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2. Individualization of Marketing Based on Internet Technologies

Pedepar:

1. luceprarnio IprUCBSYEHO NUTAHHAM iHIVBilyasli3allii MApKETUHIOBOIO BIUIMBY Ha CIIOKMBAya 3a JOIIOMOTOI0
iHTEpHET-TEXHOJIOTIH. Y po6OTi yTOYHEHO MOHATIMHMAN anapar iHAKUBiyaJbHOrO MAapKETHUHIY Ta 3alIpOIIOHOBAHE
aBTOPCbKE BU3HAYEHHS iHIMBiAyalbHOTO MapKeTUHTy. CHCTEMATU30BaHO MiIX0Ou 0 Kiuacuikallii MapKeTUHIOBUX
iHTEpHEeT-TeXHOJIOTIH Ta, SIK pe3yJbTarT, 3alIPOIIOHOBAHO Kiacu@ikaliiio Ha OCHOBI KOMIIJIEKCY iHTEepHeT-
MapKETHHTY, BUBHAaY€HO B3a€MO3B 30K MK iIHCTpyMEHTaMU iHTepHET-MapKETUHTY, iIHTEPHET-pPeCYpCaMU Ta
MapKETMHTOBUMMU iHTEPHET-TEXHOJIOTiSIMU. PO3PO6IEHO METOIUKY OLiHKM PiBHSI BUKOPUCTAaHHS iHTEpHET-
TEXHOJIOTi!l B MAPKETHUHTY, gKa JO3BOJII€ BU3HAYATH II€BHOI TUIIOJIOTIi iIHTEPHET-PECYPCiB MifIPUEMCTBA.
[IpoanamnizoBaHO TeHAEHLi PO3BUTKY IOTENBHOrO rocrnogapctsa AP Kpyum Ta IpoBeeHO OLiHKY PiBHA
BAKOPUCTaHHS iHTEPHET-TEXHOJIOTI B MAPKETUHIOBIl LisIbHOCTI MigIIpUeMCTB. [IpoBeieHO cerMeHTalLito
CIIO’XKMBAYiB Ha OCHOBI (PaKTOPiB IOBEAiHKOBOI JIOSJIbHOCTI Ta 3aIIPOIIOHOBAHO MaTEMAaTHU4HI MOZeJli BU3HAYEHHS

IIPOTHO3HOI LIIHHOCTI OKpeMUX cerMeHTiB. Po3pobsieHo Mozesb iHAuBiayanisalii KOMIIIeKCY MapKeTUHTY Ha OCHOBI



BUKOPUCTaHHS iHTEPHET-TEXHOJIOTII.

2. The thesis is devoted to the issues of individualization of a marketing influence on consumers using Internet
technologies. This thesis clarifies the conceptual framework of individual marketing and proposes an author's
definition of individual marketing as well as systematizes approaches to the classification of Internet technologies
in marketing and, as a result, proposes a classification on the basis of Internet marketing complex. The relationship
is defined between the Internet marketing tools, online resources and Internet technologies in marketing. The
method is developed to assess the level of using Internet technologies in marketing, leading to a definition of the
specific typology of the company's Internet resources. The development trends of Hospitality Management in the
Crimea were analyzed and the level of using Internet technologies in the companies' marketing activity was
assessed. A segmentation of consumers based on behavioral loyalty factors was carried out and mathematical
models for determining the predictive value of individual segments were proposed. The model of individualization
of the marketing mix on the basis of using the Internet technologies was developed.
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