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Research of modern digital marketing trends

Abstract

Obiject: the process of researching modern digital marketing trends and determining directions for their further de-
velopment. This study examines the key trends and tools shaping the modern marketing paradigm, as well as the chal-
lenges and opportunities facing companies in the digital economy.

Methods: economic-analytical method, statistical method, graphical method.

Findings: digital transformation has affected all aspects of modern life and business, changing the ways of con-
suming and producing information, making them more digital and accessible. It has also led to the emergence of new
digital communication channels and increased opportunities for e-commerce. Global digital transformation promotes
the emergence of new markets for innovative technologies and accelerates the development of digital marketing and
other digital strategies in business.

Conclusions: modern digital marketing tools are analyzed, the advantages of the development of digital tools in
the context of digital marketing are determined and substantiated, practical aspects of the integration of the latest tech-
nologies in marketing activities are proposed in order to increase their effectiveness and efficiency. The integration of
digital technologies and tools allows companies to quickly adapt to changing market conditions and remain competitive.
This contributes to the creation of more flexible, adaptive and personalized marketing strategies that meet the modern
needs of consumers.

Keywords: digital marketing, trends, digital transformation, business, companies, digital marketing
tools, artificial intelligence, VR and AR.

Introduction

In today's world, digital transformation has become not only a trend, but also an integral part of the de-
velopment of business and society as a whole. The rapid development of technologies, in particular the In-
ternet of Things (loT), artificial intelligence (Al), big data (Big Data) and mobile technologies, has signifi-
cantly changed approaches to conducting marketing activities. Digital marketing, as an integral part of this
process, plays a key role in the formation of a company's strategy aimed at attracting and retaining custom-
ers, increasing their loyalty and ensuring competitiveness in the market.

In the conditions of digital transformation, marketing becomes more dynamic and oriented to the needs
of consumers. That is why understanding modern trends and their impact on marketing activities is critically
important for the successful functioning of companies on the market.

This article is devoted to the analysis of modern trends in digital marketing in the context of digital
transformation. We will look at the main innovations affecting marketing strategies, identify the challenges
facing companies and explore the opportunities opened up by the use of the latest digital technologies. Par-
ticular attention will be paid to such aspects as personalization of marketing communications, use of artificial
intelligence in data analytics, development of social media platforms and integration of various digital chan-
nels.

Literature Review

Theoretical and practical aspects of digitalization of marketing are the subject of scientific discussions
and works of domestic scientists, including:

Savytska N.L. and Chmiel G.L. (Savytska N.L. and Chmiel G.L., 2020) in their work substantiates the
theoretical and practical provisions of the new paradigm of digital marketing as an innovative technology of
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modern retail. The definition of "digital marketing" is formulated as the proactive and complex use of tradi-
tional marketing methods in digital interactive channels for the promotion of the company's goods and ser-
vices, as well as the formation of its business reputation. The transformation of the marketing mix model
from the classic "4P" to the flexible "4C" is considered. The advantages and disadvantages of using digital
marketing are identified, emphasizing its interactive nature, which itself constitutes an environment for solv-
ing constraints.

Research by Oklander M.A. and Romanenko O.0O. (Oklander M.A. and Romanenko O.0., 2015) con-
siders the theoretical provisions of digital marketing as a specific form of classical marketing in the condi-
tions of constant changes in the technological base of production and informatization of society. In their
work, it is substantiated that digital marketing has significantly expanded the possibilities of Internet market-
ing due to the use of mobile communication. Digital methods of processing and using information have be-
come the main source of increasing the effectiveness and efficiency of marketing activities. Attention is fo-
cused on changes in the forms and methods of marketing activity, which become an impetus for the emer-
gence of a new form of marketing activity. It was determined that digital marketing is a type of marketing
activity that allows for targeted interaction with target market segments in virtual and real environments us-
ing digital channels and digital methods.

Ruban V.V. (Ruban V.V.,2018) in his work looked at the peculiarities of digital marketing in Ukrainian
enterprises, identifying the main advantages of digital strategies for increasing the effectiveness of the com-
munication policy of enterprises. The author analyzed the level of development of digital technologies in
Ukraine, indicating its importance in the current business environment. We decided to view digital marketing
as an ongoing means of communication between businesses and the market, which involves active interac-
tion with clients and partners through digital channels. The main aspects of digital marketing in Internet
marketing Ruban V.V. Recognizing the potential for a wide range of digital tools to personalize communica-
tions, accurately target audiences and measure campaign effectiveness in real time. In this manner, the inves-
tigation of Ruban V.V. reinforces the importance of adapting businesses to digital transformation and the use
of current marketing tools to enhance their competitiveness in the market.

