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The current state of research of methodological, methodic and theoretical basis for product

promotion with the help of Internet marketing tools presented in special and scientific

literature is analyzed, the results of which indicate that these issues and problems are paid

attention. However, regarding the theoretical aspects of the marketing component of UI /

UX-Design, it is worth noting that such issues are described in the recommendations of

marketing practitioners, which, in turn, emphasizes the importance of creating a scientific

basis for the application in practice of economic entities of various forms of ownership in

the current conditions of the Ukrainian market. The evolution of professions aimed at

solving problems in the field of Internet marketing has been studied. The features of UI-

design and UX-design are generalized. The main types of work at each stage of work on

UX-design are analyzed and generalized. The expediency of using a brief during the

analysis of the requirements of the business requirements is proved, its structure and the

necessary content are given. The peculiarities of the target audience research during the

work on UX-design are described. The peculiarities of the competitors types and the

analysis of their activity during the work on UX-design are determined. The sequence of

formalization and structuring of the received information at the first stage of work on UX-

design (concrete steps, essence, and tools) is defined. The essence of such tools as the map

of empathy, Customer Journey Map, User Scenario, User Story, Problem Framing, Job

Story, the information architecture, User Flow, Screen Flow is considered.
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Introduction and problem statement
Under today’s conditions of the global

economy, significant changes in which have been
made by pandemic circumstances, existing and widely
used classic and modern marketing tools need to
quickly adapt, redesign and replace for the purposes
of researching the client path of users of various
services, products, works, services, etc. [1-3].

At the same time, the issues of assessing and
analyzing the requirements of the business
(enterprise) that provides such services, products,

works, services, and the target audience that receives
such services, products, works, services are also
important in such research.

When analyzing the client path, first of all, it
is necessary to investigate: the customer’s business;
target audience; competitors. To do this, among the
modern marketing tools UI / UX-Designer in the
process of marketing the design of a product or service
uses methods and performs specific operations in
the consistent concept of «Discover-Explore-Test-
Listen».
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Based on the results of marketing research, UI
/ UX-Designer can offer the customer a specific
concept (model) of product development or
improvement (promotion). However, the customer
does not need to know and understand the technology
and features of product development. UI / UX-
Designer must provide the necessary and sufficient
information about the processes and features,
avoiding unclear technical characteristics for the
customer.

Therefore, when forming a specific concept
(model) of product development or its improvement
(promotion), UI / UX-Designer should use
appropriate technologies and tools, based on the
relevant theoretical basis of marketing as a science.

Thus, the generalization of theoretical aspects
of the marketing component as a methodological
basis for the implementation of the main stages of
UI / UX-Designer will create a scientific basis for
the formation of a specific concept (model) of
product development or improvement (promotion).

Analysis and research of publications
To date, special and scientific literature focuses

on the creation of methodological, methodical and
theoretical foundations for the promotion of products
using Internet marketing tools. Thus, the main
methods and tools of Internet marketing and the
specifics of their application are considered [4], the
theoretical bases of Internet marketing are
generalized, the application of its tools is analyzed,
the introduction of innovative trends of Internet
marketing in the activity of modern enterprises is
investigated [5], the issues of Internet marketing and
content marketing of modern Ukraine are considered,
the main elements of mix marketing are singled out
taking into account the active use of the Internet,
the elements of mix marketing during e-business on
the Internet are analyzed, the features of Internet
marketing for Ukraine are considered, interfering
with its effective functioning [6], the list of Internet
marketing tools is given, modern marketing tools
are singled out [7], the essence of Email Marketing
as one of the most effective tools of Internet
marketing is considered, the meaning of the terms
«viral marketing» and «guerrilla marketing» is revealed
[8], analyzes of data that could be useful in studying
how online communication channels appear and how
they may develop in the future [9], proves the
feasibility of using digital marketing due to the growth
of Internet users, mobile devices, emphasizing the
need to expand the use of Internet marketing, as
well as the transition to a more progressive form of
marketing, namely digital, to increase the
effectiveness of marketing activities [10], etc.

