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Anomauin. Lugposuii mapkemune iOHOCUMbCS 00 MAPKEMUH208UX MemOOi8, w0 30IUCHIOIOMbCSL 3 OONOMO20I0
PI3HUX eleKMPOHHUX NPUCMPOI8, Y MOMY YucHi mapkemuneosi Oii ¢ Inmepuemi [1]. 1lJo6 npusepnymu ysaey xuienmis,
KOMRAHIT MOJNCYMb GUKOPUCMOBYBAMU 8eO-CAlimU, NOWYKO8I cucmemu, 0102u, coyianvhi media, 8ioeo, eneKmpoHH)y
nowmy ma inwi Kananu. 3a805Ku 6UKOPUCMAHHIO MemMOOI8 Yudpoeo2o MApKemuH2ey 3A1y4eHHs YilboBUx KIiEHMI8 ¢
Habazamo epekmusHiuUM Y NOPIGHAHHI 3 SUKOPUCMAHHAM MPAOUYIIHUX MemOoOi8, 3d YMOBU BUKOPUCAHHS SAKUX
BIIACHUKU OI3HECY MOJCYMb Julle CROOIBAMUCS, WO Yilbosa ayoumopis nobayums ixwi mapkemuneogi oii. OcmaHnuimu
poxamu KinbKicms Kopucmysauie Inmeprnemy nocmitino 3pocmae. Lle osnauae, wo kopucmyeaui nociye abo cnoxcugayi
npooykyii 3umaxoodsmecs 6 Inmepnemi, w0 NIOKPecuioe BANCIUBICIb 3ACMOCYBAHHS [HCMPYMEHMI8 Yugpposoco
mapkemuney. Llugpposuii mapkemune 8UKOPUCMOBYE nepesacu yici pearbHOCMI, NPOCY8arOYU NPOOYKYIIO Ma NOCLYeU 8
Iumepnemi. Ha 6iominy 6i0 mpaduyiiinoeo mMapkemuuzy, akuil € CamudHum i Yacmo HA3Uuearms «0OHOCOPOHHIM»
CRIIKYBAHHAM, YUPDPOBUU MAPKEMUHe € NOCMITIHO MIHAUBUM, OUHAMIYHUM npoyecom. IHwumu crosamu, Kii€eHmu He
MOACYMB 83AEMOOISAMU 3 OIZHECOM 3a OONOMO2010 PEKIaMHUX banepie abo Opykoeanoi pexiamu, mooi K yupposull
Mapxemune 3abe3nedye 080CMOPOHHIU 36 30K MIdC GUPOOHUKOM MA 1i020 pearbHUMu i nomenyitinumu kiiecumamu. Ha
peanvrux npuxiadax yu@dpoeoi mpancgopmayii' y cmammi 00CioNceHO KOHYENYilo yuphpoeozo mMapkemuHzy 8 enoxy
Iumepnemy 3 memoio 0onomoz2u Hi2epilicbKuM 61ACHUKAM OI3HeCy 3p03YMIimu eqheKmUusHiCms [HCMPYMEHMI8 Yupposoco
mapxemuney 01 nobyoosu cmanozo oiznecy. L{ughposuil mapkemune nabysae nepegazu y MapKemuH208Ux CMpamezisix
10 8CbOMY C8INY, OCKLTbKU YUPDPOBI3ayis cmac npucymHuvoro y 0i3Heci, a peanvhi CoOYianbHi 8iOHOCUHU NePeMIyIOmbCs
VY 8IPMYanbHULl C8im, Wo npu3eeio 00 CMEOPEHHs OHIAUH-CHIIbHOM, 5Ki 00 €OHyromb ntodell 3 ycvozo ceimy [2]. Lle
O00CIONCEHHS MAE HA Memi OMPUMamu 00Cmyn 00 epeKmugHOCI IHCMmpyMeHmie yugdpogo2o mapkemuney 0Jig n06yo0osu
cmabinbHo2o 6i3Hecy 8 ycoomy cgimi. Y yitl cmammi 6UKOpUCmosyomobcs AKICHI ma KilbKICHI Memoou 300py ma ananizy
Odanux [3], wob oamu po3yminHa nomenyiany yugposoeo Mapkemuney ma 1o2o pisHux iIHCmpymeHmis 07 eqpekmuenoeo
enugy Ha cmanuil Oizxec.

Kniouoegi cnosa: yupposuii mapkemune, Mapremun208i iLCmpymeHmu; cCmpamezis yughpoeo2o Mapkemuney; Cmaiuti
OizHec; IHHOBAYIUHI MEXHONO02I.

