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calwla conoBen

traffic intent sales

puTM ‘ nam'aTb

TPU BOPKO6YKM B OQ4HIN KHU3I

ansa C-level cneuianicTtiB Ta TMX, XTO Xo4e gopoctn ao C-level



Reason to read

cniflbHa NpUYMHaA YUTATK BCi TPU BOPKOYKM

Llr0o KHUTy BapTo uMTaTH, SIKLO TM BXKe BiAnoBifa€ELWl He
TiIbKM 3a campaigns, a 3a CMCTeMY pocCTy: 6rogxker,
KOMaHAY, AKICTb NigiB, KpeaTUBHUMN TEMN, PU3HUK,
BiANOBIAAaNDbHICTb i 34aTHICTb NPUMAMAaTU pPilLEHHA, KONMU
AaHi We He CTaNn OYeBUAHUMM.

Onsa C-level y performance marketing ronoBHe nuTaHHS BXe He 'Ky KHOMKY
HaTUCHYTK'. TONOBHE NUTaHHSA - K nobyaysaTn cuctemy, ae media buying He
XXMBE OKpPEMO BiA NpoayKTy, sales, aHanitmku, compliance, kpeaTtusy i
HEepBOBOi CMCTEMW KOMaHAW. LIS KHMra 3éupae Tpu piBHIi TAaKOrO MUCNEHHS:
onepauinHnuin dyHgamMeHT, poboTy 3i CTpecoM i 34aTHICTb CTaBUTU HE3PYYHI
CTpaTeriyHi NUTaHHA.

Ans koro ue:

® CMO, Head of Performance, Growth Lead, Media Buying Lead.

® Founder abo operator, sikmnii xoue rosopuTuh 3 performance-komaHaoto 6e3
MariyHoro MMUCIEeHHSA.

® CneduianicT, K1 xode nepenTu Big ' nnto Tpadik' 4o ' Kepyt CMCTEMOO
pocTty'.

® rinortesa \ ® gis \ @ HaBuaHHsa

® tpadik — @ nmoxin —

nepdopMaHC MapKeTUHr reason to read



C-level kapTa uMtTaHHSA

He MPOCTO NPOYNTATH, @ 3MIHUTU KYT YNpPaB/iHHS

LLlo Take performance marketing sik pobo4ya cucTeMa: TepMiHM, florika, METPUKMN,
npouec i 6aszoBa gucumniinHa.

BignoBiganbHICcTb

Sk He gaTum cTpecy, peaxekTtam i dashboard-obsession 3namaTtu SAKiCTb pilleHb Ta
KOMaHAHWUIA pUTM.

m CrparteriyHe nUTaHHA

Yomy marketing, performance, My3unka, BUropaHHs i npocTe 'Wo Take?' BaXxnmBi
Ans gopocnoi posni B growth.

FoNI0BHUI pe3yJsibTaT UNTAHHA:

6aunTun performance marketing He aK Habip TakTKK, a K ynpaBiHCbKY
onepauinHy cuctemy anst pocTy.

nepdopMaHC MapKeTUHI KapTa



NMoOBHUM 3MICT KHUM'M

WO Ae i Ha sKin cTopiHUi

po3ain / 6nok

O6knagMHKa NOBHOI KHUIMN

Reason to read

C-level kapTa unTaHHA

MoBHMIA 3MICT KHUTU

MoBHMIA 3MiICT KHUIU, NPOAOBXXEHHSA

YactuHa I

YACTUHA I: HaB4yanbHUM NOCIGHMK Ta MPOCTO NMPUKON

The Universal Media Buyer Handbook

3MicT YactuHn 1

Po3gin 1: YHiBepcanbHa MoOBa peKSlaMHUX CUCTEM
MpakTuka: nnatdopmu, aykuioH, signals, optimization

Pozain 2: Tunu niaxoais A0 iHAHCOBMX BOPOHOK
MpakTtuka: audit, consultation, broker/agent flows

Pozain 3: IHXeHepis HaMipy Yy ddiHaHCOBMX BOPOHKaX
MpakTuka: friction, intent, sales-readiness

Pozgain 4: dkictb niais, sales i feedback loops
MpakTtuka: lead context, CRM, feedback loops

Pozain 5: ManeHnbkuin baep i pakoH [ewesoro CPL
Kaska i npakTu4Hui ceHc aewesoro CPL

Po3gin 6: lNMNocTMoAepHi3M TPEeTbOro CTyneHo
MpakTUYHU PperiMBOpPK ANst KpeaTuBy

BucHoBok YactnHu I

BigkpuTte nutaHHa YactuHu I

YactmHa II

YACTUHA II: cTpec B ymMoBax pob0Tu 3 BMCOKOIO BiAMOBIAANBHICTIO
BBoaHe crioBo: on-on
3MmicT Yactunhm II
Pozain 1: MNpuunHm cTpecy

lMpakTuka: BiANOBIAANIbHICTb, HEBU3HAYEHICTb, WBUAKICTb
Po3gin 2: Ak 3 uMm cnpaBnaTUCh

MpakTuka: Kosa KOHTPOJSIo
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YACTUHA I
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The Universal Media Buyer
Handbook

AK HacnpaBAi NpaytooTh peknamMmHi niatdopmm

Chapters 1-6

Po6oyuli pykonuc. Hag4ansHuli mamepian npo media buying i pekaamHi cucmemu. Lle He opUOUYHA YU PiHaHCO8A
nopada. Compliance requirements 3asexame 8i0 ropucdukyii, muny opepa, nosimuk naamepopmu ma sales
process.

MoBHa ykpaiHcbKa Bepcis | Po3ginn 1-6
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3MicCT

1. YHiBepcanbHa MOBa peklaMHUX CUCTEM

2. Tunn nigxoais A0 BOPOHOK Y piHAHCOBUX BEPTUKANAX

3. InxeHepisa HaMipy y ¢iHaHCOBMX BOPOHKaxX

4. dkicTb nigiB, nepepava B sales i feedback loops

5. Kaska npo ManeHbkoro baepa i pakoHa Jewwesoro CPL

6. [TocTMOZlepHI3M TPETLOro CTYMeH Y MapKeTUHry

Lledi PDF 3i6paHuli sk yinicHa kHu2a. Po30in 3 3aMiHE nonepedHili xcapmosull draft i menep € ceplio3HUM
po3dinom npo intent engineering.
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CHAPTER 1

ifl0OCTpOBaHa 3acTtaBka

YHiBepcasibHa MOBa
peKJIaMHUX CUCTeEM

Mnatdopma - ue He KHOMNKKU B KabiHeTi, a pMHOK yBaru, NPOrHo3y i
pesieBaHTHOCTI.

traffic intent sales

nepdopMaHC MapKeTUHI po3ain 1



Chapter 1

YHiBepcanbHa MOBa peK/1IaMHUX CUCTEM

Ak npayroe 6ydb-ka nnameopma nio iHmepgpelicom.

BcmynHruli npuryun: llaameopmu 3miH0OMeCA. JI00Cbka N08ediHKA - Hi.

BcTyn

Ko>Hi Kislbka pokiB peknaMHa iHAyCTPiA nepexnBac Te, Lo BUrNAAa€ AK PeBOoLisA. 3'ABASETLCA HOBa
nnatdopma, HOBMM anropnTM, HOBUI peknamMHWNI KabiHeT, HOBI Lifi onTuMi3auii. NoyaTkiBLi YacTo AyMatoTb, LU0
cekpeT performance 3axoBaHWiA y HOBI KHOMLj, HanalTyBaHHi abo campaign objective.

JocBigueHi mesiabaepn He NaHikytoTb. BOHM po3yMitoTh, LLLO 6inbLUICTE 3MiH Ha N1aTGopMax € MOBEPXHEBMMU.
FMnboka CTpyKTypa INLLAETLCA CTabiNbHO: Bi3HeCY MOTPIOHI KNiEHTW, KOPUCTYBaY MaE O6MeXeHy yBary, a
niaTpopmMa HaMaraeTbCs NOEAHATY MOBILOMAEHHS 3 NHOAbMU Tak, LLO06 CTBOPUTY LLiHHICTb ANSA BCiX CTOPIH.

Lia KHWra came npo Lo rAnbuHHY CTPYKTypy. BoHa He HaB4Yae 3anam’aToByBaTu Meta Ads, TikTok Ads, Google Ads,
LinkedIn Ads, Reddit Ads, native networks, DSP abo 6yab-aKku1ii OANH iIHCTPYMEHT. BOHa HaBYa€e 6aunTu cuctemy
nia HAMWN.

lonoeHa ides: Mediabaep, Akuli po3ymie npuHYUNU, WeUdko sus4umMs Hosy naame@opmy. Mediabaep, akuli
3anam’amosye auwe iHmep@elicu, 30cmapisae wopasy, Koau iHmepoelc 3MiHIOEMbCA.

Hanb6inbwa nomuika novyaTkiBuiB

BinbLUiCTb NOYaTKIBLIB AyMaE, LLIO BUBYAE pPeksaMy, X04a Hacrnpassi BMBYAE NporpamMHe 3abesneyeHHs. BoHun
3anam'aToBYHOTb, KYAW HAaTUCHYTW, ke NMoJie 3aN0BHUTY, SiK Ay61t0BaTX KaMMnaHito abo sk nepemeHyBaTu ad set.
Lle kopucHo, ane ue He dpyHaameHT media buying.

MouaTkiBeupb Kaxe: “f HaBUMBCA cTBOptoBaTY ad set”. CUNbHIWWIA Megiabaep Kaxe: “Sl 3p0o3yMiB, ik cermeHTaL,is
ayanTopii 3miHroe delivery i akicTb gaHnX". MepLua NOANHA BUBYMAA KHOMNKY. [lpyra - NpyHLMN.

KHoMku 3HMKaTh. MPUHLMNK 3annWarTbcs. Lie pisHMUS MiDK onepaTopomMm i cTpaTerom.

CodpT TUMUacoBnid. CucTeMu A,0BroBiYHiI.

YABiTb, LLO BW HaBYaETe NOANHY doTorpadii, MOACHIOIUM KOXHY KHOMKY Ha OAHili MoAeni kKamepun. BoHa 3mMoxe
KOPUCTYBAaTUCA LIiEF0 KaMepOoto, ane He 3po3ymie poTorpadito. Kpalumin BUkIaAay NosiCHUTbL KOMMO3ULLitO, CBIT/O,
KOHTPAaCT, nepcrnekTnsy, MOMeHT i storytelling.

Y peknami Tak caMo. PeknaMHi kabiHeTV NOCTiiHO 3MiHIOKOTLCS, aNrOPUTMIM CTakOTb aBTOMAaTM30BaHiLWKMK, Al
reHepye binbLue assets. Ane yBara, AoBipa, PpuKLis, bakaHHSA, KOHKYPEeHL,is, LiiHOYTBOPEeHHS i NtoACbKe NPUIAHATTSA
pilleHb 3a/MLWA0TLCA LIeHTPanbHUMN.

YHiBepcanbHa npo6bnema

KoxHa peknamHa nanatdopma BUpiLLYe O4HY 3aAady: MokasaTu NpaBuibHe MOBIAOM/IEHHS MPaBU/IbHIN NOAVHI Y
nNpaBUIbHUIA MOMEHT. Yce iHLUe iCHYE, W06 nokpalmTt Len match: targeting, bidding, tracking, optimization,
creatives, attribution, reporting i machine learning.

BisHec cTBoptoe offer.

Offer nepeTBOpPHOETLCA Ha Message.

Mnatdopma NPOrHo3ye, AKOMY KOPUCTYBaYy Lie Moxe byTn pefieBaHTHO.
KopuctyBay 6aunTth peknamy i i€ abo irHopye.

MNMoBegiHKa NoBepTaETbLCA B cncTemy sk data.
Tpu ydyaCHUKU KOXXHOI peKnaMHol cmctemum
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KoxxHa peknamMHa ekocmcTeMa Ma€e TpbOX y4YacHMKIB: advertiser, user i platform. Advertiser xoue npnbyTKOBOrO
pocty. User xo4e LiHHIiCTb, iHbopMaLlito, po3Bary, cTaTyc, 6e3neky, 3py4yHicTb abo pieHHs npobnemu. Platform
Xoue yTprMyBaTu yBary KOp1cTyBadiB i MOHeTM3yBaTh inventory.

AKLO peknamMogaBLi He3a0BOJeHi - BroKeTn MAYTh. AKLLLO KOPUCTYBaYi He3a40BOEHI - yBara rge. AkLwo
niathopma He MOXe MOHeTU3yBaTW yBary - cuctemMa naMaeTbcs. Came TOMy CyyacHi nnatGopMm oNTUMI3YHTbL He
NLe Nia HarBULLY CTaBKY.

MeHmansHa Modens: Pekanama - ye He npocmo Kyniens Kaikis. Lie yyuacme y mapkemnaelici, 0e yiHy 8UsHOYQOMb
yeaz2a, pesleBAHMHICMb, NPO2HO3 i User experience.

yBara - peasbHa BanoTa

Mpowi BugHo y dashboard, ane Hacnpasgi TopryeTbes yBara. KoxkeH impression - Lie MOX/IMBICTb OTPUMaTK yBary.
KoxxeH click - goka3s Toro, Lo yBara ctana iHTepecom. KoxxHa conversion - oka3 Toro, Lo iHTepec CTaB Ai€to.

