JlononHeHHast peanbHOCTh B PeKJIaMe IO03BOJISET MOTPEOUTENSAM IIPUMEPUTH TOBAap Mepes MOKYIKOH — OT
MeOenH 10 OJEeXKIBI, YTO SABIAETCS HACTOSIICH PEBONIOIMEH B IPOAAXaX W MapKeTHHIe. BupTyanbHbIe Typhl 1O
HEJBIJKUMOCTH W HMHTEPAKTUBHBIE JEMOHCTpPALMM aBTOMOOWJIEH WM KOCMETHKH SBISIIOTCS 3(deKTHBHBIMU
MHCTPYMEHTaMH, KOTOPBIE MOBBINIAIOT JJOBEPUE KIMEHTOB U YBEJIIMYNBAIOT KOHBEPCHIO.

Hcnonp3oBanne AR u VR B 371eKTpOHHOM MapKETHHIE CIOCOOCTBYET OoJiee MPUBJICKATECIBHOMY U HHTEP-
AaKTMBHOMY OIIBITY, YBEJIMYHMBAasl BpeMs, NPOBEJICHHOE MOJb30BareneM ¢ OpeHnoM. Takke YHHKalIbHBIA M 3allOMH-
HAIOIIMICS ONBIT CIHOCOOCTBYET Jy4lIeMy 3allOMHHAHHIO OpEeHAa M ero MpoayKTOB. A BO3MOXXHOCTh BHPTYaJIbHOU
MIPUMEPKH M JIETAIBHOTO O3HAKOMIJICHHSI C TOBApOM IIEPEi IMOKYIKOH IOBBILIAET YBEPEHHOCTh KJIMEHTOB M, Kak
crencTeue, KoHBepcuto. [loib3oBaTenn MOryT ompo0GoBaTh IECSATKH HPOAYKTOB B TEUYCHHE HECKONBKUX MHHYT,
YTOOBI HAUTH HAWITYYIIAN TOBAp.

Yro6bI cobpath Tpen3akassl Ha JIOKCOBBIM aBToMoOmTs Volvo XC 90, koMmaHus TpoBelia BUPTYaTBHBIH TeCT-
npaiis. J{yist 3TOr0 OHA Cco3mana mprIIoXeHue u opeHaupoBanHbie VR-oukn Ha 6aze Google Cardboard. B urore Bumieo
¢ BUPTYaJIbHBIM TecT-apaiiBom Haopaio 4 000 000 mpocmotpoB B conmanbhbix cersix. boiee 500 000 yenoBek nepenim
Ha sieauar 1 40 000 ckavanu npunoxkenue. B pesynbrare, nepsyto naptuio Volvo XC 90 packymmnu 3a 2 nus [3].

Takux mnpuMepoB emnie odeHb MHoro, The North Face — kommanus, koTopas ChHEHHMANIU3UPyeTCs Ha
NPOU3BOJICTBE CIIOPTUBHOM, TOPHOI OEKIbl M TyPHUCTHUECKOTO MHBEHTaps, — MPEAJI0KNIa CBOUM ITOKYIaTENIsIM
BO3MOKHOCTb TIPOTYJIATHCS [0 HALMOHATLHOMY MapKy MoceMutn — B BUpTyanbHoil peansHocTH. Kommanus Toyota
TIpUTJIacuiia TOCETHTh CBOWM eBporeiickuii 3aBox ¢ momomplo VR-Typa. A aBcrpanmiickuit. yausepmar MY ER
coBmecTHO ¢ Ebay cosman mpuioxenue, koTopoe MO3BONSET MOKYHATEIH COBEPIIATh MOKYMKH B BHPTYalbHOM
peanbHOCTH.

