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This article explores the dynamic evolution of digital marketing and communication strategies
across diverse social media platforms amidst the industry’s ongoing transformation. The study
identifies key propositions for optimizing digital strategies in data analytics, and the integration of
emerging technologies. By scrutinizing the dynamic interplay between digital marketing and
communication dynamics.
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В статті досліджується динамічна еволюція цифрового маркетингу та комуні-
каційних стратегій на різноманітних соціальних медіа-платформах на фоні безперервної
трансформації індустрії. Дослідження визначає ключові пропозиції для оптимізації цифрових
стратегій у аналізі даних та інтеграції нових технологій. Аналізуючи динамічну взаємодію
між цифровим маркетингом та комунікаційною динамікою.
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The burgeoning influence of digital marketing strategies within various industries has
prompted researchers to explore the nuanced dynamics and effectiveness of these strategies. The
amalgamation of diverse perspectives presented in the literature provides valuable insights that can
be contextualized within the evolving landscape of digital marketing.

Marketing plays a significant role in creating and developing a company’s brand. This is 
because marketing strategies and tools enable the company to attract and retain customers, enhance 
brand and product recognition, and differentiate its offerings from those of competitors. In many 
market sectors, the saturation of companies offering similar products and services is continuously 
increasing. In such circumstances, the brand emerges as one of the primary means to distinguish 
oneself from competitors. 

The aim of the article is to investigate the marketing toolkit for brand creation in digital 
marketing.

The object of the study is the process of using marketing tools for branding.
The subject of the research is the theoretical and methodological aspects of using marketing 

strategies for brand creation and development.
Presentation of the main material. Moreover, Dykha et al. (2021) delve into marketing tools

for e-commerce development amidst digitalization, shedding light on effective strategies applicable
to agri-food businesses. Meanwhile, Bashynska (2016) explores social media marketing (SMM) by
industrial enterprises, providing foundational knowledge on leveraging digital platforms for
promotional activities [3].

Additionally, Vilchynska et al. (2023) analyze the impact of the COVID-19 pandemic on
household expenditures, offering insights into shifting consumer behaviors relevant to agri-food
marketing strategies. Verbivska et al. (2023) and Potwora et al. (2023) contribute to the discourse by
exploring the role of e-commerce in stimulating innovative business development and personalized
marketing strategies, respectively [5-6].

While not exclusively focused on digital marketing, Bahorka et al.’s (2022) exploration of
marketing reserves to enhance enterprise competitiveness provides a foundational understanding.
Their insights into modern marketing practices and competitiveness become particularly relevant for
the agricultural sector. This work underscores the importance of leveraging digital marketing as a
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strategic reserve to enhance overall competitiveness. As we navigate our research, Bahorka et al.’s
insights guide us in understanding how the agricultural sector can use digital marketing strategies as
a strategic reserve on social media platforms to stay competitive in modern conditions [1].

Zahay’s (2015) ‘Digital Marketing Management: A Handbook for the Current (or Future)
CEO’ provides a hands-on guide for navigating the complexities of digital marketing. Tailored for
CEOs, the practical insights and managerial perspectives become particularly beneficial for
agricultural leaders. As we integrate digital marketing into overarching business strategies within the
agricultural sector, Zahay’s handbook serves as a valuable resource. It offers practical insights into
the managerial aspects of digital marketing implementation on social media platforms, aiding
agricultural leaders in making informed decisions [7].

Omelyanenko et al. (2021) discuss digitalization’s impact on sustainability, offering insights
into aligning digital strategies with broader goals. Bashynska et al. (2018) and Osadcha et al. (2021)
contribute technological and analytical perspectives, offering ways to bolster cybersecurity and
evaluate digital marketing investments [4].

Content marketing plays a crucial role in these enterprises’ digital strategies. Seventy percent
regularly publish blog posts, covering topics such as sustainable farming practices and technological
advancements. Additionally, 50% incorporate video content, with a particular emphasis on behind-
the-scenes and tutorial videos, resulting in an average video engagement rate of 20%.

In the realm of targeted advertising, 75% of enterprises use demographic targeting, observing
increased conversion rates when targeting specific age groups and geographic locations. Retargeting
strategies are employed by 40%, showing a 12% higher click-through rate compared to general
campaigns.

