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BIIPOBAAKEHHSI IHHOBAIJIVIHUX METOAIB ITIPOCYBAHHS ITIPOAYKIII V COEPI
EAEKTPOHHOI KOMEPIIT

In the current context of rapid digital technology development and market globalization, consumer
behavior is undergoing a dynamic transformation, creating new challenges and opening up
opportunities for businesses. In particular, there is a growing number of consumers who prefer using
mobile devices for shopping and expect adaptive interfaces and fast payment methods. Moreover,
modern consumers demand a personalized approach, interactive engagement, and the ability to
quickly access feedback from other users, which continuously influences their behavior and
transforms traditional channels and methods of product promotion. In such conditions, e-commerce
gains particular significance as a key activity capable of effectively responding to consumers’ rapidly
changing needs and expectations through the adaptation of marketing strategies. Therefore, this
article aims to identify the directions and specific features of implementing innovative product
promotion methods in e-commerce. The study found that the implementation of innovative product
promotion methods in the field of e-commerce is a complex process involving the integration of
cutting-edge digital technologies, unconventional approaches, and modern marketing tools. This
process is aimed at enhancing the effectiveness of communication with the target audience,
stimulating sales, and strengthening the competitive position of the business in the online
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environment. Innovative promotion methods encompass a wide range of digital platforms and
channels where interaction with consumers takes place, including: the use of artificial intelligence
for content personalization and recommendations; targeting and retargeting on social media;
integration of virtual and augmented reality; application of influencer marketing on platforms with
high consumer trust; full automation of marketing processes (email campaigns, chatbots, trigger
messages); use of interactive advertising formats (gamification elements, interactive video); and
the shift to omnichannel promotion with coordinated communication across all available digital
channels. Thus, implementing innovative promotion methods in e-commerce shapes a modern
marketing approach focused on maximizing consumer satisfaction and enhancing the
competitiveness of businesses in the digital environment.

