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The globalization of economic development, the expansion of digitalization processes, the
transformation of marketing channels for the promotion of goods and services, as well as the
peculiarities of enterprises is gaining new relevance. From this perspective, digital omnichannel
strategies can potentially drive the growth of traditional economic performance and ensure the
competitiveness of businesses. The article considers the theoretical basis for the implementation of
omnichannel strategies for the development of the green competitiveness of enterprises. The authors
summarized the existing scientific and applied experience in the implementation of omnichannel
strategies. With the help of the Google Trends toolkit, a trend analysis was conducted, which outlined the
scientific interest and interest of the business community. The results of trend analysis showed a gradual
increase in interest in the search for and implementation of optimal ways of communication in marketing
for the development of green competitiveness. In terms of interest, the leading countries are Germany,
France, Canada and the United States. In addition to the existing ones, the following criteria are
proposed, which reflect the degree of unification of marketing communication channels for the formation
of green competitiveness of enterprises: differentiation of communication channels; absence of
stakeholders losses when changing the communication channel; taking into account the experience of
stakeholders in each iteration of communication with him; convergence of traditional and digital
channels of development of green competitiveness of enterprises; use of brand identity in communication
with stakeholders; personalization of stakeholders. The obtained results of the analysis and their
graphical interpretation are relevant and form the basis for a better understanding of the problems of the
omnichannel approach and search for promising ways to implement it in the formation of green
competitiveness of enterprises.
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Introduction. Omnichannel marketing is characterizing by the ability for consumers of
goods and services to use the full range of marketing communication channels for a constant
continuous opportunity for users to receive relevant information about goods and services and
make purchases. Omnichannel marketing communications occupy a leading position among
powerful corporations and become a new norm for the promotion of goods and services of
enterprises. The relevance of this issue is confirmed by the presence of close links between the
categories of omnichannel and marketing strategies. The transformation of marketing
promotion channels is gaining new relevance since the beginning of the XXI century from the
point of view that digital omnichannel strategies can potentially increase the efficiency of
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business efficiency and resource savings.

Problem statement. Construction of theoretical bases of implementation of the omnichannel
approach at formation of green competitiveness of the enterprises demands, first of all, research
and formation of its terminological basis. Omnichannel strategies and models are discussed in
detail in the works of such scientists as Van Bruggen, Verhoef P., Kannan P. K., InmanJ.,
Carroll D., Rangaswami A., Van Bruggen G., Stickdorn M., Hunka A., Laaksonen. M., Beck N.,
Rigl D., Chopra S., Avery D., Stinburg T., Dayton D. and others.

Using of the term "plurality of channels" was first used in 2010 by Van Bruggen, who
stressed the need to increase the use of technology and information flows [6]. Verhoeff P.,
Cannan P.K., Inman J. [16] define omnichannel strategies as synergistic simultaneous
management of multilateral communication channels and customer interaction points by when
the experience and expectations of consumers through promotion channels are optimized. J. Vay
and D. Serolini [15] note that omnichannel marketing strategies can transform the consumer
experience, while creating synergies between the consumer and the brand.

However, the question of the level of elaboration of the problems of the omnichannel
approach to the formation of green competitiveness of enterprises in the scientific works of
domestic scientists remains insufficiently researched.

The purpose of the research is formation of the terminological basis for the implementation
of omnichannel strategies to promote green competitiveness.

Results of the research. The concept of omnichannel marketing strategies are provided
exclusively by a combination of online and offline tools, which necessitates the digitalization
of commercial processes [14]. In the United States, for example, about 300 million people
access the Internet, on average, through 4 different devices. Thus, the search query
"omnichannel marketing" identified the appropriate level of interest, which is characterized by
a growing trend [10, 13]. The vertical axis indicates the level of interest in the relevant topic in
relation to the highest rate for a particular region and time period.

Using the Google Trends toolkit allows you to track relevant trends for specific
categories (Fig. 1).
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Figure 1. Dynamics of popularity of search queries of the category "omnichannel
marketing"
Source: created by the authors on the base of Google Trends.
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The level of 100 points characterizes the highest level of popularity of the query. In this
case, 0 points means a location for which there is insufficient data for this query.

