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DIGITAL BRANDING
IN THE MARKETING STRATEGY
OF ENTERPRISES

With the development and spread of techno-
logy, digital branding is becoming increasingly
important, due to consumers mostly interact with
brands through the integration of online and off-
line platforms. Understanding the origin and
impact of current trends on brand building
strengthens the position of enterprises in the com-
petitive environment and increases brand aware-
ness, loyalty of the target audience and, as a
result, stimulate sales. Digital branding is an
important component of any modern marketing
strategy, as it allows brands to provide an omni-
channel presence on the market and establish
meaningful connections with customers. With
the right approach, digital branding can help
businesses highlight a unique sales offer among
competitors and achieve long-term success. The
aim of the study is to determine the prerequisites
for the formation and development of digital
branding of the enterprise. The study was con-
ducted using the methods of theoretical genera-
lization, comparative analysis, synthesis and
graphic representation. According to the results
of the analysis of theoretical approaches, the
emergence and development of digital branding
was considered, the main stages of its formation
were determined. The current trends and pro-
spects for the development of digital branding in
the future are revealed. The process of influence
media planning is graphically depicted, which
includes 6 stages: an advertising campaign plan-
ning, the identification of promotion channels and
influencers, message content, content publication,
linking and optimization of existing advertising
material, analysis and coordination. The process
of targeting and remarketing is presented. The
development of digital branding has been driven
by technological advances, changes in consumer
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3 possumkom ma nowtupeHHAM MexHoN02ilu
yugposuii bpenoune Habysac éce OLILUIOSO 3HA-
YEHHS, OCKLIbKU CHONCUBAYT 83AEMOOIIOMb 3 OpeH-
Odamu yepe3 iHmMezpayiro OHAAUH Ma OAaLH naam-
dopm. Po3yMiHHA NOXOOICEHHs ma 8NIUBY CYUAC-
HUX meHOeHYill Ha noOy008y OpeHOy NOCUTIE
no3uyii NIONPUEMCM8 y KOHKYPEHMHOMY cepedo-
sUwYl, NIOBUULYE BNIZHABAHICMb OPEHOY, JIOSUIbHICMb
Yi1b080I ayoumopii ma sk Hacii0OK — CIMUMYIIOE
npooavici. Lughposuti Gpenoune € 6axciugoro cxia-
008010 O)0b-51KOI CYUACHOT MAPKeMUH2080i cmpa-
meeii, OCKLIbKU 8iH Oae 3M02y bpeHOam 3abe3ne-
YUMU OMHIKaHALHICMb NPUCYMHOCMI HA PUHKY
ma 8CmaHo8umu 3Ha4yuwji 36 A3KU 3 KIiEHMAMU.
3a npasunvrozo nioxody yugposuil dpenouHe
MOdHCE OONOMOSMU RIONPUEMCMEAM NIOKPECTUMU
VHIKATIbHY MOP208y NPONo3Uuyiio ceped KOHKYPeH-
mig i docsizmu 00820CmpPoK06020 ycnixy. Memoro
O00CNIOMNCEHHS € BUAGNEHHS NEPEOYMO8 CIAHO6-
JIEHHsL Ma PO36UMKY YUGPoeoco bpeHOuHey nio-
npuemcmaa. J[ocnioscerHss npo8oousocs 3 8UKO-
PUCMAHHAM MeOPemU4HO20 Y3a2albHeHHs, Nopie-
HSUIbHO20 AHATIIZY, CUHme3y ma epaghiunoeo 300pa-
JCEHHsA. 3a pe3ynbmamamu ananizy meopemuu-
HUX RIOX00i8 PO32ISIHYMO 3APOOIHCEH ST MA PO3-
BUMOK YUPPOBO2O OPEHOUHZY, BUSHAUECHO OCHOGHI
emanu 1020 cmauoenenHsa. Poskpumo cyuachi
meHOeHyil 1l nepcneKmusu po3eumKy yugppo-
6020 bpenounzy 8 matbymuvomy. I paghiuno 30-
bpasiceno npoyec iH@IOEHC MedianiaHy8aHHs,
WO MICIMUMb WICMb emanie: NIAHYEaHHA PeKaam-
HOI KamMnamuii, U3HAYEHH KAHANIE NPOCY8aAHMHS
ma ingroencepis, 3micm nosioOMeHH s, NyOi-
Kayis KOHMEHMY, NOCUNAHHA Ma ONMUMi3ayis
HAABHO20 PEKNAMHO20 MAmMepIany, anamiz ma Koop-
ounayis. Tlpedcmaeneno npoyecu mapeemunzy ma
pemapkemurey. Becmarnoeneno, wo possumox yug-
P0OB020 OpEeHOUH2Y 00YMOGIeHUI MEeXHON0STUHUMU
O00CSACHEHHAMU, 3MIHAMU 6 NOBeJiHYI CNOodHiCU-
8aYI6 MA eBOAIOYIEI0 MAPKEMUH20801 THOYCMpPIi.
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behaviour, and the evolution of the marketing
industry. Since its inception as an e-commerce
tool, digital branding has evolved into a complex

