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INNOVATION, OF THE MARKETING
OF VALUES AND OMNICHANNEL MARKETING
IN THE COMPANY'S PURCHASING ACTIVITIES
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A. €. H., AOI|eHT, AOIIeHT KadeApy MapKeTHHTY Ta Mi>KHapOAHOT TOpriBai,

Hanionaabunit yaiBepcurer 6iopecypcis i npupoaokopucryBanss Yrpaiuu

M. I1. Aenncenko,

A. e. H., mIpodecop, AOKTOp xabiriToBaHNMIT HAYK €KOHOMIYHMX, TPOdECOp HAYK EKOHOMIYHNUX,
npodecop KadeApy MEHEASKMEHTY Ta MiAIPUEMHMITBA,

IlenTparbHOYKpaTHCHKMIL AepsKaBHMI YHiBepcuTeT iMeHi Boaoaumupa Bununyenka

T. B. Cromkina,

A. e. H., mpodecop, npodecop Kadeapn MapKeTHHTY,

AepsraBuuit yHiBepcuTeT iHpOpManiiHO-KROMYHIKALITHNX TEXHOAOTIH

IHHOBAILIT, MAPKETUHT [IIHHOCTEN TA Q_MHIKAHAALHI/Ifl MAPKETUHT
B 3AKYITIBEABHIN AISABHOCTI KOMIIAHII

The protracted Russian-Ukrainian war led to a combinatorial all-encompassing crisis in Ukraine, reflected in the
humanitarian, ecological,social, demographic, energy and economic spheres. It disrupted long-term business relationships
and agreements, supply and sales channels for traditional products, and negatively affected the competitiveness of
companies. The presented article considered the modern functional components of increasing the attractiveness of
products for the client based on the creation of a unique complex of value marketing in the field of procurement using the
advantages of omnichannel, multichannel marketing and improving the principles of material flow management. Aspects
of increasing the effectiveness of the company's purchasing activities based on the formation and use of innovation features,
value marketing and omnichannel marketing were studied, the reasons for the appearance of currentinnovative products
on the market were considered. Staged stages of marketing development from marketing 1.0 to marketing 5.0 are analyzed
with the formation of classification features and justification of the place of the marketing the values among its forms. A
proposed interpretation of the marketing the values and a defined scientific approach to the formation of its constituent
components.
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Marketing of values is based on elements of socio-ethical innovative, ecological and aesthetic marketing. The specifics
of omni-channel and multi-channel marketing and their role in improving the quality of customer service when organizing
the purchase of necessary raw materials, materials, and products and increasing the level of the company's competitiveness
are analyzed. The rationale for the development strategy of the corporate "procurement” function is based on the growing
role of innovation, the ever-increasing exchange of resources and information between market entities, potential clientele,
and the strengthening of the importance of strategic agreements with suppliers based on the marketing of individual and
social values when applying omni-channel and multi-channel marketing technologies.

