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DIGITAL-MARKETING AS A MODERN TOOL FOR PROMOTION OF GOODS
AND SERVICES IN SOCIAL NETWORKS

Abstract. The article substantiates the expediency of using digital marketing to promote
goods and services in social networks. The results of the analysis reflect the important role of digital
marketing as the main tool in promoting goods and services on social networks, building loyalty
and consumer confidence. The significance of external factors (the region where the goods
(services) were entered; the level of economic development of the country; the quality of Internet
coverage; Internet access for all segments of the population; the age of the audience, etc.) in
choosing a marketing strategy through digital marketing. The difference between digital marketing
and Internet marketing is given and it is determined that the concept of «digital marketing» is
a broader concept and in addition to Internet marketing includes advertising and promotion through
digital technologies. Based on the research of scientists, the concept of «digital marketing» is
generalized and it is proposed to consider it as a means of promoting goods (services, brand,
product) through the use of digital technologies to meet consumer needs. Based on the results of the
study, proposals were made to determine the feasibility of using digital marketing to promote
various types of goods (services) in various social networks using an integrated indicator of the
applicability factor. The stages of building a digital marketing strategy are proposed. The
expediency of conducting a preliminary marketing audit is determined, based on analytical data
obtained through various services that act as digital marketing tools.

In the context of the growing popularity of online shopping, there is also a large-scale
competition between online stores. Therefore, in order to be customer-oriented and have its own
loyal audience, the business must take into account the personal preferences of potential consumers
who may become customers of the online store and / or brand.
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DIGITAL-MAPKETHHTI SIK CYYACHHI IHCTPYMEHT TIPOCYBAHHS TOBAPIB
I TOCJYT Y COUIAJIBHUX MEPEXKAX

AnoTanisg. OOrpyHTOBaHO JOUUIBHICTD BUKOpHCTaHHs digital-MapKeTHHTY U1 IpOCyBaHHS
TOBapiB 1 HOCIYT Y COLIAIbHUX Mepexkax. Pe3yapTaT mpoBeeHOro aHalli3y Bi10OpaxaroTh Baromy
pouib digital-MapKeTHHTY SIK TOJIOBHOTO 1HCTPYMEHTY B IIPOCYBaHHI TOBapiB 1 MOCIYT Y COMIAIbHUX
Mepekax, (opMyBaHHI JIOSUIBHOCTI Ta JOBIpM CHOXHBadiB. PO3MNISHYTO Ha MpoaHaIi30BaHO
3HAYYILIICTh 30BHIMIHIX ()aKTOPIB [perioH, Ha SIKUW BUHIUIM 3 TOBapamH (IOCIyraMu); piBEHb
€KOHOMIYHOIO0 PO3BHUTKY KpaiHU; SIKICTh HNOKpPUTTA IHTepHeTy; NOCTYNHICTh 10 IHTepHeTy BCiX
BEPCTB HACEJIEHHs; BiK ayauTOpii Ta iH.] y BUOOpI MapKEeTHHIOBOi CTpaTerii MpocyBaHHS TOBapiB
(mocnmyr) 3a pomomororo digital-mapkerunry. HaBegeno BigminHicTh digital-mapkeTuHry Ta
IHTEpPHET-MapKETUHTY 1 BU3HAUEHO, 110 NOHATTA «digital-MapKeTHHI» € MIMPIIUM MOHATTAM 1, KpIM
IHTepHET-MapKETUHTY, BKIIIOYA€ peKIaMy 1 MPOCYBaHHA 3a JJOMOMOTo10 Lu(ppoBuX TexHojorii. Ha
OCHOBI JIOCII/PKEHb HAYKOBIIB y3aralbHEHO MOHATTS «digital-MapKeTHHIr» 1 3amporoHOBaHO HOTO
po3rasAatu SK 3acid0 MpocyBaHHA TOBapiB (MOCiIyr, OpeHAy, NPOAYKTY) 3a JOMNOMOIOIO
BUKOPUCTAHHS IU(PPOBUX TEXHOJIOTH 3 METOI 3aJ0BOJIeHHA noTped crnokuBada. Ha migcrasi
pe3yJIbTaTiB BUKOHAHOTO JOCIHIIKEHHS c(pOpMOBAHO MPOIMO3MUIIT 11010 BU3HAYEHHS JOLIIBHOCTI
3actocyBaHHs digital-MapkeTHHTy [Js NPOCYBAaHHSA pPI3HOMAHITHUX BHJIB TOBapiB (MOCIYT) Y
PI3HUX COLIAJbHUX MepeXkax 3a JOMNOMOIrOI0 IHTErpajbHOIO IMOKa3HMKA (DaKTOpy 3aCTOCOBHOCTI.
3anponoHOBaHO eTanu MoOyaoBH cTparerii MUGpPOBOro MapKEeTUHry. Bu3HadeHO IOUIIBHICTH
IPOBE/ICHHS TONEPEIHHOT0 MAPKETHHIOBOTO ayJUTy, CIIMPAIOYUCh HA aHAIITUYHI JaHi, OTPUMaHi
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3a JIONOMOTOI0 PI3HOMaHITHUX CEPBICIB, II0 BUCTYNAIOTh Yy poJii 1IHCTpYMeHTIB digital-mapkeTHHry.
B ymoBax yceoxomor4oi oIy IsspHOCTI OHJIAHH-IIIONIHTY OJHOYACHO CIIOCTEPIraeThCsl ICHYBaHHS
MaciTabHOi KOHKypeHIii MiX OHJaiH-marazuHamu. Binrak, abu OyTH KJIi€HTOOPI€EHTOBAaHUM 1
MaTH BIJIACHY JIOSUIbHY ayJIuTOpil0, O13HEC NOBHHEH YypaxyBaTH IE€PCOHAIbHI YIOJ00aHHS
MOTEHITIHHUX CTIO’KUBAYIB, sIKI MOXKYTh CTaTH KIIIEHTaMH OHJIaifH-Mara3uny ta/abo OpeHmy.