3 Momenmy c8020 3apo0dCeHHs K THCMpPYMeHma
eNIeKMpPOHHOT Komepyii yugposuii OpeHounz nepe-
meopuscs Ha CKAadHe i 6azamozpanue Asuue

11 NPO00BIHCYE Bidicpasamit UPIUATLHY POTlb Y MAp-
KemuHz).

and multifaceted phenomenon and will continue
to play a crucial role in marketing.
Knwowuoesi crnosa: nudposuii OpeHAUHT, cTa-

HOBJICHHSI T2 PO3BUTOK HU(PPOBOTO OpEHIUHTY,
H(ITIOEHC MapKETHHT, TApreTyBaHH, PEMapKETHHT.

Keywords: digital branding, formation and
development of digital branding, influence marke-
ting, targeting, remarketing.

JEL Classification: G21, G23, G28.
Introduction

The issues of digital branding (DBI) are gaining relevance due to the
spread of innovative technologies. There are new requirements for the
formation of the brand, its communication with the target audience. The
sphere of DBI is rapidly developing and provides enterprises with new
opportunities to build brands and interact with customers in innovative ways.
DBI helps enterprises strengthen their presence, in particular in the digital
space, create meaningful connections with their customers, increase their
loyalty, and therefore — stimulate sales and increase profits.

Due to the wide use of online channels when communicating with
customers, enterprises need to develop effective strategies of the DBI, which
help them to distinguish themselves from competitors, increase brand reco-
gnition and interact with the target audience as efficiently as possible.
Through research and analysis of trends and best practices of the DBI,
enterprises can acquire valuable information on the implementation of
practical measures that will contribute to the achievement of marketing and
business goals. From a scientific point of view, this study will help in the
development of new theories and concepts that reveal to enterprises the
purpose and importance of brands.

Problems of the development of the DBI were studied by domestic
and foreign scientists, in particular: J. Delaine, M. Robertson, M. Berringer,
Daniel Rawls, H. Oshtolhof, L. Fedulova, O. Gudz, O. Marchuk, V. Pustotin,
L. Radkevich, T. Yankovets [1-11]. Digital branding research [4; 5; 10] can
provide insight into the process of changing consumer behavior and expec-
tations in modern realities, which will serve as a basis for broader marketing
and business strategies. The latest publications on issues of the DBI [1; 10—-13]
testify to the change in the way consumers interact with brands through
different digital platforms, which requires the presence and activity of brands
on different digital channels, as well as understanding the effectiveness of
each channel depending on the goals and audience.

D. Rawls in the work "Digital Branding" defines digital branding from
the standpoint of the client’s experience, which creates strong emotional
connections with the consumer through digital channels (social media, search
engine optimization, websites, mobile marketing, email marketing, etc.), based
on valuable content and constant monitoring and analysis of the obtainned
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results. The main approach of D. Rawls is the construction of a digital brand
ecosystem that unites all digital channels used by the brand and provides
omnichannel, that is, integrated interaction at all points of contact with the
brand. The author pays considerable attention to the process of using social
networks to expand the audience and improve interaction with the brand
through the channel. He considers various strategies for using social media:
content marketing, influence marketing, advertising in social networks and the
use of social media to improve service and customer service [4]. Despite the
existing research, the question of the evolution of digital branding, its for-
mation and promising directions of development requires further study.

