®IHAHCOBO-KPEAUTHA AIAMbHICTb: MPOBSIEMW TEOPIT TA MPAKTUKM
Tom 6 (47), 2022

Tetiana Riabova

PhD in Economics, Associate Professor
of the Department of Marketing, PR-
Technologies and Logistics,
Educational-Scientific Institute of
Economics, Chernihiv Polytechnic
National University, Chernihiv, Ukraine;

(Corresponding author)

Ihor Riabov

PhD in Economics, Associate Professor
of the Department of Marketing, PR-
Technologies and Logistics,
Educational-Scientific Institute of
Economics, Chernihiv Polytechnic
National University, Chernihiv, Ukraine;
ORCID: 0000-0002-7912-932X

Olha Vovchanska

PhD, Associate Professor of the
Department of Marketing, Faculty of
International Economic Relations and
Information Technology, Lviv
University of Trade and Economics,
Lviv, Ukraine;

ORCID: 0000-0001-8005-345X
Tchon Li

PhD, Associate Professor, Head of the
International Business & Marketing
Department, Yanka Kupala State
University of Grodno, Grodno, Belarus;
ORCID: 0000-0002-6452-1038
Volodymyr Saienko

D.Sc. (in Organization and
Management), Professor of the
Department of Innovation
Management, Faculty of Social
Sciences, Academy of Applied Sciences
— Academy of Management and
Administration in Opole, Opole, Poland;
ORCID: 0000-0003-2736-0017

Received: 09/12/2022
Accepted: 23/12/2022
Published: 30/12/2022

© Copyright
2022 by the author(s)

O®

This is an Open Access article
distributed under the terms of the
Creative Commans CC-BY 4.0

PECULIARITIES OF DIGITAL MARKETING IN
THE ERA OF GLOBALIZATION: AN ANALYSIS OF
THE CHALLENGES

ABSTRACT

Today's dynamic world is characterized primarily by two defining factors: the rapid dig-
italization of various spheres of interaction and the globalization of relationships and
technology. As a result, new uses of well-known practices are emerging, in particular
digital marketing. Meanwhile, such structural transformations are characterized by a
large number of challenges that can hinder rapid growth. This article examines the
challenges facing digital marketing tools in the era of globalization and the prospects
for minimizing the impact of the negative effects of these challenges on the performance
of companies, as well as determining the economic effect of adapting to these chal-
lenges. The article aims to determine the peculiarities of the use of modern digital mar-
keting tools in the globalization of the economic space and to highlight the proposals
for the further effective operation of these tools. Research methods - comparison, anal-
ysis, synthesis, inductive and deductive methods. For the analysis, such tools as works
of scientists, practical reports of agencies, and articles of industry experts were used.
As a result of the study the main means of application of digital marketing tools in the
context of the challenges of globalization were analyzed, specific challenges that can
slow down the pace of implementation of digital marketing tools were identified, ways
to overcome the problems associated with the modernization of digital marketing were
proposed. The scientific novelty of the study is to determine the impact of current chal-
lenges of globalization processes on the development of digital marketing and digital
commerce in general, in particular, through the analysis of the growing role of social
networks and the use of the latest tools in marketing activities. The practical significance
of the article consists of the prospect of deep application of the information given in the
study to improve the effectiveness of the use of digital marketing tools. The study con-
cludes that the relevance of adopting new digital tools will play a leading role in increas-
ing revenues and will contribute to the rapid growth of commerce around the world.
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INTRODUCTION

Globalization as a phenomenon has become the main reason for the rapid development
of living standards and comfort of people around the world because as it spreads, bor-
ders and boundaries that could hinder the development of technology disappear.
Largely thanks to globalization, mankind has wide access to the latest benefits and free
consumption. Such large-scale processes determine the dynamic development of many
spheres, particularly those related to high technology, such as digital marketing, which
has become particularly common during the last decade and one of the main tools for
promoting products in the modern world. It is clear that the popularity of digital mar-
keting has become possible due to a number of reasons and factors, such as the prev-
alence of the Internet in developing countries, the lack of proper legal regulation of
digital legal relationships, especially in the context of taxation, and the relative availa-
bility of a wide range of tools in a limited financial budget. For example, digital marketing
is now the most common tool to popularize their own business among small and me-
dium-sized entrepreneurs, especially in developing countries. That is why the issue of
researching the impact of globalization on digital marketing in general and on its specific
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tools, in particular, has become extremely relevant, as it will contribute to the search for the most inclusive and profitable
tools to ensure the sustainable development of this phenomenon.

The relevance of the study is due to the fact that at the moment the issue of developing tools to promote their own
products has become extremely important for many companies around the world, in particular, in Ukraine. It is obvious
that in the context of further digitalization, various household services will have as much as ways to maximize the dissem-
ination of these services. Another factor further enhancing the importance of the study is the global economic downturn
of 2022. Because of the severe and rapid changes in supply chains, there is an urgent need to respond quickly to such a
challenge. Of particular relevance is the tendency to find optimal solutions for countries in need of rapid growth, particularly
Ukraine in the current situation. Our study covers this problem, examining the existing proposals of Western scientists,
economists, and experts in order to highlight the most useful and effective for further application in the Ukrainian realities.