CPM - e uiHa TUCAYI MOXIMBOCTEN 3'aBUTUCS Nepes NtoabMU. BiH He rapaHTye po3yMiHHS, 40BipY uu 4ito. BiH
Kynye AOCTyn A0 yBaru. Bce iHwe mae 3apobuTn creative.

YoMy iCHYIOTb ayKLLiOHW/
Mnatdopma 3a3BMYain Mae barato peknamogaBLiB, Ki KOHKYPYHOTb 3@ OAHOMO W TOFo CaMOro KOpUcTyBa4a B O4VH

MOMeHT. KilbKiCTb peknaMHUX MiCLib 0bMeXeHa, TOMY AN KOXXHOro MoKa3y 3amnyckaeTbcs auction.

MpUMITUBHWUI ayKLioH MoKasyBaB 6y peknamy 3 HaliBUMLLOO cTaBkot. CyyacHi nnatGopmu ckagHilli: BOHU
ouiHoTL expected value - bid, predicted action rate, quality, relevance i user experience. Tomy MeHLLNI
peknamojaBeLb iHOAi mepemarae 6inbLuoro.

Yce € NporHosom

PeknamHi n1atGopmu He 3HaKOTb MaByTHLOro. BOHM i0ro NPOrHo3yoTh. 18 KOXHOMO MoKasy CUCTeMa OLiHIOE:
UM IFOAMHA 3YMVHUTBCS, YN MOANBUTLCSA NepLUi CEKYHAU, UM KNiKHE, YU KOHBEPTYETLCS, UM KYMUTb 3HOBY.

Li nporHo3un byayoTbca Ha curHanax: impressions, video views, watch time, clicks, page views, purchases, lead
submissions, app installs, subscriptions i repeat purchases.

Tunosa nomuska: [lo4amkigyi Yacmo 38UHy8a4yoMb NIAMOOPMY, KOAU pe3ynbmam c1abkul. lpogecioHanu
cnepuwy nepesipstome ygecs feedback loop: creative, click quality, page speed, events, attribution window,
conversion event i cmamucmu4Hy 8neeHeHicme.

Mepiabaepu - gusaiiHepu cuctem

MouaTkiBeub aymae: “S ctBoptoto peknamy”. MNpodecioHan gymae: “d npoekTyto feedback systems”. CunbHiLwnia
hook nigsuiye CTR. 3posyminiwmii landing page nigsuiye CVR. Kpawmin conversion event MoKpaLLye HaBYaHHS
anroputMmy. YucTiwnii test structure gae HaginHiLWi BUCHOBKN.

YHiBepcanbHi NUTaHHA cUNIbLHOro Meaiabaepa

YoMy N0AMHA MA€E 3yNMUHUTUCA | MOMITUTK Lie MOBIJOMIEHHS?
AN 6inb, 6axaHHs, Bipy abo LjikaBiCTb aKTUBYE creative?

Uwn offer ogpasy 3posyminnin?

Yn landing page npogosxye 06iusHKy 3 ad?

Ywn tracking event BignoBigaE peanbHii bisHeC-LiHHOCTI?

Y fOoCTaTHBbO AaHNX ANS PiLLEHHSA, Y/ MW pearyeMo Ha noise?

Cross-platform thinking

Mepexig MiXk copcamu - Lie He KoNitoBaHHA Kamnanii. Lle nepeHeceHHs learning: audience insight, offer logic,
emotional angle, funnel structure, objections, value proposition i BUCHOBKV NonepeaHix TecTiB.
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Te, WO He NepeHoCUTLCA 6e3 aganTadii: creative format, visual rhythm, copy style, compliance rules, placement
behavior, bidding options, optimization goals, attribution defaults i user intent.

MpakmuyHuli npuHyun: He nepeHocime pekaamy. lMepeHoceme 2inome3u. [inome3a Moxce #umu Ha Pi3HUX
naameopmax, 60 80HA NPo noeediHKy NHAUHU. dopmam pekaamMu pidko nepeHocumMs s 6e3 3miH.

MpakTuuHa BnpaBa

1 ObepiTb KaMMaHito, AKa cnpaLoBasa Ha by b-AKOMy source.

2 BuTArHith rinotesy, a He KonitoriTe ad.

3  Onwuwitk audience insight, offer promise, emotional angle i failure signal.
4 CrBopiTb Tpu platform-specific executions 3 ogHiei rinotesn.
5

Buv3HauTe success metric fo 3anycky.
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CHAPTER 2

inocTpoBaHa 3acTaBka

Tunu nigxoaiB A0
¢iHAaHCOBUX BOPOHOK

Audit, consultation i bridge funnels sk pi3Hi cnocobu cTBOpUTM A0BIpY A0
HACTYMHOro KpoKy.

attention

interest

nephopMaHC MapKeTUHI po3ain 2
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Chapter 2

Tunwu niaxoais A0 BOPOHOK Y piHAHCOBUX
BepTUKansx

Audit, consultation i micm mix traffic ma sales.

Yomy PpiHaHCOBi BOPOHKM iHLLI

PiHaHCOBI BepTUKai - Lie He iMMYNbCHI PUHKW. JTI0AMHA PiAKO KTIKA€E Ha pekiamy i oApasy BNeBHeHO NpuiiMae
pileHHs npo insurance, investing, debt, tax, mortgage, accounting, credit, retirement a6o business financing.
PilLeHHs CcTOCY€ETbCS pU3NKY, AOBIPY, iZEHTUYHOCTI, CiMeHOoI 6e3nekn, TPMBOr LWOAO rpoLUeit | LOBroCTPOKOBUX
HacnigKiB.

Y low-ticket ecommerce BOpOHKa YacTo MOXe BUIpaTu 3a paxyHoOK HOBU3HM, LUBUAKOCTI i1 emouiiHoro hook. ¥
finance BopoHKa Ma€ 3MeHLLYBaTV HEBU3HAUEHICTb. KOpUCTyBay NOBMHEH BiguyTy, LLIO pekiamMojaBeLb
KOMMETEeHTHU, NPO30PUIA, PeNIeBAHTHWI | OCTAaTHLO 6e3NeYHNi Ans NoYaTKy PO3MOBW.

lon0eHa idesi: Y piHaHCOBUX 8ePMUKASX BOPOHKA - e He auwie wiasx o conversion. Le trust-building system, ska
20mye kopucmyeaya 00 KeasigikosaHoi sales conversation.

YHiBepcanbHa piHaHCOBa BOPOHKaA

BinbLwicTe PpiHaHCOBMX BOPOHOK MOXHa CAPUAMATK K MOCNIA0BHICTb Nepegadi gosipw. Traffic cTBoproe yBary.
Landing page nepetBopto€ yBary Ha declared intent. Form abo booking step nepeTsopto€ intent y context. Sales
nepeTtBoptoe context y diagnosis, proposal abo next action.

Ad promise -> Landing page -> Form or booking -> Qualification context -> Sales conversation -> Proposal or next
step -> Closed-loop feedback.

KntouoBe cnoBo - continuity. Konn peknama obiuse audit, a sales Bigkpveae g3BiHOK generic pitch, goBipa
namaetbcs. Konv peknama obiusie consultation, a a3BiHOK € nvwwe hard close, BOpoHKa CTBOPHOE po3yapyBaHHS
3aMicTb revenue.

Tvin 1: Audit Funnel

Audit funnel - oguH i3 HancunbHIWKX Nigxoais y financial services, 60 NPONOHYE LiHHICTL 40 TOro, K MPOCUTL
commitment. 3amicTb “KyniTb HaLl cepBic” BiH Kaxe: “AaBaliTe PO3rngHEMO BaLly NOTOUHY CUTYaL,ik0 i MOKaXeMo,
L0 MOXHa noKpamTtn”.

Audit MoXHa no3uuioHyBaTu HaBkono wasted spend, hidden risk, missed savings, inefficient structure, compliance
exposure, cash-flow leaks, debt pressure, insurance gaps, tax inefficiency, portfolio concentration abo growth
constraints.

Mortgage: review affordability, rate options, documents and obstacles before application.

Insurance: identify coverage gaps, overpayment, exclusions and risk exposure.

Debt or credit: map balances, obligations and possible improvement paths.

Tax or accounting: identify process gaps, missed deductions, reporting issues and cash-flow problems.

Business finance: review revenue, expenses, cash conversion cycle, funding readiness and repayment capacity.

Kosau sukopucmosysamu: Audit funnel nioxodume, Koau cumyayis Kopucmysaya CKAA0Ha, pilueHHs nompeobye
ekcnepmusu, a YiHHicme cepeicy 3as1excume 8id diagnosis neped recommendation.

CtpykTypa audit funnel

CnnbHuin audit funnel mae N'aTb KpokiB. Peknama Ha3vBae BnisHaBaHW pain abo inefficiency. Landing page
MOSICHIOE, LLIO caMe byge review. Form 36upae nnwe iHpopmadiito, NoTpibHy ans nigrotosku call. Confirmation
MOSICHIOE, LLIo byae aani. Sales npogosxye diagnostic frame.
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Required context: vertical, goal, current provider/setup, approximate size, timeline and main concern.
Useful context: source campaign, creative angle, landing page version, form answers and consent status.

Avoid unnecessary friction: questions that feel invasive before trust has been created.

Tuin 2: Free Consultation Funnel

Free consultation funnel npocTiwwii 3a audit funnel. Moro o6iugHka - human guidance. Lie cunbHWii niaxia y

high-anxiety categories, e KopncTyBa4 xoue NOroBOPUTA 3 THOAMHOIO A0 pilleHHNA. Hebe3neka B ToMmy, Lo “free
consultation” yacTo 3aHaATo generic.

CnnbHiWwni consultation offer BM3Ha4vae outcome po3moBK: norosopuTy 3i specialist about options, review
eligibility, 3po3ymiTn which path fits vour situation abo oTpumaTtu personalized next-step plan.

MpakmuyHa pisHUYA: Audit = structured review of the current situation. Consultation = guided conversation about
options and next steps. 06udea nioxodu mMoxyme gecmu 0o sales, ase obudsa MaroMe cnepwy 0amu peasnsHy
diagnostic value.

Konwu consultation npautoe kpawe 3a audit

KopucTtyBau yxe 3Hae npobnemy i xoue jonomoru 3 Bubopom path.
BepTukanb eMoLUiiHO YyTaMBa i NOoTpebye reassurance.

Eligibility 3anexunTb Big po3moBu, a He nuLle Big dopmu.

Sales komaHga cnnbHa y discovery and education.

MpoayKT Mae Kinbka paths, tiers abo conditions.

IHwWi nigxoan A0 piHAaHCOBMX BOPOHOK

Calculator funnel: konn kopmcTyBay xoue estimate, saving range, repayment view, affordability signal abo cost
comparison.

Eligibility funnel: konn He koxeH user moxe qualify i 6i3Hec mae ¢inbTpyBaTU A0 sales contact.

Educational funnel: ans cold traffic, skuii we He po3ymie npobnemy abo solution category.

Comparison funnel: konn users nopiBHIOTE providers, rates, plans abo methods.

Webinar/workshop funnel: gns complex B2B finance, investing education, tax planning abo advisory products.

Retargeting nurture funnel: konn nepLunii Bi3UT cTBOPYB interest, ane He JoCTaTHLO trust Ans booking.

3B'A30K i3 sales - e i € BOpOHKa

baraTto KoMaHg cnpuiimatoTk traffic i sales sk okpemi MawwmnHW. Marketing reHepye nigun. Sales TenedoHye. kLo
revenue cnabkuii, marketing 3BnHyBauye sales, a sales 3BnHyBauye lead quality. Lie He funnel. Lie broken handoff.

MpaBunbHa financial funnel npoexTyeTbest backward Big sales conversation. [lo 3anycky ads megiabaep Ma€ 3HaTw,
Lo came sales noTpibHo Ana openina, qualification, explanation, next step i responsible close.

MeHnmansHa modens: Mema paid traffic - He form submissions. Mema paid traffic - qualified conversations, aki
Moxcyme cmamu profitable, compliant, long-term customer relationships.

Lead Context Packet

Traffic context: platform, campaign, ad group, creative, landing page, keyword a6o audience.

Intent context: selected goal, stated pain, timeline, budget range, urgency, requested service abo consultation
topic.

Qualification context: geography, eligibility signals, company size, income band, debt amount a6o iHwwi relevant
criteria.

The Universal Media Buyer Handbook UA | Page 7 of 19



Conversation context: booked time, preferred contact method, reminder status, prior touchpoints i consent to
contact.

Compliance context: disclaimers shown, permissions captured i required data handling notes.

Closed-Loop Feedback

Megiabaep He Moxe onTuMmisyBaTu financial campaigns nuwwe 3a platform metrics. CPL Moxe 3HMXYBaTUCS, MOKM
sales quality pyiHyeTbcsi. CTR moxe poctu, noku qualification cTae ripwoto. HagiliHa cnctema 3'egHye advertising
data 3 CRM outcomes.

MiHimanbHO noTpibHo TpekaTu: lead submitted, booked call, attended call, qualified lead, proposal sent, customer
won, revenue, refund/cancellation i long-term value. Lli stages matoTb noBepTaTmcsa 4o source, campaign, creative,
angle i landing page.

