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DIGITAL-MARKETING AS A NOVEL TOOL FOR
GOODS AND SERVICES PROMOTION ON
SOCIAL MEDIA: CONTEMPORARY TRENDS AND
DEVELOPMENT DIRECTIONS

ABSTRACT

Under modern conditions, the problem of achieving marketing and business goals is
actualized for companies in all sectors of the economy. Digital marketing plays a key
role in effectively solving this problem. The purpose of the paper is to highlight the
features of the development of digital marketing tools in the context of product promo-
tion on social media platforms. The article highlights the features of planning and im-
plementation of digital marketing in the context of the tasks of promoting goods and
services in the digital space. The key role of digital marketing in the implementation of
the company's marketing and business tasks is emphasized. The paper highlights a
number of trends in the development of digital marketing tools in the context of digiti-
zation and changes in the socio-economic environment. The importance of considering
the evolution of digital marketing tools in the context of the development of the exog-
enous and endogenous environment is emphasized. The directions of changes in the
digital marketing paradigm are outlined in historical retrospect. The stages of the evo-
lution of digital marketing in the context of marketing and market management are
formulated. It is proposed to consider digital marketing as a new paradigm of company
management in the conditions of comprehensive digitalization. The peculiarities of dig-
ital marketing in terms of individual social networks have been revealed. It is proposed
to profile the main social media according to close criteria, which made it possible to
place them in priority places in the configuration of the digital marketing company's
complex. The most advanced toolkit of digital marketing is considered. Emphasis is
placed on the importance of the efficiency principle in the development of the company's
digital marketing complex within the framework of the tasks of promoting goods and
services in social networks. The results of this study may be useful to practicing mar-
keters, marketing directors, top managers and owners of small and large businesses,
and researchers in the field of digital marketing. Prospects for further research are the
analysis of the features of the use of digital marketing tools to strengthen the integration
of digital channels, as well as the identification of the features of digital marketing tools
during a period of significant socio-economic turbulence in Ukraine.

Keywords: digital marketing, marketing strategy, business strategy, company
management paradigm, digital space, marketing effectiveness, social media,
e-commerce, platform economy

JEL Classification: M30, M31, M39

INTRODUCTION

Companies in today's environment operate in a complex competitive environment,
which requires effective tools to achieve marketing and business goals. One such tool
is digital marketing. The toolkit of digital marketing solves a number of both pure mar-
keting and broad business tasks. In particular, digital marketing contributes to the task
of promoting products and services on social networks. As the digital space develops,
the use of digital marketing by companies is becoming more and more relevant. Now,
digital marketing is already beyond a purely instrumental marketing strategy in online
channels, promotion of goods and services on the Internet, and the way to generate
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and deliver content. Digital marketing is moving into the paradigm of managing the company's value proposition, improving
the customer experience, and strengthening the company's market position.

LITERATURE REVIEW

An array of works is devoted to the problems of applying digital marketing in the context of marketing and business tasks
of companies.

