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The article is devoted to the formation of the digital marketing ecosystem and determining
the influence of its components in the hierarchy of the enterprise strategy. The significant
role of digital marketing in the formation of the strategy of a modern enterprise is
shown. It is established that digital marketing is deeply integrated into the overall strategy
of the enterprise, penetrating the key areas of the promotion complex — advertising,
direct marketing, PR, personal sales, sales promotion, event organization. Elements of
the promotion strategy have been improved, which differ from traditional ones in that
they are based on the digital marketing ecosystem, which makes it possible to adapt the
enterprise strategy to the needs of consumers in the conditions of digital market
transformation. The digital marketing ecosystem has been formed as a component of the
promotion strategy in the hierarchy of enterprise strategies. The digital marketing ecosystem
consists of closely interconnected elements: promotion channels (websites, social networks,
mobile applications, chatbots), ways of interaction (advertising, PR, direct marketing,
personal sales, sales promotion, events), content types (photos, videos, text messages
that are combined into posts), devices for consuming content (smartphones, PCs, tablets,
smart TVs, interactive panels and wearable gadgets). Close relationships have been
established between these elements: devices affect the type of content, the type of content
determines which promotion channels will be effective for its placement. Promotion
channels, in turn, determine the format and frequency of use of certain interaction ways.
They adapt the content to themselves, creating an appropriate narrative, call to action,
visual style. The effective operation of this system ensures the implementation of the
promotion strategy in the activities of modern enterprises. Visualization of the ecosystem
makes it possible to present digital marketing as a holistic, coherent system. It has been
proven that changing even one element can cause a radical transformation of the marketing
mix and affect the higher strategies of the enterprise.

Keywords: enterprise strategy, hierarchy of strategies, promotion strategy, digital marketing,
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Introduction and statement of the problem

In the current reality of global economic
instability, budget constraints, high competition,
security risks in Ukraine and countries where military
aggression is taking place, and global uncertainty in
trade due to a sharp change in US foreign policy, a
balanced approach to choosing an enterprise
development strategy is becoming particularly relevant.

© Avdiienko Vladyslav, Chernysheva Olena, 2025

Given the rapid development of digital platforms
and changing consumer behavior patterns, the
effectiveness of an enterprise strategy largely depends
on the depth of understanding of the principles of
digital promotion. The digital transformation of
business has caused fundamental changes in approaches
to the formation of enterprise marketing strategies. In
modern conditions, digital marketing has transformed

This article is licensed under Creative Commons Attribution 4.0 International License (CC-BY)

Avdiienko Vladyslav, Chernysheva Olena



ISSN 2415-3974. Exonomiunuil gichuk Jlepicagnoeo euuj0e0 Hag4aibHo2o 3axkaady

151

“Ykpaincokuii depycasHull Ximiko-mexrnonoeiunuil ynigepcumem”, 2025, Ne 1, C. 150-159

from an additional tool into a central component of
strategic management, which ensures effective
interaction with the target audience, strengthens
competitive positions and promotes adaptation to
dynamic market changes. Ukrainian society is
characterized by a high level of digitalization, which
necessitates the implementation of digital marketing
in all segments of the goods and services market.

Integrating digital tools into a company’s
marketing strategy provides a number of critical
benefits. Thanks to the availability of Internet
technologies, digital channels allow you to reach a
wide audience, including both online and offline
segments of consumers of different ages and purchasing
power. One of the key principles is channel
convergence — the ability to direct the user from the
physical space to the digital environment.

In addition, digital marketing provides a high
level of analytical accuracy: most user actions are
recorded in specialized systems, which allows the
company to track the effectiveness of campaigns,
promptly adjust actions and reduce marketing costs.
In the long term, this also helps to strengthen trust,
increase brand awareness and retain customers.

Analysis and research of publications

Analysis of scientific research on digital marketing
demonstrates that its importance for business is
constantly growing. Scientists draw attention to the
fact that digital marketing allows you to integrate a
wide range of technologies (social networks, mobile
applications, CRM systems, etc.) into sales and
customer service processes, ensuring effective interaction
between the brand and the consumer [1]. In particular,
in his work, O.0. Marchuk outlined the main
channels, methods and trends of digital marketing,
focusing on its advantages and impact on business.

