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In today’s digital era, social networks are becoming an integral part of marketing
strategies for companies. They allow you to increase the effectiveness of communication
with the audience, build consumer loyalty, promote products and services, and manage
brand image. At the same time, digital marketing puts forward new requirements for
organizational processes, analytics, and ethical standards for working with personal
data, which makes studying the role of social networks in advertising particularly
relevant. The purpose of the article is to study social networks as a digital marketing tool,
determine their impact on advertising strategies of companies, and assess the
effectiveness of modern digital technologies in marketing activities. To achieve this goal,
a comprehensive approach was used, which includes an analysis of scientific literature,
systematization of theoretical concepts, empirical analysis of the practice of leading
companies in the world (American Eagle Outfitters, Nike, Dove, Coca-Cola), and a
comparative analysis of the results of digital marketing campaigns. The study showed
that social networks provide two-way interaction with the audience, allow you to
personalize messages, involve users in content creation, and optimize advertising
strategies using digital technologies and analytics. The main technologies for promoting
goods and services on social networks were identified, as well as key problems and
challenges associated with their use, including risks of privacy violations, reputation
management, and adaptation to changes in platform algorithms. Social networks and
modern digital technologies transform the advertising strategies of enterprises,
increasing their efficiency and competitiveness. Effective use of these tools requires the
integration of analytics, content personalization, compliance with ethical standards, and
prompt adaptation of marketing campaigns to changes in consumer behavior. Thus,
social networks appear not only as a communication channel, but also as a strategic
factor in the development of modern business.
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TOBApH ¥ nocyru. BogHo4yac coumepexi € iIHCTpyMeHTOM ynpaBJliHHS iMipkeM 6peH[y, 1o
pOOUTH IX BUKOPUCTAHHSA CTpaTeriyHo HeoOXiHUM. Ajle pa30M 3 HOBUMH MO>KJIUBOCTSIMU
BUHUKAIOTh | HOBi BUKJMUKH. Bi3Hecy A0BOAMTBCA LOTPUMYyBaTHCHd €TUYHHUX CTAHJAPTIB,
YB)KHO NpaIl0BaTH 3 NepCOHAJbHUMU JAaHUMHU Ta BIPOBA/KyBaTH Cy4acHY aHaJITUKY. Lle
MOSICHIOE, YOMY BHBUYEHHSl pOJIi COLia/JIbHUX Mepex Yy peKJaMHiH Jif/JbHOCTI CbOrOJHI
HabyBae 0COGJIMBOr0 3Ha4YeHHs. MeTa IbOro JAOC/i[KEHHS MOJISAra€ y BU3HAYeHHI Micus
conjaJIbHUX Mepex y cucTeMi uppoBoro MapkeTHHTY. TakoxkK BaXK/JIMBO 3'sICYBaTH, IK BOHU
BIUIMBAIOTh Ha peKJIaMHi cTpaTerili HMiTIPpUEMCTB Ta HACKiJIbKM epEeKTUBHUMHU € CydacHi
nupoBi TEXHOJIOTIT y MPaKTHULi MpocyBaHHSA. [/l IbOTO BUKOPUCTAaHO KOMIJIEKCHUM miaxiz:
MPOBEJEHO aHaJ/Ii3 HAYKOBHUX JpKepeJ, CUCTeMAaTU30BaHO KJ/IYO0Bi KOHLeNLii, po3riasgHyTO
JIOCBi/Jl CBITOBHMX KOMIAHIN Ta 3/iliCHeHO MOPiBHAHHS pe3yJbTaTiB UUPPOBUX KaMIaHiu.
OTpuMaHi pe3y/JbTaTU NiATBEPAW/IY, WO coljajbHi Mepexi A03BOJIAIOTL OpeHAaM BeCcTH
JiaJsior i3 ayAMTOPI€El0, a He JiM1le TPaHC/II0BaTH OBiJOMJIeHHA. BOHU CTBOPIOIOTBE YMOBHU /11
nepcoHasiszanii KOHTEHTY, aKTUBHOIO 3aJlydeHHS KOpPUCTYBadyiB [0 MOro CTBOPEHHA Ta
KOpeKLil peKJaMHUX CTpaTerii y pexuMmi peaJbHOro uacy. 3aBASKHM LUPPOBUM
IHCTpyMEeHTaM MapKeTOoJIOTM MOXYTb LIBUJKO aHaJi3yBaTH IOBELIHKY CIO0XKWUBayiB i
MiZIBULIYBAaTH TOYHICTb TapreTUHry. OKpeMy yBary NpHUAiJI€HO TEXHOJIOTiIM IPOCYBaHHA B
conMepexax. MaeTbcs mpo iHQII0eHcep-MapKeTHHT, MyJbTHMeilHNuiI KOHTeHT, AR i VR-
TeXHoJIoTi], iHTepakTUBHI Bifieo Ta 3D-Bisyasisanil. Yce e cTBOpIo€ HOBUM KOPUCTYBaLbKUM
JlOCBiJl i cipusie eMOLiiHIM B3aeMozii 3 6peH0M. BogHo4Yac BUsiBiieHO Tpo6J/ieMHU Ta PU3UKHU:
3pocTaHHsA iHpopMaliHHOTO WYyMYy, CKJaAHICTH BUMIiprOBaHHS e(peKTHBHOCTi, MOCTiHHI
3MiHM a/JITOPUTMIB, a TaKOXX Hebe3Neka penyTaliiHUX Kpu3 I MopylleHb NPUBATHOCTI.
Y3araJibHeHHsI MaTepiasy Moka3ye, o colliaJibHi Mepexi Ta 1udpoBi TexHoJOTii CyTTEBO
3MIHIOIOTB peK/aMHi niAxou. BoHY BiAKpHUBAIOTD IJIAX A0 6i/1b11 epeKTUBHOT O YIIpaB/IiHHSA
B3a€EMOJIEI0 3 KJIEHTAMM M NiZIBULIEHHS KOHKYPEHTOCIIPOMOXHOCTI mifnprueMcTB. [IpoTe
Ui ycniXy HeoOXifHO iHTerpyBaTH aHaJiTHU4HI IHCTPYMEHTH, 3acTOCOBYBaTHU
nepcoHasisanio, JOTPUMYBAaTHUCA €eTUYHUX NPUHLHUIIB Ta LIBUAKO aJAalTyBaTHUCH 40 HOBUX
YMOB PUHKY. Y IbOMY N0JISITA€ TOJIOBHUM BUKJIMK i BOZHOYAC r0JIOBHA llepeBara LudppoBoro
MapKeTHHIY CbOTO/l€HHS.

