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3 S, Abstract
2 = The article examines the impact of digital technologies on international marketing and trade
. ;2 marketing. In the context of globalization and rapid development of information technologies,
> @ companies are faced with the need to adapt their strategies to effectively enter international
87 markets. Digitalization of marketing improves communication with consumers, expands
—_ opportunities for data analysis and increases the accuracy of marketing campaigns. Also, digital
8 tools can significantly improve interaction with partners in the field of trade marketing, optimize
c distribution processes and promote products taking into account the characteristics of each
o market. The article analyzes the main trends in digitalization in international marketing, as well
|1J as the impact of technology on trade marketing strategies and tools in different countries.
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\ )//ﬂg Introduction
N /’i In recent decades, digital technologies have significantly changed approaches to doing business,
N ‘ \. including in the field of marketing. Globalization and the rapid growth of Internet technologies
3 \ have led to companies around the world starting to look for new ways to interact with consumers
and partners. This impact is especially noticeable in international marketing and trade marketing,
which require more flexible and technologically advanced solutions to successfully enter global
markets.
Digitalization of marketing opens up wide opportunities for companies to effectively
communicate with target audiences, analyze consumer data and adapt advertising strategies
depending on the cultural and economic characteristics of different countries. In turn, trade
marketing, aimed at improving interaction with trading partners, is also undergoing changes due
to the introduction of digital technologies. Modern automation tools, analytics and CRM systems
allow companies to quickly respond to market changes, optimize supply chains and promote
products taking into account local needs. The purpose of this article is to analyze the impact of
digital technologies on international marketing and trade marketing, consider key trends and
determine how innovative tools are changing approaches to building successful strategies in the
context of digital transformation.
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Main part

Digital technologies have a significant impact on the development of international marketing and
trade marketing, offering companies new opportunities for effective interaction with a global
audience and partners. In a rapidly changing digital world, companies operating in international
markets must adapt their strategies to take advantage of modern technologies to improve their
competitiveness.

Digital technologies are changing the way brands interact with consumers, providing more
opportunities for personalization and targeting of advertising. Using the Internet and mobile
applications allows companies to analyze the needs and preferences of the target audience much
more accurately, as well as conduct marketing campaigns aimed at specific market segments.
One of the key tools of digital marketing is data analysis. Modern big data analysis technologies
allow companies to collect, process and use information about consumer behavior, preferences
and trends in global markets. This makes it possible to more accurately predict demand, adapt
product offerings and improve advertising campaigns taking into account the cultural, economic
and social characteristics of different countries.

In addition, social networks and digital advertising are actively used in international marketing.
Platforms such as Facebook, Instagram, Twitter, LinkedIn and YouTube provide companies with
unique opportunities to connect with consumers across borders and build brands that attract
attention on the international stage. Digital advertising that is tailored to the interests, behavior
and preferences of users can significantly improve the effectiveness of advertising campaigns,
increasing conversions and reducing advertising costs.

Mobile technologies play an equally important role in international marketing. In countries with
developed mobile markets, the use of mobile applications and mobile advertising has become
the main channel for interacting with consumers. An important part of digital marketing is also
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{4 SEO (search engine optimization) and content marketing, which help improve brand visibility in
~ search engines and attract attention to products and services on an international level.
7 Q f \ Trade marketing, aimed at interacting with trading partners and stimulating sales through

