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USE OF DIGITAL TECHNOLOGIES IN MARKETING 

 

The growing activity of consumers in the online environment 

creates a need for brands and companies to use digital technologies in 

marketing strategies actively. Not having an online presence can result 

in lost opportunities to attract new customers and maintain existing 

audiences. Content marketing, search engine optimization, and the 

effective use of social networks allow brands to build engagement and 

relationships with customers and create valuable information flows 

that attract consumers' attention. Data is becoming a key resource for 

marketers, as analytics allow them to understand audience behavior, 

measure the effectiveness of advertising campaigns, and adapt 

strategies in real time. Digital technologies facilitate deep data 

analysis, which allows companies to personalize their approaches to 

each customer and create more effective marketing strategies. One of 

the critical aspects of digital marketing is the ability of companies to 

attract their audience's attention not only through traditional 

advertising but also through personalized approaches and the use of 

analytics to predict consumer behavior and improve strategies in real 

time. Social networks, mobile platforms, e-commerce are just a few 

areas where digital technologies allow marketing to rise to a new level 

of efficiency and effectiveness. Using these tools not only allows 

maintaining competitiveness but also creates opportunities for 

innovation and development of new business models. 

Digital marketing looks at how individual tools or digital channels 

can convert potential customers, and a brand's digital marketing 

strategy can use multiple platforms or focus all its efforts on one 

platform [1, p. 47]. For example, a company may primarily create 

content for social media platforms and email marketing campaigns, 

ignoring other digital marketing opportunities. 

On the other hand, "inbound marketing is a holistic concept." First, 

the objective is considered, then the available tools are considered to 

determine which ones will effectively reach the target customers, and 
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then at what point in the sales funnel this should happen. For example, 

let us say you want to increase traffic to your website to attract more 

potential customers [1, p. 52]. 

Digital technologies in marketing remain a critical element of a 

successful business strategy in the digital transformation era. The use 

of digital technologies in marketing is an integral part of the strategies 

of many companies in today's world because digital technologies 

provide the opportunity to effectively interact with the audience, 

improve advertising strategies, and analyze the results of campaigns. 

International experts highlight the key aspects of using digital 

technologies in marketing: 

1. Online presence and websites, i.e., creating and optimizing 

websites to provide a user-friendly experience and using SEO (Search 

Engine Optimization) to increase visibility in search engines. 

2. Social networks, i.e., active presence on social networks to 

interact with the audience, distribute content, and use social media 

marketing to advertise on platforms such as Facebook, Instagram, and 

Twitter. 

3. Using email to communicate directly with customers and send 

newsletters and personalize emails to increase communication 

effectiveness. 

4. Content marketing, that is the creation of quality content 

(articles, videos, infographics) to attract the audience's attention and 

establish authority in the industry. 

5. Use of analytical tools to measure the effectiveness of 

advertising campaigns and interaction with the audience and take data 

into account in making strategic decisions. 

6. Mobile marketing is optimizing content and advertising for 

mobile devices and using mobile applications and push notifications 

to attract an audience. 

7. Use of various forms of online advertising, such as banner 

advertising, contextual advertising, advertising in social networks, 

PPC (pay-per-click) advertising. 

8. Internet stores and electronic commerce, that is creation and 

optimization of electronic stores for convenient online shopping and 

the use of electronic commerce to sell goods and services via the 

Internet [3, p. 81]. 



146 
 

These technologies allow companies to interact more effectively 

with customers, increase brand awareness, and achieve the goals of 

marketing campaigns. 

It is worth outlining that marketing at the current stage of 

development is called communicative, or relationship marketing 

because companies focus on long-term relationships with their 

customers, increase their advertising budget every year to maintain 

relations with existing customers and attract new ones. Most 

specialists in futuristic marketing [1, p. 22] believe that interactive 

advertising technologies will continue to be based on the relationship 

with the potential consumer and will act only after receiving their 

consent. 

Digital marketing is not only a way of attracting customers using 

the Internet but also a combination of digital technologies and services 

to promote goods and services. It is the marketing of promoting 

products and services using digital channels to reach consumers. 

Digital marketing includes Internet marketing promotion tools and 

technologies, and "digital marketing" is a broader concept of "Internet 

marketing" because it includes channels that require Internet use. 

Digital marketing is developing to strengthen analytics with fast 

automated solutions and implement high-precision digital elements to 

achieve maximum impact on customer actions through the site, brand, 

and product. 

Digital marketing strategies work for both B2B (business-to-

business) and B2C (business-to-consumer) companies, but best 

practices differ significantly. Therefore, international analysts have a 

different view of how digital marketing is used in B2B and B2C 

marketing strategies. 

• B2B customers typically have longer decision-making processes 

and, therefore, longer sales goals. Relationship-building strategies 

work better for these customers, while B2C customers tend to respond 

better to short-term offers and messages. 

