
 

MINISTRY OF EDUCATION AND SCIENCE OF UKRAINE 

NATIONAL AVIATION UNIVERSITY   

FACULTY OF ECONOMICS AND BUSINESS ADMINISTRATION 

MARKETING DEPARTMENT 

 

 

 

ADMIT TO PROTECTION 

Head of the Graduate Department 

______________ Tetiana KNIAZIEVA 

«_____»____________ 2023 

 

 

QUALIFICATION PAPER 

 

(EXPLANATORY NOTE) 

 

OF BACHELOR ACADEMIC DEGREE SEEKER 

SPECIALTY 075 «MARKETING» 

EDUCATIONAL AND PROFESSIONAL PROGRAM «MARKETING» 

 

 

 

 

Topic: «Analyzing the impact of Samsung`s marketing campaigns on brand awareness 

and consumer behavior in Ukraine»  

 

Executant: Shvets Maksym Oleksandrovych 

 

Supervisor: PhD in Economics, Associate Professor Lysenko Olena Mykhailivna 

 

 

 

Normocontroller: Doctor in Economics, Professor Polous Olha Victorivna 

 

 

 

 

 

 

KYIV 2023 



2 

NATIONAL AVIATION UNIVERSITY   

Faculty of economics and business administration 

Marketing Department 

Specialty: 075 «Marketing» 

Educational and professional program «Marketing» 

 

 

 

 

APPROVED 

Head of the Graduate Department 

______________ Tetiana KNIAZIEVA 

«_____»____________ 2023 

 
 

TASK 

for Qualification Paper implementation  
_______Shvets Maksym Oleksandrovych ______ 

(full name. of the seeker) 

 

1. Topic of the Qualification Paper: «Analyzing the impact of Samsung`s marketing 

campaigns on brand awareness and consumer behavior in Ukraine» approved by decree 

of the Rector from 30.03.2023 №433/st 

 

2. Term of the Qualification Paper performance: from 22.05.2023 to 25.06.2023 

 

3. Initial data of the Qualification Paper: statistical data, normative-legal base, 

electronic information sources, materials of periodicals 

 

4. Content of the explanatory note: introduction; theoretical basis of digital marketing 

in Ukraine; research of the impact of samsung digital marketing campaigns on brand 

recognition and consumer behavior in Ukraine; conclusions 

 

5. List of required illustrative material: main product groups of Samsung; SWOT-

analysis of Samsung; the dynamics of changes in the financial result of Samsung for 

2020-2022; the structure of the sales volume of Samsung products; the dynamics of 

changes in the volume of Samsung imports for 2020-2022; competitive advantages of 

Samsung Electronics; the number of patents registered by TNCs, according to the IFI 

Claims version; the history of Samsung: from the food industry to electronics; price 

scheme of brands on the market; diagram of a brand's sales funnel; value of quality 

indicator and its components; ecosystem of pricing strategy; sales funnel diagram for 

the minimum budget option; scheme of organizing search campaigns according to the 

SKAg principle; dynamics of search requests. 



3 

6. Calendar schedule 

№ Task Deadline 
Signature of the 

Supervisor 

1. Issuance of the task 22.05.2023  

2. 
Collection and processing of 

statistical information 

23.05.2023-

24.05.2023 

 

3. 
Study of the problem state, 

elaboration of sources 

25.05.2023-

26.05.2023 

 

4. Writing the theoretical part 
27.05.2023-

29.05.2023 

 

5. Writing an analytical part 
30.05.2023-

02.06.2023 

 

6. 
Writing an introduction and 

conclusions 

03.06.2023-

04.06.2023 

 

7. 

Making an explanatory note, 

visual and graphic material, 

preparation of a report 

05.06.2023 

 

8. Checking for plagiarism 
06.06.2023-

07.06.2023 

 

9. Passing normcontrol 
08.06.2023-

11.06.2023 

 

10. 

