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HU®POBIBALISA MAPKETUHI'OBOI'O YIIPABJIIHHS TPOMUCJIOBUX
HIAIPUEMCTB B YMOBAX TPAHC®OPMAIIII BIBHEC-CEPEJJOBHUILIA

Y emammi 0ocniodsceno ocobaueocmi yudposizayii Mmapkemun208020 YRPAGAIHHA NPOMUCTOBUX
nionpuemcme 6 ymosax mpancgopmayii OisHec-cepedosuwa. Illpoananizoeano ponv yugdposux
mexnonoeiu, CRM-, ERP-, Bl-cucmem ma incmpymenmis yupposozo mapxemuney y niosuuyeHHi
epexmugnocmi MapkemuH2060i OisnbHOCmI nionpuemcms. Busnaueno ocobnueocmi euxopucmanms
Predictive CRM ma AI-CRM 0ns niompumxu mapxemuHeosux piuienv Ha putky B2B. Obrpynmosano
sHauenusi ERP-cucmem y 3abesneuenni inmeepayii 6upoOHUHUX, (DIHAHCOBUX, NO2ICHMUYHUX |
mapxemunzoeux npoyecie. Posxpumo ponv Bl-ananimuxu Ax iHcmpymenmy nepemeopeHHs OaHux Ha
YIPABNIHCHKY iHpopmayito. 3anponoHO8aHO asmMopcvbKy MoOelb MAPKemuHe080i iHpopmayitiHol
cucmemu H0O8020 NOKONIHHA, sKa inmezpye yugposui mapkemune, CRM-, ERP- ma Bl-cucmemu 6
€OuHOMy yugposomy cepedosuwyi. Jlo6eoeHo, w0 6NpoBAONCEHH MOOENl CHNPUsiE€ NIOGUUYEHHIO
OOTPYHMOBAHOCMI  MAPKEMUH208UX — PIlUeHb,  KOHKYPEHMOCNPOMONCHOCMI  Ma  eKOHOMIYHOL
Pe3yIbmamueHOCmi NPOMUCTIOBUX NIONPUEMCING.

Kouosi cnosa: yughposizayis, mapkemuneo6e YHPAGIIHHS, NPOMUCIOS] NIONPUEMCMEA,
Mapkemun206a ingopmayitina cucmema H08020 NOKONIHHA, Yughposa mpancgopmayis, npoMuUciosuil
mapxemune, CRM-cucmemu, ERP-cucmemu, ynpagninus na 0CHOGI OaHUX.
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Beryn. B ymoBax mudpoBoi Tpancdopmallii eKOHOMIKH Ta HOCHIIEHHS! KOHKYPEHIIIT Ha
BHYTPIIIHIX 1 30BHIIIHIX pUHKAX MAPKETUHIOBE YIPABIIHHS IPOMUCIOBUMH MIAIPUEMCTBAMU
3a3Ha€ CyTTe€BUX 3MiH. CTpIMKHMIA PO3BUTOK LU(POBUX TEXHOJIOTIH, 3pocTaHHs 00CATIB JaHUX,
MOIIMPEHHSI IHCTPYMEHTIB aBTOMAaTH3allli Ta MiJIBUILIEHHS BUMOT CIIOKHBayiB 00YMOBIIIOIOTh
HEOOXIJIHICTh BIPOBA/DKEHHS HOBMX MIAXOJIB IO OpraHi3allii MapKeTHHIOBOi JISIBHOCTI Ta
NPUMHATTS yNPaBIIHCHKUX pilleHb. Pa3oM 13 TUM npakTuka (QyHKIIOHYBaHHS IPOMHUCIOBUX
HiATNPHEMCTB CBITUMUTB, 110 BIPOBAKEHHS IU(PPOBUX TEXHOJIOTIH YacTo Mae (hparMeHTapHUN
xapaktep. CRM-cucremu, ERP-pimienHs, iHcTpymMeHTH Oi3Hec-aHANITUKH Ta HU(POBOIO
MapKETUHTY HEP1IKO BUKOPUCTOBYIOTHCS 130JIbOBAHO, a 1€ YCKIIaIHIOE ()OPMYBAHHS €IMHOTO
1H(OpMaLIfHOTO cepe0OBUIIA YIIPABIIHHS Ta 3HUKY€E €(EeKTUBHICTh MAPKETUHTOBUX PIIIEHb.
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VY 3B’3Ky 3 LUM aKTyaJlbHUM HayKOBHUM 1 NPAKTHYHUM 3aBJAHHAM € pO3pOOJIECHHs
IHTeTpOBaHMX  MIAXOAIB 70  IUQpOBI3amii  MapKETHMHIOBOTO  YIPABIIHHA,  SKI
3a0e3meuyBaTUMYTh €(QEKTHUBHY B3a€MOAII0 [HU(PPOBHX IHCTPYMEHTIB, IIiJIBUIICHHS
OOIPYHTOBAHOCTI YNpPaBIIHCBKUX pillIeHb 1 KOHKYPEHTOCIIPOMOXKHOCTI TPOMHUCIOBUX
iITPUEMCTB.

[Ipobnemarnka mudpoBizamii MapKETUHTOBOTO YHPABIiHHS MiANPUEMCTB AKTHBHO
JIOCIIIJDKYETHCS SIK YKPaiHCbKUMH, TaK 1 3apyOKHUMH HayKoBISIMHU. [lutanHs 1mudpoizamii
MapKETUHTOBOI  JiSUTBHOCTI  MIJNPUEMCTB, BUKOPUCTAHHS IU(PPOBUX TEXHOJOTIH Ta
(GopMyBaHHS MAapKETHHIOBHUX CTpaTeriii B ymMoBax LU(POBOI €KOHOMIKH PO3IVISIAIOTHCS Y
npaiix P. [Ipokomnenka [1], M. baropku ta H. FOpuenko [2].

Baromuii BHecok y gochipkeHHs mudpoBoi TpaHcdopMmalii Oi3HeC-IpoIeciB
nianpueMctB 3pobmmu O. 3aropoantok Ta . [Imutpuk [3], sKi nocmimxysanu poias BPM-,
CRM- ta ERP-cuctem y mudposiii Tpanchopmartii 6i3uecy, a Takox O. [TnoTHiKOB [4], skuii
PO3IIIAIaB BUKOPUCTAHHS U(DPOBUX TEXHOJIOTIN Ta IHCTPYMEHTIB IIU(POBIi3allil B yIpaBIiHHI
KIIFOYOBUMH O13HEC-TIPOLIECAMH ITiITPHUEMCTB.

Oxpemi acmektn nu¢poBizamii aHali3y MapKETHHTOBOI IiSUIBHOCTI, BHKOPHCTAHHS
cydacHHUX iH(GOpMalIHHUX TEXHOJIOT1H Ta 1upoBoi TpaHchOopMaIlii MAPKETUHTY BUCBITJICHO Y
npaisix O. Kpusomes [5], JI. Bysik Ta 10. Cemenenka [6]. [Turanns uudposoi Tpanchopmartii
HiAIPUEMCTB, iHTErpalii U POBUX TEXHOJIOT1H Ta pOpMyBaHHS CUCTEM YIPABIiHHS Ha OCHOBI
JAHUX TaKOX JOCTDKYIOThCS y nparsx G. Vial [12] ta P. Verhoef i3 ciBaBTopamu [13], sxi
PO3KPHUBAIOTh KOHIIETITYyallbHI 3acaau IudpoBoi TpaHcopmallii 0i3Hecy Ta OOTPYHTOBYIOTh
HEOOXIJHICTh IHTErPOBAHOTO BUKOPUCTAHHA LU(PPOBUX TEXHOJIOTIH y CHUCTEMI YIPaBIiHHS
MiITPHEMCTBOM.