K/IIOYOBI C/IOBA

peKJIaMHI cTpaTerii, MOBeJ[iHKa CHNOXXWBayiB, TapreTUHI, MapKETHHIOBa aHaJITHKa,
MapKeTHHIOBI  JOC/i[)KeHHsl, MapKeTUHroBe I[iHOYTBOPEHHs, eQpEeKTUBHICTh
MapKeTUHIOBUX KaMIaHiu.
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1. Introduction

In today’s digital economy, social media has long ceased to be just a space for communication or
entertainment. They have become an important tool for business communications. Consumers are
changing their habits: they are increasingly looking for information online, comparing products, and
making a purchase decision directly online. This reduces the effectiveness of traditional marketing
methods and forces companies to look for new approaches. The development of digital technologies
opens up wide opportunities for business. Targeting systems, big data analytics, artificial intelligence
algorithms, and automation help create digital strategies that take into account the individual needs of
specific segments. Personalization of content makes communication more accurate and, at the same
time, more effective. Along with the advantages, there are difficulties. Companies face high competition
for user attention. The algorithms of the platforms are constantly changing, which requires businesses
to be flexible and responsive. The cost of advertising is increasing, and the risks associated with the use
of personal data are becoming more and more tangible. The ethics of influencing consumers also cause
discussions.