Romanenko L.F. (Romanenko L.F., 2019) examines the essence, trends and prospects for the develop-
ment of digital marketing, which reflects the current state and direct evolution of this important component
of marketing strategies. The author, in his work, identified the main aspects of digital marketing, which lie in
the use of digital technologies for obtaining and interacting with the audience. This includes online advertis-
ing, social media, email marketing, data analytics and other tools that allow businesses to effectively com-
municate with their customers and partners through digital channels.

Research by Yatsyuk D.V. (Yatsyuk D.V., 2015) is an important contribution to the formation of a the-
oretical basis for digital marketing in the Ukrainian context, reflecting the fundamental essence of this con-
cept and the development of the scientific methodology of its development.

Research by authors Shpak N.O., Grabovich I.V., Sroka V. (Shpak N.O., Grabovich I.V., Sroka V.,
2022) is dedicated to the evolution of digital marketing by analyzing approaches to the interpretation of the
categorical-conceptual apparatus in marketing. As a result of this research, the important characteristics of
traditional marketing, Internet marketing and digital marketing were systematized.

Chukurna O.P. (Chukurna O.P., Stanislavyk O.V. and at., 2023) substantiates and systematizes the the-
oretical and methodological approaches to researching the process of developing the company's marketing
strategy, defines the main means, methods and technologies for the formation and justification of Huawei's
marketing strategy; practical recommendations were developed to strengthen the company's marketing strat-
egy in the field of telecommunications technologies in Ukraine.

Remaining research and publications highlight the wide range of influences and opportunities that are
emerging in the digital marketing space in the minds of global digital transformation. Continued research in
this direction is critical to the development of effective marketing strategies and the achievement of competi-
tive advantages in the market.

The modern business environment is at the stage of unprecedented changes caused by the rapid devel-
opment of digital technologies. Global digital transformation encompasses all aspects of economic activity,
changing traditional business models, ways of interacting with consumers, and enterprise management strat-
egies. In this context, digital marketing becomes a key tool for ensuring competitiveness and sustainable de-
velopment of companies.

However, along with new opportunities, digital transformation also brings a number of challenges.
Companies are faced with the need to constantly adapt to the rapidly changing technological environment,
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integrate innovative solutions into their marketing strategies and effectively use large volumes of data to
make informed decisions. At the same time, there is a growing demand for personalization of marketing
communications, which requires a deep understanding of consumer needs and behavior.

Insufficient research into the impact of modern digital technologies on marketing activities leads to in-
efficient use of resources, loss of competitive advantages and low consumer loyalty. In this regard, there is a
need for a systematic analysis of modern digital marketing trends, determination of their impact on business
processes, and development of recommendations for the introduction of the latest technologies into the mar-
keting strategy of companies.

Therefore, this article aims to fill the existing gap in the study of modern trends in digital marketing in
the context of global digital transformation. It is aimed at analyzing the key innovations that determine the
development of this field, as well as at identifying the main challenges and opportunities facing companies in
the process of adapting to new conditions. Special attention is paid to the practical aspects of the integration
of digital technologies in marketing activities in order to increase its efficiency and effectiveness.

The purpose of this study is a comprehensive review of current trends in digital marketing and determi-
nation of directions for its further development.

Methods
The following methods were used in this study: economic-analytical method, statistical method, graph-
ical method.

Results

Today, digital marketing is a key element of business strategies in the context of digital transformation.
It includes a wide range of tools and technologies for promoting products and services through digital chan-
nels. One of the most important directions is the automation of marketing processes, which allows companies
to effectively manage interaction with customers and optimize resources. Big data analytics is becoming a
key tool for understanding consumer behavior and increasing the personalization of marketing campaigns.
Personalizing content based on customer data allows for higher engagement and conversion. Social media is
used to build a community around the brand and interact with consumers directly. Influential personalities
(influencers) become important agents in marketing strategies, attracting the target audience to the brand.
The development of mobile technologies and virtual reality opens up new opportunities for interactive mar-
keting and attracting customers. Cross-channel strategies allow you to create a unified customer experience
across different platforms. Digital advertising platforms provide access to target audiences with precision
based on demographic information. All of these tools enable businesses to improve their competitiveness and
engage customers in a complex digital environment.

With an increase in the number of people creating and consuming content through digital channels,
largely influenced by the Covid-19 pandemic and war, there is an increase in online traffic that provides an
opportunity for companies to retain their audience through digital marketing initiatives. Although the world
has faced reductions in advertising and marketing budgets during the quarantine, available budgets have been
increasingly directed towards digital marketing.

