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The current conditions for the functioning of enterprises-manufacturers of local treatment
facilities made of fiberglass and composite materials have been given, a significant impact
on the implementation of which is exerted, first of all, by changes in the requirements of
consumers of such types of products. The current state of research on the methodological,
methodological and theoretical basis for the formation and development of a brand of
various products and services with the help of modern marketing tools presented in special
and scientific literature has been analyzed, the results of which indicate that attention is
paid to these issues and problems. At the same time, regarding methodological approaches
to the use of Customer Journey Map as a marketing automation toolkit for brand
development, it is advisable to note that such issues are described rather thesis in the
recommendations of marketing practitioners, which, in turn, emphasizes the importance
of creating a scientifically based basis for practical application in activities of business
entities of various forms of ownership under the current conditions of the functioning of
the Ukrainian market. The main most commonly used definitions of the concept «brand»
have been given. The essence of the Customer Journey Map has been characterized and
the sequence of its formation has been summarized. Using the User Scenario and User
Story, a portrait of the target group of users of local treatment facilities «specific private
households» has been formed. The sequence of using the Customer Journey Map for the
purpose of creating (updating, developing) a brand of local treatment facilities made of
fiberglass and composite materials has been determined and summarized. Using the built
Customer Journey Map for a group of users of local treatment facilities «specific private
households», the main steps of such a user and his actions, feelings, thoughts have been
identified in order to create (update, develop) a brand of local treatment facilities made of
fiberglass and composite materials.
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Introduction and problem statement

With the rapidly transformational changes in
the economic space, which are manifested in
increasing competition, globalization of economic
space and processes, changing approaches to
promoting goods to market segments, the dynamics
of technology, increasing the number of enterprises
in specific market segments and reducing significant
differences between them, the task of maintaining
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the profits necessary for economic activity is
becoming increasingly important and acute for
manufacturing companies. At the same time, modern
consumers are quite demanding and require quick
solutions, which, in addition, meet the quality
requirements of ISO criteria, reduce the cost of the
product, as well as lead to an effective presentation
of the product. All these factors directly affect the
cost of the product, and, ultimately, the specific
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financial results of the manufacturer. All these factors
motivate companies to take a more careful and
conceptual approach to the processes of forming an
effective brand as a tool to ensure the projected
strategic development, which should ensure
uniqueness and increase consumer preferences.

Under the current conditions of the Ukrainian
economy and the global economy in general, this
situation is typical for the Ukrainian market of local
treatment plants made of fiberglass and composite
materials, which is rapidly flowing due to the
requirements of modern consumers of such market,
in particular the quality of such products, which have
certain features (low specific weight; high resistance
to corrosion (more than 50 years); chemical
resistance; high specific strength; resistance to
changes in temperature; modern design, etc.) [1].

Thus, understanding the needs and
requirements of customers of a particular type of
product should provide the manufacturer of such a
product information on how to form tactics and
strategy of the manufacturer and create an effective
brand concept as an intangible asset of the company,
the value of which is to recognize its consumers and
form a positive association, as a result, should lead
to an increase in the profits of the entity.

Today, with the use of large data sets in
marketing research, the understanding of the
customer has changed: it is possible to determine
his habits, preferences, motives before the purchase.
Information about who, how and why makes
purchases helps to find weaknesses in the company’s
work. Such data show how to improve the product
and service quality in order to increase the benefits
for both the buyer and the company [2]. In addition,
the use of modern marketing tools allows you to get
to know your customer better in practice, to find
out what exactly influences his choice and what
difficulties he faces when interacting with the
manufacturer.

Marketing research uses visualization tools to
generalize customer information, such as Customer
Journey Map, which is a marketing automation tool
and an element of modern product development
methodology based on a detailed analysis of audience
needs and behavior. The main purpose of building a
Customer Journey Map is to understand the
customer’s path and make it as comfortable and
enjoyable as possible, which, in the end, should
increase the company’s profits and increase the
prestige and brand awareness of customers.

Thus, to substantiate the weighted
recommendations for specific actions of the
manufacturer to develop a brand of local treatment
plants made of fiberglass and composite materials
on the market, it is necessary to study the customer
path of users of this type of product using Customer
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Journey Map.

