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In the face of growing competition in the home
appliances and electronics market, omnichannel
marketing is becoming a key tool for attracting and
retaining customers. Artificial intelligence, influencer
marketing, and augmented reality can increase business
efficiency, improve customer experience, and strengthen
the competitive position of the Foxtrot brand. The article
aims to analyze and substantiate the effectiveness of
modern digital omnichannel marketing tools for
promoting the Foxtrot brand. The study aims to identify
optimal strategies for using influencer marketing,
artificial intelligence, and augmented reality to increase
brand awareness, improve customer experience, and
optimize business processes. The article explores
measures to strengthen the Foxtrot brand’s omnichannel
marketing through modern digital tools. The author
analyzes the impact of artificial intelligence (Al),
augmented reality (AR), and influencer marketing on
increasing the effectiveness of brand promotion,
improving  customer experience, and optimizing
operations. The author considers the prospects for long-
term cooperation with influencers, which will increase
brand awareness, expand the audience, and compete
with Comfy, which actively involves opinion leaders in its
marketing campaigns. It is proposed that a product
exchange program for reviews be introduced and a focus
on regional bloggers to strengthen positions in local
markets. Particular attention is paid to using artificial
intelligence to forecast demand, personalize content and
price offers, and optimize logistics processes. The
authors propose analyzing historical sales data, using
machine learning algorithms to identify seasonal trends,
automated generation of dynamic discounts, and
improving supply chain management to reduce costs and
delivery times. Integrating augmented reality is an
innovative approach to increase brand trust and reduce
product returns. It is proposed to develop, a mobile

application with AR functionality that allows customers
to virtually evaluate products in their space before
purchasing. It is also recommended to launch advertising
campaigns with demonstration videos of the benefits of
AR to popularize the technology among users. It is
concluded that the integrated integration of influencer
marketing, artificial intelligence, and augmented reality
will help strengthen the Foxtrot brand’s market position,
increase customer loyalty, and increase the efficiency of
omnichannel sales.

Keywords: omnichannel marketing, Foxtrot brand,
marketing strategy, digital tools, influencer marketing,
artificial intelligence, augmented reality, content
personalization, retail business.

Introduction. Today's marketing landscape
changes due to digital technologies, increased
competition, and changing consumer behavior.
Omnichannel marketing has become a key strategy
for brands that want to deliver a continuous and
personalized customer experience. Modern tools
such as artificial intelligence, CRM systems,
personalized advertising, chatbots, and integrated
analytics platforms allow companies to manage
communication at different stages of customer
interaction effectively. However, despite the
obvious advantages, many companies face
difficulties in implementing omnichannel strategies.
Challenges include creating different channels,
optimizing marketing budgets, analyzing data, and
adapting to rapid changes in consumer preferences.
Therefore, the study of modern omnichannel
marketing tools is extremely relevant, as it does not
allow for effective approaches to brand promotion
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and improved interaction with the target audience.
Studying this topic allows us to identify key
challenges and find effective ways to overcome
them, which will contribute to the successful
promotion of brands and increase the
competitiveness of companies in today's market.

The article aims to analyze and substantiate
the effectiveness of modern digital omnichannel
marketing tools for promoting the Foxtrot brand.

Analysis of research and publications. The
contribution of scientists to solving the problem of
omnichannel marketing and effective brand
promotion is significant and diverse. Among the
foreign scientists who have studied the use of tools
in omnichannel marketing are F. Kotler, G.
Katarjay, Y. Setiawan [1], who provide a deep
understanding of the principles and strategies
underlying the omnichannel approach, emphasizing
the importance of integration and coherence of
various communication channels for effective brand
promotion in the modern digital environment. D.
Schultz [2] studied the issue of harmonious
connection of traditional and digital communication
channels, which ensures more effective brand
management, I. Gasparin and L. Slongo [3] defined
omnichannel marketing as a consumer-oriented
strategy. Thus, these scientists' research helped
form modern approaches to omnichannel
marketing,  including  integrating  various
communication channels, digital technologies, and
strategic brand management to ensure its effective
promotion.

Among the domestic authors in developing
theoretical issues of omnichannel marketing are L.
Hrynevych, D. Smotrova [4]. O.