At the same time, regarding the theoretical
aspects of the marketing component of UI / UX-
Design, it is worth noting that such issues are
described quite concisely in the recommendations
of marketing practitioners, which, in turn, emphasizes
the importance of creating a scientific basis for the
application in practice of economic entities of various
forms of ownership in the current conditions of the
Ukrainian market.

The purpose of the article
The aim of the work is to study and generalize

some theoretical aspects of the marketing component
of UI / UX-Design.

Presenting main material
The genesis of the Internet was characterized

by the fact that multi-specialists developed all
marketing decisions. The choice of methods was not
based on what would best solve a particular problem,
but on what could be done technically. Programmers
learned to repeat physical objects, add shadows,
reflections, light. This was a period of static decisions
that were difficult to administer. Development was
carried out manually. The decisions were static.

Admin panels for content management on sites
sooner or later had to be averaged. That’s why libraries
of code, individual elements and platforms for
development have appeared (a basis that doesn’t need
to be written from scratch every time). At this stage,
the development was carried out from libraries and
platforms, the decisions are partially dynamic.

At the stage of customization and
personalization, site pages are developed based on
the requirements of the target audience. Advertising
is developed and targeted to different segments of
people. The language, content and appearance of
sites are changing, based on the digital footprint of
the audience. All this is developed with the help of a
visual designer. Such a constructor still requires
knowledge of the code, but to a lesser extent. Now
the layout designer is getting closer to marketers and
designers. Development is carried out by designers,
decisions are dynamic.

At the stage of super-personalization, sites begin
to work as search engines. They track the digital
footprint and adjust to it. Different users are on the
same resource, but they differ in appearance, function
and are provided, respectively, different applications
and content.

Soon, decisions will be made using only artificial
intelligence. Now this is partially done, but in the
near future it will be quite normal.

In general, the evolution of professions aimed
at solving problems in the field of Internet marketing
is presented in Table 1.
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It is well known that UI / UX Design has two
interrelated components.

UI-design and UX-design include different skill
sets, but they are an integral part of each other’s
success.

Both, UI-design and UX-design, must be
perfectly executed and perfectly aligned with pre-
existing user expectations to create a better user
experience [11].

UI-Design (User Interface) is a user interface
design. The result of this workflow is a visual view of
the application (site). It is in the process of this
design that decide what color schemes and shapes
of buttons, what fonts, types of lines for text, etc.
will be selected. This is a generalized process of
designing an interface that creates the appearance
of the program interface (site, application).

UI-designers are, first of all, graphic designers.
They are related to aesthetics and should make sure
that the interface of the program is attractive, visually
stimulates the user and corresponds to the theme,
which, in turn, must meet the goals and objectives
of the program. Therefore, we need to make sure
that each visual element is unique, both in aesthetic
and in the target sense [11].

The term «interface» is understood as a set of
tools used for the interaction of two systems. The
interface can be considered successful when people
use it.

The tasks of each interface are different:
– the maximum speed of a specific task;
– providing maximum information about

something;
– organization of the field;
– habits;
– providing multifunctional options in relation

to a specific area;
– to be remembered, etc.
UX-Design (User Experience) is a design that

takes into account the user experience. All the events
and interactions that users have had with each
application (site) before in their lives help to set
their expectations about how the interfaces should
work.

UX-designers are specialists who create or
develop a product so that it is as effective as possible,
solves problems and tasks of users.

According to the Online Marketing Institute,
this is how Internet users behave:

– 85% can leave the site if they do not like the
interface design;

– 83% can leave the site if they are forced to
make too many clicks to find what they need;

– 40% will never return to the site if it was
difficult for them to use it for the first time.