MeTpuKwm, siki MaloTb 3Ha4Y€HHSA

CPL: ckinbkn kowTye lead.

Booking rate: ckinbku leads schedule a call.

Contact rate: ckinbku leads reachable.

Show-up rate: ckinbkun booked leads attended.
Quialification rate: ckinbkn leads fit service requirements.
Close rate: ckinbku qualified leads become customers.

CAC, payback, LTV: un npautoe ekoHOMiKa.

TnoBi NOMWUIKN

BukopucroByBatu free consultation sk vague offer 6e3 clear outcome.
O6iuaTu certainty, savings, approval, returns a6o results go eligibility.
MepeaaBaTu koxeH lead y sales 6e3 qualification abo context.
OnTumisyBaTmcs nnwe nig form submissions.

[Jo3Bonatu sales scripts cynepeunTn ad promise.

He oHoBnoOBaTK creatives Ha OCHOBI objections, ski Uye sales.

Knrouosuli sucHogok: Y finance sale yacmo noyuHaemecs do sales call. BoHa noyuHaemecs modi, Koau
Kopucmyeay enepuie gipums, ujo advertiser po3ymie tiozo cumyayito.
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CHAPTER 3

ifl0OCTpOBaHa 3acTtaBka

IH>XeHepia HaMIpy
Y dIHAHCOBUX BOPOHKaX

XonoaHa yBara CTa€ nonuToM TifIbKW TOAi, KONU WX NOSACHIOE npobriemy,
npouec i Mmexi o0b6iusHKN.

nepdopMaHC MapKeTUHI po3ain 3



Chapter 3

IH)XeHepia Hamipy Y ¢iHAHCOBUX BOPOHKaX

SIk nepemeoproamu xo0/n00Hy yeazy Ha keanipikoeaHuli nonum.

lonoeHa ides: Y piHaHco8UX 8epmuKaAsaxX /i YiHHUU He moMy, wo 8iH dewesud. J1id YiHHUG Modi, Koau OUHA

po3ymie npobsiemy, 0ogipse npoyecy i 20moea 00 HACMyNHO20 KOMepyitiHo020 KPOKY.

YoMy HamMip BaXknmBilLniA 3a 06¢cAar

PiHaHCOBI opepun piAKO KynyoTb iMAYIbLCUBHO. JIIOANHA He 3aNMLLAE 3as9BKY Ha KPeauT, MOAaTKOBUIA ayAunT,
iHBeCTUMLiiHY KOHCYNbTaL,it0, CTPaxyBaHHS, pecTpykTypu3auito 6opry, credit repair abo business funding nuwe
TOMYy, LLLO KpeaTuB b6yB KpacnBuM. Ii NOTPiGHI AOBipa, ACHICTb | BiAUyTTH, LLLO NPONO3ULISA CTOCYETbCA came ii

cuTyauii.

PeanbHa MeTa - CTBOPUTY KBanipikoBaHy po3MoBy, siky sales Moxe NpogoBXuUTK 6e3 MOBTOPHOMO MOSICHEHHS

BCbOro 3 HyN4.

YBara, iHTepec, Hamip i nonuT

CraH

YBara

IHTepec

Hamip

Monunt

LLlo o3Hauvae

TNoanHa nomiTna peknamy.

JltroanHa xo4e AisHaTucs binblue.

€ NpuyrHa giaTn HanbAVKYNM
4Yacom.

NroanHa kBanipikoBaHa i rotoBa
pyxatwucs gani.

TunoBa nomuaka

Ontumisysatuca auwe nig CTR.

BBaxaTtu, LWo iHTepec JOPiBHIOE
rOTOBHOCTI KyMUTWU.

Mpunbupatn BCto GpUKLitO 3apaan
Huxuoro CPL.

OuiHtoBaTM KamnaHito 6e3 sales
feedback.

Kpalia peakuis

BukopucrtoByBatu CTR sk curHan
KpeaTuBy, a He JjoKas3
6isHec-pesynbTaTy.

[JlaBaTu OCBITY, MPUKAAAW i HITKNT
HaCTYMHNI KPOK.

[iarHOCTUYHI NUTaHHSA ANS OLIHKN
urgency i fit.

3B'asyBatu traffic, CRM i revenue
feedback.

MeHmansHa Modenb: BOpoHKa - ye He npocmo noc1idosHicmes CMOpiHOK. Lje MexaHi3m, Akuli nepegsodums 00UHY
8i0 po3mumoi 3ayikasseHocmi 0o KOHKpemHOoi KomepyiltiHoi po3mosu.

CxoAan Hamipy

PiBeHb

0. He ycsigomntoe

1. YcBigomnioe
npobnemy

2. 3Hae npo
piLleHHs

3. OujiHtoe
4. ToToBUI
roBOpuUTA

5. Decision-ready

CrtaH KopucTyBaya

He po3sywmie dpiHaHcoBOI npobremu.
3Hag, L0 LWOoCh He TakK, afie He 3Hae
pilLleHHs.

MopiBHIOE MOXNVIBI BapiaHTU.

OujiHtoe npoBaiigepa, LiHy, pUsuk i
[0Bipy.

Xoue KOHKpeTHWI next step.

€ urgency, authority i ability to
proceed.

dpuKLuif - He Bopor

The Universal Media Buyer Handbook

KpaLymii BXig

Story-led content, education, social

proof.

Checklist, guide, quiz, short audit.

Comparison, calculator, case study,

consultation.

Audit, expert review, detailed
consultation.

Booked call, application,
qualification form.

Direct application, proposal,
underwriting.

Sales-pu3snk

Husbkuii intent; noTpibeH
nurturing.

Moxe nepebinbLuyBaTy abo
HeZoOLiHIOBaTV Npobaemy.

Mo>ke LwykaTu Kinbka providers.

Sales mae gosecTu fit i 3MeHLWNTN
pU3KIK.

MoTpibeH WBMAKNIA
context-aware follow-up.

ByAb-sika 3aTp1MKa Moxe
3ipBatu deal.
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barato junior buyer-iB npnbunparoTs GpPUKLIO BCHOAN: MEHLLE MOJiB, KOPOTLUA CTOPIHKA, LUMPLUNIA TapreTUHr,
M'aKWwnin odep, npocTiwa dopma. Lie moxe 3HM3nTK CPL, ane yacto pyirHye downstream quality.

3aHaATo Mano $GpUKLi CTBOPIOE AeLleBi, PO3MUTI /i HU3bKOIHTEHTHI Nigu.

3aHagaTo baraTto ¢pukuii 61okye qualified users go nossu trust.

Progressive friction npautoe kpaLye: value first, diagnostic questions second, booking/application third.

KoxHe none mae niatpumysaTtn qualification, personalization, routing, compliance a6o sales continuity.

Audit Funnel vs Free Consultation Funnel

Migxig OuikyBaHHS KOpUCTyBaya

Audit funnel CTpyKTypOBaHa fiarHocTumKa

KOHKPETHOT CUTYyalLlil.

Free consultation funnel Po3moBa 3i cneuianictom npo

options.

Hybrid Criouatky diagnosis, noTim next
audit-to-consultation steps.

[N Y4oro NiAXoanTb

Tax review, cash-flow review, credit
analysis, insurance gap review, debt

assessment.

Advisory services, B2B finance,
complex products, high-ticket
offers.

Odepwu, fe NoTpibHI trust,
explanation i human closing.

Cnabkictb

Burnsaaae fake, skwo audit - be
disquised sales pitch.

3anyyae ntogei, ski xouyTb free
advice 6e3 buying intent.

MoTtpebye cunbHMX CRM notes i
disciplined sales handoff.

Ak 6yayBaTu audit approach

Audit funnel npautoe Togi, KON KOPUCTYBaY BipUTb, LLO € NPUXOBaHa Npobriiema, HeepeKTUBHICTb, pU3nNK abo
BTpayeHa MOXMBICTb. Ob6iLsiHKa Ma€ 6yTU AiarHOCTUYHOIO, @ He MarivyHoto.

Cnabko: Save money fast. CunbHiwe: Find where monthly cash flow may be leaking.
Cna6ko: Get approved today. CunbHiwe: Check which funding options may fit your current business profile.

Cnabko: Guaranteed returns. CunbHiwe: Review whether your current strategy matches your risk profile and
goals.

Ak 6yayBaTu free consultation approach

Free consultation Hebe3neyHa, Konu BOHa HeuiTka. “Book a free consultation” - ue He cTpaTerisi, a nnwe CTA.
CnibHa KOHCyNbTaLiliHa BOPOHKA NMOSACHIOE, LLIO CaMe NH0AMHA 3PO3YMi€ Nij Yac po3MOBU.

15-minute review, 06 3po3ymiTtu, Aki debt reduction options moxyTb nigxoanTn.
Po3moBa 3 funding specialist npo revenue, repayment capacity i available financing paths.

Review noTouHOI cMTYyaLii | BU3HaYeHHs peanicTUYHOro next step 6e3 06iLsiHOK approval abo outcome.

ApxiTekTypa KBanipikauii
Category fit: segment, geography, product category, business type, employment status.
Problem fit: debt amount, tax issue, funding need, insurance gap, credit goal.
Urgency: deadline, missed payments, growth opportunity, renewal date.
Capacity: revenue range, income range, budget, existing obligations.
Authority: owner, CFO, household decision maker, authorized applicant.

Contactability: preferred time, phone quality, consent, time zone.

NaHutor o6iUssHKN

HalcnnbeHiwi piHaHCOBI BOPOHKM 36epiratoTe 0AHY 6e3nepepsHy 06iusHKy: ad hook -> landing page headline ->
form questions -> confirmation page -> CRM notes -> sales opener.
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Ao peknama obiygana funding fit review, sales mae noyaTu 3 LbOro KoHTeKCTy: “S TenedoHyto woao funding fit
review, akuii Bu 3anpocunu. bavy, Bu obpann $50k-$100k i noTpebyeTe capital within 30 days.”

MeTpuku peanbHoro Hamipy

CPL: cost metric, ane He quality metric.

Booking rate: ckinbku leads commit to conversation.

Show-up rate: ckinbku intent avwimnnoca nicng form submission.
Qualification rate: ckinbku leads match criteria.

Close rate: ckinbku qualified opportunities become customers.

Qualified conversation cost = ad spend / number of qualified sales conversations.

Compliance-friendly intent building

BukopucrosyinTe diagnostic language 3amicTb guaranteed outcome language.
®penmiteb offers Ak review, assessment, eligibility check, education a6o option discovery.
He HaTsakalTe Ha guaranteed approval, profit, debt reduction a6o risk-free results.

He cTBoptoriTe false urgency y ceprio3Hnx ¢piHaHCOBMX PiLLIeHHSAX.

Privacy i consent - 4yacTMHa user experience.

MpakTuuHa BnpaBa

1 O6epitb oauH diHaHcoBWMIA offer i BU3HauTe intent level nepeg, click.

2 Mepenunwitb vague free consultation CTA y specific diagnostic promise.
3 CrtBopiTb M'ATb form questions, ski NokpaLlytoTb qualification.

4 HanuwiTb sales opener, sknin npogoBXye ad promise.
5

BusHaute Tpu feedback codes ans sales.
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CHAPTER 4

ifl0OCTpOBaHa 3acTtaBka

fAKicTb Nnigis,
sales | feedback loops

Jlig Mae npmuxoanTn B sales He K psaoK y Tabnuui, a SK KOHTEKCT A1 XKXUBOI
pPO3MOBMW.

GEED - G -> Gl - G

ad landing crm sales

nepdopMaHC MapKeTUHr po3ain 4



Chapter 4

AKicTb niais, nepepaya B sales i feedback
loops

Ak nepemeoprosamu paid traffic Ha sales-po3mosu, AKi MOXHA 3aKkpusamu.

BecmynHuli npuHyun: Tpagik He cmae doxo0om, doku sales He Mod#e HUM CKOPUCMAMUCH.

Y diHaHCOBMX BepTUKANSAX KaMMNaHisa MoXxe BUrNAAaTy 340p0BOt0, AaBaTu HM3bkMIA CPL i BogHOUYAC LLKOAMNTH
6i3Hecy, AKLLO sales OTPUMYE XONOAHMX, PO3rybaeHnx, HekBanidpikoBaHMX abo HenpaBWUIbHO MNiArOTOBAEHNX
NoTeHLiHNX KNieHTIB. I HaBMakW: kKaMnaHisi 3 BULWYM CPL Moxe 6yTu NpuBYyTKOBOHO, SIKLLLO CTBOPHOE HITKUK HaMip,
KOHTEKCT i MnaBHy nepegady B sales.

dokyc LbOoro po3giny - He npocto lead generation, a lead usefulness: HackinbKK KOXeH ig NiArOTOBAEHWI 0
HacTynHOI KOMepLiliHOT pO3MOBMN.

Yomy financial verticals noTpe6byitoTb iHworo funnel mindset

Jo diHaHCcOoBMX BepTuKanen HanexaTb business funding, lending, insurance, debt solutions, tax services, financial
advisory, investment education, credit improvement Ta cxoxi nocnyru. BoHn dopmyroTbes cknagHicTto, trust gap,
qualification i sales dependency.