Predefence, registration of 

documents for defense, peer 

review, submission of 

Qualification Paper to the 

Department 

12.06.2023-

14.06.2023 

 

 

 

7. Date of the task issue: 22.05.2023 

 

Supervisor of Qualification Paper _____________________ Olena LYSENKO 
                                        (supervisor signature)                                   (name) 

         

Task accepted for performance     _____________________ Maksym SHVETS 
                                           (seeker signature)                                      (name) 



4 

ANNOTATION 

 

Explanatory note to the Qualification Paper «Analyzing the impact of Samsung`s 

marketing campaigns on brand awareness and consumer behavior in Ukraine» 

75 pages, 16 figures, 17 tables, 50 literary sources, 1 annex. 

DIGITAL MARKETING, BRAND AWARENESS, TV MARKET, 

MARKETING, CONSUMER BEHAVIOR, COMPETITION, MARKET, 

FORECAST, POTENTIAL 

The object of study is the system of the marketing complex of the enterprise-

implementer of consumer electronics and the subject – the theoretical and 

methodological principles and practical provisions regarding the formation of digital 

marketing measures to increase brand awareness of consumer electronics in Ukraine. 

The purpose of the Qualification Paper is to develop theoretical and 

methodological principles, as well as practical recommendations for the formation of 

digital marketing measures to increase brand recognition and consumer behavior in 

Ukraine. 

Research methods: analytical, statistical and systematic approach in the study of 

economic processes and phenomena in the context of marketing activities of the 

enterprise. 

The scientific novelty of the obtained results is theoretical marketing digital 

measures to increase the recognition of the Samsung brand were formed, as well as the 

stages of forming the company's digital marketing strategy were developed, for which 

a set of digital tools and indicators for evaluating their effectiveness. 

Information sources: scientific and educational literature, periodicals, materials 

posted on the Internet, data from Samsung's internal reporting and the results of own 

calculations. 

Recommendations for using the results will make it possible to increase the 

effectiveness of digital measures to increase the recognition of the Samsung brand, will 

allow more effective influence on the behavior of consumers, and will also contribute 

to the effective activity of companies selling consumer electronics.  
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INTRODUCTION  

 

Relevance of the topic. In the conditions of a market economy, in-depth 

knowledge and the ability to skillfully use tools of influence on the market that is 

formed on it acquire special importance for the successful operation of enterprises. In 

today's economy, in which advertising and marketing budgets are increasingly being 

cut, the use of digital marketing is increasing. Digital marketing provides wide 

opportunities for the provision of goods or services: a variety of formats, the possibility 

of clear orientation, the possibility of detailed analysis of an advertising campaign, the 

speed of making changes, starting and stopping advertising fingers, a huge variability 

of tests, personalized appeal, feedback from users, work with opinion leaders on the 

Internet, the possibility of remarketing, working with lost customers. All these 

provisions are undeniable advantages and determine the relevance of using digital 

marketing in modern economic conditions. 

The number of Internet users in the world increased to 4.54 billion, which is 7% 

more than last year (+ 298 million new users compared to January 2022 data). In the 

last year 2020, there were 3.80 billion social media users in the world, the social media 

audience grew by 9% compared to 2022 (that's 321 million new users for the year). 

The positive dynamics of Internet penetration determines the growth of its role 

in modern business. The Internet enables the rapid collection of consumer data, 

research into the habits and refinements of an ever-growing group of people who spend 

most of their time online. This forces marketers to rethink their approach to integrated 

marketing communications. 

At the same time, the theoretical understanding and methodology for evaluating 

the effectiveness of electronic marketing communications are insufficiently presented 

in publications, which complicates their effective practical application. The formation 

and refinement of the conceptual apparatus, methodological tools and methods of 

evaluating the effectiveness of Internet marketing communications remain 

understudied and therefore priority tasks of scientific research in the field of marketing 

with the aim of developing effective digital strategies for the promotion of 
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organizations, goods and services on the Internet. 

Due to the instability and dynamic development of the Internet environment, 

organizations are increasingly using operational and flexible marketing tools to achieve 

the set organizational goals: achieving recognition, forming a positive image of the 

organization, attracting new customers and keeping them. 

Issues related to the process of development and implementation of marketing 

digital technologies are considered in the scientific works of leading domestic 

scientists: N.L. Pisarenko, O.V. Zozulyov, N.V. Yazvinska, S.O. Solntsev, 

A.O. Dlygach, V. Pylypchuk, A. Prokofiev, E. Putilova, J. Wright, R. Reddick, 

D. Shaffey, M. Haig, A. Sheremet and others. However, there is no integrated approach, 

especially in conditions of limited marketing budgets. 

