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Abstract. The rapid digitalization of economic activity and the widespread
adoption of online platforms have significantly reshaped the system of brand-
audience interaction. Networked environments, algorithm-driven feeds, and data-
based targeting tools have altered the logic of value promotion, shifting emphasis
toward interactivity, personalization, and continuous feedback. These processes
necessitate a comprehensive examination of the structural and functional changes in
contemporary communication systems, influenced by the development of social
networking platforms. The purpose of this study is to systematize the key directions
of modernization in promotional instruments amid the expansion of digital platforms
and to substantiate transformations in interaction models between businesses and
target audiences driven by content algorithmization and user participation. Methods.
The research applies general scientific and specialized approaches, including
analysis and synthesis to refine the conceptual framework, comparative assessment
to identify distinctions between traditional and digital formats of promotion, a
structural—functional approach to determine the components of the updated

interaction system, and generalization of empirical evidence reflecting current
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business practices in digital environments. Results. The findings demonstrate a
transition from one-way information delivery to multidirectional dialogue with
audiences. It is established that the contemporary promotion system is characterized
by personalized messaging, the integration of data analytics, the dominance of visual
and short-form formats, and the active involvement of consumers in content
creation. Algorithmic ranking mechanisms are shown to influence campaign
planning and require continuous performance monitoring. The competitiveness of
enterprises increasingly depends on their ability to adapt strategic decisions to the
dynamics of digital ecosystems and evolving user expectations. Conclusions. The
study confirms the emergence of an integrated interaction model combining
analytical tools, creative formats, and automated message customization
technologies. Further development of promotional practices is associated with
deeper personalization, broader adoption of artificial intelligence solutions, and
enhanced behavioral data analytics.

Keywords: digital platforms, promotion instruments, content
algorithmization, personalized messaging, interactive engagement, branding

