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Kuiscokutl HayionanvHutl mop2osenbHo-eKOHOMIYHUL YHigepcumem

CYUYACHI TEXHOJIOI'Ti COIIIAJIbHOI'O TPOEKTYBAHHS

The article substantiates the use of marketing technologies in the development of social projects.
The effectiveness of social designing is determined by the correct setting of goals, development of
possible scenarios, the choice of optimal methods of influencing social behavior.

It is proposed to conduct a qualitative and quantitative study that will formulate the questionnaire
and analyze the views of potential consumers and experts (those who can produce social services).
The portrait of the consumer, which is a classic marketing tool, is considered. For convenience, the
scheme "portrait profile" with the following columns: needs and desires, pain and problems, age,
gender, hobbies, income level, attributes, leisure, etc. The portrait of the consumer is especially
relevant for the creation of a social product, when you need to segment the audience, make a
description of the target audience and identify potential audiences.

An important stage of social designing is the analysis of niches. Needs and Gaps is a decision aid to
evaluate the attractiveness of new service ideas. In addition to determining the overall level of
acceptability of new services, it also gives an idea of their "suitability for the mass market" so that
their chances of success can be assessed more carefully. The quality deficit zone contains
characteristics that are of high and above average importance for consumers and at the same time
low or below average satisfaction. The area of satisfied needs includes characteristics that have
high and above average importance for consumers and at the same time high / above average
satisfaction.

When it comes to public-private partnership in the implementation of a social project, it is proposed
to use tools that will determine the pricing policy. The peculiarities of using the Price Sensitivity
Meter (PSM) methodology for the analysis of a social project are considered.

B cmammi ob6rpynmosano 3acmocy8aHHs MAPKEeMUH208UX MEXHON02iU 6 npoyeci po3pobKu
coyianvHux npoexkmis. Peanizayis npoekmy nompebye yc8i0OMIEHHS, HA K020 GIH PO3PAXOBAHUIL.
Bionosicmu na ye 3anumanHs MONCHA BUKOPUCMOBYIOUU CNEYiaibHI MEXHON02Ti 00CHi0dCeHDb, K
He O0ocumb 4acmo 3acmocosyromvcsi 6 VYkpaiwi came 01 coyianbHO20 NPOEKMYBAHHAL.
Edhexmusnicms coyianbHo20 NPOEKMYBAHHA BUSHAYACMbCA NPABUILHOIO NOCMAHOBKOI0 yiell,
PO3POOKOI0 MONCIUBUX CYEHAPIi8 pO3BUMK)Y NOOIU, 6UOOPY ONMUMATLHUX MemoOdie 6NAUBY HA
CYCRINIbHY NOBEOTHKY.



3anpononosano  npoeedenHs  AKICHO2O ~mMa  KIMbKICHO20 — OOCNIONCEHHs, WO  003601UMb
chopmynroeamuy NUMAHHA AHKemu ma NpoaHanizyeamu OaueHHs NOMeHYIUHUX Cnodcueadie ma
excnepmie (mux, Xmo modce npooyKyeamu coyianrohi nociyau). Posenanymo nopmpem cnoscusaua,
AKUU € KIACUYHUM MAPKEMUH2S08UM THCMPYMEHMOM. [s 3pyuHOCmi CIMEOpeHo cxemy «nopmpem
npoinb» 3 HACMYNHUMU KOJOHKAMU: nompedu ma 6adicanwus, Oiib ma npobdiemu, GiK, cmamo,
X000i, pisenb 00x00i8, ampubymu, 6ionouuHox mowo. Ilopmpem cnoodwcusaua 0coo6aAUBO
AKmMyanvbHutl 05 CMEOPEHHs COYIANbHO20 NPOOYKMY, KO NOMPIOHO CecMeHmYy8amu ayoumopiio,
CKIACMu Onuc Yiibosoi ayoumopii ma susHAUUMu NOMEHYIUHUX CROHCUBAUIB.