The aim of the study is to identify the main prerequisites, stages, pro-
cess and development of digital branding. To achieve this goal, the following
main tasks were set: to classify the stages of formation of the company’s DBI;
distinguish the characteristic features of each period; reveal the key trends in
the development of digital branding.

During the research, general scientific methods were used: genera-
lization, analysis and synthesis, comparison and graphic representation. The
information base of the study became the works of Ukrainian and foreign
scientists on the issues of modern theory and history of the Central Military
District, reports of research companies dedicated to the research of Central
Military District tools implemented at enterprises.

1. Stages of digital branding formation and development

By developing effective DBI strategies and constantly introducing
new technologies and tools, enterprises adapt to the changing external
environment and continue to develop and thrive in the digital age. Digital
branding should be understood as the process of building, promoting and
developing a brand using digital technologies and tools, which is revealed in
the system of values, which are transmitted through a set of identification
symbols united by a common meaning, which causes positive associations in
the consumer and forms trust in the product and willingness to pay a higher
price for it, compared to similar products of competitors, which ensures an
increase in the efficiency of the enterprise. The concept covers the entire
range of activities related to the creation of a new or promotion of an existing
brand in the Internet environment, as well as the use of mobile and other
digital technologies, which are used both online and offline [14, p. 76].

The DBI history has been shaped by technological advances, changes
in consumer behavior and the evolution of the marketing industry, which
began with the early days of the creation of the World Wide Web in 1989 by
Tim Berners-Lee. This marked the beginning of the digital era and paved the
way for the development of branding: enterprises began to realize the
potential of online channels to promote their products/services, use websites
as a way to communicate with customers [15]. In Figure I presents the main
stages of formation and development of digital branding.
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The main stages of formation and development of digital branding

U

Stage I: the production of branding on the Internet (1990-2000)

Using the Internet to post brand information
Idea formation of the intangible assets value

Formation of the brand
based on the goals and
mission of the company.
Formation
of differences based
on competitive
advantages, UTP, quality

The first online ad is a
banner for AT & T
in 1994 with a high
CTR result of 44%

Orientation of branding
on demographic
indicators, expansion of
branding coverage

Creating an identity in
accordance with the
declared social
responsibility

Branding methods: emphasis on status, identity, brand advantages, image, reputation, PR

U

1I stage: formation of branding on the Internet (2000-2010)
Development of branding under the influence of information and communication technologies

The production of mobile
marketing, video hosting;
communication with the
audience through a new
format;
increasing the emotional
impact on the user

The emergence of new
channels — social
networks and the

transition to interaction

with users through
social platforms

Coverage of the full
spectrum of the target
audience (TA); forming
a positive image
through web platforms
in the form of reviews,
comments and articles

Formation of the desired
behavior through
the digitalization of
storytelling based on the
construction of ideologies,
myths about the brand

ORI IUSP]

<

UOTIRT) USRI I(T

Branding methods: communication through online platforms, television

11

Stage III: digital branding (from 2010 to the present)
Expansion of branding functionality based on new technological solutions and Big Data

Active use of new,
emotional ways
of attracting users
(viral materials)

The ability to analyze
audiences is a leading
tool for studying TA
and the basis for
planning branding
strategies

Coordination
of communications
in online and offline
environments,
omnichannel branding.
Integration of all processes
of human activity

Implementation
of digital branding,
which allows the use
of all digital channels
of choice

UOTIBOIJIUOSIOJ

Branding methods: storytelling, personalized and hyperlocal content, search tools, mobile marketing

—

Figure 1. The main stages of formation and development of digital branding
Source: compiled by the author according to [16—19].

2. Social media and Coca-Cola campaign

The launch of the platforms as MySpace, Facebook, Twitter and
YouTube in the 2000s marked the beginning of the social media era and
created new opportunities for businesses to communicate with customers and
build a brand in the online environment. Platforms like these have enabled
businesses to reach a wider audience and interact with customers in innova-
tive ways. So, brands use social media to share interactive content, run contests,
and build communities around their products. In particular, Coca-Cola in
2011 conducted a global image campaign "Share a Coke" on social media,
the goal of which was to encourage customers to share photos of their perso-
nalized bottles on social networks using the hashtag #ShareACoke.
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After a growing number of interactions, a website was created where
customers could order personalized bottles online and share their own stories
with the brand. The company’s social media strategy was to create a sense of
community, belonging and brand pride. According to the Coca-Cola Company,
more than 500,000 photos with the hashtag #ShareACoke were posted on
social networks and the result was an increase in sales of Coca-Cola products
in the United States by 2.5%. The company has also been awarded numerous
advertising awards, including the Cannes Lions Grand Prix in 2013 [20].

