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MAPKETHUHI', MAPKETUHI'OBbIE KOMMVYHUKALIMNU, UHTEPHET-
MAPKETUWHTI', BEB-CAUT, IO3ABUJINTU, UX-TECTUPOBAHUE,
METO/] KAHO, OITPOC, A/b-TECTUPOBAHMUE.

Leapb ucciaenoBaHusi: aHAIN3 BO3MOKHOCTEH HHTEPHET-MapKETHUHTA B
MPOJBMKEHUU Majioro npeanpustus B chepe B2B; pa3paboTka BeO-caliTa Kak
KITIOYEBOTO AJIEMEHTa MAPKETHHTOBOM CTPATETHH MPEATPUSITHSL.

Oo0bexT uccaenopanusi: YIITYII «YTH-ITPOIAYKT».

IIpeamer uccienoBanus: Be0-cailT Kak KJIIFOUEBOW 3JI€MEHT MapKETHHI OBOM
CTPAaTETUH MPEINPUATHS.

MeToabl HcCaeA0BAHUSA: aHATU3, pacueTHO-aHamuTuyeckuii, SWOT-ananus,
OIIPOC, MHTEPBBIO, aHanu3 1o Metoay Kano, A/b tectupoBanue.

HccaenoBanusi v pa3padoTKH: Ha OCHOBE U3YYCHHS TCOPETHUYCCKUX BOIIPOCOB
MapKETUHTOBOM JCATEIPHOCTA YaCTHBIX NIPEANPHUATHNA, OCHOBHBIC BU/IbI
MHTCPHET-MapKETUHTa, COBPEMEHHBIC TEXHOJOTHH U UHCTPYMEHTHI, IPOBEACH
ananu3 ousnec-mporeccoB UIITYII « Y TH-ITPOAYKT», a taxxke
KOHKYPEHTHBIX MPEINPUSTUH, B TOM YUCIIE UX BeO-CalTOB, OLIEHKA
AKOHOMHUYECKOTO 3 dekTa pa3paboTku BeO-caiTa, pe3yabTaThl 103a0HUITUTH-
TECTUPOBAHMSI.

J1eMEeHThbI Hayqnoﬁ HOBHU3HBI: ITPCIJIOKECHO U 000CHOBAHO ﬂaHLHCﬁmee
IMPOABHUIKCHHC BeO-calTa COrjacHo MapKCTHHFOBOfI CTpaTCrumu.

O06s1acTh BO3MOKHOI0 IPUMEHEHUsI: IPAKTUUYECKH B MAPKETUHT OBOM
crtparerunt UITTVYII «YTH-ITPOIAYKT».

TexHMKO-IKOHOMHYECKAN, CONNATBHAS 3HAYUMOCTh: BeO-CaliT TO3BOJIUT
YKPENUTh UMUK OPTaHU3aLH, OTKPOET HOBBIC PBIHKH IIPOJAXK, a TAKKE
ITO3BOJIUT ITOJYYUTh HOBBIE JIEJIOBbIE KOHTAKTBHI.

ABTOp pabOTHI MOITBEPKAAET, YTO MPUBECHHBIN B HEMl pacueTHO-
AHATMTUYECKHUI MaTepual MPaBWIbHO U 0OBEKTHBHO OTPAKAET COCTOSTHHE
HCCIIEIyEMOT O MpoLecca, a BCE 3aUMCTBOBAHHBIE U3 JIMTEPATYPHBIX U APYTUX
HWCTOYHHMKOB COMPOBOXAAIOTCS CChIJIKAMH HA UX aBTOPOB.



MAPKETBIHI', MAPKETBIHI'"ABBIA KAMVYHIKAIBIL, IHTOPHOT-
MAPKETBIHT, BO5-CAUT, IO3ABUIILI, UX-TACTABAHHE, META]]
KAHO, ATILITAHHE, A/B-TOCTABAHHE.

MbsTa naciaegaBaHHsI: aHAII3 MardbIMaclsay IHTIPHAIT-MApPKETHIHTY ¥
rpacoyBaHH1 Majiora npaanpeieMcTBa ¥ chepsl B2B; pacnparioyka B36-caiita
SK KJIFOUaBOTa JIEMEHTa MapKeThIHTaBail CTPATATii MpaaAnphIeMCTBA.

