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Annotation. The article is devoted to the topical issue of collecting and adequately processing feedback from
customers who buy or use healthy products in relevant industries. Theoretical substantiation of the question of
classification of goods and services to the segment of healthy is given. Marketing communications in different
environments from manufacturers of products of a healthy segment are analyzed. Particular attention is paid to
reviews as a specific form of social evidence of the usefulness of the product. The importance of working with
feedback on the market of healthy products and the differences between consumers of such products from other
representatives of the consumer market is substantiated. The results of the respondents’ survey on their confidence
in the feedback are presented. The author describes the advantages and disadvantages of using feedback when
building a strategy of interaction with customers. The paper presents sources of possible collection of feedback
in offline and online environments. Emphasis is placed on the fact that there are non-obvious sources of forming
an opinion about consumers' attitude to the company and its products, such as site metrics, analysis of consumer
behavior in the network. A fragment of the research of corporate sites of healthy products of Ukraine on the
involvement of customers in writing feedback is given. The review of services on work with responses from clients
in the Ukrainian market is made. There are real examples of feedback in the implementation of marketing strategies

to promote the product on the market from well-known companies.
Keywords: marketing communications with customers, customer reviews, healthy market, online survey, social
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Statement of the problem in general. Feedback
is traditionally an essential component of interaction
with the customer, both at planning the purchase
and after-sales service. Due to the quarantine
restrictions that have covered many activities, stores
are increasingly operating both in the physical space
and mainly in the Internet environment, which has
its characteristics for collecting customer feedback.
Such transformations are initially perceived as
discomfort, but habits change, and thus new forms
of consumer behavior are formed. Recent trends
are emerging. One of them is the intensification of
Internet interaction with customers, which can be
observed in many areas. The author of this research
analyzes areas related to the production of healthy
products (FMCG segment, medical services, health
and disease prevention services, beauty industry,
pharmaceutical industry, etc.). For players in this
market, it is crucial to be in trend, to be discussed, to
be an influencer of the opinions of their customers,
to have "their forum of followers and critics", which
stimulates sales, company recognition, creates
interest in trying a product that is different from
others, especially when it comes to food from raw
materials, valuable ingredients and more. The need
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to analyze current trends in work with the reviews
conducted by companies in the production and sale of
healthy products led to the relevance of the author's
research objectives.

Analysis of recent research and publications.
Issues of marketing communications with custo-
mers in different fields of activity and different
environments are analyzed in the works of many
scientists: Pimonenko T., Radchenko O., Palienko
M. [1], Rosokhata A., Rybina O., Derykolenko A.,
Makerska V. [2], Khomenko L., Saher L., Polcyn J.
[3], Duffett R.G. [4], Liljedal K.T., Berg H. [5].
The works of Chen Yu., Fay S., Wang, Q. [6],
Lee Th.Y., Bradlow E.T. are directly devoted to
collecting and effective processing of customer
feedback. [7]. Papers [8—10] emphasize on working
with clients in the field of production of healthy
products. However, there is a lack of a generalized
view on the multidirectional aspects of working
with customer feedback in the Ukrainian market. An
attempt has been made to fill this gap in research with
this article.

Objectives of the article. The purposes of the
paper include theoretical and practical justification
of the importance of permanent work with feedback
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for companies that belong to the category of healthy
manufacturers. To do this, the author consider the
specifics of a healthy product and what the results of
production can belong to this category. The task is to
analyze how companies work with online feedback
in healthy eating in Ukraine. The advantages and
disadvantages of using feedback to analyze consumer
behavior are identified. Brief analysis of the market
for feedback services in the Ukraine Internet
environment was made.

Main research material. Social evidence has
become a powerful marketing tool because it can
convince the customer of the feasibility of buying a
product, the appropriateness of recommending it to
someone, use the services again, etc. The advantage
of this tool is its versatility, as it is acceptable for
use when working with almost any target audience.
The emergence of customer feedback in the online
environment occurred in the early 21st century [11].
The logical question is whether the reviews are
suitable for use in the health products industry and
effective for such businesses. A healthy product is
the result of production in tangible or intangible form
(if also to consider the field of services), positively
affecting human health (due to the steady improvement
of physical or emotional state). Instant forms of
emotional upheaval after using entertainment centers,
beauty salons or satisfaction from buying new clothes
the author does not consider. The term holistic health
(permanent, i.e., a person's condition from using a
healthy product improves for a long time with regular
use) is suitable. That is, two factors matter: duration
of action; consistency in use [12]. The effect duration
of using the product will depend on the consumer's
focus on consistency or the frequency of use of a
healthy product. For example, using a nutritional diet
supplement only once a week will not have a cumulative
measured effect. Figure 1 shows the evolutionary
stages of the transition to a healthy product.

