUXUJIb-
HICTb KOPUCTYBAYiB, AKi IIYKalOTh HaJiMHI
Ta 6e3MevyHi TeXHOJIOTI4HI pilieHHS.
[lo3uyioHyeaHHs1 Ha puHKy ma 3dam-
Hicmb do adanmayii. Respeecher cTpaTeriy-
HO pO3TallOBAaHUM Ha MepexpecTi TEXHOJIO0-
rii i TBOpPYOCTi, 0GCAYTOBYIOUYU CEKTOPH,
AKI IWyKawTb IepefoBi ayzio pilleHHA.
KoMnaHisi 3faTHa 3a/0BOJIbHATH NOTPEOU
inaycTpil (BAOCKOHA/IEHHS ay/jio CUTHAJy B
irpax, BupileHHsa cneuudivyHUX 3a7ay Ki-
HO), 110 pPOOUTH I KOHKYPEHTOCIPOMOX-
HOI0 Ha CBOEMY PHUHKY.
be3nepepsHi docaidxiceHHs1 ma po3po6-
Ku. Respeecher Bunepemxae TexHOJIOTIYHI
pO3pOOKH, iHBECTYIOUM B Oe3nepepBHi J10-
canijpkeHHs Ta po3pobku. lleit DeepTech
Startup mocTiiHO BJOCKOHAJIIOE CBOI HpoO-
JIYKTH, IIyKa€ HOBI CIOCOOW BUKOPUCTAHHS
CBOIX TexHoJioTiH. l|s opieHTaliss Ha iHHO-
Balil go3Bosisse Respeecher 3anumaTtuca
aKTyaJbHUM npodecioHasoM Ha PUHKY.
Allbridge - ne ykpaincbkuii DeepTech
Startup, kMM cTaB 3HAaYHUM TrpaBLEM Yy
coepi TexHoJiorii 6JI0KYeHH (cHcTeMa 3a-
nucy Ta nepepadi iHopwmarii, 10 J03BO-
Jisie 36epiraTu JaHi y BUTJAAI JIAHI[I0KKA
6/10kiB), 3abe3mneuywuu Oe3mnepebiliHe
3’elHaHHA MK pi3HUMM MepexxaMu O6JI0K-
yeiny [7, 8].
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creased the company’s credibility. These
flagship programmes not only legitimised
the technology, but also showcased it, at-
tracting more attention and investment.
Thanks to careful project selection and
technological competence, Respeecher has
added value through influence and expan-
sion of its market presence.

Adherence to ethical standards. Re-
speecher prioritises ethical standards and a
strict usage policy to prevent abuse. The
company’s responsible approach ensures
compliance with the law and promotes the
trust of partners and users. By taking a pro-
active stance on ethics, Respeecher has a
competitive position in the technology in-
dustry, gaining the favour of users looking
for reliable and safe technology solutions.

Market positioning and adaptability. Re-
speecher is strategically positioned at the
crossroads of technology and creativity,
serving sectors looking for advanced audio
solutions. The company is able to meet the
needs of the industry (improving audio in
games, solving specific problems in cin-
ema), which makes it competitive in its
market.

Continuous research and development.
Respeecher stays ahead of technological
developments by investing in continuous
research and development. This DeepTech
Startup is constantly improving its prod-
ucts, looking for new ways to use its tech-
nology. This focus on innovation allows Re-
speecher to remain a relevant professional
in the market.

Allbridge is a Ukrainian DeepTech
Startup that has become a significant player
in the field of blockchain technology (a sys-
tem for recording and transmitting infor-
mation that allows storing data in the form
of a chain of blocks), providing an uninter-
rupted connection between different block-
chain networks [7, 8].
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e Ki1to4oBi cTpaTerii KOHKypeHTOCIpo-
MOXHOCTI Ta pakTopu ycnixy Allbridge:

[HHOBAYIIHA KPOC-1aHYH208a MEXHO10-
eis: Allbridge BUKOPHUCTOBY€E HOBAaTOPCHKY
KpOC-JIQaHI[}0?KKOBY TEXHOJIOTiI0, fIKa Iepe-
Jla€E aKTHUBU MK pIi3HUMHM OGJIOKYEHNH-
MepexkxaMmu. KoMnaHiss Bupilye npo6sieMu
CYMICHOCTI, 3 AKUMU CTUKAETbCA IHAYCTpiA
6s10kuerHiB. Allbridge npononye pimeHHs,
sdKe TOKpallye JiKBiHICTb i QyHKIiOHAb-
HICTBb y pi3HUX Mepexax. lla cTpareria 3az0-
BOJIbHSIE MONMUT PUHKY i poouth Allbridge
JIiIepOM y KpOC-JIaHL[I0?KKOBUX TEXHOJIOTIAX.

CmpameziyHe napmHepcmeo ma po3wu-
peHHs:  Mepedci:  DaKTOpU  3pOCTaHHA
Allbridge - BcTaHOBJIEHHSI CTpaTerivHOro
NapTHepPCTBA i3 NPOBIAHWMMU KOMIIAHIAMU
B CeKTOpi 6s10kyelHiB. KoMnanis cniBnpa-
I[I0OE 3 OJIOKYEeMH-MepexKaMH, JAelleHTpaJli-
30BaHUMHK (QiHAHCOBMMHU MJIaTGOpMaMH,
6ip>kamu KpunToBaatoT. Allbridge mae cBo-
iX KJIIEHTIB i MOCTIMHO MiABUINYE aKTyaJb-
HICTb CBOEI TEXHOJIOTII.

LlinecnpsimosaHe no3uyioHy8aHHA HA pUH-
ky: Allbridge 3apexoMeH/1yBaB cebe Ha PUHKY,
30cepeUBLINCh Ha OJIOKYEeMH-KOMNaHIfAX,
Ha OKpeMUX KOPUCTYBayax, AKi NpaLOITh
3 KPUIITO BaJIOTAMHU Ha Pi3HUX MaTpopMax.
[IpoayKT KOMnaHii BiAnoBifae noTpebam y
nepezayi aKTUBIB, 3a/Jly4al04yd KOPUCTYBa-
4yiB BiJ TpeuJepiB KpUNTO BaJIOTU [0
BeJIMKUX OJIOKYelH-iHiniaTuB. Llel cTpaTe-
riYHUM NiAxiJg BiANOBifae 3pocTawyiu
noTpebi y CyMiCHOCTI, OCKiZIbKM iHAYCTpis
0/10K4YelHIB MPOJ0BXKYE PO3BUBATUCS.

3as1yyeHHs1 cniibHOmMuU ma npo3opicmbu:
Allbridge 3po6uB 3a/iy4eHHSI KOPUCTYBaviB
rOJIOBHUM IpiopuTeToM. KoMnaHisa akTuB-
HO B3a€EMOJi€ B COLiaJIbHUX Mepexax, Bij-
BiZlye GJIOKUYeWH-MO/ii, MOCTIHHO OHOBJIIOE
Ta pPO3BUBAE CBOK [idAJIbHICTb, IparHe
O6yTH MPO30pOI0, BCTAHOBJIIOE IOBipy CBOIX
KopucTyBauiB. Taka B3aemMozis 31 KOPUCTY-
BayaMM [I03BOJISE OTPUMYyBaTH LiHHI
BiATYKH, BJOCKOHAJIIOBAaTU IXHi MOCJYTH,
CIIpUAE JIOAJBHOCTI KOPUCTYBAYiB 1 Tmij-
TPUMIL.
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e Key competitiveness strategies and
success factors of Allbridge:

Innovative cross-chain technology: All-
bridge uses an innovative cross-chain tech-
nology that transfers assets between differ-
ent blockchain networks. The company
solves the interoperability problems faced
by the blockchain industry.

