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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

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

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 CJM
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

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

and / or experiences 

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 

 

Table  1

Defining the essence of the concept of «brand»



117ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2021, ¹ 2(14)

The theoretical aspects of using customer journey map as a marketing automation toolkit for developing a
brand of local treatment facilities made of fiberglass and composite materials

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

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

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 specif ic
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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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

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

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 

solutions to the problem 

of sewerage (analog of 

the drain hole) 

– Internet search;  

– asks neighbors who live in 

private houses;  

– asks acquaintances, friends 

afflatus 

– finally get rid of this drain hole, it 

took a long time;  

– it is necessary to find users of such 

system 

Evaluation and 

comparison of existing 

technologies and 

companies 

– looking for reviews; 

– consults with people he trusts; – 

plans the cost of purchase;  

– looking for good deals, but not 

the cheapest 

a little confused 

– 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 

Choosing a specific 

company (value for 

money) 

–  looking for contacts of 

managers;  

– analyzes price lists;  

– studies the reviews in more 

detail 

uncertainty, hope 

– they work on different scales, it is 

bribing;  

– еheir site looks outdated, but makes 

it clear that they are professionals 

Contact a company 

representative to clarify 

the details 

– leaves his phone in the contact 

form on the site;  

– he calls the phone number listed 

on the site  

premonition 

– 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 

Concluding a contract 

for installation and 

operation of the system 

– gives prepayment; 

– signs the contract;  

– provides data on the soil at the 

site (company representatives 

come to analyze the soil) 

increased attention 

– 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 

Delivery and installation 

of the system 

– checks for defects;  

– checks documents (passport, 

warranty card, contract for after–

sales service);  

– pays the balance of the amount 

under the contract 

pride 

– looks quite aesthetically pleasing; – 

it is good that all this can be done in 

one day;  

– finally 

After–sales service 

– in case of breakage, contact the 

company;  

– once a year applies for service 

stable satisfaction 

or dissatisfaction  

(in case of failure) 

– enjoy the benefits of the system; 

– how I used to live with this pit;  

– hope this is a warranty case (in case 

of failure) 
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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

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.

REFERENCES

1. Zhuravel, V.V., Kutsynskyi, A.V., & Kutsynska M.V.

(2020). Vplyv marketynhovykh ta lohistychnykh rishen na finansovi

rezultaty diialnosti kompanii-vyrobnykiv produktsii zi skloplastykiv

ta kompozytnykh materialiv [The impact of marketing and logistics

decisions on the financial results of companies producing products

from fiberglass and composite materials]. Zbirnyk tez dopovidei

IV Mizhnarodnoho forumu z ekonomichnykh ta humanitarnykh pytan

(do 90-richchia DVNZ «Ukrainskyi derzhavnyi khimiko-

tekhnolohichnyi universytet») – Collection of abstracts of the IV

International Forum on Economic and Humanitarian Issues (to the

90th anniversary of the Ukrainian State University of Chemical

Technology). (pp. 152-154). Dnipro: SHEI UDHTU [in

Ukrainian].

2. Zhuravel, V.V., Kutsynskyi, A.V., & Kutsynska M.V.

(2021). The research of the customer journey of users of local

treatment facilities made of fiberglass and composite materials

using the Customer Journey Map. Ekonomichnyi visnyk DVNZ

UDKhTU – Economic Herald of SHEI USUCT, 1(13), 137-144

[in English].

3. Biliavska, Yu. (2015). Matrychnyi pidkhid do

vyznachennia zhyttievoho tsyklu brendu [Matrix approach to

determining the life cycle of a brand]. Visnyk KNEU –Bulletin of

KNEU, 4, 68-80 [in Ukrainian].

4. Abramovych, I.A., Yefymenko, A.Iu., & Viertseva, A.O.

(2018). Brend – sutnist ta osoblyvosti zastosuvannia u silskomu

hospodarstvi [Brand - the essence and features of application in

agriculture]. Investytsii: praktyka ta dosvid – Investments: practice

and experience, 21, 45-48 [in Ukrainian].

5. Savchenko, M.Ie. (2019). Sutnist ta osoblyvosti

brendynhu terytorii [The essence and features of branding

territories]. Prychornomorski ekonomichni studii – Black Sea

Economic Studies, 37, 148-153 [in Ukrainian].

6. Studinska, H.Ia. (2014). Metodolohichni pidkhody do

vyznachennia poniattia «brend» [Methodological approaches to

the definition of «brand»]. Naukovyi visnyk Khersonskoho

derzhavnoho universytetu - Scientific Bulletin of Kherson State

University, 8, 121-125 [in Ukrainian].

