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Abstract: The study aims to explore the effect of marketing 5.0 on marketing performance. Marketing 5.0 was
conceptualized using three dimensions: predictive marketing, contextual marketing, and augmented reality marketing.
This study uses a questionnaire to collect data from a sample of employees working in marketing departments in 25
furniture stores. Eight employees were selected based on their managers' recommendations regarding employee
knowledge of digital marketing. The total number of the sample is 200 participants. Data were collected using a
questionnaire designed as a five-point Likert scale. A total of 190 questionnaires were returned valid for data analysis.
The results revealed that both contextual and augmented marketing significantly affect marketing performance. In
contrast, predictive marketing exerts no significant effect on marketing performance. The above results concluded that
enhancing marketing performance requires advanced human-oriented technologies. These technologies transform
customers from traditional marketing environments into real-world environments by collecting and analyzing real-time
customer data during the shopping process at sale points to affect customer behavioral intention and purchasing
decisions. Theoretically, this study enriches the literature on marketing 5.0 by investigating the effects of three related
kinds of marketing (predictive marketing, contextual marketing, and augmented marketing) on marketing performance.
It provides researchers with a theory based upon which they could develop new models to examine the effects of
marketing 5.0 on marketing outcomes. Empirically, the study shows that augmented marketing in the marketing 5.0 era
is the most significant. It could be used to enhance the customer shopping experience and to achieve marketing objectives.
Consequently, marketing managers are asked to use current customer data to provide them with real-time contextual
offers.
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Introduction. Marketing journeys include five milestones: Marketing 1.0 or product-driven marketing;
Marketing 2.0 or customer-oriented marketing; Marketing 3.0 or human-centric marketing; Marketing 4.0 or
digital-based marketing; and Marketing 5.0 or human-technology collaboration marketing. Marketing 1.0
focused on the products and their distribution, while Marketing 2.0 shifted to the customers. Therefore,
companies were differentiated based on their customers. Since the third milestone (Marketing 3.0), marketing
has emphasized customer management instead of market management. Marketing 4.0 was introduced in line
with Industry 4.0 technologies. The last milestone (Marketing 5.0) is digital trust marketing (Lies, 2019).
According to Sima (2021), the focus on production (Marketing 1.0) was oriented toward customers
(Marketing 2.0). It changed to humanity aspects such as introducing quality as a method to increase customer
value (Marketing 3.0), using the power of technology (Marketing 4.0), then utilizing Marketing 3.0 and
Marketing 4.0 to augment customer value based on human-imitating technologies (Marketing 5.0). Despite
the differences between these kinds of marketing, each has its own manner of affecting marketing
performance. As this study focuses on Marketing 5.0, this construct was assumed to show a significant effect
on marketing performance. Such as assumption was developed based indirectly on the extant literature due to
the lack of specific studies on the effect of Marketing 5.0 on marketing performance. Marketing performance
is essential for firms as it provides feedback on its ability to achieve the intended marketing objectives, such
as delivering value for its customers (Hadrian et al., 2021; Al-Hawary and Obiadat, 2021; Erlangga, 2022;
Alhalalmeh et al., 2022; Al-Nawafah et al., 2022). One of the most factors affecting marketing performance
nowadays is digital marketing (Tariga et al., 2022a; Alshawabkeh et al., 2022; Tariq et al., 2022b; Al-Alwan
etal., 2022; Aityassine etal., 2021; Eldahamsheh et al., 2021; Al- Quran et al., 2020; Baharuddin et al., 2022).
The latest advancement in this context is Marketing 5.0, which refers to enhancing customer experience
through human-mimicking technologies (Sima, 2021), such as the Internet of things (loT), artificial
intelligence (Al), virtual reality (VR), sensors, or augmented reality (AR) (Hermina et al., 2022).