Allbridge offers a solution that im-
proves liquidity and functionality across
networks. This strategy meets market de-
mand and makes Allbridge a leader in cross
-chain technology.

Strategic partnerships and network ex-
pansion: Allbridge’s growth is driven by
strategic partnerships with leading compa-
nies in the blockchain sector. The company
cooperates with blockchain networks, de-
centralised financial platforms, and crypto-
currency exchanges. Allbridge has its own
customers and is constantly improving the
relevance of its technology.

Targeted market positioning: Allbridge
has established itself in the market by fo-
cusing on blockchain companies and indi-
vidual users who work with cryptocurren-
cies on various platforms. The company’s
product meets the needs of asset transfer,
attracting users from cryptocurrency trad-
ers to large blockchain initiatives.

This strategic approach responds to the
growing need for interoperability as the
blockchain industry continues to evolve.

Community engagement and transpar-
ency: Allbridge places a strong emphasis on
user engagement. The company proactively
interacts on social media, attends block-
chain events, and consistently updates and
develops its activities. It strives to be trans-
parent and establish trust with its users.
Such interaction with users allows them
to provide valuable feedback, improve their
services, and foster user loyalty and sup-
port.
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Adanmayis do HOpMamueHUX 3MIH:
JlanamadT 6y10K4elHIiB QYyHKI[IOHYE Yyepe3
peryadaTtopHi 3MiHU. [IpoakTUBHMM nNifgxif
Allbridge, 3gaTHICTb NPUCTOCOBYBATUCS [0
HOBUX HOPMAaTHUBHUX aKTIB € aKTYyaJIbHOIO
3aZjauer0. JloTpuMaHHA NpPaBOBUX BUMOT
3abe3meyye BIEBHEHICTb MapTHepiB i
KOPHUCTYBayiB 11010 KOr0 CTabiJIbHOCTI Ta
JOBIrOBIiYHOCTI.

Takum umHoM, DeepTech Startup mpo-
eKTH CYNPOBO/KYIOTbCA (QOPMyBaHHAIM
HOBOro iH$OpMaLilHOIo CyCHiJIbCTBA, 10
0a3yeTbCcsd Ha pO3IIUPEHOMY BiATBOpEHI
3HaHb i CTAalOTh CaMOCTiMHUM NpPOAYKTOM
JJ1sl KiHIIEBOTr'O CIIO>KHMBayva.

3.2 Deeptech startups npoekTu
B HanjioHanibHOMY yHIiBepcHUTeTI
KOpab6/ie0yAyBaHHS

iMeHi agmMipasia MakapoBa

HanioHanbHUM yHiBEpCUTET KOpab-
JiebyayBaHHS iMeHi aamipasna MakapoBa
(HYK) - equnuii B Ykpaini yHikaJbHUH 3a-
KJ1aJ, BUILOI OCBIiTH, AKUH 3JIiHCHIOE Miaro-
TOBKY ¢axiBLiB /1 CyHOOYyBaHHS, KO-
pabJiebyyBaHHS, MAalIMHOOYAYBaHHS, eHe-
PreTUKH, MOPerocnofapCcbKoro KOMIIJIEKCY
YKpaiHu Ta iHIIKX KpaiH CBIiTY 3a Mi>KHapo-
JHUMHU HOpMaMu i BuMoramu [13].

Coorozni fo crpykrypu HYK BxogaTts:
5 HayKOBO-HaBYaJIbHUX IHCTUTYTIB, 2 ¢a-
KyJIbTETH, 5 HaBYaJIbHO-HAyKOBUX LIEHTPIB,
HAayKOBO-Z0C/JiJHA YaCTUHA, HayKoBa 0i6-
JIioOTeKa, BiJOKpeMJIeH] CTPYKTYpHI Mifgpo3-
ainu y XepcoHi ta [lepBomaiicbky, Kosemxk
kopabesiB Ta I[lepBoMaillCbKUU KoJIeIK,
MopexizHa 111K0J1a, HAaBYaJbHO KOHCYJIbTa-
LilHI NEeHTpU y M'ATH MicTax YKpaiHu Ta
[1Ba 3aKOPJOHHUX.

B HYK ¢yHKuioHye 32 HayKOBI IIKOJIH,
SIKi 0YOJIIOI0Th HAYKOBIIi 3i CBITOBUM iM'IM —
aKaJleMiKy, 4JIeHU-KOpPeCIOH/JeHTH rasyse-
BUX Ta MI>KHapOJHUX aKaJeMil HayK. B yHi-
BepcuTeTi cpopMoBaHa U ycmilmiHO [ie
iHppacTpyKTypa MJaHyBaHHS Ta IpPOBe-
JleHHA HayKOBHUX J0CJiJXKeHb. BijoMmumu B
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Adaptation to regulatory changes: The
blockchain landscape is subject to regula-
tory changes. Allbridge’s proactive ap-
proach and ability to adapt to new regula-
tions is a topical issue. Compliance with le-
gal requirements ensures the confidence of
partners and users in its stability and dura-
bility.

Consequently, DeepTech Startup pro-
jects result in the formation of a new infor-
mation society based on expanded knowl-
edge reproduction, which becomes an inde-
pendent product for the end user.

3.2 DeepTech startups projects
at the Admiral Makarov
National University

of Shipbuilding

The Admiral Makarov National Uni-
versity of Shipbuilding (NUOS) is the only
unique higher education institution in
Ukraine that trains specialists for ship-
building, mechanical engineering, energy,
and the maritime sector of Ukraine and
other countries in accordance with interna-
tional standards and requirements [13].

The NUOS structure includes: five sci-
entific and educational institutes, two facul-
ties, five educational and research centres,
a research unit, a scientific library, separate
structural units in Kherson and Per-
vomaisk, the College of Shipbuilders and
Pervomaisk College, the Maritime School,
educational and consulting centres in five
cities of Ukraine and two abroad.

NUOS boasts 32 scientific schools, led
by world-renowned academics and corre-
sponding members of sectoral and interna-
tional academies of sciences. The university
has established an effective infrastructure
for planning and conducting research. It
has seven industry laboratories and six sci-
entific and technical centres, including met-
rological certification of polymetric sys-
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YkpaiHi Ta 3a ii MexxaMH € 7 rajay3eBux J1abo-
paTopiii Ta 6 HAyKOBO-TEXHIYHHX I|€HTPIB,
cepes, AIKUX LIEHTPU MEeTPOJIOTIYHOI aTecTayil
MOJIIMETPUYHUX CUCTEM, MiZJBOJHOI TEXHIKH,
eHepro3bepexeHHs1, eKOJIOTiYHOI Oe3MeKH.