Knwuoei cnoea: digital-mapketunr; couiaiabHi Mepexi, eWOM, MapKeTHHT y COLiaIbHUX
Mepeskax, TOBapH 1 IOCTYTH.

®opmyr: 0; puc.: 4; Tadmn.: 1; 616:.: 30.

Introduction. The digitalization of the global economy forces businesses to reconsider the
usual means of promoting goods and services, and new digital methods of processing and using
information are becoming the main source of improving the efficiency and effectiveness of
marketing activities. The rapid transition of online shopping from Internet sites to social networks
leads to the need for specific marketing tools capable of attracting the attention of consumers. The
transition of the world economy to the rails of Industry 4.0 leads to technological, economic, social
and cultural shifts in society and is characterized by the introduction of new technologies in
production, which requires the restructuring of business models in the format of bilateral contact
«retailer-consumer» using the latest technologies and services, communication tools.

Study analysis and problem statement. Diagnosing the theoretical and methodological
basis of the problems of promoting goods and services through social networks with the help of
digital marketing, we should refer to the scientific works of scholars such as Algharabat R., et.al.
who argue that to increase brand loyalty on social media, brand managers should increase the
activation of their customers through their Facebook page by conducting additional research into
customer satisfaction levels of network quality, the download speed of data [1]. Behera R. K., et.al.
focuses on the recommendation mechanism used in Internet platforms (e.g., email, social media,
Internet-enabled TV, web portals for online shopping and mobile apps) to recommend relevant
items that online customers may find attractive and likely to purchase. This includes real-time
personalized labeling, but it is not homogeneous across demographic boundaries [2]. With the use
of eWOM communication in social networks, companies have gained new opportunities to obtain
information about consumer preferences by studying the content of users’ online pages, according
to a study [3], and online communities [4]. Interesting article by Ismagilova E. which determines
that with the help of the information obtained from eWOM communications companies can
influence consumer behavior [5].

Consumer reviews are a weighty part of social media and testify to the problems of
information quality, reliability, and usefulness. The study of Ismagilova E. indicates that reviews on
the Internet can lead to changes in consumer attitudes towards the brand and their purchasing
behavior, which ultimately affects the performance of the company [6]. In addition, research on the
impact of social media marketing on the development of e-sales, in developing countries, where the
prevalence of social media marketing is lower compared to developed countries, is interesting [7].
Also important is the research legacy of Lallement et al., 2019, on the study of issues related to
reputation and its impact on consumer search behavior [8].

Tran and Strutton [9] and Kulkarni et al. [10] have devoted their research to the issue of
improving consumer engagement and customer experience by studying e-servicescape [9] and the
impact of viral advertising. Research has shown that e-servicescape has a positive effect on
consumer trust, which in turn affects eWOM intentions and customer loyalty [9].

Research Srivastava A. et. al. studies how recommendation systems affect the development of
marketing strategies to provide personalized recommendations to each individual user, given the
existence among users of products (services) «gray sheepy, i.e., stand out among the main audience of
consumers, and their removal from the system can help improve the overall effectiveness of
recommendation systems based on collaborative filtering [11]. Nisar T. M. et. al. studied how different
types of eWOM affect the reputation of the firm (information diversity, valence), which affects revenue
growth and is an indicator of company performance [12]. Sokolova K. and Kefi H. studied the influence
of bloggers in social networks on consumers’ intention to purchase a product (service) [13].
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In their study Jacobson J. et. al. introduced the new concept of «marketing comfort» as
comfort for the individual through the use of public information in social media for targeted
advertising, customer relations, and opinion research. It is about the fact that even though people
assess their risks from disclosing personalized information on social media pages, they are still
willing to compromise privacy because they also benefit from the use of social media. The key here
is for marketers to mitigate consumers’ concerns so that they do not lose confidence in marketers’
digital practices ) [14]. Johnson C. D. et. al. investigated flow in the context of the mobile interface,
that is, this state of «lostness» in an activity that occurs when an individual’s skills match the
challenge level of the task [15]. However, despite the significant amount of scientific work, the
question of using digital marketing to promote products (services) in social networks requires
further study, given the rapid development of demands of users of social networks.