A visualization of how the digital advertising market has changed in recent years and forecasts for the
future is provided by the Statista service (Fig. 1) (Digital Advertising — Worldwide. Statista, 2024).
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Figure 1. Global digital advertising market
Note — compiled by the author (based on Digital Advertising — Worldwide. Statista, 2024)
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As we can see in fig. 1, a fairly large jJump occurred in 2021, when the global digital advertising market
grew by a third (+31.2 %) compared to 2020. This sharp growth is attributed to increased global investments
in digital advertising and the transition to digital technologies by companies under the influence of the pan-
demic. As for the distribution by segments, during the entire analyzed period, the largest share of the market
is occupied by search advertising, followed by video advertising and banner advertising

As for the total volumes of the advertising market of Ukraine, the All-Ukrainian Advertising Coalition
(VRK) at the end of each year, together with specialized industry associations and the largest players of the
advertising and communication market, conducts a study of the market volumes of the current year, and
makes its first forecasts for the development of the market in the next year. Thus, according to the data of the
conducted research, in 2022-2023, the advertising Internet market of Ukraine had the following form (table
1) (Volumes of the advertising and communication market of Ukraine in 2023 and the forecast of market
development in 2024 from VRK, 2024).

Table 1. Volumes of the advertising Internet market of Ukraine

Digital advertising (according to the classifi- Fc;réaggst Dynamics 202501:ecr:1?isltlion Dynamics
cation of IAB Ukraine): million UAH 2023/2022 UAH 2024/2023
1 2 3 4 5

B_anner a_dvertising, publicity in social media, 7546 143 % 8678 15 %
rich media

Digital video including Youtube 5264 68 % 6054 15%
Intotal 12810 105 % 14732 15 %
Internet media

Search_ (paid publication in search engines) 15606 25 04 18727 20 %
including part of GDN

Influence marketing 523 164 % 654 25 %
SMM 512 30 % 819 60 %
SEO 682 23 % 818 20 %
Digital Development 1465 24 % 1758 20 %
Another digital 398 15 % 438 10 %

In total 31996 49 % 37946 19 %
Note — compiled by the author (based on Volumes of the advertising and communication market of Ukraine in 2023 and the fore-
cast of market development in 2024 from VRK, 2024)

Digital advertising and the Internet market as a whole show a confident recovery in 2023 to the level of
2021. First of all, due to banner advertising, ads in social media, rich media, digital video (including
Youtube) and influencer marketing. In 2024, according to experts' forecasts, growth will continue, but the
dynamics will already be at the level of 15-20 %.

One of the strongest digital marketing trends in 2024 remains video marketing. due to its effectiveness
and ability to attract the attention of the audience. It allows businesses and brands to create, promote and
communicate with their target audience through video content. A video ad is any ad that appears in a video
player. This can include pre-, mid-, and post-video ads, as well as text or media banners that appear above
the video itself.

According to research by Statista, the digital video advertising market is growing rapidly, and spending
is expected to reach $80.1 billion. in 2021 will reach 120 billion dollars. by 2024. This provides a huge op-
portunity for companies to reach consumers with the help of video advertising (YEC. Council Post: Video
marketing trends that you cannot ignore In 2023. Forbes, 2023).

According to a study conducted by Wyzowl, in 2023, 91 % of surveyed companies use video as a mar-
keting tool, which is the highest indicator since data tracking began in 2016, when this indicator was 61 %
(Fig. 2) (Video marketing statistics — New Data For 2023).
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Figure 2. Using video in marketing activities
Note — compiled by the author (based on Video marketing statistics — New Data For 2023)

Quite active development is due to several factors. First, the increase in Internet speed and the availabil-
ity of mobile devices, which facilitates convenient viewing of video content. The second is the development
of social media platforms, which provide more and more opportunities for distributing video content and
reaching a wide audience. Currently, the most popular platform for video marketing is, of course, YouTube,
which is trusted by 90 % of marketers. It is followed by Facebook (86 %), Instagram (79 %) and Linkedin
(79 %) (Video marketing statistics — New Data For 2023, 2024). Various technological developments on
these platforms, such as live streams, interactive videos and video stories, provide new opportunities for in-
teracting with viewers and creating interesting content.

In particular, short video content is gaining more and more relevance, so Instagram Stories and Reel's
became quite popular in 2022, allowing brands to reach an incredible number of potential customers with
short videos that could showcase their products. In 2023, short video content is likely to continue to help
companies gain certain advantages (These 2023 digital marketing trends will help your business succeed,
2023).