CknafHicTb: KOPUCTYBa4Y MOXe He po3yMiTu requirements, fees, documents, timelines a6o alternatives.

Trust gap: money-related offers € uyTaneumu; users 3axmaroTbes Big scams, hidden costs i unrealistic
promises.

Qualification: lead moxe 6yTn peanbHUM i BogHouYac poor fit.

Sales dependency: 6araTo financial funnels noTpebytoTe human conversation nepeg revenue.

YHiBepcanbHMI LWNAX A0 revenue

Ad -> Intent -> Landing Page -> Form -> Qualification -> Sales Handoff -> Contact -> Conversation -> Decision ->
Revenue -> Feedback.

BinbLicTb KOMaHA po3puBac Leli naHutor. Media buyers onTuUMIsyoTb NiBy YacTUHY, sales 6opeTbcs 3 NpaBoto, a
cepejHa 3a/1LLAETbCA HiUMER. 340p0OBa cncTeMa 3b6epirae intent Big nepLuoro impression 4o nepuoi sales
conversation.

Lead quality - e He ogHa MeTpuUKa

Contactability: un moxe sales peanbHo 3B'A3aTnCA?

Intent: yomy user submit form?

Fit: un BignoBigae ntognHa abo 6isHec kpuTepiam opepa?
Context: um 3Hae sales angle, page, promise i form answers?
Expectation alignment: un po3ymie user, Lo 6yae fani?

Compliance safety: un nig otpmmaHo truthful messaging i proper consent?

Audit Funnel vs Free Consultation Funnel

Audit funnel: user ouikye structured diagnostic review. Sales mae giaTn cnoyaTtky sk analyst, a noTim sik closer. Lie
npautoe ans cash-flow uncertainty, debt pressure, insurance gaps, tax exposure abo unclear funding options.

Free consultation funnel: user ouikye conversation 3i specialist. Sales mae gisTu cnoyaTky sik advisor, a NoTiM 5K
closer. Le npautoe, konm noTpibHi explanation, comparison, reassurance abo help choosing the right path.
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MpaBUNbHUIA KOHEKT i3 sales

1 Lead context packet: source, campaign, ad angle, creative theme, landing page, form answers, UTM, click ID,
lead time, requested next step i qualification indicators.

2 Sales opening line: nepLue peveHHs Ma€ nigknoyaTmcsa go original intent.
3 SLA and routing: npaBuna response time, ownership, timezone, follow-up sequence i re-routing.

4 Feedback return path: structured reasons - wrong geography, no budget, not decision maker, low urgency,
poor contactability, duplicate abo strong fit but not ready yet.

Lead Context Packet

Traffic source: Meta, TikTok, Google, native, search, referral, email abo iHWw®I source.

Campaign and ad ID: wo6 nos'a3aTtu quality 3 creative.

Ad angle: audit, consultation, eligibility check, calculator, comparison, education, urgency, pain point a6o proof.
Landing page promise: LLIO came user BBaXas, LLIO BiH 3aMnTYE.

Form answers: pain point, timeline, company size, funding goal, debt amount, current provider, risk concern,
preferred contact method.

Qualification tier: A, B, C a6o D.

Recommended sales approach: analyst, advisor, eligibility reviewer, educator a6o closer.

Lead scoring

Tier A: clear need, strong fit, reachable contact, urgent timeline, correct geography, aligned expectation.
Tier B: good fit, ane meHLwa urgency abo partial information.
Tier C: weak fit, low urgency, unclear need a6o missing information.

Tier D: invalid, duplicate, outside policy, outside geography a6o misleading expectation.

MeTpuknm, ki 3'egHytoTb traffic i sales

Traffic metrics: CPM, CTR, CPC, landing page views.

Landing metrics: landing conversion rate, form start rate, form completion rate, CPL.

Qualification metrics: qualified lead rate, invalid lead rate, disqualification reasons, lead score distribution.
Sales metrics: contact rate, booking rate, show-up rate, conversation rate, qualified opportunity rate, close rate.

Business metrics: CAC, revenue per lead, payback period, LTV, margin, refund/cancellation rate.

Feedback Loops

Feedback loops nepeTBoptotoTb campaign management i3 BragyBaHHs Ha HaBYaHHs. Sales feedback mae
aHanisyBaTunCA 3a source, campaign, creative angle i landing page. fikwio audit angle gae leads i3 akicHiLmmMmn
NUTaHHSAMM - CTBOPLOTe binblue audit creatives. Akwo consultation leads ouvikytoTsb free planning, a product paid -
nepenuwite landing page.

TNoBi NOMWUIKN

OnTumizauia nmwe nig CPL.
3aHaaTo KopoTki forms, ski 3HMLLYOTL sales context.
3aHaaTo gosri forms o nobyaosu trust.

IrHopyBaHHs ad promise.
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BigcyTHicTe CRM discipline.
BiacyTHicTb negative feedback categories.
Overpromising.

BigokpemneHHs sales Big marketing.

Mini Case: Business Funding Audit Funnel

KomnaHis 3 business funding 3amiHtoe “Get funding today” Ha “Cash-Flow Readiness Audit”. Landing page
NosICHIOE, Lo audit gonomarae 3po3ymiTu funding readiness, noTpibHi documents i bottlenecks. Sales BigkpvBae
A3BiHOK Yepes continuity: “Bu 3annwnnu 3aaBky Ha cash-flow readiness audit. 1 nepernsiHy Te, L0 B/ BKa3anw, i
MoKaxy, e Moxe 6yTn HalbinbLnii bottleneck.”

Knrouoeuli sucHoeok: Y financial verticals Halikpauja 80poHKa - He ma, wo 36upae Halibinewe leads. Halikpawa
BOPOHKA CMBOPHOE HaliYimKiwly next conversation.
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CHAPTER 5

ifl0OCTpOBaHa 3acTtaBka

ManeHbkuun baep
| lpakoH AeweBoro CPL

Dashboard moxe 6nuwaTtn gewesmnMn yncnamm, ane b6isHec BUrpace Big
CUrHanNiB AKOCTI.

CPL quality

cheap lead

real signal

nepdopMaHC MapKeTUHI po3ain 5



Chapter 5

Ka3ska npo ManeHbKoro baepa i /ipakoHa
AeweBoro CPL

Has4aneHa iHmepmedis npo dashboard, funnels i lead quality.

HasuaneHa iHmepmedis: lNay3a nicas cknadHoi meopii Moce ce 00HO HaB4YaMU My camy cucmemy 3 iHW 020 6OKy.

KoponiBcTBO BOpoHis

3a cimoma peklaMHUMU KabiHeTamu, TpboMa Tpekepamu i ogH1UM ctapuM CRM nexano koponiBcTBo BopoHis. Y
HboMy Xunnu Odep, Kpeatus, JleHaiHr, Celin3 i maneHbkuii baep Ha im'a [laH. [laH xoTiB cTaT BEIKAM MaCTPOM
Tpadiky. BiH HOCMB 610KHOT rinoTes, Milwe4ok UTM-MITOK i NiXTapuK AN TEMHUX MiCLb aHaNiTUKN.

OAHOro paHky Haj KOponiBCTBOM nponeTis [lpakoH fewesoro CPL. Moro nycka 6anwana uncnamu: 0.80, 1.20,
2.10. BiH kpnyas: “nBiTbea, AKi felesi nign! XTo KynuTb y MeHe MiLLIOK 3asBOK, TOW cTaHe repoem dashboard!”

[JaH 3pagis. BiH KynuB Linnii Bi3 Nigis i NOBI3 X 40 3amMKy npogaxiB. Ane nuuap Ceinns 3iTxHyB: “Li ntogm He
nam’'aTaroThb, LLO 3aauMLany 3aaBky. [lexTo He Bignosigae. lexto o4ikyBaB 6€3KOLITOBHY Marito. Ty NpUHIC He
30J10TO, a TymMaH.”

Myapa CoBa Anroputmy

3acMydeHunin [laH niwos y nic, ge xuna Mygpa Cosa Anroputmy. BoHa cugina Ha fepesi data signals i guBunnaca Ha
CBIT 0UMMa, AKi baumnn He ntojen, a patterns.

“CoBO, YoMy ApakoH 06aypunB MeHe? 5 X 6aums HM3bkKin CPL.” CoBa kninHyna: “ApakoH He 6pexaB.. BiH cnpaBgi
faB TO6I feluesi nign. Ane TM He 3anNUTaB, YM BOHU SIKiCHI. T oNTMMIi3yBaB BXif Y BOPOHKY, ane 3abyB Npo KiHeLb
icTopil.”
Mopasne nepwoi yacmuHu: Jewesul /1o - ye uje He nepemMoz2a. SKujo 8iH He 00Xx00uUMe 00 po3MO8U, Keanidikayii
ma npodaxcy, dashboard npocmo kpacuso mMasnroe empamy 2poused.

Tpuy 6pamMun nNpaBUIbHOI BOPOHKW

CoBa BignpaBuna [laHa fo Tpbox 6paM. MNepLua HasnBanaca Hook. Ha Hin 6yno HanucaHo: “He Kpu4m ronocHilue.
Ckaxu TouHiwe.” laH 3ragas KpeaTus: “OTpuMali ¢iHaHCOBe pilleHHs Bxe cborogHi!” bpama He Bigkpunacs. Togi
BiH HanwcaB: “3anpociTb cash-flow review i nobaute, ge 6i3Hec BTpayae rpoLli B onepairiHux yuknax.” bpama
TVXO BigunHMnacs.

[pyra 6pama HasmBanacs Trust. bing Hei cToaB cTopox KomnnaeHc. BiH He ntobumB 06iLuAHOK 6e3 foKasiB,
guaranteed results i ¢ppas, aKi pobnsTb cTpax binbWMM 3a NpaBay. [laH Npubpas Apamy, 3a/IULLMB YeCHUIA promise
i He BMAaBaB KOHCY/IbTALLito 3@ MarivyHy rapaHTito.

TpeTsa 6pama HasmBanacs Context. BoHa He nponyckana nign 6e3 nam'aTi. AKLLLO NHOANHA NPUALLIE 3 KpeaTuBy Npo
debt pressure, sales mae Le 3HaTW. fKLLo NtogmMHa obpana cash flow, sales mae nouatu 3 cash flow. SIkiio BopoHka
obiugana audit, A3BiHOK He MoXe 3By4yaTu ik random cold call.

Piuka CRM

3a 6pamamu Tekna Piuka CRM. Y Hei [laH cknagaB koxeH lead context packet: source, campaign, creative, angle,
form answers, timestamp, selected problem i qualification score. PaHiwie piuka Hecna nuwe im'a Ta TenedoH.
Tenep BOHa Hecna icTopito.

Nunuap Celin3 6inbLle He NoYMHaB 3 Hyns. BiH ka3aB: “BiTato, BM 3anpocmam ayauT nicna matepiany npo cash-flow
gaps. bauy, B1 3a3Ha4mam npobnemy i3 3aTprMmMkamu naatexis. JaBariTe 3 LibOro i nouHemo.” /lroam binbLue He
AVBYBanucs. BoHun BigvyBanu, LLO po3MOBa NPOJOBXYE Te, L0 BOHW BXe 6a4mnu.

AK APaKOH CTaB MEHLWLNM
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JpakoH [lelwesoro CPL noBepTaBscs e 6araTo pasis. BiH wenoTis: “A Moxy 3po6uTn lead geweswnm. Jasar
npubepemo NUTaHHSA 3 dopmu. JaBail HanMLLIEMO IyYHiLly obiuaHKy. [laBal cXoBaEMO cknagHicTb.” Ane [laH yxe
3HaB, LLO APAKOH XNBUTLCA KOPOTKUM MUCIEHHSIM.

BiH nouas anBunTMCa He Tinbkun Ha CPL, a 1 Ha booking rate, show-up rate, qualification rate, close rate i payback.
Konun gpakoH nokasysas 6amMckydy nycky, laH nuTaB: “A ckinbku 3 umx nigis ctanu qualified opportunities?” Big,
LbOro MMTaHHA ADAKOH LLLOPAa3y 3MeHLLVBaBCs.

Mopane Opyz0i yacmuHu: lpagussHa 80POHKA HE NPOCMO 108UMb Atodel. BoHa eede npagunsHuUx atodeli Yepes
3po3yMinuli wAsx, 0e KoXeH HaCmynHuUl Kpok Npoo08xyEe NonepeoHo 06iYsHKY.

Papa koposiBcTBa

Konu [laH noBepHyBCa A0 3aMKy, KoponeBa AyanTopisa ckankana pagy. 3a ctonom cuginv Odep, Kpeatus, JIeHAiHT,
Cerin3, CRM i MmaneHbKa npuiHLeca AHaniTuka. BoHa byna HariMonogLuoto, ane BCi ii 6osnncs, 60 BoHa roBopuna
npasay.

AHaniTnka po3knana cyBoi: “KpeatrB Homep Tpu gae gopoxxuunii CPL, ane BABidi kpawunii show-up. SleHgiHr B gae
MeHLLe 3asB0K, ane 6inbLue qualified calls. Cein3 3akpmnBae Kpalle TUX, XTO NpuiiLLoB Yepe3 audit angle, Hix T,
XTO MpuriLoB Yepes vague free consultation.” laH 3po3yMmiB: xopoLuunii Mesiabaep He raHSAETLCS 3@ O4HUM
ymncnoM. BiH ciyxae Bcro icTopito, Ky pO3noBifatoTb AaHi.