The aim of the article is to substantiate the theoretical and practical provisions of the use of
digital marketing in social networks as a modern tool to promote products (services). Despite the
existing layer of scientific research, in today’s realities, these issues are still relevant. To achieve the
objectives, we used such methods of general scientific knowledge as analysis, synthesis,
systematization, grouping, synthesis and formalization, the method of logical comparison and
analytic-synthetic processing of information, methods of scientific abstraction, methods of
systematic and functional approach, which allowed.

Study results. The number of social media users is constantly growing. About 6 platforms
have more than 1 billion monthly active users, while the remaining 17 platforms have more than 300
million. At the same time, the global user is now, on average, present in more than 8 different social
channels. In turn, about 45% of Internet users worldwide turn to social networks at least once a
month, looking for information about products or services they are thinking of purchasing [16].
However, on average, 27.5% consider social networking sites as a source of purchasing information.
It should be noted that among the younger age groups the rate of using social networks to find
products to purchase is significantly higher. For example, Internet users of Generation Z start their
brand research on social networks rather than search engines, which is 53.2%, while those aged 25 to
34 resort to this in 48.2% of cases [16]. Pandemic, quarantine, and quarantine restrictions play a key
role in this process starting in 2020. The majority of companies who previously did not have social
media pages in order to be able to continue their activities during the lockdown have not just entered
digital, but in most cases, solidly moved their business to social media. In addition, e-commerce
business requires fewer financial resources to start and further develop, which will increase the
number of new entrepreneurs and expand opportunities to scale the business in Ukraine and abroad.

This indicates that in social networks there is an imbalance between the supply of goods
(services) and the demand for them. That is, social networks do not yet dominate among the means
of searching for goods (services), but recently they have been rapidly gaining popularity. Therefore,
it is advisable for marketers to work towards expanding the audience of social network users who
will use social networks to search for goods and services necessary for their own consumption. In
the era of total digitalization, such tasks face the main trend of the modern market promotion of
goods and services — digital marketing.

At the same time, the presence of a significant number of scientific works has not solved the
problem of defining the interpretation of the concept of «digital marketing». Table shows the
existing approaches to defining the concept of «digital marketingy.

Summarizing the existing scientific thought can be concluded that digital marketing — is a
means to promote products (services, brand, product) through the use of digital technologies to meet
the needs of consumers.

It should be noted that digital marketing (digital marketing) is a broader concept than Internet
marketing and includes in addition to Internet marketing (SEO promotion of the site, context,
webinars, etc., that is, all the channels that are available to the user only on the Internet) advertising
and promotion through digital technologies In the modern digital technology and the Internet are
changing demands of society, social trends, business needs. This leads to the need to revise the
marketing tools, the application of which ensures the achievement of the marketing strategy.
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Table
Approaches to defining the concept of «digital marketing»
Author Definition of digital marketing

Oklandera M. A., a type of marketing activity that, through digital channels, allows for targeted

Romanenko O. O. [17] interaction with target market segments in virtual and real environments.

Marchuk O. O. [18] a comprehensive approach to promoting the company, its products in the
digital environment, as well as reaching offline consumers.

Illiashenko S. M., a type of marketing activity that involves communicating with the audience

Ivanova T. Ie. [19] through digital channels to solve business problems.

Dave Chaffey [20] a set of tools to achieve marketing goals in digital channels

Rajshree Satdive [21] is a broad technology used for marketing, information about products and
services, reaching viewers, and converting them into customers.

Ruban V. V. [22] is a modern means of enterprise communication with the market through
digital promotion channels for the purpose of effective interaction with
potential or real consumers in virtual and real environments.

Poliakh S. S. [23] Philosophy, strategy, and tactics of business, based on an integrated system of
organization of creation and sale of goods and services, focused on meeting the
needs of specific customers and profit based on all possible forms of digital
channels, communication networks, including GSM, GPS, GPRS, Bluetooth,
Wi-Fi, and the Internet.

Digital marketing tools represent the full range of the latest technologies used by marketers
on the Internet and other digital channels to implement a company’s marketing strategy and
stimulate business development in general, which will maintain brand image and respond to
changes in customer attitudes; support the launch of a new brand or product in the market, as well
as accompanying brand development in the future; increase brand awareness in the market and thus
increase market share; encourage breeding Digital marketing tools act as website search engine
optimization, content marketing, social media marketing (SMM), pay-per-click (PPC) advertising,
email marketing, contextual advertising (remarketing, retargeting), blogging, video marketing,
event marketing (event marketing), software, Mar-tech, etc. [24; 25]. Viral marketing can be
considered as an aggressive tool of digital marketing. One of the main achievements of
digitalization is the emergence of Web 2.0 tools, which are used to promote brands and products.
Thus, representatives of Generation Z trust the information transmitted via the Internet and social
networks. At the same time, their final decision to buy is strongly influenced by promotions [26].

