Speaking about the development of the store during the crisis in 2019,
when the store management decided to launch both contextual and targeted ad-
vertising on Instagram, the following results were obtained in 3 months: 1368
sales from the online store and 3795 sales from Instagram. Also, when using
SMM and targeting tools, the store managed to increase the number of subscrib-
ers, which had a better effect on sales: there was an increase in loyal customers,
who eventually made repeated purchases later. Thus, the recommendation for
textile industry businesses is to focus on the development of marketing in using
of SMM and target tools on the Instagram.

Conclusion. Obviously, the crisis has taught business to work remotely.
However, do not rely only on the transition to online. The transition of the store
to the online should always go along with the use of marketing tools. The best
solutions are contextual advertising and using of SMM and target tools on the
Instagram. But the recommendation is to focus on the development of the Insta-
gram, since there sales growth will be greater, as the study showed.
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VJIK 659
BBICTABBI ¥ IKACII THCTPYMEHTA MAPKETBIHTY

A. M. Mapmunoeuu, cmyoenm cpynnot 10508119 ®MMII BHTY,
HayyHwvlll pyKosooumens — npenooasamensv A. A. Jlyzan

Paztoms — y cyuachaii kanysnyvli mMapkemvlHZy 6blcmaAgam Haoaeyya
acabnisae 3Haudsnne. MHoeia Qipmel bauaysb y 6bicMasax 8aXiCHvl IHCMPYMEHM
MapkemviH2y, AKi 0azeaise IM NACHAX084 Gblpawlayb ICHYIOUblsl npadiemsl,
abymoynenvis, nepui 3a yce, HeabOXOOHACYH 3a0eCNAYdIHHA dpexmblyHall
masapHau i Kowmaeau naiimviKi, NAIiMulKi pasmMepKasamnus i Npacoy8aHHs.
Menasima na evipawisnne anownix npabiem naginusvl OblYb HAKIPABAHbI YO3€l
KodCcHat ¢hipmvl. AcHOynail 3a0auail  AKOU  3'ayndeyya  OIMAHCMPAYbisl
O0acsicHeHHsY Y AOHOU ab0 HeKAIbKIX abiacysax yanaeeyail 03euHacyi.

Resume — in the modern concept of marketing exhibitions attached special
importance. Many firms see in exhibitions an important marketing tool that
allows them to successfully solve existing problems due, first of all, the need to
ensure effective commodity and pricing policies, policies of distribution and
promotion. It is for the decision of the latter problems that each company in
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a given exhibition should be sent to the decision. The main task of which is to
demonstrate achievements in one or several areas of human activity.

Yesaazenne. CyyacHbl XyTKapoCibl PhIHAK CTBapae MmpabdyieMbl 71 MHOTIX
KaMIMaHiil y BoOJjacill NpbIIATHEHHs MaTOHUBIMHBIX KIIEHTaYy 1 Y3aemaa3esHHA
3 imi. IlIToron mapkeronaram mpagacrtayisieliia HoBbl HA0Op IHCTPYMEHTAY /IS
mpaiel ca cBaiMi KJIIEHTaMi, sIKisl, y CBal 4apry, nacTasHHa BBIKAPHICTOYBAIOIIb
HOBBISI CPOJIKI MacaBai iHdapMalibli, HOBbISI 3BBIUKI 1 HOBBIS 4YakaHHI. Takim
YyblHaM, TOHKa 3a YJacCKaHAJICHHEM, CerMeHTaBaHHEM, IepcaHali3albIsii
1 YIsIrBaHHEM y3MallHsCIIIA.

