O6J1ikoBa kKapTka HIJIKP

Jep>kaBHuH 061ikoBHI HOMep: 0224U032061
Jep>kaBHuH peectpaniiinuii Homep: 0124U003003

Bigkpura

Darta peecrpamnii: 19-07-2024

1. ETaniy BUKOHAHHS

Homep eTtamy: 1

Hassa eramy: Po3po6ka cucTemu OLiHIOBaHHS €(DeKTUBHOCTI OpraHisaliifHOro 3abe3nevyeHHs! OMHiKaHaJIbHOTO MapKETUHTY Ha

HiANpueMCTBaX po3apibHOI TOPriBi
IToyaTok etamy: 05-2024
3akinueHHs erany: 05-2024

Bup, 3BiTHOTO ZOKyMeHTa: OCTaTOYHUH 3BiT

2. BukoHaBeupb

HasBa oprasisanii: XapkiBCcbKuil HalliOHaJIbHMI eKOHOMiuHUH yHiBepcuTeT imeHi Cemena KysHers
Kom €IPTIOY /IIIH: 02071211

MigmopsaxoBaHicTh: MiHiCTEpCTBO OCBITU i HAyKu YKpaiHu

Agppeca: npocnekTt Hayku, 6yg. 9-a, M. XapkiB, XapkiBCbKuil p-H., XapKiBcbka 0611., 61166, Ykpaina
Tenedon: 380577020304

Tenedon: 380577020717

E-mail: post@hneu.edu.ua

WWW: http: / /www.hneu.edu.ua/

3. Bnacuuk peayabtatiB HIJIKP (nmpoayKiiii)

Hassa oprasnisanii: Aynutopceka ¢gipma "Bisut" B popmi ToBapucTBa 3 06MEXEHOIO BiflIOBiAANBHICTIO
Koz €IPIIOY /IITH: 23756893

Appeca: Bys1. Poranceka, 6ya. 151, m. XapkiB, XapkiBcbkuii p-H., XapKiBcbka 0611, 61172, Ykpaina
IigmopsaKoBaHiCT:

Tenedon: 380577020670

4. JI>kepeJia Ta HanpsiMu piHaHCYBaHHA

IlizcraBa o1 MpoBeAeHHs POOIT: 52 - OTOBIp 3 BiTYM3HIHOIO OpraHisalieio (opranamu Micuesoi pagu, GoHAOM, acoljaliero,
KOHILIEPHOM TO1IIO)

KIIKBK:

Hanpsm ¢inancyBaHHs: 2.2 - IPUKJIALHI JOCTIIPKEHHS i po3po6Ku

J>kepena piHaHCYBaHHS



IkepeJio diHaHCyBaHHS: 7722 - KOLITY IiMIPHUEMCTB, YCTAHOB, OpraHi3auiil YkpaiHu

dakTuunmii o6csr pinancyBaHHs 3a 3BiTHMIH eTtan: 25.000 THC. IpH.
5. HaykoBo-TexHiYHa po6oTa

Hasga po6oTH (YKp)

MeropuyHnii TigXim [0 oniHIOBaHHSA eQdEeKTUBHOCTI OpraHisaliiiHoro 3a6e3rneyeHHs OMHIKaHaJIbHOTO MAapKeTHHIYy Ha

niAnpueMcTBax po3npibHoi Toprisii
Ha3sBa po6oTH (aHrJ1)

A Methodical Approach to Evaluating the Effectiveness of Organizational Support for Omnichannel Marketing in Retail Trade
Enterprises

Pedepar (ykp)

