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ABTOpH CTaTTi JalOTh PEKOMEH/AIIIT 100 PO3BUTKY MOPCHKOI TOPTIiBIIi B PETiOHATBHOMY
acriekTi. BoHM Haronomryoth Ha HEOOXIZHOCTI TOANBIIOr0 BJIOCKOHAJICHHS 1HPPACTPYKTYpH
TIOpTIiB, CTUMYJTIOBaHHI iHHOBAIlill Ta MpUBa0OIeHH] iHO3eMHHX iHBecTHIiH. Ha 0cHOBI mpoBeneHoro
aHaJi3y aBTOPH HANAOTh PEKOMEHIAIIT MO0 PO3BUTKY MOPCHKOI TOPTiBJi B perioHax YKpaiHu,
BPaxOBYIOUM TJIOOAJbHI TCHACHINI Ta HACTIAKA IMOBHOMACIITAOHOIO BICHKOBOTO BTOPIHEHHS.
BoHu akneHTyroTh yBary Ha motpeOi MiATPHUMKH iHHOBAIiH, CTBOPEHHI CTIHKOrO €KOJOTIYHOIrO
CepelloBUIIa, PO3IIMPEHHI TOPrOBEILHUX MAapUIPYTIB Ta MApTHEPCTBI 3 IHINMMM KpaiHaMH Ta
MDKHapOIHUMH OpTaHI3allisMH.

Kniouosi cnosa: mopcoka mopeiens, eKOHOMIKA, pe2ioH, PUHOK MOPCbKOI mMop2i6i,
pecionanvra inmezpayis/
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AND MARKETING INSTRUMENTS

Abstract. The article deals with the topical issues of attracting consumers through
conversion Abstract. The article deals with the topical issues of attracting consumers through
conversion funnels. Funnels are modern tools that are widely used in marketing and sales and
allow us to track and analyze the steps that customers take on the way to a purchase. With the
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help of funnels, we can determine at which stage customers most often abandon a purchase and
develop a strategy to increase the conversion. Funnels allow to identify weak points in the sales
process and improve it, which leads to an increase of the company’s profit.

The article discusses the stages of the conversion funnel and its features in marketing
and sales. Special attention is paid to the functioning of conversion funnels in e-commerce. The
article also discusses methods of improving the conversion funnels, such as: modern
information technologies, optimization of forms, personalization of communication with the
consumers, and others.

The behavior of the consumer at different stages of the conversion funnel was analyzed,
as well as the factors that could reduce the effectiveness of the funnel. Recommendations are
offered to improve the efficiency of using the conversion funnels in marketing and sales.

Keywords: buyer, purchase decision, conversion funnel, AIDA model, content, e-commerce.

Introduction. Sales promotion has always been an important part of
marketing. The role of sales promotion in marketing is to grab the attention of
potential buyers and convince them to make a purchase. To do this, there are
the following traditional methods: advertising, promotions, loyalty programs,
cross-selling (offering additional goods or services to customers who have
already made a purchase), offering free samples, remote customer service
contact centers, service centers, etc. Sales promotion methods are constantly
evolving and changing in accordance with changing market and consumer
needs. For example, in recent years, more and more attention has been paid to
Internet marketing and social networks. New technologies have also emerged,
such as mobile apps and chatbots, that help improve customer interactions and
increase sales. But all methods of sales promotion require an answer to the
question: "How to lead the buyer to take action, i.e. purchases?" — and that is
what conversion funnels are for.

A conversion funnel is a tool that allows you to track how many people
who received the introductory information took the targeted action. The target
can be any action that meets the marketing goals of the company — registering
on the site, requesting a call back or consultation, subscribing to the newsletter,
downloading promotional materials, purchasing, etc. But if we are talking
about a sales funnel, the target action is a purchase.

Analysis of recent research and publications. The issues of sales
promotion and the use of sales funnels in their work were considered by such
domestic and foreign scientists as: F. Kotler, J. Bowen, J. Makenz, S. Beheshti,
N. Borozdina, I. Lytovchenko, E. Malikova, O. Maslov, E. Mironova,
I. Sapitskaya, M. Morozova, M. Oklander, N. Shimin etc. Still, the research of
sales marketing is a relevant scientific issue, since it allows you to analyze the
movement of the buyer at all stages of the sales process: from the first contact
to the conclusion of a transaction in order to optimize the sales process and
increase the number of transactions (Lytovchenko, 2008; Maslov, 2019).

