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Y cmammi po3ansHymo makul iHcmpyMeHm
MapKemuH208UX MexHosoaill, SIK KOHMeHm-
MapkemuHe. [lodaHo iHghopmayiio rpo cym-
HICMb Ub020 BU3Ha4eHHsT ma (io20 pucu.
HadaHo ocHosHy iHhopmauito npo Halieoso-
BHiWI BIOMIHHOCMI MK KOHMEHM-MapKemuH-
20M ma peknamoro. Ocob/usy ysazy npudiieHo
OCHOBHUM Mepesa2am ma HedosliKaM BUKOpUC-
maHHs Yb0o20 iHCmpymeHmy. BuokpemseHo
OCHOBHI BUOU KOHMeHmM-MapkemuHay. ModaHo
cmamucmuy4Hy — iHghopMayito - wjooo  3MIiHU
BUKOPUCMAHHS MEBHUX BUOIB KOHMeHM-map-
KemuHay B2B mapkemosiozamu y 2019 pouyi
ropigHsiHO 3 2018 pokom. 32adaHo ¢hakmopu,
3a A0rNoMOo20H0 SIKUX BIOGYBAEMbCSI CITi/IKYBaHHS
3 fomeHyitiHumMu  krieHmamu., Cmamms Mic-
mumb daHi ujodo pekomeHoauili 07151 mo6ydosu
AIKICHO20 Ma. YCriWHO20 KOHMEHM-MapkemuHay
6peHdy. Y CmMBOPEHHI 6/IUCKy4020 KOHMeHm-
MapKemuHay HeabusiKy posib Bidigpae npasusib-
Hul BUGIp KaHasty ripocysaHHs.. Omxe, mekcm
Haoae YiHHy iHghopmayjiro rnpo nomysispHi kaHaau
rpocysaHHsi ma IX pO3yMIHHSI.

KniouoBi cnoBa:  KOHmMeHM-MapkemuHe,
peknama, Uinbosa ayoumopisi, KkaHaau rnpo-
CyBaHHs.

B cmambe paccMompeH makoli uHcmpy-
MeHm MapKemuHeoBbIX MexHoio02ul, Kak

KOHMEHM-MapkemuHe. lpedocmasneHa
UHghopmayusi o0 cyujHocmu 3moeo orpe-
desleHuss U e2o yepmax. [lpedocmasseHa
OCHOBHasl UHghopmayusi 0 cambiX 2/1asHbIX
pasnuyusix Mexady KOHMeHM-MapKemuHaoM
u peknamol. Ocoboe BHUMaHue yoeseHO
OCHOBHbIM npeumMywjecmsam u Hedocmam-
KaMm UcCrosib308aHUsl 3Mo020 UHCMpPYyMeHma.
BbiOe/sieHbl  OCHOBHble  BUObI KOHMEHM-
mapkemuHea. [lodaHa cmamucmudeckas
UHghopmayusi o U3MEHeHUIo UCM0/1b308a-
Hus onpedesieHHbIX BUOOB KOHMEHM-Map-
kemuHaa B2B mapkemosiozamu 8 2019 200y
o cpasHeHur ¢ 2018 2090M. YroMsiHymbl
hakmopebl, ¢ NOMOWbIO KOMOPbIX MPOUCXO-
oum obujeHue ¢ NomeHYyuaIbHbIMU K/IUEH-
mamu. Cmambsi cooepxum OaHHble Kaca-
me/ibHO pekoMeHoayull 07151 MoCmpoeHust
KayecmseHHO20 U yCrewHo20 KOHMeHMm-
mapkemuHaa 6peHoa. B cozd0aHuu 6necmsi-
we2o KoOHmMeHmM-mapkemuHaa  60/buWyH
posib uzpaem npasusibHbIl BbI60P KaHana
npodsuxeHusi. Yimak, mekcm npedocmas-
J7Iilem YeHHY UHGhopMayuro O nomnynsipHbIX
KaHasiax npoodBUXEHUS U UX MOHUMaHUU.
KnioueBble cnoBa: KOHMEHM-MapkemuHe,
peknama, yenesasi ayoumopusi, KaHa/bl fpo-
OBUXEHUSI.