Tik Tok is a platform that specializes in short video content and is gaining more and more popularity
for business. Since 2020, the number of monthly Internet users using TikTok has increased by 40 %. It is
interesting that the interest increased the most among older consumers, demonstrating the attractiveness of
the social network for different generations (The 10 most important social media statistics for 2023, 2023).
42 % of surveyed marketers currently use TikTok in their marketing strategies, with 56 % planning to in-
crease their investment in the next year, the highest of any social media program, while 34 % plan to main-
tain their current investment (Iskiev M.,2023). Overall, video remains an effective means of telling a brand
story, showcasing a product or service, instructing or supporting customers, while building impressions and
increasing brand awareness among target audiences.

Influencer marketing is becoming an increasingly important strategy for many businesses. According to
research from HubSpot's Marketing Industry Trends blog, influencer marketing ranks second in terms of
ROI, after short videos, among all areas. Investing in collaborations with influencers and content creators can
offer a double bonus, as these campaigns often use short video content, which is one of the top trends in
2023.

One in four marketers already use influencers (thought leaders) to showcase their content or products.
And this trend is expected to only increase in 2023, when 17 % of marketers plan to engage in influencer
marketing for the first time, and 89 % of marketers who already use it will increase or maintain their invest-
ment in the next year (Shevchenko A.l.). Over the past year, companies have achieved the greatest success
with macro- and micro-influencers (Fig. 3).
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Figure 3. The success that companies have achieved with different types of influencers
Note — compiled by the author (based on Iskiev M.,2023)

Perhaps because of the exorbitant costs required to work with mega-influencers, ROl was easier to
achieve with influencers with smaller audiences.

Regarding companies that work with both small authors (with less than 100 thousand followers) and
those with more followers, 44 % of respondents said that they estimated a more reasonable cost of doing
business. They also noted that it is easier to establish long-term partnerships with smaller creators, and that
they give companies access to more niche, more cohesive communities (Iskiev M.,2023).

The next trend, the development of which is being watched by the whole world, and which also affected
digital marketing, is artificial intelligence (Al). It is bringing significant changes to the way companies inter-
act with their audiences, analyze data and optimize their marketing strategies. Artificial intelligence is be-
coming more sophisticated and integrated into many digital marketing tools. In 2021, the market for artificial
intelligence in marketing was estimated at $15.84 billion. USA. The source predicts that by 2028 the value
will increase to more than 107.5 billion (Fig. 4).
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Figure 4. Al market in marketing
Note — compiled by the author (based on Taylor T., 2023)
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Al allows you to automate many repetitive and time-consuming tasks in marketing, by the way, auto-
mation is also considered one of the main trends nowadays. For example, it can automatically send personal-
ized emails, schedule social media posts, optimize advertising campaigns and perform data analysis. In turn,
analyzing data and obtaining valuable information about customer behavior and preferences helps improve
targeting and personalization, creating more effective marketing campaigns.

A good place to start with Al is implementing Al-based chatbots and virtual assistants. Thus, according
to a survey, 26 % of business-to-business (B2B) marketers who use chatbots in their marketing programs
received ten to 20 % more leads (Taylor T., 2023). A business can use them to automate customer service to
handle routine inquiries or provide personalized support.

Virtual and augmented reality (VR and AR) play an increasingly important role in the field of market-
ing and are becoming a real trend. They provide companies with new opportunities to interact with consum-
ers and improve the effectiveness of marketing campaigns.

Augmented reality (AR) superimposes virtual elements on a real-world scene, allowing users to exist in
the space they are physically in, but benefit from the augmented elements in their experience.

Virtual reality (VR) is software that immerses users in a three-dimensional, interactive virtual environ-
ment, usually using a VR sensor device that transfers real-world action into a virtual world.

In marketing, AR is most often used to overlay virtual elements on reality, allowing consumers to "test"
products in a real environment to determine whether they like the product. Yes, the IKEA Place app is a
great example of product marketing using AR. App users can choose a piece of furniture they like and over-
lay a scale model on their real space to see how it looks before buying. This opportunity allows for increased
customer trust and sales if consumers decide they like how the product fits into their lifestyle.

VR marketing applications immerse consumers in a brand experience that can increase awareness,
recognition and satisfaction. People can explore the world created by the brand, learn more about the prod-
ucts and even buy the VR products. Gucci Town is an example of a VR brand experience. It's a virtual world
of a luxury fashion house in the Roblox metaverse, where people can explore, learn about its history, and
interact with people in the game. They can also purchase exclusive Gucci Town apparel for their Roblox
avatars [16].

It is predicted that in 2024-2025, marketing strategies using VR and AR will continue to offer numerous
benefits for both customers and companies. As markets become more consumer-centric, companies will con-
tinue to shift to experience-based marketing approaches to stand out in a crowded and competitive market-
place. By implementing AR/VR media and marketing strategies, companies can stand out and attract new
customers and increase customer loyalty. These innovative solutions can also improve the company's posi-
tioning and financial performance.

