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SYSTEMATIC RESEARCH OF DIGITAL MARKETING STRATEGY TOOLS

In the 21st century, when technology is evolving rapidly and there is unlimited access to information, there
is no denying that the world we live in is changing rapidly. The rapid development of science, globalization, the
transition to the information society and the digital economy have contributed to a significant transformation of
society. Currently, the world is creating a global digital space, so globalization and digitalization - the main
trends of today, which to a greater or lesser extent cover all countries. Digitalization is a general term for the
digital transformation of society and the economy. It describes the transition from the industrial age and analog
technologies to the age of knowledge and creativity, which is characterized by digital technologies and
innovations in digital business. Of course, marketing has not been left out and has undergone significant changes
in recent times, resulting in the concept of digital marketing. So ehe article establishes that digital marketing is a
type of marketing activity that through digital channels by digital methods allows targeted interaction with target
market segments in virtual and real environments. The marketing tools of the Internet are studied and the
marketing communication strategy in the digital environment is considered as a component of the company's
marketing complex, which determines the company's communication influence on market participants through
the use of digital influence tools and active process moderation in the communication environment.

Keywords: digital marketing, Internet, communication, promotion, marketing tool, omnichannel
marketing.

BbeaoBoackasi Enena,

JOKTOP IKOHOMHMYECKHMX HAYK, mpodeccop,

KueBckuii HanuoHabHbIH yHUBepcuTeT nMeHu Tapaca IlleBuenko,
Kadepa MeKIYHAPOAHOI IKOHOMUKH M MAPKETHHI A,

r. Kues

T'onoBauoB UBaH,

KueBckuii HAlMOHAJILHBIA YHUBEPCUTET TEXHOJIOTHI U 1u3aiina,

coucKaTeJib TpeThero (00pa3oBaTeibHO-HAYYHOI'0) YPOBHS BbICLIero 00pa3oBaHust
no cneuraabHocTu 075 « MapkeTHHI»,

r. KueB

CUCTEMHOE UCCJIEJOBAHUE UHCTPYMEHTOB CTPATEI'TA
HUPPOBOI'O MAPKETHHI'A

B XXI Beke, korga ObICTPO Pa3BHBAIOTCS TEXHOJOTHH U €CTh HEOTPAHWYEHHBIH JOCTYI K WH(OpPMAIHH,
HEIb3s OTPUIATh, YTO MHUP, B KOTOPOM MBI JKHBEM, CTPEMHUTEIHFHO MEHIETCS. BhICTphIe TEMITBI pa3BUTHS HAYKH,
riobanu3anus, mnepexoJ K HHPOpPMAIMOHHOMY OOIIecTBY W LU(pPOBas 3KOHOMHMKA CIIOCOOCTBOBAIIH
3HAUUTENbHOU TpaHcdopmannu obiectBa. B HacTosee BpeMs B MHpE MPOUCXOJUT CO3/aHHE III00ABHOTO
I (poBOro MPOCTPaHCTBA, MTO3TOMY TIIOOAIM3ANNS U AWKUTAIN3AINS — OCHOBHBIC TPEHJIbI COBPEMEHHOCTH, B
Oouibleil MIIM MEHBIIEH CTEIIEHH OXBAaTHIBAIOT BCE CTPAHBI MUpa. [IMDKUTANN3AnMs — 9TO OOIMIMI TEPMHH IS
00o3HaueHus MppoBoit TpaHchopmannu o0mecTBa 1 SKOHOMUKH. OH ONUCHIBAET MEPEX0/] OT HHLYCTPUATILHOH
STIOXM M aHAJOTOBBIX TEXHOJOTHH K ATO0Xe 3HAHWH M TBOPYECTBA, KOTOpas XapakTepuiyercs IH(pOBBIMH
TEXHOJIOTHSIMA W WHHOBaIMsAMH B IdpoBom OmsHece. KoHEYHO, MapKeTHHT HE OCTaicsi B CTOPOHE W
HCTIBITHIBACT 3HAYMMBIX M3MEHEHHH B TOCJIEAHEE BPEMs, B PE3yNbTaTe 4ero MOSIBHJIOCH TaKOE MOHATHE Kak
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mudposoii Mapkerusr. IloaToMy B JaHHOW CTaThe YCTaHOBJIEGHO, YTO LU(PPOBOH MApKETHMHI — 3TO BHI
MapKeTHHIOBOH JICSATENBHOCTH, 3a IM(QPOBBIMH KaHAIAMHM LU(PPOBBIMA METOJAMH II03BOJISET aJPECHO
B3aUMO/JICHICTBOBATh C 1IEJIEBBIMM CETMEHTaMM pBIHKA B BHPTYaJIbHOM M peajbHOM cpenax. MccienoBaHsl
MapKEeTHHTOBBIE HMHCTPYMEHTH B IIHTepHETE, PacCMOTPEHBI CTPATETHH MapKETHHTOBOW KOMMYHHKAIIMH B
UQPOBOI cpeie Kak COCTABIIAIONIYI0 MApKETHHTOBOTO KOMITIEKCa KOMITAHUH, KOTOpas OTPENeNsieT CTPAaTeTHI0
KOMMYHHKATHBHOTO BO3ACHUCTBHSI KOMITAHHM Ha CyOBEKTOB PHIHKA C TIOMOIIBIO HCIIONB30BAHUS ITUPPOBBIX
MHCTPYMEHTOB BIUSHUS U aKTHBHOI MOJIEpAIlH ITpoIiecca B KOMMYHHUKAITMOHHON Cpejie.