The purpose of the article is to investigate features of marketing and
sales funnels and to develop recommendations for their efficiency increasing.

Formulation of the main material. The history of the conversion funnel
is connected with the development of Internet marketing and E-commerce. In
the early 2000°, companies began to actively use the Internet to sell their goods
and services. However, they faced a problem — many site visitors did not make
purchases, but simply left the site. To solve this problem, a conversion funnel
model was developed, which helped companies optimize their website and
increase sales. Since then, the conversion funnel has become a widely used
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model in marketing and sales that helps companies optimize their business and
increase the effectiveness of their marketing campaigns.

A conversion funnel is a model that maps the path a potential customer
takes from first contact with a product or service to the completion of a
purchase. It includes several stages, such as familiarization with the product,
interest, desire, action, etc.

But the history of its origin began much earlier, when in 1898, the
American Elias St. Elmo Lewis introduced the new term "consumer funnel" —
advertising that should grab the users attention to interest them, and then
convince that the product is needed and persuade to buy. Later in 1921, this
approach became known as AIDA model: Attention — Interest — Desire —
Action. Since the 1960° the AIDA principle began to be portrayed
schematically in the form of a funnel, and synonyms arose: shopping funnel,
customer funnel, marketing funnel, sales funnel (https://www.abtasty.com/;
Mazar, 2023, Yankulov, 2022).

At the first stage (attracting attention), a potential client must notice a
product or service. This can be achieved through the use of bright advertising,
attractive design, etc. Psychologically, this is due to the fact that people usually
pay attention to something new and unusual.

At the second stage (interest), a potential client begins to be interested in
a product or service. This can be achieved by providing information about a
product or service that will be of interest to the customer. Psychologically, this
is due to the fact that people are usually interested in what is relevant to their
needs and desires.

At the third stage (desire), a potential customer begins to desire the
product or service. This can be achieved by providing information on how the
product or service can meet their needs and desires. Psychologically, this is due
to the fact that people usually want what is relevant to their needs and desires.

At the fourth stage (action), the potential client makes a purchase. This
can be achieved by providing convenient ways to purchase and pay, as well as
by providing information on how the product or service can be used.
Psychologically, this is because people usually make a purchase when they see
that a product or service can help them meet their needs and desires.

Modern versions of AIDA include additional components: satisfaction —
AIDAS; confidence — AIDCAS. However, it remains the most common the
classic folding sales funnel model of four segments: cold contact (engagement
the attention), interest, conviction and purchase (Maslov, 2019; Lytovchenko,
2008). The AIDA model helps break down the sales process into four stages
and determine what marketing and sales activities are required at each stage to
successfully close the deal.

Advantages of the AIDA model are:

— Helps to structure the sales process and determine the necessary actions
at each stage;

— Takes into account the psychological characteristics of consumers and
their behavior when making a purchase decision;

— Allows you to create an effective marketing and sales strategy aimed at
converting potential customers into real customers.

Disadvantages of the AIDA model are:

— The model is focused on only one side of communication (from the
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seller to the buyer), not taking into account the possibility of feedback and
interaction with a potential client;

— Does not take into account the individual characteristics of each
potential client, which can lead to ineffective sales strategy;

— The model does not take into account the influence of competitors on
the sales process.

The conversion funnel is a generalized algorithm based on which the
Customer Journey Map is built. Marketing efforts and tools are directed to
ensure that the funnel is effective and leads to the targeted action. But the way
a buyer goes through each stage of the funnel is also influenced by individual
psychological characteristics.

Consumer behavior is influenced by the following factors:

1) Personal. Whatever the needs of the customers, they acquires the
product based on his lifestyle at the moment. The lifestyle can be attributed to
its primary values, interests, outlook on life and personal preferences. This also
includes the type of personality and character of a person, that is, how self-
confident he is, how he puts himself in society, what level of self-confidence
he has, and others. It is also worth considering how a person relates to himself
and to which social class he belongs:

2) Social. Human is a social being, so is somehow influenced by the
people around. This may be a primary social circle, such as family and close
friends, or a secondary one, such as work colleagues or hobby groups.

At the same time, social influence can be of several types:

— Normative, which is based on certain rules, orders and penalties;

— Value-oriented, which involves accepting the values and beliefs of a
group of people;

— Informational, in which there is an exchange of data and experience;

— Social, which implies the participation of a person in the life of a
community;

— Status, in which the realization of certain needs and desires can be
limited if a person does not have the necessary level of influence within the
group.

