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Business optimization in the digital age:
insights and recommendations

Abstract. Introduction. Digital transformation and the high level of offline and online competition have a
significant impact on business, which emphasizes the relevance and need to implement the successful
relevant marketing strategy that includes the search engine optimization (SEO). The SEO increases the
business visibility on the Internet in comparison with priority competitors, promotes better communication
and interaction in accordance with varied requests of online buyers (customers, clients). SEO is especially
important for successful retailers’ business characterized by constant bifurcations in the short and long
term.

The Purpose of the presented research is to substantiate the importance of the local optimization of the
retailer’s business for search engines to increase organic traffic; to represent insights and give practical
recommendations for retailers regarding local optimization of their business in Google as part of an effective
marketing strategy; to create the typical valid data micromarking (by the example of the Ukrainian retailer),
which will contribute to an advantageous placement in the Local Pack in comparison with competitors, and
increase organic traffic and conversion.

Methods. To achieve the purpose, the system of general and special research methods are used, including
the logical generalization, analysis, comparison and synthesis. To formulate recommendations for retailers,
the following online tools are used: Google My Business (to study the specifics of profile), JSON-LD
Generator (to generate the data micromarking), Google Structured Data Testing Tool (to verify the validity
of data micromarking). HTML Symbols - Unicode symbols is used to add special symbols in the data
micromarking. The program MS Excel is used for visualization and interpretation of data.

Results. Based on the results of a study and analysis of the retailers’ business (namely, Yves Rocher Ukraine
cosmetics, which is a part of the world-renown corporation Yves Rocher Group), it is reasonably justified
that SEO is an integral component of an effective marketing strategy. It is justified that the SEO aims to
increase the organic traffic and conversion by quickly finding the requested store in the search engine and
its attractiveness from the point of view of the Internet user (potential online customer of the retailer). It is
identified that Google is the search engine that is the most popular in Ukraine according to the results of a
comparative analysis of 2010-2020. The main trends in the Internet users’ preferences for the study period
is determined. The insights and substantiated practical recommendations regarding local optimization of
the retailers’ business in Google are represented.

Conclusions. The expediency and importance of using the developed recommendations are demonstrated
by the example of a Ukrainian retailer in the drogerie segment based on the results of the short-term
forecasting. The typical data micromarking is created by using the developed recommendations. The
implementation of the micromarking will help retailer to increase organic traffic in Google, conversion and
CTR, as well as provide the most favourable position for the retailer in the Local Pack block.
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HaTtopina A. O.

KaHOWaaT eKOHOMIYHMX Hayk, 3aBigyBadka, kadenpa MixkHapoaHOi eKOHOMIKM, 06NiKy Ta (iHaHCIB,
MixHapoaHuin HayKOBO-TEXHIYHUI YHIBEPCUTET iMeHi akaaemika tOpia byras, Knis, Ykpaina

OnTumizsauia 6izHecy B undpoBy epy: iHCalTU Ta peKkoMmeHaauii

AHoTauis. ABTOpoM 0OrpyHTOBAHO HEOOXiOHICTb i BaX/IMBICTb CBOEYACHOI ONTMMI3aLlii 6i3Hecy B ymMoBax
undpoBoi TpaHcdhopmauii, y Tomy 4yncni B chepi putenny. [JetepmMiHOBaHO, WO MOLIYKOBa ONTUMI3aLlis
(SEO) € HeBig'eMHOI0 CKNaA0BO0 ePEKTUBHOI MApPKETUHIOBOI CTpaTerii, WO CnpsiMoBaHa Ha MiABULLLEHHS
opraHiyHoro Tpadiky Ta KOHBEPCIi 3a paxyHOK LUBUAKOIO 3HAXOOXXEHHS 3anuTyBaHOro MarasuHy B
MOLUYKOBIN cucTeMi 1 NpuBab/MBOCTI MOro KOHTEHTY 3 TOYKU 30pYy |HTEPHET-KOPUCTYBaYiB (MOTEHLINHNX
oHNnamH-nokynuie). Ha 6asi komnapatmBHoro aHaniay TenaeHuin 2010-2020 pokiB igeHTUdikoBaHO,
wo Google € NoOLWYKOBOIO CMCTEMOIO, L0 Harbinbw nonynsipHa B YKpaiHi. BusiBneHo OCHOBHI nepeBaru
IHTepHET-KOpPUCTYBaYiB 3a OOCHNIAXYBaHUI nepiod. Penpe3eHToBaHO iHCanTX Ta OOrPYHTOBAHO NPAaKTUYHI
pekoMeHauji Woao NoKanbHOI onTuMi3auii 6idHecy putennepis y Google.