AosroTpusaaa pociiicbko-ykpaiHcbKa BijiHa pu3BeAa A0 KOMGiHATOPHOI BCEOXONMAIOI0Y0T Kpu3u B YKpaiuni. Bona Biao6-
pa3uaach BryMaHiTapHil, eKOAOTIYHIN, coniaabHiN, AeMorpadiuHiif, eHepreTu4Hin Ta ekoHOMiuHi cepax. Kpusosuit cran
COL[iaABHO-eKOHOMIYHMX CTOCYHKIB IOPYIIMB AOBrOTPUBAAI MIATPUEMHULBKI 3B'I3KM Ta YTOAM, KAHAAY IIOCTAYaHHS i 36y Ty
TPaAMLLiIHOT IPOAYKIiT, HeraTMBHO BIAMHYB Ha PYHKIJIOHAABHY AI€BICTb /1 KOHKYPEHTO3AATHICTh KOMIIAHIM Ta KOPIOpalLiif.
IIpeacTaBAeHA CTATTS POITASIHYAA CYYaCHi PMHKOBI YMHHMKYM Ta QYHKUiOHAABHI KOMIIOHEHTH HiABUIIEeHHS IPUBAGAMBOCTI
NPOAYKILI Ta MOCAYT AASI KAIEHTA Ha OCHOBi CTBOPEHHS YHIKaABHOI'O KOMIIAEKCY MapKeTUHIY LiiHHOCTel B cepi 3akymiBeAb
i3 BUKOPUCTAHHAM TEpPEBar OMHIKAHAABHOIO, 6araTOKaHAABHOI'O MaPKETMHTY T4 YAOCKOHAAEHHS MPUHLUIIB YIPABAIHHS
MaTepiaAbHMMM NOTOKaMU. AOCAIAKEH] acreKTH MiABUIEeHHs epeKTUBHOCTI 3aKyNiBeABHOT AIIABHOCTiI KOMNaHii Ha 3aca-
Aax GOpMyBaHHSI Ta BUKOPUCTAHHS 0COGAMBOCTEN {HHOBALil, MAPKETUHIY LiHHOCTEN Ta OMHIKAHAABHOI'O MapKeTHHIY,
PO3rASIHYTI MIACTAaBM MOSIBM HAa PMHKY aKTyaAbHMX iHHOBaniiHux npoAykTiB. [IpoanarizoBani crapiiui eTanu po3BUTKY
mapreTunry Bip mapketunry 1.0 poo maprerunry 5.0 3 dpopmyBanusam kaacudikayiiHux 03HAK Ta OGIPYHTYBAHHAM MiCLS
MapKeTMHIY LiHHOCTel cepep itoro ¢opm npu ¢dopmyBaHHI "KOoUIMKa 3aA0BOAEHHS iHTepeciB KAieHTa". 3anponoHoBaHa
TPaKTOBKA MapPKETUHTY WiHHOCTeN. BusHayeHnit HaykoBmii mipxip A0 KoMOiHATOPHOTO POPMYBAHHS HOI'O CKAAAOBUX KOM-
nonent. IIpoanarizoBana cneuudika UiHHOCTI OMHIKAaHAABHOIO Ta 6araTOKaHaABHOrO MapKETHMHIY NPU peaAisauii mpo-
AYKLil Ta IOCAYT, a TAKOK iX POAB B MIABULIEHH] IKOCTi 0GCAYTOBYBaHHS KAIEHTYpU pu opraHizanii sakymiBai Heo6xiaHOT
CUPOBMHY, MaTepiaAiB, MPOAYKLI 3 ypaXyBaHHSAM €KOAOTiYHMX BYMOT ¥ 3pOCTaHHS PiBHA KOHKYPEHTOCIPOMOKHOCTI KOM-
nanii. O6rpyHTyBaHHs cTpaTerii pO3BUTKY KOPHOpaTMBHOT PYHKLiT "3akymiBAs" cOPMOBAHO HA 3POCTAIOUiN POAi iHHO-
BaLin, Bce Giabmomy o6MiHy pecypcamm, KoMGiHaLil mapaAeABHOTO i TOCAIAOBHOrO mMoAaHHs iHpopManii Ha OCHOBI PisHMX
AKepeA 3 BUKOPUCTAHHAM PisHuX iHGOpMaLiiHO-KOMYHIKaLiiHMX TEXHOAOTIN i TEXHOAOTI OMHiKaHaAbHOrO, 6araToka-
HaABHOTO MapPKETHHIY AAS MAKCUMi3aL[ii 0XOTIAEHHs CY6'€KTiB PUHKY, iICHYHOY 0T Ta MOTEHLiiHOT KAIEHTYPH, IOCUAEHHS 3HA-
YeHHS CTPaTeriyHMX YroA 3 MOCTaYaAbHMKAMM Ha 3aCajAax i Mpy BUKOPUCTAHHI iIHCTPYMEHTaPil0 MapKeTUHIY iHAMBIAyaAb-
HMX i CyCHIABHMX IJiHHOCTEM.

Keywords: innovation, of the Marketing of values, of the omnichannel marketing, purchasing
activities of the company.