The 2021 Marketing Strategy Report found that 35 % of marketers already use AR or VR in their strat-
egies, but in 2023 more than a quarter plan to stop using VR and AR. It's still an exciting tool for marketers,
but can be difficult to implement because the equipment is often expensive. However, 14 % of marketers still
plan to use and study VR/AR for the first time in 2023 (Needle F, 2023).

There is no right or wrong answer as to whether augmented or virtual reality is more effective for mar-
keting — it depends entirely on the company's business goals.

For example, a study conducted by Tim Gilken in the Netherlands found that both AR and VR in-
creased customer purchase intentions. Augmented reality was more effective at driving purchases, but VR
was more effective at creating positive brand attitudes. Both were effective in achieving marketing goals, but
each for a specific purpose.

Rapid changes in technology and consumer habits keep this industry dynamic, and it's important to
monitor and adapt to new trends to create effective marketing campaigns.

In the table 2 we will analyze modern digital marketing tools. Today's digital marketing tools are essen-
tial for any business, as they allow you to reach your target audience through a variety of digital channels.
They provide effective interaction with customers, including personalization of communications and offers.
Big data analytics used in digital marketing allow companies to gain a deeper understanding of their custom-
ers' needs and behaviors. This allows you to optimize marketing strategies and increase their effectiveness.
The implementation of digital technologies allows enterprises to be competitive in the rapidly changing digi-
tal environment.
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Table 2. Digital marketing tools

Ne

Tool

Description

1

2

3

Analytical tools

Google
Analytics

a tool for identifying and tracking user navigation on a website that has been around since the
dawn of digital marketing. From lets you track everything from session duration, pages visited
per session, bounce and click-through rates, and more. Using the countless statistical infor-
mation provided by Google Analytics, it is easy for marketers to understand in which direction
they need to work with modifications and changes to the website for better user engagement
and increased conversions [18].

ClickMeter

a tool capable of tracking, comparing and optimizing all of a brand's marketing links in one
place. In particular, it allows you to manage affiliate marketing and links in social networks,
analyzes clicks and conversions from marketing campaigns.

Hotjar

an analytics tool that provides insight into how consumers interact with a website and apps
(UX).

Tools for SEO (help track search trends and optimize site visibility on search results pages)

Ahrefs

the tool allows you to identify the most effective content and backlink sources, check competi-
tor sites and discover the keywords for which they rank, identify the most effective content of
the industry and track the company's progress in the ranking.

SEMrush

a toolkit that helps increase business visibility online through SEO optimization, content mar-
keting, market research, advertising, social media management, and search engine reputation
management. SEMrush provides a powerful and simple interface to quickly find targeted
keywords perfect for SEO campaigns or content creation.

Google Key-
word Planner

a tool that allows you to improve the effectiveness of keywords and adjust search engine op-
timization.

This tool is a cost-effective alternative to expensive SEO marketing tools because it is free. In
addition, it offers up-to-date analytics on the most effective search phrases that businesses
should target [19].

Email marketing tools

MailChimp

a tool for creating, sending and analyzing email campaigns.

Moosend

a marketing automation and email marketing tool that helps businesses communicate effec-
tively with customers.

Tools for SMM

Hootsuite

a social media management platform that helps businesses and individuals effectively manage
their social media profiles.

Hootsuite allows you to monitor all of your company's social accounts in one window and
track the performance of your social media content. This tool can also calculate ROI, conver-
sions, and track public conversations about a brand or a specific topic [19].

10.

Sprout Social

a social media management platform that helps businesses effectively manage their social me-
dia presence, improve audience engagement, and analyze the effectiveness of their marketing
campaigns.

11.

MeetEdgar

a social media management tool focused on post automation and effective content planning.
It's designed to help small businesses, entrepreneurs and marketers get the most out of their
social networks while reducing management time.

Graphic design and video marketing tools

12.

Canva

a graphic design and video marketing tool that helps users create visually appealing content
without the need for professional design skills. This tool offers an aesthetically pleasing and
easy way to create your own logos, presentations, images or graphics according to your team's
needs.

13.

Lumen5

a video creation tool that helps turn text content into high-quality videos using artificial intel-
ligence and automation. It is designed for marketers, content creators and businesses who want
to efficiently create video content for social networks, blogs and websites.

14.

Visme

a tool that allows you to create a variety of designs for use in marketing, including presenta-
tions, infographics, web banners, animations, printed materials. This tool offers a number of
preset templates and many graphic resources (including vector icons, text widgets, audio files
and professional fonts).