B HauioHasnbHOMy yHiBEpcUTETI KOpaob-
JiebyayBaHHA iMeHi aamipasa MakapoBa
aKTHUBHO 3aJIy4aloThb LIKOJAPIB Ta CTy[eH-
TiB 0 HAYKOBOI po6OTH, a caMe:

— Koukypc npoekTiB (po6iT) «Ky6ok Koc-

TaHTHWHA KomkiHa». MeTow npoBesieH-
HSl KOHKYPCY € CTBOPEHHSI YMOB JJis
PO3BUTKY iHTeJEKTYaJlbHOTO MOTEHIi-
aJly TaJJaHOBUTOI MOJIOAI, MiATPUMKHU
HayKOBOI Ta TBOPYOi pOBOTH CTYI€HTIB
(kypcaHTiB) 3ak/ajiiB BHUILOI OCBiTH,
CTY/ZIeHTiB 3akJazAiB ¢paxoBoi nmepesBu-
11101 OCBITH Ta LWIKOJAPIB, CTUMYJIIOBaH-
Hd IX iHTepecy /10 AocaiHUIbKOI po6o-
TH, OBOJIOZiIHHS HUMHU iHHOBal[iHHUMM
TexHoJoTrisMU. KOHKypc NpoBOAUTBHCS
no HamnpsiMkaM: iHTepHeT peueil (I0T),
po3po6bka  uart-60TiB, SOFTWARE
DEVELOPMENT.

— YuiBepcuret opranizoBye SEERC (South-
Eastern European Regional Contest)
CcTyAeHTcbKol nepuocti CiTy 3 mpo-
rpamyBaHHs ICPC-2023 (International
Collegiate Programming Contest).

— OuaiMmmiagyd 3 HaBYaJbHUX AMCIMIIIH:
CTYyZleHTCbKa oOJliMIliala 3 HapUCHOI
reoMeTpii, osiMmniaau 3 ¢isuku Ta Ma-
TeMaTHUKHU.

HanjioHanbHUN yHiBepcUTET KopabJie-
oyayBaHHS iMeHi ajMipasa MakapoBa
npuiiMae yyactb y peanisauii DeepTech
HAyKOBHUX NpoekTax [11].

1. HoBIiTHI yCTaHOBKM aKyMyJIlOBaHHS Ta
pereHepalii eHeprii 06’eKTiB ajbTep-
HaTHUBHOI eHepreTUkU. PaxoBul Ha-
npsiMOK po6oTu: be3smedHa, yucra Ta
edpekTrBHa eHepreTuka. HaykoBuil Ke-
PIBHUK MPOEKTY: K. T. H., AoL. [Ipocky-

Oin A. 10.
2. PO3BUTOK METO/iB NMPOEKTYBaHHA iH-
TeJIeKTyaJlbHUX  BUCOKOe(EKTUBHUX

CHUCTEeM aBTOMAaTUYHOTO I'PYIIOBOr0 Ke-
pyBaHHSI MOGIJILHUMHU pO6GOTaMMU Ha
OCHOBI TexHOJIOTii [HTepHeTy peuen.
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tems, underwater engineering, energy sav-

ing, and environmental safety centres,
which are well-known in Ukraine and
abroad.

The Admiral Makarov National Univer-
sity of Shipbuilding actively engages
schoolchildren and students in scientific
work, namely:

— «Konstantin Koshkin Cup» is an annual
competition for projects. The objective
of the competition is to create an envi-
ronment conducive to the intellectual
growth of gifted young individuals, sup-
port the scientific and creative endeav-
ors of students (cadets) from higher
education institutions, students from
vocational pre-higher education institu-
tions and schoolchildren, stimulate
their interest in research and encour-
age the adoption of innovative tech-
nologies. The competition is open to
entries in the following areas: The fol-
lowing areas are eligible for considera-
tion: Internet of Things (IoT), chatbot
development, and SOFWARE DEVELOP-
MENT.

— The University organises the SEERC
(South-Eastern European Regional Con-
test) of the ICPC-2023 (International
Collegiate  Programming  Contest)
World Student Championship.

— Olympiads in academic disciplines: stu-
dent Olympiad in descriptive geometry,
Olympiads in physics and mathematics.

Admiral Makarov National University of

Shipbuilding participates in DeepTech re-
search projects [11].

1. The latest energy storage and regenera-
tion installations of alternative energy
facilities. Specialist area of work: Safe,
clean and efficient energy. Project su-
pervisor: Candidate of Technical Sci-
ences, Associate Professor Proskudin A. Y.

2. Development of methods for designing
intelligent high-performance systems
for automatic group control of mobile
robots based on Internet of Things
technologies. Professional direction of
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®axoBuil HanpssMOK poboTu: [HopMma-
[ilHI Ta KOMYHIKallilHi TeXHOJIOri,
po6oToTexHika. HaykoBuil KepiBHUK
MPOEKTY: K. T. H., ['epacin 0. C.

3. TexHouiorii rin6okoi yTuizarnii Temio-
TH €HEepProyCTaHOBOK 3 BHKOPHCTaH-
HAM edeKTy «MiKpOBUOYXiB» BoJl0IJa-
BHUX eMyJIbCill [/ cyZieH i KopabJiB.
daxoBuil HanpsMoK pob6oTtu: CydacHe
MalIMHOOYIyBaHH, iHTe/NeKTyaJlbHUH,
«3eJIeHUW» Ta IHTerpoBaHUM TpaHC-
IIOPT; PO3BUTOK rasysei sjiepHoi ¢pizu-
KM, pajiodisuka, actpoHoMmii Ta paxe-
TOKOCMIiuHOI rasy3ssi, aBia- i cyaH00Oy-
JlyBaHH#, BilcbKOBOI TexHiku. Hayko-
BUU KepiBHUK MPOEKTY: K. T. H., KopHi-
eHko B. C.

HarjioHanbHUN yHiBepcUTET KopabJie-
OoynyBaHHs iMeHi afmipasa MakapoBa Mae
NpaKTUYHUK JOCBiJ, MpOeKTyBaHHA i 3a-
CTOCYBaHHA IMiBOAHUX amnapariB JJd
BUKOHAHHS TMiJIBO/IHO-TEXHIYHUX POOIT.
HaykoBi po60oTu BeJyTbCs Mif, KEPIBHUILIT-
BOM /JIOKTOpa TEXHIYHUX HayK, npodecopa
bainnosa B. C.

BignoBigHo [14], Mopcbka po60TOTEX-
HiKa - Iie rajiy3b, sKa NpuBabJIIo€ Bce 6ib-
UMK iHTepec i Biflirpae BaXXJIUBY pPOJIb Yy
pi3HUX cdepax, BiJ AOCTiP)KeHb OKeaHy 0
INPOMUCJIOBUX Ta KOMepPLiMHUX porpam. 3
PO3BHUTKOM TEXHOJIOTIM Ta 3pOCTAaHHSAM I10-
Tpeb y AOCAiAKeHHI Ta BUKOPUCTAHHI MOp-
CbKOTO cepeJloBHUINA, poOOTH CTaly He3a-
MiHHUMM IHCTpyMeHTaMHU AJs1 po60TH mif,
BO/ZIOI0 Ta BUpILIEHHA CKJIAJHUX 3aBJAHb.
3pocTaHHs iHTepecy A0 Po3poOKH 3ac06iB
MopcbKkoi poboToTexHiku (3MP) obymoB-
JIEHWH KiJIbKOMa YUHHHUKAMH.