Kao406i caoba: innobayii, mapxemunz yinnocmer, OMHIKAHANVHUL MAPKemunz, 3axynibeivra
JiArvHicmy KOMNANTT.

STATEMENT OF THE PROBLEM IN GENERAL
AND ITS RELATIONSHIP WITH IMPORTANT
SCIENTIFIC AND PRACTICAL TASKS

Given the limited resources and the lack of free
access to them, the aspects of purchasing products
by a company are basic for organizing the
production of products and providing services to
consumers, especially in conditions of force
majeure and martial law. The quality and quantity
of the production and trade assortment offer
directly depends on the features of purchasing,
supply, quality, cost, quantity, timeliness of receipt
of resources necessary for production, timely and
complete replenishment of stocks, conditions and
terms of their storage, as well as the formation of
corporate features of marketing values and the use
of the advantages of omnichannel marketing.

ANALYSIS OF LATEST RESEARCH
AND PUBLICATIONS
The domestic scientific heritage of research on
procurement marketing, value marketing and

omnichannel marketing is extremely limited. The
study of procurement aspects was paid attention
to by O.F. Osnach[1], V.P. Pylypchuk, A.N. Korol
[2], L.P. Kovalenko, O.S. Teletov, A.O. Starostina,
Z.P. Kiktenko [3], V.V. Malchenko [4], I.V.
Nikolayenko[5], V.D.Khurdey [6], F. Webster [7],
I.V.Kupa, N.V.Rozumna[8] and others. However,
a combinatorial consideration of the issue that
comprehensively revealed the features of pro-
curement marketing is lacking.

FORMULATION OF GOALS
(TASK SETTING)

The purpose of the article is a theoretical study
of the features of innovation, value marketing and
omnichannel marketing in the process of a com-
pany's purchasing activities.

PRESENTATION OF THE MAIN MATERIAL
OF THE RESEARCH
A modern company, regardless of the form of
ownership and management, the segment it occu-
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pies in the market, in the process of business ac-
tivities is focused on the interests and needs of the
external environment. The theory of the "external
environment school" [6, 7] identified the external
environment as the main factor in the formation
of strategy. Systematization of the interaction of
the company-consumer and suppliers is a stimulant
for the emergence of innovative products on the
market. In the case of mass procurement by
corporations, in the case when the need for specific
qualities of the product does not find offers on the
market, the company itself formulates the task of
developing a new product with new qualities.

Strengthening the interaction "company —
consumer and supplier" blurs organizational
boundaries, accelerates mutual penetration and
influence on decision-making based on the use of
value marketing, omnichannel marketing, Internet
technologies, electronic communications, etc.
Openness of activities and improvement of the
quality of the final product require justification of
resource greening, innovative approaches to
marketing and corporate management, including
in the management of procurement and supply
systems.

The importance of procurement in the cor-
porate activities of the company has evolved from
selecting the necessary product on the market to
choosing an effective supplier and managing
relations with it. Marketing covers the sphere of
procurement as the management of material flows
in the process of providing the company with
material resources [6, p. 319]. The manufacturing
company in the market of industrial goods has
become a mediator between the owner of resour-
ces and the buyer of the finished product to meet
needs. Traditionally, the task in the field of
procurement has been to ensure the availability
of "the necessary goods in the required quantity
at the required price with delivery at the required
time to the required place" [7, p. 38]. The above
determines the smooth operation, compliance of
product quality with technical requirements. The
low selling price due tosignificant sales volumes is
not reflected in the availability and quality of the
company's products. The attractiveness of
products during delivery is ensured by a complex
of value marketing, omnichannel coverage of the
clientele, the grounds for environmental and food
safety of products, service, technical support for
use, software, long-term relations with the supplier
and a constant search for innovative sources of
supply. The feeling of value is individual, diverse.
The recognition of the value of the product by the
consumer is different before and after its purchase,
which must be taken into account by the formed
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offer. Value marketing has replaced marketing 1.0
with "product orientation with maximizing its
growth and the consumer as a wallet with money"
and marketing 2.0 with the tendency to retain the
consumer based on the satisfaction of material
needs. It subtly affects the consumer's personality
through the "subconscious, emotions and soul"
based on the satisfaction of spiritual and material
needs [9]. It "involves historical and cultural
memory and heritage, individuality, spirituality,
creativity, self-improvement, which corresponds
to the degree of development of human capital,
activation of market and socially oriented social
processes, institutionalization, environmentali-
zation, innovation and socialization" [10]. Its
justification is: globalization, participationin joint
value creation, political, legal, economic, social
factors, social culture, market, differentiation,
consumer creativity, image, independent
communications, and the functions of innovative
changes are institutionalization, environmentali-
zation, socialization. Considering that its activities
cover the micro, meso, macro and mega levels, it
participates in the formation of individual, hous-
ehold, corporate, regional, national and supra-
national capital.

