Meroau o1iHKM €(pEeKTUBHOCTI, IO HE BKJIIOYAIOTh TUCKOHTYBAHHS, 1HO/1 HA3UBAIOTh
CTAaTUCTUYHHMH METOJIaMU OIIHKH e(peKTUBHOCTI iHBecThiii. 111 meToaun
CIIUPAIOThCS HA MPOEKTHI, TUIAHOBI 1 (PAKTUYHI JIaH1 PO BUTPATHU 1 pe3yJIbTaTH,
00YMOBJICHI pealli3alli€lo 1HBECTUIIMHUX MPOEKTIB.

[Ipu BUKOpUCTAHHI IUX METO/IIB B OKPEMUX BUIIAJIKaX BJIAIOTHCS 10 TAKOTO
CTAaTUCTUIHOMY METOJTY, SIK PO3PAXYHOK CEPEIHBOPIYHHIX JAHUX MPO BUTPATH 1
pe3yabTaT (I0XO0IU) 32 BECh TEPMiH BUKOPHCTAHHS 1HBECTUIITHOTO TIPOCKTY.
MeTtoau ouiHKH e(peKTUBHOCTI 1HBECTHUIIIH, 3aCHOBAaHI Ha JUCKOHTYBAHHI,
3aCTOCOBYIOTHCS Y BUIIQKAaX BETUKOMACINTAOHUX 1HBECTHIIIMHUX MMPOEKTIB,
peaizaliis SKUX BUMarae 3HayHOTo yacy. Tak MeTo[| OIliHKH €(heKTUBHOCTI
1HBECTULIIITHOTO MPOEKTY Ha OCHOBI YUCTOI MPUBEICHOI BAPTOCTI J103BOJISIE€ IPUIHATH
yIpPaBIIHCHKE PIIlIEHHS MPO JOMUIBHICTD peasizallli MPOeKTY BUXOSIYH 3 MOPIBHIHHS
CyMH MailOyTHIX JUCKOHTOBAHMX JOXOIB 3 BUTpAaTaMu, HEOOXITHUMH TSl peastizamii
MPOEKTy (KamiTaJbHUMU BKJIAJCHHIMH) 3 ypaXyBaHHM (DaKTOpy Yacy.

VY AKOCT1 BUCHOBKY 3a3HaUMMO, 110 CTATUCTUYHI METOIM OI[IHKU HAWOLIbIII
paIrioHaIbHO 3aCTOCOBYBATH B TUX BUIIAIKAX, KOJIM BUTPATH 1 pe3yJIbTaTh
PIBHOMIPHO PO3IOAUICHI IO POoKax peanizallii IHBECTUIIHHUX MPOEKTIB 1 TEPMIH iX
OKYITHOCT1 OXOILTIOE€ HEBEIMKHM MPOMIXKOK Hacy - 10 TPhOX POKiB. B ycix iHIIUX
BUIIAJIKaX OI[IHIOBaHHS €()eKTUBHOCTI IHBECTHUIIIA MOKIIMBE JIUIIE 3 BUKOPUCTAHHAM
METO/11B, 3AaCHOBAaHUX Ha JINCKOHTYBAaHHI IPOILIOBUX MOTOKIB.

Danko Andrii, Natalia Shyriaieva

GUERRILLA MARKETING FOR HIGH-TECH START-UPS

Nowadays the big part of international investments are going to the start-ups.
Start-up is a venture that aims to provide on the market a unique product. Only small
percentage of start-ups are becoming successful, reaching new investors and settle
down in the market niche, especially in such competitive sphere as high tech
business. Most of them are not able to overcome the initial stages of growing as
making a working prototype or proof of the concept due to the budget constraints.
That is why the question of the effective marketing is becoming important for the
start-ups. To integrate an efficient marketing tool into the business takes significant
time and financial resources. An alternative for start-ups may be the low cost strategy
of guerrilla marketing. The objective of this thesis is to define guerrilla marketing and
its ability to be applied as the international
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marketing tool for the start-ups. The work of Hutter and Hoffmann is used as a
foundation for the theoretical study [1]. Other sources [2-7] are used to supplement
their views, in addition to theory on traditional marketing where theory on guerrilla
marketing is limited.

Based on the analysis and discussion, the following revised definition of guerrilla
marketing is proposed: Guerrilla marketing is an alternative, low-cost advertising
method that exclusively utilizes unpaid channels by creating an unconventional
campaign that causes an unexpected reaction, motivating recipients to distribute the
message. The precise definition should not be used as a strict set of requirements that
must be met, but rather as guidelines for where focus should be directed. The low
cost aspects force the start-up to consider alternative strategies differing from those of
traditional advertising. This may contribute to making a campaign unconventional.
This is important in order to elicit a reaction in recipients, which may motivate them
to further distribute the message. The media and influencers can also be encouraged
to distribute the message. These strategies eliminate the distribution costs of the
campaign.

The proposed definition challenges existing theory. A framework addressing how a
guerrilla campaign can be created does not exist in theory, and is therefore viewed as
a possible new contribution to theory.

Alona Smal, Master Degree, NTU “KhPI”, Kharkov 2017

Onboarding Program as a Useful Instrument to Improve Strategic Management
in Companies

Nowadays people often change their jobs. Employees try to find better
execution and compensation by moving from job to job during their career. A worker
replaces jobs every 2- 5 years (with an average spending of 3.5 years per one job)
while his or her career (Bureau of Labor Statistic, 2016).
Also, there are common problems in human resource management:
- Near 28% of organizations have well-directed recruitment process
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