64
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Tools designed to create web pages and attract potential customers

1 2 3
15. Unbounce a platform for creating landing pages, pop-ups and dashboards that allows marketers and busi-
nesses to increase conversions without the need for programming skills. Provides a visual edi-
tor that allows users to create their own landing pages and popups, and includes pre-designed
templates. Also includes features such as conversion analytics, dynamic text replacement, and
integration with various marketing tools.
16. Optimizely an experimentation and optimization platform that enables businesses to conduct A/B testing,
multivariate testing and personalization of websites and mobile applications. Optimizely's
main goal is to help companies optimize their digital products and improve conversions
through experimentation and data analysis.
17. Similarweb  |a web traffic analysis tool that provides users with information about web presence, traffic,
key performance indicators (KPIs) and other analytics for websites and mobile applications.
Used by marketers and analysts for market research, including competitor activity.
18. Typeform a tool for creating online surveys, questionnaires, registration forms and other types of interac-
tive content. Its main feature is a stylish interface aimed at collecting data from users through
questions that can have different types of answers (text, multiple choice, multiple choice, file
upload, etc.).
19. Amplitude a product analytics tool that structures data on user behavior and visualizes it for further deci-
sion-making. Collects data on user actions from various devices, allows you to analyze how
the audience interacts with the product. Useful for marketers in terms of functionality: the
ability to segment events and users, cohort analysis, forming cohorts, the presence of integra-
tion with A/B testing services and sending mobile messages.
20. Sensor Tower |A tool for analytics, optimization and promotion of mobile applications for AppStore and
Google Play, as well as monitoring the effectiveness of advertising campaigns. Sensor Tower
monitors the position of applications in the AppStore and Google Play in selected countries
and forms a display in the form of graphics that are sent to e-mail. Sensor Tower's primary
goal is to help developers, marketers, and analysts learn and optimize products for mobile
platforms.
Note — compiled by the author

The development of digital tools in the context of digital marketing significantly increases the effec-
tiveness of marketing strategies and provides new opportunities for engaging the audience. Key strengths
include:

1. Wide reach and accessibility Digital tools allow marketers to reach a global audience at minimal cost.
The Internet and social networks provide the opportunity to reach consumers regardless of their geographic
location, which opens up new market opportunities.

2. Personalization of content. Thanks to big data and machine learning algorithms, digital tools can cre-
ate personalized marketing messages that meet the individual needs and preferences of each consumer. This
increases engagement and conversion rates as customers receive more relevant content.

3. Accurate measurability and analytics. Digital tools enable marketers to accurately measure the effec-
tiveness of proposed marketing campaigns through a variety of analytics platforms such as Google Analytics,
Facebook and others. This allows for detailed analysis of consumer behavior, ad effectiveness, and real-time
strategy adjustments for optimal results.

4. Cost Effective Compared to traditional marketing methods, digital marketing is often more cost ef-
fective. Using digital channels such as social media, email and content marketing allows you to achieve sig-
nificant results with smaller budgets.

5. Instant Feedback Digital tools provide the ability to get instant feedback from your audience through
comments, likes, shares, and other forms of interaction. This allows marketers to quickly respond to custom-
er requests and needs, increasing consumer satisfaction and loyalty.

6. Interactivity and engagement Digital tools allow you to create interactive content such as videos, sur-
veys, webinars that actively engage your audience. This facilitates deeper interaction with consumers and
building long-term relationships.

7. Automation of processes The use of digital tools allows you to automate many marketing processes,
such as sending emails, publishing content on social networks, and managing advertising campaigns. This
saves time and resources, which increases the overall effectiveness of marketing efforts.

These benefits allow companies to create effective and adaptive digital marketing strategies that meet
today's market needs.
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Summing up, we will determine the practical aspects of the integration of digital technologies in mar-
keting activities in order to increase its efficiency and effectiveness.

1. The use of automation tools, such as CRM systems, automated e-mails, chatbots, allows you to more
effectively manage interaction with customers and optimize resources.

2. The use of analytical platforms for collecting, processing and analyzing data allows you to gain a
deeper understanding of the target audience, their needs and behavior. This allows you to refine marketing
strategies and improve them over time.

3. The use of personalized approaches to content and communications with customers based on collect-
ed data allows to increase engagement and conversion.

4. An effective strategy of interaction with consumers through social media platforms and cooperation
with influential persons (influencers) can significantly increase the circulation and influence of the brand.

5. Use of the latest technologies, such as Al and VR, artificial intelligence. Integrating artificial intelli-
gence to personalize ads or implementing virtual reality to improve user experience can be a key competitive
advantage.

6. Using mobile devices to send special offers and using geotargeting to precisely target advertising
messages based on customers' locations.

The general approach to the integration of digital technologies consists in their comprehensive use to
optimize all aspects of the marketing strategy, which ultimately leads to increased efficiency and the
achievement of higher results.