In addition, the Google Trends toolkit allows you to explore the geographical location of
relevant search queries. The study results show that the category of "omnichannel marketing"
is the most widely used in the scientific field in Canada, the USA, Germany,
Australia (Fig. 2).

g

Figure 2. Map of the request intensity for "omnichannel marketing" in the world in the
scientific field
Sources: created by the authors with the help of Google Trends.

As for the business sphere, the popularity distribution of the relevant search category has a
slightly different structure (Fig. 3). The “omnichannel marketing” category is most used in
Germany, Belgium, Brazil, and Finland.

Figure 3. Map of the request intensity for definition " omnichannel marketing" in the world in
the business sphere
Sources: created by the authors with the help of Google Trends.

In these cases, the maximum number of points (100) means that the location with the
highest share of popularity of the query, and the lack of information about the selected
category is characterized by zero level and no markings on the map.

In addition, these tools allow you to highlight the level of popularity of the category for
each country separately (Fig. 4).
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Figure 4. Level of interest in the category of "omnichannel marketing"
in some countries, (%)
Source: created by the authors with the help of Google Trends.

The data presented in Figure 5 show the popularity of the category of "omnichannel
marketing” in developed countries, as evidenced by the high percentage of inquiries (the
highest is for Germany — 96 %).

The actualization of the expansion of using the omnichannel marketing strategies is also
justified by the emergence of new platforms and a significant number of international reports
on the feasibility and effectiveness of their use.

In 2008, the digital platform BrigthPerl Report was created to support the responsiveness
of retailers and wholesalers who seek to optimize sales of goods and services, respond quickly
to changing consumer expectations and respond quickly to changing market conditions.
Brightpearl is a powerful and simple retail management system that helps retailers and
wholesalers expand and compete with larger competitors by streamlining sales and supply, has
offices in the US and the UK and is used by more than 1.200 retailers worldwide.

Thus, according to the digital operations platform Brigth Perl Report, the global spread of
marketing omnichannel strategies is accompanied by the following trends, the practical
implementation of which will promote green competitiveness of enterprises:

1. Today, more than 90 % of retailers are using omnichannel strategies, which has doubled
compared to 2015 [8].

2. The most effective retail growth strategies include omnichannel and other strategies that
are closely related to it. The main key initiatives for retail trade are [1, 3, 10]: ensuring
transparency, competitive differentiation, implementation of an effective omnichannel
strategy, implementation of new sales channels and markets.

3. A significant number of retailers and brands seek to improve their marketing strategies.
For example, it is proposed to use modern digital software, which helps to implement an API
service aimed at creating a software interface to optimize the operation of software
applications.

4. Practical implementation of marketing omnichannel strategies provides the following:
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— the possibility of introducing differentiated methods of implementing agreements with
clients [4];

— ensuring uninterrupted and consistent interaction with customers through all
communication channels;

Omnichannel marketing is also aimed at consumers who make conversions through
various communication channels. This trend usually characterizes green consumers, and the
possibility of combination and transmission through communication channels will provide
green conversion of consumers.

5. The main result of the successful implementation of omnichannel marketing is the
provision of better customer service. Thus, according to estimates [5, 7] in 70 %, the
implementation of these approaches is accompanied by an increase in sales and an increase in
the level of differentiation of channels for the promotion of goods and services among
competitors.

According to the results of evaluating the effectiveness of omnichannel marketing
strategies in most cases, the main attention is paid to access to relevant data on customer
behaviour in real-time to inform marketing and advertising campaigns. In addition, for top
managers of companies that position themselves in the market as "green", omnichannel
marketing strategies can mean entering new markets, creating optimal pricing solutions and
informing about new green goods and services, modern innovative solutions [11, 12].

The formation of omnichannel marketing includes the following approaches:

1) Multi-channel retail: a multi-channel communication program is used; consists of
channels that are independent; each channel competes against others for sales and customer
loyalty; product range, pricing, brands; advertising appeals differ by channels.

2) Standardized approach: use of corporate symbols (logo, colour, font); uniform cross-
channel presentation of information about goods; limited degree of integration of
communication channels; marketing strategies for different communication channels may
differ.

3) General approach: standard policy of promotion and obtaining information about the
client; complex execution of orders; standardized policy of purchase and return of goods; the
need for a single search tool to confirm the purchase, price, etc.