strategy, behavioral analytics.
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Anotanig. IludpoBizaiis CyCHiIbHUX MOPOLECIB Ta CTPIMKE MOUIMPEHHS
OHJIAMH-TIATGOPM 3yMOBUIIN JOKOPIHHI 3MIHU Y CIIOCO0AX B3a€MO/IIT MiAMPUEMCTB
13 UUIbOBUMHU ayAUTOpISIMU. BipTyanbHl CHIIBHOTH, QJITOPUTMIYHI CTPIYKH Ta
IHCTpYMEHTHU TepcoHami3aiii cQopMyBalli HOBY JIOTIKY MPOCYBaHHS TOBAapIB 1
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MOCHYyr, Ji€ TepeBara HaJa€TbCsl IHTEPAKTUBHOCTI, IMIBUAKOCTI OOMIiHY
MOBIIOMJICHHSIMU Ta OpI€HTallll Ha MOBEAIHKOBI JlaHI KOPUCTYBaudiB. 3a3HayeHE
aKTyali3ye noTpedy KOMIUIEKCHOTO OCMHCIICHHSI CTPYKTYPHHX 1 (DYHKI[IOHATBHUX
3MiH y CUCTEMI MPOCYBAHHS TOBAPIB 1 MOCIYT, 3yMOBJIEHUX PO3BUTKOM MEPEKEBHUX
miathopM. MeTor JOCHIKEHHSI € CHUCTeMaTu3allil HampsiMiB MOJepHI3allli
IHCTPYMEHTApII0 MPOCYBAaHHS B yMOBaX MOMIMPEHHS U(PpoBUX IaTHOPM, a TAKOK
OOTpYHTYBaHHS 3MIH Y MOJEJNISIX B3a€MOJil OpeHAIB 3 ayJUTOPISMH 1]l BIUTUBOM
alropuTMi3allii KOHTEHTY Ta 3pOCTaHHsS POJIi KOpUCTyBalbKoi yyacti. Meroau. Y
npoiieci poOOTH 3aCTOCOBAHO 3arajlbHOHAYKOBI Ta CHEIlalibHI MiAXOAH, 30KpeMa
aHaji3 1 CUHTE3 JJisl YTOYHEHHS TOHATIMHOTO anapaTy, MOPIBHSHHS 1Jis BUSBJICHHS
BIIMIHHOCTEH MDK TpaAulIiHUMU Ta MEPEXEBUMH (QopMaTaMu MPOCYBaHHS,
CTPYKTYpPHO-(DYHKIIIOHAIbHUM MIAX1J JJIS BU3HAYEHHS CKJIAJOBUX OHOBIIEHOI
CUCTEMH B3a€MOJIli 3 ayJAUTOPISIMU, a TAKOX y3arajJbHEHHS E€MIIPUYHUX JaHUX
[0/I0 TMPAKTUKU BUKOPUCTaHHA HUGPOBUX IHCTPYMEHTIB Yy MiANPUEMHUIIBKIN
nisnbHOCTL. Pe3ynabrarH. BceTaHOBIIEHO, IO PO3BUTOK MEPEKEBUX CEPBICIB
COIPUYMHUB  Mepexili Bl OJHOCTOPOHHLOI  mepenaui  iHdopmaiii A0
0araToBeKTOPHOTO Jiajiory 3 ayautopiero. OOrpyHTOBaHO, WHI0 KIHOYOBUMU
XapaKTepUCTUKAMH Cy4acHOI CUCTEMU NMPOCYBAHHS € MEPCOHAITI3allisl TOB1IOMJICHb,
IHTerpauiss aHaJIITHUKWA BEJIMKUX MAacUBIB JaHUX, JOMIHYBaHHSA Bi3yaJbHUX 1
KOpPOTKHX (OpMaTiB, aKTHUBHE 3aTy4YEHHSIM CIOKMBAyiB IO CTBOPEHHSI KOHTEHTY.
JloBeneHo, M0 aNrOpUTMIYHE paHXKyBaHHS MaTepiaiiB 3MIHIOE MIAXOAU O
IUIaHYBaHHS KaMIIaHIi Ta 3yMOBIIOE HEOOXIJHICTh MOCTIHHOTO MOHITOPUHTY
MOKa3HUKIB €(PEeKTUBHOCTI. Bu3HAau€HO, 10 KOHKYPEHTOCIPOMOXKHICTh Cy0’€KTIB
roCIOAApIOBaHHA 3AJIEKUTh BIJ 34aTHOCTI aJanTyBaTH CTpaTerii MpoCyBaHHS 10
JUHaAMIKd 1U(POBOro cepeoBUIlla Ta OYIKYBaHb CIOXKHUBa4iB. BHCHOBKH.
V3aranbHeHHsT OTPUMAaHUX PE3yabTaTIB CBIAUUTH Tpo (OPMYBaHHS HOBOI
IHTErpOBAaHOI MOJENl B3a€EMOJII 3 ayJWTOPIsIMU, sIKa TOEIHYE AaHATITUYHI
IHCTpYMEHTH, KpeaTuBHI  QopmaTH Ta  TEXHOJOrli  aBTOMATHU30BAHOIO

HaJalTyBaHHs MOBigomiieHb. [lomanbiminii po3BUTOK 1HCTPYMEHTIB IPOCYBaHHS
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OB’ I3aHMM 13 TOTIMOJEHHAM IEPCOHANI3a1li1, IHTErpaLi€lo MTYYHOrO IHTEJIEKTY Ta
PO3LIMPEHHSIM MOKIMBOCTEHN aHAIITUKU OBEIIHKOBUX JIaHUX.

KuarouoBi caoBa: 1udposi miargopmu, I1HCTPYMEHTH MPOCYBaHHS,
aJropuTMI3allisi KOHTEHTY, IepCOoHai3allis MOB1IOMJIEHb, IHTEpAKTUBHA B3a€MOJI1s,

OpeHIMHT, TTOBEAIHKOBA aHATITHKA.

Problem statement. The rapid development of the digital environment and
the spread of network platforms have led to profound changes in the way business
entities interact with target audiences. Traditional approaches to the formation and
implementation of marketing communications lose effectiveness amid content
algorithmization, the growing role of user activity, and increased requirements for
message personalization. In the modern environment, brands operate in a constant
state of information overload, which complicates attracting and retaining consumer
attention.