JOouinbHICTb i BaXNUBICTb 3aCTOCYBaHHA LMX pPEeKOMeHZauil NpOoAeMOHCTPOBAHO Ha Npukiagi
yKpaiHCbKOro puteinepa B cermeHTi gporepi (IB Powe YkpaiHa) Ha 6a3i pe3ynbraTiB eMnipuyHoro aHaniay
M KOPOTKOCTPOKOBOIO MNPOrHo3yBaHHSA. Po3po6neHo TUNoBY BanigHy MiKPOPO3MITKY (MiKpOMapKiHr)
naHux ona odnanH-marasuHy Mepexi putennepa i3 3aCTOCYBaHHAM OOrpyHTOBaAHMX pPeKOMeHAAaLn,
iMnnemMeHTauis Kol cnpusTuMe 306iNblIEeHHIO opraHidyHoro Tpadiky B Google, nigBUWLINTL KOHBEPCIO Ta
nokasHuk knikabenbHocTi (CTR), a Takox 3abe3neynTb MakcuMasabHO BUrigHi no3uuii y 6noui Local Pack.
KnouoBi cnoea: lyrn; 6i3Hec; SEQO; nokanbHa oONTMMI3aLis; UMOPOBUIA MapPKETUHI; MIKPOMApPKIHT;
MiKpoaaHi; opraHivyHmin Tpadik; putennep; Is Powe YkpaiHa; puHOK gporepi.

HatopuHa A. A.

KaHAMOAT SKOHOMUYECKMX HayK, 3aBeayloLlas, kadenpa MexayHapoaHOM SKOHOMUKK, yyeTa n GUHAHCOB,
MexayHapOoaHbI HAYYHO-TEXHNYECKNA YHUBEPCUTET MMeHU akagemuka KOpus byras, Kues, YkpanHa
OnTumMusaumsa 6usHeca B uMdPOBYIO 3PY: MUHCANTbl U peKOMeHAauun

AHHOTaumna. ABTOpomM 060CHOBaHO HEOOXOAUMOCTb M BaXKHOCTb CBOEBPEMEHHOM ONTUMM3aunm OM3Heca B
yCcnoBusax undpoBon TpaHchopmaumn, B TOM Yncne B chepe putenna. JetepMmHMpPOBaHO, 4TO MONCKOBAs
ontuMmnsaumusa (SEO) aBnsaeTcsa HeoTbeMNeMom cocTaBnstolan 3PPeKTUBHON MaPKETUHIOBOM CTpaTerum,
KOTOpasi HanpaeiieHa Ha NOBbILLEHNE OPraHNYeCcKOro Tpaduka n KOHBEPCUN 32 CHET ObICTPOro HAaXOXAEHNS
3anpalwvBaemMoro mMarasmHa B NOVUCKOBOM CUCTEME U MPUBNEKATENBHOCTN €ro KOHTEHTA C TOUYKN 3PEHUS
MHTepHeT-nonb3oBateneit (NoTeHunasbHbIX OHMaH-nokynarenein). Ha 6ase komnapaTtMBHOro aHanmaa
TeHgeHumn 2010-2020 ropos naeHtTndULMpoBaHo, 4To Google aBnaeTcd NOMCKOBOM CUCTEMON, KOTOpast
Hanbonee nonynsipHa B YkpauHe. BbIIBNEHO OCHOBHblE MNPEAnoYTEHUS VIHTEpHET-Nob3oBarTenei
3a uccnegyemblin nepuon. PenpeseHToBaHO MHCanTbl M OOOCHOBAHO MPakTUYECKME PEKOMEHOALUN
OTHOCUTENBHO NOKaNbHOM onTUMM3aummn 6usHeca putennepos B Google.

