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IMPACT MECHANISMS OF INDUSTRIAL
MARKETING ON CORPORATE
SUSTAINABLE DEVELOPMENT

Summary. Introduction. The relationship between industrial mar-
keting management and corporate sustainable development rep-
resents one of the most critical yet underexplored areas in contempo-
rary business scholarship. While theoretical foundations connecting
marketing to sustainability have been extensively analyzed, a signif-
icant gap persists regarding how marketing practices translate into
measurable sustainability outcomes.

Purpose. This article aims to articulate nine distinct impact mech-
anisms through which industrial marketing contributes to corporate
sustainable development and to construct a comprehensive indicator
framework for their measurement.

Materials and Methods. The study employs theoretical analysis
drawing upon established scholarly works in marketing management,
corporate social responsibility, innovation theory, and sustainability
measurement. A mechanism-based analytical approach is used to identi-
fy and articulate the pathways through which industrial marketing influ-
ences sustainability performance, supplemented by indicator construc-
tion across environmental, economic, social, and governance dimensions.

Results. Nine distinct impact mechanisms are identified: market
orientation, social responsibility, innovation-driven contribution, brand
building, consumer education, product innovation, ethical management,
value communication, and long-term planning. An integrated indicator
framework encompassing environmental, economic, social, governance,
and industry-specific dimensions is constructed. Key findings reveal
that marketing-driven sustainability operates through multiple inter-
connected pathways, from direct influences such as sustainable prod-
uct development and green marketing communication to indirect effects
including brand equity enhancement and stakeholder trust building.

Perspectives. Future research should include empirical validation
of mechanism operation in specific industries, investigation of mech-
anism interactions, and longitudinal study of industrial marketing-
sustainability evolution. The framework requires testing across di-
verse industry contexts, particularly in B2B markets and industrial
supply chains of technological corporations.

Key words: Industrial Marketing, Marketing Management, Sus-
tainable Development, Impact Mechanism, Indicator System, Corpo-
rate Sustainability.
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for translating business activities into sustainability outcomes [9]. However, that analysis left unanswered the
critical question of how precisely marketing practices translate into measurable sustainability performance.
This gap represents the central research problem addressed here.

Analysis of recent research and publications. Scholarly attention to marketing-sustainability linkages
has intensified considerably. Hult [1] established market-focused sustainability as a framework integrating
market orientation principles with sustainability objectives. Kamboj and Rahman [2] demonstrated that mar-
ket orientation capabilities significantly influence sustainable innovation outcomes. Moon [3] examined CSR’s
contribution to sustainable development, while Ebner and Baumgartner [4] clarified the relationship between
CSR and sustainability. Silvestre and Tirca [5] analyzed innovations for sustainable development. Singh and
Sharma [6] investigated brand building and sustainability synergies. Belz and Peattie [8] provided foundational
work on sustainability marketing. Porter and Kramer [12] demonstrated that sustainability and commercial
objectives need not be antagonistic. Despite these contributions, no comprehensive framework articulating the
specific impact mechanisms through which industrial marketing contributes to sustainability has been estab-
lished, particularly regarding measurement frameworks linking marketing activities to sustainability outcomes.

Formulation of the article’s objectives. The research objective is twofold: first, to articulate nine distinct
impact mechanisms through which industrial marketing contributes to corporate sustainable development; and
second, to construct a comprehensive indicator framework enabling measurement and evaluation of marketing-
driven sustainability performance. The distinction between consumer-oriented marketing and industrial mar-
keting carries significant implications for understanding sustainability transmission mechanisms. Consumer
marketing (B2C) focuses on individual end-consumers, emphasizing emotional appeals, mass-market commu-
nication, brand personality, and purchase decisions driven by individual preferences. In contrast, industrial
marketing (B2B) operates within organizational buying contexts characterized by multiple decision-makers,
longer sales cycles, relationship-driven procurement processes, and technical specifications [10]. For sustainable
development, industrial marketing proves particularly consequential because supply chain decisions, procure-
ment specifications, and organizational buying criteria directly determine environmental and social outcomes
at scale. When a major technological corporation specifies sustainability requirements for suppliers, those
requirements cascade through extensive supply networks affecting thousands of firms. Industrial marketing
thus bridges the critical gap between corporate sustainability commitments and operational implementation
through inter-firm relationships.

Presentation of the main material.