Dopmynu: 0; puc.: 1, maba.: 2; 6ion.: 10

Annotation. Digital marketing refers to any marketing methods conducted through electronic devices, which utilize
some form of a computer [1]. This includes online marketing efforts conducted on the internet. In the process of
conducting digital marketing, a business might leverage websites, search engines, blogs, social media, video, email and
similar channels to reach customers in targeted demographics. With digital marketing, engaging target customers stands
a better chance than traditional methods, where business owners can only hope that target audience will see their
marketing efforts. In recent years, there has been an ever-increasing rise in the number of internet users. The implications
are that service users or product consumers are online, which emphasizes the importance of digital marketing. Digital
marketing takes advantage of this reality, promoting business products and services across the internet. In this way,
businesses ensure that their marketing efforts are more likely to reach customers, by targeting them where they spend
most of their time. Unlike traditional marketing which is static and often referred to as “one-way” communication digital
marketing is an ever-changing, dynamic process. Stated otherwise, customers cannot interact with business through a
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billboard or print advertisement, whereas digital marketing provides an avenue for two-way communication between a
business and its actual or prospective customers. Using, real- world digital transformation cases, this article explores
the concept of digital marketing in this internet age and seeks to help Nigerian business owners understand the efficiency
of digital marketing tools in building sustainable businesses. Digital marketing is gaining predominance in marketing
strategies across the globe as digitization is becoming present in business and real-world social relationships have been
transitioned to the virtual world, resulting in online communities that bring people together from across the globe [2].
This study aims to access the efficiency of digital marketing tools in building sustainable businesses globally. This article
uses qualitative and quantitative methods of data collection and analysis [3] to offer insights into the potential of digital
marketing and its various tools in efficiently influencing sustainable business.

Key words: digital marketing, marketing tools, digital marketing strategy; sustainable business, innovative

technology.
Formulas: 0; fig.: 1; tabl.: 2; bibl.: 10

Introduction. With how accessible the
internet is today [4]; would you believe me if |
told you the number of people who go online
every day is still increasing?

Itis in fact, "constant™ internet usage among
adults increased by 5% in just the last three
years, according to Pew Research. And
although we say it a lot, the way people shop
and buy really has changed along with it —
meaning offline marketing isn't as effective as
it used to be.

Marketing has always been about
connecting with your audience in the right
place and at the right time [5]. Today, that
means you need to meet them where they are
already spending time: on the internet.

If you place an advertisement on TV, in a
magazine, or on a billboard, you have limited
control over who sees the advertisement. Of
course, you can measure certain demographics,
including the magazine's typical readership, or
the demographic of a certain neighborhood,
but it's still largely a shot in the dark.

Digital marketing, on the other hand, allows
you to identify and target a highly specific
audience, and send that audience personalized,
high-converting marketing messages.

Ultimately, digital marketing enables you to
conduct the research necessary to identify your
buyer persona, and lets you refine your
marketing strategy over time to ensure you're
reaching prospects most likely to buy. Best of
all, digital marketing helps you market to sub-
groups within your larger target audience. If
you sell multiple products or services to
different buyer personas, this is especially
helpful.

These days, screen time is at an all-time
high for many people. Digital marketing takes
advantage of this reality, promoting business
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products and services across the internet [6]. In
this way, businesses ensure that their
marketing efforts are more likely to reach
customers, by targeting them where they spend
most of their time.

Digital marketing is a broad term that
encompasses many different channels for
promoting business interests to prospective
customers. Depending on the business needs
and goals, there are many ways to conduct
digital marketing [7]. It is not a cookie-cutter
exercise.

Literature review. Digital Marketing is the
use of technologies to help marketing activities
in order to improve customer knowledge by
matching their needs (Chaffey, 2013) [8]. The
internet is the most powerful tool for
businesses (Yannopoulos, 2011).

Digital marketing is the use of technologies
to help marketing activities in order to improve
customer knowledge by matching their needs
(Chaffey, 2013). In the developed world,
companies have realized the importance of
digital marketing.  For businesses to be
successful they will have to merge online with
traditional methods for meeting the needs of
customers more precisely (Parsons, Zeisser,
Waitman 1996).

Digital marketing is the use of technologies
to help marketing activities in order to improve
customer knowledge by matching their needs
(Chaffey, 2013) [9]. In the developed world,
companies have realized the importance of
digital marketing.  For businesses to be
successful they will have to merge online with
traditional methods for meeting the needs of
customers more precisely (Parsons, Zeisser,
Waitman, 1996).
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Aim. This study aims to access the
efficiency of digital marketing tools in
building sustainable businesses globally.