Korotun, S. Zbyryt and A. Martyniuk [5], V.
Vyshnivskyi, V. Kachmala, S. Petrovska [6] studied
the issue of creating effective interaction between
the brand and the consumer through omnichannel
marketing and its impact on increasing customer
loyalty. The issue of introducing omnichannel
technologies to improve customer interaction,
identifying the benefits and risks of this approach,
as well as the key elements of omnichannel
strategies, integration of offline and online channels
to provide a personalized customer experience were
studied by V. Hnoievyi, T. Buhaichuk, V.
Yaremenko [7], O. Semenda [8], O. Kubashevskyi
[9].

Omnichannel marketing not only improves
communication between the brand and the
consumer but also significantly increases the
competitiveness of companies. Scientific studies
emphasize the importance of an integrated approach
to marketing communications, which effectively

manages customer interaction and maintains
customer loyalty. Practical research shows that
companies implementing omnichannel strategies
achieve better customer retention, sales growth, and
effective brand promotion.

Despite many studies in omnichannel
marketing, questions remain about the best ways to
integrate modern tools and personalize customer
interaction.

Summary of the main material. The main
problems associated with omnichannel marketing
are ensuring comprehensive management of free
means of customer interaction and adaptation to
modern digital trends. One of the key difficulties is
the fragmentation of data and the lack of a single
platform for processing it. When a company often
uses separate tools for different channels, it is
difficult to analyze the effectiveness of
communication and personalize it. An additional
challenge is the integration of online and offline
channels, as the planned operation of physical
stores, web platforms, mobile applications, and
social networks requires deep technical
customization and powerful analytics.

Another aspect is the need to quickly adapt to
changes in consumer behavior, which expects
personalized experiences, fast service, and
convenient access to the brand through various
channels. Artificial intelligence and machine
learning technologies can help in this process, but
their implementation requires significant resources.
Without it, optimizing marketing spend is critical,
as efficient budget allocation across all resources
requires accurate planning and ROI analysis.

Equally important is the issue of data security
and confidentiality, as the increase in the amount of
personal information used in marketing campaigns
obliges the company to comply with regulatory
standards and ensure a high level of consumer data
protection.

Businesses are focused on identifying and
meeting customer needs. One of the main conditions
for successful market operation is creating and
maintaining competitive advantages. The brand
plays a key role in shaping these advantages by
determining how consumers perceive the product.
Although the production of goods takes place
directly at the enterprise, they acquire the status of
brands only after the influence of psychological and
hidden factors that consolidate them in the minds of
consumers [10].

We will study the use of modern omnichannel
marketing tools for effective brand promotion in the
example of the Foxtrot chain of stores.
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“Foxtrot” 1is implementing omnichannel
marketing, combining physical and online channels.
This strategy is key to the company's success, as it
has combined the popularity of offline stores, where
customers have been choosing home appliances for
many years, with the active development of online
sales through the foxtrot.ua website.

The Foxtrot brand needs to look modern and be
relevant, visible, and useful to its customers. The
Internet provides powerful tools that allow you to
reach out to consumers, communicate with them,
and discover their needs and expectations when
purchasing. For a company, an omnichannel
approach is not just a trend but a necessity to
improve customer experience and increase business
profitability [11].

Before the reforms were implemented, the
Foxtrot brand was overly conservative and evoked
associations of calm and boredom among
consumers. In late 2018, a study was conducted to
assess the brand's perception by the Ukrainian
audience. The study involved three focus groups
covering age groups: 18-23,25-35, and 45 years and
older. Communication with customers of
competitive chains was also organized. The results
showed that the study participants agreed that the
Foxtrot brand is losing its relevance. The online
store was also criticized, in particular its structure,
search, rubrication, and mobile version, which was
recognized as unoptimized [12].

Before the rebranding, the chain used a
traditional marketing and sales approach, including
physical stores, loyalty programs, advertising
campaigns, formal communications, and online
sales, which were still in the minority. After the
reforms were implemented, the omnichannel
approach became the company's main strategy. The
update's main goal was to familiarize customers
with innovations and organize products into
categories according to their purpose. The company
created thematic zones: gaming, IT products, home
care, beauty, and home appliances showrooms.
Omni-shelves were introduced - interactive points
for ordering goods from the website if unavailable
in the store.

