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Abstract. The article analyzes in detail the main aspects of promotional marketing in team
building. Team building is very important for marketing campaigns as it allows for the efficient
completion of tasks and the achievement of set goals. The main purpose of the article is based on
the evaluation of the effectiveness of marketing communications using the Yule model and the
creation of a framework for the business modeling of the brand, since having a ready-made
business model structure, one can describe the cost structure, which will reflect the key actions and
all resources for investment in brand development. The article summarizes the main advantages
and disadvantages of promotions and highlights the main consequences of the war for Ukrainian
brands. The main reason for team building is that marketing campaigns usually require work with
different specialists such as marketers, designers, copywriters, analysts, etc. Therefore, project
teams secure necessary communication and coordination between project participants to avoid
misunderstandings and ensure the successful implementation of the project. Moreover, project
teams can secure efficient management of resources such as time, budget, and other resources. This
is especially important for marketing campaigns since they often have limited resources and
shorter deadlines. Each team member contributes and performs specific tasks to achieve the
campaign goal. Team building is an essential element in the successful implementation of
marketing campaigns. It allows for efficient communication and coordination among project
participants, resource management, and the achievement of successful results. Effective
promotions can provide a company with a competitive advantage. This article discusses the main
types of promotions, such as advertising, discounts, gifts, contests, loyalty, etc. An important
aspect is choosing the right type of promotion depending on the target audience and the
company's marketing goals. The criteria for team building, including the abilities and skills of the
participants, leadership, communication, and collaboration, are also considered. The concept of
business management implies that the company's management should constantly work to improve
business processes, optimize the use of resources, and efficiently utilize personnel. In addition,
business management includes the development and implementation of the company's
development strategy, as well as control over its financial results.
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1. INTRODUCTION

Successful marketing IT projects require detailed planning, development, and implementation.
They also require knowledge of marketing and IT, as well as an understanding of customer needs
and market trends. Marketing project teams are groups of specialists who work together to
implement marketing projects and campaigns. These teams are usually made up of different
specialists with knowledge in different areas of marketing such as marketers, copywriters,
designers, web developers, analysts, etc.

Marketing project teams work on projects that may include launching new products,
conducting marketing research, creating advertising campaigns, developing brands, and many
others. The primary goal of these teams is to ensure the successful completion of projects within
budget and on time. Marketing project teams can be created internally for companies or hired as
external contractors. Either way, the success of these teams depends on how efficiently they can
work together to achieve common goals. Marketing project teams are an important element of any
company’s marketing strategy since they ensure the efficient implementation of projects and
campaigns. To achieve successful results, it is important to ensure efficient communication and
coordination among team members, as well as proper resource management.

2. THEORETICAL BACKGROUND

Promotional marketing (also known as direct marketing) is the type of marketing used to
stimulate sales by providing customers with hints, bonuses, or other incentives to purchase goods
and services. Researchers Apchel (2010), Dryomova (2010), Kitchenko and Prykhodko (2020),
T. Shevchenko and O. Shevchenko (2020) carry out studies in marketing.

In the literature, there are many studies dealing with promotional marketing. Some of them are
listed below:

e Direct Marketing: Strategy and Practice. The book describes various aspects of direct
marketing, including promotional marketing. The author considers various strategies, methods,
and tools used to create efficient promotional campaigns (Lu et al., 2013).

e Direct Marketing Strategies. The book is a comprehensive guide to direct marketing,
including promotional marketing. The author describes various methods and strategies used to
create efficient promotional campaigns (Cardarelli et al., 2006).

e Effective Direct Marketing. In the book, the author describes various aspects of direct
marketing, including promotional marketing. The author offers practical advice on how to develop
and realize efficient promotional campaigns (Chong et al., 2017).

3. RESEARCH OBJECTIVE, METHODOLOGY AND DATA

In the conditions of modern competition for consumers, producers of goods and services use
various methods to stimulate sales. Consumers try to reduce their expenses in times of financial
instability. Therefore, promotions gain popularity as they provide consumers with an opportunity
to make a good deal with less expenses.

Business Model Canvas is a universal business management concept. It focuses on design and
innovation. The Model represents all processes and strategies of business development with in-
depth efficiency evaluation. It describes the value offered by an organization to various customers
and shows the organization’s capacity, the list of partners necessary for creating, promoting, and
delivering the value to customers, and the capital relationships necessary for consistent revenue
streams. Business Model Canvas includes visualization, layout, and development of possible
scenarios and new ideas.
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When conducting promotions, special attention should be paid to target market segments
covered by the activity. For convenient tracking and quick processing of customer requests, it is
reasonable to use CRM systems (Dovhan et al., 2017). CRM systems are software products aimed
at automating and optimizing interaction with customers. The systems accumulate information
about customers and thus help managers by relieving them of routine tasks. The choice of a
particular CRM system depends on the specifics of the business and the functions placed on the
software.

