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Summary. Researching the concept of multichannel digital strategy in the B2B segment is important
because it allows companies to effectively adapt marketing communications to the rapidly changing digital
environment and growing customer expectations. Using an integrated approach to digital channels helps improve
interactions' personalization, increase conversions and optimize marketing costs. Adapting to modern market
conditions, provides a competitive advantage to B2B companies, helping them retain customers, increase
engagement and successfully enter international markets. The article explores the concept of multichannel digital
strategy in the B2B segment and its adaptation to modern market conditions. The main challenges that companies
face in the digital transformation process are as follows: insufficient personalization of marketing
communications, low level of channel integration, limited use of analytics, and difficulties in measuring the
effectiveness of each tool. A SWOT and PEST analysis of Gualapak Ukraine LLC's marketing strategy was
conducted, allowing us to identify the company's strengths and weaknesses and external factors that influence its
development. A comprehensive model of digital channel integration was proposed, including SEO, PPC, content
marketing, email marketing, social networks, marketing process automation, and data analytics. Key performance
indicators (KPIs) were determined to assess the results of implementing a multi-channel strategy. It was proven
that using a personalized approach, marketing communications automation, and CRM systems contributes to
increasing customer engagement, conversions, and ROI. The study's practical significance lies in developing
recommendations for optimizing marketing communications for B2B companies in the face of high competition
and digital transformations. The proposed strategies will allow enterprises to strengthen market positions,
increase brand recognition, and interact more effectively with the target audience. The study's results may be
useful for B2B marketing professionals, digital marketing and analytics professionals, students and researchers
in the field of marketing and business, business consultants and strategists.

Key words: B2B marketing, digital strategies, multichannel marketing, personalization, marketing
automation, analytics.

https://doi.org/10.33108/galicianvisnyk_tntu2025.02.105 Received 28.02.2025
YK 658.62:004.738.5

BATATOKAHAJIBHA IU®POBA CTPATETIISI J1J151 B2B-BPEH/IIB:
AJIANITALISI MAPKETUHIOBUX KOMYHIKALIII 10
CYUYACHOI'O PUHKY

Ousiena Yurpun'; Bnaguciaas T'onuapos?

LCymevxuii deporcasnuii ynisepcumem, Cymu, Yepaina
2TOB «I'yananax Ypainay, Tepnonine, Yrpaina