Research by Kristina T., and Sugiarto C. shows that social media marketing and electronic
word of mouth (eWOM) have a positive result and a significant trust effect and finally have a
positive effect on the consumer’s intention to purchase a product (service). The final decision of the
consumer to purchase or not to purchase a product (service), based on the information obtained in
the social network through eWOM, is influenced by the format of the information because the
decision begins with interest and then comes the purchase [27].

The Internet marketing and advertising segment are growing both in the consumer sector, as
evidenced by the appearance of new online stores every day and in the B2B marketplace. In 2021, a
characteristic feature of the B2B market is the realization that customers are no longer satisfied with
the B2B status quo, they want a more personalized approach built on their own experience.

Thus, the B2B market in Europe has vividly responded to the changes in society in recent
years. In particular, the most visited B2B online stores in Estonia are Kaup24, On24, Hansapost, 1a,
and Shoppa. At the same time, more than 50% of Estonian citizens use international online
platforms like Alibaba, AliExpress for online retail shopping. Estonia has the highest internet
penetration rate in Europe (97% in 2020) and significantly exceeds Ukraine’s rate of 63% [28].

Ukraine has the lowest level of spending per person on e-commerce per year $104, which is
explained by low per capita income and low purchasing power. Today the share of e-commerce in
GDP in Ukraine is 2.6%. The high level of e-GDP in the Czech Republic is 3.7%, and the lowest in
Latvia is 1.1% (Fig. 1).
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Fig. 1. The volume of the e-commerce market and its growth rate in Ukraine

and Eastern Europe
Source: compiled and calculated according to [27—29].

The Ukrainian e-commerce market had the highest growth rate (41%) and the lowest e-cost
per person per year ($104) in 2020 compared to its closest neighbors (Fig. 2). The low level of
spending per person per year on e-commerce by low per capita income and low purchasing power.
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Fig. 2. Expenditures per person on e-commerce and the level of e-GDP in Ukraine

and Eastern Europe
Source: compiled and calculated according to [27—29].

Advertising in social networks (SMM) is one of the most common means of promoting the
goods (services) of an online store. It is used by 35.3% of marketers. According to Ascend2’s 2020
Digital marketing strategies study, social media promotion is one of the top three most effective
digital marketing tactics, along with search engine optimization (SEO) and blog posts [27].

To promote the brand and increase sales, digital communications are constantly improving
existing options for advertising in social networks. These include videos (short promos, «storiesy,
live streams, and YouTube channels; popular among generations «X» and «Zy), native ads, «smart
ads» (adapting to potential customers).
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It should be noted that the territory of the use of digital marketing is rapidly expanding,
which requires the involvement of more specialists.

Fig. 3 and 4 show the state of the effectiveness of different channels of digital marketing in
social networks and identify a list of popular social networks in Ukraine.
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Fig. 3. The effectiveness of using different channels of digital marketing in social networks
Source: compiled and calculated according to [27—29].
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Fig. 4. Popular social networks in Ukraine
Source: compiled and calculated according to [27—29].

At the same time, data from marketing reports show that people’s behavior and preferences
vary significantly from region to region. That is why the tactic of implementation of digital
marketing by firms in 2020 involves outsourcing part of the work to specialists. The effectiveness
of this strategy is 71%, while the implementation of digital marketing only by professionals of the
company is effective at 18%. However, it is not expedient to outsource the entire process, because
the effectiveness of such a strategy is only 11% [29]. At the same time, in Ukraine, there is a low
practice of using digital marketing tools to promote products and services. The problems of digital
marketing in Ukraine are prescribed in the «Economic Strategy of Ukraine 2030 — a country with a
developed digital economy». In particular, it defines the weak role of the state in the development

of digital trends, the lack of qualified specialists at enterprises, the high cost of implementing a
digital marketing system [30].
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A significant problem in the application of digital marketing is the need to optimize business
pages for mobile devices. After all, most users visit social networks using cell phones. The quality
of Internet coverage is extremely important here. After all, there is a big difference between 3G and
5@, and countries that have already activated 5G networks are already seeing significant benefits in
terms of mobile data speed. Faster connections mean that people can access Internet commerce
anywhere in the world, particularly when they are on the go. In addition, while many platforms are
popular with users around the world, the ways in which these platforms are used often differ from
region to region. For these reasons, you need to invest time to understand the nuances of your
particular audience.

We suggest the following steps build a digital marketing strategy.