V. M. Bondarenko and O. V. Omelyanenko
focused on the analysis of key digital marketing tools
(SEO, SMM, content marketing, email marketing)
and their impact on marketing initiatives [2]. The
researchers outlined the challenges associated with
data privacy, competition and technological changes,
and also proved that the strategic use of digital tools
contributes to sales growth and brand strengthening.

O. V. Vinogradova and N. M. Nedopako
investigated the role of digital marketing in expanding
the information potential of companies, optimizing
costs and improving marketing processes [3]. They
note that the integrated use of digital tools enhances
the effectiveness of market analytics, helps in finding
new niches and improves interaction with consumers.

The authors [4] considered building a digital
marketing strategy in e-business, emphasizing the
importance of personalization, geotargeting and

integration of marketing tools. O. V. Bolotna and co-
authors emphasize that an effective digital strategy
provides a long-term competitive advantage. This allows
companies to adapt to changes in the digital
environment and enhance interaction with customers.

Yu. M. Tomashevsky and V.F. Proskura consider
digital marketing as a strategic approach that includes
content marketing, search engine optimization,
advertising in search engines, SMM and email
marketing [5]. They emphasize the importance of
personalization and targeting, which allow you to reach
the target audience more effectively. Researchers also
note that digital marketing contributes to the analysis
of consumer behavior, optimization of marketing
strategies and increasing the competitiveness of
businesses.

In their work, M. Martynenko and co-authors
investigate the process of developing an adaptive
digital marketing strategy aimed at improving the
quality and competitiveness of products. The need
for systematic planning of marketing activities using
modern and promising digital tools is substantiated.
It is emphasized that such a strategy should be
flexible, integrated and focused on the needs of the
target audience, emotional aspects of perception,
mobility and global market challenges. The key
stages of strategy implementation are identified,
including market analysis, goal setting, development
of tactics, budgeting and monitoring of results. It is
proven that the effective implementation of a digital
marketing strategy allows not only to improve
products, but also to strengthen the brand’s position
in the market in conditions of rapid technological
change [6].

So modern research confirms that digital
marketing is not only a communication channel, but
also an important element of the strategic development
of companies, which requires constant adaptation to
technological changes.

However, these studies do not fully reveal the
importance of the interaction between tools, means
and channels of digital marketing promotion, which
in fact represent a single system, the correct operation
of which directly affects the effectiveness of the strategy.

Purpose of the article

The purpose of the article is to form a digital
marketing ecosystem and determine the influence of
its components in the hierarchy of the strategy of a
modern enterprise.

To achieve this goal, the work sets the following
tasks:

— first, to show the role of digital marketing in
the formation of the strategy of a modern enterprise;

Digital marketing ecosystem as an element of enterprise strategy
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— second, to build a digital marketing ecosystem
and determine the relationship between the
components of digital marketing as elements of a
single functional system;

— third, to analyze the influence of digital
marketing elements on the promotion complex and
higher strategies of the enterprise.

Presentation of the main material

Enterprise strategy is a comprehensive action
plan that outlines the long-term vector of development
of a business entity and a set of ways to achieve goals
in the future. Its purpose is to ensure competitiveness,
efficient use of resources and successful functioning of
the enterprise. The structure of strategic management
includes the formulation of the mission, setting strategic
and tactical goals, determining measures for their
implementation, distributing resource provision, as
well as implementing effective management
mechanisms.

Enterprise strategy has a hierarchical structure -
several levels of decomposition, each of which
corresponds to a strategy of a certain rank. Such a
hierarchy builds a ranking, interconnection and
subordination between them.

A diversified company is characterized by a four-
level model, which includes:

— corporate (general, portfolio) strategy, which
determines the directions of development of the entire
set of businesses and distributes resources between
them;

— competitive (business) strategies focused on
achieving advantages within a specific market or
business unit;

— functional strategies that detail the
implementation of a competitive strategy at the level
of individual functional areas (marketing, finance,
production, etc.);

— operational strategies that focus on solving
current activity tasks and are implemented within
individual divisions.

Functional — specify corporate and competitive
strategies for the relevant subsystems. At the same
time, it is the functional divisions that can initiate
changes at higher levels, having a negative impact on
the formation of general goals.

Within the strategic hierarchy, marketing strategy
belongs to the functional level. Its main goal is to
harmonize marketing goals with the internal resource
capabilities of the enterprise, the needs and expectations
of consumers, as well as the use of existing or potential
competitive advantages. It is aimed at identifying target
market segments with the highest potential, forming
an adequate pricing policy, choosing optimal

distribution channels and methods of communication
influence on the consumer.