3akmouenue. immepcusHable TexHonornn, AR 1 VR, mpencraBnsaioT co0oii mepcrneKTHBHOE HaIpaBICHUE
Pa3BUTHS JIEKTPOHHOTO MApKETUHTa. TEeXHOJIOTMH JAOCTYIHBI 110 LEHE U IIHPOKO JOCTYITHBI OOIIECTBEHHOCTH, HO
OHHM BCE elle JOCTaTOYHO HOBBIE, YTO JaeT IPEHMYILECTBO Hal KOHKypeHTaMH, OHH MO3BOJISAIOT CO3IaBaTh
WHHOBAlIMOHHBIE (DOPMBI B3aMMOAEHCTBHA € KJIMEHTAMHM, IOBBIIAs BOBJIEUEHHOCTB, YJydIlas 3allOMHHAeMOCTb
OpeHza 1 yBelMuMBas KOHBepcuio. JlanpHelme uccneqoBanus 1 pa3pabOTKH B 3TOH 00JIACTH, a TaKKe CHIDKEHHE
CTOMMOCTH 00OpyIIOBaHMs, OyAyT criocoOCTBOBaTh MIMpOKOMY BHeapeHuro AR u VR B anexTpoHHBII MapKeTHHT
U (OPMHUPOBAHUIO HOBOTO, 00JIee MHTEPAKTUBHOTO U IIEPCOHATM3MPOBAHHOTO OMBITA JJIsl IIOTPEOUTEIICH.
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DIGITALIZATION OF THE MARKETING COMPLEX:
COMPANY TRANSITION TO ONLINE ENVIRONMENT

Introduction. Modern changes in political, economic and social institutions under the influence of digitaliza-
tion and globalization have radically changed approaches to doing business. Marketing activities development
becomes a key factor in the company's success. This research is aimed at analysing changes in the digital marketing
complex and finding optimal strategies for companies to operate online.

Main part. Digitalization traditionally means the transfer of information into digital form, which leads to cost
optimization, the emergence of new development prospects, professional interaction, and the building of new
economic ties. Currently the state program “Digital Development of Belarus for 2021-2025” is being implemented.
It is aimed at creating a single technological space combining three strategic directions: 1) formation of modern
digital infrastructure, scientific and methodologica base; 2) deep modernization of public administration and key
sectors of the economy; 3) development of regional digital ecosystems[1].

This systematic approach provides integration of digital solutions into both production processes and socially
significant areas, creating a solid foundation for building a digital society and innovative economy of the future.
Accordingly, the elements of the marketing complex are undergoing significant transformations. Marketing is a type
of human activity aimed at meeting the needs of consumers through exchange.
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A set of tools used by specialists to solve strategic and operational business tasks represent the marketing
complex. It includes four main components:. the price, the product, the main sales channels, as well as the product
promotion on the market [2].

In recent decades, due to rapid technological progress, many modern interpretations of the marketing mix
have appeared: models such as 7P, 4C and 5P are becoming more popular every day. We focus on analyzing the
transformation of the 7P model under the influence of digital technologies.

The product. Digital products exist exclusively in virtual space or represent digital copies of physical objects.
Of particular interest is the phenomenon of metaverses, digital worlds where virtual objects integrate with physical
reality within a single ecosystem [3]. Metaverses based on VR/AR and artificia intelligence technologies are
becoming a new stage in the development of the Internet: for example, Nike has created the virtual world of Nikeland
on the Roblox platform, where users can try on and buy digital sneakers, Hyundai is developing a Mobis metaverse
for testing cars in a virtual environment, China's Tencent invests in creating a metaverse for educational purposes.
These examples demonstrate the formation of a new paradigm, where products and brands exist ssimultaneoudly in the
physical and digital space, creating fundamentally new opportunities for marketing and interaction with consumers.

The price. Modern approaches to pricing have evolved significantly, integrating advances in psychology,
neuromarketing, and artificial intelligence. Neuromarketing technologies analyze the brain activity of consumers
when making purchase decisions. Artificia intelligence is becoming a key tool in pricing. According to Salesforce
research, 84 % of companies are already using Al in marketing, and global investmentsin Al technologies will reach
500 billion US dollars by 2024 [3]. This indicates the transition to a personalized value approach, where the price is
formed taking into account the individual preferences of the consumer.