When studying the problem, we have analyzed the works of leading economists, specialists in the field of digital marketing,
and scientists who have authored numerous studies devoted to the study of the prospects of modification of digital mar-
keting tools and their adaptation to modern challenges. Thanks to a comprehensive approach to the issue, we have
reviewed theoretical and practical works covering the time period from 2019 to 2022, which in turn allows us to talk about
the identification of certain trends and patterns, as well as an analysis of the application of certain tools in the future. the
coming years and the possibility of such application during the challenges. In order to obtain detailed information about
the subject of the study, we went through the works of marketers and other experts in this field, which gave us a deeply
systematized and clear understanding of the prospects for the use of certain digital marketing tools in the coming years,
especially in the context of responding to the challenges of globalization.

LITERATURE REVIEW

The question of the development of digital marketing in the context of globalization has become the subject of a large
number of studies by Ukrainian and foreign scientists in recent years, which is justified in terms of the growth rate of the
popularity of this phenomenon. However, it is important to correctly define the essence of digital marketing and distinguish
it from related categories, in particular Internet marketing, because the correct classification will allow to establish specific
characteristics of the phenomenon and give a deeper assessment of its development in the face of current challenges. So,
the author (Shestakova, 2021) notes that digital marketing is a broader category than Internet marketing, which can be
considered a part of the first concept. It follows that digital marketing is a complex concept with its own components that
determine its extensive nature. The comprehensiveness of digital marketing lies in the fact that over the course of global-
ization and other external factors, it is digital marketing that has become a universal form of marketing that incorporates
a combination of all known tools of classical marketing (including offline interaction with customers) and modern technol-
ogies (use of SEO and ERP tools, user behaviour analysis on the company's website, use of targeting and social networks,
etc.).

Another important factor that ensures the dynamic introduction of various technologies into the practical activities of
marketers is the geopolitical world balance, namely its disruptions taking the form of economic or military wars. In such a
situation, the crisis arising in the field can be overcome in the least expected way - the application of completely atypical
technological solutions. For example, (Saha, 2021) fuel and energy companies in the U.S. and the Middle East began to
pay attention to the promotion of their product with digital marketing tools precisely because of the impact of the COVID-
19 pandemic, as well as the significant popularization of the idea of full-scale implementation of renewable energy sources.
Another example of overcoming the crisis is the experience of using digital marketing tools to promote the products of
agricultural enterprises (Voskolupov, Balanovska, Havrysh, Hohulia & Drahnieva, 2021). The authors prove (Voskolupov,
Balanovska, Havrysh, Hohulia & Drahnieva, 2021) that crises for agricultural enterprises in Ukraine are typical given the
economic realities and legal regulation of this sector, but it is the use of marketing management tools that can reduce the
negative effects of crises and increase the competitiveness and sales of products, generate environmentally friendly prod-
ucts, as well as promote the growth of motivation of enterprise employees. The above-mentioned statements determine
further research on the adaptation of various digital marketing tools in the context of globalist trends in the world, as well
as the search for those solutions that will most fully meet the requirements of the time and the needs of companies.

Among such solutions (Ihnatenko, 2022) the more common use of targeting advertising tools, which is based on a large
set of various factors, such as information about the demographic data of users, geographical location, their place of work
or study, as well as their habits, preferences, hobbies and the like, is proposed. This set of components is an illustration
of the practical effects of globalization on companies' strategies for gathering information about their customers because
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it is through targeting advertising that a company can make the most profit by ensuring that the potential customer will
always be interested in its products.

Another feature of the use of digital marketing tools in the context of globalization is the change in the approach to the
company's social media pages. If previously the main purpose of the company's social pages was the direct promotion of
goods for potential customers, now (Saha, 2021) social networks, given the large concentration of public opinion leaders
on various well-known platforms, can become a lever of influence on the company's image, that is the place where the
company makes itself known, builds a model of its interaction with the buyers of its products. There is also an opinion that
a decision to use such a promotional tool as the application of the principle of “closed content” will have great potential.
The essence of the idea is that in order to get the information the user wants (for example, case studies, technical
documents, or reports on the activities of the company), he will have to go through a conditional barrier in the form of
compulsory registration. Thus, the customer will get what he wants, and the company will have information about the
customer and will be able to use it in the future to convince him to choose it.

The use of so-called SEO (search engine optimization) can also provide a significant influx of customers. This is actually
the process of working on boosting your site when it comes up in the search engine bar. Tuning keywords will expand the
customer base because when writing the words related to the direct activities or products of the manufacturer, the com-
pany algorithms will promote the sites of specific companies that were able to master SEO.