At the same time, enterprises must constantly adapt to a dynamic online environment, where the
rules of the game are determined not only by marketers but also by users themselves. All this confirms
the relevance of the study. A comprehensive analysis of social networks as a communication channel for
digital marketing is needed. understand how they affect the formation of digital strategies. This will help
not only fill scientific gaps but also provide practical guidelines for businesses operating in the digital
economy.

2. Literature Review

An analysis of scientific publications reveals that social media plays a significant role in digital
marketing. They influence consumer behavior, help build brand capital, and improve business
outcomes. P. Singh’s article proves that social networks are no longer just a tool for promotion. They
have become part of a long-term relationship between the brand and the client. The author emphasizes
that the highest results are achieved by those companies that integrate social platforms into their own
business model. This enables you to enhance engagement and foster lasting loyalty [1].

S. Laradi et al. emphasize that brand activity on social networks goes beyond content creation.
They pay attention to the regularity of posts, the speed of response to comments, and the constant
monitoring of audience reactions. It is these factors that build trust in the brand and strengthen its
capital. Researchers note that thanks to this, customers have a sense of interaction and partnership with
the company [2]. A detailed disclosure of the problem of digital marketing in the aviation industry was
made by E.-]. Seo & J.-W. Park. The researchers concluded that customers’ emotional perceptions of the
brand affect social media and also directly affect customers’ desire to reuse the company’s services. Even
in extremely competitive and conservative areas such as the aviation industry, digital campaigns can
create long-term commitment [3].

A detailed disclosure of the problem of digital marketing in the aviation industry was made by
E.-]. Seo & J.-W. Park. The researchers concluded that customers’ emotional perceptions of the brand
affect social media and also directly affect customers’ desire to reuse the company’s services. Even in
extremely competitive and conservative areas such as the aviation industry, digital campaigns can
create long-term commitment [3].

The existence of a direct correlation between financial results and the development of digital
competencies of the company was proved by M. Nuseir & G. El Refae. The authors also emphasized that
customer relationship management (CRM) is a key intermediary, as it allows for the use of digital
interaction to increase profitability and improve competitive position [4].

The results of the meaningful analysis in the article with H. B. Nobar et al. demonstrated how social
media activity became the basis for forming a positive brand image and consumers’ sense of belonging
to a certain “community”. Using the example of the leather industry, scientists have proven that
involvement in digital communications directly affects the strength of customers’ obligations to the
brand, making them less sensitive to the actions of competitors [5].
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In the context of the research problem, the scientific research of E. More et al. is of considerable
interest. The main conclusion of the study was the statement that audience segmentation is key to the
success of campaigns related to socially important goals. By examining social networks as a medium for
the spread of viral content, the authors demonstrated that it is a differentiated approach to different
groups of users that allows you to increase reach and provide a real behavioral response that goes
beyond just watching or “liking” [6].

Certain aspects of the relationship between consumer brand evaluation and marketing activity in
social networks were studied by K. Y. Koai et al.,, who confirmed its complex nature. According to
scientists, the impact of these elements is amplified when moderating trust and authenticity of content,
because customers prefer messages that they consider consistent and sincere, rather than just
advertising. This allowed the development of a more detailed model that uses social networks as a tool
for communication and strategic image management [7].

The review of scientific publications allows us to conclude that social networks have become
multifunctional tools that can influence the emotional and value attitude of consumers and specific
business indicators of companies. But among the studies, there is a lack of systematic comparison of the
impact of various technological tools of social platforms (such as Big Data, automation, and strategic
planning) on the effectiveness of advertising strategies in different industries. Hence, further research
aims to fill this scientific gap.

3. Problem Statement

The purpose of the article is to study social networks as a digital marketing communication
channel. To achieve this goal, it is necessary to solve the following tasks: to analyze scientific approaches
to the role of social networks in digital marketing; to explore the technologies used in social networks
to promote goods and services; to characterize the challenges associated with the use of social networks
in advertising activities.