The changes also affected the website: the
design was updated, the functionality of the
personal account was improved, a smart search was

added, and a neural network, a sales page, and
discounted products were introduced.
Communications focused on emotional interaction
with customers, using slang and first names, which
made the brand closer to the audience. At the same
time, the official communication style was
maintained in stores and service centers.

The chain has achieved significant success in
several key areas, such as introducing innovative
solutions, aligning brand values with the target
audience's expectations, large-scale rebranding,
comprehensive  transformation of  business
processes, and active development of online
communications. These achievements have become
the basis for increasing competitiveness and
building a loyal audience, which has provided the
company with high results [13].

For a more detailed analysis of the results of
Foxtrot's marketing activities, we evaluated key
indicators that reflect the effectiveness of the
implemented measures. Table 1 presents the main
aspects of this analysis, allowing us to assess the
company's achievements and identify strengths and
possible areas for improvement.

The Foxtrot brand demonstrates stable growth
in key indicators. Website traffic grew from 7
million visitors per month in 2022 to the projected
10 million in 2024, which confirms the formation of
an effective marketing strategy. Online sales
increased from 20% to 30%, demonstrating the
importance of digital channels. The loyalty program
is actively developing: the annual increase in
participants exceeds 1 million, and the share of
purchases with a bonus card reaches 80%. Social
networks have become a powerful tool for customer
interaction, and new content formats support this
dynamic. Pickup points remain the most popular
delivery method (65%), while the share of courier
delivery is declining. Introducing services such as
"home loans," digital checks, and appliance
exchange programs demonstrates adaptation to the
market. Although the company responds effectively
to changes, attention should be paid to the
perfection of courier delivery [11; 14].

Foxtrot is actively implementing omnichannel
tools, combining online and offline channels to
improve customer interaction and drive sales
growth (Table 2).
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Table 1

Evaluation of marketing activities of Foxtrot chain stores for the period 2022-2024

Indicators 2022 2023 2024
Website t'r:'afﬁc (average 7 million 8,5 million 10 million
number of visitors/month)
Traffic sources (main . . . . Organic, paid, social ACtlYC advertising throt{gh
Organic, paid, social media . social networks and paid
channels) media
channels
Online sales (growth) 20% (growth in online sales) 25% Expected to grow by 30%
Increase in participants by 1 Increase in members by Even greater growth is
Loyalty program million 1,4 million expected in 2024
Share of purchases made using 729 75% 80%

a bonus card

Increase the reach in digital
channels

15% of subscribers on social
networks

25% of subscribers on
social networks

Further growth is expected

Activity in social networks

Likes and comments, mostly
through advertising and
promotions

Activity increased
through content
marketing and
influencers

Increased interaction in social
networks, introduction of new
formats

Courier delivery - 10%, points of

Courier delivery - 9%,

Courier delivery - 8%, points

Delivery methods delivery - 60% points 06f4 (g/eo:hvery - of delivery - 65%
New services Launch of "Credit at Home" Introduction of digital Expanding old equipment
checks exchange programs

Table 2

Use of omnichannel marketing tools in the Foxtrot retail chain

Tool

Application

Function

Integration of online and offline
stores

Offline and online stores, website

Ensure a seamless transition between channels,
increase customer convenience

Online sales and customer

Increase the availability of services and stimulate

advertising

Mobile platforms interaction mobile traffic
CRM systems Ylber, Telegrarp, email, Promote rqpeaF purclhases, improve
implemented in 2022 communication with customers
. . Viber and Telegram chatbots Convenience and accessibility for customers,
Chatbots and online services . AR
launched in 2022 optimization of customer support
SEO optimization and contextual Website. Increase traffic and brand awareness