Swiss analytical agency YouTarget (2022) in its material suggested considering such a tool as ERP or enterprise resource
planning. According to them, thanks to ERP, companies can achieve a higher level of optimization of end-to-end processes.
When planning to digitalize processes at gas and oil companies, ERP should be implemented because it will facilitate the
rapid application of technological advances, accelerate employee training times and improve overall operational efficiency.
These are not all the digital marketing tools that will be popular in the coming years, but even the funds we have allocated
can be useful for application in the Ukrainian fuel and energy complex.

AIMS AND OBIJECTIVES

The purpose of our article was to identify the economic effect of the application of the features of the most popular and
popular digital marketing tools in the context of challenges caused by the globalization of world relations in order to assess
the prospects for further development of digital marketing and the impact of various external globalization factors on the
existing tools, on their functioning and potential for greater prevalence. accessibility to a wide range of business environ-
ments.

In order to achieve this goal, we have formulated the main objective of the work: to analyze the effectiveness of relevant
and usable digital marketing tools in the context of globalization challenges.

METHODS

To achieve our goals and fulfil the tasks we defined, we used such methods as comparison, the method of analysis, and
synthesis, as well as a combination of inductive and deductive methods. The application of each of these methods is
conditioned by the features of the chosen problems. The role of the comparison method is very important for this study
because even its name implies that there will be a comparison of different practices of application of digital marketing
tools. Although the method of comparison is important enough, in this study we also used other methods, in particular the
method of analysis and synthesis, which became the basis of our work. digital marketing, which can help companies to
maximize their revenues in a globalized environment. The information we obtained allows us to identify the most pressing
problems of today's digital marketing and to propose ways of solving them through the application of the most appropriate
tools for effective use. Regarding the inductive and deductive methods, in formulating proposals we tried to go from a
specific idea to a whole set of ideas, and vice versa. In this way, we struck a balance between generalizing existing
practices and developing new tools that would be useful to different companies.

RESULTS

In the last decade, the use of the Internet has become increasingly popular, due to the rapid globalization of scientific
advances and improvements in global prosperity. However, it is the developed countries and their businesses that benefit
most from digitalization. As Skare & Soriano (2021) note, digital adoption varies considerably from country to country, but
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advanced digital economies lead the way, with average adoption rates for individual digital technologies among firms being
higher than those in developing countries. Thus, the highest places are occupied by countries such as the Netherlands
(47.9%), Finland (47.5%), Japan (46.9%), Belgium (45.8%), Denmark (43.9%), Australia (42.5%), and Sweden (41.3%).
On the other hand, developing countries occupy the last lines of the rankings, in particular Latvia (18.9%), Korea (18.9%),
Hungary (15.5%), and Turkey (14.3%). The detailed information is presented in Figure 1. The authors (Skare & Soriano,
2021) point out that there is now a dynamic growth in the adoption of digital marketing technologies in EU enterprises,
but it differs depending on the size of the enterprise and the type of technology used. For example, large firms in the EU
are rapidly adopting big data analytics in their businesses, while medium and small firms lag far behind. Looking at specific
types of tools, on average, the rate of digital adoption in large firms is increasing for enterprise resource planning (ERP)
software by 16.5%, customer relationship management (CRM) software by 12.3%, and websites that enable online book-
ing/purchasing by 7.9%. By comparison, the same figures for medium-sized businesses are 22.2% (ERP), 10.9% (CRM),
and online booking/purchasing at 7.2%, while small businesses are 16.6%, 7, 2%, 4.8%, respectively.

- mThe Netherlands
o = Finland
. = Japan
. Belgium
. Denmark
. Australia
X m Sweden
; H | atvia
s I l = Republic of Korea
: ® Hungary
0
% digital tools = Turkey

Figure 1. Percentage adoption of digital marketing tools by country. (Source: Author's development based on Skare & Soriano (2021))

The need to adapt to the realities of the COVID-19 pandemic played an important role in the revival of the use of digital
marketing tools, as businesses have a need to sell their products in the most non-contact way - through the Internet. This
trend is reflected not only in the above countries but also in Ukraine, which has experienced rapid growth in digital
infrastructure in recent years. The process of transition to online significantly accelerated in 2018, when the fourth-gener-
ation mobile communications standard - 4G Internet - was launched. Subsequently, the government promoted the maxi-
mum spread of digital technologies and pioneered the digitalization of public services by launching the DEJA portal. Such
steps could not help but have an impact on business because, under the circumstances, the active transition to digital
marketing was a logical consequential step of development. It is known (Bahorka, Kadyrus, & Yurchenko, 2021) that the
growth rate of online advertising in 2020 compared to 2018 is 44.29%, which indicates the particular relevance of digital
promotion tools. Among the reasons for this development, in addition to those mentioned earlier, it is also important to
point out the globalization processes that have a direct impact on the figures. For example (Hootsuite, 2020), the growing
influence of social media has led to the number of social media users reaching 4.20 billion users at the beginning of 2021,
with an increase of over 13% or 490 million users in the 12 months of 2020. The general trend shows that more than half
of the world's population (53.6%) uses social networks. And they do it mainly through mobile devices, the share of their
users is 66.6% of the world's population - 5.22 billion people. These figures illustrate the serious challenge that companies
face: globalization forces them to reorganize familiar processes on a “digital track,” and these transformations must be
implemented in the shortest possible time to remain competitive in the market. To do so, businesses need relevant tran-
sition tools, and finding those tools can play an important role in the success of a particular company.

