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Improving the competitiveness of enterprise
through the introduction of Internet marketing

Abstract. The aim of the study was to investigate the impact of Internet marketing on the
competitiveness of enterprises. The research used methods of secondary data analysis and case
studies to study the successful use of Internet marketing tools in various industries. The research
analysed the use of Search Engine Optimisation, contextual advertising, social media and web
analytics among leading Ukrainian enterprises such as “Nova Poshta’, “Rozetka’, “Kyivstar” and
“Foxtrot”. The results of the study confirmed the importance of Internet marketing for increasing
the competitiveness of enterprises.Itwas determined thattools such as search engine optimisation,
Pay-per-click and social media can significantly increase brand visibility, attract new customers
and increase sales. In 1-3 months, Pay-Per-Click can increase traffic by 50-100% and sales by
40-80%, while Search Engine Optimisation can increase traffic by 20-30% and sales by 15-25%.
Email marketing and content marketing promote brand loyalty and increase conversions by
10-20%, respectively. The study showed that online marketing not only helps to increase brand
visibility, but also helps to attract more customers through more precise targeted advertising
and increased efficiency of interaction with them. The use of Search Engine Optimisation helps
to improve the organic promotion of websites in search engines, which leads to an increase in
traffic without significant advertising costs. The study also highlighted the importance of mobile
marketing, as the growing use of mobile devices is becoming an important factor in improving
access to customers and increasing conversion rates. The findings of the study confirm that the
effective use of digital marketing tools is one of the main factors for increasing the competitiveness
of enterprises in the current digitalisation environment. It is also important to integrate the latest
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technologies, such as artificial intelligence and big data analytics, to provide more personalised
customer interaction and increase the overall effectiveness of marketing campaigns. The practical
significance of the study lies in the development of effective strategies for using digital marketing
tools to increase the competitiveness of enterprises in various industries

Keywords: digital technologies; web analytics; social networks; demand; content

INTRODUCTION
In the current environment of digital technolo-
gies and changes in consumer behaviour, busi-
nesses are forced to adapt their marketing strat-
egies to new realities, where online marketing is
becoming a key tool for increasing competitive-
ness and optimising advertising costs. Digital
communication channels allow companies to
interact with consumers more effectively, attract
new customers, maintain the loyalty of existing
ones and increase their visibility in the market.
As online marketing allows for personalised ap-
proaches to each consumer, optimised adver-
tising budgets and reduced costs for traditional
marketing tools, its implementation is becoming
a necessity for businesses of all sizes. In a highly
competitive environment, the ability to effec-
tively use digital tools to promote goods and ser-
vices is becoming a key factor in market success.

The use of Internet technologies in the mar-
keting activities of enterprises is necessary to
adapt to the rapidly changing market environ-
ment. I. Ippolitova et al. (2024) studied the im-
portance of introducing Internet technologies
to improve communication with customers
through digital channels. The authors justified
the use of Internet marketing tools, such as cor-
porate websites, search engine optimisation,
social media, and email, to improve the effec-
tiveness of marketing campaigns and increase
conversion. However, they noted that the inte-
gration of various online tools and their adapta-
tion to the specifics of enterprises requires fur-
ther research and development.

Theuse of big data and the Internet of Things
to improve the economic performance of enter-
prises in online marketing is an important area
of development in the context of digitalisation.
Y. Yang (2024) studied the impact of these tech-
nologies on the effectiveness of marketing strat-
egies and sales. The author found that big data
and the Internet of Things significantly improve
business performance, but there are problems
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with resources, technology, and data security. He
suggests that businesses should optimise their
use and update their technology, and develop
policies to support these innovations.

Digital marketing has become a key tool for
businesses in times of crisis, helping them to
adapt to changes in the market. M. Oklander et
al. (2024) studied how small and medium-sized
enterprises in Ukraine use online marketing to
overcome the challenges caused by the war. The
authors note that digital marketing, in particu-
lar through social media, played an important
role in maintaining customer relationships and
expanding markets. However, businesses faced
challenges due to limited resources and an un-
stable environment. The study points to the need
for further research to improve digital market-
ing strategies for small and medium-sized en-
terprises in crisis situations.

P. Virani (2024) investigated the impact of
internet marketing on small and medium-sized
businesses. The author found that social media,
in particular Facebook, significantly contribut-
ed to supporting sales and customer interac-
tion, allowing businesses to remain competi-
tive. The study showed a positive relationship
between the use of digital marketing and finan-
cial performance, but also found that a lack of
IT skills among entrepreneurs limits the effec-
tiveness of their use. Digital marketing strate-
gies are a key factor in strengthening the com-
petitiveness of enterprises. N.I. Niyozova (2023)
investigated how these strategies contribute to
the development of enterprises, noting the role
of Internet technologies such as social media
and online shopping. The author emphasised
that these tools help to reduce marketing costs
and improve customer interaction. However,
businesses face difficulties due to a limited un-
derstanding of technology, which requires ad-
ditional training to effectively implement them

in digital strategies.
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Digital marketing is becoming crucial for
strengthening the market position of enterpris-
es and improving their competitiveness. The ar-
ticle by V. Morokhova et al. (2021) discusses mod-
ern marketing technologies as tools for shaping
the competitive advantages of enterprises. The
authors emphasise the importance of introduc-
ing innovative approaches to marketing activi-
ties to improve the efficiency of enterprises in a
competitive market. V. Morokhova et al. analysed
specific strategies, such as product differentia-
tion, customer focus and the use of digital tools,
which help to strengthen companies’ market
positions. This highlights the need for further
research to develop tailored digital strategies
that are specific to the sector.

The use of digital marketing is important for
improving the performance of small and me-
dium-sized enterprises in emerging markets.
W. Apedo Deku et al. (2024) investigated how
digital marketing technologies, such as social
media and search engine marketing, can im-
prove the business performance of small and
medium-sized enterprises (SMEs). The authors
found that technology orientation and custom-
er relationship management (CRM) are impor-
tant factors that influence the performance of
enterprises. However, financial constraints and
limited use of technology are significant barri-
ers to the widespread adoption of these strate-
gies. Further research is needed to explore how
these technologies can be integrated into SME
strategies, especially in underdeveloped re-
gions. Strategic guidelines to ensure the com-
petitiveness of enterprises in the context of
digitalisation are important for their adaptation
to change. N.P. Safonik (2024) noted that invest-
ment in technology and staff qualifications are
the basis for adaptation, while external factors
such as competition determine opportunities
for development. The study showed that enter-
prises should formulate strategies that take into
account digital transformation. However, there
is still a need for further research on the integra-
tion of digital solutions into business processes.

The aim of this study was to analyse the
impact of Internet marketing on the enterprise
management strategy and its competitiveness.
The objectives of the study were: to analyse the
role of Internet marketing as a strategic element
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of enterprise management that affects its effi-
ciency and market position; to assess the impact
of implementing Internet marketing strategies
on increasing the competitiveness of an enter-
prise in the context of digitalisation.