Taking into account the practice of UX-
designers, the process of working on UX-design can
be divided into specific stages, namely:

– research;
– analysis;
– direct design;
– testing.
Details of specific types of work at each of the

stages of work on UX-design are summarized in Table 2.
In order to understand the specifics of business

requirements, it is advisable to form a brief, which is
a questionnaire that is filled out by the customer
before working on design, advertising projects, website
creation, writing appropriate copyrights to sell or
promote a service or product. In other words, filling
in the brief helps to gather the necessary marketing
information for future use. At the same time, the
use of brief has its advantages (fast results, structured
data, low resource costs) and disadvantages (can not
be used to identify implicit needs, can not fully cover
information about all necessary components, the
possible presence of subjective line at the customer
when filling). It is the brief developed and filled in
with specific relevant information by the customer
that is the key to creating a working concept of
product promotion and gaining the attention of the
expected target audience of the product when
researching the customer path to optimize it from a
business standpoint.

Analyzing the practice of marketing research
on business requirements during the evaluation and

Period of occurrence, 

years 
Types of professions 

1984–990 
Web-designer and all-in one 

Developer 

1990–2003 

Web designer 

Front-End Dev 

Back-End Dev 

2003–008 

UI-designer 

UX-analyst 

UX-researcher 

Information Architecture 

Interaction designer 

Motion designer 

Front-End Dev 

Back-End Dev 

QA-tester 

QC-tester 

 

Table  1

The evolution of professions aimed at solving problems in
the field of Internet marketing
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formation of the client path, it is worth noting that
the brief should contain the following data, namely:

– sphere of activity and main competitors;
– the purpose of the business;
– target audience;
– scale of works;
– acceptable to the customer from the

standpoint of business examples of existing sites;
– preferences for site design;
– desired blocks of materials for the site;
– required language versions of the site;
– terms of performance of works, etc.
Based on the brief, UX / UI-Designer can

already generate a technical task.
The main task when creating a technical task

is to describe in as much detail as possible the project
and structure of the site, application and its functional
blocks. Moreover, it is necessary to describe where
in the system what data will be stored, where they
will be sent, etc.

In order to understand the target audience of
the customer it is necessary to study:

– the whole market (in order to assess supply
and demand for various products and services);

– market segment to which the customer’s
business belongs (such analysis will provide results
on the basic characteristics of the potential target
group for the formation of the archetype, taking into
account various factors);

– the average person (collected image of the
consumer portrait of the market segment).

Market segmentation in this context should be

based on the answers to 5 main questions:
– What? (type of goods, product, service, etc.);
– Who? (consumer type);
– Why? (type of motivation to purchase);
– When? (type of situation in which the

purchase is made);
– Where? (type of place of purchase).
Also important is the research analysis of

competitors, the main task of which is to describe in
detail all functional and non-functional solutions of
competitors and assess the quality of their
implementation in order to understand what we can
use from their experience and practice. To solve this
problem, there must be at least one reference
competitor, two direct and two indirect competitors.

When it comes to a benchmark, it means that
there is probably a super-solution in the world that
has been recognized by users and experts, that is, a
competitor who can be considered a real leader, the
one who deserves maximum attention.

Direct competitors are individuals and
companies that offer the same solutions as you. Most
likely, they have the same target audience as you.

Indirect competitors offer a solution similar to
yours, and it is aimed at another target audience or
another solution, however, it is aimed at your target
audience.

In the future, the received information should
be formalized and structured. To do this, there is an
accepted sequence in practice, which is shown in
Table 3.

