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MOBILE TOOLS
FOR PRODUCT PROMOTION

Mobile tools for product promotion play
an important role in the marketing strategies
of enterprises. The personality and constant
presence of mobile devices ensures quick
communication — with  target  consumers.
Therefore, it is important to study the possi-
bilities of using mobile marketing tools to
implement the strategic tasks of the marketing
mix. The aim of the article is to reveal the role
of mobile tools in the promotion of goods and
to substantiate the areas of coordination of
the marketing mix with the digital capabilities
of the enterprise. The research was conducted
using methods of analysis and synthesis,
empirical, hypothesis testing, system-structural
analysis, comparison, and graphic represen-
tation. Mobile marketing tools were analyzed,
the advantages of using mobile promotion
tools for expanding the target audience were
revealed. The evolution of the marketing mix
has been studied and the connection with
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MOBIABHI IHCTPYMEHTH
IIPOCYBAHHS TOBAPIB

Mobinvui incmpymenmu RPoOCy8aHHA Moea-
pie gidieparoms 6adicIUsy poib Y MApKemuH-
2oeux cmpamezisx nionpuemcma. Ilepconans-
HiCMb Ma NOCMILHA NPUCYMHICTb MOOITbHUX
npucmpois 3abe3neyye wWeUuoKy KOMYHIKayio
3 yirbosumu cnoxcusadamu. Tomy eadxciugo
00CiOAHCYBAMU  MOACIUBOCHT BUKOPUCTNAHHSA
iHcmpymenmie MOOIIbHO20 MapKemuuzy OJis
peanizayii cmpameziuHux 3a60aHb MAPKEMuHe-
Mmikey. Memow cmammi € poskpumms poni
MOOINbHUX IHCIMPYMEHMI8 Y NPOCYBAHHI MOBA-
Ppié ma oOIpyHMYBAHHA HANPAMIE Y32004CEHHS
MapKemune-mikcy 3 yu@pposumu MoNcIU8oC-
mamu nionpuemcmed. JJocniodxicents npogoou-
J10Cs 3 BUKOPUCMAHHAM MemoOi8 ananisy ma
cunmesy, eMnIipudyHux, nepesipKu 2inomes,
CUCMEMHO-CIMPYKIYPHO20 AHANI3Y, NOPIEHAHHS
ma epagiunozo 30opaxcenns. Ilpoananizoeano
iHCmpymenmuy MOOiIbHO20 MaPKeMUH2Y, GUAG-
JIeHO nepesazu 3acCmoOCy8aHHA THCMPYMEHMIB
MODOINLHO20 NPOCYBAHMS  ONSL  POSUUPEHHS]

Copyright © The Author(s). This is an open access article distributed under the terms of
the Creative Commons Attribution License 4.0 (https://creativecommons.org/licenses/by/4.0/)



ISSN 1998-2666; eISSN 2616-6755.

...................................................................

alternative components has been established.
It has been proven that the adaptation
of marketing communications to the approp-
riate mobile tools for product promotion
ensures the reduction of contact time with
consumers and the acceleration of their
purchase decisions.

Keywords: marketing mix, marketing
complex, mobile marketing, mobile marketing
technologies, mobile promotion tools.
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Introduction.

Mobile promotion is a phenomenon that has a great influence and
relevance for digital marketing communications in our time. The App Annie
State of Mobile 2021 report shows that the average user spent 4.2 hours a day
on the phone, which is 14.5 % more than a year earlier (Data.ai, 2020).
Increased application consumption has increased the number and complexity
of scenarios by which brands can create and maintain more durable relation-
ships with consumers. According to the forecast of eMarketer, in the near
future people will use a mobile device for 4.11 hours a day, and 88 % of this
time will be active in applications (Insider intelligence, 2020). This fact
confirms that when choosing mobile promotion tools, it is necessary not only
to create a site, but also to develop an adaptation for a mobile device.
Otherwise, there is a problem of losing up to 88 % of potential traffic.
Regarding the understanding of the structure of the organization’s marketing
complex, it has a dynamic character and today continues to expand. Therefore,
it is important to track changes for the flexibility of your own enterprise.

