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The article explores the strategic role of digital marketing in shaping
competitive advantages for enterprises in the era of globalization and
technological progress. It highlights the integration of social media, content
marketing, SEO, email campaigns, and data analytics as essential tools for
customer engagement and brand loyalty. Unlike traditional approaches, digital
marketing enables personalized communication, real-time performance
measurement, and predictive modeling through Al and Big Data. The study
emphasizes that digital marketing is not limited to boosting sales but also fosters
long-term relationships, strengthens brand identity, and enhances adaptability to
dynamic markets. Case examples demonstrate practical benefits: Rozetka
improved conversion by 18% via SEO and video content, Nova Poshta reduced
support workload by 30% through automation, Nike increased youth loyalty by
12% using emotional content, and Amazon achieved 35% of sales through
personalized recommendations powered by Al. Furthermore, the research
underlines the growing importance of omnichannel strategies, influencer
marketing, and automated customer service systems as drivers of competitiveness.
The integration of advanced technologies such as machine learning, chatbots, and
predictive analytics allows companies to anticipate consumer needs, optimize
resource allocation, and reduce operational costs. Digital marketing also
contributes to creating emotional engagement with brands, which increases
customer satisfaction and loyalty. In addition, the ability to collect and analyze
large volumes of data ensures precise targeting and personalization, which
significantly improves marketing efficiency. The findings confirm that digital
marketing is a strategic necessity for enterprises seeking sustainable
competitiveness in volatile global markets. Future research should focus on
emerging technologies such as blockchain, augmented reality, voice search
optimization, and advanced analytics to further optimize marketing strategies,

enhance customer experience, and ensure resilience in the digital economy.



YV cmammi Oocnidoceno cmpameciuny ponv yugpooco mapremuHey y
Gopmysanni KOHKYpEeHMHUX nepesaz NiONPUEMCME 6 yMosax 2nobanizayii ma
mexHonoziuno2o npoepecy. Poszenanymo  inmeepayiro  coyianvHux — mepeoic,
konmenm-mapxkemuney, SEO, email-xamnaniti ma ananimuxku Oauux siK K10408UX
IHCMpPYMeHmie 83aeMO0Ii 3i CRONHCUBAYAMU MA NIOBUUEHHS IOSATbHOCMI 00 OpeHOy.
Ha 6iominy 6i0 mpaouyivinux memodis, yugposuii mapkemune 3abe3neqye
NePCOHANI308aHY KOMYHIKAYII0, BUMIPIOBAHHS eqheKMUBHOCMI 8 PealbHOM) Yaci ma
NPOCHO3YBAHHS NOBEOIHKU CHONCUBAYIE 3 OONOMO20I0 WMYYHO2O IHMeENeKmy ma
Big Data. Jloeeoeno, wo yugposuti mapkemune He 0OMeHCYEMbCA 3POCMAHHAM
npooaxcie, a cnpusie HopmyeanHHio 00820CMPOKOBUX BIOHOCUH, 3MIYHEHHIO OPEHOy
ma adanmueHocmi 00 OUHAMIYHUX PUHKOBUX YM08. [Ipakxmuuni npukiaou
niomeepodicytoms  egpekmuenicms. Pozemka niosuwuna kousepcito Ha 18%
3ae0axku SEO ma eioeokoumenmy, Hoea I[lowma 3meHwuna HaBAHMANCEHHs
cayorcou niompumku Ha 30% uepez asmomamusayiio, Nike 30invwiuna 10s1bHicms
monooi uma 12% 3ae0axku emoyitinomy roumenmy, a Amazon oocsaena 35%
npooadicie uepes NepcoHanizoéami pexkomenoayii Ha ocnosi Al Jlooamkoso
NIOKpecieHo 3pocmaroye 3HAYEHHS. OMHIKAHAIbHUX cmpameeil, iHgaencep-
Mapkemunzy ma AemoMAamu308aHUx Cucmem 00CIY208Y8aHHA KIIEHMIE K
YUHHUKIB KOHKYPEHMOCNPOMONCHOCMI. [Hmezpayia cyuachux mexumonoeiu, maxkux
SAK MAWiUHHe HABYAHHA, Yam-Oomu ma nNpeouKmueHa aHalimuka, O00380J€
KOMHNAHISIM NPOSHO3Y8aMU NompedU CHONMCUBAYIB, ONMUMIZY8AmMU pecypcu ma
3Huxcyeamu eumpamu. Llugposuii mapkemune maxoxc cnpuse CMEOPEHHIO
eMOYIUH020 38 83KV 3 OpPEeHOOM, W0 RNiOBUWYE 3A0080NEHICMb [ JIOSIbHICHb
KieHmis. Baocnusow nepesazoro € MONCIUBICMb wWeUoKoi adanmayii 00 3MiH
nonumy, 2eHYYKo20 YHPAGIIHHA KOMYHIKAYIUHUMU KAHALAMU mMA NiO8ULYeHHS]
epexmusnocmi 0Oiznec-npoyecie. Pe3ynomamu niomeepodicyroms, wjo yugposuii
MApKemuHe € CMpameciuHow HeoOXIOHICMIO OJis1 NIONPUEMCMS, AKI NPASHYMb
oocsemuy  CMIUKUX KOHKYDEHMHUX NO3UYiti Y MIHAUBUX 2O0OATbHUX DUHKAX.
Tlooanvwi docniodcenus marome Oymu CNpsaMOBAHI HA BNPOBAONCEHHS HOBGIMHIX