Achieving the objectives of this study contributes to the literature by identifying the effect of marketing
performance in the absence of similar empirical studies. The study encourages scholars to examine the effect
of Marketing 5.0 on marketing performance, which justifies Marketing 5.0 adoption by firms. Likewise, the
study reassures firms to use or not to use Marketing 5.0 technologies based on its results. The study draws
firms' attention to one factor influencing marketing performance in the context of digital marketing.

Literature Review. Marketing performance refers to a firm's ability to meet market demand by producing
and delivering unique products and services (Sukaatmadja et al., 2021; Al-Hawary and Alhajri, 2020).
Therefore, marketing performance is used as a benchmark to assess the ability of a firm to create value for
customers (Erlangga, 2022; Mohammad et al., 2020) and to gain feedback on its marketing results (Hadrian
et al., 2021). Concerning marketing performance measurement, firms and scholars use numerous dimensions
such as sales growth, customer growth, profitability (Hidayatullah et al., 2019), customer satisfaction,
customer loyalty, and service quality (Propheto et al., 2020). A review of the literature on factors affecting
marketing performance reveals that this variable is affected by various factors such as product innovation
(Sukaatmadja et al., 2021) and marketing activities used to manage marketing channels (Adesogaand James,
2019; Metabis and Al-Hawary, 2013). Baharuddin et al. (2022) added that marketing performance could be
enhanced by adopting digital marketing since it is essential to deliver the products and services to customers,
not only produce them.

Marketing 5.0 has been described as a marketing strategy that stands as technology for humanity in which
humans and technologies cooperate to generate customer experiences (Wongmonta, 2021). Another definition
of Marketing 5.0 regarded this concept as «the use of human—mimicking technologies to create, communicate,
deliver and enhance value in the overall customer experience» (Sima, 2021). Marketing 5.0 relates to using
technology applications such as 10T, Al, VR, sensors, or AR to create, communicate, and deliver value to
customers (Hermina et al., 2022). According to Kotler et al. (2021), Marketing 5.0 encompasses five elements:
predictive marketing, contextual marketing, and augmented marketing, in addition to two organizational
disciplines — agile marketing and data-driven marketing. Following Kotler et al. (2021), the current study uses
three dimensions of Marketing 5.0: predictive marketing, contextual marketing, and augmented marketing.

As a key dimension of Marketing 5.0, predictive marketing has been described as forecasting marketing
activities using analytical technologies (Hermina et al., 2022). According to (Kotler et al., 2021), predictive
marketing means expecting marketing demand using proactive actions. It has been defined as estimating
probabilities of events occurrence using predictive analytics to extract data on current patterns by which future
developments are established, such as predicting future prices based on current customer data (Lies, 2019).
Predictive analytics is a collection of technologies used to analyse historical and existing data to predict future
events (Brynjolfsson et al., 2021). According to Siegel (2016), cited in (Moraru and Vincenti, 2016),
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predictive analytics has numerous applications such as direct marketing, product recommendation, and
advertising based on predicting customer responses, customer likes, and customer add clicks. In terms of the
effect of predictive marketing on business performance, some prior studies (e.g., Brynjolfsson et al., 2021)
found that using predictive analytics has a causal relationship with business performance. Dung et al. (2018)
added that applying predictive marketing results in numerous outcomes, such as increasing customer
satisfaction, reducing marketing costs, and improving business performance. Therefore, it was expected that
predictive marketing has a significant effect on marketing performance, as proposed in the following
hypothesis:

H1: Predictive marketing enhances marketing performance.

