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OcTaHHIli nepiog, N'ATOT TEXHONOMNYHOT PEBONIOLT, XapakKTepU3yETbCS LUMPOKUM 3aCTOCYBaHHAM LUTYYHOTO iH-
Tenekty (L) y BCix cekTopax eKOHOMIKM, CTBOPIOE HOBI BUKMKM Ta MOX/IMBOCTI /151 KOPUCTYBAYIB i PO3POOHUKIB
IT-npoaykTiB. JocnimkeHHA nokasytoTb, SK LI TpaHchopmye NoBesiHKY KOPUCTyBaYiB, 0CO6/IMBO B KOHTEKCTI IXHLOT
B3aemopii 3 LupoBrMM NpofykTamu Ta nocayramu. JocnimjkeHo 3MiHy B OYiKyBaHHSX i NOBeAiHLI KOpUCTyBauiB
LOA0 nmepcoHanisauii iIHTepdeiciB i KOHTEHTY, BPaxOBYylOUM X iHAMBILYa/IbHI YNOA0O6aHHA Ta iCTOPI0 B3aEMOLii.
Pesynbtarty L€l poboTi MatoTb Ha METI 3a6e3neunTy po3pobHukam IT-NpoayKTiB, aHaNiTUKaM Ta MeHemxepam no
NpoaykTy (NpofakT-MeHempKepam) LiHHI iHcaliT gns hopMyBaHHS CTpaTerii, sKi 403BONSATb MakcManbHO edek-
TUBHO pearyBaTty Ha 3MiHV Y NMOBEAiHLi CNOXMBaYiB y pamMKax HOBOI TEXHOJOMNYHOI PeBOMOLT, BUKOPUCTOBYHOUM
noteHujan LLI.

KnouoBi cnoBa: WTy4yHWiA IHTENEKT, N'ATa TEXHOMOrMNYHa peBosoLis, uudposisayis, Customer Development,
NOBEAiHKA CNOXWBAaYiB, IHHOBAL,ifHI MPOAYKTH.

The recent period of the fifth technological revolution, characterized by the widespread application of artificial
intelligence (Al) across all sectors of the economy, presents new challenges and opportunities for users and IT
product developers. Research demonstrates how Al transforms user behavior, particularly in the context of their
interactions with digital products and services. The study investigates changes in user expectations and behavior
regarding the personalization of interfaces and content, considering their individual preferences and interaction
history. The results of this work aim to provide IT product developers, analysts, and product managers with valuable
insights to form strategies that enable them to respond most effectively to changes in consumer behavior within the
framework of the new economic order, leveraging the potential of Al. The development of machine learning and
artificial intelligence (Al) is radically changing the landscape of IT products, prompting the transformation of user
behavior within the framework of the fifth technological paradigm. The objective of this work is to analyze how Al not
only enhances the personalization of user experience but also shapes new models of interaction between humans
and technologies. Specifically, it examines the impact on user behavior through the automation of services, improved
efficiency of interfaces, and changes in security patterns. The results of the analysis show that the integration of Al
contributes to increasing consumer trust and loyalty, stimulating the development of economic models based on this
technology. Integrating Al into the customer development process in the context of IT product user behavior systems
accelerates the iteration cycle. Al can quickly process vast amounts of feedback and operational data, allowing for
faster adjustments and enhancements of features based on user interactions. Research of scientific papers and
real business cases shows that by focusing on user needs and continuously iterating based on user feedback,
digital products can more effectively meet and exceed user expectations, thereby fostering greater engagement and
satisfaction. The recent period of the fifth technological revolution, characterized by the widespread application of
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artificial intelligence (Al) across all sectors of the economy, presents new challenges and opportunities for users and
IT product developers. Research demonstrates how Al transforms user behavior, particularly in the context of their
interactions with digital products and services. The study investigates changes in user expectations and behavior
regarding the personalization of interfaces and content, considering their individual preferences and interaction
history. The results of this work aim to provide IT product developers, analysts, and product managers with valuable
insights to form strategies that enable them to respond most effectively to changes in consumer behavior within the
framework of the new economic order, leveraging the potential of Al. The development of machine learning and
artificial intelligence (Al) is radically changing the landscape of IT products, prompting the transformation of user
behavior within the framework of the fifth technological paradigm. The objective of this work is to analyze how Al not
only enhances the personalization of user experience but also shapes new models of interaction between humans
and technologies. Specifically, it examines the impact on user behavior through the automation of services, improved
efficiency of interfaces, and changes in security patterns. The results of the analysis show that the integration of Al
contributes to increasing consumer trust and loyalty, stimulating the development of economic models based on this

technology.