The empathy map is a tool to supplement and

Stages of work on UX-design Types of work 

Research 

– Business research and requirements; 

– Research of the target audience, its goals and objectives; 

– Analysis of the market and competitors; 

– Formalization and structuring of information 

Analysis 

– Creation of persons; 

– Empathy; 

– Finding problems and opportunities for improvement; 

– Development of detailed scenarios and cases; 

– Transformation of goals into tasks and tasks into requirements 

Design 

– Development of product structure; 

– Elaboration of the way of interaction; 

– Sketching; 

– Prototyping 

Testing 

– Usability testing; 

– Heuristic assessment; 

– Accessibility assessment; 

– A / B tests; 

– Analysis of user activity 

 

Table  2

Detailing specific types of work at each stage of work on UX-design
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improve the understanding of the characters. Thanks
to its use, we can immerse ourselves more deeply in
the experience and show empathy. The structure of
the content of the empathy card is shown in Table 4.

Customer Journey Map is a oriented graph,
which shows the path of the user-consumer of the
product-service with the help of contact points. CJM
shows the customer’s path to the product, identifies

problem areas and shows how to increase sales and
increase customer loyalty.

This map identifies the main fears and
expectations of customers. This is the main difference
between the Customer Journey Map and the sales
funnel, which reflects the linear movement of the
consumer to the product without detours [2–3].

In order to create an effective Customer Journey

Table  3

The sequence of formalization and structuring of the information obtained at the 1st stage of work on UX-design

Table  4

The structure of the Empathy map content

Specific step Gist Tools 

Detailing the goal by 

formulating tasks 

It is already clear what business and all stakeholders expect from 

us. 

The audience was identified and their current concerns about the 

user experience became clear. 

Now the goals need to be detailed in the task. 

What exactly do system users need to do in order to achieve the 

goal? 

What do you need to be? 

Empathy cards 

Customer Journey Map 

Problem Framing 

User Scenario 

User Story 

Job Story 

Transposition of tasks into 

requirements 

Now the level of specific technical requirements is being formed. 

Based on the tasks –what, when and how the system should be 

able to solve the tasks. 

Appropriate, fast, beautiful, elegant 

Terms of reference 

Use Case 

Transforming requirements 

into functionality and 

architecture 

Now is the time to describe all the functionality of the system 

and form an architecture. 

Here are the specifics of the entire specification, there are pages, 

sections, etc. 

Information architecture 

(product structure) 

User Flow 

Screen Flow 

 

Specific feelings, actions Gist 

I think and feel 

What exactly worries users? 

What are their fears? 

What are the doubts about the product? 

It is advisable to get such information from forums and support. 

I speak and do 

How does the user currently solve the problem? 

What does he say in public? 

What issues are you discussing on social media? 

Do you attend any events? 
What do they read? 

I hear 

Whose opinion has an impact on a person in real life? 

Whom do you consult? 

What do they say about the problem around? 

Stereotypes, rumors, etc. 

I see 

What services does a person visit when solving a problem? 

What applications and sites does he use? 

What publications does he read? 

Advertising, blogs, etc. 

Values, achievements 

What are valuable to a particular person? 

What does the product want to achieve? 

What values should we broadcast? 

Problems, pain points 
What is the user afraid of? 

What could be the reason for him to abandon the product? 
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Map, it is advisable to determine how the user
interacts with the product to achieve its goal in the
context (formation of the so-called «User Scenario»)
and the ideal user interaction experience, including
information on the environment “User Story”).

Problem Framing is a method of design thinking
used to understand, evaluate, and prioritize complex
business problems. Using such a tool allows:

– contextualize the problem (using different
frameworks, stakeholders review their understanding
of the problem, as well as the business context,
express their assumptions and align their views);

– substantiate the need for business
(stakeholders link the tasks of the design sprint with
the general business goals (indicators) and agree on
the main strategy to be followed);

– understand the cl ient (stakeholders
sympathize with the user (customer), interacting with
research and reflecting the client’s path);

– find an opportunity (after stakeholders can
relate the customer’s problems to the business goals
(strategy) and the entire business context of the
product (services, organizations), they decide which
is the main opportunity).

Use Case should be used when we have User
Story and User Scenario - we can throw away
everything superfluous, leaving only the most
important. Yes, it is possible to describe the sequence
of all possible interactions with the system and the
need for clicks. This already looks like a specific job
at the interface level.