TaEMHa KapTa Ka3Ku

KaskoBuin o6pa3 LLlo o3Hauae B media buying

[ipakoH Jewesoro CPL Crnokyca onTumisyBaTUCA Nij AeLuesi, ane HesaKicHi nign.

Myapa CoBa Anroputmy Mnatdopma, sika HaBYAETLCSA NNLLIE Ha CUTHanax, sKi B ii gaeTe.
Tpu 6pamu Hook, trust i context sk ocHoBa NpaBUbHOI BOPOHKM.

Piuka CRM MNepegava paHnx i feedback mix traffic Ta sales.

MpuHueca AHaniTnka MeTpuKku, SKi MoKasyTb NpaBAy MPo eKOHOMIKY KammnaHii.

npaKquHa BrpaBa

OnuwiTb CBOro “ApakoHa”: ke KpacmBe YNC/I0O MOXe BBECTN KOMaHAy B OMaHy?
HanuwiTte Tpn 6pamu Bawwoi BopoHku: hook, trust, context.
Cknagitb lead context packet ansa sales nepeg nepLunmM A3BiHKOM.

BUnuLWwiTh o4HY MeTpuKy, sika BUTrAsae 4obpe, afie MOXe NpuxoByBaTy Npobaemy.

Mopane ka3ku: HaliHe6e3neuHiwi OpakoHU y MapkemuHay He CmpawHi. BoHu kpacusi. BoHu 6auwams dewesumu
Knikamu, dewesumu nidamu i weudkumMu nepemozamu. CnpaexicHs mMazis media buying noyuHaemecs modi, Koau
60€ep nepecmae 8ipumu 00HOMY YUC/Y | NOYUHAE 6aYUMU 8CHO cUCMeMmy.
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CHAPTER 6 intlocTpoBaHa 3actaBska

NMocTtMoAaepHI3M
TPEeTbOro CTyneHo

Konu ayantopisa Bxe 6auynTb peknaMHuUi wabnoH, YyecHMin meta-KoMeHTap CTa€e
yactuHoto performance.

context

nepdopMaHC MapKeTUHI po3ain 6



Chapter 6

MocTMoAEepHi3M TPeTbOoro CTyneH y
MapKeTUHry

MapkemuHz nicna mozo, Ak ayoumopis exce 3HaE, w0 iti npodarome.

BcmynHa dymka: CyyacHa A00uHa 6a4ums He Auwe pekaamy. BoHa 6a4ume, sk pekaama HaMazaemscs 6ymu
peknamoro.

Po6o4ye BU3HAUeHHSA

Y uboMy NigPYYHMKY “MOCTMOZEPHI3M TPETLOro CTYMNeHI0” BUKOPUCTOBYETBCS AK MPaKTUYHNA GpeiMBOPK, a He AK
CTPOTUiA akageMiuHuin TepMiH. Vioro 3aBAaHHS - MOSACHUTU MapKeTUHT Y CBITi, e ayAUTOopisa BXe po3yMie pekiamy,
noMiyvae MaHinynsauii, BnisHae WwWabsoHn odepis i yacTo pearye He Ha direct pitch, a Ha piBeHb CaMOCBIAOMOCTI
b6peHay.

KnacnuHuii MapkeTUHr roeopuTe: “Ocb Npobnema i ocb Halle pilleHHs". [ToCTMOoAepPHUIA MapKeTUHT Aojae: “Mu

3HAEMO, LU0 BM BXE Uyn COTHI Takmx 06iusaHOK". TpeTili cTyniHb ige Aani: “Mwn He 6ysemo BAaBaTK, LLIO peKiamMmu He
icHve. [laBaiiTe YeCHO MOKaXeMo, K MobyaoBaHa L NPono3unis, Ae ii MeXi, KOMY BOHa NiAX0ANTb, a KOMYV Hi".

lonoeHa ides: [TocmMoOepHi3M mpems0o20 CMyneHto - ye He MeM 3apadu Memy i He ipoHia 6e3 npodadxcy. Lle
self-aware marketing, sikuli 8UsHae MediazpamomHicmes ayoumopii i BUKOPUCMOBYE YeCHY NPO30picmb K
MexaHiky 0osipu.

Tpu cTyneHi MapKeTUHIoBOro NoBigoMJ/IEHHS

CryniHb Jlorika TunoBa ¢ppasa Punsnk

1. Npamunia Mpogatu UiHHIiCTb OTpuMaiiTe 6€3KOLUTOBHUIA ayanT | 3HaNAITb Mo>ke 3ByuaTu K
MapKeTUHT MaKCMasnbHO SICHO. TOUKM POCTY. LWabnoHHWI odep.

2. Self-aware Mokasatu, Lo bpeHa po3ymie Tak, e e oAHa peknama rnpo ayant. Ane Moxe cTaTv XxapTom 6e3
MapKeTUHT peksiaMHi KniLle. npobsema BCe OHO peanbHa. KOHBepCil.

3. TpeTin cTyniHb BusHatu cuctemy peknamu i Bce  Bu Bxxe 6aumnm 20 obiusHok. Mu He 06iusemo Moxxe 6yTu 3aHaATO

ofiHo cTBOpUTKM useful next step.  Marito - M MOKaXeMo, e MOXyTb 6yTV BUTOKW.  CKAaAHWUM, SKLLO BTPauYeHo
offer clarity.

YoMy Lie BUHUKAE

Cy4yacHa ayamTopis XVBe B cepeAoBuLLi NepeHacnyeHHs NoBiAOMAEHHAMU. Sl 6badaTb peknamy B CTpiuLi,
nowyky, email, Bizeo, meceHgxepax i HAaTUBHOMY KOHTeHTI. BoHM BUBYMAM naTtepHu: urgency, limited offer, free
consultation, expert review, calculator, audit, exclusive access, success story.

Konn natepH NOBTOPHETHCA 6araTo pasis, BiH BTPAYa€ HEBMHHICTb. JIIOANHA YMTAE He NMLLe NMOBIJOMIEHHS, a
Hamip nosigomnaeHHs: “LLlo MeHi TyT npogatoTb? e nepebinblueHHs? LLlo npuxoBaHo?”

TpeTill cTyniHb NOYMHAETLCA TaMm, Ae bpeHA nepecTae NPUKNAATUCS, LLLO ayANTOPIA HaiBHA. BiH cnpuiimae
KOPUCTyBaya siK CNiBPO3MOBHMKA, KNI PO3YMi€ KOHTEKCT. Taka KOMYHiKaL,isi He 60peTbCsl 3 HeJOBIPOLO, @ BUSHAE
1i.

dopmMyna TPeTbLOro CTyneHto

MpaBaa NPoAyKTY + KyNbTYpPHUA KO + meta-KoMeHTap + KOpUCHUIA next step + sales continuity + feedback loop.

MpaBAa NPOAYKTY - peasibHa LiHHICTb, AKY MOXHa 3aX1UCTUTK pakTaMm abo npouecom. KynbTypHUA Kog - cnocio
rOBOPUTW MOBOLO ayAnTOpIi. Meta-KOMeHTap - BM3HaHHSA pek/aMHOro KOHTeKCTy. Next step - KOHKpeTHa 4isd 6e3
BiguyTTHA nacTku. Sales continuity - BignoBigHicTb Mix self-aware peknamoto i nepLuoto po3moBsoto sales. Feedback
loop nepeBipsie, Y Taka KOMyHiKauia fae He nnwe clicks, a akicHi po3moBM i revenue.
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Npuknap ana piHaHCcOBOI BepTUKani
Direct-response nigxig: “3anuLiTbca Ha 6e3KOLTOBHMIA GiIHAHCOBUIA ayaunT i Ai3HalTecs, AK 3MEeHLNTY BUTpaTn”.
Lle 3po3ymino, ane ayanTopis BXe 6aumna nojibHe 6arato pasis.

[pyruin ctyniHb: “Tak, My Texx Hanucanu free audit. Ane AKLL0 B KepyeTe 6i3HECOM, BM 3HAETE: iHOAI caMe HYAHWNIA
ayAnT 3HaXOAMTb Halrgopoxyi noMmunkun”. Lie self-aware tone.

TpeTiii cTyniHb: “By, MIMOBIPHO, 6aunan AecaTKn 06iLAHOK NPO eKOHOMIto. My He 3HAaEMO, Y/ 3eKOHOMKMO BaMm
rpoLUi, MOKN He N06aYMMO CTPYKTYPY BUTPAT. TOMY NepLUni KPOK - He MPOAaX, a KOPOTKNIA ayAuT i3 TPbOMa
MOXUIMBMMUW pe3y/ibTaTaMu: € NpobaemMa, HemMae NpobaemMn abo NOTPiIOHI A0AaTKOBI AaHi".

HYomy mpemili eapiaHm cuneHiwul: BiH 8U3HOE CKeNCcUC KoOpUucmyeaya, He nepebinbllye pesynemam, N0sCHIOE
npoyec i 20mye sales-po3mosy 00 4ecH020 opening.

TpeTili cTyniHb He ckacoBye performance

Halbinblua noMuka - gymaTu, Lo NOCTMOAEPHUM MapPKETUHI 03HAYaE “NnpocTo 6yTn AVBHUM". SKLLO peknama
reHianbHO XapTye, ane He Beje A0 KOHKPETHOI Aii, Lie He performance. AkLo BoHa 36upac likes, ane He CTBOPIOE
qualified conversations, Le KynbTypHWUI LWYM, a He acquisition system.

TperTili cTyniHb Npautoe AnLLe ToAi, KoNw Nig HUM € aucumnnina: offer, segment, funnel promise, lead capture, sales
script, CRM statuses i feedback loop. CamocBifoMicTb He 3aMiHIOE CTPYKTYpPY. BOoHa pobuTb CTPYKTYPY NHOAAHILLO.

Offer clarity: kopucTyBay Ma€ 3p03yMiTH, LLIO Came MPOMOHYETHCS.

Proof: noTpi6Hi process, facts, examples abo limitations, siki cTBOptoOtOTb trust.
CTA: next step Ma€ 6yTn NPOCTUM i OUEBUAHUM.

Qualification: BopoHKa Mae BiacitoBaTK wrong intent.

Sales continuity: sales He noBuHeH namatu self-aware tone.

Measurement: KpeaTMBHICTb NepeBipsAeTbCA Yepes funnel metrics i revenue.

Konwn BuKopuctoByBatun

AyanTopis AocBifueHa i BXxe 6baunia barato cxoxmnx odepis.

Direct pitch Bukankae ckencuc abo banner blindness.

MpoAyKT cknagHW i NoTpebye [OBIPY A0 NMpoLiecy, a He anLle Ao 0biLAHKN.
Sales-koMaHAa MoXe MigTpMMaTK transparent tone.

€ peanbHa expertise abo process, AKMA MOXHa nokasaTu 6e3 nepebinblLueHb.

Konwn He BUKOpUCTOBYBaTM

AyaunTopis e He po3yMi€ KaTeropito i NoTpebye NPAMOro NOSACHEHHS.
BpeHs He Mae peanbHOI LiHHOCTI 3a self-aware tone.
Legal/compliance He fo3BosSi€ rpaTUCA 3 GOPMYIOBAHHSAMMU.
KomaHga He moxe BuMipaTu lead quality nicns knika.

KpeaTMBHICTb CTa€ BaXX/IMBILLOO 3a 3pO3yMiNnii next step.

Pnsunkm

MepLwmnii pusKnK - LMHI3M. AKLL0 6peHA roBopuUTb “MY 3HAEMO, LLIO Lie pekaama”, ane Bce 04HO MaHinynreE, AoBipa
nagae wenglle. AyanTopis fieriie npobayae Npocty pekaamy, Hixk GanbLUnBY YeCHICTb.

Apyrui pusuk - HagMipHa cknagHicTb. Self-aware KomyHikaLis MOXe CTaTy HaCTiINbKN PO3YMHOLO, LLLO KOPUCTYyBaY
He 3pOo3yMiE, Lo pobutn aani. Y performance marketing npocToTa 4acTo cUbHiILLA 3a iHTe/IeKTyanbHY rpy.
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TpeTill pu3uik - po3puB i3 sales. AKLLo peknama YyecHa i Npo3opa, a sales TenedoHye 3 TUCKOM i generic script, BeCb
edeKT 3HMKaE.

MpakTn4HWMiA ppeinmMBOpK ANA KpeaTUBY

1 dkwuir advertising template ayauTtopis 6adnna 3aHaaTo 6arato pasis?
2 SKWIA CKeNncrMc MU MOXEMO YeCHO BU3HATU?

3 4Ky peanbHy Mexy odepa BapTO NpOroBopuUTA?

4 FAkuii next step NMLLAETLCA NPOCTUM MicAA meta-KoMeHTapsa?

5

Sk sales NpoAOBXUTL Lieli tone y nepLuii po3MoBi?