Peculiarities of the application of digital marketing in the context of marketing and business tasks are studied in a number
of works. Algharabat et al. (2020) analyze the problem of strengthening consumer loyalty in the social media channel with
the help of digital marketing tools. Tran & Strutton (2020) studies the problem of customer loyalty and influence tools in
the context of digital marketing tasks. Ismagilova et al. (2020) also studies digital marketing in the context of stimulating
purchase intent. Liu et al. (2021) explore the use of digital channels to improve user engagement on digital platforms.
Sokolova & Kefi (2020) examines the impact of bloggers' tools on consumer trust and willingness to buy. Nisar et al. (2020)
examine the relationship between a company's reputation and activity around it on social media platforms. Lallement et
al. (2020) examine the relationship between the Internet search tool and brand reputation. Levy (2021) examines the
application of digital marketing tools in the context of user experience management as part of achieving the goals of a
company's marketing and market strategy. Lopez Garcia et al. (2019) consider the tools of digital marketing in the task of
attracting a loyal audience. The problems of building digital marketing, based on the peculiarities of its functioning and
infrastructure are considered in @ number of studies. Johnson et al. (2020) studies the problem of the functioning of
mobile platforms in the context of digital marketing strategy. Kulkarni et al. (2020) consider the mechanics of the func-
tioning of digital marketing in the plane of distribution of marketing material to users. (Réklaitis & Pileliené, 2019) study
the peculiarities of B2B and B2C communication processes of companies in the plane of digital marketing. Chang et al.
(2019) discuss the tools of in-depth analytics in digital channels on the example of the hotel and recreation industry. The
results of the application of digital marketing in the context of the characteristics of consumer behavior and the character-
istics of different target audiences are studied in an array of works. Vasan (2021) examines the characteristics of the
application of digital marketing for product promotion for the younger groups of the target audience. Srivastava et al.
(2020) analyze the characteristics of the profiles of certain groups of users on e-commerce platforms. Liu et al. (2021)
examine the problems of applying digital marketing tools to target audiences of premium brands and luxury products.
Behera et al. (2020) examine the personalization of digital marketing. Dwivedi et al. (2021) analyze the impact of infor-
mation quality in the digital space on consumer behavior. The problems of the effectiveness of digital marketing in the
context of marketing and business objectives of the company are analyzed in a number of works. In particular, Jacobson
et al. (2020) consider the problem of the effectiveness of digital marketing. Syaifullah et.al. (2021) analyze the effective-
ness of applying the tools of digital marketing in the choice of marketing channels for small companies. Yang & Berger
(2017) examines the effectiveness of the application of digital marketing tools in the context of the success of companies.

However, the problematics of the development of digital marketing tools in the broader context of micro- and macro-level
trends are insufficiently studied.

AIMS AND OBJECTIVES

The purpose of the work is to identify the characteristics of the application of digital marketing tools in the plan of marketing
goods and services on social networks. Within the framework of this research a number of tasks were formed:

= identify key trends in the development of the instrument of digital marketing;

= suggest ways to strengthen the instrument of digital marketing in the context of promoting goods and services on
social networks.

METHODS

In accordance with the goals and objectives of the study let us describe the order, methodological basis, and information
base of the analysis. To study the problem of the impact of digital marketing tools on the promotion of goods and services
in social networks, we used the method of synthesis to identify the trends of exogenous and endogenous environments
that influence the planning and implementation of digital marketing tools; the method of retrospective analysis - to sum-
marize the evolution of the essence, tasks, tools of digital marketing in the context of marketing and business tasks;
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graphic method - to illustrate the features of the environment and trends that influence the state of marketing and business
tasks in a visual form.

The information base of the analysis is the research of leading scientists in the field of digital marketing and marketing
strategy, reports, and analytical notes of leading analytical and consulting companies, in particular Hubspot.

RESULTS

Digital marketing is a set of actions in the digital space, aimed at planning and implementing activities within the marketing
mix using digital tools. It should be noted that digital marketing is not a phenomenon that emerged only in the last years
of the XXI century. Later in the 1990s with the widespread use of personal computers and specialized software such as
the first customer relationship management systems (so-called Customer Relationship Management) digital marketing
acquires a new meaning and base for development. At this stage of development digital marketing also contributed to the
explosive growth of the use of the Internet, which allowed new ways to promote products and services, as well as the
accumulation of data on users through an online channel. The real impetus for the development of digital marketing was
already in the 2000s due to the widespread penetration of mobile Internet and smart mobile devices that could support
the new functionality inherent in the digital space. This technological shift influenced not only the way consumers marketed
products and services, but also had an impact on service models; in particular, consumers predominantly began searching
for a product or service online, researching consumer characteristics using the Internet, and buying goods online stores.
As technology - including marketing technology for promotion and analytics - evolved, digital marketing became an in-
creasingly advanced and sophisticated tool. The transition of users into the digital space due to the growth of Internet
penetration, the increased use of mobile applications, the development of social networks, and the growth of e-commerce
stimulated the further development of digital marketing into its current state as the dominant block of the company's
marketing strategy and the key tool for achieving the marketing and business goals of the company. In the future, the
role of digital marketing will grow even more due to the formation of ecosystems from various digital platforms.