1. Study the potential market online. Before entering new online markets, you need to conduct
market research to see if your business has the potential to succeed. Market research will determine your
sales potential and how much competition currently exists and is expected in the future.

2. Competitive Research. Even if you’re not entering a new market, you need to keep track
of what your competitors are offering customers, both in terms of their products and services and
how they reach customers. Sometimes your competitors are a valuable source of new ideas. You
need to know what they do, how they do it, and what it brings them.

3. Pre-Audit. This involves answering the question, «Who do I want to attract?», «Why
might they use social media?», «What platform would be most relevant to motivate them?», «How
can I use these channels to get the results I want?».

We propose to determine the feasibility of digital-marketing to promote different types of
goods (services) in various social networks by means of an integral indicator of the applicability
factor based on expert assessments, using a conventional scale from 0 to 100, where 0 indicates that
the social network is completely unsuitable for positioning specific goods (services), and 100 - the
social network fully satisfies marketers to promote products (services) by a number of
characteristics: the purpose of the social network, the age of the audience of the social network, the
specifics of the products (services). So, for example, the promotion of medical products using SMM
on Pinterest will not bring any results (neither expand the audience nor increase sales), instead of
using Facebook and YouTube for this purpose will bring the expected results, because these social
networks cover the audience who may be interested in this product.

When conducting a preliminary audit, it is advisable to rely on analytical data obtained with
the help of various services that act as digital marketing tools. Such services include Minter.io
(applicable to Instagram, Facebook; analysis of hashtags, user engagement, opportunities for
collaboration with Influencers, etc.), Smartmetrics (applicable to Instagram; a collection of a
maximum amount of data on account statistics, analysis of hashtags, etc.), BuzzoSum, SproutSoca,
SocialBakers (more suitable for promoting goods and services on international markets; opportunities
for cooperation with Influencers; competitor monitoring; statistics on reposts, likes, saves, reactions;
most popular publications), Fanpage karma, Popsters (applicable to Facebook; detailed analysis of
competitor accounts), Livedune (applicable to all social networks; auto search settings, baseline
history, etc.), BrandMention (monitoring reviews of products (services), Hootsuitem (customer
support), trendHERO (applicable to Instagram; search and check bloggers, etc.).

Conclusions. Social media can significantly contribute to e-commerce by demonstrating
brand positioning, increasing audience loyalty, communicating with customers, and working with
their feedback. Consumer feedback is a powerful tool in managing the process of promoting
products and services on social media.

While medium-sized businesses can use them to generate a significant number of direct
sales, particularly through Instagram and Facebook, large businesses can use them to stand out from
the competition and develop a powerful brand.

Jlitepatypa
1. Algharabat R., Rana N. P., Alalwan A. A., Baabdullah A., Gupta A. Investigating the antecedents of customer brand
engagement and consumer-based brand equity in social media Journal of Retailing and Consumer Services. 2020. Vol. 53.
2. Behera R. K., Gunasekaran A., Gupta S., Kamboj S., Bala P. K. Personalized digital marketing recommender engine. Journal
of Retailing and Consumer Services. 2020. Vol. 53. P. 101799.

368 ISSN 2306-4994 (print); ISSN 2310-8770 (online)



FINANCIAL AND CREDIT ACTIVITIES: PROBLEMS OF THEORY AND PRACTICE 2022 N2 1 (42)

3, Chang Y.-C., Ku C.-H., Chen C.-H. Social media analytics: Extracting and visualizing Hilton hotel ratings and reviews from
TripAdvisor. International Journal of Information Management. 2019. Vol. 48. P. 263—279.

4. LiuL., Lee M. K. O., Liu R., Chen J. Trust transfer in social media brand communities: The role of consumer engagement.
International Journal of Information Management. 2018. Vol. 41. P. 1—13.

5. Ismagilova E., Slade E., Rana N. P., Dwivedi Y. K. The effect of characteristics of source credibility on consumer behaviour:
A meta-analysis. Journal of Retailing and Consumer Services. 2020. Vol. 53.

6.  Ismagilova E., Slade E. L., Rana N. P., Dwivedi Y. K. The Effect of Electronic Word of Mouth Communications on Intention
to Buy: A Meta-Analysis. Inf Syst Front. 2020. Vol. 22. P. 1203—1226.

7. Liu X., Shin H., Burns A. C. Examining the impact of luxury brand’s social media marketing on customer engagement: Using
big data analytics and natural language processing. Journal of Business Research. 2019.

8. Lallement J., Dejean S., Euzéby F., Martinez C. The interaction between reputation and information search: Evidence of
information avoidance and confirmation bias Journal of Retailing and Consumer Services. 2020. Vol. 53. P. 101787.

9.  Tran G. A., Strutton D. Comparing email and SNS users: Investigating e-servicescape, customer reviews, trust, loyalty and
E-WOM. Journal of Retailing and Consumer Services. 2020. Vol. 53. P. 101782.

