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DIGITAL TECHNOLOGIES IN MARKETING ACTIVITY DIAGNOSTICS

Introduction. The article examines the interpretation of various foreign and domestic economic concepts of
“marketing activity diagnostics” and “marketing digitalization”. It is considered the leading software for solving
marketing tasks and performing marketing activity diagnostics. It studies how using modern digital platforms ensures
the adoption of sound strategic decisions that increase companies' competitiveness.

The purpose of the article. Consideration of interpretations by various foreign and domestic scientists of
economic concepts: «diagnostics of marketing activities», «digitalization of marketing». Research into the impact of
digital technologies on the diagnostics of companies' marketing activities. Disclosure of the main advantages of using
digital technologies in marketing diagnostics.

Metods. The research used content analysis, comparative analysis, and logical generalization. The
methodological basis of the research was theoretical provisions on marketing activities, scientific works of famous
economists in the field of marketing, and digital technologies.

Results. The essence of the economic concept of «diagnostics of marketing activitiesy and «digitalization of
marketingy is revealed. The study showed that using advanced technologies, such as web analytics, Al, Big Data, and
CRM systems, provides companies with competitive advantages and makes informed management decisions. In the
future, the role of digital technologies in marketing diagnostics will only decrease, requiring companies to be flexible,
adaptable, and innovative in their approach to analyzing marketing processes.

Conclusiens. Digital marketing analytics is a critical step for companies looking to improve their advertising and
customer engagement. Innovative solutions such as Big Data analytics, marketing automation, and competitive
intelligence tools enable companies to make strategically informed decisions and achieve better results.
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I[IU®POBI TEXHOJIOI'IT B IIATHOCTHUII MAPKETUHIOBOI JIAJIBHOCTI

Bemyn. 'Y cmammi  Odocnidoiceno mpaxkmyeamnns pisHUMU 3AKOPOOHHUMU MA  GIMYUUSHAHUMYU HAYKOBYAMU
EKOHOMIYHUX NOHAMb «OIACHOCMUKA MAPKEeMUH2080i OIAbHOCMIY, «yuposizayis mapkemuneyy. Pozensinymo ocnogui
npozcpamHi 3abe3nedenis 3 00N0MO2010 AKO20 MOJICHA PO36 A3aMu 3a0ayi MapKemuHzy ma npoeooumu 0iazHoCmy6aHHs.
Mapkemunz080i disinbrocmi. JJocniodceno, wo 6UKOPUCMAKHA CYYACHUX YUDPOGUX niamgopm 3adesneuye nputiHamms
0OIPYHMOBAHUX CIPAMEIYHUX DIUleHb, WO CNPUSIOMb NIOGUWEHHIO KOHKYDEHMOCHPOMOICHOCII KOMNAHI.

Mema. Pozenad mpaxmyeanb pisHUMU 3AKOPOOHHUMU MA GIMYUSHAHUMU HAYKOBYAMU EKOHOMIYHUX NOHAMb.
«0IazHOCMUKA MAapKemuHe080i  OisnbHocmiy, «yugpogizayis mapkemunzosyy. Jlocniodcenuss @naugy yupposux
MEXHON02IU HA Oia2HOCMUKY MAPKeMUH2080i 0isibHOCMI KOMRAHitl. Poskpumms ocHO8HUX nepesaz 6i0 3aCmMocCy8anHs
YUPPOBUX MEXHOIOZIN Y MAPKEMUH208itl OlaeHOCMUYI.

Memoou. Y x00i docniddcenna GUKOPUCTNIAHO MeMOOU KOHMEHM-AHANIZY, HNOPIGHANLHO20 AHANIZY MA N02IYHO2O0
y3azanvhenus. Memooonoziunoio 0CHOB0I0 00CNIONCEHH € MeOpemuyHi NONONHCEHHS 3 MAPKeMUH2060i OifIbHOCHI,
HAYKOBI Npayi Gi0OMUX 84eHUX-eKOHOMICMIB Y 2aNY3i MAPKEMUH2Y, YUPPOBUX MexXHOI02Il.
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Pesynomamu. Po3kpumo cymHicmb eKOHOMIYHO20 NOHAMMA «OIASHOCMUKA MAPKemuH2080i OiAlbHOCMIY,
«yugposizayia mapxkemuneogyy. [Jocriodcenns nokazano, wo GUKOPUCMAHHA Nepedosux MexHONO02il, MaKux AK:
seoananimuxa, Al, Big Data ma CRM-cucmemu, 3a6e3neuyc KOMNAHIAM KOHMKYPEHMHI nepeeazu ma OO0NOMA2ae
npuimamu 0OIPYHMOBAHI YNPAGNIHCLKI PileHHs. Y MatOymHboMy pOb YU@DPOBGUX MEXHONO02IU Y MAPKemuH206ill
OdiaeHocmuyi uwe 3pocmamume, Wo BUMazamume 8i0 KOMNAHIU 2HYYKOCMI, A0AnMuU8HOCmi ma iHHO8AYINIHO20 Ni0X00y
00 aHanizy MapKemuHz08ux npoyecis.