The current rapid development of digital marketing is a vivid example of technological change and the digitalization of the
economy. It should be noted that digital marketing allows companies to work effectively to promote products and services
in the digital space - primarily on the platform of social networks. Additionally, it is necessary to pay attention that at the
present stage digital marketing has already moved beyond social networks and has become a full-fledged separate block
of marketing due to active digitalization and wide penetration of high-speed Internet and devices. In the future, digital
marketing can become the dominant marketing direction as a result of the creation of a digital ecosystem in the meta-
space, covering social networks of different directions, financial services, platforms for physical and mental health, etc.
The development of digital marketing is possible not only in the digitalization but also in the development of the knowledge
economy, namely in the greater ability to use vast data. This, in turn, makes possible the restructuring of established
economic relations, the emergence of new market segments, the emergence of new jobs and professions with a focus on
the digital space, the active transition of retail to the digital space (so-called e-commerce), and the growth of the techno-
logical sector of the economy.

Economic agents are in a substantially new socio-economic environment caused by digitalization. The relationship between
economic agents is significantly reformatted, new channels of communication, sales, and service are emerging, and new
market leaders are emerging. Over the past decade, the market landscape has changed significantly: technological giants
like Amazon, Facebook, and Alibaba have emerged.

Digitalization is closely connected to the development of electronic platforms. A platform is essentially a platform that
connects different economic agents based on information and communication technologies. Platforms can be combined
into ecosystems. An example of an ecosystem is the digital space created by Meta Corporation based on social networks
Facebook, Instagram, WhatsApp, combining different functionalities to solve users' problems. It should be noted that the
platforms go beyond purely economic tasks and begin to implement social functionality. As a consequence, there is an
increasing concentration of users in the digital space, which entails a wider use of digital marketing tools.

The marketing strategy of companies in the last decade is undergoing significant changes with a focus on reorientation
towards the digital channel - primarily social networks. This is due not only to the movement of consumers to the digital
space but also to significantly different opportunities to personalize marketing and increase the level of effectiveness of
marketing strategy. It should be noted that digital marketing can be used both by companies operating in the consumer
market (so-called Business to Consumer companies) and by companies from the industrial market, selling their products
and services to other companies, rather than to consumers (so-called Business to Business companies). Business to Busi-
ness companies are actively moving their promotion, sales, and service activities into online channels. This translates into
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gravitation towards online lead generation under the influence of the development of digital marketing - so instead of
contacting the sales manager, the client company turns to a website or a specialized e-commerce site. In this way, only
the highest quality leads are collected and transmitted to the sales department.

Companies in the Business to Consumer group also actively apply the tools of lead generation in online channels, promoting
their products and services to existing and potentially new consumers. It should be noted that today, in this context, digital
marketing is more developed for goods and services from the consumer market. This manifest itself in the fact that
companies optimize and improve not only separate blocks of interaction between the consumer and the company, but
rather the entire chain, which consists of the experience of the customer with the company. Accordingly, the set of digital
marketing tools is also different, first of all, the social media channels used - for Business to Business, companies prioritize,
for example, the use of social network LinkedIn in the plane of their marketing tasks, while for Business to Consumer it is
more appropriate to use the social network Instagram.

Accordingly, digital marketing is evolving from a tool for promoting products and services to a paradigm for managing a
company's marketing and market strategy. This transformation is possible due to the active development of the digital
space, the intensification of competition, and the emergence of new exogenous and endogenous challenges. The above
thesis is summarized in Figure 1.

e . Stage. 2. Digital Marketing as a Stage 3. Digital marketing as a
\ Srtnagﬁ(ét'i nD' gtlct)?)ll 83?3;2%33 Sa Blodk of Marketing Strategy paradigm of company
/ 9 (2000-2010s management (2020s)

/

Figure 1. The evolution of digital marketing as a marketing and market management tool.