Keywords: artificial intelligence, fifth technological revolution, digitalization, Customer Development, consumer

behavior, innovative products.

MocTaHoBKa Npo6seMu. PO3BUTOK TEXHO/O-
rifl MaLIMHHOIO HAaBYaHHSA Ta LUTYYHOrO iHTENEeKTY
(LW 3HayHO 3MmiHKOE naHawadT IT-NnpoaykTiB,
CNpUUMHAKYM  TpaHcdopMalilo  NOBeAiHKM
KOPUCTYBauiB B KOHTEKCTI M'ATOI TEXHO/OrIYHOI
pesosntouii. JaHa cTarta npuceBadeHa aHanisy
Toro, sk LUl nokpallye nepcoHasizauito Kopuc-
TyBalbKOro gocsigy, ¢hopmyroun HOBIi Mogersi
B3aEMOZIT MK JTIOANHOK Ta TexHonoriamu. Oco-
61vBa yBara npuainsaeTbCa BNAVBY Ha NOBEAIHKY
KOpucTyBauiB Yepes aBTomMartm3adito nocnyr, nig-
BULLEHHSA eDEKTUBHOCTI iHTepdeliciB Ta 3MiHW Y
narepHax 6esrneku.

AHani3 ocTaHHiX gocnigKeHb i nyonikawii.
OcTaHHiIli nepiog, N'ATOT TEXHO/ONYHOI PEBO/I0-
Uil XapakTepusyeTbCs LUMPOKMM 3acTOCyBaH-
HAM LI y BCiX cekTopax eKOHOMIKM, CTBOPHOOUN
HOBI BMK/IMKN Ta MOX/MBOCTI A/19 KOPUCTYBaYiB
i po3po6HuKiB IT-NpoaykTiB. BigoMmuii gocnigaHuk
Hik BocTpom y cBOiil kHM3i "Superintelligence:
Paths, Dangers, Strategies" akueHTye yBary Ha
NOTEHLIHNX pU3nNKax i MOXIMBOCTAX, SKi Npu-
HOCUTb BNpoBaKeHHsA LUI.

Epik BpiHinondccoH Ta EHapio Makadi
B po6oTti "The Second Machine Age: Work,
Progress, and Prosperity in a Time of Brilliant
Technologies" 06roBoplOOTb, SK TEXHOJOrIYHI
iHHOBaLi, 30kpema LI, BnAMBalOTb Ha EKOHO-
MiKy Ta 6i3HecC, NiAKPECoKUN iX posib Y TpaHc-
doopmalii noBeAiHKM KOPUCTyBaYiB Ta CTBOPEHHI
HOBWX Bi3HEC-MOAENEA.

Kain-®y Ni y cBoili kHM3i "Al Superpowers:
China, Silicon Valley, and the New World Order"
aHanisye rnobasibHuin Bnave LI Ha ekoHOMIKY Ta
CYCMiNIbCTBO, HAro/I0LYHUM Ha NOro 3HAYYLLOCTI
y hopMyBaHHi HOBMX €KOHOMIYHMX BiZAHOCUH i
CroXuBaLbKNX NPakTUK.

BepHapg Mapp y kHusi "Artificial Intelligence
in Practice: How 50 Successful Companies Used
Al and Machine Learning to Solve Problems"

HaBOAUTb MpPaKTUYHI NpUKNaAM BUKOPUCTAHHSA
LI B pi3HUX iHAYCTPISX, NiAKPECIOUN, K KOM-
naHii BUKOPUCTOBYHOTb LI TEXHOMOTIT ANA nokpa-
LLIEHHST KOPUCTYBALIbKOro A0CBiAYy Ta onTuMisauii
Gi3Hec-npouecis.