The use of mobile promotion tools in Ukraine, despite its relevance,
remains insufficiently researched and developed, and therefore requires detailed
study. Regarding the understanding of the structure of the organization’s
marketing complex, it is dynamic in nature and continues to expand and
adapt. Therefore, it is important to track changes for the flexibility of your
own enterprise.

Research of foreign and domestic scientists, in particular Y. Bondarev,
R. Kamanina, A. Klymchuk, M. Dmytruk, N. Karpenko, P. Doyle, F. Stern,
at the same time, further study requires scientific and practical approaches to
adapt modern mobile marketing tools to the elements of the marketing complex.

The aim of the article is to substantiate the influence of the marketing
mix on the process of choosing mobile marketing tools and to take into account
the features when developing a promotion scenario.
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Methods of analysis and synthesis (comparative analysis, generaliza-
tion, classification) were used to represent the complex of marketing and
identify mobile promotion tools; empirical methods (Internet monitoring,
analyzer services), system-structural analysis, comparison and graphic image.

1. The structure of the organization’s marketing complex.

The main thing in marketing is the target orientation and complexity
of all individual components of marketing activities and their merging into
one common mechanism. Marketing Mix is a marketing concept that the
company uses to formulate a comprehensive supply of goods/services for its
customers, which involves the study of several areas of interaction with the
consumer (BMB, 2021). The marketing mix is also a combination of four
components — goods, prices, distribution channels and distribution methods,
sales promotion (Bondareva, 2017, p. 78).

Understanding the structure of the organization’s marketing complex
1s dynamic and today everything continues to expands. Therefore, consider
the understanding of the structure of marketing complex of the organization
and its development.

The classic marketing strategy consists of four main elements — about
four "P" (product, price, place, promotion) is presented in Table I.
This approach was proposed by Jerry McCarthy in 1964.

Table 1
Structural diagram of classic marketing complex
Marketing Mix
Product Price Place Promotion
Packaging Price lists Distribution channels, sales PR
Assortment Discounts Intermediaries Advertising
Quality Markup Sales levels Exhibitions
Trademark Terms of payment Release form Personal Sales
After-sales services Credit Transportation Incentive Sales
Service CO;:;EEIE of Warehouse stock PR
Return, exchange Placement Direct sale

Source: (Bondareva, 2017, p. 78).

Todays, there are various advanced variants of the marketing complex,
consisting of more elements. The first option is 5P, or rather 3 variations.
Another P is added to the existing classic model: Product, Price, Promotion,
Place. In the first case, it is 4P + Personnel, in the second case — 4P + Package,
in the third case — 4P + Publicity.

In addition to the concept 5P there is a 4P + 1S model in various
variations, where S (Service) was added to the classic marketing mix. Service
is partially included in Product, in particular, if we consider the three-tier
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model of F. Kotler, these are additional services received by consumers. The
service is also included in Place, or rather in the final level of distribution,
which sells at retail. Service — is functional division of marketing and sales,
where the task of marketing is to "bring" buyer to the store, and the task of
the seller to "sell" the product.

Service also meets another model 5P + 1S, in the case of this model
5P with Personel, here the service only strengthens the role of each marketing
participant in terms of the need to implement additional services to each
workplace (Kamanina & Chernychin, 2020, p. 96).

Of the described elements of the complex consists of another rare
concept — 6P. The classic 4P adds Personnel and Publicity.

In 1981, B. Bumi and J. Bitner, describing the concept of marketing
in the service sector, proposed to supplement the 4P with three additional (P),
these are People, Process and Physical Evidence. The 7P model has been widely
recognized and can be considered neoclassical after 4P. Since the 7P model
was developed for services, a feature of which is the mandatory contact of
people in the process of providing/receiving the service, People is staff and
customers. If we line analogies with 4P, then People is part of communi-
cations, that is, Promotion (Klimchuk, 2015, p. 221). Process is the process
of providing a service that is a continuation and development of the People
element, but from a technical point of view. This service and quality of its
implementation, for example, how convenient it is to place an order, how
long to wait, whether it is possible to track in real time, etc. For Process
services, this is part of the product (Product) (Karpenko, 2016, p. 173).

