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VY crarTi mpeAcTaBieHI KIIOYOBI PE3yJibTaTH €BPONEHCHKOTO JOCBIMY 3aCTOCYBaHHS
TEXHOJIOT1I beacon y OMHIKaHaJIbHOMY MapKeTHHTY y cdepi Komepliii 3 METOI BHUSBICHHS
MOYJIMBOCTEH Ta MEPCHEKTHUB BUKOPUCTAHHSA LIOTO J0OCBiAY B YKpaiHi. BuznaueHo BiaMiHHOCTI
MDK MyJbTHKAHAIBHUM Ta OMHIKaHAJBHUM MapKETHHIOM. J[11 pO3BHTKY OCHOBHHX HANpsMiB
U(PPOBUX TEXHOJOTIM B MapKETHHTY MOTPIOHO aKTyalsli3yBaTH KOMITOHEHTH, IO BXOASTH 0
CTPYKTYpPH IHTETPOBAaHHMX MAapKETHHIOBUX KOMYHiKaliii. BcraHOBieHO, 10 miJ BIIMBOM
CYy4YacHUX IHTEPHET-TEXHOJOTii HEOoOXiHO 3HOBY BH3HAUUTH PO3PI3HEHI TOYKU JOTHUKY 3
KIIIEHTaMH, $IKI BIUIMBAIOTh Ha 3aJlydeHHS CIOXKHMBA4YiB Ta OTPUMaHHS MPUOYTKY Bia
BUKOPUCTAHHS PI3HUX OMHIKaHAaIiB.
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The article presents the key results of the European experience of using beacon technology
in omnichannel marketing in the field of commerce in order to identify opportunities and prospects
for using this experience in Ukraine. The differences between multichannel and omnichannel
marketing are determined. For the development of the main directions of digital technologies in
marketing, it is necessary to update the components included in the structure of integrated
marketing communications. It is established that under the influence of modern Internet
technologies, it is necessary to re-define the distinct points of contact with customers that affect
consumer attraction and profit from the use of various omnichannels.
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