Tomac [eiBeHnopT Ta PoHHI KoxaBi y cTarTi
"The Industrialization of Analytics" gocnigxyoTsb,
K aHaniTuka gaHnx T1a LI ctaoTb HeBIA'€EMHOLO
YacTUHOW Gi3Hec-Npouecis, WO L03BOSE KOM-
naHiaM LWBNAKO ajanTyBaTuUcd A0 3MiH y nose-
AiHUj KOpUCTyBaYiB i PUHKOBUX YMOBaX.

Kapnorta Mepec y cBoili kHn3i "Technological
Revolutions and Financial Capital: The Dynamics
of Bubbles and Golden Ages" onucye nepioaun
MacCLUTaOHMX TEXHOMOTYHNX 3MiH, SKi opmy-
I0Tb €KOHOMIKY i CyCcnifibCTBO. BoHa nigkpecstoe,
O N'ATa TEXHO/OoriYHa peBosioUis, nigcuneHa
LUI, icTOoTHO 3MiHIOE NnaHALwadT B3aEMo/il Kopuc-
TyBauiB 3 TEXHO/OTISIMMN.

Lli pocnimkeHHA nigTBepOXyoTb, wo LW He
TINIbKM NOKpaLLye nNepcoHanisawito KopucTyBaL,b-
Koro goceigy, ane i hpopmye HOBI Mogeni B3a-
EMOAIT MiX MIIOANHOK Ta TEXHOMOriSMK, MiaBu-
LLLYIOUM ePEKTMBHICTb IHTEPPENCIB Ta 3MiHIOKYY
narepHu 6esneku.

BupineHHA HeBupilleHNX paHiwe 4YacTuH
3arasibHOI NpoGnemu. LocnigKeHHs nokasy-
I0Tb, WO iHTerpauia LI cnpusie 36iNblUEHHI0
[0BIpKU Ta NOSISIbHOCTI COXMBaAYiB, CTUMY/IHOHUN
PO3BUTOK EKOHOMIYHUX MOAesel, Lo 6a3yTbes
Ha gaHin TexHonorii. [MpoTe, 3anuwaKTbes
HEeBUPILLEHMW NMUTAHHA ETUYHUX Ta CoLiaibHUX
Hacnifakis BUKopucTaHHA LI, a Takox onTumisa-
Ui npoueciB nepcoHasizalii Ta 6e3neku.

dopmyntoBaHHSA Linen ctarTi (MoctaHOBKa
3aBfaHHsA). PO3BUTOK MalUMHHOIO HaBYaHHS
Ta WwTyyHoro iHtenekty (LWI) kapanHasiibHO 3Mi-
HIOE naHawadT IT-npoaykTiB, CNOHyKawun [0
TpaHcopmalii NnoBeaiHKN KOpUCTyBaYiB y pam-
Kax N'AToro TexXHOJI0r4HOro YCTpow. 3aBaH-
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HAM po60TKN € nNpoaHanidysatu, Ak LI He nuwe
nokpawlye nepcoHaslizalito  KOpUCTyBaLbKoro
poceigy [1], a 1 hopmye HOBI Mogeni B3aEMO-
AiT MDK NIoguHOK Ta TexHosnoriamu. 3okpema,
AOCNIAXYETLCA BIN/IMB HA MOBELIHKY KOPUCTYBa-
yiB yepes aBToOMaTu3aLito NOcaAyr, MigBULLLEHHS
epeKTUBHOCTI iHTepdheliciB i 3MiHM Yy naTepHax
6e3nekn. Pesynbratn aHanisy nokasywTb, L0
iHTerpauisa LI cnpusae 36i/blWIEHHI0O OOBipU Ta
NOSANIBHOCTI CMOXMBAYiB, CTUMY/THOH4YM PO3BUTOK
€KOHOMIYHMX MoAenei, siki 6asyroTbCsa Ha AaHii
TEeXHONOril.