A0'exT pacaenasanus: [IBI'YII «YTH-mpagyxT».

IIpagmeT gaciaegaBaHHsi: B30-CAlT SIK KJIIOYABbI AJIEMEHT MapKeThIHIaBal
CTpaTaril NpaanpbIeMCTBA.

MeTaabl nacjefaBaHHs: aHali3, pasiikoBa-aHaniTeiyHel, SWOT-anamnis,
ambITaHHE, IHTAPB'I0, aHaNI3 na Mmetaa3e Kano, A/b TactaBaHHe.

JacsienaBaHHi i pacnpamnoyki: Ha acCHOBE BBIBYUDHHSI TIAPITHIUHBIX MTBITAHHSY
MapKeThIHTaBail [3eHACIII PHIBATHBIX MPAAIPHIEMCTBAY, ACHOYHBIS Bibl
THTIPHAT-MAPKETHIHTY, CyYaCHBISI TAXHAJIOT1 1 IHCTPYMEHTBI, TPaBEA3EHBI
anamiz 613uec-iparpcay [IBI'YIT « YTH-TIIPAJITYKT», a Takcama
KaHKYPIHTHBIX TPAANPhIEMCTBAY, Y ThIM JIiKYy 1X BI0-caiiTay, alpHKa
sKaHamiyHara 3(eKTy pacnpaioyki B30-caiiTa, BbIHIKI F03a01LTiIT1-TICTaBaHHI.

DJieMeHThl HABYKOBAaii HABI3HbI: IIpaaHaBaHa 1 abrpyHTaBaHa Janeiniae
npacoyBaHHE BI0-caiiTa 3roJJHa MapKEThIHTaBail CTPaTArii.

Bobsacus MarysiMara npbIMsSIHEHHSI: TIPAKThIYHA ¥ MapKETHIHTaBai
ctpararii [IBI'VII «Y TH-npagykTy.

TrxHika-I9KaHAMIYHAas, callbIsSVILHAS 3HAYHACIHL: BY0-CAalT 1a3BOJIIIb
ymariaBailb IMJIDK apraHizalibli, aIKpble HOBBISI PBIHKI TIpOJIaXkay, a Takcama
JacIlb MardbIMacilb aTpbIMallb HOBBIS 13¢JIaBbISI KAHTAKTHI.

A¥Tap nparipl manBsppKae, ITo MPLIBEI3EHBI ¥ € pacueTHO- aHATITHIYHBI
MaTAPBISI TIpaBUIbHA 1 a0'eKThIYHA a/NTIOCTPOYBAe CTaH JOCJIeIHAra Mpardcy, a
yce 3ama3plyaHbis 3 JTITApaTypHBIX 1 IHIIBIX KPBIHII CYIpPaBaKaIoIIIa
crachUIKaMi Ha iX ayTapay.



MARKETING, MARKETING COMMUNICATIONS, INTERNET
MARKETING, WEBSITE, USABILITY, UX TESTING, KANO METHOD,
SURVEY, A/B TESTING.

The purpose of the study: analysis of the possibilities of internet marketing in
promoting a small business in the field of B2B; development of a website as a
key element of an enterprise marketing strategy.

Object of study: "UTN-PRODUKT".

Subject of research: website as a key element of an enterprise’s marketing
strategy.

Research methods: analysis, calculational and analytical, SWOT analysis,
survey, interview, Kano method analysis, A/B testing.

Research and development: based on a study of the theoretical issues of
marketing activities of private enterprises, the main types of internet marketing,
modern technologies and tools, an analysis of the business processes of UTN-
PRODUKT private enterprise, as well as of competitive enterprises, including
their websites, calculation of the economic effect of website development,
usability testing results.

Elements of scientific novelty: the further promotion of the website according
to the marketing strategy is proposed.

Possible application: practically as part of marketing strategy of UTN-
PRODUCT enterprise.

Technical and economic, social significance: the website will strengthen the
image of the organization, reach new sales markets, and also allow to get new
business contacts.

The author confirms that the calculation and analytical material presented in it
correctly and objectively reflects the state of the process under study, and all
borrowed from literature and other sources are accompanied by links to their
authors.