Social networks starting in 2021

TikTok, Instagram, YouTube,

Engage new audiences, increase engagement, and
reach

Loyalty program

Offline and online stores

Customer retention, stimulating repeat purchases

Customer call center
channels

Used for all communication

Ensuring quality customer service

Online payments

Implemented through the website,
chatbots, and mobile app

Convenience of payment, increased customer
confidence

Modern tools have significantly improved the
effectiveness of Foxtrot's marketing activities, as
rebranding measures helped to update the corporate
style, identity, and design of outlets, improve the
image, and increase loyalty, which made the brand
closer to consumers. An important contribution to
improving the results was the introduction of digital
technologies: modernization of the online platform
foxtrot.ua, optimization of the mobile version,
launch of chatbots for customer support, and an
emphasis on omnichannel sales and strengthening
of digital communication. The update of the brand

character, 3D Fox Foxy, brought more dynamics to
customer interaction. Initially presented as a
"muzzle", the character received a full-fledged
image during the 2020 lockdown, emphasizing the
network's adaptability to change and its focus on a
modern audience.

The effectiveness of the implemented
marketing tools is confirmed by changes in key
indicators in Fig., which shows the changes in
indicators after introducing new tools in the
company's marketing strategy.
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Fig. Changes in indicators after using modern tools on the effectiveness of Foxtrot's marketing activities

Foxtrot has significantly improved its key
marketing performance indicators in recent years,
resulting from successfully implementing its
omnichannel strategy. Online sales grew by 20-
30%, which confirms the effectiveness of the
integration of online and offline stores, as well as
the active use of mobile platforms for the
convenience of customers. This made the products
more accessible to a wider audience, contributing to
sales growth through digital channels. The 100%
increase in website traffic (from 5.5 to 10 million
visits) is evidence of successful SEO optimization,
effective contextual advertising, and improved
website interface. This indicates a successful digital
channel strategy for attracting new customers [15].

Using a CRM system, chatbots for
personalized offers, and active interaction via
messengers such as Viber and Telegram contribute
to effective customer communication. The 7%
increase in the share of repeat purchases can be
attributed to omnichannel tools, such as online
promotions, bonus programs, and email marketing,
which motivate customers to make regular
purchases and increase their loyalty [16-18].
Improving customer service through chatbots,
online ordering and delivery services, and efficient
customer call center operations helps maintain
customer trust and satisfaction. The growth of
activity on platforms such as TikTok and YouTube,
including more than 15 thousand memes and videos,
demonstrates the success of viral videos,
collaboration with influencers, and social media
campaigns, which help to build a positive brand
image. The 270% increase in turnover is a clear
confirmation of the success of the chain's
omnichannel strategy, which effectively combined

online and offline sales, resulting in a significant
increase in sales.

In general, Foxtrot's omnichannel strategy has
proven effective, providing sales growth, improved
customer experience, and a significant increase in
turnover, which is confirmed by the positive
dynamics of key indicators. Considering these
results after introducing modern omnichannel
marketing tools, we can conclude that innovations
significantly impact the efficiency of the company's
marketing activities. Integrating the latest
technologies and innovative strategies can
significantly improve the effectiveness of marketing
campaigns, contributing to revenue growth and
strengthening the brand presence in the market.
Further improvement of Foxtrot's marketing
strategy is impossible without using modern tools,
ensuring its competitiveness and sustainable
development in the future.

Modern tools, such as influencer marketing,
artificial intelligence, and augmented reality, have
become important components of brand strategies
in the retail business. Influencers, as authoritative
personalities, allow brands to interact directly with
the audience, as consumers increasingly trust
recommendations from bloggers and influencers
over traditional advertising campaigns. This is
partly due to the ability of influencers to create an
emotional connection between a brand and its
audience.

According to Statista, 73% of marketers
actively use influencer marketing, and 90% of
brands recognize its effectiveness for brand
campaigns [19]. Influencer marketing significantly
increases brand trust, as consumers tend to trust the
recommendations of influencers with whom they
feel connected more than direct advertising from
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brands. For example, 72% of consumers say they
trust products recommended by influencers [20].
Influencer marketing becomes profitable because of
its ability to adapt to various platforms and formats.
Influencers can use text posts, photos, videos,
stories, or live broadcasts. This allows brands to
increase their reach and engagement with the
audience through various communication channels,
opening up new opportunities for targeting and
creating interactive content that motivates
interaction and sharing.