KiaroueBble ciaoBa: 1mudpoBoii MapkeTHHT, VHTEpHET, KOMMYHHKAITHS, TPOABIKCHAE, MapKETHHTOBBIM
WHCTPYMEHT, MHOTOKaHAIbHBIA MapKETHHT.

BinoBoacska Ouena,

JOKTOpP eKOHOMIYHMX HayK, Ipodecop,

Kuiscbkuii HanionaabHuii yHiBepcuteT iMeni Tapaca IlleBuenka,
Kadeapa MizKHAPOAHOT eKOHOMIKHM Ta MAPKETHHTY,

M. Kuis

T'o1oBavoB IBan,

KuiBcbkuii HanioHaIbLHUH YHiBEpCUTET TEXHOJIOTIH Ta qu3aiiny,
3/100yBa4 TPETHOr0 (0CBITHHO-HAYKOBOI'0) PiBHS BHUII01 OCBiTH
3i cienianbHoCTi 075 « MapkeTHHI»,

M. KuiB

CUCTEMHE JOCJIKEHHS IHCTPYMEHTIB CTPATEI'TI IU®POBOI'O
MAPKETHUHI'Y

Y XXI cTomiTTi, KOJIM HIBUIKO PO3BHBAIOTHCS TEXHOJIOTIT 1 € HEOOMEXEHUH IoCTyn 10 iHpopmManii, He
MOXHA 3arlepedyBaTy, 110 CBIT, B SKOMY MH YXMBEMO, CTPIMKO 3MIiHIO€TbCs. [1IBHAKI TeMIM PO3BUTKY HAayKH,
rmobaiizamiis, Tepexig g0 IHQOpPMAaIiHHOrO CychiibeTBa Ta HHU(POBa CKOHOMIKA CHOPHUSIM  3HAYHOI
TpaHcdopMarlii cycrmiyiibcTBa. B JaHuii yac B CBITI BiIOYBA€ThCS CTBOPEHHS TII00aIBHOTO MU(GPOBOTO POCTOPY,
TOMy TJoOami3amis Ta JiDKATaTi3amiss — OCHOBHI TPEHAM CYYacHOCTI, SIKI B OUIBIIINA YW MEHIIIH Mipi
OXOIUTIOIOTh BCi KpaiHW cBity. JlipkWramizamis — I¢ 3aralbHUH TepMiH Ui IMO3HAYeHHS MUPPOBOL
TpaHchopMaIlii CycHmiabcTBa Ta €KOHOMIKH. BiH OmuCye mepexii Bix iHAYCTpialbHOI €NOXH i aHAJIOTOBHX
TEXHOJIOTIH JT0 eMOXM 3HaHb 1 TBOPUYOCTI, KA XapaKTEPH3YEThCS IHU(PPOBUMHU TEXHOJIOTISIMU Ta iIHHOBAIliIMU B
mudpoBoMy Oi3Heci. 3BiCHO, MAPKETHHT HE 3aJUIIMBCSA B CTOPOHI Ta 3a3HA€ 3HAUYIIMX 3MiH B OCTaHHIH dac,
BHACJIIJIOK 4YOTO 3'IBUIIOCS Take HOHSITTS SK LudpoBuil MapketuHr. Toxx y fAaHiii cTaTTi BCTaHOBJIEHO, IO
QpoBUIl MapKETHHT — 1€ BWJ MapKeTHHroBOI IisIbHOCTI, 1O 32 LU(PPOBUMH KaHalaMu LUPPOBUMH
METOJIaM{ J]a€ 3MOTY aJPeCHO B3aEMOIISTU 3 I[IJILOBUMH CETMEHTaMH PUHKY y BIPTYaJbHOMY Ta pealbHOMY
cepenoBuInax. JociiPkeHO MapKeTHHIOBI IHCTPYMEHTH B IHTEpHETi, PO3IJISIHYTO CTPATeriro MapKEeTHHIOBOi
KOMYHIKalil B 1M(pPOBOMY CEpeNOBHIII SK CKIAaJ0BY MapKETHHIOBOI'O KOMIUIEKCY KOMIIaHii, sIka BH3HAYae
CTPATEril0 KOMYHIKaTUBHOIO BIUTMBY KOMIIAHii Ha Cy0’€KTiB PHHKY 3a JOMOMOTOK BHKOPHCTaHHS LU(POBHX
IHCTPYMEHTIB BIUTHBY Ta aKTUBHOI MOJIEpaIlil Mporiecy B KOMyHiKallifHOMY CEepeIOBHIIII.

KoarouoBi cmoBa: umbpoBuil MapkeTuHr, IHTEpHET, KOMYyHiKalisi, IPOCYBaHHS, MapKETHHTOBHH
