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Abstract: considerations of the consumer about the preferred life that generate the needs for cultural and
recreational products (services). The need for a cultural and recreational product is not only a need for it, but
also a search for certain benefits. That's why marketing focuses not on marketing a product (service), but on
marketing the customer's benefits. It is shown that the activation of hidden and passive needs is part of the
necessary measures to enter any new product or service on the market. Conjugated with her difficulties can
affect the process of distribution of the novelty. For forecasting sales, key is also an assessment of the ability to
uncover hidden and passive needs.

Keywords: cultural and recreational services, need, communication, barriers, innovation, inversion.

UHBEPCHSI MAPKETHHTOBBIX CTPATEIHMM B KYJIbTYPHO-I10CYIOBOM
AEATEJBHOCTH
Boponaii B.A. (Poccuiickas ®Pexepanms)

Bopooaii Braoumup Anexcanoposuu — 00KmMop cOYUON02UYECKUX HAYK, OOYEH,
Kagedpa 3KoHOMUKU,
npogheccop,
Kagheopa cepsuca, mypusma u uHOYCmpuu 20CMenpuuMcmed,
JloHckoil eocydapcmeennbiti mexHuueckutl yHugepcumem, 2. Pocmos-na-/{ony

Annomayun: paccmMampueaiomcs npeocmagienus nompeoumensi 0 NPeONOYMUMENbHOU JICUSHU, KOMOopble
nopodicoarom nompebdHOCmuU 8 KYIbMYPHO-00CY208blx npodykmax (yciayeax). Ilompebnocms 6 KyabmypHo-
00¢cy2080M NPOOYKme - 9MO He MONbKO HYyHcOd 6 HeM, HO U NOUCK ONPedeleHHblXx 6bleod. Bom nouemy
MapxkemuHe QOKyCupyemcs. He HA MapKemunze npooykma (yciyeu), a HA MapKemumee 6bl200bl KIUEHMA.
Hoxkazano, umo akmueuzayusi CKPbIMbIX U HACCUGHBIX ROMPEOHOCMEN SIGNAeMCs YACMmbl0 He0OX0OUMbIX
Meponpusimuill CMYNJIeHUs. Ha PbIHOK 1100020 H08020 npodykma uau ycayeu. Conpsisicentvie ¢ Hell mpyoHoCmu
MO2ym ROGIUAMb HA NPOYECC PACAPOCIPAHEHUs. HOGUHKU. [IIsl NPOSHO3UPOSAHUSL NPOOANC KIIOUEBOU S6ISeMC s
MAKdICce OYeHKAa CNOCOOHOCMU PACKPLING CKPIMbLE U NACCUGHBLE NOMPEOHOCTU.

Knwuesvie cnosa: rynomypho-oocy2osvie yciyeu, nOmMpeOHOCHb, KOMMYHUKAyusi, Oapvepul, UHHOBAYUS,
ungepcusl.

One of the most promising areas of business development is socio-cultural activities. In other words,
activities to provide cultural and leisure activities and services. At the same time, "... in order to withstand a
market competition in a saturated market, the seller must know who his customers are, how often they buy and
how much they spend in doing so" [1]. The presentation of the consumer about the preferred life creates a need
for cultural and recreational products (services). But the needs stemming from the notion of a preferred life are
usually only abstract needs. They conjure up a general type of sought satisfaction. Needs are always
comparative, because, no matter what we require, the need is evaluated in comparison with displaced
alternatives. The need, in contrast to desire, takes into account the feasibility of the conceived. Neither needs nor
goals are supported if they can not be met and fulfilled. In addition, the need for a cultural-leisure product
(service) is not only a need for it, but also a search for certain benefits. That's why marketing focuses not on
product marketing (services), but on marketing benefits. The formation of an inversion approach to meet the
needs based on the consumer's benefits creates innovative prospects for business development, the establishment
of new corporate values that are broadcast to the external environment. In fact, in this way, the foundations of
the branding of the company are being formed. "The employer brand should clearly reflect the cultural facts of a
separate service organization. Solid, "right" companies have the courage not to homogenize their culture” [2].
Undoubtedly, the personnel of the service company should be aware and constantly feel the implicit nature of the
relationship both between employees inside the company, and in communications with partners, consumers in
the external environment. The qualitative nature of new marketing solutions in communications in the internal
and external environment creates additional competitive advantages for the service company.



The producer or provider of cultural and recreational services is rarely able to meet the needs completely.
Nevertheless, it seeks to meet consumer expectations or surpass them. "Thus, the vector of formation of the
image component of the service company is set, which can not but strengthen competitive positions in the
market, it allows ensuring customer loyalty"” [3]. Whenever serious expectations are not justified, frustration can
prevent re-purchase. On the other hand, favorable reactions, caused by full justification of expectations, can help
increase sales. Experiencing the need for an "X" means having a disposition to use, consume, or possess an "“X".
Having said that Jane wants to have "Mercedes", we are talking about her potential future of action, attributing to
her some predisposition. Although the existence of a need can be accompanied by a strong sense of necessity,
but usually it does not happen.

The need for a product (service) may be necessary, but not sufficient condition for its purchase. By itself, the
need is not yet an excuse for action. There must also be relevant opinions. When the need is "passive",
consumers are somewhat aware of the potential of the products, but, doubting its feasibility, refrain from
acquiring it.

Hidden needs. Consumers may not realize, do not feel the need for a product, but they could feel it if they
knew how it can improve their lives. In other words, the need for a product can be hidden. Consumers may not
notice, misinterpret or have no idea of what constitutes persecution and the achievement of certain goals or
needs. Advertising can give the product a new meaning and promote self-confidence of consumers, forcing them
to imagine the pleasure of owning, using or consuming the product (service). "Relying on the two-factor social
and psychological model, it's easy to make sure that the consumer always sees in the advertisement only what he
wants to see. The initial advertising information is mediated, as it were, by the socio-cultural experience of the
recipient, so the impact of advertising on economic behavior is not a direct one" [4].