MiHi-wwa6noH

“Br, MOXMBO, BXe 6a4nnun [TMnoBy obiLsaHKy kaTeropiil. Mu He 6yaeMo 06iuaTu [NepebinbLueHHs]. HaTomicTb Mun
3p0obunMO [KOHKPeTHUI npoLiec], Wob 3po3ymiTh [peanbHa npobniemal. kLo pe3ynbTaT nokaxe [ymonal,
HACTYMHUIA KPOK - [KOHKPeTHa Ais]. SKLLO Hi - B MPOCTO MaTUMeTe ACHICTb.”

MpakTyHa BnpaBa

BisbMiTb 0anH knacnuHmii direct-response angle y BaLlin BepTuKani.

MepenuwiTb NOro y Apyromy CTyreHi: gogaunTe self-aware enemeHr.

MepennwiTe 1iOro y TpeTbOMy CTyMeHi: BU3HaMTe CKeMNCcuUC, MOSCHITb MpoLec i 3aauLwITe YiTKni next step.
MonpociTe sales HanncaTn opening call gns BCiX TPbOX BePCili.

Micna Tecty nopiBHANTe He nnwe CTR i CPL, a 1 qualification rate, show-up rate i close rate.

QiHaneHa opmyna: IpoHiYHA 06070HKA + WUPaA Kopucme + yimka 0is + gidonosioaneHuli handoff =
nocmmooepHi3m, KUl He npocmo 8u2a40ae€ clever, @ 00NoMa2a€ 80OPOHYi npayroeamu.
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BUCHOBOK

MNepdopMaHC MapKETUHT HE 3BOAUTHLCA A0 AELIEBUX KNIKiB, LWBUAKNX

TecTiB abo kpacuoro dashboard. CnpaBxHsa pob0oTa NOYMHAETLCS
TaM, Ae attention nepeTBoplOeTLCA Ha intent, intent nepexoanTb y
sales-po3moBy, a feedback nosepTaeTbca Hazag y Kpeatus, odep,

dopMy i MeagiabaiHr. NMnatdopmmn 6yayTb 3MiHIOBaATK iHTEpdencu, ane

6a3oBa cmcTemMa NUWKUTLCS TIEK CaMOKD: NIOAMHA MA€E 3pO3yMiTH
LiHHICTb, MOBIpUTK Npouecy i 3pobuUTr HACTYNMHUN OCMUCIEHUIN KPOK.

KopoTko:

CPL - ue He aKicTb.
Hamip Tpeba iHXeHepuTu, a He YeKaTu.

Sales feedback - yactnHa peksiaMHOI cucTemu.

YecHicTb y funnel yacTto cunbHiwa 3a nepebinblieHy o6iUsAHKY.

nephopMaHC MapKeTUHI

BUCHOBOK



BiaAKpuTe NUTaHHSA

Ha NnoayMmaTb

attention

interest

intent

ik 6M T 3MiHMB CBOIO HACTYNHY KaMnaHilo,
AK6M onTMMi3yBaB He Nig HanpaewesBLWwWn nia,
a nig Haukpauly po3MoOBY,
fiKy sales peasnibHO MOXe NMpoAOBXXUTU?

Micue 4nsa BignoBiAi NMLWAETLCS Yy TBOINM HACTYMHIi BOPOHL

nep@opMaHC MapKeTUHr NMUTaHHS
34



nepdgopMaHC
MapKeTUHr

calwla conoBen

traffic intent sales
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yacTtuHa II npo cTpec, CTaTUCTUKY, KpeaTuB i peKSIaMHi peaKeKTH



YACTUHA 11
«CTpec B ymoBax pobortm

3 BUCOKOIO BiAnNoBIAANbHICTIO»




BBoaoHe C/NOBO

<OU-ON >

Lls 4yacTMHa He Npo Te, K cTaTh 6e3eMouinHOo MalKnHOW. Y media buying ue
noraHa uinb. JlloagMHa, sika Hi4oro He Big4YyBa€, YacTo He 6aUnTb pU3KKY, He
Yy€E ayauTopito i He BMIE AyMaTn KpeaTMBHO. Lla yacTMHa npo iHwe: K He
0aTn cTpecy KepysaTtu pykamu, konu budget roputs, CRM MOBUUTB,
nnatdopma peaXekTuTb peknamy, a dashboard gnsmutbcsa Ha Tebe sk
XONOAHUIM eKpaH Yy TPpU HOui.

MpumiTKka: ue He MeaM4dHa nopaaa. Akuwo crpec ctabinbHO NamMae CoH, 340pOB'sA,
CTOCYHKM ab0 34aTHICTb NpautoBaTK, Le BXe He 3agaya Ans vyeknicrta B PDF.
MoroBopwu 3 nikapem abo mental health professional.

nephopMaHC MapKeTUHI BBOJHE CJ/I0BO



3MICT

1. MpnumHK cTpecy

2. Sk 3 UMM CNpaBAATUCH

3. O6cecia CTaTUCTUKMU

4. Ba)XNMBICTb KpeaTUBHOINro MUCJ/IEHHSA

5. BnpaBu Ha 60poTbby 3 pea)xeKTtaMm peksiamMm
6. BUCHOBOK abu He YynTaTu BCIO KHUTY

Binkpute nutaHHsA: LWWo Take cnokin?



PO3A4IN 1 intocTpaLis NpocTux hopm

NMpuunHM
cTpecy

Bucoka BignoBigaanbHiCTb caMa no cobi He B6buBa€. B6mBae BianoBiaanbHICTb
6e3 ACHOoI cucrtemu.

WBUAKICTb

cTpec

BiANoBigaNnbHiCTb HeBMU3Ha4YeHICTb

nepdopMaHC MapKeTUHI po3ain 1



NMpuunHU cTpecy

Y performance marketing cTpec 4acTto BMHMKAE He Yepe3 ogHYy Benuky npobnemy,
a 4yepes cyMmy apibHux curHanis: budget ButpavaeTbca 3apas, niatdopma 3MiHIOE
delivery, sales yekae sKicTtb, compliance Mo)e 3yNMHUTU KpeaTuB, a BIIACHUK
6i3Hecy xo4e BigNOBIAb e A0 TOro, siK AaHi A03pinun.

HariBa)kue Te, Wo YacTuHa poboTn Ma€E BUCOKY CTaBKY, asle HU3bKUN KOHTPO/Ib.
Buyer Bignosigae 3a pe3ysibTaT, Xo4a He KOHTPOJIKOE NOBHICTHO a/irOPUTM,
noBeAiHKy user-a, WBMAKICTb sales i random reject-u nnatdopmu.

MpakTUYHMA NPUHLMUN:

® Ha3Bwu gxepeno cTpecy KOHKpeTHo: budget, aeanaiH, reject, sales pressure,
HEeBIAOMICTb.

® He 3Miwyn BigNOBIAANbHICTb | BCEMOryTHICTb. Lle pi3Hi peui.

® Yum MeHwWwe ACHOCTI B npoueci, TuM 6inblie MO30K BUraaye Katactpod.

WBUAKICTb

cTpec

BianoBiaanbHIiCcTb HeBU3HauYeHIiCTb
nepdopMaHC MapKeTUHI po3ain 1



PO34I1IN 2 intocTpaLis NpocTux hopm

ik 3 UMM
CNpaBNATUCD

CnokKin NoYMHAETbCA He 3 MeauTauii, @ 3 po34iNeHHS KOHTPOSIO.

He KOHTPOJIIo0

BnJiuBaro

KOHTPOIOK

nepdopMaHC MapKeTUHI po3ain 2



K 3 UMM CNpPaBJIATUCDH

Mepwmnin KPOK - pO3AINNTM peanbHICTb Ha TP Kosa: WO KOHTPOJIOK, Ha Wo
BM/IMBAlO, i WO He KOHTPOJ0. KOHTPOIIOK CTPYKTYpPY TECTY, SKIiCTb rinoresu,
YMCTOTY haming, pUTM NepeBipkX, KOMYHiKauito 3 sales. Bnnueato Ha delivery
yepes creative, data, budget i feedback. He koHTpontoto mood anroputmy,
BMMNaAKOBY MOAEpaLIito i Te, UM user CbOroAHi FOTOBUIM KYMUTH.

Opyruin Kpok - puTM. Y BignosigansbHin poboTi HepBoBa cucTteMa nbuTtb
nepeabayyBaHiCTb: KONM AMBUMOCH CTaTUCTUKY, KOS MPUMUMAEMO PilLEHHS, KON
eCcKanyeMo npobsaemMy, KoM HiYoro He 4dinaemo.

MpakTUYHMA NPUHLMUN:

e CtBopwu rule of engagement: KoNu_[4BHMHEECH, KON MiHSAIO, KOMW YeKato.

Ky: uf§ BN P Ue Ta

o [lnwn pre-mortem Jo 3a o Mn 3pobumo.

® He npunman cTtpaTterigHi pilueHHs B-MoMerRT-i3MYHOI NaHi

BrnjinBaro

KOHTPOJIO0

nepdopMaHC MapKeTUHI po3ain 2



PO3A4IN 3 intocTpaLis NpocTux hopm

O6cecis
CTaTUCTUKM

Dashboard ma€ 6yTn iHCTpyMEHTOM, a He penirielo OHOBJ/IEHHSI CTOPIHKMN.

Po-change

nepdopMaHC MapKeTUHI po3ain 3



O6cecifaa CTaTUCTUKMN

O6ceciss CTaTUCTUKM NOYMHAETLCS HEBUHHO: NPOCTO MOAMBIIOCH LWe pa3. [oTiM
refresh ctae cnocobom 3acnokoitnca. Ane dashboard He 3acnokote€. BiH Aa€ HOBUMA
noise, HOBUI MIKPOPYX, HOBE MOSACHEHHS, YOMY Tpeba TEPMIHOBO LLLIOCb 3MIHUTHU.

Y performance € He6e3ne4yHun TUN KOHTPOJIO: KONU N0AMHA AMBUTLCA UMb pu Tak
yacTo, WO nepecrtae baumTtn cuctemy. BoHa pearye Ha KoXHUI spike, KoxHuin dip,
KOXXHWIM reject, KOXXHUN KoMeHTap sales. Tak HAapOAXYETbCSA HE ONTUMIi3auis, a
dashboard-driven anxiety.

MpakTUYHMA NPUHLMUN:

® BctaHoBu aBa abo Tpu BikHa NepeBipKU CTAaTUCTUKM Ha AEHb.
® He MiHSM KaMnaHito, gKWo sample we He BiANOBIAAE pilLEHHIO.

® 3anucymn rinotesy Ao nepernsg ~ns emouii Big undp.

Po-change

nepdopMaHC MapKeTUHI po3ain 3



PO3A4I1J1 4 intocTpaLis NpocTux hopm

Ba>knIMBICTb
KpeaTUuBHOIN0O MMUCJI€HHSA

Ctpec 3BYXYE yBary. KpeaTuB rnosepTa€ NpocTip BapiaHTiB.

nepdopMaHC MapKeTUHI po3ain 4
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Ba>kJIMBICTb KpeaTUBHOIO
MUCJIEHHSA

Mig cTpecoM MO30K Xo4e OAHEe pilleHHS: BUMKHYTU, NigHaTh budget, 3MiHuTh CTA,
HanucaTtn sales, 3BuHyBaTuTK platform. Ane creative work notpebye wnpuHu.
Tpeba 6aunTn He oA4HY KHOMKY, a Kinbka Moxnmeux frame-iB: iHWWR insight,
iHWWI proof, iHWWK dopMmaT, iHWKIA piBEHb NMPAMOTH.

KpeaTuBHe MUCMIEHHS He 03Ha4ya€e Xaoc. BOHO 03Havae AncumnaiHoOBaHO BMpO6GNaTH
BapiaHTM 40 TOro, K NOYMHAETbCS NaHika. Iaei Tpeba HakonNM4yyBaTn B CNOKIMHUN
yac, 60 B Kpn3y MO30K BUTATYE Te, WO BXe 6yno nigroToBsieHo.

MpakTUYHMA NPUHLMUN:

® Bipginu reHepadito igen Bia ouiHkK igen.
e Tpuman backlog angle-iB, a He Tinbkn backlog 3apau.

e [licnga reject-a wykan He oauH replacement, a Tpu pi3Hi cnocobu ckasaTu CeHc.

nepdopMaHC MapKeTUHI po3ain 4



PO34I1N 5

intocTpauia npoctux dopm

BnpaBu Ha 60poTb6Yy
3 pep)XeKTtaMm peksiaMm

Reject - ue HenpueMHo. Ane ue we 1 6e3KOWTOBHUI YPOK MOMITUKK
nnaTgopmu.

m

nepdopMaHC MapKeTUHI po3ain 5



Pep)keKTu peksiaMum

PenxxekT peknamu 6'e mo ABOX Micusx: nNo ageanarnHy i no camontoberesy. Came ToMy
Nicns HbOro Nerko NoYaTu AiSTW 3aHAATO WBMAKO. XO4YeTbCs o4pa3y anesntoBaTy,
311UTUCA, NepenncyBaTu Bce abo 3anycKaTu pU3NMKOBY BEPCito 3 iHLWOro akayHTa.
Lle maie 3aBXAN NOripLWYy€E CUCTEMY.