Analysis and research of publications

Today in the special and scientific literature
the issue of creating a methodological,
methodological and theoretical basis for the
formation and development of a brand of various
products and services is given attention. Thus,
approaches to the interpretation of the essence of
the brand are analyzed, concepts of determining the
stage of the brand life cycle are formed, indicators
of efficiency of the enterprise and the level of brand
excellence are offered, basic recommendations are
given to increase brand effectiveness [3], the
components of the brand are identified [4], the most
popular concepts for the formation and management
of an effective brand are studied, the use of strategic
marketing to create a recognizable brand is
substantiated and methods of its use are analyzed,
the main stages of brand formation are systematized
[5], interdisciplinary terminology influencing the
formation of brand definition is studied, the system
of principles that creates a holistic vision of the
concept of «brand» is substantiated [6], the main
conceptual approaches to defining the concepts of
«brand» and «branding» and their historical formation
are analyzed [7], the theoretical and applied aspects
of brand management when entering new markets
are generalized, the main directions of enterprise
brand formation management and ways of its effective
promotion on sales markets are outlined [8],
establishes the interdependence of tools and the place
of the branding system, starting with marketing
research and ending with the stimulation of the
decision-making process to buy from consumers, the
main branding tools that should form the advantages
of goods in the market as a key factor in ensuring
the competitiveness of the enterprise are identified,
branding tools are characterized in detail [9], the
essence of the brand-oriented approach to
management of the industrial enterprise is
investigated, constituent elements of system of the
brand-oriented management are allocated, the
differences of the brand-oriented approach to
enterprise management from the traditional are
analyzed, the principles are defined and the
mechanism of brand-oriented management is offered,
the influence of corporate culture on formation of a
brand of the industrial enterprise is investigated [10],
the growth of the role of branding in ensuring the
competitiveness of enterprises is substantiated, the
content of the concept of «brand individuality» and
the conditions for its achievement are revealed, the
expediency of forming a strategy of premium pricing
is proved [11], etc. However, regarding the
methodological approaches to the use of Customer
Journey Map as a tool for marketing automation for
brand development, it should be noted that such
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issues are described quite concisely in the
recommendations of marketing practitioners, which,
in turn, emphasizes the importance of creating a
scientifically sound basis for practical application in
activities of economic entities of various forms of
ownership under modern conditions of functioning
of the Ukrainian market.

The purpose of the article

The aim of the work is to study the customer
path of users using Customer Journey Map as a tool
for marketing automation to develop a brand of local
treatment plants made of fiberglass and composite
materials.

Presenting main material

Today, in conditions of increasing competition
in the Ukrainian market between manufacturers,
which can be described as fierce competition, the
issues of product differentiation (service, work) from
analogues of competitors become relevant, which,
in the end, directs the company’s marketing activities
to create (renewal, development) of the brand as
the main type of intangible asset of the entity.

Currently, in the special and scientific literature
there are many interpretations of the essence of the
concept of «brand». Generalizations of the most
commonly used interpretations have been given in
Table 1.

It is advisable to agree with the opinion of the
authors of the study [4] that the key elements in the
process of creating (updating, developing) a brand
are: the implementation of marketing research; brand
strategy development; correct choice of brand name;
positioning and its focus on a particular market
segment, etc.

For the i0mplementation of marketing research,
as one of the key elements in the process of creating
(updating, developing) a brand, it is important to
choose modern tools, the use of which to solve the
problem will be the most effective and efficient.

In today’s marketing practice, for the purposes

of creating (updating, developing) a brand, modern
marketing technologies and marketing automation
tools, which include the Customer Journey Map
(CJM), are increasingly being used.

CJM is a visualization of the history of user
interaction with a product, service, company or brand
through various channels of interaction in a certain
period of time; it is a visualized experience, the history
of communication with the company, taking into
account the thoughts, emotions, goals, motives of
both the user of the product or service, and the
company itself. In practice, the creation of CJIM
allows you to systematize relationships with customers
and helps them provide the necessary content at a
certain time. CJM reflects the customer’s path to
the product, identifies problem areas and shows how
to increase sales and increase customer loyalty [2].

The sequence of creating a Customer Journey
Map has the appropriate stages (steps): collecting
information and identifying the main groups of buyers
(the formation of the so-called «buyer persona»);
forming a sales funnel for each group; determination
of the client’s goal at each stage of interaction;
definition of points and channels of interaction;
identification of CRI for each stage as specific results
to be achieved; building an emotional map;
identification of critical points and barriers; removing
barriers; regular research of the received Customer
Journey Map, etc. [2].

When using modern marketing automation
tools, first of all, it is necessary to determine how
the most practical application of Customer Journey
Map will help to analyze the components of the
brand in order to create it (update, development).

From the practical experience of marketers, it
is possible to conclude that such a tool can help the
company identify a range of issues that prevent it
from developing and earning more.