Baocnusum emanom coyianvrhozo npoekmyeanns € ananiz Needs and Gaps. Leii memoo oonomazae
6 NputiHAmmi piwleHb 3 Memow OYiHKU npusabaueocmi ioell HO8ux coyianvHux nociye. OKpim
BUBHAYEHHS 3A2ATIbHO20 PIGHS NPUUHAMHOCMI COYIANbHUX NOCNY2, BIH MAKONC OA€ YABNEHH NPO
ixHi0 «npudammuicms». Bukopucmosyrouu Qokyc-epynu, MOdiCHaA SUHAYUMU nepeniK Kpumepiis,
AKUMU CROJCUBAYT Kepyromvcs 6 npoyeci eubopy. Lle 0ozéonums euoxkpemumu 30nu (Hiwi) 6
3anedxicHocmi  8i0 6nO00OAHL NOMEHYIUHUX CNOHCUBAYIE COYIANbHOI nociyeu. 30HA SAKICHO20
oeghiyumy micmums Xapakmepucmuku, wo Maioms 6UCOKY ma 6UWy 3d CepeOHE 3HAYEHH:
gaxciugicmos Ol CHONHCUBAYIB Ui OOHOYACHO HU3LKY, abO HUNCUY 3a CEepeoOHE 3HAYEHHs
3a0060.1eHicmb. 30HA 3A0080JIeHUX NOMped BKIOUAE XAPAKMEPUCUKU, WO Maromb GUCOKY md
BUWY 34 CEPEOHE 3HAUEHHS BANCIUBICMb O CHONMCUBAYI8 | OOHOYACHO BUCOKY/BUWYE 34 CepeOHE
3HAYEHHS 3a0080IEHICMb.

Axwo mosa tide npo nyOniuHO-npueamHe NAPMHEPCMEO Y peanizayii CoyiarbHO20 NPOEKMY,
3anponoHO6aHO  3ACMOCO8Y8AMU  [HCIMPYMEHMY, AKI  0036014Mb  BUSHAYUMUCA 3  YIHOBOIO
noaimuxor. Poszenanymo ocobausocmi euxkopucmants memoouxku Price Sensitivity Meter (PSM)
07151 AHALI3Y COYIANbHO20 NPOEKM).
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The formulation of the problem.

Modern civilized society must be built on the principles of social responsibility. The social sphere is one of the
most important objects in the sphere of public administration. The level of development of the social sphere is evidence
of the development and maturity of a society based on the principles of humanism and democracy. The social sphere
creates favorable conditions for both spiritual and material life. Quality, range and availability of social services are
important components of living standards. It is necessary to form a deep understanding of the importance of creating
and implementing social projects. Any project that needs funding must be justified. Its implementation requires an
understanding: who we are doing it for and whether it is really needed at this stage. These questions can be answered
using special research technologies, which are not often used in Ukraine for social designing. The introduction of
marketing tools in the process of social designing will solve the problem of targeted and effective use of budget funds;
optimize the work of the social advocacy system; ensure broad public involvement; motivate business to participate in
social projects, etc. The above actualizes research aimed at finding effective tools that will substantiate the importance
and effectiveness of social projects.

Analysis of recent research and publications.

Problems of application of marketing technologies in social projects, the very concept of social marketing were
investigated in the works by leading scientists: A. R. Andreasen [1], L.R. Craig [3], J. Bowen [4], F. Kotler [4], etc.
This question also attracts the attention of Ukrainian researchers, such as: A. A. Kotvitska [5], I. V. Lylyk [6,7], L.V.
Naida [8], A. F. Prykhodko [10], I.A. Sencha [11] and others.

The success of social designing largely depends on the correct setting of project objectives, development of
appropriate strategies to achieve them and the choice of optimal methods of influencing social behavior and society's
attitude to certain social problems. I.V. Naida notes that the social sphere is of great importance in the formation of
human capital, the quality of which is subject to large and ever-increasing demands, including education,
professionalism, the ability to adapt to rapid change. The criterion for the effectiveness of social policy as an element of
legal regulation is to increase the social responsibility of the state, business and citizens for the resilience of the
population and the country to social change in the state, changes in socio-economic factors, as well as social security
[8]. Leading modern scientist F. Kotler was the first to introduce the concept of "social marketing" into scientific



circulation. He believed that marketing applies to any sale [4]. In the same time O.V. Shimko notes that the evolution of
marketing has led to the emergence of its latest concept - social marketing [12]. Socially conscious and responsible
marketing, according to the author, today is inherent in the most far-sighted Ukrainian companies. A powerful push
towards strengthening the positive impact of the main activities on society is the emergence in Ukraine of public
organizations that declare the principles of corporate social responsibility. O.V. Shimko also points out that a significant
role belongs to the number of government agencies and institutions whose activities are aimed at improving the living
environment [12]. Researchers note that the majority of financial support for social marketing programs across the
world is done by government and international aid organizations that define social marketing by whether it is tied to the
development of more efficient and responsive promotion and distribution systems of socially beneficial products and
services [2]. Thus, the social sphere and the beginning of social responsibility are the object of study of modern
researchers. More and more scientists are turning to the issue of social marketing as one of the promising areas of
activity, because social marketing aims to increase social welfare create a positive impact on the target audience
through the implementation of socially important benefits. However, the problem of implementing social designing
with the use of modern technologies remains insufficiently studied.