Job Story uses an approach in developing
innovative products - Jobs To Be Done. In other
words, what a person does in order to solve their
problem. The same form as for User Story is used to

quickly extract content, but in a different wording.
Information architecture (IA or structure) is a

tool of science on the organization and structuring
of content in various information systems, such as
websites, web and mobile applications. According
to experts, information architecture is a practice of
making decisions about the order of parts, for their
convenient perception. The anatomy of information
architecture is shown in Table 5.

User Flow is how a user navigates interface
sections and where they can come from. This allows
you to find weaknesses in the solution. A script is
taken and broken down into smaller parts - how a
particular person will solve their problems. It is
possible to see bottlenecks.

Screen Flow is already a detailed storyboard of
the client’s path by frames. It is clear that you must
first have such frames, it is advisable to break after
sketches and prototyping. The essence of Screen Flow
is that it shows in detail the transitions between
specific blocks, pages, sections (for example, which
button affects what, etc.).

It is possible to do this in relation to one
scenario, as with User Flow. However, it is possible
to do in relation to the whole system in principle.
Then we get a significant field of dependencies. As
practice shows, it is advisable to do it with
applications. Their frames fit well into such a scheme.
But if the application is not significantly overloaded
- everything will fit in one such file.

Persons are imaginative and generalized groups
of target users who demonstrate similar views, goals,
and behaviors about a particular product. They are
brief general characteristics of people from customer
groups and are based on user research.

Table  5

Anatomy of information architecture

Structural element Essential significance 

Organizational system 

These are the groups and categories in which the information is distributed. 

This system helps users predict where they can find specific information. 

There are three main organizational systems: hierarchical, consistent, and content-oriented 

Navigation system 

It is a set of actions and methods that guide users in an application or website, allowing them to 

perform their tasks and interact successfully with the product. 

The navigation system, in terms of the target audience, includes ways to move users through 

content 

Searching system 

This system is used in information architecture to help users search for data in a digital product, 

such as a website or application. 

The search engine is effective only for products with a lot of information, when users run the 

risk of getting lost 

Marking system 

This system includes ways of presenting data. 

Product design requires simplicity, so a large amount of information can confuse users. 

Therefore, designers create shortcuts that help to present a set of data in a few words. 

Headings, contextual links, navigation solutions, indexing 
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Proto-persons are hypothetical persons who
have not yet been confirmed by the results of the
study. Some people use them if they do not have
the time and money to do research. Ideally, they
should be used as an intermediate step in the
formation of real people. That is, no one interferes
with the formation of hypotheses, and then test them
by research (interviews, etc.).

Archetypes are based on user behavior. They
are also based on target audience research to identify
needs, motivations and pain points. However, unlike
individuals, they reflect specific patterns of behavior
- how users use the product now. Archetypes answer
the question - who does it, when he does it and
why.

The main task of personal development is to
distinguish from the described segments from 3 to 6
of the described persons. They should be given
characteristics, as they understood them during the
interview, that correspond to them: last name, first
name, patronymic; sex; what devices are used; which
services are used the most (to solve our problem);
what do you like what he avoids; deep motive (what
he wants to achieve).

In the development of persons it is appropriate
to identify the features of the product being created,
through the formulation of its important
characteristics (table 6).

Conclusions
Summarizing the results of the study on some

theoretical aspects of the marketing component of
UI / UX-Design, it is worth noting that today such
issues are described quite concisely in the
recommendations of marketing practitioners, which,
in turn, emphasizes the importance of creating an
appropriate scientific basis for use in the practice of
business entities. The application of the theoretical

basis of marketing as a science when performing work
on UI/UX-Design should take into account the
features of modern Internet space, the possibility of
sales in it , while taking into account the
characteristics and needs of users. To do this, it is
necessary to analyze the characteristics of business,
competitors and target audience using modern
marketing tools, namely: brief, empathy card,
Customer Journey Map, User Scenario, User Story,
Problem Framing, Job Story, information
architecture, User Flow, Screen Flow etc. This will
allow more productive, efficient and effective sales
and promotion of products (services).