1. Market Orientation and Sustainable Development

The concept of market orientation has evolved significantly, extending beyond traditional customer focus
to encompass sustainability considerations as a fundamental dimension of market intelligence and strategic
response [1]. Hult [1] established market-focused sustainability as a framework integrating market orientation
principles with sustainability objectives, suggesting that truly market-oriented firms must attend to long-term
environmental and social sustainability alongside short-term customer satisfaction and profitability.

The theoretical foundation rests upon the recognition that market intelligence generation encompasses not
only information about customer preferences but also signals about societal expectations regarding environ-
mental performance and social responsibility [2]. Kamboj and Rahman [2] demonstrated that market orien-
tation capabilities significantly influence sustainable innovation outcomes. Firms with stronger capabilities
exhibited greater capacity to identify sustainability opportunities and successfully commercialize sustainable
products and services.

The mechanism operates through a sequential process beginning with intelligence generation. Industrial
marketing functions serve as the primary interface with external stakeholders, collecting information about
changing consumer attitudes toward sustainability, emerging regulatory requirements, and growing investor
interest in ESG performance. In B2B contexts, this extends to understanding procurement specifications,
supply chain partner requirements, and industrial customer sustainability criteria.

Following intelligence generation, the dissemination component ensures sustainability-related intelligence
flows throughout the organization, informing product development and strategic formulation. The response
component completes the mechanism by translating intelligence into strategic actions addressing sustainability
opportunities [1].

2. Social Responsibility and Sustainability

The relationship between corporate social responsibility and sustainable development has been extensively
analyzed, with attention to how CSR contributes to the three-pillar model of sustainability [3]. Moon [3] estab-
lished that CSR represents a voluntary corporate commitment extending beyond legal requirements. Ebner and
Baumgartner [4] clarified the relationship between CSR and sustainability, demonstrating they share common
ground regarding stakeholder consideration and long-term orientation while possessing distinct analytical foci.
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Within this framework, industrial marketing serves essential functions in both communicating and op-
erationalizing CSR commitments. The communication dimension addresses external stakeholders through
marketing channels articulating the firm’s CSR commitments. The operationalization dimension embeds CSR
considerations into marketing decisions regarding product design, pricing strategies, and distribution channels.

The mechanism operates through industrial marketing’s central position in stakeholder relationships, en-
abling engagement with customers and communities whose expectations shape corporate reputation [7]. In B2B
contexts, this extends to supplier qualification processes, procurement relationship management, and inter-firm
collaboration on sustainability initiatives. However, misleading claims risk accusations of greenwashing.

Beyond communication, operationalization manifests through marketing decisions embedding social respon-
sibility into core business activities — sustainable sourcing requirements, fair trade considerations in supplier
selection, and accessibility features in product design.

3. Innovation-Driven Mechanism

Innovation serves as a critical driver of sustainable development, enabling firms to develop new products,
processes, and business models addressing environmental and social challenges while maintaining economic
viability [5]. The innovation-driven mechanism operates primarily through demand-side influences on inno-
vation investment direction. Silvestre and Tircé [5] demonstrated that innovation for sustainable development
requires alignment between technological capabilities and market demand, with industrial marketing playing
essential roles in identifying market opportunities for sustainable innovations.

The mechanism begins with marketing intelligence regarding market demand for sustainable solutions.
Through customer research, competitor analysis, and trend monitoring, industrial marketing functions identify
opportunities for sustainable product development and assess market acceptance. For technological corporations
developing advanced solutions, this intelligence proves valuable in assessing whether emerging technologies
will achieve market acceptance.

The influence flows bidirectionally, with R&D capabilities informing marketing strategy regarding sustainable
product opportunities. Industrial marketing managers must maintain close coordination with R&D to ensure
market intelligence shapes innovation direction. The demand-pull influence operates through organizational
customers specifying sustainability requirements, regulatory anticipation, and competitor analysis revealing
sustainability positioning strategies.

4. Brand Building and Sustainability

Brand building represents a long-term strategic investment in customer relationships, reputation, and market
positioning that intersects with sustainability in multiple ways [6]. Singh and Sharma [6] demonstrated that
brand building and sustainability strategies exhibit significant synergies. The mechanism operates through
enhanced brand equity enabling premium pricing for sustainable products, increased consumer trust in sus-
tainability claims, and greater stakeholder confidence in responsible business practices.

The first dimension concerns the relationship between sustainability and brand equity. Brand equity encom-
passes customer-based brand equity, brand loyalty, perceived quality, and brand associations [6]. Sustainable
practices contribute through multiple pathways: enhancing perceived quality through responsible production,
strengthening brand associations with environmental responsibility, and creating emotional connections with
consumers valuing sustainability.

