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Pesome — ocnosnoil yenvio 0anHot HayuHoU pabomsl A6158emcs paccmon-
peHnue mozo, K020a 0emMapKemuHe 8axdcet 8 Hauel N08CeOHeBHOU HCU3HU. B oan-
HOU pabome 51 NOOPOOHO PACCKA3AN, KAK lUsiem 0eMapKemuHe Ha nogeoerue no-
Kynameieu u npooasyos.

Resume — the main purpose of this scientific work is to consider when de-
marketing is important in our daily life. In this paper, | described in detail how
demarketing affects the behavior of buyers and sellers.

Introduction. Marketing is defined as the process of creating, communi-
cating, delivering, and exchanging offerings that have value for customers, cli-
ents, partners and society at large. However, not all offerings have positive value
and, as a result, the concept of demarketing was developed. Demarketing, also
known as negative marketing, is the act of reducing demand for a product or ser-
vice. This paper aims to explore the concept of demarketing in detail.

The main part. What Is Demarketing? Demarketing is the process of inten-
tionally reducing the demand for a product or service for the benefit of society, or
the economy. There are several reasons why organizations may engage in demar-
keting, including protecting natural resources, preventing consumer overuse, or
reducing the demand for products that are socially undesirable.

Types of Demarketing: There are two types of demarketing - voluntary de-
marketing and involuntary demarketing. VVoluntary demarketing is when a com-
pany decides to reduce the demand for its own product or service. For example, a
car manufacturer may decide to reduce the demand for an SUV in favour of a
hybrid vehicle due to environmental concerns. Alternatively, a company may use
demarketing to avoid overtaxing its resources. An airline, for example, may use
demarketing to discourage customers from booking certain flights during peak
times. Involuntary demarketing, on the other hand, is when external factors force
a company to reduce demand for its products. For example, a food manufacturer
may be required to reduce the salt content in its products to improve health out-
comes, which would reduce demand. Similarly, governments can use demarketing
to reduce demand for products or services that are harmful to society, such as
tobacco products.

Benefits of Demarketing. Promoting sustainability: demarketing can help
promote sustainability in various industries by encouraging companies to focus
on environmentally friendly products and services.

Promoting social responsibility: demarketing can help promote social re-
sponsibility by reducing the demand for harmful products and services.

Resource conservation: demarketing can help conserve natural resources by
reducing demand for resources that are overtaxed.

136



Reduction of negative externalities: demarketing can reduce negative exter-
nalities arising out of certain products or services.

Challenges of Demarketing:

Perception of organizations: demarketing can be perceived as organizations'
self-interest against customer needs.

Reduction in product's value: reducing demand for products and services can
also lead to a loss of market share and a reduction in the value of the product.

Implementation: implementation of demarketing can be difficult since it re-
quires resources, such as marketing research, to target specific segments who im-
pact the market negatively.

Conclusion. In conclusion, demarketing is a concept that has potential ben-
efits for society, the economy, and the environment. However, given its chal-
lenges, a balance between proactive marketing and demarketing is necessary for
deferral of its negative consequences. Organizations have to hold themselves ac-
countable for their actions and become responsible in their marketing strategy
formulation. It is essential that companies practice ethical marketing, which con-
siders the interests of their consumers, stakeholders and the society as a whole.
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VJIK 33
THE ROLE OF PRODUCT DESIGN IN THE FORMATION AND
DEVELOPMENT OF A BRAND

A. A. Heanosuu, cmyoeum epynnot 10508122 ©MMII BHTY,
HayuHulll pykosooumeib — cmapuiutl npenooasamens H. Il. Bynanoea

Pesome — 6 smoti cmamve paccmampueaemcs pons ouzatina NpooyKma 8
Gdopmuposanuu bpenda. Ouensv 8axrcHvl maKue XapaKxmepucmuKku, KaxK GHeuHull
6140, 6HYMPEHHAS 4aCnlb uzoenus U, KOHEYHO J#ce, mexHuuecKkoe UCnojHeHue. A
be3 maxkux xapakmepucmux npodykm He CMooicem no-HacmoAawemy paseueanibCs
u npoyeemameo, a KOHKypeHWZOCI’IOC05HOCWlb cmanem Hualice.

Resume — this paper deals with the role of product design in the formation
of a brand. Characteristics such as the appearance, the inside of the product, and
of course the technical performance are very important. And without such char-
acteristics, the product will not be able to truly develop and flourish, as well as
competitiveness would become lower.

Introduction. The level of sales of the company depends on certain factors,
such as product design and packaging. In order to maintain a high competitiveness
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