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MODERN APPROACHES TO DIGITAL MARKETING
IN FORMING BRAND RECOGNITION

CYYACHI niaxoan Ao UMePOBOIroO MAPKETUHIY
Y ®OPMYBAHHI BMNMISBHABAHOCTI BPEHAY

In an environment of increasing digital complexity, building brand awareness is challenged by a
fragmented understanding of effective strategies that are critical to brand awareness, allowing
companies to simultaneously reach potential customers and develop long-term relationships with them.
The research comprehensively analyzes modern digital marketing approaches and their impact on brand
awareness, focusing on identifying effective tools and the critical role of a holistic digital ecosystem. The
study shows the insufficiency of isolated channel efforts and proves that only a coordinated ecosystem
ensures consistent messaging and synergistic interaction across all digital touchpoints, it is the basis for
increasing reach, improving brand memorability and building authority. Continuous data analysis allows
you to optimize this integrated strategy for sustainable brand recognition.
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B enoxy 6e3nepepsHo20 36i/bweHHs 0bcs2y iHghopmayii ma cmpiMKo20 po3sUmKy yughposux iHempy-
MeHMIB, KAacu4Hi nioxodu o MapkemuHay nocmyrnoso smpayaomb CBOK KOAUWHIO diesicmb ma
pesy/ismamusHicmb. B ymosax 3pocmaroqoi yuchposoi cknadHocmi, ¢hopMyBaHHS Brii3HasaHoCMi
6peHdy cmukaembCsl 3 BUK/IUKAMU Yepe3 thpacMeHmapHe po3yMiHHS echekmusHUX cmpameeill, ujo e
BU3Ha4a/IbHUM 07151 Bri3HaBaHoCmi 6peHdy, 00380/15K04U KOMMaHIsSIM 0OHOYaCcHO OXOM/TIBamu MoMeH-
yitiHux KaieHmis ma po3susamu 3 HUMU 00820mpusa/ti BIOHOCUHU. Cmammsi KOMI/IEKCHO aHaslisye
cyyacHi mioxodu yughposoeo MapKemuHay ma ix 8naus Ha srizHasaHicmb 6peHay, (hoKyCyr4UCh Ha
BUSIB/IEHHI 0i€BUX IHCMPYMEHMIB ma KpumuyHil posi yisicHoi Yughposoi ekocucmemu. [JosedeHo, Wwo
coyiasibHi Mepexi epemsopiooMbCs Ha OCHOBHY naamgbopMy 07151 32ypmyBaHHsI CiflbHOMU HaBKO/10
6peHdy, 36ibuweHHs Uio20 MOMIMHOCMI Ma BCMaHOB/IEHHS eMOYiUIHO20 KOHMakmy 3i Crioxusayamu,
¢hyHOameHMOoM 07151 Y020 € KOHMEHM-MapKemuHe, kULl MosIsieae y CMBOPEHHI KOPUCHO20, akmyasib-
HO20 ma CUCMEMHO OHOB/TOBaHO20 KOHMEHMY y PI3HOMaHIMHUX ¢hopmamax. [JoC/ioKeHHs nokasye
HedocmamHicmb [30/1b0BAHUX KaHa/IbHUX 3ycusib ma 00B00UMb, WO Mi/lbKU CKOOPOUHOBaHA EKo-
cucmema 3abesrneyye nocai0osHe MosidOMIEHHS ma CUHep2emuy4Hy B3aEMOOi0 Ha BCIX YUghpoBUX
MoYKax KOHmMakmy, BOHa € OCHOBOIO /151 MMOCU/IEHHS OXOM/IEHHS, MOKPAWEHHs 3amam’smosysaHocmi
6peHdy ma nobydosu asmopumemy. 3agosiKu cucmemMamuyHoMy aHaslisy 0aHUX 3'B8/1I5€MbCS MOX/1U-
BiCMb MOKpaWUMU Yk iHmezposaHy cmpameaito, Wo 8 CBOI0 Yepay Crpusie cmasioMy ma HaodiliHomy
PO3MOBCIOOXEHHIO IHGhopMayii rMpo 6peHd i Uo2o 3anam'smosysaHoOCMI. [JOCAIOXEHHS MIOKPEC/IOE,
wjo came OMHikaHasIbHUl NiOXi0 cMBopHoE 0719 crioxusayis 6e3wosHUl ma nocaidosHUli 0ocsid B3a-
€MOOIi 3 6PEHOOM, He3aeXHO BI0 MOYKU KOHMakmy (couiasibHi Mepexi, seb-calim, hi3uyHi maza-
3UHU). SIK Hac/idok, ye Mo3UMmUBHO BI/IUBAE HA CMBOPEHHS Y3200eH020 06pa3y bpeHAy B CBido-
Mocmi crioxusadis ma 3Ha4yHo nokpaujye tio2o 30amHicms 3as1uwamucs 8 nam'smi. O6IpyHmMoBaHo,
wjo nodasibwuli pO3BUMOK YUghpoB0O20 MapKemuHay 8 KOHMeKcmi MidBULEHHS Bri3HaBaHOCMI 6peHAy
6yde su3HaYamucs makuMu K/Ito40BUMU efleMeHmamu, siK MepcoHanizosaHuli nioxio 00 KoMyHikayil,
akmusHa 83aeMo0ist 3 ayoumopieto, 2AU6OKUU aHani3 daHux 07151 PO3YMIHHS Crioxusadis ma 3abesne-
UeHHs 6e3nepepsHoI MpucymHocmi 6peHdy Ha BCIX peleBaHMHUX KaHaslax.