The second dimension addresses how brand equity enables sustainability performance. Firms with strong
brand equity possess market power facilitating sustainability transitions. Premium pricing capability enables
recovery of higher costs associated with sustainable sourcing. Customer loyalty provides stability during tran-
sitions. Brand trust increases receptivity to sustainability messaging. In industrial markets, brand reputation
among procurement professionals proves particularly consequential for winning supply chain positions.

The mechanism operates bidirectionally. Technological corporations with strong technology brands may
pursue more aggressive sustainability strategies knowing brand trust provides latitude for experimentation.

5. Consumer Education and Advocacy

Marketing communication serves not only to promote products but also to shape consumer understanding
and behaviors regarding sustainability [8]. The mechanism operates through marketing’s capacity to inform
consumers about sustainability issues, influence purchasing decisions toward more sustainable options, and
build broader societal support for sustainable development.

The education dimension involves providing information enhancing consumer understanding of sustainability issues
and sustainable product attributes. Marketing communications can explain environmental impacts of consumption
choices, describe sustainable production practices, and demonstrate environmental benefits. Kiyak [10] documented
various green marketing strategies employed to influence consumer behavior toward more sustainable choices.

The advocacy dimension extends further, using marketing platforms to promote sustainability awareness
and behavior change. Public service campaigns and cause-related marketing contribute to broader societal
awareness of sustainability challenges.
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The mechanism operates through multiple channels: direct influence when communications persuade con-
sumers to purchase specific sustainable products; indirect influence when sustainability messaging shapes
attitudes affecting future purchases; and social influence when messaging creates normative pressure encour-
aging environmentally responsible behavior.

6. Product and Service Innovation

Marketing insights regarding customer needs, preferences, and usage patterns directly inform sustainable
product development strategies [5]. The mechanism operates through marketing-driven identification of op-
portunities for sustainable product development, influence on design decisions to incorporate environmental
considerations, and creation of feedback loops connecting market performance to sustainability improvement.

The foundation lies in industrial marketing’s understanding of customer needs and usage contexts. Through
market research and customer feedback systems, marketing functions identify opportunities where sustainable
solutions address unmet needs. For new energy vehicle manufacturers and technological corporations, this
proves essential for developing products balancing environmental performance with customer expectations.

Within product development, marketing perspectives influence design decisions to incorporate environmen-
tal considerations. Eco-design principles including material selection, producibility, durability, and end-of-life
management require marketing input regarding customer preferences for environmental attributes.

The feedback loop completes the mechanism, with market performance data informing ongoing sustainabil-
ity improvements. Sales patterns and customer feedback reveal which sustainability attributes resonate. The
industrial marketing-R&D-sustainability feedback loop integrates market intelligence, technical capability,
and environmental improvement.

7. Social Responsibility and Ethical Management

Industrial marketing operates within ethical frameworks governing business conduct [8]. The mechanism
addresses how marketing governance ensures marketing activities contribute to sustainable development rather
than undermining it through deceptive practices. This encompasses anti-greenwashing safeguards, transparent
communication requirements, and supply chain ethics oversight.

The anti-greenwashing dimension responds to concerns about misleading sustainability claims. As sus-
tainability has become a prominent positioning strategy, incentives for exaggerated claims have increased.
Marketing governance mechanisms including claim substantiation requirements and verification procedures
help ensure communications accurately reflect environmental performance.

Transparent communication extends beyond claim accuracy to encompass disclosure of material information
enabling informed decisions. Marketing communications increasingly face requirements for environmental
disclosure including carbon footprint labeling and supply chain transparency.

Supply chain ethics represent an increasingly prominent dimension. Marketing decisions regarding sup-
plier selection carry significant social implications. For technological corporations with complex global supply
networks, supply chain ethics governance proves particularly consequential.

8. Brand Building and Value Communication

Sustainability value communication represents a specialized application of brand building focused on ar-
ticulating the firm’s sustainability commitments and differentiated positioning [6]. The mechanism operates
through translation of sustainability performance into stakeholder value propositions, development of sustain-
ability brand identity and positioning, and integration into overall brand architecture.

The translation dimension addresses how sustainability performance becomes meaningful to different
stakeholders. For customers, sustainability value propositions emphasize product attributes. For investors,
they highlight risk management and long-term value creation. For employees, they articulate organizational
purpose and values alignment. Industrial marketing serves as the translating function.