Despite the significant number of scientific works devoted to digital
marketing and the development of social networks, the issues of comprehensively
understanding the transformation of marketing communications as a complete
system under the influence of evolving network platforms remain insufficiently
systematized. Changes in the functional characteristics of communication tools,
mechanisms for building trust in the brand, and models of interaction with
audiences, in terms of interactivity and two-way exchange of information, require
clarification.

The problem becomes especially urgent due to the need to adapt promotional
strategies to dynamic changes in the digital space, the introduction of analytical data-
processing technologies, and the use of automated message customization tools.
Solving the outlined issues is directly related to the practical tasks of enhancing
enterprise competitiveness, optimizing promotional costs, and building long-term

customer relationships.
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Thus, there is a need for theoretical justification and practical understanding
of the processes of transformation in marketing communications under the influence
of the evolution of social networks, which determine the direction of further research
and meet the modern requirements for the development of the economy and society.

Analysis of recent research and publications. The problems of the
transformation of marketing communications in the digital environment and the
influence of social networks on consumer behavior are actively covered in modern
scientific publications. Thus, V. Maslianchuk [1] emphasizes that integrating digital
tools into business ecosystems increases the effectiveness of partner interactions and
creates new communication models. Y. Hrushko [2; 3] notes the role of intelligent
technologies in the development of creative advertising concepts for fast moving
consumer goods and the adaptation of brand messages when entering European
Union markets, which ensures the relevance of communication strategies.

Research by V. Levit [4] demonstrates the influence of ESG-oriented
strategies in organizing large-scale events on the formation of the territory’s brand
value, underscoring the importance of social responsibility in digital
communication. I. Poruchynska [5] notes that the use of communication tools in the
promotion of goods, illustrated by the Nike brand, allows for increased recognition
and the formation of a consistent branded image in the digital environment.

Y. Zhu [6], using the example of Starbucks, emphasizes the importance of
holistic social media marketing strategies to achieve digital brand success, and
L. Wang [7] demonstrates the effectiveness of using TikTok in increasing
engagement and interaction with the Coca-Cola audience. At the same time,
V. Herasymchuk and Y. Lyzhova [8] highlight the specifics of Instagram marketing
tools, emphasizing the need to adapt content to the platform’s algorithmic
mechanisms.

Scientific research by J. M. Alcantara-Pilar et al. [9] examined the impact of
influencer authority on purchase intentions on TikTok, highlighting the importance

of personalized, targeted messages in shaping users’ behavioral responses.
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Z. Tiahunova et al. [10] demonstrate that digital marketing strategies of trade
enterprises on social media platforms increase the effectiveness of interaction with
users and provide data integration for planning activities.

Scientists A. A. Adwan and G. Altrjman [11] investigate the role of social
networks in the development of sustainable branding strategies, while S. 1. Al-Ayed
and A. A. Al-Tit [12] analyze the impact of digital customer behavior on
performance through integrated CRM systems. S. Alvin and A. Yasmin [13]
emphasize the importance of digital marketing activities for promoting brands in
both local and global markets.

The publication by N. Babko, I. Naumenko, and S. Spivak [14] outlines the
key aspects of marketing communications in information networks, in particular,
content management and audience interaction. Author M. Konopliannikova [15]
examines influencer marketing, emphasizing its role in building trust and user
engagement in social media.

The generalization of the data from these publications shows that digital
technologies and social networks radically change the structure and functions of
marketing communications, stimulate the personalization of content, interactive
engagement, and the use of analytical data to evaluate effectiveness.

Highlighting previously unresolved parts of the overall problem.
Therefore, the processing of scientific sources demonstrates the researchers’ focus
on the characteristics of individual digital tools of promotion and on their applied
aspects. At the same time, there is a lack of a general conceptual model that reflects
the transformation of marketing communications as a complete system in the context
of the development of network platforms. The internal structure of the
communication complex, the logic of interaction among its components, and the
functional reorientation of traditional elements in the digital environment require
clarification.

Scientific understanding of the strategic adaptation of communication

activities to algorithmic mechanisms of content ranking and personalization remains
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limited. Most of the works describe the technical capabilities of the platforms. Still,
the question of the long-term impact of automated message settings on trust, loyalty,
and audience behavioral responses remains only partially addressed. Changes in the
models of interaction between brands and users in terms of interactivity and co-
creation require in-depth analysis.

