with social networks. The same indicators are easy to determine for
competitors, which will help to identify the company's strengths in
these areas and decide on further development paths, identify whether
it is worth spending money and time on improving existing tools or
using resources in other areas. Another monitoring tool is CRM
systems. CRM stands for customer relationship management systems.
The main feature of CRMs is that they combine many useful features
in one easy-to-use program. CRM allows you to keep records of
transactions and customers, the entire history of interaction with the
client is presented in chronological order. Telephone conversations are
recorded, documents are saved. The main task of CRM is to monitor
the company's internal processes, such as transactions, task execution,
income, employee efficiency, and the profit that customers bring.
Another advantage of CRM is the ability to work for free, which is
why CRMs have recently gained great popularity. Such an
opportunity, for example, is available in the most popular systems in
the CIS countries "Bitrix" and "Megaplan™
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THE ESSENCE OF MARKETING SECURITY OF AN
INDUSTRIAL ENTERPRISE

Modern economic conditions are characterized by an increase in
competitive pressure in sales markets, instability of economic
processes, a dynamic increase in the variety of threats and
destabilizing environmental factors that affect the resulting parameters
of the enterprise and the level of its economic security. The growing
degree of risk and uncertainty of the business environment, the re-
profiling of the market, the constantly changing needs of the target
market segments require timely prompt corrective measures to
neutralize emerging threats and reduce the consequences of possible
risk. Therefore, an important direction of ensuring the economic
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security of the enterprise is the achievement of a high level of
marketing security, due to the improvement of the quality of the
processes of the company's marketing activities.

In our opinion, one of the components of the economic security of
an enterprise is marketing security. It is proposed to understand
marketing security as the protection of an enterprise from an
inefficiently chosen model of behavior in the market by avoiding
mistakes in product, sales, communication or pricing policy, i.e.,
marketing security can be characterized as a system for detecting,
analyzing and preventing threats coming from the internal and
external elements of the company's marketing complex.

Therefore, marketing activities act as a tool base that provides
identification, assessment of various external and internal threats arising in
the process of production and economic activities of the enterprise, as well
as the choice of methods for neutralizing emerging threats.

In order to solve the problems of ensuring the economic security of
enterprises, the use of marketing tools requires a clear definition, a test
of theory to establish their activities, in addition, they must analyze the
types of instructions implemented and the level of effectiveness of
marketing methods and techniques [1]. If the company's products are
not in demand on the market, then no company can feel economically
safe, since the marketing management system does not work [2]. Thus,
a competent marketing management system, analysis and effective
measures to ensure effective sales are all key to economic security for
all enterprises in any industry.

At the same time, it should be understood that in the scientific
literature little attention is paid to the implementation and use of tools
and methods that contribute to the prevention of security threats at the
enterprise, nevertheless, their use contributes to the timely
identification of hazards and ensuring the uninterrupted operation of
the enterprise in the market. From the point of view of economic
impact on the security of economic activity in market conditions,
strategic management of marketing detail at enterprises will allow to
develop a package of measures to protect against external and internal
threats that are caused by economic activity in market conditions, for
the normal mode of operation of the organization. At the same time, it
should be remembered that there are still threats that are caused by
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malicious (theft, distortion of data, arson, etc.), unintentional
(unprofessionalism, negligence, etc.) or natural actions of both non-
economic and economic nature (natural disasters or criminal acts),
which are beyond the influence of marketing activities, so the
management system of various aspects of the enterprise's activities
should function properly.

When carrying out a marketing analysis of the external
environment, it is necessary to consider such sections of analysis as
market conditions and competitiveness of the company, market
development prospects and forecasts for the future, customer loyalty
and their dissatisfaction, competition and international aspects.
Control and analysis of all factors of the external environment will
allow you to determine possible threats to the interests of the
enterprise, both from competitors taking hostile actions, and from
suppliers and intermediaries who do not fulfill their obligations under
previously concluded agreements and contracts. External threats are
more dangerous than internal ones, therefore, in order to prevent
significant pressure of external factors on the activities of an auto parts
trading enterprise, it is necessary to organize a marketing information
system, which allows you to take timely corrective measures for the
effective functioning of the system and mitigate the impact on it from
emerging threats. Therefore, it is necessary to strictly control all these
aspects so that their detrimental influence does not lead to threats to
the economic security of the enterprise.

Thus, one of the most important factors for making and
implementing decisions to ensure the economic security of an
enterprise is improving the quality of marketing processes and
implementing marketing opportunities. The main areas of activity in
this area can be considered: expansion of sales markets and attraction
of new consumers, which is the key to the growth of sales and profits;
development of demand, its growth and orientation towards the
satisfaction of individualized needs, taking into account the
consumption model; formation of optimal sales channels for products
with a focus on minimizing resource and time costs for the promotion
of goods to end consumers; improving the efficiency of market
research processes to reduce uncertainty and establish "predictability
ranges"; formation of mechanisms for stimulating the sale of goods to
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activate consumers, taking into account segment-forming factors;
optimization of the assortment policy taking into account the demand
for product categories.
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INNOVATIVE MARKETING METHODOLOGIES IN THE
INTERNATIONAL MARKET: THE ROLE OF AUGMENTED
REALITY AND THE METAVERSE

The contemporary global economy faces dynamic challenges,
necessitating continual adaptation of business strategies to rapidly
changing consumer demands. In this context, emerging technologies
such as Augmented Reality (AR) and the Metaverse offer unique
opportunities for the development of innovative marketing methods
on an international scale [1].

The relevance of this study is driven not only by the swift
development of technologies but also by shifts in consumer behavior
towards digital experiences and interactivity. The integration of AR
and the Metaverse into marketing strategies provides companies with
the opportunity not only to meet these new expectations but also to
create unigue and memorable impressions.

The aim of this study is to uncover the potential of AR and the
Metaverse in the context of international marketing and to develop
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