The general classification of health products types
of production:

1) The company begins its activities by entering
healthy products on the market, taking their line as
the main or only direction of production. There are
many examples of successful Ukrainian startups in this
category. The sample is the"FutureFood" company,
producer of healthy chips made from plant ingredients
and rich in vitamins. In the services field, such an
example is the cafe "Fito Café by CoffeeMan" in the
Sumy region, which offers a wide range of healthy
food (fresh juices, detox cocktails, desserts from natural
ingredients, etc.). The same category includes businesses
in microgreen growing, companies in innovative
biohacking, medical institutions, manufacturers of
herbal cosmetics and other areas of activity.

2) A company that offers a comprehensive healthy
product, all components of which are harmless to
humans and the environment (the most common

approach is "the product itself + its packaging").
An example is the Ukrainian brand "Medusha", a
producer of natural honey. Product packaging is also
from natural ingredients. Jars for honey are made
of wax. Another example is the Ukrainian company
"Soup Culture", which offers consumers a dish made
of natural ingredients in an ecological bread glass.

3) The company diversifies its activities by
bringing to market a radically different range of
healthy products. It means horizontal diversification,
i.e., expanding own product range with products
that are not related to those already produced
by the company. Implemented mainly by large
corporations. For example, the project "Eat Easy" for
the production of healthy rations, which is part of the
asset management company N1 (among its assets are
mobile banking, payment systems, loyalty system not
related to the method of production and marketing).

4) The company expands its product range by
launching a line or individual units in the "healthy"
category. Here is an example of a foreign company
"Starbucks", which once brought to market a healthy
coffee, which the company offers in a green cup, which
symbolizes its usefulness. Producing green coffee
is also popular among Ukrainian companies. For
example, the subsidiary of the concern "Khlibprom"
is actively promoting in the market not only its range
of coffee drinks but also a separate range of green
coffee. In the field of services, a clear example of this
approach to bringing healthy products to the market
is mobile application developers, who actively
offer consumers certain health products (portable
analyzers, trackers, nutritional consultants, online
doctors, etc.). In addition to a range of tours, travel
companies offer their customers additional offers in
healthy (medical) tourism, which can be the fourth
type of healthy product production.

5) The company implements certain aspects of a
healthy approach to production/product promotion.
In 2016, the fast-food manufacturer KFC developed
an edible nail polish with chicken flavor from natural
ingredients according to the two most popular recipes
of the network. Quite extravagantly, but in this way,
the well-known company tried to intrigue, amuse
and, as a result, cause a stir for the products of the
network of Hong Kong residents.

Working with social evidence in the field of selling
healthy goods and services is specific. The social
proof is the recorded reaction of consumers to the
product. Such evidence includes testimonials, cases
(real stories about how a company has successfully
coped with a task), opinions of celebrities (when
a product is praised by a pop star or a movie, and
perhaps a famous blogger, it's great, because these
personalities are influencers, whose opinion is listened
to), entries in social networks (they are "social", i.e.
the tautology here is even unintentional, they are ideal
for posting social evidence), various ratings (they
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are also paid attention when choosing a product).
At present, feedback remains the most effective type
of social evidence. In some market niches (tourism,
luxury goods), up to 100% of consumers first google
reviews about the product before buying it. However,
reviews on the official website of the company can
stimulate the purchasing activity of its visitors.
Reviews improve the behavioral factors of the site,
contributing to the growth of organic traffic because
users spend more time on the website, where there are
reviews than where there are none [13]. The position
of the site in search engines is improving. According
to statistics collected from specialized sites, reviews
in combination with ratings increase the conversion
of online stores and commercial sites by an average
of 15%. For projects that specialize in selling healthy
products and providing health services, the percentage
of users who read reviews is close to 90%. The online

survey on the sli.do platform of the respondents'
opinion (conducted as part of an online training
seminar with the target audience of Sumy region
consumers) confirms the general trend of acquainting
buyers with product reviews before buying it (Fig. 2).

The author monitored the sites of Ukrainian
companies in manufacturing healthy products for
the availability of feedback from consumers. Table 1
shows the results of monitoring.