Methodical support for evaluating the effectiveness of integrated audience
interaction has also not reached a sufficient level of systematization. The lack of
unified approaches to measuring indicators of involvement, reputational capital, and
the client’s long-term value makes it difficult to make informed management
decisions. It impedes the formulation of strategic guidelines for enterprise
development.

These aspects are fundamentally important for a deep understanding of the
patterns of development of marketing communications in the modern digital space,
as they determine the potential for creating competitive advantages and sustainable
relationships with audiences. The study of these issues will clarify the theoretical
foundations of modernizing the communication complex and develop practical
recommendations for adapting strategies to the evolving conditions of social
networks.

Formulation of the article goals (statement of the task). The purpose of the
article is to conduct a comprehensive study of the transformation of marketing
communications driven by the evolution of social networks and to identify key
changes in the structure, content, and interaction tools between enterprises and target
audiences in the digital environment.

Achieving the set goal involves the following main tasks:

— to investigate the essence and structural characteristics of marketing
communications taking into account the development of social networks and digital
technologies;

- to determine the factors that lead to changes in the functioning of the

communication complex and influence the behavior of audiences in the online space;
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- to justify directions for improving the communication activities of
enterprises in order to increase the effectiveness of interaction with users of network
platforms.

Presentation of the main research material. The spread of digital
technologies and social networks is radically transforming the nature of interaction
between enterprises and target audiences. The use of content ranking algorithms,
message personalization, and interactive communication formats fundamentally
changes the conditions for product and service promotion, making traditional
marketing methods increasingly ineffective. Under these conditions, companies are
forced to adapt their communication strategies to the dynamic nature of the digital
environment and the behavioral characteristics of consumers.

Today, online platforms enable multi-vector interaction with audiences and
accelerate the exchange of information, which raises questions about trust in the
brand, user involvement, and the effectiveness of communication messages.
Therefore, there is an objective need for a comprehensive study of the
transformations of marketing communications, the identification of factors driving
changes in the functions and structure of the communication complex, and the
evaluation of the effectiveness of new formats of interaction between enterprises and
target audiences.

In the context of these changes, the influence of social networks and digital
platforms on the very mechanism of communication interaction is of particular
importance. If earlier information flows were mostly one-way and directed from the
enterprise to the consumer, then the modern digital environment provides a
continuous two-way exchange of messages, in which users are not only recipients
of information but also active participants in its creation, distribution, and
interpretation. Such a transformation of the communication model leads to changes
in approaches to demand formation, reputation maintenance, and audience

attraction, which increasingly depend on enterprises’ ability to adapt content to
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users’ behavioral characteristics, respond promptly to changes in their interests, and
systematically use digital analytical data.

Under these conditions, the structure of marketing communications becomes
complex, with the informational component encompassing the creation and
distribution of content in various formats, thereby personalizing messages and
enhancing their perception by the audience. At the same time, the organizational
element involves coordinating communication activities, defining target segments,
and planning campaigns that account for the specifics of the digital environment and
user behavior. In turn, the analytical component includes the systematic collection,
processing, and interpretation of data on audience behavior, the level of its
involvement, and the effectiveness of communication actions [3], which enables
justified adjustment of promotion strategies and increases their effectiveness.

Currently, digital technologies are significantly transforming the functional
characteristics of enterprises’ communication systems, changing not only the tools
for interacting with audiences but also the principles of managing communication
processes. Under such conditions, the importance of flexible content management,
support for continuous dialogue with users, and adaptation of messages to the
algorithmic mechanisms of digital platforms 1s increasing. Therefore, the
effectiveness of marketing communications in the modern environment is
determined not by the isolated use of individual channels, but by their consistent
functioning and the ability to exert a complex influence on user behavior [4].