Buknag OCHOBHOro mMartepiany pocni-
D)KeHHA. ['dta TexHonoriyHa peBosoLid, Lo
XapakTepusyeTbCAa BMNPOBaAXEHHAM  HOBITHIX
TEXHO/OrIN, AK IHTepHeT peyen, LWTYYHUI iHTe-
NeKT, 6N10KYeiH, Ta BenvKi AaHi, KapavHasibHO
3MIHIOE PUHKOBE CepefioByLLe Ta CMoXMBaLbKIi
ouikyBaHHA. HaykoBeub Kapnort lNMepec onvcas
TEeXHO/MOrIYHI yknaau[6], Sk nepiogn maclutabHuX
TEXHOJONYHMX 3MiH, SKi QOPMYOTb EKOHOMIKY i
cycninectBo. Epa umdppoBoi TpaHchopmad,i,
nigcuneHa WTYYHUM IHTE/IEKTOM, ICTOTHO 3Mi-
HUMa naHgwadgT B3aeMOo/il KOpUCTyBadiB 3 Tex-
HonorisiMn [5]. IHTerpauiss MeToaonorii po3BUTKY
knieHTiB (Customer Development) y Ut TpaHc-
hopmadiito Hagae cTpareriyHuii nigxig, SKuia nig-
Kpec/iloe po3yMiHHS Ta pearyBaHHs Ha notpeou
KopucTyBauis 6e3nocepefHbo, TUM camuM nig-
BULLLYHOUM X 3a/lydyeHiCTb Ta 3a[0BOJIEHHS.
3a A0NoMOror LIET MeToaono0rii, MOXHa sIKiCHO
npoaHaslizyBaTn cCMCTEMY NOBELiIHKN KOPUCTYBa-
4iB I3 NPOAYKTaMMN Ha OCHOBI LLUTYYHOTO IHTENEKTY,
Wo6 gocnignTtu, Sk Le TpaHcopmye npodecii,
nigaxoamn Ao poboTu i TakoX BUKOpUCTaHHSA LU, K
IHCTPYMEHTY NPOAYKTUBHOCTI Y NMOBCAKAEHHOMY
XnTTi. BignosigHo, nosiea WI y n'aTomy TexHo-
NOTIYHOMY YCTPOT 3HAYHO NPULLBUALLYE 3MIHU Y
6i3Heci Ta BUBOAMTbL O6MiH i 06p0O6KyY iH(hopMma-
Uil Ha HOBWIN piBEHb.

MeTtogonoria po3BuTKy KnieHTiB (Customer
Development), 3anponoHosaHa CrtiBom BbnaH-
KOM, BK/tOYaE PO3YMiHHA mpobnem Ta notpeb
KNIEHTIB Yy AeTa/IbHOMY Ta iTepaTtMBHOMY Mpo-
yeci. 3nuTTa L€l MeTodonorii 3 TeXHONoriasMu
LI Mmoxke npm3BecTr 0 CTBOPEHHS BislbLU OPIEH-
TOBaHMX Ha KopucTyBaya UMgpoBuX NpoayKTIB.
[Nns Kpaworo po3ymiHHA, Ui nepesarn 3rpyno-
BaHi y ABa etanu:

Mepwnii etan. Po3ymiHHS NnoTpeb KopucTysBa-
yiB. BMBYEHHA KOPUCTYBaLbKOro JOCBIAY, BK/IO-
yae igeHTudcpikauito noTped i NoBeAiHKM Kopuc-
TyBauiB 4yepe3 B3aeMOfil Ta 3BOPOTHIil 3B'A30K.
LWl moxe nigcnnut uein npouec, aHaniyuu
AaHi KopucTyBadiB Yy MacwTabi, BUABIAKOUN
MoZeni Ta iHcanTh, ki MOXYTb HanpaBNATH po3-

POO6KY 6iNnbLl epEKTUBHUX Ta NePCOHaNi30BaHNX
iHTepdieiiciB kKopMcTyBadiB.

Opyrvii etan. Banigauis Ta TecTyBaHHA 3
WI. Ha etani Banigauil KNiEHTIB iHCTPYMEHTH
LI MOXyTb 6YyTV BMKOPUCTaHI A/19 TECTyBaHHA
rinotes LLOAO NOBEAiHKM Ta nepesar KopucTysa-
yiB. 3acTocyBaHHsA aHaniTUKu, keposaHoi LI, Ta
IHCTPyMeHTIB A/B-TecTyBaHHS [03BOJISIE KOMMNa-
HIAM LUBWAKO MPOTOTUMYBATU Ta YAOCKOHaUIIO-
BaTu (OYHKLiT Ha OCHOBI 3BOPOTHOIO 3B'SI3KY Bif,
KOpMCTyBa4iB y peasibHOMYy 4aci, TUM caMuMm
3HWXKYOUM PU3MKN Ta MNigBULLYIOUN edeKTUB-
HICTb HOBUX QOYHKLLIA MPOAYKTY.