Contextual marketing has been defined as providing customized and contextual information to customers
at the point of need in real-time (Luo, 2003). According to Kotler et al. (2021), contextual marketing refers to
making personalized sense and respond experiences. Therefore, it provides customers with personalized
interactions by which a marketer can perform real-time marketing (Hermina et al., 2022). As two basic
components of the marketing process, content refers to the information delivered to customers, while context
describes how such information is delivered (Luo, 2003). Hence, contextual marketing has been labeled as
conducting the marketing process in a contextualized manner in particular situations (Vanessa and Japutra,
2021). That is, collecting customer contextual data every place a customer is found, such as shopping online
or in a mall, to understand customer needs (Tang et al., 2013). Contextual marketing results in numerous
effects on other customer-related outcomes, such as customer behavioral intention, particularly those who use
mobile commerce (Lee and Jun, 2007), customer satisfaction (Luo, 2003), and customer trust (Lee, 2005).
Therefore, it was expected that contextual marketing is positively related to marketing performance, as
suggested in the hypothesis as follows:

H2: Contextual marketing enhances marketing performance.

Augmented reality «is one of the most recent developments in human-computer interaction technology»
(Billinghurst et al.,2015). It refers to viewing real-world environments using computer-generated virtual
information (Carmigniani et al., 2011). It may be applied in numerous domains, such as marketing. Therefore,
augmented reality marketing was described as an integration of augmented reality and marketing (Chylinski
et al., 2020). Two common examples of such integration are virtual mirrors by which a customer may wear
virtual clothes (Rauschnabel et al., 2022) and mobile shopping applications that allow customers to
experiment with products such as furniture in their houses (Scholz and Duffy, 2018). Hence, a key benefit of
augmented reality is positioning customers in real and virtual environments concurrently (Ng and Ramasamy,
2018). Regarding its effects, it was emphasized that augmented reality marketing brings various effects, such
as enhancing customer attitudes toward brands (Rauschnabel et al., 2022) and making online shopping easier
(Kannaiahand Shanthi, 2015). Other advantages of augmented reality marketing comprise allowing marketers
to collect real-time information to satisfy customer needs, improve firms' ability to conduct innovative
marketing and therefore attain competitive advantage, advance the promotion of products and services using
interactive experiences, and provide firms with feedback on their products and services, increase customer
motivation to search for products and services (Ng and Ramasamy, 2018), and increase customer engagement
(Jessen et al., 2020). Based on these studies, it was expected that augmented reality marketing enhances
marketing performance, as presumed in the hypothesis as follows:

H3: Augmented reality marketing enhances marketing performance.

Methodology and research methods. The population of the study consists of marketing employees
working at 25 furniture stores. Eight employees were selected based on their managers' recommendations
based on employee knowledge in digital marketing. That is, the total number of the sample is 200 participants.
Data were collected using a questionnaire designed as a five-point Likert scale ranging from 1 «strongly
disagree» to 5 «strongly agree». A total of 190 questionnaires were returned valid for data analysis.

This study contains four variables related to Marketing 5.0 (predictive marketing, contextual marketing,
augmented reality marketing) as independent variables and marketing performance as a dependent variable.
Each variable was measured using four items developed based on previous studies (Table 1): marketing
performance (Hidayatullah et al., 2019), predictive marketing (MoraruandVincenti, 2016; Brynjolfsson,
JinandMcElheran, 2021), contextual marketing (Luo, 2003; Lee and Jun, 2007), and augmented marketing
(Rauschnabel et al., 2022; Ng and Ramasamy, 2018; Jessen et al., 2020; Carmigniani etal., 2011, Kannaiahand
Shanthi, 2015).
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Variables Code Items References
MP1  Our sales increase every year.
Marketing MP2  Our customers increase every year. Hidayatullah et al.
performance MP3  Our profits are increased. (2019)
MP4  Our firm exceeds the existing profit target
PM1  Using predictive analytics helps firms estimate customer demand
- PM2  Firms can predict customer responses using predictive marketing. Brynjolfsson et al.
Predictive . N )
marketing PM3 Flrr_ns_can recommend products to customers based on predicting (202_1), M_oraru and
their likes. Vincenti (2016)
PM4  Firms can use customized ads based on customer clicks.
CM1 Electronic banner ads are critical to touch customers' personal
interests.
Contextual CM2  Real-time features are important for customers. Luo (2003); Lee and
marketing CM3  Contextual information enhances customers’ behavior intention. Jun (2007)
cMa Real-time marketing at customers' locations increases product
perceived usefulness.
AM1 Digital simulations of product use boost customer attitudes Rauschnabel et al.
toward brands. )
T . . . (2022); Ng and
Positioning customers in real and virtual environments boost .
AM2 Ramasamy (2018);
Augmented customer engagement. )
t . - Jessen et al. (2020);
real marketing Allowing customers to try out products through digital AR
AM3 . . . . Carmigniani et al.
experiments improves customer satisfaction iah and
Virtual information generated by computers makes online (2011), Ke_mnala an
AMA4 Shanthi (2015).