The business model canvas consists of nine main components that best illustrate all the aspects
necessary for the development of the efficient entrepreneurial activity.

We determine the target segments of consumers that can provide the greatest income from the
sale of branded goods. They include all people (target audience by age, gender, and income) and
organizations for whom the value, products, and services are created.

A value proposition takes the central place in the concept and allows a company to address
customer problems by a proposition from a certain brand and by differentiating proposition by
customer segments. Overall, the business model canvas allows to develop personalized
propositions for certain groups of customers, without going into details that are prone to change.

Communication is an essential component of the promotion of goods, so it is very important to
determine the channels through which we will contact customers, starting from advertising and
ending with after-sales service.

Attracting new customers, keeping in touch with them, and keeping their interest — all this is
part of the component of relations with customers. Each new customer requires an individual
approach and special attention.

The most important component is the revenue stream, where all items are analyzed by
dividing them into groups. Thus, we determine what brings the company the greatest income and
what the least. It shows the company’s income.

The key resources show what is needed for a successful business, it can be people, finances,
equipment, and everything that allows to implement a business model.

The key activities show the types of work that should be accomplished by the company at a
very high level at all stages of its activity for a business model to function (Loiko et al., 2021).

Potential and available partners are the key partners the company cooperates with and cannot
function without (in logistics, marketing, finance, etc.).

A young brand should have the liquidity reserve for the release of at least two collections, from
designing and sewing the collections to marketing them. Every year, global fashion brands set
certain trends in color palettes, designs, fabrics, and prints. It is important to always pay attention
to the popularity of a certain lifestyle and behavior in society, use the opportunities of the trend to
the maximum, and cooperate with famous fashion designers. When creating the brand clothes, it is
necessary to find a point of differentiation by size, style, and needs for specific moments of use, as
this will allow companies to significantly differ from other producers and be memorable for
customers.

When the structure of the business model is ready, it is possible to determine the structure of
expenses with key actions and all the resources for investment in brand development and the
amount needed to launch a new start-up or a new clothing collection. The major cost items are
outlined, along with any factors that may impact their reduction. Figure 1 shows the business
model canvas (developed by the authors).

The business management concept is the system of approaches and strategies used for efficient
business management to achieve its goal and maximize income. The concept provides that the
management of a company should consistently work on improving business processes, optimizing
the use of resources, and efficient use of personnel. Moreover, business management includes the
development and implementation of corporate strategy and the control of financial results.
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A logically developed business model canvas allows to describe any business model while
understanding its material and technical basis. Launching and developing a brand must be

extraordinarily modern. High-quality fabrics and accessories must be used in the production of

clothes. The collections must be exclusive, ensuring the models” uniqueness and controlling high

quality.

It is important to find out how the war has affected Ukrainian designers (Fig. 2).
Almost every brand has experienced a decrease in sales and problems with partners and
logistics (32.1%). Some 34.5% are currently experiencing problems with fabric supply. 13% of the
brands have resorted to downsizing, i.e. people have lost their jobs. And only 6 % continue to
work without feeling the deep consequences of the war. The biggest loss for any brand is the loss
of demand for its products.

office;

M Taxes;

M Rent and maintenance of production facilities,

M Cost of materials;

M Packaging and delivery costs;

M Labor remuneration of the team;
M Marketing costs;

M Collection development costs;
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model;
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Fig. 1. Business model canvas for a clothing brand
Source: compiled based on (Kovalchuk, 2018; Kramskyi et al., 2021; Sodoma et al., 2021, 2021a, 2022)

Promotions help customers to become familiar with the company’s products and create

positive impressions of them. Companies also benefit from the use of these methods, as attracting
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customers increases the company’s income and market share. Promotions as a special type of sales
increase have a number of advantages and disadvantages, which are illustrated in Figure 3.
Disadvantages of promotions stem from the incompetence of the employees involved in the
organization and the implementation of these activities, so it is important that the process is
handled by professionals who can turn a promotion into an efficient instrument of influence on

customers.
32,1 19,2
5,5
15,9 59’ 1
12,6
48,7 23,7

34,4
M decreased wages M decreased output i transition to online work
M problems with fabrics M problems with partners B downsizing
B business relocation B no changes in work B problems with logistics