The article discusses such a marketing technology tool as content-marketing. It should be emphasized that currently content-marketing is a progressively
effective method of influencing consumers. More and more companies are incorporating it into marketing and PR strategy. Information about the essence
of this definition and its features is given. It should be understood that the main task that solves content marketing is not sales. The main purpose is to com-
municate with the audience, to disseminate information about the business, to establish trusting relationships and to ensure loyalty from potential clients.
It's worth mentioning that over the last few years there has been a tendency in the world to abandon traditional advertising and actively use content market-
ing. Provides basic information about the major differences between content-marketing and advertising. Particular attention is paid to the main advantages
and disadvantages of using this tool. The article highlights the main types of content-marketing. Nowadays a variety of species of content-marketing are
used extensively, such as: social media, audio/visual content, photo materials, various interactive tools, podcasts, and more. In addition to these types of
content-marketing, equally important are such types as interactive tools, live broadcasts and experimental content. The statistics on changing the use of
certain types of B2B content-marketing by marketers in 2019 compared to 2018 are provided. The factors that help communicate with potential customers
are mentioned. Since the combination of these seemingly simple factors can be difficult to accomplish, the research contains the data on recommendations
on how to build quality and successful content-marketing. For brilliant content-marketing the right choice of promotion channel also plays an important role.
Therefore, the text provides valuable information on popular promotion channels and their understanding. Nowadays a variety of species of promotion chan-
nels are used extensively, such as: website, email, social networks, industry forums, syndication. The relevant conclusions are given.

Key words: content-marketing, advertising, target audience, promotion channels.

MoctaHoBKa npo6GnemMn. CbOroAHi KOHTEHT-  HWU3KU BAXMBKX NMOMWUIIOK, SKi 3BOAATL YCi 3ycunns

MapKETUHI € NPOrpecuBHUM eqeKTUBHUM METOAOM
BM/IMBY Ha cnoxueadiB. Bce GinblLue koMnaHili BK/ItO-
yae Iioro B MapkeTuHroBy Ta PR-cTparterito. Bce
Gifiblle KOPUCHOrO KOHTEHTY MOLUMPIOETLCHA OpeH-
Jamu 33419 3anydeHHs N0abHOT ayauTopii. Wena-
KICTb PO3BUTKY KOHTEHTY Ta i0ro edpeKTMBHICTb 3pOocC-
TaloTb LWOAHSA, OTXE, MOXHA NPUNYCTUTK, O 3rofoMm
yCA BCECBiTHA MaByTWHA 3aMiHUTL 6aHepHy abo
KOHTEKCTHY pek/fiaMy KOHTEHT-MapKETWHIOM, asie €
6arato Tux, XTO CTEXWUTb 3a MOAOI0 i1 TpeHaamu, ane,
BMNPOBAKYOUMN KOHTEHT-MapKETUHT, MPUMNyCcKaeTbCA

HaHiBeLb ab0 NepeLUKoLKaloTb JOCAraHHI0 CYyTTEBUX
pesynerarTis.

AHania OCTaHHIX p[ochimKeHb | ny6nikauji.
3a ocTaHHi ekinbka pokiB y CBITi 3'ABUIaCA TEHAEHLIA 10
BiIMOBW Bif TPaAVLIAHOT peknamMu i akTUBHOTO BUKOPUC-
TaHHS KOHTEHT-MapKeTuHry. CbOrogHi cepes, iHO3eMHIX
Ta BITYN3HSAHNX MAPKETO/OTIB, 5IKi aKTUBHO 0GrOBOPHOOThL
Lo npobnematuky, 6epyyn 3a OCHOBY IHTEPHET-TEXHOJ10-
ril, MOXHa BiA3HAUNTM Takux, Sk 3. AByniT, C. InAsWeHKo,
M. KannaH, C. Ky3HeuoBsa, O. OHuLeHko, M. CtensHep,
M. XeHniH. 3rigHo 3 gaHumm Content Marketing Institute
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IHOPACTPYKTYPA PUHKY

(CMI) y uepsHi 2019 poky 62% mapkeTonoris puHky B2B
(Business-to-Business) cTBeppkyBas, L0 BOHW Novann
06cnyroByBaTty GiNble KNIEHTIB came i3 3a/TyYeHHsIM
KOHTEHT-MapKETUHTY.

MocTtaHOBKa 3aBAaHHS.
HAMMW OOCAIAXEHHS €:

— BU3HAYEHHS Pi3HULL MiXX KOHTEHT-MapKETUHIOM
Ta peksamolo;

— BMOKPEM/IEHHA nepeBsar Ta HedosikiB BNpoBas-
XEHHSI KOHTEHT-MapKETUHTY;

— cuctematmsauis pekoMmeHgauil ons ycnilHoro
KOHTEHT-MapPKETUHTY.