JocnigpkeHHA 3 BiJOMMX YCTaHOB BUOKPeEM-
NIOKTh 3HauyLWwi TpeHan y ccpepi WI, aki sBnauv-
BalOTb Ha MOBeAiHKY KopucTyBadis. Hanpuknag,
pocnigxeHHa B Virginia Tech ta lNapsapacbkomy
yHiBepcuTeTi BuBYauM, Ak LI iHTepnpetye Ta
nepepbavae NOACLKI NOBEAIHKU, MPOMOHYYN
pyXx y GiK 6iNlbL iHTYITUBHUX UNPpoBUX cepen-
osuw, (VT Online MIT) (Harvard SEAS). binbLue
Toro, po6ota npocpecopis 3 MIT Ta CTeHdopaa
BUCBITNOE ponb LWI y nepcoHaniszaujii Kopucty-
BallbK1X AOCBIAiB Ta aganTauil LMgpoBux iHTep-
theiiciB oo notpeb kopuctysauie (MIT Initiative
on the Digital Economy) (Stanford Online).
BapTo po3rnaHyTu Taki npuknagu cgep 3acto-
cyBaHHs LLI[4]:

Po3ymHi gomatuHi npucTtpoi. BukopucTtosy-
toun LI gna aHanisy gaHux B3aEMOSin KOPUCTY-
BauiB, KOMMaHii MOXyTb 6e3nepepBHO YA0CKO-
HauT1loBaTu Ta NepcoHaslisyBaTn KOPUCTYBaLbKNi
Jocsif. Hanpuknag, po3ymHi TepmocTtaty agan-
TYHOTbCA [0 MepeBar KOpWUCTyBadyiB 3 4acoMm,
BMBYalOUN KOPUTyBaHHA KOPUCTYBaYiB [/151 aBTo-
MaTUYHOrO CTBOPEHHS GiNlblL KOMAOPTHUX XKNT-
JIOBUX YMOB.

LIy cchepi 0XOpOHM 340p0OB'A. Y rasy3i 0xo-
poHn 3p0pos'a LI B noefHaHHi 3 MeTOA4O0/0-
rAMU PO3BUTKY KNIEHTIB [03BOMSAE HagasaTu
6iNbl LWBWAKY Ta MepcoHaslizoBaHy MefuyHy
goriomory. IHcTpymeHTu, Taki gk Watson Big
IBM, He Tinbkn aHanisyloTb MeAWYHi daHi, ane
i 6e3nepepBHO BYaATLCA HA 3BOPOTHOMY 3B'A3KY
Bif, NauieHTIB A1 NOKPaLLEHHA AiarHOCTUYHUX
IHCTPYMEHTIB Ta NNaHiB liKyBaHHS.

Wl y cuctemax ynpaBniHHA BigHOCMHaMK 3
knieHtamn. Cuctemmn CRM, Taki ik Salesforce,
iHTerpytoTb LI He Tinbku ans aBToMartmsauii
B3aeMogiin, ane I ANns iTepaTUBHOIO YAOCKO-
Ha/leHHs 3a [J0MOMOrol 3BOPOTHOIO 3B'A3KY
Bif, KMieHTIB. HaByarouncb Ha TOMYy, fKi CcTpa-
Terii MakcMMasibHO NiABULLYIOTE 3a0BOJIEHHSA
KNIEHTIB, Li cUCTEMMX CTalTb eqIeKTUBHILLNMN
y TMpOrHosyBaHHi Ta 3a[0BOJIEHHI NOTPeb6
KNieHTIB.
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MokpauweHa iTepauis IT-npoayktie 3 LI
IHTerpauia LWl B npouec poO3BUTKY KIIEHTIB
B KOHTEKCTi cuctemMa MOBEAIHKA KopucTyBa-
4iB IT-NPOAYKTIB NPUCKOPKOE LMKN iTepaii.
LI moxe wBMAKO 06pOo6nATN BENMYE3HI 06CATH
3BOPOTHOrO 3B'A3KY Ta OMNepaTtuBHUX [JaHuX,
[03BO/ISIHOYUM 3AJACHIOBATY LWBUALLI KOPUTYyBaHHS
Ta YAOCKOHasIeHHSA (DYHKLIA Ha OCHOBI B3aEMO-
[l KopncTyBauiB.