Value marketing is based on elements of
socially and ethically innovative, ecological and
aesthetic marketing. Innovative marketing uses
innovative tools, digital, technologies, measures
and techniques to promote innovations, existing
products to the market. Ecological marketing is
aimed at resource goods that help preserve the
environment and use ecological products,
responsible consumption, satisfy ecological needs,
form ecological goods, greening production and
consumption. Aesthetic marketing combines the
art of getting pleasure from purchasing, purchasing
and selling. Socially and ethical marketing,
determining the quality of integrated marketing,
considers relationship marketing and socially
responsible marketing, innovation marketing,
social and ethical marketing. Integrated marketing
orients the activities of all divisions to subjugate
the interests of consumers. Innovation marketing
based on technology and the marketing mix
promotes innovations to the market. Relationship
marketing (F. Kotler) is a system of long-term
mutually beneficial, privileged relations of a
company with "its key, interested partners who
interact in the market (suppliers, consumers, dis-
tributors, employees, advertising agencies, scien-
tists) to form a unique asset of the company (mar-
keting system of interaction with a certain amount
of transaction costs), which ensures the compe-
tition not so much of the manufacturing compa-
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nies — but of the interaction system as a whole
[12]. Ethical marketing reflects ethical issues in the
procurement of resources, development, pro-
duction and commercialization of goods. Socially
responsible marketing is defined by F. Kotler as "a
marketing philosophy that involves the involve-
ment of factors of social well-being in the basic
elements of the marketing concept, which are
consumer satisfaction and profitable activity, in
the short and long term" [9, p. 49] "Social mar-
keting is diverse and is considered as a respon-
sibility to society and consumers for the conse-
quences of corporate activities and as a type of
marketing of non-profit organizations.

Value marketing permeates consumer and
industrial marketing, supply and distribution
marketing. Consumer and industrial marketing
have specific actions regarding the organization
and functioning of the activities of individuals and
legal entities acting as consumers. An industrial
producer adapts the resource range to the needs
of the client when applying effective technologies
to obtain profit as a result of production and/or
processing in the conditions of the functioning of
the market of homogeneous goods and a small
number of producers. The subjects of the industrial
company's activity are represented mainly by legal
entities, the parameters of the result differ from
the consumer one — in terms of purchase volumes,
asignificant number of persons with a different list
of criteria when making a purchase decision, a re-
quest for proposals, the number and size of pur-
chase and sale agreements, etc., the need to comply
with regulatory requirements of state standards
and limits. The concept of intensification of
commercial efforts is not applicable in the indust-
rial market because a rational industrial buyer is
only interested in the offer of resources and
products that, when involved in production, ensure
net profit. In the functional hierarchy of an in-
dustrial company, to ensure a guarantee of fulfil-
Iment of obligations and security of operations in
conditions of force majeure, there is a minimi-
zation of the number of suppliers and their
efficiency, strengthening the role of price insupply
and quality assurance, replacing long-term coo-
peration agreements with one-time and short-term
purchases [4, p. 141]; systematic market analysis,
increased customer demand. Procurement mar-
keting forms the optimal product range as high-
quality goods needed by the customer in the
required quantity at a certain time. It represents a
toolkit for identifying sources of purchases of ne-
cessary materials, researching consumer demand,
forming and issuing orders, and delivering the
necessary products based on supply logistics. It

