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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main reason that the line "the ability to think outside the box" has increasingly be-
gun to appear in the requirements for the applicant. After all, every company wants
to stand out against the background of competitors and attract attention to itself due
to an extraordinary presentation with a clear message, a creative but simple slogan
and a bright picture. All three points are interrelated, and a really good advertise-
ment should include each of them. A high-quality visual will not save you from
mediocrity, and the most genial idea is revealed only after viewing. It follows from
this that one of the most pressing issues facing marketers today is the ability to im-
press a potential buyer, make them freeze, forget about the goal of their path and
just contemplate the product. To this end, companies began to explore new ways to
visualize information and thus came to a variety of 3D content. But how appropri-
ate is it? Is the world ready for this?

The main part. According to the marketers' research, not because of the
content, but because of excessive importunity, the majority of respondents prefer
to simply ignore ads, while the rest of respondents is completely annoying it.
But when the audience is asked (by showing specific examples) as they relate to
advertising with 3D content, the majority opinion has changed in a positive way.
Thus, 3D advertising fulfills its main task — to surprise and impress — one hun-
dred percent. And what do the customers say? Companies using 3D content
have noted a good percentage of profit growth. It is difficult to name exact fig-
ures, the indicators vary in each area, and the types of 3D content are different,
but generally speaking, the increase can be from 5 % and up to 40 %. On aver-
age, the increase is about 14 %.

So, the company True Value [2], by introducing a 360° photo of the offered
products on its website, was able to increase the conversion rate by 22 %. 360°
photo technology is a panoramic photo of an object or product with a 360-
degree view, which can be rotated using an interactive player, which allows you
to view the product from different sides. This technology also helps to reduce
the percentage of product returns. So, the percentage of return from the company
The Home Depot [2], which specializes in the sale of goods for construction and
repair, decreased by 35 %.

The usefulness of such an implementation was also confirmed by such ma-
jor trading giants as Amazon and Walmart. Moving away from western repre-
sentatives, it can be noted that the Eldorado company, after analyzing the results
of its 3D photo studio in 2017, came to the conclusion that the demonstration of
goods in 360° format increased their conversion to 30 %. This phenomenon can
be explained by the fact that we think in three-dimensional space, so it is easier
for us to perceive 3D objects rather than pictures. We can better imagine their
size, texture, how they will interact with the outside world and whether they will
meet the goal we need. This 3D technology is perfect for large retail outlets that
deal with large turnover, B2B sites, online stores.

Conclusion. Thus, the introduction of 3D content in advertising can really
provide an increase in the company's profit by fully recouping the costs. How-
ever, the investment of funds should take place with full awareness of the mat-
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ter, based on a thorough study of the feasibility of using this or that type of 3D
content, taking into account the specifics of the enterprise's field of activity, and,
of course, it should work only with trusted firms.
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YK 33.054.22
DIGITAL MARKETING: CONCEPT, GOALS AND OBJECTIVES,
ADVANTAGES

3. Hecmepenko, cmyoeum epynnot 10508121 ®MMII BHTY,
HAayyHwlll pyKogooumesnb — Kauo. neo. Hayk A. H. Copokuna

Pestome — 6 oanmoii cmamve paccmampusaemcs NoHamue yupposozo
mapkemunea, e2o yeau u 3aoauyu. OH nomozaem npooGUHYMb 8aule NPeoaodice-
Hue 60 6cex yughposvix xananrax. Pazeumue ungopmayuonnozo obwecmsa mpe-
Oyem om uenogexa ¢opmuposanue yCmouiugol CUCmemvl 3HAHUU U KOMNemeH-
yutl 06 UHCMPYMEHMAX NPUMEHEHUS COBPEMEHHBIX UHMOPMAYUOHHBIX MEXHOIO-
2Ull KAK 8 NOBCEOHEBHOU JICU3HU, MAK U 8 NPOPeCcCUOHANbHOU OesimelbHOCTU,
6 mom uucne u 8 cghepe Digital-wapkemunea.

Resume — this article discusses the concept of digital branding, its goals
and objectives, advantages. It helps you to promote an offer in all digital chan-
nels. The development of the information society requires a person with a stable
system of knowledge and competencies about the tools and methods of applying
modern information technologies and systems both in everyday life and in pro-
fessional activities, including in the field of Digital marketing.

Introduction. The digital era has not only made it easier for us to com-
municate, work, and search for information, but also provided new opportunities
for business promotion. Due to the convenience, speed and popularity of digital
channels, their use in business for communication with the target audience has
grown into digital marketing.

Main part. Today, digital marketing collects vital information for business
about target audience, and tracks the results of brand or product promotion. Dig-

151