Pestome. /locnioocenns xonyenyii bacamoxananvhoi yugposoi cmpameeii'y B2B-ceemenmi € 6aiciusum,
OCKIbKU 80HO 00360/19€ KOMNAHIAM eDeKmugHo aoanmyeamu MapKemuHeo8i KOMyHIKayii 00 weuoOKO3MIHHO20
yugpposozo cepedosuwja ma 3pocmarOuux OuiKyéamv Kiicumis. Buxopucmauus inmezpoeanozo nioxody 0o
Yu@dposux Kawauié cnpusic NOKPAWEHHIO NePCOHANI3ayll 63aemo0il, niOSUWEHHIO KOHGepCIl ma onmumizayii
eumpam Ha mapxkemuHe. Adanmayiss 00 CYYACHUX DPUHKOBUX YMOE 3a0e3neuye KOHKYPEeHMHY nepesazy
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B2B-komnanisim, donomazarouu im ympumysamu KIi€HMI8, NIOGUWYSBAMU PIGeHb 3ALYYEeHOCMI Ma YCHIUWHO
BUXOOUMU HA MIJNCHAPOOHI punku. Jlocnidoceno KoHyenyito 6a2amokaHanvHoi yu@pogoi cmpameeii y
B2B-cecmenmi ma ii adanmayiro 00 cyyacnux punKosux ymos. Posensimymo OCHOGHI SUKIUKU, 3 AKUMU
CMUKAOMbCsl KOMNAHii y npoyeci yugposoi mparcgopmayii: HedoCmammus nepcoHanizayiss. MapKemuH208ux
KOMYHIKQYill, HU3bKUL pIGeHb I[HMezpayii Kawanie, obMedceHe GUKOPUCMAHHS AHALIMUKY MA MpPYOHOUyL
BUMIDIOBAHHS eheKmueHocmi KoJicHo2o IHcmpymenmy. Ilpogedeno SWOT- i PEST-ananiz maprxemunzogol
cmpameeii TOB «['yananak Yrkpainay, wo 003601u10 usHayumu CUIbHi ma ciaOKi CmopoHU KOMNAHIL, @ MAaKoic
308HIWHI (hakmopu, AKI GNIUBAIOMb HA ii pO3BUMOK. 3anpONoOHOBAHO KOMNIEKCHY Modensb inmezpayii yugposux
kauanis, wo exnouae SEO, PPC, konmenm-mapkemune, email-mapkemune, coyianbhi mepesxici, agmomamusayiio
MApKemuH208Ux nNpoyecie ma awnanrimuxky Oauux. Busunaueno xniouoei nokasuuxu egpexmusnocmi (KPI) ona
OYIHIOBAHHA pe3yIbmamie YnpoeaoddceHHs OazamoKkananbHoi cmpameeii. [JosedeHo, w0 3acmocy8anHs
NepcoHanizoeano2o  nioxody, aemomamusayii mapkemurneosux komywixayii ma CRM-cucmem cnpuse
niOBUUEHHIO PIBHS 3ATyYeHOCMI KIIEHMI8, 30inbenHI0 KoHugepcii ma spocmannio ROI. Ilpakmuuna sHauywicms
00CNIOJNCEHHST NOJISI2AE Y PO3POONICHHI PEeKOMEeHOAyitl w000 ONMUMI3ayil MapKemuH208uUx KOMYHIKayiul Os
B2B-xomnaniii 6 ymosax eucoxoi konxkypenyii ma yugposux mpancgopmayii. Buxopucmanns sanpononosanux
cmpameziii 003801UMb NIONPUEMCMBAM 3MIYHUMU PUHKOSL NO3uyii, nioguwumu 6nisHaeanicmv O6peHdy ma
epexmuesHiue 63aeM00issmu 3 Yibo6oio ayoumopicio. Pesyiomamu 00CaioHnceH s MONCYMb OYMu KOPUCHUMU OISl
mapkemuHeosux gaxisyie B2B-ceamenmy, gaxisyis iz yughposoeo mapkemunzy ma aHaiimuKu, CmMyoeHmie ma
00CNIOHUKI8 y chepi maprkemunzy ma 0iznecy, Oi3HeC-KOHCYIbMAHMIE ma Cmpamezia.

Knruosi cnosa: B2B-uapremune, yugpposi cmpamezii, bacamokananoHuii MapKemune, nepcoHanizayis,
agmomamu3ayis MapKemuHey, aHaIimuKa.

https://doi.org/10.33108/galicianvisnyk_tntu2025.02.105 Ompumano 28.02.2025

Problem statement. Modern transformations in the digital environment compel B2B
companies to adapt their marketing strategies to new competitive conditions. The
implementation of multichannel digital strategies is one of the key factors ensuring effective
communication, optimizing marketing processes, and increasing enterprise profitability.
However, despite the growing relevance of digital transformation, many B2B companies face
challenges such as the lack of an integrated strategy, limited use of analytics, insufficient
personalization of customer interactions, and difficulties in measuring the effectiveness of
individual channels. Consequently, there is a need for a scientific rationale for developing
multichannel digital strategies for B2B companies to facilitate their adaptation to the modern
market environment and contribute to achieving their strategic objectives.

Analysis of recent research and publications. Research on multichannel digital
strategies has gained significant attention in academic literature and practical publications.
The primary focus is on the integration of marketing channels, personalization of customer
interactions, utilization of analytics, and automation of communications. Contemporary
studies [1-10] examine approaches to building multichannel marketing strategies, outlining
their key advantages and challenges. In particular, they emphasize the importance of adapting
digital strategies to the specific characteristics of B2B companies, which often have long sales
cycles and complex decision-making processes.