7. Kharchuk, O.A. (2010). Sutnist brendu yak

ekonomichnoho poniattia: vynyknennia, stanovlennia ta suchasni

tendentsii rozvytku [The essence of the brand as an economic

concept: the emergence, formation and current trends]. Naukovi

zapysky – Scientific notes, 13, 414-420 [in Ukrainian].

8. Kramarchuk, S.P. (2017). Teoretychni ta metodychni

aspekty upravlinnia brendom pid chas vykhodu na novi rynky

[Theoretical and methodological aspects of brand management

during entering new markets]. Hlobalni ta natsionalni problemy

ekonomiky – Global and national economic problems, 20, 389-393

[in Ukrainian].

9. Hrytseniuk, V.V., Rusnak, A.V., & Nadtochii, I.I. Sutnist

brendynhu ta yoho rol u zabezpechenni konkurentospromozhnosti

pidpryiemstva [The essence of branding and its role in ensuring

the competitiveness of the enterprise]. (n.d.).

www.economy.nayka.com.ua. Retrieved from http://

www.economy.nayka.com.ua/?op=1&z=7545 [in Ukrainian].

10. Ivashova, N.V. (2012). Formuvannia brend-

oriientovanoi systemy upravlinnia promyslovym pidpryiemstvom

[Formation of a brand-oriented industrial enterprise management

system]. Marketynh i menedzhment innovatsii – Marketing and

innovation management, 4, 280-288 [in Ukrainian].

11. Larina, Ya.S., & Medvedkova, I.I. (2017). Brendynh

yak faktor zabezpechennia konkurentospromozhnosti

pidpryiemstva [Branding as a factor in ensuring the competitiveness

of the enterprise]. Sotsialno-ekonomichni problemy suchasnoho

periodu Ukrainy – Socio-economic problems of the modern period

of Ukraine, 1(123), 15-20 [in Ukrainian].

Received 12.10.21.

Reviewer: Doct. of Econ. Sc., Ass. Prof. Harmider L.D.



122 ISSN 2415-3974. Åêîíîì³÷íèé â³ñíèê ÄÂÍÇ ÓÄÕÒÓ, 2021, ¹ 2(14)

Zhuravel Vira, Kutsynskyi Andrii, Kutsynska Mariia

ÒÅÎÐÅÒÈ×Í² ÀÑÏÅÊÒÈ ÂÈÊÎÐÈÑÒÀÍÍß CUSTOMER
JOURNEY MAP ßÊ ²ÍÑÒÐÓÌÅÍÒÀÐ²Þ
ÀÂÒÎÌÀÒÈÇÀÖ²¯ ÌÀÐÊÅÒÈÍÃÓ ÄËß ÐÎÇÂÈÒÊÓ
ÁÐÅÍÄÓ ËÎÊÀËÜÍÈÕ Î×ÈÑÍÈÕ ÑÏÎÐÓÄ Ç²
ÑÊËÎÏËÀÑÒÈÊ²Â ÒÀ ÊÎÌÏÎÇÈÒÍÈÕ ÌÀÒÅÐ²ÀË²Â
Æóðàâåëü Â.Â., Êóöèíñüêèé À.Â., Êóöèíñüêà Ì.Â.