A fragmentary analysis of manufacturers' websites
in healthy products showed that only a few companies
have the functionality to write customer reviews on
their official website. The lack of such an opportunity
indicates that consumers can leave feedback on
other platforms, specialized services for collecting
feedback. In particular, the methods of gathering
feedback, in addition to the website, include the
following:

to a specific category of
consumers who follow
a healthy lifestyle or are
in the stage of recovery
after illness

The company The product is

manufactures the product distinguished among

solely for profit from analogues by approaches

targeting a wide range off | Product manufacturers to production, promotio The product is

consumers are aware of the and consumption, which @ - 1, factured in the field
importance of a meet the principle of of healthy eating, medicine,
differentiated approach "healthy production — health, etc. and is endowed
and upgrade the product healthy coocutnption® with such characteristics

that contribute to the
restoration of human
health and disease
prevention

Figure 1. Stages of transition to the production of a healthy product

0% 10% 20% 30% 40%

50%

60% 70% 80% 90% 100%

Figure 2. The results of an online survey of consumers in the Sumy region to the question
""Are you looking for reviews about the product before buying it?"
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I)reviews on other Internet resources (forums,
specialized services, blogs, marketplaces);

2)employees who work in the sales and technical
support department;

3)reviews are not always right in front of your
eyes. Sometimes it is necessary to look for hidden
reviews. Sometimes the actions of consumers will
tell us much more than words. It means that simply
by analyzing customers' behavior in the network, a
marketer can get valuable information. For example,
Google Analytics can give you an idea of many useful
SEO site metrics. By examining metrics such as
bounce rates and time spent on a particular page of the
site, you can extrapolate to see which of a company's
products or features are in demand among potential
customers and which are not. Analyzing landing page
conversion rates, you can observe user behavior on
specific landings [14];

4)the function of Internet monitoring of mentions
of the company (notification through the Google
Alerts service).

Table 2 groups the advantages and disadvantages
of feedback.

As noted in the benefits of working with reviews,
they are really easy enough to collect, provided that

the consumer has the motivation to share feedback.
Otherwise, this circumstance turns into a minus because
the lack of feedback about the product on asubconscious
level gives potential buyers the impression that no
one buys the product. Omnichannel reviews are their
significant advantage because feedback from the buyer
can be obtained directly at the place of purchase (paper
questionnaires, communication between the buyer
and the seller on customer satisfaction, tasting) and
online (reviews on the site, social networks, special
services and etc.). In the online environment, reviews
are realized in opinion polls, opportunities to leave a
text review or reviews with content, including video
reviews. Video reviews are at the peak of popularity
today. It is probably due to the incredible popularity of
the Youtube platform, where 400 new hours of video
are uploaded every minute today. In the field of healthy
products on the Ukrainian-language YouTube are
popular channels "Taste of Life" (11,500 subscribers),
Bomond BeautyStudio (1,580 subscribers), the
corporation "Arterium" (741 subscribers) [15]. This
number of subscribers is explained by the fact that
the Ukrainian-language segment of YouTube is only
gaining momentum in recent years, and there is still
some time to promote Ukrainian-language projects.

Table 1

The "Reviews" section on the official websites of companies in the segment of healthy food production

Availability of the section with reviews/

Company Website address degree of fullness of this section

FutureFood | https://futurefood.kiev.ua/ Missing

Floris http://www.floris-sumy.com.ua | Available / Large number of reviews mostly about doctors
Available / There are not many reviews. They are posted by the

Medusha https://www.medusha.org company itself, i.e. the opportunity to leave a review by the client
is not implemented

Soup Culture | http://soupculture.com.ua/ Missing

Eat Easy https://eateasy.ua/ Missing

WellGreen https://wellgreen.com.ua/ Missing

Vesna https://vesna.care Missing

Table 2

Pros and cons of using reviews as social evidence by the company

Advantages

Disadvantages

1. With the right motivation, buyers
are happy to share their opinion about
the product with the public.

1. The phenomenon of "cheating" reviews, both positive and negative.

2. Omnichannel.

2. Due to the anonymity of most feedback services, it is not possible
to control the veracity of the views of those who leave them.

3. Ease of search by potential consumers.

3. In the absence of motivation, it is not easy to encourage the buyer
to leave feedback on the product.

4. They can be shared indefinitely. services

4. Impossibility to remove frankly negative reviews in many specialized

5. Formation of additional unique content.

5. Template and uninformative reviews about the product, even with their
large number, are not valuable for the company and its target audience.