The practical dimension of these transformations is most clearly manifested
in the communication strategies of leading international brands. In particular, on
Instagram, Nike implements an approach that combines personalized messages with
interactive user engagement through content [5]. The use of specialized digital tools
that allow subscribers to create individual sneaker designs not only increases
audience engagement but also fosters a sense of participation in the product’s

creation, thereby strengthening brand loyalty.
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Similar trends can be seen in other industries, particularly in gastronomy,
where digital platforms serve as a space for joint interaction between the brand and
the consumer. In its own mobile applications and social networks, Starbucks
implements mechanisms that encourage users to share their own recipes, rate new
products, and participate in interactive promotions [6,p.189]. Such a
communication model not only provides information to the audience but also
stimulates its active participation in shaping the consumer experience, increasing the
frequency of repeat interactions and strengthening the emotional connection with the
brand.

An important role in the transformation of marketing communications is
played by the algorithmic mechanisms of digital platforms, which determine the
logic of content distribution and its coverage. In particular, on the TikTok platform,
recommendation algorithms prioritize content that demonstrates high user activity,
thereby significantly expanding the audience for viewing it [7, p. 382]. As a result,
businesses focus on creating short dynamic videos with interactive elements, surveys
and challenges that stimulate user engagement and increase the viral potential of
communication messages.

Further deepening of interaction between brands and consumers occurs within
digital communities formed around users shared interests and supported by
continuous feedback tools. An illustrative example is LEGO’s activity on Reddit and
Discord, which creates an environment for sharing user projects, discussing ideas,
and participating in thematic competitions [16]. This communication format is not
limited to informing the audience; it creates a space for co-creation, in which users
are active participants in the communication process. As a result, trust in the brand
is strengthened, a sense of community among users is strengthened, and the
likelihood of repeat purchases and the formation of long-term loyalty increases.

Summarizing the given examples, marketing communications in the digital
environment acquire the features of personalization, interactivity and behavioral

adaptability. Under these conditions, the effectiveness of communication campaigns
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is determined not only by the volume of disseminated information but above all by
the level of user participation, the speed of message circulation, and the audience’s
readiness to create and distribute joint content.

The specified transformations of the communication complex are caused by a
fusion of technological, social, and behavioral factors that mutually reinforce one
another. Algorithmic mechanisms of social network platforms determine the
visibility of content and the structure of information flows, actually influencing the
distribution of audience attention. Posts that generate higher user interaction are
emphasized in news feeds, encouraging businesses to create content with
pronounced engaging features and high engagement potential.

Thus, personalizing communications becomes a key tool for adapting
marketing messages to the individual needs and interests of the audience. Digital
platforms accumulate significant amounts of data on user behavior, preferences, and
interactions with content, enabling detailed audience segmentation and the
formulation of targeted communication strategies. Increasing the level of
personalization, in turn, transforms consumer expectations regarding the relevance,
timeliness, and value of the information received, which forces enterprises to
constantly improve their approaches to content management.

At the same time, the growth of the role of interactivity changes the very
nature of communication, transforming it from an informational influence to a
process of participation. Polls, challenges, polls, contests, and the ability to create
custom content activate audiences, strengthen two-way connections, and increase
engagement. Instagram, TikTok, and Discord platforms provide advanced tools for
implementing such forms of interaction [8, p. 643], which directly affect audience
behavior and their willingness to participate in promotional activities.

The speed of information exchange and the continuity of digital
communications form another dimension of the transformation of the functions of
the marketing communication complex. In the context of constant platform

availability, users expect prompt responses from brands to comments, requests, and
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reviews, which drives the implementation of real-time monitoring and analytics
systems. Timely collection and processing of data on the nature of audience
interaction with content creates the basis for adapting messages, increasing their
relevance, and optimizing communication strategies.

At the same time, behavioral and social factors determine the mechanisms of
information dissemination in the digital environment and the formation of a viral
effect. Users tend to actively distribute content that corresponds to their interests and
value orientations, which is increasing the role of organic message distribution. This
increases the value of the brand’s reputational equity and establishes two-way
communication as a central element of the modern marketing strategy.

