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marketing funnel for attracting new customers includes targeted
advertising campaigns in social media that redirect traffic to the
website, where a potential customer can learn about promotions and
service benefits. Personalized recommendations through chatbots and
special offers for new users stimulate the first purchase, and the loyalty
program and reminders about repeated purchases help maintain
contact with customers.

The digital marketing tools used by the pharmacy chain
"Podorozhnyk" provide significant potential for further business
development in the modern digital environment.
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MapkeTuHI TepecTaB HaB A3yBaTH NPOJIYKTH Ta MEPETBOPHUBCS Ha
IHTYITUBHUI MApKETHUHT, 1 TaKa CUTYyalllsd NpuBadIIto€ CroKuBayis [1].
Takox 3MIHIOIOTBCSI CTpPATEril 1 TAKTUKH MApKETHHTY B LIUPPOBOMY
cepeAoBulll, 0COOJMBO B couUialibHI cdepi. HanzpuuailHo HOBI
crnocobn oOpoOKM Ta momupeHHsd iHdopMallli CTaloTh KIHOYOBUM
JLKEpesioM ePEKTUBHOT MAPKETUHTOBOI JIISUIbHOCTI MiAIPUEMCTB.

CyuacHuii 013HEC, YMOBH Ta 3aIllUTH CIIOKHWBAYiB BUMArarTh BiJl
OIAOPUEMCTB HE JIMIIE SKICHUX TOBapiB YW TMOCAYyr, ajie u
KOMIIETEHTHOTO 1 CTPATETriyHOTO MiAXOAY A0 MapkeTtuHry. OauH i3
KJIFOUOBUX HAMPSIMKIB PO3BUTKY B LIbOMY KOHTEKCTI — IU(pOBHIl
MapkeTuHr. LludpoBi TexHOJOr!i HaAalOTh MIANPUEMCTBAM O€3JI14
MOJIMBOCTEH ISl IPOCYBAHHS CBOiX TOBAPIB Ta MOCIYT HA PUHKY.

dopMyBaHHS MapKETHHTOBOI CTpaTerii MiIMPUEMCTBA Ha 3acajax
M(POBOro MAPKETUHTY BKIIFOYAE KUJIbKA KIIFOUOBUX €TAIIB.

[lepm 3a Bce, HEOOX1THO MPOBECTH aHAII3 IIILOBOI ayIUTOPIi Ta
il MOBEAIHKH B [HTEpHET-CepeIOBHUIIIL, a CAME:

- BUBHAQYUTH CBIM IIJIOBHH PHHOK 3a AeMorpadidHUMU,
ncuxorpadiyHuMu XapaKTEPUCTUKAMH, MOBE1HKOIO Ta
BIIOJOOAHHSIMU,

- 310paTy J1aHi MpO CBOKO MLUJIBOBY ayAUTOPIIO 3a JOMOMOIOKO
ONUTYBaHb, CTATUCTUYHUX JJAHUX COLIIAIbHUX MEPEXK, aHAIITUKU BEO-
CalTIB 1 BIITYKIB KJII€HTIB;

- MPOBECTH aHaJi3 AAaHUX IJI1 CTBOPEHHS IPOQLUIB KIIEHTIB 1
PO3YMIHHS IXHBOT KYITIBEIHHOT TOBEIIHKHU Ta BIIOJ00aHb;

- CETMEHTYBATH CBOIO ayJUTOPIIO;

- CTBOPUTHU MEPCOHAIII30BAHI MOBIJOMIICHHS, IKI PE30HYBATUMYTh
13 KO)KHUM CETMEHTOM ayAuTOpii,

Ha ocHoBi 111€i 1H(oOpMaIii HiAOPUEMCTBO MOXKE PO3POOUTH
NEPCOHAI30BaHl  MapKETHMHTOBI  CTpaTerii, COpsSMOBaHI  Ha
MaKCUMaJIbHY €(DEKTHUBHICTb.

Jlai, BaXXJIMBUM €TaroM € BUO1p HU(PpOBUX KaHAJIB KOMYHIKAII].
Ile MoXxyTh OyTH coIllalibHI Mepexki, TOITYKOBI CHUCTEMH, email-
po3cuiiku To1o. KilFoHoBUMU CKJIaJIOBUMU YCIIIITHOT MAPKETUHTOBO1
cTparerii € [2; 3] :

1. OnTumizoBaHuil Be€O-CalT: 3pyUHH HJig KOpUCTyBayiB, SEO-
ONTUMI30BaHUN, MOOUILHUN Ta IHPOPMATUBHHUIA.
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2. TlomyxoBa peknama (SEM): Buxkopuctranns Google Ads mis
3aJIyYEHHS LIJIbOBOI ayIUTOPIl Yepe3 OIIauyBaH1 OrOJIOLIECHHS.