The aforementioned demonstrates the significant impact of digital marketing decisions on both the marketing strategy and
the overall business strategy of the company. This requires appropriate work to prioritize a company's strategic movement
and allocate its resources in the context of planning and implementing its marketing mix. Among the key priorities, a group
of marketing directors interviewed as part of the Hubspot State of Marketing 2021 study (Hubspot, 2021), identified the
following areas: increasing the level of brand authenticity, strengthening the customer experience, promoting the compa-
ny's products and services to existing and potential customers. This set of tasks aimed at strengthening the effectiveness
of a company's marketing strategy can be performed with better results by means of digital marketing tools. For example,
according to a survey of marketing directors regarding the most relevant tools for effective implementation of a marketing
strategy in the digital space, social networking tools (69% of respondents), optimization of Internet search (40% of re-
spondents), personalized lead acquisition (i.e., Account Based Marketing), content creation in accordance with the prefer-
ences of the target audience (32% of respondents), advertising targeting the target audience in appropriate communica-
tion channels and services were highlighted.

All of these tools of digital marketing are mostly used on social media platforms. The list of the most used social networks
for the purposes of digital marketing according to Hubspot analytical and consulting company is presented in Fig. 2. It
should be noted that the listed social networks have different target audiences and different directions in the nature of the
content, and accordingly occupy a different place in the instrumentality of digital marketing and also fulfill different goals
within the framework of the company's marketing strategy.

90% 82% 80%
80%
70% 61% 59%
60%
50% 41%
40%
30%
20%
10%

0%

Instagram Facebook Twitter YouTube LinkedIn

Figure. 2. The most used social networks for the purposes of digital marketing. (Source: based on data from Hubspot analytics and consulting
company Hubspot (2021))
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It should be noted that different social networks are focused on different target audiences and on different needs. Accord-
ingly, for the purposes of digital marketing, different social networks as communication, sales, and service channels have
different content loads and require appropriate profiling. Table 1 shows the profiling of the main social networks by key
criteria: number of users, directions (the market for industrial goods and services or market for consumer goods and
services), main target audience, and the most relevant tasks performed by the social network as a digital marketing tool.

Table 1. Profiling major social networks by key criteria. (Source: based on data from Hubspot; own analysis)

Social network Number of users Direction Main target audience The most appropriate tasks to
perform

Facebook 2.3 bin Business - Consumer Generation X, Millennials Growth of brand knpwledge, Digi-
tal Advertising

Instagram 1.0 bin Business - Consumer Millennials, Generation Z Promotion through rja_tural-looklng
content, Digital

LinkedIn 0.6 bin Business - Business Generation X, Millennials Business relationship development,

employer brand management
Twitter 3.1bin Business - Consumer Millennials Public relations
Pinterest 0.3 bin Business - Consumer Millennials Digital Advertising.

YouTube 2.0 bin Business - Consumer Millennials, Generation Z Growth of brand knpyvledge, Digi-

tal advertising

It should be noted that the instrument of digital marketing has its own limitations and disadvantages. In particular, it is
difficult to link the effect of particular marketing communication in digital channels on individual company sales. Another
bottleneck of digital marketing is the excessive load of the digital space with the existing marketing communication. For
this reason, new marketing communication may not reach the attention of the target audience of a product or service
already overwhelmed by the flow of information. Another risk of digital marketing is the potential acquisition of a negative
online reputation and scandals unfolding on social media platforms. Widespread access to online platforms has enabled
users to communicate their opinions - especially about negative experiences with a product or service - to a broad range
of consumers through social media posts. Corporate scandals that have been brought to the public's attention because of
unethical company behavior have also gained widespread publicity. Another disadvantage of digital marketing is the greater
risk of fraud when moving to online channels of interaction between businesses and consumers. In particular, on the
Internet, it is more difficult to control and monitor the truthfulness of the information about a product or service, to prevent
fraudulent actions in the sale, to maintain the quality of service at the proper level of the established standards.

The implementation of the strategy of digital marketing to promote products and services in social networks involves the
use of its tools. The toolkit of digital marketing includes:

= internet Search Engine Optimization;

= search Engine Optimization Audit;

= paid search on the web;

= sponsored posts on social networks;

= native advertising;

. email marketing.

Consider the above tools in great detail. Internet search optimization involves optimizing Internet searches by appropriately
indexing a website. To enhance the effectiveness of an Internet search optimization tool, several characteristics must be

satisfied: content relevance, ease of reading and comprehension, reliability of content, the accuracy of the information,
and a high degree of content optimization for mobile devices.