Bucnoexu. Jliacnocmuka mapkemunz060i OisanibHOCMi 34 00ONOMO2010 YUPPOBUX MEXHONO2I € KPUMUYHO
BANCTUBUM emMAanoM OJisl KOMNAHIL, AKi NPASHYMb RIOGUUMU eeKMUBHICIb CE0IX PEKIAMHUX 3aX00i8 Ma NOKPAuuUmu
83a€M00it0 3i cnocusauamu. Innosayiuni piwenns, maxi Ak auaniz Big Data, aemomamusayis mapkemuney ma
iHCMpYyMeHmU KOHKYDEHMHO20 aHAi3y, 003604510Mb KOMINAHIAM NpUUMamu cmpameziuno o0IpyHmoeani piuients ma
docsieamu Kpawux pe3yiomamis y c8oill OisLIbHOCHL.

Knrouosi cnosa: mapxemunzo6a oiazHoCmuKa,; MapKemute, yu@posi mexnonozii; yugposizayis, mMapkemuneo8uil
amanis.

Jel Classification: M 31; O 30

Introduction. Modern digital technologies play a key role in the development of marketing activities.
They allow companies to effectively evaluate the results of their marketing activities, analyze consumer
behavior and make informed management decisions. The involvement of digital tools creates new
opportunities for diagnosing and evaluating marketing strategies and the impact of technologies on
marketing processes; using digital technologies is not just a trend but a necessity for modern business. This
allows you to increase the effectiveness of marketing activities, reduce costs and improve customer
interaction. The use of advanced analytical tools helps companies remain competitive, adapt to dynamic
market changes, which determines the relevance of the study.

Literature review. Many domestic and foreign scientists have dealt with the problems of forming
effective marketing diagnostic algorithms and using digital technologies in marketing activities: L. Berry, D.
Rogers, S. Kingsnorth, F. Kotler, L. Larka, Ya. Voytovych, M. Rudenko G. Oliynyk. and others. However,
the issue of using digital technologies in the diagnostics of marketing activities at the current stage of
society's development requires further research.

Purpose of the study. Consider the economic concepts of «diagnostics of marketing activities» and
«digitalization of marketing». This is a survey of digital technologies' impact on marketing activities'
diagnostics and an overview of the key advantages of using digital technologies in marketing diagnostics.

Materials and methods of the study. The methodological basis of the study is theoretical provisions
on marketing activities, scientific works of well-known economists in the field of marketing, and digital
technologies. To solve research problems, the methods of content analysis and comparative analysis
(comparison of different approaches to the diagnostics of marketing activities using digital technologies)
were used.

Research results. Marketing activity diagnostics are key aspects of effective business management.
The diagnostics performed allow companies to assess the effectiveness of their marketing strategies, identify
strengths and weaknesses, and find opportunities for improvement.

According to L. Larki [1] marketing diagnostics is the foundation of effective marketing activities of the
enterprise. This interpretation of the term is modern in business conditions.

According to R. Shams, marketing diagnostics is an analysis of the company's ability to maintain
competitive advantages in conditions of rapid market changes [2]. The author also considers «marketing
diagnostics» a tool for identifying weaknesses in the marketing strategy.

Scientist M. Gilbert, marketing activity diagnostics, shows how the process of analysis and search
allows more accurately assessing the effectiveness of campaigns and consumer reaction to the product [3].
The scientist emphasizes the use of big data for marketing diagnostics.