KnrouoBi cnoBa: yughposull MapkemuHe, srizHasaHicmb 6peHay, Yughposi iHcmpyMeHmu, yughposa
ekocucmema 6peHdy, OMHIKaHasIbHICMb.
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Problem statement. Today, in highly competitive
business environment, brand awareness is a key factor
in the success of any company. With the constant growth
of information flow and the expansion of digital technol-
ogies, traditional marketing methods are losing their for-
mer effectiveness. Instead, digital communication chan-
nels have become the dominant platform for interacting
with the target audience and forming their perceptions
of the brand. Accordingly, modern approaches to digital
marketing play a crucial role in creating and strengthen-
ing brand awareness, allowing companies not only to
convey their message to potential customers, but also
to build long-term relationships with them.

However, the dynamic nature of the digital environ-
ment and the constant emergence of new tools and
strategies create significant challenges for marketers.
Despite the large amount of available information about

1 ORCID: https://orcid.org/0009-0001-7198-6247

digital marketing, there is a lack of deep understanding of
the effectiveness of specific modern approaches (such
as content marketing, influencer marketing, personalized
marketing, the use of social networks, etc.) in the context
of forming brand awareness. Most existing research is
often fragmentary or focuses on individual aspects of dig-
ital marketing and does not pay enough attention to the
formation of the digital ecosystem of brand awareness,
which determines the relevance of the study.

Analysis of recent research and publications.
The latest digital marketing research and publications
emphasize the importance of personalizing communi-
cations and using data to better understand your tar-
get audience. For example, the works of Ukrainian
scholars, including O. Vdovichena, V. Goy, V. Khariv
[12], O. Karpiy, O. Kapral [4], consider the issues of
market segmentation and creating content that would
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best meet the needs and interests of consumers.
Researchers also pay attention to the integration of vari-
ous digital communication channels, such as social net-
works, email, search engines and mobile applications,
to create a holistic and consistent brand presence in the
online environment. In their scientific works, I. Lysenko,
A. Ponomarenko [5] considered the process of brand
formation, in particular, the development of its identity,
which would reflect key values and strategic goals, as
well as the creation of a functional and visually attrac-
tive website. The research of S. Obikhod, M. Matveyey,
V. Boyko [6] analyze the effectiveness of using differ-
ent content formats to attract an audience and increase
brand awareness.

According to the research of A. Tanasiychuk,
S. Sirenko, V. Pnevsky [10], the use of Internet oppor-
tunities for brand promotion today is an indispensable
condition for ensuring the successful development of
both the company's brand itself and the business as
a whole. Considering that one of the main elements
of digital branding is the establishment of coordinated
work of communication channels, which has a direct
impact on the productivity and success of the brand
on the Internet. In their research, T. Yankovets [13],
O. Ugolkova [11] determined the essence of corporate
digital branding and its place in building a complex of
marketing communications that would distinguish the
brand among competitors and form a stable emotional
connection with consumers. An important aspect is mea-
suring the effectiveness of digital marketing efforts using
various analytical tools, which allows you to optimize
strategies and increase brand recognition. Research by
0. Sychova, N. Osypenko, T. Petrishina [9], focus on
analyzing data and metrics to assess brand awareness
and identify the most effective communication channels.

The attention of the scientific community to the
development of unified theoretical models, measu-
rement methodologies and empirical validation of the
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concept of a digital brand ecosystem is growing, often
drawing on the tangential theories of integrated market-
ing communications, omnichannel, network interaction
and customer experience management, as noted by
D. Sedikov [7], but a generally accepted scientific con-
sensus and comprehensive research are still ahead.
Thus, modern research emphasizes the complex and
dynamic nature of digital marketing in the formation of
brand awareness, which requires companies to con-
stantly learn and adapt to new trends and technologies,
where the emphasis is on building long-term relation-
ships with customers through the provision of value and
unique experiences that contribute to brand memorabil-
ity and its positive perception.