10. Kulkarni K. K., Kalro A. D., Sharma D., Sharma P. A typology of viral ad sharers using sentiment analysis. Journal of
Retailing and Consumer Services. 2020. Vol. 53.

11. Srivastava A., Bala P. K., Kumar B. New perspectives on gray sheep behavior in E-commerce recommendations. Journal of
Retailing and Consumer Services. 2020. Vol. 53.

12.  Nisar T. M., Prabhakar G., llavarasan P. V., Baabdullah A. M. Up the ante: Electronic word of mouth and its effects on firm
reputation and performance. Journal of Retailing and Consumer Services. 2020. Vol. 53.

13.  Sokolova K., Kefi H. Instagram and YouTube bloggers promote it, why should I buy? How credibility and parasocial
interaction influence purchase intentions. Journal of Retailing and Consumer Services. 2020. Vol. 53.

14.  Jacobson J., Gruzd A., Hernandez-Garcia A. Social media marketing: Who is watching the watchers? Journal of Retailing and
Consumer Services. 2020. Vol. 53.

15. Johnson C. D., Bauer B. C., Singh N. Exploring flow in the mobile interface context. Journal of Retailing and Consumer
Services. 2020. Vol. 53.

16. Kemp S. Digital 2021: Global Overview Report. 2021. January 27. URL : https://datareportal.com/reports/digital-2021-global-
overview-report (date of access: 08.02.2022).

17. Oxmanmep M. A., Pomanenko O. O. Crernmdivyi BiAMIHHOCTI HH(POBOTO MAapKETUHTY Bijl IHTEPHET-MAPKETHHTY.
Exonomiunuii sichux Hayionanenoeo mexuiynoco yuigepcumemy Yxpainu «Kuigcokuti noaimexniynuti incmumymy. 2015.
Ne 12. C. 362—371.

18.  Marchuk O. O. Digital marketing as an innovative management tool. Economy and Society. 2018.

19. TImmsmenko C. M., IBanoBa T. €. [ucTpyMeHTH Ta MeTOau MpocyBaHHs NpoAyKuii B Internet: ananituanuii ornsia. Mapkemune
i menedacmenm innosayiu. 2015. Ne 3. C. 20—32.

20. Ellis-Chadwick F., Chaftey D. Digital Marketing. Pearson. New York : Pearson, 2019. 576 p.

21. Rajshree Satdive. Digital Marketing. Mukt Shabd Journal. 2020. Vol. IX. Is. VI. P. 2353.

22. Pyb6an B. B. CyuwacHi iHCTpyMeHTH HIH(POBOro MapkKeTHHTY. Bicnux X/AY. Exonomiumi wnayxku. 2018. Ne 30. T. 1.
C. 143—146.

23. THomsx C. C. CyrtHicTb, iHcTpyMeHTH Ta Meroau digital-MapkeTuHry y cydacHomy Oi3Heci. Cmpamezia eKoHOMiuHO20
possumky Ykpainu : 30. Hayk. np. / M-Bo ocBitH 1 Haykn Ykpainu, JIBH3 «KuiB. Hai. exoH. yH-T iM. B. ['etbMana ; [peakon. :
O. M. I'pebemkoBa (rou. pen.) ta in.]. Kuis : KHEY, 2020. Bum. 46. C. 55—65.

24. Coxenpka A. B. IudpoBi MapkeTHHroBi iHCTPYMEHTH /I PO3BHUTKY Oi3Hecy: PETPOCHEKTHBHUI aHali3, CydacHi TeHICHIIi,
HanpsiIMU PO3BUTKY. [Ipuvopromopcoki exonomiuni cmyoii. 2020. Bum. 50-1. C. 7—12.

25. Bilyk V., Serhiienko O., Krupenna I. Digital Marketing Tools in the Conditions of Transformation of Communications of the
Modern Organization. Scientific Journal of Yuriy Fedkovich Chernivtsi National University. Economics. 2020. Ne 825.

26. Vasan M. Impact of promotional marketing using Web 2.0 tools on purchase decision of Gen Z. Materials Today: Proceedings.
2021.

27. Ascend2. 2020 Digital Marketing Strategies Report. Survey Summary Report. URL : https://ascend2.com/wp-
content/uploads/2019/11/Ascend2-2020-Digital-Marketing-Plans-Survey-Summary-Report-191120.pdf  (date of access:
08.02.2022)

28. Sk 3MiHMBCS PHHOK eJeKTpoHHOT Kkomepuii B VYkpaini 3a 2020 pik : gocmimkenns. URL : https://psm7.com/uk/e-
commerce/kak-izmenilsya-rynok-elektronnoj-kommercii-v-ukraine-za-2020-god-issledovanie.html ~ (mata  3BepHeHHS
08.02.2022)

29.  JHocnimxenus puaky SEO — omuryBanns TonoBux SEO arenmiit. 2021. URL : https://www.plerdy.com/ua/blog/seo-market-
research-survey/ (nara 3sepuenns : 08.02.2022).