KopucHiwe ctaButmncs Ao reject-a gk go diagnostic event. MNnatdopma He ckasana:
TV noraHmi buyer. BoHa ckasana: uen TekcT, creative, landing abo claim
npo4YynTaBCcsa K pU3nMKoBuii. Lle Bxe maTepian ansa poboTtu.

MpakTUYHMA NPUHLMUN:

e [licnga reject-a cnepwy crabinizyn cebe, noTiM ctabinizyin campaign.
® He 3MiHton offer 6e3 noTpebu. HYacto gocTaTHbO 3MiHKUTK frame.

e 36upal reject-u gk knowledge base, a He 9K CNMCOK NOpasoK.

nepdopMaHC MapKeTUHI po3ain 5



BnpaBu NpoTv pen)XekKTiB

He wob He 6icntuck. LLo6 pykn He pobunu aypHuUUb.

1. Maysa 12 xBWJIMH

He anenb ogpasy. Bunau 3 dashboard, Bunuin Boam, nosepHucs i nepeuntan policy
reason ik TEKCT, a He K obpasy.

2. Policy diff

Bunuwm: wo came cucrtema morna npoumtaTu sk claim, pressure, misleading,
before-after, personal attribute a6o prohibited promise.

3. Tpu 6e3neyHi myTaudii

3pobu Tpu Bepcii: M'akwunii claim, iHwun proof, iHwuii CTA. He MiHa# BCce oapasy.

4. Reject bank

36upai reject-n B Tabnunuto. Yepes Micsiub Le BXe He TpaBMa, a 6ibnioTeka npasun
nnatdopmu.

nephopMaHC MapKeTUHI BNpaBsu



AHTN-pen>XeKT TpeHYBaHHSA

Pa3 Ha TMXxAaeHb Bi3bMU OAWH reject i nepeTBOpM MOro Ha TPEHYBAHHSA MUCEHHS.
MeTa He foBecTu niaTdopMi, WO BOHa AypHa. MeTa - HaBYNTUCA NUcaTu Tak, Wwob
CEeHC ninwaBcs, a pu3uk policy nagas.

LLa6noH po36opy:

® |llo obiuana peknama?

® dkui policy risk mir cnpautoaTtn?

® dke cnoBo abo frame MOXxHa NOM'AKLWNTMN?
® 4k 36epertu intent 6e3 arpecmBHoro claim?

® SKy BepcCilo TeECTYEMO NEpLUOKD | HOMY?

nephopMaHC MapKeTUHI aHTU-penXeKT



PO34I1/1 6 intocTpaLis NpocTux hopm

BUCHOBOK
abu He uyuTaTn BCIO KHUTY

AKWO KOPOTKO: He pobu 3 nervous system peknamMHun KabiHeT.

He KOHTPOJII010

BnJiuBaro

KOHTPOIOK

nepdopMaHC MapKeTUHI po3ain 6



BUCHOBOK

abu He ynTaTn BCLO KHUTY

CTtpec y BignoBiganbHin poboTi He 3HMKAE BiA MOTUBAUINHOI ppa3un. BiH

3MEHLYETbCA, KON cuMcTeMa pobOoTM CTAE SICHIWOK: WO KOHTPOJIOK, Ha
O BM/IMBALD, LLO MPOCTO LWYM; KOAW CTAaTUCTMKA MAE BiKHa NepeBipKku, a
He >XMUBe B rosioBi BECb AeHb; KOou reject peknamm po3bupaeTbcs sK

CUrHas, a He K BUPOK; KON KpeaTUBHE MUCIIEHHA 3aXMULLeHe Bia

[ attention ]
/
[ stress ( ]
[ focus ) j
g
/[/M )

@ CTpec 4yacTo HapOoAXKYETbCA 3 BiAMNOBIAANbHOCTI 6€3 puTMy.

CTaTMCTUKA Ma€ AornoMaraTy AyMaTu, a He KepyBaTu HAaCTPOEM.

® PepxekT - ue feedback npo ¢popMyntoBaHHSA, @ HE MPO TBOK LiHHICTb.

Crokin - ue He BiACYTHICTb NpobsieM, a 34aTHICTb He MocniwaTn BcepeamHi npobnemu.

nep@opMaHC MapKeTUHr BUCHOBOK



BiaAKpuTe NUTaHHSA

Ha noagyMmaTb, ajie TUXO

HE KOHTPOJIIOH

BrnjinBaro

KOHTPOJIO0

« Lo Take cnokin?»

BiAMOBIAb Kpawle He wykaTtn B dashboard

nep@opMaHC MapKeTUHr NMUTaHHS



nep@opMaHC
MapKeTUHr

calwla conoBen

traffic intent sales

puUT™M ‘ nam'aTtb

yactuHa III Npo MapKeTUHIr, BUrOPaHHS, MY3UKY i NMTaHHS 6e3 Bignosiai



YACTHUHA 111
« Lo TakKe?»




Mponor

He NoYMHaKn, AKL0 Xouelwl NpocTy BiANoBiAb

MapkeTuHr Burnagac sk pobora 3 undpamm, cnoBamm i KpacMBMMHU
KapTUHKaMn. Hacnpasgai ue poboTa 3 HeBIAOMICTIO. TV 3anycKaew rinoTesy,
ane He 3anyCKaew rapaHTiio. Tn Kynyew yBary, ase He Kynyew AoBipy. Tu
6aunw rpadik, ane 3a HAM CUAATb JIIOAN, afIFTOPUTMU, BTOMA, CE30HHICTb,
BMMAaAKOBICTb | YMECH 'AaBan We pa3 nepesipumo’.

nephopMaHC MapKeTUHI nposior
56



3aB'sAA3Ka

YaBu noHeainok. € offer, € 6roaxeT, € WicTb KpeaTusie, € Tabnuusa, ae sce
Burnagae noriyHo. O 10:00 kamnaHiga ctaptye. O 11:20 nepwun Nig noraHun.
0 12:05 CPM He Takuin. O 13:40 sales nuwe: 'wo tam?'. O 15:00 Tn BXE He
MapKeTosIor, a NAnHa, sika NOsSICHIOE CBIT Yyepes refresh.

launch
noise
emMouin

pilleHHSN

nepdopMaHC MapKeTUHI 3aB'aA3Ka



3MICT

ApamaTyprisi: nposior, 3aB'a3Ka, WiCTb po34iNniB, KyabMiHaLis

e 1. YoMy He BapTo 3aMMaTUCb MAPKETUHIOM
e 2. B 4YOMY OCHOBHi MPUYNHUN BUIOPaAHHSA

e 3. BaxxnuBIiCTb My3UKN B MApKeTUHIY

e 4. o Take nepdopMaHC

e 5. lllo Take MapKeTUHr

e 6. llo Take?

e KynbmiHauis

nepdopMaHC MapKeTUHI 3MicT



PO3A4IN 1 intocTpaLis NpocTux hopm

YoMy He BapToO
3aMMaTUCb MapKETUHIoOM

Bo TyT 3aHaATO fierko nepenayTaTn rpy 3 BJACHOK LiHHICTHO.

nephopMaHC MapKeTUHI po3ain 1
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YoMy He BapToO 3aMMaTUCDL
MapKEeTUHIoOM

He BapTo 3aliMaTUCb MapKeTUHIOM, SIKLLO XO4YeTbCcs poboTn, Ae npaBu/ibHa
BiAMNOBIAb NEXUTb Y KiHUI Nigpy4yHUKa. TyT npaBuibHa BiAMNOBiAb YacTo 3'ABISETLCS
nicns 6aXeTy, MOMUIKN, TPbOX NOraHUX KpeaTuBIiB i 04HOr0 BUMaAaKOBOro
insight-a.

He BapTo 3aliMaTnUCb MapKeTUHIroM, Ko 6011MTb KOXHe 'He 3aKwno'. KamnaHis
MOXXe NpPOBa/IMTUCh HE TOMY, WO TU AYPHUIN, @ TOMY WO offer cnabkunin, puHOK
BTOMWUBCS, Sales He AOTUCHYB, NiaTdopMa 3MiHuNa delivery abo noam CboroaHi
MPOCTO He XO04yTb KyrnyBaTWu.

CueHa 3 pob6oTu:

3anycKaEew akypaTHY CTPYKTYpy TecTy. Yepe3 AeHb BNacHUK nuta€e, YoMy ROAS He gaK y
Kenci 3 YouTube. I oCb TV BXe MOSICHIOELL HE KaMMaHito, a peasnbHiCTb.

® MapkeTuHr Kapae€ 3a noTpeby B rapaHTisx.
e TyT Tpeba BUTPMMyBaTM HEBIAOMICTb 6€3 TeaTpanbHOI NaHiKK.

® SKuwo ego cuanTb y KoxxHoMy CPM, poboTa WBNAKO CTAaE 0COBUCTO APaMolo.

nepdopMaHC MapKeTUHI po3ain 1



PO3A4IN 2

intocTpauia npoctux dopm

B 4OMYy OCHOBHI
NMPUYNHUN BUTOPaHHSA

BuropaHHs 4acTo NOYMHAETLCA TaM, Ae BiANOBiAaNbHICTb CTAa€E NOCTIMHUM
¢doHoM.

[ s

eHeprifa He 6e3kiHe4YHa

nepdopMaHC MapKeTUHI po3ain 2



B YOMY OCHOBHI NMPUYUHMU
BUIrOpaHHSA

Y Ui KHMXLUi BUrOpaHHS po3rnsaaaETbCcs sk poboumnii curHas, a He AiarHo3. 3a

BM3HayeHHaIM WHO, burnout noB'sA3ytoTb i3 XpOHiYHUM pO60OYMM CTPECOM, KU He
6yB ycniwHo kepoBaHuii. Y performance marketing uen crtpec 4yacrto BuMrnsigac sk
HeCcKiHYeHHa FOTOBHICTb BiANOBIAaTW 3a uMdpK, SKi 3anexartb He TiNnbkK Big Tebe.

[ONOBHI MPUYNHKN NPOCTi: HEMAE MEX MiX pOBOTOI | XUTTSM, pilLUEHHS
NPUIAMaKOTBCS B PEXUMI MOXKEXi, CTaTUCTUKA NEPEBIPAETLCA K NYJIbC, KOMYHiKaLis
TUCHE CUNbHILIEe 3a AaHi, a NepemMorn WBMUAKO CTaloTb HOBOKO HOPMOIO.

CueHa 3 pob6oTu:

Tun 3aKpMB XOpPOLWIMA AEHb, afie 3aMiCTb NosierweHHsa AyMa€ELw: 3aBTpa Tpeba we binble.
Tak pe3ynbTaT Nepecrac rogyBaT eHeprito i MOYMHAE iCTU Ti.

® XPOHiIYHWNIA CTpec HaKOMUUYETLCSH TUX0, 0COBMMBO KOMM BCi HasMBatTb MOro 'MpocTo
poboToto'.

® BuropaHHsa nNigcuAOE He CKaZHa 3aja4da, a ckiajHa 3ajada 6e3 BiAHOBMEHHS.

® 4KLoOo COH, 340p0B's abo HOpMasibHe XUTTS CTabilbHO NaMaloTbCs, Le BXE He MUTaHHS
productivity.

eHepris He 6e3kiHe4yHa

nepdopMaHC MapKeTUHI po3ain 2



PO341InN 3

intocTpauia npoctux dopm

Ba>kNINBICTb MY3UKMU
B MAapKEeTUHry

My3uka - ue He npukpaca. Lle cnoci6 kepysaTn TEMMNOM yBaru.

e © ©
N\
~ N\
— N

nepdopMaHC MapKeTUHI po3ain 3



Ba>XnuBICTb MY3UKUN B
MapKEeTUHrY

Y Bigeopeknami My3unKa 4acTo BUPILWIYE, YN NOAMHA BCTUrAE BiAYYTU CEHC A0 TOro,
K MPOCKponnTb. BoHa 3apae rhythm cut-iB, gonomarae hook-y 3By4yaTv NpMpoaHo,
NiACUIOE MOMEHT proof-a i pobute CTA MeHLW NNacTUKOBUM,

[ns camoro MapkeTtonora Mysmka TexX iHCTpyMeHT. OanH NNenancT niaxoanTb ANs
pecepuy, iHWWI - ANs MOHTaXYy, TPeTin - AN MOHOTOHHOI nepeBipkn UTM i naming.
Lle He marisa, a cnoci6 NnocTaBuUTM MO30K Y NOTPIGHMI pexnm poboTu.

CueHa 3 pob6oTu:

OauH i Ton cammin UGC-kpeaTuB 3 TUXMM POHOM BUIISAAE K CKapra, 3 HaAToO eniYHMM
TpekoM - gk obMaH, a 3 NpaBUIbHUM PUTMOM - IK HOpMasibHa NACbKa iCTopig.

® My3uka Mae€ BiaAnNoBigaTK He TBOEMY CMaKy, a eMolii offer-a.
® TeMmn Tpeky NoBMHEH AoMNoMaraTM MOHTaXy, a He 3MaraTucChb i3 TEKCTOM.

e dAKLo ayanTopis AMBUTbLCS 6€3 3BYyKY, My3unka BCE O4HO BM/IMBAE HA MOHTAXHY JIOFiKYy.