• B2B deals are usually based on logic and evidence, as presented 

by experienced B2B digital marketers. B2C content is more likely to 

be emotionally driven and aimed at making the customer feel good 

about the purchase. 
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• B2B solutions typically require more than one person to be 

involved. The marketing materials that best influence these decisions 

tend to be public and downloadable. B2C customers, on the other 

hand, prefer face-to-face communication with the brand [2, p. 17]. 

It should be noted that the use of digital technologies in marketing 

in the United States of America is determined not only by a wide 

variety of technological solutions but also by the high level of their 

implementation in the business environment. Digital technologies 

play a key role in the marketing strategies of companies, regardless of 

their scale and industry. One of the main directions is the use of social 

networks as a powerful channel for attracting and interacting with the 

audience. Brands in the US actively use platforms such as Facebook, 

Instagram, Twitter, and LinkedIn to create content, promote 

engagement, and build a brand [1, p. 80]. 

E-commerce also plays a significant role in digital marketing in the 

US, as companies use various online platforms to sell goods and 

services and improve user experience through various technologies, 

such as virtual and augmented reality. Video platforms remain very 

popular in digital marketing. YouTube and other services allow 

companies to create video content to promote their brand and engage 

with their audience. Marketing analytics tools are used to collect and 

analyze data to understand consumer behavior and campaign 

effectiveness much better. Artificial intelligence and machine learning 

are becoming increasingly common to personalize advertising 

strategies. These technological innovations combine to create 

comprehensive marketing strategies that help US companies compete 

effectively in the marketplace and provide consumers with modern 

and personalized experiences in the digital environment. 

In the use of digital technology in marketing in the United States 

of America, several key principles help companies make the most of 

the potential of the digital environment: 

- Target audience, i.e., focusing on a thorough study and 

understanding of the target audience and using analytics to determine 

consumers' main characteristics and behavior. 

- Personalization, i.e., the use of personalized marketing strategies, 

including personalized emails, advertising, and content that meet 

customers' individual needs. 
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- Social media, i.e., active presence and interaction on popular 

social networks to increase brand awareness, audience engagement, 

and customer engagement. 

- Mobile marketing, i.e., optimizing content and advertising for 

mobile devices, including creating mobile applications and using SMS 

marketing. 

- Analytics and measurement of results, i.e., the systematic use of 

marketing analytical tools to measure the results of campaigns and 

adapt strategies according to the data. 

- Content marketing, i.e., creating high-quality and engaging 

content that attracts attention and builds interaction with the audience. 

- E-commerce, i.e., using various electronic platforms to sell goods 

and services, ensures safe online shopping and improves user 

experience. 

- Innovations and experiments, i.e., constant readiness to 

implement the latest technologies and experiments to identify new 

opportunities and improve marketing strategies [1, p. 107]. 

Therefore, using digital technologies in marketing is a prerequisite 

for success in today's business environment. The Internet and digital 

platforms provide companies not only with the opportunity to join the 

global market, but also to effectively interact with consumers at 

various stages of their journey from product discovery to purchase. 

Digital technologies allow collecting and analyzing large amounts 

of data, which helps improve marketing strategies, making them more 

personalized and effective. Modern marketing is also inextricably 

linked to attracting attention through social networks, creating 

exciting and valuable content, and optimizing for mobile platforms. 

Increasing competition and changing consumer habits highlight the 

importance of using digital tools proactively to ensure 

competitiveness. Thus, companies that successfully integrate digital 

technologies into their marketing strategy have a better chance of 

attracting, retaining, and growing their audience in a rapidly changing 

business environment. 
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RESPONSIBLE MARKETING AND RESPONSIBLE 

ARTIFICIAL INTELLIGENCE   

 

Businesses have long since entered the era of artificial intelligence 

and are using its advances to develop market opportunities. However, 

this process became widespread in 2022 after the launch of GPT Chat. 

This has led to the need to set clear goals and principles to ensure that 

the use of AI technology is beneficial and not harmful. Back in 2021, 

UNESCO published the Recommendation on the Ethics of Artificial 

Intelligence [1]. 

These recommendations emphasized that the unregulated use of AI 

technologies can jeopardize human rights, including privacy, personal 

data protection, as well as the principles of democracy and sustainable 

development. Digital tools used in marketing make extensive use of 

artificial intelligence technologies [2]. 

AI is changing not only companies but also society. Especially 

generative AI has the ability to influence perceptions and promote 

unreasonable consumer choices, so its achievements must be ethical. 

AI allows marketers to get rid of routine operations that dominate 

daily marketing processes. The areas where AI is present in marketing 

are shown in Fig. 1. 

The use of AI in marketing is essentially a marketing innovation 

that changes marketing processes in organizations [3]. 