30. VYkpaina 2030: Jlokrpuna 30amaHcoBaHOro po3BUTKY. Bupanus npyre. JIesiB : Kambpapis, 2017. 164 c. URL
http://econom.chnu.edu.ua/wp-content/uploads/2018/03/E-Book-Doctrine-2030.pdf (nata 3Bepuenns : 08.02.2022).

Cmammio pexomendosaro 0o opyky 19.02.2022 © Escetiyesa O., Jlorvuak 3., Cemenoa O., Apsic M., Ilonomapenxo 1.

References

1. Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., & Gupta, A. (2020). Investigating the antecedents of customer
brand engagement and consumer-based brand equity in social media. Journal of Retailing and Consumer Services, 53.
https://doi.org/10.1016/j.jretconser.2019.01.016.

2. Behera, R. K., Gunasekaran, A., Gupta, S., Kamboj, S., & Bala, P. K. (2020). Personalized digital marketing recommender
engine. Journal of Retailing and Consumer Services, 53, 101799. https://doi.org/10.1016/j.jretconser.2019.03.026.

3. Chang, Y.-C., Ku, C.-H., & Chen, C.-H. (2019). Social media analytics: Extracting and visualizing Hilton hotel ratings and
reviews from TripAdvisor. International Journal of Information Management, 48, 263—279. https://doi.org/10.1016
/j.ijinfomgt.2017.11.001.

4.  Liu, L., Lee, M. K. O., Liu, R., & Chen, J. (2018). Trust transfer in social media brand communities: The role of consumer

engagement. International Journal of Information Management, 41, 1—13. https://doi.org/10.1016/j.ijinfomgt.2018.02.006.

ISSN 2306-4994 (print); ISSN 2310-8770 (online) 369



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.
21.
22.

23.

24.

25.

26.

27.

28.

29.

30.

OIHAHCOBO-KPEAUTHA AIANBHICTb: MPOBJIEMW TEOPIT I MPAKTUKM 2022 N2 1 (42)

Ismagilova, E., Slade, E., Rana, N. P., & Dwivedi, Y. K. (2020). The effect of characteristics of source credibility on consumer
behaviour: A meta-analysis. Journal of Retailing and Consumer Services, 53. https://doi.org/10.1016/j.jretconser.2019.01.005.
Ismagilova, E., Slade, E. L., Rana, N. P., & Dwivedi, Y. K. (2020). The Effect of Electronic Word of Mouth Communications
on Intention to Buy: A Meta-Analysis. Information Systems Frontiers, 22 (5), 1203—1226. https://doi.org/10.1007/s10796-
019-09924-y.

Liu, X., Shin, H., & Burns, A. C. (2019). Examining the impact of luxury brand’s social media marketing on customer
engagement: Using big data analytics and natural language processing. Journal of Business Research.
https://doi.org/10.1016/j.jbusres.2019.04.042.

Lallement, J., Dejean, S., Euzéby, F., & Martinez, C. (2020). The interaction between reputation and information search:
Evidence of information avoidance and confirmation bias. Journal of Retailing and Consumer Services, 53, 101787.
https://doi.org/10.1016/j.jretconser.2019.03.014.

Tran, G. A., & Strutton, D. (2020). Comparing email and SNS users: Investigating e-servicescape, customer reviews, trust,
loyalty and E-WOM. Journal of Retailing and Consumer Services, 53, 101782.
https://doi.org/10.1016/j.jretconser.2019.03.009.

Kulkarni, K. K., Kalro, A. D., Sharma, D., & Sharma, P. (2020). A typology of viral ad sharers using sentiment analysis.
Journal of Retailing and Consumer Services, 53. https://doi.org/10.1016/j.jretconser.2019.01.008.

Srivastava, A., Bala, P. K., & Kumar, B. (2020). New perspectives on gray sheep behavior in E-commerce recommendations.
Journal of Retailing and Consumer Services, 53. https://doi.org/10.1016/j.jretconser.2019.02.018.

Nisar, T. M., Prabhakar, G., Ilavarasan, P. V., & Baabdullah, A. M. (2020). Up the ante: Electronic word of mouth and its
effects on firm reputation and performance. Journal of Retailing and  Consumer  Services, 53.
https://doi.org/10.1016/j.jretconser.2018.12.010.

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should I buy? How credibility
and parasocial interaction influence purchase intentions. Journal of Retailing and Consumer Services, 53.
https://doi.org/10.1016/j.jretconser.2019.01.011.

Jacobson, J., Gruzd, A., & Hernandez-Garcia, A. (2020). Social media marketing: Who is watching the watchers? Journal
of Retailing and Consumer Services, 53. https://doi.org/10.1016/j.jretconser.2019.03.001.