To achieve leadership in influencer marketing,
Foxtrot needs to develop a long-term strategy for
cooperation with bloggers and create its own
platform for interaction. The company has already
cooperated with bloggers, such as Ruhankomen and
Anton Savlepov, but these campaigns were limited
in time and irregular. Foxtrot is most active on
Instagram and TikTok, organizing sweepstakes, but
unlike competitors such as Comtfy, its influence on
marketing remains inconsistent. Creating a platform
for constant interaction with influencers will
significantly increase the effectiveness of marketing
campaigns.

Artificial intelligence is a key tool for
personalizing marketing communications, enabling
brands to more accurately predict consumer
behavior and offer relevant products, reducing
advertising costs and increasing conversions. Al
automates inventory management and logistics
processes in retail, which helps reduce costs and
optimize supply. The Foxtrot brand is already using
Al, but there is potential for further improvement in
demand forecasting, personalization of offers,
logistics optimization, and chatbot enhancements,
which can significantly improve customer
experience and operational efficiency.

Augmented reality (AR) is becoming an
important tool in retail, improving consumer
decision-making and bringing online shopping
closer to physical shopping. The technology allows
you to virtually try on products or evaluate them in
a real environment, which is especially useful for
product categories where accuracy of choice is
important. AR also facilitates the integration of
online and offline channels, providing a seamless
interaction experience with the brand across
different platforms. This increases customer
satisfaction, builds loyalty, and creates a positive
brand impression. AR is a key element of an
omnichannel strategy that allows brands to engage
with modern consumers effectively.

Comparing the Foxtrot brand with its
competitors, it can be noted that Comfy is one of the
leaders in Ukraine in influencer marketing. It

actively cooperates with local bloggers and creates
targeted marketing

campaigns to promote the brand. In 2023-2024,
Comfy engaged more than 100 influencers from
different regions, which allowed the brand to reach
an audience of more than 6 million users and
promote significant activity on social media. The
company's strength is continuously integrating
influencers into its marketing processes, including
reviews, streams, and local events such as new store
openings. In addition, Comfy actively uses short
video formats on YouTube, Instagram, and TikTok,
which allows it to interact with the youth audience
[21] effectively. "Rozetka focuses on a
technological approach to omnichannel marketing,
actively using artificial intelligence to personalize
content, analyze customer behavior, and automate
communications through chatbots. Although
influencer marketing is not the company's main
focus, it compensates by innovating in logistics and
integrating artificial intelligence to improve the
efficiency of both digital and physical sales
channels.

Unlike Comfy and Rozetka, Foxtrot has not yet
implemented these technologies, opening up an
opportunity to become a market leader. Integrating
virtual showrooms or "try-on" products into the
mobile app could be a significant step forward,
allowing customers to evaluate products before
purchasing and reducing the number of returns.

Foxtrot has not implemented such
technologies, which allows the brand to become a
market leader by integrating the latest solutions,
such as virtual showrooms or "try-on" rooms in the
mobile app. This will allow customers to evaluate
products before purchasing and reduce the number
of returns. Foxtrot's marketing efforts with modern
omnichannel tools can be seen in Table 3.

In particular, developing influencer marketing
involves introducing a long-term program of
cooperation with influencers and creating a platform
for exchanging goods for reviews. Investing in
campaigns targeting local influencers can become a
powerful competitive strategy against Comfy,
especially in regional campaigns.

