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AHOTALIS

Pesyuvka I1.B. Bukopucmannusa incmpymenmie digital-mapxemunzy y npozpami
NPOCYBAHHA HOBO20 NPOOYKHLY

Maricrepcbka poOoTa mpucBsidueHa gociiikeHHio digital-mpocyBaHHS HOBOTO
MPOAYKTY MiAMPUEMCTBA MAJIOTO O13HECY KOHAUTEPCHKOI Taity3i. ¥ poOOTi pO3IIISIHYTO
TEOPETUYHI 3acaJy MPOCYBaHHS HOBUX MPOAYKTIB Ta OOIPyHTOBaHO 3HaueHHs digital-
MapKETHUHTY B CyYaCHUX yMOBax pPO3BUTKY pUHKY. [IpoBelneHO aHami3 MapKeTHHIOBOi
TISIIBHOCTI  KOoHAMTepchkoi «Ivanova Cake», BHU3HauY€HO OCOOJIMBOCTI ITHOBOI
ayIUTOpii, KOHKYPEHTHOTO CEpEeJOBHUIA Ta BUKOPUCTAHHS UU(PPOBUX KaHAJIB
KoMmyHikaiii. Ha OCHOBI oOTpuMaHMX pe3ylibTaTiB po3pobieHo mporpamy digital-
npocyBaHHs HOBoro npoaykry «CakeBox Miniy, 10 BKJItOYa€ MoeTamnHe 3aCTOCYBaHHS
iHCTpyMeHTIB SMM, TapreToBaHoi peKkiiaMu, KOHTEHT-MapKeTUHTy Ta enemMeHTiB CRM.
3ailicHeHO OIIHKY €(EeKTUBHOCTI 3alpONOHOBAHOI MpPOrpaMu 3 BUKOPHUCTAHHSIM
noka3zHukiB ROI Ta ROMI, 1o miATBEpANIIO €KOHOMIUHY JAOLUIBHICTS ii BIPOBAI>)KEHHS.

KuarwuoBi caoBa:  digital-mapkeTuHr, MpOCyBaHHS  HOBOIO  IPOIYKTY,
MapKEeTUHTOBA CTpaTerisl.

SUMMARY

Revutska P.V. Using digital marketing tools in a new product promotion
programme.

The master’s thesis is devoted to the study of digital promotion of a new product
in a small business enterprise of the confectionery industry. The paper examines the
theoretical foundations of new product promotion and substantiates the importance of
digital marketing in the current conditions of market development. An analysis of the
marketing activities of the confectionery company “Ivanova Cake” is conducted,
identifying the characteristics of the target audience, the competitive environment, and
the use of digital communication channels. Based on the obtained results, a digital
promotion program for the new product “CakeBox Mini” is developed, which includes
the phased application of SMM tools, targeted advertising, content marketing, and CRM
elements. The effectiveness of the proposed program is evaluated using ROI and ROMI
indicators, which confirms the economic feasibility of its implementation.

Keywords: digital marketing, new product promotion, marketing strategy.
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