3) Psychological. These factors are built on the basis of personal
experience and emerging emotions and feelings about it. For example, one of
the factors is learning, in which the user learns different skills in relation to a
product or service. Based on this, attitudes will be formed not only towards
certain goods and services, but also towards the brand, brand of goods or
manufacturer, and the attitude is very difficult to change if it has already been
formed.

When working with customers, it is worth considering who, how and
how much can influence his final decision to buy from the side. This point also
includes the perception of the product, built on the basis of the meaning that a
person reads in advertising or from other sources of information.

Steps of rational decision making are:

1) Definition of need. A person realizes that he needs to buy something
in order to satisfy his need;

2) Market research and selection of the optimal product. A person
conducts market research, compares prices, quality and other parameters of
products in order to choose the best option;
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3) Assessment of risks and benefits. A person analyzes the possible risks
and benefits of purchasing a product in order to make a purchasing decision;

4) Making a purchase decision. A person makes a decision to purchase a
product based on the analysis.

Steps of emotional decision making are:

1) The emergence of an emotional need. A person feels an emotional
need to buy a product, such as a desire to please themselves or others.

2) Intuitive product selection. A person chooses a product based on their
emotions and intuition, without conducting a detailed market analysis.

3) Confirmation of the decision. The person is looking for confirmation
of their decision, for example, reading reviews or asking the opinion of friends.

4) Making a purchase decision. A person makes a decision to buy a
product based on their emotions and beliefs.

Depending on the product or service that the company is promoting and
the target audience, AIDA model can be adapted to take into account relevant
factors, including the emotional aspect of decision-making or the rational
evaluation of the benefits of the product. It should be noted that the AIDA
model is only a tool for analyzing consumer behavior and cannot take into
account all the factors influencing their decision making.

To increase the effectiveness of the AIDA model, the following
recommendations can be added to usual company’s activity (Table 1):

— Consider the characteristics of the target audience;

— Include feedback and interaction with a potential client in the sales
strategy;

— Analyze competitors and take into account their influence;

— Use modern technologies and tools such as CRM, Data Mining,
artificial intelligence.

Table 1
Action plan for AIDA model

AIDA level

Customer’s actions

Company’s actions

Attention

Surfe the Internet or seek a
solution to a specific problem
or answer to the question

and
create

Use content marketing
brand communications,
high-level awareness ads

Interest

Discover the solution which
company provides, check if
company’s offer corresponds
the needs

Conduct user testing to optimize
the web-site, make content,
which  brings solutions to
customers needs

Desire

Go to company’s E-shop,
compare the goods, load the
manuals

Modify  content to  keep
customer interested and stay on
the web-site

Action

Send request on call-back or

Keep customer and provide to

consultation or make order | order / payment page

(purchase)

Source: created by authors based on (Sellers, 2021)

The AIDA framework has limitations as it does not consider non-linear
buyer journeys, impulse purchases or short sales cycles, and is only a small
part of a holistic business strategy. Focusing on one AIDA element per
marketing tactic may not be effective, and the framework may be too simplistic
for more involved or nuanced buying decisions. Other models, like the
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flywheel, may be more appropriate for a holistic business strategy (Sellers,
2021; Galushko, 2019).

It is also worth considering that not all customers reach the end of the
funnel and can fall off at any stage. Average conversion ratio for E-commerce
is 1-4 %. To successfully work with a funnel, company needs to constantly
analyze its effectiveness and make adjustments to the marketing activity.

The development of artificial intelligence and its application in software
products using the AIDA model (CRM systems) will significantly increase the
efficiency of conversion funnels due to a more client-oriented approach. In our
opinion, artificial intelligence will be able to solve the following tasks in
conversion funnels:

1) Data mining about potential customers. To collect data about potential
customers, you can use tools such as web analytics, social networks, CRM
systems, etc. The data can be collected using machine learning algorithms that
can automatically process large amounts of information and highlight the most
significant indicators, such as behavioral factors, customer interests and needs.

2) Personalization of communication with potential customers. To
personalize communication with potential customers, you can use machine
learning methods that allow you to automatically analyze customer data and
determine their needs and preferences. Based on this data, you can create
personalized messages and offers that increase the likelihood of converting into
real buyers.