Studies [11, 12] analyze the impact of multichannel strategies on enterprise
competitiveness. Researchers note that the successful implementation of such strategies
contributes to increased profitability, enhanced customer loyalty, and optimized marketing
expenditures. However, they stress the necessity of employing analytical methods to assess
the effectiveness of each communication channel and automating marketing processes to
improve efficiency [13, 14]. Certain academic works [15, 16] highlight the role of
personalization in multichannel strategies, which is particularly relevant for B2B companies.
It has been demonstrated that the use of CRM systems and marketing analytics enables the
development of individualized customer interaction strategies, thereby increasing conversion
rates and the overall effectiveness of marketing campaigns.

Despite a considerable number of studies in digital marketing, the adaptation of
multichannel strategies to the specifics of the Ukrainian B2B market remains insufficiently
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explored. The issue of effectively integrating marketing channels into a unified ecosystem,
considering the characteristics of the local business environment and customer behavior
patterns, remains open. This underscores the necessity of further research aimed at developing
effective approaches to constructing multichannel digital strategies for B2B companies.

The purpose of the study is to develop a multichannel digital strategy for B2B
companies based on the analysis of marketing communications and evaluation of their
effectiveness.

Objective. The study solves the following tasks: analysis of the theoretical foundations
of multichannel marketing in the B2B segment; assessment of the current state of the
marketing strategy of Gualapak Ukraine LLC; development of a model for integrating digital
channels for Gualapak Ukraine LLC (Ternopil, Ukraine); determination of performance
indicators and evaluation of the results of the proposed strategy.

Main content. A multichannel digital strategy for B2B companies is an integrated
approach to the use of digital channels that ensures effective communication with customers at
all stages of their interaction with the brand. The main components of omnichannel marketing
include: SEO (Search Engine Optimization), PPC advertising (Pay-Per-Click), Content
marketing, Email marketing, SMM (Social Media Marketing), Video marketing, Marketing
automation and Online events. A multichannel approach ensures consistency in marketing
communications, personalizes content to meet customer needs, and optimizes lead acquisition
costs, ultimately improving overall marketing efficiency.

Gualapack Ukraine LLC [17] is a part of the international Gualapack Group and
specializes in the production of flexible packaging for food, baby food, cosmetics, and
pharmaceuticals. The company actively implements modern technologies, pays attention to
environmental solutions, and is certified according to international quality standards.
SWOT and PEST analyses were conducted to assess the internal and external factors
affecting the activities of Gualapak Ukraine LLC. Based on their results, it can be concluded
that the company has significant potential for further development, but at the same time
faces serious challenges related to economic instability, war and competition with
international players. Among the company's strengths are its environmentally friendly
products that meet current market trends, stable partnerships with local customers, and
access to innovative technologies through its affiliation with the global Gualapack Group.
This allows the company to maintain a high level of trust among customers and enter the
international market. However, weaknesses, such as high production costs, dependence on
imported raw materials and the impact of military operations, pose risks to the stable
operation of the business. To overcome them, the company should focus on cost
optimization and finding local suppliers of raw materials.

The PEST analysis shows that political and economic factors present both threats and
opportunities. For example, government support and European funding programs can help
offset economic risks. At the same time, the tightening of environmental standards in the EU
creates new opportunities for expansion if a company adapts to these requirements faster than
its competitors. Threats, such as currency volatility, competition from global companies, and
possible legislative changes, emphasize the need for strategic planning and flexibility in
decision-making.