4. Methods and Materials

The research materials cover scientific literature and concepts of Ukrainian and foreign authors.
Works on digital marketing, social networks, behavioral economics, and communication management
were considered. Particular attention was paid to approaches to studying the impact of social networks
on consumer behavior. The formation of loyalty and brand image was also analyzed. The research
methodology is based on a combination of several scientific approaches. First of all, an analysis of the
literature was carried out. This made it possible to systematize theoretical approaches and identify key
conceptual positions on the role of social networks. Additionally, empirical analysis was used, which
included the study of cases of advertising campaigns in social networks. Thanks to this, it was possible
to assess their impact on user engagement, loyalty, and brand perception.

5. Results and Discussion

In modern scientific works, digital marketing is considered a holistic system. It includes the
means, methods and practices of promoting goods, services and even social ideas. The basis is the use
of digital communication channels and the latest information technologies.

Digital marketing is focused on creating, delivering, and disseminating value to the consumer. For
this, Internet platforms, websites, social networks and mobile applications are used. Additional tools
include search engines, email, advertising automation software solutions, and analytical services.

Among the main components, digital content is distinguished - texts, visual materials and videos.
Targeting and remarketing, as well as tools for collecting and processing user data, play an important
role. Algorithmic approaches, including programmatic advertising and machine learning techniques,
allow you to personalize messages and optimize advertising campaigns. The differences between digital
marketing and traditional marketing are formed at several interrelated levels. These differences can be
clearly traced by a number of key parameters that determine the nature of communication, the level of
personalization, the measurability of results, and the speed of adaptation to changes (Table 1).
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Table 1. Comparative characteristics of traditional and digital marketing

Comparison criterion

Traditional marketing

Digital Marketing

The nature of

One-way broadcast of a message from an

Two-way and multilateral communication with

communication advertiser to a mass audience (print media, | the possibility of instant feedback, and
television, radio, outdoor advertising). distribution of content by users.

Level of Orientation to wide segments or the mass A high level of personalization through the use of

personalization market, limited opportunities for Big Data, behavior analytics, purchase history, and
individualization. demographic data.

Interactivity Passive perception of information by the Active participation of consumers in the creation
consumer, the inability to influence the of content (user-generated content), mechanisms
content. of viral distribution and social confirmation.

Measurability and Limited performance evaluation Detailed metrics in real time (CTR, CPA, LTV, A/B

analytics capabilities (surveys, ratings, sales tests), and the ability to quickly adjust the
statistics with a time lag). strategy.

Flexibility and Slow change cycle and high cost of Quick adaptation to changes in platform

adaptation adjusting campaigns. algorithms and audience behavior, and the use of

automated optimization tools.

Organizational Traditional = marketing  departments’ | Integration of IT competencies, data analytics,

requirements emphasis on creativity and media planning. | UX/UI, and automation of marketing processes.

Ethical and legal Less risk of privacy violations, control at High risks are associated with the use of personal

aspects the level of government regulations and data, manipulation of behavior, and the need to

comply with international data

standards.

industry standards. protection

Source: Developed by the authors based on [5; 7].

A comparative analysis of the differences between traditional and digital marketing indicates that
modern digital approaches form a qualitatively new model of interaction with the consumer. Among
them, social networks occupy a special place. They most clearly demonstrate the new standards of
marketing practices, in particular, interactivity, personalization, and active involvement of the
consumer in the process of creating value [9].