Fig. 2. Consequences of the war for Ukrainian brands
Source: developed by the authors

Fig. 3. Advantages and disadvantages of promotions
Source: compiled based on (Pidkaminnyy et al., 2021)



64 Ruslana Sodoma, Oleg Kovalchuk, Oksana Sadura, Nazariy Popadynets

In order to make promotions efficient, the objectives of promotions must be planned (long-
term (increasing sales, improving image, and attracting new customers) or short-term
(familiarizing customers with new products)). It is very important to choose the target audience
depending on the goals and characteristics of the customer and the company’s strategy. The sales
channels should be determined depending on the company’s budget, and the promotional
network should be chosen. To achieve the maximum effect of customer interest, promotions
should be selected and planned based on the peculiarities of sales outlets. It is necessary to
determine the mechanics of promotions realization since the success of a promotion depends on
the quality of its technical preparation. It is worth determining the duration of a promotion, the
quantity of promotional products, and the terms of their delivery and return.

The efficiency of promotions should be evaluated according to the following parameters:

— Sell-in — sales expressed at purchase price;

— Sell-out (off-take) — sales expressed at retail price;

— ROI - return on investment in promotions;

— Frequency (HH panel) — frequency of purchases based on the consumer panel data;

— Frequency (customer loyalty cards) — frequency of purchases based on the customer loyalty
cards;

— Loyalty (HH panel and customer loyalty cards) — the parameter is based on the consumer
panel data and customer loyalty cards;

— Number of checks containing the category;

— The size of the purchase containing the category in monetary terms.

The Yul model, the Vidal-Wolf model, the ADBUDG model, and the Danaher-Rust model are
used to evaluate the efficiency of marketing communications (Apchel, 2010). We use the Yul model
to calculate the optimal budget for a promotional campaign based on the marketing data of the
Staff brand.

Calculation formula:
N

)«
kO*K Nmax

By = P e« )

where N is the number of customers who will become the company’s regular customers;

Nmax is the number of potential customers;

k is the ratio of customers who have become regular customers to customers who will buy a
product or try a service;

ko is the ratio of customers who use the product to those who saw the advertisement;

P is the cost of one rating unit;

no is the number of rating units needed to cover the target audience.

The market consists of 135,000 people who buy the brand’s products (Ny,q,= 135,000). The main
objective of the promotional campaign is to attract 10,800 new potential customers (N = 10,800).

The ratio of customers who have become regular customers to customers who will buy a

product is 40% (k = 0.4, so% = 27,000). The ratio of customers who use the product to those who
saw the advertisement is 25% (ko = 0.25, so % = 108,000).
0*

Therefore, the promotion should ensure coverage of 80% of potential customers — (klk) *
0*

(N::ax) =0.8

Conventionally, 10 conditional promotion units (n, = 10) are needed to cover 100% of

potential customers, so 8 promotion units are needed for 80% coverage (n, * (k 11() * (NN ) = 8).
o* max
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One promotion unit costs UAH 20,460 (p=20,460). Therefore, the total budget of the

promotional campaign is calculated by the formula:
N

1
ko * K) =

Hence, E,=UAH 163,680. Having calculated the annual budget, we can determine that the
monthly budget will be UAH 13,640.

The Yul method helps calculate the optimal budget, but it has its advantages and
disadvantages. The advantages include the consideration of the requirements to money costs and
the number of potential and regular customers (calculated as a percentage). The disadvantage is
the visualization of the whole market segment by managers.

It allows us to identify the peculiarities of promotions and improve the scientific conceptual
framework. Based on the Yul method, the efficiency of the promotional campaign and the
correctness of the calculated optimal budget are verified.

To confirm the materials, we use one of the simplest forecasting methods - linear

Ea=P*n0*<

extrapolation. A linear equation is useful when one parameter, for example, sales of goods and
services, increases or decreases proportionally with the increase of another parameter, in this case
— time.

The least squares method is used to calculate the parameters of a line. The method provides
that the sum of the squared differences between the actual and the predicted values of the
dynamic series is the least. Table 1 presents the calculation techniques.