The purpose of the article is a comprehensive
analysis of modern approaches to digital marketing and
their role in shaping brand awareness; in particular, the
study is aimed at identifying the most effective digital
tools and strategies, a holistic digital brand ecosystem,
as well as assessing their impact on increasing brand
awareness among the target audience in the conditions
of dynamic development of the digital environment.

Presentation of the main results. The world is
experiencing an unprecedented wave of digital trans-
formation that encompasses all aspects of society and
the economy. Developed countries are actively invest-
ing in digital infrastructure, stimulating innovation,
and developing strategies to maximize the benefits of
the digital age. The global COVID-19 pandemic has
become a powerful catalyst for digital transformation,
accelerating the adoption of e-commerce around the
world. As shown by open Eurostat data [2], despite
the fact that the digital divide between EU countries
still exists, thanks to significant investments in the
development of broadband Internet, mobile networks
and other critical elements of digital infrastructure, as
well as the implementation of policies aimed at ensur-
ing digital accessibility, there is a positive trend in its
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Figure 1. Indicators of the level of digitalization of EU countries, %

Source: compiled by the author based on Eurostat data [1]
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reduction (Fig. 1). The regression analysis conducted
indicates a clear trend towards a steady increase in
the level of online activity among the adult population
of EU countries in the future, and the high correlation
coefficient of 0.996 demonstrates a close relationship
between the availability of Internet access, its actual
use and the implementation of various activities on the
network, which is a strong argument in favor of the pro-
jected sustainable growth.

There is a steady trend of growth in the turnover
of enterprises from e-commerce in the EU countries,
both in terms of total turnover and B2B and B2C
components, despite some minor fluctuations in
individual years. This growth is further supported by
a strong positive correlation, as indicated by the high
value of the coefficient of determination of 0.6163 for the
overall turnover trend, indicating that online sales have
become an increasingly important aspect of enterprises’
revenue generation over this period (Fig. 2).

Brand awareness in the context of digital market-
ing takes on special significance and specific charac-
teristics due to the dynamic and interactive nature of
the online environment. The traditional understanding
of awareness as the ability of consumers to identify
a brand by its name, logo or other visual attributes is
expanding in the digital era. It includes not only visual
perception, but also associations, emotions and expe-
riences associated with the brand in the online space.
Digital marketing provides a multitude of tools for
shaping and strengthening this awareness: from creat-
ing a unique and consistent visual style on social net-
works and on the website to developing content strate-
gies that resonate with the target audience [3]. This
involves not only visual consistency across all digital
touchpoints, but also a single tone of communication,
the transmission of brand values and active interaction
with the audience (Fig. 3).

Social media is becoming a key platform for building
a community around a brand, increasing its visibility and
forming an emotional connection with consumers. An
important element is content marketing, which involves
creating valuable, relevant, and consistent content in
various formats (text, images, videos, infographics, pod-
casts) to attract and retain consumer attention. This con-
tent is distributed through your own website, blogs, social
networks and email newsletters, building brand expertise
and establishing long-term relationships with the audi-
ence. Active use of social media marketing (SMM) is criti-
cal for increasing awareness, as it allows you to directly
interact with users, build communities around the brand,
launch viral campaigns and use the opportunities of influ-
encer marketing to expand reach and increase trust.
Visual storytelling and the creation of unique branded
content for each platform contribute to better memorabil-
ity and emotional connection with the brand [11].

In addition to content marketing and SMM, search
engine marketing (SEM) plays an important role, which
includes organic optimization (SEO) to ensure high
positions in search results for relevant queries, which
increases brand visibility for interested users. Paid
search advertising (PPC) allows you to quickly reach
your target audience and control the message that
potential customers see. Video marketing is becom-
ing increasingly popular due to its ability to effectively
convey information and evoke an emotional response.
Creating high-quality branded videos for YouTube,
social networks and the website contributes to better
memorization and dissemination of information about
the brand. Other modern approaches, such as email
marketing to maintain contact with a loyal audience,
mobile marketing to reach users on their devices, and
the use of influencer marketing to attract an audience
of opinion leaders, are also important components of
a comprehensive digital marketing strategy aimed at
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Figure 2. The value of e-commerce sales in the EU, %

Source: compiled by the author based on Eurostat data [1]
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Figure 3. Basic types of digital marketing for brand promotion

Source: compiled by the author

forming a strong and recognizable brand presence in
the online environment [5]

An analysis of the impact of modern approaches to
digital marketing on brand awareness demonstrates a
significant transformation of traditional methods of build-
ing brand awareness [9]. Given the wide spectrum of
digital tools, brands have gained unprecedented oppor-
tunities to establish a direct dialogue with their target
audience, expand their reach and create lasting asso-
ciations with their values and propositions. Content mar-
keting, for example, allows brands to provide valuable
and relevant information that not only attracts potential
customers, but also positions the company as an expert
in its industry, thereby increasing its authority and mem-
orability. Social networks have become a powerful chan-
nel for visual brand identification, forming communities
around it and distributing viral content, which signifi-
cantly increases its visibility (Fig. 4). Influence market-
ing, in turn, uses the trust of opinion leaders to quickly
penetrate the brand message to target segments,
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increasing its recognition among specific groups of con-
sumers [10].