The direction of further research in this
scientific and practical field is the substantiation of
methodological approaches to the formation of the
theoretical basis of the marketing component of
specific types of work at each stage of work on UX-
design.
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ÑÊËÀÄÎÂÎ¯ UI/UX-ÄÈÇÀÉÍÓ

Æóðàâåëü Â.Â., Êóöèíñüêèé À.Â., Êóöèíñüêà Ì.Â.

Ïðîàíàë³çîâàíî ñó÷àñíèé ñòàí äîñë³äæåíîñò³ ìåòîäî-
ëîã³÷íîãî, ìåòîäè÷íîãî òà òåîðåòè÷íîãî ï³ä´ðóíòÿ äëÿ ïðîñó-
âàííÿ ïðîäóêò³â çà äîïîìîãîþ ³íñòðóìåíò³â ²íòåðíåò-ìàðêå-
òèíãó, íàäàíèõ â ñïåö³àëüí³é ³ íàóêîâ³é ë³òåðàòóð³, ðåçóëüòà-
òè ÷îãî ñâ³ä÷àòü ïðî òå, ùî öèì ïèòàííÿì òà ïðîáëåìàì ïðè-
ä³ëÿºòüñÿ óâàãà. Ïðè öüîìó, ñòîñîâíî òåîðåòè÷íèõ àñïåêò³â
ìàðêåòèíãîâî¿ ñêëàäîâî¿ UI/UX-Äèçàéíó, ñëóøíî çàçíà÷èòè,
ùî òàê³ ïèòàííÿ îïèñóþòüñÿ äîñèòü òåçèñíî ó ðåêîìåíäàö³ÿõ
ïðàêòèê³â-ìàðêåòîëîã³â, ùî, â ñâîþ ÷åðãó, ï³äêðåñëþº âàæ-
ëèâ³ñòü ñòâîðåííÿ íàóêîâîãî ï³ä´ðóíòÿ äëÿ çàñòîñóâàííÿ ó ïðàê-
òè÷í³é ä³ÿëüíîñò³ ñóá’ºêò³â ãîñïîäàðþâàííÿ ð³çíèõ ôîðì âëàñ-
íîñò³ çà ñó÷àñíèõ óìîâ ôóíêö³îíóâàííÿ óêðà¿íñüêîãî ðèíêó.
Äîñë³äæåíî åâîëþö³þ ïðîôåñ³é, ñïðÿìîâàíèõ íà âèð³øåííÿ çà-
äà÷ ó ãàëóç³ ²íòåðíåò-ìàðêåòèíãó. Óçàãàëüíåíî îñîáëèâîñò³ UI-
äèçàéíó ³ UX-äèçàéíó. Ïðîàíàë³çîâàíî òà óçàãàëüíåíî îñíîâí³
âèäè ðîá³ò íà êîæíîìó ç åòàï³â ðîáîòè íàä UX-äèçàéíîì.
Äîâåäåíî äîö³ëüí³ñòü âèêîðèñòàííÿ ï³ä ÷àñ àíàë³çó îñîáëèâîñ-
òåé âèìîã á³çíåñó áð³ôó, íàâåäåíî éîãî ñòðóêòóðó òà íåîáõ³äíå
çì³ñòîâå íàïîâíåííÿ. Îõàðàêòåðèçîâàíî îñîáëèâîñò³ äîñë³äæåí-
íÿ ö³ëüîâî¿ àóäèòîð³¿ ï³ä ÷àñ ðîáîòè íàä UX-äèçàéíîì. Âèçíà-
÷åíî îñîáëèâîñò³ âèä³â êîíêóðåíò³â òà àíàë³çó ¿õ ä³ÿëüíîñò³
ï³ä ÷àñ ðîáîòè íàä UX-äèçàéíîì. Âèçíà÷åíî ïîñë³äîâí³ñòü ôîð-
ìàë³çàö³¿ òà ñòðóêòóðóâàííÿ îòðèìàíî¿ ³íôîðìàö³¿ íà 1-ìó
åòàï³ ðîáîòè íàä UX-äèçàéíîì (êîíêðåòí³ êðîêè, ñóòí³ñòü,
³íñòðóìåíòè). Ðîçãëÿíóòî ñóòí³ñòü òàêèõ ³íñòðóìåíò³â, ÿê
êàðòà åìïàò³¿, Customer Journey Map, User Scenario, User Story,
Problem Framing, Job Story, ³íôîðìàö³éíà àðõ³òåêòóðà, User
Flow, Screen Flow.