An Internet search engine optimization audit involves the level of website optimization in terms of Internet search criteria.
This involves checking for compatibility of titles, descriptions, content, image captions, etc. Internet search optimization
audits also require periodic review of the relevance of content on web pages, testing the speed of the website, and the
consistency of the website design (Ihnatenko, 2022).

Paid Internet search is also an effective promotional tool. The paid search involves moving up the call to a website on the
search page. Paid search works on a pay-per-click basis - that is, a company is charged for each click a user makes on a
call to a website. Typically, the budget for such a campaign is provided on a daily basis. Optimization takes place according
to keywords.
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Sponsored social media posts involve posting brand content on the appropriate social network where the attention and
presence of the target audience is concentrated. Such publications should provide content to the brand in a balanced and
engaging way.

Native advertising is a promotional tool that uses content that is indistinguishable from other content around it. Such
advertising is the best way to bring the intended message to the consumer of digital content against the overload of
marketing information on the Internet. Native advertising, through its similarity to other content that surrounds it, also
contributes to the user's higher trust in the marketing message.

Email marketing is another tool of digital marketing and involves the use of an email mechanism to promote a company's
products and services. Email marketing can consist of themed and seasonal mailings, newsletters, exclusive offers, and
reminder letters. Implementation of email marketing campaigns involves the use of a database of email contacts of the
target audience, combined with automation tools for email messages.

This set of digital marketing tools was formed under the influence of exogenous and endogenous environment develop-
ment and responds to changing needs of different stakeholder groups: companies, consumers, digital platforms, e-com-
merce, and others. As a result, digital marketing is evolving and responding to the challenges posed by changing consumer
behavior. In an Adobe analytical report Abramovich (2021) notes that for 2020, growth in Internet usage among the
population grew year over year at the same rate as the projected cumulative growth in usage over the next five years.
Companies are facing a new digitalized consumer that is unknown to them. Specifically, two-thirds of companies report a
significant increase in visits to their Web sites by new digitized users whose behavior is unclear and whose motives for
visiting the Web site are unknown.

One of the significant levers of influence on the market position of the company in the realities of digitalization is the
development of the customer experience. Quality customer experience allows long-term growth, efficient adaptation to
changes, and the ability to provide an adequate response to the challenges of a rapidly changing exogenous environment.
So, 70% of the companies which successfully implement the client experience block show higher results in comparison
with the market as a whole and individual competitors Abramovich (2021). Creating a quality customer experience requires
not only changing the worldview of the company to its customers but also building the internal capabilities that allow a
quality customer experience in the digitalized space. One of the key components of these capabilities is a block of in-depth
analytics. In-depth analytics enables a company's qualitative response to changes in consumer behavior, as well as fully
describes the consumer's experience with the brand both online and in real space. This is confirmed by the results of the
survey of top managers, according to the results of which among the leading companies 56% of respondents noted that
they have specific knowledge, based on customer and market data, concerning customer loyalty and customer retention,
and only 23% of companies which are not leaders in their market noted that they deal with the problem of in-depth
customer analytics Abramovich (2021). Leading companies with a strong customer analytics system are also more likely
to invest more in their marketing - in particular, 60% of respondents from leading companies noted that they significantly
increase their marketing budget Abramovich (2021).

Speaking of an in-depth analytics system, the key prerequisite for its development and successful functioning is cloud
technologies. Cloud technologies, in particular, make it possible to quickly obtain highly accurate insights about a client
group or an individual customer. This not only allows for more effective marketing campaigns by optimizing channels,
time, and the nature of communication but also for the realization of a set of high-quality customer experiences. An
important component of an effective system of in-depth analytics is the technological readiness of the company, as well
as a sufficient degree of training of its employees and their willingness to use the latest analytical tools in their work. An
important component is also building an effective system of marketing communication in the digital channel, which in
accordance with the current needs of the consumer sends him or her marketing messages of different plans, aimed at
supporting the promotion of a product or service of the company.

