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THE PURPOSE OF THE ARTICLE is to
theoretically deepen the essence of marketing
management and determine the main components of
the innovative marketing system through the prism
of digital technologies.

RESEARCH METHODS. During the research,
various general and scientific methods were used to
obtain a detailed understanding and analysis of this
problem: the method of literary analysis; empirical
methods; analytical methods; expert methods;
tabular and graphic method.

PRESENTING MAIN MATERIAL. The
marketing management system in the era of
digitalization includes the use of digital
technologies and online tools for planning,
implementing and measuring marketing strategies
and campaigns. The marketing management system
takes into account changes in consumer behavior,
the speed of technological change, and the
availability of large amounts of data. Digital
transformation requires enterprises to constantly
adapt to new technologies and changes in consumer
trends for effective marketing management. It has
been established that digitization plays an important
role in all marketing in any field of the enterprise,
which helps to collect huge amounts of data,
analyze them with the help of artificial intelligence
and accurately determine the vector of campaign
development. The integration of CRM systems, the
automation of marketing processes and the use of
analytics make it possible to more accurately define
the target audience and personalize offers. A
comprehensive  study of innovative digital
marketing tools becomes an important stage for
understanding their impact and optimal use, which
allows companies to effectively adapt to changes in
the  digital  environment, increases their
competitiveness and helps build strong relationships
with customers. Innovative development of the
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marketing service should be aimed at ensuring a
high level of customer satisfaction and adaptation to

the rapidly changing market environment.
Technological innovations affect the
competitiveness  of  business  organizations,

providing them with the opportunity to adapt to
changes in market conditions and meet the needs of
modern consumers. Companies that successfully
incorporate digital technologies into their marketing
strategy are often able to compete more effectively
and ensure sustainable growth.

CONCLUSIONS. In the research process, it was
proven that the conditions of digitalization define a
new context for marketing, requiring enterprises to
adapt to a rapidly changing environment. Innovative
marketing management systems play a key role in
ensuring the efficiency and competitiveness of
companies in a digitalized world. So, among the
innovative systems of marketing management of
digitalization conditions, we included: analytics and
artificial intelligence; content marketing and
interactive content; social media and influencer
marketing; mobile marketing and marketing using
messengers;  e-commerce and  personalized
recommendation system; marketing automation;
blockchain technology for trust and transparency.
Innovative marketing management systems in
conditions of digitalization allow companies to
interact more effectively with the audience, adapt to
changes in market conditions and increase
competitiveness. Together, these systems can create
a powerful marketing stack to function successfully
in a digitalized economy.

KEYWORDS: innovative systems; marketing
management; digitalization; digital technologies;
marketing  strategies; digital  transformation;
artificial intelligence; company development vector;
CRM systems; automation of marketing processes;
target audience.
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METOIO CTATTI € TeopernyHe mNOTIHOJICHHS
CYTHOCTI ~ MapKCTHHTOBOTO  YIPABIiHHSI  Ta
BU3HAUCHHS OCHOBHHX CKJIaJOBHUX IHHOBALiHHOI
CHUCTEMH MApKETUHTY Kpi3b TNpU3My LHU(HPOBHX
TEXHOJIOT1H.