Êëþ÷îâ³ ñëîâà: UI/UX-Design, òåîðåòè÷í³ àñïåêòè,
ìàðêåòèíãîâà ñêëàäîâà, ñó÷àñíèé ³íñòðóìåíòàð³é ìàðêåòèíãó,
ö³ëüîâà àóäèòîð³ÿ, åòàïè ðîáîòè íàä UX-äèçàéíîì.

ÎÒÄÅËÜÍÛÅ ÒÅÎÐÅÒÈ×ÅÑÊÈÅ ÀÑÏÅÊÒÛ
ÌÀÐÊÅÒÈÍÃÎÂÎÉ ÑÎÑÒÀÂËßÞÙÅÉ UI/UX-
ÄÈÇÀÉÍÀ

Æóðàâåëü Â.Â., Êóöèíñêèé À.Â., Êóöèíñêàÿ Ì.Â.

Ïðîàíàëèçèðîâàíî ñîâðåìåííîå ñîñòîÿíèå èññëåäîâàííî-
ñòè ìåòîäîëîãè÷åñêîãî, ìåòîäè÷åñêîãî è òåîðåòè÷åñêîãî áà-
çèñà äëÿ ïðîäâèæåíèÿ ïðîäóêòîâ ñ ïîìîùüþ èíñòðóìåíòîâ
Èíòåðíåò-ìàðêåòèíãà, ïðåäñòàâëåííûõ â ñïåöèàëüíîé è íà-
ó÷íîé ëèòåðàòóðå, ðåçóëüòàòû ÷åãî ñâèäåòåëüñòâóþò î òîì,
÷òî ýòèì âîïðîñàì è ïðîáëåìàì óäåëÿåòñÿ âíèìàíèå. Ïðè ýòîì,
îòíîñèòåëüíî òåîðåòè÷åñêèõ àñïåêòîâ ìàðêåòèíãîâîé ñîñòàâ-
ëÿþùåé UI/UX-Äèçàéíà, öåëåñîîáðàçíî îòìåòèòü, ÷òî òàêèå
âîïðîñû îïèñûâàþòñÿ äîñòàòî÷íî òåçèñíî â ðåêîìåíäàöèÿõ
ïðàêòèêîâ-ìàðêåòîëîãîâ, ÷òî, â ñâîþ î÷åðåäü, ïîä÷åðêèâàåò
âàæíîñòü ñîçäàíèÿ íàó÷íîãî áàçèñà äëÿ ïðèìåíåíèÿ â ïðàêòè-
÷åñêîé äåÿòåëüíîñòè ñóáúåêòîâ õîçÿéñòâîâàíèÿ ðàçíûõ ôîðì
ñîáñòâåííîñòè ïðè ñîâðåìåííûõ óñëîâèÿõ ôóíêöèîíèðîâàíèÿ
óêðàèíñêîãî ðûíêà.Èññëåäîâàíà ýâîëþöèÿ ïðîôåññèé, íàïðàâ-
ëåííûõ íà ðåøåíèå çàäà÷ â îáëàñòè Èíòåðíåò-ìàðêåòèíãà.
Îáîáùåíû îñîáåííîñòè UI-äèçàéíà è UX-äèçàéíà. Ïðîàíàëè-
çèðîâàíû òà îáîáùåíû îñíîâíûå âèäå ðàáîò íà êàæäîì ýòàïå
ðàáîòû íàä UX-äèçàéíîì. Äîêàçàíà öåëåñîîáðàçíîñòü èñïîëü-
çîâàíèÿ âî âðåìÿ àíàëèçà îñîáåííîñòåé òðåáîâàíèé áèçíåñà
áðèôà, ïðèâåäåíà åãî ñòðóêòóðà è íåîáõîäèìîå ñîäåðæàòåëü-
íîå íàïîëíåíèå. Îõàðàêòåðèçîâàíû îñîáåííîñòè èññëåäîâàíèÿ
öåëåâîé àóäèòîðèè âî âðåìÿ ðàáîòû íàä UX-äèçàéíîì. Îïðå-
äåëåíû îñîáåííîñòè âèäîâ êîíêóðåíòîâ è àíàëèçà èõ äåÿòåëü-
íîñòè âî âðåìÿ ðàáîòû íàä UX-äèçàéíîì. Îïðåäåëåíà ïîñëåäî-
âàòåëüíîñòü ôîðìàëèçàöèè è ñòðóêòóðèðîâàíèÿ ïîëó÷åííîé
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èíôîðìàöèè íà 1-ì ýòàïå ðàáîòû íàä UX-äèçàéíîì (êîíêðåò-
íûå øàãè, ñóùíîñòü, èíñòðóìåíòû). Ðàññìîòðåíà ñóùíîñòü
òàêèõ èíñòðóìåíòîâ, êàê êàðòà ýìïàòèè, Customer Journey
Map, User Scenario, User Story, Problem Framing, Job Story, èí-
ôîðìàöèîííàÿ àðõèòåêòóðà, User Flow, Screen Flow.

