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The article investigates innovations in digital marketing, focusing on the global transformations that affect
marketing strategies. Special attention is paid to digital tools that boost customer engagement and optimize
business processes, such as content personalization, automated communications, and data analytics. The research
examines the role of Al, CRM systems, social media, email marketing, and contextual advertising in enhancing
digital strategies. Al integration is essential for predicting consumer behavior and enabling personalized, dynamic
marketing approaches. An omnichannel marketing strategy helps create a customized customer experience,
fostering brand loyalty. Proper digital strategy implementation requires flexibility to adapt to new technologies and
effective management of digital communications across multiple platforms to meet evolving market demands. New
approaches ensure a deeper connection with consumers.
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Y cTatTi 4oCnimKyeETbCS BNMB LMIPOBMX iHHOBALLii HA MAapPKETUHIOBI CTpATeril NiANPUEMCTB B yMOBax rnobasib-
HUX TpaHcchopmaLili, Wo € HaA3BUYaiHO akTyaslbHUM Y CcyvacHoMy 6i3Hec-cepefoBuLLi. MeTOW LOCNIMKEHHS €
aHasi3 OCHOBHYX TEHAEHL Y LMPOBOMY MapKETUHTY, 30KpeMa BUBYEHHS LIM(PPOBYX IHCTPYMEHTIB, L0 CNIPUSIOTH
MiABWLLEHHIO eDEKTUBHOCTI KOMYHIKaLili 3 KNiEHTamy Ta ONTUMI3aLil BHYTPILLHIX NPOLEeciB nignpuemcTea. AKTyaslb-
HICTb Temu 06ymMOoB/IEHa HEOOXIAHICTIO Bi3HeCYy afanTyBaTy CBOI cTpaTerii 40 LWBWAKO 3MIHIOBAHOMO TEXHOIOMNYHOTO
cepefosyLa Ta MiaBMLLYBaTN KOHKYPEHTOCMPOMOXHICTb Yepe3 BUKOPUCTaHHS HOBITHIX LMIPOBMX pilleHb. MeTo-
[l0N10rist AOCNiAKEHHS1 6A3yETLCS HA KOMMNIEKCHOMY MifAX0fi, SIKWIA BK/OYa€E aHasli3 CydyacHUX LMgPOBUX iHCTPYMEH-
TiB, Takmx sk CRM-cuctemu, nnarhopMm 4159 KOHTEHT-MaPKETUHTY, coliasibHi Megja, email-MapKeTUHT, KOHTEKCTHA
peknama, a TakoX BUKOPUCTaHHA TEXHOMOTI LUTYYHOTO iHTENeKTy AN aBToMaTu3alii MapkeTUHIOBUX KOMYHiKa-
L. AHaUi3 BK/OYAE BMBYEHHS OCHOBHMX HAMpPSMKIB PO3BUTKY LMChPOBOr0 MapKETUHIY, Takmx SiK mepcoHastizauis
KOHTEHTY, aBTOMaTM3aLlisi NPoLeciB Ta aHaslITUKa AaHWX, WO A03BOMATL 34iACHIOBATM TOYHI MPOTHO3M CNOXMBYMX
3BMYOK | NOTPE6. Pe3ynbraTit AOC/IIKEHHS CBigYaTb NPO Te, Lo LM poBi iHHOBaL paaukabHO 3MiHIOHTL CNOCO6M
B3aeMOgji NigNPUeEMCTB 3 KNiEHTaMW. YCNillHE BUKOPUCTaHHS LMQIPOBUX IHCTPYMEHTIB A03BOSISIE KOMMAHIsIM CTBO-
proBaT1 NepcoHasli30BaHuii KNiEHTCbKUIA AOCBIA, WO, B CBO Yepry, NiABULLYE MOAMLHICTb CNOXMBAYIB i 3a6e3nevye
onTumisauito 6isHec-npouecis. BnposamkeHHs LI i aBTomMaT3aLis MapKeTUHIOBMX KOMYHIKaL|ii 3HAYHO MigBuULLly-
I0Tb €(DEKTUBHICTb B3aeEMOZii 3 KieHTaMu, [03BOJIAYN 34iACHIOBATM Giflbll TOYHE TapreTyBaHHA i MOKPALLEHHS
NpoLLeciB ynpasniHHA B3aEMOZIEI0 3 K/iEHTaMV B peasibHOMY yaci. [pakTuyHa LiHHICTb CTaTTi N0NIArae B MOX/IMBOCTI
3aCTOCYBaHHS pes3ynbTaTiB AOC/IMKEHHS 415 PO3P06KM ethekTuBHMX digital-cTpaTeriil, OpieHTOBaHMX Ha ONTMMI3a-
L|it0 B3aEMOAi 3 K/lieHTaMm Ta NigBULLEHHS KOHKYPEHTOCNPOMOXHOCTI MiANPUEMCTB. BUSABNEHI KNOYOBI IHCTPYMEHTU
Ta TeHAeHLii 403BOMATL MigNPMEMCTBAM YCNilHO afanTyBaTUCA A0 LUBMAKMX 3MiH Y LMPOBOMY cepefoBuLL,
L0 Ma€e 3HaYEeHHA SK 4715 BE/IMKMX KOMNaHiiA, TaK i A5 Maioro Ta cepegHboro 6isHecy. OKpim Toro, cTarTa Hajae
pekoMeHaLil oo iHTerpaLlii HOBITHIX TEXHOMOTIA y MapPKETUHIOBI CTpATErii, L0 € KOPUCHUMMN 471 MEHELKEPIB Ta
cnewjanicTis y rasysi LdpoBOro MapKeTuHrY.