According to the recommendation of V. Koyuda and T. Myaka [4], enterprise marketing system
diagnostics should be carried out using express diagnostics, fundamental and complex diagnostics,
diagnostics based on the components of the enterprise marketing system and its results, forecasting by
diagnostic objects, and selected diagnostic methods.
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Scientists F. Kotler, H. Kartajaya, I. Setiawan, in his study «Marketing 4.0: Moving from Traditional to
Digital» [5], shows current trends in marketing and technology that affect business development in the
digital age. They analyze the features of digital consumer behavior, marketing personalization strategies, the
use of social media and Internet technologies to promote products and services, as well as methods that will
help brands maintain a competitive advantage in the era of digital transformation.

In his book «The Digital Transformation Playbook: Rethink Your Business for the Digital Age» [6], D.
Rogers considers various aspects of digital transformation, including strategic planning, organizational
culture, technological tools, and other key aspects.

Digital technologies expand the possibilities of diagnosing marketing activities, providing companies
access to a large amount of data and analysis tools. Studying the impact of digital technologies on the
diagnosis of marketing activities can help companies improve the effectiveness of their marketing strategies
and interaction with the audience.

Marketing automation is a relatively new trend in the Internet space. Many marketers are not yet
familiar with this concept, and even fewer specialists are able to implement it in real business. Routine tasks
are automated using specialized programs and services that analyze customer behavior and offer individual
solutions based on the data obtained [7]. The main goal of marketing process automation is to eliminate
repetitive tasks and replace them with automated systems, which allows people to focus on more meaningful
and intelligent aspects of work.

In the Concept of Development of the Digital Economy and Society of Ukraine, digitalization is defined
as introducing digital technologies into various spheres of life: from human interaction to industrial
processes, from household items to children's toys, clothing, etc. The use of digital technologies opens up
new opportunities for conducting online marketing research and contributes to the informed adoption of
marketing decisions.

According to G. Oliynyk, company digitalization goes far beyond the simple implementation of modern
technologies or software. It encompasses profound transformations in the corporate governance system,
accounting, corporate culture, external communications, the organization of production processes, working
conditions, and approaches to training and advanced training of specialists [8].

Using digital technologies in modern marketing opens new opportunities for spreading information
about a brand or product. For this purpose, all currently available information and electronic channels are
involved, including television, the Internet, social networks, radio, and other online media. Special emphasis
is placed on the potential of new media resources. A key feature is using the online environment to attract the
audience's attention.

S. Kingsnorth's work «Digital marketing strategy: an integrated approach to online marketing» [9]
considers various aspects of digital marketing, such as search engine optimization, e-commerce, social
media, content marketing and others, and proposes an integrated approach.

Big Data technologies process large amounts of data and allow the analysis of terabytes of information
in real time.

The Cloud Security Alliance (cloudsecurityalliance.org) is engaged in implementing effective methods
for ensuring the security of cloud computing and training relevant IT specialists. In particular, the alliance
has organized a working group on big data (Big Data Working Group), which aims to find scalable methods
for protecting information and solving the problems of ensuring the confidentiality of big data [10].

Digitalization is a key condition for successful business, and the effective use of digital marketing is
based on understanding the changes in promotion strategies caused by digital technologies and the need for
enterprises to adapt to the rapid development of the digital environment. [11, p. 82]. We agree with the
authors that digitalization plays a leading role in increasing the efficiency of a company's activities. We note
that the use of digital technologies in marketing activities encourages the promotion of products, and the use
of digital technologies opens up new opportunities for conducting online marketing research and contributes
to more informed marketing decision-making.

The introduction of digital technologies, including the digitalization of marketing, is one of the key
priorities of the state under martial law. As experts rightly emphasize, the country's competitiveness in the
strategic future, or rather, a new technological order, will directly determine the level of digitalization [12].

The leading software for solving marketing tasks includes CRM systems, tools for data analysis and
analytics, tools for marketing campaign automation (Marketing Automation), tools for content management
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(CMS), tools for social media management (Social Media Management Tools), tools for search engine
optimization (SEQ), and tools for A/B testing.