[lo-nepuie, Mopcbki po6GOTHU J03BOJISA-
I0Tb OTPUMYBATH JOCTYII 10 MOPCHKOTO JIHa,
sdKe paHiule 6ys0 HEJOCTYIHUM JJis JOCJi-
JPKeHHA ab0 BUKOPHUCTaHHA. BoHM MOXyTb
NpaloBaTU Ha BEJIMKHUX TJIMOMHAX, CIpaB-
JIATUCA 31 CKJIaJHUMH yMOBaMHU Ta 3[iHC-
HIOBATH /il y Heb6e3MeuHUX cepeOBUIIIAX.

[lo-gpyre, Mopcbka po60TOTEXHIKA Bif-
KpPUBA€E HOBI MOXJIUBOCTI JJI1 JOCJIiIKEHHA
Ta 3aCTOCyBaHHS OKeaHy. Po60TH MOXyTb
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work: Information and communication
technologies, robotics. Project supervi-
sor: Candidate of Technical Sciences,
Gerasin O. S.

3. Technologies of deep heat utilisation of
power plants using the effect of «micro-
explosions» of water emulsions for
ships and vessels. Professional direc-
tion of work: Modern mechanical engi-
neering, intelligent, green and inte-
grated transport; development of nu-
clear physics, radiophysics, astronomy
and rocketry, aircraft and shipbuilding,
military equipment. Project supervisor:
Candidate of Technical Sciences,
Kornienko V. S.

The Admiral Makarov National Univer-
sity of Shipbuilding has extensive experi-
ence in designing and using underwater
vehicles for underwater technical opera-
tions. Scientific work is carried out under
the supervision of Doctor of Technical Sci-
ences, Professor Blintsov V. S.

According to [14], marine robotics is a
field that is attracting increasing interest
and plays an important role in various
fields, from ocean research to industrial
and commercial applications. As technology
advances and the need to explore and ex-
ploit the marine environment grows, robots
have become indispensable tools for work-
ing underwater and solving complex prob-
lems. The growing interest in the develop-
ment of marine robotics (MR) is driven by
several factors.

Firstly, marine robots allow access to
the seabed, which was previously inaccessi-
ble for research or use. They can operate at
great depths, cope with difficult conditions
and perform actions in hazardous environ-
ments.

Secondly, the field of marine robotics
presents new avenues for ocean explora-
tion and applications. Robots can be used to
conduct scientific research, collect data on
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NPOBOAUTU HAYKOBI JOC/i>KeHHs, 36MpaTH
JlaHi PO eKOCUCTEMH, aHaJ/li3yBaTU BOAY
Ta OKeaHChbKi pecypcH, a TaK0X JolnoMaraT1
y MOIIYKYy Ta BUBYEHHI MiIBOAHUX 00’ EKTIB.
Kpim Toro, Mopcbka po60oToTexHiKa 3Haxo-
JIUTb 3aCTOCYBaHHS y MPOMMCJOBOCTI Ta
TOpriBji. POGOTH MOXyTh BUKOHYBaTH pPYy-
TUHHI 3aBJaHH{, TakKi 9K 00CTeXXeHHS Ta
PEMOHT MNiZJBOJAHUX CTPYKTYD, AOCIiPKEHHS
MOPCBKOI0 JiHa AJ151 BUA00YTKY pecypciB, a
TaKoX JoIloMaraTh y OypoBUX Ta Oy[i-
BeJIbHUX pOOOTAaXx.

[lo-Tpete, 3MP BiAKpUBalOThb HOBI
MOXJIUBOCTI y HalpsMKax MiJBUILLeHHSA
0060pPOHO3/IaTHOCTI Jep:kaBu Bij 3arpos 3
MOPCBbKOI'0 HamnpsIMKy Ta 60poTb0U 3 MOp-
CbKUM TEPOPU3MOM, a TAKOX JAal0Th 3MOTY
CYTTEBO 3MEHIIMTU PHU3SUKU [N KUATTA
JIIOJIeN TIpYU NPOBeJileHHSA ollepalnid 3 ryma-
HiTapHOTO pO3MiHYBaHHSA aKBaToOpiH
Jlep>KaBH, 110 € 0COOGJMBO aKTyaJlbHUM JJisl
YKpaiHU B Cy4aCHUX YMOBax.

Ha neii yac HalGiIBLIOTO 3aCTOCYBaHHSA
Habysiu HacTynHi BUuaAM 3MP: 6e3ekinakHi
HazBoAHI cyaHa (BHC, B aHr/1IoMOBHIi# Jii-
TepaTypi — unmanned surface vessel, USV),
aBTOHOMHI HeHaceJieHi MiABOAHI amapaTu
(AHIIA, B aHr/J0MOBHIiW JiTepatypi -
autonomous underwater vehicles, UUV),
HeHaceJleHi caMOXi/iHi NpUB’sA3HI Ta OYKCHU-
pyBani niaBogHi anapatu (III1A, B aHr/10-
MOBHIN JsiTepaTypi - remotely operated
vehicles, ROV Ta towed underwater vehicle,
TUV), a Takox 6e3misI0THI JiiTa/bHI anapa-
Tu (BIIJIA, B aHr/si0MOBHill JjiTepaTypi -
unmanned aerial vehicles, UAV) Mopcbkoro
6a3yBaHHS YU 3aCTOCyBaHHS.

HaykoB1ji yHiBepcuTeTy BUPILIYIOTh
3a/ja4i, AKI BUHUKAIOThb B IIPOLeCi IPOEKTY-
BaHHS Ta CepiiHOro BUPOOHHUIITBA 3ac06iB
MOPCbKOI POOOTOTEXHIKU 3 SIKUMU CTHUKa-
I0TbCsl PO3POOHUKHU TA BUPOOHUKH.

[Ipuknagom DeepTech npoekTiB peaii-
30BaHUX B YHIBEpCUTETI € pOOOTH KaHAU/aTa
TexHiYHUX Hayk Kyk /1. O. Ilig kepiBHULT-
BOM HayKOBIfl peasizoBaHO «HaB4yasbHO-
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ecosystems, analyse water and ocean
resources, and help search for and study
underwater objects. Furthermore, marine
robotics is employed in industry and com-
merce. Robots can perform a range of rou-
tine tasks, including inspecting and repair-
ing underwater structures, exploring the
seabed for resources, and assisting in drill-
ing and construction work.

Thirdly, MRE (marine robotics equip-
ment) offers the potential to enhance the
state’s defence capabilities against mari-
time threats and combat maritime terror-
ism. They also have the capacity to signifi-
cantly reduce the risks to human life during
humanitarian demining operations in the
state’s waters, which is especially relevant
for Ukraine in the current situation.

Currently, the following types of MRE
are most widely used: unmanned surface
vessels (USVs, in the English literature -
unmanned surface vessel, USV), autono-
mous unmanned underwater vehicles
(AUVs, in the English literature - autono-
mous underwater vehicles, UUV), un-
manned self-propelled tethered and towed
underwater vehicles (ROVs, in the English
literature - remotely operated vehicles,
ROVs and towed underwater vehicles,
TUVs), remotely operated vehicles, ROVs
and towed underwater vehicles, TUVs), as
well as unmanned aerial vehicles (UAVs)
for marine use or application.