Physical Evidence, as already been noted, the services are not material,
they cannot be touched, after their purchase, in addition to internal sensations,
the consumer has nothing. Physical evidence of the service allows you to
materialize the service. Recommendations, customer reviews, certificates, etc., can
act as confirmation. It can be noted that all three additional components of
the marketing mix relate to the internal factors of the company’s work, and
not its external characteristics, like the first four parts.

Another concept of marketing is currently gaining popularity —
relationship marketing. Based on this concept, it is proposed to supplement
the marketing mix with another component of "P" — Partnerships. Partner-
ships — long-term relationship between manufacturer or service provider and
consumer (Dmutruk, 2017, p. 35). The essence of marketing relationships in
controlling interactions individually with each client. This allows you to
effectively track the change in its preferences, maintain loyalty, apply
individualized methods of motivation.

The 10P model is not a continuation of the 7P, rather a kind of mix of
pre-existing P (Product, Price, Place, Promotion, People, Personnel, Package,
Public Relations) with the addition of two fundamentally new Purchase and
Probe. Another feature of the model is another phrase for public relations,
instead of Publicity, PR (Public Relations) is used (Dubchuk, 2015, p. 59).

EHHAWIIVOOY I190MHHUd

.......



........

PHUHKOBI JOCAIAXEHHSI

Purchase — purchase, as the process, and prerequisites for making a purchase
and the consequences of making such a decision. This element is important
for understanding the buyers behavior, even it can dominate both the product
and the price and even the place of sale when it comes to spontaneous
unplanned purchases (Matviyev, 2015, p. 125). Probe — a study or test that
should be considered not as an element of the marketing complex, but as a
tool that complements and implements the marketing complex. For clarity,
you can put it in a row with pricing, logistics, media planning and other tools.
For example, media planning is used for both the Promotion element and
several, for example, studies are used to determine the needs of buyers in the
Product element, to determine the price in the Price element, to determine the
best geographical location (Klimchuk, 2015, p. 224).

2. The result of the evolution of the marketing complex.

The evolution of the marketing mix is completed by the largest model
consisting of 12P, which includes all the aforementioned "P" with the excep-
tion of Physical Evidence, since this specific element refers mainly to services,
and adding two new ones — Physical Premises and Profit. Profit (capital) is
not a pure marketing element, it is more of an indicator of the success of the
marketing campaign, namely capital received in the form of income in
relation to invested funds. Profit is actually ROI (return ratio per invested
capital). However, this element shows the need to constantly monitor marketing
performance indicators and adjust the marketing strategy depending on their
size (Matviyev, 2015, p.255). Physical Premises refers verbatim to the
conditions created by the seller in order to sell his product more efficiently.
In fact, this is a Promotion task. At the moment, there is no comprehensive
approach to the formation of "sales environment" and instead of traditional
ATL and BTL advertising, the concept of TTL (through the line) integrated
marketing communications is actively used (Solotska, 2006, p. 435).

In addition to the strategic marketing complex based on the letter P,
there are enough alternative approaches that will be considered. So in 1990,
Professor Bob Lotheborn proposed an author’s model based on "4C" (Customer
needs and wants, Cost to the customer, Communication, Convenience)
(BMB, 2021).

The needs of the buyer, costs of the buyer, the information exchange,
convenience, the proposed elements perfectly fit into the existing classics of
the 4P, but with one important point they reflects the view of the buyer, not
the manufacturer.

The number 4 in the marketing complex is almost totemic. Next to the
4P and 4C appears 4A model: Acceptability, Affordability, Availability,
Awareness, which is a play on words.

One of the last models of marketing, called "Humanistic" or 4E model
by the name of the elements Ethics, Esthetics, Emotions, Eternities.
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The difference between this model and existing models is a greater orienta-
tion to the external environment; mechanisms of its functioning are directed
to formation of attachment, devotion of consumers by influence on their
emotions through ethical and aesthetic channels (Karpenko, 2016, p. 87).

Also of interest is the 2005 model, proposed by Ch. Dev and
D. Schultz as a reflection of consumers’ perception of elements of the
classical 4P model. The model was called SIVA as abbreviation of Solution,
Information, Value, Access. The value of the goods is reflected in the price
that the buyer is ready to pay, and the availability on sale is associated with
access to the goods (Doil & Shtern, 2016).

