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MAPKETHHI 2030: BAKJIUKH TA PEAJII

Y cmammi 3’acoeano 201061 MOOepHi meHOeHYii NOCMYNy MAPpKemuHey, to2o
PONb 1 3HAYEHHA 6 pO3BUMKY GIMYUSHAHOI MaA 3a42albHOCEIMOB0I eKOHOMIKU.
IIpoananizoeano cyyacHi ukiuxu (namoemis, 6itiHa), WO BUMA2aOmMb ONEPAMUBHUX
pilieHb, OHOBNEHHS YUHHOI CUCmeMU, PO3BUMK)Y eNeKMPOHHO20 DUHKY I nepexooy
010801 AKMUBHOCMI NIONPUEMCINEG Y (hOPMAM OHAAUH, 3YMOBIIOIONb 3MIHY MEXAHIZMY
8e0eHHs Oi3Hecy ma nosisy eHomeHnis, sKi 8i0N08I0armsv 3anumam CyChilbCmed,
38adicaoyu Ha Yupposi MexHoNI02IYHI BUHAXOO0U MA B00CKOHANEHHS, 30Kpemd
BNPOBAONCEHHST WUMYUHO20 IHMENeKMY, BUOKPEMIEHO DI3HOBUOU 3i CMYOIl08AHHAM
nepeeaz ma HeOooNIKi8, KOMpi HAPA3l SUCMYNAIOMb ONMUMATLHUMU, NONYIAPHUMU U
nepcnexkmusnumu (ESG-mapkemune, mobinonuti ma yughposuil, coyianvHux meoia
mowo); euzHayeno uiabHi cmpameeii ons Ykpainu 2030 (nnama 3a xaix (PPC),
nepCcoHANi3ayis, NPOSHOCMUYHA AHANIMUKA, NOTIUOIEHE HABUAHHST).

Knwuoei cnosa: mapkemune, yughposuii mapkemute, MoOLIbHUL MAPKEMUHL,
mapkemune coyianvrux meodia, ESG-umapxemune, 1111.

ISSN 2707-1820 e-ISSN 2707-18399


https://doi.org/10.37203/kibit.2023.49.01
mailto:bakulina@kibit.edu.ua
mailto:vishnevska@kibit.edu.ua
mailto:yerko@kibit.edu.ua

10 Bicuuk KuiBcbkoro incTuTyTy 6i3Hecy Ta TexHoustoriii Ne 1-2 (49) 2023

Oksana BAKULINA,

PhD (Econ.), Assistant Professor

ORCID ID: 0000-0002-3234-1390
bakulina@Kkibit.edu.ua

Zhytomyr Branch

Kyiv Institute of Business and Technology

Natalya VYSHNEVSKA, Senior Lecturer
ORCID ID: 0000-0003-1082-7733
vishnevska@kibit.edu.ua

Zhytomyr Branch

Kyiv Institute of Business and Technology

Julia YERKO, Student

ORCID ID: 0009-0009-3258-0920
yerko@Kkibit.edu.ua

Zhytomyr Branch

Kyiv Institute of Business and Technology
Zhytomyr, Ukraine

MARKETING 2030: CHALLENGES AND REALITIES

The article clarifies the main modern trends in marketing progress, its role and
significance in the development of the domestic and global economy. Marketers and
analysts of the current stage of development of the global economy assume that the
challenges of the coming years are pandemics, new ethics and the rapid development
of high technologies, which have already changed consumer behavior and affected the
positioning of companies and the system of commercial relations (B2C, B2B). Modern
challenges that require operational solutions, updating the current system, the
development of the electronic market and the transition of the business activity of
enterprises to the online sphere are analyzed, causing a change in the mechanism of
doing business and the emergence of phenomena that meet the demands of society,
taking into account digital technological inventions and improvement, in particular the
introduction of artificial intelligence; varieties with a study of their advantages and
disadvantages are singled out, which are currently optimal, popular and promising
(ESG marketing, mobile and digital, social media, etc.); key strategies for Ukraine
2030 are defined (pay-per-click (PPC), personalization, predictive analytics, deep
learning).