Expanding the use of artificial intelligence
requires the implementation of algorithms to
analyze historical sales data and identify seasonal
trends, which will help optimize inventory and
reduce the risk of overstocking. In addition,
artificial intelligence can be used to dynamically
generate price offers and adapt the website to each
user, which helps to personalize the content.
Integrating artificial intelligence will also improve
logistics processes through efficient supply chain
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Table 3
Measures to strengthen modern omnichannel marketing tools to promote the Foxtrot brand
. . titi N
Direction Events Expected results Competitive Realization
advantages
- Increased brand .
. ) Stable cooperation
- Developing a program of long- | awareness; . . o .
. : . - competition with with influencers in the
term cooperation with - Increasing brand ) ..
Influencer . Comfy; form of advertising
. influencers; confidence; .
marketing . . . . - strong presence in | and exchange of
- Integration of local influencers | - expanding the audience, ; .
for regional campaigns especially among young the region goods for reviews has
been established
people
- 1mplerpentat10n of demand - optimizing inventory and | - efficient inventory | use of algorithms for
i s forecasting; reducing costs; management; .
Artificial . . . . analyzing sales data;
. . - personalization of content and | - improving customer - unique . .
intelligence . . . - formation of dynamic
price offers; experience; personalization for offers
- optimization of logistics - reducing delivery time each client
- 1 tof an AR . . Lo
de\{e opment otan - Reduction of product - innovation in the . o
application for the virtual . . the function of "trying
. . returns; market; 8
Augmented | location of goods in a real . on" household
> . - Increased brand trust; - synergy of digital . .
reality environment; - improvine customer and physical appliances or furniture
- demonstration videos of AR proving Py in a real interior
benefits experience channels

management, which will reduce delivery times and
storage costs. In addition, the use of natural
language processing (NLP) to analyze customer
feedback will allow for a better understanding of
their needs and emotional reactions to products. One
of the most important areas is integrating
augmented reality (AR), which involves developing
an AR-enabled application that will allow
customers to evaluate the size and design of goods
in a real environment. For example, virtual
placement of household appliances in the interior
will help avoid buying mistakes and increase brand
trust. In addition, it is recommended to launch
advertising campaigns that demonstrate the benefits
of using AR, for example, through demonstration
videos in a mobile application.

Conclusions. Thus, to strengthen the
promotion of the Foxtrot brand, it is advisable to
introduce long-term cooperation with influencers
and local opinion leaders, allowing the brand to
compete effectively with Comfy. The development
of artificial intelligence for demand forecasting,
content personalization, and logistics optimization
will help reduce costs and increase efficiency. At
the same time, introducing augmented reality,
including the virtual location of goods in a real
environment, will improve customer experience and
strengthen brand trust.
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CadpoHncbka LM., Kypouxin J10.
Bukopucrannsa cy4acHUX HU(POBUX iHCTPYMEHTIB
OMHIKAHAJTBHOI0O MAPKETHHTY sl e(eKTHBHOIO
npocyBaHHA OpeHay «DOKCTPOT»

B ymosax 3pocmarouoi xoukypewyii Ha pumky
nobymogoi mexuiku ma eieKmpoHiKu OMHIKAHATbHUL
Mapkemune Cmae KI0Yo8UM  IHCMPYMeHmoM  OJis
3anyueHHs ma YMpUMAaHHA Kiienmie. Bukopucmanns

WMy4Ho20 iHmeneKkmy, IH@IOeHC-MapKemuHey ma
OJonosHeHoi  peanbHocmi — 0036018€ — NIOGUWUMU
epexmusnicme  Oi3HeCy, NOKpAWUMU  KIIEHMCbKUL

00c8I0 ma 3MIYyHUMU KOHKYPEeHMHI no3uyii Opendy
«Dokcmpomy. Memoio cmammi € aumaniz ma
OOTPYHMYBAHHS  eheKMUSHOCMI CYYACHUX YUPDPOBUX
iHCMpYMenmi6  OMHIKAHATLHO20 — MapKemuney — Os
npocysanns  opendy  «@oxcmpomy. [locrioxcenus
CIpSAMOBAHe HA BUAGNIEHHST ONMUMATBHUX Cmpamezitl
BUKOPUCMAHHS  [H(IIOEHC-MapKemuH2y, — WmMyYHO20
inmenexmy ma 0Ono8HeHoi pearbHocmi 015l NIOBULYEHHS
6nisHasanocmi  Opendy, NOKPAWEeHHS KIIEHMCLKO20
docsidy ma onmumizayii 6iznec-npoyecie. B cmammi