Y cyyacHux ymoBax CTPiMKOro po3BuTKy umgpoBux TeXHOOrivi Ta rmobanisauyii puHkiB crnocrepi-
raeTbcss AMHaMivyHa TpaHcgopmaLlisi CoXXnB4oi NoBeiHKN, 1Ka CTBOPIOE HOBi BUKJTMKW Ta BigKPNBae
LIMPOKi MOXINBOCTI Ans GisHecy. Sokpema, 3pOCTaE KinlbKicTb CIOXNUBAYIB, L0 HagaloTh nepesary
MOOGINIbHUM NPUCTPOSAM 4519 3[iACHEHHS MOKYINOK, a TAKOXX OYiKYIOTb aganTUBHUX iHTepgericie i uBnag-
Knx, 3py4Hux crnocobie onnaru. Kpim roro, cy4acHi cnoxxuvsadi o4ikyioTb NepcoHani3oBaHoro nigxo-
Ay, iHTepakTMBHOI B3aeMoAii Ta MOXXJINBOCTi ornepaTuBHO OTPUMYBATU BiAryKu iHLLINX KOPUCTYBaYiB,
LL{O NMOCTIHO BINJINBAE Ha iXHIO nNoBeRiHKY i TpaHcgOopMye TpaanLiiHi KaHann Ta MeToau NPocyBaHHS
npoAaykuii. Y Taknx ymoBax esIeKTpoHHa KoMepList HabyBae 0Ccob6/IMBOro 3Ha4eHHs sIK KJIHO4OBUI Ha-
npsm QiasbHOCTI, 3a4aTHWMIA e¢pbeKTUBHO pearyBaTmn Ha CTPIMKi 3MiHM NOTPeo6 i oYiKyBaHb CNOXNBaYiB
LLJIIXOM rHYYKOI aganTtauii MapKeTUHroBuUx cTpareriii. Bigrak meToro cTtaTTi € BU3BHa4eHHSI OCHOBHUX
HanpsiMiB Ta 0co6/1MBOCTel yrnpoBaaXeHHs iHHOBaUiiHUX MeToA4iB npocyBaHHSA npoaykuii y cepi
eJIeKTPOHHOI KomMmepuii. Y me>xax gocnigXxeHHs1 BCTaHOBJIEHO, L0 BrIPpOBaAXEeHHS iHHOBaLiMnHNX Me-
TOA4IB NPOCyBaHHSI NpoAyKLUii y cpepi en1eKTpoOHHOI KoMepuii € KOMIMIEKCHUM MPoLeCOM, SIKUA rne-
peabayae iHTerpauyito HOBITHIX L POBUX TEXHOJIOr i, KpeaTUBHUX NiAXoA[iB i Cy4aCHNX MapKeTUHIo-
BUXiHCTPYMeEHTIB. Lieii npouec cnpsiMoBaHni Ha niaBuLyeHHs1 epeKTUBHOCTIi KOMYHiKauii 3 4islbOBOIO
ayauTopielo, CTUMYJTIOBAHHS MPOAAXIB Ta 3MiLLHeHHSI KOHKYPEeHTHUX No3uLiii 6iaHecy B OHNaiH-ce-
penoBuLli. IHHoBaLiiHi MeToAN NPOCYBaHHSI OXOIJIIOIOTb LUMPOKNNA CrEeKTP ungdpoBux nnarpopm i
kaHanis, ge BigbyBaeTbcs B3aeMoLis 3i cCrnoxuBavyamu, 30KpemMa: BUKOPUCTAHHS LUTYYHOI O iHTeJs1ek-
Ty AJ1s1 nepcoHani3alii KOHTeHTy Ta pekoMeHAaliv; nepexigHa TapreTuHri petapreTuHry couyiasb-
HUX MepeXxax; iHTerpauis BipTyasibHOi Ta JONOBHEHOI peasibHOCTi; 3aCTOCyBaHHS iHpIloeHcep-map-
KeTuHry Ha nnatgopmax 3 BUCOKUM piBHEM [jOBIpY CrOXXnBa4YiB; NOBHa aBTOMAaTnN3aLlisi MapKeTUHIro-
Bux npouyecie (email-kamnaHii, 4aT-60TN, TOUrepHi NOBi4OM/IEHHSI); BUKOPUCTAaHHS iHTePaKTUBHUX
¢dopmarie peknamu (irpoBi enemeHTH, iHTepakTUBHe Bigeo); nepexin Ao OMHiKaHa/IbHOro rnpocyBaH-
HS 3 y3ro)keHolo KOMYHiKaui€ero 4yepe3s yci AOCTYrHI ungpoBi kaHann. Takum YNUHOM, BrPOBaa)XeHHS
IHHOBaLiiHUX MeToAiB NPOoCcyBaHHSs1 Yy cepi eNNeKTPOHHOT komepLii popmMye cydaCHUN MapKeTUHIro-
BV nigxig, opieHTOBaHW Ha MakcUMaJibHe 3a40BOJICHHS TOTPe6 CroXXuBadyi.

Key words: consumer satisfaction; artificial intelligence; content personalization; targeting and retargeting;
virtual and augmented reality; marketing process automation, advertising formats.

KaroyoGBi cnoBa: 3a00Bo1eHHs nompeb cnoxcuBayiB; wmyyHul iHmeseKkm; NepCoHaANI3auis KOHMeHmy; mapae-
mune i pemapaemut; GipmyasnsHa ma donoBHeHa peassHocms; aBmomamu3zayis mapkemuHaoBux npoyecil; ghop-
Mamu pexkaamu.

PROBLEM STATEMENT

In today's rapidly evolving digital landscape and global
market, consumer behavior is undergoing significant
transformations. This shift brings both challenges and
opportunities for businesses. In particular, the number of
consumers who prefer mobile devices for making pur-
chases is increasing, along with expectations for adaptive
interfaces and fast payment methods. Furthermore,
modern buyers demand a personalized approach,
interactive engagement, and the ability to quickly receive
feedback from other users, which continuously shapes their

behavior, altering traditional channels and methods of
product promotion. E-commerce is gaining particular
importance as a key activity capable of effectively
responding to rapidly changing needs and expectations of
consumers through the adaptation of marketing strategies.