To generalize the practical manifestations of these trends, table 1 presents
examples of enterprise communication strategies that demonstrate the impact of

technological, behavioral, and social factors on the effectiveness of audience

interaction.
Table 1
Examples of using marketing communications in a digital environment
. . . Influence on the
. © . n .
Enterprise Digital Communication format The mai behavior of the
platform purpose .
audience
. Users create their
Personalized sneaker Attract{ng and own content and
: . increasing ) :
Nike Instagram | design tools and interact with the
) : consumer
interactive content brand, and long-
loyalty .
term cooperation
Encouragement to share | Maintaining User engagement
Mobile app, | your own drink recipes, | interest and increases repeat
Starbucks | Instagram, | evaluate new products, encouraging interactions with the
Facebook | and participate in repeat brand and builds
interactive promotions contacts community
Stimulates active
Short videos with Increasing user participation
Red Bull TikTok interactive elements and | reach and and organic
challenges viral content | distribution of
content
.. Attracting and | Builds trust in the
) User communities, ..
Reddit, . receiving brand and
LEGO . contests and project
Discord . ) feedback from | encourages repeat
discussions
consumers purchases
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Disital The main Influence on the
Enterprise & Communication format behavior of the
platform purpose .
audience
. : Increases the
Analysis of audience .
’ Adjustment of | relevance of
Facebook, | reactions to content and ..
Coca-Cola . advertising messages and the
Instagram | adaptation of . ;
L campaigns effectiveness of
communications . .
Interaction
: : : Users join
1 Tl ith . .
. YouTube, V deo Series w Expanding the | challenges, audience
Adidas interactive challenges . ..
Instagram S audience activity and brand
and user participation e
recognition increase

Source: compiled by the author based on [5; 6 p. 189; 7, p. 383; 8, p. 643; 9; 16]

The analysis of the given examples of marketing communications allows us
to identify the key factors driving the transformation of the communication complex
in the digital environment. First of all, it is the personalization of content, which
ensures the relevance of messages to specific audience segments and stimulates user
interaction with the brand. At the same time, interactive communication formats,
such as polls, contests, video challenges, and the creation of custom content, increase
audience activity and foster an emotional connection with consumers. In addition,
the algorithmic ranking of content on the platforms determines the order in which
messages appear in users’ feeds. It significantly affects the reach of target audiences,
and user behavior analytics enables prompt adjustments to communication
strategies, increasing the effectiveness of campaigns.

Different social media channels perform specific functions within an overall
promotion strategy. For example, Instagram focuses on visual messages and brand
image formation, while TikTok enables rapid viral spread and stimulates interaction
through trending formats [9]. The combination of these factors creates the conditions
for dynamic management of the company’s communication system, allowing the
adaptation of messages to users’ behavioral characteristics and the integration of
different platforms into a single promotion strategy.

Changes in the functioning of the marketing communication complex are

directly correlated with the transformation of audience behavior under the influence
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of technological, social and behavioral components of the digital environment.
Under these conditions, developing a content strategy to increase users’ emotional
and cognitive involvement becomes important [10, p. 512]. Special attention is paid
here to optimizing messages to stimulate audience interaction and active
participation, which fosters a positive perception of the brand, strengthens loyalty,
and contributes to the long-term effectiveness of communication campaigns.

The speed of content adaptation to changes in user interests is a critical factor
in the effectiveness of marketing communications in the digital environment.
Analytical platforms allow monitoring the current priorities of the audience,
determining optimal publication intervals, and adjusting messages promptly [11,
p. 446]. This provides a personalized interaction with users, increases trust in the
brand, builds loyalty, and stimulates repeat consumer contact with the product or
service.

In turn, the introduction of algorithmic mechanisms of platforms significantly
affects audience coverage and the effectiveness of communication campaigns.
Recommender systems, automated targeting and ranking algorithms align messages
with the specifics of each channel, ensure consistency in the communication
strategy, and maximize the effectiveness of marketing activities.

So, the dynamics of user behavior are shaped by the intersection of visual
content, interactive elements, and social confirmation through likes, comments, and
reposts. The combination of these factors stimulates audience participation,
strengthens the emotional and cognitive connection with the brand, and allows for
the evaluation of the effectiveness of individual tools within the complex.

The expansion of digital platforms creates conditions for the emergence of
new models of consumer behavior, in particular, the active creation and distribution
of content by users themselves. The task of modern marketing strategies is to ensure
two-way communication, integrate information from different market segments, and
coordinate actions across all digital channels, which maximizes audience

involvement and increases the effectiveness of interaction with the brand.
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As shown in fig. 1, digital platforms are a central element of the structure of
marketing communications, determining the channels of interaction and influencing

audience behavior.