Llenecoobpa3HOCTb M BaXXHOCTb MPUMEHEHUST 3TUX PEKOMEeHAAUUA NPOAEMOHCTPUPOBAHO Ha npumepe
YKpanHCKOro putennepa B cermeHTe aporepu (M Polue YkpanHa) Ha 6a3e pe3ynbTatoB 3MMMPUYECcKoro
aHanmM3a M KpaTKOCPOYHOro MNPOrHo3upoBaHusl. PaspaboTaHo TUMWYHYKD BaJMOHYID MUKPOPA3METKY
(MMKPOMapKWHI) AaHHbIX ANns odnarH-mara3vHa ceTu puTeinnepa C MPUMEHEHUEM OOOCHOBAHHbIX
pekoMeHOaunn, UMMNIEMEHTALMS KOTOPOW OyaeT cnocoOCTBOBATb YBEIMYEHUIO OPraHN4eCckoro Tpaduka
B Google, NoOBbICUT KOHBEPCUIO U NokadaTenb knnkabensHocTn (CTR), a Takke obecnedymt MakCumManbHO
BbIrogHbIEe No3muum B 6noke Local Pack.

KnioueBble cnoBa: lyrn; 6usHec; SEO; undpoBON MaApPKETUHI; MUKPOMAPKUHI; MUKPOAAHHLIE;
opraHuyeckni Tpaduk; putennep; Vs Powe YkpanHa; pbIHOK gporepu.

1. Introduction

Digital transformation and the high level of offline and online competition have a significant im-
pact on business, which emphasizes the relevance and need to implement the successful relevant
marketing strategy that includes the search engine optimization (SEO). The SEO increases the
business visibility on the Internet in comparison with priority competitors, promotes better com-
munication and interaction in accordance with varied requests of online buyers. SEO is especial-
ly important for successful retailers’ business in the short and long term, which are characterized
by constant bifurcations

2. Brief Literature Review

The study of the impact of digital transformation on the conduct and development of a busi-
ness, its business model, as well as the study of the characteristics of adapting a business to
environmental fluctuations, were carried out by scientists and economists, among whom are:
Hein et al. (2019); Joshi et al. (2018); Rachinger et al. (2019); Vogelsang et al. (2019). The need
to change marketing strategy when promoting business in the Internet and the factors that po-
sitively and negatively affect the online business success are described in the works by Alford &
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Page (2015); Iskandar & Komara (2018); Kingsnorth (2016); Sousa & Rocha (2019). The main
aspects of SEO during marketing promotion in the Internet are displayed in the publications of
Baye et al. (2016); Meraz (2015); Murphy (2019); Zilincan (2015). However, according to the
study of these works, it was found that there is no concretization of the type of business, and
the authors do not take into account the features of SEO, which depend on the specifics of the
business. The fragmentation of studying SEO specifics and the lack of researches about the re-
tailer business local optimization are emphasized the importance of the further research in this
direction.

3. The purpose of this paper is to substantiate the importance of the local optimization of the
retailer’s business for search engines to increase the organic traffic; to represent insights and give
practical recommendations to retailers regarding local optimization of their business in Google as
part of an effective marketing strategy; to create the typical valid data micromarking (by the exam-
ple of the Ukrainian retailer), which will contribute to an advantageous placement in the Local Pack
in comparison with competitors, and provide organic traffic and conversion increase.

4. Results

According to StatCounter GlobalStats (2020), over the past ten years, Google’s search engine
has been a leader in terms of Internet users’ requests in Ukraine (Figure 1).

According to Figure 1, in 2010-2020, the most popular among Internet users in Ukraine was
Google search engine, and over the past 10 years, the percentage of use by the Ukrainian Internet
users of this search engine has increased by 8.48% and at the beginning of 2020 amounted to
92.95%. It should be noted that in 2011-2015 in Ukraine it was observed the tendency to an in-
significant, but constant, loss of Google’s market share. It was due to the strengthening of the
Yandex.ru search engine market position. It is not common using Bing and Yahoo! among Ukrai-
nians, due to the low quality and less convenience of search compared to Google, as well as a
weak level / lack of privacy protection. Russian-origin Yandex.ru and Mail.ru search engines lost a
significant market share and in February 2020 amounted to 5.59% and 0.31%, respectively. This
is explained by the political and economic situation in Ukraine, as well as foreign state policy and

Notes: * - data for January and February, 2020
Figure 1:
Market shares of the most popular search engines in Ukraine in 2010-2020
Source: Calculated and created by the author according to the Statcounter GlobalStats (2020)
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the application of sanctions against Yandex LLC, Yandex.Ukraine LLC, Mail.ru Group LLC and Mail.
ru Ukraine LLC.