METOIU JOCJIIKEHHSI. Tlpu nocmimkeHHi
OyJl0 BHUKOPHCTaHO pi3HI 3arajibHi Ta HAyKOBIi
METOJU JJISl OTPUMAHHS JIOKJIQJIHOTO PO3YMIHHS Ta
aHaji3y JaHOi MPOOJIEeMHU: METOH JITepaTypHOTrO
aHaJi3y; EMITIpUYHI METOJM; aHAJIITHYHI METO.IH;
eKCIIepTHI MeToI1; TabIrMYHO-TpadiuHUN METOI.
BUKJIAL OCHOBHOI'O  MATEPIAJY.
CucreMa MapKETHHIOBOTO YIPABIIHHA B €HOXY
mudpoBizamii BKIOYae B ceOe BHKOPUCTAHHS
U(PPOBHUX TEXHOJIOTIH 1 OHIAHH-IHCTPYMEHTIB UIS
IUTAaHYBaHHS, BIPOBa/DKCHHS Ta BUMIPIOBaHHS
MapKeTHHTOBUX CTpaTerid i kammnaniid. Cucrema
MapKETHHIOBOTO YIPABIIHHSI BPaxoBye 3MIHH B
CIOXKHMBAI[bKOMY IOBEMIHIN, IIBUAKOCTI 3MIiHH
TEXHOJIOTIH Ta JOCTYITHOCTI BEIUKOI KIJIbKOCTI
nmannx. lmdpoBa Tpanchopmariis BHMarae Bif
HiAPUEMCTB TOCTIHHOTO aJanTyBaHHSA 10 HOBUX
TEXHOJIOTIM 1 3MIH B CIIOKMBUMX TEHACHIUAX IS
e(heKTHBHOTO MapKETHHTOBOTO YIpaBIiHHSL.
BcranosieHo, 1o muQpoBizamis Bigirpae BaxIUBe
3HaueHHS Ui BChOT'O MAPKETHHTY YyOyIb-sKii
cdhepl MISUTBHOCTI MiJNPUEMCTBA, IO JOTIOMArae
30MpaTH BeMMYe3Hi 00CATH MaHWX, aHATI3yBaTH iX
3a JIONOMOTOK0 IITYYHOTO IHTENEKTy Ta TOYHO
BH3HAYaTH BEKTOp PO3BUTKY KamIiaHii. [HTerparis
CRM-cuctem, aBTOMAaTu3ailis  MapKETHHTOBHX
MPOIIECIB I BUKOPHCTAHHS aHAIITHKH JIO3BOJIIOTH
OUTBIII TOYHO BHW3HAYUTH LIJIHOBY AYJAHTOPIO Ta
nepcoHalizyBati mponosuilii. KoMruiekcue gocimin-
JKCHHS 1HHOBAI[IfHUX I1HCTPYMEHTIB IH(pOBOro
MapKETUHI'Y CTa€ BaXKJIUBUM €TAIIOM Uil PO3YMiHHS
iXHBOrO BIUIMBY 1 ONTHMAaJbHOI'O BHKOPHCTAHHS,
IO JTO3BOJIIE KOMIIaHIAM €(DEKTHBHO aJanTyBaTHCS
JI0 3MiH Y TU(POBOMY CEPEIOBHIII, IiIBUIILYE TXHIO
KOHKYPEHTOCIIPOMOXHICTh Ta CHpHUsie MoOyI0Bi
MIIHUX B3a€MHUH 13 KiIi€HTamMu. [HHOBaiWHUI
PO3BUTOK CITy)KOM MAapKETUHTY TIOBUHEH OyTH

! Kuiscokuii nayionanvuuii ynieepcumem mexmono2iil
ma ouzainy, Yxpaina

CIpsSMOBaHM Ha 3a0e3Ne4eHHs BHCOKOTO piBHS
3a0BOJICHHS KIICHTIB Ta aalTaiiio OO0 IIBUIKO
3MIHIOIOYOr0CsT PUHKOBOTO CcepeoBuIna. TexHoo-
riYHI 1HHOBAIli BIUIMBAIOTh Ha KOHKYPEHTOCIPO-
MOXHICTh Oi3Hec-opraHizauii, 3abe3medyoun iM
MOXKITUBICTh aIAITYBAaTUCSI IO 3MiH B YMOBaX PUHKY
Ta 32JI0BOJILHSITU MOTPEOM CYYaCHUX CIIOXKHBAYiB.
Kommanii, ski YCHINIHO BIPOBAIKYIOTh HUPPOBI
TEXHOJIOTii Y CBOIO CTpPATETIF0 MapKETHHTY, 4acTo
31aTHI epeKTUBHIIIE KOHKYpYBaTH Ta 3abe3reuy-
BaTH CTa0UILHUI PO3BUTOK.