Cepen 3apyOiKHUX JOCHIPKEHb 3HAYHMHA HAYKOBHH iHTEepec CTaHOBIATH mpami .
Kotnepa, I'. Kapramxkas ta 1. CetiaBana [7], y akux po3kpuro konuemnuiro Marketing 5.0 Ta
OOTPYHTOBAHO pOJIb MU(PPOBUX TEXHOJIOTIH, BEIMKUX JAHUX 1 IITy4YHOTO IHTEJIEKTY Y
Tpa"copmarlii MapKEeTHHTOBOI ISJILHOCTI MIAIPUEMCTB. BaroMuii BHECOK y pO3BUTOK TEOPii
mudposoro mMapketury 3poowm /. Yaddi ta @. Enmic-Uensik [8], ki qocmiammm cydacHi
IHCTPYMEHTH IU(PPOBUX KOMYHIKaLli{, aHAJIITUKHU Ta YIPaBIIHHS B3a€MOJIIEIO0 31 CIIO)KUBaYaMU
B 1u¢ppoBoMy cepenoBuill. BuxopuctaHHs IITY4yHOro IHTEJNEKTY B  YIpaBIiHHI
B3a€MOBIJTHOCHHAMH 13 KJII€HTaMH Ta miaTpumui B2B-nponaxis nocaimxkyrots J. Paschen, M.
Wilson ta J. J. Ferreira [14], a nuTaHHs BUKOPUCTaHHS BEJIMKUX JaHUX, O13HEC-aHAJITUKHU Ta
yIpaBIliHHS Ha OCHOBI JaHux — S. F. Wamba i3 cniBaBropamu [15].

BopmHouac pe3ynbpTaTé MPOBEACHOTO aHAJi3y CBiqYaTh, 110, HE3BAKAIOUM HA 3HAYHY
KUTBKICTBh JIOCHIJIKEeHb, MIPUCBAYEHUX LUGPOBiH TpaHchopMalii MapKeTHHIOBOI JisIIbHOCTI,
BukopuctanHio CRM-, ERP-, Bl-cuctem Ta iHCTpyMEHTIB IM(PPOBOr0 MapKETUHTY, TUTAHHS
iX KOMIUIEKCHOI 1HTerpamii B MeXax €JIMHOI MapKeTHMHroBOi iH(popMauiiHOI cucTeMu
MIPOMHCIIOBOTO MiANPHUEMCTBA 3aTHINAIOTHCS HEIOCTATHBO JOCHTIHKeHUME. HeoctaTHIO yBary
TaKOXX MNPUALJICHO PO3POOJIEHHIO IHTEIPOBAHMX MOJENel, OpIEHTOBAaHMX Ha MIATPUMKY
MapKEeTUHTOBOTO YIpaBliHHSI Ha OCHOBI gaHux (data-driven management). Lle 3ymoBiroe
HEOOXIJJHICTh NOJANIBIINX HAYKOBUX PO3BIIOK Y 3a3HaYEHOMY HAIPSIMI.

Merta Ta 3aBIaHHS 10C/IiAKeHHsI. METOI0 OCTIKEHHS € TEOPETUYHE OOTPYHTYBaHHS
Ta PO3pOOJIEHHS aBTOPCHKOI MOJeNi MapKeTMHroBoi iH(OpPMAIifHOT CHUCTEeMU HOBOTO
MOKOJIIHHA A 1U(poBi3alii MapKETUHIOBOIO YIPAaBIIHHS MPOMUCIOBUX MIANPUEMCTB B
yMoBax TpaHcgopmarlii 6i3Hec-cepeoBUIIIA.

JInst MOCSATHEHHS TIOCTAaBJICHOI METH BHW3HAYEHO TaKi 3aBJaHHS: JOCIIJIWTH BIUIAB
mudpoBizanii  Ha  TpaHchopMallilo  MapKETHHTOBOI'O  YIPaBIIHHA  MPOMHCIOBUMHU
nianpueMcTBaMy; poananizyBatu poib CRM-, ERP-, Bl-cucrem Ta iHCTpyMeHTIB IU(PPOBOTO
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MapKETUHTY B CHCTEMI MapKETUHTOBOTO YIIPABJIiHHS, OOTPYHTYBATH JOIUIBHICTD 1X 1IHTErpaii
B MeXaX MAapKeTHHTOoBOi iH(OpMAIIHOI CHUCTEeMH; pO3POOUTH aBTOPCHKY MOJEIh
MapKEeTUHTOBO1 1H(OpPMaIIMHOI CHCTEMH HOBOTO IIOKOJIHHSA Ta BU3HAYWTH TepeBaru ii
BIIPOB/KEHHS Y JTiSUTbHICTH IPOMHUCIIOBUX HIATIPHEMCTB.

MeTtoaosorisi gocaigxenHsi. METOI0IOTTYHOI OCHOBOKO JTOCIIIIPKEHHSI € CYKYITHICTD
3araJlbHOHayKOBUX 1 CIIELIANbHUX METOJIB HAyKOBOTO Mi3HaHHA. [ aHamizy cydacHHX
MigXomiB 10 I1udpoBizamii MapKETHUHTOBOTO YIPABIIHHSI MPOMHUCIOBUX MIANPUEMCTB
BUKOPHCTaHO METOAM aHANi3y, CHHTE3Y, y3araJlbHEHHs Ta CUCTEeMAaTU3allii HAyKOBUX JIXKEPell.
CHucTeMHHMI MIOXiX 3aCTOCOBAHO UIS TOCHIIKEHHSA B3aemo3B'sa3kiB mixk CRM-, ERP-, Bl-
CUCTeMaMH Ta IHCTPyYMEHTaMH IIM(PPOBOIO MAPKETUHTY B MEXaxX MapKETHHIOBOI
iHpopMaIiifHOT CHUCTEMH MIAMPUEMCTBA. MeETOI MOCIIOBAHHS BHKOPHCTAHO IIiJT dac
PO3pOOIICHHS aBTOPCHKOT MOJIEIIi MAPKETUHTOBOT iHPOPMAIIHHOT CHCTEMH HOBOTO IMMOKOTIHHSI.
s oOrpyHTyBaHHsI IepeBar ii BIPOBAKEHHS 3aCTOCOBAHO JIOTIYHHUN Ta MOPIBHSUIBHUUN
aHai3.

Bukiiag ocHOBHMX pe3yJbTaTiB Ta iX o0rpyHTyBaHHs. TpaHcdopmaliis cydyacHOTO
0i3Hec-cepeIoBHIIA CYIPOBOKYETHCS CTPIMKAM PO3BHUTKOM ITU(PPOBUX TEXHOJIOTIH, 3MIHOIO
MOBE/IIHKHM CIOKMBAYiB Ta MOCUJICHHAM KOHKYPEHIIIT Ha rI100albHUX PUHKAX. 32 TAKHX YMOB
MapKETUHTOBE YIPABIIHHSA MPOMHCIOBUMH MiANPHEMCTBAMH TIOCTYIIOBO NEPEXOAMTH BiJl
TPaAMIIIHHUX TIAXOAIB JO MOJENeH, 3aCHOBAaHWX Ha BUKOPUCTaHHI HHU(PPOBHUX JaHUX,
aBTOMATH3aIlll MPOIECIB Ta AHATITUYHOI MIATPUMKH TMPHUHATTS YIPABIIHCHKUAX PIllICHb.
[{udposizallis BUCTYIAE HE JUIIE IHCTPYMEHTOM OINTUMI3allii OKpeMUx Oi3Hec-MpoleciB, a i
(axTOPOM KOMILIIEKCHOI TpaHC(OpMAIlii CHCTEMH YIPABIIHHS M1AIPHEMCTBOM.

VY cydacHHX yMOBaxX MapKETHHT NE€pecTae BUKOHYBATH BUKIIIOUHO (DYHKIIIT POCYBaHHS
mpoaykiii Ta (GOpMyBaHHS ONUTY. MOro pojib PO3IIMPIOETHCS A0 KOOPAHMHALIL
iHQOpMaLIfHUX TOTOKIB MIDK BHUPOOHUIITBOM, 30yTOM, JIOTICTUKOIO Ta KIiHIEBUMU
cnoxuBadyamu. Came ToMy mu(pOBI TEXHOJOTII Aeqani YacTilie Po3TISIAIOThCS K OCHOBA
dbopMyBaHHS aJanTHUBHOI CHUCTEMH MAapKETHMHTOBOTO VIPABIiHHS, 34aTHOI ONEPaTUBHO
pearyBaTé Ha 3MiHM PUHKOBOTO CEPEIOBUINA. 3a3HAYCHI TEHICHIIIT BiMTOBIAAIOTh KOHIICTIIIi
Marketing 5.0, BiANmoBiAHO 10 SKOi Cy4yacCHHH MapKEeTUHI 0a3yeThbCsi HAa BHUKOPHUCTaHHI
1M (POBUX TEXHOJOT1H, BEIMKUX JaHUX, IITYYHOT'O IHTEJIEKTY Ta aBTOMAaTH3all1i JIJIsl CTBOPEHHS
I[IHHOCTI JJIsI CTIO’KMBAYiB 1 MIATPUMKH YIPABIIHCHKUX PillieHb [7].