To fully understand the development of approaches to the marketing
complex, a comparative table of the evolution of the marketing complex was
created, not including alternative models. This development is shown in
Table 2.

Table 2
Evolution of marketing complex

Name 4P | 5P(1) | 5PQ2) | 5P(3) |4P+1S|5P+1S| 6P | 7P | 10P
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People
Physical Evidence \%
Purchase v

<

<

Physical Premises v
Profit A%
Service v v

Source: compiled by authors.

3. Mobile marketing product promotion tools.

Every year, the time of using a mobile phone increases, which helps
increase the number of advertising contacts with the audience. Increased
consumption of mobile digital applications has increased the number and
complexity of mobile promotion tools with which brands can create and
maintain more durable relationships with consumers.

.................
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Mobile marketing is a set of activities aimed at promoting the product
using mobile devices. The task of mobile marketing is to build a relationship
with the client to increase the number of sales (Skvortsova, 2015, p. 55).

Mobile marketing product promotion tools are graphically presented
in Figure.

Mobile Marketing Tools
|
/\ |
Mobile phones Interactive Technical means

| | |
SMS JAVA Bluetooth

| |
MMS IVR

|
WAP

Mobile Marketing Product Promotion Tools
Source: compiled by the authors based on (Investopedia, 2023).

Mobile phone advertising allows a potential buyer to obtain
information about a product or service using SMS, MMS, Java (technology
for creating games and applications), WAP (technical standard for
transferring information from the Internet to users’ mobile phones), IVR
(interactive voice response system involving communication of the client
with an automated audio informant), Bluetooth (wireless voice response
system) With the help of mobile marketing, such tasks are effectively solved,
this development is shown in Table 3:

« promotion of sales, attracting the attention of potential consumers
with special offers;

« increasing the level of popularity of the brand, which is carried out
using a quiz (in SMS-, WAP and Java versions), which allows not only to
stimulate the purchase, but also to study the features of products;

« preservation of consumer loyalty, carried out using mobile techno-
logies, through mobile devices (registration of purchase, receipt of bonuses,
coupons for discounts, congratulations on holidays, etc.);

« increasing the level of information among consumers, carried out
mainly through an SMS channel, which has such advantages as personaliza-
tion, notification of delivery, consumer availability 24 hours a day and 7 days
a week, accurate penetration into the target audience, etc.; communication
with the consumer through receiving information from it using SMS or WAP
solutions, and the consumer always has the opportunity to contact the brand,
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o increase the efficiency of incentive programs involving instant
reward of the consumer (gift content or transfer of money to the consumer’s
mobile phone) (Solotska, 2006, p. 432).

Table 3
Key Mobile Promotion Tools
Tool Characteristics
Mobile site This direction is developing rapidly and displaces offline storefronts, allowing

the consumer to save time when shopping

Mobile app. According to the latest data from the analytical company TNS Kantar, Viber is
installed on 96.2 % of smartphones in Ukraine, and the international audience
reaches 1 billion people from 190 countries (Kantar Ukraine, 2022). Also, in
the first half of 2020, almost 3 million applications were available for
download on Google Play; and in the Apple App Store — about 4.4 million
positions, judging by the statistics of the Statista resource (Statista, 2022).

Mobile Banner can be located on the main page, under the goods in the catalog. You
banner can also configure an arbitrary number of unique media, such as banners will
not be displayed on the desktop version and vice versa

SMS content | This category includes all mobile promotion achievements related to messages
(Push, SMS, MMS, CpaaS, RCS, messages in games and applications)

Chatbot Software that detects the needs of users and then helps to meet them.
Communication is carried out in text format, or voice

Icons and The icon of the application, or site, is a unique image, the first thing users see

production before making the transition. At the stage when the potential client decides

for Store whether to connect to the application, and the icon is exactly what will help to

design arouse interest and convince the user to take the target action

Source: compiled by authors.

Complementing the existing mobile promotion tools, you can also
highlight such tool as augmented reality (AR). The user downloads the program,
after which he brings the mobile phone camera to the physical media
(directory, restaurant menu, etc.) and views the video on his mobile device.