The aim of the article.

The aim of the article is to substantiate marketing technologies for use in the development of social projects.

Presentation of the main material.

Social designing arose in connection with the need to solve complex problems of society. Thanks to social
designing tools, weaknesses and gaps are identified, appropriate social changes are planned and ways to implement
them are developed. The tasks facing the developers of social projects are complex, multifaceted and much more
complex than those solved in the development and implementation of commercial projects. The study is aimed to solve
a number of problems through marketing methods, evaluation and analysis of elements and factors. The successful
implementation of social projects becomes real with using the appropriate social marketing tools.

Some of the following technologies have been successfully tested in the process of developing participation
budgets [13]: Reconstruction of the playground (project Ne 614), “Children's dreams in Darnytskyi district”.
Reconstruction of the playground (project Ne 620), Arrangement of the adjacent territory in Sviatoshynskyi district
(project Ne 630). Projects Ne 614 and Ne 630 are currently under examination, and project Ne620 has received a positive
expert opinion and is awaiting a vote from city residents.

Consider these technologies in more detail. Thorough analysis involves a comprehensive study consisting of
two stages - qualitative and quantitative (Table 1).

Table 1.
The main stages of the study [9]
Stage Method Task Target audience
1. General situation with similar services
_ s 2. Expert opinion on the factors of choosing a
= O . .
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2 238 determine priorities. y
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service.

Qualitative research allows to obtain preliminary information and to make a questionnaire for quantitative
research (list of alternatives for closed questions of the questionnaire); adjust the concept, which is tested according to
new ideas that have emerged after analyzing the wishes expressed by consumers, and present it in a new interpretation
for quantitative evaluation. The quantitative stage makes it possible to determine the number of people who took part in
the study and confirm the results of the qualitative analysis.



It is important to understand for whom exactly this or that social service is offered. This makes it possible to
identify how important the service is at this stage. For this purpose, it is appropriate to use such a tool as a consumer
profile (Fig. 1). For convenience, you can create a scheme «profile portrait " with the following columns: needs and
desires, pain and problems, age, gender, geographical location, position, hobbies, income level, attributes, leisure, etc.
Creating a consumer profile involves the analysis of an array of different structured and unstructured information: data
from the Internet, social networks, media, databases, corporate files, devices, sensors, cellular networks. The consumer
profile is a classic marketing tool, which is an image of a person in need of social services. The consumer profile
includes psychographic, behavioral, demographic, social, ethnic, economic characteristics.

The consumer profile is especially relevant for the creation of a social product, when you need to segment the
audience, make a description of the target audience and identify potential audiences.

Demographic Values and personal
characteristics: qualities:
Age Life priorities
Marital status The importance of the
Delight opinions of others
Work Introvert / extrovert
Income level Confidence

A clear goal

Desires:

What benefits a person
will receive from the
offered social service

(what he will be able to
do, what desires will

become real)

Pain and problems:
What problems does a
person have in the absence
or unavailability of the
offered social service

Figure 1. Social services consumer profile
Source: author's development, based on [2]

The next step is to analyze the relationship between the demand for the service and the quality characteristics
of social services (Needs and Gaps). Needs and Gaps analysis is a decision-making aid for assessing the attractiveness
of new product ideas. Besides determining the general level of acceptance received by new products, it also provides
insights into their “suitability for the market” so that their chances of success can be evaluated in more detail.

First, based on the results of focus groups, it is advisable to determine the list of criteria that consumers are
guided by in the selection process. Thus, in the economic literature to assess the quality of services provided by
enterprises that provide them, the SERVQUAL model is used [5, p.75]. In its current form, it has five parameters:

- Reliability (ability to provide quality services and on time);

- Tangibles (positive perception of the premises and appearance of the staff enterprises where services
are provided. The use of quality and modern equipment. Availability of convenient means of calculation for services
and other physical evidence of service provision);

- Responsiveness (staff's desire to assist the client in providing the service in a timely manner);

- Assurance (perceived consumer competence and courtesy of staff in the process of providing services.
The client's trust in the enterprise is formed and staff. Security and guarantee of services);

- Empathy (consumer confidence in identifying a solution to his problem);

- Communicativeness (The desire to better understand the specific needs of the consumer and
adaptation of professional qualities of the personnel to their satisfaction).

