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The emergence of internet marketing unfolded against the
backdrop of the electronic economy’s development, with N. Negroponte
laying the foundational concept in 1995, identifying modern society’s new
economic life aspects. From the late 1980s, the internet’s rapid expansion
was fueled by its communication and economic interaction capabilities.
Initial steps in utilizing the internet for economic needs involved electronic
mail, followed by data transfer development, e-commerce, and internet
banking. In 1994, the first internet store was launched, and an internet
banking system was established, marking the beginning of widespread
internet use by companies across various economic sectors for website
creation and online business operations.

Open internet access spurred new, more efficient business forms,
opening additional channels for supply and distribution [2]. The increasing
number of internet users, each a potential customer, contributed
to e-commerce volume growth. Lowering transaction costs naturally
increased business profitability, leading to a surge in virtual companies:
banks, stores, auctions. The virtual environment facilitated new product
types, such as software, games, and electronic money, becoming unique
phenomena of the digital economy, intricately linked to its production
resources, including computer hardware and telecommunications. Defined
as a distinct direction, the electronic economy featured differences from the
traditional economy, fostering its rapid development and the formation of
areas like e-commerce, eclectronic money, internet marketing, internet
banking, and electronic insurance.

Transitioning from the Internet economy to the digital economy is
marked by key features: business activity volume is independent of a
company’s physical size or geographic location; information becomes a
resource that can be infinitely reused, enhancing its value; and, thanks to
access to a wide information spectrum, consumer behavior becomes more
predictable and proactive [4].

The uniqueness and specificity of the digital economy are defined by
the following innovative phenomena:

— Mobile technologies ensuring constant internet access, allowing users
to stay online regardless of their location;
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— Cloud technologies, opening possibilities for storing and processing
large data volumes with minimal infrastructure costs;

— Business analytics, based on digital technologies, enabling companies to
effectively analyze large data arrays for making informed decisions and
predicting future trends;

— Social media, altering the interaction methods between companies and
their clients, fostering greater engagement and openness [1-7].

Digital marketing encompasses interacting with customers and
partners through digital information and communication technologies and
electronic devices, broadly applying these technologies for marketing
purposes. This extends beyond internet marketing to include additional
techniques for engaging the target audience both online and offline, including
television, radio, internet, social media, serving as tools for promoting brands
and products. Digital marketing tasks cover supporting brand image,
launching new products, increasing brand recognition, and stimulating sales.

Digital marketing is seen as a comprehensive approach in
contemporary marketing, characterized by its adaptability and interaction
through various digital channels and methods, allowing direct engagement
with target market segments in both virtual and real worlds. This means
digital marketing combines online and offline dimensions, extending beyond
traditional internet marketing to include interactions through mobile devices,
digital television, interactive screens, and POS terminals, making the number
of engagement channels much broader and more diverse.

Digital marketing surpasses traditional internet marketing by
expanding technological capabilities, notably:

— Mobile communication development opens new interaction
avenues, including SMS and MMS, voice automated menus (IVR),
Bluetooth and WAP technologies for wireless communication, mobile
payments and discounts through mobile codes, QR codes for easy online
resource access, and advanced mobile services like Click To, Flash SMS, and
Location-Based Services.

— Innovations in television, particularly augmented reality technology,
enriching regular TV viewing with virtual elements.

— Interactive screens offering 3D projections, altering the perception of
ordinary objects through 3D mapping.

— POS terminals and video cameras employing biometric technologies for
identifying individuals by physiological and behavioral characteristics,
opening new marketing research opportunities.

— Email integration with mobile devices, combining phone marketing
with electronic mailing [0].
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These changes affect the corporate website’s role in the digital
marketing system, transforming it into a central element of the audience
engagement strategy. The site becomes an essential tool for integration with
social networks, mobile devices, attracting traffic, and measuring interaction
with visitors. Technology advancements change content approaches, shifting
from text to video, QR codes, infographics, and other interactive elements.

Evaluating digital marketing effectiveness includes traditional
indicators (reach, frequency, GRP) and newer, digital environment-specific
metrics, such as interactive actions (mouse hovering, clicks, transitions) and
user-generated content.

The development of digital technologies fosters competition and
expands consumer engagement methods, the choice of which
depends on the product’s specifics and target audiences’ behavioral
characteristics, encompassing a wide range of technological, economic, and
behavioral features [0, 7].

Key digital marketing tools include:

— Contextual advertising through platforms like Google AdWords
and Yandex Direct;

— Using Big Data to analyze large data volumes;

— Retargeting for re-engaging visitors;

— Mobile marketing to reach users through mobile devices;

— Email as a direct communication means;

— Viral marketing for spreading through social networks;

— RTB for real-time advertising purchases;

— SMM and SMO for promotion in social media;

— SEO for enhancing website visibility in search engines;

— SEM, combining SEO and paid advertising to increase traffic.

