AHOTALIS

®apaonoB €. P. «IHTerpanis nupoBUX MAPKETHHIOBMX IHCTPYMEHTIB y CHCTEMY
CTPAaTerivHoro MPoCyBaHHS TOBAPiB Ta MOCJIYI HA BHCOKOKOHKYPEHTHOMY PHHKY».

Kganidikariitna po6oTa Ha 3100yTTsl OCBITHROTO CTYIEHs OakanaBpa 3i crierianbHocTi «075
MapkeTHHr» 3a OCBITHBOIO MPOrpaMor0 «MapKeTHHI Ta MDKHApOJHA JIOTiCTUKa». — OpechKuit
HaI[IOHAJILHUW eKOHOMIYHMIA yHiBepcuteT. — Oneca, 2025.

VY kBamidikariiHiii poOOTI JOCHIIPKEHO TEOPETHYHI 3acaad, BUIA Ta OCOOIUBOCTI
U(pPOBUX MAPKETUHTOBUX IHCTPYMEHTIB, a TAKOK MOJIEINI iX iHTerpaiii B CHCTEMY CTPaTeTT9HOTO
npocyBaHHS ToBapiB i mociyr. Hamano kmacudikamito iHCTpyMEHTIB 3a (YHKIIOHAJIBHUM
MPU3HAYEHHSM Ta KPUTEPISIMU €(EKTUBHOCTI, PO3IJISHYTO OCOOIMBOCTI OMHIKAHAIBHOTO MIIX0LY
710 KOMYHIKaIlil B IU(PPOBOMY CEpEIOBUIILL.

VY poOoTi mpoaHani3oBaHO piBeHb 3acTocyBaHHs digital-IHCTpyMEHTIB Ha MIANPUEMCTBI
TOB «Crap-Temn», BU3HAYEHO KIIOYOBI MpoOJIEMH MapKETHMHIOBOi KOMYHIKallii, piBEHb
KOHKYPEHTOCTIPOMOKHOCTI Ha PHHKY €JIEKTPOHHOI TEXHIKH, a TaK0X 3aIpOIIOHOBAHO KOMILIEKC
3axo0/IiB 11010 BaockoHaneHHs digital-crparerii.

Ha ocHoBI po3paxyHKiB 1 MpOrHO3iB ¢(hOpMOBAHO KOIITOPHC IUGPOBUX 3aX0JIIB (BeOCailT,
CRM, peknaMmHi Kammasii), pO3paxOBaHO OUIKYBaHUN EKOHOMIYHUI eQeKT Ta MOKa3HUKU
oKynmHOCTi. OOIpyHTOBaHO JOULUIBHICTH 3alPONOHOBAHUX 3MIH JUISl MiJABUILEHHS MPUOYTKOBOCTI,
BIII3HABAHOCTI OpEHAY Ta JIOSUIBHOCTI CIIOKUBAYIB.

Knrwowuoei cnoea: yugposuii mapkemune, cmpameeis npocysauusn, 1OB «Cmap-Tenny,
digital-incmpymenmu, omuixananvuicms, SEO, CRM, pexnama, konxkypenmocnpomodicricmo, ROIL.

ANNOTATION

Faraonov Y. “Integration of Digital Marketing Tools into the Strategic Promotion
System of Goods and Services in a Highly Competitive Market.”

Bachelor’s qualification thesis in the specialty 075 "Marketing" under the educational
program "Marketing and International Logistics.” — Odesa National Economic University. — Odesa,
2025.

This qualification thesis explores the theoretical foundations, types, and specific features of
digital marketing tools, as well as models for their integration into the strategic promotion system
of goods and services. A classification of tools based on their functional purpose and effectiveness
criteria is provided, and the specifics of the omnichannel communication approach in the digital
environment are considered.

The thesis analyzes the level of digital tool application at the enterprise "Star-Tell" LLC,
identifies key issues in marketing communication, assesses competitiveness in the consumer
electronics market, and proposes a set of measures for improving the company’s digital strategy.

Based on calculations and forecasts, a cost estimate of digital initiatives (website, CRM,
advertising campaigns) is presented, along with the expected economic effect and payback
indicators. The feasibility of the proposed changes is substantiated in terms of increasing
profitability, brand awareness, and customer loyalty.

Keywords: digital marketing, promotion strategy, Star-Tell LLC, digital tools, omnichannel,
SEO, CRM, advertising, competitiveness, ROI.