According to the SERVQUAL model, the services of those enterprises are high-quality, which ensure stable
compliance with the necessary parameters within acceptable limits and control their own activities at all stages of
service provision [5, p.76]. Such qualitative characteristics of social services can be: cost of services, transport
interchange (convenience), possibility of inpatient treatment, professional and attentive staff, technical equipment,
range of services provided (differentiation of services), inclusiveness and accessibility, etc. The potential consumer is
asked to assess the extent to which he is satisfied with the characteristics of the service / facility. During evaluating, it is
advisable to use a 5-point scale, where 1 - completely dissatisfied, 3 - partially satisfied, partially not, 4 - rather
satisfied, 5 - completely satisfied. Interpretation of the analysis can be presented in the form of a matrix illustrating the
relationship between service quality and demand for it (Fig. 2).
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Figure 2. The scheme of the matrix of quality and demand
Source: author's development

As you can see from Figure 2, the matrix has four quadrants, each of which corresponds to a specific demand /
quality ratio. The quality deficit zone contains characteristics that are of high and above average importance for
consumers and at the same time low or below average satisfaction. The area of satisfied needs includes characteristics
that have high and above average importance for consumers and at the same time high / above average satisfaction.
Thus, among consumers of social services, for example, in the deficit zone can be found: the presence of a swimming
pool; availability of modern technological equipment with the necessary medical devices and equipment for a wide
range of procedures; pricing policy; inclusiveness and barrier-free, etc. In the area of satisfied needs for example are:
the quality of service; possibility of inpatient treatment; location; professional staff. Competitive advantages to increase
the level of satisfaction can be: the availability of modern medical equipment, specially equipped rooms for people with
disabilities, recreation rooms for children of all ages, the ability to pay for services in installments. If other
characteristics do not exceed the average level of importance, such characteristics may be disregarded.

Social development as a key component of state policy has always been officially recognized in Ukraine as one
of the priorities [8]. Today, it is extremely important to involve private business in social designing. This will not only
provide sufficient financial resources, but also significantly increase the social responsibility of business. If we are
talking about public-private partnership, fundraising or sponsorship in the implementation of a social project, it will be
appropriate to use tools that will determine the pricing policy. Involving business in socially important projects often
becomes possible only when in the future their implementation is certain profitability, i.e. economic benefits for
business. The following figure illustrates the Price Sensitivity Meter method, which allows describing a pricing policy
for a specific project.
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Figure 3. Illustration of the method ''Price Sensitivity Meter"
(interpretation of a hypothetical situation)
Source: [15]

According to the Price Sensitivity Meter (PSM) method [15], the respondent is asked to answer four open-
ended questions: what should be the price of the service so that you consider it affordable; what should be the price of
the service for you to consider it expensive; what should be the price of the service, so that you consider it very
expensive, beyond your budget; what should be the price of the service so that you consider it very cheap, so much so
that you will question the quality of the service.

Based on the collected data, graphs are constructed, each of which corresponds to the type of price: "too
expensive", "too cheap”, "expensive", "affordable". The answers of the respondents to each question are displayed in
the form of a diagram, which allows determining the optimal price range. The distribution is depicted as a line graph.
The values of the price are plotted on the X axis, and the accumulated percentage of respondents is plotted on the Y axis
(Fig. 3). The intersection of the curves "expensive" and "cheap" gives a point called the indifference price point (IDPP -
indifference price point) - a price that most people do not consider expensive or cheap, they do not care. Then add to the
graph the curves "too expensive" and "too cheap". Their intersection gives the optimum price point (OPP). This is the
point where the least people reject a product because of its high price. The point of intersection of the curves "too
cheap”" and "not cheap" gives the extreme cheapness (PMC - point of marginal cheapness). The intersection of "too
expensive" and "not expensive" gives the point of marginal expensiveness (PME - point of marginal expensiveness).

The proposed technologies make it possible to substantiate social designing, to make it clear in terms of future
efficiency. This is important both for local authorities when it comes to participation budgets and for business if public-
private partnerships are envisaged. These tools are especially important if a particular social service is offered, such as
rehabilitation, education, training, social adaptation, and so on. At the same time, questionnaires, consumer portraits and
niche analysis can be applied to any social project, from the reconstruction of a playground to the construction of a
rehabilitation center.

Conclusions.

In summary, it should be noted that social designing is used to solve important social problems, develop and
implement social programs, increase the efficiency of the social sphere. The development of the state is directly related
to the growing interest in the successful implementation of social projects by both the authorities and businesses. After
all, the creation of public goods contributes to the growth of general welfare. The availability and diversity of social
services testify to the maturity of society. Social designing requires the use of tools that can justify the feasibility and
importance of a project. To this end, it is advisable to use marketing technologies that allow identifying societal needs
and finding ways to meet them optimally.
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