3. Mobile marketing

Due to the prevalence of smartphones and the use of the mobile Internet,
the way people access and interact with brands has fundamentally changed,
thanks to which mobile communication is becoming an important aspect of the
DBI’s strategies. The advent of mobile marketing in the early 2000s led to
explosive changes in the way consumers interacted with digital media, primarily
due to the increase in mobile internet usage. Mobile apps have become a com-
ponent of many brands’ marketing strategies because they enable interactions
with customers via mobile devices. Businesses have had to adapt their marketing
strategies to meet changing customer needs. Brands began to develop strategies
focused on mobile devices, to optimize websites and their content for the format
of mobile devices. The use of mobile applications contributed to an individual
approach to communication (as a result, consumers gained access to perso-
nalized content, promotions, loyalty programs and a more convenient expe-
rience). The emergence of social networks (Instagram, Snapchat) and the gro-
wing importance of video content have further changed the landscape of the
DBI. Brands began to focus on storytelling, creating emotional connections with
consumers and developing a corporate identity. Thanks to convincing stories
about products/services, the values of their customers, brands were able to create
a more authentic and meaningful connection with consumers, which led to
increased brand loyalty and its distribution [16; 19].

4. The modern stage of digital branding development

Since 2010, social media has become a powerful tool for brands to con-
nect with consumers, increase brand awareness, and promote products and
services. With the emergence of influential social media, custom content and
social media advertising, brands have many new opportunities to reach their
target audience. The expansion of digital advertising and the growing number
of digital advertising technologies have allowed businesses to reach highly
targeted audiences and deliver more effective branding messages online. Brand
values have become more important, because consumers are increasingly
interested in the purpose and philosophy of the brands they interact with.

One of the key developments in branding after 2010 was the rise
of marketing influence. This approach is designed to work with individuals
or organizations that have a large number of subscribers on social media
platforms to promote products or services to their audience. This tool is gro-
wing in popularity as consumers become increasingly skeptical of traditional
TSSN 2786-7978; eISSN 2786-7986. SCIENTIA FRUCTUOSA. 2023. No 3 37
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advertising and seek authentic and relevant content from sources they trust.
Influencers are able to establish a personal connection with their audience
and create a sense of trust. The process of marketing campaign building with
influencers is presented in Figure 2.

/g * Budget \ K% * Selection of social netwo@ / « Content plan (definition \
2 eTA % based on audience g of elements, message formats,
g * KPI (sales, registrations, b= demographics and interests 2 coordination
8 %D views, impressions, reach, g ° Determine which social S and distribution across
e £ engagement indicators, 2 networks represe':nt TA g all platforms, compliance
B % increase in the number of S The influencer's ChOIC'e & of content with marketing
= subscribers, etc.) T:’ should match the brand's & initiatives, outline
g [message ) = of the campaign period, etc.)
* Analysis and audience

engagement criteria

J

.
v

N
e

L * Reporting (analysis \
bP?}tl)h‘Shfl‘lng of contetnht \ K « Analysis of existing \ K of inlzlicatogrs(, crea}lltion
y the influencer on the -
. phatforms afior approval = campaigns < . of s_c?eenshots of social
g = : . £ . activity, measurement
£ of the plan g8 Reinforce calls to action S of results)
3= ‘
8« Tracking the responsibility of | | § § (CTA) ” 2.+ « Comparison of engagement
;S the campaign, control 2 E - Publication of additional = in dicat%rs £28
1 ; &, & content g .
= Zf social interaction and g & <C '« Comparison of results
ocumentation < with defined KPIs

\_"Reviewolpublcaions |22 % -Revisionofthestueey )

Figure 2. Process of marketing campaign influence

Source: compiled by the author according to [21; 22].

The main advantage of marketing influence is its ability to gain the
trust of consumers, because influential people build strong relationships with
their supporters and can provide recommendations and endorsements that are
considered more reliable than in traditional advertising [21; 22].