MATERIALS AND METHODS

The research was empirical, including the anal-
ysis of secondary data and case studies to study
the use of online marketing tools. The main
sources were information from open sources
(Marketing strategies..., n.d.; How does market-
ing..., n.d.; How does a business attract potential
customers..., 2024), as well as market research
on the introduction of digital technologies in
the marketing strategies of enterprises (Foxtrot
case.., n.d.). At the same time, materials on the
latest trends in digital strategies and methods
of their implementation were studied. The re-
search works of F. Sabbagh (2021), YK. Dwivedi et
al. (2021), O. Kitchenko & I. Koval (2021).

The study examined several open advertis-
ing platforms that provide a variety of tools for
effective audience targeting and optimisation
of advertising costs. Among the main platforms
that were reviewed are Google Ads (Google ads
offers many opportunities.., n.d.), Facebook
Ads (About Facebook ads..., n.d.) and Instagram
(Advertising on Instagram.., n.d.).Marketing
automation platforms such as HubSpot (With
HubSpot.., n.d.) or Adobe Marketo (Powerful
marketing .., n.d.), and their great potential for
automating marketing campaigns, optimising
customer experience, and improving the effec-
tiveness of marketing efforts.

One of the main methods of collecting in-
formation was a case study, which involved a
detailed analysis of specific examples of suc-
cessful use of Internet marketing in enterprises
in various industries, such as logistics and de-
livery, e-commerce, telecommunications and
retail. This made it possible to collect practical
data on the use of digital tools in real life and
assess their effectiveness on the example of the
largest Ukrainian companies. The sample for the
analysis consisted of such enterprises as “Nova
Poshta” (Marketing strategies..., n.d.), “Rozetka”
(How Rozetka.ua does marketing.., n.d.), “Ky-
ivstar” (How can businesses attract.., 2024),
“Foxtrot” (Foxtrot case..., n.d.), which are actively
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implementing online marketing strategies to
strengthen their competitive position in the
market. The study of their experience provided
practical insights into the use of Internet mar-
keting in the Ukrainian context, as well as iden-
tified features and trends that may be useful for
other businesses. To assess the effectiveness of
Internet marketing tools such as search engine
optimisation (SEO), contextual advertising, so-
cial media, email marketing and web analytics
in more detail, benchmarking methods were
used to compare the effectiveness of these tools
among businesses in different industries. The re-
sults were assessed by analysing such indicators
as traffic growth, sales growth and conversion.

One of the main tools was a SWOT analysis,
which was used to identify the strengths and
weaknesses of the use of Internet marketing in
enterprises, as well as opportunities and threats
arising in the process of implementing digital
strategies. This method helped not only to iden-
tify the key advantages and disadvantages of im-
plementing online marketing tools, but also to
analyse internal factors that may affect the suc-
cess of their implementation, such as the level
of digital maturity of the company, readiness for
change and availability of necessary resources
for the effective implementation of new tech-
nologies. In addition, the SWOT analysis made it
possible to assess external opportunities, such
as the development of new markets or changing
trends in consumer behaviour, as well as poten-
tial threats from competitors, economic fluctu-
ations or technological changes. PEST analysis
was applied to provide a deeper analysis of ex-
ternal factors that could affect the effectiveness
of online marketing strategies. This method
helped to assess political, economic, social and
technological changes that can significantly al-
ter the marketing environment for businesses.
This approach provided a comprehensive as-
sessment of how digital technologies can affect
the competitiveness of enterprises not only in
the short term, but also in the long term.

RESULTS
Theoretical foundations of internet marketing
Internet marketing, or digital marketing, is a
set of methods and tools used to promote goods
and services via the Internet. This tool enables
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businesses to interact with potential customers,
create effective communication channels and
increase customer loyalty. In today’s highly com-
petitive and rapidly changing business environ-
ment, Internet marketing has become an essen-
tial part of the strategy of every business seeking
to achieve high results and maintain its compet-
itive position. The use of online marketing allows
companies not only to attract new customers
but also to maintain effective relationships with
existing ones, which ultimately helps to increase
sales and strengthen the brand in the market.

Internet marketing consists of the follow-
ing components: search engine optimisation,
contextual advertising, email marketing, social
media marketing (SMM), content marketing,
customer interaction and web analytics. The
goal of search engine optimisation (SEO) is to
make a website more visible to search engines.
Businesses can attract organic traffic, which
is cost-effective because this process does not
require paid advertising. However, contextual
advertising allows advertisers to attract new
customers through paid ads that appear on
search engine pages and affiliate platforms. By
using these platforms, advertisers are paid for
each click ontheir adverts. This tool is well suit-
ed to quickly drive traffic and increase sales,
especially for companies looking to respond
quickly to changes in demand (Vikarchuk &
Yushkevych, 2021).

Email marketing is one of the most effec-
tive tools for keeping in touch with customers.
It allows enterprises to send out promotional
materials, news, or personalised offers, which
encourages customer loyalty and attracts new
customers. Social media marketing (SMM) en-
compasses the use of platforms such as Face-
book, Instagram, Twitter, and LinkedIn to pro-
mote products and services and to interact
directly with the audience. With this tool, busi-
nesses can not only advertise their products but
also build strong relationships with customers
and engage them in active participation in the
brand’s life, which increases the level of trust
and consumer loyalty (Sabbagh, 2021).

Content marketing is the process of creating
and distributing valuable content that meets the
interests and requirements of the target audi-
ence. It can be articles, blogs, videos, infographics,
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and other types of content that help companies
increase the number of customers and strength-
en their market position. An affiliate marketing
tool gives companies the opportunity to work
with other organisations or individuals for a
fee to attract customers or make sales through
their platforms. This allows companies to avoid
spending a lot of money on expanding their au-
dience. Web analytics is another important on-
line marketing tool that allows companies to
evaluate the effectiveness of their marketing
campaigns, track user behaviour on the site, and
adapt strategies based on the data they receive.
Companies can use programs such as Google
Analytics to get accurate data on the channels
that generate the most traffic and that need to
be optimised (Vikarchuk & Yushkevych, 2021).

Internet marketing is an integral part of
the overall business strategy, performing not
only the function of advertising, but also con-
tributing to brand development, attracting new
customers, and strengthening the company’s
market position. This allows companies to ef-
fectively integrate digital strategies into their
core business processes. It allows companies to
be more flexible and innovative, and to respond
more quickly to market changes. Product, pric-
ing, distribution, and customer communication
strategies are just some of the main business
strategies that are interconnected with online
marketing. Product strategy is closely related
to online marketing. Companies can use digital
channels to quickly bring new products to mar-
ket, gauge demand, collect customer feedback,
and quickly improve their offerings. The crea-
tion of online stores and sales platforms allows
companies to expand their product range and
reach more customers (Dwivedi et al. 2021). At
the same time, companies can quickly change
their pricing policy thanks to online marketing.
With the help of digital marketing tools, busi-
nesses can flexibly change prices in real time,
hold promotions, discounts, and offer promo-
tional codes, which is important for stimulating
demand and attracting customers.