00CNI0NHCEHO 3AX00U WOOO NOCUNEHHS OMHIKAHAILHO20
MapKemuHzy openoy «Dokcmpomy WNAXOM
BUKOPUCMAHHA ~ CYHACHUX YUPPOBUX  THCMPYMEHMIB.
Ipoananizosano eniuge wmyurnozo inmenexkmy (Al),
oonosnenoi  peanvnocmi  (AR) ma  ingnioenc-
MapkemuHey Ha Ni08UWeH sl e(heKMmUGHOCmi NPpoCy8aAHHS
OpeHdy, NOKpaujeHHsi  KIIEHMCbKO20 — 00C8I0y  ma
onmumizayilo onepayitunoi Oisrbhocmi. Po3zensinymo
nepcnexmusu 0oszompusanoi cnienpayi 3
ingnioencepamu, wo 00380aUMb nioguwumu
6nisHasanicmv Opendy, po3wupumu ayoumopiro ma
KoHKypyeamu 3 komnawicto «Comfy», AKa aKmueHo
sanyuae  nidepie OYMOK 00 CBOIX MAPKEMUH208UX
Kamnauiti. 3anponoHo8aHo BRPOBAONCEHHS NPOSPAMU
06Miny mo6apié Ha 020U, A MAKONC AKYEeHMm Ha
pecioHanvHux 6n02epax Ons NOCUNEHHS NO3UYIL Y
nokameuux — pumkax. Okpema  yeaca  npudineHa
BUKOPUCMAHHIO WmMyuHo20 inmenexmy ona
NPOSHO3YB8AHHA NONUMY, NEPCOHANI3AYI] KOHMEHMY mda
YiHOBUX  NPONO3UYiti, a  mMaxKoxHc  Onmumisayii
JOCICMUYHUX ~— Npoyecis.  3anpononosano  amanis
icmopuuHux ~ O0aHuUX — NPOOAd*Ci8,  BUKOPUCIAHHSL
ANCOPUMMIB  MAWUHHO2O HABUAHHA ONsl  BUAGIEHHS
Ce30HHUX mMpeHOi8, asmomMamu3oeane Qopmy8aHHs
OUHAMIYHUX ~ 3HUMCOK |  NOKPAU{eHHS  YNPAGIIHHS
JIAHYI02AMU ROCMAYANHS OISl CKOPOYEHHS BUMPAM i Hacy
oocmaeku.  Inmezpayiss  0onosnenoi  peanbHocmi
PO32ISAHYMA 51K [HHOBAYIUHUL NIOXi0 O NIOS8UUEeHHs
008ipu 00 bpeHdy ma 3MeHUIeHHs. NOGEPHEHb MOBapis.
3anpononosano po3pobry MmobitbHO2O 000amMKy 3
@ynxyielo AR, wo 0036015€ NOKYNYam GipmyanibHO
OYiHIOBAMU MOBAPU V CBOEMY NpOCMOpi neped
30TUCHeHHAM NOKYnKU. Takodc pekomMeHO08aHO 3anyck
PEKNAMHUX KAMNAHIU 13 OeMOHCmpayiuHumMu 8ideo
nepesaz AR Ons nonyaspusayii mexHonocii cepeo
KOpucmyeauie. 3pobneno BUCHOBOK, WO KOMNIEKCHA
iHmezpayis IH(hmoenc-mapkemuney, WMYYHO20
iHmenekmy ma OONOBHEHOI pearbHOCMi CHpusmume
SMIYHEHHIO PUHKOBUX no3uyitl Opendy «Dokcmpomy,
NIOBUWEHHIO  NIOSIIbHOCMI  KIIEHMI6 I  3POCMAHHIO
eexmusHOCMI OMHIKAHALHUX NPOOANCIE.

Knrwouosi cnosa: omuikananeHuii MapKemuHe,
bopeno  «Dokcmpomy,  MapKemuHz08a — cmpamezis,
yugposi iHcmpymenmu, iHgat0eny-mapkemume,
wmyuHul inmenexm, O0ONnosHeHa  peanbHiCMb,

nepcoHanizayii Konmenmy, pumerii-oiznec.

Ca¢poncska Ipuna MuxaiijgiBHa — K. €. H., JOIEHT
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yHiBepcuteTy iMmeHi Bonmomumupa [ans, m. Kuis.

Kypoukin denuc FOpiiioBuY — marictp cremiaibHOCTI
075 «Mapketuar» CxigHOYKpaiHCHKOTO HAIIOHAIBHOTO
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