Next, it is advisable to consider the fundamental theoretical approaches used in the study of the
role of social networks in digital marketing. They offer different approaches to interpreting the
phenomenon, from focusing on interaction and relationship management processes to studying the
impact on individual behavior and the role of information technology in scaling these processes. The
communication management approach considers social networks primarily as an environment for
dialogue between the brand and the audience and as a tool for reputation and relationship management.
The theoretical basis of this approach is based on the concepts of communication and relationship
management, where the key ones are not one-time information, but the construction of long-term,
mutually beneficial communication chains [10]. Within the framework of this approach, content
management strategies (content planning, tone of voice, storytelling), community management tactics
(creation and support of thematic communities, moderation, involvement of opinion leaders) and real-
time crisis communication algorithms are studied. Methodologically, this involves qualitative research
(interviews, focus groups, discourse analysis), content analysis, and interaction metrics (engagement
rate, response time, sentiment), which allow you to assess not only the coverage but also the quality of
interaction. The practical significance of the approach lies in the formation of a strategy that focuses on
trust, transparency and active management of relationships with target audiences. At the same time, its
limitations lie in the difficulty of quantifying the long-term effects of dialogic practices and in the risk of
over-reliance on individual community managers and creative solutions.

The behavioral approach focuses on the mechanisms of influence of social networks on individual
and group consumer behavior. It is based on theories of social influence, decision-making, and cognitive-
behavioral models. The focus is on how engaging with content on social media changes attitudes,
intentions, and actual buying behaviors, such as the role of reviews and recommendations, influencer
effects, viral spread, and information framing mechanisms. The methodology of this approach combines
experimental studies (A/B tests, laboratory experiments), analysis of large sets of behavioral data
(clicks, user journeys, conversions) and cognitive-psychological methods (eye-tracking,
psychophysiological measurements in advertising studies) [11]. The behavioral approach makes it
possible to more clearly model cause-and-effect relationships and optimize influence tactics, but it faces
attribution problems (how to separate the influence of social networks from other channels), ethical
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risks of manipulation, and the difficulty of extrapolating the results of experiments into real
multichannel conditions.

The integration of the three approaches in the study of the role of social networks is a productive
strategy of theoretical and practical analysis. Communication management determines the
understanding of strategic goals and the quality of interaction, the behavioral approach determines the
mechanisms of influence on the individual and the group, and the technological approach determines
the tools for implementing and scaling these influences. Together, they form a holistic picture, where
social networks simultaneously act as a platform for dialogue, a sphere of behavioral transformation,
and a technological platform for analyzing and automating marketing decisions. The functional
importance of social networks in the digital marketing system is manifested in several key areas. In
order to systematize the above-mentioned aspects, they were summarized in Table 2.

Table 2. The functional importance of social media in digital marketing

Function Implementation tools Content Expected effect
Information Facebook Pages, Instagram Quick dissemination of up-to-date Increasing consumer
Stories, YouTube channels, information about the company, awareness and building
corporate blogs new products, promotions, and trust
innovations
Loyalty Building Chatbots (Messenger, Building an emotional connection Growing audience

Telegram), gamification
services, closed
groups/communities
Facebook Ads Manager,

with consumers, creating a sense
of engagement and exclusivity

Promotion of Active promotion of products

goods and Instagram Shopping, TikTok within segmented audiences
services Ads, Influencer Collaboration
Brand image Brand management tools, Ensuring brand awareness and
formation reputation monitoring systems maintaining a positive image in
(Brandwatch, YouScan), SMM the public space
platforms
Analytical Google Analytics, Meta Business Collect and analyze data on user

Suite, Social Listening behavior and needs
(Hootsuite, Sprout Social)

Source: Developed by the authors based on [8; 12; 13; 14].

commitment and repeat
purchases

Increase sales, optimization
of advertising costs

Increased trust and
competitiveness

Improving the effectiveness
of data-driven marketing
strategies

Key technologies used in social networks to promote goods and services form the basis of modern
advertising strategies. First of all, it is necessary to highlight the algorithms of targeted advertising,
which allow you to determine the audience as accurately as possible based on demographic
characteristics, behavioral patterns and interests of users. They provide personalization of advertising
messages and optimize costs as reach focuses on potentially interested consumers. An important role is

played by social commerce systems integrated directly into platform interfaces (Table 3).