6. Growing conversions for low-frequency
search queries..

6. The need to update reviews.

7. Growth of a product rating in search
results.

7. A certain level of consumer subjectivity when writing reviews.
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Reviews are easily found by users when entering a
search query. For example, it is enough to enter the
search query "microgreens microgreen peas reviews'",
and the system gives the result in a significant number
of relevant queries webpages. Also, it's easy to
share the URL of the page where the user found the
response. Reviews can complement the website by
acting as a kind of additional content. The texts on the
product page usually contain a description from the
manufacturer, which is not unique and is duplicated
on other sites. At the same time, user feedback is an
effective way to increase the amount of unique content
on such pages and, as a result, improve its ranking in
search results.

Unfortunately, on the Internet, a common
phenomenon of "cheating" reviews, when positive
reviews are written for payment, and negative
reviews of the seller can be enriched by unscrupulous
competitors. And the opinion of those who leave
feedback is difficult to control due to the setting of
anonymity. It is a mistake to think that for a customer
to leave positive feedback about a product, he must
either belong to the category of "citizens" of the
Internet or be just a conscious member of society
who wants his opinion to be heard. Most consumers
have no desire, skills or just motivation to leave
a review. Our survey results show that only 8% of
respondents leave feedback from time to time among
active Internet users. Most of them left online reviews
only a few times in their lives (50%) or never wrote
reviews at all (40%) (Fig. 3).

Note that the average age of respondents who
took part in the survey was 22 years. According to
the results of the study, users of this age (age range
15-24 years) in a more significant proportion with
other types of Internet users belong to the category
of "Those who live online" and "Confident users".
Therefore, among older Internet users, the percentage
of those who leave feedback or do so systematically
is not much higher.

It is noteworthy that in the current turbulent times,
when society faces many health challenges, including
those related to the COVID-19 pandemic, people
are seeking more information on various aspects
of maintaining their health, including the health
industry and useful products. These aspirations can be
realized through the search, monitoring and searching
reviews of certain products, experience of their
use, opportunities to purchase/order/use. Statistics
available today show that in 2018, Eastern European
countries, including Ukraine, were among the leaders
in the number of people who wanted to receive more
information about medicine, disease and health.
There is a noticeable gender difference in aspirations
between women and men (51% vs. 34%) (Fig. 4).

Reviews are characterized by subjectivity, and
for healthy products, this characteristic is more
pronounced because consumers can criticize the
product not only for taste, smell, technical aspects, as
in most consumer goods, but for their effectiveness,
duration this effect, the severity of the impact on
different people, and so on.

Table 3 summarizes information about the leading
players — services for writing and collecting feedback,
which supports receiving feedback on the activities of
Ukrainian companies and their products.

The analysis summarized in Table 3 showed that it
is not difficult for consumers to find a platform to write
areview of the company, including healthy products.
There are specialized sites such as Medcentre, where
they leave reviews only about medical services and
wellness services. However, most reviews of the
use or consumption of healthy products are posted
on regular sites that contain company databases
and a list of sections with different activities. At the
same time, the review sites do not single out special
sections for healthy products. However, in the future,
we can predict rapid growth in the popularity of the
health industry and more attention to it from online
platforms, including feedback collection services.

Yes, only a few times left a review 50%
Yes, I write reviews from time to time 8%
Yes, [ write reviews constantly 2%
No 40%
0% 10% 20% 30% 40% 50%  60%

Figure 3. The results of an online survey of consumers in the Sumy region to the question
""Are you looking for reviews about the product before buying it?"
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Figure 4. Distribution of individuals who wish to receive more information on medicine,
disease and health (built using data from [16])

Table 3
Feedback services on the Ukrainian market

Ability to write reviews

Service Features of the platform about healthy products
Ability to leave reviews about restaurants, online and offline stores,
services. The restaurant or shop connects to the platform, receives
.. its QR-code. This code can be scanned by consumers from a check Probably within the specified
Revision : . . ..
or other attributes and go to the rating page. In an online store, the spheres of activity

customer is sent an email asking to leave a review. It is also possible
to leave a response via SMS or in messengers.

The user can find the company on the map and share their impressions | Depends on the specifics

of working with it and provide a description of its products. of the company.

Reviews of healthy products
can be written in numerous

Google maps

Otzyvua.net The platform positions itself as the first independent feedback site sections of the? site, such.as:
' in Ukraine. "Food", "Clinics", "Medical
Centers", "Vitamins" and
others.