Results. Digital marketing is a broad term
that encompasses many different channels for
promoting business interests to prospective
customers. Depending on the business needs
and goals, there are many ways to conduct
digital marketing. It is not a cookie-cutter

There are several common methods for
conducting digital marketing (Table 1).

As the list above indicates, there are
numerous ways to execute a digital marketing
strategy. For most businesses, successful
inbound marketing involves the use and
application of multiple digital marketing
methods.

exercise.

Table 1
Methods for conducting digital marketing

Name of methods

Description

Search Engine Optimization
(SEO)

is the practice of improving ranking within major search engines to proliferate online
traffic

Search Engine Marketing
(SEM)

SEM makes use of paid online advertising to increase website visibility within search
engines. SEM is often used in conjunction with SEO

Pay-Per-Click (PPC)

PPC is an online method for advertising where a business only pays for its adverts when
a person clicks on them

Social Media Marketing
(SMM)

SMM is the practice of using social media channels to promote business products or
services

Email Marketing

Email marketing is an enablement to businesses to send branded, promotional content
directly to prospective customers via email

Affiliate Marketing

Affiliate marketing is a performance-based exercise that enables revenue sharing and
pay-per-sale (PPS) compensation within a common network

Content Marketing

Content marketing refers to the publishing and distribution of text, video or audio
materials to customers online. Blogs, videos and podcasts are common ways for
businesses to engage in content marketing

Native Advertising

Native advertising involves blending marketing materials into a medium, making the
underlying message and marketing purposes equally important. Sponsored content, in
which one business posts its own content on a different website, is a common method of
native advertising

Table 2
Benefits of digital marketing

Global Reach

The internet is available to customers across the globe. This allows businesses to market
and sell to customers who live in a different state or country, removing many traditional
barriers to entry

Low Cost of Entry

To achieve the global reach of digital marketing through traditional channels, there
would be a serious price tag attached. On the other hand, certain aspects of digital
marketing can be achieved with a small investment of time and resources.

Measurable ROI

In order to maximize profits, businesses must carefully evaluate return on investment
(ROI). Digital marketing provides real-time visibility into the effectiveness of each
campaign, enabling business leaders to make well-informed decisions to drive revenue
and increase profit.

Improved Targeting

Digital marketing allows businesses to target very specific demographics of potential
customers. By engaging customers in a particular geography, industry or social channel,
businesses have a much better chance of reaching their target demographic.

Dynamic Adaptability

Digital marketing strategies are extremely malleable and flexible, enabling businesses to
adjust course when needed. Unlike long-term, traditional marketing campaigns,
businesses can adjust their digital efforts on the fly, enabling quick pivots when
necessary to realize commercial opportunity.

Immediate Connection

Before making a purchase, modern customers generally conduct online research and
evaluate reviews. The first step in this process typically starts with a search engine. In
this way, businesses with developed SEO, SEM and PPC strategies can connect
immediately with customers.

Relationship Building

The rise of social media has turned it into a dominant communications platform for many
customer demographics.
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Overall, businesses of every shape and size
can achieve powerful benefits through
effective use of digital marketing methods.
Furthermore, the cost of digital marketing can
be tailored to each specific business, stripping
many barriers to entry of traditional methods.

Identify Marketing Goals
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The creation and implementation of a
digital marketing strategy will change from
business to business. But in common practice,
many businesses employ a similar process for
creating and implementing a digital marketing
strategy [10].
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Figure 1. Digital Marketing Strategies

Digital transformation
(subjects)

Thriving in the digital age is proximally
related to innovation and digital
transformation strategies. While many
companies are still struggling with how to
channel their digital marketing ambition,
there are others whose strategies stand out
and who thanks to embracing new
technologies have enhanced their empire.
Below are examples of real-World digital
transformation cases we are going to take a
look at the success cases from different
industries [11]:

1. Automobile (VOLKSWAGEN)

German automaker Volkswagen (VW)
will invest $4 billion by 2025 to reinforce its
digital ecosystem. The huge investment
won’t just enable Volkswagen to appeal to
consumers as the auto industry undergoes a
digital transformation, it will also help the
firm take on competitors who are launching
comparable strategies.

SUCCeSS  cases
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As a result of the investments, from 2020
onwards, five million new Volkswagen
brand vehicles per year will be connected to
the Internet of Things. Various mobility
solutions will also be introduced to the
consumers in the hope that soon they will
become integrated into their daily lives. For
example, a solution that enables car owners
to have packages delivered to their car rather
than a specific address is currently being
developed. As also a parking app with
integrated billing, and real-time
personalized recommendations based on
location.