Marketing strategy, in turn, includes several
substrategies structured according to the elements of
the marketing mix (product, distribution, promotion
and price) (Fig. 1):

— product strategy involves managing the product
range, in particular — updating, modifying, improving
the characteristics or design of products taking into
account market demands. It includes both the creation
of new products and the withdrawal of ineffective
items from production;

— distribution strategy covers planning and
improving logistics processes, choosing effective
distribution channels, ensuring uninterrupted delivery
of goods to the end consumer, as well as improving
the quality of service;

— pricing strategy is focused on regulating the
price level, the conditions for their formation,
developing a system of discounts, promotions and
other price incentive tools. Special attention is paid
to after-sales service, which significantly affects
consumer loyalty;

— promotion strategy covers all marketing
communication tools: from advertising, PR, personal
sales to loyalty-building activities. The main goals are
to increase brand awareness, attract new customers,
stimulate sales, create a positive image of the company,
and increase the intensity of brand mentions in the
information field.

Marketing strategies are now crucial in
business strategy, researchers note [7]. In particular,
social media analysis has become key to decision-
making in enterprises, as it contributes to the
development of strategies, and stimulates competitive
intelligence to analyze public data and predict
customer behavior.

Digital marketing is deeply integrated into the
strategic structure of the enterprise, penetrating every
direction of the promotion complex, as it is present
in every channel of interaction with the consumer.
Digital marketing does not simply complement
traditional methods but transforms the traditional
approach to communications.

To expand their marketing reach, increase
operational efficiency, gain insight into customer needs
and create new business opportunities [8], small and
medium-sized enterprises are increasingly
implementing public platform technologies for digital
marketing — e-commerce, social networks and mobile
applications. After all, they can meet changing
customer needs in real time and quickly improve
customer experience.
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Fig. 1. The role of digital marketing in a company’s promotion strategy

Source: created by the authors

The six key elements of marketing
communications — advertising, PR, sales promotion,
direct marketing, personal selling and event marketing
— closely intersect and are modified in the modern
digital marketing paradigm. Let’s consider the functions
and place of each in the promotion strategy and their
digital transformation (Table).

Thus, digital marketing is integrated into each
element of the promotion complex, enhancing its
effectiveness. The promotion complex, in turn, belongs
to the functional level of the marketing strategy, which,
together with the operational, competitive and
corporate, forms the overall strategic model of the
enterprise. The elements of the modern promotion
complex work thanks to a number of digital
technologies — tools, means and channels of digital
marketing communications. In order to study the
relationships between them, it is proposed to apply
an ecosystem approach.

Ecosystem approach — the study of phenomena
or systems as holistic, dynamic entities, within which
various elements (components, resources, relationships,
environment) interact with each other and the external
environment. This approach allows:

— to identify all key components;

— to determine the nature of their interaction
(for example, competition, synergy, dependence);

— to assess the effects of changes in any of the

elements on the functioning of the entire system;

— to increase the efficiency of analysis,
forecasting and strategic decision-making.

The ecosystem approach in the context of digital
marketing allows businesses to see the promotion
complex more broadly and understand how changing
one component can affect the overall strategy of the
enterprise, plan the budget and test hypotheses more
effectively, and timely identify weaknesses in
marketing.

It is proposed to create a digital marketing system
of four key elements: content and devices, promotion
channels and methods of interaction.

Devices. The client consumes content on a
number of devices. Both personal (smartphone,
computer, laptop, tablet, smart watch) and public
use - interactive displays on the street and in
transport.

Content. There are three main types - video,
photo and text have both separate applications and a
number of combinations that represent complex
products - posts.

Promotion channels are «bridges» for business
interaction with its target audience. The place where
the client sees the content.

Ways of interaction are methods of creating,
adapting and promoting content. They are responsible
for how the client sees the content.

Digital marketing ecosystem as an element of enterprise strategy
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Table
Digital transformation of promotion strategy elements
Rolein promotion Classic form Digital transformation Examples of digital
strategy tools
Advertising
A method of widely One-way communication via | Two-way interaction; users Google Ads,
informing the target TV, radio, print media. interact with ads - likes, Facebook Ads,
audience about aproduct | Difficult to measure comments and real reviews. Instagram Ads,
or brand that isfunded by | effectiveness. Preci se audience targeting. TikTok Ads,
the company itself. Objective performance analysis. | programmatic
The possibility of instant advertising.

optimization.