Êëþ÷åâûå ñëîâà: UI/UX-Design, òåîðåòè÷åñêèå
àñïåêòû, ìàðêåòèíãîâàÿ ñîñòàâëÿþùàÿ, ñîâðåìåííûé
èíñòðóìåíòàðèé ìàðêåòèíãà, öåëåâàÿ àóäèòîðèÿ, ýòàïû
ðàáîòû íàä UX-äèçàéíîì.
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The current state of research of methodological, methodic
and theoretical basis for product promotion with the help of Internet
marketing tools presented in special and scientific literature is
analyzed, the results of which indicate that these issues and problems
are paid attention. However, regarding the theoretical aspects of the
marketing component of UI / UX-Design, it is worth noting that
such issues are described in the recommendations of marketing
practitioners, which, in turn, emphasizes the importance of creating
a scientific basis for the application in practice of economic entities
of various forms of ownership in the current conditions of the Ukrainian
market. The evolution of professions aimed at solving problems in
the field of Internet marketing has been studied. The features of UI-
design and UX-design are generalized. The main types of work at
each stage of work on UX-design are analyzed and generalized.
The expediency of using a brief during the analysis of the requirements
of the business requirements is proved, its structure and the necessary
content are given. The peculiarities of the target audience research
during the work on UX-design are described. The peculiarities of the
competitors types and the analysis of their activity during the work
on UX-design are determined. The sequence of formalization and
structuring of the received information at the first stage of work on
UX-design (concrete steps, essence, and tools) is defined. The essence
of such tools as the map of empathy, Customer Journey Map, User
Scenario, User Story, Problem Framing, Job Story, the information
architecture, User Flow, Screen Flow is considered.

Keywords: UI / UX-Design, theoretical aspects, market-
ing component, modern marketing tools, target audience, stages
of work on UX-design.
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