The proliferation of digital marketing tools is due to the fact that there is a significant increase in the number of mobile
device users worldwide. As of 2022 (Statista, 2022), on average 66% of the world's population uses a smartphone, and in
Europe, the figure is 82%. Figure 2 shows data for countries around the world.

Thus, globalization leads to an increase in the number of mobile users in the world, so the need for a more thorough and
detailed approach to the implementation of new digital marketing tools increases. In addition, the way companies interact
with potential customers is also changing, and there is a search for new positioning and tools.
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Figure 2. Smartphone penetration in 2022. (Source: compiled by the author on the basis of Statista (2022))

In this context, it is relevant to compare the structure of the global distribution of advertising revenue (Statista, 2022),
according to which there is a tendency for the mobile segment to dominate the computer segment, which stimulates the
further development of digital marketing tools designed to enhance the fate of mobile tools in the future. The data for
2017-2022 is detailed in Figure 3.

80
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0
2017 2018 2019 2020 2021 2022
m Desktop ® Mobile

Figure 3. Global desktop/mobile ad revenue distribution. (Source: compiled by the author on the basis of Statista (2022))

It follows from this graph that the gradual transition of users from desktop computers to mobile devices will continue,
which will lead to the increasing integration of various digital marketing tools for the mobile format. Therefore, companies
are faced with the challenge of finding the most effective means of attracting mobile users, which, in turn, leads to the
growth of the role of social networks as a digital marketing tool in the share of the total revenue of companies.

Thus, according to research (Statista, 2022), in 2022, advertising in social networks will account for 37% of revenues from
companies' digital marketing tools, which only increases the relevance of this tool for promoting their own products. Figure
4 shows the growth of social media's share of companies digital marketing revenue during 2017-2022, and also makes a
forecast based on the available data regarding the increase in the share of social media revenue during 2023-2027.

” .\.\

60 - -a— —=
40 ° ° °

@
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—&— Non-social media #— Social media

Figure 4. Share of social media in Digital Advertising. (Source: compiled by the author on the basis of Statista (2022))
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The above data shows that the growth of the share of social networks among all digital marketing revenue has almost
reached its peak, but the growth rate over the last five years is expressed as +15% of the total share, which is a very
significant increase. In our view, over the next five-year cycle (2023-2028), companies can adapt their own promotional
strategies to these realities by investing in the development of their social media accounts.

Another significant result of globalization, which directly defines the main area of challenge for existing marketing strategies
of companies, is the growing influence of social networks and, in particular, the spread of visual and audio content, in
particular through TikTok, YouTube, Instagram, Spotify, and other platforms. This entails a greater integration of active
users of these social networks into the global economic space and leads to companies adapting to the demands of the
times. In this context, the example of the growth of the Chinese social network TikTok is particularly important, which
demonstrates an effective example of transformation for its own popularization as a platform for product advertising.

For example, the social network TikTok gained incredible traction among young people during 2017-2022 alone, dramati-
cally changing the environment for popularizing their own products aimed at the younger generation. There is data on the
growth of the active audience of the TikTok social network from 2017 to 2022. year by year in comparison with other
popular social networks, namely Facebook, Instagram, and LinkedIn (Ruby, 2022), (Statista,2022).

3000
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Figure 5. Number of active social media users by platform, in million. (Source: compiled by the author on the basis of (Ruby, 2022) and
Statista (2022))

Compared to other social networks also gaining popularity, TikTok has the highest growth rate, which allows us to talk
about the prospects of reaching the level of Facebook within the next 10 years. It is TikTok that has become the most
promising platform for promoting its products.

The increase in the number of active users and the availability of accounts of an increasing number of large companies
prompts the creation of unique advertising campaigns, which can bring success solely by working with the algorithms of
the network. This tool can be especially useful for small businesses that have limited resources to promote their products,
but it cannot be overlooked that it is the big brands that are now using it most effectively, such as the NBA, Guess,
Washington Post, Netflix, Nickelodeon, Taco Bell, Ryanair and others (Arpaia, 2022). According to the data presented in
Figure 6, the direct impact of using TikTok as a proprietary promotion tool on the overall sales performance of companies
in the three most economically active areas of the world economy: the United States, Europe, and Asia (Nielsen, 2021)
can be noted. It is worth noting that the greatest increase, namely by 5.2 times, was achieved in the Asian market, where
traditionally the popularity of this social network is the highest in the world, which proves the prospects of using TikTok
as a digital marketing tool and also determines the gradual transition to this tool by more companies of different sizes.
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Figure 6. TikTok's impact on companies’ sales efficiency, average, in %. (Source: Author's development based on Nielsen (2021))

It is also worth pointing out that the company that owns the social network TikTok (and its Chinese version Douyin) -
ByteDance has a growing revenue from advertising placements within its products, reaching 77% of the company's total
revenue. Chart 7 shows ByteDance's revenue growth over 2019 — 2021.

