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consumer, not the product, because it is the consumer who decides whether to 
buy the product or not.  
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Резюме – целью статьи является проведение анализа перехода бизне-

са в онлайн и понимание, почему онлайн бизнес в текстиле недооценен. 
Новизна статьи заключается в том, что кризисные ситуации в мире 
ослабили возможность бизнеса зарабатывать в оффлайн. Актуальность 
проблемы заключается в том, что, работая в сфере онлайн маркетинга, 
удалось выявить тенденцию бизнеса игнорировать преимущества перехо-
да в онлайн для получения дополнительного источника дохода. 

Resume – the purpose of the article is to analyze the transition of business 
to online and understand why online business in textiles is underestimated. The 
novelty of the article lies in the fact that the crisis situations in the world over 
the past few years have weakened the ability of a business to earn money offline. 
The relevance of the problem lies in the fact that, while working in the field of 
online marketing, it was possible to identify a tendency for businesses to ignore 
the benefits of moving online to receive an additional source of income. 

Introduction. Over the past few years, the world economy has been char-
acterized by multiple waves of crisis, both political and economic. In this regard, 
many businesses have decided to reconstruct their development strategy. And 
basically the reconstruction concerned the transition of business to online. In the 
age of high technology, no company can do without its own website. The pres-
ence of an online store allows a potential client to get acquainted with the range 
of goods without leaving home. There are many advantages of online business 
over the offline format. Accessibility is a low entry threshold, because in order 
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to start doing business on the Internet, even insignificant financial investments 
are enough. Mobility – an online business is not tied to a location, which means 
that it can be managed from anywhere in the world [1]. It is the Internet, adapt-
ing humanity to new conditions and trends, that allows businesses to be one step 
ahead of their competitors. 

Main part. Statistics on the influx of buyers online for the first half of 
2020 showed that buyers made three times more purchases compared to the 
same period in 2019, according to TASS. Thus, the share of Internet acquiring 
was 67 %. The AdvantShop service analyzed the market and concluded that in 
the first quarter of 2020, the growth of new online stores amounted to 199 % [2]. 

The e-commerce market has grown by 44 % since the end of 2018, accord-
ing to the AoECC. While in the textile industry this index was only 17 % [2]. 
According to the survey of the Tinkoff bank, which conducted it at the end of 
2021, it was shown that there are areas where offline turnover has decreased, 
while online turnover has increased. Then it was concluded that a business that 
quickly adapted to the crisis and switched to online suffered fewer losses and 
was able to increase sales. For example, the offline revenue of clothing stores in 
2020 fell 20 times, while income from online acquiring increased 5 times [2]. 

This indicates that the main advantage of the textile industry business for sales 
growth, especially the crisis, is the transition to online. According to Workspace 
statistics, textile industry businesses that have moved online are considering creat-
ing an online store and setting up contextual advertising (pic. 1) [3].  

 
 

 
Picture 1 – Statistics of the choice of tools for online store development 

Reference: own development 
 

However, the use of SMM tools is clearly underestimated. We compared 
the effectiveness of contextual advertising and the use of SMM and target tools 
on the Instagram. To provide results on a good example, we considered the Lelu 
bralette online clothing store, which is the leader in the Russian market in the 
personalized production of clothing for women and men. As a result of the anal-
ysis, it was possible to find out that when using SMM and target tools on the In-
stagram, a business was able to increase sales faster and more efficiently. Ana-
lyzing sales of Lelu bralette, we concluded that when moving from offline to 
online and developing Instagram profile, the store was able to increase sales by 
31 %. However, this result was due to the using of such marketing tools as the 
development of SMM and setting up targeted advertising on the page. 
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Speaking about the development of the store during the crisis in 2019, 
when the store management decided to launch both contextual and targeted ad-
vertising on Instagram, the following results were obtained in 3 months: 1368 
sales from the online store and 3795 sales from Instagram. Also, when using 
SMM and targeting tools, the store managed to increase the number of subscrib-
ers, which had a better effect on sales: there was an increase in loyal customers, 
who eventually made repeated purchases later. Thus, the recommendation for 
textile industry businesses is to focus on the development of marketing in using 
of SMM and target tools on the Instagram. 

Conclusion. Obviously, the crisis has taught business to work remotely.  
However, do not rely only on the transition to online. The transition of the store 
to the online should always go along with the use of marketing tools. The best 
solutions are contextual advertising and using of SMM and target tools on the 
Instagram. But the recommendation is to focus on the development of the Insta-
gram, since there sales growth will be greater, as the study showed. 

LITERATURE 
1. Online Business vs. Offline: [Electronic resource]. – Access mode: 

https://genapilot.ru. – Date of access: 22.03.2022. 
2. Quarantined business, go online: [Electronic resource]. – Access mode: 

https://vc.ru/. – Date of access: 22.03.2022. 
3. Aleksandrov A. 75 % of companies have moved online: [Electronic re-

source]. – Access mode: https://workspace.ru. – Date of access: 22.03.2022.  
 
 

УДК 659 
ВЫСТАВЫ У ЯКАСЦІ ІНСТРУМЕНТА МАРКЕТЫНГУ 

А. М. Мартинович, студент группы 10508119 ФММП БНТУ, 
научный руководитель – преподаватель А. А. Лузан   

Рэзюмэ – у сучаснай канцэпцыі маркетынгу выставам надаецца 
асаблівае значэнне. Многія фірмы бачаць у выставах важны інструмент 
маркетынгу, які дазваляе ім паспяхова вырашаць існуючыя праблемы, 
абумоўленыя, перш за ўсе, неабходнасцю забеспячэння эфектыўнай 
таварнай і коштавай палітыкі, палітыкі размеркавання і прасоўвання. 
Менавіта на вырашэнне апошніх праблем  павінны быць накіраваны ўдзел 
кожнай фірмы. Асноўнай задачай якой з'яўляецца дэманстрацыя 
дасягненняў у адной або некалькіх абласцях чалавечай дзейнасці. 

Resume – in the modern concept of marketing exhibitions attached special 
importance. Many firms see in exhibitions an important marketing tool that 
allows them to successfully solve existing problems due, first of all, the need to 
ensure effective commodity and pricing policies, policies of distribution and 
promotion. It is for the decision of the latter problems that each company in 