Building a CJM will allow you to see the brand
and product (service, service, work) through the eyes

Table 1
Defining the essence of the concept of «brand»
Author Definition
Ph. Kotler the seller's obligation to provide the buyer with a certain set of product properties, benefits and

services, as well as quality guarantees

Jean-Noel Kapferer :
and / or experiences

an exclusive concept shared and desired by most people embodied in products, services, outlets

D. D'Alessandro

more than advertising or marketing. This is all that comes to a person's head regarding a product
when they see its logo or hear the name

Marty Neumeier intuitive feeling about a product, service or company

David Aaker a strategic asset that has its own value and is able to manage business strategy, as opposed to
sales promotion, which performs tactical tasks

Simon Anholt product identity (packaging, appearance, logo, etc.); the culture of the organization behind the
brand; the reputation of the product or corporation that has developed in the minds of consumers

Ph. Keller a set of associations that arise in the minds of customers and increase the value of goods

) (services), which is perceived by the customer
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of the customer that is to understand how the
customer perceives the brand. Often in practice,
company owners or heads of sales (marketing)
evaluate the brand (product, service, service, work)
only from their own position and cannot see the
obvious disadvantages. They are convinced that there
are no «bottlenecks» in the structure and business
processes of the company, and sales are not growing
only due to inefficient work of employees or
irrationally invested money in inefficient advertising
tools. At the same time, the use of CJM will provide
an opportunity to determine what is the position of
customers (their various groups) is not so perceived
by the company.

Detailed marketing research by performing all
stages of building a Customer Journey Map will
analyze the thoughts, emotions, perceptions of
customers and anticipate all its steps of interaction
with the brand. That is, to determine what the
customer pays attention to in the first place, which
is a decisive factor in the customer’s decision to
work with a particular brand, which components of
the brand are more important and which can be
leveled. From a marketing point of view, this step-
by-step study of customer preferences and wishes is
a tool for understanding communication channels
with consumers.

Reviewing and reformatting the company’s
existing system of communication with the customer
(customer groups) will reveal internal problems in
the company that arise due to the fact that, most
often, company employees do not always understand
the concept of the product they sell and motivate

potential consumers.

When creating (updating, developing) a
company’s brand, it is advisable to answer a few
important simple questions, namely: for whom the
business works, who needs the company’s product,
and so on. It is important not only to characterize
the target audience of the brand, but also to divide it
into narrow groups with specific characteristics, which
will be further directed to the main communications
of the brand. That is to form key target groups of the
company. Key groups should be separated according
to the principle of margin of participants.

To create the most marginal groups in which
the company is interested, because they should
increase the company’s profits from consumption
of the product (service, work) as a brand, it is
necessary to create a portrait of members of such
groups, containing relevant components, namely:
socio-demographic characteristics (age, sex, place
of residence, etc.); average monthly income; hobbies,
interests and hobbies; social behavior on the Internet
(social networks, sites that are more acceptable and
used by the consumer); habits, preferences for similar
competing brands, etc.

Defining these components will form a clearer
idea of who exactly is the customer of the company-
consumer of a particular brand.

Once the target groups have been identified
and detailed, it is possible to start creating a Customer
Journey Map for each key segment.

According to the results of the study [2], the
main consumers (groups of buyers) of the product
«local treatment plants made of fiberglass and

User group: Specific private households

User Story: Oleg, 37 vears old

The owner of the building in the private sector of the city of Dnipro. It needs to
replace the obsolete drainage pit with modem equipment that will clean the drain
water to the established environmental standards

User Scenario: Oleg, 37 vears old

The owner of the building in the private sector of the citv of Dnipro. He has lived in a
private house all his life and has alwavs thought that the drain hole that his
grandfather dug 40 vears ago is an outdated solution to the problem of sewer drains.
Given the achievements of modem STR, he understands that today there are
altemative solutions to his problem. After searching for possible proposals for solving
the problem on the Intemet, he received information about possible ways to solve it,
manufacturers of equipment for this and the peculiarities of the implementation of
these ways. Having chosen one of the options and contacted the company's
representatives by providing contacts for feedback on the site, Oleg decided on
specific equipment to solve his household problem. However. this solution is
aesthetic

Fig. 1. Example of a user portrait of a local treatment plant in a group «Specific private households»
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composite materials» today are: specific private
households; developers; designers; construction
organizations; investors; business entities of different
forms of ownership and different scales of activity.
Also, in practice, individual groups can be combined
into one: for example, developers in their person
can combine the wishes of a particular customer,
designer and builder and act as a generalized
representative of all the wishes of individual groups.