The study analyzed the company's digital strategy, which included an assessment of
existing marketing channels and their effectiveness. The main channels used by Gualapak
Ukraine LLC were considered: corporate website, social networks (LinkedIn, Facebook,
YouTube), paid advertising (Google Ads), SEO optimization, publication of specialized
articles, and participation in industry exhibitions/contests/forums. The company's corporate
website was noted as the main tool for providing information about products. The analysis of
social networks revealed that LinkedIn and Facebook are the most active platforms for B2B
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communications, where news about the company's products, achievements, and corporate
initiatives are regularly published. At the same time, YouTube activity remains low, which
limits the reach of a wider audience. The results of work with Google Ads showed that the
company achieves an average level of efficiency in contextual advertising, in particular, the
CTR (Click-Through Rate) is within industry standards. However, the potential of this tool
remains underutilized due to the limited number of advertising campaigns. Publications in
specialized sources and participating in exhibitions allow the company to strengthen ties with
potential customers and partners while increasing its reputation in the market. It is also an
important step in expanding its influence in international markets and demonstrating its
willingness to cooperate with other players in the industry.

Participation in the Sustainable Business Forum, as well as international exhibitions
such as Interpack and WorldFood, and winning the UKRAINE PACKAGING STAR
competition, confirms the high level of technological and innovative achievements of the
company, which is an important factor in maintaining competitiveness and attracting new
business opportunities. Thus, the company's marketing strategy is focused on innovation,
sustainable development and active promotion to international markets, which is an important
aspect for further strengthening its position in the industry.

To increase the efficiency of the marketing activities of Gualapak Ukraine LLC, an
integrated multichannel digital strategy is proposed, which includes:

1. Expanding channels through the implementation of email marketing: using segmented
databases precise targeting, a series of mailings for informing, retaining, and cross-
selling customers (greetings, special offers, follow-up), and regular analysis of email
open rates and conversions.

2. Emphasis on environmental friendliness:

— Expanding the section of the website dedicated to sustainable solutions.

— Launching an information campaign on social media, PPC, and email newsletters.

— Use certifications and customer cases to promote eco-friendly products.

3. Improvement of existing channels (presented in Table 1).

Table 1. Ways to improve digital channels for Gualapak Ukraine LLC

Digital channel Improvements
1 2

— Optimize UX/UI for customer convenience.

— Include detailed product descriptions with technical specifications and examples of

Website their use.

— Regularly update your blog or news to keep your site active.

— Adding SEO-optimized case studies and video content.

LinkedIn:

— Increase the frequency of publications: regular updates will help increase audience
engagement.

— Publish content that demonstrates expertise: articles, client success stories, and
analytical materials that emphasize the company's professionalism.

Facebook:
Increase the activity of the official page: this will allow you to better interact with
customers and partners.

— Ongoing analysis: track CTR, reach, conversions, and adjust your strategy based on
the data.

YouTube:

— Increase the amount of interesting and expert content: a series of videos about
innovative solutions, the production process, and participation in events.

— Ongoing analysis: track CTR, reach, conversions, and adjust strategy based on data.

Social networks
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End of the table 1

— Retargeting to re-engage users.

— Campaigns to promote new eco-friendly products.

— Focus on high-converting B2B keywords (for example, «flexible packaging for baby
food»).

— Use new ad extensions.

— Using a Google form to attract potential customers right on the search page.

— Use competitor analysis to find undervalued keywords.

— Publish technical content that meets the needs of the target audience to increase
SEO organic traffic.

— Expanding the semantic core to cover new keywords (e.g., «eco-friendly packaging
for B2B»).

— Increase the frequency of publishing specialized articles on social media.
Publication of — Publish customer cases and successful examples of packaging use.

specialized articles |— Involve industry experts in writing guest articles on the website.

on social networks | se SEO optimization to increase the visibility of articles in search engines.

and websites — Analyze the effectiveness of publications through metrics (number of views,
interactions, website visits) and adjust the content strategy.

Google Ads

Participation in  |— Increase engagement by adding new local and international events to the calendar.
exhibitions, — Develop interactive stands using AR/VR technologies to attract more visitors.
contests, forums | Continue to participate in innovation competitions to strengthen our reputation.

4. Integration of channels:

— Data integration through CRM: all customer actions from the website, Google Ads,
social media, etc. are synchronized for analysis.

— Retargeting via email and Google Ads: interact with users who have left a request
or visited the website.

— Synchronize social media with Google Ads: use social media audiences for targeting
in Google Ads, promoting videos and posts.