At the same time, the rapid pace of changes in
consumer behavior and the constant emergence of new
technological tools create significant challenges for
businesses, as they are forced to implement innovations
and quickly adapt their promotion strategies to meet
consumer demands. For this reason, the study of effective
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The use of artificial
intelligence for content
personalization and
recommendations. '

The shift to omnichannel
marketing®

The shift to influencer marketing
on platforms with high
consumer trust.’

The shift to targeting and
retargeting on social media. *

Methods used for product
promotion in the business
environment.

Full marketing automation®

Integration of virtual and augmented reality. ®

The shift to interactive advertising formats. ’

Fig. 1. Directions of implementing innovative product promotion methods in the field of e-commerce

Notes:

1. Is a key method in building flexible and effective promotion strategies in the online environment, ensuring high adaptability of

marketing campaigns to rapidly changing consumer behavior.

2. Is a key method for coordinating information, ensuring consistent quality of service, and enabling the continuation of an initiated

process (e.g., a purchase) without loss of data or context.

3. Is a key method of native communication with the audience through social platforms that enjoy particular trust among users.
4. Is a key method for precise targeting of advertising messages to specific audience segments and re-engaging users.

5. Is a key method for the automatic execution of marketing tasks and campaigns without constant manual intervention.

6. Is a key method for improving the user experience during product promotion and presentation in e-commerce.

7. Is a key method for increasing engagement and effectiveness of marketing campaigns in e-commerce.

Source: compiled based on [3; 5—6].

innovative promotion methods in e-commerce is highly
relevant and holds significant practical importance for the
industry's development.

ANALYSIS OF RESEARCH
AND PUBLICATIONS

Key aspects of improving the effectiveness of product
promotion in the field of e-commerce have been examined
in the scholarly works of researchers such as V. Fosto-
lovych, T. Botsian, A.V. Shymko, D.V. Zamialyi, S.H. Ki-
zenko, N.V. Lesko, and S.O. Eira, who emphasize the
impact of digital tools, communication personalization,
marketing automation, and adaptation to changes in
consumer behavior.

At the same time, it should be noted that the issue of
directly implementing innovative product promotion
methods in e-commerce, particularly regarding the
integration of modern digital technologies, remains
insufficiently covered in the scientific literature. This is
explained by the high dynamics of transformations in the
digital environment, where tools, platforms, and marketing
approaches change so rapidly that academic research does
not always keep pace with these trends.

This situation complicates the formation of a stable
theoretical and methodological foundation and highlights
the importance of further in-depth researchin this area.

FORMULATION OF THE ARTICLE'S
OBJECTIVES

Therefore, this article aims to identify the directions
and specific features of implementing innovative product
promotion methods in the field of e-commerce.

THE PAPER MAIN BODY

Within the scope of the study, the authors examined
the process of implementing innovative product promotion
methods in the field of e-commerce as the integration of
cutting-edge digital technologies, unconventional
approaches, and modern marketing tools aimed at[1; 5—
6]:

— enhancing the effectiveness of communication with
the target audience;

— stimulating sales;

— strengthening the competitive position of the
business in the online environment.

Specifically, it's emphasized that the promotion of
products in the online environment encompasses all digital
platforms and channels where interaction with consumers
takes place through [5—6]:

1. The use of artificial intelligence for content per-
sonalization and recommendations in product promotion
within the business environment.

2. Shift to targeting and retargeting on social media
in product promotion within the business environment.

3. The integration of virtual and augmented reality into
product promotion in the online environment.

4. The shift to influencer marketing on platforms with
high consumer trust.

5. Full marketing automation (email campaigns,
chatbots, trigger messages) in product promotion within
the online environment.

6. The shift to interactive advertising formats (gami-
fication elements, interactive videos) in product promotion
within the online environment.