Using User Scenario and User Story for a group
of users of local treatment plants «specific private
households», it is possible to form an example of a
portrait of such a target group (Figure 1).

Similar portraits-scenarios of consumer behavior
are formed based on: communication of the marketer
with the sales manager or the client; research of
user actions on the Internet (site visits, subscription
to the newsletter, etc.); internal surveys; external
brand research.

An important component of the study of
customer behavior in the implementation of brand
analysis is a survey of customers directly. The
customer survey itself will allow you to understand
what exactly the customer wants, what is guided by
the choice, to identify obstacles that prevent the
customer to move behind the sales funnel.

When creating (updating, developing) a brand,
the main task of the Customer Journey Map is to
see the barriers that prevent the customer from
following the sales funnel from one stage to another
without hindrance.

Given the results of the study [2] on Customer
Journey Map for a group of users of local treatment
plants «specific private households», built using
Figma, we analyze the stages of formation of such a
map for the purpose of creating (updating,
developing) a brand of local treatment plants made
of fiberglass and composite materials.

Step 1. Logical distribution of sales funnel
stages.

The sales funnel begins with identifying options
for existing types of local treatment plants and the
material from which it will be made (fiberglass,
polypropylene, etc.), and ends with servicing the
purchased equipment. This is the way the customer
moves when purchasing a local treatment plant. The
funnel can always be expanded or, conversely, to
exclude from it specific stages (points).

Step 2. Describe the purpose, thoughts and
actions of the customer at each stage of the sales
funnel.

Through interviews and surveys of target groups,
the company can find out what the customer thinks
about when choosing a local treatment plant, directly
during and after the purchase. For example, when a
potential client has already chosen a company-
manufacturer of local treatment plants and made an
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initial acquaintance with the company’s manager,
its purpose is to technically and constructively
evaluate such equipment and ask all questions about
the material from which it is advisable to produce
such a product for the customer, based on its financial
capabilities, taking into account its aesthetic and
structurally possible conditions of use. Possible
customer opinions at this stage: whether I like the
aesthetics of the product, whether the product takes
into account the technological and aesthetic features
of my wishes, whether they will impose additional
options on the treatment plant, whether the manager
can provide me with full information about the model
(type) etc. Actions of the client at this stage:
communication with the manager, if necessary -
communication with the sewage treatment specialist
and the designer (builder), etc.

Given the results of the study in [2], using the
Customer Journey Map for a group of users of local
treatment plants «specific private households», it is
possible to determine the main steps of such user
and his actions, feelings, thoughts at each stage,
summarized in the Table 2.

Step 3. Defining the purpose of the brand at
each stage.

The generalized ultimate goal of a brand all
the way to the consumer is to turn a potential buyer
from a person who is interested in a product to a
person who chooses that product. At the right time
in the process of creating (updating, developing) a
brand should be connected to a specific
communication channel, information notification in
which is able to push the customer to the next action.
However, at a certain stage, the brand, like the
customer, has specific goals. Such goals may coincide
or contradict each other, and then a barrier may
arise.

At stage (step) 3, when the customer is looking
for a local treatment plant, the goal of the potential
buyer is to find the best manufacturer (in terms of
quality, price, location, transport logistics, etc.). The
purpose of the brand is to provide up-to-date
information on various aspects of purchasing on the
brand’s website or directly at the first live contact.

Step 4. Prescribing points of contact between
the customer and the brand.

The points of contact between the customer
and the brand indicate which communication
channel is involved in the various stages of the sales
funnel.

This is one of the most important stages,
because it clearly shows how and what marketing
tools push the client from one stage to another.

After the first acquaintance with the brand, the
customer should receive informational reminders
from the company about the customer’s further
actions on the way to the purchase of equipment.
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Table 2
Steps, actions, feelings, thoughts of a group of users of local treatment plants «Specific private households»
Steps Actions Senses Thoughts
Search for modern — Internet search; — finally get rid of this drain hole, it
solutions to the problem | — asks neighbors who live in afflatus took a long time;

of sewerage (analog of
the drain hole)

private houses;
— asks acquaintances, friends

— it is necessary to find users of such
system

— looking for reviews;

— consults with people he trusts; —
plans the cost of purchase;

— looking for good deals, but not
the cheapest

Evaluation and
comparison of existing
technologies and
companies

— it is necessary to adhere to the
budget;

— it is necessary to make the right
choice, taking into account
everything that I can see, hear;