Oco0nMBOi  aKTyaJIbHOCTI 3a3HayeHl Mpoluecu HaOyBalOTh [UIs [POMHUCIOBUX
HiANPUEMCTB, ASUIBHICT SKUX XapaKTEPU3YETHCS CKIATHOIO CTPYKTYpPOrO Oi3HEC-NpOLECiB,
TPUBAIMMU BUPOOHMYUMH IUKIAMH Ta 3HAYHOIO KUIBKICTIO KOHTPAreHTIB. 3a JaHUMH
Cy4JacHUX JOCHi/keHb LH(ppoBOi TpaHcopmallii ykpaiHCbKOro Oi3Hecy, HaWOUIbLIMIA
€KOHOMIUHUH e(eKT IOCSITaeThCsl HE B1J] YIIPOBA/)KEHHSI OKpEeMHX LU(POBUX IHCTPYMEHTIB, a
BiJ] X IHTErPOBAHOI'0 BUKOPHCTAHHS B MEXaxX €MHOI CUCTEMH YIPaBIIHHS HiAPHEMCTBOM.

VY 3B’43Ky 3 IMM OCOOJMBOrO 3HAu€HHS HaOyBa€ MOCHIKEHHS poiil HU(POBUX
TEXHOJIOTIH y JAISJIBHOCTI MPOMHUCIOBUX MIANPHUEMCTB Ta iX BIUIMBY Ha €(EKTUBHICTh
MapKETHHTOBOTO YIIPABIIHHA. Y CYy4acCHUX YMOBaX KOHKYPEHTOCIPOMOXHICTh MiIPUEMCTBA
3HaYHOI0 MIpOI0 3aJieKUTh B 3JaTHOCTI ONEpaTUBHO 30MpaTH, oOpoOasITH Ta
BUKOPHCTOBYBAaTH 1H(MOPMAIIIIO U TPUHHATTS yHpaBiliHChKuX pimieHs [15]. Came Tomy
u(ppOBI TEXHOJIOTiI TOCTYNMOBO CTAlOTh OJHHM 13 KJIIOYOBUX YHHHHKIB ITiJIBULICHHS
e(eKTUBHOCTI MApPKETHUHIOBOT'O YIIPABIIHHS.

[udporizaiis TpPOMHUCIOBUX MiJNPUEMCTB Ieperdadae He JUIIe aBTOMAaTH3ALilo
OKpeMHUX ormepalliid, ame ¥ TpaHcopMmalliro BCiEl CHUCTEMH YIPaBIiHHA iSTIBHICTIO
nignpueMcTBa. Ha BimMiHy Bif TpaauIiifHOT aBTOMAaTH3allii, sKa MEePEeBaXHO CIPSIMOBaHA Ha
ONTHUMI3AIII0 OKpeMHuX Oi3Hec-TpoLeciB, MU(ppoBa TpaHchopMallisl OXOIUIIOE BUPOOHUIITBO,
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MapKETHHT, JIOTICTUKY, (P)IHAHCH Ta CHUCTEMY B3a€MOJIi 13 KII€EHTaMH, (GOPMYIOUH €IWHUNA
iHpOpMaLiHHUI POCTIpP A NPUAHATTS YIPABIIHCHKUX pimieHs [12].

BaxiuBy ponb y 3a3HaueHHMX Ipolecax BIAIrpaloTh TeXHOJOri IHTepHeTy peueit
(Internet of Things, 1oT), Benuki nani (Big Data), xmapui o6uncnenns (Cloud Computing),
mryunuid iHTenekt (Artificial Intelligence) Ta cydacHi iHboOpMariiiHi CHCTEMHU YIPaBIIIHHS
HiANPHEMCTBOM. 3aBASKH BUKOpucTaHHIO loT mpomMHCIOBI MiANPHEMCTBA OTPUMYIOTH
MO>KJIUBICTBH 31MCHIOBATH MOHITOPHHT BHUPOOHHWYHMX IPOIECIB Y PEXHMI peaJbHOTO Yacy,
KOHTPOJIIOBATH BUKOPUCTAHHS 00JaHAHHS Ta ONEPAaTHBHO pearyBaTH Ha 3MiHU BUPOOHUYMX
napameTpiB. Y cBor uepry TexHousorii Big Data 3a0e3medyioTh HaKOMMYEHHS Ta aHali3
3HaYHUX O00cAriB iHoOpMalii Tpo CIOXKKMBAYiB, PHHKOBI TEHJEHIII Ta pe3yJabTaTu
MapKEeTUHTOBO1 J1SUTBHOCTI.

3rigao 3 gocmimkenHsamu Deloitte, nugposa Tpanchopmariist € 0OJHUM i3 KIFOYOBUX
YUHHUKIB MIABUIICHHS ©€()EKTUBHOCTI MISUTBHOCTI MIANPUEMCTB. AHam3 (¢iHAHCOBUX
nokasHukiB moHax 4000 opraHizamiii 3a JCCATHPIYHWEN TEpioJ MiATBEPIKYE, IO
BIPOBA/DKCHHS [HM(PPOBUX TEXHOJIOTIH CIpHUsS€E€ 3POCTAHHIO ONeEpaIiiiHOl e(heKTUBHOCTI,
MOKPAIIEHHIO SIKOCTI YIPABIIHCHKUX PIIICHb Ta ITiIBUIIEHHIO aJaITUBHOCTI ITiAMPHEMCTB JI0
3MiH PHHKOBOTO cepenoBuia [9].

AHaNoriyHi TEHACHII CHOCTEPIraloThCs 1 B TISUIBHOCTI YKPAiHCBKUX MPOMHUCIOBHX
nianpueMcTB. 30kpema, ['pyna «MeTiHBECT» aKTUBHO BIPOBADKYE HUQPPOBI PIlICHHS IS
yIIpaBIIiHHSA BUPOOHMYMMH Ta Oi3Hec-mporecaMu. BiamoBigHo a0 iHpopmamii KommaHii
Metinvest Digital, Bona peanizye npoextu uudpoBoi Tpancopmarii I'pynu «MeTiHBeCT» 3
METOI0 OTPHMAaHHS €KOHOMIYHOTO €(eKTy 1O BChOMY JIAHIIOTY CTBOPEHHS BapTOCTI — BiA
BUPOOHUYMX ITPOIIECIB JI0 B3aEMO/IIT 3 KiHIIEBUMU crioskuBadamu [ 10].

CyuacHi yMOBHM TOCHOAApPIOBAaHHS BHMAaramTh BiJl MiIMPUEMCTB MIBHUAKOTO
BIIPOBADKCHHS 1HHOBAIliM, aBTOMAaTH3aIlii Oi3HEC-MPOIECiB, BUKOPUCTAHHS TEXHOJOTIN
[aTepHeTy peueil, momMpeHHs iIHCTPYMEHTIB BipTyallbHOI Ta IOTIOBHEHOI PEeaIbHOCTI, @ TAKOX
CTBOpEHHS IHTErpoBaHUX HU(PPOBUX TIAT(HOPM I YIIPABIIHHS AISUTBHICTIO MIANPUEMCTBA. Y
TaKUX yMOBax LU(POBI TEXHOJOTii TMepecTaloTh OyTH JIOMOMDKHHM I1HCTPYMEHTOM i
NEPETBOPIOIOTHCS HAa OCHOBY (hopMyBaHHS €(EeKTHUBHOT CUCTEMH MAapKETUHIOBOT'O YIIPABIIiHHS,
31aTHOI 3a0€3MeUnTH OlepaTUBHE pearyBaHHS Ha 3MIHM IONUTY, MIABUILEHHS SKOCTI
MPOYKIII] Ta 3MIITHEHHSI KOHKYPEHTHHUX TMO3UIIIH MiIPUEMCTBA.