Brand identity and positioning work creates distinctive sustainability brand associations differentiating
the firm. In B2B markets, sustainability positioning among procurement stakeholders requires emphasis on
operational reliability, supply chain transparency, and long-term partnership value.

The integration dimension concerns how sustainability brand positioning connects with overall brand ar-
chitecture. Sustainability positioning works most effectively when embedded within broader brand meaning.

9. Long-term Planning and Strategy

Marketing intelligence regarding environmental trends, social changes, and regulatory developments in-
forms long-term strategic planning extending beyond traditional business cycles [11]. The mechanism operates
through integration of sustainability into strategic planning, extension of planning horizons, and balancing of
short-term commercial objectives with long-term sustainability goals.

Market analysis revealing customer sustainability preferences, competitive analysis showing sustainability
positioning trends, and environmental scanning identifying regulatory developments enable strategic con-
sideration of sustainability opportunities. Industrial marketing functions serve as the intelligence gathering

capability supporting strategic planning.
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Horizon extension recognizes that sustainability investments often require longer payback periods. Indus-
trial marketing’s contribution lies in providing evidence of long-term market trends supporting sustainability
investments. Porter and Kramer [12] demonstrated that sustainability and commercial objectives need not be

antagonistic.

10. Integrated Mechanism Framework
The nine mechanisms analyzed do not operate independently but interact in complex ways, creating rein-
forcing loops amplifying industrial marketing’s overall contribution to sustainable development.

Table 1

Summary of Nine Impact Mechanisms of Industrial Marketing
on Sustainable Development

Mechanism

Key Literature

Primary Dimension

Marketing Input

Sustainability Output

Market Orientation

(1], [2]

All dimensions

Market intelligence

Strategic sustainability re-
sponses

Social Responsibility

[3], [4]

Social, Governance

CSR communication

Reputation, stakeholder trust

Innovation-Driven

(5]

Environmental, Eco-

Market demand iden-

Sustainable product develop-

nomic tification ment
Brand Building [6] Economic, Social Brand equity devel- Premium pricing capability
opment
Consumer Educa- [101, [8] Social, Environmental | Sustainability infor- Informed consumption
tion mation
Product Innovation [5] Environmental, Eco- Customer needs Eco-design solutions
nomic insight
Ethical Manage- [8] Governance, Social Supply chain over- Anti-greenwashing practices
ment sight
Value Communica- [6] Social, Economic Sustainability posi- Stakeholder value proposi-
tion tioning tions
Long-term Planning [11],[12] All dimensions Strategic intelligence | Extended planning horizons

Source: compiled by the author on the basis of [1; 2; 3; 4; 5; 6; 8; 10; 11; 12]

The mechanisms interact through reinforcing relationships. Market orientation generates intelligence
informing innovation-driven mechanisms. Brand building creates brand equity enabling value communica-
tion. Consumer education shapes market demand reinforcing market orientation intelligence. The industrial
marketing-sustainability causation chain extends from market intelligence through strategic response to sus-
tainability output and stakeholder feedback.

11. Key Indicators for Measuring Marketing-Driven Sustainability

Measurement capability enables assessment of whether industrial marketing activities generate intended
sustainability outcomes and accountability for performance.

11.1. Environmental Indicators

Environmental indicators include carbon footprint (total CO, equivalent emissions); carbon intensity (emis-
sions per unit of revenue); energy efficiency improvements; renewable energy share; and pollutant emissions.
Industrial marketing influences these through product design decisions affecting producibility, distribution
decisions affecting transportation emissions, and customer usage patterns. In B2B contexts, procurement
specifications can require suppliers to meet environmental standards.

11.2. Economic Indicators

Economic indicators include operating revenue growth rate; R&D investment ratio; net profit trends; inven-
tory depth; and marketing expense ratio. Industrial marketing’s influence operates through revenue generation
from sustainable product sales and efficiency gains from sustainable supply chain management.

11.3. Social Indicators

Social indicators include employment levels; diversity metrics; customer satisfaction scores; community in-
vestment; and supply chain human rights standards. Industrial marketing influences these through customer
relationship management and supplier relationship management addressing human rights in supply chains.

