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TOOLS TO ATTRACT CONSUMERS IN THE DIGITAL
ECONOMY

Over the course of its existence, marketing has acquired the ability to
adapt to the changing conditions of the economy. Currently, marketing
successfully adjusts to the continuously evolving conditions of the
developing digital economy [1-4].

Digital marketing is a general term for the promotion of goods and
services that utilizes digital channels to attract and retain customers. This
includes everything from advertising on online radio to displaying contextual
ads on the Internet. In simple words, digital marketing is any promotion in
which a "digital" is involved. Digital or digital marketing is a way for
businesses to maintain interaction with their customers through their personal
devices. The main purpose of digital communications is consumer spending
on goods and services provided by the company. Engaged in attracting and
retaining customers in the digital environment of digital marketers.

Marketing technologies include a wide range of software and solutions
that are used to achieve the goals and objectives of companies. As
technologies continue to streamline processes in an ever-growing number of
global industries, their introduction into marketing activities by companies
has also increased markedly in recent years.

The largest increase was recorded among data technologies that cover
various data management platforms, customer data platforms, web analytics
and other tools that help marketers collect, analyze and use information for
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successful business development. Other major categories in the diverse
marketing technology landscape include: content marketing; social media;
advertising in search engines; sales promotion tools.

They are designed to help improve marketing activities, attract customers
and spread communication with brands. Although these systems are mostly
used in digital marketing, they can also benefit from optimization through
offline sales channels, which makes them important multifaceted
components in the modern marketing world.

Today, consumers expect more personalization, which is seen as a
powerful tool in marketing, even given that legislation has significantly
tightened restrictions on data collection and use in recent years. Marketers
today use more channels and tools than three years ago. The main tools of
Internet marketing are: company website; search engines; e-mail marketing;
social media marketing; affiliate marketing.

Trends in digital marketing in 2022 are: PPC automation, interactive
content, microinfluencing, adaptation to voice search, geofencing,
augmented reality, search engine promotion, UGC content, content
marketing, omnichannel.

The omnichannel trend implies an increase in the number of contact
points with users. Today it is not enough to have only one channel to attract
customers, you need to develop and support several areas at once. It is
important to combine information from all channels into a single system.

The main tools of content marketing: blog posts, e-books, step-by-step
instructions, checklists, educational videos, podcasts. User Generated
Content or UGC - content created by the audience of the company or brand.
Search Engine Optimization (SEO) is a set of digital marketing activities
aimed at increasing the position of the company's Internet resources in the
issuance of search engines. PPC automation is the strongest trend in 2022,
which can be observed in the field of paid advertising. Artificial intelligence
opens up great opportunities in promotion, allowing you to think bigger and
use concepts that correspond to intentions, not just specific words. The
purpose of geofencing is to track and attract customers who are in a certain
territory. Messages can be sent as SMS, push notifications or otherwise.

In the era of digital technologies, the user can go online at any time and
get answers to questions of interest to him. However, not everyone has the
patience and time to open the browser, kill the query in the search engine and
read the information. Therefore, voice search remains a great trend in 2022.
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Today, well-known brands have already begun to adapt their sites to this
technology in order to get more customers.

Today, not everyone is ready to read long texts, so video content is rapidly
gaining momentum. Types of videos that can be used in online marketing:
training (explainers); Entertainment for social networks; presentation
demonstrations of the product; corrupt. Most views are scored by "live"
videos in the format of interviews and demonstration of a service or product
in practice.

Promoting business on the Internet, you need to constantly develop and
refine your marketing strategy. In the digital sphere, everything changes very
quickly, so you need to follow the trends and skillfully adapt them to your
company. It is not necessary to use all the tools at the same time, you need to
select several of the most suitable for the direction of business and embed
them in your own promotion strategy.

The client can interact with the company in various ways, for example,
watching videos, advertising, playing games, spending time on the site or
communicating with other customers on social networks. To increase the
recognition of renting, it is necessary: to strengthen the interaction of the
client with the brand of the company, to build positive brand associations in
the minds of consumers, to increase their loyalty to the company, linking it
with the target audience and the motive — customers to get acquainted with
the company or brand, related products and services.
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