60

40
20 .
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Figure 7. ByteDance's revenue from 2019 to 2021, billion US$. (Source: compiled by the author on the basis of Statista (2022))

In order to understand the benefits of social media advertising, it is important to have knowledge of the mechanics of
social media. Beyond the networking aspects, the key elements of social media are communication and interaction with
other users. Social media networks typically contain at least one of the following opportunities for action: contributing
user-generated content, commenting on posts, sharing other people's posts or messages, sharing other people's posts, or
interacting directly with other participants. Interaction leads to high engagement, and personal recommendations receive
immediate social validation. Social media typically works with news feeds, where content and information shared are
displayed by relevance or in chronological order. These news feeds are the primary leverage for social media advertising.
We define social media advertising as all advertising revenue directed to consumers on social media or business networks.
Social media ads can appear as sponsored posts in organic content or next to the newsfeed. Most social media allow
advertisers to target ads very precisely. Ads can appear in specific areas, based on demographics, user interests, or even
a user's general online behaviour. The global size of the social media advertising segment is expected to reach $226.0
billion in 2022, accounting for 36.7% of the total digital advertising market, with a compound annual growth rate of CAGR:
Compound Annual Growth Rate / average growth rate per year (CAGR(1)) of an impressive 14.3% by 2027 (Statista,
2022). The U.S. is now the leader in the social media advertising segment. social media advertising is likely to generate
about $80.7 billion in revenue in 2022. That's 30.9% of the total U.S. digital advertising market. The segment in Europe
is expected to reach $25.7 billion in 2022, representing 30.7% of the total European digital advertising market. Although
the European segment will CAGR(1) 10.4% from 2022 to 2027, it will not close its gap with the U.S.

In China, social media advertising is the largest segment of the digital advertising market. In absolute numbers, the U.S.
social media advertising segment will account for 52.1% of the digital advertising market in China in 2022. A closer look
at the mobile and desktop advertising portions confirms the leading role of the US market: Mobile social media advertising
revenue in the US will reach $69.5 billion in 2022, which is about six times the corresponding revenue from desktop
advertising ($11.2 billion). With 84.6%, the importance of mobile advertising revenue in China will be similar to the U.S.,
while in Europe the mobile share is 71.0%.
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Another important means of digital marketing, in a similar transformation, may be programmatic advertising, which is a
software-based strategy for buying, showing, and optimizing advertising space that is managed by audience data to better
target specific potential buyers. This technology also removes the barrier between digital and analogue and opens the
door to a range of smart and new forms of advertising, such as audio streaming ads, podcasts, connected TVs and cars,
or digital out-of-home solutions. The breadth, power, and integration of programmatic advertising solutions have grown
recently. As a consequence, the demand for programmatic advertising is steadily increasing. In addition, more and more
companies are adopting modern advertising strategies, such as retargeting and real-time bidding, closely tied to program-
matic advertising. We believe this trend, which is just beginning to develop, will impact the advertising industry in general
and the digital advertising industry in particular. We expect that as this targeting optimization improves, average user
revenue will grow along with it.

One such tool, as we have noted previously, is targeting advertising, which is a promising digital marketing tool with
significant potential for wide application. First of all, it is worth mentioning that targeting advertising is a complex tool,
which absorbs many different components (Ihnatenko, 2022). Technologies of retargeting (redirecting) require special
attention, i.e., such advertising mechanisms with which targeted advertising is directed to users who have already famil-
iarized themselves with the product by visiting its web page. As it was stated (Ihnatenko, 2022), statistically 90% of users
leave the site without committing any actions and do not return to the company's services, which is a serious problem for
businesses. In this case, it is retargeting technologies can help the company to keep a potential customer, further justifying
the use of such means, which show greater efficiency compared to conventional contextual advertising or promotion
through social networking. In addition, such a tool as targeting advertising shows high effectiveness, given the practical
application. Through its use, it is possible to achieve a high level of customer engagement and optimal ROI (return on
investment), which only emphasizes its relevance in terms of dynamic development caused by globalization. It is also
important that digital marketing, above all, should be guided by the concepts of expediency and effectiveness of activities,
so that companies can give a competent assessment of their activities in this direction. There is an opinion (Zabashtanska,
2020) that there are 5 general levels of evaluation of the success of digital marketing tools, namely low, satisfactory,
moderate, sufficient, and high levels, characterized by their own set of specific metrics. For example, at a low level of
effectiveness, the activity of the enterprise will be unprofitable, and the use of tools will be either ineffective or inexpedient
in the specific conditions where it is applied, at the same time at a high level of effectiveness the optimal interaction of
digital marketing elements occurs, the creation and further implementation of innovative tools detailed to the challenges
of globalization, detailing the key objectives of the marketing strategy of the enterprise is possible.