AKTyaJIbHICTb OMHIKaHa/JIbHOTO MigX04y B MAPKETUHIY 3POCTA€ 3 KOKHUM POKOM 3aB/SKU 3MiHIOBaHUM TOTpe6aM i 04iKyBaHHSIM
CIIOKMBAYiB, a TaKOX PO3BUTKY TeXHOJOrii. CydacHi CIIOXXMBa4di BUKOPMCTOBYIOTh KiJIbKa KaHaJliB JJIsl 3[iAICHEHHS IIOKYIIOK i
B3aeMogii 3 6peHgamu. BoHM MOXYTb IIOYaTH IMIYKAaTH TOBAp Ha CMapTQOHi, NPOAOBXUTHA Ha KOMIT'IOTEPi Ta 3aBEPIINTU NOKYIIKY B
(pisnuHOMy MarasuHi. OMHiKaHaJIbHUI MiAXiJ 3a0e3nedye 6e3MOBHUM i Y3rOIPKEHMIA JOCBIT, Y BCiX TOUKaxX KOHTAKTy. KommnaHii, siki
YCIIIIHO BIPOBAIXYIOTh OMHIKaHajbHi CTpaTerii, MOXYTb [JOCATTM 3HA4YHOi KOHKYPEHTHOI IepeBaru. BoHu Kpaie
33/I0BOJIbHSAIIOTh TIOTPEOM KJIIEHTIB, MiABULIYIOTh iXHIO JIOSJIBHICTD i, SIK pe3ysbTaT, 30i/bIIYIOTh CBOI moXonu. OMHiKaHalbHUM
MapKeTHHT [03BOJIsl€ 3a0€3M1eYUTH KJieHTaM Oisbllle MOXKJIMBOCTEH [Jisl B3aeMOJii 3 6peH/IoM, 1o MiABHUILye iX 3al0BOJIEHICTb.
KsieHT LiHYIOTb MOXKJIMBICTb BUOODPY 3PYy4YHOTrO IJIsI HUX KaHajy Ta Oe3lepepBHOCTI B3aeMopil. 3aBAsKu iHTerpauii maHux 3
pi3HMX KaHasiB, KOMIaHii MOXYTb Kpallle PO3YMIiTU NOBEJiHKY CBOiX KJi€HTIB i e(peKTUBHille HaIallTOBYBaTM MapKETUHIOBI
KamraHii. lle 103BoJIsie ONTUMI3yBaTU BUTPATH HA MApKETUHT i MigBUIIUTYA 10ro epeKTUBHICTb. PO3BUTOK LM(PPOBUX TEXHOJIOTIH,
TaKUX K aHAJIITUKA BEJIMKUX [JAHUX, IITYYHUN iHTEJIEKT i MallMHHE HaBYaHHS, 3HAYHO CIIPOILy€e BIIPOBAJKEHHS OMHIKaHAJILHUAX
crpareriii. Cy4yacHi iHCTPyMEHTM [O3BOJISIIOTh iHTErpyBaTHM pi3HI KaHamW, BiICTEXyBaTH B3aeMOJZii KIieHTIB i HamaBatu
nepconasnizoBaHui pocsin. [lanpemis COVID-19 ninkpecnnsia BaKIUBICTh OMHIKAHAJIBHOTO IiIX0AY, KO 6araTo KOMIIaHiN Oyiu
3MyLIeHI ajanTyBaTHUCS JO HOBUX YMOB i 3abesneynTu Oe3nepebiliHy B3a€EMOJil0 uyepe3 OHJAMH- Ta oduaiH-KaHaJIM.
OMHIKaHaNbHICTh [103BOJIIE KOMIIAHISIM LIBUALIE pearyBaTy Ha 3MiHM PUHKOBUX YMOB i MOBEHiHKM CIIOXKMBAadYiB. 3 PO3BUTKOM

iHTepHeTy i ryo6asnizallielo pUHKY KITi€EHTU MOXYTb B3a€MOZISTH 3 6peHaMu 3 6yIb-sKOi TOUKHU CBITY.
Pedepar (aHra)

The relevance of the omnichannel approach in marketing is growing every year due to the changing needs and expectations of
consumers, as well as the development of technology. Today's consumers use multiple channels to make purchases and interact
with brands. They can start searching for a product on a smartphone, continue on a computer and complete the purchase in a
physical store. An omnichannel approach ensures a seamless and consistent experience across all touchpoints. Companies that
successfully implement omnichannel strategies can achieve a significant competitive advantage. They better satisfy the needs of
customers, increase their loyalty and, as a result, increase their revenues. Omnichannel marketing allows you to provide
customers with more opportunities to interact with the brand, which increases their satisfaction. Customers appreciate the
possibility of choosing a channel convenient for them and the continuity of interaction. Thanks to the integration of data from
different channels, companies can better understand the behavior of their customers and more effectively adjust marketing
campaigns. This allows you to optimize marketing costs and increase its effectiveness. Advances in digital technologies, such as
big data analytics, artificial intelligence, and machine learning, are making it much easier to implement omnichannel strategies.
Modern tools allow you to integrate different channels, track customer interactions and provide a personalized experience. The
COVID-19 pandemic has highlighted the importance of an omnichannel approach, with many companies forced to adapt to the
new environment and ensure seamless interactions across online and offline channels. Omnichannel allows companies to
respond more quickly to changes in market conditions and consumer behavior. With the development of the Internet and the
globalization of the market, customers can interact with brands from anywhere in the world.