The site is implemented as an information portal about medicines with
Medcentre a database of doctors, clinics and pharmacies. There is a section with | In the field of medicine
reviews about medical institutions and doctors.

There is a possibility.

The site has categories
"Medical organizations",
"Business", suitable for
reviews of healthy products.

Website with the opportunity to share the experience of cooperation

Compania with CIS companies, impressions of their service and quality of goods.

Conclusions and prospects for further specializesin placing ads for the sale of cars, AUTO.
research. Feedback is a powerful tool for gathering Ria successfully beat the idea of systematically
opinions about the company from consumers in collecting feedback from users in its marketing
the commodity market and regular customers company on Youtube, posting on this service their
when it comes to services. Many companies take short videos primarily as prerolls and middle rolls
customer feedback into account in their product, when watching videos. It is essential to take into
sales, communication and even pricing policies. account positive feedback and negative, which
For example, the Ukrainian marketplace, which allows the company to correct, consolidate its
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position among target consumers as a reliable market which can be implemented in online and offline
player, taking into account the views and wishes of  projects in the field of healthy products. Prospects
its customers. Prospects for further research are the for further research are finding practical tools to
search for creative, innovative approaches to the attract new customers to write reviews, particularly
systematic collection of feedback from customers, in products for disease prevention.
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H. €. Jlemynoscoka, Cymcokuil Oepoicasnoeo yHigepcumemy. Biozyku knienmie 300posux npodykmie:
cmpamezis MapKemMUH206UX Oill 6 Ogh1alin ma OHAAIH cepedosulyi

Anomauyia. Cmamms npuceéauena akmyaibHOMy NUMAnHI 300py ma npasuibHoi 0OpodKu 8i02yKié 6i0 Kii-
€HMIB, WO KYNYIOMb YU KOPUCIYIOMbCA 300POSUMU NPOOYKMAMU GION0BIOHUX 2any3ell JisnvHocmi. Hasooumuvcs
meopemuyne OOIPYHMYBAHHs NUMAHHS 8IOHECeHHs M0BAPIé ma nociye 00 cezmenmy 300posux. Ilpoananizoea-
HI MAPKeMUH208l KOMYHIKAYIi 6 PI3HUX cepedosuuyax 6i0 UpPOOHUKIE NPOOYKMIE 300p06020 ceamenmy. Ocobausa
yeaea npu()weua giocyKkam K cneyugpiunii hopmi coyianbHux 00Ka3i6 NPo KOPUCHICHDb npodykmy Obrpynmosana
8adCIUBICIMb POOOMIL 3 6I02YKAMU HA PUHKY 300POSUX NPOOYKMIE M GIOMIHHOCMI CNOJICUBAUIE MAKOL NPOOYKYil
8I0 THUUX NPEOCMABHUKIE CNOJHCUEH020 puHKY. Hasedeni pe3yibmamu onumysanHs pecnoHOenmis wooo ix 008i-
pu 0o sioeykie. Ilepeniueni nepesazu ma HedOAIKU SUKOPUCTNAHHS GI02YKi6 npu 6uby00si cmpameii 63aemMo0ii 3
knienmamu. Ilepeniueni ddxcepena moxicaugozo 300py Giodexy 6 oghnaiin ma oHAQUH cepedosuwax. 3aKyeHmosaHo
y6azy Ha Momy, Wo € HeOUe8UOHI Oxcepend YopmMysanHs OyMKU NPO CMABLEHHS: 00 KOMNAHii ma ii npooykmie cno-
AHCUBAYIB, HANPUKIAOD, MEMPUKU CAUNY, AHANI3 NOBEOIHKU cnodcusaydie y mepedici. Haseoeno ppaemenm ananisy
KOPROPAMUBHUX Camie supoOHUKiE 300p06oi npodykyii Ykpainu wo0o 3anyuenocmi KIieHme 00 HanucanHs Qio-
Oexy. 3pobneno oenad cepgicie no pobomi 3 giocykamu 6i0 KIEHmMie Ha YKpaincvkomy punky. Hasedeni peanvhi
NPUKIAOU BUKOPUCIANHS BIO2VKIE NPU BNPOBAOICEHHT MAPKEMUH208UX CINPAMeitl NPOCYSAHNS NPOOYKMY HA PUHKY
8i0 gidomux Komnawiu. [Ipakmuyna 3HAUUMICMb 00ePHCAHUX Pe3VIbMAmie O0CIIONCEH S NOS2AE 8 MONCTUBOCHLE
BUKOPUCMAHHS peKomeHOayil agmopa cy6 ekmamu punky B2C npu éubyoosi cmpamezii 63aemo0ii 3 nocmitinumu
KIAIERMAaMU ma NOMEHYIIHUMU CONCUBAYAMU NPOOYKYTL. YpaxyeanHs nepesae ma HeOOoniKié 8102YKi6 K Pi3HOBUOY
coyianvnux 00Kazie € HeoOXiOHUM 015 pOOOMU MAPKEMON02a NPU NIAHYEAHHS PEKIAMHUX KAMNAHIU, HAYilenux Ha
KIHYeBUX CNOXCUBAUIS.