Oco0nuBoro 3HaueHHsl B yMoBax LM@poBoi TpaHcopmaiiii HaOyBatoTe CRM-, ERP-
ta Bl-cucremu, siki 3a6e3meuyroTh iHTerpaio iHGopMaiiiHux MOToKiB 1 GOPMYIOTH OCHOBY
Cy4acHOT'0 MapKETHUHTOBOT'O YIIPABJIIHHS M1IPUEMCTBOM.

CRM-cuctemu (Customer Relationship Management) € BaXXIMBUM €JI€MEHTOM
1u(poBizalii MapKETUHIOBOI'O YIPABIIHHSA MPOMHCIOBUX MIANPUEMCTB, SIKI 3a0€3MeUyl0Th
LIEHTpaJli30BaHe YIPAaBJIiHHSA B3a€MOBIIHOCHHAMM 13 KII€HTaMH Ha BCIX eTamax iXHbOi
B3a€MOAIl 3 MiANpUEMCTBOM. SIKImo Ha moyaTKoBUX eTamax po3BUTKy CRM
BUKOPUCTOBYBAJIUCS TEPEBAXKHO JUIsI HAKONMHMUYEHHs 1HQOpMalii mpo KIIE€HTIB Ta 1CTOpiiO
MPOJaXiB, TO Cy4acHI CUCTEMH MOCTYINOBO TPAaHC(HOPMYIOTHCS B IHTEIEKTYyaIbHI MIaTGOpMU
HiATPUMKH MAapKETUHTOBUX PILLIEHb.

Ocob6nmrBOro po3BUTKY B ymoBax Hu(poBoi TpaHchopmarii HaOyBatoTh Predictive
CRM ta AI-CRM cucremu. He3zBaxatoun Ha IEBHY CX0XKICTb, 3a3HAYEHI M1IXO1 MatOTh pi3HE
¢yHkioHansHe npusHayeHHs. Predictive CRM opieHTOBaH1 Ha MPOrHO3YBaHHA MallOyTHBOT
MOBEIIHKH KJIIEHTIB HA OCHOB1 ICTOPHYHUX JTaHUX Ta AJITOPUTMIB MalTMHHOTO HaBuaHHs. Taki
CUCTEMH JI03BOJISIOTH OLIHIOBATH HMOBIPHICTH MOBTOPHOI MOKYIIKH, PU3HK BIATOKY KIIEHTIB,
NOTEHIIHY LIHHICTh 3aMOBHHKA Ta €(EKTHUBHICTh MAPKETUHTOBUX 3aXO/IB.
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Haromicte AI-CRM BHKOPHCTOBYIOTh TEXHOJIOTIi IITY4YHOTO I1HTEIEKTY MJIA
aBTOMATH30BAaHOTO aHali3y iH(popMarllii Ta popMyBaHHS PEKOMEHIAIN y PeKUMI peaTbHOTrO
yacy. Ha Bigminy Bix Predictive CRM, sKi nmepeBakHO BiAMOBIAAIOTh HA MATAHHS «II0 MOXKE
BinOyTucs B MailOyrHpoMy», AI-CRM 31aTHI He JHIe MPOTHO3YBATH, ajieé W MPOMOHYBATH
ONTUMAaJIbHI YIPABIIHCHKI PIIIEHHS, aBBTOMAaTHYHO I'eHEepyBaTH NIEPCOHAII30BaH1 KOMYHIKaIIii,
aHaJi3yBaTH 3MICT 3BEpHEHb KII€HTIB Ta MIATPUMYBATH B3a€EMOJII0 3a JIOTIOMOTOIO
IHTeJeKTyalbHUX 4YaT-00TiB. 3a orinkamu Salesforce, Bukopuctanas Al y CRM no3Bossie
HiJBUIIMTY TPOAYKTUBHICTH BiILTiB mpoaaxiB Ha 20—-30 %.

Oco0MMBO aKTyaJbHUMH TaKi MOMJIMBOCTI € ISl TPOMHUCIOBUX MiAMPUEMCTB, SKi
npaiioTe Ha puHKy B2B. Ha BinmMiHy BiJ CHOXHBUMX PHHKIB, PIIICHHS PO 3aKYIIBIIO
IPOMMCIIOBOT IPOAYKIIT 4acTO NPUHMAIOTHCS MPOTArOM TPUBAIOIO 4Yacy Ta 3ajexarb BiJ
3HAYHOI KUJIBKOCTI €KOHOMIYHUX, TEXHIYHUX Ta OpraHi3amiiHux (pakTopiB. Y Takux yMoBax
CRM-cucrtema nepeTBOpIOETHCS 3 IHCTPYMEHTY OOJIIKY KIIIEHTIB HA MEXaHI3M CTPaTEr14HOTrO
YIIPaBIIiHHS KJIIEHTCHKUM MOPT(hEneM HiANpHEMCTBA.

Cyuachi mnatdopmu Salesforce Einstein, Microsoft Dynamics 365 Copilot (nepiuuii y
ceiti lI-acucrenT, rmuboko inTerpoBanmii y xmapai CRM ta ERP cucremu), HubSpot Al ta
Creatio CRM yxe BUKOPUCTOBYIOTb I'€HEPAaTUBHMN INTYYHUN IHTEJIEKT AJISI aBTOMaTHUYHOI'O
aHaJi3y KIEHTCHKUX JaHUX, (OpMYBaHHS PEKOMEHIAIil MEHeKepaM Ta MPOTHO3YBAHHS
HOBEJIHKU CroXuBayiB. Lle 103BOislE CKOPOTUTH Yac MPUHHATTS MapKETUHTOBUX DILLECHb,
MiJBUIIATHA PIBEHb MEPCOHATI3AI] B3a€EMO/IIT 13 3aMOBHHKAMHU Ta 301IbIIATH SPEKTUBHICTH
BUKOPHUCTAHHS MapKETUHTOBUX pecypciB [14].

Takum umHOM, B ymoBax muppooi Tpanchopmanii CRM-cucrema nepecrae Oytu
BUKIIIOYHO IHCTPYMEHTOM aBTOMaTH3allii mpoaaxiB 1 Ha0yBae QyHKIINA aHATITHYHOTO LICHTPY
yIpaBIiHHS KIiEHTChKUMHU BigHocumHamMu. Otpumani CRM-cucreMoro naHi Hpo KITI€HTIB,
pe3yibTaTd MapKETUHIOBUX KOMYHIKALI Ta HPOTHO3M TMOBEAIHKH CII0)KHMBAdiB CTalOTh
BOXIIMBUM JKepenoM iHpopmanii st mogansinoi iHterpanii 3 ERP-cucremamu (Enterprise
Resource Planning) mnigmpueMctBa, a 1e 3a0e3nedye y3rOMKEHHS MapKETHHIOBUX,
BUpOOHMYMX Ta (QinancoBux mpoueciB. ERP-cucremm 3a0e3nedyroTh — iHTErparito
MapKETUHTOBUX, BUPOOHWYMX, (PIHAHCOBUX, JIOTICTUYHUX Ta 30yTOBUX IPOLECIB y Mexax
equHoro iH@opmMariitHoro cepenoBuma. Ha Bimminy Big CRM-cucrtem, Opl€eHTOBAaHUX
NEepeBaXHO Ha YMNPaBJIiHHA B3a€MOBIHOCHHAMHU i3 kiieHTamu, ERP-cucremu 3abe3neuyrorsb
KOOpJIMHAIIII0 BHYTPIIIHIX O13HEC-NPOIECIB MIANPUEMCTBA Ta (OPMYIOTH OCHOBY JUIS
NPURHATTS KOMIUIEKCHUX YIPaBIIHCHKUX pilieHb [3].