In marketing maximum audience coverage achieved by using a mobile
phone. While using of everyday information communication tools for contacting
the client largely depends on the place and time, mobile marketing minimizes
the loss of information distribution due to its ability to personalize and
individualize (Gorelova, Vyshnyakov, Kulikova, 2020, p. 67).

Due to the personal nature of mobile devices, mobile advertising is
much more effective in terms of product recognition and sales promotion.
Given that messages are assigned to only one user. Thus, the most favorable
conditions for increasing the purchase demand of a particular client are
created and, as a result, the processes of movement of goods and sales of
products are accelerated. Currently, recipients usually pay significantly more
attention to mobile ads (for example, text after a message) than ads received
using personal computers. In addition, mobile marketing allows you to get a
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quick response from the client, calculate accurate statistics on the results of
the shares, create the most personalized, targeted appeal to the consumer and
remotely provoke him to make a purchase decision. All this provides
companies with the opportunity to constantly keep the consumer in the zone
of their marketing influence, create a certain information field, distribute in
society the information necessary for market interaction (Berman, 2016).
The study of research and practice of mobile marketing allows to distinguish
the following features:

. unlike other types of Internet marketing, mobile marketing is
characterized by increased interactivity of users;

. since mobile devices, as a rule, concentrate much more information
about the user than"desktop" Internet use devices (including location,
personal and downloaded media, contacts, list of used applications, text
information, etc.), the amount of information that can be involved in analyzing
user activity in mobile devices is much wider;

. technical capabilities of modern mobile devices allow you to use in
the framework of mobile marketing all Marketing-Mix and traditional media
interacting with it in real time or as the main events in the user’s life occur;

. the response rate of target audiences in mobile devices is signifi-
cantly higher than in traditional ones used by users to access the Internet (Eze,
Chinedu-Eze, Bello, Inegbedion, Nwanji, Asamu, 2019).

Today, there are many approaches to understanding the structure of
the marketing complex and as a consequence of supporters and opponents,
new and old, but time-tested, concepts. The modern marketing mix will be
the so-called "12P" model, consisting of the following integrated elements:
Product, Price, Place, Promotion, Personal, Publicity, Package, Processes,
People, Purchase, Physical Preferences, Profit.

Conclusions.

Marketing mix is a set that is subject to the control of some variable
marketing factors, taking into account these factors, manipulating them and
allows the company to cause the desired reaction from the market and
includes 4 main elements: product; price; place of sale; movement of goods.

Among the main trends of the mobile marketing market are the
following: the popularity of advertising in applications, the development of
mobile advertising networks, the emergence of advertising campaigns using
"augmented reality," the emergence of mobile loyalty programs, the growing
popularity of geolocation services and geo-targeted advertising, the growth
of the influence of social networks of the mobile marketing market,
messaging. We can say that at present and in the future, the development of
mobile marketing is very high.

In addition to its main functionality, mobile applications are now an
effective tool for promoting and stimulating sales in mobile marketing. Thus,
companies that provide services in which mobile marketing is involved

12
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should focus not only on the internal state of affairs, but also on the latest
technologies. The integration of the latest mobile promotion tools will allow
companies not only to attract the attention of potential customers, but also
will allow them to develop more mobile promotion tools.

CIIHCOK BHKOPHUCTAHHX MXXEPEA

REFERENCES

Berman, B. (2016). Planning and implementing
effective mobile marketing programs. Business Horizons,
59(4). https://doi.org/10.1016/j.bushor.2016.03.006

Berman, B. (2016). Planning and implementing
effective mobile marketing programs. Business Horizons,
59(4). https://doi.org/10.1016/j.bushor.2016.03.006

BMB. (2021). Konyenyis mapxemune-mixcy (4P, 5P, 7P).
https://www.bmb.com.ua/2021/02/4p-5p-7p.html

BMB. (2021). Marketing mix concept (4P, 5P, 7P).
https://www.bmb.com.ua/2021/02/4p-5p-7p.html

Data.ai. (2020). The State of Mobile 2021.
https://www.appannie.com/en/go/state-of-mobile-2021

