6. Shopping bots: using shopping bots to automate the purchase and sales
process.

7. Virtual and Augmented Reality (VR/AR): Using VR and AR to create new
forms of customer interaction.

Such measures allow companies to quickly respond to changes in the market
and consumer needs, which has become especially important in the conditions of a
pandemic and war.
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Impact of COVID-19 on Global Marketing Strategies

Korman I.I., Candidate of Economic Sciences, Associate Professor
Uman National University of Horticulture

The COVID-19 pandemic has radically changed global marketing strategies.
Companies are forced to adapt to new market realities, focusing on digitalization,
flexibility and personalization of communications.

Restrictions caused by the pandemic have led to changes in consumer behavior.
They have increasingly started to prefer contactless digital channels for shopping,
especially in the electronics, apparel and food segments. Consumers were looking
for fast and convenient ways to deliver goods to their homes, which led to an increase
in demand for courier and logistics services. Shoppers have begun to pay more
attention to safety measures when visiting stores, expecting compliance with
sanitary standards and social distancing.

The COVID-19 pandemic has led to a rapid shift to remote work and remote
sales, requiring companies to adapt quickly. Businesses had to digitize their
processes, establish effective online communication and cooperation, and develop
new sales and marketing channels. This test became especially difficult for
traditional offline companies that had no previous experience in digital
transformation. However, quick adaptation to the new reality allowed them to persist
and even strengthen their position in the market.

Social media, e-mail, websites, instant messengers have become key channels
for establishing contact with consumers during the pandemic. The collection and
analysis of data on audience behavior allows for the creation of more personalized
content and offers. The transition of consumers online has stimulated the
development of tools for online sales, ordering and delivery.

The COVID-19 pandemic has forced brands to rethink their marketing
strategies and positioning approaches. The focus has shifted to strengthening
communication with customers, demonstrating social responsibility and adapting to
new consumer needs.
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It is necessary to rethink key messages, visual identity and communication
channels to match the new reality in the market.

Brands adapt their products and services to meet the individual needs of
consumers using data about their preferences and behavior. Companies implement
innovative solutions that expand the capabilities and convenience of their products,
making them more attractive to customers. The combination of physical and digital
elements in products allows you to create unique offers that meet new market trends.
Consumers prefer environmentally friendly, renewable and ethical products, so
companies are introducing innovative solutions in this direction.

Optimization of supply chains includes 3 stages:

1. Creating flexible and adaptive supply chains that can quickly respond to
disruptions and changes in demand.

2. Collaborating with multiple suppliers to reduce risk and ensure uninterrupted
supply.

3. Implementation of modern technologies, such as data analytics and
automation, to optimize supply chains.

Companies that were able to quickly adapt to sudden changes in the market
were able to maintain their positions and even increase sales during the pandemic.
Enterprises that were able to flexibly rebuild their operational and marketing
processes were able to effectively meet the needs of customers even in the conditions
of new realities. Companies that had a clear contingency plan were better prepared
for the challenges posed by the COVID-19 pandemic.

Social responsibility of brands has gained special importance. Brands that
demonstrate social responsibility often gain more trust and respect among
consumers. This helps strengthen their reputation and creates a strong emotional
connection with the audience. The participation of brands in charity projects,
environmental initiatives or social programs allows them to integrate more deeply
into the life of local communities and strengthens the connection with customers.
Socially responsible brands demonstrate a commitment to the principles of
sustainable development and environmental protection, which is becoming
increasingly important for conscious consumers.

Consequently, the COVID-19 pandemic has demonstrated the importance of
flexible marketing strategies that can quickly adapt to changing market conditions.
Investing in digital channels and tools is becoming key to effective remote
marketing. Companies need to rethink their offerings and positioning to better meet
consumer needs in times of crisis. Brands need to demonstrate their social awareness
and willingness to support communities, which in the long run builds customer
loyalty.
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InpuBinyaJsizanisi HAIOHAJBHOI MPOAYKIII Yepe3 MAPKYBAaHHS HA NMPUKJIALI
nporpamu «3po0.ieHo B YKpaiH»

[Tamenko T.I1., nokTop dutocodii 3 EKOHOMIKH,
CTaplIMii BUKIJIaay Kadeapu eKOHOMIYHOI Teopii
Hamonanenuit yHiBepcuteT «KneBo-MorunsHcbka akaaeMis»

['moGamizarisi CBITOBOi €KOHOMIKM CTBOPIOE SIK HOBI MOXIJIMBOCTI, TaK 1
BUKJIMKH JIsl HaIlIOHAJIBHUX BUPOOHUKIB TOBapiB Ta mociyr. OJHUM i3 CIOoco0iB
MOCHJICHHSI KOHKYPEHTOCTIPOMOYKHOCTI BITUM3HSIHOI MPOAYKIIIT € THANBITyaTi3alis
HAI[IOHAIBHOI TPOMYKIIi Yepe3 cheliaibHe MapKyBaHHS Ta MPOCYBAaHHS IiJl
HalllOHAJIbHUM OpeHaoM. [Toka30BHM IPUKIIaI0M TAaKO1 1HII[IATUBY B HAIIH KpaiHi
€ JepkaBHa MoJiTHKAa «3po0ieHo B YKpaiHi» B paMKax SKOi HasBHA OKpeMa
mporpamMa IoA0 MapKyBaHHA. MeTa mTporpaM TMOJsSITaE B JEP’KaBHOMY
320X04YyBaHHI CIIOKMBAY1B 00MpPATH TOBAPU HAL[IOHAIIBHOIO BUPOOHUITBA LUISIXOM
HaJaHHS BUPOOHMKAM MOMJIMBOCTI MAapKyBaTH CBOKO MPOAYKIIIO JIOTOTUIIOM
«3pobsieHO B YKpaiHi», IO MOJEriye iaeHTU]IKaIio Ta MiJBUIIY€E IMOMUT Ha
ykpaiHnceki ToBapu [1]. 3a gocmimkennsm Il «YkpnpoM30BHIlIEKCIIEPTU3a», 0
40% BapTOCTI YKPaiHCHKUX TOBAPIB MOBEPTAETHCS Y BUIISI/IL IOXOIB 0 OIOJIKETY,
a 3aMiIIeHHS IMITOPTOBAHUX XapUYOBUX MPOIYKTIB MOTEHIIIMHO 301JIBIIIY€ TI0IaTKOBI
HAJXOJDKEHHS Ha 25 MipA T'pH mopiuHo [2]. BiamoBigHO MapKyBaHHS MPOMYKINT
JoroTunomM «3po0jeHo B YKpaiHi» CHpusie po3Mi3HABAHHIO YKPATHCHKUX TOBapiB
HA PHUHKY, a TaKOX MiJABUIIECHHIO KOHKYPEHTOCIIPOMOXKHOCTI HAaIllOHAIBHUX
BUpoOHUKIB. 1530 BigoMHX yKpaiHCHKMX BHPOOHHKIB, Taki SK: «STOTHHCBHKEY,
«Momoxkis» 1 «Bepec», akTUBHO JOTYYHIIACS 10 TIPOTPaMH, aJKe iXHI MOAATKOBI
HAJAXOJDKEHHS 710 Or0/KeTy ckianarTh 10 80% BiJ 3araabHOi BApTOCTI MPOIYKINT
[2; 6]. Takoxx BapTO 3ayBakKUTH, IO Taka MIATPUMKA HE TUIbKU 3a0e3medye picT
€KOHOMIKH, a i CIpHsiE CTBOPEHHIO HOBUX POOOUYUX MICIb
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