The rise of artificial intelligence and machine learning has led to the
development of more personalized branding strategies designed to meet the
unique needs and preferences of individual consumers.

Thus, Netflix is an example of a company that successfully used an
individual approach in communication with consumers. Netflix uses machine
learning algorithms to recommend movies, designed to personalize the user
experience, offering content that matches the viewer’s interests and viewing
history. By analyzing user data (browsing history, ratings, search, devices,
viewing time, etc.), the company offers personalized recommendations
according to each user’s unique preferences. A similar approach to branding
helps to establish deeper connections with each individual viewer, as there is
a sense of adaptation of the content to their interests. In addition to content
recommendations and original programming, the company tracks a wide
range of data (demographics, habits, interests, etc.) when shaping advertising
content that resonates with specific demographics, and creates original series
and films that meet the tastes and preferences of viewers in different count-
ries. Personalized advertising facilitates effective promotion while deepening
the connection with each individual viewer. Taking into account the cultural
characteristics of different countries and adapting the product to the local
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market helps Netflix to satisfy the preferences of viewers which improves the
user experience and strengthens the brand’s reputation [23].

Brand communication with the target audience is critical to business
success. During the DBI formation, enterprises benefit from the use of targe-
ted advertising, which has undeniable advantages such as:

. easier search for the target audience enables brands to interact with
potential customers who are most interested in their products;

. advanced personalization, when the business knows the characterris-
tics, behavior and interests of the audience and offers the necessary content;

. the opportunity to leave unforgettable impressions in the minds of cus-
tomers, creating customer loyalty and distinguishing you from competitors.

The process of targeted advertising of digital brands according to the
stages of the consumer’s journey presents in Figure 3.

Device,
OS, language

Options Interests

by location Sex

Actions

Country, Remarketing,
city similar, in marketing,
locati(;n custom groups Age
radius Content Websites
Days Applications Browser
show time
Search
partners
Coverage Interest Concern Support
Involvement
< New users Visitors People Clients AmbassadorD
Audience
Keywords, interests, Forms, CTA, Custom, similar remarketing, email
demography landings audiences newsletters

Figure 3. Consumer’s evolution in the process of the interaction
with targeted advertising of digital brands

Source: compiled by the author according to [24; 25].

Remarketing is a type of advertising in which users, after viewing certain
content, see information about products/services again thanks to special tracking
methods (using cookies) on other sites. The main condition for using remarketing
1s that users must already interact with the company’s platform and meet certain
criteria. We distinguish the following types of remarketing such as:

» standard means that advertising is shown only to those users who have
already visited the site and did not perform the intended action;

» dynamic means that personalized advertising depending on the type
of product/service viewed by users on the site.

The process of remarketing for a digital brand is shown in Figure 4.
TSSN 2786-7978; eISSN 2786-7986. SCIENTIA FRUCTUOSA. 2023. No 3 39
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[ The user saw the ad ]—>[ Visiting the site ]—>[ The user left the site ]

A

Purposeful
action v

Advertising
[ The user saw the ad H for remarketing J

Figure 4. Digital brand remarketing process

Source: compiled by the author according to [8; 24].
5. Digital branding outlook

Recently, the DBI field has developed rapidly due to the spread
of digital channels, modern technologies and platforms, changes in customer
experience, providing enterprises with new opportunities to interact with
customers and create brands in the digital space. Businesses use a number of
tools and techniques to strengthen their presence and reputation online and
offline. This includes the use of SEO and SEM for website optimization,
email marketing tools for direct customer outreach, etc. Let’s outline further
prospects for the development of digital branding in the future.

Increasing use of artificial intelligence and automation: Businesses are
increasingly implementing tools to automate aspects of their digital branding
and marketing efforts. This includes automating the following tasks: data
analysis, content creation and customer engagement, etc. Thanks to these
technologies, enterprises personalize marketing messages, and as a result,
receive highly targeted and relevant content based on the interests and beha-
vior of consumers [26].

Omnichannel. This i1s the DBI approach, which focuses on ensuring
seamless and integrated interaction across all marketing channels. Such an
approach ensures that customers will have access to the same information,
products and services across all channels, provides a consistent and perso-
nalized interaction at all touch points, including physical stores, online sites,
social networks and mobile applications [11, c. 93].