— Website and email integration: triggers for emails after interaction with the website
(page views, applications).

— Data from events: QR codes at exhibitions to collect contacts and follow-up emails
after events.

The proposed strategy will ensure a unified communication system, improve customer

interaction and increase the efficiency of marketing costs.

To assess the effectiveness of the omnichannel strategy, the main KPIs have been

identified:

1. Email marketing will provide a channel for long-term communication, especially with
key customers, at relatively low costs. Requires regular analysis of effectiveness
(CTR, conversions).

Expected results:

— Increased email open rate to 20-25% thanks to segmented emails.

— Increase email conversions to 1.5-2% through personalized offers.

— Increased customer retention by 10% through regular communication.

2. The emphasis on environmental friendliness will strengthen the company's image, but
the results will depend on the activity of competitors in this segment.

Expected results:

—  Attracting 2—-3 new customers per year, who are focused on eco-friendly packaging.

— Increase in website traffic through environmentally friendly PPC campaigns
by 10%.
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3. Improving existing channels will help to gradually increase engagement rates, but the
effect will depend on the regularity of implementing changes and monitoring results.
Expected results:

—  Growth of organic traffic through SEO by 15% in the first year.

— Increase social media engagement (ER) by up to 3-5% thanks to active content.

— Increase CTR in Google Ads to 8-10% due to update campaigns.

—  Generate up to 10% more leads by improving website UX.

4. Channel integration will help to better understand customer behavior, optimize costs,
and create a unified interactive ecosystem. Full realization will depend on the
implementation of modern CRM tools.

Expected results:

— Improved lead conversions through CRM integration by 5%.

— Increase the ROI of marketing campaigns through retargeting by up to 3%.

— Increase in repeat orders by 10% due to synchronized work of email and Google Ads.

The effective implementation of Gualapak Ukraine's marketing strategy may
be accompanied by a number of risks, but they can be minimized by clearly prioritizing
resources, integrating modern technologies, and a flexible approach to the market.
The limited budget is compensated by focusing on the most profitable channels, and the
human factor is compensated by engaging experts and improving the team's skills.
Competitive challenges and low customer interest can be overcome with personalized
content, strategy testing, and unique value propositions. Regular analysis of KPIs and
the use of automated analytical tools will help to avoid planning mistakes, and adaptation
to market changes will ensure stable development. Flexibility, strategic thinking, and
quick response to challenges will help the company strengthen its position and achieve its
goals.

Conclusion. The study found that a multichannel digital strategy is an important
tool for improving the effectiveness of marketing communications in the B2B segment.
It allows to optimization of the process of interaction with customers, increases the level
of engagement and provides a personalized approach to each segment of the target
audience.

A multichannel digital strategy is a key element of Gualapak Ukraine's development, as
it allows us to effectively interact with customers at all stages of decision-making, increase
brand awareness and optimize marketing costs.

The company has significant potential for expansion, especially in the segment of
environmental solutions, which are gaining popularity in the international market. The use of
tools such as SEO, PPC, content marketing, email newsletters, and social media will increase
the reach of the target audience, improve customer interaction, and increase conversion rates.
An important part of the strategy is the integration of marketing channels through a CRM
system, which will help analyze data, optimize costs and increase the efficiency of all
communication activities.

The implementation of a digital strategy should take into account risks,
including budget constraints, competitive pressure, technical limitations, and possible
low customer interest. They can be minimized by prioritizing resources, gradually
introducing changes, using automated analytical tools, and a flexible approach to the
market. Continuous monitoring of key performance indicators, such as engagement,
conversion, and ROI, will allow you to quickly adjust your strategy and achieve your
business goals.

Thus, the proposed omnichannel digital strategy is not only a means of increasing the
efficiency of marketing activities, but also an important tool for strengthening the company's
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market position. Thanks to an integrated approach, a focus on environmental friendliness, the
introduction of innovations and the use of modern marketing technologies, Gualapak Ukraine
LLC has the opportunity to strengthen its competitiveness and expand its presence in
international markets.
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