Therefore, the work analyzes the existing market in the market of household 

appliances in Ukraine, analyzes the existing digital marketing strategy of the company 

and suggests alternative ways of its implementation. The company's marketing 

environment, opportunity and threat factors were noted, and based on this, an improved 

digital marketing strategy in the TV market for the Samsung brand was formed under 

conditions of a limited budget and the effectiveness of alternative approaches was 

evaluated. 

The purpose of the work is to develop theoretical and methodological 

principles, as well as practical recommendations for the formation of digital marketing 

measures to increase brand recognition and consumer behavior in Ukraine. 

The realization of the goal of the qualification work made it necessary to solve 

the following tasks: 

 to investigate theoretical approaches to the formation of marketing digital 

communication; 

 to systematize views on approaches to forming a digital strategy; 

 to consider the tools for implementing the digital marketing strategy; 

 to analyze the features of demand, strategies of companies in the consumer 

electronics market; 

 to research the national market of household appliances of Ukraine; 
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 to analyze the marketing activity of the Samsung brand and the existing 

marketing policy of increasing brand awareness. 

 to consider the effectiveness of the application of the marketing complex in 

the company's marketing activities and identify strengths and weaknesses; 

 to propose alternative digital marketing strategies for the Samsung brand in 

the domestic consumer electronics market. 

 to make a predictive assessment of the effectiveness of the proposed 

alternative measures. 

The object of the study is the system of the marketing complex of the 

enterprise-implementer of consumer electronics. 

The subject of the study is the theoretical and methodological principles and 

practical provisions regarding the formation of digital marketing measures to increase 

brand awareness of consumer electronics in Ukraine. 

Scientific innovation: theoretical marketing digital measures to increase the 

recognition of the Samsung brand were formed, as well as the stages of forming the 

company's digital marketing strategy were developed, for which a set of digital tools 

and indicators for evaluating their effectiveness were proposed. 

The qualification work was performed using the following information 

sources: scientific and educational literature, periodicals, materials posted on the 

Internet, data from Samsung's internal reporting and the results of own calculations. 

Research methods - analytical, statistical and systematic approach in the study 

of economic processes and phenomena in the context of marketing activities of the 

enterprise. 

The practical significance lies in the fact that the implementation of the 

proposed measures will make it possible to increase the effectiveness of digital 

measures to increase the recognition of the Samsung brand, will allow more effective 

influence on the behavior of consumers, and will also contribute to the effective activity 

of companies selling consumer electronics.  
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CONCLUSIONS  

 

In the first part of the work, the theoretical foundations of the formation of the 

marketing digital strategy at the enterprise are considered, the definition of the term 

"digital strategy" by domestic and foreign scientists is analyzed, the role and place of 

the marketing digital strategy, digital strategy tools and approaches to evaluating their 

effectiveness are determined. 

It was noted that there is a significant gap in the theoretical foundations of the 

definition of marketing digital strategy, in particular in the Internet environment, which 

is one of the main tools of digital strategy for communication with the target audience 

in modern conditions. 

Digital marketing activities and tools are analyzed and the use of these tools is 

systematized and described in detail depending on the situation. A detailed structured 

analysis of the components of all existing technologies was also carried out, and some 

of them were selected that could help solve the problem of our company, after which 

an integrated version of the tools for our strategy was created in the future. The main 

pros and cons of these tools are identified and which of them can be used for the 

company. 

In the second part of the work, the domestic TV market was studied, the main 

features of the market were determined: it was found that the demand for TVs in 2022 

has grown significantly and continues to grow rapidly due to the pandemic, as well as 

the fact that online stores are in great demand among consumers. It is optimal to 

gradually move to a larger share of online sales channels. The motivational field was 

defined and complete portraits of consumers in different price categories were created. 

