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The main aspects of current changes in marketing management

The modern business environment has been undergoing significant changes due to the rapid spread
of information and communication technologies and the Internet. This requires a review of both the
conceptual basis of activity and the practical tools of conducting economic activity. The marketing
activity of enterprises, which has undergone significant transformations in recent years, is no exception
in this aspect. Therefore, defining the conceptual framework of modern marketing that takes into
account the changes in both internal and external environments, the digital and physical world, etc. is
relevant. This facilitates embracing existing opportunities and enhancing marketing management.

The article consistently has examined changes in the external environment, its modern
characteristics, the basics of the enterprise’s interaction with the external environment, digital
marketing opportunities, and available opportunities of traditional marketing, which together have had
a decisive influence on marketing activity. It has been defined, that the company’s interaction with the
external environment is based on the concept of foreseeing, flexibility, intuitiveness, and critical
thinking. This facilitates the implementation of strategic management based on the Foresight
methodology and the organization of marketing activities based on Agile marketing. Creating a
seamless customer experience has been regarded as the basis of present-time marketing activity. The
implementation of such an experience is based on omnichannel marketing, which combines online and
offline interaction, and traditional and digital marketing. Digital marketing creates opportunities
through new tools for brand and product promotion and web analytics of marketing campaigns in the
digital world. Their combination with the potential of existing theoretical and methodological
approaches of marketing research and information systems of the enterprise has been defined as the
conceptual basis of modern marketing management.

Keywords: marketing management; digital marketing; traditional marketing; omnichannel
marketing; marketing interaction.

The relevance. The rapid penetration of information and communication technologies (ICT) and the
Internet into almost all spheres of human activity have led to the formation of a digital society, which has such
significant distinctive characteristics that it can be argued that it is a new stage of social development. Under
such conditions, both conceptual and practical principles of enterprise development are unconditionally
considered to have undergone radical changes. Similar processes are fully observed in the marketing activities of
enterprises, thereby generating new challenges and simultaneously providing new opportunities. The thing is, the
construction of effective marketing management should take into account the complex nature of the impact of
digitalization processes and rely on new business conditions from concept to practical tools, where the ability to
integrate different marketing tools is decisive. Moreover, the role of marketing among other enterprises’
activities has changed as well. Therefore, the task of developing modern principles of marketing management,
which would take into account both the possibilities of the new digital world and the accumulated experience,
becomes relevant.

Analysis of previous studies. The study’s peculiarity is the need to cover a quite wide range of issues, i.e.
from changes in the external environment and their impact on the enterprises’ activities to changes in the internal
environment, namely: the development of digital marketing strategies, new methods of promoting brands in the
digital world, determination of digital marketing performance indicators. Obviously, such a considerable number
of issues generated by the new challenges of the digital world has led to significant interest from both foreign
and domestic researchers.

One of the most thorough studies devoted to digital marketing and changes in marketing activity under the
influence of digital technologies are Marketing 4.0 and Marketing 5.0 by Ph.Kotler, H.Kartajaya and
I.Setiawan [1, 2]. In the first work, Marketing 4.0, the authors consider the ways in which marketing should
adapt to the changing nature of customer paths in the digital economy, in particular how connectivity as a result
of the internet and ICT impact has fundamentally changed human lives, a new set of marketing metrics and a
new way of looking at marketing practices, and human-centric, content and omnichannel marketing, etc. [1].
Marketing 5.0 was dedicated to the in-depth discussion on cut-edging technologies, that reshaped and enhance
marketing, i.e. artificial intelligence (Al), Big Data, chatbots, augmented reality (AR), and virtual reality (VR),
to name but a few [2].

It is important to note, that despite the dramatic impact of digital technologies on modern marketing activity
Ph.Kotler stresses at the crucial role of marketing strategy in using the right technologies. The importance of
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constructing a strategy in the digital world that is aligned with your business is highlighted in S.Kingsnorth’s
work [3]. The researcher consistently examines the process of strategy development in the digital world.

Changes in the marketing activities of enterprises under the impact of digital transformations are also
actively studied by domestic scientists. The development of the theoretical and methodological foundations of
marketing is in the direction of its formation as an integrated comprehensive system that interacts with other
socio-economic systems in a complicated way.

Baran R. considers the Internet marketing system as a set of elements of the following subsystems:
functional areas (marketing, management, and ICT), resource support (mainly hardware and software, IT
services, and communication technologies), institutional infrastructure, business processes, and communications,
the interaction of internal and external environment [4, pp. 290-309].

The comprehensive nature of marketing management is substantiated by Yu.Kostynets. The scientist
considers the development of the modern market concept of management on the basis of marketing by
combining the theory of management with the theory of marketing and strategic management. The next stage in
the development of this concept, as argued in the paper, will be the stage of post-digital marketing, which will
combine socio-ethical, digital, and interaction marketing [5, pp. 49-82].