IHCTpYMEHT, 0araTokaHaJIbHUI MapKETHHT .

Problem statement. In recent years, modern technologies have penetrated into all areas of
activity. The Internet has become an effective means of conducting modern business, marketing
research. In crisis situations, the role of digital technologies is especially growing, they help
companies not only reduce the cost of promotion and sales, but also help entrepreneurs to develop
new and expand existing markets for their products, increase the personalization of advertising
messages and their effectiveness. Also development of the marketing strategy of the company is a
process of creation and practical implementation of the general program of actions of the company.
Its goal is the efficient allocation of resources to reach the target market. The subject of marketing
strategy is to address the issues of what products (strategic spaces) should be developed by the
company and how it can be done.

At the present stage of development there is a significant change in consciousness and lifestyle
of people under the influence of informational and socio-cultural factors. The use of marketing
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tools such as regular advertising, sales promotion, etc. is no longer enough to promote a product or
brand, because they do not affect the minds of consumers and usually do not bring the maximum
effect.

Analysis of recent research and publications. The theoretical basis of the digital transformation
of all modern social processes was the concept of the knowledge economy of post-industrial
society, which was formed by such prominent scientists as D. Bell [1], J. Galbraith [2], A. Toffler
[3] and others. In social production, the digital transformation is a change caused by the influence
of interrelated factors: the latest technologies, changes in consumer behavior and new business
models.

However, the issue of systematic research of digital marketing strategy tools remains unresolved.

The purpose of the article. The aim of the article is a systematic study of the tools of digital
marketing strategy in accordance with the peculiarities of interaction with customers and business
partners.