Digital marketing also has a major impact
on distribution strategy. It gives businesses the
opportunity to expand their sales geography and
enter new markets by working with global and
local online platforms. This allows businesses
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to ensure that their products are available to
consumers anywhere in the world. In terms of
communication strategy, online marketing en-
ables constant contact with customers through
social media, email newsletters, chatbots and
other channels. This provides instant feedback,
makes it possible to create personalised offers
and respond to customer requests in real time
(Denga et al,, 2022). Thus, Internet marketing
allows not only to advertise products but also to
increase the efficiency of business processes,
strengthen market positions and ensure com-
petitiveness in the global market. Integration of
Internet marketing into the company's strategy
helps to ensure flexibility and adaptability of the
business in the face of constant market changes,
which is an important condition for the compa-
ny's successful development.

One of the main components of modern
strategies for businesses seeking to increase
productivity and competitiveness is the use
of the Internet. But online marketing has two
main functions. Firstly, it is used as an advertis-
ing tool that works on short-term results, and
then as a strategic component of business man-
agement that covers all aspects of its activities.
Distinguishing between these two approaches
is important in order to use internet market-
ing correctly in the overall strategy of a com-
pany. Advertising that uses online marketing is
usually aimed at attracting new customers and
increasing sales in the short term. Contextual
advertising, SEO, social media, email marketing
and content marketing are the main tools of this
approach. They allow companies to make ads
that attract the attention of potential buyers and
quickly increase sales or website traffic (Kitch-
enko et al., 2021). This approach is focused on a
quick impact, and while it can be very effective
in driving sales, it does not always ensure sus-
tainable growth and long-term competitiveness.

Internet marketing as a strategic compo-
nent of business management is much broad-
er. It is not limited to advertising or product
promotion; it also includes the development of
plans aimed at supporting sustainable business
development, improving customer interaction,
optimising business processes and strengthen-
ing the brand. Internet marketing in this context
is not just a means of attracting customers, but

Economics and Business Management (16)1
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also an important part of the overall strategy,
which includes communication, product man-
agement, pricing, and customer interaction at
all stages of the process (Mshvidobadze, 2024).
The difference between online marketing as an

advertising tool and as a strategic management
element can be clearly demonstrated in Table 1.
It shows the main differences in the purpose,
duration of exposure, orientation, and tools
used in each approach.

Table 1. Main differences between Internet marketing as an advertising tool
and a strategic management element

Internet marketing

Criterion as an advertising tool

Internet marketing
as a strategic management element

Attracting new customers,

Main objective : .
increasing sales

Increasing efficiency, strengthening the brand,
strategic planning

Duration of the impact Short-term effect

Long-term effect aimed
at sustainable development of the enterprise

Orientation Promotion of products and services

Integration into the overall business
management strategy

Role in the company’s
strategy

An aukxiliary tool for increasing sales

Central element
of strategic business management

Tools email- marketing

SEO, PPC (Pay-Per-Click), SMM, Use of analytics, customer interaction,

innovative strategies

Source: compiled by the authors based on O. Kitchenko & I. Koval (2021), T.I. Mshvidobadze (2024)

The Table 1 shows that Internet market-
ing, used as an advertising tool, is effective in
achieving short-term results, such as attracting
new customers and increasing sales. However,
this approach has a limited impact on the long-
term competitiveness of the enterprise. Where-
as online marketing as a strategic management
element allows businesses to integrate digital
tools into the overall strategic management pro-
cess, contributing not only to rapid customer
acquisition, but also to strengthening the brand,
improving business processes and ensuring
sustainable development. Understanding this
difference is important for businesses that want
to use internet marketing not only as a tool for
advertising campaigns, but also as part of their
strategy to achieve long-term success and com-
petitive advantage in the market.

The impact of Internet marketing

on the efficiency, market position

and competitiveness of an enterprise

Internet marketing as a tool is of great impor-
tance for modern businesses, as it can signif-
icantly improve the efficiency of their oper-
ations. The introduction of online marketing
allows businesses to optimise numerous busi-
ness processes, reduce the cost of traditional
advertising campaigns and automate a number

of operations. The essence of this impact can be
assessed in the context of several aspects: au-
tomation, precise targeting, reduced costs for
traditional forms of advertising, and improved
customer interaction.

One of the main advantages of online mar-
keting is the ability to automate many business
processes. Modern technologies can greatly
simplify and speed up processes such as send-
ing emails, generating personalised offers for
customers, managing advertising campaigns,
and even analysing the effectiveness of strate-
gies. Marketing automation platforms, such as
HubSpot (With HubSpot..., n.d.) or Adobe mar-
keto (Powerful marketing.., n.d.), provide tools
for automatically collecting data on customer
interactions, which can be used to quickly adapt
strategies. This approach reduces the workload
of employees and makes processes more effi-
cient, whichis especiallyimportant for small and
medium-sized enterprises. Internet marketing
is a powerful tool for small and medium-sized
enterprises (SMEs) to optimise advertising
costs, increase profits and improve competi-
tiveness. Audience targeting through Google
Ads and Facebook Ads helps to reduce the cost
of irrelevant audiences by targeting advertising
campaigns to potentially interested customers.
The use of SEO helps to attract organic traffic

Economics and Business Management (16)1 131 ’
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without the additional cost of paid advertising,
which reduces the cost of customer acquisition,
as shown by HydroWorx, which increased or-
ganic applications by 131% (Storm, n.d.). Digital
platforms provide effective real-time monitor-
ing of campaign results, allowing for quick ad-
justments to strategies. This makes it possible to
reduce costs and increase profits, in particular
through email marketing, which stimulates re-
peat purchases. Online marketing increases the
competitiveness of SMEs by enabling them to
compete with large companies through relevant
content and targeted advertising. Local SEO op-
timisation ensures high search engine rankings
onalimited budget, as evidenced by the example
of a bakery that has achieved leadership in the
search results for “bakery nearby” (Saxon, 2023).

Online marketing makes it possible to pre-
cisely target your campaigns based on consum-
er behaviour data, which significantly increas-
es the effectiveness of advertising campaigns.
Open advertising platforms, such as Google Ads
(Google ads offers many opportunities..., n.d.),
Facebook Ads (About Facebook ads..., n.d.), In-
stagram (Advertising on Instagram.., n.d.), al-
low businesses to easily set up targeting for a
specific audience, determining not only its de-
mographic characteristics, but also interests,
purchase history or interaction with the brand.
Targeted advertising can significantly increase
the efficiency of advertising spend, as advertis-
ers can target their advertising messages only
to the audience that has the greatest potential to
make a purchase. If the advertising campaigns
are set up correctly, this can lead to lower ad-
vertising costs while increasing the return on
marketing investment. Specific numerical met-
rics and data such as Cost per Acquisition (CPA),
Return on Investment (ROI), Conversion Rate
(CR), Click-Through Rate (CTR), average check,
and Cost per Click (CPC) can be used to prove the
effectiveness of targeting. For example, if before
targeting optimisation, CPA was 500 UAH per
customer, and after setting up precision target-
ing, this figure dropped to 300 UAH, this could
indicate a 40% reduction in costs. This indi-
cates the potential effectiveness of targeting in
reducing advertising costs. In terms of ROI, if it
was 150% before optimisation and increased
to 250% after targeting, this could indicate
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a significant increase in ROI In the case of CR,
if the CR was 2% before optimisation and in-
creased to 5% afterwards, this may indicate an
increase in the effectiveness of targeted cam-
paigns (Mistrakov, n.d.). An increase in CTR from
1% to 3% could indicate an improvement in the
relevance of targeted ads and a more accurate
targeting of the target audience. An increase in
the average check from 1,000 UAH to01,500 UAH
due to upsell and cross-sell techniques can also
confirm the effectiveness of targeting strategies
(What is targeted advertising and how..., 2024).
Finally, if CPCs have dropped from 10 UAH to
7 UAH, this could indicate a more efficient use
of the advertising budget and cost optimisation
(How to calculate the budget..., 2024). All of this
data can be tracked using analytics tools such
as Google Analytics, CRM systems, or targeted
advertising platforms such as Facebook Ads or
Google Ads (Sharabati et al. 2024).