Other foundations of successful digital marketing that allow its adequate implementation are the latest technologies.
Among the critical marketing technologies the respondents of the Adobe study Abramovich (2021) name: blockchain-
based functionality (7%), availability of voice interfaces - for example, Amazon Echo (9%), advanced functionality to make
payments - for example, e-wallet (11%), integration into app systems - e.g. WhatsApp (17%), engaging target audiences
through a virtual reality tool (19%), using "connected" technology through the Internet of Things (26%), using artificial
intelligence technology to promote products and services, and in creating a quality customer experience (24%), using a
video tool for brand promotion (24%), implementing a personalized customer experience in real-time (35%) Abramovich
(2021).
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In the context of the development of the digital space for the successful implementation of digital marketing, there are a
number of challenges. Among the key challenges of the exogenous environment are:

= dramatic changes in the consumer tastes and preferences of the target audience;
= rapid changes in user behavior in the digital space;
= aggressive actions of direct and indirect competitors in the marketing field;

= too rapid development of technologies that cannot be mastered with the company's existing technological, infrastruc-
tural, human capabilities.

Challenges of the exogenous environment, in turn, stimulate the formation and development of challenges of the endog-
enous environment of the company in the plane of the effectiveness of digital marketing. In light of the above, we can
identify several key challenges of the endogenous environment:

= lack of technological capabilities of the company to quickly adapt to changes in the digital space;

= the low quality of company data, which makes it impossible to make quality decisions in the planning and implemen-
tation of digital marketing;

. insufficient level of company innovativeness and ability to respond quickly and qualitatively to changes in the market;
= outdated IT systems of the company, which preclude a rapid process of making management decisions;
. insufficient level of digital skills of the company's personnel;

= poor level of customization and fine-tuning of the process of planning and implementation of digital marketing in the
company.

The trend to move the purchase of goods and services to the Internet and the growth of e-commerce has led to a drop-
in consumer loyalty, which also causes digital marketing. This is caused by a number of factors. First, consumers have
become less loyal to their products and service over the past few years. Second, current customers are exhibiting signifi-
cantly new buying behavior, resulting in changes in average purchase volume, new demands for products and services,
and new priorities and motivations for brand selection. Third, consumers have begun to recognize their products and
services in significantly different ways, as well as fundamentally changed ways to explore a company's product and brand
- thanks to digitalized capabilities, the Internet, social media, and other digital platforms. This can be interpreted as the
growing weight and market power of consumers in their relationship with businesses, enabled by the digitalization and
development of the digital space.

To summarize, digital marketing operates in a turbulent and rapidly changing environment, influenced by a wide range of
factors. A key factor influencing changes in digital marketing is technological advancement, which allows new forms of
tools, the development of digital channels, and the formation of new digital spaces with high user engagement. Another
key factor influencing the state and prospects of digital marketing is socio-economic changes in the exogenous environ-
ment. accordingly, digital marketing should adapt its tools to changes in the needs, preferences, and moods of the target
audience and change the focus in relation to changes in the exogenous environment.

DISCUSSION

Thus, the peculiarities of the development of digital marketing in the context of the modern socio-economic environment
have been established. The results of this study confirm the previously obtained results on the problems of planning and
implementation of the tools of digital marketing in the tasks of promotion of goods and services in the channel of social
networks.

This study indicates that it is necessary to have a comprehensive approach to the planning and implementation of the
complex of digital marketing in the context of the tasks of promotion of goods and services in social networks. This is
supported by the work of Algharabat et al. (2020), emphasizing the strengthening of consumer loyalty in the social media
channel through the tools of digital marketing. Lépez Garcia et al. (2019) also notes the key role of digital marketing
tools in the task of attracting a loyal audience. Lallement et al. (2020), in turn, note the relationship between Internet
search tools and brand reputation. Additionally, Sokolova & Kefi (2020) highlights the influence of bloggers' tool on con-
sumer's trust in the product and willingness to buy.