B ymoBax uudpoBoi TpaHCchopMmalii MapKeTHHI JeAaii Oulbllle 3aJeXUTh Bij
OTEepPaTUBHOCTI OTpUMaHHA i1H(opMalii nIpo BUPOOHWYI MOTYXKHOCTI, 3allacd CHUPOBHHU Ta
rOTOBOi MIPOAYKIIi, JIOTICTUYHI MOMJIMBOCTI, (PIHAHCOBI pecypcu Ta CcoOIBapTICTh
BupoOHuTBa. Came TOMy cydacHi ERP-cucremu BHCTynaroTh HE JIHIIE IHCTPYMEHTOM
VIOpaBIiHHSA pecypcaMu MiJINPUEMCTBA, aje W BaXKIUBUM JoKeperaoM iHdopmaiii ans
(opMyBaHHS MapKETHHIOBOI MOJIITUKY [4].

Oco01MBO aKTyaJllbHUM 1€ € JUIs IPOMMCIOBUX MIJIPUEMCTB, SIKI (PYHKIIIOHYIOTh Ha
puky B2B. V¥V Takux yMoBax MapKETMHIOBI pilIeHHs Oe3MmocepeHbO BIUIUBAIOTH Ha
BUPOOHWYE IUTAHYBAHHS, 3aKyIMiBEJNbHY JISJBHICTh, JIOTICTUKY Ta (IHAHCOBI pe3yJbTaTH
nianpueMcTBa. Hanmpuknaza, orpumana yepe3 CRM-cucremy iHdopmariisi mpo nepcreKTUBHI
3aMOBJIEHHS a00 3MiHYy MOTpe0 KIIEHTIB MOXKE€ aBTOMaTHYHO BHKOpucToByBatucsi ERP-
CHCTEMOIO ISl KOPUTYBaHHS BHPOOHMYMX TIUIAHIB, 3aKyMiBIi MaTepialiB Ta pPO3MOALTY
pecypciB.

Cyuacui ERP-nmargopmu, 30kpema SAP S/4HANA, Oracle ERP Cloud, Microsoft
Dynamics 365 Finance & Operations Ta ykpaincbki pimeHHs BAS ERP, 3a0e3neuyroTsb
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IHTErpaLilo 3HaYHUX MACUBIB JAHUX Y PEXKHUMI peaibHOro yacy. Lle no3Bosse mianpuemMcTsam
CKOpOUYYBAaTH Yac pearyBaHHA Ha 3MiHM PHUHKOBOT'O CEpEIOBHINA, IiJBUIIYBaTH TOYHICTbH
IJIaHyBaHHS Ta ONTUMI3YBaTH BUKOPHUCTAaHHS PECypCiB, 30LIbIIYyBaTH IPO30PICTh Oi3HEC-
NPOIIECIB Ta CIPHUATH 3POCTAHHIO €(PEKTHUBHOCTI YIPABIiHHS MiANPHEMCTBOM. B yKpaiHChKiii
npaktuii ERP-pileHHs akTMBHO BUKOPUCTOBYIOTHCS MIANPUEMCTBAMU MAlIMHOOYyBaHHS,
METaJyprii Ta arpoIPOMHUCIOBOTO KOMILIEKCY.

VY pesynbrari inTerpaiii ERP-cuctem i3 CRM-pimeHHsMu GopMyeTbesi MapKETHHTOBA
iHpopmaniiina cucrema (MIC), sxa 3a0e3nedye 00'eqHAHHS MapKETUHTOBHX, BUPOOHHYUX,
(GiHaHCOBHX Ta JIOTICTUYHHUX JIaHUX Yy €IMHOMY iH(opmariiiHoMy cepenoBuiti. Lle mo3Boise
HiABUIIUTH OOTPYHTOBAHICTh MAPKETUHTOBUX PIIIEHb Ta CTBOPIOE OCHOBY ISl 3aCTOCYBAHHS
Bl-ananiTuku y mporecax cTpaTeriqHOro yrpaBJIiHHS TiAITPUEMCTBOM.

Orxe, skmo CRM-cucrema 3abesmeuye dopMyBaHHS Ta aHaumi3 iHdopmamii mpo
noTpebu kmieHtiB, To ERP-cucrema m103BoJIsi€ OIIHUTH MOXIJIMBOCTI MIAMPUEMCTBA OO0 1X
3aJI0BOJICHHS 3 ypaxyBaHHSIM BUPOOHUYUX, (DIHAHCOBHX Ta JIOTICTUYHUX OOMekeHb. BogHouac
epexTuBHe BUKOpUCTaHHsA HakonuueHMx CRM- ta ERP-cucremamm panux notpeOye
Cy4acHUX IHCTPYMEHTIB iX KOMILJIEKCHOTO aHaji3y Ta iHTepmperamii. B ymoBax mudpooi
TpaHcopmarlii Ta CTPIMKOTO 3pOCTaHHS OOCSTIB JaHUX OCOOJMBOrO 3HAYEHHS HAOyBarOTh
cuctemu Oi3Hec-aHanmiTuku (Business Intelligence, BI), siki 3a0e3me4yoTh TIATPUMKY ITPOLIECY
NPUMHSATTS YIPaBIiHCHKHUX PIillIEHb Ha OCHOBI 00'ekTHBHOI iH(OpMarii. Akimo CRM-cucremu
aKyMYJIIOIOTh J1aHi mpo KimieHTiB, a ERP-cucremu iHTerpytoTh iH(opMmariiro mpo BHYTpIlIHI
Oi3Hec-mporiecu MianpuemMcTBa, TO Bl-anamithka 3abe3meuye iX KOMILIEKCHY OOpOOKY,
Bi3yastizaiito Ta Tpanc(opMarlliro B ympaBIiHChKi 3HAHHS.

VY cywacHux ymoBax Bl-cuctemu mnepectaroTh BUKOHYBaTH BHMIKJIIOYHO (DYHKIIIIO
(dopMyBaHHS 3BITHOCTI Ta JeAajli 4acTille BUKOPUCTOBYIOTHCS SIK IHCTPYMEHT CTPATETiYHOTO
MapKETHHTOBOTO YIpaBiiHHA. 3aBAsku inTerpanii ganux i3 CRM, ERP ta nmudpoBux kaHnamis
KOMYHIKaIii MiIIpUEMCTBO OTPUMYE MOKJIMBICTD 3/IMCHIOBATH MOHITOPHUHT KIIOYOBUX
MOKA3HUKIB Pe3yNbTaTUBHOCTI MapkeTHHroBoi aisuibHOCTi (KPI), anamizyBaTtu moBemiHKy
CTHOXXHMBAYiB, OI[IHIOBATH PE3yJIbTATUBHICTh MAPKETHHIOBUX KaMIIaHii Ta MPOTHO3YBaTH 3MiHU
nonuty. @aktnuHo CRM-, ERP-, Bl-cuctemu Ta iHCTpyMeHTH LU(POBOTO MApPKETHHTY
(GOopMyIOTh OCHOBY Cy4acHOI MapKETUHIOBOI 1H(OopMalliiHOT crucTeMu mianpuemcTsa [13].

Cyuacsi miiatdpopmu Microsoft Power BI, Tableau, Qlik Sense Ta SAP Analytics Cloud
JIO3BOJISIFOTH MPAIIOBATH 3 BEJTMKMMH MAaCHBaMH CTPYKTYPOBAaHUX 1 HECTPYKTYPOBAHUX JTaHUX
y PEeXHMiI peanbHOro uvacy. BHUKOpUCTaHHS IHTEpakTHBHHUX iH(OpMaIiiiHUX maHenen
(mamOopaiB) 3abe3nedye MBUAKUAN JOCTYH [0 aKTyaJbHOI 1HQOpMalii Ta MiJBUIILYE
ONEPAaTUBHICTh MPUUHATTS MapKETUHIOBUX pillleHb. 3TriHO 3 JociikeHHAM Forrester
Consulting, mposenenum s Microsoft Power BI, BmnpoBamxenns Bl-pimens cnpusie
(GopMyBaHHIO KYJIbTYpH YIOpPaBIiHHS Ha OCHOBI JaHMX, IMIJBUILEHHIO €(eKTUBHOCTI
AQHAIITUYHOI JISUIBHOCTI Ta CKOPOUYEHHIO Yacy Ha MIATOTOBKY 3BITHOCTI. 30KpeMa, KOMIaHii-
YYaCHHMKH JAOCIII/HKEHHS TOB1IOMMIIN PO MOKPAIIEHHS aHAIITUKH, EKOHOMIIO 710 125 roauH Ha
onHoro Bl-kopucryBaya Ha pik Ta CKOPOUYEHHS 3yCHJIb aHATITHYHUX KoMaH Ha 42 % [11].