Îêðåñëåíî ñó÷àñí³ óìîâè ôóíêö³îíóâàííÿ ï³äïðèºìñòâ-
âèðîáíèê³â ëîêàëüíèõ î÷èñíèõ ñïîðóä ³ç ñêëîïëàñòèê³â ³ êîìïî-
çèòíèõ ìàòåð³àë³â, ïåðåâàæíèé âïëèâ íà âèêîíàííÿ ä³ÿëüíîñò³
ÿêèìè çä³éñíþþòü, ïåðø çà âñå, çì³íè âèìîã ñïîæèâà÷³â òàêèõ
âèä³â ïðîäóêòó. Ïðîàíàë³çîâàíî ñó÷àñíèé ñòàí äîñë³äæåíîñò³
ìåòîäîëîã³÷íîãî, ìåòîäè÷íîãî òà òåîðåòè÷íîãî ï³ä´ðóíòÿ äëÿ
ôîðìóâàííÿ òà ðîçâèòêó áðåíäó ð³çíîìàí³òíèõ ïðîäóêò³â òà
ñåðâ³ñ³â çà äîïîìîãîþ ñó÷àñíèõ ³íñòðóìåíò³â ìàðêåòèíãó, íà-
äàíèõ â ñïåö³àëüí³é òà íàóêîâ³é ë³òåðàòóð³, ðåçóëüòàòè ÷îãî
ñâ³ä÷àòü ïðî òå, ùî öèì ïèòàííÿì ³ ïðîáëåìàì ïðèä³ëÿºòüñÿ
óâàãà. Ïðè öüîìó, ñòîñîâíî ìåòîäîëîã³÷íèõ ï³äõîä³â äî âèêîðè-
ñòàííÿ Customer Journey Map ÿê ³íñòðóìåíòàð³þ àâòîìàòè-
çàö³¿ ìàðêåòèíãó äëÿ ðîçâèòêó áðåíäó, ñëóøíî çàçíà÷èòè, ùî
òàê³ ïèòàííÿ îïèñóþòüñÿ äîñèòü òåçèñíî ó ðåêîìåíäàö³ÿõ
ïðàêòèê³â-ìàðêåòîëîã³â, ùî, â ñâîþ ÷åðãó, ï³äêðåñëþº âàæ-
ëèâ³ñòü ñòâîðåííÿ íàóêîâî îá´ðóíòîâàíîãî ï³ä´ðóíòÿ äëÿ çàñ-
òîñóâàííÿ ó ïðàêòè÷í³é ä³ÿëüíîñò³ ñóá’ºêò³â ãîñïîäàðþâàííÿ
ð³çíèõ ôîðì âëàñíîñò³ çà ñó÷àñíèõ óìîâ ôóíêö³îíóâàííÿ óêðà¿-
íñüêîãî ðèíêó. Íàâåäåíî îñíîâí³ íàéá³ëüø âæèâàí³ âèçíà÷åííÿ
ïîíÿòòÿ «áðåíä». Îõàðàêòåðèçîâàíî ñóòí³ñòü Customer Journey
Map òà óçàãàëüíåíî ïîñë³äîâí³ñòü ¿¿ ñòâîðåííÿ. Ç âèêîðèñòàí-
íÿì User Scenario òà User Story ñôîðìîâàíî ïîðòðåò ö³ëüîâî¿
ãðóïè êîðèñòóâà÷³â ëîêàëüíèõ î÷èñíèõ ñïîðóä «êîíêðåòí³ ïðè-
âàòí³ äîìîãîñïîäàðñòâà». Âèçíà÷åíî òà óçàãàëüíåíî ïî-
ñë³äîâí³ñòü âèêîðèñòàííÿ Customer Journey Map äëÿ ö³ëåé ñòâî-
ðåííÿ (îíîâëåííÿ, ðîçâèòêó) áðåíäó ëîêàëüíèõ î÷èñíèõ ñïîðóä
³ç ñêëîïëàñòèê³â ³ êîìïîçèòíèõ ìàòåð³àë³â. Âèêîðèñòîâóþ÷è
ïîáóäîâàíó Customer Journey Map äëÿ ãðóïè êîðèñòóâà÷³â ëî-
êàëüíèõ î÷èñíèõ ñïîðóä «êîíêðåòí³ ïðèâàòí³ äîìîãîñïîäàðñòâà»,
âèçíà÷åíî îñíîâí³ êðîêè òàêîãî êîðèñòóâà÷à òà éîãî ä³¿, ïî-
÷óòòÿ, äóìêè ç ìåòîþ ñòâîðåííÿ (îíîâëåííÿ, ðîçâèòêó) áðåí-
äó ëîêàëüíèõ î÷èñíèõ ñïîðóä ç³ ñêëîïëàñòèê³â òà êîìïîçèòíèõ
ìàòåð³àë³â.
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Ïðèâåäåíû ñîâðåìåííûå óñëîâèÿ ôóíêöèîíèðîâàíèÿ ïðåä-
ïðèÿòèé-ïðîèçâîäèòåëåé ëîêàëüíûõ î÷èñòíûõ ñîîðóæåíèé èç
ñòåêëîïëàñòèêîâ è êîìïîçèòíûõ ìàòåðèàëîâ, âåñîìîå âëèÿ-
íèå íà îñóùåñòâëåíèå äåÿòåëüíîñòè êîòîðûìè îêàçûâàþò,