University researchers solve the prob-
lems that arise in the process of designing
and mass production of marine robotics
that developers and manufacturers face.

An example of DeepTech projects im-
plemented at the University is the work of
Candidate of Technical Sciences D. O. Zhuk.
Under the guidance of the scientist, the
«Training and simulator of the ship’s power
plant» was implemented [11]. A complete
working model of a ship’s power plant was
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TPeHaXepHUM CTeHJ, CYyJHOBOI eJIeKTpO-
craHuii» [11]. CTBopeHa moBHa Jjiloya Mo-
Jlesib cyiHOBOi esiekTpocTaHLii (CepTudikar
npo BignosigHicts PCY CB/I-41-3-607-190),
peasi3oBaHO JlabopaTOpPHE CYNpPOBOKEHHS
JUCLHUIUIIH podeciiHOro IUKIY HiATOTOBKU
eJIeKTPOMEXaHIKIB CyJJHOBUX CIeLiia/IbHOCTI
271 «PiYKOBUM Ta MOPCBKUH TPaHCIOPT».
[Ipu3HayeHHA Ta BUKOPUCTAHHA CYJHOBOI
eJIEKTPOCTaHLil /i1 3a6e3ne4yeHHs BiAmo-
BiJHOCTI  eJIeKTpOMeXaHIiKiB  CYJHOBUX
Mi>KHAapOJHUM Ta HaLiOHAJIbHUM BUMOTaAM.
Bci pesysabTaTu npoekTy omy6JiKoBaHi, a
CTYAEHTHU MAlTb MOXJIUBICTb NMPAKTUYHO
BUKOPHUCTOBYBAaTU TpPEHAXXePHUU CTeH[
CYZlHOBOI eJIeKTPOCTaHLIil.

[lig KepiBHULTBOM KaHAWJATa TEXHIiY-
HUX HayK JKyk /. O. KOJIeKTUB HayKOBI|iB B
2024 p. po3snoyaB npoekTt EHepro-IHHOBa-
uinHuit Xa6 HYK. IlapTHepoMm npoekTy €
HimenbKke TOBapuCTBO MIXKHapOAHOTO CIIiB-
po6itHuiTBa (GIZ) 'M6X (Deutsche Gesel-
Ischaft fir Internationale Zusammenarbeit
(GIZ) GmbH) Ha 3amoB/ieHHs ypsaaiB Pene-
paTtuBHOi Pecny6siku HimeuyuumHa Ta
[lIBeitnapcrkoi Kondenepaunii. Meta mnpo-
ekTy - [IpocyBaHHs1 eHeproedeKTUBHOCTI
Ta immiaeMeHTtania /[upektuBu €EC mpo
eHeproepeKTUBHICTb B YKpaiHi.

DeepTech Startup npoekTu € J0Bro-
CTPOKOBOIO iHBECTHUIIi€0 NPU cPOpPMOBaHIn
Jlep>kaBHiM nosituni. el cexkTop riun6o-
KHUX TeXHOJIOTiM moTpebye BKpaul cepuos-
HOI iep>kaBHOI MiATPUMKH, 60 I'PYHTYETHCS
Ha IHHOBAILIMHUX TEXHOJIOTIAX 3 PO3BHUHeE-
Hotw iHpacTpykTyporw. B HYK 36epersacs
OCBIiTH# i HaykoBa 6asa, ajie TOBOPUTHU NPO
PO3BUTOK CKJaAHo. [licisa BiiHU B YKpaiHi
pPO3BUBAaTUMYThCA Ti chepH, AKi MATUMYTh
inBectunii. HYK mae yBiiiTH B opraHi3aniu-
Hy CTPYKTYpPY KJacTepa IO BiJHOBJIEHHIO
MOperocrnoJapcbKoro KOMILJIEKCY YKpaiHy,
K HeBif'eMHOi cTpaTeriuHoi ckJjao0BOl
KpaiHu.
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created, laboratory support of the disci-
plines of the professional cycle of training
of ship’s electromechanics of speciality 271
«River and Sea Transport» was imple-
mented. The purpose and use of a ship’s
power plant to ensure compliance of ship’s
electrical engineers with international and
national requirements. All project results
have been published, and students have the
opportunity to use the ship’s power plant
simulator in practice.

In 2024, a team of scientists launched
the NUOS Energy Innovation Hub project
under the leadership of Candidate of Tech-
nical Sciences Dmytro Zhuk. The project
partner is the Deutsche Gesellschaft fiir In-
ternationale Zusammenarbeit (GIZ) GmbH,
which has been commissioned by the
governments of the Federal Republic of
Germany and the Swiss Confederation.
The objective of the project is to enhance
energy efficiency and implement the EU En-
ergy Efficiency Directive in Ukraine.

DeepTech startup projects are a long-
term investment under the current govern-
ment policy. The deep technology sector
requires significant state support due to its
reliance on innovative technologies and de-
veloped infrastructure. The educational and
scientific base of the National University of
Kyiv Polytechnic has been preserved, but
there has been little development. Follow-
ing the conflict, those regions of Ukraine
that receive investment will experience
growth. NUOS should be incorporated into
the cluster for the restoration of the
Ukrainian maritime sector as a key strate-
gic component of the country’s overall or-
ganisational structure.
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3.3 DeepTech startups
NPOEKTH JJisl yIIpaBJIiHHA
M. MMKoJ1a€eBOM

B yMoBax NpOTUCTOSIHHAI POCIHChb-
Kill arpecii Ta He0OXiAHOCTI BiAOY/IOBU iH-
dpacTpykTypu M. MuKoJla€EBa KJIIOYOBUM
NUTAHHAM CTa€ 3a6e3neyeHHs PO3BUTKY
Ta BifHOBJIEHHd. Bci MicTa MawTh CyTTEBI
BIIMIHHOCTI OJJMH BiJi OJHOrO piBHEM pO3-
BUTKY, Np0o6/eMaMy, HOPMAaTHBHOKW 6a3010.
Oco6smBocTi M. MukoJiais, B MuKoJ1aiBChbKil
MICBKiM TepUTOpia/sbHIM TpoMaji JAe Mpo-
»kuBa€ 469 545 memkaHuiB HacTymnHi [10]:

— PosTamyBaHHs Ha Bigctani 490 kM Bif,
Kuea, 120 kM Big Ogecu.

— 60 kM Big YopHoro mops B Micli 3/1UT-
TS By3bKOro JIMMaHy.

— Jlorictuynuit xa6 IliBausa Ykpainu: Ye-
pe3 MICTO NPOXOAATb TPU MIXXHAPOJHI
TPaHCHOPTHI KOPUAOPH, TPHU MOPCHKI
MOPTH, OAWH PIYKOBUU Ta HU3KA NpU-
BaTHUX TepMiHasiB: Il «MukoJais-
CbKHUM MOPCbKHUIM TOPTOBEJbHUU MMOPT»,
JIl «CneniasisoBaHUA MOPCbKUK MOPT
«OsbBisi», TOB «Mopcbkuit cneniasniso-
BaHuil nopt «HIKA-TEPA», «Mukoua-
iBcbkuMM  piukoBuil  mopT»  ACK
«YkppiudaoT».