AcHOYHasi yacTka. BricTaBbl, X0Ib 1 3aCHaBaHbl Ha Hi3KaTIXHAJIar14YHbIX
MPBIHIBITAX: 0ayblllb HA CBA€ BOYBI 1 CyCTpakalla TBapam Ja TBapy, ajie ¥ Tou
)Ka Yac TMpama”Hymollb Bei3apHbIS MardpIMacii JJisg Taro, ka0 CTBapbIlb
Hernepays3blI3eHbl MapKETBIHIaBbl XOA. Y PAaJIbHBIM KBIII, Y SKAacll BbICTAY
pasmisiIaeia dKCHasimpla TaBapay, maciayr abo 1mH, skas dapmipyeria
Yy ma3HaBaJbHBIX MATaX. AJIHOW 3 AaCHOYHBIX 3aJad BBICTaBbl 3'AyJIAeria
CTBapaHHE CIPBIUIBHBIX YMOY I MPOAaXy TaBapay ma ix y3opax. Pakinama Ha
BBICTABaX AXBIIIAYIISEIIA UIsIXaM MaKa3y TaBapy abo sro y3opay y HA3esHHI
npas siro JPMaHCTpalbiio. fHa y313eiiHivae Ha MaKyHIKa, IEPAaKOHBAIOYBI SITO
¥ Bapracusx 1 TmepaBarax TaBapy. BbicTaBel 3a0sicrieyBarollb  pIKIaMe:
KaHKpITHACIIb, SIKasl Y3HIKae Mpbl MakKa3e TaBapy Yy HATypbl, ThIM CaMbIM
JacArarybl HAaWBBIMIDHIIANA CTYMEHI JaBepy 1 dMallbliHara Y3a3esiHHS, akpamsl
raTara BBICTaBbl JIAIOIb PIKIIAME BBICOKYIO CTYIEHb aKTBHIYHACI(l, TITa 3HAYBIIb
JTDMAHCTPAIBII0 TaBapy ¥y A3€sHHI 1 aKTyalbHACIb PIKJIIAMHAN MpamnaHoBsI [2].
AnmHOW 3 aAMEeTHBIX acalOmiBacled BbICTAy 3'ayisdenia iX YHIKaJbHas
IHTAPAKTHIYHACIIb-TIPACOYBAHHE TaBapay 1 Maclyr, amPHKa I1X BapTacisy,
HeJaxonay 1 KaHKYpIHTa3loJdbHACLl 3 IYHKTY [JIEIKAaHHSI CHaXbIyLA.
V¥ cydacHbIX YMOBax ICHy€ MardbIMacllb BBIKAPBICTAHHA Y paMKax BbICTaY
1HABALBIMHBIX TAXHAJIOTIM, YKIIOYAIOUbl MITYYHbl I1HTAJIEKT 1 JalOYyHEHYIO
pRasibHACIIb, IITO Ja3Baisie ¥ MOYHAH Mephl aluyllb KalITOYHACIb 1 KAPbICHACIh
npajacraynenara (ipMaid npagykTy, 3alikaBillb NaTIHIbIMHArTAa CHAXbIYLA IS
CTBApOHHS YCTOWIIBBIX CYBsI3SY, a TakcaMa mepaHecii ¢apmar, 3BbIYallHBIX
y pa3yMeHH1 BbICTay, Ha HOBBI y3poBeHb [l1]. HaiGonbmr >QeKThIyHBIM
IHCTPYMEHTAM MAapKETBIHTY 3'Ayisela caMacToHbl YVa3en GipMbl ¥ Ipaisl
BBICTaBBI. SIMy 1 ajgjaronb IepaBary KammaHii, sKis Maroilb MardbIMaciil Ha
HAJICXKHBIM Y3pOVHI apraHi3aBallb 1 3a05CIEYbllb YA3€] Yy Mpallbl aJrmaBeaHai
BbICTaBbl. [la Mepbl 3MEHbl YaKaHHSAY ayAbITOPbIl 1 MardsiMacisty (GipMbl
HAWOOJBII MACISIXOBBISA SKCIAHEHTHI OyIyIlh afanTaBalllld, BEIKAPHICTOYBAIOYBI
YHIKQJIbHBIS MardbIMaciii apraHizaipli BICTaBbl. CaMbis 9()EKTHIYHbISI BHICTABHI-
r3Ta ThISA, SKIS TPBIIATBAONL HAWOOJBIT TPBIJATHYIO aYABITOPHIIO —
ayNbITOPBIIO, SIKas JIeNI 3a Yce MaAbIXOA3ilb IS  y3aeMaJ3esHHS
3 OKCIaHeHTaMi. AKpams raTara, akpams ya3eny ¥ sSKacii 3KCHaHEHTHI, ¢ipma
MOKa BBICTYIAlLb y fIKaclll HaBeJBaJibHIKA. Takora poay IHILBIATHIBBI (IpMBI
aOyMoyJieHbl HeaOXOJHACLI0 NpPaBSA3€HHS aANaBeJHBIX MAapKEThIHABbIX
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JacieaBaHHAY, 3aKIIKaHbIX CaJ3eHHIvYalb BRIPAIIPHHIO MpadiieM, KIS CTasIb
nepan ero [3]. Aanak, kab meub Ooybll TOYHAE ysayieHHe ald 3(EeKThIYHACII
Vazeny ¥ pabolle naa3eHara MeparpbleMCTBa BapTa MpaBecli NapayHalbHBI
aHaJli3 MATay yA3€1y BbICTABbI 1 (DaKThIYHA JACSTHYTHIX BBIHIKAY.