The pandemic and the war became an impetus for the conscious choice of remote
work by citizens and businesses. That is why the current and future marketing trend is
mobile first. This strategy involves the design of the site's interface, focused primarily
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on mobile devices. In addition, the use of mobile marketing by companies increases the
share of sales through social networks, the popularity of which is steadily increasing.
The conducted research allows us to conclude that the creation of modern marketing
2030 is the result of rethinking of their activities by the world's leading marketers and
the result of adaptation to constant changes in consumer patterns. The basis of the old
marketing model is informing, persuading and reminding, but the new model should
focus on demonstration, focus on maintaining and expanding the client base,
optimizing the rights and opportunities of consumers.

Keywords: marketing, digital marketing, mobile marketing, social media
marketing, ESG marketing, A1

Beryn

MapkeTosior i aHaJlITUKK Cy4aCHOTO €Taly PO3BUTKY INI00aIbHOI €eKOHOMIKH,
cryniroroun koumeniiii P. Tamepa (Thaler, 2016) i1 JI. Kanemana (Keneman, 2017),
MPUITYCKAIOTh: BUKJIUKU HAHOMIKYUX POKIB — 1€ MaHJeMli, HOBa €TUKa 1 CTPIMKHIA
PO3BUTOK BHCOKHMX TE€XHOJIOTIH, IO B)KE 3MIHIIINA CITOKUBYY TOBEAIHKY, BIUTMHYJIN HA
MO3UIIIOHYBaHHS KOMITIaHIM Ta cucteMy KoMepuitHux B3aemun (B2C, B2B).

Pi3Ha acnekTy MapKeTUHTY TOCTIAKYBaJM TaKl BITYU3HIHI i 3apyO1>KHUX BUEH1
ta npaktuku: . Ammanos, O. Kent Bepraiim, ®@. Bipin, A. 'ankin, P. 'osepe, I
Eukxapnar, C. Iutamenxo, [l. Kaneman, I. Mann, M. Oxnaunpaep, P. Tanep, fAu ®@enBik,
J1. Xor, JI. fmrok Ta 1HIIi.

Memoro cmammi — 3’sCyBaTh TEHJCHIII PO3BUTKY MAapKETUHTY, II100
aJanTyBaTH MapKETUHTOBY NisUTHHICTh KOMITaHIM JO Cy4aCHUX YMOB MOCTYITY CBITOBO1
€KOHOMIKM ¥ HOBHUX CYCHUIBHUX BHUMOT. TO0XX BHUKOPHUCTAHO CHUCTEMHHUH aHami3
rJI00aJIbHOTO MAapKETHHTOBOTO CEPEAOBUINA JJIsl TEOPETUYHOrO Yy3arajabHEHHS
PE3yNbTATIB AOCIIKEHHS 1 (POPMYITIOBaHHS BUCHOBKIB.

MeToau Ta MmarepiaJjin.

CrpimMkuil po3BuTok 1ugpoBux texHosoriii Ta COVID-19 3MiHnmm MexaHi3m
BeJICHHA 013HECY, MOTUBYIOUH PO3BUTOK €JIEKTPOHHOI'O PUHKY 1 CTUMYIIIOIOUH MTepexia
B OHJIAIH JIJIOBOI aKTUBHOCTI MiAnpueMcTB. Hacmiaku manaemii 10c¢i BiIUyTHI, a TOMY
MpOIEC BIAHOBJICHHS EKOHOMIKHM Iie TpuBatume JnoBro. Tomy 2021 p. 3Ha4HO
30UTBLUIMJIMCS BUTPATH Ha UU(POBI TEXHOJOTIi, 10 BIUIMHYJIO Ha IIBUAKICTH IX
BIIPOB3/DKEHHS Y MapKeTHHT. 3a JaHUMH OINMTYBaHHs TpoBeneHoro Rackspace,
42,8 % opranizaiiii iHBeCTyBaJIM KOIITH y TPUIO0AHHA TEXHOJOTI] aBTOMAaTH3allii
MapkeTuHry, 42,5 % BUTpaTHIX Ha TexHousorito iHterpariii manux (Global Report,
2022). Sxmo 2020 p. 62,3 % onuTaHMX KOMMAaHIN 3a3Havyalid, IO BaXKIUBICTH
MapKETHUHTY IiIBUIIUAIACH IPOTATOM IMOTOYHOTO POKY, TO 2021 p. 13 UM MTOTOUIHUCH
72,3 % pecnionaentiB (Explore The Results, 2021). Bapro miakpecaut, o COVID-
19 BusBuB cnabki Mmicis y Oi3Hec-Tally3l Ta 3yMOBHMB HarajibHe BIPOBAKECHHS
1 (HPOBOT MPAKTUKHU 3 HYJISL.