Given the above, it can be concluded that the Google search engine is the undisputed leader
in the Ukrainian market due to the constant preferences of Internet users. This proves the impor-
tance and necessity of optimizing the business of Ukrainian retailers to the Google search engine
for successful operation in the online environment. One of the indicators of a successful business
online is the organic traffic as a result of the issuance of a search engine. So, organic traffic pro-
motes the placement, for example, of a retailer’s website or business account on social networks,
in the top of Google’s search results. This increases the click-through rate (CTR), conversion and
directly increases the likelihood of purchases by the Internet users. Moreover, it is important to
mention that today, due to the high level of competition in the market, it is extremely important for
retailers to implement Google optimization based on targeted requests from Internet users.

Given the fact that, in practice, retailers’ offline stores are located in different regions of a coun-
try, it is important to carry out SEO taking into account the geolocation of the target audience in
order to achieve the maximum sales volume. The high level of retailers’ competition among tar-
geted queries in Google makes it difficult to place a description of the offline stores in the top of
organic list, which greatly complicates the search for potential buyers. Therefore, itis recommen-
ded to consider local optimization as a component of an effective retailers’ marketing strategy that
will increase the online store position in the search results, taking into account the features of the
search depending on geolocation.

SEO is an integral part of the marketing strategy that aims to increase CTR and conversion by
quickly finding the requested offline store in the search engine by the Internet user (potential on-
line buyer for retailers). In addition, SEO is an important significant and effective tool for the re-
tailer, which is aimed at the formation of relevant local search engine blocks based on the existing
ranking mechanism. In practice, there are two blocks of local results in the Google search engine:

The organic block (list of links) generated by Google in accordance with the relevance of the
content at the request of the Internet users.

The Local Pack block which contains a Google map and placed above the results of the orga-
nic block, which forms Google according to the request of the Internet user, recognizing its local
intentions. The Internet user does not need to indicate the geography of the search. In this block,
offline stores are displayed on the Google map, the data on which most closely matches the que-
ry criteria, because the geolocation of the Internet user is one of the priority ranking factors in the
Google.

According to the study of Meraz (2015), 44% of Internet users prefer to look the results of the
Google local search in the Local Pack block to find necessary information, 8% - look at «More
places» in the local search, 29% go to the results of organic search, and 19% view contextual
ads. Thus, the local optimization in Google makes offline stores of the retailer’s network visible in
the Google maps and affects the search results based on relevant local Internet users’ queries.
Categorical, commercial or branded queries of Internet users are also local. Given the above, in
this paper the author represents insights and gives practical recommendations to retailers re-
garding local business optimization in Google as part of the effective marketing strategy imple-
mentation where SEO is an integral part (Figure 2).

Figure 2 shows that Google local optimization of retailer’s business includes 13 components,
the interpretation of which is given below. A significant number of offline stores can be located
on the retailer’s network, despite the fact that they have one common business profile on so-
cial networks. Therefore, for retailers it is recommended to use Google My Business for ratio-
nal business administration. Designation of the real offline stores geolocations (latitude, longi-
tude), as well as landmarks that are located nearby, clearly contributes to local optimization. The
geolocation of offline stores in Google maps makes offline stores visible to potential buyers and
positively affects conversion. The main advantage of specifying of the offline stores addresses
of the retailer’s network is that customers who are looking for the right information using smart-
phones and tablets can immediately get directions and calculate the distance, see the customer
service department contacts. Creating the Google My Business profile helps local users (poten-
tial buyers) find necessary information about the retailer’s offline store and associate it with a
specific address / point in the Google maps.

Also, the retailer has to take into account the requests of Internet users containing the names of
cities, districts and streets that can be tracked in Google My Business, as well as use when writing
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Figure 2:
Google local optimization of retailer’s business
Source: Developed by the author

meta tags (title, description, keywords) for target web pages. However, it is important to note that
Google has reduced the number of characters in page descriptions (Google My Business pro-
file). According to the Rank Ranger (2020), as a result of entering a search query on the desktop,
Google gives results with a description (meta description tag) of 160 symbols, which is 70 symbols
less than earlier (SERPSTAT, 2019).

Adding links to Google Business profile, as well as relevant photos and images encourage In-
ternet users to take targeted actions on the retailer’s website. Targeted actions of Internet users,
including the number of routes and quantity of calls are directly depend on the number of photos
uploaded by retailers (Murphy, 2019).