The marketing activity of the SAMSUNG brand was analyzed and the main 

strengths of the company were determined - the fact that the products are of high 

quality, the company has a strong sales potential due to many branches in regional cities 

and the fact that the price of the product is lower than that of competitors. Weaknesses 

were also identified - that is, the competition in the market is monopolistic and it is 

quite difficult to compete with market leaders who have more than 20 years of 
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experience. An analysis of the effectiveness of the brand's existing digital strategy tools 

was performed and the following issues were identified: Current search campaigns 

have a low quality score for categorical and competitive keywords, requiring a 

significantly higher CPC to win the auction. There are a large number of users 

interested in a quality product who are attracted to social media advertising, resulting 

in lower conversions and lower ROI for this tool. 

In order to solve the problem of brand awareness, a scenario analysis was carried 

out and a placement plan option was proposed: with a reduction in the advertising 

budget in accordance with the existing budget and with an increase in advertising. 

To evaluate the effectiveness of the above proposals, we calculated the return on 

investment in advertising, which allows us to determine the threshold value of the 

return on advertising costs, below which the client will suffer losses. The ROAS 

turnover point threshold from SAMSUNG is UAH 3.45, which means that in order to 

achieve the condition of profitability, each unit of advertising expenditure must bring 

in an income of UAH 3.45. When comparing the threshold value of the turning point 

and indicators of the profitability of advertising costs for each proposed scenario, it 

was concluded that the most effective placement option is the developed plan, that is, 

with a decrease in the advertising budget. So, within the framework of this work, in 

accordance with the defined tasks, the results of practical and theoretical importance 

were obtained, which will help to form the marketing digital strategy of the 

SAMSUNG brand in the home appliances market. 

  



69 

REFERENCES  

 

1. Oklander, M. and Kudina, A. (2021), "Channels for promotion of fashion 

brands in the online space", Baltic Journal of Economic Studies, vol. 7 (2), pp. 179—

187. 

2. Akulich, M.S. (2017), Dydzhytal marketynh [Digital Marketing]. Publishing 

Solutions, 200 р. 

3. Basyuk, T.M. (2012), Pryntsypy pobudovy systemy analizu ta prosuvannya 

internet resursiv [Principles of building a system of analysis and promotion of Internet 

resources]. Computer science and information technology. No 784, рр. 43–48. 

4. Bilyk, V.V., Sergijenko, O.A. and Krupenna, I.A. (2020), "Tools of digital 

marketing in the conditions of transformation of communications of the modern 

organization", Naukovyj visnyk Chernivec'kogo universytetu, vol. 825, pp. 33—40. 

5. Borysenko O. S., Shevchenko A. V., Fisun Yu. V., Krapko O. M. (2022) 

Marketynhovyj menedzhment: navchal'nyj posibnyk [Marketing management: study 

guide] Publ. NAU 204 p. https://er.nau.edu.ua/handle/NAU/56295 

6. Brinkmann B. Comparing descriptive, predictive, prescriptive, and 

diagnostic analytics Available at: https://www.logianalytics.com/predictive-

analytics/comparing-descriptive-predictive-prescriptive-and-diagnosticanalytics/  

7. Buniak, R. (2021), "Research of the Internet advertising market in Ukraine 

for 2020", available at: https://www.slideshare.net/AdcomUIA/ 

8. Columbus L. Ten ways Big Data is revolutionizing marketing and sales 

Available at: https://www.forbes.com/sites/louiscolumbus/2016/05/09/ten-ways-big-

data-is-revolutionizing-marketing-andsales/2/#7a84a33d25cd  

9. Danko, T.P., and Kitova, O.V. (2013), Voprosy razvitiya tsifrovogo 

marketinga [Issues of digital marketing development]. Problems of the modern 

economy. No 3 (47), р. 261.7. Research Ukraine`se Commerce Digital Marketing 

Plerdy [Doslidzhennya Commerce Digital Marketing Plerdy]. Available at: 

https://www.plerdy.com/ru/blog/ukraine-ecommerce-marketing-survey. 

