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AHOTALIS

Jaitnera M. M. BbpeHauHr sik e(eKTHMBHA TEXHOJIOTiA 3aBOIOBAHHA Ta
YTPUMAHHA NOKYIILA.

«MeToro 1ILOTo JOCIIIKEHHSI € BUBYEHHSI HIOAHCIB cTparterii Openaunry L'Oréal
VYkpaiHa Ta cnocoOiB i BAOCKOHAJIEHHS ISl €()EKTUBHOTO 3aly4YE€HHs Ta yTPUMaHHS
KIIIEHTIB. PeTenpHO AOCHIKYIOTBCS TEOPETHYHI Ta METOAOJOTIYHI  acCHeKTH
MapKETUHTOBUX CTpaTerii OpeHay, a TakoX JETalbHO aHaI3ye€ThCS MapKETUHTOBE
cepenoBuile, B skomy mpamtoe L'Oréal VYkpaina. JlochaimkeHHs BU3HA4Ya€e CHUIIbHI Ta
c1abKi CTOPOHH OpEeHy, MOKJIMBOCTI Ta 3arpo3, a TaKOX IMOJITUYHI, €KOHOMIYHI,
COIliaJIbHI Ta TEXHOJOT14H1 ()aKTOPH, 1110 BIUIMBAIOTH HA MOTO AISUTBHICTh. JlOCTIIKEHHS
MPOMOHY€E cTparerii mokpaimieHHss Openaunry L'Oréal, Bkiodarouum mOKpalieHHs
MPOMO3ULIii MPOAYKTIB, CTpaTerii I[IHOYTBOPEHHS, KaHAJIB PO3MOJLIY Ta PEKIAMHHUX
3axofiB. Pe3ynbTaTH 1BOro JOCHIIKEHHS MPOMOHYIOTh IIHHY 1H(OpMAIio Mpo
onTuMizamio crparerii Openaunry L'Oréal VYkpaina mis Kpamoro 3alydyeHHs Ta
JOSUTBHOCTI KITIEHTIB.»

Kuo4oBi cjioBa: puHOK KOCMETUYHUX TOBApiB, OPEHIUHT, 3ally4eHHs KIIIEHTIB,
aHaJji3 pUHKY, CTpaTeris OpeH1y, MapKeTHHT-MIKC.

SUMMARY

Daineha M. M. Branding as an effective technology for acquiring and
retaining a customer.

«The focus of this study is to explore the nuances of the branding strategy of
L'Oréal Ukraine and how it can be enhanced for effective customer acquisition and
retention. The theoretical and methodological aspects of the brand's marketing strategies
are thoroughly examined, alongside a detailed analysis of the marketing environment in
which L'Oréal Ukraine operates. The study identifies the brand's strengths and
weaknesses, opportunities and threats, as well as the political, economic, social, and
technological factors influencing its activities. The research proposes strategies for
enhancing L'Oréal's branding, including refining its product offerings, pricing strategy,
distribution channels, and promotional efforts. The findings of this study offer valuable
insights into optimizing the branding strategies of L'Oréal Ukraine for better engagement
and loyalty with its customers.»

Keywords: market, branding, customer engagement, market analysis, brand
strategy, marketing mix.
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