Data.ai. (2020). The State of Mobile 2021.
https://www.appannie.com/en/go/state-of-mobile-2021

EHHAWIIVOOY I190MHHUd

Doil, P., & Shtern, F. (2016). Marketing management
and strategy. http://196.188.170.250:8080/jspui/bitstream/
123456789/1553/1/Peter%20Doyle_%20Phil%20Stern%620-
%20Marketing%20management%20and%20strategy-
Financial%20Times%20Prentice%20Hall%20%28
2006%29.pdf

Doil, P., & Shtern, F. (2016). Marketing management
and strategy. http://196.188.170.250:8080/jspui/ bitstream/
123456789/1553/1/Peter%20Doyle %20Phil%20Stern%
20-%20Marketing%20management%?20and%20strategy-
Financial%20Times%20Prentice%20Hall%20%282006
%29.pdf

Eze, S. C., Chinedu-Eze, V. C., Bello, A. O.,
Inegbedion, H., Nwanji, T., & Asamu, F. (2019).
Mobile marketing technology adoption in service
SMEs: a multi-perspective framework. Journal of
Science and Technology Policy Management, 10(3).
https://doi.org/10.1108/JSTPM-11-2018-0105

Eze, S. C., Chinedu-Eze, V. C., Bello, A. O.,
Inegbedion, H., Nwanji, T., & Asamu, F. (2019).
Mobile marketing technology adoption in service
SMEs: a multi-perspective framework. Journal of
Science and Technology Policy Management, 10(3).
https://doi.org/10.1108/JSTPM-11-2018-0105

Insider intelligence. (2020). The Majority of
Americans’ Mobile Time Spent Takes Place in Apps.
https://www.emarketer.com/content/the-majority-of-
americans-mobile-time-spent-takes-place-in-apps

Insider intelligence. (2020). The Majority of
Americans’ Mobile Time Spent Takes Place in Apps.
https://www.emarketer.com/content/the-majority-of-
americans-mobile-time-spent-takes-place-in-apps

Investopedia. (2023). Mobile Marketing: Definition,
How It Works, and Examples.
https://www.investopedia.com/terms/m/mobile-
marketing.asp

Investopedia. (2023). Mobile Marketing: Definition,
How It Works, and Examples.
https://www.investopedia.com/terms/m/mobile-
marketing.asp

Kantar Ukraine. (2022). Rating of mobile
applications for April 2022. https://tns-ua.com/
news/reyting-mobilnih-dodatkiv-za-kviten-2022

Kantar Ukraine. (2022). Rating of mobile
applications for April 2022. https://tns-ua.com/
news/reyting-mobilnih-dodatkiv-za-kviten-2022

Statista. (2022). Number of available applications in
the Google Play Store. https://www.statista.com/
statistics/276623/number-of-apps-available-in-leading-
app-stores

Statista. (2022). Number of available applications in
the Google Play Store. https://www.statista.com/
statistics/276623/number-of-apps-available-in-leading-
app-stores

Bounapesa, 0. I'. (2017). Pexsmamua crpareris
opranizanii. Haykosuii gicnux JIHAY, (16), 77-81.

Bondarjeva, Ju. G. (2017). Advertising strategy of
the organization. Scientific Bulletin of LNEU, (16),
77-81.

Topenosa, T.II. Ludposi TexHomorii: TpeHAn Ta
NPOTHO3H PHHKY CYYacHHX KOMYHIKaTHBHHX
3aco0iB. ExoHOMIKG ma YnpaseninHa: npobiemu,
piwenns, 5(101), 64-76.

Gorjelova, T. P. Digital technologies: trends and
forecasts of the market of modern communication
tools. Economics and management: problems,
solutions, 5(101), 64-76.

Jubuyk, JI. B. (2015). CytHicTh Ta 0cOOIHUBOCTI
(hopMyBaHHS IHTErPOBaHUX. MAPKETUHIOBHX KOMY-
HiKauiil. BiHHMIBKHH KOONEpaTUBHUI IHCTHUTYT.
Bicnux Xmenvnuyvrkoeo nayionanbHo2o yHieepcu-
memy, (5), 58-61.