KniouoBi cnoBa: UMPOBUIA MapPKETUHT, iHHOBaLi, rnobanbHi TpaHcopMaldii, digital-iHCTpyMEHTH, LWITYUYHWUIA
iIHTENEKT, aHaniTKa AaHnX, NepcoHanisaLlisi, OMHikaHa/IbHUIA MapKETUHT, eCPeKTUBHICTb CTpaTeriii.
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Problem Statement. Digital transformations
affecting all sectors of the economy are funda-
mentally reshaping marketing approaches and
customer interactions. Innovations in digital mar-
keting — such as artificial intelligence, machine
learning, process automation, big data analyt-
ics, content marketing, and personalized strate-
gies — enable businesses to adapt more rapidly
to market shifts and maintain effective consumer
engagement.

Global transformations, including economic
and technological changes, necessitate contin-
uous updates to marketing strategies. However,
while digital innovations drive business agil-
ity, they also introduce new risks, such as data
security concerns and the need for swift techno-
logical adaptation.

This article examines emerging trends in
digital marketing, identifying key digital tools —
such as social media, big data, and Al — and
their impact on business competitiveness. It also
explores the challenges and opportunities asso-
ciated with integrating digital technologies into
marketing strategies.

Review of Recent Studies and Publica-
tions. The digital transformation of corporate
marketing strategies has become a central focus
of modern research, emphasizing the impact of
digital tools on marketing communication effec-
tiveness, business competitiveness, and adapt-
ability to technological advancements.

Both Ukrainian and international scholars
have made significant contributions to study-
ing digital marketing transformation. In Ukraine,
Brusko I. V. and Redchyts M. V. analyze strate-
gic planning for digital transformation and cor-
porate digital maturity [1]. Loiko Ye. M. explores
digital communication strategies and the role
of content marketing in enhancing campaign
effectiveness [2]. Omelyanovych O. R. and
Bobyak A. V. investigate omnichannel marketing
strategies, particularly in the automotive sec-
tor [3]. Chemorda P. O. and Vasyutkina N. V.
focus on social media marketing and the role of
machine learning algorithms in advertising per-
sonalization [4].