Digital platforms
Instagram, TikTok, Facebook, YouTube

Personalization of content Interactive elements
Content adaptation for audience Polls, contests, video challenges,
segments Q&A
Using analytics to increase the Stimulation of two-way interaction
relevance and effectiveness of with the audience
communications
v

Algorithmic optimization and analytics
Collection of data on audience activity,
interest and reactions
Use for operational correction of
communication strategies

Fig. 1. The structure of digital marketing communications on digital platforms

and their impact on audience behavior

Source: compiled by the author

Therefore, digital platforms are the basis for transforming the interaction
between brands and their audiences in the digital environment. Personalization of
content supports the relevance of messages for different user segments, interactivity
stimulates two-way interaction and active audience participation, and algorithmic
optimization and analytics enable evaluating the effectiveness of campaigns and
quickly adjusting strategies. The joint action of these elements increases user
engagement, builds trust in the brand and strengthens consumer loyalty.

Based on an analysis of key factors in the transformation of digital marketing
communications, it is possible to identify areas for improving enterprises’ activities

to increase the effectiveness of their interaction with users. To ensure the relevance
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of messages, it is recommended to implement dynamic content adjustment systems
that account for changes in the audience’s interests and behavior and allow for
quickly updating the format and topic of publications.

Interactive elements of communication campaigns should be planned with an
emphasis on creating a two-way dialogue with users, including surveys, contests,
live broadcasts and personalized messages. This increases audience engagement and
helps build trust in the brand.

Analytical tools must be integrated into the communication management
process to monitor message effectiveness in real time, evaluate conversions and user
interactions, and quickly adjust promotion strategies. Special attention is paid to
cross-platform content coordination, which involves synchronizing publications,
coordinating advertising campaigns, and maintaining a single brand image across
various social networks.

To effectively manage these processes, it is recommended to form specialized
teams responsible for monitoring the digital environment, analyzing trends, and
managing content in real time. Such measures will help increase the effectiveness of
communication campaigns, strengthen relationships with users, and adapt strategies
to the dynamic conditions of the online space.

Conclusions. Analysis of the transformation of marketing communications in
the digital environment showed that interaction with the audience through
personalized content, interactive formats and algorithmic analytics forms an
effective communication system capable of increasing user engagement and
strengthening brand trust. Coordinated use of multiple platforms and continuous
tracking of results creates a transparent campaign management mechanism that
allows for quickly adapting strategies to changing audience interests and
maintaining a consistent company image.

Integration of analytical data and continuous monitoring of user behavior
enables timely adjustments to messages and the optimization of communication

resources. It is found that systematic work with platform algorithms, analysis of the
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effectiveness of content formats, and coordination of cross-platform activities
increase interaction effectiveness and foster sustainable audience loyalty.

Further research could focus on developing quantitative indicators to evaluate
the effectiveness of digital communications, predicting user behavior using big data
analytics, and optimizing cross-platform interactions to enhance the effectiveness of

marketing strategies.

References

1. Maslianchuk V. Psychological mechanisms of the emergence of interests
between asymmetric partners in business-ecosystems. 3000ymku eKoHOMIKU:
nepcnexmueu ma iHHOBAaYII. 2025. No 25. DOI:
https://doi.org/10.5281/zenodo.17852079.

2. I'pymiko €. BUKOpUCTaHHS IITYYHOrO IHTENEKTY Yy (OpMYyBaHHI
KpeaTuBHUX KoHUeniii pexknamu niuss FMCG. Akmyanvui numanHs eKOHOMIYHUX
nayk. 2025. Ne 18. DOI: https://doi.org/10.5281/zenodo.17851692.

3. I'pymiko €. KynbTypHa aganTaiisi MecemkiB OpeHIy TMpu BHUXOAL
ykpainceknx FMCG-komnaniii Ha pudku €C. AkmyanvHi numauHs eKOHOMIYHUX
nayk. 2025. Ne 15. DOI: https://doi.org/10.5281/zenodo.17862461.

4. Levit V. ESG strategies in the event industry and their impact on the brand
value of a territory. 3006ymku exonomiku.: nepcnekmueu ma innogayii. 2025. Ne 24.
DOI: https://doi.org/10.5281/zenodo.17669205.