VY Mexax MapKeTHHIroBoi iH(opmauiiiHoi cuctemMu mianpueMcrBa Bl-anamituka
BUKOHY€E (DYHKIIIIO aHAJITHYHOTO LEHTPY, KU noeanye inpopmariiini notoku CRM-, ERP-
CHCTEM Ta I1HCTPYMEHTIB LHU(ppoBOoro MapkeruHry. Came Ha IIbOMY piBHI BiJIOYyBaeTbcs
NEPETBOPEHHS MEPBUHHUX JAHUX Ha YIPaBIIHCHKY 1HQOpMaIlito, HEOOX1THY At GOpMyBaHHS
MapKETHHTOBOI CTpaTerii, onTuMizailii 0r0/KeTiB, OI[iHIOBaHHS €()eKTUBHOCTI KOMYHIKaIlili Ta
NPOTHO3YBaHHS PUHKOBHX TEHJICHINW. BomHOYac BaXIJIMBUM JDKEpENIOM NaHUX IS
MapKeTUHTOBOi 1H(opMaIiiiHOi cucTeMu BUCTyNae HU(GPOBUN MapKETHHT, SKUN 3a0e3meuye
B3a€EMOJIII0 MIJMPUEMCTBA 31 ClOXKHMBauaMu B LudpoBoMy cepenoBuini. Ha BigmiHy Bifg
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TPaJULIMHUX MapKETUHIOBUX KOMYHIKalil, LU(POBUH MapKETHHI XapaKTepU3YeTbCs
BUCOKHMM DPIBHEM IHTEPaKTHUBHOCTI, MEPCOHATI3AII] Ta MOXIUBICTIO OTPUMAHHS JaHUX IIPO
HOBEJIHKY CIOXHBAYIB Y peXXHUMI peaibHOro yacy. CyyacHUH HUPPOBHIA MapKETUHT OXOILIIOE
IMIUPOKUKA CIEKTP IHCTPYMEHTIB, cepell SKuX momrykoBa ontumizamis (SEO), koHTeHT-
MapKeTUHI, MapKeTHHT Yy collianbHuX Mepexkax (SMM), KoHTeKkcTHa pekilama, email-
MapKETHHT, BIZICOMapKETHHT Ta aBTOMAaTH30BaHI MApKETHHIOBI KOMyHiKauii. Bukopucranus
3a3HaYeHUX I1HCTPYMEHTIB JO03BOJI€ HE JIMIIE 3IMCHIOBATH IPOCYBAaHHS MPOAYKLIi Ta
(dopMyBaHHS MOMUTY, aje ¥ OTPUMYBATH 3HA4YHI OOCSITH MapKETHHIOBOI iH(popMarii mpo
IHTepeCH, MOTPeOH Ta MOBEAIHKY ILIbOBOI ayauTOpii. AHAJIOTIYHUN MIIX1A MATPUMYIOTH D.
Chaffey ta F. Ellis-Chadwick, siki po3rasmaiore nuppoBUii MapKETHHT SIK IHTETPOBaHY
cucteMy U(PPOBUX KOMYHIKAIli{, aHAJITUKHN Ta YIPABIIHHS B3a€MOJIEIO0 31 CIIOKMBaYaMy Ha
BCIX eTarnax KJI€HTChKOTo Nuisxy [8].

Ocob6muBoro 3HaueHHs UUGPOBUI MapKeTMHI HaOyBae s  [POMHCIOBHUX
HiANPUEMCTB, 110 (YHKIIOHYIOTH Ha puHKY B2B. VYV Takux ymoBax mudpoBi KaHamu
KOMYHIKaI[ii BUKOPUCTOBYIOTbCS HE JIMIIE JJIs 3aJly4eHHS HOBMX KII€HTIB, aje W s
HiATPUMKH JOBIOCTPOKOBHX HAapTHEPCHKUX BIAHOCHH, CYMPOBOIY MpPOIECY 3aKyIiBENIb Ta
IiABUILEHHS PIBHS JIOSUIBHOCTI 3aMOBHUKIB. BakiinBoro nepeBaroro nudpoBoro MapKeTUHTy €
MOYJIMBICTh OLIHIOBaHHS €(EKTHBHOCTI MapKETWHTOBUX 3aXOJiB Ha OCHOBI KUIbKICHHX
MOKAa3HUKIB, 30Kpema Kkoedimienta xouBepcii (Conversion Rate, CR), Baprocti 3amyueHHS
kiieara (Customer Acquisition Cost, CAC), moka3nuka yrpumanHs KiieHTiB (Customer
Retention Rate, CRR) ta penrabenpHocTi MapkeTuHroBux inBectuiiii (Return on Marketing
Investment, ROMI).

B ymoBax uudpoBoi Tpanchopmanii nudpoBUil MapKETUHT BHKOHYE HE IUIIIE
KOMYHIKaIliiiHy (QyHKIII0, a i BUCTYyNAa€e JHKEPEIOM IMEPBHHHUX MAHUX IJIi MapKETHHTOBOI
iHdopmaliifHOT cucTeMd MiAnpueMcTBa. [HMOpMalis MPo MOBEAIHKY KOPHCTYBadiB Ha
BeOpecypcax, pe3yabTaTH PEeKIAMHUX KaMIlaHid, B3a€EMOJII0 13 KOHTEHTOM Ta aKTHUBHICTh Y
colianbHUX Mepexkax HaaxoauTh 10 CRM-cucremu, e HAaKONIUYYeThCsl Ta BUKOPUCTOBYETHCS
JUTS IOJATBIIIOTO aHAMi3y 1 MIATPUMKH YIIPaBIiHCHKUX PIllICHb.

[MudpoBuil MapKeTHHI BHUCTYIAE 30BHIIIHIM JDKEPETIOM JAHHUX Ul MapKeTHHIOBOI
iH(dopMaLIfHOT CUCTEMM MIANPHEMCTBA, 3a0e€3Meuyloun HaAXOMKEeHHA 1HQopMalii mnpo
PUHKOBE CEepeIOBUILE, MOBEAIHKY CIIOKMBAYIB Ta Pe3yIbTaTH MAPKETMHIOBUX KOMYHIKAIIii.
OTtpumaHi 1aH1 Hagasl IHTerpyroThes 3 iHpopmaniero CRM-, ERP- ta Bl-cucrem, popmyroun
OCHOBY JIJIsl IPUMHSTTSA MAPKETHHIOBUX YIPABIIHCHKHUX PILIEHb.

[IpoBenenuit anai3 cydyaCHUX MiAXO/IB 0 IU(PPOBI3allii MapKETUHTOBOTO YIIPaBIiHHS
JI03BOJIMB BCTAHOBUTH, 1110 OUIBLIICTH MiAIPUEMCTB BIIPOoBaKyt0Th CRM-, ERP-, Bl-cuctremu
Ta IHCTPYMEHTH LIU(POBOr0 MApKETUHTY SIK OKpeMi LIMPPOBI pilieHHs. BogHoUac BiACYTHICTh
HAJEeXKHOI 1HTerpamii MK HHUMH YacTO NPHU3BOAUTH [0 JyOiroBaHHs iHopMaIlii,
(parMeHTapHOCTI JaHUX Ta 3HIKEHHS €(PEeKTUBHOCTI MAPKETUHIOBHX PIlI€Hb. Y 3B'A3KY 3 LIUM
3aMpONOHOBAHO aBTOPCHKY MOENb M(POBi3allii MApKETHHIOBOTO YIIPABIIiHHSA MPOMHUCIOBUX
HIJIPUEMCTB, OCHOBY SIKOi CTAHOBUTH MapKeTHMHroBa iH(popmauiitHa cuctema (MIC) HoBoro
HOKOJIHHSA, 10 3a0e3Medye iHTerpaio JaHUX Ipo CMOXHUBAyiB, PUHOK, BHYTpIlIHI Oi3Hec-
MIPOLIECH Ta Pe3yJIbTaTH MAPKETUHIOBOI A1SUIBHOCTI (pHC. 1).