Buknag ocHOBHOro marepiany AocnipgXeHHs.
KOHTEHT-MapKeTUHr — Lie CTpaTeriyHuini MapKeTUHro-
BUIA Niaxid, CYTHICTb SIKOrO MOAsira€ y CTBOPEHHI Ta
MOLUMPEHHI LIHHOTO, pefieBaHTHOro Ta NOCNi40BHOrO
KOHTEHTY 3384715 3a/lydyeHHA Ta 36epexeHHs 4iTKOo
BM3HaAYeHOI ayauTopil, NigBULLEHHS npoaxis, BNi3-
HaHHA 6peHAay, NoKpaLLeHHSA iMigKy dipmu abo BuUpi-
LLIEHHS IHLWIMX 3aBAaHb [1]. KrouoBMM CNOBOM € «LijiH-
HWIA», sIKe gornoMarae Bifpi3HUTK Lie BU3HAYEHHS Bif
TOro, SIKUM MOXHa onucatn Maiixe 6yab-sKy opmy
peknamu. 3a OCTaHHi POKM Nopyd 3i 3POCTaHHAM
TPEHAY Ha KOHTEHT-MapPKETUHT e(DEKTUBHICTL NPAMOT
peknamu Bnana 3 30% [o 2%.

[ns kpaworo po3ymiHHS BaX/IMBOCTI KOHTEHT-
MapKeTUHIY pO3rnsHEMO A0ro oCcHOBHI nepesaru [2].

1) KOHTEHT-MapKeTUHT — Lje EKOHOMIYHO eeKTUB-
HWIA cnoci6 3ayyYeHHs HOBUX MOTEHLIAHNX KNIEHTIB.

2) BinbyBaeTbCa MiABULLEHHS iMigKy OpeHgy
BHAC/iA0K NO6YAOBWN [0BIpW KMIEHTIB, WO NigBULLYE
piBEHb NPOAaXy ToBapiB abo nocnyr ipMu.

3) BigbyBaeTbCcA NOKpaLLleHHA onTumisaLil nowuy-
KoBux cuctem (SEQO) 3a AONOMOrol onTMMi30BaHOro
KOHTEHTY.

4) KoHTEeHT fa€e 3Mory 6peHay NpoAeMOHCTpYBaTH
CBOI 3HaHHA y NEBHI cdepi.

fonoBHUMN 3aBAaH-

JoBroTpuBanuii KOHTeHT (nornubaeHi cTaTTi, NYTIBHUKK)

Bineomatepianm

CouianbHi meaja

TenebadyeHHA (KOPOTKOMETPAMHI, IOKYMEHTa IbHI
binbmm)

MobinbHi goaaTiu

HoaeH i3 nepeniyeHux BUAajiB

5) KOHTEHT-MapkeTUHr  gonomarae  nokasaru
NOTEHLAHMM MOKYNusAM, Wo Baw 6peHn € ocobnu-
BMM, a TaKOX BUAIUTUCS cepef, KOHKYPEHTIB.

FAKWO roBOpUTU NPO HeJOosiKM KOHTEHT-Mapke-
TUHIY, TO A0 HWX MOXHa BigHECTU nvlie TpuBanuii
yac, HeOoOXiAHWIA ANs OTPMMAaHHA CTa/Inx pesysbra-
TiB, @ TaKOX BapTIiCTb po6OTK, TOMY LLIO 3as1y4aTn Ao
peanisauii cTparerii NOTPIGHO AOCBIAYEHY KOMaHAOy
(paxiBuiB (pedakTopu, KonipaiTepw, An3aiHepw,
Mapketonori, SMM-cneujanicti), 04YeBUAHO, WO
BMKOPUCTaAHHA NOC/Yr BiANOBIAHUX KBasihikoBaHUX
cneuyianictiB nepegbdavae marepiasibHi BUTpaTH.