3akmousnHe. Ca ckazaHara BbIIIDI BBbIHIKAe, IITO MATHI ya3eny (ipMbl
¥ BpICTaBaxX MaBIHHBI OBIIb MaJIapaJKaBAHbII MAITAM pialli3allbli MAPKETHIHTY,
K1 ¥ CBarO 4apry BapTa Y3raJiHilb 3 JOYTaTIPMIHOBBIMI, CAPITHETIPMIHOBBIMI
1 KapoTKaTIPMIHOBBIMI MdTami J3eHacii ¢ipMbl. 3bIXOAHAN IepayMOBaii
arolHsAra 3'syseria, nepii 3a yce abrpyHTaBanbl BbIOAp BHICTABBI JUJIS Y3€Ty
bipmMbl ¥ se mparbl. 3MEHBI ¥ YaKaHHSIX CHAXKBIYIIOY 1 OOJBIN MalIbIpaHbIs
TIXHIYHBIS MardybIMacili a3Havarollb, IITO OPIH/BI MOTYIIb 1 TIaBIHHBI YKapaHSIIb
1HaBaIpll ¥ Tpamdc MpajcTayJieHHs CBalro TaBapy 3 Jamamorail BbICTay
NaTAHLBITHAMY CIaXBIYIy, TaKiM YbIHAM MbI YOaublM HaWOOJBII 3(PEKTHIYHAE
CYNpaLOYHINTBA § JaJI€HIIbIM aMIXK BBITBOPLIAM 1 TAKYITHIKOM.
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VJIK 659.13
USE OF 3D ADVERTISING IN THE MODERN WORLD

K. A. Mpouek, cmyoenm epynnot 10508120 ®MMII BHTY,
HAay4Hwlll pykogooumenb — cmapuiutl npenooasameins I. B. Ilpubsinbckas

Pestome — 6 oannoti cmamve paccmampugaemcs 3¢ppexmusHocms UCHONb-
308anus 3D-pexnamvl 6 cogpemenHom mupe. B cmpemaenuu npouzgecmu 60.1b-
uilee gneuamiienue Ha Nompeoumens, NPEONPUIMUSL CIMAIU BHeOPSMb 8 PeKlaM-
Hble Komnanuu 3D-konmenm.

Resume — this article discusses the effectiveness of using 3D advertising in
the modern world. In an effort to make a greater impression on the consumer,
enterprises began to introduce 3D content into advertising companies.

Introduction. In the modern world, there are many ways to convey infor-
mation to potential buyers. According to the Granat communication group [1], on
average, a person sees and hears more than 400 advertisements a day without even
realizing it: in the form of banners and leaflets on the way home and to work, in the
form of ro-faces and pop-ups in the Internet space when watching movies and TV
shows. But how many of them do we remember? A little bit. Probably, this is the
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