shopping easier.

Note: " — predictive analytics: Using statistical models to forecast future events related to production, demand, or
human resources (Brynjolfsson et al., 2021).
Sources: developed by the author.

The theory of the study (Figure 1) assumes that the three dimensions of Marketing 5.0 (predictive
marketing (PM), contextual marketing (CM), and augmented marketing (AM) have significant effects on
marketing performance (MP). Therefore, the model is designed to test three hypotheses: H1 (PM 2> MP), H2
(CM > MP), and H3 (AM > MP).

Phi1

Pri2

PM3

Phid

CM1 WP

CM2 MP2

CM3 MP3

Ch4 MP4
AM1
AM2

AM3

A4

Figure 1. The theory of the study
Sources: developed by the author using SmartPLS software.

Results. Table 2 presents the outer loadings of research variables. The table shows that the outer loadings
of the items PM3, CM4, and AM1 were less than 0.7, i.e., 0.645, 0.376, and 0.612, respectively. According
to Chang et al. (2016), all outer loadings in PLS-SEM should be higher than 0.70. Therefore, the items
mentioned above were excluded. It means that the research variables are measured using 13 items; 3 items to
assess each independent variable and 4 items to gauge the dependent one. It should be noted that construct
reliability and validity, collinearity statistics, and model fit were tested based on these 13 items.
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Table 2. Outer loadings of research variables

Items PM CM AM MP
PM1 0.754
PM2 0.645
PM3 0.838
PM4 0.710
CM1 0.731
CM2 0.950
CM3 0.890
CM4 0.376
AM1 0.612
AM2 0.755
AM3 0.764
AM4 0.860
MP1 0.863
MP2 0.756
MP3 0.950
MP4 0.933

Note: PM — Predictive Marketing, CM — Contextual Marketing, AM — Augmented Real Marketing, MP —
Marketing performance.
Sources: developed by the author based on SmartPLS software outputs.

Reliability was measured using Cronbach's alpha coefficients and composite reliability (CR). In turn,
validity was measured by the average variance extracted (AVE) and variance extracted factor (VIF) to assess
discriminant validity. The thresholds of construct reliability, validity, and collinearity (Table 3) are met.
Values of Cronbach's alpha coefficients are higher than 0.70 (Fitzpatrick et al., 2021), values of Dijkstra-
Henseler'srhoA are higher than 0.70 (Kim, 2022), composite reliabilities (CR) are more than 0.70 and less
than 0.95, and the values of the average variance extracted (AVE) are higher than 0.50 (Purwanto and
Sudargini, 2021). Finally, values of VIF are less than 3 (Hair et al., 2019).

Table 3. Results of construct reliability validity and collinearity

Variables CA rho A CR AVE VIF
PM 0.731 0.748 0.825 0.825 1.816
CM 0.753 0.901 0.842 0.842 1.914
AM 0.777 0.937 0.838 0.567 1.304
MP 0.903 0.953 0.931 0.931 -

Note: PM — Predictive Marketing, CM — Contextual Marketing, AM — Augmented Real Marketing, MP —
Marketing performance, CA — Cronbach’s Alpha, CR — Composite Reliability, AVE — Average Variance
Extracted, VIF — Variance Inflation Factor.