11.4. Governance Indicators

Governance indicators include ESG compliance ratings; supplier certification rates; anti-corruption train-
ing completion rates; data security metrics; and ESG training coverage. Industrial marketing’s governance
responsibilities include ensuring accuracy in sustainability communications and establishing governance
requirements for supply chain partners.
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11.5. Industry-Specific Indicators: NEV Sector

Industry-specific indicators enable precise measurement in sectors where standard indicators inadequately
capture sector-specific dimensions. For the NEV sector and technological corporations, indicators include NEV
sales proportion; lifecycle CO, equivalent per vehicle; battery recycling rate; full self-driving or software optional
rate; and component universality.

11.6. Integrated Indicator Framework

Table 2
Integrated Indicator Framework for Measuring Marketing-Driven Sustainability
Dimension Indicator Unit Marketing Influence Type
Environmental Carbon footprint tonnes CO2e Indirect
Environmental Carbon intensity tonnes CO2e/million revenue Indirect
Environmental Energy efficiency % improvement Indirect
Environmental Renewable energy share % Contextual
Economic Operating revenue currency units Direct
Economic R&D investment ratio % of revenue Contextual
Economic Net profit currency units Direct
Economic Marketing expense ratio % of revenue Direct
Social Employment level FTE count Contextual
Social Diversity index score Contextual
Social Customer satisfaction NPS score Direct
Social Community investment currency units Indirect
Governance ESG compliance score rating scale Indirect
Governance Supplier certification rate % certified Indirect
Governance Data security incidents count Direct
Industry-Specific NEV sales proportion % Direct
Industry-Specific Lifecycle CO2e/vehicle tonnes Indirect
Industry-Specific Battery recycling rate % Contextual

Source: compiled by the author on the basis of [5; 7; 8]

Conclusions and prospects for further research. This article has articulated nine distinct impact
mechanisms through which industrial marketing management contributes to corporate sustainable develop-
ment and constructed a comprehensive indicator framework. The nine mechanisms include market orientation
connecting sustainability intelligence to strategic response; social responsibility operationalizing CSR com-
mitments; innovation-driven contribution shaping R&D investment; brand building leveraging brand equity;
consumer education building sustainability awareness; product innovation applying customer insight; ethical
management preventing greenwashing; value communication translating sustainability performance; and
long-term planning extending strategic horizons.

Several implications emerge. First, industrial marketing’s contribution operates through multiple distinct
mechanisms rather than a single pathway. Second, these mechanisms interact through reinforcing relationships
creating system-level effects exceeding the sum of individual contributions. Third, the mechanisms span all
three pillars of sustainability. Fourth, emphasis on industrial marketing highlights how B2B relationships,
supply chain governance, and organizational procurement decisions carry sustainability implications exceeding
those of consumer transactions.

The indicator framework complements mechanism articulation by providing measurable indicators across
environmental, economic, social, and governance dimensions, supplemented by industry-specific indicators
exemplified through the new energy vehicle sector and technological corporations.

Managerial implications concern mechanism prioritization and measurement implementation. Industrial
marketing managers should pay particular attention to supply chain and B2B mechanisms where organizational
buying decisions shape sustainability outcomes at scale. Future research should include empirical validation
of mechanism operation in specific industries, investigation of mechanism interactions, and longitudinal study
of industrial marketing-sustainability evolution.
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JOJATKOBA IHOOPMAILIA
DOIHAHCYBAHHS: Asropu He 0TPpUMYBaIN (DiHAHCYBAHHA [JIA IIHOTO JOCTIKEeHHS.
3AABA ITPO JOCTYIIHICTD JAHMUX: He 3acTocoByeTbes.
KOH®JIIKT IHTEPECIB: ABropu 3aABIAIOTE OPO BiICYTHICTH KOH(JIIKTY iHTEpECIB.
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Isi0 Iyn

acniparm Qaxyabmenyy mMeHeoHcMeHny
ma mMapKemuHzy

Hauyionanvrozo mexuiunozo yrigepcumemy
Yrpainu

«Kuiscvkuil nonimexuivHuli incmumym
imeni Tzopsa Cikopcvrozo»

MEXAHI3MU BNJIUBY
IHAYCTPIAJIbHOIO MAPKETUHTY HA
CTAJIU PO3BUTOK NIANPUEMCTB

AHoTauis. BcTyn. B3aEMO3B 30K MiX YPaBAIHHAM iHGYCTPIabHUM
MAPKeTUH20M Ta CTAIMM PO3BUTKOM MigrNPUEMCTB € OGHIEID 3 HaM-
BAX/IMBILLMX T4 HAWMEHL gOCAigxeHnx cep Cy4acHoi eKOHOMIYHOT
HayKu. Xo4a TeopeTnyHi OCHOBM 3B’A3KY MAPKETUHRY 3i CTiliKiCTIo Oy
LUMPOKO NMPOAHANI30BAHI, 3HAYHA MPORA/INHA 3A/IMLLIAETHCS LOGO TORO0,
AK MAPKEeTUH20BI NPAKTUKM NepPeTBOPIOITLCA HA BUMIPHI pe3yibTaTn
CTa/1020 PO3BUTKY.