JocnimkeHHA HayKoBMX npaub i peasibHuX
Gi3Hec-KeliciB MoKasyoTb, WO 30CepeamBLUNCh
Ha notpebax KopucTyBadiB Ta 6e3nepepBHO
iTEpyloUM Ha OCHOBI 3BOPOTHOIO 3B'SI3KY Bif
KopucTyBauiB, UMdpOoBIi NPOAYKTU MOXYTb edoek-
TVBHIiLLE 3a[l0BOSIbHATY Ta NepesBuLLlyBaTy Oui-
KyBaHHS KOpPUCTyBayiB, TMM CaMuUM CMpUsaYn
6iNbLUIA 3a/1y4EeHOCTi Ta 3a40BOMEHHIO.

OCHOBHI acnekTu BK1HOYaKTb[2]:

— [MepcoHanizauis: AnroputmMu, KepoBaHi
W1, 3gatHi HagaBaTM NepcoHasli30BaHUA KOH-
TEHT, peKkoMeHgauii Ta nocnyrn Ha HebayeHomy
noci Mmacwrtabi. IHCTpyMeHTH, po3po6/eHi KoM-
naHieto Salesforce ana cuctem CRM, Bukopuc-
ToBytoTb LI ansa aganTauii B3aEmMofiii Ha OCHOBI
NnoBeAiHKM Ta nepeBar KOpPUCTyBadyiB, 3HA4YHO
nokpawlytoun 3a/lyd4eHiCTb Ta 3a[0BOJIEHICTb
KopucTyBsauis (ie edu).

— MogenioBaHHA nepefodavyBaHoi nose-
AiHkn: 3partHictb W nepepbayatv nosegiHKy

KOpuUCTyBauiB PEBO/IOLLIOHI3yBa/ia MapKeTUHT Ta
An3aiiH npoaykTie. KomnaHii 3apas 3aatHi nepea-
6avyatnnoTpeby KOpUCTyBayiB TaKOPUryBaTm CBOI
cTparerii BiAMNOBIAHO, TUM CamMuM CTBOPHOKOYN
6inbLL pearytodi Ta OPIEHTOBAHI Ha KopUCTyBayva
NPOAYKTM.

— ETwnuHi Ta couianbHi Hacnigkn [3]: 3i
3pocTatoyoto iHTerpadieto LIy woneHHi ynd-
POBi B3aeMOfji, €TUYHI po3rnsaamM cTalTb Bce
GiNblW BaxXAMBUMWU. [OCMNIMKEHHA MNOKa3yHTh,
Lo 6e3 HanexHoro perynoBaHHa LI moxe nig-
TpuMyBaTh ynepeskeHHs abo nopyllysatu
npasa Ha NPUBAaTHICTb, WO BMMAarae NnocTiiHOro
KOHTPO/I0 Ta aganTuBHOro ynpasniHHsa (Harvard
SEAS) (MIT Media Lab)

BucHoBku. TligcymoByUN, BB TEXHO-
NOTi WTYYHOrO IHTENEKTY Ha NOBEAiHKY Kopuc-
TyBa4yiB € 3HAYHUM | CYTTEBO 3MIHIOE CUCTEMY
NnoBeAiHKA KopucTyBadiB y IT-npoaykTax, LWo Yy
CBOI0 Yepry BM/iMBaE 3arajloM Ha PO3BUTOK IHHO-
BaLjiil y pamMmkax n'aToro TEXHONOTNYHOTO yKnaay.
LUlo y cBow uyepry 3aknagae oyHAaMeHT O
nepexoay y HOBWUI TeXHOMOriYHWIA yknad. OCHo-
BHi pekomeHgauii Ans KomnaHii Ha OCHOBI OTpU-
MaHMX OaHuX 3abe3nedyroTb cTpaTterivyHi HacTa-
HOBW A1 BUKOpPUCTaHHA meTtogonorii Customer
Development i3 LI, Ak iHCTpyMeHTa A5 AOCAr-
HEHHA CTas1I0ro YCrixy Ha LWBWAKO 3MiHIOBaHMUX
PUHKaX.
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