Ha BigmiHy BiJ iCHYIOUMX MiJIXO/iB, y 3alpONOHOBaHiil Mozeni uuppoBuil MapKeTHHT
PO3TIISAAETHCS HE SIK OKPEMUH 1HCTPYMEHT KOMYHIKaIlii, a sIK JPKEPeno MepBUHHUX JTaHuX IS
MapKeTHHroBoi iH(opMmariiiHoi cucremu. OcoONMBICTIO MOJAETI TAaKOX € BHOKPEMIICHHS
MapKETUHTOBOI 1H(OPMAIIITHOT CHCTEMH SIK IEHTPAIBHOTO IHTETPAIlIHHOTO eJIeMEHTa, KU
3abe3neuye koHcomigamito ganux CRM-, ERP- ta Bl-cuctem.
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/ MapkeTuHroea IHcopmauiiHa Cuctema \
HOBOIO MOKOMIHHSA

[ LincbpoBurin MapkeTuHr ]

[ MapKeTUHroBi yrnpaBniHCbKI PiLUEHHSA ]

b

[ KOHKYpEeHTOCNPOMOXHICTb i NpMBYTKOBICTb MigNpMEMCTBA ]

Pucynox 1 — ABropcbka MoJielTb MapKETHHIOBOI 1H(GOpPMALifHOT CHCTEMH HOBOTO
TOKOJIHHS [T TPOMHCIIOBUX MiAPHUEMCTB

VY 3anpomoHoBaHiii Monmenmi nu(POBUN MApKETHHI BUCTYIIA€ OCHOBHHM JIKEPEIIOM
30BHIIIHBOI MapKeTUHroBoi iHdopmarii Ta 3a0e3nedye B3aEMOII0 MIANPUEMCTBA 31
CHOKMBaYaMH 4Yepe3 IU(pOBI KaHaIM KOMyHikamii. OTpuMaHi JaHi [pO MOBEIIHKY
KOPHCTYBauiB, pe3y/bTaTu PeKIaMHUX KaMIlaHill, akTUBHICTb y COLIAJIbHUX Mepekax Ta 1HIII
MapKETUHIOBl ~TOKa3HUKM HAIXOIATh JI0 MAapKETUHIOBOI 1H(QOpMaLIMHOI cUCTEMHU
HiAIPUEMCTBA.

CRM-cucrema 3a0e3neuye HaKOMUYEHHS, CTPYKTYpYBaHHS Ta aHaii3 iHpopmallii npo
KJIIEHTIB, iCTOPII0 B3a€MOJII, JiAiB Ta pe3yabraTu mpojaaxiB. ¥ cBoto uepry ERP-cucrema
IHTErpye MapKETUHIOBI JaHl 3 BUPOOHMUYMMH, (PIHAHCOBHUMH, JIOTICTUUHUMHU Ta 30yTOBUMHU
IpolecaMu MiIMPUEMCTBA, 110 03BOJISIE BPAaXOBYBATH peaibHi MOXKIMBOCTI MiAMPUEMCTBA i
yac (OpMyBaHHSI MAPKETUHTOBOI MOJTITHKH.

IlentpanbHe Miclie B Mojeni 3aiiMae MapKeTHHIoBa iH(popMaliliHa cucTeMa, ska
3abe3mneuye kKoHcomimaito iHdopmariitnux motokiB i3 CRM-, ERP-cuctem Ta iHCTpyMEHTIB
udpoBoro MapkeTuHry. Ha ocHoBi HakonuueHux aanux Bl-cucrema 3aiiicHioe iX aHaITHUHY
00poOKy, dopMye cHCTEMYy KIIOYOBUX ITOKa3HUKIB €(PEKTUBHOCTI, 1H(OpMaIliiHI TaHeml,
NPOTHO3HI MOJENi Ta aHANITHUYHI 3BITH JUI1 MIIATPUMKH MapKEeTHHIOBUX YIPaBIiHCHKUX
pILIEHb.

3anponoHoBaHa MOJEINb J03BOJIAE€ MEPEHTH BiJ BUKOPUCTAHHSA OKPEMHUX IM(PPOBHUX
IHCTPYMEHTIB 710 (OpMYyBaHHsSI I1HTETPOBAHOI CHUCTEMH MAPKETHHIOBOTO YIpPaBIiHHS,
OpIEHTOBaHOI Ha NpPUHHATTA pilleHb Ha OcHOBI JaHux (data-driven management). Lle
3a0e3mnedye MiIBUIIECHHS 00TPYHTOBAHOCTI MAPKETUHTOBUX PIIICHB, MOKPAIIEHHS KOOPIUHAIIIT
MK (DyHKIIOHAJIBHUMH MAPO3/A17IaMU TIANPHEMCTBA Ta CTBOPIOE TIEPETYMOBH JIJIsl 3pOCTAHHS
KOHKYPEHTOCITPOMOXKHOCT1 B yMOBax Iu(dpoBoi Tpancdopmarrii 6i3Hec-cepe1oBHIIA.
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3anponoHoBaHa MOJEIb MapKEeTUHIOBOI 1H(OpPMAalLiHHOT CUCTEMU HOBOTO IOKONIHHSA
J03BOJIIE  3a0€3MeUnTH  KOMIUIEKCHY — HM(pOBi3amiro  MapKETHHTOBOTO  YIPABIiHHA
MIPOMHUCIIOBOTO IMANPUEMCTBA IUIAXOM I1HTErpamii 1HCTPYMEHTIB HHU(PPOBOTO MapKETHHTY,
CRM-, ERP- ta Bl-cucrem. [i BnpoBasKeHHS CTBOPIOE HU3KY YIIPABIiHCHKHX, OpPraHi3arifHux
Ta eKOHOMIUHUX nepesar. [lepenyciM Mozenb clipusie€ MiABULICHHIO SIKOCTI MapKETHMHIOBUX
YIPaBIIHCHKUX PIMICHb 32 PAaxXyHOK BUKOPHUCTaHHS AaKTyaJbHUX JaHHX IPO CIIOXKHBAYiB,
pe3yJabTaTH MapKETHHTOBUX KOMYHIKAIlid, BHUPOOHWYI MOXKIMBOCTI Ta (DIHAHCOBUH CTaH
nianpueMcTBa. Lle 103BoIIsI€ 3MEHIIUTH PiBEHb HEBU3HAYCHOCTI ITiJ] Yac MPUUHATTS pillleHb Ta
MIJBUIIUTA iX OOTPYHTOBaHICTh. BaXIMBOIO TIepeBaror0 € 3a0e3leUeHHs €JUHOTO
iH(pOpMAaIiTHOTO CepeaoBHUINa ISl B3a€MOAIl MapKETHHIOBUX, BUPOOHUYMX, (PIHAHCOBUX Ta
JIOTICTUYHHUX MiIPO3AUIIB MiAIpUEMCTBA. [HTETpaIlis JaHUX JT03BOJISI€ YHUKHYTH TyOTFOBaHHS
iH(popMarlii, CKOpoTUTH Yac ii 00pOOKH Ta MiABUIIUTH PIBEHb KOOPAMHALT MIX CTPYKTYPHUMHU
MiIPO3ALIAMHU.

3arponoHoOBaHa MOJIENIb TAaKOXK 3a0e3leuye MOKIIMBICTh ONEPAaTUBHOTO MOHITOPHHTY
KJIIOUOBMX MOKAa3HMKIB MAapKETHHIOBOi AisibHOCTI. Bukopucranus Bl-anamituku no3Bossie
OLIIHIOBAaTH PE3YIbTaTUBHICTh MAPKETHHTOBUX KaMIaHii, MPOTHO3yBaTH 3MIHH IIOIIHTY,
aHaNi3yBaTH IMOBEAIHKY KJIIEHTIB Ta CBOE€YaCHO KOPUTYBaTd MAapKETUHIOBY CTpaTerio
mignpreMcTBa. J[0MaTKOBOIO IMEepeBaror € MiABUIICHHS PIBHS TEPCOHANI3AMIl B3aeMOIii 31
CIOKMBauaMH. 3aBIsKU iHTerpaiii iHCTpyMeHTiB uudpoBoro mapkerunry ta CRM-cucrem
HiAMPHEMCTBO ~ OTPUMY€  MOXJIHMBICTH  (OpMYBaTd  IHAWMBITyami3oBaHi  MPOMO3MIIii,
HiATPUMYBaTl JOBTOCTPOKOBI MapTHEPCHKI BIMHOCHHM Ta MiABHUINYBaTH PIBEHb JIOSIIBHOCTI
KJIi€HTiB. BrpoBaipkeHHS Mopeni copuse TakoX ONTHMi3alii BUKOPHCTAaHHS pPecypciB
MIMPUEMCTBA. Y3TODKEHHS MAapKETHHTOBUX PIIICHb 13 BUPOOHWYMMH, JIOTICTUHYHUMH Ta
(GiHAHCOBUMH MOXKIIMBOCTSIMH J03BOJISIE 3MEHIIUTH HETMPOAYKTUBHI BHUTPATH, MiJABHIIUTH
e(EeKTUBHICTb BHUKOPUCTAaHHA MAapKETHHIOBOIO OIOUKETY Ta MOKpALlUTH pe3ylbTaTu
TOCITOJIAPCHKOT TiSUTBHOCTI.