Knrouosi cnosa: mapxemuneo6i KOMYHIKAYii 31 CNONCUBAUAMU, BIOZYKU CRONCUBAYIS, 300POBULL PUHOK, OHLALH
ONUMYBANHS, COYIaNbHULL O0KA3, MAPKEMUH208] IHCIMPYMEHMU.

H. E. Jlemynosckasa, Cymckoi eocyoapcmeenHull yHusepcumem. Om3vieébl nompedumeneii 300poe6wix
HPOOYKMOG: cmpamezus MapKemuHzo6vlx 0elicmeuii é oghghnaiin u onnaiin cpede

Annomayua. Cmamus noceaujena akmyaibHoMy 0npocy cbopa u npasuibHOU 06pabomKu 0ms3vle08 om Kiu-
€HMO8, NOKYNAWUX U NONLIVIOWUXCS 300PO8bIMU NPOOYKMAMU COOMBEMCMEYIOWUX Ompdaciell 0esmeibHOC-
mu. Ilpusooumcs meopemuueckoe 060CHOBAHUE 60NPOCA OMHECEHUsL MOBAPOE U YCIye K Ce2MeHny 300P0GbIX.
Ipoananuzuposarvl mapkemun2o8bie KOMMYHUKAYUL OM NPOU3sooumeiell npooyKmoe 300poeoeo ceemenma. Oco-
00e eHUMAaHUe YOeTeHO OM3bl8aAM KAK CReyuhuyueckoll (opme coyuanrbHblx 00KA3amenbems 0 noib3e npooyKkmd.
ObocHosana 8axrcHoCmb pabomul ¢ OM3bl8AMU HA PbIHKE 300POGbIX NPOOYKMOG U pA3IuyUs nompebumenei maxotl
npoOyKyuu om opyeux npedcmasumernei nNOmpeoumenbcko2o puiHka. Ilpusedenst pe3yibmamsl onpoca pecnoHoeH-
mMos Kacaemo ux 0ogepusi Kk omzvieam. Ilepeuucnenvl npeumyujecmea u HeOOCMamKy UCNONb308AHUsL OM3bIEO8 NPU
BLICMPAUBANUL CHIPAMe2UY 83AUMOO0eUCMBUS ¢ KiueHmamu. IIpueooames ucmouHuKu 803modicHo2o coopa guobde-
Ka 6 ogaaiin u ounaun cpedax. AKYeHmupoeano sHUMAanue Ha Mom, Ymo ecmsv HeouesUoHble UCTOYHUKU QopMU-
POBAHUSL MHEHUsL 00 OMHOUIeHUU K KOMAAHUU U ee NPOOYKIMOE CO CHOPOHbL nompebumenell, Hanpumep, Mempuxu
catima, ananus nosedenus nompeobumenei ¢ cemu. Ilpugeden pacmenm ananusza KOpROPAMUGHLIX CAllmos npo-
uzgooumerneti 300po6oU NpoOyKyuu Ykpaunel Kxacaemo osieyenus umu KiueHms K Hanucanuio omsuoigos. Coenan
0030p cepsucos no pabome ¢ OM3bIGAMU KIUEHMOE HA YKPAUHCKOM pblHKe. IIpusedensl peaibHble npuMepbl UCnoilb-
306aHUSI OM3bIBOE NPU GHEOPEHUU MAPKEMUH208bIX CIPAme2uti NPoOGUIICeHUsl NPOOYKMA HA PbIHKE 0N U36ECTNHBIX
KOMRAnuil.

Knroueswvle cnosa: mapkemunzogvie KOMMYHUKAYUU C NOMPeOUMENIMU, OM3bl8bl nompebumenell, 300po8ulil
PBIHOK, OMIIAUH ONPOC, COYUATILHOE 00KA3AMENbCNEO, MAPKEMUH208blE UHCHPYMEHMNbI.
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