Sources: developed by the author based on SmartPLS software outputs.

The coefficient of determination, i.e., R? value, was used to evaluate the predictive power of the structural
model. A value of R? from 0.50 to 0.75 indicates a moderate predictive power (Jony and Serradell-Lopez,
2021). For the current study, R-squared equals 0.573. It means a moderate predictive accuracy of Marketing
5.0 dimensions of marketing performance. Moreover, the predictive relevance of the structural model was
measured using Stone-Geisser's Q? value, which should be higher than zero (Hair et al., 2016; Aichouche,
2021). For the present structural model, it was found that the model shows an acceptable predictive relevance
of the endogenous latent variable (Q? = 0.404). In terms of model fit, it was revealed that the current model
fits data as the Standardized Root Mean Square Residual (SRMR) equals 0.067, which is less than 0.08, and
the normed fit index (NFI) equals 0.913, which is higher than 0.90 (Ramayah et al., 2017).

The structural model (Figure 2) indicates a weak effect of predictive marketing on marketing performance,
a moderate effect of contextual marketing on marketing performance, and a high effect of augmented
marketing on marketing performance. Table 4 reports the detailed results to assess the significance level of
these effects.

Table 4 shows that there is a significant effect of augmented marketing on marketing performance ( =
0.688, t = 19.427, P = 0.000). Besides, there is a significant effect of contextual marketing on marketing
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performance (f = 0.139, t=2.135, P = 0.033), while there is no significant effect of predictive marketing on
marketing performance (B = 0.002, t=0.041, P =0.967).

PM1
o7
PM3  4—0.842—]

PM4

PM
-0.002

MP1
M
— \‘ 0.863/‘
0726 00 ez
M2 4—0853—] 0139 — :g-gg?
951y
0om MP3

CM3
CM MP MP4
0.688

ANMZ
AM3 —0.768—

AM4
AM

Figure 2. Study structural model
Sources: systematized by the author based on SmartPLS software outputs.

Table 4. Results of structural model test

Variables and paths B T statistics P values Result
PM > MP 0.002 0.041 0.967 Rejected
CM > MP 0.139 2.135 0.033 Accepted
AM > MP 0.688 19.427 0.000 Accepted

Note: PM — Predictive Marketing, CM — Contextual Marketing, AM — Augmented Real Marketing, MP —
Marketing performance, p — Standardized Impact Coefficient, P value — Probability Value.
Sources: systematized by the author based on SmartPLS software outputs.

Specifically, findings showed that H2 and H3 are accepted, while H1 is rejected. Regarding the significant
effect of augmented marketing on marketing performance, as pointed out in the current study, previous studies
confirm that such a type of marketing results in higher levels of marketing performance based on the
characteristics of augmented marketing itself, such as using virtual information to create a real-world
environment (Ng and Ramasamy, 2018; Carmigniani et al., 2011; Chylinski et al., 2020). That improves
customer attitudes toward brands (Rauschnabel et al., 2022), makes online shopping easier (Kannaiahand
Shanthi, 2015), and enhances customer engagement (Jessen et al., 2020). For the current study, it was found
digital simulations of products, positioning customers in real and virtual environments, using virtual
information, and digital experiments of products have a significant role in lifting customer attitudes, customer
satisfaction, and customer engagement.