BUCHOBKMHM. B mpomeci npocmimkeHHs Oyino
JIOBEJICHO, M0 YMOBH M(poBi3aiii BU3HAYAIOTH
HOBHH KOHTEKCT UISi MapKETUHTY, BUMaralo4u Bix
HiAPUEMCTB aaNTaIlii 10 MIBUIKO 3MIiHIOIYOTOCS
cepenoBuIia. |HHOBAIIIHI CHCTEMH MapKETHHTOBO-
ro YIpaBJiHHS TPalOTh KIOYOBY pOJIb y 3abe3re-
YeHHI ¢(EKTUBHOCTI Ta KOHKYPEHTOCIIPOMOXKHOCTI
KoMIaHi#i B 1mdposizoBaHomy cBiti. Tak, 10
IHHOBAIIMHUX CHCTEM MapKETHHTOBOTO YIPABIiHHS
yMmoBax 1wmpposizanii Hamu Oyno BiJIHECEHO:
aHANITHKy Ta INTyYHWHA IHTENEKT; KOHTEHT-
MapKeTHHT Ta IHTCPAKTUBHUA KOHTEHT; COIialbHi
Mejia Ta BIUIMBOBUI MapKETHHT; MOOUILHUI MapKe-
TUHT Ta MAPKETHHT 3 BUKOPUCTAHHSAM MECCH]DKEPIB;
SJICKTPOHHA KOMEDIlisS Ta IepCcoHalli30BaHa PEKo-
MeH/allifHa CUCTeMa; MapKeTHHI aBTOMAaTH3aIlil;
OJIOKYEWH TEXHOJIOTIl AJI JOBIpPH Ta MPO30POCTI.
IHHOBaNIHI CHCTEMH MapKETHHI'OBOTO YIPABIIHHS
B yMoBax nu(ppoBi3alii J03BOJIAIOTE KOMIIAHISM
e(heKTUBHIIIIE B3a€MOJIIATU 3 ayauTopiero,
MPUCTOCOBYBATHCS J0 3MIH B PHHKOBHX YMOBaX Ta
MiZBUILYBaTH  KOHKYPEHTOCHPOMOXHicTh. i
CHUCTEMH pa30oM MOXYThb CTBOPUTH IOTYXHUN
MapKETHHT OBUI CTEeK TUTSE YCIIIIHOTO
(hyHKITIOHYBaHHS B U POBI30BaHI €KOHOMIIII.
KJIKOYOBI CJIOBA: iHHOBaIiliHI CHCTEMH;
MapKETHHIOBE YIpPaBIiHHS; Iu(poBizamis; nudposi
TEXHOJIOTii; MAapKETWHTOBI cTparerii; 1UppoBa
TpaHchopMallis; MTYIHUH THTENEKT; BEKTOp PO3-
BUTKy kommanid; CRM-cucremu; aBTOMAaTH3AIlis
MapKETHHTOBHUX IPOIIECIB; IMIJIbOBA &y TUTOPIsI.
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Statement of the problem. In the era of digitalization, marketing
management systems are becoming real technological creations. The automation
of processes, the use of analytics and artificial intelligence provide unlimited
opportunities. The collection and analysis of large volumes of data allow better
understanding of the audience and personalization of approaches. Internet
marketing, social networks, e-commerce all affect marketing strategies and
tactics (Bychkova & Puzyrova, 2022; Doroshkevych & Mokin, 2015;
Illiashenko & Rud, 2020). The marketing management system in the era of
digitalization includes the use of digital technologies and online tools for
planning, implementing and measuring marketing strategies and campaigns. The
marketing management system takes into account changes in consumer
behavior, the speed of technological change, and the availability of large
amounts of data. Digital transformation requires enterprises to constantly adapt
to new technologies and changes in consumer trends for effective marketing
management (Kovalchuk, 2021; Kramar & Puzyrova, 2019; Krasovska, 2021;
Lyshenko et al., 2023).

Analysis of publications on the problem. The conditions of digitization
significantly change approaches to marketing management, requiring companies
to implement innovative systems. An in-depth scientific view in this direction is
manifested in the works of such scientists: N. Abliazova, O. Bilovodska,
O. Boiko, V. Hnoievyi, V.Holomb, D. Doroshkevych, O. Yevseitseva,
T. Zabashtanska, D. Zavadska, A. Zerkal, M. Ivanov, L. Ihnatovych,
N. Hliashenko, S. Illiashenko, S. Kovalchuk, O. Koren, O. Krasovska, A. Kulyk,
A. Lapan, I. Lytvynenko, M. Lyshenko, I. Lorvi, N. Makarenko, Ye. Mokin,
V. Morokhova, M. Mudra, S. Nazarenko, M. Nikitenko, V. Polyvoda,
O. Popelo, N. Proskurnina, P.Puzyrova, I. Reshetnikova, L.Romanova,
M. Rud, S. Savchenko, O. Sukach, N. Trusova, T. Ustik, Ts. Tszin, K. Shebeda,
Yu. Shypulina, A. Yakivchenko, I. Yakushyk and others. But the issue of
integrating modern innovative technologies of marketing systems to create
effective and innovative marketing strategies in the digital environment remains
insufficiently researched.