Dybchuk, L. V. (2015). The essence and features of
the formation of integrated. marketing commu-
nications. Vinnytsia Cooperative Institute. Bulletin
of the Khmelnytskyi National University, (5), 58-61.




.
..... 60 000000000000000000000000000000000000000000000000000000000000sscsscsscsscsscsscscccscscsscsccscs
0y

ISSN 1998-2666; eISSN 2616-6755. Togapu i punxu. 2023. Ne3

Jmvutpyk, M. CrpaTeriqyauii MapKeTHHI: JaHWHA
MO/l BUCOKUX MOHSTH UM IHCTPYMEHT KOHKYPEHTHOT
6opoTebu? Pexiama u pexiama, (5-6), 32-37.

Dmytruk, M. Strategic marketing: a tribute to the
fashion of high concepts or a tool of competitive
struggle? Advertising and publicity, (5-6), 32-37.

Kamanina, P. B. BusBnenns ta anamiz mpoGiiem
CTPATEeriYHOrO0 PO3BUTKY IOTEHIialy TOPTOBEIlb-
HOTO MiANpHeEMCTBa. [Ipobnemu meopii ma npak-
muxu ynpaeninna, (1), 94-102.

Kamanina, R. V. Identification and analysis of problems
of strategic development of the potential of a trade
enterprise. Problems of management theory and
practice, (1), 94-102.

Kaprienko, H. B. (2016). Mapxemuneosa disnvhicme
nionpuemema: cyvacuii 3vicm. LleHTp HaB4anbHOI
JiTepatypH.

Karpenko, N. V. (2016). Marketing activity of
enterprises: modern content. Center for educational
literature.

Knumuyk, A. O. CydacHa napagurma 3abe3nedeHHs
KOHKYpeHTHHUX [epeBar oprasizauii.  bisuec-
Ingopm, (1), 221-225.

Klymchuk, A. O.The modern paradigm of ensuring
competitive advantages of the organization. Business-
Inform, (1), 221-225.

MarsiiB, M. ®opmyBaHHS UHUPPOBOI peKIaMHU
mianpueMcTB. 30ipHUK HAYKOBHX Ipamb. Eghex-
musHicme depaicagnozo ynpaesainns, (41), 252-261.

Matvii'v, M. Formation of digital advertising of
enterprises. Collection of scientific papers. Effective-

ness of public administration, (41), 252-261.

PHUHKOBI JOCAIAXEHHSI

CkBoproBa, H. A. MoOineHuii MapKETHHT SIK
IHCTPYMEHT CTUMYITIOBaHHs 30yTy. ExoHomiune cepe-
odosuwe, 3(13), 54-62.

Skvorcova, N. A. Mobile marketing as a sales pro-
motion tool. Economic environment, 3(13), 54-62.

Comoupka, M. O. CyyacHi TeHAEHIII Ha PHUHKY
MapKETHHIOBUX KOMYHIKalii Ta IIOTEHIia] MOOiIb-
HOTO MapKeTuHry. Mapxemune ma MapkemuH2o8i
docnidoicenns, (5), 430-445.

Solocka, M. O. Modern trends in the market of
marketing communications and the potential of
mobile marketing. Marketing and marketing
research, (5), 430-445.

.........................................

Conflict of interest. The authors certify that they have no financial or non-financial interest in the
subject matter or materials discussed in this manuscript; the authors have no association with
state bodies, any organizations or commercial entities having a financial interest in or financial
conflict with the subject matter or research presented in the manuscript. The authors are working
for the institution that publishes this journal, which may cause potential conflict or suspicion of
bias and therefore the final decision to publish this article (including the reviewers and editors) is
made by the members of the Editorial Board who are not the employees of this institution.

The authors of the manuscript did not receive direct funding in the preparation of the manuscript.
Contribution of the authors: Karmazinova V. — 60 %, Karkushka O. — 40 %.

Karmazinova V., Karkushka O. Mobile tools for product promotion. International scientific-practical
Jjournal "Commodities and markets". 2023. Ne 3 (47). P. 4-14. https://doi.org/ 10.31617/2.2023(47)01

Received the editorial office 15.06.2023.
Accepted for printing 07.07.2023.
Publication online 22.09.2023.