Digital marketing strategy in the conditions of the digital economy plays an important role in the suc-
cess of the company and its competitiveness. Overall, a digital marketing strategy is becoming a strategic
tool that helps companies achieve their business goals in a dynamic and competitive digital environment. A
digital marketing strategy is an action plan developed by a company to achieve its marketing goals through
the effective use of digital channels and tools.

A digital marketing strategy is designed to attract the attention of a target audience, increase brand
awareness, increase sales or other conversions, and support customer engagement.

A digital marketing strategy is a key part of modern marketing and allows companies to effectively en-
gage with their audience through digital channels and tools and achieve their business goals in the online en-
vironment.

Conclusions

In today's world, where digital transformation is transforming business processes and consumer habits,
digital marketing is becoming a necessity for businesses in all sectors of the digital economy. An analysis of
modern digital marketing trends demonstrates that automation strategies, the use of big data, personalization
of content and the introduction of the latest technologies are critical for successful competition and attracting
the modern consumer.

Modern digital marketing tools are analyzed, the advantages of the development of digital tools in the
context of digital marketing are determined and substantiated, practical aspects of the integration of the latest
technologies in marketing activities are proposed in order to increase their effectiveness and efficiency. The
integration of digital technologies and tools allows companies to quickly adapt to changing market condi-
tions and remain competitive. This contributes to the creation of more flexible, adaptive and personalized
marketing strategies that meet the modern needs of consumers.

The results of the conducted studies emphasize the importance of constant improvement of marketing
strategies and adaptation to rapidly changing market conditions in order to effectively use the potential of
digital tools in marketing activities’changing market conditions in order to effectively use the potential of
digital tools in marketing activities.
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CaHabIK MAPKEeTHHITIH Ka3ipri TeHIeHIUAIAPBIH 3epTTey

Annomauusn

Maxgcamoi: 1HPIABIK MapKETHHTTIH Ka3ipri TEHICHIUSUIAPBIH 3€pTTEy JKOHE OJIapAbl OJaH dpi JaMBITy
OaFpITTapBIH aHBIKTAy mpormeci. by 3eprrey 3amMaHayd MapKeTHHITIK IapaJWTMaHBl KaJBINTACTHIPATHIH HETi3Ti
TEHJCHLUIIAD MEH Kypaljiapibl, COHAai-ak UU(PIbIK SKOHOMHUKAAFbl KOMIAHUSUIAPIBIH MpobieManapbl MeH
MYMKIHIKTEPiH KapacThIpabl.

O0ici: 5JKOHOMHKAJIBIK-aHATUTUKAIIBIK 9J1IC, CTATUCTUKAJIBIK 9JIiC, TpauKaIIBIK 9JIicC.

Kopvimeinoer: 1madpnslk Tpancopmanus Kasipri emip MeH OHM3HECTIH OapibIK acleKTuIepiHe acep eTTi,
aKnaparThl TYTBIHY MEH OHAIPY TACUIIEPiH e3repTTi, ojapAbl HU(PIIBIK jKoHE KOJDKETIMIl erTi. bysl coHbIMeH KaTap
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*kaHa UQPIBIK OalTaHbIC apHATAPBIHBIH Maina 00TybIHA KOHE MIEKTPOHIBIK KOMMEPIIHS MYMKIHIIKTEpiHiH KeHEI01HEe
okenai. JKahaunelk 1udpibelk TpaHchopMays WHHOBALMSUIIBIK TEXHOJOTHSUIAPABIH JKaHa HapBIKTapBIHBIH Iaijga
OosrybIHA BIKNAJ €TEAl KoHe OM3HecTeri IUQPIBIK MapKEeTHHI NeH 0acka na HUQPIbIK CTpAaTerHsuIapAblH IaMybIH
KeJeIeTe .

Tyorcoipvimoama. TAGPIBIK MAPKETHHITIH 3aMaHayd Kypajilapbl TalJaHbl, HUPPIBIK MApKETHHT KOHTEKCTIHIIE
TUQPPIABIK KYPaaaapasl CHIi3YIiH apTHIKIIBUIBIKTAPhl aHBIKTAJIBI )KOHE HETI3JCIN i, OHBIH THIMIUIIrT MEH THIMIUTITIH
apTTHIPy MaKCcaThIH/Ia MAPKETUHITIK KBI3METKE jKaHa TEXHOJIOTHSIAp/Abl MHTET paLlvsuIayAbIH IPaKTHKAIBIK aceKTiiepi
YChIHBULBL. [{UDPIBIK TEXHOMOTHSIAD MEH KypalJaplblH HHTETPAIMsIChl KOMIAHHsIIAPFA ©3repMelli HapbIKTHIK
Karmaimapra Te3 Oerimaenyre koHe Oocekere KaOimeTTi 6oyra MyMKiHAIK Oepeni. By TYTBIHYIIBIIApABIH 3aMaHayH
KKETTUTKTepiH KaHAaFaTTaHABIPATHIH MKeMIli, OeHIMACNTINI >KoHE >KEKENCHAIPIITeH MapKeTHHITIK CTpaTeTrHsIapabl
KYpyFa BIKITaI eTeIi.