Place. Distribution in the digital economy is aso changing: the search and interaction with partners is
completely moving to the digital environment, optimization of logistics involvesdigital technologies, development
of digital platforms chain participants, implementation of the Internet of Things to increase transparency and
efficiency of logistics operations [4]. These transformations allow® companies to reduce distribution costs
significantly while improving the quality of service.

Promotion. The traditional promotion package, including advertising, personal sales, sales promotion, PR and
direct marketing, is being transformed under the influence of digital technologies. They implement the principles of
inclusive marketing, ensuring the widest and most accurate coverage of the target audience. Digital technologies are
enriched with innovative solutions: programmatic advertising with automatic targeting, interactive advertising
formats, Gamified communication, advertising campaigns in the metaverse, mobile advertising with an emphasis on
video content and stories formats.

A specid feature of the new formats is their interactivity and the ability to create immersive experiences,
which significantly increases consumer engagement, including physical evidence, people and process.

Physical evidence is a synthesis of material and digital artifacts. Digital twin models are particularly
important. A key trend is the creation of a customer journey through the integration of online and offline experiences.
The technologies of QR codes, interactive kiosks and digital price tags in physical stores blur the boundaries between
the digital and the materia world, forming a single ecosystem of interaction with the brand. This transformation
reguires companies to rethink their trust building strategies, where material value is being replaced by digital.

Modern employees should have digital literacy and skills of working with analytical platforms. It leads to the
emergence of new specialists — digital marketers, data analysts, SMM managers. Customer interaction has also
changed — service staff now use chatbots and CRM systems for personalized service. Digital technologies make
business processes more flexible'and customer-oriented. Companies are actively using PR activities: social media
and messenger capabilities; mobile marketing technologies; collaborations with influencers and bloggers; digital
event platforms for virtual events. This has led to the formation of a hybrid marketing ecosystem, where the physical
and digital elements of the marketing complex exist in close interrelation.

Conclusion. Digitalization of marketing has transformed al the elements of the 7P complex, creating a hybrid
model. The key changes are the transition to personalized data solutions, process automation, and channel integration
into an omnichannel system. However, successful transformation requires a balanced approach combining technol og-
ical innovation with the adaptation of organizational structures and the development of digital competencies of staff.
Development prospects are associated with deepening personalization, predictive analytics, and a complete fusion of
online and offline experiences, which requires companies to develop flexible marketing strategies that can evolve in
parallel with the digital environment.
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YUYET, AHA/IN3 H KOHTPOJIb. COBPEMEHHOE COCTOAHHE
U IIEPCITEKTHUBBI PA3BUTHS B UHO®OPMAIIHOHHOH 9 KOHOMUKE

VJIK 65.011.5

A. A. Axpem, E. I'. JIykbsAHUMK
Vupeacoenue ob6pazosanusi «bapanosuuckuil 20¢y0apcmeeHHblll YHUSEPCUMem,
bapanosuuu, Pecnybnuxa Berapycw

U®POBU3ALINS ITPEIITPUSITHIA,
BHEJPEHHE I®POBLIX TEXHOJIOTHii B TPON3BOJICTBO

Beenenne. [{udppoBuzanus npeanpusTHii — OJMH U3 KIIOYEBBIX TPEHIOB COBPEMEHHOFO YKOHOMHYECKOTO
pa3BuTHA, HaHpaBJ’IeHHLIﬁ Ha OIITHMH3AlUIO 6H3HeC-HpOHeCCOB 3a CUCT BHCAPCHUA MECPEAOBBIX I/IH(I)OpMaHI/IOHHO-
KOMMYHHUKAIIMOHHBIX TEXHOJIOTHIA. B ycinoBusix riobansHoit Tpanchopmaiiu 1udpoBble peleHUs] CTAHOBSITCSI OCHO-
BOM /17151 OBBIIIEHUS AP PEKTUBHOCTH, KOHKYPEHTOCIIOCOOHOCTH U YCTOMYMBOCTH KOMITaHUH. OcO0yI0 aKTyaJlbHOCTh
9TOT Tpotecc npuodperaer B Pecryonuke benapycs, rue nudpoBu3anys Urpaet BaXHYI POJIb B aanTanyuy npea-
MIPUATHN K TUHAMUYHO MEHSIOLIIUMCS PHIHOUHBIM YCIIOBHUSIM.