Sales promotion

Temporary activities
designed to quickly
activate demand:
promotions, discounts,

Coupons, discounts, gifts,
promotions at points of sale.

Instantly inform customers
online through digital channels.
Automation of discounts and
bonuses. Gamification to

Promo codes in social
networks, email
newsletters, push
notifications, cashback

gifts or bonuses. increase engagement. services, referra
Retargeting. programs.
Public relations

Building brand
reputation. Information
that creates a positive
attitude towards a
company, brand or
product. Increases trust,
asitisperceived as an
independent opinion.

Publications in the media,

participation in events, press

releases.

Two-way interaction. Building
reputation through social media,
online blogs, influencers,
podcasts. Monitoring online
reviews and responding quickly.

Online Reputation
Management (SERM)
Google Alerts, crowd
marketing, influencer
marketing, Brand24.

Direct marketing

Addressing a specific
consumer outside of
traditional points of sale.
Allows you to quickly
adapt communication
and maintain feedback.

Letters by mail, phone calls.

Scalable and personalized email
and CRM marketing, chatbots.
Anaytics of marketing
campaign results, flexible A/B
testing, content personalization,
and user statistics collection.

Email, Telegram,
Viber, WhatsApp,
SMS, CRM.

Personal selling

Direct contact between a
company representative
and a potential client.
The key advantage is the
ability to establish long-
term relationships.

Personal communication
between the seller and the
customer. High cost and
duration of interaction.

Video consultations, online
chats, CRM analytics. Personal
recommendations based on a
data set of previous purchases.
Automation of routine
interaction. Comfort for the
buyer: he receives advice
without leaving home. This
approach promotes B2B sales.

Video chats (Zoom,
Google Megt), CRM
systems (HubSpot,
Salesforce), online
consultants, integratio
of chatbots to the
websites.

Events

Creating a direct and
emotional interaction
between the brand and
the target audience,
which helpsincrease
awareness, loyaty and
stimulate sales.

Conferences, exhibitions,
holiday parties, offline
presentations. The audience
isonly those who are
physically present.

Webinars, virtual exhibitions,
use of augmented reality, online
broadcasts, hybrid events
(integration of QR codesinto
printing, outdoor advertising —
the ability to transfer customers
from offline to online). Expands
audience reach: almost
unlimited number of
participants and geography.
Interaction through chats,
surveys, gamification.

Zoom, YouTube,
Instagram Live,
Facebook Events,
VR/AR presentations.

Source: created by the authors
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All components of this system interact with each
other and together represent a digital marketing
ecosystem (Fig. 2):

— devices determine what content is convenient
to consume. This affects the type of content;

— the type of content determines which
promotion channels will be effective for its placement;

- websites
- mobile apps

- social networks
- chatbots

PROMOTION

fa ELS - tablets

-PCs

DEVICES |

- smartphones

- smart TVs
- interactive displays
- wearable gadgets

— promotion channels, in turn, determine the
format and frequency of use of certain ways of
interaction;

— interaction ways adjust the content to
themselves, creating an appropriate narrative, call to
action, visual style.

DIGITAL
MARKETING |

- influence, blogging
- brand partnership

- SEQ

- SMM

- newsletters (email, SMS)
- targeted advertising
- contextual advertising

WAYS OF
INTERACTION]|

Fig. 2. Digital marketing ecosystem

Source: created by the authors

In the digital economy, brands use a variety of
approaches to engage their audience, maintain
engagement, and build loyalty. Each of these methods
has its own characteristics, advantages, and limitations
that determine its effectiveness in a specific business
context:

— Blogging (marketing through opinion leaders).
Collaboration with bloggers is based on the principle
of social proof: users tend to trust personal
recommendations more than traditional advertising.
This approach allows you to attract a motivated
audience that already has an emotional connection

with the blogger. The format of integrations varies
from advertising mentions to complex collaborations,
which makes this method quite flexible.