Globalization in itself is a positive phenomenon because it allows less economically developed countries to apply the most
modern practices and developments to improve their own fiscal performance. This improvement comes at the expense of
increased demand for consumption of various goods, which becomes a serious challenge for many companies, which have
no time to expand their range and look for new ways to market while maintaining a stable level of sales of their products.
In fact, this can be called the reverse side of globalization, which is advancing at a faster pace than companies could have
expected before. To avoid serious crisis situations, it is advisable to use marketing management strategies, which is a
preventive tool. As certified (Voskolupov, Balanovska, Havrysh, Hohulia & Drahnieva, 2021) marketing management at the
enterprise is characterized by a certain set of different procedures, which include an assessment of the environment and
the environment within the company; creation of a special marketing system to reproduce information; determination of
priority market segments; formation of long-term strategies for development of the marketing complex of the company;
creating a special planning system and also reproducing organizational structure with the definition of means to ensure In
addition to this, marketing management can perform several important tasks in the enterprise, such as increasing the
competitiveness of the company's products, ensuring the optimal combination of price and quality, and involving consum-
ers in the process of evaluating the effectiveness by collecting feedback from them. Companies should pay more attention
to the analysis and application of marketing management tools in their activities, given the large variety of challenges and
crises, such as increasing consumer needs, the formation of new sector requirements, and maximizing return on invest-
ment and profit.

Another factor influencing the development of digital marketing was the effect of the full-scale invasion of Ukraine by the
Russian Federation in late February 2022, as the effects of military aggression affected digital marketing activities as well.
The Russian war in Ukraine has had a negligible effect on global digital advertising revenue; digital advertising revenue;
is expected to decline by -2.6% in 2022 after the war (Statista, 2022). Regarding the impact of military aggression on
social media advertising revenue, Figure 8 shows a slightly higher drop of 3.2%, which is also not very significant on a
global market scale. In absolute numbers, the total revenue is USD 233 billion and USD 226 billion, respectively.
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Figure 8. Global Social Media Advertising revenue in 2022, in billion USD. (Source: compiled by the author on the basis of Statista (2022))

Another important problem that needs to be studied in detail by scientists is the rapid digitalization of the world around us
without proper legal regulation. The problem of increasing digitalization may become relevant in developing countries but
developed countries may also be negatively affected. The biggest risk of this increase seems to be the lack of proper
security mechanisms for company owners because they transfer almost all information about their expenses, revenues,
strategies to various cloud services, which may neglect privacy and transfer this data to competitors or use it for personal
purposes. The situation can be especially alarming in countries that lack stable legal institutions and suffer from poor
quality justice. In such a case, the cost of using digital marketing tools may become too high for companies, especially
small businesses that do not have large financial resources to protect themselves. It seems that a possible solution would
be the formation of special legislation, analogous to GDPR and other legal instruments, but this problem will require further
scientific research.

Last but not least is the impact of globalization and the pandemic on typical consumer behaviour. As the study points out
(Smith, 2022), there was a huge change in consumer behaviour during 2021, as many were forced to find new ways to
shop online due to the inability to visit conventional stores. This has caused consumers to discover products that would
have previously passed their attention or been rejected for other reasons. Therefore, we should expect a spreading influx
of investment in those marketing channels that previously were not widely sought after and were considered too expensive.
This will also be partly helped by the fact that customers' expectations of services have increased because Generation Z is
very dependent on the personal experience and the emotions it provides them. According to the report (Salesforce, 2020),
80% of customers believe that the experience when making a purchase is as important as the product or service itself,
and another 66% expect companies to understand and address their unique needs and desires, while 52% expect the
offers provided by the company to always be personalized and 68% expect brands to demonstrate empathy for customer
needs. The numbers indicate a steadily spreading view that the service itself is not separated from how it is delivered, and
therefore companies should consider this aspect when further planning their marketing strategies.