7. The shift to omnichannel marketing, or coordinated
promotion of products across all available digital channels.

Overall, the implementation of innovative product
promotion methods in the field of e-commerce is aimed at
creating a more engaging, flexible, and effective
communication process with consumers in a constantly
evolving digital environment (see Fig. 1).

In particular, methods are constantly evolving in terms
of how effectively they improve the analysis and adjust-
ment of user behavior and the adaptation of promotion
strategies.

So, let us now examine the function of each of the
outlined methods in more detail.

The use of artificial intelligence for content perso-
nalization and recommendations in online product
promotion is one of the most effective modern practices
in digital marketing. Thanks to machine learning algorithms,
artificial intelligence analyzes large volumes of user
behavior data-such as browsing history, purchases, time
spent on the website, and responses to previous marketing
campaigns. Using this analysis, personalized offers,
dynamic advertising banners, email campaigns, and various
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Table 1. Features of the transition to targeting and retargeting on
social media in product promotion within the business environment

data. The outlined methods enable
businesses to launch highly tar-

The specifics of transitioning to

Advantages in product promotion within

geted advertising campaigns aimed
at specific audience segments
based on age, geolocation, inte-
rests, behavior, and more, in ac-

cordance with the specifics pre-
sented in Table 1.

In fact, based on the outlined
features, it is clear that the use of
targeting technologies is especially
relevant for the B2C sector in the
business environment; however, it

have already shown interest in a
product or brand (such as visiting the
website, viewing a product, or
leaving items in the cart) but have not
completed a purchase, thereby
increasing conversion rates through
reminders or additional incentives.

Direction targeting and retargetlng on social the business environment
media

Targeting Involves the application of precise Allows businesses to:
audience segmentation based on large | e Reach potential customers who match
user data sets (age, gender, their target audience;
geolocation, interests, behavioral e Reduce advertising costs;
patterns, etc.), allowing the creation o Increase advertising effectiveness.
of personalized advertising
campaigns targeted specifically at
potential customers most likely to be
interested in the product or service.

Retargeting | Focuses on re-engaging users who Enables businesses to:

e Re-engage users who have already shown
interest in a product or brand but have not
completed a purchase;

e “Follow up” with potential customers
through social media ads, increasing the
likelihood of conversion.

is increasingly being applied in the
B2B segment as well, particularly
through LinkedIn, where professio-
nal services, equipment, software,
and more are promoted.

The integration of virtual reality
and augmented reality into the

Source: compiled based on [3; 5].

other elements are created to align closely with the
individual interests of each consumer. This method enables
businesses to:

— increase conversion rates;

— reduce costs associated with ineffective advertising;

— build audience loyalty through relevant content;

— improve the user experience in the online store or
platform.

Prominent examples of the use of such technologies
include the recommendation systems on Amazon, Netflix,
and AliExpress, which continuously suggest products or
services most likely to interest a specific user.

The shift to targeting and retargeting on social media
in product promotion within the business environment is a
response to the growing need for more precise, effective,
and personalized marketing communication.

Social platforms such as Facebook, Instagram,
LinkedIn, and TikTok accumulate vast amounts of user

process of promoting products in
the online environment is one of the
most promising directions in innovative marketing [3]. It
significantly enhances consumer engagement and improves
their interaction experience with the product, in accor-
dance with the specifics outlined in Table 2. These
technologies help overcome the physical distance between
the buyer and the product by providing visualization,
testing, and emotional immersion even before the purchase
is made.

Based on the features outlined, it is clear that these
methods are actively used in industries such as fashion,
interior design, cosmetics, automotive, and tourism. They
not only enhance brand trust but also contribute to
increased conversions through a more informed product
choice.