ITanaemis 3MIHHIIA 3BUYHHH CITOCIO KATTA JIFOJACH, a/kKe OUIBIIICTh MaiiKe He
BUXOJUJIa 13 OyJUHKIB (OHJIAMH-TIPOJaXx1 3pociu 10 4,28 TpJH. N0J, HAOpUKIaI, Y
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JlatuHcebki Amepurli 13 MutH oci0 Briepiie nmpuadanyd TOBApU OHJIAKH), MiABUIIIUBCS
3arajlbHUil PiBeHb I[IH Ta Trj00aJIbHI 1HAEKCH CIIOKHUBUMX II1H, 110 BIUIMHYJO Ha
3apo0OitHy tuiaty (Retail e-commerce, 2022). HaceneHHs 3BHKIIO 0 KBa3i-IIBUIAKOT
JOCTaBKU 70 JIBEpEH, 10 BHU3HAYMWIO crenudikKy KIieHTCbkoro mocsimy (Customer
Experience), skuii oxornmoe Bce (BiJ MepcoHai3amii KOPUCTYBadiB 1 CY4acHHX
TEXHOJIOT1H 710 Kpoc-aTHOpMHOI iHTErpaIliid, TATPUMKH CIIUTLHOTH a00 1HTerpaiii
BIJIIUTIB MApKETUHTY 3 BIAJIJIAMH MPOJAaXiB, 00CTYyrOBYBaHHS KII€HTIB TOIIO). s
73% onuTaHMUX BiH CTaB MPIOPUTETHUM y IPUNAHATTI PIIIEHB 111010 MPUI0aHHS TOBAPIB
i mocayr (Puthiyamadam, 2018).

3BIJICH, OJIHIEIO 3 HAHOUIBII MPOTPECUBHUX (POPM MAPKETHHIOBOT JTISTILHOCTI €
mudposuii mapketunr (digital marketing), sxkuii Mae IHCTpYMEHTH IHTEpHET-
MapKEeTUHTY 1 JIJKUTAI-3ac00H, K1 HE 3aBXKIU TOB’sA3aHl 3 II100aJIbBHOI MEPEkKEro
(konTexkcTHaA pekiama, TexHojoris Big Data, perapreTinr, MOOIIbHUN MapKETHHT,
BIpYCHUI MapKETUHT, COIIaJIbHUN Me[laMapKETHHT).

PesyabTaTn

B Vkpaini nangemiss Ta BiffHA CTajad MOIITOBXOM JO CBIJJOMOTO BHOOpY
rpoMajsiHaMu i 6i3HecoM remote work. Came ToMy TPeHIOM MapKETHHTY ChOTOICHHSI
1 MaiioyTHboro € mobile first. Ils cTpaTeris nepenbdayae mpoekTyBaHHs 1HTEepdeiicy
CalTy, OPIEHTOBAHOI0 HacamMmIiepe]] Ha MOOUIbHI npucTpoi. BapTo 3a3HaunTH, 1o 3
2017 p. yactka MOOLTBHOTO TpadiKy IHTEPHET-KOPUCTYBAUIB, SIKI 3aX0/SITh HA CAUTH
3a gonomororo cMmaptdony, nepesumiuia 50%. Tak, 2011 p. BoHa cTaHOBUJIA JUIIIE
6%, a 2021 p. — 56 % (Ericsson Mobility Report, 2021). BpaxoByroun TeHIeHIIiO,
MOKHa CTBEP/KYBaTH, 110 YacTka MoOuUIbHOTrO Tpadiky 3poctatume. Kpim Toro,
BUKOPUCTAHHA MOOLTFHOTO MAapKETUHTY KOMMAaHISIMU 30UIbIIYE KUIBKICTh MPOJIAXKIB
Yyepe3 ColllalibHI MepPeXi, SIKi CTAl0Th JIe/Iajl MOMyJISIPHIIIIUMHU
3acTocyBaHHS MOOUTHBHOTO MApKETHUHTY MA€ TaKl MepeBaru:

MUTTEBI PE3YNIbTATH;

3pYYHICTb 1 MPSIMHUIA MAPKETHHT;

JIETKICTB BIJICTC)KECHHS,

BIPYCHHUI MOTEHLIAT;

MacoB€ CIIJIKYBaHHS;

MIKpOOJIOTH;

MOOUTbHHI TIATIXK.