Al b L E
resolves the contradiction between the desire to
systematize the purchase of a significant amount
of resources and materials necessary for the
production of products and the provision of
services, and the efficiency of fund management,
which is based on their minimization in a certain
period of time. The effectiveness of procurement
marketing in force majeure circumstances is pri-
marily determined by the principles of environ-
mental friendliness, safety suitability of resources,
which makes products competitive, ensures
increased profitability, and provides opportunities
for the development of the enterprise in the long
term" [8, p. 131].

For the success of the company's activities in
the industrial market, procurement marketing
must be combined with sales marketing. Pro-
curement is conditioned by a certain contradiction
when buyers strive to purchase a large number of
resources, materials, raw materials, etc., but at the
same time they feel the need for effective
management of funds, which is possible only if they
are minimized. Procurement marketing helps to
resolve the contradiction and considers the
formation of relationships in supply and sales
channels, combines the interests of specific
manufacturers, wholesale and retail trade, logistics
with clientele, consumers, where the most active
role is played by the company that performs the
corresponding function [3, p. 102; 5, p. 10]. At the
same time, procurement marketing is considered
as "management of material flows in the process
of providing the enterprise with material resour-
ces" [6, p. 319]. Contextually, if procurement
marketing characterizes the relationship between
the supplier and the manufacturer and a certain
marketing complex regarding the search for a
resource, its acquisition and use in production,
then sales marketing is based on the formation of
relationships between the manufacturer and the
consumer regarding the search for finished (semi-
finished) products as a result of its production,
processing, supply to the market and sale. The-
refore, in both the first and second cases, a value
marketing mix is formed reflecting the interests of
each party to the transaction. The specificity of
value marketing in procurement in supply depends
on the orientation towards one of four marketing
strategies, namely, the selection of global suppliers;
the selection of single suppliers; the organization
of modular supplies and the purchase of modules;
a comprehensive functional-cost analysis. The
orientation towards reducing procurement and
logistics costs is achieved when using the strategy
of single suppliers, when the supply of goods is
carried out for a long time by a large specialized
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supplier. The organization of procurement in
international markets is considered in the context
of the strategy of selecting global suppliers. "Mo-
dule procurement" as a type of strategy with an
orientation towards reducing the number of
suppliers and/or limiting the number of purchases
of goods does not consider individual types of
goods, but complexes — the so-called "supply
modules". The strategy of complex functional-cost
analysis is based on the study of the functions of a
specific product to determine the conditions that
ensure them, while simultaneously minimizing
costs. At the same time, the procurement strategy
is adequate to the distribution strategy by levels
of intensity, exclusivity, selectivity. The competi-
tive distribution strategy is most adequate to
intensive distribution by the supplier. It considers
the purchase of popular types and modifications
of goods at competitive prices with limited capa-
bilities from a large supplier using inexpensive
logistics, normal payment terms. The exclusive
distribution strategy establishes special relation-
ships with suppliers, including through larger
volumes of permanent purchases (at least 20% of
the total production volume), the supplier depends
on the buyer. The selective distribution strategy is
intermediate between the intensive and exclusive
strategies of the buyer, manifesting itself in the
choice of separate purchase assortments, in quality
requirements, in geographical binding to individual
supply points, etc.