The shift to influencer marketing on platforms with a
high level of consumer trustis aresponse to the declining
effectiveness of traditional advertising amid the
oversaturation of the information space and growing

Table 2. Features of integrating virtual and augmented reality into the process of product promotion
in the online environment

Specifics of integrating virtual and .
.o Advantages in product
L augmented reality into the process of . o .
Direction . . promotion within the business
product promotion in the online .
. environment
environment
Augmented | The use of digital elements overlaid Allows businesses to
Reality on the real world through smartphone integrate virtual objects into
(AR) cameras or special devices, allowing the user’s real environment
consumers to visualize the product in — for example, to “try on”
a real environment (e.g., furniture ina | clothing or glasses, test how
room, makeup on the face), thereby furniture would look in a
increasing engagement and awareness | room, or view a 3D model of
before purchase. equipment through a
smartphone camera.
Virtual Preation of fully virtual, interactive Preates a fully simulated
Reality spaces where users can explore environment in which the
(VR) products in a simulated environment user can interact with the
(e.g., a virtual store or product product or service, for
testing), providing a unique example, in the form of a
interaction experience and increasing virtual showroom or a
brand trust. demonstration tour.

Source: compiled based on [1—2; 4—5].
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Table 3. Features of current marketing automation
in the online environment

L. Marlfetmg automat.lon Advantages in product promotion within
Direction specifics in the online ; .
. the business environment
environment
Email Automated through audience Allows sending personalized newsletters,
marketing segmentation, message chain | promotions, cart abandonment
setup, and dynamic content reminders, or repeat purchase
notifications, which increases email open
rates and conversion
P hatbots Provide automated Phatbots can answer questions, provide
communication 24/7 via product consultations, process orders, or
messengers or on websites redirect to the appropriate manager,
significantly reducing the workload on
human resources.
Trigger Retain potential customer’s They enable instant and relevant
messages attention and stimulate interaction with customers, improving
purchase at the right moment. | user experience and driving sales.

Source: compiled based on [1; 3—4].

audience skepticism toward standard promotional
messages. In today's online environment, consumers
increasingly rely on personal recommendations, genuine
reviews, and expert opinions, which drives the rising
importance of influencers — thought leaders who hold
significant authority within their niches.

Influencer marketing involves collaboration between
brands and bloggers, content creators, and public figures
on platforms such as Instagram, TikTok, YouTube,
Telegram, and Twitter, as well as professional networks
like LinkedIn.

The main advantage of this method is the ability to
increase the level of emotional engagement of the
audience, which already has established trust in the chosen
influencer. Platforms with high trust are social networks
where users interact not only with brands but also with
people whose opinions they value. For example, a high level
of engagement and authenticity is provided by
recommendations from micro-influencers, who have a
smaller but more loyal audience. For businesses, this
method opens up opportunities to: increase brand
awareness in target segments; build organic trust in the
product; stimulate sales through content that appears
natural rather than like advertising; and reduce costs
compared to traditional mass advertising.

Thus, influencer marketing becomes a powerful tool
for product promotion, providing personalized and
emotionally oriented interaction with the audience in the
rapidly changing digital market environment [3—4].

Complete marketing automation in the online
environment is implemented through email campaigns,
chatbots, and trigger messages, which, according to Table
3, are key tools for increasing the effectiveness of product
promotion amid digital competition and evolving consumer
expectations.

So, automated marketing systems enable continuous,
personalized, and timely communication with the customer
at every stage of their interaction with the brand.

Email marketing is automated through audience
segmentation, message chain setup, and dynamic content;
chatbots provide automated 24 /7 communication; and
trigger messages are automatic system responses to spe-
cific user actions. Thanks to marketing process auto-

mation, businesses can: reduce response time to customer
behavior; deliver scalable personalization; minimize human
error and service costs; and increase engagement, loyalty,
and sales metrics [1; 3].

The shift to interactive advertising formats in e-
commerce is a response to growing consumer demands
for engagement, personalization, and emotional
experience during brand interactions. Modern users
respond less and less to traditional static ads, instead
showing greater interest in interactive content — including
ad formats with gamification elements, clickable videos,
choose-your-own-adventure scenarios, 360° product
views, as well as polls, quizzes, and interactive stories on
social media.