MEeXHOI02Il, MaKux 5K OlOKYelH, OONOBHEeHA PeanbHiCMb, 20J10CO8ULL NOULYK Mda



asmomamuszayis npoyecie, wo 3abe3neuumv niOBUWEHHS eheKmusHocmi ma

cmitikicms 0i3Hecy 8 YM0o8ax Yu@dposoi eKOHOMIKU.
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Problem Statement and Its Connection with Important Scientific and
Practical Tasks. In the current context of globalization and digitalization of the
economy, enterprises face the need to identify new ways of building competitive
advantages. Traditional marketing methods are gradually losing their effectiveness,
which highlights the relevance of studying digital marketing as a strategic tool for
business development.

The modern business environment is characterized by a high level of
digitalization, leading to the emergence of new forms of interaction between
enterprises and consumers. Digital platforms, analytical tools, and automated
systems for managing marketing activities have become integral attributes of
competitive companies. Under these conditions, digital marketing is transforming
into a strategic direction for enterprise development, enabling effective market
positioning, rapid response to changes in demand, and the establishment of long-
term relationships with consumers.

The growing role of digital marketing is driven by changes in consumer
behavior, as customers increasingly rely on online channels for information search,
purchasing, and brand interaction. This creates new opportunities while
simultaneously posing challenges for enterprises that must adapt traditional
business models to the requirements of the digital economy. Therefore, the study of
digital marketing as a tool for shaping competitive advantages is highly relevant

and requires a comprehensive scientific approach.



Analysis of Recent Research and Publications. The scientific literature
devotes considerable attention to studying the impact of digital technologies on
marketing activities. Kotler and Keller emphasize that marketing in the 21st
century must be customer centric [1, p. 112]. Research by Chaffey and Ellis-
Chadwick confirms the effectiveness of integrating digital communication
channels and demonstrates that such integration enables enterprises to achieve
greater efficiency at lower costs [4, p. 115]. Ryan highlights the role of content
marketing in building long-term customer loyalty [5, p. 78]. Strauss and Frost
argue that email marketing remains one of the most cost-effective channels [7, p.
64]. Tiago and Verissimo focus on social media as a key driver of customer
engagement [8, p. 56-59].

At the same time, Ukrainian scholars stress the need to adapt international
practices to local conditions, particularly considering cultural specifics and the
level of digital literacy among the population.

However, the issue of comprehensive use of digital marketing to create long-
term competitive advantages in the context of Ukrainian enterprises remains
insufficiently explored.

Formulation of the Article’s Objectives (Problem Statement). The purpose
of this article is to examine the role of digital marketing in shaping competitive
advantages for enterprises and to substantiate the effectiveness of its application in
the context of the global economy.

Methods and Research Methodology. The methodological basis of the study
IS a systematic approach to analyzing digital marketing tools and their impact on
enterprise competitiveness. To achieve the research objectives, the following
methods were applied: comparative analysis, content analysis, structural-logical
generalization, and deductive modeling. Comparative analysis made it possible to
identify key differences between traditional and digital marketing tools and assess
their effectiveness across various industries. Content analysis of contemporary
scientific sources provided insights into trends in the digitalization of marketing

activities. Structural-logical generalization methods enabled the development of an



integrated model for applying digital marketing to gain competitive advantages in
the market.

Presentation of the Main Research Material. Digital marketing
encompasses a set of tools that interact with each other and form an integrated
system for achieving business goals. These tools not only operate independently
but also complement one another, creating a synergistic effect that enhances
overall marketing performance:

. Social media ensure rapid information dissemination and the creation
of communities around a brand. They enable two-way communication, foster
customer engagement, and serve as platforms for influencer marketing and targeted
advertising.

. Content marketing provides added value for customers, builds trust,
and stimulates repeat purchases. High-quality content strengthens brand authority,
improves SEO rankings, and supports lead generation strategies.

