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Abstract: In today's world, trade marketing increasingly relies on the use of data and analytics to
optimize retail strategies. With the advancement of technology and the availability of large amounts
of data, companies are gaining more accurate analysis of consumer behavior and making informed
decisions. In this article we explore modern technologies and analytical methods that allow you to
optimize retail strategies in trade marketing. We focus on examples of the use of data and analytics
in various aspects of trade marketing, as well as on identifying effective benefits and problems in
their implementation.
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AHHoTanusA: B coBpeMeHHOM MUpe TpeiI-MapKEeTUHT Bce OOJIbIIE ONMUPAETCS] Ha MCIIOJIb30BaHUE
JaHHbIX W AHAJWUTUKHU IJI1 OITHMH3AIMKU PO3HUYHBIX CTpElTGFPIfI. C Pa3BUTHEM TEXHOJIOTHUH U
IIOABJICHUEM 6OJ'IBIJ_II/IX 06’beMOB AAHHBIX KOMITAHUHU I10JYYarOT 0oJiee TOYHBIA aHAIN3 IIOBCACHUA
HOTpe6HTeHeI>’I Hn M[NPpUHUMAIOT 000CHOBaHHBIE PCLICHUS. B L[aHHofI CTaTbC MbI HCCICAYCM
COBPCMCHHBIC TCXHOJIOT'MH U METOABI AHAJIUTHKU, KOTOPBIC ITO3BOJIAIOT OIITUMU3UPOBATE POSHUYHBIC
CTpaTerun B Tpeﬁﬂ-MapKeTPIHFe. OcHOBHOU AKIOCHT MbI ACJIACM Ha IpUMEpax HCIIOJIb30BaHHA
JAHHBIX W QHAJIWTHKU B Pa3JIMYHBIX aCIICKTax T’pCfII[-MapKeTI/IHFa, a TaKXKXE€ Ha BbIABIICHUU
3¢ GEKTUBHBIX BBITOJ] M TPOOJIEM NPH UX BHEJPEHUH.

KuaroueBsble cj10Ba: TpelI-MapKETUHT, PO3HUYHBIE CTPATETUH, JAHHbIC, AHAJTUTHUKA, ONITUMHU3AIUA,
TEXHOJIOTHHU, ITOJIB30BATECJIb, PBIHOK, IIPUHATHUC peH.IeHPIﬁ.

Introduction. In the modern world of digitalization and technological progress, data plays a
key role in all aspects of business, including trade marketing. Optimizing retail strategies is becoming
increasingly reliant on using data and analytics to make informed decisions. With the advent of large
amounts of data and the development of analytics tools, companies are able to more accurately
understand consumer behavior and more effectively adapt their strategies to changing market
conditions.

The purpose of this article is to consider how modern technologies and analytical methods
help optimize retail strategies in trade marketing. We will focus on examples of the use of data and
analytics in various aspects of trade marketing, and identify the potential benefits and challenges of
their implementation.

Companies are currently facing a number of challenges such as rapidly changing consumer
preferences, increasing competition in the market and the need to use resources efficiently. The use
of data and analytics is becoming an essential tool to overcome these challenges and achieve success
in trade marketing.

Later in the article, we will look at the main aspects of using data and analytics in trade
marketing and provide specific examples of how modern technologies help companies optimize their
retail strategies.

Main part. Modern technologies and analytics are playing an increasingly important role in
trade marketing, helping companies optimize their retail strategies and achieve better results. Let's
look at the main aspects of using data and analytics in trade marketing and give specific examples of
how modern technologies help companies in this process.
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One of the main benefits of using data and analytics in trade marketing is the ability to gain a
deeper understanding of consumers. The collected data allows you to analyze their behavior,
preferences, needs and motivations. For example, analyzing transactional data can help identify
purchasing trends, and website behavioral data can help identify consumer preferences and interests.

Based on consumer data, companies can create personalized marketing strategies. For
example, segmenting your customer base allows you to break it down into groups of similar
consumers and tailor marketing activities to their unique needs and preferences. Personalized
recommendations and offers can significantly increase the likelihood of making a purchase.