Moreover, the result concerning the significant effect of contextual marketing on marketing performance
is in line with many previous studies. Contextual marketing means making a personalized marketing
experience (Kotler et al., 2021) in which customers receive real-time information during shopping (Hermina
et al., 2022; Vanessa and Japutra, 2021). Hence, previous results showed a significant linkage between
contextual marketing and customer behavior intention, customer satisfaction and trust (Lee and Jun, 2007;
Luo, 2003; Lee, 2005). The current result reveals that ads via electronic banners, using contextual information
to understand customer needs by their location, improve customer outcomes. In terms of the non-significant
effect of predictive marketing on marketing performance as established in this study, it was noted that this
result is inconsistent with previous studies. Simply, predictive marketing is expecting marketing demand using
proactive actions (Kotler et al., 2021), such as conducting predictive analytics after collecting customer data
by technological means to estimate current patterns to develop future events (Lies, 2019; Brynjolfsson et al.,
2021). Such results could be explained based on the nature of the predictive marketing process, which is
carried out in a non-real-time context. For example, marketers must collect and analyze customer present and
historical data to make future decisions.

Conclusions. This study explores the effects of Marketing 5.0 as a concept measured by three dimensions
(predictive marketing, contextual marketing, and augmented marketing) on marketing performance. Three
hypotheses related to the effect of each dimension on marketing performance were tested. The results revealed
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that both contextual and augmented marketing has significant effects on marketing performance, while
predictive marketing exerts no significant effect. Based on these results, it was concluded that enhancing
marketing performance requires using advanced human-oriented technologies. It transforms customers from
traditional marketing environments into real-world environments by collecting and analyzing real-time
customer data during the shopping process at sale points to affect customer behavioral intention and, therefore,
customer purchasing decisions. Theoretically, this study enriches the literature on Marketing 5.0 by
investigating the effects of three related kinds of marketing (predictive marketing, contextual marketing, and
augmented marketing) on marketing performance. It provides researchers with a theory based upon which
they could develop new models to examine the effects of Marketing 5.0 on marketing outcomes. Empirically,
the study shows that augmented marketing in the Marketing 5.0 era is the most significant one that could be
used to enhance the customer shopping experience and to achieve marketing objectives. Consequently,
marketing managers are asked to use current customer data to provide them with real-time contextual offers.

This study is limited to a sample of marketing participants working at furniture stores. Therefore, further
studies are required to investigate the impact of Marketing 5.0 dimensions on marketing performance using
samples from different industries. Moreover, Marketing 5.0 was regarded as a construct of three dimensions:
predictive marketing, contextual marketing, and augmented marketing. Therefore, future studies are required
to adopt other dimensions of marketing.

Conflicts of Interest: Authors declare no conflict of interest.

Data Availability Statement: Not applicable.

Informed Consent Statement: Informed consent was obtained from all subjects involved in the study.
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EdexTuBHiCTh MAPKETHHIOBOI islJIbHOCTI: BILINB KoHuenuii Mapkerunr 5.0