10. Derzhak, N. and Zinchenko, T. (2021), "Promotionof online marketing 

https://www.logianalytics.com/predictive-analytics/comparing-descriptive-predictive-prescriptive-and-diagnosticanalytics/
https://www.logianalytics.com/predictive-analytics/comparing-descriptive-predictive-prescriptive-and-diagnosticanalytics/
https://www.forbes.com/sites/louiscolumbus/2016/05/09/ten-ways-big-data-is-revolutionizing-marketing-andsales/2/#7a84a33d25cd
https://www.forbes.com/sites/louiscolumbus/2016/05/09/ten-ways-big-data-is-revolutionizing-marketing-andsales/2/#7a84a33d25cd
https://www.plerdy.com/ru/blog/ukraine-ecommerce-marketing-survey


70 

services in the digital environment",Efektyvna ekonomika, vol. 11, available at: 

http://www.economy.nayka.com.ua/?op=1&z=9539 

11. Global Innovation Index 2020 Available at: 

https://www.wipo.int/edocs/pubdocs/en/wipo_pub_gii_2020.pdf  

12. Global Innovation Index 2021 Available 

at:: https://www.wipo.int/edocs/pubdocs/en/wipo_pub_gii_2021.pdf  

13. Godin, V.V., and Terekhova, A.E. (2019), Tsyfrova reklama yak instrument 

prosuvannya tovaru abo posluhy. Dosvid realizatsiyi proektiv [Digital advertising as a 

tool for promoting goods or services. Experience in project implementation]. E-

Management. No 3, рр. 13–21.  

14. Golovchuk, Yu.O. (2018), Tsyfrovyy marketynh yak innovatsiynyy 

instrument komunikatsiy [Digital marketing as an innovative communication tool]. 

Economy and society. No 19, рр. 337–341. 

15. Ilyashenko, N.S. (2012), Seo-optymizatsiya yak suchasnyy instrument 

internet-marketynhu [Seo-optimization as a modern internet marketing tool]. 

Marketing and innovation management. Scientific journal. No 3. Available at: 

https://mmi.fem.sumdu.edu.ua9.  

16. Kak poyavilas' internet-reklama: ot drevnosti do nashikh dney [How Internet 

advertising appeared: from antiquity to the present day]. Advertising. Marketing. PR. 

Available at: https://bit.ly/39ybViA. 

17. Kilkist korystuvachiv smartfoniv v Ukrayini zbilshylasya do 85% – 

doslidzhennya [The number of smartphones in Ukraine increased to 85% – until 

recently]. Media Sapiens. Available at: https://bit.ly/3kwAUtb  

18. Kipnis, E., Kubacki, K., Pysarenko, N., Broderick, A.J., Siemieniako, D. 

(2012). They don't want us to become them: Brand Local Integration and consumer 

ethnocentrism, Journal of Marketing Management, (journal of Academy of Marketing, 

UK) – London, 28:7-8, 836-864, 2012. 

19. Knyazeva T.V., Polous O. V., Shevchenko A. V., Radchenko G. A., 

Mikhalchenko I. G. (2022) Metodychni rekomendatsii do vykonannia kvalifikatsijnoi 

https://www.wipo.int/edocs/pubdocs/en/wipo_pub_gii_2020.pdf
https://www.wipo.int/edocs/pubdocs/en/wipo_pub_gii_2021.pdf
https://mmi.fem.sumdu.edu.ua9/
https://bit.ly/39ybViA
https://bit.ly/3kwAUtb


71 

roboty  [Methodical recommendations for the performance of qualification work] Publ. 

Natsional'nyj aviatsijnyj universytet  80 p 

20. Kovalova, О. and Kirsanova, V. (2020), "The main forms of e-commerce: 

features, advantages, disadvantages", Ekonomika ta derzhava, vol. 7, pp. 85—92. 

21. Marcinkovs'ka, O. and Legkyj, O. (2018), "[Organizational aspects of 

implementing CRM systems in the enterprise", Regional'ni aspekty rozvytku 

produktyvnyh syl Ukrai'ny, vol. 23, pp. 81—85. 

22. Nianko, V. and Nezdorovin, O. (2017), "Marketing supply of the activities 

of enterprises as the composition of their successful development", Innovacijna 

ekonomika, vol. 11—12 (72), pp. 90—94. 

23. Ofitsiynyy Blog – Google Ukrayina [Official Blog – Google Ukraine]. 

Available at: https://ukraine.googleblog.com. 