— quite a lot of companies, you need
to look at the reviews;

— it will be good if I find
acquaintances who use this

a little confused

— looking for contacts of
managers;

— analyzes price lists;

— studies the reviews in more
detail

Choosing a specific
company (value for
money)

— they work on different scales, it is
bribing;

— eheir site looks outdated, but makes
it clear that they are professionals

uncertainty, hope

— leaves his phone in the contact
form on the site;

— he calls the phone number listed
on the site

Contact a company
representative to clarify
the details

— surprised how much they make;

— it is possible to contact them again,
but for the affairs of your business (if
all goes well);

— the sooner they contact me, the
better

premonition

— gives prepayment;

— signs the contract;

— provides data on the soil at the
site (company representatives
come to analyze the soil)

Concluding a contract
for installation and
operation of the system

— I was convinced of professionalism,
I think they can be trusted with my
money;

— although I am literate, I will let the
contract be reviewed by my lawyers

increased attention

— checks for defects;

— checks documents (passport,
warranty card, contract for after—
sales service);

— pays the balance of the amount
under the contract

Delivery and installation|
of the system

— looks quite aesthetically pleasing; —
it is good that all this can be done in
one day;

— finally

pride

— in case of breakage, contact the
company;

After—sales service . .
— once a year applies for service

— enjoy the benefits of the system;
—how I used to live with this pit;

— hope this is a warranty case (in case
of failure)

stable satisfaction
or dissatisfaction
(in case of failure)

Thus, the brand does not allow the customer
to change the decision, forget about it or choose
another manufacturer.

Analyzing in detail the behavioral aspects of
the customer in this step, the company can then
form specific recommendations for further
communication with customers, namely: what
channels of communication should be used in
communication with customers, so as not to reduce
his motivation to purchase a product in the company.

Step 5. Fixation of external experience of the
client.

The customer’s external experience is the
customer’s steps at each stage of the sales funnel,
how they communicate with the customer and what
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conclusions the customer receives after interacting
with the brand. These are specific actions of the
client, fixation of specific facts without taking into
account the emotions of the client. The actions in
this step help to correlate how well the brand’s goals
are in line with the customer’s actions, what exactly
is happening to the customer, and how exactly this
affects the achievement of the brand’s goal.

Step 6: Identify roadblocks.

Customer behavior scenarios can be both typical
and atypical. Using Customer Journey Map allows
you to identify atypical, problem points where
customers dramatically change their consumer
behavior that goes against the goals of the brand.

For example, the client begins to analyze the
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information on the forums and ask the owners of
already installed and used local treatment plants of
the manufacturer, receives a negative answer, which
creates a barrier for the client, which will need to
work in the future. Alternatively, the company’s
representative could not clearly inform the client
about the important characteristics of the selected
model of the local treatment plant, as a result of
which the client may change his opinion about the
professionalism of the manufacturer’s team.

Such barriers need to be addressed through
marketing methods and techniques.

Typical barriers to the selection of a company-
manufacturer of local treatment plants made of
fiberglass and composite materials today can be:

— no final purchase price;

— the need to study the products of
manufacturers according to various parameters, which
requires significant time;

— the lack of information on the websites of
manufacturers, etc.

In addition, barriers can arise when customer
goals and brand goals do not match.

For example, at the stage of the first
communication, the customer’s goal is to get only
answers to the list of questions, the brand’s goal is
to get a customer who will make the purchase.

Step 7. Formation of recommendations for each
stage of the sales funnel.

An important stage in the creation (renewal,
development) of the brand is the removal of barriers

in the way of the consumer. However,
recommendations are necessary even in the absence
of specific barriers. This is the final step of working
with Customer Journey Map, which will allow you
to see the big picture: how exactly the consumer
takes steps from stage to stage, what he feels and
what he thinks about it.

For example, it is advisable to analyze what
happens to the consumer while waiting for the
equipment, when he has already made a prepayment,
or filled out a contract of sale and has not yet made
a prepayment. At these stages, the customer can also
change their minds to make purchases and go to
competitors. Therefore, it is necessary to maintain
the customer’s motivation to purchase and,
subsequently, service the local treatment plant from
the manufacturer.

In addition, it is worth noting that an important
point in the communication of the brand with the
owner of the new local treatment plant is the after-
sales support of customer loyalty to the brand. Loyalty
is formed due to many factors (additional options
included in the cost of equipment, service bonus
programs, etc.).