ITosToMy mepen mosiBNeHHEM aKTHBHOIN MOTPEOHOCTH B MPOAYKTe (yCIyre) 4eJOBEeK CHayala 33 yMbIBAeTCs
0 ero MoTeHIMaje, BooOpakaeT ero. Tak, Mbl MOXEM 3HaThb O CYLIECTBOBaHMU MHpPOAYKTa (YCIyTH) U €ro
(l)yHKLII/ISIX, HO BCC XK€ HC 3HATh JOCTATOYHO O €ro BhII0Jax, lITO6I)I PEHINTHCA Ha MTOKYTIIKY.

Therefore, before the emergence of an active need for a product (service), a person first thinks about its
potential, imagines it. So, we can know about the existence of the product (service) and its functions, but still not
know enough about its benefits to decide on a purchase.

The latent need is activated, stimulating the perception of the commaodity offer as desirable. The latent need
for product X is more easily activated if the consumer already has a favorable attitude to the product category to
which X. The "Sony" advertising will be able to more easily activate the latent need for the company's new video
camera, since consumers identify it first as a "Sony" product , And secondly, as a product of Japanese
electronics. Such a classification plus the novelty of the product would undoubtedly help the product to be
recognized. This is largely facilitated by information technology. "Only thanks to the development of
information technologies, the company gets the status of modern and relevant, can participate in global
competitions and processes, have a unified data structure, channels of information distribution and is considered
by corporations as a strategic partner" [5].

Identifying hidden needs requires skill. If consumers currently buy the product (service), then its
consumption can be increased, providing its additional benefits. Perhaps, at first, consumers think simply about
using the product (service) for its intended purpose, without thinking about its special properties and related
benefits. And this could contribute to the formation of a synergetic component. "If we consider the organization
as an integral system that is subject to the influence of external and internal factors and changing under their
influence, it is possible to assume the existence of such a state of the system (company) at which the synergy
effect appears" [6].

For example, potato consumption may rise sharply after nutritionists say that the potato does not contain
"almost no fat, but it has many vitamins and minerals, which makes it a valuable source of food." Consumers,
perceiving the product or brand as the carrier of function X (for example, baking soda is added to the dough),
often do not have a clue about its fundamentally different functions (an open batch of baking soda placed in the
fridge perfectly absorbs smells).

Consumers are often viewed as a concentration of needs that act as a filter, selecting products for future
purchases. This ignores the fact that the consumer can be stimulated by the idea of the true possession,
consumption or use of the product and the need for it.

The need can not be created, but can only be activated, since the underlying motivational predisposition to
the preferred life already exists. The very reasoning can cause a need. Appealing to the imagination aims to
change perceptions. The appeal to rationality is designed to provide a justification for the solution. The problem
is to attract the attention of the consumer - after all, when the needs are hidden, he has no interest in the product.

This is easy if the product (service) is new, because the novelty evokes curiosity. Advertisers should take the
problem of attracting attention with particular gravity. If advertising does not speak about what consumers are
actively looking for, the latter are not located to contacts with such advertising. Very effective can be oral
communication: rave reviews of friends about the product or watching the product "in the business" can
significantly increase the potential of the product in our eyes. These actions speak of emotional competence in



the relationship with consumers. "Indeed, the opportunity to be flexible, be able to communicate with people,
motivate them to realize their potential to the fullest - this is all the result of a high level of emotional
intelligence of the leader, leader" [7].

Activating the need links benefits to the notion of a good life. Generally speaking, one can appeal to values
and not try to change them. It is possible to change the value judgment without touching it. The fact is that
judgments about values depend on the description of the situation. The situation can be described in such a way
as to "fit" it to the values. This is the essence of the change in perception.

Passive needs. Being activated, the latent need can become a passive need, since the future client, already
aware of the potential benefits of the product, nevertheless still refrains from buying. When the consumer has a
passive need, the purchase is impeded by uncertainty about future actions if the situation is confusing,
contradictory or simply unclear. In fact, the consumer says: "Although I want a product (service) XYZ, I'm not
going to buy it." Obstacles to buying can be:

1. The price that exceeds what the consumer is willing to pay - that is, the relative weight of the price is
higher than the weight of perceived benefits.

2. False opinions, since the evaluation of benefits can be based on erroneous information.

3. True opinions about the product (service) and its performance characteristics may interfere with the
purchase.

4. Doubt in statements about the product (service). Doubts can cause any statements, but especially in
situations of high buyer involvement. A lot of doubts can arise, for example - "revolutionary improvements” in
product functions, the quality of a multifunctional product, the improvement of some of the qualities of a product
(service), obtained not at the expense of deterioration of its other qualities and the firm's ability to be competent
in several product categories.

5. Social norms: consumers often act as if society is watching their purchases, even when the product
(service) is not obvious to society. So, sales of cosmetics for men are still hampered by doubts about their social
acceptability.

These barriers, perhaps, overcome, choosing the appropriate method of stimulating sales. Activation of
hidden and passive needs is part of the necessary measures (costs) for entering any new product or service on the
market. Conjugated with her difficulties can affect the process of diffusion (diffusion) of the novelty. For
forecasting sales, key is also an assessment of the ability to uncover hidden and passive needs. In any case, "... it
is necessary to understand what opportunities for development - non-obvious™" points of growth "- are already
available. It happens that the leaders carefully searched and found nothing. This is not surprising, because they
are inside the situation and inside the "system", so they can not look at everything from the side "[8].
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