BoaHouac HasiBHI E€BHI HEOOIIKH, a caMeE:

PO3MAITTS 1 HEETUYHICTh A1ISUTBHOCTI JEAKUX MIaThOpM;
® TUTaHHS KOH(IIECHIIMHOCTI;
e HaBiramiiHi yCKJIagHCHHS.

[IpoananizyBaBmiM ITIOCH Ta MIHYCH MOOUIBHOTO MapKETHUHTY, IOIIILHO
30CEepEANTH yBary Ha OJHOMY 13 OpEHIIIB MapKETUHTOBUX KaHAIIIB — MAapKETHUHTY
comianpauX Menia (SMM). IlloaHs 3pocTae BIJTUB COIIATBHUX MEPEXK, B IKUX O13HEC
aKTUBHO MPOBOAWTH OUIBIIY YACTUHY MApKETUHTOBUX 3aXOJlIB — peKjama Ha Oyab-
KWW CMakK, aKIlii, ONMUTyBaHHA crioxuBaviB. Ciij Ha3BaTH nepeBaru SMM, ak-0T:

e MDKOPO(]UIbHE MOIIUPEHHS;
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® BHUKOPHCTAHHS CHELIaJbHUX MEXaHI3MIB /Ul TAPreTOBAHOI PEKIaMU;
® ONWTYBaHHS, KOMEHTAapl, JIAWKH, PEMOCTH, MOCUJIAHHS Ha 1HTEPHET-PECypCH
(Achrol & Kotler, 2022; Chatterjee, Chaudhuri & Vrontis, 2022).

Jlo 6penpiB MaitdyTHROTO MOpeuHo 3anydutn ESG-mapkerunr (Environmental,
Social and Corporate Governance), mo IPYHTYETbCS Ha TOCTYIN «3CJIEHOTO»
MapKEeTHUHTY, KOPHOPATHBHOI COIlaJdbHOI BIAMOBIAAJBHOCTI Ta 17 1ijed cranoro
po3Butky OOH. B Vkpaini ESG-tpenn Tuibku po3nounHae ¢popMyBaTd 3arajibHHM
CIIOC10 MUCJICHHS HAaCeJIeHHs, MPOTEe, BPaXOBYIOUH MIBUAKOCTI 3arajibHOT KOMYHIKaIIii
B TOMyJsApH3aIlii MOJEPHHUX iJed, Ile B)Ke HE MUTAaHHSI POOOTH 3 TPUNICIIHIMU
MOKOJIIHHSIMHU CIIOKMBAdiB, a peajbHICTh CHOTOACHHS. UYiNbHUMHU TiepeBaraMu
BUKOpHUCTaHHA cTparerii ESG-mapkeTunry € taki:

® JIOSUIBHICTH CIIOKUBAYiB;
JIOBIpa IHBECTOPIB Ta YHIKAJIbHA I[IHHICHA TIPOTIO3UIIIS;
KOHKYpEHTHA TepeBara;
MMO3UTUBHUH IMIJIK;
AKICHI TPOJTYKTU M MOCIIYTH;
nigBuIieHHs npuoyTKy kommanii (Chatterjee, Chaudhuri & Vrontis, 2022; Rust,
2020).
['mobGanbHa kpu3a yepe3 MaHAeMio MPUCKOPUIIa PO3BUTOK ermoxu 1HaycTpii 4.0.
BiAmoBiiHO KIIIOYOBUM €JIEMEHTOM HACTYITHOTO TOKOJIIHHSI IHTEPHETY € IITY4YHH
1HTEJICKT 1 MallIMHHE HAaBYaHHS, SIKI 3HAYHO 3MIHAThH IU(POBUI MapPKETHHT.