Ingekc YIK: 339.187; 339.13; 339.146; 658.8

Kozu temaruunux py6puk HTI: 06.81.55



6. HaykoBo-TexHiyHa nponykuis (HTII)

HTII 1

Hassa npoaykuii (yKp): MeToanyHUH iAXi[, 10 OLiHIOBaHHS €(PEeKTUBHOCTI OpraHi3auifHOro 3a6e3nev4eHHs] OMHIKaHaJIbHOTO

MapKeTHHTY Ha MifnpueMCcTBaxX po3apibHOI TOPriBii

Hassa npoaykii (aurur): A methodical approach to evaluating the effectiveness of organizational support for omnichannel
marketing at retail enterprises

OuikyBaHi pe3ysbTaTi: MeTony, Teopii, MeToguyHi JOKyMeHTH
T'amyss 3acTocyBanHs: [IpoMUCIIOBI MigNpreMCTBA

Onuc npozykuii (yKp): 3anponoHuit MeToANYHUH MifIXiz 10 OLiHIOBaHHS e(EeKTUBHOCTI opraHizaliiiHOro 3a6e3ne4eHHs
OMHIKaHaJIbLHOTO MapKEeTMHIY Ha MiATPUEMCTBAX PO3APiOHOI TOPTiBJIi, IO BKIIOYAE AEKibKa KIIOUYOBUX €TAIiB Ta iHANKATOPIB
ouiHOBaHH4. el ninxin Moke JONIOMOITY BUSIBUTU CUJIBHI Ta C1abKi CTOPOHU B peasidaliii OMHiKaHa/JIbHUX CTpaTerill i cipustu

MiABUILEHHIO 3arajabHoi e(peKTUBHOCTI

ConianbHO-eKOHOMIYHa cipsimoBaHicTh HTII: 3a6e3neyeHHs: IPOMUCIOBOCTI UM HaCeJIEHHS! HOBUM BUIOM iH(OpMaliitHO-

KOMYHIKaLiiHUX TTOCTTYT

Cragisa 3aBepmenocri HTII: 3git o HIJKP
Bnposazykennsa HTII: BipoBazkeHO

CTpoKu BIIPOBaZI>KEHHS!

Bupo6nuk npoaykuii: XHEY im. C. Kysnens
CnoskuBayi NpogyKuii:

IepcrneKTHBHI pUHKH:

IIpaBa iHTe/IEKTyasIbHOI BJIACHOCTI: 3a JOrOBOpaMU

dopmu Ta ymoBH nepepavi npogykiuii: [Ipogax npoaykiii

7. Bi6sriorpagiyHuii onuc

8. 3BiTHa JOKyMEHTaIis

KinbKicTh CTOpPiHOK B 3BiTi: 54

Mosga 3BiTy: YKpaiHCbKa

YMmoBH nommupeHHs B YKpaiHi: 3a60poHeHO
YMoBH nepepayi iHImuM KpaiHam: 3a60pOHEHO

KinpkicTs ¢aiimis y 3BiTi: 1
9. 3aKJII0YHI BiIOMOCTI

IlepeJiik 0ciO-BHKOHABIIiB

Anpnpienko AnHa JleHuciBHa

l'aBpunpuenko OseHna BononumupiBHa (1. €. H., mpodecop)
Kysenko TetsiHa bopuciBHa (K.€.H., 1011.)

[Tpokonenko Cepriit OsieKcaHLpOBUY

Cmotposa [lap’s 'eHHaziiBHa



KepiBHHK opraHi3ariii:
[Tonomapenko Bonopumup CrenaHoBuy (f.e.H., mpodecop)
KepiBHHKHU po6OTH:

'aBpunbueHko Osena BonogumupiBza (1. €. H., JO11.)

KepiBHuK Bigainy peectpanii HayKoBoi gisibpHOCTI
YxpIHTEI

IOpuenko T.A.