— brand partnership — involves mutual support
of two or more companies that have a common or
related target audience. This allows you to exchange
loyal customers and increase trust in the brand through
recommendations from partners. For example, a
logistics company can promote a cosmetics
manufacturer by showing their staff uses it. And the
cosmetics manufacturer, in turn, shares a positive
experience with the carrier cooperation;

Digital marketing ecosystem as an element of enterprise strategy
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— SEO (search engine optimization) is a set of
measures aimed at improving the position of a website
in search engines. Optimization includes both technical
aspects (improving loading speed, mobile version of
the site, etc.) and the content component (creating
relevant materials, selecting keywords). The main
advantage of SEO is the ability to receive a stable
flow of visitors without constant advertising costs,
although it takes a long time to achieve this;

— SMM (Social Media Marketing) is a strategic
approach to communicating with the audience through
social platforms. It includes creating content,
maintaining a dialogue with users, attracting subscribers
and forming long-term loyalty. SMM not only helps
to increase brand awareness but is also an important
tool for collecting analytical data on the behavior of
the target audience;

— newsletters (email, SMS, push). One of the
oldest, but still effective digital marketing tools.
Messages can be sent by email, SMS or push
notifications. The advantage of this method is direct
interaction with the consumer without the need to
involve additional advertising platforms. However, the
intrusive nature of such messages can cause a negative
reaction from the audience, so it is important to
maintain a balance between informing and the
frequency of communication;

— targeted advertising is a promotion method
that allows you to display advertising to a selected
audience based on their interests, behavioral factors
or demographic characteristics. This approach provides
high efficiency in the short term, since advertisements
are shown to those users who are most likely to be
interested in a product or service;

— contextual advertising — involves placing
advertisements at the top of search engine pages, above
organic results. The main advantage of this approach
is the ability to quickly attract an audience that has
already shown interest in a particular product or service.
Contextual advertising is effective for increasing
awareness of a new brand or capturing customers from
competitors. However, consumers may perceive such
ads as less trustworthy than organic search results.

Promotion channels in digital marketing play a
key role as environments through which various ways
of interacting with the consumer are implemented.
They not only provide a point of contact between the
brand and the audience but also create conditions for
effective communication of the content of marketing
messages:

a) the website is the basic platform of digital
marketing, which allows you to concentrate maximum
information about the company, its products and services.
It is a universal and fully controlled channel where

almost all methods of promotion can be implemented:
PR articles, partner collaborations, content marketing,
e-commerce, email newsletters, etc. It provides a
structured presentation of information, supports SEO,
makes it possible to integrate analytics and remarketing,
and also acts as a basis for other channels;

b) mobile applications are a personalized and
convenient channel through which a company can
maintain constant interaction with the consumer.
Thanks to push notifications, integrated promotions,
loyalty systems and personalized offers, applications
allow you to implement direct marketing and sales
promotion methods. In addition, they are ideal for
interacting with the user in real time and with a high
level of content individualization;

¢) social networks are a powerful channel that
allows brands to be closer to their audience. This is
where such promotion methods as influencer
marketing, content marketing, sweepstakes,
collaborations with other brands, storytelling and video
content are implemented. Social networks create an
opportunity for emotional contact with the audience,
involvement in discussions, shaping the company’s
image, as well as quick response to feedback. In
addition, they support the viral distribution of content,
which makes them indispensable in campaigns with
a wide reach;

d) chatbots, which can be integrated into both
messengers and websites, provide automated interaction
with the consumer. They allow you to implement
methods of personal marketing, quick information,
technical support, questionnaires, sales or pre-
registration. The unique advantage of chatbots is the
guaranteed delivery of messages, which does not depend
on the delivery algorithms, as in social networks.
This makes them an effective tool for communication
and data collection.

Promotion channels are closely related. Each of
them performs a separate function in the overall digital
marketing ecosystem, allowing the enterprise to
implement a promotion strategy in a comprehensive
and interconnected way. They form the infrastructure
within which ways of interaction with the target
audience are used — from advertising and PR to
personal messages and events. This approach provides
flexibility, scalability and fine-tuning of marketing
impacts, depending on business goals and the
characteristics of the target market.

The digital marketing ecosystem functions as a
coherent mechanism in which devices, content,
promotion channels and interaction ways depend on
each other and affect the entire enterprise strategy.
Changing at least one of the elements inevitably affects
all the others.
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Changing promotion channels or devices leads
to a change in the target audience: now it is necessary
to work with a new generation of users who consume
information differently. The promotion strategy is
updated under these new conditions: the focus shifts
from TV advertising to digital, messaging,
communication frequency, and budget change. As a
result: the emphasis on the communication strategy
changes — for example, from brand-oriented to
interactive or community-oriented.