Results. Marketing activities in the modern world are based on the concept of integrated
marketing communications. This concept involves the planning of marketing communications, which
requires an assessment of the role of each of its elements (advertising, PR, personal sales, sales
promotion, exhibitions, packaging, direct marketing, etc.) in the promotion strategy, as well as finding
their optimal combination to ensure effective influence of the company's communication programs to
promote the brand.

An integral part of the modern set of integrated marketing communications is digital marketing
and its tools designed to attract all digital channels to promote the brand. Digital marketing is an
influential field today, and at the moment it is digital technology that has the strongest impact on the
business world. Digital marketing now accounts for about 25% of the marketing budgets of leading
companies and its share is constantly growing. Businesses that use all available digital channels and
communication tools are on average 25% more profitable than other businesses. Therefore, modern
marketers should, above all, have competencies in the field of digital marketing.

Digital marketing is a general term for marketing goods and services that uses digital channels to
attract and retain customers. This concept is often identified with Internet marketing. However, digital
marketing is not limited to the Internet, but only includes it. In turn, Internet marketing includes SEO
promotion of the website, context, webinars, etc., that is, all channels that are available to the user only
on the Internet. Digital marketing includes all of the above and advertising and promotion on any
digital media offline. That is, it involves digital communication that takes place both online and offline

[4].

Digital marketing is a type of marketing activity that allows targeted interaction with target
market segments in virtual and real environments through digital channels by using digital methods.

There are a number of tools on the Internet to facilitate the work of the marketer. Among such
tools it is advisable to name the following:

1. A company can use the Internet as a way to build and maintain customer relationships.

Part of the fundraising transaction can be done online.

2. Potential customers can be generated by registering for a short period of time before

registering on a long-term basis.

3. The Internet can be used for advertising, which is the most common type of Internet

communication.

4.  Finally, the digital environment can be used as a way to collect direct answers, for example

as part of a voting system [5].

For example, firstly, when implementing a strategy to promote products on the Internet,
companies using digital marketing technology can implement strategies such as: advertising platforms
testing strategy; traffic promotion strategy; company image management strategy; proactive promotion
strategy; target strategy (sales targeting, pursuit marketing and hunting marketing). Web analytics of
the company in the digital marketing system is the most important component, which concentrates the
whole set of marketing information obtained from the implementation of the strategy of promoting the
company's products on the Internet and the operation of the company's website. This information
should be used by the company to make effective management decisions in the production and sale of
goods in accordance with the needs and desires of the target market segment in terms of their quality,
safety, usefulness, timely organization of the procurement system, etc.
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Secondly, one can consider that the implementation of the advertising platforms testing strategy is
the analysis and evaluation of advertising platforms and search queries to assess the volume of
demand, determine the cost of achieving marketing goals and the effectiveness of each source of
traffic. At the same time, there are different types of advertising. Qualitative results are evaluated as
the ratio of the cost of attracting the target audience to the commercial effect (implementation of the
marketing objective).

Based on this, employees of the marketing department have the opportunity to obtain information
both on the overall demand for each advertising platform (advertising medium) and on the largest
source of traffic.

The next step is to consider the marketing communication strategy in the digital environment - a
component of the company's marketing complex, which determines the strategy of communicative
influence of the company on market participants through the use of digital tools and active
moderation in the communication environment. The audience of influence can be both external
audiences (consumers, suppliers, competitors, etc.) and internal audiences (employees, partners, etc.).
The greatest effectiveness of communication is achieved when using omnichannel marketing [7].

It was analyzed that according to the research of Smart Insights Marketing Intelligence Limited,
currently 55% of companies have a clearly defined digital strategy, but in 38% of organizations it is
integrated into the overall marketing strategy, and in 17% it is a separate document. Understanding
the need to use a digital marketing strategy to grow a business and build a strong brand, many
companies face challenges in developing and implementing it.