The steps of using Customer Journey Map for
the purposes of creating (updating, developing) a
brand of local treatment plants made of fiberglass
and composite materials are summarized in Fig. 2.

Having received specific recommendations, it
is necessary to form hypotheses on how it is possible
to change the negative situation. Recommendations

The sequence of using Customer Journey Map for the purposes of creating (updating,
developing) a brand of local treatment plants made of fiberglass and composite
materials

Step 1. Logical distribution of sales funnel stages

stage of the sales funnel

Step 2. Describe the purpose. thoughts and actions of the customer at each

Step 3. Defining the purpose of the brand at each stage

Step 4. Prescribing points of contact between the customer and the brand

Step 5. Fixation of extemal experience ofthe client

Step 6. Identifvroadblocks

Step 7. Formation of recommendations for each stage of the sales funnel

Fig. 2. The sequence of using Customer Journey Map for the purposes of creating (updating, developing) a brand of local
treatment plants made of fiberglass and composite materials
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in this case are the basis of hypotheses. For each
barrier identified, it is necessary to form a hypothesis:
what exactly needs to be changed so that the customer
does not stop at a particular stage of the sales funnel,
how these changes will affect the sales of the brand.
In the future, each hypothesis must be tested on
how the barrier factors will affect the effective
communication of the brand with the target groups
of the brand’s customers.

Conclusions

Summarizing the results of the study on the
analysis of customer path using Customer Journey
Map as a marketing automation tool for brand
development of local wastewater treatment plants
made of fiberglass and composite materials, it is worth
noting that today there are various tools, methods
and techniques to study customer behavior, the use
of which allows to create a positive consumer
experience, continuous and successful interaction of
the buyer with the product. To do this, based on the
study of the customer path, the steps, actions,
thoughts and emotions of customers are determined,
the goals of the brand and the goals of customers
are correlated, points of contact between the brand
and customers are formed and analyzed in order to
identify possible barriers to form recommendations
and hypotheses about further actions of the company
in relation to a specific brand, which, in the end,
should create a scientific and practical basis for
determining ways to create (update, develop) a brand.
The direction of further research in this scientific
and practical field is the use of User Scenario, User
Story and Customer Journey Map for other groups
of users of local treatment plants, namely, developers,
designers, construction companies, investors,
businesses of different forms of ownership and
different scales of activity to determine the practical
features for the formation of the basis for the creation
(renewal, development) of the brand of local
treatment plants made of fiberglass and composite
materials.
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TEOPETUYHI ACITEKTU BUKOPUCTAHHS CUSTOMER
JOURNEY MAP 4K IHCTPYMEHTAPIIO
ABTOMATU3AIII MAPKETUHTY JIJISI PO3BUTKY
BPEHY JIOKAJIBHUX OYMCHUX CITIOPY/ 31
CKIIOIIJIACTHUKIB TA KOMITO3UTHUX MATEPIAJIIB
2Kypaeeav B.B., Kyuyuncoxuii A.B., Kyuyuncoxa M.B.