Such radical changes in the promotion complex
will cause changes in other functional strategies:

a) product strategy — it is necessary to create
products with additional digital value (for example,
AR instructions, digital aftersales service);

b) service strategy — support is being implemented
via messengers, video chats;

¢) innovation strategy — more investment in UX,
applications, interactive platforms;

d) pricing strategy — digitized products allow for
changing monetization models (subscription,
freemium, etc.).

A change in marketing strategy will also affect
those higher in the hierarchy. Corporate strategy: the
company itself is no longer simply a seller of goods,
but a technologically oriented platform or service
ecosystem.

Thus, the digital marketing ecosystem is not
static, but sensitive to changes in any of its elements.
Ignoring it can disrupt the entire logic of promotion,
lead to loss of campaign effectiveness, reduced reach
and engagement of the target audience. An effective
marketing strategy is possible only when each
component of the system is taken into account,
coordinated and adapted to the target audience, market
and business goals. That is why it is important for
businesses to track innovations in each element of
the ecosystem — from technical devices to trends in
interaction formats — and to be able to quickly adapt
all other components of the system in response to
these changes.

Conclusions

As a result of the research, a digital marketing
ecosystem was formed as a component of the
promotion strategy in the hierarchy of enterprise
strategies. The digital marketing ecosystem consists of
elements that are closely interconnected: promotion
channels (websites, social networks, mobile
applications, chatbots), ways of interaction (advertising,
PR, direct marketing, personal sales, sales promotion,
events), content types (photos, videos, text messages
that are combined into posts), devices for content
consumption (smartphones, PCs, tablets, smart TVs,
interactive panels and wearable gadgets).

The elements of the promotion strategy have
been improved. They differ from traditional ones in
that they are based on the digital marketing ecosystem.
This allows entrepreneurs to adapt the company’s
strategy to the needs of consumers in the conditions of
digital market transformation. Further research in the
field of application of the digital marketing ecosystem
should be carried out in the direction of forming
indicators for assessing the effectiveness of the use of
digital marketing elements in the enterprise strategy.

Digital marketing is thus viewed as a
multifactorial system of strategic influence that
combines technology, content, promotion channels,
and consumer behavioral patterns. Its effective
construction is not only a promotion tool, but a strategic
resource that can ensure sustainable development of
an enterprise in conditions of rapid change and high
competition.
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EKOCUCTEMA IIM®POBOI'O MAPKETUHIY fK
EJJEMEHT CTPATETII HIAIIPUEMCTBA

Aedienko B. A., Yepnumesa O. M.