MeTot0 IOCHiKEHHS € BH3HA4YCHHS BIUIMBY MapkeTuHry 5.0 Ha e(eKTHBHICTP MapKETHHTOBOI iSUTBHOCTI.
Mapxketuar 5.0 Oyino KOHIIENTYali30BaHO 3a JIOIIOMOTOIO TPHOX KPHUTEPIiiB: MPOTHO3ZHHM MAapKETHHT, KOHTEKCTHHUI
MapKETHHT Ta MapKETHHT JOTIOBHEHOI PEaJbHOCTI. Y JIOCHIPKEHH] B3IM YYacTh NPAIliBHUKH BiIIUTIB MapKETHHTY 25
MeOJIeBHUX CcalloHiB. BuxijHi qaHi it mociipkeHHs chOPMOBAHO 32 Pe3yJIbTaTaMU aHKETYBaHHA. ABTOPOM PO3p00JIeHO
ONUTYBAJILHUK 3a I'sATHOaNbHOO HiKaior Jlaiikepra. 3aranbHa BUOipka mociimkeHHs craHoBmia 200 pecrioHIeHTIB.
OpHak, TSt TOTANIBIIOT0 aHami3y Bifiopano 190 ankeT. 3a pe3yibTaTaMu AOCIIIPKCHHS BCTAHOBJICHO, 1110 KOHTEKCTHUM
MapKEeTHHI Ta MapKETHUHT JONOBHEHOI PEabHOCTI CYTTEBO BIUIMBAIOTh HA €(DEKTHUBHICTH MApKETHHIOBOI JisUIBHOCTI,
TOII SIK BIUIMB HMPOTHO3HOTO MAapKETHUHTY € He3HaYHMM. BpaxoByloum oTpuMaHi pe3ynbTaTd, aBTOp HPHHIIOB 0
BHCHOBKY, IO MiJBUIIEHHS €(EKTUBHOCTI MapKETHHIOBOI AiSJIBHOCTI MOTpeOy€e BIPOBa/UKEHHS MEPEJOBUX JIIOANHO-
OpIEHTOBaHMX TEXHOJOTiH. 3a3HaueHi BUIIE TEXHOJIOTI] CHPUATUMYTH TpaHchoOpMalii KII€HTIB 3 TpaguiiiiHOTO
MapKeTHHI'OBOTO CEPEIOBUILA B PEAIbHE CEPEIOBHUIIIE IUISIXOM 300pY Ta aHali3y JaHUX IPO HUX B PEILHOMY 4aci Imij
Yac Ipolecy KymiBJi B TOUKax Mpojaxy. CBO€I0 4eproto, 11 BIUIMBATUME Ha TIOBEJIIHKOBI HAMIpH KITI€HTIB Ta iX pillIeHHs
npo MOKYIKy. OTpUMaHi pe3yJibTaTH MalOTh TEOPETUYHE 3HAYCHHS Ta 30aradyroThb MOMepe/IHi HayKOBi HalpalOBaHHS
3 MapkeTuHry 5.0 pe3yiabpraTaMu JOCIiDKESHHS BIUIMBY TPHOX IOB'SI3aHUX BUIB MAPKETHUHTY (IIPOTHO3HUN MApKETHHT,
KOHTEKCTHHA MapKETHHT Ta MAapKeTHHT JOTIOBHEHOI pEaNlbHOCTI) Ha E€(PEeKTHBHICTH MAapPKETHHIOBOI MisIIBHOCTI.
HayxoBi, fKi € 3amikaBieHUMH B JOCIIIKYBaHIN TEMaTHIl, MOXYTh BHKOPHUCTOBYBATH OTPHMAaHI pPe3yJIbTaTH IS
MOJANBIIO] PO3POOKH HOBHX MOJENIEH, IO CIPUATHMYTh BH3HAUCHHIO BIUIMBY MapkeTuHry 5.0 Ha pe3yiapTaTh
MapKEeTHHTOBOI AiISUTBHOCTI. 3 €MITIpUYHOI TOYKH 30py, Pe3yIbTaTH AOCIIIKEHHS CBIiTUaTh MPO Te, IO MapKETHHT
JIOTIOBHEHOI peaibHOCTI B emoxy Mapketunry 5.0 € HaiOinbin 3HauynmM. BiH Moxe OyTH BHKOPHCTAHHMN IS
MOKpAIIEHHs KYyIIBEJIbHOI'O JOCBILY KJIIEHTIB Ta JOCATHEHHS MAapKETHHIOBUX Iijied. TakumM YMHOM, aBTOPOM
PEKOMEH/IOBAHO MEHEIDKEpaM 3 MapKeTHHIYy BHUKOPHCTOBYBATH IIOTOYHI JaHI HpO KIIEHTIB, 1100 HaJaBaTH iM
KOHTEKCTHI ITPOIO3HIii B PEKUMI pealbHOTO Yacy.

KarouoBi caoBa: Mapkrennr 5.0, mporHo3yrouuii MapKeTHHI, KOHTEKCTyaJbHHUH MapKETHHT, MapKEeTHHT
JIONIOBHEHOI peaJIbHOCTI, €()eKTUBHICTh MApKETHHIOBOI JisUIbHOCTI, MeOJIeBl Mara3uHu.
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