Johnson, C. D., Bauer, B. C., & Singh, N. (2020). Exploring flow in the mobile interface context. Journal of Retailing and
Consumer Services, 53. https://doi.org/10.1016/j.jretconser.2019.01.013.

Kemp, S. (2021, January 27). Digital 2021: Global overview report. DataReportal — Global Digital Insights. Retrieved
February 8, 2022, from https://datareportal.com/reports/digital-2021-global-overview-report.

Oklander, M. A., & Romanenko, O. O. (2015). Spetsyfichni vidminnosti tsyfrovoho marketynhu vid internet-marketynhu
[Specific differences between digital marketing and Internet marketing]. Ekonomichnyi visnyk Natsionalnoho tekhnichnoho
universytetu Ukrainy Kyivskyi politekhnichnyi instytut — Economic Bulletin of the National Technical University of Ukraine
«Kyiv Polytechnic Institutey, 12, 362—371 [in Ukrainian].

Marchuk, O. O. (2018). Digital marketing as an innovative management tool. Economy and Society.
https://doi.org/10.32782/2524-0072/2018-17-43.

Illiashenko, S. M., & Ivanova, T. Ye. (2015). Instrumenty ta metody prosuvannia produktsii v Internet: analitychnyi ohliad
[Tools and methods of product promotion on the Internet: an analytical review]. Marketynh i menedzhment innovatsii —
Marketing and innovation management, 3, 20—32 [in Ukrainian].

Ellis-Chadwick F., Chaffey D. (2019). Digital Marketing. Pearson. New York: Pearson.

Rajshree Satdive. Digital Marketing (2020). Mukt Shabd Journal, IX, V1, 2353.

Ruban, V. V. (2018). Suchasni instrumenty tsyfrovoho marketynhu [Modern digital marketing tools]. Naukovyi visnyk
Khersonskoho derzhavnoho universytetu. Ekonomichni nauky — Bulletin of KSU. Economic Sciences Series, 30 (1), 143—146
[in Ukrainian].

Poliakh, S. S. (2020). Sutnist, instrumenty ta metody digital-marketynhu u suchasnomu biznesi. Stratehiia ekonomichnoho
rozvytku Ukrainy [The essence, tools and methods of digital marketing in modern business]. Kyiv: KNEU, 46, 55—65 [in
Ukrainian].

Sokhetska, A. V. (2020). Tsyfrovi marketynhovi instrumenty dlia rozvytku biznesu: retrospektyvnyi analiz, suchasni tendentsii,
napriamy rozvytku [Digital marketing tools for business development: retrospective analysis, current trends, directions
of development]. Prychornomorski — ekonomichni  studii — Black Sea Economic Studies, 50-1, 7—I12.
https://doi.org/10.32843/bses.50-1 [in Ukrainian].

Bilyk, V., Serhiienko, O., & Krupenna, 1. (2020). Digital Marketing Tools in the Conditions of Transformation of
Communications of the Modern Organization. Scientific Journal of Yuriy Fedkovich Chernivtsi National University.
Economics, 825. https://doi.org/10.31861/ecovis/2020-825-5.

Vasan, M. (2021). Impact of promotional marketing using Web 2.0 tools on purchase decision of Gen Z. Materials Today:
Proceedings. https://doi.org/10.1016/j.matpr.2021.03.188.

Ascend2. 2020 Digital Marketing Strategies Report. Survey Summary Report. (2020). Retrieved February 8, 2022, from
https://ascend2.com/wp-content/uploads/2019/11/Ascend2-2020-Digital-Marketing-Plans-Survey-Summary-Report-
191120.pdf.

Yak zminyvsia rynok elektronnoi komertsii v Ukraini za 2020 rik: doslidzhennia [How the e-commerce market in Ukraine has
changed in 2020: a study]. (2020). Retrieved February 8, 2022, from https://psm7.com/uk/e-commerce/kak-izmenilsya-rynok-
elektronnoj-kommercii-v-ukraine-za-2020-god-issledovanie.html [in Ukrainian].

Doslidzhennia rynku SEO — opytuvannia topovykh SEO ahentsii [SEO market research — a survey of top SEO agencies].
(September 09, 2021). Retrieved February 8, 2022, from https://www.plerdy.com/ua/blog/seo-market-research-survey
[in Ukrainian].

Ukraina 2030: Doktryna zbalansovanoho rozvytku. Vydannia druhe [Ukraine 2030.: The Doctrine of Balanced Development.
Second edition]. (2017). Lviv. Retrieved February 8, 2022, from http://econom.chnu.edu.ua/wp-content/uploads/2018/03/E-
Book-Doctrine-2030.pdf [in Ukrainian].

The article is recommended for printing 19.02.2022 © Yevseitseva O., Liulchak Z., Semenda O., Jirvis M., Ponomarenko 1.

370 ISSN 2306-4994 (print); ISSN 2310-8770 (online)