4) Omnichannel approach: integrated tools and programs of interaction on different
communication channels; cross-channel dissemination of purchase information; a constant
search for the optimal consumer experience, building a customer journey map; cross channel
synergy; use of cross-incentives for all levels of the marketing organization.

In addition, in retail, there have been rapid transformations in the coverage and
implementation of omnichannel strategies, which indicate an increase in the scale of their use.
Thus, by the beginning of 2020, more than 90 % of retailers and brands have a multi-channel
strategy or plan to invest in it in the near future [15].

In view of the above, we note the promotion of important initiatives to promote
omnichannel marketing strategies in the development of green competitiveness of
enterprises [2, 6, 12]:

— implementation of competitive differentiation (according to experts, the corresponding is
70 % of success);

— availability of a clear and effective strategy of omnichannel communications, opening of
new channels and market segments with access to new clients, uninterrupted interaction with
clients (62 % of efficiency);

— use of green logistics (46 % success rate);

- supply of new innovative goods and services to the market (42 %);
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— use of neuromarketing technologies, artificial intelligence (31 %).

The advantages of using omnichannel marketing strategies include the following: complete
information about the product, compliance with expectations, optimal service, brand
orientation, continuity and interactivity, consumer personalization, continuity of the purchase
process, synchronization of service experience.

In contrast to the existing criteria for the classification of marketing strategies, the paper
additionally proposes criteria that reflect the degree of unification of marketing
communication channels for the formation of green competitiveness of enterprises: K1 —
differentiation of communication channels; K2 — no loss of stakeholders when changing the
communication channel; K3 — taking into account the experience of stakeholders in each
iteration of communication with him; K4 — the convergence of traditional and digital channels
of development of green competitiveness of enterprises; K5 — use of brand identity when
communicating with stakeholders; K6 — personalization of stakeholders (table 3).

Table 1
Typology of marketing strategies in the formation of green competitiveness of enterprises
L Compliance with the criteria
Type of Founder The main idea P
strategy
K1| K2 | K3 |K4|K5| K6
Rangaswami A., Van One promotion channel is used,
Bruggen G., . .
. there is no choice of
- Stickdorn M., . .
Single channel communication  options  for| — - - =1 -1 -
Hunka A.,
stakeholders of green
Laaksonen M. and g
competitiveness
others
Differentiation of promotion
Beck N., Rigl D., chan_nels, de5|g_n a_md
- architecture  of  information
. Tirling M., .
Multichannel presentation, approaches to| + - -+ | -1 =
Peterson W. and - .
others communication with
stakeholders of green
competitiveness
Several sales and
Chopra S., Avery D., |communication channels are
Cross channel Stinburg T, used with stakeholders who| + - + 0+ -] -
Dayton D. and others. [don't compete but complement
each other
Provides a holistic picture of the
brand  through  continuous
Bruggen W., - .
communication with
Carroll D., stakeholders through the
Omnichannel | Peltola S., Vainio H., ug + + + |+ | + +
convergence of traditional and
Verhoef P, Inman J. | 7. . Lo
digital communication channels,
and others. .
synchronization of customer
service experience

Source: created by the authors.
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Thus, the omnichannel approach to the formation of marketing strategies for the
development of green competitiveness of enterprises is seen as an inseparable process of
interaction of elements of the marketing complex, aimed at promoting green competitiveness
of enterprises, integrates traditional (offline) and digital (online) marketing communication
channels.

Conclusions and prospects of further research. The article considers the development of
omnichannel strategies and models to promote the green competitiveness of enterprises and
proves that the use of digital communication channels in marketing provides unconditional
advantages to enterprises by promoting goods and services in the market, increasing business
efficiency and resource savings. An analysis of recent trends has shown that most green
companies have focused their marketing strategies on green products, their quality and features,
the main purpose of which is to promote the green brand. This general approach remains stable
and multi-year at the company level and uses the main marketing opportunities.

According to the results of evaluating the effectiveness of omnichannel marketing strategies
in most cases, the main attention is paid to access to relevant data on customer behaviour in real-
time to inform marketing and advertising campaigns. In addition, for top managers of companies
that position themselves in the market as "green”, omnichannel marketing strategies can mean
entering new markets, creating optimal pricing solutions and informing about new green goods
and services, modern innovative solutions. Thus, the study contributes to the formation of the
terminological basis for the implementation of omnichannel strategies to promote the green
competitiveness of enterprises.