Table 3. Key technologies of social networks in the promotion of goods and services

The essence and tools of

Technology . . Potential for use Expected results
implementation
Targeted Use of data analysis systems Personalization of advertising .
.. . o . Increasing ad relevance,
advertising (Facebook Ads Manager, TikTok messages, optimization of . . :
. s increasing conversion rates
algorithms Ads) advertising costs

Integrated social media
shopping features (Instagram
Shopping, Facebook
Marketplace)
Collaboration with bloggers,

Shortening the consumer’s

Social commerce . S
journey from viewing to purchase

Building trust and authenticity,

Influencer . . 2% . . .
. micro-influencers, opinion effectively reaching niche
marketing "
leaders communities
Visualization L . . .
. . AR/VR technologies, interactive Creating emotional engagement,
and multimedia . . .. . . .
videos, 3D visualizations forming a unique user experience
content
Analvtical Google Analytics, Meta Business Real-time monitoring of
y . Suite, social listening services consumer behavior, evaluation of
technologies

(Hootsuite, Sprout Social) the effectiveness of campaigns
Source: Developed by the authors based on [9; 11; 13-15].

Lead generation, increase in
reach

Growing brand loyalty and
commitment, expanding the
audience
Strengthening the
emotional connection with
the consumer, increasing
engagement
Optimization of marketing
strategies based on data,
identification of new trends
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Mechanisms similar to Instagram Shopping or Facebook Marketplace allow you to make
purchases directly on social networks. This significantly shortens the consumer’s journey from viewing
to purchase, increasing the likelihood of conversion.

A separate block is influencer marketing technologies that use the potential of opinion leaders.
Due to the high level of trust in the personal recommendations of bloggers and micro-influencers, the
effect of authenticity is formed, which enhances the impact on the target audience. Visualization and
multimedia content tools are also significant. Augmented and virtual reality (AR/VR) technologies,
interactive videos and 3D visualizations create a new level of user experience, promote emotional
engagement and stimulate the desire to interact with the brand. Analytical technologies that allow you
to track user behavior in real time remain no less relevant. The use of Google Analytics, Meta Business
Suite, and specialized social listening services makes it possible to evaluate the effectiveness of
campaigns, adjust content strategy, and identify key trends in consumer behavior.

A separate block is influencer marketing technologies that use the potential of opinion leaders.
Due to the high level of trust in the personal recommendations of bloggers and micro-influencers, the
effect of authenticity is formed, which enhances the impact on the target audience. Visualization and
multimedia content tools are also significant. Augmented and virtual reality (AR/VR) technologies,
interactive videos and 3D visualizations create a new level of user experience, promote emotional
engagement and stimulate the desire to interact with the brand. Analytical technologies that allow you
to track user behavior in real time remain no less relevant. The use of Google Analytics, Meta Business
Suite, and specialized social listening services makes it possible to evaluate the effectiveness of
campaigns, adjust content strategy, and identify key trends in consumer behavior.

Together, these technologies form an ecosystem of digital promotion, which combines a
personalized approach, interactive formats, and accurate analytical tools. This allows brands to not only
increase sales but also build long-term relationships with their audience based on trust and engagement.
The use of social networks in advertising, despite its obvious advantages, is accompanied by a number
of complex problems and challenges that are both practical and theoretical. To systematize these
aspects, it is advisable to present them in the form of a generalized Table 4, which allows you to visually
assess the specifics of each challenge and its consequences for business.

Table 4. The main problems and challenges of using social networks in advertising activities

Possible management

Problem Essence and characteristics Potential consequences
methods
Information noise High content saturation, Decreased effectiveness of Content personalization,
and overload competition for user attention | advertising campaigns, negative targeting, and creative
perception of the brand storytelling
Ethical and legal Use of personal data, Privacy violations, legal Compliance with GDPR and
risks targeting, and manipulation of | sanctions, reputational losses other regulations, ethical
user behavior marketing standards
Problems of Complexity of attribution of Incorrect ROI estimation, Use of analytical platforms,
measuring results, multichannel inefficient use of the budget data integration, and
efficiency communications longitudinal research
Dynamism of Frequent changes in platform | Loss of reach, loss of campaign Continuous monitoring of
algorithms and algorithms and user performance platforms, adaptive strategies,
audience behavior preferences and process automation
Reputational and Viral distribution of negative Crises, decreased brand Social media monitoring,
crisis risks content, fake reviews credibility rapid response, anti-crisis
communications

Source: Authors’ own development.