3. Ilomyxkoa ontumizailis (SEO): BAOCKOHAJIEHHSI KOHTEHTY JIJIs1
N1JBUILEHHS PEUTUHTY Y MONIYKOBUX CUCTEMaX.

4. CouianbHi Mefia: akTUBHA MPHUCYTHICTh Ha MiaTdopmax
COIIaJILHUX MEPEX JUJIsi B3a€EMOJII 3 ayJIUTOPIEI0 Ta MOMyJspu3alii
OpeHmy.

5. Email-mMapKkeTUHI: BUKOPUCTAHHS €JIEKTPOHHOI MOIUTH ISt
e(eKTUBHOTO KOMYHIKAIIIi 3 KITIEHTaMH Ta pO3CUJIOK 1HhOpMaIIii.

6. KOHTEHT-MapKETHHI: CTBOPEHHS IIKABOTO Ta KOPUCHOTO
KOHTEHTY JIJIsl IPUBEPTAHHS YBAaru Ta 3a1y4CHHs ayJIUTOPIi.

7. MOOUTbHUIT MapKETHUHT: ONTUMI3AIlisi KOHTEHTY Ta pPEeKJIaMH
JUTST MOOUTHHUX TUTAT(OPM.

8. Bimeo-mapkeTHHI: BHUKOPHCTaHHS  BIJICO-KOHTEHTY  JJIS
e(eKTUBHOI KOMYHIKAIII1 3 ayJUTOPI€IO.

9. AmnaniTuka: CUCTEMaTHUYHHI aHaI3 JaHUX JIJI1 BIOCKOHAJICHHS
cTpaTerii MapKeTHHTY.

10.CriBnpansg 3 1HQIOCHCEpAaMU Ta MNapTHEPCHKUM MapKETHHT:
BUKOPHUCTaHHS BIUIMBOBUX OCIO Ta cCHIBIpals 3 NapTHEpaMu IS
PO3LIMPEHHS AyIUTOPIT Ta 3aTyYEHHSI HOBUX KIIIEHTIB.

KokeH kaHalm Mae CBOi OCOOJMBOCTI Ta IEpeBarv, i Ba)JMBO
npaBUJIbHO TiAI0OpaTH iX s edexkTuBHOI KoMyHikalii. Kpim Toro,
uGpoBUN MapKETUHT JO3BOJIIE BUKOPUCTOBYBATH 1HCTPYMEHTH
aHajgizy Ta BUMIpIOBaHHA €(EKTUBHOCTI KammaHik [4]. 3aBasku
ObOMY MIAIPUEMCTBO MOKE TMOCTIMHO BIOCKOHAIIOBATH CBOI
MapKETUHIOBl CTpaTerii, BHOCSIYM HEOOX1JHI 3MIHU Ta KOPUTYIOUU
HE3a/I0BUIbH1 PE3YJIbTATH.

Otxe, (opMyBaHHS MapKETHMHIOBOI CTpaTerii MiJIMpUEMCTBA Ha
3acazax UU(POBOrO MAPKETUHTY € CKJIQJHHUM, alie Ty>KEe BaXKIUBUM
IpOIECOM y CydacHHMX yMoBax Oi3Hecy. IlpaBunbHO migiOpaHi
IMIUTIEMEHTOBAHI CTpaTerii TOMOMOXKYTh MiANPUEMCTBY MPUBEPTATH
yBary Ta 3allydaTd HOBHUX KIIEHTIB, IIJIBUIYBaTH BJACHY
NOMYJISIPHICTh Ta JIOXOJIH, 3a0€3Meuyrou CTIMKUN Ta YCHIIIHUMA
PO3BUTOK Ha PUHKY.
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BUKOPHUCTAHHS IVIAT®OPMU INSTAGRAM J1JIS1
IMPOCYBAHHSI MAJIOT'O TA CEPEJJHBOTI'O BIBHECY B
YKPAIHI

Y cydacHOMy CBITI COIllaJibHI MEpeXi CTaloTh BCE OUIbII
e(eKTUBHUM 1HCTPYMEHTOM JjIsl MpocyBaHHs Oi3Hecy. Cepes 1HIINX
collaIbHUX Mepex Instagram € ofHIEIO 3 HAYCHIIIHIIIUX TIATPOPM
JUISL PO3BUTKY MaJoro Ta CepeHboro 0i3Hecy B Ykpaini. [Inatdopma
HaOupae 00epTiB, MPO IO CBIIUUTH HACTYIHa cTaTucThka; y 2013
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