24. Oklander, M.A. and Romanenko, O.O. (2015), "Specific differences between 

digital marketing and Internet marketing", Ekonomichnyi visnyk Natsionalnoho 

tekhnichnoho universytetu Ukrainy "Kyivskyi politekh nichnyi instytut", vol. 12, pp. 

362—371. 

25. Petropavlovska S.E., Pinchuk E.A., Skopintsev Yu.V.. (2013) Orhanizatsiia 

marketynhovykh komunikatsij v biznes-protsesakh [Organization of marketing 

communications in business processes] Publ. Boryspil's'kyj instytut munitsypal'noho 

menedzhmentu 307 p. Available at: http://er.nau.edu.ua/handle/NAU/43473  

26. Ruban V.V. (2018), Modern digital marketing tools [Suchasni instrumenty 

tsyfrovoho marketynhu]. Scientific Bulletin of Kherson State University. Economic 

Sciences Series. No 30, рр. 143–146. 

27. Sak, T. V. (2021), "Ecommerce: global trends, diagnostics, strategic 

guidelines", Marketyng i cyfrovi tehnologii', vol. 5 (3), pp. 30—42. 

28. Samsung Electronics Corporate Governance. Samsung Electronics 

Company. Available at: https://www.samsungsdi.com/ir/corporate-governance/board-

of-directors.html  

29. Samsung’s innovation strategy in smart phones market SSRN Electronic 

Journal. – 2014. Available at: 

https://ukraine.googleblog.com/
http://er.nau.edu.ua/handle/NAU/43473
https://www.samsungsdi.com/ir/corporate-governance/board-of-directors.html
https://www.samsungsdi.com/ir/corporate-governance/board-of-directors.html


72 

https://www.researchgate.net/publication/319585333_Samsung's_Innovation_Strat 

egy_in_Smart_Phones_Market 

30. Shcho take SEO optymizatsiya saytu+perevahy SEO [What is SEO site 

optimization + SEO benefits]. BeVisible. Available at: 

https://bevisible.com.ua/blog/scho-take-seo. 

31. Smerichevskii S.F., Knyazeva T. V., Kolbushkin Yu. P., (2019) Mizhnarodnyj 

marketynh [International marketing] Publ. NAU,  164 p. Available 

at: http://er.nau.edu.ua/handle/NAU/43029  

32. Smerichevskyi S., Kniazieva T., Smerichevska S., Shevchenko A.. (2019) 

Assortment portfolio price positioning of a transnational corporation in the Ukrainian 

market Publ. EDP Sciences Vol.67, 60-48 p. Available 

at: https://er.nau.edu.ua/handle/NAU/43302  

33. Smerichevskyi S.F., Petropavlovska S.E., Radchenko O.A. (2019) Brend-

menedzhment: navchal'nyj posibnyk [Brand management]. Publ. NAU, 156 p. 

Available at: https://er.nau.edu.ua/handle/NAU/43488  

34. Top 50 Us Patent Assignees. Available at: 

https://www.ificlaims.com/rankings-top-50-2021.htm  

35. Trattner, C. and Kappe, F. (2013), Social Stream Marketing on Facebook: A 

Case Study: International Journal of Social and Humanistic Computing. No 2(1), рр. 

86–103. Available at: https://bit.ly/3zxrPo4  

36. Vasyltsiv, N.M. (2019), Tsyfrovyy marketynh yak skladnyk perspektyvnoho 

napryamu rozvytku industriyi 4.0 [Digital marketing as a component of a promising 

direction of industry development 4.0]. Scientific view: economics and management. 

No 2, pp. 35–40. 

37. VRK (2022), "Advertising market. Statistics", available at: 

https://vrk.org.ua/admarket/  

38. Yashkina, O., Chaikovska, M. and Filatova, V. (2020), "Artificial 

Intelligence in Mobile Marketing: Conditions, Obstacles and Prospects of Using", 

Marketyng i cyfrovi tehnologii', vol. 4 (2), pp. 53—60. 