This study highlights a number of trends in the development of digital marketing tools in the context of digitalization and
changes in the socio-economic environment. This is supported by the study of Behera et al. (2020), emphasizing the trend
of personalization of digital marketing. Chang et al. (2019) notes the trends of real-time analytics development in the
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plane of digital marketing, in particular, on the example of the hotel and recreation industry. Johnson et al. (2020) high-
lights the growth trend of mobile platform ecosystems in the context of digital marketing development. This research
emphasizes the importance of the principle of efficiency in the development of a company's digital marketing mix as part
of the task of promoting products and services on social media. This is supported in the work of Yang & Berger (2017),
which emphasizes the driving role of the effectiveness of the application of digital marketing tools in the context of the
success of companies. In turn, Syaifullah et.al. (2021) notes the importance of the effectiveness of the application of digital
marketing tools in the planning and implementation of the marketing strategy of small companies.

However, unlike the existing body of previous research, the results of this study emphasize the importance of considering
the evolution of digital marketing tools in the context of exogenous and endogenous environment development. In partic-
ular, the importance of taking into account the trend towards the development of the digital space, which is growing into
an ecosystem of multidirectional digital platforms. Consequently, the complex of digital marketing should be adequate to
the challenges of an exogenous environment, as well as to the technological and process capabilities of the company,
which should provide qualitative activity of digital marketing tools. The importance of digital marketing development not
only in the context of promotion tasks but also broader marketing and business tasks, in particular, the development of
customer experience as a strategic approach to the company's marketing development is noted.

CONCLUSIONS

To summarize, digital marketing tools play a key role in the implementation of companies' marketing and business goals.
The specifics of the formulation and implementation of companies' strategies in the market are also overlaid by the digi-
talization trend, which determines the leading role of digital tools for business. The widespread use of digital marketing
tools also conditions the active transition of the client base to digital channels, including social networks, where a company
can achieve its marketing and business goals mainly with the help of digital marketing tools.

The process of digital marketing evolution under the influence of technological progress is highlighted. The directions of
changes in the digital marketing paradigm in a historical retrospective are outlined. The stages of transition of digital
marketing from a marketing tool in 1980-1990 to a company management paradigm in 2020 have been identified. The
research of the features of digital marketing in the modern socio-economic environment has revealed a number of trends.
In particular, it was noted a sharp change in consumer tastes and preferences of the target audience, changes in user
behavior in the digital space, the aggressive actions of direct and indirect competitors in the marketing field, the rapid
changes of technologies that cannot be mastered by existing technological, infrastructural, human capabilities of the com-
pany. The features of digital marketing in the context of individual social networks are revealed. In particular, it presents
the profiling of the main social networks on a number of criteria, which allowed determination of their priority places in
the configuration of the complex digital marketing of the company.

Prospects for further research include the study of the application of digital marketing tools to strengthen the integration
of digital channels, including social networks, into a single meta-space (following the example of Meta, which unites
multidirectional social media platforms Facebook, Instagram, WhatsApp). The study of the peculiarities of the application
of digital marketing tools in the period of significant socio-economic turbulence in Ukraine, which began as a result of the
Russian armed aggression, is also of scientific interest.
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Yavikosceka M., Apsic M., 3asqkosceka I., T4oH /1., bopTHik H., baHHikoBa K.

DIGITAL-MAPKETUHI SIK CYYACHWUI IHCTPYMEHT NPOCYBAHHS TOBAPIB TA MOCAYT Y
COLIAJIbHUX MEPEXXAX: AKTYAJIbHI TEHAEHLII TA BEKTOPU PO3BUTKY