Statement of the main results. Digitization plays an important role in all
marketing in any field of the company's activity, which helps to collect huge
amounts of data, analyze them with the help of artificial intelligence and
accurately determine the vector of campaign development. The integration of
CRM systems, the automation of marketing processes and the use of analytics
make it possible to more accurately define the target audience and personalize
offers. Social media has become a powerful tool for customer engagement, and
video and interactive content are becoming increasingly popular (Morokhova et
al., 2021; Mudra & Tszin, 2023; Puzyrova, 2020). It's also important to consider
mobile traffic, as most users interact with content via mobile devices.
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Automated platforms for mailings, advertising campaigns and interaction with
customers help to optimize time and resources. Such systems also allow you to
monitor the effectiveness of campaigns and make adjustments in real time. It is
also important to ensure data security and privacy, especially given the growing
number of cyber threats in the digital environment. The main aspects of the
marketing management system in the era of digitalization include (Table 1).

Table 1
The relevance of the marketing management system
in the era of digitalization

Direction Result
. Using analytics tools to collect and analyze data about consumers,
Analytics and . . i .
Measurement competitors, and the results of marketing campaigns. This allows you

to make informed decisions and optimize strategies.

The focus is on creating and distributing digital content such as videos,
blogs, social media, e-books, etc. to gain attention and engage an
audience.

Digital Content

Using popular social networks to communicate with customers, build

Social networks e ; .
communities and engage with audiences.

The development of online sales and services through the Internet,

E-commerce which allows companies to take positions in the global market.
Marketing Using marketing automation platforms to plan and execute campaigns,
automation manage communication channels, and automate routine tasks.

Personalization and |Using personalized approaches to communicating with customers,

Engagement taking into account their individual needs and preferences.

Mobile marketing

Focus on interacting with the audience through mobile devices and
applications.

Innovation and new
technologies

Using the latest technologies, such as artificial intelligence, virtual and
augmented reality, to improve marketing strategies.

Cyber Security and
Data Protection

Keeping dedicated customer data and proprietary marketing data safe
in an era of growing digital crime.

Source: built by the authors on the basis of (Tkachenko et al., 2019; Trusova & Yakushyk, 2019; Ustik &
Nazarenko, 2022).

Digitalization processes accelerate the development of all companies. It is
important to adapt to new realities to ensure competitiveness and long-term
efficiency. Marketing specialists are actively implementing innovative ideas and
technologies using Internet platforms. With this in mind, it is important to
further explore digital marketing tools and their potential to improve customer
communication in the online environment. Digitization, which includes the use
of digital technologies to optimize business processes and ensure competitive
advantages, is a real necessity for modern companies. Optimizing the
functioning of companies through digital marketing tools plays a key role in
achieving goals and ensuring sustainability in the long term (Puzyrova et al.,
2022; Romanova, 2021; Savchenko et al., 2021).
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One of the main directions in this context is the use of innovative
technologies and approaches. Marketing specialists actively implement
progressive ideas that are based on innovative solutions and use advanced
technologies. This may include using artificial intelligence to analyze customer
data, automating marketing campaigns, implementing virtual reality to improve
customer interactions, and more. Online profile platforms also play an important
role in digital marketing. They allow companies to interact with the audience,
advertise, study consumer demand and trends. Social networks, online stores, as
well as other online platforms provide the opportunity to create and manage
digital marketing campaigns, adapting them to the requirements of the digital
environment (Yevseitseva & Olshanska, 2023; Puzyrova, 2011; Yevseitseva &
Subot, 2023).

A comprehensive study of innovative digital marketing tools becomes an
important stage for understanding their impact and optimal use (Fig. 1). This
allows companies to effectively adapt to changes in the digital environment,
increases their competitiveness and helps build strong relationships with
customers.

Use of technologies.
Implementation of
artificial intelligence for
personalization of
advertising campaigns,
data analysis and
prediction of consumer
behavior.

Creative content.
Develop interesting
and different content to
attract the attention of
consumers.

Social media and
influencer marketers.
Active participation in
social networks and
cooperation with
influential personalities
can significantly
expand your audience.

Data analysis.
Using analytics to

Virtual and
augmented reality.

Creation of interactive collect and interpret
immersive advertising Marketing consumer data to
campaigns that attract innovations understand their
the attention of needs and
consumers. preferences.

Environmentally responsible
marketing.
Focusing on sustainability
and environmental aspects in
advertising strategies.

Mobile marketing.
Optimizing strategies for
mobile devices, including
mobile apps and advertising
for mobile platforms.

Source: built by the authors on the basis of (Yakivchenko, 2021; Yankovets, 2022; Yevseitseva, 2016).
Fig. 1. Composition of innovative tools of the digital marketing system
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Innovative development of the marketing service at the enterprise is

important for ensuring competitiveness,

attracting new customers and

maintaining the existing audience. Innovative development of marketing is not
possible without the implementation of the following components (Table 2).