. SEO and SEM optimize brand visibility in search engines, which is
critical for online retail and service industries. Effective optimization increases
organic traffic, improves conversion rates, and reduces dependency on paid
advertising.

. Email marketing remains one of the most cost-effective channels,
especially when automation is applied. Personalized email campaigns enhance
customer retention, drive upselling, and allow precise segmentation based on user
behavior.

. Data analytics enable forecasting customer behavior, audience
segmentation, and cost optimization. Advanced analytics tools help identify trends,
measure campaign effectiveness, and support predictive modeling for strategic
decision-making.

. Marketing automation integrates multiple channels and processes,
reducing manual workload and ensuring timely communication with customers.
Automation tools streamline lead nurturing, improve customer experience, and

increase operational efficiency.



The combination of these tools creates a comprehensive digital ecosystem
that allows businesses to adapt quickly to market changes, personalize interactions,
and maintain competitiveness in a dynamic environment.

Strategy Comparison

Ukrainian companies focus on automation and SEO, while international
brands actively employ emotional content and personalization. This indicates
different approaches to building competitive advantages depending on the market.

Digital marketing is not only a communication tool but also a strategic
platform for business development. Its integration into business processes enables
enterprises to achieve sustainable competitive positions, build long-term customer
relationships, and adapt to market changes (Table 1).

Table 1. Digital Marketing Tools and Their Impact on Competitive

Advantages
Tool Description Impact on Competitive
Advantages
: . Platforms for audience interaction and Enhances brand awareness and
Social Media .
content promotion customer engagement
Content Creation and distribution of valuable, Build trust, increase loyalty, and
Marketing relevant content engagement
Search Website optimization for higher Improves visibility and organic
Optimization positions in search engines traffic
. . Personalized messages and automated || Increases conversion and customer
Email Marketing . X
mailings retention
Data Analytics Collection and anal_y5|s of audience Strategy optimization and precise
behavior targeting

Source: compiled based on [3, 8].

Case Examples:
« Rozetka increased conversion by 18% through SEO and video reviews [3].
- Nova Poshta integrated chatbots, reducing support workload by 30% [5].
« Nike used emotional content on TikTok and Instagram, boosting youth
loyalty by 12% [4].
« Amazon achieved 35% of sales through personalized recommendations
powered by Big Data [2] (Table 2).




Table 2. Comparison of Digital Marketing Strategies of Ukrainian and
International Companies

Company Strategy Tools Results
i
Rozetka SEO + video YouTube, blog, Google +18% conversion
content Search
. h il
Nova Automation ¢ atbo?s, rT]Ob' ¢ —30% support workload
Poshta application

Instagram, TikTok,

Nik Emotional content
¢ YouTube

+12% loyalty

35% of sales via

Amazon Personalization Big Data, Al, CRM .
recommendations

Source: compiled based on [2].

The diagram illustrates the interconnection between key digital marketing
tools (SEO, content marketing, social media, data analytics, and automation) and
enterprise business processes (Fig. 1). The integration of these elements ensures
the development of competitive advantages such as customer loyalty, brand
recognition, and adaptability to market changes.
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Fig. 1. Model of Digital Marketing Integration into Business Processes

Source: Systematized, generalized, and grouped based on data from [3-4, 8].



The research findings indicate that digital marketing is inherently complex,
encompassing a broad range of tools—from SEO optimization and content
marketing to the application of artificial intelligence and predictive analytics. One
of the key areas for building competitive advantages is the use of big data, which
enables the personalization of marketing offers and enhances customer satisfaction.
The analysis demonstrates that companies actively implementing digital tools
exhibit higher levels of market adaptability and innovativeness. Another important
outcome is the identification of the impact of digital communication channels on
creating emotional engagement with the brand, which generates additional value
for customers and fosters long-term loyalty.

The results obtained confirm that digital marketing is becoming a key factor
of competitiveness in the context of the information economy. However, the
implementation of digital tools requires substantial investments in technology,
personnel training, and the transformation of internal business processes.
Companies must also consider risks related to cybersecurity, dependence on
external platforms, and the rapid pace of change in the digital environment. The
effectiveness of digital marketing largely depends on the level of organizational
culture and the readiness of management for innovative changes.

Conclusions and prospects for further research. Digital marketing is a
strategic instrument for building competitive advantages for enterprises. The use of
digital tools ensures not only sales growth but also the creation of long-term
customer relationships, increased loyalty, and enhanced brand recognition. Future
research should focus on examining the impact of emerging technologies—such as
artificial intelligence, big data, and blockchain—on the development of marketing

strategies.
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