Purchasing centers of industrial enterprises
study the markets of raw materials and materials,
justify the need for material and technical resour-
ces, procurement plans and selection of suppliers,
in contracts with suppliers, logistics organizations
for the supply of raw materials and materials;
arrange the acceptance of material resources into
warehouses and ensure their storage, set a limit on
material shop needs and monitor compliance with
production stock standards; and also participate in
advertising activities, exhibitions, fairs, etc. [1, p.
155]. The intra-company organization of purchasing
activities provides for the effectiveness of relations
between services and specialists in purchasing
management (purchasing manager, brand manager,
product manager, marketers, lawyers, warehouse
workers, transport, logistics). It ensures the
interactivity of relations by function and respon-
sibility; contracts with suppliers; acceptance and
payment of goods. In the process of purchasing
control, the quality of cooperation, timeliness,
competitiveness of the supplier's product portfolio,
delivery plan execution and payment of fines,
quantity-quality compliance are analyzed.
Omnichannel marketing uses several channels to

N

\\\\'wsxx BI'E No 2 2025 \

provide access to a personalized customer and make
a purchase. Multichannel marketing focuses more
on one message distributed across several channels.
So, in multichannel mode, a customer can see the
same message on several platforms, while in
omnichannel mode, the message is specified for an
individual buyer. The effectiveness of omnichannel
marketing means that the message, content, prices
and brand mission will accompany a potential
customer through his "purchase funnel". Integrated
marketing provides a smooth transition between
marketing strategies based on the emotional impact
on the customer. The advantages of omnichannel
and multichannel marketing include effective
communication with the client through multiple
channels, tracking multiple devices for commu-
nication with the client using automated marketing
software regardless of the type of channel at each
stage on the path to purchase, improving the quality
of customer service based on personalization,
choosing a customer retention strategy (which is
cheaper than finding a new one), turning customers
into brand advocates, encouraging regular
customers to increase their spending when
communicating with the brand, reducing the
number of refusals from electronic purchases on the
Internet (given that the average level of refusals
from purchases is almost 70%).

Regulation of purchasing activities is carried
out on the basis of legislative and legal principles,
agreements for the supply of goods, internal
regulation (rights, obligations for purchasing, job
descriptions and regulations on functional units,
elimination of planned deviations from purchases,
timely replenishment of the product portfolio,
maneuvering financial, labor and material re-
sources). It becomes particularly relevant when
implementing innovations to streamline procu-
rement activities and optimize procurement chain
management on the basis of systematicity and
combinatoriality [13, 14].

The traditional system mainly considered the
internal organizational processes of management
and marketing and singled out the study of mate-
rials management, product distribution and
logistics [15]. However, today requires the inte-
gration of elements of a complex process. K.
Lysons, M. Gillingham noted that "attention is fo-
cused on procurement processes, relationships and
performance indicators, rather than on products,
their procurement with a distinction of operational
and strategic significance" [16].

Innovations in the resource base, supply
systems, marketing values and technologies have
disrupted the traditional system of industrial
procurement with serial production and clear
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modification of products according to state
standards, which involved the definition of the
consumer, an application for the purchase of
goods, examination of the application and iden-
tification of the goods on the market, identification
of the supplier and procurement. However,
innovative products and technologies have become
the basis for the impossibility of carrying out
identification. The buyer must determine the
compliance of the consumer company's
production with the market requirements of
the products and technologies found on the
market and coordinate the decision on the
selection of the necessary found procurement
object with production. Considering that
today, according to expert assessment, more
than 60% of outdated equipment used in the
production of Ukrainian industrial companies
is obsolete, the use of the found innovative
goods becomes problematic and requires
changes in the production process technology.
This necessitates the formation of a "pro-
curement specification" to consider options
with different costs and payback based on an
analysis of the comparison of the advantages
and disadvantages of one and another techno-
logy at the stage of product procurement on the
market and modeling the company's long-term
costs during investment and innovation design
[17].

CONCLUSIONS AND SUGGESTIONS
FOR FURTHER RESEARCH

The development strategy of such a corporate
function as procurement is reflected in the growing
role of innovations, the increasing exchange of
resources and information between market actors,
the strengthening of strategic agreements with
suppliers on the basis of marketing individual and
social values using omnichannel and multichannel
marketing technology. The influence of the
procurement function in making internal strategic
decisions in the company is determined. The next
goal of the research will be to determine the
prospects of an integrative procurement model
based on the development of value marketing and
omnichannel marketing in a Ukrainian company
in the context of achieving optimal management
of material and technical resources.
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