Funding: This research was funded by Ministry of Education and Science of Ukraine, grants
number 0119U101860, Ne 0120U102002, 0121U100468 and ERASMUS+ Programme, grant
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MOTEHIIIHHO MOXYyTh 3a0e3ledyBaTH 3pOCTAaHHSA TpPAAUMIHHNX EKOHOMIYHHMX IIOKa3HHKIB Ta
3a0e3neyeHHs KOHKYPEHTOCIIPOMOXKHOCTI Cy0’€KTIB rOCIIOJapIoBaHHs. B cTaTTi po3riIstHyTO TEOpeTHYHE
MiATPYHTS BOPOBADKEHHA OMHIKaHAJIbHUX CTPATeriid A PO3BUTKY 3€J€HOI KOHKYPEHTOCIPOMOKHOCTI
MiANPUEMCTB. ABTOpPaMH Yy3araJbHEHO ICHYIOUMH HAyKOBHH Ta NPUKIAAHUI OOCBix peamizamii
OMHIKaHaJIBHUX CTpaTeriii. 3a nomoMmoror iHcTpyMmeHTtapito Google Trends mpoBeneHo TpeHAOBHI
aHai3, KU OKPECINB HayKOBHH IHTEpEC Ta 3alliKaBJICHICTb 3 OOKy Oi3HeC CIUIBHOT Ta akaJeMidHOi
cdepu. PesynpraT TpeHIOBOrO aHANI3Y 3aCBIUIIIM IIOCTYIIOBE 3POCTaHHS iHTEpecy 10 MpoliieMaTHKN
MOIIYKY Ta IMIUIEMEHTAlll ONTUMAaJIbHUX LUIAXiB KOMYHiKalii B MapKETHUHTY IUII PO3BHUTKY 3€JICHOI
KOHKYPEHTOCIIPOMOIKHOCTI. 3 TOYKH 30py 3aliKaBlIeHOCTi, KpaiHamu nigepamu € ['epmanis, Opanmis,
Kanana, CILIA. YV po0oTi 10ZaTKOBO 10 iCHYIOUHX 3allpOIOHOBAHO KPUTEPii, IKi BiTOOpakaroTh CTYIiHb
yHi¢ikanii KaHaIiB MapKeTHHTOBOI KOMYHIKaIil 1uisi ()OpMyBaHHS 3€JIeHOI KOHKYPEHTOCIIPOMOXKHOCTI
MiANPUEMCTB: AU(epeHIiallis KaHaliB KOMYHIKaIlii; BIACYTHICTh BTPAT 3alliKaBICHUX CTOPiH MPH 3MiHi
KaHally 3B'3KYy; BpaxyBaHHS [OCBiIy CTEHKXOJAEpiB Ha KOXKHIM iTepamii CIINKyBaHHA 3 HHM;
KOHBEpIeHIisl TPajuLiHHOTO Ta HU(PPOBOrO KaHATIB PO3BUTKY 3€IEHOT KOHKYpPEHTOCIPOMOXKHOCTI
MANPUEMCTB; BHKOPUCTAHHS 1ICHTHYHOCTI OpeHAy INpH CIIJIKYBaHHI i3 3aIlikaBICHHMH CTOPOHAMHU;
MepCOHATi3aIis 3aliKaBIeHuX cTopiH. OTpuMaHi pe3yibTaTd aHali3y Ta ix rpadidHa iHTepmpeTamis €
aKTyaJbHUMH Ta (GOPMYIOTH OCHOBY UL KPAIIOTO PO3YMiHHS MPOOJIEMAaTHKH OMHIKaHAJIBHOTO MiIXOILy
Ta TOMIYKy IEpPCHeKTMBHUX [ULIXiB  Horo  immiemeHrtamii 1pu  (GopMyBaHHI  3elleHOL
KOHKYPEHTOCIIPOMOXXHOCTI ITiAIPHEMCTB.

Knrouogi cnosa: MapKkeTHHIOBI cTpaTerii, OMHIKaHAJIbBHUH MapKeTHHT, IU(POBHUIl MApKETHHT, 3eJIeHa
KOHKYPEHTOCIIPOMOYKHICTB.
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