Proskurnina N. examines the conceptual principles of digital transformation of marketing activity in the
combination of digital and physical space with a value proposition, the application of which contributes to the
formation of a new positive client experience [6, pp. 120-174].

Thus, an extremely wide list of aspects of marketing activity affected by the development of the Internet and
ICT actualizes the constant attention of scientists to the review of both conceptual and purely practical
foundations of marketing activity. However, despite the recognition of the comprehensiveness and complexity of
changes in marketing activity, a comprehensive approach to the formation of a modern marketing concept that
would be consistent with changes in the external environment, changes in strategic management, the need to act
simultaneously in the digital environment and the physical world, etc. call for further improvement.

The purpose of the paper is to define the conceptual framework of modern marketing that takes into
account the changes in both internal and external environments, the digital and physical world, etc. in order to
embrace existing opportunities and enhance marketing management.

Results. In our opinion, consideration of the mentioned issues should begin with the definition of the conceptual
foundations of modern marketing activity, which all researchers pay attention to. Thus, on the one hand, the target
role of marketing management, which integrated the management functions around the marketing paradigm, evolved
into its integrating role in a globalized environment with blurred, fuzzy boundaries, which involves a high degree of
integration of both external and internal components [4, 7]. On the other hand, the rapid development of digital
technologies directly led to the emergence of a new concept of marketing, which a number of researchers summarize
under the names «digital marketing», and «data-driven marketing». Kotler Ph. defines it as «Marketing 4.0», and the
transformation of marketing functions affected by digital technologies is described. Marketing 4.0 is a marketing
approach that combines online and offline interaction between companies and customers, blends style with substance
in building brands, and ultimately complements machine-to-machine connectivity with human-to-human touch to
strengthen customer engagement. It helps marketers to transition into the digital economy, which has redefined the
key concepts of marketing. Digital marketing and traditional marketing are meant to coexist in Marketing 4.0 with
the ultimate goal of winning customer advocacy [1, pp. 36-37].

Recognizing the comprehensive impact of digital technologies on all spheres of social life, it is worth
considering the most important factors of influence in the context of the study. These include radical changes in
the external environment, changes in the conceptual foundations of the company’s functioning and digital
technologies that marketers use today. The role of the external environment becomes one of the determining
factors in marketing activity, as it is the basis of the strategic development of the enterprise. In recent years, there
have been radical changes in the conceptual foundations of the external environment. Scientists define the
industrial era before the period of information technology development with the concept of SPOD (steady,
predictable, ordinary, definite), which was characterized by determinism and predictability. The main
characteristics of the modern external environment are determined by the concepts of VUCA (vision,
understanding, clarity, agility) and BANI (brittle, anxious, nonlinear, incomprehensible), where uncertainty and
fragility have dominated [8]. The basic provisions of the enterprise’s interaction with such an unstable external
environment are foresight and maximum flexibility, the development of intuition, and critical thinking as
opposed to adaptation with a certain period of reflection on making decisions. In accordance with such
challenges, the strategic management system of the enterprise is changing, when it is faced with the task of
solving problems that occur in real-time, immediate response, using an intuitive, creative approach in conditions
of high risk of uncertainty of the development of events and consequences [9, p. 251].

The defined challenges of the external environment lead to changes in the processes of the internal
environment of the enterprise, which is reflected in the application of the Foresight methodology in strategic
management as a model of proactive response to long-term challenges. Foresight methodology allows one to
scan the business environment (continuous monitoring), analyze the received data and form strategic and
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technological priorities within the framework of a model of proactive response to long-term challenges and predict
opportunities for the enterprise its potential, evaluation of potential, promising products, selection of measures that
increase the efficiency and effectiveness of strategic decision-making and form the competitive advantages of the
enterprise. Creativity, expertise, interaction, and evidence are the key factors of foresight [9, p. 252].

Strategic aspects are still crucial for marketing activity. Kotler Ph. et al. stress, that technology should follow
strategy. The key is that those companies must have marketers who understand how to design a strategy that
applies the right technology for various marketing use cases [2, pp. 39-42].

In marketing activities, the change in the external environment is reflected in the need to monitor and
respond to new trends and surprisingly changing customer behavior. Today, everything happens at the first
request of the buyer, which is embodied in the principle of WWW (whatever, whenever, wherever), which is
realized by the implementation of Agile marketing, the distinctive features of which are: the creation of
opportunities for real-time analytics, decentralized teams, the development of a flexible platform for products,
process parallelism, implementation of rapid testing or the ability to quickly change the product concept
(considered the main difference between traditional and agile organizations), encouraging open innovation, etc.
[2, pp. 183-196].