Kinm ce30ep: caHAbIK MapKeTHHT, TPEHATEp, HHUMPIBIK TpaHchopMallus, Ou3HeC, KOMIaHHIAp,
nA(PABIK MapKeTHHT Kypagapsl, XKacanae! mHTEINIEKT, VR xone AR.
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HccnenoBanne coBpeMeHHBIX TeHAeHIMI HM(POBOro MapKeTHHIa

AnHomayusn

Obvexm: mpoLecC UCCIENOBAaHUS COBPEMEHHBIX TEHICHIMH 1M(POBOrO MapKETHHIa W  ONpe/esICHHs
HampaBJlIeHUN UX JalpHeHIero pa3BUTHs. B JaHHOM HCCIIEOBaHHUHM PAacCMAaTPHUBAIOTCS KIIFOYEBBIE TEHICHLUU U
WHCTPYMEHTHI, ()OPMUPYIOLIME COBPEMEHHYI0O MApKETHHIOBYIO MapajurMy, a Takke NpoOJieMbl U BO3MOXKHOCTH, C
KOTOPBIMH CTAJIKHBAIOTCS KOMIIAHUH B IIU(POBOI SKOHOMHUKE.

MemoObl: SKOHOMUKO-aHAINTHIECKUH METOI, CTATUCTUYCCKUH METO, TpahUueCcKHid METOI.

Pesynomamor: nudpoas TpaHchoOpMaIys 3aTPOHYJA BCE ACTIEKTHl COBPEMEHHOH XM3HM M OW3Heca, N3MEHUB
crocoObl moTpedsieHnsT U TPOU3BOJCTBA MH(pOpManmy, caenaB nx Ooinee MU(POBBIMH M JOCTYIHBIMH. DTO TaKXke
MIPUBEJIO K TIOSIBJICHUIO HOBBIX HU(POBBIX KAHAJIOB CBS3M M PACHIMPEHHIO BO3MOXXHOCTEH 3JIEKTPOHHONH KOMMEPIHH.
I'mobGanbhast mudposast TpaHchopMamus COCOOCTBYET MOSBICHHIO HOBBIX PHIHKOB MHHOBAIIMOHHBIX TEXHOJIOTHH U
YCKOpSIET pa3BUTHE NHU(POBOTO MAapKETHHTA M JPYTUX IIUPPOBBIX CTpaTeTHil B OM3Hece.

Bvi600vb1: npoaHan3upOBaHbl COBPEMEHHbIE HHCTPYMEHTBI IU(PPOBOTr0 MApPKETHHI'A, ONPENEJICHbl 1 000CHOBaHbI
NperMyIlecTBa BHEAPEHUS LHU(POBBIX HHCTPYMEHTOB B KOHTEKCTe LU(GPOBOr0 MAapKETHHIA, IPEIJIOKEHBI
MIPAKTUYECKHUE ACTIEKThl MHTETPAIlM HOBEHIIINX TEXHOJOTHH B MAPKETHHIOBYIO AEATEIBHOCTD C IEJIBIO MOBBIIICHUS ee
3 PEKTUBHOCTH U pe3ybTaTMBHOCTH. MHTErpaus nuppoBbIX TEXHOJIOIHMH W UHCTPYMEHTOB IO3BOJISET KOMIIAHHUIM
OBICTPO aJaNTHPOBATHCS K MEHSIOUIMMCS PBHIHOYHBIM YCIIOBUSIM M OCTaBaTbCS KOHKYPEHTOCHOCOOHBIMH. ITO
CHOCOOCTBYEeT CO3JaHMI0 Oojiee THOKHMX, aQJaNTHBHBIX M IE€PCOHAIM3MPOBAHHBIX MAapKETHHIOBBIX CTpaTerui,
OTBEYAIOIINX COBPEMEHHBIM MOTPEOHOCTSIM TIOTpEOUTENEH.

Knrwouesnvie cnosa: ntndpoBoit MapKeTHHT, TeHJICHIIWH, HppoBas TpaHchopMalmsi, OM3HeC, KOMIIAaHHH,
WHCTPYMEHTHI TUPPOBOTO MAPKETHHTA, NCKYCCTBEHHBIH UHTEILIEKT, VR 1 AR.
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