The presence of additional information about the retailer’s offline stores in Google My Busi-
ness (including the type of business, working hours, contact phone number, email, routes to
the offline store, a link to the online store) has a positive effect on the results of issuance in Lo-
cal Pack, because it is convenient for perception by potential buyers. If the information about
the offline store’s indicated in Google My Business is up-to-date and supplemented with photo-
graphs and has reviews / comments, then its position in the Local Pack will be higher than that
of the competing one.

Another factor that affects the position in the Local Pack is relevant and identical information on
all online resources. For example, inconsistencies revealed by Google when comparing the data
on the website and in the profile of the retailer in the name, address, phone number, will lower the
store’s position in the «Local Pack».

Verification in Google My Business allows analyzing the statistics of search queries of the
Internet users related to the retailers’ activities. Google estimates the number of the Internet
users’ organic clicks in the retailers’ profile and takes these metrics into account when ranking.
Using the integrated information about offline stores in Google My Business, the retailers have
the ability to accurately identify relevant keywords, namely due to their monitoring and determi-
nation of their geolocation, which, in turn, will help make adjustments to the Internet promoting
strategic plan.

Google associates keywords from publications and the Questions and Answers block with re-
tailer activities. Therefore, the use of keywords similar to low-frequency queries increases the
likelihood of a retailer’s site being placed in the Local Pack block.
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It should be noted separately that Google My Business has the ability to simultaneously down-
load information about more than ten offline stores of the network. After confirming the added data
about offline stores, they will be displayed in Google My Business, as well as in Google Maps and
other Google services. At the same time, confirmation of data is carried out for Google’s corpo-
rate account. Confirmed offline stores of the retailer’s network will be considered all stores asso-
ciated with it that do not have another owner.

Internet users’ reviews / comments in Google affect the retailer’s website position in the local
search results. A detailed planned and systematic retailer work with customers’ reviews / com-
ments can affect its «star» rating, as well as the website placement in the Local Pack block. The
Google maps represent the first online platform where potential buyers come from search results,
so the reviews / comments there are the most popular among Internet users. Due to the correct
verification in Google My Business, reviews / comments are systematized and ordered. The log-
ging into individual accounts of offline stores is optional, which greatly simplifies local optimization
for the retailer.

According to the Uberall global study (2019), the maximum website conversion is achieved with
a «star» rating of 4.9. A gradual increase in the «star» rating of 3.75 by 0.1 can increase conver-
sion by 25%. Thus, an increase in the «star» rating can increase the conversion and the likelihood
of website appearing in the top of the Local Pack block. Therefore, it is advisable for the retailer to
consider this when creating a clear mechanism for working with online customer reviews / com-
ments and developing measures to promote the stores in the online environment.

The snippet is a tool that can increase the position of the store in the Local Pack block and
Google’s organic block in general, as well as increase organic traffic and positively affect the
CTR. The snippet is a description that appears in Google under the link to the retailer’s website
(Statcounter GlobalStats, 2020) and is a reference point for the potential buyer to decide whe-
ther to visit online store. In view of this, retailers are encouraged to customize and optimize snip-
pets in Google, where, depending on the type of content, the number of reviews / comments,
prices and product characteristics, «star» rating, images and other content can be displayed.

Adding the offline store address to the snippet will enable the potential buyer to get to the re-
tailer’s card in the Google maps directly from the search engine. The length of the title in search
snippets is about 50 symbols. The SERPSTAT study (2019) showed that Google forms snippets in
three ways: using the contents of the meta tag description, using text from the meta tag body, as
well as taking into account both description and body. The correct use of these meta tags will in-
crease the retailer’s position in the Google local search.

In addition, the text component plays a major role in specifying description. Therefore, it is
advisable to include the main keywords in the metadata by which Internet users find the re-
tailer’s store. At the same time, visual appeal is an important component of the snippet in the
search results for Internet users. To increase it, it is recommended to use special symbols. The
use of special symbols in the description increases the CTR of the snippet and helps to attract
Internet users.