39. Артеменко Л. П. Формування конкурентоспроможності інноваційно-

https://www.researchgate.net/publication/319585333_Samsung's_Innovation_Strat
https://bevisible.com.ua/blog/scho-take-seo
http://er.nau.edu.ua/handle/NAU/43029
https://er.nau.edu.ua/handle/NAU/43302
https://er.nau.edu.ua/handle/NAU/43488
https://www.ificlaims.com/rankings-top-50-2021.htm
https://bit.ly/3zxrPo4
https://vrk.org.ua/admarket/


73 

активних підприємств. Економіка і організація управління. 2017. №1-2. С.19-26. 

40. Бакуновська Д. Д., Юдіна Н. В. Формування стратегії інтернет-

комунікації на ринку дитячої роботехніки. В2В Маркетинг : ХІІІ Всеукраїнська 

конференція. ФММ КПІ ім. Ігоря Сікорського, 2019. С. 77−78. Available 

at: http://fmm.kpi.ua/_userfiles/%D0%97%D0%B1%D1%96%D1%80%D0%BD%D

0%B8%D0%BA_B2B-2019.pdf#page=77 

41. Бакуновська Д.Д., Cолнцев С. О., Юдіна Н.В. Використання таргетингу 

і контекстної реклами в інтернет-комунікаціях на ринку дитячої робототехніки. 

Актуальні проблеми економіки та управління : збірник наукових праць молодих 

вчених факультету менеджменту та маркетингу 136 КПІ ім. І.Сікорського, КПІ 

ім. І. Сікорського. Available at: http://ape.fmm.kpi.ua/article/view/168068/167788. 

42. Гуткевич С. О. Індикатори стану господарського механізму управління 

інноваційним розвитком. Зб. наук. пр. Луцького національного технічного 

університету «Економічні науки», серія «Економіка та менеджмент». – Вип. 7 

(26). – Ч. І. – Ред. кол. : відпр. ред. З. В. Герасимчук. Луцьк, 2017. С. 294-299. 

43. Касич А. О. Теоретичні та практичні аспекти управління 

конкурентоспроможністю підприємства. Економіка та держава. 2017.  № 11.  С. 

65-70. 

44. Ковальчук С., Лазебник М. Ринок маркетингових комунікацій України: 

огляд та тенденції розвитку. Маркетинг в Україні. 2016.№3. С. 18-33. 

45. Косарєва І.П., Удовика Є.М. Удосконалення системи управління 

фінансовою стійкістю підприємств. Економіка та управління підприємствами. 

2018. № 23. С. 246-251. 

46. Подольчак Н.І. Інноваційні теорії ринкотворення та розвитку 

бізнессегментів. Вісник Національного університету «Львівська політехніка». 

Менеджмент та підприємництво в Україні: етапи становлення і проблеми 

розвитку. 2015. № 819. С. 287-298. 

47. Рева О.В., Юдіна Н.В. Особливості маркетингових досліджень 

інструментами соціальних мереж в Україні. Міжнародна економіка: інтеграція 

науки та практики : збірник наукових праць. НТУУ «КПІ». Вип. 34. Київ, 2013. 

http://fmm.kpi.ua/_userfiles/%D0%97%D0%B1%D1%96%D1%80%D0%BD%D0%B8%D0%BA_B2B-2019.pdf#page=77
http://fmm.kpi.ua/_userfiles/%D0%97%D0%B1%D1%96%D1%80%D0%BD%D0%B8%D0%BA_B2B-2019.pdf#page=77
http://ape.fmm.kpi.ua/article/view/168068/167788


74 

С. 160-166. 

48. Танасійчук А.М., Сіренко С.О., Пневський В.В. Формування стратегії 

просування бренду засобами цифрового маркетингу. URL: 

http://www.easterneurope-ebm.in.ua/journal/24_2020/24_2020.pdf#page=162  

49. Хамініч С.Ю., Сокол П.М., Бабіч А.Д. Digital маркетинг як сучасний 

засіб просування товарів та послуг. Серія: Економіка та підприємництво, 2019 

р., № 6 (111). 

50. Шлях Samsung: веб-сайт. Available at: 

http://maximalibrary.org/knigi/genre/b/392112?format=read  

 

 

 

http://www.easterneurope-ebm.in.ua/journal/24_2020/24_2020.pdf#page=162
http://maximalibrary.org/knigi/genre/b/392112?format=read