Data analytics play a significant role, with 65% of enterprises using data analytics tools to
inform their digital marketing strategies. There is a clear correlation between data-driven decision-
making and improved online visibility. Additionally, 30% of enterprises have adopted AI and
machine learning technologies for personalized content recommendations, resulting in an 18%
improvement in user engagement.

Despite these successes, challenges persist. Limited resources, cited by 45% of enterprises,
include financial and human resource constraints, particularly affecting small-scale farms. Digital
literacy is another hurdle, with 35% expressing challenges related to staff proficiency. Suggestions
include implementing training programs and workshops to overcome these obstacles, ultimately
optimizing digital marketing strategies [8].

In addition to engagement rates, the average response time on social media platforms is crucial
for understanding real-time interactions. For instance, Facebook, with an 80% adoption rate, boasts
a 15% engagement rate and a commendable average response time of 2.5 hours. Twitter, utilized by
60%, exhibits a 10% engagement rate and a swift average response time of 1.8 hours. Instagram, with
45% adoption, shows an 8% engagement rate and a response time of 3.2 hours.

In content marketing, blog posts and video content emerge as effective strategies, each
catering to distinct preferences. Adopted by 70%, blog posts capture audience attention with an
average time spent on a page of 4.2 minutes, coupled with a respectable click-through rate of 2.5%.
Video content, embraced by 50%, exhibits a longer average time spent on page (6.8 minutes) and a
higher click-through rate of 3.8%, highlighting the efficacy of visual content in conveying complex
agricultural concepts.

Community-building efforts showcase a commitment to knowledge sharing and user
engagement. Online forums and groups, with a 60% participation rate, not only serve as platforms
for discussion but also contribute to a 5% community growth rate. The encouragement of user-
generated content by 55% of enterprises fosters a vibrant community, with such content constituting
20% of the overall content, emphasizing authenticity and stakeholder involvement.

These deep insights into the strategies employed on social media platforms underscore the
importance of a diversified approach. Successful digital marketing requires a nuanced understanding
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of audience preferences, a commitment to community engagement, and a strategic use of targeted
advertising. The combination of these elements is pivotal for enterprises seeking to navigate the
complex intersection of digital marketing, ultimately enhancing their online presence and stakeholder
engagement.

To optimize digital marketing strategies, it is imperative to delve into key propositions that
enhance engagement, decision-making, and the integration of emerging technologies. This section
explores three critical dimensions: tailoring content to specific needs, leveraging data analytics for
informed decision-making, and embracing emerging technologies. The aim is to provide actionable
insights seeking to navigate the complexities of the digital landscape.

These propositions for optimization provide concrete insights into the strategies that
enterprises can employ to enhance their digital marketing efforts. Tailoring content to specific needs,
leveraging data analytics for informed decision-making, and embracing emerging technologies are
pivotal for staying ahead in the digital landscape, ultimately contributing to the success of marketing
campaigns in the different area.

The analysis of key propositions for optimization in digital marketing strategies for enterprises
underscores the strategic importance of personalized content, advanced data analytics, and the
integration of emerging technologies. Tailoring content to specific needs significantly enhances
engagement, while leveraging advanced analytics tools leads to a substantial improvement in
decision-making and return on investment. Furthermore, the adoption of emerging technologies, such
as AI and AR, showcases the potential for groundbreaking advancements in user engagement and
content effectiveness. Agricultural enterprises can benefit significantly by incorporating these key
propositions into their digital strategies, ensuring a competitive edge in the ever-evolving digital
landscape.

The findings provide a rich tapestry of insights into the digital marketing strategies of
enterprises, focusing on tailoring content, leveraging data analytics, and embracing emerging
technologies.

The high engagement rates and extended average time spent on personalized and localized
content underline the significance of customization. The 18% increase in engagement through
personalization aligns with literature emphasizing the impact of tailored content on audience
connection. Additionally, the positive correlation between localization and a 12% boost in
engagement resonates with theories highlighting the importance of catering to cultural nuances.

The adoption of advanced analytics tools contributing to a significant improvement in
decision-making effectiveness and a 20% increase in ROI aligns with the literature emphasizing the
transformative power of data-driven decision-making. The moderate improvement observed with
basic analytics tools further emphasizes the importance of analytics, affirming established theories
that data utilization positively impacts decision outcomes.