Tab. 1.
Company’s sales in 2018-2022 (last 5 years)
Year Serial number of Sales, Calculated parameters
the year (t) in thousands UAH (y) 2 y*t
2018 1 2 1 2.46
2019 2 2.74 4 5.48
2020 3 3.07 9 9.21
2021 4 3.4 16 13.6
2022 5 3.69 25 18.45
Total 15 15.36 55 49.2
Mean value 3 3.072 X X

The parameters of the linear equation y = a0 + a1t are calculated by the formulas:
a, = Ymean — a1t
a, = Z(ty) — NbneanYmean
Z t? — ntrznean
where v is the sales of goods and services in thousand UAH;
t is the serial number of the year;
ao, ai are equation parameters;

n is the number of years in the dynamic series (in this case, n =5).

We put the values calculated in Table 1 into the formulas:

49.2—5+3+3.072
a, =———=0.31
1 55-5%9

a,=3.072—-0.31*3 = 2.14
So the linear equation is the following;:
y= ap+at
y =214+ 031t
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The forecast of goods and services realization by this equation shows that in the next years, it
will be:

in 2023:

y.=2.14 + 0.31 * 6 = 4 thousand UAH;

in 2024.

y,=2.14 + 0.31 % 7 = 4.31 thousand UAH;
in 2025:

ys=2.14 + 0.31 x 8 = 4.62 thousand UAH.

The trend can be continued until the base period is 1.5 - 2 times longer than the forecast period.
For instance, if the dynamic series covers 5 years, the forecast can be made only for 1, 2, or 3 years.
Marketing IT projects are projects that combine marketing and IT strategies to achieve a certain
goal in marketing. The main objectives of marketing IT projects include increasing sales,
improving brand image, enhancing customer loyalty, boosting brand recognition, etc.

Some examples of marketing IT projects include:

» Website creation and optimization to increase conversion and improve user experience. Use
of social media to attract and retain customers.

+ Implementing a CRM system to improve the efficiency of customer service and sales
management.

* Use of e-commerce instruments to increase sales and improve the purchase process for
customers.

* Development and introduction of a mobile app to facilitate communication with customers
and improve the ease of use of services.

4. CONCLUSION

Team building is an important stage in the implementation of marketing IT projects.
Successful project implementation requires a variety of skills, including marketing and IT
expertise, project management, analytics, design, and development.

The main steps of team building are:

1. Determining the project goals and tasks: before building a team, it is necessary to identify
the project goals and tasks. This will help determine what skills are needed to complete the project
and how many people a team should consist of.

2. Choosing the project manager: project managers must have experience in project
management and know how to lead a team. They must be experts in marketing and IT, have
communication skills, and be ready to solve a problem.

3. Selecting the project team: selecting the project team is an important stage in team building.
Each team member must have relevant skills and experience to perform their role in the project. It
is important to take into account the fact that each team member must be sociable and know how
to work in a team.

4. Establishing communication channels: communication is the key element for the successful
implementation of a marketing project. Efficient communication channels must be established
between the team members and the team leader.

The business management concept involves the use of various tools such as business planning,
marketing research, financial analysis, etc. to improve the efficiency of corporate management.
Overall, the business management concept is an important element in the success of any company
as it helps the company’s managers to ensure efficient resource management.
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Cogoma Pycaana, Kosaapuyk Oazer, Cagypa Oxcana, ITomagunens Hasapiii. ITpomoakuii Ta ¢popmysaHH:
IPOEKTHUX KOMaH/ A4S MapKeTUMHIOBMX KammaHin. JKypuaa Ilpuxapnamcoxozo ynisepcumeny imeni Bacurs
Cmeganuxa, 10 (2) (2023), 59-68.