Development of "micro moments". Micro moments are small, time-
sensitive interactions customers make with brands through their mobile de-
vices. They usually arise in response to a specific need or desire. For example,
the desire to learn more about a product or service, make a purchase, check
reviews or quickly find information. Micro-moments are important for brands
because they provide a valuable opportunity to engage with customers in
real-time and create meaningful connections. Businesses use these moments
to create an engaging and personalized experience for customers. Actual and
valuable information, experience in real time increase the probability of
targeted actions (purchase, subscription, leaving contact data, etc.), streng-
then reputation and are a reliable source of information. The effective use of
micro-moments requires a deep understanding of the behavior of the target
audience, an understanding of needs, fears, motives and the ability to quickly
respond to customer requests in real time [27].
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Voice marketing is a DBI tool that involves optimizing content for
voice searches on various devices such as smart speakers, voice assistants
and smartphones. It provides brands with a unique opportunity to connect
with consumers in a new and innovative way. Voice communication techno-
logy ensures seamless communication with the target audience. The benefits
of voice marketing are increased website traffic, high engagement rates, and
improved customer experience. However, the following obstacles must be
taken into account: the lack of standardization in voice search and the need
for special skills to develop content optimized for voicing [28, c. 149-150].

Importance of data and analytics to create personalized content:
Businesses use data to make informed decisions and better understand the
impact of marketing efforts. Collection and analysis of data from various sources
(analysis of behavior on websites, social networks, audience engagement,
customer journey, etc.), brands receive valuable information about the target
audience and have the opportunity to improve brand strategies [4, c. 173—179].

Marketing Web3 is a technology that is the next generation of the
Internet, refers to the use of decentralized technologies based on the block
chain and providing a gaming and interactive user experience. Technologies
ensure security and transparency of transactions and can be used in various
areas of marketing (for supply chain management, data analysis and creation
of personalized advertising campaigns). Therefore, brands become closer to
potential consumers and are an integral part of them, adapting to the lifestyle
of their customers [29].

Social commerce is the use of social networks to sell products/services and
the possibility of buying directly on this platform without having to change the
channel and go to the store’s website. Social commerce helps build deeper rela-
tionships with customers through personalized recommendations, social media
interactions (Facebook store, Instagram) and creating a sense of community
around products. In turn, social media platforms have improved functionality of
targeting and advertising tools that enable brands to achieve individual goals [26].

Consumer Privacy: businesses currently collect a large amount of data
about consumers, including personal information, browser history, and beha-
vior. Businesses need to take additional measures to protect data and maintain
consumer trust. This will include the implementation of best practices for
data collection, storage and use, as well as policy transparency to enable
consumers to control data. Maintaining confidentiality strengthens trust, cus-
tomer loyalty and protects the brand’s reputation [26].

Augmented Reality AR, Virtual Reality VR, Mixed Reality XR. Tech-
nologies provide a unique, immersive experience for customers, expressive
and immersive advertising campaigns attract the attention of potential custo-
mers. With the help of technology, brands create unique visual and sound
effects that immerse products/services in the world through the creation of
a realistic and interactive simulation. Such technologies help customers evaluate
a product or service and understand how it will perform in the real world. VR
also provides the opportunity to create unique scenarios for interacting with
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potential customers. For example, a furniture company might use AR to enable
customers to see how furniture will look in a home; or an automotive company
may use VR to allow customers to take a virtual test drive [30].

The future of digital branding will be defined by a continued commitment
to innovation and excellence in customer engagement. Businesses that invest their
own resources in developing a digital brand will have more opportunities to build
strong brands, engage customers and achieve business results in the digital age.
Since its inception, the DBI has turned into a complex and multifaceted
phenomenon, and it will continue to play a decisive role in marketing.

Conclusions

The history of digital branding reflects the evolution of technology and the
growing importance of new technologies in shaping brand reputation and
consumer behavior. DBI Building covers a wide range of formats and platforms,
including social media, search engines, mobile apps and video content. The
spread of targeted advertising has changed the industry, allowing advertisers to
target specific audiences with greater precision and efficiency. Digital branding
has become an important aspect of business strategy, because it is the main
component of the overall marketing strategy of any enterprise.
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