The ability to significantly reduce the cost
of traditional advertising tools is one of the
most notable advantages of online advertising.
Online marketing offers more affordable and
effective alternatives than television, radio or
print media. To significantly optimise adver-
tising costs, contextual advertising platforms
such as Google Ads allow advertisers to pay
only for actual ad clicks. In addition, organic
promotion through search engine optimisa-
tion helps to generate a large number of visi-
tors without the need to spend money on paid
ads. Search engine optimisation increases the
visibility of your company in search engines,
which leads to constant traffic at no additional
cost. Internet marketing also greatly improves
communication between companies and their
customers. Companies can store and analyse
all the information about the interaction with
each customer thanks to customer relationship
tools such as CRM systems. This allows com-
panies to better understand the needs of their
customers and adapt their marketing plans to
increase loyalty. Chatbots and other interactive
tools allow companies to respond to customer
queries instantly, even on weekends. This al-
lows for constant contact and quick responses
to customer queries, which increases custom-
er satisfaction and helps to maintain customer
loyalty (Usmany et al., 2024).

Economics and Business Management (16)1
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Another aspect of the impact of internet
marketing on the operational efficiency of an
enterprise is web analytics. Web analytics al-
lows businesses not only to collect data about
website visitors but also to analyse consum-
er behaviour in more depth, identify the most
effective channels for driving traffic, study
conversions, and tailor strategies to specific
market needs. Analytics tools, such as Google
Analytics (Get essential customer..., n.d.), pro-
vide an opportunity to measure the effective-
ness of each campaign, monitor customer be-
haviour on the website, identify weaknesses in
the strategy and promptly correct them. This
allows businesses to be flexible and respond
quickly to changes in the market, which is an
important element in maintaining high oper-
ational efficiency. Businesses can effectively

engage with customers and take a leading po-
sition in the market through strategies such as
search engine optimisation, content marketing
and email marketing.

Internet marketing provides businesses
with powerful tools to improve their competi-
tiveness. Using various methods such as SEO,
PPC, SMM, email marketing and content mar-
keting, companies can achieve not only high re-
sults in driving traffic and increasing sales, but
also increase their visibility, build trust among
potential customers and retain loyal customers.
To evaluate the effectiveness of these tools and
their impact on the company’s competitiveness,
basic data on the costs and effectiveness of each
tool were collected. The main online marketing
tools, their costs, and effectiveness in increasing
traffic and sales are presented in Table 2.

Table 2. The impact of Internet marketing on the economic performance of enterprises

Campaign cost

Internet marketing tool (R e

Increase traffic Increase in sales

SEO

From 5000 UAH/month

20-30% in 6-12 months

15-25% in 6-12 months

PPC (Pay-Per-Click)

20000 UAH/month

50-100% in 1-3 months

40-80% in 1-3 months

SMM (Social Media
Marketing)

From 4000
to 40000 UAH/month

30-50% in 3-6 months

20-40% in 3-6 months

Email- marketing

From 5000 UAH/month

10-20% in 1-3 months

10-15% in 1-3 months

Content marketing

From 10000 UAH/month

25-40% in 6-12 months

20-35% in 6-12 months

Source: compiled by the authors based on Cost of web studio... (n.d.), Overview and analysis of effective... (2023),

The best advertising strategies for e-commerce... (2024)

The Table 2 shows that PPC advertising is
the most effective tool, as it provides the high-
est growth in traffic and sales in a short period
of time (1-3 months), although it is expensive
(20,000 UAH/month). SMM is also quite effec-
tive, but the costs can be very different. SEO and
content marketing are less efficient, but provide
a steady increase in traffic (20-40%) and sales
(15-35%) in the long run. The least effective is
email marketing, which, at relatively low costs
(from 5000 UAH/month), gives the lowest growth
in traffic and sales. The use of online marketing
tools helps to significantly increase the compet-
itiveness of businesses, as it effectively attracts
new customers, increases sales and improves
market visibility. For example, SEO allows busi-
nesses to consistently rank high in search en-
gines, which drives organic traffic and reduces

Economics and Business Management (16)1

advertising costs, which is an important advan-
tage in a competitive environment. PPC provides
a quick effect by targeting potentially interested
audiences, making it possible to respond quickly
to changes in demand and oust competitors in
a short time. SMM helps to build brand loyalty
through interaction with the audience on social
media, which helps to strengthen reputation and
attract new customers. Email marketing pro-
vides personalised offers, increasing the effec-
tiveness of interaction with existing customers,
which drives repeat purchases and increases
loyalty. Finally, content marketing helps to create
valuable content that attracts the attention of the
target audience, builds brand trust and strength-
ens the company’s position in the market.
Combining these tools allows business-
es not only to compete effectively with large
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companies, but also to take a leading position
in the market, reducing marketing costs and
increasing their visibility in the eyes of con-
sumers. As a result, the effective use of online
marketing is an important factor that deter-
mines the competitiveness of a company in
today’s market. Increasing visibility and brand
awareness is an important aspect that contrib-
utes to strengthening market positions through
online marketing. The use of tools such as SEO
allows businesses to improve their position in
search engines, giving them access to a wider
audience. At the same time, content marketing,
as a strategy for creating and distributing use-
ful content, helps to attract new customers and
maintain interest in the brand.

“Nova Poshta” actively uses online market-
ing tools to maintain its market position, which
is confirmed by statistical data. In particular,
thanks to SMM (social media marketing), the
company increased its audience reach by 25%,
which attracted more than 500 thousand new
customers (Marketing strategies.., n.d.). SEO-op-
timisation of the website led to a 40% increase in
organic traffic, which resulted in a 15% increase
in conversion. In addition, the use of email mar-
keting has increased the number of repeat or-
ders by 20%, which indicates an increase in cus-
tomer loyalty. These figures demonstrate that
online marketing is a key element in Nova Posh-
ta’s strategy to maintain its competitive advan-
tage and expand its customer base (How Nova
Post improves the efficiency..., n.d.).