Cmammrio npucesyeno Gopmyeantio exocucmemu Uugppo-
6020 MApKeMUH2y ma 6UHAHEHHIO 6NAUBY ii CKAa008UX 6 iepapXii
cmpameeii nionpuemcmea. I[lokazano éazomy poav uugppoeozo
MapkemuHey y (opmyeanni cmpamezii cy4acHo2o nionpuemcmaea.
Bcmanoeneno, wo yugposuii mapkemune 2aub0Ko iHmeepo8aHuu
Y 3aeanvHy cmpameeilo NIONPUEMCMBA, NPOHU3YIOHU KAIOU08]
HanpsAMu KOMNAEKCY NPOCYBAHHS — DPeKAamy, NPAMULL MapKemuHe,
PR, nepconanvhi npooaci, cmumya08anHs 30ymy, 0peanizauyiio
ieenmie. YOocKkOHaneHo enemeHmu cmpamezii NPOCY8aHHs, SKi
GIOPI3HAIOMbCA 810 MPAOUYIUHUX MUM, WO O0A3yIOMbCs HA eKo-
cucmemi Uu@pposoeo mapkemuney, wo 0ac 3mozy adanmyeamu
cmpamezito nionpuemcmea 00 nomped CnoJNcUsaie 8 ymosax uug-
poeoi mpancgopmauii punxy. Cgopmoeano exocucmemy uugpo-
6020 MapKemuHzy sk CKAadogoi cmpamezii npocysants 6 iepapxii
cmpameeiti nionpuemcemea. Exocucmema uughposoeo mapiemun-
2y CKAAOAEMbCs 3 eNeMeHmis, Wo 3HaAX00smscs 6 miCHOMY 63a€-
M036 A3KY: KaHAAu npocysanHs (eebcaimu, coumepexnci, MOOLAbHI
dodamku, wam-6omu), cnocobu ezaemodii (pexaama, PR, nps-
MUl MapkemuHe, NePCOHANbHI NPOOAXNCi, CIMUMYABAHHS 30ymy,
ieenmu), munu Kowmenmy (gpomo, 6ideo, mekcmogi nogioom-
AeHHs, AKI 00 '€OHYIOmMbCs Y NOCMU), RPUCIPOT 0451 CHONCUBAHHS
xonmenmy (cmapmeonu, IIK, nasanwemu, cmapm-T5h, inme-
pakmueni naweai ma Hocumi eadxcemu). Bemanoeneno michi 63ae-
MO36’A3KU MIdIC UUMU eaeMeHmamu: npucmpoi 6niueaoms Ha mun
KOHMeHmy, mun KOHMeHmY 6U3HAYAE, AKi KAHAAU NPOCYBAHH:
6yoyme eghekmueHi 045 11020 posmiuenHs. Kanaau npocysamms,
Y C60i0 4epey, 3yMOGANIOMb (PopMam i 4acmomy 3acmocy8aHHs
neenux cnocobie 3aemodii. Cnocobu 63aemolii nionraumogyoms
KoHmenm nio cebe, cmeopiolouu 6i0NOGIOHUL HAPAMUG, 3aKAUK
do 0ii, eizyanrvhuii cmuav. Egexmusna poboma uiei cucmemu
3abesnevye peanizauito cmpameeii NPOCY8aHHs 6 OISAbHOCMI Cy-
yacHux nionpuemcme. Bizyanizauyis exocucmemu oae 3moey
npedcmasumu Yupposull mapKemune K UYiLiCHY 34a200%ceHy

cucmemy. JloeedeHo, wio 3mina HABIMb 00HOO eaeMeHmy Modlce
CAPpUMUHUMU KAPOUHAALHY MPAHCHOPMAYiIo KOMNAEKCY MapKe-
MuHey ma @NAUHYMU HA euwyi cmpameeii nionpuemcmea.

KarwuoBi cioBa: cTpaTteriss miAnpueMcTBa, iepapxis
cTpaTteriii, cTpareris NmpocyBaHHSI, LIU(MPOBUI MapKETUHT,
eKocucTema.

DIGITAL MARKETING ECOSYSTEM AS AN ELEMENT
OF ENTERPRISE STRATEGY
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The article is devoted to the formation of the digital marketing
ecosystem and determining the influence of its components in the
hierarchy of the enterprise strategy. The significant role of digital
marketing in the formation of the strategy of a modern enterprise
is shown. It is established that digital marketing is deeply integrated
into the overall strategy of the enterprise, penetrating the key areas
of the promotion complex — advertising, direct marketing, PR,
personal sales, sales promotion, event organization. Elements of
the promotion strategy have been improved, which differ from
traditional ones in that they are based on the digital marketing
ecosystem, which makes it possible to adapt the enterprise strategy
to the needs of consumers in the conditions of digital market
transformation. The digital marketing ecosystem has been formed
as a component of the promotion strategy in the hierarchy of
enterprise strategies. The digital marketing ecosystem consists of
closely interconnected elements: promotion channels (websites,
social networks, mobile applications, chatbots), ways of interaction
(advertising, PR, direct marketing, personal sales, sales promotion,
events), content types (photos, videos, text messages that are
combined into posts), devices for consuming content (smartphones,
PCs, tablets, smart TVs, interactive panels and wearable gadgets).
Close relationships have been established between these elements:
devices affect the type of content, the type of content determines
which promotion channels will be effective for its placement.
Promotion channels, in turn, determine the format and frequency
of use of certain interaction ways. They adapt the content to
themselves, creating an appropriate narrative, call to action, visual
style. The effective operation of this system ensures the implementation
of the promotion strategy in the activities of modern enterprises.
Visualization of the ecosystem makes it possible to present digital
marketing as a holistic, coherent system. It has been proven that
changing even one element can cause a radical transformation of
the marketing mix and affect the higher strategies of the enterprise.

Keywords: enterprise strategy, hierarchy of strategies,
promotion strategy, digital marketing, ecosystem.
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