The effectiveness of these approaches depends on
their strategic and integrated application. Using individual
tools in isolation may not bring the expected results. The
key is to create a holistic digital ecosystem where content,
social media, SEO, email marketing and other channels
work in harmony to reinforce the brand message and
ensure its consistent presence in the online space. Digital
marketing data and metrics analysis plays a crucial role
in measuring the impact of these approaches on brand
awareness, allowing you to assess reach, engagement,
tone of mentions and other key indicators. Itis on the basis
of this data that brands can optimize their digital strate-
gies, adapt to changes in consumer behavior and build
stronger and more recognizable brands in today's digital
landscape. Creating such an ecosystem requires a clear
strategy, coordination between different teams (market-
ers, SEO specialists, SMM managers, content creators)
and constant analysis and optimization (Fig. 5) [6].
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Figure 5. A holistic digital brand ecosystem

Source: compiled by the author

The scheme of creating a holistic digital ecosystem
describes how different digital channels can interact
to create a single, consistent and effective brand
presence online. At the center is the brand and its
target audience, and interconnected elements are
built around them. The implementation of such a

comprehensive digital ecosystem assumes the
presence of a detailed strategic plan. In addition, a
prerequisite is to ensure a high level of coordination
between all functional units and specialists (including
marketing, SEO, SMM and content creation) to
coordinate actions [6]. Also an integral part is
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the systematic analysis of effectiveness and the
implementation of regular optimization measures
based on the received data.

Digital ecosystems are critical to building brand
awareness effectively, as they enable a consistent,
multi-channel, and synergistic presence in the online
environment where potential customers spend a
significant portion of their time. Unlike fragmented
marketing efforts, a holistic digital ecosystem ensures
multiple and consistent engagements between target
audiences and the brand across multiple touchpoints,
meaning that the ecosystem’s elements work together
to amplify each other’s impact. Such integrated work
not only extends the brand’s overall reach by enabling
it to “meet” the user on a platform that is convenient
for them, but also demonstrates its stability, reliability,
and authority, which is key to initially building positive
perceptions and, as a result, sustainable brand
awareness in a competitive environment.

The prospects for the development of digital
marketing in the field of brand awareness are
extremely broad and dynamic, driven by rapid
technological progress and changes in consumer
behavior. Improved tools for tracking user behavior,
analyzing social media sentiment, and forecasting
trends will allow brands not only to better understand
their audience, but also to predict their future needs
and expectations [3]. This, in turn, will contribute to
the creation of more relevant and valuable content,
which will increase brand loyalty and awareness on a
long-term basis. Further development of omnichannel
strategies will ensure a continuous and consistent
experience of consumer interaction with the brand at
all touchpoints, from social networks to the website
and physical stores, which will strengthen the holistic
image of the brand and increase its recognition in
the minds of consumers. Thus, the future of digital
marketing in the field of brand awareness lies in
personalization, interactivity, deep analytics, and
omnichannel.

Conclusions. Today, advanced technologies
used in digital marketing are extremely important at all
stages of this process — they provide invaluable tools,
as well as powerful analytical capabilities, which are
necessary for the effective application and continuous
improvement of digital marketing strategies.
A significant increase in the number of Internet users,
especially among age and social groups important
for business, coupled with the availability and
relative ease of use of digital marketing tools, clearly
indicates the existing prospect for enterprises to use
digital communication channels to promote their
products and services among the target audience.
Active brand presence in relevant online channels,
audience engagement through interactive content,
online campaigns and effective communication with
customers form a multi-level perception of the brand,
which goes beyond simply memorizing the name.
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Thus, the effective use of digital marketing tools
for building and developing a brand opens up a wide
range of opportunities for companies to attract the
attention of the target audience and significantly
increase their interest in the products or services
offered. In particular, the use of a wide range of
marketing tools, such as targeted email mailings,
placing visually attractive banner ads, creating and
distributing informative video content, and others,
allows not only to primarily attract potential consumers
who are part of the target group, but also to maintain
continuous interaction with them and establish close
contact at all stages of their journey of interaction with
the brand, starting from the first acquaintance and
ending with repeat purchases and loyalty formation.
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