Another important strategy for strengthen-
ing market positions is the use of PPC advertising.
“Rozetka’, one of Ukraine’s largest online retail-
ers, actively uses contextual advertising through
Google Ads and social media to reach a wider au-
dience (How Rozetkaua does marketing.., n.d.).
This strategy allows not only to attract new cus-
tomers, but also to stimulate repeat purchases

through precise targeting based on customer
purchase history. “Foxtrot” demonstrates signif-
icant effectiveness in using email marketing to
maintain customer loyalty. Personalised email
campaigns have increased sales of accessories
by 16% with the same level of traffic. This was
made possible by introducing individual product
offers that take into account the needs and pur-
chase history of each customer. “Foxtrot” email
marketing performance statistics show signif-
icant achievements: a 5% improvement in con-
version rates due to optimised email campaigns
and a 10% increase in website engagement due
to effective product recommendations. In ad-
dition, general statistics show that segment-
ed campaigns can increase revenue by 760%,
and personalised subject lines increase open
rates by 26%. This data confirms that “Foxtrot”
strategy of using email marketing is effective in
maintaining customer loyalty and encouraging
repeat purchases (Foxtrot case.., n.d.).

Internet marketing also allows to reduce
advertising costs. Using precise targeting
through PPC and SMM can reduce the cost of
ineffective advertising, while ensuring higher
conversion rates. “Kyivstar”, a Ukrainian mo-
bile operator, uses these tools to advertise its
new services and products, particularly in the
context of launching new tariff plans. Thanks
to precise targeting of advertising to the target
audience, which takes into account more than
100 Big Data parameters (age, gender, interests,
location, etc.), the company was able not only to
reduce advertising costs but also to significant-
ly increase the number of subscribers, improve
the effectiveness of advertising campaigns and
achieve high market results (How businesses
can attract potential customers.., 2024). Ta-
ble 3 illustrates the main Internet marketing
tools and their role in strengthening the market
position of an enterprise.

Table 3. The impact of Internet marketing tools on the market performance of an enterprise

. . - Traffic growth | Conversion Increase
Tool Role in strengthening market positions (%) (%) hellal )
SEO ) Increa_se VISI|.:)I|ITEy in search engines, 40 15 30
drive organic traffic, improve brand awareness
Targeting the target audience, reducing advertising
PPC costs, increasing the effectiveness 25 18 30
of advertising campaigns
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Table 3, Continued

. . - Traffic growth | Conversion Increase
Tool Role in strengthening market positions (%) (%) in sales (%)
SMM Interaction with customers in social net\{vprks, 300-400 ) 39
brand support, and new customer acquisition
Email- Personalising communications, maintaining customer
- ; 10 5 16
marketing loyalty, encouraging repeat purchases
Contept Creatmg valuable content to attract new cus'Fomers, 2000 1200 1200
marketing increase loyalty, and strengthen the brand image
Evaluating the effectiveness of marketing campaigns,
Web analytics adjusting strategies based 75 25 10
on customer behaviour data

Source: compiled by the authors based on How Nova Post improves the efficiency... (n.d.), V. Girko (2023),

V. Kovalov et al. (2024)

Table 3 shows that each of the online mar-
keting tools plays an important role in strength-
ening the company’s market position. The most
effective tools are content marketing and SMM,
which help to engage the audience. The choice
of tool depends on the company’s goals, and
they help reduce advertising costs, attract new
customers and retain old ones. Combined with
the right strategy, these elements guarantee
the company’s stable growth in the market and
strengthen its competitiveness.

The use of digital tools in marketing has
significant advantages, but it also comes with
certain risks that can negatively affect the busi-
ness. The main risks include dependence on
platform algorithms, technical failures, and
cyberattacks. Digital platforms, such as Google
Ads or social networks, are constantly changing
their algorithms, which can affect the visibility
of ads and organic traffic. For example, changes
to Facebook's algorithms can lead to a decrease
in reach without additional ad spend. In addi-
tion, algorithms are often based on historical
data, which does not always allow for innovative
approaches, which can lead to the repetition of
standard strategies instead of finding new op-
portunities for business development (Manag-
ing algorithmic risks, n.d.).

Another significant risk is technical failures
that can lead to financial losses. For example, a
malfunction of a CRM system or marketing auto-
mation platform can disrupt customer service or
delay marketing campaigns. The constant need
to update software or train staff to work with
new technologies requires additional resources
and can increase the costs of the enterprise (The
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dark side of digital marketing.., n.d.). In addition,
cyber attacks that can lead to data loss are a sig-
nificant risk. Digital platforms are an attractive
target for phishing attacks, malware and ran-
somware attacks. This can lead to the leakage of
confidential customer information and, as a re-
sult, fines for non-compliance with security reg-
ulations. Hacking into social media accounts or
compromising customer data can also severely
damage a brand’s reputation, undermining trust
in the company (Shaikh, 2024).

To reduce dependence on platform algo-
rithms, marketing campaign strategies should
be regularly adapted to changes in algorithms
and a multi-channel approach should be used
to reduce dependence on a single platform. To
avoid technical failures, backup systems should
be implemented to ensure uninterrupted oper-
ations and staff training should be invested in
to ensure effective work with new technologies.
In terms of cybersecurity, two-factor authenti-
cation, data encryption, and regular updates of
security systems to check for vulnerabilities are
recommended to reduce risks.

Internet marketing is an effective and im-
portant tool for improving a company’s market
position. Digital tools increase the effectiveness
of marketing campaigns by optimising adver-
tising costs and reaching target consumers.
Companies can achieve significant results in
attracting new customers, strengthening their
brand image and increasing customer loyalty by
using tools such as SEO, PPC, SMM, email mar-
keting and content marketing. The strategic im-
plementation of online marketing tools allows
companies not only to strengthen their market
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positions but also to adapt to the changing mar-
ket environment, which is an important factor
in achieving sustainable development and com-
petitive advantage.

Improving Internet marketing strategies

to increase market position and efficiency
Internet marketing is an important part of mod-
ern business strategies, as it allows businesses
not only to interact effectively with customers,

but also to strengthen their market positions,
increase competitiveness and efficiency. To
more accurately identify areas for improving
your online marketing strategy, it is important
to use strategic analysis tools such as SWOT and
PEST analyses. They help identify strengths and
weaknesses, opportunities and threats, as well
as external factors that may affect your business.
Table 4 shows a SWOT analysis of the use of In-
ternet marketing in enterprises.

Table 4. SWOT analysis: the use of Internet marketing at enterprises

Strengths

Weaknesses

1. High efficiency of targeted advertising (PPC, SMM).
2. The ability to accurately assess the effectiveness

of campaigns through analytics.

3. Flexibility to change marketing strategies in real time.
4. Reducing the cost of traditional advertising through
the use of digital channels.

1. Insufficient use of personalised strategies.

2. Limitations in integrating online marketing

with other strategies.

3. High level of competition in the online environment.
4. Limited knowledge and use of new tools such

as Big Data.

Opportunities

Threats

1. Expanding the market through global online channels.
2. Use of new technologies for targeting (Big Data, Al).
3. Personalisation of marketing campaigns

for greater customer loyalty.

4. Development of mobile marketing

and new content formats.

1. Changes in search engine algorithms

that may affect SEO.

2. Intense competition and declining efficiency

of traditional channels.