VW has stated that it expects to make
around $1.1 billion in sales by 2025 from
new digital services, such as the above-
mentioned car-sharing, parking, and parcel
delivery services.

2. Fast Moving Consumer Goods

DOMINO’S PIZZA. Listening to clients’
feedback and embracing digital permitted
Domino’s to be crowned the largest pizza
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company in the world and to finally pass its
old rival Pizza Hut. Therefore, there is no
surprise that today four-fifths of Domino’s
sales come from digital channels.

To arrive where they are today, Domino
changed the company’s entire
ethos, transforming it from a fast food
business into a company instilled with
programming hires, digital marketers, and
other tech personnel. The entire corporate
structure was also revised and the focus
shifted towards digital sales and
advertising. It was crucial that everyone at
the top, from the Board of Directors to the
CEO, was on board. As a result, Domino’s is
an “e-commerce company that happens to
sell pizza.” Thanks to Dom the Pizza bot,
customers can now order from whatever
channel they choose (Slack, Facebook
Messenger, the Company’s mobile app, on
Twitter with the use of emojis, Google
Assistant & Alexa, Smart TVs). These
practices help to make the user experience
more fun and less frictionless.

Dominos has also taken an interest in self-
driving cars and delivery robots to develop
an automatic delivery system.

IKEA. Swedish furniture giant is also
taking steps to stay relevant and competitive
in the future. By providing innovative and
highly valuable experiences for both online
and offline customers, IKEA has taken the
first steps on the path of transforming into a
tech company.

In 2017, the IKEA Place app, an
augmented reality tool that allows users to
visualize how furniture will look in their
own home, was launched. This helps the
customers to try out different options
beforehand and decide on what to purchase.
This app has been downloaded 2 million
times and been widely used.

Ikea has also entered the smart home
market and is offering speakers and smart
plugs. The development of this kind of
products, services, and strategies will allow
IKEA to compete better in the future.

Other technology-driven campaigns (such
as its virtual reality experiment) and its
recent sustainability-focused content series
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have contributed to its status as a digitally
innovative brand.

3. E-Commerce

STARBUCKS. Starbucks’ digital
strategy, and its innovative use of data
analytics, in particular, remain at the
forefront of its growth and continue to pay
off.

For example, since 2008 Starbucks has
taken a much more analytical approach when
it comes to placing their stores. They are
now using data like population density,
average incomes, and traffic patterns to
identify target areas for a new store.

Starbucks also uses data to help align its
menu and product lines with consumer
preferences. Meanwhile, they have started
testing digital menu boards, which will
allow Starbucks to change the featured
products to drive and increase sales
strategically depending on the time of the
day.

LEGO. Through  movies, mobile
applications and mobile games, LEGO has
managed to appeal to today’s digitally savvy
consumer groups. An updated digital
strategy helped the company to escape the
brink of bankruptcy and to start to thrive.

LEGO’s online community allows fans to
submit their own ideas for new sets and vote
on the suggestions that they like the most. If
a project gets 10,000 votes, LEGO reviews
the idea, picks a winner, and creates a new
LEGO set that is sold worldwide. This
means that LEGO has recognized that its
customers are its greatest source for new
ideas and innovations. This approach has
helped the company to keep releasing new
product ranges that its fans love and helped
to maintain a close relationship with its
customers around the world.

LEGO has also launched other initiatives
such as LEGO Boost — an app that teaches
children to code — as well as LEGO Life to
encourage social networking and brand
advocacy.

Conclusions. Digital marketing has become
an essential marketing strategy for many
companies globally and the article explored its
potentials in helping to build sustainable
businesses. It explored the different methods
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and strategies used in digital marketing and
also explained the need for the application of
multiple methods for successful marketing
results in businesses.

The article identified the benefits of digital
marketing over traditional marketing. It
identified its benefits in driving better decision
making for business owners and in reaching
and improving customer targets. It also
identified that digital marketing helps in
establishing a better connection with
customers and provides a global reach for
businesses.

The article has also analyzed the stories of
companies and industries who have embraced
digital marketing as a part of their marketing
strategy and have thrived on its wings.

In conclusion, Digital marketing has no
boundaries, though it will succeed more if it
considers user needs as a top priority. Just like
“Rome was not built in a day,” so also, digital
marketing results will not come without
attempt, without trial (and error). The
watchwords “test, learn and evolve” should be
at the heart of all digital marketing initiatives.
Companies should create innovative customer
experiences and specific strategies for media to
identify the best path for driving up digital
marketing performance.
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