Scientists S. Kobernyuk, V. Karpenko systematized the directions of digitalization of enterprise
marketing according to the key areas of marketing activity:

— product policy (involvement of influencers, SEO, increasing the share of goods with digital
technologies in the product range);

— pricing policy (creation of integrated client and corporate profiles, automation of transaction
settlements and credit control functions);

— sales promotion (formation of virtual product sales channels, application of artificial intelligence in
the development and implementation of sales policy);

— product positioning policy (creating digital platforms of the virtual environment of user interaction,
virtualization of physical infrastructure IT systems and transition to service models, digital modeling of
consumer behavior) [13, p. 207].

D. Dyachkov, O. Pleskach, and T. Oliynyk divided the types of digital marketing into those that were
implemented from classical marketing and those that arose as a result of the development of the digital
environment. They also grouped digital marketing tools into four groups—“smart” gadgets, Internet
communications, digital television, and digital radio, each of which has its own set of tools [14].

The functional capabilities of modern CRM systems presented on the market usually cover the
following aspects of information management within the framework of the implementation of the CRM
interaction model: formation, maintenance and updating of the customer base; integration with IP telephony
for simultaneous management of interactions with customers and the CRM system; setting up and using e-
mail to record customer requests; use of cloud storage for storing and accessing the customer base;
integration with the organization's website to ensure interactive communication and interaction with
customers; synchronization with the institution's operating system to optimize workflows; collection and
analysis of statistical data about customers and service quality, etc. [15].

The modern development of digital technologies significantly affects enterprises' diagnostics of
marketing activities. Big data analysis tools, artificial intelligence, digital automation, and neural networks
allow for a deeper study of consumer behavior, the effectiveness of advertising campaigns, and the
competitive environment.

The main advantages of using digital technologies in marketing diagnostics include:

- CRM systems (implementation of effective management of customer interaction);

- Big Data and Al (implementing trend forecasting and personalization of marketing strategies);

- social networks and SMM analytics (assessing brand reputation and content effectiveness);

- marketing automation (email marketing, chatbots) (optimizing interaction with consumers);

- web analytics (Google Analytics, Hotjar) (assessing user behavior).

Digital technologies open up new horizons in diagnosing marketing activities. The use of modern tools
allows you to increase the efficiency of business processes, respond faster to market changes, and provide
the following advantages:

- speed of analysis - digital technologies allow you to receive up-to-date data in real-time;

- data accuracy - digital tools provide access to accurate and up-to-date data, which allows you to make
informed decisions;

- forecast accuracy - the use of Al and Big Data reduces the level of error in marketing research;

- cost reduction - process automation helps reduce marketing research costs;

- personalization of marketing strategies - analysis of large data sets allows you to create targeted
campaigns;

- use of sensors and cloud technologies for rapid collection and analysis of data in real-time;

- forecasting of consumer behavior - the use of artificial intelligence allows you to predict future trends
in the market;

- reduction of time for assessment and diagnostics (use of artificial intelligence, machine learning
algorithms, and big data analytics for rapid information processing);
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- flexibility and adaptability — the ability to quickly adjust marketing strategies based on the data
obtained, etc.

Discussion. The use of digital technologies in marketing diagnostics causes much debate among
scientists and practitioners. On the one hand, modern tools such as artificial intelligence and Big Data
significantly improve analysis accuracy and allow for a deeper understanding of consumer behavior.
However, particular challenges relate to the ethical aspects of data use, maintaining confidentiality, and the
need to train specialists to use digital technologies effectively.

It is also worth noting that the effectiveness of marketing diagnostics depends on the right combination
of automated algorithms and expert analysis. Automation allows for rapid data collection, but strategic
planning requires human intervention and analytical thinking. The critical question is how to avoid excessive
dependence on algorithms and ensure their correctness in constant market changes.

Conclusions and prospects for further research. Thus, digital technology diagnostics of marketing
activities is an essential tool for modern business. It allows you to assess the effectiveness of marketing
strategies, identify trends, and adapt marketing activities to market changes. Advanced technologies, such as
web analytics, Al, Big Data, and CRM systems, provide companies with competitive advantages and help
them make informed management decisions. In the future, the role of digital technologies in marketing
diagnostics will only grow, requiring companies to be flexible, adaptable, and innovative in their approach to
analyzing marketing processes.

Prospects for further research include an in-depth study of the impact of digital technologies on
consumer behavior and improving ethical standards in data collection and use. In addition, it is essential to
explore the possibilities of integrating new technologies, such as blockchain, into marketing analytics
processes.
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