DISCUSSION

The results of our research show that there are significant challenges in the digital marketing market due to globalization
processes. The dynamic development of the industry, besides the undeniable benefits, brings with it great risks, which
may be too high for many medium and small businesses, at the same time big businesses, especially in developed coun-
tries, show greater adaptability and readiness to modern realities in the context of the application of digital marketing tools
in their activities, which in turn is understandable, because the resources available to big businesses are much larger in
size and weight than those available to small and medium businesses. In addition, it can be seen that entrepreneurs in
countries where the rule of law is established and democratic state institutions are formed are more willing to take risks
and introduce new technological means in their activities, in particular in their own product promotion strategies. Particular
pressure is being exerted by external factors of increasing importance, in particular the spread of auditory and visual
content, and the emergence of the millennial generation as a major economic component in the overall balance of con-
sumers. Such challenges become a serious basis for further development of the entire industry, which is bound to be the
object of many subsequent studies because now we can talk about the need to study in detail the impact of each of these
factors on the strategies and effectiveness of the application of digital marketing tools in the activities of enterprises. It is
important to remember that global external factors can dramatically change the situation in the industry. The well-known
experience of the COVID-19 pandemic has shown that consumer behaviour has changed dramatically under the influence
of various quarantine constraints in our daily lives, but it was digital marketing that was the key to the success of many
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companies during the pandemic. According to the study (Moorman & Finch, 2022), 72% of marketers said that the role of
marketing in their organization increased during the pandemic, and 73% of companies made investments to improve their
digital marketing function as the need for a quality digital customer experience increased significantly. These characteristics
support our research indicating the increasing role of digital marketing in the structure of companies' product promotion
strategies. This research also covers next year, testing that marketing budgets are expected to grow by 8.7% during 2023,
which will encourage marketing executives to take more opportunities to improve promotion efficiency and results, as well
as increase the resource base to improve ROI and revenue.

However, in order to achieve this sustainability, it is important to empower marketers with the appropriate authority and
competencies that will be sufficient to select the most effective and useful tools. According to a study (Gartner, 2022),
marketing analytics is responsible for influencing 53% of marketing decisions. This is because companies tend to believe
that achieving marketing data integration goals will lead to greater influence and value from marketing analytics. In order
to save money, there is a decrease in quality and a decrease in performance, which negatively affects profit margins. In
our opinion, companies should change their marketing authority vector and allow more freedom to choose relevant digital
marketing tools that meet the demands of the times.

Most experts predict that in the future the trend will continue to introduce digital marketing tools such as search engine
optimization (SEO), the model of advertising on sites (Pay Per Click), active involvement in social networks, the spread of
thematic blogs, creating educational as well as closed content, etc.

Yes, (DefinityWeb, 2022) through the use of SEO companies will be able to attract more people to their websites, because
the algorithms will filter out unnecessary links and will promote what is beneficial to the company. Thus appears the
interaction between the client and the company, which in the future may convert into profits for the latter.

Another promising tool is the (CBN, 2022) the use of so-called Gated content. The essence of this tool is to place some
exclusive information, which may cause an increased demand from the client, on a virtual barrier in the form of either
providing their personal contacts or subscribing for a month. In this way, companies will be able to carefully analyze the
request of their customers and take this into account in further planning.

It should also be borne in mind that a serious challenge for companies may be the need to adapt to their personal needs
such social networks, which have a different format of interaction with customers. Social networking sites such as Twitter
or LinkedIn can significantly increase the demand for a company's products. In fact, LinkedIn (DeoDar, 2021) is a conven-
ient platform for B2B marketing, while Twitter is the best medium for B2C marketing and brand awareness because this
platform is better adapted to the format of quick and short reactions to the latest news in the oil and gas industry. In
addition, with successful and witty reactions to events, companies will be able to attract the attention of ordinary users.
The functionality of LinkedIn is slightly different because its usage is more aimed at the distribution of advertising, creation
of unique content and short analytical notes, as well as for contacting potential new investors and clients. A harmonious
combination of tools will contribute to the most effective marketing strategy, and therefore help maximize companies'
profits in the coming years.

Thus, we can talk about a large number of different challenges facing the digital marketing industry, the growth of the
number of customers of the millennial generation, the emergence of new promotion tools and the ability to adapt them to
their own business models, external factors that directly determine basic customer needs (such factors should include
pandemics, wars, economic crises, etc.). The ability to account for each of these factors, and the strategic skills to imple-
ment new tools, will enable companies to effectively modernize their digital marketing tools, which will increase their profits
in the future.

CONCLUSIONS

As a result of our research, we note that we have achieved our goal, namely, we have analyzed the most relevant digital
marketing tools in the context of globalization challenges and transformations, explained what exactly causes companies
to resort to studying and implementing digital tools in their business models as quickly as possible, how this is related to
global changes in demographic and scientific spheres, and also formulated our own proposals for an effective response to
the challenges of the present and proposed ways for mod

During the research, we analyzed the works of leading experts, specialists, and marketing specialists, as well as various
analytical reports and forecasts of leading consulting companies. Thanks to this there was formed a unique combination
of the theoretical base with practical experience and advice, which can become the basis for more in-depth research of
these problems.
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Our work was a comprehensive study of the response of digital marketing to various kinds of challenges and shocks, and
ways to adapt and overcome these problems. To do this, we considered the current state of technology development
through the prism of demographic, economic, legal, and social changes in the world as a whole. It is because of the
detailed analysis of the factors causing the challenges to the industry, as well as the consequences of the impact of these
factors, we have disclosed potential steps to implement the latest digital marketing tools in business models of companies
to further minimize the negative development options. The practical value of the material lies in the fact that it contains
ready-made suggestions for the fastest and best way to turn a marketing strategy into a modern one that meets the
current challenges and market requirements. Separately, we emphasize that we offer possible ways to improve the existing
strategies, taking into account those features that will gain serious importance in the near future.
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Psbosa T., Pabos 1., Bos4aHcwka O., JIi T., CaeHko B.
OCOBJIUBOCTI LUGPOBOIO MAPKETUHIY B ENOXY MNMOBANI3ALII: AHANI3 BUKJIUKIB