5. [lopyunHceka [. BukopuctanHsi KOMYHIKAIIHHUX 1HCTPYMEHTIB TIpU
MPOCYBaHHI TOBapy Ha pUHKY (Ha mpukiani Openay Nike). Exonomixka ma
cycninbemeo. 2024. Ne 63. DOI: https://doi.org/10.32782/2524-0072/2024-63-137.

6. Zhu Y. Leveraging social media marketing: a case study of Starbucks’
digital success. Journal of Emerging Practices in Social Sciences. 2024. Vol. 102.

P. 185-190. DOI: https://doi.org/10.54254/2754-1169/102/2024EDO0108.

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
v’ ECONOMIC SCIENCES

7. Wang L. Analysis of the brand marketing strategies of Coca-Cola on
TikTok. Highlights in Business, Economics and Management. 2023. Vol. 19.
P. 380-385. DOI: https://doi.org/10.54097/hbem.v191.11938.

8. 'epacumuyk B., JlimxkoBa €. OcoOIUBOCTI BUKOPUCTAHHS MApKETHHTY B
Instagram.  Exonomiuni  mayku. 2019. Ne 10 (74). C.642-645. DOI:
https://doi.org/10.32839/2304-5809/2019-10-74-135.

9. Alcantara-Pilar J. M., Rodriguez-Lopez M. E., Kalini¢ Z.,
Liébana-Cabanillas F. From likes to loyalty: exploring the impact of influencer
credibility on purchase intentions in TikTok. Journal of Retailing and
Consumer Services. 2024. Vol. 78. Article 103709. DOI:
https://doi.org/10.1016/j.jretconser.2024.103709.

10. Tiahunova Z., Tiahunova N., Yarovenko T., Holik O., Melnikov A.,
Samardak O. Digital marketing communication strategies of companies trading on
social media platforms. Financial and Credit Activity Problems of Theory and
Practice. 2024. Vol. 3, Ne 56. P. 506-517. DOI:
https://doi.org/10.55643/fcaptp.3.56.2024.4383.

11. Adwan A. A., Altjman G. The role of social media marketing and
marketing management promoting and developing brand sustainability strategy.
International Journal of Data and Network Science. 2024. Vol. 8, Ne 1. P. 439-452.
DOI: https://doi.org/10.5267/1.1jdns.2023.9.011.

12. Al-Ayed S. 1., Al-Tit A. A. The impact of digitized customer behaviors on
performance: The mediating and the moderating role of digitized CRM.
International Journal of Data and Network Science. 2024. Vol. 8, Ne 1. P. 189—-194.
DOI: https://doi.org/10.5267/1.1jdns.2023.10.005.

13. Alvin S.,; Yasmin A. Digital marketing activities at IDEMU by Vivere.
Jurnal Ekonomi Dan Bisnis Digital. 2023. Vol.2, Ne2. P.507-522. DOI:
https://doi.org/10.55927/ministal.v2i2.3386.

14. babko H. M., Haymenko I. B., CniBak C. I. Oco611BOCTI MapKETUHTOBUX
KOMYHIKalliii B i1HQOpMaliiHUX Mepexax. Vkpaincokuii cypHan npukiaoHoi

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

YBech KOHTEHT JlilieH30BaHo 3a ymoBaMmu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

CURRENT ISSUES OF
%4 ECONOMIC SCIENCES

exonomiku  ma  mexnonociu. 2020. T.5, Nel. C.297-303. DOI:
https://doi.org/10.36887/2415-8453-2020-1-35.

15. Konopliannikova M. Influence marketing in social media. Scientia
fructuosa. 2024. T. 154 Ne 2, C. 118-144. DOI:
https://doi.org/10.31617/1.2024(154)07.

16. r/legoideas. Reddit. URL: https://www.reddit.com/r/legoideas/ (access
date: 12.12.2025).

https://a-economics.com.ua/index.php/home/about ISSN 3041-2129

VBech KOHTEHT JiilleH30BaHo 3a ymoBamu Creative Commons BY 4.0 International license


https://creativecommons.org/licenses/by/4.0/