Table 2
Components of innovative development
of the marketing system in the company

Components

Field of application

Use of artificial
intelligence (Al)
and analytics
technologies

Implementation of automated data processing systems to analyze
customer buying habits.

Using Al for personalized individual

recommendations and promotions.

marketing, creating

E-commerce and
mobile marketing

Development of mobile applications for convenient ordering of goods
and obtaining information.

Use of payment systems and technologies to ensure security and ease of
payment.

Use of virtual and
augmented reality

Creation of interactive advertising campaigns using AR/VR.

Implementation of virtual premises for virtual inspection of products or
services.

Social networks
and influencer

Development of a marketing strategy in social networks with an
emphasis on interaction with the audience.

marketing Collaboration with influencers to promote products or services.
Content Marketing | Creating interesting and useful content to attract attention.
Strategy Using a variety of content formats: video, audio, infographics, blogs, etc.

Marketing research
and testing

Application of the latest market research methods to gather information
about customers and competitors.

Conducting A/B testing to optimize advertising campaigns and
strategies.

Participation in
events and
sponsorships

Organizing or participating in events and activities that support the
company's image.

Sponsorship of events or teams to expand the brand and attract attention.

Green marketing

Implementation of sustainable development and responsible
consumption strategies.

Communication of company values related to environmental protection.

through gamification Introduction of game elements into loyalty

Attracting . .
CONSUMErs programs and advertising campaigns.
Organization of raffles and contests to attract the attention of customers.
. Providing educational resources to customers about products or services.
Educational — - -
Initiatives Organization of webinars and workshops to increase customer

awareness.

Source: built by the authors on the basis of (Yevseitseva, 2017; Yevseitseva et al., 2022; Zabashtanska et al.,

2021).

Innovative development of the marketing service should be aimed at
ensuring a high level of customer satisfaction and adaptation to the rapidly
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changing market environment. Technological innovations affect the
competitiveness of business organizations, providing them with the opportunity
to adapt to changes in market conditions and meet the needs of modern
consumers. Companies that successfully incorporate digital technologies into
their marketing strategy are often able to compete more effectively and ensure
sustainable growth (Yevseitseva & Olshanska, 2023; Puzyrova, 2011;
Yevseitseva & Subot, 2023).

In the conditions of digitalization of the economy, marketing management
systems play an important role in achieving success for enterprises. Digital
technologies are changing the way businesses interact with customers, as well as
requiring new marketing strategies and tools. Key aspects of marketing
management systems in the digital economy include:

— data analysis (digital technologies provide a large amount of data about
customers, their behavior and participation on the Internet; modern marketing
systems must effectively analyze this data to obtain valuable information that
allows enterprises to better understand their customers and adapt their
strategies);

— automation of marketing processes (the use of automation tools makes it
possible to optimize the operation of marketing campaigns, interaction with
customers and management of various aspects of the marketing strategy);

— omnichannel (it is important to have a system that can effectively
manage marketing efforts on various communication channels — from traditional
channels to digital platforms, social networks and mobile applications);

— personalization (digital technologies allow creating personalized
marketing strategies, taking into account the individual needs and previous
actions of customers);

— use of AI/MN (systems based on artificial intelligence can provide more
accurate forecasting and automation of decisions in marketing management);

— development of interaction with customers (it is important to use digital
channels for active interaction with customers, taking into account their reviews
and feedback);

— effective provision of cyber security (protection of personal data of
customers and other confidential information resources becomes an extremely
important aspect in the conditions of the digital economy);

— content marketing strategy (with so much information available online, it
Is important to have effective content marketing strategies to attract and retain
customers).

These aspects reflect only some directions that may be important in
marketing management systems in the digital economy. Given the rapid changes
in the technology landscape, it is important to constantly update and adapt
marketing strategies to achieve optimal results.
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Conclusions. The conditions of digitalization define a new context for
marketing, requiring enterprises to adapt to a rapidly changing environment.
Innovative marketing management systems play a key role in ensuring the
efficiency and competitiveness of companies in a digitalized world. Thus, we
include: analytics and artificial intelligence as innovative marketing
management systems for digitalization conditions; content marketing and
interactive content; social media and influencer marketing; mobile marketing
and marketing using messengers; e-commerce and personalized
recommendation system; marketing automation; blockchain technology for trust
and transparency.

Innovative marketing management systems in conditions of digitalization
allow companies to interact more effectively with the audience, adapt to changes
in market conditions and increase competitiveness. Together, these systems can
create a powerful marketing stack to function successfully in a digitalized
economy.
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