Mera. CTaTTsa cnpssMoBaHa Ha obfpyHTYBAHHS §eB’ssTu OKpemux
MEexXAHI3MiB BININBY, Yepe3 AKi IHGYCTPia/bHUI MApKeTUH2 Crpuse
CTA0MY PO3BUTKY MIGNPUEMCTB, Ta N0OYJoBY KOMMIEKCHOI cMCTemu
MOKA3HMKIB /1Sl X BUMIPIOBAHHS.

Martepiann i metogu. [JocnigxeHHs BAKOPUCTOBYE TEOPETUYHMI
AHAAI3, CNUPAoYMCh HA HAYKOBI NPALi 3 yNpasiiHHA MAPKETUH20M,
KOprnopaT1BHOI COLianbHOI BignoBigaabHOCTI, Teopii IHHOBALN Ta BU-
MIPIOBAHHS CTiFIKOCTI. 3CTOCOBAHO MeXAHI3MOBMIA GHANITUYHWIA NigXig
g/191 BUSABJIEHHS TA ONUCY LSAXIB BIIMBY IHGYCTPIA/bHO20 MAPKETUHR2Y
HQ NOKA3HMKW CTINKOCTI, ONOBHEHWI KOHCTPYIOBAHHAM MOKA3HUKIB
30 eKO/I0214HOK, eKOHOMIYHOIO, COLIA/IbHOIO TA YMPAB/IIHCHKOK BUMIPAMM.

Pe3ynbTaty. BUsiBAEHO geB’siTb OKpeMuX MexaHiamiB BnBY: pyH-
KOBQ OpieHTaLif, CoLianbHA BigMOBIGA/IbHICTb, IHHOBALiMHMI BHECOK,
nobygoBa 6peHgy, COXMBYA OCBITA, MPOJyKTOBI iHHOBALii, eETH4He
YNPABAIHHA, KOMYHIKALS LIHHOCTel Ta gOB20CTPOKOBE M/1IAHYBAHHS.
[TobygoBaHO iHTe2POBAHY CHCTEMY MOKA3HMKIB, LLIO OXOMIKOE eKO0iY-
Hi, eKOHOMIYHI, COLiaIbHI, yNPABAIHCbKI Ta 2a/1y3eBi BUMIpW. K/to4oBi
pe3y/nbTaty CBIGUATb, L0 MAPKETUH20BA CTIKICTb i€ Yepe3 MHOXMHHI
B3QEMOMOB'A3AHI LWASXM — Big NPSIMUX BIIMBIB, TAKMX SIK pO3pO0OKa
CTIVIKMX IPOQYKTIB TA eK0/10219HA MAPKeTMH20BA KOMYHIKALid, go Herps-
MUX eeKTiB, BKIOUAI0UM MigBULLEHHS KaniTany 6peHgy Ta 3MiLHeHHs
goBipy 3aLiKaBleHnX CTOPIH.

[NepcriekTnsu. MepcrniekTuBy noganblumx gocaigxeHb BKIOYAIOTb
emMnipuyHy Banigawito MexaHiamiB y KOHKPETHUX 2ay39X, JOCTIgKeHHs
B3AEMOIii MiX MEXAHI3MAM Ta JIOH2ITIOgHE BMBYEHHS eBOJIOLLiT 383Ky
MK IHGYCTPIQ/IbHIM MApPKeTMH20M Td CTIfKICTio. Pamka noTpebye TecTy-
BAHHS! B PI3HOMAHITHWX 2a/1y3eBUX KOHTEKCTax, 0C06/MBO HA PUHKAX B2B
Ta B NPOMMUCIOBUX IAHLI02AX NOCTAYAHHSA TEXHOMORIYHUX KOPMOPALYA.

KntouoBi cnoBa: iHgycTpianbHWii MapKeTHe, YpasaiHHA MAapKe-
TUH20M, CTA/INI PO3BUTOK, MEXAHI3M BIJINBY, CUCTEMA MOKA3HUKIB,
CTIMKICTb MigNpUEMCTBA.
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