These include: the lack of clear goals and, accordingly, the digital marketing plan;
misunderstanding of the online market due to lack of research on consumer demand and
underestimation of customer needs for online services; lack of a strategic approach; lack of a strong
online offer; insufficient knowledge of their online customers; lack of integration of digital media
with traditional ones; lack of budget allocated for digital marketing; lack or insufficiency of digital
skills; duplication of digital marketing functions; lack of flexibility and dynamism in the use of new
approaches in business and marketing; lack of reaction to the results of analytics.

The solution of these issues is possible when building a digital marketing strategy. According to
the results of the analysis of researches of scientists of the concept of digital marketing in sources, its
essential features are revealed (Fig. 1).

marketing activities with the
use of digital technologies,
methods, tools

T

duality (presence in both focus on brand
online and offline — promotion and
environments) development

'

mteraction with target
consumers, targeting of the

offer

Fig. 1. Essential features of the concept of "digital marketing" [8]

In our opinion, all marketing decisions in modern conditions require the use of innovation and
coordination with financial decisions. Because of this, one can use a digital marketing strategy as a
plan to achieve marketing objectives based on the principles of digital marketing.

That will include multi-channel integrated marketing communications that take into account the
interaction with the client throughout its lifecycle.
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One of the most commonly used online advertising tools is contextual advertising, that is, ads that
are displayed according to our search queries. Depending on whether it is a text ad or a media variety
of contextual advertising, the basic principle of action is aimed at a specific audience that already
needs a specific product or service. The benefit of contextual advertising is also that the payment for it
is taken only for the links, while the demonstration is free. SEO or search engine optimization of sites
can also be considered a tool of Internet advertising, because it depends on how the promotion was
carried out, whether the user will meet your site in the first lines of search results for a particular
query. Competent search promotion is always not an individual event, but a set of actions aimed at
bringing to the top and maintaining this position, but gives impressive results. Since the popularity of
social networks on the Internet is undeniable, we can not ignore the topic of advertising on such
resources. This is targeted advertising, which is based on specific data gleaned from profiles, and
therefore has a high chance of user feedback. The promotion of goods and services to users of social
networks is often successful precisely because of the clear definition of the audience of potential
customers, as well as creating an atmosphere of interaction and feedback, for example, through
communication in certain groups dedicated to a particular product. Banner advertising can be
considered the oldest tool of Internet marketing, but its effectiveness has decreased mainly due to the
emergence of a huge number of them. The effectiveness of banner advertising has also been negatively
affected by the advent of add-ons to popular browsers that allow you to block the occurrence of
advertising banners on websites. For existing customers of the company, you can use such an
advertising tool as e-mail distribution, which will acquaint them with the company's news, encourage
additional action and increase loyalty. Here it is important to understand the difference between
mailing, which the user subscribes to voluntarily, from spam, ie mass mailing to address databases,
because few people are happy with spam in the mailbox and therefore companies that use this method
of advertising are likely to gain a negative reputation.

Each method of digital marketing has its own tools that are important for success. The leader
among digital marketing tools in recent years is content marketing 20%. In second place, including
market and customer understanding and predictive analytics (14%), in third place - artificial
intelligence and machine learning (about 14%). Also used are social media marketing (10%), mobile
marketing, including mobile advertising, website and application development (9%), marketing
automation, including CRM, behavioral email marketing and web personalization (9%), conversion
rate optimization / improvement of the website (5%), search engine optimization (4%). The use of
other digital marketing tools in the overall structure ranges from 3% and below [8].

Summing up, the formation and successful implementation of a digital marketing strategy is
ensured by compliance with the principles of digital marketing: person-centeredness, consistency,
innovation, mobility and communication, omnichannelity, informativeness, automation and
individualization, profitability.

The benefits of digital marketing are as follows:

1. Digital marketing allows to reach both online and offline consumers.

2. Ability to collect clear and detailed data. Almost all user actions in the digital environment are
recorded by analytical systems. This allows to make accurate conclusions about the effectiveness of
different channels of promotion, as well as to make an accurate portrait of the buyer.