OkpecaeHo cyuachi ymosu (YHKUioHy8aHHs NIONPUEMCME-
BUPOOHUKIB NOKANBHUX OUUCHUX CNOPYO i3 CKAONAACMUKIG | KOMNO-
3UMHUX Mamepianie, nepeeaj)cHull 6NAUE HA BUKOHAHHS OiSNbHOCMI
AKuMU 30iLCHIONMb, nepul 3a 6ce, 3MIHU BUMO2 CROJICUBAHIE MAKUX
6udie npodykmy. Ilpoananizoeano cyuacruii cmau docaioxceHocmi
Memo00a02IMH020, MeMOOUHHO20 Ma Meopemu4H020 NidrpyHms 015
hopmysanns ma pozeumky 6peHOy piBHOMAHIMHUX NPOOYKMie ma
cepeicie 3a 00NOMO20H0 CYHACHUX IHCIMpPYMeHmie MapKkemuHey, Ha-
daHux 6 cneyianvHill ma HAyKoegil aimepamypi, pe3yibmamu 4020
ceiduame npo me, WO YUM NUMAHHAM | npoOaemMam npudingemocs
yeaea. [Ipu yvomy, cmocoero memodonoeiyHux nioxodie 0o euxopu-
cmanns Customer Journey Map sk incmpymenmapiro asmomamu-
3ayii mapKkemuney oas po3gumKy Opendy, CAYWHO 3a3Ha4umu, w0
MaKi NUMAaHHA ONUCYIOMbCS 00CUMb ME3UCHO Y PEKOMEHOAUIAX
NPaKmuKie-mapKemonozie, wo, @ ceorw uepey, NiOKpecae 8aic-
AUBICMb CMBOPEHHS HAYK0BO 00TPYHMOBAH020 NIOTPYHMSA OAs 3aC-
MocyeanHs y npakmuunil disavHocmi cyb ’ekmie e0cnodapro8anHs
PI3HUX (hopm éaacHOCmi 3a CyHACHUX YMO8 (DYHKUIOHYB8AHHS YKpai-
HebKoeo punky. Hagedeno ocroeHi Haubinbwl 61CUBaHI 8U3HAUEHHS
nousmms «opend». Oxapaxmepuzoeano cymuicmo Customer Journey
Map ma y3aeanvrero nocaidosHicme ii cmeopeHHs. 3 eukopucma-
uam User Scenario ma User Story cgpopmosaro nopmpem uinbo6oi
2PYNU KOPUCMYBAUi@ NOKAALHUX OHUCHUX CROPYO «KOHKPEmHi npu-
eamHi domococnodapcmea». Busnaueno ma y3zaeanvmeno no-
caidosHicmo sukopucmanns Customer Journey Map oas yineti cmeo-
PpenHsi (OHOBAeHHS, PO36UMKY) OpeHdy NOKAAbHUX OYUCHUX CHOPYO
i3 ckaonaacmukie i KomnoumHux mamepianie. Buxopucmosyrouu
nobyodosany Customer Journey Map oas epynu kopucmysatie 10-
KQAbHUX OHUCHUX CROPYO «KOHKPEMHI NPUBAMHI 00M020CH00apcmea,
BU3HAYEHO OCHOBHI KPOKU MAK020 Kopucmysaua ma uoeo 0ii, no-
uymms, OYMKU 3 MEMoH CMEopeHHs (OHOBAeHHS, PO3BUMKY) OpeH-
0y N0KANLHUX OYUCHUX CHOPYO 3i CKAONAACMUKIE MA KOMNO3UMHUX
Mmamepianie.

Karouosi cioBa: OpeHI, MapKeTHMHTOBI TEXHOJIOTII,
KOMYHiKalisl 3 KJIIEHTOM, MeTa OpeH 1y, KJIIOUOBi LIJTbOBI TPYIH,
clieHapii MOBENiHKM CITOXWBAayiB, IMiIBUIIEHHS JOSJIBbHOCTI
KJTiIEHTIB.
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TEOPETUYECKUE ACITEKTBI UCIIOJIb30OBAHUSA
CUSTOMER JOURNEY MAP B KAYECTBE
NHCTPYMEHTAPHSI ABTOMATU3ALIN
MAPKETHUHTA JUI PA3BUTHS BPEHJIA JTIOKAJIBHBIX
OUYMCTHBIX COOPYXXKEHUM N3 CTEKJIOILIACTUKOB
1 KOMITIO3UTHBIX MATEPHUAJIOB

2Kypaeeav B.B. , Kyyunckuii A.B., Kyyuncxas M.B.