KiroueBbIM  aclieKTOM SIBIISIETCSl MCIOJIBb30BaHNE NHU(POBBIX AKTHBOB — CHCTEMAaTH3MPOBAHHBIX 3HAHMH
o Ou3Hece 1 BHENIHEH cpefie B 3JIEKTPOHHOM (popMaTte, KOTOPbIE O3BOJISIOT YCKOPHTH OOMEH NaHHBIMH, TOBBICUTH X
JOCTYMHOCTh M Oe3omacHocTh. OIHAKO YCIEITHOE BHEAPECHHE TEXHOJOTHI TPeOyeT HaIW4Ms OIpPEAEICHHBIX
MPEATNOCHIIOK, BKJIIOYas TOTOBHOCTh PYKOBOJCTBA KOMIAHMH K TpaHC(hOpPMAIMM, MEpecMOTp OuzHec-moneneit
Y KOPIIOPATUBHOM KYJIBTYpHI, a Takke passurue MKT-undpactpykrypsi.

Llu¢ppoBrzanus NPOU3BOACTBA KaK KOHLEIIHSA 00beANHACT HECKOJIBKO OCHOBAHUIA: eANHOE HH(POPMALIMOHHOE
npoctpancTBO (MH(MOpMATH3aLuUs), BHEApEHHE IMMPOBBIX HHPOPMAIHMOHHO-KOMMYHHUKAIIHOHHBIX TEXHOJOTHI
B MPOMBIIUICHHOCTh (KOMITBIOTEPHU3AIINS) M aBTOMATH3aIMs OU3HEC-MPOoIeccoB. M3ydyHB 3TH MPOLECCH, MOXKHO
MOHSTh, YTO OHU BCE BaYKHBI M JOTOJHSAIOT IPYT APYra, IPH IPaBUIbHOM (DYHKIMOHUPOBAHUU MOXKHO 3HAYUTEIHHO
00JIeryuTh MPOU3BOJICTBEHHBIN mpouece [1].

B nmanHO# crathe OyInyT paccMOTpPEHBI OCHOBHBIE TPWHIMIBI U(POBU3ALMU NMpEANpuiTHH B PecryOimke
Benapych, aHanM3MpyrOTCS HPEANOCBUIKM W (aKTOPHI, BIWSIONME HA 3TOT MpOILEcC, a TAaKXKE JaeTcs OIEHKa
TIEPCTIEKTUBHI TABHEHIIIETO Pa3BUTHS I (PPOBOH BKOHOMHKH B CTPAHE.

OcHOBHasi 4yacTb. B MHPOBBIX M pErMOHAIBHBIX PEHTHHIAX, OICHUBAIONIMX AocTibkeHHs |T-cextopa,
Bbenapycsh, IIBT u BXopsiue B HEro KOMIAHUHA-PE3UACHTHI BCE Yalle 3aHUMAIOT BbICOKME No3uulmu. IIpoBondrcs
MTOCTOSTHHBIE KOH(EpEeHINH, Ha KOTOPBIX OOCY)KIAI0T W BBIABILIOT JIydIINX B 3TOH cdepe. 17 mexabps B oTemne
«Bukropus Onumi» npoiiuia BTopas jaenosas kondepenuus «L{udposas Tpanchopmanus npeanpusiTuii u orpaciei
B Pecniyonuke Benapycb», B pamkax koTopod Obuin nozasezeHsl utord |1 pecny0imnkanckoro koHkypea <«JInaepsl
udpoBoii skoHoMuku — 2024,