ïðåæäå âñåãî, èçìåíåíèÿ òðåáîâàíèé ïîòðåáèòåëåé òàêèõ âè-
äîâ ïðîäóêòà. Ïðîàíàëèçèðîâàíî ñîâðåìåííîå ñîñòîÿíèå èññëå-
äîâàííîñòè ìåòîäîëîãè÷åñêîãî, ìåòîäè÷åñêîãî è òåîðåòè÷åñ-
êîãî áàçèñà äëÿ ôîðìèðîâàíèÿ è ðàçâèòèÿ áðåíäà ðàçíîîáðàç-
íûõ ïðîäóêòîâ è ñåðâèñîâ ñ ïîìîùüþ ñîâðåìåííûõ èíñòðóìåí-
òîâ ìàðêåòèíãà, ïðåäñòàâëåííûõ â ñïåöèàëüíîé è íàó÷íîé ëè-
òåðàòóðå, ðåçóëüòàòû ÷åãî ñâèäåòåëüñòâóþò î òîì, ÷òî ýòèì
âîïðîñàì è ïðîáëåìàì óäåëÿåòñÿ âíèìàíèå. Ïðè ýòîì, îòíî-
ñèòåëüíî ìåòîäîëîãè÷åñêèõ ïîäõîäîâ ê èñïîëüçîâàíèþ Customer
Journey Map êàê èíñòðóìåíòàðèÿ àâòîìàòèçàöèè ìàðêåòèí-
ãà äëÿ ðàçâèòèÿ áðåíäà, öåëåñîîáðàçíî îòìåòèòü, ÷òî òàêèå
âîïðîñû îïèñûâàþòñÿ äîñòàòî÷íî òåçèñíî â ðåêîìåíäàöèÿõ
ïðàêòèêîâ-ìàðêåòîëîãîâ, ÷òî, â ñâîþ î÷åðåäü, ïîä÷åðêèâàåò
âàæíîñòü ñîçäàíèÿ íàó÷íî îáîñíîâàííîãî áàçèñà äëÿ ïðèìåíå-
íèÿ â ïðàêòè÷åñêîé äåÿòåëüíîñòè ñóáúåêòîâ õîçÿéñòâîâàíèÿ
ðàçíûõ ôîðì ñîáñòâåííîñòè ïðè ñîâðåìåííûõ óñëîâèÿõ ôóíê-
öèîíèðîâàíèÿ óêðàèíñêîãî ðûíêà. Ïðèâåäåíû îñíîâíûå íàèáî-
ëåå óïîòðåáëÿåìûå îïðåäåëåíèÿ ïîíÿòèÿ «áðåíä». Îõàðàêòå-
ðèçîâàíà ñóùíîñòü Customer Journey Map è îáîáùåíà ïîñëåäî-
âàòåëüíîñòü åå ôîðìèðîâàíèÿ. Ñ èñïîëüçîâàíèå User Scenario è
User Story ñôîðìèðîâàí ïîðòðåò öåëåâîé ãðóïïû ïîëüçîâàòå-
ëåé ëîêàëüíûõ î÷èñòíûõ ñîîðóæåíèé «êîíêðåòíûå ÷àñòíûå
äîìîâëàäåíèÿ». Îïðåäåëåíà è îáîáùåíà ïîñëåäîâàòåëüíîñòü
èñïîëüçîâàíèÿ Customer Journey Map äëÿ öåëåé ñîçäàíèÿ (îá-
íîâëåíèÿ, ðàçâèòèÿ) áðåíäà ëîêàëüíûõ î÷èñòíûõ ñîîðóæåíèé
èç ñòåêëîïëàñòèêîâ è êîìïîçèòíûõ ìàòåðèàëîâ. Èñïîëüçóÿ
ïîñòðîåííóþ Customer Journey Map äëÿ ãðóïïû ïîëüçîâàòåëåé
ëîêàëüíûõ î÷èñòíûõ ñîîðóæåíèé «êîíêðåòíûå ÷àñòíûå äîìî-
âëàäåíèÿ», îïðåäåëåíû îñíîâíûå øàãè òàêîãî ïîëüçîâàòåëÿ è
åãî äåéñòâèÿ, ÷óâñòâà, ìûñëè ñ öåëüþ ñîçäàíèÿ (îáíîâëåíèÿ,
ðàçâèòèÿ) áðåíäà ëîêàëüíûõ î÷èñòíûõ ñîîðóæåíèé èç ñòåêëî-
ïëàñòèêîâ è êîìïîçèòíûõ ìàòåðèàëîâ.

Êëþ÷åâûå ñëîâà: áðåíä, ìàðêåòèíãîâûå òåõíîëîãèè,
êîììóíèêàöèÿ ñ êëèåíòîì, öåëü áðåíäà, êëþ÷åâûå öåëåâûå
ãðóïïû, ñöåíàðèè ïîâåäåíèÿ ïîòðåáèòåëåé, ïîâûøåíèå
ëîÿëüíîñòè êëèåíòîâ.
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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.

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