3. Flexible approach. For example, using a QR code on a flyer, it is possible direct a user to a
website. And at the same time, it is possible to invite subscribers to a seminar or other offline event
thanks to an email list.

Digital marketing is a comprehensive approach to promoting the company and its products in
the digital environment.

Thus, digital technologies today are a crucial factor for success and advancement for every area
of business, which gives significant competitive advantages.

Conclusion. Digital marketing is marketing that provides interaction with customers and
business partners using digital information and communication technologies and electronic devices.
In a broader sense, digital marketing means the implementation of marketing activities using digital
information and communication technologies. Thus, the use of new information technologies has led
to the formation digital marketing, including Internet marketing. Thus Internet marketing differs in
high efficiency of communication opportunities to appeal directly to potential consumers at the
lowest cost (for traditional instruments). And in order for the company to maintain efficiency
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marketing communications in the digital environment, it needs to use all possible methods and
channels of Internet marketing. Prospects for further research in this area should be focused on
research the essence of digital environment and its influence on the use of various marketing tools in
the different business.

References

1. Bell D. (1976). The coming of post-industrial society: A venture of social forecasting. N.Y.: Basic
Books, 616 p. [in English].

2. Galbraith J. K. (2007). The New Industrial State. Princeton University Press, 576 p. [in English].

3. Toffler A (n. d) The Third Wave. Bantam Books, 560 p.
http://era.gov.kh/eraasset/uploads/2020/02/Toffler.Alvin_.The_.Third_.Wave_.pdf. Retrieved from 12.07.2021
[in English].

4. Marchuk O. (2018). Tsyfrovyi marketing iak innovatsiinyi instrument upravlinnia [Digital marketing
as an innovative management tool]. Economy and society, 17, pp. 296-299. Retrieved from
http://economyandsociety.in.ua/journals/17 _ukr/43.pdf [in Ukrainian].

5. Hodovaniuk A., Herasymova T. (n. d.) Tsyfrovyi marketynh: trendy ta perevahy [Digital marketing:
trends and advantages]. Retrieved from https://conf.ztu.edu.ua/wp-content/uploads/2021/01/323.pdf [in
Ukrainian].

6. Romanenko O.0. (2016). Vykorystannia systemy tsyfrovoho marketynhu dlia efektyvnoho
vprovadzhennia marketynhovykh stratehii pidpryiemstvamy kharchovoi promyslovosti [The use of digital
marketing for the effective implementation of marketing strategies for food enterprises]. Scientific Bulletin of
Kherson State University. Series «Economic Sciencesy, 21 (2), pp. 98-103. Retrieved from
http://www.ej.kherson.ua/journal/economic_21/2/26.pdf [in Ukrainian].

7. Saienko D. (2019). Vykorystannia systemy tsyfrovoho marketynhu dlia efektyvnoho vprovadzhennia
marketynhovykh stratehii pidpryiemstvamy kharchovoi promyslovosti [Formation of communication strategy of
the enterprise in the digital environment]. Retrieved from
http://marketing.kpi.ua/files/diplomas/magister/2019/Caesnxo.pdf [in Ukrainian].

8. lankovets T. (2019). Tsyfrovi tekhnolohii pidvyshchennia vartosti brendiv [Digital technologies in
increasing brands value]. Herald of Kyiv National University
of Trade and Economics, 4, pp. 85-100. Retrieved from http://visnik.knute.edu.ua/files/2019/04/10.pdf [in
Ukrainian].

Crarts Haxgidumia qo peakiii 15.08.2021 p.

95


http://economyandsociety.in.ua/journals/17_ukr/43.pdf
https://conf.ztu.edu.ua/wp-content/uploads/2021/01/323.pdf
http://www.ej.kherson.ua/journal/economic_21/2/26.pdf
http://marketing.kpi.ua/files/diplomas/magister/2019/Саєнко.pdf
http://visnik.knute.edu.ua/files/2019/04/10.pdf

