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YIOPABIIIHHS TaKOX TIO3UTHUBHO BIUIMBa€ Ha NpodeciiHui PO3BUTOK MEAMYHOIO
nepcoHany. HaBuanus memauuHux ¢axiBIiB OCHOBaAM KOMYHIKAIlli Ta MapKETHHTY
JI03BOJISIE IM Kpallle pO3yMITH MOTPEOU MAIIEHTIB 1 3aIIUTH PUHKY.

BnpoBamkeHHsT MapKeTHHTOBUX MiAXOAIB B ympasiiHHg B 303 nependauae
aKTUBHE BHUKOPUCTAaHHS CY4YaCHHX TEXHOJIOT1M JJIsi ONTUMIi3aiii KOMYHIKAlii Ta
MiIBUIIEHHS €()EeKTHBHOCTI IsUTBHOCTI. 30Kpema BukopuctanHs CRM-cuctem
J03BOJISIE BIJICTEXKYBATH 1ICTOPIIO B3a€MO/I1T 3 KOXKHOIO ayIUTOPIETO, 30epiratu qaHi mpo
MAIiEHTIB Ta 1HIIUX TPYI CTEHKXOJIEpiB, aBTOMATH3yBaTH 1H(OpPMAIlIHI PO3CHIIKH
torlo. Taki cucTeMu 3a0€3Meuy0Th KOMIUIEKCHUM M1X1/1 10 YIIPaBIiHHS 1HPOPMAIIIEIO
Ta KOMYHIKaIlIsIMH, TO3BOJISIIOUM CTBOPIOBATH 1HAMBITyaTi30BaH1 MiIX0AH JJIs1 KOXKHOT
TPy CTEHUKXONIEPiB.

Buxopucrtanus Benukux naHux (BIG DATA) Ta ix aHamiTHKa Takox SBISE
co00I0 BAXKIIMBY YaCTKy MapKETHHIOBOIo Miaxoay a0 ynpasiiHHi B O3. 3okpema,
IHCTPYMEHTH aHali3y BEJIUKHX JaHHUX JIONOMArarTh BUBYATH MOBEAIHKY IAlI€HTIB,
IO JO3BOJISIE Kpalle MPOTHO3yBaTH IMONMUT Ha MEIUYHI TOCIYTH, aJanTyBaTH
MIPOTIO3HUIIIT 1] TOTPeOH, BIPOBAKYBATH MEPCOHATI30BaH1 3aX011 J10 MPOITaKTUKH
Ta JIKyBaHHS .

BrnipoBaiykeHHSI MapKETUHIOBUX MIJXOJIB B YNPaBiIssHHS BiITYM3HAHUMU 303, 3
OJTHOTO OOKY, CIIpUSI€ iX ajanTalli 10 Cy4YaCHUX PUHKOBUX BUMOT, a 3 1HIIIOTO, TO3BOJISIE
peaaizoByBaTl MNPUHLIMI MNAI[lEHTOOPIEHTOBAHOCTI B 1X JAISUIBHOCTI, BHOYIOBYBaTH
JOBIPJIMBI BIIHOCHHU 13 NalllEHTaMU, ()OPMYBaTH BIIACHUN MO3UTUBHUMA IMIJIXK, 11O B
KIHIIEBOMY MIJACYMKY CYTT€BO IMOKpAIly€ pe3ylbTaTd TOCHOAAPCHhKOi AiSIBHOCTI
MEIUYHHUX 3aKJIaJiB.
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INDUSTRY MARKETING IN TIMES OF TRANSFORMATION: BEHAVIOR
PATTERNS, CULTURAL DIFFERENCES AND DIGITAL TRENDS

Marketing in the context of globalization and digital changes is no longer
homogeneous and requires adaptation to the specifics of individual industries. These
transformations, observed in consumer behavior, the growing influence of cultural
factors, and technological advancements, particularly digitalization, require constant
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adaptation by businesses to maintain competitiveness. This is especially true for sectors
such as agriculture, hospitality (HoReCa), and IT.