3. Increase in advertising costs due to competition
in the online space.

4. Legal restrictions on the use of personal data.

Source: compiled by the authors based on E. Shcherban (2022)

Based on this analysis, it is clear that busi-
nesses have significant room for improvement
in their online marketing strategies. Howev-
er, there are also some weaknesses that need
to be addressed. For example, insufficient use
of personalised strategies can reduce the ef-
fectiveness of campaigns, and the high level of
competition in the online environment threat-
ens to undermine the achievement of desired
results. In addition, businesses often face the
problem of a lack of qualified marketers who
can effectively use modern tools and technol-
ogies, which limits the potential for optimising
marketing campaigns. In addition, difficulties
with the implementation of CRM systems due to
a lack of understanding of their potential or the
lack of appropriate software can slow down the
process of marketing automation and customer
relationship management, which in turn affects
the effectiveness of marketing strategies. PEST
analysis is useful for a detailed understanding
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of external factors that affect online marketing.
This analysis helps to assess the economic, so-
cial, political and technological elements that
can influence a company’s marketing strategies.
Table 5 shows the PEST analysis of the use of In-
ternet marketing in enterprises.

Based on the SWOT and PEST analyses, sev-
eral important steps can be taken to improve the
use of online advertising, which will increase the
company’s efficiency and market position. First
of all, companies should increase the personali-
sation of their marketing campaigns. Companies
can now segment their audiences more accu-
rately thanks to the development of technologies
such as Big Data and artificial intelligence (AI).
Personalisation of communications enables the
creation of targeted advertising campaigns aimed
at the most interested customers. This approach
will ensure higher conversion rates and reduce
advertising costs. Both of these factors are im-
portant for increasing a company’s productivity.
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Table 5. PEST-analysis: use of Internet marketing at enterprises

Political factors

Economic factors

Social factors

Technological factors

1. Changes in personal data
protection legislation may
affect marketing strategies.
2. Regulation of advertising
on social media.

3. Legislative initiatives

to expand access to the
Internet in the regions.

1. Increased advertising
spending due to
competition in the online
space.

2. Economic instability may
affect marketing spending.
3. Currency fluctuations
can affect the cost of
international campaigns.

1. Changing consumer
preferences towards online
shopping.

2. Growing popularity of
mobile apps and online
shopping platforms.

3. Development of social
media, which opens

up new channels of
communication.

1. Rapid development of
new technologies such as Al
and Big Data provides new
opportunities for targeted
advertising.

2. Innovative tools such as
chatbots and automation can
increase the effectiveness of
marketing campaigns.

3. Constantly updating search
engine algorithms, which

requires adapting marketing
strategies.

Source: compiled by the authors

Integration of online marketing with other
strategic areas of the company is another im-
portant area. Internet marketing should be part
of the company’s development strategy, not a
separate tool. This will help to achieve great-
er coherence between different business pro-
cesses, maximising results and more efficient
use of resources. Enterprises should consider
online marketing in product planning, pricing,
and customer communication. Ensuring that all
digital channels are unified is an important part
of this strategy, as it will create a unified strate-
gy to increase efficiency.

Reducing advertising costs through precise
targeting is another important recommenda-
tion. Modern online marketing tools, such as
PPC and SMM, are much more precise in iden-
tifying the target audience for each advertising
campaign. When companies use targeted ad-
vertising campaigns, they can focus on custom-
ers who already show interest in products or
services, which reduces the cost of ineffective
advertising and increases the likelihood of con-
version. Such technologies can reduce the cost
of mass advertising campaigns and focus on the
most attractive market segments, which can sig-
nificantly optimise the marketing budget.

As the popularity of social media and mobile
platforms continues to grow, companies should
focus on using these communication channels.
Given the steady growth in the use of mobile
apps and social media, marketing strategies fo-
cused on these platforms are vital to expanding
their customer base and strengthening their
market position. Companies can build a brand
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identity, create engagement with their audi-
ence, and receive customer feedback through
effective media marketing. It is important not
only to use social media to promote products,
but also to optimise the strategy with the help of
the data they collect.

Online marketing is impossible without the
use of the latest technologies, such as automa-
tion and chatbots. Such tools can significantly
increase the efficiency of marketing campaigns,
reduce the time spent with customers, and pro-
vide them with real-time, personalised offers.
By automating processes, companies can adapt
their marketing campaigns to changing condi-
tions and deliver targeted messages only when
needed, which greatly increases the effectiveness
of communication. Chatbots allow companies
to quickly respond to customer queries by pro-
viding them with relevant information, assisting
in the purchase process, or providing support.

Implementing these recommendations will
allow companies to continue to grow and be
competitive in the market, as well as increase
the effectiveness of their online marketing cam-
paigns. Companies can achieve a significant
increase in efficiency and market position by
developing individual strategies, integrating on-
line marketing into the overall enterprise strat-
egy, optimising advertising costs and using the
latest technologies.

DISCUSSION
Digital technologies play an important role in
developing the competitiveness of enterprises
in today’s business environment. They allow for
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effective adaptation to changing conditions, im-
proving customer experience, optimising busi-
ness processes and reducing costs. This study
and M. Shahbandi (2024) focused on the role of
digital marketing in gaining competitive advan-
tage, with a focus on increasing access to cus-
tomers, developing websites, and using social
platforms. M. Shahbandi's study highlighted the
effectiveness of digital marketing in the US food
industry. One of the main similarities between
the studies was the emphasis on digital market-
ingtools, such aswebsite development,increased
customer access and the use of social media
platforms, which were key to achieving compet-
itive advantage. M. Shahbandi’s study focused
on the US food industry, where 71 marketing
experts in the industry were interviewed, while
this study could cover more industries without
specifying a particular sector. In addition, the
author focused on the use of artificial intelli-
gence for data visualisation and decision-mak-
ing, which was not mentioned in this study.

The study by V. Skvarciany & D. Jure-
viciené (2024) and the present study have a
similar approach to analysing digital competi-
tiveness, in particular through the use of digital
technologies such as the Internet, websites, and
social media. However, the study by V. Skvar-
ciany & D. JureviCiené proposes the develop-
ment of a digital competitiveness index (EDCI)
to compare the levels of enterprises in the EU
using multi-criteria decision-making methods.
While this study covers a wider range of indus-
tries and does not use a specific index. The main
difference is the emphasis of the V. Skvarciany
& D. JurevicCiené on the dynamics of digital com-
petitiveness and its impact on economic growth
and stability, which provides a more compre-
hensive view of the role of digital technologies
in the global economy.

This study and the research of X. Ma &
X. Gu (2024) both emphasised the importance of
digital marketing, but with different approach-
es to its application. They focus on using digital
technologies to optimise marketing strategies,
personalise content, and adapt to changing mar-
ket conditions. The study by X. Ma & X. Gu focus-
es on marketing strategies for e-commerce en-
terprises, using genetic algorithms to improve
strategies. They discuss challenges such as the
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homogenisation of marketing strategies and the
lack of application of big data. At the same time,
the study looks at a more general approach to
digital marketing, applying it to different areas,
without focusing on e-commerce.