This method allows for deeper consumer engagement
with content; brand memorability through emotional
experience and gamified interaction; collection of user
behavior data for further personalization; and stimulation
of conversions through active customer participation in
the communication process. Interactive advertising is
especially effective in mobile environments, where users
are accustomed to fast, visually rich, and interactive
content. For example, Rozetka actively uses interactive
Instagram stories with polls and quizzes (such as "guess
the price" or "choose a gift"), which increase audience
engagement and lead to the product catalog. This allows
users to have fun while simultaneously getting familiar with
the product range. Thanks to interactive advertising
formats, the paradigm of ad consumption is changing: the
user not only observes but actively participates in the
advertising process, which increases communication
effectiveness, brandrecall, and the likelihood of purchase.

The shift to omnichannel in e-commerce involves
implementing a coordinated strategy to promote products
across all available digital channels to create a seamless,
continuous, and personalized consumer experience. In
today's environment of fragmented user attention and a
variety of digital platforms (websites, social media, mobile
apps, email, messengers, marketplaces, etc.), brands must
ensure communication consistency and product availability
at every stage of customer interaction.

Omnichannel entails: synchronizing messages, pro-
motions, and visual style across all channels; personalizing
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content based on user preferences and behavior; creating
a unified customer profile that allows tracking and
analyzing their actions across different environments; and
enabling a seamless transition between channels (for
example, browsing a product on Instagram, completing a
purchase in a mobile app, and receiving confirmation via
email [1]). Specifically, Rozetka ensures consistent
communication and convenience for the buyer at every
stage of interaction: the website, mobile app, and physical
pickup points are synchronized; order status notifications
are sent simultaneously via email, app, and SMS; purchase
history, recommendations, and promotions are
personalized across all platforms.

As a result, the customer receives a consistent
experience regardless of the channel. This increases trust,
conversion rates, and repeat purchase frequency. Such an
approach contributes to:

— Enhancing consumer trust and loyalty;

— Optimizing the customer journey;

— Improving the effectiveness of marketing cam-
paigns through coordinated actions;

— Maintaining brand presence in the buyer's mind at
various stages of the decision-making process.

In the context of the rapid development of e-com-
merce, omnichannel is no longer a competitive advantage
but a necessity for brands aiming to meet the expectations
of modern digital consumers and ensure continuous
engagement with them in a highly competitive environment.

Thus, the key features of implementing innovative product
promotion methods in e-commerce include rapid adaptation
to changes in consumer behavior, high technological
integration, individualized marketing communications,
multichannel and omnichannel approaches, as well as
automation, interactivity, and active audience engagement.
These factors together shape the modern approach to e-
commerce marketing, focused on maximizing consumer
satisfaction and enhancing business competitiveness.

CONCLUSIONS

The study determined that implementing innovative
product promotion methods in e-commerce is a complex
process involving the integration of cutting-edge digital
technologies, unconventional approaches, and modern
marketing tools. This process aims to enhance com-
munication effectiveness with the target audience,
stimulate sales, and strengthen the business's competitive
position in the online environment.

Innovative promotion methods encompass a wide
range of digital platforms and channels where consumer
interaction takes place, including: the use of artificial inte-
ligence for content personalization and recommendations;
shifting to targeting and retargeting on social media;
integration of virtual and augmented reality; employing
influencer marketing on platforms with high consumer
trust; full automation of marketing processes (email
campaigns, chatbots, trigger messages); use of interactive
advertising formats (gamification elements, interactive
videos); and the transition to omnichannel promotion with
coordinated communication across all available digital
channels.

Thus, implementing innovative promotion methods
in e-commerce shapes a modern marketing approach

focused on maximizing consumer satisfaction and
enhancing business competitiveness in the digital
environment.

The prospects for further research lie in studying the
impact of emerging technologies such as artificial
intelligence and VR /AR on shaping consumer behavior and
the effectiveness of innovative marketing strategies
across different segments of e-commerce.
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