Empirical studies confirm the growing signifi-
cance of digital tools in marketing strategies:

— Statista (2023): The global digital
advertising market reached $601 billion in 2023,
reflecting a 10.5% increase from 2022 [10].

— McKinsey (2023): Companies imple-
menting personalized marketing achieve a 40%
higher conversion rate compared to traditional
advertising methods [13].

— Deloitte (2023): 78% of businesses
integrating Al into marketing reported increased
profitability [14].

— HubSpot (2023): Automated email
marketing campaigns drive an 82% increase in
click-through rates [16].

Among global experts, Philip Kotler exam-
ines digital marketing in the context of evolving
marketing strategies and consumer behavior
[5]. Dave Chaffey focuses on leveraging digital
technologies in strategic marketing planning and
multichannel communications [6]. Byron Sharp
analyzes digital advertising effectiveness and
key brand growth drivers in the digital era [7].

A notable study, "Global Trends in Inter-
net Marketing: Current Landscape and Future
Outlook," highlights key trends for 2024-2025,
including video marketing, artificial intelligence,
voice search optimization, and marketing auto-
mation [8]. Meanwhile, the research paper "Dig-
ital Transformation of Marketing Technologies”
explores innovative aspects of digital branding
and their strategic impact on businesses [9].

Despite extensive research, several critical
areas require further investigation. Key chal-
lenges include adapting marketing strategies
to rapid technological shifts, integrating Al into
marketing decision-making, assessing the
effectiveness of digital tools in small and medi-
um-sized enterprises, and ensuring cybersecu-
rity. These gaps emphasize the need for con-
tinued research in the field of digital marketing
transformation.

Unresolved Aspects of the Broader Issue.
Despite the extensive body of research on dig-
ital marketing transformation, several critical
aspects remain underexplored. One of the pri-
mary challenges is the ability of businesses to
adapt their marketing strategies to the rapid
pace of technological change. In particular, the
integration of artificial intelligence and automa-
tion into decision-making processes requires
further investigation to optimize the application
of digital technologies at various stages of mar-
keting activities.

Another key issue is the limited research on
the effectiveness of digital tools for small and
medium-sized enterprises (SMEs). Most stud-
ies focus on large corporations, which limits the
practical relevance for smaller businesses that
often lack access to advanced digital solutions.
This gap highlights the need for specialized
strategies tailored to SMEs, enabling them to
maximize the efficiency of available resources
and digital tools.
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Additionally, the development of more pre-
cise methods for measuring the effectiveness
of digital marketing campaigns remains an open
qguestion. While modern performance assess-
ment tools are widely used, their accuracy and
ability to reflect the real impact on business per-
formance require further refinement. Advancing
new evaluation frameworks for digital strategies
will enable businesses to better understand their
influence on audience engagement and overall
competitiveness.

Cybersecurity threats also present a signifi-
cant concern in the digital marketing landscape.
This is particularly relevant in the context of han-
dling consumer data, which is not only an eth-
ical but also a legal issue, gaining increasing
importance due to global shifts in data privacy
regulations. Strengthening security measures
to protect consumer information is a crucial ele-
ment of a robust and sustainable digital market-
ing strategy.

Article Obijectives. This article aims to
explore innovations and trends in digital market-
ing within the context of global transformations,
with a particular focus on analyzing the impact of
digital technologies on the evolution of corporate
marketing strategies. Special attention is given to
the role of digital tools such as big data analytics,
artificial intelligence, marketing automation, and
social media in enhancing customer engage-
ment and optimizing business processes.

The study also seeks to examine key trends
in digital marketing transformation, assessing
their influence on business adaptability in a rap-
idly changing technological landscape and their
implications for corporate competitiveness. Addi-
tionally, the article identifies the advantages and
challenges associated with the adoption of digi-
tal technologies in marketing, particularly in the
context of small and medium-sized enterprises
(SMEs).