In order to better recognize the content on the website pages by the crawler (search robot), re-
tailers are proposed to use data micromarking, which is understandable for all search engines. For
data markup, retailers should use the JSON-LD syntax, which, unlike Microdata and RDFa, is em-
bedded not in the page code, but in the tag <script> and is a set of property-descriptor pairs that
are easy to understand by crawlers and SEO specialists. JSON-LD syntax is recommended for use
by Schema.org (2020) and Google. The use of the JSON-LD Generator (2020) online for data mi-
cromarking can significantly increase the productivity of SEO-specialists. Checking the data mi-
cromarking and removing duplicate properties in it are important aspects. Therefore, it was pro-
posed to use the Google Structured Data Testing Tool (2020) as a validator for data micromarking.
There are required and recommended properties in the micromarking. Required micromarking
properties include the name and type of the offline store, hours of operation, geolocation (latitude,
longitude coordinates), a link to a Google map, contacts, phones numbers. After specifying the
recommended properties for extended blocks, in the snippet will display more information, which
will be an advantage for the retailer in a competitive environment in the online space.

The appropriateness and importance of using of the author’s developed recommendations are
demonstrated on the example of one of the studied Ukrainian retailers in the drogerie segment
(Natorina, 2017) - Yves Rocher Ukraine LLC, based on the results of organic traffic forecasting in
Google.
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As can be seen from Figure 3, the organic traffic of Yves Rocher Ukraine LLC in Google con-
stantly increased during 2017-2019 and was seasonal. However, from December 1, 2019, the si-
tuation has changed, and there has been a significant decline in organic traffic. As of February 1,
2020, the organic traffic amounted to 55,559 clicks, which is 1.7 times less than in the same pe-
riod in 2019 and 2.1 times less than in 2018. The results of realistic and pessimistic forecasts
(seasonality index taken into account) for March-June 2020 (Figure 3) also indicate a possible
significant loss by the Ukrainian retailer its organic traffic in Google. A polynomial trendline (the
approximating function graph) with a confidence value of approximation of 0.77 (determination
coefficient - R? ) indicates a high tightness of the relationship between the variables according to
the Chedoke scale (Dzwigol et al., 2019).

The above indicates the need for Yves Rocher Ukraine LLC to implement an integrated system
of marketing events, which involves the local Google optimization aimed at increasing organic
traffic and, as a result, CTR and conversion. Taking into account the recommendations presented
above, the typical valid data micromarking with the JSON-LD syntax has been created for one of
the offline stores of the Yves Rocher Ukraine (Figure 4). The validation of the data micromarking
was done using the Google Structured Data Testing Tool (2020).

As shown in Figure 4, the micromarking includes the required and recommended proper-
ties, as well as special symbols, among which the type of offline store, its description, pho-
to, geolocation, Google map link, working hours, customer service contacts, logo, links to
the retailer’s main page and business accounts in social networks. It should be noted that
in the micromarking the description is developed based on the subject of the retailer’s on-
line store with the special symbols. For example, for a symbol * it was used (HTML Symbols -
Unicode symbols, entities and codes, 2020): unicode number - U+2B50; code in HTML -
&#11088; code in CSS - \2B50. The use of special symbols will increase the attractiveness of

Figure 3:
Organic Traffic Forecasts of Yves Rocher Ukraine LLC
Source: Compiled by the author based on Rank Ranger data (2020)
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Figure 4:
The typical data micromarking for one offline store of the Yves Rocher Ukraine
with the required and recommended properties
Source: Developed by the author

the snippet for potential buyers and, directly, will positively affect the CTR. Implementation of
the recommendations by Yves Rocher Ukraine will ensure the most advantageous display of
its offline stores in the top of the Google block «Local Pack» based on target requests of po-
tential buyers.

5. Conclusions

Based on the results of a study and analysis of retailers’ business, it is reasonably justified that
SEO is an integral component of an effective marketing strategy. It is justified that the SEO aims
to increase the organic traffic and conversion by quickly finding the requested store in the search
engine and its attractiveness from the point of view of the Internet user (potential online buyer for
the retailer).

Itis identified that Google is the search engine that is the most popular in Ukraine according
to the results of a comparative analysis of 2010-2020. The main trends in the Internet users’
preferences for the study period is determined. The insights and substantiated practical re-
commendations regarding local optimization of the retailers’ business in Google are represen-
ted.

The expediency and importance of using the developed recommendations in the article are
demonstrated by the example of a Ukrainian retailer in the drogerie segment based on the results
of the short-term forecasting. The typical data micromarking is created by using the developed
recommendations. The implementation of the micromarking will help for retailer to increase or-
ganic traffic in Google and conversion, as well as provide the most favorable position for the retai-
ler in the Local Pack block.
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