AKTyaJIbHUM NIMTAHHAM Yy BiZJHOBJIEHHI
iHppacTpykTypu € KoHIen1is «Smart City»
3aAJ11 TMOOYJJOBH «PO3YMHOr0 MicTar.
M. MukoJiaiB Ma€ CTaTU MiCTOM 3HaHb, 1IU-
¢dbpoBUM MicToM, KiGepMmicToM chpsiMOBa-
HUM Ha MaibyTHe. Smart City - micTo, sike
BeJle MOCTIMHUU MOHITOPUHT HaWBaXKJIUBI-
UX 00’'€KTiB iHGPACTPYKTYypH 3 ONTHUMA-
JIbHUM pO3MO0JiJIoM pecypciB i rapaHTiu
6e3neku. B cBiTi koHnenuisa Smart City pea-
JizoBaHa B 2500 MicTax, B YkpaiHi npakTu-
4yHO peasiizoBaHo «KuiB Smart City», gk cy-
yacHa MoJieJib MicbKoOl TpaHcpopmMmalii, ae
iHpopMaliiiHi TexHOJIOTi 1O3BOJISAIOTH SAKi-
CHO YJOCKOHAJIUTH CUCTeMy YIpaBJIiHHA
MicTom [12].

Smart City BU3Ha4yaeTbcad dakTOpaMy,
1110 MOr0 YTBOPKOIOTh: iIHCTUTYLLiMHUH, TeX-
HOJIOTIYHUM, JIIOJCbKUH, eKOHOMIYHUH [9].

POSﬂIﬂ?SECTION

93

Deeptech startup projects:
studying strategies and successes
to avoid mistakes

3.3 DeepTech startups
projects for the management
of Mykolaiv

In the context of confronting Rus-
sian aggression and the need to rebuild the
infrastructure of Mykolaiv, the key issue is
to ensure development and recovery. All
cities have significant differences in terms
of development, problems, and regulatory
framework. The peculiarities of the city of
Mykolaiv, in the Mykolaiv city territorial
community with a population of 469,545
residents, are as follows [10]:

— Located 490 km from Kyiv, 120 km
from Odesa.

— 60 km from the Black Sea at the conflu-
ence of the Bug Estuary.

— Logistics hub of the South of Ukraine:
Three international transport corridors,
three seaports, one river port and a
number of private terminals pass
through the city: SE Mykolaiv Commer-
cial Sea Port, SE Olvia Specialised Sea
Port, Commercial Sea Port NIKA-TERA
LLC(LIMITED LIABILITY COMPANY),
Mykolaiv River Port of Ukrrichflot JSSC
(joint-stock shipping company).

The concept of «Smart City» is an ur-
gent issue in the restoration of infrastruc-
ture to build a «smart city». Mykolaiv
should become a city of knowledge, a digi-
tal city, a cyber city focused on the future. A
Smart City is a city that constantly monitors
the most important infrastructure facilities
with optimal allocation of resources and
security guarantees. The Smart City con-
cept has been implemented in 2500 cities
around the world, and in Ukraine, Kyiv
Smart City has been practically imple-
mented as a modern model of urban trans-
formation, where information technology
allows for a qualitative improvement of the
city management system [12].

Smart City is determined by the factors
that form it: institutional, technological, hu-
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[HCTUTYLiHHUNA QaKTOp BKJIIOYAE CUCTEMY
creliaJIbHUX iIHCTUTYLiA MiCbKOTO MPOCTOPY,
1110 3abe3meuye BCi chepu KUTTEIATbHOCTI
rpoMazu (ocBiTa, Hayka, 3aHHATICTb, Ha-
JlaHHs nocayT, npodeciiiHa creljiagizoBaHa
fomnomora). TexHosioriynu GpakTop Bifno-
Bi/la€ 32 PO3BUTOK TEXHIKH i TEXHOJIOTIH,
AKUWA [J103BOJIUTb aBTOMAaTH3YyBaTH, BJOC-
KOHaJIUTU POOOTY KOMYHaJbHUX CHAYXKO i
cepBiciB 3 MiHiMi3alli€l0 poJii JIIDJAWHU B Ha-
Aani nocayr. ConiasbHUM paKTop € 6a3010
NPOTPECUBHOTO PO3BUTKY, aJKe JIOAH, iX
iHTeJieKT, TBOPYMH MOTeHIiaJ, ifel, 4OCBi,
npodeciiiHi HaBUYKU SBJISAITbHCS OCHOBOIO
CUCTEMHUX IepeTBOpeHb. EKOHOMIYHUU
¢dakTop BI/IMBAE i 06'€AHYE IHCTUTYI[IHHUH,
TEeXHOJIOTIYHMH, JIIOACbKUH i BiJ HbOTO 3ae-
*KUTb AKICTb Ta IUBU/KICTb I€pETBOPEHb.

Oco6JIMBOCTI PO3YMHHUX MICT Ta MOB'SI-
3aHUX 3 UMM IMTAHHAM HOBI 3HAaHHA |
JIOCJIiIXKEHHS SIBJISIIOTh COOO0I0 LIUPOKe ca-
MocTiiiHe iHpopmarliiiHe mnoJe. Exkcneptu
pO3rJI[aTh pO3yMHI MicTa AK CKJIAaJHO
CKOHCTPYHOBaHi eJleMeHTHU CUCTEMH, 3 Be-
JIMKOIO KIJIbKICTIO HEAOCHI[KEeHUX, Tepe-
IJIETEeHHUX 30H Ta B3aEMO3B’A3KiB, AKi mij-
JAalTbCs BUsABJEHHIO [9]. BpaxoByrouu
0co6MBOCTi M. MukoJ1aiB, Ma€ QyHKIiOHY-
BaTHU IMOCTIMHUM MOHITOPHUHI BaXKJIMBUX
006’ekTiB iHYpacTpyKTypu - aBTOMOOI/Ib-
HUX [J0pir, MOCTIiB, 3aJi3HUIb, MOPCbKHUX
NOpTiB, aepomnopT, CUCTeMa 3B’sI3KYy, BOJIO-
[I0CTa4aHHs, eHepronocTayaHHs, KUTJIO0BO-
KOMYHaJIbHe TOCNoAapCcTBO. 3 METOK ONTHU-
MaJIbHOTO PO3MOJiJNy pecypciB, 3abesmne-
YyeHHs1 6e3mnepebiliHOI pOOOTH BCiX CJYXKO,
CUCTeMU Oe3MeKH MicTa.

[Ipu peanizanii DeepTech mnpoekty
«MukosaiB Smart City» HaunionanpHui yHi-
BEpPCUTET KopabJieOyAyBaHHS iMeHi ajMi-
pasia MakapoBa MOe BiAirpaBaTy KJHO40-
By poJib [11]. [lnsa peanizanii Takoi iHinia-
TUBU CJIiJi CTBOPUTU NPOEKT KJACTepPy 3
HACTYyNMHUX Y4YacCHUKIB: MuKoJAiBCbKa Mi-
CbKa TepUTOpiaJbHa rpoMaja, NiAnpUeMc-
TBa iHppacTpyKTypu MicTa, HallioHanbHU#I
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man, and economic [9]. The institutional
factor includes a system of special institu-
tions of urban space that provides all
spheres of community life (education, sci-
ence, employment, services, professional
specialised assistance). The technological
factor is responsible for the development of
equipment and technologies that will auto-
mate and improve the operation of utilities
and services while minimising the role of
humans in the provision of services. The
social factor is the basis for progressive de-
velopment, as people, their intelligence,
creativity, ideas, experience, and profes-
sional skills are the basis for systemic
change. The economic factor influences and
combines the institutional, technological,
and human factors, and the quality and
speed of transformations depend on it.