“~ N\ distribution channels, is also undergoing significant changes due to the introduction of digital
technologies. The use of digital platforms allows brands not only to improve internal processes,
but also to strengthen their relationships with trading partners, providing them with innovative
tools to increase sales. One of the most significant changes is the use of CRM (Customer
Relationship Management) systems. These systems help companies collect and analyze
information about interactions with customers and partners, which allows them to make more
informed decisions in the field of trade marketing. As a result, companies can better understand
the needs of trading partners, predict demand and optimize their sales support activities. The
second important element of the digitalization of trade marketing is automation tools.
Automation of processes such as demand planning and forecasting, inventory management and
distribution of goods can significantly reduce costs, increase efficiency and reduce the number
of human errors. Modern software solutions help track inventory status in real time and ensure
timely delivery goods to stores and warehouses, which is especially important for large
international brands.
In addition, digital analytics allows companies to better track the effectiveness of their trade
marketing efforts, as well as conduct competitor analysis. Platforms for monitoring prices,
promotions and offers in international markets help brands more accurately respond to
competitors' actions and adapt their strategies.
Digital technologies also have a significant impact on logistics and distribution processes in
international marketing and trade marketing. The use of cloud technologies, supply chain
management platforms and IoT (Internet of Things) can significantly improve the transparency
and efficiency of these processes. Companies can track the movement of goods in real time,
which helps reduce supply risks, as well as reduce costs by improving the accuracy of demand
forecasting. Effective supply chain and logistics management using digital tools allows
companies to handle large order volumes, minimize delays and optimize their operations in
international markets. Modern warehouse management and process automation solutions (e.g.,
robotic systems) also play an important role in reducing the time and cost of product delivery.
One of the main areas of digital transformation is marketing personalization. Thanks to the
collected data, a company can develop individualized offers for each consumer segment. This is
especially important for international markets, where needs and preferences can vary greatly.
Digital tools allow companies to tailor content, advertising, and product offerings to the interests
of specific consumer groups, which increases the effectiveness of campaigns and increases
conversions. Interactive technologies and virtual reality (VR) are becoming important tools for
creating new forms of interaction with consumers. Virtual stores, online consultations, product
trials, and other innovations open up new opportunities for marketing and sales in international
markets.
Digitalization of international marketing and trade marketing has become a necessity for
companies seeking to remain competitive in a global economy. The introduction of modern
technologies not only improves interaction with consumers and partners, but also optimizes
internal processes, reduces costs, and increases the effectiveness of marketing campaigns. It is
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# important that companies not only use digital tools, but also integrate them into their overall
> % A strategy, taking into account the cultural and economic characteristics of each market.
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\\\ Conclusions and offers

Digital technologies are becoming a key factor for success in international marketing and trade
marketing. Their integration allows companies to more effectively engage with a global
audience, improve distribution and sales processes, and adapt marketing campaigns to the
specifics of different markets.

Digital tools such as big data analytics and machine learning systems allow companies to better
understand their customers’ needs and offer personalized solutions. This helps to increase
customer loyalty and conversion rates in international markets. One of the most important aspects
of successful international marketing is cultural adaptation and localization of content.
Companies need to take into account local traditions, preferences, and values in order to
effectively convey their message and prevent possible misunderstandings.

In a highly competitive global market, companies need to actively use digital technologies to
differentiate their offerings, improve branding, and create unique consumer experiences.
Personalization and content marketing technologies are important tools in this process. Digital
technologies provide high-quality data collection and analysis, which allows companies to more
accurately predict demand and quickly respond to changes in market conditions. Analytics tools
help minimize risks and improve the effectiveness of marketing strategies.
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Suggestions:

1. Develop localized digital strategies: To successfully operate in international markets,
companies must develop localized digital and trade marketing strategies that focus on the unique
needs and preferences of each country. This includes adapting advertising materials, using local
social networks and platforms, and taking into account cultural and economic peculiarities.

2. Implement analytics and Al technologies: It is recommended to actively implement artificial
intelligence and machine learning technologies to improve analytics, forecast demand, and
optimize marketing strategies. These technologies will allow companies to better understand
customer needs and quickly respond to changes in the global business environment.

3. Invest in digital security: To guarantee the trust of consumers and partners, companies should
invest in data protection systems that comply with international security standards, such as
GDPR. Information security should be an important part of marketing strategies, especially when
working with personal customer data in different markets.

4. Staff training and development of digital competencies: It is important to provide training to
employees, especially in international markets, to effectively use digital tools. Developing digital
competencies within the company will allow for faster adaptation of new technologies and
increase overall efficiency.

5. Use of omnichannel strategies: Companies should use omnichannel approaches to improve
interactions with customers and partners. Integration of all digital and traditional channels
(online stores, social networks, mobile applications, offline stores) will help to ensure a unified
customer experience and increase loyalty.
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N\ )//f% In general, digitalization in international marketing and trade marketing opens up wide
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- opportunities for business growth and development at the global level, but requires a careful
T 7 approach to localization, data security and integration of new technologies into the company's
s ///// \\\& Pp y g g pany
)8 strategy.
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