IIpueedennvt cospemerHble yca06us (hYHKUUOHUPOBAHUS npeo-
npusMUti-npou3eodumenei A0KAAbHbIX OUUCTHBIX COOPYICEHU U3
CMEKAONAACMUKO08 U KOMNO3UMHbIX MAMEPUAN08, 6ECOMOe 8l -
HUe Ha ocyujecmeneHue OesmeabHOCIMU KOMOPbIMU 0KA3biGaiom,
npeoicde 8ceeo, UsMeHeHuUs mpebo6anull nompedumeneli MaKux eu-
doé npodykma. IIpoanaruzupoeano cogpemenHoe cocmosiHue uccie-
006aHHOCU MeMO000A02UHECK020, MEMOOUHECK020 U meopemuyec-
K020 6a3uca 04 Gopmupoeanus u pazeumus bpeHoa pasHooopas-
HbIX NPOOYKMO8 U CEPBUCOE C NOMOUBIO COBPEMEHHBIX UHCIPYMeH-
Mo6 MapKemuHea, NPeoCcmasieHHbIX 6 CHeYUAAbHOU U HAYYHOU AU-
mepamype, pe3yabmambl 4e2o ceUeMeNbCMEYIom 0 MOM, Mo IMUM
eonpocam u npobnemam ydeasemcs eHumanue. I[Ipu smom, omuo-
CUMEAbHO Memodoaoeuteckux nodxo0oe k ucnoavzoeanuro Customer
Journey Map kax uncmpymenmapusi agmomMamu3ayuyu MapKemut-
ea 015 pasgumusi 6penoa, yeaecooopasHo ommemums, Ymo maxue
BONPOCHL ONUCHIBAIOMCS OOCMAMOYHO ME3UCHO 6 PEKOMEHOAUUIX
NPAKMUK08-MapKemon0208, 4mo, @ ceoi ouepeds, noduepkugaem
BAJNCHOCMb CO30AHUSI HAYYHO 000CHOBAHHOR0 Oa3uca 0 npumeHe-
HUSL 8 NPAKMUYECKOU 0essmeabHOCIU Cy0BeKmoe X03aiCmeo8anus
DA3HBIX POPM COOCMEEHHOCIU NPU COBDEMEHHBIX YCAOBUSX (DYHK-
UUOHUPOBAHUS YKPAUHCK020 pbiHKa. TIpusedenvr ocHosHble Haubo-
Aee ynompebasemvle onpedesenuss NoHamus «opend». Oxapakme-
puzoeara cywpocmo Customer Journey Map u obobuena nocaedo-
eamenvrHocms ee gopmuposanus. C ucnoavzoearue User Scenario u
User Story cghopmupoear nopmpem yeaeeoii epynnoi noav3osame-
Aell N0KANbHbIX OYUCMHBIX COOPYICEHUN <KOHKPEeMmHble 4aACmHble
domoenadenus». Onpedenena u 0600uweHa NocaedogamenbHOCMb
ucnoavzoeanus Customer Journey Map oas ueneii cozdanus (06-
HOGAeHUS, pa3gumus) 6peH0a A0KAAbHbIX OHUCMHBIX COOPYICeHUU
U3 CMeKAONAACMUKO8 U KOMHO3UMHbIX Mamepuanog. Hcnoavsys
nocmpoennyio Customer Journey Map oas epynnst noav3oeamenei
JNOKAABHBIX OHUCHHBIX COOPYIHCEHUU «KOHKPEMHble YacmHble 0OMO-
61a0eHUs», onpedeneHbl OCHOGHble Wiael MAaKoeo NOAb308AMeNs U
eeo delicmeusi, 4y6cmea, Moicau ¢ yeavto co3oanus (06Ho6AeHUs,
paseumusi) OpeH0a A0KAAbHBIX OUUCHIHBIX COOPYICEHUTI U3 CIEKA0-
NAACMUKO8 U KOMNO3UMHBIX MAMEPUAN08.

KioueBbie ciioBa: OpeHI, MapKeTUHTOBBIE TEXHOJIOTUH,
KOMMYHMKAIIUS C KIMEHTOM, I1eJIb OpeH/Ia, KJIIOUeBhIe 1IeJIeBbIe
TPYIIIBI, CIIEHApWUW TIOBEINEHUs TMOTpeOuTesIeii, MOBBIIICHNE
JIOSITTBHOCTH KJIMEHTOB.
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The current conditions for the functioning of enterprises-
manufacturers of local treatment facilities made of fiberglass and
composite materials have been given, a significant impact on the
implementation of which is exerted, first of all, by changes in the
requirements of consumers of such types of products. The current
state of research on the methodological, methodological and theoretical
basis for the formation and development of a brand of various products
and services with the help of modern marketing tools presented in
special and scientific literature has been analyzed, the results of
which indicate that attention is paid to these issues and problems. At
the same time, regarding methodological approaches to the use of
Customer Journey Map as a marketing automation toolkit for brand
development, it is advisable to note that such issues are described
rather thesis in the recommendations of marketing practitioners, which,
in turn, emphasizes the importance of creating a scientifically based
basis for practical application in activities of business entities of
various forms of ownership under the current conditions of the
Sfunctioning of the Ukrainian market. The main most commonly used
definitions of the concept «brand» have been given. The essence of
the Customer Journey Map has been characterized and the sequence
of its formation has been summarized. Using the User Scenario and
User Story, a portrait of the target group of users of local treatment
facilities «specific private households» has been formed. The sequence
of using the Customer Journey Map for the purpose of creating
(updating, developing) a brand of local treatment facilities made of
fiberglass and composite materials has been determined and
summarized. Using the built Customer Journey Map for a group of
users of local treatment facilities «specific private households», the
main steps of such a user and his actions, feelings, thoughts have
been identified in order to create (update, develop) a brand of local
treatment facilities made of fiberglass and composite materials.

Keywords: brand, marketing technologies, customer com-
munication, brand goal, key target groups, consumer behavior
scenarios, increasing customer loyalty.
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