~ NN\
~ NN\
— NN

nepdopMaHC MapKeTUHI po3ain 3



PO341N 4

intocTpauia npoctux dopm

LLlo Take
nepdpopmMaHC

Performance - ue He undpu. Lle aucumnniHa nepesipaTH, Wo LUMdpu
03HayaloTb.

@® rinortesa \ ® s \ @ HaBuaHHs

©® Tpadik — @ noxin —_

nepdopMaHC MapKeTUHI po3ain 4



LLlo Take nepdopMaHC

MepdopMaHC - Ue KOJIM MapKeTUHI Ma€E NOBEAIHKOBY LiNb i 3BOPOTHUI 3B'A30K. He
npocTo 'ntoan nobaunnn', a 'noam 3pobunu aito'. Jlig, npoaax, AeNo3uT, Nianucka,
trial, booking - 6yab-140, WO MOXHa NMpUB'A3aTN 40 CUCTEMU BUMIPIOBAHHS.

Ane nepdopMaHc He 3BoAUTbCS A0 AeweBoro CPL. Jewesunit lead 6e3 akocTi - Ue
He nepeMora, a kpacmBo odopmsieHa npobnema. CripaBXxHil performance nuTae:
sKa Ais, g9Kka AKicTb, SKui payback, akuni risk, akui learning a4ns HacTynHoOro TecTy.

CueHa 3 pob6oTu:

KamnaHia gana CPL Hux4e nnaHy, ane sales kaxe, wo nian xonoaHi. Performance
NOYMHAETBLCA CaMe TyT: HE CBATKYBATW OAHY METPUKY, a 3ibpaTu NOBHY KapTUHY.

® Performance - ue rinotesa, Aisl, BUMiptOBaHHS i HaBYaHHS.
® MeTpuka 6e3 KOHTEKCTY JIerko NepeTBOPHETLCSA Ha deTuLl.

e Xopowwuin buyer aymae He Tinbku npo lead, a npo wnax nicna lead-a.

@ rinoteza \ @® s \ @ HaBuaHHs

©® Tpadik — ® noxin —

nepdopMaHC MapKeTUHI po3ain 4



PO34I1N 5

intocTpauia npoctux dopm

LLlo Take
MapKeTUHr

MapkeTuHr - ue pobota 3 TUM, YOMY KOMYCb Ma€e 6yTn He banayxe.

nepdopMaHC MapKeTUHI po3ain 5



LLlo Take MapKeTUuHr

MapKeTUuHr - Le He baHep, He croraH i He KHonka. Lle cnoci6 3'egHaTn noTpeby
JIIOANHU, MOXJ/IMBICTb NMPOAYKTY i MOBY, KO L0 MOXJIMBICTb MOXHa rno4vyTu. Konm
Lboro 3'egHaHHS HeMaeg, performance NpoCcTo WBUAKO MNOKA3YyE, WO CEHC He
3ibpascs.

Cnabkuin MapKeTUHI KpUUnTb: Kynu. CUAbHILLMA MapKETUHI MOSICHIOE: OCb YOMY Le
Ma€ 3HauYeHHS caMe 3apa3. HalcunbHIilLMM MapKeTUHr iHoAi B3arani He KpuunTb, 60
ayamTopia Bni3Hae cebe paHiwe, HiX 111 WOCb Npoganu.

CueHa 3 pob6oTu:

MoxHa 3MiHuTK headline gecaTb pasis i He 3pywnTn CR. A MOXHa OAWH pa3 NpaBUbHO
Ha3BaTu 6inb ayauTopii - | CTapmMin AM3aH panToM NOYMHAE NpauoBaTy.

® MapKeTUHT MOYMHAETLCSA A0 PeK/IaMHOro KabiHeTy.
e Offer BaxnuBiWwKWi 3a Kpacy, ane dopma BMpiwye, ym offer B3arani NouvyoThb.

® CeHc 6e3 ancTpmbyuii NexunTe"y CTeRioANCTpUbyLia 6e3 ceHcy nanuTb 60axeT.

nepdopMaHC MapKeTUHI po3ain 5



PO3A4IN1 6 intocTpaLis NpocTux hopm

LLlo Take?

MUTaHHA, SKe APATYE TUM, LLIO HE KaXe, Npo Lo caMe NUTaE.

nephopMaHC MapKeTUHI po3ain 6
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LLlo Take?

€ NuTaHHSA, AKi BUrNaaaTb HegonucaHuMu, 'LLlo Take?' - caMe Take. Ane B
MapKETUHIY Le HopManbHUM cTaH. LLlo Take xopowunii kpeatns? LLlo Take aKicHWUI
nig? Wo take HopmanbHa uiHa? Lo Take 6peHa? Lo Take nepdopMaHc, SKLWwo
npoaax He BiabyBCA CbOroAHi, ane noanHa NOBEPHYNAaCh Yepes TUXKAEHb?

Lle nuTaHHa He Tpeba oapasy 3akpmBaTu. BOHO KOpPUCHE, MOKM 3MYLUYE YTOYHIOBATH
noHAaTTS. Bo KoM KoMaHAa He AOMOBUM/IACh, WO CaMe BOHa Ha3MBAE YCMixXoOM, KOXEH
dashboard cTtae npuBoAOM AN CBapKMW.

CueHa 3 poboTu:

Ha A3BiHKY BCi KaXyTb 'AKiCTb', ane oAMH Mae€ Ha yBasi approval rate, Apyruin - cepeaHin
yek, TPEeTil - aAeKBaTHICTb user-a, YeTBepTuUin - Wob NpocTo He 6ynN0 COPOMHO.

@ [lepw HiX onNTUMi3yBaTW, JOMOBCS, WO CaMe OMNTUMI3YETbCA.
® HeuiTke cnoBo B brief-i ctae noporoto nomunkow B media spend.

® IHoai HalcuNbHIWa Ais - NOCTaBUTU Tyne NUTaHHSA Broaoc.

nephopMaHC MapKeTUHI po3ain 6
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KynbMiHauinA

TYT He byae CnoKiMHOI Kpanku

Y 9KMnCb MOMeHT performance NMTa€ He 'CKiNlbKK KOLWTYE fia’, a 'Wo Tw
HacnpasAi BUMIipOeW'. MapKeTUHI NMUTAE He 'SKni KpeaTus 3anae’, a
'YyoMy KOMYCb Ma€ 6yTu He 6anayxe'. BUropaHHs nNUTaE He 'K LWwe
notepnitn', a 'YoMy cMcTeMa TPMMAETLCSA Ha TOMY, LLO NKOANHA TEPMUTDL' .
My3uka nuTaEe 6e3 cniB: SKUN pUTM Y L€ po60TK, SAKLLO T BXE HEe YYyEL

cebe.

«Llllo Take?>»

MUTaAHHS NIMLIAETLCS BIAKPUTUM, 60 Tak MpaLtoe TPeTS YacTuHa

nephopMaHC MapKeTUHI Ky/sbMiHaLUis



O>xepena Ta nigTBepaA>eHHSA

peknaMHi CucTemMu, aykuioHm, atpubyuis

Te3a 3 KHUIrK:
Te3n Npo Te, WO peknaMHi N1aTpopMmM paHXYHTb NOKa3n Yepes ayKLioH,
SIKiCTb/peneBaHTHICTb | O4iKyBaHy Ait0, @ He MpoCTO Yepes Hanbinbwunin 6roaxeT.

Google Ads Help - About Ad Rank
support.google.com/google-ads/answer/1722122

Meta Business Help - About Ad Auctions
www.facebook.com/business/help/430291176997542

Te3a 3 KHUIK:
Te3un npo Te, wo attribution He € abconoTHOW NpaBAoOO, a 3anexuTb Bi4 Moaeni, kKaHany,
KOHBepcii i cnocoby ouiHkn marketing touchpoints.

Google Analytics Help - Attribution models report
support.google.com/analytics/answer/10596865

Google Ads Help - Offline conversion imports
support.google.com/google-ads/answer/2998031

Te3a 3 KHuUru:

Te3un npo Te, wo policy/reject-u peknamm Tpeba po3bmpaTn Sk cMrHan Moaepauii:
npuumnHa, policy, creative, landing page, anensiuis abo npaBka.

Meta Transparency Center - Advertising Standards
transparency.meta.com/policies/ad-standards/

Google Ads Help - Fix disapproved ads
support.google.com/adspolicy/answer/9338593

nephopMaHC MapKeTUHT nxepena 1
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O>xepena Ta nigTBepaA>eHHSA

performance, niau, sales feedback, ekcnepnMeHTH

Te3a 3 KHUru:
Te3un npo performance marketing sik niaxia, Ae Baknmsi BUMiptoBaHi gii: lead, sale, click,
action, pipeline abo revenue impact.

IAB - Defining Performance Marketing
www.iab.com/news/defining-the-next-generation-of-performance-marketing/

Performance Marketing Association - Industry overview
thepma.org/our-work/the-performance-marketing-industry/

Te3a 3 KHUIK:
Te3un Npo Te, WO AKiCTb niga Tpeba 3aMuKaTh Ha3ad y peknaMHy CUCTeMy yepes
CRM/offline signals, a He cyanTu Tinbkun 3a CPL.

Google Ads Help - Offline conversion imports
support.google.com/google-ads/answer/2998031

Google Ads API - Manage offline conversions
developers.google.com/google-ads/api/docs/conversions/upload-offline

Te3a 3 KHuUru:

Te3un npo TecTyBaHHS rinote3, A/B experiments i noTpeby ANBUTUCb Ha pe3yNbTaT Yepes
KOHTPO/IbOBaHi BikHA, @ He Yepe3 KOXHMIN micro-spike.

Google Ads - Experiments
business.google.com/us/ad-tools/google-ad-experiments/

Meta Blueprint - Improving performance through ad creative
www.facebookblueprint.com/student/path/253167-ad-creative-course

nepdopMaHC MapKeTUHI oxepena 2
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O>xepena Ta nigTBepaA>eHHSA

CTpec, BuropaHHs, poboTta 3 BignoBiAanbHICTIO

Te3a 3 KHUru:
Te3u npo job stress sk peakuito Ha HEBIAMNOBIAHICTb BUMOr pob6oTK pecypcamM/MOXANBOCTAM
JNIIOAMHU, @ TaKoX NPO PU3MKM XPOHIYHOrO poboyoro crpecy.

CDC/NIOSH - About Stress at Work
www.cdc.gov/niosh/stress/about/index.html

CDC/NIOSH - Supporting Mental Health at Work
www.cdc.gov/niosh/bulletin/2024/mental-health-work.html

Te3sa 3 KHUru:
Te3un npo burnout sk occupational phenomenon, nos'a3anunii i3 XpoHiYHUM pobounm
CTpecoM, AKkui He 6yB yCnilHO KEPOBAaHWMN.

WHO - Burn-out as occupational phenomenon
www.who.int/standards/classifications/frequently-asked-questions/burn-out-an-occupational-phenomenon

CDC/NIOSH - Stress at Work publication
www.cdc.gov/niosh/publications/numbered/99-101.html

Te3a 3 KHuUru:

Te3n nNpo npakTUYHy poboTy 3i CTpecoM: Mexi, MiATPMMKA, PO3MOoAin KOHTPOJIHO,
KOMYHiKaLisi i 3BepHEHHSA Mo NPodeciiiHy A0MNOMOry, AIKLIO CTaH laMa€ XUTTS.

APA - Coping with stress at work
www.apa.org/topics/healthy-workplaces/work-stress

OSHA - Workplace stress employer guidance
www.osha.gov/workplace-stress/employer-guidance

nepdopMaHC MapKeTUHI oxepena 3
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O>xepena Ta nigTBepaA>eHHSA

MapKETUHI, KpeaTus, My3unKa

Te3a 3 KHUru:

Te3n npo marketing sk CTBOpeHHS, KOMYHiKaLito, 4OCTaBKy Ta 06MiH LiHHICTIO, a He
npocto 6aHep abo peknamHuii kabiHeT.

American Marketing Association - Marketing definition
www.ama.org/topics/marketing-definition/

AMA - Marketing vs Advertising
www.ama.org/marketing-vs-advertising/

Te3sa 3 KHUru:
Te3u npo creative thinking i creative variation: kpeaTtns Tpeba ansepcudikysaty,
TecTyBaTu | BpaxoByBaTu ¢opmaT, placement Ta review standards.

Meta Business Help - Creative best practices
www.facebook.com/business/help/370852930116232

Meta Blueprint - Ad creative course
www.facebookblueprint.com/student/path/253167-ad-creative-course

Te3a 3 KHuUru:

Te3n Npo My3uKy B pekiiaMi: My3nka MoXe BnamMBaTh Ha emodlii, brand attitude, recall i
CNpPUNHATTSA, ane edekT 3aJexXunTb Bif KOHTEKCTY I BiANOBIAHOCTI 6peHay.

Journal model - Consumer response to ad music
www.researchgate.net/publication/239781328_A_model_of_consumer_response_to_advertising_music

Acta Psychologica - Music in ads and memory/attitudes
www.sciencedirect.com/science/article/pii/S0001691824002105

nephopMaHC MapKeTUHT mxepena 4
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https://www.facebookblueprint.com/student/path/253167-ad-creative-course
https://www.researchgate.net/publication/239781328_A_model_of_consumer_response_to_advertising_music
https://www.sciencedirect.com/science/article/pii/S0001691824002105
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