Current realities indicate that the demand for local, organic, and ethically
produced products in the agribusiness sector is growing due to increased consumer
environmental awareness, a desire for a healthy lifestyle, and growing trust in local
producers. Consumer decisions are often based not only on product characteristics but
also on socio-cultural factors such as production transparency, brand narrative, and
emotional engagement in the product’s “lifecycle”.

In the agricultural sector, culture manifests through perceptions of quality, trust
in family farming, and adherence to traditional production methods. For example, in
certain regions of Ukraine, local identity (“made in Volyn”, “traditional Poltava
recipes”) becomes an important element of positioning. Brands that appeal to cultural
heritage or regional color have an advantage among conscious consumers.

Agricultural enterprises must actively implement digital tools for
communication with consumers, such as AgTech platforms, which provide market
analytics, price forecasting, supply and logistics management, as well as direct
marketing through social media, marketplaces, and B2B platforms. As noted by IT
Ukraine Association, the economic efficiency of the AgroTech sector in Ukraine in
2023 amounted to +3% of GDP, and from 2018 to 2023, the sector attracted $1.3
million in investments [1]. The use of artificial intelligence for demand forecasting,
climate risk analysis, and the adaptation of sowing strategies is also an important aspect
of modern agribusiness practices.

In the hospitality industry (HoReCa), changes in consumer behavior are driven
by the post-pandemic experience and the introduction of fast and personalized service.
Consumers now expect flexibility, digital access to services (online menus, contactless
payments, mobile bookings), and social responsibility from establishments (eco-
friendly packaging, local ingredients, anti-waste initiatives). At the same time, the
importance of the emotional experience of visiting a venue is growing such as
aesthetics, atmosphere, and “Instagrammable’ spaces.

In HoReCa, local culture is reflected in attitudes toward service, gastronomic
habits, and traditions. For instance, adapting marketing campaigns to local holidays
can enhance consumer emotional engagement. In such contexts, cultural resonance
strategies that appeal to deep-rooted identities of the target audience are effective.

In the marketing strategies of businesses in this sector, AR/VR technologies,
mobile apps, gamification, and personalized loyalty programs are actively used. By
2030, augmented reality technologies could contribute £1.4 trillion to the global
economy [2]. Today, digital presence tools (Google My Business, Instagram, TikTok,
online rating platforms), CRM systems, and booking automation services are key.
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Research shows that 74% of respondents find CRM solutions helpful for personalized
service, and 65% of businesses implement these technologies within the first five years
[3].

These tools allow businesses to quickly adapt their offerings to changing
demand, implement loyalty programs, and build long-term emotional connections with
customers. In crisis conditions (such as during the COVID-19 pandemic or wartime),
digital services help small hospitality businesses survive by providing access to
customers despite limited physical interaction.

In the IT industry, the transformation of consumer behavior is reflected in the
growing role of communities, transparency in business processes, and customer
involvement in value creation. In both B2C and B2B segments, trust, openness, and
technological adaptability have become crucial factors. Consumer behavior is
influenced not only by rational considerations but also by cognitive biases and
environmental factors.

In the IT sector, local culture manifests in corporate interactions, digital ethics,
and expectations regarding transparency and innovation. In individualistic cultures,
preference is given to flexible solutions and independence, while in collectivist
cultures, recommendations and expert support are more valued. Therefore, the
effectiveness of digital communications depends on the brand’s cultural sensitivity to
the audience’s expectations.

IT marketing communications are increasingly focused on content marketing,
data-driven strategies, personalization, and targeting. Digital tools in IT are not just
part of marketing; they form its natural environment, including CRM/ERP systems,
marketing automation platforms (HubSpot, Marketo), analytical services (Google
Analytics), and content marketing tools.

Digitalization is the foundation of transformations in sectoral marketing,
providing businesses with the flexibility and insights needed to adapt to changing
consumer demands and market conditions. Marketing strategies must be deeply
informed by local cultural contexts, allowing companies to not only respond to changes
but also actively influence the market. By integrating digital tools and cultural
sensitivity, businesses can achieve sustainable development and maintain competitive
advantages in a changing environment.
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