Presentation of Key Research Findings.
Digital marketing, which is rapidly evolving amid
global transformations, has become an integral
component of modern business strategies across
various economic sectors. Over the past dec-
ades, the digitalization of marketing processes
has not only revolutionized customer commu-
nication but also reshaped business structures,
compelling companies to adapt to shifting mar-
ket demands and technological advancements.
Innovations in digital tools, including big data
analytics, marketing automation, artificial intelli-
gence (Al), personalized advertising, and social
media, have emerged as critical drivers of corpo-
rate competitiveness in the digital era [6].

Personalization has become one of the dom-
inant trends in digital marketing in response
to global transformations. According to McK-
insey, 71% of consumers expect a personal-
ized experience when interacting with brands.
Additionally, Deloitte’s research indicates that
companies leveraging personalization strat-
egies see an average revenue increase of
20% [13; 14]. These insights underscore the
importance of tailoring marketing approaches
to meet the unique needs of individual
customers.

Modern Al technologies and machine learn-
ing algorithms facilitate advanced customer seg-
mentation based on factors such as age, loca-
tion, purchase history, and behavioral patterns.
This enables brands to deliver customized con-
tent and targeted advertising, ultimately enhanc-
ing conversion rates and improving customer
engagement.

The success of leading international compa-
nies highlights the effectiveness of digital strate-
gies in marketing communications. For instance,
Coca-Cola leverages artificial intelligence to
analyze consumer preferences, enabling the
optimization of personalized advertising cam-
paigns and driving a 15% increase in sales.
Nike, through its Nike+ loyalty program — inte-
grating a mobile application with data analytics —
has enhanced customer engagement by 50%.
Amazon utilizes big data algorithms to gener-
ate personalized recommendations, resulting
in a 35% increase in average order value. Tesla
implements CRM systems and Al-powered chat-
bots, significantly improving customer service
and reducing decision-making time by 30%.
Starbucks has integrated data analytics into its
mobile application, boosting user engagement
by 40% [17].

Marketing process automation is another key
trend in digital marketing. It involves the use
of CRM systems, content management plat-
forms (CMS), chatbots, as well as automated
platforms for email campaigns and advertising
management. According to HubSpot, 75% of
companies that implement marketing automa-
tion report improved efficiency in their marketing
efforts and reduced costs for handling routine
tasks [15].

Automation also helps reduce human error
and optimize task completion time, enabling
businesses to respond quickly to shifts in con-
sumer behavior. For instance, companies utiliz-
ing chatbots for customer communication can
provide real-time consultations and support,
enhancing customer satisfaction levels.
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Table 1
Marketing Automation Statistics

Indicator Value
The share of companies
using automation 75%
The impact of automation Increase
on campaign effectiveness by 30-40%
Reduction of marketing costs 15-20%

Source: compiled by the author, based on [15]

Big dataanalyticsis another crucial component
of digital marketing, as it provides insights into
consumer behavior and helps predict future
trends. According to Statista, the global data
analytics market was valued at $160 billion in
2020, and it is projected to grow to $274 billion
by 2024.

Digital tools such as Google Analytics,
Facebook Pixel, and Power Bl enable
businesses to collect customer data, analyze
their preferences, and make strategic decisions
based onthese insights. For example, companies
can make precise adjustments to advertising
budgets or optimize marketing campaigns,
increasing their effectiveness.

Table 2
Data analytics market statistics

Indicator

Data analytics market
(2020)

Forecast for 2024 274 billion dollars

Market growth (2020-2024) 71%
Source: compiled by the author, based on [11]

Value

160 billion dollars

Search Engine Optimization (SEO) is a crucial
component of digital strategy aimed at improving
the visibility of websites in search engine results.
Today, SEO strategies focus on a comprehensive
approach to content optimization, including the
creation of high-quality backlinks (link building),
improving website structure, and optimizing
page loading speed.