The study by S. Wang et al. (2024) and the
current study both focused on the use of digital
technologies to increase the competitiveness of
enterprises. S. Wang et al. focused on the impact
of the industrial Internet on small and medi-
um-sized businesses in China, using analytical
methods to assess the effectiveness of technol-
ogy in enterprises. They focused on the integra-
tion of the industrial internet into enterprise
processes to improve productivity. At the time,
this study examined the impact of digital mar-
keting on enterprise competitiveness, looking at
web analytics, social media, and SEO as tools to
improve efficiency and reduce costs. S. Wang et
al. focused on technologies for manufacturing
transformation, while this study focused on
marketing strategies.

The work of S.-U. Jung & V. Shegai (2023) and
the current study focused on the use of digital
technologies to increase the competitiveness of
enterprises. Both focused on digital marketing
strategies, but the study by S.-U. Jung & V. Shegai
was more focused on the strategic use of tools
for branding and expanding presence, while
this study focused on the practical application of
SEO, websites and online advertising to increase
visibility. The study by S.-U. Jung & V. Shegai was
about South Korea, while this study looked at
Ukrainian enterprises. Jung and Shegai’s study
was more theoretical, while this study applied
practical marketing tools to optimise business.

R. Tarazona-Montoya et al. (2024) investi-
gated how companies can increase their com-
petitiveness through digital technologies. Both
studies focused on digital innovations and their
impact on improving the efficiency of enter-
prises through the use of modern technologies.
They emphasised the importance of digital tools
for increasing productivity and adapting to the
changing market environment. The main differ-
ences were in the focus of the studies. The study
by R. Tarazona-Montoya et al. focused on digital
innovations in business management, includ-
ing the development of new business models
and adaptation to digital transformations in
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various sectors of the economy. Instead, this
study focused on digital marketing, its strategies
and tools that improve customer experience and
increase market visibility.

Sugito (2024) and the current study high-
lighted the importance of digital marketing
tools for improving business visibility and effi-
ciency, in particular by reducing costs and in-
creasing the agility of enterprises. Sugito (2024)
focused on small and medium-sized enterpris-
es in developing countries and emphasised the
practical application of digital tools, while the
present study took a more general approach,
focusing on the theoretical aspects of digital
strategies for different types of businesses. In
addition, the Sugito study was more focused on
marketing strategies, while this study looked
at broader digital innovations such as SEO and
contextual advertising.

V. Triplett (2024) investigated the impact
of digital marketing on the competitiveness
of small businesses, particularly in rural are-
as. Both emphasised the importance of digital
tools, such as social media and SEO, to improve
customer engagement. Study V. Triplett’s study
focused on small businesses in rural areas that
had limited access to digital technologies, while
this study focused on the application of digital
strategies in a broader context. V. Triplett used
interviews to identify barriers, while this study
focused on the theoretical aspects and practical
implementation of digital strategies. The main
difference was that the V. Triplett focused on the
problems of access to technology for rural en-
terprises, while this study focused on optimising
existing tools to improve competitiveness.

In their study, M. Bahorka et al. (2024) inves-
tigated the impact of the integration of innova-
tive digital technologies, such as big data and
the Internet of Things, on the competitiveness
of enterprises. They focused on the introduction
of digital technologies into companies’ strate-
gies, which helps to optimise business process-
es, particularly in industrial enterprises. Both
studies acknowledge the importance of digital
marketing as a tool for increasing the compet-
itiveness of enterprises, but the studies M. Ba-
horka et al. focuses in more detail on the inte-
gration of innovative digital technologies into
companies’ strategies, in particular through

Economics and Business Management (16)1

the use of big data and the Internet of Things.
At the same time, this study emphasised the
widespread use of digital marketing tools, such
as social media and online stores, to expand the
customer base and improve interaction with
potential consumers.

Researchers B. Mihalj et al. (2023) in their
work focused on the use of the Marketing 5.0
concept to optimise customer experience, em-
phasising the importance of adapting marketing
strategies to changes in consumer behaviour
through digital tools. They focused more on the-
oretical approaches to integrating digital tech-
nologies into marketing strategies for a global
environment. This study, in turn, focused more
on digital marketing tools such as SEO, website
analytics and social media, with an emphasis on
practical applications to improve the competi-
tiveness of enterprises.

H.N. Hussain et al. (2023) focused on the
use of artificial intelligence, big data analytics,
and machine learning technologies to improve
marketing strategies. Instead, this study focused
more on digital marketing tools, such as SEO,
website analytics, and social media marketing,
to improve the visibility of an enterprise in the
market. H.N. Hussain et al. also focused on the
digital transformation of SMEs through the lat-
est technologies, while this study covered a wid-
er range of digital tools for competitiveness in
various business sectors. The methodology of
H.N. Hussain et al. used quantitative methods
to analyse technology adoption, while this study
focused on analysing digital marketing strate-
gies as tools for improving competitiveness.

The author M.A.A. Dalbouh (2023) focused
on assessing the effectiveness of internet mar-
keting in e-business, particularly in the logistics
and retail sectors. It also discusses the impor-
tance of internet marketing for business in the
context of information flow management and
logistics, which allows to increase business ef-
ficiency by reducing costs and increasing con-
version. This research also covered digital mar-
keting tools, but the focus was more on digital
marketing strategies such as SEO, content mar-
keting, social media, and marketing campaign
automation, while M.A.A. Dalbouh focused on
the implementation of technology to drive effi-

ciency on a broader level.
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Research has shown the importance of dig-
ital technologies in increasing the competitive-
ness of enterprises through the use of various
tools such as SEO, social media, web analytics,
and other marketing strategies. Businesses need
to adapt their strategies by adopting the latest
technologies to optimise business processes,
improve customer experience and reduce costs.
Although studies have different emphases, they
all confirm that digital tools are key to develop-
ing competitiveness in modern economy.

CONCLUSIONS

The findings of the study emphasise the impor-
tance of implementing online marketing strat-
egies to increase the competitiveness of enter-
prises in the modern digital environment. The
analysis showed that the use of digital market-
ing tools such as SEO, content marketing, email
marketing, social media and web analytics al-
lows companies not only to optimise advertising
costs, but also to improve communication with
the target audience and increase brand aware-
ness. Internet marketing has the significant ad-
vantage of allowing companies to change their
marketing strategies to meet the needs and
desires of their customers. This increases cus-
tomer loyalty, which is important for the long-
term success of companies. Big data and analyt-
ical platforms help companies create effective
marketing campaigns and respond quickly to
market changes. Social media and e-commerce
allow businesses to communicate with custom-
ers and adapt their offerings to new conditions,
making them extremely resilient.

The successful cases of the companies re-
viewed in the study confirm the effectiveness of
online marketing strategies. For example, “Nova
Poshta” actively uses SEO and social media mar-
keting to increase its visibility and attract new
customers.Optimising its website’s SEO has
increased organic traffic by 40% and conver-
sions by 15%. The use of email marketing also
increased the number of repeat orders by twen-
ty per cent. Online retailer “Rozetka” effectively
uses PPC advertising and targeted advertising
through social media, which allows it to remain
a leader in the e-commerce market in Ukraine.
“Foxtrot” achieved significant results with email
marketing, which increased sales of accessories

by 16% with the same traffic. “Foxtrot” email mar-
keting performance statistics show significant
achievements: optimisation of email campaigns
increased conversion by 5% and increased en-
gagement on the website by 10% thanks to ef-
fective product recommendations. In addition,
general statistics show that segmented cam-
paigns have the potential to increase revenues
by 760%, and personalised subject lines can in-
crease open rates by 26%. In addition, “Kyivstar”
successfully uses Big Data and personalised ad-
vertising campaigns to attract new customers
and increase the loyalty of existing subscribers.