3anponoHOBaHa MOJIENIb MAPKETHHIOBOI 1H(OpMaLIHHOI CHCTEMH HOBOI'O IOKOJIIHHS
CTBOPIOE  TIEPEAYMOBM JUIS  HiABHIIEHHS KOHKYPEHTOCHPOMOXKHOCTI  ITPOMHCIOBUX
HiANPUEMCTB, 3a0e3neuye OuIbIl €(QEKTHBHE BUKOPUCTAHHS LUPPOBUX TEXHOJIOTIH Y
MapKETUHIOBOMY VIIPABIiHHI Ta CIpHUS€E 3POCTAHHIO IX E€KOHOMIYHOI PE3ylbTaTUBHOCTI B
yMoOBax TpaHcdopmallii 6i3Hec-cepeJoBUIIIA.

BuCcHOBKH Ta mepcneKTHBH MOAAJIbIIMX JOCTIIKeHb. Y PE3yIbTaTi MPOBEICHOTO
JIOCTI/IKEHHS BCTAaHOBIIEHO, 1110 IIU(POBI3aLlis € OHUM 13 KJIFOUOBUX (aKTOPiB TpaHCchopMallii
MapKETHHIOBOTO YIPABIIHHS IPOMHUCIIOBUX IIJIPUEMCTB B yMOBaxX Cy4acHOTo Oi3Hec-
cepenopuia. JloBeaeHO, MO0 €(QEeKTHUBHICTh MapKETUHIOBOI MISUIBHOCTI 3HAYHOIO MIpOIO
3aJIeKUTh BiJl pIBHS 1IHTErpalii HM(ppoBUX TEXHOJIOT1H, K1 3a0€31euytoTh 301p, 00poOKYy, aHaI3
Ta BUKOPUCTaHHS 1H(OopMaLlii 11 IPUHHATTS yIPABIIHCHKUX PILLICHb.

Busnaueno, mo CRM-cucremu 3a0e3neuyroTh YHpaBliHHS B3a€EMOBIJIHOCHHAMH 13
KJIIEHTaMU Ta MIATPUMKY MapKeTHHIOBUX KOMYHiKaliid, ERP-cuctemMu iHTerpytoTh BHYTpIIIHI
O13Hec-npoliecu MmiAnpueMcTBa, a Bl-aHamiTuka BUKOHYe (QYHKIIIO aHATITHYHOI MIATPUMKH
MapKeTHHIOBOTO YIpaBliHHA. BCTaHOBIEHO, IO I1HCTPYMEHTH IU(PPOBOIO MAPKETHHIY
BUCTYIAIOTh OCHOBHHM JDKEPEJIOM MapKeTHHTOBUX JaHUX NP0 PHHOK Ta MOBEIIHKY
CHOXMBaUiB y HU(PPOBOMY CEPEIOBHUIIIL.

HaykoBuMm  pe3ynbTaroM JOCHIKEHHS € pO3poOJIEHHS  aBTOPCHKOI  Mozei
MapKeTHHIOBO1 iH(OpMaliiHOI CUCTEMH HOBOTO MOKOJIIHHS JUIS IPOMUCIIOBUX MiIIPUEMCTB,
gKa 3a0e3neuye iHTerpauito 1udposoro MapketuHry, CRM-, ERP- ta Bl-cucrem y enunomy
U(GPOBOMY CEpeIOBUILI MIATPUMKH MAPKETUHTOBUX YIPABIIHCHKUX pillleHb. 3alpolOHOBaHA
MOJZIETTh  JI03BOJISIE MIJIBHIMUTA OOTPYHTOBAHICTh MApPKETHHTOBUX PIllIeHb, MOKPAIIUTH
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KOOpAMHAII0O MDK  (YHKIIOHAIBHUMU  IMAPO3AUIAMH  IIJIPHEMCTBA, ONTHUMI3YBaTH
BUKOPHCTaHHS PECYPCiB Ta CHPUATH 3pOCTAHHIO KOHKYPEHTOCIIPOMOXHOCTI i PpUOYTKOBOCTI
MiPUEMCTBA.

[lepcnexTHBY TMOAANBIINX JOCTKEHb JOLUIBHO TOB'SI3aTH 3  pO3pOOICHHSIM
METOJIMYHOTO 1HCTPYMEHTAPII0 OIIHIOBAaHHS €(PEKTUBHOCTI BIPOBAHKCHHS MAapKETHHTOBUX
iHQOpMaIIHHUX CHUCTEM HOBOTO IOKOJIHHS, MOCTIPKEHHSM MOXKIUBOCTEH BUKOPUCTAHHS
HITYYHOTO 1HTEJEKTY B MapKETHHTOBOMY VIIPABIIiHHI TPOMHUCIOBUMH IMiJIPUEMCTBAMH, a
TaKOXX MPAKTUYHOIO anpoOaIli€ro 3ampornoHOoBaHOl MO/IENl Ha MIANPUEMCTBAX PI3HUX Tally3en
MIPOMHUCIIOBOCTI.
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Digitalization of marketing management of industrial enterprises in the conditions of
business environment transformation.

The aim of the article. The purpose of the study is to investigate the impact of digital
technologies on the transformation of marketing management of industrial enterprises under conditions
of business environment transformation and to develop an author's model of a next-generation
marketing information system based on the integration of Digital Marketing, CRM, ERP and Bl
technologies.

Analysis results. The study analyzes the role of digital transformation in improving the
efficiency of marketing management in industrial enterprises under conditions of increasing
competition, growing data volumes and rapid technological development. The functions of CRM
systems, ERP systems, business intelligence technologies and Digital Marketing tools in supporting
marketing management are substantiated. Particular attention is paid to the use of Predictive CRM and
AI-CRM technologies in the B2B market, as well as to the role of ERP systems in integrating production,
financial, logistics and marketing processes. The study demonstrates that Bl technologies transform
heterogeneous data into analytical information required for marketing decision-making. Based on the
conducted research, an author's model of a next-generation marketing information system is proposed.
Unlike existing approaches, the model integrates Digital Marketing, CRM, ERP and BI technologies
into a unified digital environment, ensuring the consolidation of marketing, production, financial and
analytical data to support marketing management. The model also facilitates continuous information
exchange between functional units, improves coordination of marketing and operational activities, and
enhances the adaptability of industrial enterprises to changes in the business environment. The practical
value of the proposed model lies in its applicability to industrial enterprises for improving the quality of
marketing decisions, strengthening coordination between business processes, optimizing resource
allocation and increasing enterprise competitiveness.

Conclusions and directions for further research. The research confirms that the integration of
Digital Marketing, CRM, ERP and Bl technologies forms the basis for effective marketing management
in the digital economy. The proposed next-generation marketing information system enables enterprises
to move from fragmented implementation of digital solutions toward an integrated data-driven
management approach, thereby improving the validity of marketing decisions and overall business
performance. Further research should focus on developing methodological approaches to evaluating
the effectiveness of integrated marketing information systems, expanding the application of artificial
intelligence technologies in marketing management, and testing the proposed model in industrial
enterprises representing different sectors.

Keywords: digitalization; marketing management, industrial enterprises; next-generation
marketing information system, digital transformation, industrial marketing, CRM systems; ERP
systems; data-driven management.
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