SEO leads in usage frequency (90 % of enterprises), followed by SMM
and SMO (65 %), contextual advertising (60 %), and SEM (33 %). SEO’s
popularity is due to consumers” high trust in search engines as an information
source for choosing products and services. Digital marketing, focused on
elicited interest, differs from traditional marketing, which more often
employs a direct «push» approach.

Social networks rank second due to their popularity and users’ trust in
friends’ and acquaintances’ recommendations. Interactivity, personalization,
and quick feedback are key advantages of SMM and SMO. Although not a
leader, viral marketing is effectively used for attracting attention through
original and engaging content.
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Mobile marketing continues to gain momentum, promising
significant growth with the spread of smartphones, development of GPS
technologies, and mobile applications. Its effectiveness, compared to
traditional internet marketing, is significantly higher, especially considering
geolocation capabilities.

Thus, digital marketing offers extensive opportunities for engaging
and interacting with the target audience, using a variety of tools and
approaches adapted to modern technologies and consumer behavior
changes. In today’s world, digital marketing plays a crucial role in the
interaction between brands and their potential clients, utilizing various
innovative technologies and methods. It integrates a broad range of tools,
including search engine optimization, social media marketing, contextual
advertising, as well as cutting-edge technologies like Big Data and mobile
marketing. The growing importance of SEO underscores the significance of
high visibility in search engines for business success. Social networks, due to
their popularity and ability to generate trust through recommendations,
become an equally important communication channel. The development of
mobile marketing highlights the importance of adapting customer
engagement strategies to changes in consumer technologies and behavior.
Overall, digital marketing proves its effectiveness in increasing reach,
engagement, and customer retention, providing businesses with powerful
tools for competing in the digital era.
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PO3BHUTOK MEPEXI MIKPOIH®AFOEHCEPIB
TA METAIH®AIOEHCEPIB AK IHCTPYMEHTY
[MU®POBOI'O MAPKETUHI'Y: CTPATETTI
I BITAMUB HA AYAUUTOPIIO

Xpucrenxo C.C., 3000yBauxa nepimoro (bakasaspcskoro) PBO,
AeprxaBHuIT 6I0TEXHOAOITYHII VHIBepCcHTET, M. XapKiB, YKpaiHa

B ocranni poku poap MikpoiHdAroeHCepiB Ta Mera-iH(ArOeHCEepiB
CTaAd 3HAYYIIOIO YACTHHOIO CTpaTerid nudpoBOro MApPKETHHIY.

Lle BianOMI OCOBGHCTOCTI 3 IIEBHOIO AYAHTOPIEIO, fAKI MAFOTh 3HAYHUI
BIIAHB Ha CBOIX ITIPUXUABHUKIB. BOHH BiASHAYAIOTBCA BEAUKOIO KiABKICTIO
¢OAOBEpPIB Ta BEAHKIM OXOIIACHHAM B COLIAABHIX MEPEKAX.

Mera AOCAIAKEHHA — BHBYHTH POAb MiKpoindAroeHcepiB Ta
MeraiHAIOCHCEPIB AK IHCTPYMEHTY HH(MPOBOrO MAPKETHHIY, ITOKA3aTH
PISHHIIFO MIK HIMH.

Croouarky  posragHemo  Mikpoidaroencepis. lle  meBeamki
IHAHBIAYaABHI OCOOHCTOCTI, fIKI MAFOTH BIAHOCHO HEBEAHKY ayAUTOPIIO, aAe
3AATHI B3a€MOAIATH 3 HEFO B OIABIII OCOOMCTOMY Ta AOBIpAHBOMY hopMaTi.

OaHI€EIO 3 KAIOYOBUX  CIpaTerii €  HIapTHEpCIBO 3
MIKpOIH(AFOEHCEPAMH, AKI MAIOTh IIABOBY ayAnTopiro. Hampukaaa, Ako
IIAIIPHEMCTBO IIPOAAE  TOBAPH AAfl  3AOPOB’ Ta (PITHEC-IIPOAYKTH,
criBIparis 3 (pitHec-0A0repOM, AKHI MAE BAACHY HEBEAHKY, AAC 3ALIIKABACHY
ayAHTOPIIO, MOKE IIPUHECTH OarcaHmit edpexr. Lle
poOuTh pexAamy OIABII IIEPCOHAAI3OBAHOIO Ta PEACBAHTHOIO AAf
croxupadgis [1].
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