CyyacHui AMHaMIYHWIA CBIT XapaKTepu3yeTbCs NepLL 3a BCe ABOMA BU3HaYanbHUMKM akTopaMu: CTpiMKOIo LmdposisaLien
pi3Hux cchep B3aemoaii Ta rnobanisaliero BIAHOCKUH i TEXHOMOriW. Y pe3ynbTaTi BUHUKAOTb HOBI (DOPMU BUKOPUCTAHHS
BiZZJOMMX MPAKTWK, 30KPeMa LUMPOBMIA MAapKETUHT. Mixk TMM, NOAIGHI CTPYKTYPHI NEPETBOPEHHS XapaKTepU3YIOTbCSl BEMK-
KOIO KiJIbKICTIO BUK/IMKIB, SIKi MOXYTb 3aBaAnTy LUBMAKOMY 3pOCTaHHIO. Y CTaTTi pO3rnsiHYyTO BUK/IMKK, LLO MOCTaloThb Nnepes,
iHCTpyMeHTaMM UMdpOBOro MapKeTUHry B enoxy rnobanisauii Ta nepcnekTveM MiHiMi3auii BNAWBY HEraTMBHUX HaCcNiaKis
LUMX BUK/IWKIB Ha pobOTy KOMMaHiih. MeTolo CTaTTi € BU3HAUYEHHS] 0COBNMBOCTEN BUKOPUCTAHHS Cy4acHWUX iHCTPYMEHTIB
UMPOBOro MapKeTUHIY B yMOBax rrobasnizauii eKOHOMIYHOrO MPOCTOPY Ta BMOKPEMSIEHHS NPOMO3uLiiM ANs NoAanbLLOT
edekTUBHOI pob0oTH BKa3aHUX IHCTPYMEHTIB. MeToau AOCTIAKEHHS: MOPIBHAHHS, aHani3, CUHTE3, iHAYKTMBHUI Ta AeaykK-
TUBHWI MeToaM. [ins aHanisy 6yno BUKOPUCTaHO Taki iIHCTPYMEHTH, sIK MpaLi HayKOBLB, MPAKTWUYHi 3BiTU areHLiil, cTaTTi
eKcnepTiB ranysi. Y pesynbTaTti AOCMIMKEHHS NPOaHani3oBaHO OCHOBHI 3aC0bWM 3aCTOCYBaHHS iHCTPYMEHTIB LMGpPOBOro
MapKETMHIY B YMOBaX BUK/IMKIB rnobanisadii, BUOKPEMIEHO KOHKPETHI BUKJIMKM, LLIO MOXYTb YMNOBINIbHUTM TEMMNW BNpPOBa-
[DKEHHS IHCTPYMEHTIB LMdPOBOro MapKeETUHIY, 3anporoHOBaHO LLISAXM NOA0NaHHS NpobneM, NoB'a3aHuX i3 ModepHi3aLieo
uMdpoBOro MapKeTUHry. HaykoBa HOBW3Ha AOCNIAKEHHS 3yMOB/IEHA aKTyanbHICTIO 0bpaHoi Npobnemu, HeLoCTaTHLOIO
KiNbKICTIO HasiBHUX AOCNIAXEHb, CTPIMKMM PO3BUTKOM LIM(DPOBOr0 MapKETUHIY, CpUYNHEHOro rnobanisadieto. MpakTtuyHe
3HAYEHHs CTaTTi NONsIraE B NEpCrneKkTuBi rMMObOKOro 3acTocyBaHHS iH(OpMallii, HaBeAeHOI B AOC/IAKEHHI, 3aana nigsu-
LLieHHS epeKTUBHOCTI BUKOPUCTAHHS iIHCTPYMEHTIB LMdPOBOro MapKETUHIY. Y NiACYMKY AOCNiAXEeHHS 3pobneHo BUCHOBOK,
LLO aKTyasbHICTb YNpPOBaAXEHHS HOBUX LMMPOBUX iHCTPYMEHTIB BidirpaBaTMMe NPOBiAHY POsb Yy 3pOCTaHHI NpUBYTKIB Ta
CripusiTUMe WBMAKMM TeMNaM po3BUTKY KOMepLii B YCbOMY CBITi.

KnouoBi cnosa: rnobanisauis; TpeHan, undposi TEXHOOrT, MapKETUHT, AWIXKUTani3alis, BiiHa

JEL Knacudpikauia: M31, 031, Q55, L60
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