The impact of digital technologies on marketing practices is also a determining factor. According to the
American Marketing Association digital marketing is the use of digital or social channels to promote a brand or reach
consumers. This kind of marketing can be executed on the Internet, social media, search engines, mobile devices, and
other channels [10]. Kotler Ph. et al. point out six driving forces of new-generation technologies: computing power,
open source software, the Internet, cloud computing, mobile devices, and big data [2, pp. 98-104]. The development
of digital marketing has led to the appearance of original tools for promoting the company (brand) and its
products, such as context marketing, SMM (promotion in social networks), SEO (search engine promotion),
content marketing, and e-mail marketing, to name but a few.

In addition to the change in promotion tools, companies now have the opportunity to measure and analyze the
effectiveness of marketing activities based on metrics and key performance indicators, primarily, it is about
evaluating marketing campaigns on the Internet and the effectiveness of the company’s websites. Currently, there
are a significant number of web analytics systems, e.g. Google Analytics, AdWatcher, Snoobi, ClickTracks
Optimizer, ClickTale, CrazyEgg, SEM Rush, SimilarWeb, etc. The use of such indicators enables one to collect
comprehensive data on the target audience’s behavior and study the behavior pattern of individual users. Web
analytics allows marketers to use a significant number of tools, therefore, it is important to form the optimal number
of indicators that will enable a comprehensive quantitative and qualitative analysis. Overall, the main directions for
evaluating the activity of the company’s website include the following: sales and conversion indicators, the high-
quality composition of traffic over future periods of time, the establishment of communications with customers on
an ongoing basis, and the level of customer satisfaction with the company. One can enumerate the indicators used
to characterize the company’s activity on the Internet. For instance, CPA (Cost Per Action) — the cost of a certain
action performed by a visitor to the company’s website; CPL (Cost Per Lead) — the cost of a potential client who
left personal data when contacting the company employees or filling out a certain form on an Internet resource;
CPO (Cost Per Order) — the cost of one confirmed order placed on the company’s website; ROl (Return on
Investment) — the return on investment ratio, which characterizes the profitability of the company’s invested funds
in general or in individual processes, to name but a few [11, pp. 232-234].

At the same time, the creation of an impeccable customer experience, that is, integral and consistent
customer service, encourages enterprises to implement omnichannel marketing, as a unique combination of
online and offline interaction between the brand and the customer. There was also a review of the stages of the
customer journey, which was transformed into a five-step model and determined the emergence of the stage of
brand advocacy as a determining factor in the measurement of marketing effectiveness.

It is important to note that the given list also creates new opportunities for analytical support of marketing
activities. In general, scientists define the following innovative analytical methods: artificial intelligence,
machine learning, and deep learning [12, pp. 117-118]. Simultaneously, nowadays, a significant methodological
base has been accumulated for marketing market research (for example, clustering and grouping of consumers)
[13], the effectiveness and feasibility of which have been proven by the practice of marketing activities and
provides wide methodological opportunities in application depending on the defined goal.

It is also necessary to take into account the opportunities provided by the information systems of the
enterprise, which during the development of management and information technologies have transformed into a
large-scale multifunctional analytical tool in enterprise management [14]. For example, at many enterprises,
customer relationship management takes place in a single CRM information system, which makes it possible to
implement operational (automation of consumer business processes), communication (interaction with
consumers without the participation of personnel) and analytical (analysis of information about consumers for
various purposes) approaches. Moreover, the combination of corporate management based on supply chain
management (SCM) and customer relationship management (CRM) is the most in-demand feature set for
enterprises [14, p. 144].
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Summarizing the main results of the conducted research, the following important aspects that affect the
current marketing activities can be noted (fig. 1):

— a significant change in the modern concept of marketing, which is based on the principles of marketing
management as an integrating goal-setting function of enterprise management and digital marketing as a source
of changing approaches in communication with the consumer;

— a change in the basic provisions of the enterprise’s interaction with the external environment, which
determines the need to implement the Foresight methodology and Agile marketing, which ensure the formation
of relevant processes in the internal environment;

— the rapid development of modern digital technologies, which significantly change marketing technologies
and practices and are accompanied by the development of web analytics tools that increase the quality of
analytical support;

— significant methodical and informational opportunities formed by the science and practice of management
and marketing.
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Fig. 1. The main aspects of current changes in the enterprises’ marketing activity

Conclusions. Therefore, under the conditions of the external environment, the main characteristic of which
is a high degree of uncertainty, the need to build processes relevant to it in the internal environment of the
enterprise is actualized. Marketing activity, as one of the defining functions of management, today performs an
integrating role in a globalized environment with unclear boundaries. This is realized through the
implementation of omnichannel marketing as a combination of online and offline marketing interaction in order
to create a seamless customer experience. At the same time, marketing activity undergoes significant changes in
the context of the basics of interaction with the external environment due to the application of the foresight
methodology in strategic management and Agile marketing in the organization of the marketing management at
the enterprise. Digital marketing creates opportunities through new tools of brand and product promotion and
web analytics, which is combined with the existing potential of existing theoretical and methodological
approaches of marketing research of the market and information systems of the enterprise.