MapxketuHr 3i mtydaum intenekrom (Al Marketing) — 1ie MeTo 1 BUKOpHCTaHHS
JaHUX MPO croXxuBaviB 13 3anyyeHHaM LI, mo mae HU3KY nepeBar, a came:

® BUKOHYE BCIO aHAJITUYHY POOOTY;
dbopmyroe Opudu i pexIaMHi KOMIIaHii,
MUIIIE TEKCTH, GOPMY€E PEeKIIaMHI MOJTYJIL;
nigoupae pesneBaHTHI OpeHAu-1HPIYyEeHCEPIB y COLIAIbBHUX MEPEXaX;
CTBOPIOE ONTHMAaJbHI MapkeTHHroBi crparerii (Peter, Fischer & Reinecke,
2022).

BucnoBok
OTxe, HaWOUIbII TMONIMPEHUMH Ta TMOMYJISIPHUMU  MapPKETUHTOBUMHU
CTpaTterisiMu He3a0apoM OyTyTh TaKI:

1. ITnama 3a xnix (PPC) — Moziesb OHJIalH-PEKIIaMH, SIKa BUKOPUCTOBYETHCS TSI
3allydeHHs BiJBiayBadiB Ha BeO-caiiT. [lpoBimnumu y ctBopeHHi PPC-pexnamu €
Facebook, Instagram, Twitter Ads (X), Google Ads.

2. llepconanizayisn. IITydHUI 1HTEIEKT-MAapKETUHT JOMOMAra€e po3MilllyBaTu
CTaBKM Ha PEJIEBAaHTHUX PEKJIAMHHMX MaWJaHYMKaxX y PEXKUMI pPEalbHOro 4acy,
HaJICUJIaTH MEPCOHAJI30BaH1 MTOB1IOMJICHHSI OKPEMUM CIIOYKHMBavaM.

3. Ilpoenocmuuna ananimuxa 3actocoByeThes LLI-mapkeTUHrOM 17151 BUSIBJICHHS
3aKOHOMIPHOCTEH Ta MPOTHO3YBAHHS MOBEAIHKHA NOTEHIIIITHUX CII0KKUBAYiB; MOPIBHIOE
p13H1 HA0OPHU JTaHKX, AHAJII3YIOYH 32 JIOMTOMOTO0 MAaTeMAaTHUYHOI MOJIEIII.
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4. [loenubnene Haguanus — Kiac ajJrOPUTMIB MAIIMHHOTO HaBYaHHS, 100
OTpUMATH JIaHI BHIIOrO PiBHSA 3 HEOOpOOJIeHOi BXiJMHOI 1H(MOpMaIlii; JTOMOMOITH
CTBOPHUTH TOJIOCOBI 4aT-00TH, PO3Mi3HATH 300pa)KEHHHS 1 TIepen0adyuTH KITIEHTChKI
saruta  (Kopalle, Gangwar, 2022). Hampukiax, B Amazon GO BrnpoBamkeHO
aBTOMATH30BaHI Kacu, obmagHani kamepamu 31 I, ki QikCyrOTh pyXu KII€HTIB 1
JI0JTal0Th TOBAPH Y BIPTYaTbHUIN KOIIIHK.

[IpoBenene AOCTIHKEHHS 03BOJISIE BHCHYBATH, IO CTBOPEHHS MOJIEPHOTO
Mapketunry 2030 e Pe3y/bTaTOM MEPEOCMUCIICHHS CBO€ET JISTTLHOCTI MPOBITHAMUA
MapKeTOJIOTaMH CBITYy 1 HACTIKOM aJanTyBaHHsS 10 MOCTIMHUX 3MiH CIIOKHUBYHX
natepHiB. OCHOBOIO CTapoi MOJIeJIl MAPKETUHTY MOCTa€E 1IHPOPMYBAHHS, TEPEKOHAHHS
Ta HaraJyBaHHs, OJHAK HOBA MOJIEJb MAa€ 30CEPEKYBaTUCh Ha IEMOHCTpaIlii, PoKyci
Ha yTpUMaHHI ¥ PO3IIUPEHHI KIIEHTChKOI 0a3u, onTUMI3aIlli MpaB 1 MOXKJIUBOCTEH
CIIO’KMBAYiB.
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