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Modern information technologies are making significant changes in all areas by expanding the use
of the Internet, forming new types of intermediaries, creating new opportunities for differentiation
and individualization of services, and delivering messages via the Internet.

Today, to take just one example, the influence of new technologies and the Internet in the field of
hospitality and tourism is increasing day by day. This, in turn, changes business activities,
relationships between suppliers and potential buyers, and forms a completely new idea about the
convenience, speed and quality of service. Many factors, such as technology, globalization,
increased attention to the environment, influence the change of the world economy. In particular,
the following individual factors are characteristic of the modern digital age.

Today, we think of a business where digital rather than traditional marketing strategies should be
used. The ability to digitally display various types of information (audio, video, photo, text) opens
up huge opportunities in the field of entrepreneurship. In this case, connecting personal computers
to each other through a network made it possible to integrate customers and enterprises into a
single unit. The Internet is not only a useful sales channel, but also a means of communication
between enterprises and consumers of finished products and services.

In order to be competitive in the modern market, enterprises must be able to adapt Internet
technologies to their strategic goals; otherwise there is a risk of being left behind in the
competition. Marketing strategy in the digital age should include new forms of doing business;
create advantages for consumers and suppliers (partners, sellers). In e-business, intranet, extranet
and Internet technologies provide an opportunity to increase the efficiency of the enterprise.

E-commerce, which is a narrower concept than e-business, includes buying (selling) processes
supported by electronic means, in particular, the Internet. All this leads to the formation of entire
virtual markets where suppliers present their goods and services in real time. In turn, consumers
search for information, place orders online, and make electronic payments to them.

The main components of e-commerce are digital marketing and e-shopping. Thus, if digital
marketing includes actions of the enterprise related to information, advertising and sales of goods
via the Internet, then electronic procurement is the opposite of buying goods and services,
obtaining information from virtual suppliers. process is counted.
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Digital marketing opportunity benefits both consumers and marketers due to interactivity,
efficiency, stronger communication, lower costs, lower communication costs. The manifestation
of digital marketing, first of all, a website should be created that matches the brand image of the
enterprise. He should be able to arouse a friendly attitude to any consumer and interest in goods
and services.

The websites of commercial companies should reflect the information that is most useful for the
target audience, as well as the price and features of the product. Digital marketing requires large
financial investments in the company's computer networks, software and training. The information
obtained about consumers is used both in direct sales and in the development of future
communication with them, in the study of their requests, in other words, a more complete
awareness competitive advantage is achieved due to

It creates an interactive marketing system through digital marketing strategies, which requires
direct marketing to occur. The growth of direct marketing is due to the following factors:

Targeted marketing strategies;

1. Personalization, that is, individualization of offers taking into account the needs of a certain
market, for example, important conditions for consumers, such as birthday;

Confidentiality, that is, information about offers is not available to competitors;

3. The ability to measure results numerically by the number of requests received, the ratio of
purchases to requests, the impact of communication.

Direct marketing strategies can be implemented through e-mail, such as by sending promotional
offers, and can also be used to build close relationships with potential customers. On a separate
note, integrated direct marketing is a more powerful tool than direct marketing. It involves many
steps and a combination of tools, which in turn allows you to reduce the cost of advertising,
including overall costs. Its essence depends on the correctness of the chosen tool, clearly
indicating the time of use.

Thus, the activities of many enterprises in the field of entrepreneurship are aimed at improving the
complete understanding of the personal needs of customers and developing marketing offers that
fully meet these needs. In particular, online travel businesses can offer distinct advantages to
current and potential customers through digital marketing strategy programs.

In the conditions of a market economy based on sharp competition, the importance of activities
and processes related to digital marketing is increasing. Therefore, the need for marketing research
in this area is quite large. Marketing research helps in choosing the optimal media mix. Based on
the information obtained with the help of research, it is possible to determine what types of digital
technologies are used by potential buyers. This, in turn, helps to further optimize the digital
marketing strategy. The main essence of digital marketing is the use of instruments created
through technical means and software in the process of marketing activities. According to Chaffey
and Chadwick, digital marketing is an activity aimed at achieving marketing goals with the help of
digital technology and media. From these definitions, it should not be understood that digital
marketing consists only of the application of technologies in marketing, because digital marketing
requires not only the use of technological instruments, but also a deeper and different way of
thinking than the traditional marketing theories of the past.

In general, the improvement of the digital marketing activity is causing a number of conveniences
and opportunities for marketing researchers. Through various photos, videos and posts on social
networks created with the help of digital technologies, researchers have the opportunity to use a
unique database. With these types of new data sources, researchers can use customer insights
directly into marketing decision-making. A qualitative example of this is the study conducted by
Durmusoglu and Barczaklar. According to him, it has been determined that the use of such a
database in countries such as the USA and Canada has a positive effect on the product
development process.
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The number of studies on digital marketing is increasing every year. According to Forbes, 55% of
the world's population has access to the Internet in 2022, which means that there is a market of 4.2
billion potential buyers. In addition, the interest in digital marketing research can be justified by a
study conducted by a group of scientists in 2023. This research was carried out using bibliometric
methods, and 924 articles included in the Scopus database from 1979 to 2020 were used as a
database. According to him, research on digital marketing analysis is increasing year by year, and
in 2019 alone, 163 articles on digital marketing analysis were published. In these studies, not only
the unique characteristics of digital marketing, but also its participation in the process of
marketing research are discussed.

The development of a digital marketing strategy is carried out in the following sequence:

1. Situation analysis (SWOT). SWOT analysis is a technology used mainly in the company's
strategic planning processes and was developed in 1970 at Stanford University. In this case,
the company's strengths and weaknesses, as well as indicators such as opportunities and threats
are identified and analyzed. Marketing research is directly used to determine this type of
indicators of the enterprise; in this case, research based on the collection of primary data and
the observation of competitors has a special place.

2. Define digital marketing goals. It is possible to set specific goals through the analysis of the
information about customers and the internal capabilities of the enterprise collected with the
help of marketing research. For example, to increase the number of visitors to the website to
10,000 in a month.

3. Determining the marketing strategy based on the goals. Individuality is a unique feature of
digital marketing. Therefore, it is important to take this into account when developing a
strategy.

The development and positioning of the content strategy based on the characteristics of each
segment is also an important component of this stage. In addition, the selection of email marketing
elements, social media tactics, CRM decisions, SEO strategies, and digital advertising decisions
are also considered at this stage. All this is done based on existing segments in the market using
data collected through marketing research 4. Evaluation of results. The process does not end when
the strategy is developed. After that, monitoring of the results based on the implemented changes
is carried out. It is also possible to determine whether the expected expectation has been achieved
or not using the KPI system. If the expected results are not achieved, marketing research is again
referred to in order to determine the reasons. Research on how to find, re-engage and retain
customers, as well as how to develop a CRM strategy to achieve more sales is of great importance.
This research can lead to the expansion and profitability of the company's operations and business.
For this, it is necessary for the company to properly and systematically conduct CRM research.

In conclusion, it should be noted that digital marketing may have caused a radical change in
traditional marketing instruments and theories. But in order for digital technologies to fully help in
achieving the intended goals, marketing research and digital marketing activities need to be
carried out in a mutually integrated manner.
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