The features of smart cities and the new
knowledge and research related to this is-
sue represent a broad independent infor-
mation field. Experts consider smart cities
as complex system elements with a large
number of unexplored, intertwined zones
and interconnections that can be identified
[9]. Taking into account the specifics of
Mykolaiv, there should be constant moni-
toring of important infrastructure facilities,
such as roads, bridges, railways, seaports,
airport, communication system, water sup-
ply, energy supply, housing and communal
services. The aim is to optimise resource
allocation and ensure the smooth operation
of all services and the city’s security system.

The Admiral Makarov National Univer-
sity of Shipbuilding is well positioned to
play a pivotal role in the implementation of
the Mykolaiv Smart City DeepTech project
[11]. To implement this initiative, a cluster
project should be created with the follow-
ing participants: The Mykolaiv City Territo-
rial Community, city infrastructure enter-
prises, and the Admiral Makarov National
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yHiBepcUTeT Kopab/ieOyayBaHHA iMeHi af-
Mipasia MakapoBa. MeTa poeKTy KjacTepa
06’eJHAaTHU 3yCUJLIA [IJIs1 CTBOPEHHS «smart
CTaHJAAPTY», IKUWA OOIPYHTYE €EKOHOMIYHI i
TeXHIYHI MOJIUBOCTiI IX 3aCTOCYBaHHA B
MicCTi, a TakoX 3akjaacTy iHbopMaLiiHUM i
KJIIEHT-OpieHTOBaHI migxoau. i miaxoau €
OCHOBOIO PO3POOKHU Ta peaJiizalii mpakTUy-
HUX pillleHb i cTaHAAPTY PO3YMHOT0 MicTa.

Posbr HanionanbHoro yHiBepcureTty
KOpabJsiebyAyBaHHS iMeHi agMipasa Maka-
pOBa B KJIaCcTepi Ma€ MoJisiraTy B po3poo1i i
peanizauii TexHoJsorii iHdopMarifHOro
MozenoBaHHA. llg 3azada BUpilyeThCH,
HaNpUKJaJ, B MUTAaHHAX NOOY/I0BU iHTese-
KTYyaJIbHOI TPAHCIIOPTHOI CUCTEMH, KA OII-
THUMI3y€ PyX TPAaHCHOPTY LLJISXOM Bifjo6pa-
>)KEHHHA JIOpOXXHbOI CUTyalii Ha TepUuTopil
MicTa i Bifo6parkeHa B cMapTdOHAX KOPUC-
TyBayiB, MiJIKa3ylO4U ONTHMaJbHUN Mapll-
pyT. llle npuKIazAoM akTyaJbHOI MiCUCTEMU
€ «EnekTpoHHa ocBiTa», 1110 € aKTyaJlbHUM
MOJyJIeM CbOTOJleHHf, KOJIU BCi Y4Hi 1 CTy-
JIEHTU BXXe TPEeTiW piK Ha AUCTAHLiMHOMY
HaByaHHI. llell MoJyib N,O3BOIUTH CTYZEH-
TaM MPOCJYXOBYBaTH JieKIlil 6e3 paKTUYHOI
MPUCYTHOCTI B ayauTopil. Bci HaBYasibHO-
MeTOAUYHI MaTepiasu 36epiraloTbcs Ha
cnelianbHii niatdopmMi. Takox nporpama
Jl03BOJIUTb CTyZleHTaM OpaTH y4acTb y Ha-
BYaHHI B pe>KUMIi OH-JIaWH.

Takum ynHoM, DeepTech Startup Heo6-
XiJHO MPONOHYBAaTHU 3aCTOCOBYBATH [Jid
BiJHOBJIEHHA Ta PO3BUTKY MUKOJAIBCBKOI
TepUTOpiaJibHOI  rpoMazu. «MwukoJaiB
Smart City» - me cucrema, fika L03BOJISE
e(peKTUBHO BUKOPUCTOBYBAaTHU OOMeKeHHI
pecypcu 1 3abe3meuyye Oe3meKy KUTTS.
O6’enHyroun 3ycusis HaykoBLiB Hario-
HaJIbHOTO YHiBepcHUTeTy KopabsieOyiyBaHHS
iMmeHi agmipasia MakapoBa, ¢axiBIiiB iHppa-
CTPYKTYPHHUX MiANPUEMCTB MiCTa, CUCTEMY
yOpaBJiHHA TepUTOpiaJbHOI TpoMagu -
JI03BOJIUTb Yy MiCJASIBOEHHUU mepion moby-
AyBAaTU LiJIICHY OpPraHiyHy CUCTeMy 4epes3
BIOPSIAKYBaHHS BCiX HEOOXiHUX i HaZ|BaXK-
JIMBUX HANIPAMKIB XXUTTEIAJIBHOCTI MicTa.
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University of Shipbuilding will be key par-
ticipants in the cluster project. The objec-
tive of the cluster project is to collaborate
to develop a «smart standard» that will
demonstrate the economic and technical
viability of its use in the city, as well as to
establish customer-centric and information
-focused approaches. These approaches
form the foundation for the development
and implementation of practical solutions
and the smart city standard.

The role of the Admiral Makarov Na-
tional University of Shipbuilding in the
cluster should be to develop and implement
information modelling technology. This
task is solved, for example, in the construc-
tion of an intelligent transport system that
optimises traffic by displaying the traffic
situation in the city and is displayed in us-
ers’ smartphones, suggesting the best
route. Another example of a relevant sub-
system is E-Education, which is a relevant
module today, when all pupils and students
are already in their third year of distance
learning. This module allows students to
listen to lectures without actually being
present in the classroom. All teaching and
learning materials are stored on a special
platform. The programme will also allow
students to participate in online learning.

Thus, DeepTech Startup should be pro-
posed to be used for the restoration and
development of the Mykolaiv territorial
community. «kMykolaiv Smart City» is a sys-
tem that allows for the efficient use of lim-
ited resources and ensures life safety. By
combining the efforts of scientists from the
Admiral Makarov National University of
Shipbuilding, specialists from the city’s in-
frastructure enterprises, and the territorial
community management system, it will al-
low to build a holistic organic system in the
post-war period by streamlining all the nec-
essary and crucial areas of the city’s life.



DEEPTECH STARTUP: ' ” DEEPTECH STARTUP:
MokpokoBUW NnaH po3pobKu Ta 3anycky ‘ Step-by-step development and launch plan

JlitepaTypa - References

1. MeHemkMeHT cTapTan npoekTiB / O. A. 'aBpuin, B. B. JlepradoBa, M. O. KpaBueHko Ta iH.;
Kwuis: KIII im. Iropsa Cikopcekoro, Bugasuuntso «[losiTexHika», 2019. 337 c.