K0XXHOro poKy TEXHO/OrIT CTPIMKO NPsIMYIOTh Bne-
pea, 3MIHIOIOTLCA TEeHAEeHLUIT, WO BMnMBaE Ha BWKO-
pUCTaHHA 3afisHUX CXeM, 3a AOMNOMOTOH0 SKUX JSIH04N
CTBOPIOIOTb BflacHy cnpa.y. Lle cTocyeTbcs Takox
KOHTEHT-MapKeTuHry. OTxe, 4N BuUnepeskKeHHs
KOHKYPEHTIB npaLiBHMKaM NoTpibHO HaB4yaTucs npa-
LtoBatM 3 HOBUM Ta GaraTOMaHiTHUM iHCTPYMeEHTa-
piem. Y xoBTHi 2019 poky komaHga CMI nposena
aHKeTYyBaHHA cepef, PecrnoHAeHTiB puHKY B2B, ski
BVKOPWUCTOBYBA/IN  KOHTEHT-MapKeTUHT  NPUHaAMHI
1 pik. 3a pesynsratamm OnUTyBaHHA CcHOpPMOBaHO
rpaddikym TOro, ki BUAM KOHTEHTY BUKOPWUCTOBYBAIN
B2B-mapkeTonory octaHHi 12 micauis, K 3MiHUAN iX
BUKOPUCTaHHA nopiBHAHO 3 2018 pokom [3] (puc. 1,
puc. 2 BignoBigHO).

OKpiM HaBefeHUX BUAiB KOHTEHT-MaPKETUHTY, He
MEHLU BaXX/IMBUMW € iIHTEPAKTUBHI IHCTPYMEHTN (KOH-
Kypcu, BiKTOpUHW) (7%), npsami TpaHcnauii (7%), ekc-
nepuMeHTa/IbHUIA KOHTEHT (7%) Ta iHWi (7%).

BianoBigHO A0 HaBegeHux Buwe rpadikis Mu
6aummo, wo y 2019 poui TpeHgamn 6ynu Taki Buam
KOHTEHT-MapKETUHTY, SIK ayaio/BidyaslbHUA KOHTEHT
(NepeBaxHO BiZEO Ta NpAMI TPaHCAALIT), MMCbMOBWIA
undppoBuiA KOHTEHT (CTaTTi Ta 6/10rM) Ta 306paXKeHHS
(iHcborpadpika, MeHLLo Mipoto — hoT0). My 6a4nmo,

74%

43%

37%

16%

14%

12%

Puc. 1. OCHOBHiI BUAW KOHTEHT-MapKeTUHTy Ha pUHKY B2B
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Ay aio/Bi3yanbHWiA KOHTeHT (Bigeo, npami TpaHCaALi,
BebiHapw)

MUCcbMOBWIA LMBPOBUIA KOHTEHT (cTaTTi, 6/10rK, eNEeKTPOHHI
KHWUIK)

3o6pameHHs (iHdorpadika, doTo, giarpamu)

OcobucTUit KOHTEHT (nogii, npe3eHTauii, BOPKLLIONK)

Nuiie ayaio UMGPOBKMIA KOHTEHT ( NOAKACTH, ayAIOKHWUTK)

MUCbMOBWIA APYKOBaHWI KOHEHT (KHUrK, Gpoluypm,
HypHanu)

H 36inblUnMan

B 33/IMWWAN TaKUM CaMUM

M 3MeHWHUKn

Puc. 2. 3miHa BUKOPUCTAHHA BUAiIB KOHTEHT-MapKeTUHry B2B mapketosioramu
y 2019 poui nopiBHAHO 3 2018 pokom

LLLO K/iEHTIB NPUBAG/IIOE KOHTEHT, SIKUiA € NepcoHaslb-
HUM Ta HEHaB'A3/IMBMM, MOXE YOMYCb HaBYMTU, PO3-
BaXae Ta AOHOCUTbL BignoBigHy iHhopmauito Bi3y-
anbHO. MpoTe ue He o3Havae, WO Taki TMNM BMICTY
AafyTb Halikpalli pesynstati Ans Balloi KoMnaHii.
3actocyBaHHA MEBHUX BUAIB KOHTEHT-MapKETUHTY
6e3nocepeHbO 3a/1eXUTb Bif, 34ICHIOBAHOT Ajisfb-
HOCTi Ta XapakTepy Balloro 6i3Hecy, gemorpadir,
BnogobaHb Balloi ayguTopii Ta Bawmnx Liniei.

KOHTEHT-MapKETUHT — Lie «HOBWIi» MapKeTUHIoBuIA
nigxig, 3a A4OMNOMOroH SIKOro ChisikyBaHHS 3 MOTEHLil-
HUMK KNiEHTaMn BiaOYyBa€ETbCA TakUM YAHOM:

— ayauTopis i3 3a0BOJIEHHSAM 3BepTae Ha KOH-
TEHT yBary, afke BiH PO3KPUBAE NMUTaHHSA, AKi Mir 6u
nocTaBuTX TUNOBMI MNOKYNeLb, Ta HAAAE BiANOBIAj HA
HUX, OXOMNJIKOKYM BiANOBIAHI TEMU;

— AEMOHCTpYE Uil ayanTopii 3a ONOMOroto Bigno-
BiAHOro doopmary nogadi KOHTEHTY, SIKMI1 HabiNbLIe
BigMNoBigae BMOpaHilii Temi, WO BU € came Tielw dip-
MO0, 3 SIKOKO MOXHa cniBnpautosatu [4].