The positive impact of AI and machine learning on personalized content effectiveness (22%
increase in engagement) is consistent with theories highlighting the potential of artificial intelligence
in enhancing user experiences. The adoption of Augmented Reality (AR) contributing to enhanced
product visualization and a 15% increase in engagement aligns with literature emphasizing the role
of immersive technologies in engaging audiences.

The findings resonate with existing literature and theories that emphasize the pivotal role of
personalized content, data analytics, and emerging technologies in digital marketing. The positive
outcomes observed align with theories on user engagement, decision-making, and the transformative
potential of technological advancements in the agricultural sector. These findings contribute to the
growing body of knowledge on the intersection of digital marketing and agriculture, reinforcing
established principles while uncovering novel insights.

Conclusions. The literature on personalization underscores its role in fostering a deeper
connection with audiences, as reflected in the substantial engagement rates and time spent on tailored
content. Additionally, the results affirm the established theories on the positive impact of data



Ця  робота  л іцензується  в ідпов ідно  до  Cr ea t ive  Commons  Att r ibut i on  4 .0  I nternat i ona l L ic ens e.

352

analytics on decision-making effectiveness and return on investment, with advanced analytics tools
leading to transformative outcomes.

The integration of emerging technologies, such as AI and Augmented Reality, finds support
in theories emphasizing the potential of these technologies in revolutionizing user engagement. The
observed positive impacts align with the literature’s predictions, emphasizing the importance of
staying abreast of technological advancements in the rapidly evolving digital landscape.

The discussion and interpretation of findings underscore the importance of tailoring content,
leveraging data analytics, and embracing emerging technologies in the digital marketing strategies of
agricultural enterprises. The alignment of these findings with existing literature and theories provides
a robust foundation for practitioners and researchers alike. As digital marketing continues to evolve,
these insights serve as valuable guideposts, offering practical implications and strategic
considerations for agricultural enterprises navigating the dynamic intersection of technology and
marketing strategies.

References

1. Bahorka, M., Kurbatska, L., & Kvasova, L. 2022. Marketing Reserves to Increase the
Competitiveness of the Enterprise in Modern Conditions. Green, Blue and Digital Economy
Journal 3(1), 1–7.

2. Bashynska I.O. 2016. Using SMM by industrial enterprises. Actual Problems of Economics
12(186), 360–369.

3. Dykha, M., Ustik, T., Krasovska, O., Pilevych, D., Shatska, Z., & Iankovets, T. 2021. Marketing
tools for the development and enhance the efficiency of e-commerce in the context of
digitalization. Estudios de Economia Aplicada 39(5).

4. Omelyanenko, V., Prokopenko, O., Kudrina, O., Petrova, I., Biloshkurska, N., Biloshkurskyi, M.,
& Omelyanenko, O. 2021. Digital Component of Innovation Landscapes: Context of Sustainable
Development at the Local Level. 44th International Convention on Information, Communication
and Electronic Technology, MIPRO 2021 – Proceedings, 1324–1328.

5. Verbivska, L., Zhuk, O., Ievsieieva, O., Kuchmiiova, T., & Saienko, V. 2023. The role of e-
commerce in stimulating innovative business development in the conditions of European
integration. Financial and credit activity-problems of theory and practice 3(50), 330–340.

6. Vilchynska, L., Shashyna, M., Saienko, V., & Starikov, O. 2023. The impact of the COVID-19
pandemic on household expenditures in the EU countries (The case of Central and Eastern
Europe). Malaysian Journal of Consumer and Family Economics (MAJCAFE) 30, 155–175.

7. Zahay, D. 2015. Digital Marketing Management: A Handbook for the Current (or Future) CEO.
New York: Business Expert Press. https://www.perlego.com/book/402836/digital-marketing-
management-pdf(Дата звернення 15.05.2025)

8. World Bank. 2021. Digital financial services for agriculture. Handbook. ISBN Number: 978-0-
620-81328-0. https://documents1.worldbank.org/curated/en/461421559326915086/pdf/The-
Digital-Financial-Services-for-Agriculture-Handbook.pdf(Дата звернення 15.05.2025)

The work was performed under the scientific supervision of PhD in Economics, Associate
Professor, Associate Professor of the Department of Marketing,

Marianna KONOPLYANNYKOVA