Using analytics allows companies to predict demand for their products and services. For
example, demand forecasting models can be built by analyzing historical data on sales, marketing
campaigns, and external factors such as seasonality or economic conditions. This allows companies
to more effectively plan inventory, manage production and optimize advertising budgets.

With the help of analytics, companies can optimize the location and assortment of goods at
points of sale. Analyzing data on traffic and customer behavior in stores allows you to identify the
most effective places to place products and optimize their display.

Using data and analytics allows companies to measure the effectiveness of their marketing
campaigns and make adjustments to their strategies. For example, ROI (return on investment) analysis
allows you to evaluate the effectiveness of advertising campaigns, while conversion rate analysis
helps you optimize your website and improve the user experience.

Based on data and analytics, companies can predict market trends and adapt to them ahead of
time. For example, analyzing data on consumer behavior on social media or reactions to new products
can identify trends and predict future changes in demand.

Overall, the use of data and analytics in trade marketing allows companies to significantly
improve the effectiveness of their retail strategies, increase customer loyalty and increase sales. At
the same time, for the successful implementation of these methods, it is necessary to ensure high-
quality data processing and analysis, as well as professional interpretation of the results.

During the study of the topic, we identified the following problems and expressed our
scientific proposals to them, which include:

1. Insufficient data quality:

* Problem: Companies often face a lack of quality data or insufficient volume of data, which
makes it difficult to effectively use analytics in trade marketing.

* Scientific solution: Conducting research to improve data collection and analysis methods,
including the use of innovative technologies such as machine learning and big data processing
algorithms. Development of methods for cleaning and standardizing data to improve their quality and
reliability.

2. Data privacy issues:

* Issue: Privacy and protection of consumer personal data are becoming increasingly important
in the context of the use of data and analytics in trade marketing.

* Scientific solution: Development and implementation of methods for anonymizing data and
protecting clients’ personal information. Research data privacy principles and develop appropriate
strategies to ensure compliance.

3. Problems of data interpretation:

* Challenge: Companies may have difficulty interpreting the data they receive and turning it
into concrete actions and strategies.

+ Scientific Solution: Conduct research to develop data visualization techniques and simple
metrics to facilitate understanding and interpretation of analytics results. Training company
employees in the basics of data analysis and statistics to improve their competencies in this area.

4. Data integration problems:

* Problem: Often the data needed for analysis in trade marketing is stored in different systems
or formats, which makes their integration and use difficult.
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* Scientific solution: Development and implementation of data integration methods, including
the development of standards and protocols for the exchange and sharing of information between
different systems. Research methods for automating and optimizing data integration processes to
reduce time and costs for this process.

5. Problems with updating data:

* Problem: Data quickly becomes outdated, and companies often face the problem of updating
and updating information.

* Scientific solution: Research into methods for automatically updating and updating data,
including the use of algorithms for monitoring and detecting changes in data. Develop strategies and
systems to regularly monitor and update information in real time.

Conclusions and offers. The use of data and analytics plays a key role in optimizing retail
trade marketing strategies. This allows companies to better understand consumer behavior,
personalize marketing strategies and forecast demand.

Modern technologies and analytics methods, such as machine learning, big data algorithms
and visualization tools, provide companies with powerful tools for analyzing and using data. Despite
the potential benefits, the use of data and analytics in trade marketing also poses a number of
challenges, such as insufficient data quality, privacy issues and difficulties in interpreting results.

Offers:

1. Develop and improve methods of collecting, processing and analyzing data to improve their
quality and reliability.

2. Invest in training company employees in the basics of data analysis and the use of analytics
in trade marketing.

3. Introduce innovative technologies, such as machine learning and big data processing
algorithms, to automate and optimize the processes of analyzing and using data.

4. Ensure confidentiality and protection of clients' personal data by developing and
implementing appropriate strategies and technologies.

5. Regularly update and update data to ensure its relevance and reliability.

The use of data and analytics offers enormous opportunities for companies to optimize retail
strategies and become more competitive in the marketplace. However, to successfully implement this
approach, it is necessary not only to have technical knowledge and competencies, but also to ensure
compliance with high standards of data quality and confidentiality.
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