MoegHaHHsA LuX ABOX «MPOCTMX» (hakTopiB Nnepes-
6ayae cknagHocTi Mg 4Yac Oro BUKOHAHHSA, TOMY
BapPTO PO3INAHYTU Nepenik BaXINBUX pekoMeHAaLii
ANns No6yaoBuM YCNILLIHOIO KOHTEHT-MaPKETUHTY, SKWi
HaBefeHuin y Tabn. 1.

KnioyeM [0 yCMiWHOIO  KOHTEHT-MapKeTUHTY
TakoX € NpaBW/IbHUIA BUBIP KaHasly NpocyBaHHA. [ns
nonynsapusauii Ta Po3LNPEHHA KOHTEHTY BU MOXeTe
BMKOPWCTOBYBATMW Taki kaHanw [6]:

1) BeG-caiiT, ampKe opraHiyHWin Ta npsAMuin Beb-
Tpadik 3Halige Bce, WO NOTPIGHO 3HaTKM Mpo Bal
6peHn;

2) eNeKTpOHHa noLuTa, afke asToMarusauis pos-
CWIOK LWOAEHHOTO abo LOTMXKHEBOTO BMICTY CBOIM
nignmMcHMKam iHhopMye iX Npo Ball 6peHs;

3) coujanbHi  mepexi  (“Facebook”, “Twitter”,
“Instagram”, “YouTube”), agxe BOHU € cepefoBuULLEM
nonynspusauii ToBapiB i CRisikyBaHHS 3i CnoXusa-
Yyamu, YaCTMHO 38J0BOSIEHHS BUCXIAHOIO MONUTY Ha
Bi3yasIbHUIA KOHTEHT;

Tabnuus 1

PekomeHgauii AN No6yA0BU YCMILLHOIO KOHTEHT-MapPKEeTUHTY

PekomeHpauin

3micT

CrBoptoiite
iHHOBaLiiHUIA KOHTEHT

EmouiiiHo, TBOPYO Ta OpUriHa/IbHO B3aEMOJITE 3i CBOEID ayAUTOPIEHD.
MpocyBaiiTe NpuBab/MBO AiKUNIA, KMarHETUYHNAY» KOHTEHT.

MpocToTa
Ha cami NpoAYKTN Ta NOC/yTU.

MpocTunii, ane BUTOHYEHWIT BEG-CalT UM peknama gonomMarae croxmsadam WBUAKO NPUAHATY
MyZpe pilleHHs. JTerkuii y noLyky noLlyKOBUMM CUCTEMAMUN KOHTEHT, KMl NPOCYBAETLCA
yepes oHNaliH-KkaHau, NigBULLMTL NONWT Ha Balli iHhopMaLiliHi MaTepianu, Sk Hacnigok,

BusHauTe notpebu
CBOEI ayanTopii

MMig yac cTBOpPEHHSA KOHTEHTY BpaxoByiiTe iHTepecKu Ta BNoLO6aHHs CBOTX KMIEHTIB.

3po3ywmiiiTe cuny
coujanbHNX Megia

CoujasibHi Mefia — Lie NOTYXHi niatcpopmm A/1st MapKETOJIONB Ta KOMMaHiii, ToMy HeobXifHOo
CTBOPIOBATY YHIK&/IbHWI KOHTEHT Ha KOXHIl 3 HUX. IX BUKOpUCTaHHA MigHiMe iHTepec A0 BMICTY
3arnponoHOBaHNX COLLia/TIbHNX akayHTIB, a Balla «BUANMICTb» B IHTEPHETI NiABULLMTLCS.

Byabte npo3opi 3i
CBOIMM KNiEHTaMK

FK 3aLikaBUTK CBOIX CNOXUBAYIB LlikaBUTUCb Ballum ToBapoM? lMpocTa BiAnoBiab:
6yTN YeCHNM, 3a6e3ne4nT HakpaLLy NiATPUMKY KNIEHTIB Ta AKICHUI NPOAYKT.