KiroueBbiMu TeMaMu KoHGbepeHIn cTanu: npoekt Crparerun 1udposoro passutis Pecnyonuku Benapych
Ha 2026 — 2030 ronsr; Ilpaxktuueckuwii omblT nuppoBH3aUMH W LHUGPOBOI TpaHcHopMalMK OTEUECTBEHHBIX
MIPEANPUATHH; MTporpaMma  MMIOPTO3aMEIIeHUs Ui MHHUMH3ALUK yIiepOa OT 3amaJHbIX CAHKIWH, MOIIepKKa
oreuecTBeHHBIX UT pazpaborunkoB. Bo Bpems 00cyskaeHHs BOIIPOCOB, CBSI3aHHBIX C BHEJIPEHHEM aBTOMAaTH3allNH,
KOMITBIOTEPU3allMl ¥ MHPOPMATH3alMd PACCMOTPEHBI HE TONBKO IUIIOCHI, TaKHE KaK COBEPIICHCTBOBAHHE
TIPOM3BOACTBEHHOT 0 TIPOIIECCa U yIIyUIICHNE XKHU3HU JIF0/IeH, HO M ObIIH BBIsIBIEHB! MUHYCHl. Hanpumep, B 2023 roxy
Ha CTPATEerM4ecKd BakKHbIe MHPpacTpyKTypsl PecnyOnuku bemapyck Obuto coBepiieHo 32 MHILTHOHA KHOepaTak.
ITosTOMY T€ T€XHOIOTHH, KOTOPBIE CO3/IAI0TCS B TOCYAAPCTBE, TPEOYIOT M HAJEKHOM 3aIUTHI.

B kareropuun «l{udpoBoe npaBUTENLCTBO» JHIUpYIOlIee MecTo 3aHsuo0 3AO «MexayHapoHbIH AenoBOi
ampsiac» ¢ mpoektoM AlIK  «[Imatdopma». Ero ocHoBHOe HasHaueHMe — oOOeCIeUeHHE B3aMMOACHUCTBHS
TOCYAapCTBEHHBIX M HErOCYJapCTBEHHBIX HH()OPMAIIMOHHBIX CHCTEM U pecypcoB. YHukansHocTh AITK «ITnatdopma»
3aKJII0YAeTCsl B MCIOJIb30BAHUM B CHCTEMax TOCYIapCTBEHHOTo Maciitaba CBOOOIHO-PACIPOCTPAHSEMOro IIpOr-
paMMHOrO oOecrieueHHs, a TaKke B pa3pabdOTKe M HCIIOJIb30BAHMU CPEACTB IUHAMHYHOIO pearMpoBaHHs Ha
HEOOXOJMMOCTh pa3pabOTKW M BBOJA B OSKCIUIyaTallMI0 HOBBIX CEPBHCOB M aBTOMAaTHYECKOTO IOAKIIIOYCHHMS
HEOOXOIMMBIX BBIYMCIUTENBHBIX MOIIHOCTEH P BO3pacTaroLIell Harpy3ke Ha cuctemy [2].

OnHMM 13 HHTEPECHEHIINX MPUMEPOB MOXHO Ha3BaTh Y11 «Bnurtebcko0ras» ¢ yMHBIM MOMOIITHUKOM «AIEHAY,
KOTOPBIN pa3paboTaH JUIs MOBBILICHNS yPOBHS 00CITYKHBaHHS TOTPEOUTEIICH C HCIOIp30BaHNEM TEXHOJIOTHI Ha Oaze
HEHpOHHBIX ceTei. OpraHu3amus cMorjla YCIEIIHO OOBEAWHUTH HE TOJBKO COCTAaBHBIE YacTH HU(POBH3ALNH,
HO U HCKYCCTBCHHBIN MHTEIUICKT, IPH 3TOM CIENaB 3TO B YAOOHOI M IPHATHO! 1ist KineHToB dopwme [3].

AKTHBHOE pa3BUTHE IOJIy4HsIa cucTeMa coToBOH cBs3u. 1o nadopmannn MuHceBs3M, Ha KoHel 3 KBapTaja
2023 rosa yciryraMu COTOBOM MOJBHKHOM 3iekTpocBs3u ctanaapta LTE (4G) Geuto oxBauerno 83,2% Teppuropuu
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