The study’s findings confirm the impor-
tance of online marketing for increasing the
competitiveness of businesses. Implementation
of tools such as SEO, PPC, social media and email
marketing significantly improves brand visibil-
ity, attracts new customers and increases sales.
SEO can increase traffic by 20-30% and sales by
15-25%, while PPC can increase traffic by
50-100% and sales by 40-80% in 1-3 months.
Content marketing and email marketing pro-
mote brand loyalty and increase conversion
rates by 10-20% and 25-40%, respectively.

However, there are a number of challeng-
es businesses face when implementing on-
line marketing strategies. These include a lack
of digital skills, limited financial resources to
expand their online presence, and the need
to constantly update their digital marketing
knowledge. High competition in the online en-
vironment requires companies to apply innova-
tive approaches, such as automating marketing
processes, implementing artificial intelligence,
and integrating omnichannel strategies to im-
prove customer experience.

Thus, digital marketing is an important part
of modern business, as it helps companies stay
competitive in the long run and improves com-
munication. At the same time, the study is lim-
ited by the rapid change in digital technologies
and the changing algorithms of search engines
and social platforms. This makes it difficult to
predict the effectiveness of online marketing
strategies over a long period of time. Analysing
adaptive digital marketing strategies using ar-
tificial intelligence and automating business
processes are possible topics for further re-
search. Increasing the efficiency of customer
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MiaBULLEHHSA KOHKYPEHTOCNPOMOXXHOCTI NiaANpUeEMCTBaA 3a
pPaxyHOK BNpoBag)XXeHHS iHTepHeT-MapKeTUHry

AHoTauif. MeTo0 [OCTiIKeHH 6ylI0 BUBYEHHS BIUIMBY I{HTepHET-MapKeTUHTY Ha
KOHKYPEHTOCIIPOMOJKHICTh ~ MIATIPUEMCTB. YV  HOCHIIKEHHI 6yIM BUKOPUCTaHI MeTomu
aHamisy BTOPUHHUX [HOAHUX 1 KeHC-CTaAi [yig BUBYEHHS VCIIIIHOTO 3aCTOCYBaHHSA
iHTepHeT-MapKeTMHIOBUX IHCTPYMEHTIB y Di3HUX Tranysax. [IpoBefieHO aHalli3 3acTOCYBaHHSA
Search Engine Optimization, KOHTEKCTHOI peKJaMH, COLaJIbHUX Mefia Ta Be6-aHaTiTURU
cepe[, TIPOBITHUX YKPAIHCBKUX IIiAIIPMEMCTB, TaKux K «Hosa IlomTa», «Po3eTKa», «KuiBcTap»
Ta «®DORCTPOT». Pe3ynbTaTul HOCHIAKeHHS MiATBEpAWIN BaKIWBICTD iHTEpHET-MapKEeTHHIY
O TiABUILIEHHA KOHKYPEHTOCIIPOMOXKHOCTI MiAINIpUEMCTB. Bylo BHU3HAueHO, L0 3aBAAKHU
iHCTpyMeHTaM, TaKUM SIK ONTHMi3allig IIOIYKOBUX cucTeM, Pay-Per-Click Ta collianbHi Mepesi,
MOKHA 3HAYHO MiABUIIUTYA BUAUMICTb 6pEH/Y, 3a/IyYUTH HOBUX KITIEHTIB i 36UIBIIMTY ITpoAasKi.
3a 1-3 micsaui Pay-Per-Click moke 36inpurutu Tpadik Ha 50-100 % i nmpozmaski Ha 40-80 %, Tomi
aK Search Engine Optimization mo3Bosse 36imbmuTu Tpadik Ha 20-30 % i mpogaski Ha 15-25 %.
Email-MapKeTUHT i KOHTEHT-MapKeTHHI CIIPUAIOTH JIOSUIBHOCTI [0 6peHAy Ta MiABUIIYIOTH
KOHBepcii Ha 10-20 % BiAmoBinHo. [JOCTiAReHHS [T0Ka3aJio, 10 iHTepHeT-MapKETUHT AOIIOMarae
He TUTBRY MiIBUIIUTY BUOUMICTE 6peHzy, ajie ¥ Clpuse 3aIyYeHHI0 61IbII0] KiTbKOCTI KITiEHTIB
3aBIOAKM TOYHINIIM TapreToBaHiM perjaMi Ta 3pOCTaHHIO edeKTUBHOCTI B3a€EMOJil 3 HUMHU.
BuropuctaHHsa Search Engine Optimization mo3BoJiie IOKpaIIUTU OpraHiyHe IIPOCYBaHHSA
CaWTIB y IIOIIYKOBUX CHCTeMaXx, I0 Befe A0 36inbimeHHs Tpadiky 6e3 3HaUYHMX BUTPaAT Ha
peryaMy. [OCTiIReHHA TaKOX IMIKPECIUIO BaKJIWUBICTh MOGITBHOTO MapKEeTHHTIY, OCKIJIbKU
3pOCTaHHA BUKOPUCTAHHS MOGINBHUX IIPUCTPOIB CTa€ BYKJIMBUM YMHHUKOM JJIS ITOKpaleHHS
IOCTYIy IO KIII€HTIB Ta MiABUIIEeHHS KOHBepCil. BUCHOBKU AOCIIM)RKeHHSA MiATBEPAKYIOTh, L0
edeKTHBHEe BUKOPUCTAaHHSA HMPPOBUX iIHCTPYMEHTIB MapKeTUHTI'Y € OLHUM i3 OCHOBHUX QaKTOpiB
IJISl TigBUINEHHS KOHKYPEeHTOCIIPOMOYKHOCTI MiATIPUEMCTB y CydacHUX yMoBax LydpoBisaril.
Ba)kKJIMBUM € TaKOX iHTerpallis HOBITHIX TeXHOJIOTIN, TAaKUX K IITyYHUHN iHTeJIeKT Ta aHaJliTUKa
BEJIMKUX JaHUX, JJig 6ibll TepCcoHaai3oBaHoi B3aEMOZIl 3 KJIiEHTAMH i MiABUINEHHS 3arajabHOl
epeKTMBHOCTI MapKeTUHIOBUX KaMIIaHili. IIpaKTU4YHe 3HaueHHS [OOCIII)KeHHS IIONATae y
po3pobiii ebeRTUBHUX CTpaTeriii BUKOPUCTAHHA UPPOBUX MapKEeTUHIOBUX IHCTPYMEHTIB Iist
MigBUIIEHHSA KOHKYPEHTOCIIPOMOSKHOCTI IiAIIPUEMCTB Pi3SHUX ranaysen
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