Lkepeno: cknadeHo 3a mamepianamu [5]
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IHOPACTPYKTYPA PUHKY

4) npoMncnoBi opymu, azixe po3MilLLeHHSA BMICTY
Ha LWaHOBaHMX rasly3eBUX chopymax [OAAaE PiBHSA
aBTOPUTETY Ta OXOMNJIEHHSA GpeHAy Ballow Komna-
Hi€t0, IKOr0, MOX/INBO, paHille He 6yno;

5) cnHavkauisi, amke noBTOpHa Ny6nikauisi KOH-
TEHTY Ha CTOPOHHIX Beb-caiiTax 36inblUye unTaLbky
ayauTopito.

BUCHOBKM 3 NpoOBeAEHOro AocimKeHHA. OTxe,
nigcyMOBytlOuM, BiA3HAYaEMO, WO KOHTEHT-MapkKe-
TUHI — Ue HainepcnekTUBHILINA MapKETUHIOBUIA Nif-
Xig 4N NPOCyBaHHSA BNAacHOro 6GpeHay, siKMil He BTpa-
TUTb aKTyasIbHOCTi. CbOrofHi HanbisbLl NONYAAPHUMM
B/AAMV KOHTEHT-MapKeTUHTy € coujasibHi  Mefja,
aypfio/BisyasilbHUIA KOHTEHT Ta dooTomatepiann. Came
NnoeaHaHHA UMX iIHCTPYMEHTIB 3 pekomeHgaulismi ans
no6yaoBM YCNILLUHOTO KOHTEHT-MapKETUHrY Aae 3Mory
KoMnaHii 6yT KOHKYpEeHTO34aTHO Y CBOI cdoepi.

TaknMm YMHOM, KOHTEHT-MapKETUHT Jornomarae He
nvwe nigBUWLNATK Bni3HaBaHHA OpeHAay, 36iNbWNTU
YacTKy Ha PUHKY, asie il CTBOPUTU MilHi BiAHOCVHM 3
NOTEHUIAHUMM KNIEHTaAMW.
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CONTENT-MARKETING AS A METHOD OF ATTRACTING AND RETAINING CUSTOMERS

The purpose of the article. Today, content-marketing is a progressively effective method of influencing
consumers. More and more companies are incorporating it into marketing and PR strategy. But there are many
people, who follow the fashion and trends, but when they introduce content marketing, they make a number
of important mistakes that negate all efforts or prevent significant results. It should be understood that the
main task that solves content marketing is not sales. The main purpose is to communicate with the audience,
to disseminate information about the business, to establish trusting relationships and to ensure loyalty from
potential clients. Therefore, the purpose of our article is to identify the difference between content-marketing
and advertising, highlight the benefits and disadvantages of implementing content-marketing, and systematize
recommendations for successful content-marketing.

Methodology. The theoretical and methodological basis of the study is principles of modern marketing
theory. For the purpose of obtaining convincing conclusions in the course of work are used such methods
as: structural and logical and semantic analysis (to determine the difference between content-marketing and
advertising) were used; comparison (to determine the advantages and disadvantages of content-marketing
over other communication tools on the Internet), a logical generalization of results (to develop recommenda-
tions for successful content-marketing and conclusions).

Results. Results of the research showed that in recent years, with the growing trend in content marketing
direct ad performance has dropped from 30% to 2%. The main advantages of content-marketing are that
content-marketing is positioned as a cost effective way to attract new leads, it enhances brand image through
customer trust, improves search engine optimization with optimized content, enables the brand to showcase its
knowledge, it also helps show potential buyers that your brand is special and stand out from your competitors.
If we talk about the disadvantages of content-marketing, they can only be attributed to the long time, which is
necessary to get consistent results, whilst the cost of work, because the strategy requires the involvement of
an experienced team of specialists (editors, copywriters, designers, marketers and SMM specialist) and it is
obvious that their services cannot be cheap.

An important achievement is also to highlight a list of important recommendations for building successful
content-marketing. These include creating innovative content, simplicity, identifying the needs of our audience,
understanding the power of social media, and being transparent with our customers.

Practical implications. As practice shows, in 2019 trends were such content-marketing tools as audio/
visual content, digital writing content and images.

Valueloriginality. Content-marketing is the most promising marketing approach for promoting your brand
without losing its relevance. The combination of various types of content-marketing enables the company to
be competitive in its field. This approach not only helps to increase brand awareness, increase market share,
but also build strong relationships with potential customers.
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