2. BospuHosa K. O. [1iBoT sik iHCTpyMeHT 3abe3nevyeHHs yCIilIHOCTI peasizaunii craptamy. URL:
http://www.economy.nayka.com.ua/pdf/3_2019/46.pdf.

3. Investin Ukraine Tech. URL: https://www.invest-in-ukraine.tech/.

4. Project Management Standard and Guide to Project Management Body of Knowledge (Guide
to PMBOK). (2021). PMI press.

5. RefaceAl: website. URL: https://reface.ai/.

6. Respeecher: website. URL: https://www.respeecher.com/.

7. Allbridge: website. URL: https://allbridge.io/.

8. Deep Tech Startups in Ukraine. URL: https://tracxn.com/d/explore/deep-tech-startups-in-
ukraine/__19jXouKIL6z_ravPPBisAtkimHWT6MXvXsb4qExm4nc/companies.

9. Amnapienko A. O. YnpoBamxeHHs KoHlenwii «Smart City» B ynpaBJiiHHSI BeJIMKMMH MiCTaMU
Ykpainu: moHorpadis. Binauus: 'O «EBponeiicbka HaykoBa maTdopmar, 2023. 196 c.

10. MukoJsiaiBcbka Micbka TepuTopiaibHa rpomaza. URL: https://rebuildukraine.in.ua/
mykolaivska-hromadaZ2.

11. HamioHanbHUH yHiBepcUTEeT KopabJsieObyayBaHHS iMeHi agMipasa MakapoBa. URL: https://
nuos.edu.ua/.

12. Kouuenuis KuiB Smart Citi 2020. URL: https://www. kyivsmartcity.com/concept.

13. 3BiT pexkTopa HYK 3a 2023p. URL: https://nuos.edu.ua/wp-content/uploads/2024/01/Zvit-
Rektora-NUK-za-2023-2.pdf.

14. Ba6kin I'. B., bainnos B. C. [Ipo6sieMu npoeKTyBaHHs i cepiiHOro BUPOGHUITBA 3ac06iB
MopcbKoi po60oToTexHikU B YKpaiHi = Problems of design and series production of marine robotics in
Ukraine : 36. Hayk. np. HYK. MukouiaiB: 'esibBeTHKa, 2023. N2 2-3 (491-492). C. 3-9.

96



ABTOPU

I'anna EPIMOBA

JIOKTOp eKOHOMIUHUX HayK, podecop,
3aBigyBa4 Kadeapy eKOHOMIUHOI MO TUKH

Ta 6e3neku, HallioHanbHUM yHIBepcUTET
KopabJieby1yBaHHS iMeHi afiMipasa MakapoBa,
MukousaiB, YkpaiHa

E-mail: hanna.yefimova@nuos.edu.ua

ORCID: 0000-0001-5271-2913

ResearcherID: -7576-2018

Ceimaana MAPYLIAK

KaHauaT eKOHOMIUHHX HayK,

JIOLIEHT KadeapH eKOHOMIUHOI MO TUKH

Ta 6e3neky, HanioHanpHui yHiBepcuTeT
KopabJieby1yBaHHS iMeHi agMipasia MakapoBa,
MukouiaiB, YkpaiHa

E-mail: svitlana.marushchak@nuos.edu.ua
ORCID: 0000-0002-0760-44.27

ResearcherID: ISA-5070-2023

Anmonina TPYLI/IAKOBA

KangumaT eKOHOMIYHUX HAyK, IOIEHT,
HauioHanbHUM yHIBEpCUTET KOpabJie6y1yBaHHSA
iMeHi agMipasia MakapoBa, MukoJsaiB, YkpaiHa
E-mail: antonina.trushliakova@nuos.edu.ua
ORCID: 0000-0003-1958-3472

ResearcherID: ABA-6922-2021

Ipuna 3AII0POKELIb

KaHaugaTt TexHiYHUX HaYK, JOLLEHT,
HauioHasnbHUM yHIBEpCUTET KOpabJie6y1yBaHHSA
iMmeHi agMipasia MakapoBa, MukoJsiaiB, YkpaiHna
E-mail: iryna.zaporozhets@nuos.edu.ua
ORCID: 0000-0003-4015-5958

ResearcherID: U-4239-2017

Hamanis IOHOMAPEHKO

Buksiagau kabeapu NpUKAAAHOL JIIHTBICTUKU
HanjioHasibHOTO yHIBEPCUTETY
KopabsiebyayBaHHs iMeHi agmipasa MakapoBa,
Mukousais, YkpaiHa

Email: nataliia.ponomarenko@nuos.edu.ua
ORCID: 0000-0002-2765-8211

Research ID: A-8113-2019

AUTHORS

Ganna IEFIMOVA

Doctor of Economic Sciences, Professor,
Head of Economic Policy and Security
Department, Admiral Makarov National
University of Shipbuilding, Mykolaiv, Ukraine
E-mail: hanna.yefimova@nuos.edu.ua
ORCID: 0000-0001-5271-2913
ResearcherID: [-7576-2018

Svitlana MARUSHCHAK

Candidate of Economic Sciences,
Associate Professor,

Admiral Makarov National University

of Shipbuilding, Mykolaiv, Ukraine

E-mail: svitlana.marushchak@nuos.edu.ua
ORCID: 0000-0002-0760-4427
ResearcherID: ISA-5070-2023

Antonina TRUSHLIAKOVA

Candidate of Economic Sciences,

Associate Professor,

Admiral Makarov National University

of Shipbuilding, Mykolaiv, Ukraine

E-mail: antonina.trushliakova@nuos.edu.ua
ORCID: 0000-0003-1958-3472
ResearcherID: ABA-6922-2021

Iryna ZAPOROZHETS

Candidate of Technical Sciences,
Associate Professor,

Admiral Makarov National University
of Shipbuilding, Mykolaiv, Ukraine
E-mail: iryna.zaporozhets@nuos.edu.ua
ORCID: 0000-0003-4015-5958
ResearcherID: U-4239-2017

Nataliia PONOMARENKO

Lecturer of Applied Linguistics Department,
Admiral Makarov National University

of Shipbuilding, Mykolaiv, Ukraine

Email: nataliia.ponomarenko@nuos.edu.ua
ORCID: 0000-0002-2765-8211

Research ID: A-8113-2019



AN HOTATOK - FOR NOTES




AN HOTATOK - FOR NOTES




HaB4yanbHe BuagaHHA

DeepTech Startup:

MokpoKoBUIA NaH PO3POO6KK Ta 3anyCKy

HABYA/IbHIA NOCIBHUK
Y ABOX TOMax

TOM I

YKpalHCbKOK Ta aHrNincbkKow MoBammu

BianoBigasbHICTb 3a 3MICT Ta 0DOPMIIEHHSA HECYTb aBTOpW

dopmam 60x84Ys. Ym. Opyk. apk. 11.6. Tupax 100 np. 3am. Ne 524-740.

BWOABELUb | BUTOTOBNKOBAUY
ToBapnCTBO 3 0OMEXEHOI0 BIANOBIAAILHICTIO hipma «InioH».
54038, M. Mukonais, Byn. bysHuka, 5/1.

CaigouTso cy6’ekta BugasHu4oi cnpasu K Ne 1506 Big 25.09.2003 p.