Y cyyacHux ymoBax npobnema AOCArHEHHS MOCTaBNEHUX MapKeTUHI- i Gi3Hec-Linei akTyanisyeTbes s KOMMaHiii B ycix
ceKTopax ekoHoMiku. Kno4voBy ponb B edeKTMBHOMY PO3B'A3aHHI Li€i npobnemMun nocigae auaxuTan-MapkeTuHr. MeToto
CTaTTi € BMAINEHHs 0COBNMBOCTEN PO3BUTKY HCTPYMEHTY AMIKUTAN-MapKETUHI Yy KOHTEKCTi NMpOCyBaHHS MpOAYKTY Ha
nnatcdopMax couianbHMX Mepex. Y CTaTTi po3risHyTO 0COBNMBOCTI MaHyBaHHS Ta iMNIEMeHTaLii AMMKUTaN-MapKeTUHTY
B KOHTEKCTi 3afja4 NpOCYBaHHS TOBapiB i Nocnyr y LudpoBOMYy MpOCTOpi. HaronoweHo Ha KOYOBIN poni AvmxuTan-
MapKeTUHIY B peari3aLlii MapKkeTMHroBuMX i 6i3HeCOBMX 3aaad KOMMaHii. Y CTaTTi BUAINEHO psia TPEHAIB PO3BUTKY iHCTPY-
MEHTapIl0 ANMKUTAN-MapKeTUHIY B KOHTEKCTI uudpoBsisauii Ta 3MiH COLIOEKOHOMIYHOro cepeaosuwa. HaronoweHo Ha
Ba>X/IMBOCTI PO3rnsiAy eBOoLil iHCTPYMEHTAPIO AUMKUTAN-MAPKETUHIY B KOHTEKCTi PO3BUTKY €K30reHHOro Ta eHAoreH-
Horo cepepoBuLLa. OKpecneHo HarnpsiMKK 3MiH y NapaaurMi AWIKUTaN-MapkeTUHIy B ICTOPUYHIN peTpocnekTusi. Chopmy-
NIbOBaHO eTanu eBoNtoUii ANMKUTaN-MapKETUHIY B KOHTEKCTI MapKETUHIOBOMO Ta PUHKOBOrO YrpaBiHHS. 3anponoHOBaHO
pO3rnsiAaTh ANOXKUTaN-MapKETUHT SIK HOBITHIO MapaanrMy yrnpas/iHHS KOMMaHIE B YMOBaxX BCEOXOMJIHOKYOI UndpoBiaii.
BusiBneHo ocobnmBOCTI ANMKUTAN-MapKETUHIY B PO3pi3i OKPEMMX COLia/IbHUX MEpeX. 3anpornoHOBaHO MpodintoBaHHS
OCHOBHMX COLiaNbHNX MEPEX 3a PsSiAOM KpUTEPIiB, WO A03BOIUAN BU3HAYUTK iXHI NPIOPUTETHI Micusl B KOHirypauii kom-
nnekcy AWMAXWUTaN-MapKETUHIY KoMMaHii. PO3rnsHyTO HalbiNbL NOWMPEHUI iIHCTPYMEHTaPIV ANOXUTAN-MapKETUHIY. AK-
LIEHTOBAHO Ha BaXKNMBOCTI MpUHLMMY e(eKTUBHOCTI B po36yaoBi KOMNIEKCY ANAXUTaN-MapKeTMHIy KOMMaHii B pamMkax
3aBAaHHS NPOCYBaHHS TOBapIB i NOCNYry couiafbHUX Mepexax. Pe3ynbTaTti Uboro A0CiMKEHHS MOXYTb 6yTN KOPUCHUMM
NPaKTUKYIOUMM MapKeTOsIoraM, MapKeTUHIr-AMpeKTopaM, ToNMMeHeapkepaM i BlacHMKaM Manoro Ta Benukoro 6isHecy, go-
CNifHVKaM Yy LapuvHi AWDKUTaN-MapkeTuHry. MNepcnekTnBaMmn noaanblunx AOCNIMKEHb € aHanis 0cobnMBOCTEN 3acTocy-
BaHHS IHCTPYMEHTapito ANAXUTaN-MapKeTUHIY 3@ NOCUIIEHHS iHTerpauii UMdpoBMX KaHanis, a TakoX BUSIBIEHHS 0CO6/u-
BOCTEMN 3aCTOCYBaHHS iHCTPYMEHTapIto AMKUTAN-MapKETUHIY B Mepios 3HAYHOI COLIOEKOHOMIYHOT TypbyneHTHOCTI B Yk-
paiHi.

KnrouoBi cnoBa: uMbpoBWI MapKeTWHr, MapKeTWHroBa CTpaTeris, PWHKOBA CTpaTeris, MapagurMa YnpaBniHHS
KOMMaHi€lo, undpoBuit NpocTip, epeKTUBHICTL MapKETUHIY, coLianbHi Meaia, eNeKTPOHHa KoMepLisi, EKOHOMiKa nnaTgopM
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