The considered examples show that modern digital strategies in social networks are based on a
combination of personalization, interactive formats and the latest technologies. The use of AR/VR, social
commerce systems, targeting algorithms, and influencer marketing allows you to move from mass
distribution of messages to more individualized interaction [14]. This shortens the buyer’s journey from
product discovery to purchase (from discovery to checkout), strengthens the role of user-generated
content and communities, and builds brand trust through authentic recommendations from thought
leaders. As a result, the business gets concrete results: an increase in conversions, an increase in "add
to basket" indicators, and the strengthening of long-term relationships with consumers. Below are
examples of the implementation of digital technologies in the digital strategy of well-known companies
with specific performance indicators (Table 5).
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Table 5. The impact of social media on the digital strategy of enterprises: empirical examples,

2019-2023
The company, the case | Technology, approach | Description of implementation Specific results
Daniel Wellington Influencer Marketing, Large-scale product-seeding Annual sales increased by
UGC campaign on Instagram, $220-230 million
ambassador programs

Sephora AR (Virtual Artist), Al Virtual makeup fitting in 35% of conversions in virtual

recommendations applications and on the website; fitting scenarios

personalized recommendations
IKEA AR, shoppable AR AR applications for furniture Attracting a younger
campaigns visualization; interactive AR audience, lowering the

games on Snapchat purchase barrier, increasing

conversions in AR channels
Source: Compiled by the authors based on [15-18].

An analysis of the practice of leading companies shows that social networks have become a key factor
in the transformation of digital strategies in the modern business environment. They allow brands to
communicate with audiences, actively engage users in content creation, form long-term relationships,
and increase loyalty. The use of digital tools such as social media analytics, targeted advertising,
influencer integration, and Al analytics ensures effective planning, monitoring, and operational
optimization of campaigns [15]. Empirical evidence demonstrates that social media contributes to
increased reach and engagement with audiences, increased brand awareness, and increased sales.
Therefore, social networks not only support traditional marketing functions but also open up new
opportunities for personalization, interactivity, and strategic adaptation of advertising campaigns. This
makes them an indispensable element of modern marketing systems and a key factor in the
competitiveness of enterprises in the digital age.

6. Conclusions

The study confirmed that social networks are considered in the scientific literature as key
channels of communication with the audience, providing two-way dialogue, influencing consumer
behavior and the possibility of integrating modern digital technologies. Three main approaches were
distinguished: communication (social networks as a means of dialogue), behavioral (influencing
consumer decisions and behavior) and technological (using Big Data, targeting and automation).

An analysis of the practices of leading companies (American Eagle Outfitters, Nike, Dove, Coca-
Cola) showed that social networks effectively use targeted advertising tools, integration with
influencers, user-generated content, analytical platforms, and Al technologies to personalize messages
and optimize advertising campaigns. This allows you to increase user engagement, audience reach, and
the effectiveness of marketing efforts.

The study identified key problems, namely the risks of violation of privacy and ethics in the
processing of personal data, the complexity of monitoring and reputation management, high
competition for user attention, and the need to quickly adapt content to changes in platform algorithms.
These challenges require a comprehensive approach to digital marketing strategies, integrating
analytics, and adhering to ethical standards.

Empirical analysis has confirmed that the use of modern digital technologies and social networks
is transforming the digital strategy of enterprises. The integration of analytical tools, Big Data, and
personalization algorithms allows companies to quickly adapt advertising campaigns, increase the
effectiveness of audience engagement, form a positive brand image, and strengthen consumer loyalty.
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