According to research by  Ahrefs,
approximately 93% of online experiences begin
with a search, and 75% of users do not go to the
second page of search results, which highlights
the importance of SEO for attracting organic
traffic. Well-implemented SEO strategies allow
companies to significantly reduce costs for paid
advertising while enhancing brand recognition
and attracting new customers [11].

Content marketing continues to be an
essential tool in digital marketing. According to

data from the Content Marketing Institute, 70%
of companies actively use content marketing
to attract and retain customers. Given the rise
in popularity of video content and interactive
formats, businesses are adapting their marketing
strategies to the new landscape. In addition
to static materials, an increasing number of
companies are using videos, infographics,
podcasts, and other formats to boost consumer
engagement.

Table 3
SEO and organic traffic statistics
Indicator Value
Search queries starting
with Google 93%
Users who do not go 75%

to the second page

50-100% (depending
on the effectiveness
of the strategy)

Source: compiled by the author, based on [12]

Organic traffic growth
through SEO

Modern content marketing tools allow
businesses to create not only useful but also
personalized content, significantly enhancing
consumer engagement and loyalty. Furthermore,
integration with analytical platforms enables
tracking the effectiveness of each content
element and adjusting strategies based on the
insights gathered.

Table 4
Content marketing statistics

Indicator Value
Companies using content marketing 70%
Customer loyalty growth through 40%
content
The impact of video content 54%
on customer engagement

Source: compiled by the author, based on [12]

Social media plays a central role in modern
marketing campaigns. According to research
by Sprout Social, 57% of consumers make
purchases after seeing a post on social media.
Platforms such as Facebook, Instagram,
LinkedIn, TikTok, and others have become key
venues for brand promotion and interaction with
potential customers.

Brands use social media to create content,
organize advertising, and engage with audiences
through comments and reviews. Additionally,
social media has become a powerful tool for
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running campaigns aimed at attracting loyal
customers and effectively managing brand
reputation [12].

Table 5
Social media statistics

Indicator Value
Users who make purchases 57%
through social media
The impact of social media on
brand trust 60%
Average time spent on social
media per day 2.5 hours

Source: compiled by the author, based on [13]

In the modern digital environment, the ability
of businesses to quickly adapt their marketing
strategies to technological changes is a key
factor in maintaining competitiveness. There
are various approaches to adaptation, including
the integration of new digital platforms, the use
of data analytics, and the implementation of
innovative advertising formats.

Given the rapid pace of change in the
technological landscape, companies aiming to
remain competitive must continuously refine their
strategies by integrating the latest digital tools
and utilizing data to make optimal decisions.

Conclusions. Digital transformation in
marketing is a crucial factor in the development
of modern business strategies, influencing the
effectiveness of interactions between companies
and consumers. The main tools that enhance the
effectiveness of marketing campaigns include

personalization, automation, data analytics,
SEO optimization, and the use of social media.

Personalizing marketing offers through
consumerbehavioranalysishelpsincreaseloyalty
and attract new customers. Artificial intelligence
algorithms allow audience segmentation and
the creation of relevant content. Automating
processes through CRM systems and chatbots
reduces time spent on routine tasks and boosts
campaign efficiency.

Data analytics provides the ability to measure
the effectiveness of strategies and adjust them in
real-time, using tools like Google Analytics and
Power Bl. SEO optimization increases organic
traffic and helps attract potential customers
without additional costs.

Social media remains an important channel
for boosting brand recognition and attracting
new consumers.

In the future, the development of artificial
intelligence integration will be crucial for
more accurate consumer behavior analysis
and decision automation. Additionally, new
technologies such as blockchain and augmented
reality will change the ways of interacting with
the audience.

Forecasting and quickly adjusting strategies
will become increasingly important, and as
technologies evolve, the need for developing
ethical standards to protect personal data will grow.

Digitalization opens new opportunities for
business development, allowing the creation
of personalized strategies and increasing
competitiveness in a rapidly changing digital
environment.
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