3) Automatic management and optimization of the sales process. To
automatically manage and optimize the sales process, you can use the
following tools: automatic systems for sending messages and offers, as well as
machine learning algorithms that allow you to automatically determine the
most effective sales strategies and optimize the sales process.

4) Analysis of the effectiveness of each stage of the sales funnel. To
analyze the effectiveness of each stage of the sales funnel, you can use both big
data analysis, statistical methods and machine learning.

5) Forecasting sales results. To predict sales results, you can use machine
learning methods that allow you to analyze large amounts of data and
determine the most likely sales results. This data can be used to optimize the
sales strategy and improve the efficiency of the sales process.

Conclusions. The AIDA model helps to structure the sales process and
takes into account the psychological characteristics of the target audience, but
does not take into account the individual characteristics of each potential client
and the influence of competitors on the sales process. In general, for successful
marketing and sales activity, it is necessary to take into account all the factors
that affect consumer behavior, and use the appropriate tools and methods to
achieve maximum results. AIDA model needs to be adapted to take into
account relevant factors, including the emotional aspect of decision making or
the rational evaluation of product benefits

The development of artificial intelligence can significantly increase the
effectiveness of conversion funnels through a more customer-centric approach.
To successfully work with a company's funnel, it is necessary to constantly
analyze its effectiveness and make adjustments to marketing activity.
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Oaena 'AJIYHIKO,
€rreniss KOBAJIEHKO-MAPYEHKOBA, Myprta3 KBIPKBASL

BOPOHKM KOHBEPCII IK IHCTPYMEHTH
MNPOIAKIB TA MAPKETHUHI'Y

AHorania. CtaTTs NpUCBSYEHA aKTYaJbHUM IHTAHHSIM 3aTy4eHHs CIIOKHBAYiB depes3
BOPOHKH KOHBepCii. BOpoHKH € cydacHHUMHU IHCTpYMEHTaMH, SIKi ITUPOKO BUKOPUCTOBYIOTHCS B
MapKeTHHTY 1 Mpoja)xkax Ta JO3BOJISIOTH BiJCTINKOBYBATH 1 aHaTi3yBaTH KPOKH, SIKi KIIEHTH
POOMATH HA NUIAXY A0 MOKYNKH. 32 JOMOMOTOK BOPOHOK MOXKHA BU3HAYUTH, HA SKOMY €Tami
KJIIEHTH HaluacTille BiJMOBIISIOTHCS BiJl MOKYIKH, 1 PO3pOOMTH CTpaTerito Juisi 301MbIICHHS
KoHBepcii. BOpOHKM 03BONSIOTH BUABUTH CIIa0Ki Miclsl B MPOLECI MPOAaXy Ta IMOKPAIIUTH
Horo, 110 MPU3BOIUTE 10 301IbIIEHHST TPUOYTKY KOMIIaHii.

B crarti po3risiHyTO eranmM BOPOHKM KOHBepcii Ta ii OCOONMBOCTI y MapKETHHTY i
nponaxax. OcoONUBY yBary npuaiieHo (YHKIIIOHYBAaHHIO BOPOHOK KOHBEPCIl B €ICKTPOHHIN
komepiii. Takoxk B cTaTTi 0OrOBOPIOIOTHCS METONU YAOCKOHAJIEHHS! BOPOHOK KOHBEpCii, Taki
SIK: BUKOPHCTaHHS Cy4acHHX 1H(opMauiiHUX TEXHOJIOTiH, onTuMizalist Gpopm, nepcoHaizaris
KOMYHIKaIlil 3 KIIIEHTOM, Ta IHIII.

[IpoaHnainizoBaHO MOBENIHKY CIIOXKMBa4a Ha PI3HUX €Tanax BOPOHKU KOHBEPCIi, a TAKOXK
(akTopH, SKi MOXYTh 3HIDKYBaTH €(QEKTHBHICTh BOPOHKH. 3alpONOHOBAHO PEKOMEHIAIl
IIOJ0 IiJBHIIECHHS e(QEKTUBHOCTI BHKOPUCTAHHS BOPOHOK KOHBEpCii B MapKETHHTY 1
npoJakax.

Knrouosi cnosa: noxyneynv, piwients npo nokynky, 60poxka Komeepcii, modenv AIDA,
KOHMEHM, eNeKmMpPOHHA KOMePYis.
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