The development of the theoretical and methodological foundations of omnichannel marketing will be seen
as a further direction in research.
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I.B. Kasincbka
OCHOBHI aCIIeKTH Cy4acHHUX 3MiH Yy MADKeTHHI0BOMY MEHeIKMEHTI

CyuacHe Oi3Hec-cepelOBHIIE 3a3HA€ 3HAYHMX 3MiH Yepe3 CTpPIMKEe NOMHUpPEHHS iHPOpPMaIiiiHO-KOMYHIKaliiHIX
TEeXHOJOTi Ta iHTepHeTy. lle moTpeOye meperyisigy SK KOHIENTYaJbHHX OCHOB MisUIBHOCTI, TaKk 1 HPaKTHYHOTO
IHCTPYMEHTapil0 BEACHHS TOCIONApChKOi MisimbHOCTI. He € BHHATKOM y HIBbOMY acmekTi # MapKeTHHIOBa MisIbHICTH
MiAMPHUEMCTB, KA 32 OCTaHHI POKHM 3a3Hala 3HAYHUX TpaHcpopmariil. ToMy akTyalbHHM € BH3HAYE€HHS KOHLENTYaJIbHOI
OCHOBH Cy4acHOTO MapKeTHHIY, sKa BPaxOBY€ 3MiHH SIK BHYTPIIIHBOTO, TaK i 30BHIIIHBOTO CEpelOBHUINA, LU(PPOBOTO Ta
¢izuuHoro CcBiTY TOIO. Lle crpuse BUKOPUCTAHHIO iICHYIOUMX MOXKJIMBOCTEH MiANPUEMCTBA i BIOCKOHAICHHIO YIPaBIIiHHS
MapKEeTHHTOM.

VY crarTi NOCIIIOBHO PO3IIISIHYTO 3MiHHM 30BHIIIHBOTO CEPElOBHUINA, HOT0 CydacHI XapaKTepHUCTUKH, OCHOBH B3a€MOJIIl
MiAMPUEMCTBA 13 30BHIMIHIM CEPEIOBHUILEM, MOXIUBOCTI IH(POBOTO MAPKETHHTY Ta HAasBHI MOJMJIMBOCTI TpPaAWIIHHOTO
MapKETHHTY, SIKi B CYKYITHOCTI 3HAYHO BIUTMBAIOTH HA MApKETHHIOBY NisUTbHICTh. BH3HaueHO, IO B3a€MOis KOMIIaHii i3
30BHIIIHIM cepeoBHIIEM 0a3yeThca Ha KOHIEMLIl mepea0aueHHs, THYYKOCTI, IHTYiTHBHOCTI Ta KpUTHYHOTO MHUCIcHHS. Lle
CTBOPIOE YMOBH ISl BIPOBAKEHHS CTPATETIYHOTO YMPaBIiHHSA HAa OCHOBI C Ta OpraHi3amii MapKeTHHIOBOI IMisSUIBHOCTI Ha
ocHOBi Agile-mapkeTnHry. CTBOpeHHs 0€3/10raHHOTO KIIIEHTCHKOTO JOCBiy BBa)KA€THCS OCHOBOIO Cy4acHOT MapKETHHIOBOT
nisubHOCTI. Peanmizanis Takoro mocBimy 6a3yeThCs Ha OMHIKaHAJILHOMY MAapKETHHTY, SIKUH TOEJHye OHJIaWH- i oduaiin-
B3a€MOJIi0, Tpamuniiauit i mdposuit MapkeTuHr. LludpoBuil MapkeTHHI CTBOPIOE MOXIIMBOCTI 3a JOIIOMOTOI0 HOBHX
iHCTpYMEHTiB s TIpOCYBaHHs OpeH/a, TPOAYKTY Ta BeOGaHATiITHKM MapKeTMHTOBMX KaMmaHii y nuppoBomy cBiti. Ix
MO€THAHHS 3 TMOTEHINIAJIOM iICHYIOUHX TEOPETHKO-METOHAOJOTIHHUX MiIX0/1iB MApKETHHTOBUX JOCIi/KEHb Ta 1H()OopMamiiHIX
CHCTEM IIiAMPHEMCTBA BU3HAYEHO K KOHIENTYalbHY OCHOBY CydaCHOTO MapKEeTHHIOBOTO MEHEKMEHTY.

KniouoBi cioBa: MapKeTHHTOBUII MEHEIKMEHT; HU(GPOBHHA MapKETHUHT; TPATUIiHHUA MapKETUHT; OMHIKaHaTbHUI
MAapKeTHHT; MApKETHHI0Ba B3a€MOIis.
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