Y crarTi geTaapHO IIpoOaHaAiOBaHO OCHOBHI acIeKTV ITPOMOAKIIIHOTO MapKeTHHIy Ipu (pOpMyBaHHi
INPOEKTHUX KOMaH/. POpMyBaHH: IPOEKTHUX KOMaH/ € Ay’Ke BaXKAMBUM AAs MapKeTUMHIOBUX KaMIIaHilA,
OCKiABKI Ile A03B0As€ e(peKTUBHO BUKOHYBATM 3aBAaHH: i AocCsAraTH IOCTaBAeHuUX Iiizeri. OcHOBHa MeTa
craTTi Oa3ye€Thcsl Ha IIpOBeJeHHI OLIHKM e(eKTMBHOCTI MapKeTMHIOBUX KOMYHIKAIlill BUKOPUCTOBYIOTH
Mogeab [Oaa Ta cTBOpeHHI KaHBM Oi3Hec-MoOJeAlOBaHH:A OpeHAY, aj>Xe Malodl TOTOBY CTPYKTypy OisHec-
MoJeAai, MOXXHa OMNCaTM CTPYKTypy BUTpAT, Je BigoOpakaTMMYThCsl KAIOUOBi Ail Ta yci pecypcn Aad
iHBeCTyBaHHs B pO3BUTOK OpeHJy. Y3araabHEHO OCHOBHI IlepeBar Ta HeJOAiKM IIPOMOAaKIili Ta
BIIOKpPEeMAEHO OCHOBHI HacAiAKM BilfHU A4 yKpalHCbKMX OpeHAis. OCHOBHa MpMYMHA CTBOPEHHS ITPOEKTHIX
KOMaH/ IIoAsTa€ B TOMY, IO MapKeTMHIOBi KaMMaHil 3a3Buyaill BMMaraioTb poOOTM 3 Pi3HUMU
criertiazictaMy, TaKMMM SIK MapKeTOAOTH, Au3alHepH, KoHipaliTepy, aHaAiTuku Ta iHmri. Takum umHOM,
IIPOEKTHI KOMaHAM 3a0e3IeuyloTh HeoOXigHy KOMYHIKaIil0 Ta KOOPAMHAINIO MiX y4aCHMKAMU IPOEKTY,
o0 YHUKHYTM HeIlOpO3yMiHb Ta 3a0e3leumTy YCIImHy peadisaniio mpoexry. Kpim Toro, mpoextHi
KOMaHAM MOXYTb 3a0earedntn eeKTUBHE YIIpaBAiHHA pecypcaMly, TaKUMM K 4Yac, O0AXeT Ta i
pecypcu. Lle 0co641MBO Ba>kAUBO AAs MapKeTMHIOBUX KaMIIaHill, OCKiAbKM BOHM 4acTO MalOTh OOMe KeHi
pecypcu Ta KOPOTKi TepMmiHM BUKOHaHH:A. KoXkeH 4ieH KOMaHAM BHOCUTD CBilf BHECOK Ta BMKOHYE II€BHi
3aBJaHHs AAsl AOCATHEHH: MeTu KamilaHii. @OpMyBaHHs HPOEKTHUX KOMaH/ € BaKAUBUM €1eMEeHTOM
yCIIIHOI peasizanii MapkeTuHrosux Kammauii. Lle gosBoase sabesmeunty edpeKTUBHY KOMYHiKaIlilo Ta
KOOpAMHALIII0 MiX y4aCHMKaMM IPOEKTy, YIIpaBAATU pecypcaMM Ta AOCATaTH YCIIIIHMX Pe3yAbTarTib.
EdexTuBHi 1poMoaxiiii MOXyTh 3a0e3I1eunTy KOHKYPEHTHY IlepeBary KOMIaHii. Y gaHiil crarTi posrasuyTi
OCHOBHI BV ITPOMOAKIIili, Taki K peKaaMa, 3HVKKM, IOAapyHKH, KOHKYPCH, A0AABHICTD TOIIO. Baxkansum
acreKToM € BuOip BiAITOBiAHOTO BMAY IIPOMOAKIIii 3a1€>KHO BiJ I1iAbOBOI ayAUTOpii Ta MapKeTMHTOBUX IIidell
koMItaHii. TakoX posrasHyTi Kpurepii ¢QopMyBaHHSI IIPOEKTHOI KOMaHAY, BKAIOYAlOuM 3AaTHOCTI Ta
HaBUYKM YYaCHUKIB, AizepcTBO, KOMYHIKaIliIo Ta crispallio. Konuenis yrapasainss 6isHecoM nepeadadae,
IO KepiBHMIITBO MiAINPMEMCTBAa TNOBMHHE IIOCTIfHO HpallioBaTi HaJj, YAOCKOHAaJeHHs M OisHec-IIpoliecis,
ONTUMI3aIli€l0 BUKOPUCTAHHA pecypcis Ta e(eKTUBHUM BUKOPUCTaHHsAM mepcoHaay. Kpim Toro,
ynpaBainHa OizHecoM BKAlOua€ B ceOe po3poOKy Ta peaisallilo cTparerii pO3BUTKY KOMIIaHii, a TaKOX
KOHTPOAb 3a i piHaHCOBMMM pe3yAbTaTaMU.

Karo4osi caosa: ynpasainns IT mpoekramu, MapKeTHHIOBI KaMITaHil, pOpMyBaHHs IIPOEKTHIX KOMaHJ,
PO3BUTOK HiATIpMEMCTBA.
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